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The  magic  word  that  opens  the  door  to  the  greatest 
advertising  medium  of  our  times  is  television. 


And  in  Richmond,  first  market  of  Virginia, 
television  means  only  WTVR. 

WTVR  is  the  only  television  station  in  Richmond  .  .  . 
has  been  for  two  years. 

Virginians  remember  that  in  1944  Havens  &  Martin, 

owners  of  WMBG,  prophesied  the  coming  greatness  of  television 

with  the  first  full-page  newspaper  advertisement 

ever  placed  by  a  radio  station.    Since  1926  they  recall  many 

other  pioneering  steps  taken  by  WMBG,  WCOD,  and  WTVR/ 

backed  by  a  firm  faith  in  the  American  system 

of  broadcast  advertising. 

Wherever  you  are  (Richmond,  New  York,  or  Chicago)  Havens 
&  Martin  stations  are  your  "First  Stations  of  Virginia." 


WMBG  AM 

WTVR  TV 
WCOD  m 


Havens  and  Martin  Stations,  Richmond  20,  Va. 
John  Blair  &  Company,  National  Representatives 
Affiliates  of  National  Broadcasting  Company 


Pace  your  sales 

with  YANKEE  Home-town  Stations 

ence  —  serving  national  advertisers 
and  home-town  nnerchants. 

They  form  the  largest  New  England 
regional  network  —  combining  more 
local  coverage  to  reach  more  people 
more  effectively  than  is  possible 
through  any  other  group  of  stations. 

Set  the  pace  anywhere  and  every- 
where in  New  England  with  Yankee. 

^  /ic€C^lt<lHCe  U  THE  YANKEE  NETWORK'S  'PaccttcUtcOH 

The  Yankee  Network, 

Member  of  fhe  Mufua/  Broadcasting  System 
21  BROOKLINE  AVENUE,  BOSTON  15,  MASS.  Represented  Nationally  by 


You  can't  beat  a  friendly,  locally 
popular  Yankee  home-town  station  for 
setting  up  and  maintaining  steady  and 
profitable  sales  volume. 

These  locally  accepted  Yankee 
home-town  stations  are  spread  all 
over  New  England  —  28  of  them  in 
six  states,  carrying  Yankee  Network 
and  Mutual  programs  to  a  vast  audi- 


Inc. 

EDWARD  RETRY  &  CO.,  iNC; 
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Cb^edCircuit       Up''<''^"'9      Business  Briefly 


UNUSUAL  interest  being  manifested  in  net- 
work circles  over  action  of  Life  in  announcing 
4%  increase  in  advertising  rates  with  same 
guaranteed  circulation  of  5,200,000.  It's 
pointed  out  this  is  the  first  time  any  major 
medium  has  tied  rates  into  overhead  since 
Life  says  flatly  new  rate  is  based  on  inflation- 
ary cost  trend.  Heretofore  publications  have 
used  circulation  exclusively  as  rate  yardstick. 

SOON  to  make  big  news  will  be  announcement 
that  R.  J.  Reynolds  Tobacco  Co.  (Camels)  has 
signed  with  ABC  for  Fat  Man,  Friday,  8-8:30 
p.m.,  beginning  Oct.  6.  Client,  through  Wm. 
Esty,  also  acquired  TV  rights  but  plans  not 
yet  completed. 

WITH  Fat  Man  shifting  to  Reynolds  sponsor- 
ship, Norwich  Pharmacal  Co.,  which  relin- 
quished program,  has  purchased  Modern 
Romances  on  ABC  twice  weekly  (Tuesday  and 
Thursday,  11:15-11:30  a.m.).  Benton  & 
Bowles  handles  account. 

VISIT  of  Gen.  David  Sarnoff,  RCA  chairman, 
to  CBS  as  luncheon  guest  of  Chairman  Wil- 
liam S.  Paley  is  only  half  of  story.  Mr. 
Paley  returned  courtesy  by  visiting  Gen. 
Sarnoff  at  RCA  headquarters  last  Tuesday. 
It's  easy  guess  that  programs,  policies  and 
TV  were  discussed.  It  is  also  good  bet  that 
Columbia  Recording  Corp.  will  begin  pro- 
ducing those  45's. 

ALTHOUGH  FCC  had  no  formal  comment 
following  NAB  board's  action  sharply  criti- 
cizing it  for  undue  interference  with  licensee's 
responsibilities  in  Richards'  stations  renewal 
proceedings,  FCC  Chairman  Wayne  Coy  is  ex- 
pected to  lash  back  in  his  next  public  utter- 
ance, as  yet  unscheduled. 

THERE'S  something  brewing  again  in  RCA 
Research  Labs  pertaining  to  color  TV.  While 
inquiries  were  fruitless,  fact  that  RCA's  two 
top  TV  researchers.  Dr.  E.  W.  Engstrom  and 
Dr.  G.  H.  Brown,  left  for  Europe  June  28 
was  construed  as  indicating  mission  ac- 
complished on  dot  sequential  system. 

WITHOUT  fanfare.  Defense  Dept.  last  week 
absolved  Charles  Dillon,  radio-TV  director  at 
Pentagon,  of  any  breach  because  of  incident 
provoked  by  Drew  Pearson  charge  that  con- 
ference between  Mr.  Dillon  and  Frank  McCall, 
NBC  program  executive  secretary,  had  been 
recorded.  Mr.  Dillon  was  notified  matter 
had  been  investigated  and  his  record  cleared. 
Mr.  Pearson  had  charged  in  his  column  June 
7  that  Mr.  Dillon  had  tape-recorded  interview 
to  embarrassment  of  Mr.  McCall  and  depart- 
ment. 

CRYSTAL-BALL  gazers  peering  into  future 
of  Broadcast  Advertising  Bureau  see  signs 
of  agency-advertising  participation  through 
associate  memberships,  once  BAB  is  separated 
from  parent  NAB.  Fears  of  legal  compli- 
cations in  mandatory  NAB  membership  re- 

(Continued  ov  page  78) 


July   6-8:   South   Carolina   Broadcasters  Assn., 
Ocean  Forest  Hotel,  Myrtle  Beach. 

July  7:  Government-Industry  preparatory  confer- 
ence on  NARBA,  Washington,  D.  C. 

July  11-14:  First  Advertising  Agency  Group,  Hotel 
Lafayette,  Long  Beach,  Calif. 

(Other  Upcomings  on  page  49) 

Bulletins 

SECOND  Mutual  move  to  strengthen  late 
afternoon  "kid  shows"  announced  Friday  with 
acquisition  of  Derby  Foods'  Sky  King,  on  ABC 
since  1946.  Combination  western  and  flying 
show  will  be  aired  on  400  Mutual  stations 
Tues.,  Thurs.,  5:30-6  p.m.  starting  Sept.  12. 
Mutual  previously  announced  Quaker  Oats' 
Challenge  of  the  Yukon  would  move  from 
ABC  Sept.  11  to  same  time  slot  Mon.,  Wed., 
Fri.  Two  shows,  together  with  Kellogg's 
Mark  Trail,  Mon.,  Wed.,  Fri.,  5-5:30  and 
National  Biscuit's  Straight  Arrow,  same  time, 
Tues.,  Thurs.,  give  Mutual  solid  hour  of 
children's  entertainment.  Sky  King  will  pro- 
mote Derby's  Peter  Pan  peanut  butter. 
Agency,  Needham,  Louis  &  Brorby. 

BLOCK  DRUG  Co.,  New  York,  plans  fall 
sponsorship  of  twice-weekly  daytime  radio 
program,  Quick  as  a  Flash,  on  ABC  and 
Mystery  Playhouse,  Tuesday,  10-10:30  p.m. 
on  CBS-TV.  Agency,  Cecil  &  Presbrey,  New 
York. 

BASEBALL  RE-CREATION 
INVESTIGATION  FORESEEN 

POSSIBILITY  of  FCC  examination  of  prac- 
tices employed  in  "reconstructed"  baseball 
play-by-play  broadcasts  seen  Friday  on  heels 
of  complaint  filed  by  KTHT  Houston  against 
Liberty  Broadcasting  System,  its  President 
Gordon  B.  McLendon,  and  its  affiliates. 

In  letter  sent  to  FCC  by  President  Roy 
Hofheinz,  KTHT  charged  that  in  Liberty's 
reconstruction  of  major  league  games  "a 
conscious  and  deliberate  effort  is  made  ...  to 
give  the  impression  that  they  are  contempora- 
neous play-by-play  accounts."  These  broad- 
casts, he  claimed,  "are  not  merely  harmless 
fantasies,  but  are  misleading  and  deceptive  to 
the  public  upon  the  whole,  and  are  contrary 
to  the  interests  thereof."  He  asked  FCC  to 
investigate  and  "take  appropriate  action." 

Mr.  McLendon  issued  following  statement 
through  Cohn  &  Marks,  Washington  counsel: 

Gordon  B.  McLendon,  president  of  Liberty 
Broadcasting  System,  in  reading  the  protest  com- 
plained bitterly  that  his  name  had  been  misspelled. 
McLendon  went  on  to  say  that  his  name  is 
spelled  M-c-L-E-N-D-O-N  and  has  only  one  c 
before  the  L. 

Complaint  had  spelled  it  "McClendon." 

FCC  authorities  idicated  that,  following 
usual  procedure,  they  would  call  upon  Liberty 
for  statement  of  its  position.  It  was  reported 
similar  questions  have  been  raised  informally 
in  past. 

Mr.  Hofheinz  claimed  Liberty's  reconstructed 
broadcasts  "create  the  impression  that  they 
are  eye-witness  accounts  of  baseball  games 
in  the  American  and  National  Leagues." 


S&W  CONTRACT  #  S&W  Fine  Foods  Inc.) 
San  Francisco,  Aug.  7  starts  three-weekly 
Second  Cup  of  Coffee  Time  with  Harry  Bab- 
bitt on  12  Columbia  Pacific  stations,  7:45-^ 
a.m.  (PDT),  52  weeks.  Agency,  Foote,  Cone 
&  Belding,  San  Francisco. 

KROGER  ON  TV  #  Kroger  Co.  (food 
stores)  will  sponsor  Alan  Young  Show, 
Thurs.,  9-9:30  p.m.,  on  18  CBS-TV  midwest 
and  southern  stations  beginning  Sept.  15. 
Agency,  Ralph  H.  Jones  Co.,  Cincinnati.  Show 
sponsored  on  CBS-TV  eastern  network  by 
Esso  Standard  Oil  Co. 

TOBACCO  PROMOTION  •  National  Assn. 
of  Tobacco  Distributors  and  cigar  manufac- 
turers planning  industrywide  cigar  promo- 
tion campaign,  using  radio  and  TV  spots, 
starting  in  August.  Agency,  Wesley  Assoc., 
New  York. 

HUNT  READY  •  Hunt  Foods  ready  to 
sign  contract  for  thrice-weekly  sponsorship 
of  Bert  Parks  Show,  half-hour  CBS-TV  pro- 
gram across  board.  Program  packaged  by 
Louis  Cowan.  Agency,  Young  &  Rubicam, 
New  York. 

PREPARE  SPOTS  #  Lamont,  Corliss  &  Co., 
New  York  (Nescafe),  through  Cecil  &  PreS-" 
brey.  New  York,  preparing  spot  campaign  in 
New  York,  Chicago  and  Philadelphia. 

GULF  CHANGE  #  Gulf  Oil  Corp.  may 
drop  sponsorship  of  We  the  People  on  radios 
but  retain  program  on  TV.  Young  &  Rubi- 
can,  agency,  looking  for  radio  replacement. 

NEW  BAB  STRIP  FILM 
PROMOTES  NATIONAL  SPOT 

BAB'S  new  strip  film  on  spot  broadcasting,' 
"How  to  Pick  a  Winner,"  previewed  in  New 
York,  will  be  accompanied  by  commentary 
text  when  distributed  to  BAB  subscribers, 
at  $15  per  package. 

Spot  broadcasting,  in  definition  of  new  film, 
is  "any  use  of  the  nation's  radio  stations  by 
a  national  advertiser  on  a  selective  market 
basis."  Film  is  intended  to  be  shown  princi- 
pally to  distributors,  food  brokers,  manu- 
facturers' representatives — in  the  words  of 
Maurice  B.  Mitchell,  BAB  director — "the 
people  who  sell  to  retailers  nationally  ad- 
vertised products." 

CHARLES  HAMMOND,  NBC 
VICE  PRESIDENT,  FOUND  DEAD 

CHARLES  HAMMOND,  41,  vice  president 
of  NBC  in  charge  of  advertising  and  promo- 
tion, Friday  afternoon  was  found  dead  in  his 
car  near  his  home  in  Chappaqua,  N.  Y. 

With  NBC  since  1943,  Mr.  Hammond  served 
as  director  of  advertising  and  promotion 
and  in  1947  was  elected  a  vice  president  and 
assistant  to  Niles  Trammell,  then  president  of 
the  network  and  now  board  chairman. 

Born  in  New  York  in  1909,  Mr.  Hammond 
also  was  with  the  New  York  Wo7'ld,  New  York 
Post  and  Literary  Digest  in  editorial  capacities. 

He  is  survived  by  his  wife,  the  former  Rose- 
mary Sistrom,  and  two  daughters,  Mary 
Louise,  8,  and  Deborah,  5. 


Page  4    •     July  3,  1950 


BROADCASTING    •  Telecasting 


[N  DETROIT 


WKMH 


MICHIGAN'S  MOST 
POWERFUL  INDEPENDENT 


W     A     T     T  S 


More  power  in  Detroit  means  more  "power 
where  the  three-and-one-half  milUon '  Hve. 
More  power  in  Detroit  means  more  buying 
power  for  your  advertisinq  dollar. 
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Man  builds  pipeline 
between  buyers  and  sellers 

Here's  a  man  who  can  build  you  a  pipe  line  between 
sellers  and  buyers.  This  versatile  "plumber"  accom- 
plishes results  with  his  carefully  followed  commentary 
on  the  national  scene. 

As  Mr.  Maurice  A.  Hill  of  the  Warren  County  Hardware 
Co.  wrote  to  Station  WLBJ,  both  of  Bowling  Green, 
Kentucky : 

"Mr.  Lewis'  news  broadcast  continues,  as  it  has  in  past 
years,  to  do  a  very  gratifying  sales  job  for  us. 
"The  program  is  of  great  value  to  the  firm  as  a  direct 
sales  medium  and  for  the  good  will  and  added  prestige 
it  gives  us  ...  In  our  opinion  Mr.  Lewis'  straight- 
forward and  informal  manner  makes  his  program  the 
best  newscast  on  the  air." 

The  Fulton  Lewis,  Jr.  program,  currently  sponsored  on 
more  than  300  stations,  offers  local  advertisers  a  ready- 
made  audience  at  local  time  cost,  with  pro-rated  talent 
cost.  Since  there  are  more  than  500  MBS  stations,  there 
may  be  an  opening  in  your  locality.  Check  your 
Mutual  outlet — or  the  Co-operative  Program  Department, 
Mutual  Broadcasting  System,  1440  Broadway,  NYC 
18  (or  Tribune  Tower,  Chicago  11). 
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When  Dan'l 
Wanted  Meat 
Dan'l 

Shot  a  B'ar 


Any  time  Dan'l  got  hungry,  he  just  up  and  shot 
the  nearest  wild  critter  that  had  meat  on  it  — 
usually  a  b'ar  or  a  deer.  Dan'l  had  a  reliable 
storehouse  of  meat,  on  the  hoof,  right  there  in 
the  forest.  And  he  stayed  close  to  it. 

Nowadays,  if  everybody  wanted  to  stay  close 
to  the  source  of  his  meat  supply  many  would 
have  to  move  west  of  the  Mississippi.  That's 
where  about  three-fifths  of  the  meat  is  grown. 

But  fortunately  for  people  who  like  their 
meat  regularly  —  and  nearly  everybody  does 
—  the  U.  S.  has  a  meat  supply  service  that 
fits  the  country's  size  and  population  pattern. 


For  growing  the  meat,  there  are  the  cattle, 
ranches  of  the  West,  and  the  "feeder  farms"  and 
hog- raising  farms  of  the  corn  belt.  For  process- 
ing the  meat  and  getting  it  to  retailers  in  small 
towns  and  big  cities  alike,  there  are  4,000  meat 
packing  companies— each  constantly  competing 
for  a  share  of  business  by  improving  products 
and  by  selling  at  competitive  prices. 

This  is  a  supply  service  that  assures  a  con- 
tinuous flow  of  wholesome  meat  from  farm  to 
table  at  a  lower  service  cost  than  almost  any 
other  food. 

AMERICAN  MEAT  INSTITUTE 

Headquarters,  Chicago    •     Members  throughout  the  U.  S. 
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(One  at  a  time  or  any  combination) 


Bill  Herson 


Conducts  "Your  Timekeeper"  from 
6:00-9:30  AM  Monday  thru  Saturday. 
A  consistent,  hard-hitting  salesman. 
Top-drawer  listening  and  -  selling 
power  for  years. 


Nancy  Osgood 

Outstanding  women's  director  on  the 
air  in  the  nation's  capital.  Nancy's 
daily  mid-morning  audience  and  spon- 
sor loyalty  means  "sales  power"  for 
your  product. 


Charley  Batters 

Conducts  "batters'  Platters"  a  new  and 
novel  participation  program  heard 
nightly  from  7:30-7:55  PM,  Monday 
thru  Friday.  Choice  time  and  choice 
programming. 

*J^e4f,'ne>  cUl  oh, 


'%  m      •  980  KC 


iPOT  SAltS 


feature  of  the  lueek 


GREATEST  STATION 


A  PEEK  through  the  Iron  Cur- 
tain for  a  view  of  the  Russian 
press  is  being  afforded  radio  lis- 
teners in  the  Pacific  Northwest  by 
the  XL  station  s — the  Pacific 
Northwest  Broadcasters.  Program 
becomes  even  more  timely  with 
the  Korean  crisis  arising  last 
week. 

Each  week,  the  XL  stations  pre- 
sent a  15-minute  verbatim  report 
of  Russian  news- 
paper articles  and 
comments  about 
the  United  States 
and  its  govern- 
ment. The  report 
is  contained  in  a 
program  aptly 
titled,  As  the 
Russiajis  See  Us, 
originated  at 
KXLY  Spokane 
Sunday,  9:15 
a.m.  (PST),  and  aired  at  other 
convenient  times  during  the  week 
by  KXLF  Butte,  KXLK  Great 
Falls,  KXLQ  Bozeman,  KXLJ 
Helena,  KXLL  Missoula  (at  10:15 
p.m.  MST  Saturday)  and  KXL 
Portland  (5:45  p.m.  PST  Satur- 
day). 

These  revealing  disclosures  of 
"Fascist  and  imperialist  intrigue" 
are  based  on  the  semi-monthly  re- 
lease, Soviet  Press  Translations, 


Mr.  Craney 


published  by  the  Far  Eastern  and 
Russian  Institute  of  the  U.  of 
Washington,  Seattle.  The  pro- 
gram, which  began  last  January, 
became  so  popular  it  was  extended 
shortly  afterward  to  the  entire  XL 
group.  The  series,  though  not  in 
format,  parallels  in  theme  the  war- 
time series  on  Japan  called  This 
Is   Your  Enemy. 

Two  KXLY  staff  announcers 
conduct  the  feature — one  reading 
verbatim  translations  from  various 
Russian  publications,  the  other 
interjecting  disclaimers,  explaining 
that  the  program  is  merely  a  ver- 
batim report. 

"We  make  no  attempt  to  color 
the  Soviet  stories,  nor  to  com- 
ment on  them,"  E.  B.  Craney, 
KXLY  general  manager  and  head 
of  PNB,  has  stated.  "We  broad- 
cast these  reports  just  as  they  are 
published  in  the  Soviet  press  and 
translated  by  the  U.  of  Washing- 
ton. We  believe  the  American 
people  should  know  how  the  Rus- 
sian press  belittles  the  United 
States  in  the  eyes  of  the  Russian 
people." 

The  feature  is  presented  as  a 
public  service  by  the  stations.  And 
no  attempt  is_  made  to  label  the 
broadcasts  — '  USSR  propaganda 
for  home  consumption  vs.  that  for 
international  use. 


strictly  business 


SALE  of  $1  million  worth  of 
business  in  his  fourth  year 
as  NBC  spot  salesman  was  a 
morale  booster  .  for  Rudi  N.  Neu- 
bauer,  but  it  wasn't  his  most  enjoy- 
able effort.  That  came  in  1947, 
when  Rudi  sold  Dizzy  Dean,  hero 
of  his  favorite  sport,  to  Johnson 
Wax  for  13  weeks  in  the  summer, 
a  time  when  the  client  was  usually 
off  the  air. 

A  baseball  devotee  from  away 
back,  Rudi's  first  professional  am- 
bition was  to  be  a  big  league  ball 
star.  After  he  renounced  this  goal 
for  radio  sales  and  NBC  Chicago, 
he  still  kept  his  mitt  in  by  playing 
on  a  network  team  with  Jim  Neale 
of  Dancer  -  Fitzgerald  -  Sample, 
George  Bolas  of  Tatham-Laird  and 
Curly  Bradley. 

"When  the  bases  began  getting 
too  long,"  he  started  coaching 
southwest  side  neighborhood  kids 
in  the  sport  three  nights  a  week 
and  Sunday  afternoon.  These  ses- 
sions have  dwindled,  however,  be- 
cause of  his  account  executive  work 
for  Eversharp,  International  Har- 
vester, Johnson  Wax,  Pabst  and 
Campana. 

Rudi  counted  21  stars  in  his  NBC 
service  flag  last  month.  A  Chi- 
cagoan  most  of  his  life,  he  met  and 
was  hired  by  Niles  Trammell  at 
the  end  of  a  three-year  period  dur- 


RUDI 

ing  which  Rudi  organized  public 
and  trade  radio  shows  in  Chicago. 
"I  was  tired  of  being  one  of  four 
beagles  who  did  all  the  running 
around,"  he  says,  so  he  joined  the 
office  staff  at  NBC.  Handling  a 
multitude  of  detail,  because  per- 
sonnel was  barely  perceptible  back 
in  1929,  he  even  swept  out  confer- 
ence rooms  and  clipped  press  no- 
tices. 

Appointed   division   cashier,  he 
(Continued  on  page  12) 
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Spot 


an< 


1  Spot 
Only 


Your  spot  an- 
nouncement on 
KVOO  is  the  only 
one  heard  between 
the  two  programs 
scheduled  at  the 
time  of  your  an- 
nouncement. No 
double  spotting  is 
permitted  on 
KVOO. 

Before  you  okeh 
any  radio  schedule 
on  any  station 
make  sure  there's 
.  .  .  One  spot  and 
one  spot  only 
scheduled  at  the 
time  of  your  an- 
nouncement. 


erence 


between  an  effective  an- 
nouncement and  one 
there  is  merely  "heard" 
on  the  air  is  oftentimes 
just  the  difference  be- 
tween one  announce- 
ment and  two! 
One  announcement 
properly  delivered  with 
enough  time  for  the  em- 
phasis of  silence  and  well  as 
message  is  worth  many  times 
that  of  a  hurried,  word-piled- 
upon-word  announcement.  Get 
everything  out  of  your  an- 
nouncement   by    using  KVOO. 


Edward  Petry  &  Co.,  Inc., 
National  Representatives 


50,000  Watts 
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ADVERTISEMENT 

'\in  Advertisement  Published  m  the  Interest  of  the  Whole  Broadcasting  Industry  and  Intended  to  Eliminate 

Some  Confusion  About  Audience  Ratings 

Two  Umpires  Behind  The  Plate  Isn't 
I     Any  Good  in  Broadcasting,  Either 

these  personal  coincidental  surveys  was  conducted  in  the 
San  Francisco-Oakland  area. 

It  is  obvious  that  both  Mr.  Hooper  and  Dr.  Roslow  re- 
spect the  house-to-house  coincidental  survey  as  a  method 
approximating  par  on  the  course,  although  much  too  ex- 
pensive to  employ  regularly.  It  is  obvious  that  both  men 
cannot  be  right.  It  is  equally  obvious  by  the  testimony 
of  Mr.  Hooper  and  Dr.  Roslow  that  the  telephone  coinci- 
dental and  the  aided-recall  methods  are  irreconcilable  and 
both  cannot  be  accurate  methods  of  audience  size  measure- 
ment. The  net  result  in  San  Francisco-Oakland,  as  in  every . 
other  market  where  these  two  methods  of  audience  meas- 
urement oppose  each  other,  has  been  puzzlement,  bitter- 
ness and  indecision,  as  various  stations  have  aggressively 
promoted  one  or  the  other  of  the  rating  services.  The 
confusion  caused  has  been  at  the  expense  not  of  Mr. 
Hooper  or  Dr.  Roslow — but  of  the  broadcasting  industry! 

We  believe  that  this  is  no  time  for  broadcasting  to  start 
brawling  over  which  umpire  is  right.  So  to  save  a  lot  of 
time,  money,  temper,  ulcers,  coronaries  and  broken  friend- 
ships which  would  be  expended  over  the  next  several  years 
in  such  a  brawl,  we  make  the  following  proposals: 


WHAT  any  radio  station  needs  most  is  an  accurate 
count  of  its  audience.  What  it  needs  least  is  two 
counts  of  its  audience.  Because  if  each  of  the  two  counts 
is  true,  they  duplicate  each  other.  Unnecessary  expense 
results.  And  if  they  don't  duplicate  each  other,  then  one 
or  both  are  incorrect.  Confusion  results.  It  makes  as 
much  sense  as  having  two  umpires  behind  the  plate — as 
well  as  two  sets  of  rules. 

Within  the  past  few  months  both  C.  E.  Hooper,  who 
counts  audiences  via  the  telephone-coincidental  method 
(Hooperatings)  and  Dr.  Sydney  Roslow,  who  counts  audi- 
ences via  the  personal  interview-aided  recall  method 
(Pulse  Ratings)  have  appeared  before  the  Radio  Depart- 
mental of  the  San  Francisco  Advertising  Club.  Each  has 
attested  to  the  validity  of  his  San  Francisco-Oakland  re- 
ports, although  the  figures  produced  by  the  two  com- 
panies are  in  great  disagreement.  Each  has  produced, 
as  evidence  supporting  the  accuracy  of  his  figures,  a 
house-to-house  coincidental  survey.  Mr.  Hooper  used 
it  to  show  similarity  in  ratings  produced  in  two  samples, 
"telephone  homes"  and  "cross-section  homes."  Dr.  Roslow 
used  it  to  show  similarity  in  ratings  produced  by  two 
methods,  "roster  recall"  and  "coincidental."    Neither  of 


1.  That  a  reliable  research  company  other  than  C.  E.  Hooper,  Inc.,  and  The  Pulse,  Inc.,  but  acceptable  to  both, 
be  retained  to  conduct  a  large-scale  house-to-house  coincidental  survey  in  San  Francisco-Oakland  during  August, 
1950,  using  an  accepted  random  or  probability  method  of  obtaining  the  sample. 

2.  That  the  cost  of  this  survey  be  shared  jointly  by  C.  E.  Hooper,  Inc.,  and  The  Pulse,  Inc.,  since  each  has  a  basic 
interest  in  the  results. 

3.  That  the  house-to-house  coincidental  survey  be  scheduled  to  coincide  with  the  regular  or  re-scheduled  San 
Francisco-Oakland  August  interviewing  of  C.  E.  Hooper,  Inc.,  and  The  Pulse,  Inc.  (first  week  of  the  month 
recommended). 

4.  That  C.  E.  Hooper,  Inc.,  and  The  Pulse,  Inc.,  agree  to  furnish  original  field  records,  working  material,  inter- 
viewers' instructions  and  tabulation  procedures  of  their  regular  August  interviewing,  broken  down  by  hours,  for 
comparison  with  the  results  of  the  house-to-house  coincidental  survey.  These  records  would  be  furnished  to  an 
impartial  committee  consisting  of  (a)  a  Hooper  representative,  (b)  a  Pulse  representative,  (c)  an  advertising 
agency,  (d)  an  advertiser,  (e)  a  Hooper  station-subscriber,  (f)  a  Pulse  station-subscriber.  Also  that  both  firms 
submit  to  10%  of  their  interviewing  being  "observed"  by  committee  members. 

5.  That  all  parties  concerned  either  agree  in  advance  that  this  house-to-house  coincidental  represents  the  truest 
picture  obtainable,  or  introduce  all  relevant  qualifications  in  writing  in  advance,  so  that  there  will  be  no  questions 
or  arguments  afterwards  regarding  the  sample,  method,  company  engaged,  etc.  In  other  words,  if  this  third  survey 
agrees  with  Hooper,  then  Hooper  is  right  and  Pulse  is  wrong.  If  it  agrees  with  Pulse,  then  Pulse  is  right  and  Hooper  is 
wrong.   If  it  agrees  with  neither,  then  both  Hooper  and  Pulse  are  wrong. 


Isn't  it  better  to  settle  this  now,  in  the  summer  of  1950, 
than  to  drag  along  fighting  each  other  for  several  years 
and  gaining  only  the  ridicule  or  condemnation  of  the 
advertisers  and  their  agencies  for  our  stupidity  and  con- 
fused thinking? 

We  invite  every  broadcaster,  agency,  advertiser  and  in- 
terested party  to  .write  us  your  comments.    The  locale  of 
this  station  and  this  survey  may  be  San  Francisco-Oakland, 
but  the  problem  and  its  implications  are  universal. 
If  we  do  not  hear  from  C.  E.  Hooper,  Inc.,  and  The 


Pulse,  Inc.,  by  two  weeks  from  publication  date  of  this  ad 
regarding  their  cooperation,  we  propose  to  ask  for  financial 
support  of  this  project  from  radio  stations,  the  AAAA, 
the  ANA,  the  NAB — all  parties  who,  like  us,  are  looking 
for  the  truth  about  audience  ratings. 

We  mean  business;  we  don't  intend  to  let  this  matter  drop; 
we  will  thoroughly  publicize  the  results  of  this  project; 
and  we  sincerely  request  the  help  and  cooperation  of  the 
entire  industry.  Let's  get  back  to  one  umpire  behind  the 
plate  so  we  can  get  on  with  the  ball  game. 


KJBS  BROADCASTERS 

1470  Pine  Street 
SAN  FRANCISCO,  CALIF. 


WBIG 


Est.  1926 


The  Prestige  Station 
of 

the  Carolmas'' 


m dominates  'The 
Magic  Circle"* 
having  more  of  the  20  top 
Nielsen-rated  programs  than 
all  other  stations  combined 
within  a  50  mile  radius  of 
Greensboro. 

5,000  watts 

unlimited 
CBS  affiliate 

gilbert  m.  Hutchison 
general  manager 

Represented  by  HolUngbery 


*  the  richest  and  most  populous  area  of  North 
Carolina,  the  South's  wealthiest  and  most 
progressive  state. 


agency 


E 


RWIN  SPITZER,  copy  chief  Hirshon-Garfield  Inc.,  N.  Y.,  appointed 
vice  president  in  charge  of  creative  production.  JULIAN  KOENIG, 
associate  copy  chief,  named  copy  chief. 


VERN  KING,  vice  president  in  charge  of  programs  WIL  St.  Louis,  and' 
WILLIAM  F.  GEISZ,  WIL  sales  staff,  form  Lindell  Adv.  Agency  Inc., 
320  N.  Grand  Ave.,  same  city. 

VICTOR  BLOEDE,  vice  president-copy  chief,  French  &  Preston  Inc., 
N.  Y.,  to  Benton  &  Bowles,  N.  Y.,  as  copy  writer. 

ROBERT  C.  LOCHRIE,  account  executive  N.  A.  Winter,  Des  Moines, 


on  all  accounts 


HIDING  behind  the  formidable 
label  of  S.  Seward  Spencer 
is  the  jovial  director  of  radio 
and  television  on  the  West  Coast 
for  Foote,  Cone  &  Belding  in  Holly- 
wood, who  answers  to  the  name  of 
Bud. 

The  latter  appellation  he  adopted 
out  of  self-defense  during  his  early 
years  at  a  YMCA  camp  where  to 
maintain   his   given   name  would 
have  been  to  court  danger.  He's 
been   Bud   ever   since.   The  first 
"S"  he  claims  is 
merely  for  effect,  al- 
though  it's  usually 
had  the  effect  of  giv- 
ing him  a  nautical 
significance. 

Whatever  the 
name,  however,  one 
thing  is  certain: 
With  the  Hollywood 
office  of  FC&B  the 
center  of  all  the 
agency's  radio  and 
television  activity 
for  the  West  Coast, 
Mr.  Spencer  is  a 
busy  man. 

Among  accounts 
for  which  he  is  cur- 
rently directing  both 
media  are  Acme 
Brewing  Co.,  Union 
Oil  Co.,  radio  for  California  Fruit 
Growers  Exchange  (Sunkist),  Safe- 
way   Stores     (Canterbury  Tea), 
Gulf  Brewing  Co.,  and  television 
for  Cook's  Early  American  Wine, 
Arden  Farms  Co.  (Diced  Cream), 
Security    First    National  Bank. 
Flans  are  now  underway  for  use 
of  both  media  for  Southern  Pa- 
cific Railway. 

Bud  contends  there's  room  for 
both  radio  and  television.  Radio, 
he  feels,  will  continue  to  maintain 
its  level  as  an  advertising  medium, 
while  television  will  become  a 
direct  selling  medium. 

He  first  got  into  radio  by  letting 


other  people  into  radio.  His  first? 
job  in  the  field  was  as  a  page  with 
NBC  Hollywood  in  1937.  From 
that  post  he  went  on  to  traffic 
department,  later  became  night 
traffic  manager,  and  in  1943  was 
made  night  program  manager. 

The  following  year  he  left  to  join  j 
Foote,  Cone  &  Belding  as  assistant 
to  the  late  Arnold  Maguire,  as  di-j. 
rector  and  producer  of  RKO  HoUy- 
wood  Startime  show.    During  the 
next  few  years   Bud   worked  on 
several  TV  and  re- 
gional shows  as  sup- 
ervisor or  director, 
including  Jack  Car- 
son   Show,  Man 
Called  X,  Count  of 
Monte  Cristo,  Tony 
Martin    Shoiv,  and 
American  Tobacco 
Co.  shows. 

In  1946  he  was 
made  assistant  to  C. 
Burt  Oliver,  then 
general  manager  of 
office  and  now  co-j 
manager  of  the| 
agency's  Houston  of- 
fice. Three  years 
later  he  was  ap- 
pointed assistant  to 
gjjjj  Mr.  Maguire,  then^ 

director  of  radio  and 
television.  In  March  of  this  year 
Bud  was  named  director,  following 
the  death  of  Mr.  Maguire. 

An  only  child.  Bud  was  born 
Dec.  12,  1909,  in  Williamsport,  Pa. 
His  early  schooling  was  gained  in 
St.  Paul  where  the  Spencers  moved 
when  he  was  two.  For  eight  sum- 
mers, while  gathering  knowledge 
in  secondary  schools  and  the  U.  of 
Minnesota,  he  worked  at  Yellow- 
stone National  Park,  holding  down 
the  front  desk  at  Yellowstone 
Park  Hotel  Co. 

After  leaving  college  he  took  a 
series    of    jobs,    selling    for  an 
(Continued  on  page  U5) 
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beat 


jo  Langhammer  &  Assoc.,  Omaha,  to  supervise  creative  and  copy  work, 
klso  will  assist  president. 

Lawrence  WEINER,  Pioneer  Adv.  Corp.,  organizes  Lawrence  Weiner 
&  Assoc.,  230  W.  41st  St.,  N.  Y. 

LeRBERT  O.  nelson,  manager  Ruthrauff  &  Ryan,  S.  F.,  elected 
i-ice  president. 

IrOSEPH  P.  MOORE,  vice  president-account  executive  Lindsay  Adv.,  New 
iHaven,  Conn.,  and  ROBERT  S.  BECKHAM,  media  buyer  Erwin,  Wasey 
\  &  Co.,  N.  Y.,  form  Moore  &  Beckham, 

New  Haven.  EDWARD  C.  SAND- 
Jt/Kn/i^  BACK,  art  director  Troeger  Phillips 
^^^^^^m^  Studio,  to  M&B  in  similar  position, 
f  W     and  B.  FRANK  STALL,  advertising 

^*!!!S?  l       and  sales  promotion  department  Kraft 

Foods,  to  new  agency  as  production 
manager. 

AL  ANDERSON,  director  public  rela- 
tions, Amfra  Industries  Inc.,  N.  Y.,  to 
McLaren,  Parkin,  Kahn  Inc.,  N.  Y., 
as  head  radio-TV  activities. 


Mr.  Beckham 


Mr.  Moore 


ROBERT  EVANS,  copywriter,  Benton  &  Bowles,  N.  Y.,  to  Dancer-Fitz- 
gerald-Sample, N.  Y.,  in  similar  capacity. 

R.  CONRAD  JONES  named  media  director  MacFarland-Aveyard,  Chi- 
cago, after  year  as  assistant  to  Hays  MacFarland.  RUSSELL  KEEGAN 
from  assistant  research  director  to  head  of  department. 

TAYLOR  S.  CASTELL,  Kenyon  &  Eckhardt,  N.  Y.,  to  Cecil  &  Presbrey, 
N.  Y.,  as  account  executive  for  Nescafe  and  others.  ' 

MARY  PEACOCK,  writer  Ingalls-Miniter  Co.,  Boston,  to  radio-TV  de- 
partment Pacific  National  Adv.,  Seattle. 

DONALD  A.  BURNS,  Oakite  Products  Inc.,  N.  Y.,  to  Bass  &  Co.,  N.  Y., 
as  account  executive. 

JOEL  L.  MARTIN,  vice  president-research  director  Marion  Harper 
Assoc.,  N.  Y.,  to  Emil  Mogul  Co.,  N.  Y.,  as  director  research  and  media. 

STEPHEN  P.  BELL,  McCann-Erickson,  N.  Y.,  account  executive,  rejoins 
Ruthrauff  &  Ryan,  N.  Y.,  as  account  executive.  Was  with  R&R  before 
1944  when  he  went  to  M-E. 

GARY  SHEFFIELD,  head  of  agency  same  name,  to  McLaran,  Parkin 
&  Kahn,  N.  Y.,  as  account  executive. 

RICHARD  E.  HOGAN,  BBDO,  S.  F.,  to  sales  staff  Gillman,  Nicoll  & 
Ruthman,  S.  F. 

LOIS  JACOBY,  freelance  writer  and  play  reader,  to  Kenyon  &  Eckhardt, 
N.  Y.,  as  script  editor  of  The  Ford  Theatre. 

I  LEONARD  MATTHEWS  named  assistant  timebuyer  to  Al  Eisenmenger 
I  at  Leo  Burnett,  Chicago,  replacing  MacLean  Chandler,  named  assistant 
to  William  L.  Weddell,  radio. manager. 

JACK  BUKER,  Long  Advertising  Service,  S.  F.,  to  Botsford,  Con- 
I  stantine  &  Gardner,  S.  F.,  as  account  executive.   EVERETT  DOTEN, 
liOng  Advertising,  San  Jose,  succeeds  in  S.  F. 

SYKES  SCHERMAN  promoted  to  assistant  secretary  American  Assn. 
of  Advertising  Agencies,  N.  Y.  With  AAAA  since  1948. 

VIRGINIA  BORER  to  John  H.  Riordan  Co.,  L.  A.,  as  office  manager. 

;  PRICE,  ROBINSON  &  FRANK,  Chicago,  to  10th  floor  Merchandise 
Mart  from  Board  of  Trade  Bldg. 
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KWFT 

WICHITA  FALLS,  TEX. 


620  KC 


5,000  WATTS 


AMARILLO,  TEX. 

940  KC 
1,000  WATTS 


When  you're  making  out  that  schedule  for  the 
Southwest  don't  overlook  this  sales-winning  pair  of  CBS 
stations.  For  availabilities  and  rates^  write/  phone  or 
wire  our  representatives. 

National  Representatives 

JOHN  BLAIR  &  CO. 
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neui  business 


S.  F.,  for  all  Van  Camp  products  in  Calif.,  Ore. 
radio  and  TV  expected  to  be  used. 


Wash,  and  Ariz.  Both 


T 


ILO  ROOFING  Co.  names  Moore  &  Beckman,  New  Haven,  Conn. 
To  use  26  stations  in  New  York,  New  Jersey  and  Phila.  in  13-week 
spot  campaign  beginning  July  10. 


SAM  SMITH  SHOE  CORP.,  Newmarket,  N.  H.,  names  Dancer-Fitz-I 
gerald-Sample,  N.  Y.,  to  direct  advertising  of  "Little  Yankee  Shoes." 
National  TV  planned. 


A/etwotk  -Recounts 


DODGE  DEALERS  of  Chicagoland  July  2  sponsor  variety  show  starring 
Willie  Shore,  Sun.,  9:30-10  p.m.  CDT  on  WENR-TV  Chicago.  Agency: 
Ruthrauff  &  Ryan,  same  city.  May  expand  to  regional  network  in  fall. 

AMALGAMATED  CLOTHING  WORKERS  OF  AMERICA  extends  spon- 
sorship of  America's  Town  Meeting  to  KECA  Los  Angeles  and  WXYZ 
Detroit,  both  for  13  weeks,  effective  July  4.  Agency:  Ben  Sackheim 
Inc.,  N.  Y. 

AUREX  CORP.,  Chicago,  for  its  hearing  aid,  planning  national  radio 
and  TV  schedule  in  fall.  Agency :  Paul  Grant,  same  city. 

STOKELY-VAN  CAMP  INC.,  Indianapolis,  appoints  Kelso,  Norman, 


EMERSON  DRUG  Co.  July  17  renews  Hollywood  Star  Playhouse,  Mon.  \ 
8-8:30  p.m.,  CBS,  for  13  weeks.    Agency:  BBDO,  N.  Y.  j 

FORD  DEALERS  OF  AMERICA  replaces  Kay  Kyser  on  NBC-TV  9-10 
p.m.  Thurs.,  with  Jack  Haley  as  m.c.  of  musical  revue  for  13  weeks. 
Agency:  J.  Walter  Thompson,  N.  Y. 

MINUTE  MAID  Corp.,  N.  Y.  (frozen  fruit),  buys  Fri.  5:45-6  p.m. 
segment  Howdy  Doody,  NBC-TV  for  eight  weeks  from  July  7.  Agency: 
Ted  Bates  &  Co.,  N.  Y. 

P.  LORILLARD  Co.,  N.  Y.  (Old  Gold  cigarettes),  adds  24  stations  to 
ABC  lineup,  bringing  total  to  228,  for  The  Original  Amateur  Hour, 
Thurs.,  9-9:45  p.m.  Agency:  Lennon  &  Mitchell,  N.  Y. 

ESSO  STANDARD  OIL  CO.,  N.  Y.,  buys  CBS-TV  telecasts  home  foot- 
ball  games  Army,  Navy  and  Columbia  U.,  beginning  Sept.  30  on  con- 
secutive Saturdays  through  Nov.  18.  Agency:  McCann  -  Erickson 
Inc.,  N.  Y. 
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THE  BRANHAM  COMPANY 


Strictly  Business 

(Continued  from  page  8) 
stayed  on  the  job  10  years  and  then 
svvdtched  to  spot  sales  in  1940.  Ac- 
counts he  brought  into  the  house 
included  The  Fair  Store,  McLaugh- 
lin Manor  House  Coffee  and  Bor- 
den. In  his  fourth  year,  he  sold  $1 
million  in  business,  including  15 
quarter-hour  newscasts  per  week  • 
for  Grove  Labs.   That  $250,000  in  . 
orders  was  signed  in  one  day.  ' 

In  1945  Rudi  transferred  to  net-  ' 
work  sales.  Until  NBC's  AM  and  ^ 
TV  departments  were  split  re- 
cently, he  handled  accounts  using 
both  media.   He  has  also  serviced  ; 
the  U.  S.  Steel  account.  ' 

Rudi,  a  sports-loving  bachelor,  ' 
delights  in  his  lates  sale — a  net-  ' 
work   show  from  Arlington  race 
track,  which  he  intends  to  super- 
vise personally  this  summer  for  all 
13  weeks. 


S 


FARM  SAFETY 

ABC,  NBC  Plan  Programs 

CONTRIBUTING  to  National 
Farm  Safety  Week,  July  23-29, 
both  ABC  and  NBC  will  point  up 
the  observance  on  their  respective 
farm  programs. 

ABC's   The  American  Farmer, 
heard  over  approximately  160  sta- 
tions, is  sponsoring  a  farm  safety 
letter  writing  contest  and  a  series  ^ 
of  pick-ups  from  various  luncheons 
throughout    the    country.  First 
prize  in  the  contest,  a  1950  Ford  j 
tractor,  will  be  awarded  for  the  \ 
best  letter  completing  in  50  words  i 
or  less  the  statement:  "I  believe 
farm  people  should  learn  and  obey 
farm  safety  rules  because — ." 

On  The  National  Farm  and 
Home  Hour  July  22,  NBC  will 
launch  a  farm  accident  survey  of 
the  farms  in  Miami  County,  Ohio. 
Paul  Visser,  NBC  agricultural  di- 
rector, said  arrangements  for  the 
survey  are  being  made  in  coopera- 
tion with  the  Miami  County  Farm 
Safety  Committee,  Ohio  College  of 
Agriculture  and  National  Safety 
Council. 
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H  CAROLIN 


North  Carolina  Rates  More  Firsts 
In  Sales  Management  Survey  Than 
Any  Other  Southern  State. 

More  North  Carolinians  Listen  To 
WPTF  Than  To  Any  Other  Station. 


and  NORTH  CAROLINA'S 


Page  14    •     July  3,  1950 


BROADCASTING    •  Telecasting 


I  N 


Vol.  39,  Xo.  1 


WASHINGTON,  D.  C,  JULY  3,  1950 


;7.00  A  YEAR— 25c  A  COPY 


RADIO 


Voluntary  Industry  Role  Foreseen 


By  JOHN  OSBON 
RADIO  last  week  was  girding  itself 
psychologically — and  in  some  in- 
stances, physically — for  the  grow- 
ing international  crisis. 

In  the  wake  of  closer  scrutiny 
of  military  and  civilian  defense 
preparations  spurred  by  the  out- 
break of  Korean  hostilities,  broad- 
casters were  mulling  the  ramifica- 
tions of  possible  emergency  war 
power  "freeze"  legislation. 

Whether  the  broadcast  industry 
would  be  subject,  if  war  comes,  to 
far  more  drastic  restrictions  than 
those  imposed  during  World  War 
II  was  a  matter  of  speculation  at 
week's  end. 

But  there  were  indications  that 
it  would  not.  The  consensus  of 
some  government  communications 
planning  officials  was  that,  if  the 
U.  S.  goes  to  war,  broadcasters 
probably  would  operate  on  a  volun- 
tary basis  much  as  they  did  in 
the  war  years  from  1941  to  1945 
— with  the  benefit  of  newer  and 
additional  operational  innovations 
and  with  a  minimum  of  censorship. 

'Radio  Silence' 

There  also  was  evidence  that  mil- 
itary authorities  were  studying 
further  the  perplexing  question: 
Where  does  the  need  for  "radio 
silence"  begin? 

With  the  erupting  international 
relations,  the  week  brought  out 
these  highlights: 

9  Assertion  by  Niles  Tram- 
mell,  chairman  of  the  board  of 
XBC,  that  radio  exercises  a  "great 
role"  in  combatting  the  "menace 
to  our  internal  securities"  and  is 
a  "mighty  weapon"  for  civil  de- 
fense and  psychological  warfare. 

%  Preparation  of  war  power 
legislation  which  would  detail  par- 
ticipation of  the  broadcast  industi'y 
on  a  "voluntarj-"  basis  similar  to 
that  used  during  World  War  II. 

%  Acceleration  of  civil  defense 
plans  on  city  and  state  levels,  par- 
ticularly in  the  nation's  capital, 
■«ith  broadcasters  assaying  their 
role  in  the  event  of  emergency. 

%  Active  consideration  by 
XSRB  officials  of  an  emergency 
key  AM-FM-TV  network  plan  as 
a  working  base  for  communica- 
tions operations. 

®  Disclosure  that  National  Se- 
curity Resources  Board  will  have 
a  national  defense  plan  readv  "this 
fall." 

Mr.  Trammell  keynoted  the  in- 
dustiy  stand,  stating  that,  as  the 
"most  powerful  media   of  public 


expression,"  broadcast  services 
"mobilize  our  moral  forces"  and 
"in  biinging  this  message  to  the 
people,  television  is  adding  the 
gift  of  vision  to  radio's  voice." 

But  radio's  responsibilities  are 
"grave  and  its  task  is  difficult," 
Mr.  Trammell  cautioned,  referring 
to  civil  liberties  and  public  issues. 
He  continued: 

Cites  Communist  Aim 

"We  know,  for  example,  that 
several  years  ago,  Communists  in 
the  United  States  were  directed 
to  infiltrate  .  .  .  press,  broadcasting 
and  the  movies  .  .  .  with  the  aim 
of  slanting  them  to  serve  the  prop- 
aganda purposes  of  the  interna- 
tional Communist  movement;  and 
they  were  especially  interested  in 
broadcasting  because  of  its  great 
influence  on  the  way  we  think  and 
act.  I  assure  you  that  we  do  not 
intend  to  let  them  succeed  in  this 
treacherous  work.  We  are  alert 
to  the  danger.  .  .  ." 

Mr.  Trammell  made  his  observa- 
tions in  a  speech  prepared  for  de- 
livery before  the  FBI  National 
Academy  in  Washington  last  Fri- 
day. Recalling  the  last  war  he 
asserted : 

.  .  .  Radio  in  the  United  States 
shouldered  arms  and,  together  with 
the  American  people  and  American 
industry,  geared  itself  for  total  war. 
Throughout  the  long  years  until  vic- 


tory was  won,  it  carried  the  responsi- 
bility of  broadcasting  for  the  United 
States  government.  The  story  of  its 
contribution  is  too  large  ever  to  be 
recorded  in  its  entirety.  Every  war- 
time effort  found  its  support  in 
radio.  ...  In  every  area  of  the  war 
effort  .  .  .  American  radio  proved  itself 
a  mighty  weapon  in  the  nation's  serv- 
ice. .  .  . 

"In  these  critical  times,  the  secur- 
ity of  our  nation  lies  in  its  economic 
strength  and  in  its  moral  strength," 
Mr.  Trammell  declared.  "The  broad- 
cast services  are  helping  to  build 
both." 

Renewed  analysis  of  defense 
preparations  was  sounded  last  Mon- 
day by  W.  Stuart  Symington, 
NSRB  chairman,  in  a  speech  before 
the  annual  convention  of  the  Amer- 
ican Red  Cross  in  Detroit. 

Hopley  Report  Quoted 

The  NSRB  chief  quoted  exten- 
sively from  the  famous  report  sub- 
mitted by  the  late  Russell  Hopley, 
who  contended  that  civilian  defense 
was  the  "missing  link"  of  our  mili- 
tary security.  Mr.  Symington  felt 
there  is  another — "adequate  long 
range  industrial  mobilization  plan- 
ning." 

Among  the  plans  advanced  in  the 
Hopley  report  was  one  providing 
for  a  primary  emergency  network 
of    kev    AM-FM-TV  stations 


throughout  the  country,  as  well  as 
a  secondary  hookup.  Other  stations 
also  could  join  in  with  key  stations 
after  proper  codified  instructions 
from  local  civil  defense  officials 
[Broadcasting,  Nov.  21,  1949]. 

Although  NSRB  officials  stressed 
at  the  time  that  the  board  neither 
approved  nor  disproved  any  or  all 
of  the  Hopley  recommendations,  it 
was  conceded  last  week  the  network 
plan  is  under  active  consideration 
as  a  "kickoff"  point  for  all  pro- 
posals dealing  with  use  of  commer- 
cial broadcast  stations.  The  plan  is 
stni  on  paper,  however,  it  was  em- 
phasized. 

The  question  of  "radio  silence" 
remains  a  knotty  one,  but  it  ap- 
pears to  some  military  observers 
that  silence  would  be  imposed  on 
stations  only  at  certain  times — 
when  it  might  afford  enemy  air- 
craft navigational  advantages  from 
radio  emissions.  The  use  of  sub- 
audible  frequencies  could  serve 
however,  to  nullify  the  element  of 
surprise,  they  contend,  if  stations 
were  to  remain  on  the  air. 

The  Hopley  report,  which  is  be- 
ing used  as  a  guide  by  NSRB  com- 
munications officials,  singled  out 
the  advantages  to  be  gleaned  from 
use  of  AM,  FM,  TV  and  facsimile, 
and  noted  that  the  needs  of  civil 
(Continued  on  page  16) 


MASS  SELUNG 


Carnation  Terms  Rcdb  Best 


CREDITING  radio  with  an  "un- 
paralleled, all-time  record  of  eco- 
nomic mass  selling,"  Paul  H. 
Willis,  general  advertising  man- 
ager. Carnation  Co.,  Los  Angeles, 
speaking  at  the  Advertising  Assn. 
of  the  West  convention  Tuesday 
session  of  "Court  of  Advertising 
at  Work."  showed  how  the  medium 
h^d  proved  the  most  successful 
single  selling  force  for  Carnation 
evaporated  milk. 

Tracing  the  history  of  the  51- 
year-old  organization,  the  "first 
evaporated  milk  to  adopt  radio  ad- 
vertising," Mr.  Willis  pointed  out 
with  the  help  of  charts  that  since 
1932,  when  the  firm's  radio  ex- 
penditures had  increased  to  589r, 
10  times  the  allotment  of  the  year 
before  when  the  medium  was  first 
used,  it  has  maintained  dominance 
in  the  budget  over  other  media. 

Taking  care  not  to  slight  other 
media   which   also   contributed  to 


sales  success  of  the  product,  Mr. 
Willis  asserted  that  the  greatest 
sales  progress  was  achieved  with 
"more  balanced  media  pattern." 
Radio  expenditures  are  still  26  """r 
above  the  medium  taking  the  next 
highest  allotment  of  the  total  ex- 
penditure. 

Have  Confidence  in  Advertising 

Carnation,  Mr.  Willis  stated,  has 
always  had  profound  confidence  in 
the  power  of  advertising  and  pro- 
motion, as  demonstrated  by  the 
beliefs  of  its  founder,  E.  A.  Stuart. 
One  of  his  specific  sales  policies 
was  "creation  of  consumer  demand 
through  consistent,  constructive 
advertising."  This  belief  in  the 
power  of  advertising,  in  1899  ahead 
of  its  time,  was  bred  in  the  or- 
ganization, Mr.  Willis  said. 

Twenty-three  different  advertis- 
ing media  are  used  by  the  wide- 
spread  organization  for  its  four 


different  operating  divisions  — 
evaporated  milk,  fresh  milk  and  ice 
cream,  cereals  and  feeds  (Albers 
Division),  export  or  foreign. 

A  firm  that  had  advertised  in  a 
variety  of  media  "practically  from 
the  start,"  Carnation  in  1931  first 
became  aware  of  the  "opportunity 
for  powerful  and  economical  mass 
selling"  which  radio  could  afford 
its  product,  Mr.  Vv^illis  said. 

With  the  first  use  of  radio  that 
}.'ear,  the  firm  was  by  several  years 
the  first  evaporated  milk  to  adopt 
radio  advertising  and  among  the 
first  of  all  food  advertisers  to  use 
network  radio,  he  declared. 

The  first  program,  started  in 
August  1931,  was  a  half-hour 
musical  show  called  Contented 
Hour,  broadcast  from  Seattle  over 
the  NBC  Pacific  Coast  Network. 
Results  were  so  encouraging  that 
the  firm  followed  it  ud  earlv  t' 
(Continued  at  parte  AS) 
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Radio  Gets  Ready 

(Continued  frojn  page  15) 

defense  would  be  effectively  served 
if  stations  "remain  on  the  air  pre- 
ceding an  air  attack,  during  air 
raids  and  in  the  post  raid  periods." 

Radio  and  television  stations 
could  assist  in  a  number  of  ways 
in  the  event  of  any  emergency,  the 
report  said  [Broadcasting,  Nov. 
15,  1948]. 

Another  plan  under  study  is  that 
detailed  by  Edward  M.  Kirby,  for- 
mer NAB  public  relations  director 
and  now  a  consultant,  and  Jack  W. 
Harris,  KPRC  Houston  general 
manager.  Both  sei-\'ed  as  officers  in 
World  War  II. 

They  urge  provision  for  trans- 
mission of  network  broadcasts  by 
means  other  than  telephone  lines 
which,  conceivably,  might  be 
bombed  out  in  warfare;  intercon- 
nection of  network  and  non-network 
stations,  and  revival  of  "some  cen- 
tral government  information  clear- 
ing house  like  the  old  OWI"  under 
Byron  Price.  Radio  must  be  "mo- 
bile," they  emphasize. 

Other  plans,  described  as  "classi- 
fied" at  this  stage,  are  under  con- 
sideration by  military  and  civilian 
authorities,  among  them  one  pro- 
posed by  the  broadcasting  industry, 
it  was  learned. 

Responsibility  for  the  nation's 
mobilization  program,  including 
supervision  of  communication  and 
other  facilities,  would  rest  with  Mr. 
Symington  to  a  lai'ger  degree  than 
heretofore,  under  a  plan  submitted 
to  Congress  last  May  by  President 
Truman. 

NSRB  Plan 

The  plan  would  transfer  present 
functions  now  vested  with  the  board 
to  Chairman  SjTnington  and  pro- 
vide for  appointment  of  a  vice 
chairman.  NSRB  members  would 
serve  in  an  advisory  capacity,  with 
full  power  and  discretion  lodged  in 
Mr.  Symington.  He  would  direct 
activities  of  NSRB,  Munitions 
Board,  Office  of  Mobilization,  and 
a  host  of  participating  agencies, 
including  FCC  [Broadcasting, 
May  15].  NSRB  is  the  coordinat- 
ing agency  for  civil  defense  plan- 
ning. 

Authorities  said  last  week  that 
the  Senate  Executive  Expenditures 
Committee,  to  which  the  plan  was 
referred,  will  favorably  report  the 
plan,  which  becomes  law  July  8 
(Saturday)  unless  vetoed  by  either 
house  of  Congress. 

First  mobilization  step  for  the 
electronics  industry  was  taken  in 
1948  by  Radio-Television  Mfrs. 
Assn.,  which  submitted  recommen- 
dations to  the  Munitions  Board  and 
National  Security  Resources  Board, 
top  parallel  military  policy  agen- 
cies. 

The  two  boards  set  up  the  Elec- 
tronic Equipment  Industry  Advis- 
ory Committee,  with  Fred  R.  Lack, 
Western  Electric  Co.,  as  assistant 
chairman  for  industry.  The  com- 
mittee has  held  several  meetings 
and  will  meet  again  in  mid-Septem- 


ber. An  industry  mobilization  plan 
has  been  tentatively  approved. 

Dr.  W.  R.  G.  Baker,  vice  presi- 
dent of  General  Electric  Co.,  was 
named  to  study  Army  and  Navy 
specification  problems  as  well  as 
problems  of  the  quartz  crystal  in- 
dustry. 

The  Munitions  Board  recently  set 
up  its  own  Electronics  Division, 
with  Marvin  Hobbs  as  acting  chief. 

Government  orders  of  radio  trans- 
mitting and  communications  equip- 
ment, including  radar,  rose  sub- 
stantially in  the  first  quarter  of 
1950,  totaling  $41,305,390  as  com- 
pared to  $37,342,885  a  year  ago, 
according  to  RTMA.  Radar  appar- 
atus constituted  a  heavy  share  of 
the  orders  during  the  first  quarter, 
amounting  to  $24,860,004.  This  in- 
cluded search,  navigational  and  fire 
control  items. 

The  Munitions  Board's  Joint 
Electronics  Committee  and  NSRB, 
represented  by  Leighton  Peebles, 
its  communications  division  chief. 
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work  with  the  manufacturers'  In- 
dustry Advisory  Committee  on 
equipment  specifications  and  stock- 
piling of  materiels.  The  munitions 
group  is  charged  with  compiling 
requirements  for  the  military  — 
Army,  Air  Force  and  Navy. 

Supervision,  monitoring  and  guid- 
ing the  creation  of  civil  defense's 
role  in  support  of  the  Air  Force 
program  is  being  handled  in  the 
Defense  Dept.  by  Col.  A.  B.  Pitts, 
communications  officer,  and  Lt.  Col. 
Barnet  Beers,  assistant  civil  de- 
fense liaison.  The  department  al- 
ready has  pressed  into  efi^ect  a 
Communications  Aircraft  Observer 
Corps  in  parts  of  10  eastern  states. 


with  plans  to  extend  it  to  25  states. 
Plan  makes  use  of  existing  tele- 
phone facilities,  as  well  as  various 
mobile  facilities,  including  transit 
radio  and  taxicabs. 

Use  of  commercial  broadcast 
facilities  also  is  being  studied  by 
the  Air  Force,  Col.  Pitts  said,  add- 
ing that  NAB  had  offered  full  co- 
operation the  past  two  years. 

On  transit  facilities,  Richard 
Crisler  of  Transit  Radio  Inc.  has 
submitted  lists  of  cities  where 
transit  radio  operates,  and  depart- 
ment officials  have  conferred  with 
Ben  Strouse,  general  manager  of 
WWDC  Washington,  capital  fran- 
chise-holder of  the  service. 

Creation  of  the  observers'  corps 
was  effected  following  a  number 
of  tests  utilizing  coded  frequencies 
involving  participation  of  such 
stations  as  WNBC  New  York  and 
WBZ  Boston,  Col.  Pitts  said.  Use 
of  sub-audible  frequencies  would 
make  it  possible  to  warn  cooperat- 
ing broadcasting  and  local  civil  de- 
fense officials  of  imminent  air  at- 
tack without  "tipping  off"  radio 
listeners.  The  method  was  found 
to  be  "practicable  and  feasible,"  he 
added. 

Civil  Defense  Discussed 

Meanwhile,  federal  officials  and 
state  and  city  representatives  have 
discussed  civil  defense  planning  the 
past  month  in  a  series  of  confei'- 
ences  looking  into  communications 
and  other  phases.  Discussions  have 
been  initiated  by  Paul  J.  Larsen, 
director  of  NSRB's  Civilian  Mobili- 
zation Office.  Mr.  Larsen  has  urged 
state  governors  to  press  for  legis- 
lation creating  civil  defense  plan- 
ning bodies  in  their  areas. 

Three  major  cities — Washington, 
Chicago  and  Seattle — are  in  the 
process  of  conducting  studies  for 
preparation  of  an  interim  civil  de- 
fense plan.  Results  of  the  studies 
can  be  used  as  a  guide  for  other 
cities. 

A  broadcasters'  committee,  com- 
prising representatives,  mostly  en- 
gineers, of  the  capital's  radio-TV 
stations,  has  met  periodically  with 
Herbert  Friede,   District  superin- 


tendent of  communications,  NSRB 
officials  and  the  FCC.  Amatear 
radio  operators,  telephone  company 
officials  and  municipal  representa- 
tives also  have  sat  in  on  discus- 
sions led  by  Mr.  Friede. 

Broadcasters'  subcommittee,  led 
by  Ross  Beville,  WWDC  Washing- 
ton engineer,  already  has  furnished 
statistical  data  on  location  of 
transmitters,  working  hours  manned 
by  engineers,  power  sources, 
receivers,  and  ability  to  communi- 
cate with  other  stations. 

Broadcasters  in  Attendance 

Broadcasters  who  have  attended 
meetings  include,  in  addition  to 
Mr.  Beville,  Clyde  Hunt  of  WTOP, 
Harold  Reed  of  WOL,  Ken  Berke- 
ley, vice  president  and  general 
manager,  and  Frank  Hai'vey,  of 
WMAL,  all  Washington,  among 
others. 

Mr.  Friede  pointed  out  that  FCC 
is  considering  recommendation  that 
the  1750-1800  kc  band  be  allocated 
for  "disaster  communications  serv- 
ice," which  he  felt  would  be  suffi- 
cient to  serve  the  demands  of  civil 
defense  in  event  of  an  emergency 
[Broadcasting,  June  12].  NSRB 
neither  approved  nor  disapproved 
pending  release  of  its  overall  plan. 

Mr.  Friede  told  Broadcasting 
that  "television  will  play  a  part  in 
dissemination  of  information  to  the 
public";  that  station  locations  have 
been  plotted;  and  that  charts  and 
blueprints  will  be  laid  before  broad- 
casters in  subsequent  early  meet- 
ings. All  plans,  however,  would  be 
subject  to  approval  by  NSRB, 
which  contemplates  a  complete 
civil  defense  plan  by  September. 

Two  plans  are  being  studied  in- 
volving communications'  role  be- 
fore attack  ("alerting"  phase)  and 
actual  operational  procedure  dur-j 
ing  an  emergency.  1 


KRSC  SALE  11 

Negotiations  Completeal 

NEGOTIATIONS  have  been  com- 
pleted for  the  purchase  of  KRSC 
Seattle  by  J.  Elroy  McCaw,  West 
Coast  station  operator,  from  P.  K. 
Leberman  and  associates  for  $112,-  i 
500  plus  net  quick  assets,  subject  |' 
to  the  customary  FCC  approval.  I 

Mr.  McCaw  is  the  owner  of  I 
KELA  Centralia-Chehalis,  Wash.,! 
and,  with  John  Keating,  West  I 
Coast  station  representative,  is,  I 
stockholder  of  KYA  San  Fran- 1 
Cisco,  KPOA  Honolulu  and  KLZ 
Denver.  He  also  has  interests  in  | 
KYAK  Yakima,  Wash.,  and  KALE  r 
Richland,  Wash.  f 

Earlier    arrangements   for  the 
sale  of  KRSC  to  Sheldon  Sackett,  ; 
West  Coast  broadcaster  and  pub-  | 
lisher,  did  not  materialize  [Broad-  \ 
casting,  Dec.  26,  1949].  j 

Sale  of  KRSC  by  Mr.  Leberman  j 
and  his  associates,  John  Ryan  and  j 
Robert  Priebe,  follows  their  dispo-  i 
sition  of  KRSC-TV  and  KRSC-FM  j 
to  KING  Seattle  for  $375,000  about  l 
a  vear  ago  [Broadcasting,  Mayil 
16].  f 

KRSC  is  on  1150  kc  with  1  kw.  ; 
The  transaction  was  handled  by 
Blackburn-Hamilton  Co. 


Drawn  for  BROADCASTING  by  Sid  Hix 
.  .  and  now  we'll  hear  from  Sen.  Bulgehottom  on  a  safe  and  sane 
Fourth  of  July!" 
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Comments  on  'Fusion  Now'  Proposal 

See  Editorial,  Page  36 


EDITOR,  Broadcasting: 

...  Of  course,  you  know  with- 
out  my  telling  you  that  I  am  in 
j  complete    agreement    with  your 
!  thesis  that  the  major  issue  faced 
by  the  mass  media  is  "government 
I  vs.  private  operation." 
!     Whether  your  suggestion  for  a 
I  fusion  of  Ak,  FM,  TV,  manufac- 
!  turers  and  other  collateral  broad- 
j  casting  ai'ts  is  a  feasible  one  is 
much  more  difficult  to  answer.  If 
I  the  problem  within  the  NAB  stems 
from  differences  among  its  classes 
of  membership  because  of  differ- 
ences in  size,  scope  and  interests, 
perhaps  the  problem  would  only 
be  increased  if  we  brought  in  other 
I  groups  as  well. 

On  the  other  hand,  perhaps  the 
I  bringing    together    of    all  such 
;  groups  might  be  just  what  is  need- 
ed to  emphasize  the  one  over-riding 
i  issue  and  permit  organization  to 
:  achieve  effective  action  with  re- 
spect to  it;  leaving  to  each  of  the 
I  subordinate   groups    the  working 
out  of  what  you  call  the  residual 
or  collateral  problems  peculiar  to 
each.   I  would  be  glad  to  have  a 
chance  to  talk  the  matter  over  with 
you. 

Justin  Miller 

President 

NAB 

*  *  * 

EDITOR,  Broadcasting: 

It  seems  to  me  that  an  organiza- 
tion which  includes  both  the  manu- 
facturers of  equipment  as  well  as 
the  owners  of  stations  could  ac- 
complish much  in  solving  the  day- 
by-day  problems,  both  national  and 
international,  that  arise  in  this 
rapidly  advancing  field  of  tele- 
communications. 

George  E.  Sterling 

Commissioner 

FCC 

*  *  * 

EDITOR,  Broadcasting: 

.  .  .  Your  proposal  has  a  great 
deal  of  merit  and  while  I  realize 
that  our  interests  are  closely  asso- 
ciated vrith  the  broadcasters  I 
believe  that  the  problems  of  the 
manufacturers  are  generally  of  a 
different  nature. 

While  this  could  probably  be 
handled  in  a  collective  organiza- 
tion with  your  divisional  setup,  I 
do  not  believe  that  the  RTMA 
would  adopt  your  proposal  at  the 
present  time. 

Leslie  F.  Muter 
President 

The  Muter  Co.,  Chicago 
Member  Board  of  Directors 
and  Treasurer,  Radio- 
Television  Mfrs.  Assn. 

*  *  * 

EDITOR,  Broadcasting: 

Congratulations  for  having 
gotten  out  from  among  the  trees 
and  taking  a  look  at  the  forest. 
Your  proposal  will  evoke  serious 
discussion  in  all  quarters,  and  your 
initiative  in  stimulating  this  dis- 


cussion is  "operation  in  the  public 
interest." 

Joseph  H.  Ream 

Executive  Vice  President 

CBS 

EDITOR,  Broadcasting: 

.  .  .  First.  I  believe  your  think- 
ing is  very  constructive. 

Second,  I  doubt  if  such  an  organ- 
ization as  you  outlined  would  be 
feasible  from  a  practical  operating 
standpoint. 

Third,  I  believe  a  yearly  confer- 
ence of  broadcasters,  telecasters 
and  manufacturers  would  be  a  very 
worthwhile  pi  eject.  I  visualize  this 
as  a  meeting  of  the  officers  and 
boards  of  directors  of  the  various 


Kr.  Sol  Taishoif 
Broaacastinj  -  Telecasting 
national  Press  Biiiloing 
Washington  h,  D.  C. 

Dear  Sol: 


3CJ:el 


special  interest  groups  from  these 
fields  for  the  purpose  of  discussing 
their  common  problems.  I  could  not 
see  it  at  all  as  a  typical  trade  con- 
vention. 

William  B.  Ryan 

General  Manager 

NAB 

EDITOR,  Broadcasting: 

Your  editorial,  "Radio-TV  Fu- 
sion Now,"  presents  a  new  and 
interesting  idea.  Due  to  the  many 
conflicting  interests  I  do  not  believe 
that  all  the  radio  and  TV  forces 
could  unite  under  a  single  banner, 
but  I  have  long  thought  that  some 
means  should  be  provided  whereby 
all  those  who  have  a  stake  in  the 


American  system  could  work  more 
closely  together  on  the  many  things 
upon  which  they  all  agree. 

Here's  hoping  your  editorial  pro- 
duces some  thinking  about  this  sub- 
ject which  will  produce  a  worth- 
while result. 

Neville  Miller 

President 

Federal  Communications 

Bar  Assn. 
Former  President  (1938-iJf) 

NAB 

^        *  * 

EDITOR,  Broadcasting: 

I  particularly  like  the  advan- 
tages of  broadcaster  and  set  dis- 
tributor-dealer cooperation  which 
could  accrue  from  one  all-encom- 


'SCtrileb  Pieties  ^ertaie 

COMMITTEE  ON 
INTERSTATE  AND  FOREIGN  COMMERCE 

June  23,  1)50 


Sincere ly. 


passing  association  or  "Congress" 
which  you  propose.  The  accurate 
measurement  of  television  circula- 
tion and  out-of-home  radio  listen- 
ing are  bound  to  be  growing  needs 
and  increasingly  difficult.  This 
association  could  materially  help 
these  assignments  by  correct  set 
sales  and  installation  figures,  area 
by  area. 

Preston  Peters 

Free  &  Peters 
^    ^  ^ 

EDITOR,  Broadcasting: 

Your  proposal  for  an  all  in- 
clusive organization  for  radio  and 
television  seems  to  me  to  be  just 
what  is  needed.  A  descriptive  title 


would  be  Radio  and  Television 
Council. 

Each  unit  of  the  Council  can 
organize  with  its  own  staff  just 
as  it  seems  fit.  Whether  differences 
between  the  units  would  render  the 
Council  ineffective  would  depend  on 
the  strength  of  leadership  and 
evolutionary  process,  establishing 
the  good  of  the  whole  as  para- 
mount against  conflicting  special 
interests. 

This  is  a  bold  forward-looking 
suggestion,  and  I  would  like  to  see 
steps  taken  promptly  to  determine 
whether  it  can  be  adopted. 

Theodore  C.  Streibert 
President,  WOR  New  York 
Chairnmn  of  the  Board 
MBS 

EDITOR,  Broadcasting: 

There  is  no  doubt  in  my  mind 
that  you  have  covered  here  a  very 
serious  industry  problem.  I  only 
hope  that  the  industry  will  take 
it  seriously  and  do  something 
about  it. 

Frayik  White 

President 

MBS 

EDITOR,  Broadcasting: 

...  In  my  opinion,  the  idea 
that  you  are  advancing  in  this 
editorial  goes  straight  to  the  heart 
of  a  very  complex  problem  and  I 
earnestly  hope  that  the  broadcast- 
ing industry,  with  all  of  its  allied 
interests,  will  recognize  the  time- 
liness and  the  desperate  need  for 
adopting  and  effectuating  the  in- 
telligent and  constructive  idea  pre- 
sented in  that  editorial. 

If  there  is  anything  that  I  can 
do  to  cooperate  with  you  toward 
the  achievement  of  this  worthy 
and  desperately  needed  objective, 
please  command  me. 

Lewis  Allen  Weiss 
Chairman  of  the  Board 
Don  Lee  Broadcasting 
System 

EDITOR,  Broadcasting: 

I  feel  that  the  radio  and  elec- 
tronics arts  have  reached  that  point 
of  development  where  a  fusion 
along  the  broad  lines  you  suggest 
is  not  alone  desirable,  but  essential. 
I  know  your  article  will  stimulate 
thinking  along  that  line. 

John  Elmer 

President 

WCBM  Baltimore 

Former  President  (1937-38) 
NAB 

EDITOR,  Broadcasting: 

Your  suggestion  for  a  Radio-TV 
Congress  makes  sense.  We  need 
a  single  fused  organization  which 
will  take  cognizance  of  the  over- 
all needs  of  the  industry  and  the 
particular  requirements  of  its 
(Continued  on  page  46) 


Associating  elephants  with  mice,  vrolves  with 
lambs,  ana  tiie  ostrich  vfith  the  hunming  bird,  presents 
its  difficulties  to  be  sure  but  pernaps  it  can  be  aone. 
Noah  did  it.    Vihen  God's  creatures  are  threatened  by  common 
disaster  an  ark  sobers  antagonisms. 

Trite  but  truej  unless  the  various  facets  of  the 
radio  world  hang  togetiier  most  certainly  they  vd.ll  hang 
separately.      I  like  the  name  "The  liational  Con-jress  of 
Radio"  ana  i  like  the  idea  even  oetter  -  if  it  v/orics. 
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Ihe  Big  Story' 


Ev  FLORENCE  SMALL 

LEADER  in  the  extra-length 
cigarette  field  and  among  the 
top  five  brands  in  the  country 
in  sales,  Pall  Mall  has  consist- 
ently enlisted  radio — and  now 
television — for  the  king-size 
portion  of  its  spectacular  sales 
job. 

Of  a  total  annual  advertis- 
ing budget  of  $3  million,  the 

American  Cigarette  &  Cigar  Co., 
maker  of  Pall  Mall,  devotes  more 
than  $2  million  to  radio  and  tele- 
vision, with  the  latter  medium  re- 
ceiving approximately  $800,000  of 
the  appropriation. 

In  a  statement  to  Broadcasting, 
Paul  Hahn,  president  of  the  Amer- 
ican Tobacco  Co.  (parent  com- 
pany), explicity  conceded  that  ra- 
dio— and  latterly,  television — has 
been  "a  major  factor"  in  the  im- 
pressive .sales  record  of  Pall  Mall. 

Currently  the  firm  sponsors  The 
Big  Story  on  NBC  radio  and  tele- 
vision besides  its  vigorous  spot 
campaign  on  radio  and  video  sta- 
tions    throughout     the  country. 


Agency  for  Pall  Mall  is  Sullivan, 
StaufFer,  Colwell  &  Bayles,  New 
York. 

Once  a  leader  in  the  Turkish 
cigarette  field.  Pall  Mall  was  an 
industrial  casualty  of  World  War  I 
when  hostilities  cut  off  its  life-giv- 
ing supply  of  Turkish  leaf.  Allowed 
to  languish  in  the  shadow  of  Lucky 
Strike  until  the  last  year  of  the 
'30s,  Pall  Mall  then  experienced 
the  personal  invigoration  of  the 
late  fabulous  George  Washington 
Hill. 

Mr.  Hill's  first  act  in  the  epochal 
campaign  was  to  lengthen  the 
cigarette  and  to  call  dramatic  at- 
tention to  the  term  "king-size,"  now 
a  standard  word  in  the  cigarette 
industry. 

Types  of  Promotion 

His  advertising  was  equally  pro- 
vocative and  effective.  In  1939 
Fail  Mall  "Made  You  Look  Smart- 
er"; in  1940,  the  cigarette  adver- 
tising stressed  the  "Long"  and 
"Short"  comparison;  in  1941  the 
company  instituted  a  tremendous 
spot  announcement  campaign  on 
practically  every  station  in  the 
country  with  the  famous  "On  Land, 


Proves  To  Be  a  Radio  -  Television 
Success  Story  for  PALI  MALI 


Sea  and  Air"  transcriptions.  The 
extent  and  success  of  the  latter  has 
become  almost  a  radio  legend. 

American  Cigarette  &  Cigar  Co. 
launched  Pall  Mall's  network  ca- 
reer in  April  1937  when  it  bought 
a  15-minute  commentary  show, 
through  the  Compton  agency,  fea- 
turing Ford  Bond.  In  the  succeed- 
ing years  under  Young  &  Rubicam, 
and  after  1942,  with  RuthraufF  & 
Ryan,  the  Pall  Mall  shows  featured 
in  order,  Dorothy  Thompson,  Eddie 
Duchin,  Gracie  Fields,  and  Robert 
Ripley.  In  1946  Pall  Mall  bought 
the  Frank  Morgan  show  (The  Fab- 
ulous Dr.  Tweedy)  which  had  been 
a  summer  replacement  for  Jack 
Benny  and  Lucky  Strike.  The  Jack 
Benny  show,  incidentally,  was  orig- 
inally envisioned  for  Pall  Mall  in 
1943,  but  the  American  Tobacco 
Co.  believed  it  too  large  a  venture 
and  reassigned  it  to  Luckies. 

Replaces  Morgan  Series 

In  April  1948  the  Frank  Morgan 
show  was  replaced  by  The  Big 
Story,  the  same  year  that  the  Pall 
Mall  account  was  taken  over  by 
SSC&B.  Two  years  later  sponsor- 
ship of  the  program  was  extended 
to  television  also. 

The  Big  Story,  which  chronicles 
the  exploits  of  reporters,  was  con- 
ceived and  originated  in  the  minds 
of  two  men,  Bernard  J.  Prockter, 
radio  producer  and  owner  of  the 
package,  and  Clement  Wyle,  who 
as  writer  and  keeper  of  the  archives 
for  the  late  Warden  Lewis  E. 
Lawes  became  the  collector  of  an 
immense  store  of  crime  news 
stories. 

To  sustain  the  documentary  for- 
mat set  for  the  show  Mr.  Prockter 
and  Mr.  Wyle  interview  hundreds 
of    reporters    for    news  stories 


worthy  of  re-enactment.  Narra- 
tives are  selected  for  adaptation 
only  when  the  reporter  actually  has 
been  a  participant  in  the  making 
of  the  news.  The  journalist  whose 
authentic  experience  is  used  re- 
ceives a  $500  award.  | 

The  documentary  format  of  the 
show  also  is  stressed  in  the  tele- 
cast version.  Camera  crews  ac- 
tually go  on  location  to  film  the 
locales  of  the  narratives.  Special 
mobile  equipment,  such  as  a  station 
wagon  with  a  camera  ramp,  have 
kept  the  shooting  junkets  moving 
quickly  through  the  country.  To 
date  the  tours  have  covered  some 
30,000  miles. 

As  an  example,  a  recent  film 
schedule  covered  Memphis,  Chat- 
tanooga, and  culminated  inside  the 
walls  of  Huntsville  Prison  in  Texas 
for  the  background  of  a  headline 
account  of  four  convicts  v/ho 
escaped  by  forging  the  governor's 
name  to  pardons. 

Additional  realism  is  gained  in 
the  telecasts  by  enlisting  members 
of  the  community  where  the  se- 
quences take  place  for  bit  parts.* 
Some  amazingly  good  acting  as 
well  as  unusual  incidents  have  r;- 
sulted  from  this.  * 

■I 

High  Rating 

During  a  recent  Nielsen  rating. 
The  Big  Story  was  number  four  on 
homes  reached  and  number  10  on 
percentage  rating  of  all  U.S.  TV 
shows. 

Pall  Mall's  phenomenal  increase 
in  sales  in  the  past  10  years — 12 
times  as  high  in  1950  as  in  1939 — 
is  largely  attributable  to  Mr.  Hahn, 
who  had  been  president  of  Amer- 
ican  Cigarette  &  Cigar   Co.  for 
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DISCUSSING   program   plans    (I   to   r):   Wllllain    Spire,    Sullivan,  Stouffer, 
Colwell  &  Bayles  account  executive;  Alan  Garratt,  advertising  manager  of 
the  American  Cigarette  &  Cigar  Co.,  and  Bernard  Prockter,  producer. 


many  years,  and  who  recently  was 
named  president  of  American  To- 
bacco Co.  (Lucky  Strike  cigar- 
ettes) . 

Mr.  Hahn  originally  was  house 
attorney  for  the  company.  He 
started  with  the  organization  in  the 
late  '20s,  and  in  1931  joined  the 
firm  as  a  director  and  assistant  to 
Mr.  Hill,  then  president.  He  was 
elected  a  vice  president  in  1932  and 
became  president  of  the  American 
Cigarette  &  Cigar  Co.  in  1939. 

Currently  one  of  the  leading  fig- 
ures in  American  industry,  Mr. 
Hahn  is  a  stalwart  advocate  of 
radio  and  television. 

Alan  Garratt,  advertising  di- 
rector, has  been  with  the  company 
since  1938  when  he  joined  the  pur- 
chasing department.  In  1941  Mr. 
Hahn,  on  the  look-out  for  excep- 
tional talent  in  the  organization, 
invited  Mr.  Garratt  to  join  the  ad- 
vertising department  where  he  re- 
mained until  he  entered  the  Navy 
in  1943.  In  1946  he  returned  to  the 
Am.erican  Tobacco  Co.  to  take 
charge  of  the  Lucky  Strike  Hit 
Parade.    In  1947  he  was  promoted 


Mr.  HAHN 


to  the  post  of  advertising  manager 
for  Pall  Mall  and  recently — two 
months  ago — was  named  a  director 
of  the  company. 

In  summarizing  the  attitude  of 
the  organization,  Mr.  Garratt  said : 
"Pall  Mall  has  a  long  tradition  of 
quality  advertising  in  keeping  with 
its  product  and  has  always  en- 
deavored in  radio  and  television  to 
maintain  this  high  standard  not 
only  in  commercial  treatment  but 
also  in  the  type  of  shows  selected 
to  carry  Pall  Mall's  commercial 
message." 


NAB 

NAB'S  summer-autumn  series  of 
district  meetings  will  be  marked  by 
a  "let's  get  acquainted  with  NAB" 
theme  in  which  members  and  non- 
members  alike  will  be  told  the  facts 
of  industry  and  trade  association 
life. 

Plans  for  the  annual  broadcaster 
gatherings  are  being  drawn  up  at 
NAB  Washington  headquarters, 
following  the  recent  board  meeting 
[Broadcasting,  June  26].  The  idea 
of  conducting  a  sell-NAB  clinic  has 
board  approval  and  a  headquarters 
crew  will  make  the  nationwide  cir- 
cuit, starting  with  the  Aug.  14-15 
meeting  in  Seattle. 

Following  the  board  meeting,  in 
which  NAB  is  thought  by  many 
members  to  have  successfully  sur- 
vived a  threatened  crisis,  the  head- 
quarters staff  has  focused  its  at- 
tention on  carrying  out  board 
mandates  involving  membership, 
Broadcast  Advertising  Bureau  and 
other  operations. 

Topping  last  week's  activities 
were  the  BAB  and  district  meeting 
projects,  which  interlock  in  many 


ULLMAN  SERIES 

Beatrice  Kay  Sets  Pact 

CONTRACTS  for  156  quarter- 
hour  transcribed  shows  have  been 
signed  by  Beatince  Kay  and  the 
Richard  H.  Ullman  Inc.,  BuflPalo, 
according  to  Richard  H.  Ullman, 
president  of  the  firm.  Mr.  Ullman 
said  the  new  series,  known  as  The 
Beatrice  Kay  Shoiv,  is  designed 
for  use  by  local,  regional  and  na- 
tional advertisers. 

Miss  Kay,  known  as  the  Gay 
Nineties  girl  of  screen,  stage, 
radio,  TV  and  Columbia  records, 
is  venturing  into  a  transcribed 
feature  for  the  first  time,  Mr.  Ull- 
man said. 

In  addition  to  its  star,  The  Be- 
atrice Kay  Show  will  feature 
Artie  Malvin,  vocalist;  Claude 
Thornhill  and  Glenn  Miller  or- 
chestras; Kay  Jammers  band  and 
a  male  chorus.  Scripter  for  the 
series  is  Jay  Jones,  the  director, 
Bobby  Nicholson. 

Mr.  Ullman  stated  that  his  firm 
will  back  the  new  series  with  an 
expanded  sales  force  and  a  heavy 
promotional  sales  campaign.  The 
Ullman  company  is  producer  of 
Tune-0,  Jingle  Library,  $Dollar 
Derby$,  Barbershop  Harmonies 
and  Joe  McCarthy  Speaks. 


Carolina  Meet  Set 

FALL  meeting  of  the  North  Caro- 
lina Assn.  of  Broadcasters  will  be 
held  Oct.  23-24  at  the  Mid-Pines 
Club,  Southei-n  Pines.  The  session 
site  was  voted  at  the  recent  NCAB 
convention  at  Chapel  Hill.  It  will 
be  announced  when  reservations 
are  open,  officials  said. 


MEETS 

phases.  Maui-ice  B.  Mitchell,  BAB 
director,  will  join  Washington  head- 
quarters officers  in  the  plan  to  ac- 
quaint members  with  many  of  the 
little-publicized  services. 

The  NAB  delegation  around  the 
nationwide  circuit  will  be  led  by 
President  Justin  Miller.  With  Mr. 
Mitchell  and  Richard  P.  Doherty, 
employe-employer  relations  direc- 
tor. Judge  Miller  will  have  at  his 
side  other  headquarters  officers  de- 
pending on  the  special  agenda  of 
each  meeting. 

To  Stress  Teamwork 

Members  vdll  be  given  an  overall 
NAB  picture  plus  detailed  descrip- 
tion of  departmental  work,  but  the 
teamwork  motif  will  be  stressed 
rather  than  special  operations. 

William  B.  Ryan,  NAB  general 
manager,  was  completing  his  re- 
vamping job  at  headquarters  fol- 
lowing board  approval  of  his  re- 
duced budget  and  his  general  plans 
for  the  association.  Still  on  his 
desk  is  the  job  of  drawing  up  a 
plan  to  redistrict  the  nation  into 
fewer  areas  and  to  realign  the  di- 


Miss  Kay  inks  transcription  con- 
tract with  approval  of  Mr.  Ullman. 


STANDART  NAMED 

WBRD  Plans  Aug.  Start 

APPOINTMENT  of  Robert  W. 
Standart  as  general  manager  of 
WBRD  Fort  Lauderdale,  Fla.,  has 
been  announced  by  L.  C.  Judd,  Fort 
Lauderdale  realtor  and  president 
of  the  newly  formed  Broward 
Broadcasting  Co.,  owner  and  op- 
erator of  the  daytime  outlet  on 
1580  kc  with  250  w.  Station  has 
set  August  as  the  tentative  start- 
ing date. 

Mr.  Standart  has  been  in  radio 
since  1938,  starting  his  career  at 
WJBK  Detroit  after  graduation 
from  Wayne  U.  During  the  past 
six  months,  he  has  been  asso- 
ciated with  WTVJ  (TV)  Miami, 
and  prior  to  that  was  general 
manager  of  WFTL  and  WGOR 
(FM)  Fort  Lauderdale.  Before 
moving  to  Fort  Lauderdale,  Mr. 
Standart  was  general  manager  of 
WBAY  Coral  Gables. 


Plans  Being  Drawn 

rectors-at-large  setup.  This  lineup 
is  to  be  submitted  to  the  board  next 
November. 

It  was  emphasized  at  NAB  that 
BAB's  $168,000  budget  for  the  year 
permits  continuance  of  the  sales 
operation  at  the  present  level  with 
no  projects  cancelled.  The  original 
$200,000  BAB  budget  contained  a 
number  of  proposed  items  which 
were  not  deemed  feasible  at  this 
time. 

A  special  BAB  board  advisory 
committee  is  scheduled  to  meet  July 
27-28  in  Washington  to  review  pre- 
liminary plans  for  separation  of 
BAB  from  the  association  itself. 
Mr.  Ryan  endorsed  the  separation 
idea  to  the  board,  which  adopted  a 
resolution  calling  for  such  separa- 
tion by  next  April.  Many  board 
members  accepted  his  contention 
that  the  separation  should  not  be 
a  seA'erance  from  NAB  but  merely 
go  far  enough  to  give  BAB  the  free- 
dom it  needs  to  carry  on  an  aggres- 
sive industry  sales  campaign. 

Heading  the  board  advisory  com- 
(Continued  on  page  19) 


DISTRICT 
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Will  1 1. H    III  \MIII  Ralston  Joins  Trend  RADIO  PROSPERS 

O II  I  I  III  I       I  U      or  U  I    Not  Killed  by  TV-Sindling< 


INCREASING  TREND  toward  use 
of  spot  radio  by  national  adver- 
tisers who  formerly  relied  on  major 
network  programs  received  another 
push  last  week  with  announcement 
that  the  Ralston  Purina  Co.  has 
cancelled  its  Tom  Mix  and  Checker- 
board Jamboree  shows  on  MBS  and 
ig  planning  a  heavy  plunge  into 
spot  and  spot  programs. 

While  format  of  the  new  cam- 
paign is  not  complete,  reports  are 
that  the  company  will  transcribe 
the  Checkerboard  Jamboree  and 
place  it  on  a  selective  station  list. 
At  the  same  time  the  budget  for- 
merly spent  on  the  Tom  Mix  net- 
work show  will  be  diverted  to  a 
spot  schedule  currently  being 
worked  out  by  the  agency,  Gardner 
Advertising,  St.  Louis. 

Reasoning  Behind  Move 

Informal  sources  close  to  the 
account  think  the  reasoning  that 
prompted  Ralston  Purina  to  quit 
network  radio  is  the  same  that  has 
caused  other  big  advertisers  to 
pursue  a  similar  course — that  the 
dilution  of  radio  audience  in  areas 
of  television  concentration  has  re- 
duced the  efficiency  of  radio  net- 
work programming  for  their  prod- 
ucts. 

By  turining  to  spot  broadcasting, 
it  is  felt,  these  advertisers  believe 
they  can  concentrate  their  mes- 
sages in  specific  markets,  suffer 
less  from  television-radio  competi- 
tion for  audience. 

Another  network  sponsor.  Mail 
Pouch  Tobacco  Co.,  dropped  its 
network  show  Sports  For  All  on 


RETRY  IS  HOST 

Open  House  at  New  Offices 

EDWARD  PETRY  &  Co.  last  week 
was  host  to  several  hundred  leaders 
and  representatives  of  agencies, 
advertisers  and  broadcasters  at 
open  house  parties  in  the  new  New 
York  offices  of  the  station  repre- 
sentative firm.  The  recently  com- 
pleted Petry  offices  occupy  the 
entire  23d  floor  of  488  Madison  Ave. 

In  addition  to  executive  and 
clerical  offices,  the  Petry  establish- 
ment includes  an  audition  room 
equipped  with  both  audio  and  vis- 
ual devices  for  presentation  of  tele- 
vision and  radio  programs  and  com- 
mercials. 

The  television  equipment  includes 
a  16mm  sound  movie  projector,  a 
slide  projector  and  a  Balopticon 
projector,  each  of  which  is  used  for 
rear  projection  upon  a  television 
screen  in  the  audition  room.  All  of 
the  projectors  operate  on  a  compli- 
cated optical  system  using  angled 
mirrors  and  permitting  the  mixing 
of  movie  films,  ordinary  slides  and 
Balopticon  slides  at  will  on  the 
single  screen. 

All  types  of  television  film  may 
be  shown.  Complete  audio  equip- 
ment for  record,  transcription,  and 
voice  has  also  been  installed. 
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MBS  and  although  its  fall  plans  are 
not  set  yet,  it  was  understood  that 
the  Charles  Hoyt  agency.  New 
York,  has  recommended  spot  radio 
for  the  fall. 

Carter  Products,  through  SSC&B, 
New  York,  which  dropped  its 
Jimmy  Fidler  Show  on  ABC,  cur- 
rently is  using  a  heavy  national 
schedule  and  is  looking  for  a  tele- 
vision program. 

The  Borden  Co.,  through  Kenyon 
&  Eckhardt,  New  York,  deleted  its 
long  time  Countij  Fair  show  on  CBS 
and  is  using  various  spot  radio 
campaigns  for  its  products. 

Among  station  representatives  it 
is  felt  that  some  advertisers  who 
have  formerly  used  network  radio 
are  finding  it  difficult  at  this  stage 
to  formulate  fall  plans  for  network 
purchases,  owing  to  problems  of 
predicting  radio  audience  trends  in 
markets  of  heavy  TV  concentration. 

As  a  result  some  are  buying  spot 
campaigns  as  a  bridge.  Whether 
they  will  return  to  network  radio  in 
the  future  is,  of  course,  question- 
able. 

Other  advertisers  who  have 
elected  to  spend  heavily  in  television 
are  obliged  to  bolster  TV  coverage, 
which  as  yet  is  limited,  with  radio 
spot  schedules  in  markets  where 


television  is  either  weak  or  non- 
existent. 

T.  F.  Flanagan,  managing  direc- 
tor of  the  National  Assn.  of  Radio 
Station  Representatives,  said  last 
week  that  members  of  the  associa- 
tion had  reported  increasing  inter- 
est on  the  part  of  advertising  agen- 
cies in  obtaining  guarantees  for 
spot  time  regular  schedules  from 
stations. 

The  agencies  are  requesting  sta- 
tions to  guarantee  regular  time 
periods  for  both  spot  announce- 
ments and  spot  programs,  Mr. 
Flanagan  said,  and  station  repre- 
sentatives have  been  suggesting 
that  stations  adopt  such  policies. 

It  is  the  belief  of  NARSR  that 
establishment  of  a  system  guaran- 
teeing placement  of  spots,  both  an- 
nouncements and  programs,  in  reg- 
ular schedules  will  lead  to  increased 
use  of  spot  radio  by  advertisers. 

Mr.  Flanagan  also  pointed  out 
that  many  network  affiliates  will 
find  themselves  with  open  night 
periods  on  their  hands  this  fall  be- 
cause of  decreased  use  of  nighttime 
network  radio  by  sponsors.  This 
will  offer  the  stations  an  opportu- 
nity to  fill  such  periods  with  spot 
programs  in  choice  time  that  was 
formerly  occupied  by  network  com- 
mercials. 


TELEVISION  is  not  killing  radio, 
according  to  data  compiled  by  Sind- 
linger  &  Co.  in  Philadelphia  and 
released  last  week  in  a  report  called 
"Facts  in  Focus."  Material  was 
gathered  through  Radox,  the  firm's 
instantaneous  electronic  radio  and 
television  measurement  system. 

From  April  1949  through  Feb- 
ruary 1950  TV  set  ownership  in 
Philadelphia  increased  from  85,000 
homes  to  160,000.  The  number  of 
viewing  minutes  devoted  to  tele- 
vision increased  123  ^f.  During  the 
same  period,  the  report  points  out, 
the  total  number  of  minutes  de- 
voted to  radio  decreased  only  19 

In  homes  which  have  had  a  TV 
set  for  more  than  a  year,  radios 
are  used  twice  as  much  as  radios 
in  homes  with  television  less  than 
a  year,  according  to  the  report. 

Although  televiewing  gained  37 
minutes  during  the  period,  the 
Sindlinger  report  points  out  that 
this  gain  did  not  necessarily  come 
from  radio  listening.  Actually, 
only  11  minutes  were  found  to  be 
subtracted  from  previous  radio  lis- 
tening time.  The  difference  of  26 
minutes  came  from  activities  other 
than  radio  listening.  Over  the 
period  the  number  of  minutes  used 
bv  both  radio  and  television  was 
found  by  Sindlinger  to  have  in- 
creased 33  Vf. 

All  Homes  Included 

It  is  further  pointed  out  that  the 
19 7r  drop  in  total  radio  listening 
between  7  and  10  p.m.  does  not 
refer  to  television  homes  only,  but 
is  an  average  of  all  Philadelphia 
homes — radio-only  and  television- 
with-radio.  Several  reasons  are 
presented  to  show  why  there  has 
not  been  a  greater  decrease  in  radio 
listening:  "(1)  Radio  homes  in 
Philadelphia  during  the  past  year 
have  increased  by  12,000,  and  the 
number  of  radio  sets  has  increased 
by  68,000  (Q'A  gain);  (2)  a  sharp 
increase  in  radio  listening  in  TV 
homes  (primarily  from  multiple 
radio  sets)  where  TV  has  been 
owned  for  more  than  a  year." 

Radio-only  homes  reportedly  lis- 
ten to  the  radio  an  average  of  89 
minutes  an  evening.  When  a  radio- 
only  home  acquires  a  video  set, 
radio  listening  drops  to  14.8  min- 
utes an  evening,  Sindlinger  found. 
When  the  novelty  wears  off,  how- 
ever, it  is  reported  that  radio  lis- 
tening in  TV  homes  increases, 
reaching  34  minutes  an  evening — 
38  9<:  of  former  radio  listening — in 
those  homes  in  which  television  sets 
have  been  owned  for  over  a  year. 


McCray  Assumes  Post 

THOMAS  C.  McCRAY  assumes  his  I 
new  post  as  NBC  director  of  radio  - 
network  operations  in  Hollywood 
July  17.  Mr.  McCray  was  appointed 
to  the  Hollywood  assignment  after 
serving  as  the  NBC  radio  network 
program  director. 


MERGER 


Dov/d,  Redfield  &  Johnstone 
Formed  in  N.  Y. 


Mr.  Johnstone  Mr.  Dowd  Mr.  Redfield  Mr.  Tuers 


JOHN  C.  DOWD  Agency  of  Boston  has  purchased  the  Blaker  Agency, 
New  York,  and  the  combination  will  merge  with  Redfield-Johnstone 
Inc.,  New  York,  in  a  new  firm  to  be  known  as  Dowd,  Redfield  &  John- 
stone, with  an  estimated  billing  of  close  to  $6  million. 

The  new  organization  will  occupy  *  


the  entire  second  floor  of  501  Madi- 
son Ave.,  New  York.  All  personnel 
of  both  Blaker  and  Redfield-John- 
stone will  be  retained. 

Officers  of  Dowd,  Redfield  & 
Johnstone  Inc.  are  LeGrand  L. 
Redfield,  chairman  of  the  board; 
John  C.  Dowd,  president;  Edmond 
F.  Johnstone,  executive  vice  presi- 
dent; Edward  D.  Parent,  treas- 
urer; and  Harold  Tuers,  secretary. 

William  Eynon,  formerly  with 
H.  B.  Humphrey  Agency,  New 
York,  will  join  the  agency  as  di- 
rector of  radio  and  television. 

Additional  key  personnel  will  be 
announced  shortly. 

Both  the  Boston  agency  of  John 


C.  Dov/d  Inc.  and  the  New  York 
office  of  Dowd,  Redfield  &  John- 
stone Inc.  will  operate  autonomous 
branches,  each  offering  a  complete 
advertising  and  marketing  service 
of  its  list  of  clients. 

The  16-year-old  Blaker  Agency 
of  New  York  was  purchased  by 
John  Dowd  from  Henry  Sell,  editor 
of  Town  &  Country. 

The  new  agency's  radio  accounts 
include  First  National  Stores, 
Harvard  Beer,  Stahl-Meyer,  Block 
Drug  and  Colonial  Airlines.  Other 
accounts  are  New  England  Power 
&  Light,  Megowen-Educator,  Len- 
theric  and  Longchamps  Restau- 
rants. 
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iETWORK  TIME  USERS 


P&G  Leads  in  April 


ROCTER  &  GAMBLE  CO.  again 
in  April  was  the  top  user  of  na- 
lional  network  time,  with  gross 
jDurchases  of  $1,531,221  during 
ijhe  month,  according  to  data  on 
Advertising  expenditures  for  net- 
work time  compiled  by  Publishers 
Information  Bureau. 

The  only  network  advertiser  to 
ppend  more  than  $1  million  for  net- 
|vork  time,  at  gross  rates,  P&G 
jilone  accounted  for  9.6%  of  the 
l;otal  April  gross  time  sales  of 
j5l5,918,672. 

I   General  Foods  ranked  second  in 
lietwork  time  purchases  in  April, 
pp  from  fourth  place  in  March. 
Campbell  Soup  Co.  entered  the  list 
pf  the  top  10  network  time  users 
n  April,  ranking  seventh  for  the 
ijnonth.    Table  below  lists  first  10 
i  |ietwork  clients,  ranked  in  accord- 
ance with  their  time  purchases  for 

lA-pril. 

■! 

1  Food  Products  Lead 

I'  Breakdown  of  network  time  sales 
iby  product  in  upper  table  shows 
.'Foods  Products  the  largest  group 
I'user  of  network  time  in  April,  with 
SToilet  Goods  ranking  second,  Smok- 
jjing  Materials  third.  Drugs  fourth 
jiand  Soaps  &  Cleansers  fifth, 
i  The  same  five  groups  compose  the 
|[top  five  for  the  January-April 
|1950  period,  but  for  this  time  the 
'rank  order  is  slightly  changed. 
Foods  still  rank  first  and  Toiletries 
jsecond,  but  Drugs  rank  third  and 

liSmoking    Materials   fourth,  with 

!  |,Soaps  fifth. 

Compared  with  April  and  Jan- 
uary-April 1949,  the  1950  network 

TOP  10  NETWORK  ADVERTISERS 
IN  APRIL  1950 

1.  Procter  &  Gamble  $1,531,221 

2.  General  Foods  Co.  665,123 

3.  Miles  Labs  661,992 

4.  Sterling  Drug  Co.  637,833 

5.  Lever  Bros.  610,620 

6.  General  Mills  548,882 

7.  Campbell  Soup  507,470 

8.  American  Tobacco  Co.  461,240 

9.  Liggett  &  Myers  Co.  453,733 
10.  Phi\:p  Morris  &  Co.  384,502 

FAMILY  COUNT 

Increase  Reported  by  Census 


GROSS  NETWORK  TIME  SALES  FOR  APRIL  AND  FIRST  QUARTER  1950  COMPARED  TO  1949,  BY  PRODUCT  GROUPS 


NUMBER  of  U.  S.  families  has 
risen  from  35,000,000  in  1940  to  an 
estimated  44,000,000-plus  in  .1950, 
judging  by  Census  Bureau  returns 
to  date.   All  but  1,500  of  the  229,- 
j  000  census  districts  have  been  tab- 
;  ulated  but  the  process  of  totaling 
I  them  is  still  in  the  early  stage. 
I    Increase  in  number  of  families 
is  described  as  an  outstanding  fac- 
tor   in    stimulating    demand  for 
products  based  on  family  purchas- 
1  ing.     Among   such   products  are 
I  autos,  homes,  household  equipment, 
I  radio  receivers,  appliances,  f urnish- 
!  ings  and  related  items. 


JAN-APRIL 

JAN-APRIL 

PRODUCT  GROUP 

APRIL  1950 

1950 

APRIL  T949 

1949 

Agriculture   &  Farm- 
Apparel,  Footwear  & 

$  109,277 

$  390,238 

$  67,636 

$  478,071 

169,202 

500,402 

119,166 

511,743 

Automotive,  Auto- 
Supplies 

614,397 

2,238,495 

729,095 

2,780,256 

Aviation,  Aviation 

Equip.   &  Supplies 

Beer,  Wine  &  Liquor 

234,21 1 

992,840 

85,071 

293,475 

Bldg.,  Mat.,  Equip., 
&  Fixtures 

122,078 

452,360 

124,565 

441,076 

Confectionary  &  Soft 
Drinks 

604,618 

2,447,334 

636,244 

2,654,343 

Consumer  Services 

160,791 

627,639 

146,451 

609,522 

Drugs  &  Remedies 

1,957,251 

8,479,001 

1,672,719 

6,948,982 

Entertainment  & 

Amusements 

Food  &  Food  Prod-  3,742,328  15,809,262 
ucts 

Gasoline,   Lubricants,  370,041  1,684,476 
&  Other  Fuels 

Horticulture  29,360  88,080 

Household  Equip.  &  220,891  932,054 

Supplies 

Household  Furnish-  47,446  163,038 

ings 

SOURCE:  Publishers  Information  Bureau 

time  billings  were  slightly  lower  for 
the  month  and  four-month  period 
of  1950.  Of  the  five  leaders,  Foods 
and  Toiletries  had  lower  billings 
this  year,  while  Smoking  Materials 
and  Drugs  used  more  network  time 
than  a  year  ago  and  Soaps  were 
practically  the  same  for  both  April 
lists  and  both  four-month  terms. 

Individual  advertiser  leading 
each  product  group  is  shown  in 
table  at  right. 

CBS  First 

Network-by-network  analysis  of 
gross  April  time  sales  [Broad- 
casting, May  22]  showed  CBS  first 
for  the  month  and  also  for  the 
four-month  period.  CBS  was  also 
the  only  radio  network  to  show  an 
increase  in  time  sales  for  April  and 
the  four  months  in  comparison  to 
the  like  periods  of  1949. 


4,053,165 

530,489 

28,740 
717,810 

103,924 


16,271,937 

2,355,865 

74,724 
2,856,889 

418,516 


PRODUCT  GROUP 

Industrial  Materials 

Insurance 

Jewelry,  Optical 
Goods  &  Cameras 

Office  Equip.,  Writ- 
ing Supplies,  Sta- 
tionery &  Access. 

Political 

Publishing  &  Media 

Radios,  TV  Sets, 
Phonographs,  Mu- 
sical Instruments 
&  Access. 

Retail  Stores  & 
Direct  Mail 

Smoking  Materials 

Soaps,   Polishes  & 
Cleansers 

Sporting  Goods  & 
Toys 

Toiletries   &  Toilet 
Goods 

Transportation, 
Travel  &  Resorts 

Miscellaneous 


APRIL  1950 
199,883 
210,715 
194,847 

150,567 

2,352 
72,203 
98,831 


13,356 

2,068,250 
1,812,891 


2,159,302 
67,452 
486,132 


JAN-APRIL  JAN-APRIL 
1950       APRIL  1949  1949 


761,281 
994,01 1 
592,336 

585,807 

4,316 
537,268 
413,300 


21,502 


181,520  769,970 
341,306  1,335,587 


179,228 
133,008 


125,432 
120,618 


5,496 


753,314 
563,655 


423,061 
597,391 


21,984 


8,446,890  1,985,356  7,906,749 
7,070,167      1,817,907  7,169,455 


8,836,940     2,567,742  10,599,582 
287,757        106,912  452,912 
1,846,179        208,475  959,436 


15,918,672    65,252,973    16,760,805  68.278,495 


TOP  NETWORK  ADVERTISERS  FOR  EACH  PRODUCT  GROUP  IN  APRIL  1950 

Agriculture  &  Farming 
Apparel,   Footwear  &  Access. 
Automotive,  Automotive  Equip.  &  Access. 
Aviation,  Aviation  Equip.  &  Access. 
Beer,  Wine  &  Liquor 
Bldg.  Mat.,  Equip.  &  Fixtures 
Confectionery    &    Soft  Drinks 
Consumer  Services 
Drugs  and  Remedies 
Entertainment  &  Amusements 
Fond  &  Food  Products 
Gasoline,  Lubricants  &  Other  Fuels 
Horticulture 

Household  Equip.  &  Supplies 
Household  Furnishings 
Industrial  Materials 
Insurance 

Jewelry,  Optical  Goods  &  Cameras 
OfH-e  Equipment,  Writing  Supplies, 

Sa'ionery   &  Access. 
Political 

Publishina  &  Media 

Radios,  TV  Sets,  Phonographs,  Musical 

Instruments   &  Access. 
Retail  Stores  &  Direct  Mail 
Smokinq  Materials 
Soaps,  Polishes  &  Cleansers 
Sporting  Goods  &  Toys 
Toiletries  &  Toilet  Goods 
Transportation,  Travel  &  Resorts 
Miscellaneous 

(Lutheran  Laymen's  League) 


Allis-Chalmers  Mfg.  Corp. 

41,498 

Trimount   Clothing  Co. 

51,228 

Ford    Motor  Co. 

231,258 

Schlitz,  Jos.  Brewing  Co. 

62,940 

Johns-Manville  Corp. 

95,758 

Coca-Cola  Co. 

195,992 

Electric  Cos.  Adv.  Prog. 

84,495 

Miles  Labs. 

661,992 

General    Foods  Corp. 

665,123 

Sun  Oil  Co. 

80,768 

Ferry  Morse  Seed  Co. 

29,360 

Phiico  Corp. 

124,970 

Armstrong  Corp. 

148,656 

U.  S.  Steel  Corp. 

135,263 

Prudential  Insurance  Co.  of  America. 

106,300 

Bruner-Ritter  Co. 

79,014 

Eversharp  Inc. 

83,235 

Roosevelt  for  Gov.  Headquarters 

2,352 

William  H.  Wise  &  Co. 

56,662 

Radio  Corp.  of  America 

66,396 

Gifts  By  Mail  Inc. 

11,196 

American  Tobacco  Co. 

461,240 

Procter  &  Gamble 

1,017,220 

Colgate-Palmolive-Peet  Co. 

378,884 

Assn.  of  American  Railroads 

66,228 

Lutheran    Church-Missouri  Synod 

193,524 

POPULATION 


THE  NATION'S  radio  advertisers 
will  find  their  listeners  moving  off 
the  farm  and  out  of  central  city 
areas  into  the  fringe  regions  around 
larger  cities,  judging  by  first  na- 
tionwide returns  from  the  1950 
Census. 

Already  it  is  apparent  from  Cen- 
sus Bureau  figures  revealed  to 
Broadcasting  that  not  more  than 
one  or  two  changes  will  occur  in 
the  order  of  the  10  most  populous 
cities. 

Available  at  this  time  are  provi- 
sional 1950  population  figures  for 
all  but  a  score  of  the  cities  with 
more  than  100,000  population. 
These  figures,  the  Census  Bureau 
emphasizes,  cover  only  the  incor- 
porated city  areas  and  do  not  cover 
the  metropolitan  or  trading  areas. 

Later  on  this  year  when  the  met- 
ropolitan area  population  data  are 


available,  broadcasters  will  have  an 
accurate  picture  of  the  city  popula- 
tions they  serve.  Population  of  the 
nation  as  a  whole  is  expected  to 
pass  151,000,000,  compared  to  131,- 
669,000  in  1940. 

New  York  Still  Leads 

The  largest  city  still  is  New 
York,  both  in  terms  of  incorporated 
area  and  metropolitan  area,  judg- 
ing by  available  data.  New  York, 
Philadelphia,  Baltimore,  Pittsburgh 
and  Washington  are  running  behind 
in  submitting  provisional  popula- 
tion figures  to  the  Census  Bureau. 

New  York's  incorporated  area 
will  have  a  1950  population  of  about 
7,800,000,  it  is  believed  on  the  basis 
of  present  data.  This  compares  to 
7,454,995  in  1940.  The  New  York 
metropolitan  area,  however,  is  ex- 


To  Frinae  Reaions 


pected  to  exceed  14,000,000. 

Several  suburban  areas  of  New 
York  have  shown  phenomenal 
growth  in  the  past  decade.  Nassau 
County,  Long  Island,  is  up  63%  to 
over  630,000.  SuflFolk  County,  also 
on  the  island,  has  grown  to  about 
380,000  and  Fairfield  County,  in 
South  Connecticut,  has  passed  the 
502,000  mark.  Population  of  the 
borough  of  Queens  also  has  grown 
rapidly. 

Population  of  incorporated  Chi- 
cago rose  from  3,396,808  in  1940  to 
3,631,835  in  1950,  not  including  the 
fast-growing  suburban  regions.  The 
city  retains  its  second  place  among 
the  first  10. 

Though  figures  for  the  incorpo- 
rated area  of  Philadelphia  have  not 
been  completed,  the  city  is  expected 
(Continued  on  page  H) 
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FIFTY-TWO  weak  contract  for  five  hc!f  hours  weekly  on  KNBC  San  Francisco, 
claimed  by  the  station  to  be  the  largest  Class  A  time  sale  in  the  history  of 
the  Bay  Area,  is  set  by  H.  E.  Picard  (seated  I),  vice  president  and  general 
manager,  San  Francisco  Brewing  Corp.  (Burgermeister  beer).  Seated  at  right 
is  John  W.  Elwood,  KNBC  general  manager.  Standing  are  (I  to  r)  Emil  Rein- 
hardt,  president,  Emil  Reinhardt  Advertising  Agency,  Oakland;  William 
Andrews,  KNBC  sales  representative,  and  W.  L.  Rinehart,  assistant  general 
manager  of  the  San  Francisco  Brewing  Corp. 


IRVING  SARNOFF  (seated  r),  exec, 
v.  p.,  Bruno-New  York  Inc.,  inks  an 
order  for  distributing  RCA  Victor  TV, 
radio  and  radio-phonograph  combi- 
nations in  Greater  New  York.  With 
him  are  (I  to  r)  Jack  Marden,  RCA 
Victor;  David  Wagman,  radio-TV 
sales  mgr.,  Bruno-New  York;  Gerald 
0.  Kaye,  Bruno-New  York  sales  v.  p. 


AGREEMENT  to  sponsor  the  0/d  Sa/t 
on  WCOP-AM-FM  Boston  for  fourth 
year  is  set  by  Rudolph  Bruce  (seat- 
ed), adv.  dir..  New  England  Coke 
Co.  Observing  are  (I  to  r)  Wallace 
L.  Sherpardson,  acct.  executive, 
James  Thomas  Chirurg  Co.;  Edmund 
J.  Shea,  radio-TV  dir.,  Chirurg;  Tom 
Dunn,   WCOP  acct.  executive. 


FIFTEEN-minute  segment  of  the 
Here's  Norman  Ross  Show  on  WMAQ 
Chicago  is  bought  by  National  Ice 
Cream  Co.  L  to  r:  (seated)  E.  C. 
Cunningham,  sales  mgr.,  and  George 
Sourapas,  National  president: 
(standing)  Norman  Ross,  m.  c;  Jack 
Schneider,  WMAQ  account  exec; 
Frank  Nahser,  Nohser  Agency. 


SETTING  Packers  Supermarkets,  De- 
troit, sponsorship  of  Ziv  Co.'s  Cisco 
Kid  on  WXYZ  Detroit  and  WHRV 
Ann  Arbor,  Mich.,  ore  (I  to  r):  (seat- 
ed) John  Reuter,  Packers  pres.; 
James  Riddle,  pres.,  WXYZ;  Charles 
Grosberg,  Packers  treas.;  (standing) 
Walter    Miller,    Ziv;  Julian 

Grace,    Donner  Adv.  ^^^^ 


CBS  SEEKS  SINATRA  »:™c 

FRANK  SINATRA  is  slated  to  sign  a  radio  and  television  contract  with 
CBS,  at  a  price  understood  to  be  about  $250,000  a  year. 

The  television  program  is  expected  to  start  in  October  in  the  Saturday 
9  p.m.  period.    The  show  is  currently  being  offered  to  sponsors. 
This  marks  a  return  to  home 


a  return 
grounds  for  Mr.  Sinatra.  In  1942 
he  first  started  with  the  network 
on  a  sustaining  show.  Three  years 
later  (1945)  he  was  the  star  of 
Lucky  Strike  Hit  Parade  on  CBS 
for  a  two-year  term.  Recently  he 
was  on  a  five-time  weekly  radio 
show  on  NBC  sponsored  by  Lucky 
Strikes. 

Talent  battle  continued  last  week 
with  CBS  also  signing  Hal  Peary, 
star  of  NBC  Great  Gilder  sleeve,  to 
a  long-term  exclusive  contract  for 
radio  and  television. 

Although  the  figure  was  not  re- 
vealed, he  will  get  a  flat  sum  on 
a  "play  or  not  play"  basis,  with  a 
wage  increase  when  sponsored. 
Kraft  Foods  Co.  owns  the  Great 
Gildersleeve  package  and  resumes 
the  program  in  the  fall  on  NBC 
with  replacement  for  Mr.  Peary. 
CBS  will  build  its  own  show  around 
Mr.  Peary. 

C-P-P  Sign  With  NBC-TV 

Colgate-Palmolive-Peet  last  week 
signed  to  sponsor  a  lavish  NBC-TV 
program  starring,  on  a  rotating 
basis,  Fred  Allen,  Eddie  Cantor 
and  two  other  as  yet  unselected 
entertainers,  to  begin  next  fall. 

The  program  will  be  telecast 
Sunday,  8-9  p.m.  and  will  thus 
compete  with  the  CBS-TV  variety 
production  Toast  of  the  Town,  a 
highly  rated  program. 

Messrs.  Allen  and  Cantor  and 
the  other  two  stars  will  each  be  seen 
every  fourth  week.  A  production 
budget  of  more  than  $40,000  a  week 
was  said  to  be  committed  to  the 
show.  The  sponsor  placed  the  busi- 
ness direct. 

NBC  also  announced  last  week 
singing  of  contract  with  Al  Levy, 
representing  Burr  Tillstrom,  for 
fall  telecasting  of  Land  of  Oz,  a 
second  network  TV  feature  created 
by  Mr.  Tillstrom.  His  first,  Kukla, 
Fran  &  Ollie,  went  of  its  five-a- 
week,  6  to  6:30  p.m.  (CDT)  sched- 
ule Friday  until  Aug.  28. 

Mr.  Levy,  who  headquarters  in 
New  York,  is  handling  commer- 
cial aspects  of  the  new  half-hour 
show.  He  owns  exclusive  rights 
to  14  of  the  original  L.  Frank 
Baum  Oz  Books.  A  kinescope  of 
the  first  audition  has  been  studied 
by  Mr.  Tillstrom  and  his  produc- 
tion staff  in  Chicago  since  it  was 
completed  more  than  a  month  ago. 

Mr.  Tillstrom  acts  as  artistic 
director,  but  will  not  perform.  He 
will  train  four  or  five  puppeteers 
for  the  series,  expected  to  be  aired 
on  the  network  in  an  afternoon 
time  slot. 

In  its  protective  policy,  ABC 
has  signed  Bob  Garred,  Hollywood 
newscaster,  to  a  seven-year  exclu- 
sive radio-video  contract.  With 
ABC  since  last  March  on  a  move 
over  from  CBS,  Mr.  Garred  is  the 


first  West  Coast  newscaster  to  be 
signed  to  such  a  deal. 

Negotiated  by  Frank  Samuels, 
ABC  Western  Division  vice  presi- 
dent, the  contract  calls  for  18  pro- 
grams per  week  on  a  Monday 
through  Saturday  basis,  with  re- 
lease to  45  Western  stations  of  the 
network.  First  52  weeks  is  non- 
cancellable,  with  a  26  week  option 
pickup  thereafter  for  the  seven 
years.  The  deal  involves  between 
$20,000  and  $40,000  yearly,  de- 
pending upon  the  number  of  spon- 
sors. Mr.  Garred  has  a  minimum 
guarantee  of  $20,000  per  year. 


PET  MILK  SIGNS 

'McGee  &  Molly'  on  NBC 

PET  MILK  Sales  Corp.,  St.  Louis, 
last  week  picked  up  sponsorship  of 
Fibber  McGee  &  Molly,  Tuesday, 
9:30-10  p.m.  on  NBC,  after  the  pro- 
gram was  dropped  by  its  long-time 
sponsor,  S.  C.  Johnson  &  Son. 

The  program,  now  in  summer 
hiatus,  will  return  to  NBC  next 
fall. 

Simultaneously  with  the  an- 
nouncement that  Pet  Milk  had 
bought  McGee  &  Molly,  it  became 
known  that  the  same  advertiser 
had  dropped  the  Bob  Crosby  Show 
on  NBC  Sunday,  10:30-11  p.m. 
Agency  for  Pet  Milk  is  Gardner 
Advertising,  St.  Louis. 

SUMMER  DRIVE  ' 

WCCO  Promotes  Resort  Area 

BEAMING  its  Friday  and  Satur- 
day night  local  shows  from  an 
amusement  park,  WCCO  Minneap- 
olis has  launched  the  audience  pro- 
motion phase  of  its  third  annual 
summer  sales  drive. 

Opening  shot  in  WCCO's  sum- 
mer audience  campaign  was  mov- 
ing origination  of  the  shows  to  the 
picnic  pavilion  at  Excelsior  Amuse- 
ment Park  on  the  shores  of  Lake 
Minnetonka.  General  Manager 
Gene  Wilkey  said  the  success  of 
WCCO's  1949  Saturday  Night 
Radio  Party  from  the  lakeshore  re- 
sulted in  an  additional  Friday 
night  block  of  three  half-hours  this 
year. 

Exploiting  its  location  in  the 
Minnesota  -  Wisconsin  resort  area, 
WCCO  has  negotiated  tie-ins  with 
200  resorts  in  the  area  for  display 
space.  In  return,  the  station  airs 
current  news  regarding  fishing, 
boating  facilities  and  other  infor- 
mation from  the  resorts  on  news 
and  sports  periods.  A  quarter-hour 
Sunday  morning  show.  Having 
Wonderful  Time,  is  devoted  en- 
tirely to  resort  information,  Mr. 
Wilkey  said. 
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RICHARDS'  POLITICS 

IdELVING  into  the  political  ex-     which  he  said  were  never 


political  ex- 
ipressions  of  G.  A.  (Dick)  Richards, 
IfCC  General  Counsel  Benedict  P. 
iCottone  charged  last  week  that 
!Mr.  Richards'  KMPC  Los  Angeles 
jattempted  to  deceive  the  Commis- 
;sion  in  a  report  on  political  broad- 
icasts. 

!  The  accusation,  made  Wednesday 
during  the  third  week  of  FCC's 
[hearings  on  charges  that  Mr. 
I  Richards  ordered  staff  members  to 
I  slant  news,  was  denied  by  counsel 
I  for  the  station. 

]    Mr.   Cottone  made   his  charge 
i  after   his   questioning   of  KMPC 
(Vice  President  and  General  Man- 
ager Robert  0.  Reynolds  indicated 
jthat  a  list  prepared  by  the  station 
:  omitted  38  campaign  talks  by  Gov. 
Thomas  E.  Dewey  and  then  Gov. 
'John  W.  Bricker  during  the  1944 
'  Presidential  campaign.  The  omis- 
sions were  indicated  by  a  com- 
parison   with    KMPC's  program 
logs. 

Mr.  Cottone  later  asserted  that 
122  political  broadcasts  were  made 
over  KMPC  by  Presidential  candi- 
dates or  in  their  behalf  during  the 
1944  campaign.  None  of  these, 
it  was  claimed,  was  in  the  station's 
list  of  political  broadcasts  for  that 
period. 

Joseph  W.  Burns,  associate 
counsel  for  Mr.  Richards,  denied 
Mr.  Cottone's  claim,  asserting  that 
all  three  of  Mr.  Richards'  stations 
—KMPC,  WGAR  Cleveland,  and 
WJR  Detroit  —  had  compiled  vo- 
luminous material  within  a  short 
time  upon  FCC's  request,  and  that 
inaccuracies  and  incompleteness 
were  likely  to  occur  in  such  a  "rush 
job." 

Commission  Counsel  Hit 

"Not  one  word  of  testimony  on 
the  specific  issue,  nor  a  single 
witness  on  the  subject,  has  been 
presented,"  Mr.  Burns  declared. 
He  claimed  "the  Commission  coun- 
sel is  seeking  to  make  a  case  as  he 
goes  along,  realizing  that  he  has 
not  made  one  to  date." 

He  accused  Mr.  Cottone  of  "dig- 
ging in  the  bottom  of  the  barrel" 
in  seeking  technical  errors  the 
stations  may  have  committed  in  the 
distant  past.  Mr.  Cottone,  he 
asserted,  has  not  read  into  evidence 
any  newscast  scripts  to  support 
charges  of  "slanting." 

The  list  of  political  broadcasts 
was  supposed  to  cover  all  carried 
by  KMPC  from  April  1944  to  April 
1948,  when  FCC  started  its  investi- 
gation. It  was  filed  with  the  Com- 
mission in  August  1948. 

Mr.  Reynolds  testified  it  was 
prepared  by  John  Baird,  now 
KMPC  program  director,  and  that 
he  himself  had  nothing  to  do  with 
it.  "I  can't  believe  Mr.  Baird  would 
omit  or  hold  back  anything  deliber- 
ately," Mr.  Reynolds  declared. 

Mr.  Cottone  also  introduced  a 
list  of  23  KMPC  broadcasts  be- 
tween Sept.  8  and  Nov.  7,  1944, 


which  he  said  were  never  billed  to 
their  political  sponsors. 

The  hearing  was  angrily  de- 
nounced by  Mr.  Burns  on  Thursday 
as  "a  grand  jury  investigation  be- 
ing held  under  the  guise  of  an 
FCC  hearing." 

He  charged  that  "the  Commis- 
sion counsel  has  finally  admitted 
that  he  .  .  .  is  so  anxious  to  get 
something  on  Mr.  Richards  that 
he  is  going  outside  the  field  of  FCC 
regulations." 

The  charge  came  while  Mr.  Cot- 
tone was  questioning  Mr.  Reynolds 
about  payments  to  Rupert  Hughes 
for  some  31  anti-New  Deal  broad- 
casts between  Sept.  1  and  Nov.  7, 
1944. 

KMPC's  contract  book  showed 
these  broadcasts  sponsored  by  Re- 
publicans of  Southern  California 
with  Mr.  Hughes  paid  $50  per  pro- 
gram. 

"Isn't  it  a  fact,"  Mr.  Cottone 
demanded,  "that  Rupert  Hughes 
was  paid  |150  a  broadcast  and  that 
the  difference  .  .  .  was  paid  by 
KMPC?" 

When  Mr.  Burns  objected  to  the 
question,  Mr.  Cottone  asserted 
"this  is  a  very  important  matter 
because  it  could  show  that  not  only 
were  regulations  of  the  Commission 
violated,  but  also  other  laws  of  the 
U.  S. — namely,  the  Corrupt  Prac- 
tices Act." 

It  was  at  that  point  that  Mr. 
Burns  charged  the  FCC  law  chief 
with  going  outside  FCC  regula- 
tions and  described  the  hearing  as 
a  "grand  jury  investigation." 
.  Mr.  Burns  also  denounced  Mr. 
Cottone  for  having  a  U.  S.  marshal 
attempt  to  subpena  Mr.  Richards 
for  some  personal  files  the  day  be- 
fore. He  said  he  had  told  Mr.  Cot- 
tone he  would  accept  service  of  the 
subpena  on  behalf  of  his  client  and 
that  sending  a  marshal  to  Mr. 
Richards'  home  was  "contemptible" 
and  part  of  a  "deliberate  attempt  to 
harass  Mr.  Richards." 

Mr.  Cottone  emphatically  denied 
the  claim. 

Dr.  Roy  E.  Thomas,  Mr.  Rich- 


Probed  by  Cottone 


ards'  physician,  was  to  appear  Fri- 
day for  further  testimony  on  the 
station  owner's  physical  condition. 
He  has  made  clear  he  will  oppose 
any  move  to  have  Mr.  Richards 
testify,  on  grounds  that  he  suffers 
from  a  heart  ailment  and  that  the 
strain  of  testifying  might  prove 
fatal. 

Meanwhile,  more  than  100  letters, 
notes  and  memoranda  which  pur- 
portedly passed  between  Mr.  Rich- 
ards and  station  executives — per- 
taining to  the  1944  political  cam- 
paign and  many  of  them  in  Mr. 
Richards'  handwriting — were  sub- 
mitted by  Mr.  Cottone. 

Examiner  James  D.  Cunning- 
ham ruled  that  unless  FCC  counsel 
prove  the  correspondence  written 
by  Mr.  Richards  were  instructions 
rather  than  expressions  of  his 
personal  beliefs,  then  all  testimony 
in  connection  with  them  would  be. 
stricken  from  the  record.  Mr. 
Reynolds  and  counsel  for  Mr. 
Richards  have  argued  persistently 
that  the  station  owner  gave  his 
views,  not  instructions. 

Oppose  Introduction  of  Material 

Mr.  Burns  and  Hugh  Fulton, 
chief  trial  counsel  for  Mr.  Richards, 
vigorously  opposed  introduction  of 
the  correspondence. 

"There  is  no  reference  to  actual 
broadcasts  by  KMPC  in  these  docu- 
ments," Mr.  Burns  protested.  "The 
only  ground  the  Commission  has 
for  presenting  them  is  that  it  ap- 
parently takes  the  position  that  the 
personal  beliefs  and  thoughts  of  a 
stockholder  in  a  radio  station  may 
be  inquired  into  every  three  years. 

"It  is  obvious,"  he  continued, 
"that,  inasmuch  as  the  Commission 
counsel  has  not  introduced  a  single 
one  of  the  7,000  news  scripts  from 
KMPC  which  have  been  turned 
over  to  them,  this  investigation 
has  no  other  purpose  than  to  attack 
Mr.  Richards  for  his  personal 
views." 

Mr.  Cottone  retorted  that  Mr. 
Richards'  letters  tend  to  show  in- 


THREE  new  vice  presidents  were  named  last  week  by  McCann-Erickson, 
New  York,  Marion  Harper  Jr.,  president  of  the  agency,  announced.  They  are 
(I  to  r)  Alfred  J.  Scalpone,  director  of  radio  and  television  programs,  who 
has  been  with  the  agency  since  July  1,  1948;  William  C.  Dekker,  director 
of  radio  and  television  service,  associated  with  the  firm  since  1943;  Frederick 
Anderson,  named  a  member  of  the  Advisory  Committee,  who  has  been  with 
the  organization  since  last  October. 


structions  regarding  operation  of 
the  three  stations. 

As  he  continued  to  present  cor- 
respondence, Mr.  Fulton  broke  in : 
"If  this  is  allowed  to  continue, 
anything  that  bears  Mr.  Richards' 
handwriting  can  be  spread  publicly 
by  this,  person  who  is  paid  by  the 
taxpayers  of  the  U.  S. — Mr. 
Cottone." 

It  was  after  this  exchange  that 
Examiner  Cunningham  made  his 
ruling  that  evidence  will  be  stricken 
unless  FCC  counsel  can  show  the 
correspondence  represented  instruc- 
tions. 

Although  many  of  the  letters  and 
telegrams  showed  partisanship  on 
the  part  of  Mr.  Richards,  there 
were  instances  in  which  he  re- 
minded his  executives  to  observe 
FCC's  rules. 

"I  want  to  urge  you  and  Fitz," 
said  one  message  to  John  Patt, 
vice  president  and  general  manager 
of  WGAR,  "to  do  everything  within 
the  FCC  rules  and  regulations  to 
help  inform  the  people  what's 
going  on  in  our  country  and  how 
close  we  are  to  regimentation." 
"Fitz"  was  a  reference  to  Leo 
Fitzpatrick,  then  vice  president 
and  general  manager  of  WJR,  to 
whom  many  of  the  messages  were 
addressed. 

In  another  letter  to  Mr.  Fitz- 
patrick was  a  suggestion  that  the 
1944  vice  presidential  candidates. 
Sen.  Harry  S.  Truman  and  Gov. 
Bricker,  be  put  on  the  same  pro- 
gram. There  was  this  note:  "Put 
Truman  on  first  and  then  let 
Bricker  cut  him  down." 

Quote  Letters 

After  expressing  outrage  at  war- 
time strikes,  Mr.  Richards  in  a 
letter  dated  Dec.  26,  1943,  voiced 
hope  that  WJR  was  "getting  out 
news  that  will  help  shame  the 
unions  to  go  back  and  stay  on  the 
job."  The  letter  said:  "Quote  the 
President  and  others  on  loss  of  life 
and  then  give  the  strike  news." 

Mr.  Fitzpatrick  suggested  in  a 
letter  to  Mr.  Richards  in  1944,  in 
regard  to  WJR's  Victory  F.O.B. 
program,  that  they  "have  some 
Democrats  on  the  program  to 
offset  any  criticism  that  might 
come  to  us  from  any  number  of 
sources." 

After  devoting  nearly  two  type- 
written pages  to  outlining  activities 
of  himself  and  WJR  in  behalf  of 
Republican  candidates,  Mr.  Fitz- 
patrick purportedly  wrote  the  sta- 
tion owner  on  Oct.  27,  1944 : 

The  Democrats  haven't  bothered  us 
any  too  much  about  time  (on  WJR) 
except  from  a  network  standpoint, 
although  they  are  asking-  for  spot  an- 
nouncements for  the  state  offices 
starting-  next  week.  Of  course,  we 
have  very  few  of  these  that  we  can 
offer  because  practically  all  of  our 
spot  announcement  periods  have  been 
taken. 

Followng  the  1944  national  elec- 
tions Mv.  Fitzpatrick  purportedly 
wrote  to  Mr.  Richards : 

While  the  disappointment  is  keen, 
it  is  gratifying  to  know  that  you  left 
no  stone  unturned  in  trying  to  ac- 
(Conti)uied  on  page  43) 
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'BUSINESS  KEY' 

KBA  Told  of  Radio  RoSe 

RADIO  is  one  of  the  "keys"  in  a 
program  to  revitalize  business,  and 
its  help  is  needed  if  radio,  public 
relations  and  business  itself  are  to 
be  prevented  from  falling  into 
inimical  hands,  according  to  K.  P. 
Vinsel,  executive  director  of  the 
Louisville  Chamber  of  Commerce. 

Speaking  June  23  at  the  conclud- 
ing day's  sessions  of  Kentucky 
Broadcasters  Assn.  in  Louisville 
[Broadcasting,  June  26] ,  Mr.  Vin- 
sel declared  that  businessmen  are 
depending  upon  radio  as  one  me- 
dium of  communication  to  get  in- 
dustry's story — the  story  of  busi- 
ness— before  the  public. 

He  pointed  out  that  "the  opposi- 
tion" is  using  radio  and  using  it 
well.  "They  are  getting  their  story 
across  to  the  public  by  using  known 
medium  of  communication  and  ra- 
dio is  playing  a  big  part  in  their 
program,"  he  said. 

Mr.  Vinsel  pointed  to  radio's  role 
in  the  program  of  Associated  In- 
dustries of  Kentucky  which  uses 
Bill  Slater's  Americans,  Sijeak  Up. 
This  15-minute  public  service  show 
is  prepared  by  America's  Future 
Inc.,  non-profit  organization  dedi- 
cated to  telling  the  story  of  busi- 
ness and  preserving  the  American 
way  of  life.  Implementing  this 
program,  Mr.  Vinsel  said,  is  a  15- 
minute  show  on  which  Kentucky 
businessmen  express  their  views. 


SET  SALE 


Predicted  by  McMann 

THE  BIGGEST  selling  season  in 
radio  and  television  history  lies 
ahead,  in  the  opinion  of  R.  H. 
McMann,  eastern  district  man- 
ager of  the  Westinghouse  Tele- 
vision-Radio Division. 

Speaking  to  a  meeting  of  New 
York  distributors,  Mr.  McMann 
said:  "The  industry  is  planning 
to  produce  in  the  neighborhood  of 
six  million  television  receivers  this 
year,  and  our  own  factory  is  plan- 
ning to  produce  twice  as  many  re- 
ceivers in  1950  as  we  produced  in 
1949."  The  increased  production 
"will  be  backed  up  with  the  great- 
est promotional  effort  ever  put 
behind  Westinghouse  radio  and 
television,"  he  said. 

No  Shorties  a\  KSTP 

IT'S  long  been  said  that  they 
"build  their  men  big"  in  Min- 
nesota. The  same  applies  to 
the  announcers  at  KSTP 
Minneapolis-St.  Paul  who  av- 
erage six  feet,  one  inch  in 
height  and  weigh  an  average 
of  190  pounds,  station  re- 
ports. Emcees  Don  Hawkins 
and  Jimmy  Valentine  bring 
down  the  "average,"  measur- 
ing just  short  of  six  feet. 
When  asked  how  they  feel 
about  it,  they  answered: 
"Who  wants  to  be  averas^e?" 
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DISCUSSION  group  during  the  KBA 
meet  brings  together  (I  to  r):  Robert 
Burton,  BMI;  Victor  A.  Sholis,  WHAS 
Louisville;  Harry  McTigue,  WINN 
Louisville;  Ken  D.  Given,  WLBJ  Bowl- 
ing Green;  J.  Porter  Smith,  WGRC 
Louisville,  president  of  KBA. 


THIS  group  at  the  KBA  sessions  includes  (I  to  r):  J.  E.  Willis,  WLAP  Lexing- 
ton; Nathan  Lord,  WAVE  Louisville;  Hugh  O.  Potter,  WOMI  Owensboro,  KBA 
secretary;  Thomas  A.  Ballantine,  president,  Louisville  Chamber  of  Commerce; 
K.  P.  Vinsel,  executive  director,  Louisville  Chamber  of  Commerce;  George 
W.    Norton   Jr.,   WAVE  Louisville. 


KFMA  DENIED 

FCC  Revokes  Andrews'  CP 

CONSTRUCTION  PERMIT  of 
KFMA  Davenport,  Iowa,  has  been 
revoked  by  FCC  on  grounds  that 
the  owner,  L.  W.  Andrews,  was 
implicated  in  transfer  of  control 
of  WXLT  Ely,  Minn.,  without  Com- 
mission approval  [BROADCASTING, 
May  29].  Mr.  Andrews  also  is  a 
radio  consultant  and  one-third 
owner  of  WTIM  Taylorville,  111. 

KFMA  was  given  until  July  14 
to  request  a  hearing  on  the  revo- 
cation order,  which  otherwise 
would  become  effective  July  21.  Mr. 
Andrews  is  sole  owner  of  KFMA 
and  president,  secretary  and 
treasurer  of  L.  W.  Andrews  Inc., 
permittee  of  station.  KFMA  is 
assigned  250  w  daytime  on  1580 
kc.  Commission  has  requested  rev- 
ocation of  WXLT's  license  but 
WXLT  has  asked  for  a  hearing. 

WXLT,  licensed  to  Ely  Broad- 
casting Co.  and  assigned  250  w 
fulltime  on  1450  kc,  has  pending 
an  application  to  transfer  control 
from  Charles  W.  Ingersoll  to  Lynn 
C.  Thompson,  Cornelius  Thomp- 
son, Harold  Henry,  Cyrille  Fortier, 
Mirth  Lutnes,  Nellie  Ingersoll,  Mr. 
Andrews  (latter  would  own  16%). 


'GOLDEN'  ERA 

Film  Recalls  Radio  Role 

RADIO'S  emergence  from  the 
"wireless"  over  20  years  ago 
to  a  full-fledged  competitor  for 
America's  leisure  is  being  recalled 
on  movie  screens  in  a  full-length 
documentary,  "The  Golden  Twen- 
ties," portraying  the  zanier  aspects 
of  what  had  been  described  as  "the 
era  of  wonderful  nonsense."  The 
picture,  produced  for  "March  of 
Time"  by  Richard  De  Rochemont 
(TV's  Crusade  in  Europe,  other 
films),  is  a  pictorial  cavalcade  of 
personalities  who  made  history  in 
the  decade  following  World  War  I. 

Radio's  role  is  touched  upon  in  a 
scene  showing  a  band,  presumably 
playing  in  the  studios  of  "Radio 
WLS,"  and  a  commentary  that  the 
industry  introduced  dance  orches- 
tras to  listeners  on  a  wholesale 
scale. 

Describing  scenes  of  the  decade 
on  the  sound  tracks  are  such  radio 
commentators  as  Elmer  Davis  (for 
political  events).  Red  Barber 
(sports),  Robert  Q.  Lewis  (enter- 
tainment) and  Frederick  Lewis 
Allen.  Al  Jolson,  Grace  Moore,  and 
other  radio-movie  figures  appear. 


INDEPENDENTS 

Form  St.  Louis  Network 

FORMATION  of  Greater  St.  Louis 
Broadcasting  System  Inc.,  a  net- 
work comprising  four  independent 
metropolitan  stations,  has  been 
announced  by  William  E.  Ware, 
president  of  KSTL  St.  Louis  and 
newly-elected  network  head. 

"The  network  has  been  estab- 
lished to  afford  advertisers  the 
opportunity  to  blanket  this  metro- 
politan area  at  a  savings,"  Mr. 
Ware  said.  "Instead  of  picking 
away  at  the  St.  Louis  market  with 
programs  at  different  hours,  ad- 
vertisers now  can  cover  the  area 
completely  at  the  desired  time. 
Time  can  be  bought  at  the  same 
period  across  the  board  or  can  be 
staggered  any  way  the  advertiser 
chooses  during  the  day  on  all  sta- 
tions." 

Four  member  stations  are 
WTMV  KSTL  KXLW  WEW— one 
250  w  (WTMV)  and  three  1  kw 
outlets.  Network's  rate  card  may 
be  obtained  from  Mr.  Ware  at 
KSTL  or  from  general  managers 
of  other  stations  of  the  network. 
Information  contacts  are  Mr.  Ware 
and  Frank  Prendergast,  WTMV 
East  St.  Louis,  111. 


y^ADDELL  NAMED 

O'Brien  &  Dorrance  V.P 

EUGENE  WADDELL,  for  the 
past  20  years  active  in  package 
product  advertising  and  associated 
with  a  number  of  agencies,  has 
been  appointed  vice  president  of 
O'Brien  &  Dorrance,  it  was  an- 
nounced last  Monday  by  Richard 
Dorrance,  agency  president.  He 
also  becomes  a  director  and  part 
owner  of  the  agency. 

Mr.  Waddell  recently  has  served 
as  consultant  to  The  Dolcin  Corp. 
and  J.  D.  Tarcher  Inc.  Previously 
he  was  copy  chief  and  plans  writer 
for  Dancer-Fitzgerald-Sample,  The 
Joseph  Katz  Co.,  Federal  Adver- 
tising Agency,  Abbott  Kimball  Co. 
and  Geyer,  Cornell  &  Newell.  Ap- 
pointment was  described  as  an- 
other step  in  expansion  of  the 
agency,  which  started  four  years 
ago  as  a  sales  promotion  service. 


POWDERLY  NAMED 

To  NRDGA  Sales  Promotion 

ROBERT  J.  POWDERLY,  sales 
promotion  director  of  Kresge- 
Newark,  Newark,  N.  J.,  depart- 
ment store,  has  been  elected  chair- 
man of  the  sales  promotion  division 
of  the  National  Retail  Dry  Goods 
Assn.  This  position  automatically 
places  him  on  NRDGA's  board  of 
directors. 

Willard  H.  Campbell,  vice  presi- 
dent of  Schuneman's  Inc.,  St. 
Paul,  Minn.,  former  board  chair- 
man and  active  in  the  management 
of  NRDGA's  sales  promotion  divi- 
sion, has  been  elected  chairman 
of  the  sales  promotion  division's 
executive  committee.  Howard  P. 
Abrahams,  manager  of  the  sales 
promotion  division,  continues  in 
this  post. 
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JJEWSPAPERS   must   prepare  to 
meet    radio's    new    challenge — 
Broadcast    Advertising    Bureau — 
and  strike  while   BAB   is  in  the 
organization  stage  and  not  condi- 
tioned to  shock,  according  to  the 
I  memorandum  of  a  newspaper  rep- 
resentative to  a  group  of  publishers 
I  who    also    have    radio  interests. 
I     BAB's  strip  film  and  motion  pic- 
i  ture  "are  the  first  guns  of  Fort 
!  Sumter  and  it  means  war,"  accord- 
;  ing  to  the  memo.    In  the  motion 
picture,  "Lightning   That  Talks," 
1  radio  is  described  as  "playing  for 
big  stakes.  It  won't  be  junked,  it 
I  can't  be  brushed  off,  and  is  certain 
I  to  impress  the  uninitiated  and  the 
I  inexperienced,  if  not  the  veteran." 
i     Despite  all  its  success,  radio  is 
vulnerable   at  many   points,  with 
programs  its  strength  as  well  as 
i  its  gi-eatest  weakness,  the  memo 
:  states.    This  weakness  is  said  to 
lie  in  the  inability  of  local  or  re- 
gional   advertisers    to    meet  the 
standards  of  broadcasts  by  general 
advertisers. 

"If,  in  the  beginning,  this  factor 
in  the  radio  equation  is  emphasized, 
it  will  prove  to  be  your  best  argu- 
ment," the  memo  continues.  "If 
you  will  keep  uppermost  in  the 
minds  of  advertisers  two  things 
about  radio,  i.  e.,  programs  and 
the  element  of  risk,  you  will  ruin 
radio's  newest  sales  storj%  'Light- 
ning That  Talks'." 

Draws  Concern 

Radio's  drive  for  retail  advertis- 
ing draws  an  expression  of  concern 
from  the  newspaper  representative, 
who  contends  broadcasters  will  find 
themselves  "in  desperate  straits" 
without  new  income  from  this 
source. 

"Every  radio  station  with  a  net- 
work affiliation  has  had  income, 
and  marvelous  programs,  from  big 
business  —  the  national  manufac- 
turer," according  to  the  memo. 
"Such  programs  built  radio  to  its 
present  popularity.  These  excel- 
lent programs  gathered  large  au- 
diences and  provided  radio  stations 
with  salable  'spot  time'  between 
programs,  from  which  they  derived 
considerable  revenue. 

"As  large  general  advertisers 
begin  to  cancel  network  radio,  and 
turn  to  TV,  the  local  stations  begin 
to  lose  the  one  thing  that  has  kept 
them  in  business — expensive,  popu- 
lar, and  audience-building  pro- 
grams. Also,  they  lose  income 
from  spot  time  sales.  So  they  now 
turn  to  local  business,  with  an  all- 
out  drive  that  is  sink-or-swim.  One 
thing  is  dead  certain.  No  advertiser 
can  benefit  from  radio  without  an 
audience-building  program.  Such 
things  cost  money  and,  more  im- 
portant, require  talent,  experience, 
and  ability  to  design  them.  The 
element  of  risk  is  great  for  the  re- 
tail advertiser  who  turns  to  local 
radio." 

Only  news  programs  remain  con- 
stant in  public  choice  and  continue 


to  have  top  rating,  the  memo  con- 
tinues, adding  that  the  newspaper, 
unlike  radio  "with  its  good,  bad,  or 
indiff'erent  programs,"  is  all  top- 
rating  material. 

Newspapers  are  reminded  that 
"the  all-important  factor"  in  radio 
advertising  is  the  program.  "When 
advertisers  use  newspapers,"  it  is 
declared,  "they  compete,  ad  for  ad. 
When  they  use  radio,  they  compete 
program  for  program." 

Cite  Ad  Competition 

Declaring  radio  "is  no  more  an 
advertising  medium  than  a  roll  of 
newspapers,"  the  memo  asserts  the 
advertiser  buying  radio  is  buying  a 
program,  which  determines  the  ex- 
tent of  his  audience.  The  buyer  of 
radio  is  described  as  competing 
four  ways — with  programs  broad- 
cast at  the  same  time,  with  pro- 
grams used  by  competitors,  with 
commercials  used  by  competitors 
and  with  all  commercials.  The 
newspaper  buyer,  on  the  other 
hand,  is  described  as  competing 
only  two  ways — with  advertise- 
ments of  his  competitors  and  with 
all  advertisements. 

Expensive  programming  doesn't 
assure  a  large  audience,  says  the 
memo,  since  time  and  money  spent 
in  search  of  an  audience-building 
program  "is  not  an  investment  in 
'advertising'  or  'goodwill'  but  a 
long  and  costly  experiment.  And 
there  is  always  the  danger  a  good 
program  may  find  itself  opposite 
a  better  program.  An  advertise- 
ment in  a  newspaper,  even  if  not 
immediately  profitable,  is  never  a 
total  loss.  Circulation  is  too  big, 
too  diversified,  too  constant." 

In  an  attempt  to  show  the  "risk" 
in  buying  radio  advertising,  the 
memo  cites  this  hypothetical  situa- 
tion: 

Suppose    a    newspaper  advertising 


solicitor  said  to  a  retail  advertiser, 
''You  may  expect  to  get,  but  we  ■will 
not  guarantee,  3%  of  our  total  circu- 
lation for  the  first  three  months  of 
your  advertising  schedule.  The  next 
three  months  we  estimate  a  6%  share 
of  our  circulation. 

"During-  the  following  three  months 
the  percentage  may  increase  to  109c 
but  from  there  on  the  best  you  can 
hope  for  is  359!; — the  maximum  any- 
one ever  gets.  The  rate  you  pay  will 
be  our  card  rate  for  the  linage  used. 
You  will  have  no  cause  for  complaint 
if  other  advertisers,  including  your 
competitors,  receive  a  higher  percent- 
age of  our  total  circulation  than  you. 
If  you  think  this  is  unfair,  let  me 
assure  you  that  it  is  something  wholly 
beyond  our  control." 

Rather  fantastic,  isn't  it?  Yet  it 
illustrates  the  elements  of  risk  when 
radio  is  used  for  advertising  purposes 
as  opposed  to  the  use  of  newspapers. 

Concede  Radio's  Audience 

Radio  has  a  large  audience,  the 
memo  agrees,  adding  it  "doesn't 
admit  the  audience  belongs,  ex- 
clusively, to  a  particular  sponsor. 
No  advertiser  knows  the  size  of  the 
audience  for  his  program  until  he 
has  spent  his  money.  Top-rated 
programs  and  advertising  influence 
are  not  relative.  Programs  having 
the  best  ratings  continually  shift 
from  one  sponsor  to  another.  The 
reason  is  obvious.  Program  popu- 
larity constantly  changes." 

Publishers    are   reminded  radio 


programs  "must  be  aggi-essively 
advertised  in  local  newspapers  to 
gain  listeners."  The  radio  time- 
tables, published  "as  a  reader  ser%'- 
ice,"  are  described  as  "indispens- 
able to  radio  and,  because  of  reader 
demand,  an  obligation  of  the  news- 
paper to  print.  Further  evidence 
of  the  wide  diversity  of  taste  in 
the  selection  of  radio  programs." 

Explaining  that  Maurice  B. 
Mitchell,  BAB  director,  was 
schooled  in  advertising  on  news- 
papers, the  memo  concludes,  "We 
h?ve  new  competition  that  calls  for 
action." 


Chateau  Names  Rex 

CHATEAU  WINES  Corp.,  Royal 
Oak,  Mich.,  has  named  Rex  Adver- 
tising Co.,  Detroit,  as  its  agency. 
Chateau  also  announced  purchase 
of  the  Barry  Wood  Shoiv,  Frederic 
W.  Ziv  radio  production,  to  be  used 
in  six  Michigan  markets  three 
times  weekly  to  merchandise  the 
firm's  Molly  Pitcher  wine.  Televi- 
sion, billboards,  direct  mail  and 
point-of-sale  are  contemplated,  ac- 
cording to  William  L.  Rutledge, 
Chateau  president. 


Names  Richards  Agency 

REDI-SERVE  Inc.,  Chicago,  ice 
cream  manufacturer  has  appointed 
Fletcher  D.  Richards,  New  York, 
as  its  advertising  agency. 


NARBA  PLANS ;r;y7^^" 

A  MEETING  of  government  and  industry  representatives  to  lay  plans 
for  the  forthcoming  resumption  of  the  NARBA  conference  was  called 
for  July  7  last  week  by  the  FCC  in  cooperation  with  the  State  Dept. 
The  meeting,  FCC  said,  "will  review  the  developments  to  date  in  the 

negotiations   for   a   Third   North  ★  

American  Regional  Broadcasting 
Agreement  and  consider  further 
preparations  for  the  second  session 


BBDO's  20th  annual  golf  and  tennis  tournament  held  last  Monday  for 
all  male  employes,  brought  together  this  foursome.  L  to  r:  J.  Davis  Danforth, 
executive  vice  president  in  charge  of  account  service  and  winner  of  the 
golf  tournament;  Alex  Osborn,  vice  chairman  of  the  board;  Bruce  Barton, 
board   chairman,  and   Leon   Hansen,  vice   president  and   manager  of  the 

Pittsburgh  office. 


of  the  Conference,  which  is  sched- 
uled to  resume  in  Washington  on 
Sept.  6"  [Broadcasting,  May  15]. 

The  announcement  invited  the 
participation  of  "any  licensee  or 
other  person  associated  with  or  in- 
terested in  standard  band  broad- 
casting and  its  international  regu- 
lation." 

FCC  Comr.  Rosel  H.  Hyde,  head 
of  the  U.  S.  NARBA  delegation, 
has  repeatedly  emphasized  his  de- 
sire to  get  constructive  suggestions 
from  all  broadcasters  who  have  any 
to  offer. 

Outcome  of  the  full  NARBA  ne- 
gotiations will  hinge  to  a  great 
extent  upon  the  success  or  failure 
of  efforts  to  attain  U.S. -Cuban 
accord  on  channel  rights  for  those 
two  nations. 

Two  previous  attempts  to  reach 
an  agreement  with  Cuba  have  failed 
— one  at  the  NARBA  sessions  in 
Montreal  last  fall  and  winter,  and 
the  second  in  bilateral  discussions 
in  Havana  early  this  year. 

The  preparatory  meeting  will  be 
held  in  the  State  Dept.  Conference 
Room  at  1778  Pennsylvania  Ave., 
NW,  Washington,  starting  at  10 
a.m.  July  7.  The  last  NARBA  ex- 
pired in  March  1949. 
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LICENSE  LEVIES  Va.  solves  Tax  Problem 


By  BEVERLEY  H. 
RANDOLPH  JR. 

OF   THE   RICHMOND  BAK 

THE  General  Assembly  of  Vir- 
ginia, at  its  1950  session,  enacted 
legislation  prohibiting  all  local 
governments  —  county,  city  and 
town — from  imposing  a  license  or 
privilege  tax  upon  the  business  of 
radio-television  broadcasting.  The 
establishment  of  this  eminently 
sound  state-wide  policy  was  in  en- 
tire accord  with  a  tradition  going- 
back  to  Thomas  Jefferson  and  his 
insistence  that  Freedom  of  the 
Press  be  given  positive  Consitu- 
tional  protection. 

In  Virginia,  as  perhaps  else- 
where, a  trend  towards  local  license 
levies  was  discernible  and  an  in- 
creasing number  of  such  taxes  were 
being  locally  imposed  by  tax  hun- 
gry localities.  The  problem,  having 
presented  itself,  required  a  solu- 
tion. 

Ordinances  Illegal 

An  investigation  of  the  legal 
precedents  convinced  us  that  all  of 
the  ordinances  which  had  been  en- 
acted in  Virginia,  were  unconsti- 
tutional under  the  widely  known 
Fisher-Blend  decision.* 

However,  to  test  each  ordinance 
would  have  required  expensive  and 
extensive  litigation.  Furthermore, 
it  was  considered  possible  that  an 
ordinance  might  be  written,  which 
would  run  the  gamut  of  the  Con- 
stitution of  the  United  States.  The 
curious  result  reached  in  the 
Arkansas  case**  later  confirmed 
this. 

After  weighing  the  pros  and 
cons,  it  was  decided  that  the  one 
sure  and  final  solution  of  the  prob- 
lem would  be  the  establishment  of 
a  state  policy,  applicable  to  local 
governments. 

We  were  sustained  in  this  de- 
cision by  two  factors: 

(a)  The  General  Assembly  of 
Virginia  has  a  long  history  of  ad- 
hering to  the  fundamental  concepts 
of  democratic  government  in  gen- 
eral, of  which  Freedom  of  Ex- 
pression is  one;  and 

(b)  That  this  same  legislative 
body,  in  1919,  imposed  a  prohibition 
upon  local  governments,  regarding 
the  imposition  of  a  privilege  tax 
upon  the  business  of  publishing  a 


*  297  U.  S.  650.  Fisher's  Blend  Station 
V.  The  Tax  Commission  of  Washing- 
ton [BROADCASTING,  April  15, 
1936].  This  decision  held  broadcast- 
ing to  be  an  instrumentality  of  inter- 
state commerce  and  not  subject  to 
taxation  by  states.  The  Supreme 
Court's  decision  was  unanimous,  and 
the  case  has  been  cited  in  countless 
instances  where  broadcasting's  inter- 
state status  has  been  involved. 

**  94  Law  ed.  67,  'Vinsonhaler  v.  Beard, 
certiorari  denied  IBROADCASTING, 
Nov.  14.  1949];  94  Law  ed.  149.  re- 
hearing denied  [BROADCASTING, 
Dec.  12,  1949],  The  lower  court  had 
held  the  City  of  Little  Rock  had  il- 
legally taxed  broadcast  stations  for 
the  generation  of  electromagnetic 
energy  and  had  illegally  imposed  li- 
cense fees  on  station  salesmen.  The 
Arkansas  Supreme  Court  evesed  this 
ruling.  On  appeal  by  the  Little  Rock 
stations,  the  U.  S.  Supreme  Court  de- 
nied certioriari.  and  then  refused  re- 
hearing. 
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newspaper. 

With  this  background,  a  bill  was 
prepared  for  the  presentation  to 
the  Legislature,  which  would  give 
effect  to  the  ends  sought  to  be  ac- 
complished. A  detailed  account  of 
the  procedures  in  presenting  the 
legislation  would  serve  no  useful 
purpose.  The  reactions  to  the  pro- 
posed legislation  might  be,  how- 
ever, of  general  interest. 

In  the  House  of  Delegates,  which 
is  composed  of  men  of  all  shades 
of  political  leaning  and  philosophy, 
there  was  no  opposition  to  the  legis- 
lation in  committee  and  only  two 
votes  against  the  bill  on  the  floor 
of  a  House,  containing  100  mem- 
bers. Conservatives,  liberals  and 
what-nots  supported  the  bill. 

In  the  Senate,  opposition  de- 
veloped actively  from  one  locality, 
which  had  imposed  a  license  tax 
on  the  radio  station  there,  and  for- 
mal opposition  was  expressed  by 
counsel  for  the  League  of  Mu- 
nicipalities. One  Senator  sought  to 
draw  an  analogy'  between  moving 
picture  houses  and  television  sta- 
tions and  did  so  with  considerable 
emphasis  in  committee  and  on  the 
floor  of  the  Senate. 

Despite  the   opposition,  a  30-5 


majority  of  the  Senate  felt  that 
radio  and  television  broadcasting 
stations  should  be  free  to  choose 
their  own  programs,  their  own 
news  and  their  own  commentators, 
that  is,  free  from  local  regulation 
or  pressures,  as  a  matter  of  sound 
state  policy. 

Tax  Power  Removed 

The  power  to  tax,  on  any  gov- 
ernmental level,  is  not  only  the 
"power  to  destroy,"  but  is  likewise 
the  power  to  control.  The  State  of 
Virginia  said,  in  effect,  that  this 
temptation  to  control,  by  taxation, 
a  quasi-public  industry,  such  as 
radio  and  television,  should  not  be 
allowed  to  dangle  before  the  eyes 
of  local  governments. 

It  is  our  thought  that,  if  prop- 
erly presented,  the  same  view 
would  be  taken  by  the  legislative 
bodies  of  other  states,  which  may 
not  have  considered  the  problem. 

While  the  solution  reached  is  one 
helpful  to  the  industry,  it  is  equally 
helpful  to  those  who  believe  that  in 
the  Freedom  of  the  Press  and  in 
the  Freedom  of  Expression  we  have 
two  of  the  strongest  weapons  with 
which  to  combat  the  false  dogmas 
of  totalitarian  thought. 

It  is  to  be  hoped  that  the  posi- 


AN  INCLINATION  to  levy  license 
taxes  on  radio  and  TV  broadcasting 
stations  in  some  states  has  become 
not  only  a  "discernible  trend"  but 
also  has  posed  a  matter  of  serious 
concern  to  broadcast  industry  au- 
thorities. Where  does  protection  for 
freedom  of  the  press  and  air  end  and 
encroachment  of  local  authority  be- 
gin.' The  Virginia  legislature,  meet- 
ing the  problem  head-on,  solved  the 
problem  by  formulating  "sound  state 
policy."  This  action  is  described  in 
the  accompanying  article,  written  by 
Beverly  H.  Randolph  Jr.,  at  the  re- 
quest of  Bro.adcasting.  Mr.  Randolph 
is  a  member  of  the  Richmond  law 
firm  of  Peyton,  Beverley,  Scott  & 
Randolph,  Esqs.,  and  general  counsel 
for  the  Virginia  Assn.  of  Broadcastas's 
Inc.  He  actively  participated  in  form- 
ulating and  effectuating  the  VAB 
program.  Steps  taken  to  defeat  tax- 
hungry  proposals  in  Virginia  should 
be  of  interest  to  all  in  radio. 


tion  taken  by  the  General  As- 
sembly of  Virginia  may  be  well 
emulated  by  other  states  seeking 
to  solve  the  same  problem. 


HERMAN  BESS 

WPAT  Sales  V.  P.  Dies 

HERMAN  BESS,  53,  vice  president 
in  charge  of  sales  of  WPAT  Pater- 
son,  N.  J.,  and  veteran  radio  exec- 
 utive,  was  found 


dead  June  29  in 
the  basement  of 
his  Newark,  N.  J., 
home.  Newark  po- 
lice reported  four 
jets  of  a  gas 
stove  were  open. 

Mr.  Bess  joined 
WPAT  last  Sep- 


Mr.  Bess  been  active  in 
New  York  radio 
for  a  quarter  of  a  century. 

He  entered  radio  as  a  salesman 
for  the  old  WODA  Paterson,  N.  J., 
and  subsequently  served  with  the 
old  WAAM  Newark,  from  which  he 
resigned  to  form  the  New  York  ad- 
vertising agency  of  Bess  &  Schillin. 
Later  he  became  vice  president  in 
charge  of  sales  for  WNEW  New 
York,  and  then  joined  WMCA  New 
York  as  director  of  sales. 

His  next  association  was  with 
WLIB  New  York  where  he  was 
general  manager  until  he  left  in 
September  1949  to  go  to  WPAT 
as  vice  president  in  charge  of  sales. 

Mr.  Bess  is  survived  by  his 
widow,  Mollie  G.  Bess,  and  three 
sons,  Jerome,  James  and  Lawrence. 


P!att-Forbes  Named 

ROCKWOOD  &  Co.,  Brooklyn, 
chocolate  and  cocoa  manufacturer, 
names  Platt-Forbes  Inc.,  New 
York,  to  direct  its  advertising 
effective  Aug.  1. 


FOREIGN-LANGUAGE 


FCC  Okays 
Shows 


THE  USE  of  foreign-language  programs  in  areas  where  a  need  for  them 
is  demonstrated  was  given  FCC's  blessing  last  week  in  a  decision  over- 
ruling a  hearing  examiner's  general  condemnation  of  such  programs. 

Handing  down  its  final  decision  in  the  Boston  950  kc  case — the  case  to 
select  the  successor  to  WORL  Bos-  *  


ton — the  Commission  made  clear 
that  its  decision  against  a  foreign- 
language  proponent  "flows  from 
the  failure  of  the  record  to  estab- 
lish a  need  in  the  area  for  addi- 
tional foreign-language  programs." 

"Upon  a  different  record,  and 
with  an  adequate  showing  of 
need,"  the  decision  said,  "a  pro- 
gram proposal  embodying  foreign- 
language  programs  may  well  be 
favorably  considered  in  compara- 
tive proceedings  such  as  this." 

Examiner  Hugh  B.  Hutchison 
had  held  in  his  initial  decision  in 
the  case  that  foreign-language  pro- 
grams, proposed  by  Applicant 
Joseph  Solimene,  might  "in  gen- 
eral" tend  to  "destroy  all  incentive 
to  learn  English"  and  in  other 
way  to  solidify  rather  than  dis- 
perse racial  or  national  "separat- 
ism." 

The  Commission's  decision 
granted  the  application  of  Pilgrim 
Broadcasting  Co.,  owned  by  22 
Boston  area  business  and  profes- 
sional men,  and  denied  competing 
bids  of  Mr.  Solimene;  Beacon 
Broadcasting  Co.;  Boston  Radio 
Co.;  Continental  Television  Corp., 
and  Bunker  Hill  Broadcasting  Co. 
The  grant  to  Beacon  is  for  5  kw 
daytime  on  950  kc,  the  frequency 
used  by  WORL  before  it  was  denied 
license  renewal  on  grounds  of  con- 


cealment of  ownership  [Broadcast- 
ing, May  30,  1949]. 

The  Commission  displayed  dif- 
ficulty in  choosing  between  Pil- 
gram,  Mr.  Solimene,  and  Beacon, 
but  finally  elected  the  former  on 
grounds  that  its  owners  possess 
"greater  familiarity  with  local 
needs  and  conditions." 

Examiner  Hutchison,  like  the 
Commission,  preferred  Pilgrim  over 
all  others.  But  his  blast  at  foreign- 
language  programming  in  reference 
to  Mr.  Solimene's  application 
aroused  the  opposition  not  only  of 
Mr.  Solimene  but  also  of  the  FCC 
General  Counsel  and  of  WHOM 
Jersey  City,  a  foreign-language 
outlet  which  was  not  otherwise 
connected  with  the  case. 

Chief  stockholders  of  Pilgrim, 
with  10  each,  are  Boston  Attor- 
neys Frederick  W.  Roche  and  Rich- 
ard Maguire.  Others  (4%  each)  are 
Arthur  E.  Haley,  WBMS  Boston 
time  salesman,  who  would  manage 
the  new  station,  and  the  following: 

Joseph  A.  Dunn,  president;  Sidney 
Dunn  Jr.,  H.  John  Adzigian,  Jonathan 
G.  Butler,  Edward  M.  Gallagher  Jr., 
John  J.  McDonald,  John  V.  Callahan, 
Anthony  A.  Centracchio,  Jeremiah  D. 
Crowley,  Chester  A.  Dolan  Jr.,  George 
R.  Finn,  G.  Lynde  Gately,  John  L. 
Grady,  John  F.  Kennedy,  William  J. 
McDonald,  Joseph  A.  McGivern,  John 
B.  Murdock,  Robert  W.  Reardon,  and 
Thomas  L.  Regan. 
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^'Whcit  I  need  is  a  long  vacation" 


YOU  don't  need  a  change  of  scenery,  pal — what 
you  need  is  a  change  of  strategy! 

The  switch  that's  going  to  give  you  results  is  to  WITH! 

In  Baltimore,  your  best  bet  is  WITH — the  station 
that  gives  you  a  whole  lot  of  radio  for  just  a  little  money. 

) 

That  delivers  more  listeners-per-doUar  than  any 
other  station  in  town. 

iWant  the  complete  story?   Then  call  in  your 
Headley-Reed  man  today. 


WITH 


BALTIMORE,  MARYLAND 
TOM  TINSLEY,  President  •  Represented  by  HEADLEY-REED 
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KOB  DISC  SHOW 

Dick  Bills  Program  Rated  Early  Success 


FOR  a  period  of  less  than  six 
weeks — since  May  15 — KOB  Albu- 
querque, N.  M.,  has  been  present- 
ing its  new  Western  disc  jockey 
Dick  Bills  Show,  and  the  results 
thus  far  have  been  exceptional, 
according  to  Manager  Phil  Hoff- 
man. 

Star  of  the  show,  Dick  Bills, 
has  been  in  the  show,  movie,  radio 
and  television  business  for  11 
years  and  for  the  past  several 
years  has  been  heard  on  KOB  with 
his  Western  entertaining  unit. 

Indicative  of  the  show's  pull,  in 
spite  of  its  newness,  stated  Mr. 
Hoffman,  is  a  local  department 
store's  sponsorship  of  one  full  hour 
each  week,  a  theatre  chain's  two 
half-hours,  an  automobile  dealer's 
two  quarter-hours  and  a  boot  and 


saddle  manufacturer's  two  quar- 
ter-hours. Additional  time  is  sold 
for  minute  announcements. 

Heard  10:30-11:30  a.m.  each 
weekday  morning,  the  Dick  Bills 
Show  also  has  come  in  for  several 
promotion  breaks.  During  the  first 
two  weeks  of  his  program  the 
KOB  personality  conducted  a  con- 
test to  find  two  winners  for  a  trip 
to  Hollywood  to  appear  on  the 
Walter  O'Keefe  Double  or  Nothiytg 
program  for  Campbell  Soups.  The 
playback  of  the  Coast  show,  re- 
corded on  June  10,  was  broadcast 
June  14  on  the  entire  NBC  net- 
work. 

In  addition,  Mr.  Hoffman  said, 
KOB  set  an  arrangement  whereby 
Mr.  Bills  appeared  as  a  guest  d'sc 
jockey  in  New  York  July  19  on 


In  behalf  of  the  Albuquerque  Re- 
tail Merchants  Bureau,  Mr.  Bills 
(I)  presents  an  Indian  head-dress 
to  Mr.  O'Keefe  on  the  latter's 
Double  or  Nothing  show. 


CES'  ABC's  rf  Music  program  with 
Fobert  Q.  Lewis  for  Chesterfield 
cigarettes. 

On  the  opening  broadcast,  Eddy 


Arnold,  recording  artist  and  star 
of  the  Checkerboard  Jamboree,  t 
made  a  personal  appearance  and 
32  other  Western  name  stars  sent 
transcribed  and  Western  Union 
messages — all  used  on  the  show. 

Other  factors  contributing  to  the 
program's  success,  Mr.  Hoffman 
points  out,  included  specially  built 
promotion  announcements  broad- 
cast on  KOB-AM-TV  and  use  of 
considerable  space  in  Albuquerque 
newspapers. 


FM  SATELLITES 

RRN  Get-s  Experiment-al  Grant 

POSSIBILITY  FCC  may  consider 
authorizing  remote  control  satel- 
lite operation  of  FM  stations  on  a 
regular  basis  was  seen  last  week 
in  its  experimental  grant  to  Rural 
Radio  Network  for  such  operation. 

The  Commission  granted  on  a 
test  basis  to  Dec.  1  the  RRN  re- 
quest to  operate  WVBT  (FM) 
Bristol  Center,  N.  Y.,  by  remote 
control  from  WVCN  (FM)  De- 
Ruyter,  N.  Y.,  with  a  licensed  op- 
erator in  attendance  only  at 
WVCN.  The  proposed  system 
would  employ  subcarriers  in  the 
20-25  kc  range,  one  at  WVCN  for 
controlling  WVBT  and  the  other 
at  WVBT  to  transmit  monitoring 
information  to  the  control  point. 
RRN  must  first  prove  operation  of 
WVBT  is  satisfactory,  FCC  said.  - 

The  Commission  waived  its  rules 
requiring  a  licensed  operator  at 
the  "satellite"  WVBT  and  de- 
clared the  WVCN  operator  would 
be  responsible  for  maintaining  the 
station  log  and  other  duties.  FCC 
said  the  waiver  did  not  excuse 
either  station  "from  full  compli- 
ance with  the  equipment  perform- 
ance requirements"  of  the  Com- 
mission's rules  and  engineering 
standards. 

Station  Facilities 

WVBT  is  a  Class  B  outlet  on 
Channel  270  (101.9  mc)  with  ERP 
of  1.3  kw.  WVCN  is  Class  B  on 
Channel  286  (105.1  mc)  with  1.3 
kw. 

RRN  was  directed  to  report  on  i 
the  test  operation  by  Nov.  1  in  I 
view  of  the  inaccessibility  of  the 
WVBT  transmitter  during  the 
winter  and  spring.  FCC  said  that 
"while  the  WVBT  transmitter  may 
be  rendered  inoperative  by  remote 
control  in  case  of  control  circuit 
or  equipment  failures,  a  question 
exists  as  to  how  and  in  what  length 
of  time  minor  or  major  repairs  can 
be  made." 

On  the  basis  of  the  report,  FCC 
said,  it  would  decide  whether  or 
not  to  allow  continuance  of  the  re- 
mote   operation    beyond    Dec.  1. 
"Should  the  experimental  opera- 
tion prove  to  be  satisfactory,"  FCC  ■  ^ 
said,  "a  petition  for  a  rule-making  ? 
proceeding  to  amend  the  Commis-  i  1 
sion's   Rules   and   Regulations   to  ' 
provide    for    remotely    controlled  ^ 
operations    on    a    regular    basis  > 
would  be  entertained."  '| 

Telecasting  \  \ 


There's  Far  Too  Much  Talk 
about  the  ''Decline  of  Radio" 

\.  mi  today  has  a  GREATiR 
SHARE  of  Audience  than  EVER 
BEFORE! 

2.  KTUL  Sales  are  ri^  AHEAD 
of  ANY  January  thru  IHiay 
period  in  our  16  year  history! 

3.  IVe  WINK  that  is  true  of 
ANY  ALERT,  ducUmc^eTioM 
station,  IVe  mm  it  is  TRUE 
with  KTULI 

* 

KTUL..CBS..PIUS ''Know  How" 
on  the  Local  Level ...  in  Tulsa 


AVERY-KNODEL,  INC. 
National  Representative 


JOHN  ESAU 
Vice-President  -  General  Manager 
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important  person  in  America 


He  has  helped  make  this 
country  the  best  fed,  best  clothed,  best 
housed,  best  educated  nation  in  the 
world  .  .  .  He  has  helped  raise  our 
standard  of  hving  to  twice  what  it  was 
in  your  father's  time. 

He  has  helped  provide  more  and  better 
machines,  through  the  loan  of  his  savings 
to  business . . .  making  it  possible  for  men 
to  turn  out  more  products  per  hour 
worked. 

Who  is  this  person  who  is  doing  so 
much  for  America?  He  is  you,  the  saver. 

These  savers  are  the  80  million  people 
in  America  who  own  Hfe  insurance,  and 
the  millions  who  have  savings  accounts 
or  own  bonds  or  other  securities. 

The  drive  towards  better  liAdng — the 
nation's  moving  force — depends  upon 
the  saver. 


3 


ways  to  protect  the 
buying  power  of  your  savings 

1.  Do  your  share  to  help  lessen  the  pressures  on 
Government  for  more  spending.  When  we  keep 
asking  Government  for  more  services,  more  bene- 
fits, we  must  expect  to  pay  for  them  .  . .  Remem- 
ber, it's  your  Government. 

2.  Back  up  all  efforts  to  balance  the  budget. 
When  Govermnent  hves  beyond  its  income,  prices 
tend  to  rise,  reducing  the  buying  power  of  your 
savings.  Remember,  you're  the  saver! 

3.  Support  economy — elimination  of  waste. 
Whatever  Government  spends,  you  pay  either 
directly  in  taxes  or  indirectly  in  prices.  Remem- 
ber, it's  your  money. 


Protecting  the  hitting  power  of  savings — en- 
eonraging  savings — is.  like  freedom,  EVERY- 
BOOY'S  job.  In  this  belief,  the  life  insurance 
companies  aiwi  their  agents  bring  you  this 
message.  They  know  that  when  Americans 
have  the  facts  they  make  the  right  decisions- 


Institute 
of  Life  Insurance 

488  Macltsoa  Av«n«e,  New  York  22,  N.  Y. 


Remember .it  is  Your  money! 
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KOREA  WARFARE  i^-i-i^ove^io^ 


VOICE  of  America  last  week 
pressed  into  action  its  force  of  36 
transmitters,  24  language  desks 
and  various  relay  bases  on  a  world- 
wide comprehensive  basis  to  report 
the  outbreak  of  Korean  warfare 
and  its  impact  on  the  "cold  war." 

Throughout  the  week  the  State 
Dept.'s  International  Broadcasting 
Division  beamed  straight  news 
stories  based  on  official  announce- 
ments, as  well  as  newspaper  edi- 
torials and  U.  S.  Congressional  re- 
action, to  far-flung  points  in  Eu- 
rope, the  Far  East,  Near  East  and 
the  Pacific. 

Highlights  included  the  UN 
"cease-fire"  order,  piped  to  Korea 
from  the  Voice's  West  Coast  trans- 
mitters, and  text  of  the  President's 
statement  on  use  of  U.  S.  military 
might.  Transmitters  in  New  Eng- 
land, on  the  West  Coast  and  in 
Ohio  were  pressed  into  service,  as 
were  facilities  at  such  relay  points 
as  Manila,  Honolulu,  Tangiers, 
Salonika  and  Munich. 

As  Congressional  reaction  varied 
on  the  outbreak  of  hostilities,  the 
Senate  Appropriations  Committee 
once  again  turned  to  consideration 
of  the  single-package  funds  bill  for 
the  fiscal  year  which  began  July  1 
(Saturday). 

State  Dept.  Budget  Request 

The  State  Dept.  had  asked  the 
Budget  Bureau  for  $11,204,094  for 
radio  broadcasting  activities  cover- 
ing program  operations,  evaluation 
services,  worldwide  radio  facilities, 
supervision  and  direction  and  es- 
tablishment of  new  relay  bases.  It 
was  allotted  $9,640,967  by  the  bu- 
reau. The  House  pared  $2,645,000 
from  the  overall  information  pro- 
gram with  the  understanding  the 
cut  would  not  apply  to  Voice  funds. 

Earlier,  Edward  W.  Barrett,  As- 
sistant Secretary  of  State  for  pub- 
lic affairs,  who  is  charged  with 
supervision  of  the  Voice  and  other 
information  activities,  had  told  a 
Senate  Appropriations  subcom- 
mittee that  he  has  been  "im- 
pressed" with  results  from  Voice 
broadcasts  as  evidenced  by  reac- 
tions from  the  Russian  area. 

He  appeared  along  with  officials 
of  the  International  Broadcasting 
Division. 

Foy  D.  Kohler,  IBD  chief  and 
former  counselor  in  the  U.  S.  em- 
bassy in  Moscow,  said  there  are 
roughly  four  million  radio  sets  in 
the  Soviet  Union  and  that  Rus- 
sia's five-year  plan  calls  for  pro- 
duction of  three  million  more  by 
December.  About  one  out  of  every 
10  houses  has  a  private  radio,  he 
added. 

The  Voice's  audience  in  the  Soviet 
probably  exceeds  the  original  esti- 
mate of  10  million  listeners,  Mr. 
Kohler  felt,  basing  his  guess  on 
repeated  attacks  on  the  Voice  by 
Soviet  radio,  press  and  other  in- 
formation media.  Moreover,  he 
testified,  intensified  jamming  op- 
eration by  the  Russians  has  been 


taken  as  another  indication  of  the 
Voice's  "effectiveness." 

Government  monitoring  facilities 
last  week  picked  up  fresh  attacks 
on  the  Voice  and  American  radio  m 
general,  broadcast  from  Sofia, 
Bulgaria. 

In  the  program.  This  Is  America- 
Voice  of  America — the  American  radio 
is  the  faithful  servant  of  Wall  Street 
bankers.  More  than  80^c  of  the  radio 
transmitters  in  the  United  States  are 
subsidiaries  of  four  main  American 
broadcasting  companies,  and  they  are 
entirely  in  the  power  of  big  financial 
and  industrial  m.agnates.  Stockholders 
of  radio  companies  .  .  .  use  their  radios 
for  the  ideological  education  of  tne 
people  in  the  struggle  against  Soviet 
society  and  against  democratic  laeas. 
In  this  dishonest  struggle  the  Ameri- 
can radio  splinters  democracy. 

Slanders,  lies,  and  insinuations  are 
the  favorite  methods  of  radio  agitation 
and  propaganda. 

It  must  be  kept  in  mind  that  radio 
broadcasts  are  based  on  commercial 
principles.  The  greater  part  of  the 
programs  of  American  radio  stations 
IS  devoted  to  phonograph  recordings  of 
bands  of  so-called  canned  music,  light 
music,  and  also  the  special  American 
type  of  soap  opera.  Soap  opera  is 
aeeply  moving  drama  with  a  touching 
heroine,  effective  sentimental  contents, 
and  a  happy  ending.  Stations  broad- 
casts endlessly  day  in  and  day  out  and 
continue  this  for  months  until  their 
listeners  remember  every  single  thing. 

These  programs  are  calied  soap 
operas  because  they  were  performed 
for  the  first  time  on  the  order  of  a 
soap  factory  and  have  continued  for 
8  years.  At  the  beginning,  in  the 
middle,  and  at  the  end  of  the  pro- 
gram listeners  are  incessantly  reminded 
that  this  rhapsody  has  been  played  at 
the  request  of  Smith  &  Co,  which  offers 
goods  of  the  best  quality.  Activities 
of  American  radio  stations  depend  on 
advertisements:  75^c  of  the  income  of 
broadcasting  companies  is  derived  from 
advertisements.  Radio  in  the  United 
States  is  cultivated  for  the  lowest.  ,  .  . 
It  also  spreads  theories  of  human  .  ,  . 
about  the  supremacy  of  Annericans 
over  all  other  men,  .  ,  , 

The  ideological  preparation  of  Ameri- 
can imperialists  for  a  new  war  is  not 
confined  to  the  American  population. 
In  every  possible  place  they  create  an 
extensive  network  of  broadcasting  sta- 
tio.is.  The  Voice  of  America  embarked 
on  its  anti-Soviet  propaganda  (directing 
its  program  from)  radio  branches  in 
Britain.  France,  Italy  and  other 
countries  under  American  dictatorship, 

.  .  ,  Radio  listeners  who  are  search- 
ing the  air  for  words  of  Justice  now 
find  themselves  tuning  into  Radio  Mos- 
cov."  ,  ,  . 

Soviet  Jamming  Outlined 

Mr.  Kohler  told  the  Senate  group 
that  it  takes  from  three  to  eight 
Soviet  transmitters  to  block  one 
American  transmitter  and  that 
Russia  is  operating  as  many  as 
250  transmitters  compared  to  a 
maximum  of  70  by  the  U.  S. 
Effectiveness  of  the  Voice  has  been 
impaired  from  209!:  to  30%,  he 
added. 

A  supplemental  appropriation 
voted  by  Congress  last  year,  has 
enabled  the  State  Dept.  to  proceed 
with  steps  designed  to  curb  USSR 
jamming  maneuvers  by  strength- 
ening its  signals  through  the  pur- 
chase of  new  transmitters  and  by 
establishment  of  new  relay  bases. 
"But  we  are  deferring  final  action 
pending  receipt  of  more  intelligence 
about  Soviet  jamming,"  Mr.  Kohler 
said. 

Establishment  of  curtain-type 
antennas  also  has  been  started  at 
Bethany,  Ohio,  and  will  be  pursued 
in  Boston,  New  York  and  other 
areas.  Licenses  for  transmitters 
are  operated  under  contract  by 
NBC,  CBS,  General  Electric,  West- 


inghouse  Electric  and  others,  he 
pointed  out. 

The  Voice  broadcasts  about  28 
program  hours  daily,  including  24 
continuous  hours  to  Russia  and  45 
minutes  in  Korean.  Breakdown  on 
the  former  is  46  straight  news, 
54 9r  commentary  and  features. 

Mr.  Kohler  and  other  officials 
felt  keenly  that  the  Voice  needed 
$260,000  sought  for  foreign  lan- 
guage editions  of  its  program 
schedules — an  amount  which  the 
Eousa  urged  be  reduced  to  a  mini- 
mum. 

Further  testimony  was  given  by 
Walter  Lemmon,  president  of  the 
World  Wide  Broadcasting  Corp., 
licensee  of  the  international  station, 
WRUL  Boston.     Programs  aired 


SOVIET  RADIO 


on  WRUL  are  prepared  by  World 
Wide  Broadcasting  Foundation  of 
Boston,  which  privately  develops 
international  programs  and  supple- 
ments State  Dept.  broadcasts.  ' 

He  said  he  understood  the  Rus- 
sians vote  expenditures  "far 
greater  than  the  whole  expenditure 
of  the  Voice  of  America,"  and 
cited  this  as  evidence  of  the  Voice's 
effectiveness. 

Figures  released  by  the  U.  S. 
Advisory  Commission  in  its  semi- 
annual report  to  Congress  in  March 
1949  placed  the  totall  number  of 
radio  receivers  behind  eight  Iron 
Curtain  countries  at  9,534,000; 
shortwave  receivers  at  8,263,000; 
and  estimated  potential  audience  at 
42,400,000. 

It  estimated  for  Korea  about  374,- 
000  radio  receivers  and  only  650 
shoitwave  sets,  with  an  average 
number  of  four  listeners  per  re- 
ceiver. 

Sets  Scarce  in  Russia, 
Harvard  Study  Says 


PUBLIC  OPINION  IN  SOVIET  RUSSIA.   By  Harvard  U.  Press,  Cambridge,  Mass. 

RADIO  in  the  Soviet  Union  does  not  enjoy  the  "overwhelming  im- 
portance attached  to  it  in  the  United  States,"  primarily  because  of 
"technical  deficiencies"  which  have  retarded  the  development  of  broad- 
casting in  the  USSR. 


In  fact,  the  Russian  system  of 
"mass  persuasion"  depends  as  much 
on  a  force  of  local  "agitators"  as 
on  networks  of  radio  relays  and 
newspapers  operated  by  the  Com- 
munist Party. 

These  conclusions  are  drawn  by 
Alex  Inkeles,  research  associate  in 
the  Russian  Research  Center, 
Harvard  U.,  in  a  study  of  mass 
communications,  Public  Opinion  in 
Soviet  Russia,  published  by  the 
Harvard  U.  Press. 

The  overall  system  comprises  a 
radio  network  of  10  million  re- 
ceivers reaching  an  audience  of  40 
million  people,  a  party-controlled 
movie  industry,  night  training 
schools  and  a  force  of  about  two 
million  part-time  agitators,  ac- 
cording to  Mr.  Inkeles. 

Russian  Radio  Fare 

Moscow's  broadcasting  apparatus 
in  19-1  (.  lie  said,  divided  irs  air 
tiiYL-i  roughly  as  follows:  Music, 
60%;  political  broadcasts,  19.4^,; 
literary  programs,  8.69'c;  children's 
programs,  7.9  9f,  and  others,  4.1%. 
These  programs  are  not  received 
directly  by  the  average  listener  on 
his  home  radio,  for  home  receivers 
are  scarce,  Mr.  Inkeles  points  out. 
Instead,  they  are  picked  up  by  local 
stations  and  put  out  on  telephone- 
wira  systems  hooked  up  to  indi- 
vidual loudspeakers. 

"Since  most  of  these  diffusion 
exchanges  can  only  carry  one  pro- 
gram at  a  time,"  he  adds,  "the 
Russian  listener  has  only  two 
choices :  Listen  to  the  program  pre- 
sented, or  turn  the  loudspeaker 
off.  In  some  places,  radio  audi- 
toriums have  been  established 
where  large  numbers  of  people  can 
come  and  listen  to  the  same 
radio  .  .  ." 

The  study  continues: 

With  approximately  10  million  sets 


of  all  types  operating  on  Jan.  1,  1949, 
the  Soviet  radio  audience  at  that  time 
was  probably  close  to  40  million.  At 
the  time  of  important  announcements 
and  addresses  by  major  government 
officials,  of  course,  the  audience  might 
be  expected  to  be  significantly  larger 
both  because  greater  interest  might 
attract  listeners  to  group-listening 
points  and  because  of  the  ability  of 
local  propaganda  officials  to  mobilize 
the  population  for  radio  listening. 

But  the  radio  audience  is  largely 
restricted  to  those  living  in  district 
centers  in  the  rural  regions,  in  the 
better  developed  minority  areas,  and 
particularly  to  the  urban  population. 
The  cost  of  a  regular  radio  set  of 
high  quality  is  beyond  the  reach  of 
the  average  worker  and  it  is  probable 
that  such  sets  are  largely  in  the 
hands  of  officials,  members  of  the 
intelligentsia,  and  the  more  skilled 
workers. 

The  remainder  are  used  as  collec- 
tive or  group-listening  points  in 
dormitories,  clubrooms  and  so  on, 
and  on  collective  farms  where  wired 
receivers  are  not  available.  The 
majority  of  collective  farms  in  194" 
had  no  radio  apparatus  of  any  kind, 
neither  regular  sets  nor  wired  speak- 
ers. The  number  of  radio  receivers 
for  the  national  minorities  of  the 
country  also  is  very  low. 

Since  there  is  about  one  reeei-'ing 
set  for  each  four  families,  "colle^'tive 
listening"  is  encouraged;  manv  '^^o-^le 
who  want  to  listen  must  go  out  to 
a  friend's  house,  the  reading  room  of 
a  plant,  the  recreation  hall  of  a  t'-a-^e 
union  or  one  of  the  radio  auditoriums. 
They  may  also  hear  programs  niped  in 
over  the  public-address  system  at 
their  place  of  work,  and  in  some  cses 
portable  sets  are  carried  out  to  fa'-m 
brigades.  .  .  . 

Mr.  Inkeles  noted  that  the  So-^'^-t 
radio  industry's  low  out'^'it  in  t^-^ 
face  of  O'^'erwh^'lming  set  '^'-"-■a'^'' 
"has  led  increasingly  to  emplipsis 
on  easily  produced,  simple 
cheap  receivers  "  and  that  officials 
recently  urged  Ipree-s^ale  c^'t- 
struction  of  "old-fashioned  crystal 
receiving  sets  as  a  solution." 
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"The  Broadcasting  Markethook 
is  the  most  valuable  tool  for  buy- 
ing radio  and  television  time  that 
has  appeared  in  recent  years. 

That's  what  both  buyers  and  sellers  say  about  the  BROADCASTING  Marketbook 
and  Spot  Rate  Finder. 

They  endorse  the  Marketbook  because  it  places  within  the  covers  of  one  book  the 
basic,  up-to-date  market  data  in  easy-to-use  form.  The  Marketbook  and  Spot  Rate 
Finder  has  been  compiled  with  the  aid  and  counsel  of  top  radio  buyers.  It  is  their 
book.  It  contains  the  information  they  want.  Just  check  the  major  features,  and 
you'll  see  why  the  buyers  rely  on  the  Marketbook  every  day. 


SPOT  RATE  FINDER  .  .  . 


OHIO 


This  copyrighted  feature  enables 
the  buyer  to  compute  in  a  matter 
of  minutes  a  preliminary  estimate 
of  a  spot  campaign.  The  tables 
have  been  carefully  prepared  to 
save  time.  The  day  and  night 
one-time  rates  of  every  station  in 
the  U.  S. — AM,  FM  and  TV  are 
listed  in  six  basic  time  segments. 

A  special  table  for  computing  frequency  discounts  is  included.  The  Spot  Rate  Finder  also  lists  audlencll 
studies  available,  the  home  county  of  each  station,  percentage  of  radio  families,  and  number  of  radio 
families.    No  v/onder  time  buyers  say  the  Spot  Rate  Finder  is  what  the  Statistical  Doctor  ordered! 


1  950  CENSUS  DATA 


The  Marketbook  will  include  the  latest  1950  Census  figures 
right  off  the  tabulating  machines  in  the  U.  S.  Bureau  of  Census. 
Latest  up-to-the-minute  1950  population  figures,  retail  data, 
employment,  payroll  figures,  and  other  Census  computations  never  before  combined  in  a  single  reference 
volume. 


MAPS  .  .  . 


Nev^  state  and  regional  maps  will  graphically  show 
Socations  of  AM,  FM  and  TV  stations  by  city  and 
county. 

PLUS  the  new  1950  Broadcasting  map  of  the  United  States.  This  master 
county  and  city  map  of  the  U.  S.  measures  25  by  36.  It  is  printed  in  two 
colors  and  will  be  mailed  with  the  Marketbook.  It  was  formerly  published 
with  the  Yearbook. 
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COUNTY-BY-COUNTY  BREAKDOWN... 


MAINE  RADIO  MARKET  DATA  BY  COUNTIES— (Specimen) 


County 
Androscoggin 
Areoslock   . . . 
Cumberland 
Franklin    . , . , 
Hancock    . . . . 
Kennebec 
Knox   


Population 

i9r- 

84,700 
92,500 
174,100 
19,100 
31,400 
80,400 
25,700 
OOP 


61,100 
78,000 
125,100 
15,200 
27,500 
62,900 
21,500 


»50  .Totot  J 
omilie^^^ 

fyw  Cent 
\.  Rodio  ^ 

21,500 

98.6 

23,600 

92.1 

55,400 

98.9 

7,500 

95.3 

10,200 

95.2 

25,600 

96.2 

10,100 

95.2 

7,000 

95.7 

Radio 
^Families 

5!900 
22,500 
53,200 
7.400 
9,900 
24,800 
9,900 
6,500 


1949  RelalTV 
Sales  (Sales  ] 
J|*g't.)  %Wi^§ 

/?948  Retaif**\ 
^US  $000 ^ 

f?EmploymenF\ 
1948  ^ 

f  Taxable 
f  Payrolls 
\j948  $00t 

54,009 

53,500 

8,050 

3,700 

172,595 

168,000 

40,800 

22,000 

12,111 

15,610 

5,700 

3,50Q 

23,096 

27,800 

5,800 

2,500 

63,474 

61,700 

21,050 

11,000 

21,101 

25,100 

5,100 

2,200 

12,155 

14,600 

1,500 

1,200 

ie  nation's  3, 00(y  counties  are  broken  down  into  nine  categories  including  1950  popula- 
lotion,  1950  Families,  1950  Radio  Families,  Per  Cent  Radio,  1949  Retail  Sales,  1948  U.  S. 
Retail  Soles,  and  latest  employment,  payroll  and  business  data  from  the  Bureau  of  Census. 
This  is  the  first  time  this  complete  information  will  be  published  on  a  comprehensive  county- 
by-county  basis. 


STATE  STATISTICS  .  .  . 


Factual  data  for  each  state  is 
published  in  19  categories.  From 
these  figures,  the  Morketbook 
gives  the  economic  picture  of 
each  state  at  a  glance.  Also 
comparisons  with  previous  years 
shows  the  economic  progress  of 
each  state  as  a  whole. 


MARKET  INDICATORS  FOR  CALIFORNIA 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

Population   

10,031,000 

'49 

6,907,000 

'40 

Increase  over  1940   

45.2% 

%  of  U.S  

6.87% 

'49 

5.23% 

'40 

BMB  Families   

3,222,600 

'50 

2,784,000 

'46 

Percent  Radio   

98.2% 

'50 

96% 

'46 

Radio  Families   

3,164,500 

'50 

2,673,000 

'46 

Business  Concerns   

191,962 

'48 

133,024 

'39 

Manufacturing  Establishments . 

17,645 

'48 

11,558 

'39 

Non-Agricultural  Employment 

2,340,333 

'48 

1,769,000 

'39 

Manufacturing   Employment  ,  . 

530,000 

'48 

272,000 

'39  , 

Income.-      ■  .■ . .   

$16,121,000,000 

'48 

5,606,000,000 

'40 

|igMpnHiM|d40^^  

^  188% 

NETWORK  RATE  FINDER  .  .  . 


Using  the  Network  Rate  Finder  it 
combination  of  stations. 


The  four  nationwide  networks  are  listed  by  affiliates 
with  one-time  day  and  night  rates  for  each  affiliate, 
is  possible  for  a  buyer  to  readily  estimate  any  network 


REGIONAL  &  STATE  NETWORK  RATE  FINDER  .  .  . 


This  section  is  designed  to  give  timebuyer^  ready  rate  informa- 
tion on  regional  and  state  networks.  Transit  Radio  and  FM 
groups.  The  listing  includes  the  names,  addresses,  and  prin- 
cipal officers  of  each  group,  a  list  of  all  stations,  and  combina- 
tion rates  for  the  group. 


FOREIGN  LANGUAGE  STATIONS  IN  MAJOR  U.  S.  CITIES  .  .  . 


The  Foreign  Language  Section  lists  stations  by  states,  indicates 
languages  broadcast  by  each  station,  and  foreign  language 
population  in  each  market.  This  information  has  been  compiled 
from  a  detailed  nationwide  survey  by  Broadcasting.  The  for- 
eign language  data  will  be  the  most  complete  ever  published. 

Send  in  your  reservation  today 
for  selected  positions. 


WHAT  YOU  SHOULD  DO 
ABOUT  THE  MARKETBOOK! 

Your  ad  in  the  Morketbook 
will  carry  your  sales  message 
through  thousands  of  impres- 
sions in  the  most  complete 
market  data  volume  in  the  an- 
nals of  radio.  Circulation  is 
16,500.  Closing  date  is  July  24. 
Publication  date  is  early  August. 
County-by-county  sections  will 
carry  4  column  quarter,  half, 
cind  full  pages.  Other  sections, 
1/1 6th  pages  and  up.  Regular 
rates  apply. 


N.  W.  AVER  .  ,  , 

—1                      —  "Your  1950  Marketbook  should  surpass  your  excel- 

I  nomas    MCUermOtr  lent  1949  Marketbook  which  I  am  still  using." 

FREE  &  PETERS 

H.  Preston  Peters  "The  broadcasting  Marketbook  is  a  must." 

THE  KATZ  AGENCY 

_           J,  "BROADCASTING     Marketbook     is  comprehensive, 

Vvene    IxatZ   constructive  and  extremely  useful," 

MORSE  INTERNATIONAL 

^L.   I.  el      L.         u  "The  Marketbook  is  indispensable  in  my  end  of  the 

Cher  blaybaugn   business.  ' 

BAB  "The  BROADCASTING  Marketbook  is  depended  on  as 

J..         .       Aji'i  L    II  t^is  regular  reference  for  latest  figures  on  the  nation's 

Maurice  Mitchell  markets.  " 

COMPTON  ADVERTISING 

Frank   Kemp  most  valuable  tool.    Convenient  and  time  saving." 

AVERY-KNODEL 

I        '      U     A    t^tf  I  "The   Spot    Rate    Finder   provides   basic   data  that 

Lewis   n.   AVery   makes  it  invaluable  for  both  buyer  and  seller." 

FOOTE,  CONE  &  BELDING   "The    new    broadcasting    Marketbook   is    not  a 

L'll*         e    IL.  gold  mine,    it's   pure   uranium,   and   the   Spot  Rate 

lllian   beiD  Finder  is  terrific." 

"A  masterfully-designed  one  volume  reference  source 
D-F-S  for   blueprinting   network   spot   and   television  cam- 

S;*«HmllQw    Diilwav  paigns  quickly  and  intelligently;  the  greatest  possi- 

jTuniey    ruiver   ble  help  when  it  is  necessary  to— 'get  this  out  fast.'  " 

S  S  C  &  B 

Hh-.^^U.^^  "We  find  BROADCASTING'S  Marketbook  very  help- 

^ranl<   minenam   f^i   when   we   need   data  on   radio  markets." 

ftfl           r\    „l  "The  BROADCASTING  Marketbook  is  one  of  our  im- 

Mary    Dunlavey   portant  timebuying  yardsticks." 

B.B.D.&  O. 

FrninlU    Ciluarnnil  '         ''^^    timebuyer's    Encyclopedia.      Has    all  the 

rrulilK   Olivernull   market  answers  from  Andalusia  to  Zanesville." 

WARWICK  &  LEGLER 

Bp.         AA  "It  is  useful  because  the  Information  is  all  compilecJ 

Lester    MalltZ   within  its  covers." 

BiOW  COMPANY 

latfvanra  C\\incx  "^^  BROADCASTING  Marketbook  invalu- 

lerrence   ^lyne  able  for  buying  Bulova's  radio  and  television  time." 

BiNTON  &  BOWLES 

IV/3«,M..    ttH^l/^^,^^  "'*'^    °    "^'■y    useful    tool    and    has    a  convenient 

Mary    McKenna   assemblage  of  data." 

THE  TAYLOR  CO. 

yi                     1  "We  look  forward  to  the  1950  edition  of  the  Market- 

Oyd    Vernard   book   because   we  find   it   useful   every  day." 

McCANN-ERICKSON 

Bob  Reuschle   B-lie.""^^'"'"'  '''' 

JOSEPH  KATZ  CO. 

Cl:_«.IU~«.l.  Di^  I-  rapid  estimating   jobs,   1   find  the  Marketbook 

tlizabeth  Black  of  invaluable  assistance." 

J.   WALTER  THOMPSON         "Delighted   that   the   BROADCASTING   map   will  be 
■    -~  distributed  with  the  Marketbook.     The  BROADCAST- 

JOmeS  Luce  inG  maps  are  extremely  useful  to  us." 

YOUNG  &  RUBICAM 

Frank  Coulter  rewTto." """'^  ""^♦""^'^ 

DUANE  JONES 

B_»r.__«.  "The  Marketbook  is  one  of  the  finest  books  on  the 

vera  Orennan  market.     indispensable   in   our  work." 

WILLIAM  ESTY 

Richard  Grahl  at^e^sHmated'cL^s""  " 

KUDNER  AGENCY 

C«>-l»«<-   C„^^^^  "The  Marketbook  is  a  friend  at  your  elbow  .  .  . 

ariOS  rranCO  and  harder  to  stump  than  Kieran." 
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NETWORKS  GEAR  FOR  WAR  NEWS 

Korean  Invasion  Breaks  as  Radio  Exclusive 


THE  KOREAN  war  and  U.  S.  in- 
tervention last  week  set  network 
newsmen  to  work  as  they  had  not 
worked  since  World  War  II. 

Like  the  grim  news  of  Dee.  7, 
1941,  the  story  of  the  invasion  of 
South  Korea  was  a  radio  exclusive. 
It  broke  on  Sunday,  a  day  no  after- 
noon newspapers  are  published. 

All  networks  broke  into  regular 
radio  and  television  programming 
to  broadcast  special  bulletins  an- 
nouncing the  Korean  war.  All  car- 
I'ied  increasingly  heavy  news  sched- 
ules as  the  President  announced  his 
commitment  of  U.  S.  forces  and  as 
America  entered  active  combat  for 
the  first  time  since  V-J  Day. 

ABC's  Drew  Pearson  broke  the 
news  of  the  President's  decision  at 
11  a.m.  Tuesday,  an  hour  and  six 
minutes  before  it  was  officially  re- 
leased. Mr.  Pearson's  report  was 
read  by  Gordon  Eraser.  At  12:06 
p.m.,  the  official  announcement  was 
carried  by  ABC  with  Baukhage  and 
Elmer  Davis  reporting.  All  ABC 
news  programs  <;arried  heavy  cov- 
erage of  the  Korean  situation,  and 
numerous  special  bulletins  were 
used. 

ABC,  like  all  other  networks  ex- 
cept NBC,  was  caught  without  a 
fulltime  staff  correspondent  on  or 
near  the  scene  of  action.  All,  how- 
ever, took  reports  from  stringers 
in  Tokyo  or  Korea.  John  Rich  was 
repiesenting  ABC  in  Tokyo. 

CBS,  whose  Bill  Costello,  was  re- 
turned several  weeks  ago  from 
Tokyo — an  assignment  he  had  been 
on  for  years — at  the  week's  end 


sent  him  back.  The  network  said 
other  CBS  newsmen  would  also  be 
assigned  to  the  Far  East. 

Robert  P.  Martin,  stringing  for 
CBS  in  Tokyo,  was  picked  up  soon 
after  the  first  news  of  the  North 
Korean  attack  and  he  broadcast  on 
numerous  CBS  programs  through- 
out the  week.  CBS  used  several 
global  roundups  of  correspondents, 
reporting  on  reactions  to  the 
Korean  war  and  to  the  U.  S.  par- 
ticipation. 

MBS  From  Seoul 

MBS  scored  a  beat  on  Monday 
when  it  arranged  a  broadcast  direct 
from  Seoul  by  U.  S.  Ambassador 
John  J.  Muccio^  The  same  evening 
Mutual  carried  a  special  half-hour 
program  vdth  pickups  from  eight 
U.  S.  cities  for  reaction  to  the 
Korean  news.  On  its  Mutual  News- 
reel,  the  network  picked  up  reports 
from  Tokyo,  Manila,  London  and 
other  points.  On  Wednesday  the 
network  broadcast  a  statement  by 
President  Quirino  of  the  Philip- 
pines direct  from  Manila. 

NBC  immediately  reactivated  its 
wartime  "listening  post"  to  moni- 
tor broadcasts  from  the  Pacific, 
Russia  and  other  Iron  Curtain  coun- 
tries, arranged  for  continuous 
broadcasting  from  the  UN  Security 
Council,  requested  accreditization 
for  Leon  Pearson  and  W.  W.  Chap- 
lin as  war  correspondents  and 
transferred  Elmer  Peterson  from 
Hollywood  to  San  Francisco,  chief 
relay  point  for  programs  from  the 
Orient. 

Circuits  were  opened  to  Tokyo 


i  f 


BALLOONS  advertising  biscuits  and  cake  mix  are  the  fashion  at  the  grand 
opening  of  the  18th  Miller's  Super  Market  in  Denver.  KFEL  Denver  broad- 
cast the  event  by  tape  on  its  Where's  Morgan?  quarter-hour  program.  On 
hand  for  the  opening  and  wearing  Omar  hats  are  (i  to  r)  kneeling,  John 
Cullen,  engineer;  Burt  Eller,  Miller's  salesman;  Duncan  Ross,  member  of 
KFEL  newsroom,  and  Dale  Morgan,  star  of  the  show;  standing.  Bill  Conklin, 
KFEL  sales  manager,  and  Frank  Bishop,  managing  director  of  station.  Denver 
Advertising  Club  has  cited  the  show  as  the  outstanding  participation  pro- 
gram of  1950. 


to  handle  reports  from  George 
Thomas  Folster,  NBC  correspond- 
ent there,  and  the  network's  main 
souice  of  news  from  the  Korean 
front.  A  new  series.  Report  From 
the  Pentagon,  has  been  started  at 
11-11 :15  a.m.,  Monday  through  Fri- 
day, to  cover  the  daily  briefing  of 
Washington  correspondents.  NBC- 
TV  has  been  set  up  on  a  flash  basis 
for  news  bulletins,  with  the  cam- 
eras at  the  UN  assembly  room  being 
kept  "hot"  for  immediate  pickups 
of  news  developments  there. 


they  say. . .  H 


"THE  RADIO  listener,  using  the 
same  radio  set  he  has  had  for  the 
past  10  years,  has  no  idea  of  what 
he  has  been  missing  until  he  lis- 
tens to  modulation  —  FM.  This 
method  of  broadcasting  adds  color 
to  music  that  would  not  have  been 
thought  possible.  .  .  . 

"P.adio  stations  .  .  .  should  not 
conline  their  FM  broadcasts  to  only 
a  portion  of  the  day.  .  .  .  Such  lim- 
ited use  of  FM  facilities  is  common 
practice  amons'  radio  stations, 
probably  to  reduce  expenses.  If 
that  is  the  reason,  it  is  pennywise 
economy,  fo:-  the  surest  way  to 
build  an  appreciation  of  radio  at 
its  best  is  to  let  the  public  hear 
nothing  but  FM  broadcasting." 

Frcm  an  editorial  in  the 
Springfield  (Mass.)  Sunday 
Republican. 


STERN 

Mitchell  fc'o  Bs  Gyssf  Spsske? 

MAURICE  MITCHELL,  director 
of  Broadcast  Advertising  Bureau, 
and  other  industry  representa- 
tives will  be  guest  speakers  at 
the  station  manag^ement  course 
offered  by  the  ninth  annual  NBC- 
Northwestern  U.  Summer  Radio 
Institute,  which  started  in  Chicago 
June  26  and  will  run  for  six  weeks. 

Guests  will  be  Lloyd  GrifRn,  general 
manager,  Free  &  Peters,  Chicago; 
John  McCormick,  manager,  WTAM  and 
WNBK  (TV)  Cleveland;  John  Meag- 
her, general  manager,  KYSM  Man- 
kato,  Minn.,  Ernie  Saunders,  man- 
ager, WOC-AM-TV  Davenport,  Iowa; 
Karl  Wyler,  president  and  general 
manager,  KTSM  El  Paso;  Harry 
Smith,  sales  manager,  WLW  Cincin- 
nati; Joe  Mackin,  general  manager, 
WMAM  Marinette,  Wis.;  Angus  Pfaff, 
general  manager,  WNMP  Evanston, 
111.;  Elizabeth  Hart,  WMAQ  Chicago 
commentator;  Ben  Park,  NBC  Chi- 
cago TV  producer;  Elizabeth  Marshall, 
assistant  director,  Chicago  Radio 
Council  of  the  Board  of  Education; 
Dan  Petrie,  NBC  Chicago  TV  director; 
Everett  Mitchell,  NBC  farm  commen- 
tator; George  Probst,  radio  director, 
U.  of  Chicago;  Betty  Ross,  assistant 
director  of  public  affairs  and  educa- 
tion, NBC  Chicago;  Pearl  Rosser, 
radio  director,  International  Council 
of  Religious  Education  in  America,  and 
Mrs.  Ruth  Moore,  radio  staff,  Commu- 
nity Fund  of  Chicago. 


Listeners  Switch 
To  KCBQ 

San  Diego  Audience 
Chooses  CBS  Station 

An  overwhelming  number  of  San  Diego 
radio  listeners  are  switching  to  KCBQ 
— CBS  in  San  Diego.  Figures  released 
today  by  the  station  prove  that  KCBQ 
is  the  only  San  Diego  network  station 
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to  show  an  increase  in  over-all  "share- 
of-audience"  during  1949  with  all  com- 
peting network  affiliates  taking  a  nose- 
dive. 

San  Diego  Now  26th  Market 

Astute  time-buyers  are  taking  particular 
notice  of  this  fact  because  of  the  tre- 
mendous importance  of  the  swifdy- 
growing  San  Diego  market,  and  the 
strong  KCBQ  sales  story.  They  poini 
out  that  San  Diego  is  now  the  country's 
26th  market  with  a  diversified,  stable 
economy  and  the  second  highest  retail 
sales  index  (435)  in  the  U.S.  today. 
This  figure  is  also  backed  up  by  the 
1950  edition  of  Consumer  Markets, 
published  by  Standard  Rate  &  Data. 

Hollingbery  Is  Rep. 

Inquiries  may  be  made  by  contacting 
the  KCBQ  Sales  Department  or  through 
the  offices  of  the  Geo.  P.  Hollingbery 
^o.,  station  representatives. 
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editorial  ^ 


Road  Toward  Fusion 

WE  ARE  pleased  over  the  response  to  our 
editorial  suggestion  proposing  "Radio-TV  Fu- 
sion Now"  through  tne  device  of  an  all-inclu- 
sive trade  association,  headed  by  one  man,  and 
■with  tributary  divisions  catering  to  specialized 
pursuits. 

Reactions  are  reported  elsewhere  in  this 
issue.  There  are  those  who  feel  an  all-purpose 
organization,  embracing  manufacturers  and 
suppliers,  producers  and  creative  people,  as 
well  as  broadcasters  and  telecasters,  fervently 
is  to  be  desired.  Others  regard  our  approach 
as  perhaps  an  idealistic  will-o-the-wisp. 

Our  purpose  was  to  stimulate  thought  along 
a  line  that  to  us  seems  inevitable — ultimately. 
Serious  questions  are  raised  as  to  how  the 
seemingly  divergent  and  irreconcilable  forces 
can  be  brought  together.  All  seem  to  agree, 
however,  that  the  project  is  important. 

It  was  not  our  purpose  to  put  the  proposed 
organization  together.  It  was  not  our  notion 
that  it  would  or  could  be  done  overnight.  The 
mills  of  the  trade  association  gods  grind  ever 
so  slowly — until  a  crisis  is  upon  them. 

There  seems  to  be  something  sacrosanct 
about  trade  organizations,  particularly  in  the 
burgeoning  radio-TV  field.  It  may  be  the 
instinct  to  protect  that  which  exists — to  retain 
the  status  quo. 

Our  suggestion  was  not  motivated  by  the 
current  deliberations  in  NAB  and  RTMA  re- 
garding reorganization,  although,  admittedly, 
the  timing  couldn't  be  better.  Rather  it  stems 
fi-om  what  to  us  appears  to  be  the  sheer  logic 
of  fusing  radio's  forces  toward  the  goal  of 
protection  of  the  medium,  better  service  to  the 
public,  and  of  saving  time,  money  and  effort. 

The  NAB  is  showing  signs  of  renewed  vigor 
under  its  new  general  manager,  William  B. 
Ryan.  He  received  a  justified  vote  of  con- 
fidence from  the  NAB  board  a  fortnight  ago. 
A  membership  drive  is  under  way,  and  a  re- 
newed effort  is  being  made  toward  stream- 
lining. We  sincerely  hope  the  NAB  pulls 
itself  out  of  the  morass  of  conflict.  A  stronger 
NAB  would  make  the  task  of  an  all-inclusive 
congress  easier  of  accomplishment. 

The  same  goes  for  RTMA,  now  in  search  of 
a  paid  president.  The  Television  Broadcasters 
Assn.  has  found  itself  stymied  because  of  the 
TV  freeze,  which  has  all  but  frozen  its  oppor- 
tunity for  expansion. 

It  looks  like  fusion  will  be  a  lively  topic  in 
the  weeks  or  months  ahead.  The  several  radio- 
TV  trade  groups  cannot  be  expected  to  pick 
up  the  torch  toward  a  unified  "Congress." 

Action  will  come  through  the  leadership  of 
ownership. 


Age  of  Responsibility 

ONE  OF  the  most  challenging  but  cheering 
interpretations  that  can  be  made  of  Cunning- 
ham &  Walsh's  latest  Videoto\vn  study,  which 
appears  in  these  pages  this  week,  is  that  tele- 
vision has  progressed  beyond  the  novelty  stage. 

Television  is  a  big  boy  now  among  the 
communications  arts.  Having  grown  out  of 
diapers,  it  no  longer  can  monopolize  attention 
in  the  family  living  room  by  saying  "Goo." 

It  must  enlarge  and  improve  its  vocabulary 
and  compete  with  other  adults,  a  fact  that 
John  P.  Cunningham,  executive  vice  president 
of  Cunningham  &  Walsh,  made  clear  in  sum- 
marizing the  agency's  latest  explanation. 

Noting  that  a  decreasinT  buying  rate  of 
TV  sets  among  upper  income  groups  and  in- 


creasing resistance  to  television  among  non- 
owners  wei-e  found,  Mr.  Cunningham  said: 
"These  warning  signals  emphasize  our  re- 
sponsibility for  the  production  of  constantly 
better  programs." 

Maturity  is  attained  only  when  such  re- 
sponsibility as  Mr.  Cunningham  speaks  of  can 
be  accepted  gracefully.  Television  has  reached 
adult  dimensions,  but  until  it  can  prove  it  can 
speak  with  an  adult  voice  and  adult  mind  it 
is  apt  to  be  considered  by  a  lot  of  people  as 
being  still  a  little  damp  behind  the  ears. 


Editor  Bites  Antenna 

SUPPOSE  YOU  read  the  following  in  your 
local  newspaper: 

A  radio  station  is  a  business  venture  that 
must  be  supported  by  the  commerce  in  the 
area.  *  *  *  In  its  coverage  *  *  *  the  station 
will  offer   excellent  advertising  possibilities 
for  business.    Firms  will  have  an  opportunity 
to  sponsor  various  programs  and  at  the  same 
time  make  their  service  or  products  better 
known.   Special  sales  of  grocery  or  dry  goods, 
campaigns  promoting   goodwill  and  making 
manufactured    products    better    known  and 
more  readily  acceptable  to  consumers  will  be 
part  of  the  function  of  the  station. 
It  happened  on  June  20  in  the  Virgin  Islands. 
Those  quotes  are  from  the  lead  editorial  in 
The  Daily  News,  published  on  the  eve  of  the 
opening  of  WSTA,  licensed  by  the  FCC  to 
Radio  Consultant  William  Greer.    The  news- 
paper (which  sells  all  the  space  it  can)  has  no 
interest  in  the  station.    There's  more: 

The  first  radio  station  in  St.  Thomas  is  a  reality. 
Its  formal  dedication  will  open  a  new  era  in  com- 
mimlty  advancement  and  influence  the  future  to  an 
extent  not  now  dreamt  of  even  by  its  founder. 

Perhaps  the  moral  is  that  there  are  no 
doubting  Thomases  on  St.  Thomas. 


Challenge  to  Research 

UNDENIABLY  the  radio  audience  is  an  elu- 
sive quantity  to  measure — too  large  and  too 
vagrant  to  be  counted  ear  by  ear.  The  compel- 
ling fact  that  its  dimensions  must  somehow  be 
recorded  has  led  at  times  to  the  accumulation 
of  contradictory  statistics  that  cause  confusion 
among  both  buyers  and  sellers  of  time. 

Such  an  instance — unfortunately  not  with- 
out precedent — arose  recently  in  the  San  Fran- 
cisco-Oakland area  when  Hooper  and  Pulse 
surveys,  measuring  approximately  the  same 
thing,  came  up  with  widely  divergent  results. 

Hooper  used  the  telephone  -  coincidental 
method  while  Pulse  followed  its  formula  of 
counting  audience  by  the  personal  intei"view- 
aided  recall  plan.  The  results  were  in  wide  dis- 
agreement. When  spokesmen  addressed  the 
San  Francisco  Ad  Club  each  produced  evidence 
supporting  the  accuracy  of  their  findings. 

In  an  effort  to  settle  once  and  for  all  this 
radio  bugaboo,  E.  P.  Franklin,  general  man- 
ager, and  Stanley  G.  Breyer,  commercial 
manager,  of  KJBS  San  Francisco,  have  pro- 
posed a  daring  but  simple  solution.  Let  a 
reliable  research  company,  acceptable  to  both 
Pulse  and  Hooper,  do  an  independent  survey 
with  an  impartial  committee  as  umpire  to 
prove  conclusively  who  is  right  and  who  is 
wrong.  Let  the  chips  fall  where  they  may. 
As  further  proof  that  they  mean  business 
KJBS  officials  propose  that  if  the  two  meas- 
urement firms  refuse,  the  station  intends  to 
pursue  the  plan  with  the  help  of  AAAA,  ANA 
and  NAB. 

Such  an  effort  may  be  a  long  step  toward 
proving  the  integrity  of  radio.  It  should  go 
far  toward  assuring  the  advertiser  and  the 
agency  that  the  radio  audience  is  a  real  and 
valuable  purchase — that  from  it  comes  the  big- 
gest result  for  the  advertising  dollar. 

Here  is  a  challenge  that  should  be  met  half 
way.  The  outcome  will  be  of  considerable 
interest  to  everyone. 


our  respects  to: 


JAMES   EDWARD  HANNA 


WHEN  James  Edward  Hanna  was  elected 
to  a  vice  presidency  of  N.  W.  Ayer 
&  Son  Inc.,  after  some  20  years  of 
service  with  the  agency,  his  devoted  but  un- 
cowed  radio-television  staff  gave  him  a  party 
that  is  remembered  not  only  for  its  vigor  but 
also  for  its  theme. 

They  called  it  the  "It's  About  Time"  party. 
Not  every  New  York  advertising  agency 
staff  could  honor  a  new  vice  president  so 
informally  without  risking  dire  retribution — 
withdrawal  of  expense  accounts,  for  example, 
or  banishment  to  some  primitive  branch  office 
west  of  Sixth  Ave. 

The  underlings  of  James  Hanna,  however, 
feared  no  consequences  more  severe  than  those 
that  inevitably  follow  cheerful  celebrations. 
Indeed  Mr.  Hanna,  whose  rational  perspectives 
survived  his  elevation  to  high  office,  joined 
unreservedly  in  the  party,  even  contributing  to 
its  gaiety  with  powerful  attacks  of  boogie- 
woogie  on  a  piano  which  a  custodian  had 
thoughtlessly  left  unlocked. 

Mr.  Hanna  could  be  pardoned  for  almost 
any  degree  of  exuberant  commemoration  of 
(Continued  on  page  iO) 

Static  &  £nour 

By  AWFREY  QUINCY 
NOW  they're  signing  talent  for  20  years.  To 
us,  it  seems  that  there's  a  touch  of  insecurity 
about  such  short-term  arrangements.  Who'll 

be  first  with  a  99-year  contract? 

*    *  * 

According  to  Closed  Circuit,  a  former 
high-ranking  RAF  general  may  be  the  next 
"Head  Man"  of  British  radio.  We  suppose 
that's  better  than  an  ex-cavalry  general  or  a 
former  quarterdeck  admiral,  but  our  idea  of 
the  required  type  is  a  composite  of  such 
characters  as  Ed  Kobak,  John  Royal,  L.  B. 
Wilson  and  Walter  Damm,  none  of  whom  would 
ever  stay  in  formation,  and  we  shudder  to 
think  of  how  they'd  look  in  a  uniform. 

"What  makes  the  Boss  Man  rave  and  rail," 
said  Files  to  Telephone 

"Our  HOOPERDINK  has  slipped  a  point," 
the  Messenger  Boy  said 

"What  makes  the  Agency  Man  quail," 
said  Files  to  Dictaphone 

"Our  PRATING  is  deflating,"  the  Secre- 
tary said. 

"So  they're  firing  the  Comedian,  the  Pro- 
ducer gets  the  ax 

And  our  new  star's  a  tragedian  who  will 
do  his  show  on  wax 

For  the  NIELSENPOOP  is  drooping, 
down  from  Ten  to  Nine  point  Two 

So  they're  hanging  everybody  in  the  morn- 
ing." 
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. .  •  because  more  people 


are  listening  to  WTOP 
than  to  any  other  radio  or  ^| 
television  station  in  Washington* 


X 


wto 


THE  WASHINGTON  POST -CBS  STATION 


Represented  by  Radio  Sales 


1f54^%  more  totat  week  shareTof  audience  than 
itfhe  next  station  (Pulse:  March-April,  7950) 

1  /  /  ///    \     Fr-^  r'V^II^^ivr 


front  office 


H 


AROLD  R.  KRELSTEIN,  vice  president-general  manager  WMPS 
Memphis,  elected  vice  president  Plough  Inc.,  of  which  WMPS  is 
wholly-owned  subsidiary.    Joined  station  in   1939  as  salesman; 

made  commercial  manager  in  1940;  acting  manager  in 
1942.    Appointed  to  present  position  in  1943. 

TOM  LEWIS  SHUMATE,  program  director  KSO  Des 
Moines,  to  KAYL  Storm  Lake,  Iowa,  as  manager. 

O.  L.  TAYLOR  Co.  appointed  representative  WHBL- 
AM-FM  Sheboygan,  Wis.,  in  national  spot  sales  field. 

HARRY  WATERSTONE,  with  KGEM  Boise,  Idaho, 
since  its  inception,  appointed  assistant  manager.  AL 
BIORGE,  sales  manager  KGEM,  to  KSL  Salt  Lake. 
MILO  PETERSEN  succeeds  him  at  KGEM. 

BOK  REITZEL,  KSMO  San  Mateo,  Calif.,  to  KCBS 
San  Francisco  as  account  executive. 


Mr.  Krelstein 


WILLIAM  J.  JORY,  promotion  manager  and  assistant  to  manager 
WJLB-AM-FM  Detroit  since  August  1949,  appointed  general  manager. 
Former  manager  WJBK  Detroit,  WKBN  Youngstown,  Ohio,  and  WRBX 
Roanoke,  Va. 

THOMAS  E.  MARTIN,  executive  capacity  WEEU  Reading,  Pa.,  named 
general  manager.  Was  with  WRUN  Utica,  N.  Y.,  and  WWNY  Water- 
town,  N.  Y. 

RANDY  BEAN,  manager  WCHV  Charlottesville,  Va.,  resigns  effective 
in  September  to  open  music  store.  Charles  Barham  Jr.,  owner,  to  be 
active  director. 

TRANSIT  RADIO  Inc.,  Cincinnati,  Ohio,  appointed  national  representa- 
tive by  WLYN-FM  Lynn,  and  WHAV-FM  Haverhill,  Mass. 

BOB  ALLEN,  program  director  WDGY  Minneapolis, 
appointed  assistant  manager.  With  station  for  past 
four  years.    Previously  with  WEAU  Eau  Claii-e,  Wis. 

C.  D.  (Chuck)  MILLER,  program  director  KRNT  Des 
Moines,  to  director  of  radio  operations  WTCN  Minneap- 
olis. Formerly  with  KMA  Shenandoah,  WHO  Des 
Moines,  others.  SHERMAN  K.  HEADLEY,  senior  TV 
program  director,  appointed  director  of  TV  operations 
WTCN-TV. 

LEE  GORDON  RASMUSSEN,  manager  KAYL  Storm 
Lake,  Iowa,  to  KJFJ  Webster  City,  Iowa,  as  manager. 


Mr.  Allen 


ROBERT  E.  GIBSON,  baseball  broadcaster  WSAM  Saginaw,  Mich.,  ap- 
pointed sales  and  account  representative. 

WBAC  CLEVELAND,  TENN.,  publishes  new  rate  card,  1-A,  revised 
effective  Aug.  1. 

BARRY  MAHOOL,  chairman  Television  Broadcasters  Assn.  Inc.'s  public 
service  programming  committee,  N.  Y.,  to  staff  of  Radio  Free  Europe, 
N.  Y. 

AVERY-KNODEL  Inc.,  N.  Y.,  radio-TV  station  representative,  moves 
to  608  Fifth  Ave.,  N.  Y. 

C.  E.  STILES,  supervisor  purchasing  and  stores  at  CBC  engineering- 
headquarters,  Montreal,  to  assistant  director  personnel  and  administrative 
services,  CBC  Ottawa.  Started  with  predecessor  of  CBC  in  1933.  Suc- 
ceeded as  purchasing  agent  by  M.  D.  PETERKIN,  assistant  supervisor 
purchasing.  G.  G.  YULL,  chief  storekeeper  CBC  Montreal,  to  supervisor 
of  stores.    P.  V.  TREMBLAY  to  assistant  purchasing  agent. 

CHARLES  C.  WOODARD  Jr.,  Stanford  U.  law  graduate,  to  staff  of 
Ned  Marr,  director  legal-personal  relations,  CBS  Hollywood. 

JOHN  M.  ELLIS,  local  sales  manager  CHAT  Medicine  Hat,  formerly  on 
sales  staff  CKCK  Regina,  named  sales  manager  CKY  Winnipeg. 

PAUL  SCHEINER,  KLX  Oakland,  to  KGO  San  Francisco  as  radio  sales 
representative. 

EDWARD  BISHOFF  to  ABC  Chicago  sales  service  staff  after  working 
at  Price,  Robinson  &  Frank  Agency  and  A.  C.  Nielsen  Co.,  both  Chicago. 

WEST  COAST  Radio  Sales  established  in  S.  F.  by  BENTON  PASCHALL 
as  Northern  California  representative  of  his  Western  Radio  Sales,  Holly- 


wood. New  offices  in  1085  Monadnock  Bldg.  Phone  Douglas  2-4475. 
ROGER  R.  HUNT,  KHUB  Watsonville,  Calif.,  is  manager. 

MILTON  VANDEVENTER,  KMOX  and  WIL  St.  Louis,  to  sales  staff 
of  WMAY  Springfield,  111.,  set  to  open  Aug.  15. 

LEN  FIRESTONE,  WPGH  Pittsburgh,  to  Schepp-Reiner  Co.,  N.  Y., 
station  representative,  as  account  executive. 

HARRINGTON,  RIGHTER  &  PARSONS  Inc.,  N.  Y.,  moves  to  347  Madi- 
son Ave.    Phone:  Lexington  2-1741. 

ED  HEWITT,  radio  sales  representative  KGO  San  Francisco,  to  KGO-TV 
as  television  sales  representative. 


E.  J.  (Mike)  HUBER,  general  manager  KTRI  Sioux  City^  Iowa,  elected 
president  Sioux  City  Adv.  Club  .  .  .  Arthur  Hull  Hayes,  CBS  vice  presi- 
dent, S.  P.,  named  chairman  radio  committee  for  Community  Chest  1950 
Fund  Drive  .  .  .  Robert  W.  Booth,  manager  WTAG  Worcester,  Mass., 
accepted  degree  Doctor  of  Journalism  from  Suffolk  U.,  Boston,  for  his 
father,  George  F.  Booth,  president  WTAG  Inc. 

JOHN  PATTISON  WILLIAMS,  executive  vice  president  WING  Dayton 
and  WIZE  Springfield,  Ohio,  selected  to  serve  as  national  counselor  for 
Dayton  Chamber  of  Commerce  .  .  .  Hugh  E.  Pearson,  president  Taylor, 
Pearson  &  Carson  (Canada)  Ltd.,  Calgary,  All-Canada  Mutually  op- 
erated stations,  elected  a  director  Bank  of  Toronto  .  .  .  John  T.  (Jelder 
Jr.,  general  manager  WCHS  Charleston,  W.  Va.,  appointed  director  of 
1950  Community  Chest  drive  for  Charleston  .  .  .  Fred  Rabell,  general 
manager  KSON  San  Diego,  recuperating  at  home  following  recent  heart 
attack. 


RADIO  ANNUAL 

lER  '49  Talks  Compiled 

EDUCATION  ON  THE  AIR.  By  Ohio 
State  U.  Press,  Columbus,  Ohio.  444 
pp.  $4. 

THIS  19th  annual  yearbook  for 
the  university's  Institute  for  Edu- 
cation by  Radio  is  a  running 
account  of  speeches  and  discus- 
sions at  lER's  1949  convention, 
which  headlined  such  industry  per- 
sonalities as  FCC  Chairman 
Wayne  Coy,  Comr.  Frieda  Hen- 
nock,  John  F.  Patt,  Mortimer 
Loewi,  Leonard  Marks,  Forney 
Rankin,  Clifford  Durr,  Edgar  Ko- 
bak  and  others. 

The  introduction  is  devoted  to  "a 
glance  ahead"  at  the  future  of  the 
mass  media  —  AM,  TV,  FM  and 
facsimile — by  Chairman  Coy  and 
figures  identified  with  these  phases 
of  aural  broadcasting. 

Television's  impact  on  American 
life  is  reviewed  in  presentations 
from  representatives  of  the  pro- 
duction, motion  picture,  educa- 
tional, recreational  and  other  fields. 
International  aspects  —  the  Voice 
of  America,  UNESCO  and  radio's 
contribution  to  world  peace — also 
are  covered.  A  chapter,  "Educa- 
tion by  Radio  at  the  Crossroads," 
is  authored  by  Mr.  Kobak,  now 
radio  consultant  and  former  MBS 
president. 

Other  sections  deal  with  work- 
study  viewpoints  on  television, 
1  adio's  role  in  organized  education, 
specific  program  areas  in  radio, 
and  organizations  utilizing  radio. 
Included  also  are  awards  of  life 
memberships  in  lER,  awards  for 
1949  outstanding  programs  and 
listing  of  recordings  exhibited. 


KFOR  GESTURE 

Marks  Hardy's  Longevity 


A  RADIO  flashback  by  KFOR 
Lincoln,  Neb.,  has  provided  a  long- 
time sponsor  with  a  friendly  and 
novel  gesture,  the  station  reports. 

Station  brought  together  the 
original  newscast  personnel  at  an 
anniversary  broadcast  marking 
sponsorship  of  the  news  program 
for  eight  consecutive  years  by  the 
Hardy  Furniture  Co.  in  that  city. 
Eight  years  ago,  Harry  Peck,  now 
vice  president  and  general  manag- 
er of  KFOR,  did  the  commercials 


Awarding  certificate  to  Mr.  Hardy 
(center)  is  Mr.  Peck  (r),  with  Mr. 
Swensen  looking  on. 

while  Harvey  Swensen,  now  in 
business  for  himself,  was  the  news- 
caster. 

In  place  of  the  usual  closing 
commercial  on  the  program,  KFOR 
awarded  a  certificate  of  apprecia- 
tion to  Phillip  S.  Hardy,  president 
of  the  furniture  firm,  for  loyal 
support  to  the  station  and  to  Lin- 
coln's radio  audience. 


DEPT.  OP  COMMERCE,  State  of  New 
York,  has  sent  to  all  broadcasters 
special  July  4th  safety  packet,  which 
includes  spot  announcements  designed 
for  prevention   of  holiday  accidents. 


KMOX     St.  Louis,     Old  Fashioned 

Barn    Dance  will    appear    in  four 

neighboring  Illinois  towns  during 
summer. 
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The  Crow  and  the  Pitcher 


NEW   ENGLAND  VERSION 

You've  heard  the  fable  of  the  Thirsty  Crow  who  found 
a  pitcher  with  water  in  the  bottom  of  it . .  and  then  pro- 
ceeded to  raise  the  level  of  the  water  by  dropping  in  stones, 
one  by  one. 

That's  how  Aesop  tells  it,  anyway.  Here  in  New  England, 
we  have  a  quicker  method  of  raising  levels. .  sales  levels, 
particularly.  Instead  of  tackling  all  the  various  New  Eng- 
land areas  one  by  one,  smart  advertisers  reach  the  great 
majority  of  the  entire  market  with  just  one  medium:  WBZ! 
With  50,000-watt  power  and  consistently  high  ratings, 
WBZ  really  gets  your  message  to  an  eager  audience  in  all 
six  New  England  states.  And  that's  no  fable!  For  details, 
check  WBZ  or  Free  &  Peters. 


BOSTON 


50,000  WATTS 


NBC  AFFILIATE 


WESTINGHOUSE   RADIO   STATIONS  Inc 

KDKA    •    WOWO    •    KEX    •    KYW    •    WBZ    •WBZA    •  WBZ-TV 

National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 
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THIS  quartet  constitutes  the  outgoing  chcirman  and  newly  elected  officers 
of  the  Cleveland  Section,  Institute  of  Radio  Engineers.  L  to  r:  Joseph  L. 
Hunter,  John  Carroll  U.,  secretary-treasurer;  Joseph  Dobosy,  consulting  en- 
gineer, past  chairman;  Joseph  B.  Epperson,  chief  engineer,  Scripps-Howard 
Radio,  chairman;  Thomas  B.  Friedman,  chief  engineer,  WXEL  (TV)  Cleveland, 

vice  chairman. 


Respects 

(Continued  fram  page  36) 

his  election  as  vice  president  and 
director  of  radio-television  and  a 
member  of  the  Ayer  board  of  di- 
rectors. His  present  station  is  a 
commendable  improvement  over  his 
first  assignment  at  Ayer,  which  he 
joined  in  1927  as  an  apprentice. 

The  top  radio-television  executive 
of  N.  W.  Ayer  -was  born  in 
Wheaton,  111.,  Aug.  3,  1903.  At  the 
age  of  6  he  was  taken  by  his 
family  to  Philadelphia  where  he 
grew  up.  attended  public  schools 
and  was  graduated  from  the  U.  of 
Pennsylvania. 

At  college  he  studied  journalism 
and  economics,  harbored  intentions 
of  becoming  a  writer.  In  his  senior 
year  and  after  graduation  he 
worked  as  a  reporter  for  the  now 
defunct  Philadelphia  Xorth  Ameri- 
ca n. 

After  a  year's  service  with  the 
newspaper,  he  abandoned  the  peon- 
age of  journalism,  which  in  those 
days  rewarded  its  practitioners  with 
salaries  too  small  to  be  seen  by  the 
naked  eye.  He  took  a  job  as  art 
director  and  salesman  with  a  Phila- 
delphia manufacturer  of  display 
signs  and  showcases. 

A  year  later  Mr.  Hanna's  venture 
into  the  display  equipment  business 
ended  when  the  company  failed. 
The  regrettable  experience  so 
dashed  his  interest  in  the  world  of 
commerce  that  he  signed  aboard  a 
Europe-bound  freighter,  jumped 
ship  on  the  continent  and  wandered 
through  France,  England,  Italy, 
Germany  and  Switzerland  for  a 
year. 

Joins  Ayer 

At  the  end  of  his  European  so- 
journ his  personal  finances  were  so 
depleted  that  his  interest  in  com- 
mercial activity  was  revived.  He 
returned  to  Philadelphia  and  joined 
the  Ayer  agency. 

His  first  job  was  in  the  detail 
department,  to  which  new  employes 
were  assigned  to  learn  the  funda- 
mentals of  the  agency  business. 
Chafing  in  the  routine  of  the  detail 
department,  Mr.  Hanna  began  com- 
posing advertising  copy  on  his  own 
time.  A  series  he  wrote  for  Camel 
cigarettes,  then  a  client  of  Ayer, 
won  him  a  permanent  place  as 
copywriter  less  than  a  year  after 
he  joined  the  agency. 

In  the  next  eight  years  Mr. 
Hanna  wrote  copy  for  almost  every 
client  of  the  finn,  "from  Camels  to 
Old  Town  canoes,"  as  he  puts  it 
now.  In  1936  he  was  appointed 
copy  chief  of  the  agency's  Detroit 
office. 

The  principal  reason  for  the 
existence  of  Ayer's  Detroit  office  at 
that  time  was  the  Ford  account,  for 
which  the  agency  prepared  not 
only  consumer  advertising  but  also 
all  kinds  of  dealer  aids,  institu- 
tional promotion  and  even  some 
intra-company  publications. 

Mr.  Hanna  and  six  copy  writers 
were  kept  busy  in  Detroit  until 
1940  when  the  Ford  account  was 
shifted  to  another  agency.  At  that 


time  Mr.  Hanna  was  transferred  to 
New  York  as  radio  copy  chief.  He 
has  been  in  radio  and  television  for 
the  agency  ever  since  then. 

Television  is  not  a  new  experience 
for  Mr.  Hanna  or  for  N.  W.  Ayer. 
In  1941.  he  recalls,  the  agency  ex- 
perimented with  all  kinds  of  com- 
mercials for  its  long  time  client, 
Atlantic  Refining  Co.,  which  spon- 
sored telecasts  of  the  U.  of  Pennsyl- 
vania football  games  that  year  over 
WPTZ  (TV)  Philadelphia. 

Ayer  tried  numerous  types  of 
commercials  in  those  pioneering 
days — puppets,  films,  and  even,  in 
Mr.  Hanna's  words,  "the  revolu- 
tionary idea  of  having  an  an- 
nouncer appear  live  to  say  that 
Atlantic  was  a  good  product." 

It  constitutes  at  least  a  minor 
historical  note  to  observe  that 
Atlantic  only  last  season  sponsored 
U.  of  Pennsylvania  football  tele- 
casts over  the  same  WPTZ,  still 
using  various  kinds  of  commercials. 
One  noticeable  diflPerence  between 
last  season  and  1941  was  in  the 
size  of  the  audience.  In  1941  there 
were  fewer  than  75  receivers  in 
the  Philadelphia  area. 

Top  Clients 

Two  Ayer  clients  with  dis- 
tinguished histories  of  their  use 
of  radio  are  Atlantic,  which  spon- 
sors a  heavj-  sports  schedule,  and 
Bell  Telephone  Co.,  whose  Tele- 
phone Hour  has  recently  passed  its 
10th  anniversary. 

Atlantic's  lineup  of  stations  is 
commonly  considered  a  spot  radio 
campaign,  although  the  agency 
actually  sets  up  its  own  networks 
to  carry  games  that  the  client 
sponsors.  Ayer  buys  radio  and 
television  for  such  other  clients  as 
National  Dairy  Corp.,  Carrier  Air 
Conditioning,  Personal  Products 
Div.  of  Johnson  &  Johnson,  Gordon 
Baking  Co.,  the  Electric  Cos.,  Lever 
Bros.  (Surf),  United  Airlines. 

In  the  first  quarter  of  1949,  Ayer 
had  three  clients  using  television. 
In  the  first  quarter  this  year  it  had 
20.  Its  AM  billings  this  year  also 


increased  over  last.  Total  billings 
of  the  agency  are  not  revealed. 

Mr.  Hanna  foresees  a  healthy 
future  for  both  television  and  radio, 
particularly  daj-time  radio. 

"The  future  of  daj-time  radio  ex- 
tends indefinitely,"  he  said  last 
week.  "As  for  television,  the 
scramble  for  good  time  in  TV  will 
reach  bitter  propoi'tions  before  the 
freeze  is  lifted  and  new  stations  get 
into  operation." 

Likes  Golfing 
When  he  is  not  grappling  with 
the  intricacies  of  running  the  radio- 
television  activities  of  one  of  the 
nation's  biggest  agencies,  Mr. 
Hanna  is  apt  to  be  relaxing  at 
golf,  a  game  in  which  he  confesses 
he  is  more  enthusiastic  than  skill- 
ful. 

His  other  pastimes  include 
piano  playing,  bridge  and  gin 
rummy,  in  all  of  which  he  is  more 
competent  than  in  golf,  he  says. 

He  and  his  wife,  the  former  Judy 
Hofstetter  of  Philadelphia,  and 
their  daughter,  Jean,  11,  live  in 
Scarsdale,  N.  Y.  He  is  a  member  of 
the  Westchester  Countrj'  Club. 


CONTEMPLATING  many  happy 
years  ahead  at  ABC  is  Don  McNeill 
(I),  star  of  the  network's  Breakfast 
Club  program,  after  he  closes  a  20- 
year  contract.  Also  registering  ap- 
proval of  the  agreement  is  Mark 
Woods,  ABC's  vice  chairman  of  the 
board. 


OPERATORS 

FCC  Forms  New  Class 

FCC  last  week  finalized  its  proposal 
to  establish  a  new  class  of  commer- 
cial radio  operator  license — the 
Radiotelephone  Third  Class  Opera- 
tor— whose  authority  would  include 
operation  of  noncommercial  educa- 
tional FM  stations  of  no  more  than 
10  w  power  [Broadcasting,  Aug. 
29,  1949]. 

The  new  class  was  designed  to 
meet  a  need  for  a  non-technical  li- 
cense falling  between  the  present 
restricted  radiotelephone  operator 
permit  and  the  second-class  license. 

Authority  of  a  third-class  license 
holder  to  operate  low-power  non- 
commercial educational  FM  sta- 
tions will  be  subject  to  these  con- 
ditions: (1)  he  may  make  no 
adjustments  that  might  result  in 
improper  transmitter  operation ; 
(2)  the  equipment  must  be  so  de- 
signed that  frequency  stability  is 
maintained  by  the  transmitter  it- 
self and  "normal  rendition  of  ser\'- 
ice"  will  not  cause  off-frequency 
operation  or  unauthorized  radia- 
tion; and  (3)  transmitter  adjust- 
ments that  may  affect  proper 
station  operation  must  be  made 
by  or  under  the  immediate  super- 
vision of  a  first-  or  second-class 
operator. 

FCC  also  revised  the  examina- 
tion for,  and  the  scope  of  oper- 
ating authority  under,  the  Re- 
stricted Radiotelegi-aph  Operator 
Permit,  which  was  renamed  Radio- 
telegraph Third  Class  Operator 
Permit.  The  scope  of  this  permit 
also  includes  the  low-power  FM 
stations,  subject  to  conditions. 


MUSIC  SCHOOL 

WFMA  Sponsors  Project 


RADIO'S  effectiveness  as  a  music 
medium  has  received  added  im- 
petus through  the  FM  Music 
School  conducted  the  past  two 
years  by  WFMA  (FM)  Rocky 
Mount,  N.  C.  The  end  of  an  ex- 
periment and  recognition  of  ra- 
dio's place  in  music  instruction 
was  signalized  by  the  school  a  few 
weeks  ago  when  the  students  of 
Nash  County  staged  spring  music 
festivals. 

Now  incorporated  into  the  reg- 
ular school  curriculum,  the  WFMA 
Music  School  came  into  being  af- 
ter Gregg  Cherry,  then  governor 
of  North  Carolina,  became  inter- 
ested in  the  utilization  of  radio  in 
education  and  appointed  a  com- 
mittee to  investigate  the  possibili- 
ties. 

One  of  these  committee  mem- 
bers was  Josh  L.  Horne,  who  de- 
cided to  launch  an  experimental 
FM  music  school  in  1948  over  his 
outlet  WCEC-FM,  now  WFMA 
(FM).  The  experiment  taking 
hold,  county  funds  were  allotted 
for  the  purchase  of  FM  sets.  The 
following  year,  the  school  was  ful- 
ly organized.  Through  the  WFMA 
Music  School,  the  children  are  in- 
troduced to  musical  forms  not  us- 
ually available  in  classrooms. 


Page  40     •     July  3,  1950 


BROADCASTING    •  Telecasting 


Here's  an  ambitious  boy, 
John  Stroud,  who  stood  among  the 
top  tenth  in  his  high  school  graduating 
class.  Just  a  few  weeks  ago  he  went 
to  work  for  a  steel  company. 

He's  working  as  spot  grinder  in 
the  plate  mill.  John  likes  the  work 
and  he  wants  to  make  steel  his  career. 

John  Stroud  may  not  know  it,  but 
a  few  years  ago  it  cost  a  steel  company 
an  average  of  $8,000  to  provide  one  job. 
At  todav's  prices  for  construction  and 
equipment  the  cost  of  providing  one 
job  in  a  new  plant  has  climbed  to  more 
than  $24,000. 

Investors  put  up  quite  a  lot  of  the  money 
that  goes  into  making  the  jobs  in  steel. 
Their  savings,  invested  in  the  hope  of  a  fair 
return,  make  possible  hetter  jobs,  better  steel 
and  hetter  li^'ing  all  around.  This  is  private 
enterprise  continuously  at  work  for  your  benefit 


John  ^md 


high  school  honor  graduate 
oes  "to  ivork  in 


BROADCASTING  • 


AMERICAN  IRON  AND  STEEL  INSTITUTE  • 

Telecasting 


350  FIFTH  AVENUE,  NEW  YORK  1,  N.Y. 

July  3,  1950 


•    Page  41 


Richards'  Politics 

(Continued  from  page  23) 
complish  what  you  thought  was  right. 

Correspondence  also  was  intro- 
duced to  show  that  one  of  Mr. 
Richards'  attorneys,  William  A. 
Alfs,  had  feared  the  station  owner 
"might  be  heading  for  trouble"  if 
he  broadcast  an  anti-New  Deal 
commentary  series  by  Rupert 
Hughes,  which  was  subsequently 
carried.  Mr.  Alfs  had  warned  that 
the  opposition  might  demand  equal 
time,  and  raised  questions  relating 
to  Hatch  Act  limitations  on  the 
amount  a  single  individual  may 
contribute  to  a  political  campaign. 

Among  letters  assertedly  sent  by 
Mr.  Richards  to  Mr.  Fitzpatrick 
was  one  which  said  in  part : 

We  cannot  pussyfoot  any  longer. 
To  hell  with  the  FCC.  Of  course,  we 
have  to  live  up  to  their  rules,  but 
there  are  no  rules  that  say  we  can't 
act  America  and  boost  our  own  coun- 
try and  our  own  people  and  own  Con- 
stitution. 

In  another  letter  attributed  to 
Mr.  Richards  was  an  assertion  that 
"we  at  WJR,  WGAR  and  KMPC 
should  do  everything  within  our 
power  to  change  the  administra- 
tion." 

Mr.  Cottone  wanted  to  know 
whether  the  station  owner  had 
ever  said  anything  of  that  nature 
to  Mr.  Reynolds. 

"He  has  on  many  occasions,"  the 
station  manager  replied.  "But  it 
didn't  mean  to  me  that  I  should  do 
anything   about  it.   I   know  Mr. 


Richards  and  I  know  how  he  talks." 

A  letter  initialed  "GAR"  said  the 
Victory  F.O.B.  program  "is  WJR's 
chance  to  play  its  part  in  helping 
to  eliminate  the  bureaucrats  who 
would  communize  our  country." 
The  program,  it  was  explained, 
had  consisted  of  talks  by  prominent 
Americans  concerning  the  war 
effort. 

Mr.  Reynolds  also  was  asked  to 
identify  a  note  which  said  in  part: 
"Clete,  let's  know  all  our  Congress- 
men, especially  the  ones  on  Amer- 
ica's side.  Let's  skip  the  Gahagans." 

Note  to  Roberts 

Mr.  Reynolds  said  the  writing 
appeared  to  be  Mr.  Richards'  but 
that  he  didn't  know  who  "the  Ga- 
hagans" were.  Mr.  Richards,  he 
said,  had  never  referred  to  Con- 
gresswoman  Helen  Gahagan  Doug- 
las (D-Calif.)  as  "Gahagan."  The 
note  was  addressed  to  Clete  Rob- 
erts, former  KMPC  public  affairs 
director. 

Most  of  Tuesday's  session  was 
devoted  to  introduction  of  scripts 
of  the  weekly  Victory  F.O.B. ,  which 
WJR  fed  to  some  110  CBS  stations 
and  which  Mr.  Cottone  claimed 
was  used  in  1944  to  promote  the 
Republican  cause. 

Mr.  Richards'  counsel  refused  to 
concede  the  authenticity  of  a  memo 
which  Mr.  Richards  assertedly  sent 
to  Mr.  Roberts  in  1947  during 
telephone  and  coal  strikes. 

"Until  these  two  strikes  are 
over,"  the  memo  said,  "climb  all 
over  the  administration  and  unions 
for  allowing  this  to  happen.  Criti- 


cize both  vigorously  until  the 
strikes  have  been  settled." 

Mr.  Burns  claimed  the  memo 
"was  taken  from  the  station  by 
the  Commission's  star  witness — 
Clete  Roberts." 

Examiner  Cunningham  asked  at 
one  point  whether  KMPC  "wilfully 
excluded  the  strikers'  side  of  the 
story  in  these  controversies."  Mr. 
Reynolds  replied  that  he  saw  noth- 
ing wrong  in  a  station  owner  or 
manager  conveying  his  ideas  to  his 
news  staff  so  long  as  the  "end 
product"  —  the  news  broadcast  — 
was  objective  and  fair. 


'LUCKY  NUMBER' 

WMAW  Forced  To  Cancel 

SYNDICATED  Lucky  Social  Se- 
curity Numbers  program  was  taken 
off  the  air  by  WMAW  Milwaukee 
Wednesday  after  the  city's  district 
attorney  threatened  to  issue  an 
arrest  warrant  for  Station  Man- 
ager Jack  Bundy  if  the  show  re- 
mained. District  Attorney  William 
McCauley  charges  the  money  give- 
away show  is  a  lottery,  and  violates 
Wisconsin's  anti-gambling  laws 
[Broadcasting,  June  26]. 

A  request  by  WMAW  attorneys 
that  same  day  for  a  review  of  the 
case  by  Attorney  General  Thomas 
Fairchild  was  denied  by  Mr.  Mc- 
Cauley's  office.  An  open  meeting 
was  scheduled  by  Attorney  General 
Fairchild  to  take  place  in  his  office 
at  Madison  Friday  afternoon. 
Several  radio  stations  were  ex- 
pected to  send  representatives  to 
sit  in  on  clarification  of  the  status 
of  several  other  giveaways  also. 

Format  of  Lucky  Social  Security 
Numbers  was  changed  last  Monday 
to  include  a  quiz  angle,  injecting  an 
element  of  skill  in  compliance  with 
state  law.  Despite  this,  the  district 
attorney  issued  a  removal  order. 

Status  Reported 

H.  Ellis  Saxton  Agency,  Mil- 
waukee, which  bought  one-minute 
adjacencies  to  the  show  10  times 
daily  for  Roth  appliance  distribu- 
tors, cancelled  the  giveaway  men- 
tions in  the  spots  immediately,  sub- 
stituting last-minute  reports  on  the 
show's  legal  status. 

Mr.  Saxton,  who  reported  "thou- 
sands" of  people  have  called  the 
40  stores  in  the  area  serviced  by 
Roth,  called  the  show  "the  biggest 
response  producer  we  have  ever 
seen."  He  said  the  program,  with 
the  revised  format,  is  similar  to 
other  quiz  giveaways  aired  in  Mil- 
waukee. 

Action  of  the  district  attorney 
followed  refusal  of  the  Milwaukee 
Journal,  which  owns  WTMJ-AM- 
TV  Milwaukee,  to  print  paid  ad- 
vertising program  promotion.  The 
Sentinel  also  rejected  such  adver- 
tising after  originally  accepting  it. 

WMAW  Manager  Bundy  said: 
"Every  effort  will  be  made  to  get 
the  show  back  on  the  air  in  a  form 
acceptable  to  legal  authorities." 


WJAS  Pittsburgh  has  been  presented 
with  citation  by  Horace  Heidt  Youth 
program  (NBC  9:30-10  Sunday)  for 
manifesting  faith  in  "the  future  of 
Greater  America"  by  progressive 
planning  and  effective  action. 


ABILITY  to  tell  a  tall  on«  earns 
James  P.  Walker,  KTUL  TuUa  ac- 
count executire,  the  Lions  Club  Liors 
Championship  in  his  home  city.  This 
cup  is  the  third  won  by  Mr.  Walker, 
who  walked  away  with  honors  in 
1944  and  again  in  1945.  Hit  win- 
ning fabrications  were  presented  in 
the  form  of  a  mock  newscast. 


Hooper  Report 

FIRST  issue  of  the  Hooper  monthly 
City-By-City  Broadcast  Audience 
Report,  giving  city-by-city,  pro- 
gram-by-program, radio-with-radio,  ^ 
TV-with-TV,  and  radio-with-TV 
comparisons,  will  be  published  July 
20,  C.  E.  Hooper  Inc.  announced 
last  week. 


'ROUNDTABLE' 

Uses  New  Transcript  Device 


NEWLY-DEVELOPED  technique 
in  transcribing  will  be  used  by 
U.  of  Chicago  Roundtable  for  spe-  , 
cial  series  of  five  programs  with  a 
peace  theme.  The  program  is 
heard  on  NBC  Sunday,  1:30-2  p.m. 
(EDT).  The  university  will  place 
twice-edited  transcripts  of  pro- 
grams on  Washington  press  asso- 
ciation desks  and  large  newspaper 
bureaus  at  4:30  p.m. 

Ward  &  Paul,  reporting  firm, 
will  make  the  transcripts.  Speed 
and  economy  have  been  achieved 
after  a  long  period  of  experimenta-  '^i 
tion  through  use  of  the  new  Dicta- 
phone Timemaster.  This  device 
engraves  on  a  plastic  belt  3%  inches 
wide  and  12  inches  in  circumfer- 
ence, with  voice  fidelity  rated  at 
300  to  3500  cycles  flat.  Transcripts 
will  be  delivered  by  air  mail  to 
150  editors  early  Monday  morning. 
Spirit  duplication  process  is  used 
by  Ward  &  Paul. 

The  peace  series  starts  July  9 
under  the  title  "Proposals  for 
Peace,"  with  world-famed  authori- 
ties taking  part.  The  university 
decided  to  provide  transcripts  be- 
cause of  heavy  demand  for  text  of 
remarks  during  the  informal  dis- 
cussions. ^ 


EXCELLENT  OPPORTUNITY 
for 

EXPERIENCED   SALES  MANAGER 

New  York  City-Jersey  experience  preferred 

Send  full  particulars  to 

W  P  AT 

Paterson,  N.  J. 

Richard  Drukker,  President 
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MARKET;  Retail  sales  nearly  3  billion  . . .  $300  per 

family  OVER  national  average.  Farm  income  IVi  bil- 
lion .  .  .  $3,000  per  farm  OVER  national  average. 

COVERAGE:  485,000  families  .  .  .  100,000  MORE 

every  day  and  by  night  than  second  station. 

MANAGEMENT:  ''One  of  most  successful  oper- 
ations in  L7. 5/'— VARIETY,  /;/  1950  Showmanager 
Award  to  John  J.  Gillin,  Jr. 

COST  As  low  as  62c  per  thousand  families  (81c  for 
second  station)  and  in  some  instances,  9  percent  lower 
than  two  years  ago! 

AVAILABILITIES:  Scarce,  but  a  few  good  ones 


NOW. 


RADIO  STATION 

wow 

OMAHA,  NEBRASKA 
590  KC  •  NBC  •  5000  WATTS 


Owner  tmd  Operator  of 


WOW-TV  Channel  Six 

KODY  AT  NORTH  PIATTE 


JOHN     J.     CILIIN,     J«..     P«IS.    S     GtN    L.  MG«. 
JOHN     iLAII     &    CO.,  lEPKESENTATIVES 
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Population  Shifts 

(Continued  from  page  21) 

to  remain  in  third  place  despite  the 
phenomenal  increase  in  the  popu- 
lation of  Los  Angeles.  Apparently 
incorporated  Philadelphia  will  pass 
the  2,000,000  mark  compared  to 
1,931,334  in  1940.  This  does  not 
include  the  mushrooming  suburbs. 
For  example,  half  the  counties  of 
the  state  of  New  Jersey  have  been 
counted,  indicating  a  gain  of  800,000 
to  1,000,000  for  the  state  and  bring- 
ing it  above  5,000,000. 

Detroit's  incorporated  population 
rose  from  1,623,452  in  1940  to 
1,837,613  in  1950  but  Los  Angeles 
threatens  Detroit's  fourth  place 
among  the  first  10  cities.  The  popu- 
lation of  incorporated  Los  Angeles 
rose  from  1,504,277  in  1940  to 
1,954,036  in  1950  but  it  is  estimated 
the  Los  Angeles  metropolitan  area 
now  includes  over  4,000,000  per- 
sons. The  city  of  Cleveland  rose 
from  878,336  to  909,546. 

Baltimore,  which  had  a  popula- 
tion of  859,100  in  1940,  is  expected 
to  pass  900,000  when  1950  tabula- 
tions have  been  completed.  Incor- 
porated St.  Louis  rose  from  816,048 
in  1940  to  852,523  in  1950.  In  Bos- 
ton the  population  of  the  city  itself 
rose  from  770,816  to  788,552  in  the 
decade. 

D.  C.  in  10th  Place 

Provisional  figures  for  Pitts- 
burgh and  Washington  have  not 
been  completed  but  the  nation's 
capital  (District  of  Columbia  only) 
is  expected  to  replace  Pittsburgh 
as  the  tenth  city.  Pittsburgh's  popu- 
lation, 671,659  in  1940,  is  estimated 
to  have  risen  about  100,000  in  the 
decade.  Washington  jumped  from 
663,091  in  1940  to  780,000  in  1950. 

The  metropolitan  area  of  Wash- 
ington (including  adjacent  coun- 
ties) is  estimated  at  1,500,000  popu- 
lation. In  1948  the  city  area  rose 
to  863,000  but  many  families  moved 
to  new  apartments  or  suburbs. 
Apartment  restrictions  on  children 
are  cited  as  one  of  the  factors  in 
this  dispersal  to  the  outlying  areas. 

Other  cities  above  500,000  in 
population  (incorporated  area 
only)  are  San  Francisco,  rising 
from  634,536  in  1940  to  760,439  in 


1950;  Milwaukee,  from  587,472  to 
632,938;  Buff^alo  up  slightly  from 
its  575,901  in  1940;  New  Orleans 
up  from  494,537  to  568,407  and 
Minneapolis  up  from  492,370  to 
517,410. 

Incorporated  Cincinnati  missed 
the  500,000  mark  by  a  hair,  show- 
ing an  increase  from  455,610  in 
1940  to  499,749  this  year. 

Several  cities  showed  exceptional 
growth  in  their  chartered  areas. 
Baton  Rouge,  La.,  jumped  from  34,- 
719  to  123,954  in  the  10-year  period. 
Phoenix,  Ariz.,  rose  from  65,414  to 
105,003  and  Albuquerque  jumped 
from  35,449  to  97,000  in  population 
of  incorporated  area. 

Figures  for  Denver  are  not  com- 
plete but  it  is  believed  the  city's 
1522,412  population  will  show  a  rise 
to  about  440,000  (incorporated 
area). 

Houston  Higher 

A  number  of  other  sharp  in- 
creases are  apparent  as  the  figures 
reach  the  Census  Bureau  in  Wash- 
ington. Houston,  which  had  384,514 
in  1940,  will  be  much  higher. 
Seattle  and  Portland  in  the  North- 
west are  well  above  1940,  along 
with  many  other  areas,  including 
Corpus  Christi,  Austin,  El  Paso, 
Dallas,  Fort  Worth  and  other 
Texas  cities. 

Thirteen  cities  joined  the  100,- 
000-plus  group  in  the  decade,  based 
on  incorporated  area.  They  are  Mo- 
bile, Ala.;  Phoenix;  Berkeley  and 
Pasadena  in  California;  Water- 
bury,  Conn.  Allentown,  Pa.;  Aus- 
tin, Corpus  Christi  and  El  Paso  in 
Texas;  Little  Rock,  Ark.;  Baton 
Rouge  Savannah,  Ga.,  and  Mont- 
gomery, Ala. 

In  preliminary  scanning  of  the 
1950  Census  data.  Census  Bureau 
officials  noted  a  "tremendous 
colonization  from  cities  to  outlying 
areas"  and  a  "considerable  de- 
crease in  farm  population."  A  cen- 
tury or  more  ago  95%  of  the  popu- 
lation lived  on  farms.  By  1940  it 
had  dropped  to  21%  and  now  it 
ranges  between  17%-  and  18%. 

Much  of  the  farm  decline  ocurred 
in  States  v/here  large-scale  opera- 
tions prevail  due  to  suitability  for 
use  of  mechanized  implements  and 
the  farm  subsidy  program.  These 
areas  include  Montana,  Wyoming, 
North  and   South  Dakota,  Texas, 


South  Minnesota,  Iowa,  Illinois, 
Indiana,  Kansas,  Oklahoma,  Ken- 
tucky and  some  other  southern 
areas. 

In  Oklahoma,  for  example,  rapid 
expansion  of  the  population  in  Tul- 
sa and  Oklahoma  City  was  offset 
by  movement  off  the  farms. 

Among  states  that  will  show 
outstanding  population  gains  are 
Florida,  Ohio,  Texas,  New  Mexico, 
Arizona,  California,  Utah,  New 
Jersey,  New  York,  Louisiana, 
Washington  and  Oregon,  judging 
by  returns  to  date. 

Most  state  capitals  have  done 
well,  traced  to  expansion  in  gov- 
ernmental functions.  Big  university 
cities  also  have  expanded,  with  stu- 
dents counted  there  instead  of  at 
their  family  homes. 

Provisional  estimates  of  the 
population  of  large  cities  (incorpo- 


CHECK  ARTIST 

WFCB  Aids  Police  in  Capture 

A  BROADCAST  by  WFCB  Dun- 
kirk, N.  Y.,  led  to  the  capture  of 
an  alleged  bad-check  artist  who  had 
been  sought  by  police  of  15  cities 
in  Western  New  York. 

Patrolman  John  Reilly,  of  the 
Dunkirk  police  force,  received  a  tip 
recently  that  the  check  passer  was 
in  the  town.  He  asked  WFCB  to 
disclose  the  fact  and  Chief  An- 
nouncer William  Jacobs  went  on 
the  air  with  a  description. 

A  nearby  merchant  heard  the 
broadcast  while  talking  to  a  cus- 
tomer who  seemed  to  answer  the 
description.  He  called  the  police 
and  a  long  series  of  crimes  was 
solved. 


CBC  MONEY  NEED 

Parliament  Votes  $650,000 

NEED  FOR  MORE  money  by  the 
Canadian  Broadcasting  Corp.  was 
emphasized  in  the  report  of  the 
Parliamentary  Radio  Committee 
tabled  at  Ottawa  on  June  26,  and 
Parliament  voted  the  CBC  an  ad- 
vance of  $650,000  for  the  current 
fiscal  year.  The  Parliamentary 
Radio  Committee  did  not  recom- 
mend how  the  CBC  should  be 
granted  extra  revenue,  leaving  this 
to  the  Royal  Commission  on  Na- 
tional Development  in  the  Arts, 
Letters  and  Sciences,  which  is  to 
make  its  report  this  fall. 

Similarly,  the  Committee  did 
not  make  recommendations  on  tele- 
vision, but  referred  to  CBC  plans 
to  start  its  TV  operations  in 
September  1951  at  Toronto  and 
Montreal.  The  Committee  did  urge 
that  revenue  be  provided  in  some 
way  to  the  CBC  to  continue  its 
present  programs  and  allow  for  ex- 
pansion in  areas  of  Canada  now  not 
adequately  served  by  the  CBC.  It 
also  urged  extension  of  the  CBC 
International  Service,  which  CBC 
operates  for  the  Canadian  govern- 
ment. The  Dept.  of  Transport  was 
requested  to  look  into  a  cheaper 
way  of  collecting  the  annual  $2.50 
listener  license  fees. 


rated  area  only)  for  1950,  rated  by 
total  population  in  1940,  follow: 
CITIES  OF  100,000  AND  MORE 
POPULATION:  1940—1950 
(Incorporated  Area  Only) 

1950 


Popu  lo- 

1940 

tion 

Popula- 

(Provi- 

tion 

sional) 

7,454,995 

3,396,808 

3,631,835 

Philadelphia   

1,931,334 

Detroit   

1 ,623,452 

1,837,613 

1,504,277 

1,954,036 

878,336 

909,546 

859,100 
81 6,048 

852,523 

770,816 

788,552 

Pittsburgh   

671,659 
663,091 
634,536 

\A/  l_;  i  

760,439 

587,472 

632,938 

Buffalo,   N.   Y  ^ 

575,901 

Ki  . ,        —  i  

494,537 

568,407 

492,370 

517,410 

455,610 

499,749 

429,760 
399,178 

Kansas  City,  Mo  

453,290 

386,972 

424,683 

384,514 
368,302 

Seattle   

462,981 

Rochester,  N.  Y  

324,975 

331,292 

322,412 

319,077 

371,859 

Columbus,    Ohio  .... 

306,087 

373,821 

Portland,  Ore  

305,394 

371,009 

302,288 

302,163 

378,322 

Jersey  City,  N.  J.  ... 

301,173 

294,734 

432,805 

292,942 

394,025 

287,736 
282,349 

301,372 

Birmingham,    Ala.    .  .  . 

267,583 

298,747 

253,854 
2'i3  504 

Providence,  R.  1  

254,027 

244,791 

273,189 

223,844 
210,718 

243,108 

Syracuse,  N.  Y  

205,967 

220,067 

204,424 

242,450 

203,341 

321 ,485 

Worcester,  Moss. 

193,694 

201,875 

193,042 

229,897 

Fort  Worth,  Tex  

177,662 

277,049 

Jacksonville,  Fla  

173,065 

Miami,  Fla  

172,172 

247,262 

Youngstown,    Ohio    .  . 

1 67,720 

167,643 

Nashville   

167,402 

173,359 

Hartford,  Conn  

166,267 

176,623 

Grand  Rapids,  Mich.  . 

164,292 

175,647 

Long   Beach,  Calif. 

164,271 

243,921 

New  Haven,  Conn.    .  . 

160,605 

164,206 

Des  Moines,  Iowa   .  .  . 

159,819 

176,954 

Flint,  Mich.  

151,543 

162,193 

Salt   Lake  City   

149,934 

181,902 

Springfield,    Mass.    .  . . 

149,554 

162,601 

Bridgeport,  Conn  

1 47, 1 2 1  . 

158,678 

Norfolk,  Va  

144,332 

182,377 

Yonkers,  N.  Y  

142,598 

Tulsa,  Okia  

142,157 

180,586 

Scranton,  Pa  

140,404 

1 24,747 

Paterson,  N.  J  

1  .^9  656 

139,423 

Albany,   N.  Y  

130,577 

Chattanooga,  Tenn.    .  , 

128,163 

130,333 

Trenton,  N.  J  

124,697 

127,894 

Spokane,  Wash  

122,001 

161,473 

Kansas  City,  Kan.   .  . . 

121,458 

129,853 

Fort  Wayne,  Ind  

1 18,410 

132,831 

Camden,  N.  J  

1 17,536 

1 24,474 

Erie,  Pa  

1 16,955 

130,125 

Fail  River,  Mass  

1 15,428 

Wichita,  Kan  

1 14,966 

Wilmington,  Del  

1 12,504 

109,907 

Gary,  Ind   

1 1 1,719 
1 1 1 ,580 

Knoxville,  Tenn. 

Cambridge,    Mass.     .  . 

1 10,879 

120,700 

Reading,  Pa  

1 10,568 

108,929 

New  Bedford,  Mass.  . 

1 10,341 

109,033 

Elizabeth,  N.  J  

109,912 

112  675 

Taroma,  Wash  

109,408 

142,975 

Canton,  Ohio   

108,401 

116,312 

lOS  391 

124,073 

Sacramento,    Calif.    .  . 

105  958 

Peoria,  III  

105  087 

Somerville.  Mass  

102,177 

10'2,254 

Lowf^ll  Mass  

101. 3S9 

80,427 

South  Bend,   Ind.  .... 

101,268 

Dulu+h,  Minn  

101,065 

104,660 

Charlotte,    N.  C  

ion  899 

133,212 

Utica,   N.  Y  

100,518 

101,479 

CITIES  OF  LESS  THAN  100,000 
POPULATION  IN  1940 
(Incorporated  Area  Only) 


1940 

1950 

Popula- 

Popula- 

tion 

tion 

(Provi- 

s"'>nal) 

78,720 

126,998 

65,414 

105,003 

Berkeley,  Calif  

85,547 

112,125 

Pasadena,  Calif   

81,864 

103,971 

99,314 

104,209 

96,904 

106,254 

Austin,  Tex.   

87,930 

131,964 

Corpus  Christi,  Tex.   .  . 

57,301 

108,051 

96,810 

1 30,003 

Little    Rock,    Ark.    ,  , 

88,039 

101,387 

95  996 

119,109 

Baton   Rouge,   La.    .  .  . 

.     34  719 

123,954 

Montgomery,  Ala  

78,084 

105,715 

THEj>NiY  STATION^ 
tHAT  ACTUALLY  AEliVERS 


Hi|llU:|:T:™ 


COUERHGE 

In  the  Nation's 


vl^^^QHn^^^Fastest  Growing 
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l^kM  WW  OREGON 
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milestones 


NABET-WLAV  PACT 

I         AM-TY  Technicians  Sign 

EIGHTEEN-MONTH  contract  has 
)een  signed  by  National  Assn.  of 
i  Broadcast  Engineers  &  Technicians 
bnd  the  management  of  WLAV  and 
!v\^LAV-TV  Grand  Rapids,  Mich. 
Negotiations  were  concluded  June 
24  after  a  five-hour  strike  which 
put  the  AM  station  oif  the  air  for 
p.5  minutes  and  disrupted  TV  serv- 
lice  five  hours  during  the  afternoon 
(and  evening. 

j  New  contract  provides  for  a 
lunion  shop,  improved  working  con- 
iditions,  a  seniority  clause,  jurisdic- 
tion recognition,  and  a  higher  wage 
jscale.  The  previous  wage  scale 
jcalled  for  $50  to  $60  per  week  on 
la  three-year  escalator  clause.  This 
was  altered  to  $55  to  $82.50  per 
Iweek  on  a  3%  year  escalator. 

NABET    authorized    the  strike 
after  a  vote  was  taken  among  14 
:  engineers  and  technicians  who  had 
I  been  members  of  the  International 
;j  Brotherhood  of  Electrical  Workers 
'■\  (IBEW)  until  that  contract  expired 
jljlast    October.    Affiliation  with 
ij'  NABET  took  place  earlier  this  year 
j  after   the    usual    National  Labor 
1  Relations  Board  election  procedure, 
jj     Contract  was  signed  by  Leonard 
||  Versluis,  owner,  and  George  Maher, 
;  national  executive  secretary  of  the 
p  union,  who  headquarters  in  Chi- 
'j  cago. 


CONTEST  OPENS 

In  Public  Relations  Work 

COMMUNICATIONS  is  one  of  12 
categories  in  which  awards  will 
I  be  presented  by  the  American 
I  Public  Relations  Assn.  Edward  B. 
I  Lyman,  APRA  president,  an- 
I  nounced  the  fourth  annual  program 
i  of  awards  for  outstanding  achieve- 
ment in  publications  relations  dur- 
!  ing  1949-50. 

Deadline  for  entries  is  Sept.  15 
with  awards  to  be  given  out  Nov. 
14.  Paul  H.  Bolton,  executive  vice 
president.  National  Assn.  of 
Wholesalers,  again  serves  as 
chairman  of  the  awards  commit- 
tee. A  total  of  12  "Silver  Anvils" 
and  12  "Achievement  Plaques" 
will  be  awarded  to  winning  en- 
tries. Program  is  open  to  all 
firms  and  other  organizations  en- 
gaged in  the  practice  of  public 
relations.  A  fee  of  $15  must  ac- 
company each  entry,  the  latter  in 
duplicate.  Two  sets  of  all  mate- 
rials submitted  also  are  necessary. 
Address  is  American  Public  Rela- 
tions Assn.,  1010  Vermont  Ave. 
N.  W.,  Washington  5,  D.  C. 


KWRZ  Denied 

INITIAL  ruling  to  deny  for  de- 
fault the  license  renewal  bid  of 
KWRZ  Flagstaff,  Ariz.,  was 
adopted  by  the  FCC  last  week  as 
its  final  decision  [Broadcasting, 
May  22].  FCC  earlier  had  re- 
voked the  station's  license  on 
grounds  it  had  transferred  con- 
trol without  approval.  KWRZ  is 
assigned  250  w  fulltime  on  1340  kc. 


►Dana  Jones  Co.,  Los  Angeles  ad- 
vertising agency,  July  1  celebrated 
its  25th  anniversary. 

►William  Keighley,  producer-com- 
mentator of  CBS  Lux  Radio  Thea- 
tre, was  presented  with  a  gold 
watch  by  the  network  on  the  June 
26  broadcast,  honoring  his  five 
years  with  that  program.  A.  E. 
Joscelyn,  director  of  CBS  Holly- 
wood operations,  made  the  presen- 
tation. 

►Cecil  Solly,  Pacific  Northwest 
gardening  authority,  marked  his 
10,000th  garden  broadcast  late  in 
May.  On  the  air  for  the  past  22 
years,  he  is  now  heard  seven  days 
a  week  on  KIRO  Seattle. 

►  George  Marr,  special  events  di- 
rector at  WTMJ-TV  Milwaukee, 
last  month  observed  his  20th 
year  in  radio.  He  joined  NBC 
New  York  in  1930  and  served  with 
WMCA  New  York,  WITH  Balti- 
more, WHDH  Boston  and  MGM 
Films  before  joining  WTMJ-TV. 

►  Journey  Through  Music  Land, 
sponsored  by  the  Junior  League  of 
New  Orleans,  on  WWL  that  city, 
Friday,  2:45  p.m.,  completed  its 
second  year  on  the  air  late  in  June. 

►  Yesterday  (July  2)  Quiz  Kids, 
Sunday,  3:30  EST,  began  its  11th 
radio  year  on  NBC. 

►  WCSC  Charleston,  S.  C.  has 
celebrated  20  years  of  broadcasting. 
Beginning  in  1930  with  500  w  on 
1390,  WCSC  now  has  10  times  that 
power,  besides  an  FM  affiliate.  Sta- 
tion used  the  slogan  "1390  since 
1930"  to  promote  its  anniversary. 

►  Dr.  J.  S.  Nathaniel  Tross,  con- 
ductor of  a  Sunday  morning  show 
on  WBT  Charlotte,  N.  C,  was 
given  a  1950  Studebaker  on  the 
occasion  of  his  10th  anniversary 
with  the  station. 

►  Twenty-one  years  in  radio  have 
been  celebrated  by  Charley  Stookey, 
farm  editor  for  KXOK  St.  Louis. 
He  entered  broadcasting  at  WLS 
Chicago  and  went  to  St.  Louis  in 
1932. 

►  For  20  years  service  on  radio 
desk  at  Pittsburgh  Press,  Si  Stein- 
hauser  was  guest  of  honor  at 
Pittsburgh  Radio  &  Television 
Club  reception  held  at  William 
Penn  Hotel  on  June  9.  He  was 
presented  with  membership  in 
Radio  Pioneers  Club  in  recognition 


Cite  Telephone  Hour' 

FOR  the  seventh  consecutive  year 
The  Telephone  Hour,  on  NBC, 
Monday,  sponsored  by  the  Bell 
System,  has  won  first  place  in 
Musical  America's  annual  national 
radio  poll,  in  the  category,  "or- 
chestra with  featured  artists." 
N.  W.  Ayer  &  Son,  New  York, 
handles  the  program. 


of  his  years  of  service  to  radio  in- 
dustry. 

►  Two  full-page  color  ads  and  a 
birthday  party  program  over  TV 
highlighted  WKY-TV  Oklahoma 
City's  first  anniversary  on  June  6. 
Ads  published  in  local  papers 
pointed  out  that  one  year  after 
the  station's  official  opening  more 
than  30,000  TV  sets  have  been  sold 
in  the  area.  Names  of  150  local 
and  national  firms  who  have  ad- 
vertised over  WKY-TV  in  past 
year  were  also  listed  in  ad. 

►  Mid-June  marked  the  22d  anni- 
versary of  George  T.  Case,  pro- 
gram director  of  WNAO-AM-FM 
Raleigh,  N.  C,  in  the  radio  in- 
dustry. 

►  John  Campion,  transmitter  op- 
erator at  WDRC  Hartford,  Conn., 

observed  his  eighth  anniversary 
with  the  station  during  June. 

►  Ronald  Dawson,  actor-director, 
observed  his  23d  anniversary  in 
radio  during  the  first  week  in 
June. 

►  CKOY  Ottawa  marked  its  first 
year  under  operation  of  new  call 
letters  (formerly  CKCO),  on  June 
1,  and  sent  out  more  than  200 
birthday  cakes  to  sponsors  and 
prominent  Ottawa  citizens,  includ- 
ing the  mayor  of  Ottawa. 


On  All  Accounts 

(Continued  from  page  10) 

athletic  equipment  firm,  working 
with  his  father  as  a  jobber  for 
plumbing,  heating  and  building 
materials,  and  a  year  in  sales  with 
the  Minnesota  Mining  &  Mfg.  Co., 
working  out  of  the  Chicago  area. 

His  summer  vacation  in  1936 
proved  to  be  a  minor  turning  point 
in  his  life.  For  during  that  time 
he  made  his  first  trip  to  California 
visiting  his  parents  in  Pasadena, 
where  they  had  moved  in  the 
interim.  Upon  his  return  to  Chi- 
cago he  was  greeted  with  105 
degree  temperature.  Two  weeks 
later  he  had  given  up  his  job  and 
was  packed  for  California.  The 
following  year  he  joined  NBC. 

Ad  Club  Director 

Bud  is  a  member  of  the  board  of 
directors  of  the  Hollywood  Adver- 
tising Club,  a  member  of  the  Los 
Angeles  Chamber  of  Commerce 
Television  Committee,  and  a  32d 
degree  Mason,  and  on  June  17  was 
made  a  Shriner. 

The  Spencers — she  is  the  former 
Ruth  Van  Cleave  whom  he  married 
in  1945 — make  their  home  in  San 
Gabriel,  Calif.  Star  boarders  are 
Susan  Briley,  28  months,  and  re- 
cent arrival  William  Jeffrey,  three 
months. 

In  his  spare  time  Bud  is  a 
gardener,  with  emphasis  on  flowers. 
He  confesses,  however,  that  the 
hired  gardener  does  most  of  the 
work  and  he  (Bud)  gets  most 
of  the  credit. 


NEED  MORE 
COVERAGE? 


Let  KFYR  and  its  5000  watts  on 
550  kilocycles  "bail  you  out". 

For  the  seventh  consecutive  year 
North  Dakota  produced  more 
tSian  one  billion  dollars  in  agri- 
cultural wealth.  Tap  this  reser- 
voir of  buying  power  through 
KFYR  and  its  quarter  century  of 
listener  loyalty.  Ask  any  John 
Blair  man  for  the  facts. 


KFYR 

550  KC  5000  WATTS 

NBC  AFFILIATE 
BISMARCK,  N.  DAK. 
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Comments  on  'Fusion' 

.  ( Continued  from  page  17) 

component  groups.  Care  must  be 
exercised  to  make  certain  that  the 
congress  does  not  deteriorate  into 
just  another  special  interest  or- 
ganization catering  to  the  needs 
of  a  select  few. 

Let  us  make  this  a  truly  demo- 
cratic organization  —  one  that 
really  represents  the  "people  of 
radio." 

Fortune  Pope 
President 

WHOM  New  York 

EDITOE,  Broadcasting: 

You  may  recall  that  when  the 
Structure  Committee  of  NAB  was 
first  named  and  started  function- 
ing, my  plan  embi-aced  a  top  NAB 
organization  to  do  the  overall  trade 
job  of  freedom  of  radio,  etc.,  with 
sub-associations,  each  with  their 
own  board  of  directors ;  each  hav- 
ing as  membership,  broadcasters  of 
identical  interests  and  doing  their 
own  specialized  work,  with  a  part 
of  the  dues  allocated  for  the  top 
association  whose  board  would  be 
selected  from  the  boards  of  the 
sub-associations.  I  still  think  such 
a  plan  holds  the  answer. 

Your  editorial  goes  further  in 
bringing  in  the  radio  manufac- 
turers. How  that  would  work  is 
hard  to  say  because  while  it  and 
NAB  are  radio  and  television, 
their  thinking  is  so  radically 
different  .  .  . 

Your  editorial  .  .  .  points  the 


way  to  avenues  of  thinking  which 
might  be  highly  fruitful. 

Campbell  Arnoux 

President 

WTAR-AM-FM-TV 
Norfolk,  Va. 

^        *  ^ 

EDITOR,  Broadcasting: 

I  read  the  editorial  with  a  great 
deal  of  interest. 

W.  R.  G.  Baker 
Vice  President 
General  Electric 
Syracuse,  N.  Y. 
Member  Board  of  Directors 
Radio -Tele  vision 
Mfrs.  Assn. 


EDITOR,  Broadcasting: 

Your  editorial  is  quite  a  docu- 
ment, and  I  certainly  think  the  plan 
is  a  very  good  one.  But  like  every- 
thing else,  will  the  plan  work  in  ac- 
tual practice?  Certainly  there 
would  be  more  divergent  interests 
involved  in  this  plan  than  there 
are  different  interests  in  the  NAB, 
and  certainly  the  NAB  is  having 
its  problems. 

The  problem  is  a  very  major  one, 
and  I  hope  something  can  be  done 
about  it  and  that  it  can  be  made  to 
work  and  perform  an  overall  job 
for  all  of  us  whose  livelihood  and 
interests  touch  upon  broadcasting. 

In  any  event  .  .  .  here's  wishing 
you  every  possible  success. 

John  Blair 

John  Blair  &  Co. 

Chicago 


EDITOR,  Broadcasting: 

The  "Fusion  Now"  editorial  is 
extremely  timely.  It  is  debatable 
whether  station  operators  and 
manufacturers  could  best  protect 
their  interests  in  a  single  trade 
organization  since  they  rarely  are 
confronted  with  common  problems. 

But  certainly  all  phases  of  the 
industry — radio,  television,  manu- 
facturing, telecommunications — 
sorely  need  a  strong  top-level  coun- 
cil on  a  permanent  basis  with  au- 
thority to  act  vigorously  in  matters 
of  broad  general  interest. 

Tom  A.  Brooks 

V.  P.  &  Gen.  Mgr. 

Hearst  Radio  Inc. 

New  York 


EDITOR  Broadcasting: 

The  need  for  the  type  of  organi- 
zation suggested  in  your  editorial 
cannot  be  questioned  although  it 
will  be  a  tremendous  task  to  bring 
together  in  one  group  all  the 
diverse  interests  which  must  be 
represented.  Possibly  the  increas- 
ing pressure  from  without  will 
force  the  creation  of  such  a  group 
for  the  best  interest  of  all. 

However,  we  can  take  encour- 
agement from  the  experience  of 
the  publishing  business  many  years 
ago  when  such  heterogeneous  in- 
terests as  the  newspapers,  maga- 
zines, agricultural  papers,  adver- 
tisers, agencies,  etc.,  found  a  com- 
mon ground  to  create  such  a  trust- 
worthy organization  as  the  Audit 
Bureau  of  Circulations.  You  have 
my  full  endorsement  for  the  sug- 
gestion in  your  editorial. 
George  M.  Burbach 
General  Manager 
St.  Louis  Post-Dispatch 
Stations  (KSD,  KSD-TV) 

^  1^ 

EDITOR,  Broadcasting: 

Nearly  everyone  will  heartily 
agree  with  the  major  objective  ex- 
pressed in  your  editorial  .  .  .  that 
all  branches  and  segments  of  the 
industry  should  unite  in  fostering 
FREEDOM  OF  RADIO— THE 
AMERICAN  WAY. 

I  further  think  that  we  all  realize 
that  danger  to  the  American  way 
of  broadcasting  does  not  lie  in  a 
frontal  attack.  Rather,  it  lies  in 
the  whittling  away  of  the  founda- 
tions of  our  freedom  by  the  in- 
direction of  misguided  administra- 
tion, or  the  enactment  of  misguided 
and  ill-conceived  legislation. 

But  whether  the  attack  be  in- 
direct or  direct,  the  responsibility 
to  comprehend  the  danger,  and  to 
take  steps  to  repel  it,  lies  in  the 
membership  of  the  industry,  its 
various  branches,  their  trade  and 
professional  associations,  and  last 
but  not  least  in  the  trade  publica- 
tions of  the  industry.  .  .  . 

If  more  can  be  done  through  a 
consolidated  effort,  so  to  speak, 
under  a  single  leadership,  I  am  for 
it. 

Johyi  F.  Clagett,  Esq. 
Clagett  &  Schilz  Law  Offices 
Washington 


EDITOR,  Broadcasting: 

Your  editorial  .  .  .  stand  is  very 
well  taken.  The  files  of  the  NAB 
contain  an  outline  which  I  wrote 
several  years  ago  suggesting  this 
very  thing. 

I  don't  see  much  hope  for  such 
a  plan  if  it  is  left  to  the  initiative 
of  the  NAB  board,  irrespective  ofi 
the  amount  of  pressure  you  or! 
any  other  trade  paper  may  pro- 
mote. I  have  an  idea  that  if  you 
really  go  out  on  a  campaign  to  put 
the  idea  across  you  could  succeed. 
It  wouldn't  be  an  easy  job  and  I 
am  sure  that  one  of  the  things 
you  would  have  to  do  would  be  to 
invite  a  representative  group  from 
the  various  factions  involved  to 
sit  down  and  talk  the  whole  thing 
over.  ' 

I  just  do  not  believe  that  any 
group  individually  will  do  it. 
Those  now  serving  as  officers  and 
directors  are  jealous  of  their  pres- 
tige and,  naturally,  the  staffs  of 
the  various  organizations  will  op- 
pose the  idea  for  fear  that  they 
will  be  out  of  a  job  (which  some 
of  them  ought  to  be) . 

Walter  J.  Damm 

y.  P.  &  Gen.  Mgr.  of  Radio 

The  Milwaukee  Journal 
(WTMJ  WTMJ-TV) 

Former  President  (1930-31) 
NAB 

*  *  * 

EDITOR,  Broadcasting: 

I  think  you  have  an  idea  there 
that  certainly  merits  serious  con- 
sideration by  all  groups  concerned. 
It  has  lots  of  angles  that  will  need 
thorough  investigation,  of  course. 
But  I  agree  with  you  that  the  in- 
dustry as  a  whole  should  be  vitally 
concerned  with  getting  something 
done  for  radio  in  general  rather 
than  doing  so  much  scrapping 
among  ourselves. 

It  would  have  to  be  very  care- 
fully worked  out  because  broad- 
casting certainly  couldn't  let  itself 
get  into  the  position  of  being  run 
by  the  manufacturers.  .  .  . 
Harold  Essex 
Vice  President 
WSJS  Winston-Salem,  N.  C. 
Member  Board  of  Directors 
NAB 

*  * 

EDITOR,  Broadcasting: 

"Whoops!"  is  right!  You  really 
did  it  with  your  "Radio-TV  Fusion 
Now"  editorial.  My  only  negative 
reaction  is  that  you  may  possibly 
have  waved  the  flag  a  little  bit 
in  the  first  half  of  the  piece.  On 
the  other  hand,  perhaps  I  don't 
get  the  connection  between  fusion 
and  government  ownership. 

Is    there    an    organized  action 
in  the  planning  stage  at  this  time? 
I  sincerely  hope  there  is. 
Michael  R.  Hanna 
General  Manager 
WHCU  Ithaca,  N.  Y. 

*  *  * 

EDITOR,  Broadcasting: 

It  is  a  splendid  editorial,  and 
the  idea  expressed  is  one  which  I 
would  personally  wholeheartedly 
support,  and  I  know  it  will  gain 


The  stars  of 
today  and 
tomorrow 


i  I      ...  with  the  new  era  in 


The  new  Thesaurus  brings  you  bigger 
and  better  programming  packages  with 
top  sponsor-appeal  .  .  .  top  name  artists! 
You  get  comprehensive  programming, 
promotion,  publicity,  tie-ins,  cross- 
plugs,  sound  effects  ...  a  steady  flow 
of  current  tunes  and  material  .  .  .  net- 
work-quality production.  Wire  or  write 
today  for  full  details! 


ecorded 
grogaih 

services' 


Radio  Corporation  of  America 
RCA  Victor  Division 


120  East  23rd  Street 
New  York  10,  N.  Y. 
Chicago  •  Hollywood 
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strong  favor  in  the  industry.  More 
power  to  you  and  your  associates 
in  crusading  for  this  worthwhile 
cause. 

Frank  M.  Headley 
H-R  Representatives  Inc. 
New  York 

EDITOR,  Broadcasting: 

I  read  with  a  lot  of  interest  your 
editorial.  .  .  . 

Your  idea  of  an  organization 
made  up  of  broadcasters,  manu- 
facturers, etc.,  with  a  top  person- 
ality heading  it  up  might  be  the 
answer. 

I  believe  that  the  average  broad- 
caster believes  that  the  District 
NAB  meetings  are  useful  and  I'm 
inclined  to  agree  with  this  thought. 
I  believe  that  the  large  meetings 
which  we've  been  holding  here  in 
Chicago  are  of  little  value,  except 
as  a  place  for  pop  to  bring  mama 
and  have  a  vacation. 

In  the  past  two  years  I  think  all 
broadcasters   have   sobered   up  a 
little  bit  and  are  trying  to  make  an 
honest  dollar,  and  a  lot  of  them 
are  having  a  hell  of  a  time  doing  it. 
George  P.  Hollingbey-y 
George  P.  Hollingbery  Co. 
Chicago 

*    *  * 

EDITOR,  Broadcasting: 

I  have  read  your  editorial  and 
there  is  no  question  but  what  your 
idea  is  correct  because  after  all, 
the  most  important  thing  is  the 
relationship  of  the  entire  industry 
to  government.  Of  course  you  do 
not  expect  any  results — that  is  im- 
mediate results,  but  the  foundation 
or  principle  is  there  and  you  can 
lay  it  on  and  say  I  TOLD  YOU  SO. 

Everyone  in  this  game  is  so  in- 
terested in  their  own  particular 
problems  that  they  find  it  difficult 
to  sacrifice  the  time  or  money  to 
attempt  to  do  anything  about  the 
one  problem  which  will  in  the  long 
run,  be  the  final  decision.  I  guess 
they  figure  their  kids  can  worry 
about  that.  It's  nice  to  know,  how- 
ever, that  there  is  someone  like 
yourself  who  will  take  time  out  to 
try  and  think  these  things  through 
and  present  them  in  such  a  sane 
and  sensible  manner.  . 

As  long  as  we  continue  to  ostrich 
the  situation  we  can  continue  to 
expect  to  have  "burned  butts." 

Harold  Hough 
Director 

WBAP-AM-FM-TV 
Fort  Worth,  Tex. 


I    EDITOR,  Broadcasting: 

If  it  means  what  I  think  it  means 
I  don't  like,  but  it's  too  confused 
for  me  to  be  sure. 

Gene  Katz 
A         The  Katz  Agency 
"  New  York 

EDITOR,  Broadcasting: 

Broadcasting's  editorial  pro- 
posal today  for  an  over-all  um- 
brella Congress  to  house  and  serve 
all  elements  in  the  electronic  field 
is  the  most  immediately  practical 
as  well  as  the  most  forward-look- 
ing that  has  come  out  of  the  con- 


fused babel  of  voices  in  recent 
months. 

It  will  do  for  the  electronic  arts 
what  unification  has  done  for  the 
Armed  Forces  wherein  the  healthy 
rivalship  of  the  Army,  Navy  and 
Air  Forces  has  been  maintained 
intact,  coordinated  for  the  nation's 
overall  defense  in  the  Dept.  of 
Defense.  Each,  individually,  seems 
to  be  doing  pretty  good;  but  the 
resources  of  all  are  available  for 
the  attack,  should  it  come. 

Your  excellent  formula  comes 
out  of  a  knowledge  of  where  we 
have  been,  where  we  are  now,  and 
where  we  are  headed.  Congratu- 
lations ! 

Ed  Kirhy, 

Public  Relations  Consultant 
Former  NAB  Public 
Relations  Dir. 


EDITOR,  Broadcasting: 

Your  editorial  is  downright  in- 
spiring.   I  have  always  said  we 
need  an  association  broad  enough 
to  include  all  the  industry. 
Paul  H.  Raymer 
Paul  H.  Raymer  Co.  Inc. 
New  York 

EDITOR,  Broadcasting: 

...  on  your  very  interesting 
editorial  in  this  week's  Broadcast- 
ing— the  advance  proofs  reached 
us  last  Friday  while  President 
Sprague  was  in  town  and  before 
Bond  (Geddes)  had  gone  on  his 
vacation.  After  some  discussion 
we  all  agreed  that  it  would  be 
inadvisable  for  any  of  us  to  make 
any  official  comment  on  the  pro- 
posal in  view  of  the  delicacy  of 
our  own  reorganization  plans  and 
procedure. 

James  D.  Secrest 
Secretary  and  General 

Manager 
Radio-Television  Mfrs. 
Assn. 

EDITOR,  Broadcasting: 

Your  editorial  ...  is  certainly 

food  for  thought.    But  it  is  sure 

a  long  range  proposal. 
Ben  Strouse 
General  Manager 
WWDC  Washington 
FM  Member  NAB  Board 

EDITOR,  Broadcasting: 

Thanks  for  your  note  and  the 
galley  proof  of  your  fine  editorial. 
I  think  you  have  something.  Good 
luck! 

J.  J.  Weed 
Weed  &  Co. 
New  York 

EDITOR,  Broadcasting: 

Your  editorial  is  too  long.  This 
is  partly  due  to  your  continued 
reference  to  dissension  within 
associations;  and  in  the  case  of 
the  NAB  I  disagree  with  you  as 
to  discord,  windmills  and  confu- 
sion. You  may  have  said  so  ac- 
curately if  you  had  used  past  tense. 

If  fusion  of  the  three  branches, 
AM,  TV  and  RMA  is  so  essential, 
the    positive    reasons    should  b3 


clearly  expressed,  and  I  failed  to 
read  anything  except  the  negative 
in  your  article. 

You  mention  government  owner- 
ship as  if  it  were  a  Juggernaut 
now  bearing  down  on  us.  If  it  is, 
then  this  broadcaster  is  not  aware 
of  it.  That  is  one  negative  rea- 
son. The  other  is  the  "discord  in 
the  association  caused  by  size, 
scope  and  interest."  The  adding 
of  discord  upon  discord  upon  dis- 
cord is  totally  repugnant  to  the 
American  business  man.  I  say, 
let's  get  these  three  houses  in 
order  before  attempting  fusion. 

H.  Wheelahan 

Manager 

WSMB  New  Orleans 
Member  Board  of  Directors 
NAB 


HILL  RECORDING 

Group  Named  To  Study  Bill 

CONFEREES  were  named  by  Con- 
gress last  Monday  to  resolve  dis- 
agreement over  differences  in  the 
Senate  and  House  versions  of  a  bill 
designed  to  set  operational  proce- 
dure for  the  Joint  Recording  Facil- 
ity on  Capitol  Hill  [Broadcasting, 
June  26]. 

The  measure  (H  J  Res  332)  was 
referred  to  a  group  composed  of 
Sens.  William  Benton  (D-Conn.), 
Karl  Mundt  (R-S.  D.)  and  Guy  Gil- 
lette (D-Iowa)  and  Reps.  Mary  T. 
Norton  (D-N.  J.),  Thomas  Stanley 
(D-Va.)  and  C.  W.  Bishop  (R-Ill.). 
Rep.   Norton   is  chairman  of  the 


GEN.  CLIFTON  B.  GATES  (I),  com- 
mandant- of  the  Marine  Corps,  pre- 
sents a  citation  to  MBS  for  its  ef- 
forts on  behalf  of  Marine  Corps 
recruiting  through  two  network  shows 
featuring  the  Marine  Corps  Band  and 
a  dance  band  remote  broadcast  from 
Washington's  Statler  Hotel.  Presenta- 
tion is  received  by  Mollis  M.  Seavey, 
coordinator  of  news  and  special 
events  for  MBS. 

House  Administration  Committee. 

Difi'erences  in  the  two  bills  con- 
cern Administrator  Robert  Coar's 
jurisdiction  over  arrangements  "for 
time  for  radio  broadcasts"  of  re- 
cordings involving  Congressional 
members;  transfer  of  supervision 
from  the  House  Clerk  and  Senate 
Secretary  to  a  joint  congressional 
committee ;  and  minor  modifications 
relating  to  the  public  address  sys- 
tem. 

The  bill,  which  drew  protests  of 
NAB  and  radio  correspondents 
alike,  passed  the  Senate  early  last 
month  and  the  House  last  August. 


FIRST  in 

the  QUAD  CITIES 


In  Davenport,  Rock  Island,  Moline  and  East  Moline 
is  the  richest  concentration  of  diversified  industry  be- 
tween Chicago,  Minneapolis,  St.  Louis  and  Omaha.  The  Quad 
Cities  are  the  trading  center  for  a  prosperous  two-state  agricultural 
area.  Retail  sales,  total  buying  and  per  capita  income  rate  higher 
than  the  national  average,  according  to  Sales  Management. 


WOC-AM 


5,000  W. 
1420  Kc. 


WOC-FM, 


47  Kw. 
03.7  Mc. 


woe  delivers  this  rich  market  to  NBC  Network,  national  spot 
and  local  advettisers  .  .  .  with  70  to  100%  BMB  penetration  in  the 
two-county  Quad  City  area  ...  10  to  100%  in  adjacent  counties. 


WOC-TV 


Channel  5 

22.9  Kw.  Video  •  12.5  Kw.  Audio 


On  the  Quad  Cities'  first  TV  station  NBC  Network  (non-incer- 
connected),  local  and  film  programs  reach  over  11,000  Quad 
Cities'  sets  .  .  .  hundreds  more  in  a  75  air-mile  radius. 

Basic  NBC  Affiliate 
Col.  B.  J.  Palmer,  President 
Ernest  Sanders,  General  Manager 

DAVENPORT,  IOWA 
FREE  &  PETERS,  Inc. 
Exclusive  National  Representatives 
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Mass  Selling 

(Continued  from  page  15) 

next  year  with  ancther  NBC  coast- 
to-coast  Contented  Hour,  emanat- 
ing from  Chicago.  The  first  pro- 
gram was  discontinued  after  the 
contract  expiration,  when  it  was 
superseded  by  the  eastern  originat- 
ing show. 

Since  it  began  the  use  of  radio, 
in  addition  to  continuing  the  Con- 
tented Hour,  currently  on  CBS, 
the  firm  has  been  a  participating 
sponsor  of  Arthur  Godfrey 
(quarter-hour  1939  to  1942)  from 
Washing-ton,  D.  C.  snd  a  variety 
show,  Carnation  Bouquet,  both 
sponsorships  which  were  discon- 
tinued because  of  the  war;  various 
local  foreign  language  programs; 
and  the  newest  program,  half-hour 
Carnation  Family  Party  which 
started  in  September  1949  on  the 
Columbia  Pacific  Network  and  July 
1  of  this  year  extended  to  a  CBS 
limited  coast-to-coast  network. 

Proof  of  Power 

Introducing  in  conclusion  five 
charts  that  classified  and  showed 
relation  of  various  media  used  to 
one  another,  Mr.  Willis  pointed  out 
that  no  other  media  attained  the 
dominance  in  total  advertising  ex- 
penditure that  radio  subsequently 
did.  Another  chart  showed  almost 
uninterrupted  rise  in  advertising 
output  from  1911  to  1949.  A  case 
sales  chart  indicated  the  highest 
rate  of  sales  when  the  radio  budget 
was  dominant. 

Sharpest  rate  of  sales  increase, 
he  pointed  out,  was  achieved  in  the 
past  eight  years  when  there  was  a 
more  balanced  media  pattern,  with 


The  Advertising  Manager  for 
one  of  the  country's  important 
advertisers  says,  "We  use  'CON- 
SUMER MARKETS'  in  estimating 
dollar  quotas  by  territories.  It 
presents  the  stark,  factual  infor- 
mation, rather  than  an  analysis 
which  might  have  been  inter- 
preted to  serve  some  particular 
interest  other  than  ours.  The 
advertising  or  merchandising 
man,  who,  by  the  way,  is  sup- 
posed to  know  some  things  him- 
self, can  make  his  own  analysis 
from  'CONSUMER  MARKETS.'" 
And  the  Service-Ads  of  many 
media  (like  The  Columbus  Dis- 
patch Service-Ad  shown  here) 
supplement  the  wealth  of  state, 
county,  and  city  data  with  much 
additional  information  of  value 
to  market  and  media  people. 


radio  ahead  by  a  good  margin 
(1949  radio  figure  61%,  next  high- 
est media  expenditure  35%). 

At  the  same  session,  the  sales 
boost  radio  gave  Donald  Duck 
Orange  Juice,  first  introduced  in 
the  San  Francisco  Bay  area  market 
in  April  1949  was  reported  by  Alvin 
Langfield  of  Frozen  Food  Distribu- 
tors Inc.,  Oakland.  He  stated  that 
the  use  of  spot  radio  on  different 
stations  in  the  San  Francisco  Bay 
area  gave  the  idea  that  the  product 
was  being  advertised  everywhere. 
A  combination  use  of  this  and  other 
media  brought  sales  of  the  13th 
month  to  12  times  that  in  its  first 
month,  Mr.  Langfield  said,  with  the 
pi-oduct  enjoying  57%  of  the  total 
concentrated  orange  juice  sales  in 
the  area,  according  to  an  inde- 
pendent January  survey. 

Airway's  Spots 

A  sell  out  in  Pan  American  Air- 
ways tourist  service  from  New  York 
to  San  Juan,  P.  R.,  was  the  result 
of  radio  spots  on  New  York  sta- 
tions, according  to  H.  W.  Peterson 
of  Pan  American  Airways,  San 
Fi-ancisco,  another  speaker  at  the 
case  history  session.  Subsequent 
surveys  also  have  proved,  he  added, 
that  as  a  result  of  the  campaign 
PAA  placed  first  with  those  inter- 
ested in  visiting  the  island. 

Television  also  has  a  success 
story  for  the  airways,  he  pointed 
out.  As  a  result  of  a  current  cam- 
paign of  32  spots  weekly  on  five 
New  York  TV  stations,  advertising 
a  special  $156  package  deal  in- 
volving round-trip  air  travel,  ho- 
tels, meals  and  sightseeing,  there 
are  approximately  45  inquiries  per 
day. 

Klaus  Landsberg,  vice  president 


Rely  on  CONSUMER  MAR- 
KETS, a  Section  of  SRDS,  for 
authentic,  complete,  com- 
prehensive market  facts 
and  figures. 


of  Paramount  Television  Produc- 
tions and  general  manager,  KTLA 
(TV)  Los  Angeles,  told  the  AAW 
meeting  that  television  will  build 
up  other  sports  events  while  being 
barred  from  several  of  the  major 
ones  at  the  present.  Mr.  Landsberg 
was  one  of  seven  television  execu- 
tives representing  each  of  Los 
Angeles'  TV  stations  at  the  ques- 
tion and  answer  panel  entitled 
"What,  Where,  When  and  How" 
at  the  Tuesday  session. 

Other  speakers  included  Charles 
Glett,  vice  president  in  charge  of 
Don  Lee  television ;  Richard  A. 
Moore,  assistant  general  manager 
and  director  of  television  opera- 
tions, ABC  Western  Division; 
Haan  J.  Tyler,  manager,  KFI-TV; 
Don  Fedderson,  general  manager, 
KLAC-AM-FM-TV;  Thomas  Mc- 
Fadden,  general  manager,  KNBH 
(TV)  ;  Harrison  Dunham,  general 
manager  KTTV  (TV).  Martha 
Gaston  Bigelow,  account  executive, 
KFOX  Long  Beach,  was  moderator. 

Confident  that  television  helps 
rather  than  hinders  gate  receipts 
in  any  sports  event,  Mr.  Lands- 
berg stated  that  the  medium  would 
be  tremendous  promotion  for  so  far 
unheard  of  sports  and  new  ones 
that  originate  from  day  to  day. 

Jordan  Survey  Cited 
Mr.  Glett  supported  Mr.  Lands- 
berg's  confidence  in  sports  tele- 
casting with  survey  figures  ob- 
tained from  Jerry  Jordan  who 
conducted  a  two-year  national  re- 
search for  N.  W.  Ayer  &  Son  on 
the  question.  The  survey  showed 
that  among  TV  set  owners  of  thi-ee 
months  or  less,  24%  attended  at 
least  one  game;  for  four  to  11 
months,  41%  attended;  one  to  two 
years,  45%.  Survey  further  re- 
vealed that  among  small  colleges 
where  sports  telecasting  was  not 
banned,  58%  showed  increased  at- 
tendance at  the  box  office. 

On  the  same  question  Mr.  Fed- 
derson felt  that  any  sport  not 
telecast  would  eventually  suffer 
from  that  lack. 

Outlook  Good 

Optimism  also  was  expressed  by 
Mr.  Landsberg  on  the  subject  of 
when  TV  stations  would  "get  out 
of  the  red."  He  said,  "television 
is  a  profitable  medium,"  and  it 
shouldn't  be  long  before  most  sta- 
tions get  over  the  hump.  KTLA, 
he  revealed,  has  been  in  that  happy 
state  of  solvency  for  many  months. 

Speaking  on  comparison  between 
daytime  radio  and  television,  Mr. 
Fedderson  noted  that  with  day- 
time TV  increasing  at  an  average 
rate  of  IV2  to  4%  each  month  (ac- 
cording to  several  surveys)  in  the 
area,  it  would  take  over  daytime 
radio  within  a  few  months.  Sur- 
veys revealed,  he  stated,  that  it 
had  increased  from  2  to  20%.  in  the 
last    six  months. 

Mr.  Tyler  suggested  that  listen- 
ing was  still  a  matter  of  choice; 
that  radio  was  still  the  preference 
in  some  programs  such  as  news. 

Television  coverage  will  be  given 
in  small  towns  and  rural  areas 
when  there  is  ultra-high  frequency 
and   more   channels   allocated  by 


No  More  Curls 

WHEN  Phil  Hirsch,  manager 
of  WREL  Lexington,  Va., 
answered  the  studio  telephone 
one  night  about  two  weeks 
ago,  a  woman's  voice  said  a 
lost  child — a  girl — was  at  her 
home  and  would  Mr.  Hirsch 
broadcast  a  report.  Mr. 
Hirsch  said  he  would,  but  be- 
fore doing  so  he  suddenly 
remembered  that  his  boy 
Bobby  answered  the  missing 
child's  description.  Bobby, 
with  long  curls,  frequently 
was  mistaken  for  a  girl. 
Checking  his  home,  Mr. 
Hirsch  found  his  son  was 
missing  and  was  the  lost 
"girl."  Bobby  got  his  hair  cut 
the  next  day. 


FCC,  was  opinion  of  Mr.  Dunham. 
Such  areas,  he  felt,  might  find  it 
more  economical  to  use  film  rather 
than  live  programs  locally. 

Discussing  Hollywood's  position 
in  the  television  picture,  Mr.  Moore 
stated  that  with  the  talent,  pro- 
duction and  to  a  great  extent  writ- 
ing talent  centered  there,  it  is 
"inevitable"  that  it  become  the 
major  TV  center  within  a  short 
while.  Technical  difficulties  have 
hampered  that  situation  until  now, 
he  said. 


LOW  POWER  FM 

FCC  Calls  for  Oral  Argument 

FCC  last  week  called  for  oral 
argument  on  a  proposal  by  South- 
ern Baptists  asking  FCC  to  amend 
its  rules  to  make  tax-exempt  non- 
profit organizations  expressly  eli- 
gible as  licensees  of  a  separate 
category  of  10-w  noncommercial 
FM  stations,  similar  to  the  class  of 
low-power  noncommercial  FM  edu- 
cational outlets. 

Principal  issues  for  the  argu- 
ment were  designed  as  determina- 
tion of  (1)  whether  a  "substantial 
demand"  for  such  a  category  has 
been  shown;  (2)  "whether  the 
necessary  qualifications  have  been  ' 
shown  to  justify  the  grant  of  the 
sub-allocation  preference  sought"; 
(3)  whether  public  interest  would  ' 
be  served  by  a  grant  of  the  re- 
quest. 

The  action  was  on  a  long-pending 
petition  initiated  by  the  Radio 
Commission  of  the  Southern  Bap- 
tist Convention  and  the  Executive 
Board  of  the  Baptist  General  Con- 
vention of  Texas.  The  petition  said 
several  hundred  small  churches 
had  indicated  interest  in  establish- 
ing 10-w  FM  stations  if  FCC's 
rules  were  changed  to  permit  it. 

Date  for  the  oral  argument  has 
not  been  set.  Any  interested  party 
may  participate  if  notice  is  filed  by 
July  31. 


PROFESSIONAL      comedy      writers  .  j| 
seeking  collaboration   are  invited  to  [1 
join    special    session    of    Gagwriters  1 
Institute  to  devote  itself  to  develop-  \ 
ing  "winter  replacement"  show  ideas 
for  both  TV  and  radio  at  National 
Laugh  Foundation,  Times  Square  office, 
62  W.  46th  St.,  N.  Y. 


SRDS  "Consumer  Markets" 

gives  the  facts  and 
figures  you  need  for 
market  analysis 


Consumer  markets 


A  Section  of  Standard  Role  &  Data  Service 
Walter  E.  Botthof,  Publisher 
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NAB  District  Meets 

(Continued  from  page  19) 

niittee  on  BAB  is  Robert  D.  Swezey, 
WDSU-TV  New  Orleans. 

Some  talk  has  been  heard  of  a 
special  board  meeting-,  perhaps  in 
August  prior  to  the  district  meet- 
ings. This  talk  appeared  to  have 
subsided  last  week,  but  it  might  be 
revived  if  the  BAB  committee  feels 
a  meeting-  is  necessary.  Some  advo- 
cates of  BAB  separation  contend 
the  job  should  be  done  prior  to  the 
district  meetings.  They  claim  such 
a  splitup  would  give  NAB  a  good 
sales  argument  in  the  drive  to  bring 
in  new  members.  Others  contend 
the  splitup  would  cripple  the  mem- 
bership drive. 

Each  NAB  district  director  is  to 
decide  whether  he  will  have  TV 
and  FM  clinics  during  his  meeting. 
Headquarters  officers  believe  inter- 
est in  TV  will  run  high  in  view  of 
the  large  attendance  at  the  tele- 
vision meeting  in  Chicago  during 
the  April  convention.  Charles  A. 
Batson,  who  has  just  left  BAB  to 
become  NAB  TV  director  succeed- 
ing G.  Emerson  Markham,  resigned, 
will  attend  district  meetings  when 
TV  clinics  are  requested. 

No  Decision  on  FM 

Decision  has  not  been  reached  on 
direction  of  FM  clinics,  but  either 
an  FM  broadcaster  or  Edward  L. 
Sellers,  FM  director,  will  conduct 
the  clinics. 

Lee  Hart,  on  leave  as  assistant 
director  of  BAB,  is  returning  to  the 
BAB  New  York  office,  serving  -with 
Mr.  Mitchell  and  Meg  Zahrt,  also 
an  assistant  director.  Mr.  Mitchell, 
who  has  full  freedom  in  personnel 
selection,  is  to  fill  at  least  one  va- 
cancy, that  of  Robert  M.  McGredy, 
who  resigned  to  join  WCAU  Phil- 
adelphia. 

NAB  headquarters  last  week  was 
making  progress  on  selection  of  the 
three  basic  committees  that  will  re- 
place the  present  technical  com- 
mittees. The  new  groups  will  deal 
with  AM,  FM  and  TV  operations. 
The  number  of  committeemen  is 
reduced  to  21  and  each  committee 
will  cover  all  phases  of  NAB  opera- 
tion with  special  attention  to  the 
medium  it  represents. 

Scheduling  of  the  district  meet- 
ings was  about  complete  at  the 


Roy  Thompson 
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25  years  of  radio  oxpori- 
ence  and  personal  partici- 
pation in  his  community's 
projects  and  services  have 
made  Roy  Thompson  a 
household  word  in  industri- 
ally -  rich  Altoona.  WRTA, 
the  Roy  Thompson  Station, 
will  assure  you  a  loyal,  buy- 
ing audience  throughout  the 
listening  hours. 


ABC 


1240  KC 

Altoona,  Pa. 

Represented  by 
ROtERT  MEEKER  ASSOCIATES 


weekend.  Not  yet  settled  was  a  pro- 
posal of  two  western  districts,  15 
and  16,  to  hold  a  joint  meeting  Aug. 
21-22  at  Monterey,  Calif. 

Proposals  to  redistrict  the  mem- 
bership into  a  smaller  number  of 
areas  will  not  alfect  the  1950  meet- 
ing schedule. 

A  feature  of  all  meetings  will  be 
wide-open  sessions  at  which  mem- 
bers will  have  a  chance  to  offer 
ideas  and  emit  squawks.  The  NAB 
management  is  anxious  to  see  that 
the  whole  matter  of  industry  trade 
association  functioning  is  given  a 
thorough  going-over. 

The  district  meeting  schedule,  as 
tentatively  drafted,  follows: 

Dis- 


trict 

Dates 

Place 

Hotel 

17 

Aug.  14-15 

Seattle 

Benjamin 
Franklin 

15 

"  21-22 

Monterey, 
Calif. 

San  Carlos 

16 

"  24-25 

Place  to  be 

selected 

13 

Sept.   7-  8 

San  Antonio 

Plaza 

14 

"  11-12 

Glenwood 
Springs,  Co 

Colorado 

1. 

8 

"  14-15 

Indian- 
apolis 

Lincoln 

7 

"  18-19 

Cincinnati 

Terrace  Plaza 

9 

"  21-22 

Three  Lakes 
Wis. 

Northernaire 

11 

"  25-26 

St.  Paul 

Not  definite 

10 

"  28-29 

St.  Louis 

Chase 

12 

Oct.     2-  3 

Tulsa 

Tulsa 

3 

6-  7 

Bedford,  Pa 

Bedford 
Springs 

1 

9-10 

Boston 

Somerset 

6 

"  26-27 

New 
Orleans 

Roosevelt 

5 

"  30-31 

Atlanta 

Ansley 

4 

Nov.    2-  3 

Williams- 
burg, Va. 

2 

"  9-10 

*Syracuse, 
N.  Y. 

Date  not  definite 


FM  REVIVING 

Bonfig  Tells  Chicago  Meet 

PREDICTION  that  consumer  de- 
mand for  FM  sets  "will  provide  a 
steady  market  for  manufacturers" 
was  made  by  H.  C.  Bonfig,  vice 
president  of  Zenith  Radio  Corp., 
at  the  semi-:annual  Furniture  Con- 
vention which  closed  in  Chicago 
last  week  [Broadcasting.  June  26]. 
Mr.  Bonfig,  asserting  that  "long- 
suffering  FM  has  at  last  come  into 
its  own,"  pointed  out  that  the 
medium  is  reviving  "despite  the 
pessimistic  stories  that  followed 
closing  of  a  few  FM  stations  earlier 
this  year." 

On  the  subject  of  television,  he 
termed  it  "by  all  odds  the  fastest- 
growing  industry  in  American  his- 
tory, eclipsing  anything  we  have 
ever  known."  In  reference  to  re- 
ceiver production  over  the  past 
few  years,  he  said  the  1950  pros- 
pect "is  probably  even  more  devas- 
tating" and  estimated  production 
of  six  million  TV  sets  this  year. 

Regarding  price  structures,  Mr. 
Bonfig  doesn't  foresee  much  change 
"except  for  reduction  in  certain 
strategic  models."  He  explained 
that  although  new  methods  and 
efficiency  in  manufacturing  are 
cutting  down  unit  costs,  higher 
component  prices  and  wages  make 
operating  costs  rise. 


AAW  AWARDS 

KOMO  Seattle  was  awarded  the 
Vancouver  Advertising  &  Sales 
Bureau  cup  at  the  Advertising 
Assn.  of  the  West  convention  last 
week  (see  story  page  15).  Award 
was  presented  for  the  best  western 
radio  commercials  and  was  won  by 
KOMO's  Scandia  Barn  Dance. 

The  program  is  sponsored  on  a 
participating  basis  by  six  North- 
west food  accounts  including 
Northwest  Blueberry  Growers 
Assn.,  Old  Yankee  Blueberries, 
Krusteaze  pie  crust  mix,  Williams 
potato  chips,  Meadowbrook  butter 
and  Red  Arrow  soda  crackers. 

Scandia  Barn  Dance  also  won 
the  AAW  award  for  the  best  pro- 
gram in  cities  over  100,000. 

Awards  presented  in  other  cate- 
gories included:  Announcements  in 
cities  over  100,000  won  by  McCann- 
Erickson  Inc.,  for  Portland  Gas  & 
Coke  Co.  one-minute  spots  on 
KBKO  Portland;  in  cities  under 
100,000  KEEN  San  Jose,  Calif,  for 
Twin-Kiss  Ice  Cream  spots. 

No  award  was  offered  this  year 
for  the  best  program  in  cities  under 
100,000. 

Following  honorable  mentions 
wei'e  presented : 

KNX  Los  Angeles  for  Bank  of  Arner. 
ica  Top  of  House  Party;  KOA  Denver 
for  Western  Spring  Service  Co.  High- 
way Transport;  Barton  A.  Stebbins 
Adv.,  Los  Angeles,  for  Signal  Oil  The 
Whistler  on  CBS;  Lee  Ringer  Adv., 
Los  Angeles,  for  Coast  Federal  Sav- 


/C0A40  Seattle  Takes 
Two  Firsts 

ings  &  Loan  Assn.  musical  jingles  on 
several  Los  Angeles  stations;  House 
&  Leland  Adv.,  Portland,  for  Ann  Pal- 
mer Bakeries  spots;  CKWX  Vancou- 
ver, B.  C,  for  Safeway  Stores  Family 
Circle  magazine  campaign;  Abbott 
Kimball  Co.  of  California,  Los  Angeles 
over  Regal  Pale  Beer  spots  in  Southern 
Calif.,  Foote,  Cone  &  Belding  for  Can- 
terbury Tea  Sports  in  Canada;  KDSH 
Boise  and  KGEM  Boise,  Ida. 


Aug.  10-13:  AFRA  convention,  Sheraton 
Hotel,  Chicago. 

Aug.  30-Sept.  2:  Western  Assn.  of 
Broadcasters,  and  directors  meeting 
of  Canadian  Assn.  of  Broadcasters, 
Jasper  Park  Lodge,  Jasper,  Alta. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition,  69th  Regiment 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn. 
of  National  Advertisers,  Drake  Hotel, 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler,  New  York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver- 
tising and  sales  promotion  confer- 
ence, Columbus. 

Oct.  22-24:  10th  District  convention  of 
Advertising  Federation  of  America, 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  of 
Broadcasters,  Mid-Pines  Club,  South- 
ern Pines,  N.  C. 

Nov.   16-18:   National  Assn.  of  Radio 

News  Directors  convention.  Hotel 
Sherman,  Chicago. 


WGAD  AFFILIATE 

GADSDEN,  ALABAMA 

NOW 

000 

(1000  NIGHT) 

WATTS  OVER 

Northeast  Alabama 

For  Economical  Coverage 
it's 

WGAD 
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FCC  SETS  ASIDE 

Two  Proposed  Grants 

TWO  INITIAL  decisions  were  set 
aside  by  FCC  last  week  and  the 
cases  remanded  to  the  respective 
hearing  examiners  for  further  pro- 
ceeding. 

The  Commission  reopened  the 
case  invol^^ng  bids  of  Mid-Island 
Radio  Inc.  and  Patchogue  Broad- 
casting Co.,  each  for  250  w  day- 
time on  1580  kc  at  Patchogue,  N.  Y., 
and  similarly  the  case  involving 
bids  of  Kansas  City  Broadcasting 
Co..  Kansas  City,  and  Reorganized 
Church  of  Jesus  Christ  of  Latter 
Dav  Saints,  Independence,  Mo., 
each  seeking  5  kw  daytime  on 
1380  kc. 

Hearing  Examiner  Hugh  B. 
Hutchison  had  recommended  grant 
of  the  Mid-Island  application  and 
denial  of  the  Patchogue  Broadcast- 
ing request  [Broadcasting,  March 
27]  while  Examiner  J.  D.  Bond  had 
recommended  denial  of  both  the 
Kansas  City  and  Independence  bids 
[Broadcasting,  Dec.  12,  1949; 
Jan.  2]. 

FCC  directed  that  Patchogue 
Broadcasting  should  be  afforded  an 
opportunity  to  establish  of  record 
the  qualifications  of  M.  Leonard 
Savage,  part  owner,  as  requested 
in  a  petition  by  the  applicant.  Lack 
of  such  qualification  was  basis  for 
the  examiner's  denial  of  the  bid, 
FCC  said.  The  Commission  also 
directed  that  further  details  should 
be  obtained  of  the  qualifications  of 
Julia  Schlackman,  Manasche  E. 
Michaels,  Abraham  Michaels  and 
Frances  T.  Michaels,  together  80% 
owners  of  Mid-Island. 

The  Commission  indicated  the'-e 
were  no  "dispositive  conclusions"  in 
denying  without  prejudice  the  Re- 
organized Church  application 
simply  because  of  FCC's  pending 
overall  policy  proceeding  regarding 
religious  groups  and  low-power  FM 
outlets  (see  story  page  48).  FCC 
said  there  were  also  "other  ma- 
terial omissions"  in  the  findings 
with  respect  to  the  Reorganized 
Church's  legal  qualifications  which 
could  have  been  disposed  of  in  the 
case. 

The   Commission  took  no  issue 


WDRC 
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Truman  Bill  Receives 
House  Approval 

PRESIDENT  Truman's  1950  revenue  bill,  encomi^assing  widespread 
increases  in  corporate  taxes  and  closing  loonholes  for  profitable  "side" 
enterprises  of  certain  organizations,  including  radio  stations,  last  Thurs- 
day won  approval  by  the  House,  and  was  sent  to  the  Senate. 


SALES  staff  of  WCBS  New  York,  key 
stafion  of  CBS,  goes  bucolic  to  point 
.  up  the  fact  it  has  signed  new  eon- 
tracts  with  The  Borden  Co.  for  partici- 
pations on  WCBS  Jack  Sterling  pro- 
gram. L  to  r:  (rear)  Thomas  Hawley, 
John  Callow,  (front)  Kent  Paterson 
and  Chet  Young.  Borden's  famous 
Elsie  peers  in  at  the  right. 

with  the  examiner's  finding  that  the 
principals  in  Kansas  City  Broad- 
casting lacked  sufficient  business 
ability  to  be  a  station  licensee. 

Material  omissions,  FCC  said, 
relate  to  questions  such  as  whether 
or  not  the  Reorganized  Church  is  a 
person  or  entity  within  the  meaning 
of  the  Communications  Act  and  is 
legally  qualified  to  be  a  licensee. 
FCC  noted  "there  is  an  absence  of 
articles  of  association  or  other  or- 
ganic acts  identifying  the  unincor- 
porated membership  association, 
showing  how  the  affairs  of  the 
organization  are  conducted,  and 
vesting  authority  and  specified 
duties  and  responsibilities  in  gov- 
erning boards  and  various  offices." 

FCC  also  indicated  other  ques- 
tions relate  to  citizenship  of  the 
church  members  and  the  fact  that 
one  of  the  members  of  the  church's 
governing  board  is  an  alien. 


Earlier,  the  House  Ways  & 
Means  Committee  issued  its  report 
on  the  single-package  revenue 
measure,  which  drew  some  sharp 
distinctions  governing  "unrelated 
activities"  of  educational,  religious 
and  charitable  institutions,  on 
which  Congress  proposes  to  levy 
taxes. 

Exemptions  Specified 

The  committee  specified  that  ex- 
emptions for  religious  organiza- 
tions apply  only  to  churches  but  not 
organizations  under  their  auspices. 
The  same  holds  true  for  charitable 
and  educational  groups  organized 
under  church  auspices.  Labor,  agri- 
cultural, research  and  other  or- 
ganizations also  are  taxable. 

Thus,  radio  stations  owned  and 
opeiated  by  religious  educational 
colleges  and  universities,  compet- 
ing commercially  in  the  broadcast 
field,  were  presumed  to  fall  in  the 
taxable  category  calling  for  a  38 
levy. 

Among  those  stations  licensed  to 
religious  and/or  educational  insti- 
tutions are  WWL  New  Orlpans 
(Loyola  U.),  KGA  Spokane  (Gon- 
zaga  U.),  WEW  St.  Louis  (St. 
Louis  U.),  KWBU  Corpus  Christi 
(Baylor  U.),  WGST  Atlanta 
(Georgia  Institute  of  Technology) 

WCCO  Minneapolis-St.  Paul  received 
1949  Public  Interest  Award  for  out- 
standing public  service  in  accident 
prevention  at  meeting  of  Greater 
Minneapolis  Safety  Council  June  15. 
Presentation  made  during  Cedric 
Adams'  Noontime  News  broadcast  from 
luncheon  held  at  Minneapolis'  Eadis- 
son  Hotel. 


RAM  FOR 

Proposal  S 


U.S. 

s  Up  to  Networks,  Scays  Barteff 


PROPOSAL  that  a  Voice  of  Amer- 
ica program  be  aired  domestically 
in  the  United  States  has  "consid- 
erable merit"  but  initiative  and 
responsibility  would  lie  with  com- 
mercial radio  networks,  Edward 
W.  Barrett,  Assistant  Secretary  of 
State  for  public  affairs,  has  in- 
formed a  member  of  Congress. 

Secretary  Barrett's  comments 
were  in  reply  to  a  suggestion  by 
Rep.  Edith  Nourse  Rogers  (R- 
Mass.)  that  a  domestic  Voice  series 
be  launched  under  supervision  of 
the  State  Dept.'s  International 
Broadcasting  Division. 

State  Dept.'s  role  in  such  a 
project  "would  be  limited  to  one 
of  cooperation  only,"  Mr.  Barrett 
said,  pointing  out  that  there  are 
legislative  restrictions  on  the  use 
of  funds  for  the  Voice. 

He  added,  however,  that  any 
network  interested  in  presenting 
a    "documentary   program"  could 


obtain  from  the  department  official 
reports  on  U.  S.  views  expressed 
in  international  broadcasts,  or 
transcripts  of  foreign  views  on  the 
U.  S.  which  are  available  from 
the  Foreign  Broadcast  Information 
Service. 

"You  will  be  interested  to  learn 
that  the  American  Broadcasting 
Co.  already  has  communicated 
with  the  department's  Interna- 
tional Broadcasting  Division  with 
a  view  to  producing  a  program  on 
the  Voice  of  America,"  Secretary 
Barrett  told  Rep.  Rogers.  He  felt 
there  is  a  "strong  likelihood"  the 
proposal  would  develop  into  a  pro- 
gram "on  some  domestic  network." 


EFFECTIVE  June  17  KNEW  Spokane, 
Mutual-Don  Lee  affiliate,  began  opera- 
tions on  new  frequency  of  7?0  kc  \vi*"h 
5000  w.  day  and  night.  Station  is  owned 
by  Coeur  d'Alene  Broadcasting.  C.  E. 
Rodell  is  general  manager. 


and  WHCU  Ithaca,  N.  Y.  (Cornell 
U.). 

The  labor  field  is  represented  by 
WCFL  Chicago,  owned  and  op- 
erated by  the  Chicago  Federation 
of  Labor. 

On  the  other  hand,  groups  like 
Farm  Bureau  Mutual  Automotive 
Insurance  Co.,  which  owns  Peoples 
Broadcasting  Corp.,  licensee  of 
WRFD  Worthington,  Ohio,  and 
WOL  Washington,  presumably  may 
be  exempt  on  corporate  income  de- 
rived from  its  radio  enterprises. 

The  committee  lumped  mutual- 
type  insurance  companies,  farm  co- 
operatives and  "corporations  which 
pre  subsidiaries  of  farm  coopera- 
tives" in  the  non-taxable  group, 
subject  only  to  levies  on  dividends. 
Co-ops  which  own  stations  in  some 
cities,  would  be  subject  to  a  107c 
tax  on  their  dividends. 

Non-Commercials  Not  Afifected 

Non-commercial  stations,  many 
of  them  operated  by  universities 
and  colleges,  are  not  affected. 

The  committee,  in  its  report  is- 
sued by  Chairman  Robert  Doughton 
(D-N.  C),  explained  that  the  prob- 
lem is  primarily  that  of  "unfair 
competition,"  and  pointed  out  that 
tax  -  free  status  enables  many 
groups  "to  expand  operations, 
while  their  competitors  can  expand 
only  with  the  profits  remaining 
after  taxes."  There  have  been 
some  examples,  the  report  said, 
where  organizations  have  used  tax 
exemption  to  buy  "an  ordinary 
business  with  no  investment  on 
their  part." 

As  passed  by  the  House,  a  tax 
on  unrelated  activities  is  expected 
to  yield  about  $100  million  annual- 
ly, including  certain  restrictions 
and  limitations  on  charitable 
trusts;  revision  of  the  corporate 
tax  structure,  as  much  as  $433,000 
a  year;  and  tax  on  co-op  dividends 
and  other  operations,  $170,000,000 
annually.  These  sums,  along  with 
other  revenue  sources,  would  more 
than  compensate  for  the  loss  from 
excise  tax  reductions  of  manu- 
facturers, set  at  $195  million. 


MANUFACTURERS  of  TV  sets  and 
accessories  have  been  invited  to  take 
part  in  the  24th  annual  Automotive 
Accessories  Mfrs.  of  America  Exposi- 
tion to  be  held  at  Grand  Central 
Palace,   Philadelphia,   Feb.   5-8,  1951. 


26  Regional  and 
2781  Pieces  of  Ma 
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A  Servic^of  Broadcasting  Newsweekly 


Dubious  About  Distribution  Costs? 


Dollars 

get  more 

dialers 

on  DuMont! 


Because  Du  Mont — first  in  TV,  only  in  TV — 
covers  99%  of  America's  telesets  at  time 
and  talent  prices  that  are  downright 
parsimonious.*  Spots  or  programs,  we  have 
the  proof  they  more  than  pay  their  way  in 
direct  sales.  Put  your  money  where 


i 


your  market  is.  Get  on  Du  Mont. 

*Very  thrifty 

E  V   I  S 

I  fttw 

The  Nation's  Window  on  the  World 

Two 

A  Division  of  the  Allen  B.  Du  Mont  Laboratories,  Inc. 

515  Madison  Avenue,  Hew  York  22,  N.  Y.  •  Phone:  MUrray  Hill  8-2600 


In  San  Francisco  Bay  Area  Television . . . 


KRON-TY's  PROGRAM  PARADE 
HOLDS  AUDIENCES  ALERT 


FOR 


EVERY  WEEK 

...  all  these  top-notch  local 
and  NBC  network  shows  on 
KRON-TV.  . .  presented 
with  the  selling  impact  of 
"Clear  Sweep"  Television: 


6  shows  especially  for  children 
3  with  audience  participation 
4  that  present  fashions 
6  featuring  interviews 
9  dramatic  presentations 
5  with  music  and  songs 
2  shows  about  sports 


5  variety  shows 

10  miscellaneous 
News,  telenews,  regularly 


(Noie:  Some  of  the  programs 
referred  to  above  are  grouped 
under  more  than  one  subject 
classification.) 


The  San  Francisco 
television  station 
that  does  most  to 
help  your  "spots" 
produce  is  


Represented  nationally  by  FREE  &  PETERS,  INC  New  York,  Chicago, 

Detroit,  Atlanta,  Fort  Worth,  Hollywood.  KRON-TV  offices  and  studios  in  the 
San  Francisco  Chronicle  Building,  5th  and  Mission  Streets,  San  Francisco 
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COLOR  FINDINGS  AIRED 


FCC  Hopes  for  Decision  by  Sept, 


DISPUTANTS  in  FCC's  nine- 
month-old  color  television  battle 
rounded  up  their  arguments  and 
laid  them  before  the  Commission 
last  week  in  the  form  of  the  "find- 
ings of  fact  and  conclusions"  they 
would  like  to  see  in  FCC's  final  de- 
cision. 

The  Commission  is  slated  to  be- 
gin active  work  toward  its  decision 
on  July  11 — the  day  after  the  dead- 
line for  the  parties  to  file  their 
replies  to  the  proposals  and  argu- 
ments advanced  last  week.  FCC 
authorities  hope  the  case  will  be 
decided  by  September. 

Proposed  findings  were  submit- 
ted by  five  participants — RCA, 
CBS,  and  Color  Television  Inc., 
each  of  which  is  advocating  adop- 
tion of  its  owTi  system,  and  by 
Paramount  Television  Productions 
and  Chromatic  Television  Labs 
jointly.  Allen  B.  DuMont  Labs  sub- 
mitted a  letter  and  a  digest  of  its 
own  testimony  in  the  hearing,  re- 
iterating its  view  that  no  system  is 
yet  ready  for  standardization. 

While  CBS,  RCA,  and  CTI  were 
urging  the  merits  of  their  respec- 
tive color  techniques.  Paramount 
and  Chromatic,  its  subsidiary, 
which  took  no  major  part  in  the 
hearings,  recommended  that  color 
standards  be  delayed  for  a  year  to 
await  promising  developments.  But 
if  color  is  to  be  ordered  now,  they 
came  out  for  adoption  of  modified 
CBS-type  standards,  use  of  UHF 
for  color  only,  and  a  requirement 
that  VHF  stations  simulcast  their 
programs  in  color  in  the  UHF. 

The  CTI,  RCA,  and  CBS  pre- 
sentations were  recapitulations  of 
the  arguments  they  advanced 
throughout  the  hearing. 

RCA's  Proposals 
The  RCA  proposals  reiterated 
■  the  recommendation  of  Brig.  Gen. 
David  Sarnoff,  board  chairman, 
that  the  basic  requirements  for  a 
color  system  be  (1)  a  6-mc  band- 
width; (2)  picture  quality  arid  defi- 
nition at  least  equal  to  present 
black-and-white,  and  (3)  compati- 
bility. 

The  brief  asked  FCC  to  rule,  as 
Gen.  Sarnoff  maintained,  that 
RCA's  dot-sequential  technique  is 
"the  only  color  system  whieh 
meets  all  of  these  three  basic  re- 
quirements" and  that  "it  is  in  the 
public  interest  that  standards  on 
the  basis  of  the  RCA  color  tele- 
vision system  be  adopted  immedi- 
ately." 

"The  most  important  single  fac- 


tor in  this  hearing,  from  the  stand- 
point of  insuring  an  early  develop- 
ment of  color  television,"  RCA  as- 
serted, "is  compatibility." 

Compatibility,  the  brief  argued, 
is  the  factor  that  "makes  it  eco- 
nomically practical  for  the  broad- 
caster and  the  sponsor  to  broadcast 
— in  color — their  choice  programs 
— in  choice  time — as  soon  as  stand- 
ards for  a  compatible  system  are 
approved." 

The  brief  asserted  that  there  will 
be  no  major  transition  problems  if 
a  compatible  system  is  adopted 
and  that  there  would  be  no  need 
for  FCC  to  prescribe  minimum 
hours  for  color  broadcasting,  "al- 
though RCA  and  NBC  have  no  ob- 
jection to  a  reasonable  compulsory 
minimum." 

Aside  from  the  compatibility 
question,  RCA  asserted  its  system 


is  "capable  of  the  highest  color 
fidelity";  can  attain  picture  bright- 
ness nine  times  as  great  as  that 
of  CBS  before  threshold  flicker  is 
reached;  has  no  color  break-up  or 
fringing  and  is  not  limited  as  to 
picture  size;  is  "for  all  practical 
purposes"  free  of  flicker;  is  not 
limited  by  requirements  for 
registry;  is  at  least  equal  to  black- 
and-white  in  resolution,  and  can  be 
used  in  networking  via  either 
coaxial  cable  or  radio  relay. 

CBS  System  Hit 

RCA  claimed  the  CBS  system 
presents  only  55%  of  the  horizontal 
resolution  provided  by  black-and- 
white  and  gives  239c  less  vertical 
resolution  than  black-and-white;  is 
limited  to  the  use  of  picture  tubes 
no  larger  than  12  inches,  because 
of  the  disc  employed;  is  plagued 


by  color  breakup,  fringing,  and 
flicker.  RCA  said: 

The  RCA  picture  is  superior  to  that 
of  the  CBS  system  in  that  the  CBS 
picture  has  less  definition,  and  is  sub- 
ject to  flicker,  color  fringing  and  color 
breakup.  The  overall  quality  of  the 
RCA  picture  is  superior  to  that  of  the 
CTI  picture  in  that  the  CTI  picture 
has  less  definition,  suffers  from  line 
crawl  and  jitter,  and  from  coarse  line 
structure. 

RCA  said  its  color  receivers  "can 
be  manufactured  and  sold  for 
prices  competitive  with  any  other 
color  receiver  that  has  been 
demonstrated  or  proposed,"  and 
that,  since  CBS  and  CTI  both  an- 
ticipated use  of  the  RCA  tricolor 
tube,  "the  cost  of  receiving  equip- 
ment thus  becomes  a  standoff  for 
all  three  systems,  with  a  possible 

(Continued  on  Telecasting  p.  lU) 


NETWORK  CLIENTS    smokers  Class  Tops  April 


SMOKING  MATERIALS,  com- 
posed of  cigarettes,  pipe  tobaccos 
and  lighters,  made  up  the  largest 
class  of  TV  network  advertisers  in 
April,  according  to  data  compiled 
by  Publishers  Information  Bureau 
on  advertising  on  the  ABC,  CBS 
and  NBC  TV  networks.  DuMont 
figures  are  not  available.  This 
smokers  advertising  class  accounted 
for  video  network  time  purchases 
of  $424,038,  at  gross  rates,  in 
April,  on  the  three  networks. 

Automotive  advertising  in  April 
ranked  second  among  TV  network 
product  groups.  Foods  were  third. 
Radios  and  TV  sets  fourth  and 


Household  Equipment  fifth.  Rank 
order  was  the  same  for  the  Jan- 
uary-April period  except  that 
Toilet  Goods  advertising,  which 
ranked  sixth  in  April,  was  in  fifth 
place  for  the  four-month  period, 
with  Household  Equipment  ranking 
sixth.  Table  I  shows  the  gross  time 
purchases  for  each  advertising 
class  on  the  three  TV  networks 
reporting  both  for  April  and  for 
the  four  months. 

Ford  Motor  Co.  was  the  top  TV 
network  client  for  April,  followed 
by  R.  J.  Reynolds  Tobacco  Co., 
Liggett  &  Myers  Tobacco  Co.,  Na- 
tional Dairy  Products  Corp.  and 


TABLE  I 

GROSS  TV  NETWORK  BILLINGS*  BY  PRODUCT  GROUPS  FOR  APRIL  AND  JAN.-APRIL,  1950 


Product  Group 

Apparel,  Footwear  &  Access. 

Automotive,  Automotive  Supplies  &  Equip. 

Beer,  Wine  &  Liquor 

Confectionery  &  Soft  Drinks 

Consumer  Services 

Drugs  &  Remedies 

Food  &  Food  Products 

Gasoline,  Oil  &  Other  Fuels 

Horticulture 

Household  Equip. 

Household  Furnishings 

Jewelry,  Optical  Goods  &  Cameras 

Publishing  &  Media 

Radios,  TV  Sets,  Phonographs,  Musical  Instruments  & 
Access. 

Retail  Stores  &  Direct  Mail 

Smoking  Materials 

Soaps,  Cleansers  &  Polishes 

Toiletries  &  Toilet  Goods 

Miscellaneous 


April 

Jan. -April 

1950 

1950 

99,606 

$  208,670 

379,119 

1,299,818 

115,910 

473,999 

97,725 

202,491 

16,060 

59,235 

17,820 

72,810 

333,350 

1,106,453 

95,780 

340,675 

520 

520 

177,205 

570,470 

157,840 

564,412 

2,696 

18,840 

77,065 

241,957 

883,915 

1,631 

424,038 

1,485,608 

31,820 

105,485 

173,509 

683,925 

17,689 

62,390 

$2,397,788 

$8,202,268 

*  ABC,  CBS  and  NBC  TV  Networks.    DuMont  figures  not  available. 
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American  Tobacco  Co.,  in  that 
order,  the  ranking  again  based  on 
the  three  video  networks  whose 
gross  billings  were  available. 

In  view  of  the  leadership  of 
Smoking  Materials  in  TV  network 
advertising  for  the  month,  it  is 
noteworthy  that  three  of  the  top 
five  advertisers  for  April  are 
tobacco  companies.  Table  II  lists 
the  top  10  advertisers. 

Gross  time  sales  of  the  three 
TV  networks  in  April  totaled  $2,- 
397,788,  more  than  three  times  as 
much  as  the  gross  of  all  four  video 
networks  for  the  same  month  of 
last  year  [Telecasting,  May  22]. 
The  same  ratio  held  for  the  four- 
month  period  of  1950,  for  which 
the  combined  gross  TV  time  sales 
of  ABC,  CBS  and  NBC  totaled 
$8,202,268. 


TABLE  II 

10    LEADING    TV    NETWORK  ADVERTISERS 
IN  APRIL* 

Gross 
Tima 
ChargM 

Ford  Motor  Co  $155,615 

R.  J.  Reynolds    119,405 

Liggett  &  Myers    95,205 

National  Dairy  Products    91,260 

American  Tobacco  Co   86,695 

RCA    83,400 

General   Foods    77,775 

Phiico    75,975 

General  Electric    67,450 

General  Motors    65,383 

*  On  ABC,  CBS  and  NBC;  DoMont  not  re- 
porting. 
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VIDEOTOWN  CENSUS  TV  Population  Doubles 


TELEVISION  population  of  Vi- 
deotown,  a  secret  and  typical 
American  city,  will  double  in  1950 
though  set  purchases  have  reached 
the  leveling-off  stage,  according 
to  the  third  annual  "census"  of 
this  mythical  community  within 
40  miles  of  New  York  City. 

The  continuing  study  was  start- 
ed in  April  1948  by  Newell- 
Emmett,  now  Cunningham  & 
Walsh,  New  York  agency  [Broad- 
casting, July  4,  1949]. 

Future  increases  in  TV  sales 
will  depend  more  and  more  heavily 
on  buying  by  the  lower  income 
groups,  according  to  John  P.  Cun- 
ningham, executive  vice  president 
of  the  agency.  He  added: 

"A  definite  warning  to  agencies, 
telecasters  and  the  entire  TV  in- 
dustry becomes  visible  in  the  de- 
creasing buying  rate  among  upper 
income  groups,  noticeable  since 
1948,  and  in  the  steadily  increasing 
resistance  to  television  among  the 
non-owners  who  stated  that  they 
would  not  be  in  the  market  for  TV 
sets.  These  warning  signals  em- 
phasize our  responsibility  for  the 
production  of  constantly  better 
programs." 

Facts  for  the  conclusions  were 
obtained  by  interviewing  all  of 
the  3,007  Videotown  families  own- 
ing TV  sets,  plus  a  broad  sampling 
of  non  -  TV  families.  Gerald 
Tasker,  agency  research  director, 
and  William  Bunn,  research  man- 
ager, took  a  staff  of  16  trained 
researchers  into  the  city,  spend- 
ing a  month.  Videotown  is  de- 
scribed as  economically  independ- 
ent with  about  40,000  population, 
well  within  the  range  of  good  TV 


reception  from  major  New  York 
stations. 

By  the  end  of  1950,  40%  to  42% 
of  all  Videotown  families  will  have 
TV  sets,  according  to  Mr.  Tasker, 
though  the  growth  is  substantially 
less   than   the    1507c    increase  in 

1949  and  500%-  in  1948. 
Consumers    show    a  preference 

for  larger  screen  sizes  and  brand 
competition  is  becoming  keener 
with  52  brands  on  the  market 
compared  to  30  a  year  ago.  Two 
leading  brands  account  for  30% 
of  purchases,  nine  fight  for  50% 
of  sales,  and  41  brands  divide  the 
remaining  20%. 

Actual  number  of  sets  sold  in 

1950  will  reach  a  new  high,  the 
survey  shows. 

Have  Fewer  Guests  - 
Fewer  than  20%  of  TV  families 
entertain  guests  on  weekday 
nights,  and  only  half  of  these 
watch  their  sets  while  guests  are 
present.  TV  families  attend  fewer 
movies  and  go  out  less  in  the 
evening,  according  to  the  survey. 
Most  consistent  viewers  are  chil- 
dren and  teen-agers. 

Actual  TV  ownership  in  the 
test  city  has  risen  from  208  in 
April  1948  to  1,241  last  year  and 
3,007  (27.4%  of  families)  in  April 
1950.  Sales  increase  this  year 
over  1949  is  estimated  at  50%, 
based  on  expressed  intentions, 
compared  to  an  estimated  80% 
based  on  first-quarter  sales  and  a 
seasonal  trend  similar  to  1949. 

Viewers  in  Videotown  are  be- 
coming more  selective  in  their 
personal  choice  of  programs,  it 
is  stated.     The  evening  audience 


THIS  mobile  camera,  mounted  on  a  specially  builf  plat-form  aboard  a  light 
delivery  truck,  represents  part  of  the  setup  with  which  WBAL-TV  Baltimore 
covered  the  June  24  Friendship  International  Airport  dedication  ceremonies. 
Realizing  TV  equipment  limitations  in  covering  a  demonstration  of  this 
type.  Chief  Engineer  Bill  Bareham  added  the  mobile  camera  after  utilizing 
two  fixed  camera  positions  on  specially  erected  stands.  By  this  arrange- 
ment, WBAL-TV's  director  was  able  to  keep  up  with  the  form  of  move- 
ment on  the  ground.  President  Truman's  arrival  by  plane,  the  motorcade 
from  plane  to  reviewing  stand  and  all  other  forms  of  ceremony  action 
within  a  1,200-ft.  area.  Chief  Engineer  Bareham  used  1,200  ft.  of  camera 
cable,  1,200  ft.  of  mike  cable,  six  men  to  handle  the  cable  and  c  20-inch 
studio  lens.    Charlie  Railley,  master  control  engineer,  is  shown  at  the  camera. 


changes,  with  78%  of  young  chil- 
dren and  teen-agers  watching  pro- 
grams on  an  average  night  where- 
as 52%  of  grown  sons  and  daugh- 
ters and  30%  of  parents  in  TV 
families  do  not  watch  programs. 

Though  there  is  some  leveling 
off  in  viewing  by  individual  mem- 
bers of  the  family,  the  average 
Videotown  set  is  in  use  about  four 
hours  during  the  evening  and  in- 
dividual viewers  in  TV  families 
spend    about   three   hours  before 


the  set.  The  TV  guest  problem  i 
disappearing. 

The  survey  shows  16%  of  mem- 
bers of  TV  families  are  away  from 
home  at  night,  compared  to  25% 
of  non-TV  families.  About  7%  of 
non-owners  are  away  from  home 
viewing  TV  elsewhere.  Movie  at- 
tendance is  less  among  TV  fam- 
ilies at  a  ratio  of  about  1  to  2. 
About  2%  of  adult  males  in  both 
TV  and  non-TV  households  are 
attending  some  sports  event  in 
the  evening. 

Replacement  market  is  expected 
to  take  up  some  of  the  slack  in 
set  buying. 


ET  SALES 


Shipments  by  County  in  April 
Listed  by  RTMA 


ACTUAL  sales  of  TV  receivers  by  the  entire  manufacturing  industry 
totaled  369,000  units  in  April,  according  to  the  first  of  a  series  of  monthly 
reports  issued  by  Radio-Television  Mfrs.  Assn.  Factory  production  of 
TV  sets  by  RTMA  members,  about  807c  of  industry  total,  amounted  to 
420,026  sets  for  the  month,  sales 
normally  lagging  behind  produc- 
tion. 

TV  receiver  shipments  for  the 
first  four  months  of  1950  totaled 
1,925,000  units,  according  to 
RTMA. 

RTMA's  sales  figures  show  esti- 
mated shipments  to  dealers,  by 
counties,  in  37  states  and  the  Dis- 
trict of  Columbia.  First  quarter 
shipments  were  issued  in  June  by 
the  RTMA  Industry  Statistics 
Committee  [TELECASTING,  June  5]. 

The  April  and  January-April 
four  month  shipments  to  states  and 
counties  follow: 


State  and 

Sets 

Shipped 

County 

April 

Jan.-Apri 

ALABAMA 

Jefferson 

558 

2,848 

ARIZONA 

Maricopa 

141 

1,305 

CALIFORNIA 

Alameda 

1,876 

10,095 

Contra  Costa 

185 

1,879 

Los  Angeles 

15,996 

99,677 

Orange 

699 

7,595 

Sacramento 

86 

464 

San  Bernardino 

651 

4,939 

San  Diego 

2,475 

10,557 

San  Francisco 

1,677 

10,241 

San  Joaquin 

219 

830 

San  Mateo 

427 

2,522 

Santa  Clara 

471 

3,671 

Solano 

202 

937 

CONNECTICUT 

Fairfield 

2,269 

9,699 

Hartford 

2,075 

7,622 

New  Haven 

2,930 

12,224 

New  London 

219 

744 

DELAWARE 

New  Castle 

1,208 

6,201 

DISTRICT  OF 

COLUMBIA 

5,151 

33,864 

FLORIDA 

Dade 

701 

5,303 

Duval 

214 

1,356 

Hillsborough 

21 

281 

Pinellas 

3 

7 

GEORGIA 

DeKalb 

338 

2,062 

Fulton 

3,741 

14,286 

ILLINOIS 

Cook 

26,739 

136,133 

Fulton 

3 

172 

Knox 

15 

131 

Madison 

570 

2,591 

McLean 

11 

194 

Peoria 

16 

883 

Rock  Island 

201 

.J  ,066 

St.  Clair 

741 

2,857 

Tazewell 

3 

81 

INDIANA 

Delaware 

66 

634 

Lake 

1,072 

8,768 

Madison 

202 

1,184 

Marion 

2,444 

8,622 

IOWA 

Clinton 

13 

144 

Polk 

70 

2,672 

Pottawattamie 

65 

687 

Scott 

142 

466 

KANSAS 

Wyandotte 

204 

1,255 

KENTUCKY 

Campbell 

330 

2,399 

Jefferson 

1,488 

7,842 

Kenton 

644 

3,747 

State  and 

Sets 

Shipped 

County 

April 

Jan. -April 

i  nil     AN  A 

Orleans 

1  837 

1 0  477 

MARYLAND 

Baltimore  City 

4  981 

1^  T70 

Baltimore  County 

278 

1 6  466 

Montgomery 

OU 1 

2,953 

Prince  Georges 

105 

ft  OA 

M  ACC  ArUIICFTTC 

Berlcshi  re 

401 

1  ,/ XU 

Bristol 

1,347 

8,812 

u  . 

1  A 
1 

Mampaen 

AAiddlesex 

22,374 

1  229 

7  624 

P  lymouth 

395 

t  nAO 

Suffolk 

s  oon 

44, 112 

Worcester 

1  570 

7  A7^ 

MITHIt^AN 
m  1  \>  n  f  w  M 1 Y 

Cc  Ihoun 

xDt 

1  ,  1  7/ 

Genesee 

521 

1  n^ham 

2,803 

Jackson 

1 89 

1  ,OAO 

Ka  la  ma  zoo 

QQO 

o  eo7 

A,3J/ 

Kent 

1  1 07 

A  OCX 

Macomb 

AAA 
OOU 

t  C7n 
X,3/U 

Muskegon 

1  AT 
1  Or 

937 

\mioK  lanOf 

1  OOA 

X  oox 

0,7AO 

SoQina  w 

1  nn 

oo  1 

Washtenaw 

AD  1 

1  ,o  lo 

NA/ay  ne 

21  446 

70,459 

Hennepin 

2  554 

14,591 

Ramsey 

1  CAT 

7,730 

MiccniiDi 

Buchanan 

1  o 

259 

4  255 

17  549 

Maaison 

c 
3 

4UI 

A  TAl 

31,846 

KICRP  ACIf  A 

Douglas 

502 

3  698 

Lancaster 

129 

'377 

MC\Af  ICDCCV 

Atlantic 

497 

3,079 

Bergen 

1,619 

10,301 

Camden 

950 

6,868 

Essex 

5,622 

30,122 

Hudson 

3,006 

18,118 

Mercer 

1,353 

6,131 

Middlesex 

989 

6,279 

Monmouth 

1,120 

4,921 

Morris 

486 

2,853 

Passaic 

1,483 

9,513 

Union 

1,734 

10,424 

NEW  MEXICO 

Bernalillo 

165 

880 

NEW  YORK 

Albany 

1,288 

7,439 

Bronx 

2,653 

12,931 

Broome 

277 

2,041 

Chautauqua 

207 

1,543 

Erie 

5,923 

27,067 

Kings 

15.811 

74,501 

Monroe 

3,463 

19,454 

Nassau 

2.727 

13,160 

New  York 

18,166 

75,092 

Niagara 

562 

3,777 

Onondaga 

2,869 

12,946 

Oneida 

1,651 

5,982 

Orange 

331 

2,306 

Queens 

6,363 

29,133 

Rensselaer 

1,419 

6,767 

Richmond 

637 

4,169 

-Schenectady 

783 

4,180 

Westchester 

2,147 

12,118 

NORTH  CAROLINA 

Alamance 

36 

338 

Cabarrus 

71 

375 

Durham 

8 

33 

Forsyth 

39 

360 

Gaston 

47 

455 

Guilford 

149 

815 

Mecklenburg 

228 

959 

Rowan 

23 

188 

( Continued  on 

Telecasting  p.  15) 
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WHBF-TV  BEGINS 


Program  Schedule 
On  Limited  Scale 


from  over  84  cities  within  a  115- 
mile  radius  of  Rock  Island — from 
locations  in  Illinois,  Iowa,  Missouri, 
Minnesota,  Wisconsin  and  North 
Carolina.  Four  quad-city  daily 
newspapers  ran  special  editions 
Saturday  spotlighting  the  advent 
of  TV  in  Rock  Island. 

Officers  of  Rock  Island  Broad- 
casting Co.  and  WHBF-TV,  in  ad- 
dition to  Mr.  Johnson,  are:  Ben 
Potter,  president;  Marguerite  Pot- 
ter, vice  president;  Charles  Harri- 
son, production  manager;  Forrest 
Cooke,  program  director;  Maurice 
Corken,  general  sales  manager; 
Robert  J.  Sinnett,  chief  engineer. 


REGULAR  schedule  of  telecasts — first  downstate  Illinois  TV  pro- 
gramming outside  of  Chicago — began  Saturday  (July  1)  as  WHBF-TV 
Rock  Island  took  the  air  on  Channel  4  (66-72  nic). 

Leslie   C.   Johnson,   WHBF-AM-FM-TV   general   manager   and  vice 

president  of  Rock  Island  Broad-  *  

casting  Co.,  licensee,  announced 
that  WHBF-TV  will  operate  on  a 
Wednesday' -through-Sunday  sched- 
ule, remaining  silent  the  first  two 
days  of  the  week.  It  will  operate 
entirely  with  film  and  kinescopes, 
"probably  through  the  summer,"  he 
added. 

"We  have  made  plans  to  buy  the 
best  films  available  for  the  pro- 
gram schedule  during  the  sum- 
mer," Mr.  Johnson  said.  "These 
months,  until  we  are  able  to  carry 
live  network  programs  in  the  fall, 
will  be  used  to  perfect  a  smooth- 
running,  efficient  operation  on 
film."  Station  is  affiliated  with 
ABC,  CBS  and  DuMont  television 
net^vorks. 

WHBF-TV  started  regular  tele- 
casting at  6:30  p.  m.  Saturday 
without  formal  opening  because  of 
construction  work  in  offices  on  the 
third  floor  of  the  Telco  Bldg.,  which 
will  later  house  the  complete  organ- 
ization. Upon  completion  it  will 
have  studios,  announcers'  booths, 
AM  and  FM  control  rooms  as  well 
as  TV  transmitter  and  control 
rooms  already  installed. 

Second  floor  will  house  business 
and  sales  offices,  music  library  and 
news  room.  A  penthouse  on  the 
roof  contains  air  -  conditioning 
equipment.  The  Bond  Drug  Co. 
occupies  the  first  floor. 

Station's  TV  equipment  com- 
prises two  cameras  and  two  pro- 
jectors of  the  latest  type.  Present 
schedule  calls  for  8:30  p.  m.  sign- 
off  Wednesday,  Friday  and  Sunday; 
9  p.  m.  Thursday,  and  9:30  p.  m. 
Saturday.  Among  the  programs 
scheduled  are  Crusade  in  Europe, 
Stop  the  Music,  Famous  Jury 
Trials  and  The  Lone  Ranger. 

WHBF-TV's  482-ft.  tower  ad- 
joins the  Telco  Bidg.  on  the  east, 
situated  at  18th  St.  and  3rd  Ave. 
Station  launched  test  patterns  June 
2  without  attendant  publicity, 
though  it  reported  receiving  a 
flood  of  mail,  wires  and  phone  calls 
after  the  tests. 

Good    reception    was  reported 


ON  HAND  for  the  "magic"  station  identification  that  flashes  the  beginning 
of  regular  television  programming  at  WHBF-TV  Rock  Island  (see  separate 
story)  are  key  officials,  gathered  in  the  station's  transmitter  supervisory 
control  room.  L  to  r:  Charles  H.  Harrison,  production  manager;  Leslie  C. 
Johnson,  general  manager,  WHBF-AM-FM-TV  and  vice  president  of  Rock 
Island  Broadcasting  Co.,  licensee;  Robert  J.  Sinnett  (seated),  chief  engineer; 
Forrest  Cooke,  program  director;  Maurice  Corken,  general  sales  manager. 


NBCS  UHf  TESTS       Qp^"  House  at  Bridgeport 


HALPERN  NAMED 

Is  Re-elected  ATS  President 

DAVID  HALE  HALPERN,  radio 
and  TV  director  of  Owen  &  Chap- 
pell,  New  York,  has  been  re-elected 
president  of  the  American  Televi- 
sion Society  for  a  second  consecu- 
tive year,  it  was  announced  last 
week. 

Also  elected  were  Warren  Care, 
Theatre  Guild,  vice  president;  Barbara 
Jones.  Grey  Advertising  Agency,  secre- 
tary; Arch  U.  Braunfeld,  CPA.  treas- 
urer. Directors  named  for  1950-51  are: 
Paul  Alley.  WOliam  J.  Gans  Co.;  Hal- 
sey  Barrett.  DuMont;  Albert  Deane. 
Paramount  International;  John  Fox. 
Special  Purpose  Films;  Don  McClure, 
N.  W.  Ayer  &  Son;  Richard  B.  Rawls, 
ABC:  Henry  White,  CBS. 
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By  BRUCE  ROBERTSON 

ABOUT  the  first  of  the  year  NBC 
began  rebroadcasting  the  programs 
of  WNBT  (TV)  New  York  over 
an  experimental  UHF  video  sta- 
tion, KC2XAK,  located  on  a  hill- 
top about  three  miles  out  of 
Bridgeport,  Conn. 

Last  Wednesday,  KC2XAK  cel- 
ebrated six  months  of  operation, 
amounting  to  some  2,000  hours  of 
actual  broadcasts,  by  holding  open 
house  for  a  delegation  of  about  50 
Washington  radio  attorneys  and 
consulting  engineers.  Raymond  F. 
Guy,  manager  of  radio  and  alloca- 
tions engineering  for  NBC,  headed 
the  party,  which  also  included  a 
score  of  RCA  broadcast  equipment 
engineers  and  salesmen. 

Facilities  Outlined 

Signals  beamed  from  the  Em- 
pire State  Bldg.  in  New  York  to 
KC2XAK  are  broadcast  on  the  529- 
535  MC  band  with  a  1  kw  UHF 
transmitter  built  around  a  stand- 
ard RCA  commercial  VHF  TV 
transmitter.  A  40-foot  omni-di- 
rectional  horizontally  polarized  an- 
tenna with  a  power  gain  of  17.3, 
giving  an  effective  output  of  about 
14  kw,  is  mounted  on  a  200-foot 
tower  atop  the  200-foot  hill,  send- 
ing out  its  signals  at  about  450 
feet  above  sea  level  (and  above 
Bridgeport) . 

The  UHF  pictures  are  received 
on  88  converted  TV  sets  installed 
by  RCA  Service  Co.  technicians 
in  homes  throughout  the  area.  A 
truck-station  wagon  "UHF  cara- 
van" with  a  46-foot  ladder  type 
receiving  antenna  mast  travels  the 
highways  making  field  intensity 
tests  of  the  UHF  transmissions. 

Purpose  of  the  Bridgeport  tests, 
which  will  continue  at  least  through 
the  remainder  of  this  year,  is  to 
continue  the  collection  of  data  be- 
gun in  early  tests  in  New  York 
and  Washington  about  propagation 


characteristics  of  the  UHF  fre- 
quencies. A  second  objective  is  to 
test  the  operation  of  RCA's  UHF 
transmitting  and  receiving  equip- 
ment, which  the  company  expects 
to  have  ready  as  soon  as  possible 
after  the  FCC  has  made  its  allo- 
cations and  set  standards  for  video 
broadcasting  in  the  UHF  region. 

The  visiting  group  spent  a  morn- 
ing hour  crowded  into  the  neat, 
efficient  looking  transmitter  house, 
where  a  map  showing  the  quality 
of  reception  at  various  receiver 
points  was  the  center  of  attraction, 
or  outside  gathered  around  the 
UHF  caravan  and  gazing  up  at  the 
transmitter  asking  a  myriad  of 
more  or  less  technical  questions.  It 
then  adjourned  to  Bridgeport  for  a 
lecture-and-lunch  session.  An  af- 
ternoon visit  to  a  country  club, 
where  four  receivers  permitted  a 
comparison  of  the  UHF  broadcast 
of  a  WNBT  test  pattern  with  VHF 
broadcasts  from  New  York,  com- 
pleted the  day's  agenda. 

Information  and  impressions 
amassed  by  this  reporter  during 
the  day  included: 

Quality  Satisfactory 

Quality  of  the  UHF  signal 
seemed  satisfactory  and  about  as 
good  as  the  VHF  pickups. 

The  effective  range  of  UHF  is 
something  less  than  20  miles  and 
the  UHF  signals  are  affected  by 
shadows  to  a  much  greater  degree 
than  VHF  transmissions,  with  sets 
located  behind  a  hill  or  other  large 
obstructions  unable  to  receive  a 
usable  signal. 

Mr.  Guy  pointed  out  that  UHF 
coverage  has  to  be  considered  some- 
what differently  from  VHF,  for 
where  VHF  may  provide  adequate 
service  to  95  percent  of  the  loca- 
tions within  its  overall  service 
area,  the  UHF  figure  may  be  75 
percent  or  less,  with  terrain  char- 
acteristics a  very  important  factor. 
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Seasonal  changes  must  also  be  con- 
sidered in  UHF,  he  added,  noting 
that  foliage  in  summer  may  inter- 
fere with  reception  at  a  location 
which  got  satisfactory  service 
when  the  trees  were  bare. 

Howard  Leslie  of  RCA  Service 
Co.  in  Bridgeport,  which  handled 
the  installations,  said  that  a  fan 
antenna  is  usually  effective  within 
a  five-mile  radius  of  the  UHF 
transmitter  and  a  stacked  vee  an- 
tenna works  well  in  most  locations 
and  has  the  added  advantage  of 
being  inexpensive  and  easy  to  in- 
stall. Rhombic  antennas  have 
proved  effective  in  cutting  out  re- 
flections, he  said,  adding  that 
parabola  and  helical  antennas  had 
been  tried  out  and  were  effective 
although  bulky  and  expensive. 

Antenna  Problem 

If  the  receiving  point  is  located 
in  the  station's  radiated  field  the 
antenna  location  is  not  critical, 
Mr.  Leslie  said,  noting  that  the 
nearer  the  home  is  to  the  lower 
fringe  of  the  radiated  field  the 
more  critical  the  antenna  location 
becomes,  sometimes  changing  when 
the  antenna  is  moved  a  few  feet, 
or  even  a  few  inches.  If  the  set- 
owner  is  dependent  on  a  reflected 
signal,  he's  in  a  tough  spot  for 
UHF  reception.  Indoor  antennas 
will  work  at  homes  within  five 
miles  of  the  transmitter,  he  said, 
but  outside  antennas  work  better. 

RCA  already  has  three  or  four 
contracts  for  UHF  package  trans- 
mitter installations  similar  to  that 
at  Bridgeport,  provided  the  FCC 
approves  the  applications  of  the 
buyers,  Buck  Lewis  of  the  RCA 
Victor  sales  division  said.  Price 
is  now  $135,000  for  the  complete 
package,  including  everything  but 
the  building  and  tower,  he  said, 
noting  that  this  is  an  appreciable 
(Continued  on  Telecasting  p.  11) 
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COAST-TO-COAST  RELAY  Ar&TDej*  wolC  SALE 

FCC  Appr 


FIRST  details  of  the  $20  million 
radio  relay  circuit  to  be  built  by 
Jan.  1,  1952,  making  coast-to-coast 
TV  program  service  available  by 
that  date  [Broadcasting,  June 
26],  are  published  below,  released 
to  Telecasting  at  its  request  by 
AT&T. 

Approval  of  the  construction  of 
55  relay  stations  between  Omaha 
and  San  Francisco,  plus  expanded 
facilities  between  Omaha  and  Chi- 
cago, given  June  23  by  the  FCC, 
will  provide  two  TV  channels,  one 
for  program  transmission  from 
East  to  West,  the  other  for  West- 
to-East  programming  in  addition 
to  two  channels  for  telephone  use. 

Describes  System 
Bell  System's  description  of  its 
construction  plans  for  these  new 
facilities  follows: 

"The  radio  relay  route  from 
Omaha  westward  will  pass  through 
Denver  and  Salt  Lake  City  en- 
route  to  San  Francisco.  Station 
height  will  reflect  variables  in 
local  topography  ranging  from  the 
salt  flats  of  Utah  to  mountain 
peaks  nearly  two  miles  high. 

"Generally  speaking,  if  a  sta- 
tion can  be  perched  atop  a  high 
mountain  peak,  the  necessary  line- 
of-sight  between  antennas  can  be 
obtained  by  means  of  a  one-story 
concrete  structure.  Where  the  ter- 
rain is  flat,  or  where  intervening 
obstructions  must  be  cleared,  a 
taller  structure  must  be  built.  Sta- 
tions across  Nebraska  and  Utah 
will  be  built  of  open-steel  frame- 
work varying  in  height  up  to  200 
feet.  Through  Nevada  to  San  Fran- 
cisco, the  antennas  will  be  placed 


THEATRE  OWNERS 

Set  To  Incorporate  TV  Group 

THE  NATIONAL  Exhibitors  The- 
atre Television  Committee  moved  a 
step  nearer  incorporation  last  week 
at  a  meeting  in  New  York  called 
by  S.  H.  Fabian  of  the  Fabian 
Theatres,  and  Leonard  H.  Golden- 
son,  president  of  United  Paramount 
Theatres. 

Frank  C.  Walker  of  the  Comer- 
ford  Theatres  was  elected  organiz- 
ing chairman,  and  Mr.  Fabian, 
treasurer.  Plans  were  made  for 
incorporating  the  organization  in 
Washington,  D.  C,  within  10  days. 

All  exhibitors  interested  in  the 
future  of  theatre  television  will  be 
invited  to  join,  according  to  Mr. 
Walker,  who  foresees  civic  and 
military  as  well  as  recreational 
uses  for  theatre  television. 


DuMontAddsWKZO-TV 

DUMONT  Television  Network  has 
added  WKZO-TV  Kalamazoo,  Mich., 
to  its  station  lineup,  bringing  to 
60  the  number  of  current  DuMont 
affiliated  stations.  WKZO-TV  also 
is  a  CBS  affiliate.  The  TV  outlet 
is  owned  by  the  Fetzer  B^-oadcast- 
ing  Co.  and  its  AM  station,  WKZO, 
is  a  CBS  affiliate. 


on  one-story  concrete  structures 
perched  on  mountain  ridges. 

"From  Denver  the  relay  route 
swings  in  a  northwesterly  direc- 
tion, sweeping  across  the  southern 
part  of  Wyoming  in  a  wide  arc 
and  entering  Utah  '  north  of  Salt 
Lake  City.  The  microwave  beams 
will  shoot  over  the  southern  tip  of 
Great  Salt  Lake  across  the  Great 
Salt  Lake  Desert  and  enter  Ne- 
vada at  Wendover.  After  crossing 
the  Nevada-California  border  at 
the  Donner  Pass  a  few  miles  south- 
west of  Reno,  the  radio  beams  will 
cross  California  by  way  of  Sacra- 
mento. 

"Telephone  buildings  in  Omaha, 
Denver,  Sacramento  and  San 
Francisco  will  serve  as  relay  sta- 
tions along  the  route.  Highest 
point  on  the  route  is  Mt.  Rose,  Ne- 
vada, a  10,000-foot  peak  in  the 
Sierra  Nevadas  about  three  miles 
from  the  California  border. 

"West  of  Omaha  the  route  par- 
allels the  Platte  River  to  Denver. 


This  route  was  picked  because  high 
blulfs  along  the  river  valley  pro- 
vided elevations  which  would  per- 
mit long  relay  hops.  The  route 
generally  follows  existing  tele- 
phone cable  lines  through  the 
Rockies,  the  Sierra-Nevadas  and 
the  California  coastal  ranges.  The 
highest  ranges  are  avoided  to  per- 
mit accessibility  for  both  construc- 
tion and  servicing.  It  is  for  this 
reason  that  the  route  avoids  the 
rugged  country  directly  west  of 
Denver  and  turns  with  the  cable 
lines  toward  the  Northwest. 

"Besides  keeping  the  sites  acces- 
sible, an  attempt  is  also  made  to 
locate  them  as  near  as  practicable 
to  power  lines.  Power  line  con- 
struction in  varying  amounts  will, 
however,  be  required  at  a  number 
of  points,  but  present  indications 
are  that  in  a  few  instances  con- 
struction of  power  lines  will  not  be 
economical  and  power  will  have  to 
be  generated  at  the  radio  relay  sta- 
tion .  .  ." 


PURCHASE  of  WOIC  (TV)  Wash- 
ington  by  the   Washington  Post- 
controlled  WTOP  Inc.  for  $1,400,- 
000  [Telecasting,  June  26]  was! 
reported  to  FCC  last  week  for  ap-| 
proval.     The  acquisition  is  from  | 
General  Teleradio,  subsidiary  of  R. 
H.  Macy  &  Co.  and  operator  of 
WOR-AM-FM-TV  New  York. 
-  Upon   Commission   approval  of 
the  transfer,  WOIC  probably  will 
become  WTOP-TV  and  will  be  oper- 
ated in  conjunction  with  WTOP- 
AM-FM  under  the  management  of  J 
Vice  President  John  S.  Hayes,  gen-  ■ 
eral  manager  of  the  AM  and  FM 
properties.  WTOP  Inc.  is  owned  ^ 
55%  by  the  Post  and  45%  by  CBS,  j 
but   the   Post   exercises  complete 
control   with   Publisher   Philip  L. 
Graham  acting  as  voting  trustee  s 
for  the  network.  | 

Contract  Signers 

The  sales  contract  was  signed  by 
Mr.  Graham,  president  of  WTOP 
Inc.,  and  Theodore  C.  Streibert, 
General  Teleradio  president.  ' 

FCC  was  told  that  General  Tele-  \ 
radio  "has  determined  to  take  this  f 
step  principally  to  enable  it  to  con- 
centrate its  energies  in  the  devel- 
opment and  growth  of  its  New  York 
television  station,  WOR-TV,"  and 
"is  encouraged  in  the  move  by  the 
knowledge  that  [WTOP  Inc.]  is 
eminently  qualified  to  continue  the 
operation  of  WOIC  in  the  public 
interest." 

Reports  filed  with  the  applica- 
tion showed  WTOP  Inc.  had  net 
income   (before  federal  taxes)  of 
$343,598  for  the  period  from  Feb. 
15  to  Dec.  31,  1949,  and  $171,068  . 
from  Jan.  1  to  June  3,  1950,  CBS' 
consolidated    net    income     (after  i 
taxes)  was  listed  as  $5,041,682  for  1 
1948  and  $4,184,079  for  1949. 

Started  in  '49 

WOIC,  on  Channel  9  (186-192 
mc),  commenced  operation  in  Jan-  , 
uary  1949.  It  is  affiliated  with  CBS- 
TV  and  is  under  the  local  manage- 
ment of  Eugene  S.  Thomas,  former 
WOR  sales  manager. 

The  sales  contract  provides  that 
closing  date  shall  be  within  15  days 
after  FCC  approval,  if  the  approval 
comes  by  Sept.  29;  otherwise  it  will 
be  within  10  days  after  the  end  of 
the  then  current  monthly  account- 
ing period  of  General  Teleradio. 
Either  party  may  cancel  if  FCC 
fails  to  act  by  Dec.  31,  1951. 

Approval  of  the  sale  would  bring 
to  successful  conclusion  long  ef- 
forts of  WTOP  Inc.  to  secure  a 
television  outlet.  Prior  to  FCC's 
institution  of  the  current  TV  freeze 
the  company  petitioned  for  alloca- 
tion of  Channel  12  to  Washington 
and  had  intended,  if  successful,  to 
apply  for  that  channel. 

The  WOIC  (TV)  sales  applica- 
tion was  filed  Wednesday  by  the 
Washington  law  firm  of  Loucks, 
Zias,  Young  &  Jansky,  counsel  for 
WTOP  Inc. 


INTERCONNECTION 


Broadcasters  Still 
Favor 


BROADCASTERS  last  week  reaffirmed  their  earlier  views  that  inter- 
connection of  the  intercity  TV  relay  facilities  of  Western  Union  and 
American  Telephone  and  Telegraph  Co.  would  be  desirable  if  factors 
such  as  cost,  quality  or  coverage  remained  in  their  favor. 

Appearing  for  further  cross  ex- 
amination Thursday  at  the  con- 
clusion of  FCC's  hearing  to  deter- 
mine the  Western  Union-AT&T 
interconnection  issue  were  Adrian 
Murphy,  CBS  vice  president  and 
general  executive;  Ernest  Lee 
Jahncke  Jr.,  ABC  vice  president  in 
charge  of  stations,  and  Rodney  K. 
Chipp,  engineering  director  of  the 
DuMont  TV  network. 

William  S.  Hedges,  NBC  vice 
president  in  charge  of  integrated 
services,  was  to  appear  Friday 
morning  before  FCC  Hearing  Ex- 
aminer Elizabeth  C.  Smith.  J.  R. 
Poppele,  vice  president  in  charge 
of  engineering  for  WOR  -  AM  - 
TV  New  York  and  WOIC  (TV) 
Washington,  who  had  testified  with 
the  group  earlier  [TELECASTING, 
May  8],  was  not  recalled  as  had 
been  expected  [Broadcasting, 
June  26]. 

Murphy  Outlines  CBS  Stand 

Mr.  Murphy  indicated  CBS  "nor- 
mally" would  prefer  to  deal  with 
only  one  common  carrier,  other 
things  being  equal.  He  would 
favor  interconnection,  however,  if 
technical  quality  of  the  service 
were  not  impaired,  costs  to  the 
broadcaster  did  not  increase  or  the 
long-range  development  of  common 
carrier  facilities  were  not  retarded. 

Upon  questioning,  Mr.  Murphy 
indicated  if  costs  were  equal  CBS 
would  prefer  the  AT&T  system  of 
a  channel  in  each  direction  to  WU's 
single  reversible  channel.  If  WU 
were  cheaper,  he  said  "operating 
inflexibility"  would  have  to  be 
weighed  against  the  "savings"  in- 
volved in  making  a  choice. 

Mr.  Jahncke  related  that  gener- 


ally speaking  ABC's  needs  are 
presently  being  met  by  AT&T  fa- 
cilities in  those  areas  where  WU 
has  proposed  to  install  relays.  The 
same  is  true,  he  said,  for  the  New 
York-Philadelphia  link  where  WU 
already  has  facilities  installed.  The 
witness  said  there  would  be  no 
reason  for  ABC  to  change  unless 
there  was  "something  to  gain"  or 
if  WU  offered  a  "better"  service. 
Such  consideration  involves  many 
factors,  he  explained. 

Asked  how  he  felt  about  inter- 
connection if  it  meant  increased 
rates,  Mr.  Jahncke  said  that  "ob- 
vious disadvantage"  would  have  to 
be  balanced  against  "other  possible 
advantages."  More  program  orig- 
ination points  was  one  advantage 
cited. 

Mr.  Chipp  similarly  stated  AT&T 
facilities  generally  speaking  served 
all  of  DuMont's  present  needs,  ex- 
cept for  New  Haven,  Conn.;  Lan- 
sing and  Grand  Rapids,  Mich.,  and 
Bloomington,  Ind.  Needs  of  others 
were  not  considered.  Asked  which 
common  carrier  DuMont  would 
prefer  if  all  factors  were  equal — 
an  assumption  which  he  doubted  in 
practice — Mr.  Chipp  said  the  "ob- 
vious answer"  is  DuMont  would 
not  change  from  AT&T. 

Questioned  what  DuMont's  view 
of  interconnection  would  be  if  it 
meant  Bell's  TV  relay  program 
was  retarded,  Mr.  Chipp  observed 
the  "other  system"  may  not  be  re- 
tarded. He  indicated  if  WU  served 
places  AT&T  didn't  this  would  in- 
fluence any  decision.  Mr.  Chipp 
cited  costs,  quality  and  coverage 
as  the  three  chief  factors  in 
choosing  facilities. 
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MR.  I.  MAGINATION 

one  of  television's 
most  praised  siiows,  a 
CBS  Package  Program 
now  bought  for  fall 
sponsorship  by 
Nestle's  Chocolate. 


For  another  top 


JULY  1950 


ffcECA^tlNl 


NETWORK 


SHOWSHEE 


Super  Circus 
L  (E-M) 

Super  Circus 
L  (E-M) 

Kellogg  Co. 
Singing  Lady 
L  (E-M) 

Cartoon  Teletales 
L  (E-M) 

Think  Fast 
L  (E-M) 
(Starts  7/9) 

Carolvn 
Gilbert 
Show 
T  f  M^ 

Dr.  Fixum 
L  (M) 

In  The  Morgan  Manner 
F  (E-M) 
(Starts  7/9) 

1  A. 

World  Briefing 

Billy  Boone 
Cousin  Kib 

For  Women  Onlv 
(Start  7/23^ 

By  Popular 
Demand 

Lincoln-Mercur 
Toast  of  the  ToJn 

Co-op 
Starlit  Time 
L  (E-M)  (NI) 

Chicagoland  Plovers 
L  (E-.M) 

1 

1  < 

Meet  the  Press 
L 

Looal  Spouaors  (Co-op) 
Leive  It  To  The  Gii'.- 
L 

Watch  the  World 
L 

Sammy  Kaye's.  So  You 
Want  to  Lead  a  Band 

Snarky 

Lucky  Pup 

Carry 
Sh 

Moore 

ow 

Oldsmobile 
CBS-TV 
News 

Popsicle 
J.  Ijowe,  Pa- 
rade of  Stars 
(Off  7/17) 

Starlight 
Theatre 

4 

Co-op 
Small  Fry  Club 
L/F  (E-M) 

Co-op 
Magic  Cottage 
L  (E-M) 

Captain  Video 
L/F  (E-M) 

Co  op 
Vincent 
Lopez 
 L  (K) 

Co-op 
Hazel  Scott 

Show 
 h  

The  M 

Cowboy 
Theatre 
(Film) 

Kellogg  Co. 
H'  Doody 
L  (E-M) 

Mars  Inc. 
Howdy 
Doodv 
L  (E-M) 

Ransom  Sherman  Show 
L  (E-M) 

Wendy 
Barrie 
Show 

T 

Reynolds 

News 
F  (E-M) 

Cameo  Theater 
L 

FiresOi : 
Voij?, 

> 

Snarky 

Luckv  Pup 
L  (E-M) 

Garry  Moore 
Show 

CBS-TV 
News 

Three's 
Company 

Sure  As 
Fate 

Co-op 
Small  Fry  Club 

L/F  (E-M) 

Co-op 
Magic  Cottage 
L  (E-M) 

W.  H.  Johnson  Candy 
Captain  Video 
L/F  (E-M) 

J.  Edwards. 
Her  Songs  4 
Her  Piano 
I  - 

Court  of  Current  Itm 

(L)  (E-M)  . 

Cowboy 
Theatre 

Howdy 
Doody 
L  (E-M) 

C-P-P 
Howdy 
Doody 
L  (E-M) 

Ransom  Sherman  Show 
L  (E-M) 

Little  Show 
John  Conte 
L 

Reynolds 

News 
F  (E-M) 

NBC  Cinema  Plavhea  . 

(Film)  ; 

Mr.  Magic 
L  (E) 

On  Trial 
L  (E-M) 

A  uihtf  1 
I 

Snarky 

Luckv 
Pup 

Garry  Moore 
Show 

Oldsmobile 
CBS-TV 
News 

Slork  Club 
Show 

Liggett  &  Myers  Tobadj 
Godfrey  and  His  Friol 
L  (E-M)    K  (NU 

Co-op 
Small  Fry  Club 

L/F  (E-M) 

Co-op 
Magic  Cottage 
L  (E-M) 

Skippy  Peanut  Butter 
Captain  Video 
L/F  (E-M) 

Co-op 
Hazel  Scott 
Show 
I. 

Cowboy 
Theatre 

Mars  Inc.  T^*" 
H- Doody  Ky^ 
L  (E-M)   1   L  (E-M) 

Ransom  Sherman  Show 
L  (E-M) 

Wendy 
Barrie 
Show 
L 

Reynolds 

News 
F  (E-M) 

Snow  Crop 
F.  Emerson 
L 

Nature  of 
Things 
L 

Magnil 

Mr.  Magic 
L(E) 

General  Mills 
Lone  Ranger* 
F  (E-M) 

Stop  the  Music 
Admiral  &  P.  Lorillat 
L  (E-M) 

SHSWby- 

Kristol- 
Myers 
Ipana 
Luckv  Pun 

Garry  Moore 
Show 

CBS-TV 
News 

Three's 
Company 

The  Show 
Goes  On  t 

Co-op 
Small  Fry  Club 
L/F  (E-M) 

Co-op 
Magic  Cottage 
L  (E-M) 

W.  H.  Johnson  Candy 
Captain  Video 
L/F  (E-M) 

Vincent 
Lopez 
L  (E) 

J.  Edwards. 
Her  Songs  ^ 
Her  Piano 
T. 

Cowboy 
Theatre 

Kellog  Co. 
H'  Doody 
L  (E-M) 

L.-F-P 
Howdy 

Doody 
L  (E-M) 

Ransom  Sherman  Show 
L  (E-M) 

Little  Show 
John  Conle 
L 

Reynolds 

News 
F  (E-M) 

Ballantine 
Ale  &  Beer 
Believe  It  or  Not 
I, 

'  Stv  : 

Mr.  Magic 
L  (E) 

Mv  True  Story 
"L  (E-M) 

Snarky 

Sundial 
Shoes 
Lucky  Pup 

Garry  Moore 
Show 

Oldsmobile 
CBS-TV 
News 

Stork  Club 
Show 

We  Take 
Your  Word 

D 

Co-op 
Small  Fry  Club 

L/F  (E-M) 

Co-op 
Magic  Cottage 
L  (E-M) 

Captain  Video 
L/F  (E-M) 

Vincent 
Lopez 
L  (E-M) 

Co-op 
Hazel  Scott 
Show 
T 

Co-op 
Hands  of  Destiny 
L  (E-M)  (NI) 

14 

Cowfwy 
Theatre 

Murd  ihii. 
Howdy 
Doody 

L  (E-M) 

Howdy 
Doody 
L  (E-M) 

Ransom  Sherman  Show 
L  (E-M) 

Wendy 
Barrie 
Show 

Reynolds 

News 
F  (E-M) 

Magic  Slate  alternates 
w/Miles,  Quiz  Kids 

Wei  \i 

Mr.  Magic 
L  (E) 

Marshal  of  Gunsight  Pass 
F  (E-M) 

Peter  Paul 
Buck  Rogers 
L  (E-M) 
rKnds  7/H) 

Hollywood  . 
L(E 

Screen  Test 
-M) 

Paul  Whiteman 
TV  Teen  Club 
L  (E-M) 

PauF  1- 
TV 

I  \ 

Week  In 

Ri'view 

Lucky  Pup 

The  Big  Top 

Beat  ih 

Clock  ' 

Captain  Video 
L/F  (E) 

Dinner  Date 
L  (E-M) 

Ros  U- 
Insid'  <«• 

I.L  1  ■ 

American  Forum  of  the  Air 
L 

TBA 

Hawkiju 
Pop.  ( 
L  (E 

!  Falls. 

>.200 

-M) 

^^^^^^^^^Hp    Programs  in  Italics  are  sustaining.                                        Exchange.  L^HPPVHMHMBiHRPlililiPi^  1 

^^^^^^^^^^F^      Time  is  EST.                                                      p.m.,  Vanity  Fa<r,  L.  (E).                ""'^^^^         7^                           i^^^^K  I 

^^^^^^^^^^^^B           L  is  live;  F,  Film;  K.  Klnescopic  Re-                                            .                                                                                  l^^^^^l  I 

^^^^^^^^^K        cording;  E.  Eastern  Network;  M.  Mid-                                            ABC  ^^^VBHI 

^^^^^^^Hl        ^f^^^fP'ot-^ll^"'"'''           Nonintercon-                    .  j^ne  Ranger  Thurs.  7:30-8  p.m.  spon-                           DuMont  Daytime  lciie«X| 
^^^^^^^^^■h        nected  stations.                                                    sored  on  5  stations  in  Southeiist  bv                                  T?.-  -I'ln,  r  «,'>-llB 
^^^^^^^^^^^^■T                                                                                       American  Bakeries  Co.  Genei  VI! 
^^^^^^^^^^H                            CBS  Daytime                                       on  remainder      network.                                                                                         1  H 
^^^^^^^^^^^KL            Moi  i^v-tlirough-Friday,  4-4:30  p.m.                      "Wed   9-930  pm     beginning   i  .^^^^^BH 

30   4S^ 


■W^tules 


Mysteries  of  Chinalown 
(F)  (E-M) 


Arnold 
Bakeries 

Faye 
Fmniinnn 


Public  Service  Film 
F  (E-M) 


Comedy 
Theatre 


In  Ttie 
First  Person 


Co-op 
They  Stand  Accused 
L  (E-M) 


Philco 
Television  Playhouse 
 L  (E-M) 


Week  in  Review 


TBA 


Answer 
Yes  or  No 
L 


Philip  Morris 
Candid  Camera 


Corliss  Archer 


Weatinghouse 
Studio  One 


Co-op 
Wrestling 
(From  Columbia  Park,  N.  J.) 
L  (E-M)  ■(NI'J 


Admired 
Lights  Out 
L 


lis  Critics 
P) 


Winner  Take  All 
(Start  7/11) 


(L]-MV(Nrj 

Concerts  from 
Lewisohn  Stadium 
 L  


Local  Sponsors  (Co-op) 
Who  Said  That 


Doubleday 
Program 


Anchor 
Hocking 
Open  House 


P.  Lorillard 
The  Web 


Drug  Store  TV  Prod. 
Cavalcade  of  Bands 
L  (E-M)  (NI) 


Lights,  Camera,  Action 
F 


A  Couple  of  Joes** 
L  (E-M) 


Toni-Twin  Time 
(Alternate  Weeks) 

Stoppette 
What'e  My  Lino 


Co-op 
Famous  Jury  Trials 
L  (E)  (NI) 


Armstrong  Cork  Co. 
Circle  Theatre 
L  (E-M) 


Tomorrow's  Champions 
(to  midnite) 


Co-op 
Wrestling 


P.  lx)rillard 
Original  Amateur  Hour 

L   


Co-op 
Wrestling 
L  (E-M) 


TBA 


Consolidated  Cigar  Corp. 
Plainclothesman 
L  (E-M)  (NI) 


Kraft  Foods  Co.  TV  Theatre 
L  (E-M) 


ABC  Showcase 


Esso 
Alan  Young  Show 


Morey  Amsterdam  Sliuw 
(DuMont  Telesets) 
L  (E-M)  (NI) 


The  Buggies 
F  (E-M) 


TBA 


Tidewater  Assoc.  Oil 
Broadway  to  Hollywood 
 L  (E-M)  


Bristol-Myers 
Break  the  Bank 
L 


Pinky  Lee  Show 
F 


Boiler  Derby 


II.  H.  Ayer 
Ilka  Chase 


Winner  Take  All 
(Off  7/6) 


Blatz  Brewing  Co 
Roller  Derby 


Boxing  from  Dexter  Park 


Ford  Dealers  of  America ' 
Jack  Haley  Musical  Revue 
L 


Trotting  Baces 
L 


TBA 


Anchor 
Hocking 
Open  House 


Boiler  Derby 


Anchor 
Hocking 
Open  House 


Boiler  Derby 


'eople 


Tin  Pan  Alley 
L  (E-M) 


Songs  for 
Sale 


Life'Begins  at  80 
L 


Marshall  Plan  In  Action 
¥  (E-M) 


American  Cig.  &  Cig. 
Big  Story  (alternates 
with  Emerson  Radio 


General  Mills 
Lone  Ranger  (repeat) 


People's 
Platform 


Capitol  Cloak  Boom 


Co-op 
Amateur  Boxing 
L  (E-M) 


Gillette 
Cavalcade  of  Sports 
F 


Trotting  Baces 
L 


Anchor 
Hocking 
Open  House 


Soap  Box  Theatre " 
L  (E-M) 


TBA 


Drug  Store  TV  Prod. 
Cavalcade  of  Stars 
L  (E-iM)  (NI) 


Boiler  Derby 
L  (E-M) 
(To^nclusion^ 


Co-op 
Wrestling 
L  (E-M) 


Trotting  Baces  from  Boosevell  Bacewav 
L 


WHAT  ARE  YOUR 
RADIO  AND  TV 
PLANS? 

THE  PULSE,  INC.  IS  HAPPY  TO 
ANNOUNCE  THAT  THE  ST. 
LOUIS  TV  AND  RICHMOND 
RADIO  REPORTS  WILL  BE 
AVAILABLE  AT  THE  END  OF 
JUNE. 

jpULSE  radio  reports  are  issued 
bimonthly,  except  in  the  case 
of  New  York,  which  is  monthly. 
TV  reports  are  available  monthly 
and  employ  the  same  interviewing 
technique  as  the  radio  reports. 

Pulse  markets  include  .  .  . 


Boston 

Cincinnati 

New  York 

Cleveland 

Philadelphia 

Dayton 

Washington,  D.  C. 

St.  Louis 

Richmond 

Los  Angeles 

Chicago 

San  Francisco 

For  Information  About  Any  of 
These  Markets 

ASK  THE  PULSE 


THE  PULSE 
INCORPORATED 

15  West  46th  Street 
New  York  19,  N.  Y. 


NBCs  UHF  Tests 

(Continued  from  Telecasting  p.  3) 
drop  from  RCA's  initial  price  of 
S170,000. 

Technical  refinements  and  vol- 
ume production  will  permit  further 
price  reductions  as  UHF  broad- 
casting gets  into  more  general  use, 
it  was  said,  with  one  RCA  repre- 
sentative estimating  that  eventu- 
ally UHF  equipment  will  be  priced 
at  15  percent  to  20  percent  more 
than  VHF. 

No  particular  operating  difficul- 
ties have  been  experienced  at 
KC2XAK.  One  day  engineer  and 
one  evening  man,  neither  with  pre- 
vious UHF  experience,  have  han- 
dled the  transmitter  without  undue 
difficulty,  it  was  said.  The  power 
bills  have  run  around  $220  a  month 
and  the  tube  bills  slightly  more  than 
$600  a  month,  for  340  hours  a 
month  of  air  time,  Mr.  Guy  re- 
ported. The  tube  expenses  include 
a  couple  of  accidents,  he  added, 
stating  that  without  mishaps  they 
should  average  less  than  $600  a 
month. 

Asked  whether  as  a  result  of 
tests  to  date  he  believed  UHF 
could  render  a  satisfactory  service 
on  a  national  scale,  Mr.  Guy  an- 
sw^ered:  "UHF  can  provide  service 
in  flat  areas  better  than  in  hilly 
areas."  He  added  that  analysis 
has  just  begun  of  the  reports  of 
the  Bridgeport  tests  and  that  when 
this  task  is  completed  he  may  be 
able  to  give  a  better  answer. 

Comments  from  the  Washington 
visitors  indicated  a  consensus  that 
the  ability  of  UHF  to  provide  sat- 
isfactory service  has  not  been 
proved  and  that  the  Commission 
is  confronted  with  a  tough  task  in 
attempting  to  make  UHF  alloca- 
tions without  further  information. 

It  was  suggested  that  one  solu- 
tion might  be  to  issue  UHF  com- 
mercial licenses  in  perhaps  a  dozen 
varied  locations  throughout  the 
country  for  a  time  long  enough  to 
provide  a  thorough  test  of  the  pub- 
lic acceptance  of  UHF  service. 

One  RCA  engineer  seemed  to 
sum  up  the  general  feeling  in  an 
informal  comment  that  UHF  might 
be  acceptable  in  areas  in  which 
there  is  no  VHF  service. 

Those  attending  included: 

ENGINEERS 

Adler  Ben,  Adier  Engineering  Co., 
N.  Y.;  Bergquist,  Paul,  Glenn  D. 
Gillett  &  Assoc.,  Washington;  Burnetii, 
Leland  J.  Jr.,  Adler  Engineering  Co., 
N.  Y.;  CofTman,  B.  C.  Paul  Godley  Co., 
N.  J.;  Cohen,  Julius,  George  C.  Davis, 
Washington;  Creutz,  John,  Washington; 
Davis,  George  C.  and  Walter  L.,  George 
C.  Davis  Co..  Washington;  Ellsworth, 
Wm.  C,  WRS  Inc.,  Washington;  Gar- 
rison, Millard  M.,  Chambers  &  Garri- 
son, Washington;  Gautney,  George  E., 
Gautney  &  Ray,  Washington;  Godley, 
Paul  F.  and  Paul  F.  Jr.,  Paul  Godlev 
Co..  N.  J.;  Hagerty,  George  E.,  WRS 
Inc.,  Washington;  Inglis.  Andrew  F., 
Mcintosh  &  Inglis,  Washington;  Keel, 
Alfred  E.,  Washington;  Keel,  John  J., 
Washington;  Keyworth,  J.  Gordon, 
Williamstown,  Mass.;  May,  Russell  P., 
Washington;  McNary,  James  C,  Mc- 
Nary  &  Wrathall,  Washington;  Mc- 
Naughten,  Neal,  NAB.  Washington; 
Merryman.  Philip.  WLIZ  Bridgeport. 
Conn.;  Moffett,  John  A.,  Wm.  L. 
Foss  Inc.,  Washington;  Murray,  Al- 
bert F.,  Washington;  Pollack,  Dale, 
Dale  Pollack  Lab,.  New  London,  Conn.; 
Rado,  John,  Dale  Pollack  Lab.,  New 
London,  Conn.;  Ray,  Garo  W.,  Strat- 
ford. Conn.;  Ray.  Homer  A.,  Jr., 
Gautney  &  Ray,  Washington;  Reed, 
Oscar  W.  B.  Jr.,  Jansky  &  Bailey 
Washington;  Silliman,  Robert  M.,  Silli- 
man  &  Barclay,   Washington;  Smith, 


Carl  E..  tJnited  Broadcasting  Co., 
Cleveland,  Ohio;  StrogofE,  Alfred, 
Adler  Engineering  Co.,  N.  Y.;  Wright, 
Charles  S.,  A.  D.  Ring  Co.,  Washington. 

LAWYERS 
Dempsey,  Wm.  J.,  Dempsey  &  Koplo- 
vitz,  Washington;  Dowd,  Thomas  N., 
Pierson  &  Ball,  Washington;  Duvall, 
Charles  F..  Fisher,  Wayland,  Duvall  & 
Southmayd,  Washington;  Egan  R. 
Russell,  Kirkland,  Fleming,  Green, 
Martin  &  Ellis,  Washington;  Griffith, 
Kelly  E.,  Kirkland,  Fleming,  Green, 
Martin  &  Ellis,  Washington;  Jorgensen, 
Norman  E.,  Krieger  &  Jorgensen, 
Washington;  Koplovitz,  Wm.  C,  Demp- 
sey &  Koplovitz,  Washington;  Mc- 
Kenna,  James  A.  Jr.,  Haley,  McKenna 
&  Wilkinson,  Washington;  Miller, 
Neville,  Miller  &  Schroeder,  Washing- 
ton; Rowell,  Russell.  Spearman  & 
Roberson,  Washington;  Slaughter,  Har- 
rison T.,  Pierson  &  Ball,  Washington: 
Stein,  Abe  L.,  Washington;  Stout, 
C'air  L..  Dow,  Lohnes  &  Albertson, 
Washington;  Tuhy,  Stephen  Jr.,  Wash- 
ington; Welch.  Vincent  B.,  Welch, 
Mott  &  Morgan,  Washington;  Wilkin- 
son, Vernon  L.,  Haley,  McKenna  & 
Wilkinson,  Washington. 

FROM   RCA   AND  NBC 

Fiet.  Owen.  RCA  Victor,  Camden; 
Fischer,  A..  RCA  Victor,  Camden; 
Gaskill,  M.  L.,  RCA  Victor,  Camden; 
Gluyas,  T.  M..  RCA  Victor,  Camden; 
Guy,  Raymond  F.,  NBC.  N.  Y.;  Laesle. 
Howard,  RCA  Service  Co.,  N.  Y.; 
Lewis,  C.  M.,  RCA  Victor,  Camden; 
Pilgermayer,  W.  E..  RCA  Victor.  Cam- 
den; Pratt,  Dana,  RCA  Victor,  Camden; 
Renhard.  J.  A..  RCA  Victor,  Washing- 
ton; Seibert,  John.  NBC.  N.  Y.;  Tracy, 
E.  C,  RCA  Victor,  Camden;  Young, 
J.  E.,  RCA  Victor,  Camden. 

OTHERS 

Clark,  Rocky,  Post  Pub.  Co..  Bridge- 
port. Conn.;  Elliott.  Wm..  WLIZ  Bridge- 
port. Conn.;  Robertson.  Bruce.  BROAD- 
CASTING, N.  Y.;  Weinstein,  Al,  Radio 
News  Bureau.  Washington. 


DuMONT  SALES 

$80  Million  Total  Seen 

TOTAL  SALES  of  $80  million  this 
year  for  the  Allen  B.  DuMont  Labs 
were  forecast  last  week  by  Dr. 
Allen  B.  DuMont,  president. 

At  the  annual  stockholders'  meet- 
ing and  election  of  officers  June  28, 
Dr.  DuMont  revealed  that  the  firm's 
operations  for  the  first  24  weeks 
of  1950  were  approximately  $26 
million,  compared  with  $18  million 
for  the  same  period  in  1949.  Earn- 
ings for  the  first  24  weeks  of  this 
year  will  approximate  $2.37  million, 
as  compared  with  $1.7  million  for 
the  same  period  last  year. 


'MAG-NEG-TIC 


Is  New  CBS  TV  Recorder 

A  NEW  SYSTEM  of  television  re- 
cording, employing  magnetic  tape 
for  sound  and  35mm  negative 
film  for  the  picture,  has  been  an- 
nounced by  William  B.  Lodge,  CBS 
vice  president  in  charge  of  general 
engineering. 

Placed  in  service  June  6,  the 
new  system,  known  as  "mag-neg- 
tic,"  is  used  to  record  programs 
originating  in  Hollywood  for  re- 
telecasting  over  the  interconnected 
CBS  television  network. 

The  film  and  magnetic  tape, 
with  the  new  system,  are  kept  on 
two  separate  reels  and  are  repro- 
duced separately  on  a  film  projec- 
tor and  a  magnetic  playback.  A 
complex  servo  -  system,  developed 
by  the  Fairchild  Recording  Equip- 
ment Corp.,  synchronizes  the  start- 
ing and  stopping  of  the  two  ma- 
chines. 


EMERSON  PLANS 

Sets  $8  Million  Ad  Budget 

EMERSON  RADIO  &  PHONO- 
GRAPH CORP.  plans  to  spend  ap- 
proximately $8  million  in  advertis- 
ing during  the  next  12  months, 
Benjamin  Abrams,  president,  said 
Monday.  He  addressed  a  meeting 
of  Emerson  distributors  at  New 
York's  Waldorf-Astoria,  where  the 
company's  1951  line  of  radio  and 
TV  sets  was  first  displayed. 

Now  sponsoring  The  Clock  alter- 
nate Fridays,  9:30-10  p.m.,  on 
NBC's  TV  network,  Emerson  is 
happy  about  the  large  audience 
this  program  has  attracted,  Mr. 
Abrams  said,  stating  that  The 
Clock's  rating  is  24  or  25. 

In  addition  to  television,  the 
company  also  will  use  radio,  news- 
papers and  magazines. 


AUTRY  TV  SHOW 

Wrigley  to  Sponsor  Films 

GENE  AUTRY's  first  six  video 
films  marking  his  entry  into  TV 
will  be  sponsored  by  William 
Wrigley  Jr.  Co.,  Chicago,  in  six 
major  markets  as  a  once-weekly 
feature  starting  July  23.  Booking 
agency  is  Atlass  Amusement  Corp., 
Chicago  firm  headed  by  H.  Leslie 
Atlass  Jr,  program  director  of 
WIND  Chicago.  CBS  Radio 
Sales  is  acting  as  sales  agent. 

E.  J.  Brach  &  Sons,  Chicago, 
for  its  candy,  last  week  was  con- 
sidering sponsorship  of  the  show 
on  a  first  run  basis  in  14  other 
major  market  areas  through  J. 
Walter    Thompson    Co.,  Chicago. 


MOHAWK  CARPET 

WNBW  (TV)  Color  Tests  Held 

CONTINUING  its  tests  of  color 
techniques,  Mohawk  Carpet  Mills 
Inc.,  Amsterdam,  N.  Y.,  last  Mon- 
day presented  its  Mohawk  Show- 
room on  WNBW  (TV)  Washing- 
ton, which  airs  RCA  color  tests. 

Preceded  by  a  cocktail  party  at 
the  Mayflower  Hotel,  the  showing 
was  viewed  by  some  100  guests  on 
color  receivers  installed  in  NBC 
Washington  studios.  The  program 
was  fed  simultaneously  to  the  NBC- 
TV  network  in  the  usual  black  and 
white. 

THEATRE  VIDEO 

National  Seeks  Participation 

NATIONAL  Theatres  Corp.,  a 
subsidiary  of  20th  Century-Fox 
Film  Corp.,  asked  FCC  last  week 
to  permit  it  to  participate  in  forth- 
coming proceedings  looking  to  the 
possible  establishment  of  a  theatre 
television  service. 

The  company,  owner  of  some 
580  theatres,  said  it  has  been  con- 
ducting theatre  TV  studies  for 
several  years  in  collaboration  with 
20th  Century-Fox,  particularly  in 
connection  with  the  plan  to  estab- 
lish theatre  television  in  24  Los 
■  Angeles  area  theatres  owned  by 
its  subsidiary  Fox  West  Coast 
Theatres. 


Cable  Address: 

CHARLOTTE,N.C: 


With  Charlotte  activation  of  the 
co-axial  cable  definitely  assured 
for  September,  WBTV  becomes 
the  cable  address  of  almost  20,000 
Carolina  television  families  —  and 
their  additional  thousands  of 
friends  and  neighbors. 

Oldest,  and  by  10  times  the  most 
powerful,  telestation  in  the  Caro- 
linas,  WBTV  beams  the  choice 
programs  of  4  networks  to  59 
counties,  including  9  principal 
citie3  and  a  population  of  over 
3,000,000. 

Greatly  increased  set  sales  and 
intensified  viewer  interest  in 
WBTV  assure  a  responsive  audi- 
ence for  your  television  advertising 
in  the  cable-conscious  Carolinas. 


UIBTV 

CHARLOTTE,  N.C. 

Jefferson  Stondard  Broadcasting  Company 
Represented  Nationally  by  Radio  Sales 
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=  =  DALLAS 

THE  LARGEST 
TELEVISION 
MARKET . . 

DALLAS 
ET  WORTH 

Combined  Population 
DALLAS  and  TARRANT 
COUNTIES  ... 

920,500  I 

NOW  /X  ere  are 


teleslatus 


Optometric  Assn.  Studies  TV 

(Report  118) 


|56.740| 


TELEVISION  is  not  hard  on  the 
eyes  and  it  can  be  a  powerful  in- 
strument of  public  education,  if 
properly  used,  Dr.  Carl  F.  Shepard, 
Chicago  optometrist,  told  the  52nd 
annual  congress  of  the  American 
Optometric  Assn.  meeting  last  week 
in  Minneapolis. 

"Television  does  not  harm  the 
eyes,"  Dr.  Shepard  said,  "but  quite 
often  it  brings  out  the  fact  that  a 
visual  problem  exists"  which  might 
otherwise  not  be  discovered  until 
later.  He  pointed  out  that  while 
television  has  driven  many  people 
to  the  optometrist,  "it  has  not 
caused  the  difficulty  of  which  they 
complain :  it  has  mei-ely  made  them 
conscious  of  problems  which  al- 
ready needed  attention." 

He  said  that  the  best  distance  for 
viewing  television  is  dependent  on 
the  individual  and  that  each  viewer 
should  find  the  distance  which  is 
most  comfortable  for  himself. 

"When  filters  are  used  they 
should  be  placed  before  the  eyes 
and  not  the  set,"  Dr.  Shepard  said. 
"The  very  substances  that  produce 
the  light  that  makes  the  picture  are 
filters,  and  each  manufacturer  has 
carefully  determined  the  light  emis- 
sion that  has  been  selected  by  his 
advisers  as  the  best.  .  .  .  Screens 
differ  because  opinions  differ,  but 
all  are  very  good  and  none  are 
harmful." 

Dr.  Shepard's  talk  was  telecast 
by  WTCN-TV  Minneapolis  and  in- 
cluded a  demonstration  of  how  a 
professional  practitioner  examines 


and  corrects  the  vision  of  a  patient. 
He  praised  television  as  a  powerful 
instrument  for  disseminating  use- 
ful information  to  the  public  and 
said  scientists  and  educators  should 
take  advantage  of  its  potentials. 

Ross  Reviews  N.  Y. 
Programming  for  May 

SIX  New  York  TV  stations  at  the 
end  of  May  were  broadcasting  293 
programs  totaling  1,358  quarter- 
hours  a  week,  according  to  an 
analysis  in  the  June  issue  of  Ross 
Reports  on  TV  Programming.  Of 
the  total,  141  programs  accounting 
for  381  quarter-hours  of  air  time 
were  sponsored. 

Compared  with  a  year  ago,  when 
approximately  90  programs,  500 
quarter-hours,  of  TV  programs 
were  offered  by  the  six  New  York 
TV  stations,  the  current  figures 
indicate  an  increase  of  40  pro- 
grams and  515  quarter-hours.  Ross 
explained  that  the  past  year  has 
seen  "a  huge  rise"  in  daytime  pro- 
gramming. 


Two  Video  Outlets 
Announce  New  Rates 

NEV/  RATE  CARDS  have  been 
announced  by  WFMY-TV  Greens- 
boro, N.  C,  and  WOAI-TV  San 
Antonio,  Tex. 

On  July  1  the  basic  hourly  rate 
at  WFMY-TV  increased  from  $150 
to  $200,  with  Rate  Card  No.  2. 

At  WOAI-TV  rates  will  increase 
25%  in  all  time  classes  on  July  15. 
The  new  hourly  rate  for  class  A 
time  becomes  $250.  Class  B  rate 
advances  to  $187.50  and  Class  C  to 
$125  per  hour  on  Rate  Card  No.  3. 

New  York  Nielsen 
Rating  Released 

LEADING,  once-a-week,  evening 
television  program  in  the  New 
York  area  during  the  four  weeks 
ended  June  10  was  Texaco  Star 
Theatre,  according  to  the  latest 
report  from  the  A.  C.  Nielsen  Co. 

Nielsen  ratings  for  programs 
telecast  two  or  more  times  during 
the  period  in  the  New  York  area: 


NIELSEN 
TV-Rating 


%  TV  Homes  Using 
(At  Telecast  Time) 


(Number  of 

Homes 

Homes 

TV 

Radio 

RANK  PROGRAM 

Telecasts) 

% 

(000) 

% 

% 

1    Texaco  Star  Theatre 

(4) 

62.3 

824 

71.5 

1.2 

2    Talent  Scouts 

(4) 

48.2 

637 

71.9 

6.7 

3    Toast  of  the  Town 

(4) 

44.8 

592 

59.7 

1.9 

4    Ford  Theatre 

(2) 

41.4 

547 

73.8 

9.4 

5    Fireside  Theatre 

(4) 

35.6 

471 

72.5 

3.3 

6    Phiico  TV  Playhouse 

(4) 

35.1 

464 

67.4 

2.2 

7    Lights  Out 

(4) 

34.9 

461 

75.9 

4.7 

8    The  Goldbergs 

(4) 

34.2 

452 

76.6 

3.6 

9    Godfrey  &  Friends 

(4) 

33.0 

436 

62.7 

4.3 

10    Studio  One 

(4) 

31.2 

412 

64.7 

4.4 

Copyright  1950  by  A.  C.  NIELSEN  CO. 
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City 

Albuquerqus 

Ames 

Atlanta 

Baltimore 

Binghamton 

Birmingham 

Bloomington 

Boston 

Buffalo 

Charlotte 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas, 

Ft.  Worth 
Davenport 


Outlets  On  Air 

KOB-TV 

WOl-TV 

WAGA-TV,  WSB-TV 

WAAM,    WBAL-TV,  WMAR-TV 

WNBF-TV 

WAFM-TV,  WBRC-TV 
WTTV 

WBZ-TV,  WNAC-TV 

WBEN-TV 

WBTV 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 
WCPO-TV,  WKRC-TV,  WLWT 
WEWS.  WNBK,  WXEL 
WBNS-TV,  WLWC,  WTVN 


KRLD-TV, 
WOC-TV 


WFAA-TV,  WBAP-TV 


Number  Sets 
3,350 
11,200 
37,500 
172,820 
14,200 
15,000 
6,050 
390,762 
98,082 
15,633 
519,086 
130,000 
234,796 
71,000 

56,740 
11,447 


City 

Louisville 
Memphis 
Miami 
Milwaukee 
Minn.-St.  Paul 
Nashville 
New  Haven 
New  Orleans 
New  York 


City 


Quad  Cities  Include  Davenport,  Moline,  Rock  Island,  East  Moline 


Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntington- 
Charleston 

Indianapolis 

Jacksonville 

Johnstown 

Kalamozoo- 
Battle  Creek 

Kansas  City 

Lancaster* 

Lansing 

Los  Angeles 


WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 

WBAP-TV,  KRLD-TV,  WFAA-TV 

WLAV-TV 

WFMY-TV 

KPRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 


67,000 
247,000 
36,050 

56,740 
34,410 
12,479 
26,823 

13,340 
47,500 
10,500 
23,100 


Newark 
Norfolk 
Oklahoma 
Omaha 
Philadelphia 
Phoenix 
Pittsburgh 
Portland,  Ore. 
Providence 
Richmond 
Rochester 
Rock  Island 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 

WNHC-TV 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 
WOR-TV,  WPIX 

WATV  Incl.  in  N. 

WTAR-TV 

WKY-TV 

KMTV,  WOW-TV 
WCAU-TV,  WFIl-TV,  WPTZ 
KPHO-TV 
WDTV 


WJAR-TV 

WTVR 

WHAM-TV 

WHBF-TV*' 


Number  Sett 
34,102 
38,528 
27,400 
114,664 
95,650 
200 
81,800 
27,771 
1,360,000 

Y.  estimate 

19,634 
30,325 
24,394 

508,000 
10,800 

108,000 
887 
62,162 
33,913 
41,951 
11,447 


Quod  Cities  Include  Davenport,  Moline,  Rock  Island,  East  Moline 


KNBH, 


27,376 
35,793 
48,518 
24,000 


WKZO-TV 
WDAF-TV 
WGAL-TV 
WJIM-TV 

XECA-TV.  KFi-TV,  KLAC-TV 
KTLA,  KTSL,  KTTV 
*Lancaster  and  contiguous  areas. 
**New  station  in  this  report. 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  is 
necessarily  approximate. 


563,466 
Total  Markets  on  Air  62 


Salt  Lake  City 
San  Antonio 
San  Diego_ 
San  Francisco 
Schenectady- 

Albany-Troy 
Seattle 
St.  Louis 
Syracuse 
Toledo 
Tulsa 

Utica-Rome 
Washington 
Wilmington 


KDYL-TV,  KSL-TV 
KEYL-TV,  WOAI-TV 
KFMB-TV 

KGO-TV,  KPIX,  KRON-TV 
WRGB 


KING-TV 
KSD-TV 

WHEN,  WSYR-TV 
WSPD-TV 
KOTV 
WKTV 

WMAL-TV,  WNBW,  WOlC,  WTTG 
WDEL-TV 


16,900 
19,367 
40,100 
60,289 
82,700 

30,300 
135,500 
47,476 
40,000 
25,700 
15,800 
136,600 
36,532 


Stations  on  Air  106 


Sets  in  Use  6,312,466 


in  KRLD-TV's 

Effective 
Coverage  Area 

flL  CBS  SluUon 

for      DALLAS  and 
FORT  WORTH 

KRIrD 

AM-FM-TV 

C^liannei  4 

ii  ij.our  Leit  Luij^ 

The     TIMES  HERALD  Station 
National  Representatwis 
THE  BRANHAM  COMPANY 
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PULSE 


PROVES 


WHIO-TV 


IS  DAYTON'S 


TEIEVISION 
STATION 


PULSE  for  May  reports  SEVEN  of  top  ten  television 
shows  telecast  once  a  week  in  Dayton  are  on 
WHIO-TV. 

PULSE  reports  FOUR  of  top  ten  television  shows 
broadcast  more  than  once  a  week  in  Dayton  are  on 
WHIO-TV. 

PULSE  shows  that,  on  the  average,  more  Dayton 
televiewers  watch  WHIO-TV  between  2:00  P.M.  and 


4:15  P.M.  and  between  6:30  P.M.  and  11:30  P.M. 
than  any  other  television  station. 
PULSE  proves  that  WHIO-TV  delivers  the  lion's 
share  of  the  TV  audience  in  this  area  —  now  more 
than  88,000  sets.  You  can  sell  more  people  at  a 
lower  cost  per  viewer  with  WHIO-TV. 

GET  THE  FACTS  TODAY. 


lanne 

lo- 

13 

tv.:: 

DAYTON,  OHIO 

News  •  Sports  •  CBS,  ABC,  DuMont  Best  Shows 


Represented  nationally 
by  the  Katz  Agency,  Inc. 


Affiliated  with  The  Dayton  Daily  News  and  Journal-Herald. 
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Color  Findings 

(Continued  from  Telecasting  p.  3) 

edge  in  favor  of  the  RCA  color 
set." 

RCA's  earlier  estimates  of  sell- 
ing prices  for  its  own  color  sets 
were  reviewed — 25  to  50  9f  more 
than  a  comparable  monochrome  re- 
ceiver. The  statement  also  re- 
iterated that  with  early  adoption  of 
the  RCA  system  RCA  would  be  in 
factory  production  of  color  sets  by 
June  1951. 

Additional  station  equipment 
needed  for  RCA  colorcasts  would 
cost  an  estimated  $54,440,  includ- 
ing the  cost  of  one  color  camera. 
Additional  color  cameras  would 
cost  aproximately  $26,750  each.  It 
was  noted  that  the  estimates  "do 
not  reflect  the  potential  savings 
from  the  use  of  single  tubes  in 
either  the  cameras  or  monitors  and 
from  further  circuit  simplifica- 
tions." 

Cite  Receiver  Progress 

RCA  cited  the  progress  made  in 
receiver  simplification  since  the 
first  demonstration  last  October — 
a  reduction  from  more  than  100 
tubes  then  to  as  few  as  37  in  last 
April's  showings — as  indicative  of 
"the  progress  in  that  direction 
which  may  be  expected  in  the  fu- 
ture." 

The  RCA  proposals  wei-e  filed  by 
John  T.  Cahill,  J.  V.  Heflfernan 


Biggest  Summer  Show 
in  Midwest  TV.,. 


GET  ON  THE  LINE" 


Seven  nights  a  week,  viewers 
in  the  WLW-Television  3-sta- 
tion  area  are  drawn  to  their 
sets  by  the  prospect  of  win- 
ning the  gigantic  jackpot  of 
over  $1,000.00  in  wanted 
merchandise  —  awarded  for 
identifying  a  tune.  This  ter- 
rific show  for  summer  selling 
-^ilk  has  a  few  participating 
sponsorships  available  —  all 
in  Class  "A"  time  periods. 

y|/[y|/-TElEVISION 

WLW-T  WLW-D  WLW  C 

CHANNEL  4  CHANNEL  5  CHANNEL  3 

CINCINNATI  DAYTON  COLUMBUS 


and  Glen  McDaniel  as  RCA  attor- 
neys, with  John  W.  Nields,  Ray  B. 
Houston,  and  Robert  G.  Zeller  also 
participating. 

CBS  Arguments 

In  its  100,000-word,  368-page 
brief,  CBS  contended: 

It  is  abundantly  clear  from  the  rec- 
ord .  .  .  that  the  CBS  color  system  is 
now  superior  in  every  significant 
aspect  to  either  the  RCA  or  CTI  color 
system. 

This  overwhelming  superiority  ob- 
tains in  each  of  the  four  areas  in 
which  the  relative  merits  of  color  tele- 
vision systems  are  to  be  evaluated: 
(1)  the  area  of  performance,  (2)  the 
area  of  cost,  (3)  the  area  of  avail- 
ability and  readiness,  and  (4)  the  area 
of  ability  to  co-exist  in  harmony  with 
the  present  standard  monochrome  sys- 
tem. 

As  to  performance,  CBS  con- 
tended critics  of  its  system  "have 
seized  on  a  few  factors  and  have 
exaggerated  them  all  out  of  pro- 
portion. It  has  been  shown,  how- 
ever, that  these  factors  are  of  no 
significance." 

Whatever  the  theoretical  limita- 
tions of  CBS'  reduced  geometrical 
resolution,  the  brief  stated,  "the 
fact  is  that  its  clarity  of  detail  is 
almost  univei'sally  approved  and  is 
generally  agreed  to  be  superior  to 
that  of  other  systems." 

"In  sharp  contrast,"  CBS  said, 
"the  present  color  performance  of 
the  RCA  and  CTI  systems  is  in 
many  respects  grossly  degraded. 
Their  overall  picture  quality  is  low. 
Their  brightness  and  contrast  are 
inadequate." 

RCA  and  CTI  also  were  accused 
of  inability  to  transmit  "satisfac- 
tory" color  or  monochrome  over 
existing  coaxial  cable  networks, 
"although  such  ability  is  obviously 
prerequisite  to  the  prompt  estab- 
lishment of  a  color  service." 

CBS  argued  that  since  its  sys- 
tem "is  excellent  now  and  can  be 
even  better  in  the  future,"  it  is 
"not  dependent  on  the  future  em- 
bodiment of  a  single  direct-view 
tri-color  tube  or  horizontal  inter- 
lace." 

"On  the  other  hand,  RCA  has 
no  system  at  all,"  CBS  contended, 
"without  the  single  direct  view  tri- 
color tube  or  without  its  dot  inter- 
lace —  an  application  of  interlace 
which  is  far  more  complex  than 
Columbia's    horizontal  interlace." 

In  the  area  of  cost  CBS  claimed 
"clear  superiority"  over  RCA  and 
CTI. 

"Nor  can  there  be  any  serious 
question  of  the  relative  readiness 
of  the  three  systems,"  the  brief 
asserted.  It  held  CBS  is  "ready" 
and  "apparatus  can  become  rapidly 
available  so  that  a  nationwide  color 
television  service  can  become  a 
fact  within  a  short  space  of  time." 

CBS  on  the  issue  of  compatibil- 
ity contended  its  performance  is 
"markedly  superior."  Columbia 
"is  plainly  convertible"  while  nei- 
ther RCA  nor  CTI  "has  been 
shown  to  be  convertible,"  the  brief 
held.  CBS  explained  it  used  the 
broad  interpretation  of  "compati- 
bility," which  allowed  for  slight 
modifications  in  existing  sets  to 
receive  color  in  color. 

CBS  held   that  "RCA's  assur- 


ances for  the  future  must  be  eval- 
uated in  the  light  of  its  past  con- 
duct and  attitude  in  respect  of 
color." 

"On  this  issue,"  the  CBS  brief 
related,  "the  record  not  only  of 
this  hearing  but  of  past  hearings 
leaves  no  doubt:  It  is  clear  that  so 
long  as  there  is  anything  left  to 
be  done  in  the  field  of  color  tele- 
vision, RCA  cannot  be  relied  upon 
to  press  the  development." 

CBS  held  "there  can  be  no  as- 
surance whatever  that  the  dot  se- 
quential system  would  not  be  re- 
placed, in  the  same  way  that  the 
simultaneous  system  of  1946  and 
1947,  for  which  RCA  at  least  of- 
fered hope  of  adoption  of  stand- 
ards in  18  months,  was  ultimately 
replaced  without  ripening  into  a 
color  system." 

Proposed  rules  and  regulations 
were  recommended  by  CBS  only  on 
compatibility  and  convertibility. 
Columbia  said  it  "expressly  re- 
frained" from  recommending  that 
manufacturers  be  compelled  to 
adapt  receivers  internally  if  CBS 
standards  are  adopted,  although 
the  question  is  "very  close." 

CBS  Recommendation 

However,  CBS  indicated  that  if 
"there  is  widespread  refusal  to 
adapt  internally,  or  to  make  CBS 
color  receivers,  CBS  recommends 
re-examination  of  the  situation."  It 
was  suggested  if  it  is  necessary  to 
break  any  set  makers'  boycott  that 
FCC  require  broadcasters  to  air 
CBS  color. 

Columbia  recommended  that 
FCC  should  consider  that  aspect 
of  compatibility  which  concerns  the 
ability  of  unmodified  receivers  to 
receive  color  signals  in  black  and 
white  "as  only  one  of  the  many 
factors  in  selecting  a  system.  It 
should  consider  that  factor  as  sub- 
sidiary to  many  other  factors,  par- 
ticularly the  factor  of  color  per- 
formance." 

The  brief  contended  that  com- 
patibility as  it  relates  to  existing 
receivers  is  at  most  an  "interim 
and  transitional  problem"  and 
there  is  no  evidence  on  which  the 
FCC  can  rely  with  assurance  "that 
any  system  is  in  fact  'compatible' 
even  in  the  limited  meaning  of  the 
word." 

CBS  vigorously  attacked  the  "in- 
consistency of  the  industry  posi- 
tion" on  the  compatibility  issue 
during  the  present  color  hearing 
and  in  past  years. 

"Thus  in  1940,"  CBS  held,  "when 
RCA  was  a  strong  proponent  of 
immediate  inauguration  of  a  black 
and  white  service,  and  when  it  at- 
tempted to  sell  black  and  white  sets 
which  might  require  modifications 
when  final  standards  were  ulti- 
mately adopted,  RCA,  through 
General  Sarnoff,  vigorously  con- 
tended that  purchasers  of  such  sets 
were  not  entitled  to  protection 
against  change  of  standards." 

Further,  the  brief  charged,  "the 
industry  is  far  more  absorbed  in 
testifying  to  the  wisdom  of  'com- 
patibility' than  it  is  in  taking  con- 
crete steps  to  minimize  the  prob- 
lem." 

CBS  urged  FCC  to  adopt  stand- 
ards which  would  give  the  best 


'CHROMICON' 

CTI  Develops  New  Camera 


COLOR  Television  Inc.,  developer 
of  one  of  the  three  systems  com- 
peting in  FCC's  color  TV  hearing 
(see  Telecasting  p.  3),  claimed 
last  week  that  it  had  solved  "the 
major  technical  problem  of  clarity 
in  color  reception  ...  by  the  use  of 
an  ingenious  new  device  to  be 
known  as  the  'Chromicon'  camera." 

Arthur  S.  Matthews,  president  of 
CTI,  said  the  same  clarity  that 
exists  in  present  black-and-white 
television  may  now  be  attained  in 
color  through  the  application  of 
the  new  optical  system  with  regu- 
lar television  cameras.  He  said 
laboratory  tests  have  been  success- 
ful and  that  a  working  model  of 
the  Chromicon  camera  will  be 
ready  for  public  showing  within 
60  days. 


color  service,  "irrespective  of  pat- 
ent considerations." 

CBS  further  recommended  FCC 
should  not  set  minimum  hours  of 
color  broadcasting  but  after  30 
days  should  do  so  if  manufacturers 
were  reluctant  to  adapt  sets  in- 
ternally. CBS  opposed  multiple 
standards  because  of  the  limited 
number  of  stations  in  most  mar- 
kets. 

The  brief  was  filed  by  the  New 
York  law  firm  of  Rosenman,  Gold- 
mark,  Colin  &  Kaye. 

CTI  Position 

CTI  maintained  that  standards 
for  its  line-sequential  system  can 
be  adopted  now  "with  full  assur- 
ance of  [their]  fundamental 
soundness,"  but  said  it  "would  not 
object  to  a  reasonable  delay"  in 
standardization  "in  order  to  per- 
mit all  systems  to  be  demonstrated 
under  like  conditions." 

The  company  insisted  that  short- 
comings of  its  present  operation 
result  from  imperfections  of  ap- 
paratus rather  than  system  faults, 
and  placed  great  reliance  upon  the 
development  of  the  direct  -  view 
three-color  tube — one  of  which  CTI 
"expects  to  be  able  to  demonstrate 
within  the  next  two  months  or  so." 

CTI  "readily"  conceded  that, 
"apparatus-wise,"  its  system  can 
be  improved. 

"The  fact  of  the  matter  is,  how- 
ever, that  from  this  aspect  none 
of  the  systems  here  proposed  is 
any  more  ready,"  the  proposal 
continued.  "CTI  believes  that,  ap- 
paratus-wise, all  presently  dem- 
onstrated receivers  are  already  ob- 
solete, even  including  the  RCA 
direct-view  tricolor  tube  receiver." 

CTI  opposed  multiple  standards 
as  a  "delusion  and  snare"  which 
would  benefit  RCA  and  provide 
the  "kiss  of  death"  for  the  CTI 
and  CBS  systems.  "In  any  event," 
the  firm  said,  "should  multiple 
standards  be  adopted,  there  should 
be  an  'equalizing  of  the  scales' " 
to  prevent  such  a  result. 

Conversion  of  existing  sets  to 
receive  color  transmissions  was 
opposed  as  "troublesome  and  cost- 
ly." CTI  felt  "few  black-and- 
white  set  ovvTiers  would  convert" 
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even  if  conversion  costs  were  min- 
imized by  development  of  the 
direct-view  tube. 

CTI  attacked  the  CBS  field- 
sequential  system  for  its  lack  of 
compatibility,  and  held  that  "no 
direct-view  tricolor  tube,  whatever 
else  it  might  do,  would  cure  the 
inescapable  infirmities  of  any  field- 
sequential  color  television  system." 

CTI  felt  the  RCA  dot-sequential 
system  might  be  the  most  "elegant" 
answer  to  the  color  question,  but 
ruled  it  "commercially  impractical" 
for  reasons  of  "probable  cost,  nec- 
essary complexity,  practical  com- 
mercial infeasibility,  and  the  need 
for  continuously  critical  apparatus 
adjustments." 

Of  its  own  system,  CTI  said: 

.  .  .  Nothing  has  occurred  during 
the  course  of  these  hearings  to  alter 
CTI's  belief  in  the  fundamental  su- 
periority of  line-sequential  operation 
over  any  other  yet  proposed  and  dem- 
onstrated method  of  attaining  color 
television. 

Its  proposed  system  is  completely 
compatible  with  existing  black-and- 
white  operations.  The  use  of  a 
direct-view  tricolor  tube  will  elim- 
inate many,  if  not  most,  of  CTI's 
past  reception  problems.  Electronic 
means  of  attaining  and  maintaining 
cotinuous  registration  at  the  camera 
are  being  developed. 

The  system  is  free  from  the  very 
high  costs  and  inevitable  complexities 
of  any  dot-sequential  operation. 
Viewed,  therefore,  from  the  stand- 
point of  its  fundamental  advantages, 
and  recalling  that  its  past  and  pres- 
ent apparatus  limitations  are  all  by 
way  of  being  remedied  by  the  rapid 
development  of  this  art,  CTI  there- 
fore believes  that  its  proposed  system 
may  now  safely  be  standardized  and 
that  such  action  would  be  in  the 
public  interest. 

CTI  said  its  "present  intent  .  .  . 
is  to  operate  as  a  research,  develop- 
ment and  licensing  organization," 
not  as  a  manufacturer. 

The  CTI  findings  and  conclusions 
were  submitted  by  Attorneys  Carl 
I.  Wheat  of  Wheat,  May  &  Shan- 
non, and  Samuel  B.  Smith  of  Lip- 
pincott  &  Smith. 

Paramount's  Plan 
Paramount  Television  Produc- 
tions Inc.  and  Chromatic  Television 
Labs.  Inc.  asserted  the  record  and 
demonstrations  "clearly  establish 
that  good  color  television  is  attain- 
able in  a  6  mc  channel,"  and  that 
color  interference  conditions  have 
been  shown  to  be  identical  "for  all 
practical  purposes"  with  mono- 
chrome. 

The  immediate  availability  of 
low  price  sets,  however,  was  denied 
by  Paramount. 

"The  dot  sequential  system 
(RCA's),  which  is  particularly 
challenging  from  the  standpoint  of 
possibilities  of  developments,"  the 
brief  continued,  "is  presently  burr 
dened  with  cost  problems  due  to 
special  tolerances." 

Paramount  told  FCC  it  believed 
"there  is  in  the  process  of  develop- 
ment techniques  relating  to  trans- 
mitting and  receiving  apparatus 
which  within  a  period  of  a  few 
years  might  resolve  what  may  now 
be  costly  impediments  with  respect 
to  the  proposed  systems." 

On  this  basis,  the  brief  contend- 
ed, "the  Commission  should  give 
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consideration  to  encouragement  of 
new  discoveries  and  techniques  and 
hold  in  abeyance  for  a  period  of 
one  year  the  promulgation  of  final 
standards." 

However,  Pai-amount  asked  FCC 
to  consider  the  adoption  of  its  "new 
and  different  plan"  should  the 
Commission  decide  that  "the  dy- 
namic growth  of  monochrome  tele- 
vision would  have  the  effect  of  ex- 
cluding the  proper  development  of 
color  as  a  service  to  the  public." 

These  basic  standards  were  pro- 
posed: (1)  Adoption  of  the  field 
sequential  (CBS-type)  system  (2) 
Requirements  of  the  30  frames 
405-line  standard  of  transmission 
in  6  mc  channel,  including  hori- 
zontal dot  interlace  (3)  Use  of 
presently  unused  4  to  6  mc  portion 
of  the  present  bandwidth  to  in- 
crease geometric  resolution. 

In  addition  to  these  basic  stand- 
ards. Paramount  proposed  that 
FCC  require  all  UHF  stations  to 
transmit  in  color  and  that  each 
present  VHF  licensee  be  assigned 
a  UHF  channel  with  the  require- 
ment he  telecast  simultaneously  in 
color. 

Paramount  explained  that  thus 
existing  receivers  would  continue 
to  receive  service  from  the  VHF 
outlets  and  "there  would  be  no 
problems  relating  to  compatibility 
or  convertibility." 

The  brief  advocated  no  particular 
system  at  this  time  since  Chromatic 
Television  Labs,  "is  concerned 
primarily  with  the  development  and 
production  of  a  direct  view  tri- 
color tube  which  can  be  used  with 
any  of  the  thi'ee  systems  proposed." 
Plans  to  intensify  this  research 
were  indicated. 

Paramount  stated  that  as  owner 
of  KTLA  it  "will  make  full  use  of 
any  opportunity  for  color  television 
broadcasting  which  might  be  pro- 
vided under  any  system  on  which 
the  Commission  may  standardize." 

The  findings  were  filed  by  Paul 
A.  Porter,  former  FCC  chairman, 
of  the  Washington  law  firm  of 
Arnold,  Foi'tas  &  Porter. 


KTSL  (TV)  BID 

Requests  FCC  Action 

DON  LEE  Broadcasting  System 
petitioned  FCC  last  week  for  a 
grant  of  its  Los  Angeles  television 
application  modification,  held  up 
heretofore  by  Don  Lee's  recently 
approved  bids  for  station  renewals. 

The  netwoi-k  is  operating  an  ex- 
perimental TV  station  commercially 
(KTSL)  on  Channel  2  under 
special  temporary  authority  issued 
in  May  1948.  With  its  AM  and 
FM  renewal  applications  now 
granted,  it  argued  that  nothing 
stands  in  the  way  of  the  modifica- 
tion request,  filed  in  1946,  for  a 
change  of  transmitter  site  from 
Mt.  Lee  to  Mt.  Wilson,  from  which 
other  Los  Angeles  stations  operate. 

Filed  by  the  Washington  law 
firm  of  Dempsey  &  Koplovitz,  the 
petition  argued  that  the  applica- 
tion is  exempt  from  FCC's  current 
TV  freeze  under  the  terms  of  the 
freeze  order  itself  and  should  be 
granted  immediately  as  a  matter 
of  "simple  justice."  The  petition 
asserted : 

This  is  emphasized  by  the  fact  that 
two  of  such  competitors,  NBC  and 
ABC,  which  compete  with  Don  Lee  in 
the  network  field  and  in  the  field  of 
AM  and  FM  operations  in  Los  Angeles 
as  well  as  in  the  television  field, 
were  known  by  the  Commission  at 
the  time  of  the  hearing  on  the  Los 
Angeles  television  applications  [in 
1946]  to  be  suspect  to  the  same  de- 
gree as  Don  Lee  of  violation  of  net- 
work regulations  (the  subject  matter 
of  the  renewal  proceedings).  .  .  . 

The  petition  argued  at  length 
that  the  fact  of  Don  Lee's  initiation 
of  construction  on  Mt.  Wilson  with- 
out a  construction  permit  should 
not  be  a  bar  to  issuance  of  the  CP. 

KTSL  and  the  other  Don  Lee 
properties  are  currently  up  for 
sale  but  Ben  H.  Brown,  special 
administrator  of  the  Thomas  S. 
Lee  estate,  has  indicated  that  action 
on  pending  bids  for  the  stations 
may  be  delayed  for  several  weeks 
[Broadcasting,  June  26]. 


Set  Sales 

( Continued  from  Telecasting  p.  U ) 


State  and 

Sets 

Shipped 

State  and 

Sets 

Shipped 

County 

April 

Jan.-April 

County 

April 

Jan.-April 

OHIO 

RHODE  ISLAND 

Butler 

743 

4,958 

Providence 

3,098 

17,536 

Clark 

537 

2,788 

SOUTH  CAROLINA 

Cuyahoga 

9,509 

48,366 

Yor4( 

31 

179 

Franklin 

3,847 

19,482 

TENNESSEE 

Hamilton 

5,027 

25,857 

Davidson 

31 

78 

Lucas 

1,879 

10,912 

Shelby 

2,069 

9,027 

Montgomery 

3,111 

17,969 

TEXAS 

Scioto 

47 

244 

Bexar 

1,217 

5,758 

Summit 

2,045 

9,783 

Dallas 

2,229 

11,156 

OKLAHOMA 

Galveston 

45 

484 

Muskogee 

24 

137 

Harris 

1,789 

7,659 

Oklahoma 

459 

2,785 

Tarrant 

1,075 

7,112 

Tulsa 

171 

1,802 

UTAH 

OREGON 

Salt  Lake 

1,154 

3,834 

Marion 

Weber 

6 

153 

Multnomah 

VIRGINIA 

PENNSYLVANIA 

Arlington 

619 

3,245 

Allegheny 

6,073 

37,537 

Henrico 

739 

5,608 

Berks 

1,155 

5,843 

Norfolk 

2,671 

6,887 

Beaver 

568 

3,088 

Pittsylvania 

5 

15 

Blair 

145 

610 

Warwick 

456 

1,092 

Cambria 

601 

2,777 

WASHINGTON 

Dauphin 

259 

1,342 

Clarke 

286 

Delaware 

1,307 

7,754 

King 

772 

4,065 

Erie 

1,173 

6,961 

Pierce 

153 

1,456 

Fayette 

541 

2,186 

WEST  VIRGINIA 

Lackawanna 

25 

214 

Cabell 

159 

1,033 

Lancaster 

955 

4,352 

Kanawha 

68 

434 

Lebanon 

271 

1,404 

WISCONSIN 

Lehigh 

647 

4,191 

Milwaukee 

4,777 

25,220 

Montgomery 

1,434 

7,517 

Northhampton 
Philadelphia 

497 

2,881 

Sub-Total 

320,096 

1,638,568 

13,099 

71,975 

AREAS  UNLISTED 

43,904 

286,432 

Washington 
Westmoreland 

575 
933 

2,801 
4,002 

GRAND  TOTAL 

369,000 

1,925,000 

York 

524 

2,903 

COMiyiOKiWEALTH 

_  /  Currently  Serving  the  ; 
Nation's  Leading  TV  Stations 
Offers  the  Following 

TV  FILM  PACKAGES 


MAJOR  ' 
COMPANY 

FEATURE  PROGRAMS 

■  h  stars  ;as 


with  sue 


Barbara 
STANV^YCK 

Robert 
YOUNG 

Jimmy 
OURANTl 
Claudette 

COLBERT 
Jack 

BENNY 


Paulet** 
GODDARD 

Jimmy 
STEV/ART 

NVerle 
OBERON 

Melvyn 
DOUGLAS 
Raymond 

fAASSEY 


featuring 

THE  RANGE  BUSTERS 
KERMIT  MAYNARD 
^  SMITH  BALLEW 


  Ct.u„ 


/s 


MUSICAL 
VARIETIES 

each  •  featuring 

MOREY* 
AMSTERDAM  -  a 


IS 

m  SOUW 


2^0 


For  further  inform- 
ation and  complete 
list,  write  to 


1 N  C  O  B  p  O  R  *T  E  o  zr-;,^ 


WiHlQJEfllJH 

i'/'Utn  and  ij/e/em4(<>n^  r^nr. 

723  Seventh  Avenue,  New  tork  19.  N.Y. 
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CONSULTING  RADIO  ENGINEERS 


JANSKY  &  BAILEY 

Exacwtive  Offices 

National  Pr«ss  Building 
Officct  and  Laborateriet 

1339  WiKonsin  Ave.,  N.  W. 
Washington,  D.  C.  ADamt  2414 

Member  AFCCE' 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 


A  ItS-year  background 
— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STeriing  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.        Dl.  1319 
WASHINGTON,  D.  C. 

PORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 
MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 

982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSUITING  RADIO  ENGINEERS 
1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  inglis 

710  14th  St.,  N.W.— Metropoliton  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


RUSSELL   P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE* 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 
1605  Connecticut  Ave. 

Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4730  W.  Ruffner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 

BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 
HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  ft  Fess,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Philip  Merryman  &  Associates 

*  114  State  Street 

*  Bridgeport   3,  Conn.- 

*  Bridgeport  5-4144 

RADIO  CONSULTANTS 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.  AR  4-8721 

ARLINGTON.  TEXAS 


H  3ilUr  ■ 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  Nev/  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &    FIELD  ENGINEERING 

1   Riverside  Road  —  Riverside  .  7-2153 
Riverside,  III. 
(A  Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 

DESIGN  AND  CONSTRUCTION 
18  Grand  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 


June  23  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 
Saunder's  Bcstg.  Co.,  Flagstaff,  Ariz. 

 Mod.  CP  AM  station  to  change  from 

12i0  kc  250  \v  D  to  1340  kc  250  w  unl. 

KOEL  Oelwein,  la.— Mod.  CP  AM 
station  to  change  from  950  kc  500  \v 
D  DA  to  950  kc  500  w  unl.  DA-1. 
'  WLBJ  Bowling  Green  Ky. — Mod.  CP 
AM  station  to  change  from  1410  kc  1 
k\v  unl.  DA-N  to  1410  kc  5  k\v-D  1 
fcnv-N. 

License  for  CP 
WJEH  Gallipolis,   Ohio — License  for 
CP  new  AM  station. 

License  to   cover  CP  new  FM  sta- 
'tion:    WFOR-FM    Hattiesburg,  Miss.; 
|kGNC-FM  Amarillo.  Tex. 
I  License  Renewal 

:    WKAR-FM    E.    Lansing,    Mich. — Re- 
I  quest    for    license    renewal  noncom- 
!  mercial  educational  FM  station, 
j  FM— 90.1  mc 

WARE    Atlanta,    Ga. — CP  noncom- 
mercial   educational    FM    station  to 
I  change  power  to  3  kw. 

June  26  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
SSA  Denied 
KFRM  Kansas  City,  Mo.— Denied  peti- 
tion for  SSA  to  operate  KFRM  unl.  time 
cn  540  kc.   5  kw  using  DA-DN  until 
May  1,  1952. 

Extension  Granted 
I     WIBK  Knoxville,  Tenn. — Granted  ex- 
J  tension  of  temp,  authority  to  operate 
1  WIBK  until  Sept.  30.  provided  station 
make  application  for  further  extension 
of  temp.  auth.  upon  showing  that  it  is 
proceeding  diligent  in  prosecution  of 
-3  appeal. 

Request  Granted 
WMCP  Baltimore,  Md.— Granted  re- 
quest for  waiver  of  Sec.  3.261  of  rules, 
to  permit  operation  from  4;55  p.m.  to 
12  midnight  Monday  through  Saturdaj'. 
and  10:40  a.m.  to  11:15  p.m.  on  Sunday. 
ACTIONS    ON  MOTIONS 
By  Commissioner  Hennock 
KMMO   Marshall,  Mo. — Granted  dis- 
I  missal  without  prejudice  of  application 
I  ior  mod.  license. 

WCOL  Columbus,  Ohio — Granted  re- 
;  quest  to  dismiss  petition  to  intervene 
I !  in  proceeding  re  applications  of  Coston- 
I  Tompkins  Bcstg.  Co.  and  Glacus  G. 
i  Merrill.  Ironton.  Ohio. 
I  Oklahoma  -Agricultural  &  Mechanical 
I  College,  Stillwater,  Okla. — Granted  dis 
'  missal  without  prejudice  of  application 
for  extension  of  completion  date. 

WDLA  Memphis,  Tenn. — Granted  dis- 
missal with  prejudice  of  application. 

WNAV  Annapolis,  Md. — Granted  peti- 
tion requesting  Commission  accept  late 
appearance  in  proceeding  upon  appli- 
cation. 

WSSO  Starkville,  Miss.  —  Granted 
petition  requesting  Commission  accept 
late  appearance  in  proceeding  upon  ap- 
plication of  Prairie  Bcstg.  Co.,  Aber- 
deen, Miss. 

Prairie  Bcstg.  Co.,  Aberdeen  Miss. — 
Granted  petition  requesting  Commis- 
sion accept  late  appearance  in  proceed- 
ing upon  application. 

KMA  Shenandoah,  la. — Referred  to 
Commission  en  banc  petition  requesting 
leave  to  intervene  in  hearing  upon  ap- 
plication of  WTCH  Shawano.  Wis. 

Lehigh  Valley  Bcstg.  Co.,  AUentown, 
Pa. — Granted  leave  to  amend  applica- 
tion to  change  name  of  application  to 


NEW  PT63-A 

Unit  Construction  permits  portable  or  rock 
mount  operotion.  3  separate  heads  to 
monitor  from  the  tape!  Prevents  record 
ing  errors!  New  3  head  unit  also  avail 
able  to  convert  present  PT6  Mognecorder 

WRITE 


360  N.  Michigan  Ave 
Chicago  1,  III. 


fCC  actions 


JUNE  23  to  JUNE  29 


CP-construction  permit 
DA-directional  antenna 
ERP-efifective  radiated  power 
STL-studio-transmitter  link 
synch,  amp.-synchronous  amplifier 


cond. -conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 

 ^.  _^  r   ■    unl.-unlimited  hours 

STA-special  temporary  authorization        CG-cbnditional  grant 


ant.-antenna 
D-day 
N-night 
aur.-aural 
-visual 


vis. 


Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


Lehigh  Vallev  Television  Inc. 

The  Fort  Industry  Co.  Wheeling,  W. 
Va. — Granted  petition  insofar  as  it  re- 
quests (1)  leave  to  amend  non-technical 
portion  of  apphcation  of  West  Virginia 
Bcstg.  Corp.,  Wheeling,  W.  Va.  so  as 
to  change  name  of  applicant  to  The 
Fort  Industry  Co.,  to  provide  complete 
legal  and  financial  data  relating  to 
stockholders,  officers  and  directors  and 
data  relating  to  corporate  structure  of 
The  Fort  Industry  Co.  and  (2)  dismissal 
as  moot  of  petition  filed  Feb.  23  and 
related  amendments  filed  Jan.  23  and 
Feb.  23.  1950:  action  on  petition  insofar 
as  it  requests  leave  to  amend  to  specify 
new  television  channel  is  deferred  until 
final  determination  is  made  in  docket 
8736,  et  al:  and  amendment  to  specify 
Chan.  7  filed  with  said  petition  is  re- 
ferred to  pending  file. 

WJBK  Detroit  —  Granted  leave  to 
amend  application  so  as  to  specify 
power  of  10  kw-D  5  kw-N  in  lieu  of 
present  request  of  10  kw  unl. 

By  Examiner  H.  B.  Hutchison 

Johnston  Bcstg.  Co.  and  WTNB,  both 
Birmingham,  Ala. — Granted  in  part  mo- 
tion requesting  hearing  in  proceeding 
in  dockets  7945  and  7946  be  continued 
for  period  of  thirty  days:  hearing  con- 
tinued from  June  22  to  Sept.  11.  at 
Washington.  D.  C. 

KCR.A  Sacramento — Granted  in  part 
petition  for  continuance  of  hearing  re 
application  for  a  period  of  thirty  days: 
hearing  now  scheduled  for  July  5,  con- 
tinued to  Sept.  20  in  Washington.  D.  C. 
By  Examiner  Leo  Resnick 

Tul'e  Bcstg.  Co.,  Tulia,  Tex. — Granted 
continuance  of  hearing  in  proceeding 
re  application  and  that  of  West  Texas 
Bcstrs.  Inc.,  Floydada.  Tex,  from  June 
21  to  Aug,  1,  1950.  in  Washington,  D.  C, 

M.  R.  Lankford,  Princeton,  Ind.  — 
Granted  leave  to  amend  and  remove 
from  hearing  docket  application  said 
amendment  to  change  frequency  re- 
quested from  910  kc  500  w  D  to  1250 
kc  1  kw  D  change  estimated  cost  of 
construction. 

WINS  New  York — Granted  leave  to 
amend  application  by  changing  answer 
to  paragraph  6  thereof  (relating  to  esti- 
mated date  for  completion  of  construc- 
tion) from  June  26  to  Sept.  26. 

By  Examiner  Basil  P.  Cooper 

Door  County  Radio  Co.,  Sturgeon 
Bay,  Wis. — Granted  leave  to  amend  ap- 
plication so  as  to  specify  power  of  100 
w  unl.  in  lieu  of  250  w  unl.  in  order  to 
reduce  or  eliminate  objectionable  in- 
terference which  proposed  Sturgeon 
Bay  station  may  cause  to  WOSH  Osh- 
kosh.  Wis.:  to  remove  application,  as 
amended,  from  hearing  calendar  and 
dismissed  as  moot  petition  requesting 
continuance  of  hearing  to  July  17. 

June  26  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 
KAFY   Bakersfield,    Calif.— Mod.  CP 
to  change  frequency  etc.  for  extension 
of  completion  date. 

Mod.  CP  new  AM  station  for  exten- 
sion of  completion  date:  WSGW  Sagi- 
naw, Mich.:  KOOK  Billings,  Mont. 
Modification  of  License 
WLPM  Suffolk,  Va. — Mod.  license  AM 
station  to   change   studio   location  to 


Highway  460,  Nr.  Suffolk,  Va. 

License  for  CP 

KLIC  Monroe,  La. — License  for  CP 
new  AM  station. 

License  to  cover  CP  AM  station  to 
change  frequency,  power  etc. :  KBRC 
Mount  Vernon  Wash,:  WCAV  Norfolk, 
Va,:  KNEW  Spokane,  Wash.:  KDON 
Palm  Beach.  Calif. 

License  Renewal 

KAYS  Hays,  Kan.— Request  for  li- 
cense renew'al  (resubmitted). 

Modification  of  CP 

WIZZ  Wilkes-Barre,  Pa.— Mod.  CP 
new  FM  station  for  extension  of  com- 
pletion date, 

FM— 100.5  mc 
WLDS-FM  Jacksonville,  Dl.- CP  FM 
station  to  change  ERP  to  7.81  kw. 
FM— 97.1  mc 
WNBC-FM  New  York- CP  FM  station 
to   change   ERP  to   1.11   kw,    ant.  to 
1,445  ft. 

APPLICATION  DISMISSED 
Knox  La  Rue,  Fort  Bragg    Calif. — 
DISMISSED    June    20    application  for 
new  station  on  1490  kc  250  w  unl, 

June  27  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
Renewal  Granted 

WLBJ  Bowling  Green,  Ky.— Granted 
renewal  of  license  for  period  ending 
Feb,  1,  1953. 

Extension  Granted 

Banks  Independent  Bcstg.  Co.,  Wash- 
ington, D.  C. — Granted  extension  of 
temp,  authority  to  operate  synchronous 
amplifiers  KG2XCK  to  Sept.  1. 

Hearing  Designated 

WCLI  Corning,  N.  Y.— Designated  for 
hearing  to  be  held  in  W^ashington  on 
Nov.  29  application  for  mod.  CP  to 
change  frequency  from  1540  to  1450  kc, 
250  w  and  hours  of  operation  from  D 
to  unl.:  made  WHDL,  Allegany  N.  Y., 
partv  to  proceeding. 

WiSEZ  Beloit,  Wis.— Designated  for 
hearing  at  Washington  on  Nov.  30.  ap- 
plication for  mod.  license  to  increase 
power  on  1490  kc,  100  to  250  w  and 
change  trans,  made  WEBS  Oak  Park, 
111.,  and  WKBB  Dubuque,  la.,  parties 
to  proceeding. 

Modification  Granted 

WKYB  Paducah,  Ky.— Granted  mod. 
CP  involving  move  of  AM  DA  locating 


FM  ant.  on  another  tower,  and  increas- 
ing length  of  ground  radials:  eng.  cond. 
Hearing  Designated 
KSOO  Sioux  Falls,  S.  D.— Designated 
for  hearing  at  Washington  Dec.  4, 
application  for  CP  to  change  power  on 
1140  kc  from  5  kw  limited  time  to  10 
kw  unl.  time,  install  night  DA  and  new 
trans,  and  change  trans,  location;  made 
WRVA  Richmond,  Va.,  party  to  pro- 
ceeding. 

East  Perm  Bcstg.  Co.,  Pottstown,  Pa., 
Pottstown  Bcstg.  Co.,  Pottstown,  Pa. — 

Designated  for  consolidated  hearing  at 
Washington  Dec.  7.  mutually  exclusive 
applications,  each  requesting  CP's  for 
new  station  on  1370  kc  with  1  kw  D; 
made  WAMS  Wilmington,  Del.,  party  to 
proceeding. 

Rock  City  Bcsters.,  Little  Falls,  N.  Y.. 
Robert  Harvard  Dye,  Herkimer,  N.  Y.— 
Designated  for  consolidated  hearing  at 
Washington  Dec.  6,  mutually  exclusive 
applications,  each  requesting  CP's  for 
new  stations  on  1230  kw  with  100  w 
unl.:  made  WHUC  Hudson,  N.  Y.  party 
to  proceeding. 

BY  THE  SECRETARY 

The  WGAR  Bcstg.  Co.,  Cleveland- 
Granted  license  covering  changes  in 
existing  remote  pickup  KA-3407. 

Crosley  Bcstg.  Corp.,  Cincinnati,  Ohio 
—Granted  mod.  licenses  KA-4730,  KA- 
4729,  KA-4728,  KA-4727,  KA-4724,  to 
change  frequencies  from  30.82,  33.74, 
35.82.  37.98  mc.  to  26.15,  26.25,  26.35  mc. 

Crosley  Bcstg.  Corp.,  Cincinnati — 
Granted  mod.  licenses  KA-4725,  26  to 
change  frequencies  from  31.62,  35,26. 
37.34.  39.62  mcs.  to  26.15,  26.25,  26.35 
mcs. 

The  WGAR  Bcstg.  Co.,  Cleveland- 
Granted  CP  and  license  for  new  remote 
pickup  KA-7064. 

WHLA  Madison,  Wis. — Granted  mod. 
CP  which  authorized  new  noncommer- 
cial educational  FM  station  to  change 
ERP  3  kw  to  5  kw;  type  trans,  and 
make  changes  in  ant.  system. 

Following  granted  mod.  CP's  for  ex- 
tension of  completion  dates  as  shown: 
KAFY  Bakersfield,  Calif,  to  7-31-50; 
KSDO-FM  San  Diego,  Calif,  to  1-13-51; 
WSB-FM  Atlanta.  Ga.  to  9-1-50;  KTRB- 
FM  Modesto,  Calif,  to  12-15-50;  WJEF- 
FM  Grand  Rapids,  Mich,  to  12-27-50; 
WRGA-FM  Rome.  Ga.  to  9-15-50; 
WFBC-FM  Greenville,  S.  C.  to  1-1-51; 
WAZL-FM  Hazleton,  Pa,  to  1-13-51; 
WHBF-TV  Rock  Island.  111.  to  2-9-51; 
KOA-FM  Denver  to  1-13-51;  WAYS-FM 
Charlotte.  N.  C,  to  12-31-50;  WGOR 
Fort  Lauderdale,  Fla,  to  1-11-51;  KMAR 
Bakersfield.  Calif,  to  8-10-50:  WACE- 
FM  Chicopee,  Mass.  to  1-1-51;  KGDM- 
FM  Stockton,  Calif,  to  9-9-50;  WAVZ- 
FM  New  Haven.  Conn,  to  12-31-50; 
WRFD-FM  Worthington,  Ohio  to  8-1-50: 
WHP  Harrisburg,  Pa.  to  10-2-50;  WEPM 
Martinsburg,  W.  Va.  to  9-21-50;  WACR 
Columbus,  Miss,  to  7-2-50. 

KNED  McAlester,  Okla. — Granted  as- 
signment of  license  from  partnership 
composed  of  five  equal  partners  to  new 
corp. — Pittsburg  County  Bcstg.  Co. — 
no  monetary  consideration  invloved. 

KNBY  Newport,  Ark. — Granted  as- 
signment of  license  from  partnership 
to  new  corp. — Newport  Bcstg,  Co, 

KRIC  Beaumont,  Tex. — Granted  li- 
cense install  new  vertical  ant.  and  FM 
ant.  mounted  on  top  and  change  trans, 
and  studio  locations, 

WLAQ  Rome,  Ga. — Granted  license 
change  frequency,  power  and  hoiurs  of 
operation,  install  new*  trans,  and  DA-N 
and  change  trans,  location;  1410  kc  1 
kw-  unl,  DA-N, 

Rawlins,  Wyo. — Granted  license  for 
new  remote  pickup  KA-3498. 

Frontier  Bcstg.  Co.,  Cheyenne,  Wyo. 
— Granted  license  KA-3746  change  fre- 

(Continued  on  page  75) 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121    Vermont   Av*.,    Wash.   5,    D.  C. 
STarHng  3626 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Night 

PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  .Mo. 


CLARENCE  R.  JACOBS 

Studio  Consultants 
Planning  •  Design  -  Acoustics 
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*  VACANCY 

YOUR  FIRM'S  NAME  in  this  "vacancy" 
will  be  seen  by  15,500  readers- 
station  ovifners  and  managers,  chief 
engineers  and  technicians— applicants 
for  AM.  FM,  Television  and  facsinil* 
facilities. 
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NATIONAL  NIELSEN  RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.,  INCl.  SMALl-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

MAY  21-27,1950 

Current  Current 

Rating  Ro,ing 

Homes  Current    Previous  Homes 

%  Rank         Hank                 Program  a/ 

(6.9)  6             4             Road  of  life  (NBC)    7.4 

17.9  7            12             My  True  Story  (Sterling)  (ABC)   7.4 

13  8  8            11              Ma    Perkins    (CBS)    7.3 

13.6  9             8              Wendy  Warren   (CBS)    7.0 

13.3  10             7              Arthur  Godfrey  (Gold  Seal)   (CBS)..  7.0 

n.i  SATURDAY                   (Average  For  All  Programs)  (4.7) 

ll]^  1              1              Armstrong    Theatre    (CBS)   9.0 

11  5  2              4             Junior  Miss  (CBS)    7.9 

11.3  3             5              let's  Pretend   (CBS)    7.9 

"•3  DAY,  SUNDAY                         (Average  For  All  Programs)  (3.0) 

(4.2)  1              1              True  Detective  Mysteries   (MBS)    ...  6.8 

7  9  2              3             Martin  Kane,  Private  Eye  (MBS)....  5.1 

6.9  3              2              Shadow  (MBS)    5.0 

NOTE:   Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 

(4.8)  RATING  "  (»/„)      to  40,700,000— the   1950  estimate  of  Total  United 

^  g  States  Radio  Homes. 

8.0  (*)  Homes  reached  during  all  or  any  part  of  the  program,  except 

7.9  for  homes  listening  only  1  to  5  minutes. 
7.7 

7.6  Copyright  1950,  A.  C.  NIELSEN  CO. 


PAB  MEETING 


Current  Previous 

Rank  Rank  Program 

EVENING,  ONCE-A-WEEK        (Average  For  All  Programs) 

1  1  Lux   Radio  Theatre  (CBS)  

2  2  Godfrey's  Scouts  (CBS)   

3  8  My  Friend  Irma  (CBS)   

4  4  Charlie    McCarthy  Show   

5  5  Walter   Winchell  (ABC)  

6  3  Jack    Benny  (CBS)   

7  17  Mr.  and  Mrs.  North  (CBS)   

8  24  Horace  Heidt  Show  (CBS)   

9  6  You  Bet  Your  Life  (CBS)   

10  22  Big  Story  (NBC)   

EVENING,  MULTI-WEEKLY      (Average  For  All  Programs) 

1  1  Beulah  (CBS)   

2  2  Counter-Spy  (ABC)   

3  3  Lone  Ranger  (ABC)   

WEEKDAY  (Average  For  All  Programs) 

1  1  Godfrey  (Ligg.  &  Myers)  (CBS)  

2  9  Right  to  Happiness  (NBC)   

3  3  Pepper  Young's  Family  (NBC)  

4  2  Godfrey  (Nabisco)  (CBS)  

5  5  Romance  of  Helen  Trent  (CBS)   


WBNY-WFCB  CASE 

Directional  Array  Use  Okayed 

SETTLEMENT  of  the  complaint 
by  WBNY  Buffalo  against  alleged 
daytime  interference  from  WFCB 
Dunkirk,  N.  Y.,  has  been  effected 
by  FCC  in  granting  WFCB 
permission  to  use  a  daytime  direc- 
tional array.  The  Commission 
indicated  this  action  also  met 
requirements  of  the  U.  S.  Court  of 
Appeals  which  had  remanded  the 
WBNY  complaint  for  further 
consideration  [Broadcasting, 
May  29]. 

Although  denying  WFCB's  re- 
quest for  a  special  service  authori- 
zation to  use  a  daytime  directional 


Caroline  Ellis 


Caroline  Ellis,  talented  15-year 
veteran  radio  personality,  directs 
the  KMBC-KFRM""HappyHome  ■ 
women's  commentary  program. 
Gifted  with  a 
wonderful 
voice  and  a 
rich  back- 
ground, Caro- 
line Ellis  is  one 
of  the  best 
known  woman 
broadcasters. 
Repeate  d  ly, 
her  program 
has  the  highest  rating  of  any  wo- 
man's program  in  the  Kansas  City 
Primary  Trade  area. 

Caroline  is  sponsored  by  the 
Celanese  Corporation  of  America, 
and  has  just  completed  a  success- 
ful campaign  in  behalf  of  a  re- 
gional advertiser,  with  seasonal 
business. 

Contact  us,  or  any  Free  &  Peters 
"Colonel"on  her  two  availabilities! 

♦Available  Tuesday  and  Thursday.  J 


KMBC 

of  Kansas  City 

KFRM 

for  Rural  Kansas 


array,  FCC  considered  the  bid  as 
a  modification  of  the  station's 
original  construction  permit.  The 
CP  had  been  granted  in  December 
1948  for  500-w  fulltime  on  1410 
kc,  directional  night.  It  was  this 
non-hearing  grant  which  was  ap- 
pealed successfully  by  WBNY  on 
grounds  of  alleged  daytime  inter- 
ference. WBNY  operates  full- 
time  on  1400  kc  with  250  w. 

Comrs.  Rosel  H.  Hyde  and 
George  E.  Sterling  dissented  from 
the  majority  ruling  of  the  Com- 
mission and  voted  to  grant  the 
SSA  as  requested.  FCC  also  ex- 
tended for  30  days  from  June  22 
the  program  test  authority  pre- 
viously issued  WFCB.  The  Com- 
mission indicated  necessary  equip- 
ment changes  could  be  made  in 
this  time  to  comply  with  the 
modified  grant. 


CANADA  RADIOS 

BBM  Issues  Home  Analysis 

NEW  SUMMARY  of  radio  homes 
in  Canada,  estimated  as  of  Jan.  1, 
1949,  and  including  Newfoundland, 
shows  3,201,600  radio  homes  out 
of  a  total  of  3,424,900  households. 
Canada's  population,  according  to 
this  estimate,  was  13,396,470.  The 
estimate,  released  by  the  Bureau 
of  Broadcast  Measurement,  gives 
first  detailed  BBM  analysis  of 
radio  homes  for  Newfoundland,  as 
of  October  1949,  with  a  total  of 
54,000  radio  homes  out  of  73,000 
households  and  population  of 
352,000. 

This  latest  BBM  Canadian  radio 
homes  estimates  gives  Ontario  a 
total  of  1,132,900  radio  homes,  or 
95.2%  of  all  households  in  the 
province.  Next  is  the  Quebec 
province  with  792,700  radio  homes, 
or  94.3%  of  all  households  in 
province.  Third  largest  number 
of  radio  homes  is  in  British  Co- 
lumbia, 330,700  or  93.9%,  followed 
in  order  by  Alberta  (229,400), 
Saskatchewan  (223,000),  Mani- 
toba (183,100),  Nova  Scotia  (133,- 
800),  New  Brunswick  (103,600), 
Newfoundland  (54,000),  and 
Prince  Edward  Island  (18,100). 


TEEN-AGB  SHOWS 

NABF  Readies  Radio-TV  Series 

ANSWERING  a  request  for  "suit- 
able entertainment  for  teen-age 
boys  and  girls,"  National  Academy 
of  Broadcasting  Foundation  will 
soon  produce  the  first  of  a  tran- 
scribed series  of  teen-age  radio  and 
TV  programs,  according  to  Alice 
Keith,  chairman  of  the  board  of 
trustees. 

The  programs,  planned  to  be 
free  of  violence  and  crime,  are  an 
outgrowth  of  a  questionnaire  sent 
by  the  foundation  to  all  radio  sta- 
tions in  the  United  States  and 
Canada.  The  initial  series  will  fea- 
ture dramatized  stories  by  famous 
authors. 

The  foundation  was  established 
recently  when  representatives  of 
government,  education,  the  arts 
and  radio  decided  that  action  was 
needed  to  offset  "the  large  number 
of  radio  and  TV  programs  with 
crime  situations."  About  200  sta- 
tions have  assured  the  non-profit 
body  of  support,  according  to  the 
chairman.  Stations  will  be  asked 
to  defray  costs  of  mailing  and  han- 
dling the  tape  recordings,  in  addi- 
tion to  paying  a  yearly  membership 
fee  of  $25. 


Board  Acts  on  Proposal 

BOARD  of  directors  of  the  Penrj 
sylvania  Assn.  of  Broadcaster? 
meeting  for  the  first  time  since  i 
held  election  of  officers  earlie 
this  month,  has  taken  further  ac 
tion  on  resolutions  calling  for  ; 
state  radio  coverage  study  and  ap 
pointment  of  a  committee  to  lool 
into  mounting  charges  for  athletif 
broadcasts  [Broadcasting,  J  u  n  t 
12]. 

The  board  met  at  the  Harris- 
burger  Hotel  in  Harrisburg,  Pa. 
June  22,  with  President  Vic  Diehm. 
WAZL.  Hazleton,  presiding.  The 
directors  voted  to  set  the  next  an- 
nual meeting  in  the  eastern  part 
of  Pennsylvania  the  first  weekend 
of  June  in  1951,  and  to  hold  four 
sectional  meetings  shortly  on  cur- 
rent resolutions. 

At  the  recent  meeting  a  special 
board  committee  was  named  to  con- 
fer with  executives  of  the  Pennsyl- 
vania Interscholastic  Athletic  Assn. 
for  the  purpose  of  discussing  what 
PAB  feels  are  "excessive  fees" 
charged  for  broadcast  of  "school- 
boy sports."  Stations  will  be 
sounded  out  by  the  special  com- 
mittee on  proposals. 

J.  S.  Booth  will  meet  with  South- 
east stations  at  York,  Frank  Smith 
with  Western  stations  at  Pitts- 
burgh, Tom  Metzger  will  preside 
at  Lewistown,  and  Mr.  Diehm  will 
preside  in  the  Northeast. 

The  board  also  ratified  the  presi- 
dent's committee  appointments  and 
instructed  Mr.  Diehm  to  contact 
state  universities  on  the  proposed 
radio  survey  plan  in  cooperation 
with  Penn  State  College. 

others  attending  the  recent  sessions 
were  Mr.  Booth,  WCHA  Chambersburg, 
vice  president;  David  J.  Bennett 
WKBO  Harrisburg,  secretary;  Mr. 
Smith,  WBVP  Beaver  Falls,  past  presi- 
dent. Directors  include  Roger  Clipp, 
WFIL  Philadelphia;  Mr.  Metzger, 
WMRF  Lewistown;  Charles  Denny, 
WERC  Erie;  James  Murray.  KQV  Pitts- 
burgh; and  C.  G.  Moss,  WLTR  Blooms- 
burg.  Absent  were  George  Joy  WRAK 
Williamsport.  treasurer,  and  George 
Coleman.  WGBI  Scranton. 


FOSTER  HEWITT,  Canadian  sports- 
caster,  has  leased  seven  acres  on 
Toronto  Bay  island  for  his  new  250 
w  station  on  1400  kc. 


CORNY? 


WIBW  advertiser 
methods  of  selling 
corny.     Not  when 
figures  in  Kansas  a 


s  don't  think  our 
to  farmers  are 
they  check  sales 

nd  nearby  states. 
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pTCH  FAIR  •   •  • 

FEEU   Reading,    Pa.,   July  1-4. 
jPemonstrations  of  cooking,  spin- 
ing,  playing  and  singing  as  done 
jjy  Pennsylvania  Dutch  aired  dur- 
,,i[ag  group's  annual  fair.  High- 
lights of  all  activities,  as  well  as 
J  iiegular     broadcasts     by  Gilbert 
(,  ijlnyder,  dialect  storyteller,  aired 
lirect  from  fairgrounds.  Ads  in 
,;iapers  and  signs  at  fair  in  Pa. 
I  i|)utch  language  boost  WEEU  as 
i^ijiiost  powerful  station  in  area. 

fjsTAME'  PROMOTION  •   •  • 

pHVC  Niagara  Falls,  Ont.,  having 
Mbp  artists  recording  for  Capitol 
•iCecords  make  station  breaks  on 
'i^ipecial  acetate  disc.  Artists  say, 

^pj^This  is    saying  you  are 

■fastening  to  the  station  that  fea- 
'"jures  the  most  famous  artists  in 
'  }he  music  world,  CHVC  Niagara 

■i'alls." 

JNIQUE -GRADUATION    •  • 

IliVOIC  (TV)  Washington  June  29, 
,.  p.m.  telecast  graduation  exercises 
,f  group  of  professional  models 
.  rained  by  Lucky  North  Studios 
fxpressly  for  TV.  Models  received 
'i.iplomas  in  traditional  caps  and 
,:owns,  and  later  appeared  in  even- 
ting dresses. 

;^TEERS  FOR  WINNERS  •  • 
WSGN  Birmingham,  Ala.,  and 
Birmingham  News  awarded  16 
lalves  to  4-H  and  FFA  boys  and 
pirls  who  had  raised  and  shown 
jhampion  steers  at  county  fairs 
Ihroughout  state.  Awards  pre- 
jented  at  State  Fair. 

Community  news  •  •  • 

fVGKV-AM-FM  Charleston,  W. 
^a..  This  Is  Your  Town,  public 
service  series,  daily,  6:15  p.m. 
iL)n-the-scene  broadcasts  from  ma- 
chine shops,  offices,  schools, 
phurches  and  mines  trace  growth  of 
.Cultural,  industrial  and  business 
levelopment  in  city.  Series  copy- 
'■ighted,  and  station  plans  to  run 
It  for  five  years. 

'benny  in  scranton  •  • 

A'^GBI  Scranton,  Pa.,  managed  to 
I  work  in  program  including  Jack 
I  Benny  during  his  recent  tour  of 

nty.  Mr.  Benny  launched  Life 
\  campaign  to  raise  $2  million  for 

ndustrial  rehabilitation  (Lacka- 
I  vanna    Industrial    Fund  Enter- 

nise) ;  spoke  before  Chamber  of 


Commerce  luncheon;  attended 
party  in  his  honor,  and  performed 
before  crowd  of  7,500  at  Catholic 
Youth  Center. 

SAFETY  CONTEST  •  •  • 
WDNE  Elkins,  W.  Va.  Three- 
month  general  safety  contest  spon- 
sored for  young  people  of  Elkins 
and  some  two  dozen  surrounding 
communities.  Campaign  promoted 
on  Jack  E.  Struthers'  Jackson's 
Jukebox  program.  Incentive :  Prizes 
donated  by  Elkins  merchants.  Pro- 
gram, ending  with  school  gradua- 
tion exercises,  to  be  resumed  in 
fall. 

QUOTES  BMB  FIGURES  #  # 
KNBC  San  Francisco.  Direct  mail 
promotion  piece  quotes  comparative 
BMB  figures  and  analysis  stating: 
"More  people  listen — more  often — 
to  KNBC  than  to  any  other  station 
in  San  Francisco  Bay  area."  Sta- 
tion sums  up  KNBC  as  No.  1 
advertising  medium  in  N.  Cali- 
fornia. 

FOOTBALL   TIE-IN     •    #  • 

WXGI  Richmond,  Va.,  prints  spe- 
cial football  schedule  booklets  for 
bus  and  rail  stations  in  city.  Also 
miniature  WXGI  footballs  distrib- 
uted. Tie-ins  with  exclusive  broad- 
cast rights  of  all  U.  of  Richmond 
home  and  away  football  games  in 
fall. 

WORLD  IN  MUSIC     •    •  • 

WCAU-TV  Philadelphia,  The  Yel- 
low Cab  Reime,  Tues.,  Yellow  Cab. 
Co.  Agency:  Al  Paul  Lefton  Co., 
Phila.  Half-hour  live  and  film  re- 
view, featuring  Stan  Lee  Broza, 
m.c.  Imaginary  world  tour  with 
musical  films  depicting  world 
countries  and  settings  introduced 
by  Mr.  Broza. 

CHILD  SAFETY  •    •  • 

WWDC  Washington  running  spot 
announcements  through  summer, 
recorded  by  members  of  school 
safety  patrols.  Spots  warning 
motorists  to  "Watch  out!  School's 
out!"  Aired  three  times  daily  under 


auspices  of  Board  of  Education 
and   American   Automobile  Assn. 

POLL  RESULTS  •   •  • 

WGAR  Cleveland  sends  clipsheet 
from  Cleveland  Press  showing  re- 
sults of  recent  Press  radio  poll. 
Station  placed  first  in  12  of  14 
categories,  receiving  46  out  of 
possible  84  points.  Clipsheet  shows 
pictures  of  station's  winning  talent, 
headed,  "Top  performers  make 
imPRESSive  showing!" 

****-^**** 

NO  SUMMER  HIATUS 

KEEPING  its  name  before 
public  during  summer  months, 
Carlton  Woolen  Mills,  Roch- 
dale Mass.  has  come  up  with 
novel  advertising  over  WTAG 
Worcester,  Mass.,  morning 
show,  Julie  'n'  Johnny.  Rather 
than  attempt  to  sell  woolen 
yarn  goods  during  hot  weath- 
er, company  profiles  one  of 
its  employes — giving  his  in- 
terests, hobbies,  service  to 
company  and  contributions  to 
making  of  fine  woolens — each 
day.  WTAG  says  campaign 
humanizes  business,  strength- 
ens employe-employer  rela- 
tions and  keeps  name  of  Carl- 
ton in  fore  year  round.  Em- 
ployes, notified  when  name  is 
to  come  up,  have  radios  avail- 
able at  plant  to  hear  pro- 
gram. Firm  has  never  had 
labor  trouble,  WTAG  adds. 

********* 
DEAF  PARTICIPATION  •  • 
WFBM  -  TV  Indianapolis,  Ind., 
Test  the  Press,  weekly.  Quiz  show 
regularly  features  panel  of  news- 
paper men  and  women.  June  22 
group  from  Indiana  School  for  the 
Deaf  participated,  translating 
questions  and  answers  into  sign 
language  for  benefit  of  fellow  stu- 
dents watching  on  TV  set  recently 
installed  in  school. 

FROM  HORSE'S  MOUTH  #  % 

KMOX  St.  Louis  sends  trade  green 
folder  with  pictures  of  smug  jockey 
on  cover  headed,  "It's  no  news  to 
us  .  .  ."  Inside  is  picture  of 
astonished  newsmen  watching  horse 
say,  "KMOX  is  the  six-to-one  win- 
ner!" Commentary  furnishes  data 
from  Pulse  surveys  indicating  sta- 
tion's listener  leadership. 

NEWS  LOG  •    •  • 

WSTV  Steubenville,  Ohio,  special 
news  show,  June  19.  Details  of 
kidnapping  of  three  Penn.  people 
by  man  from  Mingo  Junction,  Ohio, 
aired  by  station  almost  coincident 
with  happening.  Story  broke  at 
5:15  p.m.,  and  first  news  was  on 
WSTV  at  6  p.m.  Kidnaper  was 
slain  and  his  victims  recovered  by 
7  p.m.  with  interviews  with  vic- 


tims aired  at  7:20.  Station  notified 
wire  services  of  events. 

INFORMAL  INVITATION  #  • 

KTRE  Lufkin,  Tex.,  invites  trade 
to  get  acquainted  with  Lufkin  via 
small  brown  folder.  List  of  city's 
industries,  its  location,  interesting 
facts  about  its  population  and  Con- 
Ian  radio  report  summary  are  in- 
cluded. Pictures  of  two  leading 
industries  also  appear. 

PRE-PRIMARY  •    •  • 

WBT  Charlotte,  N.  C,  Smith  vs. 
Graham,  Unrehearsed,  June  23, 
9:30-10  p.m.,  public  service.  In 
view  of  intense  interest  in  N.  C. 
senatorial  primary,  WBT  pre- 
sented debate  between  managers  of 
two  candidates  day  before  run-off. 
Jack  Knell,  station's  news  director, 
was  moderator. 

PERFECT  LISTENERS      •  # 

WMT  Cedar  Rapids,  Iowa,  dis- 
covered it  has  "perfect  audience," 
one  in  which  all  800  members  stay 
home  every  night  and  radio  is 
sole  entertainment.  "Family"  is 
made  up  of  men  at  Iowa  Reforma- 
tory, Anamosa.  Inmates  took  their 
own  Hooper  and  found  eight  of 
nine  most  popular  shows  came  from 
WMT,  station  reports. 


NATIONAL  Cancer  Foundation's  radio 
and  TV  chairmen  for  1950  will  be 
Ilona  Massey  and  John  Reed  King, 
for  radio,  and  Kathi  Norris  and 
Morey  Amsterdam,  heading  the  TV 
division. 


LANG-WORTH 

FEATURE  PROGRAMS,  ln« 
113  W.  57th  ST.,  NEW  YORK  19,  N 

M/mri  Calibre  Programs  at  £c>cal  Station  t  .' 


Shows  with  a  Hollywood  1+eritage  ★  Member  N-A-B- 


BROADCASTING    •  Telecasting 


July  3,  1950    •    Page  69 


Mr.  Art  Lund 
Canjpbtll-Mithi'.n .  Inc. 
ill neafolis,  Min u. 

Dear  Art: 

Here  at  li'CHS  arr  Don  Ez-ans  Show 
has    become   so    doggo.ted    popular  thet 
Iff  jest  hcd  ter 
_  e.rtend  In's  ti»w 

on  th'  air!  Yes- 
sir,  th'  boy  has 
ionc  a  tcc-rifick 
job  nv  scllin' 
tllin's  fer  arr 
adz'erticcrs,  so 
th'  brass  de- 
cided ter  give 
him  more  time 
ter  do  his  sell- 
in'.  Don  has 
been  agoin'  on 
t  h  '  a  i r  at 
7:15  e  z'  e  r 
m  o  r  n  i  n  ' ,  but 
noze  he's  aonna 
start  th'  day  off 
at  5:30!  Thet 
ineans  an  hour 
an'  a  half  more 
uz'  th'  Don 
E  z'a  n  s  S  h  oze 
thet'll  be  thar 
ter  sell  thin's 
fer  fellers  like 
you,  an'  boy  oh 
boy  does  he 
sell!  Folks  all 
oz'er  th'  terry- 
torv  coz'cred  bv 
ir'C  H_S  5000 
zeatts  is  atalk- 
in'  'bont  Don 
an'  quotin'  his 
remarks  —  spc 
cially  zvhat 
he  says  'bout 
th'  thin's  he's  asellin' — an'  zvhe'n  thet 
happens,  yer  in!  Jest  tho't  ver'd  like 
ter  knozv  'bout  this.  Art!    It's  a  hot  tip! 

Yrs. 
Algy 


W  C  H  S 

Charleston,  W.  Va, 


M  wM^ani  my 
atvn  copy  af 


ONE  YEAR— $7 
□  1  enclose  $7.00  □  Please  bill  me 
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ICK  COVEY,  manager  KJFJ 
Webster  City,  Iowa,  to  KRNT 
Des  Moines  as  program  director. 

MAX  KARL  retained  on  freelance 
basis  as  special  consultant  in  public 
affairs  programs  for  WTCN-AM-TV 
Minneapolis. 

OSCAR  HUFF  Jr.,  WLAP  Lexington, 
Ky.,  to  WSAM  Saginaw,  Mich.,  as 
production  director. 

HENRY  S.  BASAYNE,  KSJO  San  Jose, 
Calif.,  to  KCBS  San  Francisco  as 
promotion  writer. 

JOEL  CHASEMAN,  public  relations 
director  WAAM  (TV)  Baltimore,  also 
named  assistant  program  manager. 
CHARLOTTE  DARSCH  named  traffic 
manager.  JEAN  FOREMAN  joins  pro- 
gram department. 

ART  PEDERSEN.  staff  announcer 
WKDN  Camden,  N.  J.,  appointed  pro- 
gram director.  HARRY  SMITH,  staff 
announcer,  named  assistant  program 
director. 

BERT  GOLD,  WICU  (TV)  Erie,  Pa. 
two  years  ago,  to  WTVN  (TV)  Co- 
lumbus, Ohio,  and  WICU  as  producer- 
consultant.  Stations  owned  by  Ed- 
ward Lamb. 

NORMAN  TULIN,  announcer  WDEV 
Waterbury,  Vt.,  to  morning  summer 
substitution  announcer  WEEI  Boston. 
GENE  VAILLANCOURT,  announcer 
WLLH  Lowell,  Mass.,  also  to  WEEI 
summer  relief. 

TOM  LEWIS  to  summer  staff  WKAN 
Kankakee,  111. 

JIM  McNAMARA  returns  to  WALA 
Mobile,  Ala.,  as  m.c.  of  McNamam's 
Bands,  after  15  months  in  office  equip- 
ment field. 

MICHAEL  D'ANGELO,  staff  an- 
nouncer WWHG  Hornell,  N.  Y.,  to 
similar  post  WMGW  Meadville,  Pa., 
where  he  also  will  attend  college. 

TEX  WILLIAMS,  singer,  to  KNBC 
San  Francisco's  'Western  Caravan, 
Sun.,  3:30  p.m.  PDT. 

EMERSON  SMITH  named  to  handle 
man-on-the-street  show  KDYL-TV 
Salt  Lake  City,  3-3:30  p.m.,  Tues., 
Thurs. 

EDWARD  BARRET,  musical  director 
WHAS  Louisville,  takes  leave  of  ab- 
sence to  join  faculty  of  Berkshire 
Music  Center,  Tanglewood,  Mass., 
July  3-Aug.  13. 

JOE  GUIDI  appointed  production  man- 
ager WXGI  Richmond,  Va. 

MEL  HALLOCK,  special  events  direc- 
tor WMT  Cedar  Rapids,  Iowa,  to 
KMON  Great  Falls,  Mont.,  as  program 
manager   succeeding   JON  DUFFY. 

WILLIAM  G.  COBLE,  radio  student 
U.  of  N.  C,  to  WFNC  Fayetteville, 
N.  C,  for  summer  relief  work. 

TOM  ROBINSON,  announcer  CKWX 
Vancouver,  to  CBR  Vancouver  an- 
nouncing staff. 

GOMER  R.  LESCH,  production  direc- 
tor WICU  (TV)  Erie,  Pa.,  to  WFMY- 
TV  Greensboro,  N.  C.  as  program 
director  succeeding  TED  AUSTIN, 
resigned. 

BEV  WATSON,  graduate  Pasadena 
Radio  Institute,  Pasadena,  to  staff 
KOKO  La  Junta,  Col. 


JIM  DACEY,  announcer,  WEAK  Wil- 
liamsport,  Pa.,  to  WBNY  Buffalo  as 
staff  announcer. 

PEE  WEE  KING,  bandleader  over 
WAVE-AM-TV  Louisville,  Ky.,  award- 
ed Orchestra  World's  title  of  "Best 
Western  Bandleader  of  1950." 

HANK  SYLVERN,  musical  director 
CBS-TV  This  Is  Show  Business,  Sus- 
pense, and  others,  named  director  of 
music  on  Corliss  Archer  kinescope 
series  on  CBS-TV. 

HAL  MORELLL  graduate  Pasadena 
Radio  Institute,  Pasadena,  to  KOCS 
Ontario,  Calif. 

E.  POWER  BIGGS,  organist  WEEI 
Boston,  Sun.,  9:15-9:45  a.m.,  rated 
first  in  soloists  category  among  radio 
organists  in  Musical  America's  poll  of 
music  critics.  Fifth  consecutive  time 
he  has  won  award. 

ROBERT  C.  NELSON,  news  editor- 
commentator  WEAW  (FM)  Evanston, 
111.,  to  WBEN-AM-TV  Buffalo,  N.  Y., 
announcing  staff. 

HARLOW  WILCOX,  announcer, 
signed  by  Jerry  Fairbanks  Produc- 
tions, Hollywood,  to  narrate  radio 
and  TV  spot  commercials  for  Olds- 
mobile. 

R.  S.  LAMBERT,  supervisor  school 
broadcasting  CBC,  Toronto,  awarded 
Canadian  literary  awards  for  his 
new  children's  book,  Franklin  of  the 
Arctic. 

JERRY  LAWRENCE  named  an- 
nouncer new  CBS-TV  Truth  or  Con- 
sequences show  starting  Sept.  7. 

WES  BATTERSEA  starts  new  two- 
weekly  quarter-hour  Let's  Go  Places, 
roving  microphone  program,  on  KNX 
Los  Angeles. 

DAN  SEYMOUR,  m.c.  CBS  Sing  It 
Again,  awarded  national  Certificate  of 
merit  by  American  Veterans  of  World 
War  II  for  "manifold  public  service 
and  charitable  activities  .  .  ." 

WALLY  O'HARA,  m.c.  Rhyme  Does 
Pay  WEEI  Boston,  father  of  girl, 
Susan,  June  17. 

ERNEST  MUTIMER,  announcer  CJRL 
Kenora,  to  CBX  Edmonton  announc- 
ing staff.  ROBERT  McKAY,  an- 
nouncer CJCA  Edmonton,  to  CBX  as 
summer  relief  operator. 


MURRY  WAGNER,  CBS  Hollywood 
announcer-actor,  father  of  girl,  June 
23. 

VOCALAIRES,  chorus  on  WLAW 
Lawrence,  Mass.,  awarded  grand  prize 
as  outstanding  mixed  chorus  at  North 
Shore  Music  Festival,  Lynn,  Mass. 

BRYSON  RASH,  director  special  events 
WMAL-AM-TV  Washington,  named 
chairman  of  subcommittee  on  TV  for 
Community  Chest  Federation  for 
Washington  1951  Red  Feather  Cam- 
paign. 

ART  HELLYER,  announcer  WCFL 
Chicago,  father  of  boy,  June  13. 

FLORENCE  FOLSOM,  continuity  edi- 
tor WIND  Chicago,  and  Arthur  Woeck- 
ner  married  June  17. 

BURTON  JAY,  head  KECA-TV  Los 
Angeles  "scenic  department,  father  of 
girl,  Pamela  Ann,  June  9. 


A/ewi  •  •  • 


JOHN  B.  KENNEDY  rejoins  ABC  as 
five-weekly,  10:45  a.m.,  commentator. 
Continues  to  assist  network  in  cov- 
ering news  events. 

NICK  CAMPOFREDA,  announcer 
WAAM  (TV)  Baltimore,  appointed 
sports  director. 

RAY  RAMSEY,  Pasadena  Radio  In- 
stitute graduate,  to  KEEM  Spokane, 
Wash.,  as  news  editor-staff  announ- 
cer. 

BRAVEN  DYER,  sports  writer,  starts 
weekly  quarter-hour  (TV)  sports 
show,  Turf  Topics,  on  KTTV  (TV) 
Los  Angeles. 

ALLEN  SANFORD,  staff  member 
North  Haven  News  -  Review,  New 
Haven,  Conn.,  to  reporting  staflF 
WAVZ  same  city. 

NANCY  PORTER,  student  U.  of  Neb.,^ 
to  summer  relief  in  sales,  traffic  and 
continuity  departments  KBON  Omaha, 
on  "In  Service  Scholarship." 

JIM  ALDRICH,  news  writer  NBC 
Chicago,  to  Europe  for  three-month 
tour.  FRED  WHITING,  teacher 
Northwestern  U.  and  former  NBC 
news  staffer,  replaces. 

ED  GLACKEN,  news  and  sports  di- 
rector WKRT  Cortland,  N.  Y.,  father 
of  boy,  June  25. 


NB'",  through  facilities  of  WSM 
Nashville,  currently  airing  eight  pro- 
grams from  Cumberland  Forest  Festi- 
val at  U.  of  the  South,  Swanee,  Tenn. 


^    REMOTE  for  ^^goo 

Entirely  new — the 
Gates  SA  -  134 
amplifier  may  be 
used  as  a  remote 
amplifier,  pream- 
plifier, line  am- 
plifier or  isolation 
amplifier.  Already  hundreds  in  use. 

  A  quality  product  through  and  through  and  priced  low 

because  of  mass  production.  Stock  availability. 

■  THE  GATES  RADIO  COMPANY,  Quincy,  III.,  U.S.A. 


Page  70     •     July  3,  1950 


BROADCASTING    •  Telecasting 


I  VVf  7  TRANSFER 

FCC  Orders  Hearing 

\  HEARING  has  been  ordered  by 
i  rCC  on  the  application  of  WVET 
Rochester,  N.  Y.,  for  consent  to 
^ansfer  control  of  the  station  to 
;:!jhe  Security  Trust  Co.  there.  FCC 
Vdicated  it  wished  full  data  on  a 
.Kov.  1,  1949,  loan  and  stock  hy- 
bothecation  agreement  and  to  deter- 
Inine  whether  "rights  and  responsi- 
bilities" had  been  delegated  with- 
out Commission  approval. 
I  Scheduled  Aug.  14  at  Rochester, 
j;he  FCC  hearing  involves  the  re- 
quest to  transfer  control  from  20 
bf  WVET's  38  war  veteran-o%\Tiers 
zo  Security  Trust  which  has  loaned 
tJie  station  $111,000  [Broadcast- 
ing, March  27].  WVET  is  assigned 
&  kw  on  1280  kc  and  is  a  Mutual 
putlet. 

The  transfer  application  stemmed 
from  the  station's  inability  to  com- 
jply  with  all  terms  of  the  loan,  it 
•was  stated.  Upon  payment  of  the 
loan  another  transfer  application 
twould  be  filed  for  return  of  con- 
trol to  the  licensee,  Veterans 
Broadcasting  Co. 

FCC  stated  it  also  wished  to  de- 
termine the  amount  of  overlap 
l)etween  WVET  and  any  other  sta- 
'tion  which  might  be  associated 
Tvith  the  banking  firm.  Two  direc- 
tors of  Security  Trust  are  also 
directors  of  Stromberg  -  Carlson 
Co.,  owner  of  WHAM  Rochester. 
They  are  Wesley  M.  Angle,  hon- 
orary chairman  of  the  board  of 
Stromberg-Carlson,  and  Bernard 
E.  Finucane. 


IINDOW  NAMED 

Heads  Michigan  AP  Group 

i  LESTER  W.  LINDOW,  general 
I  manager  of  WFDF  Flint,  Mich., 
I  has  been  elected  president  of  the 
I  Michigan  Associated  Press  Broad- 

I  casters    Assn.      He    succeeds  F. 
'  Granger  Weil,  executive  vice  pres- 
ident of  WTTH  Port  Huron. 

Other  new  officers  elected  are: 
First  vice  president,  Arthur  Mid- 
^  dleton,  news  editor,  WELL  Battle 

I I  Creek;  second  vice  president,  Rob- 
l'  ert  W.  Phillips,  general  manager, 
I  WSGW  Saginaw;  third  vice  pres- 
.  ident,  Landon  Young,  news  editor, 
t.  WILS  Lansing. 


i'      1930  —  1950 
20th  Anniversary  Year 

46.0 

"HOOPER  "* 

*  (average  5  periods 
winter,  1950) 

proves  the  best  huy 

in 

DANVILLE,  VA. 

WBTM 

j         Rep:  HOLLINGBERY 
5kw  (d)   ABC    Ikw  (n) 


Quick  Results 

FAST  work  in  giving  listen- 
ers results  of  Florida's  May 
primary  elections  is  the  boast 
of  WFLA-AM-FM  Tampa. 
In  the  first  election,  with 
more  than  30  candidates  run- 
ning for  eight  offices,  the 
Morning  Tribune  stations 
took  only  one  hour  and  34 
minutes  to  get  final  unofficial 
returns  from  all  races  on  the 
air.  In  the  runoff,  with  10 
candidates  running  for  five 
offices,  W  F  L  A  had  the 
county's  complete  returns  on 
the  air  50  minutes  after  the 
polls  closed.  Results  from 
all  but  one  precinct  were  on 
the  air  34  minutes  after  the 
voting  ended,  the  Tribiine  re- 
ported. 


NAB  SPOT  SERIES 

New  Announcements  Issued 

NEW  series  of  spot  announcements 
using  radio  to  sell  radio  was  sent 
last  week  to  member  stations  by  the 
NAB  as  a  result  of  favorable  re- 
sponse to  the  first  series  sent  out 
several  weeks  ago  by  Robert  K. 
Richards,  NAB  public  affairs  di- 
rector. 

The  new  announcements,  in  one- 
minute  and  30-second  lengths,  il- 
lustrate radio's  impact  as  a  mass 
medium  of  communication  and  ad- 
vertising. They  provide  compara- 
tive figures  on  the  cut  in  cost  of 
consumer  goods  brought  about  by 
the  stimulation  through  advertising 
of  mass  distribution  and  mass  pro- 
duction. 


SECOND  Radio,  TV  and  Electronics 
Exhibit,  sponsored  by  Philadelphia 
Radio  Service  Men's  Assn.,  will  be 
held  at  Broadwood  Hotel,  that  city, 
Sept.  25-27. 


RADIO  CONTACTS 

Iowa  Oilmen  Discuss  Media 

ROUND-TABLE  discussion  on 
"Making  the  Most  from  Radio  Con- 
tact," led  by  Jack  Kerrigan,  WHO 
Des  Moines  program  director,  high- 
lighted a  meeting  of  the  Iowa  Oil 
Industry  Information  Committee 
June  14  at  the  Hotel  Savery,  Des 
Moines. 

Attended  also  by  Robert  H.  Bar- 
ter, regional  sales  manager  for 
WHO,  the  meeting  included  dis- 
cussion of  plans  for  promotion  of 
"Oil  Progress  Week,"  Oct.  15-21. 
All  media,  including  radio  and  tele- 
vision, will  be  used  in  the  obser- 
vance, according  to  A.  M.  Skoglund, 
Des  Moines,  state  manager  of  the 
Texas  Co.  and  chairman  of  the 
Iowa  Oil  Industry  Information 
Committee. 


KATO  Reno,  Nev.,  moves  to  new 
offices  in  Mates  Hotel. 


KEYL...San  Antonio's 
newest  TV  STATION 


KEYL  tops  the  Transit  Tower  Building  with  a  62-foot  triangular 
tower  that  is  completely  ideco  engineered  . .  from  base  to  the 
tip  of  the  3-bay  superturnstile  TV  antenna.  San  Antonio 
Television  Company  selected  ideco  for  this  job  for  two  very 
important  reasons: 

Triangular-Section  Safety — ideco  triangular  design  provides  extra 
rigidity  and  freedom  from  distortion  .  .  the  sectionalized  KEYL 
tower  was  erected  to  withstand  a  30-pound  wind  load. 

Complete  Engineering* — ideco  towers  are  built  of  prefabricated 
sections  which  go  together  easily  and  quickly  . .  no  field  cutting 
or  welding  necessary,  ideco  engineering  covers  everything  on  the 
job  . .  transmission  lines,  service  ladders,  platforms  and  any  spe- 
cial accessories  required. 

ideco  radio  towers  have  an  outstanding  safety  record.  Before  you 
build  or  buy  a  tower — for  AM,  FM.  TV  or  all  three — investigate 
how  IDECO  can  relieve  you  of  all  responsibilities.  Write  today  for 
bulletins  RT46  and  SSRT-1. 

International  Derrick  &  Equipment  Company 

Columbus,  Ohio  •  Torrance,  California 


*  Ideco  engineering  covers 
the  entire  job.  from  founda- 
tion specifications  to  antenna 
array,  including  erection  and 
inspection  after  erection.  No 
extras  to  buy. 


t  Dfy  ers 

•    FM    •    TV  ^Mtk 
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•Classified  Advertisements! 

PAYABLE  IN  ADVANCE — Cheeks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20e  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Opportunity  for  sales  organization  man- 
ager, WNEW  type  operation,  independ- 
ent station  experience,  car,  necessary. 
1000  watt  fuUtime  up-state  New  York 
station  going  5000.  Write  full  qualifica- 
tions. Box  576F,  BROADCASTING. 


Manager  tor — Midwest  MBS  affiliated 
station.  AM  and  FM.  Only  station  in 
town  of  25.000.  Newspaper  affiliated. 
Must  be  thoroughly  experienced  all 
phases  and  definitely  sales  minded. 
Write  complete  information  including 
availability  and  recent  photo.  Right 
man  can  acquire  interest.  Write  Box 
606F,  BROADCASTING. 


Salesmen 


Wanted  salesman  for  1,000  watt  station 
in  southern  city  of  200,000.  Drawing 
account  and  commission.  Box  599F, 
BROADCASTING.  

Wanted,  two  radio  time  salesmen,  ex- 
perienced, proven  performance  in  pre- 
vious position,  salary  plus  commission 
commensurate  with  ability.  Box  609F, 
BROADCASTING.  

Wanted  Sales  Executive:  A  genuine  op- 
portunity is  offered  by  one  of  the 
nation's  most  successful  regional  net- 
works. We  need  an  aggressive  (but  not 
high  pressure)  salesman  to  handle  re- 
gional sales.  Our  network  has  been 
established  for  ten  years  and  we  cover 
five  intermountain  states.  A  substan- 
tial salary  plus  incentive  arrangement. 
Please  give  complete  information  in 
your  application.  Box  616F,  BROAD- 
CASTING^  

Wanted:  Time  salesman  with  car.  Ex- 
cellent opportunity  immediately.  Send 
details  and  photo  to  WCNB,  Conners- 
ville,  Ind. 

Salesman-writer  wanted.  Emphasis  on 
selling.  Market  competitive,  but  good. 
Salary  and  commission,  WFEB,  Syla- 
cauga,  Alabama. 


Announcers 


Disc  jockey  for  major  market — Want 
man  with  excellent  voice,  solid  on 
commercials.  Comics  and  gimmick  men 
not  our  type.  Not  less  than  $10,000 
per  year  guaranteed — from  there,  you're 
on  your  own.  Give  full  radio  back- 
ground in  letter;  if  it  scans  good,  we'll 
ask  for  disc.  Box  566F,  BROADCAST- 
ING. 


Announcer-engineer  1st  class  ticket 
experienced  and  with  good  voice.  $50.00 
to  start.  Network  station  in  West 
Virginia.  Ideal  working  conditions. 
Box  575F,  BROADCASTING. 


First  class  engineer  who  can  do  first 
class  announcing  job  wanted  by  Min- 
nesota station.  Must  be  able  to  do  good 
job  on  newscasts.  Experience  necessary. 
Prefer  man  interested  in  radio  sales 
work.  Box  589F.  BROADCASTING. 

Announcer,  experienced  man  for  50  kw 
network  station.  No  specialist,  but  top 
all-round  staff  man  is  our  need.  Box 
595F.  BROADCASTING. 


Newman,  top-flight  editor,  reporter, 
newscaster.  Local  news  gathering  and 
writing  experience  essential.  5000  watt 
mid-western  network  affiliation.  In- 
clude full  details  and  state  salary  ex- 
pected. Confidential.  Box  610F,  BROAD- 
CASTING. 


Experienced  announcer,  a  man  who  has 
had  at  least  one  year's  experience.  In- 
surance plan,  vacation  with  pay.  Full 
details  first  letter.  Please  don't  apply 
unless  you  are  a  good  man  for  the 
job  and  want  to  make  a  salary  com- 
mensurate with  your  ability.  Manager 
WLEC  Sandusky,  Ohio. 

Experienced  announcer  with  first  class 
license.  Good  deejay,  news,  commer- 
cials. Boston.  New  York,  Southern  ac- 
cents not  acceptable.  Tell  all  first 
letter.  WTXL,  West  Springfield,  Mass. 

One  announcer  and  one  engineer-an- 
nouncer immediately.  Send  disc.  State 
salary.  WVOT  Wilson,  N.  C. 


Help  Wanted  (Cont'd) 


Technical 


Southern  station  desires  combinati9n 
engineer  announcer.  Send  full  details 
of  education,  experience  and  refer- 
ences. State  salary  desired.  Enclose 
transcription.  Box  574F,  BROADCAST- 
ING. 


Production-Programming ,  others 


Top-notch  farm  director-announcer. 
Must  have  experience,  sincere,  informal 
style,  be  interested  in  farming,  $90.00 
North  Carolina.  Send  disc  of  farm 
news,  commercials,  photo,  background, 
references.  Box  592F,  BROADCAST- 
ING^ - 

Continuity  director,  female,  experi- 
enced. Some  air  work.  Send  disc,  photo, 
copy  sample.  Larry  Filkins,  KSCB, 
Liberal,  Kansas. 


Situations  Wanted 


Managerial 


Sales  manager  with  brilliant  record  of 
achievement  seeks  change  with  equi- 
table returns  for  maximum  billing  all 
vear  round.  Box  600F,  BROADCAST- 
ING^  

Manager,  commercial  manager.  14 
years  experience  radio  and  television. 
Two  years  station  manager — 8  years  di- 
visional sales  manager  for  major  net- 
work. Highest  references  include  top 
radio,  television,  agency  and  client  ex- 
ecutives in  East,  Middlewest  and  South- 
west territories.  University  graduate, 
age  38,  married,  three  children.  Now 
employed  in  executive  capacity.  Inter- 
ested in  permanent  location  preferably 
Florida  or  West  coast.  Write  Box  621F, 
BROADCASTING.  

All-round  station  man,  strong  on  sales 
and  ideas.  Now  managing,  but  handi- 
capped. Satisfaction  guaranteed.  Write 
P.  O.  Box  358,  Sylacauga,  Alabama. 

Sixteen  years  radio  experience,  desire 
permanent  manager's  job  in  Southeast. 
Four  jobs  previous,  three  networks. 
Wife  and  daughter.  Am  now  employed. 
317  Revel  Drive,  Florence,  S.  C, 


Salesmen 


My  daytime  station  only  earned  over 
half -million  net  in  six  years.  Let  me  do 
it  for  you  thru  sales,  programming, 
publicity,  promotion.  Box  601F, 
BROADCASTING.  

Salesman — young  (27)  family  man.  Six 
years  experience,  including  program 
director,  copy  chief,  two  established 
midwest  five  kilowatters.  Also  program 
director  independent.  Some  sales. 
Clean  cut,  highest  character,  good  ref- 
erences. Box  614F,  BROADCASTING. 

Salesman:  Adult,  family,  experience, 
"know  how."  Desires  opportunity  to 
make  money.  Not  interested  in  poli- 
tics, teaching  Sunday  School,  or  man- 
aging station.  Box  629F,  BROAD- 
CASTING. 


Announcers 


Antiouncer,  former  staff  5000  watt  NBC 
affiliate.  Two  years  college.  Pro- 
duced, sang,  emceed  amateur  shows  in 
Chicago  nite  clubs.  Graduate  oldest 
broadcasting  school  in  country.  CBS 
instructors  taught  all  phases  of  broad- 
casting. Consider  all  offers.  Box  420F, 
BROADCASTING.  

Sportscaster-announcer.  Experienced 
all  play-by-play  sports.  trniversity 
graduate.  Available  now.  Box  445F, 
BROADCASTING. 


Experienced  and  versatile  announcer- 
continuity  writer.  Complete  details 
upon  request.  Box  473F,  BROAD- 
CASTING. 


Desire  position  competent  organiza- 
tion. Nine  years  radio.  Accounting 
and  announcing.  Box  503F,  BROAD- 
CASTING. 


Chief  announcer — Family  man  desires 
immediate  opportunity.  Audition  disc, 
resume.    Box  506F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Announcer,  three  years  college,  NBC 

trained.   28,  married.  Photo   and  disc 

on  request.  Box  533F,  BROADCAST- 
ING. 


Sportscaster-announcer— College  grad. 
player  background,  play-by-play,  com- 
mentary, young,  ambitious.  Box  550F, 
BROADCASTING, 


Sportscaster — Available  football  season. 
Experienced,  employed,  seeks  year- 
round  sports  deal  larger  station,  mar- 
ket area.  News,  special  events,  copy, 
control  op,  Aircheck  discs.  Min.  $75 
week  plus  talent.  Box  570F,  BROAD- 
ING. 


Still  looking  for  that  first  break  as 
announcer,  disc  jockey.  Single,  ambi- 
tious. Disc  available.  Box  573F, 
BROADCASTING. 


Showman  sells  shows,  sings,  announces, 
speaks  Italian,  earned  B.  A.  Experi- 
enced, wants  work.  Box  578F,  BROAD- 
CASTING. 


Capable  sales  producer.  Proven  ability, 
able  announcer,  BA,  wants  opportunity. 
Box   579F,  BROADCASTING. 


News.  Experienced  newscaster,  re- 
porter and  writer.  Authoritative, 
polished  news  style.  University  gradu- 
ate. Excellent  references  and  back- 
ground. Box  581F,  BROADCASTING. 


Announcer  sportscaster,  ten  years  ex- 
perience in  play-by-play  baseball, 
basketball,  football,  and  hockey.  Com- 
mercial announcing  plus  special  events 
experience.  Interested  in  permanent 
location  affording  a  full  sports  pro- 
gram. Box  583F,  BROADCASTING. 


Sports  announcer  and  DJ.  3  years 
experience.  Married,  steady,  healthy. 
You'll  like  my  work.  Box  584F,  BROAD- 
CASTING. 


If  you're  interested  in  sports  anncr.  and 
DJ  who  will  make  your  listeners 
personal  friends,  look  into  this!  Box 
585F,  BROADCASTING. 


After  3  years  as  sports  anncr.  and  DJ, 
I  took  the  Dale  Carnegie  Course!  What 
more  could  you  ask!  Box  586F,  BROAD- 
CASTING. 


Newsman — Morning  news  editor  5  kw 
midwest  net  affiliate,  retrenched  out 
of  job.  Single,  22,  college  graduate. 
Excellent  reference.  Box  587F,  BROAD- 
CASTING. 


Sportscaster,  specializing  play-by-play, 
fast  moving  sports  round-up.  Network 
station  experience  all  phases  of  an- 
nouncing. Available  immediately.  Re- 
liable family  man.  no  drifter.  Box 
588F,  BROADCASTING. 


Attention  midwest,  southwest  stations. 
Versatile  announcer,  24,  two  years  ex- 
perience 20,000  watt  FM  station;  college 
degree.  Acting,  directing,  other  prime 
assets.  Disc,  photo  on  request.  Box 
591F,  BROADCASTING. 


Radio-television  personality.  Original, 
versatile.  Results  proven.  Permanent, 
reliable,  ready.  Box  594F,  BROAD- 
CASTING. 


Got  Hooperdroop?  Perhaps  I  can  help 
you.  Seven  years  on  the  air  in  the 
Midwest,  and  looking  for  the  right 
break.  Please  try  me.  Box  596F, 
BROADCASTING. 


Employed  experienced  announcer  wants 
job  with  progressive  station  offering 
advancement  possibilities,  4  years  col- 
lege radio,  8  years  commercial  radio. 
Experienced  as  announcer,  producer, 
director,  program  director,  commercial 
copy-writer,  script-writer  and  music 
director.  Also  professional  musician. 
Dependable,  conscientious,  interested 
in  radio,  no  floater.  Salary  required 
$300.  Box  598F,  BROADCASTING. 


Sports  announcer.  Ten  years  top  play- 
by-play,  sportscasts.  Box  607F,  BROAD- 
CASTING. 


Shot  in  the  arm  comic  disc  jockey.  8 
successful  years.  Audience  getter. 
Combination,  employed,  married.  $80. 
Box  608F,  BROADCASTING. 


Announcer,  25,  single.  Wants  fulltime 
job  announcing.  Trained  by  NBC. 
Salary  no  object.  College  background. 
"Travel  anywhere  east  or  south.  Box 
611F,  BROADCASTING. 


Good  announcer,  over  5  years'  experi- 
ence, wants  program  director's  posi- 
tion. Good  copy  writer,  can  handle  all 
type  shows.  Good  references.  Pres- 
ently employed.  Box  619F,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 


Personality  D.J.  and  quality  announcer 
with  license  available  immediately.  Top 
recommendations.  4  years  experience, 
genial,  reliable,  married,  car.  Will 
phone.    Box  620F,  BROADCASTING. 


Announcer  writer — experienced,  news- 
casts, disc  shows,  quiz  shows,  com- 
mercials. Two  years  experience  com- 
mercial and  AFRS.  Resume  and  disc 
upon  request.  Box  622F,  BROADCAST- 
ING. 


Attention  New  England,  conscientious 
young  announcer  with  human  quality 
wants  experience!  Do  sports  and  news. 
Phone  NI  9-8063  NYC  or  write  Box 
628F,  BROADCASTING. 


Announcer,  writer,  presently  employed. 
2V2  years  experience.  30  years  old,  will 
work  anywhere.  Budd  Duvall,  WTBF 
"troy.  Alabama. 


Announcer,   college   graduate,    1  year 
staff  N.  Y.  FM  station.    Money  no  ob-'^ 
iect  but  security  is.   WiU  travel.  Write 
Hal  Brenett.  902  Lincoln  Place,  Brook- 
lyn 13,  N.  Y.,  or  call  PR  2-8497. 


Versatile  announcer,  ready  to  travel. 
Experienced  in  all  phases  of  staff  an- 
nouncing. Thomas  Clark,  9300  N.  Craw- 
ford Ave.,  Skokie,  IlUnois. 

Ability  available.  We  have  well-trained 
personnel  who  have  had  actual  experi- 
ence in  metropolitan  stations  as  an- 
nouncers, actors,  commercial  writers, 
disc  jockies,  producers  and  script 
writers.  Give  us  your  requirements 
and  we  will  send  resumes,  photos  and 
disc.  Write  or  wire  collect.  Columbia 
Institute.  9th  and  Chestnut  St.,  Phila- 

delphia  7.  Pa.  

Staff  announcer,  25,  single,  capable, 
versatile.  College  graduate.  21/2  years 
net  and  independent  experience.  Will 
travel.  Want  permanent  position.  Jack 
Edwards.  11402  Superior  Ave.,  Cleve- 
land 6,  Ohio. 


Announcer:  24,  single,  ambitious,  spe- 
cializing in  personality  disc  shows,  will 
do  general  staff  and  sports  work.  Train- 
ing: College  two  years,  graduate  School 
of  Radio  Technique,  N.  Y.  Contact 
Milton  Friedman,  130  Watson  Ave., 
Newark,  N.  J. 


Announcer,  nineteen  months  experi- 
ence Mutual  affiliates  and  independent. 
Age  25.  Operate  console.  M.  Gulla, 
5009  S.  Talman  Ave.,  Chicago  32.  Re- 
public 7-5791. 


Sell  more  with  Martin,  Very  strong 
news  and  commercial  sell;  good  narra- 
tive, sports,  disc  style.  Top  references. 
Pennsylvania.  Ohio,  West  Coast.  Write 
Jqv  Martin,  '"/^  Sperling,  618  W.  Roscoe, 
Chicago  13,  111. 


Announcer,  experience  2  years,  avail- 
able immediately.  Will  travel.  Norman 
Morris,  5829  Woodbine  Ave.,  Philadel- 
phia, Pa. 


Newsman,  two  years  experience  writ- 
ing, rewriting,  reporting,  editing  news- 
casting  on  5,000-watt  educational  sta- 
tion. Iowa  University  graduate,  school 
of  journalism.  Ambitious,  reliable. 
Write  or  phone.  Ken  Reyhons,  Solon, 
Iowa. 


Technical 


Engineer — Employed.  Must  have  job 
near  Philadelphia.  Married.  Have  car. 
Box  399F.  BROADCASTING .  


Engineer,  30  months  experience.  In- 
terested also  sales  and  announcing. 
Excellent  references.  Box  531F, 
BROADCASTING. 


Chief  engineer,  long  and  extensive 
experience  all  branches  of  AM  and  FM 
broadcast  engineering  including  di- 
rectionals.  Ready  for  TV.  Outstanding 
references.  Box  541F,  BROADCAST- 
ING. 


First  phone  license.  Experienced,  mar- 
ried, car.  Want  to  work  in  New  York, 
New  Jersey  or  Peimsylvania.  Box  564F, 
BROADCASTING. 


Engineer,  young,  1  year  broadcast  ex- 
perience, trans,  and  control.  Unem- 
ployed.   Box    603F.  BROADCASTING. 


Recent  graduate.  1st  phone,  veteran, 
married,  reliable.  No  experience, 
school  only.  Write  for  information. 
Box  605F,  BROADCASTING, 


Engineer  —  presently  employed,  %\<z 
vears  broadcast  experience.  Graduate 
RCA  Institutes,  N.  Y.  C,  interested  in 
obtaining  position  offering  chance  for 
wider  experience,  better  opportunity 
for  advancement.  Box  612F,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Miscellaneous 


School 


jineer — three  years  broadcasting  ex- 
Irience.  maintenance,  operation,  and 
Instruction.  No  bad  habits,  no  drifter, 
Isires  good  paving  position.  Box  613F, 
^OADCASTING.  

tef  engineer,  ten  years  experience. 
;ires    position    and    investment  in 
iuthern  local  station.   Please  give  de- 
idls.    Box  618F,  BROADCASTING. 

Bchnician,  1st  class  telephone,  young, 
r.bitious.  graduate  leading  engineer- 
k  school.     Box  623F,  BROADCAST- 

fG.  

fechnician,  telephone  1st  class.  Con- 
Bentious.  stable,  sober,  graduate  Del- 
-.antv  Institute.  Box  624F,  BROAD- 
ASTING.  

iglneer,  first  phone,  seeking  radio  or 
levision  position.  Single,  will  travel. 
3X  625F.  BROADCASTING.  

ngineer,  1st  phone,  single,  car.  2 
»ars  experience  operation  and  mainte- 

.mce  AM/FM  transmitter.  Studio,  re- 
otes.  tape  and  disc  recordings.  Box 

t  i€F.  BROADCASTING.  

Qginecr,  first  phone,  seeking  radio  or 
ilevTsion  position.  Eight  months  kilo- 
latt  transmitter  experience.  Graduate 
RT-TV.  sinsle.  car.  will  travel.  Box 
"IF.  BROADCASTING.  

ally  qualified  engineer  seeking  staff 
Dsition  -w-ith  large  station  or  chief  en- 
ineer  with  smaller  station.  Experi- 
ace:  staff  engineer  with  fifty  kilowatt 
M  (546  kilowatt  ERP).  five  kilowatt 
|RI,  five  kUowatt  TV.  Chief  tvi'o  fiftv 
tatt  AM  last  position.  Graduate  CREI 
esident  School  course.  Specialized 
'  roadcast  Engineering.  Experienced 
!  xaouneer.    References,  prefer  south. 

sr.  Twentv-five.  Married,  expecting. 
!  tes  Brj-an,  1025  S.  9th  Ave.,  Birming- 
I  am.  Alabama.  

t  phone.  Vet,  32,  excellent  technical 
ickground,  6  years  communication 
<Derience,  limited  broadcast.  Prefer 
shna.  consider  others.  Albert  Mer- 
tts.  525  W.  20th  St.,  Tyrone.  Penna. 

irst  phone  license,  experienced.  Mar- 
3d.  car.  Want  permanent  position  with 
jrtheast  station.  Jim  Turner.  224  Col- 
ee  Street,  Oxford,  North  Carolina. 

irst  phone,   inexperienced,  graduate 
J.I-FM-TV,    single,    desires  position, 
ill  travel.    Write  Michael  Ugenti.  32- 
"»  43  Street.  Long  Island  City,  N.  Y. 

©  you  want  a  good,  hard  working, 
iber.  licensed,  radio  man  who  has  had 
lirteen  years  experience  in  all  phases 
:  radio  broadcasting?  250  to  50,000 
att  stations  inclusive,  who  can  give 
le  best  references  and  recommenda- 
ons  as  to  character  and  technical  abil- 
y.  Jack  E.  Volk,  1807  -  5th  Ave., 
ock  Island,  111. 

ProdiLction-Programming,  others 

Kperienced  promotion  man,  presently 
nployed,  wishes  to  devote  fulltime  to 
-omotion  at  a  well  established  sta- 
on.  Box  459F,  BROADCASTING. 

TOgram  director — Six  years  experi- 
ice.  programming,  production,  sales, 
inouncing,  copy  and  traffic.  Refer- 
ices  and  disc  on  request.  Box  522F, 
ROADCASTING.  

ews — thoroughly    experienced.  Dis- 

nctive  voice,  delivery,  writing.  (5 
.-s.  newspaperman;  4  years  radio), 
ollege  graduate.  Dependable.  Perma- 
ent  position  news-conscious  station, 
M  or  AM/TV,  that  can  afford  top 
ewsman,  editor.  Best  references.  Box 
i2F.  BROADCASTING.  

ombination  man  with  good  voice.  Ex- 
erience  limited,  but  willing  to  learn, 
"ill  consider  all  offers.  Box  580F, 
ROADCASTING.  

ews  writer,  continuity.  University  of 
Ussoiiri,  A.M.  degree.  Thorough  train- 
ig  in  news  writing,  newscasting.  Pre- 
5r  East  or  mid-west.  Single.  27.  Full 
etails,  write  Box  602F,  BROADCAST- 


ontinuity  director  of  regional  indie 
"ith  sales  and  pubhcity  experience 
seks  advancement.  Young.  College 
raduate.  Family.  Top  references.  Box 
17F,  BROADCASTING. 


Television 


Technical 


Production-Programming,  others 

B.  A.  talented,  experienced  seller, 
singer.  Announcer  seeks  junior  de- 
velopmental, trainee  position  in  adver- 
tising. TV.  or  AM  operation.  Box  577F, 
BROADCASTING  •  TELECASTING. 

Young  Univ.  of  Missouri  graduate  seeks 
opportunity  with  station,  agency,  or 
packager  as  writer-producer  trainee. 
Presentlj-  employed  large  regional 
indie.  Proven  writing  record.  Sales 
and  publicity  experience.  Ideas  man. 
FamUy.  References.  Box  604F,  BROAD- 
CASTING •  TELECASTING. 

For  Sale 

Stations 

Exclusive  East  South  Central  small 
network  affiliate.  S20.000  down.  Box 
571F,  BROADCASTING. 

Texas  daytimer.  Only  station  serving 
two  growing  communities.  Profitable. 
S42.500.  Box  572F,  BROADCASTING. 

Equipment,  etc. 

Two  complete  Western  Electric  Re- 
producer Groups  in  very  good  condition 
with  equalizers,  arms,  rests  and  heads. 
9A  type  both  groups  $100.00.  Box  615F, 
BROADCASTING. 

For  Sale.  Equipment  in  first-class  shape, 
used  in  Western  Electric  1  kw  type 
71  amplifier.  3-type  379-A  and  1-type 
279-A  W.E.  tubes.  1-G.E.  power  trans- 
former. 2  Westinghouse  power  con- 
densers and  1  Westinghouse  25  henry, 
1-Workshops  Associates  type  3xA  co- 
linear  antenna.  For  full  descriptions 
and  prices,  write  Gerald  R.  Chinski, 
Technical  Supervisor.  Radio  Station 
KXYZ,  5th  Floor  Gulf  Bldg.  Houston, 
Texas. 

Western  Electric  20A-250  watt  AM 
transmitter,  tubes.  2  crystals  1230  kc. 
set  spare  tubes,  clean  and  in  excellent 
condition,  complete  with  instruction 
book  and  diagrams.  Best  offer  over 
S1250  takes  it.  REL-518B-D1  1000  watt 
FM  transmitter,  crystal  97.3  mgc.  Com- 
plete with  tubes,  set  spare  tubes,  in- 
struction book  and  diagrams.  Good 
condition,  make  offer.  REL  #600  FM 
broadcast  modulation  and  frequency 
monitor,  tubes,  crystals  97.3  mgc.  in- 
struction books,  make'  offer.  WEllOA 
limiter  S200.  RCA  BA-3B  amplifier  S75. 
f.o.b.  St.  Louis.  Radio  Station  WIL, 
Chase  Hotel,  St.  Louis,  Mo. 

Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 

Test  equipment.  1  RCA  69A-Mi  7512 
Distortion  &  Noise  Meter.  1  Clough- 
Brengle  Osc— Mod.  79C-#1061.  A-1 
Condition,  priced  for  quick  sale.  $250.00 

C.  O.D.  WNAR,  Norristown,  Penna. 

Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 

For  Sale — Professional  Fairchild  re- 
corder. Original  cost  $1300.  Guaranteed 
perfect  condition.  Will  sell  for  half 
price.  National  Academy  of  Broadcast- 
ing, 3338  16th  St.,  N.  W.,  Washington, 

D.  C.  DEcatur  5580. 

"  Blaw  Knox  tower  189  feet,  self  support- 
ing, base  insulated,  make  offer,  f.o.b. 
Dupo.  lU.  Radio  station  WIL,  Chase 
Hotel,  St.  Louis,  Mo. 


ere's  your  man.  CREI  graduate;  first 
hone;    2^2    years   EE   college;  navy 

ectronic  technician  exp.  Seeking  TV 
pportunity.  Write  Box  582F,  BROAD- 
ASTING  •  TELECASTING. 

lotion  picture  lab  technician  for  TV 
ation,  have  complete  laboratory  equip- 
ment, automatic  processor  etc.  15  years 
xperience.  Can  move  equipment  any- 
"here.  will  consider  contract.  Make 
ffer.  Write  Box  590F,  BROADCAST- 
jN'^G  •  TELECASTING. 

IROADCASTING    •  Telecasting 


Wanted  to  Buy 


Equipment,  etc. 


Miscellaneous 


Davis  Frequency  Measurement  Service 
— Ill  S.  Commercial,  Emporia,  Kans. 
Phone  2709. 


JINGLES  WANTED 

Writer  Composer  Producer 

To  furnish   completely  transcribed 

singing     commercials.  State  if 

you  have  samples.  Box  593F, 
BROADCASTING. 


Situations  Wanted 


Announcers 


Formerly  heard  on  Mutual  coast- 
to-coast,  top-flite  disc-jockey  wants 
featured  spot  with  program-wise 
station  in  any  good  metropolitan 
area.  Seven  years  in  Washington, 
D.  C.  and  New  York  City  radio 
means  super-smooth  delivery  and 
really  inside  information  on  popular 
music  and  artists.  Favorite  record- 
ing stars  all  know  me  and  love  to 
guest  on  my  show.  Sponsors  rave 
about  the  winning  combination  of 
an  accomplished  announcer  and  a 
program  loaded  with  saleable  extra- 
special  features.  A  family  man :  I 
prefer  a  contract  arrangement.  May 
I  hear  from  you?  Box  597F, 
BROADCASTING. 


SRT-Radio 

AMERICA'S  OLDEST  BROADCASTING  SCHOOL 
Infensrve  full  or  poff  fiim 

COURSES 

ANNOUNCING  •  ACTING 
SCRIPT  WRITING  •  ADVERTISING 

Outstanding  fatuity  of 
Network  Professionals 
Co-Educational  •  Day  or  Evening 
Small  Classes 
Approved  for  Veterans 

Wiitt  for  Prospetlut 

School  of  Radio  Technique 

RXO  eid|..  Radio  City,  Naw  York  20.  N.  Y. 
221  Sovth  Wabash  Av«.,  Chicoso  4,  lllin«it 


FOR  SALE! 

FM  TRANSMITTER 

RCA  10  KILOWATT 

and 

FM  ANTENNA 

WESTERN  ELECTRIC  54-A 

Write,  Phone,  or  Wire 

STATION  ^VKY 

OKLAHOAAA  CITY,  OKLAHOAAA 


SOUTHWEST  3^ETWORK 
OPPORTUNITY 

A  long  established  network  property  located  in  one  of  the 
Southwest's  rapidly  growing  and  important  markets.  This  prof- 
itable station  has  excellent  fixed  assets  worth  at  least  $100,000. 
Also  some  cash  and  accounts  receivable  included  in  purchase 
price  of  $125,000.     Liberal  financing  arranged. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  5TAVON  AND  NEWSPAPER  BKOKEHS 
WASHINGTON,  D.  C.  CHICAGO  SAN  FKANCISCO 

James  W.  Blackburn       Harold  R.  Murphy  Raj.  V.  Haalltoa 


WashlnctoB  Bide- 
Sterline  4341-2 


360  N.  Mich.  Are. 
Randolph  6-4S50 


235  MonteomeiT  Bt, 
Exbrook  2-5S72 
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MONTANA  NET 


KMON  KOPR  Now  Linked 

FORMATION  of  a  new  Montana 
interstate  network,  with  future  ad- 
dition of  other  Montana  outlets, 
has  been  announced  by  KMON 
Great  Falls  and  KOPR  "Butte. 

Both  stations,  affiliated  with  the 
Rocky  Mountain  Broadcasting  Sys- 
tem, will  use  the  RMBS  identifica- 
tion on  their  local  and  regional 
originations.  Two-way  line  facili- 
ties between  the  outlets  have  been 
installed,  officials  said. 

An  hour-long  broadcast  last 
month  marked  inauguration  of  the 
network.  Participants  included  Gov. 
John  W.  Bonner,  Mayor  Thomas 
R.  Morgan  of  Butte  and  Mayor 
Truman  Bradford  of  Great  Falls. 
KOPR  uses  1  kw  on  550  ke,  and 
KMON  5  kw  on  560  kc. 


ANA  SESSION 

Sept.  Meet  in  Chicago 

ASSN.  of  National  Advertisers  will 
hold  its  41st  annual  meeting  at  the 
Drake  Hotel,  Chicago,  Sept.  25-27. 

In  announcing  the  meeting,  W.  B. 
Potter,  chairman  of  the  ANA  board 
of  directors  and  director  of  adver- 
tising operations,  Eastman  Kodak 
Co.,  said  that  Wesley  I.  Nunn,  ad- 
vertising manager  of  Standard  Oil 
Co.  (Ind.  ),  had  been  elected  chair- 
man of  the  Program  Committee. 

Two  days  of  the  session,  in  ac- 
cordance with  ANA  practice,  will 
be  restricted  to  ANA  members  and 
invited  advertiser  guests. 


MAJOR  LEAGUE 
BASEBALL 

LIBERTY! 

Millions  of  people  listen  to 
major  league  baseball  over 
Liberty  Broadcasting  System 
.  .  .  and  major  league  base- 
ball has  made  Liberty  the 
largest  baseball  network  in 
the  history  of  radio! 


allied  arts 


HENRI   RENE,   associate  musical 
director    RCA    Victor  popular 
records,  appointed  West  Coast 
manager  company's  artist  and  reper- 
toire   section,    succeeding  WALTER 
HEEBNER,  resigned. 

MEN'S  FASHION  GUILD  OF  AMER- 
ICA, N.  Y.,  offers  fashion  scripts  and 
special  recorded  statements  to  sta- 
tions on  request  without  cost  or 
obligation,  beginning  July  10.  Ad- 
dress News  Bureau  of  the  Men's 
Wear  Industry,  9  W.  57  St.,  N.  Y. 

FRED  DOVE  forms  Hourglass  Pro- 
ductions, Tombstone,  Ariz.,  script 
service  for  radio  TV. 

THE  TANIS  Co.,  Phila.,  marketing 
management  and  sales  development 
organization,  moves  to  1420  Walnut 
St. 

FRANK  SPEIGELMAN,  direct  sales 
specialist,  to  Richard  H.  Ullman, 
Buffalo  radio  production  company. 


viewer  to  tune  set  from  anywhere  in 
room.  Instrument  is  wire  connected 
End  portable. 


"Technical  •  •  • 


BEN  FARMER  appointed  sales  man- 
ager Rauland  Corp.,  Chicago  manu- 
facturer TV  picture  tubes. 

S.  G.  PATTERSON,  Canadian  Radio 
Mfg.  Corp.,  Toronto,  named  chair- 
man transmitter  division.  Radio 
Mfrs.  Assn.  of  Canada,  and  C.  G. 
LLOYD,  Canadian  General  Electric 
Co.,  Toronto,  named  chairman  trans- 
mitter engineering  committee. 

KENNETH  L.  HENDERSON,  Strom- 
berg-Carlson  Co.,  Rochester,  N.  Y., 
since  19-35,  appointed  chief  mechan- 
ical engineer  of  research  division. 

GENERAL  ELECTRIC  Co.,  Syracuse, 
N.  Y.,  announces  following  appoint- 
ments: R.  W.  FERRELL,  assistant 
general  sales  manager;  DAVID 
DAVIS,  sales  manager  TV  receivers; 
D.  S.  BELDON  Jr.,  sales  manager 
radio  receivers;  E.  J.  HENDRICK- 
SON  and  D.  E.  WESTON  Jr.,  assist- 
ant sales  managers  TV  receivers,  and 
G.  O;  CROSSLAND,  assistant  sales 
manager  radio  receivers. 

RICHMART  Co.,  L.  A.,  produces  port- 
omatic  television  control,  permitting 


MELVIN  FELDMAN,  chief  engineer 
WEW  St.  Louis,  to  WMAY  Spring- 
field, 111.,  as  chief  engineer.  WMAY 
to  take  air  Aug..  15. 

PAT  P.  ROSANO,  general  manager 
WERD  Atlanta,  Ga.,  to  vacation  re- 
lief studio  control  engineer  WMGM 
Now  York. 

HERMAN  R.  GELBACH,  staff  engin- 
eer KWSC  Pullman,  Wash.,  to  KIRO 
Seattle  transmitter  engineering  staff. 

ERNEST  S.  GELLMAN,  chief  engi- 
neer WAVZ  New  Haven,  Conn.,  elected 
to  board  of  governors  New  Haven 
Foreman's  Club. 

RICHARD  ENGSTROM,  NBC  Chi- 
cago TV  engineer,  announces  en- 
gagement to  Carla  Johnson  of  La- 
Grange,  111. 

THOMAS  SMITH,  chief  engineer 
WPKE  Pikeville,  Ky.,  is  in  Mt.  Ster- 
ling, Ky.,  hospital  following  accident 
while  en  route  to  Kentucky  Broad- 
casters Assn.  meet. 

KENNETH  GRANT,  cameraman 
WFAA-TV  Dallas,  and  Lou  Yarbor- 
ough  married  June  3. 


KYA  Wage  Increase 

NEW  contract  with  KYA  San 
Francisco,  calling  for  a  $5  weekly 
wage  increase  for  staff  announcers, 
increased  vacation  pay  and  other 
benefits,  has  been  signed  by  AFRA. 
The  $5  wage  increase  raises  the 
KYA  minimum  to  $90  weekly, 
which  AFRA  Counsel  Harry  Pol- 
land  said  was  in  line  with  stations 
of  similar  power  and  size  in  the 
area.  Agreement  on  the  new  con- 
tract was  reached  just  20  minutes 
before  an  AFRA  scheduled  strike 
deadline. 


SGARRO  CITED 

Receives  'Broadcasting'  Award' 


NICHOLAS  SGARRO,  of  Manoa, 
Pa.,  for  the  second  consecutive  year 
has  been  awarded  the  Broadcast- 
ing Award  for  outstanding  efforts 
in  programming  at  Temple  U.'s 
radio  station,  Philadelphia.  Mr. 
Sgarro  was  cited  for  his  programj 
The  Song  Is  You,  which  also  took 
last  year's  prize. 

In  addition  to  the  Broadcasting 
Award,  other  citations  presented  by 
the  university  were :  Milton  Holmes 
and  Robert  Feldman,  best  an 
nouncer;  Lester  Auchmoody,  Mac 
Millan  Award  for  newswriting 
Karl  Scheyhing,  administrative  re 
sponsibility ;  Pete  Yourl,  special 
events  coverage;  Martin  Pinckser 
Crowell  Award  for  production. 
Prof.  John  B.  Roberts,  director  of 
the  Temple  U.  Radio  Workshop 
presented  the  awards. 


WBUD  BACKSTAGE 

Chats  With  Theatre  Stars 


BACKSTAGE  broadcasting  i 
placing  WBUD  Morrisville,  Pa 
in  the  footlights  for  a  nove 
method  of  programming  and,  as 
Richard  M.  Hardin,  general  man- 
ager, puts  it:  "We  are  so  prouc 
of  these  programs  because  th( 
sponsor  is  so  happy  with  them.' 

The  broadcasts,  three  times 
week,  originate  from  three  sepa 
rate  theatres  in  the  area.  Fre 
Walker,  WBUD  production  man 
ager,  plays  the  role  of  "You 
Straw  Hat  Host"  on  the  Curtai 
Call  program,  paying  visits  back 
stage  to  the  cast  with  whom  h( 
chats  informally.  He  began  thf 
program  in  the  summer  of  194! 
when  his  visits  backstage  at  th( 
Bucks  County  Playhouse  everj 
Monday  night  were  sponsored  bj 
The  Kerns  Beverage  Co.,  a  Tren 
ton,  N.  J.,  soft  drink  firm. 

According  to  Mr.  Hardin 
intimate  chats  with  the  star 
such  as  Sylvia  Sidney,  John  Car 
radine,  Ruth  Chatterton,  Franchot 
Tone  and  a  host  of  others  who  tour 
the  summer  circuit — caught  on 
quickly  with  the  radio  audience 
and  with  the  theatre  world.  This 
year,  theatre  interest  has  invited 
Mr.  Walker  and  his  recorder  back- 
stage at  Lambertville  Music  Cir- 
cus, Lambertville,-  N.  J.,  and  to 
the  Princeton  (N.  J.)  Summei 
Theatre.  Curtain  Call  now  is  heard 
at  7:15  p.m.,  Tuesday,  Wednesday 
and  Thursday  from  Bucks  County, 
Lambertville  and  Princeton,,  re- 
spectively. Best  of  all,  Mr.  Hardin 
adds.  Kerns  sponsors  all  three. 
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SUMMARY  TO  JUNE  29 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 

AppU- 

Total  Cond'l    cations  In 

Class  On  Air      Licensed     CPs       Grants   Pending  Hearing 

AM  stations    2,137  2,115  188  281  264 

FM  Stations    695  496  233  3*  18  13 

TV  Stations   106  40  69  352  182 

*  Two  on  the  air. 

CALL  ASSIGNMENTS:  KOBK  Owatonna,  Minn.  (Owatonna  Bcstg.  Co.,  1390  kc, 
500  k  day);  KPOL  Los  Angeles,  changed  from  KATI  (Coast  Radio  Bcstg.  Corp.); 
KPRC-TV  Houston,  Tex.  changed  from  KLEE-TV  (The  Houston  Post  Co.);  KSPO 
Spokane,  Wash,  changed  from  KFIO  (Spokane  Bcstg.  Corp.);  WCFV  Clifton 
Forge,  Va.  (Clifton  Forge  Bcstg.  Corp.  1230  kc,  250  w  unlimited);  WCLI-FM 
Corning,  N.  Y.  changed  from  WKNP  (Corning  Leader  Inc.);  WCSP  Tallahassee, 
Fla.  changed  from  WTAL-FM  (John  H.  Phipps);  WJHR  Waycross,  Ga.(  South- 
eastern Bcstg.  System,  980  kc,  1  kw  day). 


FCC  Actions 

(Continued  from  page  67) 
cisions  Cont. : 

.  ncies,  power,  emission  and  trans. 

iinerican  Bcstg.  Co.  Inc.,  Chicago — 
i  nted    mod.     license    KA-4657  to 

;nse  frequencies  from  31.22,  35.62, 
j02.  39.26  to  26.19,  26.29,  26.39,  26.13, 
'47    me — to   be    used    with  Stations 

lNR-AM-FM-TV. 

American  Bcstg.  Co.  Inc.,  New  York 

iJranted  mod.  licenses  KA-4654,  KA- 
!  3  KA-46J8  to  change  frequencies 
m  31.22,  35.62,  37.02,  39.26  to  26.19, 
29,  26.39,  26.13,  26.47  mc,  to  be  used 
stations  WJZ,  WJZ-FM,  WJZ-TV. 
American  Bcstg.  Co.  Inc.,  Los  An- 
es — Granted  mod.  licenses  KA-4643 
change  frequencies  from  31.22,  35.62, 
'}2.  39.26  to  26.19,  26.29,  26.39,  26.13, 
47  mcs — to  be  used  with  stations 
JO-AM-FM-TV. 

American  Bcstg.  Co.  Inc.,  San  Fran- 
co— Granted  mod.  licenses  KA-4642, 
1-3014  to  change  frequencies  from 
22  ,  35.62,  37.02,  39.26  mc  to  26.19, 
29  26.39.  26.13,  26.47  me  to  be  used 
tn  stations  KGO-AM-FM-TV  and 
:CA-AM-FM-TV 

s;fEQ  Inc.   St.  Joseph,  Mo. — Granted 
'  new  remote  pickup  KA-7059. 
^anisteo  Radio  Corp.,  Hornell,  N.  Y. 

J  ranted  CP  new  remote  pickup  KA- 

^:ftv  Paris,  Tex.— Granted  mod.  of 
'  to  change  type  trans. 
\ENA  Mena.  Ark. — Granted  mod.  CP 
approval  of  ant.  trans,  and  studio 
•ations  and  change  type  trans. 
-CRIC  Beaumont,  Tex. — Granted  mod. 
'  to  change  type  trans. 
iVRHC    Jacksonville,    Fla. — Granted 
)d.  CP  to  change  type  trans, 
jrand    Forks    Herald    Inc.,  Grand 
Iks,  N.  D. — Granted  CP  and  license 
note  pickup  KAA-632. 
;<SUI  Iowa  City,  la.— Granted  CP  to 
ike  changes  in  existing  noncommer- 

1  educational  FM  station  and  make 
|anges  in  ant.  system. 
<VTT  Dallas,  Tex.— Granted  mod.  CP 

change  type  trans. 
U'.ARM-FM    Scranton,    Pa.— Granted 

d.  CP  for  extension  of  completion 
1e  to  10-15-50. 

:;riffith-Buenning  Bcstg.  Co.,  Atchi- 
'!.  Kan. — Granted  CP  new  remote 
■kup  KA-7025. 

iVFSI  Lakeland,  Fla.— Granted  CP  to 
nstate  which  authorized  new  non- 
mmercial    educational    FM  station 
lich  expired  4-30-50. 
S,  H.  Patterson,  Area  Atchison,  Kan. 

Applicant  has  filed  application  in 
me  of  Griffith-Buenning  Bcstg.  Co., 

, iking  KA-3496  application  obsolete. 
iVFMH  Cullman,  Ala.— Granted  li- 
Qse  new  AM  station;  1300  kc,  1  kw  D. 
Juincy  Bcstg.  Co.,  Quincy,  111. — 
anted  PC  new  remote  pickup  KA- 
)6. 

Minot    Bcstg.    Co.,    Minot,    N.  D.— 

anted  CP  and  license  new  remote 
:kup  KA-7007. 

'KCHN  Chanute,  Kan.— Granted  mod. 
'   for   approval  of   ant.   and  trans. 

■ation. 


Docket  Actions  ... 

FINAL  DECISIONS 

Payne  County  Bcstrs.  and  Cushing 
Bcstg.  Co.,  Cushing,  Okla. — Announced 
final  decision  granting  application  of 
Payne  County  Bcstrs.  for  new  station 
on  1600  kc,  500  w  day  at  Cushing  and 
denied  application  of  Cushing  Bcstg. 
Co.  for  same  facilities.  Grant  subject 
to  condition  applicant  file  for  modifica- 
tion of  CP  within  60  days.  Adopted  or- 
der to  deny  petition  of  Cushing  Bcstg. 
Co.  of  Feb.  1950  to  continue  for  period 
of  90  days,  oral  argument  scheduled  to 
be  heard  Feb.  6,  1950.  Decision  and 
order  June  26. 

Boston  Radio  Co.  Inc.;  Bunker  Hill 
Bcstg.  Co.  Continental  Television  Corp., 
all  Boston — Announced  final  decision 
and  order  severing  from  consolidated 
proceeding  and  adopting  initial  decision 
as  Commission's  decision  insofar  as  it 
relates  to  applications  of  (1)  Boston 
Radio  Co.  Inc.,  and  (2)  Bunker  Hill 
Bcstg.  Co.  for  new  stations  on  950  kc, 
5  kw  day  and  application  of  Contin- 
ental Television  Corp.,  for  950  kc,  1  kw 
day  and  denied  these  applications  be- 
cause applicants  failed  to  file  excep- 
tions to  initial  decision  and  did  not 
participate  in  oral  argument.  Decision 
June  29. 

Pilgrim  Bcstg.  Co.;  Joseph  Solimene; 
and  Beacon  Bcstg.  Co.  Inc.,  all  Boston 
— Announced  final  decision  to  grant  ap- 
plication of  Pilgrim  Bcstg.  Co.  for  new 
station  on  950  kc,  5  kw  fuUtime  and 
denied  applications  of  Joseph  Solimene 
and  Beacon  Bcstg.  Co.  Inc.  for  same 
facilities.  Pilgrim  grant  is  made  sub- 
ject to  permittee  filing  within  60  days 
for  modification  of  CP.  Comr.  Sterling 
dissented.    Decision  June  29. 

Home  News  Pub.  Co.,  New  Bruns- 
wick, N.  J. — Announced  decision  to 
deny  application  of  Home  News  Pub. 
Co.  for  new  AM  station  on  1230  kc, 


CP  for  approval  ant.  trans,  and  studio 
locations. 

June  27  Applications  .  .  . 

ACCEPTED    FOR  FILING 
Modification  of  CP 

KFRU  Columbia,  Mo.— Mod.  CP  AM 
station  install  new  trans.,  change  studio 
location  etc.  for  extension  of  comple- 
tion date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  KNOB  Long 
Beach,  Calif.;  WRBL-FM  Columbus. 
Ga.;  WEBB-FM  Burlington,  N.  C. 

WTVJ  Miami,  Fla.— Mod.  CP  new 
commercial  TV  station  for  extension 
of  completion  date. 

APPLICATION  DISMISSED 
KAUS     Austin,  Minn.— DISMISSED 
June  23   application  to  change  from 
1480  kc  1  kw  unl.  DA-2  to  1090  kc  10 
kw  unl.  DA-N. 

June  29  Applications  .  .  . 

ACCEPTED   FOR  FILING 
Modification  of  CP 
WEBS  Oak  Park,  HI.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

KOEL  Oelwein,  la.— Mod.  CP  change 
trans,  and  change  studio  location. 

WINS  New  York— Mod.  CP  AM  sta- 
tion to  change  frequency  etc. 
AMENDED  to  extend  completion  date 
to  Sept.  26. 

AM— 1490  kc 
Door    County   Radio    Co.,  Sturgeon 
Bay,  Wis. — CP  new  AM  station  1490  kc 
250  w  unl.    AMENDED  to  request  100 
w  unl. 

License  Renewal 

Request  for  license  renewal  station 
(resubmitted):  KXGN  Glendive,  Mont.; 
WHCC  Waynesville,  N.  C. 

KCVN  Stockton,  Calif.— Request  for 
license  renewal  FM  station. 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exten- 
sion  of   completion   date:  WBCC-FM 
Bethesda,  Md.;  KISS  San  Antonio,  Tex. 
FM— 96.5  mc 

WGH-FM  Newport  News,  Va.— CP  to 
change  ERP  to  36.7  kw,  ant.  to  189  ft. 
License  for  CP 

WGAL-TV    Lancaster,    Pa.— License 
for  CP  new  commercial  TV  station. 
Modification  of  CP 

WLAV-TV  Grand  Rapids,  Mich.— 
Mod.  CP  new  commercial  TV  station 
for  extension  of  completion  date  to 
1-15-51. 

APPLICATION  DISMISSED 
Winchester,     Ky.— Elkhorn  Baptist 
Assn.  DISMISSED  June  26  application 
for  new  AM  station  1450  kc,  250  w  unl. 


250  w  unlimited  at  New  Brunswick. 
Decision  June  29. 

Grand  Haven  Bcstg.  Co.,  Grand 
Haven,  Mich,  and  WMUS  Muskegon, 
Mich. — Announced  final  decision  to 
grant  application  of  Grand  Haven 
Bcstg.  Co.,  for  new  station  on  1490  kc, 
250  w  unlimited  and  denied  application 
of  WMUS  Muskegon  to  change  facili- 
ties to  1490  kc,  250  w  fulltime.  Grant 
is  made  to  Grand  Haven  subject  to  con- 
dition that  permittee  file  for  modifica- 
tion of  CP  within  60  days  from  date 
of  grant. 

Commission  at  same  time  adopted 
memorandimi  opinion  and  order  to 
deny  petition  of  WMUS  requesting 
proposed  decision  in  proceeding  be  set 
aside  and  record  be  reopened  on  larger 
issues.  Comr.  Jones  dissented.  De- 
cision June  28. 

Huntington-Montauk  Bcstg.  Co.  Inc., 
Huntington,  N.  Y.;  Connecticut  Elec- 
tronics Corp.,  Bridgeport  and  Westco 
Bcstg.  Corp.,  White  Plains,  N.  Y.— An- 
nounced final  decision  to  grant  new 
station  to  Huntington-Montauk  Bcstg. 
Co.  Inc.  on  740'  kc  1  kw  day  at  Hunt- 
ington, N.  Y.  and  denied  applications 
of  Westco  Bcstg.  Co.,  White  Plains, 
N.  Y.  and  Conn.  Electronics  Inc., 
Bridgeport  for  same  facilities.  Deci- 
sion June  28. 

Belleville  News  -  Democrat  Belle- 
viUe,  111.,  and  WTMV  E.  St.  Louis,  111.— 
Announced  final  decision  to  grant  ap- 
plication of  Belleville  News-Democrat 
for  new  station  on  1260  kc,  1  kw  un- 
limited, directional  night  at  Belleville, 
111.  and  denied  application  of  WTMV 
E.  St.  Louis  to  change  facilities  to  1260 
kc  1  kw  unlimited,  directional.  De- 
cision June  26. 

Manistee  Radio  Corp.,  Manistee, 
Mich.,  and  Door  County  Bcstg.  Co.  Inc., 
Sturgeon  Bay,  Wis. — Announced  final 
decision  to  grant  application  of  Man- 
istee Radio  Corp.  new  station  on  1340 
kc,  250  w  unlimited  at  Manistee,  Mich, 
and  denied  application  of  Door  County 
Bcstg.  Co.  Inc.,  for  same  facilities  at 
Sturgeon  Bay,  Wis.  Grant  subject  to 
condition  that  Manistee  Radio  file  for 


modification  of  CP  within  60  days. 
Action  taken  by  Commission  en  banc, 
Comr.  Walker  dissenting.  Decision 
June  26. 

OPINIONS   AND  ORDERS 

KTHS  and  Hot  Springs  Bcstg.  Co., 
Hot  Springs,  Ark. — Announced  memo- 
randum opinion  and  order  denying 
petitions  of  KTHS  and  Hot  Springs 
Bcstg.  for  reconsideration  and  rehear- 
ing in  Commissions  decision  April  17, 
denying  their  applications.  Comrs.  Coy 
and  Webster  dissented.    Order  Jime  26. 

Kansas  City  Bcstg.  Co.  Inc.,  Kansas 
City  and  Reorganized  Church  of  Jesus 
Christ  of  Latter  Day  Saints,  Independ- 
ence, Mo. — Commission  by  order,  va- 
cated and  set  aside  initial  decision  to 
deny  application  of  Kansas  City  Bcstg. 
Co.  Inc.  for  new  station  on  1380  kc,  5 
kw  day  at  Kansas  City  and  request  of 
Reorganized  Church  of  Jesus  Christ  for 
same  facilities  at  Independence,  Mo., 
and  remanded  case  to  examiner  pre- 
viously appointed,  for  further  proceed- 
ings.   Order  June  26. 

Patchogue  Bcstg.  Co.,  and  Mid  Island 
Radio  Inc.,  Patchogue,  N.  Y. — Commis- 
sion by  order  denied  petition  of  Pat- 
chogue Bcstg.  Co.,  insofar  as  it  requests 
reopening  of  record  for  limited  purpose 
of  receiving  affidavit  of  M.  Leonard 
Savage,  as  to  qualifications.  Set  aside 
examiner's  initial  decision  to  deny  ap- 
plication for  new  station  by  Patchogue 
Bcstg.  Co.  and  grant  of  application  of 
Mid  Island  Radio  Inc.,  both  for  1580  kc, 
250  w  day.  Ordered  record  reopened 
and  remanded  examiner  previously  ap- 
pointed to  afford  Patchogue  Bcstg. 
opportunity  to  establish  qualifications 
of  Mr.  Savage  and  Mid  Island  to  estab- 
lish qualifications  of  certain  stockhold- 
ers not  established  in  record.  Order 
June  26. 

KOOK  Billings,  Mont. — Announced 
memorandum  opinion  and  order  grant- 
ing application  of  KOOK  for  modifica- 
tion of  CP  to  specify  new  transmitter, 
change  transmitter  site  and  change 
maximum  expected  operating  value  of 

(Continued  on  page  76) 
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radiation  from  proposed  DA  pattern  in 
directions  of  WDAY  Fargo,  N.  D.  and 
KOIN  Portland,  eng.  cond.  Denied 
application  KGHL  Billings,  asking  re- 
consideration of  grant  on  July  28,  1949 
for  KOOK  on  970  kc,  5  kw  fuUtime, 
DA-N.  WDAY  petition  for  reconsider- 
ation of  same  grant  dismissed.  Order 
June  22. 

KFMA  Davenport,  la. — Adopted  or- 
der to  revoke  CP  for  station  KFMA, 
effective  July  21.  Revocation  will  stand 
suspended  until  conclusion  of  hearing 
if  written  application  is  made  to  Com- 
mission on  or  before  July  14.  Order 
June  22. 

Non-Docket  Actions  .  .  . 


AM  GRANTS 

Columbus,  Ind. — Syndicate  Theatres 
Inc.,  granted  new  AM  station  1010  kc, 
250  w  day.  Syndicate  Theatres  Inc., 
is  licensee  FM  station  WCSI  Columbus. 
Granted  June  27. 

Marine  City,  Mich. — Radio  St.  Clair 
Inc.,  granted  new  AM  station  1590  kc, 
1  kw  fulltime,  directional.  Estimated 
construction  cost  $36,858.  Principals 
include:  Jerry  W.  Coughlin,  sole  owner 
Franklin  Dept.  stores,  Detroit,  25.3%; 
Everett  W.  Sawyer,  employe  WJLB 
Detroit,  49.8%  and  Wilma  Drysdale, 
employe  of  Franklin  Dept.  store,  24.9%. 
Granted  June  27. 

Gadsden,  Ala. — Gadsden  Radio  Co. 
granted  new  AM  station  930  kc  1  kw 
fulltime.  Estimated  construction  cost 
$18,000.  Carl  Lee  Graham,  individual 
owner,  is  owner  Graham's  Drug  Store. 
Granted  June  27. 

Pocahontas,  Ark. — Pocahontas  Radio 
Inc.,  1420  kc,  1  kw  day.  Estimated 
construction  cost  $19,281.  Principals  in 
corporation  include:  A.  J.  Baltz,  owner 
Baltz  Implement  Co.,  and  holder  of 
real  estate  and  farming  interests,  pres- 
ident 41%%;  Rufus  D.  Haynes,  doctor 
of  optometry,  vice  president  33^6%; 
Adrian  L.  White,  sales  manager  KDRS 
Paragould,  25%.    Granted  June  27. 

Atlanta,  Tex.  —  Ark-La-Tex  Bcstg. 
Co.,  granted  900  kc,  1  kw  day.  Esti- 
mated construction  cost  $14,321.  Prin- 
cipals include:  Hermann  H.  Wonunack, 
vice  president  Wommack's  Inc.,  men 
and  boys  clothing  store,  85%;  David  A. 
Wommack,  chief  engineer  KTFS  Tex- 
arkana,  Tex.  15%.    Granted  June  27. 

Campbellsville,  Ky. — Taylor  County 
Bcstg.  Co.,  granted  1450  kc,  250  w  un- 
limited. Estimated  construction  cost 
$20,950.  Principals  includ;e:  R.  P. 
Thompson,  owner  and  operator  Walker 
&  Thompson  Drug  store  (Walgreen 
agency),  president  3314%;  Ray  Smith, 
co-owner  Scott  &  Smith  Dept.  store 
(retail  dry  goods),  vice  president 
331^%;  M.  M.  HaU,  medical  doctor, 
secretary-treasurer,  33%%.  Granted 
June  27. 

Winston-Salem,  N.  C.  —  Community 
Bcstg.  Service  Inc.,  granted  980  kc,  1 
kw  day.  Estimated  construction  cost 
$9,700.  Principals  in  corporation  are: 
F.  Roger  Page  Jr.,  president  49%  inter- 
est. Mr.  Page's  business  interests  in 
elude  owner  and  operator  of  tobacco 
and  general  farms,  agent  for  Farm 
Bureau  Mutual  Insurance,  and  dealer 
in  farm  equipment.  Clarence  E.  Leeper, 
radio  announcer,  WPTF  Raleigh  and 
15%  owner  WVOT  Wilson,  N.  C,  vice 


president  49%.  Beatrice  Leeper,  house- 
wife, secretary  1%  and  Rachel  Page, 
housewife,  treasurer  1%.  Granted 
June  27. 

KWED  Seguin,  Tex. — Granted  switch 
in  facilities  from  250  w  day  to  1  kw  day 
on  1580  kc.    Granted  June  27. 

WFNC  Fayetteville,  N.  C.  —  Granted 
switch  in  facilities  from  1450  kc  250  w 
fulltime  to  1390  kc  5  kw  day,  1  kw  night 
DA-2.    Granted  June  27. 

WGTC  Greenville,  N.  C— Granted 
change  in  facilities  from  1490  kc,  250 
w  unlimited  to  1590  kc,  5  kw  day,  1  kw 
night,  DA-N.    Granted  June  27. 

KTBB  Tyler,  Tex. — Granted  switch 
in  facilities  from  600  kc,  500  w  day  to 
600  kc  1  kw  fuUtime,  DA-N.  Granted 
June  22. 

TRANSFER  GRANTS 

WEKR  Fayetteville,  Term. — Granted 
assignment  of  license  in  Elk  River 
Bcstrs.  Inc.,  licensee,  from  A.  D.  Smith 
Jr.  to  John  R.  Crowder  and  James 
Porter  Clark  d/b  as  Fayetteville  Bcstg. 
Co.  for  $37,500.  Mr.  Crowder  is  70% 
owner  WKSR  Pulaski,  Term.,  and  Mr. 
Clark  is  20%  owner.  WEKR  is  assigned 
250  w  fulltime  on  1240  kc.  Granted 
June  27. 

WTWA  Thomson,  Ga.  —  Granted 
transfer  of  control  in  Hickory  Hill 
Bcstg.  Co.,  licensee,  from  Walter  J. 
Brown  to  Edgar  Kobak  for  $10,000.  Mr. 
Kobak  was  formerly  president  of  MBS 
and  is  now  a  business  consultant  as 
weU  as  48.6%  owner  WTWA.  WTWA  is 
assigned  250  w  fuUtime  on  1240  kc. 
Granted  June  27. 

WKNX  Saginaw,  Mich.— Granted  as- 
signment of  license  from  O.  J.  Kelch- 
ner,  William  J.  Edward  and  Howard  H. 
Wolf  d/b  as  Lake  Huron  Bcstg.  Co.,  li- 
censee, to  Lake  Huron  Bcstg.  Corp., 
new  corporation  in  which  original  part- 
ners retain  interest  each.  WKNX  is 
assigned  1210  kc,  1  kw  day.  Granted 
June  27. 

KMLB  and  KMFM  Monroe,  La.— 
Granted  relinquishment  of  control  in 
Liner's  Bcstg.  Station  Inc.,  Ucensee,  by 
Melba  Liner  Gaston,  through  transfer 
of  stock  to  J.  C.  Liner  in  for  $10,000. 
KMLB  is  assigned  1400  kc  5  kw  day,  1 
kw  night  directional.  Granted  June  27. 

WIBS  Santurce,  P.  R. — Granted  as- 
signment of  license  from  Jose  E.  Del 
Valle,  licensee,  to  Radio  Station  WIBS 
Inc.  Principals  in  new  corporation 
include  Mr.  Del  Valle,  president  and 
director  61%;  Adolpho  Garcio  Veve, 
attorney,  13%  and  Provendencia  L.  L. 
Lobet,  farmer,  13%.  Exchange  of  stock 
involved.    Granted  June  27. 

OPERATIONS  SUSPENDED 

KSFT  Trinidad,  Col. — Trinidad  Bcstg. 
Corp.,  granted  authority  to  remain 
silent  for  period  of  thirty  days  pending 
refinancing.    Action  taken  June  27. 

KVOE-FM  Alexandria,  La.— Central 
Louisiana  Bcstg.  Corp.,  granted  author- 
ity to  remain  silent  for  90  days  con- 
cerning continuation  of  service.  In- 
come to  date  has  been  inadequate  to 
support  station.    Action  June  27. 

Deletions  .  .  . 

THREE  AM  and  six  FM  authorizations 
reported  deleted  by  FCC.  Total  since 
Jan.  1:  AM  28;  FM  72;  TV  2.  Deletions 
and  reasons  for  withdrawal  foUow. 

WSBR  Superior,  Wis.— WSBR  Inc. 
License  June  20.  Station  has  been 
operating  at  a  loss  for  past  two  years. 

KGFN  Grass  Valley,  Calif.— Joe  D. 


Carroll.  License  June  20.  Request  of 
licensee. 

WCON  Atlanta,  Ga.  —  Constitution 
Pub.  Co.  CP  June  20.  Merger  with 
WSB. 

WINS-FM  New  York— Crosley  Bcstg. 
Co.  CP  June  20.  Lack  of  interest  in 
FM. 

WEIM-FM  Fitchburg,  Mass.— WEIM 
Fitchburg  Inc.    CP  June  20. 

WMAR-FM  Baltimore,  Md.— A.  S. 
Abell  Co.  License  June  27.  Devote 
energies  to  TV  exclusively. 

WSB-FM  Atlanta,  Ga.— Atlanta  News- 
papers Inc.    License  June  21.  Merger. 

WCPS-FM  Tarboro,  N.  C— Coastal 
Plains  Bcstg.  Co.  Inc.  CP  June  21. 
Lack  of  response  to  FM. 

KFEQ-FM  St.  Joseph,  Mo.— KFEQ 
Inc.    CP  June  21. 

New  Applications  .  .  . 

Aiken,  S.  C. — Interstate  Bcstg.  Co., 
990  kc,  1  kw  day.  Estimated  construc- 
tion cost  $12,000.  Principals  include: 
M.  T.  Landy,  manager  WMVG  Mill- 
edgeville,  Ga.,  and  R.  O.  Hattaway, 
chief  engineer  WMVG.    Filed  June  23. 

Lake  Wales,  Fla. — Imperial  Polk 
Bcstg.  Corp.,  1280  kc,  1  kw  day.  Esti- 
mated construction  cost:  $26,900.  Prin- 
cipals include:  Sarkes  Tarzian  Inc., 
licensee  WTTS  and  WTTV  (TV)  Bloom- 
ington,  Ind.,  49%;  Stephen  W.  Keen, 
vice  president  and  25%  owner  Keen 
Fruit  Corp.  (packers  and  growers), 
10.45%;  Samuel  F.  Laird,  citrus  grower, 
V3  owner  Waleshill  Hotel,  Lake  Wales 
Motors,  Lake  Wales  Appliances  and 
Marco  Island  Inn,  10.45%;  Theodore  J. 
Louden,  retired  lawyer,  7.66%;  G.  Max 
Kimbrel,  radio  engineer,  3.43%;  Boone 
D.  Tillctt,  attorney,  1.43%;  Douglas  B. 
Bullard,  insurance  agency,  1.43%,  plus 
13  additional  minor  stockholders.  Filed 
June  26. 

Chattanooga,  Tenn. — Lookout  Bcstg. 
Co.,  1260  kc,  1  kw  day.  Estimated  con- 
struction cost  $20,901.65.  Principals  in- 
clude: William  F.  Stone,  previously 
chief  accountant  WDXB  Chattanooga, 
25%;  J.  Leslie  Doss,  50%  owner  Gary 
Finance  Co.,  25%;  John  A.  Thompson. 
331^%  owner  Decatur  Development 
Co.,  33'/6%  interest  WEDR  Birming- 
ham, Ala.,  25%;  J.  E.  Reynolds,  man- 
ager WJRD  Tuscaloosa  and  33'^% 
owner  WEDR,  25%.    Filed  June  27. 

FM  APPLICATION 
Ephraim,  Utah — Snow  College,  non- 
commercial educational  FM  station, 
Chan.  205  (88.9  mc),  ERP  10  watts. 
Estimated  construction  cost  $1,300. 
James  A.  Nuttall  is  president  of  Snow 
College.    Filed  June  27. 

TRANSFER  REQUESTS 
KSPA  Santa  Paula,  Calif. — Assign- 
ment of  license  from  Ventura  County 
Radio  Center  Inc.,  licensee  to  Santa 
Paula  Bcstrs.  Inc.  for  $21,000  plus. 
Principals  in  Santa  Paula  Bcstrs.  in- 
clude: C.  Harvey  Haas,  transmitter 
supervisor  KFSG  (AM)  and  KKLA-FM 
Los  Angeles,  Echo  Park  Evangelistic 
Assn.,  president  33%%;  James  C.  Kemp 
and  Donald  W.  Kemp,  co-partners  in 
Kemp  Bros.  Gen.  Contractors,  each 
16%%;  Benjamin  C.  Brown,  radio  en- 
gineer KFSG,  33%%.  KSPA  is  assigned 
250  w  fulltime  on  1400  kc.  Filed  June 
22. 

WCNU  Crestview  Fla. — Assignment 
of  license  from  Cyril  W.  Reddoch,  John 
B.  McCrary  and  D.  G.  O'Neal  d/b  as 
Gulf  Shores  Bcstg.  Co.  to  D.  Grady 
O'Neal  and  H.  French  Brown  d/b  as 
Gulf  Shores  Bcstg.  Co.  for  $52,000.  Mr. 
O'Neal  and  Mr.  French  (retired)  wiU 
be  equal  partners.  Mr.  Reddock  and 
Mr.  McCrary  withdraw  to  devote  more 
time  to  other  interests.  WCNU  is  as- 
signed 1  kw  day  on  1010  kc.  Filed 
June  22. 

WOAK  (FM)  Chicago— Transfer  of 
control  in  permittee  corporation  Gale 
Bcstg.  Co.  Inc.,  from  Harry  L.  Brown 
to  Bernard  Jacobs.  Transfer  took  place 
Feb.  20  and  as  control  remained  with 
Jacobs  family,  applicant  did  not  think 
it  necessary  to  file  for  transfer  with 
FCC.  Bernard  and  Lester  Jacobs  pres- 
ently hold  all  stock  in  WOAK.  WOAK 
is  assigned  Chan.  290  (105.9  mc).  Filed 
June  23. 

WLBE  Eustis,  Fla.— Transfer  of  80% 
stock  in  WLBE  Inc.,  licensee,  from 
Paul  Hunter  to  his  wife  Eleanor  Hunter. 
Mrs.  Hunter  has  acted  as  general  man- 
ager of  WLBE  and  in  division  of  assets 
with  Paul  Hunter,  selected  and  was 
granted  stock  of  station.  Transfer  is 
desirable  because  of  illness  of  Mr. 
Hunter.  WLBE  is  assigned  790  kc  with 
1  kw  unlimited  DA.    Filed  June  26. 

WOIC  (TV)  Washington — Assignment 
of  license  from  General  Teleradio  to 
WTOP  Inc.  for  $1,400,000  (TELECAST- 
ING, June  26;  also  see  story  this  issue). 
Filed  Jime  28. 

WEVE  Eveleth,  Minn.;  WDSM 
Superior,  Wis. — Transfer  of  control 
in  Ridson  Inc.,  licensee,  to  Northwest 
Publications    Inc.    All    transferors  in 


STOCKING  SALE 

Brings  WSAL  Large  Contract 


WHEN  a  department  store  con- 
tracted with  WSAL  Logansport, 
Ind.,  for  a  "huge"  segment  of  time 
to  advertise  its  wares,  the  agree- 
ment was  climactic  proof  of  the 
store's  belief  in  radio's  effective- 
ness as  a  selling  medium. 

The  story  began  last  October 
when  WSAL  representatives  visited 
the  Olsen  Department  Store,  hop- 
ing to  find  something  that  could 
be  used  as  a  "traffic  item"  idea. 
Olsen's  88-cent  stockings  were  se- 
lected. At  the  same  time,  a  check 
with    the    stocking  department's 


Contract  for  time  on   WSAL  is 
coynpleted  by  Mr.  Jacobsen  (seated) 
as  Mr.  Jordan  (I)  and  Mr.  Sear- 
foss   smile  approval. 


*    *  * 

buyer  disclosed  that  Olsen's  sales 
were  averaging  about  350  pairs  per 
week  on  the  88-cent  stockings. 

WSAL  Manager  Joe  Jordan  had 
several  "production"  transcribed 
spots  prepared  and  Olsen's  Man- 
ager M.  F.  Jacobsen  decided  to  give 
them  a  try,  taking  a  two  month 
contract,  six  spots  daily.  Sales  on 
the  hose  jumped  from  350  pair  per 
week  to  1,000  pair  weekly,  accord- 
ing to  Willis  Searfoss,  WSAL's 
commercial  manager.  The  depart- 
ment store  now  sponsors  on  WSAL 
Knox  Manning's  Monday  -  Friday 
Behind  the  Scenes,  a  daily  tran- 
scribed five-minute  show;  Ann 
Ginn's  Monday-Friday  live  pro- 
gram Listen  Ladies;  two  weekly 
half-hour  transcribed  programs, 
in  addition  to  54  spots  and  18  sta- 
tion breaks. 


Ridson  Inc.,  are  either  directors  or 
ofiBcers  in  Northwest  Publications  and 
because  of  increased  responsibilities  in 
newspaper  business,  they  desire  to 
liquidate  financial  investment  through 
transfer.  Consideration  $84,000.  WEVE 
is  assigned  250  w  fulltime  on  1340  kc; 
WDSM  is  assigned  250  w  fulltime  on 
1230  kc.  Filed  June  19. 

We     don't     sell  "time"! 
We  USE  time  to  increase 
J    your     sales     and  profits. 

;  WGRD  "'MiiS"" 

I      "The  People's  Station"  i 


WSYH 


the  Only  COMPLETE 
Broadcast  Institution 

in 

Central  New  York 


ACUSE 
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NBC  Affiliate  in  Central  New  York 
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Cover  to  Cover' 


ipDITOR,  Broadcasting: 

.  .  .  Broadcasting  is  one  of  the 
I  few  trade  papers  I  read  from' 
ipover  to  cover  every  week.  .  .  . 

Harry  Schroeter 
Director  of  Media 
National  Biscuit  Co. 
New  York 


'Vital'  in  Work 

EDITOR,  Broadcasting: 

All  of  us  at  Ambro  find  that 
(Broadcasting  serves  a  very  vital 
jpart  in  our  daily  work.  We  all 
llook  forward  to  each  weekly  edi- 
jtion. 

Eileen  Gould, 

Media  Director 

Ambro  Advertising  Agency 

Cedar  Rapids,  Iowa 


'Fair  and  Accurate' 

EDITOR,  BROADCASTING: 

I  want  to  let  you  know  how  sat- 
isfied we  have  been  with  our  rela- 
tionship with  your  book.  ...  I 
have  found  that  you  have  been  fair 
iand  accurate  in  the  treatment  ac- 
corded Pulse  data  and  releases.  .  .  . 

Sydney  Roslow 
Director 
The  Pulse  Inc. 
New  York 


open  mike 


[Cites  News  Coverage 

jEDITOR,  Broadcasting: 

...  The  magazine  is  doing  an 
(excellent  job  of  publishing  all  the 
'imatters  of  interest  to  broadcasters 
;and  telecasters.  I  have  no  com- 
[plaints  or  suggestions  and  I  seize 
Ion  it  the  minute  it  arrives  to  read 
iit  from  cover  to  cover  .  .  . 

Mrs.  A.  Scott  Bullitt 
KING  Seattle 


Sent  3,500  Reprints 

EDITOR,  Broadcasting: 

.  .  .  The  enclosed  reprints  show 
how  we  merchandised  an  article 
which  appeared  in  your  Feb.  27, 
1950  issue  .  .  . 

We  recently  mailed  3,500  of  these 
reprints  (four  page  brochure)  to 
the  Allis-Chalmers  sales  people  all 
jOver  the  United  States — including 
I  every  dealer  and  company  sales- 
|man.   We  feel  that  this  type  of 
'promotion   direct  to   dealer^  and 
I  salesmen  will  enlist  their  continued 
support  of  radio  advertising — par- 
'ticularly  on  the  National  Farm  and 
Home  Hour  which  is  sponsored  by 
the  Tractor  Division  of  the  Allis- 
Chalmers  Mfg.  Co.  on  every  NBC 


station  in  the  nation  .  .  . 

Needless  to  say,  we  were  most 
appreciative  of  .  .  .  efforts  on 
behalf  of  the  National  Farm  and 
Home  Hour. 

Gerald  L.  Seaman 

Radio  Executive 

Bert  S.  Gittins  Advertising 

Milwaukee 


'Sweet  Nostalgia' 

EDITOR,  Broadcasting: 

It  was  a  welcome  relief  to  come 
across  Charlie  Warren's  article, 
"The  Good  Old  Days"  in  .  .  .  our 
mag  [Broadcasting,  June  19].  I'll 
bet  you'll  get  a  lot  of  fine  comments 
on  the  relief  provided  by  Charlie  in 
his  reminiscent  piece. 

Dallas  Wyant 
Promotion  Mgr. 
WOAI  San  Antonio 


EDITOR,  Broadcasting: 

Sweet  nostalgia!  What  mem- 
ories Charles  Warren  stirred  with 
"The  Good  Old  Days."  The  old- 
timers  in  this  precise  exacting  in- 
dustry are  prone  to  forget  the  fun 
we  had  back  in  that  jack-of -all- 
trades  era  of  carbons  and  crystals. 
Radio  was  exhilarating  in  the  Roar- 
ing '20s.  The  seven  members  of 
the  KOIN  Twenty  Year  Club  salute 
Mr.  Warren  for  a  delightful  flash- 
back to  "The  Good  Old  Days." 

Arthur  R.  Kirkham 
Vice  President 
KOIN  Portland,  Ore. 


Explains  Skiatron  Unit 

EDITOR,  Broadcasting: 

I  have  just  seen  .  .  .  Broad- 
casting [June  19,  1950],  page  52, 
article  headed  "Box  Office  TV- 
Skiatron  Proposal  Filed,  Rivals 
Phonevision." 

It  is  apparent  to  us  that  Comdr. 
E.  F.  McDonald  Jr.,  president  of 
Zenith  Radio  Corp.,  in  his  state- 
ment on  the  relative  merits  of 
Phonevision  and  Subscriber- Vision, 
betrays  a  lack  of  proper  under- 
standing of  the  Skiatron  Sub- 
scriber-Vision system. 

Although  we  do  not  want  to 
indulge  in  premature  exploitation 
of  Subscriber-Vision  and  recognize 
the  commercialization  of  the  sys- 
tem hinges  upon  future  approval 
by  the  FCC,  we  do  believe  that 
the  issue  between  Zenith's  Phone- 
vision and  our  Subscriber- Vision 
will  ultimately  be  resolved  by  the 
public  itself,  and  that  our  unique 
type  of  subscriber  television  will 
take  its  place  as  the  preferred  sys- 
tem in  the  industry. 

We  would  like  to  make  the  fol- 


lowing points  in  reply  to  Comdr. 
McDonald's  observations: 

1.  Subscriber-Vision  will  be  far  less 
expensive  precisely  because  of  the 
elimination  of  costly  phone  wire  facil- 
ities. 

2.  In  addition,  subscribers  need  not 
pay  in  advance.  On  the  contrary, 
the  key  pattern  for  a  given  program 
can  be  sold  up  to  the  last  minute 
through  chain  retailers,  such  as  cigar 
stores,  drug  and  department  stores. 

3.  For  regular  subscribers,  the 
well-known  punch-card  system  of 
IBM  could  be  used,  enabling  the 
viewer  to  exercise  choice  by  desig- 
nating on  the  card  the  features  he 
desires  to  view  and  returnitig  the 
card  to  the  Subscriber-Vision  office. 
He  would  therefore  be  billed  only 
for  the  actual  programs  seen  and 
would  not,  as  Comdr.  McDonald  mis- 
takenly contends,  be  subject  to  a 
blanket  charge  like  that  imposed  on 
British  TV  set  owners.  In  fact,  he 
could  make  his  selections  up  to  the 
last  minute  by  supplementing  his 
subscription  by  the  purchase  of 
sealed  key  patterns  at  his  neighbor- 
hood store. 

4.  Marketing  data  derived  from  the 
punch  cards  would  be  the  most  ac- 
curate method  yet  devised  of  ascer- 
taining the  preferences  of  the  tele- 
vision audience  in  motion  pictures 
and  would  provide  the  film  companies 
and  exhibitors  with  extremely  valu- 
able guides  as  to  what  type  of 
entertainment  would  be  most  popular 
for  future  release  .  .  . 

Arthur  Levey 
President 
Skiatron  Corp. 
New  York 


A  'BLOOPERT'? 

KRNT  Conducts  Novel  Contest 


SUCCESSFUL  promotion  of  a  con- 
test built  around  a  word  created  by 
Disc  Jockey  Don  Bell  has  been  re- 
ported by  KRNT  Des  Moines. 

Several  months  ago,  Mr.  Bell  in- 
troduced listeners  to  the  word 
"bloopert,"  on  his  moring  program, 
the  Don  Bell  Show.  He  described 
the  word  as  "something  that  could 
be  anything  or  nothing."  Object 
of  the  contest  was  to  produce  the 
nearest  "nothing  to  be  something," 
to  most  accurately  fit  the  bloopert. 

Winner  of  a  jackpot  of  prizes, 
including  a  two-weeks  Minnesota 
vacation,  was  Mrs.  Robert  H.  Moore 
of  Des  Moines.  Her  contribution, 
selected  as  the  most  nondescript, 
nearest  nothing,  was  shaped  from 
modeling  clay  to  resemble  a  cartoon 
movie's  version  of  a  medium's 
ectoplasm.  Promotion  Manager  Joe 
G.  Hudgens  said  the  contest  re- 
ceived heavy  promotion,  including 
spot  announcements,  featuring  of 
"Bloopert  Specials"  on  restaurant 
and  soda  fountain  menus,  ads  in  the 
Des  Moines  Register  and  Tribune, 
KRNT  owner,  and  a  downtown 
window  display. 


1090  KG  CASE 

FCC  Denies  Reconsideration 

RECONSIDERATION  of  the 
1090  kc  Hot  Springs-West  Mem- 
phis, Ark.,  case  was  denied  by  the 
FCC  majority  last  week  on 
grounds  it  had  fully  considered  all 
facts  in  its  final  decision. 

Review  had  been  requested  by 
KTHS  Hot  Springs  and  Hot 
Springs  Broadcasting  Co.,  whose  re- 
spective applications  had  been  de- 
nied by  the  Commission  on  grounds 
they  violated  the  spirit  of  the 
North  American  Regional  Broad- 
casting Agreement,  in  effect  at  the 
time  of  hearing  [Broadcasting, 
April  17]. 

Radio  Broadcasting  Inc.,  KTHS 
licensee,  sought  to  move  KTHS  to 
West  Memphis,  increase  its  power 
on  1090  kc  from  10  kw  day,  1  kw 
night  to  50  kw  day,  25  kw  night, 
and  replace  the  Hot  Springs  serv- 
ice with  a  new  outlet  under  the 
same  ownership  on  550  kc  with  5 
kw  day,  1  kw  night.  Hot  Springs 
Broadcasting  sought  a  new  sta- 
tion at  Hot  Springs  on  1090  kc 
with  50  kw  fulltime. 

Radio  Broadcasting  petitioned 
for  reconsideration  of  its  two  bids 
on  the  ground  grants  were  proper 
in  view  of  the  advantages  to  be 
gained  by  the  service  which  would 
be  provided  to  the  areas  involved. 
Comrs.  Wayne  Coy  and  E.  M. 
Webster  dissented  from  the  ma- 
jority and  voted  to  grant  this  re- 
quest and  deny  the  Hot  Springs 
Broadcasting  petition.  Comrs. 
Robert  F.  Jones  and  Frieda  B. 
Hennock  did  not  participate. 

The  maiority  also  denied  Radio 
Broadcasting's  request  that  the 
KTHS  bid  be  granted  for  1090  kc 
on  condition  it  promptlv  file  an 
application  specifying  Little  Rock 
as  its  site.  FCC  said  this  had  pre- 
viously been  denied  in  1947. 


TO  allow  for  more  acoustically  per- 
fect conditions,  KJCK  Junction  City, 
Kan.,  has  remodeled  its  studios.  Work 
was  directed  by  Chief  Engineer 
Richard  Meek.  Control  room  equip- 
ment has  been  increased  to  accom- 
modate tape  recorders  and  micro- 
groove  equipment. 

ISfL 


RESULTS? 

THAT'S  us 

C  HN  S 

HALIFAX     NOVA  SCOTIA 
Maritimet  Busiest  Station 
5000  WAHS-NOW! 

Interested?  Ask 
JOS.  WEED  &  CO. 
350  Madison  Ave.,  New  York 


FOR 


INCREASED    SPOT  BILLINGS 
contact 

JOSEPH  HERSKEY  McGILLVRA.  INC. 

366  Viodison  Avenue,  New  York 
A\urray  Hll!  -  2-8755 
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Closed  Circuit 


...at  deadline 


PRESENT  BELL  TV  RELAYS 
ADEQUATE,  SAYS  HEDGES 

BELL  SYSTEM  intercity  TV  relay  facilities 
termed  "entirely  adequate"  for  present  NBC 
needs  by  William  S.  Hedges,  NBC  vice 
president  in  charge  of  integrated  services,  at 
conclusion  Friday  morning  of  FCC's  hearing- 
on  interconnection  issue  involving  Western 
Union  and  AT&T.  Like  other  broadcasters, 
however,  he  favored  interconnection  if  ad- 
vantages were  sufficient  (early  storv  page 
56). 

Possible  need  for  added  facilities  was  cited 
in  certain  areas  w'here  channels  are  allocated, 
such  as  Columbus-Cincinnati,  or  where  round- 
robin  operation  might  be  desirable,  such  as 
Syracuse-Rochester  and  Pittsburgh-Cleveland- 
Toledo-Cincinnati.  Mr.  Hedges  said  in  1948 
there  was  big  need  for  added  channels  which 
WU  could  have  filled.  Same  needs  might  re- 
occur, he  conceded. 

KING  QUITS  ASSOCIATION 

KING  Seattle  resigned  Friday  from  Wash- 
ington State  Assn.  of  Broadcasters  in  protest 
against  action  of  WSAB  board  committing 
association  to  participate  on  behalf  of  Bruce 
Bartley,  owner  of  KBRO  Bremerton,  in  suit 
against  Seattle  School  Board.  Suit  involves 
school  board's  right  to  grant  to  KING-AM- 
FM-TV  Seattle  exclusive  rights  to  all  Seattle 
high  school  athletic  events  in  1950-51.  Mr. 
Bartley,  counsel  WSAB,  filed  action  in  own 
name.  State  Superior  Court  heard  arguments 
Thursday.  Judge  Theodore  Turner  said  he 
would  announce  decision  in  few  days. 

SAFETY,  SERVICES  BUREAU 
REORGANIZED  BY  FCC 

SECOND  phase  of  FCC's  functional  re- 
organization of  staff  reported  Friday  with 
establishment  of  new  Safety  &  Special  Radio 
Services  Bureau  in  charge  of  Edwin  L. 
White,  chief  of  Aviation  Division,  Bureau  of 
Engineering.  New  bureau,  effective  July  31, 
to  include  Office  of  Chief  plus  Aviation, 
Marine,  State-Local  Government  and  Ama- 
teur, Industry  and  Commerce,  and  Authoriz- 
ation Analysis  Divisions.  Reorganization  of 
broadcast  and  field  engineering-monitoring 
groups  now  under  study. 

Jack  Werner,  assistant  chief  of  Common 
Carrier  Bureau,  first  new  bureau  formed 
under  Commission  reorganization  [Broad- 
casting, March  1.3],  Friday  appointed  chief 
to  succeed  Harold  J.  Cohen,  resigned  [Broad- 
casting, June  12].  Curtis  W.  Bushnell,  chief 
of  Telephone  Division,  named  assistant  chief 
of  bureau.  Mr.  White  has  been  with  FCC  and 
former  Federal  Radio  Commission  since  1930. 

PTA  PICKS  CHILD  FARE 

LIST  of  radio  and  television  programs  con- 
sidered "suitable  for  children"  released  by 
National  Congress  of  Parents  &  Teachers. 
Evaluations  were  made  by  a  jury  of  12 
headed  by  Thomas  D.  Rishworth,  of  Austin, 
Tex.,  NCPT  radio-television  director  and  di- 
rector of  U.  of  Texas  Rc^dio  House.  Selections 
published  in  current  issue  of  National  Parent- 
Teacher.    List  may  be  expanded  later. 


RETAIL  SALES  MOUNTING, 
CENSUS  DATA  INDICATE 

SALES  of  retail  stores  increased  from  $319 
to  $893  per  person  from  1939  to  1948,  ac- 
cording to  summary  of  Census  of  Business 
made  public  July  2  by  Roy  V.  Peel,  Census 
Bureau  director.  This  amounted  to  210% 
dollar-volume  increase,  or  from  $42  billion  in 
1939  to  $131  billion  in  1948. 

Nearly  half  (47'7<-)  of  dollar  volume  in  re- 
tail trade  in  1948  accounted  for  by  seven 
states — New  York,  California,  Pennsylvania^ 
Illinois,  Ohio,  T€xas  and  Massachusetts.  New 
York  was  first  with  11.2%  of  all  U.  S.  retail 
trade  dollars. 

BAR  ROBERTS  TESTIMONY, 
FCC  AGAIN  URGED 

RENEWED  demand  that  FCC  "repudiate" 
testimony  of  its  "star"  witness,  Clete 
Roberts,  in  hearings  on  news  policies  of  G.  A. 
(Dick)  Richards  urged  Friday  by  Reps. 
Anthony  F.  Tauriello  (D-N.  Y.),  Hugh  J. 
Addonizio,  (D-N.  J.)  and  Peter  Ridino  Jr., 
(D-N.  J.)    [Broadcasting,  June  26]. 

Second  letter  sent  in  response  to  FCC 
Chairman  Wayne  Coy's  reply,  divulged  Fri- 
day, that  Commission  is  "in  no  position"  now 
to  determine  whether  Roberts  testimony 
"should  be  accepted  or  repudiated."  Chair- 
man Coy  assured  Congi-essmen  stations  will 
have  "adequate  opportunity  to  argue  credi- 
bility" of  Mr.  Roberts'  testimony  and  that  pro- 
cedure is  "consistent  with  requirements  of 
the  Administrative  Procedure  Act." 

NBC  TO  BACK  SHOW 

NBC  officially  announced  Friday  it  would 
back  Broadway  production  of  "Call  Me 
Madam,"  musical  starring  Ethel  Merman 
with  music  by  Irving  Berlin,  book  by  Lindsay 
&  Crouse,  directed  by  George  Abbott,  in  re- 
turn for  rights  for  radio,  television  and  re- 
cordings of  original  cast.  Although  amount 
not  disclosed,  NBC  understood  to  be  pro- 
viding $200,000  in  first  instance  of  network 
acting  as  "angel"  for  Broadway  show.  "Call 
Me  Madam"  will  open  in  mid-October. 

TWO  LEVER  TELECASTS 

LEVER  BROTHERS  will  sponsor  telecast 
of  Big  Town,  Thurs.,  9:30-10  p.m.,  and  Luj: 
Video  Theatre,  Mon.,  8-8:30  p.m.,  on  CBS-TV. 
Ruthrauff  &  Ryan  will  handle  Big  Town  and 
latter  program  will  be  produced  by  J.  Walter 
Thompson  Co. 

LUCKIES  VIDEO  TEST 

AMERICAN  TOBACCO  CO.,  New  York,  will 
test  video  version  of  its  Hit  Parade  radio 
series  for  Lucky  Strike  cigarettes  with  four 
experimental  broadcasts  on  NBC-TV  network 
this  summer,  looking  to  regular  TV  series  in 
fall.  BBDO,  New  York,  is  agency. 

KITO  SOLD  TO  WALL  GROUP 

APPLICATION  for  sale  of  KITO  San 
Bernardino,  Calif.,  for  $143,000  from  group 
including  ex-Gov.  John  J.  Dempsey  (N.  M.) 
to  group  including  H.  G.  Wall,  former  75% 
owner  WIBC  Indianapolis  and  once  holder  of 
37.5%  of  WDSU  New  Orleans,  accepted  for 
filing  by  FCC  Friday.  KITO  5  kw  fuUtime  on 
1290  kc,  directional;  ABC  affiliate. 


( Continued  from  page  U ) 

quirement  *  f or  BAB  benefits  have  been  dis- 
pelled. 

SOME  ardent  BAB  adherents  foresee  $500,000 
and  upward  budget  and  accept  partial 
separation  from  NAB  only  as  interim  con- 
cession to  bring  about  complete  severance. 

BLANEY  HARRIS,  supervisor  of  radio  and 
TV  programming  for  Doherty,  Clifford  & 
Shenfield,  New  York,  slated  to  join  WOR 
New  York  as  program  manager  in  direct 
charge  of  creative  radio  programming.  Will 
report  to  Julius  F.  Seebach  Jr.,  WOR  vice 
president  and  program  director. 

WTOB  Winston-Salem,  expected  to  affiliate 
with  CBS  prior  to  start  of  fall  season.  Sta- 
tion, operated  by  James  W.  Coan  and  John 
G.  Johnson,  general  manager,  has  been  on 
air  since  1947  as  daytimer  and  is  now  in- 
stalling fuUtime  1  kw  outlet  on  1380  kc. 

LEVER  BROTHERS  (Lifebuoy  soap), 
through  SSC&B,  New  York,  preparing  eight- 
week  spot  announcement  campiiign,  starting 
July  10  in  16  markets. 

PURE  OIL  Co.,  Chicago,  considering  sponsor- 
ship of  Who  Said  That?,  NBC-TV  co-op,  in 
dozen  markets  on  Monday,  9:30-10  p.m. 
(CDT).  Agency,  Leo  Burnett,  Chicago. 

THOUGH  NAB  headquarters  is  only  in  first 
stage  of  setting  up  three  committees  to  re- 
place former  10-committee  structure,  it's 
known  Ben  Strouse,  WWDC-AM-FM-Transit 
Washington,  will  head  PM  Committee.  He's 
NAB  director-at-large  for  FM. 

PUBLICATION  by  Counterattack  of  its  re- 
port on  Communists'  influence  in  radio  and 
TV  [Broadcasting,  June  26]  has  aroused 
more  than  cursory  interest  among  networks 
and  stations.  Outbreak  of  Korean  conflict, 
which  coincided  with  Counterattack  publica- 
tion naming  names,  has  placed  network 
management  on  alert,  it's  understood. 

WITH  REPORTED  half-dozen  sponsors  in- 
terested in  buying  Ransom  Sherman  on  NBC- 
TV  this  summer  in  slot  vacated  by  Kukla, 
Fran  &  Ollie  (five-a-week,  6-6:30  p.m.  CDT). 
NBC  planning  to  extend  show  to  hour  daily 
next  fall.  It  will  probably  be  afternoon 
feature. 

NAB  BOARD  to  "draft"  Don  Petty,  who  re- 
signed as  legal  counsel,  likely  to  result  in 
compromise  by  which  attorney  will  complete 
pending  association  projects  and  serve  till 
end  of  year. 

MORSE  INTERNATIONAL,  New  York,  has' 
recommended  radio  for  Vlck  Chemical. 
Definite  decision  expected  late  this  week. 

ABC  PAYING  fat  fee  to  internationally 
known  Chicago  industrial  designer  for  recom- 
mendations on  design  and  location  of  new 
mid-west  TV  site.  Quarters  in  Civic  Opera 
Bldg.  are  cramped.  ABC  also  leases  space 
from  NBC  in  latter's  Merchandise  Mart 
headquarters.  There  is  talk  of  leasing  spact 
in  building  to  be  built  on  North  Michigan. 
Ave. 

PRENTICE  NAMED  BY  GF 

ROBERT  PRENTICE  appointed  associate 
sales  and  advertising  manager  of  General 
Foods  Calumet  Division. 
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A  Top-Flight 
Buying  Market 
of  the  Nation 

Month  old  U.  S.  Census  of  Business 
figures  firmly  establish  the  tremendous 
buying  record  of  the  Worcester  Market. 


uymg  Power  places 
Worcester  County  20th  in  the  nation 
in  value  added  by  manufacture 
($534,227,000)  with  1,334  industrial 
establishments  paying  salaries  and  wages 
of  $324,023,000. 
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The  Audience  in 
This  Primary  Market 

WTAG's  Total  Weekly  Family 
Audience  DAYTIME  (BMB  Station 
Audience  Report  Spring  1949) 
totals  136,570  families,  113% 
greater  than  the  closest  second 
station. 

Copyright  1950  Sales  Managemenf,  further 
tproduction  not  licensed. 


radio  stations  everywhere 


but  only  one 


In  your  search  for  radio  results,  take  a  long 
look  at  WSM,  the  station  with  power  to  cover 

its  market  and  programming  persuasiveness  to  turn  coverage  into 
listeners.  And  for  convincing  evidence  of  WSM's  unique  program 
and  talent  potential,  focus  on  this  fact  —  in  addition  to  regular  sta- 
tion business,  WSM  is  currently  originating  sixteen  network  programs 
weekly.  Do  you  know  of  another  station  anywhere  with  the  quality 
and  quantity  of  talent  to  do  that  kind  of  job?  Want  more  facts? 
Ask  Irving  Waugh  or  any  Petry  man. 


CLEAR  CHANNEL 
50,000  WATTS 

HARRY  STONE 
General  Manager 

IRVING  WAUGH 

Commercial  Manager 

EDWARD  PETRY  &  CO. 
National  Represenlalive 
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WLEE 


IN  mCUMOND  GOES  TO 


Before  this  month  is  out,  WLEE  will  be  broadcasting  at  5000 
watts.  That  means  thousands  and  thousands  more  listeners  for 
our  advertisers.  That  means  more  value  for  every  advertising 
dollar  you  spend  on  WLEE.  Rates  will  soon  go  up.  Buy  WLEE 
now,  at  our  present  rates  —  now  a  bigger  bargain  than  ever. 
Get  the  whole  story  from  your  Forjoe  man. 


WATTS 


TOM  TINSLEY,  PresiVienf       ■       IRVIN  G.  ABELOFF,  General  Alanoger       ■       FORJOE  &  CO.,  Represenfaf/Ves 
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TELEVISION  IN  THE  WHAS  TRADITION 


"WHAS'TV  News 


WHAS-TV  offers  the  top  news  show  in  Louisville, 
featuring  the  city's  first  and  only  TV  newsreel. 
Each  day  WHAS-TV  cameramen  cover  the  top 
news  stories  in  the  Louisville  area,  and  the  films 
they  take  are  processed  for  showing  the  same  night. 
The  result  is  lively  and  timely  local  coverage 
.  .  .  "Today's  News  Today". 

In  addition  to  local  film  highlights  and  guest 
appearances,  a  complete  local,  national  and 
international  round-up  is  presented  by  WHAS 
News  Director  Dick  Oberlin  and  Pete  French, 
Kentuckiana's  two  best  known  newscasters. 

The  show  is  the  work  of  the  same  outstanding 
news  staff  (now  expanded)  that  in  1949  was  voted 
the  best  newsroom  in  broadcasting  by  the 
National  Association  of  Radio  News  Directors. 


News  Direcfor 
DICK  OBERLIN 


Newscos/er 
PETE  FRENCH 


A  Basic  CBS  Affiliate  .  .  . 

and  the  Cable  is  coming  in  October 


WHAS-TV 


VICTOR  A.  SHOLIS,  OUeOot       •       NEIL  D.  CLINE,  So/es  Direc/or 
REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  AND  CO.    •    ASSOCIATED  WITH  THE   COURIER-JOURNAL  &  LOUISVILLE  TIMES 


ALBANY-SCHENECTADY-TROY 

50,000  WATTS 


takes  pleasure  in  announcing 
the  appointment  of 


WEED 


and 

cownpany 


NEW  YORK      •      BOSTON      •      CHICAGO      •  ATLANTA 
DETROIT      •      HOLLYWOOD      •      SAN  FRANCISCO 


as  NATIONAL  ADVERTISING  REPRESENTATIVES 

effective 
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REPORTS,  still  unverified,  are  that  RCA  will 
shortly  uncork  new  simplex  adapter  to  convert 
black-and-white  sets  for  color  reception  in  ad- 
dition to  doubling  number  of  dots  in  dot- 
sequential  tube  with  quadrupling  of  brilliance 
and  improved  fidelity. 

APPLICATION  will  be  filed  this  week  with 
FCC  for  transfer  of  KFWB  Hollywood  from 
Warner  Bros,  to  new  company  controlled  by 
Harry  Maizlish,  for  past  14  years  station's  gen- 
eral manager.  Price  is  $350,000.  Minority 
stockholder  will  be  Schine  motion  picture  and 
hotel  interests  which  now  own  WPTR  Albany, 
N.  Y. 

FUNCTIONAL  realignment  of  FCC,  which 
passed  through  second  of  four  phases  within 
past  10  days,  now  approaches  its  most  signif- 
icant and  controversial  aspect — creation  of 
Broadcast  Bureau.  Sentiment  appears  divided 
and  it  may  be  months  before  that  job  is  com- 
pleted. Decision  may  be  to  leave  that  unit 
as  is.  Fourth  phase — field  engineering-moni- 
toring— regarded  as  practically  automatic. 

NEATEST  JOB  of  table-turning  to  hit  Wash- 
ington officialdom  in  many-a-year  is  epitomized 
by  Senator  William  H.  Benton  (D-Conn.), 
author  of  resolution  to  give  Voice  of  America 
international  right-of-way.  Five  years  ago, 
when  he  was  Assistant  Secretary  of  State  for 
public  affairs,  he  collided  with  Senatorial  stone- 
wall in  effort  to  put  over  his  counter-propa- 
ganda program  and  was  perhaps  most  har- 
assed official  in  Washington.  Today,  sitting 
on  ether  side  of  table,  he's  darling  of  all,  and 
on  threshold  of  achieving  erstwhile  impos- 
sible, with  White  House,  Senate  and  industry 
blessing. 

FROM  usually  authoritative  official  sources 
comes  this  appraisal  of  TV's  profit  and  loss 
outlook:  In  1949  eight  stations  were  in  black 
ink,  using  recognized  bookkeeping  methods. 
Currently,  roughly  two  dozen  are  earning  re- 
turns. By  end  of  year,  substantially  half  of 
106  stations  now  in  operation  should  be  show- 
ing profits. 

STREET  &  SMITH  to  use  10-day  test  spot 
campaign  on  three  stations  in  each  of  eight 
markets  starting  July  21.  Spots  in  behalf  of 
magazines  Charm,  Mademoiselle  and  Living. 
Peck  Adv.,  New  York,  is  agency. 

PRACTICING  his  chosen  role  of  supei'-sales- 
man,  Chairman  Niles  Trammell  of  NBC  in 
Detroit  last  Thursday  sold  Chrysler  DeSoto 
Division  TV  version  of  Groucho  Marx  program 
8  to  8:30  p.m.  Thursday  to  begin  Oct.  5. 
DeSoto  already  sponsors  AM  show.  Program 
will  be  filmed  (not  kinescoped)  in  Hollywood 
and  edited  to  half-hour  program.  Agency, 
which  got  pitch  along  with  client  at  special 
luncheon,  is  BBDO. 

LETTING  down  of  hair  in  re  baseball  telecasts 
slated  Tuesday  when  National  and  American 

(Continued  on  pa^fe  78) 
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July  11-14:    First    Advertising    Agency  Group, 
Hotel  Lafayette,  Long  Beach,  Calif. 

July  27-28:  NAB  Board  BAB  Advisory  Commit- 
tee, NAB  Hdqrs.,  Washington. 

Aug.  10-13:  AFRA  Convention,  Sheraton  Hotel, 
Chicago. 

(Other  Upcomings  on  page  20) 

Bulletins 

WGIG  Brunswick,  Ga.,  will  become  an  ABC 
affiliate,  effective  Aug.  1.  Robert  C.  Moran  is 
general  manager  of  1  kw  station  on  1440  kc. 

TRUMAN  TO  SUBMIT  PLAN 
FOR  EXPANDED  'VOICE' 

PRESIDENT  TRUMAN  will  submit  plan  for 
expanded  Voice  of  America  and  request  for 
$100  million  supplemental  funds  to  Congress 
this  week,  Edward  Barrett,  Assistant  Secre- 
tary for  public  affiairs,  revealed  Friday  to 
Senate  Foreign  Relations  subcommittee  dur- 
ing hearings  on  Benton  proposal  (see  story 
page  15). 

Plan,  now  before  Budget  Bureau,  would 
triple  current  allotment  for  international  in- 
formation program.  Also  appearing  in  sup- 
port of  Benton  resolution  (S  Res.  243)  were  Lt. 
Gen.  Walter  Bedell  Smith,  former  Ambassador 
to  Russia;  Bernard  Baruch;  George  Stoddard, 
U.  of  Illinois.  Worldwide  radio  network,  Mr. 
Baruch  testified,  would  convince  Russian 
satellite  countries  their  fate  is  "either  death 
or  liberation." 

POPP  TO  U.S.  TOBACCO 

PETER  E.  POPP,  former  assistant  account 
executive  at  Compton  Adv.,  New  York,  has 
joined  United  States  Tobacco  Co.,  New  York, 
as  assistant  to  advertising  director. 

IMMEDIATE  DRAFT  EFFECT 
NOT  BELIEVED  SERIOUS 

POSSIBILITY  of  manpower  shortages 
arose  immediately  after  President  Tru- 
man's order  last  Friday  to  invoke  draft 
law  to  expand  armed  services  because 
of  threat  precipitated  by  Korean  con- 
flict. 

It  was  doubted  at  first  whether  radio 
personnel  would  be  affected  at  this  early 
stage.  If  an  all-out  war  develops  (see 
editorial,  page  34),  freezes,  manpower 
and  equipment  shortages  are  foreseen. 

It  was  recalled  that  during  World  War 
II  radio  broadcasting  was  declared  essen- 
tial service  along  with  newspapers  and 
other  spot  communications,  and  that 
personnel  in  these  fields  were  given 
preferential  deferments  in  specified  pur- 
suits. 

No  general  mobilization  is  involved,  it 
was  pointed  out,  with  only  added  strength 
of  300,000  men  specified.  Peak  strength 
of  forces  during  last  war  was  12,000,000. 
Present  law  covers  registration  of  all 
men  between  19  and  26. 


CIGARETTE  SPOTS  •  Philip  Morris  &  C 
has  placed  campaign  of  155  weekly  spot  ai 
nouncements  over  ABC  O&O  stations  WJ 
New  York,  WXYZ  Detroit,  WENR  Chicagj 
KECA  Los  Angeles  and  KGO  San  Francisc 
Agency,  Blow  Co.,  New  York. 

KEN-L-RATION  SPOTS  •  Ken-L-Ratic»| 
Div.  of  Quaker  Oats  Co.,  Chicago,  starts  on 
minute  spots  on  four  Washington,  D.  C,  T 
stations  and  will  expand  in  August  to  fi^ 
more  markets.  Agency,  Ruthrauff  &  Rya 
Chicago. 

ADM.  BUCK  ELECTED 

RCA  VICTOR  VICE  PRESIDENT 

REAR  ADM..  WALTER  A.  BUCK  elect< 
vice  president  and  general  manager  of  RC 
Victor  Division  by  RCA  board  Friday.  Adi 
Buck  moves  up  to  chief  executive  post  afti 
service  as  operating  vice  president  [Closj 
Circuit,  June  12].  Top  job  in  RCA  Vict« 
has  been  open  since  death  of  John  G.  Wilso 
executive  vice  president  in  charge  of  divisio 
two  months  ago. 

Admiral  Buck  became  operating  vice  pres 
dent  of  RCA  Victor  Jan.  7,  1949,  after  servir 
as  president  of  Radiomarine  Corp.  followir 
retirement  from  U.  S.  Navy  March  15,  194 
His  30  years  of  Navy  service  included  duty  : 
Paymaster  General  and  Chief  of  Bureau  ■ 
Supplies  &  Accounts. 

Adm.  Buck  is  native  of  Oskaloosa,  Ka 
He  was  gi'aduated  in  1913  from  Kansas  Sta 
College  of  Agriculture  &  Applied  Science  wi' 
B.  S.  degree  in  electrical  engineering  and  r 
ceived  M.  S.  degree  from  same  college  in  191 

BALTIMORE  RANKS  SIXTH 
AMONG  U.  S.  CITIES 

BALTIMORE  rose  from  seventh  to  sixth  pla 
in  population  of  U.  S.  cities  (incorporate 
limits  only),  according  to  Census  Bureau  da 
made  available  Friday.  Figures  disclosed  f 
15  cities  over  100,000,  supplementing  data 
July  3  Broadcasting. 

Total    city-limit    population    of  Baltimo 
jumped  from  859,100  in  1940  to  939,865 
1950.     City-limit  population  of  other  lar. 
cities  (several  still  to  come)  follow  for  19 
and  1950  respectively:  Washington,  663,091 
792,234;  Buffalo,  575,901  to  576,506;  Newai 
429,760  to  437,833;  Denver,  322,412  to  412,82 
Atlanta,    302,288    to    326,962;    Jersey  Cil 
301,173  to  300,447;  Omaha,  223,844  to  247,97 
Jacksonville,    173,065    to    198,880;  Yonkei 
142,598  to   152,533;    Fall   River,  115,428 
112,091;  Gary,  111,719  to  132,461;  Knoxvil 
111,580  to  124,117;   Sacramento,  105,958 
134,313;  Peoria,  105,087  to  111,475. 

GRAY  AT  CABINET  MEETING 

CABINET  officials  Friday  held  closed  me< 
ing  with  National  Security  Resources  Boa 
and  Chairman  W.  Stuart  Symington.  The 
reportedly  attending  were  Gordon  Gray,  WS 
Winston-Salem,  N.  C,  Presidential  consultai 
State  Secretary  Dean  Acheson,  and  W.  Aver 
Harriman,  assistant  to  President. 
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PHILLIES 
and 

ATHLETICS 
Games  on 

WDEL-TV 

Wilmington,  Del. 


WGAL-TV 

Lancoster,  Penna. 


Play  Ball  means  that  all  Saturday  home  games  of  both 
Phillies  and  Athletics  are  telecast  over  WGAL-TV 
and  WDEL-TV.  This  splendid  baseball  feature  is  important  . 
on  two  counts.  First,  because  it  has  definite  appeal  in 
these  two  markets.  Second,  because  it  is  only  one  of  a  great 
many  special  features  which  are  the  result  of  effective, 
long-range  programming.  These  two  stations  are  increasing 
their  number  of  viewers  constantly.  They're  keeping 
these  growing  audiences  loyal  and  responsive  through 
programs,  which  are  worthwhile  and  diversified.  They  offer 
TV  advertisers  an  unusually  fine  opportunity  for 
profitable  business.  Investigate. 

WDEL-TV—  WUmington,  Delaware 

Only  television  station  in  Deloware — fifth  market  in  per  capita 
income  in  the  nation.  Brings  viewers  a  clear  picture,  all 
NBC  network  shows.  Excellent  TV  Test  Market. 

WGAL-TV — Lancaster,  Pennsylvania 

Only  TV  station  in  this  large,  prosperous  area  of 
Pennsylvania.  Presents  the  top  shows  of  four  networks:  NBC, 
CBS,  ABC  and  DyMont.  Excellent  TV  Test  Market. 

Steinman  Sfafions — C/oi'r  R.  McCollough,  General  Manager 


NBC 


TV  •  Affiliates 


Representee/  by 

ROBERT  MEEKER  Associates 


CHICAGO  •  SAN  FRANCISCO  •  NEW  YORK  •  LOS  ANGELES 
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To  a  radio  advertiser 
who  cant  afford  Godfrey 


In  case  you're  beginning  to  believe  that  Arthur 
has  all  the  CBS  time  on  the  air  and  all  the 
dough  in  the  world,  take  courage  in  this  fact: 
segments  of  Iowa  are  still  autonomous. 

There's  good  reason  to  believe  that  Iowa's 
income  is  greater  than  Godfrey's — and  his  isn't 
half  industrial  and  half  agricultural.  Iowa 
grows  more  corn  than  Godfrey.    Iowa  hogs 
produce  more  ham  than  Godfrey.    A  single 
Iowa  silo  is  bigger  than  Godfrey.    Iowa  has 
two  more  Senators  than  Godfrey.  Godfrey 
may  know  more  about  an  oookelele,  but  who 
eats  oookeleles?    Iowa  produces  more  beef 
than  Godfrey  and  Texas  combined. 

Yes,  and  WMT  is  on  the  air  more  hours  in  a 
single  day  than  Godfrey  is  all  week.  What's 
more,  WMT  has  more  sponsors  than  Godfrey! 

WMT's  2.5  mv  contour  encompasses  well 
over  a  million  people,  a  good  portion  of 
whom  listen  to  Godfrey.    They  also  listen  to 
non-Godfrey  time.    A  one-minute  Class  A 
commercial  on  Eastern  Iowa's  WMT  budgets 
at  $27.00  (52-time  rate)  which  is  practically 
chicken-feed  even  to  folks  with  non-Godfrey 
incomes.    Please  ask  the  Katz  man  for 
additional  data. 


600  KC 
5000  WATTS 
DAY  &  NIGHT 
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NEW  CONVERSION  KiTS 

•  Mi- 1 1882  f or  fme-groove  cutting. 

•  Mi- 1  i860  and  Mi-i  i86i  for  45 
RPM  operation. 


The  standard  high- 
fidelity  recorder  for  TV 
and  Broadcast  Stations, 
Professional  Studios, 
and  Advertising 
Agencies. 


For  etonomUal  recordings 

. . .  nothing  beats  a  high-fidelity 


73-B 


IN  PRICE  .  .  .  lowest  in  RCA  history*  ...  the  73-B 
compares  with  any  recorder  of  similar  quality! 

IN  CUTTING  COSTS  per  hour  (where  the  records  are 
permanently  retained),  the  73-B  saves  up  to  92  per 
cent— compared  with  all  other  recording  mediums! 

IN  RECORD  STORAGE  space,  the  73-B  saves  up  to  83 
per  cent— compared  with  all  other  recording  mediums! 

New  Fine-Groove  and  45  RPM  Kits 

Kit  MI-11882  makes  it  easy  to  convert  your  73-B 
recorder  to  cut  fine-groove  recordings— reduce 
your  recording  costs  one  half! 

New  motor  drive  pulleys  make  it  practicable  to 
operate  your  73-B  at  45  RPM— and  utilize  this  speed, 
plus  either  331/3  or  78  RPM.  (MI-II86O  for  45  and 


33V3  RPM,  and  MI-II86I  for  45  and  78  RPM.) 

Easy  to  operate,  this  professional  recorder  oflf^ers 
technical  and  economical  advantages  matched  by  no 
other  recorder  in  its  class.  For  details  ask  your  RCA 
Broadcast  Sales  Engineer.  Or  write  Dept.  19  GB  RCA 
Engineering  Products,  Camden,  N.  J. 

*  Ask  your  RCA  Broadcast  Sales  Engineer  for  the  special  pack- 
age price! 

Look  at  these  low  operating  costs! 


Records 

Specifications 

Normal 

Fine-Groove 

Groove 

16" 

12" 

Record  Cost  per  Hour 
(Records  only) 

$4.00 

$2.00 

$2.20 

Cu.  in.  storage  space  needed  per  hour 
of  recorded  material 

36 

18 

20 

AUDiO  BROADCAST  EQUiPMEMT 

RA  DiO  CORPORA  TiOR  of  A  ME  RICA 

EMOIMEERIMO  RRODVCTS  DeRARTMCMT,  CAMDCM.M.J, 


In  Canada:  RCA  VICTOR  Company  Limited,  Montreal 


ANY  ADVERTISER  CAN 


AND 


MOST  ADVERTISERS  SHOULD 


...USE 

Spot 

Radio 


REPRESENTED  NATIONALLY  BY 


EDWARD  PETRY  &  CO.,  INC 
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SPOT  RADIO  LISI 


WSB 

Atlanta 

NBC 

WBAL 

Baltimore 

NBC 

WNAC 

Boston 

MBS 

WICC 

Bridgeport 

MBS 

WBEN 

Buffalo 

NBC 

WGAR 

Cleveland 

CBS 

WFAA 

(Dallas  1 

NBC 

(Ft.  Worth/ 

ABC 

WJR 

Detroit 

CBS 

KARM 

Fresno 

ABC 

KPRC 

Houston 

NBC 

WDAF 

Kansas  City 

NBC 

KFOR 

Lincoln 

ABC 

KARK 

Little  Rock 

NBC 

KFI 

Los  Angeles 

NfiC 

WHAS 

Louisville 

CBS 

WTMJ 

Milwaukee 

NBC 

KSTP 

Mpls.-St.  Paul 

NBC 

WSM 

Nashville 

NBC 

WSMB 

New  Orleans 

NBC 

WTAR 

Norfolk 

NBC 

KOIL 

Omaha 

ABC 

WIP 

Philadelphia 

MBS 

KGW 

Portland,  Ore. 

NBC 

WEAN 

Providence 

MBS 

WRNL 

Richmond 

ABC 

WOAI 

San  Antonio 

NBC 

KOMO 

Seattle 

NBC 

KTBS 

Shreveport 

NBC 

KGA 

Spokane 

ABC 

WMAS 

Springfield 

CBS 

WAGE 

Syracuse 

ABC 

KVOO 

Tulsa 

NBC 

WWVA 

Wheeling 

CBS 

KFH 

Wichita 

CBS 

THE  YANKEE  NETWORK 
TEXAS  QUALITY  NETWORK 


WHY  IS  YOUR  KITCHEN 
LIKE  A  CANOE? 

...OR  YOUR  LIVING  ROOM  LIKE  A 
LAKE  SHORE? 

Kitchens,  canoes,  living  rooms,  lake  shores — just 
about  any  spot  you  can  name — all  have  this  in 
common:  RADIO  is  there.  Wherever  people  go, 
radio's  pervasive,  persuasive  influence  follows. 

Where  radio  goes,  your  sales  message  can  also 
go.  And  with  SPOT  radio,  your  message  travels 
at  lower  cost .  ,  .  with  greater  efficiency .  .  .  with 
more  precise  matching  of  market  and  marketing 
problems  than  any  other  medium  can  provide. 

If  you  have  used  SPOT,  you  know 
how  it  has  sold  for  you  in  the  past. 
It  can  sell  even  better  today.  If 
you've  never  before  tried  spot, 
think  first  of  this  roster  of  stations 
where  so  many  advertisers  start 
their  spot  thinking  •••••• 


r2\ 


Outlet  for  The  Columbia  Broadcasting  System 


\Mf  \a\lt  MOl  t^SH 

„  feet  the  so..e  woyt 

boV  °         °'  ,     ,  you    need  so,.e 

Perhaps 

time   revenue.  il 

.our  next  schedule. 

■  ul^orsV  Remember 
good  CBS  ne.ghbors)  ^^^^^^,,oHT 

STATION   »W  THE  ^^^^  ^^^^ 

HO^AA    ^AARKET    •    ■  '^^^  ^^^^ 

,on   meons  more  ^  ^^^^ 

-  "  "  l/schedu.   on  the 

r   TAT>ON  >H  OKLAHOMA 

.  The  B 

KOfAA,  50  WW  CBS. 


MBIO  mTMN  KPflCtEMT/ITIVE 


J   J.  Bernard 
General  Manager 


 )[ 
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agency 


SBEARDSLEY  DOBBS,  WALLACE  W.  ELTON,  CHARLES  A. 
RHEINSTROM  and  WINFIELD  TAYLOR  elected  vice  presidents 
•  J.  Walter  Thompson  Co.,  N.  Y. 

BERT  M.  SARAZAN,  producer  TV  Shopper's  Revue  for  Hecht  Co., 
Balto.,  to  Robert  J.  Enders  Adv.  Inc.,  Washington,  as  vice  president. 

TED  ROGERS,  CBS  Hollywood  producer,  to  Dancer-Fitzgerald-Sample, 
Hollywood,  as  assistant  to  Al  Kabaker,  manager  and  West  Coast  radio- 
TV  director. 

HENRY  A.  MATTOON,  vice  president  Compton  Adv.  Inc.,  N.  Y.,  to 
Ruthrauff  &  Ryan,  N.  Y.,  as  vice  president  and  copy  group  head. 

RICHARD  V.  MORRISON,  vice  president  0.  S.  Tyson  &  Co.,  N.  Y., 
elected  director. 

CHESTER  KULESZA,  in  charge  of  television  production  BBDO,  N.  Y., 
to  head  production  of  TV  commercials  Dancer-Fitzgerald-Sample,  N.  Y. 

LEE  SULZNER,  account  executive  Berghoff  Assoc.,  Hollywood,  to  Exec- 
utive Co.,  L.  A.,  as  media  director  and  account  executive.  MARV  ZEID- ' 


on  all  accounts 


f 

1  3C 


I: 


1CAME  here  to  retire,"  says 
John  Loudon  Vollbrecht,  "but 
I  had  to  do  a  little  work  and 
now  I'm  short  of  help."  Twenty- 
eight  years  old,  a  native  of  Manis- 
tee, Mich.,  and  a  veteran  of  10 
years  in  New  York  City,  John  is 
radio  director  for  Bacon,  Hartman 
&  Vollbrecht  Inc.,  St.  Augustine, 
Fla. 

Radio  for  John  Vollbrecht  began 
while  he  was  a  freshman  at  CCNY, 
New  York,  where  he  obtained  a 
B.  S.  degree  in  com- 
parative literature. 
He  started  at  NBC 
as  a  script  checker, 
later  moving  to 
broadcast  proper- 
ties. His  jobs  with 
big  broadcasters 
were  lacking  i  n 
glamour,  but  he 
looked  over  every 
script  with  the  eye 
of  an  editor  and 
moved  pianos  with 
the  air  of  a  vice 
president  getting  his 
exercise. 

Not  rich  but  well- 
educated  in  the  ways 
of  radio,  young  Voll- 
brecht in  1943  left 
NBC  to  become  a 
Navy  public  relations  officer  and 
later  director  of  an  Armed  Forces 
Radio  station  of  the  Pacific  Net- 
work. There  he  wrote,  produced  and 
directed  24  live  shows  a  week. 
The  station  pulled  10,000  letters  a 
month.  John  says  the  best  pai-t 
of  the  job  was  learning  announcing 


(5P 


lV 


JOHN 


from    Gordon    Phillips    of  KHJ 
Hollywood. 

The  agency  of  Bacon,  Hartman 
&  Vollbrecht  Inc.  came  into  being 
four  years  ago.  John  was  in 
Florida  as  public  relations  officer 
with  the  Atlantic  Reserve  Fleet 
when  he  met  former  NBC  re- 
porter turned  ad  man,  Milton  E. 
Bacon  Jr.  Together  with  John 
W.  Havtman,  another  Navy  man 
of  the  same  public  relations  office, 
they  surprised  southern  circles  by 
setting  up  in  busi-|, 
ness  40  miles  from 
the  agency's  nearest 
big  account. 

John  is  a  publicity sflat 
as  well  as  an  adver 
tising  man  and  pro 
duces  radio  material 
for  clients  from 
Vero  Beach  to 
Charleston.  His  total 
radio  work  is  better 
measured  in  broad- 
cast time  secured, 
than  in  dollar  s'lR'l 
spent.  On  the  dollar  f.n 
score  he  does  weekly 
travel  shows  f  o  r^ 
Daytona  Beach  and 
Ellinor  Village  re- 
sorts, Florida  spot 
coverage  for  Bar- 
nett  National  Banks,  national  spot 
for  Kingsland  Saws  and  a  dozen 
other  clients,  all  radio. 

John's  greatest  joy  this  year  was 
that  of  having  Florida's  Fountain 
of  Youth  promoted  for  six  weeks 
(Continued  on  page  68) 
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ER,  media  director,  becomes  production  head  and  vice  president. 

''ARD  V.  EVANS  Jr.,  Bauer  &  Black,  Chicago,  to  C.  J.  La  Roche  &  Co., 
.  Y.,  as  member  merchandising  department. 

i  N.  BEECHER  Jr.  and  GEORGE  HUMBERT,  account  executives 
I  Kenyon  &  Eckhardt,  N.  Y.,  elected 

vice  presidents.  Mr.  Beecher  with 
agency  since  June,  1949;  Mr.  Hum- 
bert since  November,  1943. 

MARX  S.  KAUFMAN  and  SAM- 
UEL S.  STROUSE  form  Kaufman- 
Strouse  Adv.,  Court  Square  Bldg., 
Balto. 


LESTER  A.  SWENSON,  Williams 
&  Saylor  Inc.,  N.  Y.,  as  assistant  to 
president,  to  Kenyon  &  Eckhardt,  N. 
Y.,  in  account  management  capacity. 


jMr.  Beecher 


Mr.  Humbert 


[UMBERTO  M.  SHERIDAN,  manager  Mexico  City  branch  J.  Walter 
hompson,  elected  vice  president  Mexican  Assn.  of  Advertising  Agencies. 

HEODORE  FREMD,  merchandising  manager  G.  M.  Basford  Co.,  to' 
*alph  H.  Jones  Co.,  Cincinnati,  as  account  executive  Edison  Electric  In- 
titute  and  others. 

I 

.ESTER  A.  SWENSON,  assistant  to  president  Williams  &  Saylor  Inc., 
Jl.  Y.,  to  Kenyon  &  Eckhardt,  same  city,  in  account  management  capacity. 

I 

Ij'RANCES  VOLLMER,  Earle  A.  Buckley  Organization,  Phila.,  to  copy 
Jiepartment,  Lamb  &  Keen  Inc.,  same  city. 

i 

jVILLIAM  J.  WATT,  chain  store  sales  manager  A.  D.  McKelvy  Co., 
.nd  WILLIAM  M.  NAGLER  Jr.,  Audience  Research  Inc.  and  Procter  & 

jlramble  Distributing  Co.,  to  plans-merchandising  staff  N.  W.  Ayer 

b  Son,  N.  Y. 


,  N.  KELLY,  director  of  public  relations  Cockfield,  Brown  &  Co., 
'oronto,  named  director.  C.  B.  STENNING  and  J.  M.  PRETTY,  group 
lanagers  in  Toronto  office,  also  named  directors. 

vNTHONY  R.  CANGEMI  named  assistant  production  manager  John 
jlather  Lupton  Co.,  N.  Y. 

J:HARLES  W.  TISDALL  to  public  relations  staff  Tandy  Adv.  Agency 
|..td.,  Toronto. 

loBERT  A.  CANYOCK,  copy  chief  E.  J.  Lush  Inc.,  to  head  of  copy 
department  Remsen  Adv.  Inc.,  both  New  Haven,  Conn. 

jdURIEL  KAUFMAN,  chief  copywriter  Russeks,  N.  Y.,  to  Pedlar  &' 
Kyan,  N.  Y.,  as  copywriter  in  fashion  group. 

5'AUL  SCHLESINGER,  timebuyer  Tatham-Laird,  Chicago,  and  LOR- 
PiAINE  STOLZER,  secretary  to  art  director  J.  Walter  Thompson,  also 
.Chicago,  were  married  June  30. 

I 

MYRON  GOLDEN,  Grant  Adv.;  ELEANOR  GOODRICH,  Ruthrauff  & 
jilyan;  HERB  FUTRAN,  free-lance  author  of  daytime  serials,  and  CODY 

5ATTLEY,  Leo  Burnett,  all  Chicago,  will  address  enrollees  in  Dramatic 
,:ontinuity  course  at  NBC-Northwestern  U.  Summer  Radio  Institute, 

^hicago. 

I 

Vew  Addresses:  ELWOOD  J.  ROBINSON  ADV.,  L.  A.,  to  1111  Wilshire 
Blvd.;  Radio  Div.,  COCKFIELD  BROWN  &  Co.,  Toronto,  to  112  Yonge  St. 


WKNA  Reports 


STORM  STORE  FOR 

CISCO  KID'S 
PHOTO! 


Rarely  has  radio  seen  such  o  super-salesman  as 
"Cisco  Kid"!  Within  9  days  after  the  first  an- 
nouncement, 1,000  boys  and  girls  brought  their 
parents  to  the  Western  Clothing  Department  (on 
Frankenberger's  third  floor)  .  .  .  just  to  obtain 
"Cisco  Kid's"  photo.  Says  WKNA;  "No  need  to 
tell  you  how  pleased  our  sponsor  is!" 

With  many  special  "Cisco  Kid"  gimmick-promo- 
tions available  — from  buttons  to  guns  —  "Cisco" 
is  one  of  America's  hottest  traffic-building  pro- 
grams. Write,  wire  or  phone  for  details 


Here's  the  Sensational 

LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station!  i 
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THERE'S  ONLY  ONE  LOGICAL  CHOICE 

Look  at  it  any  way  you  like  .  .  .  number 
of  listeners,  cost  per  program  or  spot,  type  of 
audience,  extra  promotion  to  "back  up  your 
program"  ...  and  it  adds  up  to  ONE  STATION 
in  Indianapolis — W  I  S  H. 

Yes — if  Indianapolis  is  in  your  sales  area,  watch 
Willie  Wish  .  .  .  and  keep  in  touch  with  your 
Free  &  Peters  Colonel. 


ABC  Affiliate 

NDIANAPOLIS 
GEORGE  J.  HIGGINS,  Manager 
FREE  &  PETERS,  NaUonal  Represeniativei 


ROBERT  L.  BERNER  Co.,  Chicago  (Holiday  Hop  corn),  expands 
spot  schedule  in  three  markets  to  Kansas  City,  Detroit  and  Cin- 
cinnati, starting  in  August,  and  to  other  national  markets  later, 
to  introduce  new  product.  One  minute  TV  spots  to  start  soon  in  six  mar- 
kets. Agency:  George  H.  Hartman,  Chicago;  Thomas  Kivlan  account 
executive. 

KEMCAL  Inc.,  S.  F.  (household  products),  names  Roy  S.  Durstine  Inc.,; 
N.  Y.  Spot  TV  planned  for  West  Coast  beginning  week  of  July  23. 

BRITISH  AMERICAN  OIL,  Canada,  planning  American  TV  spot  cam- 
paign for  first  time.  Markets  will  include  Boston,  Rochester,  N.  Y., 
Buffalo,  Phila.,  Cleveland,  Detroit.  Agency:  James  Lavick,  Toronto. 
Norman  Sharp  will  service. 

SIMON  LEVI  Co.  Ltd.,  L.  A.  (Bluhill  foods),  appoints  Glasser-Gailey 
Inc.,  L.  A.,  to  direct  advertising.  Radio,  TV  planned. 

PANWAFF  Inc.  Minneapolis  (packaged  pancake  and  waffle  batter), 
names  Fadell  Co.,  same  city,  to  direct  advertising.  Radio,  TV  will  be  used. 

JEFFERSON  ISLAND  SALT  Co.,  Louisville,  and  JARMAN  SHOE  Co., 
Nashville,  appoint  Noble-Durj'^  &  Assoc.,  Nashville,  to  direct  advertis- 
ing. Radio,  TV  are  used. 

F.  W.  FITCH  Co.,  Toronto  (hair  preparations),  names  James  Lovick 
Co.,  Toronto,  to  direct  advertising.    Expanded  radio  advertising  planned. 

CALIPTUS  CO.,  subsidiary  of  Strykers  Soap,  S.  F.,  appoints  Guild, 
Bascom  &  Bonfigli,  S.  F.,  for  radio-TV  campaign  for  Caliptus  Shampoo. 
Participations  started  on  KFRC  KPIX  (TV)  KRON-TV  KGO,  all  S.  F. 


A/atwotk  -Recounts 


R.  J.  REYNOLDS  TOBACCO  CO.,  Winston-Salem,  N.  C.  (Camel  cigar- 
ettes) buys  The  Fat  Man,  Friday,  8-8:30  p.m.,  ABC  beginning  Oct.  6 
[Closed  Circuit  July  3].  Agency:  William  Esty  Co.,  N.  Y. 

LUSTRE-CREME  HAIR  DRESSING,  N.  Y.,  starts  participation  spon- 
sorship Cavalcade  of  Bands  and  Cavalcade  of  Stars  on  DuMont  network. 
Agency:  Lennen  &  Mitchell,  N.  Y. 

PEPSI  COLA  CO.,  N.  Y.,  to  sponsor  Faye  Emerson,  three  times  weekly, 
quarter  hour,  CBS-TV,  starting  early  fall.  Specific  time  not  yet  deter- 
mined. Agency:  Blow  Co.,  N.  Y. 

BEST  FOODS  Inc.,  N.  Y.  (Shinola  shoe  polish  and  Rit  dyes),  sponsors 
The  Betty  Fiimess  Show,  Fri.  10-10:30  p.m.,  beginning  Sept.  15,  on  ABC- 
TV.  Agency :  Earle  Ludgin  &  Co.,  Chicago. 

SWIFT  &  Co.  Chicago  (table-ready  meat  division),  to  sponsor  U.  of 
Minn,  football  games  for  1950  on  Northwest  Network.  Agency:  J.  Wal- 
ter Thompson,  Chicago. 

GREEN  GIANT  Co.,  LeSeuer,  Minn,  (canned  food  products),  to  spon- 
sor Friday  6:30-7  p.m.  (CST)  TV  show  starring  Art  Linkletter  on  ABC 
from  Oct.  6  for  52  weeks.  Title  and  format  to  be  set  later.  Agency: 
Leo  Burnett,  Chicago. 
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CHARLES  V.  LIPPS,  eastern  division  sales  manager  Carnation  Co., 
N.  Y.,  to  general  sales  manager  Simoniz  Co.,  Chicago. 

STERLING  WHEELER,  Young  &  Rubicam,  Mexico  City,  to  Pepsi  Cola 
Co.,  N.  Y.,  as  assistant  to  Albert  J.  Goetz,  vice  president  in  charge  of 
advertising. 

HAROLD  J.  COLTON  joins  merchandising  and  planning  division  Pabst 
Sales  Co.,  Chicago,  as  manager  of  sales  promotion. 

BROADCASTING    •  Telecasting 


M  San  Francisco 

He  doubles  in 


Everything  about  Lewis  Martin 
goes  double.  It's  double  time 
for  this  master  showman-salesman: 
1:30  to  2:00  p.m.,  The  Housewives' 
Protective  League,  and  10:30  to 
11:30  p.m.,  Starlight  Salute. 

...With  a  double  take.  Ratings! 
(The  HPL  is  San  Francisco's  top 
participating  show.  And  Starlight 
Salute  is  the  leading  program  in  its 
time  period.)*  And  results!  (Of 
20,000  letters  Martin  received  last 
year,  18,000  were  orders 
for  merchandise!  This  year, 
he  drew  5,678  orders 
for  a  single  dollar  item  (J-^ 
in  three  months!) 


His  sponsors  are  seeing  dou])le . . . 
and  love  it!  Tru- Value  Food  Prod- 
ucts: "Our  sales  have  increased 
100%  in  the  past  30  days." 
Herb  Jones:  "Outstanding  results., 
surpass  greatest  expectations." 

For  double  sales  impact  in  the 
Bay  Area,  let  Lewis  Martin  sell  for 
you  — day  or  night.  Ask  us 
or  Radio  Sales  for  details  today. 


*Pulse  of  San  Francisco,  March-April  1950 


IT*S  EASYv 


WHEN  YOU 
KNOW  how! 


rETTING  a  BMB  Daytime  Weekly  Audience  of  over 
300,000  families  is  not  exceptional  for  a  50,000-watt 
station.  But  getting  almost  two-thirds  of  these  weekly  fam- 
ilies as  daily  listeners  is  proof  of  outstanding  Know-How! 

BMB  Study  No.  2  reveals  that  303,230  families  tune  to 
KWKH  at  least  once  a  week  in  the  daytime.  64%  of 
them  listen  "6  or  7  days  weekly,"  and  over  75%  are 
**average  daily  listeners*". 

Shreveport  Hoopers  give  further  proof  of  KWKH's 
ability  to  attract  and  hold  listeners.  Throughout  1949 
KWKH  got  far  and  away  the  largest  Share  of  Audience 
— Morning,  Afternoon  and  Evening — and  this  holds 
true  for  1950  Hoopers,  too! 

Get  all  the  facts  about  KWKH  and  the  job  it  can  do  for 
you  in  our  three-state  area.  Write  direct,  or  ask  The 
Branham  Company! 


KWKH  DAYTIME  BMB  COUNTIES 

study  No.  2  Spring,  1949 


*  Weighted  in  BMB-approved  manner. 


50,000  Watts 


SHREVEPORT 


CBS 


The  Branham  Company 
Representatives 

Henry  Clay,  General  Manager 
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m  MILLION 

By  JOHN  OSBON 

tSTANIMOUS    demands    for  a 

keeping  "Marshall  Plan  of  Ideas" 
■iencompassing    vast    radio  net- 

h"ks  and  use  of  television  abroad 

caught  "fire"  on  Capitol  Hill  last 

^ek  as  Congress  alerted  itself  to 
.e  impact  of  Soviet  propaganda 
.  the  Korean  campaign  and  on 

ler  international  fronts. 

Without  exception,  America's  top 

litary  leaders  joined  legislators 
^i-d  a  key  official  of  the  radio  in- 

istry — Brig.  Gen.  David  Sarnoff, 
I  airman  of  the  board  of  RCA — 
^  pressing  for  immediate  expan- 
pn  of  the  international  overseas 
[jogram,  including  increase  in  fa- 

ities  and  programming  of  the 

lice  of  America  and  utilization  of 
"dio  on  a  global  scale. 

Simultaneously,  it  was  revealed 

at  President  Truman  is  currently 
njdying  an  expansion  program 
I  ong  the  course  charted  by  Sen. 

illiam  Benton  (D-Conn.),  on 
-lose  resolution    (S  Res  243)  a 

•nate  Foreign  Relations  subcom- 

ittee   held   hearings    last  week 

Broadcasting,  June  19,  12]. 

Sarnoff 's  Proposals 
HOen.  Sarnoff,  testifying  before 

e  subcommittee  Thursday,  pro- 

•sed : 

#  Expansion  of  the  U.  S.  in- 

rnational  radio  broadcast  service 
-programming  and  facilities — "as 
lickly  as  it  is  physically  and 
chnically  possible."  He  esti- 
ated  the  cost  at  $200  million  with 
1  annual  overhead  at  $50  million. 

%  Procurement  of  "strategic 
tes  on  American  and  other  free 
rritory"  upon  which  stations  can 
!  installed  and  operated. 

9  Construction  of  stations 
luipped  with  "sevei'al  high  power, 
lortwave  and  mediumwave  trans- 
itters"  designed  to  "ring  Iron 
urtain  countries." 

#  Extension  of  arrangements 
stween  State  Dept.  and  the  Brit- 
h  government  "on  a  much  wider 
asis"  to  help  increase  range  and 
•ope  of  the  Voice  of  America. 

#  Coordination  of  data  on  in- 
!rnational  broadcasting  and  tele- 
ision  "in  preparation  of  an  overall 
Jmprehensive  and  definitive  plan" 
nd  looking  toward  a  fused  "Voice 
tid  Vision  of  America." 

#  Establishment  of  a  commis- 
lon  to  prepare  such  a  plan,  in- 
-uding  costs  estimates,  and  to 
:ansmit  its  findings  to  the  Pres- 
lent  and  Congress. 

Other  highlights  of  the  three- 
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WHEN  BRIG.  GEN.  David  Sarnoff  (r)  completed  his  testimony  Thursday 
before  the  Senate  subcommittee  considering  the  "Marshall  Plan  of  Ideas," 
Sens.  William  Benton  (I),  author  of  the  resolution,  and  Brien  McMahon, 
both  Connecticut  Democrats,  rushed  to  the  corridor  to  congratulate  him 
on  his  testimony  in  oil-out  support  of  the  project. 


day  hearings,  conducted  before  a 
subcommittee  under  Sen.  Elbert  D. 
Thomas  (D-Utah),  evolved  around 
discussion  exploring : 

(1)  Possibility  of  a  general 
headquarters  group  for  all  infor- 


mational services  in  the  United 
States. 

(2)  Proposal  that  Voice  of 
America  program  operation  be  re- 
moved from  the  State  Dept.  but 
remain  subject  to  its  policy  juris- 


.00  A  YEAR— 25c  A  COPY 


Urged  by  Sarnoff 


diction. 

(3)  Indication  that  State  Dept. 
is  prepared  to  request  additional 
funds  to  expand  its  overall  infor- 
mation program. 

(4)  Oral  evidence  that  Russia's 
radio  and  press  reports  have  dis- 
torted the  American  peace  objec- 
tives in  the  Korean  situation. 

Also  testifying  in  support  of  the 
extensive  Benton  resolution  were 
Gens.  Geoi'ge  C.  Marshall  and 
Dwight  Eisenhower;  John  Foster 
Dulles,  Republican  advisor  in  the 
State  Dept. ;  Secretary  of  State 
Dean  Acheson;  and  several  legis- 
lators, including  Sens.  Karl  Mundt 
(R-S.D.),  Herbert  H.  Lehman  (D- 
N.  Y.),  Ralph  E.  Flanders  (R-Vt.), 
and  Robert  C.  Hendrickson  (R- 
N.  J.). 

Benton,  Mundt  Give  Support 
Sen.  Benton,  former  Assistant 
Secretary  of  State  and  avid  ad- 
vocate of  shortwave  broadcasting, 
and  Sen.  Mundt,  original  co-spon- 
sor of  legislation  authorizing  the 
Voice  and  proponent  of  a  similar 
measure  utilizing  international  tele- 
vision, headed  the  Congressional 
contingent  supporting  the  resolu- 
tion. 

Sen.  Thomas  said  Thursday  his 
subcommittee  did  not  plan  to  re- 
port immediately  to  the  full  com- 
mittee on  the  proposal  but  pointed 
out  that  most  of  its  provisions 
already  are  authorized  under  Pub- 
(Continued  on  page  U6) 


SUHMER  SAUS  STEADY 


By  BRUCE  ROBERTSON 

IP,  as  certain  melancholy  prophets 
have  freely  predicted,  commercial 
radio  is  going  rapidly  downhill, 
losing  sponsors  and  listeners  alike 
to  its  new  rival,  television,  the 
summer  schedules  of  the  four  na- 
tionwide networks  fail  to  show  it. 

Nor  has  the  switch  of  several 
network  advertisers  to  national 
.spot  [Broadcasting,  July  3]  and 


the  general  resurgence  of  spot 
business  reduced  the  total  of  spon- 
sored network  time. 

Analysis  of  Broadcasting's  com- 
parative network  showsheets  for 
July  of  this  year  and  the  same 
month  of  a  year  ago  reveals  that 
the  total  number  of  sponsored  net- 
work hours  is  almost  identical  for 
the  two  months.  In  fact,  July 
1950  is  ever  so  slightly  in  the  lead. 


SPONSORED  NETWORK  TIME 


EVENING 


DAYTIME 


TOTAL 


1950 

1949 

1950 

1949 

1950 

1949 

Hr.  Min. 

Hr.  Min. 

Hr.  Min. 

Hr.  Min. 

Hr.  Min. 

Hr.  Min 

ABC 

10:30 

15:10 

23:25 

24:00 

33:55 

39:10 

CBS 

15:45 

13:15 

37:30 

34:45 

53:15 

48:00 

MBS 

6:40 

7:50 

22:15 

17:00 

28:55 

24:50 

NBC 

20:30 

22:45 

32:45 

34:15 

53:15 

57:00 

Total 

53:25 

59:00 

115:55 

110:00 

169:20 

169:00 

with  a  weekly  total  of  169  hours, 
20  minutes  of  commercial  time, 
compared  with  169  hours  and  no 
minutes  for  a  July  1949  week. 

Evening  sponsored  hours  are 
down  somewhat  this  summer  from 
a  year  ago:  53  hours  and  25  min- 
utes a  week  in  July  1950,  against 
59  hours  and  no  minutes  a  week  in 
July  1949.  In  the  daytime  the  pic- 
ture is  reversed:  115  hours,  55 
minutes  of  commercial  time  per 
week  this  July,  opposed  to  110 
hours,  no  minutes,  a  year  ago. 

CBS  and  MBS  both  have  more 
commercial  time  scheduled  for  this 
July  than  they  had  for  last  July, 
according  to  the  showsheet,  which 
is  compiled  each  month  by  the  net- 
works themselves  for  Broadcast- 
ing. According  to  this  copyrighted 
(Continued  on  page  50) 
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HOOPER  VS.  PULSE  « fM 


C.  E.  HOOPER,  president  of  C.  E. 
Hooper  Inc.,  and  Sydney  Roslo-w, 
president  of  The  Pulse  Inc.,  were 
probably  the  last  two  subscribers 
to  Broadcasting  to  see  the  chal- 
lenge addressed  to  them  by  Stanley 
G.  Breyer,  commercial  manager, 
KJBS  San  Francisco,  in  a  full  page 
advertisement  in  last  Monday's 
issue  (July  3) . 

Reached  by  phone  Monday  at  a 
Canadian  village  before  taking  off 
into  the  wilds  on  a  fishing  expedi- 
tion, Mr.  Hooper  dictated  a  qual- 
ified acceptance  of  the  KJBS  pro- 
posal that  his  company  and  Pulse 
jointly  underwrite  a  house-to-house 
coincidental  survey  to  be  made  in 
the  San  Francisco-Oakland  area 
concurrently  with  the  regular  Aug- 
ust surveys  of  the  Hooper  and 
Pulse  organizations  there. 

Dr.  Roslow,  vacationing  in  the 
South,  was  contacted  Friday  at 
Myrtle  Beach,  S.  C,  where  he  was 
speaker  at  the  South  Carolina 
Broadcasters  Assn.  meeting.  He 
said  he  had  been  away  from  his 
office  and  had  not  had  a  chance  to 
read  the  KJBS  advertisement. 
When  he  arrived  back  at  his  office 
July  10,  Dr.  Roslow  said,  he  would 
study  the  proposal. 

Heavy  Response 

Mr.  Breyer  told  Broadcasting 
he  had  received  a  large  number 
of  telephone  calls  and  that  KJBS 
officials  had  been  "on  the  phone  all 
morning"  as  a  result  of  the  adver- 
tisement. He  declared  it  was  "re- 
markable how  promptly  and  thor- 
oughly your  editorial  (was)  read." 

Agency  executives  emphasize 
that  although  San  Francisco  is 
the  locale  of  the  controversy,  the 
confusion  is  nationwide,  according 
to  Mr.  Breyer. 

Labelled  "An  Advertisement 
Published  in  the  Interest  of  the 
Whole  Broadcasting  Industry  and 
Intended  to  Eliminate  Some  Con- 
fusion About  Ratings,"  the  KJBS ' 
copy  points  out  that  two  rating 
services  either  duplicate  each  other, 
with  unnecessary  expense  result- 
ing, or  deliver  different  ratings, 
producing  confusion.  "It  makes  as 
much  sense  as  having  two  umpires 
behind  the  plate — as  well  as  two 
sets  of  rules,"  the  station  declares. 

KJBS  states  that  in  recent  ap- 
pearances before  the  San  Francisco 
Advertising  Club  Mr.  Hooper  has 
defended  the  accuracy  of  his  tele- 
phone-coincidental method  and  Dr. 
Roslow  the  accuracy  of  his  personal 
interview-aided  recall  system.  As 
evidence  supporting  accuracy  of 
the  figures  each  has  produced  a 
house-to-house  coincidental  survey. 
Since  "it  is  obvious  that  both  Mr. 
Hooper  and  Dr.  Roslow  respect  the 
house-to-house  coincidental  survey 
as  a  method  approximately  par  for 
the  course,  although  much  too  ex- 
pensive to  employ  regularly,"  and 
since  neither  of  the  personal  coin- 
cidental surveys  was  conducted  in 
the  San  Francisco-O'ikland  area, 
KJBS  proposed: 

1.  That  a  reliable  research  company 
other  than  C.  E.  Hooper  Inc.  and  The 
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Pulse  Inc.  but  acceptable  to  both,  be 
retained  to  conduct  a  large-scale 
house-to-house  coincidental  survey  in 
San  Francisco-Oakland  during  August 
1950,  using  an  accepted  random  or 
probability  method  of  obtaining  the 
sample. 

2.  That  the  cost  of  this  survey  be 
shared  jointly  by  C.  E.  Hooper  Inc. 
and  The  Pulse  Inc.  since  each  has  a 
basic  interest  in  the  results. 

3.  That  the  house-to-house  coinci- 
dental survey  be  scheduled  to  coin- 
cide with  the  regular  or  re-scheduled 
San  Francisco-Oakland  August  inter- 
viewing of  C.  E.  Hooper  Inc.  and  The 
Pulse  Inc.  (first  week  of  the  month 
recommended). 

4.  That  C.  E.  Hooper  Inc.  and  The 
Pulse  Inc.  agree  to  furnish  original 
field  records,  working  material,  inter- 
viewers' instructions  and  tabulation 
procedures  of  their  regular.  August 
interviewing,  broken  down  by 
hours,  for  comparison  with  the  re- 
sults of  the  house-to-house  coinci- 
dental survey.  These  records  would 
be  furnished  to  an  impartial  commit- 
tee consisting  of  (a)  a  Hooper  rep- 
resentative, (b)  a  Pulse  representa- 
tive, (c)  an  advertising  agency,  (d) 
an  advertiser,  fe)  a  Hooper  station- 
subscriber,  (f)  a  Pulse  station-sub- 
scriber. Also  that  both  firms  submit 
to  10%  of  their  interviewing  being 
"observed"  by  committee  members. 

5.  That  all  parties  concerned  either 
agree  in  advance  that  this  house-to- 
house  coincidental  represents  the 
truest  picture  obtainable,  or  intro- 
duce all  relevant  qualifications  in 
writing  in  advance,  so  that  there  will 
be  no  questions  or  arguments  after- 
wards regarding  the  sample,  method, 
company  engaged,  etc.  In  other  words, 
if  this  third  survey  agrees  with 
Hooper,  then  Hooper  is  right  and 
Pulse  is  wrong.  If  it  agrees  with 
Pulse,  then  Pulse  is  right  and  Hooper 
is  ivrong.  If  it  agrees  with  neither, 
then  both  Hooper  and  Pulse  are  wrong. 

Mr.  Hooper's  acceptance  wire: 
C.  E.  Hooper  Inc.  accepts  your  in- 
vitation to  participate  in  a  three  way 
simultaneous  test  of  personal  cross- 
section  sample  coincidental  vs.  tele- 
phone home  sample  coincidental  vs. 
cross-section  sample  aided  recall.  We 
accept  all  conditions  subject  to  ap- 
proval of  cost  except  that  an  adjust- 


ment be  made  to  compensate  for  ap- 
parent differences  in  "available  au- 
dience" as  obtained  by  the  personal 
coincidental  compared  with  the  tele- 
phone coincidental.  You  see,  house- 
holders are  more  prone  to  answer  the 
telephones  than  doorbells  causing 
telephone  coincidental  to  be  more 
accurate  than  personal  coincidental 
regarding  "available  audience." 


NAB  D/ST.  2 

Will  Meet  Oct.  12-13 

ANNUAL  meeting  of  NAB  Dis- 
trict 2  (N.  Y.,  N.  J.)  has  been 
definitely  scheduled  Oct.  12-13  by 
William  A.  Fay,  WHAM  Roches- 
ter, district  director.  Site  will  be 
the  Ten  Eyck  Hotel,  in  Albany. 
The  meeting  had  been  tentatively 
scheduled  Nov.  9-10  [Broadcasting, 
July  3]  but  the  Oct.  12-13  date 
was  finally  selected. 

Still  not  definite  is  site  of  the 
District  4  (D.  C,  Va.,  N.  C,  S.  C, 
Md.  in  part)  meeting  Nov.  2-3,  now 
scheduled    at    Williamsburg,  Va. 

District  16  (So.  Calif.,  Ariz.,  So. 
Nevada)  and  District  15  (No. 
Calif.,  No.  Nev.,  Hawaii)  may  meet 
jointly  Aug.  21-22  at  the  San  Car- 
los Hotel,  Monterey,  Calif. 


WALLACE  NAMED 

Succeeds  Hammond  at  NBC 

GEORGE  WALLACE  was  ap- 
pointed manager  of  the  NBC  radio 
advertising  and  promotion  depart- 
ment Friday,  succeeding  Charles 
Hammond  who  died  June  30 
[Broadcasting,  July  3]. 

George  MacGovern,  former  rate 
specialist  in  the  network's  plan- 
ning and  research  department, 
was  appointed  to  Mr.  Wallace's 
former  job,  manager  of  the  radio 
sales  planning  and  research  de- 
partment. 

Mr.  Wallace,  who  joined  NBC  in 
1940  as  a  page,  has  served  in 
advertising  and  promotion  capaci- 
ties. 


WILLIAM  B.  MAILLEFERT,  pre 
ident  and  general  manager 
WVET  Rochester,  N.  Y.,  will  jo 
the  New  York  office  of  Edwa: 
Retry  &  Co.  as  an  account  exec 
five  for  radio,  it  was  announce 
last  week. 

Mr.  Maillefert  started  with  tl 
Compton  Agency  in  New  York 
1937,  and  in  19' 

the  exception  ( 
Mr.  Maillefert    two  years  in  th 

South  Pacific  ; 
captain  with  the  Army  Transpo 
Service,  he  was  with  the  Comptc 
Agency  for  eight  years. 

Mr.  Maillefert  had  managj; 
WVET  since  1946.  He  has  be; 
associated  with  the  American  Ass 
of  Advertising  Agencies  Rad 
Committee  and  the  War  Adverti 
ing  Council,  and  is  a  former  vie 
president  of  the  Radio  Executivf 
Club  of  New  York. 


TUBE  SALES  UP 

May  Radio  Orders  Double  '4 

REFLECTING  continued  deman 
for  radio  receivers  and  swiJ 
growth  of  TV,  sales  of  radio  r< 
ceiving  tubes  in  May  doubled  thos 
of  the  same  month  in  1949,  accorc 
ing  to  Radio  -  Television  Mfr 
Assn. 

May  radio  tube  sales  totale 
29,706,500  units  compared  to  13 
488,121  in  May  1949  and  27,387,68 
in  April  1950.  Of  the  May  sale 
23,429,417  tubes  were  sold  for  ne- 
sets,  5,343,010  for  replacement 
872,351  for  export  and  61,722  t 
government  agencies.  Five-mont 
tube  sales  this  year  totaled  137^ 
895,253.  : 
Sales  of  cathode  ray  tubes  t 
TV  receiver  manufacturers  ii 
creased  20%  in  May,  with  tren 
to  large  screens  emphasized.  Moi 
than  64%  of  all  TV  picture  tube  ■ 
were  14  inches  and  over,  wit 
12-13.9  inches,  the  previous  dom' 
nant  size,  down  to  35%  of  th  [ 
total. 

May  TV  picture  tube  sales  tc 
taled  599,667  units  valued  t 
$14,260,114  compared  to  498,62 
in  April  valued  at  $12,054,20^ : 
TV  set  makers'  purchases  of  catl 
ode  ray  tubes  in  the  first  fiv 
months  of  1950  totaled  2^604,71 
units  valued  at  $64,042,781. 


Sano  To  Use  Radio 

FLEMING-HALL  Tobacco  Co 
through  its  agency,  Raymond  Spec  > 
tor  &  Co.,  New  York,  will  use  radi 
in  the  fall  for  its  Sano  cigarette 
Agency  has  not  decided  yet  whetl 
er  it  will  be  spot  or  network.  |i 


HIERGENCY  BLUEPRINTS  Broadcasters,  Government  Meet 


DIO'S  emergency  blueprint,  un- 
attentive  study  the  past  fort- 
^ht  by  the  National  Security  Re- 
irces  Board  [Broadcasting, 
ly  3],  came  in  for  closed  circuit 
.cussions  last  week  as  a  broad- 
|3ters'  advisory  group  met — for 
6  first  time  in  two  years — with 
jibilization  planner  on  eommuni- 
fdons'  role  in  civil  defense  plan- 


'jRadiomen  representing  the  ma- 

''f  networks  joined  with  common 
jrrier  representatives  and  officials 
jgovernment  agencies  in  response 
|  a  meeting  called  Friday  by  Paul 

'rsen,  the  nation's  mobilization 

|si.ef. 

jlVIr.  Larsen  was  to  make  a  pres- 
Itation  on  communications  during 
h  "informal  roundtable  discus- 
|n,"    then     solicit  suggestions 
bra  radio  and  common  carrier  rep- 
'kentatives  "looking  toward  de- 
ilopment   of   the   project  which 
.  5RB   hopes   to   make  available 
^■'iietime  this  September,"  it  was 
■  nounced  Thursday. 

^Broadcasters  were  called  in  "an 
;  visory  capacity,"  it  was  empha- 
,  ;ed  by  Leighton  Peebles,  NSRB 
,,mmunications  division  director, 
|io  attended  along  with  William 
;  Gill,  civil  defense  coordinator, 
id  communications  personnel  of 
e  board. 

|||      Radio  Representatives 

;  Representing  the  broadcast  in- 
i-  stry  were  William  Hedges  and 
Villiam  McAndrew,  NBC;  Earl 
.'immons  and  Ted  Koop,  CBS; 
jAlis   Seavey,   MBS;    Robert  H. 

nckley,   Kenneth   Berkeley  and 
i -yson  Rash,  ABC;  William  Ryan 
I  d  Robert  K.  Richards,  NAB. 
\:  Officials  of  American  Telephone 
i  Telegraph,  American  Radio  Re- 
fiy  League,  the  Atomic  Energy 
J  mmission  and  other  agencies  also 
jjjere  invited  to  participate  in  the 
.,5Cussions  conducted  at  the  Execu- 
i'e  Office  of  the  President. 
[The  field  of  wire  and  radio  com- 
anications  was  to  be  explored  dur- 
g  the  all-day  session. 
■Two  key  plans — one  contemplat- 
|g  key  stations  in  a  potential  pri- 
ory  "emergency"   network,  the 
jher  envisioning   secondary  sta- 
tus which  conceivably  would  be 
Dre  subject  to  radio  blackout  dur- 
[g  air  attacks — were  among  those 
lieved  to  be  slated  for  discussion 
•  the  group. 

NSRB  communications  officials 
ready  have  indicated  they  are 
|udying  costs  of  component  parts 
station  equipment  material, 
fimber  availability  of  trained  ra- 
p  and  TV  technicians  and  other 
atters  in  relation  to  any  overall 
t  an-power  situation  that  may 
I  ise. 

I  Voluntary  Korean  war  news 
fiandards  for  radio,  television  and 
wspapers  went  into  effect  after 
My  had  been  suggested  by  Gen. 
jiftuglas  McArthur  and  approved 
if>  Secretary  of  Defense  Louis 
hnson.     A  statement  from  the 


Far  East  Command  follows: 

Gen.  McArthur  does  not  desire  to 
invoke  censorship.  He  prefers  that 
the  press  establish  a  voluntary  code 
that  will  insure  the  security  of  oper- 
ations and  the  safety  of  personnel. 
This  will  prevent  detrimental  infor- 
mation being  made  available  to  hos- 
tile forces.  A  true  democratic  press, 
it  is  believed,  will  accept  the  chal- 
lenge. 

Reports  naming  specific  units, 
sizes,  titles,  places  of  landings,  loca- 
tions and  troop  movements  should 
not  be  disclosed.  Subordinate  head- 
quarters, units  committed  lower  than 
the  Eighth  Army,  Fifth  Air  Force, 
Twentieth  Air  Force  and  Seventh 
Fleet  on  any  field  locations  are  not 
mentioned.  Your  co-operation  is  re- 
quested. 

On  Capitol  Hill  the  Senate  Ex- 
ecutive Expenditures  Committee 
meanwhile  withheld  a  completely 
favorable  report  on  President  Tru- 
man's plan  to  transfer  most  of 
NSRB's  functions  to  its  chairman, 
W.  Stuart  Symington,  but  the  pro- 
posal went  into  effect  last  Satur- 
day. It  gives  Mr.  Symington  com- 
plete control  of  the  mobilization 
program,  including  communica- 
tions, over  and  above  board  mem- 
bers— heads  of  State  Dept.,  Treas- 
ury, Agriculture,  Interior,  Defense, 
Labor  and  Commerce. 

The  board  has  on  tap  a  number 
of  so-called  "ghost  orders"  for 
communications  and  electronics 
equipment  which  it  has  not  yet 
pressed  into  actual  orders.  Aside 
from  machine  tools,  most  of  them 
have  remained  "on  paper." 

NSRB  and  Munitions  Board  have 
been   collaborating   on   plans  in- 


volving radio  equipment — stockpil- 
ing of  basic  or  critical  materials. 
Additionally,  steel,  copper,  alum- 
inum and  quartz  crystal  are  among 
the  items  which  would  be  deemed 
vital  in  the  event  of  any  emer- 
gency. Thus  far  there  has  been 
only  speculation  of  a  possible 
"freeze"  on  such  materials. 

The  Electronics  Equipment  Ad- 
visory group,  comprising  manufac- 
turers, has  been  mulling  specifica- 
tions which  may  be  required  of 
the  industry  by  the  military  and 
certain  problems  relating  to  stand- 
ardization of  equipment  nomencla- 
ture, as  well  as  specifications,  are 
being  studied  by  Dr.  W.  R.  G.  Baker 
of  General  Electric  Co.,  a  member 
of  the  committee. 

Tubes,  Components  Important 

One  of  the  key  products  on  the 
NSRB-MB  list  is  the  cathode  or 
transmitter  tube  and  component 
parts,  an  NSRB  communications 
spokesman  said  last  week.  A  Muni- 
tions Board  study,  under  way  for 
some  time,  has  pinpointed  about 
400  companies  which  turn  out 
large  communications  items  and 
some  200  more  who  produce  com- 
ponent parts  or  small  products,  he 
added. 

Relocation  of  key  electronic 
equipment  companies  who  have 
opened  new  plants  or  expanded 
others  also  has  been  stressed  from 
time  to  time  by  NSRB  officials  as 
of  major  importance.  One  such 
major  company,  Andrew  Corp.,  ex- 
panded its  facilities  to  strategic 
areas  in  1948,  and  others  have  in- 


dicated similar  action,  NSRB  has 
pointed  out. 

Dispersion  of  cities,  however, 
"would  be  fantastic,"  Mr.  Larsen 
has  pointed  out.  "On  the  practical 
side,  the  board  is  and  will  continue 
to  stress  .  .  .  dispersion  as  a  plan- 
ning factor  in  new  construction 
and  in  our  cities  ...  on  a  voluntary 
basis,"  he  added. 

Government  agencies  also  might 
fall  under  such  a  plan,  although  it 
already  has  been  indicated  that 
FCC  would  not  be  included,  accord- 
ing to  present  proposals,  because 
of  its  "essential  nature"  as  a  com- 
munications regulatory  body.  It 
would  likely  remain  near  the  seat 
of  government  and  military,  NSRB 
officials  believe. 

Meanwhile,  on  another  front,  it 
was  revealed  last  week  that  the 
President's  Communications  Policy 
Board,  set  up  early  this  year 
[Broadcasting,  Feb.  27,  20],  would 
open  four-day  meetings  in  Wash- 
ington beginning  today. 

Defense  Discussion  Seen 

It  was  believed  that  defense 
would  be  a  vital  subject  of  discus- 
sion during  sessions  dealing  with 
the  allocations  of  frequencies  and 
international  communications,  a 
spokesman  of  the  board  indicated 
last  week.  This  is  one  of  the 
board's  periodic  meetings  and  was 
slated  two  months  ago  by  Dr.  Irvin 
Stewart,  of  the  U.  of  West  Va., 
head  of  the  group  and  former  FCC 
Commissioner.  It  plans  to  meet 
again  in  August.  Previous  ses- 
sions were  held  in  March,  April 
and  May. 


ECONOMY  OF 


VALUE  OF  RADIO  advertising  is^unmatched  by  any  other  medium, 
Joseph  H.  McConnell,  NBC  president  stated  last  week. 

Speaking  last  Friday  before  the  South  Carolina  Broadcasters  Assn.  at 
Myrtle  Beach,  S.  C,  Mr.  McConnell  said: 

"During    the    past    10    years,  *  


while  rates  for  other  media 
were  repeatedly  raised  to  reflect 
increases  in  their  circulation,  net- 
work radio  —  which  enjoyed  the 
greatest  increases  (in  circulation) 
of  them  all — ^kept  its  rates  fixed. 

"It  did  so  for  good  economic  rea- 
sons. By  offering  greater  and 
greater  values,  it  secured  maximum 
volume  —  and  in  the  broadcasting 
business  a  high  volume  of  sales  is 
especially  important. 

"We  all  know  that  unsold  time 
not  only  reduces  revenues  but  in- 
creases expense  at  the  same  time, 
resulting  in  high  cost,  inefficient 
operations.  We  did  not  establish 
the  increased  rates  which  would 
have  been  justified  by  the  increas- 
ing value  of  our  product,  so  that 
we  would  keep  broadcasting  far  in 
the  lead  as  the  most  economical 
medium  and  thus  promote  maxi- 
mum sales  volume  and  the  most 
efficient  level  of  operations." 

As   the   size   of  radio  grew — 


faster  than  the  rate  of  growth  of 
the  population — broadcasters  deliv- 
ered what  Mr.  McConnell  called  a 
"huge  bonus  audience." 

Effect  on  Bonus  Audience 

"Now  television  is  beginning  to 
eat  into  the  bonus  audience  in  the 
home,"  he  said,  "although  it  can- 
not touch  the  millions  of  hours  of 
weekly  bonus  listening  outside  the 
home.  And  because  this  plus  is 
being  subtracted,  the  heat  is  on  for 
rate  reductions. 

"The  advertisers  point  to  the 
metropolitan  markets  where  tele- 
vision is  concentrated,  and  rest  on 
the  fact  that  evening  radio  in 
those  markets  offers  a  less  attrac- 
tive buy  than  it  did  two  years  ago. 
In  doing  so  they  are  comparing 
radio's  good  value  today  with  the 
super-value  it  offered  when  it  was 
the  only  broadcasting  service.  They 
are  not  comparing  the  values  of 
radio  today  with  the  present  values 


Cited  by  McConnell 


of  the  printed  media  with  which  it 
competes.  .  .  . 

"They  are  overlooking  the  fact 
that  after  the  full  effect  of  tele- 
vision is  taken  into  account,  na- 
tional radio  during  the  coming  sea- 
son will  still  deliver  a  larger  audi- 
(Continued  on  page  28) 
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Walton  Motou  .  .  . 

27  years  /n  Rarf/o 


By  BILL  THOMPSON 

WHEN  JOSEPH  LEVY, 
president  of  Walton 
Motors.  Chicago,  start- 
ed taking  in  horses  and 
wagons  in  trade  for  automo- 
biles in  1915,  he  ran  adver- 
tisements in  the  Chicago  news- 
papers. 

It  was  logical  that  he  fol- 
low the  example  of  his 
grandfather  in  this  new  venture. 
David  Levy  rebuilt  his  commercial 
horse  business  on  the  ashes  of  the 
Great  Chicago  Fire  through  news- 
paper promotion. 

But  by  1929  Joe  Levy  felt  he 
needed  a  "more  dynamic"  medium 
to  cope  with  competition  in  the 
dynamic  automobile  business.  So 
he  started  buying  time  on  inde- 
pendent Chicago  stations.  Bob 
Hawk,  later  a  top  network  person- 
ality, clicked  so  well  on  WAAF 
that  Mr.  Levy  boldly  allocated  to 
radio  25  9f  of  his  advertising 
budget  for  the  year.  By  1930,  he 
had  completely  reversed  a  long- 
standing family  policy  favoring 
printed  media  and  put  80  9(:  of  his 
promotional  dollars  into  broadcast- 
ing. 

Strengthen  Radio  Budget 

This  ratio  prevailed  at  Walton 
Motors  —  "Finest  Chrysler-Ply- 
mouth Dealer  in  America" — until 
this  year  when  Mr.  Levy  met  the 
challenge  of  a  prolonged  Chrysler 
strike  by  upping  his  radio  budget 
to  85 ''/r  of  the  advertising  appro- 
priation. 

For  the  past  10  years,  the  com- 
pany's radio  budget  has  never  been 
*    *  * 
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below  $75,000  annually.  It  amounts 
to  about  $25  per  car  sold. 

Completely  devoted  to  the  "mu- 
sic and  news"  type  of  independent 
station,  Joe  Levy  believes  that 
automobile  dealers  who  buy  time 
on  network  outlets  are  "wasting 
their  money."  He  thinks  the  work- 
ing class  has  long  preferred  the 
station  that  guarantees  either  a 
popular  tune  or  a  timely  bit  of 
news  any  hour  of  the  day. 

"We  get  most  of  our  business 
from  the  working  people  who 
switch  on  the  radio  while  traveling 
to  and  from  work  or  while  relaxing 
at  home,"  he  says.  "Over  the 
years,  we  have  kept  our  program- 
ming pretty  well  concentrated  be- 
tween 5  and  7  p.m.  because  we 
believe  that  is  the  time  when  the 
great  mass  of  workers  want  to 
snap  out  of  the  day's  routine.  Our 
customers  aren't  the  type  who  keep 
up  with  daytime  serials." 

Walton  Motors  has  used  radio 
almost  exclusively  to  merchandise 
used  cars.  (In  1941,  a  total  of 
3,100  was  moved.)  During  this 
year's  Chrysler  strike  when,  for 
many  weeks,  no  new  cars  were 
available,  this  policy  paid  big  di- 
vidends. But  the  company  has 
chalked  up  an  imposing  record  in 
normal  years  with  rteiv  car  sales. 
A  year  ago  last  December,  when 
the  '49  models  were  beginning  to 
come  in,  Mr.  Levy  was  caught  with 
100  brand  new  '48  Chryslers. 

"Even  though  many  of  these 
were  designed  for  the  carriage 
trade,  we  disposed  of  each  and 
every  one — thanks  to  radio,"  he 
recalls. 

"House  of  Walton,"  as  the  com- 
pany is  known  on  Chicago's  "auto- 
mobile row,"  has  had  a  succession 
of  personable  disc  jockeys  since 
Bob  Hawk  wise-cracked  his  way 
through  its  first  15-minute  pro- 


gram on  WAAF.  Eddie  Chase  and 
his  Make-Believe  Ballroom,  also  on 
WAAF,  was  one  of  its  biggest  hits. 
Featuring  the  same  orchestra 
throughout  each  15-minute  period, 
this  disc  program  had  a  back- 
ground of  ballroom  sound  effects. 
Tom  Moore,  present  star  of  Mu- 
tual's  Ladies  Fair,  Linn  Burton, 
and  Fran  Wiegel  all  have  worked 
for  Walton. 

The  company  now  has  five  15- 
minute  shows  Monday  through 
Saturday  and  eight  15-minute 
shows  on  Sunday.  Each  program 
has  three  commercials.  The  Sun- 
day shows  are  spaced  through  the 
10  a.m.  to  4  p.m.  period.  Stations 
currently  used  are  WAIT  and 
WAAF.  The  latter  has  been  a 
favorite  with  Mr.  Levy  since  his 
first  venture  into  radio  'way  back 
when.  However,  time  also  has  been 
purchased  from  WIND  and  WCFL 
during  the  sponsor's  21  years  on 
the  air. 

Experiments  With  Formats 
While  15-minute  record  shows 
appear  to  be  most  popular  at  Wal- 
ton, other  formats  have  been  tried 
with  considerable  success.  In  1932, 
a  "hot  stove  league"  type  of  pro- 
gram on  WCFL  drew  an  average 
of  250  letters  and  cards  a  day  with 
answers  to  the  question:  "In  what 
order  will  the  major  league  teams 
finish  the  year?"  Twelve  season 
passes  to  either  Chicago  Cubs  or 
White  Sox  games  went  to  the  win- 
ners. 

Race  results  and  scores  of  sports 
contests  often  are  woven  into  Wal- 
ton broadcasts.  Spot  announce- 
ments are  rarely  used. 

Joe  Levy  conducted  his  automo- 
bile business  for  nine  years  in  a 
livery  stable  operated  by  his 
father,  Henry  D.  Levy,  at  Mil- 
waukee Ave.  and  Cornelia  St.  on 


Chicago's  near  northwest  si 
The  livery  service  was  a  succes- 
to  Grandfather  David  Levy's  co 
mercial  horse  enterprise  whi 
survived  the  holocaust  of  1871. 

By  1924,  he  had  built  a  ntj 
building — for  automobiles  only' 
and  since  by  that  time  the  nai 
of  Cornelia  St.  had  been  chang 
to  Walton  St.,  he  chose  this  as  t 
permanent  name  of  his  orgai 
zation. 

The  present  House  of  Walton, 
an  imposing  five-story  building  II 
2301  South  Michigan  Blvd.  H 
swank  service  building  at  nearljH 
2222  South  Indiana  Ave. — long  a»l 
rambling  and  containing  the  lateJ 
precision  equipment  for  serviciJ 
Chrysler  and  Plymouth  cars* 
rounds  out  the  company's  faciliti( 
Highest  Allocation 

Last  year,  this  concern  was  £ 
located  more  Chryslers  than  ai' 
dealer  in  the  United  States. 

Mr.  Levy  is  recognized  as  oi 
of  Chicago's  most  astute  busine  i 
men.   He  holds  memberships  in  tl 
Standard  Club,  a  downtown  orga 
ization  of  some  of  the  city's  be 
known  leaders,  and  the  Bryn  Mav 
Golf  Club.     Six  of  his  roster  ■ 
90  employes  have  been  with  hi 
for  more  than  25  years.    He  hi 
had  the  same  advertising  agency-, 
Irving     Rocklin     Assoc. — for  ]| 
years.  ' 

One  of  his  younger  officials 
radio-minded  Joe  Levy  Jr.,  edi 
cated  at  Culver  Military  Acadenp 
and   Northwestern   U.     He  jolir 
with  his  father  in  saying: 

"Results  show  that  radio  does 
far  better  job  for  us  than  any  othe 
advertising  medium." 

*    *  * 
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Congress  Pressure  Mounts 


j)UNTING  Congressional  pressure  for  passage  of  Communist  registra- 
|a  legislation,  which  would  require  specific  party  and  group  identifica- 
n  on  radio  and  television  broadcasts,  was  further  evidenced  on  Capitol 
1  last  week. 

sens.  Karl  Mundt  (R-S.  D.)  and  Homer  Ferguson  (R-Mich.)  joined 
tnbers  of  the  Republican  Policy  *  


inmittee  in  urging  early  consid- 
0.  Jtion  of  the  Mundt-Nixon-Fer- 
,on  -  Johnston    anti  -  Communist 
on  the  Senate  floor.  A  compan- 
piece  is  pending  in  the  House 
-American   Activities  Commit- 
which  has  held  lengthy  hear- 

■,hhe  Senate  version  (S  2311) 
'aid  ban  broadcasts  or  telecasts 
J  behalf  of  Communist  Party  or 
er  political  organizations  unless 
sources  or  sponsors  are  proper- 
tilabeled  in  advance  of  the  pro- 
|ms.  [Broadcasting,  June  26.1 
.ij^he  bill  was  co-authored  also  by 
li.  Olin  Johnston  (D-S.  C.)  and 
b.  Richard  Nixon  (R-Calif.). 
!atl!>en.  Mundt  last  Tuesday  warned 
eagues  against  "new  and  high- 
!i|inanced  attempts  by  American 
nniunists  to  stop  the  Senate" 
m  passing  legislation  "and  cur- 
ing their  conspiratorial  efforts 
divide  American  public  opinion" 
1  sabotage  "the  American  peace 
i)rt." 

Foster  Communique  Cited 

i^e  cited  a  "Communist  com- 
iij(mique"  written  by  William  Z. 
iter,  chairman  of  the  National 
^nmunist  Party,  calling  on  mem- 
(s  to  direct  an  "all-out  Commu- 
li  ijt  crusade"  against  the  legisla- 
1.  Mr.  Foster  had  urged  party 
!]]nfibers  to  wire  Sen.  Scott  Lucas 
f  ill.) ,  Senate  Majority  leader,  and 
(•er  Senators  to  "reject  the  de- 
nd  of  the  Republican  Policy 
jnmittee." 

len.  Mundt  described  the  effort 
((ill  a  "frantic,  last-ditch  campaign 
la  ij  misrepresentation"  against 
j'oi  iasures  which  would  protect  the 
line  front  against  "treachery, 
paganda,  and  sabotage."  He 
iressed  doubt  that  Sen.  Lucas 
aid  "try  to  prevent  the  Senate 
m  working  its  wishes"  and  asked 
majority  leader  to  "take  off  the 
islative  lid  he  has  had  clamped" 
the  bill.  He  was  joined  in  this 
aand  by  Sen.  Ferguson  Tuesday, 
imid  heated  floor  debate  last 
dnesday,  however,  Sen.  Lucus 
ongly  indicated  he  would  not  be 
amped"  into  quick  action  on  the 
iposal. 

'he  measure  would  seek  to  curb 

liwrence  Joins  World 

KLD  Broadcasting  System  Inc. 

week  announced  the  appoint- 
it  of  Richard  Lawrence  as  sales 
resentative  to  work  out  of  its 
|w  York  offices.    Mr.  Lawrence 
been  an  account  executive  with ' 
NJ  Newark  for  the  past  three 
rs,  prior  to  which  he  was  a 
m  b  e  r  of  Davidson-Lawrence, 
kkage -pro  gram    producer.  In 
|rld  war  II,  Mr.  Lawrence  served 
h  the  20th  Air  Force  in  the 
ath  Pacific. 


espionage  and  infiltration  of  gov- 
ernment agencies  and  departments 
by  Communists  or  members  of 
"front"  organizations,  requiring 
them  to  register  with  the  U.  S.  At- 
torney General's  office  and  other- 
wise subjecting  them  to  provisions 
governing  radio-TV  broadcasts 
sponsored  by  the  Republican  and 
Democratic  parties. 

The  question  of  security  also  has 
arisen  on  another  front,  involving 
facilities  of  the  radio-TV  industry. 

Security  Plans  Studied 

It  was  learned  last  week  that  the 
Defense  Dept.  and  Civilian  Mobili- 
zation Office,  in  cooperation  vdth 
other  agencies,  have  been  studying 
security  plans  relating  to  facilities 
of  commercial  broadcast  stations 
and  common  carrier  communica- 
tions. 

During  World  War  II,  it  was  re- 
called, the  communications  industry 
worked  with  the  military  and  the 
FBI  on  means  for  protection  of 
equipment  and  security  of  com- 
munications against  sabotage. 

New  plans,  it  was  disclosed,  sub- 
stantially follow  recommendations 


set  forth  in  the  famous  Hopley  re- 
port, "Civil  Defense  for  National 
Security."  The  report  had  made 
plain,  however,  that  while  proce- 
dures are  subject  to  coordination 
by  the  military  and  the  mobiliza- 
tion office,  primary  responsibility 
would  rest  with  private  companies. 

Must  Protect  Facilities 

"The  protection  of  common  car- 
rier telephone  and  telegraph  sys- 
tems and  radio  broadcasting  sta- 
tions," it  asserted,  "against  normal 
physical  hazards  and  the  war  haz- 
ards of  sabotage  and  fifth  column 
activities  such  as  attempting  to 
take  over  radio  broadcasting  sta- 
tions, is  the  primary  responsibility 
of  the  commercial  companies  and 
the  public  or  private  agencies 
operating  the  systems." 

Meanwhile,  an  "alert"  memoran- 
dum on  internal  security,  reported- 
ly has  been  handed  down  from  FBI 
Director  J.  Edgar  Hoover's  office 
to  agents  urging  them  to  exercise 
close  scrutiny  over  suspected  and 
known  Communists  in  vital  indus- 
tries. The  FBI  has  documented  data 
on  an  approximate  50,000  to  100,- 
000  suspects,  many  of  them  Ameri- 
can citizens,  and  some  of  whom 
are  employed  in  radio,  television 
and  other  key  industries. 


O.  L.  (Ted)  TAYLOR  (I)  of  The  Taylor 
Co.,  station  representative,  welcomes 
James  W.  Coan  (r),  president  of 
WTOB  Winston-Salem,  and  John  G. 
Johnson,  WTOB  general  manager,  to 
Taylor's  new  offices  at  488  Madison 
Ave.,  New  York. 
*    *  * 

WTOB  EXPANSION 

Will  Add  CBS  Affiliation 

PLANNING  to  begin  fulltime  op- 
eration on  or  about  Sept.  1,  WTOB 
Winston-Salem,  N.  C,  will  be  affil- 
iated with  CBS  in  addition  to  MBS, 
according  to  John  G.  Johnson,  gen- 
eral manager  of  the  station 
[Closed  Circuit,  July  3]. 

WTOB,  operated  by  James  W. 
Coan  and  Mr.  Johnson,  has  been 
operating  daytime  since  it  went  on 
the  air  in  1947.'  Now  on  710  kc 
with  1  kw,  WTOB  will  go  to  1380 
kc  with  1  kw  day  and  night. 


HAITI  PLAN  tYED         state  Dept.  Investigates 


PROJECTED  nest  of  commercial 
broadcast  stations  in  Haiti,  de- 
signed to  blanket  North  and  South 
America  and  other  areas,  is  being 
investigated  by  the  U.  S.  State 
Dept.  [Closed  Circuit,  June  26]. 

The  backers,  World  Radio  Corp., 
have  launched  a  series  of  mass 
meeting's  in  the  United  States  in 
an  effort  to  raise  money  for  the 
project. 

Using  religion  and  anti-Commu- 
nism as  main  themes,  World  Radio 
is  enlisting  the  aid  of  commercial 
radio  preachers  and  other  members 
of  the  clergy  in  an  attempt  to  raise 
funds.  It  proposes  to  sell  time  to 
U.  S.  advertisers. 

The  project  may  raise  a  new 
problem  for  the  upcoming  NARBA 
conference,  since  Haiti  has  no  clear 
channel  assignments  and  World 
Radio  is  reported  to  have  been  in- 


terested in  870  kc  (WWL  New 
Orleans),  640  kc  (KFI  Los  An- 
geles) and  other  clear  facilities. 

Stressing  the  evangelistic  motif. 
World  Radio  has  issued  a  brochure 
in  which  it  claims  to  have  a  license 
from  the  Republic  of  Haiti  to  build 
and  operate  "a  group  of  the  world's 
largest  radio  stations." 

State  Dept.  officials  are  checking 
the  claims.  World  Radio  maintains 
an  ofl^ce  at  7501  S.  Main  St.,  Hous- 
ton, Tex.,  with  Post  Office  Box  1662 
as  mailing  address. 

It  is  understood  World  Radio  had 
set  a  goal  of  a  half-million  dollars 
in  Houston  alone.  Mentioned  in 
connection  with  a  mass  meeting 
held  in  Houston  a  few  weeks  ago 
were  S.  E.  Ramseyer,  of  Mexico 
City,  World  Radio  president,  and 
J.  H.  Gould,  chief  engineer. 

Among  members  of  the  clergy 
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who  were  mentioned  by  World  Ra- 
dio as  participants  in  the  Houston 
meeting  were  Rev.  L.  L.  Roloff, 
identified  as  pastor  of  the  Second 
Baptist  Church,  Corpus  Christi, 
Tex.,  billed  as  main  speaker  at 
Houston;  Rev.  Max  Gaulke,  pastor, 
First  Church  of  God,  city  not 
shown ;  Rev.  Paul  T.  Seastrand, 
pastor,  Augustana  Lutheran 
Church,  city  not  shown;  Ed  Shep- 
ard,  layman,  and  Joe  Trussell,  mu- 
sical conductor. 

Religion  vs.  Communism 

Another  purported  World  Radio 
official.  Jack  Senter,  vice  president, 
has  been  quoted  as  predicting  work 
on  a  10  kw  station  will  start  this 
summer  with  Jan.  1  as  completion 
date.  Mr.  Senter  is  said  to  believe 
one  of  the  best  ways  of  fighting 
Communism  is  through  the  spread 
of  religious  teachings. 

Plans  for  the  Haitian  project  en- 
vision broadcasts  in  18  languages 
and  dialects.  Further  broadcasting 
centers  are  being  considered  in 
Canada,  Switzerland  and  Ethopia, 
it  is  understood.  The  Haitian  sta- 
tions would  be  60%  commercial  and 
sustaining  time  and  40%  religious. 

World  Radio  is  said  to  have  con- 
tacted Securities  &  Exchange  Com- 
mission in  Washington  in  regard 
(Continued  on  page  50) 

July  10,  1950    •    Page  19 


STORY  OF  BOMBS 

Documentary  Starts  on  NBC 

DOCUMENTARY  series,  The 
Quick  and  The  Dead,  opened  July  6 
on  NBC  (Thursday,  8  p.m.  EDT) 
as  first  of  a  group  of  broadcasts 
described  as  a  biography  of  the 
atom  and  hydrogen  bombs. 

Narrative  technique  is  used  to  tie 
in  a  series  of  capsule  episodes 
based  on  actual  and  recreated 
scenes  in  the  history  of  atomic  fis- 
sion. Bob  Hope,  NBC  comedian, 
and  William  Laurence,  New  York 
Times  science  reporter,  carry  the 
narrative. 

Painless  presentation  of  the  in- 
tricate highlights  of  atomic  energy 
is  provided  in  Hope-Laurence  cross- 
fires. The  first  episode  dealt  with 
events  leading  up  to  the  critical 
self-sustaining  chain  reaction 
achieved  Dec.  2,  1942,  at  Stagg 
Field,  Chicago.  Paul  Lukas  took 
the  role  of  Albert  Einstein,  with 
Helen  Hayes  as  Lise  Meitner,  Aus- 
trian scientist.  Series  is  written 
and   directed  by   Fred  Friendly. 

Sound  effect  for  the  first  atom 
bomb  explosion  was  achieved  by 
superimposing  the  beating  of  a 
huge  drumhead  on  thunder  record- 
ings from  16  turntables. 

More  than  half  the  performers 
in  the  series  play  themselves,  in- 
cluding Mrs.  Eleanor  Roosevelt; 
Gen.  Leslie  Groves,  in  charge  of 
the  bomb  project  for  years,  and  the 
crew  of  the  airplane  Enola  Gay, 
which  dropped  the  first  bomb. 

Future  episodes  will  cover  build- 
ing of  the  first  atom  bomb  and 
work  on  the  hydrogen  bomb.  Wil- 
liam Brooks,  NBC  vice  president, 
is  in  charge  of  the  documentary 
series,  produced  by  the  NBC  news 
and  special  events  department. 


1 


Aug.  30-Sept.  2:  Western  Assn.  of 
Broadcasters,  and  directors  meeting 
of  Canadian  Assn.  of  Broadcasters, 
Jasper  Park  Lodge,  Jasper,  Alta. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition,  69th  Regiment 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn. 
of  National  Advertisers,  Drake  Hotel, 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler,  New  York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver- 
tising and  sales  promotion  confer- 
ence, Columbus. 

Oct.  22-24:  10th  District  convention  of 
Advertising  Federation  of  America. 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  of 
Broadcasters,  Mid-Pines  Club,  South- 
ern Pines,  N.  C. 

Nov.  16-18:  National  Assn.  of  Radio 
News  Directors  convention,  Hotel 
Sherman,  Chicago. 

NAB  District  Meets 

Aug.  14-15:  Dist.  17,  Benjamin  Frank- 
lin Hotel,  Seattle. 

Aug.  21-22:  Dist.  15,  San  Carlos  Hotel, 
Montrey,  Calif. 

Aug.  24-25:  Dist.  16,  (Place  to  be 
selected). 

Sept.  7-8:  Dist.  13,  Plaza  Hotel,  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 
Glenwood  Springs,  Col. 
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McFARLAND  BILL 


SCRIPT  of  The  Quick  and  the  Dead, 
biography  of  the  atom  and  hydrogen 
bombs  which  started  on  NBC  last 
week,  is  checked  by  Major  Gen.  Leslie 
Groves  (I),  chief  of  atomic  production 
during  the  war,  and  William  F. 
Brooks,  NBC  vice  president  in  charge 
of  news  and  special  events. 


HAMTRAMCK  CASE 

FCC  Would  Deny  Atlas  Group 

NEW  AM  station  on  1440  kc  with 
500  w  daytime  at  Hamtramck, 
Mich.,  is  proposed  to  be  granted  to 
Hamtramck  Radio  Corp.  in  an 
initial  decision  reported  by  FCC 
last  Wednesday.  Competitive  bid 
of  Atlas  Broadcasting  Co.  there 
would  be  denied. 

Hearing  Examiner  Hugh  B. 
Hutchison  preferred  Hamtramck 
Broadcasting  over  Atlas  on  grounds 
the  former  included  experienced 
broadcasters,  some  of  whom  are 
familiar  with  the  area,  and  would 
participate  in  daily  management 
and  operation. 

Major  stockholders  in  Hamtramck 
Broadcasting  are  Frank  E.  Pelle- 
grin,  former  director  of  broadcast 
advertising  for  NAB  and  now  na- 
tional sales  manager  for  Transit 
Radio  Inc.,  and  Lynne  C.  Smeby, 
Washington  consulting  radio  engi- 
neer. Each  holds  207c  interest  with 
Mr.  Pellegrin  first  vice  president 
and  Mr.  Smeby  second  vice  presi- 
dent. Mr.  Pellegrin  also  is  one- 
third  owner  of  WATO  Oak  Ridge, 
Tenn.,  and  35%  owner  of  KSTL 
St.  Louis.  Mr.  Smeby  formerly  was 
chief  engineer  of  WXYZ  Detroit. 

others  in  the  proposed  successful 
applicant  include:  Charles  S.  Gray, 
wholesale  paint  distributor  and  former 
time  salesman  and  assistant  Polish 
program  director  at  WJBK  Detroit, 
president  6.6%;  Walter  J.  Serement, 
Hamtramck  city  councilman  and  50% 
owner  of  local  beer  garden-restaurant, 
treasurer  15%;  Ignacy  Ulatowski,  for- 
mer Detroit  area  Polish  broadcaster 
and  now  furniture  store  operator,  sec- 
retary 3%;  Morris  Luskin,  former  gen- 
eral counsel  of  WJBK  Detroit  and  now 
Los  Angeles  attorney  and  2.4%  owner 
KWIK  Burbank,  Calif..  15%;  Eugene 
H.  Konstantynowicz.  former  Detroit 
area  Polish  broadcaster  and  Polish 
newspaper  writer,  11.4%,;  Eugene  Bro- 
minski,  Polish  broadcaster  for  more 
than  20  years.  3%,;  Stanley  Jerzykowski, 
radio  technician  for  Hamtramck  police 
department,  3%,;  Stanley  Milewicz, 
singer,  actor-producer  for  many  mid- 
west and  eastern  stations  since  1930, 
3%. 

Atlas  Broadcasting  is  equally 
owned  by  three  area  residents. 
These  are  Stephen  S.  Skrzycki, 
local  surgeon  and  mayor  of  Ham- 
tramck, president;  his  uncle,  Stan- 
ley Formaniak,  25%  owner  Atlas 
Bottling  Co.,  vice  president;  and 
Casimer  Zbierski,  office  manager 
Wayne  County  Dept.  of  Social 
Welfare,  secretary-treasurer. 


Grosser  May  d 
July  Hearing  \ 

CHAIRMAN  Robert  Grosser  (D-Ohio)  of  the  House  Interstate' 
Foreign  Commerce  Committee  has  not  dismissed  consideration  of  i 
McFarland  FCC  bill  this  session— pending  "clarification  on  certi' 
issues"  posed  by  the  Senate-approved  measure. 

He  said  the  bill  had  not  been     *  ■ — 

consigned  to  the  category  of  "con- 
troversial" legislation  the  commit- 
tee would  seek  to  abandon  in  the 
closing  days  of  the  81st  Congress. 
He  felt  that,  once  differences  are 
ironed  out,  the  bill  could  be  set 
for  short  hearings  sometime  this 
month.  He  has  promised  to  con- 
fer with  committee  members  on 
whether  to  take  it  up. 

Other  observers  on  Capitol  Hill 
were  not  as  optimistic,  however, 
among  them  Rep.  Harris  Ells- 
worth (R-Ore.),  a  minority  member 
of  the  House  Interstate  (Ilommerce 
Committee. 

"Unless  Congress  stays  on  into 
August,  I  don't  think  there  is  the 
faintest  chance  it  will  be  taken 
up,"  he  told  Broadcasting,  though 
he  felt  personally  that  conimittee 
membership  favored  the  McFar- 
land bill. 


Push  for  Action 

Rep.  Ellsworth,  a  stockholder  in 
KRNR  Roseburg,  Ore.,  said  he  has 
"tried  to  push  for  action"  several 
times  in  committee  meetings  on 
the  ground  the  bill  is  strongly 
"needed"  but  that  further  action 
rested  with  Chairman  Crosser.  He 
said  he  had  sounded  out  Rep.  Lind- 
ley  Beckworth  (D-Texas)  and  Rep. 
J.  Percy  Priest  (D-Tenn.),  both  of 
whom  "expressed  interest  in  it." 

The  bill  (S  1973),  authored  by 
Sen.  Ernest  McFarland  (D-Ariz.) 
and  passed  by  the  Senate  last  year, 
would  realign  the  Commission 
along  procedural  staff  lines  and 
was  designed  as  a  "non-contro- 
versial" watered  down  measure 
from  the  old  White  Bill  which  pro- 
voked furore  years  ago.  The  Sen- 
ate Commerce  Committee  held  two 
day  hearings  on  the  measure, 
though  it  had  occupied  itself  with 
similar  remedial  legislation  over  a 
number  of  years. 

The  broadcast  industry  unoffi- 
cially is  believed  to  favor  the  Mc- 
Farland proposal  in  view  of  Con- 
gressional action  turning  thumbs 
down  on  President  Truman's  plan 
to  reorganize  FCC  by  transferring 
certain  functions  to  the  FCC  chair- 
man. Commission  members  testi- 
fied, however,  that  it  would  merely 
implement  the  Commission's  own 
self -instituted  procedui-al  reorgan- 
ization. 

History  of  Bill 

Tracing  the  history  of  the  Mc- 
Farland bill.  Rep.  Crosser  noted 
that  his  communications  subcom- 
mittee has  been  deprived  of  its 
titular  chairman — Rep.  Alfred  L. 
Bulwinkle  (D-N.  C.) — and  its  act- 
ing chief — Rep.  George  Sadowski 
(D-Mich.)  —  both  of  whom  have 
been  ill.  Rep.  Dwight  Rogers  (D- 
Fla.)  has  been  a  third  possibility 
to  handle  the  legislation,  he  added. 

He  said  when  the  measure  was 
referred  from  the  Senate  he  turned 


the  matter  over  to  Rep.  Sadow 
who  questioned  the  "wisdom 
certain  provisions"- — feeling  t 
some  should  be  retained,  and  oth 
eliminated.  They  decided,  Chs 
man  Crosser  said,  to  turn  it  o 
to  the  staff,  which  was  delega 
to  seek  out  FCC's  objections  to  ' 
bill  and  draw  up  a  modified  o 
In  view  of  objections  by  cert 
Commission  members  to  some  p 
visions,  FCC  was  consulted  in 
"advisory"  capacity,  he  added.  / 
ditionally  Rep.  Crosser  revea 
that  William  Boyle,  chairman 
the  Democratic  National  Comm 
tee,  called  him  to  inquire  whetl 
he.  Chairman  Crosser,  might  i 
"see"  Comr.  Frieda  Hennock 
matters  relating  to  the  bill.  Coi 
Hennock,  Rep.  Crosser  added,  si 
sequently  visited  him  and  outlir 
certain  objections  to  the  measu 
Comments  of  other  Commissions 
also  were  invited. 

Rep.  Sadowski  subsequently 
troduced  one  bill  calling  for  swec 
ing  substantive  changes  on  govei 
ment  and  FCC  levels,  includi 
creation  of  a  "super  FCC,"  ai 
provisions  delving  into  instituti 
of  revocation  or  suspension  pi 
ceedings  against  stations  and  nt 
works  for  "coercion"  tactics;  e 
ploration  of  network-station  re 
tionships;  radio  fraud  provisio 
and  a  host  of  other  proposals. 

Chairman  Crosser  said  last  we 
he  does  not  want  "lengthy  he 
ings"  in  any  event  and  that 
held,  "we  would  not  be  able  to  he 
everybody."    He  added: 

"In  the  light  of  information  nc 
before  me,  the  McFarland  bill  do 
not  constitute  a  measure  which 
wholly  free  from  question." 


CBS  IN  KOREA 

Three  Are  Assigne 

THREE  CBS  correspondents,  i 
eluding  Edward  R.  Murrow,  a 
en  route  or  about  to  leave  for  t'.: 
Korean  war  zone. 

Bill  Downs,  who  recently  r 
turned  to  the  U.  S.  after  assigj 
ment  in  Berlin,  and  Bill  Costeir 
who  was  chief  of  the  CBS  F^^ 
Eastern  Bureau  until  reassignme: 
several  months  ago  to  Washin, 
ton,  are  on  their  way  to  the  scei 
of  action. 

Mr.  Murrow  will  leave  July  1 
Larry  Leseuer  will  substitute  ft 
him  on  the  Edward  R.  Murrow  wi 
the  News  program  for  eight  wee! 
beginning  July  10. 

NBC  already  has  a  staff  corr 
spondent,  George  Thomas  Folste 
in  Tokyo,  and  has  also  been  takir 
broadcasts  from  stringers.  A 
though  neither  ABC  nor  Mutu: 
has  staffers  on  the  scene,  bol 
have  stringers  in  the  war  zone. 
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WANT  LOW-COST  REPLIES  IN 


IHE  PHILADELPHIA  AREA? 


Take  a  tip  from  the  cosmetics  manufacturer  \yy  who  made  a  special 


iample  offer        on  two  Philadelphia  stations.  On  computing  costs 


;|)er  inquiry,  he  found  that  for  every  single  reply  ^y^^  pulled  by  the 


Isecond  station,  he  received  12  replies 


:rom  KYW.  This  is  typical  of  KYW's  consistent  sales  power*  in  the 


aations  third  market!  For  availabilities,  check  Free  &  Peters. 


flARKET  DATA 
i|  'MB  Counties 


Nighttime 
37 


Daytime 
32 


''^  adio  Families 


1,588,510 


1,493,550 


:  MB  Families 


sif  iuying  Income 
'^(uto  Registrations 


897,070 


800,050 


letail  Sales 


$5.4  billion 


$5.1  billion 


i.S  billion 


$8.4  billion 


1,288,334 


1,208,265 


WESTINGHOUSE  RADIO  STATIONS  Inc 

WBZ    •    WBZA     •     KDKA     •    WOWO     •     KEX     •     KYW     •  WBZ-TV 

National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sale* 
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A  new  calling  cara 

better 


or  us  means  even 


wvtce  for  you. 


I 


Effective  July  1st  our  New  York  office 
will  be  located  in  new  and  expanded 
quarters  at  444  Madison  Avenue. 

We  are  occupying  the  entire  36th  floor, 
double  the  space  of  our  present  offices. 
This  move  will  afford  greater  facilities 
for  improved  service  to  our 
stations  in  both  the  radio  and 
television  field. 


Our  general  location  remains,  as  it  has 
always  been,  in  the  geographical  center 
of  New  York  radio  and  advertising 
activity. 

We  are  very  proud  to  announce  this 
move.  It  has  been  made  necessary  by  a 
substantially  increasing  busi- 
ness backed  up  by  our  eighteen 
years  of  success. 


Paul  H.  Raymer  Company,  Inc. 

RADIO  AND  TELEVISION  REPRESENTATIVES 
444  Madison  Ave.— PLaza  9-5570 

New  York    Boston    Detroit    Chicago    Hollywood    San  Francisco 


ANTENNA  RULES 


Reaction  Generally  Favorable 


DIVEESITY  of  views,  most  of 
them  generally  favorable,  were  ex- 
pressed in  briefs  filed  last  Monday 
on  FCC's  proposed  antenna-site 
standards  designed  to  minimize  the 
often  troublesome  problem  of  ap- 
proval by  the  Civil  Aeronautics  Ad- 
ministration [Broadcasting,  May 
29]. 

The  Commission  meanwhile  ex- 
tended the  deadline  for  comments 
from  July  3  to  July  17  to  allow  fur- 
ther filings  to  be  made,  particu- 
larly CAA's  brief. 

Broadcast  industry  reaction  was 
mixed  although  the  Commission's 
intent  to  expedite  aviation  clear- 
ance of  tower  sites  was  favorably 
received.  Chief  objections  were  di- 
rected to  technical  inconsistencies 


and  limitations  on  tower  heights, 
markings  and  certain  other  aspects. 
Restrictions  on  TV  and  FM  tower 
construction  were  particularly 
noted, 

Segal  Files 
Principal  objection  to  the  pro- 
posed new  standards,  which  would 
become  Part  17  of  the  Commis- 
sion's rules  and  regulations,  was 
made  by  Paul  M.  Segal  of  the 
Washington  law  firm  of  Segal, 
Smith  &  Hennesey.  His  argument 
that  the  proposed  rules  go  beyond 
the  authority  granted  FCC  by  the 
Communications  Act  was  made  in 
briefs  filed  in  behalf  of  Congress 
Square  Hotel  Corp.,  Portland,  Ore.; 
Loyola  U.,  New  Orleans,  and  Alvin 
G.  Beaman  and  T.  B.  Baker  Jr., 


Nashville,  Tenn.,  all  three  tele- 
vision station  applicants.  Mr. 
Segal  also  filed  for  American  Ea- 
dio  Relay  League. 

"It  is  our  conclusion,"  NAB  told 
the  FCC,  "that  the  goal  sought 
by  the  Commission  in  this  proceed- 
ing would  be  an  advanced  step  and 
helpful  to  the  broadcasting  indus- 
try. But  because  of  the  complex 
nature  and  certain  inconsistencies 
of  the  proposed  rules,"  NAB  sug- 
gested "additional  time  and  an- 
other opportunity  at  an  informal 
conference  or  a  formal  hearing  be 
granted  to  the  broadcasting  indus- 
try to  cooperatively  discuss  means 
for  clarification  of  the  proposal." 

Such  a  conference  was  held  last 
year  when  the  Commission  infor- 


My^K^ISPY  KOOl  LOTION 

PJ.CAS1  ^LUICl/ 


## 


E, 


iLECTRIC  razors  and  tile  baths — us 
North  Dakota  hayseeds  sure  Uve  mighty 
fancy !  Why  not,  when  our  income  exceeds 
the  national  average  by  $1750  per  year? 

There's  an  easy  way  to  get  your  share  of 
this  fabulous  Red  River  Valley  farm  in- 
come. It's  WDAY  in  Fargo.  This  27-year- 
old  NBC  affiliate  racks  up  some  of  the 
highest  Hoopers  in  the  land.  For  weekday 
Evenings  (Dec.  '49-Apr.  '50),  for  example, 


WDAY  got  a  64.0%  Share  of  Audience, 
compared  to  15.1%  for  the  next  station! 
Equally  important,  WDAY  has  even  great- 
er listenership  throughout  the  rural  parts 
of  the  Red  River  Valley.  A  new  22-county 
survey  (copy  on  request)  proves  that 
WDAY  is  a  17-to-l  favorite  over  its  nearest 
"competition" ! 

Let  us  send  you  all  the  amazing  facts 
about  WDAY,  today! 


i 


FARGO.  N.  D. 
NBC    •    970  KILOCYCLES    •    5000  WATTS 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 
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mally  proposed  the  rules.  They  i' 
stiff  opposition  at  the  time  fr^ 
broadcasters  and  FCC  compi 
mised  part  of  the  issues  wher 
released  its  final  proposal  in  Mj 
NAB  indicated  the  definitions 
Sec.  17.2  of  FCC's  proposal,  ba^ 
on  CAA's  technical  standa 
order  TS0-N18  issued  April  : 
improperly  are  used  as  a  critei 
for  determining  tower  limitatio 
in  connection  with  air  navigati^ 
NAB  explained  the  CAA  ord 
cited  criteria  to  be  used  to  dets 
mine  "obstructions"  to  air  navig 
tion  and  was  not  intended  to  ii 
post  limitations  on  tower  heigh 
Sec.  17.2(e)  of  the  Comm: 
sion's  proposal,  designating  2 
traffic  control  areas  as  500-ft.  u 
wards,  was  termed  not  wholly  co 
sistent  with  CAA's  procedure  f 
air  traffic  control  effective  la 
March  15  which  mentions  airspa 
upwards  from  700-ft.  altituc 
NAB  noted  FCC  "arbitraril; 
used  the  500-ft.  limit  througho 
its  proposal. 

NAB  said  that  if  FCC's  pr 
posed  rules  require  aeronautic 
study  of  every  new  antenna  ovi 
500  ft.  "radio  applicants  will  I 
discouraged  from  higher  antenni 
because  of  the  delays  involved 
FCC's  rules  for  Class  B  FM  ar 
TV  stations  recommend  antenns 
of  500  ft.  or  higher,  and  also  this 
being  considered  in  the  Commi 
sion's  overall  TV  reallocation  pr 
ceeding,  NAB  quoted. 

It  also  urged  time  limits  be  pi 
on  regional  airspace  subcorami 
tees  to  pass  on  applications  n 
ferred  to  them,  with  provisioi 
also  for  notifying  applicants  c 
any  objections.  NAB  also  urge 
clarification  of  those  provisior 
dealing  with  rejection  of  an  appl 
cation  by  the  government  Air  C( 
ordinating  Committee  as  well  a 
appeal  methods  and  hearing  juris 
diction. 

TEA  Objections 

Television  Broadcasters  Assi 
similarly  struck  all  FCC  reference 
to  the  500-ft.  limitation  because  c 
the  effect  on  TV  towers.  TBi 
urged  when  special  antenna  studie 
are  instituted  that  factors  of  nal 
ural  formations  and  existing  struc 
tures  be  considered  where  the 
shield   the  tower  involved. 

"TBA  would  be  remiss,"  th 
association's  brief  concluded,  "if  i 
did  not  specify  that  in  general  th 
limitations  included  in  the  FC( 
proposals  are  at  the  best  discon 
certing,  having  the  overall  poten 
tial  effect  of  imposing  on  the  com 
munications  industry  not  criterii 
as  such,  but  specific  regulations.' 

The  Federal  Communication; 
Bar  Assn.  said  it  did  not  construi 
the  rules  "to  imply  in  any  way  tha 
the  applications  requiring  specla 
aeronautical  study  will  be  ap 
proved  or  disapproved."  FCBi* 
said  however  if  the  rules  "were  t( 
set  forth  criteria  for  determinin{ 
whether  structures  might  be  i 
hazard  to  air  navigation  additiona 
consideration  and  study"  woulc 
be  required. 

Since   the  proposed   rules  are 
  (Continued  on  page  77) 
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FUN  TO  I 

fOOK  c» 


MORNING  ^ 
^>  IN 
tMARYLANDcl 


CLUB  "1 


e  COOK  ci 


Every  show  above  is  a  WFBR-grown  prize-winning  blossom! 
Each  one  was  planted  with  great  care  and  brought  to  full 
flower  by  a  creative  and  production  staff  which  enjoys  the 
"greenest  thumb"  in  Baltimore  radio.  Each  one  is  a  long- 
time, high-Hooper  perennial — the  youngest  6  months — 
the  eldest  11  years!  Next  time  your  radio  budget  says 
"Baltimore" — pick  a  bouquet  of  profits  from  .  .  » 


AM  1 


FM 


ABC  BASIC  NETWORK  •  5000  WATTS  IN  BALTIMORE,  M  D. 
REPRESENTED    NATIONALLY    BY    JOHN    BLAIR   &  COMPANY 
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open  mike 


WAVE 
CAN'T 

HURRY 
TO 

•  .t  can't  workup  enougt 

velocity  to  »^  ^"'"^  ^ 

■  ■  ■  ,oeed  around  the  l^^^^" 

X„.,cad,  we  *ow  our  spec  ^^^^ 

Trading  A— ^'r^T^er  than  in  Kentucky 
,„^ng  iueo»e  .peaking,  tV.e 

„„«ide  our  .one.   Comp  ,  al- 

''-^^"Taf^X^-onkcStateco.Hnea: 

^th  ?i«ste,  not 

immediately- 

peters  — 


5000  WftTTS 


Comments  on  'Fusion' 

EDITOR,  Broadcasting: 

...  To  my  mind,  you  have  here 
a  very  swell  editorial  on  the  sub- 
ject. .  .  .1  think  in  this  you  have 
a  great  idea,  but  I  am  not  certain 
that  it  can  be  pushed  through  at 
this  moment.  Nevertheless,  as  a 
board  member,  I  am  going  to  keep 
it  uppermost  in  my  mind  and  do  all 
I  can  to  cooperate  in  building  a 
stronger  industry  organization. 
Again,  thanks  for  your  cooperation. 

Charles  C.  Caley 

V.  P.  &  Gen  Mgr. 

WMBD  Peoria 

Member  Board  of  Directors 

NAB 


EDITOR,  Broadcasting: 

You've  got  something  in  your 
June  26  editorial,  "Radio-TV  Fu- 
sion Now."  Your  proposal  not  only 
makes  good  sense  to  me,  but  offers 
a  solution  to  some  of  the  most 
difficult  problems  now  before  radio, 
as  an  industry. 

I  hope  that  you  continue  to  press 
the  plan  forward. 
Ivor  Sharp 

Executive  Vice  President 
KSL  Salt  Lake  City 

EDITOR,  Broadcasting: 

I  have  read  with  great  interest 
the  article  which  undoubtedly  will 
provoke  considerable  discussion  in 
the  industry. 

Robert  C.  Sprague 
President 

Sprague  Electric  Co. 
North  Adams,  Mass. 
President 

Radio-Television  Mfrs.  Assn. 

^      :!:  ^ 

EDITOR,  Broadcasting: 

Your  editorial  on  "Fusion"  is 
thought-provocative,  but  the  in- 
dustry has  a  problem  far  more 
exigent.  We  have  years  to  "figure 
out"  federation.  In  the  meantime, 
there  is  an  immediate  necessity  for 
a  decision  on  BAB.  The  NAB 
board  agrees  on  separation  but 
when  the  special  BAB  committee 
meets  in  Washington  on  July  27-28, 
here  is  the  problem. 

If  we  completely  divorce  BAB, 
it  is  the  considered  judgment  of 
many  that  NAB  will  quickly  lose 
a  rather  large  hunk  of  its  already 
depleted  membership.  Already  less 
than  half  of  existing  licensees  are 
in  NAB.  Can  our  national  associa- 
tion afford  to  represent  even  a 
smaller  segment  of  the  industry? 
How  much  would  it  further  weaken 
an  already  weak  front  in  vital 
Washington? 

On  the  other  hand,  if  BAB  is 
separated,  but  its  services  made 


available  only  to  NAB  member 
is  a  certainty  that  there  wil. 
insufficient  funds  to  allow  BAB 
expand  and  do  a  real  job  for 
industry. 

Take  BAB  out  and  weaken  N^ 
— leave  BAB  in  and  let  it  die  t, 
natural  death  its  enemies  so  mu 
desire,  that's  the  question, 
you  have  the  answer? 

Before  blowing  a  fuse  on  "j- 
sion,"  let's  cut  the  NAB-BAB  kni^ 
Bob  Swezey's  BAB  committee, 
which  I  am  one,  would  welcoi 
suggestions  or  comments  from  yo, 
readers. 

Allen  M.  Woodall 

President 

WDAK  Columbus,  Ga. 
5th  District  Director,  NA 


GAMBLING  PROBE 

Closed  Sessions  PlaniK 

PLAN  to  elicit  the  views  of  A 
torney  General  J.  Howard  McGra 
and  FBI  Director  J.  Edgar  Hoov. 
during  its  current  gambling  prol 
has  been  abandoned,  at  least  ter 
porarily,  by  the  Senate  Crime  I; 
vestigating  Committee,  authoritii 
indicated  last  week. 

The  special  five-man  grou 
headed  by  Sen.  Estes  Kefauvi 
(D-Tenn.),  author  of  a  resolutic 
(S  Res  202)  to  probe  intersta 
crime  and  use  of  communicatioi 
facilities  for  gambling  purpose 
has  ended  its  public  hearings  f( 
the  time  being  and  is  preparing  i 
hold  closed  sessions  in  sever 
cities  on  matters  relating  to  bool 
making  and  use  of  wire  service 

The  Kefauver  committee  la; 
week  held  hearings  during  whic 
it  heard  Virgil  Peterson,  executiv 
director  of  the  Chicago  Crime  Con, 
mission,  and  Gov.  Luther  Young 
dahl  of  Minnesota. 

Sentiment  for  restrictive  mea? 
ures  to  govern  broadcasts  of  hors 
race  information  [BroadcastiN( 
June  26]  appears  to  have  subside' 
in  the  wake  of  new  committe' 
plans — at  least  until  such  time  a 
hearings  resume  in  Washington 

Spokesmen  said  last  week  tha 
the  Kefauver  group  had  receive 
no  information  as  yet  from  FCi 
relating  to  broadcasts  or  telecast 
of  racing  data.  The  Commissio* 
is  said  to  be  preparing  a  study  o' 
all  stations  which  are  airing  sucl 
programs  [Broadcasting,  May  1] 


BBDO  Named 


AMINO  PRODUCTS  Div.,  Inter 
national  Minerals  &  Chemical 
Corp.,  Chicago  names  BBDO  ti 
handle  advertising  for  Accent  ef 
fective  July  5.  Radio  and  TV  an 
being  considered.  Both  have  beei 
used. 


Page  26    •    July  10,  1950 


BROADCASTING    •  Telecastinf 


Ahead 


in  ANALYZING 

the  Korean  News,  Tool 

t  newscasters  the  country  over  are  telling  the 


"TOP-NOTCH" 

WLOF  staying  ahead  with  U.P.  news  of 
Koreon  war.  Top-notch  coverage  makes 
possible  war  bulletins  every  30  minutes 
each  day  and  evening.  Making  frequent 
use  of  valuable  analytical  material.  These 
services  help  immeasurably.  —  J.  Allen 
Brown,  Vice  Pres.  and  Gen.  Mgr.,  WLOF, 
Orlando,  Fla. 

"EXCELLENT" 

Special  coverage  Korean  situation,  partic- 
ularly interpretive  material  by  Pope  and 
Marder,  excellent. — Rex  Howell,  Pres.  and 
Gen.  Station  Mgr.,  KGLN  and  KFXJ,  Grand 
Junction,  Colo. 

"INVALUABLE" 

KSPR's  staff  and  listeners  appreciate  com- 
plete U.P.  coverage  of  Korean  war.  Pope 
and  Marder  background  information  in- 
valuable.— Don  Hathaway,  Owner  and  Gen. 
Mgr.,  KSPR,  Casper,  Wyo. 

"GREAT  BOON" 

Our  appreciation  of  U.P.'s  coverage  of  the 
current  war  situation.  Subbing  "Under  the 
Capitol  Dome"  and  "United  Press  Commen- 
tary" to  conform  with  late  developments  is 
most  helpful.  Such  service  is  a  great  boon. 
— Pat  Bishop,  News  Dir.,  KFl,  Los  Angeles, 
Calif. 

"CONSISTENTLY  AHEAD" 

Consistently  ahead.  We've  got  no  sugges- 
tions for  improvement. — Charles  Ashley, 
WEEI,  Boston,  Mass. 

"SOLD  THREE  NEWS  SHOWS" 

We  have  sold  three  news  shows  since  war 
broke  out,  indicating  heightened  interest. 
Your  commentaries  are  excellent,  as  is  your 
entire  news  report. — Al  Gordon,  News  Chief, 
KFWB,  Hollywood,  Calif. 

"EXTRA-HELPFUL" 

A  Korean  layout  for  our  listeners  in  terms 
every  listener  can  understand  and  appreci- 
ate. Pope's  and  Marder's  scripts  have  been 
extra-helpful.  They  balance  our  spot  news 
shows  to  answer  questions  '  raised. — Bob 
Corley,  Program  Director,  WQXI,  Atlanta, 
Ga. 

"ON  ITS  TOES" 

Fast,  colorful,  accurate  reporting  on  Korea. 
U.P.  has  been  on  its  toes  since  the  story 
broke. — Dicic  Oberlin,  WHAS,  Louisville, 
Ky. 

"FINE  JOB  WELL  DONE" 

KIHO  extremely  happy  with  U.P.  Korean 
coverage.  Particularly  pleased  with  the 
commentaries.  A  fine  job  well  done. — Ruth 
Stevens,  News  Director,  KIHO,  Sioux  Falls, 
S.  D. 


That's  who 
United  Press. 

They  know  how  far  ahead  U.P.  was  with  news  of  the  outbreak 
of  war  in  Korea — two  hours  from  Seoul  on  the  start  of  the 
invasion,  an  hour  on  the  United  Nations'  meeting  to  take 
action,  three-quarters  of  an  hour  on  the  U.S.  decision  to  help 
the  South  Koreans  with  arms. 

But  the  story  of  a  war  calls  for  more  than  front-line  reports. 

It's  the  how  and  the  where,  of  course.  But  it's  also  the  why — 
both  militarily  and  politically.  And  newscasters  have  found 
the  U.P.  as  far  ahead  in  explaining  the  news  as  in  reporting  it. 
From  Washington,  it's  been  U.P.  news  analyst  George  Marder 
in  his  "Under  the  Capitol  Dome."  Explaining  events  abroad 
has  been  Leroy  Pope,  in  his  "United  Press  Commentary." 

Each  turn  of  events  has  brought  a  fresh  U.P.  commentary  to 
make  the  news  understandable  to  every  listener  to  U.P.  news 
programs. 

The  outspoken  praise  U.P.'s  performance  hqs  won  bears  out 
again  U.P.'s  reputation  for  "the  world's  best  coverage  of  the 
world's  biggest  news." 


UNITED  PRESS 
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and  now... over  a  6-month  period... 

WCFL  Leads  in  Chicago 

in  Pulse-Rating  Gains 


WCFL 
+  9.77% 


*  Chart  shows  percentage  of  increase 
or  decrease,  for  50,000  watt  and  full 
time  stations.  Pulse  period  of  Novem 
ber  1949  through  April  1950,  com 
pared  to  November  1948-April  1949 
(Averages,  6  a.m.  to  midnight,  Mon 
day  through  Friday.) 


Network  Station  A 
+  2.265% 


BASIS  OF  CHANGE:  Nov.,  19^ 


50,000  Watt  Independent 
-4.52% 


5,000  Watt  independent 
-11.06% 


Network  Station 
-12.0% 


Long-Term  Leader!  This  chart* 
shows  that  WCFL,  a  month-by- 
month  leader  in  Pulse  rating  in- 
creases, steps  far  in  front  of  other 
Chicago  stations  for  the  half-year 
ended  April  1 950.  Growing  listen- 
ership  plus  reasonable  rates  make 
WCFL  today's  ideal  Chicago  ra- 
dio buy. 


I 
I 
I 

▼ 


Network  Station  t 
-20.25% 


I 
I 

▼ 


Network  Station  D 
-23.16% 


WCFL 


An  ABC  Affiliate 
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50/000  watts  •  1000  on  the  dial 

The  Voice  of  Labor 
666  Lake  Shore  Drive,  Chicago,  III. 
RepresenHd  by  the  Boiling  Company,  Inc. 
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Economy  of  Radio 

(Continued  from  page  17) 

ence  than  it  delivered  in  any  year 
between  1940  and  1947. 

"Unlike  all  other  media,  radio 
has  not  raised  its  rates  to  reflect 
its  increased  costs  of  operation. 
While  the  whole  price  level  of  our 
economy  has  been  going  up — while 
the  advertiser  pays  more  for  every 
service  and  commodity  he  uses  in 
his  business  —  while  he  charges 
more  for  his  own  product — he  buys 
radio  at  a  1940  rate  and  gets  more 
for  his  money  than  he  got  in  1940." 

Radio  broadcasters,  said  Mr.  Mc- 
Connell,  can  assure  themselves  of 
happy  futures  if  they  accomplish 
the  following  tasks:  (1)  create 
properly  priced  programs  that  at- 
tract audiences  and  sell  goods;  (2) 
promote  the  essential  worth  of 
radio  in  sound  sales  stories  to  ad- 
vertisers; (3)  extend  the  produc- 
tiveness of  radio  by  cooperating 
with  clients  in  merchandising  cam- 
paigns. 

"With  an  expanding  economy," 
he  said,  "with  radio  retaining  its 
basic  values,  with  opportunities  for 
even  greater  development  of  its 
present  resources,  I  do  not  think 
we  have  to  fear  for  the  outlook  of 
sound  broadcasting.  It  is  favor- 
able in  the  extreme,  and  some  of 
the  greatest  chapters  in  its  history 
are  yet  to  be  written." 

While  he  did  not  predict  when 
radio  rates  would  be  reduced,  he 
said  he  was  certain  such  a  step 
would  be  necessary  "to  keep  the  cost 
of  advertising  on  radio  in  relation 
to  its  value." 

Turning  to  a  broader  subject, 
Mr.  McConnell  said  broadcasters 
were  confronted  with  a  formidable 
problem  of  keeping  Americans  in- 
formed truly  straightforwardly  of 
world  events. 

Mr.  McConnell  warned  that 
broadcasters  "must  make  sure  that 
their  efforts  are  not  thwarted  by 
sabotage  from  within." 


WJOL  CASE 

Felman  Petitions  FCC 

A.  J.  FELMAN,  former  owner  of 
WJOL  Joliet,  111.,  in  a  petition  filed 
with  FCC  last  week  charged  that 
Joliet  Broadcasting  Co.,  licensee  of 
the  station,  "has  not  negotiated  in 
good  faith"  regarding  modifica- 
tion of  the  contract  by  which  it 
acquired  WJOL  from  Mr.  Felman. 

FCC  ordered  modification  of  the 
contract,  which  reserves  45  min- 
utes daily  of  station  time  for  Mr. 
Felman's  department  store  as  part 
cf  the  1937  sale  agreement,  when 
the  Commission  adopted  Sec.  3.109 
of  its  rules  banning  such  agree- 
ments. FCC  has  proposed  to  re- 
new WJOL's  license  on  condition 
it  modify  the  Felman  contract  to 
comply  with  the  rule.  Further  ex- 
tension has  been  granted  to  Sept.  1. 

Mr.  Felman  told  the  Commission 
he  and  the  present  WJOL  owners 
are  in  complete  agreement  on  all 
phases  of  the  modification  except 
as  to  the  amount  of  lump  sum  pay- 
ment or  periodic  payments  to  be 


DURHAM  MERGER; 

WDUK,  WTIK  To  Consolida; 

SECOND  station  merger  in  Di 
ham,  N.  C— that  of  WDUK  a 
WTIK  there  —  was  reported 
transfer  papers  filed  with  FCC  h 
week.  The  Commission  last  y« 
approved  merger  of  WHHT  a 
WSSB  there  under  WSSB  facilit 
[Broadcasting,  Nov.  21,  1949]. 

The   license  of  WDUK   (1  1 
day,  500  w  night  on  1310  kc) 
proposed  to  be  assigned  to  Durhi 
Broadcasting   Enterprises  Inc., 
new  firm  to  be  owned  50%  by  t 
present  licensee  of  WTIK  and  50 
by  Harmon  and  Virginia  Dunc< 
identified  with  ownership  and  c 
eration   of   WDUK.  Present 
censee  of  WTIK  (1  kw  day  on  7 
kc)  is  Durham  Broadcasting  C 
owned  85%  by  Floyd  Fletcher. 

Messrs.  Fletcher  and  Duncan  a 
to  be  co-managers  of  the  merg 
stations,  which  will  continue  und 
the  WTIK  call  but  will  use  t 
WDUK  plant  and  fulltime  faciliti. 
WDUK's  ABC  affiliation  will 
retained  and  WTIK's  Tobacco  N( 
work  affiliation  will  be  transferr 
to  the  new  operation. 

According  to  the  merger  pU 
the  Duncans  and  Durham  Broa 
casting  Co.  each  will  put  $15,0 
into  the  new  Durham  Broadcast! i 
Enterprises,  which  will  pay  WDL 
Inc.  $28,000  for  the  WDUK  pm 
erties.  The  Duncans,  about  27.5 
owners  of  WDUK  Inc.,  propose 
buy  the  remaining  interests 
eight  other  stockholders  for  $2 
720  prior  to  the  merger.  The 
stockholders  include:  S.  H.  Cam 
bell  Jr.,  president,  16%  ;  W.  H.  La 
caster  Sr.,  12%;  W.  H.  Lancast 
Jr.,  5%  ;  W.  W.  Couch  Jr.,  4%; 
C.  Jones  Jr.,  19%;  T.  S.  Doole 
less  than  1%  ;  Barbara  Lancast« 
5% ;  and  American  National  Bai 
of  Chattanooga  as  trustee,  12%. 

Upon  merger  of  the  stations 
is  proposed  to  surrender  the  WTI 
license  for  daytime  operation  < 
730  kc.  Disposition  of  the  WTI 
equipment  still  is  under  considei 
tion.  Transfer  applications  for  tl 
merger  were  filed  with  FCC  i 
Frank  U.  Fletcher  of  Washingto 

substituted  for  the  resei-vation  > 
time.  He  charged  WJOL  "is  a 
tempting  to  procure  a  renewal  ( 
license  ...  by  the  device  of  > 
attempted  repudiation"  of  tl 
agreement. 

The  former  WJOL  owner  ai 
serted  that  under  the  Communici 
tions  Act  he  has  rights  equal  1 
any  of  WJOL,  including  the  "pr( 
tection  of  the  Commission."  1 
allow  WJOL  unilaterally  to  repud 
ate  the  pact  in  order  to  win  renev 
al,  he  said,  "would  unreasonabl 
destroy  petitioner's  rights  ar 
would  permit  Sec.  3.109  to  be  use 
as  a  sword  rather  than  a  shield 

He  contended  the  lump  sum  pa^ 
ment  should  be  $114,975  or,  base 
on  50%  annual  discount  of  ti 
value  of  the  reserved  time,  $7,66 
yearly  until  1964. 
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No  need  to  shout.  The  figures  speak  for  themselves. 

The  Broadcast  Measurement  Bureau  has  just  released  the  final 
circulation  figures  of  Study  No.  2  and  NBC  continues  in  first  place 
with  the  largest  audience  in  all  radio — reaching  more  people  than  any 
other  single  advertising  medium.  (90%  of  agency  timebuyers  use 
BMB  as  their  basic  source  of  information  in  comparing  network 
circulation  according  to  a  recent  independent  research  spot  check.) 

Network  radio  is  bigger  than  ever — as  big  as  America — and  the 
BMB  results  show  that  each  week,  day  or  night,  more  than  7  out  of  10 
families  listen  to  NBC.  These  findings  give  NBC  a  iveekly  audience 
advantage  of  over  II/2  million  homes  during  the  day  and  more  than 
21/2  million  at  night  over  the  second  network.  And  the  greater  the 


intensity  of  listening,  the  greater  is  NBC's 
relative  superiority  over  the  next  network. 

America's  No.  1  Advertising  Medium 

A  service  of  Radio  Corporation  of  America 


RICHARDS'  DONATIONS 


Cited  at  Hearing 


EVIDENCE  showing  extensive  do- 
nations of  time  and  funds  to  Jew- 
ish welfare  and  religious  organi- 
zations was  introduced  last  week 
at  the  FCC's  Los  Angeles  hearing 
on  charges  that  G.  A.  (Dick)  Rich- 
ards stations  had  ordered  staff 
members  to  slant  news. 

Hugh  Fulton  and  Joseph  W. 
Burns,  counsel  for  Mr.  Richards, 
clashed  frequently  with  FCC  coun- 
sel and  Examiner  James  D.  Cun- 
ningham, presiding,  over  admissi- 
bility of  evidence. 

Robert  0.  Reynolds,  general 
manager  of  KMPC  Los  Angeles, 
was  on  the  stand  most  of  the  time 
during  the  week's  sessions. 

Ford  Replaces  Cottone 

With  Benedict  P.  Cottone,  FCC 
general  counsel  who  conducted  the 
first  13  days  of  the  hearing,  hav- 
ing returned  to  Washington  for  an 
indefinite  period,  Frederick  W. 
Ford,  FCC  counsel,  took  over  the 
government's  case  last  Wednesday. 
Mr.  Ford  had  conducted  the  first 
hearing  when  the  late  Judge  J. 
Fred  Johnson  Jr.  presided  as  ex- 
aminer. 

At  the  Thursday  hearing  Mr. 
Reynolds  detailed  contributions 
made  by  KMPC  to  charities  among 
which  were  a  number  of  Jewish 
organizations.  He  also  identified 
checks  made  out  by  WJR  Detroit, 


a  Richards  station,  to  Jewish 
charities. 

Mr.  Reynolds  said  KMPC  never 
discriminated  against  Jewish  art- 
ists or  employes.  A  personnel  list 
as  of  April  1948  showed  six  Jewish 
musicians  among  68  persons  on  the 
payroll.  Of  the  employes,  34  were 
Republicans,  32  Democrats  and 
two  nonpartisan. 

On  receiving  the  list.  Examiner 
Cunningham  said:  "I  want  to 
make  it  clear  that  neither  the 
Commission  nor  I  care  about  the 
religious  or  political  affiliation  of 
any  employe  of  any  radio  station. 
I  presume  that  this  exhibit  is  be- 
ing offered  solely  in  connection 
with  the  charge  of  discrimination 
against  Jews." 

Counsel  clashed  over  a  letter 
from  Rabbi  Abba  Hillel  Silver,  of 
Cleveland,  to  FCC  Chairman 
Wayne  Coy.  Mr.  Burns  attempted 
to  have  the  letter  admitted  but 
was  overruled  on  the  ground  that 
a  different  letter  had  since  been 
sent  to  Chairman  Coy.  The  early 
letter  lauded  cooperation  given 
Jewish  causes  by  WGAR  Cleve- 
land, third  Richards  outlet. 

Mr.  Richards'  counsel  started 
cross-examining  Mr.  Reynolds 
Wednesday  after  he  had  been  on 
the  stand  13  days  as  the  FCC's 
first  witness.  Actually  the  cross- 
examination  was  in  the  natui-e  of 
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direct  questioning. 

Mr.  Reynolds  said  Mr.  Richards, 
as  a  sports  fan,  was  a  "great  ad- 
mirer" of  such  figures  as  Sid  Luck- 
man,  Hank  Greenberg,  Benny 
Friedman,  Kenny  Washington  and 
Joe  Louis,  Jewish  and  Negro 
athletes.  FCC  counsel  objected  to 
introduction  of  a  photograph  of 
Messrs.  Richards  and  Luckman  on 
the  ground  that  it  was  irrelevant. 

"It  is  just  the  first  part  of  a 
voluminous  amount  of  evidence  we 
will  introduce  to  prove  that  Mr. 
Richards  abhorred  prejudice 
against  any  racial,  religious  or 
other  minority  group,"  Mr.  Burns 
said. 

In  argument  over  admissibility 
of  documentary  evidence  a  colloquy 
developed  over  a  letter  from  Mr. 
Richards  expressing  a  desire  to  en- 
gage Upton  Close  as  a  commenta- 
tor. Mr.  Fulton  observed  to  Ex- 
aminer Cunningham,  "If  you  admit 
this,  it  amounts  to  a  ruling  that, 
if  a  man  belongs  to  the  Republican 
party,  he  is  not  a  fit  person  to 
operate  a  radio  station."  The  let- 
ter was  admitted. 

Voluminous  Evidence  Compiled 
Mr.  Burns  said  voluminous  evi- 
dence has  been  compiled  to  counter- 
act charges  and  inferences  by  FCC 
counsel  regarding  Mr.  Richards' 
purported  prejudices. 

Mr.  Richards'  counsel  introduced 
a  three-volume  digest  of  KMPC  ac- 
tivities, with  over  1,000  pages 
based  on  10,000  man-hours  prepa- 
ration. It  provides  exhaustive  an- 
alyses and  breakdowns  of  the 
station's  program  logs  and  other 
data. 

Wednesday  afternoon  testimony 
brought  out  a  series  of  letters  from 
United  Jewish  Welfare  Appeal, 
Blood  for  Israel,  Bureau  of  Jewish 
Education  and  other  organizations 
thanking  KMPC  for  public  service 
time. 

Dr.  James  Milton  Robb,  of  De- 
troit, described  as  a  friend  of  30 
years  and  a  civic  leader,  appeared 
as  a  character  witness  on  behalf  of 
Mr.  Richards,  testifying  as  to  his 
moral  and  financial  standing  in  Los 
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Angeles  and  Detroit.  He  prai 
Mr.  Richards'  patriotism  and  o 
consciousness,  and  lauded  his  g 
erosity  in  donating  time  for  pul 
appeals. 

Dr.  Roy  E.  Thomas  had  spent 
minutes  on  the  stand  June  30  u 
ing  technical  testimony  in  supj 
of  his  previous  statements  that  . 
Richards'  life  would  be  endange 
should  he  be  forced  to  appear 
questioning  at  the  hearing. 

He  said  his  patient  is  a  vici 
of  coronary  occlusion  and  ang 
pectoris.  He  also  presented 
X-ray  which,  he  testified,  showe( 
"definite  enlargement"  of  I 
Richards'  heart. 

The  name  of  Lewis  Allen  We 
was  brought  into  the  heari 
throiagh  a  letter  he  pui-porte( 
wrote  to  Mr.  Richards  on  Se 
5,  1947,  when  board  chairman 
MBS.  The  letter  was  among  1 
voluminous  correspondence  gai 
ered  by  FCC  from  the  Richar 
stations.  It  read:  "Unlike  yo) 
self,  I  am  compelled  to  distingui 
between  my  personal  politics  ide 
and  the  operation  of  the  rac 
stations  and  networks  for  whict 
have  an  official  responsibility." 

An  undated  letter  from  '^ 
Richards  to  Leo  Fitzpatrick,  th 
vice  president  and  general  manag 
of  WJR,  presumably  w  r  i  1 1 « 
shortly  after  the  death  of  Pre 
dent  Roosevelt,  read  in  part: 

"Fitz,  I  wish  you  and  John  wou 
give  instructions  not  to  menti' 
the  rest  of  the  Roosevelts  over  t 
air  any  more  except  in  the  ca 
of  more  deaths  and  then  only 
short  paragraph.  We  are  puttii 
this  into  effect  today  at  KMPC. 
I  never  hear  the  name  again, 
will  be  soon  enough." 


Robert  Croft 


FUNERAL  services  were  to  ha 
been  conducted  Friday  afternoc 
for  Robert  Croft,  33,  account  e: 
ecutive  at  the  Walter  L.  Rubei 
Agency,  Chicago,  who  died  la 
Tuesday.  Mr.  Croft,  who  was  : 
three  months,  worked  on  all  a 
counts  at  Rubens  during  the  pa 
three  years.  Before  that  he  was 
local  salesman  at  WBBM  Chicag| 
where  he  started  as  a  page  bo 
Surviving  is  his  widow,  Audrey. 
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Represented  nationally  by  RA-TEL  Reps.,  Inc. — Regionally  by  BULMER-JOHNSON,  Inc.,  Mpl 


Owned  &  Operated  by 
Roy  L.  Albertson 
BUFFALO 

NATIONAL  HEP:  ADAM  J.  YOUNG,  INC. 
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WGN  reaches  more 

homes  one  or  more 
times  a  week  than  any 
other  Chicago  Station"" 


DAY 


NIGHT 


WGN 

Station  B 
Station  C 
Station  D 


2,850,220 

2,590,120 
2,443,470 
2,404,840 


1949  BMB 


3,091,940 

2,789,190 
2,540,440 
2,691,441 


A  Clear  Channel  Station  . . . 
Serving  the  Middle  West 


Chicago  11 
Illinois 

50,000  Watts 

720 

On  Your  Dial 


MBS 


Eastern  Sales  Office:  220  East  42nd  Street,  New  York  17,  N.  Y. 


West  Coast  Representatives:  Keerian  and  Eickelberg 
235  Montgomery  St.,  San  Francisco  4    •    2978  Wilshire  Blvd..  Los  Angeles  5 
710  Lewis  Bldg.,  333  SW  Oak  St.,  Portland  4 
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A  bolt  of  lightning  strikes  at  the  nearest  conductor  of  electricity.  Air 
naturally  goes  into  areas  of  lower  pressure.  Water  flows  downhill,  seeking 
its  own  level.  In  any  physical  phenomenon,  nature  spontaneously  takes 
the  course  of  least  resistance. 

Just  as  naturally,  your  message  reaches  the  listeners  by  following  the  line 
of  least  sales  resistance,  when  you  advertise  over  a  Fort  Industry  station. 
The  seven  stations  of  Fort  Industry  are  leaders  in  sales  results  in  the  seven 
wealthy  markets  where  they  are  located.  The  stations,  listed  below,  have 
an  established  listening  audience  which  puts  its  faith  in  the  superior 
programming,  community  service,  and  high  Hoopers  which  make  Fort 
Industry  tops  in  its  respective  markets.  We  have  done  the  spade-work  for 
you.  Your  sales  message  goes  right  to  the  heart  of  the  buying  public, 
with  an  impact  that  means  exceptional  listener-response.  Right  down  the 
line.  Fort  Industry  stations  deliver  your  message  with  dispatch  and  sales 
results  because  of  low  sales  resistance  and  high  audience  acceptance. 

^52N.THE   FORT   INDUSTRY  COMPANY 


WSPD,  Toledo,  O.  •  WWY A,  Wheeling,  W.  Va.  •  WMMN,  Fairmont,  W.  Va. 
WLOK,  Lima,  O.  •  WAGA,  Atlanta,  Ga.  •  WGBS,  Miami,  Fla.  •  WJBK,  Detroit,  Mich. 
WSPD-TV,  Toledo,  O.  •  WJBK-TV,  Detroit,  Mich.  •  WAGA-TV,  Atlanta,  Ga. 
National   Sales    Headquarters:  488  Madison  Ave.,  New   York  22,   Eldorado.  5-2455 


ROADCASTING    •  Telecasting 


July  10,  1950    •    Page  33 


editorial  *^ 


Radio-TV  and  M-Day 

FOR  THE  second  time  within  a  decade  the 
spectre  of  total  war  enshrouds  us.  The  Korean 
conflict,  whether  it  evolves  into  full-fledged 
war,  or  simply  a  localized  test  of  strength, 
nevertheless  will  change  the  existing  order. 

Radio,  as  demonstrated  by  World  War  II, 
is  in  the  front  line.  It  may  be  a  different  kind 
of  war,  entailing  different  methods,  but  radio's 
role  is  pre-charted. 

That  which  already  has  transpired  is  suffi- 
cient to  give  the  green  light  for  defense  spend- 
ing. That  means  full-tilt  building  of  a  war 
machine.  The  blue  prints  are  there.  Congress 
will  loosen  its  purse  strings. 

It  is  inevitable  that  strategic  materials  will 
become  scarce.  Rationing  talk  is  deplored,  but 
cannot  be  ignored.  Radio  and  TV  are  users  of 
many  of  these  strategic  commodities. 

Thus,  it  is  not  beyond  possibility  that: 

(1)  The  freeze  on  TV,  now  dictated  by 
purely  allocation  and  interference  equations, 
will  be  clamped  on  tighter  than  ever  by 
Government  edict  because  of  material  short- 
ages. 

(2)  All  radio  (AM,  FM  and  TV)  produc- 
tion— receiver  as  well  as  transmitter — will 
be  halted. 

(3)  Skilled  manpower  requirements  will 
bring  about  a  labor  shortage,  notably  in  the 
technical  pursuits. 

(4)  Voluntary  censorship  will  be  rein- 
stated, and  radio  and  TV  operations  will 
be  off-limits  for  the  public,  with  man-in-the- 
street  and  other  unrehearsed  audience  par- 
ticipations out. 

We  do  not  say  these  dire  things  will  happen. 
We  do  say  that  any  and  all  of  them  can  hap- 
pen. A  single  ovei't  act,  which  could  touch  off 
total  war,  would  bring  the  whole  gamut  of 
them,  and  possibly  others  stemming  from  the 
kind  of  warfare  that  could  be  waged. 

Accent  will  be  on  civilian  defense.  A  home 
force  of  10  million  may  be  recruited  under 
Stuart  Symington's  National  Security  Re- 
sources Board.  Radio  and  TV  will  have  lead- 
ing roles  on  the  home  front. 

World  War  II  lies  green  on  the  memories  of 
all  except  the  great  unshaven  who  took  to  the 
radio-TV  arts  after  V-J  day.  Radio  emerged 
from  that  grim  conflict  without  a  single  un- 
toward incident. 

Before  the  Pearl  Harbor  attack,  there  were 
less  than  900  licensed  AM,  FM  and  TV  sta- 
tions. At  the  time  of  the  Korean  invasion, 
there  were  2,938  licensed  stations  on  the  air. 
The  problem  of  voluntary  controls,  therefore, 
would  be  enhanced  threefold. 

At  the  outset  of  World  War  II  there  was 
strong  sentiment  within  the  military  to  com- 
mandeer all  radio  under  military  auspices. 
Saner  heads  prevailed. 

Because  of  radio's  exemplary  service  as  the 
fourth  arm  in  World  War  II,  the  radio-TV  blue- 
prints for  M-day  do  not  envisage  military  con- 
trols. Under  the  Communications  Act,  the 
President,  in  a  national  emergency,  can  take 
over  all  communications. 

Radio,  and  its  partner,  TV,  must  be  on  the 
qui  vive.  They  must  exercise  extreme  vigi- 
lance, wisdom  and  caution.  They  must  watch 
particularly  the  Red  menace — infiltration  of 
their  fields  by  sympathizers  or  cardholders. 

War  may  not  come.  We  hope  and  pray  it 
does  not.  But  our  every  radio  thought  must 
be  on  a  war-footing. 
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Life's  HCL 

LIFE  has  whipped  up  a  little  party  of  its 
own.  It  has  announced  a  4%  rate  increase 
efi'ective  in  April  1951.  A  year  ago,  it  startled 
the  advertising  world  by  announcing  a  3%  cut. 

This  increase  is  not  based  on  circulation, 
which  will  continue  at  a  5,200,000  guarantee. 
It  is  based  on  increased  operating  overhead. 

This  presents  an  interesting  picture.  It 
introduces  an  entirely  new  method  of  estab- 
lishing rates.  It  is  not  cost  per  impression, 
but  a  reasonable  operating  return. 

It  should  be  remembered  that  Life,  for  two 
years  in  a  row,  had  gross  advertising  billings 
larger  than  those  of  any  single  entity.  In  1949 
it  boasted  $12  million  more  than  NBC.  Keep 
in  mind  that  Life,  a  100-page  book  published 
weekly,  grossed  more  than  any  of  the  nation- 
wide networks  delivering  18  hours  of  pro- 
gramming, seven  days  a  week  to  most  of  the 
42  million  radio  homes. 

We  posed  the  question  earlier  this  year, 
when  the  figures  became  available,  why  any 
nationwide  network  should  be  led  by  anyone 
at  all  in  gross  -revenue.  Our  conclusion  was, 
not  that  Life  is  necessarily  over-priced,  but 
that  radio  is  sold  at  bargain-basement  rates. 

Life's  4%  increase  is  further  proof  of  this. 
It  torpedoes  the  argument  that  radio's  rates 
should  be  readjusted  downward  because  of  the 
emergence  of  TV.  Statistics  show  radio  receiv- 
er sales  up.  That  means  increased  circulation. 
Trigger-happy  broadcasters  who  cut  rates  prob- 
ably are  putting  away  their  cap-pistols. 

What  applies  to  the  national  magazines  af- 
fects equally  the  daily  newspapers.  News- 
papers have  been  consolidating  or  folding  be- 
cause of  operating  overheads  that  exceeded 
revenues.  It  is  a  condition  to  be  deplored,  and 
over  which  none  in  radio  will  gloat. 

By  any  comparison,  radio  has  delivered  more 
for  the  advertising  dollar  than  any  other  me- 
dium. Introduction  of  the  "overhead"  ingre- 
dient in  magazine  and  newspaper  rate-making 
underscores  and  amplifies  radio's  story. 

The  story  is  irrefutable :  Radio  is  the  world's 
best  advertising  buy. 


Lighting  the  Fusion  Fuse 

WHEN  WE  projected  the  idea  for  an  overall 
organization  to  direct  the  policy  destinies  of  the 
radio-TV  arts  in  all  their  ramifications  a  fort- 
night ago,  we  had  no  notion  that  we  were  of- 
fering a  new  thought.  At  least  a  half  dozen 
important  personages  during  years  past  have 
projected  variations  of  the  same  plan.  The 
time  wasn't  propitious,  and  may  not  be  now. 

The  temper  and  tone  of  most  of  the  responses 
to  our  proposal  are  thought-provoking  and  even 
encouraging.  There  were  suggestions,  for 
example,  that  periodic  conferences  of  broad- 
casters, telecasters,  manufacturers  and  other 
representatives  of  the  radio-TV  arts,  be  held. 
Another  thought  was  that,  rather  than  a  "Con- 
gress," there  be  a  "Radio  &  Television  Council." 

There  were  those  who  felt  the  plan  prema- 
ture and  unworkable.  On  the  other  hand,  it  was 
pointed  out  that  years  ago  the  newspapers, 
magazines,  agricultural  papers,  advertisers  and 
agencies  got  together  to  create  the  Audit 
Bureau  of  Circulations.  A  more  recent  example 
cited  was  the  unification  of  the  Armed  Forces 
combining  the  traditionally  rivaling  Army, 
Navy  and  Air  Forces  in  one  department,  with 
the  resources  of  all  available  for  the  attack. 

The  fusion  plan  is  revolutionary.  Otherwise, 
it  might  not  evoke  a  murmur  of  interest. 

We  know  of  no  one  yet  prepared  to  hit  the 
radio-TV  hustings  on  it  as  yet.  But  we  feel 
that  day  will  come. 


•  our  respects  to: 


RICHARD  CLARENCE  FRANCIS 


ROUNDING  out  a  quarter  century  of 
service,  Richard  Clarence  Francis,  vice 
president  and  manager  of  Pacific  Coast 
operation  of  Campbell-Ewald  Co.,  was  among 
those  honored  by  that  fi.rm  when  executives 
gathered  around  the  banquet  table  in  Detroit 
recently   (May  26). 

But  since  those  days  when  he  first  joined 
the  agency  on  July  9,  1925,  his  experience 
has  covered  a  variety  of  assignments  and  for 
practically  every  tyoe  of  account,  fitting  him 
well  for  the  post  he  holds  today. 

No  pompous  executive  is  Mr.  Francis. 
Should  you  walk  into  his  Los  Angeles  office 
you  are  apt  to  find  him  handling  most  any 
kind  of  agency  chore,  from  black-and-white 
layout  to  radio  and  TV  commercial  copy. 

Mr.  Francis  aims  to  keep  the  agency  client 
happy  and  succeeds  in  doing  so.    A  bearcat 
for  work,  he  meets  every  issue  squarely  and 
(Continued  on  page  Uh) 

.Static  &  Snow^ 

By  AWFREY  QUINCY 

A  Boston  banker  tells  a  Minneapolis  conven- 
tion that  television  will  reduce  eating  out.  At 
home,  television  reduces  chewing  the  fat. 

Suggested  sign  for  television  remote  booths: 
"If  YOU  are  contemplating  suicide,  please 
do  not  discuss  the  matter  with  announcers 
and  producers.  At  AAB-TV,  the  customer  is 
always  right.  Too  many  might  join  you.  We 
got  a  show  to  do." 

^        :j:  ^ 

The  lead  editorial  in  the  June  26  BROADCASTING  , 
dealt  ably  with  a  vital  issue  but  managed  to  ' 
end  on  a  waggish  note,  "fusion  or  confusion." 
As  a  follow-up  we  offer 

merge  or  submerge 

combine  or  combust 

integrate    or  inter. 

*        si:        *  * 

Once  Homer  smote  his  blooming  lyre 

Once^  pipes  of  Pan  shrilled  out  their  toot 

Once  Nero  fiddled  at  Rome's  fire 

Once  Cleopatra  plucked  her  lute. 

The  drummers  and  the  trumpeters 

The  harpists  and  the  fifers  too 

Once  stirred  the  soul  or  charmed  the  heart 

To  charge  a  foe  or  pitch  some  woo. 

But  tonal  deeds  down  through  the  years 

Add  up  to  nothing  but  a  fluke 

Until  you've  cupped  and  bent  both  ears 

As  Arthur  Godfrey  strums  his  uke. 
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WE  RATE!  WGAR  leads 
in  more  rated  periods 
than  all  other  Cleveland 
stations  combined .'^GAB,. 
ratings  are  greater  than 
the  next  closest  station  in 
5  8  of  68  day  quarter-hours, 
and  greater  in  54  of  75 
night  half-hours.  WGAR 
has  just  won  the  annual 
Cleveland  Press  Local 
Radio  Poll  for  the  fourth 
consecutive  year,  winning 
12  first  place  votes  in  14 
categories.  IMPRESSIVE! 


ACTIVATED!  Shell  Premium 
Gas  and  WGAR  promotion! 
WGAR  gets  new  listeners  to 
Shell's  daily  newscasts  through 
attractive  full-color  swivel- 
board  posters  in  Shell  stations. 
It's  another  promotional  activi- 
ty by  WGAR  .  .  .  promotion 
with  drive! 


•fhe  SPOT-fbr  SPOT  RADIO 


Above:  Mr.  G.  G.  McKenzie, 
District  Manager  for  Shell  Oil,  and 
a  member  of  Cleveland  Petroleum 
Club  and  City  Club.  Below:  Mr. 
Sandy  A.  Flint,  Division  Manager 
of  Shell  Oil  Company,  Cleveland, 
and  member  of  Cleveland  Petro- 
leum Club,  Chamber  of  Commerce 
and  Mid-Day  Club.  Shell  Oil  is  a 
WGAR  sponsor. 


SUNDAY  PUNCH  .  .  .  with 
smiles.  For  the  first  time 
in  15  years,  WGAR  has 
changed  its  Sunday  morning 
programming  and  has  time 
available  for  sponsorship. 
The  Bob  Smiley  Show  is 
featured  in  this  new  line-up. 
For  added  sales  impact  at 
low  cost,  consider  this  bright 
program  of  Sunday  morning 
pop  music.  Ask  about  it. 


RADIO  .  .  .  AMERfOt'S  GREATEST  ADVERTISING  MEDIUM 


WGAR  .  .  .  Cleveland  .  .  .  50,000  watts  .  .  .  CBS 


Represented  Nationally  by  Edward  Petry  &  Company 
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front  office 


WALTER  HAASE,  station  manager  WDRC  Hartford,  Conn.,  elected 
chairman  New  England  Major  Markets  Group,  comprised  of  WDRC 
Hartford,  WTAG  Worcester,  WLAW  Lawrence,  WGUY  Bangor, 
WGAN  Portland,  Me.,  and  WPRO  Providence,  R.  L 

PAUL  E.  FITZPATRICK,  president  and  director  WEBR  Buffalo,  resigns 
because  of  duties  as  state  Democratic  Chairman.  No  successor  announced. 

BILL  GOODWIN,  WXGI  Richmond,  Va.,  to  sales  staff  WMAR-TV  Bal- 
timore, on  bank,  department  store  and  brewery  accounts. 

HERBERT  T.  ANDERSON,  vice  president  and  general  manager  WTSP 
St.  Petersburg,  Fla.,  to  WCLE  Clearwater,  Fla.,  as  station  manager. 

ROBERT  W.  RESNICK,  Shaw-Shon  Adv.,  N.  Y.,  and  NICHOLAS  RABI- 
ECKI  Jr.  to  sales  staff  WAVZ  New  Haven,  Conn. 


HIGHEST 

in  Des  MoineSr 
Hooper-wise! 


WHEN  YOU'RE  ON  KRNT, 
YOU'RE  ON  THE  BEAM! 


C.  E.  HOOPER  SHARE  OF  AUDIENCE 

APRIL-MAY,  19S0  DES  MOINEJ,  CITY  ZONE  17,445  CALLS 


Time 

KRNT 

B 

c 

E 

Morning 

44.1 

3.1 

8.6 

20.9 

17.1 

Afternoon 

42.9 

4.4 

9.9 

12.3 

25.5 

Evening 

27.5 

7.9 

7.6 

25.5 

28.0 

Sat.  daytime 

30.6 

4.5 

16.8 

23.4 

14.1 

Sun.  afternoon 

29.0 

9.7 

17.2 

18.9 

13.0 

TOTAL  RATED 

TIME  PERIODS  

35.1 

5.9 

9.6 

20.4 

23.6 

KRNT 


DES  MOINES 

THIBfCinaAIIDIBIBUKSUTKMI 


LOWEST 

PER-IMPACT 

COST! 

BUY  THAT 

Very  highly  Hooperaled 
Sales  results  premeditated 
ABC  Affiliated 
Station  in  Des  Moines 

Represented  by  the  Katz  Agency 


HENRY  S.  WHITE,  associate  director  CBS-TV  programs,  appointed 
business  manager  network  programs  CBS  and  CBS-TV,  newly  created 
post. 

BILL  HAMILTON,  new  to  radio,  joins  sales  staff  CKCK  Regina.  Pre- 
viously with  Saskatchewan  provincial  government. 

HOWARD  C.  (Bud)  EVANS,  local  sales  manager  KPRC  Houston,  to 
commercial  manager  KXYZ  same  city.  Was  with 
WWOK  Flint,  Mich.,  and  WLWT  (TV)  Cincinnati  as 
sales  executive. 

EDWARD  RETRY  &  Co.  appointed  national  repre- 
sentative KPHO  Phoenix,  Ariz. 

MERRILL  INCH,  general  manager  KWRN  Reno,  Nev., 
also  appointed  general  manager  Reno  Evening  Gazette 
and  Nevada  State  Journal,  owned  by  Reno  Newspa- 
pers Inc.,  licensee  of  KWRN.  LARRY  SHIELDS,  sales 
manager,  becomes  KWRN  active  manager. 

WILLIAM  J.  WILLIAMSON,  account  executive  Ralph 
H.  Jones  Co.,  Cincinnati,  to  WLWD  (TV)  Dayton  as 
sales  manager. 


Mr.  Evans 


INDEPENDENT  METROPOLITAN  SALES  appointed  to  represent 
WCLE  Clearwater,  Fla. 

S.  L.  ADLER,  salesman  WCPO-TV  Cincinnati,  to  sales  staff  WLWT  (TV) 
there. 

BOB  LESLIE  elected  president  Montreal  and  Toronto  representative 
firms  merged  under  name  National  Broadcast  Sales,  Toronto. 

BILL  McKEMIE,  Dallas  manager  Ross  Federal  Research  Corp.,  and 
BOB  FERRIER,  Southern  Methodist  U.  graduate,  to  WFAA  Dallas 
sales  staff.  Mr.  McKemie,  formerly  with  WFAA  in  talent  work,  will 
handle  AM  accounts.  Mr.  Ferrier  starts  as  assistant  to  ALEX  C. 
KEESE,  regional  sales  manager,  will  later  concentrate  on  WFAA-TV 
sales. 

MORTON  A.  BARRETT,  buyer,  CBS-TV  purchasing  department,  to  serv- 
ice manager  WCBS-TV  New  York. 


l^ationaLi  •  •  • 

HECHT  S.  LACKEY,  president  WSON  Henderson,  Ky.,  appointed  to 
Kentucky  Crippled  Children's  Commission.  .  .  .  PAUL  W.  MORENCY, 
general  manager  WTIC  Hartford,  Conn.,  re-elected  president  Hartford 
Chamber  of  Commerce.  .  .  .  HOWARD  M.  BOOTH,  director  WTAG- 
AM-FM  Worcester,  Mass.,  elected  vice  president  Worcester  Five  Cent 
Savings  Bank. 

L.  A.  BLUST  Jr.,  general  sales  manager  KTUL  Tulsa,  Okla.,  elected 
president  Tulsa  Sales  Executives  Club.  .  .  .  EDGAR  PARSONS,  assist- 
ant manager  WOL  Washington,  made  member  Washington  Forge  of 
American  Public  Relations  Assn.  .  .  .  EUGENE  P.  WEIL,  supervisor 
stations'  sales  for  WGY-WRGB  (TV)  Schenectady,  N.  Y.,  elected  to 
N.  Y.  state  board  of  control,  Exchange  Clubs.  .  .  .  GUY  HERBERT, 
general  manager  All-Canada  Radio  Facilities  Ltd.,  Toronto,  is  on  tour 
western  Europe  to  sell  time  on  Canadian  stations. 


WIBW 


TheVoicB/^/Kansas 

in  TOREK  A 
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SAM  HAYES 

has  attained  one  of  the  highest  ratings 
of  any  news  commentator  on  the  West 
Coast!  TOUCHDOWN  TIPS  kicks  off 
Sept.  15  !  So  hurry !  Wire,  phone,  or 
write  for  audition  today  ! 


lOUCHDOWN  TIPS  has  been  sold 
by  more  than  800  local  stations  during  8 
thrill-packed  seasons. 

Again  in  1950  .  .  .  millions  of  football  fans  will 
tune  in  Sam  Hayes'  TOUCHDOWN  TIPS  for  up- 
to-the-minute,  factual  gridiron  information  . .  •  just 
as  they  have  for  the  past  8  years  ! 

What  is  TOUCHDOWN  TIPS?  An  ac- 
tion-packed, weekly  quarter-hour  of  foot- 
ball dope,  stories,  predictions  by  ace 
sportscaster  Sam  Hayes. 

How  good  are  the  show's  PREDICTIONS?  Un- 
canny! Record  of  accuracy  over  the  years:  picking 
trends,  93%  ...  predicting  winners,  82%  .  .  .  fore- 
casting scores  within  one  touchdown,  63%  !  Predic- 
tions are  based  on  the  All-American  Gridiron 
Index,  an  amazing,  precise  system  of  analysis. 

How  wide  is  TOUCHDOWN  TIPS  cover- 
age? 30  to  40  major  college  and  pro  games 
weekly.  Sam  Hayes  records  the  show  in 
Hollywood  ever)^  Saturday.  Recordings 
are  rushed  to  station  subscribers  for  broad- 
cast before  the  following  week's  games. 

Any  "special"  angles?  You  bet!  A  live  tag:  pre- 
dictions for  up  to  6  schools  in  your  area.  Salute  to 
a  "Team  of  the  Week"  on  every  program.  Two  big 
bonus  programs.  One  complete  emergency  program. 
An  effective  merchandising  and  promotion  kit ! 

Yes!  TOUCHDOWN  TIPS  is  another  big  RCA 
Syndicated  Program  .  .  .  designed  to  win  and  hold 
sponsors  and  listeners  alike. 


An  RCA  Syndicated  Program 

Radio  Corp.  of  America    RCA  Victor  Division  •  120  East  23  St.,  New  York  10,  N.  Y.  •  Chicago  •  Hollywood 
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WWL  Sells  for  Its  Advertisers  in  Many  Media 


Continuous,  as  usual,  are  WWL's  campaigns  of 
24-sheet  posters,  streetcar  and  bus  dash  signs, 
store  displays,  posters,  stack  signs  and  personal- 
assistance  calls  on  the  trade.  WWL  gives  more  of 
everything ...  to  the  listener ...  to  the  advertiser. 


South's  Greatest  Salesman 
Uses  New  Ideas  In  Program-Promotion 


WWL's  current  newspaper  campaign  is  far  and  away  the 
biggest,  most  comprehensive  hstener  campaign  New  Orleans 
has  ever  seen.  A  series  of  full  pages  in  color — plus  2-column 
newspaper  ads  every  day— all  as  packed  with  appeal  as 
WWL  is  packed  with  CBS  stars  and  local  attractions. 


L  Leads  In  Hoopers 
•••Morning...  Noon 

...and  Night  ^ 

WWL  has  a  substantial  lead 
in  both  mornings  and  after- 
noons. And,  evenings,  its  share 
of  audience  exceeds  that  of  the 
next  two  stations  combined. 


Whatever  you  have  to  sell,  hire 

South's  GreoiBs^  Salesman 


NEW  ORLEANS 


id 


50,000  WATTS       CLEAR  CHANNEL 
CBS  AFFILIATE 

A  DEPARTMENT  OF  LOYOLA  UNIVERSITY 
REPRESENTED  NATIONALLY  BY  THE  KATZ  AGENCY 


ANN   EVANS,   promotion  director, 
WPAY    Portsmouth,    Ohio,  to 
WBNS    and    WELD    (FM)  co- 
lumbus,  Ohio,  as  program  promotion 
director. 

GLENN  B.  WEBBER  to  announcing 
staff  at  KWK  St.  Louis  from  WJPS 
Evansville,  Ind.  He  was  announcer 
and  news  editor  there. 

GEORGE  WELLS,  announcer  WKAN 
and  WKIL  (FM)  Kankakee,  ID.,  sub- 
stituting for  BILL  BAILEY,  vacation- 
ing announcer  on  National  BaTU 
Dance,  WLS  Chicago. 

ROBERT  SEGLEAU,  CBS  free  lance 
writer,  to  WDSU  New  Orleans,  as 
continuity  writer.  JACK  (Clark) 
ALEXANDER,  CBS  and  Air  Features, 
to  WDSU  as  staff  announcer. 

JOE  McKINNEY,  announcer  KWBC 
Ft.  Worth  and  KWHW  Altus,  Okla.,  to 
KCUL  Ft.  Worth,  Tex.,  as  staff  an- 
nouncer. BILL  W^ELLS,  musician  with 
Liberty  Network,  to  KCUL  on  Bill 
Wells  Show.  JAMES  PETTY,  Negro 
disc  jockey  and  vocalist,  to  KCUL's 
daily  Swing  Street. 

RAY  MATTINGLY,  promotion  director 
WTHI  Terre  Haute,  Ind.,  to  WBBM 
Chicago  sales  promotion  staflF. 

DICK  THOMAS,  disc  jockey  WCBA 
Corning,  WLEA  Hornell  and  WGVA 
Geneva,  all  N.  Y.,  to  WOND  Pleasant- 
ville,  N.  J.,  as  announcer-disc  jockey. 

CLAUDE  TAYLOR  and  BOB  KOOL- 
AGE,  WJHP  Jacksonville,  Fla.,  to 
WCAV  Norfolk,  Va. 

JOHN  COLE  to  ABC  Chicago  con- 
tinuity staff. 


air-casters 


WILLLAM  McNeill,  new  to  radio,  to 
CBI  Sydney,  as  announcer-operator. 

ROBERT  E.  BEST,  director  WASH 
(FM)  Washington,  named  traffic  di- 
rector Continental  FM  Network. 

DICK  RYALL  named  announcer  WCSS 
Amsterdam,  N.  Y. 

GEORGE  LAWLOB  and  JACK  WIL- 

KIE  to  CHAB  Moose  Jaw  as  an- 
nouncers. 

JOHNNY  KARR,  morning  man  WIDE 
Biddeford,  Me.,  to  WCRB  Waltham, 
Mass. 

JIM  HARPING,  m.c.  Requestfully 
Yours  and  Spinning  Wheel,  WPFB 
Middletown,  Ohio,  appointed  chief  an- 
nouncer. JACK  KISTLER,  continuity 
director  for  WPFB,  named  program 
director. 

CHARLES  KEATON,  WOL  Washing- 
staff  organist  and  musical  director, 
starts  new  series,  Doubling  in  Ivory, 
12:15-12:30  p.m.,  daily. 

CAROLE  WISCHMEIER  named  to 
head  traffic  department  WCPO  Cin- 
cinnati. BETTY  GEISLER,  chief  mu- 
sic   librarian    WCKY    same    city,  to 


similar  post  at  WCPO. 

TOMMY    (Butterball)    PAIGE,  WSM 

Nashville,  Grand  Ole  Opry  star,  to 
Butterball  Barn  Dance,  daily,  7:30-8 
p.m.,  WBAL  Baltimore. 

RICHARD  ALTON  NOVAK,  winner 
24-week  disc  jockey  contest  on  KXL 
Portland,  Ore.,  to  KXL  as  fulltime  an- 
nouncer and  disc  jockey. 

RICHARD  P.  PETTY,  announcer 
WLBR  Lebanon,  Pa.,  and  WFRO  Fre- 
mont, Ohio,  to  WAVZ  New  Haven, 
Conn.,  as  announcer. 

OTTO  BREMERS  to  NBC  Chicago  ad- 
vertising and  promotion  staff  from 
Ruthrauff  &  Ryan,  where  he  was 
radio  writer. 

HAROLD  A.  SAFFORD,  program  di- 
rector WLS  Chicago,  appointed  to 
programs  committee  for  Illinois  Farm 
Sports  Festival  at  U.  of  Illinois  Aug. 
24  and  25. 

JACK  WALKLEN  and  LESTER  LU- 
THER to  production  crew  of  KTLA 
(TV)  Hollywood  Fantastick  Studios, 
Ink  program,  as  dance  director  and 
vocal  coach  respectively. 
DON  SYCHOWSKI  to  NBC  Chicago 
transcriptions  from  guide  staff. 


RILEY  HILL,  motion  picture  actor, 
named  lead  in  ABC-TV  Marshal  of 
Gunsight  Pass,  replacing  SMITH  BAL- 
LEW  withdrawing  from  role  because 
of  other  commitments. 

LARRY  BERNS,  CBS  Hollywood  pro- 
ducer-director has  returned  to  work 
following  recuperation  from  injuries 
suffered  in  recent  automobile  acci- 
dent. 

BOB  COVINGTON,  promotion  man- 
ager WBT-AM-FM  Charlotte,  N.  C, 
elected  president  Charlotte  Adv.  Club. 

BILL  QUINN,  WBTV  (TV)  Charlotte, 
N.  C,  production  staff,  and  Emma 
Reese  have  announced  their  marriage. 

MOBT  DANK,  program  manager 
KEYL  (TV)  San  Antonio,  made  honor- 
ary special  deputy  sheriff  of  Bexar 
County,  Tex. 

JUNE  HELMSTADTER,  continuity  di- 
rector WING  Dayton,  Ohio,  elected 
secretary  of  Dayton  Adv.  Club.  Mrs. 
RUTH  R.  KROUSE,  merchandising 
consultant  at  WING,  elected  to  board 
of  directors  of  DAC. 

CODY  PFANSTIEHL,  director  press 
information  and  promotion  WTOP 
Washington,  appointed  chairman  pub- 
licity committee  Adv.  Club  of  Wash- 
ington. 

ZACK  BETTIS,  continuity  writer 
WFAA  Dallas,  father  of  boy. 

A/avi^i  •  •  • 

CONNIE  MONAHAN  joins  WIDE 
Biddeford,  Me.,  as  sports  editor  re- 
placing MERRILL  SMITH,  resigned. 

JOHN  SCHMIDT,  production  assistant, 
to  news  staff  WMAE-TV  Baltimore. 

LOWELL  THOMAS,  CBS  commenta- 
tor, voted  "favorite  national  news- 
caster" in  poll  of  34th  Annual  Con- 
vention of  Canadian  and  United  States 
Delta  Gamma  Women's  Fraternity  at 
Banff,  Canada. 

BOB  SHEPPARD,  graduate  Pasadena 
Institute  of  Radio,  Pasadena,  to  KOLO 
Reno  to  handle  news  and  sports. 

JEAN  PAUL  KING,  freelance  news- 
man and  announcer,  starts  7:30  a.m. 
daily  newscast  over  KALL  Salt  Lake 
City,  and  27-station  Intermountain 
Network. 

RALPH  WIDMAN,  sports  and  special 
events  director  WFAA  Dallas,  father 
of  boy. 


'Experienced 

Not  Experimenting 


VeBRBelnc^ 


718  McKinley  Ave.  N.  W. 
Canton  3,  Okio 


John  S.  Fredericks 

FUNERAL  services  for  John 
Stevens  Fredericks,  38,  part  owner 
of  6000  Sunset  Radio  &  Television 
Center  Bldg.,  and  onetime  co- 
owner  and  manager  of  6000  Sunset 
Recording  Studios,  Hollywood, 
were  held  last  Wednesday  in 
Church  of  the  Recessional  at 
Forest  Lawn  Memorial  Park,  Glen- 
dale,  Calif.  Mr.  Fredericks  died 
June  30  in  St.  John's  Hospital, 
Santa  Monica,  Calif,  from  a  brain 
tumor  following  an  operation  three 
weeks  prior.  Before  becoming  as- 
sociated with  the  recording  studio, 
Mr.  Fredericks  was  chief  engi- 
neer of  KFVD  Los  Angeles.  Besides 
his  widow,  Mrs.  Mable  G.  Fred- 
ericks, surviving  is  a  half-sister, 
Mrs.  Julie  McCluskey. 
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FROM  NO  W  ON,  WW  J-  TV's 

advertisers  can  take  audience 
for  granted.  With  the  number 
of  sets  now  well  beyond  the 
quarter-million  mark,  television 
in  the  booming  Detroit  market 
has  emerged  completely  from  the 
experimental  stage  and  reached 
the  age  of  full  productivity. 


FIRST  IN  MICHIGAN  Owned  and  Operated  by  THE  DETROIT  NEWS 


National  Representatives :  THE  GEORGE  P.  HOLLINGBERY  COMPANY 

ASSOCIATE   AM-FM   STATION  WWJ  NBC  Television  Network 
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IN  THE  WASHINGTON 
MARKET 


7  AJ.  NEWS 

with 

HOLLY  WRIGHT 

Here  is  another  WRC  program-person- 
ality combination  doing  a  consistently 
solid  selling  job  for  over  five  years. 
Holly  Wright  clearly  leads  the  field, 
Monday  thru  Friday  at  7:00  each 
morning.* 

This  is  NOT  on  availability.  We  mere- 
ly point  to  this  record  as  an  example 
of  the  "sales-programming"  WRC  can 
do  for  you.  Top-rated  shows  with 
selling  power  dominate  the  program- 
ming pattern. 

WRC  pays  out,  not  alone  in  top  audi- 
ence ratings  in  the  rich  District,  Mary- 
land and  Virginia  area — but  in  hard 
"over-the-counter"  retail  sales. 

'  American  Research  Bureau. 

IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BOV  IS 


FIRST  In  WASHIN6T0N 


feature  of  the  week  i^^i^ 

too,it$tlKBI(f 


A  PROGRAM  which  its  origi- 
nators boast  is  all  advertising  is 
making  good  in  the  Pacific  North- 
west— good  business. 

The  show  is  Swap  'n  Shop,  heard 
nightly  since  Nov.  7,  1949,  on 
KIRO  Seattle,  and  recently 
launched  on  a  morning  schedule  as 
well.  Practically  everything  from 
a  juke  box  to  a  Hudson  Terraplane, 
from  an  apartment  to  a  250-acre 
ranch,  has  been  bought  or  sold  via 
this  want-ad-column-of-the-air. 

A  man  was  wanted  to  play  Santa 
Claus — he  was  found  through  one 
announcement.    A  man  wanted  a 
job     as  night 
watchman  —  he 
was    hired  two 
minutes  after  the 
ad  went  on  the 
air.    Two  men 
offered    to  thaw 
cold  water  pipes 
— they  received  50 
calls  as  a  result 
of  two  announce- 
ments. 

Designed  as  a 
vehicle  for  what 
the  station  tabs  "listener  ads."  the 
program  has  been  so  successful 
that  established  retailers  and  serv- 
ice organizations  in  the  area  are 
beginning  to  use  it.  So  many  ads 
have  come  in,  solicited  only  on  the 
program  itself  and  in  promotion 
spots  during  the  day,  that  the 
original  10-minute  program  is  now 
billed  "10:15  p.m.  to  conclusion" 
(at  least  30  minutes  Monday 
through  Saturday),  and  the  over- 
flow is  being  accommodated  in  the 
8  a.m.  slot  Monday  through  Fri- 


Mr.  Haas 


day  every  week. 

The  idea  originated  with  Saul 
Haas,  president  of  KIRO,  but 
virtually  the  entire  staff  has  had  a 
hand  in  developing  the  show.  With 
rates  set  at  $2  for  a  50-word  an- 
nouncement and  $3  for  75  words, 
the  merchandising  vehicle  is  open 
to  all  comers,  subject  only  to  the 
limitations  imposed  by  law  and 
good  taste.  At  least  half  the  ads, 
for  some  reason,  offer  or  seek  real 
estate,  and  in  most  cases  the 
property  is  offered  for  sale  by  the 
owner  himself.  Only  the  "lonely 
hearts"  appeal  is  taboo. 

The  items  offered  are  read  by 
alternating  voices,  with  a  bell 
marking  the  end  of  each  item.  In 
every  case,  the  address  or  phone 
number  is  repeated,  and  several 
times  during  the  program  there  is 
a  quick  summary,  with  a  one- 
phrase  description  of  the  item,  fol- 
lowed by  another  repetition  of  the 
address. 

The  program  is  staff -written  on 
the  basis  of  descriptions  written  or 
phoned  in  by  the  advertisers,  but 
the  announcers  are  encouraged  to 
ad  lib  as  the  spirit  moves  them. 
The  result  is  a  lively,  informal 
show,  while  accuracy  is  safe- 
guarded by  the  factual  descriptions 
typed  on  cards. 

The  "bargain  hunters'  rendez- 
vous" has  required  the  development 
of  new  writing  and  voicing  tech- 
niques, according  to  Warren  Mc- 
Coy, KIRO  continuity  chief.  He 
believes  that  radio  gives  a  want 
ad  something  special,  because  the 
voice  can  make  an  item  come  alive 
and  seem  truly  desirable. 


7  ^^"^ 

J^'^  strictly  business 


5,000  Watts  .  980  KC 

f#pr»»«Bf«d  by  NBC  SPOT  SAliS 


HENRY  E.  RINGGOLD,  vice 
president  and  director  of 
eastern  sales  for  the  Edward 
Petry  Co.,  maintains  that  his 
greatest  sales  effort  involved  not 
the  selling  of  a  product  but  of  an 
idea.  The  idea  was  the  use  by 
national  advertisers  of  the  new 
medium — radio — in  the  new  way — 
spot. 

The  Petry  Co.  was  the  first  ex- 
clusive station  representative  firm 
in  the  industry,  and  Mr.  Ringgold 
was  one  of  the  first  salesmen  for 
the  Petry  Co.,  joining  the  company 
11  months  after  it  opened  its  doors 
on  Jan.  1,  1933. 

Prior  to  the  emergence  of  the 
radio  station  representative,  spot 
radio  was  plagued  by  a  chaotic 
brokerage  system  in  which  firms 
and  single  individuals,  frequently 
with  multiple  standards,  would 
negotiate  deals  between  agency  and 
station  at  whatever  rates  the  mud- 


Mr.  RINGGOLD 

died  traffic  would  bear. 

For  18  years  Mr.  Petry's  com- 
pany has  been  selling  the  princi- 
(Continued  on  page  46) 
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leading  3  out  of  4  Networks 
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leading  3  out  of  4  Networks 


is  FIRST 

leading  all  4  networks 

Dec.  '49 — April  '50 — Hooper 


Adam  J.  Young,  Jr.,  Inc.  or  Kettell-Carter 
(Boston)    or    Bob    Engles,    Gen'l  Mgr., 
UN  1-4211 


"One  of  the  Nations 
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Respect's 


(Continued  from  page  34) 

tackles  the  job  on  hand.  His 
alertness  and  creative  ability  is 
never  better  than  when  working 
under  extreme  pressure,  associates 
declare.  He  serves  continuously 
as  a  member  of  the  agency's  na- 
tional radio  and  television  board. 

Besides  being  responsible  for 
Chevi'olet  Motors  Division  and 
other  General  Motors  products' 
West  Coast  advertising,  he  directs 
other  accounts  serviced  by  the 
Los  Angeles  office.  These  include 
various  Chevrolet  dealer  groups, 
Du  Mont  Television,  Quality  Tele- 
vision Inc.,  Hertz  Drive-Ur-Self 
System,  Burroughs  Adding  Ma- 
chine Co.,  as  well  as  others. 

In  addition  to  radio,  the  various 
Chevi'olet  dealer  groups  are  users 
of  West  Coast  video  time.  Mr. 
Francis  admits  being  a  busy  man 
because  he  personally  keeps  his 
fingers  on  the  pulse  of  activity. 
Besides  Chevrolet  Dealers  of 
Southern  California  Monday  night 
3V2  hour  film  session  on  KECA-TV 
Los  Angeles,  a  consistent  news- 
cast schedule  is  maintained  on 
various  radio  stations  in  that  city. 

San  Diego  Country  Chevrolet 
Dealers'  account  is  also  adminis- 
tered by  Mr.  Francis'  ofllce,  with  a 
twice-weekly  film  schedule  on 
KFMB-TV  as  well  as  newscasts 
on  radio  stations  in  that  city. 

Born  in  Oklahoma 

Born  on  the  blistering  hot  after- 
noon of  Aug.  7,  1904,  in  McAlester, 
Okla.,  then  an  Indian  Territory, 
Mr.  Francis  received  his  public  and 
high  school  education  in  that  com- 
munity. 

Interest  in  advertising  and  sell- 
ing came  early  to  young  Mr. 
Francis.  First  experience  was 
gained  when  working  as  a  clerk 
in  the  McAlester  general  store 
after  school  and  during  summer 
vacation.  Besides  selling  to  the 
trade,  he  helped  with  the  store's 
advertising,  writing  handbills  and 
window  signs  for  special  sales. 

But  Mr.  Francis  will  tell  you  that 
his  most  interesting  and  exciting 
job  was  news  "butcher"  aboard  the 
local  train  running  between  Mc- 


new 


Alester  and  Wilburton,  40  miles 
away.    He  was  about  15  then. 

With  high  school  over,  he  was 
determined  to  make  advertising 
and  selling  his  life  work.  He  en- 
rolled in  the  U.  of  Chicago  School 
of  Commerce  and  Business  Admin- 
istration in  September  1920.  He 
majored  in  advertising  and  eco- 
nomics. 

Although  working  his  way 
through  college  with  a  variety  of 
jobs,  that  and  study  didn't  con- 
sume all  his  time.  Mr.  Francis  man- 
aged to  be  active  in  the  college 
dramatic  club.  He  played  major 
roles  in  many  productions  staged 
during  his  three  years  at  the  U.  He 
was  a  member  of  the  Blackfriars, 
college  dramatic  society,  too. 
Fraternity  was  Sigma  Alpha  Ep- 
silon. 

Joins  Hamilton  Brown  Shoe  Co. 

Mr.  Francis  left  college  in  1923 
to  become  assistant  advertising 
manager  of  Hamilton  Brown  Shoe 
Co.  in  St.  Louis,  Mo.  Before  the 
year  was  out,  he  was  advertising 
manager. 

In  August  1924  he  joined  Henri, 
Hurst  &  McDonald  Inc.,  Chicago, 
as  assistant  account  executive. 
Shortly  afterwards  he  met  Mar- 
garet McGraw,  employed  in  the 
agency's  billing  department.  She 
became  Mrs.  Francis  on  Oct.  1, 
1925. 

The  enterprising  young  man 
didn't  sit  still.  During  the  next 
12  months  Mr.  Francis  made  a 
name  for  himself  among  Chicago 
agency  men.  They  recognized  his 
creative  ability  and  admired  the 
way  he  caught  on. 

Result  was  an  invitation  to  join 
Campbell-Ewald  Co.  in  Detroit  as 
production  manager,  and  he  did 
just  that  on  July  9,  1925.  A  year 
later  he  was  back  in  Chicago,  as 
assistant  to  the  agency's  manager 
in  that  city. 

During  the  next  decade,  from 
1926  to  1936,  he  served  in  prac- 
tically all  capacities,  both  creative 
and  contact,  in  the  firm's  Chicago 
office. 

When  an  account  executive  was 
needed  in  Los  Angeles  in  spring 
of  1936,  Mr.  Francis  was  chosen  for 
the  assignment.  He  packed  bag  and 
baggage  and   headed  west.  He 
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was  called  upon  to  do  considerable 
creative  work  in  addition  to  ac- 
count executive  duties.  Time  was 
devoted  primarily  to  U.  S.  Rubber 
Co.  and  Chevrolet  accounts. 

During  the  next  11  years.  West 
Coast  operations  of  Campbell- 
Ewald  Co.  continued  to  expand 
and  in  February  1947  he  was  made 
a  vice  president  and  manager  of  all 
Pacific  Coast  operations. 

Mr.  Francis,  with  his  wife  and 
11-year-old  daughter  Ellen,  make 
their  home  in  suburban  Pacific 
Palisades,  a  rolling  hills  residential 
section  overlooking  the  Pacific 
Ocean.  His  eldest  daughter  Nancy 
is  married  to  Chevrolet  salesman 
Britt  Johnson.  They  live  in  the  sub- 
urban area  of  Santa  Barbara, 
Calif.  Mr.  Francis  also  includes  a 
two-months-old  grandson,  Britt  Jr., 
as  a  very  important  member  of  his 
family. 

Although  Mr.  Francis  claims  he 
has  little  time  for  club,  life  mem- 
berships are  maintained  in  the 
Jonathan  Club  and  Beverly  Hills 
Club.  A  member  of  Los  Angeles 
Chamber  of  Commerce  and  Los 
Angeles  Ad  Club,  he  currently  is 
serving  on  the  AAAA  Ad  Club 
relations  committee.  He  makes  it 
a  point  also  to  give  of  his  time 
to  the  annual  Red  Cross  and  Com- 
munity Chest  campaigns. 

A  Writer  of  Verse 

For  many  years  he  has  been 
writing  both  poetry  and  light 
verse.  His  work  has  appeared  in 
many  national  magazines  and 
newspapers.  Readers  of  Ed  Dur- 
ling's  column  and  Ted  Cook's  syn- 
dicated "Coo-Coo's  Nest,"  remem- 
ber many  of  Mr.  Francis'  iambic 
pentameters.  He  is  currently 
working  on  a  collection  of  verse 
to  be  titled  "Rhyme  Doesn't  Pay." 
Secret  ambition  is  to  write  lyrics 
for  a  musical  show. 


KIRBY  RETURNS 

Heads  New  Pentagon  Unit 


HARRIS  APPOINTED 

Is  WOR  Program  Manager 

APPOINTMENT  of  Blaney  Harris 
as  progi'am  manager  for  WOR 
New  York  [Closed  Circuit,  July  3] 
was  announced  last  week  by  Julius 
F.  Seebach  Jr.,  vice  president  in 
charge  of  programs. 

Mr.  Harris  will  be  directly  in 
charge  of  creative  programming 
and  supervision  of  program  struc- 
ture, Mr.  Seebach  said.  The  ap- 
pointment becomes  effective  July 
17,  1950. 

Well-known  in  the  radio  and  TV 
industry  in  New  York  and  Holly- 
wood, Mr.  Harris  has  been  asso- 
ciated with  Doherty,  Clifford  & 
Shenfield,  New  York,  since  1944. 
Most  recently  he  was  supervisor  of 
radio  and  TV  programs  there. 
Previously,  he  was  assistant  to  the 
radio  director  of  Pedlar  &  Ryan, 
New  York. 


COL.  EDWARD  M.  KIRBY,  former 
NAB  public  relations  director  and 
wartime  chief  of  radio  at  the 
Pentagon,  was  recalled  to  active 
duty  today  (July  10)  in  the  office  of 
Maj.  Gen.  F.  L. 
Parks,  chief  of 
■  W  information  o: 
the  Militar- 


'I 


Col.  Kirby 


Establishment. 

The  call,  which 
preceded  the  out- 
break  of  the 
Korean  conflict, 
has  to  do  with 
creation  of  a  nev 
unit  of  military 
public  relations 
wherein  reservists 
in  all  media  will  be  indoctrinated 
to  establish  a  pool  of  trained 
personnel  who  would  be  available 
for  immediate  assignment.  Col. 
Kirby  will  head  this  unit  in  the 
Washington  area,  regarded  as  a 
"pilot"  operation. 

Gen.  Parks,  in  recalling  Col. 
Kirby,  said  he  would  serve  as  com- 
manding officer  of  the  newest  or- 
ganization in  his  office.  He  said 
he  had  high  hopes  that  this  train- 
ing unit  would  fill  a  long-felt  need 
and  provide  a  better  means  for 
exchanging  ideas  between  his  office 
and  those  in  the  Washington  area 
whose  interests  lie  in  that  direc- 
tion. 

Col.  Kirby  returned  to  inactive 
status  in  November  1945  following 
termination  of  World  War  II  hos- 
tilities. He  was  recalled  for  a 
temporary  tour  in  1947  to  initiate 
a  study  for  emergency  communica- 
tions. In  1943  he  won  a  Peabody 
Radio  Award  for  "Yankee  inge- 
nuity" on  a  global  scale. 


Fire  Prevention 

THE  ADVERTISING  COUNCIL 
will  launch  a  home  fire  prevention 
campaign  in  connection  with  the 
National  Fire  Protection  Assn. 
Erwin,  Wasey  &  Co.,  New  York, 
is  volunteer  advertising  agency  for 
the  campaign,  and  D.  W.  Stewart, 
advertising  division  manager  of  the 
Texas  Co.,  will  serve  as  volunteer 
coordinator. 


AFFILIATED  WITH  NBC 

REPRESENfED  NATIONALLT  BY  EDWARD  PETRY  &  CO. 


1950  roster  and  organization  of  Ameri- 
can Assn.  of  Advertising  Agencies 
published  last  week,  including  246 
AAAA  member  agencies  as  of  May 
30,  increase  of  seven  over  last  year's 
listing. 


1930  —  1950 
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Association  of  American  Railroads 

TRANSPORTATION  BUILDING 

Washington  6,  D.  C. 

WILLIAM  T.  FARICY 

PRESIDENT 


July  6,  1950 

To  the  PRESS  and  RADIO: 

Subject;     IMPROVING  THE  RAILROADS 

Another  milestone  in  the  railroads'  never-ending  search  for 
improved  methods  was  reached  recently  when  a  new  million-dollar  research 
laboratory  built  by  the  Association  of  American  Railroads  was  opened  on 
the  campus  of  the  Illinois  Institute  of  Technology  in  Chicago.     This  labora- 
tory is  the  nerve  center  for  research  in  the  railroad'  industry.     Here  will 
be  the  headquarters  for  engineering,  mechanical  and  shipping  container 
research,  as  well  as  facilities  for  testing  many  other  kinds  of  railroad 
equipment. 

This  laboratory  is  just  another  example  of  how  the  railroads  have 
carried  on  continuous  research  in  every  part  of  the  railroad  plant  and  equip- 
ment and  in  every  phase  of  railroad  operation  since  the  very  beginning  of 
railroads  in  America. 

The  net  result  we  see  all  about  us,  in  a  railroad  plant  and  rail- 
road methods  which  are  producing  more  and  better  service  than  the  pioneers 
could  possibly  have  dreamed  of. 

But  it  is  as  true  today  as  it  ever  was  that  the  railroads  are  a 
product  of  research,  and  for  this  reason  the  kind  of  research  which  has  given 
us  the  finest  rail  transportation  system  in  the  world  is  being  carried  on  in 
more  directions  and  with  greater  intensity  than  ever  before. 

This  research  is  being  carried  on  by  the  railroads  themselves,  by 
the  Association  of  American  Railroads  and  by  the  manufacturers  who  supply  the 
railroad  industry.     It  is  going  forward  in  university  laboratories,   in  techno- 
logical institutions  and  in  railroad  plants.     It  is  also  being  conducted  by 
railroad  workers  in  offices  and  shops  and  out  along  the  right-of-way  where  day- 
by-day  operations  are  the  real  proving  ground  for  technological  advances. 

This  broad  program  of  research  on  the  railroads  is  another  assurance 
that  we  in  America  will  have  even  safer,  more  dependable,  more  efficient  and 
more  economical  rail  transportation  service  in  the  years  ahead. 

Sincerely  yours. 
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World  Network 

(Continued  from  page  15) 

lie  Law  402  (Smith-Mundt) . 

Secretary  Acheson  told  the  sub- 
committee Wednesday  that  "we 
have  all  the  authority  we  need"  to 
put  the  President's  plan  into  effect 
save  for  "additional  appropriations 
and  personnel,"  which  he  indicated 
would  be  presented  shortly. 

Sen.  Benton,  co-sponsor  of  the 
resolution  along  with  12  Senate 
colleagues  [Broadcasting,  March 
27],  urges  a  worldwide  radio  net- 
work capable  of  "laying  a  signal 
into  every  receiver  in  the  world"; 
creation  of  a  non-government  agen- 
cy to  coordinate  resources  and 
overseas  contracts  in  furtherance  <;f 
the  overall  information  program, 
and  acceleration  of  work  done  by 
UNESCO  in  cooperation  with  the 
State  Dept. 

Subcommittee  members  who  at- 
tended last  week's  hearings  were 
Sens.  Brien  McMahon  (D-Conn.), 
H.  Alexander  Smith  (R-N.  J.), 
Henry  Cabot  Lodge  (R-Mass.),  in 
addition  to  Sen.  Thomas.  Other 
Senators  sitting  in  were  Sen.  Mil- 
lard Tydings  (D-Md.),  as  well  as 
Sens.  Benton,  Mundt,  Flanders  and 
Hendrickson. 

Gen.  Sarnoff  estimated  cost  of 
erecting  a  worldwide  network  sys- 
tem at  about  $200  million — "no 
more  than  the  price  of  two  modern 
battleships" — and  placed  operating 
cost  at  roughly  $50  million  an- 
nually. 

He  pointed  out  that  the  larger 
U.  S.  networks  spend  about  $50 


million  each  annually,  covering  pro- 
gramming and  cost  of  facilities,  to 
reach  portions  of  the  U.S.  and  said 
his  guess  on  costs  for  operation  of 
worldwide  network  were  based  on 
estimates  of  NBC's  chief  engineer. 

Construction  costs  for  the  ex- 
panded Voice  would  be  written  off 
in  about  five  years  "in  view  of  rapid 
technical  development  in  the  engi- 
neering arts,"  he  added. 

Even  if  there  were  no  Soviet  cri- 
sis, Gen.  Sarnoff  said  under  cross- 
examination,  he  would  favor  expan- 
sion of  our  international  broadcast- 
ing to  sell  America  to  the  world  as 
the  largest,  most  prosperous  and 
most  productive  nation.  This  would 
advertise  our  commerce,  help  em- 
ployment and  boost  business  gen- 
erally. 

Radio  Termed  Best 

"Radio  broadcasting  is  the  most 
economical  and  effective  way"  to 
carry  that  message,  he  remarked. 

With  respect  to  television,  Gen. 
Sarnoff  noted: 

We  should  also  take  into  account 
the  promising  possibilities  of  inter- 
national television.  It  is  not  too  early 
to  give  serious  consideration  to  ways 
and  means  for  adding  sight  to  sound, 
in  our  efforts  to  reflect  democracy  to 
those  abroad  who  seek  freedom  from 
oppression.  "The  Voice  and  Vision 
of  America's"  can  be  a  powerful  aid 
in  achieving  these  goals. 

I  suggest  that  all  existing  informa- 
tion pertaining  to  international 
broadcasting  and  television  be  coor- 
dinated and  crystallized  in  the  pre- 
paration of  an  over-all  comprehensive 
and  definitive  plan.    For  this  purpose, 
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MILWAUKEE  Counfy  Pharmacists' 
Assn.  award  for  "outstanding  service 
to  pharmacy"  goes  to  WISN  Mil- 
waukee and  its  general  manager, 
Gaston  W.  Grignon  (I).  Arthur  Broenen 
(r),  association  president,  makes  the 
presentation.  The  group's  radio  chair- 
man, Frank  Kuskowski,  looks  on. 
Commendation  was  for  the  station's 
Know   Your  Druggist   Better  series. 

I  recommend  the  establishment  of  a 
commission  to  study  the  subject  in 
all  its  aspects.  It  should  be  able,  in 
60  days,  to  prepare  such  a  compre- 
hensive plan,  including  specific  esti- 
mates of  costs,  and  to  transmit  its 
findings  to  the  President  of  the 
United  States  and  to  the  Congress. 

Gen.  Sarnoff  told  the  subcom- 
mittee there  were  now  no  facilities 
to  "bridge  the  oceans"  or  set  up 
relay  stations  and  that  while  "TV 
holds  promise  of  development, 
sound  broadcasting  is  a  vital  fact." 

He  advised  Sen.  Benton  and  other 
members  that  he  has  submitted  a 
plan  for  "development  and  estab- 
lishment of  a  radio  bridge"  de- 
signed   for    various  purposes 

Strictly  Business 

(Continued  from  page  4-2) 
pie  of  an  organization  devoted  ex- 
clusively to  station  representation 
with  escalating  success  and  for 
the  greater  portion  of  that  time, 
Mr.  Ringgold  has  been  one  of  the 
firm's  most  successful  salesmen. 

Previous  to  his  work  in  radio,  Mr. 
Ringgold  served  with  the  Bruns- 
wick Balke  CoUender  Co.  as  head 
of  the  dealer's  advertising  service 
for  the  radio-record  division.  In 
1930  Brunswick  (then  owned  by 
Warner  Bros.)  moved  him  to  New 
York  City  to  take  charge  of  re- 
cording merchandising. 

In  the  fall  of  1933,  convinced 
that  the  major  portion  of  radio's 
past  lay  in  the  future,  Mr.  Ring- 
gold joined  the  Edward  Petry  Co., 
and  his  work  with  it  has  since  in- 
cluded sales-service,  promotion,  ad- 
vertising and  selling  radio  time 
and  programs  on  the  approximately 
35  stations  and  the  regional  net- 
works they  represent. 

Known  to  his  colleagues  as 
"Hanque,"  Mr.  Ringgold  traces 
the  spelling  of  his  nickname  back 
to  a  first  year  French  class  at 
Northwestern  U. 

Mr.  Ringgold  is  married  to  the 
former  Maureen  Jeffries.  They 
have  one  son,  Peter,  14  years  old. 
The  family  lives  in  Scarsdale,  N.  Y. 

He  is  a  member  of  the  Whip- 
poorwill  Golf  Club,  Shenorock 
Shore  Club,  Town  Club,  Radio  Ex- 
ecutives Club  and  Phi  Delta  Theta. 


through  television  operation  in  tin 
UHF  frequencies.  But  television] 
he  cautioned,  is  "nowhere  near  as! 
ready  as  sound  broadcasting"  t( 
further  the  American  informatiox 
program. 

Upon  further  questioning  froiT 
Sen.  Benton  as  to  why  he  had  re- 
ferred only  briefly  to  TV's  poten- 
tial use.  Gen.  Sarnoff  explainec 
that  costs  of  video  programs  varj 
but  that  generally  they  are  "from 
three  to  five  times  as  expensive  as 
sound  broadcasting,"  partly  be- 
cause of  high  expenses  curtailed  in 
interconnection  facilities. 

But,  he  added,  "if  it  were  physi- 
cally possible,  the  impact  of  tele- 
vision (in  such  a  program)  would 
be  many  times  greater  than  in 
sound." 

Sen.  Thomas  wanted  to  know  if 
Gen.  Sarnoff's  company  would  op- 
pose any  treaty  that  might  face 
Congressional  ratification  dealing 
with  "freedom  of  the  air." 

Gen.  Sarnoff  assured  the  Sen- 
ator his  company  not  only  will 
have  "no  objection  but  will  support 
such  an  idea."  He  felt,  however, 
that  the  worldwide  network  would 
have  to  remain  a  government  en- 
terprise. "Where  private  enterprise 
would  be  unable  to  render  such  a 
service  which  is  in  the  interest  of 
national  requirements,  the  govern- 
ment should  have  the  right  to  ren- 
der such  a  service  and  industry 
should  have  no  justification  for 
objection." 

Gen.  Sarnoff  made  clear  his  feel- 
ing that,  in  the  current  Korean 
situation,  it  might  be  emphasized 
in  American  broadcasts  that  U.  S. 
forces  are  acting  under  a  UN  reso- 
lution. He  also  suggested  estab- 
lishment of  a  "Voice  of  the  UN" 
as  well  as  a  Voice  of  America. 
This  would  serve,  he  said,  to  put 
a  truer  face  on  a  picture  distorted 
by  the  Soviet  Radio. 

Tracing  his  concern  for  the  need 
of  an  effective  broadcast  service 
back  to  1938,  Gen.  Sarnoff  re- 
minded that  he  had  supported  such 
an  idea  in  conferences  with  Presi- 
dent Roosevelt,  former  State  Sec- 
retaries Cordell  Hull,  James  Byrnes 
and  George  Marshall,  and  this  year 
Edward  W.  Barrett,  assistant  Sec- 
retary of  State  for  public  affairs, 
(Continued  on  page  48) 
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who  supervises  Voice  operation. 

He  had  previously  proposed,  he 
pointed  out,  establishment  of  the 
principle  of  "freedom  to  listen"  and 
creation  of  an  independent  inter- 
national broadcasting  system  to  be 
known  as  "The  Voice  of  UN."  Plan 
was  abandoned,  he  said,  for  lack  of 
UN  funds  after  lengthy  study  and 
consideration.  Later  he  expanded 
his  plan  to  include  "The  Voice  of 
America,  Freedom  to  Listen  and  to 
Look." 

With  respect  to  relative  effec- 
tiveness of  the  Voice  and  systems 
of  other  countries,  Gen.  Sarnoff 
said  Russia  transmits  832  program 
hours  per  week  and  the  U.  S., 
192.  "It  is  tragic  that  the  U.  S. 
is  so  far  behind  Russia,"  he  noted. 

He  urged  that  the  U.  S.  place 
medium  and  shortwave  stations  in 
Greece,  Arabia,  Iran,  India,  Pak- 
istan, the  Philippines,  Japan  and 
possibly  Okinawa,  as  well  as  short- 
wave, high  power  stations  in 
Alaska  "to  beam  into  Siberia." 
America  lacks  stations  at  strategic 
points,  he  said. 

Simultaneous  broadcasting  on 
many  frequencies  is  the  "best 
method  today"  to  combat  Russian 
jamming,  he  testified,  but  this  alone 
"would  not  solve  the  problem." 

"Our  immediate  objective  should 
be  to  ring  the  Iron  Curtain  coun- 
tries with  radio  broadcasting,"  he 
stated.  "To  do  this,  strategic  sites 
must  be  obtained  on  American  and 


other  free  territory  upon  which 
shortwave  and  mediumwave  broad- 
casting stations  can  be  installed 
and  operated." 

I  would  propose  that  we  build  sta- 
tions wherever  there  is  a  free  demo- 
cratic government  that  will  permit  us 
to  do  so,  and  .that  each  of  these  sta- 
tions be  equipped  with  several  high 
power,  shortwave  and  mediumwave 
transmitters,  and  a  proper  selection 
of  frequencies. 

Further,  I  would  suggest  that  the 
major  portion  of  program  material  be 
originated  in  the  United  States.  These 
programs  should  be  transmitted  to 
the  proposed  stations  on  foreign  soil, 
where  modern  receiving  facilities  can 
be  provided  to  enable  these  stations 
to  receive  despite  jamming.  The 
additional  coverage  we  would  gain 
through  shortwave  receivers  tuned 
directly  to  our  United  States  orig- 
inating stations,  would  be  so  much  to 
the  good.  This  program  service  could 
be  further  supplemented  by  tran- 
scriptions from  the  United  States. 

The  most  practical  extension  of  our 
service  to  the  listening  public  in 
foreign  lands,  would  be  through  high- 
power  stations  operated  by  the  United 
States  in  those  countries.  This  we 
can  do  today  in  Germany,  Tangiers, 
Japan,  and  the  Philippines. 

The  State  Dept.  should  be  granted 
the  necessary  funds  and  authority  to 
erect  additional  stations  in  territories 
now  under  our  control,  and  to  add 
stations  wherever  they  can  reach  high 
concentrations  of  population.  Also, 
the  department  should  be  authorized 
to  negotiate  for  transmitter  sites 
with  nations  whose  territories  fringe 
upon  the  Iron  Curtain  satellites. 

Such  a  comprehensive  world-wide 
plan  would  permit  the  Voice  of  Amer- 
ica not  only  to  render  more  reliable 


service,  but  would  also  increase  the 
number  of  hours  and  the  number  of 
languages  and  dialects  which  could 
be  covered.  We  should  not  only 
match,  but  surpass  the  Russian  broad- 
cast service  in  the  international  field. 

Gen.  Sarnoff  also  suggested  that 
the  State  Dept.  might  consider 
"the  possibility  of  purchasing  time 
for  programs  of  the  Voice  of 
America  on  local  stations  in  for- 
eign countries,"  particularly  those 
receiving  U.  S.  economic  and  mili- 
tary aid. 

Summarizing,  Gen.  Sarnoff 
thought  "we  must  do  everything  in 
our  power  along  scientific  and  tech- 
nical lines"  and  convey  to  Russia 
our  peace  policy  to  effectively  pre- 
vent another  World  War. 

Hits  Russia 

At  the  present  time,  he  asserted, 
"Russia  is  not  for  peace — not  for 
war — but  just  for  chaos."  Noting 
the  distinction  between  the  Rus- 
sian government  and  people,  he 
stressed,  "a  message  is  good  only 
if  somebody  listens  to  it"  and 
there  must  be  adequate  facilities 
to  beam  that  message. 

Gen.  Sarnoff  expressed  little 
hope  the  Soviet  government  would 
ever  vote  for  any  UN  resolution 
guaranteeing  "freedom  to  listen." 

Kickoff  witness  before  the 
Thomas  subcommittee  was  Sen. 
Benton,  who  urged:  (1)  "constant 
pressure"  through  the  UN  and 
available  diplomatic  channels  for 
freedom  of  radio,  television,  press; 
(2)  five-fold  expansion  of  the 
Voice  of  America. 


REMINI!^Cii-^G  aboijt  old  times  are 
Freeman  Gosden  (I),  "Amos"  of 
Amos  'n'  Andy,  and  C.  T.  Lucy,  gen- 
eral manager,  of  WRVA  Richmond 
and  a  member  of  the  Columbia 
Affiliates  Advisory  Board.  Mr.  Gosden 
appeared  on  WRVA  when  he  visited 
his  home  town,  Richmond,  in  search 
for  an  actor  to  fill  the  role  of  "The 
Kingfish"  on  the  CBS-TV  series  which 
begins  in  the  fall. 

He  said  that  a  50  kw  station  in 
North  Korea  has  blanketed  the 
whole  territory  with  Communist 
propaganda  and  has  painted  Amer- 
icans as  "warmongers"  and  "im- 
perialists." South  Korea  has  main- 
tained only  a  3  or  4  kw  outlet, 
he  said. 

He  continued: 

The  problem  is  how  to  shatter  Rus-  , 
sian  propaganda  with  truth.  .  .  .  The 
fight  is  for  the  minds  and  loyalties 
of  all  mankind.  It  is  nothing  less 
than  that.  ...  A  great  campaign  of 
ideas  is,  I  believe  finally,  the  only 


WBT  reaches  a  marke| 


♦Figures:  Sales  Management 
Survey  of  Buying  Power, 
May  1950-1940.  Area:  WBT's  BMB 
50-100%  daylime  listening  area,  1949. 
Figures  for  nighttime  area  on  request. 


ay  in  which  we  can  boot  Soviet 
ropaganda  where  it  deserves  to  be 
Doted.  We've  got  to  do  it  now  .  .  . 
Sen.  Benton  was  backed  strongly 
y  Sen.  Mundt,  who  urges  crea- 
!on  of  a  Hoover-type  commission 
ji)  study  radio,  television  and  other 
ibtivities  overseas.  A  key  factor 
y(i  his  proposal  is  establishment  of 
global  TV  network — a  "Vision 
America" — with  provision  for  a 
twork  of  key  video  stations  oper- 
ating as  part  of  a  radio  relay 
l^stem  [Telecasting,  June  19, 
jS].  Sen.  Mundt  believes  TV  net- 
rorks  (station  and  relays)  could 
'e  set  up  in  certain  countries  for 
'Ibout  $4,600,000  each. 

He  favored  "immediate  passage" 
f  the  Benton  proposal  and  his 
wn  measure  (S  3780)  as  "com- 
anion  pieces."  The  Commission, 
'If je  explained,  would  report  its  rec- 
mmendations  by  Feb.  1,  1951. 

Eisenhower  Plan 

"What  we  need  in  this  area  of 
jctivity  today,"  he  stated,  "is  a 
feneral  headquarters  stalf  (such 
js  suggested  by  Gen.  Eisenhower) 
puipped  with  authority  and  the 
I'ecessary  tools  to  carry  the  ideo- 
logical war  to  our  adversaries.  .  .  ." 
J  The  TV  proposal,  he  felt,  like- 
I'ise  could  be  put  to  use  under  the 
jublic  law  governing  the  Voice  of 
Lmerica. 

In  his  prepared  statement.  Sec- 
retary Acheson  said  President  Tru- 
^lian  had  directed  him  "to  plan  a 
strengthened  and  more  effective 
tj.ational  effort  to  use  the  great 
(lower  of  truth   in   working  for 
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Rating 

Current     Previous  Homes 

Rank         Rank                        Program  % 
EVENING,  ONCE-A-WEEK 

11              Lux    Radio    Theatre    (CBS)    16.7 

2  3              My    Friend    Irma    (CBS)    12.7 

3  9              You  Bet  Your  Life  (CBS)    12.7 

4  6             Jack    Benny    (CBS)    11.5 

5  26              Mr.    Chameleon    (CBS)    11.5 

6  29               Dr.   Christian   (CBS)    11.1 

7  5              Walter  Winchell   (ABC)    11.0 

8  10               Big  Story  (NBC)    10.9 
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Rating 
Homes 
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10.9 
10.7 


Current  Previous 

Rank  Rank 
EVENING,  ONCE-A-WEEK 

9  11  Day  in  the  Life  of  Dennis  Day  (NBC). 

10  27  Judy  Canova  (NBC)   

Copyright  1950  by  A.  C.  NIELSEN  CO. 
NOTE:    Number  of   homes   is  obtained   by   applying   the  "NIELSEN- 
RATING"  (%)  to  40,700,000 — the  1950  estimate  of  Total  United  States 
Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  except 
for  homes  listening  only  1  to  5  minutes. 


peace."  Accordingly,  he  said,  the 
State  Dept.  has  submitted  to  the 
President  a  plan  for  a  stronger 
and  broader  information  program 
designed  to  carry  out  a  "great 
campaign  of  truth." 

The  plan  currently  is  being 
studied  by  the  President,  he  told 
the  subcommittee,  and  is  "dedi- 
cated to  the  achievement  of  the 
principles  and  purposes"  set  forth 
in  the  Benton  resolution. 

He  declared  "it  is  essential  to 
the  success  of  our  foreign  policy" 
that  America  has  "an  effective  in- 
formation program  based  'on  the 
truth.'  " 

Gen.  Marshall  felt  it  "very  im- 
portant" that -the  U.  S.  meet  the 
Soviet  objective  for  "conquest  of 
minds"  by  instituting  a  program 
similar  to  that  proposed  by  Sen. 
Benton. 

"This  program  seems  most  ap- 
propriate," he  told  the  Senate 
Foreign  Relations  subcommittee. 
"It    is    urgently    necessary  that 


something  more  dynamic  be  done 
than  heretofore." 

In  reply  to  questioning  by  Sen. 
Benton,  he  said  that  the  State 
Dept.  would  better  serve  in  an  ad- 
visory capacity  and  that  it  would 
be  a  "good  thing"  if  the  overall 
information  program  were  taken 
out  of  the  department,  but  subject 
to  its  policy  jurisdiction. 

Agrees  With  Benton 

Gen.  Eisenhower  asserted  he  is 
"in  complete  and  absolute  accord — 
emphatically  so" — with  the  Benton 
resolution  and  urged  that  America 
use  the  "truth"  or  "T-bomb"  to 
bolster  morale  of  our  allies 
throughout  the  world.  He  thought 
an  overall  information  headquar- 
ters group,  comprising  the  OWI 
and  OSS  of  World  War  II,  might 
be  "advisable." 

Mr.  Dulles,  Republican  advisor 
to  the  Secretary  of  State,  told  the 
group  that  full-scale  war  "may 
depend  on  the  relative  effective- 
ness of  Communist  and  American 


propaganda  and  information."  He 
felt  the  Benton  resolution  has 
"useful  long-range  provisions," 
and  added:  "We  must  explore 
other  methods  of  radio  to  reach 
behind  the  Iron  Curtain  to  coun- 
teract Russian  jamming." 


NARND  Awards 

TWO  awards  for  outstanding 
presentation  of  radio  and  television 
news  will  be  made  by  the  National 
Assn.  of  Radio  News  Directors  at 
its  November  convention.  Regula- 
tions for  the  competition  are  being 
drawn  up  by  a  committee  headed 
by  Ted  Koop,  director  of  CBS 
Washington  news  and  public 
affairs.  One  award  will  be  for  out- 
standing presentation  of  radio  news 
throughout  the  period  from  Sept. 
1,  1949,  to  Sept.  1,  1950.  The  other 
will  be  for  outstanding  presentation 
of  TV  news  throughout  the  same 
period. 


far  than  10  years  ago! 


.Almost  3^1 2  times  more  retail  sales  dollars  — 
1,246,420,000  last  year!  (And  lots  more  people,  too!/ 


try  WBT  for  size! 
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Summer  Sales  Steady 

(Continued  from  page  15) 

feature  tabulation,  CBS  this  July 
will  broadcast  weekly  a  total  of  53 
hours,  15  minutes  of  sponsored 
programs,  up  five  and  a  quarter 
hours  from  the  48-hour  total  for 
July  1949.  Mutual  for  this  July 
I'eports  28  hours  and  55  minutes 
of  commercial  network  time  week- 
ly, up  four  hours  and  five  minutes 
from  the  24  hours,  50  minutes,  re- 
ported for  July  1949. 

ABC  and  NBC  are  down  slightly 
in  commercial  hours  this  summer 
as  compared  with  last.  ABC  re- 
ports a  weekly  total  of  33  hours, 
55  minutes  of  sponsored  time  this 
July,  five  hours  and  a  quarter 
below  the  ABC  July  1949  figure  of 
39  hours,  ten  minutes.  NBC  com- 
mercial time  totals  are  53  hours, 
15  minutes  for  July  1950,  three 
and  three-quarters  hours  below 
the  July  1949  total  of  57  hours. 

CBS  is  the  only  network  to  show 
a  gain  in  evening  sponsored  time 
this  July  over  last:  15  hours,  45 
minutes,  compared  to  13  hours,  15 
minutes.  The  two  and  a  half-hour 
increase  all  but  matches  the  in- 
creased time  purchases  of  William 
Wrigley  Jr.  Co.,  which  this  sum- 
mer is  sponsoring  six  evening 
half-hours  on  CBS,  contrasted  to  a 
single  weekly  half-hour  last  year 
at  this  time.  Colgate-Palmolive- 
Peet  Co.  could  single-handedly  ac- 
count for  all  but  15  minutes  of  the 
CBS  daytime  increase  of  two  and 
three-quarters  hours  by  its  spon- 


sorship of  the  afternoon  half-hour 
Strike  It  Rich,  five  days  a  week. 

On  NBC  this  summer,  General 
Mills  corresponds  to  Wrigley  on 
CBS  by  sponsoring  a  summer  se- 
ries of  half-hour  evening  pro- 
gi-ams  daily  except  Sunday,  and  in 
the  daytime  field,  Campbell  Soup 
has  added  two  and  a  half  hours 
to  its  NBC  time  purchases  by 
doubling  its  Double  Or  Nothing 
broadcasts  from  one  to  two  a  day. 

NBC's  major  evening  losses  as 
compared  with  July  1949  were 
three  half-hour  programs  spon- 
sored by  Colgate-Palmolive-Peet 
Co.,  two  half-hour  shows  spon- 
sored by  Philip  Morris  and  five 
quarter-hours  sponsored  by  Lig- 
gett &  Myers.  This  last  item  was 
ofi'set  by  Miles  Labs  promptly 
packing  up  the  L&M  time.  In  the 
daytime  on  NBC,  General  Mills 
has  dropped  two  daytime  series 
and  Procter  &  Gamble  one  such 
program  in  comparison  with  last 
July. 

Mutual's  Additions 

Mutual's  chief  daytime  additions 
this  month  as  compared  with  July 
1949  are  the  Miles  Labs  sponsor- 
ship of  Ladies  Fair  in  addition  to 
its  continuing  Queen  for  a  Day, 
and  the  Lanny  Ross  quarter-hour 
across  the  board  for  Gulf  Oil. 
This  network's  nighttime  changes 
reflect  normal  advertising  sched- 
ule adjustments,  with  the  five-a- 
week  15-minute  newscasts  spon- 
sored by  the  American  Federation 
of  Labor  the  outstanding  new  busi- 


ness item  of  the  year. 

ABC's  schedule  also  reflects  the 
flow  and  ebb  of  advertising  activ- 
ity, including  a  couple  of  shifts 
to  other  networks  such  as  the 
American  Assn.  of  Railroads  to 
NBC  and  American  Oil  Co.  to 
CBS.  ABC's  daytime  schedule 
shows  the  total  amount  of  spon- 
sored time  this  July  about  on  a 
par  with  the  figure  of  a  year  ago. 

The  overall  picture  shows  com- 
mercial network  hours  this  July 
holding  their  own  and  even  forg- 
ing slightly  ahead  of  the  total  for 
July  of  last  year,  but  this  does  not 
necessarily  reflect  equality  of  ad- 
vertising expenditures  for  network 
time.  Revenue  is  based  on  the 
number  of  stations  purchased  by 
advertisers  for  their  network  pro- 
grams and  those  stations'  rates  as 
well  as  the  amount  of  time,  and  in 
this  analysis  only  the  time  figures 
were  considered.  There  is  no  in- 
dication, however,  that  when  the 
dollar  calculations  have  been  com- 
pleted, the  network  total  for  this 
July  will  vary  radically  from  that 
for  July  1949. 


Haiti  Plan  Eyed 

(Continued  from-  page  19) 

to  sale  of  bonds. 

A  pamphlet  circulated  in  Hous- 
ton (see  attached  facsimile  of 
pledge  blank)  carries  a  cover  illus- 
tration showing  a  complex  antenna 
array  titled  "largest  radio  station 
in  the  world,  broadcasting  the 
gospel  to  every  land  24  hours  a 
day." 

Other  illustrations  show  an  an- 
tenna tower  and  view  of  a  trans- 
mitter room.  Two  pages  of  the 
pamphlet  are  devoted  to  illustra- 
tions and  descriptions  of  receivers. 
One  is  called  "The  Community  Mis- 
sionary," designed  as  a  listening 
post  set  for  group  worship.  An- 
other receiver,  of  the  crystal  type, 
is  called  "The  Midget  Missionary" 
and  comprises  a  head  set  and  small 
box  requiring  no  battery.  This 
receiver  "carries  the  'Word'  far 
into  jungles  and  uncivilized  areas," 
it  is  explained. 

Going  into  the  details  of  the  pro- 
ject, the  pamphlet  continues: 

For  nearly  two  years  the  executives 
of  World  Radio  Corp.  worked  in  the 
Caribbean  area  negotiating  to  obtain 
a  license  to  erect  our  proposed  radio 
stations.  In  November  1949,  the  Gov- 
ernment of  the  Republic  of  Haiti  ap- 
proved our  commitments  and  issued 
us  a  very  wonderful  license  for  a 
period  of  25  years,  and  an  option  in 
our  favor  for  25  additional  years. 
This  permits  us  to  construct  and  oper- 
ate a  group  of  the  world's  largest 
radio  stations. 

The  Republic  of  Haiti  presents  one 
of  the  greatest  challenges  to  world 
missions  in  church  history  from  the 
days  of  Paul  the  Apostle  to  this  very 
present  time. 

The  President,  his  Excellency, 
Dumarsais  Estime,  President  of  the 
Republic  of  Haiti,  has  most  gracious- 
ly accepted  the  commitment  of  World 
Radio  Corp.  as  presented  by  its  pres- 
ident, Mr.  S.  E.  Ramseyer,  for  the 
establishment  of  four  radio  stations 
within  the  republic. 

A  500,000  w  longwave  station  to  be 
constructed  at  Port-du-Paix  will 
beam  programs  to  cover  all  of  the 


United  States  and  Canada  east  of  ti 
Rocky  Mountains. 

A  100,000  (wj  shortwave  station 
be  constructed  approximately  s 
miles  from  Port-au-Prince  to  bea 
commercial,  educational,  cultural  ar 
religious  programs  around  the  wor 
24  hours  of  the  day  and  two  10,00 
w  long  and  shortwave  stations 
broadcast  the  same  programs  for  tV 
Republic  of  Haiti  and  the  Caribbet 
area. 

The   President  of  Haiti  has  ver 
graciously  granted  the  use  of  ide 
lands  within  the  Exposition  Grounc 
at  Port-au-Prince  on  the  water  from 
a  1,000-foot  fronting  on  two  boul' 
yards    where    a    futuristic  designe- 
building    will    be    constructed  \v'n\ 
office    facilities,    studios,  equipmei 
and  an  auditorium  that  will  seat  8' J 
people  with  a  platform  50x50-foot  x< 
broadcast  on  varied  programs,  inclui 
ing  educational,  cultural,  musical  a; 
religious.  .  .  . 

Our  ambition  is  to  bring  the  Rt 
demption  story  to  every  lost  mai. 
woman,  boy  and  girl,  regardless  ci 
race,  color,  or  creed,  pointing  their 
to  the  Savior  of  the  world,  for  Jesu; 
said,  "When  the  Gospel  of  the  King- 
dom is  preached  unto  all  the  world  a- 
a  witness,  then  shall  the  end  come.' 

In  this  respect  these  great  radi 
stations  to  be  operated  by  World  Ri- 
dio  Corp.  will  do  their  part  in  th^ 
fulfillment  of  the  prophecy,  spread- 
ing the  Gospel  of  peace  and  goodwill 
among  men  and  nations  of  the  worlc. 

A  real  investment  now  in  thi; 
World  Radio  Missionary  program  wii! 
multiply  in  effectiveness  many  times: 
especially  since  one  gospel  missionarv 
team  can  cover  a  potential  radio  au- 
dience of  over  150  million  people 
daily  on  these  two  super,  long  anJ 
shortwave  radio   stations.  .  .  . 

You  may  have  money  in  the  bank 
or  loan  companies,  or  other  assets,' 
drawing  2%  or  3%  interest.  We  will 
pay  you  5%  and  give  you  a  first 
mortgage  bond.  This  way  your  money 
will  do  double  duty  for  you  as  God's 
steward;  first,  we  will  be  paying  you 
more  interest;  second,  your  money 
will  be  working  for  the  interest  of  the 
Kingdom  of  Christ.  We  must  have 
cash  immediately  to  complete  these 
stations  that  God  has  sc  marvelously 
opened  up  for  us  to  have. 

The  pamphlet  describes  Chief 
Engineer  Gould  as  having  25  years 
supervisory  experience  in  building 
and  operating  over  142  radio  trans- 
mitters. It  is  explained  he  will 
have  "as  his  consultants  and  ad- 
visers at  all  times,  the  engineering 
resources  of  the  General  Electric 
Co.,  Andrew  Corp.  and  Collins 
Radio  Co." 
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The  new  Thesatirus  brings  you  bigger 
and  better  programming  packages  with 
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ONE  MINUTE 


AVAILABILITIES 


"THE 
RANSOM 
SHERMAN 
SHOW" 

That  unpredictable  Ran- 
som Sherman  .  .  .  Com- 
edy—  Songs  —  Plus  the 
Art  Van  Damme  quin- 
tette for  your  daily  en- 
joyment. 


7:00-7:30  Monday  through  Friday 


RATE:  $75.00 


"NBC 

CINEMA 
PLAYHOUSE' 


A  brand  new  series  of  feature  films  .  .  .  top- 
flight shows  with  top  stars,  including  "Captain 
Caution,"  "The  Frenchman,"  "Nicholas  Nickelby." 
It's  the  CINEMA  PLAYHOUSE. 


'WARNER'S 
CORNER" 

For  late  evening  enjoy- 
ment with  "Washing- 
ton's first  lady  of  TV," 
songstress  Jeanne  War- 
ner, and  guests. 


Mon.-Wed.-Thurs.-Fri. — 10:30  to  11  PM 

RATE:  $56.00 


TOOTLIGHT  THEATRE " 

An  hour's  stay  with  Mys- 
tery, comedy,  romance 
and  adventure  feature 
films.  "Footlight 
Theatre"  entitles  each 
advertiser  to  "3  for  1" 
— one  full  60-second 
commercial,  plus  open 
and  close  oral  and  vis- 
ual identification. 

Mon.  thru  Sat.  6  to  7  PM 


RATE:  $75.00 


CHANNEL  4 

NBC  IN  WASHINGTON 


Each  Tuesday  8:00-9:00  PM 

RATE:  $75.00 
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THE  '61  MARKET 


Dr.  Baker  Analyzes  Television  s  Future 


Dr.  Baker 


By  Dr.  W.  R.  G.  BAKER 

V.  p.-  AND  GEN.  MGR., 
ELECTRONICS  DEPT. 
GENERAL    ELECTRIC  CO. 

FORECASTING  the  future  of  tele- 
vision has  become  such  a  popular 
sport  recently  that  an  entire  new 
group  of  experts 
has    arisen.  As 
usual    with  any 
group  of  experts, 
their  opinions 
would  range 
from    "the  sky's 
the  limit,''  to 
"run  for  your 
lives,  the  bubble 
has  busted." 

Granting  that 
there  are  a  num- 
ber of  variables 
and  a  few  "ifs"  in  the  picture,  I 
believe  it  is  possible  to  throw  away 
the  blue-sky  guesses,  and  base  a 
projected  market  analysis  on  a  few 
hard  facts  and  somewhat  constant 
trends.  Using  as  factors,  cost  of 
equipment,  station  operating  costs, 
advertising  revenue  and  population, 
and  assuming  the  freeze  is  lifted 
before  the  end  of  the  year,  the  fu- 
ture looks  like  this: 

More  than  400  new  TV  stations 
will  go  on  the  air  before  the  end 
of  1955,  at  a  cost,  for  television 
transmitting  equipment,  of  $75.5 
million. 

An  additional  14.3  new  stations 
will  be  added  between  1955  and 
1960. 

Of  the  666  stations  in  operation 
by  1961,  314  will  be  UHF. 

By  the  end  of  1960,  75%  of 
the  families  in  the  United  States 
will  be  within  range  of  at  least  one 
TV  station. 

Television  broadcasting  and  pro- 
gramming will  be  a  billion  dollar 
a  year  business  before  the  end  of 
1955.  This  does  not  include  the 
$7.5  billion  that  will  be  spent,  at 
the  retail  level,  for  new  television 
receivers  during  the  five-year 
period. 

Eighty-three  percent  of  the  buy- 
ing power  of  the  nation  will  have 
TV  coverage  by  1956. 

In   tabular  form,   the  analysis 
follows : 
Total  Stations 

On  the  air  1950    109 

To  be  added : 

1951  -  1952    177 

1953  -  19.55  2.37 
1956  -  1960    143 
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Total  on  the  Air 
at  End  of  1960 


Market  Areas: 
Covered  in  1950 
Added  1951  -  1955 
Added  1956  -  1960 


666 


64 
177 

56 

297 


Covered  by  end  of  1960 

Perhaps  the  first  question  that 
the  above  figures  raise  is:  "What 
effect  would  color  have?"  I  be- 
lieve it  would  have  no  effect  on 
the  number  of  new  stations  to  go 
on  the  air,  nor  any  great  effect  in 
the  cost  of  placing  the  new  stations 
in  operation. 

The  largest  amount  of  guess- 
work in  the  entire  analysis  is 
introduced  when  we  deal  with  the 
question  of  whether  the  trans- 
mitters will  be  VHF  or  UHF.  The 
forecast  that  314  of  the  666  sta- 
tions in  operation  by  the  end  of 
1960  will  be  UHF  is  based  first  of 
all  on  the  FCC  proposals  of  July 
11,  1949,  regarding  UHF,  VHF, 
rules,  standards  and  allocations. 

Determining  Factors 

But  even  these  proposals  must 
be  weighed  in  the  light  of  other 
factors,  including  population,  AM- 
FM  broadcast  experience  and  the 
amount  of  advertising  revenue.  It 
appears  logical  that  Chicago,  for 
example,  can  support  more  than 


the  seven  VHF  stations  proposed 
by  the  FCC.  The  additional  sta- 
tions, would,  of  necessity,  be  UHF. 
In  other  locations,  where  television 
stations  were  added,  the  tentative 
VHF  channels  were  assigned  first. 

In  arriving  at  the  projected  TV 
coverage  in  1955  and  1960,  it  was 
necessary  to  make  one  basic  as- 
sumption: That  the  present  FCC 
"freeze"  will  be  lifted  not  later 
than  the  end  of  1950. 

Basis  for  Analysis 

Having  made  that  basic  assump- 
tion, the  analysis  can  then  be  based 
on  known  factors,  known  related 
factors  and  certain  very  important 
judgment  factors. 

As  an  example,  known  factors 
include  the  following: 

1.  The  number  of  TV  stations 
on  the  air,  and  those  which 
have  construction  permits  to 
go  on  the  air  during  the  re- 
mainder of  1950. 

2.  The  number  of  open  applica- 
tions for  construction  permits 
in  all  areas  of  the  country. 

3.  The  present  network  facilities 
and  the  proposed  extensions 
as  reported  by  the  Bell  Sys- 
tem. 

Known  related  factors  would  in- 
clude market  data  for  all  princi- 
pal areas  in  the  country,  including 


population,  amount  of  retail  sales, 
etc. 

Judgment  factors  would  include 
geography;  for  example,  is  the 
area  now  covered,  or  will  it  be 
covered  by  television  from  another 
high-ranking  market? 

In  making  the  analysis,  certair 
broad  "rules  of  thumb"  were 
evolved.  It  appeared  logical  that 
in  large  metropolitan  areas  there 
would  be  a  m.inimum  of  four  net- 
work outlets. 

Service  Requirements 

In  medium  metropolitan  areas  it  i 
appeared  probable  that  there  would  i  '■ 
be  a  minimum  of  two  or  three  net- 
work outlets.  In  small  urban  areas, 
not  covered  by  television  from  an- 
other market,  it  seemed  likely  that 
an  area  with  a  40-mile  radius,  en- 
compassing 25,000  families,  and  ;in 
annual  broadcast  revenue  between 
$150,000  and  $250,000  would  sup- 
port at  least  one  television  sta- 
tion. 

In  order  to  estimate  the  in- 
dustry market  potential  for  trans- 
mitting equipment,  it  was  neces- 
sary to  break  down  the  projected 
growth  into  small,  medium  and 
large  stations.  The  classification 
is  based  on  the  amount  of  facilities 
employed  by  the  station.    For  ex- 

(Continued  on  Telecasting  p.  13) 


Estimated 

Growth  of  TV  Transmitting 

Facilities  Over  10-Year 

Total 

to  be 

added 

State 

Small 

Medium 

Large 

VHF 

UHF 

State 

Alabama 

8 

4 

2 

6 

8 

Nevada 

Arizona 

1 

3 

2 

6 

0 

New  Hampshire 

Arkansas 

2 

5 

1 

4 

4 

New  Jersey 

California 

12 

13 

5 

n 

19 

New  Mexico 

Colorado 

2 

5 

3 

7 

3 

New  York 

Connecticut 

2 

3 

1 

0 

6 

North  Carolina 

Delaware 

0 

1 

0 

0 

1 

North  Dakota 

Dist.  of  Colu 

mbia  1 

0 

0 

0 

1 

Ohio 

Florida 

5 

12 

2 

11 

8 

Oklahoma 

Georgia 

8 

8 

0 

6 

10 

Oregon 

Idaho 

2 

3 

1 

5 

1 

Pennsylvania 

Illinois 

7 

9 

4 

6 

14 

Rhode  Island 

Indiana 

4 

7 

2 

2 

1 1 

South  Carolina 

Iowa 

3 

8 

6 

9 

8 

South  Dakota 

Kansas 

1 

5 

2 

5 

3 

Tennessee 

Kentucky 

0 

4 

0 

1 

3 

Texas 

Louisiana 

3 

8 

4 

9 

6 

Utah 

Maine 

2 

5 

0 

5 

2 

Virginia 

Maryland 

4 

0 

0 

0 

4 

Vermont 

Massachusetts  8 

7 

2 

2 

15 

Washington 

Michigan 

6 

7 

1 

13 

1 

West  Virginia 

Minnesota 

4 

3 

2 

7 

2 

Wisconsin 

Mississippi 

2 

6 

2 

3 

7 

Wyoming 

Missouri 

7 

8 

4 

9 

10 

Montana 

2 

3 

3 

8 

0 

Nebraska 

2 

3 

1 

3 

3 

Total 
to  be  added 

Smoll  Medium    Large    VHF  UHF 


0 

2 

1 

3 

0 

2 

1 

0 

1 

2  > 

1 

3 

0 

0 

4 

1 

4 

0 

4 

1 

17 

6 

6 

5 

24  , 

8 

5 

2 

5 

10 

4 

1 

1 

3 

3  ; 

7 

13 

2 

1 

21 

2 

5 

2 

4 

5 

2 

4 

3 

6 

3 

10 

16 

2 

2 

26 

1 

1 

1 

0 

3 

3 

5 

0 

4 

4 

1 

2 

1 

4 

0 

2 

11 

3 

14 
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253 
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Grand  total — 557 
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mvisiON  inPACT 


Heaviest  on  Low-Income  Families — Meek 


I'ELEVISION  means  more  to  low- 
icome  families  than  those  with 
igh  incomes  and  "everything  pos- 
I  |ible  should  be  done  to  bring  these 
lenefits  within  reach  of  the  wage 
larner's  family,"  according  to  a 
I  Hot  study  of  TV's  impact  on  the 
( ome  conducted  for  John  Meek 
industries,  Plymouth,  Ind. 

With  high-income  families  hav- 
ig  more  sources  of  entertainment, 
Information    and    education,  and 
')w-income  families  more  dependent 
n  TV's  benefits,  according  to  John 
a  Ji!.   Meek,  head   of  the  company, 
Ithere  seems  to  be  justification  for 
ijlihe  conclusion  that  decisions  of  the 
t:  ijovernment,  the  television  industry, 
iroadcasters  and  sponsors  must  be 
18  ceased  on  this  fact." 

Mr.  Meek  declared  this  pilot 
Jtudy  "is  but  a  start  toward  a 
lear  understanding  of  the  subject. 
Television  is  certain  to  be  an  in- 
reasingly  important  influence  on 
■ur  way  of  life,  and  should  be 
tudied  carefully  as  it  develops." 

The    study   was    conducted  by 
Davees,  Koehnlein  &  Keating,  Chi- 
ago  market  survey  organization, 
jlhe   low-income    group  included 
1  jirV  families  with  incomes  of  $40  a 
pjveek  or  less,  or  with  more  than 
ime  wage-earner  in  the  low-income 
i?roup.  The  high-income  group  in- 
|;luded  TV  families  with  $100  or 
ilnore  per  week.  A  minimum  of  50 
families  were  interviewed  in  each 
•lj?roup,  interviewers  working  in  two 
jlsections  of  Chicago. 

'I  Cultural  Tendency 

'I  High-income  families  tend  to  se- 
lect a  higher  percentage  of  edu- 
,i:ational  and  cultural  programs 
;!;han  low-income  families,  the 
jiigures  being  9.9% and  6.9%  re- 
ijpectively;  entertainment  80.8% 
'for  high-income  viewe:"s.  86%  for 
1  ow;  7.5%  and  4.2%  in  the  case  of 
pews;  1.8%  and  2.9%  m  the  case 
|;>f  sports. 

These  findings  are  based  on  Sun- 
day-Monday viewing,  with  a  some- 
what higher  percentage  of  high- 
tincome  families  having  their  sets 
Jin  use,  though  this  does  not  affect 
:ihe  findings. 

Asked  what  type  of  television 
programs  they  would  like  to  see 
^iven  more  time  on  the  air,  the 
results  were :  More  educational 
jEnd  cultural,  high  53.6%  and  low 
24.1%;  more  entertainment,  high 
S2.9%  and  low  66.6%;  no  answer, 
high  14.3%  and  low  9.3%  (some 
respondents  named  both  types  so 
totals  are  not  100%). 

Entertainment  and  sports  pro- 
^Igrams  dominated  the  television 
preferences  of  all  persons  in  the 
family,  with  a  preference  for  edu- 
cational and  cultural  programs 
apparent  in  the  high-income  lists. 

The  survey  considered  the  effect 
■fof.  TV  on  family  life  in  considerable 
idetail.  Low-income  families  gave 
much  more  consideration  than  high- 
jincome  families  to  the  possibility 
that  television  would  keep  the 
children   at  home  more.   At  the 


same  time,  low-income  families  also 
gave  more  consideration  to  the 
possibility  that  TV  would  keep 
adults  home  and  keep  the  family 
together  more. 

These  low-income  families  also 
gave  a  great  deal  more  weight  to 
the  fact  that  TV  supplies  less 
expensive  entertainment  than  the 
movies,  and  to  the  possibility  that 
TV  would  supply  more  wholesome 
leisure  time  activity. 

Effect  on  Movies 

In  suveying  the  Chicago  TV 
families,  the  Meek  company  found 
some  slight  indication  that  TV  has 
reduced  movie  attendance  among 
higher-income  families  more  than 
in  the  case  of  low-income  families. 

Studying  attendance  at  sports 
events,  the  survey  shows  these 
results  for  attendance  of  TV  fami- 
lies at  ball  games,  wrestling  and 
other  sports : 


amount  of  time  they  read  at  home. 
Low-income  families  are  doing 
about  the  same  amount  of  reading 
at  home  in  55.5%  of  cases  com- 
pared to  37.5%  for  high-income 
families.  Low-income  families  are 
entertaining  more  adult  guests  in 
25.9%'  of  cases  compared  to  7.1% 
for  the  high  income  group.  In  the 
case  of  child  guests,  21.4%  of  low 
and  28.3%  of  high-income  families 
are  doing  more  entertaining. 

A  fourth  of  low-income  families 
are  going  less  to  taverns  and  cock- 
tail lounges  compared  to  12.5%  of 
high-income  families. 

In  the  case  of  radio  listening, 
the  figures  follow: 


About  the  same 
Less 


Low 
Income 
22.2% 
77.8 


High 
Income 
14.3% 
85.7 


Low 
Income 
1.9% 
74.1 
24.0 


High 
Income 
1.7% 
697 
23.2 
5.4 


Tolol  families 
More 

About  the  same 
Less 

No  answer 

This  would  indicate  that  roughly 
one-fourth  of  families  reduce  their 
attendance  at  sports  events  after 
buying  a  set. 

On  the  other  hand,  40.7%  of 
low-income  and  62.5%  of  high-in- 
come  families   have   reduced  the 


Radio  Listening 

This  would  indicate  that  three- 
fourths  of  low-income  TV  families 
are  doing  less  radio  listening  com- 
pared to  six-sevenths  of  high-in- 
come families.  No  effort  was  made 
to  indicate  the  extent  of  this  re- 
duction in  radio  listening. 

Low-income  families  have  re- 
duced their  playing  of  phonograph 
records  in  64.5%  of  cases  compared 
to  37.5%  for  high-income  families. 
A  fourth  of  low-income  families 
have  reduced  their  participation  in 


EXCHANGING  ideas  following  recent  presentation  in  Los  Angeles  of  the 
NBC-Hofstra  College  study  on  television  sales  effectiveness  are  (I  to  r): 
Ruddick  Lawrence,  NBC  New  York;  Ed  Feldman,  radio  director,  and  Jack 
Runyon,  manager,  Biow  Co.,  Hollywood;  Edward  Madden,  assistant  to  Joseph 
H.  McConnell,  NBC  president;  Sidney  N.  Strotz,  vice  president  in  charge  of 
NBC  Western  Division. 
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ATTENDING  a  recent  Philadelphia  showing  of  the  Hofstra  TV  stiidy  are 
(I  to  r):  Charles  Eyies,  Foley  Agency;  William  M.  Noonan,  vice  president. 
Whitman's;  George  H.  Frey,  NBC;  Louis  L.  Mcllhenney,  president.  Whit- 
man's; T.  C.  Gleysteen,  Ward  Wheelock  Co. 
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bowling  and  other  sports  compared 
to  an  eighth  of  high-income 
families. 

Only  3.7 %  of  low-income  families 
feel  TV  has  brought  objectionable 
changes  into  the  homes  compared 
to  25%.  of  high-income  families.  In 
both  groups,  only  families  with 
children  reported  objectionable 
effects. 

Half  of  those  who  noted  objection- 
able results  cited  "mealtime  diffi- 
culties"; almost  as  many  named 
homework  problems. 

Looking  at  TV  from  the  other 
side,  57.4%  of  low-income  families 
reported  the  visual  medium  had 
brought  beneficial  changes  in 
family  life  compared  to  50%  of 
high-income  families.  Both  groups 
observed  most  often  that  TV  enter- 
tains and  educates  the  children  and 
keeps  them  occupied.  Secondly, 
they  said  TV  keeps  the  family  to- 
gether more  and  the  parents  don't 
have  to  worry  so  much  about  chil- 
dren. 

In  general,  it  was  found  that 
families  with  children  have  had 
TV  sets  longer  than  childless 
families. 

The  neighborhood  store  was 
found  much  more  important  as  a 
source  of  TV  sets  than  downtown 
stores.  "Wholesale"  buying  was 
twice  as  prevalent  among  high- 
income  families.  Furnitures  stores 
are  much  more  important  as  a 
source  of  sets  for  low-income  than 
high-income  families. 

Preferences  for  More  Time 

In  their  choice  of  programs  to 
be  given  more  air  time,  low-income 
families  mentioned  plays  and  good 
music  most  frequently  in  the  edu- 
cational field;  variety,  movies  and 
home-life  dramas  in  entertainment. 
High-income  families  wanted  plays, 
child  educational,  religious  and 
good  music  programs  most  fre- 
quently in  the  educational  field; 
movies  and  variety  in  the  enter- 
tainment bracket. 

First  three  programs  preferred 
by  low-income  women  were  Arthur 
Godfrey,  Milton  Berle  and  movies; 
high-income  women,  Arthur  God- 
frey, Toast  of  the  Town,  and 
Milton  Berle,  Saturday  Night  Re- 
view, Fred  Waring  and  Studio 
One  all  tied  for  third. 

Preferred  by  low-income  men 
were  wrestling,  Milton  Berle  and 
Arthur  Godfrey.  Preferred  by  high- 
income  men  were  wi-estling.  Toast 
of  the  Town,  and  sports  and  Fred 
Waring  tied  for  third. 

Low-income  teen-agers  preferred 
wrestling,  Milton  Berle  and  Satur- 
day Night  Review;  high-income 
teen-agers  preferred  Arthur  God- 
frey, with  a  dozen  others  following. 

Low-income  children  preferred 
Hoivdy  Doody,  Hopalong  Cassidy 
and  Trail  Blazers;  high-income 
children  preferred  Hoivdy  Doody, 
Hopalong  Cassidy,  and  Judij 
Splinters,  Paddy  the  Pelican  and 
Small  Fry  tied  for  third. 
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On  ike  doited  line 


SETTING  Benrus  Watch  Co.'s  sponsorship  of  part  of  NBC's  Saturday  Night 
Revue  are  (i  to  r):  Seated,  Ed  Hitz,  NBC-TV  sales;  Oscar  M.  Lazarus,  Benrus 
pres.;  Jack  Tarcher,  pres.,  J.  D.  Tarcher  Agency;  standing,  Howard  P.  Lane, 
Benrus  adv.  mgr.;  Len  Tarcher,  Tarcher  agency;  F.  E.  Chizzini,  NBC-TV  sales. 


TOASTING  contract  by  which  Bruce 
Hunt  Inc.,  Washington  menswear 
store,  takes  show  featuring  Al  Hough- 
ton (r),  golf  professional,  in  a  weekly 
10-minute  golf  lesson  on  the  capital's 
WNBW,  are  Announcer  Baxter  Ward 
(i),  and  Henry  L.  Kronstadt,  president, 
Kronstadt  Agency  which  handles  the 
Bruce  Hunt  account. 


IT'S  smiles  all  around  as  W.  G. 
Bondurant  (I),  president  of  Morgan 
Trucking  Co.,  Greensboro,  N.  C,  inks 
contract  to  sponsor  United  Artists 
feature  Top  Views  in  Sports  on 
WFMY-TV  Greensboro.  Standing  by 
are  Norman  Gittleson  (center), 
WFMY  acct.  executive,  and  Robert 
Lambe,  WFMY  coml.  mgr. 


DISCUSSING  Van  Camp  Foods'  sponsorship  of  Van  Camp  s  Little  Show  on 
NBC-TV  are  (I  to  r):  L.  J.  Noonan,  v.  p..  Van  Camp;  John  Conte,  star  of 
show;  Garry  Simpson,  show  dir.;  J.  Sherwood  Smith,  board  chairman,  Cclkins 
&  Holden,  Carlock,  McClinton  &  Smith  agency;  Hay  McClinton,  CHCM&S 
pres.;  Ray  N.  Peterson,  adv.  dir..  Van  Camp. 


ARRANGEMENT  by  which  Earl  Hayes  (2d  r),  Dallas  Chevrolet  dealer,  takes 
52  weeks,  six  times  weekly  Early  Birds  feature  on  WFAA-TV  Dallas,  is  set  by 
(I  to  r)  Martin  B.  Campbell,  gen.  mgr.,  WFAA-AM-TV;  Ken  Baker,  Bozell 
&  Jocobs  Adv.  Agency;  Mr.  Hayes,  and  Alex  Keese,  WFAA  regional  manager. 


LINE  SCAN  RATE"r;:^r 

U.  S.  SUPPORT  for  a  new  standardization  of  television  line  and  frar: 
rates  "on  a  world-wide  basis"  was  pledged  in  an  international  televisi'. 
conference  in  London,  an  official  report  on  the  meeting  showed  last  weel 

The  proposal  —  to  adopt  a  common  "line  scan  frequency"    woul 

acliieve  compatibility  between  the     *  ■  

525-line,  30-frame  system  of  the 
U.  S.  and  the  625-line,  25-frame 
standard  advocated  by  most  Euro- 
pean countries.  If  adopted  by  the 
U.  S.,  authorities  said,  it  would 
mean  "very  minor  adjustments"  of 
existing  equipment. 

The  conference  also  concluded 
that  future  color  television  stand- 
ards should,  if  possible,  be  com- 
patible with  black  and  white.  Since 
this  question  is  in  dispute  in  FCC's 
current  color  hearings,  U.  S.  dele- 
gates expressed  no  opinion. 

In  the  meeting — a  session  of  the 
television  study  group  of  the 
International  Radio  Consultative 
Committee  (CCIR)  —  it  was  also 
disclosed  that  seven  European  na- 
tions had  agreed  amoug  them- 
selves to  adopt  a  7-mc  bandwidth 
with  625  lines  and  25  frames  for 
television  in  their  respective  coun- 
tries. 

The  report  of  the  meeting  was 
prepared  by  William  H.  J.  Mcln- 
tyre,  telecommunications  attache 
at  the  U.  S.  Embassy  in  London 
and  chairman  of  the  U.  S.  delega- 
tion at  the  conference.  The  meet- 
ing was  held  May  8-12  following 
visits  by  the  group  to  the  U.  S., 
France  and  the  Netherlands  for 
demonstrations  of  television  in 
those  countries  as  well  as  in  Great 
Britain  [Telecasting,  April  3]. 


To  Make  Recommendations 

The  group  is  assigned  to  make 
technical  recommendations  to  the 
CCIR  for  world  standards  for  tele- 
vision. Next  CCIR  meeting  is  now 
scheduled  for  1951. 

The  proposed  new  standard  for 
line  and  frame  rates  was  advanced 
by  CCIR  Director  Balth.  van  der 
Pol,  of  the  Netherlands.  He  point- 
ed out  that  525  x  30  (representing 
the  standards  of  the  U.  S.  sys- 
tem) is  15,750,  and  that  625  x  25 
(representing  the  European  na- 
tions' pi-oposal)  is  15,625.  Accord- 
ingly he  proposed  that  15,700  be 
established  as  a  common  line  scan 
frequency,  with  a  tolerance  to  be 
fixed.  The  proposal  is  to  be  stud- 
ied further  by  a  subcommittee  of 
the  television  group. 

"The  U.  S.  at  once  stated  that  it 
would  support  this  standard  on  a 
world-wide  basis,"  Mr.  Mclntyre 
reported. 

He  regarded  the  proposal  as 
"one  of  particular  merit"  which 
"may  well  yet  result  in  achieving 
a  world  standardization  of  lines 
and  frames."  His  report  asserted: 

The  significance  of  the  line  fre- 
quency concept,  to  replace  the  two 
standards  of  number  of  lines  per  pic- 
ture and  number  of  frames  per  sec- 
ond, is  that  all  countries  adopting 
the  new  suggested  standard  would  be 
enabled  to  change,  at  will,  the  number 
of  lines  per  picture  and  the  number 
of  pictures  per  second.  Thus  future 
needs,    or    changes   in   public  taste. 


could  be  met  without  rendering  exisi 
ing  receivers  obsolete. 

Moreover,  in  areas  where  direct  pro 
gram  interchange  is  possible  and  i 
desired,  a  line  frequency  standar 
would  permit  receivers  to  operate  oi 
transmissions  from  all  countrie 
adopting  this  standard,  irrespectiv. 
of  whether  the  lines  and  frames  ii 
use  in  these  countries  may  be  differ' 
ent. 

This,  standard  would  permit  of  i 
single  world  system  of  television' 
For  interchange  of  programs  trans- 
mitted from  one  country  to  the  re- 
ceivers in  another,  other  commor 
standards,  such  as  negative  or  posi- 
tive modulation,  FM  or  AM  for  sound 
side  bands,  and  composition  channel 
location  carriers,  must  be  adopted 
(The  continental  European  countries 
are  desirous  of  reaching  agreement 
on  these  points.  A  sub-group  . 
under  the  chairmanship  of  Dr.  W. 
Gerber  of  Switzerland  will  study  these 
questions  at  the  CCIR  headquarters  in 
Geneva  in  the  near  future.) 

Standards  Vary 

The  nations  which  indicated 
agreement  on  the  use  of  625  lines 
and  25  frames,  with  a  7  mc  band- 
width, were  Belgium,  the  Nether- 
lands, Switzerland,  Austria,  Swe- 
den, Italy  and  Denmark.  Other 
views  on  channel  width:  U.  S.,  6 
mc;  France,  14  mc;  the  United 
Kingdom,  5  mc. 

Members  of  the  U.  S.  delegation 
to  the  conference: 

Mr.  Mclntyre;  K.  A.  Norton,  Bu- 
reau of  Standards,  vice  chairman; 
Miss  Florence  Trail,  State  Dept.'s 
Telecommunications  Policy  Staff; 
Donald  S.  Parris,  Commerce  Dept., 
and  the  following  industry  advisors: 
Donald  G.  Fink,  editor  of  "Electron- 
ics"; David  B.  Smith,  vice  president 
and  chief  engineer  of  Philco  Corp., 
and  James  P.  Veatch,  RCA  Frequency 
Bureau. 


WGN-TV  CENTER 

Opens  Project  at  Fair 

WGN-TV  Chicago  opened  its  Chi- 
cago Fair  TV  Center  July  1,  less 
than  10  days  after  the  idea  for  the 
center  was  first  discussed  by  the  . 
station's  staff.    When  the  musical 
variety  show  Come  To  The  Fair 
took  the  air  on  schedule  at  7  p.m. 
that  day,  the  station  claimed  a  rec-  ] 
ord  for  engineering,  programming  . 
and  construction  efficiency. 

Center  has  seats  for  300  obsei-v- 
ers,  who  are  permitted  to  watch 
rehearsals  as  well  as  actual  per- 
formances. All  of  the  station's 
daytime  programs,  except  baseball, 
will  originate  at  the  fair  for  three 
months.  Station  has  signed  an  ex- 
clusive five-year  contract  [Broad- 
casting, June  26]  to  operate  the 
center  adjacent  to  a  pavilion  where 
manufacturers  exhibit  TV  sets. 
About  20  sets  are  turned  on 
throughout  the  program  day. 
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LA 


tV  PROBUMS  NOT  NEW 


Confronted  FRC  in  '28 


By  RUFUS  CRATER 

jj'CC'S  PRESENT  television 
1-oubles  may  be  the  worst  it  has 
pnfronted  in  the  visual  field,  but 
ey're  not  the  first  by  at  least 
years. 

J  Records  of  the  old  Federal  Radio 
i'oniniission  show  that  as  long  ago 
!s  1928  one  of  the  agency's  funda- 
jiental  TV  problems — even  as  now 
i-was  allocations, 
i  The  terms  were  somewhat  dif- 
ferent then,  with  references  to 
[television  broadcasting"  and  "pic- 
cre  broadcasting,"  the  latter  being 
sed  to  denote  the  transmission  of 
till  pictures.  The  pioneers  also 
vere  more  hopeful  of  achieving 
elevision  with  a  minimum  of 
requencies;  they  spoke  of  10-kc 
hannels  —  of  which  the  present 
'.-mc  channel  could  accommodate 

;oo. 

The  nature  of  the  problem  of 
iTiose  days  is  reflected  in  an  Aug. 
6,  1928,  "Opinion  of  the  Gen- 
ral  Counsel,"  written  by  Louis 
J.  Caldwell,  FRC's  first  general 
ounsel  and  now  a  prominent 
■A'ashington  radio  attorney. 

It  deals  with  a  proposal  of 
»YRNY,  a  500  w  station  which  was 
TOTied  by  the  Experimenter  Pub- 
ishing  Co.  and  located  at  Coytes- 
dlle,  N.  J.,  to  use  a  portion  of  its 
:ime  on  920  kc  to  transmit  tele- 
vision. 

Mr.  Caldwell's  opinion  reported 
;hat,  according  to  his  information, 
ordinary  receivers  would  "give 
orth  only  various  kinds  of  squeaks 
and  noises  when  tuned  to  the 
channel."  For  the  few  specially 
constructed  sets  which  could 
'make  any  pretense  toward  receiv- 
ng  television,"  the  best  possible 
results  to  be  expected  would  be  "a 
eery  crude  and  shadowy  repro- 
duction of  the  spectacle  trans- 
mitted." 

Opposed  AM  Band  Use 

Mr.  Caldwell,  who  opposed  the 
10-kc  channel  concept,  recom- 
mended against  permitting  tele- 
vision to  operate  within  the  broad- 
cast (AM)  band.  He  based  his 
recommendation  on  the  belief  that 
such  operations  would  not  be  per- 
missible under  the  International 
Radiotelegraphic  Convention, 
which  was  due  soon  to  become 
effective.  He  approached  the 
question  thus: 

The  first  question  .  .  .  that  is  pre- 
sented and  must  be  answered  is 
whether  radio  transmission  of-  tele- 
vision is  "broadcasting".  ...  I  be- 
lieve that  the  Commisson  would  have 
full  power  to  adopt  a  definition  of 
broadcasting  station"  which  either 
would  or  would  not,  include  tele- 
vision. ' 

I  am  of  the  opinion  that  no  station 
should  be  permitted  to  transmit  tele- 
vision in  the  broadcasting  band;  that 
the  Commission  will  have  no  power 
to  permit  such  a  transmission  if  the 
International  Convention  becomes  ef- 
fective, and  as  a  matter  of  policy 
should  not  do  so  prior  to  that  date. 

Mr.  Caldwell  also  found  other 
things  to  be  considered,  though  he 
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thought  them  "academic,  in  my 
opinion,  because  of  the  definitions 
contained  in  the  Convention." 

One  of  these  was  the  definition 
which  showed  that  the  communi- 
cations covered  by  broadcasting 
must  be  "intended  to  be  received 
by  the  public."  He  wondered 
whether  the  TV  proposal  could 
meet  that  test  "if  only  a  few 
persons  can  possibly  get  the  bene- 
fit of  such  reception." 

He  also  wondered  whether  the 
public  interest,  convenience  and 
necessity  would  be  served  "if  only 
a  few  persons  are  given  the  benefit 
of  any  amount  of  time  or  use  of 
one  of  the  comparatively  few  chan- 
nels devoted  to  broadcasting, 
when  so  many  other  persons  who 
are  equipped  to  receive  audible 
programs  are  deprived  of  the  use 
of  the  channel,  and  instead  re- 
ceive unpleasant  and  disagreeable 
noises." 

But,  he  continued: 
"If  this  latter  question  were  all 
that  were  involved,  I  should  be 
inclined  to  think  that  transmission 
of  television  would  be  just  as  much 
in  the  public  interest  as  the  com- 
munications of  amateur  stations 
and  experimental  stations,  which 
are  recognized  at  present." 

Opinion  Saw  Future  for  TV 

The  opinion  concluded  that  "tel- 
evision is  apparently  in  a  late 
stage  of  experimental  work  and 
is  on  the  threshold  of  becoming 
practical."  It  held  that  "the  Com- 
mission therefore  would  have  the 
power  ...  to  recognize  it  as 
serving  the  public  interest,  con- 
venience or  necessity,  although  it 
might  very  properly  decide  that  it 
had  best  take  place  not  in  the 


broadcasting  band,  but  in  some 
other  band  such  as  those  assigned 
to  experimental  work." 

The  Commission  later — on  Oct. 
31,  1928— adopted  General  Order 
No.  50,  which  permitted  experi- 
mental "television  broadcasting 
and  picture  broadcasting"  within 
the  broadcast  band  on  a  purely 
temporary  basis.  The  order  pro- 
vided that  other  frequencies  above 
1500  kc  would  be  designated  in 
the  future. 

Used  10  kc  Band  Width 

Order  50  made  plain  that  tele- 
vision operation  within  the  broad- 
cast band  must  meet  these  condi- 
tions: (1)  That  the  band  used 
should  not  be  wider  than  10  kc, 
and  (2)  that  such  broadcasting  be 
limited  to  not  more  than  one  hour 
per  day  during  hours  other  than 
those  between  6  p.m.  and  11  p.m. 

A  little  more  than  four  months 
later,  on  Feb.  18,  1929,  after  nego- 
tiation of  an  executive  agreement 
with  Canada,  Cuba  and  New- 
foundland, the  Commission  adopt- 
ed regulations  which  authorized 
continuance  of  experimental  tele- 
vision broadcasting  between  1  a.m. 
and  6  a.m.  only  in  accordance 
with  General  Order  50.  The  regu- 
lations specified  use  of  2000-2200 
kc,  2750-2950  kc,  and  also  2200- 
2300  kc  on  condition  of  non-inter- 
ference with  services  of  other 
North  American  stations. 

The  Third  Annual  Report  of 
the  Commission  listed  some  28  ex- 
perimental licenses  and  permits 
issued  for  visual  broadcasting  be- 
tween July  1,  1928,  and  Nov.  1, 
1929.  The  Second  Annual  Re- 
port, prepared  about  November 
1928,    said    "a    few  broadcasting 


INSTE/rD  of  the  ordinary  "one  minute  please"  signal  which  is  used  when 
something  happens  to  put  television  temporarily  out  of  commission,  WFMY- 
TY  Greensboro  uses  this  photo.  The  photo  is  made  into  a  slide  including 
the  caption:  "We're  trying!"  The  trouble-shooters  ore  (I  to  r,  standing): 
Doyle  Thompson,  WFMY-TV  technical  director;  Lowell  Wagner  and  Herb 
Clark,  engineers.  Underneath  is  Engineer  Norman  Sanders,  using  a  bit  of 
muscle  to  steady  the  camera. 
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stations"  had  been  allowed  to  ex- 
periment with  television  in  the 
broadcast  band,  and  included  this 
prophetic  note: 

"The  recent  advances  in  tele- 
vision threaten  to  create  serious 
problems." 


Mr.  Strotz 


TOPS  ALL  MEDIA 

Sf-rotz  Tells  industry  Group 

"TELEVISION  stands  head  and 
shoulders  above  any  other  adver- 
tising medium  devised  by  man," 
in  the  opinion  of  Sidney  N.  Strotz, 
NBC  administra- 
tive vice  presi- 
dent in  charge  of 
Western  Division. 
Mr.  Strotz  ad- 
dressed the  con- 
i  vention  of  the 
National  Indus- 
trial Advertisers 
Assn.  in  Los  An- 
geles. 

The  new  medi- 
um, he  said,  not 
onl-^  has  the  ad- 
vantages of  the  spoken  word,  im- 
mediacy, illustration,  and  many 
others  held  by  other  media,  but 
the  further  important  advantages 
of  motion,  dramatization,  visual 
demonstration  that  other  media 
lack. 

Shows  Sales  Effectiveness 

Off'ering  proof  of  television's 
selling  power,  Mr.  Strotz  demon- 
strated a  portion  of  the  recent 
NBC-Hofstra  study  of  the  medi- 
nm's  sales  effectiveness.  He  showed 
TV's  acceptance  by  the  American 
public  by  -  stating  set  owTiership 
figures — from  10,000  in  1941  to 
over  6,278,000  at  the  present. 

"Just  as  industry  found  radio 
broadcasting  an  ideal  medium  for 
fostering  good-will  and  public  un- 
derstanding," he  concluded,  "with 
television's  even  greater  potenti- 
alities for  doing  this  same  neces- 
sary task  far  better,  I  feel  certain 
that  industry  will  not  be  long  in 
making  full  use  of  this  newest  and 
most  effective  of  advertising  me- 
dia." 


WJAC-TV  LINK 


AT&T  Makes  Connection 

A  DIRECT  network  television 
connection  for  WJAC-TV  Johns- 
town, Pa.,  effective  June  30,  has 
been  announced  by  the  American 
Telephone  &  Telegraph  Co. 

Two  wires  extend  from  Pitts- 
burgh to  the  AT&T  relay  station 
at  Troy  Hill,  Pa.  From  there  the 
video  signals  go  by  radio  relay 
to  Johnstown.  The  new  connec- 
tion will  give  WJAC-TV  its  o-wji 
selection  of  programs  going  East 
and  West  through  the  Pittsburgh 
control  center. 
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WHEN  the  Academy  of  Tele- 
vision Arts  &  Sciences  in 
Hollywood  made  its  annual 
awards  Jan.  27,  the  25,000  TV  set 
owners  in  San  Diego,  who  have 
but  one  local  television  station, 
didn't  seem  the  least  bit  surprised 
that  10  of  the  15  winning  pro- 
grams were  being  seen  over 
KFMB-TV  that  city. 

The  ratio  did  cause  some  eye- 
lifting  within  the  trade,  however. 
It  spotlighted  Jack  Gross  Broad- 
casting Co.,  operator  of  KFMB- 
AM-FM-TV,  as  a  pioneer  in  South- 
ern California  television  as  well  as 
in  standard  and  FM  radio. 

Like  other  one-station  cities,  San 
Diego  has  access  to  many  kine- 
scope features  representing  com- 
petitive networks.  But  unlike  oth- 
er cities,  San  Diego  has  been  af- 
forded a  unique  satellite  position 
to  the  seven  Los  Angeles  TV  sta- 
tions through  a  quirk  of  nature 
and  precise  engineering  which 
make  direct  pickup  of  Los  An- 
geles telecasts  plausible  without 
use  of  microwave  relay  or  coaxial 
cable. 

Full  Schedule 

Thus,  since  it  first  started  tele- 
casting on  May  16,  1949,  KFMB- 
TV  has  provided  full  schedules  of 
up  to  50  hours  weekly,  combining 
local  live  programming,  films  and 
network  kinescopes  with  a  wide  va- 
riety of  relays  from  KTLA  KECA- 
TV  KTTV  KLAC-TV  and  KNBH 
Los  Angeles. 

The  satellite  operation  has  not 
precluded  any  abundance  of  local 
programming,  nor  is  it  a  one-way 
deal,  Jack  0.  Gross,  president  and 
general  manager  of  KFMB-TV, 
points  out.  Of  major  interest  in 
Southern  California  was  the  recent 
debut  over  KFMB-TV  of  Jai  Alai 
games  from  the  Tiajuana,  Mexico 
Fronton,  now  a  regular  Saturday 
night  feature  and  the  first  interna- 
tional show  regularly  seen  on  video. 
This  series,  "fed"  up  the  coast- 
line and  re-broadcast  simultaneous- 
ly by  direct  pickup,  also  was  a 
regular  Saturday  night  feature 
over  KLAC-TV  Los  Angeles,  some 
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120  miles  distant,  for  13  weeks. 

Personnel-wise,  a  compact  staff 
of  22  persons  has  been  organized 
since  KFMB-TV  went  on  the  air. 
This  is  independent  of  KFMB-AM- 
FM. 

Ground  was  broken  for  the  build- 
ing, transmitter  and  antenna  in- 
stallation on  Feb.  25,  1949.  Exact- 
ly 76  days  later  KFMB-TV  was  on 
the  air  with  studio  in  operation. 
And  in  another  month,  the  main 
studio  was  completed. 

Much  fanfare  accompanied  the 
inaugural  program  of  KFMB-TV 
on  the  evening  of  May  16,  1949.  It 
was  practically  a  local  holiday, 
with  streets  gayly  decorated  for 
the  occasion.  Each  of  the  three  lo- 
cal daily  newspapers  issued  special 
editions.  A  lavish  banquet,  with 
some  400  prominent  guests  in  at- 
tendance, was  given  by  the  city  and 
county  in  cooperation  with  San 
Diego  Chamber  of  Commerce. 
Mayor  Harley  Knox  threw  the 
switch  putting  on  KFMB-TV's  first 
program. 

With  ABC  national  and  regional 
executives  and  Hollywood  name 
talent  participating,  plus  a  remote 
salute  from  Kla'us  Landsberg,  vice 
president  and  West  Coast  director 
of  Paramount  Television  Produc- 
tions, and  general  manager  of 
KTLA  in  Hollywood  (the  first  San 
Diego  re-telecast)  KFMB-TV  was 
launched  with  a  six  day,  24-hour 
per  week  program  schedule. 

Mr.  Gross,  who  at  43  has  spent 
28  years  in  radio,  approached  tele- 


vision as  a  veteran  station  op- 
erator. From  executive  positions 
with  Louisiana  and  Texas  stations, 
he  had  gone  to  KFWB  Hollywood 
in  1938  as  commercial  manager.  In 
1943  he  purchased  KFMB  and  in 
February  1948  he  moved  it  from 
1450  kc  to  550  kc,  with  an  increase 
from  250  w  to  1  kw  power.  Shortly 
before,  he  had  put  KFMB-FM  on 
the  air  as  San  Diego's  first  FM 
station.  At  that  time  he  ap- 
plied for  a  television  permit,  and 
has  been  the  only  one  to  receive  a 
grant  in  San  Diego  to  date. 

TV  rates  have  been  substantially 
increased  since  KFMB-TV  first 
started  operating.  Present  rate 
card  No.  2,  which  went  into  effect 


of  particular  interest  to  San  Diegc. 

For  his  program  coordinator, 
Mr.  Gross  brought  from  KTSL 
(TV)  Hollywood,  Alvin  G.  Flana- 
gan, who  served  as  program  di- 
rector for  KDKA  Pittsburgh  and 
as  producer  of  WOR  New  York 
before  going  to  the  West  Coast. 

Thornton  Chew,  who  had  joined 
the  engineering  staff  of  Don  Lee 
Television,  Hollywood,  in  April 
1941,  left  his  post  as  engineering 
supervisor  of  KTSL  (TV)  to  be- 
come vice  president  in  charge  of 
engineering  for  Jack  Gross  Broad- 
casting Co.  Mr.  Chew  had  carried 
on  his  research  in  wartime  as  a 
commander  in  the  Design  Branch 
of  the  Electronics  Division,  Bureau 


KFIiAB-TV  Enjoys  One-Outlet  Market 
With  Unique  LA.  Tie-in 


last  Jan.  1,  based  on  studio  and 
film  transmissions,  lists  the  hourly 
one-time  rate  at  $300. 

Other  time  segments  on  a  one- 
time basis  are  as  follows:  30  min- 
utes, $180;  20  minutes,  $150;  15 
minutes,  $120;  10  minutes,  $105;  5 
minutes,  $75;  one  minute  announce- 
ment $37.50. 

The  basic  rate  includes  trans- 
mitter and  film  facilities,  services 
of  staff  announcer  and  recorded 
music  as  background  for  film  com- 
mercials. It  also  includes  programs 
and  announcements  relayed  from  a 
Los  Angeles  TV  station  or  net- 
work. 

Community  Stress 

Knowing  his  local  market  as  an 
intensely  civic-minded  community, 
priding  itself  on  being  outside 
the  orbit  of  Los  Angeles,  Mr.  Gross 
has  built  KFMB-TV  on  a  firm  com- 
munity service  basis  in  which  he 
has  sought  cooperation  from  and 
offered  facilities  to  every  phase  of 
the  city. 

Through  its  news,  forum  and 
special  events  programs,  KFMB- 
TV  has  brought  before  cameras 
everyone  from  back-country  In- 
dians to  vacationing  celebrities; 
from  an  amateur  "astronomer"  who 
had  photographs  of  flying  saucers 
to  experts  from  the  famed  Palomar 
Observatory;  and  from  tent  meet- 
ing evangelists  to  ministers  of  con- 
gregations numbering  thousands  of 
members.  The  major  requirement 
is  that  the  person  or  program  be 
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Mr.  Fox 


of  Ships,  Washington,  D.  C. 

Commercial  manager  of  KFMB- 
TV  is  William  O.  Edholm,  who  is 
also  sales  director  of  KFMB.  Mr. 
Edholm  started  his  radio  career 
in  1933  with  WJAG  Norfolk,  Neb. 
In  1937  he  joined  Central  States 
Broadcasting  System,  becoming 
general  sales  manager  seven  years 
later.  In  1948  he  joined  the  KFMB 
organization. 

Bill  Fox,  who  came  to  KFMB- 
TV  from  KSYL  Alexandria,  La., 
is  production  manager. 

Immediate  acceptance  of  televi- 
sion as  a  sales  medium  by  San 
Diego  advertisers  is  indicated  by 
the  fact  that  the  station's  initial 
program  schedule  was  50%  spon- 
sored. This  proportion  increased 
in  the  fall  of  1949  when  Walt 
Tufford,  RCA-Victor  TV  distribu- 
tor, launched  a  three-hour,  five- 
day  afternoon  program  of  film, 
local  public  service  and  remotes  to 
become  one  of  the  nation's  first 
large  daytime  TV  advertisers. 

At  that  time,  the  operating  sched- 
ule of  KFMB-TV  jumped  to  42 
hours  including  afternoon  and 
evening  each  day  except  Saturday. 
Sixth  afternoon  was  bought  by 
Grand  Stores,  San  Diego  depart- 
ment store. 

Now  39  Hours  Weekly 

KFMB-TV  currently  is  on  the  air 
39  hours  weekly.  Approximately 
30%  of  this  time  is  studio  or  re- 
mote; another  30%  is  kinescope 
recording,  wdth  25%  film  and  15% 
direct  pickup  from  Los  Angeles 
TV  stations. 

One  of  the  most  successful  pro- 
grams on  KFMB-TV  is  the  locally 
produced  People  in  the  News,  a 
nightly  quarter-hour  show  spon- 
sored by  J.  R.  Townsend  Co.,  San 
Diego  Studebaker  distributor. 
Based  on  a  program  idea  suggested 
by  Mr.  Gross,  the  show  features 
Harold  Keen,  veteran  newsman, 
interviewing  local  persons  who  had 
figured  in  the  day's  headlines. 

For  San  Diego  advertising  agen- 
cies and  merchandisers,  this  pro- 
gram   has    been    an  eye-opener, 
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i:cording  to  Mr.  Gross.  Use  of 
.  ides  and  film  to  pitch  auto  sales 
;;  topped  each  evening  with  a 
Television  Special,"  a  used  car 
riced  down  to  the  video  audience 
[aly.  The  car  dealer  remains  open 
Sr  90  minutes  following  the  tele- 
cast and  has  reported  four  out 
':E  five  featured  cars  each  week 
bid  either  that  same  night  or  the 
1  allowing  morning. 
I  Local  sponsors  have  been  quick 
b  adapt  the  station's  satellite  oper- 
Itions  to  their  needs,  declares  Mr. 
[.'^ross.  The  Academy  Award  win- 
ing Time  for  Beany  is  sponsored 
■  jjcally  by  Sunbeam  Bread  which 
irovides  its  own  commercials  dur- 
ng  fade-outs  from  the  Los  Angeles 
ponsor's  plugs.  Pitched  by  an 
nitial  order  of  8  million  bread 
s'rapper  bands,  the  program  is 
liaying  big  dividends  to  the  San 
Diego  sponsor  as  well,  executives  of 
hat  firm  state. 

Hoffman  Radio  &  Television  has 
eported  heavy  sales  due  to  its 
lalf  hour  Hoffman-Hi-Time,  a 
alent  show  which  each  week  fea- 
ures  youths  from  different  San 
Diego  County  schools,  competing 
or  prizes  and  Hollywood  appear- 
Jinces.  Four  hundred  studio  tickets 
or  each  show  are  distributed  by 
ocal  Hoffman  dealers. 

Commercial  Manager  Edholm  de- 
clares that  enthusiastic  response 
rom  spot  purchasers  is  an  old 
tory  at  KFMB-TV.  To  illustrate, 
he  cited  sale  of  14  Iron-Rite  ironers, 
at  $239  each  and  traceable  to  two 
pne-minute  spots;  a  surge  of  500 
persons  within  an  hour  after  open- 
ng  of  the  Grand  Stores,  for  a  lip- 
stick giveaway  announced  the  pre- 
vious evening;  and  steady  response 
to  car  refinishing  spots. 

Technical  Units 

Technical  operations  of  KFMB- 
'V,  operating  on  Channel  8  (180- 
L86  mc),  are  divided  between  two 
'  locations.  The  transmitter  and  non- 
live  program  sources — film,  slides, 
and  receivers  for  networking  Los 
Angeles  stations — are  located  on 
Mount  Soledad,  1,040  feet  above 
the  Pacific.  Live  studio  and  re- 
mote programs  originate  from  fa- 
cilities in  the  Hotel  San  Diego  at 
Broadway  and  State  Sts.,  in  down- 
town San  Diego. 

i  The  General  Electric  5  kw  trans- 
it mitter  feeds  a  six  bay  antenna. 
!  Also  installed  in  the  transmitter 
building  is  a  General  Electric  film 
camera  chain.  Picture  sources  are 
two  GE  Synchrolite  16mm  motion 
picture  projectors,  a  GE  Baloptican 
opaque  and  transparency  3"'  x  4" 
slide  projector  and  a  dual  purpose 
35  mm  strip  film  or  2"  x  2"  trans- 
parent slide  projector.  Special 
receivers,  developed  by  Mr.  Crews, 
at  this  location  pick  up  programs 
from  affiliated  Los  Angeles  tele- 
vision stations,  and  an  RCA  7000 
mc  microwave  receiver  completes 
the  studio-transmitter  link. 

Studio  facilities  in  the  Hotel 
San  Diego  include  one  25'  x  40' 
stage,  a  control  booth,  shop  and 
property  rooms.  A  large  adjoining 
dance-banquet  room  is  shared  for 
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BP  '  KSTP-TV  STRIKE 


SAN  DIEGO's  Mayor  Harley  Knox  pulled  the  switch  starting  KFMB-TV  at 
the  May  16,  1949  dinner,  while  Owner-Station  Manager  Jack  Gross  (I) 
and  Paul  Mowrey  look  on.  Mr.  Mowrey,  then  ABC  national  director  of  tele- 
vision, is  now  national  director  of  TV  program  sales. 


presentation  of  audience  partici- 
pation programs.  Key  lighting  is 
obtained  from  two  banks  of  eight 
slim-line  fluorescent  lamps  each. 
Full  lighting  and  back  lighting  are 
provided  by  clusters  of  four  or  five 
reflector  floodlamps,  and  for  model 
lighting,  1000  w  Fresnelite  lamps 
are  used. 

Video  equipment  is  comprised  of 
a  DuMont  two-camera  image  orthi- 
con  chain  of  portable  type.  A  Gen- 
eral Electric  audio  console,  mixing 
two  turntables  with  the  studio  and 
announce  microphones,  comprise 
the  audio  program  facilities  at  this 
point.  All  program  continuity  is 
directed  and  announced  from  the 
studio  control  booth  over  an  espe- 
cially designed  and  engineered  in- 
tercom system  which  extends 
throughout  the  studio  to  the  trans- 
mitter. 10  airline  miles  away. 

Experiments  in  daytime  sched- 
uling of  KFMB-TV,  though  suc- 
cessful, have  been  put  aside  pend- 
ing enlargement  of  studio  facilities, 
because  of  the  necessity  of  after- 
noon rehearsal.  A  12  hour  a  day 
programming  schedule  at  KFMB- 
TV,  however,  is  not  far  away,  Mr. 
Gross  assures. 

Cites  Survey 
As  proof  that  the  station  has 
come  of  age,  KFMB-TV  cites  a 
recent  impartial  survey  of  San 
Diego  TV  habits  made  by  Wood- 
bury College  in  Los  Angeles.  Sur- 
vey indicated  that  KFMB-TV  domi- 
nates the  video  field  in  the  former 
area  despite  available  reception 
of  Los  Angeles  telecasts. 

Acknowledging  that  San  Diego's 
lone  station  carries  network  and 
independent  programs,  many  of 
which  are  seen  over  Los  Angeles 
outlets,  Woodbury  pollsters  dis- 
covered in  1,000  home-to-home  calls 
that  San  Diego  viewers  prefer, 
three-to-one,  to  watch  KFMB-TV. 


San  Diegans  were  found  by  the 
survey  to  watch  KFMB-TV  an 
average  of  30.8  hours  per  week. 
Technically,  KFMB-TV  blankets 
San  Diego  County  with  a  near- 
perfect  signal,  the  survey  revealed. 


TUNER  FOR  FM 

Developed  by  S.M.A.  Co. 

DEVELOPMENT  of  a  television 
tuner  providing  reception  of  the  88- 
108  mc  FM  broadcast  band  at  rela- 
tively low  cost  was  disclosed  to 
Sen.  Edwin  C.  Johnson  (D-Col.), 
chairman  of  the  Senate  Interstate 
&  Foreign  Commerce,  in  a  letter 
sent  last  week  by  S.  M.  A.  Co., 
Chicago.  A  similar  letter  was 
sent  to  NAB  President  Justin 
Miller. 

S.  M.  A.  Co.  said  the  tuner  in- 
creases cost  of  TV  receivers  with 
a  split-sound  TV  chassis  only  $2. 
The  inter-carrier  chassis  would  re- 
quire slight  modification  but  total 
cost  would  still  come  within  the 
NAB  $3-$5  estimate,  it  was  added. 
The  NAB  has  endorsed  inclusion 
of  FM  facilities  in  TV  tuners. 

National  Assn.  of  Educational 
Broadcasters  last  month  urged 
Chairman  Johnson  to  recognize 
problems  facing  the  FM  medium 
and  declared  failure  to  include  FM 
tuners  in  television  receivers  is 
"short-sighted"  and  "criminally 
negligent." 


WPIX(TV) Names  Forker 

APPOINTMENT  of  Victor  E. 
(Buck)  Forker  as  advertising  man- 
ager of  WPIX  (TV)  New  York 
was  announced  last  week.  Mr.. 
Forker  had  been  in  charge  of  pro- 
gram promotion  since  he  joined 
WPIX  in  April  1948.  Previously 
he  was  associated  with  the  Na- 
tional   Advertising    Art  Center. 


Station  Seeks  Injunction 

THIRD  request  by  KSTP-TV  Min- 
neapolis-St.  Paul  management  for 
an  injunction  against  the  Interna- 
tional Brotherhood  of  Electrical 
Workers  (IBEW)  is  being  consid- 
ered by  Minneapolis  District  Court 
after  turning  down  the  first  two 
pleas. 

Station  management,  asking  for 
a  I'estraining  order  on  picketing 
because  actions  are  "in  violation 
of  state's  anti-secondary  boycott 
law,"  lost  a  decision  the  second 
time  early  this  month.  Manager 
Stanley  Hubbard,  in  this  third  at- 
tempt, charges  that  IBEW  techni- 
cians' picketing  is  illegal.  He  is 
reported  to  have  charged  that  sev- 
eral women  bystanders,  who  stuck 
hatpins  into  non-union  men  pass- 
ing through  the  picket  line,  were 
hired  by  the  union.  IBEW  claims 
it  has  no  control  over  actions  of 
onlookers. 

Previously,  the  judge  at  both 
hearings  for  a  temporary  injunc- 
tion said  pickets  could  carry  ban- 
ners wherever  television  equipment 
owned  by  the  station  was  installed 
preparatory  to  use.  This  applied 
to  remote  telecasts  as  well  as  to 
those  emanating  from  the  station's 
studios.  Union  men  were  ordered 
to  stop  picketing  whenever  such 
equipment  was  removed  from  I'e- 
mote  sites. 

The  American  Federation  of 
Musicians  continues  to  back  up 
claims  of  the  IBEW,  which  has 
been  on  strike  since  early  April 
after  months  of  negotiations 
[Broadcasting,  April  10,  April  17, 
May  15,  June  19]. 
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'LIVE'  ACTORS 

SAG  Would  Waive  Claims 

NEW  challenge  was  given  Tele- 
vision Authority  by  Screen  Actors 
Guild  last  Wednesday  when  the 
guild  told  the  group  to  "proceed 
immediately"  in  negotiating  im- 
proved wages  and  working  con- 
ditions for  performers  in  live  tele- 
vision shows. 

The  guild's  statement,  addressed 
jointly  to  TVA  and  television  net- 
work management,  said  that  be- 
cause of  "existing  deplorable  con- 
ditions for  performers  in  live 
television,"  SAG  would  waive  any 
rights  or  claims  it  might  have  in 
pending  NLRB  proceedings  regard- 
ing actors  in  live  television,  pro- 
vided that  TVA  and  the  networks 
start  immediately  on  contract 
negotiations  for  such  performers. 

Guild  has  accused  TVA  of  de- 
laying negotiations  with  netsvorks 
and  live  TV  performers  because  it 
is  attempting  to  impose  control 
over  actors  in  telecast  motion  pic- 
tures. 

Stating  there  were  "no  strings" 
in  its  offer,  SAG  said  that  while  it 
would  appreciate  a  reciprocal  offer 
from  TVA  for  negotiations  in  the 
telecast  motion  picture  field,  its 
proposal  was  "not  contingent" 
upon  such  an  agreement  with  the 
live  talent  group. 
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Alabama's 

WAFM-TV  has  mail- map 
coverage  in  4  states,  includ- 
ing 39  of  Alabama's  67  coun- 
ties ...  an  area  of  573,000 
families.  Estimated  set  own- 
ership  by  late   summer  — 


20.000. 


only 


One  year  old  last  month. 
WAFM-TV  has  the  only 
"live"  TV  cameras  in  Ala- 
bama. An  average  30%  of 
our  weekly  schedule  is  local 
live  TV  programming. 

live 

Network  shows,  too.  The  pick 
of  CBS-TV  programs  soon 
will  be  on  WAFM-TV  "live" 
.  .  .  because  the  cable  comes 
to  Alabama  on  September 
30,  1950. 


TV 


Production  of  all  kinds  is 
available:  complete  facilities 
for  film,  slide  and  studio  pro- 
grams; mobile  TV  unit  for 
coverage  of  all  local  sports 
and  special  events. 

station 

WAFM-TV  is  Alabama's  first 
TV  station — first  on  the  air, 
first  in  programs,  facilities 
and  popularity.  For  Ala- 
bama's best  TV  buy  .  .  .  use 

WAFM-TV 

"Television  Alabama" 

CHANNEL  13  — BIRMINGHAM 

CBS-TV  and  ABC-TV 

REPRESENTED  BY 
RADIO  SALES 


telestatus 


It 


TV  Hits  Movies  in  Chicago 

(Report  119) 


CHICAGO  movie  houses  are  losing 
$41.20  in  admissions  per  year  from 
each  TV  family,  showing  "when 
TV  goes  in,  the  family  stays  in." 
This  is  the  conclusion  of  MacFar- 
land,  Aveyard  &  Co.,  Chicago, 
which  has  completed  a  survey  of 
TV  viewing  habits  in  600  "average" 
Chicago  homes. 

Grownups  attend  movies  one- 
fourth  as  much  as  they  did  before 
a  TV  set  was  installed,  the  survey 
shows,  and  children  have  cut  down 
movie  attendance  by  50%.  Adults 
watch  television  all  evening,  with 
an  average  of  about  four  hours, 
almost  every  (6.3)  night.  The  sur- 
vey concludes  that  this  leaves  only 
36  nights  a  year  for  adults  in  the 
family  to  take  part  in  outside 
activities. 

With  TV  viewers  becoming  stay- 
at-homes,  the  agency  found  that 
adults  and  children  attended  the 
movies  less — 27  and  22  times,  re- 
spectively, per  year — since  they 
started  watching  television.  "As- 
suming two  adults  and  two  chidren" 
in  the  TV  family,  the  survey  esti- 
mated that  each  additional  TV 
set  sold  means  loss  of  an  addi- 
tional 54  adults  and  44  children's 
admissions  per  year  to  the  movie 
business. 

Researchers  at  the  agency  used 
40.1  cents  as  the  average  admission 
price,  with  60  cents  for  adults  and 
20  cents  for  children.  Movies  ap- 
pear to  be  hurt  more  by  current 
TV  purchases  than  by  those  bought 
earlier.  Set  owners  of  more  than 
a  year  say  movie  visits  have  been 


cut  down  24  per  year,  while  those 
who  have  bought  sets  during  the 
past  year  have  eliminated  30 
admissions. 

People  still  like  and  want  movies, 
but  they  prefer  to  see  them  at 
home,  the  survey  discovered.  Sixty- 
four  percent  of  the  interviewees 
said  they  would  pay  for  movies  in 
the  home  on  a  box-office  basis;  12% 
said  they  would  not  and  24%-  were 
undecided.  Among  those  giving  yes 
or  no  answers,  84%  said  they  would 
support  pay-as-you-see  television. 
(Phonevision,  a  development  of 
Zenith  Radio  Corp.,  Chicago,  would 
operate  this  way.  Zenith  is  a 
MacFarland,  Aveyard  account.) 

Viewing  Increased 

"Waiting  for  the  novelty  of  tele- 
vision to  wear  off  is  wishful  think- 
ing, and  the  steady  improvement 
in  television  programs  is  more  than 
offsetting  any  novelty  factor,"  ac- 
cording to  the  report.  Half  of  the 
owners  queried  said  they  watched 
TV  more  than  when  the  set  was 
new,  while  309c  view  the  same  num- 
ber of  hours.  Among  those  owning 
sets  less  than  one  year,  2.2  per- 
sons reported  increased  viewing 
for  each  one  reporting  less.  Among 
those  with  a  set  more  than  a  year, 
3.1  persons  said  they  watched  more 
programming  for  every  one  report- 
ing a  decrease. 

Of  those  giving  a  definite  answer 
on  the  effect  of  television  on  other 
forms  of  entertainment  (exclusive 
of  movies),  52.6%:  said  they  attend 
sporting  events  more  often  than 


before.  Same  attendance  was  re- 
ported by  9.7%. 

Adults  said  they  cut  radio  lis- 
tening by  55%,  contrasted  with  a 
75%  drop  in  movie  attendance. 


Long  Distance  Reception 
Reported  by  WKY-TV 

NUMEROUS  instances  of  long- 
range  reception  of  WKY-TV  Okla- 
homa City  during  June  have  been 
reported  by  the  station.  On  June 
23  the  station  received  reports  of 
reception  in  Port  Angeles,  Wash., 
and  Jamestown,  N.  Y.,  about  1,600 
and  1,145  airline  miles  distant, 
respectively.  The  Kaye  Halbert 
television  plant  in  Culver  City, 
Calif.,  reportedly  picked  up  both 
picture  and  sound  on  sets  being 
tested  on  the  assembly  line.  Other 
reports  also  were  received  from 
Canada,  Indiana,  Virginia,  West 
Virginia,  Pennsylvania,  Ohio, 
Florida,  Maryland,  New  York,  Ore- 
gon, Michigan,  Wisconsin  and 
Georgia  during  the  month.  The 
WKY-TV  antenna  is  966  feet  above 
ground. 

Pulse  Reports 

On  June  Televiewing 

LATEST  reports  from  The  Pulse 
Inc.  show  Texaco  Star  Theatre  as 
the  leading  once-a-week  television 
program  in  six  of  the  eight  cities 
covered.  Pulse  television  ratings 
(Continued  on  Telecasting  p.  12) 
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City 

Albuquerque 

Ames 

Atlanta 

Baltimore 

Binghamton 

Birmingham 

Bloomington 

Boston 

Buffalo 

Charlotte 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas, 

Ft.  Worth 
Davenport 


Outlets  On  Air 

KOB-TV 

WOl-TV 

WAGA-TV,  WSB-TV 

WAAM,    WBAL-TV,  W/WAR-TV 

WNBF-TV 

WAFM-TV,  WBRC-TV 
WTTV 

WBZ-TV,  WNAC-TV 

WBEN-TV 

WBTV 

WBKB,  WENR-TV,  WGN-TV,  WN8Q 
WCPO-TV,  WKRC-TV,  WLWT 
WEWS,  WNBK,  WXEL 
WBNS-TV,  WLWC,  WTVN 


KRID-TV, 
WOC-TV 


WFAA-TV,  WBAP-TV 


Number  Sets 
3,350 
11,200 
37,500 
172,820 
15,200 
15,000 
6,050 
390,762 
98,082 
17,331 
519,086 
130,000 
234,796 
71,000 

56,740 
11,447 


Quad  Cities  Include  Davenport,  Moline,  Rock  Island,  East  Moline 


Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntington- 
Charleston 

Indianapolis 

Jacksonville 

Johnstov/n 

Kalamazoo- 
Battle  Creek 

Kansas  City 

Lancaster* 

Lansing 

Los  Angeles 


WHIO-rV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 

WBAP-TV,  KRLD-TV,  WFAA-TV 

WLAV-TV 

WFMY-TV 

KPRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 


67,000 
247,000 
36,050 

56,740 
35,337 
12,479 
27,261 

13,340 
55,000 
10,500 
23,100 


City 

Louisville 
Memphis 
Miami 
Milwaukee 
Minn.-St.  Paul 
Nashville 
New  Haven 
New  Orleans 
New  York 

Newark 
Norfolk 

Oklahoma  City 
Omaha 
Philadelphia 
Phoenix 
Pittsburgh 
Portland,  Ore. 
Providence 
Richmond 
Rochester 
Rock  Island 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 

WNHC-Vv 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 
WOR-TV,  WPIX 

WATV  Inc.  in  N.  Y. 

WTAR-TV 

WKY-TV 

KMTV,  WOW-TV 
WCAU-TV,  WFIL-TV,  WPTZ 
KPHO-TV 
WDTV 


WJAR-TV 
WTVR 
WHAM-TV 
WHBF-TV 

Quad  Cities  Include  Davenport,  Moline,  Rock  Island, 
Salt  Lake  City    KDYL-TV,  KSL-TV 

KEYL-TV,  WOAI-TV 
KFMB-TV 

KGO-TV,  KPIX,  KRON-TV 
WRGB 


WKZO-TV  31,024 
WDAF-TV  35  793 

WGAL-TV  48,518 
WJIM-TV  28  500 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH,  563,466 
KTLA,   KTSL,  KTTV 

*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  6,364,214 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  is 
necessarily  approximate. 


San  Antonio 
San  Diego 
San  Francisco 
Schenectacty 

Albany-Troy 
Seattle 
St.  Louis 
Syracuse 
Toledo 
Tulsa 

Utica-Rome 
Washington 
Wilmington 


Number  Sets 
34,102 
40,630 
29,200 
114,664 
95,650 
200 
81,800 
27,771 
1,360,000 

estimate 

19,634 
30,325 
24,534 

508,000 
10,800 

108,000 
945 
62,162 
37,697 
41,951 
11,447 
East  Moline 

19,800 
19,637 
40,100 
60,289 
82,700 


KING-TV 
KSD-TV 

WHEN,  WSYR-TV 
WSPD-TV 
KOTV 
WKTV 

WMAL-TV,  WNBW,  WOlC,  WTTG 
WDEL-TV 


30,300 
135,500 
47,476 
49,000 
29,264 
16,500 
143J>00 
37,851 
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THE  SUNPAPERS  STATIONS 


THE     A.  S.    ABELL     COMPANY  z:^ 


BALTIMORE    3,  MARYLAND 


"Responsibility  to  tlie  Community" 

"In  Video-happy  Baltimore,  WMAR-TV  won  the  distinction  of  becoming  the 
first  sight  station  in  nation  to  outrank  all  AM  stations  in  its  market  ...  In  rolling 
up  ratings,  WMAR-TV  did  not  overlook  pubUc  service  and  came  up  with  two  im- 
portant PS  series,  "Slums"  and  "Atomic  Report"  .  .  ."  from  VARIETY'S  1949- 
50  plaque  award  for  "Responsibility  to  the  Community."  WMAR-TV's  efforts 
in  this  respect  are  continuing  ... 


BALTIMORE  SALUTES 
ITS  NEIGHBORS 

Baltimore  pays  tribute  to  its  smaller 
neighbors  in  a  new  series,  "BALTI- 
MORE'S NEIGHBORS",  presented  by 
WMAR-TV,  the  Sunpapers  television 
station,  on  Sunday  nights. 

Each  week,  a  complete  half-hour 
segment  is  dedicated  to  a  particular 
Maryland  town.  Talent  appearing  on  the 
show  is  recruited  exclusively  from  the 
city  being  saluted.  In  addition,  hundreds 
of  feet  of  motion  picture  film  are  made  by 
WMAR-TV's  newsreel  unit,  picturing 
the  life  and  the  history  of  the  community. 

The  first  community  saluted  was 
historic  EUicott  City.  Talent  included  a 
36-piece  band  and  a  20-voice  choir. 
Citizens  of  EUicott  City  formed  a  motor- 
cade of  more  than  twenty  automobiles  to 
transport  the  group  to  Baltimore. 

The  second  of  Baltimore's  neighbors 
to  be  saluted  was  the  fast-growing  seat 
of  Baltimore  county,  Towson.  Recently 
announced  census  figures  show  that  the 
population  of  Towson  has  increased  in 
the  past  ten  years  from  21,000  to  40,000. 

"BALTIMORE'S  NEIGHBORS"  will 
continue  as  weekly  WMAR-TV  feature 
through  the  summer.  Other  communities 
to  be  saluted  include  Dundalk,  Chester- 
town,  Bel  Air,  Catonsville,  Annapolis, 
Glen  Burnie,  Pikesville,  Essex  and 
Reisterstown. 


SOAP  BOX  DERBY 

The  excitement,  color  and  thrills  of 
Baltimore's  Soap  Box  Derby  will  be 
brought  to  Baltimore  televiewers  on 
Saturday,  July  15,  from  1  to  3  p.  m.  by 
WMAR-TV,  Sunpapers  Television  in 
Baltimore. 

As  approximately  125  boys  from  11  to 
15  years  of  age  race  their  home-made  cars 
against  each  other  over  the  East  Balti- 
more course,  three  WMAR-TV  cameras 
will  follow  them  down  the  hill  to  victory. 

Each  age  group,  11  to  12  years  old  and 
13  to  15  years  old,  wiU  have  its  own  series 
of  elimination  contests,  three  cars  to  a 
heat.  Before  the  telecast  goes  off  the  air, 
a  champion  of  each  group  will  have  been 
picked,  and  a  grand  champion  of  the  Soap 
Box  Derby  will  have  been  crowned. 

Sponsors  of  the  Derby  are  the  Chev- 
rolet Dealers  of  Baltimore,  and  the 
the  Baltimore  Sunpapers. 

Later  the  grand  champion  and  his 
family  will  be  guests  on  WMAR-TV's 
program,  "Soap  Box  Derby  Champion". 
Prefaced  by  a  fifteen  minute  film  of  the 
race,  made  by  motion  picture  camera 
units  of  WMAR-TV,  the  awards  to  the 
speed  king  will  be  made.  From  there  it'll 
be  "good  racing"  as  the  lad  turns  to 
Akron,  Ohio,  and  the  National  Soap  Box 
Derby  Championship  on  August  13. 


DEDICATION  OF 
FRIENDSHIP  AIRPORT 

Four  Zoomar  lenses,  a  Reflectar  with 
a  40  inch  focal  length,  plus  the  usual 
assortment  of  ordinary  optical  goods 
were  used  by  WMAR-TV,  The  Sunpapers' 
television  station  in  Baltimore,  in  covering 
President  Truman's  activities  dedicating 
the  new  Friendship  International  airport 
here  on  June  24th. 

Just  completed  at  a  cost  exceeding  $16, 
000,000,  the  airport  will  handle  world  air 
traffic  for  both  the  Baltimore  and  Wash-, 
ington  areas. 

WMAR-TV  did  the  honors  both  "Hve" 
and  on  film. 

The  "live"  show— this  station's  727th 
remote — ran  for  four  and  a  half  hours. 
Two  electronic  cameras  were  on  a  special 
stand  directly  in  front  of  the  President's 
rostrum.  A  third  was  on  a  pier  of  the  air- 
port building,  affording  an  over-all  picture 
of  the  scene.  WMAR-TV  used  Zoomars 
on  two  of  these  cameras  and  the  Reflectar 
— TV's  newest  and  most  powerful  lens— 
on  the  third. 

In  addition,  a  sound-film  record  of 
portions  of  President  Truman's  speech 
was  integrated  with  a  documentary-type 
treatment  of  the  historic  event,  and  the 
film  unit  used  its  two  16mm  Zoomars  in 
this  coverage  which  was  seen  on  the  CBS 
Television  Network  Sunday  night. 


IN  MARYLAND  MOST  PEOPLE  WATCH 

WMAR-TV 

CHANNEL  2 


Represented  by 


THE  KATZ  AGENCY,  INC. 


NEW  YORK 
CHICAGO 


DETROIT  . 
ATLANTA 


KANSAS  CITY 
DALLAS 


SAN  FRANCISCO 
LOS  ANGELES 


TELEVISION   AFFILIATE   OF   THE   COLUMBIA   BROADCASTING  SYSTEM 
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PRODUCTION  TIPS 

BAB  Gives  Commercial  Hints 

BAB's  latest  publication,  "Produc- 
tion Pointers  for  More  Effective 
Television  Commercials,"  is  a 
down-to-earth  elementary  guide 
for  TV  broadcasters,  advertisers, 
agencies,  program  producers  and 
anyone  else  interested  in  or  con- 
cerned with  getting  an  advertiser's 
message  onto  the  video  screens. 

Material,  supplied  by  Richard  L. 
Linkroum  and  John  A.  DeMott  of 
the  CBS  TV  production  staff,  in- 
cludes such  helpful  hints  as  how  to 
emphasize  the  visual  difference  be- 
tween milk  and  cream  (add  a  pinch 
of  turmeric  to  the  cream),  how  to 
make  beer  foam  whiter  (add  bi- 
carbonate of  soda),  how  to  make 
flowers  fresher  (spray  with  water 
to  which  a  little  ink  has  been 
added). 

For  22  types  of  advertisers,  ma- 
terial also  includes  instructions  for 
producing  general  effects  of  rain, 
snow,  night,  etc.,  and  for  making 
titles. 

Charles  A.  Batson,  now  head  of 
NBC's  TV  department,  edited  the 
work  in  his  capacity  then  as  as- 
sistant director  of  BAB  for  TV. 
NAB  member  stations  will  get  one 
copy  of  "Production  Pointers" 
without  charge,  and  can  get  extra 
copies  at  $2.50  each.  For  others, 
the  price  is  $4  a  copy. 


'BREAKFAST  CLUB' 

Phiico,  Swift  Sign  for  TV 

PHILCO  CORP.,  Philadelphia,  and 
Swift  &  Co.,  Chicago,  will  sponsor 
half-hour  segments  of  Breakfast 
Club  on  TV,  which  debuts  with 
Don  McNeill  and  his  regular  AM 
cast  Sept.  6  on  ABC-TV  network. 
Phiico,  Swift  and  General  Mills, 
which  share  AM  sponsorship  five 
mornings  weekly,  have  been  given 
options  on  the  TV  time. 

If  General  Mills,  which  has  until 
tomorrow  afternoon  (Tuesday)  to 
decide,  sponsors  a  half  hour,  clients 
will  alternate,  with  two  each  week. 
The  show  will  be  telecast  Wednes- 
day, 8-9  p.m.  CDT,  from  Chicago. 
Agencies:  Phiico,  Hutchins  Adver- 
tising, Philadelphia;  Swift  &  Co., 
J.  Walter  Thompson,  Chicago;  Gen- 
eral Mills,  Tatham-Laird,  Chicago. 


WCPO-TV  Burlesque 

RIVALRY  between  Cincin- 
nati's WCPO-TV  and  WLWT 
(TV)  was  emphasized  a  fort- 
night ago  when  WCPO-TV 
burlesqued  the  other  outlet's 
Get  on  the  Line,  giveaway 
show  with  the  telephone  gim- 
mick. Spoofing  WLWT, 
WCPO-TV  presented  Get  Off 
the  Hook,  billing  it  as  "the 
giveaway  show  to  end  all 
giveaway  shows."  Station  re- 
ported that  many  viewers 
who  missed  the  burlesque 
have  requested  a  repet^t  per- 
formance. 


Page  10    •  TELECASTING 


f^-^  reel  takes 


JOSEPH  BETZER 

BECAUSE  Sarra  Inc.  sells 
"ideas  along  with  the  film" 
for  television  commercials, 
Joseph  Betzer  spends  more  time  on 
a  20-second  spot  than  on  a  two- 
reeler.  Director  of  film  planning 
for  Sarra,  Chicago — which  means 
he  creates  and  coordinates  sales  on 
television,  slide  films  and  motion 
pictures — Joe  is  convinced  that  the 
best  TV  commercials  provide  moti- 
vation "but  will  never  solve  the 
entire  sales  problem  alone," 

"The  primary  rule  of  all  adver- 
tising is  still  to  know  your  ,  audi- 
ence," and  this  is  the  main  reason 
why  Sarra  retains  a  fulltime  busi- 
ness psychologist  on  its  staff.  He 
and  Joe  confer  closely  on  the  im- 
pact sought  by  the  client  and  that 
which  he  actually  gets  after  the 
job  is  completed. 

Joe  Betzer  has  been  at  Sarra's 
Chicago  office  eight  years,  the  last 
two  as  director  of  film  planning. 
Before  that  he  was  scenario  editor. 
He  works  with  40  persons  in  a  ZV2 
story  mansion  on  the  city's  near 
North  Side.  The  house,  built  by 
Henry  Field  (brother  of  Marshall 
Field)  some  70  years  ago,  offers  a 
wealth  of  facilities  for  production 
needs. 

The  top  floor,  originally  a  pri- 
vate theatre  with  a  large  stage, 
dressing  rooms  and  a  balcony,  has 
been  converted  into  a  shooting 
stage  which  can  accommodate  four 
crews  simultaneously.  The  stage 
is  a  carpenter  shop,  and  three  sides 
of  the  balcony  have  been  removed, 
leaving  the  fourth  for  storage 
space.  Two  other  studios  are  used 
also. 

Headquarters  in  Chicago 

Headquarters  of  the  film  unit  is 
in  Chicago  (other  offices  are  located 
in  New  York  and  Hollywood),  and 
this  is  where  Joe  directs  TV  work 
for  clients,  including  Santa  Fe 
Railway,  Pure  Oil  Co.,  Pepsi  Cola, 
Bulova,  Swift  &  Co.,  Miller  High 
Life,  Amurol,  Chrysler,  Toastmas- 
ter,  O'Cedar,  Taystee,  Gold  Seal  Co. 
and  Blatz  Brewing.  A  series  of 
spots  created  for  Universal  Gas 
Range  recently  were  the  only  video 
commercials  to  be  cited  for  excel- 
lence in  the  1950  Chicago  Feder- 
ated Advertising  Club  Awards  com- 
petition. 

Joe  blends  a  knowledge  of  show 
business,  music,  writing,  produc- 
tion, acting  and  living  into  his  work. 
Born  in  Buffalo,  N.  Y.,  he  lived 
there  until  1939.  In  the  early  '30s 
he  did  announcing  and  acting  at 
WGR  and  WKBW  there. 

While  writing  and  producing 
shows  for  the  radio  division  of  the 
New  York  Dept.  of  Education,  he 
announced  at  WEBR,  handled  sta- 


Mr.  BETZER 

*   *  * 

tion  publicity  and  wrote  straight 
news  and  features  for  the  Buffalo 
Neivs.  The  paper,  which  owned 
WBEN  and  later  bought  WEBR, 
hired  him  as  publicity  director  for 
both  stations,  put  him  in  charge  of 
news  at  each  and  gave  him  com- 
mentary duties.  Later,  to  make  the 
monopoly  complete,  Joe  became  ra- 
dio editor  of  the  paper. 

In  1939,  with  war  looming,  Joe 
transferred  his  writing  and  pro- 
duction efforts  to  motion  pictures, 
working  as  a  civilian  on  training 
and  motivation  films  produced  by 
the  Army  Air  Forces  at  Wright 
Field,  Dayton,  Ohio.  There,  put- 
ting ou*  films  that  were  "drier  than 
dust"  at  first,  he  matched  brains 
with  such  people  as  Hal  Roach  and 
William  Saroyan,  along  with  doz- 
ens of  top-ranking  Hollywood  writ- 
ers and  producers.  When  the  AAF 
unit  was  disbanded  in  1941,  he 
went  to  Sarra. 

Joe  is  married  to  the  former 
Ruth  Steffan  of  Buffalo,  "a  school- 
teacher who  still  teaches  me  things 
every  day."  His  wife  is  in  charge 
of  the  trend  check  department  at 
the  A.  C.  Nielsen  research  firm, 
handling  the  final  analysis  of  radio 
and  television  data  before  it  is 
published. 

Basic  Factors  Stressed 
Some  of  his  conclusions  after 
working  in  the  TV  medium  four 
years:  "We  believe  in  creeping  be- 
fore we  walk,  which  is  why  we 
keep  the  organization  small  and 
specialized  to  give  individual  at- 
tention; film  work  is  not  one  per- 
son's business  but  that  of  a  lot  of 
good  creative  people  working  to- 
gether; you  have  to  stick  to  basic 
appeals  in  all  filming,  and  these 
appeals  are  emotional;  the  quality 
of  regional  and  local  spots  should 
be  just  as  high  as  that  in  commer- 
cials telecast  nationally." 

Insistent  on  quality  production, 
Joe  believes  too  many  advertising 


film  budgets  are  underset.  "Yol 
do  a  client  a  disservice  if  you  tak< 
his  money  and  give  him  a  mass- 
produced,  poor-quality  commercial 
With  only  a  few  seconds  to  sell,  we 
can't  afford  to  have  inferior  qual- 
ity. Television  people  are  learning 
what  the  movie  people  have  had  to 
learn,  and  that  is  that  long  aftei 
the  budget  is  forgotten  the  picture 
on  the  screen  is  still  there.  If  it 
isn't  good,  everybody  suffers." 


Buys  Daytime  Show  on  TV 

CLAIMED  to  be  one  of  largest 
daytime  television  contracts  ever 
written-  for  a  department  store, 
John  Wanamaker's  last  week 
signed  for  11/2  hours  daily,  Mon- 
day-Friday, on  WCAU-TV  Phila- 
delphia, the  station  announced. 

Agreement  was  completed  by 
Lamb  &  Keen  Inc.,  Philadelphia 
agency  which  handles  all  TV  ad- 
vertising for  the  store. 

Agency,  which  said  program  de- 
tails are  still  to  be  completed,  also 
will  produce  the  show  and  plans  to 
combine  shopping  news,  entertain- 
ment and  public  service  features  in 
"a  complete  new  manner." 

Wanamaker's  is  the  third  Phila- 
delphia department  store  to  con- 
tract for  time  over  WCAU-TV. 
Lit  Brothers  sponsors  the  weekly 
Lit's  Have  Fun,  hour-long  variety 
show  Tuesday  morning,  while  N. 
Snellenburg  &  Co.  sponsors  Snel- 
lenburg's  TV  Jamboree,  hour-long, 
daily  live  remote  each  afternoon 
from  the  department  store. 


July  10,  1950 


NBC  Clothes  Bank 

TO  AVOID  the  awful  pos- 
sibility that  an  actor  on 
NCB-TV  might  appear  in 
shoddy  tailoring,  the  network 
last  week  announced  it  was 
organizing  a  "clothes  bank" 
of  latest  men's  fashions.  The 
Men's  Fashion  Guild  will  sup- 
ply a  complete  and  up-to-the- 
minute  wardrobe  to  NBC,  re- 
plenishing such  articles  as 
pass  out  of  style. 
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CTI  STOCK 

16,000  New  Shares  Approved 

COLOR  TELEVISION  Inc.,  San 
Francisco,  contestant  with  RCA 
and  CBS  for  FCC  approval  of  a 
color  TV  system,  will  put  a  new 
stock  issue  on  the  market  during 
the  next  few  weeks,  Arthur  S.  . 
Matthews,  CTI  president,  has  an-  j 
nounced. 

Mr.  Matthews  announced  the 
company  had  received  permission 
from  the  California  Corporation 
Commission  to  issue  16,000  new 
shares  of  Class  A  stock.  The  stock 
will  be  offered  through  Hooker  & 
Fay,  San  Francisco,  at  $10,  and 
will  be  convertible  share  for 
share  into  common.  It  will  be 
callable  at  $11.  The  new  stock 
will  be  entitled  to  a  50-cent  cumu- 
lative dividend  and  thereafter  will 
participate  equally  with  common 
stock. 


HONEVISION 


Zenith  Tells  FCC  Decoder 
Offer  Withdrawn 


jZENITH  Radio  Corp.  has  told  the  FCC  that,  since  the  Commission 
iobviously  didn't  approve,  it  has  withdrawn  its  "contingent  credit"  offer 
|to  manufacturers  for  building  Phonevision  decoder  outlets  into  their  tele- 
ivision  sets  [Telecasting,  June  5,  26]. 
The  company  said  11  other  man- 


ufacturers had  indicated  an  inter- 
est in  installing  the  outlets  but 
ithat  none  had  said  it  planned  to 
participate  in  the  contingent  cred- 
jit  plan,  under  which  Zenith  of- 
ifered  credits  against  possible  fu- 
ture royalties. 

The  assertions  were  made  by 
stItJohn  R.  Rowland,  assistant  to 
Zenith  President  Eugene  F.  Mc- 
Donald, in  response  to  an  FCC  re- 
quest for  additional  information. 
The  Commission  is  holding  up  ac- 
tion on  Zenith's  request  for  ad- 
ditional time  in  which  to  start 
(Phonevision  tests,  pending  a  de- 
cision on  whether  the  company 
-ihas  over-promoted  its  pay-as-you- 
see  TV  system  in  violation  of  con- 
-.ditions  laid  down  by  FCC. 
I  Mr.  Rowland  reiterated  that 
'Zenith  made  its  offer  to  manufac- 
'turers  because  "we  believe  that 
jlby  installing  the  outlets,  the  pub- 
l!ic  would  be  saved  very  substan- 
tial expense  in  the  event  Phone- 
jvision  should  be  ultimately  ap- 
tproved  and  put  into  operation." 
The  cost  of  installation  in  the  fac- 
kory  would  be  between  7  and  254 
[whereas  the  cost  of  adapting  sets 
tlater  would  be  "substantially 
ifereater,"  Mr.  Rowland  noted. 
I  The  Commission  feared  that 
jlZenith's  action  would  mislead  the 
lipublic  into  thinking  that  Phone- 
Jvision  has  been  or  will  be  author- 
tized,  and  pointed  out  that  in  au- 
Ijthorizing  the  tests  FCC  specified 
Ithat  such  an  impression  should  not 
jbe  created. 

!  Cites  Earlier  Letter 

J  Mr.  Rowland  reminded  FCC 
that  Zenith  had  said,  in  an  earlier 
letter,  that  it  would  withdraw  its 
offer  "if  the  Commission  felt  that 
it  is  not  in  the  public  interest  for 
us  to  continue  to  suggest  to  our 
competitors  that  they  help  pro- 
tect the  public  by  equipping  their 
[sets  to  accommodate  Phonevision 
if  and  when  it  is  approved.  .  .  . 

"Your  letter  ...  is  a  clear  in- 
dication that  the  Commission  does 
not  approve  of  our  suggestion  to 
our  competitors.  .  .  .  Accordingly, 
we  are  today  notifying  all  tele- 
vision manufacturers  to  whom  we 
[made  the  offer]  that  such  offer  of 
contingent  credit  is  withdrawn." 

Mr.  Rowland  pointed  out,  how- 
ever, that  the  outlets  themselves 
are  not  patented  and  that  "any 
television  manufacturer  is  entire- 
',  ly  free  to  install  such  outlets  with- 
jout  the  payment  of  any  royalty  to 
Zenith  and  irrespective  of  any 
suggestion  from  Zenith  that  they 
do  so." 

j  He  said  Zenith  will  not  encour- 
jage  the  installation  of  such  out- 
Jlets  by  any  means,  "although  we 
believe  that  our  suggestion  that 
such  outlets  be  installed  was  and 


still  is  in  the  public  interest." 

Re  said  the  following  manufac- 
turers have  indicated  interest  in 
installing  the  outlets:  General 
Electric  Co.,  Emerson  Radio  & 
Television  Co.,  Magnavox,  Strom- 
berg-Carlson,  Stewart-Warner 
Corp.,  Crosley  Div.  of  Avco  Mfg. 
Co.,  Colonial  Div.  of  Sylvania 
Corp.,  Industrial  Television  Inc., 
Wilcox-Gay  Corp.  and  Roffman 
Radio  Corp.  One  other  "major" 
TV  manufacturer,  .he  said,  also 
indicated  interest  but  asked  that 
the  fact  be  kept  confidential. 

Mr.  Rowland  said  some  of  the 
companies  have  conferred  with 
Zenith  and  asked  for  detailed  in- 
formation on  which  to  make  cost 
estimates;  that  Zenith  has  modi- 
fied TV  sets  of  two  manufacturers 
and  installed  outlets  to  demon- 
strate their  feasibility;  and  that 
one  of  the  firms  indicated  a  desire 
to  have  several  sets  equipped  with 
outlets  and  decoder  units  for  dem- 
onstration during  the  Phonevision 
tests. 

No  Agreements  Made 

No  other  arrangements  or  agree- 
ments have  been  made  with  any 
of  these  manufacturers,  he  said. 

Under  the  contingent  credit 
plan.  Zenith  had  offered  to  grant 
credits  at  the  rate  of  254  for  each 
set  equipped  with  a  decoder  out- 
let, the  credit  to  apply  against 
future  royalties  of  504  per  set 
when  and  if  Phonevision  is  ap- 
proved and  if  the  manufacturers 
then  wish  to  obtain  a  license  under 
Phonevision  patents. 

The  decoder  outlets,  it  was  ex- 
plained, are  means  of  "making  ac- 
cessible by  a  plug  connection  or 
similar  means  those  points  of  the 
television  receiver  circuit  to  which 
various  types  of  Phonevision  de- 
coder units  may  require  access  in 
order  that  the  set  and  decoder 
may  function." 

Zenith's  Phonevision  test,  sched- 
uled to  be  held  in  Chicago  for  a 
90-day  period,  was  originally  au- 
thorized to  start  Feb.  8.  Zenith  is 
asking  that  the  start  be  delayed 
until  Oct.  1.  Mr.  Rowland  said 
this  is  "the  date  on  which  we  ex- 
pect that  the  moving  of  our  tele- 
vision experimental  station  to  its 
new  authorized  location  and  the 
installation  of  certain  new  equip- 
ment in  said  station  will  have  been 
completed." 


CBS  Leases  Theatres 

CBS  has  announced  leasing  of 
Town  Theatre  'and  Peace  House, 
both  in  New  York,  for  conversion 
to  television  studios.  Both  will  be 
the  biggest  stage  areas  under  CBS- 
TV  control  in  New  York.  Re- 
modeling is  scheduled  by  mid- 
September. 


CONFERENCE  between  personne[  of  CBS  and  KSL-AM-FM-TV  Salt  Lake 
City,  held  in  the  Utah  capital,  finds  C.  Richard  Evans  (r),  general  manager 
of  the  stations,  telling  of  TV's  progress  there  to  (I  to  r):  Ralph  Pott,  De- 
troit manager,  CBS  spot  sales  division;  Sam  Cook  Digges,  Chicago  manager, 
CBS  TV  spot  sales;  Ivor  Sharp,  executive  vice  president.  Radio  Service  Corp. 
of  Utah  (KSL);  Richard  Elpers,  Los  Angeles  manager,  CBS  spot  sales;  Lamont 
Thompson,  San  Francisco  spot  sales;  Lennox  Murdoch,  director  of  KSL-TV 
operations;  Frank  McLatchy,  soles  manager,  KSL-AM-TV,  and  George  Dun- 
ham, eastern  sales  manager,  CBS  TV  spot  sales. 


Record  Sale 

WHAT  Westinghouse  be- 
lieves to  be  the  largest  single 
order  for  television  receivers 
ever  sold  by  a  retail  dealer 
has  been  made  by  Wick's 
Electrical  Living  Shop,  West- 
inghouse electric  appliance, 
radio  and  TV  dealer  in  Berke- 
ley, Calif.  The  firm,  through 
W.  E.  Wickliffe,  president, 
has  sold  607  sets  for  installa- 
tion in  all  homes  to  be  built 
in  Tareyton  Village,  new  de- 
velopment in  the  residential 
suburbs  of  Oakland.  Deliv- 
ery will  begin  in  mid-August, 
according  to  L.  K.  Devlin  Jr., 
district  radio  and  TV  man- 
ager for  Westinghouse  Elec- 
tric Supply  Co. 

MITCH'S  TV  PITCH 

Admen  To  Hear  BAB  Dir. 

MAURICE  B.  MITCHELL,  direc- 
tor of  NAB's  Broadcast  Advertis- 
ing Bureau  and  creator  of  "Mitch's 
Pitch,"  basic  sales  story  of  radio, 
will  introduce  the  "Mitch's  Pitch 
of  Television"  at  the  July  11 
luncheon  of  the  Advertising  Club 
of  Washington,  D.C.,  in  the  Statler 
Hotel. 

For  the  first  time,  Mr.  Mitchell 
will  tell  the  basic  story  of  TV, 
titled  "Television:  20th  Century 
Tool  for  Advertisers."  His  pres- 
entation will  be  a  report  on  the 
fundamentals  of  the  medium  and 
how  these  can  be  used  to  move 
goods  and  sell  services. 


THEATRE  VIDEO 

SulliYan  Cites  FCC  Stand 

CLARIFICATION  of  FCC's  posi- 
tion in  its  anticipated  theatre  tele- 
vision proceeding  was  made  by 
Gael  Sullivan,  executive  director 
of  Theatre  Owners  of  America,  in 
releasing  last  week  his  exchange 
of  correspondence  on  the  issue 
with  FCC  Chairman  Wayne  Coy. 

Mr.  Sullivan  explained  he  had 
been  assured  by  Chairman  Coy 
that  FCC  does  have  authority  to 
allocate  channels  exclusively  to 
theatre  TV  use  if  sufficient  public 
interest  is  met.  Chairman  Coy 
also  told  the  theatre  executive 
there  is  no  present  inclination  on 
the  part  of  FCC  to  vacate  tele- 
casters  from  the  VHF  and  make 
these  channels  available  to  other 
services,  but  rather  to  open  up  the 
URF  to  add  new  room  to  the  exist- 
ing structure.  Mr.  Sullivan  said 
the  FCC  chairman  could  not  give  a 
specific  date  when  the  theatre  TV 
hearing  might  get  underway  but 
indicated  TOA  is  hopeful  it  will 
before  the  end  of  this  year. 

Mr.  Sullivan  said  he  had  written 
Chairman  Coy  on  these  three 
topics  because  considerable  confu- 
sion had  arisen  in  that  industry 
regarding  the  FCC's  position  on 
the  issues. 


WTVJ  (TV)  Miami,  Fla.,  claimed  rec- 
ord for  results  when  orders  for  tele- 
cast product  ran  to  $3,594  at  end  of 
half -hour  film  show  sponsored  by  Nat- 
ural Foods  Institute  of  Olmstead  Falls, 
Ohio. 


'Black  Screen'  TV 

A  CAMBRIDGE,  England,  firm 
has  announced  development  of 
"black  screen  television."  The 
unit  is  so  named  because  the  dark 
areas  of  the  TV  picture  are  for 
the  first  time  rendered  really 
black,  the  firm  claims.  A  plastic 
filter  is  mounted  in  front  of  the 
cathode  ray,  heightening  picture 
image  contrasts  on  the  screen  and 
cutting  out  flicker  and  eyestrain, 
the  announcement  said. 
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Telestatus 


(Continued  from  TelecasthiQ 

r  p.  8) 

for  the  period  June 

1-7  in  the  cities 

covered  follow: 

BOSTON 

Once-A-Week 

Shows 

Program  Average 

Rating 

June 

May 

Texaco  Star  Theatre 

57.8 

60.4 

Godfrey    &    His  Friends 

52.8 

55.5 

Saturday    Night  Revue 

47.9 

44.0 

Toast  of  the  Town 

44.0 

46.8 

Stop   The  Music 

41.8 

4S.3 

Red  Sox  vs.  Chicago 

40.9 

Super  Circus 

38.5 

Red  Sox  vs.  Chicago 

36.4 

Red  Sox  vs.  Cleveland 

35.4 

Suspense 

34.5 

Multi-Weekly 

Shows 

Program 

Average 

Rating 

June 

May 

Baseball 

29.3 

22.1 

Camel  News  Caravan 

24.0 

24.8 

Howdy  Doody 

23.8 

24.2 

Lucky  Pup 

22.7 

23.2 

Small   Fry  Club 

21.8 

21.8 

Song  Hits  (6:45) 

20.9 

21.6 

Mohawk  Showroom 

19.5 

23.3 

Kukla,   Fran   &  OIlie 

19.3 

21.7 

Godfrey  &  His  Uke 

18.5 

17.2 

Song   Hits  (7:15) 

16.4 

18.2 

CINCINNATI 

Once-A-Week 

Shows 

Program 

Average 

Rating 

June 

May 

Texaco   Star  Theatre 

45.0 

56.1 

Godfrey   &   His  Friends 

38.9 

40.8 

Reds  vs.  New  York 

38.4 

33.8 

TV  Teen  Club 

35.8 

36.8 

Reds  vs.  New  York 

38.1 

Toast  of  the  Town 

34.1 

Cavalcade  of  Stars 

33.4 

31.8 

Reds  vs.  Boston 

32.5 

35.5 

Dugout  Dope 

31.5 

Know  Your  Fans 

31.5 

Six  Gun  Theatre 

Howdy  Doody 

Home  Theatre* 

Paul  Dixon's  Music  Shop** 

Camel   News  Caravan 

Kukla,  Fran  &  OIlie 

Mohawk  Showroom 


18.4 

19.5 

13.3 

15.6 

12.0 

11.8 

13.3 

1 1 .0 

12.8 

10.9 

14.4 

10.2 

12.7 

Te-Ve 


13.2  Mon.-Sun. 
12.2  Mon.-Sat. 


CLEVELAND 
Once-A-Week  Shows 


Godfrey  &  His  Friends 
Texaco  Star  Theatre 
Toast  of  the  Town 
Godfrey's    Talent  Scouts 
Stop  the  Music 
Super  Circus 
Silver  Theatre 
Blind  Date 
Ford  Theatre 
Wrestling 


Program  Average 

Rating 

June 

May 

58.0 

59.1 

50.4 

50.5 

45.4 

42.1 

45.0 

43.8 

43.9 

46.9 

43.0 

36.9 

38.3 

36.0 

33.8 

35.8 

33.5 

39.7 

Multi-Weekly  Shows 


Captain  Video 
Howdy  Doody 
Magic  Cottage 
Kukla,   Fran  &  OIlie 
Small  Fry  Club 
Cactus  Jim 
Uncle  Jake 

Camel  News  Caravan 
Mohawk  Showroom 
Lucky  Pup 


Program 

Average 

Rating 

June 

May 

21.5 

20.0 

18.9 

18.1 

18.5 

18.8 

17.5 

19.3 

16.6 

17.3 

16.1 

16.0 

18.7 

15.6 

18.5 

15.3 

16.5 

13.9 

16.5 

DAYTON 
Once-A-Week  Shows 


Multi-Weekly 


Baseball 
Captain  Video 
Six,  Gun  Playhouse 


Shows 
Program  Average 
Rating 
June  May 
32.0  29.5 
21.2  24.0 
20.8  20.9 


Program 

Average 

Rating 

June 

May 

Stop  the  Music 

52.2 

56.5 

Godfrey   &   His  Friends 

46.5 

49.2 

Toast  of  the  Town 

45.7 

49.5 

Suspense 

40.0 

35.0 

Hopalong  Cassidy 

39.5 

39.0 

Cavalcade  of  Bands 

39.3 

38.3 

Wrestling 

38.0 

40.9 

Ford  Theatre 

36.0 

Cavalcade  of  Stars 

35.8 

Man   Against  Crime 

33.0 

Reds  Baseball 


Multi-Weekly  Shows 

Program  Average 
Rating 
June  May 


24.4 


^  Hits  the  SPOT  with 
Your  SPOT  Sponsors 


20.6 


m 

i 

* 

i 

s 

m 
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H  ERE'S  SPOT  appeal  for  both  viewers  and  spon- 
sors .  .  .  20-SECOND  and  1-MINUTE  television 
spots,  including  HOT  news,  SPOT  pictures  and 
your  client's  message.  .  .  .  Spots  that  hold  audi- 
ence interest  through  station  breaks,  available 
hourly  with  newspictures  hot  off  the  Telephoto 
wires.  .  .  .  Completely  produced  in  local  Acme 
bureaus,  ready  to  go  on  the  air. 


Other  timely,  trouble-free  TV  picture  shows  produced  by  Acme  Telephoto, 
all  5  minutes  daily,  on  35-mm.  filmstrip,  balop  cards  or  in  print  iorm: 

NEWS    WEATHER    BASEBALL  WOMEN 

For  full  information  on  HOT  SPOT  service  and  other  Acme 
TV  shows,  check  your  choices,  tear  off  and  mail  to: 


^3 

m 

i 


i 

il 


m 


ACME  TELECTRONIX 

Division  of  NBA  Service,  Inc.    1200  W.  Third  St    Cleveland  0. 


"Have  a  tough  day  at  the  TV  set, 

dear?' 

Dayton   Indians  Baseball 

21.8 

Mohawk  Showroom 

19.8 

21.5 

Camel  News  Caravan 

19.6 

23.3 

Captain  Video 

19.5 

17.3 

Kukla,   Fran  &  OIlie 

19.5 

25.3 

CBS-TV  News 

18.5 

18.4 

Howdy  Doody 

16.4 

21.0 

Magic  Cottage 

15.7 

20.5 

Snarky 

14.1 

LOS  ANGELES 

Once-A-Week 

Shows 

Program 

Average 

Rating 

June 

May 

Texaco  Star  Theatre 

31.4 

30.1 

Hopalong  Cassidy 

24.7 

29.8 

Alan   Young  Show 

24.5 

The  Movies 

23.9 

25.3 

Toast  of  the  Town 

21.9 

23.6 

Suspense 

21.0 

Movietown:  RSVP 

20.8 

24.5 

Fred  Waring 

20.5 

23.1 

Godfrey    &    His  Friends 

20.1 

21.4 

Triple  Theatre 

19.3 

Star  Spangled  Revue 

19.3 

Multi-Weekly  Shows 


Time  for  Beany 
Cowboy  Thrills* 
Baseball 
Handy  Hints 
Cyclone  Malone 
Newsreel   (10  p.m.) 
Wheeler   &  Rourke 
Here's  Hawthorne** 
Newsreel   (7  p.m.) 
Newsreel    (7:30  p.m.) 


Prograrr 

1  Average 

Rating 

June 

May 

17.9 

18.4 

15.5 

17.1 

14.6 

17.6 

11.7 

14.7 

10.5 

9.6 

9.1 

9.9 

8.0 

8.4 

7.9 

10.6 

7.8 

*  14.8  Mon.-Sat. 
**   8.0  Mon.-Sat. 


NEW  YORK 


Once-A-Week 

Shows 

Program 

Average 

Rating 

June 

May 

Texaco  Star  Theatre 

53.6 

62.3 

Godfrey's  Talent  Scouts 

30.6 

40.2 

Toast  of  the  Town 

30.2 

41.4 

The  Goldbergs 

29.2 

44.2 

Saturday   Night  Revue 

28.6 

34.2 

Studio  One 

27.3 

34.7 

Godfrey    &    His  Friends 

26.8 

30.6 

Yankees  vs.  Chicago 

26.1 

Phiico   TV  Playhouse 

25.5 

32.2 

Stop  the  Music 

23.6 

Multi-Weekly 

Shows 

Program 

Average 

Rating 

June 

May 

Howdy  Doody 

16.8 

22.4 

Yankee  Baseball  Games 

15.8 

19.8 

Captain  Video* 

11.6 

14.4 

Children's  Theatre 

10.5 

10.8 

Camel  News  Caravan 

10.1 

12.2 

Junior  Frolics** 

10.1 

13.6 

Kukla,   Fran   &  OIlie 
Lucky  Pup 

9.7 

11.6 

9.4 

13.3 

Wendy  Barrie 

8.0 

Mohawk  Showroom 

7.2 

11.5  Mon.-Sat. 
8.9  Mon.-Sun. 


PHILADEtPHIA 
Once-A-Week  Shows 


Texaco  Star  Theatre 
Godfrey   &   His  Friends 
Godfrey's   Talent  Scouts 
Toast  of  the  Town 
Stop  the  Music 


Program  Average 
Rating 
June  May 
57.3  62.0 
48.5  52.9 
43.5  50.8 
42.1  46.4 
41.5  41.6 


Kraft  TV  Theatre 

34.4 

41.; 

Fireside  Theatre 

31.3 

3S.( 

Ford  Theatre 

31.3 

35.; 

Phi  IrA    TV  PI#iwhnticA 

30.5 

Silver  Theatre 

30.3 

36.1 

Multi-Weekly 

Shows 

Program  Averagt 

Rating 

May 

Frontier  Playhouse* 

28.0 

30.8 

Athletics   Baseball  Gomes 

27.7 

24.1 

Howdy  Doody 

24.4 

25.2 

Kukla,  Fran  &  OIlie  . 

18.5 

22.4 

Hollywood  Playhouse 

14.2 

13.1 

Godfrey  &  His  Uke 

13.5 

16.0 

Camel  News  Caravan 

13.1 

16.5 

Mohawk  Showroom 

12.8 

17.7 

Judy  Splinters 

11.7 

12  J 

Girl  Next  Door 

11.7 

*  24.5  Mon.-Sun. 

WASHINGTON, 

D.  C. 

Once-A-Week 

Shows 

Program 

Average 

Rating 

June 

May 

Texaco   Star  Theatre 

42.8 

47.3 

Toast  of  the  Town 

42.4 

32.9 

Godfrey  &  His  Friends 

40.8 

42.3 

Fred  Waring 

31.4 

25.3 

Senators  vs.  Detroit 

28.1 

Godfrey's  Talent  Scouts 

26.3 

31.5 

Senators  vs.  St.  Louis 

25.9 

Senators  vs.  Detroit 

25.6 

29.6 

Aldrich  Family 

24.8 

Stop  the  Music 

23.9 

31.8 

Multi-Weekly  Shows 


Baseboll 

Kukla,   Fran  &  OIlie 
Howdy  Doody 
Camel  News  Caravan 
Mohawk  Showroom 
Judy  Splinters 
Frontier  Theatre* 
Captain  Video** 
Circle  4  Roundup 
Lucky  Pup 


Program 

Average 

Rating 

June 

May 

22.2 

25.3 

16.4 

15.2 

14.5 

12.3 

13.8 

12.8 

13.7 

12.7 

13.0 

10.2 

10.8 

13.1 

10.2 

11.8 

10.1 

10.0 

10.3 

11.0  Mon.-Sat. 
10.2  Mon.-Thu.-Sat. 


'WHO'S  AFRAID?' 

'Fortune'  Looks  at  Video 


TELEVISION  has  fulfilled  the 
promise  it  gave  of  being  the  great- 
est commercial  novelty  since  the 
development  of  radio,  and  now  the 
question  is  what  impact  this  power- 
ful new  medium  is  having  on  other 
industries,  particularly  those  with 
which  it  appears  to  be  in  more  or 
less  direct  competition. 

This  opinion  of  TV's  impact  on 
competitive  entertainment  is  con- 
tained in  an  article  titled  "TV — 
Who's  Afraid?"  which  appears  in 
the  July  issue  of  Fortune  magazine. 
The  article  points  out  that  in  spite 
of  arguments  that  TV  is  destined 
to  make  radio  obsolete,  the  radio 
industry  only  recently  reached  the 
crest  of  its  career. 

Citing  the  difficulty  in  getting 
"a  line  on  television,"  the  article 
said  the  average  owner  has  had 
his  set  for  only  about  six  months. 
"No  really  consistent  pattern  of 
habits  and  preferences,  nor  of  di- 
vision of  time  and  money  between 
TV  and  other  forms  of  entertain- 
ment, has  yet  been  discovered,"  it 
was  stated. 


Film  cutter- editor  wanted  for  TV 
department  Washington,  D.  C.  station. 
Only  experienced  men  with  good  picture 
judgment  need  apply.  $275  to  start. 
Send  picture  and  full  qualifications  first 
letter.  Box  709F,  BRO.^DCASTING. 
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SET  COMPLAINTS 

N.  Y.  BBB  Plans  Standards 

^RISING  public  complaints  over  ad- 
trertising  and  sales  practices  of  a 
minority  of  TV  set  dealers  and 
sei-vicemen  in  metropolitan  New 
[York  has  started  a  campaign 
bo  elevate  standards  within  the  in- 
dustry, and  to  educate  the  public 
Ln  respect  to  present  limitations  of 
ilV  reception. 

I  A  meeting  of  900  TV  dealers, 
balled  by  the  city's  Better  Business 
Bureau  on  June  28,  heard  repre- 
sentatives of  manufacturers,  dis- 
tributors, dealers,  service  organi- 
sations and  the  metropolitan  press 
(pledge  the  cooperation  of  their  re- 
spective groups. 

The  bureau's  president,  Hugh  R. 
Jackson,  reported  2339c  increase  in 
complaints  concerning  radio  and 
ITV  in  the  first  five  months  of  1950, 
as  compared  to  the  same  period  in 
1949.  "Yet  the  number  of  televi- 
oion  sets  in  use  in  this  area  during 
::he  same  period  increased  by  only 
1109c,"  he  said. 

'  To  correct  abuses  within  the 
industry,  the  bureau  presented  a 
set  of  standards  for  advertising, 
Selling  and  servicing  of  radios, 
television  and  home  appliances.  To 
inform  the  public  of  the  limitations 
of  TV  reception,  the  bureau  pre- 
sented a  booklet,  "Things  You 
Should  Know  About  the  Purchase 
and  Servicing  of  Television  Sets." 

Copies  are  available  to  manu- 
facturers and  distributors  for  pub- 
lic distribution  at  7  cents  a  copy 
in  lots  of  25,  or  $50  per  1,000  copies. 
Individuals  may  purchase  copies 
for  10  cents.  All  requests  should  be 
addressed  to  the  Better  Business 
Bureau  of  New  York  City. 

Robert  C.  Sprague,  president  of 
Radio-Television  Mfrs.  Assn.,  told 
the  group  "the  board  of  directors 
and  the  membership  of  RTMA  are 
fully  behind  the  broad  objectives 
jof  this  organized  program." 


KMTV  Drops  DuMont 

KMTV  (TV)  Omaha  will  resign  its 
affiliation  with  DuMont  Television 
Network  in  September,  coincident 
with  interconnection  of  radio  relay 
and  coaxial  cable  facilities,  Owen 
Saddler,  KMTV  general  manager, 
has  announced.  KMTV  also  is  af- 
filiated with  ABC-TV  and  CBS-TV. 
Mr.  Saddler  said  that  "doing  busi- 
ness with  a  third  network  would 
be  untenable  unless  we  cancelled 
almost  all  our  local  programs."  He 
cited  surveys  tending  to  prove  that 
local  productions  "are  more  popu- 
lar than  any  network  feature  we 
have  carried  to  date." 


TV  production  assistant,  experienced, 
for  Washington,  D.  C.  station.  Salary 
$300-?350  depending  on  background  and 
ability.  Excellent  future  for  good  idea 
man  with  real  creative  talent.  Send 
picture  and  full  qualifications  in  first 
letter.    Box    708F,  BROADCASTING. 


Estimated  Areas  Covered  by  Television  1950 


The  '61  Market 

(Continued  from  Telecasting  p.  2) 

ample;  a  large  station  would  have 
ample  studio  facilities,  full  equip- 
ment for  remote  pickup.  A  small 
station  would  have  the  minimum 
facilities  necessary  for  maintain- 
ing operation.  The  medium  would, 
of  course,  fall  in  between  the  large 
and  small. 

The  tabulation  on  Telecasting 
p.  2  shows  estimated  growth  of 
TV  transmitting  facilities  over 
the  10-year  period  ending  Jan.  1, 
1961.  The  figures  show  stations 
to  be  added. 


Black  circles — 1950  areas 

Semi-black  circles — areas  added  through 

White  circles — areas  added  1956  through 


Number  of  Areas 
Number  of  Stations 


1955 
1960 

1950 
64 
109 


1955 
241 
523 


1960 
297 
666 


WSAZ-TV  RELAY 

FCC  Grants  Private  Link 

PRIVATE  intercity  TV  microwave 
radio  relay  was  granted  to  WSAZ- 
TV  Huntington,  W.  Va.,  by  FCC 
last  Thursday  to  pickup  programs 
from  all  three  Cincinnati  TV  sta- 
tions. 

In  granting  the  private  link, 
FCC  noted  that  regular  AT&T 
facilities  would  not  be  available 
until  late  1951  or  in  1S52.  The 
authorization  was  made  conditional 
upon  the  Commission's  policy  to 
permit  private  relays  to  operate 
until  such  time  as  regular  common 
carrier  service  can  be  obtained. 
FCC  indicated  the  link  should  not 
have  to  be  operated  more  than  two 
years  and  reminded  "WSAZ-TV  to 
consider  this  in  amortizing  its  in- 
vestment. 

One  relay  facility  was  granted 
to  operate  on  2025-2042  mc  with 
visual  power  of  10  w  while  another 
was  granted  to  operate  on  895  mc 
with  aural  power  of  10  w.  The  re- 
lay will  be  located  in  Greenup 
County,  Ky.  near  Portsmouth,  Ohio. 
WSAZ-TV,  in  operation  since  last 
November,  is  assigned  Channel  5 
(76-82  mc).  It  is  affiliated  with 
NBC,  ABC,  CBS  and  DuMont  TV 
networks. 


Sign  SDG  Pacts 

APEX  FILM  Corp.,  and  Roland 
Reed  Productions,  both  of  Holly- 
wood, have  signed  television  pro- 
ducer's contracts  with  Screen  Di- 
rectors' Guild  of  America.  Pro- 
ducers, under  contract  agreement, 
can  secure  services  of  film  direc- 
tors on  terms  they  can  afford. 


Church  Resolution 

GENERAL  COUNCIL  of  the  Con- 
gregational Christian  Churches, 
meeting  in  Cleveland  fortnight  ago, 
passed  a  resolution  calling  upon 
the  Senate  Interstate  Commerce 
Committee  and  appropriate  com- 
mittees of  the  House  of  Represent- 
atives "to  investigate  forthwith 
the  problem  of  television  program- 
ming with  a  view  to  appropriate 
legislation."  Resolution  also  calls 
upon  the  FCC  "promptly  to  move 
or  revoke  licenses  where  programs 
of  indecent  or  harmful  content 
have  been,  or  are,  being  broad- 
cast." 


U.  S.  DEVICES  Corp.,  South  Plain- 
field,  N.  J.,  announces  introduction  of 
its  new  antenna  rotator. 


nothing  but  smiles 
under  our  umbrella! 


Fought  Study 


BILLION  DOLLAR  QUESTIONS 
ABOUT  TELEVISION.  Prepared  and 
published  by  The  Faught  Co.  Inc.,  New 
York.  79  pp.  S.25. 

THIS  is  a  pocket-size  edition  of 
what  was  first  printed  as  a  private 
study  at  $5  per  copy.  Now  in  its 
third  printing,  the  documentary 
study  of  video  includes  chapters  on 
thinking  about  television,  its  eco- 
nomic iron  curtains,  how  will  it 
fit  into  our  national  economy,  its 
relation  to  advertising  economics 
and  a  survey  of  several  socio-eco- 
nomic segments  of  society  (educa- 
tion, sports,  the  movies,  etc.)  as 
they  pertain  to  the  medium. 


HOLLAND 


LIONAKD  A.  VERSLUIS  STATIONS 
HY  ML  STEED.  MANAGER 


KALAMA2B0 


nm-pm-Tv 

REPRESENTED  Bf 
JOHN  E.  PEARSON  CO. 


THESE  GREAT  MARKETS 
0\E  MILLION  PEOPLE  .  .  . 
lOOK  FOR  TV  FROM 

UIMU-TU 

GRAND  RAPICS.  CHANNEL  7 
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SAFE  TEST 

KPIX  Brings  Lok-Tite  Sales 

THE  SALES  power  of  TV  has 
been  effectively  proven  for  a 
safe  manufacturing  concern  that 
bought  a  15-minute  test  program 
on  KPIX  (TV)  San  Francisco  and 
found  people  lined  up  to  buy  safes 
at  the  start  of  business  the  follow- 
ing day. 

The  Lok-Tite  Safe  Co.  of  Oak- 
land took  over  one-time  sponsor- 
ship of  KPIX's  What's  on  Your 
Mind  show,  a  mentalist  act  con- 
ducted by  Sandy  Spillman,  the  sta- 
tion's program  director  who  also 
is  an  amateur  magician.  Show 
was  built  around  Mr.  Spillman's 
reading  of  the  contents  of  an  en- 
velope secured  in  a  Lok-Tite  Safe, 
with  the  safe  prominently  dis- 
played, discussed  and  demonstrated 
throughout  the  act. 

The  following  day,  the  safe 
manufacturer  reported,  seven 
people  were  waiting  to  buy  safes 
when  the  store  opened  for  business. 
A  building  contractor  placed  an 
order  for  75  safes  shortly  after  the 
doors  opened.  All  said  they  had 
been  introduced  to  the  safes  and 
sold  on  the  idea  of  buying  during 
the  KPIX  telecast.  Other  cus- 
tomers and  prospects,  interested 
through  the  TV  showing,  continued 
to  come,  the  company  reported. 


New  TV  Sets 

ALLEN  B.  DuMONT  Labs  and 
RCA  Victor  introduced  new  televi- 
sion models  in  New  York  show- 
ings last  week.  Highlight  of  the 
DuMont  line,  shown  at  a  national 
distributor  sales  convention  in  the 
Pierre  Hotel,  was  a  30-inch  direct- 
view  receiver,  providing  a  "home- 
movie"  size  picture.  Tube  will  be 
ready  for  delivery  in  September, 
DuMont  officials  announced.  No 
price  has  been  set  yet.  At  a  dealer 
showing  in  the  Barbizon-Plaza 
Hotel,  RCA  Victor  presented  a 
new  line  of  18  TV  models,  said  to 
be  $40  to  $225  lower  than  previous 
receivers. 


NON-TECHNICAL  brochure  CForm 
2R-6301)  describing  RCA's  TV  anten- 
naplex  system,  has  been  published  and 
is  available  on  request  from  Sound 
Products  Section  of  RCA  Engineering 
Products  Dept.,  Camden,  N.  J. 


ATLAS  FILM  CORPORATION 

ESTABLISHED  1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 


1111  SOUTH  BOULEVARD 
Oak  Park,  Illinois 


CHICAGO: 


AUSTIN  "7-8620 


CONSULTING  on  plans  for  developing  multiple  antenna  facilities  for  five 
separate  New  York  TV  stations  on  New  York's  Empire  State  Tower  are  (I  to  r) 
Dr.  Frank  G.  Kear,  Kear  &  Kennedy,  consultant  representing  the  Empire 
State  BIdg.;  C.  W.  Lyon  Jr.,  executive  vice  president.  Empire  State  BIdg., 
and  W.  W.  Watts,  vice  president  in  charge  of  RCA's  Engineering  Products 
Dept.  The  super-antenna  project,  contracted  by  RCA,  Empire  State  Inc.  and 
NBC,  is  planned  to  provide  facilities  for  WCBS-TV,  WABD  (TV),  WJZ-TV, 
WPIX  (TV),  WNBT  (TV)  and  WNBC-FM,  WJZ-FM  and  WCBS-FM. 


EDUCATION  GOAL 


Walker  Urges  Early 
TV  Action 


THE  next  few  months  will  be  crucial  months  for  the  educators  insofar 
as  their  participation  in  radio  and  television  is  concerned  and  it  is  im- 
perative that  the  educator  now  make  plans  so  that  he  can  make  an 
impressive  claim  for  a  part  of  the  radio  spectrum  for  educational  tele- 
vision. ★  


This  opinion  was  voiced  by  Paul 
A.  Walker,  vice  chairman  of  the 
FCC,  speaking  last  Thursday  at  the 
fourth  annual  Institute  of  Radio- 
Audio- Visual  Education  at  the 
Massachusetts  School  of  Art  in 
Boston. 

Discussing  "New  Goals  in  Edu- 
cational Radio  and  Television," 
Comr.  Walker  said  educational 
planning  groups  such  as  the  Boston 
institute  should  also  carry  on  an 
aggressive  campaign  to  inform  ed- 
ucators all  over  the  country  of  the 
potentialities  of  educational  FM 
and  television  and  urged  that  they 
take  immediate  advantage  of  the 
opportunities  which  are  available 
to  them. 

Pointing  to  FM  as  a  teaching 
aid,  Comr.  Walker  said:  "Many 
educators  tell  us  that  they  are 
waiting  for  further  commercial  FM 
development  and  the  availability  of 
more  sets  before  they  build  their 
own  stations.  I  don't  think  they 
ought  to  wait.  I  think  they  should 
do  their  part  to  put  programs  on 
the  air  and  give  people  an  incentive 
to  purchase  FM  sets.  However, 
there  is  no  question  that  an  accel- 
eration of  commercial  FM  sets 
would  help  the  educational  sta- 
tions." 

Turning  to  the  tape  recorder,  he 
said  its  possibilities  as  a  teaching 
aid  are  just  beginning  to  be  tested. 
"This  device  is  solving  the  dilemma 
of  how  schools  can  integrate  into 
their  classroom  teaching  and  at 
their  own  convenience  the  programs 


they  desire  from  both  commercial 
and  non-commercial  broadcasting. 
Much  of  this  valuable  material  has 
therefore  been  lost  to  the  schools. 
.  .  .  Tape  recording  opens  up  ex- 
citing new  vistas  for  the  exchange 
of  the  cream  of  educational  ma- 
terial between  schools  all  over  the 
nation." 

On  the  international  scene,  the 
Commissioner  observed,  the  strug- 
gle to  reach  men's  minds  via  radio 
is  daily  increasing  in  momentum 
and  intensity. 

Comr.  Walker  noted  that  a  group 
of  senators  has  proposed  a  vast 
expansion  of  the  Voice  of  Amer- 
ica's broadcasting  program  envi- 
sioning a  "Marshall  Plan  of  Ideas." 
This,  he  said,  would  be  a  worldwide 
network  to  carry  the  American 
message  into  "every  radio  receiver 
in  the  world."  Another  proposal  be- 
fore the  Senate,  he  stated,  would 
supplement  the  Voice  of  America 
with  the  "Vision  of  America" — a 
system  of  worldwide  TV  networks. 

"In  these  crucial  days  since  Pres- 
ident Truman  ordered  our  forces 
into  Korea,"  Comr.  Walker  de- 
clared, "this  whole  matter  of  peo- 
ples understanding  peoples  is 
brought  more  sharply  into  focus. 
We  are  made  to  feel  more  strongly 
than  ever  that  if  people  every^vhere 
could  know  and  understand  the 
story  of  American  democracy  and 
of  the  sincerity  of  our  intentions, 
we  would  make  long  strides  toward 
improving  the  chances  for  an  or- 
derly world." 


BATSON  REJOINS 

Dawson  Resigns  NAB  Post 

CHARLES  A.  BATSON,  for  the 
last  year  assistant  director  of 
Broadcast  Advertising  Bureau  in 
New  York,  returned  to  NAB  Wash- 
ington headquarters  Monday  as 
director  of  the  Television  Dept 
He  succeeds  G.  Emerson  Markham, 
resigned  [Telecasting,  June  26]. 

Mr.  Batson  directed  NAB  com- 
pilation of  data  on  construction  and 
operation  of  TV  stations,  based  or 
a  nationwide  study,  and  conducted 
TV  clinics  at  the  1948  NAB  district 
meetings.  He  is  slated  to  conduct 
clinics  at  many  of  the  district 
meetings  which  open  in  Seattle 
Aug.  14  [Broadcasting,  July  3]. 

James  Dawson,  for  three  years 
assistant  director  of  public  affairs 
at  NAB,  resigned  last  week.  Mr. 
Dawson  had  gone  to  NAB  from 
WFBC  Greenville,  S.  C,  where  he 
had  been  director  of  public  interest 
programs  and  news  editor.  He 
had  served  four  years  in  the  Navy, 
retiring  with  rank  of  commander. 


ENGINEERING  DATA 

Helt  Book  Details  Phases 

PRACTICAL  TELEVISION  ENGINEER- 
ING. By  Scott  Helt.  New  York:  Murray 
Hill  Books  Inc.  $7.50. 

THE  WORKINGS  of  television, 
from  components  through  trans- 
mitting and  receiving,  are  explained 
fully  for  manufacturing  and  sales 
engineers,  broadcast  technicians, 
students  and  technical  workers  in 
the  electronic  field. 

Mr.  Helt  is  connected  with  the 
Research  Division  of  Allen  B.  Du- 
Mont Labs,  and  is  instructor  in 
charge,  principles  and  practice  of 
television,  at  Columbia  U. 

Theoretical  and  practical  aspects 
are  covered  in  a  plainly  written 
style,  with  circuits,  construction 
and  performance  of  all  parts  of 
the  television  system  explained. 
Specific  topics  covered  include 
lenses,  lighting,  tubes,  oscillo- 
graphs, camera  tubes,  synchroniz- 
ing generators,  video  amplifiers, 
regulated  power  supplies  and  re- 
lated items. 


Farm  Video 

MAL  HANSEN,  farm  direc- 
tor at  WOW-AM-TV  Omaha, 
seems  to  be  "WOW-ing" 
farmers  within  TV  range  of 
the  city,  according  to  Bill 
Wiseman,  station's  research 
director.  Mr.  Wiseman  re- 
ports that  a  rural  route  mail 
carrier  check  shows  WOW- 
TV  serves  at  least  5%  of 
nearly  45,000  farm  homes  in 
its  60-mile  range.  He  esti- 
mates that  2,300  farm  fam- 
ilies who  now  view  WOW-TV 
shows  own  almost  10%  of 
total  TV  sets  in  area.  Check 
also  revealed  TV  antennas 
visible  from  highways  along 
18  typical  rural  mail  routes 
in  six  Iowa,  five  Nebraska 
and  one  Missouri  counties. 
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ELEVISION  INDEX 


Sener  To  Report  on  Survey 

lESULTS  of  a  recent  Television 
ndex  project  conducted  in  Los 
!',Lngeles  by  the  U.  of  Southern 
:;alifornia,  Los  Angeles,  will  be 
liscussed  and  demonstrated  Tues- 
lay  at  a  meeting  of  the  Television 
committee  of  Los  Angeles  Cham- 
ler  of  Commerce  by  William  H. 
>ener,  head  of  USC  radio  depart- 
aent  v/ho  supervised  the  survey. 

Mr.  Sener  will  show  by  charts 
md  various  breakdowns  what  the 
urvey  showed  on  "how  much  of 
vhat  is  appearing  on  television." 
nf ormation  will  include  TV  trends, 
■ating  of  live  versus  filmed  shows, 
nost  prevalent  commercial  tech- 
liques,  most  widely  used  program 
hemes  and  formats. 


t.  A,  INVESTMENT 

Gock  dies  TV  Growth 

iItELEVISION  investments  in 
Southern  California  now  exceed 
^200  million  and  the  industry  em- 
bloys  in  excess  of  6,500  persons 
with  total  annual  payroll  of  $22 
million,  A.  J.  Gock,  president  of 
Los  Angeles  Chamber  of  Com- 
a  i^ierce,  disclosed  last  week.  Mr. 
iGock  also  is  chairman  of  board  of 
jthe  Bank  of  America. 
[  "Never  has  any  new  enterprise 
pit  Los  Angeles  as  hard,  as  fast 
and  with  such  widespread  benefits," 
pie  declared. 

Making  his  disclosures  in  con- 
ection  with  the  celebration  of 
(['Television  Month"  which  ends 
'July  15,  Mr.  Gock  pointed  out  that 
pnO  million  had  been  expended  by 
565,000  residents  for  TV  receivers 
jduring  the  past  three  years.  He 
''quoted  estimates  from  the  Electric 
jLeague  of  Los  Angeles  to  the  effect 
[that  set  ownership  will  reach  ap- 
proximately 750,000  by  the  year's 
tend. 

j  Citing  other  figures,  Mr.  Gock 
|;declared  that  In  excess  of  $12 
'million  in  capital  investment  has 
ilbeen  expended  by  the  seven  Los 
Angeles  TV  stations. 


FLYING  SAUCER? 

j         WHAS-TV  Shows  Films 

1^  

PREMIER  showing  of  flying 
saucers — if  such  things  do  exist — 
was  presented  June  28  by  WHAS- 
TV  Louisville  on  the  station's 
j  regular  local  newsreel.  Moving 
j:  pictures  of  a  disk  that  so  far  has 
defied  official  explanation  were 
shown  on  the  WHAS-TV  news  at 
6:30  p.m.  and  again  on  the  sign- 
off  news. 

1     Films    of   the    "saucers"    were  ■ 
taken   by   Al   Hixenbaugh,  staff 
photographer    for    the  Louisville 

\  Times  and  freelancer  for  WHAS- 
TV.  Mr.  Hixenbaugh  got  the  shots 
while  out  on  a  TV  news  assignment. 

Mr.  Hixenbaugh  reported  he 
suddenly  heard  a  noise  overhead, 
looked  up  and  saw  the  circular 
shaped  object.  He  shot  about  40 
feet  of  film  after  focusing  his  16 
magazine-loading  camera  at  the 
disk  as  long  as  it  stayed  in  sight. 


TV  PRODUCERS 


film  report 


FILM  production  to  start  within 
10  days  on  Buster  Keaton  Show, 
which  recently  completed  live  series 
over  KTTV  (TV)  Los  Angeles. 
Independent  Hollywood  producer  to 
do  filming.  Half-hour  prints  will 
be  offered  to  recently  organized  Hol- 
lywood television  film  syndication 
group  .  .  .  Dusmet-Moore  Produc- 
tions Inc.,  Los  Angeles,  incorporates 
for  production  of  radio,  TV  shows 
and  motion  pictures.  Larry  C. 
Moore  is  firm  president;  Frank 
Dusmet  de  Smours,  vice  president; 
Victor  Mindlin,  secretary;  Maurice 
Levy,  board  chairman. 

INS-Telenews  sports  review 
This  Week  in  SjJorts  being  spon- 
sored by  Hornung  Beer  over 
WGAL-TV  Lancaster,  Pa.  Agency: 
Clements  Co.  Inc.,  Philadelphia. 
.  .  .  Whirlpool  Corp.  (formerly  1900 
Corp.),  St.  Joseph,  Mich.,  to  re- 
lease four  one-minute  live-action 
film  spots  to  distributors  nationally 
in  late  August,  through  Beaumont 
&  Hohman,  Chicago.  Films  feature 
new  automatic  washer  and  dryer. 

*  *  * 

Don  Mack,  five  years  in  produc- 
tion department  of  Filmack  Trailer 
Corp.,  Chicago,  becomes  sales  man- 
ager. He  will  service  accounts 
throughout  Midwest.  .  .  .  Carl 
Cotner,  musical  director  of  CBS 
Gene  Autry  Show,  named  head  of 
newly  formed  music  department  of 
Flying  A  Television  Productions 
Inc.,  Hollywood.  .  .  .  Basil  Wrangell, 
producer-director  of  film  shorts, 
becomes  associate  director.  Trio 
Pictures,  Los  Angeles. 

^         *  5i< 

First  of  planned  series  of  13  TV 
film  shows,  The  Music  World  com- 
pleted by  Telco  Productions,  Holly- 
wood, in  collaboration  with  Nor- 
mandy Productions,  same  city.  Pro- 
gram made  up  of  interviews  with 
singers,  whose  records  are  played 
and  interpretations  of  different 
musical  selections. 

Head  of  Telco  is  Al  Gannaway; 
Paul  Landers,  who  directed  sample 
film,  is  his  associate.  William  M. 
Morgan  is  president  of  Normandy; 
James  F.  Harper,  secretary-treas- 
urer. Both  firms  have  offices  at 
6331  Hollywood  Blvd. 

*  *  * 

KTTV  (TV)  Hollywood  has  ac- 
quired TV  rights  to  Italian  made 
"Shoe  Shine"  film,  from  United 
World  Films,  New  York.  .  .  . 
Dryer  &  Weenolsen  Productions 
Inc.,  New  York,  radio-TV  package 
firm,  acquires  full  rights  to  "Sher- 
lock Holmes."  First  series  based 
on  detective  novels  to  be  produced 
on  film,  shooting  to  begin  in  Eng- 
land in  two  weeks. 

Atlantic  Television  Corp.,  new 
television  production  and  distribu- 


tion company,  has  been  formed 
with  offices  at  130  West  46th  St., 
New  York.  Jacques  Kopfstein, 
now  executive  vice  president  of 
Astor  Pictures  Corp.,  elected 
executive  vice  president  of  new 
firm,  and  Fred  Bellin,  also  of  Astor, 
named  secretary-treasurer.  De- 
tailed plans  of  company  to  produce 
in  London,  Rome,  Paris  and  other 
foreign  cities  to  be  announced  later. 

Snader  Telescriptions  Corp., 
Hollywood,  plans  series  of  three- 
minute  musical  commercials.  Ac- 
cording to  firm,  forty  pictures  will 
be  made  during  first  month,  sched- 
ule to  get  underway  July  15.  .  .  . 
WNHC-TV  New  Haven,  under 
sponsorship  of  Narragansett  Brew- 
ing Co.,  is  telecasting  INS  This 
Week  in  Sports.  WOI-TV  Ames, 
Iowa,  to  start  INS  daily  newsreel 
July  17. 

Tel  Ra  Productions,  Philadelphia, 
has  concluded  arrangements  with 
ABC  to  produce  1950  Pro  High- 
light series,  covering  six  weekly 
games  in  National  professional 
football  league.  Thirty-minute  TV 
program  has  been  sold  by  ABC  to 
Sun  Oil  Co.  for  sponsorship  on  14 
ABC  stations.  Harry  Wismer  will 
do  commentary. 


DAYTIME  VIDEO 

'Sound'  Move,  Murphy  Says 

SUMMERTIME  can  be  profitable 
for  TV  stations  in  point  of  viewers 
and  revenue — in  fact,  summer 
hiatuses  and  daytime  viewing  buga- 
boos are  a  thing  of  the  past  for 
WLWT  (TV)  Cincinnati— accord- 
ing to  John  T.  Murphy,  television 
operations  director  for  Crosley 
Broadcasting  Corp. 

Addressing  the  Louisville  Ad- 
vertisers Club,  Mr.  Murphy  cited 
the  experiences  of  the  Crosley 
video  outlets  in  Cincinnati,  Dayton 
and  Columbus  and  said  that,  con- 
trary to  accepted  belief,  an  audi- 
ence exists  for  daytime  program- 
ming. He  singled  out  the  New 
York  area  where,  he  said,  such 
programming  is  gaining  a  foot- 
hold. 


WHBF-TV  Publicized 

SIGNALING  the  beginning  of  a 
regular  schedule  of  telecasts  by 
WHBF-TV  Rock  Island,  111.,  July  1 
[Broadcasting,  July  3],  the  Rock 
Island  Argus  published  a  special 
television  section  in  its  June  27 
issue.  Seven-picture  spread,  show- 
ing the  outlet's  482  ft.  tower, 
studio  interior  and  personnel,  in- 
cluding Station  Manager  Leslie 
C.  Johnson,  was  printed  on  front 
page  of  the  24-page  section. 


Organize  National  Society 

NATIONAL  Society  of  Television 
Producers,  merger  of  Television 
Producers  Assn.  of  Hollywood  and 
Independent  Television  Producers 
Assn.  of  New  York,  has  been  or- 
ganized at  simultaneous  meetings 
of  groups  in  New  York  and  Holly- 
wood. 

Irvin  Paul  Sulds,  acting  president 
of  the  New  York  group,  has  been 
elected  first  national  president. 

other  nswly-elected  officers  are 
Charles  Basch,  vice  president;  Arthur 
Ehrlich,  secretary;  Jack  Levine,  treas- 
urer. 

West  Coast  officers  are;  Michael 
Stokey,  president;  George  Fogle,  vice 
president;  Gladys  Rubens,  secretary; 
Malcese  Black,  treasurer. 

Elected  to  board  of  directors  for  New 
York  area  are  Richard  Gordon,  Walter 
Armitage.  Judy  Dupuy,  West  Hooker, 
Oliver  W.  Nicoll,  Martin  Gosch  and 
Sandy  Howard.  Mai  Boyd,  past  presi- 
dent of  Hollywood  group,  and  Bernie 
Ebert,  past  executive  president,  elected 
honorary  members. 

James  Lawrence  Fly,  former 
FCC  Chairman,  will  serve  as  coun- 
sel for  the  New  York  group.  Max 
Gilford,  Hollywood,  will  act  in 
similar  capacity  there. 


WOW-TV  Sports 

wow-TV  Omaha,  Neb.,  has  an- 
nounced it  will  carry  direct  the 
1950  World  Series  over  the  new 
network  relay,  which  is  scheduled 
to  begin  service  Oct.  1.  In  addi- 
tion, the  outlet  announced  it  may 
carry  all  nine  Nebraska  U.  football 
games,  at  home  and  away,  as  well 
as  Sunday  afternoon  professional 
games. 


Biggest  Summer  Show 
in  Midwest  TV,.. 


GET  ON  THE  LINE 


Seven  nights  a  week,  viewers 
in  the  WLW-Television  3-sta-  * 
tion  area  are  drawn  to  their 
sets  by  the  prospect  of  win- 
ning the  gigantic  fackpot  of 
over  $1,000,00  in  wanted 
merchandise  —  awarded  for 
identifying  a  tune.  This  ter- 
rific show  for  summer  selling 
still  has  a  few  participating 
sponsorships  available  —  all 
in  Class  "A"  time  periods. 

yy[y|/-TELEVISION 

WLW-T  WIW-D  WLW  C 

CHANNEL  4  CHANNEL  5  CHANNEL  3 

CINCINNATI  DAYTON  COLUMBUS 
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JANSKY  &  BAILEY 

Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.          ADams  2414 
Member  AFCCE* 

McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  Bldg.     1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 

A  If  3-year  background 

TTa-t-rih  J')  ah  />rl       1  Q'9(i 

 Hj  szuoiiSfica    I  tfZO  — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories             Great  Notcfi,  N.  J. 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg. — STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Commercial  Radio 

Equip. 

Co. 

Everett  L.  Dillard, 

Gen.  Mgr. 

INTERNATIONAL  BLDG. 

Dl. 

1319 

WASHINGTON, 

D.  C. 

PORTER  BLDG. 

LO. 

8821 

KANSAS  CITY, 

MO. 

A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

-  1052  Warner  Bldg 
Washington  4,  D.  C. 
National  7757 


RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


RUSSELL    P.  MAY 

1422  F  St.,  N.  W.  Kellogg  Bldg. 
Washington,  D.  C.         REpublic  3984 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


JOHN   J.  KEEL 

Warner  Bldg.,  Wash.,  D.  C. 
National  6513 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Philip  Merryman  &  Associates 

•  114  State  Street 

•  Bridgeport  3,  Conn. 

•  Bridgeport  5-4144 

RADIO  CONSULTANTS 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4730  W.  Ruffner 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.  AR  4-8721 

ARLINGTON,  TEXAS 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


E .   C .  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Rsd  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside   Road  —  Riverside  7-2153 
Riverside,  III. 

(A    Chicago  suburb) 


ADLER   ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18   Grand   St.,   Nev/   Rochelle,   N.  Y. 
New/  Rochelle  6-162'> 


allied  arts 


OSEPH  F.  HARDS,  manager  Lon- 
don Library  Service,  forms  Music 
Assoc.,  113 "w.  42d  St.,  N.  Y.  Firm 
tvriW  sell  London  Library  records, 
fceretofore  leased  to  radio  and  TV 
stations. 

BARREL  W.  HOLT,  announcer-pro- 
ducer KFIO  Spokane,  Wash.,  to  John 
Norman  Productions,  Houston,  Tex., 
as  executive  producer. 

IPENSOX  &  BENSON,  Princeton,  N.  J. 
jlmarket  research  firm,  announces  new 

:onfidential  serv-ice  for  its  brand 
j)Qame   audit   called:    "Check   on  the 

Penetration  of  Your  Brand  Name  in 
I.TV  versus  Non-TV  Homes."  Service 

measures  penetration   and   etfect  of 

brand  names  using  TV  for  manufac- 
iturer  and  agency. 

CYRUS  S.  KAUFFMAN,  partner  C.  S. 

'Kaufifman  &  Assoc.  (Marketing  consult- 
ant), Washington,  elected  vice  presi- 
dent Washington   Chapter,  American 

(Marketing  Assn. 


GERALD  E.  NISTAL,  editoral  staff 
Aero  Digest  magazine,  to  advertising 
and  sales  promotion  manager  Radio- 
marine  Corp.  of  America,  N.  Y.,  serv- 
ice of  RCA. 

EDWARD  C.  BONL\  named  sales  di- 
rector of  John  Meek  Industries  t  con- 

.tract  division.  He  will  open  offices  in 

'N^.  Y.  soon. 

L.    M.    SANDWICK,    sales  manager 
\  Magnovox,  Ft.  Wayne,  Ind.,  to  Scott 
Radio  Labs.,  Chicago,  as  merchandis- 
ing manager. 

RAIML\\D  D.  OSBORNE,  with  IT&T 
since  1928,  appointed  comptroller  of 
Federal  Telephone  and  Radio  Corp., 
:iifton,  N.  J.,  succeeding  GEORGE  T. 
5CHARFFENBERGER,  appointed  as- 
sistant to  Gen.  William  H.  Harrison, 
president  of  IT&T  and  chairman  of 
Doard  of  FT&R. 

THOMAS  J.  BERNARD,  manager  of 
institutional  promotion  for  RCA  Vic- 
tor, appointed  assistant  director  of 
(public  relations  in  addition  to  his 
present  duties. 

JOHN  L.  BUSEY,  president  and  di- 
rector of  General  Electric  Supply 
Corp.,  elected  vice  president  of  G-E 
To.  in  charge  of  marketing  policy. 
WILLIA>I  S.  GINN,  assistant  sales 
Tianager  of  transformer  and  allied 
Droduct  divisions  for  G-E,  appointed 
sales  manager  of  division,  succeeding 
FRANCIS  E.  FAIRMAN  Jr.,  appointed 
l?eneral  sales  manager  for  large  ap- 
paratus divisions.  ARTHUR  W.  BAR- 
(LING  named  general  sales  manager  of 


small  apparatus  divisions,  and 
HORACE  ZIMMER,  N.  Y.  district 
manager  of  apparatus  department, 
named  manager  of  districts  for  de- 
partment. He  is  succeeded  by  FRANK 
A.  FAR  ON,  N.  Y.  industrial  divisions 
manager. 

SYDNEY  J.  MASS  appointed  advertis- 
ing and  sales  promotion  director  of 
Jerrold  Electronics   Corp.,  Phila. 

JOHN  F.  MYERS,  manager  Westing- 
house  Electric  Corps. 's  consumer 
product  factory  branches  in  Middle 
Atlantic  district,  elected  president  of 
board  of  directors  of  Westinghouse 
Electric  Supply  Co.,  N.  Y.,  succeeding 
DAVID  M.  SALSBURY. 

PENTRON  Corp.,  Chicago,  acquires 
assets  and  facilities  Sound  Corp.,  same 
city.  Management  will  be  directed  by 
present  Pentron  officers. 


EDWARD  A.  FAUBEL,  assistant  chief 
engineer  WSTC-AM-FM  Stamford, 
Conn.,  named  acting  chief  engineer 
after  resignation  of  EDWARD  M. 
MARKMAN   for    reasons    of  health. 

WESLEY  PIKE,  graduate  Capital  Ra- 
dio Engineering  Institute,  Washington, 
to  WASH  (FM)  that  city  as  engineer. 

WILLIAM  H.  KELLER  Jr.,  chief  engi- 
neer WEAD  Decatur,  Ga.,  father  of 
boy,  William  III,  June  26. 

GENERAL  ELECTRIC  Co.,  Syracuse, 
N.  Y.,  announces  self-contained,  air- 
cooled  TV  transmitter  (type  TT-IO-A) 
designed  to  provide  low  installation, 
operating  and  maintenance  costs.  New 
5  kw  unit  has  5  kw  visual  and  2.5 
kw  aural  power  in  three  cubicles  and 
can  be  operated  on  Channels  2 
through  6. 

ELECTRO-VOICE  Inc.,  Buchanan. 
Mich.,  develops  new  coaxial  two-way 
high-fidelity  loudspeakers  utilizing 
Radax  principle  to  achieve  maximum 
realism  and  economy. 


WCPO  Plans  Expansion 

EXPANSION  program  for  almost 
doubling:  the  building  of  WCPO- 
AM-FM-TV  Cincinnati  has  been 
announced  by  M.  C.  Watters,  gen- 
eral manager.  Construction  on  the 
new  wing,  which  will  house  offices, 
clients'  rooms,  audition  rooms,  and 
the  main  lobby,  will  begin  within  a 
month,  Mr.  Watters  said.  Plans 
call  for  all  operations,  includinq;' 
the  commercial  offices,  to  be  located 
in  the  same  building,  he  added. 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121    Vvrmonl    Av«.,    Wach.   5,    D.  C 
STarDng  362« 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Night 

PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  Mo. 
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RADIO  CORPORATION  of  AMERICA 

ELECTRON  TUBES  HARRISON.  N.J.  — 


Advertisement 


From  where  I  sit 
Joe  Marsh 


Watch  Out 
For  The  Symptoms! 


Laughed  out  loud  when  I  first  heard 
Hoot  Davis  was  down  with  the  Chicken 
Pox.  Imagine  a  man  of  forty-five 
catching  a  kid's  disease! 

So  I  went  to  see  him,  armed  with 
jokes  about  "second  childhood"  but 
forgot  them  fast  when  I  got  to  his 
house.  Hoot  looked  terrible  and  he  had 
quite  a  fever. 

While  we  talked,  I  come  to  think  of 
how  Chicken  Pox  is  a  lot  like  other 
"diseases" — diseases  of  the  character, 
such  as  intolerance,  self -righteousness 
or  ignorance.  They're  excusable  in 
children,  but  when  they  come  out  in 
adults  they're  ten  times  as  bad — and 
can  be  mighty  "contagious." 

From  where  I  sit,  we  should  all  watch 
out  for  the  "symptoms"— little  things 
like  criticizing  a  person's  preference 
for  a  friendly  glass  of  temperate  beer 
or  ale.  We've  seen  personal  freedom 
wither  away  in  other  countries,  when 
individual  intolerance  was  allowed  to 
get  out  of  hand  and  become  a  nation- 
wide epidemic. 


Copyright,  1950,  United  States  Brewers  Foundation 


SHUMATE  CITED 

Gets  Dr.  Christian  Award 

GENE    SHUMATE,    sports  an- 
nouncer for  KSO  Des  Moines,  Iowa, 
has  won  the  annual  Dr.  Christian 
Script   Award,   $400   prize  given 
annually  by  McCann-Erickson  Inc., 
New  York,  on  be- 
half   of  Chese- 
brough  Mfg.  Co. 
Inc.,  New  York,  it 
was  announced 
last  week.  Chese- 
brough  sponsors 
the  Dr.  Christian 
show  on  CBS. 

The  award, 
given  for  the  best 
script  submitted 
to  the  show  star- 
ring Jean  Her- 
sholt,  is  the  sec- 
ond Mr.  Shumate 

has  won  in  this  contest.  As  sports- 
caster  with  KSO  his  duties  have 
included  dual  coverage  of  Mid- 
western football  games  with  CBS 
Sports  Director  Red  Barber  since 
1946.  The  dual  coverage  experiment 
was  launched  by  Mr.  Barber  when 
the  Ohio  State-Michigan  and  Illi- 
nois-Northwestern games  were  de- 
ciding the  Big  Ten  championship 
and  the  conference  representative 
in  the  Rose  Bowl. 


Mr.  Shumate 


MGM  ATTRACTIONS 

Lists  Additions,  Renewals 

MGM  RADIO  ATTRACTIONS, 
New  York,  has  added  the  following 
new  affiliates:  WRGA  Rome,  Ga., 
WCOH  Newnan,  Ga.,  purchasing 
the  hour  MGM  Theatre  of  the  Air, 
Story  of  Dr.  Kildare,  Adventures 
of  Maisie,  Crime  Does  Not  Pay, 
The  Hardy  Family  (all  one  half- 
hour),  Good  News  From,  Holly- 
wood, At  Home  With  Lionel  Bar- 
rymore  and  Hollywood,  U.  S.  A. 
(quarter  hour  programs)  ;  KXJK 
Forrest  City,  Ark.,  carrying  Maisie 
and  Hardy;  WDLP  Panama  City, 
Fla.,  airing  Maisie,  Hardy  and  Dr. 
Kildare;  WDMG  Douglas,  Ga.,  con- 
tracting for  Crime  Does  Not  Pay 
and  KQV  Pittsburgh,  Hardy. 

Renewal  of  MGM  Theatre  by 
KFI  Los  Angeles  and  the  four 
half-hour  programs  by  KICA  Cle- 
vis, N.  M.,  Intermountain  Net- 
work's KALL  Salt  Lake  City,  KLO 
Ogden,  KOVO  Provo,  KVNU  Lo- 
gan and  KOAL  Price,  Utah,  also 
have  been  announced. 


Safety  Seminar 

NORTHWESTERN  U.  has  invited 
midwestern  radio  and  television 
staffs  to  attend  a  seminar  on  street 
and  highway  safety  July  27-28 
at  the  Evanston,  111.,  school.  Semi- 
nar, co-sponsored  by  the  Medill 
School  of  Journalism  and  the 
Traffic  Institute  of  Northwestern, 
will  be  part  of  the  school's  annual 
Summer  Institute  for  Traffic  Train- 
ing which  opens  today  and  con- 
tinues through  July  28. 


Party  Line 

LISTENERS  TO  WBAP 
Fort  Worth's  noonday  news- 
cast not  only  get  their  news 
A.merican  style  but  they  also 
come  in  for  Russian  propa- 
ganda. When  Bob  Bassindale 
of  the  outlet's  news  staff 
tuned  on  Radio  Moscow's 
shortwave  broadcast,  he 
found  the  comparison  be- 
tween the  Russian  version 
and  U.  S.  wire  service  reports 
interesting.  So  WBAP  tech- 
nicians rigged  an  antenna  on 
the  TV  tower  and  installed  a 
receiver  with  connected  wire 
recorder.  Now  listeners  hear 
excerpts  of  Moscow's  English 
language  news  on  WBAP's 
noonday  newscast. 


On  All  Accounts 

(Continued  from  page  10) 

on  two  networks  via  Ford  Bond' 
shows  for  Bab-0. 

The  Fountain  of  Youth  accoun 
isn't  the  only  thing  keeping  Johi 
Vollbrecht  young.  He  has  a  lovel; 
wife  Ruth,  and  two  children 
Johnny  2  and  Tiana  1. 

John's  radio  philosophy  is  ij 
direct  contrast  to  his  boisteroui 
personality.  He  insists  singinj 
commercials  and  sound-effect; 
plugs  are  on  the  way  out— 
temporarily  anyway.  "The  straigh 
spoken  fact  is  the  most  powerfu 
selling  force  in  radio  to-day,"  h< 
says.  His  own  hard-hitting  com 
mercials  bear  him  out. 

TV-wise,  he  wrote  the  world's 
first  show  starring  a  10-foot  alli- 
gator from  St.  Augustine  Alligatoi 
farm  and  is  now  looking  for  ■< 
client  to  buy  his  prize  TV  com- 
mercial  featuring  a  rattlesnake  as 
a  visual  sound  effect.  "An  at 
tention-getter,"  he  describes  it. 

John's  ambition  is  to  stay  ii 
Florida  and  to  build  the  agency  t( 
the  point  where  it  can  compet( 
equally  with  those  back  in  Ne-s) 
York.  If  hard  work  and  an  irj 
exhaustible  supply  of  original 
ideas  will  do  it.  New  York  agencies 
may  yet  have  to  look  to  theil 
laurels  in  Florida. 


SOUTH  CAROLINA'S 

SUPERMARKET 


1 


HAS 


44%  of  S.  C.'i 
HOME  FURNISH- 
ING  SALES 


¥iFBC 


T/ie  News-Piedmonf  Sfafion 
'linp  For  Greenville-Anderson 
•'I'U    Spartanburg  Markets 
Represented  by  Avery-Knodel 


Page  68    •     July  10,  1950 


BROADCASTING    •  Telecasting 


THE 


Hew  Rack  Mounting 
Tape  Recorder 

With  10%'' Reel 


These  features  distinguish  the 
PRESTO  RC-10  as  the  finest  of  its 
type  available  to  broadcasters,  re- 
cording companies,  schools: 


*3-motor  drive  mechanism 

*Each  reel  driven  by  separate 
torque-type  motor 

^Separate  record,  playback,  erase 
heads 

*Constant  tape  tension  to  insure 
minimum  v/ow  or  flutter 

*Two  speeds:  IVi  and  l5"/sec 

*Fast  forv/ard  and  rewind  speeds 

*Frequency  response  to  15,000  cps. 

*Takes  7"  or  lOYz"  reels 

*lnstantaneous  speed  accuracy 


RC-10  tape  recording  unit 

$595."" 

Matching  900-A1  Amplifier: 
$350.00 


This  new  PRESTO  recorder  is  the  on/y  machine  of 
its  type  and  price  available  today.  Answering  the 
need  of  broadcasters  and  recording  studios  through- 
out the  nation,  the  RC-1 0  is  another  precision  product 
of  the  world's  largest  manufacturer  of  instantane- 
ous recording  equipment.  This  is  your  assurance  that 
this  machine,  like  all  other  PRESTO  products,  is  built 
for  maximum  performance  and  years  of  satisfying 
service. 

900-A1  Amplifier  is  recommended  for  use  with  the  RC-1 0 
tape  recorder.  This  is  the  same  basic  unit  supplied  with 
the  PRESTO  PT-900  portable  tape  recorder. 


RECORDING 
CORPORATION 


Paramus,  New  Jersey 


In  Canada:  Walter  P.  Downs,  Ltd.,  Dominion  Square  Bidg.,  Montreal,  Canada 
Overseas:  M.  Simons  &  Son  Co.,  Inc.,  25  Warren  Street,  New  York,  N.  Y. 


TIMELY  SCRIPT  •   •  • 

WAVE  Louisville  scheduled  The 
38th  Parallel  immediately  following 
President  Truman's  announcement 
U.  S.  support  to  South  Korea  June 
27.  Documentary  show,  written  by 
Bill  Hodapp,  WAVE  continuity 
editor,  familiarized  listeners  with 
background  information  on  Korea. 
Station  reported  receipt  of  numer- 
ous letters  and  telephone  calls  from 
area  listeners  in  appreciation  of 
drama. 

SKIPPING  JOY  •    •  • 

WBZ  Boston  sends  to  trade  jump- 
ing rope  with  miniature  cardboard 
tree  attached.  Tree  imprinted  with 
message,  "As  reported  in  Time 
the  kids  around  Boston  jump  rope 
to  this  ditty:  'Had  a  little  radio, 
put  it  in  a  tree,  only  station  I 
could  get  was  WBZ.'  The  attached 
rope  is  to  be  used  in  jumping  for 
glee  after  you  use  WBZ,  with  roots 
in  great  New  England." 

QUIET  ANSWER         •   •  • 

WBBM  Chicago,  The  Quiet  An- 
swer, Mon.  8-8:30  p.m.,  COST.  Re- 
port to  city  on  status  of  human  re- 
lations there.  Show  result  of  six 
months  research  by  WBBM  docu- 
mentary unit  supervised  by  Perry 
Wolff,  writer-producer.  Based  on 
civil,  ecclesiastical  declarations  of 
man's  equality  in  family  of  races, 
creeds  and  color. 

PRIZE  PROMOTION     •    •  • 

WSRS  Cleveland  donated  radio  as 
prize  to  annual  outing  Cleveland 


SELL  JEV<aW'- 


lANG-WORTH 

FEATURE  PROGRAMS,  Inc. 
113  W.  57th  ST.,  NEW  YORK  19,  N.  Y. 

Mluvri  Calibre  Program  al  Cocal  Slalion  east 


programs  promotion 


premiums 


Advertising  Club.  Gift  was  lettered 
"Radio  is  better  than  ever.  Dial 
1490  WSRS."  Prizes  displayed  ten 
days  at  ad  club  headquarters. 

ACCIDENT  COVERAGE      •  • 

WOMI  Owensboro,  Ky.,  June  18, 
had  two  exclusive,  direct-from-the- 
scene,  eye  -  witness  broadcasts  of 
race  accidents.  First  accident  get- 
ting spot  coverage  occurred  at  Tri- 
State  Fairgrounds  motorcycle 
races  when  official  starter  was 
struck  by  vehicle.  Other  mishap 
took  place  at  Owensboro  Speed- 
way's stock  car  races  as  car 
crashed  through  fence,  -  injuring 
driver.  Both  accidents  and  hos- 
pital follow-ups  were  covered  by 
WOMI  Announcer  Walt  Murphy 
and  assistant,  Hugh  Potter  Jr. 


Baby,  Fri.,  7:30  p.m.  Show  is 
presentation  of  achievements  of 
very  young  children.  Parents  bring 
children  to  studio.  Prizes  given 
youngest  child  who  can  walk,  talk 
etc.    Jackson  Weaver  m.c. 


SUMMER  NEWS 


o  •  • 


WGY  Schenectady,  N.  Y.,  "Mike 
and  Camera"  house  organ  sent  as 
promotion  piece  to  listeners  at  New 
York,  Massachusetts,  Vermont, 
New  Hampshire  resorts.  Piece  is 
accompanied  by  letter  and  gives 
July  and  August  program  sched- 
ules. WGY  points  out  promotion  is 
answer  to  "summer  hiatus — no 
listeners"  problem. 


KDKA  BARBECUE 


KDKA  Pittsburgh  cooked  some  800 
lbs.  of  steer  last  month  when  300- 
odd  KDKA  clients  and  advertising 
representatives  were  entertained  at 
Westinghouse  outlet's  Third  An- 
nual Advertisers  Barbecue  in 
North  Park.  As  memento,  each 
guest  received  cigarette  lighter 
engraved  with  red  bull  and  words: 
"KDKA  Barbecue— 1950." 

PRESENTATION  AIRED     •  • 

WTAM  Cleveland  last  month  paid 
tribute  to  Tom  (Old  Redhead) 
Manning  celebrating  his  25th  year 
as  sportscaster.  Anniversary  pro- 
gram was  telecast  over  WNBK 
(TV),  affiliate  of  WTAM.  Bill 
Duggan,  president  of  Cleveland 
Baseball  Federation,  made  pres- 
entation of  $1,000  Savings  Bond  to 
Mr.  Manning. 

CHARM  CIRCLE  •    •  • 

WSKB  McComb,  Miss.,  issues 
ladies'  compact  with  map  on  cover 
showing  outlet's  listening  area. 
Promotion  piece  also  carries  call 
letters  of  station  with  wording, 
"The  Charm  Circle  of  the  South." 

BABY  SHOW  O    •  • 

WMAL-TV  Washington,  That's  My 


EXAMPLE  of  WEBR  Buffalo's  play- 
ing up  the  family  angle  is  this  picture 
of  Bob  Wells,  station's  disc  jockey, 
and  his  daughter,  Debbie.  WEBR  is 
using  family  shots  of  its  top  talent  in 
sales  literature  and  newspapers  dur- 
ing current  campaign. 

ANNIVERSARY  PROMOTION  • 

WKY-TV  Oklahoma  City  sends 
trade  reprint  from  June  6  issue 
Daily  Oklahoman  and  Oklahoma 
City  Times  celebrating  station's 
first  anniversary.  Three-color  page 
includes  pictures  of  stars  of  ABC 
CBS  Dumont  and  NBC  networks 
seen  on  WKY-TV  and   shots  of 


local  shoVs  and  special  event 

INDEPENDENT'S  SCOOP  % 

WLOW  Norfolk,  Va.,  independe'j 
reported  scoring  scoop  on  netwo) 
and  individual  stations  when 
broadcast  stroke-by-stroke  rep 
of  recent  PGA  Golf  Tournament 
Columbus,  Ohio.  Through  WLOT 
Sports  Director  Mark  Scott,  s 
tion  arranged  with  UP  to  supj 
information  for  six-hour  broadci 
of  tourney,  with  Mr.  Scott  doi 
reconstruction. 

PUBLIC  INTEREST  PREMIUI 

WWDC  and  WTTG  (TV)  Wai 
ington  Sportscaster  Bob  Wolff  b 
launched  new  project  which  he  ( 
scribes  as  "strictly  for  the  kidi 
He  has  authored  Bob  Wolff  Offie 
Scorebook  and  is  donating  all  n 
alties  to  Boys  Club  of  Washingt 
and  Junior  Police  and  Citize 
Corps.  Fans  may  obtain  scoi 
book  by  sending  in  50  cents. 

AIRS  COUNCIL  SERIES  •  ■ 

WMBG  Richmond,  Richmond  Ci 
Council  series,  10:30  p.m.  eve 
Monday.  Public  service,  recor 
meetings  of  council  and  rebroa 
casts  them  same  evening.  Speci  ii 
commentary  covers  legislation  pr 
sented  at  meeting.  Also  broadca 
by  WMBG's  affiliate  WOOD  (FM 

KTUL  FOLDER  •    •  ( 

KTUL  Tulsa,  Okla.,  mails  grey  ai , 
brown  folder  to  trade.  Included 
BMB  trend  of  radio  listening  ;  i 
area,  running  commentary  of  ma  ; 
ket  data,  and  tables  of  figun! 
showing  station's  prominent  poi 
tion  both  when  area  had  only  thr 
stations  and  at  present.  Lowi 
cost  of  time  also  tabulated. 

TEEN  TIME  •  % 

WVAM  Altoona,  Pa.,  Teen  CI 
Matinee,  Sat.  2-3  p.m.,  co-sponsor 
by  local  Coca-Cola  Bottling  ( 
and  Book  and  Record  Shop.  Put 
at  local  Teen  Age  Club.  Remc 
broadcast  featuring  records  i 
quested  by  teen-agers.  Admissi 
free,  limited  to  teen-agers. 

COASTER'S  MESSAGE  f 

WHIO-TV  Dayton,  Ohio,  release 
along  with  form  letters,  sets 
blotter-weight  coasters  carryi: 
either  "Compliments  of  WHIO-T^ 
Channel  13,"  or  name  of  sho 
mentioned  in  fan-mail  received  l 
studio.  Coasters  sent  with  lett( 
answering  all  mail  sent  to  statiq 

PLAYTIME  SHOW         •  • 

WOKY  Milwaukee,  Playtime  f 
Children,  sponsored  by  Borden  G 
starring  Jerry  Bartell,  will  featu 
songs,  stories,  games  and  dances  f 
children.  Young  listeners  will  pa 
ticipate  in  show  along  with  Els 
the  Borden  cow  who  will  give  a 
vice  on  behavior,  safety  and  h; 
giene.  Series  starts  in  Septembe: 
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BLAW-KNOX 

builds 
ANOTHER 
RINGSIDE  SEAT 
to  the  Events 
of  the  World 


For  its  ultra-modern  station  in 
the  heart  of  down-town  Louis- 
ville, WHAS  engineers  specified 
a  Blaw-Knox  Heavy  Duty  Type 
H-40  Tower  526  ft.  high  to  sup- 
port safely  its  10,000  lb.,  12  bay 
high  gain  TV  antenna. 

Telecasting  top-flight  national 
and  regional  programs,  WHAS 
will  open  up  a  new  market  for 
TV  sets  and  provide  ringside 
seats  for  appreciative  thousands 
in  the  populous  and  progressive 
Louisville  area. 


BLAW-KNOX  DIVISION 

OF   BLAW-KNOX  COMPANY 
2038  Farmers  Bank  BIdg.,  Pittsburgh,  Pa. 


BLAW-KNOX 
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•Classified  Advertisementsi 

PAYABLE  IN  ADVANCE — Checks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20e  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  tor  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Opportunity  for  sales  oiganizat'on  man- 
ager. WNEW  type  operation,  independ- 
ent station  experience,  car  necessary. 
1000  watt  fulltime  up-state  New  York 
station  going  5000.  Write  full  qualifica- 
tions. Box  576F,  BROADCASTING. 


Manager  for — Midwest  MBS  affiliated 
station.  AM  and  FM.  Only  station  in 
town  of  25,000.  Newspaper  affiliated. 
Must  be  thoroughly  experienced  all 
phases  and  definitely  sales  minded. 
Write  complete  information  including 
availability  and  recent  photo.  Right 
man  can  acquire  interest.    Write  Box 

606F,  BROADCASTING.  

Manager  for  250  watt  midwest,  MBS 
affiliated  station.  Must  be  thoroughly 
capable  to  take  full  responsibility;  have 
character,  be  energetic  and  be  able  to 
sell:  have  promotion  ideas  and  ability 
to  get  along  with  people.  Right  party 
can  acquire  interest  in  station  if 
desired.  Write  in  care  of  Box  668F 
BROADCASTING.  

Sales  manager  to  take  on  a  big  job  in 
a  good  New  England  market.  If  you 
have  had  several  years  of  successful 
radio  selling  and  desire  a  key  position 
with  a  young  and  progressive  organ- 
ization, send  complete  history  and  ref- 
erences. Permanent.  Prefer  family 
man.    Box  687F,  BROADCASTING. 


Salesmen 


Wanted  Sales  Executive:  A  genuine  op- 
portunity is  offered  by  one  of  the 
nation's  most  successful  regional  net- 
works. We  need  an  aggressive  (but  not 
high  pressure)  salesman  to  handle  re- 
gional sales.  Our  network  has  been 
established  for  ten  years  and  we  cover 
five  intermountain  states.  A  substan- 
tial salary  plus  incentive  arrangement. 
Please  give  complete  Information  in 
your  application.  Box  616F,  BROAD- 

CASTING.  

Experienced  salesman.  Western  New 
England  major  market  daytime  indie. 
Excellent  drawing  account  for  top  man 
able  to  sell  at  local  level.  Permanent 
position  with  good  chance  for  promo- 
tion.  Box  664F,  BROADCASTING. 

5  kw  network  affiliate — New  England 
city  200,000  needs  hard  hitting  sales- 
man. Must  be  thoroughly  experienced, 
have  good  personal  background  and 
proven  sales  record.  Guarantee  with 
opportunity  for  unlimited  income.  Pre- 
fer man  already  employed  New  Eng- 
land. Replies  confidential.  Send  com- 
plete resume  and  picture.  Box  676F, 
BROADCASTING.  

Progressive  station  in  medium  sized 
northern  New  England  market  will 
give  aggressive  young  salesman  an  op- 
portunity to  show  results  and  earn  a 
very  good  income.  If  you  know  selling 
and  are  anxious  to  improve  your  in- 
come, we  want  to  talk  with  you.  Box 

686F.  BROADCASTING.  

Wanted:  Time  salesman  with  car.  Ex- 
cellent opportunity  immediately.  Send 
details  and  photo  to  WCNB,  Conners- 
viUe,  Ind. 

Wanted,  experienced  radio  salesmen — 
full  information,  first  letter.  Write 
WINZ,  304  Lincoln  Road,  Miami  Beach, 
Florida. 


WRAC,  Racine,  in  Wisconsin's  second 
largest  market,  needs  a  salesman.  Lib- 
eral compensation:  plenty  of  oppor- 
tunities for  advancement.  Write  giving 
experience,  to  Jerome  Sill,  WMIL,  Mil- 
waukee  3,  Wis.  

Titles  or  money;  which  is  more  impor- 
tant? Our  proposition  has  nothing  to 
do  with  radio  time  sales;  but  a  go- 
getter  can  make  $200.00  per  week  pre- 
senting our  copyrighted  direct-mail 
advertising  plan.  Deal  conceived  by 
former  time  salesman.  This  is  it!  Smith 
Associates,  Reynolds  Bldg.,  Paragould 
6,  Arkansas.  

Announcers 


Fulltime  DJ  position,  pays  $225  plus 
talents  for  football,  basketball  play-by- 
play. Box  656F,  BROADCASTING. 


Help  Wanted  (Cont'd) 


Newman,  top-flight  editor,  reporter, 
newscaster.  Local  news  gathering  and 
writing  experience  essential.  5000  watt 
mid-western  network  affiliation.  In- 
clude full  details  and  state  salary  ex- 
pected. Confidential.  Box  610F,  BROAD- 
CASTING. 


Successful  southern  net  affiliate  has 
opening  for  combination  announcer- 
operator.  $50  start,  plus.  Good  op- 
portunity. Also  experienced  copy- 
writer. $35.00  plus.  Box  653F  BROAD- 
CASTING. 


If  you  have  the  ability  to  handle  play- 
by-play  sports  and  if  you  have  a  good 
selling  air  personality,  an  unusual  op- 
portunity is  available  at  a  progressive 
New  England  network  station  in  a 
beautiful  community.  Write  Box  662F, 
BROADCASTING. 


Announcer-engineer  with  accent  on  an- 
nouncing. First  phone  ticket  required, 
but  decision  will  be  made  on  the  basis 
of  announcer's  ability  to  sell  the  adver- 
tisers wares.  Good  position  in  steady 
non-tourist  Florida  city.  Box  663F, 
BROADCASTING. 


Wanted — Steady,  settled  announcer  in- 
terested in  good  pay  and  long  term 
future.  To  qualify  must  be  topflight 
with  four  years  or  more  background  in 
recognized  stations.  All-round  abilities 
in  news,  music  and  disc  jockey  work 
required.  Send  full  details  with  per- 
sonal and  business  references.  I3isc 
with  news,  straight  commercials,  sam- 
ple music  shows.  Major  south  central 
location.  Replies  confidential.  Box 
698F,  BROADCASTING. 


Experienced  announcer,  a  man  who  has 

had  at  least  one  year  experience.  In- 
surance plan,  vacation  with  pay.  Full 
details  first  letter.  Please  don't  apply 
unless  you  are  a  good  man  for  the 
job  and  want  to  make  a  salary  com- 
mensurate with  your  ability.  Manager, 
WLEC,  Sandusky,  Ohio. 


Wanted  by  1  kw  independent,  experi- 
enced announcer-copywriter  with  em- 
phasis on  sports  play-by-play.  Prefer 
married  man  who  is  aggressive  and 
ambitious.  Tell  all  first  letter  advis- 
ing when  available  for  interview.  Send 
photo,  audition  disc,  and  letter  special 
delivery,  WMIX,  Mt.  'Vernon,  Illinois. 


Announcer-engineer  needed  immedi- 
ately. 1st  phone,  network  affiliate, 
salary  depending  on  experience,  ex- 
cellent opportunity  for  beginners.  Air 
mail  disc  and  details  or  call  Manager, 
Gerald  L.  Staten.  WOCB,  West  Yar- 
mouth, Mass. 


Immediate  opening  for  combination 
man  with  first  class  ticket;  also  need 
additional  continuity  writer.  Send  full 
information  WRCO,  Richland  Center, 
Wisconsin.  

Combination.  Pleasant  voice.  First  class 
license.  FM  experience.  Sober.  Pleas- 
ant working  conditions.  Our  specialty, 
good  music.  No  hillbilly.  Information 
phone  21-306  Morgantown,  W.  Va. 


Technical 


Southwestern  kilowatt  DA-N  wants 
chief  experienced  in  directional  opera- 
tion. Must  be  good  audio  man  who  can 
operate  economically.  Give  all  de- 
tails.  Box  655F,  BROADCASTING. 

Production-Programming,  others 

Traffic  secretary:  Staff  advancements 
provide  good  opening  for  capable  young 
woman;  well-established  station  in 
southeastern  Michigan;  permanent; 
state  full  details  first  letter.  Box  674F, 
BROADCASTING. 


Continuity  director,  female,  experi- 
enced. Some  air  work.  Send  disc,  photo, 
copy  sample.  Larry  Filkins,  KSCB, 
Liberal,  Kansas. 

Wanted  by  1  kw  independent,  news  and 
farm  editor  with  all-round  experience. 
Prefer  married  man  who  is  settled,  ag- 
gressive and  ambitious.  Tell  all  first 
letter.  Send  photo,  audition  disc,  special 
delivery,  WMIX,  Mt.  'Vernon,  Illinois. 


Situations  Wanted 


Managerial 


General  manager-technical  director, 
now  employed  tnese  positions  with  out- 
siandiiig  successiul  luOO  watt  independ- 
ent regional,  but  desire  change.  Avail- 
able snort  notice.  Salary  $i25  week, 
pius.  Built  and  put  present  station  on 
air  pius  personally  handling  all  FCC 
paper  work.  Tops  in  management,  re- 
orgaaization,  sales,  promotion,  pro- 
gramming, civic  activities,  production, 
engineering  both  AM  and  TV.  A  vet- 
eran broadcaster.  If  you  have  CP  can 
build  and  put  station  on  air  in  record 
time.  Reliable,  aggressive,  married, 
car.    Box  64UF,  BROADCASTING. 


Manager,  sales  manager  or  both.  12 
years  radio  and  newspaper  management 
and  sales.  Thorough  knowledge  of  pro- 
gramming and  public  relations.  Clean 
record.  Good  references.  Box  642F, 
BROADCASTING. 


General  manager  and/or  commercial 
manager.  8  years  announcer  to  manager 
experience.  Excellent  sales  record. 
East  preferred.  Box  650F,  BROAD- 
CASTING. 


College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,  12  years  broadcasting.  Box 
657F.  BROADCASTING. 


Manager  presently  managing  inde- 
pendent station  major  midwest  mar- 
ket. Ten  years  experience.  Excep- 
tionally strong  on  programming  and 
promotion.  Award  winner.  Civic 
minded,  solid,  young,  married,  aggres- 
sive, ideas,  willing  to  pitch  in.  Built 
station  from  bottom.  Desires  change  to 
permanent  location.  Prefer  west  or 
southwest.  Owners  know  of  this  ad. 

Box  659F,  BROADCASTING.  

Desire  change  to  moderate  size  town 
where  preachers  and  hillbilly  music  are 
not  cardinal  sins.  No  newspaper  affilia- 
tions. Work.  Sell.  Announce.  Local 
programming  success.  Civic  minded. 
Married.  No  drink.  Just  want  to  settle 
down  in  a  nice  town.  Box  669F, 
BROADCASTING.  

General  manager-chief  engineer  15 
years  experience  seeks  progressive  em- 
plover.      Highest    caliber  references. 

Box  679F,  BROADCASTING.  

Manager-sales  manager:  This  survival 
of  the  fittest  era  of  radio  today  makes 
it  essential  that  for  a  successful  opera- 
tion owners  must  have  that  difficult  to 
locate  commodity,  proven  knowhow, 
heading  up  their  organization.  This  ad 
is  a  100%  legitimate  opportunity  for 
some  owner  to  secure  a  man  of  this 
caliber.  Permit  me  to  show  you  my 
substantiated  record  of  twelve  years 
successful  management,  profitable  sales 
figures  I've  produced,  and  bonafide 
agency  and  sales  contacts,  further  un- 
derwritten by  twenty  years  broadcast 
experience.  Then,  you  check  this  rec- 
ord, after  which  you'll  agree  that  this 
is  a  real  opportunity  to  secure  a  proven 
topflight  executive.  College  education, 
happily  married  with  two  children,  de- 
pendable and  of  good  character  and 
with  a  well  known  and  established 
creditable  reputation  in  the  industry, 
I  desire  to  make  the  right  move  and 
a  good  connection.  I  can't  reveal  my 
experience,  worth  and  identity  to  you 
unless  you  contact  me.  Let's  investi- 
gate one  another.  Box  697F,  BROAD- 
CASTING. 


Salesmen 


Salesman — young  (27)  family  man.  Six 
years  experience,  including  program 
director,  copy  chief,  two  established 
midwest  five  kilowatters.  Also  program 
director  independent.  Some  sales. 
Clean  cut,  highest  character,  good  ref- 
erences. Box  614F,  BROADCASTING. 

Young  family  man  interested  in  posi- 
tion with  future,  will  be  available  in 
3  weeks  due  to  contract  arrangement. 
Three  years  sales  experience  and  man- 
agement.  Box  639F,  BROADCASTING. 

Large  stations  only  with  top  earnings 
possible.  Agency  and  large  market 
experience.  13  years  radio  and  news- 
paper. Prefer  midwest.  Box  641F, 
BROADCASTING.  

Excellent  salesman,  good  announcer, 
fair  writer.  Prefer  Carolinas  and  south 
to  Florida.  Box  673F,  BROADCASTING. 

Troubles?  Stop  those  ulcers!  Go  places! 
Write  me!  Advertising,  sales,  public 
relations.  University  graduate-versatile, 
young,  ambitious — brains,  too!  Box 
692F,  BROADCASTING. 


Announcers 


Chief  announcer — Family  man  desires 
immediate  opportunity.  Audition  disc, 
resume.    Box  506F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Announcer-program  director.  Capal 
experienced.  Good  voice,  pleasing 
sonality.   Reliable  family  man.  Det. 
and  disc  on  request.  Box  496F,  BRC* 
CASTING. 


Sportscaster — Available  football  seas 
Experienced,  employed,  seeks  ye 
round  sports  deal  larger  station,  m 
ket  area.  News,  special  events,  co 
control  op.  Aircheck  discs.  Min. 
week  plus  talent.  Box  570F,  BRO.A 
CASriNG. 


Newsman — Morning  news  editor  5 
midwest  net  affiliate,   retrenched  i 
of  job.   Single,   22,   college  gradus' 
Excellent  reference.  Box  587F,  BROA- 
CASTING. 


Got  Hooperdroop?  Perhaps  I  can  h  : 
you.  Seven  years  on  the  air  in  1 

midwest,    and   looking   for   the   ri|  : 
break.    Please    try    me.    Box  58(- 
BROADCASTING. 


Don't  be  technical.  So  I'm  not  <  ; 
perienced.  Would  still  like  job  as  cJ- 
nouncer,  disc  jockey.  Disc  availat  J- 
Box  635F,  BROADCASTING.  j 


Announcer  presently  employed  by  co  i 
mercial  FM  station.  Solid  commerci  f 
Good   news,    disc   jockey,   and   adl  ( 
Available    two    weeks    notice.  Di 
photo,  details  on  demand.  Box  64; 
BROADCASTING. 


Announcer  disc  jockey,  fine  vo 
thorough  knowledge  of  radio  and  mu  = 
Ideas,  imagination,  dependable.  h  = 
worker,  go  anywhere.  Disc,  photo  c 
tails  on  demand.  Box  644F,  BROA 
CASTING. 


Announcer,  1st  class  phone,  stro-  • 
play-by-play  and  re-creation  any  spo 
news  casting  special  events,  disc  she-.  : 
if  necessary.  Experienced  1  kw.  Pre!  ; 
west  coast,  but  consider  all  offers.  Bi  c 
646F,  BROADCASTING.  . 


DJ     news,     special     events.     Youn-  s 
sober,  dependable  with  4  years,  ex 
Presently     employed     midwest  5.C 
watt  station.  Send  disc  on  request.  B(-  _ 
647F.  BROADCASTING.   ■ 

Announcer,  writer — Good  local  ne^  ; 
coverage  increases  your  audience  ai  ■ 
sales.  Experienced  newspaper  report:  :; 
and  announcer  available;  knows  musi  r. 
sports,  special  events.  Deep  voic  . 
sincere  delivery;  college  gradual  r 
sober,  vet.  29  excellent  references.  B(  - 
648F.  BROADCASTING.   : 

Announcer-newscaster.  Over  two  yea  si 
experience.    Graduate,    leading    rad  : 
college.  Bachelor  of  Fine  Arts  Degri 
in  Radio  Education,  major  in  annoiui  r 
ing.  Seek  opportunity  to  sell  self  \ 
station,  needing  good,  young,  reliab 
staff  announcer  with  knowhow.  A( 
28,  single.  More  information,  disc, 
your  request.  Box  652F,  BROADCAS': 
ING. 


Combination  man:  announcer,  enginee. 
First  class  license,  graduate  leadit 
announcing  school.  Car.  Will  trav€ 
Prefer  northwest.  Box  654F,  BROAT 
CASTING.  

Young  announcer  with  New  York  sti 
experience  will  travel  anywhere. 
round  newscaster,  DJ,  special  evenf 
Best   references,   available   now.  Ba, 

661F.  BROADCASTING.  

Sports  announcer;  three  years  metre  ;■ 
politan  stations.  25,  married,  current!  : 
sports  director  large  station  not  y»  ; 
on  air.  Want  permanent  job  wilfta 
progressive,  congenial  station.  Desiils; 
plav-by-play  of  big  three  and  sportt-^-. 
casting,  will  double  on  staff.  Exper  j 
enced  class  A  baseball,  football,  baske  _ 
ball,  boxing.  References,  tape,  phob  . 

Box  667F.  BROADCASTING.  

Newscaster,  experienced,  young;  preii 
ently  employed  by  midwest  networ~~ 
250  watt.  Specialize  in  local  news  covei 
age.   Prefer  work  in  south;  Florid; 
Also    experienced    staff  announcinj 
board,  disc  work.  Married,  dependabif 
collesfe  education.  Box  671F,  BROAI : 
CASTING.   , ; 

Middle     west  stations— happy,  bas 
voiced,  experienced  announcer.  Refei  r 
ences.  Per.=:onal  interview.  Box  6721 
BROADCASTING.  

Announcer-experienced.     Can    handl  E; 
all  shows,  news  and  sports.   Employe  Cr 
now   as   writer-announcer,    want  afi 
nouncing   only.     Box   678F,   BROAD  : 

CASTING.  . 

Anouncer,  disc  jockey.  6  years  thoi  " 
ough  experience  including  midnigt'^ 
and  davtime  record  shows;  ad-lib  sho^^  ■- 
spi^cialtv.  Excellent  sales  record  an  - 
references.    Box  682F,  BROADCAST!-  -. 

ING.  ; 

Sports  announcer.  Unique  snortscasti  s 
Ten  vears  play-by-play.  Box  6841  i 
BROADCASnNG.  ^ 


Situations  Wanted  (Cont'd) 


Manager:  Here  is  my  storj';  five 
jirs  broadcasting  coUegiate-profes- 
ipal  football,  basketball,  baseball, 
ih  national  sponsors.  Local  news- 
,'.rts  writing.  On  the  spot  special 
iints-interviews  with  national  figures. 
,s  staff  announcing.  Aggressive  with 
Tas — not  a  sports  bum.  References  to 
pk  that  up.  If  interested  can  com- 
Le  three  years  sales  experience.  Ar- 
lise  to  be  available  immediately  or  at 
it  of  football.  What  do  I  want?  A 
rmanent  spot  with  a  future.  Your 
lUirv  will  be  answered  promptly 
Ih  full  details  forthcoming.  Write 
:  K  683F,  BROADCASTING. 

irning  DJ  eight  successful  years, 
"ket,  combination.  1000  letters  last 
ek.  Married.  S80.00.  Replies  ac- 
DWledged.   Box  688F.  BROADCAST- 


hnouncer-vocalist.  One  year  expen- 
se Single.  Will  travel  anywhere. 
ic  available.  Box  690F.  BROAD- 
.STING. 

perienced  announcer.  Over  a  year 
-  all  phases  of  staff  work,  on  250  w 
d  1000  w  stations.  Fine  quality,  deep 
ce  with  network  caliber  delivery, 
n  handle  console  like  I  was  part  of 
Best  of  references.  Prefer  west. 
X  691F,  BROADCASTING. 

.nouncer,  writer,  single.  News  and 
.vs  editing,  disc  show.  Have  thor- 
5h  knowledge  of  jazz  and  popular 
isic.  Have  program  ideas  that  are 
-tain  success.  Have  done  radio  writ- 
College  background.  Prefer  east. 
X  699F,  BROADCASTING. 

i  perienced  annotmcer,  IVz  years,  age 
will    travel,    disc    jockey,  news, 
'  ong  on  commercials,   operate  con- 
e,   sober.     Disc   on   request.  Box 
:F,  BROADCASTING. 

-pable  annoimcer-WTiter.  Best  refer- 
ees both  fields.  Know  control  board. 

:sume,  disc  on  request.  Box  703F, 
lOADCASTING. 

perienced  annotmcer,  continuity, 
erences.  Knowledge  control  board, 
sume.  disc  on  request.  Box  704F, 
■■OADCASTING.  

ling  man,  single,  seeking  staff  an- 
,^lncing  position,  some  experience, 
bined  in  all  phases  radio  at  Radio 
tv.  Will  travel.  Disc  available.  Box 
iF.  BROADCASTING.  

;  erseas  radio  experience  Foggia  and 
F  me.  Well  schooled  since.  Disc  avail- 
le.    Box  707F.  BROADCASTING. 

tention,  experienced  sportscaster,  DJ. 
perience  play-by-play  all  major 
jrts.  Looking  for  hard  work,  not 
ft  touch.  Available  immediately. 
:  ntact  Bob  French,  10210  Ewing  Ave., 
•  icago  17.  111.  

■  orts  annotmcer,  play-by-play,  base- 
11,  basketball,  3  yrs.  experience,  good 
verage.  Can  write  sports.  Col.  grad. 
ntact  Mike  Wynn,  370  Columbus 
■-e..  New  York  24,  N.  Y.  Phone  TR 
-317.  

Jiility  available.  We  have  weU-trained 
■rsonnel  who  have  had  actual  experi- 
Ice  in  metropolitan  stations  as  an- 
yuncers,  actors,  commercial  writers, 
-j;c  jockies,  producers  and  script 
Mters.  Give  us  your  requirements 
d  we  will  send  resimies,  photos  and 
;c.  Write  or  wire  collect.  Columbia 
stitute,  9th.  and  Chestnut  St.,  Pliila- 
Iphia  7,  Pa. 


Technical 


la 


igineer,  young,  1  year  broadcast  ex- 
rience.  trans,  and  control.  Unem- 
iyed.   Box   603F.  BROADCASTING. 


1  g  I  n  e  e  r  —  presently  employed ,  2  V2 
ars  broadcast  experience.  Graduate 
:A  Institutes.  N.  Y.  C,  interested  in 
taining  position  offering  chance  for 
der  experience,  better  opportunity 
r  advancement.  Box  612F,  BROAD- 
V.STING.  

Igineer — three  years  broadcasting  ex- 
rience.  maintenance,  operation,  and 
nstruction.  No  bad  habits,  no  drifter, 
sires  good  paying  position.  Box  613F, 
^.OADCASTING.  

Igineer,  1st  phone,  single,  car.  2 
ars  experience  operation  and  mainte- 
nce  AM/FM  transmitter.  Studio,  re- 
ntes, tape  and  disc  recordings.  Box 
;F,  BROADCASTING.  

jjigineer,  1st  phone,  wants  position 
Ith  a  growing  organization.  Has  car 
id  is  no  drifter.  Box  651F,  BROAD- 
ASTING.  

igineers  maintenance,  five  kw  net- 
.3rk  station.  University  study  in  engi- 
kering.    graduate  radio   school.  Will 

avel.  Box  658F  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Chief  engineer.  Long  experience  all 
facets  AM-FM  broadcast  engineering 
including  construction  and  complex  di- 
rectionals.  Excellent  personnel  rela- 
tions. References  include  well  known 
broadcast  executives.  Box  680F, 
BROADCASTING.  

Engineer — Six  months  experience. 
Would  like  employment  in  Kansas  area. 
Presently  employed.  Box  695F,  BROAD- 
CASTING^  

Engineer — First  phone.  Veteran,  will 
travel.  No  experience.  2  years  TV  serv- 
ice experience.  Box  700F,  BROAD- 
CASTING^  

First  class  phone  license,  inexperi- 
enced, will  accept  job  anywhere.  Box 
701F.  BROADCASTING.  

Engineer — First  phone,  some  transmit- 
ter experience  (kilowatt).  Radio  and 
TV  school  background.  Seek  radio  or 
TV  position.  Single,  car,  will  travel. 
Box  705F.  BROADCASTING.  

Engineer,  9  mos.  experience  at  250  and 
1  kw  stations.  Veteran,  available  im- 
mediately. Jack  Herman,  338  Lincoln 
Place,  Brookl>Ti  17.  N.  Y.  

Engineer  wants  1  to  6  mos.  job  at  only 
S150  per  mo.  anywhere  in  south.  Walter 
Hoffman,  608  Godchaux  Bldg.,  New 
Orleans  16,  La. 

Operator,  licensed,  five  years  broadcast 
radio,  wants  transmitter  job.  Single. 
Location  unimportant.  Available 
quickly.  Lewis  Sherlock,  Box  51,  Plain- 
view,  Texas. 

First  phone,  inexperienced,  graduate 
AM-FM-TV,  single,  desires  position, 
wiU  travel.  Write  Michael  Ugenti,  32- 
70  43  Street,  Long  Island  City,  N.  Y. 

Production-Programming,  others 

Experienced  promotion  man,  presently 
employed,  wishes  to  devote  fulltime  to 
promotion  at  a  well  established  sta- 
tion. Box  459F,  BROADCASTING. 

News — thoroughly  experienced.  Dis- 
tinctive voice,  delivery,  writing.  (5 
yrs.  newspaperman;  4  years  radio). 
College  graduate.  Dependable.  Perma- 
nent position  news-conscious  station, 
AM  or  AM/TV,  that  can  afford  top 
newsman,  editor.  Best  references.  Box 
542F.  BROADCASTING.  

Continuity  director  of  regional  indie 
with  sales  and  publicity  experience 
seeks  advancement.  Yotmg.  College 
graduate.  Family.  Top  references.  Box 
617F,  BROADCASTING.  

Program  director,  four  years  experi- 
ence in  programming,  traffic  sales, 
copy,  and  announcing.  Married,  col- 
lege, 26.  east  coast,  four  page  account 
of  experience  plus  disc.  Box  645F, 
BROADCASTING. 

Attention  southwest  stations:  Combina- 
tion man  one  year  experience.  Refer- 
ences, photo  and  disc  available.  Pres- 
ently employed.  Box  660F,  BROAD- 
CASTING. 

University  graduate.  Advertising,  sales, 
public  relations  background.  Dynamic, 
versatile.  Desires  position  in  radio. 
Box  666F,  BROADCASTING. 

Ambitious  young  man.  anxious  to  get 
a  start  in  radio.  Willing  to  travel.  High 
school  and  college  experience.  Please 
write  to  Box  67oF  BROADCASTING. 

Program  director-announcer.  6  years 
experience  independent  and  network 
operations.  New,  fresh  ideas.  One 
year  TV  experience.  Moderate  salar^^ 
required.   Box  6B1F,  BROADCASTING. 

Looking  for  an  A-1  young  continuity 
man?  Continuity  director,  acting  pro- 
gram director,  northeastern  regional 
indie  wants  job  in  station  with  TV  fu- 
ture. Announcing,  production  experi- 
ence. College  graduate.  Copy,  resume 
available.  Box  693F.  BROADCASTING. 

Pan  down — focus.  Nine  years  radio  and 
television  broadcasting.  All  phases. 
Want  permanency  with  progressive 
station.  Prefer  TV.  but  not  essential. 
Art  Elmonn,  25-2fi  16th  Walk,  Jackson 
Heights,  Long  Island.  Tel.:  Illinois 
7-5949. 


Television 


Announcers 


Twelve  years  experience  in  all  phases 
of  radio  broadcasting  wants  permanent 
spot  on  progressive  station.  Would 
like  TV  future.  Proven  morning  man. 
Recently  created  one  of  top  folk  disc 
shows  in  midwest.  Excellent  on  news 
and  special  events.  Housing  situation 
forces  move.  Box  665F,  BROADCAST- 
ING •  TELECASTING. 


Situations  Wanted  (Cont'd) 

Technical 

Recent  graduate  of  leading  TV  produc- 
tion school  needs  a  start.  Intensive 
training  on  camera,  camera  control  and 
audio  console.  Did  writing,  designing, 
directing,  floor  managing,  hghting; 
operated  video  switcher  mike  boom  and 
DuMont  iconoscope  cameras  before  ma- 
joring as  cameraman.  Honest,  reliable, 
good  character,  single,  travel.  Box 
689F.  BROADCASTING  •  TELECAST- 
ING. 

Production-Programming,  others 

Young  Univ.  of  Missouri  graduate  seeks 
opportunity  with  station,  agency,  or 
packager  as  writer-producer  trainee. 
Presently  employed  large  regional 
indie.  Proven  writing  record.  Sales 
and  publicity  experience.  Idea  man. 
Family.  References.  Box  604F,  BROAD- 
CASTING •  TELECASTING. 

For  Sale 

Stations 

Florida  exclusive  independent.  De- 
sirable, fast-growing  market.  Priced 
basis  nine  times  net.  355,000  down.  Box 
636F,  BROADCASTING, 

$15,000  down  buys  exclusive  Texas  in- 
dependent with  real  potential.  Priced 
for  quick  sale.  No  triflers.  Box  637F, 
BROADCASTING. 

Rural  Wisconsin  network  outlet.  Can 
be  bought  for  1949  gross  of  $50,000. 
Valuable  real  estate  and  accounts  re- 
ceivable included.  Profitable.  Box  638F 
BROADCASTING. 

AM  station  grossing  almost  five  thou- 
sand, Pennsylvania-Ohio  border,  40 
or  control  available.  Newspaper  inter- 
ests reason  for  sale,  terms.  Journal 
Publishers,  410  North  Ave.,  Pitts- 
burgh 9,  Pa. 

Equipment,  etc. 

Gates  250-Cl  transmitter.  Gates  limiter, 
GR  frequency  and  modulation  monitors, 
tuning  unit,  175  foot  tower.  Now  in 
service.  Available  thirty  days.  Best 
offer  any  or  all.  Box  677F,  BROAD- 
CASTING. 

Fairchild  professional  recorder,  guar- 
anteed in  excellent  condition.  Less  than 
one-half  retail  price.  Box  696F, 
BROADCASTING.   

For  sale.  Equipment  in  first-class  shape, 
used  in  Western  Electric  1  kw  type 
71  amplifier.  3-type  379-A  and  1-type 
279-A  W.E.  tubes,  1-G.E.  power  trans- 
former, 2  Westinghouse  power  con- 
densers and  1  Westinghouse  25  henry, 
1-Workshops  Associates  type  3xA  co- 
linear  antenna.  For  full  descriptions 
and  prices,  write  Gerald  R.  Chinski, 
Technical  Supervisor,  Radio  Station 
KXYZ,  5th  Floor  Gul£  Bldg.  Houston, 
Texas.  

Make  offer  FM  WE  506B-2  complete, 
spares  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington.  Delaware. 

For  sale — Professional  Fairchild  re- 
corder. Original  cost  $1300.  Guaranteed 
perfect  condition.  WUl  sell  for  half 
price.  National  Academy  of  Broadcast- 
ing. 3338  16th  St.,  N.  W.,  Washington, 
D.  C.  DEcatur  5580. 


For  Sale  (Cont'd) 


Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted — Used  towers,  transmitter  for 
5  kw  installation.  Five  guyed  towers, 
overall  height  200  feet  above  base  in- 
sulators, equipped  with  A-3  hghting. 
Transmitter  should  be  recent  model. 
Please  give  complete  information, 
manufacturer's  name,  model  number, 
age,  date  last  used,  condition,  location, 
whether  available  for  inspection,  price. 
Box  495F,  BROADCASTING, 

Wanted  to  buy.  Proof  of  Performance 
equipment.  Used.  Good  condition.  Give 
price  and  equipment  available.  Address 
Box  649F,  BROADCASTING. 


Wanted  to  buy  .  .  .  790  ft.  ''s  in.  and 

1200  ft.  3g  in.  semi-flexible  Coax  cable; 
also  type  300  Wincharger  tower  not 
over  360  ft.  Write  Box  670F,  BROAD- 
CAST. 


AM  frequency  monitor  and  modulation 
monitor.  United  Broadcasting  Co.,  301 
E.  Erie  St..  Chicago,  111. 


Miscellaneous 


Davis  Frequency  Measurement  Service 
— Ill  S.  Commercial,  Emporia,  Kans. 
Phone  2709. 


Situations  Wanted 


Announcers 


ANNOUNCER-PROGRAM 
DIRECTOR 

Capable,  experienced.  Good  voice, 
pleasing  personality.  Reliable  family 
man.     Details   and    disc   on  request. 

BOX  496F,  BROADCASTING 


Disc  jockey  with  major  market  station  de- 
sires change  to  company  which  will  offer 
satisfactory  talent  arrangements.  Am  happy 
with  present  setup  with  exception  of  talent. 
Want  an  opportunity  to  make  money  when 
I  bring  money  Into  station.  Will  work 
closely  with  sales  staff.  Can  build  disc 
shows  into  high  Hooperated,  marketable 
commodities.  Xot  an  OTemight  sensation 
or  glamour  boy,  but  all-round  experienced 
radio  man  specializing  in  deejay  work.  Like 
late  night  programs.  Can  build  afternoon 
shows,  too.  Looking  for  permanency.  Will 
come  for  personal  interview  if  possible. 
Box  eSoF,  BROADCASTING. 


West  Coast  High  Powered 
Independent-  ^380,000.00 

Long  established — newly  equipped — high  powered — 
money  maker — brilliant  future — valuable  real  estate — 
major  market — audience  ratings  medium  high.  Priced 
to  sell  immediately  under  favorable  terms  and  conditions. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

KAOfO  STAVON  AND  NBWSPAPEff  BROKEKS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
WaaUnetoH  nitg. 
SterUne  4341-2 


CHICAGO 
Harold  R.  Mnrphy 
SCO  S.  Mich.  Are. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Monteomerr  St. 
Exbrook  2-5673 


KOA  CHANGES 

Five  Major  Deparfments  Set 

MAJOR  reorganization  at  KOA 
Denver  has  been  announced  by 
Lloyd  E.  Yoder,  general  manager. 
Under  the  new  setup,  conforming 
with  recent  operational  changes 
made  by  NBC,  KOA  will  have  five 
major  departments  with  the  man- 
agers of  each  sei-^'ing  under  Mr. 
Yoder  as  the  management  staff. 

Mr.  Yoder  said  the  following 
have  been  designated  to  head  the 
departments:  Dale  Newbold.  con- 
troller's department;  Robert  Owen, 
assistant  general  manager,  as  head 
of  engineering  and  integrated  serv- 
ices; Berry  Long,  as  sales  chief, 
including  promotion  and  advertis- 
ing; Earle  Ferguson,  program  de- 
partment manager,  and  William 
Day,  news,  special  events  and  pub- 
lic affairs. 

Included  in  the  news,  press  and 
public  affairs  setup  are  Donald 
Peach,  supervisin"?  agriculture  ac- 
tivities, and  Lewis  Thomas,  press 
supervisor.  Donald  Allen  moves  as 
KOA  supervisor  of  public  affairs 
to  the  program  department  as  a 
production  director. 

Reorganization  became  effective 
July  1.  "Under  this  new  and 
streamlined  organizational  setup," 
Mr.  Yoder  said,  "we  will  be  able 
to  operate  even  more  efficiently 
than  in  the  past  and  thus  be  of 
greater  service  to  our  listeners  and 
to  our  clients." 


PERFORMANCE 

lowek  COST 


m 


TOWER 
^  LIGHTING 
EQUIPMENT 

H  &  P  lighting  equipment,  consistently 
specified  by  outstanding  radio  engineers, 
is  furnished  as  standard  equipment  by 
most  leading  tower  manufacturers. 
300  MM  CODE  BEACON 

Patented  ventilator 
dome  circulates  the  air, 
assures  cooler  op- 
eration, longer 
lamp  life.  Concave 
base  with  drainage 
port  at  lowest 
"""     point.  Glass-to- 
glass  color  screen 
supports  virtually 
eliminate  color 
screen  breakage. 
Neoprene  gaskets 
throughout.  CAA 
approved. 
OTHER  H  &  P  PRODUCTS: 
Mercury  Flashers  •  Photo-Electric  Con- 
trols •   Obstruction    Lights    •  Complete 
Light  Kits  for  A-2,  A-3,  A-4  and  A-5 
Towers 

PROMPT  SERVICE  and  DBUVERY 

Immediate  Shipment  Out  of  Stock 
WRITE  OR  WIRE  FOR  CATALOG 


PATCHOGUE  AM 

Proposed  Grant  Issued 

DESPITE  four  deviations  from 
FCC's  engineering  rules,  proposed 
new  AM  station  at  East  Patchogue, 
N.  Y.,  on  1370  kc  with  500  w  day- 
time, received  recommended  grant 
in  an  initial  decision  issued  last 
Monday  by  FCC.  The  proposed 
grantee  is  Suffolk  Broadcasting 
Corp.,  permittee  of  WFSS  (FM) 
Coram,  Suffolk  County,  Long 
Island. 

FCC  Hearing  Examiner  J.  D. 
Bond  ruled  to  grant  the  Suffolk 
Broadcasting  application  on  ground 
a  first  local  service  would  be  given 
to  more  than  7,000  persons  in 
Patchogue.  New  daytime  service 
would  be  provided  a  total  of  nearly 
58,000  persons  on  Long  Island  and 
in  excess  of  20,000  in  New  Jersey, 
the  decision  noted.  Objectionable 
;nte:ference  would  be  caused  within 
the  normally-protected  contours  in 
New  Jersey  of  WBNX  New  York 
and  WAWZ  Zarephath,  N.  J.,  it 
was  stated,  affecting  about  11,000 
persons.  The  decision  said  15  other 
stations  seive  this  group,  however. 

Other  deviations  from  FCC's 
standards  involved  transmitter  site, 
antenna  height  and  use  of  a  re- 
gional frequency,  but  the  examiner 
felt  them  justified.  Engineering 
conditions  were  attached  to  the  pro- 
posed grant. 

'POLITICKING' 

'Plug'  Forces  Equsl  Time 

FREE  radio  announcements  on 
KSDO  San  Diego  for  nine  candi- 
dates for  Secretary  of  State  in 
Oklahoma  were  the  result  of  an 
over-exuberant  nephew  trying  to 
get  his  uncle  into  office. 

Seems  that  Bostick  Wester,  sta- 
tion disc  m.c,  during  one  of  his 
programs  urged  all  Oklahomans  in 
San  Diego  to  write  and  tell  their 
kinfolk  in  that  state  to  vote  for  his 
uncle,  John  D.  Conner,  who  was 
running  for  Secretary  of  State  in 
July  3  primary.  The  message  was 
followed  up  with  a  statement  that 
it  was  an  "unpaid"  political  an- 
nouncement. When  word  of  the 
announcement  came  to  the  atten- 
tion of  Jack  Heintz,  general  man- 
ager, he  set  out  to  remedy  the 
situation  by  offering  equivalent  free 
time  to  the  uncle's  opponents.  There 
turned  out  to  be  nine  of  them. 

P.S.  Disc  m.c.  Wester  has  re- 
tired from  polities. 


FCC  Retires  Two 

ROBERT  T.  HOSKINSON  and 
Frank  L.  Tracy,  both  accountants 
with  FCC  since  1935,  have  retired 
from  government  service,  the  Com- 
mission has  announced.  Mr.  Hoskin- 
son  served  with  FCC  and  prior  to 
that  with  other  U.  S.  agencies  con- 
tinuously for  nearly  45  years.  From 
1941  to  1945  he  was  on  loan  to 
the  House  Committee  Investigating 
Naval  Affairs.  Mr.  Tracy  retired 
with  nearly  22  years  of  civilian 
service  and  more  than  16  years 
military  service  to  his  credit. 


FCC  actions  J^A 


JUNE  30  to  JULY  6 

CP-construction  permit  ant--antenna 

DA-directional  antenna  D-day 

ERP-eflfectiTe  radiated  power  N-night 

STL-studio-transmitter  link  aur.-.mral 

synch,  amp.-synchronous  amplifier  Tis.-visual 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hour; 


STA-special  temporary  authorization        CG-conditional  grant 

Grants  authoi-izing  new  stations,  changes  in  facilities,  and  transfen 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  neu 
station  and  transfer  applications.  ' 


June  30  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1490  kc 
Walter  W.  Mansfield,  Albert  S.  Hall, 
Floyd  J.  JoUey  and  Arthur  J.  Crowley 
d/b  as  Bcstrs.  of  Burbank,  Calif. — CP 
new  AM  station  on  1490  kc,  250  w  full- 
time  AMENDED  to  change  name  to 
Walter  W.  Mansfield,  Albert  S.  HaU, 
Floyd  J.  Jolley,  Arthur  J.  Crowley  and 
Gordon  A.  Rogers  d/b  as  Bcstrs.  of 
Burbank. 

AM— 1250  kc 
M.  R.  Lankford,  Princeton,  Ind. — CP 

new  AM  station  910  kc  500  w  day 
AMENDED  to  request  1250  kc  1  kw  D. 
AM— 1500  kc 
WJBK  Detroit,  Mich.— CP  AM  station 
to  change  from  1490  kc  25  kw-D  10  kw- 
N  DA-2  to  1500  kc  5  kw  unl.  DA-1 
AMENDED  to  request  1500  kc  10  kw-D 
1  kw-N  DA-2. 

License  for  CP 
WABM  Houlton,  Me.— License  for  CP 
new  AM  station. 

WVOK  Birmingham,  Ala. — License 
for  CP  AM  station  to  increase  power, 
install  DA  etc. 

TENDERED  FOR  FILING 
AM— 730  kc 
KQD    Anchorage,    Alaska — CP  AM 
station  to  change  from  790  kc  5  kw 
unl.  to  730  kc  10  kw  unl. 

SSA— 770  kc 
KOB   Albuquerque,   N.   M. — Request 
for  SSA  on  770  kc  50  kw-D  25  kw-N 
beginning  Sept.  1. 

SSA— 1070  kc 
WKVM  Arecibo,  P.  R.— Request  for 
SSA  on  1070  kc  1  kw  unl.  until  com- 
pletion    of     construction    permit  as 
modified. 

AM— 960  kc 
KALE  Richland,  Wash.— CP  AM  sta- 
tion to  change  from  900  kc  1  kw  D  to 
960  kc  1  kw  unl.  DA-N. 


July  3  Decisions 


ACTIONS  ON  MOTIONS 
By  Commissioner  Rosel  H.  Hyde 
The  Ashley  County  Bcstg.  Co.,  Cros- 
sett.  Ark. — Granted  petition  request- 
ing Commission  to  accept  late  appear- 
ance in  proceeding  upon  application 
and  that  of  Parish  Bcstg.  Corp.,  Min- 
den.  La. 

KWCO  Chickasha,  Okla.— Granted 
petition  insofar  as  it  requests  leave 
to  amend  application  so  as  to  specify 
revised  directional  array  for  night- 
time operation:  dismissed  request  for 
reopening  of  record  in  this  proceed- 
ing. 

Cascade  Bcstg.  Co.  Inc.,  Richland, 
Wash,  and  Louis  Wasmer,  Pasco,  Wash. 

— Granted  petition  to  dismiss  without 
prejudice  application  and  on  Commis- 
sion's own  motion  removed  from  hear- 
ing application  of  Louis  Wasmer. 
By  Examiner  J.  D.  Bond 

KFXD  Nampa,  Ida.  and  Buttrey 
Best.  Inc.,  Billings,  Mont. — Granted 
petition  KFXD  for  acceptance  of 
amendment  to  change  DA  pattern  pro- 
posed in  application — which  changes 
are  intended  to  eliminate  questions  of 
objectionable  interference  with  sta- 
tion operation  proposed  by  Buttrey 
Best.  Inc..  and  Topeka.  Kan;  applica- 
tion of  KFXD  and  that  of  Buttrey 
Best.  Inc.  removed  from  hearing 
docket. 

By  Examiner  Leo  Resnlck 

Jennings  Bcstg.  Co.  Inc.,  Jennings, 
La. — Granted  leave  to  amend  applica- 
tion so  as  to  change  proposed  trans, 
site  and  make  changes  intechnical  data; 
granted   petition   for    continuance  of 


hearing  from  July  12  to  Sept.  14  in 
Washington,  D.  C. 

West  Texas  Bcstrs.  Inc.,  Floydada. 
Tex. — Granted  petition  to  accept  its 
late  appearance  in  proceeding  upon  its 
application  and  that  of  Tul'e  Bcstg.  Co., 
Tulia.  Tex. 

WSPD  Toledo,  Ohio — Granted  petition 
to  set  hearing  date  in  matter  of  peti- 
tion for  designation  for  hearing  of 
WKJG  Fort  Wayne,  Ind.;  hearing  shall 
convene  on  July  17  at  Washington, 
D.  C. 

By  Examiner  H.  B.  Hutchison 
Patchogue  Bcstg.  Co.,  Patchogue, 
N.  Y. — Granted  petition  for  authoriza- 
tion to  take  deposition  of  M.  Leonard 
Savage,  on  June  30  in  proceeding  upon 
application  and  that  of  Mid-Island 
Radio  Inc.,  Patchogue. 

By  Examiner  Elizabeth  C.  Smith 
KJAN  Bcstg.  Co.,  Baton  Rouge,  La. — 
Granted  in  part  petition  for  extension 
of  time  from  July  10  to  Aug.  10  for 
filing  proposed  findings  in  proceeding 
upon  application  WLCS  Baton  Rouge, 
La.;  time  extended  to  July  24. 

July  5  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 
WKMH  Dearborn,  Mich. — License  for 
CP  to  increase  power,  change  DA  etc. 

KALG  Alamogordo,  N.  M. — License 
for  CP  new  AM  station. 

License  Renewal 
WAEL  Mayaguez,  P.  R. — Request  for 
license  renewal. 

SSA— 770  kc 
KOB   Albuquerque,   N.    M. — Request 
for  SSA  on  770  kc,  50  kw-D  25  kw-N 
beginning  Sept.  1. 

Modification  of  CP 
Mod.  CP  new  FM  station  for  exten- 
sion  of   completion  date:  WOOK-FM 
Silver  Spring,  Md.;  WBEN-FM  Buffalo; 
WHWC  Madison,  Wis. 

WEPM-FM  Martinsburg,  W.  Va.— 
Mod.  CP  to  change  ERP  to  815  w. 

KMTV  Omaha,  Neb.— Mod.  CP  new 
commercial  TV  station  for  extension  of 
completion  date  to  2-1-51. 

License  for  CP  , 
WKTV  Utica,  N.  Y. — License  to  cover 


WKOW 

Madison,  Wis. 


■ 


Used  By  More  Radio  Stations  Than  AH 
Other  Professionol  Tape  Recorders 


PT6-JA 


Greatest  professional  recording  value  on 
the  markefl  Portable  high  fidelity  re- 
corder and  amplifier — as  low  as  $499.50 


360  N.  Michigan  Ave. 
Chicago  1,  III.  J 


HUGHEY  &  PHILLIPS 

TOWER  LIGHTING  DIVISION 
326  N.  La  Cianega  Blvd. 
Los  Angeles  48,  Cafif. 
60  E.  42nd  St.  New  York  17,  N.  Y. 
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BROADCASTING,  •  Telecasting 


o  change  studio  location  to  Smith 
Utica. 


t  6  Decisions 


BY  COMMISSION  EN  BANC 
CP  Granted 

tkes  Tarzian  Inc.,  Bloomington, 
-Granted  CP  and  license  for  Class 
iperimental  mobile  radio  station  to 
used  as  two-way  communication 
'  during  installation  of  microwave 
jr  for  experimental  TV  relay  best. 
|on.  Frequency  27.255  mc  is  as- 
pd  on  experimental  basis,  condi- 


ally. 


Modification  Granted 
PAL,  Jefferson  City,  Mo. — Granted 
.  CP  to  change  location  of  station 
I  Jefferson  City  to  Fulton,  Mo.,  and 
ge  type  of  trans. 

Hearing  Designated 
(fVIFJ  Daytona  Beach,  Fla. — Desig- 
d  for  hearing  in  Washington  Dec. 
jplication  to  change  facilities  from 
kc  250  w  unl.,  to  1260  kc  1  kw,  DA- 
id  change  trans,  and  trans,  location. 
SSA  Denied 
ij*RS  Olathe,  Kan. — Denied  applica- 
'  for  SSA  to  operate  during  night- 
hours  between  Aug.  1  and  Aug.  2 
lieriod  of  T^i  hours),  on  frequency 
kc  with  500  w,  because  such  opera- 
would  cause  objectionable  inter- 
ace  to  four  other  stations. 

Hearing  Designated 
IV  Ontario,  Ore.,  and  KRKQ  Ever- 
I  Wash. — Designated  for  hearing  in 
«m,clidated  proceeding  application  of 
iLv  to  change  from  1450  kc  to  1380 
"ncrease  power  from  250  w  to  1  kw, 
install  DA-N;  and  application  of 
•CO  for  mod.  CP  to  change  DA  pat- 
i\\  made  KOTA  Rapid  City,  S.  D..  a 
^ly  to  proceeding  with  respect  to  ap- 
ation  of  KSRV  only;  said  hearing  to 
leld  in  Washington  Dec.  14. 
Petition  Dismissed 

KLIL  Lenoir  City,  Tenn. — Dismissed 
ion  by  Robert  Lex  Easley  re- 
..ting  reconsideration  of  Commis- 
action  of  March  28,  granting  WLIL 
;or  new  station  on  730  kc  500  w  and 
ler  ordered  Paragraphs  1,  3  and  8 
Easley  petition  stricken  as  "sham 
false." 

Extension  Granted 
^'EX-FM  McPherson,  Kan.— Grant- 
extension  of  authority  for  period 
ng  Dec.  6,  to  operate  on  103.3  mc 
;g  facilities  specified  in  CP,  for 
joose  of  providing  FM  program 
slice. 

BY  THE  SECRETARY 

llowing  remote  pickups  extended 
'temporary  basis  to  Sept.  1:  KTTV 
Angeles,  KA-5234,   KA-5235,  KA- 

Bir  N.  James,  Salida,  Col. — Granted 
(nse  new  remote  pickup  KA-3624. 
•e  Scranton  Times,  Scranton,  Pa. — 

-ited  licenses  new  remote  pickups 
j5231-3. 

e  Evening  News  Assoc.,  Detroit — 
ted     mod.     license     KA-5486  to 
[age  frequencies  from  33380,  35020, 

0.  39820  kc  to  26.23,  26.33,  26.43  mc 
for  use  with  WWJ-AM-FM-TV. 

jjcstern  Carolina  Bcstg.  Co.  Inc., 
jdsboro,  N.  C.  —  Granted  mod.  li- 
^■e  KA-2693  to  change  frequencies 
K  31.62,  35.26,  37.34,  39.62  mc  to  26.13, 
If  mc. 

J.lt  River  Valley  Bcstg.  Co.,  Phoenix, 
.—Granted  mod.  license  KA-3073  to  • 
ige  frequencies   from   33.38,  35.02, 

1.  39.82  mc  to  26.21,  26.31  and  26.41 

eneral  Electric  Co.,  Schenectady, 
/. — Granted  mod.  licenses  KA-4621- 
3  to  change  frequencies  from  31.22, 
37.02,  39.26  mc  to  26.15,  26.25, 
a  mc. 

BC  San  Francisco — Granted  mod. 
Tse  KA-4818  to  change  frequencies 
a  31.22,,  35.62,  37.02,  39.26  mc  to  26.11, 
5.  26.25,  26.35,  26.45  mc. 
ading  Bcstg.  Co.,  Reading,  Pa. — 
nted  mod.  licenses  KA-5721,  20,  19 
liange  frequencies  from  31.22,  35.62, 
E.  39.26  mc  to  26.15,  26.25,  26.35  mc. 
iVIMJ  Inc.  Grand  Island,  Neb.— 
nted  CP  to  make  changes  in  exist- 


RCA  INSTITUTES,  INC. 


One  of  the  leading  and 
oldest  schools  ot  Radio 
Technology  In  America,  offers  Its 
■rained  Radio  and  Television  tech- 
nicians to  the  Broadcasting  In- 
pustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES,  INC. 
A  Service  of  Radio  Corporation 
of  America 
^350  W.  4th  St.,  New  York  14,  N.  T. 


ing  remote  pickup  KAA-771  to  change 
frequencies  irom  30.82,  33.74,  35.82,  37.98 
mc  to  153.35  mc  and  change  equipment. 

Best.  Management  Inc.,  Bethesda, 
Md. — Granted  CP  for  new  remote  pick- 
up KA  4524. 

Hildreth  and  Rogers  Co.,  Lawrence, 
Mass. — Granted  CP  and  license  KA- 
4809  to  change  frequencies  from  31.22, 
35.62,  37.02,  39.26  mc  to  152.11  and 
152.93  mc  and  change  type  trans. 

WPWT  Philadelphia— Granted  CP  to 
make  changes  in  existing  noncommer- 
cial educational  FM  station  to  increase 
operating  power  from  10  to  250  w  and 
change  type  trans.  Ch.  219  (91.7  mc), 
10  ft;  ERF  125  w. 

Vir  N.  James,  Salida,  Col. — Granted 
CPs  new  remote  pickups  KA-3126,  27; 
KA-4363,  64;  KA-3152-3-4. 

WOND  Pleasantville,  N.  J.— Granted 
mod.  CP  to  change  type  trans. 

KPOF  Denver,  Col. — Granted  :iuthor- 
ity  to  remain  silent  for  period  begin- 
ning 2:30  pm  through  4:30  pm  July  4,  in 
order  to  observe  annual  outint; 

Foliowmg  were  granted  mod.  CP's 
for  extension  of  completion  dates  as 
shown:  WBCC-FM  Bethesda,  Md.,  to 
10-6-50:  KNOB  Long  Beach,  Calif.,  to 
1-22-51;  WBBB-FM  Burlington,  N.  C, 
to  12-30-50;  WRBL-FM  Columbus,  Ga., 
to  lC-1-50;  KONO-FM,  San  Antonio, 
Tex.,  to  12-2f!-50. 

WIMS  Michigan  City,  Ind.— Granted 
mod.  CP  for  extension  of  completion 
date  to  12-14-50. 

WELD  Columbus,  Qhio — Granted  li- 
cense covering  changes  in  existing  FM 
station  (97.1  mc),  Ch.  246;  53  kw,  470  ft. 

Racine  Bcstg.  Corp.,  Racine,  Wis. — • 
Granted  mod.  licenses  KA-5552,  KSA- 
945  to  change  frequencies  from  30.82, 
33.74,  35.82,  37.98  mc  to  26.15,  26.25, 
26.35  mc,  and  for  use  with  WRJN  and 
WRJN-FM. 

Memphis  Pub.  Co.,  Memphis,  Tenn. — 
Granted  mod.  license  KA-3058  to  change 
freauencies  from  31.22.  35.62.  37.02. 
39.2')  mc  to  26.15.  26.25.  26.35  mc,  to  be 
used  with  stations  WMC  and  WMCF. 

James  Bcstg.  Co.  Inc.,  Jamestown, 
N.  Y.— Granted  mod.  license  KA-3749 
to  change  frequencies  from  30.82,  33.74, 
35.82,  37.90  to  170.15  mc  and  to  increase 
power  from  25  to  50  w. 

NBC  Denver,  Col.— Granted  mod.  li- 
censes KA-4683,  KA-4685  to  change 
frequencies  from  31.22,  35.62,  37.02,  39.26 
mc  to  26.11,  26.15,  26.25,  26.35,  26.45  mc. 

City  of  Dallas  Tex.,  Dallas — Granted 
mod.  license  KA-3244  to  change  fre- 
quencies from  33.38,  35.02,  37.62,  39.82 
mc  to  26.15,  26.25,  26.35  mc  and  to  be 
used  with  WRR-AM-FM.. 

Don  Lee  Bcstg.  System,  Hollywood, 
Calif.— Granted  mod.  license  KA-3420 
to  change  frequencies  from  156.75, 
158.40,  159.30,  161.10  mc  to  166.25  mc,  to 
be  used  with  KHJ-AM-FM.. 

NBC    Washington,   D.    C  Granted 

mod.  license  KA-5472  to  change  fre- 
quencies from  31.22,  35.62,  37.02,  39.26 
mc  to  26.11,  26.15,  26.25,  26.35  ,  26.45  mc, 
and  to  be  used  with  WRC,  WRC-FM 
and  WNBW. 

Alabama-Georgia  Bcstrs.  Inc.,  Eu- 
faula,  Ala. — Granted  mod.  license  KA- 
4029  to  change  frequency  from  2830  kc 
to  26.25  mc. 

Illinois  Bcstg.  Co.,  Decatur,  111. — 
Granted  mod.  licenses  KSA-953,  KA- 
5575  to  change  frequencies  from  30.82, 
33.74,  35.82,  37.98  mc  to  26.19,  26.39  mc. 

Triangle  Pub.  Inc.,  Philadelphia  — 
Granted  mod.  licenses  KA-3077-8  to 
change  frequencies  from  31.62,  35.86, 
37.34,  39.62  mc  to  26.33,  26.43  mc. 

Utah  Bcstg.  and  Television  Co.,  Salt 
Lake  City,  Utah — Granted  mod.  license 
KA-3032  to  change  frequencies  from 
30.82,    33.74,    35.82,    37.98   mc   to  26.19. 


r 


Gould  Reviews  Programs 

JACK  GOULD,  radio  editor  of  the 
New  York  Times,  last  week  insti- 
tuted a  radio  and  television  pro- 
gram review  column  to  provide 
timely  criticism  of  premiere  per- 
formances. The  reviews  appear  in 
Times  the  day  after  the  broadcasts 
they  cover.  The  feature  will  be 
carried  whenever  the  number  of 
premieres  warrants,  it  was  said. 
Program  reviews  are  not  an  in- 
novation with  the  Times,  which  for 
years  has  run  lengthy  ones  in  its 
Sunday  editions. 


26.29,  26.39  mc  and  power  from  17  to 
23  w. 

Appalachian  Bcstg.  Corp.,  Bristol,  Va. 

— Granted  mod.  licenses  KA-4631-32  to 
change  frequencies  from  31.22,  35.62, 
37.02,  39.26  mc  to  26.11,  26.45  mc. 

Tri-State  Bcstg.  Co.  Inc.,  El  Paso, 
Tex. — Granted  mod.  license  KA-5585  to 
change  frequencies  from  31.22,  35.62, 
37.02,  39.26  mc  to  26.15,  26.25  mc. 

Scripps-Howard  Radio  Inc.,  Cincin- 
nati— Granted  mod.  license  KA-5567  to 
change  frequencies  from  31.22,  35.62, 
37.02,  39.26  mc  to  26.17  mc,  to  be  used 
with  WCPO,  WCPO-FM  and  WCPO- 
TV,  Cincinnati,  Ohio. 

WGAL  Inc.,  Lancaster,  Pa. — Granted 
mod.  license  KA-5S12  to  change  fre- 
quencies from  31.22,  35.62,  37.02,  39.26 
mc  to  26.15,  26.25  and  28.35  mc. 

Don  Lee  Bcstg.  System,  San  Francisco 
— Granted  CP  to  make  changes  in  ex- 
isting remote  pickup  KA-3055  to  change 
frequencies  from  31.62,  35.26,  37.34, 
39.62  mc  to  26.43  mc,  emission  from  A3 
to  F3,  to  increase  power  from  25  to  30 
w  and  change  type  trans. 

The  Fort  Industry  Co.,  Miami,  Fla. — 
Granted  CP  KA-4732  to  change  fre- 
quencies from  31.62,  35.26,  37.34,  39.62 
mc  to  26.23,  26.33,  26.43  mc,  power  from 
25  to  15  w  and  change  equipment. 

NBC  Washington,  D.  C— Granted 
CP  KGA-844  to  change  frequencies 
from  31.22,  35.62,  37.02.  39.26  mc  to  26.11, 
26.15,  26.25.  26.35,  26.45  mc  change 
trans,  location,  to  be  used  with  WRC, 
WRC-FM  and  WNBW. 

WABE  Atlanta,  Ga.— Granted  CP  to 
make  changes  in  noncommercial  educa- 
tional FM  station  to  change  operating 
power  from  250  w  to  3  kw,  and  type  of 
trans.,  Ch.  211,  (90.1  mc),  ERP  4.8  kw, 
300  ft. 

WLPM-FM  Suffolk,  Va.  —  Granted 
mod.  CP  to  change  studio  location  of 
new  FM  station. 

Columbus  Bcstg.  Co.,  Columbus,  Ga. 
— Granted  mod.  CP  KIB-41  for  exten- 
sion of  completion  date  to  10-1-50. 

WIZZ  Wilkes  Barre,  Pa.  —  Granted 
mod.  CP  for  extension  of  completion 
date  to  12-29-50. 

KNCM  Moberly,  Mo. — Granted  license 
for  new  AM  station;  1220  kc  250  w  D. 

WCLI  Corning,  N.  Y.— Granted  li- 
cense for  new  AM  station;  1540  kc  250 
w  D. 

WRAC  Racine,  Wis. — Granted  license 
for  new  AM  station;  1460  kc  500  w  D. 

WTSA  Brattleboro,  Vt.— Granted  li- 
cense for  new  AM  station;  1450  kc  250 
w  unl. 

KDB  Santa  Barbara  Calif. — Granted  li- 
cense   install   new   vertical   ant.  and 
change  trans,  and  studio  locations. 
WSAZ-TV    Huntington,    W.    Va.  — 
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OADCASTING    •  Telecasting 


Granted  license  new  commercial  tele- 
vision station  and  to  change  studio  lo- 
cation. 

KEYL  San  Antonio,  Tex. — Granted 
license  for  new  commercial  television 
station  and  to  indicate  slight  change  in 
visual  ERP  from  17.9  kw  to  17.7  kw, 
and  to  change  studio  location. 

WOAI-TV  San  Antonio,  Tex. — Grant- 
ed license  for  new  commercial  tele- 
vision station. 

WCPO-TV  Cincinnati  —  Granted  li- 
cense covering  change  in  trans,  and 
studio  locations. 

WSPD-TV  Toledo,  Ohio— Granted  li- 
cense change  of  trans,  location,  change 
studio  location  and  change  power  from 
vis.  27.4  kw  and  aur  14.4  kw  to  24.5  kw 
vis.  and  12.3  kw  aur. 

WJBK-TV  Detroit — Granted  license 
for  new  commercial  television  station 
and  change  trans,  location. 

WICU  Erie,  Pa.— Granted  license  for 
new  commercial  television  station  and 
change  studio  and  trans,  locations. 

WLBL  Stevens  Point,  Wis. — Granted 
mod.  license  to  change  studio  location. 

Lake  Bcstg.  Co.  Inc.,  Gary,  Ind. — 
Granted  CP's  new  remote  pickups  KA- 
7077-8. 

The  Elk  County  Bcstg.  Co.,  St. 
Marys,  Pa. — Granted  CP  for  new  re- 
mote pickup  KA-7079. 

Empire  Coil  Co.  Inc.,  Area  Cleveland, 
Ohio — Granted  CP  and  license  new  ex- 
per.  TV  relay  KA-7067. 

WARA  Jackson  Assoc.  Inc.,  Attle- 
boro,  Mass.  —  Granted  mod.  CP  to 
change  type  of  trans. 

July  6  Applications  .  .  . 

ACCEPTED  FOR  FILING 

AM— 960  kc 
KALE  Richland,  Wash.— CP  new  AM 
station  to  change  from  900  kc  1  kw  D 
to  960  kc  1  kw  unl.  DA-N. 

Modification  of  CP 
WDSM  Superior,  Wis.— Mod.  CP  new 
AM  station  to  change  frequency,  in- 
crease power  etc.  for  extension  of  com- 
pletion date. 

KULE  Ephrata,  Wash.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

(Continued  on  page  76) 
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town,  thus  the  best  buy  in 

CLEVELAND 

WSRS 


July  10,  1950    •    Page  75 


Docket  Actions  .  .  . 

INITIAL  DECISIONS 

East  Patchogue,  L.  I.,  N.  Y. — An- 
nounced initial  decision  by  examiner 
J.  D.  Bond  to  grant  application  of 
Suffolk  Bcstg.  Corp.,  new  station  on 
1370  kc,  500  w  fulltime,  conditions. 
See  story  this  issue.  Decision  July  3. 

Hamtramck,  Mich.  —  Announced  ini- 
tial decision  by  examiner  Hugh  B. 
Hutchison  to  grant  application  ot  Ham- 
tramck Radio  Corp.,  new  station  on 
1440  kc,  500  w  day  and  to  deny  appli- 
cation of  Atlas  Bcstg.  Co.  for  same 
facilities.  See  story  this  issue.  Decision 
July  5. 

OPINIONS  AND  ORDERS 
WGRI  and  Scottsboro  Bcstg.  Co., 
Scottsboro,  Ala.  —  By  memorandum 
opinion  and  order  dismissed  petition 
of  Scottsboro  Bcstg.  Co.  to  reconsider 
Commission  action  of  May  12  granting 
application  of  Pat  M.  Courington  for 
new  station  at  Scottsboro.  Commis- 
sioner Jones  concurring  in  result.  Order 
July  6. 

Scripps  Howard  Radio  Inc.,  and 
WERE  Cleveland,  Ohio  —  By  jnemo- 
randum  opinion  and  order  denied  peti- 
tion of  Scripps  Howard  requesting 
Commission  to  rehear  and  reconsider 
action  of  March  24  granting  applica- 
tion of  Cleveland  Bcstg.  Co.  for  new 
station  at  Cleveland.  Order  July  6. 

Non-Docket  Actions  .  .  . 

AM  GRANTS 

WFPA  Fort  Payne,  Ala. — Granted 
switch  in  facilities  from  1290  kc  500  w 


FCC  Actions 

( Continued  from  page  75 ) 

TENDERED  FOR  FILING 
AM— 790  kc 
KERB  Fairbanks,   Alaska— Mod.  CP 
new  AM  station  to  change  from  1290 
kc  to  790  kc. 

AM— 1090  kc 
KAUS  Austin,  Minn.— CP  AM  station 
to  change  from  1480  kc  1  kw  unl.  DA-2 
to  1090  kc  10  kw  unl.  DA-N. 


Sell 

Ohio's  third 
largest  market 


with 


WFMJ 

5,000  watts  AM 
and 

50,000  watts  FM 

WFMJ 

1390  AM  -  105.1  FM 

Youngstown,  Ohio 


Headley-Reed  Co., 

national  representatives 


fCC  roundup 

New  Grants,  Transfers,  Changes,  Applications 


SUMMARY  TO  JULY  6 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Total 

Class  On  Air 

AM  stations    2,138 

FM   stations    693 

TV  stations    106 

*  Two  on  the  air. 


Licensed  CPs 


Appli- 
Cond'l     cations  In 
Grants    Pending  Hearing 


2,118 
495 
45 


184 

231 
64 


3* 


287 
18 
353 


262 
13 
182 


day  to  1400  kc  250  w  fulltime.  Granted 
July  6. 

WSID  Essex,  Md. — Granted  switch  in 
facilities  from  1570  kc  1  kw  day  to 
1010  kc  1  kw  day. 

TRANSFER  GRANTS 

WLTR  Bloomsburg,  Pa. — Granted  as- 
signment of  license  from  Bloom  Radio 
Inc.,  licensee,  to  Harry  L.  Magee  tr/as 
Bloom  Radio.  Mr.  Magee  desires  to 
operate  as  sole  owner  rather  than  as 
owner  of  all  stock.  WLTB  is  assigned 
1  kw  day  on  690  kc.  Granted  July  6. 

WGRY  Gary,  Ind.— Granted  assign- 
ment of  CP  from  George  M.  Whitney, 
Carolina  L.  Whitney  and  Fred  K.  Fey- 
ling  d/b  as  Steel  City  Bcstg.  Co.  to 
WGRY  Inc.,  new  corporation  of  same 
partners.  Due  to  family  illness  Mr. 
Feyling  reduces  his  holdings  to  8.57% 
and  George  and  Carolina  Whitney  in- 
crease theirs  to  45.715%  each.  Partners 
prefer  corporate  form  of  operation. 
WGRY  is  assigned  500  w  day  on  1370 
kc.  Granted  July  6. 

WBRD  Fort  Lauderdale,  Fla. — Grant- 
ed assignment  of  CP  from  George  D. 
Gartland,  permittee,  to  Broward  Bcstg. 
Co.  new  corporation  in  which  Mr. 
Gartland  retains  60%  interest,  and 
three  newcomers  buy-in  for  $24,000. 
Newcomers  to  corporation  include:  L. 
Coleman  Judd,  real  estate  broker  and 
50%  owner  Fiesta  Village  Hotel,  18%; 
George  W.  English  Jr.,  member  Eng- 
lish, Lester  &  O'Bryan,  law  firm,  4%; 
and  E.  J.  Richardson,  Richardson  Con- 
struction Co.,  50%  owner  Cunningham 
Painting  Co.,  and  50%  owner  Fiesta 
Village,  18%.  WBRD  is  assigned  250 
w  day  on  1580  kc.  Granted  July  6. 

WBSR  Pensacola,  Fla.- Granted  as- 
signment of  license  from  Escambia 
Bcstg.  Co.,  licensee,  to  WSBR  Inc.,  for 
consideration  of  $44,000.  WSBR  Inc., 
new  corporation  includes;  Patt  Mc- 
Donald, general  manager  WHHM  Mem- 
phis, president  35%;  Don  Lynch,  com- 
mercial manager  WHHM,  vice  presi- 
dent and  general  manager  35%;  A.  D. 
Waldauer,  lawyer  and  20%  owner  Sky- 
vue  Theatre,  Memphis,  secretary- 
treasurer,  20%;  George  P.  Mooney, 
sports  director  WHHM,  director  10%. 
WBSR  is  assigned  250  w  fulltime  on 
1450  kc.  Granted  July  6. 

WCAO  -  AM  -  FM  Baltimore,  Md.— 
Granted  transfer  of  control  in  The 
Monumental  Radio  Co.,  from  three 
voting  trustees  under  trust  agreement 
to  200  stockholders  of  voting  trust 
certificates.  WCAO  is  assigned  5  kw 
fulltime  on  600  kc,  directional.  Granted 
July  6. 


OPERATIONS  SUSPENDED 

KOZY  Kansas  City,  Mo. — Commercial 
Radio  Equipment  Co.,  granted  90  day 
extension  to  remain  silent. 

DELETIONS 

ONE  AM  and  three  FM  authoriza- 
tions reported  deleted  by  FCC  last 
week.  Total  to  date  since  Jan.  1:  AM 
29;  FM  75;  TV  2. 

WWOK  Flint,  Mich. — Cooperative  Ra- 
dio Inc.  License  July  5.  Financial. 

WPGH-FM  Pittsburgh,  Pa.  —  Pitts- 
burgh Bcstg.  Co.  CP  July  5.  For- 
feiture. 

KBMT  San  Bernardino,  Calif.— Sun 
Co.  of  San  Bernardino.  CP  July  6. 
Unable  to  develop  FM  audience. 

KRBC-FM  Abilene,  Tex. — Reporter 
Bcstg.  Co.  License  June  30.  Lack  of 
progress  in  FM. 

New  Applications  .  .  . 

AM  APPLICATIONS 

Carrolton,  Ala.  —  Pickens  County 
Bcstg.  Co.,  590  kc,  1  kw  day.  Estimated 
construction  cost  $25,329.51.  Roth  E. 
Hook,  owner  of  chain  of  six  theatres 
in  Alabama  and  William  E.  Farrar, 
manager  Pickens  Theatre,  Reform,  Ala. 
and  Gordo  Theatre,  Gordo,  are  equal 
partners.  Filed  June  30. 

Williamsburg,  Va. — Williamsburg  Ra- 
dio Co.  Inc.,  740  kc,  1  kw  day.  Esti- 
mated construction  cost  $14,990.  Princi- 
pals in  corporation  include:  W.  Robert 
Richardson,  salesman  for  Robertson 
Chevrolet  Co.  Inc.,  president  33?^%; 
S.  A.  Cisler  Jr.,  14  interest  WWSO 
Springfield,  Ohio,  Va  WKYO  Louisville, 
14  WXGI  Richmond  and  14  WXLW 
Indianapolis,  vice  president  33'/^%;  Lee 
L.  Cheatwood,  president  Seventh  St. 
Garage  Corp.,  secretary-treasurer 
3314%.  Filed  June  30. 

Cheyenne,  Wyo. — Great  West  Co., 
800  kc,  1  kw  day.  Estimated  construc- 
tion cost  $15,700.  Principals:  William  T. 
Kemp,  50%  owner  KVER  Albuquerque, 
president  49%;  W.  J.  Harpole,  owner 
KVOP  Plainview,  Tex.,  and  14  owner 
KVOU  Uvalde,  vice  president  49%;  Ar- 
thur Kline,  attorney,  secretary-treas- 
urer 2%.  Filed  June  30. 

Henderson,  N.  C. — Nathan  Frank, 
1450  kc,  250  w  unlimited.  Estimated 
construction  cost:  $8,450.  Mr.  Nathan 
has  20%  interest  in  WHNC  Henderson. 
Filed  July  5.  Resubmitted. 

Nashville,  Tenn. — Southern  Bcstg.  Co. 
Inc.,  1470  kc,  1  kw  day.  Estimated  con- 
struction   cost  $19,775.    Principals  in- 


PROTECT  YOURSELF,  yonr  STAFF,  your  CLIENTS 

from  the  daily  hazard  of 

LIBEL,  SLANDER,  INFRINGEMENT  OF 
COPYRIGHT,  INVASION  OF  PRIVACY 

Arising  from  Editorializing,  Speeclies,  Newscasts,  Ad  libs,  Financial 
Comment,  Mystery  Plots,  Gossipy  Announcements,  Man-on-tlie-street 
Interviews. 

Hundreds  ot  Broadcasters  and  Newspapers  guard  this  continu- 
ous  hazard    with    our   special,    tailored-to-the-risk  Insurance. 

USE  CAUTION-LADY  LUCK  IS  A  DESERTER ! 
IT  COSTS  SO  LITTLE  TO  BE  SURE  WITH  INSURANCE. 

For  details,  write  to  the  Pioneer  in  this  line. 

EMPLOYERS  IIEI]\SVRAXCE  CORPORATION 

Insurance  Exchange  Bldg.       —       Kansas  City,  Mo. 


elude:  G.  Paul  Crowder,  employe  1 
gional    Veteran's    Admin.,  Nash\ 
president;  Sigmund  H.  Eskind,  Ten, 
see    Music    Sales    Inc.    (records    <  1 
president    and    majority  stockholl 
vice  president;  William  B.  Marr, 
torney,  firm  of  Marr  &  Roskin,  tr' 
urer;    and    Ben    L.    Roskin,  attorr 
Marr  &  Roskin,  secretary.  Filed  July 

Sacramento,  Calif. — Radio  Califorf 
1380  kc,  500  w  day.  Estimated  consti' 
tion  cost  $12,061.  Equal  partners  ; 
Knox  LaRue,  manager  San  Franc, 
office  of  George  Hollingbery  Co.,  3 
421/^%  owner  KSTN  Stockton  a 
Arnold  C.  Werner,  free  lancer  sit 
Jan.  1950.  Filed  July  6. 

Anadarka,  Okla. — Caddo  Bcstg.  C 
1250  kc,  500  w  day.  Estimated  constri 
tion  cost  $14,351.  J.  D.  Allen  sole  own 
is  50%  owner  Allen  &  Wood;,  gene 
insurance  and  real  estate  busmess  a 
landowner  in  Oklahoma  and  Tex 
Filed  July  6. 

TV  APPLICATION 
Hamilton,  Ohio— Condo,  Holbrock 
Smith,  new  commercial  TV  stati 
Chan.  2  (54-60  mc),  ERP  26.68  kw,  a 
427  ft.  above  average  terrain.  Es 
mated  construction  cost  $267, 777. 1 
estimated  revenue  first  year  $50,(j 
Principals  include:  Gilbert  E.  Com 
law  firm  of  Condo,  Walsh  &  Stitsing 
20%;  Gordon  Smith,  deputy  cour 
auditor,  40%;  Greg  Holbrock,  Kai 
&  Holbrock,  attorneys,  40%.  Fil 
July  6. 

TRANSFER  REQUESTS 
KTED  Laguna  Beach,  Calif. — Assig 
ment  of  license  from  Thomas  E.  Dai  ' 
son  tr/as  Universal  Radio  Featui 
Syndicate,  licensee,  to  KTED  Inc.  ^ 
Danson  will  sell  80,000  sh.  conun 
stock  for  $1.00  per  sh.  Accounts  i 
ceivable  will  not  carry  financial  burd 
of  station  and  corporate  form  is  deem« 
advisable.  KTED  is  assigned  1  kw  da 
250  w  night,  DA-1,  on  1520  kc.  Fil" 
June  27. 

WGRD  Grand  Rapids,  Mich. — Co 
sent  to  sale  of  stock  in  Music  Bcsi 
Co.,  licensee  through  issuance  of  sm; 
amounts  of  new  stock  from  time 
time  to  a  number  of  persons  strange 
to  original  application.  Transferees  nc' 
hold  69.3%  of  total  stock.  All  transfe 
reported  to  FCC  previously,  with  e 
ception  of  4.64%  April  25.  WGRD 
assigned  1  kw  day  on  1410  kc.  Fil 
June  29. 

KHSL  and  KVCI  (FM)  Chico,  Call 
and  KVCV  and  KVRE  (FM)  Reddin 
Calif. — Transfer  of  control  in  Gold' 
Empire  Bcstg.  Co.,  licensee,  to  Mick  ' 
McClung,  executrix  of  the  estate 
Hugh  McClung,  deceased.  KHSL 
assigned  5  kw  full  time  on  1290  li ' 
directional;  KVCV  is  assigned  1  h 
fulltime  directional,  on  600  kc.  Fil' 
June  29. 

KTBS  Shreveport,  La. — Acquisitii 
in  Radio  Station  KTBS  Inc.,  license 
of  one  additional  share  of  stock  eai 
by  E.  Newton  Wray,  P.  E.  Furlow  ai 
Allen  D.  Morris,  from  George  D.  Wri 
Sr.  Transfer  will  make  all  equal  stoc 
owners  as  all  share  equal  responsibiU 
in  station  operation.  KTBS  is  assigni 
10  kw  day,  5  kw  night,  DA-2,  on  7 
kc.  Filed  June  29. 

WFVG  Fuquay  Springs,  N.  C. — A» 
signment  of  license  and  constructit 
permit  from  J.  M.  Stenhenson,  W. 
Davis  and  S.  S.  Adcock  d/b  as  Radt 
Station  WFVG  Inc.  to  J.  M.  Stephei 
son  and  W.  J.  Davis  d/b  under  san 
name.  Mr.  Adcock  withdraws  to  devo!: 
more  time  to  other  business  and  sel 
his  interest  for  S50,000  plus.  WFVG 
assigned  1  kw  day  on  1460  kc.  Fill 
June  30. 

■  KITO  San  Bernardino,  Calif. — A 
signment  of  license  from  San  Berna 
dino  Bcstg.  Co.  Inc.,  licensee,  to  Ca 
E.  Haymond,  Carl  D.  Haymond,  Jam^ 
A.  Murphy,  Paul  F.  Benton,  Harold  '. 
Thompson,  John  J.  Dempsey,  Glad: 
Dempsey  and  Herbert  M.  Bingham,  ; 
individuals.  Assignment  from  ind 
viduals  to  new  corporation  KITO  In 
for  $143,000.  Buyers  include  H.  G.  Wa'' 
former  75%  owner  WIBC  Indianapol 
and  37%  owner  WDSU  New  Orlean 
now  retired,  vice  president  treasure 
36  sh.;  J.  J.  Flanigan,  former  gener 
manager  WCNT  Centralia,  111.,  and  e: 
assistant  manager  WDSU,  ex-comme 
cial  manager  WIBC,  president  79  ^ 
total  160  sh.  Margaret  B.  Wall,  wife 
H.  G.  Wall,  secretary  45  sh.  KITO 
assiened  5  kw  fulltime.  1290  kc,  d 
rectional  TBROADCASTING,  July  3 
Filed  June  26. 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE" 


Contact 
EDWARD 

PEiRY  CO. 


IVBAL 
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BROADCASTING    •  Telecastin 


NETWORK  BOX  SCORE 

Number  of  commercials  on  the  four  nationwide  networks  May  31    265 

Number  of  commercials  starting  on  networks  during  June    8 

Number  of  commercials  dropped  from  networks  during  June    40 

Number  of  commercials  on  four  nationwide  networks,  June  30    233 

JUNE  ADDITIONS 

SPONSOR  PROGRAM        NETWORK    TIME  AGENCY 

Cj|'  Pan-American   Cof-   Eciwin  C.  Hill  ABC    Tues.    &   Thurs.,     Federal  Adv. 
fee    Bureau  7-7:05  p.m. 

;|General  Mills  Live  Like  a  NBC    Mon.-Fri.,    2:30-3  Knox  Reeves  Co. 

Millionaire  p.m. 

General  Mills  Sarah's   Private  NBC    Thurs.,  10:30-11      Knox  Reeves  Co. 

Caper  p.m. 

Rexall  Drug  Co.       Richard  Diamond,  NBC    Wed.,    10:30-11  BBDO 
Private   Detective  p.m. 

^tlj|Brown   &   William-   A  Life  in  Your  NBC    Tues.,    10:30  Russel  M.  Seects  Co. 


The  Falcon 

(hiatus) 
Starlight  Concert 

(hiatus) 
NBC  Summer 

I  Symphony   (hiatus)  p.m. 

I  JUNE  DELETIONS 

lAmerican    Oil    Co.    Carnegie  Hall  ABC    Tues.,  8-8:30 

Sky  King  ABC  Mon!l^Wed.- 

(hiatus)  Fri.,  Tues.- 

Thurs.,  5:30-6 
p.m.  (alter- 
nating) 

Jack    Armstrong       ABC  Tues.-Thurs., 
(hiatus)  Mon.-Wed.- 
Fri.,  5:30-6 
p.m.  (alter- 
nating) 

Frank  H.   Lee  Co.     Robert  Montgomery  ABC    Thurs.,  9:45-10 
Speaking  (hiatus) 
Doctor   I.  Q. 

(hiatus) 
Edwin  C.  Hill 


I son  Tobacco 
Corp. 
IKraft  Foods  Co. 


Hands  (hiatus) 


[lewis-Howe 
iu.  S.  Steel 


Derby  Foods  Inc. 


General  Mills 


p.m..  Sat., 
9:30  a.m. 
Wed.,  8:30-9 

p.m. 
Tues.,  8:30-9 

NBC  Sun.','"'8:30-9:30 


P.   Lorillard  Co. 

Miles  Labs 

Pepsi-Cola 

Petri  Wine  Co. 

Quaker  Oats  Co. 

Quaker  Oats  Co. 

Southern  Baptist 

Convention 
Sterling  Drug 


Counter-Spy 

Adventures  of 
Sherlock  Holmes 

Challenge  of  the 
Yukon  (hiatus) 

Quick  as  a  Flash 
(hiatus) 

The  Baptist  Hour 

Bride  &  Groom 


p.m. 

ABC    Wed.,  8-8:30 
p.m. 

ABC  Mon.-Wed.-Fri., 

7-7:05  p.m. 
ABC  Tues.-Thurs., 

7:30-8  p.m. 
ABC    Wed.,  9-9:25 
p.m. 

ABC  Mon.-Wect.-Fri., 

5-5:30  p.m. 
ABC  Mon.-Wed.-Fri., 
1 1 :30-noon 


Needham,  Louis  & 
Brorby 

Dancer-Fitzgerald- 
Sample 

BBDO 


Jos.  Katz  Co. 

Needham,  Louis  & 
Brorby 


Knox  Reeves  Co. 


Grey  Adv. 

Geyer,   Newell  & 

Ganger 
Wade  Adv. 

Biow  Co. 

Young  &  Rubicam 

Sherman  &  Mar- 
quette 

Price,  Robinson  & 
Frank 


ABC  Sun.,  3:30-4  p.m.  Liller,  Neal  &  Battle 
ABC    Mon.-Fri.,  3-3:25  Dancer-Fitzgerald- 


Trimount    Clothing  Stop  the  Music 
Co.  (hiatus) 

Ferry-Morse   Seed  Garden  Gate 
Co. 

Hall  Bros.  Hallmark  Play- 
house (hiatus) 

Brock   Candy   Co.  Sunshine  Sue 


p.m. 

ABC    Sun.,  8:15-8:30 
p.m. 

CBS    Sat.,  9:45-10 
a.m. 

CBS    Thurs.,  10-10:30 
p.m. 

CBS    Sat.,  7-7:30  p.m. 


Sample 
William  H.  Wein- 

traub 
MacManus,  John  & 

Adams 
Foote,  Cone  &  Beld- 
ing 

Liller,  Neal  & 
Battle 


SPONSOR 
Columbia  Records 

Delaware,  Lacka- 
wanna  &  West- 
ern  Coal  Co. 

Mail  Pouch  Tobac- 
co 

Ralston  Purina  Co. 


General  Foods 

Corp. 
Kellogg  Co. 

Quaker  Oats  Co. 

R.  B.  Semler 

American  Tobacco 
Co. 

Animal  Foundation 

General  Mills 

General  Mills 

Liggett  &  Myers 

Procter   &  Gamble 

R.  J.  Reynolds  Co. 

S.  C.  Johnson  & 

Son 
Lever  Bros. 

RCA 

R.  J.  Reynolds  Co. 
Rexall  Drug  Co. 

Brown   &  William- 
son Tobacco 
Corp. 

Kraft  Food  Co. 

Lewis-Howe 
U.  S.  Steel 


PROGRAM 
LP  Parade 
(hiatus) 
The  Shadow 

Sports  For  All 


Tom  Mix  &  His 
Ralston  Straight 
Shooters 

Juvenile  Jury 


NETWORK  TIME 

CBS    Sun.,  1:30-2  p.m. 


AGENCY 
McCann-Erickson 


MBS    Sun.,  5-5:30  p.m.    Ruthrauff  &  Ryan 


MBS 
MBS 


MBS 
MBS 
MBS 
MBS 
NBC 
NBC 
NBC 

Light  of  the  World  NBC 

Chesterfield  Supper  NBC 
Club 

Truth  Or  Conse-  NBC 

quences 
Camel  Screen  Guild  NBC 

Theatre 
Fibber  McGee  & 

Molly 
Bob  Hope 


Mark  Trail 

(hiatus) 
Roy  Rogers 

(hiatus) 
Gabriel  Heatter 

Light-Up  Time 

Confidential 
Close  Up 
Today's  Children 


Screen  Directors 

Play  House 
Jimmy  Durante 


NBC 
NBC 
NBC 
NBC 


Phil  Harris  &  Alice  NBC 
Faye 

People  Are  Funny  NBC 
(hiatus) 

The  Great  Gilder-  NBC 

sleeve  (hiatus) 
Fanny  Brice  NBC 

(hiatus) 
Theatre   Guild  NBC 


Thurs.,  8:30-8:55 

p.m. 
Mon.-Wed.-Fri., 

5:30-6  p.m. 

Sun.,  3:30-4  p.m. 

Mon.-Wed.-Fri. 

5-5:30  p.m. 
Sun.,  6-6:30  p.m. 

Wed.,  7:30-7:45 

p.m. 
Mon.-Fri.,  7-7:15 

p.m. 

Sat.,  5:45-6  p.m. 

Mon.-Fri.,  2:30- 

2:45  p.m. 
Mon.-Fri.,  2:45-3 

p.m. 
Thurs.,  10-10:30 

p.m. 

Sat.,  8:30-9  p.m. 

Thurs.,  9-9:30 

p.m. 
Tues.,  9:30-10 

p.m. 
Tues.,  9-9:30 

p.m. 

Fri.,    9-9:30  p.m. 

Fri.,  9:30-10 
p.m. 

Sun.,  7:30-8  p.m. 

Tues.,  10:30-11 
p.m.  Sat., 
9:30-10  a.m. 

Wed.,  8:30-9 
p.m. 

Tues.,  8:30-9 
p.m. 

Sun.,  8:30-9:30 
p.m. 


JUNE  ONE-TIMERS 


Gillette  Safety 
Razor  Co. 

American  Medical 
Assn. 

Stanley  Home 
Proclucts 

National  Educa- 
tion Campaign 
American  Med- 
ical Assn. 


NBC 


ABC 


Belmont  Stake 

Race 
Instollation  of 

Officers 
Carillon  Dedication  ABC 

with  Warren  Austin 
Presidential  Inau-  MBS 

guration  American 

Med.  Assn. 


Sat.,  June  10, 

4:30-5  p.m. 
Tues.,  June  27, 

10-10:30  p.m. 
Sun.,  June  4,  5- 

5:45  p.m. 
Tues.,  June  27, 

9-9:30  p.m. 


Charles  W.  Hoyt  & 
Co. 

Gardner  Adv. 


Benton  &  Bowles 

Kenyon  &  Eckhardt 

Sherman  &  Mar- 
quette 
Erwin,  Wasey  &  Co. 

BBDO 

Comstock  Duffes  & 
Co. 

Knox  Reeves 

Dancer-Fitzgera  Id- 
Sample 

Cunningham  & 
Walsh 

Compton  Adv. 

Wm.  Esty  Co. 

Needham,  Louis  & 

Brorby 
BBDO 

J-    Walter  Thompson 
Co. 

Wm.   Esty  Co. 
BBDO 

Russel  M.  Seeds  Co. 


Needham,  Louis  & 
Brorby 

Dancer-Fitzgerald- 
Sample 

BBDO 


Maxon  Inc. 
Campaigns  Inc. 
Charles  W.  Hoyt  Co. 
Campaigns  Inc. 


Antenna  Rules 

(Continued  from  page  2A) 

umed  to  be  designed  to  help 
edite     aviation    clearance  of 
er  proposals,  FCBA  also  urged 
t  time  limitations  be  set  for 
on  by  the  aviation  committees, 
he  briefs  by  Mr.  Segal  for  the 
eral  television  applicants  stated 
sf^it  if  the  rules  are  lawful  "there 
?rave  doubt  that  any  sufficient 
ifjerage  can  be  rendered  in  the 
vision  service  which  would  sat- 
T  the  technical  requirements  of 
Commission,  the  needs  of  the 
•lie  and,  at  the  same  time,  be 
jiorably  processed  by  any  of  the 
Itifarious    extraneous  agencies 
''ch  would  be  admitted  into  the 
ministration  of  Part  17." 
ieasonable  painting  and  light- 
of  those  structures  which  may 
a  hazard  is  specifically  author- 
1  by  Sec.  303  (q)   of  the  Com- 
nications  Act,  FCC  was  told- 
|i-oposed   Part  17  goes  further 
n  the   statutory  authorization 
i  attempts  to  establish  a  policy 


looking  toward  the  denial  of  ap- 
plications for  construction  permit 
on  the  basis  of  aeronautical  con- 
siderations,"  Mr.   Segal  asserted. 

He  said  Part  17  further  tran- 
scends authorization  given  FCC 
in  that  it  in  effect  "provides  for 
dispositive  judgments  of  the  Com- 
mission based  upon  the  uncon- 
trolled determinations  of  persons 
who  are  not  members"  of  the  FCC. 

Excessive  economic  burden  on 
applicants  was  seen  by  Mr.  Segal 
in  possible  necessity  to  option  mul- 
tiple sites  in  order  to  secure  ap- 
proval of  one  tower  location. 

In  the  ARRL  brief,  seeking  ex- 
clusion of  amateurs  from  the  pro- 


visions of  the  rules,  Mr.  Segal 
pointed  out  that  otherwise  many 
unusual  hardship  cases  could  result. 

CBS  told  FCC  the  rules  "appear 
in  general  to  provide  substantial 
improvement  over  the  currently 
followed  procedure"  and  offered 
only  a  few  minor  modifications. 

Other  comments  were  filed  by: 
Western  Union,  RCA  Communica- 
tions Inc.,  Central  Committee  on 
Radio  Facilities  of  the  American 
Petroleum  Institute,  Crouse-Hinds 
C,  United  States  Independent 
Telephone  Assn.,  Air  Transport 
Assn.  of  America,  Air  Line  Pilots 
Assn.  and  American  Telephone  & 
Telegraph  Co. 


26  Regional  and  National  Accts. 
2781  Pieces  of  Mail  for  May  '50 
'S  —  Accent  on  LOCAL 
Id  sic  —  Sports  —  Special  Events 


^  WW  lira  WISCONSIN 


Another  BMI  "Pin  Up"  Hit— Published  by  Peer 

BO  JAMBO 

On  Records:  Dave  Barbour— Cap.  973;  Sonny 
Burke— Dec.  2499.3;  Freddy  Martin— Vic.  20- 
3797;  Perez  Prado — Vic.  20-3782. 

On  Transcription:  Lenny  Herman  —  Lang- 
worth;  David  LeWinter— Standard. 


Miss  Mary  Bentley 
Lynn  Baker,  Inc. 
New  York  City 

Dear    Mary : 

Lookin'  fer  a  fast-growin' ,  money- 
spendin'  market?  Well,  th'  area  'round 
WCHS's  home 
t  o  n  u  V 
Charl  e  s  to  n, 
West  V  ir  ■ 
ginny,  is  shore 
w  h  u  t  y  e  r 
lookin'  fer! 
You  never  seen 
sech  growin'  as 
bin  done 
'round  here  th' 
past  ten  years. 
Th'  city  iiv 
Charleston 
growed  some, 
but  th'  real 
big  increase 
has  been  in  th' 
area  around  th' 
city  an'  out 
inter  th'  back 
country.  A  n' 
Mary,  thet's 
whur  W  C  H  S 
with  its  5000 
watts  on  580 
really  shines. 
Why,  folks  out 
there  i  n  t  h' 
It  in  t  e  r  I  a  n  d 
lissens  almost 
e.rclusiz'elv  ter 
IF  CHS!  '  A-ii' 
thet's  whur  th' 
big  groivth  is 
at!  Now  ain't 
thet  worth  re- 
nt cm  be  rin  '  ? 

  thet    WCHS  is 

Virgtnny's     number  one 


Jest    goes  ter 
really  West 
station ! 


show 


rs. 


Algy 


WCHS 
Charleston,  W.  Va. 
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CBS  STAFF  ABSORBS 
HAUSMAN'S  DUTIES 

DUTIES  of  Howard  L.  Hausman,  who  has 
resigned  as  CBS  vice  president  in  charge  of 
persoHnel  relations,  will  be  absorbed  by  other 
executives  at  least  temporarily. 

Mr.  Hausman's  resignation,  abrupt  and  un- 
expected, was  understood  to  have  been  caused 
by  personal  differences  with  company  policy. 
He  has  been  network's  labor  expert  for  several 
years,  conducting  its  most  important  union 
negotiations. 

Robert  Kalaidjian,  CBS  employment  man- 
ager, is  expected  to  take  over  personnel  duties, 
with  other  CBS  executives  lending  hand  on 
labor  matters. 

COMMUNICATIONS  ROLE 
IN  DEFENSE  REVIEWED 

COMMUNICATIONS  could  be  "weak  link" 
as  "nerve  center"  in  nation's  civil  defense 
blueprint  without  full  cooperation  from 
allied  industries,  Paul  J.  Larsen,  mobiliza- 
tion office  director,  told  Armed  Forces  Com- 
munications Assn.  in  off-the-cuff  speech 
Thursday  night.  He  said  board  hopes  to  have 
"master"  communications  plan  ready  in 
September  (early  story  page  17). 

Mr.  Larsen  also  revealed  proposal  for 
training  of  civil  defense  personnel  to  educate 
public  on  safety  measures  through  radio,  tele- 
vision and  other  media.  Training  program 
probably  would  take  at  least  year,  he  added. 

RADIO  LISTENING  UP 

IN  TV  HOMES,  SAYS  ROSLOW 

RADIO  and  television  will  develop  side-by- 
side,  Dr.  Sydney  Roslow,  director  of  The 
Pulse  Inc.,  told  South  Carolina  Assn.  of  Broad- 
casters Friday  at  Myrtle  Beach,  S.  C,  meeting 
(early  story  page  17). 

Noting  that  radio  listening  has  gone  up  40% 
in  year  in  TV  homes,  he  asked  broadcasters  to 
view  AM  and  TV  in  right  perspective  and  not 
to  become  over-enthusiastic  over  video  or  to 
sell  radio  short.  Dr.  Roslow  stressed  im- 
portance of  early  morning  and  late  night 
listening. 

D  an  Crosland,  WCRS  Greenwood,  associa- 
tion president,  was  in  chair  as  two-day  meet- 
ing opened  Friday.  Harold  Essex,  WSJS 
Winston-Salem,  N.  C,  NAB  District  4  director, 
described  in  detail  work  of  NAB  departments 
and  Broadcast  Advertising  Bureau.  He  called 
on  non-members  to  join  NAB. 

DuMONrS  TV  BACKLOG 

SALES  ORDERS  for  $51.7  million  worth  of 
television  sets  taken  by  Allen  B.  DuMont  Labs 
at  its  first  annual  national  distributors  con- 
vention last  week  in  New  York.  Avalanche 
of  orders,  plus  $26  million  sales  since  January, 
near  $80  million  total  volume  for  1950  origi- 
nally predicted  by  company. 

PALM  SPRINGS  DENIED 

FINAL  decision  issued  Friday  by  FCC  to 
deny  for  default  application  of  Desert  Bcstg. 
Co.  for  new  station  at  Palm  Springs,  Calif., 
on  1000  kc  1  kw  fulltime  DA-N.  Applicant 
not  diligent  in  prosecuting  application,  FCC 
ruled. 


PROGRESS  IN  NARBA 
NEGOTIATIONS  ENDORSED 

APPROVAL  in  principle  of  progress  to  date 
toward  Third  North  American  Regional  Broad- 
casting Agreement  expressed  by  industry  and 
government  representatives  Friday  at  State 
Dept.,  Washington.  Meeting  for  informal  pre- 
view of  further  NARBA  conference  there  Sept. 
6,  group  outlined  planning  for  aid  to  U.  S. 
delegation  under  FCC  Comr.  Rosel  H.  Hyde. 

Review  of  Montreal  session  last  fall  and 
U.  S.-Cuba  talks  earlier  this  year  in  Havana 
was  given  by  Comr.  Hyde  who  set  up  three 
committees  to  prepare  data  for  U.  S.  group. 
Committee  on  Standards  is  to  consider  propa- 
gation measurement  cui'ves,  which  proved  too 
complex  for  many  participants;  650-mile  pro- 
tection rule,  political  issue  with  Cuba;  and 
answer  to  possible  Mexican  suggestion  for 
9-kc  separation  of  channels. 

Committee  on  Interference  is  to  get  usable 
information  on  havoc  to  U.  S.  operations  being 
caused  by  improper  operation  of  foreign  sta- 
tions. Committee  on  Existing  Facilities  is  to 
get  cost  data  and  other  facts  on  efficiency  of 
U.  S.  channel  use  as  achieved  by  best  engineer- 
ing techniques,  plus  cost  data  on  possible 
similar  operation  by  Cuban  stations,  including 
simple  directional  arrays.  Second  meeting  set 
for  mid-August.  Committee  nominations: 

Committee  on  Standards;  Edgar  Vandivere,  FCC 
chairman;  Carl  Smith,  United  Broadcasting  Co., 
Cleveland;  Ralph  Harmon,  Westinghouse;  Ward 
Quaal,  Clear  Channel  Broadcasting  Service;  G.  F. 
Leydorf,  WJR  Detroit;  William  Benns,  consulting 
engineer;  Commdr.  T.  A.  M.  Craven,  consulting 
engineer;  James  Parker,  CBS;  John  Preston,  ABC; 
William  Duttera,  NBC.  Committee  on  Interference: 
James  E.  Barr,  FCC,  chairman;  Dwight  Myer,  West- 
inghouse; Herbert  Barlow;  Walter  Kean,  Chicago; 
and  Messrs.  Leydorf,  Parker,  Preston,  Duttera  and 
Craven.  Committee  on  Existing  Facilities:  Under- 
wood Graham,  FCC,  chairman;  Messrs.  Myer,  Benns, 
Craven,  Leydorf,  Parker,  Preston  and  Duttera. 

CIVIL  DEFENSE  PLANNING 
DISCUSSED  AT  CONFERENCE 

CLOSED  discussions  Friday  among  broad- 
casters, NSRB  officials  and  representatives  of 
RCA,  FCC,  Defense  Dept.,  common  carriers 
and  American  Radio  Relay  League  explored 
problems  in  communications  civil  defense 
planning  (early  story  page  17). 

Among  topics  aired,  it's  understood  were: 
(1)  Signals  transmitted  by  sub-audible  or 
coded  frequencies;  (2)cJ'adio  silence  (on  which 
military  leaders  reportedly  are  undecided); 
(3)  standardization  and  design  for  electronics 
equipment  (with  appointment  of  special  com- 
mittee directed);  (4)  emergency  "disaster" 
network  with  use  of  1750-1800  kc  band  (now 
being  studied  by  FCC);  (5)  role  of  radio 
amateurs  as  links  between  regional-state  civil- 
defense  offices;  (6)  use  of  single  monitoring 
station  in  key  areas  (such  as  during  World 
War  II)  for  alert  purposes;  (7)  and  primary 
and  tertiary  networks  comprising  telephones 
and  broadcast  stations. 

TWO  NAMED  HOOPER  VPs 

DOROTHY  M.  BEHRENS  and  Edythe  F.  Bull 
elected  vice  presidents  of  C.  E.  Hooper  Inc.  Miss 
Behrens,  with  Hooper  organization  since  1938, 
has  been  publisher  of  all  audience  reports  since 
1947,  a  position  she  retains.  Miss  Bull  has 
supervised  special  surveys  of  firm  since  1938. 


Closed  Circuit 

( Continued  from  page  U ) 

League  club  owners  meet  prior  to  All-.- 
game.  Moguls  mainly  concerned  over  v 
spread  in  fees  charged  for  play-by-play  \ 
cast  rights. 

ISSUE  provoked  over  baseball  re-creation.', 
Liberty  Broadcasting  System,  via  compl; 
filed  with  FCC  fortnight  ago  by  Roy  Hofhe 
operator  MBS-outlet  KTHT  Houston,  will 
volve  Mutual  when  Liberty  shortly  files  rt 
with  Commission  [Broadcasting,  July 
Liberty  will  contend  its  position  no  rr 
vulnerable  than  that  of  MBS  with  its  dela 
baseball  shows. 

FCC's  "Rule  of  5,"  limiting  TV  station  owi 
ship  in  single  entity  to  five  markets,  expectec 
stand  for  foreseeable  future.  This,  howe' 
does  not  preclude  ownership  of  minority  im 
ests  in  maximum  of  10  stations  by  single  fi 

CORNER-CUTTING  was  in  order  at  N 
headquarters  last  week  in  effort  to  get  bal 
ing  completed  for  District  17  directors 
nominations  prior  to  Aug.  14-15  meeting 
Seattle.  By-laws  require  mail  nominations  ■ 
director  decides  if  election  will  be  by  mail 
at  district  meeting.  Despite  mail  nominati 
more  names  can  be  submitted  from  floor 
successor  to  Harry  R.  Spence,  KXRO  At 
deen.  Wash.,  who's  ineligible  to  run  again. 

TV  FILM  MUSIC  committee  Friday  decidec 
bide  its  time  rather  than  demand  immedi 
conference  on  use  of  live  musicians  in  mak 
films  for  TV  with  AFM  President  James 
Petrillo,  who  has  ignored  committee's  requ 
for  meeting.  Mr.  Petrillo  unofficially  has  let  i1 
known  that  he  does  not  favor  committee  p 
posal  for  establishing  single  scale  for  musieii 
in  film  work,  with  50%  of  that  scale  being  p 
if  films  are  to  be  used  on  TV  only,  and 
royalties.  Individual  TV  deals  made  by  un 
with  few  small  film  companies  call  for  sc 
plus  royalties. 

SCHLITZ  BREWING  Co.,  through  Young 
Rubicam,  New  York,  will  probably  place 
Pulitzer  Theatre  on  ABC-TV  if  network  ( 
clear  "must  stations."   If  not  DuMont  netwi 
will  get  program.    Definite  decision  this  we 

BECAUSE  of  reportedly  successful  results 
its  six-week  participation  in  NBC-TV  Saturc 
Night  Revue  last  spring,  Speidel  Watch  Ban 
through  Sullivan,  Stauffer,  Colwell  &  Bayl 
New  York,  planning  fall  network  televis 
show.  Speidel  has  dropped  its  segment  of  ra 
version  of  Stop  the  Music  on  ABC. 

HUDSON  MOTOR  Co.,  through  Broo 
Smith,  French  &  Dorrance,  New  York,  abi 
to  sign  contract  to  sponsor  half -hour  televis 
show  dramatizing  Billy  Rose  columns  Tu 
day  night  on  ABC-TV,  starting  in  October. 

MARSHALL  GRANT,  head  of  Marshall  Gri 
Productions  and  formerly  producer  with  U 
versal  Pictures,  expected  to  join  Ruthrauff 
Ryan  as  executive  producer  of  TV  films.  M 
probably  work  out  of  agency's  Hollywood  ofii 

N.Y.  STATIONS  TO  MEET 

EXECUTIVES  of  most  New  York  radio  s 
tions  expected  to  attend  meeting  Thursd 
called  by  R.  C.  Maddux,  vice  president 
charge  of  sales  of  WOR  New  York,  to  p 
pose  unified  promotion  campaign  for  radio 
New  York.  Mr.  Maddux  will  urge  coope: 
tive  effort  among  stations  to  sell  radio  as  s' 
powerful  medium  despite  television  concent: 
tion. 
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THE  KANSAS  CITY  MARKET 

Does /i/ot  Rcf/?  m  C/rc/es/ 


and  Only  The  KMBC-KFRM  Team 


Covers  It  Effectively 
and  Etonomicallyl 


Is  The  Team's  great  potential  audience  respon- 
sive, you  may  ask? 

Last  year  the  program  "Rhymaline  Time"  alone- 
broadcast  each  weekday  morning  7:30  to  8:15  — 
pulled  24,082  responses.  22,892  of  these  cards 
and  letters  came  from  the  Kansas  City  Primary 
Trade  Area  (shown  in  red)  representing  all 
but  8  counties  within  The  Team's  half-millivolt 
daytime  contours. 


Dayfime  half-millivoli  contours  shown  in  black. 

Currently  the  response  is  running  even  greater, 
with  the  lusty  two-year  old  KFRM  pulling  35%. 

The  Conlan  1950  Spring  KFRM  Area  Survey 
proves  that  The  Team  retained  first  place  among 
all  broadcasters  serving  the  area,  and  leads  the 
closest  Kansas  City  competitor  5  to  1. 

To  examine  this  proof,  contact  KMBC-KFRM, 
or  any  Free  &  Peters  "Colonel". 


Recorded  only  in  the  distortion-free  quality  zone,  music  "comes  ali\'e"  on  RCA  Victor  45-rpm  recor 


W  magic  ifi/mAermhs  ms/'c  m/vr-ckar? 


N  ow,  for  more  than  a  year,  music-lovers  every- 
where in  the  country  have  had  — and  have  ac- 
claimed—RCA Victor's  remarkable  45-rpm  rec- 
ord-playing system.  Aheady,  millions  know  "45"  as 
the  magic  number  that  makes  music  mirror-clear. 

As  was  said  when  the  American  Society  of 
Industrial  Engineers  presented  RCA  Victor  with 
its  1950  Merit  Award,  "We  are  moved  to  admi- 
ration by  your  bold  departure  from  past  practices 
in  developing  a  completely  integrated  record  and 
record-player  system." 


Research  leading  to  "45"— confirmed  at  RCA  Labora- 
tories—covered 11  years  .  .  .  and  resulted  in  small,  non- 
breakable  records  which  can  be  stored  by  hundreds  in 
ordinary  bookshelves,  yet  play  as  long  as  conventional 
12-inch  records.  The  automatic  player,  fastest  ever  built, 
changes  records  in  less  tlian  3  seconds— plays  up  to  50 
minutes  of  glorious  music  at  the  touch  of  a  button!  Every 
advantage  of  convenience,  compactness  and  cost,  marks 
"45"  as  the  ideal  record-playing  system  1 


Another  great  RCA  development  is  the  finest  long-play 
record  (SSVs-rpm)  on  the  market  — for  your  enjoyment  of 
symphonies,  concertos,  and  full-length  operas.  Radio 
Corporation  of  America,  Radio  City,  N.  Y.  20. 


Fully  automatic  RCA  Victor  45-rp; 
record  player  and  records  — sma) 
enough  to  hold  in  one  hand  .  .  .  inex 
pensive  enough  for  any  purse. 
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STING 


is  the  greatest  audience-building, 
sales-producing,  habit-forming 
station  in  America! 

This  is  proven 
in  a  starthng  new  booklet 
which  you  may  have  received. 
If  you  haven't,  a  postcard, 
telephone  call,  or  letter, 
will  bring  you  the  proof. 


is  pl'^" 


.„r.fuU  Station- 

oi  ^''^''"''"^racUo  station- 
an  American  racU 


the  address  is 

WOR 

that  power-full  station 
at  1440  Broadway, 
in  New  York 

LOngacre  4-8000 


and  the  substantial  family  people  of 
Midwest  America  are  called  to  Church 
...  for  religion  is  deep-rooted  in  the  small 
towns  and  farming  communities  that 
dominate  the  Midwest. ..and  church 
bells  sound  the  answer  to  a  basic  need 
in  all  the  217  counties  where  WLS  is 
counted  a  helpful  friend  as  well  as  a 
radio  station... 


OHURCH  BELLS  RING... and  with  equal  fervor  and  loyalty,  Midwest 
families  gather  at  their  radios  to  enjoy  "Little  Brown  Church  of  the  Air" 
\  and  its  radio  pastor,  WLS'  Dr.  John  W.  Holland,  for  18  years  a  regular 
visitor  in  most  of  the  1,840,320  farm  and  smalltown  radio  homes  within  easy 
listening  of  our  50,000-watt,  clear  channel  broadcasts.  So  church  bells  symbolize 
the  kinship  between  listener  and  broadcaster... a  kinship  we  believe  to  be  unique 
in  all  radio,  both  as  a  channel  of  service  and  a  means  of  achieving  unusual  ad 
vertising  results. 


CU&R  CHMNEL  Home  oLtfae  MTMAL  Barrllan^ 


890  KILOCYCLES,  50,000  WATTS,  ABC  NETWORK-REPRESENTED  BY 


RESENTED  BY  \  JOHN  BLAIR  &  COMPANY 


HRKETS 


We  at  WOAI  are  proud  of  the  great  Southwest 
....  we're  proud  of  the  part  WOAI  plays  in 
Telling  and  Selling  the  folks  who  listen  to  us 
three  or  more  times  weekly  as  shown  in  the  new 
BMB  survey.  In  the  480  counties  ivhere  families 
listen  to  WOAI  regularly  at  night,  live  9,281,000 
people.  Last  year  they  spent  nearly  six  and  one- 
half  billion  dollars  over  retail  counters.  The  217 
counties  which  report  regular  daytime  listening 
have  4,770,000  people  who  spent  over  three  and 
one-quarter  billion  dollars.  You  need  a  BIG 
salesman  to  reach  the  BIG  Southwest.  These 
earning  and  spending  people  have  the  WOAI 
listening  habit!  To  sell  the  great  Southwest  use 
WOAI.  Call  Petry. 


Represented  Nationally  By 

EDWARD  PETRY 
&  COMPANY,  Inc. 

New  York  •  Chicago  •   Los  Angeles 
St.   Louis   •    Dallas    •    San  Antonio 
Detroit  •  Atlanta 


THERE 
IS 

no 

SUBSTITUTE 
FOR 


in 

THE 

SOUTHUIEST 


shed  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington  4,  D.  C. 
Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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FIRST  emergency  measure,  if  any,  to  be  in- 
voked by  President  Truman,  according-  to 
usually  well  informed  sources,  will  be  in  price, 
wage  and  job  spheres  to  nip  inflationary  spiral 
before  mobilization  and  industrial  conversion 
begins.  Presumably  prices,  salaries  and  job 
assignments  would  be  frozen. 

NAME  MOST  frequently  heard  as  successor 
to  Maurice  B.  Mitchell,  who  leaves  NAB's 
Broadcast  Advertising  Bureau  Aug.  15  to  join 
NBC's  executive  AM  sales  staff  (see  story 
page  15)  :  Eug'ene  S.  Thomas,  general  manager 
WOIC  (TV)  Washington,  sale  of  which  by 
Macy  organization  to  Washington  Posf -CBS 
(WTOP  Inc.)  now  waits  FCC  approval.  Mr. 
Thomas  slated  to  return  to  WOR-TV  New 
York  executive  staff.  It  is  known,  however, 
that  NAB  top  command  look  favorably  upon 
his  15  years  experience  in  WOR  organization 
as  fitting  him  admirably  for  Mr.  Mitchell's 
successorship. 

NATIONAL  census  figures  showing  radio  and 
television  homes  to  be  available  in  December, 
based  on  Census  Bureau  sampling  of  housing 
data.  Provisional  total  to  be  broken  down 
by  North,  South  and  West  divisions.  State 
and  county  radio-TV  homes  to  be  announced 
in  mid-1951. 

GENERAL  FOODS  (La  France),  through  its 
agency,  Young  &  Rubicam,  New  York,  prepar- 
ing spot  announcement  campaign  starting  Aug. 
3  for  four  weeks,  using  mostly  women's  par- 
ticipation programs. 

NOW  AT  BAT  before  FCC,  in  executive  ses- 
sion, is  color  TV  issue.  When  that's  disposed 
of — by  Aug.  1  it's  hoped — Commission  will 
consider  Transit  Radio  case  and  related  issues 
involving  storecasting,  Muzak,  et  al.  Staff  re- 
port, which  won't  necessarily  be  followed, 
quibbles  over  whether  these  FM  off-shoots  ac- 
tually constitute  "bi'oadcast  service"  within 
terms  of  act,  with  tendency  to  veer  toward 
view  that  most  of  them  are  not  performing 
service  for  which  they  were  licensed. 

F.  SCHUMACHER  &  Co.,  New  York  (fab- 
rics), preparing  participation  program  radio 
campaign  using  16  stations  in  as  many  mar- 
kets, for  eight  weeks  starting  early  in  Septem- 
ber. Lawrence  Boles  Hicks  Inc.,  New  York, 
is  agency. 

WHILE  FCC  proceeds  on  "business  as  usual" 
basis,  it's  no  secret  that  Commission  level  is 
concerned  about  money  and  manpower.  Fac- 
ing 10%  cut  in  its  $6,625,000  recommended 
budget,  along  with  move  in  Senate  to  super- 
impose second  10%  slice,  FCC  would  have  to 
further  sharply  reduce  what  it  regards  as  an 
already  under-staffed  organization.  Moreover, 
large  percentage  of  its  engineers  and  lawyers 
are  in  military  reserve  subject  to  call  in  event 
of  mobilization. 

NEXT  defense  move,  from  broadcasting  stand- 
point, may  be  appointment  by  NAB  of  broad- 
(Continued  on  page  70) 
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July  27-28:  NAB  Board  BAB  Advisory  Commit- 
tee, NAB  Hdqrs.,  Washington. 

Aug.  7-8:  NAB  FM  Committee-Station  meeting, 
NAB  Hdqrs.,  Washington. 

Aug.  10-13:  AFRA  Convention,  Sheraton  Hotel, 
Chicago. 

Aug.  14-15:  NAB  District  17,  Benjamin  Franklin 
Hotel,  Seattle. 

(Other  Upcomings  on  page  25) 

Bulletins 

FIFTH  ARMY,  comprising  13  Midwest  states, 
names  Schoenfeld,  Huber  &  Green,  Chicago, 
to  handle  all  advertising  for  its  Army  and 
Air  Force  recruiting.  Campaign  includes  ra- 
dio and  TV. 

SEN.  SCOTT  W.  LUCAS  (D-Ill.)  in  Senate 
Friday  urged  that  immediate  voluntary  cen- 
sorship steps  be  taken  by  radio  and  press. 
He  cited  current  instances  of  news  dissemina- 
tion that  contained  information  of  possible 
value  to  the  enemy. 

BUREAU  OF  STANDARDS 
RADIO  LAB  APPROVED 

EMPHASIS  by  Sen.  Ed  Johnson  (D-Col.)  on 
importance  of  Bureau  of  Standards  radio  lab- 
oratory spurred  Senate  approval  of  $134,000 
in  funds  for  construction  of  plant  in  Boulder, 
Col.,  and  increased  contract  authorizations 
totaling  $1,234,000.  Senate  Appropriations 
Committee  had  deleted  provision  for  $5  million 
laboratory  in  report  (see  early  story  page  22). 

Boulder  plant  would  further  research  on 
methods  of  preventing  Russian  jamming  of 
radio  frequencies  and  elimination  of  "blind 
spots"  in  spectrum,  as  well  as  radar.  Sen.  Pat 
McCarran  (D-Nev.),  sponsor  of  amendment, 
told  the  Senate. 

SEDGWICK  JOINS  ABC 

WILLIAM  P.  SEDGWICK,  former  sales  pro- 
motion manager  for  Edward  Petry  Co.,  New 
York,  joins  ABC  spot  sales  department  as 
assistant  to  Ralph  E.  Dennis,  in  charge  of  spot 
sales  development. 

SIMPERS  GETS  NEW  POST 

ROBERT  S.  SIMPERS,  former  president. 
Simpers  Co.  Inc.,  New  York,  and  account  ex- 
ecutive, J.  Walter  Thompson  Co.,  New  York, 
joins  Hewitt,  Ogilvy,  Benson  &  Mather  Inc. 
as  account  executive  for  Nestea. 

PAUL  WESTON  TO  CRI 

PAUL  WESTON,  former  musical  director  for 
Capitol  Records  Inc.,  New  York,  named  by 
Columbia  Records  Inc.,  New  York,  as  West 
Coast  director  of  artists  and  repertoire  and 
West  Coast  musical  director  of  Columbia's 
Popular  Record  Div. 

BEN  POLLET  NAMED 

BEN  A.  POLLET,  former  advertising  and 
sales  promotion  manager.  Pioneer  Scientific 
Corp.,  becomes  account  executive  at  William 
Von  Zehle  &  Co.,  New  York. 


Business  Brief! 

ALL  STARS  BROADCAST  #  Wilson  Sp 
ing  Goods  Co.  and  General  Mills  plan 
broadcast  of  football  game  between  College 
Stars  and  Philadelphia  Eagles,  Chicago,  } 
11,  9:30  p.m.  EDT,  on  MBS. 

GRUEN  SPONSORS   •   Gruen  Watch 
Cincinnati,  sponsors  Blind  Date  on  ABC- 
Thursday,  9:30-10  p.m.,  beginning  Sept. 
Agency,  Stockton,  West,  Burkhart  Inc., 
cinnati. 

WAAF  NAMES  •  WAAF  Chicago,  1 
950  kc,  has  appointed  John  E.  Pearson  Co 
station  representative,  effective  immedia 

DAIRY   SIGNS    •    American  Dairy  A 
(fluid  milk  and  cream)  to  sponsor  7-7:30 
CDT  portion  of  hour-long  Paul  Whiteman 
Teen  Cluh  on  ABC-TV  beginning  Aug. 
Agency,  Campbell-Mithun,  Chicago. 

NEW  ENGLAND  POPULATION 
UP  10.3%  FROM  1940 

FIRST  REGIONAL  report  by  Census  Bur 
shows  gain  of  about  10.3%  in  population 
six  New  England  states  between  1940  ; 
1950.  New  England's  population  figure  i 
from  8,437,290  to  9,305,767.  Breakdown,  sh 
ing  1940  comparison  to  1950,  follows:  Conm 
icut,  1,709,242  to  1,994,818;  Maine,  847,226 
907,205;  Massachusetts,  4,316,721  to  4,711,7 
New  Hampshire,  491,524  to  529,881;  Rh 
Island,  713,346  to  786,324;  Vermont,  359, 
to  375,786. 

New  York's  total  city-limit  populaf 
climbed  from  7,454,995  in  1940  to  7,841,61C 
1950,  population  figures  for  U.  S.  cities  i 
closed.  Data  for  other  cities  over  100,000,  s 
plementing  figures  in  Broadcasting,  July  1' 
follow  for  1940  and  1950,  respectively  (in( 
porated  limits  only)  :  Pittsburgh,  671,659 
673,756;  San  Antonio,  253,854  to  405,973; 
Paul,  287,736  to  310,155;  Wichita,  114,966 
165,374;  Albany  (N.  Y.),  130,577  to  134,3 
South  Bend,  101,268  to  115,402. 

NO  SERIOUS  CUTBACK  SEEN 
IN  RADIO-TV  PRODUCTION 

military's  Korean  war  needs  for  electrc 
equipment  and  component  parts  probably  i 
be  met  "without  serious  cutbacks"  in  radio- 
civilian  production,  Robert  C.  Sprague,  pi 
ident,  Radio-Television  Mfrs.  Assn.,  said  I 
day.  Overall  requirements  not  expected 
exceed  20%  of  industry  output — may  be  o 
10%  to  15% — according  to  present  estima' 

Noting  that  entire  resources  of  indus 
would  be  required  in  event  of  all-out  mobili 
tion,  Mr.  Sprague  felt  it  is  "far  better  p 
pared"  than  at  outbreak  of  last  war.  He  ci 
expansion,  particularly  in  component  field,  i 
to  TV  sales  jump. 

Mr.  Sprague's  statement  issued  follow 
military  procurement  conferences  with  m 
tary  officers  and  officials  of  National  Secui 
Resources  and  Munitions  boards.  Sessi' 
covered  preliminary  plans  for  voluntary 
operation  of  manufacturers  in  expediting  p 
gram.  Further  discussions  to  be  held  as  ni 
tary  needs  crystallize,  RTMA  said. 
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From  the  1948  Census  of  Business, 
recently  released,  advertisers  can  learn  a  vital  lesson 
about  Pittsburgh  and  its  metropolitan  area. 

The  Census  shows  that  in  the  Pittsburgh  market, 
more  than  in  any  other,  the  areas  outside 
the  city  are  important  to  reach.  Figures  tell  the 


HERE'S  A  CITY-BY-CITY  COMPARISON, 

PERCENTAGE-WISE, 

OF  SEVERAL  OF  THE  MARKETS  LISTED  IN  THE  CENSOS: 

Markef  Area 

"In  Cify"  Sales 

"Outside"  Sales  j 

1         New  York 

63.4% 

36.6%  1 

1  Chicago 

72.6% 

27.4%  j 

1  Detroit 

69.1  % 

30.9%  1 

1  Pittsburgh 

44.3% 

55.7%  1 

1        St.  Louis 

62.9% 

37.1%  I 

1  Washington 

74.8% 

25.2%  j 

WESTINGHOUSE 
RADIO    STATIONS  Inc 

WBZ   •   WBZA    •   WOWO   •  KEX 
KYW   •    KDKA    •  WBZ-TV 


Story:  in  1948,  when  "in  city"  sales  hit  a  walloping 
total  of  $871  million,  "outside"  sales  exceeded 
$1,096  million. 

Why  settle  for  less  than  a  com'plete  advertising 
job  in  this,  the  nation's  sixth  market? 

Obviously,  you  need  a  station  with  the  power  and 
the  popularity  to  get  your  message  across  to  the 
buyers  in  that  big  55.7%  of  the  market  outside 
the  city  limits. 

That  station,  unquestionably,  is  KDKA..  one  of 
the  nation's  great  stations! 

For  details  on  KDKA's  sales  performances,  and  on 
availahilities,  write  or  telephone  to  KDKA  or  to 
your  Free  &  Peters  representative. 


KDKA 


PITTSBURGH 

50,000  WATTS 
NBC  AFFILIATE 


National  Representatives.  Free  6  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 
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GET  THE  STORY... 


How  fust  one 
announcement 
brought •  •  • 


Holsum  Bakery  reports  "Cisco  Kid" 
is  a  terrific  bread  salesman!  A 
single  offer  of  "Cisco  Kid"  masks 
stampeded  the  kids.  Although 
these  masks  were  to  be  distributed 
by  dealers,  the  following  day,  im- 
patient youngsters  stopped  Holsum 
trucks  that  same  evening  —  de- 
manding masks!  Next  day,  the 
entire  supply  of  10,000  masks  was 
distributed!  The  station  reports: 
"Could  have  used  40,000!" 

All  over  the  country,  the  "Cisco 
Kid"  is  breaking  sales  records  for 
many  different  products  and  serv- 
ices. Write,  wire,  or  phone  for 
details. 


Qj  MASKS 


SENSATIONAL  PROMO* 
TION  CAMPAIGN  —  from 
buttons  to  guns  — is  break* 
ing  traffic  records  | 
This  amazingly  successful 
Yz-hour  Western  adventure 
program  is  available:  1-2-3 
times  per  week.  Transcribed 
for  local  and  regional  spon- 
sorship. 
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Published  Weekly  hy  Broadcasting  Publications.  Inc. 
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EDITORIAL:  ART  KING,  Managing  Editor;  J.  Frank 
Beatty,  Rufus  Crater.  Associate  Editors;  Fred  Fitz- 
gerald News  Editor;  Tvler  Nourse.  Jo  Hailey,  Assist- 
ants to  the  News  Editor.  STAFF:  David  Berlyn, 
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Osbon.  Ardinelle  Williamson.  EDITORIAL  ASSIST- 
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BUSINESS:  MAURY  LONG,  Business  Manager;  Win- 
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York  Editor;  Florence  Small,  Agency  Editor. 
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TORONTO:  417  Harbour  Commission,  ELgin  0775; 
James  Montagnes. 

Broadcasting  *  Magazine  was  founded  in  1931  by 
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Broadcasting  * — The  News  Magazine  of  the  Fifth 
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Here's  the  Sensational 

LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station! 
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Tower  on 
KSBO  Hit 

By  Plane,,. 

„  piloted  by  ™!'*",„g  against 

minum,  ]^°'-'r  .^-g  ground, 
^.fluttering  to  thejr  ^.^ 

The  aircraft,  tio^ 
«°  °f  °Ao°?he  groind.  apparen  y 
close  to  ^^J/  . plane   was  still 

Sort  at  his  side. 


N 
la 


ote 


St 


_  particularly  the 
paragraph  of  this 
interesting  news  story, 
giving  the  details  of  an 
accidental  and  impres- 
sive test  of  Truscon 


ai  nis 

a  similar  as  it 

ed  and  v^^s  bad^y  the 
set  down  lor  a 

Santa  Rosa  strip  _      ^  ^  j^i^kel, 

^iSSured  eiKpt  lor  minor 

^^-fThe^fs^ 
10  feet  of  the  IJi'f^^.      ^ff  the 

did  not  force  ^he  sta^^o^^tendants 

air-         ^^'l;  of  the  accident  un- 
were  unaware  of  the  ^^^^ 
til  mid*afternoon  wne  ^^^^^^ 
changed  and  nearby  r  ^.^^  pieces.  I 
^ifa^t?KoTthe  plane. 


Radio  Tower  strength. 

to  stand  up 
le  most  unusual 


liti 


Abil 
under  thi 


operating  conditions  is 
a  characteristic  of  Trus- 
con Towers  of  Strength. 
Throughout  the  world 
these  strong,  sturdy  fin- 
gers of  steel  are  setting 
new  performance  rec- 
ords. Truscon  draws 
upon  this  background 
of  world-wide  experi- 
ence to  engineer  and 
erect  exactly  the  t}'pe  of 
tnwer  needed  for  earh 


tower  needed  for  each 
particular  operating  and  geographical  condition.  Your 
phone  call  or  letter  to  any  convenient  Truscon  district 
office,  or  to  our  home  office  in  Youngstown,  will  bring 
you  immediate,  capable  engineering  assistance. 


SELF-SUPPORTING  ^^i^^ 
AND  UNIFORM  TitUut'Dx 
CROSS  SECTION  GUYED  f  1/  WW  tit  J 

TRUSCON  COPPER  MESH  GROUND  SCREEN 


TRUSCON  STEEL  COMPANY 

YOUNGSTOWN   1,  OHIO 

Subsidiary  of  Republic  Steel  Corporation 
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IN  THE  U.  S.  HEMPSTEAD  IS 


Net  INCOME  PER  FAMILY  $8,799 

Net  INCOME  PER  CAPITA  $2,51 2 


TOTAL  NET  INCOME  ....  $884,271,000 


FOOD  STORE  SALES  $115,158,000 

$1 145  per  Family 


RETAIL  SALES  .  . . 

$3784  per  Family 


$380,311,000 


i         LATEST  CONLAN  SHARE  OF  AUDIENCE 


"A"  NETWORK  —  50  KW 

27.0 

WHLI 

26.2 

"B"  Network  —  50  KW 

14.3 

"C"  Network  —  50  KW 

12.1 

"D"  Network  —  50  KW 

9.0 

All  Other  Independents  Combined 

11.4 

DATA  SOURCES: 

Sales  Management — 1950. 


Conlan — Feb.  1950.  Hempstead,  N.  Y.,  Sunday  through  Saturday. 
8:00  A.M.  to  5:30  P.M. 


BMB  Study  #2 


63^0  BMB  IN  HEMPSTEAD 

 MO  .StAN^ 


"THE 
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agency 


WILLIAM  T.  JOHNSON,  ABC  Hollywood  writer-producer,  t- 
Walter  Thompson  Co.,  Hollywood,  as  talent  buyer  and  fra 
work  writer  for  CBS  Lux  Radio   Theatre.     Replaces  HAl; 
KERR,  resigned.    LOUIS  SILVERS,  show's  musical  director  for  pas^ 
years,  resigns  to  enter  TV  in  N.  Y.    No  replacement  named. 

JESSE  LIDE,  vice  president  in  charge  of  sales  and  advertising  Gen 
Plywood  Corp.,  Louisville,  rejoins  McCann-Erickson,  Chicago,  in  e; 
utive  capacity. 

FRED  R.  JONES,  copy  chief -account  executive  Abbott  Kimball 
L.  A.,  to  Platt-Forbes  Inc.,  S.  F.,  as  creative  director. 

MARK  MARTIN,  Gardner  Adv.,  St.  Louis,  to  Buchanan  &  Co.,  N.  Y. 
director  and  executive  vice  president;  JEROME  GRODSKY,  merg 
Gerome  Adv.,  St.  Louis,  with  Buchanan,  becomes  director  and  execu 


on  all  accounts 


"  1  ^ADIO  has  come  a  long  way," 
Wm^  Mark  Schrieber,  head  of 
Schreiber  Advertising,  Den- 
ver, muses  as  he  reminisces  over 
his  pioneer  days  as  "board  man," 
platter-spinner,  log-keeper  and  even 
floorsweeper  at  KFUM  (now  KFOR 
Colorado  Springs). 

Mark  was  only  14  then  but  he 
was  destined  to  win  recognition  as 
"The  Voice  of  the  Rockies"  and  new 
laurels  for  himself  in  the  agency 
field  on  the  strength  of  his  radio 
and  sales  experience. 

After  a  stint  as 
vice  president  and 
partner  of  Ball  & 
Davidson,  Los  An- 
geles and  Denver  ad- 
vertising firm,  Mark 
last  August  opened 
his  own  agency  in 
Denver. 

Behind  Mark's 
success  is  a  career  of 
diversified  interests 
and  talents.  In  fact, 
his  voice  is  still 
heard  on  radio  sets 
throughout  the 
Rocky  Mountain  em- 
pire, describing  bas- 
ketball and  football 
games.  Closely  iden- 
tified with  Denver 
sports  the  past  few  years,  Mark  has 
covered  over  500  play-by-play 
basketball  games  coast-to-coast,  in- 
cluding 10  consecutive  National 
AAU  championships,  as  well  as  the 
1938  Colorado-Rice  Cotton  Bowl 
contest  for  KOA-NBC  Denver. 

His  background  also  embraces 
five  years  of  college  coaching  and 
public  relations  work,  and  a  four- 
year  stretch  as  sports  columnist  for 
the  Denver  Post. 

Besides  his  sports  activities,  Mark 
had  been  closely  associated  with 


MARK 


the  sales  side  of  radio  during 
'40's.  He  served  as  salesman  at  h 
Denver  as  well  as  sports  direc ' 
for  the  CBS  affiliate.  In  1941 
moved  to  KM  YR  and  doubled  as  S£ 
manager  and  sports  director,  h( 
ing  to  build  the  station  to  a  pro 
nent  position  in  the  Denver  marl 
This  relationship  last  until  M; 
ventured  into  the  advertising  fi 
with  Ball  &  Davidson  where 
remained  until  last  August. 
Mark  heads  a  staff  of  11  peo 
who  turn  out  one 
the  largest  quota 
advertising  in  D 
ver  today.  His 
dio  billing  alone  n 
well  into  six  figu 
with  time  placed 
35  stations. 

A   staunch  ad 
cate   of  "hone 
straight-forward 
dio,"  Mark  holds 
forte  for  operati 
who   indulge  in 
deals  or  double  a 
triple  spots;  or  1 
advertisers  w' 
want  to  "test" 
dio's  selling  impa 
"Radio  doesn't  ne 
testing,  it  proved 
self   long  ago," 
remarks. 
Mark  was  born  in  Burlingti 
Iowa,  in  1914  and  was  reared 
Southern  California.  He  is  a  g( 
enthusiast  (a  leading  amateur 
the  Lakewood  Country  Club  tear 
and  also  is  becoming  an  authori 
on  thoroughbred  horse  racing, 
addition,  he  is  business  manag' 
of  the  Denver  Chevrolet  basketb.  i 
team  and  a  director  of  the  Natior 
Industrial  Basketball  League. 

Mark  and  his  wife  Margei 
whom  he  married  while  in  collej 
have  one  son  Rick,  7. 
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^  ^  ^ 


president  in  charge  Midwest  operations;  KENNETH  BUCHANAN, 
.  of  public  relations  Elgin  Watch  Case  Co.,  to  director  and  vice 
i_man,  and  ERNEST  KLEIN,  associated  in  fields  allied  to  advertising, 
fdirector  Buchanan  &  Co.    PAUL  GAYNOR,  J.  M.  Hickerson  Inc., 
jY.,  named  to  Buchanan  as  vice  president. 

"tIoRGE  a.  FLANAGAN,  copy  supervisor  on  Decca  Records  Inc..  Texas 
•  %  and  other  accounts  at  Cunningham  &  Walsh,  N.  Y..  named  copy 
■  ^  all  general  business. 


IP 


3il 

I.LLACE  H.  L  LFECK,  research  director-vice  president  Federal  Adv., 
(Y.,  to  William  Esty,  N.  Y.,  as  vice  president. 

VL 

.L  KAMPE,  promotion  manager,      IL  St.  Louis,  to  join  Lindell  Adv., 
r  city,  as  production  director. 


iORGE  A.  McMORAN  appointed  office  manager  and  assistant  comp- 
iler Cunningham  &  Walsh  Inc.,  N.  Y.  With  firm  and  predecessor, 
I  well-Emmett  Co..  since  1941. 

Y  A.  LANDAU,  TV  head  Moss  Assoc.,  N.  Y.,  to  Emil  Mogul,  X.  Y.,  as 
id  of  TV  department. 

ON  MEADOW,  copy  supervisor,  Hanly,  Hicks  &  Montgomery,  to 
i  Bates  &  Co.,  N.  Y.,  copv  staff. 

ifjHN  P.  BERESFORD,  sales  manager,  Taylor-Reed  Sales  Corp.,  N.  Y., 

(;IjiCecil  &  Presbrey  Inc.,  N.  Y'.,  as  account  executive. 

aiJHN  FREESE,  head  motion  picture  production  Young  &  Rubicam, 
nfl  Y.,  appointed  technical  director  TV  commercials. 


3 


SJtEODORE  D.  SIEGEL  and  PAUL  T.  SPRINZ,  with  Blaker  Adv. 
■^fl^ency,  N.  Y.,  since  191.3  and  1918,  respectivelj',  continue  with  Dowd, 
^  lldfield  &  Johnstone,  its  successor,  as  account  executives. 


H.  V.  Kaltenborn 


Undoubtedly  the  dean  of  American  news  analysts 
— a  regular  habit  with  millions  of  listeners  coast- 
to-coast — perfect  vehicle  for  your  commercial 
messages  and  now.  .  .  . 


Co-op  in  Rochester 


to  reach  Western  New  York's  richest  market — a 
unique  combination  of  highly  paid  industrial  and 
professional  workers  and  a  15-county  area  of 
prosperous  farm  land — 


^gi.CK  DAVIS,  disc  jockey  and  assistant  station  manager,  WQUA  Moline, 
opens  American  Recording  Adv.  Agency,  1715  15th  Ave.,  that  city. 

M 

5 1  "N  A.  POLLET,  advertising  and  sales  promotion  manager.  Pioneer 
rjtientific  Corp.,  to  William  von  Zehle  &  Co.,  N.  Y.,  as  account  executive. 

M 

^  ^ARION  LAW  Jr.,  head  public  relations  department  Budd  Co.,  Phila., 
.  i  Hewitt,  Ogilvv,  Benson  &  Mather,  N.  Y.,  as  public  relations  director. 

JjlW  TAYLOR,  producer-director  WBKB  (TV)  Chicago  since  1947,  to 
felthraufF  &  Rvan's  Chicago  video  department. 

'  lUL  A.  CAREY,  copj*^vriter  Fletcher  D.  Richards,  X.  Y.,  copy  depart- 
nt  Geyer,  Xewell  &  Ganger,  X.  Y. 


lANK  COCCO  to  E.  J.  Lush  Inc.,  Xew  Haven,  Conn. 


CHARD  W.  SMITH,  account  executive  and  branch  manager  Griswold- 
i.hleinan  Co.,  Louisville,  to  Doe-Anderson,  same  city,  as  account  exec- 
ive. 

I  3N  FRANCISCO,  vice  president  J.  Walter  Thompson  Co.,  N.  Y., 
f);imed  general  chaimian  managing  committee  for  national  essay  contest 
riT  high   school   students   sponsored   by   Advertising   Federation  of 
iTjfli  erica, 
iri" 

•  \UL  FRANKE,  account  manager,  Dan  White  &  Assoc.,  El  Paso,  re- 
sf3;ns  to  join  Republic  X'ational  Bank,  Dallas,  heading  advertising  section. 

'ILLARD  B.  GOLOVIN  Corp.,  X.  Y.,  elected  to  membership  in  Amer- 
^an  Assoc.  of  Adv.  Agencies. 

ipARSON  ADV.  Inc.,  X.  Y.,  moves  to  250  Park  Ave. 


On  the  No.  1  Station 


WHAM — the  50,000  watt,  clear-channel  station 
which  provides  BMB  primary  coverage  of  15 
counties — dominant  superiority  over  any  other 
Rochester  station — plus  "bonus"  secondary  cov- 
erage which  draws  mail  from  23  states. 


Available  in  September 

Three  times  weekly:  Mondays,  Wednesdays  and 
Fridays,  7:45  to  8:00  P.M.  Put  this  powerful  pro- 
gram on  your  fall  plans  NOW — and  see  yoxip 
George  P.  HoUingbery  Co.  representative  for  full 
details. 


ROCHESTER,  N.  Y. 


;OADCASTING    •  Telecastin 


g 


Basic  NBC — 50,000  watts — clear  channel— 1180  kc 
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(BSOOKI.  SMITH,  FRENCH  &  DORRANCEI 

7:30-8:00  Mon. 


Business  is  booming  at  ABC  Television  ...  17  brand- 
new  sponsors,  17  exciting  new  shows,  in  less  than 
two  weeks!  Look  at  this  list! 


TMS( 

SAtfS  P<V«SlON  OF  THE 

(MtCANN-ERlCKSON) 

8:00-8:30  Mon. 


ll£0  8URNETTI 


7:30-8:00  Wu 


(STOCKTON- WESI-8URKH  ART) 

9:30-10:00  Thurs. 


ARTHUR  Mumy 

PANCe  STUPJQS  \ 

(HUBER  HOGE  &  SONS) 

9:00-9:30  Tliurs. 


American  Scffe'ty'l?aK>*'Corp,i 


(RUTHRAUFF  &  RYANI 


9:00-9:30  Mon.* 

*ait€rnate  weeks 
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SUN  0(1  CO. 

(HEWITT,  OGILVY,  8ENS0N  &  MATHER) 

Nationeil  fbotboll  league 
Championship  Glomes 
2;00  Sun. 
PRO  FOOTBAU.  MlfrHll6HTS  / 


8:30-9:00  Fri. 


/ 


(DANCER-FITZGEKALD-SAMPLE) 

"BeULAH 

7:30-8:00  Tues. 


(RUTHSAUfP  &  RYAN) 

11:30-12:00  Noon  Sat. 


VAiRY  ASS'H 

(CAMPBEll-MiTHUN) 

TVTe^CU 

8:00-8:30  Sah' 


BE5TT0OI»S,»NC. 

(EARIE  LUDGIN  8>  CO. I 

10:00-10:30  Fri. 


TO  SE  ANNOUNCEEl 

A  motor-tar  manofoeturor  teams 
up  with  a  famous  coiumnUt 

9:00-9:30  Tue$. 


TO  »E  ANNOUMCED 


A  lively  audience-partkipation 
show,  a  home-applicinee  sponsor 

7:30-8:00  Wed. 


TO  BEeANNOUNCEO 

A  big  Swndoy-nlght  show— with 
o  big  automotive  sponsor 

7:30-8:00  Sun. 


TO  SE  ANNOUNCED 

Wotch  for  rtie  announcement 
of  this  full-hour  Friday  night 
dramatic  show— coming  soon 
(sponsored)  on  ABC-TV 

9:(X>- 10:00  Fri. 


^/  ;    rO  »£  ANNOUNCED 


A  famous  full  hour  in  radio- 
soon  on  TV,  wiJh  a  half  hour 
already  soldi 


9:00-10:00  Wed. 


ABC 

TELEVISION 


General  Mills 

(Dancer-Fitzgerold-Sample) 
The  Lone  Ranger . . . 

Diuridoy  7;30  -  8:00 

The  Goodyear  Tire 
and  Rubber  Company 

(Young  &  Rubicon)) 
Poul  WhiteiTian  Revue . . . 

Sunday  7:00-7:30 


Canada  Dry 

(J.  M.  Mathes) 

M  &  M  Candies 

(William  Eily  Co.) 

Peters  Shoe  Co. 

(Henri,  Hurst  &  McDonald) 


Super  Cir 


Sunday  S:00-6:00 


Admiral  Corp. 

(Kudner  Agency,  Inc.) 


P.  Lorillard  &  Co. 

(Lennen  &  Mitdiell) 


Stop  the  Music . . . 

Thursday  8:00-9:00 


Ronson  Art  Metal  Worlcs 

(Grey  Advertising) 
30  Questions . . . 

Friday  8:00-8:30 


Kellogg  Company 

(Kenyon  &  Ecldiardt) 
New  Program 

Sunday  6:00-«:30 


Blatz  Brewing  Co. 

(Kostor,  FarreM,  Chesley  & 
Clifford) 
Roller  Derby  . . . 

Thursdoy  10:30-11:00 

Packard  Motor  Car  Co. 

(Young  &  Rubicam) 
Holidoy  Hotel . . . 

Thursday  9:00-9i30 
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GENE  ARCHER 

WRCs  Gene  Archer,  to 
be  exact.  Gene's  delight- 
ful, hour-long  mid-day 
program  features  the 
Cliff  Quartette's  individ- 
ual music,  popular  rec- 
ords .  .  .  plus  Gene 
Archer's  own  brilliant 
baritone  style. 

Participation  in  this 
choice  time  period  (12:- 
15-1:15  PM,  Monday 
through  Friday)  promis- 
es business  in  Washing- 
ton. An  impressive  list 
of  current  national  spots 
amply  supports  Gene's 
selling  story. 

Audience  loyalty  of 
"Here's  Archer"  offers  an 
immediate  association 
with  a  "Name  Per- 
former" in  the  Nation's 
Capital. 

A  few  choice  availabili- 
ties remain,  contact  WRC 
directly  or  NBC  Spot 
Sales. 

IN  THE  NATION'S  CAPITAL 
VOUR  BEST  BUY  IS 


FIRST  iR  WASHINGTON 

(.1 


ff-j  feature  of  the  lueeli 


MANY  radio  stations  ti'y  to  at- 
tain a  home-like  appearance,  but 
KRI,D  Dallas'  studio  in  Fort 
Worth,  Tex.,  is  a  step  ahead.  It  not 
only  looks  like  a  home  but  is  one 
to  W.  H.  (Hal)  Noble,  Mrs.  Noble, 
and  their  huge  Persian  cat.  They 
are  the  residents  of  the  gray-green 
frame  house  on  Fifth  St.  which  has 
carefully  weeded  flower  beds,  a 
cool  side  porch  shaded  by  a  large 
hackberry  tree,  an  old  fashioned 
door  with  brass  knocker — and  a 
broadcasting  studio. 

Mr.  Noble,  who  is  76,  first  visited 
the  house  70  years  ago  when  an 
aunt  lived  there.  But  it  became  a 
new  experience  when  Tom  C.  Gooch, 
chairman  of  the  KRLD  board,  in- 
vited him  to  live  in  the  house  as 
the  station's  representative.  Hav- 


ing  retired  after  30  years  with  The 
Texas  Co.,  Mr.  Noble  knew  little 
about  radio,  but  in  the  five  years  he 
has  been  associated  with  the  home- 
studio  he's  picked  up  a  lot  of 
know-how. 

The  broadcasting  studio  consists 
of  two  microphones  and  an  office 
with  control  panel  and  is  used  when 
KRLD  broadcasts  originate  from 
Forth  Worth.  A  principal  duty  of 
Mr.  Noble  is  to  answer  queries  on 
the  telephone,  a  pastime  that  can 
become  quite  a  job  when,  for  ex- 
ample, KRLD  had  transmitter 
trouble  and  was  off  the  air  for  55 
minutes.  During  that  time,  75 
persons  called  Mr.  Noble  asking 
for  the  cause  of  the  trouble  as  well 
as  the  usual  information  as  to 
when  the  station  would  be  back. 


strictly  business 


5,000  Watts  .  980  KC 

ffprmtmnttfi  fay  HBC  SPOT  SdiltS 


OLIVER  B.  CAPELLE,  sales 
promotion  manager  of  Miles 
Labs,  Elkhart,  Ind.,  is  con- 
vinced that  radio  is  a  powerful  me- 
dium. He  was  convinced  back  in 
1935  when  Alka-Seltzer  was  airing 
its  original  show,  the  National 
Barn  Dance,  on  the  Blue  Network. 

In  a  facetious  moment  Mr. 
Capelle  wrote  a  verse  about  a  June 
bride,  and  comedian  Uncle  Ezra 
read  it  on  the  air,  offering  a  copy 
gratis  to  anyone  writing  in.  Re- 
quest for  18,000  copies  of  the  ditty 
was  adequate  testimony  to  Mr. 
Capelle  of  the  far  reaching  effect 
of  radio  advertising. 

Before  moving  to  Elkhart,  Oliver 
Capelle  had  spent  all  of  his  time 
in  Boston,  Cleveland  and  New  York. 
He  left  an  account  executive's  office 
with  Fuller  &  Smith  &  Ross  to  fill 
the  post  at  Miles  Labs. 

As  a  sideline  to  his  Miles  job,  he 
originated  the  comedy  show  Thamk 
YoH,  Sfusia  and  with  the  scripter, 
Al  Barker,  wrote  it  for  a  year.  It 
ran  transcribed  on  80  stations.  The 
leading  comic  on  the  show  was  Al 
Peary,  now  known  to  all  as  "The 
Great  Gildersleeve." 

In  Quizmaster  Role 

Mr.  Capelle  had  a  fling  at  stock- 
acting  himself  when  a  lad  and 
never  quite  got  over  it.  In  Febru- 
ary 1946  Joe  Kelly,  quizmaster  of 
the  Miles  Quiz  Kids  program,  took 
sick  and  had  to  relax  in  Florida. 
Modestly,  Mr.  Capelle  suggested  to 
Jeff  Wade  of  the  Wade  Agency, 
that  he  could  do  the  job  himself. 
The  idea  did  not  seem  to  meet  with 
wild  enthusiasm,  but  while  listen- 
ing to  the  program,  which  in  turn 
had  been  given  to  John  W.  Vander- 


Mr.  CAPELLE 


cook,  Tom  Brenneman  and  Victor 
Borge,  Mr.  Capelle  heard  the  an- 
nouncer sign  off  by  saying:  "The 
quizmaster  next  week  will  be 
Oliver  Capelle." 

Mr.  Capelle  took  his  assignment 
like  a  trouper  and  plaudits  from 
people  he  hadn't  seen  in  years 
made  the  stunt  worth  while. 

Mr.  Capelle  is  married  to  Blanche 
Crichett  of  Barrington,  N.  H.  He 
lays  claim  to  the  best  rose  garden 
in  Elkhart;  and  has  a  Persian  cat 
named  Princess  Penelope.  He  is  a 
past  president  of  the  Kiwanis. 

Most  of  his  time  is  spent  on  the 
company's  Alka-Seltzer  and  Tabcin 
advertising,  but  he  carries  the 
sales  ball  for  all  Miles'  products. 
The  zooming  sales  charts  prove 
how  well  he  is  doing  that  job. 


WHAT'S  HAPPENING 


to  Houston 

wK-NUZ 

Now  More  Than  Ever 
Houston's     Best  Dollar 
Buy! 


K-NUZ  Ranks  No.  2  for 
10  Hours  Monday 
Through  Friday 
or  50  Hours  Per  Week 


K-NUZ  Share  of  Audience: 

Morning,  Monday  Through  Fri- 
day— 8  AM  to  Noon  19.4*,  No. 
2  in  Houston 

Afternoon,     Monday  Through 

Friday — Noon    to   6    PM  15.3, 

No.  2  in  Houston 

*(Hooper      Index,  April-May, 

1950) 

K-NUZ  No.  1  Dollar  Buy  In 
South's  Fabulous  No.  1  Market 


No.   1  Availability: 

"Collie's  Corral"  —  11:30  to 
11:45  AM,  Monday  Through 
Friday  Hooper*  5.0,  No.  1.  In 
Houston 

*  Source:  April  -  May  Hooper, 
1950 


CALL,  WIRE  OR  WRITE 

FORJOE:  NAT.  REP. 
DAVE  MORRIS,  MGR. 
CE-8801 

k-niiz 

(KAY-NEWS) 

9th  Floor  Scanlan  BIdg. 

HOUSTON,  TEXAS 
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iuDEN'S  Inc.,  Reading,  Pa.,  will  allocate  fall  broadcasting  media 
'  ,  budget  one-third  for  TV  and  two-thirds  for  radio.  Agency:  J.  M. 
Y  Mathes  Inc.,  N.  Y. 

LVARY  SOCIETY  Inc.  (Calvary  Stations  of  the  Cross  devotional 
I  tds)  appoints  Ray  McCarthy  Adv.  Service,  N.  Y.,  to  direct  advertising, 
^pt  radio  will  be  used. 

>|RNELL  FILM  Co.,  N.  Y.,  distributor  of  Hollywood-produced  home, 
•  '  and  educational  movies,  appoints  Shappe-Wilkes  Inc.,  N.  Y.,  as 
'^ncy.    Radio  will  be  used. 

jAVOUR  CANDY  Co.,  Chicago,  begins  TV  test  campaign  for  Michigan 
Jits  on  WGN-TV  and  WBKB  (TV)  Chicago  with  60  and  20-second 
ots  for  26  weeks.  Plans  to  expand  in  fall  with  promotion  of  Chicken 
mes  and  Wisconsin  Dairy  Butters.  Agency:  Phil  Gordon  Agency, 
acago;  Phil  Abrams  account  executive. 


neuj  business 


STANT  PHOTO  Co.,  L.  A.,  to  sponsor  five-minute  program  on  seven 
sst  Coast  stations.  Agency:  Cowan  &  Whitmore  Adv.,  L.  A. 

>UIS  MILANI  FOODS  Inc.,  Maywood,  Calif.,  appoints  Marketers 

p.,  L.  A.,  to  direct  advertising. 

! 

iJRTON-DIXIE  Corp.,  Chicago  (Slumberon  mattress),  may  place  spot 
'  schedules  in  three  or  four  markets  in  fall.  TV  programming  con- 
ered  also.    Agency:  Turner  Adv.,  Chicago. 


iRBY  FOODS  Inc.,  subsidiary  Swift  &  Co.,  for  Peter  Pan  Peanut 
tter,  sponsors  Sky  King,  MBS,  Tues.,  Thurs.,  5:30-5:55  p.m.,  local 
le,  starting  Sept.  12.   Agency:  Needham,  Louis  &  Brorby  Inc.,  Chicago. 

1ERICAN  SAFETY  RAZOR  Corp.  and  PHARMACRAFT  Corp.  re- 

ledule  Chico  Marx  Sugar  Bowl,  ABC-TV,  originally  planned  to  begin 
urs.,  Oct.  5,  to  Mon.,  9-9:30  p.m.,  starting  Oct.  2.  Agency  for  both: 
thrauff  &  Ryan,  N.  Y. 

TAKER  OATS  Co.,  Chicago,  will  sponsor  Americana  Martin  Stone 
Dduction  package,  starting  Oct.  1,  Sun.,  5-5:30  p.m.  on  NBC-TV. 
Jency:  Sherman  &  Marquette,  Chicago. 

OCTER  &  GAMBLE,  Cincinnati  (Dreft  and  Oxydol),  to  sponsor  TV 
•sion  of  Beulah  starring  Ethel  Waters  on  ABC-TV  starting  in  October, 
ries  will  be  filmed  in  N.  Y.  under  direction  Dancer-Fitzgerald- 
mple  and  production  will  be  done  by  Pictorial  Productions  Inc. 

.NADIAN  INDUSTRIES  Ltd.,  Montreal  (chemicals,  paints),  Oct. 
starts  Singing  Stars  of  Tomorrow  on  38  Dominion  network  stations 
•  26  weeks,  Sun.  9-9:30  p.m.  Agency:  Cockfield,  Brown  &  Co.,  Toronto. 

'GAR  ENJOYMENT  PARADE,  N.  Y.,  for  cigar  industry,  to  sponsor 
resiling  Interviews  from  Ringside  on  15  ABC-TV  stations  starting 
lig.  30.  Five-minute  show  to  be  telecast  Wed.  night  after  wrestling 
Dm  Chicago  arena,  and  will  sign-off  each  station.  Agency:  Wesley 
see,  N.  Y. 


e  •  • 


CHARD  E.  St.  JOHN,  advertising  manager  Swift  &  Co.,  Chicago,  to 
.ngendorf  United  Bakeries,  S.  F.,  as  advertising  manager. 

ERBERT  M.  STEIN,  Ronson  Art  Metal  Works,  Newark,  since  October, 
pointed  assistant  advertising  director.  Was  account  executive  A.  W. 
;win,  Newark. 

AROLD  H.  HORTON,  advertising  manager  Singer  Sewing  Machine 
.,  appointed  to  new  post  as  director  of  advertising.  G.  L.  NEWCOMB  Jr., 
sistant  advertising  manager,  named  advertising  manager. 
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TAKE  A  TIP 
FROM  THE  NATIVES... 

Tfcey  KnoH^  Where  to 
Tind  PayPirt/ 

In  boom-town  Atlanta,  WGST  has  more  local  busi- 
ness than  any  other  station  in  the  market !  So  take 
a  tip  from  Atlanta's  businessmen  —  they  know  the 
best  spot  for  results  is  920  on  Atlanta's  dial.  The 
"old-family-friend"  voice  of  WGST,  aided  and 
abetted  by  the  sterling  line-up  of  ABC  shows,  pans 
out  rich  for  everybody.  You  don't  need  much  of 


a  stake,  either! 


ABC  IN  ATLANTA 
5000  WATTS  AT  920  K.C. 

Studios  and  Offices 

FORSYTH  BUILDING    •    ATLANTA,  GEORGIA 


REPRESENTED  NAT  ION  ALLY  BY  JOHN  BLAIR, 
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)POT  OPTION  TIME 


NARSR  Begins  Radio-TV  Drive 


Jos.  Weed 


[MOVEMENT  that  threatens  to 
j-olutionize  the  traditional  sta- 
jn-network-station  representa- 
|e  relationship  and  to  work  ma- 
'  changes  in  the  time  buying, 
tie  selling  habits  of  radio  and 
levision  is  under  way  among 
jmbers  of  the  National  Assn.  of 
iji  d  i  o  Station  Representatives, 
lOADCASTlNG  learned  last  week, 
tn  essence,  the  plan  calls  for 
Itions  to  give  firm  options  on 
bice  time  pe- 
ds  to  their  rep- 
jsentatives  in 
f;  same  manner 
they  currently 
e  option  time 
the  networks. 
Ithough  nei- 
|»r  NARSR  nor 
members  has 
de  any  official 
nouncement  on 
j.e  subject, 

tOADCAST I N  G 

s  learned  from  informed  sources 
•^t  the  NARSR  board,  at  a  meet- 
j  in  New  York  last  week,  adopt- 
a  resolution  committing  the  or- 
nization  to  a  drive  to  encourage 
evision  stations  to  set  aside 
Dice  time  for  spot  programming. 
The  resolution  last  week,  it  was 
iDorted,  was  regarded  as  a  fore- 
mer  of  future  action  of  similar 
ture  with  respect  to  radio. 

Weed  Appointed 

Joseph  Weed,  president  of  Weed 
Co.,  a  member  of  NARSR,  was 
pointed  by  the  board  to  head  a 
nmittee  which  will  explore  the 
estion  of  establishing  a  system 
option  time  for  spot  program- 
ng  among  radio  stations,  it  was 
.rned. 

The  situation,  as  outlined  to 
j'.OADCASTiNG,  can  be  summarized 
I  follows: 

'The  station  representatives  have 
;ig  realized  that  the  firm  option 
ne  clauses  in  station  affiliation 
ntracts  gave  the  networks  an 
most  insurmountable  advantage 
er  the  representatives  in  the 
lie  of  program  time  to  adver- 
iiers.  Whatever  the  advantages 
spot  radio  in  matching  adver- 
ting coverage  to  the  prospective 
onsor's  distribution  and  sales 
t-up  might  be,  they  were  usually 
'ept  aside  when  he  learned  that 
en  if  he  were  able  to  line  up 
j'od  evening  time  on  stations  in 
e  markets  he  wanted  to  reach,  he 


could  be  bumped  out  in  short  order 
should  the  network  offer  any  sta- 
tion a  network  client  for  that  time 
spot. 

The  representatives  until  re- 
cently were  unable  to  make  any 
headway  against  the  network  ad- 
vantages in  selling  program  time. 
And  the  trend  toward  the  use  of 
networks  for  programs,  spot  for 
spot,  seemed  to  be  hardening  into 
an  unbreakable  law  of  time  buy- 
ing, when  television  entered  the 
picture  with  as  upsetting  an  effect 
here  as  it  has  had  on  many  other 
traditional  radio  practices. 

Network  advertisers  have  begun 
to  complain  loudly  and  publicly 
that  evening  radio  time  rates  in 
TV  cities  should  be  reduced  in 
proportion  to  the  amount  that 
televiewing  has  cut  into  radio  lis- 
tening. They  still  want  to  use 
radio  time  to  reach  radio's  un- 
paralleled   circulation,    but  they 


dislike  the  network  requirements 
that  they  must  buy  TV  markets 
on  the  same  basis  as  non-TV  mar- 
kets despite  the  changed  audience 
set-up  in  the  TV  cities. 

Opportunity  Long  Sought 

This  gives  the  representatives 
the  opportunity  they  have  long 
sought.  With  a  growing  list  of 
advertisers  and  agencies  who 
would  definitely  be  interested  in 
using  spot  radio  for  their  pro- 
grams if  they  could  be  assured  of 
the  station  time  for  the  duration 
of  their  contracts,  the  representa- 
tives are  now  in  a  position  to  ask 
the  stations  to  give  them  this  as- 
surance. With  an  increase  in  the 
number  of  evening  time  periods 
not  called  for  by  the  networks, 
although  falling  within  the  net- 
work option  time  blocks,  the  sta- 
tions are  now  in  a  position  to  ask 
i,ha   networks   to   relinquish  their 


options  on  time  for  firm  sale  to 
spot  clients. 

Just  how  this  idea  will  work  out, 
what  effects  it  will  have  on  the 
whole  time-buying,  time-selling 
set-up,  it  is  far  too  early  to  tell. 

Some  NARSR  members  are  ex- 
tremely enthusiastic  about  it  and 
report  equal  enthusiasm  on  the 
part  of  the  stations  they  represent. 
Others,  particularly  those  whose 
stations  are  affiliated  with  NBC 
and  CBS,  are  dubious  about  any 
immediate  change  in  the  present 
system.  They  say  that  they  can't 
sell  advertisers  and  agencies  on 
using  spot  for  evening  programs 
unless  they  can  give  them  firm  time 
guarantees  and  that  they  can't  ask 
stations  to  risk  their  network  af- 
filiations by  demanding  network 
releases  to  permit  them  to  give 
tiiose  guarantees  to  spot  clients 
(Contiriued  on  page  i2) 


HUKHEU  UAVING  BAB  !2Lmj^ 


MAURICE  B.  MITCHELL,  first 
director  of  the  Broadcast  Adver- 
tising Bureau,  NAB's  business- 
getting  adjunct,  resigned  last  Fri- 
day to  accept  a  position  on  the 
executive  sales  staff  of  NBC  in 
charge  of  new  AM  business  devel- 


opment. He  will  report  to  NBC  on 
Aug.  15. 

His  decision  to  resign  followed 
several  weeks  of  discussion  with 
NAB  executives  and  key  broad- 
casters most  vitally  concerned 
with  expansion  of  BAB.    He  was 


CAPITAL  RADIO  heard  the  premiere  of  "Mitch's  TV  Pitch"  when  Maurice 
B.  Mitchell,  BAB  director,  appeared  before  the  Washington  Ad  Club.  Among 
those  present  were  (I  to  r):  William  F.  Sigmund,  Henry  J.  Kaufman  &  Assoc., 
club  president;  Earl  Gammons,  CBS;  Eugene  S.  Thomas,  WOlC  (TV)  Wash- 
ington; Mr.  Mitchell;  William  R.  McAndrew,  WNBW  (TV)  Washington; 
William  B.  Ryan,  NAB  (see  Telecasting,  p.  3). 


importuned  to  remain  with  NAB 
but,  it  is  understood,  concluded  that 
his  departure  would  stimulate  con- 
solidation of  broadcast  interests 
and  give  new  impetus  to  BAB  as 
the  all-purpose  selling  organiza- 
tion for  radio  and  television. 

Mr.  Mitchell's  salary  at  BAB  is 
$17,000  per  annum.  It  is  pre- 
sumed his  NBC  stipend  will  be  in 
the  $25,000  area. 

Mr.  Mitchell  made  the  decision 
after  a  conference  with  NAB  Gen- 
eral Manager  William  B.  Ryan  last 
Tuesday  in  Washington.  In  a  state- 
ment issued  Friday  Mr.  Ryan  said: 

There  could  be  no  finer  tribute  to 
Mitch's  abilities  than  that  reflected  in 
the  growth  of  the  Broadcast  Adver- 
tising Bureau  in  a  period  of  two  years. 
This  growth  itself  bespeaks  the  con- 
fidence and  high  regard  in  which 
NAB's  members  hold  Mitch,  for 
they've  put  up  the  money  for  the 
expansion.  As  all  broadcasters  in 
the  association  know,  the  bureau  is 
only  on  the  threshold  of  its  develop- 
ment. A  pattern  has  been  set  for  its 
continuing  expansion  and  a  director  to 
replace  Mitch  and  pursue  that  course 
of  expansion  will  be  selected  immedi- 
ately. Doubtless  he  will  come  from 
the  broadcasting  field.  AH  of  us  wish 
Mitch  the  best  of  luck  in  his  new  and 
responsible  position  with  the  National 
Broadcasting  Company,  whose  mem- 
(Continued  on  page  16) 
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Mitch's  Pitch-Out . 

DEPARTURE  of  Maurice  Mitchell  from  the 
NAB's  Broadcast  Advertising  Bureau  to  ac- 
cept an  executive  sales  post  with  NBC  will 
come  as  a  shock  and  a  surprise  to  all  segments 
of  radio  and  TV. 

Mitch  was  riding  the  crest  of  radio's  newest 
selling  wave.  He  created  it.  But  he  found 
himself  caught  in  the  NAB  whip-saw.  Since 
BAB's  founding  in  April  1949,  he  has  done 
a  super-human  job  of  selling,  speaking,  writing 
and  producing.  It's  rather  plain  that  he  has 
become  weary,  though  he  hasn't  lost  one  iota 
of  his  enthusiasm  for  the  medium,  or  for 
BAB's  mission. 

We're  sorry  to  see  Mitch  leave.  He  exudes 
inspiration  and  confidence.  He  made  the  news- 
papers and  the  magazines  take  notice.  He 
cut  the  pattern  and  did  the  ground-breaking 
job  with  a  flea-bite  budget.    He  aroused  the 


ire  of  some  newspapers  and  newspaper-owned 
stations  because  he  pulled  no  punches. 

It  appears  evident  that  Mitch  resigned  be- 
cause he  couldn't  compromise  with  his  own 
principles  of  selling  radio  and  TV  against  the 
field.  He  wanted  BAB  detached  from  NAB's 
apron  strings.  He  felt  broadcasters  wanted  it, 
but  that  NAB  management  and  a  majority  of 
the  board  had  not  and  would  go  along. 

NAB's  loss  is  NBC's  gain.  He'll  still  be  sell- 
ing radio,  but  as  a  super  peddler  in  AM  for 
a  top  network.  Any  new  business  created  for 
any  AM  entity  will  redound  to  the  benefit  of 
the  medium. 

Mitch's  departure  will  bring  new  troubles 
for  an  already  troubled  NAB.  There  may  be 
further  resignations.  It  will  add  a  lively  topic 
for  the  district  meetings  starting  next  month. 


.  .  .AN  EDITORIAl 

There's  no  indispensable  man.  Radio  h 
many  good  salesmen.  Mitch,  however,  seem 
to  fit  the  job  like  Oliver  Wendell  Holmes  pi 
totyped  the  Supreme  Court,  or  Babe  Ru 
baseball. 

There  may  be  in  this  further  impetus  f 
the  "Congress"  or  Council  of  radio  and  1 
which  we  espouse.  That  organizational  form 
would  permit  a  BAB  to  function  independent) 
performing  as  small  or  as  large  a  sei-vice 
its  subscribers  would  underwrite,  but  with  ; 
over-riding  fee  to  the  parent  organization  fro 
broadcasters,  telecasters,  manufacturers,  su 
pliers,  representatives,  transcribers,  and  t 
who  live  by  radio  and  TV. 

It's  the  kind  of  union  that  would  brii 
maximum  strength.  It  would  attract  the  be 
brains  in  the  business.    Think  it  over. 


Mitchell  Leaving  BAB 

(Continued  from  page  15) 
bership  in  the  association  assures  us 
that  we  will  continue  to  benefit  from 
the  counsel  of  the  bureau's  first  di- 
rector. 

President  Miller  is  vacationing 
at  his  home  in  Los  Angeles  pre- 
paratory to  the  beginning  of  the 
district  meeting  swing,  which  gets 
undei"\vay  in  mid-August.  It  is 
doubted  if  Mr.  Mitchell  will  attend 
any  of  these  district  meetings,  but 
he  is  expected  to  attend  the  July 
27  session  of  the  board's  BAB 
Committee  and  counsel  with  it  on 
BAB  affairs. 

The  35-year-old  executive  has 
favored  complete  divorcement  of 
BAB  from  the  parent  organization. 
The  board,  however,  has  been  re- 
luctant to  decree  this  move  and 
failed  to  authorize  for  the  fiscal 
year  minimum  funds  deemed  nec- 
essary for  the  project  by  Mr. 
Mitchell  and  his  supporters.  The 
authorized  budget  is  in  the  neigh- 
borhood of  $170,000,  whereas  BAB 
proponents  felt  the  bureau  should 
have  been  allotted  a  minimum  of 
$200,000. 

Wants  'Active  Sales' 
Citing  his  desire  to  get  back  into 
"active  sales,"  Mr.  Mitchell  wrote 
the  following  letter  of  resignation: 
Please  accept  my  resignation  from 
the  staff  of  NAB,  to  be  effective  at 
your  convenience  on  or  before  Aug. 
15,  19.50. 

I  know  you  realize  that  I  leave  NAB 
and  BAB  with  the  deepest  regret.  It 
has  been  a  real  privilege  for  me  to 
have  participated  in  the  development 
of  the  Broadcast  Advertising  Bureau, 
and  I  want  you  to  know  that  the  con- 
tinued growth  and  development  of 
this  central  advertising  bureau  in  the 
radio  industry  is  one  of  my  sincerest 
desires. 

Two  years  in  trade  association  work 
in  the  advertising  field  has  taken  me 
a  long  way  from  the  practical  reali- 
ties of  selling.  I  think  such  absence 
from  direct  selling  cannot  help  but 
reduce  the  effectiveness  of  anyone  in 
my  kind  of  work,  and  it  is  chiefly 
for  this  reason  that  I  am  returning  to 
active  radio  sales.  I  am  joining  the 
staff  of  the  National  Broadcasting 
Company  in  work  which  will  permit 
me  to  do  new  business  development 
in  the  field  of  AM  network  advertising. 

I  hope  you  will  pass  along  to  every- 
one at  NAB  my  thanks  and  apprecia- 
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tion  for  all  of  their  wonderful  help 
and  cooperation  during  the  BAB  de- 
velopment period.  They  are  perform- 
ing a  real  and  valuable  service  to  the 
industry,  and  I  will  continue  to  hope 
as  I  have  in  the  past  that  an  increas- 
ing number  of  broadcasters  will 
avail  themselves  of  their  services. 

I  know  you  will  feel  free  to  call 
on  me  if  I  can  ever  be  of  any  assist- 
ance to  NAB  or  BAB  in  the  continua- 
tion of  their  fine  work. 

Would  Complete  Assignments 
Mr.  Mitchell  advised  Charles  R. 
Denny,  NBC  executive  vice  pres- 
ident, that  he  would  join  the  net- 
work after  several  projects  now 
undei-way  at  BAB  are  complete.  It 
was  agreed  his  resignation  will  be- 
come effective  Aug.  15  and  that  he 
will  join  the  network  on  the  same 
date. 

An  NBC  announcement  said  that 
he  will  work  with  Harry  C.  Kopf, 
vice  president  in  charge  of  radio 
sales,  and  will  "specialize  in  de- 
veloping ways  and  means  for  ad- 
vertisers who  have  not  heretofore 
used  radio  to  test  out  for  themselves 
the  power  and  the  effectiveness  of 
network  radio." 

Mr.  Mitchell  joined  the  NAB  in 
September  1948  as  director  of  its 
Dept.  of  Broadcast  Advertising,  af- 


ter having  served  as  manager  of 
WTOP  Washington  under  CBS 
ownership  (the  station  now  is  con- 
trolled by  The  Washington  Post, 
with  CBS  holding  a  45%  minority 
interest).  He  spearheaded  the 
drive  for  radio's  counterpart  of  the 
Bureau  of  Advertising  of  the 
American  Newspaper  Publishers 
Assn.  The  project  was  authorized 
by  the  NAB  convention  in  Chicago 
in  April  1949  and  actually  got  un- 
dei-way  in  June  of  last  year  with 
a  $200,000  budget. 

Thereafter,  "Mitch's  Pitch"  be- 
came the  byword  in  radio  selling. 
He  toured  the  country,  speaking 
several  times  weekly  before  dis- 
trict and  state  broadcasters'  meet- 
ings, advertising  clubs,  sales  or- 
ganizations and  to  any  group  who 
would  listen.  He  sold  radio  against 
all  media  and,  in  no  few  instances, 
aroused  the  ire  of  newspaper  pub- 
lishers. His  direct  and  indirect 
selling  resulted  in  numerous  new 
accounts  for  radio  on  national,  re- 
gional and  local  levels. 

Drew  Industry  Plaudits 

His  inspired  business  forays, 
with  a  skeleton  staff  and  a  budget 
of  perhaps  one-twentieth  that  of 
the  newspaper  and  magazine  asso- 


Drawn  for  BROADCASTING  by  Sid  Hix 
'But  how  can  we  raise  our  daytime  rates?  We  only  have  two  hours  of 

daylight!" 


ciations,  won  the  acclaim  of  larj 
and  small  broadcasters  alike,  wi1 
the  possible  exception  of  the  new 
paper-owned  groups. 

The  resignation  comes  ju; 
prior  to  the  scheduled  July  2 
meeting  of  the  special  NAB  boai 
committee  on  BAB  operatioi 
named  at  the  June  sessions  of  tl" 
board  in  Washington. 

Proponents  of  a  separate  BA 
on  the  NAB  board  have  insiste 
that  the  board  itself  was  not  fo 
lowing  the  mandate  of  the  broac 
casters  in  refusing  to  cut  BA! 
loose.  Mr.  Mitchell  found  himsel 
embroiled  in  this  intraboard  con  ' 
troversy. 


Original  Proposal  , 
Board  supporters  of  BAB  firsj 
proposed  separation  in  July  194£ 
President  Miller  and  a  majority  oi 
the  board,  however,  were  disposei- 
to  retain  BAB  as  an  NAB  segmen 
until  it  could  stand  on  its  own  feet 
There  were  other  considerations  in; 
cident  to  the  creation  of  an  inde 
pendent  corporate  entity  and  th( 
problems  of  adequate  financing  o: 
both  BAB  as  a  separate  organiza^ 
tion  and  the  effect  of  such  a  sep- 
aration upon  NAB  income  jyer  se.  : 
Mr.  Mitchell  entered  radio  ir 
1946  as  press  and  sales  promotior  rf 
manager  of  WTOP,  at  that  timt  : 
entirely  CBS-OAvned.  He  had  heer^ 
with  the  Gannett  newspapers  and 
at  the  time  he  entered  the  Army 
was  national  sales  and  promotior 
manager  of  the  Rochester  Times' 
Union. 

At  WTOP  he  quickly  rose  to  the 
post  of  sales  manager.  After  a 
week-long  tour  at  CBS  Radio 
Sales  in  New  York  he  was  sent 
back  to  Washington  by  CBS  tol- 
manage  WTOP.  He  became  din 
rector  of  the  NAB  Dept.  of  Broad-1' 
cast  Advertising  in  August  1948. 

Mr.  Mitchell  won  the  New  Yorkf 
Press  Assn.  award  for  best-written' 
weekly    newspaper    early    in  his 
career,  while  editing  the  Gouver-1 
neur  (N.  Y.)   Tribune  Press  andM 


also  won  the  national  NEA  award 
for  advertising  excellence. 

During  the  war  he  served  in  the 
Army's  Armored  Command  as  a 
tank  expert  and  was  mustered  out 
after  suffering  a  spinal  injury. 
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lEFENSE  QUESTIONS 


Pre-Pearl  Harbor  Overtones  Persist 


>iFICIAL  WASHINGTON  last 
:  'k  seethed  with  activity  reminis- 
t  of  the  pre-Pearl  Harbor  days, 
,  'h  increased  talk  of  reimposition 
World  War  II  freezes  and  ra- 
ting that  might  strike  at  both 
nsmitting  and  receiving  ends  of 
io  and  TV. 

'resident  Truman  reportedly  was 
ghing  the  possibility  of  clamp- 
on  freezes  on  strategic  mate- 
.s  and  of  imposing  ceilings  on 
duction  of  civilian  commodities. 

word  was  lacking  from  any 
:ial  quarter  as  to  when  or  how, 
iiver.  Declaration  of  a  new  state 
jaational  emergency  by  the  Chief 
'^cutive  would  be  the  first  step. 
\n  usually  informed  quarters,  it 
_s  stated  that  there  is  no  cause 
alarm.  The  Korean  conflict,  it 
J,  3  said,  is  a  "localized"  action 
^  J  is  not  necessarily  the  forerun- 
of  total  war.  Moreover,  it  was 
lllited  out  that  the  situation  dif- 
from  that  which  followed  Pearl 
Vbor,  which   precipitated  total 
^  jjr,  and  all  that  it  involved  on  the 
jj,  ^ae  front, 
in  the  radio  sphere,  there  was 
findication  that  a  "Board  of  De- 
yjse  Communications"  would  be 
fetablished,  as  was  done  follow- 
i  the  outbreak  of  the  European 
tse,  when  the  Nazis  marched  into 
wiletenland  in  1938.  The  agency 
imptly  became  the  "War  Com- 
Wcations  Board"  when  the  Japs 
'ikick  at  Pearl  Harbor. 

i  'Freeze'  Talk  Premature 

Talk  of  prompt  stoppage  of  set 
(•duction  was  regarded  as  prema- 
e.     Similarly,     imposition  of 
iezes  on  station  construction  — 
Si  satever  the  category  —  was  de- 
etpred.   And  rumors  of  closure  of 
if  operating  stations  at  this  time 
ii  lause  of  interference  with  mili- 
A  sjy  communications   or  military 
•ds,  were  labelled  not  only  pre- 
iisture,  but  probably  hysterical, 
isb  t  was  not  denied  that  blueprints 
;ep !  /e  been  drafted  to  meet  any  con- 
gency.  The  more  extreme  provide 
the  taking  over  or  shutting 
M(i"vn  of  many  existing  services, 
)m  taxi-cab  radio  call  systems  to 
ncing  of  TV  and  AM  services, 
ailit    these    are    simply    plans  ■ — 
lived  largely  by  the  military — 
i    do    not    warrant  "alarmist 
Iries." 

Since  V-J  Day,  it  was  recalled, 
!  FCC  has  had  expert  commit- 
s  working  with  the  military  on 
liili-Day"  plans.  There  are  periodic 
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CURITY  DIRECTIVE 

SECURITY  measures  for 
American  radio,  television 
and  press  were  reiterated 
last  week  as  Defense  Secre- 
tary Louis  Johnson  issued  a 
directive  to  all  the  military 
branches  (see  story  page  35). 
Memorandum  outlined  types 
of  information  and  data  that 
cannot  be  used  and  the  lim- 
itations to  be  imposed  on 
such  information  that  is  re- 
leasable. 


conferences  and  plans  are  revised. 
The  monitoring  service  of  the  FCC, 
for  example,  provides  the  nucleus 
for  re-establishment  of  the  counter- 
part of  the  World  War  II  Radio 
Intelligence  Division  which  sup- 
plied the  military  with  information 
on  the  whereabouts  of  enemy  craft 
and  men  of  war. 

If  total  war  comes,  there  would 
remain  a  period  during  which  tran- 
sition from  civilian  to  military  pro- 
duction would  occur,  according  to 
informed  observers.  First  the  ap- 
propriations would  have  to  come 
from  Congress,  then  the  letting  of 
contracts,  and  finally  the  tooling  up 
for  wartime  production.  In  the  last 
war,  for  example,  RCA  Victor  pro- 
duced war  heads  for  radio  guided 
missiles,  while  Philco  manufactured 
bullets,  and  practically  every  pre- 
cision equipment  shop  turned  out 
war  materiel. 

Transitional  Period 

During  that  transitional  period, 
stockpiles  could  be  replenished, 
utilizing  the  tremendous  capacity 
of  the  100-odd  manufacturing 
plants  now  engaged  in  both  TV  and 


radio  production. 

Government  production  agencies 
as  well  as  the  FCC,  were  besieged 
with  inquiries  to  this  end : 

Will  rearmament  mean  the  stop- 
page of  private  radio  and  TV  man- 
ufacturing and  construction;  and 
conversion  of  plants  to  full-tilt 
armament  manufacture? 

Will  there  be  radio  or  TV  silence, 
or  both,  with  the  stoppage  of  all 
new  licensing  and  modifications? 

Will  TV  be  defrosted  as  sched- 
uled to  permit  licensing  of  new  sta- 
tions, or  will  it  be  joined  in  deep- 
freeze by  AM,  FM,  and  everything 
except  those  services  war-con- 
nected? 

Will  voluntary  censorship  be  re- 
imposed,  or  will  it  be  something 
more  drastic? 

The  answers  were  not  forthcom- 
ing. The  administration  line  is 
"business  as  usual."  That's  the 
FCC  line  too.  But  it's  known  that 
the  blueprints  are  there,  in  event 
of  all-out  war,  or  all-out  mobiliza- 
tion or  anything  in  between. 

Perhaps  causing  greatest  in- 
trigue was  the  story  that  one  basic 


military  plan  projects  the  shutting 
down  of  TV  service  altogether.  The 
military,  according  to  this  "blue- 
print," needs  the  VHF  channels 
used  by  TV  and  FM  too,  since 
World  War  II  radar  and  other 
communications  equipment  operate 
in  those  bands. 

This  equipment,  the  story  went, 
is  in  mothballs,  and  can  be  reac- 
tivated. Moreover,  there  are  prob- 
lems of  interference  with  aviation 
communications  and  possibly  with 
UHF  radar.  Post-war  radar  opera- 
tions, such  as  the  radar  screen  now 
being  installed  at  a  multi-hundred- 
million-dollar  cost,  utilize  VHF  fre- 
quencies. 

Manpower  Plans 

The  problem  of  manpower  plans 
and  labor  shortages,  which  would 
result  from  further  draft  calls,  in- 
cluding pressing  demand  for  com- 
munications specialists,  also  arose 
in  sharper  focus. 

Speculation  on  manpower  and 
materials  plans  of  the  government 
developed  amid  Congressional  de- 
mands for  total  mobilization  to 
(Continued  on  page  37) 
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EXTENT  to  which  broadcasters 
would  operate  under  voluntary  con- 
trols in  the  event  of  any  war  emer- 
gency will  depend  largely  on  wheth- 
er the  war  is  brought  to  the  conti- 
nental United  States,  military  offi- 
cials have  emphasized  to  National 
Security  Resources  Board  leaders 
and  the  broadcast  industry. 

Upon  this  contingency  also  will 
depend  the  extent  and  utilization 
of  so-called  "radio  silence"  in  the 
event  of  air  attack,  it  was  stressed. 

These  points  were  threshed  out 
in  informal  exploratory  sessions 
held  July  7  at  the  request  of  Paul 
Larsen,  NSRB  mobilization  direc- 
tor. Leading  figures  of  the  major 
networks  joined  those  from  com- 
mon carrier,  amateur  radio  and 
other  communications  fields  at  a 
meeting  devoted  to  discussions  of 
the  nation's  civil  defense  plans 
[Broadcasting,  July  10]. 

Representatives  of  government 
departments  and  agencies — FCC, 
State  Dept.,  Defense  Dept.  and  di- 
visions of  the  National  Security 
Resources  Board — also  attended. 

Military  officials,  reviewing  po- 
tential controls  as  contrasted  to 
those  employed  in  World  War  II, 
were  understood  to  have  empha- 
sized that  current  planning  is 
based  on  the  concept  that  "the  war 
probably  will  be  brought  to  us." 

One  radio  spokesman  asked 
pointedly:  "Will  radio  and  televi- 
sion stations  have  to  go  off  the  air 
in  the  event  of  an  emergency?" 
NSRB  and  militai'y  officials  report- 
edly replied :  "We  just  don't  know." 

Much  of  the  discussion,  it  was 
understood,  evolved  around  use  of 
coded  or  sub-audible  frequencies  in- 
volving, at  the  base,  the  military's 


communications  Aircraft  Observer 
Corps. 

Use  of  these  frequencies  would 
enable  local  broadcasters  and  civil 
defense  officials  to  receive  warn- 
ings of  approaching  attack  without 
disrupting  programs  on  the  air. 
That  method,  used  on  an  experi- 
mental basis  in  World  War  II,  has 
been  termed  "feasible"  by  military 
authorities. 

Additionally,  each  city  probably 
would  maintain  a  monitoring  sta- 
tion for  emergency  purposes — an 
operation  employed  in  World  War 
IL 

Disaster  Network 

Other  topics  aired  by  broadcast- 
ers and  other  representatives  con- 
sisted of  (1)  standardization  and 
design  for  electronics  equipment, 
for  which  a  committee  will  be 
named  by  the  NSRB  among  those 
who  attended;  (2)  use  of  FCC's 
contemplated  "disaster  network" 
in  the  1750-1800  mc  band,  which 
drew  military  approval;  (3)  use  of 
"primary"  and  "tertiary"  commu- 
nications networks  as  among  wire 
and  radio  services. 

With  respect  to  FCC's  disaster 
network,  it  was  understood  that 
state  governments  were  to  file 
briefs  on  the  proposal  sometime 
before  fall. 

Use  of  transit  radio  facilities, 
while  not  explicitly  covered  during 
the  sessions,  would  fall  under  the 
category  of  mobile  service,  regard- 
ed as  a  key  factor  in  military  plan- 
ning. Local  affiliates  of  Transit 
Radio  Inc.,  Cincinnati,  are  being 
urged  to  work  closely  with  defense 
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authorities. 

Among  those  attending  the  meet- 
ing were :  William  Ryan,  Robert  K. 
Richards  and  Ralph  Hardy,  NAB; 
Curtis  Plummer,  John  Willoughby 
and  George  Turner,  FCC;  Robert 
H.  Hinckley,  Bryson  Rash,  ABC; 
Frank  Faulknor,  Earl  Gammons 
and  Ted  Koop,  CBS;  Hollis  Seavey, 
MBS;  William  Hedges  and  Wil- 
liam McAndrew,  NBC. 

Officials  of  American  Radio  Re- 
lay League,  American  Telephone  & 
Telegraph,  Army-Navy-Air  Corps 
and  the  Atomic  Energy  Commission 
also  participated.  Col.  A.  B.  Pitts, 
who  has  worked  on  the  sub-audible 
frequency  program  in  connection 
with  the  observers'  corp,  repre- 
sented the  Air  Forces. 

Meanwhile  Mr.  Larsen  has 
stressed  that  communications  plan- 
ning must  be  presently  based  on  ex- 
isting facilities  and  not  be  subject 
to  provisions  for  new  networks, 
which  he  said  would  take  both  time 
and  money.  Planning  is  made  dif- 
ficult, he  told  the  Armed  Forces 
Communications  Assn.  Washington 
branch,  by  reason  of  the  very  na- 
ture of  an  air  attack  that  could  not 
be  pre-determined.  It  could  wreak 
havoc  on  radio  and  other  communi- 
cations systems. 

Training  of  civil  defense  person- 
nel is  about  a  year's  job,  he  added. 
NSRB  hopes  to  have  a  defense  plan 
ready    sometime    in  September. 

In  Washington  last  week,  the 
House  District  Committee  reported 
out  a  bill  to  establish  a  civil  defense 
office  in  the  District  of  Columbia. 
Preliminary  discussions  with  com- 
munity officials,  including  radio 
station  representatives,  have  been 
underway. 
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SPECIAL  NOTE 

The  Code  of  Wartime  Practices  is 
issued  pursuant  to  instructions  by  the 
President,  who  commissioned  the  Office 
of  Censorship  to  supervise  domestic 
voluntary  censorship. 

You  are  reminded  that  whenever  any- 
one else,  in  any  part  of  the  country, 
makes  a  request  which  appears  unrea- 
sonable or  out  of  harmony  with  the 
Code,  you  are  at  liberty  to  appeal  at 
once  to  the  Office  of  Censorship. 

Much  confusion  would  be  avoided  if 
such  appeals  were  more  frequent. 
«      *  « 

This  is  the  third  revision  of  the  Code 
of  Wartime  Practices  for  American 
Broadcasters. 

The  principle  of  censorship  remains 
the  same.  It  is  voluntary  and  broadcast 
managrement  is  responsible  for  fulfill- 
ing the  function  in  its  own  medium. 
The  broadcasting,  to  this  end,  should 
be  constantly  aware  of  the  dangers  in- 
herent in  (1)  news  broadcasts;  (2) 
routine  programming;  and  (31  com- 
mercial copy. 

To  combat  these  dangers  effectively, 
broadcast  management  must  be  in  com- 
plete control  of  all  programming  every 
minute  of  every  day  of  operation.  This 
responsibility  should  not  be  delegated 
to  anyone  over  whom  the  management 
does  not  exercise  control. 

The  facilities  of  the  Office  of  Censor- 
ship are  at  the  disposal  of  broadcasters 
24  hours  a  day,  to  assist  them  with 
consultation  and  advice  when  any  doubt 
arises  as  to  the  application  of  this 
Code.  The  following  are  the  principal 
advisory  guideposts  (as  revised)  which 
are  intended  to  aid  in  discharging  cen- 
sorship responsibilities: 


I. 


NEWS  BROADCASTS  AND 
COMMENTARIES 


Broadcasters  should  edit  all  news  in 
the  light  of  this  Code's  suggestions  and 
of  their  own  specialized  knowledge,  re- 
gardless of  the  medium  or  means 
through  which  such  news  is  obtained. 

Special  attention  is  directed  to  the 
fact  that  all  of  the  requests  in  this 
Code  are  modified  by  a  proviso  that  the 
information  listed  may  properly  be 
broadcast  when  authorized  by  appro- 
priate authority.  News  on  all  of  these 
subjects  will  become  available  usually 
from  Government  sources;  but  in  war, 
timeliness  is  an  important  factor  and 
the  Government  unquestionably  is  in 
the  best  position  to  decide  when  dis- 
closure is  timely. 

Caution  is  advised  against  reporting, 
under  the  guise  of  opinion,  speculation, 
or  prediction,  any  fact  which  has  not 
been  released  by  appropriate  authority. 

It  is  requested  that  news  in  any  of 
the  following  classifications  be  kept 
off  the  air  unless  made  available  for 
broadcast  by  appropriate  authority  or 
specifically  cleared  by  the  Office  of 
Censorship. 

(a)  Weather.  —  Weather  forecasts 
other  than  those  officially  released  by 
the  Weather  Bureau.  Mention  of  wind 
direction  or  barometric  pressure  in  cur- 
rent or  past  weather  (including  sum- 
maries and  recapitulations)  except 
when  contained  in  EMERGENCY 
warnings  released  specifically  for 
broadcast  by  the  Weather  Bureau  au- 
thorities. 

Note. — Special  events  reporters,  cov- 
ering sports  or  any  outdoor  assign- 
ments f fires,  floods,  storms,  etc.),  are 
cautioned  especially  against  mention  of 
wind  directions. 

(6)  Armed  forces. — Type  and  move- 
ments of  United  States  Army,  Navy, 
and  Marine  Corps  units,  within  or 
without  continental  United  States,  in- 
cluding information  concerning — 
Location.  Schedules. 
Identity.  Assembly  for  Em- 

Exact  Composi-  barkation. 

tion.  Prospective  Em- 

Equipment,  barkation. 
Strength.  Actual  Embarka- 

Destination  tion. 
Routes. 

Such  information  regarding  troops 
of  friendly  nations  on   .\merican  soil. 

Revelation  of  possible  future  military 
operations  by  identifying  an  individual 
or  group  known  for  a  specialized  ac- 
tivity. 


Code  of  Wart-ime  Practices 
For  American  Broadcasters  Used  in  World  War  II 
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Exceptions: 

(1)  Armed  forces  in  the  United 
States. — Those  in  training  camps  and 
units  assigned  to  domestic  police  duty, 
as  regards  names,  addresses,  location, 
and  general  character. 

(2)  Armed  forces  outside  the  United 
States. — Names  and  locations  (without 
unit  identifications)  if  presence  of 
United  States  forces  in  area  has  been 
announced  officially. 

Names  of  naval  personnel  without 
mention  of  ships,  unless  said  ships  have 
been  announced  by  the  Navy  as  lost  or 
damaged. 

(c)  Ships  (convoys,  etc.) — Type  and 
movements  of  United  States  Navy,  or 
merchant  vessels,  or  transports,  of  con- 
voys, of  neutral  vessels,  or  vessels  of 
nations  opposing  the  Axis  powers  in 
any  waters,  including  information  con- 
cerning— 

Identity.  Port  of  Depart- 

Location.  ure. 

Port  of  Arrival.      Ports  of  Call. 

Time  of  Arrival.      Nature  of  Car- 
Prospect  of  Ar-  goes, 
rival.  Assembly. 

Personnel. 

Enemy  naval  or  merchant  vessels  in 
any  waters,  their 

Type.  Location. 
Identity.  Movements. 
Secret    information    or  instruction 


the  action  occurs,  or  the  Naval  Office 
of  Public  Relations,  Washington. 

(/)  Enemy  air  attack. — Estimates 
of  number  of  planes  involved;  number 
of  bombs  dropped;  damage  to — 

Fortifications.        Industrial  plants 

Docks.  engaged  in  war 

Railroads.  work. 

Ships.  All  other  military 

Airfields.  objectives. 

Public  Utilities. 

Warnings  or  reports  of  impending 
air  raids;  remote  ad  lib  broadcasts 
dealing  with  raids,  during  or  after 
action. 

Mention  of  any  raid  in  the  conti- 
nental United  States  during  its  course, 
except  on  appropriate  authority  of  the 
designated  representatives  of  the  De- 
fense Commander  in  whose  area  the 
raid  occurs  or  the  War  Department  in 
Washington. 

News  which  plays  up  horror  or  sen- 
sationalism; deals  with  or  refers  to 
unconfirmed  reports  or  versions;  refers 
to  exact  routes  taken  by  enemy  planes, 
or  describes  counter-measures  of  de- 
fense, such  as  troop  mobilization  or 
movements,  or  the  number  or  location 
of  antiaircraft  guns  or  searchlights  in 
action. 

Exceptions :  After  an  air  raid,  gen- 
eral descriptions  of  action  after  all- 
clear  has  been  given.  Nothing  in  this 


WAR  TALK  is  in  the  air  and  on  it.  The  country  is  not  officially  at 
war.  The  Korean  conflict  is  localized.  There  are  reports  of  troop  and 
plane  movements.  Some  have  told  of  the  number  of  units  and  names 
of  vessels. 

To  date  there  has  been  no  attempt  to  set  up  voluntary  censorship,  except 
In  the  actual  fighting  area.  There  was  voluntary  censorship  during  World 
War  II.  The  situation  may  never  become  serious  enough  to  warrant  a  code. 

To  refresh  the  memory  of  the  older  broadcasters  and  telecasters  and  for 
the  edification  of  the  new  we  reprint  herewith  the  voluntary  censorship  code, 
observed  without  a  hitch  during  World  War  II. 
Full  text  is  on  this  page. 


about  sea  defenses,  such  as 

Buoys,  lights  and  other  guides  to 

navigators. 
Mine  fields  and  other  harbor  de- 
fenses. 

Ships  in  construction — 

Type.  Size. 

Number.  Location. 

Advance  information  on  dates  of 
launchings,  commissionings. 

Physical  description,  technical  details 
of  shipyards. 

Movement  of  diplomatic  exchange 
ships  under  direction  of  the  State  De- 
partment. 

Exceptions:  Movements  of  merchant 
vessels  on  Great  Lakes  or  other  shel- 
tered inland  waterways  unless  specific 
instances  require  special  ruling. 

(f/)  Damage  by  enemy  land  or  sea 
attacks.- — Information  on  damage  to 
military  objectives  in  continental  Unit- 
ed States  or  possessions,  including — 

Docks.  Industrial  plants 

Railroads.  engaged  in  war 

Airfields.  work. 

Public  Utilities. 

Counter-measures   or   plans   of  de- 
fense. 

Appropriate  authority  —  For  infor- 
mation about  damage  from  enemy  at- 
tacks to  military  objectives  on  land 
within  continental  United  States  or 
possessions  is  the  commanding  officer 
in  the  zone  of  combat,  or  the  Army 
Bureau  of  Public  Relations,  Washing- 
ton. (For  the  Hawaiian  Islands,  the 
Navy.) 

(e)  Action  at  sea.  ■ —  Information 
about  the  sinking  or  damaging  from 
war  causes  of  war  or  merchant  vessels 
in  any  waters. 

Appropriate  authority. — Appropriate 
authority  for  results  of  United  States 
naval  action  against  enemy  vessels  in 
or  near  American  waters  is  the  com- 
manding officer  of  the  district  in  which 


request  is  intended  to  prevent  or  cur- 
tail constructive  reporting  or  program- 
ming of  such  matters  as  feats  of  hero- 
ism, incidents  of  personal  courage,  or 
response  to  duty  by  the  military  or  by 
civilian  defense  workers. 

ig)  Accredited  military  and  naval 
correspondents. — No  provisions  in  this 
Code  of  Wartime  Practices  for  Amer- 
ican Broadcasters  modify  obligations 
assumed  by  accredited  correspondents 
who  accompany  Army  or  Navy  forces 
or  are  given  special  accrediting  by  the 
War  or  Navy  departments  to  visit 
restricted  areas  in  the  United  States. 

These  commitments,  under  War  and 
Navy  department  practice,  pledge  such 
correspondents  to  submit  to  censorship 
anything  they  write  in  zones  of  com- 
bat or  restriction,  or  what  they  may 
write  at  a  later  date  as  result  of  their 
observation  in  these  zones.  The  mili- 
tary department  concerned  is  the  cen- 
sorship agency  for  all  such  material. 

In  case  of  a  protracted  enemy  attack 
on  the  continental  United  States,  ne- 
cessitating military  declaration  of  a 
combat  zone,  censorship  within  such  an 
area  would,  of  necessity,  be  by  military 
authority.  Accrediting  of  news  gather- 
ers for  such  a  zone  will  be  as  in  any 
other  combat  area.  In  the  case  of  such 
an  attack  and  declaration  of  a  military 
zone  of  combat,  the  requests  in  this 
Code  remain  applicable  to  broadcast 
operations  outside  the  declared  area. 

(h)  Planes.  —  Air  units.  —  Military 
air  units  of  the  United  States  and  the 
United  Nations  as  to — 

Disposition.  New  Character- 

Missions,  istics. 

Movements.  Strength. 

Information  concerning  new  military 
aircraft  and  related  items  of  equip'- 
ment  or  detailed  information  on  per- 
formance, construction  and  armament 
of  current  military  aircraft  or  related 
items:  military  activities  of  commer- 
cial air  lines  or  the  Civil  Air  Patrol. 


(i)  Fortifications  and  air  instal 
tions.  —  Location    and  description 
fortifications,   including — 

Coast  Defense  Emplacements.  I 

Antiaircraft  guns  and  other  air  <\ 
fense  installations. 

Defense  Installation  details  of  JjI 
lie  airports  used  for  military  f,i 
poses. 

Camouflaged  objects. 

Location  of  specially  construe! 
bomb  shelters. 

Information  concerning  installatic 
for  military  purposes  outside  t 
United  States. 

(j)  Sabotage.  —  Specifications  ( 
eluding  information  on  bottleneck 
which  saboteurs  could  use  to  dama 
military  objectives.  No  mention 
sabotage  should  be  made  except  on  < 
propriate  authority  of  the  milita 
agency  concerned  or  the  Departmt 
of  Justice. 

(k\  Production  (see  also  Sabotagi 
— New  or  secret  Allied  military  we;  ' 
ons,  identity  and  location  of  plai ' 
making  them;  designs  or  rate  of  p 
duction  or  consumption  of  any  spec 
type  of  war  materiel;  formulas,  pr< 
esses  or  experiments  connected  w 
war  production. 

Information  on  imports,  exports 
Government  stock  piles  of  critical  j 
strategic  materials,  such  as  tin,  natu:'^' 
rubber,  uranium,  chromium,  tantalu:(: 
manganese,    quinine,    tungsten,  pL 
inum   and  high-octane  gasoline. 

Movement  or  transportation  of  w' 
materiel. 

Note. — Progress  of  production  f 
general    categories    of    war  materjh 
such  as  planes,  tanks,  guns,  vehic  J 
and  munitions  may  be  reported,  i'-f- 
statistical     information     on  speciib 
weapons    such    as    bombers,  fighlj- 
planes,  155  mm.  guns,  medium  tan': 
etc.,  should  be  avoided  without  appi 
priate  authority. 

(I)  Combat  zone  interviews  and 
ters. — Interviews  with  service  men 
civilians  from  combat  zones  ( includi 
accounts  of  escapes  from  foreign  ter 
tory)  should  be  submitted  for  revii^' 
before  broadcast,  either  to  the  Office 
Censorship  or  to  the  appropriate  Arr 
or  Navy  Public  Relations  Officer.  Lf 
ters  from  combat  zones  are  censor 
at  the  source  for  home  and  family  co 
sumption  only.  When  used  on  the  a 
broadcasters  should  measure  the  co 
tents  of  such  letters  in  the  light 
the  provisions  of  this  Code.  In  case 
any  doubt,  consult  the  Office  of  Ce 
sorship.  ( See  clause  on  Armed  Forci 
regarding  unit  identifications.) 

(m)  War  prisoners,  internees,  civl, 
fan  prisoners. — Information  as  to  g" 
rival,  movements,  confinement,  escaf 
or  identity  of  military  prisoners  frc 
war  zones;  identity  of  persons  arrest, 
or  interned  as  enemy  aliens;  locatio 
or  operations  of  alien  internme 
camps;  place  of  confinement  of  civ- 
ians  convicted  of  treason,  espionag 
or  sabotage.  I 

Note.  —  The  appropriate  authorij 
for  information  as  to  war  prisoners  r 
their  camps  is  the  War  Departmeri' 
for  escaped  prisoners,  the  War  Depar 
ment  or  the  F.  B.  I.;  for  informati< 
as  to  enemy  aliens  or  their  camps,  i 
civilian  prisoners  described  above,  tl 
Department  of  Justice.  In  any  inquire 
please  make  certain  whether  the  inti. 
viduals  involved  are  military  prisone 
of  war,  enemy  aliens,  or  resettled  cr 
zens  or  aliens. 

(n)  Military  intelligence.  —  Info 
mation  concerning  war  intelligence, 
the  operations,  methods,  or  equipme 
of  counter-intelligence  of  the  Unit 
States,  its  allies,  or  the  enemy. 

Information  concerning  secret  detei 
tion  devices. 

Information  concerning  secret  Uni 
ed  States  or  Allied  means  or  systen 
of  military  communication,  includii 
the  establishment  of  new  Internation- 
points  of  communication. 

( 0 )  War  news  coming  into  tJ 
United  States. — War  information  ori 
inating-  outside  United  States  ten 
tory  may  be  broadcast  if  its  origin.  : 
made  plain. 

Any  recordings  or  information  fi 
broadcast  gathered  in  any  form  th! 
is  sent  across  the  United  States-Cam 
dian  border  should  contain  nothing  th! 

( Continued  on  page  69) 
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MND  'VOICE' 


President  Seeks  $89  Million 


|E  U.  S.  Voice  of  America — 
ijetofore  described  in  some  quar- 
1?  as  a  "mere  whisper" — last 
bk  appeared  destined  to  emerge 
iih  a  full-throated  roar  as  Presi- 
jt  Truman  asked  Congress  for 
iadditional  outlay  of  $89  million 
1  Congressional  leaders  pledged 
lir  support  for  the  new  stepped- 
•  propaganda  campaign, 
-'"he  request  came  in  the  wake  of 
jitol  Hill  debate  on  regular  ap- 
priations  for  the  new  fiscal  year 
I  amid  demands  for  full  restora- 
1  of  Budget  Dept.  estimates  for 
ijte  Dept.'s  overall  information 
igram. 

host  of  top-level  military  lead- 
and  Brig.  Gen.  David  SarnofF, 
'iirman  of  the  board  of  RCA,  had 
5ady  lent  unreserved  support  of 
:  Benton  resolution  (S  Res  243), 
which  a  Senate  Foreign  Rela- 
|iis  subcommittee  held  hearings 
jcing  toward  expansion  of  the 
jrseas  radio  program  [Broad- 
ITING,  July  10]. 

)Lmong  the  proposals  advanced 
^ing  hearings  was  one  by  Gen. 
nofF  calling  for  construction  of 
,200  million  worldwide  radio  net- 
"k  comprising  shortwave  and 
iiumwave  transmitter  stations, 
j  also  suggested  procurement  of 
ategic  sites  on  American  and 
jeign  territories;  coordination  of 
aia  on  international  broadcasting 
television  and  establishment 
a  commission  to  prepare  such  a 


Subcommittee  Report 


The  Senate  Foreign  Relations 
'Committee,  headed  by  Sen.  El- 
t  D.  Thomas  (D-Utah),  had  not 
orted  on  the  proposal  to  the  full 
rimittee  last  week,  but  authori- 
5  felt  that  was  academic.  Only 
d  to  implement  the  expansion  is 
increased  outlay  of  funds.  They 
^e  contended,  along  with  Sen. 
lliam  Benton  (D-Conn.),  co- 
;hor  of  the  resolution,  that  au- 
rity  already  is  provided  under 
blic  Law  402  under  which  the 
ice  currently  operates, 
'resident  Truman  made  known 
request  in  a  letter  to  House 
saker  Sam  Rayburn  (D-Tex.), 
ich  called  for  a  "campaign  of 
th"  to  fight  communism  through- 

the  world. 
[(Varning    that    communism  is 
ieking  to  discredit  the  United 
ites  and  its  factions,"  Mr.  Tru- 
n  noted  that  American  material 
istance  "must  be  complemented 
» a  full  scale  effort  in  the  field  of 
as"  in  order  to  be  fully  efi'ective. 
'Communist    leaders    have  re- 
itedly  demonstrated  that  they 
li-  the  truth  more  than  any  other 
apon  at  our  command,"  the  Chief 
5!ecutive     asserted.     "We  must 
h'ow  additional  resources  into  a 
npaign    of    truth    which  will 
i.,tch  in  vigor  and  determination 
:  measure  we  have  adopted  in 
eting  postwar  economic  and  mil- 
l  y  problems.  Anything  less  than 
best  and  most  intense  effort 


will  be  insufficient  to  meet  the 
challenge — and  the  opportunity." 

A  move  to  restore  the  full  $36.6 
million  to  the  State  Dept.  informa- 
tion program  (the  House  cut  it  to 
$34  million,  and  the  Senate  Ap- 
propriations Committee  to  $32.7 
million)  was  launched  on  the  Sen- 
ate floor  in  an  amendment  offered 
by  Sen.  Herbert  Lehman  (D-N.  Y.), 
but  rejected  in  a  showdown  vote, 
53-25.  It  followed  a  meeting 
earlier  in  the  week  between  the 
President  and  key  administration 
Congressional  leaders  to  whom  Mr. 
Truman  stressed  the  importance 
of  fresh  funds. 

"In  view  of  the  testimony  pre- 
sented in  recent  days  by  such  com- 
petent witnesses  as  General  Mar- 
shall, General  Eisenhower,  Secre- 
tary Acheson  and  others,"  Sen. 
Lehman  said,  "it  is  obviously  fool- 
hardy to  cut  back  on  the  very  in- 
adequate sum  recommended  by  the 
Budget  Bureau." 

He  added : 

I  have  been  informed  by  competent 


officials  that  many  essential  projects 
in  the  information  program  will  suffer 
greatly  if  the  proposed  cuts  are  sus- 
tained. For  example,  the  State  Depart- 
ment has  been  planning  to  shortwave 
new  programs  to  various  minority 
groups  in  the  Soviet  Union.  Today  the 
State  Department  broadcasts  only  in 
Russian  and  in  Ukrainian.  Many  other 
groups  in  the  Soviet  Union  are  believed 
to  be  hungry  for  freedom  and  for  in- 
formation about  the  non-Communist 
world.  The  Voice  of  America,  if  broad- 
cast in  other  languages,  would  be  very 
effective  in  providing  this  information. 
Unless  we  restore  these  cuts,  the  State 
Department  will  not  be  able  to  pro- 
ceed with  these  plans. 

Support  Rallies 

Meanwhile  Sen.  Benton  rallied 
further  Senate  support  for  expan- 
sion of  the  program,  which  he  has 
characterized  as  a  "Marshall  Plan 
of  Ideas,"  and  reminded  Senators 
of  John  Foster  Dulles'  observation 
that  the  "question  of  general  war 
may  depend  .  .  .  very  largely  upon 
the  relative  effectiveness"  of  the 
respective  propaganda  machines. 


"In  this  crisis,"  Sen.  Benton 
urged,  "the  existing  facilities  and 
personnel  of  the  State  Dept.  in- 
formation services  should  be  util- 
ized to  the  utmost.  They  should 
be  integrated  with  the  Dept.  of 
Defense,  and  with  Gen.  MacArthur's 
forces  in  the  field.  They  should  be 
more  energetically  tied  in  with  the 
program  and  facilities  of  other 
individual  members  of  the  United 
Nations." 

Sen.  Benton  urged  a  six-point 
program:  (1)  The  U.  S.  should  ap- 
proach UN  with  an  offer  to  help 
finance  its  public  information  di- 
vision on  the  Korean  issues  (2) 
Congress  should  provide  money  for 
the  U.  S.  to  buy  time  on  standard 
band  radio  stations  in  other  coun- 
tries to  supplement  Voice  facili- 
ties; (3)  mobilize  the  creative 
genius  of  the  motion  picture  indus- 
try to  constructive  use;  (4)  in- 
crease the  use  of  leaflets  and 
pamphlets;  (5)  expand  the  ex- 
change of  leaders  in  many  fields 
among  diff'erent  UN  countries;  and 
(6)  the  State  Dept.  should  ask 
UNESCO  to  develop  immediate 
projects  for  world  peace. 

With  respect  to  UN,  Sen.  Ben- 
(Continued  on  page  35) 
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THE  1950  bull  market  in  radio  and 
television  issues  on  the  New  York 
Stock  Exchange  has  been  trans- 
formed into  a  bear,  with  flurries  of 
selling  engendered  by  the  war 
scare  driving  prices  down  relent- 
lessly. 

By  the  middle  of  last  week  many 
radio-television  stocks  had  lost 
most  of  the  gains  they  made  dur- 
ing spectacular  buying  sprees  that 
began  early  last  spring  and  held 
until  the  outbreak  of  the  Korean 
war. 

Wall  Street  observers  believed 
that  investors  were  unloading  their 
radio-television  holdings  in  the 
fear  that  profits  would  suffer  in 
the  event  of  conversion  to  a  re- 
armament program. 

This  belief  was  reinforced  as  the 
market  spiraled  downward  in  some- 
what the  same  degree  as  the  for- 
tunes of  U.  S.  forces  in  Korea. 
Investors  were  thought  to  be  in- 
creasingly apprehensive  that  the 
U.  S.  would  be  obliged  to  embark 
on  a  vigorous  military  production 
schedule. 

In  such  an  event,  it  was  felt, 
companies  now  manufacturing 
radio  and  television  sets  would  have 
to  switch  to  production  of  elec- 
tronics equipment  for  the  military, 
at  considerable  cost  of  conversion. 

Further,  it  was  feared,  the 
financing  of  an  expanded  arms  pro- 
gram would  require  the  imposition 
of  new  taSes,  with  an  increase  in 
taxes  on  corporate  profits  virtually 
inevitable. 

ABC  and  CBS,  two  broadcasting- 
companies  whose  stock  had  fol- 
lowed the  upward  movement  of  the 
radio-television  manufacturing  is- 
sues, reacted  similarly  to  the  down- 
ward trend. 


The  reasons  for  the  bearish  mar- 
ket in  ABC  and  CBS  shares  were 
not  as  clear  as  those  that  were 
given  for  the  collapse  of  the  manu- 
facturers' issues. 

Experts  at  financial  houses  said, 
however,  that  they  believed  invest- 
ors feared  that  advertising  volume 
might  suffer  in  case  of  a  deteriora- 
tion in  the  international  situation, 
despite  the  absence  of  any  facts 
to  support  such  a  conclusion. 

In  the  case  of  ABC,  it  was 
pointed  out,  the  stock  had  always 
been  considered  by  experts  as  a 
speculative  buy.  It  has  never  paid 
a  dividend.  Its  price  soared  last 
April  after  a  stockholders'  meet- 
ing had  been  informed  that  the 
company  made  a  net  profit  in  the 
first  quarter  of  1950,  after  record- 
ing a  substantial  net  loss  for  1949. 

Although  CBS  has  paid  regular 
dividends,  its  stock  prices  sagged 
as  badly  as  ABC's. 

Radio-TV  Hit  Hard 

A  recapitulation  of  market  activ- 
ity showed  that  all  leading  radio- 
television  issues  were  hit  hard  on 
Monday,  June  26,  the  day  after 
the  invasion  of  South  Korea  by  the 
Reds  and  the  first  day  of  trading- 
following  news  of  the  attack. 

Admiral  Corp.,  that  Monday,  fell 
3%;  ABC  was  off  1%;  CBS  Class 
A  dropped  2Vs;  CBS  Class  B  2%; 
Emerson  Radio  and  Phonograph 
was  off  21/2;  RCA  fell  2 14;  Zenith 
plummeted  BVa  and  Motorola,  'the 
biggest  loser,  skidded  6V2  points. 

DuMont  Labs  Inc.,  an  over  the 
counter  security,  also  suffered.  Its 
bid  and  asked  prices  on  the  Fri- 
day before  the  Korean  war  were 
24%  and  25%  respectively.  On 
Monday  the  bid  and  asked  prices 
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were,  respectively,  23  and  23. 

The  over-all  decline  lessened  per- 
ceptibly the  next  day,  Tuesday, 
when  the  President  announced  U.  S. 
intervention,  and  Emerson  and 
Motorola  even  regained  some  lost 
ground. 

As  the  news  from  the  battle- 
front  reported  uninterrupted  ad- 
vances of  the  North  Koreans  and 
later  the  commitment  and  retreats 
of  the  U.  S.  elements,  the  radio- 
television  issues  resumed  the  de- 
cline. 

Closing  Status 

When  the  market  closed  last 
Wednesday,  all  the  radio-television 
stocks  were  depressed. 

As  compared  with  their  prices 
on  the  last  day  of  trading  before 
the  Korean  war  began,  Admiral 
Corp.  had  slipped  from  35  V2  to 
20%;  ABC  from  12%  to  8%;  CBS 
Class  A  from  33%  to  26  and  Class 
B  from  33%  to  25;  Emerson  from 
19%  to  12%;  Motorola  from  52 
to  31%;  RCA  from  21%  to  14%; 
Zenith  from  61%  to  41%.  Du- 
Mont's  bid  and  asked  prices  fell 
from  24%  and  25%  respectively 
to  15%  and  16%. 

Meanwhile  it  was  learned  that 
two  ABC  executives  had  sold  hold- 
ings in  ABC  stock  in  June. 

Earl  E.  Anderson,  ABC  vice  pres- 
ident and  director,  sold  500  shares 
June  27,  according  to  information 
filed  with  the  Securities  Exchange 
Commission.  Mr.  Anderson,  whose 
500  shares  were  traded  on  a  day 
that  the  ABC  stock  closed  at  IIV2, 
retains  8.500  shares. 

Robert  E.  Kintner,  ABC  presi- 
dent, sold  3,600  shares  sometime  in 
June,  although  the  date  was  not 
revealed.  He  retains  7,000  shares. 
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By  DAVE  BERLYN 

RADIO,  like  the  "Man  Who 
Came  to  Dinner,"  has  ex- 
tended its  stay  indefinitely  at 
the  Industrial  Trust  Co.  of 
Providence.  But  unlike  the 
main  character  of  the  play, 
radio's  visit  has  been  pleasant 
and  profitable  for  both  parties. 

The  medium  has  played  the 
major  role  in  Industrial's  ad- 
vertising plans  since  January  1948 
and  the  success  story  it  has  rolled 
up  in  that  two-year  span  spells  a 

Some  Other  Articles 
On  Banks  &  Financial  Institu- 
tions  In   BROADCASTING  • 
TELECASTING 

Hamilton  National  Bank's  radio 
patronage  of  community  talent— 
A  feature.  May  22,  7950. 

Perpetual  BIdg.  Assn.  builds  good- 
will with  morning  radio  A  fea- 
ture, March  13,  7950. 

Marine  National  Exchange  Bank  of 
Milwaukee  writes  a  success  story 
with  its  video — A  feature,  July 
25,  7949. 

Pioneer  Bonk  of  Chattanooga  pays 
tribute  to  radio's  power — A  tea- 
turette,  June  13,  7949. 

BAB's  February  report  on  banking. 
— A  condensation,  Feb.  13,  7950. 

The  Showmut  National  Bank  of  Bos- 
ton effectively  uses  an  Indian 
trade  mark  in  telecasting. — A  fea- 
turette.  May  29,  7  949. 

Radio  plans  of  193  banks  surveyed 
by  American  Financial  PR  Assn. 
— A   featurette,   Ma;    16,  1949. 

ABA  distributes  booklet  on  bonk 
advertising. — May    9,  1949. 
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continued  devotion  between  it  and 
the  bank. 

Until  1948,  radio  advertising  was 
a  minor  part  of  Industrial's  budget 
and  only  spots  were  used.  First 
change  in  this  policy  occurred  when 
Horton-Noyes  Co.,  Providence  ad- 
vertising agency,  proposed  the 
dropping  of  spots  in  favor  of 
straight  programs. 

Industrial  Trust  does  not  main- 
tain an  advertising  department  of 
its  own.  Earl  S.  Crawford,  senior 
vice  president,  is  in  charge  of 
advertising  and  works  directly  with 
the  bank's  agency — Horton-Noyes. 

Before  committing  specific  pro- 
gram types  to  the  campaign,  the 
agency  undertook  a  careful  study 
of  the  bank  customer  groups  In- 
dustrial would  want  its  message  to 
reach. 

Direct  Approach  Chosen 

Since  Industrial  has  a  complete 
farm  department  staffed  with  farm 
experts  and  had  been  developing 
its  services  on  all  categories  of 
rural  loans,  it  was  decided  that  the 
agriculture  gi-oup  in  Rhode  Island 
could  be  approached  directly  by  a 
program  pointing  up  farmer  inter- 
ests. This  design  evolved  into  a 
7:35-8  a.m.  show  made  up  of  music, 
time,  temperature  and  weather  an- 
nouncements, market  prices  for 
farm  products,  4-H  activities  and 
news,  etc.  It  was  placed  on  WHIM 
Providence,  a  local  independent. 

In  signing  recently  for  a  renewal 
of  the  show's  contract  for  the  third 
straight  year,  Robert  W.  Cooke, 
manager  of  the  Farm  Loan  Dept., 
said : 

"This  program  has  just  been 
signed   for  its  third  consecutive 
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year,  for  the  reason  that  farm  loan 
applications  have  increased  ap- 
proximately 100%  since  radio  was 
adopted  to  publicize  the  bank's 
farm  loan  services." 

The  show  necessitated  plans  to 
drop  from  the  loan  department  ad- 
vertising budget  all  other  media 
including  newspapers.  The  double- 
edge  came  in  April  1948  with  the 
origination  of  a  second  program — 
this  earmarked  for  the  women's 
taste. 

Called  The  Homemakers  Insti- 
tute, with  the  hostess  given  the 
name  of  "Ann  Baker,"  a  copy- 
righted name,  the  program  is  aired 
daily  10-10:15  a.m.  Mon.-Fri.  on 
CBS  station,  WPRO  Providence. 

The  appeal  to  women  was  made 
as  a  result  of  surveys  which  have 
showed  that  women  are  responsible 
for  85%  of  the  family's  purchases 
and  that  approximately  this  same 
percentage  of  women  decided  where 
to  do  the  family  banking. 

Commercials    on  Homemakers 


show  are  devoted  almost  entirely  ■ 
the  Installment  Loan  Dept.  and 
the  Home  Loan  Dept.  Attesting 
the  strength  of  this  program  ha^ 
been  letters  received  from  listene: 
thanking   "Miss   Baker"   for  tl 
household  hints  and  suggestions  f< 
good  health.    As  a  letter  writ(. 
put  it:  ".  .  .  it  is  a  wonderful  feel: 
ing  to  know  that  a  large  and  bus 
bank  has  time  to  consider  'a  housi 
wife!'" 

Trial  Flower  Ofifer 

In  March  1949  the  bank,  curiw 
to  see  where  its  listeners  to 
two  morning  shows  were  locate 
offered  a  special  flower  seed  pack< 
in  an  arrangement  with  the  Burpt 
Co.  The  offer  was  promoted  dai 
by  a  single  announcement  on  eac 
program.  More  than  6,000 
were  received.  An  analysis  of  r 
*    *  * 

EARL  S.  CRAWFORD  (r),  senior  vie 
president  of  Industrial  Trust  Co.,  coi 
fers  with  Tod  Williams,  account  ei 
ecutive  of  Horton-Noyes 
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buSTRIAL's  newspaper  ads  fre- 
titly  plug  the  company's  radio 
,1  offerings. 

ij  ^       if  if 

jins  revealed  listenership  was 
'ead  over  the  entire  state  of 
jde  Island,  nearby  Connecticut 
1  Massachusetts. 
Soth  these  programs  are  des- 
ated  as  the  ball  carriers  in 
Industrial  "selling"  campaign, 
mmercial  copy  (opening  and 
;ing  of  about  30  words  and  a 
-word  commercial  mid-way  in 
igram)  is  hard-hitting  with  em- 
jLsis  on  the  bank  department  with 
ich  the  program  is  associated, 
bounding  out  its  radio  advertis- 
Industrial  introduced  a  third 
^gram  series  of  the  institutional 
i  goodwill  type.  One-hour  long 
jinday,  2-3  p.m.),  Theatre  of 
llody  on  WHIM  presents  top- 
'■ht  recordings  of  popular  music, 
e  format  is  based  to  a  great  ex- 
t  on  the  famous  show  tunes  of 
Dadway  and  Hollywood.  There 
'no  "selling"  on  the  Sunday  pro- 
•\m.  Stress  is  laid  in  commer- 
Is  on  the  friendly  reception  the 
.tomer  receives  at  the  bank. 

Basic  Formulas 

The  Melody  program  pulled  a 
'  operating  of  a  7.8  for  the  period 
tober  1949  to  February  1950,  in 
:  Providence-Pawtucket  area. 
These  are  the  basic  radio  for- 
ilae  being  put  into  use  in  the 

I ode  Island  area  by  Industrial 
Just.  It  is  significant  that  In- 
strial  has  obtained  sharp  results 
its  programming  over  the  air- 
ves  even  though  it  is  already 
B  of  the  100  largest  banks  in  the 
lited  States.  It  actually  ranks 
th,  with  assets  slightly  under  $30 
Uion. 

Success  of  the  radio  campaign 
evidenced  also  by  testimonials 
the  bank's  executives.  In  Feb- 
ary  of  this  year,  William  F.  An- 
iws,  vice  president  in  charge  of 
I  Home  Loan  Dept.,  com.menting 
the  Homemakers  program,  said : 
Normally  in  October,  November, 
cember  and  January  of  any  year 
main  office  handled  about  four 
me  loan  applications  per  day.  In 
cember  of  1949  and  January  of 
50  (two  years  after  the  radio 
rk  began)  our  volume  has  in- 
cased to  an  average  of  30  loan 


applications  per  day." 

The  Installment  Loan  Dept.  (the 
moneymaker  in  any  bank)  showed 
an  almost  100%  increase  in  these 
two  radio  years.  More  figures  are 
given  by  Joseph  Jacobson,  vice 
president  in  charge  of  Installment 
Loans : 

"In  January  1948,  Industrial  had 
8,933  personal  loan  customers  with 
total  loans  of  $4,164,000.  In  Jan- 
uary 1950,  these  loans  had  in- 
creased in  numbers  to  19,344,  and 
to  $7,247,200  in  dollar  volume.  This 
represents  an  increase  of  more 
than  S3  million  during  the  two 
year  period." 

Radio  Is  Added 

In  both  instances,  the  same 
amount  of  newspaper  space  was 
used  as  in  previous  years,  the  only 
addition  being  the  radio  pi'ogram 
for  the  departments. 

Further  evidence  of  Industrial's 
radio  reception  is  the  fact  that  the 
bank  allots  about  22%  of  its  adver- 
tising budget  to  radio  as  against 
an  11%  allotment  made  by  most 
banks  of  comparable  size. 

Industrial  Trust  has  ignored  the 
traditional  "prestige"  policy  for- 
mulated by  the  majority  of  banks 
and  instead  has  embarked  on  a 
personal  level  approach.  It  enun- 
ciates a  policy  that  a  large  com- 


mercial bank  is  no  more  than  "a 
department  store  of  money,"  that 
it  has  things  to  "sell,"  and  that  its 
radio  programs  are  designed  to 
reach  the  largest  possible  audience. 

This  on-the-level  approach  is  car- 
ried over  to  commercial  copy.  It 
is  not  unusual  for  an  announcer  to 
refer  to  bank  officials  as  the  "big 
wheels"  or  "the  brass."  Mr.  Craw- 
ford is  often  given  the  affectionate 
recognition  of  "The  V.  P.  in  charge 
of  N.  B. — the  Vice  President  in 
charge  of  Nervous  Breakdowns." 

It's  on  the  record  that  customers 
who  have  passed  through  Indus- 
trial portals  have  remarked:  "A 
bank  that  would  let  an  announcer 
talk  about  the  big  shots  the  way 
Industrial  does  must  be  the  OK 
kind  of  bank  I  want  to  do  business 
with." 

Effectiveness  Checked 

A  more  careful  and  accurate 
check  at  Industrial  is  made  of  ra- 
dio's effectiveness.  Every  inter- 
viewer in  the  installment  and  home 
loan  departments  is  instructed  to 
check  the  loan  applicant  to  dis- 
cover, if  possible,  the  source  that 
brought  him  into  the  bank. 

Checks  have  shown  that  recent 
reports  submitted  by  department 
heads  indicate  the  number  of  per- 
sons mentioning  radio  as  the  source 


is  climbing  steadily.  The  figure 
now  has  surpassed  all  of  the  other 
media.  The  Installment  Loan  Dept. 
alone  reports  that  one-third  more 
loan  applicants  say  they  came  to 
the  bank  because  of  what  they 
heard  on  the  radio  than  through 
any  other  means  of  advertising  by 
this  particular  department. 

Position  of  big  bank  radio  adver- 
tising is  summed  up  by  Mr.  Craw- 
ford who  states,  "His  (bank  officer) 
job  is  to  tag  along  for  the  purpose 
of  keeping  the  bank  and  the  agency 
(advertising  agency)  out  of  the 
hands  of  the  law  or  the  Better 
Business  Bureau.  The  agency  or 
radio  station  can  do  the  selling  job 
if  they're  let  alone.  These  people 
know  what  the  public  wants  and 
how  to  put  the  bank's  story  across." 


SARNOFF  PLAN  ^gain  urges  World-Wide  Network 


BRIG.  GEN.  DAVID  SARNOFF, 
chairman  of  the  board  of  RCA, 
last  week  continued  his  plea  for 
world-vdde  radio  networks  and 
use  of  television  abroad  [Broad- 
casting, July  10],  by  urging  "a 
radio  air-lift  to  meet  present  and 
future  requirements  for  world-wide 
communications." 

Gen.  Sarnoff  spoke  Wednesday 
at  the  U.  S.  Army  Signal  Corps 
ROTC  summer  camp  at  Fort  Mon- 
mouth, N.  J.,  where  Army  men  had 
as  guests  the  presidents  and  rep- 
resentatives of  40  colleges  and  uni- 
versities.   Underlining  the  inade- 


quacy of  present  communications 
facilities.  Gen.  Sarnoff  declared  the 
Voice  of  America  is  still  a  whisper 
and  reaches  a  ti-ifling  percentage 
of  the  world's  population.  An  ef- 
fective and  world-wide  network 
system  of  broadcasting  is  vitally 
needed,  he  reiterated. 

Television,  Gen.  Sarnoff  said, 
"will  be  a  vital  factor  in  com- 
munications on  land,  sea  and  in  the 
air"  in  a  future  war.  Actual  bat- 
tlefronts  will  be  under  TV  eyes 
and  viewed  by  military  strategists 
across  the  seas,  he  predicted.  It  is 
even  within  possibility,  according 


to  Gen.  Sarnoff,  that  home  viewers 
will  watch  the  progress  of  action 
on  a  battle  line. 

Latest  developments  in  electron- 
ics and  communications,  he  said, 
"demand  the  establishment  of  an 
automatic  radio  relay  system  ca- 
pable of  carrying  the  highest  us- 
able frequencies  across  the  oceans 
to  link  the  continents."  Gen. 
Sarnoff  said  the  need  for  direct  and 
instant  communications  with  all 
parts  of  the  world  "calls  for  more 
channels  than  are  now  available 
for  use  in  the  radio  spectrum." 

Meeting  the  Challenge 

This  challenge,  he  noted,  can  be 
met  by  (1)  developing  additional 
channels  in  other  parts  of  the  spec- 
trum, (2)  increased  speed  of  com- 
munications by  passing  more 
information  over  available  frequen- 
cies, (3)  wider  services  and  greater 
flexibility  of  international  tele- 
phony. "Ultrafax,  a  system  of 
communication  capable  of  trans- 
mitting a  million  words  a  minute, 
is  beyond  the  laboratory  stage.  It 
is  ready  for  military  and  commer- 
cial development,"  Gen.  Sarnoff 
declared. 


LUNCH  is  enjoyed  by  this  group  of  broadcasters  assembled  at  the  July  7 
meeting  of  the  South  Carolina  Broadcasters  Assn.  held  at  Myrtle  Beach, 
[Broadcasting,  July  10].  L  to  r:  Joseph  H.  McConnell,  NBC  president;  Har- 
old Essex, WSJS  Winston-Salem,  N.  C;  Newton  Smith,  WFBC  Greenville;  Rich- 
ard Shafto,  WIS  Columbia;  Sydney  Eiges,  NBC  vice  president;  Steve  Libby, 
WIS;  B.  T.  Whitmire,  WFBC;  Dr.  Nick  Mitchell  and  B.  H.  Peace  Jr.,  Greenville 
News;  Frank  Harden  and  Dudley  Saumening,  WIS;  Robert  Bradham,  WTMA 
Charleston;  Douglas  Featherstone,  WCRS  Greenwood;  Paul  Crafsman,  WFBC; 
Calhoun  Hipp,  Surety  Life  Insurance  Co.,  and  Don  Crossland,  WCRS. 


lOADCASTING    •  Telecasting 


To  Sponsor  Murrow 

TWO  FIRMS  are  about  to  sign  for 
sponsorship  of  the  CBS  Edward 
R.  Murrow  news  program  on  the 
Pacific  Coast.  American  Oil  Co. 
will  retain  the  show  on  the  east- 
ern network.  The  two  new  adver- 
tisers are  Peter  Paul  C  a  n  d  y, 
through  Maxon  Inc.,  New  York, 
and  Hamm  Brewing  Co.,  through 
Campbell-Mithun,  Minneapolis. 
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ROSLOW  ACCEPTS  KJBS  CHALLENGE 


With  Conditioi 


SYDNEY  ROSLOW,  director,  The 
Pulse  Inc.,  last  week  joined  C.  E. 
Hooper,  president,  C.  E.  Hooper 
Inc.,  in  accepting,  with  certain 
qualifications,  the  challenge  of 
KJBS  San  Francisco  for  both  of 
the  audience  research  organizations 
to  submit  to  a  test  whereby  their 
ratings  of  radio  audiences  in  the 
San  Francisco-Oakland  area  would 
be  checked  against  a  house-to- 
house  personal  interview  coinci- 
dental survey  made  concurrently 
with  those  of  Pulse  and  Hooper. 

KJBS  proposal  appeared  as  a 
full-page  ad  in  the  July  3  issue  of 
Broadcasting,  signed  by  Stanley 
G.  Breyer,  commercial  manager. 
Mr.  Hooper's  acceptance,  wired  to 
KJBS  July  3  [Broadcasting,  July 
10],  stated  that  "we  accept  all  con- 
ditions subject  to  approval  of  cost 
except  that  an  adjustment  be  made 
to  compensate  for  apparent  dif- 
ferences in  'available  audience'  as 
obtained  by  the  personal  coinci- 
dental method  compared  with  the 
telephone  coincidental." 

Mr.  Breyer  proposed  that  the 
data  of  all  three  surveys — Pulse, 
Hooper  and  the  house-to-house 
coincidental  —  be  submitted  for 
checking  to  "an  impartial  commit- 
tee consisting  of  (A)  a  Hooper 
representative  (B)  a  Pulse  repre- 
sentative, (C)  an  advertising 
agency,  (D)  an  advertiser,  (E)  a 
Hooper  station  subscriber,  (F)  a 
Pulse  station-subscriber." 

Hooper  Names  Self 

Mr.  Hooper,  who  left  New  York 
Friday  on  an  extended  business 
trip  to  the  West,  has  designated 
himself  as  his  firm's  representative 
on  this  committee.  KJBS  also  has 
the  agency  position  filled  if  the 
station  wishes  to  accept  the  offer  of 
Harold  H.  Webber,  vice  president, 
Foote,  Cone  &  Belding,  who  last 
week  wired  the  station: 

"H  a  V  i  n  g  been  extremely  con- 
cerned with  the  same  problem 
which  you  have  so  forcefully 
brought  to  the  industry's  attention 
in  your  advertisement  in  Broad- 
CASING  July  3,  1950,  Foote,  Cone  & 
Belding  would  be  happy  to  volun- 
teer to  supply  a  representative  for 
your  impartial  technical  commit- 
tee." 

Dr.  Rosl  ow's  letter  of  acceptance, 
dated  July  14,  states  that  the  test 
proposed  by  KJBS  "can  be  a  prob- 
lem of  far  reaching  significance 
and  I  have  taken  the  necessary 
time  to  analyze  carefully  the  im- 
plications before  responding.  .  .  ." 

He  pointed  out  that  Pulse  "has 
always  been  willing  to  submit  a 
retabulation  of  any  part  of  its 
data  for  any  market  at  any  time 
for  comparison  with  the  findings 
of  any  other  research  technique." 

With  respect  to  the  time  element 
involved  in  answering  the  adver- 
tisement— "I  happened  to  be  in  the 
readily  accessible  spot  of  Myrtle 
Beach,  S.  C,  but  it  required  Broad- 
CA.STING  to  call  my  office  to  direct 
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our  attention  to  the  advertisement" 
— Mr.  Roslow  noted  that  he  "did 
not  share  the  good  fortune  of  C.  E. 
Hooper,  who  was  reached  on  July 
3"  prior  to  a  scheduled  Canada 
hunting  trip. 

Pulse  acceptance  of  the  proposal 
made  by  Mr.  Breyer,  he  said,  would 
be  subject  to  the  following  condi- 
tions: 

1.  The  survey  cannot  be  limited  to 
San  Francisco  and  Oakland.  Each  sta- 
tion is  decidedly  more  metropolitan 
than  that.  Therefore,  the  so-called 
crucial  house-to-house  coincidental 
should  be  done  over  the  broadest  area 
— at  least  six  counties  and  possibly 
more — the  metropolitan  area  in  which 
advertisers  sell.  The  question  at  stake 
is  how  well  does  the  Pulse  or  Hooper 
turn  up  an  audience  measure  for  the 
total  and  not  for  a  limited  portion  of 
this  metropolitan  area. 

2.  During  the  survey  week  (the  first 
week  of  a  month  agreed  upon)  Pulse 
will  do  its  regular  survey  with  the 
sample  normally  used  that  week  in  the 
six-county  area,  and  supply  the  tabu- 
lation to  an  impartial  committee.  The 
sample  is  not  to  be  increased  or  de- 
creased, since  the  objective  of  the 
experiment  is  to  compare  the  regular 
Pulse  and  the  regular  Hooper  with 
the  house-to-house  coincidental. 

3.  During  the  survey  week  (the  first 
week  of  a  month  agreed  upon)  the 
Hooper  company  will  do  its  regular 
survey  with  the  sample  normally  used 
that  week  in  San  Francisco  and  Oak- 
land, and  supply  the  tabulation  to  an 


impartial  committee.  The  sample  is 
not  to  be  increased  or  decreased,  since 
the  ob.iective  of  the  experiment  is  to 
compare  the  regular  Hooper  and  the 
regular  Pulse  with  the  house-to-house 
coincidental. 

4.  The  final  analysis  should  be  made 
on  a  quarter-hour  basis  by  stations, 
since  the  audience  measurement  is  for 
programs,  and  most  programs  are  quar- 
ter-hour programs.  The  Pulse  disagrees 
with  tabulation  by  hours  as  the  basis 
for  comparison,  since  timebuying  is 
not  done  on  this  basis. 

5.  The  sample  size  of  the  house-to- 
house  coincidental  must  be  adequate 
to  afford  quarter-hour  data  of  relia- 
bility and  validity  in  the  opinion  of 
Pulse,  as  well  as  the  other  interested 
parties. 

6.  The  method  of  the  house-to-house 
coincidental  survey  and  the  method  of 
analysis  must  be  acceptable  to  Pulse. 

7.  The  cost  must  be  acceptable  to 
Pulse. 

8.  The  committee  must  be  acceptable 
to  Pulse  and  must  be  comprised  of 
recognized  research  people  who  are  re- 
moved from  the  San  Francisco  locale. 

9.  It  is  difficult  to  visualize  that  the 
proper  house-to-house  coincidental  sur- 
vey can  be  undertaken  in  the  first 
week  of  August  as  recommended  by 
the  advertisement.  It  will  need  to  be  a 
month  which  allows  the  time  neces- 
sary for  all  arrangements  to  be  made. 

10.  The  research  company  must  be 
acceptable  to  Pulse  and  a  suitable  guar- 
antee must  be  established  that  it  will 
not  enter  the  radio  audience  research 
measurement  business  after  completion 
of  this  survey  during  the  lifetime  of 
the  Pulse.  The  Pulse  does  not  believe 
that  any  fairminded  person  would  ask 


NETWORK  GROSS 


June  Down  23%, 
PIB  Finds 

COMBINED  gross  time  sales  of  the  four  nationwide  radio  networks 
in  June  totaled  $15,071,239,  down  2.37r  from  the  $15,425,427  gross  for 
the  same  month  of  last  year;  according  to  figures  compiled  by  Publishers 
Information  Bureau,  scorekeeper  on  advertising  placed  on  the  networks. 

For  the  first  six  months,  gross  ^  

network   time   sales   amounted  to 

$96,907,758,  a  drop  of  3.8%  below  first  half  of  1949.  PIB  breakdown 
the  gross  of  $100,785,305  for  the     by  networks: 


June  1950  June  1949 

ABC                                     $2,822,677  $3,387,984 

CBS                                       5,840,227  5,347,384 

MBS                                      1,204,638  1,403,880 

NBC                                      5,203,697  5,286,179 

TOTAL                                15,071,239  15,425,427 


Six  Months 

1950 
$19,428,909 
36,072,366 
8,493,644 
32,912,839 
96,907,758 


Six  Months 
1949 

$23,465,161 
33,551,785 
10,279,274 
33,489,085 

101,785,305 


the  Pulse  to  contribute  toward  put 
a  competitor  into  business. 

11.  We  re.iect  any  weighting  of 
telephone  coincidental  results  by 
parties  concerned  because  of  some 
leged  difference  between  that  sys 
and    the    house-to-house  coincider 
After  all,   the  house-to-house  cob 
dental  does  not  provide  total  quar 
hour   audience   measurement  as  c 
the   Pulse  roster  method,  but  rat: 
represents    average    minute  ratir 
The  Pulse  does  not  intend,  nor  doe 
know  precisely  how  to  adjust  its  r 
ter  results  because  of  this  differen 

Commenting  further,  Mr.  Rosl 
said  he  "never  went  on  record 
saying  that  the  house-to-house  < 
incidental  survey  represents  t 
ultimate  in  audience  measuremen 
Rather,  he  noted,  he  had  stated 
the  San  Francisco  meeting  th 
the  Pulse  had  been  able  to  "coi 
pare  our  regular  roster  survi 
with  a  special  house-to-house  coi 
cidental  survey  which  we  call 
the  Simulpulse.  If  you  hold  tl 
coincidental  to  be  the  system  'p 
excellence,'  then  you  will  be  i 
terested  in  these  results." 

Many  diff'erent  surveys  are 
existence  in  the  broadcasting  ij 
dustry  today,  but  not  one  is  i 
perfect  agreement  with  the  othe 
he  said,  adding  differences  i 
method  and  sample  "should  and  do 
produce  differences  in  results. 

Pointing  out  that  Pulse  "is 
research   company   not   merely  i  ?i 
rating  service,"  Mr.  Roslow  sai 
no  one  system  is  the  ultimate  i 
radio   audience  measurement.  " 
have  never  claimed  that  the  Puis, 
roster  method  is  the  best,"  he  saic'ij 
Bert  Ferguson,  general  manage 
of  WDIA  Memphis,  proposed  t 
KJBS  that  Conlan  and  any  othe 
interested  survey  firms  be  invitei 
to  make  their  special  type  of  sur 
veys    at   the   same   time.     "Thii  : 
should  establish  which,  if  any,  o 
the  present  research  companies  i 
providing  a  commendable  service,^ 
he  said.  t 


f  CC  '51  FUNDS      Cut  in  Operating  Budget  Slated 


FCC  would  function  with  an  ac- 
tual operating  budget  somewhat 
less  than  that  for  the  past  fiscal 
year  which  ended  June  30,  though 
it  is  assured  of  an  overall  appro- 
priation over  last  year's  under  pro- 
visions of  the  1951  omnibus  funds 
bill  studied  by  Congress  last  week. 

The  Senate  debated  the  single- 
package  measure  allotting  the  Com- 
mission $6,600,000  plus  an  addi- 
tional $25,000  for  outside  services 
"for  a  survey  of  ways  and  means 
of  expediting"  business  operations. 

Whether  the  Commission  would 
utilize  the  extra  funds  for  employ- 
ment of  consultants  to  help  map 
its  staff  reorganization  program 
was  not  known  by  authorities  last 
week.  FCC  was  urged  to  do  so  in 
hearings  before  Senate  and  House 
appropriations  committees. 

An  estimated  $200,000  cut  in 
FCC's  operating  budget  would  soar 
even  higher  in  the  face  of  demands 
for  a  blanket  10%  decrease  on  all 


non-military  agencies.  The  bill 
was  reported  July  8  by  Sen. 
Kenneth  McKellar  (D-Tenn.), 
chairman  of  the  Senate  appropria- 
tions group,  which  voted  the  identi- 
cal figure  recommended  by  the 
House  committee  last  March 
[Broadcasting,  March  27]  and 
passed  by  the  House  later. 

The  committees  urged  a  sum 
$287,000  short  of  President  Tru- 
man's 1951  budget  estimates.  Con- 
gress recently  gave  the  FCC  an 
additional  supplemental  appropria- 
tion of  $119,000  to  enable  it  to 
partly  absorb  salary  and  per  diem 
increases  up  to  June  30  as  provided 
in  1949.  Boosts  amounted  to  $212,- 
000  which  was  considered  part  of 
FCC's  1949-50  budget.  Increases 
during  the  current  year  will  have 
to  be  absorbed  from  the  new  ex- 
penditure. 

Like  the  House  group,  the  Senate 
appropriation  members  expressed 
hope  for  a  speedup  in  FCC's  broad- 


cast  application  processing  and  ii , 
hearings  on  those  applications,  aa\z^ 
well  as  those  for  safety  and  safetjj  "" 
services. 

The  breakdown  on  Commissior 
activities  would  call  for  ceilings  oJ)iO\ 
$17,500  on  building  improvements 
and  repairs;  20  passenger  motoi~ 
vehicles  for  replacement;  $93,000 
for  travel  expenses;  and  $25,00q 
for  "outside  sei-vices." 

The  "cut"  in  FCC's  operating 
budget  results  chiefly  from  salary 
increases,  though  the  Commission 
has  cut  its  number  of  jobs  from 
1,330  to  1,280,  authorities  said  last 
week.  Like  other  government  agen- 
cies, it  has  refrained  from  filling 
vacancies  pending  Congressional 
action.  : 

Committee  also  voted  for  the  in^ 
ternational  information  program  a 
sum  of  $32,700,000— $14.6  million 
under  current  funds,  $1.3  million 

(Continued  on  page  67)  • 
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tiAL  CASE     NBC  AFFILIATES 


FCC  is  Queried  on  Delay 

[UIRY  as  to  protracted  delay 
FCC's   action   on   the  WBAL 
iimore  case  was  made  of  Chair- 
i  Wayne  Coy  last  week  by  coun- 
for  Public  Service  Radio  Corp., 
ch  requests  the  clear  channel 
lities  WBAL  seeks  to  renew. 
(  jK  a  lette-"-  to  the  Commission's 
jirman,  Marcus  Cohn,  attorney 
3!  Public  Service,  was  understood 
■have  asked  the  status  of  the 
,|AL  license  renewal  proceeding 
i|  when  FCC  also  might  act  on 
petition  filed  by  Public  Service 
\-e  than  a  year  ago  protesting 
i  delay  [Broadcasting,  June  13, 
Chairman  Coy  declined  to 
■ke  the  letter  public  at  the  pres- 
jtime  since  he  had  not  answered 
}  Under  the  circumstances  Mr. 
in  also  was  not  inclined  to  re- 
,e  the  letter. 

ublic  Service,  headed  by  Com- 
itators  Drew  Pearson  and  Rob- 
S.  Allen,  in  last  year's  petition 
jicized  FCC's  regulation  by  "in- 
jon."  WBAL,  owned  by  Hearst 
i|lio  Inc.,  is  assigned  50  kw  full- 
lie  on  1090  kc.  The  license  re- 
jj'al  case,  in  which  Public 
livice's  bid  was  consolidated,  was 
iied  in  early  1948.  The  proceed- 
!  stemming  from  FCC's  Blue 
'kk  condemnation  of  WBAL's 
jgramming,  began  in  eai-ly  1946. 


SX  INTEREST 

Bought  by  L.  L.  Hendrick 

!FTON  L.  HENDRICK,  general 
lager  of  KRRV  Sherman,  Tex., 
e  the  station's  establishment  in 
)6,  has  purchased  a  minority  in- 
;st  in  The  Grayson  Broadcasting 
p.,  operator  of  KDSX  Denison, 
:.,  it  was  announced  last  week. 
Ir.  Hendrick,  who  will  assume 
duties  as  vice  president  and 
isurer  of  KDSX  the  last  week 
kuly,  purchased  the  interests  of 
'  d  Conn  of  Denison  and  Millard 
Le  of  Marshall,  each  of  whom 
aed  72  shares.  B.  V.  Hammond, 
ler  of  the  remaining  156  shai'es, 
iins  his  interest  and  will  con- 
,6  to  serve  as  president  of 
[SX.  Outlet  operates  on  1220 
'with  1  kw  daytime. 


law  Appointed 

LLIAM  SHAW,  account  execu- 
3  with  Radio  Sales,  New  York, 
raerly  with  the  Columbia  Pacific 
1st  network,  has  been  appointed 
d  of  the  New  York  Radio  Sales 
k  stafi',  succeeding  Tom  Dawson, 
'^o  resigned  to  join  Edward  Petry 
^1  Co. 


f 

□mes  Kleiman 

fC  POPCORN  Co.,  Chicago,  for 
■nch  Boy  Popcorn,  names  Fred- 
:■  R.  Kleiman  agency,  same  city, 
handle  its  advertising.  Local 
1  national  radio  and  TV  are  be- 
considered.  Schedules  to  be  set 

■j  Aug.  1.  Account  executive  is 
Dmas  O'Connor. 


NBC  this  week  will  ask  30  of  its 
hours  of  station  time  per  week  for 
programs. 

Executives  of  the  30  stations  will 
July  20,  at  the  invitation  of  the 
network.  Charles  R.  Denny,  NBC 
executive  vice  president,  expected 
to  tell  them  that  the  network  has 
received  orders  from  prospective 
sponsors  for  1-2  p.m.  period,  Mon- 
day-Friday, which  is  station  time, 
and  ask  them  to  clear  that  time 
for  the  network. 

Possibility  that  NBC  would  of- 
fer, in  return,  to  relinquish  some 
present  network  option  periods  to 
stations  was  discounted  at  NBC 
headquarters.  "We  expect  to 
make  a  strong  pitch  to  obtain  the 


Will  Be  Asked  for  More 
Time  by  Network 

principal  stations  to  relinquish  five 
presentation  of  network  commercial 

meet  in  the  Stevens  Hotel,  Chicago, 

★  

1-2  p.m.  time  from  the  stations," 
a  network  executive  said  last 
week,  "but  if  they  refuse,  of  course, 
that  will  be  that." 

Top  NBC  executives  will  be  on 
hand  to  address  the  meeting.  In 
addition  to  Mr.  Denny,  who  as  tem- 
porary chief  of  the  NBC  radio  net- 
work will  present  the  principal 
argument  for  network  capture  of 
station  time,  Joseph  H.  McConnell, 
NBC  president,  and  Niles  Tram- 
mell,  chairman  of  board,  will  be 
present. 


open  mike 


Comments  on  'Fusion' 

EDITOR,  Broadcasting: 

Your  editorial  "Radio-TV  Fusion 
Now,"  ...  is  very  well  written,  and 
. . .  the  type  association  you  pro- 
pose would  be  ideal  if  it  were  pos- 
sible for  all  of  the  various  set 
manufacturers,  component  and 
parts  manufacturers,  as  well  as 
broadcasters,  to  get  together. 

The  arrangements  you  suggest 
would  be  the  answer  to  many  prob- 
lems in  the  industry,  but  I  feel  it  is 
questionable  that  all  these  various 
segments  of  the  radio-TV  arts 
could  be  brought  together  to  pro- 
vide for  a  well-knit  and  construc- 
tive trade  organization. 

J.  W.  Craig 
V.P.  &  Gen.  Mgr. 
Avco  Mfg.  Corp. 
Member  Board  of  Direc- 
tors RTMA 


EDITOR,  Broadcasting: 

...  I  certainly  feel  that  there 
are  important  problems  in  which 
radio  broadcasters,  television 
broadcasters  and  manufacturers 
have  related  interests  and  that  the 
area  of  these  interests  may  widen 
rather  than  contract  in  the  future. 
The  creation  of  an  overall  organi- 
zation such  as  you  suggest  would 
provide  a  needed  means  for  unity 
of  approach  in  dealing  with  these 
problems.  The  sooner  such  an  or- 
ganization is  formed,  the  sooner 
the  industry  will  be  strengthened 
by  coordinated  action  of  its  inter- 
dependent parts. 

I  also  have  the  feeling  that  the 
creation  of  such  an  organization 
would  reveal  the  existence  of  many 
more  situations  in  which  the  vari- 
ous components  of  the  industry 
could  work  together  for  their  mu- 
tual benefit  instead  of  dispersing 
their  efforts  or  remaining  inactive 
for  lack  of  a  centralizing  force. 

I  also  agree  that  individual  in- 
terests will  remain  which  will  re- 


quire individual  representation, 
but  that  is  certainly  no  bar  to  a 
top  coordinating  organization.  The 
only  obstacle  I  see  to  the  execution 
of  your  proposal  is  the  inertia 
which  exists  in  such  a  widespread 
industry  as  the  broadcasting  field, 
and  I  feel  you  have  performed  a 
valuable  service  in  calling  the  mat- 
ter to  attention  and  stimulating 
thought  and  discussion  about  it. 
From  this  thinking  may  develop  a 
momentum  which  if  it  does  not 
lead  to  "fusion  now,"  may  well 
lead  to  "fusion  soon"! 

Joseph  H.  McConnell 

President  NBC 

EDITOR,  Broadcasting: 

The  proposal  outlined  in  your 
editorial  is  a  very  arresting 
and  startling  one.  There  is  cer- 
tainly a  good  deal  of  merit  in  the 
idea  of  consolidating  all  of  the  ele- 
ments interested  in  all  phases  of 
broadcasting  into  a  single  agency 
to  deal  with  the  FCC,  Congress  and 
ether  branches  of  the  Government. 
The  combined  budgets  of  the  asso- 
ciations presently  representing 
these  allied  groups  should  cer- 
tainly provide  a  powerful  head- 
quarters organization  in  Washing- 
ton. 

Lewis  H.  Avery 
President 

National   Assn.    of  Station 

Representatives 
New  York 

EDITOR,  Broadcasting: 

The    organization    [NAB]  cer- 
tainly has  a  critical  time  ahead  of 
it.    Quite  possibly  your  suggestion 
for  a  joint  structure  will  lead  the 
way  to  a  permanent  solution  to  in- 
dustry   problems.      I    am  afraid 
though  that  the  broadcasting  side 
of  the  picture  will  have  to  be  a 
little  clearer  than  it  is  now  for  any 
approach  to  be  effective. 
Paid  W.  Morency 
Vice  President 
WTIC  Hartford,  Conn. 


AQUATENNIAL 

WCCO's  Wilkey  Heads  Radio 

GENE  WILKEY,  general  manager, 
WCCO  Minneapolis,  has  been 
named  to  head  all  radio  activities 
at  the  1950  Minneapolis  Aquaten- 
nial    Festival,    annual    civic  cele- 


Mr.  Wilkey 


Mr.  Moe 


bration,  to  be  held  this  year  July 
21-31.  A  highlight  of  the  event 
is  the  WCCO  Aquatennial  radio 
and  stage  show  to  be  staged  next 
Saturday  night  (July  22)  at  the 
Minneapolis  Auditorium.  Tony 
Moe,  WCCO  sales  promotion  man- 
ager, has  been  named  chairman  of 
the  two-hour  presentation. 

Cast  for  this  year's  show  is 
headed  by  Eddie  Cantor,  Garry 
Moore  and  Janette  Davies  and 
features  WCCO  Stars  Cedric 
Adams  and  Bob  DeHaven.  A  30- 
minute  segment  of  the  two-hour 
show  will  be  fed  to  CBS.  Mr. 
Wilkey  reports  that  all  seats  (11,- 
000)  for  the  event  have  been  sold 
out. 

Finalists  in  the  "Aquatennial 
Popular  Singing  Contest,"  series 
of  six  broadcasts  sponsored  by  the 
Ford  Dealers  Assn.,  will  constitute 
a  half-hour  portion  of  the  program. 
In  addition,  WCCO  also  is  covering 
the  canoe  derby,  day  and  night 
parades,  coronation  of  new  Queen 
of  the  Lakes  and  other  features  in 
a  series  of  broadcasts  during  the  10 
days. 


FULLTIME  GRANTS 

Proposed  for  WKAP,  WSCR 

PROPOSED  grants  of  applications 
by  two  stations  to  change  facilities 
from  daytime  to  fulltime  opera- 
tion were  reported  last  week  by 
FCC  in  an  initial  decision. 

Affected  were  WKAP  Inc.  to 
change  facilities  of  WKAP  Allen- 
town,  Pa.,  from  1580  kc  with  1  kw 
daytime  only  to  1320  kc  with  1  kw 
fulltime,  and  Lackawanna  Valley 
Broadcasting  Co.  to  change  facili- 
ties of  WSCR  Scranton.  Pa.,  from 
1000  kc  with  1  kw  daytime  only  to 
1320  kc  with  1  kw  daytime  and  500 
w  night.  Both  grants  would  be 
subject  to  engineering  conditions. 


John  P.  Norton 

JOHN  P.  NORTON,  71,  president 
of  WDBC  Escanaba,  Mich.,  and 
owner-publisher  of  the  Escanaba 
Daily  Press,  died  Wednesday  after 
a  long  illness.  Mr.  Norton  put 
WDBC,  a  Mutual  affiliate,  on  the 
air  in  1941.  He  founded  the  paper 
in  1909. 
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MULL  NEWS  SCRIPTS 


In  Richards  Case 


ANALYSIS  of  over  1,500  news 
scripts  of  KMPC  Hollywood  by  E. 
Z.  Dimitman,  former  executive 
editor  of  the  Chicago  Sun  and 
Philadelphia  Inquii-er,  showed  them 
to  be  fair  and  impartial,  Robert 
0.  Reynolds,  KMPC  general  man- 
ager, testified  last  week.  He  com- 
pleted his  18th  and  final  day  on 
the  stand  in  FCC's  Los  Angeles 
hearings  on  charges  that  G.  A. 
(Dick)  Richards,  chief  owner  of 
KMPC,  WJR  Detroit  and  WGAR 
Cleveland,  had  ordered  staff  mem- 
bers to  slant  the  news. 

The  testimony  marked  the  first 
instance  in  which  any  part  of  the 
Dimitman  report  has  been  directly 
received  in  evidence.  Richards' 
counsel  is  said  to  be  relying  heav- 
ily on  the  report,  referred  to  fre- 
quently early  in  the  hearing. 

Last  week's  proceedings  were 
marked  by  issuance  of  a  five-page 
statement  by  Radio  News  Club  of 
Southern  California,  which  claimed 
the  club  itself  took  the  whole  case 
to  the  FCC.  The  club  branded  as 
"a  deliberate  untruth"  charges  that 
James  Roosevelt  instigated  the 
FCC  inquiry. 

"Mr.  Roosevelt's  letter  was  only 
one  of  several  hundred  on  the  sub- 
ject received  by  the  Commission," 
the  club  said  in  a  statement  over 
the  signature  of  its  president,  Al 


Gordon,  news  and  special  events 
director  of  KFWB  Hollywood.  "We 
acted  in  concert  with  no  one  but 
the  professional  radio  newsmen 
who  make  up  our  group,"  the 
statement  said. 

It  was  added  that  complaint  had 
been  filed  by  the  club  with  the  FCC 
only  after  a  meeting  with  KMPC 
Manager  Reynolds  and  a  special 
attorney  had  failed  to  produce 
"any  defense,  explanation  or  re- 
buttal to  the  charges  (of  news 
slanting)  made  to  RNC"  by  Clete 
Roberts,  KMPC  news  director  at 
the  time,  and  two  other  former 
KMPC  newsmen. 

Doubts  Roberts 

At  the  Monday  FCC  hearing  Mr. 
Reynolds  challenged  Mr.  Robert's 
1948  aflradavit  to  the  FCC  in  which 
Mr.  Richards  was  charged  with  or- 
dering him  to  slant  the  news  on 
behalf  of  the  Republican  party. 
Mr.  Reynolds  said  he  believed  the 
statement  to  be  false  because 
he  himself  had  never  received  any 
such  instructions  from  Mr.  Rich- 
ards. 

Mr.  Reynolds  testified  that  after 
news-slanting  charges  were  first 
made,  KMPC  obtained  letters  from 
18  advertising  agencies  represent- 
ing sponsors  of  KMPC  newscasts 
and  all  of  them  praised  fairness 


WATTS  ar 800 
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area  in  5  States 

Adam  J.  Young,  Jr.,  Inc.,  National  Rep. 
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Mutual 
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System 


Guardian  Building,  Detroit  26,  Michigan 
J.  E.  Campeau,  President 


of  the  material.  He  said  that  not 
once  did  he  or  the  station's  com- 
mercial department  receive  a  com- 
plaint of  news-slanting  in  favor  of 
Republicans,  race  or  religion.  All 
of  the  agencies  have  continued  to 
do  business  with  KMPC  since  the 
charges  were  made  in  1948,  he  said. 

From  75%  to  907^  of  KMPC 
newscasts  have  been  sponsored 
during  the  past  decade,  many  of 
them  by  Jewish  firms  or  individ- 
uals, and  not  once  has  any  criti- 
cism come  from  them,  he  con- 
tinued. 

State  of  Mr.  Richards'  health 
came  up  at  the  Tuesday  hearing 
while  Mr.  Reynolds  was  identifying 
an  affidavit  Mr.  Richards  had  sent 
to  the  FCC  in  1948  in  response  to 
complaints  of  news  slanting.  Ex- 
aminer Cunningham  observed  to 
FCC  counsel  that  perhaps  Mr. 
Richards  will  be  able  to  identify 
affidavits  later. 

Cites  Health 

One  Richards  affidavit  noted  that 
he  has  been  unable  to  exercise  and 
lacking  outlets  for  his  energy,  has 
been  "apt  to  be  impulsive  and  ex- 
press himself  m  an  exaggerated 
manner."  His  executives  and  others 
who  know  him  well  are  aware  of 
this,  the  affidavit  noted,  and  treat 
his  utterances  accordingly. 

Mr.  Reynolds  said  he  had  not 
heard  Mr.  Richards  tell  Robert  L. 
Horn  and  William  N.  Kneeley, 
newscasters  to  slant  broadcasts  or 
to  refer  to  Henry  Wallace  as  "pea- 
nut head." 

At  the  Wednesday  hearing,  Mr. 

CITE  RICHAUDS 

Accepts  Legion  Award 

DUAL  honors  have  been  conferred 
upon  G.  A.  (Dick)  Richards,  princi- 
pal owner  of  KMPC  Los  Angeles, 
WJR  Detroit  and  WGAR  Cleve- 
land, by  the  American  Legion  in 
Los  Angeles.  Mr.  Richards  received 
a  personal  citation  July  7  from 
A.  D.  Guasti,  Commander  of  the 
Legion  Los  Angeles  County  Coun- 
cil. He  then  accepted  a  public 
service  citation  awarded  KMPC 
from  Earl  E.  Baldwin,  Legion  vice- 
commander  of  California. 

Personal  citation  was  "in  recog- 
nition of  his  outstanding  service, 
cooperation  and  courtesy  to  the 
American  Legion  by  providing  the 
facilities  of  Radio  Station  KMPC  as 
a  public  service  in  the  interest  of 
the  welfare  and  security  of  this 
community,  state  and  nation." 
Public  service  citation  to  KMPC 
was  in  appreciation  of  station's 
outstanding  support  of  Legion 
patriotic  and  Americanism  pro- 
grams. 

A  third  award  was  given  KMPC 
last  week,  an  Award  of  Merit  for 
services  to  wounded  veterans,  by 
the  California  department  of  Mili- 
tary Order  of  Purple  Heart.  Award 
was  presented  by  Rex  W.  Franklin, 
California  commander. 


DURING  operations  of  a  salvage  s 
in  Alaska's  Cook  Inlet,  Ann  Dimoi 
Mtikluk  editor  of  KEN  I  Anchorage 
interviewed  as  she  prepares  to  d 
47  feet  into  the  arctic  water,  t 
experiences,  reported  by  her  via  t 
diving  suit's  electrical  inter-comn 
nications  system  and  tape  recordi 
were  released  later  on  the  air. 


•  —  1 

Reynolds  identified  inter  -  offi 
memos  designed  to  support  KMP(; 
claim  that  Mr.  Roberts  was  dfl 
charged  in  an  economy  move  a> 
not  because  of  alleged  defiance  .-  c 
orders.  An  itemized  Roberts  e?  ifj 
pense  list  of  $1,247  from  Jan.j 
to  March  14,  1947  included  lunch 
new  office  furniture  and  a  $60  po 
trait  sitting,  it  was  testified 

After  a  vacation  Mr.  ReynoLf** 
is  to  be  recalled  to  the  stand 
mid-August  for  FCC  redirect  e 
amination. 

Capt.  Eddie  Rickenbacker,  prel 
ident  of  Eastern  Airlines,  appearcl^ 
as  a  character  witness,  testifyirL 
he  had  known  Mr.  Reynolds  intf 
mately  for  40  years.  He  called  M| 
Richards  "a  great  patriot,  a  civi 
leader  and  an  honest,  aggressi^l. 
businessman."  p 

"There  is  no  greater  patriot  i| 
America  today  than  Mr.  Richarc 
and  there  never  has  been,"  he  sai 
"If  we  had  more  true  America; 
like  him,  we  would  not  be  sendii 
our  boys  7,000  miles  overseas  to 
slaughtered  in  Korea."  FCC  Cou 
sel  Frederick  W.  Ford  objected  th; 
the  testimony  was  not  responsr 
to  the  question  and  was  sustain( 
by  Examiner  James  D.  Cunning 
ham,  presiding  officer. 

Rickenbacker  Praises 
Mr.  Rickenbacker  characterizf 
the  KMPC  owner  as  an  excellej'f 
businessman,  honest  and  fair,  ai 
"extremely  generous,  particular 
with  those  less  fortunate."  E 
added  that  he  has  "served  evei 
faith.  Catholic,  Jew  and  Protestan 
without  discrimination." 

Appearance  of  the  famed  aviat( 
drev/  a  full  crowd.  During  his  lai 
minutes  on  the  stand  he  sat  griml 
silent  as  Mr.  Ford  and  Hugh  Fu 
ton,  chief  counsel  for  Richards,  ai 
gued  over  FCC  counsel's  right 
ask  a  hypothetical  question,  "If 
were  shown  that  Mr.  Richards  oi 
dered  his  newscasters  to  slant  th 
news  in  favor  of  certain  group 
and  omit  news  about  other  group 
would  you  still  testify  that  he  wa 
fair  ?  " 

"Yes,"  Mr.  Rickenbacker  had 
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IRMAID  MILLS 

IPIans  Expanded  Radio  Use 

EE-SHUFFLE  at  Airmaid  Ho- 
ry  Mills,  Dallas,  which  markets 
e  through  drugstores  coast  to 
st,  includes  plans  for  expanded 
of  radio. 

ffective  July  31,  Airmaid's  ac- 
|.nt  will  be  handled  by  the  Dal- 
office  of  Simmonds  &  Sim- 
mds,  headed  by  Vice  President 
ijnte  Kleban,  a  veteran  in  the 
Ijio  field. 

We  are  planning  a  campaign," 
id  Mr.  Kleban,  "which  includes 
'  purchase  of  15,000  spot  an- 
ji^tincements  in  a  26-state  area  in 
i  coming  year.    We  are  also  go- 
I  into  TV  in  all  major  markets 
che  26  states.    The  company  also 
a    in  view  an  expansion  program 
li  b  go  into  other  markets." 

iplewly  appointed  as  Airmaid's 
-  -rertising  manager,  effective  July 
is  Dorothy  Cantrell,  radio  di- 
(tor  and  copy  chief  of  J.  B.  Tay- 
I  Inc.,  Dallas,  and  formerly  ac- 
^,nt  executive  of  Albert  Evans 
sjvertising,  Fort  Worth.  She  suc- 
-ds  Lillian  Clark, 
f^ew  president  of  Airmaid  is 
Jjer  M.  Donosky,  former  treas- 
|r  of  the  Dallas  Morning  News 
past  president  of  the  Texas 
wspaper  Publishers'  Assn.  He 
(Ceeds  Joe  R.  Brown,  who  be- 
jies  chairman  of  the  board. 

ARDESTY  TO  NAB 

Named  Richards  Assistant 

!hn  F.  HARDESTY,  of  WOIC 
'fV)  Washington,  joins  the  NAB 
jishington  headquarters  staff 
,y  31  as  assistant  to  Robert  K. 
hards,   public   affairs  director. 

He  replaces 
James  Dawson, 
who  resigned  a 
fortnight  ago 
as  assistant  di- 
rector. 

k  Hardesty 
k  "^Z^J^k  has  been  with 
i»-fliljH  WOIC  since  No- 
^BJItIm  vember  1948, 
working  under 
General  Mana- 
Eugene  S.  Thomas  in  prepar- 
the  station's  debut  in  January 
!^19.  He  was  director  of  special 
[J;nts  and  advertising,  and  also 
]s  in  charge  of  news  coverage. 
1 


r.  Hardesty 


NAB  District  Meets 
g.  14-15:  Dist.  17,  Benjamin  Frank- 
.n  Hotel,  Seattle. 

g.  21-22:  Dist.  15,  San  Carlos  Hotel, 
/lonterey,  Calif. 

rg.  24-25:  Dist.  16,  (Place  to  be 
elected) . 


g.  28-30:  Canadian  Assn.  of  Broad- 
asters  director  meeting,  Jasper  Park 
jOdge,  Jasper,  Alta. 

ig.  30-Sept.  2:  Western  Assn.  of 
broadcasters,  Jasper  Park  Lodge,  Jas- 
>er,  Alta. 


JUST  as  he  was  starting  a  nation- 
wide membership  sales  campaign, 
B.  Walter  Hufiington,  41,  station 
relations  director 
of  NAB,  was 
stricken  Thurs- 
day with  a  heart 
attack  while  mo- 
t  o  r  i  n  g  out  of 
Winston  -  Salem, 
N.  C.  He  died  in 
his  auto  with 
Mrs.  Hulfington 
and  daughter  at 
his  side. 

Funeral  services 
were  held  Satur- 
day at  Portsmouth,  Va.,  his  home. 

Mr.  Huffington  joined  NAB  last 
May  18  as  director  of  the  new 
Station  Relations  Dept.  Previously 


Mr.  Huffington 


he  had  been  general  manager  of 
WSAP  Portsmouth. 

Mr.  Huffington  was  born  Aug. 
21,  1908,  in  Norfolk  where  he  at- 
tended public  schools  and  Atlantic 
U. 

He  entered  radio  in  1937  at 
WTAR  Norfolk,  Va. 

He  married  the  former  Helen 
Anna  Lang,  of  Norfolk.  They  had 
one  child,  Betty  Anne,  16.  Mrs. 
Hufiington,  the  daughter  and  his 
mother,  Mrs.  B.  W.  Hufiington, 
survive. 

William  B.  Ryan,  NAB  general 
manager,  issued  a  statement  Thurs- 
day in  which  he  praised  Mr.  Huf- 
fington's  work  at  NAB  and  voiced 
the  association's  grief  at  his  sud- 
den death. 


N.Y.  EXCHANGE 

To  Jointly  Promote  Radio 

AN  AGREEMENT  among  New 
York  radio  stations  to  exchange 
research  and  promotional  informa- 
tion to  reinforce  radio's  place  as 
a  top  advertising  medium  was 
leached  last  week. 

Representatives  of  10  New  York 
stations,  meeting  at  the  invitation 
of  R.  C.  Maddux,  WOR  vice  presi- 
dent in  charge  of  sales,  exchanged 
informal  views  on  the  problem  of 
promoting  radio.  They  agreed  that 
each  would  invigorate  promotional 
efi'orts  invidually. 

Present  at  the  meeting  in  addition  to 
Mr.  Maddux  were  Norman  Boggs, 
WMCA;  Ted  Cott,  WNBC;  Joseph 
Creamer,  WOR;  Murray  Grab  horn, 
WJZ;  Bernice  Judis,  WNEW;  K.  T. 
Murphy,  WINS;  J.  R.  Poppele,  WOR; 
Elliott  M.  Sanger,  WQXR;  Hartley 
Samuels.  WFDR;  G.  Richard  Swift, 
WCBS,  and  Ralph  Weil,  WOV. 


CAPPER  PUBLICATIONS,  Inc. 


LUDY,  Gen. 


WIBW  •  KCKN 
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POLICY  BOARD 


Confers  on  Frequency 
Utilization 


THE  PRESIDENT'S  Communications  Policy  Board  met  last  week  in 
Washington  and  conferred  with  President  Truman  on  progress  achieved 
thus  far  in  its  study  of  overall  frequency  utilization. 

The  nature  of  the  three-day  Washington  sessions  among  board  mem- 
bers and  its  conferences  with  Presi- 


dent Truman  was  not  revealed.  It 
was  learned,  however,  that  the  five 
board  members  concerned  them- 
selves chiefly  with  international 
radio  and  wire  communications 
problems. 

A  spokeman  for  the  board  said 
that  the  defense  issue,  as  it  might 
affect  the  board's  work,  was  not 
touched  on  in  any  great  detail  save 
superficially,  either  in  its  sessions 
or  the  Presidential  conference. 

It  was  intimated,  however,  that 
the  board  plans  to  delve  into  the 
use  of  spectrum  space  by  the  gov- 
ernment at  its  next  meeting,  tenta- 
tively slated  for  Aug.  2-3.  The 
board  is  to  report  its  overall 
findings  by  Oct.  31. 

To  that  end,  a  special  committee 


was  named  to  look  into  the  problem 
of  frequency  utilization  as  between 
government  and /or  military  users 
and  non-government  or  private 
users  of  frequencies  as  allocated  by 
FCC.  Heading  up  the  group  is 
Fred  C.  Alexander,  formerly  asso- 
ciated with  Mackay  Radio  Co.  and 
just  returned  from  a  Geneva  con- 
ference on  frequency  utilization. 

A  second  committee,  under  the 
chairmanship  of  Marvin  L.  Fair, 
of  Tulane  U.,  also  was  appointed  to 
consider  the  economic  aspects  of 
international  and  domestic  com- 
munications. 

The  board  met  Tuesday  with 
President  Truman  and  reportedly 
presented  a  "progress  report"  on 
what  it  had  accomplished  and  what 


Now  being  s 
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the  Central 
Ohio  Market 


. . .  on  a  ptatter. 


WBNS 

PLUS  WELD-FM 


Buying  Power  in  centra!  Ohio  is  the 
187,980  WBNS  families  with  income 
of  $1,387,469,000.  Both  local  and 
national  odvertisers  know  from  expe- 
rience that  effective  selling  in  this 
market  means  WBNS  plus  WELD-FM. 
They  have  the  proof  that  this  station 
delivers  the  results  at  lower  cost. 


ASK  JOHN  BLAIR 

POWER  WBNS  5000  -  WELD  53,000  -  CBS  COLUMBUS,  OHIO 


it  hopes  to  do  before  its  dissolution 
in  February  1951. 

Already  it  has  consulted  with 
officials  of  private  telegraph  com- 
panies, State  Dept.,  Defense  Dept. 
and  FCC  in  past  meetings  held  in 
March,  April,  and  May. 

Its  purpose  is  to  make  recommen- 
dations to  the  President  on  policies 
to  govern  use  of  radio  frequencies 
in  the  international  communica- 
tions and  wire  fields  as  well  as  on 
the  domestic  levels.  It  was  believed 
that  these  proposals,  when  avail- 
able, would  serve  as  a  basis  for  the 
President's  own  recommendations 
in  future  conferences  with  NSRB 
Chairman  W.  Stuart  Symington 
and  Defense  chiefs  in  the  overall 
communications  planning  for  na- 
tional defense. 

Head  of  the  board,  appointed  last 
February  by  the  President  [Broad- 
casting, Feb.  20],  is  Irvin  L. 
Stewart,  former  FCC  Commis- 
sioner and  now  president  of  the  U. 
of  West  Virgina.  Other  members 
are  D.  Lee  A.  Du  Bridge,  California 
Institute  of  Technology;  William  J. 
Everitt,  Dept.  of  Electrical  Engi- 
neering, U.  of  Illinois;  Dr.  James 
R.  Killian  Jr.,  Massachusetts  In- 
stitute of  Technology;  and  David 
H.  O'Brien,  Hackettstown,  N.  J. 


CBS-SPG  Wage  Pact 

AGREEMENT  for  raises  of  $4  per 
week  each  across  the  board  for 
nine  CBS  Hollywood  Screen  Pub- 
licists Guild  members  was  reached 
last  week  between  the  network 
and  SPG.  Negotiations  followed 
re-opening  on  the  wage  question 
of  the  present  contract  that  still 
has  18  more  months  to  go.  Con- 
tract is  subject  to  ratification  to- 
morrow (July  18)  at  an  SPG 
membership  meeting.  Present 
guild  wage  minimum  is  $77. 


CAB  Directors  Meet 

REPRESENTATION  of  Canadian 
Assn.  of  Broadcasters  at  the  forth- 
coming NARBA  meeting  and  do- 
mestic problems  will  be-  aired  at 
the  CAB  directors  meeting  to  be 
held  Aug.  28-30,  at  Jasper  Park, 
Alta.  The  directors  meet  will  im- 
mediately precede  the  annual  meet- 
ing of  the  Western  Assn.  of  Broad- 
casters at  Jasper  Park  Lodge,  Aug. 
30-Sept.  2. 


ZIV  PROGRAMS 

New  Sponsors  S 

FREDERIC  W.  ZIV  Co.,  Ni 
York,  producers  of  transcribe' 
syndicated  programs,  announi 
sale  of  the  following  programs : 

Barry  Wood  Show  to  Molly  Pitch 
Wines  for  52  weeks,  three-per-w; 
basis,  in  Flint,  Grand  Rapids,  Jacksc 
Lansing,  Port  Huron  and  Sagina 
Mich. 

Boston  Blackie,  Philo  Vance,  G 
Lo.nbardo  Show,  Wayne  King  Sh< 
and  Favorite  Story,  plus  12  oth 
shows,  for  52  weeks  to  WVMC  y. 
Carmel,  111. 

Philo  Vance,  Wayne  King  Shoiv,  Gt 
Lombardo  Show,  Boston  Blackie,  Ti 
Cisco  Kid  and  Favorite  Story  to  KSW 
Lawtofl,  Okla.,  for  52  weeks. 

The  Cisco  Kid  also  has  been  sold  i 
Packers  Super  Markets  Inc.,  Detroi 
and  WCAU-TV  Philadelphia. 


INDIANA  FAIR 

Stations  Pledge  Suppoi 

PLEDGES  of  cooperation  for  thiji 
Indiana  State  Fair  and  other  state 
wide  activities  were  given  at  th 
Indiana  Broadcasters  Assn.'s  195 
summer  meeting  held  July  7  at  th 
Columbia  Club  in  Indianapolis. 
Roger    Walcott,    in    charge  o. 


public  relations,  and  Albert  Bloem 
ker,  promotion  and  publicity,  at 
tended  the  meeting  to  help  cO' 
ordinate  radio  activities  at  the  fair? 
Modern  radio  center  on  the  ground;  | 
and  several  remote  broadcasts  art 
planned.  Daniel  C.  Park,  president 
of  IBA  since  March,  presided  a1 
the  meeting.  ' 


1  !! 


Memorial  Award 


AWARD  of  $2,500  annually  in 
memory  of  14  American  corre- 
spondents who  died  July  12,  1949, 
in  an  airplane  crash  over  Bombay 
was  announced  Wednesday  in 
Washington  by  Albert  Balink,  edi- 
tor of  Knickerbocker,  Netherlands 
magazine  in  the  U.  S.  Award  will 
be  given  to  the  author  of  the  best 
article  or  series  promoting  demo- 
cratic affinity  between  The  Nether- 
lands and  the  United  States.  Among 
the  14  who  lost  their  lives  were 
H.  R.  Knickerbocker,  WOR  New 
York;  Elsie  B.  Dick,  MBS,  and, 
George  L.  Moorad,  KGW  PortlandJ 


DO  YOU  WANT  RESULTS  FROM 
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STATUS  of  broadcast  station  authorizations  and  applications  at 
FCC  as  of  June  30  follows: 


toHERTY  BACK 

From  Geneva  Conference 

■;|[CHARD  P.  DOHERTY,  director 
:j  the  NAB  Employe-Employer  Re- 
ikions  Dept.,  has  returned  from 
•eneva,  Switzerland,  where  he 
rved  as  one  of  five  U.  S.  dele- 
ites  representing  American  in- 
pstry  at  the  International  Labor 
ijrganization  conference. 
!  The  conference  worked  on  indus- 
ilial  relations  problems,  minimum 
iages,  vocational  training  and 
jjual  pay  for  equal  work.  The  ILO 
iiard  ruled  that  the  1950  agenda 
■(as  too  full  to  permit  discussion 
V  performers  rights.  On  his  return 
jip  Mr.  Doherty  conferred  with 
'pRcials  of  Radio  Italiana,  met  with 
Ibor  and  government  officials  in 
ji-ance  and  England  and  with 
laders  of  the  British  motion  pic- 
ire  industry. 


AFETY  BUREAU 

FCC  Lists  Key  Personnel 

(pPOINTMENT  of  key  personnel 
It  its  new  Safety  and  Special  Ra- 
■10  Services  Bureau  was  announced 
Ist  Tuesday  by  FCC. 
I  Move  follows  the  second  phase 
,E  FCC's  functional  reorganization 
;f  its  staff  in  which  the  bureau 
j'  as  established  in  charge  of  Edwin 
ji.  White,  chief  of  Aviation  Divi- 
sion, Bureau  of  Engineering 
^Broadcasting,  July  3].  The  uni- 
led  bureau  will  be  activated  July 
1. 

1^  Key  personnel  named  were: 

Assistant  chief  of  bureau,  Lester 
Spillane,  presently  assistant  gen- 
ifal  counsel  in  charge  of  Safety  and 
Special  Services  Division;  Marine  Di- 
I?  sion,  William  N.  Krebs,  chief,  now 
•|Ssistant  chief  engineer  in  charge  of 
■  lie    engineering   Marine    Radio  and 
i  afety    Division;    Aviation  Division, 
phn  R.  Evans,  chief,  now  on  staff  of 
jigineering  Aviation  Division;  State- 
ocal  Government  and  Amateur  Divi- 
on,   George  R.  Rollins,  chief,  now 
lief  of  engineering  Radio  and  Am- 
teur  Division. 
Also,  Industry  &   Commerce  Divi- 
;on.  Glen  E.  Nielsen,  chief,  now  chief 
f  engineering  Public  Safety  and  Spe- 
i.ial  Services  Division;  Authorization 
^  nalysis  Division,  Charles  R.  Weelcs, 
lief,  now  planning  officer,  Organiza- 
ilon  and  Methods  Division,  Office  of 
idministration ;     Enforcement  Unit, 
hief,  Marshall  S.  Orr,  now  chief  of 
iviation  and  General  Mobile  Branch, 
iffice  of  the  General  Counsel. 


5MI  Program  Clinic 

IROADCAST  MUSIC  Inc.  is  plan- 
ing a  program  clinic  for  midwest 
tation  executives  in  Chicago  next 
jail.  The  seminar,  intended  to  be 
I  practical  work  session,  is  tenta- 
ively  scheduled  for  late  October 
,t  the  Stevens  Hotel.  More  than 
00  station  men  are  expected  to 
|ttend  sessions  on  all  phases  of 
Programming,  including  several  on 
ow  to  use  music  effectively.  Clinic 
5  similar  to  those  which  have  been 
onducted  by  B MI  in  New  York  and 
jOS  Angeles. 


Total  authorized   

Total  on  the  air   

Licensed  (All  on  air)   

Construction  permits   

Conditional  grants   

Total  applications  pending   

Requests  for  new  stations   

Requests  to  change  existing  facilities 
Deletion  of  licensed  stations  in  June 
Deletion  of  construction  permits  ... 
Deletion  of  conditional  grants   


Appoint  Hutcheson 

APPOINTMENT  of  Dr.  J.  A. 
Hutcheson,  research  director  of 
Westinghouse  Electric  Corp.,  Pitts- 
burgh, as  chairman  of  the  Com- 
mittee on  Ordnance,  Research  and 
Development  Board,  was  announced 
last  Monday  by  William  Webster, 
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board  chairman.  Dr.  Hutcheson, 
with  the  firm  the  past  24  years  and 
research  director  since  March  1948, 
supervised  engineering  of  radio 
communication  and  radar  equip- 
ment produced  by  Westinghouse  for 
the  armed  services  during  World 
War  II. 


CANADA  RATINGS 

U.  S.  Shows  St-ill  on  Top 

JUNE  national  program  ratings  of 
Elliott-Haynes  Ltd.,  Toronto,  gave 
10  U.S.  programs  top  ratings  out 
of  24  evening  network  programs. 
The  leading  programs,  with  rat- 
ings: Radio  Theatre  25.7,  My 
Friend  Irma  19.3,  Bob  Hope  18.7, 
Pause  That  Refreshes  17.6,  My 
Favorite  Husband  16.4,  Great  Gil- 
dersleeve  16.1,  Aldrich  Family  15.3, 
Suspense  15.3,  Twenty  Questions 
15,  and  Sealed  Book  14.2. 

Daytime  programs  also  lead  with 
U.S.  shows  in  top  place,  first  five 
out  of  13  total,  being: 

Big  Sister  13.6,  Ma  Perkins  13,  Pepper 
Young's  Family  12.1,  Road  of  Life  11.6, 
and  Right  to  Happi7iess  11.3.  French- 
language  evening  shows,  14  in  all,  were 
led  by  Un  Homme  et  Son  Peche  37.6, 
Metropole  27.1,  Radio  Carabin  24.5, 
Ceux  qu'on  aime  19.2,  and  Jouez  Double 
19.1.  French-language  daytime  shows, 
10  in  all,  were  led  by  Jeunesse  Doree 
25.7,  Rue  Principale  23.9,  Tante  Lucie 
20.5,  Grande  Soeur  19.5,  and  Quart 
d'Heure  de  Detente  19.1. 


In  Buffalo  you  can  go^places  fast  with  WOR 


RAND  BUILDING,  BUFFALO  3,  N.  Y. 

Nafional  Representatives:  Free  &  Peters,  Inc 
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THE  LATEST  WCKY  STORY 


THE   LOCAL   ADVERTISER   KNOWS   THE   BEST  BUY! 


DOT  FOOD  STORES — independent  regional  food  chain — sponsors  of 
"Supper  Surprise"  5.30  to  6  PM  Monday  thru  Friday,  report  coffee 
sales  of  its  Dot  Coffee  are  up  12%,  despite  a  general  trade  decrease  in 
coffee  sales. 

PATRICIA  STEVENS— modelling  school— reports  WCKY  produces 
more  prospects  at  lower  cost  than  any  other  Cincinnati  station  they 
have  used. 

BIGNER,  INC. — retail  television  store — sponsoring  WCKY  newscasts, 
report  they  secured  more  leads  and  sales  of  television  sets  by  using 
WCKY  than  they  had  obtained  from  any  other  media. 


WCKY  IS  ON  THE  AIR  EVERYWHERE  24  HOURS  A  OAY  SEVEN  DAYS  A  WEEK 


INVEST  YOUR  AD  DOLLAR  WCkY'S-LY 


Look  at  these  success  stories  of  WCKY  local  advertisers: 


THE  LATEST  WCKY  STORY 


THE   NATIONAL   ADVERTISER    KNOWS   THE   REST  RIJY! 


Look  at  these  success  stories  of  advertisers  on  the  Jamboree: 

PROCTER  &  GAMBLE— LAVA  SOAP— secured  orders  for  27,382 
dozen  gladioli  bulbs  at  250  per  dozen,  in  8  weeks. 

FREUND  JEWELERS  secured  20,073  orders  for  Bulova  watches  and 
wristbands,  selling  at  $37.95,  in  12  weeks. 


FOR  A  SUCCESS  STORY 
ON  YOUR  CAMPAIGN 
INVEST  YOUR  AD  DOLLAR  WCKY's-ly! 

Call  Collect  Thomas  A.  Welstead 

Eastern  Sales  Manager 
53  E.  51st  St.,  New  York  City 
Phone:  Eldorado  5-1127 
TWX:  NY  1-1688 
or 

C.  H.  "Top"  Topmiller 
Cincinnati 

Phone:  Cherry  6565 
TWX:  Ci  281 


WCKY 

CINCINNATI 


FIFTY     THOUSAND     WATTS     OF    SELLING  POWER 


editorial 


Will  TV  Lights  Go  Out? 

WITHIN  HOURS  of  the  outbreak  of  the 
Korean  conflict,  word  was  being  whispered  in 
Washington  councils  that  total  war  would 
bring  TV  to  a  grinding  halt.  The  military, 
supreme  in  a  national  emergency,  the  story 
went,  would  order  the  closure  of  TV  trans- 
mitters— blacking  out  the  106  stations  and 
6V2  million  receivers. 

It  sounded  preposterous.  We  checked,  but 
got  neither  denial  nor  confirmation.  The  ether 
hog  propensities  of  TV,  now  using  12  chan- 
nels of  six  megacycle  (6,000  kilocycle)  width, 
was  cited  as  one  salient  reason  for  the  alarm- 
ist TV  talk.  Interference  with  the  radar  screen 
to  ring  the  country,  and  with  aircraft  com- 
munications, also  were  mentioned,  ever  so 
gingerly. 

The  talk  did  not  touch  aural  broadcasting 
because  of  the  experience  of  the  last  war,  and 
the  success  achieved  through  voluntary  safe- 
guards. 

The  other  day  the  authoritative  Alsop  broth- 
ers, in  their  syndicated  column,  shed  further 
light.  They  foresaw  national  mobilization. 
They  cited  the  need  for  vital  war  equipment, 
including  radar  warning  apparatus.  Then  the 
tip-off  that  the  President  is  expected  to  ask 
for  emergency  authority  allocation  and  prior- 
ity to  break  bottlenecks. 

"The  television  boom,  for  instance,"  said  the 
Alsops,  "cannot  be  permitted  to  halt  radar 
manufacture,  as  it  is  now  doing." 

Effects  of  this  brand  of  talk  have  been  re- 
flected in  the  stock  market  gyrations,  with 
TV  issues  taking  a  beating.  The  word  has 
gone  out  that  there  will  be  production  restric- 
tions on  TV  because  of  rearmament. 

The  veiled  talk  and  innuendo  is  not  unlike 
that  which  preceded  Pearl  Harbor,  when  the 
military  wanted  to  commandeer  all  radio  and 
clamp)  rigid  censorship  on  everything. 

The  rule  of  reason  prevailed.  Radio  was 
not  molested.  Elaborate  plans  for  "radio 
silence"  were  made  via  the  key  station  system, 
whereby  stations  would  be  alerted  in  event  of 
air  attack.  Radio  did  a  home  front  job  that 
won  the  plaudits  of  all,  the  military  included. 

The  rule  of  reason  must  prevail  in  the  pres- 
ent crisis  too.  TV  is  a  new  medium.  Atomic 
war,  if  it  comes,  is  new. 

Let's  examine  the  part  TV  could  play  in 
total  war — push-button  war,  with  electronical- 
ly controlled  missiles,  even  atom  bombs. 

Visualize  a  sneak  attack  that  happened  to 
break  through  the  radar  screen.  Panic  could 
be  mitigated — possibly  avoided — through  the 
calm  voice  of  radio. 

How  much  more  psychologically  reassuring 
it  would  be  if  the  Pi  esident  could  be  seen,  and 
the  degree  of  damage  (or  lack  of  it)  wrought 
could  be  flashed  before  the  people?  What  if 
the  public  could  see  Old  Glory  still  whipping 
in  the  breeze  over  the  Capitol? 

There's  little  more  important  than  the  na- 
tion's morale  in  a  time  of  national  emergency. 
There's  no  instrumentality  with  greater  im- 
pact than  TV — now  essentially  a  major  market 
medium.  A  push-button,  atomic  war  would 
strike  at  the  arsenals,  mainly  major  markets. 

This  is  horrendous  talk.  It  may  be  prema- 
ture and  grim.  But  we  learned  in  World  War 
II  about  the  twin  gremlins  "Too  Little  and 
Too  Late." 

In  this  situation  we  see  portents  of  a  con- 
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tinued  TV  freeze  because  of  imminent  mobili- 
zation and  stockpiling  of  materials. 

Limitation  on  radio-TV  manufacture  may 
be  in  the  offing.  Despite  wild  talk,  there's 
little  likelihood  of  closure  of  stations.  The 
entire  AM  spectrum  covers  only  1600  kc.  just 
two-tenths  the  space  occupied  by  a  single  TV 
channel. 

In  a  national  emergency,  needs  of  govern- 
ment are  superior  to  those  of  industry.  First, 
it  must  be  ascertained  that  the  indicated  needs 
of  govermnent  are  in  the  best  interests  of  the 
nation. 

There  can  be  no  rule  of  reason  if  plans  as 
radical  as  the  snuffing  out  of  TV  are  evolved 
in  the  ivory  towers  of  the  military.  It  is  the 
duty  of  the  FCC  and  of  our  mobilization  and 
defense  forces  to  ascertain  beyond  reasonable 
doubt  that  our  psychological  weapons  on  the 
home  front  are  not  impaired  or  demolished 
by  military  fiat. 


The  Voice  Roars 

UNLESS  all  signs  fail,  the  Voice  of  America 
soon  will  be  endowed  to  the  extent  of  perhaps 
$100  million  to  speed  the  "truth  offensive"  and 
counteract  the  Soviet  global  propaganda.  A 
year  ago,  the  Voice  couldn't  borrow  or  beg  a 
dollar  beyond  "minimum  requirements." 

The  sudden  turn  of  events  in  the  Pacific, 
the  stepped  up  jamming  by  the  Soviet  of  Voice 
transmissions,  and  the  united  front  of  leading 
national  figures  in  support  of  the  Benton  Plan 
for  a  "Marshall  Plan  of  Ideas"  over  a  world- 
wide shortwave  network,  have  converged  to 
pass  this  near  miracle. 

Whether  the  control  of  this  enlarged  Voice 
should  continue  in  the  State  Dept.  or  be  vested 
in  a  separate  propaganda  agency  as  proposed 
by  Elder  Statesman  Bernard  Baruch,  is  left 
to  Congress.  The  State  Dept.  has  been  in- 
hibited by  diplomacy  and  protocol.  An  out- 
and-out  propaganda  agency  obviously  would 
have  greater  freedom. 

On  another  front.  Radio  Free  Europe  began 
regular  operation  last  week  in  the  counter- 
offensive.  It  is  financed  by  a  group  of  prom- 
inent Americans,  most  of  them  identified  with 
the  war  effort.  It  won't  compete  with  the 
Voice.  Because  of  its  private  auspices,  it  will 
have  flexibility  and  force  not  possible  for  a 
Government- operated  venture.  Its  transmit- 
ters are  in  American-occupied  Germany,  and 
its  frequencies  cleared  through  the  State  Dept. 

It  is  significant  that  opposition  to  the  Voice 
— a  Government  radio  venture — is  practically 
inaudible.  Just  a  few  months  ago.  Congress 
was  bellicose.  There  also  was  opposition  from 
private  broadcast  groups  who  feared  Govern- 
ment invasion  of  radio — even  in  the  shortwave 
international  domains.  This  journal  was  skep- 
tical, and  espoused  use  of  longwave  stations  on 
the  continent,  as  a  sort  of  reverse  lend-lease. 
Time  would  be  "purchased"  in  exchange  for 
Marshall  Plan  credits,  on  stations  customarily 
heard  on  the  "people's  radios"  in  general  use. 

We  still  favor  the  reverse  lend-lease  plan. 
We  recognize,  however,  that  in  a  national  em- 
ergency, propaganda  is  a  function  of  Govern- 
ment. We  are  now  engaged  in  a  psychological 
war  in  Europe  and  Asia.  Hence,  a  "national 
emergency"  exists. 

The  shooting  war  is  now  localized  in  Korea. 
In  the  psychological  war,  the  battle-lines  are 
global.  Radio  is  a  weapon.  It  is  a  war  for 
the  minds  of  men. 

When  war  ends — psychological  as  well  as 
physical — arms  will  be  laid  down.  Swords 
will  be  forged  into  plowshares,  and  transmit- 
ters will  be  diverted  to  their  American  free 
enterprise  functions  of  educating,  informing 
and  entertaining;  to  the  sale  of  good  will  along 
with  goods. 


-  our  respects  to: 


Tampa,  the  Tampa  Tribune  station  and  NB 
affiliate. 

By  the  fall,  when  that  five  year  cycle 
completed,  the  physical  results  of  Mr.  Baske; 
ville's  efforts  during  his  tenure  are  schedule, 
to  come  to  a  head.  WFLA's  AM  and  FM  bus 
ness  offices  and  studios  will  move  into  ne^ 
facilities  at  the  Tribune  building  in  dowr 
town  Tampa.  The  stations,  with  elaborat 
provisions  for  eventual  television,  will  hav 
one  of  the  most  modern  and  efficient  broad 
casting  plants  in  the  South. 

This  high  mark  in  the  Baskerville  career  i 
typical  of  progress  made  in  the  past  by  th 
North  Carolina  born  Floridian.  An  associat 
of  radio,  off  and  on,  for  the  past  20  years 
the  still  youthful  broadcaster  knows  the  bus! 
(Continued  on  page  33) 


Static  and  Snow 

By  AWFREY  QUINCY 

SEN.  JOHNSON  describes  fusion  as  "associat 
ing  elephants  with  mice,  wolves  with  lambs.' 
Who,  me? 

The  radio  business  never  ran  truer  to  forn 
than  in  those  letters  about  "Fusion  Now.' 
Most  broadcasters  think  the  idea  is  terrific 
but  at  least  one  thinks  it's  terrible — one  doesn' 
understand  it — two  claim  they  thought  of  it 
first  and  long  ago — receiver  manufacturers, 
are  occupationally  cagey  and  non-committal—  i 
trade  association  lads  approve  in  principh 
while  unsheathing  the  dagger.  But,  while  th< 
firemen  squabble,  the  house  may  burn  to  th< 
ground.  It's  all  too  reminiscent  of  1940  am 
the  spectacle  of  La  Belle  France  with  unstable 
governments,  unyielding  political  splinters, 
uncompromising  internal  differences,  while  Ger- 
many neatly  gobbled  up  the  entire  mess. 

Stan  Hubbard's  publicity  man  confirms  oui 
worst  suspicions.  According  to  a  KSTP  re- 
lease, radio  announcers  have  but  two  dimen- 
sions: Height  and  weight. 


Much  to  our  surprise,  a  BBDO  picture  ii 
Broadcasting  identified  a  Mr.  Barton  and  a 
Mr.  Osborn.  Next  thing  we  know,  we'll  learn 
that  in  London  there  is  actually  a  Mr.  Lloyd 
in  the  insurance  business. 
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WWi  "Daily  Tripfe': 


Delivers  a  Night  Time  audience  of 
97i^20  Different  people  weelily! 

The  "DAILY  TRIPLE"  provides,  in  a  single  unit  pur- 
chase, participation  in  WOV's  1280  CLUB,  PRAIRIE 
STARS  and  RAMBLE  IN  ERIN  PROGRAMS  — one 
broadcast  in  each  program  daily  ...  a  total  unduplicated 
audience  of  971,520  PEOPLE  at  a  cost  of  only  27  CENTS 
PER  THOUSAND  people  reached. 

In  New  York  the  big  swing  is  to  the  independents,  and 
WOV's  nighttime  audience  is  up  39%.*  The  WOV 
"DAILY  TRIPLE"  is  your  best  bet  for  sales  impact, 
market  coverage  and  an  unbeatable  unit  rate. 


*Soorce:  The  Pulse,  Inc. 


IN  NEW  YORK  AT  NIGHT...  ...-ni-kirvl-klTP I 

*ttE  INDEPENDENTS! 
BIG  SWING  TO^^* 


THIS  IS 
THE 

Each  program  reaching  a 
large,  distinctive  and  different 
audience. 

1  280CLUB -with  Bill 
Williams.  1  V2  hours  of  fun  and 
music  with  America's  best 
bands  to  entertain  you. 

^  PRAIRIE  STARS  with 
Rosalie  Allen  —  Unchallenged 
queen  of  American  Folk,  West- 
ern, and  Mountain  Music. 
Elected  America's  No.  1  femi- 
nine disk  jockey  for  1  950  — 
Western  Life  Poll. 

^  A  RAMBLE  IN  ERIN  with 
Pat  Stanton  —  Authentic  Irish 
music  and  folk  songs,  with 
celebrities  and  guest  stars. 


Rome  Studios:  Via  del  Bufaio  126 

National  Representafive        John  E.  Pearson  Co. 
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DR.  HARRY  MORGAN,  co- 
owner,  assumes  active  man- 
agement KSBW  Salinas, 
Calif.,  with  partner  AVILLIAM 
GATES,  commercial  manager. 
KEN  RANDOLPH,  general  man- 
ager, resigns. 


front  office 


NORM  BROWN,  salesman,  N.| 
tional  Broadcast  Sales,  Torontj 
opens  Radio  Times  Sales  (OntaricJ 
Ltd.,  Toronto,  representing  CJA 
Montreal.  Quarters  at  147  Un 
versity  Ave. 


GEORGE  E.  LINDMAN,  general  manager  KITO  San  Bernardino,  Calif., 
to  station  manager  KPOA  Honolulu,  T.  H.    KPOA  joined  MBS  July  4. 

JOHN  F.  SCREEN,  WABB  Mobile,  Ala.,  commercial  manager,  to  WAFB- 
AM-FM  Baton  Rouge,  La.,  in  same  capacity. 

L.  BERRY  LONG  Jr.,  account  executive-sales  director 
KOA  Denver,  to  WNBC-AM-FM  New  York  as  sales 
manager. 

INDEPENDENT  METROPOLITAN  SALES  appointed 
national  representative  for  WHTN-AM-FM  Hunting- 
ton, W.  Va. 

NORMAN  HARROD,  salesman  CKRC  Winnipeg,  to 
sales  staff  CKY  Winnipeg. 


Mr.  Screen 


RALPH  HATCHER,  director  CBS  co-op  programs,  to  WPLH  Huntington, 
W.  Va.,  as  manager.  Was  with  WTAR  Norfolk.  Succeeds  F.  J.  EVANS, 
who  continues  as  president  and  50%  stockholder  WPLH. 

EDWARD  J.  DEVNEY  resigns  as  vice  president  Wil- 
liam G.  Rambeau  Co.  to  form  his  own  station  represent- 
ative firm,  Devney  &  Co.,  347  Madison  Ave.,  N.  Y. 
Phone:  Hickory  6-6722.  Firm  will  concentrate  on  sta- 
tions currently  without  representation  in  N.  Y.,  oper- 
ating on  flat  fee  basis  in  place  of  usual  commission 
plan.  Mr.  Devney  previously  western  manager  Howard 
J.  Wilson  Co.  and  Headley-Reed  Co.  account  executive. 

CHARLES  A.  BLACK,  assistant  to  president,  Hawaiian 
Pineapple  Co.,  Honolulu,  to  account  executive  KTTV 
(TV)  Hollywood. 


Mr.  Hatcher 


CARROLL  J.  LOOS,  advertising  representative  for  Wallace's  Farmer- 
and  Iowa  Homestead,  to  KFAB  Omaha,  Neb. 


SOUTHWEST  VIRGINIA'S  fllCUtee/t  RADIO  STATIO|« 


1949  BMB 

Day— 110,590  families  in  36  counties 
iVigiz^— 85,830  families  in  31  counties 

3  to  7  days  weekly: 

Day— 90,320  families 
Night— %%,ZZO  families 

(Retail  sales  in  the  area 
are  over  $600  million  yearly) 


DONALD  J.  QUINN,  sales  staff  KXOA  Sacramento,  to  manager  KXG 
Chico,  Calif.    Both  Lincoln  Dellar  stations.    He  suc- 
ceeds TED  HALL,  resigned. 

THOMAS  S.  BUCHANAN,  Berkshire  Adv.  Assoc., 
Great  Barrington,  Mass.,  to  KOTV  (TV)  Tulsa,  Okla., 
as  account  executive. 

ANTHONY  M.  (Bob)  HENNIG,  with  ABC  since  it  be- 
came independent  network,  last  as  assistant  treasurer, 
appointed  business  manager  of  ABC-TV  program  de- 
partment. 

DAVID  LASLEY,  radio-TV  network  advertising  and 
promotion  manager  NBC  Chicago,  to  radio  network 
sales  staff  as  account  executive.    HAROLD  A.  SMITH, 
promotion  manager  WMAQ  and  WNBQ  (TV)  Chicago,  NBC  stations, 
replaces  him.. 

MILO  PETERSEN,  general  manager,  KGEM  Boise,  Idaho,  also  assumes 
sales  responsibilities  following  resignation  of  AL  BIORGE,  sales  man- 
ager.   Mr.  Petersen  was  not  correctly  identified  in  this  column  July  3. 

CAL  CANNON,  general  manager  KIEV  Glendale,  Calif.,  father  of  girl; 
July  2. 


Mr.  Quinn 


eiianalA  •  •  • 


JOHN  S.  HAYES,  vice  president  and  general  manager  WTOP  Wash- 
ington, appointed  chairman  business  employes  unit  No.  1,  1951  Com- 1 
munity  Chest  campaign.  .  .  .  RICHARD  A.  MOORE,  assistant  general 
manager  and  ABC  Western  Div.  director  of  TV  operations,  on  three 
weeks  business-vacation  trip  to  N.  Y.  and  Vermont.  .  .  .  ROBERT  R. 
TINCHER,  general  manager  WNAX  Yankton,  S.  D.,  elected  to  board 
of  trustees  of  Yankton  College. 

ED  YOCUM,  general  manager  KGHL  Billings,  Mont.,  returns  to  his 
office  after  several  weeks  of  illness.  He  suffered  a  stomach  disorder 
while  on  recent  trip  East.  .  .  JACK  R.  DRAUGHON,  president- 
general  manager  WSIX  Nashville,  spending  half-days  at  his  office 
after  absence  of  several  months  during  which  he  was  on  rigid  diet. 
He  dropped  53  pounds. 

ROGER  W.  CLIPP,  general  manager  WFIL-TV  Philadelphia,  awarded 
certificate  of  appreciation  by  Phila.  chapter  of  National  Foundation  for 
Infantile  Paralysis  for  station's  contributions  to  1950  March  of  Dimes 
campaign.  .  .  .  GEORGE  M.  BURBACH,  general  manager  KSD-AM-TV 
St.  Louis,  and  Mrs.  Burbach  sailed  on  Queen  Mary  July  8  for  European 
vacation  until  late  August.  .  .  .  DON  B.  DAVIS,  auditor  KFWB  Holly- 
wood, will  address  accounting  students  of  Southwestern  U.,  L.  A.,  on 
"Office  Management  of  Broadcasting,"  Aug.  16. 


yoo  Cm  CAU  YO(/K  SHOTS 

ON  THE  S^ntS^S^m^^y^ 


To  cover  the  rich  dairyland 
markets  of  Wisconsin;  the  in 
dustrial  centers  of  Northern  Min- 
nesota .  .  .  use  the  Arrowhead  Net- 
v^ork.  You're  interested  in  sales — and 
that's  what  we  deliver! 


^A^I^OWHEA^;^  NETWORK 


WEAU 

EAUCLAIR6 


WI5C. 


Represented  nationally  by  RA-TEL  Reps.,  Inc  and  regionally  by 
BULMER-JOHNSON,   Inc.  Mpls. 


VMM^^^^     ■    CBS  •  5000   WATTS  •  960  KC 

■  ■Bk     I        Own'd  and  Oprroird  by  the 

■V  Bm^^J  times-world  cobpobation  JM/  a 
WW  If  1#W   R  O  A  N  O  K  E  ,    V  A  .  f^^^'" 

FREE  &  PETERS.  INC..  Notional  Representafivrs  s^T  ll* 
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Respects 

(Continued  from  page  30) 
,ess  from  the  copy  desk,  where  he 
rst  began  in  the  industry,  to  the 
L-ont  office. 

Born  in  Charlotte,  N.  C,  on  Aug. 
.6,  1906,  Mr.  Baskerville  spent  his 
iouth  in  that  city  and  in  the  little 
nvn  of  Monroe  about  25  miles 
rom  Charlotte  where  his  family 
^oved  while  he  still  was  in  his 
oyhood.     After  completing  high 
rliool  in  Monroe  where  he  played 
Ipotball,    he    entered  Davidson, 
'here,  his  sports  participation  was 
ljut  short  by  an  illness. 

The    "Roaring    Twenties,"  m 
lj?hich  Charles  Baskerville  grew  up, 
here  just  a  memory  by  1930.  The 
epression  had  placed  the  country's 
Iconomy  on  a  treadmill.  The  radio 
[idustry  was  feeling  its  first  sharp 
jlfrowing   pains.      That   was  the 
|eav  when  Mr.  Baskerville  entered 
ladio,   his    eyes   focused    on  the 
industry's  opportunities  and  needs, 
u  j  As  an  enterprising  youngster,  he 
J  tiled  one  of  those  needs  at  the 
[utset  by  becoming  salesman  and 
i  [tppywriter  at  WDAE,  owned  by  the 
lampa  Times.  It  was  Mr.  Basker- 
I'ille's  uncle,  the  late  Charles  G. 
ilullen,  then  general  manager  of 
|he    Times,    who    introduced  his 
i.amesake  to  the  newspaper  world 
jlnd  eventually  to  radio. 

During  the  Christmas  season  of 
1927,  after  young  Baskerville  had 
graduated  as  an  English  major 
,  rom  Davidson  with  plans  to  study 
,'|aw,  Mr.  Mullen  offered  his  nephew 
'I  summer  job  at  the  Times.  On 
jfune  21,  1928,  Mr.  Baskerville  left 
.KTorth  Carolina  for  Florida,  start- 
ing in  at  the  paper  as  a  cub  re- 
j|)orter,  covering  police,  the  sheriff's 
(•ffice  and  other  assignments. 

Joins  WDAE 

Grasping  at  an  opportunity  to 
jsnter  radio  at  WDAE,  he  soon  was 
aunched  on  an  experience  that 
jrought  him  to  grips  with  the 
•egulatory  function  of  government 
in  radio.  He  made  frequent  trips 
0  Washington  on  behalf  of 
*VDAE  before  the  old  Federal 
cladio  Commission. 

During  this  time,  Mr.  Basker- 
Ville,  as  manager  of  WDAE,  also 
Dioneered  in  the  extension  of  net- 
work broadcasting.  He  deliberated 
|n  conferences  with  CBS  on  plans 
;o  extend  the  service  into  Florida. 
At  the  time  when  WDAE  joined 
BS,  the  station  had  less  than 
:wo  hours  commercial  per  week. 

Later,  Mr.  Baskerville  became 
associated  with  the  sales  staff  at 
WFLA,  then  located  in  Clear- 
water with  a  studio  and  sales  office 
in  Tampa.  When  the  Tribune  be- 
came interested  in  radio,  he  was 
■'loaned"  to  the  paper  to  work  out 
applications,  forms,  and  other 
material  to  apply  for  a  new  re- 
tjional  station.  While  waiting  for 
results,  he  was  sent  to  Chicago 
to  work  there  with  the  Times. 
Following  this  assignment,  he  re- 
turned to  Tampa  to  work  on  the 
Tribune  display  staff,  becoming 
manager  of  that  office,  until  enter- 
ing the  Navy  in  June  1942. 

His  three  and  a  half  year  tour  of 
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duty  in  the  Navy  included  an  as- 
signment on  the  staff  of  CINCPAC 
under  Admiral  Nimitz,  which  car- 
ried Mr.  Baskerville  to  Pearl 
Harbor,  Guam  and  Japan.  He  also 
was  attached  to  Press  Censorship 
in  New  York  during  the  war.  He 
was  released  in  1945  with  the  rank 
of  lieutenant  commander. 

Returns  to  Tampa 

In  November  of  that  year,  Mr. 
Baskerville  returned  to  radio — 
this  time  at  the  helm  of  WFLA. 
During  his  period  of  direction  at 
the  Tribune  station,  WFLA-FM 
was  born  and  began  regular  oper- 
ation. 

His  long  training  in  both  radio 
and  advertising  has  left  a  deep 
business  imprint  on  the  Florida 
radio  executive.  It  is  his  belief 
that  "AM  radio  will  continue  to 
do  an  outstanding  job  for  its  ad- 
vertisers." FM,  he  says,  has  been 
a  disappointment  but  "in  broad- 
casting it  seems  most  anything  can 


happen  and  it  might  be  that  eventu- 
ally FM  will  come  into  its  own. 
We  in  Florida,  with  probably  the 
highest  static  level  in  the  country, 
know  the  advantages  of  FM." 

As  for  television,  Mr.  Basker- 
ville, whose  organization  is  map- 
ping plans  for  TV,  says  video  "is 
the  coming  medium  of  radio,"  but, 
he  adds,  "in  the  outlying  rural 
communities  there  will  always  be 
a  place  for  well  operated  AM 
stations." 

Mr.  and  Mrs.  Baskerville — she 
is  the  former  Elizabeth  Lott — 
make  their  home  in  Tampa.  They 
were  married  in  December  1934. 
He  is  a  member  of  Pi  Kappa  Alpha, 
Ye  Mystic  Krewe  of  Gasparilla, 
University  Club,  Merrymakers 
Club,  Chamber  of  Commerce,  and 
is  secretary  of  the  Tampa  Yacht 
and  Country  Club. 


WMCK  McKeesport,  Pa.,  has  an- 
nounced its  affiliation  with  Sports 
Broadcast  Network.  Station  will  carry 
outstanding  prizefight  each  week. 


CANADA  PROTEST 

Opposes  U.S.-Run  Sfations 

AMERICAN  STATIONS  operated 
by  the  U.S.  Armed  Forces  still  lo- 
cated at  bases  in  Newfoundland, 
came  under  fire  at  hearings  of  the 
Canadian  Royal  Commission  on 
Arts,  Letters  and  Sciences  held  at 
St.  John's,  Nevirfoundland,  on  July  7. 

In  a  brief  submitted  by  VOCM 
St.  John's,  only  commercial  broad- 
casting station  in  Newfoundland, 
station  management  stated  that 
operation  of  U.S.  broadcasting  sta- 
tions in  the  province  "is  not  in  the 
best  interests  of  all  concerned" 
and  charged  that  the  stations  are 
being  used  for  propaganda  pur- 
poses. The  brief  said  that  such 
stations,  operated  for  the  U.S. 
.4.rmed  Forces  during  the  war,  were 
discontinued  in  other  countries  as 
long  as  three  years  ago,  but  have 
been  continued  in  Newfoundland, 
where  there  are  still  a  number  of 
U.S.  bases. 


SOUTH  BEND  IS  A  MARKET- 
NOT  JUST  A  CITY- AND 

WSBT  COVERS  IT  ALL 


South  Bend  is  one  of  the  biggest,  richest, 
and  most  responsive  markets  in  America.  Its 
heart  is  two  adjoining  cities  —  South  Bend 
and  Mishawaka  —  with  a  combined  population  of 
157,000.  The  entire  South  Bend  market 
contains  more  than  half-a-million  people.  In 
1948,  retail  sales  were  over  half-a-M/zow  dollars! 

WSBT  —  and  only  WSBT  — gives  you 
thorough  coverage  of  this  great  market.  Plus  this, 
the  rest  of  WSBT's  primary  area  gives  you  an 
additional  million  people  whose  retail 
purchases  in  1948  amounted  to  $911  million. 

You  need  the  South  Bend  market.  You  get 
it  —  all  of  it  —  only  with  WSBT. 


sou  IH 

BEND 
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'GARDEN  STATE' 

N.  J.  Radio  Group  Forms 

FORMATION  is  underway  of  a 
new  network  of  New  Jersey  radio 
stations  to  be  known  as  "The  Gar- 
den State  Network,"  according  to 
Fred  L.  Bernstein,  assistant  gen- 
eral manager,  WTTM  Trenton. 

Details  of  the  plan  were  worked 
out  during  a  meeting  of  seven 
broadcasters  in  Atlantic  City  a 
few  weeks  ago.  Attending  were 
James  L.  Howe,  WCTC  New 
Brunswick;  Fred  Weber,  WFBG 
Atlantic  City;  Thomas  B.  Tighe, 
WJLK  Asbury  Park;  Ranulf 
Compton,  WKDN  Camden;  Charles 
O'Neil.  WNJR  Newark;  Paul 
Alger,  WSNJ  Bridgeton  and  Mr. 
Bernstein. 

Mr.  Bernstein  said  advantages 
to  the  advertiser  in  "buying  the 
network"  would  include  "concen- 
trated coverage,  convenience,  one 
billing,  price  economy,  local  interest 
and  keeping  income  within  the 
state."  In  order  to  buy  in  GSN, 
a  client  must  purchase  all  seven 
stations.  For  promotion  purposes, 
a  complete  market  brochure  giving 
coverage  data,  market  information 
and  other  aids  to  clients  as  well  as 
a  15-minute  transcription  and  sales 
kit  have  been  prepared. 


DISASTER  SYSTEM 

Map  Radio  Setup  in  L.  A. 

BLUEPRINTS  for  emergency 
operations  of  Los  Angeles  County 
commercial  broadcast  stations  in 
time  of  disaster  have  been  com- 
pleted by  Southern  California 
Broadcasters'  Assn.  and  communi- 
cations departments  of  police  and 
sheriff's  office. 

System  of  cues  and  pre-set  an- 
nouncements has  been  set,  using 
line  facilities  of  Radio  Central  in 
downtown  Los  Angeles,  supple- 
mented by  the  SCBA  telephone 
committee.  Police  shortwave  radio 
is  lined  up  for  standby  duty,  ac- 
cording to  Robert  J.  McAndrews, 
SCBA  managing  director.  SCBA 
emergency  planning  committee  in- 
cludes Ben  McGlashan,  KGFJ; 
Laurence  McDowell,  KFOX ; 
Stuart  Novins,  KNX;  Robert  J. 
Reynolds,  KMPC;  James  T.  Van- 
diveer,  KECA-TV. 


air-casters 


Mr.  Jamieson 


PAUL     MURPHY,     news  editor 
WONE    Dayton,    Ohio,    to  pro- 
gram  director  and   disc  jockey 
WANE    Ft.    Wayne,    Ind.,  replacing 
LINN  MILLER,  resigned. 

ROBERT  F.  JAMIESON,  traffic  man- 
ager Du  Mont  TV 
Network,  named 
manager  station 
relations. 

SIDNEY  ANDORN, 

columnist  WERE 
Cleveland,  to 
WXEL  (TVl  same 
city  as  producer- 
director  local  pro- 
gramming, effec- 
tive Aug.  1.  Con- 
tinues his  work  for 
WERE. 

MERRILL  G.  SMITH,  announcer,  to 
WHEB  Portsmouth-Dover,  N.  H.  Was 
with  WIDE  Biddeford,  Me. 

MARSHALL  PACK  to  news  staff 
WASH  (FM)  Washington.  Was  with 
WSPA  Spartanburg,  S.  C. 

JIM  GROHMAN,  m.c.  WNAR  Norris- 
town.  Pa.,  to  WCAU  Philadelphia  as 
m.c.  in  addition  to  WNAR  duties. 

FRANK  SISSON,  WOOD  Grand 
Rapids,  Mich,  disc  jockey,  named  pro- 
gram director. 

IRWIN  GIELGUD,  screen  writer, 
signed  as  writer-producer  new  NBC 
documentary  series,  Once  Vpon  a 
Crime. 

KAY  V.  CRONIN  to  public  relations 
post  CJOR  Vancouver. 

DICK  BOYNTON,  announcer  KGGM 
Albuquerque,  N.  Mex.,  to  KCBQ  San 
Diego  announcing  staff. 

JACK  V.  NEWMAN,  staff  announcer 
ROME  Tulsa,  Okla.,  to  KOTV  (TV) 
same  city. 

GRETCHEN  THOMAS,  WTIC  Hart- 
ford, Conn.,  to  WEOL  Elyria-Lorain, 
Ohio,  as  director  women's  activities. 

JACK  MATRANGA,  traffic  manager 
KECC  Pittsburg,  Calif.,  to  program 
department  KCRA  Sacramento. 

CLIFF  FERDON,  General  Motors 
Corp.,  to  director  public  relations 
WKRC-AM-TV  and  WCTS  (FM)  Cin- 
cinnati. 


DO  YOU  WANT  RESULTS  FROM 

YOUR  ADVERTISING  DOLLAR? 
• 

^  See  Centerspread  This  Issue 
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CINCINHATI 

50,000  WATTS  OF  SELLING  POWER 


MISS  (Cal)  T.  MARA  named  publicity 
director  WJAS  Pittsburgh,  Pa. 

CODY  PFANSTIEHL,  director  press 
information  and  promotion  WTOP 
Washington,  conducts  Inside  Pfan- 
stiehl,  Tuesday,  7:45-8  p.m.  on  WCFM' 
(FM)  Washington,  in  addition  to 
present  duties. 

THEODORE  B.  SILLS,  director-writer 
20th  Century-Fox,  to  ABC-TV  pro- 
duction staff. 

ED  SPRAGUE,  WCOL  Columbus, 
Ohio,  to  KTMS  Santa  Maria,  Calif., 
as  traffic  manager. 

BOB  CARRINGTON  to  announcing 
staff  DuMont  TV  Network.  Was  an- 
nouncer WSRS  Cleveland  and  WHBR 
Hanover,  N.H.,  using  name  Mark  Rob- 
erts. 

BRYSON  RASH,  ABC  White  House 
correspondent  and  director  special 
events  WMAL-AM-TV  Washington, 
substitutes  for  WALTER  KIERNAN, 
Mon.-Fri.,  3:25  p.m..  One  Man's  Opin- 
iov,  from  July  17-31. 

MARJORIE  BENEDICT  named  to  han- 
dle literary  rights  for  ABC  Western 
Division  radio-TV. 

IRV  HAAG,  copy  writer  and  sports 
editor  WGFG  Kalamazoo,  Mich.,  to 
WKBW  Buffalo,  N.  Y.  in  writing  ca- 
pacity. 

KEN  NILES,  announcer,  starts  new 
half-hour  sports  show.  Hunting  and 
Fishing  With  Ken  Niles  on  KECA-TV 
Los  Angeles. 

WHITEY  BERQUIST,  orchestra  leader 
NBC  Chicago,  is  composer  of  "Come 
On  You  Cubs,  Play  Ball,"  official  theme 
song  Chicago  Cubs  National  League 
ball  squad.  Song  debuted  on  NBC  Na- 
tional  Farm  and  Home  Hour  July  15. 

NANCY  STUART,  assistant  to  promo- 
tion manager  KEX  Portland,  Ore.,  re- 
signs to  become  director  of  information 
and  alumni  affairs  at  Willamette  U., 
Salem,  Ore.,  effective  Aug.  1.  Suc- 
ceeded at  KEX  by  LORRAINE  RUS- 
SELL, continuity  staff. 

MARY  LOUISE  MARSHALL,  women's 
commentator  WOC  Davenport,  Iowa, 
appointed  Iowa  chairman,  Assn.  of 
Women  Broadcasters. 

ROBERT  IRVING,  KXYZ  Houston, 
Tex.,  to  KMOX  St.  Louis  as  staff  an- 
nouncer. 

AL  MORGAN,  pianist,  signed  to  AM 
and  TV  contract  for  two  years  by 
WGN  Inc.,  Chicago.  His  show  orig- 
inates from  Chicago  Fair  at  WGN's 
TV  center. 

JACK  HUSTON,  WLW  Cincinnati,  to 
WCCO  Minneapolis  announcing  staff. 

ED  REIMERS,  staff  announcer  KTTV 
(TV)  Hollywood,  signed  by  Filmakers' 
Productions  for  major  role  in  motion 
picture,  "Mother  of  a  Champion." 

RALPH  EDWARDS  and  NBC  Truth  or 

Consequences  staff  on  several  weeks 
tour  in  Germany  entertaining  troops 
stationed  in  six  cities  there. 

JENNINGS  PIERCE,  NBC  Western 
Div.  director  public  affairs,  station  and 
guest  relations,  elected  vice  president, 
Assn.  for  Education  by  Radio,  Pacific 
Southwest  Region. 

DONALD  N.  RICKLES,  NBC  Holly- 
wood vacation  relief  announcer,  to  per- 
manent announcing  staff.  Replaces 
DOUGLAS  GOURLAY,  resigned. 


RHODA  WILLIAMS,  "Betty"  in  h 
ther  Knows   Best,    NBC,   aided   \<j<  \ 
safety  campaign  by  appearing  in  Tul- 
Okla.,  to   encourage   safe   driving  ■ 
teen-agers. 

JOHN  WILLIS,  promotion  manag' 
KTMS  Santa  Maria,  Calif.,  father  < 
girl,  Karen  Gale,  May  27.  Announc 
ment  was  confused  in  Broadcastik 
June  26. 

CLARK  REID,  disc  jockey  WAKR  At 
ron,  Ohio,  father  of  girl,  Cathy  Susar 
June  30. 


A/auri  •  •  • 


JAMES  T.  VANDIVEER,  director  re) 
mote  telecasts  KECA-TV  Los  Angelef 
named  executive  producer  in  charg 
special-  events  and  sports.  Continue 
as  organizer  of  remote  programs. 

ERNIE  SPEALMAN,  KOWH  Omah 
news  staff,  to  KFAB  Omaha  to  cove 
city  news. 

ROGER  BAKER,  newscaster  WKB\\ 
Buffalo,  N.  Y.,  heard  twice  daily 
12:30  p.m.  and  6:15  p.m.  on  station 


BARRERE  RESIGNS 

Leaves  FLQN  Executive  Posf 

CLAUDE  BARRERE  resigned  last 
vireek  as  executive  director  of  the 
Foreign  Language  Quality  Net- 
work. In  a  joint  statement,  Mr 
Barrere  and  Ralph  N.  Weil,  pres- 
ident of  FLQN  and  general  man- 
ager of  WOV  New  York,  said  that 
the  network  would  engage  a  na 
tional  time  sales  organization  to 
represent  it. 

According  to  the  announcement, 
Mr.  Barrere's  work,  for  which  he 
was  engaged  a  year  ago,  pertained 
to  the  development  of  the  network 
and  to  the  creation  of  promotional 
material  and  sales  data.  These 
having  been  done,  FLQN  now  needs 
"an  extensive  selling  organization," 
the  statement  said. 


West  Va.  Meet 

WEST  VA.  Broadcasters  Assn.  will 
meet  at  the  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va.,  Sept.  8-9, 
the  association  has  announced. 


C  H  N  S 

HALIFAX       NOVA  SCOTIA 

Our  List  of  NATIONAL 
ADVERTISERS  Looks  Like 
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Expand  'Voice' 

(Continued  from  page  19) 

in  thought  it  could  call  on  the 
jfj,pest   talents"   of   all   nations  to 
■  I  irve  their  countries  in  the  com- 
ijunications    fields.     Gen.  Eisen- 
■bwer,  he  reminded,  had  suggested 
1  ad  hoc  committee  of  communi- 
tions  leaders. 
iSen.  Homer  Ferguson  (R-Mich.) 
jondered  whether  "actions  really 
tould  not  speak  louder  than  any 
jords"  in  view  of  police  action  in 
lorea.    Sen.  Benton  agreed  to  the 
ttent   that   the   U.   S.   had  put 
>ughly  S500  million  into  Korean 
>onomic  aid  but  only  $1,400,000 
!i-r  information  services  last  year. 
'  Sen.   Scott  Lucas,  Majority 
^|;Bder,  asserted  that  Congress  has 
■■Hsnied  the  State  Dept.  "sufficient 
!  mds  to  do  any  kind  of  job  what- 
'^'er,"  and  expressed  hope  that  cur- 
Int  interest  indicated  "an  awak- 
'^jiing  to  the  value  of  the  Voice  of 
hierica." 

'"Simply  because  there  were  a 
'w  little  things  which  happened 
Ith  respect  to  the  Voice  of  Amer- 
j^jB  that  were  not  quite  in  keeping 
ith  what  certain  members  of  the 
4nate  thought  was  right,  on  that 
^"isis  appropriations  were  denied 
'  'ir  a  mighty  worthy  cause,  and  we 
Ve  today  suffering  as  a  result  of 
he  said. 

'  Sen.  Benton  said  the  President's 
:w  program  will  cover  appropria- 
3ns  for  "long  range  efforts  for 
ew  facilities  and  transmitters, 
id  similar  investments,  such  as 

-  e  building  of  great  new  radio 

'  cilities."  It  also  will  support  im- 
ediate  expansion  of  existing  pro- 

'■ams  and  utilization  of  present 
ansmitters,  he  explained. 

.  Sen.  Benton  was  backed  on  the 
!>or  by  Sens.  Harley  Kilgore  (D- 
Va.),  J.  William  Fulbright 
3-Ark),  Hubert  Humphrey  (D- 
inn.),  and  others.  Sen.  Fulbright 
id  others  sharply  criticized  the 
snate  Appropriations  Committee 
r  paring  the  budget  funds  for 
e  Voice  and  other  information 
-.tivities. 


COMBAT  RECORDINGS 


Defense  Dept.  Cooperates  With  Networks 


IGHEST  sales  peak  in  its  17-year 
.story   reached    by    KIEV  Glendale, 
ilif.,  during  first  six  months  of  this 
ar,  station  reports. 


1930  —  1950 
20th  Anniversary  Year 

46.0 

"HOOPER"* 

•(average  5  periods 
winter,  1950) 

proves  the  best  buy 

in 

DANVILLE,  VA. 

WBTM 

Rep:  HOLLINGBERY 
i  5kw  (d)  ABC    Ikw  (n) 


and  MBS'  Air  Force  Hour. 

Additionally,  Mr.  Dillon  re- 
vealed, the  Pentagon  has  made 
available  its  studio  and  recording 
rooms  to  the  networks  for  broad- 
casts and  telecasts.  All  have  direct 
lines  to  the  Pentagon.  ABC  and 
NBC  have  been  chief  users  thus 
far.  Defense  Dept.  also  has  set  up 
a  radio  newsroom  similar  to  one 
used  by  newspapermen. 


FOUR  major  radio  networks  are 
cooperating  with  the  Defense 
Dept.'s  radio-TV  information 
branch  on  the  exchange  of  informa- 
tion from  the  Korean  and  Tokyo 
headquarters  areas,  the  Defense 
Dept.  revealed  last  week. 

The  department  has  sent  two 
"reporter  officers"  to  the  Korean- 
Tokyo  war  theatres  to  make  com- 
bat recordings  of  fighting  action 
for  immediate  use  by  the  networks 
and  the  Pentagon,  according  to 
Charles  Dillon,  chief  of  the  radio- 
TV  branch.  The  two  officers — 
Major  Wes  McPheron  (USA)  and 
Ensign  Jack  Siegel  (USN) — are 
representing  all  military  services, 
he  added. 

The  material  recorded  is  divided 
into  two  categories — "hot"  news 
and  so-called  feature  material — 
and  is  played  over  the  networks' 
voice  circuits  to  San  Fi-ancisco. 
Spot  news  is  being  used  by  the 
networks  to  supplement  their  reg- 
ular coverage,  while  the  feature 
material  is  relayed  to  the  Pentagon 
for  use  on  such  Defense  Dept.  pro- 
grams as  ABC's  Time  for  Defense 

SECURITY  MOVE 

Solons  Ask  News  'Restraint'     B.   G.   Df  SYLYA 


MARY  PfCKFORD 

Offers  To  Aid  Propaganda 

MARY  PICKFORD,  "America's 
sweetheart"  of  the  silent  movie 
era,  has  placed  her  services  at  the 
disposal  of  the  U.  S.  government 
for  "propaganda  functions,"  in- 
cluding those  of  the  Voice  of  Amer- 
cia,  her  personal  representative, 
Mai  Boyd,  revealed  last  week. 

Wires  indicating  her  availability 
were  sent  to  Defense  Secretary 
Louis  Johnson;  Sens.  Tom  Con- 
nally  (D-Tex.),  Elbert  Thomas 
(D-Utah)  and  William  Benton  (D- 
Conn.);  and  to  Edward  Barrett, 
assistant  Secretary  of  State  for 
public  affairs,  charged  with  super- 
vision of  the  Voice. 


AMERICAN  RADIO  and  press  last 
week  were  urged  "to  exercise  such 
voluntary  restraint  as  may  be 
necessary  to  insure  adequate  se- 
curity' as  Congress  evidenced 
growing  wariness  over  disclosures 
of  movement  of  U.  S.  troops  and 
materials. 

Defense  Secretary  Louis  John- 
son issued  a  security  directive  to 
the  military  branches  setting  forth 
limitations  on  the  release  of  in- 
formation by  the  services.  Direc- 
tive covered  information  dealing 
with  "preparations  for  military 
operations  or  movements  within 
the  Continental  U.  S."  and  move- 
ments of  Naval  vessels,  transports, 
cargo  ships  from  the  West  Coast 
and  west  of  Pearl  Harbor.  Other 
data  included  unit  designations, 
equipment  status,  strength,  date 
of  movements. 

Demand  for  this  voluntary  curb 
was  voiced  by  Sen.  Styles  Bridges 
(R-N.  H.)  in  a  statement  on 
Capitol  Hill.  Almost  simulta- 
neously, the  Army  and  Navy  an- 
nounced they  have  issued  policy 
directives  to  command  posts  calling 
for  tighter  security  measures. 

Sen.  Bridges  said  he  had  been 
disturbed  by  "recent  press  and 
radio  reports"  dealing  with  move- 
ment of  troops  and  supplies  and 
urgid  the  Defense  Dept.  to  put  an 
end  to  such  "public  disclosures"  as 
a  "measure  of  elementary  security." 

Radio  and  press  reports  of  ship 
movements  would  be  permitted 
after  departure  of  ships  from  the 
West  Coast,  according  to  the  Navy 
directive.  Data  and  statistics  on 
personnel  and  equipment  numbers 
may  not  be  disclosed,  it  added. 


Capitol  Records  Founder  Dies 

FUNERAL  services  for  B.  G. 
(Buddy)  De  Sylva,  55,  a  foundei- 
and  director  of  Capitol  Records 
Inc.,  Hollywood,  were  held  last 
Thursday  from  Cunningham  & 
O'Connor  Mortuary,  Los  Angeles. 
He  died  at  Hollywood  Presbyterian 
Hospital  early  last  Tuesday  from  a 
heart  ailment. 

Formerly  executive  producer  of 
Paramount  Pictures  Corp.  before 
he  formed  his  own  motion  picture 
producing  company,  Mr.  De  Sylva 
with  Glenn  Wallichs  and  Johnny 
Mercer  founded  Capital  Records 
Inc.  in  March  1942.  He  was  active 
in  the  organization  as  chairman  of 
the  board  for  several  years. 

Besides  his  widow,  Mrs.  Marie 
De  Sylva,  surviving  is  a  step-son, 
David  Shelley. 


EXCISE  BILL 

Korea  War  Seen  as  Bar 

ADMINISTRATION  leaders  last 
week  reportedly  were  prepared  to 
abandon  the  huge  revenue-excise 
tax  reduction  bill  in  the  face  of 
Korean  hostilities  and  the  prospect 
of  increased  federal  expenditures 
for  defense  purposes. 

The  bill,  on  which  the  Senate 
Finance  committee  held  hearings 
all  last  week,  would  provide  for 
wholesale  boosts  in  corporate  taxes, 
close  loopholes  through  which  some 
organizations  are  presently  tax- 
exempt  on  their  radio  and  other 
"unrelated"  activities,  and  pare 
certain  excises. 

Sen.  Walter  F.  George  (D-Ga.), 
chairman  of  the  Senate  group,  de- 
clined comment  on  reports  that 
Treasury  Secretary  John  Snyder 
had  recommended  shelving  the  bill, 
but  Congressional  leaders  agreed 
generally  that  excise  tax  cuts  ap- 
peared out  of  the  question  for  the 
time  being. 

Asked  for  his  view  on  excise 
taxes  during  his  Thursday  radio- 
press  conference,  President  Tru- 
man said  he  endorsed  every  word 
in  the  Snyder  statement  which 
called  for  abandoning  the  Admin- 
istration's 1950  tax  program. 

The  measure  passed  the  House 
last  month  after  lengthy  hearings, 
during  which  the  House  Ways  & 
Means  Committee,  among  other 
actions,  rejected  a  proposed  tax  on 
TV  receivers  at  the  manufacturers' 
level  and  voted  to  retain  the  20% 
tax  on  radio  sets  [Broadcasting, 
July  3]. 


WRIB  APPLICATION 

FCC  Sets  Further  Hearing 

FCC  has  remanded  to  a  hearing 
examiner  for  further  hearing  the 
application  of  WRIB  Providence, 
R.  I.,  for  an  increase  in  power  to 
enable  W^RIB  to  show  it  would  not 
in  the  future  sell  time  to  time 
brokers. 

Case  hearing  Examiner  Leo 
Resnick  has  proposed  to  grant 
WRIB's  request  to  change  power 
from  250  w  to  1  kw,  operating  day- 
time on  1220  kc  [Broadcasting, 
April  3]. 


Sing- 
symbol  of 
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KIKI  EQUIPMENT 

To  Use  GE  'Package  Unit' 

SETTING  Sept.  1  as  its  scheduled 
opening  date,  KIKI  Honolulu  will 
be  equipped  with  a  General  Elec- 
tric 250  w  transmitter,  according 
to  Royal  V.  Howard,  owner  and 
president  of  the  new  outlet.  Mr. 
Howard  has  been  in  consultation  in 
San  Francisco  with  Charles  T. 
Haist  Jr.,  western  sales  manager 
for  GE's  electronics  department. 

GE  station,  called  a  "package 
unit,"  includes  towers,  transmit- 
ter, monitoring  equipment,  control 
console  and  other  broadcast  acces- 
sories. 

KIKI,  which  takes  its  call  let- 
ters from  nearby  Waikiki  Beach, 
will  operate  on  860  kc.  Mr.  How- 
ard is  a  former  director  of  NAB's 
department  of  engineering,  pre- 
viously serving  as  vice  president  in 
charge  of  engineering  for  Asso- 
ciated Broadcasters  Inc.  (KSFO 
KPIX  San  Francisco) .  He  also 
has  an  interest  in  KXA  Seattle. 


allied  arts 


Mike  Naming  Contest 

RCA  Labs  has  announced  a  con- 
test to  pick  a  name  for  its  new 
BK-4A  microphone.  Eligible  for 
the  contest  are  owners  or  employes 
of  a  licensed  AM,  FM  or  TV 
broadcast  station.  Closing  date  for 
entries  is  July  31.  Prize  winner 
will  receive  a  16-inch  TV  receiver. 
In  addition,  the  station  wins  one 
of  the  new  microphones. 


JOHN  E.  WILEY,  board  chairman 
Fuller  &  Smith  &  Ross  Inc.,  N.  Y., 
to  chairman  planning  committee 
and  vice  president  Hill  &  Knowlton 
Inc.,  N.  Y.  public  relations  firm. 

BARBARA  STANGER,  Compton  Adv., 
N.  Y.,  forms  Writers  for  Television, 

exclusive  TV  script  and  script  writers 
agency.  Offices  at  17  E.  48th  St.,  N.  Y. 

W^LLIAM  H.  HOUGHTON,  Associated 
Program  Service,  N.  Y.,  named  service 
manager.  Firm  services  TV  and  radio 
music  libraries. 

J.  P.  (Jules)  SOMMER,  account  ex- 
ecutive Bernard  Relin  Assoc.,  N.  Y., 
named  public  relations  consultant  to 
Television  Research  Institute,  N.  Y. 

RAYMOND  S.  AUGUST  appointed 
general  manager  Transcast  Corp., 
Boston. 

MAEVE  SOUTHGATE  resigns  as 
story  editor  of  NBC-TV  to  open  office 
as  consultant  to  agencies  and  spon- 
sors of  TV  programs  at  25  W.  9th 
St.,  N.  Y. 

WLDM  (FM)  Detroit  and  KLTI-FM 
Long\'iew,  Tex.,  sign  franchise  agree- 
ment for  Functional  Blusic,  Chicago 
subsidiary  Field  Enterprises  which 
offers  FM  music  programming  with- 
out commercials. 

ARTHUR  E.  PICKENS  Jr.,  to  Radio 
Features,  Chicago  syndicated  package 


The  Answer  to  a 
Disc  Jockey's  Prayer 

•     •     •  • 

DAVEN 


If  is  now  possible  to  minimize  the  chance  for  human  error  in  program 
control  work.  The  Doyen  Company  hos  once  again  pioneered  in  the  field  of 
audio  communicationt  controls,  and  developed  a  foolproof  Miniature 
Switch.  This  type*,  SW-1000,  is  a  notably  compact,  low  voltage,  low 
current  control.  It  is  a  cam  operated  single  pole  double  throw  switch,  with 
an  OFF  position  in  the  center.  An  outstanding  feature  of  the  SW-1000  i* 
that  it  may  be  obtained  on  standard  Daven  attenuators  without  increasing 
the  overall  dimensions. 

This  switch  may  be  used  to: 

*  Operate   a    relay   which   can   start   a  turntable 
motor. 

*  Function   as   a   cueing  control. 

*  Control  indicator  lamps. 

This  switch  is  rated  at  1  Amp.— 48  Volts. 
Available  on  Daven  LA-350  Series  of  20  Step  Ladder  Attenuators 

*PAT.  PEND.  For  further  information  write  to  Dept.  BD-3 


firm,  as  program  director.  Will  handle 
all  radio-TV  programming.  Was  vi^ith 
TV  departments  Malcolm-Howard  and 
W.  B.  Doner  Agencies,  Chicago. 

N.  C.  RORABAUGH,  publisher  Rora- 
baugh  reports  on  TV  and  spot  radio 
advertising,  father  of  boy,  Mark 
Charles,  July  1. 

RICHARD  S.  TESTUT,  vice  president 
and  general  manager  Muzak  Corp., 
N.  Y.,  and  Associated  Program  Serv- 
ice, and  Irene  Bennett  announce  their 
marriage. 

COMMUNITY  CHESTS  and  Councils 
of  America  Inc.  mailed  audio-visual 
radio  kit  to  stations  July  15.  Included 
are  station  breaks,  "minute  dramas" 
and  "minute  interviews." 


G.  L.  ROARK,  General  Electric  elec- 
tronics district  manager  in  N.  Y., 
named  regional  manager  of  tube  divi; 
sions,  Chicago. 

CHARLES  F.  WATTS,  Knoll  Assoc. 
Inc.,  to  Andrea  Radio  Corp.  as  assist- 
ant purchasing  agent  in  charge  TV 
cabinet  procurement. 

ROBERT  G.  SCOTT,  senior  engineer 
DuMont  Labs  Inc.,  Clifton,  N.  J.,  ap- 
pointed head  commercial  engineering 
department,  Cathode-ray  tube  divi- 
sion. 

JUSTIN  J.  McCarthy,  N.  Y.  district 
manager  for  lighting  division,  Syl- 
vania  Electric  Products  Inc.,  to  special 
sales  representative  to  promote  sale 
of  TV  picture  tubes  in  N.  Y.  and 
Phila.  area. 

GEORGE  F.  BART,  Gross  Distribu- 
tors Inc.,  to  Olympic  Radio  &  TV  Inc., 
Long  Island  City,  N.  Y.,  as  advertis- 
ing manager. 

H.  L.  HOFFMAN,  president,  Hoffman 
Radio  Corp.,  L.  A.,  and  R.  S.  BELL, 
vice  president  of  Packard-Bell,  L.  A., 
elected  directors  local  Radio-TV  Mfrs. 
Assn. 

VARLEY  P.  YOUNG,  public  relations 
counsel  Wright  Aeronautical  plant, 
Cincinnati,  to  public  relations  depart- 
ment Crosley  Div.,  Avco  Mfg.  Corp., 
same  city. 

A  WORLD  OF  FOOD,  N.  Y.,  offers 
tested  recipes  and  cartoons  for  AM 
and  TV  programs  without  cost  or  obli- 
gation. Address  News  Dept.,  104  E. 
40th  St.,  N.  Y.  16. 


"Technical  • 


CHARLES  W.  DONALDSON  to  WKAN 
Kankakee,  111.,  engineering  staff  for 
summer. 

ASTATIC  CORP.,  Conneaut,  Ohio,  an- 
nounces Symabar,  model  DR-10  micro- 
phone, utilizing  sintered  metal  to  can- 
cel out  15  db  front  to  back. 

RCA  Tube  Dept.  announces  senior 
VoltOhmyst,  service-type  voltmeter 
providing  direct  peak-to-peak  mea- 
surement of  complex  wave  shapes  up 
to  1400  volts.  Instrument  designed 
for  TV  signal  tracing. 


W/CY  QUARTERS 

AM-TV  Structure  Underwc 

CONSTRUCTION  on  a  .$450,0< 
structure  to  house  new  studio  ar 
office  facilities  for  WKY-AM-T 
Oklahoma  City  was  begun  la 
Monday  at  the  site  of  the  station 
transmitters  six  miles  north  < 
the  downtown  section.  Comply 
tion  is  set  for  March  1,  1951. 

Building  will  include  complet 
AM  and  TV  studio  facilities  ar 
control  room,  personnel  offices,  an 
garages  for  AM-TV  mobile  unit- 
WKY-TV  will  originate  telecast 
in  the  new  studios  and  at  presen 
facilities  in  the  Little  Theatre  o 
the  Municipal  Auditorium,  oi 
which  -  the  station  has  a  long- tern 
lease. 

In  announcing  the  March  1  targe 
date,  P.  A.  Sugg,  manager  of  WKY 
AM-TV,  licensed  to  WKY  Radio 
phone  Co.,  said  expansion  of  bott 
radio  and  television  resulted  ir 
need  for  a  new  building.  WKY 
has  occupied  quarters  in  the  Skir- 
vin  Tower  Hotel  since  April  1936 
WKY-TV  began  operation  June  6 
1949.  ' 


]  si 


'VOICE'  OUTPUT 

Dispute  Silences  Unili  it 

A  UNION  jurisdictional  dispute 
involving    AFL    technicians  last 
week  silenced  the  outflow  of  Voice 
of  America's  Korean  and  Japanese  t  . 
programs  from  one  of  the  Statej' 
Dept.  three  transmitters  in  Sani. 
Francisco.    The  Voice  transmitter,! 
already  stilled  for  six  weeks,  hadl 
resumed    its    broadcasts    but  a 
broken  transmitter  line  atop  a  200-i. 
ft,  antenna  tower  again  disrupted 
operation. 

Dispute  arose  when  AFL  elec- 
tricians refused  to  permit  a  steeple- 
jack to  fix  the  broken  wire.  Philip 
Laskey,  president  of  Associated) 
Broadcasters  Inc.,  station  operator, 
suggested  lowering  the  steeplejack, 
from  a  helicopter.  AFL's  IBEW/ 
however,  claimed  jurisdiction  but 
turned  down  the  suggestion  as 
dangerous.  Only  other  alternative, 
Mr.  Laskey  said,  is  to  lower  the 
antenna  to  the  ground  for  repair. 
Such  a  move,  he  added,  would  re- 
quire an  extra  Congressional  ap- 
propriation. 


WDRC 


CONNECTICUT  S  PIONEER  BROAOCASIER 


CONNECT  IN 
CONNECTICUT 

evening 

Morning,  ferno°:-     t  ^^y 


„     Cpe  facts> 
Hoopers  in  njv. 
"'^^  ""iTdv     V/r-.te  V/'"- 
roJn,erciol 

Hertford,  ConnecV.cot. 


Ma\o, 

v/drc. 
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NAB  COMMITTEES 


FM  Group  First  Step 
In  New  Plan 


FIRST  action  to  set  up  a  new  and  condensed  committee  structure  in 
NAB  was  taken  last  week  with  appointment  of  a  five-man  FM  Com- 
mittee, headed  by  Ben  Strouse,  WWDC-FM  Washington,  an  NAB 
director-at-large  representing  FM  [Closed  Circuit,  July  3]. 


Two  committees — AM  and  TV 
— have  not  yet  been  announced. 
The  three-committee  idea  was 
adopted  by  the  board  at  the  sug- 
gestion of  William  B.  Ryan,  NAB 
general  manager.  It  is  designed 
to  give  NAB  a  media  perspective, 
with  each  committee  interested  in 
its  own  problems. 

Joining  Mr.  Strouse  on  the  FM 
committee  are  Everett  L.  Dillard, 
WASH  (FM)  Washington,  who 
retired  last  April  as  a  director-at- 
large  for  FM;  Henry  W.  Slavick, 


WMCF  (FM)  Memphis,  recently 
retired  District  6  director;  Frank 
U.  Fletcher,  WARL-FM  Arling- 
ton, Va.,  FM  director-at-large,  and 
Josh  Home,  WFMA  (FM)  Rocky 
Mount,  N.  C,  once  a  director  of  the 
old  FM  Assn. 

The  FM  Committee  is  expected 
to  introduce  a  new  technique  to 
NAB  committee  meetings  by  in- 
viting FM  broadcasters  to  attend 
a  meeting  tentatively  scheduled 
Aug.  7-8. 


Defense  Questions 

5 

(Continued  from  page  17) 

-beed  the  conclusion  of  Korean 
]bstilities. 

;!  The  armed  services  have  been 
lUshing  plans  to  step  up  their  de- 
iands  for  communications  special- 
jts  in  such  divisions  as  the  Signal 
orps.  Army  and  Army  Air  Corps. 
:i  The  manpower  issue  was  pro- 
jected on  a  national  level  last  week 
B  W.  Stuart  Symington,  chairman 
■E  the  National  Security  Resources 
;!oard,  met  in  Washington  vdth 
-ibor  leaders  on  manpower  controls 
,pvisaged  under  total  mobilization. 

Conversion  Plans 

l! 

!  Earlier,  a  Munitions  Board  oiR- 
jLal  revealed  proposals  for  conver- 
•Lon  of  industries,  stockpiling  and 
technical  skills"  which  are  deemed 
isential  in  the  nation's  planning 
ports. 

•  Mr.  Symington,  charged  with  co- 
,rdinating  the  nation's  planning  on 
■ulitary  and  civilian  levels,  con- 
jErred  Tuesday  with  officials  of  the 
10,  AFL  and  other  unions  repre- 
enting  the  labor  force. 

NSRB  officials  stressed  that, 
-hile  civilian  production  would  be 
ared  in  the  event  of  emergency, 
mat  situation  is  not  yet  "in  sight." 
lanpower  needs,  moreover,  cannot 
e  determined  specifically  until 
'reduction  demands  are  formu- 
'»ted,  they  added. 
'  It  was  pointed  out,  however,  that 
'le  manpower  problem  presents 
arying  aspects  from  those  studied 
jefore  World  War  II,  in  that  the 
kbor  surplus  is  far  less  today — 
{bout  four  million  are  unemployed 
Dmpared  to  eight  million  during 
'940-41. 

It  also  was  emphasized  that  the 
lanpower  question  also  awaits  a 
eport  from  the  Defense  Dept.  on 
i;s  full  needs. 

Both  the  CIO  and  AFL  are  heav- 
-y  represented  in  the  radio-TV 
^idustries. 

Falling  under  AFL  jurisdiction 
re  such  groups  as  the  American 
f  ederation  of  Musicians,  Associ- 
ated Actors  and  Artists  of  Amer- 
^ra.  International  Brotherhood  of 
illectrical  Workers,  International 
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Alliance  of  Theatrical  Stage  Em- 
ployes and  Moving  Picture  Oper- 
ators, Broadcast-Television  Record- 
ing Engineers  (division  of  IBEW), 
Radio  &  Television  Directors  Guild, 
and  others,  many  of  them  affiliated 
with  Associated  Actors  and  Artists 
of  America. 

CIO  has  claimed  the  American 
Communications  Assn.,  Communi- 
cations Workers  of  America,  Unit- 
ed Office  of  Professional  Workers 
of  America  and  others. 

Labor  leaders  have  appointed  a 
nine-man  committee  to  work  with 
Mr.  Symington  on  the  nation's  man- 
power plans,  and  also  placed  them- 
selves squarely  on  record  as  op- 
posed to  a  labor  draft,  contending 
that  voluntary  controls  are  suffi- 
cient. 

There  was  sentiment  on  Capitol 
Hill  for  immediate  mobilization, 
reflected  in  a  demand  by  Sen.  Lyn- 
don B.  Johnson  (D-Tex.)  last 
Wednesday.  He  urged  the  Presi- 
dent to  place  priority  orders  "for 
all  material  essential  to  the  armed 
forces"  and  called  for  "necessary 
emergency  legislation  to  provide 
powers  necessary  for  full  mobili- 
zation of  our  industrial  capacity." 

Labor  Skills  Listed 

It  was  revealed  that  the  govern- 
ment could  put  over  250  industrial 
plants  on  a  war  production  footing 
"almost  overnight"  and  has  stand- 
by plans  for  at  least  200  others. 

With  respect  to  the  nation's  man- 
power plans,  Hubert  Howard, 
chairman  of  the  Munitions  Board, 
disclosed  that  his  board  has  set 
aside  a  list  of  some  300  skills 
which  would  be  deemed  "scarce" 
in  wartime  and  which  take  years 
of  experience  to  acquire. 

Technical  skills  presumably  com- 
prise a  good  part  of  the  list,  a 
Munitions  Board  official  conceded 
last  week,  pointing  out  that  already 
the  armed  services  have  stepped  up 
their  recruiting  campaigns  on  the 
basis  of  needs  in  the  specialized 
communications  fields. 

"Persons  having  one  of  these 
skills  will  be  drafted  only  to  the 
extent  and  in  the  numbers  defi- 
nitely needed  for  that  skill  by  the 
services,"  Mr.  Howard  said  in  Chi- 
cago. 


"We  assume  the  local  selective 
service  board  will  determine  who 
will  be  deferred  on  an  individual 
basis  and  that  plant  management 
will  make  requests  for  the  defer- 
ment of  those  with  critical  skills 
and  will,  at  the  same  time,  econo- 
mize on  their  use." 

NSRB  itself  is  known  to  be 
studying  the  number  of  trained 
radio  and  TV  technicians  as  part 
of  its  overall  defense  plan  involv- 
ing distinction  between  primary 
and  secondary  commercial  stations 
contemplated  as  links  in  wartime 
emergency  networks. 

Also  under  consideration  are 
costs  of  component  parts  of  equip- 
ment items,  maintenance,  and  the 
general  manpower  situation  as  it 
would  affect  the  broadcast  indus- 
try. 

On  the  total  plants  available  to 
the  government  for  war  produc- 
tion, detailed  blueprints  have  been 
set  for  at  least  250,  some  of  them 
presumably  including  electronics 
manufacturers  like  Andrew  Corp., 
which  could  be  converted  for  al- 
most exclusive  production  of  mili- 
tary communications  needs.  A  host 
of  others  were  understood  also  to 
be  included  in  plans. 

Munitions  Board  currently  is  con- 
sidering over  70  separate  pro- 
grams for  mobilization  of  indus- 
try. Meanwhile,  the  Electronics 
Equipment  Advisory  group,  com- 
prising electronics  maniifacturers, 


is  cooperating  with  NSRB  and  the 
Munitions  Board  on  equipment 
specifications  and  standardization 
of  nomenclature  required  by  the 
military.  Next  meeting  is  slated 
for  Sept.  24. 

The  extent  of  civilian  retrench- 
ments in  electronics  industries  al- 
ready has  been  well  charted  by  the 
Munitions  Board  in  directives  to 
procurement  officers. 

Civilian  Quotas 

While  at  least  50%  of  ordinary 
peacetime  productive  capacity 
probably  would  remain  devoted  to 
civilian  demands  with  respect  to 
industry  as  a  whole,  over  909c  of 
communications  equipment  would 
be  channeled  to  military  sources. 
These  include  such  items  as  radios, 
tubes,  and  other  equipment.  One 
estimate  placed  civilian  needs  dur- 
ing emergency  at  roughly  7%  for 
these  materials. 

Cathode  or  transmitter  tubes 
would  be  in  great  demand  by  the 
government,  it  was  felt. 

Oh  the  materials  side,  Mr.  How- 
ard said  that  the  Munitions  Board 
now  is  engaged  in  a  $3,800,000,000 
stockpiling  program,  which  em- 
braces such  critical  or  classified 
materials  as  tin,  tungsten,  copper, 
manganese,  chrome,  nickel,  alum- 
inum, rubber,  industrial  abrasives, 
zinc,  etc.  Many  of  these  items  are 
used  by  radio-TV  manufacturing 
industries. 

Demands  for  scarce  materials 
and  the  Munitions  Board's  stock- 
piling program  have  evoked  pro- 
tests from  small  business  concerns 
unable  to  attain  them  for  civilian 
use.  Complaints,  filed  with  the 
House  Select  Small  Business  Com- 
mittee, have  cited  inability  to  ob- 
tain such  materials  as  zinc  and 
rubber  because  of  the  board's  stock- 
piling, stepped  up  since  the  out- 
break of  Korean  hostilities. 


'Cigar  Parade'  Spots 

THE  NATIONAL  "Cigar  Enjoy- 
ment Parade,"  sponsored  by  both 
manufacturers  and  distributors,  in 
August,  will  begin  using  spot  radio 
between  6:30-8:00  a.m.  in  42  major 
cities.  Wesley  Assoc.",  New  York, 
agency  for  the  account,  is  looking 
for  radio  availabilities,  while  tele- 
vision plans  announced  earlier  re- 
main the  same. 
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DEFENDS  LBS 

Mallory  Answers  Hofheinz 

A  CALIFORNIA  broadcaster  last 
week  rained  to  the  defense  of  the 
Liberty  Broadcasting  System's  re- 
created baseball  broadcasts  which 
have  come  under  attack  by  KTHT 
Houston.  The  latter  had  filed  a 
complaint  with  the  FCC  asking  it 
to  examine  Liberty's  practices  em- 
ployed in  "reconstructed"  baseball 
play-by-play  broadcasts  [Broad- 
casting, July  3]. 

In  a  letter  to  FCC  Chairman 
Wayne  Coy,  Charles  F.  Mallory, 
vice  president  and  general  man- 
ager, KSJO  San  Jose,  called  the 
complaint  by  Roy  Hofheinz,  oper- 
ator of  the  MBS-outlet  KTHT, 
"very  unfair  and  illogical." 

Mr.  Mallory  claimed  that  Mr. 
Hofheinz  failed  to  inform  the  Com- 
mission "that  a  good  many  of  the 
baseball  games  broadcast  by  Lib- 
erty .  .  .  have  been  actual  'live 
broadcasts'  .  .  ."  in  addition  to  re- 
creations. While  admitting  that 
Liberty  re-creations  "do  sound  as 
if  they  are  broadcast  from  the 
field  of  play,"  he  said  he  could  not 
see  any  attempt  by  Liberty  "to 
deceive  or  conceal  from  the  public 
the  fact  that  some  of  the  games 
are  re-created." 

The  KTHT  complaint  had 
charged  Liberty  with  attempting 
to  give  the  impression  that  the 
reconstruction  of  broadcasts  "are 
contemporaneous  play-by-play  ac- 
counts," and  asserted  the  broad- 
casts were  "misleading  and  decep- 
tive to  the  public.  .  .  ."  Mr.  Mallory 
said  Liberty,  as  a  "stimulant"  to 
the  broadcasting  industry,  "has 
brought  back  the  competitive 
spirit"  and  alleged  the  issue 
evolved  about  the  inability  of  the 
Hofheinz'  stations  to  cope  with 
"something  that  is  nothing  more 
than  a  competitive  sales  prob- 
lem. .  .  ." 

It  is  understood  that  the  expected 
reply  by  Liberty  to  the  KTHT  com- 
plaint will  involve  Mutual  by  con- 
tending its  position  is  no  more 
vulnerable  than  that  of  MBS  with 
the  latter's  delayed  baseball  shows 
[Closed  Cicruit,  July  10].  Lib- 
erty's reply,  which  had  not  been 
received  by  the  FCC  last  week,  is 
expected  to  be  forthcoming  some- 
time this  week. 
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NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(Total  U.  S.,   INCL.,  SMAIL-TOWN,  FARM  AND  URBAN   HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

JUNE  4-10,  1950 


Current 
Rating 

Current  Previous  Homes 
Rank         Rank                  Programs  % 

EVENING,  ONCE-A-WEEK   (Average  For  All  Programs)   (6.6) 

1  1  Lux   Radio   Theatre   (CBS)    15.4 

2  2  My  Friend  Irma  (CBS)    12.0 

3  6  Walter  Winchell  (ABC)    11.3 

4  25  People  Are  Funny  (NBC)    11.2 

5  3  Godfrey's  Scouts  (CBS)    11.1 

6  7  Bob  Hawk  (CBS)    10.6 

7  18  Mr.    District   Attorney    (NBC)   10.5 

8  11  Horace  Heidf  Show  (CBS)    10.2 

9  9  You  Bet  Your  life  (CBS)   10.1 

10  IS  Mr.  Keen  (CBS)    10.0 

EVENING,  MULTI-WEEKLY  (Average  For  All  Programs)   (3.7) 

1  1  Beulah    (CBS)    6.7 

2  2  Lone   Ranger   (ABC)    5.8 

3  4  Oxydol  Show  (CBS)    5.6 

WEEKDAY  (Average  For  All  Programs)   (4.5) 

1  1  Godfrey  (Ligg.  &  Myers)   (CBS)   9.2 

2  2  Romance  of  Helen  Trent  (CBS)   7.9 

3  3  Godfrey   (Nabisco)   (CBS)    7.5 

4  7  Ma  Perkins  (CBS)   7.5 

5  8  Wendy  Warren  (CBS)   7.3 


Previous 
Rank 

11 

5 
14 
16 

4 


Programs 

Our  Gol,  Sunday  (CBS)   

Right  to  Happiness  (NBC)  

Godfrey   (Gold  Seal)  (CBS)... 

Big    Sister  (CBS)...  

Pepper  Young's   Fomily  (NBC). 


Current 
Rank 

6 
7 
8 
9 
10 

DAY,  SATURDAY  (Average  For  All  Programs)  

1  1  Armstrong   Theatre  (CBS)   

2  2  Grand  Central  Station  (CBS)... 

3  4  Stars  Over  Hollywood  (CBS)  .  .  . 

DAY,  SUNDAY  (Average  For  All  Programs)   

1  1  True  Detective  Mysteries  (MBS). 

2  2  Shadow  (MBS) 


Martin   Kane,   Private   Eye  (MBS). 


Curren  I 
Ralins 
Homei 

% 

6.9  ' 

6.9 

6.9 

6.7 

6.7 

(5.1 
9.3 
8.6 
8.1 

(2.9; 

8.5 
6.S 
5.9 


Copyright  1950  by  A.  C.  NIELSEN  CO. 
Number  of   homes   is  ob'ained   by   applying   the   "NIELSEN- i) 


-the    1950    estimate    of    Total    United « 


NOTE 

RATING"    (%)    to  40,700,000 
States  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  except  \ 
for  homes   listening   only   1    to   5  minutes. 


VA.  NETWORK 

8  Independents  Map  Plans 

PLANS  for  formation  of  a  network 
of  eight  Virginia  independent  sta- 
tions were  explored  at  a  meeting 
of  program  directors  in  Richmond, 
Va.,  last  week. 

Graeme  Zimmer,  vice  president 
of  WXGI  Richmond,  and  board 
members  of  the  eight  outlets  are 
studying  plans  for  the  independ- 
ents' network  to  include  stations 
in  Richmond,  Norfolk,  Alexandria, 
Charlottesville,  Farmville,  Black- 
stone  and  Hampton. 


Saunders  Named 

ELECTION  of  Ernie  Saunders, 
WCHS  Charleston,  as  president  of 
the  West  Virginia  Sportscasters 
Assn.  was  announced  by  the  station 
following  the  annual  meeting  of  the 
association  at  the  Greenbrier  Hotel 
in  White  Sulphur  Springs,  W.  Va. 
Other  officers  named  during  three- 
day  sessions,  which  ended  fortnight 
ago,  were  Lew  Clawson,  WWVA 
Wheeling,  vice  president,  and  Joe 
Farris,  WGKV  Charleston,  secre- 
tary-treasurer. 


HEADQUARTERS  of  Canadian  Broad- 
casting Corp.  shortwave  stations  at 
Sackville,  N.  B.,  changed  to  1125 
Dorchester  St.,  Montreal. 
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NATIONAL  REPRESENTATIVES 

RA  -TEl 

420  LEXINGTON  AVE.,  N.Y.C 

50,000  Wolts  Daytime  - 
5,000  Watts  Nighttime 


K^AH  ON  AIR 

Boasts  Modern  Studios 

KMAN  Manhattan,  Kan.,  operat- 
ing daytime  on  1350  kc  with  500  w, 
is  now  in  its  second  month  on  the 
air  as  Kansas'  newest  outlet.  As 
such,  it  boasts  one  of  the  most 
modern  studio  quarters  in  the  state, 
according  to  Manager  Ray  L. 
Kozak. 

KMAN  made  its  official  debut  on 
June  4  with  most  of  the  station's 
manpower  coming  from  the  Kansas 
State  College  (Manhattan)  radio 
department.  Equipped  entirely  by 
Gates,  the  station  occupies  the 
second  floor  of  a  downtown  build- 
ing. 

Chief  personnel  in  addition  to 
Mr.  Kozak,  formerly  with  KSRV 
Ontario,  Ore.,  include  Program  Di- 
rector Fredrick  Butcher,  graduate 
of  Kansas  State  and  formerly  with 
KXLQ  Bozeman,  Mont.;  Chief  En- 
gineer Herbert  Lavin,  formerly  of 
KHAS  Hastings,  Neb.,  and  Com- 
mercial Manager  Fred  Langan. 
KMAN  uses  AP  news,  Capitol 
transcriptions  and  Liberty  Broad- 
casting System  baseball  broadcasts. 


RADIO-TV  COMICS 

Post  Office  Investigating 

THE  U.  S.  Post  Office  Dept.  is 
cracking  down  on  comic  books  in 
which  cartooned  heroes  allegedly 
advertise  their  radio,  movie,  TV 
and  real-life  counterparts.  A  de- 
partment official  has  disclosed  that 
the  Post  Office  is  studying  the  situ- 
ation. If  the  comic  books  are  found 
to  be  simply  advertising  matter, 
the  publishers  will  lose  second  class 
mail  privileges. 

In  its  investigation,  the  depart- 
ment looks  over  contracts  comic 
book  publishers  make  with  the 
"big  names"  featured.  One  con- 
tract, according  to  a  P.  0.  investi- 
gator, required  one  page  of  each 
magazine  be  devoted  to  promoting 
the  hero's  movie.  Issue  is  whether 
comic  books  such  as  "Mr.  District 
Attorney,"  "Bob  Hope,"  or  "Howdy 
Doody"  are  really  editorial  or  the 
means  by  which  their  heroes  are 
promoted  in  other  fields. 


KRIZ  OPENING 


Sept.  1  Set  for  Debut 

KRIZ  Phoenix,  Ariz.,  will  go  on  the 
air  on  or  about  Sept.  1,  according 
to  Howard  M.  Loeb,  owner-man- 
ager. 

With  studios  and  offices  at  2345 
W.  Buckeye  Road,  Phoenix,  the 
station  will  operate  fulltime  with 
250  w  on  1230  kc.  Mr.  Loeb  for- 
merly operated  WFDF,  ABC  affil- 
iate in  Flint,  Mich.,  and  previously 
was  with  KQV  Pittsburgh. 


Aflantic  Sports  Meet 

AN  ALL  DAY  "refresher"  session 
was  held  July  11  by  N.  W.  Ayer 
&  Son,  Philadelphia,  and  the  At- 
lantic Refining  Co.  for  sports  com- 
mentators who  announce  play-by- 
play of  Philadelphia,  New  York, 
Boston  and  Pittsburgh  baseball 
games  for  Atlantic. 


Russell  Joins  D-F-S 

RICHARD  A.  RUSSELL,  formerly 
an  executive  with  Foote,  Cone  & 
Belding,  Chicago  and  San  Fran- 
cisco, has  joined  the  New  York 
office  of  Dancer-Fitzgerald-Sample 
as  vice  president  and  account  exec- 
utive. 
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•  Instrumentals  only  (rd  vocals) 

•  Over  400  1  0  inch  78  RPM  Discs 

•  Full  Range  Recordings  (30-14,000  cycles)  ^ 

•  Price  79c  ea. 

Catalog  on  request. 
Write  to:  Joseph  F.  Hardt,  Gen'l.  Mgr. 

MUSIC  ASSOCIATES 

n  3  West  42  St.,  New  York  1 8,  N.Y. 
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lEATTLE  CASE 

School  Board  Is  Upheld 

In  exclusive  contract  with 
,|ie  radio  or  television  station  to 
boadcast  all  high  school  athletic 
l^ents  may  be  signed  by  the  Seattle 
:bhool  Board,  Superior  Court 
Udge  Theodore  S.  Turner  held  in 
;|  decision  July  31  in  the  suit 
^^•ought  by  Bruce  Bartley,  owner 
r  KBRO  Bremerton,  against  the 
fehool  board  [Broadcasting,  July 

I  June  26]. 

,'  The  opinion,  issued  in  the  form 
ijf  a  memorandum  decision,  de- 
jjared: 

I I  have  no  doubt  of  the  power  of  the 
thool  district  to  sponsor  athletic  con- 
fests.  .  .  .  We  may  safely  assume  that 

fte  school  district  will  not  attempt  to 

jfestrict  the  right  of  any  spectator  to 
bport  what  he  sees  at  an  athletic  con- 
hst.    However,  the  right  of  the  specta- 

'jir  to  report  does  not  include  the  right 
»  use  facilities  over  which  the  school 

■^strict  has  control  for  the  purpose  of 
Dnveying  to  persons  outside  the  sta- 
Sum  a  play-by-play  account  of  the 
jame  while  it  is  in  progress.  Of  course 
\ie  same  rule  would  apply  to  televi- 
ton. 

I  Since  the  school  district  has  a  prop- 
rty  right  in  the  broadcasting  and  tele- 
■  ision  rights  to  athletic  contests  spon- 
-red  by  it,  it  may  grant  the  exclusive 
J  tght  to  others. 

Hartley's  Stand 
Commenting  on  the  court's  ac- 
lon,  Mr.  Bartley  asserted:  "The 
ecision  is  not  sufficiently  broad  to 
tequire  determination  of  the  free- 
om  of  speech  question."  If  Judge 
"urner  enters  an  order,  following 
he  memorandum  decision,  which  is 
iroad  enough  to  sharpen  the  issues 
l?ith  which  he  is  concerned,  Mr. 
Sartley  told  Broadcasting,  he  will 
ppeal  the  case  to  the  Supreme 
"curt.  In  that  event,  the  Wash- 
ngton  State  Assn.  of  Broadcasters 
nay  enter  the  case  as  amicus 
uriae.  Mr.  Bartley  is  attorney 
or  WSAB,  although  he  brought 
he  suit  originally  as  an  individual. 

An  alternative  course  of  action, 
nr.  Bartley  indicated,  is  the  sub- 
hission  of  an  amended  complaint, 
l^rhich  might  be  brought  in  the 
i  ame  of  the  state  association.  At 
special  meeting  on  June  28,  the 
VSAB  board  authorized  Mr.  Bart- 
iy  to  take  such  action  at  his  discre- 
ion. 

Meanwhile,  it  was  learned  that 


prior  to  the  issuance  of  the  court's 
decision,  three  resignations  from 
the  WSAB  had  been  received,  in 
addition  to  that  of  KING  Seattle 
[Broadcasting,  July  3].  The  other 
stations  which  resigned  were  KHQ 
and  KREM  Spokane  and  KREW 
Sunnyside. 


DECCA  RECORDS 

Adds  RCA  45  rpm  to  Line 

DECCA  RECORDS  Inc.  and  its 
subsidiaries.  Coral  and  Brunswick, 
will  add  the  RCA  Victor-originated 
45  rpm  recordings  to  their  present 
line  of  Columbia  33%  Long  Play- 
ing and  78  rpm  records. 

New  single  records  and  selected 
albums  will  be  recorded  at  both 
45  rpm  and  78  rpm  speeds  while 
some  reissues  of  catalog  records 
will  be  made  at  the  new  speed. 
Company  continues  to  convert  ac- 
tive album  catalog  to  33%  rpm. 


LOYALTY  OATHS 

AU  KRNO  Staffers  Sign 

ALL  employes  of  KRNO  San  Ber- 
nardino, Calif.,  voluntarily  have 
signed  non-Communist  affidavits 
and  loyalty  oaths,  according  to 
James  W.  Gerrard,  president  of 
the  station. 

Signing  was  witnessed  and  no- 
tarized by  Roy  Cain,  Superior 
Court  reporter,  after  which  the 
original  copy  of  the  affidavit  was 
forwarded  to  President  Truman, 
Mr.  Gerrard  said. 

Similar  action  was  taken  by  KFI 
Los  Angeles  last  month  when 
members  of  the  staff,  from  janitor 
to  executive,  took  loyalty  pledges 
[Broadcasting,  June  12]. 

"It  is  the  sincere  hope  of 
KRNO's  management,"  declared 
Mr.  Gerrard,  "that  this  voluntary 
movement  of  our  employes  in  sign- 
ing non-Communist  affidavits  and 
loyalty  oaths  will  spread  into  all 
segments  of  the  broadcasting  in- 


dustry. We  believe  that  with  pro- 
per publicity  the  movement  would 
catch  on.  Needless  to  say,  we  are 
very  proud  of  our  staff  for  taking 
this  self-inspired  action." 


Take  New  Positions 

TWO  former  staff  executives  of 
NAB  have  new  Washington  con- 
nections. C.  Meryl  Sullivan,  for 
three  years  assistant  director  of 
research,  has  joined  National  Can- 
ners  Assn.  headquarters  in  charge 
of  marketing  research.  Everett  E. 
Revercomb,  assistant  treasurer 
and  auditor  of  NAB  from  1935  to 
last  May,  has  been  named  admin- 
istrative secretary  of  the  newly 
formed  Patent  Foundation  at 
George  Washington  U. 


REBROADCAST  of  We  Human  Beings, 
series  of  seven  documentary  dramas 
produced  by  Lowell  Institute  Coopera- 
tive Broadcasting  Council,  started  on 
WCOP-AM-FM  Boston. 


FIRST...  11 1  ...with a 


RESPONSE: 
40-15,000  C.P.S. 
±  2.5  DB 

POWER  RATING:  -53 

OMNIDIRECTIONAL 

ACOUSTALLOY 
DIAPHRAGM 

BLAST  FILTER 

CHANGEABLE 
LOW  IMPEDANCE 

REMOVABLE  SWIVEL 

OR  %'-n 

THREAD  MOUNTING 

CANNON  XL-3 
CONNECTOR 

ALL  PARTS 
PRECISION  GROUND 


DyNAMICforTV 


•  New  "655"  Microphone  Provides  Ultra-Wide  Range, 
High  Fidelity  Response  •  Pop-Proof  •  More  Rugged, 
More  Versatile  •  Individually  Laboratory  Calibrated 

Here,  for  the  first  time,  you  have  a  slim,  trim  microphone  with 
all  the  advantages  of  dynamic  performance  and  utility!  Only 
because  of  the  ingenious  Acoustalloy  diaphragm  and  other 
E-V  developments  has  it  become  a  reality!  Meets  the  highest 
standards  of  TV,  FM  and  AM. 

No  additional  closely-associated  auxiliary  equipment  is  re- 
quired! Can  easily  be  concealed  in  studio  props  or  moved 
about.  Provides  effective  individual  or  group  pick-up.  Repro- 
duces voice  and  music  with  remarkable  accuracy.  New  E-V 
Blast  Filter  makes  the  655  pop-proof.  Acoustically-treated, 
strong  wire-mesh  grille  head  stops  wind  and  breath  blasts. 
Eliminates  wind  rumble  in  outdoor  pick-up.  Field  proved. 

See  for  yourself!  Write  today  for  Bulletin  No.  156  and  full 
information  on  how  you  can  try  this  amazing  new  microphone. 
Model  655.  List  Price  $200 


Shows  the  popular  Patsy  Lee 
with  the  TV  655.  Note  how 
swivel  permits  aiming  at  sound 
source  without  hiding  face. 


Shows  TV  655  in  the  hand  with 
swivel  removed.  Note  how  con- 
venient it  is  to  handle  for 
announcing    or  interviewing. 


Shows  TV  655  suspended  on  a 
boom.  Omnidirectional  polar  pat- 
tern and  firm  swivel  permits  easy, 
divers*  use. 


402  CARROLL  STREET  •  BUCHANAN,  MICHIGAN 

Export:  13  East  40th  Street  •  New  York  16,  N.  Y.,  U.S.A.  •  Cables:  Arlab 
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Mull  News  Script 

(Continued  from  page  2U) 

plied,  "because  I  don't  believe  he 
did  it."  The  answer  was  stricken 
from  the  record. 

William  J.  Burns,  Los  Angeles 
Times  reporter  and  former  secre- 
tary-treasurer of  the  Radio  News 
Club  which  filed  the  original 
charges,  reviewed  club  activities  at 
the  time  KMPC  discharged  Mr. 
Roberts.  George  Lewin  and  Mauri 
Starrells  from  the  news  staff. 
Though  Mr.  Roberts  was  club  pres- 
ident. Mr.  L«win  a  member  of  the 
board  and  Mr.  Starrell's  the  club's 
publicity  director,  the  three  did 
not  participate  in  the  organiza- 
tion's inquiry  into  their  discharge, 
Mr.  Burns  testified. 

FCC  counsel  began  parading  for- 
mer employes  of  KMPC  to  the  wit- 
ness stand  late  Wednesday  to  give 
testimony  regarding  news-slanting 
charges  against  Mr.  Richards. 

Robert  P.  Anderson,  now  produc- 
tion supervisor  of  Don  Lee  Televi- 
sion, testified  that  during  a  two 
week  period  while  Xorman  Nesbitt 
was  on  vacation,  he  took  over 
Broadway  Department  Store  news- 
casts on  KMPC  and  was  instructed 
by  Robert  Horn,  then  in  the  sta- 
tion's news  department,  about  sta- 
tion policy. 

The  instructions,  which  were  re- 
ceived but  not  followed,  according 
to  testimony,  included  no  mention 
of  Robert  W.  Kenny,  then  candi- 
date for  Democratic  gubernatorial 
nomination;  no  unfavorable  men- 
tion of  Ku  Klux  Klan;  no  favorable 
mention  of  Henry  Wallace  and  to 
always  refer  to  him  as  "pin  head." 
Mr.  Anderson  testified  that  Mr. 
Horn  informed  him  the  orders 
came  from  Mr.  Richards. 

"Be-bop"  music  again  drew  at- 
tention when  Harrj^  Patterson, 
commercial  manager  of  KFVD  Los 
Angeles  and  one-time  announcer- 
newscaster  and  later  production 
manager  and  salesman  of  KMPC, 
took  the  witness  stand.  Repeating 
testimony  of  last  March,  he  said 
Mr.  Richards  ordered  him  not  to 
play  "be-bop"  music  on  the  station 
because  "it  fostered  communistic 
impulses." 

Mr.  Patterson  said  Mr.  Richards 
ordered  him  to  read  news  stories 
and  an  editorial  from  a  newspaper 


on  a  straight  newscast  the  first  day 
he  worked  at  the  station.  He  said 
no  editorial  credit  was  given.  Mr. 
Patterson  frequently  read  editori- 
als on  newscasts  without  giving 
credit,  he  said,  testifying  that  Mr. 
Richards  told  him  to  do  it. 

'\Mien  Mr.  Ford  asked  the  wit- 
ness if  Mr.  Richards  would  have 
told  him  to  do  so  in  jest,  Mr.  Pat- 
terson replied  "No,  Mr.  Richards 
was  very  serious." 

Under  cross  -  examination,  Mr. 
Patterson  identified  two  letters  he 
wrote  to  KMPC  expressing  "high- 
est regard"  for  the  station  and  its 
management  and  telling  Mr.  Rich- 
ards that  "your  pep  talks  have 
done  all  of  us  a  lot  of  good."  One 
letter,  Mr.  Patterson  testified,  was 
written  at  the  suggestion  of  Clair 
Stout,  Washington  attorney  for 
KMPC,  after  complaints  had  been 
filed  against  the  station. 

Latimer  Testifies 

Tom  Latimer  Jr.,  announcer  at 
KMPC  from  January  1946  to  June 
1947,  was  in  the  witness  chair  for 
the  balance  of  the  afternoon  and 
a  portion  of  Thursday  morning. 
He  testified  Mr.  Richards  in- 
structed him  to  insert  items  from 
the  Examiner  into  newscasts.  He 
remembered  reading  an  Examiner 
editorial  as  straight  news. 

Mr.  Richards  criticized  him  for 
giving  the  "lead"  position  in  a 
newscast  to  a  story  that  Russia 
was  the  first  country  to  make  its 
full  contribution  to  the  United  Na- 
tions expense  fund,  Mr.  Latimer 
testified.  Mr.  Richards  met  him 
in  the  hall  following  the  broadcast 
and  after  putting  him  on  the 
carpet,  told  him  to  always  show 
Russia  in  a  derogatory  manner,  the 
\^'itness  said. 

Later,  he  said,  he  was  taken  out 
of  the  station's  news  department 
after  ignoring  a  request  by  Mr. 
Richards  that  he  read  on  a  news- 
cast a  newspaper  by-lined  feature 
storj'  that  Communists  were  infil- 
trating the  CIO. 

"I  don't  know  what  is  more 
along  the  Communist  line,"  said 
Mr.  Fulton,  chief  counsel  for  Mr. 
Richards,  as  he  cross-examined  Mr. 
Latimer,  "than  to  magnify  Russia's 
contribution  to  the  United  Nations 
and  then  risk  a  job  by  not  reading 


a  feature  about  Communist  infil- 
tration of  the  CIO." 

Both  the  witness  and  FCC  Coun- 
sel Ford  began  table-pounding  de- 
nunciation of  Mr.  Fulton's  insinua- 
tion. 

Mr.  Latimer  heatedly  asserted 
that  he  refused  to  include  the 
newspaper  feature  on  a  newscast, 
not  because  of  its  contents,  but  be- 
cause it  was  "an  out-and-out  edi- 
torial." 

He  further  resented  Mr.  Fulton's 
inference,  he  said,  because  he  had 
served  27  months  with  American 
forces  in  World  War  II  and  already 
has  offered  his  services,  if  they  are 
needed,  in  the  present  conflict  with 
Communists  in  Korea. 

Mr.  Latimer  previously  had  tes- 
tified that  a  regular  listener  of 
KMPC  newscasts  who  was  "half- 
way intelligent"  would  have  real- 
ized broadcasts  were  "slanted." 
He  admitted  under  cross-examina- 
tion, however,  that,  as  far  as  he 
knew,  sponsors  of  newscasts  or 
advertising  agencies  representing 
sponsors  had  never  received  any 
complaints  about  programs. 

Eai-lier  testimony  also  brought 
out  that  most  stories  clipped  from 
newspapers  were  either  "anti-ad- 
ministration or  pro-Republican." 
Mr.  Latimer  also  said  Mr.  Richards 
told  him  several  times  not  to  use 
the  name  of  Henry  Wallace,  and  if 
he  did  so  it  was  to  be  only  in  a 
derogatory  manner. 

Mr.  Latimer  admitted  he  was 
taken  off"  news  and  put  back  to 
straight  announcing,  but  explained 
it  was  because  "my  selection  of 
news  didn't  satisfy  Mr.  Richards." 

He  declared  that  Mr.  Richards 
had  said,  "If  you  want  to  get  the 
news,  get  it  from  the  newspapers," 
but,  Mr.  Latimer  testified,  "as  a 
conscientious  newsman"  he  tried  to 
do  a  good  job,  but  "was  prevented 
by  Mr.  Richards." 

Cites  Phone  Calls 

Charles  Calvert,  production  man- 
ager of  KMPC  from  August  1945 
to  August  1947,  testified  Thursday 
that  Mr.  Richards'  telephone  calls 
to  station  newsmen  sometimes  in- 
terfered with  technical  operations. 
When  station  engineers  complained 
to  him  that  announcers  weren't 
checking  into  master  control  until 
seconds  before  they  went  on  the  air 
with  news,  Mr.  Calvert  testified  he 
demanded  an  explanation. 

"They  told  me,"  Mr.  Calvert  said, 
"that  they  had  been  held  up  by 
calls  from  Mr.  Richards." 

Jack  Slattery,  freelancer  who 
worker  as  announcer  at  KMPC  for 
three  months  in  1940,  on  the  stand 
Thursday,  testified  that  Mr.  Rich- 
ards sometimes  called  him  as  early 
as  6  a.m.  to  request  paragraphs 
from  Westbrook  Pegler's  column 
be  inserted  into  newscasts  without 
source  of  material  being  mentioned. 

Usually,  Mr.  Slattery  said,  he 
ignored  these  requests.  As  a  result, 
he  added,  Mr.  Richards  at  a  staff 
meeting  once  accused  him  of  "not 
playing  ball  with  the  team." 

Although  earlier  testimony  was 
to  the  contrary,  from  club  minutes 
and  other  records  produced.  Coun- 
sel Burns  on  Thursday  showed  dur- 


ing continued  cross-examination  o.a 
William    Burns,    then  secretary! 
treasurer,   that   when   the  Radii-I 
News   Club  delegation  called  ojj 
Station  Manager  Reynolds  to  disi 
cuss  handling  of  news  at  the  sta  1 
tion   and  reasons   for   firing  th' 
three  newsmen  (Messrs.  Roberts 
Lewin,  Starrells)  letters  of  corn 
plaint  with  affidavits  had  alreadj 
been  sent  to  FCC. 

When  Counsel  Burns  asked  whj . 
Mr.  Reynolds  wasn't  informed  cl 
this.  Witness  Burns  said,  "It  wf 
none  of  Mr.  Reynolds'  business, 
was  the  business  of  the  Radio  New 
Club."  The  first  letter  to  FCC  wa^ 
sent  Feb.  28,  1948,  according  t 
evidence.    Mr.  Reynolds  in  a  lette 
had  referred  to  a  luncheon  discus 
sion  with  Witness  Burns  as  taking 
place  on  March  1,  1948. 

The  witness  did  not  consider  these 
letters  as  filing  a  complaint  with, 
FCC,  according  to  testimony.  Con-i 
tending  that  neither  he  nor  his  fel- 
low members  of  the  club  knew  legal 
procedure,  Mr.  Burns  said  letters 
were  written  to  FCC  to  "call  atten- 
tion to  an  evil  situation  that  ex- 
isted at  KMPC."  ; 

Except  to  admit  to  being  hazy  as' 
to  dates,  he  refused  to  back  down, 
on  previous  testimony  given.  ^' 

At  the  July  7  session  Mr. 
Reynolds  testified  that  during  the 
1940  Presidential  election  year, 
KMPC  gave  almost  twice  as  much 
time  to  President  Roosevelt  as  to 
Wendell  Willkie,  though  Mr.  Rich- 
ards was  personally  opposed  to  a 


AIR  FILIBUSTER 

Webster  Aids  Fresh  Air  Fund 


WHEN  the  word  "filibuster"  is 
mentioned  these  days  in  Strouds- 
burg.  Pa.,  chances  are  that  the 
person  who  immediately  comes  to 
mind  is  not  a  legislator  but  an  an- 
nouncer. 1 

On  June  23,  Program  Director  f 
Joe  Webster  of  WVPO  Strouds-I 
burg  conducted  what  is  now  known 
as  "Webster's  Filibuster."  From 
3  p.m.  until  sign  off  at  8:30  p.m. 
Mr.  Webster  staged  his  oratorical 
uprising.  He  was  prompted  to  do 
so  by  lack  of  response  to  the  ap- 
peal for  the  New  York  Herald  Tri- 
bune Fresh  Air  Fund. 

Throwing  out  all  the  regularly 
scheduled  programs  for  the  five- 
and-one-half  hour  talkathon,  Mr. 
Webster  told  his  listeners  they 
would  hear  no  more  music  for  the 
rest  of  the  day,  except  record  re- 
quests made  by  anyone  who  called 
the  station  to  take  part  in  the 
Fresh  Air  drive.  By  sign-off,  lis- 
teners had  pledged  to  invite  70 
additional  underprivileged  New 
York  children  into  their  homes  in 
the  Pocono  Mountains  for  two 
weeks  this  summer. 


IF  YOUR  AM-TV-FM  STATION  NEEDS 

promotional  ideas  sold  to  produce  cosh 
revenue  of  from  $200  to  $1,000  per  week. 
Wire,  Call  or  Write 


Edgar  L.  Bill 


Merle  V.  Watson 


Julian  Mantell,  Sales  Manager 


NATIONAL  RADIO  PERSONALITIES 

Peoria,  Illinois   


Phone  6-4607 


We    originated    sponsored    Radio    Personalities    Picture    Albums  in 
1938,   many   new  program   features,  and   have   more   sales  records 
and   years   of  experie"<ce  in  selling   for  over  300   Radio  and  Television 
Stations  from  Coast  to  Coast  than  any  similar  organization  in  America. 
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Jd  term  for  the  President.  The 
ion  gave  the  1940  Democratic 

i.-ention  9%  hours  compared  to 
hours  for  the  Republican  con- 

ition,  he  added. 

'Ir.   Burns   observed   that  any 

fio  address  by  a  Presidential 
didate  should  be  construed  as 
tical.   citing   a   contention  by 

r  General  Counsel  Benedict  P. 

Ttone  earlier  in  the  hearing.  Mr. 

molds  read  KMPC  log  entries 
•ting  in  1940,  his  counsel  ob- 

ving   that    FCC    counsel  had 

tight  up  material  prior  to  the 

:  renewal. 

,ack  Gardner,  KMPC  staff  an- 
aicer-newscaster  from  Jan.  6  to 
iie  22,  1946,  testified  he  had 
yed  Mr.  Richards'  instructions 
include  a  newspaper  editorial 
a  newscast  without  identifying 
and  to  play  up  names  of  Jewish 
iiblers  taken  in  a  Florida  raid, 
kir.  Gardner  said  he  did  not 
low  an  order  signed  "GAR" 
cing  that  Henry  Wallace  be 
►cribed  as  "the  pig  boy"  when- 
r  his  name  appeared  in  news- 
ts.  He  said  Mr.  Richards 
lered  the  KMPC  news  staff  to 
.y  down  the  death  of  Harry 
pkins.  Mr.  Gardner  is  now  chief 
nouncer  of  KLAC  Hollj^ood. 
Recalled  to  the  stand,  Mr.  Rejm- 
s  testified  KMPC  devoted  61 
jrs  of  air  time  in  the  days 
lowing  President  Roosevelt's 
ith  to  tribute,  cancelling  pro- 
ams  amounting  to  a  $11,310 
/enue  loss. 


CENSORSHIP 


Dondero  Hits  FCC  Again 
On  Richards'  Case 


staff,  who  is  paid  by  the  taxpayers' 
money,  and  not  the  members  of  the 
Commission — who  are  prosecuting  this 
case  in  this  attempt  to  crucify  a  really 
true  American  ? 


IXED  PERCENT 

i'C  Warns  Agencies,  Clients 

•ECULATION  by  agencies  and 
vertisers  on  a  fixed  percentage 
be  added  to  basic  cost  in  selling 
product  could,  if  successful,  sub- 
^!t  them  to  "serious  legal  risks" 
'd  anti-monopoly  violations,  Fed- 
al  Trade  Commission  has  strong- 
I  indicated. 

"The    Commission,    in    a  policy 
•^atement  handed   down  recently 
V    guidance    of    agencies  and 
^vertisers,  said  a  client's  "safest 
liirse"  to  cover  expenses  of  dis- 
bution  and  profits  is  to  base  a 
ice  markup  "upon  his  own  esti- 
'ites"  of  cost  amounts,  the  way 
ey  will  be  affected  bj'  changes  in 
!l  siness  volume,  and  the  manner 
■  which  demand  for  product  will 

affected  by  its  price. 
V"No  principle  is  more  firmly  es- 
[blished  under  the  anti-monopoly 
|»\'s  than  that  it  is  an  unreason- 
lie  restraint  of  trade  and  an  un- 
iir  method  of  competition  for  'en- 
rprises  in  the  same  line  of  busi- 
'ss  to  agree  on  selling  prices," 
TC  said.  Statement  was  in  reply 
I  a  letter  from  an  agency  explor- 
'g  an  "accepted"   cost  ratio. 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE  ' 


E  C  WARD  ■ 
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WBAL 


RENEWED  chaiges  that  FCC  is  embarking  on  a  course  of  "thought 
control  and  political  censorship"  through  its  conduct  of  hearings  in 
the  license  renewal  case  of  G.  A.  (Dick)  Richards  were  leveled  in  the 
House  last  week  by  Rep.  George  A.  Dondero  (R-Mich.). 

Actually,  Rep.  Dondero  declared,  *  

the  Commission  is  attempting  to 
"revoke  the  licenses  of  these  sta- 
tions because  of  the  personal 
opinions  of  the  majority  stock- 
holder .  .  ." 

He  told  the  House  that  as  a 
result  of  the  present  hearing  (see 
story  page  24)  "other  independent 
radio  station  operators  are  afraid 
to  have  any  views  expressed  over 
their  respective  stations  unless 
such  views  favor  the  administra- 
tion in  power." 

Rep.  Dondero  questioned  FCC's 
"delay"  in  granting  license  re- 
newals for  WGAR  Cleveland, 
KMPC  Los  Angeles  and  WJR  De- 
troit, Richards  stations,  and  said 
the  Commission  has  "failed  to 
produce  one  worthwhile  bit  of  evi- 
dence that  any  newscast  has  ever 
been  slanted." 

The  Michigan  Republican  also 
scored  the  Commission  for  using 
a  former  KMPC  newscaster,  Clete 
Roberts,  as  "its  star  witness,"  and 
alluded  to  remarks  allegedly  made 
by  Mr.  Roberts,  refiecting  un- 
favorably on  the  people  of  South- 
ern Italy. 

Congressman  Dondero  thus 
joined  three  other  House  members 
— Reps.  Anthony  F.  Tauriello 
(D-N.  Y.),  Hugh  J.  Addonizio 
(D-N.  J.)  and  Peter  Rodino  (D- 
N.  J.) — in  demands  that  Congress 
call  FCC  to  account  for  support- 
ing Mr.  Roberts  [Broadcasting, 
July  3,  June  26],  and  that  FCC 
itself  repudiate  the  testimony. 

Exchange  of  Letters 

Meanwhile  FCC  Chairman 
Wayne  Coy,  In  an  exchange  of 
letters  with  the  Congressmen,  has 
assured  them  that  "I  and  other 
members  of  the  Commission  and 
members  of  the  Commission's 
staff  do  not  share  the  views  of 
Mr.  Roberts  as  quoted  by  you." 
He  added: 

"I  cannot  go  beyond  the  point 
of  giving  you  that  assurance.  The 
other  Commissioners  and  I  will 
have  to  be  the  judge  of  Mr.  Rob- 
erts' testimony  if  and  when  the 
matter  gets  before  the  Commis- 
sion itself." 

In  an  earlier  letter  Chairman 
Coy  explained : 

.  .  .  The  Commission  is  in  no  posi- 
tion at  this  stage  of  the  proceeding  to 
pass  on  the  question  of  w'hether  the 
testimony  of  Mr.  Roberts  should  be 
accepted  or  repudiated.  Neither  the 
Commission  nor  individual  member<!  of 
the  Commission  have  heard  Mr.  Rob- 
erts testify  in  this  proceeding:.  The 
c^ly  way  in  which  the  information  is 
p-'-?!if>.ble  to  us  is  through  the  reading 
'"f  the  transcript.  In  the  ordinary 
cfiurse  of  proce«?dings  before  the  Com- 
mission held  before  Hearina-  Exam- 
i-iei-s  in  this  case  or  in  any  other  case, 
parties  themselves  have  opportunity  to 
impeach  the  witness  by  showing  con- 
f  i'^ts  in  his  testimony  or  unreasonable 
statements  drawn  from  lack  of  infor- 
mation. The  testimony  of  Mr.  Roberts 


will  have  to  be  evaluated  in  this  pro- 
ceeding initially  by  the  Hearing  Exam- 
iner and  if  there  are  exceptions  to  the 
decision  of  the  Hearing  Examiner  then 
the  matter  will  be  before  the  Commis- 
sion as  a  body  for  determination  after 
oral  argument.  I  can  assure  you  that 
the  parties  under  such  circumstances 
will  have  adequate  opportunity  to 
argue  the  credibility  of  Roberts.  This 
is  the  only  procedure  we  believe  that 
is  consistent  with  the  requirements  of 
the  Administrative  Procedure  Act.  .  .  . 

Award  Winner 

Rep.  Dondero  described  Mr.  Rich- 
ards as  a  recipient  of  numerous 
Americanism  awards,  a  pioneer  in 
"fighting  communism,"  and  a  tar- 
get of  "subversive  attacks,"  and 
urged  station  owners  and  other 
communication  outlets  to  be  "cog- 
nizant of  the  government's  pos- 
sible encroachment  on  the  rights 
of  the  individual." 

He  asserted: 

...  It  has  been  approximately  two 
years  since  the  Federal  Communica- 
tions Commission  filed  these  charges 
against  these  stations.  In  all  of  this 
time  these  stations  have  not  yet  had 
an  opportunity  to  put  their  hundreds 
of  witnesses  on  the  witness  stand  in 
order  to  refute  the  accusations  made 
against  them.  Still  another  very  seri- 
ous phase  that  comes  about  from  this 
procedure  is  that  other  independent 
radio  station  operators  are  AFRAID 
to  have  any  views  expressed  over  their 
respective  "  stations  UNLESS  SUCH 
VIEWS  FAVOR  THE  ADMINISTRA- 
TION IN  POWER.  They  watch  the 
progress  and  the  outcome  of  this  case 
with  great  interest,  as  well  as  all  news- 
paper, radio  and  communication  desks 
throughout  the  nation.  .  .  . 

.  .  .  Freedom  of  speech,  including 
voices  on  the  air  and  the  press  of  the 
country,  must  be  preserved  at  all  haz- 
ards. If,  as  the  general  counsel  for 
the  Federal  Communications  Commis- 
sion has  said,  this  agency  of  our  Gov- 
ernment has  taken  no  action  whatso- 
ever against  radio  licensees  who  had 
shown  political  bias,  what  reason  is 
there  for  this  delay  in  granting  the 
renewal  of  these  licenses  in  this  case. 
Who  is  responsible  for  this?  Is  it  the 


UPHOLD  GRANTS 

FCC  Dismisses  Complaints 

COMPLAINTS  against  grants  of 
WCRI  Scottsboro,  Ala.,  and  WLIL 
Lenoir  City,  Tenn.,  have  been  dis- 
missed in  memorandum  opinions 
and  orders  issued  by  FCC.  WCRI's 
authorization  was  found  by  FCC 
in  no  way  adversely  affecting  the 
rights  of  Mrs.  Rose  M.  Kirby, 
Scottsboro  applicant  who  protested 
the  grant  on  economic  grounds 
[Broadcasting,  June  12]. 

Opposition  of  Robert  L.  Easley 
to  the  WLIL  grant  was  denounced 
by  FCC  which  found  Mr.  Easley, 
consulting  engineer,  would  not  be 
adversely  affected  by  the  authoriza- 
tion [Broadcasting,  May  1].  Por- 
tions of  Mr.  Easley's  petition  were 
held  by  the  Commission  to  contain 
"scurrilous  matter  in  alleging  the 
use  of  undue  influence  by  Arthur 
Wilkerson  to  secure  a  grant"  for 
WLIL.  Those  portions  were 
stricken  "as  sham  and  false." 

Mr.  Easley,  who  is  30%  owner 
of  WRNO  Orangeburg,  S.  C,  had 
protested  FCC's  grant  of  500  w 
daytime  on  730  kc  to  Mr.  Wilker- 
son, charging  the  station  had  been 
built  and  unlawfully  operated  prior 
to  the  grant,  and  that  the  applicant 
allegedly  used  "a  false  statement 
and  influence  on  certain  of  the 
Commission's  staff  to  promote  a 
grant  without  hearing"  and  "with- 
out a  complete  investigation  hav- 
ing been  conducted." 

In  a  reply  brief,  Mr.  Wilkerson 
had  admitted  he  did  erect  the  sta- 
tion prior  to  grant  of  the  permit, 
but  did  so  at  the  "advice  and  coun- 
sel" of  Mr.  Easley.  He  denied  that 
Mr.  Easley  allegedly  warned  him 
not  to  proceed  with  the  work.  Ap- 
plication for  WLIL  was  granted  by 
FCC  March  28. 

Mrs.  Kirby  had  contended  WCRI 
would  overlap  with  WAVU  Albert- 
ville,  Ala.,  in  violation  of  FCC's 
duopoly  rule,  Sec.  3.35.  WCRI  and 
WAVU  are  both  owned  by  Pat 
M.  Courington.  She  also  charged 
WCRI  operation  would  be  unfair 
competition  to  Scottsboro  stations. 
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Spot  Option  Time 

(Continued  from  page  15) 

without  fix'm  orders  from  those 
clients  in  advance. 

Programs  may  be  the  answer  to 
this  dilemma.  With  the  networks 
becoming  program  owners  and 
sellers  on  an  ever  increasing  scale, 
the  independent  program  producers 
are  finding  it  increasingly  difficult 
to  sell  their  programs  for  network 
use  and  would  welcome  the  change 
to  make  affiliations  with  station 
repi-esentatives  that  might  lead  to 
the  opening  up  of  a  new  field  for 
program  sales.  This  situation  is 
now  being  explored  by  a  number 
of  leading  representative  firms  and 
it  is  not  impossible  that  before 
the  end  of  the  year  they  will  be 
submitting  complete  campaign 
plans,  including  programs  as  well 
as  time  availabilities,  to  agencies 
and  advertisers. 

The  sale  of  spot  radio  on  what 
amounts  to  a  network  scale,  with 
a  program  package  plus  guaran- 
teed time  clearance  on  a  nation- 
wide list  of  stations  being  offered 
the  prospective  advertiser,  would 
be  a  pretty  large  assignment  for 
even  the  largest  representative  or- 
ganization to  handle  as  an  indi- 
vidual project.  But  it  is  a  logical 
function  of  a  cooperative  body  such 
as  NARSR. 

Formed  several  years  back, 
NARSR  was  an  outgrowth  of  a 
belief  among  station  representa- 
tives that  if  spot  radio  were  ever 


to  take  its  proper  place  in  the 
overall  advertising  picture  it  must 
be  given  full-fledged  sales  and 
sales  promotion  effort  as  an  ad- 
vertising medium.  This  is  a 
different  kind  of  activity  from  the 
sale  of  time  on  individual  stations 
which  is  the  primary  function  of 
the  individual  representatives  who 
felt  it  called  for  group  action. 

Whether  NARSR,  which  has  suc- 
cessfully promoted  spot  radio  and 
protected  the  interests  of  its  mem- 
bers and  their  stations  in  fields 
where  it  would  have  been  difficult 
if  not  impossible  for  any  repre- 
sentative to  have  acted  independ- 
ently, should  extend  its  activities 
into  the  field  of  programming,  or 
whether  this  should  be  handled  by 
a  new  cooperative  organization, 
has  not  been  decided  and  probably 
will  not  be  until  the  picture  has 
clarified  from  its  present  cloudy 
state. 

Drive  Planned 

It  seems  certain,  however,  that 
whatever  form  the  machinery  may 
take,  the  station  representatives 
are  going  to  make  an  all-out  drive 
to  sell  spot  for  programs  as  well 
as  for  announcements. 

In  television,  as  the  NARSR 
board  resolution  recognizes,  no 
netwoi'k  has  exclusive  station  affil- 
iations in  more  than  a  few  scat- 
tered markets.  Program  distribu- 
tion on  a  spot  basis  by  film  can 
compete  on  even  terms  with  the 
TV  networks  which  have  to  sup- 
plement their  limited  and  part- 
time  interconnections  by  coaxial 
cable  and  radio  relay  with  kine- 
scopic  recordings  to  stations  not 
connected  or  not  available  at  the 
time  of  the  live  telecast. 

Accordingly,  the  representatives 
immediately  are  proceeding  to  es- 
tablish the  principle  of  spot  option 
time  in  television.  They  anticipate 
little  difficulty  in  this  project  as 
it  will  certainly  be  favorably  re- 
ceived by  the  station  operators 
whose  net  receipts  from  the  sale 
of  time  on  a  spot  basis  are  about 
two  and  a  half  times  the  station's 
net  take  from  a  TV  network  com- 
mercial. It  can  fail  only  if  the 
representatives  are  unable  to  sell 
the  time  they  have  optioned  and 
they  are  reasonably  confident  that 
this  will  not  happen. 

The  next  move,  which  Mr. 
Weed's  committee  has  been  cre- 
ated to  map  out,  is  into  radio. 
Here  the  representatives  agree 
they  have  the  more  difficult  task 
of  upsetting  established  industry 
practice.  But  they  point  out  that 
the  advent  of  television  has  al- 
ready changed  the  advertising 
climate  in  which  the  established 
procedure  has  operated.  Adver- 
tisers are  beginning  to  view  their 
network  schedules,  particularly  in 
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the  evening  hours,  with  a  newly 
critical  eye.  Openings  are  begin- 
ning to  appear  in  the  previously 
jampacked  evening  network  sched- 
ules of  commercial  programs. 

This,  the  representatives  believe, 
gives  them  the  opportunity  to  se- 
cure in  radio  in  the  long  run  the 
same  spot  option  time  clearance 
procedure  they  expect  to  make 
established  TV  practice  from  the 
start. 


ELECT  SCHINE 


Is  Patroon  V.P.,  Director 

DAVID  SCHINE,  of  the  Schine 
Brothers'  hotel,  theatrical  and  radio 
interests,  was  elected  a  director 
and  vice  president  of  the  Patroon 
Broadcasting  Co.,  Troy,  N.  Y.,  at 
a  stockholders  meeting  last  week. 
PBC,  which  is  a  Schine  property, 
owns  WPTR  Albany,  N.  Y. 

Mr.  Schine  confirmed  plans  for 
expansion  of  the  Schine  interests 
into  TV,  although  details  have  not 
been  announced.  This  was  fore- 
shadowed [Closed  Circuit.  July 
10]  by  the  expected  transfer  of 
KFWB  Hollywood  to  a  cpmpany 
in  which  Schine  Brothers  will  hold 
a  minority  of  stock. 


Green  Leaves  Collins 

JOHN  A.  GREEN  is  planning  to 
leave  Collins  Radio  Co.,  Cedar  Rap- 
ids, Iowa,  as  head 
of  the  broadcast 
engineering  de- 
partment, Aug.  1 
to  set  up  firms  of 
his  own  in  Dallas. 
Mr.  Green  is  es- 
tablishing the 
John  A.  Green 
Co.,  manufactur- 
ers' representa- 
tives, and  the 
Equipment  & 
Service  Co.,  con- 
sulting engineers  and  electrical 
manufacturers,  6815  Oriole  Drive 
in  Dallas.  The  former  company 
will  represent  manufacturers  as 
their  sales  engineer  in  Texas,  Ok- 
lahoma, Arkansas,  Louisiana  and 
New  Mexico.  The  latter  firm  will 
devote  services  to  industrial  elec- 
tronic, broadcast,  and  electrical 
engineering  problems. 


Mr.  Green 


KPAC  CASE 

FCC  Again  Seeks  Injunct  ^ 

ALTHOUGH  KPAB  Laredo,  T. 
reportedly   has   suspended  oper 
tions,  FCC  is  making  a  second  ; 
tempt  to  secure  a  court  injunct 
to  keep  the  station  off  the  air  pe' 
ing  disposition   of   its  revocatu 
hearing  proceeding  against  the  o  j 
let.    FCC's  first  injunction  bid  v 
denied  by  the  court  in  Februoi 
[Broadcasting,  Feb.  27]. 

The  court  hearing  on  the  n'- 
injunction  bid  is  scheduled  July  " 
before  Judge  James  V.  Allred  : 
the  U.  S.  District  Court  for  th 
Southern  District  of  Texas  at  L 
redo.    Judge  Allred  earlier  deni 
the  FCC  request  on  the  ground  t 
licensee  of  the  station  had  not  i 
tentionally  violated  FCC's  rules  a 
Mark  Perkins,  sole  owner,  had  r 
sumed  control  of  the  outlet. 

FCC's  revocation  order  chai-ge| 
control  of  KPAB  had  been  tran 
ferred  without  Commission  appro 
al  from  Mr.  Perkins  to  Allen 
Tish,  William  Prescott  Allen  an 
others,  who  thus  were  illegally  oj: 
erating  the  station.    KPAB  is  a.-^ 
signed  250  w  fulltime  on  1490  kc 
The  Commission's  new  injunctio 
request  stated  Mr.  Perkins  agai 
has  relinquished  control  of  KPA 
"and  such  control  was  assumed  o: 
discharged"   by   Mr.   Tish,  whil 
KPAB  also  "has  ceased  operatio 
without  FCC  consent."   FCC  adde 
it  had  requested  the  station's  li 
cense  to  be  surrendered  for  can 
cellation  but  it  has  not  been  re 
ceived. 


Palmer  APRA  Speaker 

FRED  A.  PALMER,  radio  con.| 
sultant  and  manager  of  WOI 
Washington,  is  scheduled  to  speal 
on  "Radio  as  a  PR  Medium"  all 
today's  meeting  of  National  Capi-I 
tal  Forge,  American  Public  Rela-j 
tions  Assn.,  held  at  the  Lee  House 
in  Washington.  Among  question^ 
to  be  discussed  by  Mr.  Palmer  are: 
How  can  PR  practitioners  best  use 
radio?  What's  going  to  happen  to 
radio  now  that  TV  has  arrived^ 
Howard  P.  Hudson,  radio  informa-j 
tion  specialist,  National  Planning 
Assn.,  is  program  chairman. 
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FCC  GETS  CONDON  REPORT  ^.^^l^^^^u^i^-a^ 


ARMED  with  the  long-awaited 
Condon  Committee  report — recom- 
mending against  multiple  stand- 
ards— FCC  last  week  went  into 
virtual  continuous  executive  ses- 
sion to  evolve  standards  for  color 
TV  with  a  target  date  of  about 
Aug.  1. 

The  carefully  drafted  report, 
which  finds  that  color  TV  is  ready- 
but  which  makes  no  recommenda- 
tion as  to  any  given  system,  sup- 
plies FCC  with  a  scientific  anal- 
ysis against  which  it  may  compare 
its  own  findings.  The  report  was 
released  last  Tuesday  by  the  Sen- 
ate Interstate  and  Foreign  Com- 
merce Committee,  which  had 
commissioned  the  committee  of 
eminent  engineers  to  make  the 
exhaustive  study.  The  committee 
formally  is  known  as  the  Senate 
Advisory  Committee  on  Color  Tele- 
vision. 

While  FCC  is  by  no  means 
bound  by  the  committee's  findings, 
it  was  generally  felt  that  these 
alternatives  confront  the  Com- 
mission: 

(1)  Approval  of  one  of  the 
three  systems  which  have  been 
field-tested  and  demonstrated 
during  the  long,  drawn-out 
color  proceedings. 

(2)  Postponement  of  estab- 
lishment of  definitive  stand- 
ards until  further  progress 
had  been  made  in  laboratory 
and  field  testing. 

(3)  Adoption  of  multiple 
standards,  inveighed  against 
by  the  Condon  Committee. 

VHF  Switch  Unlikely 
Any  likelihood  of  transfer  of  all 
TV  from  the  VHF  to  the  now 
unused  UHF  band  was  discarded, 
not  alone  by  virtue  of  the  Condon 
Committee  observations  but  also 
in  view  of  the  lack  of  enthusiasm 
at  the  color  proceedings  for  an 
"upstairs"  move.  FCC  Chairman 
Wayne  Coy  clearly  indicated  that 
no  such  move  was  contemplated  in 
his  letter  a  fortnight  ago  to  Gael 
Sullivan,  executive  director  of 
Theatre  Owners  of  America  [Tele- 
casting, July  10]. 

The  three  basic  conclusions  cited 
by  the  Condon  Committee  as  the 
basis  of  its  report  are: 

#  A  6  -  mc  radio  frequency 
channel  is  adequate  for  color  tele- 
vision service,  and  r-- presents  a 
proper  compromise  between  qual- 
ity and  quantity  of  service. 
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0  The  three  systems  of  color 
television  described  [dot  (RCA), 
line  (CTI)  and  field  (CBS)]  com- 
prise all  of  the  basic  systems  of 
color  television  which  need  be  con- 
sidered for  a  6-mc  channel. 

#  The  three  systems  are  mu- 
tually exclusive.  One,  and  only 
one,  of  these  systems  must  be 
chosen  in  advance  of  the  inaugu- 
ration of  a  public  color  television 
service. 

The  Condon  Committee  report 
dealt  largely  in  abstract  appraisal 
of  the  three  systems  tested.  It 
found  the  CBS  field  sequential  sys- 
tem has  reached  a  "highly  satis- 
factory state"  as  to  color  fidelity, 
but  is  not  likely  to  improve  sub- 
stantially; that  the  RCA  system 
"can  be  expected  to  improve 
substantially,"  and  the  CTI  sys- 
tem, "less  fully  developed"  has 
"somewhat  greater  possibility  of 
future  improvement." 

Of  significance  were  observations 
that  developments  of  Hazeltine 
Electronics  Corp.,  which  did  not 


participate  in  the  hearing  pro- 
ceedings and,  therefore,  is  not  cov- 
ered in  the  record,  "are  an 
important  contribution  to  the  dot 
sequential  system  —  RCA's  basic 
method. 

The  committee  is  headed  by  Dr. 
Edward  U.  Condon,  director  of  the 
National  Bureau  of  Standards,  and 
includes  Newbern  Smith,  Bureau 
radio  expert;  Stuart  L.  Bailey, 
president.  Institute  of  Radio  Engi- 
neers; William  L.  Everitt,  U.  of 
Illinois  electrical  engineering  de- 
partment head,  and  Donald  G.  Fink, 
editor  of  Electronics  magazine. 
The  committee  approved  its  report 
unanimously  at  its  last  meeting 
July  5-6. 

Supplemental  Report 

Attached  to  the  committee  report 
were  supplemental  reports  on  tests 
of  flicker  in  color  television  by  T. 
H.  Projector  of  NBS  and  on  fidelity 
of  color  reproduction  by  the  CBS 
and  RCA  systems,  compiled  by  Dr. 
Deane  B.  Judd,  L.  Plaza  and  M.  M. 
Balcom,  also  of  NBS.     Dr.  Judd 


was  called  by  CBS  to  testify  durii 
the  color  proceeding. 

The  Projector  report,  in  which  I 
Judd  and  C.  A.  Douglas  of  NBS  assistc 
found  "that  the  amount  of  flicker  i 
herently  present  in  the  CBS  col 
television  system,  while  noticeable, 
unobjectionable." 

The  second  report  concluded  that 
January  the  CBS  system  "was  found 
yield  as  faithful  reproductions  in  col 
as  is  common  by  Kodachrome  photi 
graphs"  and  was  "at  that  time  sui 
ciently  developed  to  give  trouble-fr 
operation  at  this  level  of  color  fidelit> 
The  RCA  system  in  February  was  fou) 
to  yield  "substantially  as  faithful  r-  - 
productions  in  color"  as  Kodachron 
but  "was  not  shown  at  that  time  to  1 
sufficiently   developed   to   yield  the' 
results  without  constant  expert  atte: 
tion  to  the  receiver." 

Meanwhile,  Sen.  Edwin  C.  Johi 
son  (D-Col.),  chairman  of  the  Sei 
ate  committee  which  requested  tl 
special  color  TV  study,  said  We( 
nesday  he  preferred  to  withhol 
comment  on  the  Condon  report  "i 
this  time." 

He  indicated,  however,  his  corx-. 
mittee  would  maintain  a  watchfx 
eye  "to  see  what  FCC  does." 

"It's  their  move  and  I  hope  the, 
can  work  out  of  the  problem  witt 
( Continued  on  Telecasting  p.  16 


COLOR  REPLIES  FILED   case  Rests  With  FCC^ 


PROPONENTS  in  FCC's  exhaus- 
tive color  television  proceeding 
finally  rested  their  case  with  the 
Commission  last  week  as  they  filed 
formal  replies  to  the  "proposed 
findings  of  fact  and  conclusions" 
tendered  a  fortnight  ago  [Tele- 
casting, July  3]. 

The  replies  virtually  constituted 
the  "last  word"  broadcasters  will 
have  in  the  historic  color  case, 
unless  FCC's  forthcoming  decision 
were  appealed  to  the  courts.  Ex- 
perts presently  doubt  such  an  ap- 
peal would  be  taken. 

The  formal  replies,  by  CBS,  RCA, 
Color  Television  Inc.  and  Para- 
mount Television  Productions 
jointly  with  its  aflSliated  Chromatic 
Television  Labs.  Inc.,  were  filed 
with  FCC  Monday.  On  Tuesday 
the  full  Commission  immediately 
began  consideration  of  the  color 
issue  as  previously  planned  (see 
story  this  page). 

CBS,  CTI  and  RCA  each  vigor- 
ously drummed  anew  old  con- 
tentions for  adoption  of  its  pro- 
posed color  system— the  field,  line 
and  dot  sequential  systems,  re- 
spectively— while  denouncing  in  no 
few  words  the  systems  of  compet- 
itors. Paramount-Chromatic  again 


urged  delay  of  the  color  decision 
for  a  year  to  permit  new  develop- 
ments, or  in  the  alternative,  to 
allocate  color  exclusively  in  the 
UHF  on  field  sequential  standards 
of  405  lines,  180  fields  with  hori- 
zontal interlace  on  a  full  6-mc 
video  channel. 

The  RCA  and  CBS  replies  were 
mutually  uncomplimentary  to  a 
high  degree.  Each  charged  the 
other  with  failure  to  cite  all  of 
the  facts  and  avoiding  evidence 
unfavorable  to  their  respective 
systems. 

Voluminous  RCA  Reply 

RCA's  voluminous  reply  was  de- 
voted chiefly  to  rebuttal  of  the 
CBS  proposed  findings.  RCA  con- 
tended the  CBS  document  "tries 
to  be  clever"  and  "seeks  its  ob- 
jective by  innuendo." 

It  held  the  CBS  brief  "does  not 
directly  attack  the  fundamental 
ability  of  the  RCA  system  to  do 
what  RCA  says  it  will  do"  and 
employs  hedging  tactics  in  the 
realization  "the  RCA  system  may 
be  standardized  before  long." 

RCA  explained  CBS  "does  not 
want  to  be  proved  wrong  again  by 
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a  statement  such  as  it  made  las 
October  that  'nothing'  can  improv 
the  RCA  system."  It  asserted  th 
CBS  theme  on  color  is  the  sam 
as  Columbia  espoused  in  1944  re 
garding  monochrome  TV.  RC^ 
said  CBS  then  warned  that  usinj 
the  525-line  system  instead  of  ont 
of  greater  resolution  was  "invitini  ' 
disaster"  and  such  a  system  couk 
not  be  put  over  as  a  "going  en' 
terprise." 

CBS'  talk  of  "grave  risk"  in  the  RCA- 
system  is  fundamentally  a  lack  of  faitl) 
by  CBS  in  the  electronic  art  itself,  ■ 
RCA  contended.  From  the  same  source  t 
comes  CBS'  talk  of  "complexity"  in 
the  RCA  system,  RCA  added.  Elsewhere 
in  its  reply  RCA  held  this  CBS  lack  of 
faith  in  the  electronics  art  belonged 
to  the  "CBS  of  the  proposed  findings", 
while  the  case  was  different  for  thef 
"CBS  of  the  hearings."  1 

RCA  noted  Dr.  Peter  B.  Goldmarkj 
inventor  of  the  CBS  color  system; 
during  hearing  testimony  on  RCA's 
tri-color  tube  development  21  days 
before  demonstration  of  the  tube,  had 
said,  '  Any  outfit  that  could  develop 
image  orthicon  to  make  it  as  it  is 
today  should  be  able  to  build  such  a 
tube." 

Regarding  the  dispute  over 
RCA's  claims  that  the  CBS  color 
proposal  fundamentally  involves  a 
mechanical  system,  RCA  held  CBS 
itself  "has  made  this  a  case  of  the 
disc  against  the  RCA  system" 
(Continued  on  Telecasting  p.  12) 
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lITCff'S  TV  PITCH'  V'tleo  Version  Is  Unveiled 


basic  case  for  television  as  an 
rtising  medium  was  unveiled 
week  in  a  video  version  of 
tch's  Pitch,"  the  name  given 
irice  B.  Mitchell's  sales  talks  on 
If  of  NAB's  Broadcast  Adver- 
g  Bureau. 

BAB  director,  Mr.  Mitchell 
jtraveled  up  and  down  the  coun- 
Ireciting  the  pros  of  broadcast 
jfrtising  and  perhaps  alluding 
jsionally  to  the  cons  of  other 
.^a.    His  newly  developed  pitch 
itelevision,  especially  as  a  me- 
,|i  for  retailers,  had  its  premiere 
■I  Tuesday  before  the  Washing- 
lAd  Club,  which  applauded  his 
;tive     sales     arguments  and 
".kled  at  his  typical  asides, 
."f'toting  that  today's  new  genera- 
will  be  tomorrow's  customers, 
tiaid  people  are  living  differently 
]le  TV's  advent  and  predicted 
i  rartment  stores  will  be  devoting 
,^  f  their  ad  budgets  to  video  with- 
l  decade. 

ugene  S.  Thomas,  manager  of 
4lC  (TV)  Washington  and  NAB 
^  Ictor-at-large  for  television,  in- 
*  duced  Mr.  Mitchell,  whose  pitch 
I  the  staid  title,  "Television,  a 
^  \  Century  Selling  Tool."  Guests 
,  ■jhe  head  table  included  William 
'  jRyan,  NAB  general  manager ; 
lilfl  H.  Gammons,  CBS  Washing- 
'  vice  president;  William  R.  Mc- 
Brew,  general  manager  of  the 
C  Washington  stations,  WRC- 
'-FM   WNBW    (TV);  Walter 
inpton,     general    manager  of 
•TG  (TV)  Washington;  Char- 
|j  A.  Batson,  NAB  TV  director 
recently    assistant    to  Mr. 
chell. 

Effect  of  TV 
JSpeaking  off-the-cuff,  Mr.  Mitch- 
'T  disclaimed  the  formal  nature 
his  talk  and  set  about  the  busi- 
j  s  of  giving  TV  its  place  in  the 
J,  rertising  spectrum.    First  of  all, 
(^fsaid,  consumers  everywhere  are 
ing  to  get  a  message  across  to 
ailers — a  message  that  they  are 
ng   differently,    and  shopping 
1    buying    differently.  Within 
j«  years  the  reading,  entertain- 
nt  and  shopping  habits  of  the 
ittlic  have  been  changed  by  TV, 
;jEaid. 

The  consumer,  he  continued,  is 
cJL'ing  to  the  retailer;  "I  have  a 
lit '  set.   I  can  see  your  goods.  My 
Snily  can  sit  with  me  and  help  me 
He  contended  the  customer 
pvaiting  for  a  price  break;  wants 
shop  at  night,  on  weekends,  at 
Lchtime — all    because    he  lacks 


1 


jie  and  doesn't  want  to  shop  dur- 
S  ]•  the  day. 

jrhe  retailer  thus  is  warned  that 
111  [jmust  change  his  advertising  ha- 
"l^B  as  the  customer  has  changed 
buying   habits,   Mr.  Mitchell 
d.     Among    stores    that  have 
ided  the  warning,  he  said,  are 
'^e    Hecht    Co.    of  Washington, 
lied  Stores  and  Rich's  of  At- 
ita,  all  of  which  quickly  learned 
take  the  store  to  the  customers. 
A.nd  how  many  customers?  He 
ted  a  few  fundamentals  of  TV 
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such  as  the  106  stations  in  62 
cities,  25  million  viewers  inside 
their  40-mile  range,  total  circula- 
tion of  6,214,000  sets  as  of  June  1, 
production  of  400,000  sets  a  month, 
4-to-5  viewers  per  set  and  60%  to 
70%  sets-in-use  at  any  given  time. 

"These  are  people  who  are 
watching  advertising,  not  some- 
thing vague  like  net  circulation," 
he  argued. 

Mr.  Mitchell  recalled  his  favorite 
thesis  that  advertising  men  do  not 
sell  advertising  but  sell  impact,  or 
impressions  on  the  buying  minds 
of  people. 

"TV  sells  it  now,"  he  said,  add- 
ing that  it  is  a  demonstrating  me- 
dium that  "shows  how  it  looks. 
You  talk  to  them  while  you  show 
them,"  he  said,  arguing  that  TV 
by  combining  sight  and  sound  pro- 
vides two  for  the  price  of  one — 
coordinated  attention  of  the  eye 
and  ear  working  in  the  same  direc- 
tion. 

Stimulates  Store  Traffic 

"You  also  get  motion,"  he  said. 
"It  happens  as  you  watch  it.  No 
other  medium  sells  to  people  while 
they  watch  advertising."  He  ex- 
plained that  TV  also  stimulates 
store  traffic  and  the  desire  to  buy 
because  "you  are  comfortable,  re- 
laxed and  not  bothered  by  crowds, 
bells  ringing  and  all  the  other  dis- 
tractions in  the  store." 

"Your  advertising  is  vivid  and 
believable,"  he  said. 

Television  has  the  highest  spon- 
sor identification  of  any  medium, 
he  said,  citing  a  case  where  the 
Loft  stores  deliberately  offered  a 
none-too-desirable  item  with  a  com- 
plicated Long  Island  address.  The 
response  was  amazing  and  a  tribute 
to  TV's  impact,  he  said. 

"Ask  yourself,"  Mr.  Mitchell 
suggested,  "if  the  people  growing 
up  in  this  era  will  forget  you." 
Referring  to  the  cry  of  TV  critics 
that  TV  advertisers  are  experi- 
menters, he  said  these  TV  users 
are  experimenting  under  most  fa- 
vorable circumstances.  "Only  once 
in  a  generation  can  you  get  such 
a  bonus,  such  a  novelty,  with  every 
ring  a  brass  ring,"  he  said.  "If 
the  11-year-old  vote  counted,  the 


next  President  would  be  named 
Hopalong." 

"You  can  use  television,"  he  con- 
tinued.   "It  reaches  everybody." 

He  brought  up  the  claim  that  TV 
is  a  difficult  medium  to  use.  "It's 
no  harder  to  use  than  any  other 
medium,"  he  said.  "You  can  talk 
to  more  people  than  a  salesman  can 
talk  to  in  a  lifetime.  Television 
stations  know  all  the  techniques. 

"Radio  and  television  have  one 
important  advantage  in  common — 
you  can  beam  your  advertising  talk 
to  the  people  you  want  to  talk  to, 
crediting  TV  with  the  ability  to 
deliver  to  an  advertiser  more  men 
than  any  other  medium." 

In  showing  how  TV  can  sell  all 
kinds  of  goods  he  listed  such  suc- 
cessful users  as  an  alligator  farm, 
used  car  dealer,  antique  store, 
curtain  manufacturer,  cereal  maker 
and  laundry. 

"TV  provides  an  eye-level  dis- 
play, properly  lighted,  a  display 
with  a  message,"  Mr.  Mitchell  said, 
illustrating  with  the  promotion  of 
yard  goods  by  Rich's  store  in  At- 
lanta in  which  the  goods  are  dis- 
played from  the  bolt  and  then 
made  up  in  this  year's  styles. 

Results  Important 

As  to  cost,  he  contended  effec- 
tiveness is  measured  in  terms  of 
results.  "My  demonstrator  is  in 
the  living  room  closing  the  sale 
while  your  demonstrator  is  throw- 
ing his  message  on  the  front 
porch,"  he  said. 

"Does  TV  work?"  he  asked  rhe- 
torically. "Ask  the  roller  derby 
and  the  wrestling  promoter." 

Users  of  TV  must  have  an  ob- 
jective, he  said,  belittling  the  ad- 
vertiser "who  orders  a  page  in 
next  Tuesday's  paper  because  the 
other  fellow  bought  two." 

"Nobody  in  business  stands  still 
today,"  Mr.  Mitchell  concluded. 
"In  Washington  300,000  TV  view- 
ers have  changed  their  way  of  liv- 
ing. Television  time  is  harder  to 
buy.  Today's  new  generation  are 
tomorrow's  customers,  and  young 
people  are  intensive  viewers. 

"Big,  successful  stores  are  now 
using  TV.  Fifty  per  cent  of  de- 
partment store  advertising  dollars 
will  be  in  TV  within  10  years." 


TV  BILLINGS 


Top  $2.8  Million  in  June 
For  ABC,  CBS,  NBC 


TELEVISION  network  time  sales  of  ABC,  CBS  and  NBC  in  June  totaled 
$2,884,273,  according  to  Publishers  Information  Bureau.  The  figure  is 
more  than  3%  times  as  great  as  the  combined  gross  of  $776,432  for  all 

four  TV  networks  in  June  1949.  *  

Same  ratio  holds  for  the  six 
months  billings,  which  were  $14,- 
031,395  for  the  three  TV  networks 
in  the  first  half  of  1950,  as  com- 


pared with  $4,250,941  for  all  four 
networks  in  the  like  period  of  1949. 

Network-by-network  breakdown 
follows : 


June 
1950 

ABC-TV  $  412,888 

CBS-TV  903,754 

DuMonI   

NBC-TV  1,567,631 
Total  $  2,884,273 

(DuMont  1950  figures  not  available.) 


June 
1949 
119,835 
198,161 
58,646 
399,790 
776,432 


Six  Months 

1950 
$  1,933,568 
4,604,21 1 


7,493,616 
$14,031,395 


Six  Months 

1949 
$  350,639 
1,058,908 
412,773 
2,428,621 
$  4,250,941 


REFLECTING  the  growth  of  the 
television  industry  is  this  30-ineh 
direct  view  screen  television  receiver 
(picture  is  536  sq.  in.)  claimed  by 
DuMont  to  be  the  world's  largest. 
Dr.  Allen  B.  DuMont,  head  of  Allen 
B.  DuMont  Labs  and  DuMont  Televi- 
sion Network,  adjusts  a  control  dial 
on  the  "Club  30"  set  which  he  intro- 
duced at  the  first  national  conven- 
tion of  DuMont  distributors  held 
July  6-7  at  the  Hotel  Pierre  in  New 
York  [Telecasting,  July  10]. 

BUSINESS  AID 

DuMont  Sees  Spark  in  TV 

AN  INCREASE  of  10  to  15%  in 
the  nation's  overall  business  activ- 
ity as  a  direct  result  of  television 
was  predicted  last  week  by  Dr.  Al- 
len B.  DuMont,  president  of  the 
Allen  B.  DuMont  Labs. 

Speaking  at  State  College,  Pa., 
to  the  radio  and  television  insti- 
tute of  Pennsylvania  State  College, 
Dr.  DuMont  said  that  within  three 
years  after  the  current  "freeze" 
on  construction  of  new  TV  sta- 
tions is  lifted,  three  out  of  four 
American  families  will  own  TV  re- 
ceiver sets. 

Providing  a  sound  allocation  plan 
is  adopted,  he  said,  every  major 
American  city  and  suburbs  will  be 
served  by  at  least  four  transmit- 
ting stations,  including  the  major 
TV  networks. 

Sales  Force  Seen 

Once  TV  becomes  truly  national. 
Dr.  DuMont  predicted  that  it  will 
act  as  a  tremendous  sales  force. 
Instead  of  video  replacing  other 
media,  it  will  stimulate  new  adver- 
tising dollars. 

Citing  the  McCann-Erickson  re- 
port of  23  clients  who  experienced 
increased  sales  of  19  to  37%  in  TV 
markets  as  compared  to  non-TV 
markets,  and  the  30%  sales  jump 
of  a  Kraft  Co.  product  in  cities 
reached  by  its  TV  program.  Dr. 
DuMont  did  not  consider  his  pre- 
diction too  optimistic. 
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July  17,  1950 


Kathryn  Katz  Balaban 

FUNERAL  sei-vices  were  con- 
ducted in  Chicago  Wednesday  for 
Mrs.  Kathryn  Katz  Balaban, 
widow  of  David  Balaban,  co- 
founder  of  the  Balaban  &  Katz 
Theatre  chain,  which  owns  WBKB 
(TV)  Chicago. 
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By  JERRY  FAIRBANKS 

PRESIDENT 
JERRY  FAIRBANKS  INC. 
HOLLYWOOD 

FILM,  long  touted  as  one 
of  the  most  efficient 
means  of  television  pro- 
gramming by  motion  picture 
people  and  once  bitterly  be- 
littled by  "live"  enthusiasts, 
at  last  will  come  into  its  own 
this  fall  when  a  large  number 
of  eastern  and  western  origin- 
ated programs  turn  to  it  be- 
cause of  superiority  over  kine- 
scope recordings. 

An  unwanted  stepchild  of  the 
video  industry  for  more  than  three 
years,  film  is  gaining  new  respect 
every  day  from  almost  every 
quarter  of  the  new  medium.  This 
recognition — followed  by  predic- 
tions of  many  station  managers 
that  film  ultimately  will  constitute 
50%  of  all  video  programming — is 
the  result  of  research  and  experi- 
mentation by  independent  pro- 
ducers who  have  wholeheartedly 
devoted  their  talents  and  resources 
to  television. 

Although  most  of  us  have  been 
actively  engaged  in  almost  every 
phase  of  motion  picture  production 
for  more  than  a  score  years,  tele- 
vision confronted  us  with  some  of 
the  most  difficult  obstacles  we  have 
ever  faced.  In  a  period  when  movie 
production  and  talent  costs  are  at 
an  all-time  peak,  we  have  sought 
a  means  of  filming  quality  shows 
at  a  fraction  of  the  price  of 
theatrical  motion  pictures. 

Most   "A"   pictures   today  are 


priced  in  the  neighborhood  of  $1 
million.  Even  with  recent  industry- 
wide economies  the  cheapest  "B" 
movie  costs  upwards  of  $100,000, 
taking  approximately  60  minutes 
of  working  time  to  produce  one- 
minute  of  film.  Our  problem  was 
to  find  a  way  of  making  half-hour 
video  pictures  for  a  total  cost  of 


around  $6,000 — or  a  minute  of 
finished  film  for  every  16  working 
minutes.  (The  $6,000  figure,  of 
course,  varies  according  to  sets 
and  cast.) 

It  was  apparent  almost  from  the 
start  that  the  problem  was  pri- 
marily a  technical  and  mechanical 
one  rather  than  one  of  increased 


SUCCESS  of  Fairbanks  Inc.  is  registered  in  the  smiles  of  its  executives  (I  to  r): 
Russ  Johnston,  vice  president  in  charge  of  sales  and  distribution;  President 
Jerry  Fairbanks,  and  Frank  Mullen,  chairman  of  the  board. 


UTILIZING  its  Multicam  Process,  Fairbanks  Inc.  is  able  to  produce  a 
minute  of  finished  film  for  every  16  minutes  of  working  time,  at  unusually  low 
costs. 

LEFT  PHOTO:  Cameras  focus  on  Ted  Osborne  during  filming  of  "The  First 
Hundred  Years,"  half-hour  comedy  show  of  the  5i7ver  Theatre  series. 

MIDDLE  PHOTO:  Crew  and  cameras  go  on  location  to  film  the  feature- 
length  Easter  program.  The  Triumphant  Hour. 

RIGHT  PHOTO:  Director  Frank  Telford  instructs  (I  to  r  in  foreground) 
Ward  Bond,  Beverly  Tyler  and  Glenn  Corbett  before  shooting  a  scene  for 
His  Brother's  Keeper,"  featured  on  the  Si7ver  Theatre. 


eflSciency  and  labor.  Many  impc 
ant  improvements  in  eflSciency: 
opei-ations  have  been  made,  , 
course,  but  tremendous  reducti^ 
in  the  cost  of  labor  (which  n 
accounts  for  between  60  and  7.* 
of  the  total)  are  impossible  in  ^ 
highly  unionized  industry. 

The  problem  of  cost  reductf-' 
was  solved  only  after  more  t\ 
three  years  research  and  expe 
mentation  and  the  development 
new  types  of  camera  and  otl 
filming  equipment.  The  Multici 
Process,  title  we  have  given  c 
multiple  camera  technique,  utili; 
three  or  more  16mm  or  35n 
Mitchell  cameras  which  can  op( 
ate  simultaneously  or  individual 
filming  three  or  more  differe 
angles  of  a  scene  and  getting  lor 
medium  and  close-up  shots  at  t 
same  time.  The  procedure 
similar  to  the  use  of  three  camei 
in  telecasting  "live"  television. 

Cites  Complex  System  j 

A  detailed  explanation  of  ;. 
the  developments  that  comprise  t 
Multicam  system  would  fill  tl 
entire  issue  of  Broadcasting  : 
Telecasting.  Included  would  • 
such  items  as  the  perfection  i 
equipment  making  it  possible  ; 
follow  focus  at  all  times  and 
viewfinder  giving  cameramen  t 
exact  image  in  the  exact  foe 
of  that  being  recorded  on  film; 
new  type  tripod  that  can  be  almOi 
instantly  raised  or  lowered  and  th 
can  be  used  to  dolly  in  any  q 
rectional  line  and  in  any  radius  ai 
controlled  by  the  cameraman  hii 
self;    new    type  eyelights; 


ing  techniques;  new  stage 
itions  techniques  and  produc- 
systems. 

e  foremost  invention — and  key 
e  entire  technique — is  a  device 
i  automatically  "syncs"  the 
in  film  of  each  camera  and 
sound  film.  With  it  cameras 
can  be  turned  on  and  off 
erous  times  during  the  filming 

Kong  sustained  scenes.  The 
je  leaves  a  "sync''  mark,  iden- 
mg  the  camera,  on  the  action 
in  each  camera  when  the 
ocular  camera  is  up  to  speed, 
ihe  sound  recorder  it  also  ex- 
is  a  line  or  lines  on  the  sound 
identifj-ing  the  cameras  in 
lation  throughout  the  scene.  In 

I manner,  the  sound  film  becomes 
key  to  the  cutting  and  insert- 
of   all    scenes    shot    by  the 
fcrent  cameras. 

te    Silver    Theatre    and  other 
^3  and  the  Triumphant  Hour 
rter  program  have  proven,  we 
are  able  to  produce  a  minute 
.nished  film  for  every  16  minutes 
tJ;.-orking  time;  are  able  to  make 
o   film   programs    at    a  cost 
toximately  equal  to  the  cost 
the  same  show  produced  and 
scoped  "live."   This,  we  feel, 
•juite  an  accomplishment,  espe- 
;iy  when  one  considers  that  the 
i-e  scales  of  Hollywood  motion 
jure  unions  are  frequently  more 
ji  double  those  of  the  current 
I'O  field. 

Cost  Main  Problem 
.Ithough    cost   was   the  basic 
Diem  to  be  solved,  there  were 
lerous  smaller  ones  that  also 

'  to  be  overcome.  Again,  a  com- 
e  listing  of  details  would  fill 

'ook.  A  few  can  be  summarized, 
ever,  and  may  prove  of  interest. 

/iewers  watching  old  time 
'ies  on  television  frequently  are 
:-tled  to  find  the  players  de- 
itated   or   sliced   from  top  to 

iiom.  The  answer,  of  course,  is 
t    the    television    screen  field 

Jers  somewhat  from  the  visual 

•;i  of  theatre  screens  because  of 
cur\'ature  of  the  video  receiv- 
tube.     To  avoid  decapitation 

I  slicing,  we  use  a  special  field 

It  allows  for  an  8'~'f  loss  at  the 
and  bottom  and  a  13 '^f  loss 
the  sides. 

^"ardrobes,  we  have  discovered 
ough  experience,  should  never 
-extremely  light  or  dark.  Medium 
des  should  be  used  and  "busy" 
-igns  (small  checks,  for  example) 
^  ided.  Makeup  should  be  a  little 
'ker  in  tone  than  that  usually 
■d  for  theatrical  pictures.  Our 
5  are  mobile  and  constructed  of 
itweight  materials  for  ease  in 
'id  handling.  Our  set  decorators 
?ct     colors     somewhat  darker 
i  with  softer  tones  than  would 
used  for  regular  movies  and 
cme  contrasts  are  avoided, 
•etails  of  our  lighting  and  proc- 
|ing  techniques  which  eliminate 
washed-out     and  "watery" 
ilities  common  to  kinescope  re- 
dings  and  most  motion  pictures 
television  are  a  trade  secret.  It 
1  be  stated,  however,  that  em- 
sis  is  on  back  lighting.  Sharp 
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contrasts  and  dark  corners  in 
sets  are  avoided. 

Film,  when  photographed  and 
processed  especially  for  the  new 
medium  and  projec^-ed  correctly  by 
stations,  is  equal  to  and  generally 
superior  to  the  "live"  telecast 
image.  There  is  no  comparison 
between  motion  picture  lighting 
and  video  flat  lighting.  This  is  not 
the  fault  of  viedo  technicians  but 
because  a  "live"  show  must  be 
lighted  for  its  entirety  and  because 
no  changes  can  be  made  once  the 
show  has  started. 

Projection  Problem 

Unfortunately,  video  film  is  not 
always  projected  correctly.  This 
is  the  foremost  problem  that  the 
television  film  producers  now  are 
attempting  to  solve  by  urging  sta- 
tions to  use  better  equipment  and 
better  trained  projectionists. 


NBC  SIGNS  WYNN 

To  Long-Term  Radio-TV  Pact 

STRUGGLE  between  networks  for 
talent  supremacy  continues,  with 
XBC  in  its  maneuvers  signing  Ed 
Wynn  away  from  CBS  on  a  long- 
term  r  a  d  i  o-television  contract 
starting  in  the  fall.  Although  his 
services  are  primarily  for  TV,  the 
radio  clause  was  inserted  in  the 
contract  should  he  decide  to  re- 
turn to  sound  broadcasting  at  a 
future  date,  it  was  said. 

At  a  reported  price  of  $20,000 
per  telecast,  the  comedian  will  do 
11  programs  on  a  rotating  basis, 
and  share  the  spotlight  with  Eddie 
Cantor,  Fred  Allen  and  another 
radio-video  star  yet  to  be  chosen, 
in  a  new  TV  series  to  be  sponsored 
by  Colgate-Palmolive-Peet  on  NBC- 
fv.  It  is  expected  that  Mr.  Wynn 
will  commute  between  Hollyv\^ood 
and  New  York  for  his  once-per- 
month  telecast. 

Talent  and  production  costs  on 
the  new  show  will  exceed  $40,000 
per  telecast.  This  is  exclusive  of 
TV  network  time. 

Under  contract  to  CBS  for  the 
past  season,  with  Camel  cigarettes 
the  last  sponsor,  Mr.  Wynn  was 
released  of  that  network  commit- 
ment when  no  sponsor  was  signed 
for  next  fall. 

Durante  Negotiations  Slowed 

There  has  been  a  slow-down  in 
negotiations  between  Jimmy  Du- 
rante and  NBC  for  his  exclusive 
radio-TV  services.  The  comedian 
is  under  contract  to  MGM  which 
would  bar  him  from  TV  for  at  least 
another  year.  Any  deal  made 
with  NBC  would  be  for  radio  only, 
unless  he  works  out  a  new  arrange- 
ment with  the  film  company. 

Whether  Dinah  Shore  will  re- 
turn to  NBC  or  remain  with  CBS 
is  still  a  question.  Her  decision 
has  not  been  revealed.  Status  of 
Red  Skelton  and  Edgar  Bergen 
remain  the  same.  Although  the 
invitation  to  return  to  NBC  still 
stands,  it  is  expected  that  the 
comedians  will  remain  with  CBS, 
at  least  until  their  contracts  expire. 


ENJOYING  informal  get-together  at  National  Assn.  of  Radio  Station  Repre- 
sentatives Spot  TV  Clinic  luncheon  in  New  York's  Biltmore  Hotel  ore  (I  to  r): 
Frank  Silvernail,  BBDO;  Al  Brashaw,  American  Tobacco  Co.;  Hope  Martinez, 
BBDO;  Frank  Towers,  Arfierican  Tobbaco;  Don  Kearney,  The  Katz  Agency; 
Keith  Kiggins,  Edward  Petry  &  Co. 


LUNCHEON  for  the  sponsor  at  NBC 
Chicago  is  attended  by  (I  to  r)  Clifton 
Utiey,  AM-TV  commentator;  J.  D. 
Farrington,  president,  Rock  Island; 
Jules  Herbuveaux,  manager,  NBC 
Chicago's  TV  department;  William  E. 
Hayes,  Rock  Island  public  relations. 
Rock  Island  sponsors  Mr.  UtIey  on 
WNBQ  (TV)  Chicago. 


DISPLAYING  their  amateur  cooking 
skill,  Al  Constant  (I),  director  and 
newscaster,  and  Pat  Crafton,  pro- 
gram manager,  KRON-TV  San  Fran- 
cisco, turn  out  a  batch  of  cinnamon 
rolls  and  a  minced  clam  and  cheese 
spread  while  substituting  for  Edith 
Green,  KRON-TV's  home  advisor  on 
her  Your  Home  show. 


NEW  YORK  party  given  by  NBC  for 
Dave  Garroway  (r),  star  of  the  Gorro- 
way  at  Large  program,  finds  Mr. 
Garroway  discussing  his  show  with 
T.  L.  Shaffer  (center),  vice  president 
in  charge  of  sales,  Congoleum-Nairn 
Inc.,  sponsor  of  the  show,  and  R.  F. 
Jones,  assistant  to  Mr.  Shaffer. 


uN  hand  to  install  the  incoming 
president  of  Los  Angeles  Advertising 
Women,  Mary  Buchanan  (r),  asst. 
public  relations  dir..  Union  Pacific 
Railroad,  is  Haan  Tyler,  mgr.  of  KFi 
Los  Angeles,  new  pres.,  L.  A.  Adver- 
tising Club.  At  left  is  Beatrice  Kentz, 
BBDO,  outgoing  women's  pres. 


ATTENDING  Los  Angeles  demonstration  of  new  NBC  kinescope  equipment 
are  (I  to  r)  Leon  Benson,  TV  director,  J.  Walter  Thompson  Co.,  Los  Angeles; 
Thomas  F.  Harrington,  partner,  Ted  Bates  Co.;  Sidney  N.  Strotz,  v.  p.,  NBC 
Western  Div.;  Thomas  B.  McFadden,  gen.  mgr.,  KNBH  (TV)  Hollywood. 


I 


Condon  Report 

(Continned  from  Telecasting  p.  2) 

out  interference  on  the  part  of  Con- 
gress," he  told  Telecasting.  He 
indicated  he  had  brought  the  report 
to  Chairman  Coy's  attention  when 
it  first  reached  the  committee  July 
8. 

Chairman  Johnson  expressed  ap- 
preciation for  the  "time  and  efforts 
spent  by  these  experts  in  formulat- 
ing the  report,"  which  he  described 
as  a  "heavy  task — and  a  most  im- 
portant one,"  and  felt  the  Condon 
group  had  performed  a  distinct 
public  service. 

Sen.  Johnson  had  no  comment  on 
the  committee's  recommendation 
that  one — and  only  one — system  be 
used  as  a  basis  for  adoption  of  color 
TV  standards.  He  has  indicated, 
in  the  past,  his  hope  that  multiple 
standards  might  be  technically  feas- 
ible "in  the  interest  of  fostering 
competition"  among  American  tele- 
vision manufacturing  firms. 

Authorities  pointed  out,  however, 
that  its  technical  practicability 
would  be  left  to  the  Commission's 
engineers,  and  stressed  Sen.  John- 
son had  merely  expressed  senti- 
ments looking  toward  a  decision 
which  would  militate  against  the 
possibility  of  monopoly  in  the  man- 
ufacturing field. 

The  Senate  Interstate  Commerce 
Committee  held  its  regular  semi- 
monthly meeting  last  Wednesday 
but  did  not  discuss  the  Condon  re- 
port, it  was  understood. 

FCC  Comments 

FCC  Chairman  Coy  and  other 
Commissioners,  excepting  Comr. 
Frieda  B.  Hennock,  withheld  for- 
mal comment  on  the  Condon  report. 
Miss  Hennock  said  "it  is  reassuring 
in  the  solution  of  the  complex  color 
problem  to  have  the  technical  opin- 
ion of  a  group  of  unbiased  and  out- 
standing experts  in  addition  to 
those  of  our  staff  to  help  us  reach 
a  decision." 

Curtis  B.  Plummer,  FCC  Chief 
Engineer,  indicated  the  report 
would  be  "very  helpful"  in  reaching 
a  color  decision  since  it  is  "another 
point  of  view"  by  the  "different 
people  working  on  it." 

RCA-NBC,  ABC,  CBS  and  Du- 
Mont  had  no  comment  nor  did  NAB 
or  RTMA. 

The  Condon  Committee  report 
confined  its  comparison  of  the 
three  color  systems  chiefly  to  a 
tabular  summary  of  "funda- 
mental" performance  characteris- 
tics (See  table  above).  The  list 
of  categories  used  in  the  table 
omits  consideration  of  certain 
peculiarities  of  apparatus  such  as 
mechanical  vs.  electronic  operation 
of  the  receiver,  limitation  of  pic- 
ture size  and  limitation  of  angle 
of  view,  the  report  said. 

It  was  explained  these  matters 
"once  loomed  large  in  the  com- 
petitive consideration  of  the  sys- 
tems, but  they  have  become 
progressively  less  prominent  as 
the  development  of  the  systems 
has  proceeded."  The  report  said 
it  appears  in  fact  that  all  of  the 
systems  may  use  the  tri-color  tube 
to  advantage,  putting  all  three  "on 
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TABULAR  SUMMARY  OF  PERFORMANCE  CHARACTERISTICS 

System 


Performance 
Characteristic 


Standard 
Black-and- 
white 


CTI 
Color 


CBS  Color; 
Line-interlaced 


CBS  Color; 
Dot-interlaced 


RCA 
Color 


Adaptability 
Color  Fidelity 

*  Large  areas 
Small  areas  and  edges 

of  objects 

Compatibility 

Quality  of  image  ren 
dered  on  existing  sets 

Continuity  of  motion 

*  Large  objects 
Small  objects 

Conyertibility 


Effectiveness  of  Channel 
utilization 

Flicker-Brightness 
Relationship 

*  Large  areas 
Small  areas 
Interdot  flicker 
Interline  flicker 

Geometric  Resolution 

*  Number  of  picture  ele- 
ments per  color  picture 
Vertical  resolution 
Horizontal  resolution 

Superposition 
performance 

*  Registration 
Color  Breakup 
Color  Fringing 


Excellent 
Good 


Not  needed  Adaptable 

Satisfactory  Excellent 
Fair  Excellent 


Good 


Fair 


Good 
Fair 

Not  easily 
convertible 
at  present 
Good 


Not 

Compatible 

Good 
Good 

Convertible 
121/2  inch  tube 
diam.  max. 
Satisfactory 


Excellent  Excellent  Good 

Good  Fair  Good 

Absent  Absent  Absent 

Good  Poor  Good 


200,000 

490  lines 
320  lines 


200,000 


83,000 


490  linesd)  378  lines 
320  lines        185  lines 


Fair 

Excellent 
Excellent 


Excellent 

Satisfactory 

Satisfactory 


Adaptable 

Excellent 
Excellent 


Not 

Compatible 

Good 
Fair 

Convertible 
I2V2  inch  tube 
diam.  max. 
Good 


Good 

Satisfactory 

Fair 

Good 

166,000 

378  lines 
370  lines 


Excellent 

Satisfactory 

Satisfactory 


Not  needed 

Satisfactory 
Fair 


Excellent 


Good 
Good 

Not  easily 
convertible 
at  present 
Excellent 


Excellent 
Good 
Fair 
Good 

200,000 

490  lines 
320  lines 


Fair 

Excellent 
Excellent 


CBS(line)-R(r 
CBS 


RCA 


CTI-RCA 
CBS(line)-RC 
CTI-CBSdini 
CBS-RCA 

CTI-RCA 

RCA 
CBS(dot) 


CBS 

CTI-RCA 
CTI-RCA 


*  Considered  factor  of  "outstanding  importance"  by  the  Condon  Committee. 
(1)  This  is  the  geometric  resolution;  the  apparent  vertical  resolution  is 
considerably  less,  due  to  interline  flicker. 


a  par  with  respect  to  all-electronic 
receiver  operation,  size  of  image 
and  angle  of  view." 

The  report  explained  "no  at- 
tempt has  been  made  to  place 
relative  emphasis  on  the  main 
categories"  of  performance  char- 
acteristics since  this  "must  be  as- 
signed at  the  highest  level  of 
administrative  decision,  taking  into 
account  the  economic,  political  and 
sociological  factors,  as  well  as  the 
technical  factors,  involved."  The 
committee  explained: 

The  difficulty  of  placing  this  emphasis 
can  be  well  illustrated  by  such  ques- 
tions as:  "Is  compatibility  (preserva- 
tion of  existing  investment)  more  im- 
portant than  convertability  (convert- 
ing existing  investment)?  How  do  each 
of  these  compare  with  effectiveness  of 
channel  utilization  (conservation  of  the 
public  domain)  or  geometric  resolution 
(providing  the  maximum  flexibility  to 
program  producers  in  choice  of  subject 
matter,  range  of  action  and  field  of 
view)?"  Answers  to  these  vexing  ques- 
tions must  be  found  but  they  are  not 
properly  the  concern  of  technical 
specialists. 

In  the  tabular  summary,  where 
two  systems  equally  share  as  the 
superior  system,  they  are  cited 
alphabetically,  the  report  ex- 
plained. 

The  report  observed  that  all  of 
the  systems  "are  subject  to  im- 
provement as  a  result  of  further 
technical  and  operational  develop- 
ment" and  the  process  of  improve- 
ment "will  go  on  in  each  system 
until  the  decision  between  them 
is  handed  down."  The  prospect  for 
future  improvement,  however,  "is 


not  of  equal  magnitude  in  each 
system,"  the  report  said. 

This  latter  fact  "is  a  matter  of 
evident  importance  in  setting 
standards,"  the  report  held,  "since 
the  standards  may  be  expected  to 
be  in  use  for  a  long  time  after 
their  full  potential  has  been  real- 
ized. The  net  long-term  good  to 
the  public  is  thus  greatest  in  that 
system  which  can  be  expected  to 
reach  the  highest  pitch  of  per- 
formance during  the  next  few 
years." 

Standards  Limits 

"Such  technical  advances,  pre- 
suming a  choice  of  one  system  in 
the  immediate  future,"  the  com- 
mittee asserted,  "will  be  limited 
to  those  matters  capable  of  im- 
provement within  the  framework 
of  the  then-established  standards." 

"The  CBS  system,"  according  to  the 
opinion  of  the  committee,  "has  pro- 
gressed furthest  toward  full  realization 
of  its  potentialities,  within  the  confines 
of  the  field-sequential  system.  It  is 
not  likely,  for  example,  that  the  color 
fidelity  will  improve  beyond  the  highly 
satisfactory  state  now  achieved. 
Equally,  the  CBS  system  is  not  likely 
to  improve  substantially  its  channel 
utilization  beyond  that  achieved  in 
the  dot-interlaced  version  of  the  sys- 
tem. Nor  is  the  flicker-brightness  per- 
formance capable  of  substantial  im- 
provement, except  by  methods  equally 
available  to  other  systems,  once  the 
picture  rate  is  established  at  24  color 
pictures  per  second." 

"The  CTI  system,  being  less  fully 
developed,"  the  Committee  concluded, 
"has  somewhat  greater  possibility  of 
future  improvement,  particularly  with 
respect  to  correction  of  faulty  registra- 
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tion  and  small  area  color  distortio) 
and   the    development   of  convertibl 
receiver  circuits  using  a  tri-color  tubi  , 
But  in  other  respects  the  CTI  systei 
cannot  reasonably  be  expected  to  ovei 
come  certain  inherent  limitations  in 
posed  by  the  choice  of  scanning  metho( 
These  include  the  difficulty  of  avoidio 
interline  flicker  and  the  impracticabilit 
of  using  dot  interlace  (at  a  color  pi( 
ture  rate  of  five  per  section,  which 
too  low  for  satisfactory  rendition 
small  areas  and  sharp  edges)." 

"The  RCA  system  also  has  considf 
able  opportunity  for  improvemer 
within  the  confines  of  the  scannin 
standards  proposed  for  this  system 
the  committee  stated.  It  continues 
"The  registration  of  the  color  imagf 
and  the  balance  of  the  color  values  i 
both  large  and  small  areas  can  be  i" 
pected  to  improve  substantially  wi 
advances  in  camera  design.  Convertih 
circuits,  to  convert  existing  sets 
color  using  the  tri-color  tube  an 
auxiliary  components,  can  be  di 
veloped." 

The  committee's  discussion  w  i  ^ 
indicated  to  be  confined  to  the  \  \ 
three   systems   as   developed  ai 
demonstrated  by  their  respecti 
proponents.    The  report  explain 
the  committee  however  viewed 
additional  demonstration  of  Haz< 
tine's  dot  sequential  system. 

The  report  said  Hazeltine  show 
a  technique  knovm  as  "consta 
luminance  sampling"  which  1 
duces  the  visible  effect  of  noise  ai 
interference  in  the  dot  sequenti 
color  image.  The  report  contendc 
"this  demonstration  also  provid( 
conclusive  proof  of  the  efficacy 
the  mixed-highs  technique,  in  thi 
a  video  channel  of  4  mc,  carryii 
a  mixed-highs,  dot-sequential  tran 
mission  was  found  to  offer  substai 
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ly  the  same  quality  of  image  as 
2-mc  channel  carrying  an  equiv- 
it  simultaneous  color  transmis- 
f  " 

'he  committee  concluded  "the 
teltine  developments  are  an  im- 
itant  contribution  to  the  dot- 
jjuential  system." 
!|The  present  state  of  develop- 
pt  of  each  system  has  been 
ijched  through  the  efforts  of  sin- 
organizations  working  in  com- 
ition,"  the  report  noted,  adding, 
»ce  the  decision  is  reached  among 
;  systems,  all  that  effort,  plus 
litional  effort  from  other  quar- 
s,  can  be  applied  to  the  one  sys- 
i  thus  chosen.  It  may  then  &e 
^|nd  that  the  real  limit  to  future 
Igress  is  that  imposed  by  the  na- 
je  of  the  scanning  standards,  noc 
1  present  equipment  limitations 
Jpresent  relative  costs." 

t>n  this  account,  the  final  conclusion 
the  Committee,"  the  report  stated, 
jthat  principal  importance  should  he 
.ched  to  those  fundamental  capa- 
ties  and  limitations  which  relate  to 
.he  choice  of  scanning  method.  .  .  . 
er  factors,  relating  to  the  present 
iformance  and  costs  of  apparatus, 
?rves  consideration,  but,  in  the  opin- 
of  the  Committee,  such  matters 
uld  take  second  place  in  the  tech- 
»1  assessment  of  the  systems." 

1  substantial  portion  of  the  com- 
,tee's  report  was  devoted  to  dis- 
ision  and  analysis  of  the  princi- 
iB  of  color  television.  This  in- 
lied  extensive  explanatory  con- 
bration  of  the  various  factors  in 
t>r  TV  such  as  resolution,  image 
ftinuity,  color  break-up  and 
tiging,  flicker,  color  fidelity  and 
,  er  definitions. 

Set  Cost  Problem 
[the  report  here  noted  that  in 
V  of  the  fact  "a  definitive  answer 
the  question  of  receiver  costs 
not  be  available  until  the  color 
jfvice  is  actually  instituted  and 
ge-scale  production  is  under 
y,  the  Committee  believes  that 
will  not  be  possible  to  take  the 
tive  receiver  cost  factors  into 
ksideration  in  arriving  at  the 
ressary  policy  decisions  affecting 
,'or  television." 

Another  chapter  of  the  report 
iluated  on  an  individual  basis 

;;h  of  the  three  color  systems, 
ese  evaluations  f  onned  the  back- 
)und  for  the  committee's  later 
nparative  conclusions  and  tabu- 
summary. 
The  essential  attributes  of  the 
'I  line-sequential  system  were 
iimarized  by  the  committee  as 
lows  : 

A)  It  is  a  compatible  system,  em- 
ying  the  same  number  of  lines  per 
ture  and  the  same  number  of  fields 

second  as  the  black-and-white  sys- 
This  permits  a  black-and-white 

1'sion  of  the  color  image  to  be  repro- 
Eed  on  standard  black-and-white  re- 
•vers,  without  modification  of  the  re- 
aver. 

B)  It  achieves  resolution  and  large- 
a  flicker  performance  equivalent  to 
?  black-and-white  system,  but  is 
icient  in  apparent  vertical  resolu- 

RVn  and  small-area  flicker  perform- 
ce. 
IC)  It  is  subject  to  registration  diffi- 
ities. 

.;D)  It  does  not  employ  the  channel 
_1flth  effectively,  since  neither  the  dot- 
'  erlace  nor  the  mixed-highs  principle 
e  employed. 

The  essential  characteristics  of 
e  CBS  field-sequential  system 
!re  given  as  follows: 
A)  The  CBS  system  scanning  stand- 
is  are  not  compatible  with  the  black- 
fl-white  scanning  standards.  This 
jnires  modification  of  existing  black- 
d-white  receivers,  and  additional 
mplication  in  receivers  of  the  future, 
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to  permit  reception  on  both  sets  of  scan- 
ning standards. 

(B)  The  line-interlaced  version  of  the 
CBS  system  has  substantially  poorer 
resolution  than  the  black-and-white 
system.  The  dot-interlaced  version  has 
slightly  poorer  resolution  than  the 
black-and-white  system.  The  crispening 
technique,  applied  to  other  systems, 
improves  its  resolution.  However,  this 
technique,  applied  to  other  systems, 
would  improve  their  apparent  resolu- 
tion in  the  same  degree. 

(C)  The  large-area  flicker-brightness 
performance  of  the  CBS  system  is  in- 
ferior to  that  of  the  black-and-white 
system.  This  means  that  CBS  color 
image  cannot  be  as  bright,  by  a  factor 
of  5  to  10  times,  as  the  black-and-white 
image,  for  equal  freedom  from  flicker. 
The  dot-interlaced  version  of  the  CBS 
system,  operating  at  the  low  color  pic- 
ture rate  of  12  per  second,  has  a  small- 
area  flicker  performance  (interdot 
flicker)  not  as  good  as  the  black-and- 
white  system. 

(D)  The  color  fidelity  of  the  CBS 
system,  as  demonstrated,  is  superior 
to  that  of  the  other  color  systems.  This 
superiority  is  due  to  the  maintenance 
of  better  color  balance  and  more  ac- 
curate registration,  both  of  which  are 
implicit  in  the  use  of  but  one  scanned 
surface  in  the  camera  and  one  in  the 
receiver.  Much  of  this  advantage  is 
lost  in  the  electronic  version  of  the 
CBS  receiver,  since  three  surfaces  are 
necessary  at  the  receiver. 

(E)  The  effectiveness  of  channel  uti- 
lization is  satisfactory  in  the  line-inter- 
laced version,  and  is  good  in  the  dot- 
interlaced  version.  The  impossibility 
of  employing  the  mixed-highs  technique 
lowers  the  channel  utilization  with  re- 
spect to  the  dot-sequential  color  sys- 
tem. 

(F)  Existing  receivers  with  picture 
tubes  of  13^  inches  and  smaller  dia- 
meter can  be  converted  to  color  recep- 
tion, but  at  an  appreciable  cost. 

The  essential  performance  char- 
acteristics of  the  RCA  system  were 
given  as  follows: 

(A)  The  RCA  system  scanning  stand- 
ards are  compatible  with  the  black- 
and-white  scanning  standards.  Conse- 
quently a  black-and-white  rendition  of 
the  RCA  color  transmission  can  be  re- 
ceived on  receivers  built  for  black- 
and-white  reception,  without  modifica- 
tion of  their  scanning  circuits.  More- 
over, the  characteristics  of  the  RCA  col- 
or system  are  such  that  the  quality  of 
the  black-and-white  rendition  may  be 
equal  to  that  of  standard  black-and- 
white  reception,  in  resolution  and  large- 
area  flicker-brightness  performance. 

(B)  The  RCA  color  image  has  an 
overall  resolution  approximately  equal 
to  that  of  the  black-and-white  system. 
The  finest  details  are  depicted  in 
shades  of  gray,  while  larger  details  are 
rendered  in  color.  The  color  transmis- 
sion has  sufficiently  fine  detail  that, 
when  the  gray-tone  detail  is  added  to 
it,  the  apparent  resolution  of  the  image 
as  a  whole  is  approximately  200,000  pic- 
ture elements. 

(C)  The  large  area  flicker-brightness 
and  continuity  performance  of  the  RCA 
system  is  equal  to  that  of  the  black- 
and-white  system.  The  small-area  per- 
formance in  these  respects  is  somewhat 
inferior,  due  to  the  fact  that  the  color- 
picture  rate  is  15  per  second,  half  the 
corresponding  rate  in  the  black-and- 
white  system. 

(D)  The  color  fidelity  of  the  RCA 
system  suffers  to  a  certain  extent  from 
uneven  color  balance  in  large  areas. 
Overlap  and  crosstalk  between  the 
color  components,  and  faulty  registra- 
tion, affect  the  color  fidelity  in  small 
areas. 

(E)  The  effectiveness  of  channel  ut- 
ilization of  the  RCA  color  system  is  the 
highest  of  all  the  systems  discussed  in 
this  report. 

(F)  Existing  receivers  cannot  be  con- 
verted to  color  reception  in  the  RCA 
system,  except  at  a  substantial  cost. 


NBC  Chicago  Theatres 

NBC-TV  Chicago  has  given  up  its 
original  plan  to  occupy  both  the 
Studebaker  and  Harris  legitimate 
theatres  and  will  rent  only  the 
latter  next  fall.  The  Harris  is 
being  reconditioned  now  for  tele- 
vision originations,  and  is  expected 
to  be  ready  for  crews  early  in 
September.  NBC's  Chicago  TV 
outlet,  WNBQ  plans  a  heavy  day- 
time schedule  then.  When  the 
Harris  is  available,  NBC  will  move 
from  the  Studebaker. 


LEARN 'KNOW  HOW 


y  Young's  TV  Advice 
To  Calif.  Admen 


new  horizons  for  advertising, 
products,  methods  and  other  fields 
of  merchandising.  Henry  Mayers, 
president  of  the  Mayers  Co.,  Los 
Angeles,  presided  as  moderator. 
Thayer  Newman,  outgoing  presi- 
dent, and  head  of  Newman,  Lynde 
&  Assoc.,  Jacksonville,  presided 
over  business  sessions. 

Mr.  Mayers  was  elected  FAAG 
president  for  the  coming  year,  with 
Parker  Holden,  of  Holden,  Clifford 
&  Flint,  Detroit,  vice  president, 
and  Gene  Curtis  of  Patch  &  Curtis 
Adv.,  Long  Beach,  secretary- 
treasurer. 


LEARN  the  "know  how"  of  television  or  be  left  lagging  behind  was 
the  advice  to  agency  men  by  John  Orr  Young,  New  York  advertising 
consultant,  at  the  four-day  23d  national  conference  of  the  First  Advertis- 
ing Agency  Group  in  the  Hotel  Lafayette,  Long  Beach,  Calif.,  last  week. 

Co-founder  of  Young  &  Rubi- 
cam,  Mr.  Young  also  is  author  of 
Adventu7-es  in  Advertising. 

"Television  is  a  great  big  lout 
of  a  boy,  sired  by  radio  with  the 
movies  as  his  dam,"  he  told  dele- 
gates and  guests  at  the  banquet 
following  opening  sessions  of  con- 
ferences last  Tuesday.  "Some  day 
he  (television)  may  eat  his  parents 
out  of  house  and  home.  But  I 
don't  think  it  will  be  In  our  gen- 
eration." 

Declaring  TV  is  the  greatest 
development  in  the  advertising 
field,  Mr.  Young  cautioned  agency 
men  that  they  must  learn  to  master 
its  use.  Although  radio  and  news- 
papers will  continue  as  high  major 
medias,  television  will  surpass 
them  all,  he  said. 

Cites  Research  Needs 

He  further  declared  that  medium 
sized  and  "bread  and  butter" 
agencies  must  give  more  thought 
to  research,  better  branch  office 
service  and  even  prestige  items 
such  as  AAAA  membership. 

Mr.  Young  advised  that  if  nec- 
essary the  small  independent 
agency  should  charge  clients  big- 
ger fees;  that  they  should  not 
render  "cheap"  service.  "Get  paid 
for  what  you  are  worth,"  he  said, 
cautioning  that  quality  is  what 
the  client  demands. 

Besides  FAAG  inter-agency  co- 
operation and  expansion,  closed 
clinic    session    subjects  included 


Nashville  Preview 

PREVIEW  of  television — sched- 
uled to  make  its  formal  debut  in 
Nashville  about  Sept.  20  with  the 
start  of  telecasting  by  WSM-TV— 
was  presented  in  the  city  last 
Thursday  by  executives  of  RCA 
Victor  and  Keith-Simmons  Co. 
(local  RCA  Victor  distributor). 
More  than  400  civic  leaders,  dealers 
and  salespeople  attended  the  pre- 
view which  originated  at  a  spe- 
cially constructed  studio  in  the 
Maxwell  House  and  was  sent  by 
direct  wire  to  an  array  of  new  RCA 
television  sets  in  the  hotel's  ball- 
room. The  local  talent  program 
was  held  in  conjunction  with  the 
first  showing  of  RCA  TV  receivers 
in  the  area. 


has  more  viewers  than  the  other 
two  TV-Stations  combined! 

April-May 

C.  E.  Hooper  


Ir) 


i 


WCPO-TV 

Channel  7 
Affiliated  with  the 

Cinti.  Post 
Represented  by  the  BRANHAM  CO. 


CINCINNATI,  OHIO 


WEWS.  Cleveland 
IS  another 
Scripps-Howard 
TV  Station  —  1st  / 
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Dallas 
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Combined  Population 
DALLAS  and  TARRANT 
COUNTIES  ... 

920,500 
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Rorabaugh  Report 
on  Advertising 

(Report  120) 


TELEVISION  gained  455  adver- 
tisers between  April  and  May, 
bringing  the  total  for  the  latter 
month  to  an  all  time  high  of  3,795. 
Five  advertisers  were  added  to  the 
network  ranks  while  an  additional 
72  entered  the  spot  field.  May 
totals  were  brought  to  99,  network, 
and  678,  spot.  There  were  3,018 
local  advertisers,  a  gain  of  378 
over  April. 

These  figures  are  based  on  the 
Rorabaugh  Report  on  Television 
Advertising,  released  last  week  by 
the  N.  C.  Rorabaugh  Co.  Network 
figures  are  for  the  entire-  month 
and  are  obtained  direct  from  the 
networks.  Spot  and  local  figures 
cover  the  week  of  May  7-13  and 
include  98  of  the  then  operating 
104  stations. 

ABC-TV  had  17  accounts  during 
May  with  a  like  number  of  shows. 
(The  sponsor  of  any  given  pro- 
gram is  considered  to  be  an  "ac- 
count." An  advertiser  who  sponsors 
two  shows  is  counted  as  two  ac- 
counts.) On  CBS-TV  there  were 
46  accounts  with  38  shows.  The 
network  had  43  different  adver- 
tisers in  May.  There  were  11 
accounts  active  on  the  DuMont 
Television  Network,  backing  11 
shows.  NBC-TV  had  46  accounts 
in  May.  There  were  42  different 
advertisers  who  back  46  shows. 

In  point  of  number  of  stations 
used  for  any  one  show,  Rorabaugh 
reports  Phileo  Corp.  as  the  leading 
network  advertiser  in  May.  The 
firm  placed  Phileo  TV  Playhouse 


NUMBER   OF  ADVERTISERS 

BY  PRODUCT 

GROUPS 

Network 

spor 

LOCO  1 

Tota 

1.  Agriculture  &  Farming 

— 

8 

8 

16 

2.  Apparel,  Footwear  &  Access. 

5 

31 

150 

186 

3.  Automotive,  Automotive  Equip.  &  Access. 

9 

13 

314 

336 

4.  Beer  &  Wine 

4 

117 

29 

150 

5.  Building  Materials,  Equip.  &  Fixtures 

— 

11 

102 

113 

6.  Confectionery  &  Soft  Drinks 

12 

60 

77 

149 

7.  Consumer  Services 

— 

7 

216 

223 

8  Construction  &  Contractors 

— 

— 

30 

30 

9.  Drugs  &  Remedies 

3 

13 

19 

35 

10.  Entertainment  &  Amusements 

— 

2 

57 

59 

11.  Food  &  Food  Products 

16 

167 

439 

622 

12.  Gasoline,  Lubricants  &  Other  Fuels 

'  5 

19 

48 

72 

13.  Horticulture 

1 

25 

26 

14.  Household  Furnishings,  Equip.  &  Supplies 

8 

7] 

592 

671 

15.  Industrial  Materials 

1 

16 

17 

16.  Insurance,  Banking  &  Real  Estate 

1 

5 

142 

148 

17.  Jewelry,  Optical  Goods  &  Cameras 

3 

15 

65 

83 

18.  OfFice  Equipment  &  Supplies 

5 

17 

22 

19.  Publishing  &  Media 

1 

8 

39 

48 

20.  Radios,  TV  Sets,  Phonographs,  Musical 

Instruments  &  Access. 

9 

19 

299 

327 

21.  Retail  Stores  &  Shops 

1 

180 

181 

22.  Smoking  Materials 

8 

19 

6 

33 

23.  Soaps,  Cleansers  &  Polishers 

5 

31  . 

14 

50 

24.  Sporting  Goods  &  Toys 

3 

32 

35 

25.  Toiletries 

7 

28 

9 

44 

26.  Transportation,  Travel  &  Resorts 

11 

17 

28  , 

27.  Miscellaneous 

2 

13 

76 

91 

TOTAL 

99 

678 

3,018 

3,795 

for  an  hour  Sunday  night  on  59 
NBC-TV  stations  through  Hutchins 
Adv.,  New  York.  Joe  Lowe  Corp. 
joined  the  network  ranks  with 
Popsicle  Parade  of  Stars  on  57 
stations  of  CBS-TV.  In  number  of 
stations  used  this  was  the  largest 
network  account  to  be  added  be- 
tween April  and  May.  The  quarter- 
hour,  weekly  show  is  handled  by 
Blaine-Thompson,  New  York. 

In  the  spot  field,  Bulova  Watch 
Co.  was  the  leading  advertiser  in 
number  of  stations  used  on  any 
one  schedule,  Rorabaugh  reports. 
The  firm  placed  business  on  67 
stations  through  Blow  Co.,  New 


York.  Most  of  the  activity  in  th 
spot  field  was  confined  to  account 
using  relatively  few  stations 
Largest  new  account  reported  wa 
the  New  York  State  Dept.  of  Com 
merce  which  placed  business  oi 
nine  stations  through  BBDO,  Ne\ 
York. 

Of  the  98  stations  covered  b; 
the  May  Rorabaugh  report,  38  ha 
total  accounts  over  100.  Seve 
stations   had   over   150  accounts 

Household  Furnishings,  Equip 
ment  &   Supplies  advertisers  be 

(Continued  on  Telecasting  p.  11, 
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City  Outlets  On  Air 

Albuquerque  KOB-TV 

Ames  WOl-TV 

Atlanta  WAGA-TV,  WSB-TV 

Baltimore  WAAM,  WBAL-TV,  WMAR-TV 

Binghamton  WNBF-TV 

Birmingham  WAFM-TV,  WBRC-TV 

Bloomington  WTTV 

Boston  WBZ-TV,  WNAC-TV 

Buffalo  WBEN-TV 

Charlotte  WBTV 

Chicago  WBKB,  WENR-TV,  WGN-TV,  WNBQ 

Cincinnati  WCPO-TV,  WKRC-TV,  WLWT 

Cleveland  WEWS,  WNBK,  WXEL 

Columbus  WBNS-TV,  WLWC,  WTVN 
Dallas, 

Ft.  Worth  KRLD-TV,  WFAA-TV,  WBAP-TV 

Davenport  WOC-TV 

Quad  Cities  Include  Davenport,  Moline,  Rock  Island, 


Number  Sets  City 

3,350  Louisville 

11,453  Memphis 

49,263  Miami 

172,820  Milwaukee 

15,200  Minn.-St.  Paul 

15,000  Nashville 

6,050  New  Haven 

390,762  New  Orleans 

101,678  New  York 

17,331 

519,086  Newark 

136,000  Norfolk 


244,788  Oklahoma  CityWKY-TV 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 

WNHC-TV 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV, 

WOR-TV,  WPIX 

WATV 

WTAR-TV 


WNBT 


inc.  in  N. 


Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntington- 
Charleston 

Indianapolis 

Jacksonville 

Johnstown 

Kalamazoo- 
Battle  Creek 

Kansas  City 

Lancaster* 

Lansing 

Los  Angeles 


WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 


WBAP-TV, 
WLAV-TV 
WFMY-TV 
K  PRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 


KRLD,  WFAA-TV 


74,000  Omaha 

Philadelphia 
59,385  Phoenix 
14,130  Pittsburgh 
East  Moline        Portland,  Ore. 
71,000  Providence 
265,000  Richmond 
36,050  Rochester 

Rock  Island 


KMTV,  WOW-TV 
WCAU-TV,   WFIL-TV,  WPTZ 
KPHO-TV 
WDTV 


WJAR-TV 
WTVR 
WHAM-TV 
WHBF-TV 


Number  Sel 

34,10 
40,634 
29,200 
119,044 
100,301) 
200 
81,800 
27,771 
1,435,000 

Y.  estimata 
21,635 
30,32S 
24,7H 
517,000 
10,800 
108,000 
945 
62,161 
37,697 
44,061 
14,130 


59,385        Quad  Cities  Include  Davenport,  Moline,  Rock  Island,  East  Moline 


35,337  Salt  Lake  CityKDYL-TV,  KSL-TV 
13,235  San  Antonio     KEYL-TV,  WOAI-TV 
27,734  San  Diego  KFMB-TV 

San  Francisco  KGO-TV,  KPIX,  KRON-TV 
13,679  Schenectady  WRGB 


55,000  Albany-Troy 
10,500  Seattle 
24,200  St.  Louis 
Syracuse 
31,024  Toledo 
35,793  Tulsa 
51,159  Utica-Rome 
28,500  Washington 
596,673  Wilmington 


KING-TV 
KSD-TV 

WHEN,  WSYR-TV 
WSPD-TV 
KOTV 
WKTV 

WMAL-TV,  WNBW,  WOlC, 
WDEL-TV 


WTTG 


19,800 
19,886 
43,100 
60,289 
87,000 

30,300 
140,500 
47,476 
49,000 
29,264 
16,500 
143,000 
37,851 


WKZO-TV 
WDAF-TV 
WGAL-TV 
WJIM-TV 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 
KTLA,  KTSL,  KTTV 

*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  6,574,538 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  fiom  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  i< 
necessarily  approximate. 


in  KRLD-TV^ 

Effective  ! 
Coverage  Area 

CBS  Slatlon 
for      DALLAS  and 
FORT  WORTH 

KRLP 

AM-FM-TV 

C^Lannei  4 

ii  Lj-ouf  Lest  Lu^ 

The     TIMES  HERALD  Station 
National  Representatives 
THE  BRANHAM  COMPANY 
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THE  TROLLEY  STRIKE  HAS 


AND  .  .  . 


Nearly  everyone  in 
video  knows  the  back- 
ground. 

During  Atlanta's  re- 
cent 37-day  transit  strike, 
the  South's  largest  department 
store  turned  to  WSB-TV  as  a  means 
of  serving  its  many  patrons. 

Telecasting  directly  from  an  im- 
provised studio  in  the  store,  Rich's 
personnel  and  WSB-TV  staffers 
modeled,  demonstrated  and  dis- 
played merchandise  for  strike- 
bound shoppers. 

And  like  most  everything  else 
Rich's  does — the  customers  loved  it ! 
Telephones   jangled.  Incoming 


trunklines  jammed.  Results  were 
apparent.  Said  a  store  executive: 
"We  sold  something  of  everything 
we  displayed  on  television.  We  are 
pleased  with  what  we  have  seen 
already." 

*    *  * 

And  so  it  is  that  a  programming 
idea  which  originally  was  conceived 
as  an  emergency  measure  is  now 
blazing  a  trail  for  both  retail  busi- 
ness and  for  television. 

For  now,  high  above  Forsyth 
Street  in  its  fabulous  "Bridge 
Building,"  this  great  store  has  allo- 
cated 2,400  square  feet  of  tremen- 
dously valuable  display  space  to  a 


permanent  television  studio.  It  is 
equipped  and  manned  by  WSB-TV. 

Rich's  telecasts  —  a  solid  hour  a 
day,  five  days  a  week  —  continue 
indefinitely,  on  WSB-TV. 

Once  again  it  has  been  proved 
that  when  seen  through  "The 
Eyes  of  the  South"  —  televdsion  is 
sellovision! 


ON    PEACHTREE  STREET 

^ATLANTA 

Represented  by  Edw.  Petry  &  Co.,  Inc. 
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THE  CRACKERS  HAVE  A  WELCOME  MAT  FOR  TV 

Atiant-a  Attendance  Soars  With  Video  Promotion 


than  in  years  past.  The  station 
credits  printed  stories  about  possi- 
bility of  the  TV  contract  being 
cancelled  with  stirring  a  reaction 
stronger  and  hotter  than  anyone 
expected. 

Obviously  an  all-important  fac- 
tor is  the  hard-driving  league- 
leading  Cracker  team  with  its  pen- 
chant for  pulling  games  out  of  the 
fire  in  the  ninth  inning. 

But  television  and  radio,  in  a 
direct  counter  attack,  are  proving 
in  Atlanta  that  TV  can  build 
crowds. 

"It  takes  some  practical  plan- 
ning and  work,"  said  Mr.  Bailey. 
"And  it  takes  some  showmanship. 
But  the  shortsighted  souls  who  sell 
television  short  on  this  question  of 
sports  coverage  today  are  going  to 
live  to  regret  it  in  the  years  just 
ahead." 


ATLANTA'S  television  and  base- 
ball fans  are  proving  that  game 
telecasts,  rather  than  bringing 
death  to  the  sport,  can  lead  to 
record-breaking  attendance. 

The  Georgia  city  has  never  seen 
such  an  outpouring  of  fans.  At- 
tendance at  Crackers  games  is 
leading  the  league,  reflecting  a 
crowd-building  campaign  inspired 
and  executed  by  television.  Base- 
ball is  being  telecast  with  profit  to 
all  concerned,  providing  the  story 
TV's  critics  have  insisted  nobody 
could  ever  write. 

This  story  of  the  crowds  that 
TV  builds  had  its  start  last  spring 
when  Earl  Mann,  Cracker  presi- 
dent, and  J.  C.  Brown,  Philco  dis- 
tributor, signed  an  exclusive  TV 
contract  with  WAGA-TV,  Fort 
Industry  station  in  Atlanta.  Pes- 
simists began  to  predict  dire  re- 
sults, and  other  baseball  clubs 
joined  in  the  hue. 

Actually,  their  predictions  were 
borne  out  in  the  early  part  of  the 
season  as  attendance  took  a  ter- 
rific slump.  Several  afflictions  de- 
veloped, including  bad  weather, 
poor  opposition  from  visiting  clubs, 
a  lukewarm  press  and  above  all  a 
transit  strike. 

Become  Sports  Minded 

All  the  time,  televiewers  were 
watching  the  games  in  Atlanta, 
only  city  in  the  Southern  Assn.  to 
telecast  baseball.  Wives  who  had 
waved  their  husbands  off  to  the 
ballpark  started  watching  the 
games  themselves,  on  the  screen. 
Girls  who  didn't  know  a  ball  from 
a  strike  started  getting  excited, 
and  getting  a  sports  education  at 
the  same  time. 

Now  they  know  the  players' 
names,  batting  averages  and  per- 
sonal histories.  They've  seen  their 
families   on   pre-game  interviews. 

Director  James  E.  Bailey  and 
Manager  George  Storer  Jr.,  of 
WAGA-TV,  called  in  Mr.  Mann 
and  his  associates  as  stories  ap- 
peared in  newspapers  that  the  TV 
contract  might  be  cancelled.  The 
facts  were  laid  on  the  table,  with 
the  Cracker  president  pledging  co- 
operation right  down  the  line. 

And  then  the  counter  attack  be- 


gan, led  by  Sportscaster  Jim 
Woods.  A  "Boost  the  Crackers" 
campaign  was  started.  Thousands 
of  "television  appreciation"  books 
were  printed.  A  book  of  five  tickets 
sold  for  $5.50;  10  for  $11.  They 
are  good  for  any  game  at  Ponce  de 
Leon  Park,  either  regular  season 
or  playoff  contests. 

Sportscaster  Woods  told  the 
story  on  AM  and  TV,  urging  fans 
to  show  their  appreciation  of  the 
telecasts  by  bringing  the  family 
once  a  week  to  the  ball  park. 

As  a  result,  Atlanta  fans  are 
buying  books  by  the  thousands. 

Playing  43  games  at  home,  At- 
lanta has  a  total  attendance  of 
241,455.  Birmingham,  in  second 
place,  has  drawn  209,168  to  39 
games. 

Attendance  Record  Set 

A  three-day  series  between  At- 
lanta and  Birmingham — first  and 
second  place  clubs,  respectively— 
drew  12,960  on  July  2,  14,421  on 
July  3  and  10,006  on  July  4,  a 
total  of  37,387  for  three  games. 
No  club  in  the  league  has  been 
able  to  boast  a  6,000  average  at- 
tendance. 

The  Ladies  Night  games  have 
been  retained,  but  as  the  season 
continues  more  and  more  women 
are  appearing  in  the  regular 
crowds,  rabid  fans  spawned  in  the 
living  room  watching  baseball  tele- 
casts. 

According  to  WAGA-TV,  the 
city's  newspapers  have  devoted  less 
space  to  Cracker  baseball  coverage 


WAAM(TV)'s  Card 

ANOTHER  innovation  in  tel- 
ecasting is  offered  by  WAAM 
(TV)  Baltimore,  which  last 
Thursday  received  approval 
of  the  South  Atlantic  AAU 
to  promote  a  seven-bout  am- 
ateur card  direct  from  the 
station  studios.  Fights, 
scheduled  to  be  held  tonight 
(July  17),  will  be  sponsored 
by  the  Globe  Brewing  Co.  of 
Baltimore.  Agency  is  Joseph 
Katz  Co.,  same  city. 


PCC  FOOTBALL 

Hoffman  Gets  TV  Rights 

HOFFMAN  Radio  Corp.  has  signed 
to  telecast  all  Pacific  Coast  Con- 
ference football  games  in  the  West 
Coast's  three  TV  centers — Los 
Angeles,  San  Francisco  and  Seattle. 
The  deal  was  reported  to  involve 
approximately  $350,000. 

Hoffman  signed  for  the  games 
less  than  24  hours  after  athletic 
directors  of  the  PCC  schools  met 
in  San  Francisco  to  set  terms  under 
which  they  would  sell  their  games. 
At  the  recent  PCC  annual  meeting 
in  Vancouver,  B.  C,  the  conference 
had  adopted  an  "all  or  none"  policy, 
holding  that  all  games  in  the  three 
cities  must  be  sponsored  and  paid 
for  or  no  game  rights  in  any  of  the 
cities  would  be  let.  The  conference 
also  demanded  a  guarantee  against 
attendance  loss. 

The  San  Francisco  meeting  es- 
tablished the  "expected"  attend- 
ance figures  for  each  of  the  1950 
Conference  games. 

Nine  western  colleges  and  uni- 
versities are  involved  in  the  deal. 
Financial  dividing  of  the  TV  pay- 
ments will  be  agreed  upon  by  the 
schools  involved. 

There  was  no  indication  by  the 
week's  end  which  station  in  Seattle 
or  San  Francisco  might  have  the 
games  in  those  areas.  But  in  Los 
Angeles  H.  L.  Hoffman,  president 
of  the  radio  company,  announced 
home  games  of  UCLA  and  USC 
would  be  telecast  by  KTTV,  the 
CBS-Los  Angeles  Times  station. 
This  decision  was  reached  at  a 
meeting  of  officials  of  the  Times, 
KTTV  and  the  Hoffman  company 
in  Balboa,  Calif.  No  details  were 
announced. 

Following  the  meeting,  the  Times 
reported  KTTV  was  not  receiving  a 
fee  for  its  air  time  and  would 
telecast  the  games  as  a  public 
service. 


RESOLUTION  calling  for  establish- 
ment of  system  of  voluntary  program 
standards  and  control  of  TV  for  pro- 
tection of  youthful  audience,  brought 
to  attention  of  industry  by  County 
of  Los  Angeles  Youth  Committee. 


KTSL  GETS  GP 

Only  TV  Grant  Since  Freez 

CONSTRUCTION  PERMIT  fo 
KTSL  (TV),  Don  Lee  Broadcastinj 
System's  experimental  TV  statici; 
operated  commercially  on  Channe 
2  in  Los  Angeles,  was  granted  b; 
FCC  last  week  as  the  first  anc' 
only  TV  grant  since  it  institutec. 
the  "freeze."  , 

Don  Lee  had  petitioned  FCC 
June  26  for  a  grant  of  its  Lo; 
Angeles  TV  application  modifica- 
tion [Telecasting,  July  3]  whici 
had  been  held  up  by  Don  Lee's 
recently  approved  bids  for  statior 
renewals.  The  modification  spe- 
cifically requested  was  change  of 
transmitter  site  from  Mt.  Lee  to 
Mt.  Wilson,  from  which  other 
Los  Angeles  stations  operate. 

In  a  letter  to  Thomas  Lee  En- 
terprises Inc.,  operator  of  Don  Lee 
Broadcasting  System,  FCC  reject- 
ed the  petition  for  modification  of 
CP  on  grounds  that  Don  Lee's 
application  for  extension  of  the^ 
CP,  issued  before  the  war,  had; 
been  dismissed  by  the  Commission; 
in  orders  issued  in  February  and 
September  1946,  respectively. 

KTSL  had  contended  in  its  pe- 
tition that  with  its  AM  and  FM 
renewal  applications  already  grant- 
ed, nothing  stood  in  the  way  of 
the  modification  request  that  had 
been  filed  in  1946. 

'Freeze'  Problem 

It  also  argued  that  the  applica- 
tion is  exempt  from  FCC's  current 
TV  freeze  under  the  terms  of  the 
freeze  order  itself.  However,  the 
FCC  wrote: 

"Treating  your  petition  as  a 
request  to  grant  an  immediate  con- 
struction permit  on  Mt.  Wilson, 
the  Commission  is  of  the  opinion 
that  the  'freeze'  policy  ...  is  a 
bar  to  favorable  action  on  your 
application.  However  .  .  .  since 
you  have  been  operating  a  tele- 
vision station  from  Mt.  Lee  since 
1939  ...  on  a  full  commercial 
basis  pursuant  to  an  STA  since 
May  1948 — prior  to  the  institution 
of  the  'freeze' — it  would  not  be 
inconsistent  with  the  'freeze'  pol- 
icy to  grant  a  regular  construction 
permit  for  a  commercial  television 
station  at  the  present  location 
with  the  present  power  and  an- 
tenna height  of  your  experimental 
television  station  on  Mt.  Lee  .  .  ." 

FCC  said  Thursday  it  would 
grant  an.  application  for  modifica- 
tion of  permit  conditioned  on  Don 
Lee's  filing  with  the  Commission 
such  a  request  specifying  the 
present  location,  power  and  an- 
tenna height  of  KTSL's  site  on 
Mt.  Lee. 

KTSL  and  the  other  Don  Lee 
properties  are  currently  up  for 
sale  with  action  on  pending  bids 
delayed. 


ALL  STAR  baseball  game  seen  on 
WAVE-TV  Louisville  by  relay  from 
Cincinnati  for  reported  first  viewing 
of  classic  there. 
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Telestatus 

(Continued  from  Telecasting  p.  8) 
came  the  leading  user  of  television 
in  May  (see  table).  With  671 
different  advertisers  active,  there 
were  eight  network,  71  spot  and 
592  local  accounts  placing  TV  bus- 
iness. Food  and  Food  Product 
advertisers,  which  had  dominated 
the  picture  in  April  [Broadcast- 
ing, June  12],  had  622  accounts. 
This  classification  dominated  both 
the  network  and  spot  fields  with 
16  and  167  advertisers  respectively. 

*  *  * 

Family  Characteristics 
Of  TV  Homes  Studied 

TV  FAMILIES  are  larger  than 
non-TV  families  at  this  point,  ac- 
cording to  a  Videodex  survey  for 
Jay  &  Graham  Organization,  Chi- 
cago, conducted  by  the  firm's  re- 
search chief,  Charles  Callard. 

In  New  York  and  Chicago,  for 
example,  there  are  3.8  persons  in 
the  television  family,  3.3  in  the 
non-TV  household.  Mr.  Callard, 
however,  reports  that  more  small 
families  have  been  buying  video 
receivers  since  December. 

He  points  out  that  in  a  survey 
of  Chicago  and  New  York  homes, 
it  was  found  that  the  average  tele- 
vision home  has  more  than  twice 
the  number  of  children  under  12 
years  as  the  non-TV  home — 92  per 
100  for  the  former  and  44  per  100 
for  the  latter.  And,  he  says,  more 
than  50%  of  the  families  buying 
TV  sets  before  1949  had  no  children 
under  12. 

Estimated  family  characteristics 
were  based  on  a  random  sample 
of  set  purchasers  within  a  50-mile 
radius  of  each  city. 

*  *  * 

Texaco  Tops  Video 
Commercials  in  L.  A. 

TEXACO  commercials  topped  the 
list  of  "best  liked"  television  com- 
mercials for  the  sixth  consecutive 
month  according  to  June  Tele-Que 
survey  of  Coffin,  Cooper  &  Clay 
Inc.,  Los  Angeles.  Survey  cov- 
ered 523  television  homes  in  the 
Los  Angeles  area  during  the  first 
week  in  June  by  diaries.  Next 
four  rating  commercials  according 
to  the  survey  were  those  of  Lucky 
Strike,  Ford,  Log  Cabin  Bread 
and  Ballantine. 


GOOD  HUMOR  is  passed  around  in  liberal  doses  at  this  contract  signing 
that  marks  sponsorship  by  Globe  Bottling  Co.,  Los  Angeles  (Wilshire  Club 
Beverages),  of  the  new  Nils  T.  Granlund  Hollywood  Road  to  Fame  show  (Fri- 
day, 7-8  p.m.)  on  KTSL  (TV)  Hollywood.  L  to  r  are  Mr.  Granlund;  Leo 
Kanner,  Globe  sales  manager;  John  Reynolds,  Don  Lee  account  executive; 
Don  Breyer,  vice  president  and  manager,  Brisacher,  Wheeler  &  Staff,  Holly- 
wood office  (Globe  agency),  and  Abe  Kanner  (seated),  president  of  the 

bottling  company. 


TV  Camera  at  Korea 

ON-THE-SPOT  coverage  of 
the  Korean  battle  will  be  ob- 
tained for  syndicated  televi- 
sion film  series  by  KTTV 
(TV)  Hollywood,  which  dis- 
patched motion  picture  news 
reel  cameraman,  Charles  J. 
De  Soria,  to  Korea  over  the 
July  8  weekend.  Station 
claims  the  cameraman  is  the 
first  television  newsman  to 
be  accredited  in  the  battle 
area.  Stations  already  signed 
to  run  the  series  include: 
WPIX  (TV)  New  York, 
WGN-TV  Chicago,  WWJ-TV 
Detroit  and  WCON-TV  At- 
lanta. 
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TV-RADIO  USE 

WCBS  Studies  N.  Y.  Trend 

ACCORDING  to  a  WCBS  New 
York  analysis  of  Pulse  Inc.  sur- 
veys for  the  first  four  months  of 
1950,  New  York  radio  listening 
not  only  has  increased  in  general 
set  usage,  but  also  has  gone  up 
in  homes  with  television. 

Surveying  the  hours  from  4  to 
11  p.m.,  Pulse  reports  indicate 
that  although  television  sets-in- 
use  mounted  from  an  average  of 
10.3%  in  January  to  15.7%  in 
April  1950,  radio  sets,  with  far 
greater  previous  usage,  also  in- 
ceased  from  27.1%  to  31.3%^  for 
the  same  months.  Since  almost 
total  radio  "saturation"  had  al- 
ready been  reached  in  the  New 
York  area  (97%  of  all  families 
owning  one  or  more  radios),  this 
gain  was  achieved  without  great 
increase  in  the  base  number  of 
radio-equipped  homes,  while  tele- 
vision saw  a  16%  gain  in  base 
homes. 

In  regard  to  radio  listening  in 
television  homes,  the  April  report 
showed  that  20.8%  of  family  lis- 
tening-viewing expendable  time 
between  4  p.m.  and  11  p.m.  is  de- 
voted to  radio,  an  increase  over  the 
January  figure  of  19.2%  .  This  sub- 
stantiates the  fact  that  length  of 
time  television  ownership  results 
in  greater  radio  listening,  WCBS 
pointed  out.  Pulse  also  demon- 
strates that  duplicate  tuning  has 
risen  from  January  to  April,  until 
in  an  average  hour  during  "televi- 
sion hours,  one  out  of  every  six 
homes  using  a  television  set  was 
also  using  a  radio  set." 

The  report  points  out  finally 
that  this  study  is  based  on  tele- 
vision's strongest  hours;  while  the 
morning  hours  are  still  attracting 
less  than  17c  to  television. 


TVA  Talks  in  L  A. 

CONTINUING  Television  Author- 
ity-Screen Actors  Guild  dispute  on 
the  latter's  home  ground,  George 
Heller,  executive  secretary,  TVA, 
is  now  in  Los  Angeles  for  several 
weeks  for  meetings  with  TVA 
executives  and  membership  as 
well  as  executives  of  other  tele- 
vision groups. 


TV'S  VICTIMS 

Slump  in  Movies,  Sports 


TELEVISION  set  owners  attend 
fewer  movies  and  sports  events 
after  purchase  of  a  video  set,  ac- 
cording to  a  survey  seeking  to 
determine  how  TV  has  modified 
family  activities  and  practices. 
Directed  by  Dr.  Edward  C.  Mc- 
Donagh,  associated  professor  of 
sociology,  U.  of  Southern  Califor- 
nia, Los  Angeles,  the  survey  cov- 
ered 800  television  and  non- 
television  homes,  or  one-fifth  of 
the  population  in  an  unrevealed 
Southern  California  community. 

Survey  disclosed  three-fourths 
of  the  set  owners  attend  fewer 
movies;  half,  fewer  sports  events. 
It  further  reported  two-thirds  less 
reading  and  half  as  much  talking 
by  set  owners,  even  though  they 
are  at  home  more  often  and  have 
more  visitors.  All  TV  set  owners 
do  less  pleasure  driving,  according 
to  the  report.  Dr.  McDonagh 
pointed  out  that  in  the  telecasting 
of  sports,  mass  observation  of 
athletic  contests  is  being  sup- 
planted by  watching  contests  in 
individual  homes.  He  also  showed 
that  families  with  more  children 
are  more  likely  to  have  television. 

Survey  was  carried  out  by  USC 
graduate  students  in  sociology 
who  did  the  interviewing.  A  wide 
range  of  occupations  was  repre- 
sented by  those  interviewed,  al- 
though they  all  proved  to  be  almost 
perfectly  matched  in  education 
and  age. 


\\Syii(hnttous 
Recording 

WITH  YOUR  PRESENT  TAPE  RECORDER 


Here's  good  news!  The  new  Fair- 
child  Control  Track  Generator  makes 
possible  picture  synchronous  sound- 
track  recording  with  any  tape  re- 
corder with  response  good  to  14KC. 
Here's  how!  This  new  Fairchild 
instrument  superimposes  a  high  fre- 
quency signal  on  magnetic  tape 
simultaneously  with  the  sound  track. 
This  signal  becomes  the  tape  speed 
control  when  played  back  on  a 
Fairchild  Pic-Sync  Tape  Recorder. 
No  extra  heads  or  modifications  to 
presently  owned  tape  recorders  are 
required. 

WRITE  FOR  FULL 
ENGINEERING  DATA  TODAY 


This  compact  unit  comes  in  a  small 
carrying  case — for  on-location  work 
— and  may  be  removed  for  rack 
mounting.  FR-in 


154TH  STREET  AND  7TH  AVENUE 
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Color  Replies  Filed 

(Continued  from  Telecasting  jy.  2) 

since  CBS'  alleged  advantages 
from  the  standpoint  of  simplicity, 
registration  and  color  fidelity  all 
are  based  on  use  of  the  color  disc 
receiver.  RCA  indicated  the  de- 
velopment and  public  acceptance  of 
larger  tube  sizes  as  well  as  prac- 
tical defects  of  the  CBS  color  disc 
unit  finally  forced  CBS  to  "res- 
surect  its  projection  set"  and  be- 
come the  last  proponent  to  show 
an  all-electronic  receiver  on  the 
record. 

RCA  asserted  that  CBS  "looked 

to  electronics  only  after  it  became 

convinced  it  could  not  put  over  a 

mechanical  system." 

The  summary  of  findings  in  the  CBS 
brief,  RCA  said,  were  used  by  Columbia 
"for  a  bitter  personal  attack  on  the 
integrity  of  RCA  executives  and  engi- 
neers." including  Brig.  Gen.  David 
Sarnoff,  board  chairman;  Dr.  E.  W. 
Engstrom,  vice  president  in  charge  of 
research,  RCA  Labs.  Division,  and  Dr. 
George  H.  Brown,  RCA  Labs,  research 
engineer.  It  noted  that  during  the  hear- 
ing CBS  testimony  conflicted  on 
whether  Columbia  was  attacking  the 
credibility  of  RCA  witnesses  while  the 
CBS  brief  charged  that  in  respect  to 
color  TV  the  testimony  of  RCA  execu- 
tives and  engineers  could  not  be  relied 
upon. 

Said  Self -Contradictory 

Concerning  the  proposed  findings 
of  Paramount  -  Chromatic  Televi- 
sion, RCA  said  the  "most  remark- 
able aspect  of  this  document  is  its 
bland  self-contradictions  both  on 
a  policy  level  and  on  a  fact  level." 
It  said  PTP-CTL,  after  correctly 
concluding  good  color  TV  is  pos- 
sible in  6  mc  and  interference  con- 
ditions are  identical  with  those  in 
monochrome,  incorrectly  assumed 
color  should  be  delayed  on  grounds 
the  immediate  availability  of  color 
sets  at  low  prices  has  not  been 
satisfied  in  the  record. 

RCA  attacked  the  PTP-CTL  alternate 
plan  to  restrict  color  to  the  UHF  alone, 
pointing  out  more  than  100  stations 
now  operating  in  the  VHF  could  trans- 
mit color  immediately  without  modifi- 
cation while  not  a  single  commercial 
station  is  operating  in  the  UHF.  As- 
signment of  UHF  color  channel  to  eacii 
VHF  broadcaster  also  was  hit  as  im- 
practical allocation-wise  and  economic- 
ally. Adoption  of  this  PTP-CTL  alter- 
nate proposal  still  means  holding  color 
off  for  two  or  three  years,  RCA  said. 

It  also  criticized  the  companies'  cita- 
tion of  only  unfavorable  RCA  evidence 
while  citing  only  favorable  CBS  evi- 
dence, which  it  termed  "hardly  a  fair 
weighing  of  the  record." 

CBS'  reply  asserted  the  findings 

of  the  other  proponents  "does  not 
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alter,  but  in  fact  confirms,  the 
proposed  findings  and  conclusions" 
previously  filed  by  CBS.  Columbia 
charged  the  other  proponents  "ut- 
terly ignored  evidence  inconsistent 
with  their  claims"  while  CBS  dis- 
cussed all  the  "major  relevant 
evidence"  on  each  issue  specified 
in  FCC's  May  10  notice  concern- 
ing proposed  findings  [Telecasting, 
May  15]. 

The  reply  charged  RCA's  pro- 
posed findings  not  only  violate 
FCC's  May  10  notice  "but  are  on 
their  face  clearly  self-contradic- 
tory, incomplete  and  superficial." 
CBS  alleged  RCA  "wholly  ig- 
nored" basic  items  of  Commission 
notices  during  its  direct  testimony 
last  fall  and  now  in  proposed  find- 
ings "RCA  has  completed  the  pat- 
tern of  its  cavalier  treatment  of 
the  Commission  itself,  of  color,  and 
of  the  issues  before  the  Com- 
mission. It  has  persisted  to  the 
last  in  its  attempt  to  prevail  and 
to  forestall  CBS  color  by  such 
casual  treatment  of  the  issues" 
and  FCC's  instructions. 

It  criticized  RCA's  limited  treatment 
of  dot  structure  and  dot  crawl  in  the 
RCA  system,  both  in  color  reception 
and  monochrome,  even  though  "a 
great  number  of  witnesses,  many  of 
them  otherwise  favorable  to  RCA, 
testified  to  its  presence."  CBS  further 
noted  "there  was  almost  universal 
agreement  that  standard  monochrome 
reception  on  RCA  color  receivers  was 
fatally  marred  by  color  contamination" 
while  "RCA's  'findings'  steadfastly 
ignore  this  overwhelming  evidence  and 
conclude  that  there  has  been  and  is  no 
problem,  citing  only  Drs.  Brown  and 
Engstrom — whose  testimony  does  not 
even  support  the  finding." 

"Oscillator  radiation  and  other  in- 
channel  interference  present  grave 
problems  in  respect  of  the  RCA  sys- 
tem," CBS  stated,  observing  that 
"RCA's  'findings'  would  never  disclose 
the  existence  even  of  the  careful 
analyses  of  the  FCC's  own  Laboratory 
Division." 

Columbia  said  RCA's  statement  that 
one  of  the  three  basic  facts  in  respect 
of  oscillator  radiation  is  that  "the 
problem  is  not  peculiar  to  color  tele- 
vision' is  a  typical  example  of  RCA's 
disingenuous  and  thoroughly  mislead- 
ing half-truths.  'Findings'  such  as  these 
can  be  expected  to  lead  to  future 
freezes,"  it  declared. 

RCA  Citations  Hit 

CBS  charged  that  in  many  in- 
stances the  few  citations  of  record 
in  the  RCA  findings  "refer  only 
to  the  unsupported  and  often 
identical  bare  conclusions  of  RCA's 
own  witnesses  —  even  when  the 
findings  state  that  there  has  been 
'demonstration'  of  the  fact 
claimed."  Columbia  said  the  RCA 
claims  involved  color  fidelity  of 
the  RCA  tri-color  tube,  RCA  pic- 
ture texture,  apparatus  to  elim- 
inate dot  structure,  RCA  ability 
to  transmit  'full  color'  over  2.7 
mc  coaxial  cable,  overall  picture 
quality  of  monochrome  reception 
from  RCA  color  transmissions  and 
leception  of  monochrome  trans- 
missions on  RCA  tri-color  tube 
receivers,  and  RCA  convertibility. 

In  a  brief  two-paragraph  dis- 
cussion, CBS  found  CTI's  findings 
"somewhat  more  candid  than  RCA 
and  certainly  more  accurate  in 
their  citations,"  but  subject  to  the 
same  "basic  and  fatal  defect  as 
RCA's  document  in  their  almost 
exclusive  reliance  on  CTI's  own 
witnesses  and  in  their  wholly  ig- 
noring all  adverse  testimony."  It 
already  is  "clear  enough  that  CTI 


Te-Ve 


Drawn    for    Telecasting    by    John  Ziegler 

"Te-Ve,  I'd  like  you  to  meet  my 
family :  Faye  Emerson,  Hopalong 
Cassidy  and  Arthur  Godfrey!" 


is  faced  with  a  multitude  of  grave 
problems  the  solution  of  which 
is  exceedingly  uncertain  at  best," 
CBS  added. 

The  Paramount  proposals  "are  by  no 
means  clear,"  the  CBS  reply  charged, 
and  in  any  event  in  some  respects  are 
"so  novel,  radical  and  on  their  face 
apparently  unnecessary  or  impractical 
that  at  this  late  date  they  cannot  be 
evaluated."  CBS  said  nevertheless  "it 
is  important  to  note  that  Paramount 
does  conclude,  in  general,  that  the  field 
sequential  system  is  the  only  satis- 
factory system  permitting  of  adoption 
of  standards  now."  Columbia  asserted 
Paramount  "in  effect,  supports  the 
CBS  system." 

Inferences  of  Delay 

Columbia  contended  the  failure 
of  RMA,  Philco  and  DuMont  to 
file  proposed  findings  infers  these 
three  parties  "are  willing  to  ad- 
vocate delay  for  its  own  sake,  and 
for  their  own  economic  reasons." 

CTI  explained  the  "preliminary 
problem"  all  of  the  proposed  sys- 
tems have  attempted  to  solve  "has 
been  to  make  the  best  possible 
compromise  between  the  amount 
of  detail  shown  and  flicker"  with 
each  system  compromising  in  a  dif- 
ferent way.  "Being  a  compromise, 
no  such  system  is  perfect,  despite 
the  Columbia  and  RCA  inferences 
to  the  contrary,"  CTI  held,  point- 
ing out  that  "each  system  shows, 
under  certain  conditions,  percepti- 
ble flicker,  color  breakup,  color 
fringing,  or  some  other  disad- 
vantage which  the  user  must  tol- 
erate in  exchange  for  other  real 
or  imagined  advantages." 

"The  two  fatal  defects  of  the  CBS 
proposal — unquestionable  incompatibil- 
ity and  incurable  picture  degradation — 
are  screened  behind  a  weighty  mass 
of  argument  and  citation,"  CTI  as- 
serted, "calculated  both  to  minimize 
these  insurmountable  defects  .  .  .  and 
to  urge  upon  the  Commission  the 
horrendous  results  which  CBS  claims 
would  result  from  a  bold  and  un- 
rquivocal  adherence  to  compatibility." 
CTI  charged  CBS  findings  are  a  "docu- 
ment of  great  tonnage  in  which  the 
really  basic  issues  are  carefully 
avoided." 

RCA's  obiective  in  dot  samnling — to 
compress  dots  of  all  three  colors  into 
a  screen  area  only  slightly  greater  than 
the  srpillest  detail  transmissible  in 
<^tanrtflrd  monochrome — was  considered 
by  CTI  as  requiring  "an  operational 
precision  too  great  to  expect  in  every- 
day practice."  Reviewing  further 
technical  asnects  of  the  RCA  system, 
CTI  concluded  the  equipment  to  be 
required,  however  simplified,  "will 
necessitate,  for  normal  operation,  a 
degree    of   precision   that    cannot  be 


expected  outside  of  the  laboratory  or 
apart  from  highly  skilled  and  trained 
operators." 

The  joint  reply  by  Paramount 
and  Chromatic  renewed  their  re- 
quest that  the  Commission  give 
consideration  to  encouragement  of 
new  discoveries,  hold  final  stand- 
ards in  abeyance  for  a  year  and 
then  test  such  proposals  against 
a  high  standard  of  values,  or 
otherwise  "postpone  a  final  de- 
cision until  such  time  as  new 
developments  are  given  the  op- 
portunity to  meet  some  of  the 
present  limitations  of  all  the 
proposed  systems."  As  an  altern- 
ative, PTP-CTL  urged  again  the 
adoption  of  a  decision  which  would 
require  all  color  development  ex- 
clusively in  the  UHF,  using  the 
modified  CBS-type  field  sequential 
standards. 

Said  Infirmities  Conceded 

PTP-CTL  asserted  "all  parties  con- 
cede the  infirmities  of  their  present 
systems  and  rely  upon  new  develop- 
ments and  refinements  to  overcome 
present  limitations."  The  reply  re- 
iterated PTP-CTL's  earlier  conclusion 
that  "developments  are  now  in  process 
which  give  promise  of  overcoming 
acknowledged  limitations  of  the  exist- 
ing proposals.  In  addition  to  better 
phosphors  and  the  prospect  of  simul- 
taneous transmission  there  is  also  in 
the  process  of  development  a  direct 
view  tube  of  less  complex  and  costly 
design  which  gives  promise  of  satis- 
factory performance  from  a  bright- 
ness standpoint."  This  tube  is  that 
which  Chromatic  is  sponsoring. 

The  bulk  of  the  PTP-CTL  reply 
was  devoted  to  a  highlight  com- 
parison of  the  CBS,  CTI  and  RCA 
proposed  findings  in  five  areas 
in  which  PTP-CTL  earlier  drew 
conclusions.  These  were:  Good 
color  TV  can  be  obtained  in  a  6-mc 
channel;  interference  conditions 
are  similar  for  color  as  for  mono- 
chrome; demonstrations  fail  to 
show  receiving  apparatus  ready 
for  public  distribution  at  low  cost; 
none  of  the  three  systems  is  truly 
compatible  with  TV's  long-term 
future;  and  future  technical  devel- 
opments give  promise  of  perma- 
nent and  better  solutions. 


KELLEHER  NAMED 

Fills  Film  Sales  Post 

APPOINTMENT  of  Thomas  Kel- 
leher  as  eastern  TV  sales  repre- 
sentative of  Official  Films  Inc., 
New  York,  was  announced  last 
week  by  Alex  Rosenmann,  execu- 
tive vice  president. 

Mr.  Kelleher  was  formerly  east- 
ern sales  manager  for  Harry 
Jacobs  Radio  Productions,  and  was 
aflSliated  earlier  with  the  Inter- 
national Recording  Co.,  WOR  New 
York  recording  studios,  and  World 
Broadcasting. 


DuMont  Labs  Earnings 

EARNINGS  of  Allen  B.  DuMont 
Labs  for  the  first  24  weeks  of  1950 
are  estimated  at  $2.7  million,  in- 
stead of  $2.37  million  as  reported 
in  Broadcasting,  July  3.  The  cor- 
rected figure  was  included  in  Dr. 
DuMont's  report  at  the  annual 
stockholders'  meeting  and  election 
of  officers  June  28. 
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CONSIDERING  a  "take"  during  Sorra  Inc.  chooting  of  video  commercials  for 
Cribben  &  Sexton's  Universal  Gas  Ranges  through  Christiansen  Advertisisg, 
Chicago,  are  (I  to  r):  Front,  Harry  W.  Lange,  Sarra  production  manager;  John 
J.  Brandt,  sales  promotion  manager,  and  Harold  Joloss,  vice  presid«nt, 
Cribben  &  Sexton,  Chicago;  standing,  Carl  Potter,  agency  account  executive. 


and  Joseph  G.  Betxer,  Sarra's  director  of  film  planning. 


\AD  COUNCIL 

j       Plans  Fall  TV  Allocation 

!a  TV  ALLOCATION  plan,  paral- 
lleling  the  eight-year-old  radio 
lallocation  plan,  will  be  instituted 
Jthis  fall  by  the  Advertising  Coun- 
icil,  Howard  J.  Morgens,  vice  pres- 
ident in  charge  of  advertising  for 
Procter  &  Gamble  Co.,  chairman 
I  of  the  Council's  Radio-Television 
I  Committee,  announced  Thursday. 
I    Only  live  TV  programs  will  be 

■'included  in  the  allocation  plan  for 
I  the  present,  Mr.  Morgens  said, 
I  explaining  that  the  council  will 
jask  weekly  TV  programs  to  in- 
clude a  message  for  one  of  its 
[public  service  campaigns  once 
j  every  six  weeks,  with  thi'ee-a-week 
TV  shows  being  asked  to  use  such 
j  messages  every  third  week.  The 
I  council  will  allocate  the  messages 
so  that  no  campaign  gets  more 
ithan  its  fair  share  of  the  TV  pro- 
motion, he  said.  TV  advertisers 
;and  broadcasters  already  have  as- 

i|  sured   the    council    of   their  full 

|i  cooperation,  which  they  have  al- 
ways given  the  radio  plan,  both  in 

;!  commercial   and   sustaining  time, 

I  he  reported. 

r    A  council  board  meeting  preced- 
!ing  the  news  conference  voted  the 
f  immediate     reactivation     of  the 
;  Armed  Forces  prestige  campaign, 
'  which  was  discontinued  in  May, 
with  special  emphasis  on  recruit- 
ing, it  was  announced.    This  cam- 
paign  would   back   up   the  paid 
■  recruiting   advertising  campaigns 
'  of  the  Armed  Forces,  a  Council 

spokesman  said. 
';     Council   board   Radio-TV  Com- 
mittee, in   addition  to  Chairman 
Morgens,    includes:    William  B. 
'  Baker   Jr.,   president,   Benton  & 
Bowles;  Theodore  L.  Bates,  part- 
ner, Ted  Bates  Co.;  Lee  H.  Bristol, 
president,  Bristol-Myers  Co.;  Niles 
Trammell,  NBC  board  chairman, 
and  Mark  Woods,  ABC  vice  chair- 
j  man. 


GUNTHER  Sport  Show   on  WAAM 
I  (TV)    Baltimore    cited   by  Veterans 
j  Administration  for  "so  generously  ex- 
I  tending  their  time  and  effort  on  be- 
I  half  of  aiding  handicapped  veterans 
secure  suitable  positions.  .  .  ."  Spon- 
sor is  Gunther  Brewing  Co.,  Baltimore, 
and  agency  is  Ruthrauff  &  Ryan. 

r  

Hudson  Hits  Record 

LARGEST  number  of  sales 
for  May  in  the  history  of 
Hudson  Sales  Corp.  in  the 

j  Los  Angeles  area  was  re- 
ported as  a  direct  result  of 

I  television  use.  Last  Feb- 
ruary, Hudson  experiment- 
ing with  TV,  sponsored  Hud- 
son Western  Caravan  on 
WNBH  (TV)  Los  Angeles 
and  KFMB-TV  San  Diego, 
starting  the  sales  curve  up- 
ward. May  clincher  was  an 
exclusive  TV  campaign  pro- 

,  moting  Hudson's  family  air 
vacation  factory  delivery 
plan.  Following  the  first 
commercial,  dealers  reported 
increased  floor  traffic  and  tre- 
mendous increase  in  sales. 
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INS  MUSIC  FILM 

Signs  With  All  Nations  Firm 

ENTRANCE  of  International 
News  Service  into  the  TV  musical 
film  field  came  last  week  with 
announcement  of  a  contract  be- 
tween International  News  Photos 
(INS  photographic  affiliate)  and 
the  All  Nations  Producing  Corp. 
INP,  which  hitherto  confined  itself 
to  newsreel,  sports  and  special 
event  services,  signed  a  long-term 
agreement  to  distribute  exclusively 
musical  films  produced  by  the  All 
Nations  Producing  Corp. 

Films  will  feature  the  symphon- 
ic classics  and  will  be  prepared 
under  the  direction  of  Maestro 
Jacques  Rachmilovich,  founder  of 
the  Santa  Monica  Symphony  Or- 
chestra, and  others.  Filming  will 
be  done  in  color,  as  well  as  black 
and  white.  Already  filmed  and  soon 
to  be  ready  for  auditioning  are 
compositions  by  Rossini,  Tchai- 
kowsky,  Chopin,  Weber,  Bizet  and 
others. 


PHILCO  TV  BOOM 

Firm  Notes  All-Time  Peak 

ORDERS  for  new  Philco  television 
receivers  indicate  a  volume  five 
times  greater  than  last  year,  Fred 
D.  Ogilby,  vice  president,  televi- 
sion and  radio  division,  said  last 
week.  An  all-time  peak  volume 
was  noted  in  both  units  and  dol- 
lars. 

Pointing  to  the  Philco  conven- 
tion held  in  Atlantic  City  a  few 
weeks  ago,  Mr.  Ogilby  said  "the 
enthusiastic  response  by  distribu- 
tors and  dealers  to  our  1951  line 
.  .  .  means  that  we  are  well  on 
our  way  to  our  goal  of  producing 
and  selling  over  a  million  television 
sets  this  year." 


ROBERT  HUTTON 

Heads  Retry  TV  Promotion 

ROBERT  L.  HUTTON  Jr.,  for  the 
past  five  years  in  the  advertising 
and  sales  promotion  department  of 
Crowell-Collier  Publishing  Co., 
most  recently  as  acting  promotion 
manager  of  Woman's  Home  Com- 
panion, will  join  Edward  Petry  & 
Co.  early  in  August  as  manager  of 
TV  promotion,  Keith  Kiggins,  di- 
rector of  the  firm's  TV  department, 
announced  last  week. 

After  several  years  with  BBDO, 
New  York,  Mr.  Hutton  entered  ra- 
dio in  1938  as  publicity  and  pro- 
motion manager  of  WCCO  Min- 
neapolis. He  left  that  CBS  O&O 
station  in  1941  to  return  to  New 
York  as  promotion  manager  of 
NBC's  owned  stations  in  that  city. 
Red  Network's  W  E  A  F  (now 
WMBC)  and  Blue  Network's  WJZ. 
During  the  war  he  served  with 
OFF  and  OWL 


WNBQ  (TV)  RATE  RISE 

In  Effect  Next  Month 

INCREASED  TV  circulation  in 
Chicago  is  the  reason  for  higher 
local  rates  which  will  be  put  into 
effect  next  month  by  WNBQ  (TV), 
NBC  0  &  O  station  there.  Hourly 
rate  will  go  from  $750  to  $1,000, 
with  cost  for  a  one-minute  spot 
and  chainbreak  moving  from  $125 
to  $200.  It  is  understood  pro- 
gram rates  will  be  guaranteed  for 
six  months,  spots  for  three. 

WNBQ  altered  its  rate  structure 
Jan.  16,  offering  six-month  pro- 
tection for  sponsors.  A  similar 
hike  in  time  costs  is  expected  to 
take  place  at  other  NBC  O&O 
stations.  New  network  TV  rates 
on  rate  card  No.  3  were  issued 
early  this  month. 


WCBS  Film 

Signs  With  Official  Films 

A  $100,000  CONTRACT  between 
CBS  and  Official  Films  Inc.,  in 
New  York,  for  1,000  three-minute 
musical  films  for  telecasting  over 
WCBS-TV  New  York  during  the 
coming  year  was  revealed  last 
week,  in  papers  filed  with  the  Se- 
curities and  Exchange  Commission. 

Delivery  of  at  least  20  films  per 
week  for  a  period  of  one  year,  be- 
ginning last  July  1,  is  provided. 
If  CBS  fails  to  earn  back  its  in- 
vestment, there  is  provision  for  a 
three-months  extension  of  the  ar- 
rangement without  further  cost  to 
CBS. 

The  contract  specifies  delivery  of 
16mm  black-and-white  composite 
release  prints.  CBS  agrees  to  pay 
the  additional  cost  if  35mm  prints 
are  desired. 

According  to  SEC  files,  Official 
Films  Inc.,  had  438,770  shares  of  Class 
A  stock,  and  413,770  shares  of  Class  B 
stock,  outstanding  as  of  July  1,  1950. 
Edward  R.  Murrow,  a  director  of  CBS, 
is  listed  as  owner  of  11,822  Class  A 
shares.  Rita  K.  Levy,  wife  of  Isaac 
Levy,  another  CBS  director,  is  ac- 
credited with  118,220  shares  of  Class 
B  stock;  Leon  Levy,  also  a  CBS  di- 
rector, and  Robert  P.  Levy  each  with 
59,110  Class  B  shares.  Edward  Waller- 
stein,  president  of  Columbia  Records, 
is  listed  as  owner  of  5,911  Class  B 
shares. 

Mr.  Wallerstein,  Isaac  Levy, 
Leon  Levy  and  Mr.  Murrow  are 
members  of  the  board  of  directors 
of  Official  Films  Inc. 


Biggest  Summer  Show 
in  Midwest  TV... 


GET  ON  THE  LINE" 


Seven  nights  a  week,  viewers 
in  the  WLW -Television  3ista>^^ 
tion  area  are  drawn  to  their 
sets  by  the  prospect  of  win- 
ning the  gigantic  jackpot  of 
over  $1,000.00  in  wanted 
merchandise  —  awarded  for 
identifying  a  tune.  This  ter- 
rific show  for  summer  selling 
still  has  a  few  participating 
sponsorships  available  —  all 
in  Class  "A"  time  periods. 

)||f[y|f-TElEVISION 

WLW-T  WLW-D  WLW-C 

CHANNEL  4  CHANNEL  5  CHANNEL  3 

CINCINNATI  DAYTON  COLUMBUS 

I 
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THOR  SHOWINGS    Hpn^i^MHiHMi  COALITION  SEEN 

Planned  on  Television     mnii,,,   ^.i |i|  I^^MB^IBli        «  In  RTDG,  SDG  Maneu^ 


BEFORE  the  Fred  Waring  Show,  Sunday  night  CBS-TV  series,  left  the  air  for 
the  summer,  this  group  enjoyed  a  get  together  at  CBS'  New  York  studios.  L. 
to  r:  Lee  Nichols,  advertising  manager  for  General  Electric  Co.,  program  spon- 
sor; William  Forbes,  account  executive.  Young  &  Rubicam  Inc.;  Fred  Waring; 
J.  L.  Van  Volkenburg,  CBS  vice  president  in  charge  of  network  sales,  and 
Frank  Fagan,  vice  president  of  Young  &  Rubicam. 


TV  DEMOXSTRATIOXS  may  be 
used  by  Thor  Corp.,  Chicago,  to 
teach  owners  of  its  Gladirons  how 
to  use  the  iron  correctly.  Thor 
is  the  second  Chicago  firm  to  con- 
sider telecasting  demonstrations — 
the  first  was  the  Sampson  Co., 
which  sponsored  four  half-hour 
telecasts  for  dealers  recently. 

Thor,  which  maintains  general 
offices  and  plant  headquarters  in 
Chicago,  mailed  more  than  5,000 
postcards  to  known  owners  of 
Gladirons  in  the  area  early  this 
month.  Answers  to  six  questions 
will  be  tabulated  within  a  fort- 
night, and  Thor  will  follow  through 
on  its  TV  scheme  if  response  war- 
rants. Telecasts,  in  addition  to 
instructing  owners,  would  be  de- 
signed also  to  attract  potential 
customers.  Thor  is  considering 
sponsorship  of  commercials,  par- 
ticipations and  15-minute  or  half- 
hour  shows.  If  successful  in  the 
Chicago  area,  the  proposed  test 
might  be  expanded  nationally. 

Questions  asked  in  the  card  survey: 
Do  you  own  or  have  access  to  a  tele- 
vision set?  Would  you  be  interested 
in  seeing  special  Gladiron  demon- 
strations over  television?  What  time 
of  day  would  be  most  convenient  and 
desirable  for  you?  Please  list  any 
items  which  you  would  particularly 
like  to  see  ironed.  Would  you  be  in- 
clined to  invite  some  friends  in  to 
see  such  a  Gladiron  demonstration? 
About  how  many  friends  do  you  think 
might  be  interested  ? 


MONTREAL  TV 

Transmitter  Opening  Blocked 

PLANS  for  early  opening  of  a  TV 
transmitter  at  Montreal  were 
stopped  by  the  provincial  govern- 
ment on  .July  7,  when  provincial 
Premier  Maurice  Duplessis  stated 
that  the  government  would  block 
plans  until  the  federal  government 
allows  a  provincial  broadcasting 
service.  The  TV  transmitter  was 
to  be  built  on  top  of  Mount  Royal, 
the  mountain  in  the  center  of 
Montreal,  where  automobiles  are 
banned  and  to  which  special  munic- 
ipal building  restrictions  apply. 

Mr.  Duplessis  said  any  decision 
by  Montreal  authorities  for  a  TV 
transmitter  on  top  of  Mount  Royal 
would  have  to  be  confirmed  by  the 
provincial  government.  In  1945 
the  Quebec  government  set  aside 
So  million  for  a  provincial  broad- 
casting system  as  the  latest  at- 
tempt to  control  broadcasting  in 
the  province.  The  federal  govern- 
ment would  not  grant  the  provin- 
cial government  licenses,  so  noth- 
ing has  been  done.  Now  Mr. 
Duplessis  will  try  to  combat  the 
CBC  "extraordinary  monopoly"  by 
blocking  its  TV  plans. 


SECOND  summer  Television  Work- 
shop course  being  conducted  by  the 
U.  of  Miami  radio  and  TV  depart- 
ment in  cooperation  with  WTVJ  (TV) 
Miami.  Six-week  session  is  directed 
by  Prof.  C.  H.  Rickert  and  Labe  Mell 
of  station. 


GUILDS  DEBATE 

SDG  Affiliation  With  SDGA 

ANSWERING  New  York  Screen 
Directors  Guild  statement  last 
week  that  any  affiliation  between 
it  and  the  Los  Angeles  Screen 
Directors  Guild  of  America  was 
severed  because  of  the  latter's  move 
to  take  jurisdiction  over  television 
directors,  the  Los  Angeles  group 
said  that  there  never  had  been 
any  affiliation  between  the  two. 

Such  an  affiliation,  it  declared, 
had  been  proposed  by  the  New 
York  group  but  was  rejected  by 
SDGA.  SDG  had  suggested  a 
national  organization  with  author- 
ity divided  between  East  and 
West,  with  financing  by  SDGA  on 
certain  proposed  SDG  activities. 

The  L.  A.  group  turned  it  down 
on  grounds  that  the  proposal 
would  necessitate  fundamental 
changes  in  SDG  power  and  struc- 
ture which  it  was  unwilling  to 
make  and  commit  it  for  expendi- 
ture by  persons  other  than  SDGA 
members. 

The  L.  A.  group  declares  it  has 
been  empowered  by  NLRB  to  act 
as  bargaining  representative  for 
screen  directors,  the  sphere  which 
includes  television  directors. 


Gymside  Views 

DEAL  to  telecast  workouts 
and  training  activities  of  Los 
Angeles  name  boxers  at  Main 
Street  Gym,  Los  Angeles,  has 
been  made  between  Vick 
Knight  Adv.  and  Willie 
Orner,  owner  of  the  gym. 
Contract  calls  for  telecast- 
ing of  events  half-hour  daily, 
six  days  a  week.  It  further 
contains  a  clause  guarantee- 
ing that  programs  will  not  be 
telecast  after  6  p.m.,  in  order 
to  protect  gate  receipts.  Be- 
lieving that  the  telecasts  will 
publicize  main  events  and 
thus  increase  attendance,  pro- 
moters and  managers  will 
allow  liberal  use  of  the 
fighters  for  cameras.  Agency 
seeks  multiple  sponsorship 
for  programs,  Kaye-Halbert 
Television,  Los  Angeles,  has 
purchased  one  half  -  hour 
weekly. 


PAUL  REINSTATED 

AFM  Rescinds  Suspension 

LIFTING  of  the  suspension  from 
membership  in  American  Federa- 
tion of  Musicians  imposed  last 
February  on  Edward  Paul,  musical 
director,  Jerry  Fairbanks  Produc- 
tions. Hollywood,  has  been  an- 
nounced by  the  union,  Mr.  Paul 
had  been  suspended  for  alleged 
violation  of  union  television  reg- 
ulations. Decision  followed  special 
rehearing  of  the  case  at  an  AFM 
international  executive  board  meet- 
ing June  1  in  Houston.  Originally 
imposed  fine  of  $1,000  will  be  held 
in  abeyance,  it  was  further  decided. 

At  the  time  of  Mr.  Paul's  suspen- 
sion recording  of  any  type  of  music 
for  filmed  television  programs  was 
banned  by  the  union;  since  that 
time,  however,  TV  film  producers 
received  approval  for  recording  of 
shows  provided  that  they  pay  reg- 
ular theatrical  motion  picture 
scale  to  musicians  and  stations, 
and  that  sponsoring  agencies  pay 
59'f  royalty  of  station  time  charges 
to  the  union  for  each  showing. 


RADIO  FEATURES 

Issues  New  Video  Package 

RADIO  FEATURES,  Chicago, 
which  syndicates  Tello-Test  on  AM 
and  TV,  has  issued  franchises  for 
its  new  package,.  Miss  U.  S.  Tele- 
vision of  1950,  to  12  video  stations. 
Package,  written  and  produced  by 
firm's  staff'  members,  is  directed 
locally  by  each  station. 

The  show,  a  beauty  contest,  pre- 
sents contestants  who  vie  for  the 
city  title.  Weekly  winners  for 
eight  weeks  compete  for  the  city 
championship,  after  which  12 
women  from  each  of  the  station 
areas  go  to  Chicago  to  compete  in 
the  finals  Sept.  2.  The  show  name 
has  been  copyrighted  by  Radio 
Features,  which  is  headed  by  Wal- 
ter Schwimmer  of  Schwimmer  & 
Scott  agency. 


NET  asset  value  of  Television  Fund 
Inc,  shares  rose  $3.22  in  six  months 
from  Oct.  30  to  April  30,  or  from 
$9.33  to  $12.55  per  share.  Net  assets 
climbed  to  $6,082,747  from  $2,780,795, 
firm  reports. 


A  COALITION  for  bargaining  and 
jurisdictional  purposes  between 
the  Radio  &  Television  Directors 
Guild  and  the  Screen  Directors 
Guild  in  the  East  maj'  be  forming 
in  New  York. 

Although  guild  officials  will  not 
comment,  informed  sources  indi- 
cate that  such  a  coalition  is  being 
considered. 

This  prospect  is  seemingly  em- 
phasized in  the  announcement  last 
week  by  Lester  O'Keefe,  national 
president  of  RTDG,  and  Jack 
Glenn,  president  of  SDG  in  the 
East,  of  a  jointly-sponsored  TV 
forum  in  New  York  sometime  in 
September. 

Describing  the  forum  as  "the 
first  wedding  of  the  interests  of 
motion  picture  and  television 
craftsmen,"  the  statement  said  it 
would  "salute  New  York  as  Amer- 
ica's video  production  center"  and 
"acquaint  the  general  public  with 
the  techniques  of  producing  both 
motion  pictures  and  television 
shows." 

"The  time  has  come,"  the  state- 
ment continued,  "to  re-examine  the 
whole  broad  structure  of  motion 
picture  and  television  production 
and  distribution  and  to  speak 
frankly  about  it.  Changes  have 
come  so  rapidly  that  there  is  grow- 
ing confusion  that  needs  clearing 
up  at  once." 

Characterizing  the  present  era 
as  one  of  low-budget  production, 
and  calling  the  average  home  "the 
new  theatre,"  the  statement  said 
both  organizations  hoped  to  bring 
the  public  more  intimately  into 
the  picture. 


WATCH  MAKERS 

Lead  as  N.  Y.  Spot  Users 

WATCH  MAKERS  are  leading  us- 
ers of  TV  spots  in  New  York,  ac- 
cording to  the  second  Ross  report 
on  TV  commercials.  The  report 
shows  that  of  243  advertisers  using 
980  TV  spots  on  six  New  York  TV 
stations  during  the  week  of  June 
4-10,  Bulova  ranked  first  with  53 
time  signals  and  announcements 
on  three  stations;  Gruen  and  Ben- 
rus  were  well  up  front  with  19  and 
IS  spots  respectively. 

Other  frequent  TV  spot  users 
included  Pepsi-Cola  with  32  spots, 
Philip  Morris  with  22,  Kools  with 
20,  Pan  American  with  19,  Guild 
Wine  with  nine. 

Analyzing  the  various  types  of 
film  commercials  for  TV,  Ross 
found  live  action  commercials  the 
most  popular,  accounting  for  35% 
of  all  commercials  examined;  fully 
animated  commercials  were  second, 
with  24%;  combination  of  live  ac- 
tion and  animated  up  to  20%  with 
remainder  including  limited  action, 
stop  motion,  puppets  and  various 
combinations. 


KTTV  (TV)  Hollywood  has  increased 
program  operation  to  45  hours  weekly 
with  addition  of  six  and  one-quarter 
hours  per  week. 
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WJIM-TV  CLAIMS 

tight  To  Ait  WW  J -TV  Shows 

iVJIM-TV  Lansing,  Mich.,  last 
.ceek  told  FCC  it  was  within  its 
■ights  rebroadcasting  NBC-TV  pro- 
jiiams  from  WWJ-TV  Detroit,  de- 
bite  the  latter's  complaint,  because 
c  had  secured  permission  from 
'ilBC,  the  program  originator. 
.i^'WJ-TV,  in  a  complaint  filed  ear- 
jer  with  FCC,  termed  itself  the 
iriginating  station  and  contended 
VJIM-TV  was  violating  FCC's 
lules.  Sec.  3.691. 

'  The  WJIM-TV  reply,  filed  by 
j^ly,  Fitts  &  Shuebruk,  New  York, 
jsserted  that  within  the  meaning 
■jf  Sec.  3.691  NBC  New  York  was 
ihe  originator  of  the  network  pro- 
rrams  and  not  WWJ-TV.  The  re- 
jly  said  WJIM-TV  rebroadcast 
Inly  the  NBC  programs  of  WWJ- 
TV.  WJIM-TV  explained  it  also 
|ebroadcast  the  network  TV  shows 
if  ABC  and  CBS  from  their  respec- 
ive  Detroit  affiliates,  WXYZ-TV 
,nd  WJBK-TV.  WJIM-TV  said 
t  had  obtained  permission  of  these 
utlets  in  addition  to  that  of  the 
networks.  WWJ-TV,  however,  re- 
used to  allow  rebroadcasting  of 
he  NBC  shows,  WJIM-TV  ex- 
plained. 

WJIM-TV  contended  Detroit  and 
jansing  are  70  miles  apart  and  consti- 
ute   different   markets.     The  service 

reas  of  WJIM-TV  and  WWJ-TV  are 

entirely  separate  and  distinct."  FCC 
vas  told,  with  WWJ-TV  not  able  to 

each  the  Lansing  and  Central  Michigan 
ludience  served  by  WJIM-TV.  The  lat- 
«r  serves  28.000  TV  homes.  FCC  was 

old.  and  the  ban  on  NBC  shows  would 
leprive  this  audience  of  that  service. 
Vlaurice  R.  Barnes  is  counsel  for  WWJ- 

rv. 

i|  

Clears  'Blind'  Area 

MODIFICATION  of  a  standard 
ransmitting  antenna  has  cleared 
ap  a  television  blind  reception  area 
— about  one  mile  wide  and  10  miles 
ong — in  Pasadena  and  San  Marino, 
:alif.,  ABC-TV  Hollywood's  engi- 
leering  department  announced  last 
^'eek.  Following  reports  from  TV 
"eceiver  installation  units,  the  blind 
area  was  discovered  about  six 
months  ago.  Preliminary  investiga- 
;ions  showed  the  signal  transmitted 
''rom  Mt.  Wilson,  seven  miles 
away,  "overshooting"  the  section. 
Remedy  consisted  of  taking  a  small 
amount  of  energy  normally  lost 
Jskyward  and  deflecting  it  into  the 
liull  area.  Engineers  responsible 
''or  the  feat  are  Frank  Mark  and 
lohn  Preston,  ABC  New  York; 
jZ^ameron  Pierce  and  Phillip  Cald- 
li^'ell,  Hollywood. 


ruman  Report 

PRESIDENT  TRUMAN  said 
Thursday  he  has  under  con- 
sideration a  report  to  the 
people  on  progress  of  the  Ko- 
rean campaign,  presumably 
a  radio  report.  Should  the 
report  be  telecast  it  would 
mark  the  first  time  a  Presi- 
dent has  reported  to  a  sub- 
stantial segment  of  the  popu- 
lation by  TV  on  military  de- 
velopments. 


RANALD  ENTERPRISES,  Holly- 
wood, has  completed  two  15-minute 
film  programs  in  series  of  13  under 
general  title  "Your  Revealing 
Hands."  Completion  of  series 
scheduled  for  Aug.  1.  Film  fea- 
tures Dr.  Josef  Ranald,  hand 
psychologist.  Dr.  Ranald's  news- 
paper column  "Hands  of  Destiny" 
is  a  feature  of  more  than  a  hun- 
dred newspapers.  Second  related 
series  planned  on  "Your  Revealing 
Mannerisms,"  and  "Your  Revealing 
Handwriting." 

*  *  * 

Offers  as  high  as  $5  million 
reportedly  have  been  made  to  pro- 
ducers of  famous  cartoon  shorts 
such  as  Mickey  Mouse,  Bugs 
Bunny  etc.,  for  TV  rights  to  back- 
log of  films  on  single  character. 
Independents  are  fast  gaining  ex- 
perience in  making  film  for  TV, 
lessening  the  value  of  properties 
of  big  companies,  insiders  think, 
and  major  makers  may  consider 
offers  this  year. 

*  *  * 

Jerry     Fairbanks  Productions, 

Hollywood,  producing  series  of 
three  one-minute  combination  live 
and  animation  action  TV  film  com- 
mercials for  International  Har- 
vester Co.,  Chicago.  Agency:  Au- 
brey, Moore  &  Wallace,  that  city. 
With  signing  this  month  of  15 
television  stations,  total  of  56  out- 
lets will  telecast  that  firm's  half- 
hour  film  "The  Flying  Fisherman," 
produced  for  Eastern  Airlines. 

^        ^  ^ 

KTTV(TV)  Los  Angeles  has  ob- 
tained exclusive  rights  to  series  of 
eight  hour-long  U.  S.  Army  films 
Command  Post.  Films  portray 
various  phases  of  warfare,  includ- 
ing Army  maneuvers,  air  attack 
techniques,  mapping  strategy, 
planning  and  execution  of  military 
operations.  .  .  .  KTLA(TV)  Los 


DUMONT'S  PLANS 

Radio-TV  in  Set  Campaign 

THE  ALLEN  B.  DuMONT  LABS, 
Inc.,  will  use  both  radio  and  tele- 
vision for  its  advei'tising  and  sales 
promotion  on  its  receivers  this  fall. 

Through  its  agency,  Campbell- 
Ewald,  New  York,  the  company 
will  place  a  spot  announcement 
campaign  beginning  in  late  August 
in  all  major  markets.  In  addi- 
tion the  firm  will  co-op  sponsorship 
of  television  programs  on  a  local 
level  with  disti'ibutors.  It  will  con- 
tinue to  sponsor  a  half  hour  pro- 
gram on  the  DuMont  TV  network. 
The  firm  also  will  use  a  series  of 
magazine  ads  illustrated  by  Nor- 
man Rockwell  for  institutional  ad- 
vertising. 


Angeles  has  purchased  series  of 
13  British  feature-length  films 
from  Alexander  Films  Corp.  Agen- 
cy :  Paul  Kohner,  Los  Angeles. 
Films  not  yet  shown  in  U.  S. 
theatres,  may  be  purchased  by  sta- 
tion for  national  distribution  on 
Paramount  Television  Network,  in 
addition  to  being  shown  on  KTLA 
(TV). 


A  NEW  ART 

Baker  Sees  Science  as  Spur 

A  PREDICTION  that  the  science 
of  electronics  will  make  possible 
a  complete  change  in  television  pro- 
gramming was  voiced  last  week  by 
Dr.  W.  R.  G.  Baker,  General  Elec- 
tric vice  president  and  general 
manager  of  GE's  Electronics  Dept. 
Dr.  Baker  is  a  pioneer  of  the  radio 
and  television  industry. 

The  new  concept  of  TV  program- 
ming. Dr.  Baker  said,  will  make  the 
medium  "the  most  versatile  and 
effective  medium  of  communica- 
tions ever  conceived."  He  said  crit- 
icism that  TV  programming  is 
composed  of  stage,  radio  or  motion 
picture  techniques  can  be  justified 
in  light  of  the  fact  that  many  TV 
directors  have  entered  the  new 
profession  from  one  of  these  three 
fields  and  "still  are  interpreting 
for  television  in  the  light  of  their 
past  experience." 

Cites  Examples 

However,  he  predicted  that  with 
the  ingenuity  of  electronics  engi- 
neering as  a  spur,  an  entirely  new 
art  will  develop.  Examples  of  new 
devices  created,  he  mentioned,  are 
the  electronic  "wipe,"  "spotlight- 
ing," remote  control  permitting  in- 
terposing, creation  of  dissolves, 
fades,  montage  effects.  "The  pos- 
sible use  of  such  devices,"  Dr. 
Baker  said,  "give  the  pi'ogram  di- 
rector a  wider  and  more  vivid 
brush  for  'painting'  a  dramatic 
effect  than  ever  existed  for  radio, 
motion  picture  or  stage  purposes." 


Chicago  RTDG  Elects 

ALAN  M.  FISHBURN,  freelance 
director  and  TV  packager,  was 
elected  president  of  the  Chicago 
chapter.  Radio  &  Television  Di- 
rectors Guild  (AFL)  last  Monday. 
He  succeeds  Ben  Park  of  NBC-TV. 
Parker  Gibbs  of  NBC  is  vice  presi- 
dent and  Larry  Auerbach  of  NBC- 
TV  is  secretary-treasurer.  Board 
members  include  Louie  Perkins, 
ABC;  Bill  Joyce,  WLS;  James 
Jewell,  freelance,  and  Phil  Bow- 
man, radio  -  television  director. 
Young  &  Rubicam.  Hal  Miller  of 
CBS  and  Mr.  Fishburn  were  elected 
members  of  the  RTDG's  national 
board.  Offices  are  held  for  one  year. 


MUSIC  BOOM 

TV  Big  Factor — Card 

TELEVISION  has  brought  a  dou- 
ble-edged boom  to  the  music  indus- 
try, William  R.  Gard,  executive 
secretary  of  the  National  Assn.  of 
Music  Merchants,  said  Monday  in 
Chicago.  Music  dealers  benefit  from 
ever-increasing  TV  set  sales,  and 
from  sale  of  musical  instruments, 
interest  in  which  is  whetted  by  TV 
performers. 

Mr.  Gard  gave  an  industry  prog- 
ress report  at  the  opening  of  the 
music  merchants  annual  conven- 
tion and  show,  July  10-13  at  the 
Palmer  House.  He  estimated  that 
70  9f  of  some  3,000  music  dealers 
throughout  the  country  stock  ra- 
dios, television  sets  and  phono- 
graphs. With  sales  for  the  first 
half  of  1950  10%  ahead  of  last 
year's  figures,  Mr.  Gard  thinks 
"the  music  industry  is  basically 
more  prosperous  today  than  it  has 
been  in  20  years." 

Although  more  than  half  of  some 
6,000  conventioneers  were  music 
dealers,  representatives  of  22 
radio,  television  and  wire  recorder 
manufacturing  firms  were  on  hand 
to  exhibit  new  models.  These  were 
shown  in  the  hotel's  Exhibition 
Hall,  where  more  than  100  new  TV 
sets  were  operated  from  a  single 
master  antenna  system. 

Manufacturers  represented  in- 
cluded Admiral,  DuMont,  Motorola, 
General  Electric,  Phileo,  Scott, 
Westinghouse,  Zenith,  Stromberg- 
Carlson,  Sylvania,  Tele-King  and 
Belmont  Radio  (Raytheon). 

Mr.  Gard  predicted  $2  billion  in 
TV  set  sales  this  year,  and  reported 
that  $340  million  was  spent  on  ra- 
dios and  $210  million  on  phono- 
graphs last  year. 


U.  OF  ILLINOIS  Dental  College,  Chi- 
cago, to  use  TV  in  four  postgraduate 
courses  1950-51.  WBKB  (TV)  Chicago 
equipping  studio  at  college  from  which 
lectures  and  demonstrations  -will  be 
telecast  to  classrooms. 


TV-Created  Fan 

RICHARD  D.  HOPKINS  of 
San  Francisco  hadn't  seen 
a  baseball  game  in  25  years 
but  the  interest  of  his  youth 
has  been  revived,  and  he 
gives  television  full  credit 
for  the  renewed  interest.  Mr. 
Hopkins  wrote  officials  of  the 
San  Francisco  Seals  and 
Oakland  Oaks  clubs  that  his 
11-year-old  son  began  to  talk 
baseball  knowingly,  having 
picked  up  the  knowledge  via 
television.  Then  Mr.  Hopkins 
began  attending  games 
again.  In  his  letters  he  en- 
closed some  $75  worth  of 
ticket  stubs  from  games  at- 
tended, and  in  conclusion 
wrote:  "I  am  attaching  the 
ticket  stubs  that  I  have  saved 
...  to  give  you  some  idea  of 
what  television  has  done  for 
you  as  an  advertising  me- 
dium." 
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WHBF-TV 

ROCK  ISLAND,  ILLINOIS 

Another  Television  station  with  an  eye  to  the  future! 
WHBF-TV  now  goes  on  the  air  with  Du  iVlont  equipment 
assuring  dependable,  economical  operation  with  all  the 
advantages  of  the  Du  Mont  "Grow  As  You  Earn"  system 
of  equipment  expansion.  Air-cooled  tubes,  finest  TV  trans- 
mitter engineering  and  quality  workmanship  stand  for  low- 
operating  expense  characteristic  of  Du  Mont  TV  transmit- 
ting equipment. 

WHBF-TV  operates  on  Channel  4  in  Rock  Island,  III.,  cover- 
ing the  Quad  Cities  Area.  We  take  this  opportunity  to 
congratulate  WHBF-TV  and  welcome  it  to  the  ranks  of  the 
ever-increasing  commercial  TV  stations  of  America. 


Remember,  its  smart  business  to  investi- 
gate Du  Mont  first  —  and  then  compare. 


oOMDlit 


ALLEN  B.  DU  MONT  LABORATORIES,  INC.,    TELEVISION  TRANSMITTER  DIVISION,  CLIFTON,  N.J. 


i|geongrams         •  •  • 

iPAT  Paterson,  N.  J.,  sponsored 
itrrier  pigeon  messages  from  N.  J. 
ily  Scouts  at  Valley  Forge  jam- 
lk-ee.  Many  messages  were  re- 
ived by  parents,  15  pigeons  hav- 
!g  made  90-minute  flight. 

kRINE  EMBARKATION  •  # 

•^MB-TV  San  Diego  telecast  em- 
jrkation  of  First  Marine  Division 
pm  San  Diego  to  Korea.  Pro- 
jam  was  picked  up  by  KTLA 
[V)  Los  Angeles  by  micro-wave 
lay  for  retelecasting  there.  Ar- 
mgements  made  by  Lt.  Col.  E.  R. 
bgenah,  public  information  officer 
I  division.  Gary  Gramman  di- 
Icted  telecast, 
i 

NTRASTING  PHOTOS    •  • 

MFJ  Daytona  Beach,  Fla.,  issued 
omotion  piece  entitled  "Then  and 
DW.  .  .  ."  Single  8%  x  11-inch 
eet  contains  photographs  of 
MFJ  transmitter  room  in  1940 
d  1950.     With  these  is  photo- 
aph  taken  in  1910  of  first  "wire- 
s  station"  owned  and  operated 
W.   Wright    Esch   who  built 
ilMFJ  in  1935.  On  reverse  side  is 
jiotograph  of  ABC  outlet's  build- 
jg  and  reproduction  of  daytime 
(|id  nighttime  1949  BMB  maps  de- 
leting station's  coverage. 

AR-FLUNG  AFFILIATE  •  • 

tPOA  Honolulu,  T.  H.,  carries 
;BS  programs  direct  from  main- 
|nd  by  shortwave  and  air  ex- 
■essed  tape  recordings.  Wireless 
say-by-play  baseball  information 
jade  into  twice  daily  schedule  of 
ajor  league  and  Pacific  coast 
^gue  re-creations.  KPOA  short- 
laved  major  league  All  Star  game 
cm  Chicago,  July  11. 

i|iLUSTRATED  FOLDER   •  • 

IflCU  (TV)  Erie,  Pa.,  sends  28- 
iage  booklet  to  trade  highlighting 
jace  of  TV  in  city's  and  area's 
jce.    "Television  Album"  contains 

ctures  of  city,  station  personnel 
id  facilities,  network  talent, 
tiorts  coverage  and  points  of  in- 

rest  in  vicinity. 

lEP'  HERPETOLOGY      •  • 

'SAX  Cincinnati  aired  interesting 
(lets,   demonstrations    of  talents 


programs  promotion 


premiums 


of  live  five-foot  diamond  back  rat- 
tlesnake. Reptile  and  master,  Ned 
Moren  were  interviewed  by  Mari- 
lyn Hilvers  and  Charles  Black, 
WSAI  staffers.  Snake  castanetted 
his  rattles  for  airwaves,  giving 
both  spectators  and  listeners  un- 
usual thrill. 

★  ★★★★★★ 

ANNIVERSARY  BROCHURE 

RED-bound  brochure  sent 
trade  by  WDVA  Danville, 
Va.,  includes  record  of  sta- 
tion's promotional  activities 
on  behalf  of  its  third  anni- 
versary, June  12-17.  Loose- 
leaf  pages  list  week's  sched- 
ule, day  by  day.  Included  are 
entry  blanks,  invitations,  pro- 
grams and  other  material 
used  in  "June  Wedding," 
"Queen  for  a  Week"  and  "To- 
bacco Chewing"  contests,  plus 
announcer's  material  and 
lists  of  prizes  awarded  con- 
test winners  and  those  at- 
tending Crlored  Cotton  Ball, 
church  service  and  parties 
for  children  and  teen-agers. 
Various  activities  afforded 
opportunity  for  every  mem- 
ber of  community  to  partici- 
pate, station  said. 

TiSr       ★       ★       -A-       ★       ★  ★ 

KING-SIZE  BOOKLET  •   •  • 

WIL  St.  Louis  sends  trade  booklet 
measuring-  17  by  11-inehes  to  draw 
attention  to  station's  28th  year. 
Headed  "The  New  Old  WIL," 
booklet  contains  drawings  illus- 
trating coverage  area,  costs  and 
sales  ratio,  notes  on  programming 
and  long-time  sponsors. 

CAMPUS  CAPERS       •    •  • 

WTVJ  (TV)  Miami,  Rumpus  on 
the  Campus,  Sun.,  8-8:30  p.m.,  sell- 
ing season  tickets  to  U.  of  Florida 
football  games  this  fall.  Jack  Cum- 
mins, station's  sport  director,  is 
m.c.  Set  made  like  campus  student 


HOWARD  J.  McCOUISTER 


Regional  Representatives 

10660  BELLAGIO,  LOS  ANGELES 
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Shows  with  a  Hollywood  Heritage  *  Member  N-A-B- 


club.  Interviews,  films  of  team  in 
action  and  various  talent,  make  up 
entertainment.  Station  claims  over 
400  televiewers  called  for  tickets 
first  night.  More  phones  added  to 
handle  calls  up  to  start  of  football 
season. 

KGO  'BLUEPRINT'       •   •  • 

KGO  San  Francisco  sends  trade 
folder  for  Ann  Holden's  Home 
Forum  program  labeled  "Down  To 
Brass  Tacks  On  Successful  Sell- 
ing." Mailing  of  brochure  preceded 
by  "blueprint"  teaser  sent  to 
each  addressee.  "Blueprint"  stated 
it  was  ground  floor  reminder  Home 
Forum  brochure  was  out  of  con- 
struction stage  and  ready  for 
mailing. 

NEW  PROGRAM  •    •  • 

KEYL  (TV)  San  Antonio, 
Whaley's  Bar  Nothing  Ranch, 
Wed.  7-7:30  p.m.,  Bud  Whaley, 
m.c,  disc  jockey  variety  show. 
Program  offered  to  sponsor  on 
show  itself.  Station  claims  before 
signoff  first  night  two  sponsors 
had  phoned  to  take  spots,  and 
within  48  hours  show  was  sold  out. 

ATTENTION  GETTER  •   •  • 

PACIFIC  Regional  Network  stunt 
at  Adv.  Assn.  of  West  convention, 
L.  A.,  included  models  distributing 
folders  with  bi-colored  three  di- 
mensional glasses  to  bring  pictures 
of  girls  in  bathing  suits  into  focus. 
Captions,  "Coverage  .  .  .  local  im- 
pact .  .  .  flexibility  .  .  ."  were 
under  pictures.  Second  picture  of 
girl  in  grass  skirt  carried  note, 
"PRN  reaches  out." 

1926  WORLD  SERIES  •    •  • 

WIND  Chicago  re-created  sixth 
and  seventh  games  of  1926  World 
Series  between  New  York  Yankees 
and  St.  Louis  Cardinals,  July  10, 
1:25  p.m.  and  July  12,  1:25  p.m. 
Bert  Wilson,  station's  sport  direc- 
tor, did  play-by-play. 

FOLD-OUT  FOLDERS  •    •  • 

KSTP-AM-TV  Minneapolis  sends 
folders  with  three-dimensional  fold- 
outs  to  local  distributors  on  behalf 
of  Tender  Leaf  Tea  and  Taystee 
bread.  Tender  Leaf  folder  is 
headed  "We're  stirring  up  some- 
thing for  you  .  .  ."  and  shows  glass 
of  ice  tea  inside.  Product  is  ad- 
vertised on  Main  Street  show. 
Other  folder  features  Hopalong 
Cassidy,  sponsored  by  Taystee  on 
KSTP-TV,  Sun.,  6  p.m. 

RECORDED  CONCERTS    •  • 

WCFM  (FM)  Washington,  Sun.,  8 
p.m.,  presents  summer  series  of 
Mozart  and  Haydn  compositions. 
Records  were  given  station  by 
Haydn  Society  in  recognition  of 
WCFM  broadcasting  of  American 


Music  Festival  Series  from  Nation- 
al Gallery  of  Art.  Programs  last 
for  duration  of  selections,  from 
IV2  to  3  hours. 

OKLAHOMA  U.  FOOTBALL  • 

KTOK  Oklahoma  City  sending 
folders  to  trade  announcing  broad- 
casting of  U.  of  Oklahoma  football 
games  this  fall.  Folder  is  made 
to  resemble  telegrams  telling  of 
broadcasts.  On  back  is  schedule 
of  games. 

PRIVATE  DOOR  •   •  • 

KSTP-TV  Minneapolis,  That  Door 
Marked  Private,  Thurs.  6:40  p.m. 
Produced  by  Ken  Barry,  on  film. 
Places  of  interest  and  curiosity  are 
shown.  Televiewers  write  and  re- 
quest places  they  would  like  to 
see.  One  guest  from  the  audience 
taken  along  weekly.  Show  has 
featured  monastery,  gall  bladder 
operation,  sheriff's  office  in  opera- 
tion, and  other  events  of  interest. 

FOR  VETERANS         •    •  • 

KLAC  Los  Angeles,  Veterans  Bed- 
side Quiz,  Sun.,  8-8:15  p.m.  Ar- 
ranged by  Jewish  War  Veterans, 
features  players  from  Hollywood 
Stars  baseball  team  and  patients 
from  Los  Angeles  area  veterans 
hospitals  in  sports  quiz.  Prizes 
presented  patients  chosen  from 
different  hospitals  each  week. 


AOTOMOBILES'- 


LANG-WORTH 

FEATURE  PROGR.\MS,  Inc. 
113  W.  57th  ST..  NEW  YORK  19.  N.  Y. 

Network  Calibre  Programs  at  Cocal  Station  Cos! 
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The  Book  that  took  10  years  and  10  billion  calculations. 

That's  the  1950  BROADCASTING  Marketbook,  which  even  before  publication, 
is  hailed  as  the  most  valuable  tool  for  buying  radio  and  television  time  that  has 
appeared  in  recent  years. 


Uncle  Sam  is  doing  the  basic  job — the  1950  Census,  a  compilation  made 
every  ten  years.  Broadcasting's  research  staff  is  burning  midnight  oil  on  the  multi- 
billion  calculations  that  will  produce  the  invaluable  Spot  Rate  Finder,  county-by- 
county  breakdowns  and  marketing  statistics. 

Buyers  and  sellers  alike  endorse  the  Marketbook  because  it  places  within  the 
covers  of  one  book  the  hottest  and  latest  data  procurable  for  time-buying.  The 
prescription  was  written  by  top  radio  buyers. 

It's  the  best  display  buy  of  the  decade. 


SPOT  RATE  FINDER  .  . 


OHIO 


SPOT  RATE  FINDER 


This  copyrighted  feature  enables 
the  buyer  to  compute  in  a  matter 
of  minutes  a  preliminary  estimate 
of  a  spot  campaign.  The  tables 
have  been  carefully  prepared  to 
save  time.  The  day  and  night 
one-time  rates  of  every  station  in 
the  U.  S.— AM,  FM  and  TV  are 
listed  in  six  basic  time  segments. 
A  special  table  for  computing  frequency  discou 


AKRON,  Summit,  88,600 
82,090  radio  fam. 


fam.,  98.3%  radio, 


4 


3  AM  affiliates,  average  l-time  rates. 

SB       IM       5M  15M  30M  1  Hr 

D       11.17    11.17    21.50  38.47  58.00  94.67 

N       18.75    18.75    37.50  73.67  110.50  185.50 

WADC,  5l(w,   I350kc,  CBS,  -Hollingbery 

D       12.50     12.50    25.00  44.00  44.00  110.00 

N       22.50    22.50    45.00  88.00  132.00  220.00 


nts  IS  mcT 


WATG  (FM).  Chan.  247.  101. 3mc,  I0.2kw  N 


SB 
3.10 
4,30 


IM 
3.10 
4.30 


5M 

4.30 

7.20 


15M  30M 
8.60  15.00 
14.40  25.20 


1  Hr 
21.50 
34.00 


ASHTABULA. 

radio,  8,710 


Ashtabula, 
radio  fam. 


8,900  fam.,  97.9% 


WICA,  Skw-D,  Ikw-N,  970kc,  Conlan 
D         9.00      9.00     15.00     24.00  24.00 
N       15.00     15.00    25.00    50.00  75.00 


ts  au( 


70.00 
125.00 


studies  available,  the  home  county  of  each  station,  percentage  of  radio  families,  and  number  of  radio 
families.    No  wonder  time  buyers  soy  the  Spot  Rate  Finder  is  what  the  Statistical  Doctor  orderedl 


1  950  CENSUS  DATA 


The  Marketbook  will  include  the  latest  1950  Census  figures 
right  off  the  tabulating  machines  in  the  U.  S.  Bureau  of  Census. 
Latest  up-to-the-minute  1950  population  figures,  retail  data, 
employment,  payroll  figures,  and  other  Census  computations  never  before  combined  in  a  single  reference 
volume. 


MAPS 


New  state  and  regional  mops  will  graphically  show 
locations  of  AM,  FM  and  TV  stations  by  city  and 
county. 

PLUS  the  new  1950  Broadcasting  mop  of  the  United  States.  This  master 
county  and  city  mop  of  the  U.  S.  measures  25  by  36.  It  is  printed  in  two 
colors  and  will  be  mailed  with  the  Marketbook.  It  was  formerly  published 
with  the  Yearbook. 


OHIO 


OUNTY-BY-COUNTY  BREAKDOWN 


MAINE  RADIO  MARKET  DATA  BY  COUNTIES-;^(Specimen) 


Population 

sunty  19.~ 

drosceggin    84,700 

reettoek    92,500 

berland    174,100 

klin    19,100 

cock    31,400 

kaniiebec    80,400 


61,100 
78,000 
125,100 
15,200 
27,500 
62,900 
21,500 


SO  .Totot  J 

fr«t  Cent 
V,  Rodio  ^ 

21,500 

23,600 

92.1 

55,400 

98.9 

7,500 

95.3 

10,200 

95.2 

25,600 

96.2 

10,100 

95.2 

7,000 

95.7 

Radio 
^Families 

51900 
22,500 
53,200 
7,400 
9,900 
24,800 
9,900 
6,500 


1949  Retoi^L 
Solas  (Sales  ] 
Jftq't.)  $000^ 

^948  Retail^ 
^US  $000  J 

^ Taxablo 
f  PayrolU 
\1948  woe 

54,009 

53,500 

8,050 

3,700 

172,595 

168,000 

40,800 

22,000 

12,111 

15,610 

5,700 

3,500 

23,096 

27,800 

5,800 

2,500 

63,474 

61.700 

21,050 

11,000 

21,101 

25,100 

5,100 

2,200 

12,155 

14,600 

1,500 

1,200 

hSfToh's  3,UDO "cbunfTes  Sre'^roken  dowl^  TmtvnTne  cdtegones  ThcTOaTng  1950  popula- 
lation,  1950  Families,  1950  Radio  Families,  Per  Cent  Radio,  1949  Retail  Sales,  1948  U.  S. 
Retail  Sales,  and  latest  employment,  payroll  and  business  data  from  the  Bureau  of  Census. 
This  is  the  first  time  this  complete  information  will  be  published  on  a  comprehensive  county- 
by-county  basis. 


STATE  STATISTICS  .  . 


Factual  data  for  each  state  is 
published  in  19  categories.  From 
these  figures,  the  Morketbook 
gives  the  economic  picture  of 
each  state  at  a  glance.  Also 
comparisons  with  previous  years 
shows  the  economic  progress  of 
each  state  as  a  whole. 


MARKET  INDICATORS  FOR  CALIFORNIA 

CLASSIFICATIONS                    FIGURES  YR.  FIGURES  YR. 

Population                                         10,031,000  '49  6.907,000  '40 

Increase  over  1940    45.2% 

%  of  U.S.                                            6.87%  '49  5.23%  '40 

BMB  Families                                   3,222,600  '50  2,784,000  '46 

Percent  Radio                                       98.2%  '50  96%  '46 

Radio  Families                                  3,164,500  '50  2,673,000  '46 

Business  Concerns                                191,962  '48  133,024  '39 

Manufacturing  Establishments.              17,645  '48  11,558  '39 

Non-Agricultural  Employment           2,340,333  '48  1,769,000  '39 

Manufacturing   Employment    .            530,000  '48  272,000  '39 

Tncome^^  $16,121,000,000  '48  5,606.000,000  '40 

^  '    )40   ^  188%. 


NETWORK  RATE  FINDER  .  .  . 


Using  the  Network  Rate  Finder 
combination  of  stations. 


The  four  nationwide  networks  are  listed  by  affiliates 
with  one-time  day  and  night  rates  for  each  affiliate, 
is  possible  for  a  buyer  to  readily  estimate  any  network 


REGIONAL  &  STATE  NETWORK  RATE  FINDER  .  . 


This  section  is  designed  to  give  timebuyers  ready  rate  informa- 
tion on  regional  and  state  networks,  Transit  Radio  and  FM 
groups.  The  listing  includes  the  names,  addresses,  and  prin- 
cipal officers  of  each  group,  a  list  of  all  stations,  and  combina- 
tion rates  for  the  group. 


FOREIGN  LANGUAGE  STATIONS  IN  MAJOR  U.  S.  CITIES  .  .  . 


The  Foreign  Language  Section  lists  stations  by  states,  indicates 
languages  broadcast  by  each  station,  and  foreign  language 
population  in  each  market.  This  information  has  been  compiled 
from  a  detailed  nationwide  survey  by  Broadcasting.  The  for- 
eign language  data  will  be  the  most  complete  ever  published. 

Deadline  July  24  if  proof  desired.  Otherwise,  July  29 — no  proofs. 
Send  in  your  reservation  today  for  selected  positions. 


WHAT  YOU  SHOULD  DO 
ABOUT  THE  MARKETBOOK! 

Your  od  in  the  Morketbook 
will  carry  your  sales  message 
through  thousands  of  impres- 
sions in  the  most  complete 
market  data  volume  in  the  an- 
nals of  radio.  Circulation  is 
16,500.  Closing  date  is  July  24. 
Publication  date  is  early  August. 
County-by-county  sections  will 
carry  4  column  quarter,  half, 
and  full  pages.  Other  sections, 
1/1 6th  pages  and  up.  Regular 
rcites  apply. 


c 


July  7  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 

License  to  cover  CP  new  AM  sta- 
tion: WCRI  Scottsboro,  Ala.;  KBTA 
Batesville,  Ark. 

WHDH  Boston,  Mass. — License  for 
CP  to  change  from  DA-1  to  DA-2. 

License  Renewal 
WRDO  Augusta,  Me. — Request  for  li- 
cense renewal. 

SSA— 1070  kc 
WKVM  Arecibo,  P.  R.— SSA  AM  sta- 
tion on  1070  kc  1  kw  unlimited  until 
construction  permit  is  completed. 

July  10  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 740  kc 
KCBS  San  Francisco — CP  to  change 
from  740  kc  50  kw  unl.  DA  to  560  kc 
5  kw  unl.  DA-N.  AMENDED  to  request 
740  kc  50  kw  unl.  DA-2. 

AM— 1290  kc 
Jennings  Bcstg.  Co.  Inc.,  Jennings, 
La.— CP  new  AM  station  on  1290  kc 
500  w  D  AMENDED  to  change  studio 
and  trans,  locations  to  1521  Lake 
Arthur  Ave..  Jennings. 

AM— 630  kc 
Aurora      Bcstrs.      Inc.,  Fairbanks, 
Alaska — CP  new  AM  station  on  580  kc 
1  kw   fulltime  AMENDED   to  request 
630  kc   1   kw  fulltime. 

AM— 1150  kc 
Peach  Belt  Bcstg.  Co.,  Fort  Valley, 
Ga. — CP  new  AM  station  1150  kc  1  kw 
D   AMENDED    to    request    change  in 
corporate  structure. 

AM— 1090  kc 
KAUS  Austin,  Minn. — CP  AM  station 
to  change  from  1480  kc  1  kw  unl.  DA-2 
to    1090    kc    10    kw    unl.    DA-N.  Re- 
submitted. 

License  for  CP 

KOLS  Pryor,  Okla.— License  for  CP 
new  AM  station. 

WORK  York,  Pa.— License  for  CP  to 
increase  power  etc. 

Modification  of  CP 
KFRB   Fairbanks,   Alaska — Mod.  CP 
AM  station  to  change  from  1290  kc  to 


fCC  actions 


JULY  7  to  JULY  13 

CP-construction  permit  ant.-antenna 

DA-directional  antenna  D-day 

ERP-eflfectiTe  radiated  power  N-night 

STL-studio-transmitter  link  aur.-anral 

synch,  amp.-synchronous  amplifier  vis.-yisiial 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 
STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accovipanied  by  a  roundup  of  new 
station  and  transfer  applications. 


790  kc.  (Contingent  on  KFQD  re- 
linquishing 790  kc). 

WERC  Erie,  Pa.— Mod.  CP  to  change 
power,  frequency  etc.  for  extension  of 
completion  date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WGTR  Paxton, 
Mass.;  WLAV-FM  Grand  Rapids,  Mich.; 
WFIU  Bloomington,  Ind. 

License  Renewal 

Request  for  license  renewal  FM  sta- 
tion: WDUN-FM  Gainesville,  Ga.; 
WAJL  Flint,  Mich.;  WMLN  Mt. 
Clemens,  Mich.;  WKBR-FM  Man- 
chester. N.  H.;  WOTW-FM  Nashua, 
N.  H.;  WENE-FM  Endicott,  N.  Y.; 
WLBR-FM  Lebanon.  Pa.;  WMCK-FM 
McKeesport.  Pa.;  KURV-FM  Edinburg, 
Tex.;  WBEZ  Chicago;  WIUC  Urbana, 
111.;  WOI-FM  Ames.  la.;  WEVR  Troy, 
N.  Y. 

TENDERED  FOR  FILING 
AM— 860  kc 
WERD    Atlanta— CP    AM   station  to 
change  from  860  kc  1  kw  D  to  860  kc 
1  kw  L. 

SSA— 690  kc 
KPET  Lamesa,  Tex. — SSA  to  operate 
from  8  p.m.  until  12  p.m.  on  July  22, 
using  250  w  on  690  kc. 


its 

later 

than 

you 

think 

Mr.  Station  Manager 

Your  best  advertising  value  of  the  year — BROADCAST- 
ING'S  1950  Marketbook — goes  to  press  soon.  Adver- 
tising  deadline  July   24  if  proof  desired.  Otherwise, 
July  29,  no  proof. 

Please  wire  (collect)  your  reservation  today.    16,500  cir- 
culation will  reach  a  1  important  radio  buyers. 

BROA^STING 

T^CASTINC 

July  11  Decisions  .  .  . 

BY  THE  SECRETARY 

WLIL  Lenoir  City,  Tenn. — Granted 
license  new  AM  station;  730  kc,  500  w 
D. 

KALE-FM  Pasco,  Wash.— Granted  li- 
cense new  FM  station;  Chan.  280  (103.9 
mc)  580  w,  160  ft. 

WTMV-FM  St.  Louis,  111.— Granted 
license  new  FM  station;  Chan.  273 
(102.5  mc)  55  kw,  150  ft. 

KWFT  Inc.,  Wichita  Falls,  Tex.— 
Granted  mod.  license  KA-3051  to  change 
frequencies  from  30.82,  33.74,  35.82, 
37.98  mc.  to  26.19  mc. 

KULE  Ephrata,  Wash.— Granted  mod. 
CP  to  change  type  trans. 

Following  were  granted  mod.  CPs 
for  extension  of  completion  dates  as 
shown:  WTVJ  Miami,  Fla.  to  1-27-51; 
KMTV  Omaha,  Neb.  to  2-1-51;  KULE 
Ephrata,  Wash,  to  7-30-50;  WBEN-FM 
Buffalo,  N.  Y.  to  2-8-51;  WOOK  Silver 
Spring,  Md.  to  10-1-50;  WHWC  Madison, 
Wis.  to  7-20-50;  KOOK  Billings,  Mont, 
to  10-28-50  (Cond.);  WEBS  Oak  Park, 
lU.  to  1-14-51;  KFRU  Columbia,  Mo.  to 
9-1-50;  KMA-729  San  Bruno,  Calif,  to 
1-9-51;  KMA-728  San  Bruno,  Calif,  to 
1-9-51. 

WPTF-FM  Raleigh,  N.  C— Granted  li- 
cense new  FM  station;  Chan.  234  (94.7 
mc)  15  kw,  550  ft. 

WHHM-FM  Memphis,  Tenn.— Granted 
license  new  FM  station  Chan.  295  (106.9 
mc)  17.5  kw;  400  ft. 

WMOR  Chicago — Granted  license  new 
FM  station  Chan.  274  (102.7  mc)  40  kw, 
500  ft. 

KALW  San  Francisco — Granted  li- 
cense change  existing  noncommercial 
educational  FM  broadcast  station  Chan. 
219  (91.7  mc)  1.25  kw,  160  ft. 

A.  H.  Belo  Corp.,  Dallas,  Tex.— Sta- 
tions KA-4714-15,  KA-4750  to  be  deleted 
7-1-50  as  applicant  does  not  desire  to 
file  for  mod.  to  change  frequencies  in 
accordance  with  new  rules. 

WPTF  Radio  Co.,  Raleigh,  N.  C— 
Station  KA-4742  to  be  deleted  7-1-50 
applicant  does  not  desire  to  file  for 
mod.  to  change  frequencies  in  accord- 
ance with  new  rules. 

KPIX  Inc.,  San  Francisco — Granted 
CPs  and  licenses  for  new  remote  pick- 
ups KA-7152  to  7156. 

Paul  A.  Brandt,  Mt.  Pleasant,  Mich. 
— Granted  CP  and  license  for  new  re- 
mote pickup  KA-7159. 

New-Examiner  Co.,  Connersville, 
Ind. — Granted  CPs  and  licenses  for  new 
remote  pickups  KA-3497,  KSA-397,  KA- 
2045. 

City  of  Dallas,  Dallas,  Tex. — Granted 
CP  new  remote  pickup  KA-7165. 

Oliver  Bcstg.  Corp.,  Portland,  Me. — 
Granted  CPs  and  licenses  for  new  re- 
mote pickups  KA-3840,  KA-7158. 

Chambersburg  Bcstg.  Co.,  Chambers- 
burg,  Pa. — Granted  CP  and  license  new 
remote  pickup  KGB-378. 


I  a:1-'- 
ir-Dkf 


Pougbkeepsie    Newspapers  I&JI^ 
Poughkeepsie,  N.  Y. — Granted  CP 
remote  pickup  KA-7164.  I 

Billiard  Co.,  Scottsbluff,  Neb.— Grai 
ed  CP  new  remote  pickup  KA-7162. 

Forrest  Bcstg.  Co.  Inc.,  Hattiesbu;^ 
Miss. — Granted  CP  new  remote  plch 
KA-7161. 

James  Bcstg.    Co.   Inc.,  Jamestov  1 

N.  Y. — Granted  CP  new  remote  plcl( 
KA-7163. 

Absaroka  Bcstg.  Co.,  Cody,  Wyo  I 
Granted  CP  new  remote  pickup  K 
2132.  ' 

Lee-Smith     Bcstg.     Co.,     Faribau ! 
Minn. — Granted  CP  new  remote  pic-fs: 
up  KA-7160. 

KDMS  El  Dorado,  Ark.— Granted  il 

to  install  new  trans.  ■a'" 

WSMI  Litchfield,  HI.— Granted  m<  I 
CP  for  approval  of  ant.,  trans,  a^ 
studio  locations. 

WDSM  Superior,  Wis.— Granted  mc  I 
CP  for  extension  of  completion  datei— 
8-15-50   (Cond.).  ^ 

WCAV  Norfolk,  Va.— Granted  licerr'^ 
change  frequency  hours  of  operatij 
and  install  DA-2  and  changes  in 
and  ground  system;  850  kc  1  kw- 
unl.  time. 

KOY  Phoenix,  Ariz.— Granted  licerj 
use  of  presently  licensed  aux.  trans,  .kin 
alternate  trans,  for  nighttime  use  a T 
aux.  for  daytime  use. 

WPWA  Chester,  Pa.— Granted  liceri- 
change  hours  of  operation  using  powl 
of  1   kw  and  install  DA-N  only  a 
mounting  of  FM  ant.  on  south  east  /i 
tower.  •^ — 

KBND  Bend,  Ore.— Granted  llcer 
change  frequency,  power  and  trai, 
location  and  install  new  trans,  and  D.' 
N;-  1270  kc.  1  kw  DA-N,  unl. 

WJEH   Gallipolis,   Ohio— Granted 
cense  for  new  AM  station;  990  kc,  I 
w  D. 

KMLB  Monroe,  La.— Granted  licer ' 
install  FM  ant.  on  top  of  AM  tower  j 

Times-Picayune  Pub.  Co.,  New  o| 
leans — Granted  license  for  new  remc-f— 
pickup  KA-5222.  | 

LaGrange  Bcstg.  Co.,  LaGrange,  Gi 
— Granted  license  for  new  remote  pick- 
up KIB-281. 

National  Bcstg.  Co.  Inc.,  Washingtc  , 
D.  C. — Granted  license  change  exist; 
remote  pickup  KGA-844  (NBC  cor. 
tion);    26.11,    26.15,    26.25.    26.35,  2f 
mc;    100    w;    A3    emission;  hours 
operation  accordance. 

Chambersburg  Bcstg.  Co.,  Chambei 
burg.  Pa. — Granted  license  new  remc 
pickup  KA-6676. 

Broadcast     Management    Inc.,  B 
thesda,  Md. — Granted  license  new  i  ~ 
mote  pickup  KA-6379. 

Appalachian    Bcstg.    Corp.,  Brist' 
Va. — Granted  licenses  and  new  remc  — 
pickups  KA-6732-8-9. 

Interstate  Radio  Inc.,  Moscow,  Ida 
Granted  license  new  remote  pick 
KA-4016. 

The  Houston  Post  Co.,  Houston,  Te 

— Granted  mod.  license  KA-3125 
show  use  in  conjunction  with  KPRC 
KPRC-TV  in  lieu  of  KLEE  &  KLEE-T 
WFAM  Inc.,  Lafayette,  Ind. — Grant 
mod.  license  KA-5S11  to  change  fi 
quencies  from  30.82,  33.74,  35.82,  37 
mc  to  26.23.  ?^.33.  26.43  mc  and 
be  used  with  WASK  (AM)  and  WFA 
(FM). 

Carter  Pub.  Inc.,  Fort  Worth,  Tex  — 

Granted    mod.    license  KA-4716-7 
change  frequencies   from   31.62,  35.: 
37.34.  39.62  mc  to  26.21,  26.31.  26.41  n 

Tarrant  Bcstg.  Co.,  Fort  Worth,  Te 
— Granted    mod.    license  KA-3406 
change   frequencies   from   30.82.  33. 
35.82,  37.98  mc  to  26.19.  26.29,  26.39  it 

KWHK  Bcstg.  Co.  Inc.,  Hutchinsc 
Kan. — Granted  mod.  license  KA-5.= 
to  charge  freauencies  from  30.82.  33. 
35.82.   37.98  mc  to  26.11,   23.45  mc. 

WIBC  Indianapolis,  Ind. — Granted  (  — 
to  install  old  main  trans,  at  prese 
location  of  main  trans,  on  1070  kc, 
kw,  employing  DA  for  aux.  purpos. 
for  daytime  only  and  same  to  be  us 
as  alternate  main  trans,  for  nighttir 
operation  only. 

WEVD   New   York— Granted  CP 

(Continued  on  page  67) 
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COMMERCIAL  RADIO 
Monitoring  Company 
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Engineer  On  Duty  All  Night  Every  Nigh 


PHONE  JACKSON  5302 
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CONSULTING  RADIO  ENGINEERS 


JANSKY  &  BAILEY 

ecutive  Offices 

National  Press  Building 
Ifices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
shington,  D.  C.  ADams  2414 

Member  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santo  Cruz,  Cal. 

Member  AFCCE* 


A  iS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg. — STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


pmmercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
'ItERNATIONAL  BLDG.        DI.  1319 
WASHINGTON,  D.  C. 
RTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


1i 


:|RAYMOND  M.  WILMOTTE 

169  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


l^USSELL   P.  MAY 

122  F  St.,  N.  W.  Kellogg  BIdg. 
ashington,  D.  C.        REpublic  3984 

Member  AFCCE* 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  Ruffner 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


ji  CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTIN!G  RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Cotton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


T     SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


ADLER  ENGINEERING  CO. 

jcLEVISION  AND  BROADCAST  FACILITIES 
I       DESIGN  AND  CONSTRUCTION 

fi  Grand  St.,  Nevi/  Rochelle,  N.  Y. 
Nev/  Rochelle  6-1620 


Philip  Metryman  &  Associates 

*  114  State  Street 

*  Bridgeport  3,  Conn. 

*  Bridgeport  5-4144 

RADIO  CONSULTANTS 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


6f .  H.  3mer 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC    &   FIELD  ENGINEERING 

1    Riverside   Road  —  Riverside  7-2153 
Riverside,  III. 

(A    Chicago  suburb) 
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•Classified  Advertisements  i 

PAYABLE  IN  ADVANCE — Checks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20c  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Manager  for  250  watt  midwest.  MBS 
affiliated  station.  Must  be  thoroughly 
capable  to  take  full  responsibility;  have 
character,  be  energetic  and  be  able  to 
sell;  have  promotion  ideas  and  ability 
to  get  along  with  people.  Right  party 
can  acquire  interest  in  station  if 
desired.  Write  in  care  of  Box  668F 
BROADCASTING. 


Manager-salesmanager  wanted  Oregon's 
beautiful  Willamette  Valley;  chance  to 
acquire  ten  percent  or  more;  low 
figure  right  man.  Box  781F,  BROAD- 
CASTING. 


Wanted:  Commercial  manager  for  250 
watt  daytime  station.  Must  be  a  pro- 
ducer with  A-1  references  as  to 
character,  ability,  proven  sales  record. 
Station  WEAB,  Greer.  S.  C. 

Salesmen 


Experienced  salesman.  Western  New 
England  major  market  daytime  indie. 
Excellent  drawing  account  for  top  man 
able  to  sell  at  local  level.  Permanent 
position  with  good  chance  for  promo- 
tion.  Box  664F,  BROADCASTING. 

Texas  ABC  station  desires  aggressive, 
experienced  salesman.  Permanent, 
equitable  compensation.  Box  729F. 
BROADCASTING. 


If  you  know  advertising  first,  radio 
second  and  can  sell  Yankees,  an  ag- 
gressive independent  in  New  England's 
2nd  largest  market  wants  you.  Origi- 
nality against  stiff  competition  will 
mean  good  money.  Box  741F,  BROAD- 
CASTING. 


5000  watt  major  market  network  affili- 
ate needs  top-flight  salesman.  Salary 
and  commission  plus  real  opportunity 
to  advance  with  assured  permanence 
are  offered  but  only  the  best  will  be 
considered.  Write  immediately,  giving 
full  details,  salary  expected,  reason 
for  desiring  a  change,  references  and 
include  recent  photograph.  Address 
Box  774F,  BROADCASTING.  

Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F.  BROADCASTING. 


Young  man  with  radio  background 
wanted  by  station  in  eastern  Pennsyl- 
vania to  service  accounts  and  learn 
selling.  Small  salary  plus  commission. 
Must  have  car.  Box  792F,  BROAD- 
CASTING. 


Fulltime  independent  wants  experi- 
enced salesman  able  to  produce  in 
rural  area.  No  drifter,  no  drinker 
wanted.  State  past  performance.  Car 
necessary.  KROX,  Crookston,  Min- 
nesota^  

Sales  manager,  excellent  opportunity, 
permanent  position,  friendly  com- 
munity. Must  have  sales  ideas  plus 
ability.  Interview  necessary.  Rush  de- 
tails experience,  photo,  references. 
Manager,  KSIB.  Creston.  Iowa. 

Salesman-experienced.  Starting  salary 
$125.00  per  week  plus  commission.  Do 
not  apply  unless  you  can  produce 
billing  records  at  present  or  previous 
employment.  5000  watt  ABC  affiliate, 
WMAW,  Milwaukee,  Wisconsin. 

Announcers 


Successful  southern  net  affiliate  has 
opening  for  combination  announcer- 
operator.  $50  start,  plus.  Good  op- 
portunity. Also  experienced  copy- 
writer. S35.00  plus.  Box  653F  BROAD- 
CASTING. 


Fulltime  DJ  position,  pays  $225  plus 
talents  for  football,  basketball  play-by- 
play.  Box  656F.  BROADCASTING. 

Announcer-engineer  with  accent  on  an- 
nouncing. First  phone  ticket  required, 
but  decision  will  be  made  on  the  basis 
of  announcer's  ability  to  sell  the  adver- 
tisers' wares.  Good  position  in  steady 
non-tourist  Florida  city.  Box  663F, 
BROADCASTING. 


Help  Wanted  (Cont'd) 

Wanted — Steady,  settled  announcer  in- 
terested in  good  pay  and  long  term 
future.  To  qualify  must  be  topflight 
with  four  years  or  more  background  in 
recognized  stations.  All-round  abilities 
in  news,  music  and  disc  jockey  work 
required.  Send  full  details  with  per- 
sonal and  business  references.  Disc 
with  news,  straight  commercials,  sam- 
ple music  shows.  Major  south  central 
location.     Replies    confidential.  Box 

698F,  BROADCASTING.  

All-round  announcer  for  Texas  ABC 
affiliate.  Football   announcing  helpful. 

Box  730F.  BROADCASTING.  

Announcer,  experienced.  Send  disc, 
photo.  Tell  all  first  letter.  Box  767F, 
BROADCASTING. 


Staff  Announcer,  some  experience; 
fiexible;  operate  Gates  console.  Em- 
phasis: news,  disc  shows.  Real  place 
for  dependable,  conscientious  man  at 
5000  watt  CBS  affiliate  in  New  England 
college  city.  Send  full  resume  and  disc. 
Box  797F,  BROADCASTING. 


Combination  man,  ABC  affiliate.  Must 
have  application,  audition  disc  and 
photo  with  first  letter  and  pertinent 
details.  KVOC,  Casper,  Wyo. 


Announcer-engineer,  emphasis  on  an- 
nouncing. Send  disc,  snapshot  and  de- 
tails first  letter.  Manager,  WKWF,  Key 
West,  Florida. 


Technical 


General  manager  with  16  years  experi- 
ence, wants  chief  engineer  and  sales- 
man to  join  him  in  new  station.  He 
wiU  furnish  51%  capital,-  you  furnish 
balance  and  help  operate.  Good  money 
town,  no  station.  Write  Box  796F, 
BROADCASTING. 


Production-Programming,  others 

Copywriter — women's  editor.  Opening 
for  seasoned  young  woman.  Topnotch 
eastern  NBC  station  in  pleasant,  nice- 
sized  city.  Send  complete  details, 
samples  of  commercial  copy  and  voice 
recording.  All  replies  confidential.  Box 
790F.  BROADCASTING. 


Situations  Wanted 


Managerial 


Manager,  commercial  manager.  14 
years  experience  radio  and  television. 
Two  years  station  manager — 8  years  di- 
visional sales  manager  for  major  net- 
work. Highest  references  include  top 
radio,  television,  agency  and  client  ex- 
ecutives in  East,  Middlewest  and  South- 
west territories.  University  graduate, 
age  38.  married,  three  children.  Now 
employed  in  executive  capacity..  Inter- 
ested in  permanent  location  preferably 
Florida  or  West  coast.  Write  Box  621F. 
BROADCASTING. 


Manager,  sales  manager  or  both.  12 
years  radio  and  newspaper  management 
and  sales.  Thorough  knowledge  of  pro- 
gramming and  public  relations.  Clean 
record.  Good  references.  Box  642F, 
BROADCASTING. 


College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,  12  years  broadcasting.  Box 
657F,  BROADCASTING. 


Desire  change  to  moderate  size  town 
where  preachers  and  hillbilly  music  are 
not  cardinal  sins.  No  newspaper  affilia- 
tions. Work.  Sell.  Announce.  Local 
programming  success.  Civic  minded. 
Married.  No  drink.  Just  want  to  settle 
down  in  a  nice  town.  Box  669F, 
BROADCASTING. 


General  manager-chief  engineer  15 
years  experience  seeks  progressive  em- 
ployer. Highest  caliber  references. 
Box  679F.  BROADCASTING. 


Sales  manager  who  in  20  years  has  sold 
millions  of  dollars  in  local  time.  Also 
year  and  half  experience  in  television. 
Seeks  job  as  commercial  manager  of 
substantial  station  or  manager  of  a 
smaller  station.  45  years  old,  married 
and  have  two  children.  Perfect  health, 
complete  reference,  will  go  anywhere. 
Box  766F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Manager-sales  manager:  This  survival 
of  the  fittest  era  of  radio  today  makes 
it  essential  that  for  a  successful  opera- 
tion owners  must  have  that  difficult  to 
locate  commodity,  proven  knowhow, 
heading  up  their  organization.  This  ad 
is  a  100%  legitimate  opportunity  for 
some  owner  to  secure  a  man  of  this 
caliber.  Permit  me  to  show  you  my 
substantiated  record  of  twelve  years 
successful  management,  profitable  sales 
figures  I've  produced,  and  bonafide 
agency  and  sales  contacts,  further  un- 
derwritten by  twenty  years  broadcast 
experience.  Then,  you  check  this  rec- 
ord, after  which  you'll  agree  that  this 
is  a  real  opportunity  to  secure  a  proven 
topflight  executive.  College  education, 
happily  married  with  two  children,  de- 
pendable and  of  good  character  and 
with  a  well  known  and  established 
creditable  reputation  in  the  industry, 
I  desire  to  make  the  right  move  and 
a  good  connection.  I  can't  reveal  my 
experience,  worth  and  identity  to  you 
unless  you  contact  me.  Let's  investi- 
gate one  another.  Box  697F,  BROAD- 
CASTING. 


General  manager  with  accent  on  sales 
desires  connection  where  productive 
management  can  be  exchanged  for 
equitable  remuneration,  pleasant  re- 
lationship and  permanence.  13  years 
well-rounded  radio  experience  includ- 
ing management  and  sales  on  top  of 
newspaper  and  college  background. 
Only  two  employers  in  19  years.  Pro- 
gram, expense  and  public  relations 
conscious.  Desire  personal  interview 
at  the  station.  Background  and  refer- 
ences will  indicate  a  capable  individual 
with  capacity  for  work.  Married,  south 
preferred.  Box  734F,  BROADCASTING. 


To  make  money  in  radio,  run  a  good 
radio  station.  If  your  station  is  just 
starting  out  or  operating  in  the  red.  I 
can  help  resolve  your  problems.  Ex- 
perienced, creative,  college  degree. 
Mature  and  settled.  Public  relations  a 
specialty.  Programming,  announcing, 
and  production  from  250  watts  to  net- 
work.   Box   745F,  BROADCASTING. 


Experienced  AM  and  TV.  Radio  nine 
years,  all  phases.  Desire  connection 
with  dual  operation  or  AM  planning 
TV  as  manager  or  comm.  mgr.  Good 
national  contacts.  Box  749F,  BROAD- 
CASTING^  

Station  manager  with  network  and  in- 
dependent station  experience.  Excellent 
background  in  sales  promotion.  Fifteen 
years  in  radio,  all  phases,  including 
engineering.  First  class  license.  Per- 
sonal interview  possible.  Box  771F, 
BROADCASTING.  

Texan  to  stay  in  Texas  wants  experi- 
ence as  assistant  manager.  Can  work 
as  announcer,  engineer  or  newsman. 
Presently  employed,  family.  Box  773F, 
BROADCASTING.  

Intelligent,  experienced,  radio-minded 
young  man  desires  managerial  position. 
Now  assistant  manager,  program  di- 
rector of  1000  watt  station  in  midwest. 
Married,  one  child,  send  full  particulars. 
Personal  interview  if  interested.  Box 
802F.  BROADCASTING.  

Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for.  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and 
salary  are  right.  32  years  of  age.  Robert 
D.  Williams.  1842  N.  Loraine,  Wichita. 
Kansas. 


Salesmen 


Salesman— young  (27)  family  man.  Six 
years  experience,  including  program 
director,  copy  chief,  two  established 
midwest  five  kilo  watter  s.  Also  program 
director  independent.  Some  sales. 
Clean  cut,  highest  character,  good  ref- 
erences.  Box  614F,  BROADCASTING. 
Large  stations  only  with  top  earnings 
possible.  Agency  and  large  market 
experience.  13  years  radio  and  news- 
paper.     Prefer   midwest.    Box  641F, 

BROADCASTING.  

Merchandiser,  seller  extra-ordinary, 
good  will,  able  announcer,  MC.  Wants 
to  join  your  progressive  organization. 
BA,  27.  permanent.  Box  723F,  BROAD- 
CASTING^  

Radio  salesman  desires  job.  Experi- 
enced, car,  married.  Box  731F,  BROAD- 
CASTING^  

Manager-commercial  manager.  No  high 
pressure,  excellent  sales  record,  ex- 
cellent reputation  with  personnel.  8 
years  experience  all  phases.  Box  751F, 

BROADCASTING.  

Ten  years-Salesman.  Midwest  only.  At 
present  commercial  manager  of  1000 
watt  independent.  Box  775F,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 


Add  local  news  to  your  salesmen's  se 
ing  features.  A  two  hundred  thousa 
listener  audience  is  being  covered 
one  man  with  five  years  metropolit 
newspaper  and  radio  experience.  A 
disc  work,  special  events,  sports  a 
continuity  writer.  Single,  will  tra-. 
Box  753F.  BROADCASTING. 


Salesman;  Sales  position  desired  b'. 
year  old  married  man.  Ten  ye 
experience  announcing-production  v. 
CBS  New  York.  St.  Louis,  Minneapc 
Sales  experience  Hollywood  and  Bost- 
Desire  opportunity  to  prove  Si 
worth  with  large  or  medium  size  p 
gressive  station.  All  references  and 
perience  credits  in  order.  Box  7fe 
BROADCASTING. 


Fulltime  salesman,  not  a  super  sali 
man.  no  high  pressure.  Just  a  guy  tl 
people  learn  to  like.  A  fine  good-\\ 
man.  Have  selling  and  announcing  e 
perience  and  would  be  a  handy  m 
to  have  around.  Salary  necessary.  B 
789F.  BROADCASTING. 


Salesman:  Now  employed  metropo 
tan  local  station.  Eight  years  expe 
ence  in  sales,  production,  merchand 
ing.  References.  Draw  and  commissi 
or  salary.  Box  795F,  BROADCASTIN 


Announcers 


Newsman — Morning  news  editor  5  1 
midwest  net  affiliate,  retrenched  c 
of  job.  Single,  22,  college  gradua 
Excellent  reference.  Box  587F,  BROAi 
CASTING. 


Announcer  presently  employed  by  coi 
mercial  FM  station.  Solid  commerci 
Good  news,  disc  jockey,  and  adl 
Available  two  weeks  notice.  Di 
photo,  details  on  demand.  Box  64: 
BROADCASTING. 


Announcer  disc  jockey,  fine  voi(! 
thorough  knowledge  of  radio  and  mus 
Ideas,  imagination,  dependable,  ha 
worker,  go  anywhere.  Disc,  photo  c 
tails  on  demand.  Box  644F,  BROA 
CASTING. 


DJ  news.  special  events.  Your- 
sober,  dependable  with  4  years.  e> 
Presently  employed  midwest  5,C 
watt  station.  Send  disc  on  request.  B 
647F,  BROADCASTING. 


Announcer,  writer— Good  local  ne- 
coverage  increases  your  audience  a: 
sales.  Experienced  newspaper  report 
and  announcer  available;  knows  mus 
sports,  special  events.  Deep  voi( 
sincere  delivery;  college  gradua 
sober,  vet.  29  excellent  references.  B 
648F,  BROADCASTING. 


Personable  man  with  extensive  a  ! 
successful  coaching,  play-by-play,  coi 
mentary,  administrative  and  conts 
background  desires  new  announci " 
position.  Middlewest  preferred.  B( 
references  and  disc  will  be  presents 
Box  716F.  BROADCASTING. 


Announcer,  solid  staff  man.  5  years  e' 
perience.  family,  college  desires  j- 
with  Florida  station.  Object:  perm 
nency.  Box  717F.  BROADCASTING. 


TV-radio  announcer.  Six  years  rad^ 
theatre.  TV  experience;  highest  rati; 
MC,  sports,  news.  Presently  5000  wa 
seeking  eastern  market.  30.  coUe 
graduate.  Box  718F,  BROADCASTIN 


Announcer,  engineer.  Experienced.  cO; 
genial,  good  selling  voice,  steady  ai 
sober;  competent  newscaster.  I 
shows,  remotes.  Want  to  locate,  w 
travel.  30.  single,  best  references.  Bt 
721F.  BROADCASTING. 


Announcer,  now  working,  want  pemrt 
nent  change.  6  years  experience,  c; 
fill  any  opening.  Box  724F,  BROAI 
CASTING.  ' 

Good  announcer  with  1st  phone  tickf 

experienced,  desires  permanent  po:. 
tion  in  or  near  midwest.  Excelle 
references.    27.    married.    Box  733 

BROADCASTING.  

Announcer:  Quality,  mature  voic 
Build  good  following  on  news,  di 
shows,  interviews,  etc.  Five  years  e 
perience;  three  —  straight  announce 
two — program  director/announcer  pr 
gressive  midwest  kilowatt.  1st  phor 
write  fair  copy,  but  first  love  is  £ 
work.  Furnish  excellent  referenc 
from  all  past  employers  regardii 
talent,  character,  etc.  No  floater.  I 
hotshot.  Married,  sincere,  dependab. 
Can  sell  merchandise  and  satisfy  spo 
sors.  Box  736F.  BROADCASTING. 
Announcer:  Veteran  of  Armed  Fore 
Radio.  Versatile,  go  anywhere.  Grad 
ate  of  radio  school.  Good  voice,  star 
ing  salary  no  problem.  Disc  on  reque: 
Box  746F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

iiouncer.     19     months  experience 
'  ual  affiliates  and  independent.  Age 
Operate  console.  M.  Gulla.  5009  S. 
-nan  Ave..  Chicago  32.  111. 

:king  for  first  nob.  Thoroughly 
joled.  aU  phases.  Single.  23.  travel, 
i-  Stage  background.  Box  747F, 
3ADCASTING.  

irtscaster  -  announcer,  experienced 
,v"-by-play.  promotion-wise.  TV  pro- 
tion  training.  coUge  graduate,  top 
isrences.  will  travel.  Box  748F, 
.  OADCASTING. 


louncer,  excellent  on  news,  com- 
rcials.  Two  years  20.000  watt  eastern 
station.  College  degree.  Experi- 
ed  actor,  director.  Disc,  photo  on 
uest  Box  754r.  BROADCASTING 

1.  louncer,  fine  detailed  knowledge  in 
:  •,  major  sports,  wishes  to  work  as 
-Ttscaster.   Will   work   as  assistant. 
:  c    available.    Box    755F,  BROAD- 

-  STESTG.  

-  -nouncer    for    5    kw    net  affiliate, 

iferably  one  with  TV  plans.  Eight 
rs  experience  AM.  one  year  TV. 
<  756F.  BROADCASTING.  
tvsinan,  four  years  radio  plus  news- 
»er,  press  association  experience, 
ong  on  rewrite,  local  reporting, 
t^'sroom  procedure.  Network  an- 
incing  experience.  University  grad- 
_i.e,  single.  veteran.  Box  757F, 
J  OADCASTING.  

1  nouncer,  experienced.  all-round 
itff  man,  college  trained,  presently 
^■i'ployed,  married  desires  permanent 

ation  city  of  15.000  to  30.000.  Will 
~est  if  possible.  Interview  arranged. 

X  759F.  BROADCASTING.  

li_nouncer-accountant.  3  years  radio. 
^l  npetent  organization.  Middle  east 
J„5t.  Box  760F,  BROADCASTING. 

irtscaster-announcer.  Age  38.  North- 
stern   Universitj'    graduate.  Player 
;kground,   experienced  all  play-by- 
."f  y  sports.  Can  also  write  sports.  Do- 
"f'  daily  play-by-play  baseball  broad- 
,|,ts  at  present.  Available  Philadelphia 
^'  \'1cinity  in  September.  Particularly 
_erested' college  and  professional  foot- 
1    broadcasts,    radio,    television  or 
-'^fibination.  Audition  disc  and  refer- 
.?:es    available.    Box    762F,  BROAD- 
STING.  

I  nouncer — Seeking  first  opportunity 
-T .-where.  BA  Speech,  college  announc- 
sp".  acting.  Complete  details  upon 
truest.  Box  764F.  BROADCASTING. 


^3rts  announcer.  Employed  major 
^Tket.  Ten  years,  top  reoorting, 
^i'rtscasts.    Box   768F,  BROADCAST- 


nouncer,  news,  commercial,  musical 

—  Derience.  M:»ture.  dependable,  ambi- 

-  js.  available  immediately.  Box  770F. 
OADCASTING. 


irts  rnnouncer-continuity-newsman. 
I'l-  years  experience.  Graduate  North- 
rristern  University;  NBC  Summer  Ra- 
Lnstitute.  Play-by-play,  Indiana 
— !p.  Western  Conference  football, 
esiketball.  Newspaper  reporting  ex- 
[-•ience.  Married,  want  small  station. 
-caU  town.  Box  782F.  BROADCAST- 
;  'G. 


r'i .ployed  in  city  of  3,000,000.  Morning 
'■"n  with  8  successful  vears.  Combina- 
^^n,  different.  Married.  S80.00.  Box 
;:"E.  BROADCASTING. 

?''3rtscaster,  announcer,  colloge  grad, 
—  y-by-play.  commentary.  player 
::":kground.  single,  ambitious.  Box 
yT.  BROADCASTING.  

you  need  an  announcer  writer,  com- 
--lation.  vou  need  me.  Write  Box  788F, 
'■"  .0  ADCASTINGj  

^  rning  man,  5  years.  Deep  voice, 
'iDendable,  showmanship,  your  man. 
jijx  791F.  BROADCASTING.  

nouncer,  single.  25,  excellent  all- 
r;:ind  staffman.  ad  lib  shows  a  spe- 
r'  lty.  More  than  interested  in  TV. 
4„"3fessional  experience.  Familiar  with 

rJSes.    Box    793F.  BROADCASTING. 

ijj  

nouncer-newscaster:  University 
rrT.duate.    young,    single,    can  onerate 
"  isole.  T\vo  years  experince  500  watt 
TT.tion.   will  travel,   immediate  avail- 
lity.    Box    798F.  BROADCASTING. 

'•'^perienced  colored  announcer.  Col- 
•-^■e,  professionally  trained  all  phases 
'-  *  radio  broadcasting.  Can  build  sales 
3!"?  disc  jockey  and  audience  participa- 
^Ei  shows.  SoUd  on  commercials, 
-);5rate  board.  Family  man,  needs  job. 
^-'asiders  all  offers,  disc,  ohoto  on 
?'Trest.   Box  799F,  BROADCASTING. 

-T^  nouncer — Speech  and  radio  instruc- 
now   teaching   desires  permanent 
tion    with    small    eastern  station. 
"5.   musical  shows  are  specialties, 
'endable.  Disc  and  details  on  re- 
5 St.   Box   BOOF,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Announcer-engineer,  8  years  experi- 
ence. Polished  announcer.  DJ  or  staff. 
First  class  license,  experienced  in  oper- 
ation and  maintenance  any  power 
transmitter  and  all  types  equipment. 
Insist  on  joining  well  managed  station. 
Write  Box  801F.  BROADCASTING. 
Experinced  combo  man  for  hire.  Chief 
announcer  Bankhead  Broadcasting  Co., 
head  of  copy  and  program,  excellent 
copv  and  announce.  1st  class  ticket. 
Contact  at  533  East  State.  Long  Beach, 

California  or  phone  LB  79315.  

News,  DJ.  special  events,  semi-experi- 
enced in  AM-FM.  Mature  voice,  write 
copy.  B.S.  Degree.  Hard  worker,  need 
good  job.  Knowledge  of  board,  record- 
ing engineer.  Prefer  midwest,  will  go 
any^vhere.  Ed  Atlas,  2635  W.  Albion. 

Chicago.  111.  

Staff  announcer,  college  graduate,  24, 
single.  Specialize  in  classical  music, 
sports.  Will  travel,  willing  to  work  and 
learn.  Disc,  photo  available.  Write  to 
Robert    Brooker,    2202    Beverlv  Road, 

Brooklyn  26,  N.  Y.  

Ability  available.  We  have  well-trained 
personnel  who  have  had  actual  experi- 
ence in  metropolitan  stations  as  an- 
nouncers, actors,  commercial  writers, 
disc  jockies,  producers  and  script 
writers.  Give  us  your  requirements 
and  we  will  send  resumes,  photos  and 
disc.  Write  or  wire  collect.  Columbia 
Institute,  9th  and  Chestnut  St.,  Phila- 

delphia  7,  Pa.  

Announcer-sales,  1^2  years  experience 
Navy's  Welfare  and  Recreation  Dept. 
Disc  jockey,  news,  etc.  3I2  years  ex- 
perience commercial  sales.  Desire  im- 
mediate change.  2  years  colloge,  single, 
travel  any^vhere.  Peter  F.  Gallagher, 
P.O.  Box  95,  Bala  Cynwyd,  Penna. 
Sportscaster-announcer :  Experienced 
all  play-by-play  sports.  Player  back- 
ground. College  grad.  news,  special 
events,  copy.  25.  single,  will  travel. 
Jack  Hurst."  82  Baj^'iew  Ave..  Great 

Neck.  N.  Y.  

Ready  to  travel.  Experienced  in  all 
phases  of  staff  announcing.  Dick  Jarvis, 

P.  O.  Box  617.  Evanston,  111.  

Announcer-engineer,  1st  phone.  Versa- 
tOe  announcer.  Experienced,  single, 
travel.  Desires  permanent  position. 
Resume,  disc.  Available  immediately. 
Jack  Marlow,  343  Halstead  Ave..  Har- 

rison.  N.  Y.  

Disc  jockey-announcer.  Copywriter. 
Can  handle  special  women's  features. 
Graduate  Broadcasters  Network  Stu- 
dios, HoUj'wood,  Desires  opportunity. 
Salary  secondary  consideration.  Age 
25.  attractive,  personality,  coopera- 
tive. Best  references.  Will  go  anywhere. 
Kay     (Rusty)     McLean,     6500  Yucca, 

Holl^'Avood.  Calif.  

Announcer,  experience  two  years. 
Available  immediately.  Will  travel. 
Norman  Morris,   5829  Woodbine  Ave., 

Phila..  Pa.  

Combination  man,  eighteen  months  ex- 
perience, east  of  Mississippi  only,  im- 
mediate availability.  No  disc.  Robert- 
son.  2260  25th  St..  Astoria.  L.  I.  5,  N.  Y. 
Sports  announcer,  play-by-play  base- 
ball, basketball.  3  years  experience, 
good  coverage,  can  write  sports,  col- 
lege grad,  can  handle  staff  work.  Con- 
tact Mike  Wynn,  370  Columbus  Ave.. 
New  York  24,  N.  Y..  Phone  TR  7-2617. 
Announcer,  copywriter.  College  gradu- 
ate. English  major,  radio  school  gradu- 
ate. Several  months  experience  on 
250  watt  station.  News  specialty,  oper- 
ate Collins  console.  Prefer  employment 
in  Missouri,  Illinois  area.  Single,  age 
27,  dependable,  cooperative,  veteran. 
Write  or  wire  Jim  Ziems.  3159  Bent 
Ave..  St.  Louis.  Mo.  Phone  LAdede 
1845.  

Technical 

Engineer  presently  employed,  2^2  years 
broadcast  experience.  Graduate  RCA 
Institutes,  N.  Y.  C,  interested  in  ob- 
taining position  offering  chance  for 
wider  experience,  better  opportunity 
for  advancement.  Box  612F.  BROAD- 
CASTING. 


Engineer — three  years  broadcasting  ex- 
perience, maintenance,  operation  and 
construction.  No  bad  habits,  no  drifter, 
desires  good  paying  position.  Box  613F, 

BROADCASTING.  

Engineer,  1st  phone,  wants  position 
with  a  growing  organization.  Has  car 
and  is  no  drifter.  Box  651F,  BROAD- 
CASTING^  

Chief  engineer.  Long  experience  all 
facets  AM-FM  broadcast  engineering 
including  construction  and  complex  di- 
rectionals.  Excellent  personnel  rela- 
tions. References  include  well  knowm 
broadcast     executives.     Box  680F, 

BROADCASTING.  

Engineer,  1st  phone.  Veteran,  27,  19 
months  transmitter  and  remote.  Tech- 
nical school  graduate,  AM,  FM,  TV. 
Interested  AM  station.  Travel.  Box 
794F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Engineer — Six  months  experience. 
Would  like  employment  in  Kansas  area. 
Presently  employed.  Box  695F,  BROAD- 
CASTING^  

First  class  phone  license,  inexperi- 
enced, will  accept  job  anywhere.  Box 

701F,  BROADCASTING.  

Engineer,  degree,  licensed,  12  years  ex- 
perience in  radio.  Box  719F,  BROAD- 
CASTING^  

Married  veteran,  RCA  graduate,  1st 
phone  license  desires  position  as  oper- 
ator or  announcer-engineer.  Have 
driver's  license.  Work  anywhere,  north- 
west preferred.  Will  submit  disc  and 
photo.  Box  725F.  BROADCASTING. 
Experienced  engineer  in  AM-FM. 
Young,  single,  do  not  smoke  or  drink. 
Prefer  midwest.  Box  735F,  BROAD- 
CASTING^  

Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F,  BROAD- 
CASTING^  

Engineer,  licensed,  three  years  ex- 
perience transmitter  operation,  main- 
tenance, remotes.  Temporary  or  perma- 
nent.  Car.  Box  738F,  BROADCASTING. 
Chief  engineer  and  announcer,  fifteen 
years  experience  in  all  phases  of  radio. 
Five  years  experience  in  announcing. 
Well  qualified  in  supervising,  construc- 
tion and  maintenance.  Desire  perma- 
nent position  with  progressive  and 
established  station  in  vicinity  of  a 
co-ed  college.  References  furnished 
from  past  and  present  employers.  Box 

739F,  BROADCASTING.  

First  phone  license.  Young  and  single. 
Desires  position  in  broadcast  field.  In- 
experienced,   will    travel.    Box  744F, 

BROADCASTING.  

Engineer  seeking  responsible  position 
in  midwest.  Five  years  experience 
including  clear  channel,  chief  250  watts, 
E.E.  Degree.  Married,  two  children. 
Presently  employed.  Box  758F,  BROAD- 
CASTING^  

First  phone,  recent  graduate,  no  ex- 
perience 18,  single,  reliable.  Consider 
anything,  anywhere.  Box  761F,  BROAD- 

CASTING.  

Engineer  with  first  class  ticket,  two 
years  experience  with  transmitter  and 
control  room  operation.  Three  years 
radio  with  Navy.  Wants  job  with 
future.  Prefer  job  in  south  with  possi- 
bility of  going  to  school  or  chance  to 
learn  combination  work.  Have  had 
some  experience  as  combination  man. 
Will    consider   any   offer.  References, 

Box  772F,  BROADCASTING.  

Engineer — 3^2  years  experience,  2^2 
years  as  chief,  1  year  control  room. 
Married,  sober,  industrious,  car.  Good 
references,  will  accept  operator's  job. 
Available  immediately.  Any  place  in 
U.  S.  BOK  777F.  BROADCASTING. 
First  phone,  tech  graduate,  married,  24, 
veteran  will  travel.  No  experience, 
ambitious.  Box  783F.  BROADCASTING. 
First  phone  desires  position.  Willing  to 
work,  you  need  me.  Arthur  Coburn, 

90-36  180th  St.,  Jamaica  3,  N.  Y.  

Engineer,  first,  experienced,  transmit- 
ter, remotes,  taperecorders.  Car,  avail- 
able immediately.    Earl  Davis,  RR  #2, 

Tell  City.  Indiana.  

1st  phone — combination,  good  DJ,  famil- 
iar with  most  phases  of  creative  writ- 
ing. Have  written  music  for  successful 
puppet  shows.  26,  veteran,  desire  loca- 
tion where  wife  and  children  can 
breath  fresh  air.  David  J.  Ross,  Apt. 
GG-7.  10  Monroe  St..  New  York  2.  N.  Y. 
Operator,  licensed,  five  years  broadcast 
radio,  wants  transmitter  job.  Single. 
Location  unimportant.  Available 
quickly.  Lewis  Sherlock,  Box  51,  Plain- 

view.  Texas.  

First  phone  license,  experienced.  Want 
work  at  northeastern  station.  Married, 
car.     James   Turner.    6609  Avenue  T, 

Brooklyn,  New  York.  

Young  experienced  combination  man 
holding  first  phone,  second  telegraph 
licenses  available  immediately.  P.  O. 
Box  123.  Greer.  South  Carolina.  

Production-Programming ,  others 

Program  director-writer.  Experienced 
in  all  phases  of  radio.  Theater  back- 
ground. University  graduate.  Family 
man.  Box  727F.  BROADCASTING. 

Singer,  production,  program  director,  6 
years  good  general  experience  from 
sales  to  mike  servitude.  Employed.  Box 
740F,  BROADCASTING. 

Experienced  program  director  for  local 
independent.  Must  have  good  voice  and 
be  capable  of  handling  copy,  produc- 
tion and  directing  small  staff.  Opening 
for  good  salesman  with  car.  Box  742F, 

BROADCASTING.  

Newsman,  thoroughly  experienced  all 
wire  services,  spot  coverage  and  re- 
write. Excellent  sponsor  record  and 
references.  Box  778F,  BROADCAST- 
ING. 


Situations  Wanted  (Cont'd) 

Look — I  don't  profess  to  be  anything 
other  than  a  radio  man  with  four  years 
of  experience  in  announcing,  traffic  and 
sales.  Married,  college,  east  coast.  Box 
750F,  BROADCASTING. 


If  you're  interested  in  a  copywriter,  27 
years  old  with  radio  experience  on  na- 
tion-wide coffee,  shoe  and  men's  wear 
accounts — if  you  want  freshness  and 
energy  in  your  copy  and  if  you  like 
people  working  for  you  who  don't 
watch  the  clock,  then  look  into  this 
and  we'll  have  a  chat!  Box  787F, 
BROADCASTING, 


Continuity  writer,  employed,  desires 
position  in  Michigan,  Indiana  or  Ohio. 
Can  announce.  Three  years  writing. 
Experienced  local  news  gatherer  and 
reporter.  Fine  reference.  R.  A.  Bartlett. 
805  Richland.  Paris.  Tennessee. 


Television 


Announcers 


Twelve  years  experience  in  all  phases 
of  radio  broadcasting  wants  permanent 
spot  on  progressive  station.  Would 
like  TV  future.  F^roven  morning  man. 
Recently  created  one  of  top  folk  disc 
shows  in  midwest.  Excellent  on  news 
and  special  events.  Housing  situation 
forces  move.  Box  665F,  BROADCAST- 
ING •  TELECASTING. 


Presently  employed  large  midwest  AM- 
TV  station  since  first  day  of  TV  opera- 
tion. Experienced  in  both  general  TV 
announcing  and  before  camera.  Wish 
to  leave  midwest  to  go  either  east  or 
west  for  right  opportunity.  Data,  disc 
and  photo  on  request.  Box  726F, 
BROADCASTING   •  TELECASTING. 


Production-Programming,  others 


Young  man  with  professional  stock, 
long  run,  road  company,  radio  drama 
and  production,  movie  production,  va- 
riety show  experience  wants  place  in 
television.  Hard  worker.  Recent  honor 
graduate.  Married.  Write  Box  720F, 
BROADCASTING    •  TELECASTING. 


TV  director.  Professional  and  commu- 
nity theater  producer  with  five  years 
experience  in  radio  work  in  TV  pro- 
duction. University  graduate,  family 
man.  Box  728F,  BROADCASTING  • 
TELECASTING. 


Attention,  TV  stations  or  AM  stations 
planning  TV  operation!  In  two  weeks 
will  complete  extensive  course  in  TV 
production.  Have  eight  years  radio 
background  as  station  manager,  pro- 
gram director,  sportscaster,  newscaster, 
announcer  and  writer.  Can  now  qualify- 
as  studio  and  remote  director,  floor 
manager  and  writer.  Know  program- 
ming and  production  well.  Am  indus- 
trious, mature  and  dependable.  Com- 
plete details  furnished  when  you  con- 
tact. Box  743F,  BROADCASTING  • 
TELECASTING. 


Director-producer-writer,  looking  for 
spot  to  create  local  shows,  3  years  ra- 
dio plus  3  years  Little  Theater  plus 
recent  graduation  from  SRT-TV  should 
qualify  me  to  do  top  job.  Wire  or  write 
Box  786F,  BROADCASTING  •  TELE- 
CASTING. 


TV     and  or     AM  Producer-director. 

Twenty  years  AM  background.  Three 
years  television.  Excellent  references. 
Emploved.  Immediatelv  available.  Will 
travel.'  Box  803F.  BROADCASTING. 


For  Sale 


Statio7is 


California  fuUtime  independent.  Only 
station  in  sparsely  settled  but  prosper- 
ous   mountain    section.    Price  S60,000. 

Box   752F.  BROADCASTING,  

For  sale,  50^7  of  stock  of  AM  daj^ime 
station  located  in  town  of  90,000.  Price 
S15.000.  terms.  Box  763F.  BROAD- 
CASTING. 


I  own  75%  fuUtime  local  in  thri\'ing 

southern  city.  Commercial  manager 
owns  remainder  but  devotes  too  much 
time  to  non-profitable  personal  activi- 
ties. Interested  in  livewire  manager 
willing  to  purchase  his  stock  and  attend 
to  business.  Large  investment  not  re- 
quired. I  am  experienced  broadcaster 
with  other  interests  and  allow  resident 
manager  wide  scope  of  responsibility  if 
productive  and  efficient.  Box  779F, 
BROADCASTING. 

(Continued  on  next  page) 


For  Sale  (Cont'd) 

Help  Wanted 

For  Sale 

Equipment,  etc. 

Salesmen 

Equipment,  etc. 

Gates  250-Cl  transmitter.  Gates  limiter, 
GR  Irequency  and  modulation  monitors, 
tuning  unit,  175  foot  tower.  Now  in 
service.  Available  thirty  days.  Best 
offer  any  or  all.  Box  677F,  BROAD- 
CASTING. 

Fairchlld  professional  recorder,  guar- 
anteed in  excellent  condition.  Less  than 
one-haL£  retail  price.  Box  696F, 
BROADCASTING. 

Auricon  cine-voice  camera  and  model 
PS-14  portable  power  supply,  brand 
new  in  original  packing.  $595.  For  both, 
25%  deposit.  Box  722F,  BROADCAST- 
ING. 

Five  kw  high  level  air  cooled  composite 
broadcast  transmitter  now  in  service, 
available  on  or  before  January  1.  Box 
732F,  BROADCASTING. 

One  Meissner  8C  FM  receptor  very 
slightly  used,  $28.00.  One  $39.95  Re- 
gency TV  booster,  like  new.  $20.00. 
First  check  takes  either  or  both.  Box 
769F,  BROADCASTING. 

For  sale:  One  Presto  6N  recording  turn- 
table in  perfect  condition.  Cut — inside 
out.  Response  50  to  8000  cps.  112  lines 
per  inch.  $395.00  WGIG,  Brunswick, 
Georgia. 

Make  offer  FM  WE  506-B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 

Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 

Advertised  complete — For  sale  complete 
radio  broadcasting  studio  equipment  in- 
cluding GE  model  TB  1-A  FM  trans- 
mitter and  Truscon  Steel  165  foot  tower. 
Best  offer  takes  all.  Tiffin  Savings  Bank, 
Tiffin,  Ohio. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted  to  buy — Used  five  kilowatt 
transmitter.  State  make,  model,  age 
and  condition.  Box  765F,  BROADCAST- 
ING. 

250  feet  S'/a"  51 V2  ohms  coax  suitable 
for  FM.  Also  two  RCA  44BX  micro- 
phones. Box  895F,  BROADCASTING. 

Studio  console — Prefer  Raytheon,  Gates, 
Collins  or  Western  Electric.  Must  be  in 
good  operating  condition.  Radio  Sta- 
tion WVOP,  Vidalia,  Georgia. 

FM  frequency  and  modulation  monitsr. 
Also  coax  with  fittings  including 

gas  barrier.  Write  Adams,  1644  Idle- 
wood  Road,  Glendale  2,  California. 


Miscellaneous 


Davis  Frequency  Measurement  Service 
— Ill  S.  Commercial,  Emporia,  Kans. 
Phone  2709. 


SALES  MANAGER 

New  regional  station.  Must  be 
completely  reliable  man  with 
proven  background.  Opportunity 
to  earn  limited  only  by  ability 
and  application. 

W  G  N  R 

New  Rochelle,  New  York 


Announcers 


Are  you  a  GOOD  Announcer? 

•  2  years  e.xperience 

•  Authoritative  newsman 

•  Convincing  on  commercials 

•  No  voice  affectation 
Apply  immediately  to : 

M.  N.  Bostick 
K  W  T  X 
Waco,  Texas 


Situations  Wanted 


Announcers 


ANNOUNCER-PROGRAM 
DIRECTOR 

Capable,  experienced.  Good  voice, 
pleasing  personality.  Reliable  family 
man.     Details   and    disc   on  request. 

BOX  496F,  BROADCASTING 


Disc  jockey  with  major  market  station  de- 
sires change  to  company  which  will  offer 
satisfactory  talent  arrangements.  Am  happy 
with  present  setup  with  exception  of  talent. 
Want  an  opportunity  to  make  money  when 
I  hring  money  into  station.  Will  work 
closely  with  sales  staff.  Can  build  disc 
shows  into  high  Hooperated,  marketable 
commodities.  Not  an  overnight  sensation 
or  glamour  boy,  but  all-round  experienced 
radio  man  specializing  in  deejay  work.  Like 
late  night  programs.  Can  build  afternoon 
shows,  too.  Looking  for  permanency.  Will 
come  for  personal  interview  if  possible. 
Box  685F,  BROADCASTING. 


DISC  JOCKEY  WANTED 
Must  have  following  qualifications.  South- 
ern voice,  sober,  sincere  and  capable  of 
handling  hillbilly  shows  that  carry  top 
Hoopers  in  large  competitive  market.  Will 
consider  pop  man  or  small  market  man  if 
he  is  willing  to  be  trained.  Leading  mar- 
ket in  south  with  excellent  working  condi- 
tions. Send  complete  background.  Salary 
requirements  and  audition  to  Box  804P, 
BROADCASTING. 


Eastern  Top 
Network  Station 

One  of  the  long  established  and  consistently  profitable  network 
properties  located  in  an  excellent  eastern  secondary  market — no 
television.  Due  to  personal  circumstances,  this  top  network  station 
is  being  sold  at  a  very  low  earnings  ratio.  Because  of  a  splendid 
earnings  record  we  can  arrange  very  liberal  financing.  Price  $150,000.00. 
CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  STATION  AND  NEWSPAPER  BROKERS 

WASHINGTON,  D.  C 
James  W.  Blackburn 
Washington  Bldg. 
Sterling  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 


R.C.A.  FIELD  INTENSITY  METER  type 
308-B,  complete  with  storage  bat- 
tery. This  instrument  has  never  been 
removed  from  its  original  shipping 
carton.  Price  $2,000.00 

KENTUCKY    BROADCASTING  CORP. 
Box  1588 
LOUISVILLE,  KENTUCKY 


Wanted  to  Buy 


Equipment,  etc. 


WANTED!  FM  EQUIPMENT! 

We  are  interested  in  purchasing 
one  connplete  FM  broadcasting 
unit.  Equipment  must  be  in  excel- 
lent condition  and  must  be  a  real 
bargain.  Write  immediately. 
Box  7I5F,  BROADCASTING 


Program  Listing  Service 

TV-RADIO  Show  Service,  a  weekly 
bulletin  listing  programs  on  the 
market,  will  be  issued  beginning 
Aug.  1,  Mitchell  C.  Hodges,  founder 
of  the  service,  has  announced. 
A  former  publicity  man,  Mr. 
Hodges  is  associated  in  the  new 
enterprise  with  Lucille  Hudiburg, 
former  CBS-TV  associate  producer. 
Mr.  Hodges'  address  is  21  Gram- 
ercy  Park,  New  York. 


CBS,  IBEW 

Settle  Contract  Figi 

SETTLEMENT  has  been  reach 
of  the  dispute  between  the  Intf 
national  Brotherhood  of  Electric 
Workers  (AFL)  and  CBS,  whi. 
several  weeks  ago  flared  into  a  t\ 
and  one-half  day  strike  in  Nt 
York. 

Commissioner  J.  R.  Mandelbau 
of  the  Federal  Mediation  and  Co 
ciliation  Service  supervised  neg 
tiations  leading  up  to  the  new  co 
tract. 

Although  details  have  not  be'' 
announced,  the  new  contract  1 
portedly  represents  an  increase 
36.50  for  CBS  engineers  in  Ne 
York,  and  a  $2.50  increase  f 
their  assistants.  This  will  brii 
the  top  weekly  minimum  to  $135.C 

The  contract  is  said  to  provi' 
a  $5.00  increase  for  CBS-own^ 
stations  in  Minneapolis,  Chicag 
Boston,  St.  Louis  and  Los  A 
geles.  However,  five-year  enginee 
in  Los  Angeles  will  receive  an  if'- 
crease  of  $6.50. 

A  demand  by  the  union  for  urj 
form  rates  at  all  CBS  stations  w; 
refused  by  the  company. 

The  new  rates  will  be  retroacti 
to  May  28,  1950,  when  the  old  co; 
tract  expired.  The  new  contra 
is  for  one  year.  Days  lost  on  stril 
will  not  be  paid  for. 


RADIO  FREE  EUROPE  BEGINS 

Broadcast's  Backed  by  Group  of  Americar 


RADIO  FREE  EUROPE,  backed 
by  a  group  of  private  American 
citizens  known  as  the  National 
Committee  for  a  Free  Europe  Inc., 
has  begun  transmitting  from  Euro- 
pean locations. 

Exiled  democratic  leaders  of 
Europe  will  speak  to  their  country- 
men behind  the  Iron  Curtain,  freed 
of  diplomatic  restrictions  and  in 
their  native  languages. 

"They  will  give  the  lie  to  Com- 
munist propaganda  and  tell  their 
listeners  of  the  undying  struggle 
to  assure  freedom  everywhere," 
Dewitt  C.  Poole,  NCFE  president 
said. 

Choosing  the  Fourth  of  July  to 
begin  operations,  the  committee 
scheduled  a  10-day  period  of  "audi- 
ence building,"  using  announce- 
ments of  the  station's  purpose. 

On  July  14,  anniversary  of  the 
fall  of  the  Bastille  and  the  start 
of  the  French  Revolution,  full 
broadcasting  schedules  were  to  be- 
gin, according  to  Frank  Altschul, 
chairman  of  the  radio  committee. 

In  its  early  operations  Radio 
Free  Europe  has  surmounted  seri- 
ous problems  in  finding  channels 
and  sites.  Transmitters  are  located 
in  the  Munich  and  Frankfurt  areas 
in  Germany.  Three  channels  were 
obtained — two  in  the  6  mc  band  and 
one  on  719  kc.  Russian  jamming  is 
anticipated  but  additional  power 
will  be  used. 

The  NCFE  was  formed  in  June 
1949,  with  membership  open  to  all 


who  wish  "to  do  something  dire' 
and  concrete  to  preserve  our  big 
est  value — the  right  to  live  as  fr< 
men." 

Officers  of  NCFE  in  addition  1 
President  Poole  are :  Joseph  ( 
Grew,  chairman  of  the  board ;  Alk 
W.  Dulles,  chairman,  executiv 
committee;  Frederic  R.  Dolbear 
vice  president;  Spencer  Pheni: 
vice  president;  Mr.  Altschul,  trea 
urer;  Theodore  C.  Augustine,  seer 
tary  and  assistant  treasurer.  j 

Among  NCFE  members  are:  / 
A.  Berle  Jr.,  James  B.  Care; 
Lucius  D.  Clay,  Clark  M.  Cliffor 
Cecil  B.  DeMille,  William  J.  Don. 
van,  Dwight  D.  Eisenhower,  Mai 
F.  Ethridge,  James  A.  Farley,  Wi 
liam  Green,  Herbert  H.  Lehma 
Charles  P.  Taft,  W.  W.  Waymac 
Matthew  Woll  and  Darryl  Zanuc 


Storecast  Signs  12 

STORECAST    Corp.   of  Ameri 

has  signed  12  new  advertisers  du 

ing  the  past  two  months,  making 

total  of  57  new  sponsors  since  tl 

first  of  the  year.    New  advertise 

in  the  Chicago  area  are: 

Swift  &  Co.,  Beech-Nut  Packing  Ccl 
and  Royal  Lemon  Inc.;  in  the  Nej 
England  area — Juice  Industries,  Kill 
Cole  Foods  Inc.,  Riggio  Tobacco  Corij 
Minnesota  Mining  &  Mfg.,  East  Smitlj 
field  Farms  Inc.,  Frederick  Lawrem' 
Co.,  and  Welch  Grape  Juice  Co.;  i 
the  Philadelphia  area — ^AUen  ProducJ 
Co.,  and  Swift  &  Co. 
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FCC  Actions 

Continued  from  page  62) 

.  isions  Cont.: 

1;  changes  in  vertical  ant.  and 
111  jit  FM  ant.  on  top. 

AP  Portsmouth,  Va.  —  Granted 
,  ,  CP  to  change  type  trans,  and 
1  Irs  and  move  line  of  towers  320.6 
mU change  in  coordinates). 
iLko  Everett,  Wash.— Granted  mod. 
(p  change  type  of  trans. 
lELC  Welch,  W.  Va.— Granted  mod. 
tor  approval  of  ant.,  trans,  and 
)o  locations. 

ATS  Sayre,  Pa. — Granted  mod.  CP 
'tange  type  trans,  for  approval  of 
.land  trans,  location  and  to  specify 
V'lo  location. 

tfjfAQ  LaGrange,  111. — Granted  mod. 
jor  approval  ant.,  trans,  and  studio 
ions  and  change  type  trans. 
){ 5pPT  Scriba,  N.  Y. — Granted  mod. 
o  change  type  trans. 
iGW  Saginaw,  Mich.  —  Granted 
CP  for  extension  of  completion 
to  8-15-50. 


ACTIONS  ON  MOTIONS 


By  Commissioner  Jones 
nes  E.  Murray,  et  al  (Transferors) 
The  Hutchinson  Pub.  Co.  (Trans- 

"fp) — Granted  petition  to  dismiss 
put  prejudice  application  for  trans- 
Df  control  of  KWHK  Hutchinson, 

Ajiirtley  T.  Sims  and  Bay  Bcstg.  Co., 

'h  Bend,  Ore.— Granted  petition  of 
to  dismiss  without  prejudice  ap- 
ii  ltion  and  Commission  on  own  mo- 

'  removed    from    hearing  docket 

ication  of  Bay  Bcstg.  Co. 

mry  Lee  Taylor,  San  Antonio,  Tex. 

'anted  petition  to  dismiss  without 
;  .  J  dice  his  application. 

SPC  Anniston,  Ala. — Granted  peti- 
I to  dismiss  without  prejudice  appli- 

''I'tCLA  Pasadena,  Calif.— Granted  con- 
JJ&nce  of  hearing  now  scheduled  for 
11  1  to  Sept.  11.  at  Washington,  on 
:!|Sications  of  KXLA. 

ili  By  Examiner  Basil  P.  Cooper 
i  ISE  Asheville,  N.  C. — Granted  con- 
;i  lance  of  hearing  scheduled  for  July 
J,|n  application,  to  date  to  be  an- 
iseed by  Commission  after  acting  on 
:  >ently    pending    petition    for  re- 
i  lideration  and  grant  of  said  appli- 
m  without  hearing, 
i  JNO  Corpus  Christi,  Tex.:  Winter 
Wien  Bcstg.  Co.,  Crystal  City,  Tex. 
Jjfanted    petitions    of    KUNO  and 
ter    Garden    for    continuance  of 
fie  ing  from  July  10  to  Sept.  5,  in 
ihington,  in  re  their  applications. 

ify  Examiner  Elizabeth  C.  Smith 
ICH    Norwich,     Conn. — Postponed 
olidated  hearing  only  insofar  as 
grtains  to  presentation  of  evidence 
J  e  WICH  to  a  date  to  be  hereafter 
ij  rmined.  Consolidated  hearing  pres- 
1 scheduled  for  July  10. 
[■  nland  Bcstg.  Co.,  and  Rio  Grande 
i'li  g.  Co.,  El  Paso,  Tex. — Granted  con- 
,,l„ance  of  hearing  presently  scheduled 
'If  fuly  14  at  El  Paso,  to  Aug.  14.  In  re- 
lijilications  for  renewal  of  license  of 
T  El  Paso,  and  consent  to  assign- 
t  of  license. 

iVHK  Hutchinson,  Kan. — Granted 
inuance  of  consolidated  hearing 
ently  scheduled  for  July  18  at 
;hinson,  Kan.  and  July  21  at  We- 
;a.  Okla.,  to  Aug.  22  and  25,  re- 
iltively,  re  application. 

'5!      By  Examiner  J.  D.  Bond 
niHIinsas  City  Bcstg.  Co.  Inc.,  Kansas 


FCC's  '51  Funds 

(Continued  from  page  22) 

less  than  that  approved  by  the 
House  and  nearly  $4  million  short 
of  budget  estimates. 

The  committee  urged  that  $200,- 
000  of  this  allotment  be  set  aside 
for  Voice  of  America  radio  broad- 
casts "for  the  purpose  of  preserv- 
ing friendships  with  the  peoples  of 
western  European  countries." 

The  group  noted  that  the  $47.3 
million  granted  for  the  fiscal  year 
ending  June  30  included  provision 
for  non-recurring  items,  such  as 
establishment  of  radio  facilities, 
and  funds  for  liquidation  of  prior 
contract  authorizations  totaling 
$11,475,000. 

The  President  reportedly  is 
readying  a  request  for  a  new  ap- 
propriation of  about  $100  million 
to  cover  expansion  of  State  Dept.'s 
Voice  of  America  and  other  infor- 
mation activities  [Broadcasting, 
July  10].  Meanwhile,  Congress 
evidenced  heavy  support  for  in- 
creased funds  (see  separate  story). 

Before  issuing  its  report,  the 
Senate  Appropriations  Committee 
knocked  out  the  Thomas-Taber  and 
Jensen  amendments — imposed  by 
the  House  in  the  form  of  "riders" — 
which  would  have,  respectively,  (1) 
pared  personnel  in  FCC  and  other 
non-military  agencies  up  to  10% 
and  (2)  permitted  them  to  fill  only 
1Q%  of  their  job  vacancies  in  any 
year.    A  Senate  coalition  bloc  was 

City,  Mo. — Passed  over  petition  to 
amend  application,  scheduled  Oral 
Argument  before  Examiner  Bond  July 
10. 

By  Examiner  Cooper 
KGB  San  Diego,  Calif. — Granted  leave 
to  amend  application  regarding  engi- 
neering phases  of  application. 

July  13  Applications... 

ACCEPTED  FOR  FILING 
License  Renewal 
KEBE  Jacksonville,  Tex. — Request  for 
license  renewal  AM  station. 

WTHS  Miami,  Fla. — Request  for  li- 
cense renewal  noncommercial  educa- 
tional FM  station. 

FM-93.1  mc 
WFOB   Fostoria,   Ohio— CP  FM  sta- 
tion to  change  from  Class  A  to  Class  B 
Chan.  226  (93.1  mc)  ERP  1.350  kw,  ant. 
114  ft. 

Modittcation  of  CP 
WIOD-FM  Miami,  Fla.— Mod.  CP  new 
FM  station  for  extension  of  completion 
date. 

WOR-TV  New  York— Mod.  CP  new 
(Continued  on  page  68) 


THE  ONLY  STATION 

THAT  ACTUALLY  DELIVERS, 


Hillll'JHi;  :Mn 


tJoDDinir  ^^^^^^  Group  May  Probe  Activities 
IVILDiiIUl    Of  Prospective  WMIE  Stockholder 

PROSPECT  that  the  Senate  Crime  Investigating  Committee  would  probe 
activities  of  Arthur  B.  McBride,  principal  in  the  proposed  licensee  of 
WMIE  Miami,  Fla.,  was  indicated  by  committee  spokesmen  last  week  as 
the  committee  opened  hearings  in  that  city. 

The  group,  headed  by  Sen.  Estes   

NEWS  DISCS 

Import  Aid  Bills  Prepared 


Kefauver  (D-Tenn.),  has  been 
delving  into  the  relationship  of  wire 
services  to  gambling  interests.  FCC 
has  been  told  that  Mr.  McBride 
organized  the  Continental  Press 
Service,  a  principal  subject  in  past 
committee  hearings,  and  that  it  is 
now  owned  by  his  son,  Edward  J. 
McBride. 

Arthur  McBride  and  his  business 
associate,  Daniel  Sherby,  are  own- 
ers of  Sun  Coast  Broadcasting  Co., 
now  seeking  FCC  consent  to  assume 
direct  control  and  operation  of 
WMIE  from  Lincoln  Operating  Co., 
trustee  of  the  station  [Broadcast- 
ing, June  12].  The  Commission's 
own  probe  of  the  McBride-Sherby 
interests  has  been  underway  since 
July  1949. 

seeking  to  restore  them. 

Commerce  Dept.'s  Bureau  of  the 
Census  was  given  $28.5  million — $1 
million  below  the  House  bill  and 
$1,250,000  under  budget  estimates. 
Both  the  House  and  Senate  agreed 
on  a  sum  of  $6  million  to  be  used 
for  expenditures  incurred  in  com- 
piling current  census  statistics. 

Also  within  the  Commerce  Dept., 
the  National  Bureau  of  Standards' 
allocation  for  radio  propagation 
was  pared  $100,000  from  this  year's 
total,  $150,000  under  budget  figures, 
and  $100,000  below  the  House  ver- 
sion. 

Budget  estimates  consisted  of  a 
$5,675,000  sum  for  contract  author- 
izations for  construction  of  a  $4,- 
475,000  radio  laboratory  building 
which  the  House  approved.  The 
Senate  group,  however,  rejected 
funds  for  the  building,  explaining 
it  "does  not  recommend"  construc- 
tion "at  the  present  time." 

It  also  gave  Federal  Trade 
Commission  $3,916,695  for  the  new 
fiscal  year — $266,695  over  current 
funds  and  $50,000  more  than  the 
House  allotted.  The  committee 
based  its  recommendation  on  need 
for  funds  for  current  preparation 
of  an  index  of  economic  concentra- 
tion and  for  legal  investigation 
work. 

Along  defense  lines,  the  com- 
mittee noted  in  its  report  that  it 
was  "impressed  with  the  impor- 
tance" of  work  being  done  by  the 
National  Security  Resources  Board 
and  urged  unreservedly  the  full 
budget  estimate  of  $3.5  million, 
partly  to  cover  the  "need  for 
highly-qualified  personnel." 


Book  By  Siepmann 

RADIO,  TELEVISION  &  SOCIETY.  By 
Charles  A.  Siepmann,  New  York:  Ox- 
ford University  Press.  $4.75. 

ANOTHER  book  by  one  of  the 
authors  of  the  infamous  FCC 
"Blue  Book."  Now  a  professor  at 
New  York  U.,  he  served  as  a  con- 
sultant to  FCC  in  1945. 


LEGISLATION  to  hasten  clear- 
ance of  overseas  news  recordings 
and  exempt  State  Dept.  Voice  of 
America  recordings  from  import 
duty  were  ready  for  House  consid- 
eration last  week. 

The  House  Ways  and  Means 
Committee  last  Thursday  approved 
the  recordings  measure  (HR  8726), 
introduced  by  Rep.  Aime  J.  Forand 
(D-R.  I.),  which  would  eliminate 
many  difficulties  broadcasters  have 
met  with  Customs  officials  in  clear- 
ing incoming  tape  and  disc  record- 
ings  made  by  correspondents 
abroad  [Broadcasting,  June  19]. 

Also  hurdling  the  committee  was 
a  House  bill  (HR  8514)  sponsored 
by  the  committee's  chairman,  Rep. 
Robert  L.  Doughton  (D-N.  C), 
which  would  exempt  Voice  of 
America  recordings  from  duties 
under  the  1930  Tariff  Act.  A  com- 
panion measure  in  the  Senate  al- 
ready has  been  approved  by  the 
Senate  Finance  Committee  and  is 
awaiting  action  [BROADCASTING, 
June  5]. 
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CBS  STAB  IN  THB 
SOUTHWESTEHNSRY 


1  ,  CBS  stall 
popular  CB=  ^,o«- 
eteaaily  and  sou  7  ^^^.^ 
■  A  Fl  Paso  area-  »  °"  ,  c\ 
'"4      J  MOT  to  IncluJe  tl 

Paso  and  IM^^ 
iJio  plans. 


Key  Station 
SOUTHWEST  NETWORK 
«00  -  Top  o'  the  Dial 

RODERICK 
BROADCASTING  CO 

Dorrance  D.  R„J,ricfc.  P.e.iJent 
Val  Lawrence.  Vice.p„..  .„J  Gen.  M,r. 
RepresenteJ  Nationally  ty 

-      THE  TAYLOR  COMPANY 
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KCW 


COUERnGE 

In  the  Nation's 
Fastest  Growing 
Market 

PORTLAND 
OREGON 


AFFILIATED  WITH  NBC 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 


"EACH  THIS 


MARKET 
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FCC  Actions 
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Applications  Cont.: 

commercial  TV  station  for  extension  of 
completion  date  to  2-15-51. 

TENDERED  FOR  FILING 
SSA— 830  kc 
WNVC  New  York— Request  for  SSA 
to  operate  additional  time  between  6 
a.m.  EST  and  sunrise  New  York  and 
between  sunset  Minneapolis  and  10 
p.m.  EST  using  directional  antenna, 
beginning  Sept.  2. 

APPLICATION  RETURNED 
KPET  Lamesa,  Tex.— RETURNED  ap- 
plication requesting  SSA  to  remain  on 
air  4  hours  after  sign-off  time  July  22 
to  broadcast  election  returns. 

July  12  Applications... 

ACCEPTED  FOR  FILING 
License  for  CP 

License  to  cover  CP  new  AM  station: 
WHRC  Jacksonville.  Fla.;  KELY  Ely, 
Nev.;  WOPT  Scriba,  N.  Y.;  WPNF 
Brevard.  N.  C. 

Modification  of  License 

WERD  Atlanta,  Ga.— Mod.  license  to 
change  from  860  kc  1  kw  D  to  860  kc 
1  kw  L. 

Request  for  Extension 
First  Baptist  Church,  Pontiac,  Mich. 

— Request  for  extension  of  authority 
to  transmit  programs  to  CKLW  Wind- 
sor. Ont.,  beginning  Aug.  13. 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WHMA-FM 
Anniston,  Ala.;  KRMD-FM  Shreveport, 
La.;  WTOL-FM  Toledo,  Ohio. 

License  Renewal 

Request  for  license  renewal  FM  sta- 
tion: KREI-FM  Farmington,  Mo.; 
WXNJ  Plainfield.  N.  J. 

TENDERED  FOR  FILING 

AM-1460  kc 

WBET  Brockton,  Mass.— CP  AM  sta- 
tion to  change  from  990  kc  1  kw  D  to 
1460  kc  1  kw  unl.  DA-N. 

FM  APPLICATION  DISMISSED 
Lakes  Area  Bcstg.  Co.,  Pryor,  Okla. — 
DISMISSED    July    10    application  for 
Class  A  FM  station,  Chan.  265  (100.9 
mc)  ERP  230  w. 


Caroline  Ellis,  talented  15-year 
veteran  radio  personality,  directs 
the  KMBC-KFRM  "Happy  Home" 
women's  commentary  program. 
Gifted  with  a 
wonderful 
voice  and  a 
rich  b  a  c  k  - 
ground,  Caro- 
line Ellis  is  one 
of  the  best 
known  woman 
broadcasters. 
Repeatedly, 
her  program 
has  the  highest  rating  of  any  wo- 
man's program  in  the  Kansas  City 
Primary  Trade  area. 

Caroline  is  sponsored  by  the 
Celanese  Corporation  of  America, 
and  has  just  completed  a  success- 
ful campaign  in  behalf  of  a  re- 
gional advertiser,  with  seasonal 
business. 

Contact  us,  or  any  Free  &  Peters 
"Colonel"on  her  two  availabilities! 

♦Available  Tuesday  and  Thursday. 


Caroline  Ellis 
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Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Class 


Total 
On  Air 


Licensed 

2,120 
500 
45 


CPs 

182 
226 
64 


Cond'l 
Grants 


3* 


Appli- 
cations 
Pending 

287 
18 

353 


In 

Hearing 

260 
13 
182 


AM  stations    2,145 

FM  stations    693 

TV  stations    106 

*  Two  on  the  air. 

CALL  ASSIGNMENTS:  KALT  Atlanta,  Tex.  (Ark  La-Tex  Bcstg.  Co.,  900  kc,  1 
kw  day);  KBIG  Guthrie,  Okla.  (Leader  Pub.  Co.,  1490  kc,  250  w  unlimited);  KBOE 
Oskaloosa,  la.  (Oskaloosa  Bcstg.  Co.,  740  kc,  250  w  day);  KCLS  Flagstaff,  Ariz. 
(Saunders  Bcstg.  Co.,  1220  kc,  250  w  day);  KNEA  Jonesboro,  Ark.  (Radio  Jones- 
boro  Inc.,  970  kc,  1  kw  fulltime);  KPOC  Pocahontas,  Ark.  (Pocahontas  Radio  Inc., 
1420  kc,  1  kw  day);  KRVN  Lexington,  Neb.  (Nebraska  Rural  Radio  Assn.,  1010 
kc,  25  kw  day);  WAAA  Winston-Salem,  N.  C.  (Community  Bcstg.  Service  Inc., 
980  kc,  1  kw  day);  WAKE  Greenville,  S.  C.  (Piedmont  Bcstg.  Co.,  1490  kc,  250 
w  unlimited);  WBIP  Booneville,  Miss.  (Booneville  Bcstg.  Co.,  1400  kc,  250  w 
unlimited);  WDLG  Manistee,- Mich.  (Manistee  Radio  Corp.,  1340  kc,  250  w  un- 
limited); WETO  Gadsden,  Ala.  (Gadsden  Radio  Co.,  930  kc,  1  kw  day);  WGHN 
Grand  Haven,  Mich.  (Grand  Haven  Bcstg.  Co.,  1490  kc,  250  w  unlimited);  WHNY 
Huntington,  N.  Y.  (Huntington-Montauk  Bcstg.  Co.,  740  kc,  1  kw  day);  WLAP-FM 
Lexington,  Ky.  (American  Bcstg.  Corp.,  (94.5  mc)  Chan.  233);  WSDC  Marine  City, 
Mich.  (Radio  St.  Clair  Inc.,  1590  kc,  1  kw  day);  WSMI  Litchfield,  111.  (Mid-Illinois 
Bcstg.  Co.,  1540  kc,  1  kw  day). 

*     *  * 


Docket  Actions 


FINAL  DECISION 

Desert  Bcstg.  Co.,  Palm  Springs, 
Calif. — Announced  final  decision  to 
deny  for  default  application  of  Desert 
Bcstg.  Co.,  for  new  station  on  1000  kc, 
1  kw  fulltime,  DA-N  at  Palm  Springs, 
Calif.  Decision  July  7. 

INITIAL  DECISIONS 
WKAP  AUentown;  WSCR  Scranton, 
Pa. — Issued  initial  decision  by  Examiner 
Hugh  B.  Hutchison  to  grant  application 
of  WKAP  to  change  from  1580  kc,  1  kw 
day  to  1320  kc,  1  kw  fulltime,  DA-N, 
cond.;  and  grant  of  application  of 
WSCR  Scranton  to  change  from  1000  kc, 
1  kw  day  to  1320  kc,  1  kw  day,  500  w 
night,  directional,  cond.  Decision  July 
11. 

KCRO  Englewood,  Col. — Initial  deci- 
sion issued  by  Commissioner  Paul  A. 
Walker  to  affirm  Commission's  order  of 
Oct.  14,  1949,  to  revoke  CP  granted  to 
Colorado  Bcstg.  Co.,  for  new  station  at 
Englewood  on  1380  kc,  1  kw  day.  See 
story  this  issue.  Decision  July  13. 

ORDER 

WRIB  Providence,  R.  I. — Commission 
by  order,  set  aside  and  vacated  initial 
decision  to  grant  WRIB  modification  of 
CP  to  change  from  1220  kc  250  w  day 
to  1  kw  day,  install  new  trans.  Ordered 
record  reopened  to  afford  WRIB  op- 
portunity to  establish  facts  recited  in 
affidavits  submitted  on  May  8  and  9. 
Order  July  11. 

Non-Docket  Actions  .  .  . 

TRANSFER  GRANT 
KTED  Laguna  Beach,  Calif.— Granted 
assignment  of  license  from  Thomas  E. 
Danson  tr/as  Universal  Radio  Features 
Syndicate,  licensee,  to  KTED  Inc.  a 
new  corporation.  Mr.  Danson  will  sell 
80,000  sh  common  stock  for  $1.00  per 
sh.  Corporate  form  desired  as  accounts 
receivable  will  not  carry  the  financial 
burden  of  station.  KTED  is  assigned  1 
kw  day,  250  w  night,  DA-1,  on  1520 
kc.  Granted  July  11. 

New  Applications  .  .  . 

AM  APPLICATIONS 

Mayaguez,  P.  R. — Jose  Ramon  Qui-  || 
nones,  1190  kc,  250  w  unlimited.  Esti- 
mated construction  cost:  $22,296.51.  Mr. 
Quinones  is  president  oif  the  Peurto 
Rico  Farm  Bureau  and  licensee  of 
WAPA  San  Juan.  Filed  July  10. 

New  Castle,  Pa. — Greater  New  Castle 
Bcstg.  Corp.,  1460  kc,  1  kw  day.  Esti- 
mated construction  cost  $14,710.36. 
Principals  include:  Thomas  J.  Huber, 
vice  president  Logan  Hotel,  Tyrone, 
Pa.,  president  27%;  Robert  R.  Michael, 
announcer  and  music  director  WRTA 
Altoona,  vice  president  15%;  Elsie 
Huber  Davis,  retired  owner  Logan 
Hotel,  treasurer  50%;  Georee  R.  Shaf- 
fer, engineer  WRTA  and  WFBG  (FM). 
Filed  July  12. 

East  Rainelle,  W.  Va. — Greenbrier 
Bcstg.  Co.,  1450  kc,  250  w  unlimited. 
Estimated  construction  cost  $16,400. 
Sam  W.  Caudill,  individual  owner  is 
assistant  manager  Hash  Furniture  Co., 
Beckley,  W.  Va.  and  is  in  partnership 


with  G.  Lester  Hash  in  Swiss  Coal  Co. 
Filed  July  7. 

TV  APPLICATION 

Columbus,  Ohio — Ohio  State  U.,  ap- 
plication for  new  noncommercial  televi- 
sion station,  Chan.  12  (204-210  mc), 
ERP  25.9  kw  vis.,  13  kw  aur.,  ant. 
500  ft.  Estimated  construction  cost 
$208,035.  Ohio  State  is  licensee,  WOSU- 
AM-FM.  Filed  July  12. 

TRANSFER  REQUESTS 

WDUK  Durham,  N.  C. — Assignment 
of  license  from  WDUK  Inc.,  licensee, 
to  Durham  Bcstg.  Enterprises  Inc., 
new  corporation.  Transfer  constitutes 
merger  between  WDUK  and  WTIK. 
License  of  WDUK  will  be  owned  50% 
by  WTIK  and  50%  by  Virginia  and 
Harman  Duncan  who  hold  interest  in 
WDUK.  J.  Floyd  Fletcher  is  principal 
stockholder  WTIK.  Consideration  is 
$28,000.  See  story  BROADCASTING 
July  10,  p.  28.  Filed  July  10.  WDUK  is 
assigned  1310  kc,  1  kw  day,  500  w  night, 
directional.    Filed  July  10. 

WGAP  Maryville,  Tenn. — Assignment 
of  license  from  George  R.  Dempster  and 
V.  H.  McLean  d/b  as  Gateway  Bcstg. 
Co.,  licensee,  to  Harry  C.  Weaver  and 
Frank  H.  Corbett  d/b  as  Aluminum 
Cities  Bcstg.  Co.  for  consideration  of 
$37,500.  Mr.  Weaver  is  commercial  man- 
ager WATO  Oak  Ridge,  Tenn.  and  Mr. 
Corbett  was  previously  with  WGAP. 
WGAP  is  assigned  250  w  day  on  1400 
kc.  Filed  July  10. 

WRHC  Jacksonville,  Fla.— Assignment 
of  CP  from  Harold  S.  Cohn  and  Bert 
Richmond  d/b  as  Radio  South,  permit- 
tee, to  Radio  Station  WRHC  Inc.  In 
new  corporation  Mr.  Cohn  will  hold 
90%  and  Mr.  Richmond  10%,  which 
will  more  accurately  reflect  their  re- 
spective participation  in  station  affairs. 
Consideration    $10,000.    WRHC    is  as- 


signed 250  w  fulltime  on  1400  kc.  Fit 
July  13.  I 

KDAC    Fort    Bragg,    Calif. — Assig;( 
ment  of  construction  permit  from  Tci'j 
R.  Amarante,  John  A.  Brush,  Matfac  1 
Thompson  and   Edward   Mertle,  pai  Ij 
nership  d/b  as  Mendocino  Coast  Bc^i 
Co.    to    Charles    R.    Weller,  receivi 
Dispute  among  partners  as  to  respe  (• 
live  contributions  to  capital  assets  i 
partnership    resulted    in    court    acti'  [ 
being  filed  in  Superior  Court  State 
California.  Court  deemed  it  advisafc 
to  appoint  a  receiver  while  respecti 
rights  of  parties  in  co-partnership  a 
determined.  KDAC  is  assigned  250 
fulltime  on  1230  kc.  Filed  July  7. 

KSYL    Alexandria,    La. — Assignme 
of  license  from  Sylvan  Fox  and  Haro- 
M.   Wheelahan   d/b   as   Radio  Stati' 
KSYL   to   KSYL   Inc.    Sylvan  Fox 
changing  his  residence  to  another  ci 
and  wishes  to  sell  his  interest  to  IT' 
father  Milton  Fox,  presently  sales  ma^! 
ager  KSYL.  Consideration  to  be  14  t  t 
net  worth  of  partnership.  Ownership  ; 
new  corporation:  Milton  Fox,  preside 
492ij%;  Mrs.  Milton  Fox,  treasurer  V^s'i 
Mr.  Wheelahan  49%%;  Mrs.  Wheelahaj  i 
secretary  '/)%.  KSYL  is  assigned  250 
fulltime  on  1400  kc.  Filed  July  7. 

KNEU   Provo,   Utah — Assignment 
license   from   Lester    R.    Taylor  tr/ 
Mid-Utah  Bcstg.  Co.,  licensee,  to  groi 
of    12    stockholders.    Because  of 
health  Lester  R.   Taylor   desires  le 
active  participation  in  station,  he  r 
tains  .4779%.  Henry  M.  Hilton,  present 
station    manager    KNEU  acquires 
interest  as  does  Reginald  Johnson,  en; 
neer-accountant     KNAK     Salt  La 
City,     Harvey     Jeppsen,  accounta 
KNAK  and  James  C.  Wallentine, 
censee,  KJAM  Vernal,  Utah.  Consider 
tion  $19,765.  KNEU  operates  with  2 
w  fulltime  on  1450  kc.  Filed  July  7. 

KOCS  and  KEDO  (FM)  Ontario,  Cal 
— Assignment  of  licenses  from  Jere  t, 
Appleby  Harnish,  Carlton  R.  Apple 
and  Walter  Axley,  d/b  as  The  Dai 
Report  to  Mrs.  Jerene  Appleby  HarniJi 
Carlton  R.  Appleby,  Walter  Axley  as] 
Ernest  Atkinson  d/b  as  The  Daily  E 
port.   Mr.   Atkinson,  manager  of  t 
newspaper,  buys        of  1%  from  M: 
Harnish    for    $2,500.    Mr.  Carlton 
Appleby,  12%  stockholder  buys  an  ad< 
tional  14  of  1%  for  $8,000.  KOCS 
assigned  250  w  day  on  1510  kc.  Fil 
July  6. 

KELK  Elko,  Nev.— Transfer  of  co 
trol   in  Elko  Bcstg.   Co.,  by  sale 
39.53%    of   stock    of   R.    C.    Ellis  a 
issuance  of  additional  stock.  Transt 
requested  to  correct  condition  arisi 
from  transferor  not  purchasing  all 
stock  subscribed  and  additional  stc 
authorized  and  issued  to  allow  greal 
participation  by  other   Elko  busin( 
men.  It  has  never  been  the  intenti 
of  Mr.  Ellis  to  be  dominant  stockholdi 
KELK  is  assigned  250  w  fulltime 
1340  kc.  Filed  July  6. 

KGAK  Gallup,  N.  M.— Assignment 
license  from  Rio  Grande  Bcstg.  C 
Inc.,  licensee,  to  Thunderbird  Bcs' 
Co.,  new  company  for  $8,000.  Mei 
Tucker  orieinal  stockholder  remaii 
increasing  his  holdings  from  33% 
75%.  Bernard  J.  Fitzpatrick  holds  2i 
and  Mida  Tucker  and  Louise  Fil 
Patrick  each  hold  one  qualifying  sha 
with  beneficial  ownership  vested 
their  respective  husbands.  Mr.  Tucke 
other  radio  interests  include  KOJ 
Albuouerque.  KTRC  Santa  Fe,  a 
KRSN  Los  Alamos.  KGAK  is  assign 
250  w  fulltime  on  1230  kc.  Filed  July 


CITIES  Service  will  take  NBC's  Ba 
of  America  to  Chicago  for  one-tii 
special  show  at  Chicago  Fair  July 


DO  YOU  WANT  RESULTS  FROM 
YOUR  ADVERTISING  DOLLAR? 
• 
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Code 

(Continued  from  page  18) 

conflict  with  the  censorship  of  the 
intry  in  which  the  information  orig- 
ii.tes. 
p)  General. — 
Tasimlties. — Identification  of  combat 
;ualties  until  made  available  for  pub- 
ation  by  the  War  or  Navy  Depart- 
Ints  or  the  next  of  kin. 
Strategy. — Secret  war  plans,  or  dip- 
anatic  negotiations  or  conversations 
';ich  concern  military  operations. 
'4rf  objects,  historical  data. — Infor- 
iition  disclosing  the  new  location  of 
iional  archives,  or  of  public  or  pri- 
te  art  treasures. 

Diplomatic  information.  —  Informa- 
about  the  movements  of  the  Pres- 

nt  of  the  United  States  (including 
i\-ance  notice  of  the  place  from  which 
1'  will  broadcast ) ;  information  of 
jcial  military  or  diplomatic  missions 
,  the  United  States  or  of  any  other 
ition  opposing  the  Axis  powers — 
ates,   schedules,   destination,  within 

without  continental  United  States; 
ivements  of  ranking  Army  or  Naval 
,cers  and  staffs  on  official  missions; 
>vements  of  other  individuals  or 
its  on  military  or  diplomatic  mis- 
!|ns. 
J 

j  II.  PROGRAMS 

■  These  suggestions  are  made  in  order 
%t  broadcasters  will  have  a  pattern 

follow  in  accomplishing  the  most 
portant  censorship  function  of  pro- 
.am   operation:    keeping   the  micro- 

■  rone  under  the  complete  control  of 
e  station  management,  or  its  repre- 
'itatives. 

<a)  Request  programs. — Music. — No 
bephoned  or  telegraphed  requests  for 
iisical  selections  should  be  accepted, 
requests    for    musical  selections 

ide  by  word-of -mouth  at  the  origin 

broadcast,  whether  studio  or  remote, 

:)uld  be  honored. 

^alk. — No  telephoned  or  telegraphed 
.quests  for  service  announcements 
,  Duld  be  honored,  except  as  herein- 

ter  qualified.  Such  service  announce- 
jbnts  would  include  information  re- 

.ing  to — 

Lost  pets.  Club  meetings. 

''Swap"  ads.  Club  programs. 

Mass  meetings.  etc. 
Personal  mes-       Vital  statistics, 
sages. 

The  same  precautions  should  be  ob- 
,rved  in  accepting  "classified  adver- 
^  ements"  for  broadcasting. 
JNo  telephoned,  telegraphed,  or  word- 
|-mouth  dedications  or  program  fea- 
iires  or  segments  thereof  should  be 
toadcast.  No  telephoned,  telegraphed, 
word-of-mouth   auction  bids,  con- 
ibutions  or  similar  acknowledgments 
Dm   listeners,   should   be  broadcast. 
^Exceptions.  —  Emergency  announce- 
Jsnts    (such   as  those  seeking  blood 
^;nors,  doctors,  lost  persons,  lost  prop- 
ty,  etc.)  maj-  be  handled  in  conven- 
•nal  manner  if  the  broadcaster  con- 
ms  their  origin.  They  should  ema- 
te  from  the  police,  the  Red  Cross, 

8 similar  recognized  governmental  or 
rilian  agency. 

Service  announcements  may  be  hon- 
ed when  source  is  checked  and  ma- 
.rial  is  submitted  in  writing,  subject 
rewriting    by    station  continuity 
aff.  Requests  for  the  broadcast  of 
I  eetings  or  other  programs  to  com- 
Ismorate  personal  anniversaries  may 
honored  if  the  actual  broadcast  is 
t  made  on  the  anniversary  date  or 
the  time  or  on  the  date  designated 
the  request. 
.\LL  requests,  subject  to  the  above 
alifications,  may  be  honored  when 
bmitted  via  mail,  or  otherwise  in 


spOt 


writing  if  they  are  held  for  an  un- 
specified length  of  time  and  if  the 
broadcaster  staggers  the  order  in  which 
such  requests  are  honored,  rewriting 
any  text  which  may  be  broadcast. 

(  b  )  Quiz  programs. — It  is  requested 
that  all  audience-participation  type 
quiz  programs  originating  from  remote 
points,  either  by  wire,  transcription, 
or  short  wave,  should  not  be  broadcast, 
except  as  qualified  hereinafter.  Any 
program  which  permits  the  public  ac- 
cessibility to  an  open  microphone  is 
dangerous  and  should  be  carefully 
supervised.  Because  of  the  nature  of 
quiz  progrrams,  in  which  the  public  is 
not  only  permitted  access  to  the  micro- 
phone but  encouraged  to  speak  into  it, 
the  danger  of  usurpation  by  the  enemy 
is  enhanced.  The  greatest  danger  here 
lies  in  the  informal  interview  con- 
ducted in  a  small  group — 10  to  25  peo- 
ple. In  larger  groups,  where  partici- 
pants are  selected  from  a  theater 
audience,  for  example,  the  danger  is 
not  so  great. 

Generally  speaking,  any  quiz  pro- 
gram originating  remotely,  wherein 
the  group  is  small,  wherein  no  ar- 
rangement exists  for  investigating  the 
background  of  participants  and  where- 
in extraneous  background  noises  can- 
not be  eliminated  at  the  discretion  of 
the  broadcaster,  should  not  be  broad- 
cast. Included  in  this  classification  are 
all  such  productions  as  man-in-the- 
street  interviews,  airport  interviews, 
train  terminal  interviews,  and  so  forth. 

In  all  studio-audience  type  quiz 
shows,  where  the  audience  from  which 
interviewees  are  to  be  selected  num- 
bers less  than  50  people,  program  con- 
ductors are  asked  to  exercise  special 
care.  They  should  devise  a  method 
whereby  no  individual  seeking  partici- 
pation can  be  guaranteed  participation. 

(c)  Forums  and  interviews. — Dur- 
ing forums  in  which  the  general  public 
is  permitted  extemporaneous  comment, 
panel  discussions  in  which  more  than 
two  persons  participate,  and  inter- 
views conducted  by  authorized  employ- 
ees of  the  broadcasting  company, 
broadcasters  should  devise  methods 
guaranteeing  against  the  release  of 
any  information  which  might  aid  the 
enemy  as  described  in  Section  I  of 
the  Code.  If  there  is  doubt  concerning 
the  acceptability  of  material  to  be  used 
in  interviews,  complete  scripts  should 
be  submitted  to  the  Office  of  Censorship 
for  review.  (See  Par.  (I)  sec.  I.) 

(d)  Special  -  events  reporting  fad 
lib). — Special-events  reporters  should 
study  carefully  the  restrictions  sug- 
gested in  Section  I  of  the  Code,  espe- 
cially those  referring  to  interviews 
and  descriptions  following  enemy  of- 
fensive action.  Reporters  and  commen- 
tators should  guard  against  use  of  de- 
scriptive material  which  might  be  em- 
ployed by  the  enemy  in  plotting  an 
area  for  attack. 

If  special  programs  which  might  be 
considered  doubtful  enterprises  in  view 
of  our  eff'ort  to  keep  information  of 
value  from  the  enemy  are  planned, 
outlines  should  be  submitted  to  the 
Office  of  Censorship. 

(See  also  Par.  (a),  sec.  I.) 

(e)  Simulated  air  raids,  blackouts. 
— In  view  of  the  provisions  contained 
in  Paragraph  f / ) ,  Section  I.  of  this 
Code,  which  prescribe  radio  silence  at 
the  scene  of  an  air  raid  until  the  "all 
clear,"  it  is  the  belief  of  this  office, 
in  which  the  Office  of  Civilian  Defense 
concurs,  that  broadcasting  stations 
should  not  employ  their  facilities  dur- 


OSEPH  HERSHEY  McGILLVRA.  INC. 
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•  Well  established,  reli- 
able radio  executive  seeks 
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dication venture  that  is 
salable  and  sound. 
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ing  a  simulated  air  raid  in  any  way 
which  would  encourage  listeners  to  rely 
upon  the  medium  for  advice  and  assist- 
ance should  an  actual  raid  occur.  This 
is  intended  to  place  no  proscription  on 
the  legitimate  broadcast  of  descrip- 
tions and  commentaries  dealing  with 
simulated  air  raids  and  blackouts  after 
the  events  have  been  conducted. 

(/)  Commercial  continuity. — Broad- 
casters should  be  alert  to  prevent  the 
transmission  of  subversive  or  restrict- 
ed information  through  the  use  of 
commercial  continuity  in  program  or 
announcement  broadcasts.  In  this  con- 
nection, the  continuity  editor  should 
regard  his  responsibility  as  equal  to 
that  of  the  "news  editor. 

III.  FOREIGN  LANGUAGE 
BROADCASTS 

(a)  Personnel. — The  Office  of  Cen- 
sorship, by  direction  of  the  President, 
is  charged  with  the  responsibility  of 
removing  from  the  air  all  those  en- 
gaged in  foreign  language  broadcast- 
ing who,  in  the  judgment  of  appointed 
authorities  in  the  Office  of  Censorship, 
endanger  the  war  effort  of  the  United 
Nations  by  their  connections,  direct  or 
indirect,  with  the  medium.  Bases  of 
judgment  in  exercising  this  function 
will  be  twofold:  (1)  current  material 
written  for  broadcast  or  broadcast  over 
American  facilities;  (2)  past  and/or 
present  conduct  of  the  individual,  in- 
cluding evidence  substantiating  his 
sympathy  with  the  regimes  of  our 
enemies.  This  function  of  the  Office  of 
Censorship  is  not  intended  to  relieve 
in  any  measure  the  full  responsibility 
resting  with  the  management  of  the 
foreign  language  broadcasting  station 
to  employ  only  those  whose  loyalty  he 
does  not  question.  There  extends  to 
such  broadcast  management  the  addi- 
tional responsibility  to  report  to  the 
Office  of  Censorship  the  names  of  any 
personnel  in  this  field  who  might  be 
suspected  for  any  reason. 

(  6  )  Scripts. — Station  managements 
are  requested  to  require  all  persons 
who  broadcast  in  a  foreign  language 
to  submit  to  the  management  in  ad- 
vance of  broadcast  complete  scripts  or 
transcriptions  of  such  material.  ( This 
procedure  does  not  apply  to  programs 
originated  and  produced  by  the  Office 
of  War  Information  and  distributed  to 
foreign  language  stations.)  It  is  fur- 
ther requested  that  this  material  be 
checked  "on  the  air"  against  the  ap- 
proved script  and  that  no  deviations 
therefrom  be  permitted.  These  scripts 
or  transcriptions  should  be  kept  on  file 
at  the  station. 

( f )  Censors  and  monitors.  —  In 
order  that  these  functions  can  be  per- 
formed in  a  manner  consistent  with 
the  demands  of  security,  station  man- 
agers are  reminded  that  their  staffs 
should  include  capable  linguists  as  cen- 
sors and  monitors  whose  duty  it  will 
be  to  review  all  scripts  in  advance  of 
broadcast  and  check  them  during 
broadcast  against  deviation. 

(d)  Submission  of  scripts.  —  From 
time  to  time  the  Office  of  Censorship 
will  ask  foreign  language  broadcasters 
to  submit  specified  scripts  to  this  office 
for  review.  If  a  station  obtains  its 
foreign  language  program   from  an- 


other originating  point  via  network, 
these  requirements  do  not  apply;  in 
such  event  the  originating  station  will 
be  held  responsible  for  fulfilling  the 
requests  contained  herein. 

(e)  Station  managements  are  re- 
minded that  all  provisions  of  this 
code,  as  outlined  in  Sections  I  and  II, 
apply  equally  to  foreign  language 
broadcasting. 


Broadcasters  should  ask  themselves, 
"Is  this  information  of  value  to  the 
enemy?"  If  the  answer  is  "Yes,"  they 
should  not  use  it.  If  doubtful,  they 
should  measure  the  material  against 
the  Code. 

From  time  to  time  the  Office  of  Cen- 
sorship may  find  it  necessary  to  issue 
further  communications  either  to  in- 
terpret certain  existing  requests, 
amend  or  delete  them,  or  otherwise  to 
cover  special  emergency  conditions. 
Such  communications  will  be  addressed 
to  managers  of  radio  stations  and  net- 
works and  should  receive  preferential 
attention. 

If  information  concerning  any  phase 
of  the  war  effort  should  be  made  avail- 
able anywhere,  which  seems  to  come 
from  doubtful  authority,  or  to  be  in 
conflict  with  the  general  aims  of  these 
requests;  or  if  special  restrictions  re- 
quested locally  or  otherwise  by  various 
authorities  seem  unreasonable  or  out 
of  harmony  with  this  summary,  it  is 
recommended  that  the  question  be  sub- 
mitted at  once  to  the  Office  of  Censor- 
ship, Washington.  Telephone:  Execu- 
tive 3800;   Teletype  WA-434. 

The  Office  of  Censorship, 
Byron  Price,  Director. 

Dec.  1,  1943. 


DISTRICT  MEETS 

NAB  Completing  Schedules 

LOOSE  ends  in  the  NAB  district 
meeting  schedule,  opening  Aug.  14- 
15  in  District  17  at  the  Benjamin 
Franklin  Hotel,  Seattle,  were 
being  cleared  up  last  week  at 
Washington  headquarters. 

Formal  announcement  of  the 
District  17  meeting  in  Seattle 
[Broadcasting,  July  3]  was  made 
with  sending  out  of  invitations  to 
stations.  The  Seattle  session  kicks 
off  a  series  that  will  wind  up  in 
November. 

Site  of  the  District  11  meeting 
in  St.  Paul  Sept.  25-26  will  be  the 
St.  Paul  Hotel.  The  Nov.  2-3 
meeting  of  District  4  will  be  held 
at  Williamsburg  (Va.)  Inn  and 
Lodge. 

Still  in  the  balance  is  the  pro- 
posal to  hold  a  joint  meeting  of 
Districts  15  and  16  at  Monterey, 
Calif.  Aug.  21-22. 
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WVET  TRANSFER  REQUEST 
DISMISSED  BY  FCC 

APPLICATION  for  transfer  of  control  of 
WVET  Rochester,  N.  Y.,  to  Security  Trust  Co. 
there  dismissed  by  FCC  Friday  upon  station's 
request.  FCC  also  cancelled  hearing  on  whether 
WVET  had  delegated  certain  rights  to  bank 
without  approval  [Broadcasting,  July  3]. 

Dismissal  of  transfer  had  been  requested 
following  execution  of  new  loan  agreement 
with  bank  which  cancelled  earlier  loan  pledging 
stock  as  collateral.  WVET  said  new  loan 
occasioned  by  improved  earnings  last  two 
months  of  1949  and  first  five  months  of  this 
year.  Transfer  application  had  stemmed  from 
station's  failure  to  meet  all  conditions  of 
earlier  $110,000  loan.  WVET  assigned  5  kw 
on  1280  kc. 

HEARINGS  DESIGNATED 

REVOCATIONS  of  KFTM  Fort  Morgan,  Col., 
and  WXLT  Ely,  Minn.,  designated  for  hearing 
by  FCC  Friday  upon  request  of  stations.  Comr. 
George  E.  Sterling  to  preside  Sept.  20  in  Fort 
Morgan  and  Sept.  27  in  Ely.  Stations  may 
continue  operation  pending  decisions  on  hear- 
ings. Licenses  of  both  had  been  revoked  on 
ground  of  alleged  transfer  of  control  without 
FCC  approval  [Broadcasting,  May  29]. 

KIBE  PALO  ALTO  SOLD 

KIBE  Palo  Alto,  Calif.,  sold  by  D  &  K  Broad- 
casting Co.  for  $45,000  to  J.  B.  Rhodes,  former 
KRSC  Seattle  account  executive,  subject  to 
FCC  approval.  KIBE  chief  owner-general 
manager  is  Millard  R.  Kibbe.  KIBE  assigned 
1220  kc,  250  w  daytime.  Sale  handled  by 
Blackburn-Hamilton  Co. 

KENDRICK,  CRONKITE  NAMED 
TO  CBS  NEWS  STAFF 

VETERAN  foreign  correspondents  Alexander 
Kendrick  and  Walter  Cronkite  join  CBS  news 
staff  now  being  remoulded  because  of  world 
conditions.  Edmund  Chester,  CBS  director  of 
news,  said  their  first  assignment  would  be  CBS 
Washington  to  be  made  available  for  reassign- 
ment to  any  part  of  world. 

Mr.  Kendrick,  1939-40  Nieman  Fellow  at 
Harvard,  and  veteran  of  20  years  foreign  re- 
porting, was  CBS  correspondent  in  Middle 
East  during  1948-49.  Mr.  Cronkite,  former 
UP  correspondent  in  Atlantic,  European  and 
Middle  East  Theaters  during  last  war,  covered 
Nuremburg  trials  and  was  UP  bureau  chief 
in  Russia  for  two  years. 

ABC  NAMES  MERKLE 

JOSEPH  L.  MERKLE,  stations  relations  man- 
ager of  DuMont  network.  New  York,  joining 
ABC  station  relations  department  as  regional 
manager  in  TV.  Robert  Jamieson,  traffic  man- 
ager, succeeds  Mr.  Merkle  (early  story  page 
.34). 

TO  SPONSOR  FAYE  EMERSON 

PEPSI-COLA  Co.,  New  York,  will  feature 
Faye  Emerson  in  thrice-weekly  CBS-TV  series, 
Tues.,  Thurs.  and  Sat.,  7:45-8  p.m.,  start- 
ing Sent.  26.  Agency  for  program  is  Blow  Co., 
New  York. 


STEWART- WARNER'S  FOSSUM 
BACKS  FCC  ON  TV  STAND 

CHICAGO  manufacturer  Friday  praised  FCC 
for  "looking  after  public  interest  and  sincerely 
trying  to  do  good  job  in  finding  right  answer 
(TV-wise)  for  greatest  good  for  largest  num- 
ber of  people."  Speaking  at  annual  distribu- 
tors convention  of  Stewart-Warner  Electric, 
E.  G.  Fossum,  general  manager  of  company, 
acknowledged  that  Commission  has  "several 
serious  problems"  on  its  hands  and  even  if  it 
allocates  UHF  channels  this  fall  "building  of 
television  stations  and  special  sets  for  UHF 
will  be  project  for  next  year." 

"If  FCC  adopts  color  standards  this  fall, 
1951  will  be  experimental  year  of  pilot  runs 
and  extremely  high-cost  sets,"  Mr.  Fossum 
predicted.  He  also  noted  that  "no  company, 
to  the  best  of  our  knowledge,  has  yet  developed 
production  tuners  and  components  for  UHF — 
at  least  not  for  handling  all  42  channels 
anticipated." 

Stewart-Warner  unveiled  10  new  television 
models  at  convention,  held  in  Chicago's  Knick- 
erbocker Hotel. 

McNUTT  NAMED  CHAIRMAN 
OF  UNITED  ARTISTS'  BOARD 

SHAKEUP  in  management  of  United  Artists 
Film  Corp.,  placing  Paul  V.  McNutt  as  board 
chairman  with  group  of  unnamed  stockholders 
gaining  control,  starts  speculation  in  Holly- 
wood whether  firm  will  be  first  major  moving 
picture  organization  to  break  deadlock  and 
produce  films  for  television. 

Besides  Mr.  McNutt,  New  York  attorney 
and  former  Indiana  governor,  new  board  of 
directors  includes:  Frank  L.  McNamee,  Phila- 
delphia, president;  Mary  Pickford,  vice  pres- 
ident, and  Max  Kravetz,  secretary.  Stock  held 
by  Miss  Pickford,  Charles  Chaplin  and  Mr. 
McNutt,  acting  as  trustee  for  undisclosed 
principals.  Talk  prevalent  that  TV  interests 
bought  into  long  dormant  company  and  intends 
immediate  resumption  of  production. 

Mr.  McNutt  let  it  be  known  that  United 
Artists  is  very  much  interested  in  television. 
Said  it  will  not  be  treated  as  enemy  to  motion 
picture  industry,  but  as  eventual  aid. 

RTMA-IRE  MEET  SET 

RTMA  President  Robert  C.  Sprague  will  ad- 
dress annual  radio  fall  meeting  of  Radio- 
Television  Mfrs.  Assn.  and  Institute  of  Radio 
Engineers,  joint  program  committee  an- 
nounced Friday.  He  will  speak  Tuesday,  Oct. 
31,  at  dinner  climaxing  engineers  meet  set 
for  Hotel  Syracuse,  Syracuse,  N.  Y.,  Oct.  31- 
Nov.  1.  Dr.  W.  R.  G.  Baker,  RTMA  engineer- 
ing director,  will  preside.  Sessions  scheduled 
on  television  problems,  audio  developments, 
quality  control  and  general  topics. 

BRACH  SIGNS  FOR  TV  SERIES 

E.  J.  BRACH  &  SONS,  Chicago  (candy), 
signed  Friday  to  sponsor  Gene  Autry  TV  film 
series  on  15  stations  starting  Sept.  17  for  13 
weeks  through  J.  Walter  Thompson,  Chicago. 
Half-hour  feature  will  be  telecast  once  weekly 
as  first  runs  in  14  markets  and  as  second  run 
in  Chicago.  Products  to  be  advertised  have 
not  been  chosen. 


caster  committee  to  advise  on  industry's  ro  > 
in  military  planning. 

UNIQUE  action,  earmarking  $200,000  f'  , 
World  Wide  Broadcasting  Corp.  programmir. 
to  Europe  alongside  Voice  of  America  w&.: 
taken  by  Senate  last  Thursday  in  considering 
overall  Voice  appropriation.  Although  Senati 
voted  to  cut  original  budget,  it  heeded  plea  o: 
Walter  Lemmon,  World  Wide  president,  an( 
specified  $200,000  for  pi-ogramming  u  n  d  e  i 
State  Dept.  auspices. 

ROY  GARN  Advertising  agency.  New  York 
looking  for  regional  TV  network  to  place  half 
hour  show  featuring  Jack  Lacy  for  nationa 
chrome  furniture  company. 

UNIVERSAL  APPLIANCE  INC.  (Stroke. 
Saver  Irons),  through  its  agency,  Gould  (S 
Tierney,  New  York,  preparing  radio  campaigr 
of  participation  programs  in  approximate^ 
32  markets. 

ARTCRAFT  HOSIERY  MILLS,  througl 
agency,  Lawrence  Boles  Hicks,  New  York,  pre 
paring  spot  announcement  television  campaign 
starting  in  fall,  for  eight  weeks  in  15  markets, 

HAZARD  ADV.  CORP.,  New  York,  preparing 
test  radio  campaigns  for  two  of  its  clients 
American  Cyanamid  Co.  (tobacco  weed  killer) 
in  Lexington,  Ky.,  and  Johnstown,  Tenn.,  anc 
Cotton  Defoliant  in  Georgia. 

FORD  DEALERS,  through  J.  Walter  Thomp 
son  Co.,  New  York,  trying  to  clear  time  or 
midwest  TV  network  to  sponsor  highlights  of 
Big  Ten  football  games. 

STILL  in  gleam-in-eye  stage  is  proposal  to 
bring  antitrust  proceedings  against  networks 
because  of  their  cold-shouldering  of  aspiring 
FM  affiliates. 

CITIES  SERVICE  Band  of  America,  which 
tried  simulcasts  on  NBC  and  NBC-TV  last 
season,  plans  return  to  TV  this  fall.  Account 
placed  through  Ellington  &  Co.  with  M.  H. 
Aylesworth,  NBC's  first  president,  as  top 
consultant. 

RADIO  TIME  VALUES 
COVERED  IN  ANA  REPORT 

PROBLEM  of  declining  radio  time  values, 
primarily  from  television  inroads,  is  destined 
to  become  more  acute  and  cannot  be  offset  by 
claims  of  additional  homes,  according  to  report 
sent  Friday  to  members  of  Assn.  of  Nationa 
Advertisers  using  broadcast  advertising  by 
either  radio  or  television.  ANA's  radio  and 
TV  steering  committee,  which  prepared  report, 
asked  member  comments  and  criticisms  of  con- 
clusion reached. 

Concurrently,  ANA  invited  four  radio  net- 
works to  send  representatives  to  meet  with 
committee  July  26  to  receive  formal  presenta- 
tion of  report.  Heading  up  committee  are 
William  Brooks  Smith,  director  of  advertising, 
Thomas  J.  Lipton  Inc.,  chairman,  and  Howarc 
M.  Chapin,  director  of  advertising,  Genera' 
Foods  Corp.,  vice  chairman. 

GENERAL  SHOE  NAMES  AGENCY 

GENERAL  SHOE  CORP.,  Nashville,  Tenn. 
(Edgewood  Shoe  Co.,  Friendly  Shoes  for  Teen- 
Agers),  names  Anderson,  Davis  &  Platte  Inc.. 
New  York,  as  agency.  Television  probably 
will  be  used. 
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of  serving  and  selling  Kentuckiana 


When  I  first  went  on  the  air  in  1922 
Kentuckiana  was  a  good  market. 
.  . .  now  it's  better  . . . 
. . .  and  it's  still  growing ! 


For  example: 

Kentuckiana  (Ky.  plus  a  generous 
portion  of  Sou.  Ind.)  leads  the  nation 
in  both  increased  crop  and  livestock 
production  gains  and  is  well  above 
the  national  average  in  increased 
value  of  manufactured  goods. 


And  income!  !  ! 

Why  it  was  over  t-h-r-e-e  times  the 
national  gain  in  effective  buying 
power  (1948-49). 


In  just  two  years  .  .  . 

the  radio  homes  in  Kentuckiana  in- 
creased 19.l9c- 
They  listen  before  they  buy! 


...  to  be  exact  .  .  .  they  listen  to  ME 
before  the\'  buy.  I  say  it  blushingly, 
but,  according  to  Mr.  Hooper  I'm  the 
listeners'  favorite!  (I  hare  more  top- 
rated  Hooper  periods  than  the  next 
tivo  stations  combined.) 


. . .  and  I  have  a  corner  on  all  those 
great  CBS  stars  like 

Arthur!  .  . .  Jack!  .  .  .  Bing! 


Likewise  .  .  . 

I'm  quite  a  programmer  myself. 
To  wit:  Coffee  Call  (my  own  show) 
attracted  more  than  20,000  visitors  in 
the  last  1 1  months. 


My  nev\sroom  is  the  best  in  broad- 
casting(according  to  the  National  As- 
sociation of  Radio  News  Directors). 

And  the  farmers  will  tell  you  that  I 
have  the  only  complete  Farm  Pro- 
gramming Service  in  Kentuckiana 


By  the  way.  .  . 

WHAS-TV  is  quite  a  comer  too!  The 
best  visual  salesman  in  the  market! 
A  part  of  the  great  WHAS  tradition! 


50,000  WATTS 


1A    CLEAR  CHANNEL 


840  KILOCYCLES 


The  only  radio  station  serving  and  selling 
all  of  the  rich  Kentuckiana  Market 


Television  in  the  WHAS  tradition 


WHASTV 


VICTOR  A    SHOLIS,  Director 


NEIL  D.  CLINE,  So/es  Director 
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EETURN  OF  Board  of  Defense  Communica- 
tions (which  became  Board  of  War  Com- 
munications with  Pearl  Harbor)  indicated 
with  FCC  appointment  of  top-level  committee 
to  survey  war  situation.  Pattern  of  World 
War  II,  which  saw  freezing  of  all  new  con- 
struction and  allocation  of  critical  materials, 
being  studied,  together  with  active  coordina- 
tion with  military  and  other  emergency 
government  agencies.  Committee  comprises: 
Chairman  Wayne  Coy,  Comrs.  E.  M.  Webster 
and  George  Sterling. 

PRESIDENT  Truman's  epoch-making  speech 
last  week  was  springboard  for  rapid  calcula- 
tions as  to  possible  effect  on  electronic  manu- 
facturing capacity.  Present  program,  it  was 
felt,  would  not  draw  more  than  30%  of  exist- 
ing output  of  electronic  plants,  leaving  pos- 
sible 70 7r  capacity  to  take  care  'of  essential 
civilian  TV-radio  and  other  needs. 

ABOVE  CALCULATIONS  contemplate  no 
great  spread  in  war  front  activity.  Last  war, 
it's  calculated,  resulted  in  nearly  $100  billion 
materiel  allotments  whereas  President's  pres- 
ent program  contemplates  about  25  "^v  of  that 
amount,  with  possibly  one  billion  for  elec- 
tronics. Conclusion  is  that  drain  on  electronic 
plant  capacity  shouldn't  exceed  proportionate 
share  of  overall  war  budget. 

UNPUBLISHED  treatise  on  Communist  in- 
filtration of  radio  is  making  rounds  in  high 
circles.  Gist  is  that  radio  provides  easiest 
means  of  precipitating  panic.  Specifically 
cited  were  Orson  Welles'  Martian  invasion  of 
decade  ago,  followed  up  by  Chilean  and  French 
counterpai'ts. 

PENDING  settlement  of  rate  adjustment 
proposal,  if  any,  to  networks,  ANA  Radio  and 
Television  Committee  witholding  action  on 
plan  to  ask  networks  and  stations  to  "clean 
(Continued  on  page  82) 


July     26:     ANA-Networks     meeting,  Waldorf- 
Asforia  Hotel,  New  York. 

July  27-28:  NAB  Board  BAB  Advisory  Commit- 
tee, NAB  Hdqrs.,  Washington. 

July  29-30:  Radio  Sales  Network  meeting.  Hotel 
Texas,  Fort  Worth. 

July  31:  Television  Authority-Screen  Actors  Guild 
meeting.  Musicians  BIdg.,  Hollywood. 
(Other  Upcomings  on  page  66) 

Bulletins 

FREEDOM  of  infomation  for  international 
broadcasting  restored  by  Argentina,  which 
allowed  two  news  transmissions — first  since 
March  1949— by  Ned  Calmer  for  CBS  and 
Herbert  M.  Clark  for  ABC.  Policy  is  both 
"tacit  and  temporary,"  since  neither  govern- 
ment nor  Argentine  Broadcasting  Assn.,  which 
levied  ban,  has  formally  revoked  it. 

$5,000,000  TEA  DRIVE 
SLATED  THIS  YEAR 

TEA  COUNCIL,  New  York,  predicts  at  least 
$5  million  will  be  spent  in  advertising  and 
promotion  of  tea  during  this  year.  Substantial 
portion  expected  to  go  to  radio  and  television. 
Figure  is  based  on  last  year's  expenditures  by 
tea  packers  plus  $1,600,010  to  be  spent  by  Tea 
Council  in  1950. 

To  make  America  more  tea  conscious,  tea 
companies  will  exceed  last  year's  $3  million 
advertising  budget  by  at  least  8700,000  and 
adopt  theme:  "When  you're  under  pressure, 
drink  tea." 

ABC  APPOINTS  DIAZ 

RAY  DIAZ,  formerly  in  ABC  stations  division, 
appointed  director  of  program  operations 
effective  July  31.  Mr.  Diaz  joined  ABC  as 
supervisor  of  announcers  in  1942,  and  pre- 
viously had  been  night  announcing  supervisor 
at  NBC. 


Business  Briefl 

BLOCK  SIGNS  #  Block  Drug  Co.,  Jei 
City,  will  sponsor  Quick  as  a  Flash,  Tr 
Thurs.  11:30-12  noon,  over  160  ABC  stat: 
beginning  Sept.  19  for  52  weeks.  Agency,  C 
&  Presbry,  New  York. 

HEIDT  FOR  PM  e  Philip  Morris  & 
(cigarettes)  Oct.  2  starts  Horace  Heidt  S, 
Mon.,  9-9:30  p.m.  on  CBS-TV.  Program  t( 
filmed  while  Mr.  Heidt  tours.  Organizai 
to  have  own  traveling  television  unit.  Agei 
Blow  Co.,  New  York. 

BAKERY   RENEWS  ^  American  Bake 
Co.,  Atlanta,  Sept.  11  renews  for  52  weeks 
Lone  Ranger,  Mon.-Wed.-Fri.,  7:30-8  p.m. 
35  ABC  southeastern  stations.  Agency,  Tuc 
Wayne  &  Co.,  Atlanta. 

EVENING  RADIO  RATE  CUTS 
URGED  BY  ANA  COMMITTEE 

REDUCTIONS  of  evening  rates  ranging 
more  than  50%  on  some  radio  stations  in 
markets  sought  by  Assn.  of  National  Ad^ 
tisers'  radio  and  TV  steering  committee, 
over-all  campaign  to  drive  down  radio  ra 
Broadcasting  learned  late  Friday  (ear 
story  page  15). 

"For  all  practical  purposes,"  ANA  c< 
mittee  report  stated,  "each  new  TV  inst 
ation  signifies  virtual  elimination  of  one  m 
home  from  the  total  of  actual  or  poten 
radio  listening  during  evening  hours."  E 
ning  radio  rates  should  be  reduced  so  t 
"composite  of  individual  station  adjustme 
would  work  out  to  14.9  9(-  for  the  full  C 
network  and  .  .  .  [also]  14.9  for  the  full  N 
network."  Earlier  report  had  placed  over 
reduction  figure  at  straight  1595-. 

By  next  January,  committee  concluded, 
vertisers  on  national  network  evening  rs 
"should  be  prepared  to  face  losses  ranging 
22  ""f  or  more  in  the  number  of  homes  us 
radio  during  prime  evening  time." 


Broadcasters  Defense  Council  Requested  by  White  Hous 


IN  FIRST  concrete  move  to  unify  radio  par- 
ticipation in  U.  S.  defense  effort,  White 
House  Friday  called  for  formation  of  all- 
inclusive  Broadcasters  Defense  Council  to 
organize  radio-television  forces  for  instant 
availability  to  government. 

William  B.  Ryan,  NAB  general  manager, 
announced  receipt  of  White  House  request  and 
scheduled  meeting  for  Tuesday   (July  25). 

Plan  for  formation  of  council,  already  in 
first  draft,  would  provide  for  broadcaster 
representation  in  areas  of  military,  civil 
mobilization,  censorship,  information  and  pro- 
duction (manufacturing).  Members  to  be 
appointed  by  NAB  President  Justin  Miller, 
and  serve  on  special  panels  devoted  to  those 
phases.  Other  groups  and  associations  also 
would  take  part,  Mr.  Ryan  said. 

Request  was  made  by  John  R.  Steelman, 
special  assistant  to  the  President,  and  directed 

FCC  Decides  NARSR  Case,  see  page  82 


to  Ralph  Hardy,  NAB  government  relations 
director,  with  Friday  dateline. 

Outline  of  proposed  plan  to  be  presented  to 
network  and  station  executives  at  Tuesday 
meeting,  at  NAB  Washington  headquarters. 
Representing  NAB  will  be,  in  addition  to 
Messrs.  Ryan  and  Hardy,  Robert  K.  Richards, 
public  affairs  director,  and  Charles  A.  Batson, 
director  of  television. 

Three  board  members  in  Washington  area 
expected  to  attend  are  Ben  Strouse,  WWDC 
Washington;  Eugene  Thomas,  WOIC  (TV) 
Washington,  and  Frank  U.  Fletcher,  WARL 
Arlington,  Va.  Vice  presidents  of  all  four 
major  networks — ABC,  NBC,  CBS  and  Mutual 
— also  slated  to  take  part  in  discussion  of  pre- 
liminary plans. 

Mr.  Steelman,  in  letter  to  Mr.  Hardy, 
stressed  "growing  importance  of  television" 
and  use  of  both  radio-TV  "to  the  fullest  pos- 
sible extent."  He  also  praised  industry  for 
taking  voluntary  initiative  in  scheduling 
President    Truman's    message    to    people  on 


both  radio  and  television  networks,  which 
said  contributed  much  to  alleviating  c 
fusion  and  misunderstanding  on  reported  f 
shortages. 

Partial  text  of  Mr.  Steelman's  letter: 
"I  hope  you  will  not  consider  it  presumptu 
if  I  ask  that  the  [NAB]  take  immediate  st 
to  organize  the  entire  broadcasting  indus 
in  some  manner  in  which  it  would  be  instai 
available  to  the  government  as  required  . 

"The  problems  facing  us  now  are  somew 
different  than  they  have  been  in  the  p 
because  of  the  growing  importance  of  t 
vision.  We  will  be  especially  interested  r 
prog-ram  which  can  use  both  media  to 
fullest  extent  possible  .  .  ." 

White    House    request    was    seen  as 
plementing   long   moribund  broadcasters 
visory   group,   which   was  formed   over  ■ 
years  ago  but  which  had  remained  inaci 
save  for  periodic  meetings  with  Defense  De 
Munitions  Board  and  National  Security 
sources  Board  officials. 
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County  Population  612,3I8^hss^ 
Up  53. 6 Per  Cent  From  wmm 


KRLD 

Consistently  and 
Predominantly 


Attested  by  Hooper  Meas- 
urements, KRLD  is  consisv 
tently  FIRST  in  3-oijt-of-5 
standard  time  brackets, 
and  often  as  not,  4-out-of- 
5,  tor  Dallas. 


9  out  of  10  of  the  Nation's 
highest  rated  network  pro- 
grams (CBS)  are  regulars 
on  KRLD,  according  to  the 
latest  Nielsen's  survey.  Re- 
cently, a  survey  showed 
KRLD  to  be  the  SECOND 
HIGHEST  RATED  STA- 
TION in  the  United  States 
In  cities  where  four  net- 
works were  surveyed. 


KRLD 
50,000  Watts 


Saturates  the  Gigantic 
SOUTHWEST  EMPIRE  .  .  . 
1,530,990  radio  homes  in 
328  counties,  night-time 
and  1,370,320  radio  homes 
in  235  counties  day-time 
.  .  .  BMB  Survey,  1949. 


Owners    and  Operators 

KRLD-TV 

Channel  4 


By  DICK  MAIK 

TalUs  Caunty'i  IdSO  pop.uUtioa 
U  612.311,  a  .VI  ^p*r-cent  Incre&M 
over  the  1*40  toUI,  J«me«  W. 
Stroud,  ftrra,  renvus  lupervlior, 
»nnnunc*d  Saturdny. 


ceuua.     Prellmln*ry    toUU    fori     Irvinf,  2,575  compared  to  1  (W>.  U/\r^ 
"f-l"^*****  I  "  'D<^«"*        1*M  or  lU   per  DCl 


period  are 

Univ^nlty  Park,  23.173   a  i 

of  9.3«5  or         p#r  cent  oxer  tb«  Scagoville.  1.928  up  I.IU  or  153  WeT 

IMO  toUl  of  14.486.  P^r  ""t  over  7».  i     ^  • 

HiRhland  Park.  11^07,  up  6  437  Mp«julte.  l,eM.  a  811  per  rent]  ^ 

or   75  S    per   cent   over   iia    1940  locreaae  over  1.045.  a  yaln  of  U9  At 

The  neu-  figure  ..  a  gam  of  213,-1  ,1^^,,       «,UT.  Carrollton.  J.Ml,  up  «M  or  73 « i  , 

754  nvor  lha  1940  counly  total  of  ^     L*nraater,  2.K27.  up  1,47*  or  128  ,.   • 

prr  cent  over  l.lSl.                        |  Contlnu*d  on  Pa^a  F1fte«D  6' 


■  port 
'  .'*ian 


JM.SM.  „  

other  figure*  announced  by  tha  j 

l:l!"H^::Hi:H'25i  Texas  Countiesjr'K 

lle»  and  g«ve  Grf»tfr  Dilln  "  I  _  _  ^  *  ■  1 

estimated  population  ot  tV>  Mt     \  GJ        ^  ■.  Q         1      O  0  O  Z 

'S::VSU"1  n!.t  Over  1940's  Census 

eorporated.  Hi  total  wa*  not  com-,  tha  i 

puted    in   the    preliminary   count,  |  B»  UoiKd  Prr _  •  n{    6  349  269    todav     according    to    Id  i 

H<7Wever   the   horminsr  river   bot- 1  ""J    "'  ^'^^'^'^^  United  Press  labulatlonn 

.  J        I,      V..,    cftunt  ci    nil      unrpporlcd,   cennus  .   ,  .  .  . 

torn  nrrA  wan  o^nmatpd  mrlirr  by  ^  .  ->.^  :  "•<»'  reprraentii  a  gain  of 

Charlie  W.  Ruas-ll.  di.^trirt  ^uper- , rL.i  ^nni!,        '^'^^^Z  over  tha  5><137  perao' 

,  .          ,  counter  Bho\\ed  a  total  popu  at  on    ,,  ,  ,_  ^^^^  _ 

Visrtr.    to   have  a   populaiioo   of   (living  in  the5e  c ^ 

J2.500. 


STATION 


KRLD 


DALLAS 


THE  CBS  STATION 

for  the  Southwest' s 

LARGEST  URBAN  MARKET 

ft 

DALLAS  and  FORT  WORTH 
NOW  PRESENTS  THE 


53.6%-^^ 


DALLAS  MARKET 

1950    612,318 

1940  ..........  398,564 


in  Dallas  Radio  History 

59% 

FORT  WORTH  MARKET 

1950    359,157 

1940    225,521 


Comparisons  based  on  Dallas  and  Tarrant  Counties 
KRLD  advertising  rates  haVe  increased  moderately  during  the  ten-year  period,  but 
the  percentage  of  increase  is  in  no-wise  connparable  to  the  tremendous  increase 
in  market  potential. 


this  is  why 


KRLD 


is  your  best  buy 


AM  ...  FM  ...  TV 
THE  TIMES  HERALD  STATION 

THE  BRANHAM  COMPANY,  REPRESENTATIVES 
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Advertisement 


From  where  I  sit 
j^y  Joe  Marsh 


If  They're  Wild, 
They  Belong  To  Tik! 


Ran  into  Tik  Anderson  last  week 
and  was  reminded  of  the  first  time  I 
ever  spoke  to  him.  The  missus  had 
sent  me  out  one' Saturday  afternoon 
to  hunt  for  some  blackberries. 

I  took  a  long  hike  and  couldn't  find 
any.  Finally,  I  came  to  Tik's  house 
along  that  low  stretch  east  of  the  fork 
on  River  Road.  "Hi  there,"  I  says, 
"any  blackberries  around  here?" 

Tik  says.  "There  used  to  be — but  I 
don't  know  much  about  things  that 
grow  wild.'"  Later,  I  found  out  how 
Tik  supports  his  family  by  picking 
and  selling  berries.  Ever  since,  Fve 
been  like  the  rest  of  folks  in  town — 
respectful  of  his  right  not  to  tell  where 
"his"  berries  grow. 

From  where  I  sit,  respecting  other 
folks'  rights  comes  natural  in  our 
town  ...  in  America  for  that  matter! 
Whether  it's  a  person's  right  to  enjoy 
a  temperate  glass  of  beer  or  ale,  or 
whether  it's  Tik  Anderson's  right  to 
keep  secret  where  his  berries  are,  it's 
all  a  big  part  of  a  real  democracy! 
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Times  Photo 

Looking  into  WQXR's  studio  B  over  the  Collins  21 2A  console  which 
serves  as  master  control  for  all  five  of  the  station's  studios. 


Times  Photo 


Control  No.  2,  also  a  Collins  21 2A  console,  modi- 
fied to  meet  WQXR's  own  operating  requirements. 


The  New  York  Times'  WQXR  selects 


COLLINS  for  its  new  AM-FM  studios 


WQXR,  the  first  "high  fidelity"  station,  was  established  in  1934, 
added  FM  in  1939.  In  the  years  which  have  followed,  the  station's 
excellent  programming  and  the  high  quality  of  its  transmissions 
have  won  it  the  special  affection  of  what  is  probably  the  largest, 
most  fought-for  "local"  radio  audience  in  the  world. 

WQXR's  management,  and  its  engineering  and  operating  staff, 
constitute  a  veteran  group  which  has  succeeded  and  knows  the 
answers.  The  fact  that  they  have  chosen  Collins  equipment  for 
their  new  Times  Building  studios,  to  which  they  moved  last 
April,  has  a  particular  significance  for  other  broadcasting  man- 
agers and  engineers. 

If  you've  set  your  station's  star  high,  call  in  your  nearest 
Collins  representative  and  consult  him  about  your  transmitting 
and  speech  equipment. 


Times  Photo 

Collins  rack-cabinet  mounted  program  amplifiers,  monitor  amplifiers, 
line  equalizers,  power  supplies,  relay  units,  speaker  and  warning 
light  relay  units,  jack  panels,  and  power  switching  and  fuse  units. 


FOR   BROADCAST   QUALITY,  IT'S... 


COLLINS   RADIO   COMPANY,   Cedar   Rapids,  Iowa 


1 1  W.  42nd  St. 
NEW  YORK  18 


2700  W.  Olive  Ave. 
BURBANK 


1330  N.  Industrial  Blvd. 
DALLAS  2 


Dogwood  Road,  Fountain  City 
KNOXVILLE 


417  Rosalyn  Ave. 
DAYTONA  BEACH 
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ON  LAIFFER,  program  department  Terminal  Broadcasting,  N.  Y., 
to  Ruthrauff  &  Ryan,  N.  Y.,  as  radio  copywriter  for  Motorola, 
American  Safety  Razor  Inc.  and  Kentile. 


CLYDE  D.  VORTMAN,  Brooke,  Smith,  French  &  Dorrance,  Detroit,  to 
Zimmer-Keller  Inc.,  same  city,  as  head  of  media  department. 

PHIL  THOMPSON,  copy  and  radio  director  Joseph  Katz  Co.,  to  Cecil  & 
Presbrey,  N.Y.,  as  copy  chief;  JOHN  A.  DONNELLY,  Cunningham  & 
Walsh,  N.Y.,  to  C&P,  and  JOHN  J.  SEERY,  freelance  artist,  to  agency's 
TV  production  staff. 

ALLEN  F,  FLOUTON,  account  manager  on  Procter  &  Gamble  Ivory 

Soap  for  Compton  Adv., 
N.  Y.;  SEAWARD  M. 
WOODARD,  account 
executive  on  all  P&G 
Canadian  brands  han- 
dled by  agency,  and 
BARTON  A.  CUM- 
MINGS,  executive  on 
P&G  Duz  account, 
elected  Compton  vice 
presidents. 

Mr.  Flouton      Mr.  Woodard    Mr.  Cummings     JULES    M.  LABERT, 

account  executive 
Arthur  Rosenberg 

Agency,  N.  Y.,  and  PHILIP  A.  ROLL,  WWDC  Washington,  to  Furman, 
Feiner  &  Co.,  N.  Y.,  as  director  mail  order  and  other  specialized  accounts 
for  radio-TV,  and  creative  analyst  for  radio-TV  departments,  respec- 
tively. 

MEYER  SACKS,  copy  chief  and  member  plans  board,  A.  W.  Lev^^in  Co., 
N.  Y.,  to  Joseph  Katz  Adv.,  N.  Y.,  as  copy  executive. 


#    #  # 


agency 


RAYMOND  W.  BALDWIN  Jr.,  Wing  Cargo  Inc.,  Phila.,  to  Van  Slycj 
Adv.,  S.  F.,  as  partner. 

VIRGINIA  CARRUTH,  Ted  Bates  Inc.,  N.  Y.,  rejoins  Kudner  Agenc 
N.  Y.,  in  research  department. 

MERRIOM  PIKE,  advertising  director  Dana  Perfumes  and  Morris  1 
Sachs  (department  store),  Chicago,  to  Russel  M.  Seeds  Co.,  Chicag 
as  fashion  coordinator  and  merchandiser  primarily  on  Elgin  America; 

CHARLES  V.  DAVIS,  Leo  Burnett  Co.,  L.A.,  to  Barnes  Chase  Co.,  L. 
and  San  Diego,  as  account  executive  and  merchandising  director. 

H.  WOODRUFF  BISSELL,  sales  promotion  director  Handmacher-Vog 
Inc.,  N.  Y.,  named  vice  president  in  charge  of  fashion  groun  Geye 
Newell  &  Ganger,  N.  Y.  SHIRLEY  W.  ESTEY,  with  agency 'for  pa 
year,  promoted  to  fashion  director. 

ROBERT  G.  McKOWN,  personnel  director,  Brooke,  Smith,  French 
Dorrance,  Detroit,  promoted  to  business  manager.    FRED  P.  ZICK,  wil 
BSF&D  17  years,  to  director  of  graphic  arts. 

LOU  SCOTT,  senior  account  executive  McCarty  Co.,  L.A.,  to  Foote,  Con 
&  Belding,  L.A.,  as  account  executive. 

GEORGE  DOCK,  JR.,  account  executive  Albert  Frank-Guenther  La 
Inc.,  N.  Y.,  named  vice  president  with  Regis  Paper  Co.,  Hosier  Safe  C 
and  Western  Union  Telegraph  Co.  as  his  accounts. 


Twenty-four  hours  a  day — every  day — these 
skilled  "mikesters"' — some  with  followings 
built  over  the  past  fifteen  years — pilot  the 
specially  selected  programs  beamed  directly 
to  the  Northeastern  Ohio  audience. 
They're  living  reasons  why  WDOK 
is  "The  Station  That's  Tuned 
to  You". 


SARAH  HARDING  HUNTER 

"Personality  Planning" 
11:30-11:45  A.M.  MWF 


CK  HOOVER 
od  Morning" 
A.M. 
30  A.M. 
.30-3:30  P.M.- 
$^Afternoon  Concert 


%ving  Ohio's  IIIIIOa 
1st  market  W**— 

Xt. 


,.d  toy  Everet-McK-nney 
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beat 


^  ^  ^ 


ON  THE 


[TA  WAGNER,  Hirshon-Garfield,  N.  Y.,  account  executive,  to  Hewitt, 
gilvy,  Benson  &  Mather,  N.  Y.,  in  same  capacity. 

LARENCE  K.  BAGG,  sales  manager  Sylvania  Electric  Products  Tele- 
sion,  N.  Y.,  to  Bermingham,  Castleman  &  Pierce  Inc.,  N.  Y.,  as  merchan- 
sing  director. 

} 

tiCHAEL  NEWMARK,  account  executive  Friend-Krieger  Adv.,  N.  Y., 
^med  general  sales  dii-ector. 

kCK  W.  LAEMMAR  and  HAROLD  TASKER  to  J.  Walter  Thompson 
'ip.,  Chicago,  as  account  men,  from  Foote,  Cone  &  Belding,  same  city. 
lURRAY  PATTINSON  to  JWT  as  film  producer  from  Burton  Holmes 
he,  Chicago.  PETER  CAVALLO  JR.,  who  handled  TV  films  for  JWT, 
p  work  on  creative  TV  programming. 


OBERT  H.  OTTO,  president  export  advertising  firm  of  same  name,  to 
3eak  on  "Advertising  in  Europe  Today,"  at  Export  Adv.  Assn.,  N.  Y., 
^  Ijuly  27.    Recently  returned  from  four-month  study  tour  of  Europe. 


on  all  accounts 


jriM  SHELBY,  radio-television 
H  director  at  McCann-Erickson, 
r  Chicago,  admits  that  his 
brmer  leaps  and  turns  as  a  Holly- 
iood  stunt  man  "come  in  right 
llandy  in  this  business."  A  fast- 
iioving  agency  executive  who  now 
;ides  herd  on  several  national  ac- 
bunts  instead  of  on  dogies  in  cow- 
ay  movies,  Jim  still  executes  a 
lecessary  number  of  stunts  in  his 
job. 

]  He  became  involved 
rloUywood  scene 
fter  lending  his 
alents  to  an  impos- 
ing lineup  of  ac- 
ivities  in  Chicago, 
[is  hometown.  In 
ill  his  work,  how- 
iver,  "I  still  operate 
|iest  before  an 
iiudience — large  or 
nmall,"  he  says.  The 
iiam  in  him  came 
jiut  when  he  was  6 
Lnd  started  acting 
in  amateur  theatri- 
!als.  Before  he 
inished  high  school, 
le  won  a  three-year 
dolin  scholarship  to 
he  American  Con- 
servatory of  Music 
ind  a  four  -  year 
iramatic  scholarship  to  Chicago 
ilusical  College. 

While  simultaneously  attending 
.akeview  High  School,  business 
ollege,  and  working  for  the 
iVraerican  Radiator  Co.,  Jim  walked 
>n  and  off  every  stage  in  the 
ity  when  stock  companies,  Chau- 
iauqua  acts  and  opera  groups  came 


JIM 


to  town  and  sought  supernumer- 
aries. His  boss  at  the  radiator 
company,  a  frustrated  actor,  gave 
him  two  weeks  each  summer  in 
addition  to  a  two-week  vacation, 
and  Jim  toured  the  Midwest  on 
one-night  stands.  When  21,  he 
starred  in  stock  and  in  Federal 
Theatre  productions.  In  the  win- 
ter, when  roving  thespians  folded 
their  tents,  he  went  back  to 
Chicago. 

Jim  appeared  in  most  daytime 
serials  originating 
during  that  soapers' 
heyday  from  Chi- 
cago on  order  of 
Blackett-S  ample- 
Hummert,  and  was 
one  of  the  original 
cast  of  Orphan 
Annie.  For  a  brief 
contrast,  he  went  to 
California  on  vaca- 
tion— and  stayed  two 
years. 

On  Sunset  Blvd. 
h  e  stage-managed 
plays  for  the  Holly- 
wood Writers  Club, 
where  embryonic 
writers  showcased 
their  efforts.  He 
soon  gave  this  up 
for  profitable  stunt 
riding  and  acting  in  westerns. 
Working  with  Gene  Autry  ("a 
young  beginner"),  Jim  became  the 
(temporary)  rage  of  movie  horse 
operas  because  of  his  curly  blonde 
hair.  "All  the  others  were 
brunette." 

He  had  learned  to  be  an  ace 
(Continued  on  page  U7} 


WASHINGTON  SCREEN 

Tomorrow's  NEWS  Pictures 
on  Your  TV  Screen  ioniie! 


TV 

HAS  the  AUDIENCE 


Using  last-minute  tele-photo  pix  ! 


Five  minutes  of  the  LATEST  headline 
news  with  Acme  Telephoto  pictures. 
Up-to-the-minute  news  and  pictures 
prepared  locally  on  strip  film.  Com- 
plete coverage  pictures  of  TODAY'S 
IMPORTANT  NEWS  STORIESl 

The  latest  scores  and  action  pictures  of 
today's  day  and  night  games,  with 
fresh,  amusing  cartoons  showng  final 
scores  while  announcer  details  hits, 
runs,  and  errors. 

A  complete  U.S.  Weather  Map  ena- 
bling viewers  to  see  weather  condi- 
tions throughout  the  nation.  Special 
close-up  map  of  the  weather  picture  in 
the  Washington  area  .  .  .  projected 
forecasts  and  cartoon  drawings  illus- 
trating weather  conditions. 


Each  S  h  o  w — 5  minute  s — M  on.  thru  Sat. 

Check  Availability  TODAY  with  ABC 
Spot  Sales 

Here's  Washington's  afternoon  favorite — 

"J/i£  SpoAiA  fiaJvadsi" 

featu  ring 

VARIETY   ^  SPORTS 
REVUE     ▼  RESULTS 

MONDAY  thru  SATURDAY 
3  to  6  p.m. 

(One  minute  participations  available) 


W  M  A  L 


WMAL-TV 

THE  EVENING  STAR  STATIONS 

WASHINGTON,  D.  C 


WM  A  L  -  FM 
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FOR  THE  NATION 


From  New  Orleans — bir+hplace  of  jazz 
— WDSU  sends  a  torrid  half-hour  of 
Dixieland  music  coast-to -coast  every 
Saturday  night  (via  ABC).  Local  jazz- 
men Bonano  and  Celestin  have  now 
become  nationally  famous  figures.  For 
the  nation  ...  or  for  New  Orleans  only 
. . .  WDSU  can  successfully  plan  and 
produce  your  show. 


Page  10    •    July  24,  1950 


m  business  \^ 


WESTERN  UNION  TELEGRAPH  Co.,  N.  Y.,  appoints  Alber 
Frank-Guenther  Law  Inc.,  N.  Y.,  as  agency.  Radio  will  be  use( 
on  nation-wide  basis  in  key  markets. 

RAYTHEON  Mfg.,  subsidiary  Belmont  Radio  Corp.,  Chicago,  plannini, 
extensive  radio-TV  in  fall  for  1951  TV  line.    Agency:  Henri,  Hurst 
McDonald,  Chicago. 

ALLEN  B.  DuMONT  LABS,  for  TV  sets,  planning  national  radio  and  TA 
shows  and  spots  in  upcoming  expanded  campaign.  Agency :  Campbell  i 
Ewald,  N.Y, 

STEUER  LABS  Inc.,  Pittsburgh,  appoints  Susman  &  Adler,  Pittsburgh 
to  direct  advertising.    TV  to  be  used  in  Pittsburgh  market. 

CANADIAN  CELLUCOTTON  PRODUCTS  Co.  Ltd.,  Toronto  (Kleenex) 
will  soon  start  spot  campaign  on  about  25  Canadian  stations.  Agency 
Spitzer  &  Mills,  Toronto. 

TIP  TOP  FOODS  Inc.,  Oakland  (packer  Tip  Top  Cream),  appoint; 
Garfield  &  Guild,  S.  F.  Radio-TV  will  be  used. 

FLORSHEIM  SHOE  CO.,  Chicago,  looking  for  half  or  quarter-hour  r\, 
show  to  advertise  its  women's  shoe  line  in  about  10  markets  selectively 
Agency:    Walter  L.  Rubens,  Chicago. 

ILLINOIS  MEAT  CO.,  Chicago,  auditioning  video  packages  preparatory 
to  sponsorship  of  live  shows,  either  three-a-week  or  across  board,  nex 
fall.  Starting  markets  expected  to  be  Chicago,  N.  Y.  and  Detroit 
Agency:    Arthur  Meyerhoff,  Chicago. 

MARINE  BROTHERS  Inc.,  N.  Y.,  TV,  radio,  electrical  applianc< 
dealer,  appoints  McLaren,  Parkin,  Kahn  Inc.,  N.  Y.,  as  ad  agency  anc 
public  relations  counsel. 


A/atvirotk  -Occounti  •  •  • 

TONI  Co.,  ChicagOj  extends  its  "saturation  plan"  for  radio  for  six  week; 
with  renewal  of  three  ABC  shows  from  Aug.  7  through  Sept.  15.  Chana 
of  a  Lifetime,  Tues.-Thurs,  1:30-1:45  p.m.,  CDT,  Mon.-Wed.-Fri.,  1:45-^ 
p.m.,  CDT;  Quick  as  a  Flash,  Tues.,  10:30-10:45  a.m.,  CDT,  Mon.-Wed. 
Fri.,  10:45-11  a.m.,  CDT,  and  Carol  Douglas  Show,  five-a-week,  11:15 
11:30  a.m.,  CDT.    Agency:  Foote,  Cone  &  Belding,  Chicago. 

BENDIX  HOME  APPLIANCES  Inc.,  Chicago  (automatic  washers 
clothes  dryers,  etc.),  to  sponsor  Chance  of  A  Lifetime  over  36-statioi 
ABC-TV  network,  beginning  in  September.  Agency:  Tatham-Laird 
Chicago. 

BROWN  SHOE  Co.,  St.  Louis,  sponsoring  Smilin'  Ed  McConnell  on  NBC 
buys  half-hour  on  alternate  Saturdays  on  NBC-TV  for  film  version 
starting  Aug.  26,  5:30-6  p.m.  (CDT),  using  14  stations.  Agency:  Le< 
Burnett,  Chicago. 

NASH  DIV.,  Nash  Kelvinator,  Detroit,  Sept.  21  starts  Nash  AirflyU 
Theatre,  CBS-TV,  Thurs.  10-30-11  p.m.  Agency:  Geyer,  Newell  &  Ganger 
same  city. 

BLATZ  BREWING  Co.,  Milwaukee,  renews  The  Roller  Derby,  ABC-T"\ 
Thurs.,  10:30  p.m.  to  conclusion.  Fourteen-city  hookup  to  be  used  for  5i 
weeks  starting  Sept.  28.  Agency:  Kastor,  Farrell,  Chesley  &  Clifford 
N.  Y. 

BOND  CLOTHING  STORES,  N.  Y.,  to  sponsor  Hands  of  Destiny,  DuMon 
TV  network,  Fri.  9-9:30  p.m.  starting  Sept.  8  for  52  weeks.  Agency 
Grey  Adv.,  N.  Y. 

SUNDIAL  SHOE  Co.,  Manchester,  N.  H.,  renews  Lucky  Pup,  CBS-TV 
Fri.,  6:30-6:45  p.m.,  effective  Aug.  18. 
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Not  PI 

but 

PRARLOC 


means  fa/r-ancf- 
squwe  rates  for 
each  advertiser 


PRARLOC  (Proved  Returns  At  Rates  Listed  On  Card)  is  the 

Westinghouse  policy  of  uniform,  fuhlished  rates  for  broadcasting 
services . .  as  opposed  to  "deals"  for  station  time  made  on  a  "Per 
Inquiry"  basis. 

What's  wrong  with  "deals"?  Nothing  that  isn't  wrong  with  closely- 
guarded  deals  in  almost  any  other  business.  The  trouble  with  "PI" 
arrangements  is  that  rates  are  bound  to  vary  for  services  of  equal  value. 
Consequently,  someone  gets  hurt.  It  could  be  you. 

We  believe  that  adherence  to  fair  and  equitable  rates  benefits  the 
entire  advertising  industry'.  And  when  uniform  rates  are  combined 
with  a  record  of  proved  returns,  advertisers  are  sure  to  profit,  as  they 
did  in  these  two  examples: 

•  In  a  survey  recently  concluded  by  one  national  advertiser, 
KDKA  produced  business  at  the  lowest  cost  recorded  in  a  list 
of  over  50  stations. 

•  With  KYW  the  only  medium  used,  a  manufacturer  of  diapers 
obtained  a  52  percent  sales  gain  in  Philadelphia. 

Similar  reports  come  in  regularly  from  Westinghouse  stations  in 
Boston,  Fort  Wayne,  and  Portland,  Oregon.  Ask  your  Free  &  Peters 
representative  for  details! 


WESTIMGHOUSE  RADIO  STATIONS  Inc 

KDKA  •  KYW  •  KEX  •  WBZ  •  WBZA  •  WOWO  •  WBZ-TV 

National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 
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"CAPITAL  SCRAPBOOK" 

"Capital  Scrapbook"  in 
just  a  few  short  weeks 
has  established  itself  as 
another  WRC  sales  and 
programming  first. 

Finley's  human  interest 
coverage  of  Washington 
area  features,  temper- 
ately balanced  with  re- 
corded tunes,  provides 
another  vehicle  for  your 
product  in  the  rich  cap- 
ital area  market. 

Check  the  audience  re- 
sponse story  on  "Capita! 
Scrapbook"  with  WRC 
Sales  or  National  Spot 
Sales. 

1:15  -  1:45 
(Monday  thru  Friday) 

IN  THE  NATION'S  CAPITAL  ^ 
YOUR  BEST  BUY  IS 


FIRST  in  WASHINETON 


!  .  i 


I 

5,000  Watts  .  980  KC 

ft«pr*s«n»»d  by  NBC  SPOT  SALIS 


M  feature  of  the  uieeh  im^^k 

toaitstheBW 


SUMMER  hiatus,  long  the  bane 
of  broadcasters  and  other  business 
executives,  has  suffered  another 
severe  jolt  as  a  result  of  the  sum- 
mer campaign  recently  launched 
by  KOIL  Omaha  in  connection 
with  ABC  outlet's  25th  anniver- 
sary. 

Pointing  to  the  campaign's  suc- 
cess, KOIL  executives  reported  14 
new  accounts  were  sold,  11 
accounts  reinstated  and  four 
accounts  increased  their  schedules. 

Promoting  the  KOIL  "Silver 
Summer,"  campaign  was  kicked 
off  with  ads  in  the  Omaha  and 
Council  Bluffs,  Iowa,  newspapers. 
Then,  for  two  weeks,  car-cards 
appeared  in  Omaha  and  Council 
Bluffs  streetcars  and  busses.  Also 
tied  in  was  a  direct  mail  piece  sent 
to  a  list  of  400  KOIL  advertisers, 
prospects  and  agency  executives. 

Along  with  this,  a  taxicab  sign 
urged  people  to  "take  along  a 
portable"  so  they  wouldn't  miss 
any  of  KOIL's  summer  programs. 

KOIL  personalities  also  promoted 
KOIL  programs  heard  on  different 
days  in  order  to  expand  and  reach 
as  much  of  the  KOIL  listening 
audience  as  possible.  Prizes 
awarded  in  various  contests  pre- 
pared by  KOIL  staffers  were  dis- 


Taxi  carries  sign  as  part  of  KOIL's 
"Silver  Summer"  promotion. 


played  for  a  month  in  a  store  win- 
dow in  downtown  Omaha. 

The  entire  campaign  was  cli- 
maxed when  KOIL  stayed  on 
the  air  all  night  with  special 
programming  commemorating  25 
years  of  service  to  the  community. 
On  July  10,  the  anniversary  day, 
ABC  network  shows  saluted  the 
station,  contest  winners  were 
announced  and  an  hour  and  a  half 
show  brought  salutes  from  former 
KOIL  personalities,  federal,  state 
and  citv  officials. 


strictly  business 


DUDLEY  BREWER,  sales- 
man for  the  Branham  Co., 
station  representative  firm 
in  Chicago,  now  sings  sweet  over- 
tures to  agencies  instead  of  strains 
from  "The  Mikado"  and  "Desert 
Song"  to  audiences  at  the  Radio 
City  Music  Hall  and  St.  Louis 
Municipal  Opera. 

A  native  of  St.  Louis,  Dudley 
switched  from  amateur  to  profes- 
sional singing  after  college  study 
and  agency  work.  Interested  in 
advertising,  he  enrolled  in  a  pre- 


journalism  course  at  the  U.  of 
Missouri  and  stayed  two  years.  A 
summer  job  at  D'Arcy  Agency  in 
St.  Louis  became  permanent,  and 
he  remained  in  the  media  depart- 
ment two  years. 

Advertising  slumped  during  the 
depression  years,  and  Dudley,  who 
had  sung  in  church  choirs  and 
amateur  productions  for  many 
years,  earned  a  role  with  the  St. 
Louis  Municipal  Opera  after 
public  auditions.  He  appeared  as 
a  tenor  at  the  city's  Gargantuan 
amphitheatre,  which  nightly  dur- 
ing the  summer  months  has  pre- 
sented light  operettas  and  musicals 
for  30  years.  It  has  given  a  start 
to  such  stars  as  Allan  Jones  and 
Cary  Grant,  w^ho  trod  the  boards 
with  Dudley.  Some  time  later. 
Dudley  auditioned  with  "what 
seemed  like  thousands"  of  singers 
in  New  York,  passed  four  elimina- 
tions and  was  hired  as  a  member 
of  the  Glee  Club  which  opened 
Radio  City  Music  Hall  in  1933. 

He  vocalized  through  four  shows 
daily  (five  on  Sunday) ,  studied 
voice  on  a  scholarship  and  ap- 
peared each  Sunday  on  a  broad- 
cast. This  three-way  self-on- 
(Continued  on  page  75) 


is  SECOND 

leading  3  cut  of  4  Network 

is  SECOND 

leading  3  out  of  4  Networl 


is  FIRST 

leading  all  4  networks 

*  Dec.  '49 — April  '50 — Hoope 


Adam  J.  Young,  Jr.,  Inc.  or  Kettell-Carl 
(Boston)    or    Bob    Engles,    Gen'l  Mg 
UN  1-4211 


"One  of  the  Nation; 
leading  Independent 


wm 

//W  on  the  diat 
m  Providence.PJ. 
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To  a  radio  advertiser 


who  can't  afford  Godfrey 


In  case  you're  beginning  to  believe  that  Arthur 
has  all  the  CBS  time  on  the  air  and  all  the 
dough  in  the  world,  take  courage  in  this  fact: 
segments  of  Iowa  are  still  autonomous. 

There's  good  reason  to  believe  that  Iowa's 
income  is  greater  than  Godfrey's — and  his  isn't 
half  industrial  and  half  agricultural.  Iowa 
grows  more  corn  than  Godfrey.    Iowa  hogs 
produce  more  ham  than  Godfrey.    A  single 
Iowa  silo  is  bigger  than  Godfrey.    Iowa  has 
two  more  Senators  than  Godfrey.  Godfrey 
may  know  more  about  an  oookelele,  but  who 
eats  oookeleles?  Iowa  produces  more  beef 
than  Godfrey  and  Texas  combined. 

Yes,  and  WMT  is  on  the  air  more  hours  in  a 
single  day  than  Godfrey  is  all  week.  What's 
more,  WMT  has  more  sponsors  than  Godfrey! 

WMT's  2.5  mv  contour  encompasses  well 
over  a  million  people,  a  good  portion  of 
whom  listen  to  Godfrey.    They  also  listen  to 
non-Godfrey  time.    A  one-minute  Class  A 
commercial  on  Eastern  Iowa's  WMT  budgets 
at  $27.00  (52-time  rate)  which  is  practically 
chicken-feed  even  to  folks  with  non-Godfrey 
incomes. 

Please  ask  the  Katz  man  for  additional  data. 


5000  WATTS 


Day  &  Night 


600  KC 


BASIC  COLUMBIA  NETWORK 
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money 


does 


things  on 


CALL  YOUR  HEADLEY-REED  MAN  FOR  THE  WHOLE  STORY 


IN  BALTIMORE 
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iNA  STRATEGY  SNAGGED 


Three  Networks  Reject  Rate  Meet 


I  By  ED  JAMES 

CAREFULLY-PLANNED 
iipaign  of  the  Assn.  of  Na- 
:ial  Advertisers  to  force  a 
Ruction  in  radio  network 
res  last  week  received  an 
rupt  set-back  when  three 
ji  the  four  major  networks 
':ided  to  reject  an  ANA  in- 
;ation  to  a  meeting-  this 
■ek. 

^though  none  had  made  an  of- 
ial  statement  of  its  position  at 
h  time  this  story  was  written, 
ivas  learned  authoritatively  that 
;C,  CBS  and  NBC  had  made  up 
dr  minds  not  to  attend.  Mutual's 
ilings  on  the  subject  could  not 
learned. 

The  precise  intentions  ANA  had 
'  mind  when  it  invited  the  net- 
rks  to  individual  meetings  with 
f  ANA  Radio  and  Television 
Bering  Committee  [Broadcast- 
July  17]  were  carefully  con- 
'iled,  although  ANA  had  admitted 
ivertisers  are  becoming  increas- 
fly  concerned  at  the  decline  in 
lio  time  values." 
But  the  real  goal  of  the  ANA, 
OADCASTING  has  learned  on  un- 
Ipeachable  authority,  was  to  de- 
|,nd  reductions  in  time  rates  and 
lent  costs  to  achieve  an  over-all 
crease  of  15%  in  gross  billings. 

Cite  30-Page  Report 

This  purpose  was  made  clear  in 
30-page  report  prepared  by  the 
4A  Radio  and  Television  Steer- 
^  Committee  and  distributed  to 
f}A  members  within  the  last  fort- 
ijjht.  The  membership  has  been 
lorn  to  strict  secrecy  as  to  the 
•jntents  of  the  report, 
t  was  considered  a  significant 
ect  of  the  ANA  strategy  that 
network  was  provided  with  a 
Ipy  of  the  steering  committee's 
jiport.  The  only  document  the 
I'ltworks  received  was  an  invita- 
jjin  from  Paul  B.  West,  ANA  pres- 
ent, to  attend  a  meeting  July  26 
sj  New  York's  Waldorf-Astoria 
Ifbtel. 

pThe   networks   were   invited  to 
Ifet  individually  with  the  ANA 
sering  committee  on  that  date. 
According  to  an  ANA  spokes- 
^n,  the  association  suggested  the 
;''tworks  meet  with  the  steering 
j  mmittee  individually  on  the  the- 
IjU^  that  one  network  might  not 
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wish  to  discuss  financial  matters  in 
the  presence  of  others. 

A  different  purpose,  however, 
was  ascribed  to  the  single-network 
meetings  by  some  network  execu- 
tives. They  sensed  in  the  invita- 
tion a  possible  tactical  effort  to 
corner  the  networks  one-by-one  in 
the  hopes  that  one,  without  rein- 
forcement of  the  others,  would 
yield  to  the  ANA  persuasion. 

The  steering  committee  with 
which  the  broadcasters  were  asked 
to  meet  is  composed  of  some  of  the 
networks'  biggest  clients,  a  for- 
midable group  to  be  arrayed  in  a 
conference  regarding  rates. 

Act  on  Legal  Advice 

As  one  leading  network  execu- 
tive put  it:  "If  the  ANA  succeeded 
in  getting  one  network  to  cut  rates, 
we'd  all  be  in  trouble." 

The  excuses  given  by  the  three 
networks  in  declining  Mr.  West's 
invitation  were  that  they  were  act- 
ing on  advice  of  legal  counsel. 

The  discussion  of  a  reduction  of 
rates  by  networks  with  an  asso- 


ciation of  advertisers  might  be  in- 
terpreted as  collusive  price  fixing 
and  hence  a  violation  of  anti-trust 
laws,  the  lawyers  advised. 

The  legal  reasoning  provided  a 
diplomatic  excuse  for  the  networks 
to  stay  away  from  the  meeting. 

No  network  was  willing  to  an- 
tagonize the  ANA,  and  for  that 
reason  all  networks  were  loath  to 
discuss  for  publication  the  ma- 
neuvering surrounding  the  ANA 
proposal. 

Although  the  ANA  steering  com- 
mittee report  was  guarded  by  ANA 
and  its  members  with  greater  care 
than  has  been  lavished  on  any 
association  document  in  recent 
times,  this  publication  learned  au- 
thoritatively that  it  bristled  with 
statistics  and  interpretations  of 
statistics,  all  intended  to  prove  that 
the  radio  audience  has  been  so 
whittled  away  in  television  centers 
that  the  total  value  of  radio  net- 
work advertising  has  declined  by 
15%. 

The  steering  committee  was  un- 
derstood to  have  taken  the  position 


that  it  did  not  particularly  care 
how  networks  cut  rates  so  long  as 
an  over-all  reduction  of  15%  in 
both  time  and  talent  costs  was  ac- 
complished. 

The  report  was  said  to  have  un- 
derscored a  demand  for  very  size- 
able rate  decreases  in  television 
markets,  where  individual  radio 
rates  would  have  to  be  slashed  by 
much  more  than  15%  if  the  na- 
tional average  reduction  were  to 
amount  to  that  figure. 

Use  Nielsen  Figures 

According  to  responsible  sources, 
much  of  the  ANA  report  was  based 
on  the  steering  committee's  inter- 
pretation of  recent  Nielsen  figures 
regarding  audiences  in  television 
markets. 

The  demand  for  reduction  in 
radio  rates  is  not  new,  but  the 
formal  investigation  of  the  subject 
by  the  ANA  steering  committee 
and  the  solidly  organized  drive  by 
ANA  members  to  attack  the  situa- 
tion with  the  full  force  of  the  asso- 

(Continued  on  page  16) 


COW  REMEDY  BUDGETS  UPisiMi^ 


By  FLORENCE  SMALL 

SPOT  BUDGETS  in  both  radio  and 
television  by  cold  remedy  and  cold 
preventive  makers,  heavy  seasonal 
clients,  will  measure  up  to  and  in 
some  cases  exceed  those  of  last 
year's  record  breaking  outlay, 
judging  by  a  Broadcasting  sur- 
vey last  week  of  fall  preparations 
now  underway  at  advertising  agen- 
cies. 

Harry  B.  Cohen,  president  of 
Harry  B.  Cohen  Adv.  Co.,  New 
York,  expressed  a  typical  viewpoint 
in  discussing  plans  of  his  client. 
Grove  Labs  (4- Way  Cold  Tablets), 
when  he  said  that  "4-Way  Cold 
Tablets  will  increase  its  budget  in 
radio  and  will  expand  in  tele- 
vision." 

The  firm  will  use  one-minute 
ET's,  participation  programs  and 
chain  breaks  in  all  principal  radio 
markets  starting  in  September  or 
early  in  October.  Last  year  4-Way 
Cold  Tablets  tested  the  use  of  tele- 
vision in  a  few  markets  but  will 
increase  that  number  this  fall. 

Another  cold  relief  advertiser, 
Musterole  Co.,  Cleveland,  through 

asting 


its  agency,  Erwin  Wasey  &  Co., 
New  York,  will  use  100  radio  mar- 
kets, starting  early  in  the  fall. 

Seeck  &  Kade,  New  York,  maker 
of  Pertussin,  plans  to  use  a  spot 
schedule  in  more  than  100  radio 
markets  and  several  television  mar- 
kets. Erwin  Wasey  &  Co.,  New 
York,  is  the  agency. 

Bristol-Myers'  Resistab  is  plan- 
ning a  strong  national  spot  cam- 
paign, plus  hitchhikes  on  its  radio 
and  television  network  shows. 
Kenyon  &  Eckhardt,  New  York,  is 
the  agency. 

Vicks  Plans 

Vicks  Chemical  Co.,  New  York 
(Vicks  Vaporub,  Vicks  Medicated 
cough  drops,  Vicks  Inhaler,  Vicks 
Va-Tronon  nose  and  throat  drops), 
is  planning  to  use  spot  radio  for 
at  least  three  of  its  products  in 
radio  and  television.  Agency  is 
Morse  International,  New  York. 

Emerson  Drug  Co.,  Baltimore 
(Bromo-Seltzer),  a  year  around  ad- 
vertiser, will  continue  to  sponsor 
HoUyivood  Star  Playhouse  on  CBS, 
but  will  supplement  the  network 


show  with  spots  in  both  radio  and 
television. 

Anahist  Co.,  New  York  (Anahist 
anti-histamine  tablets),  is  "con- 
sidering both  network  and  spot 
radio  and  television,"  John  W.  Mc- 
Quire,  director  of  advertising  of 
the  company,  told  Broadcasting. 

Last  year  the  firm  sponsored  the 
following  network  programs:  The 
Falcon  on  MBS,  Counterspy  on 
ABC  and  Tnie  or  False  on  MBS. 
In  addition,  Anahist  participated 
in  Cavalcade  of  Stars  on  the  Du- 
Mont  Television  Network.  Definite 
plans  to  resume  sponsorship  of  the 
latter  program  in  the  fall  are  set. 
Foote,  Cone  &  Belding,  New  York, 
is  the  agency. 

Other  cold  relief  advertisers 
whose  media  plans  include  radio, 
but  won't  be  completed  for  another 
fortnight  are:  Whitehall  Phar- 
macal  Co.  (Hills  cold  tablets) 
through  Duane  Jones  Co.,  New 
York;  Grove  Labs  (Antamine) 
through  Sullivan,  Stauffer,  Colwell 
&  Bayles,  New  York,  and  Union 
Pharmaceutical  Co.  (Inhiston  anti- 
histamine tablets)  through  Cecil  & 
Presbrey,  New  York. 
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billings  of  the  four  major  netwo 
last  year  were  $187,830,799. 

Members  of  the  powerful  A 
steering  committee  are  William 
Smith,  Lipton  Tea;  A.  N.  Halv. 
stadt,  Procter  &  Gamble;  Howa 
M.  Chapin,  General  Foods;  Wall 
Lantz  Bristol-Myers;  Rex 
Budd,  Campbell  Soup;  Stan] 
Clark,  Sterling  Drug;  A.  S.  Demj 
wolfFe,  Celanese  Corp.;  Gordon  ] 
dredge,  Ford  Motor  Co.;  Patrl 
Gorman,  Philip  Morris;  Robert 
Gray,  Esso;  Donald  Hause,  A 
mour  &  Co.;  Robert  Healy,  C 
gate-Palmolive-Peet;  C.J.  Hibbai 
Pet  Milk;  Robert  Kesner,  Co( 
Cola;  Stanley  Manson,  Strombei 
Carlson;  .J.  Ward  Maurer,  Wi 
root;  A.  S.  McGinness,  Firest^. 
Tire  &  Rubber;  R.  J.  Pigg(. 
Grove  Labs. ;  Henry  Schachte,  B' 
den  Co.;  Ed  G.  Smith,  Genei 
Mills;  William  M.  Stedman,  Am( 
ican  Home  Products,  and  Geor 
T.  Duram,  Lever  Bros. 


"All  this  and  heaven,  too!" 


ANA 

(Continued  from  page  15) 

ciation  were  regarded  as  grave 
developments  which  would  need  to 
be  met  by  broadcasters  with  oppo- 
sition at  least  as  solidly  organized 
as  the  ANA. 

The  first  serious  effort  by  a  na- 
tional advertiser  to  depress  rates 
came  to  light  several  months  ago 
in  an  exchange  of  correspondence 
with  Frank  Stanton,  CBS  presi- 
dent. Mr.  Stanton  released  his 
letter  of  response  to  the  adver- 
tiser's demand  for  rate  cutting,  al- 
though the  CBS  president  withheld 
his  correspondent's  name. 

The  arguments  made  by  Mr. 
Stanton  at  that  time  still  hold 
good.  In  addition  to  specific  points 
that  he  debated  in  regard  to  in- 
terpretations the  advertiser  had 
made  of  audience  rating  figures, 
Mr.  Stanton  spoke  of  broader  eco- 
nomic factors  affecting  broadcast- 
ing and  all  advertising. 

Mr.  Stanton  said  that  if  the  ad- 
vertiser were  a  maker  of  automo- 
biles (which  he  was  not)  "you 
would  now  be  paying  labor  about 
$1.72  an  hour,  instead  of  $1.28  in 
1945.  You  would  be  paying  $88  a 
ton  for  steel,  instead  of  $58.  And 
you  would  be  selling  your  car  for 
$2,000  instead  of  $1,200. 

Cites  Fallacious  Reasoning 

"An  advertising  medium,"  said 
Mr.  Stanton,  is  a  business  "con- 
trolled by  the  same  economic  tides 
— the  same  rising  costs  of  doing 
business"  as  other  enterprises. 

"Yet  advertisers  have  gone  on 
the  assumption  that  each  advertis- 
ing dollar  should  buy  exactly  the 
same  number  of  people,  or  more,  in 
1950  as  in  1948  or  1946  or  any 
other  year,"  Mr.  Stanton  said.  "Of 
all  factors  that  make  up  the  coun- 
try's production-distribution  equa- 
tion, advertising  has  probably  re- 
mained closest  to  the  dollar  prices 
of  two,  five  or  10  years  ago." 

Of  all  advertising  media  radio 
has  delivered  increasingly  good  dol- 
lar values,  Mr.  Stanton  pointed  out. 
In  1948  CBS  delivered  134  more 


DRAKE  RESIGNS 

To  Leave  WDGY  Post 

MEL  DRAKE,  vice  president  and 
general  manager  of  WDGY  Min- 
neapolis, has  announced  his  resig- 
nation. He  plans  to  remain  at 
WDGY,  however, 


until  his  succes- 
sor  has  been 
named. 

Mr.  Drake  is 
president  of  the 
Minnesota  Broad- 
casters Assn.  and 
has  served  as  a 
m.ember  of  NAB's 
Unaffiliated  Sta- 


Mr.  Drake  tions  Committee 
for  the  last  two 
years.  He  also  is  a  director  of  the 
Stuart  Investment  Co.  which  owns 
KOIL  Omaha  and  KFOR  Lincoln, 
in  addition  to  WDGY.  His  future 
plans  were  not  announced. 


prospects  per  dollar  than  the  larg- 
est magazine,  he  said.  In  1950 
CBS  delivers  163  more. 

Yet  it  is  not  apparent  that  ad- 
vertisers seriously  oppose  rate  in- 
creases by  magazines,  as  witness 
the  recent  rate  rise  of  Life.  Radio, 
meanwhile,  has  kept  its  rates  low. 

The  advertiser  with  whom  Mr. 
Stanton  exchanged  letters  last  May 
is  reportedly  a  big  one  and  also  a 


THE  DECISION  by  the  Assn.  of 
National  Advertisers  to  seek  im- 
mediate slashes  in  network  radio 
rates  was  made  at  a  meeting  of  the 
ANA  Radio  and  Television  Steer- 
ing Committee  June  8,  Broadcast- 
ing learned  last  week. 

The  strategy  of  the  campaign 
was  drawn  up  at  that  meeting.  In 
summary  it  was: 

(1)  That  a  serious  effort  be  made 
for  force  reduction  of  rates  im- 
mediately. 

(2)  That  the  ANA  Radio  and 
TV  Steering  Committee  should  pre- 
pare a  persuasive  presentation,  re- 
inforcing its  demands  for  rate  re- 
ductions with  enough  statistics  to 
convince  the  networks  that  the 
ANA  was  well  informed  on  the 
questions. 

(3)  That  once  the  presentation 
was  prepared  it  should  be  revealed 
to  the  networks  at  meetings  with 
the  entire  ANA  Radio  and  TV 
Steering  Committee  present  so  it 
would  be  clear  that  ANA  members 
Vv^ere  solidly  behind  the  associa- 
tion's demands. 

(4)  That  a  subcommittee  com- 
posed of  W.  B.  Smith  of  Thomas  J. 
Lipton  Inc.;  Howard  Chapin  of 
General  Foods,  and  George  T.  Du- 
ram of  Lever  Bros,  be  given  the 
mission  of  preparing  the  presenta- 
tion. 

It  was  this  subcommittee  that 
put  together  a  30-page  argument 
for  rate  reductions  that  it  intended 


member  of  ANA. 

Some  200  ANA  members  use 
network  radio.  According  to  ANA, 
its  members  spent  roughly  $44,- 
250,000  in  network  radio  and  tele- 
vision time  in  1949.  Since  televi- 
sion accounted  for  a  minor  part  of 
that  total,  it  is  probable  that  the 
radio  gross  network  time  billings 
of  ANA  members  would  amount  to 
some   $40   million.      Total  gross 


to  present  to  the  networks  at  the 
meetings  proposed  for  this  week. 

At  the  strategy  meeting  of  the 
ANA  steering  committee  it  was 
agreed  that  the  meeting  itself  and 
the  subsequent  presentation  to  be 
prepared  by  the  subcommittee 
would  be  considered  confidential 
among  ANA  members. 

A  note  accompanying  a  report  of 
the  meeting  that  was  sent  to  ANA 
members  said:  "Please  consider  this 
matter  confidential  in  order  not  to 
handicap  the  committee's  efforts  in 
your  behalf." 

Procedure  Set 

A  similar  warning  accompanied 
the  presentation  prepared  by  the 
subcommittee  when  it  was  sent  to 
ANA  members.  The  strategy  of 
the  ANA,  it  was  clear,  was  to  keep 
its  intentions  secret  until  it  could 
entice  the  networks,  one-by-one, 
into  the  disadvantageous  tactical 
position  of  being  confronted  by  the 
imposing  membership  of  the  ANA 
steering  committee  this  week. 

The  ANA  Radio  and  TV  Steer- 
ing Committee  members  were  ad- 
vised of  some  audience  studies 
made  by  individual  members  who 
asserted  they  wei-e  convinced  that 
television  had  made  such  serious 
inroads  into  radio  as  to  justify  a 
demand  for  lower  radio  rates. 

A.  N.  Halverstadt,  of  Procter  & 
Gamble,  was  understood  to  have 
told  the  committee  that  he  had  fig- 
ures showing  that  radio's  cost-per- 


Folsom  Salary  Raise 

FRANK  M.  FOLSOM,  preside 
of  RCA,  has  been  granted  a  sala: 
raise  to  $165,000  Broadcast!] 
learned  last  week.  Mr.  Folson 
salary  and  fees  from  RCA  duri; 
1949  totaled  $140,000.  The  nt 
salary  rate  began  June  1,  1950,  a 
continues  in  effect  until  Mr.  F( 
som's  present  contract  terminal 
Dec.  31,  1952. 


How  It  Was  Planne 


thousand  in  principal  televisir 
markets  had  risen  substantially.  ■ 

He  said  he  reached  that  concl 
sion  after  this  process  of  dedt 
tion :  He  obtained  from  radio  st 
tions  in  principal  TV  markets  the 
own  estimates  of  the  number 
radio  homes  they  reached.  He  thei 
deducted  from  those  figures  the  e 
timated  number  of  television  hom^ 
in  each  area.  Taking  the  evenii 
radio  rate  for  the  stations,  he  es 
mated  cost-per-thousand  availat 
homes  before  and  after  deductii 
for  television  and  arrived  at  I 
conclusion  that  in  television  ma 
kets  radio's  cost-per-thousand  h» 
gone  up. 

There  was  no  indication  in  t 
committee's  report  that  Mr.  Hs 
verstadt  had  taken  other  facto, 
into  consideration. 

Mr.  Smith,  of  Lipton,  introduc 
rating  data  which  he  said  substa. 
tiated  the  thesis  that  radio  tir 
values  had  declined  in  televisi' 
areas. 

All  members  agreed,  at  the  Ju 
8  meeting,  that  in  making  its  pre 
entation  to  the  networks  the  AN 
should  not  submit  specific  rate  a 
justments.  This  instruction  w 
followed  by  the  subcommittee 
preparing  its  presentation,  in  th 
the  networks  were  to  be  told  th 
an  over-all  reduction  of  15% 
time  and  talent  costs  was  wantt 
but  the  ANA  did  not  care  how  t' 
networks  adjusted  to  that  end. 


M4  Rkn  MOVE 
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iBC  ASKS  EXTRA  TlUE 


lie  pitched  its  argument  for  a 
nvork  daytime  hour  across  the 
jiird,  to  replace  current  station 
lite,  to  about  30  executives  of  key 
jjliate  stations  meeting  in  Chi- 

Thursday, 
jpharles  R.  Denny,  executive  vice 
'bsident  and  acting  head  of  NBC 
ilio,  conducted  a  morning  session 
^ithe  Stevens  Hotel.  He  presented 
network's  request  for  alloca- 
'jn  of  a  one-hour  daily  slot  from 
stations  to  the  network  for 
?ie  to  four  sponsors.  The  time 
Jriod  which  NBC  wants  relin- 
■jished  is  1  to  2  p.m.  EDT,  11  to 
p.m.  CDT  and  9  to  10  a.m.  Pa- 
jc  time. 

Although  the  business  meeting 
Is  closed,  it  is  understood  com- 
•te  plans  of  the  potential  spon- 
ts  were  outlined.  Oct.  1  is  dead- 
e  for  answer  from  the  affiliates, 
e  four  15-minute  strips  would 
Iginate  in  New  York  to  the  Mid- 
[st  and  West  Coast  from  11  to 
Jt  l!  p.m.  CDT,  with  a  taped  repeat 
Mbadcasting  for  the  East  Coast 
'tween  1  and  2  p.m.  EDT. 
« III 

ii|         Four  Take  Option 

J  i! 

J  jlFour  advertisers  have  taken  no 
p  ;|ftion  on  the  1-2  p.m.  NBC  daytime 
ij,  Jriod  and  are  ready  to  start  spon- 

jrship  of  its  programs  in  the  fall, 
_  the  network  is  able  to  clear  the 

ttion  time. 
.  ;A11  heavy  radio  users,  the  adver- 
fijfers  are  Armour  &  Co.,  Chicago; 
"bllogg  Co.,  Battle  Creek;  Manhat- 

h  Soap,  New  York,  and  Bristol- 
si  liyers.  New  York. 

Manhattan  Soap  Co.  is  expect- 
it  ;ig:  to  switch  its  show  We  Love  and 

■am,  currently  in  the  11-11:15 
J^ifa.  time  in  New  York,  to  1:45-2 

jim.  Duane  Jones  Co.,  New  York, 
the  agency. 

The  other  three  advertisers  will 
jlonsor  new  programs.  Mary  Mar- 
ret  McBride,  currently  on  WNBC 
ew  York,  from  1-2  p.m.,  will  be 
/itched  to  another  time  segment, 
ost  likely  starting  at  noon, 
•liln  response  to  the  NBC  proposal 
place  network  shows  in  the  1-2 
'm.  station  time,  spokesmen  for 
ie  affiliates  were  understood  to 
jtve  pointed  out  that  two  principal 
t'fficulties  confronted  them  in  con- 
335dering  the  network  request, 
'i  One    was    that    their  revenue 
Ibuld  be  decreased  if  they  yielded 
■e  time  to  the  network.  Their 
icome  from  network  commercials 
considerably   lower   than  that 
iom  local  accounts, 
jii;  The  other  was  that  many  of  them 
rdiiready  were  solidly  committed  to 
}l<cal    advertisers    in    that  time 

i'iiviod. 

'  They  said  they  would  have  to 
;?eigh  the  network's  argument 
juhat  the  insertion  of  the  network 
rogramming  in  the  1-2  p.m.  spot 
(fjiould  strengthen  the  entire  net- 
ork  lineup)  against  the  disad- 
antages  in  loss  of  revenue  and 


possible  antagonism  of  local  spon- 
sors. 

The  network  did  not  press  for 
an  immediate  decision  by  the  sta- 
tions, although  its  representatives 
advised  affiliates  they  hoped  to 
have  their  replies  soon. 

Some  of  the  affiliates  asked 
Joseph  H.  McConnell,  NBC  presi- 
dent, for  clarification  of  his  views 
as  to  the  future  of  network  radio 
rates — a  subject  he  had  treated  at 
length  in  an  address  three  weeks 
ago  before  a  meeting  of  the  South 
Carolina  Broadcasters  Assn. 
[Broadcasting,  July  10]. 

Mr.  McConnell  said  that  al- 
though he  had  said  in  that  speech 
that  an  eventual  decrease  in  radio 
rates  seemed  inevitable,  it  was  not 
indicated  soon. 

True  Analysis  Urged  / 

He  emphasized  that  close  re-ex- 
amination of  his  speech  would  show 
that  its  principal  point  was  that 
radio  rates  were  still  realistic  and 
that  radio  was  still  a  good  buy. 

The  planned  day-long  meeting 
presumably  went  so  well  for  the 
network  that  it  was  cut  to  a  morn- 
ing session,  followed  by  luncheon. 

There  was  talk  among  affiliates 
of  clearing  at  least  a  half-hour 
(two  15-minute  segments)  on  an 
additional  time,  rather  than  a 
swap  for  other  optioned  network 
time. 

Station  men  attending  were  not 
revealed,  but  among  stations  rep- 
resented from  all  areas  of  the 
country,  aside  from  NBC  owned 
outlets  were  WBAP  Fort  Worth, 
KSTP  St.  Paul-Minneapolis,  West- 
inghouse  and  Steinman  groups, 
WWJ    Detroit,    WTIC  Hartford, 


At  Affiliate  Meet 


WHO  Des  Moines,  WOC  Daven- 
port, WTMJ  Milwaukee,  WLW 
Cincinnati,  WPTF  Raleigh,  WMC 
Memphis  and  WDAF  Kansas  City. 

Niles  Trammell,  board  chairman, 
welcomed  the  group,  after  which 
NBC  President  McConnell  was  in- 
troduced.    Mr.  Denny  presided. 

NBC  officials  on  hand  included 
I.  E.  Showerman,  Central  Division 
vice  president;  Paul  McCluer,  NBC 
Chicago  network  AM  chief;  Hugh 
M.  Beville  Jr.,  research  director; 
Harry  C.  Kopf,  administrative  vice 
president;  William  Brooks,  vice 
president  in  charge  of  news;  Syd- 
ney Eiges,  vice  president  in  charge 
of  public  relations;  Gustav  B.  Mar- 
graf,  vice  president  and  general 
counsel;  David  C.  Adams,  assistant 
to  Mr.  Denny;  Easton  C.  Wooley, 
director.  Stations  Dept.;  Burton  K. 
Adams,  director,  station  relations. 

CBS  Show  on  NBC? 

KELLOGG  CO.,  Battle  Creek, 
through  its  agency,  Kenyon 
&  Eckhardt,  New  York,  has 
bought  an  option  on  the 
Burns  &  Allen  show  for  day- 
time presentation.  Novel  as- 
pect of  the  deal — aside  from 
the  renewed  impetus  it  gives 
to  the  trend  of  big  nighttime 
shows  switching  to  daytime 
radio — is  the  fact  that  the 
show  is  a  CBS  package  which 
the  firm  hopes  to  air  on  NBC, 
1:30-45  p.m.,  providing  the 
affiliates  clear  the  time.  As 
far  as  is  known,  it  will  mark 
the  first  time  that  one  major 
network  will  "own"  a  show 
on  another  system. 


Mr.  THOMAS 

THOMAS  TO  WOR 

To  Head  Video  Operations 

EUGENE  S.  THOMAS,  vice  presi- 
dent and  general  manager  of 
WOIC  (TV)  Washington,  will  re- 
turn to  New  York  upon  transfer 
of  that  station  to  WTOP  Inc.,  to 
become  manager  of  television  oper- 
ations of  Teleradio  Inc.,  licensee 
of  the  WOR  stations  in  New  York. 

Announcement  of  the  appoint- 
ment was  made  Friday  by  Theo- 
dore C.  Streibert,  president  of 
Teleradio  Inc.  to  whom  Mr.  Thom- 
as will  report.  Mr.  Thomas,  a 
15-year  veteran  in  the  WOR  or- 
ganization, will  assume  his  new 
duties  within  the  next  few  weeks. 
He  plans  to  take  a  vacation  follow- 
ing FCC  approval  of  the  WOIC 
sale,  expected  momentarily. 

Mr.  Thomas  was  in  t^e  fore- 
(Confinued  on  page  26) 


MITCHELL  SUCCESSOR 


SPECULATION  on  the  successor 
to  Maurice  B.  Mitchell,  who  re- 
signed as  director  of  Broadcast  Ad- 
vertising Bureau  to  accept  an  exec- 
utive sales  position  with  NBC 
[Broadcasting,  July  17],  mounted 
last  week  as  the  special  NAB  board 
committee  on  BAB  operations  fo- 
cused eyes  on  its  upcoming  session 
in  Washington  Thursday  and  Fri- 
day. 

Whether  a  successor  would  be 
named  for  Mr.  Mitchell  before 
Thursday  was  not  known,  though 
the  outgoing  BAB  director  is  ex- 
pected to  attend  the  sessions.  His 
resignation  is  effective  Aug.  15. 

First  mentioned  as  a  possibility 
for  the  Mitchell  post  last  week  was 
Eugene  S.  Thomas,  general  man- 
ager of  WOIC  (TV)  Washington 
[Closed  Circuit,  July  17].  He 
was  eliminated  last  Friday,  how- 
ever, when  President  T.  C.  Streib- 
ert of  Teleradio  Inc.,  New  York, 
announced  Mr.  Thomas'  appoint- 
ment of  TV  operations  (WOR- 
TV). 


The  name  of  Frank  Pellegrin, 
national  sales  manager  for  Transit 
Radio  Inc.,  also  cropped  up,  though 
it  was  pointed  out  that  NAB  board 
rules  prohibit  anyone  holding  stock 
interest  in  stations  from  serving 
on  the  NAB  staff  without  board 
dispensation. 

Mr.  Pellegrin  is  one  third  owner 
of  WATO  Oak  Ridge,  Tenn.,  Zh% 
owner  of  KSTL  St.  Louis,  Mo.,  and 
a  major  stockholder  in  Hamtramck 
Radio  Corp.,  proposed  grantee  of  a 
new  AM  station  in  Hamtramck, 
Mich. 

From  Radio  Field 
William  B.  Ryan,  NAB  general 
manager,  has  indicated  that  Mr. 
Mitchell's  successor  will  come  from 
the  broadcasting  field,  and  that  he 
would  be  selected  "immediately." 

There  also  was  sentiment  for  a 
movement  designed  to  influence  Mr. 
Mitchell  to  reconsider  his  resigna- 
tion. Paul  G.  White,  general  man- 
ager of  WEIR  Weirton,  W.  Va., 
wired  NAB  directors  to  "rouse"  its 
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Speculation  Mounts 


membership  to  organize  a  "con- 
certed drive"  against  the  resigna- 
tion. Mr.  Mitchell  had  "no  com- 
ment" on  the  proposal. 

The  sessions  slated  for  Thursday 
and  Friday  will  deal  in  general 
with  BAB  affairs,  and  specifically 
with  preliminary  plans  for  separa- 
tion of  BAB  from  the  association 
itself.  Target  date  for  separation 
of  the  bureau  is  April  1,  1951. 

A  five-man  committee,  headed  by 
Robert  D.  Swezey,  WDSU-TV  New 
Orleans,  was  instructed  by  the 
board  last  June  to  prepare  a  plan 
for  separation  of  the  sales  arm  of 
the  association  looking  toward  inde- 
pendent financial  status.  BAB's 
current  budget  is  roughly  $170,000. 

Other  members  of  the  special  ad- 
visory group  who  will  convene  this 
week  include :  Edgar  Kobak, 
WTWA  Thomson,  Ga.;  Charles 
Calev,  WMBD  Peoria,  111.;  Allen 
M.  Woodall,  WDAK  Columbus,  Ga.: 
and  William  B.  Quarton,  WMT 
Cedar  Rapids,  Iowa. 
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By  JOHN  OSBON 

RADIO  and  television  manufac- 
turers last  week  were  mulling  the 
ramifications  of  President  Tru- 
man's request  for  a  system  of  pri- 
orities and  allocations  —  partial 
civilian  mobilization  which  por- 
tended cutbacks  in  production  of 
electronic  equipment  and  compo- 
nent parts. 

Also  indicated  was  a  drain  on  the 
civilian  labor  force  of  communica- 
tions, electronic,  and  other  key 
specialists,  who  were  tabbed  for 
early  duty  by  the  Army  and  Air 
Forces. 

On  the  heels  of  Mr.  Truman's 
message  to  Congress  Wednesday, 
legislators  proposed  a  "Defense 
Production  Bill"  designed  to  give 
the  President  power  to  divert  pres- 
ent existing  plant  facilities,  mate- 
rials and  services  from  civilian  to 
military  channels,  as  well  as  to  pro- 
vide for  expansion  of  productive 
facilities. 

Congress  promised  early  action 
on  the  President's  proposals,  and 
the  Senate  Banking  and  Currency 
and  House  Banking  committees 
slated  early  hearings,  with  W.  Stu- 
art Symington,  chairman  of  the 
National  Security  Resources  Board, 
as  a  leadoif  witness. 

The  President  also  addressed  mil- 
lions of  televiewers  and  radio  lis- 
teners. His  message — first  of  its 
kind  in  TV  annals — ^was  carried  by 
major  radio  and  TV  networks  Wed- 
nesday at  10:30  p.m.  EDT. 

Suppliers  Hit  First 

Authorities  at  Radio-Television 
Mfrs.  Assn.  were  quick  to  point  out 
that  civilian  requirements  of  the 
industry,  while  certainly  important, 
would  be  "relatively  small"  in  point 
of  tonnage  as  compared  with  needs 
of  the  automotive  and  other  indus- 
tries. The  effect  of  the  President's 
proposals,  they  contend,  will  be  felt 
initially  by  suppliers  of  these  vital 

TV  Reflects  Sincerity 

TELEVISION  has  put  a  new 
face  on  government  —  one 
which  gives  the  viewer  a 
double-check  on  the  sincerity 
of  the  words  spoken  by  offi- 
cials in  their  reports  to  the 
people  and  permits  a  fuller 
understanding  of  what  they 
say.  This  was  forcefully 
demonstrated  in  President 
Truman's  telecast  speech 
last  week.  The  thousands  of 
viewers  were  impressed  by 
the  earnestness  of  his  appear- 
ance, the  facial  expressions, 
the  gestures  which  gave  visi- 
ble emphasis  to  his  words. 
Television,  it  occurred  to 
them,  removes  or  at  least 
greatly  minimizes  the  chances 
of  deception  in  official  utter- 
ances. The  New  York  Times 
saw  it  as  "a  new  element  in 
the  functioning  of  govern- 
ment." 


materials  and  last  by  set  manufac- 
turers. 

Falling  in  that  category  are  such 
items  as  copper,  tungsten,  alumi- 
num and  others.  It  also  was  pointed 
out  that,  during  World  War  II,  the 
radio-television  industry  substi- 
tuted more  readily  available  metals, 
such  as  aluminum  for  steel,  and 
plastics  for  metals.  Replacements 
also  were  used  for  copper. 

Full  Scale  Needs 

In  the  event  of  full-scale  war, 
authorities  point  out,  the  radio-TV 
manufacturing  capacity  would  log- 
ically be  reduced  to  the  point  where 
the  industry  could  afford  only  re- 
placement parts  to  meet  civilian 
needs.  Upwards  of  90%  of  total 
output  probably  would  be  siphoned 
off  to  military  channels. 

Immediate  military  needs  for 
electronic  equipment  and  compo- 
nent parts  have  not  been  disclosed 
by  the  National  Security  Resources 
Board  and  Munitions  Board.  But 
early  estimates  indicate  require- 
ments for  the  Korean  situation  can 
be  met  without  serious  cutbacks  in 
radio-TV  civilian  production.  Over- 


all needs  are  not  expected  to  ex- 
ceed 20%  of  industry  output,  ac- 
cording to  Robert  C.  Sprague, 
president  of  RTMA  [Broadcast- 
ing, July  17]. 

In  any  event  the  industry  appears 
far  better  prepared  for  an  all-out 
emergency  today  than  it  was  at  the 
outbreak  of  the  last  war,  Mr. 
Sprague  feels. 

It  was  generally  felt  that  new 
legislation  to  give  the  President 
power  to  control  materials  to  fulfill 
military  needs  would  have  rela- 
tively little  immediate  effect  on  set 
manufacturing  in  the  next  two  or 
three  months. 

Set  Makers  Apprise 

Individual  set  manufacturers  last 
week,  however,  were  looking  ahead 
in  view  of  the  threatened  allocation 
of  essential  materials.  They  agreed 
that  the  prospect  of  increased  mili- 
tary purchases  would  aggravate  an 
anticipated  fall  shortage  of  TV  re- 
ceivers. 

Arthur  Freed,  president  of  Freed 
Radio  Corp.,  urged  dealers  to  set 
commitments  for  the  remainder  of 
1950  before  the  usual  mid-August 


OFF,  RCA  board  chairman, 
last  week  pledged  RCA's 
"fullest  cooperation"  in  U.  S. 
efforts  to  curb  aggression. 
He  telegraphed  congratula- 
tions to  President  Truman  for 
the  President's  "illuminating 
messages  to  the  Congress 
and  the  people  of  the  United 
States"  and  said  that  RCA 
was  "at  your  service." 


buying  period.  , 
Warning  that  TV  manufacture 
may  be  among  the  first  to  feel  tl, 
impact  of  rearmament,  Mr.  Fre( 
noted  that  resistors  and  condense 
used  for  transmitters  may  be  "cri 
ical  materials  before  long"  in  tl 
light  of  their  demand  for  use  ; 
electronic  military  equipment.  H 
company  presently  is  engaged 
government  work,  he  revealed. 

Frank  A.  D.  Andrea,  preside 
of  Andrea  Radio  Corp.,  foresees 
huge  television  boom  this  fall  b 
cause  of  the  threat  of  electron 
parts  being  diverted  to  militai 
needs.  He  said  the  inventory  of  T- 
receivers  now  being  held  by  mam 
facturers,  distributors  and  deale;: 
(Continued  on  page  53) 


COVERING  KOREA    Newsmen  Cite  Military  Ai, 


IN  THE  VIEW  of  network  news 
chiefs,  the  cooperation  of  Gen. 
MacArthur's  headquarters  in  news 
coverage  of  the  Korean  war  has 
been  irreproachable,  considering 
the  suddenness  of  U.  S.  commit- 
ment to  battle. 

No  instances  of  either  direct  or 
indirect  censorship  of  radio  cor- 
respondents— save  for  the  obvious 
withholding  of  intelligence  that 
would  violate  security — have  been 
reported,  the  news  chiefs  told 
Broadcasting  last  week. 

All  pointed  out  the  difficulty  of 
radio  coverage  of  the  action  be- 
cause of  the  absence  of  communica- 
tion facilities  at  the  battleground, 
but  they  also  agreed  that  this  was 
unavoidable. 

News  reached  New  York  that 
the  Army  was  endeavoring  to  es- 
tablish a  mobile  transmitter  unit 


in  Korea,  although  details  were 
lacking.  Since  the  fall  of  Seoul, 
no  radio  facilities  have  been  avail- 
able anyweher  in  Korea. 

The  installation  in  Korea  of  a 
mobile  transmitter,  capable  of  re- 
laying through  Tokyo  to  the  U.  S., 
would,  of  course,  immeasurably  as- 
sist in  the  radio  coverage  of  the 
war. 

The  news  chiefs  applauded  Gen. 
MacArthur's  policy  of  avoiding 
censorship  by  the  military.  All 
said  they  were  abiding  by  the  se- 
curity directive  issued  by  Secretary 
of  Defense  Louis  Johnson  (see 
story  page  36). 

Generally,  they  said,  the  Public 
Information  Office  in  Tokyo  has 
been  helpful  to  radio  reporters.  In 
the  early  stages  of  the  war,  there 
were  instances  of  inefficiency,  but 


NETWORK  correspondents  on  duty  at  the  Pentagon  get  official  information 
on  developments  in  Korea.  L  to  r:  Leslie  Higby,  MBS;  Capt.  Robert  Cranston, 
Radio-TV  Branch,  Office  of  Public  Information,  Dept.  of  Defense;  John 
Edwards,  ABC;  Ray  Scherer,  NBC,  and  Alexander  Kendrick,  CBS.  All  four 
major  networks  have  lines  into  the  Radio-TV  Branch  studio  in  the  Pentagon. 
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the  newsmen  agreed  this  could  1 
attributed  to  the  fact  that  tl 
PIO,  like  the  rest  of  our  force 
was  unprepared  for  the  unexpect* 
Korean  war. 

A  particular  difficulty  which  w; 
cited  by  the  newsmen  was  the  ii 
adequacy  of  briefings  in  Tokyo  du 
ing  the  first  weeks  of  the  operatio 
This  has  since  been  corrected. 

Staffs  Reinforced 

By  last  week  all  networks  he 
reinforced  their  news  staffs  in  tl 
battle  area. 

ABC,  although  without  a  ful 
time  staffer  on  the  scene,  has  take 
numerous  reports  from  Jimmy  Ca. 
non,  also  of  the  New  York  Pas 
John  Rich  and  Ray  Falk,  both  IN, 
CBS  has  its  own  veteran  co 
respondents.  Bill  Downs  and  Bi 
Costello,  as  well  as  Commentate 
Edward  R.  Murrow,  shuttling  b 
tween  Korea  and  Tokyo. 

MBS  has  Robert  Stewart  i 
Tokyo  and  is  taking  reports  fro 
Walter  and  Edith  Simmons,  of  tl 
Chicago  Tribune;  Pat  Michaels  ar 
Jack  Reed,  both  INS. 

NBC  has  George  Thomas  Folste 
and  William  Dunn,  both  veterai 
of  World  War  II  Pacific  campaign 
Directing  coverage  from  Ne 
York  are  Thomas  Velotta,  AB 
vice  president  in  charge  of  nev 
and  special  events;  Edmund  j 
Chester,  CBS  director  of  news;  J 
A.  Schecter,  MBS  vice  president  i 
charge  of  news,  special  events  ar 
publicity,  and  William  F.  Brook 
NBC  vice  president  for  news  an 
special  events  for  sound  broadcas 
ing. 
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flAR  CRISIS  BOOSTS  NEWS  AUDIENCE 


Air  Time  Up 


iIhE  first  statistics  on  radio 
ws  listening  available  since  the 
tbreak  of  the  Korean  war  showed 
st  week  a  spectacular  increase  in 
?e  of  the  news  audience,  and,  at 
e  same  time,  a  Broadcasting 
rvey  disclosed  a  Considerable  rise 
the  amount  of  time  devoted  to 
iws  broadcasts. 

A  special  Hooper  survey  con- 
icted  during  week-days  in  the 
;i'iod  July  5-11  showed  that  aver- 
se ratings  for  news  programs  of 
1  major  networks  in  the  early 
'ening  hours  were  63%  bigger 
an  for  new  programs  in  similar 
iBriods  in  the  first  week  of  July 
'  49. 

The  same  survey  disclosed  that 
btening  to  all  types  of  programs 
the  same  periods  was  up  24% 
|/er  the  first  week  of  July  1949. 
The  Hooper  survey,  made  on  or- 
n-  of  NBC,  showed  that  network, 
hich  had  more  news  shows  in  the 
priod  studies  than  any  other  net- 
ork,  achieved  a  73%  increase  in 
ijljfverage  ratings  of  its  news. 

Generally,  there  has  been  an  in- 
i  cease  in  time  devoted  to  news 
(rograms  and  also  a  revision  of 
pme  public  affairs  programs  to 
Dcus  their  interest  on  the  Korean 
jitar,  Broadcasting  learned. 

War  in  Korea  has  thus  far  in- 
reased  the  time  devoted  to  news 
ki  radio  and  TV,  but  without  a 
(roportionate   increase   in  actual 
Mjponsorship,  according  to  networks 
"''Ind  stations  queried  by  Broadcast- 
'%G. 

^1  Among  the  networks,  only  ABC 
!€ports  any  perceptible  affect  upon 
ales.  Since  June  26  cooperative 
'(lBC  news  shows  have  been  sold  to 
'|5  cities,  whereas  for  the  same 
jeriod  last  year  only  about  18 
jities  were  buyers. 

Expects  Renewals 

ABC  also  reports  that  three,  and 
jiossibly     four,     news  programs 
which  sponsors  expected  to  drop 
fjiefore  the  Korean  war  are  now 
j  xpected  to  be  renewed.    One  new 
/0-minute   spot  to  begin  in  late 
'A.ugust  has  been  sold,  apparently 
)jii»ecause  of  the  sudden   spurt  of 
ttublic  interest  in  the  war  front. 
NBC,  while  reporting  no  increase 
ijltn  sponsorship  attributable  to  the 
risis,  has  found  queries  from  agen- 
ies  and  advertisers  swinging  back 
[toward  those  of  the  war  years. 
Studies  of  the  1940-45  period  are 
pnderway,  and  it  is  recalled  that 
by  1945  most  networks'  prime  eve- 
ijning  time  was  filled.    The  wartime 
i/iffect  upon  news  media,  it  is  re- 
ijTiembered,  was  a  decline  of  adver- 
tising impressions  in  printed  mat- 
jter   at   the   same   time   that  the 
jfate-of-impressions  was  rising  in 
[  radio. 

:  CBS  reports  no  sales  increase 
attributable  to  the  international 
.news  and  is  reserving  comment 
i  until  an  overall  survey  of  its  oper- 
-ations  is  completed  sometime  this 
week. 

MBS  reports  no  perceptible  ef- 


fect in  its  sales.  Although  a  recent 
query  of  MBS  stations  revealed 
the  surge  of  public  interest  in  news 
which  seems  to  be  general,  it  is  felt 
that  it  is  too  early  to  judge  the 
manner  in  which  the  new  interest 
will  be  reflected  in  sales. 

Many  advertisers,  it  is  believed, 
consider  the  present  picture  too 
uncei'tain  for  any  action  and  are 
inclined  for  the  present  to  "wait 
and  see." 

The  TV  picture  roughly  parallels 
that  of  radio,  insofar  as  any  sales 
effect  is  discernible. 

New  York  Picture 

Among  New  York  radio  stations, 
only  WOR  and  WMGM  have  ex- 
perienced any  sales  rise  attribut- 
able to  the  war.  WOR  reports 
sponsorship  of  two  additional  15- 
minute  spots,  plus  increased  de- 
mand for  spots  and  station  break 
near  news  programs.  WMGM, 
after  a  slight  rise  in  time  sold,  is 
shifting  its  selling  presentation 
with  that  in  mind. 

Of  one  thing  the  survey  indicated 
there  is  no  question.  The  inten- 
sified thirst  for  news  which  char- 
acterized the  war  years  has  ap- 
peared again,  and  network  and 
stations  without  exception  have 
responded  to  it. 

Of  the  netwoi'ks,  only  CBS  has 
added  new  news  staff  members.  But 
there  has  been  either  a  shift  to 


topics  highlighted  by  Korean 
events  on  programs  already  sched- 
uled, or  the  addition  of  new  pro- 
grams for  the  purpose,  or  a  com- 
bination, among  all  the  major 
networks. 

CBS  has  adapted  its  You  And 
.  .  .  series,  scheduling  You  and 
Korea  and  Yoii  And  Military 
Service,  as  well  as  switching  most 
discussion  and  public  service  shows 
to  kindred  topics. 

NBC  considers  the  news  schedule 
developed  by  it  during  the  last  war 
and  retained  since  as  "ideal," 
whether  for  war  or  peace.  But  it 
has  added  an  estimated  15  minutes 
per  day  in  bulletin  "break-in" 
news,  altered  its  11:15-11:30  a.m. 
news  spot  to  Report  on  Korea,  and 
shifted  the  topics  of  scheduled  news 
and  public  service  programs. 

Mutual  Technique 

MBS,  besides  changing  scheduled 
programs  to  timely  subjects  and 
employing  extensive  bulletin 
"break-ins,"  has  added  Major 
George  Fielding  Elliot,  Sunday  at 
10:30  p.m.,  and  special  reports  on 
Korea  nightly  at  11  and  11:55. 

ABC  also  has  shifted  to  the  topic 
of  the  day  on  scheduled  programs 
such  as  Toivn  Meeting,  Tuesday, 
9-9:30  p.m.,  and  United  or  Not, 
Monday,  10  p.m.  ABC  already  had 
revamped  news  schedules  on  June 
20,   and  when  the   Korean  news 


broke  had  two  15-minute,  five-day 
spots  set  up.  Subsequently  a  third 
15-minute  spot  has  been  added. 

What  happened  in  the  networks 
happened  also  among  the  stations. 
WOR  last  week  added  56  "capsule 
news  summaries,"  almost  every 
hour  on  the  hour,  to  its  110  15- 
minute  news  programs  per  week 
previously  scheduled.  WOV  New 
York  took  similar  measures  which 
more  than  doubled  its  time  sched- 
uled for  news,  providing  hourly 
coverage  regularly  and  intermit- 
tently quarter-hour  reports.  WMCA 
New  York  also  doubled  its  news 
air  time,  adding  spots  every  half 
hour  to  its  previously  scheduled 
reports  on  the  hour.  WMGM  in- 
creased its  scheduled  news  by  30%, 
including  two  one-hour  newsreel 
shows  and  one  extra  15-minute 
spot  five-days. 

There  was  comment  to  the  effect 
that  now  is  a  poor  time  for  at- 
tempting to  judge  the  effect  of  war 
in  Korea,  both  because  of  the  rela- 
tively short  duration  of  the  fighting 
to  date,  and  because  this  is  the  off- 
season in  radio  sales.  Other  re- 
marks indicated  a  feeling  that 
sales-wise  the  effect  of  crisis  is  only 
of  accentuation,  that  the  wider 
reach  and  later  news  afforded  by 
radio-TV  over  other  media  simply 
becomes  more  impressive  when  the 
public  is  under  tension. 


CENSORSHIP  QUESTION 


IBROADCASTING    •  Telecasting 


QUESTION  of  censorship  —  and 
the  problem  of  military  security 
versus  freedom  of  information — 
arose  into  sharper  focus  last  week 
among  broadcasters,  press  associa- 
tion correspondents  who  furnish 
stations  with  spot  news,  and  legis- 
lators on  Capitol  Hill,  some  of 
whom  "erupted"  over  public  dis- 
closures involving  American  troop 
movements. 

Meanwhile,  key  officials  of  the 
National  Security  Resources  Board 
continued  to  study  blueprints  which 
envision  an  Office  of  Censorship 
similar  to  World  War  II. 

Week's  Highlights 

Among  the  week's  developments: 

9  Protest  by  the  National  Assn. 
of  Radio  News  Directors  over 
ouster  of  AP  and  UP  correspond- 
ents from  Korea,  and  demand  for 
a  "uniform  military  censorship" 
...  in  a  matter  consonant  with 
security. 

9  Statement  by  Gen.  Douglas 
MacArthur  that  "the  press  alone 
should  assume  responsibility"  in 
the  Korean  emergency. 

9  Demands  by  Capitol  Hill 
solons  for  tightening  up  the  release 
of  military  information  "at  the 
source." 

#  Advice  to  stations  by  NAB 
that  they  be  "cautious  ...  in  han- 
dling news,"  with  emphasis  that 
Defense  Secretary  Louis  Johnson's 


military  directive  is  "not  censor- 
ship, voluntary  or  otherwise." 

NSRB  officials  made  plain  last 
week  that  blueprints  providing  for 
creation  of  an  Office  of  Censorship 
would  be  in  the  form  of  recom- 
mendations to  the  President,  to  be 
submitted  only  in  the  event  of  all- 
out  emergency  and  mobilization. 
They  indicated  the  office  would  be 
along  lines  comparable  to  the  group 
headed  by  Byron  Price  in  the  last 
war,  and  expressed  concurrence 
with  most  of  his  sentiments. 

For  the  present,  they  felt  that 
broadcasters  could  be  guided 
largely  by  the  text  of  Secretary 
Johnson's  directive  on  the  disclo- 
sure of  certain  military  data  and 
statistics  and  the  voluntary  code 
of  wartime  practices  [Broadcast- 
ing, July  17]. 

Any  potential  censorship  office, 
they  confirmed,  would  be  manned 
by  representatives  of  radio,  tele- 
vision, press,  motion  picture  and 
other  media.  Appointment  of  a  di- 
rector would,  of  course,  rest  with 
the  President. 

The  problem,  they  affirmed,  re- 
solves itself  into  two  groups:  (1) 
withholding  of  information  at  the 
source,  and  (2)  actual  censorship 
of  information.  They  noted  that 
the  military  probably  would  exer- 
cise the  upper  hand  in  decisions 
involving  the  former. 

They    backed    up    one    of  Mr. 


Security  Issue  Rises 


Price's  1945  observations  that  some 
people  feel  that  the  censor  "should 
commit  in  the  name  of  security  all 
of  the  errors  which  have  helped 
often  enough  heretofore  to  dis- 
credit censorships,  to  divorce  their 
procedures  completely  from  the 
dictates  of  common  sense,  and  in 
the  end  to  weaken  greatly  their 
effectiveness."  That  would  not  be 
"wise  or  expedient,"  Mr.  Price  felt. 

The  developments  relating  to  the 
ouster  of  the  AP  and  UP  cor- 
respondents from  the  Korean 
war  zone  drew  strong  protests 
from  the  National  Assn.  of  Radio 
News  Directors  early  last  week. 

In  a  telegram  sent  to  Defense 
Secretary  Johnson,  the  NARND 
president.  Jack  Shelley,  asserted 
that  such  action  "greatly  under- 
(Continued  on  page  34) 


FCC  Actions 

INITIAL  decision  to  grant 
new  AM  station  at  Pat- 
chogue,  N.  Y.,  on  1580  kc. 
250  w  daytime,  to  Patchogue 
Broadcasting  Co.  reported  by 
FCC  last  week.  Competitive 
bid  of  Mid-Island  Radio  Inc. 
would  be  denied.  Details  of 
these  and  other  FCC  actions 
may  be  found  in  Actions  of 
the  FCC  beginning  on  page 
71  and  FCC  Roundup  on 
page  79. 
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An  Insurance  Firm  s  Radio  Policy 


By  DICK  FERGUSON 

ASSISTANT   TO   DIRECTOR  OF  AD- 
VERTISING,   MFA    MUTUAL  IN- 
SURANCE CO.,  COLUMBIA,  MO. 

IN  FOUR  short  years  the  MFA 
Mutual  Insurance  Co.,  Columbia, 
Mo.,  has  gained  national  promi- 
nence in  the  insurance  industry.  It 
is  now  one  of  the  leading  risk 
carriers  in  the  state,  and  much  of 
the  success  in  its  phenomenal  rise 
stems  from  the  use  of  sponsored 
radio  time.  Participating  in 
nearly  four  hours  of  radio  time 
each  day,  on  programs  originating 
from  13  different  Missouri  sta- 
tions, the  company's  management 
is  sold  on  this  medium  because  it 
sells  insurance! 

The  MFA  Mutual  Insurance  Co. 
was  founded  Aug.  31,  1945  and 
actually  commenced  business 
operations  Jan.  1,  1946.  Growth 
of  the  company  has  been  rapid 
and  it  has  performed  excellent 
services  for  its  policyholders. 

Since  organization,  the  com- 
pany has  written  gross  premiums 
in  the  amount  of  $6,018,456  and 
paid  net  losses  to  its  policyholders 
totaling  $1,525,768.  It  being  a 
mutual  company,  there  are  no 
stockholders  and  all  surplus  earn- 
ings belong  to  the  policyholders 
payable  to  them  in  the  form  of 
dividends.  Total  net  dividends 
paid  to  policyholders  since  organi- 
zation amount  to  $757,195. 

Lines  of  insurance  written  are: 
Automobile,  Farm  and  Personal 
Liability,  Fire,  Hospital  and  Sur- 
gical Benefits,  General  Public 
Liability,  Glass,  School  Bus  and 
Farm  Equipment.  The  rating  of 
this  company  is  A+  (excellent)  — 
so  reads  Dunne's  Insurance  Report 
on  MFA  Mutual  for  1950. 

First  Coordinated  Radio 
Started  in  1945 

MFA  Mutual  is  but  one  of  the 
30  or  more  major  units  which, 
along  with  250  local  retail 
Exchanges  and  125,000  farmer 
members,  make  up  the  Missouri 
Farmers  Assn.  Some  of  these 
major  units  had  been  making 
scattered  use  of  radio  from  time 
to  time,  but  it  was  in  1945  that 
the  home  office  of  the  Missouri 
Farmers  Assn.  got  interested  in 
radio  and  started  working  with 
the  units  to  coordinate  the  pro- 
grams and  sales  copy. 

This  coordination  was  expedited 
by  MFA  Mutual  which  tied  right 
into  radio  when  it  was  organized. 
Operating  on  a  state-wide  basis 
MFA  Mutual  is  the  only  unit  that 
shares  in  the  sponsorship  of  pro- 
grams on  all  of  the  13  stations.  On 


one  station  MFA  Mutual  shares 
sponsorship  with  two  other  units, 
but  the  number  of  sponsoring 
agencies  ranges  upward  on  others 
to  a  total  of  17  units  and 
Exchanges  sharing  in  the  cost  of 
the  MFA  Radio  Roundup  on 
KWRE  Warrenton. 

Interested  particularly  in  reach- 
ing farmers,  the  MFA  Mutual 
Insurance  Co.,  from  its  home 
offices  in  Columbia,  has  concen- 
trated on  smaller  stations  that 
make  up  in  local  interest  and 
listener  loyalty  for  what  they  lack 
in  kilowatt  power. 

Formats  of  the  MFA  programs 
are  varied.  For  instance:  A  Visit 
With  Your  MFA  Neighbors  is  the 
title  of  a  man-at-the-Exchange 
program  heard  daily  on  KFRU 
Columbia,  1  to  1:15  p.m.  Now 
in  its  fifth  year,  the  program  is 
conducted  by  KFRU  Program 
Manager  Harold  Douglas,  who 
has  remote  equipment  set  up  in 
the  local  Exchange  for  interview- 
ing customers. 

Chick  Interview 
Drew  Phone  Orders 

Many  amusing  interviews  have 
originated  on  this  program.  For 
example,  the  prospect  of  inter- 
viewing a  chicken  over  the  radio 
may  not  appear  illuminating  to 
listeners,  but  it  has  been  done  over 
KFRU.  One  afternoon  Mr. 
Douglas  ran  out  of  courageous 
conversationalists,    but    not  dis- 


couraged he  pushed  his  mike  into 
a  nearby  box  of  baby  chicks  to  see 
what  sort  of  response  he  could  get. 
He  was  not  disappointed,  for  the 
folks  in  Columbia  still  laugh  about 
this  interview. 

Questions  arose  as  to  the  con- 
tent of  the  chicks'  conversations, 
but  more  important  were  the 
orders  phoned  in  for  baby  chicks. 
Keynote  to  the  15-minute  program 
is  informality.  Mr.  Douglas  never 
uses  a  script,  and  the  word 
"rehearsal"  makes  him  raise  one 
eyebrow  in  consternation. 

Similar  MFA  Neighbor  inter- 
view type  of  programs,  with  local 
variations,  are  carried  on  KIRX 
Kirksville,  KMMO  Marshall, 
KXEO  Mexico  and  KCHI  Chilli- 
cothe. 

Bulletin  Board  Service 
Has  Neighborly  Appeal 

Serving  as  a  community  bulletin 
board,  the  Man-at-the-Exchange 
and  MFA  Neighbor  programs  are 
among  the  most  listened-to  pro- 
grams on  the  stations  carrying 
them.  They  serve  the  local  com- 
munity in  much  the  same  way  as 
the  local  newspaper.  People  turn 
to  the  local  paper  for  news  about 
their  neighbors  and  to  the  MFA 
Neighbor  program  to  hear  their 
neighbors  talk. 

Another  appeal  is  the  unpre- 
dictable feature  of  the  shows.  No 
longer  are  listeners  surprised  to 
hear  the  neighbor  on  the  next  farm 


followed  by  a  movie  star  or  a  maijf^p: 
who  makes  his  living  by  being  shoi:i;« 
out  of  a  cannon.  And  the  subjects;  te 
discussed  are  without  limit.  ti  tt 
The  MFA  knows  that  radio  does  jo 
a  selling  job,  so  it  is  not  particu-i  tii 
larly  interested  in  mail  pull.  4:1: 
recent  test,  however,  showed  gooc  t; 
results.  i  t 

Almanac  Offer 

Drew  Deluge  T, 

Along  in  October  of  1949  Dri, 
C.  E.  Lemmon,  pastor  of  the  Firsilfl 
Christian    Church    in  Columbia 
suggested  the  insurance  companj^, 
print    and    distribute   a  farmers 
almanac  for  the  coming  year.    II  . 
took  a  few  days  for  the  "almanac,  ^ 
bug"  to  bite,  but  when  it  did  ii  ' 
bit  hard.     An  original  order  for  .7 
10,000  copies  was  printed.    Theni  ■ 
without  previous  notice,  one  spol  ,7 
announcement  was  made  on  each  7 
of  11  broadcasts  inviting  listeners 
to  write  in  to  the  station  to  whicl  ^ 
they  were   listening   for   a  fre€ 
copy.     From  this  one  announce- 
ment  over  3,000   postal  requests.  : 
were  received.  ' 

In  all,  15,000  almanacs  were 
mailed  out  from  the  home  office^ 
and  the  company  plans  to  have 
another  almanac  available  in  1951-  ^ 
Missouri  listeners  made  up  81^ 
of  the  number  requesting  almanacs 
from  radio  announcements. 

From  the  first  programs  used  bj 
MFA  there  has  been  no  hesitatior 
to  try  something  new  and  different 
Commercials  read  by  a  preacher 
interviews  with  movie  stars  f 
announcers  who  sell  MFA  Mutual 
Insurance  on  the  side  and  hillbillyi 
musicians  who  plug  MFA  on  theii  = 
personal  appearances  in  theatref 
and    city    halls — that's    the    waj  ^ 
MFA  Mutual  keeps  the  interest  O]:  j 
listeners.  '  n 

Formats  of  the  early  MFA  pro  t 
grams  were  varied.     On  KWTO 
Springfield,    for    instance,    MP/  : 
units  had  a  quarter-hour  progran  > 
devoted    largely    to    vocal    musit  •: 
provided  by  a  hymn  singer  anc 
the    Matthews    Brothers  quartet 
Each    of    the    brothers    was  ai 
ordained     minister.      Matt,  th' 
eldest,   announced   numbers,  rea(:  ; 
the  MFA  commercials  and  inter  - 
viewed   persons   who   visited  th' 
program  from  time  to  time.  ,. 

Currently     sponsored    by    th'  , , 
(Continued  on  page  52)  ., 


THESE  top  executives  of  the  Missouri  Farmers  Assn.  (I  to  r,  seated):  J.  M. 
Silvey,  general  manager  of  Farm  Supply  Divisions  and  host  to  visiting  business 
dignitaries;  Roy  Hatcher,  vice  president,  MFA,  and  Roy  Reed,  MFA's  director 
of  organization.  Mr.  Douglas  is  interviewed  at  MFA  Farm  Suppliers  Day 
luncheon  by  Announcer  Harold  Douglas  of  KFRU  Columbia. 


ICHARDS  HEARING 


Charge  Illegal'  Data 


IID  FCC's  counsel's  charges  that 
orneys  for  G.  A.  (Dick)  Rich- 
!|3s  obtained  evidence  "illegally" 
d  counter-charges  that  FCC  at- 
neys  were  resorting  to  "bad 
rds"  to  "hide  their  failure," 
C's  hearing  on  Mr.  Richards' 
,vs  policies  completed  its  fifth 
ek  last  Friday. 

The  week  saw  Mr.  Richards' 
hnsel  succeed  in  efforts  to  sub- 
fia  broadcast  material  which  they 
limed  was  prepared  by  two  FCC 
bnesses,  former  employes  of  Mr. 
;hards  at  KM  PC  Los  Angeles, 
Id  intended  to  deceive  the  public. 
But  attorneys  for  the  station 
ner  were  overruled  in  their  at- 

iiipts  to  get  subpenas  for  similar 

o.terial  carried  by  another  Los 
igeles  station  and  also  to  question 
other  FCC  witness  on  the  handl- 

9^  of  labor  news  at  a  union-owned 

'ition. 

ijMr.  Richards'  counsel  charged  at 
le  point  that  FCC  attorneys  were 
fking  to  impose  a  gag  rule  on 
itnesses,  thus  preventing  them 
jom  giving  testimony  favorable  to 
K  Richards. 

The  hearing,  being  held  in  Los 
Igeles  before  FCC  Examiner 
mes  D.  Cunningham,  involves 
'arges  that  Mr.  Richards,  owner 
KMPC,  WJR  Detroit  and 
iGAR  Cleveland,  ordered  staff 
'^mbers  to  slant  news  according 
his  own  political  and  social  be- 
fs.  The  licenses  of  the  three 
ations  and  his  plan  to  transfer 
Ijntrol  to  a  trusteeship  are  at 
ike. 

jThe  charge  that  Mr.  Richards' 
||ansel  obtained  evidence  illegally 
ys  the  first  serious  accusation  of 
proper  conduct  by  the  opposing 
jtorneys,  though  there  had  been 
quent  and  often  bitter  clashes 
tween  the  opponents. 

Levels  Charge 
iFred  Ford  of  the  FCC  Law  Bu- 
|p,u  leveled  the  charge  in  a  2V2- 
ige  motion  which  claimed  Mr. 
'chards'  attorneys  had  "by  trick 
d  stealth"  examined  and  photo- 
iited  confidential  minutes  and 
i^ords  of  the  Radio  News  Club  of 
jillywood,  which  made  the  original 
ws-slant  charge  against  Mr. 
Isichards. 

iPVIr.  Ford  asserted  that  the  news 
|ib  had  voluntarily  surrendered 
records  to  Mr.  Richards'  attor- 
|ys  for  examination  of  minutes 
the  February  1948  meeting  con- 
rning  the  charges.  He  accused 
IE  station  owner's  counsel  of 
eaking  a  seal  on  other  portions, 
vid  asked  Examiner  Cunningham 
I  "suppress  illegally  obtained  evi- 
fiince  and  [grant]  other  relief  to 
iieserve  the  integrity  of  the  Com- 
!  ssion's  processes." 
ijoseph  W.  Burns,  associate  coun- 
<i  for  Mr.  Richards,  replied  that 
!  had  intended  to  subpena  Radio 
fews  Club  records  and  that,  if 
l^s  had  been  done,  he  and  his  as- 
ciates  would  have  had  access  to 
(e  entire  book  of  minutes.  He 
BO  accused  Mr.  Ford  of  acting 


as  attorney  for  the  news  club, 
charging  that  the  FCC  staff  had 
no  more  right  to  examine  the  club's 
"confidential"  records  than  he  had. 

"It  is  significant,"  Mr.  Burns 
said,  "that  the  Commission  counsel 
is  so  concerned  with  keeping  secret, 
keeping  from  the  public,  the  in- 
formation as  to  how  this  investiga- 
tion started.  They  are  so  hurt  by 
the  facts  shown  in  these  sup- 
posedly secret  documents  that  they 
are  trying  to  keep  them  out  of  this 
hearing." 

In  a  seven-page  reply  to  Mr. 
Ford's  motion  Mr.  Burns  and  Hugh 
Fulton,  chief  trial  counsel  for  Mr. 
Richards,  claimed  FCC  counsel 
were  relying  upon  "bad  words"  in 


an  attempt  to  "put  up  a  smoke 
screen  to  hide  their  failure." 

They  asserted  that  an  officer  of 
the  news  club — William  J.  Burns, 
secretary-treasurer  when  the  com- 
plaint against  the  station  owner 
was  filed — had  said  they  could  ex- 
amine any  pertinent  portion  of  the 
minutes  book. 

Hit  'Pressure'  Guise 

FCC  counsel,  they  charged,  were 
trying  to  "build  up"  the  news  club 
and  to  conceal  that  "the  pressure 
behind  this  effort  to  deprive  these 
stations  of  their  licenses  comes 
principally  from  Communist-front 
organizations  and  sympathizers  and 
from  other  groups  who  seek  to 


RATING  WRANGLE 


KJBS  Proposal  Gets 
Added  Reaction 


ROADCASTING    •  Telecasting 


CONTINUED  reaction  to  its  proposal  that  audience  research  firms  The 
Pulse  Inc.  and  C.  E.  Hooper  Inc.  submit  to  a  radio  audience  test  in  the 
San  Francisco-Oakland  area,  was  reported  last  week  by  KJBS  San 
Francisco. 

The  station's  proposal — that  the 
test  consist  of  Pulse  and  Hooper 
ratings  of  the  area  checked  against 
a  house-to-house  personal  inter- 
view coincidental  survey  made  con- 
currently— appeared  as  a  full-page 
ad  in  the  July  3  issue  of  Broad- 
casting, signed  by  Stanley  G. 
Breyer,  KJBS  commercial  man- 
ager. 

Mr.  Breyer  revealed  that  Sydney 
Roslow,  director  of  Pulse,  and  Mr. 
Hooper,  had  been  invited  by  the 
station  to  serve  as  personal  repre- 
sentatives of  their  respective  firms 
on  the  proposed  committee  which 
would  conduct  the  survey  test. 
Messrs.  Roslow  and  Hooper  already 
have  accepted,  with  qualifications, 
the  KJBS  invitation  to  submit  to 
the  test  [Broadcasting,  July  17, 
10]. 

Initial  response  to  the  advertise- 
ment was  heavy,  according  to  Mr. 
Breyer,  who  last  week  released  a 
sample  of  letters  endorsing  the 
KJBS  proposal.  Letters  were  re- 
ceived from  William  N.  Berech,  ad- 
vertising and  sales  promotion  man- 
ager, Piel  Bros.  (Light  Piel's 
Beer),  Brooklyn,  N.  Y.;  Garrett  E. 
Hollihan,  radio  and  television  di- 
rector, Brisacher,  Wheeler  &  Staff, 
San  Francisco,  and  James  A.  Gray, 
media  department,  Stockton,  West, 
Burkhart  Inc.,  Cincinnati.  Similar 
endorsement  of  the  proposal  was 
given  by  Benson  M.  Sherman,  of 
Benson  M.  Sherman  Inc.,  San 
Francisco  advertising  agency. 
Needs  One  Service 

With  certain  reservations,  all 
agreed  with  KJBS  that  the  indus- 
try, as  Mr.  Hollihan  expressed  it, 
"needs  only  one  audience  measure- 
ment service — an  audience  meas- 
urement that  fulfills  requirements 
agreed  upon  and  fixed  by  the 
AAAA,  ANA  and  NAB  jointly." 
Mr.  Hollihan  questioned,  however, 
results  to  be  obtained  from  the 
proposed  test-survey  and  said  he 
doubted  whether  the  test  would  dis- 


credit one  firm  as  compared  to  the 
other. 

A  better  approach  to  the  prob- 
lem, Mr.  Hollihan  suggested,  would 
be  a  series  of  meetings  by  AAAA, 
NAB  and  ANA  agreeing  upon 
standards  and  requirements  for  the 
best  possible  method  of  audience 
measurement  followed  by  the  estab- 
lishment— or  hiring — of  an  organ- 
ization, financed  by  subscriptions, 
to  provide  an  audience  measure- 
ment service  along  these  principles. 

While  "this  suggestion  may  be 
impractical  as  well  as  idealistic," 
Mr.  Hollihan  continued,  "I  believe 
it's  the  only  way  to  solve  the  prob- 
lem .  .  ."  and,  although  he  dis- 
agreed with  KJBS'  proposed  solu- 
tion, Mr.  Hollihan  added,  "I  agree 
100%  with  your  objective."  The 
industry,  he  concluded,  "can't  af- 
ford to  subscribe  to  three  or  more 
inadequate  measurement  services." 
Effort  Commended 

Mr.  Berech  wrote:  "I  want  to 
commend  you  on  your  leadership 
in  trying  to  get  to  the  bottom  of  a 
squabble  that  wasn't  doing  anyone 
any  good.  .  .  ."  Similar  interest 
was  shown  by  Mr.  Gray,  who  said 
his  company  would  appreciate  "be- 
ing informed  of  the  details  and  re- 
sults of  th'5  much-needed  show- 
down." 

According  to  Mr.  Sherman's 
statement  to  Broadcasting,  "the 
conflict  and  confusion  to  which  the 
[advertisement]  referred,  unless 
abruptly  eliminated,  could  be  dis- 
astrous to  aural  broadcasting." 

Pointing  out  that  his  firm  is  a 
moderate  size  agency  without  a 
research  department,  Mr.  Sherman 
said:  "I  have  neither  the  back- 
ground nor  the  time  to  evaluate  the 
merits  of  the  coincidental  vs.  the 
recall  survey  methods.  Because  of 
the  conflicting  figures  offered  me, 
I  find  that  I  am  more  inclined  to 
used  other  media  at  the  expense  of 
radio." 


silence  any  political  opposition." 

Contents  of  the  disputed  portions 
of  the  minutes  were  not  disclosed. 
Examiner  Cunningham  took  Mr. 
Ford's  motion  under  advisement. 

Another  flare-up  came  Thursday 
during  Mr.  Burns'  cross-examina- 
tion of  Maurie  Starrels,  mortgage 
investment  broker  and  former 
KMPC  employe.  Mr.  Burns  wanted 
to  know  whether  a  group  of  FCC 
witnesses  had  "got  together"  for 
the  purpose  of  depriving  Mr.  Rich- 
ards of  his  KMPC  license. 

Under  questioning  Mr.  Starrels 
testified  that  after  leaving  KMPC 
he  attended  at  least  one  Radio  News 
Club  meeting  at  which  filing  of  a 
complaint  with  FCC  was  discussed. 
An  earlier  witness  had  testified 
that  neither  Mr.  Starrels,  former 
KMPC  Special  Affairs  Director 
Clete  Roberts,  nor  George  Lewin, 
another  former  KMPC  staff  mem- 
ber, was  present  during  the  club's 
discussions  of  the  subject. 

When  Mr.  Ford  objected  that 
"the  entire  line  of  questioning  about 
these  matters"  was  immatei-ial,  Mr. 
Burns  retorted: 

"The  only  possible  motive  for  the 
Commission's  counsel  in  this  ob- 
jection is  to  try  and  hide  the  real 
reasons  for  this  hearing.  They 
don't  want  to  disclose  all  the  pres- 
sure that  was  brought  on  the  Com- 
mission to  try  and  take  away  the 
licenses  of  these  stations." 

Mr.  Burns  also  referred  to  a 
letter  sent  to  FCC  by  James  Roose- 
velt on  stationery  of  the  Democratic 
State  Central  Committee  of  Cali- 
fornia suggesting  an  investigation. 

"I  think  it  is  pertinent,"  Mr. 
Burns  asserted,  "for  the  trial  ex- 
aminer to  determine  whether  a 
group  of  witnesses  got  together  for 
the  purpose  of  depriving  this  sta- 
tion of  its  license." 

Examiner  Cunningham  over- 
ruled Mr.  Ford's  objection,  holding 
the  station  owner's  counsel  could 
continue  questioning  "in  an  at- 
tempt to  impeach  the  credibility 
( Continued  on  page  30 ) 

SCHEPP  TO  CBS 

Joins  Chicago  Sales 

REX  SCHEPP,  former  president 
and  major  stockholder  of  KPHO- 
AM-TV  Phoenix,  joins  CBS's  west- 
ern sales  office  in  Chicago  July  31 
as  account  execu- 
tive, Sales  Man- 
ager Wendell 
Campbell  an- 
nounced Thurs- 
day. 

Mr.  Schepp 
worked  at  CBS 
Chicago  in  1932 
as  a  salesman  for 
WBBM  and  be- 
came local  sales 
manager  in  1940. 
He  then  went  to  WIRE  Indian- 
apolis as  general  manager  remain- 
ing there  seven  and  a  half  years. 

During  his  WIRE  tenure,  he 
helped  organize  and  served  as  vice 
president  of  North  Jersey  Broad- 
casting Co.,  granted  a  permit  as 
WPAT  Paterson,  N.  J.  In  1943  he 
organized  the  Phoenix  Broadcast- 
ing Co.,  licensee  of  KPHO. 
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JOHN  J.  GILLIN  Jr.,  45,  one  of 
radio's  energetic  "first  generation" 
broadcasters,  died  last  Tuesday 
night  of  heart  seizure. 

Mr.  Gillin,  president  and  general 
manager  of  WOW-AM-FM-TV 
Omaha,  had  been  stricken  the  pre- 
ceding day  while  vacationing  with 
his  family  at  Dairyman's  Country 
Club,  Boulder  Junction,  Wis.  He 
was  moved  to  St.  Mary's  Hospital 
at  Rhinelander,  Wis.,  whei-e  he 
suffered  a  fatal  stroke  Tuesday 
night.  He  had  been  under  doctor's 
care  because  of  a  coronary  con- 
dition for  the  past  year. 

Funeral  services  were  held  in 
Omaha  last  Saturday  at  St.  Ce- 
cilia's Cathedral,  with  rosary  said 
the  preceding  evening  at  the  John 
A.  Gentleman  Mortuary.  Among 
the  mourners  was  Francis  P. 
Matthews,  Secretary  of  the  Navy, 
who  flew  from  Washington.  Secre- 
tary Matthews  is  vice  president, 
a  director  and  general  counsel  of 
WOW  Inc.  and  is  one-fourth  owner. 
Top  NBC  executives  and  many  mid- 
west broadcasters  also  attended. 

Development  of  WOW 

Mr.  Gillin,  recognized  as  ambas- 
sador at  large  for  radio,  was 
active  in  every  phase  of  the  in- 
dustry prior  to  discovery  of  his 
heart  ailment  a  year  ago.  While 
he  was  forced  to  forego  much  of 
this  extra-curricular  activity,  he, 
nevertheless,  directed  the  re- 
organization of  WOW,  acquired 
by  the  corporation  in  which  Mr. 
Gillin  held  a  one-fourth  interest 
in  1945  from  the  Woodmen  of  the 
World,  fraternal  and  life  insurance 
organization.  It  was  because  of 
Mr  Gillin's  development  of  the 
WOW  properties  and  his  contribu- 

GILLIN  TRIBUTE 

CAB  Wires  NAB's  Miller 

TELEGRAMS  expressing  condo- 
lence over  the  death  of  John  Gillin, 
president  and  general  manager  of 
WOW  Omaha,  and  eulogizing  him 
as  "the  best  friend  Canadian  radio 
ever  had  in  the  U.  S.,"  were  sent 
last  week  to  NAB  President  Justin 
Miller,  by  officials  of  the  Canadian 
Assn.  of  Broadcasters. 

William  Guild,  association  chair- 
man, wired  Judge  Miller  that  Mr. 
Gillin  "earned  the  respect  and  ad- 
miration of  Canadians  coast  to 
coast  and  his  cheery  personality 
and  sound  advice  will  be  sadly 
missed  at  future  conventions  of 
CAB." 

T.  J.  Allard,  secretary  of  CAB, 
said  that  "the  entire  Canadian  ra- 
dio industry  learned  with  shock 
and  sorrow"  of  Mr.  Gillin's  death, 
and  stated  that  "we  always  re- 
garded him  as  the  best  fiiend  Can- 
adian radio  ever  had  in  the  U.  S., 
and  as  the  best  ambassador  the 
U.  S.  ever  had  to  Canada."  Mr. 
Allard  asked  that  CAE's  condo- 
lences be  passed  on  to  Mr.  Gillin's 
family,  friends  and  associates. 


tion  to  radio  generally  that  Wood- 
men officials  specified  he  should 
participate  in  ownership. 

"Johnny"  Gillin  was  as  colorful 
as  he  was  vigorous.  Impeccably 
attired,  he  was  known  widely  as 
the  man  with  the  rose.  A  fresh 
tea  rose  always  adorned  his  lapel. 

Mr.  Gillin  served  several  terms 
as  NAB  director  and  headed  many 
of  its  important  committee  func- 
tions. He  was  chairman  of  the 
1949  NAB  Sales  managers  com- 
mittee and  a  member  of  the  com- 
mittee set  up  to  establish  the 
Broadcast  Advertising  Bureau.  He 
had  attended  many  annual  con- 
ventions of  the  Canadian  Assn.  of 
Broadcaster's  as  the  official  dele- 
gate from  the  NAB. 

Surviving  are  his  widow,  the 
former  Marjorie  Johanna  Paulsen 
of  Omaha,  a  daughter,  Joan  Mar- 
jorie, 18,  a  son,  John  J.,  13,  his 
mother,  and  a  sister,  Mary  Alice 
Gillin,  of  Omaha,  and  a  brother, 
William,  long  identified  with  Mid- 
west radio. 

Omaha  Native 

Johnny  Gillin  was  as  native  to 
Omaha  as  he  was  to  radio.  He 
was  born  in  the  midwestern  metro- 
polis on  March  1,  1905.  His  father 
had  been  head  of  a  firm  of  certified 
public  accountants.  He  was  a 
graduate  of  Creighton  U.  Prep 
School  and  there  proved  to  be  one 
of  the  swiftest  sprint  athletes  in 
the  state,  winning  four  track  let- 
ters. He  also  picked  up  three 
letters  in  football  and  two  in  base- 
ball. He  found  time,  too,  to  serve 
as  class  president  for  four  years 
and  to  become  a  member  of  the 
debating  team  and  to  win  the 
elocution  contest  in  his  junior 
year. 

He  majored  in  philosophy  and 
history  at  Creighton  College;  was 
president  of  his  class  for  three 
years;  a  member  of  the  track 
team  for  two  years;  college  elocu- 
tion contest  winner  and  achieved 
almost  every  other  honor  obtain- 
able. He  represented  Creighton 
at  the  canonization  of  St.  Aloysius 
Gonzaga  in  Rome  in  1926.  He  was 
elected  to  Alpha  Sigma  Nu,  na- 


tional honorary  society. 

At  22,  Johnny  turned  to  radio. 
He  became  assistant  manager  of 
the  Chicago  offices  of  National 
Radio  Advertising  Inc.,  early  day 
non-exclusive  station  representa- 
tives. After  two  years,  he  re- 
turned to  Omaha  for  one  of  his 
clients,  Kozak  Inc.,  manufacturer 
of  a  dry  wash.  He  represented 
the  organization  in  six  states  and 
also  attended  Creighton  Law 
School,  completing  his  law  class 
in  1931,  but  he  returned  to  radio 
and  became  chief  announcer  of 
WOW.  A  year  later,  he  headed 
the  station  staff  as  commercial 
program  manager. 

Johnny  had  hobbies.  They  were 
his  family  and  people. 


NBC  PAYS  RESPECTS 

To  John  Gillin 

NBC  AFFILIATES  meeting  in 
Chicago  last  Thursday  (story  page 
17),  passed  the  following  resolu- 
tion : 

Whereas:  John  J.  Gillin  Jr.  had 
for  many  years  devoted  himself 
ceaselessly  and  with  constant  zeal  and 
endeavor  to  the  task  of  elevating 
standards  and  ideals  of  the  broad- 
casting industry  and 

Whereas:  He  had  without  stint  or 
thought  to  his  own  personal  strength 
given  of  his  energy,  physical  and 
spiritual,  to  the  solution  of  the  prob- 
lems of  his  fellow  broadcasters,  par- 
ticularly those  in  the  NBC  network, 
and 

Whereas:  he  was  admired  and  be- 
loved by  all  of  us  for  his  inspired 
leadership,  his  ready  wit,  his  unflag- 
ging enthusiasm,  the  warmth  of  his 
personality,  the  sincerity  of  his  pur- 
pose in  life,  the  energy  devoted  to 
helping  his  fellow  man,  now  therefore 

Be  it  resolved:  That  we  record  with 
profound  sorrow  his  passing  from  our 
midst  and  express  to  his  widow  and 
family  our  sincere  sympathy  over 
their  loss.  The  memory  of  Johnny 
Gillin  shall  forever  be  enshrined  in 
our  hearts. 


SALES  MEETING 

RSN  Session  July  29-30 

NATIONAL  meeting  of  the  Radio 
Sales  Network  will  be  held  July 
29-30  at  Hotel  Texas,  Fort  Worth, 
according  to  Curtis  Bowles,  presi- 
dent of  Bowles  &  Co.,  national 
representative,  and  RSN. 

Sessions  will  include  a  two-day 
panel  discussion  on  the  operation 
and  function  of  the  network. 
Among  affiliate  station  managers 
and  national  directors  scheduled 
to  attend  are  the  following: 

Wayne  Phelps,  KHUZ  Borger,  Tex.; 
H.  A.  Degner,  KOCA  Kilgore,  Tex.; 
Thomas  Sewell,  WMGY  Montgomery. 
Ala.;  Socs  Vratls,  KOLE  Port  Arthur, 
Tex.;  Warren  Gilpin,  WCOR  Lebanon, 
Tenn.;  R.  W.  Chapman,  KSTB  Brecken- 
ridge.  Tex.;  C.  A.  (Bill)  Humbert, 
KVMA  Magnolia,  Ark.;  Ken  Duke, 
KDDD  Dumas,  Tex.;  J,  C.  Stallings, 
KOSF  Nacogdoches,  Tex.;  Albert 
Cooper,  KEVA  Shamrock,  Tex.;  B.  P. 
Pinkston,  M.  M.  Rochester,  KSEL 
Lubbock,  Tex.;  J.  A.  Gallimore,  WSNW 
Seneca,  S.  C;  Boyd  Kelley,  KTRN 
Wichita  Falls;  Felix  Adams,  WRJW 
Picayune,  Miss.;  Guy  Harris,  WJMB 
Brookhaven,  Miss.;  Elmer  Salter, 
WAUD  Auburn,  Ala.;  Tom  Foster, 
KDET  Center,  Tex.;  Paul  Goldman, 
KSYL  Alexandria,  La.;  W.  E.  Brad- 
ford, KSST  Sulphur  Spring,  Tex.; 
Robert  A.  Graef,  Gould,  Brown  & 
Sumney  Inc.;  Robert  J.  Horst,  Trans- 
cription Sales  Inc. 


Mr.  Stone 


STONE  RESIGNS 

Will  Leave  WSM  Post  Oc 

HARRY  STONE,  vice  presir 
and  general  manager  of  W 
Nashville  and  one  of  the  pione 
of  radio  management,  has  resigi^ 
eff'ective  Oct. 
for  reasons 
health. 

The  52-yea] 
broadcaster,  i' 
tified    with  t 
Nashville  cle 
channel  stati, 
since    1928,  s 
he  plans  to  " 
well    first"  £; 
then  continue 
radio   as  a  c 
sultant,  talent  manager,  and  p 
gram  builder.    His  health  has  b. 
poor  for  several  years. 

John  H.  DeWitt  Jr.,  WSM  pi 
ident,  was  reported  taking  o 
station  management  along  with 
other  duties  upon  the  resignat 
of  Mr.  Stone,  who  will  be  inact 
in  WSM  affairs  pending  the  eff 
tive  date  of  his  resignation. 

In  Radio  Since  1922 

Mr.  Stone  has  been  in  radio  sii 
1922,  when  he  helped  constri 
WCBQ,  Nashville's  first  stati 
Others  who  woi-ked  on  that  proj' 
included  Mr.  DeWitt  and  Geoi 
Reynolds,  now  WSM  chief  en 
neer. 

At  the  outset  of  WCBQ's  ope: 
tion  Mr.  Stone  served  as  the  £ 
nouncing  staff,  program  dired 
and  press  agent.  A  year  later 
took  a  job  as  set  salesman  for 
local  store,  and  in  1924,  when  t 
station  was  sold  and  its  call  lettt 
changed  to  WBAW,  he  was  call 
in  as  commercial  manager.  He  w 
instrumental  in  selling  Maxw 
House  Coffee  Co.  its  first  ra( 
show. 

In  1928  Mr.  Stone  joined  WS 
which  had  been  established  by  t 
National  Life  &  Accident  Insurar 
Co.,  and  in  1932  was  made  genei 
manager.  Under  his  direction  t 
station  assumed  stature  as  one 
the  nation's  leading  farm  statioi. 
In  1937  it  attracted  world-wide 
tention  with  some  82  hours  of  cc 
tinuous  broadcasting  of  Louisvi 
flood  bulletins  and  messages 

Developed  Talent 

He  has  been  closely  identifi 
with  the  Grand  Ole  Opry  progi-£ 
almost  from  its  inception,  and  w 
its  only  announcer  and  master 
ceremonies  for  several  years, 
has  figured  in  the  development 
many  stars,  including  James  M 
ton,  Dinah  Shore,  Kay  Armen 
Smilin'  Ed  McConnell. 

Mr.  Stone  is  a  former  chairm 
of  NBC's  Stations  Planning 
Advisory  Committee  and  also 
the  first  chairman  of  the  Cle 
Channel  Group  of  stations.  He  w 
named  president  of  the  Tennes^' 
Associated  Press  Broadcaste' 
when  that  organization  was  form| 
last  fall.  ' 
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Your  Spot  Radio  Dollar 
is  A  Better  Bargain  Than  Ever 


WHO  Costs  52%  Less 
Than  in  1944^  and  Influences 
66%  More  Buying  Power! 


^JEven  though  the  costs  of  most  commodities  and  services  have  risen  by  leaps 
land  bounds  since  1944,  comparisons  prove  that  spot  radio  in  Iowa  actually 
Etijcosts  less  today  than  five  years  ago. 

|ln  terms  of  home  radio  sets,  WHO  cost  52%  less  than  in  1944.  This  of  course 
as  due  to  the  fact  that  Iowa  home  sets  have  increased  by  1,236,000  (136%) 
(since  1944*  (and  modern  research  proves  that  sets  make  today's  audience). 


illlEven   more   startling   than   the  lowered 
'?lime-cost-per-thouscind-home  sets,  however, 
<||is  the  fact  that  Iowa  income  in  the  same 
period  of  time  increased  $1,510,100,000,  or 
j:j66%.   (Iowa's  income  in  1944  was  $2,287,- 
000.000:  in  1949  it  was  83,797,100,000.) 
If  in  1944  the  expenditure  of  SI  for  radio 
.  J  time  impressed  $1,000  of  income,  SI  today 
scA  would  impress  an  income  of  $3,460.  This 
means  that  expenditures  on  radio  today  in 
loiva  are  more  effective  as  regards  total 
income  by  the  astounding  amount  of  346%  ! 


Since  1944,  Iowa  radio  homes  have  even 
increased  29%,  for  a  total  of  769,200.  Com- 
paring \^'HO's  1944  and  1949  rate  cards, 
this  represents  a  drop  of  10.6%  in  time 
costs,  per  thousand  radio  homes.  Thus,  in 
addition  to  covering  far  more  radio  homes 
and  receiving  sets  per  dollar,  spot-radio 
advertisers  on  WHO  influence  vastly 
greater  purchasing  power  now  than  in 
1944.  And,  remember  this  analysis  is  for 
home  sets  alone  —  it  omits  the  hundreds  of 
thousands  of  sets  in  Iowa  cars,  barns,  stores, 


schools,  restaurants,  offices,  etc.,  as  well  as 
additional  millions  of  sets  in  WHO's  vast 
secondary  areas  in  "Iowa  Plus." 

No  wonder  WHO  is  today  a  "Better  Buy 
Than  Ever."  For  additional  facts  about 
who's  great  audience  potential,  write  to 
WHO  or  ask  Free  &  Peters. 


:^  SOURCE :  The  1949  Iowa  Radio  Audi- 
ence Survey.  This  famous  Survey  of  radio 
listening  habits  has  been  made  annually 
for  the  past  twelve  years  by  Dr.  F.  L.  Whan 
of  Wichita  University  and  his  staff.  It  is 
based  on  personal  interviews  A\'ith  thou- 
sands of  Iowa  families,  scientifically  se- 
lected from  cities,  towns,  villages  and  farms 
all  over  the  State. 

As  a  service  to  the  sales,  advertising,  mar- 
keting and  research  professions,  WHO  will 
gladly  send  a  copy  of  the  1949  Survey  to 
anyone  interested  in  the  subjects  covered. 


WIHI© 

+ for  Iowa  PLUS  4> 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 


FREE  &  PETERS,  mC. 
National  Representatives 


IOWA  MARKET  COMPARISONS 

1944  1949  1949  Increase 

Retail  Sales     ...Jl,240,815,00d    $2,423,608,400  95% 

Income    $2,287,000,000    $3,797,100,000  66% 

Farm  Income   $1,627,000,000    $2,265,000,000  33% 

Bank  Check  Transactions.-..$2,058,885,000    $3,159,176,000  53% 


SYRACUSE 


.aybe  you  don't  have  any  chores  to  be  done  in  Syracuse,  or 
St.  Louis  or  Portland  .  .  .  but  how  about  the  other  markets  Hsted 
at  the  right?  Whatever  you  need,  ask  the  Colonel!  All  those 
cities  are  "hometown"  to  us  because  we're  constantly  checking 
them,  studying  them,  working  in  them.  We  know  the  ropes, 
and  it  would  please  us  a  lot  to  be  helpful.  Say  when! 


f7 
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REE  &  Jr  ETERS,  INC, 

Pioneer  Radio  and  Television  Station  Representatives 

Since  1932 


NEW  YORK  CHICAGO 
DETROIT  FT.  WORTH  HOLLYWOOD  SAN  FRANCISCO 


ST.  LOUIS ...  OR  PORTLAND? 


EAST,  SOUTHEAST 

WBZ-WBZA 

WGR 

WMCA 

KYW 

KDKA 

WFBL 

WCSC 

WIS 

WGH 

WPTF 

WDBJ 

MIDWEST.  SOUTHWEST 

WHO 

woe 

WDSM 
WDAY 
WOWO 
WISH 

KMBC-KFRM 

WAVE 

WTCN 

KFAB 

WMBD 

KSD 

KFDM 

KRIS 

WBAP 

KXYZ 

KTSA 

MOUNTAIN  AND  WEST 

KOB 

KDSH 

KVOD 

KGMB-KHBC 

KEX 

KIRO 


Boston-Springfield  NBC  50,000 

Buffalo  CBS      .  5,000 

New  York  IND.  5,000 

Philadelphia  NBC  50,000 

Pittsburgh  NBC  50,000 

Syracuse  CBS  5,000 

Charleston,  S.  C.  CBS  5,000 

Columbia,  S.  C.  NBC  5,000 

Norfolk  ABC  5,000 

Raleigh  NBC  50,000 

Roanoke  CBS  5,000 


Des  Moines  NBC  50,000 

Davenport  NBC  5,000 

Duluth-Superior  ABC  5,000* 

Fargo  NBC  5,000 

Fort  Wayne  ABC  10,000 

Indianapolis  ABC  5,000 

Kansas  City  CBS  5,000 

Louisville  NBC  5,000 

Minneapolis-St.  Paul  ABC  5,000 

Omaha  CBS  50,000 

Peoria  CBS  5,000 

St.  Louis  NBC  5,000 


Beaumont  ABC  5,000 

Corpus  Christi  NBC  1,000 

Ft.  Worth-Dallas  NBC-ABC  50,000 

Houston  ABC  5,000 

San  Antonio  CBS  5,000 

Albuquerque  NBC  50,000 

Boise  CBS  5,000 

Denver  ABC  5,000 

Honolulu-Hilo  CBS  5,000 

Portland,  Ore.  ABC  50,000 

Seattle  CBS  50,000 


*CP 


KFWB  SALE 


Maizlish,  Schine  Bu 
From  Warner  BrosJ 


Ji^T  C.  HORMEL  (2d  r),  board  chmn., 
George  A.  Hormel  Co.,  greets  Harry 
Howe  (2d  I)  after  his  Chicago  per- 
formance on  Hormel's  Music  With 
the  Girls.  With  them  are  (I  to  r)  H.  H. 
Hauph,  V.  p.,  BBDO;  Ralph  Keller, 
gen.  mgr.,  Hormel  sales;  James  L. 
Stirton,  gen.  mgr.,  ABC  Central 
Div.;   Robert  Brethauer,  ABC  sales. 


ON  behalf  of  the  Radio  Executives 
Club  of  Boston,  Harold  E.  Fellows  (I), 
general  manager,  WEEI  Boston  and 
new  president  of  the  club,  presents  a 
silver  cocktail  shaker  to  Craig  Lawr- 
ence, general  manager  of  WCOP 
and  outgoing  president  of  REC 
for    "outstanding    service."  '^^^^ 


DWIGHT  NEWTON  (standing  I), 
radio  columnist,  presents  San  Fran- 
cisco Examiner's  "Favorite  Program 
Award"  to  man  and  wife  radio  team 
Monty  and  Natalie  Masters  (seated) 
for  their  weekly  NBC  Western  net- 
work show  Candy  Matson.  Standing 
at  right  is  John  Elwood,  gen.  mgr., 
KNBC  San  Francisco,  where  show 
originates. 


AWARD  from  the  Notional  Safety 
Counsel  is  presented  to  Gilbert  El- 
liott (I),  president  and  general  man- 
ager of  Derby  Foods  Inc.,  by  Ned 
Dearborn  of  the  Counsel,  for  Derby's 
Sky  King  on  ABC.  Show  was  cited  for 
"teaching  a  youthful  audience  the 
wisdom  of  being  careful."  ^^k^ 


CITATION  of  National  Council  of 
Catholic  Men  to  WOAI  San  Antonio 
for  its  presentation  of  Catholic  Hour 
for  20  years,  goes  to  Hugh  A.  L. 
Halff  (center)  WOAI  pres. -gen.  mgr. 
from  Francis  Bowen  (I),  Archdiocesan 
Counsel  of  Catholic  Men.  John  J. 
McMahon,  pres..  Our  Lady  of  the 
Lake  College,  looks  on. 


ARTHUR  GODFREY  is  welcomed  in 
Chicago  for  dedication  of  Meigs  Field, 
new  airport.  L  to  r:  John  Akerman, 
WBBM  asst.  gen.  mgr.;  Wendell 
Campbell,  CBS  Chicago  sales  mgr.; 
Mug  Richardson,  Mr.  Godfrey's  pro- 
ducer; Mr.  Godfrey;  Janette  Davis, 
singer;  Ken  Craig,  CBS  Cen- 

tra!  Div.  '^^r 


stockholders. 

All  of  the  stock  of  Schine  Chair 
Theatres  is  owned  beneficially  bj 
Schinebro  Inc.,  Gloversville,  N.  Y 
J.  Myer  Schine  is  65%  owner  o: 
this  latter  firm  while  the  remain- 
ing 357c  is  owned  by  Louis  Wj 
Schine.  Mr.  Harnagle  is  with  th(' 
Los  Angeles  law  firm  of  Mc- 
Cutchen,  Thomas,  Matthew,  Grif- 
fiths  &  Greene.  G.  David  Schine 
newly  elected  vice  president  and  di- 
rector of  WPTR  [Broadcasting 
July  17],  also  is  vice  president  oi 
Hildermart  Cor  p.,  Gloversville 
hotel  operator. 

Transfer  papers  were  filed  with 
FCC  by  the  Washington  radio  law 
firm  of  Cohn  &  Marks. 


APPLICATION  for  sale  of  KFWB  Hollywood  by  Warner  Bros.  Picture; 
Inc.  to  Harry  Maizlish  and  Schine  Chain  Theatres  Inc.  for  .?3.50,000  wa 
tendered  for  filing  with  FCC  last  Thursday  [Closed  Circuit,  July  10] 

Mr.  Maizlish,  general  manager  of  KFWB  for  1.3  years,  would  becomi 

•519'f    owner   of   the   outlet   while     ★  ■  — 

Schine,  principal  owner  of  WPTR 
Albany,  N.  Y.,  would  hold  remain- 
ing 49  9f  interest.  An  independent 
outlet,  KFWB  is  assigned  5  kw 
fulltime  on  980  kc.  The  station 
was  established  in  1925. 

The  sale  price  includes  $250,000 
to  be  paid  for  the  stock  of  Warner 
Bros.  Broadcasting  Corp.,  licensee 
of  the  station  and  wholly-owned 
Warner  subsidiary,  and  $100,000 
to  be  paid  for  the  station's  trans- 
mitter site.  The  buyers  have  ob- 
tained a  condition  loan  of  $350,000 
from  the  First  National  Bank  of 
Boston  to  cover  the  transaction 
upon  FCC  approval.  Current  as- 
sets of  KFWB  over  current  liabil- 
ities total  about  $110,000,  the  ap- 
plication said,  which  will  continue 
to  be  available  to  the  licensee  in 
operating  the  station. 

Mr.  Maizlish  and  Schine  have 
formed  KFWB  Broadcasting  Corp., 
a  new  firm  which  will  acquire  the 
stock  in  the  licensee  from  Warner 
Bros.  Pictures.  They  also  have 
formed  KFWB  Realty  Corp.  which 
will  acquire  the  station's  trans- 
mitter site  and  lease  it  to  KFWB 
Broadcasting.  The  latter  would 
become  licensee  upon  eventual  dis- 
solution of  Warner  Bros.  Broad- 
casting after  the  transfer  is  ap- 
proved. 

Mr.  Maizlish  is  president  of 
KFWB  Broadcasting  while  his  per- 
sonal attorney,  Harry  E.  Sokolov, 
is  secretary.  Mr.  Maizlish's  assist- 
ant and  secretary  for  11  years, 
Theola  R.  Sanders,  is  a  director 
of  the  firm.  Representing  the 
Schine  interests  as  KFWB  officers 
are  G.  David  Schine,  vice  presi- 
dent, and  George  Harnagel  Jr., 
treasurer. 

Agreements  between  the  KFWB 
stockholders  provide  that  Mr.  Maiz- 
lish will  be  employed  as  station 
manager  at  $25,000  per  year  and 
that  any  stockholder  wishing  to 
withdraw  or  sell  part  of  his  holding 
must   first  offer   it  to   the  other 


NARBA  Changes 

CHANGES  in  facilities  of  Mexican 
stations,  as  reported  under  provi- 
sions of  the  North  American  Re- 
gional Broadcasting  Agreement, 
now  being  re-negotiated,  were  an- 
nounced by  FCC  last  week.  XEOK 
Monterrey  Sept.  10  is  to  switch 
from  500  w  daytime  on  950  kc  to 
500  w  day,  250  w  night  on  920  kc. 
Same  date  XETR  Ciudad  Valles  is 
to  switch  from  125  w  on  1490  kc 
fulltime  to  1  kw  daytime  on  1120 
kc.  XELX  San  Luis  Potosi,  250 
w  day  on  1120  kc,  has  been  deleted. 
XECX  Queretaro,  1  kw  day  on 
1520  kc,  has  changed  call  to  XENA. 
XECB  Aguascalientes,  500  w  day 
on  1170  kc,  and  XEIY  San  Luis 
Rio  Colorado,  250  w  on  1450  kc, 
have  exchanged  call  letters. 


Thomas 

(Continued  from  page  17) 
front  of  those  being  considered  for 
directorship  of  NAB's  Broadcast 
Advertising  Bureau  in  succession 
to  Maurice  B.  Mitchell,  whose  res- 
ignation becomes  eff'ective  Aug.  15. 
Mr.  Streibert's  announcement  elim- 
inated Mr.  Thomas  from  consider- 
ation. 

Mr.  Thomas  has  headed  WOIC 
since  it  commenced  operations  in 
January  1949.  Under  his  manage- 
ment, the  station  was  brought  into 
the  black  in  less  than  18  months. 

Before  joining  WOIC,  he  was 
sales  manager  for  WOR.  A  past 
president  for  two  terms  of  the 
New  York  Advertising  Club  and 
former  president  of  the  Sales  Ex- 
ecutive Club,  he  is  now  a  director 
of  NAB,  representing  the  TV  in- 
dustry, and  of  the  Advertising 
Federation  of  America.  Mr. 
Thomas  also  belongs  to  the  Wash- 
ington Kiwanis  Club,  the  Wash- 
ington Board  of  Trade,  and  the 
National  Press  Club. 

Earlier  in  his  career,  Mr.  Thom- 
as reported  for  the  Washington 
Herald,  was  copy  editor  and  re- 
porter for  the  Washington  Daily 
News,  and  was  feature  writer  for 
the  Washington  Star.  Then  he  did 
public  relations  work  for  Thomas 
R.  Shipp  Inc.,  Atwater  Kent  Mfg. 
Co.,  General  Motors,  NBC  and  other 
corporations.  He  managed  Atwater 
Kent's  national  radio  auditions. 

Mr.  Thomas  headed  the  radio  de- 
partment of  H.  W.  Kastor  &  Sons, 
Chicago  advertising  agency,  be- 
fore he  left  to  join  WOR  in  1934. 
There  he  served  successively  as 
director  of  sales,  promotion  and 
advertising,  assistant  sales  man- 
ager, sales  manager  and  secretary 
of  the  executive  committee. 

Educated  in  Washington  public 
schools,  George  Washington  U.  and 
Harvard  U.'s  Graduate  School  of 
Business  Administration,  Mr. 
Thomas  is  married  to  the  former 
Sunny  Maxwell.  They  have  a  son, 
Bruce  M.  Thomas,  9. 
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The  biggest 
non-pressure  group 

in  America 


The 


ley  have  no  name,  no  federation,  no 
newspaper  headlines.  Yet  they  make  up  the 
most  important  group  in  America. 

Who  are  they?  They  are  the  savers — 

more  than  100  milhon  of  them.  On  their 
savings  depends  much  of  America's  growth. 

These  thrifty,  self-reliant  people  constitute 
the  backbone  of  America.  Among  them  are 
the  80  million  men  and  women  who  own 
life  insurance.  They  are  providing  for 
themselves  and  their  families. 

Beyond  that,  the  money  they  have  saved 
is  not  idle.  Far  from  it !  It  is  providing  plants 
and  tools  for  industry  and  business.  It  is 
helping  to  make  jobs,  build  homes,  finance 
Government. 

These  savings  are  a  vital  force 
in  America's  vast  production  and  are 
helping  to  make  opportunity  for  all  of  us. 


O  ways  to  protect  the 
buying  power  of  your  savings 

1,  Do  your  share  to  help  lessen  the  pressures  on  Govern- 
ment for  more  spending.  When  we  keep  asking  for  more 
services,  more  benefits,  we  must  expect  to  pay  for  them. 
Remember,  it's  your  Government. 

Back  up  all  efforts  to  balance  the  budget.  When  Govern- 
ment lives  beyond  its  income,  borrowing  money  to  make  up 
the  deficit,  prices  tend  to  rise,  reducing  the  buying  power 
of  your  savings.  Remember,  you're  the  saver! 

3»  Support  economy — elimination  of  waste.  Whatever 
Government  spends,  you  pay  either  directly  in  taxes  or 
indirectly  in  prices.  Remember,  it's  your  money. 


When  Americans  have  the  facts,  tbey  make 
the  right  decisions.  That  is  why  the  life 
insurance  companies  and  their  agents  bring 
you  this  message.  To  protect  the  buying  power 
of  savings  is  the  job  of  each  and  every  one  of  us. 


Institute 
of  Life  Insurance 

488  Madison  Ave.,  New  York  22,  N.  Y, 
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Studio  Cameras  of  WOR-TV,  Nsw  York 
VrOR-T\"  uses  1  1  cameras  like  these— 
6  mourned  on  RCA  Srudio  Pedestals  and 
5  r;cr_.-:ed  on  RCA  Crane-type  Dollies. 


merlca's  uading  Stations 

RCA  TV  [quipinent 


WOR-TV,  for  instance 


NE  OF  THE  NEWEST  and  most  carefully 
planned  television  stations  in  the  East,  this  great 
Mutual  Network  Station  is  now  delivering  video 
shows  to  more  than  1,500,000  homes  in  the 
New  York  metropolitan  area. 

Widely  known  for  excellence  of  its  technical 
facilities,  WOR-TV  is  backed  by  one  of  the 
most  able  engineering  staffs  in  the  business.  Not 
satisfied  to  recommend  studio  and  field  equip- 
ment from  specifications  alone,  this  sta^  carefully 
tested  and  compared  the  equipment  oj several  nianu- 
Jacturers. 

Today  WOR-TV  is  supported  by  a  complete 
installation  of  RCA  TV  Studio  Equipment.  Eleven 
studio  cameras  like  those  pictured  here.  Eight 
RCA  Field  Cameras — that  help  give  New  York 
the  widest  sports  coverage  in  television.  A  com- 
plete RCA  push-button  video  relay-switching 
system  to  serve  the  master  control  room  and 
three  studio  control  rooms.  Complete  RCA  film 
camera  chains  . . .  picture  monitors  .  . .  stabilizing 
amplifiers  .  .  .  synchronizing  generators  .  .  .  dis- 
tribution amplifiers  .  .  .  power  supplies. 

When  you  plan  for  TV  ...  or  add  equipment  to 
your  set-up  .  . .  follow  the  networks.  Go  RCA! 

Your  RCA  TV  Equipment  Sales  Engineer  will 
help  you  plan.  Call  him.  Or  write  Dept.  19-GD, 
RCA  Engineering  Products,  Camden,  N.  J. 


r  EQUi9»MEMT 


tiON  of  AMMMtCA 


RARTMEMT,  CAMDEM.M.J. 


In  Conodo:  RCA  VICTOR  Company  limited,  Montreal 


Richards  Hearing 

(Continued  from  page  21) 
[of  testimony]  about  the  prepara- 
tion of  affidavits  and  accumulation 
of  evidence  which  Radio  News  Club 
brought  to  the  attention  of  the 
Commission." 

Mr.  Starrels  said  he  "tried  to 
follow  Mr.  Richards'  order  on  news 
slanting  as  much  as  possible,"  but 
didn't  always  cary  out  the  owner's 
instructions.  When  he  thought 
Mr.  Richards  was  not  listening  to 
the  radio,  he  said,  "we  tried  to  pre- 
sent as  objective  a  newscast  as  pos- 
sible." 

He  said  Mr.  Richards  instructed 
him  to  link  the  name  of  Henry  Wal- 
lace with  items  about  communism 
and  sometimes  gave  orders  to  ridi- 
cule, play  down,  or  completely  omit 
good  news  stories  about  certain  per- 
sons. He  testified  he  was  told  to  use 
editorials  in  newscripts,  and  that 
he  used  part  of  a  Westbrook  Pegler 
column  in  a  newscast. 

Fred  Henry,  assistant  general 
manager  and  program  director  of 
KLAC  and  KLAC-TV  Hollywood, 
also  testified  he  sometimes  used 
newspaper  items  and  editorial 
matter  in  KMPC  newscasts  at  Mr. 
Richards'  request  during  his  tenure 
as  associate  news  editor  in  1940-41. 

When  Mr.  Burns  objected  to 
questioning  about  the  station  own- 
er's "personal  views,"  Mr.  Ford  re- 
plied that  charges  of  anti-Semitism 
had  been  made  and  said  his  line  of 
questioning  was  to  determine 
whether  Mr.  Richards  had  such  an 
attitude. 

Mr.  Henry  testified  that  Mr. 
Richards  had  referred  to  former 
Treasury  Secretary  Henry  Morgen- 
thau  as  a  "damn  Jew"  and  to  the 
late  President  Roosevelt  as  a  "Jew 
lover."  Under  cross-examination 
he  said  that,  so  far  as  he  knew, 
KMPC  never  broadcast  any  false 
or  deceiving  statement  while  he  was 
employed  there. 

Archibald  Hall,  a  newscaster  and 
news  editor  of  KMPC  from  1941  to 
1943,  testified  he  was  ordered  to 
broadcast  unfavorable  stories  about 
several  prominent  Democrats.  He 
said  that  after  he  edited  an  item 
concerning  the  late  President 
Roosevelt  which  Mr.  Richards  as- 
sertedly  had  dictated  and  ordered 
broadcast,  the  station  owner  called 
him  a  "  Roosevelt  lover." 

Fond  of  Mr.  Richards 

Mr.  Hall  conceded  to  Examiner 
Cunningham,  however,  that  he  had 
never  purposely  omitted  from 
KMPC  newscasts  anything  favor- 
able to  the  Roosevelt  family.  He 
told  Mr.  Fulton  he  had  been  "very 
fond"  of  Mr.  Richards,  and  identi- 
fied a  letter  which  he  sent  to  the 
station  owner  shortly  before  he  left 
for  military  service.  In  the  letter 
he  praised  Mr.  Richards  as  a  "damn 
good  boss  and  a  stalwart  Yank." 

Mr.  Fulton  cross-examined  Mr. 
Hall  at  length  on  his  participation 
in  the  activities  of  the  now-defunct 
Davis  Motor  Car  Co.  of  Van  Nuys, 
Calif.  The  witness  acknowledged  he 
had  used  sound  effects  to  simulate 
a  "production  line"  in  making  a 
promotional  transcription  to  be 
used  on  various  stations. 

Page  30    •    July  24,  1950 


L,A.  hAASS  MEET 

Demands  Probe  of  FCC 

MASS  MEETING  to  demand  Con- 
gressional investigation  of  the  al- 
leged bias  of  FCC  and  to  demand 
ouster  of  "traitors  and  appeasers" 
in  the  State  Dept.  and  other  federal 
agencies  was  held  in  Hollywood's 
American  Legion  Hall  at  2035  N. 
Highland  Ave.  last  Thursday  night. 
Presiding  at  the  meeting  was  C. 
Don  Field,  a  transportation  execu- 
tive and  former  California  state 
assemblyman  from  Glendale. 

The  mass  meeting  announcement 
said  the  gathering  was  open  to 
"every  good  American  who  wants 
free  speech  over  radio  and  who 
wants  to  get  rid  of  the  traitors  and 
appeasors  responsible  for  the  loss 
of  Nationalist  China,  the  dividing 
of  Korea,  the  blocking  of  efforts  to 
arm  South  Korea  against  Commu- 
nist conquest." 

Resolutions  were  presented  citing 
"current  harassment"  of  G.  A. 
(Dick)  Richards,  principal  owner 
of  KMPC  Hollywood,  WJR  Detroit 
and  WGAR  Cleveland  (see  story 
this  page).  The  resolutions  also 
demanded  that  "the  protection  of 
Communism  by  certain  networks 
and  leftwing  bias  of  FCC  be  given 
a  thorough  airing  by  Congress." 

"Americans  who  want  to  expose 
Communism  and  the  New  Deal," 
Mr.  Fields  said,  "find  it  almost  im- 
possible to  get  time  on  the  radio. 
Such  harassment  of  radio  station 
owners  as  is  now  going  on  by  the 
FCC,  sitting  as  both  judge  and 
prosecutor,  makes  other  radio  sta- 
tion owners  afraid  to  let  the  truth 
be  told  over  their  stations.  We  hear 
seven  or  eight  leftwing  commenta- 
tors to  every  good  American  on  the 
air,"  Mr.  Field  said. 

Mr.  Fulton  claimed  these  tran- 
scribed broadcasts  were  intended  to 
deceive  potential  investors  in  the 
motor  firm.  He  succeeded  in  having 
subpoenas  issued  for  scripts,  tran- 
scription, and  records  which  Messrs. 
Hall  and  Roberts  made  for  the 
Davis  company. 

Mr.  Fulton  said  his  request  for 
the  records  was  "to  show  that  these 
men  [Messrs.  Hall  and  Roberts] 
who  had  such  high  standards  that 
they  refused  to  broadcast  certain 
material  over  KMPC  because  they 
considered  it  derogatory  to  the  late 
President  Roosevelt,  did  not  object 
to  making  false  statements  intended 
to  convince  the  public  that  [the 
Davis  company]  was  a  large,  bus- 
tling factory  ready  to  produce  large 
numbers  of  automobiles." 

Mr.  Hall,  it  was  brought  out,  had 
been  advertising  manager  and  later 
general  manager  of  the  Davis  firm. 
He  and  Mr.  Roberts  conducted  a 
publicity  and  advertising  agency 
after  they  left  KMPC. 

Examiner  Cunningham  refused, 
however,  to  issue  subpoenas  for 
Davis  company  material  assertedly 
broadcast  over  KFWB  Hollywood 
or  for  the  appearance  of  the  Los 
Angeles  County  deputy  district  at- 
torney who  is  prosecuting  Gary 
Davis,  head  of  the  Davis  firm,  on 
charges  of  grand  theft  involving 
alleged  sale  of  franchises  for  dis- 


tribution of  the  proposed  Davis 
three-wheel  automobile.  Mr.  Cun- 
ningham explained  that  he  did  not 
intend  to  litigate  the  Davis  case  in 
the  FCC  hearing. 

Other  witnesses  for  FCC  were 
William  W.  Kenneally,  director  of 
news  and  special  events  of  KFMV 
Hollywood;  Walter  S.  Arnold,  ABC 
Hollywood  announcer;  and  Walter 
Carle,  Hollywood  distributor  of  a 
coin-in-the-slot  TV  receiver.  All 
are  former  KMPC  employes  and 
all  testified  during  the  first  Rich- 
ards hearing  in  March,  the  record 
for  which  was  stricken  following 
the  death  of  the  then  examiner. 

Examiner  Cunningham  stopped 
Mr.  Fulton  when  the  attorney  un- 
dertook to  question  Mr.  Kenneally 
on  the  handling  of  labor  news  on 
KFMV,  owned  by  a  subsidiary  of 
the  ILGWU. 

Mr.  Fulton  said  he  was  trying 
to  show  that  the  union-owned  sta- 
tion carries  labor  items  that  other 
stations  would  not  consider  news- 
worthy, but  Examiner  Cunningham 
ruled  that  this  has  nothing  to  do 
v/ith  news  handling  on  KMPC. 

Mr.  Kenneally  said  he  had  re- 
ceived "instructions"  from  Mr. 
Richards  on  the  handling  of  cer- 
tain items  but  sometimes  ignored 
them. 

Cites  Job  Warning 

He  said  his  superiors  in  the 
KMPC  newsroom  told  him  that 
"Mr.  Richards  exercised  direct  con- 
trol over  and  had  great  personal 
interest  in  the  station's  newscasts," 
and  asserted  he  recalled  two  tele- 
phone conversations  with  the  sta- 
tion owner. 

He  said  that  in  one  Mr.  Richards 
ordered  inclusion  of  an  item  on  a 
foreign-born  labor  organizer,  re- 
marking that  "he  is  a  Jew  and  all 
Jews_  are  Communists."  In  the 
other,  he  testified,  Mr.  Richards 
warned  that  "if  the  President  and 
incumbent  administration  remain 
in  power,  jobs  of  all  KMPC  em- 
ployes were  in  jeopardy." 

Mr.  Kenneally  spent  most  of 
Tuesday  afternoon  identifying 
newscripts,  testifying  that  many 
items  included  were  ordered  by  Mr. 
Richards  through  George  Lewin, 
then  news  editor,  or  Mr.  Roberts. 
He  also  testified  that  some  news- 
scripts  were  "short,"  but  didn't  im- 
ply they  had  been  "tampered"  with. 

Mr.  Arnold,  with  KMPC  in  1941- 
42,  testified  he  was  ordered  by  Mr. 
Richards  to  use  anti-administration 
newspaper  items  and  editorials  on 
newscasts.  Asked  on  cross-exami- 
nation whether  he  thought  he  had 
broadcast  "false  or  misleading"  in- 
formation on  KMPC,  he  replied: 
"No,  I  wouldn't  say  so." 

Mr.  Carle,  news  editor  of  KMPC 
from  November  1943  to  April  1945, 
said  he  "ignored  as  much  as  pos- 
sible requests  from  Mr.  Richards 
that  editorials  and  certain  news 
stories  published  in  certain  Los 
Angeles  newspapers  he  included  on 
KMPC  news  programs." 

When  he  argued  about  the  "eth- 
ics" of  a  request  for  the  use  of  a 
copyrighted,  by-line  newspaper 
story  on  a  broadcast,  he  testified, 
Mr.  Richards  replied:   "The  hell 


with  all  that  stuff." 

Repeating   testimony   presen  ■ 
at  the  March  hearing,  Mr.  Ca 
said  on  one  occasion  Gene  C 
then  Mr.  Richards'  assistant, 
layed  an  order  to  broadcast  an  ed 
torial.  He  quoted  Mr.  Carr  as  sa; 
ing:  "Walter,  if  he  loses  his  licens 
if  he  pays  a  fine,  if  he  goes  to  jai 
put  it  on  the  5  o'clock  broadcast 

Mr.  Carle  said  he  refused  to  ( 
so  and  offered  his  resignation  b) 
was  told  to  "sit  tight."  When  } 
talked  to  Mr.  Richards  several  daj 
later,  he  said,  the  station  own( 
was  "very  friendly." 


RICHARDS  PLEDGE 

Sent  to  Presider 

FCC'S  HEARING  on  the  news  po 
icies  of  G.  A.  (Dick)  Richards  wj 
called  to  President  Truman's  a- 
tention  last  Thursday,  in  a  teh 
gram  sent  by  the  station  own« 
offering  "our  every  facility  an 
effort"  to  assist  in  the  Korea 
crisis  and  the  campaign  agains 
communism. 

Pledging    the    services    of  hi 
three  stations  "to  you  and  our  b« 
loved  country,"  Mr.  Richards  oi 
fered    the    President   "our  ever 
facility   and   effort  to   assist  th, 
United  States  and  United  Nation! 
to  end   North   Korean  aggressio  i 
and  to  prevent  communism  at  honif 
or  abroad  from  threatening  worl  | 
peace  and  the  American  way  o 
life." 

He  said  the  stations  will  ai 
every  such  endeavor  regardless  o 
interference  with  commercial  pre 
grams  and  consequent  loss  of  rev 
enue  as  they  did  during  World  Wa 
II  and  in  other  emergencies. 

Mr.  Richards  also  said  the  sta 
tions  are  "being  subjected  to  at 
tack  and  persecution  by  the  FC( 
which  diverts  time  and  personne 
that  should  be  employed  elsewher 
and  impairs  our  ability  to  aid  thi 
and  other  paramount  and  worth; 
causes." 

Mr.  Richards  is  principal  owne 
of  KMPC  Los  Angeles,  WJR  De 
troit,  and  WGAR  Cleveland  (als 
see  story  page  21). 


WTTM  LIBEL  SUIT 

Kelly  Is  Denied  Ret-ria 

APPLICATION  of  Lloyd  Kelly 
deputy  director  of  public  safety 
Trenton,  N.  J.,  for  new  trial  of  hi 
libel  suit  against  WTTM  Trentoi 
has  been  denied  by  New  Jerse; 
Superior  Court  Judge  Richard  J 
Hughes,  it  was  reported  last  weel; 
The  ruling  upheld  the  earlier  ver 
diet  of  "no  cause  of  action"  by  th 
court  [Broadcasting.  July  11 
1949]. 

Judge  Hughes,  however,  pre 
pared  the  way  for  a  new  trial  re 
specting  the  Trentonian  and  it 
editor,  Arthur  D.  Hoffman,  cc 
defendents  with  WTTM.  Th 
court's  new  action  eliminated  th 
question  of  actual  malice  on  th 
retrial  and  also  limited  damage 
to  compensatory  damages  only 
Cause  of  the  suit  was  a  news  com 
mentary  by  Mr.  Hoffman  durin 
the  Trentonian's  program  o 
WTTM,  the  decision  said. 
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NOW— by  transcription... 

this  Sensational  New  Quarter-Hour  Series! 


THE  ALL  NEW 


The  Equal  of  Top-Rating  Network 
Shows  . . .  for  Less  than  the  Cost  of 
Local  Talent! 

The  inimitable  Beatrice  Kay... plus  ex-Glenn  Miller- 
Claude  Thornhill- vocalist  Artie  Malvin . . .  music  by  the 
Kay  Jammers . . . large  male  chorus . . . guest  stars!  Humor, 
variety,  human  interest. . .beloved  oldies  and  sparkling 
new  melodies... a  timely  answer  to  America's  latest 
touch  of  nostalgia!  MC-ed  brilliantly  by  Bea,  herself — 
never  more  entertaining — seldom  more  heart- warming! 

A  fast-moving  well-knit  show  offering  local,  regional 
and  national  advertisers — by  transcription — the  pres- 
tige, listener  loyalty  and  merchandising  opportunities 
of  the  finest  network  programs.  156  quarter-hour 
programs.  Complete  promotion  kit.  Tested  kick- 
off  promotion  gimmick.  Write,  wire  or  phone  for 
full  audition  presentation. 


RICHARD  H.  ULLMAN,  Inc. 

"Competes  }Afith  the  best...outrates  the  rest!" 


Phone  Cleveland  2066 

295  Delaware  Avenue 
BufFalo  2,  New  York 
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'VOICE'  EXPANSION 


A  CONGRESSIONAL  subcommit- 
tee last  week  began  heai'ings  on 
President  Truman's  proposal  to 
expand  the  State  Dept.'s  informa- 
tion program  and  request  for  an 
additional  $89  million  to  imple- 
ment the  Voice  of  America's  facil- 
ities and  programming  functions. 

The  group,  headed  by  Rep.  John 
J.  Rooney  (D-N.  Y.),  held  daily 
hearings  during  which  it  heard  key 
State  Dept.  information  officials 
testify  in  behalf  of  the  President's 
recommendations  to  meet  the  chal- 
lenge of  Soviet  Russia's  stepped- 
up  propaganda  campaign. 

The  proposal  complements  a 
resolution  (S.R.&S.  243)  sponsored 
by  Sen.  William  Benton  (D-Conn.) 
and  12  Senate  colleagues  and  de- 
signed to  expand  the  Voice,  on 
which  a  Senate  Foreign  Relations 
subcommittee  previously  had  held 
hearings. 

The  Benton  proposal  had  the 
unanimous  support  of  Brig.  Gen. 
David  Sarnoff,  board  chairman  of 
RCA,  who  urged  creation  of  a  $200 
million  worldwide  radio  network; 
high  State  Dept.  officials,  includ- 
ing Secretary  of  State  Dean  Ache- 
son;  top-level  military  personali- 
ties, like  Gens.  Dwight  Eisenhower 
and  George  Marshall,  and  a  num- 
ber of  legislators  [Broadcasting, 
July  17,  10]. 

The  President's  request  was 
taken  up  in  closed  sessions  last 
week,  Monday  through  Thursday, 
as  part  of  an  overall  supplemental 
bill  for  a  number  of  government 
agencies.    Subcommittee  also  com- 


JAMES  F.  BURKE 

Former  CBS  Official  Dies 

JAMES   F.   BURKE,  42,  former 
manager  of  program  sales  for  CBS 
Radio  Sales,  died  July  17,  at  St. 
Vincent's  Hospi- 
tal, New  York. 

Mr.  Burke 
joined  CBS  in 
1933  as  a  member 
of  the  program 
department  staff, 
and  was,  succes- 
sively, director  of 
program  infor- 
mation, director 
of  new  program 
ideas,  service 
chief  of  audience 
description  division  of  Research 
Dept.,  assistant  director  of  pro- 
gram department,  and  finally  man- 
ager of  program  sales  until  he 
resigned  because  of  ill  health  last 
fall. 

Mr.  Burke  was  born  in  New 
York,  and  was  graduated  cum  laude 
from  Williams  College  in  1930.  His 
home  was  in  Forest  Hills,  New 
York. 

His  widow,  Mrs.  Helen  Burke, 
his  daughter.  Sheila,  and  two 
brothers,  John  and  Edward,  sur- 
vive him. 


Mr.  Burke 


prised  Reps.  Daniel  Flood  (D-Pa.), 
Prince  Preston  Jr.  (D-Ga.),  Karl 
Stefan  (R-Neb.)  and  Cliff  Clev- 
enger  (R-Ohio). 

A  host  of  State  Dept.  officials, 
among  them  Edward  Barrett,  as- 
sistant Secretary  of  State  for 
public  affairs,  and  Foy  D.  Kohler, 
chief  of  the  International  Broad- 
casting Div.,  which  operates  the 
Voice,  reportedly  testified  on  be- 
half of  the  additional  funds. 

New  Funds  Seen 

Administration  leaders  on  Cap- 
itol Hill  expressed  confidence  that 
Congress  would  approve  fresh 
funds  for  the  Voice  and  other 
services,  but  at  week's  end  it  re- 
mained a  matter  of  speculation 
how  much  of  the  $89  million  sum 
would  be  allotted. 

It  was  expected  that  the  Rooney 
subcommittee  would  report  its  find- 
ings sometime  this  week  or  next  to 
the  full  Appropriations  Committee. 
The  measure  then  would  go  to  the 
House  floor,  and  then  be  passed  on 
to  the  Senate,  which  has  already 
cut  the  Voice's  regular  appropria- 


Hill  Hearings  Begin 


tion.  Rep.  Clarence  Cannon  CD- 
Mo.)  is  chairman  of  the  House 
funds  group. 

Meanwhile,  the  Senate  Foreign 
Relations  subcommittee,  headed  by 
Sen.  Elbert  Thomas  (D-Utah),  has 
decided  to  defer  further  considera- 
tion of  the  Benton  resolution  pend- 
ing evaluation  of  the  President's 
message  to  Congress  Wednesday. 
It  took  up  the  matter  last  Monday 
but  reported  no  action. 

In  any  event,  Sen.  Thomas  al- 
ready has  pointed  out  that  State 
Dept.  has  sufficient  authority  to 
implement  Voice  expansion  under 
the  Smith-Mundt  Act,  and  that  any 
further  action  by  Congress,  aside 
from  providing  new  funds  for  facil- 
ities and  personnel,  would  be 
largely  academic. 

It  was  understood  that  the  $89 
million  figure  suggested  by  the 
President  would  comprise  a  sum 
of  $7  million  for  acquisition  by  the 
General  Services  Administration 
of  a  New  York  building  to  house 
overall  information  personnel;  $41 
million  for  purchase  and  rental  of 
additional    radio    facilities;  and 


another  $41  million  covering  ne 
language  programs  and  addition 
language  desk  personnel. 

The  facilities  would  be  center 
both  in  the  U.  S.  and  in  Euro 
and  would  be  utilized  in  furth 
efforts  to  break  Soviet  jammin 
operations.     They   also  would 
used   to    extend   the  informatio 
program  to  critical  areas  in  E 
rope,  Asia  and  the  Middle  Eas 
not  presently  covered  by  the  U. 

In  closed  sessions  last  week  M 
Kohler,  IBD  chief,  supported  th 
President's  plea  for  addition, 
funds.  It  was  understood  he  ad ! 
vised  the  Rooney  subcommitta 
that  the  Voice  would  take  top  pri : 
ority  in  any  funds  Congress  shouk 
appi'ove,  though  they  would  bi  1 
parceled  out  among  all  media.  H(| 
reportedly  cited  purposes  in  thij 
above-mentioned  breakdown  foi 
which  the  funds  would  be  utilizec 

Importance  Stressed 
Mr.  Kohler  was  understood  t 
have  stressed  the  importance  o 
increasing  Voice  facilities  to  com 
bat  Soviet  psychological  warfare 
and  the  need  for  at  least  doublinj 
the  present  programming  of  th 
International  Broadcasting  Divi 
sion. 

Meanwhile,  the  U.  S.  Advisor 

(Continued  on  page  5i) 


NETWORK  PROBE 


IMMEDIATE  probe  by  the  Justice 
Dept.  and  the  Federal  Trade  Com- 
mission of  alleged  violation  of  the 
Communications  Act  and  anti- 
monopoly  laws  by  the  four  major 
radio  networks  was  urged  Thurs- 
day by  Rep.  Harry  R.  Sheppard 
(D-Caiif.). 

Admitting  that  his  pending  bill 
(HR  7310)  to  require  FCC  licens- 
ing of  networks  had  only  a  slim 
chance  to  be  enacted  this  session, 
Rep.  Sheppard  asked  that  the  gov- 
ernment agencies  report  their  find- 
ings to  Congress  and  take  "correc- 
tive" action. 

Introduced  early  this  year,  the 
Sheppard  measure  would  set  up 
licensing  of  networks  similar  to  the 
established  station-licensing  proce- 
dures. Additionally,  stations  would 
be  permitted  to  rebroadcast  any 
network  program  with  permission 
of  its  sponsor  and  other  programs 
with  permission  of  the  originating 
station   [Broadcasting,  Feb.  20]. 

In  a  scathing  attack  on  network 
broadcasting,  Rep.  Sheppard 
charged  ABC,  NBC,  CBS  and  MBS 
with  flourishing  under  the  Act  as 
"one  of  the  greatest  monopolies  this 
country  has  ever  seen  (and)  has 
grown  to  such  proportions  that  it 
dictates  what  entertainment  and 
what  information  the  public  shall 
hear  over  the  public's  own  air- 
ways." 

The  alleged  "dictatorial"  power, 
the  Californian  said,  "is  made  pos- 
sible because  of  a  clause  in  the  con- 
tracts of  the  radio-chains,  with  the 
licensees  of  radio  stations,  called  an 
option  time  clause,  which  .  .  .  gives 


the  power  to  the  radio  chains  to 
force  any  local  radio  program  off 
the  air  through  intimidation  of  the 
licensee  of  the  radio  station." 

Extending  his  attack  to  include 
the  NAB,  whose  officers  he  alleged 
are  "working  for  the  radio  network 
monopolies,"  Rep.  Sheppard  bit- 
terly denounced  them  for  attempt- 
ing to  block  distribution  of  copies 
of  his  proposed  bill  among  NAB 
convention  delegates  in  Chicago  last 
April.  He  later  told  Broadcasting 
that  he  was  referring  to  the  effort 
of  Gordon  Brown,  WSAY  Roches- 
ter, N.  Y.  (WSAY  is  not  an  NAB 
member),  to  give  out  copies  of  the 
bill  at  the  convention. 

Mr.  Brown  has  pending  a  suit 
against  the  four  networks  charg- 
ing conspiracy  to  keep  WSAY  from 
carrying  network  programs. 

Rebroadcast  Profitable 

Emphasizing  that  rebroadcasting 
of  radio  programs  "can  be  very 
profitable  to  the  sponsors  of  these 
programs  because  it  enables  the 
sponsor  to  procure  additional  lis- 
teners at  a  very  low  cost,"  the  Con- 
gressman said  little  East  Coast  re- 
broadcasting  is  done  because  "there 
is  little  or  no  option  time  available 
on  the  East  Coast  network  sta- 
tions." 

Rep.  Sheppard  said  there  is  a 
radio  station  that  "is  attempting  to 
negotiate  with  the  sponsors  of  these 
radio  programs"  for  rebroadcasting 
but  that  the  networks  have  prohib- 
ited such  a  transaction.  In  his  com- 
ments to  a  newsman  after  the 
speech,  he  explained  that  actually 


Urged  by  Shepparc 


four  such  instances  had  bee 
brought  to  his  attention. 

Rep.  Sheppard  asked  that  th 
government  investigators  make  a: 
"immediate  and  thorough  investi 
gation"  to  determine  to  what  exten 
the  networks  allegedly  violate  th 
Communications  Act,  as  well  a 
other  anti-trust,  monopoly  or  fai 
trade  acts.  He  also  requested  th 
these  laws  be  applied  "to  correc 
this  deplorable  situation.  .  . 

He  also  charged  : 

The  .  .  .  four  chains  dictate  to  th 
licensees  of  our  radio  stations,  thi 
the  licensees  shall  not  broadcast 
program  of  local  or  hometown  inte 
est,  or  a  commercial  program  of 
local  or  hometown  merchant.  This  . 
is  made  possible  because  of  ...  a 
option  time  clause  .  .  . 

These  radio  chains  dictate  the  rate 
that  hundred  of  radio  broadcastei 
shall  charge  for  their  radio  facilitie 
These  radio  chains  dictate  what  pr( 
grams,  and  over  what  stations  th 
radio  public  shall  be  informed  or 
tertained.  These  chain  monopolies  dii 
tate  which  commentators  interpri 
the  news  for  millions  of  our  peopl 

Nothing  in  the  makeup  of  thes 
radio  chains,  prevent  their  control  b; 
foreign  countries  or  agents;  yet  thes 
monopolies  dictate  the  majority  of  th 
programming  of  our  country's  radi 
stations,  through  the  medium  of  thei 
affiliation  contracts  with  these  radi 
stations.  These  monopolies  dictate  th 
editorial  policies  of  some  of  the  majo; 
trade  publications  of  the  broadcastin; 
industry.  .  .  .  They  attempt  to,  an^ 
sometimes  do,  exert  undue  influenc 
on  the  decisions  of  the  FCC,  b 
dangling  lucrative  jobs  before  th 
eyes  of  the  personnel  of  our  control 
ling  agencies. 
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FM  STATION  OPERATORS! 


The  Zenith  Distributor  in  your  territory  is  anxious  to 
work  with  you  to  get  more  good  FM  sets  throughout  your  listening  area  ...  to  build  bigger, 
better  audience  for  you.  Get  in  touch  with  him  now ...  or  write  direct  to  Advertising  Manager 


ZENITH  RADIO  CORPORATION  •  6001  Dickens  •  Chicago,  Illinois 
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IT'S  a  shirt  sleeve  session  for  these  conferees  at  the  Assn. 
of  Independent  Metropolitan  Stations  convention  at 
Miami  during  the  July  4  holiday.  L  to  r:  (seated)  Frank 
Devaney,  WMIN  St.  Paul;  H.  S.  Jacobson,  KXL  Portland, 
Ore.;  Lawson  Taylor,  KFMJ  Tulsa;  Patt  McDonald,  WHHM 
Memphis  and  Gene  Trace,  WBBW  Youngstown,  Ohio; 
(standing)  John  Engelbrecht,  WIKY  Evansville,  Ind.;  Bill 


Ware,  KSTL  St.  Louis;  Robert  G.  Venn,  WMIE  Miami,  Flo 
Jim  Campbell,  WHOW  Norfolk,  Va.;  Edwin  Welton  an 
S.  A.  Cisler,  WKYW  Louisville;  James  Ownby,  WJZr 
Jackson,  Miss.;  Charles  Balthrope,  KITE  San  Antonic 
Tex.;  Dave  Baylor,  WJMO  Cleveland,  Ohio;  J.  G.  Pall 
ridge,  KYA  San  Francisco;  T.  B.  Baker  Jr.,  WKDA  Nash 
ville,  and  Howard  Shuman,  KFMJ. 


Censorship 

(Continued  from  page  19) 

mines  the  faith  of  Amex-ican  radio 
listeners  in  freedom  of  news  re- 
porters representing  them  to  de- 
scribe accui'ately  conditions  at  the 
front." 

"Uniform  military  censorship  as 
applied  during  World  War  II  in 
combat  areas  might  be  the  best 
approach  to  the  Korea  coverage 
problem,  but  banning  of  newsmen 
who  violated  no  security  rules  is 
indefensible,"  Mr.  Shelley  felt. 

Spokesmen  at  the  Defense  Dept. 
information  office  said  they  had  no 
knowledge  of  any  reply  filed  by 
Secretary  Johnson,  and  expressed 
belief  that  the  problem  no  longer 
is  an  issue  in  view  of  Gen.  Mac- 
Arthur's  action  reinstating  the 
correspondents. 

Mr.  Shelley,  a  former  war  cor- 
respondent who  covered  both  the 
European  and  Pacific  theatres  for 
WHO  Des  Moines,  Iowa,  told 
Broadcasting  he  felt  "nothing  but 
uniform  military  censorship  will 
provide  a  reasonably  satisfactory 
method  of  regulating  reporting  .  .  . 
in  a  manner  consonant  with  se- 
curity." 

"It  seems  to  me  the  height  of 
the  unfair  to  say  to  a  group  of 
newsmen  "we'll  trust  you  to  use 
your  own  judgment;  there'll  be  no 
censorship" — and  then  to  jerk  them 
when  they  exercise  that  judgment." 
He  said  this  "extremely  important 
principle"  for  all  media  is  at  stake. 

Issue  in  Korea 

The  security  issue  arose  on  the 
Korean  war  front  July  15  when 
the  Army  Command,  under  Col.  M. 
P.  Echols,  Gen.  MacArthur's  in- 
formation officer,  imposed  a  ban  on 
AP's  Tom  Lambert  and  UP's  Peter 
Kalischer.  They  were  ordered  to 
leave  the  area  for  "disclosing  in- 
formation that  would  be  of  value 
to  the  enemy  and  would  have  a  bad 
morale  and  psychological  efi'ect  on 
our  own  troops." 

Gen.  MacArthur,  subsequently 
lifting  the  ban,  called  on  reporters 
to  exercise  judgment  and  selectiv- 
ity in  reporting  the  news  from  the 
front.  He  said  that  "formal  cen- 
sorship" was  abhorrent  to  him,  but 
pointed  out  that  several  corre- 
spondents had  requested  censor- 
ship. It  was  understood  that  a 
goodly  number  of  the  200  corre- 
spondents now  in  that  theatre 
favor  complete  and  clear  guidance, 
if  not  actual  censorship.  A  large 
number  of  radio  stations  depend 
on  AP  and  UP  for  spot  news  cov- 
erage of  the  Korean  war. 

Defense  Secretary  Johnson's  di- 
rective on  security  measures,  issued 
recently  to  the  three  services,  was 
expected  to  provide  some  aid  along 
that  line. 

The  two  news  associations  corre- 
spondents were  not  challenged  on 
the  accuracy  of  their  stories, 
merely  on  their  judgment  in  re- 
peating remarks  reportedly  made 
by  American  soldiers  delving  into 
the  question  of  American  military 
aid. 

Another     correspondent.  Mar- 


guerite Higgins  of  the  New  York 
Herald  Tribune,  also  was  ordered 
from  the  front  but  reinstated  by 
Gen.  MacArthur's  command. 

Congressional  sentiment  for  se- 
curity restrictions  reflected  grow- 
ing wai-iness  on  Capitol  Hill.  Sen. 
Scott  Lucas  (D-Ill.)  spoke  for  some 
of  his  colleagues  and  presumably 
for  the  administration  when  he 
called  for  censorship — "either  vol- 
untary or  legislative,  which  no  one 
wants" — to  protect  American  lives. 
He  indicated  he  is  particularly  dis- 
turbed by  newspaper  accounts  from 
Korea. 

"It  seems  almost  criminal,"  he 
declared,  "for  commentators,  col- 
umnists, and  other  newspapermen 
to  tell  the  world  exactly  where  our 
troops  are  congregating,  where 
they  are  going,  and  the  total 
amount  of  their  equipment,  espe- 
cially in  view  of  the  great  emer- 
gency which  exists  at  this  time." 

Voluntary  Restraint 

The  Senate  Majority  Leader 
stressed  that  he  did  not  advocate 
"rigorous  censorship,  but  there 
certainly  should  be  a  voluntary 
censorship  of  information  of  that 
sort."  He  thought  the  President 
should  request  it.  Speaking  as  ma- 
jority leader,  Sen.  Lucas  urged 
"all  possible  restraint"  by  radio 
and  press  in  the  interest  of  unity. 

Sen.  Lucas  made  his  statement 
after  certain  members  of  the  House 
had  scored  newspaper  accounts 
dealing  with  the  movements  of 
American  troops  to  Korea.  One — 
Rep.  Harold  Hagen  (R-Minn.)  — 
charged  American  radio  and  press 
with  "alarmist"  reporting  of  hos- 
tilities. He  cited  Gen.  MacArthur's 
earlier  statement  that  casualties 
had  been  exaggerated  in  press  dis- 
patches. 

Other  House  members  who  de- 
plored such  disclosures  included 
Reps.  Wayne  Hays  (D-Ohio),  Dan- 
iel Reed  (R-N.  Y.),  and  Thomas 
Lane  (D-Mass.).  They  joined  in 
demanding  that  the  Defense  Dept. 


tighten  up  on  release  of  statistical 
information  relating  to  troop  move- 
ments, numbers,  units,  etc.  On  the 
Senate  side.  Sen.  Style  Bridges  (R- 
N.  H.)  also  called  on  the  depart- 
ment to  cease  such  "public  dis- 
closures" as  a  "measure  of  ele- 
mentary security." 

As  an  example  of  voluntary  self- 
restraint,  Sen.  Lucas  singled  out 
the  Chicago  Sun-Times,  which  July 
15  announced  imposition  of  its  own 
censorship  for  "the  duration  of  the 
emergency."  The  newspaper  is 
controlled  by  Publisher  Marshall 
Field,  of  Field  Enterprises  Inc., 
which  owns  WJJD  WFMF  (FM) 
Chicago.  It  was  presumed  that  the 
policy  also  would  be  extended  to 
the  stations'  news  desks. 

Stand  Welcomed 

It  was  a  telegram  from  the  news- 
paper's managing  editor,  Milburn 
P.  Akers,  to  Gen.  MacArthur  that 
precipitated  the  latter's  statement 
with  respect  to  self-censorship  by 
the  press  in  Korea.  The  General 
described  the  Sun-Times'  stand  as 
"welcome  support  to  this  com- 
mand." 

He  stated: 

It  reflects  the  most  commendable 
determination  to  fulfill  the  responsi- 
bility which  the  press  alone  should 
assume  in  an  emergency  such  as  this 
— a  responsibility  which  it  may  not 
efl'ectively  share  with  any  other  seg- 
ment of  society,  least  of  all  the  mili- 
tary not  trained  in  journalism  and 
which  should  devote  its  entire  ener- 
gies to  the  conduct  of  military  opera- 
tions," the  general  added. 

There  is  probably  no  more  misused 
nor  less  understood  term  than  press 
censorship^  Contrary  to  what  many 
believe,  no  precise  rule  can  make  it 
effective  nor  were  any  two  military 
censors  ever  in  agreement  on  detail. 

If  its  purpose  is  to  be  served,  cen- 
sorship must  be  of  the  spirit  and  ap- 
plied only  by  those  themselves  who 
print  the  news.  Its  objective  is  not  to 
mislead  or  misrepresent  the  truth,  as 
that  is  repugnant  to  the  basic  con- 
cepts of  a  free  society,  but  rather  to 
avoid  printing  information  of  direct 


military  value  to  the  enemy  or  sue 
as  may  contribute  through  under 
emphasis  or  emotional  stress  psycho 
logically  to  his  cause  by  raising  th 
morale  of  his  forces  while  depressin 
that  of  ours. 

The  formula  is  a  simple  one  an< 
one  which  all  men  of  normal  under 
standing  may  easily  comprehend  ar 
apply. 

The  contention  of  some  that  th 
military  must  take  the  responsibilit, 
of  laying  down  fixed  rules  governinj 
the  limitation  upon  news  and  pas 
upon  each  item  before  it  is  printei 
is  as  unrealistic  as  it  is  ineffective 

In  the  Korean  operations,  it  ha 
been  my  purpose  to  leave  this  respon 
sibility  where  it  rightfully  belongs 
in  the  hands  of  the  correspondents 
editors  and  publishers  concerned. 

Secretary  Johnson's  security  di 
rective  was  prepared  by  the  De 
fense  Dept.'s  Security  Reviev 
Branch,  which  serves  as  a  clearing 
house  for  material  dealing  with  thi 
three  military  services.  It  is  heade( 
by  Lt.  Col.  Joseph  Edgerton  and  i; 
the  outgrowth  of  conferences  oi 
proposals  for  a  security  code  be 
tween  Former  Secretary  Jame 
Forrestal  and  a  committee  compris 
ing  representatives  of  radio,  pres; 
and  motion  picture  interests.  I 
materialized  from  unification  of  thi 
services  [Broadcasting,  April  12 
1948]. 

Overall  Planning 

Today  overall  censorship  plan 
ning  is  being  mapped  by  a  specia 
section  of  the  National  Security 
Resources  Board  under  Gilbert  C 
Jacobus,  Army  Reserve  officer  witl 
the  rank  of  colonel. 

Specifically  NSRB  and  othe: 
planners  are  concerned  chiefly  witl 
(1)  methods  of  attaining  satisfac 
tory  security  within  the  militar; 
establishment  and  (2)  creation  o 
an  office  to  supervise  restrain 
among  the  various  media  in  th< 
event  of  emergency. 

Col.  Edgerton  said  last  week  that 
when  NSRB  completes  its  maste: 
plan,  encompassing  provision  fo" 
censorship  enforcement,  his  Secur 
(Continued  on  page  36) 
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•  •  Where  more  people 
listen  to  WMAQ  daily 
than  to  any  other  station 

In  the  great,  booming  Midwest  area  blanketed  by 
WMAQ,  live  some  5,000,000  families  .  .  .  more  than 
ten  percent  of  all  the  families  in  the  entire  country. 

These  5,000,000  families  own  one  out  of  every  ten 
radios  in  the  United  States  . . .  earn  one  out  of  every  ten 
pay  checks  earned  in  the  United  States  .  .  .  and  spend 
one  out  of  every  ten  dollars  spent  in  the  United  States. 
This  IS  a  market! 

And  in  this  mighty  Lake  Michigan  States  Market 
WMAQ  is  listened  to  by  more  people  daily  than  any 
other  station. 

Use  WMAQ  .  .  .  the  favored  station  ...  to  reach  this 
market  of  millions.  Write,  wire  or  phone  WMAQ,  Mer- 
chandise Mart,  Chicago,  or  your  nearest  NBC  Spot  Sales 
Office  for  help  in  planning  an  advertising  schedule  that 
will  mean  greater  sales  of  your  product  in  a  great 
market. 


Source  of  all  statistics  other  than  doily 
listening  (BMB  Study  No.  2,  6-7  days  per 
week)  is  U.  S.  Bureau  of  Census. 


WMAQ 


CHICAGO 
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Censorship 


(Continued  from  page  3U) 
ity  Review  Branch  probably  will  be 
included  in  the  list  of  cooperating 
agencies. 

Secretary  Johnson's  directive  to 
the  military  services  parallels  the 
1943  voluntary  code  to  varying  de- 
grees in  matters  pertaining  to  ac- 
counts of  military  movements  and 
operations  [Broadcasting,  July 
17]. 

The  directive  also  was  reprinted 
for  member  stations  by  NAB,  which 
pointed  out  that  it  was  "not  censor- 
ship, voluntary  or  otherwise,"  but 
merely  a  "guide  on  the  release  of 
information  to  be  employed  by  re- 
sponsible military  authorities." 
NAB  added: 

...  It  will  be  useful  to  public 
media  in  guarding  against  disclosures 
which  would  jeopardize  lives  and  prop- 
erty of  Americans.  Possibility  exists 
that  information  violating  these  sug- 
gestions might  be  released  thought- 
lessly by  military  authorities,  in  which 
case  public  media  do  their  country  a 
service  in  using  blue  pencils  with 
reference  only  to  information  desig- 
nated by  Secretary  Johnson  as  involv- 
ing military  censorship. 

Censorship  as  such,  wartime  or 
otherwise,  is  subject  constantly  being 
watched  by  NAB.  Direct  contacts  are 
being  maintained  with  appropriate 
government  agencies  .  .  . 

Caution  Advised 

The  best  advice,  NAB  told  mem- 
ber stations,  is  to  "simply  be  cau- 
tious while  you're  being  competi- 
tive in  handling  news." 

Following  is  the  text  of  the  John- 
son directive : 
MEMORANDUM  FOR 

SECRETARY  OP  THE  ARMY 
SECRETARY  OP  THE  NAVY 
SECRETARY  OP  THE  AIR  PORCE 
The  following  is  intended  as  a  se- 
curity guidance  for  dissemination  to 
all  echelons  of  the  military  services: 
To  safeguard  the  national  security 
in  connection  with  operations  in  the 
Far  East  Command,  the  following  lim- 
itations are  imposed  on  the  release  of 
information  by  the  military  services: 

1.  Preparations  for  military  opera- 
tions or  movements  within  the  Conti- 
nental United  States  are  subject  to  the 
following  restrictions: 

a.  Ultimate  destination  of  unit 
alerted:  Refer  to  theater  only, 
i.e.,  the  Far  East  Command. 

b.  Designation  of  unit:  Release  nu- 
merical designation  only  when 
unit  is  of  division  size  or  larger. 
Numerical  designation  of  units 
below  Division  level  will  not  be 
released.  Air  Force  Group  desig- 
nations will  not  be  released.  Non- 
divisional  units  will  be  referred 
to  in  general  as  a  combat  unit,  a 
supporting  unit,  etc.,  of  the  Con- 
tinental Army  concerned,  which 
have  been  alerted  for  movement. 

c.  Status  of  equipment:  Not  releas- 
able. 

d.  Strength:  Not  releasable. 

e.  Date  of  movement  from  present 
location:  Not  releasable. 

f.  Sailing  time  of  transports  from 
Port  of  Embarkation:  Not  releas- 
able. 

2.  Movements  of  naval  vessels  and 
transport  or  cargo  ships  from  the 
West  Coast  may  be  mentioned  after 
departure  but  no  mention  may  be 
made  of  movements  west  of  Pearl 
Harbor.  Photographs  of  loadings,  sail- 


DEFENSE  AID 


Sery'lCQS,  Facilities  Offered 
By  Broadcasters 


BROADCASTERS  last  week  were  preparing  on  different  fronts  for 
civil  defense  and  offering  their  services  to  defense  authorities  as  vari- 
ous cities  continued  planning  for  adequate  safeguards. 

WKRC-AM-TV  and  WKRC-FM,  Transit  Radio  outlet— all  properties 


of  the  Cincinnati  Times  Star — of- 
fered their  facilities  to  defense 
authorities  in  Washington  and  Co- 
lumbus, Ohio,  for  experimentation 
in  developing  a  community  pre- 
paredness program. 

Meanwhile,  Broadcasting  learned 
last  week  that  detailed  plans  for 
cooperation  of  Anchorage,  Alaska, 
radio  stations  have  been  worked 
out  between  broadcasters  and  mili- 
tary officials  in  the  event  of  war  or 
other  civilian  defense  emergency. 
Taft  Offers  Aid 

In  Cincinnati,  Hulbert  Taft  Jr., 
executive  vice  president  of  Radio 
Cincinnati  Inc.,  licensee  of  the 
Times  Star  stations,  and  official  of 
Transit  Radio  Inc.,  offered  defense 
officials  use  of  plants  and  personnel 
to  work  out  educational  systems  for 
teaching  civilians  what  to  do  in 
case  of  an  attack  or  to  meet  any 
emergency. 

"We  would  like  to  work  with  de- 
fense authorities  in  setting  up  the 
pattern  which  radio-television  sta- 
tions and  newspapers  can  use  in 
training  the  civilian  populace,"  he 
explained.  He  pointed  out  that 
WKRC  stations  embrace  radio,  tele- 
vision and  transit  FM,  and  that 
such  a  pattern  could  be  followed 
in  other  communities. 

The  letter  was  sent  to  Paul  Lar- 
sen,  civil  defense  director  of  the 
National  Security  Resources  Board; 
Gov.  Frank  Lausche  of  Ohio,  and 
local  military  commanders.  The 
proposal  reportedly  was  studied  in 
a  meeting  of  state  defense  chiefs. 
The  coordinated  radio-television- 
newspaper  management  plans  to 
report  its  results  if  the  suggestion 
is  accepted. 

Transit  Radio  Inc.  already  has 
submitted  a  similar  proposal  cov- 
ings and  reactivation  operations  of 
naval  vessels  may  be  used  within 
normal  security  limits  imposed  by  the 
local  commander. 

3.  Within  the  Far  East  Command 
the  following  restrictions  have  been 
imposed  by  CINCFE: 

a.  Reports  naming  specific  units, 
sizes,  places  of  landing,  locations 
and  troop  movements  may  not  be 
disclosed  until  officially  an- 
nounced. 

b.  Subordinate  headquarters,  move- 
ments, units  committed  (except 
Eighth  Army,  Fifth  Air  Force, 
Twentieth  Air  Force,  Seventh 
Fleet,  etc.),  or  any  field  locations 
may  not  be  mentioned  until  offi- 
cially announced. 

4.  Military  forces  of  the  United  Na- 
tions acting  in  cooperation  with  Unit- 
ed States  forces  shoiild  be  safeguarded 
in  accordance  with  the  foregoing. 

In  case  of  doubt  as  to  actual  mili- 
tary security  within  the  Continental 
United  States,  the  Security  Review 
Branch  of  the  Department  of  Defense, 
Room  2  C  766,  The  Pentagon,  Exten- 
sion 71182,  is  available  for  advice. 

These  instructions  may  be  shown  to 
news  media. 


ering  all  transit  FM  cities  to  the 
Air  Force  Defense  Dept.  commu- 
nications section,  showing  emer- 
gency applications  of  the  service. 
The  proposal  already  has  drawn 
favorable  comment  in  issues  of  the 
Army-Navy  Union  News  and  the 
Aimed  Forces. 

Meanwhile,  Captain  Samuel 
Sloan  III,  Air  Force  public  infor- 
mation officer  at  Fort  Richardson, 
Alaska,  reported  that  the  air  base 
commandant  is  "most  pleased  with 
the  fine  cooperation  offered  by  An- 
chorage radio  stations." 

Captain  Sloan's  letter  outlineiJ 
arrangements  made  between  Gen. 
Hutchinson  and  Anchorage  sta- 
tions in  the  event  of  attack.  The 
managers  of  KENI,  KFQD  and 
KBYR  all  have  agreed  to  make 
necessary  air  time  available  "as 

SEATTLE  SPORTS 

KRSC  Gets  Radio  Rights 

THE  SEATTLE  School  Board 
July  14  awarded  to  KRSC,  Seattle 
independent,  a  new  contract  cover- 
ing radio  broadcast  rights  of  all 
high  school  athletic  events  during 
1950-51.  Decision  on  television 
coverage  was  deferred.  Exclusive 
rights  were  granted  in  acceptance 
of  the  KRSC  bid  of  $2,655. 

An  earlier  contract  with  KING 
Seattle  for  radio  and  TV  coverage 
had  been  cancelled  [Broadcasting, 
June  26].  Still  pending  in  King 
County  Superior  Court  is  a  suit 
brought  against  the  School  Board 
by  Bruce  Bartley,  Seattle  attorney 
and  owner  of  KBRO  Bremerton, 
challenging  the  board's  right  to  ar- 
range any  exclusive  contract  for 
broadcast  coverage  of  the  school 
athletic  events. 


soon  as  the  alert  siien  is  blown.' 
Plans  provide  that  the  stations  aii 
to  be  called  immediately.  In  thi 
case  of  simulated  alerts,  the  sta 
tions  will  carry  frequent  announce 
ments,  to  avoid  "undue  alarm."  ' 

Provisions  also  have  been  madi 
for  military  personnel  to  be  dis 
patched  to  all  stations  in  the  even 
of  actual  emergency.  Radio  alst 
will  have  a  major  role  to  perfom 
if  evacuation  of  civilians  become! 
necessary.  j 

In  New  York  the  city's  civil  de 
fense  director,  Arthur  Wallandei 
reported  that  his  organizatioi 
would  use  radio,  television  am 
other  media — "the  most  importan 
arm  of  our  progress" — to  keep  peo 
pie  informed  of  safety  measui'e 
being  taken  by  his  office. 


SURRfCK  NAMED 

To  WFBR  Executive  Stat 

JOHN  E.  SURRICK,  sales  directo 
of  WFIL  AM-T^j 
Philadelphia,  ha 
been  appointe 
vice  presiden 
and  general  manj 
ager    of    WFB]  \ 
Baltimore,  it  wa  1 
announced    ^  ^  s  j 
week.    The  ap  ;i 
pointment  beji 
comes    effectiv  ' 
Aug.  15. 

Mr.  S  u  r  r  i  c : 
joined  WFIL  in  1940.  Previous  t< 
this  he  was  with  N.  W.  Ayer  i 
Son  as  an  account  executive. 


Mr.  Surrick 


WKCT  To  Join  ABC 

WKCT  Bowling  Green,  Ky.,  Dail; 
News  Broadcasting  Co.  station,  wil 
become  an  ABC  affiliate  in  the  net 
work's  southcentral  group,  effec 
tive  Sept.  1.  Station  operates  oi 
930  kc  with  1  kw  daytime  and  50i 
w  nighttime.  Paul  Huddleston  i 
station  manager. 


NAB  AM  GROUP 

MEMBERSHIP  of  NAB's  1950  AM 
to  replace  the  old  technical  groups- 
president  Justin  Miller. 

Still  slated  to  be  named,  almost 
which  together  with  the  AM  and 
FM  units  will  comprise  the  basic 
advisory  committee  structure  of 
the  association  under  plans  adopted 
by  the  board  last  June. 

Heading  the  AM  committee  is 
Hugh  B.  Terry,  KLZ  Denver.  Other 
members  include: 

H.  Quenton  Cox,  KGW  Portland, 
Ore.;  Simon  Goldman,  WJTN  James- 
town, N.  Y.;  Milton  L.  Greenebaum, 
WSAM  Saginaw,  Mich.;  Edgar  Kobak, 
WTWA  Thomson,  Ga.;  Paul  W.  Mor- 
ency,  WTIC  Hartford,  Conn.;  Glenn 
Shaw,  KLX  Oakland,  Calif.;  F.  C. 
Sowell,  WLAC  Nashville;  Lee  B. 
Wailes,  WWVA  Wheeling,  W.  Va. 
Alternates:  S.  C.  Fantle  Jr.,  KELO 
Sioux  Falls,  S.  D.;  B.  J.  Rowan,  WGY 


Membership  Announced 
TV  Unit  Pending 

committee — one  of  three  designe 
-was  announced  Thursday  by  NA. 

momentarily,  is  a  TV  committei 
★  


Schenectady,  N  Y.;  and  William  I 
Ware,  KSTL  St.  Louis,  Mo. 

Three  members — Messrs.  Kobal 
Shaw  and  Morency — are  presen 
NAB  board  members.  One  othe 
alternate  was  still  to  be  named.  N 
meeting  date  was  set. 

The  FM  committee,  under  th 
chairmanship  of  Ben  Strousi 
WWDC  Washington  general  mai 
ager,  is  slated  to  hold  its  firs 
meeting  in  Washington  Aug.  7- 
[Broadcasting,  July  12].  Fir; 
day  sessions  will  be  open  to  a 
broadcasters  who  wish  to  partic 
pate  with  committee  members  i 
an  exploratory  discussion  of  FI 
industry  problems. 
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HLPARTNER! 
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Yes  Par.ners-ln  ByiWing,  Develoeing,  and  1^9 
;;^verybody's  Benefit,  The  Greojes.  Sys^^^ 

of  Highways  in  the  World! 


Every  time  you  meet  a  truck  on  America's  highways, 
you  meet  — not  just  a  "truck"— but  a  partner. 

—  A  partner  who  drives  his  truck  safely.  Who  is 
first  to  stop  and  help  when  you  are  stalled  with 
engine  or  tire  trouble. 

—A  partner  who,  by  being  the  major  connecting 
link  between  farms  and  markets,  makes  modern 
farming  possible.  Who  transports  farm  produc- 
tion, all  or  part  of  its  way  to  food  factories  and 
stores  and  thence  to  your  home. 

—A  partner  who  has  helped  to  bring  the  country 
nearer  to  the  city.  Who  helps  bring  you  every- 
thing you  eat,  buy,  use  or  wear —  from  your 
morning  milk  to  the  clothes  you  wear  on  your 
back. 

—A  partner  who  is  not  only  your  partner  but  the 


partner  of  aZf  American  industry.  Who  brings  the 
I'aw  materials  to  plants;  then  fans  out  the  fin- 
ished products  to  America's  retail  stores  so  that 
everything  you  eat,  buy,  use,  or  wear  can  come 
to  you  at  prices  you  can  afford  to  pay. 
What's  more:  A  partner  in  highway  construction 
and  maintenance,  who  pays  about  one-third  of  all 
taxes  paid  by  all  motor  vehicles  for  highway  use. 
But— a  partner  who  uses  only  a  relatively  small  por- 
tion of  the  highways,  all  of  which  are  open  to  you. 

Yes  —  yoii,  and  the  trucks,  and  the  busses,  are 
partner's  — in  one  great  enterprise. 

For  you,  and  the  trucks,  and  the  busses,  pay  the 
taxes  that  build  and  maintain  America's  highways. 

—  And  use  these  highways  to  help  make  the  Amer- 
ican way  of  life  the  finest  in  the  world. 


THE 


AmericanTrucking 


INDUSTRY 


American  Trucking  Associations,  Washington  6,  D.  C. 


©1950,  American  Trucking  Associations' 
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^t'A         acfain in 


ouston 


You  can  be  sure  the  KATL  slice  of  Texas  is 
honey  covered.  They  do  it  the  Gates  way 
which  is  the  smart  broadcaster's  way  to  better 
broadcasting.  With  quality  plus  in  the  new 
Gates  5KW  transmitters  both  KATL  clients 
and  listeners  are  automatically  assured  of  the 
finest,  richest  and  result  pulling  5000  watts 
that  ever  hit  the  Lone  Star  State. 


They  do  things  big  in  Texas.  Perhaps  that's 
why  over  40  Texas  stations  are  fully  Gates 
equipped — more  than  any  other  make  by  a 
large  margin!  ^ 


GATES  OFFERS  TWO  GREAT  FIVE  KILOWATT  TRANSMITTERS— The  popular  BC-5A  and  the  distinc- 
tive BC-5B  providing  colorful  transmission  for  the  colorful  station. 


Gates 


Radio  Company  JmZu 
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FOR  A  SLICE  OF  TEXAS 


Houston  advertisers  KNOW  the  effectiveness  of 
KATL.  .  .  .  That  is  the  reason  KATL  has  become 
such  an  integral  part  of  successful  Houston 
business. 

WE  WOULD  LIKE  TO  TELL  YOU  OUR  STORY! 

.  Just  write,  wire,  telephone,  or  come  by 
INDEPENDENT   METROPOLITAN   SALES  in 

Chicago  and  New  York— Gene  Grant  on  the  West 
Coast— or  check  with  KING  H.  ROBINSON, 
General  Manager  in  Houston. 


LIBERTY  BROADCASTING  SYSTEM  and  A.I.M.S.  FOR  HOUSTON 


REPRESENTATIVES  of  radio,  agency,  newspaper  and  retail  fields  gathered 
to  hear  BAB  Director  Maurice  Mitchell  (center)  deliver  his  famous  retailers' 
"Pitch"  before  the  Roanoke  (Va.)  Advertising  Club  a  fortnight  ago.  In  the 
Danville  broadcasters'  corner  are  (I  to  r):  Stover  Morris  Jr.,  WDVA  soles  repre- 
sentative; Sandy  Guyer,  WBTM  general  manager;  Eddie  Allgood,  WDVA  sales 
representative;  Mr.  Mitchell;  Emerson  J.  Pryor,  vice  president  and  general 
manager,  WDVA;  John  Conboye,  WDVA  sales  department,  and  Ed  Gardner, 
WBTM  commercial  manager.  Mr.  Mitchell,  who  was  invited  to  speak  in  Dan- 
ville, leaves  BAB  to  join  NBC  Aug.  15  [Broadcasting,  July  17]. 


SPOKANE  SALES  SURVEY 

Radio  Tops  Newspapers  in  ARBI  Tests  on  KREM 


ADS  AND  SALES 

Panel  Marks  Stanford  Meet 

ADVERTISING  Assn.  of  the  West, 
cooperating  with  Stanford  U.,  will 
present  a  special  advertising  and 
sales  symposium  at  the  ninth  an- 
nual Stanford  Business  Conference 
this  week. 

Dr.  Sumner  H.  Slichter  of  Har- 
vard will  head  business  leaders 
from  all  over  the  nation  at  the  con- 
ference. 

Advertising  executives  partici- 
pating will  include: 

Arno  H.  Johnson,  J.  Walter  Thomp- 
son Co.,  New  York,  speaking  on  "The 
Consumer  Panel,  an  Aid  to  Marketing 
Decision";  Don  Belding,  Foote,  Cone 
&  Belding,  San  Francisco,  "Responsi- 
bilities of  Advertising  in  Maintain- 
ing Our  Free  Economy";  Charles  H. 
Bartlett,  Macy's  of  San  Francisco, 
"Sales  Promotion  Methods  in  the  1950 
Market";  Russell  Z.  Eller,  California 
Fruit  Growers'  Exchange,  "A  Plan  for 
Marketing";  Robert  Mangan,  BBDO, 
subject  not  announced. 

The  conference  begins  today 
(Monday)  and  runs  through  Fri- 
day. Registrations  are  being  en- 
tered through  Stanford  Graduate 
School  of  Business. 


PATCHOGUE  GRANT 

FCC  Examiner  Recommends 

GRANT  of  250  w  daytime  on  1580 
kc  at  Patchogue,  N.  Y.  to  Patch- 
ogue  Broadcasting  Co.  was  recom- 
mended last  Thursday  by  FCC 
Hearing  Examiner  Hugh  B.  Hutch- 
ison in  a  revised  initial  decision. 
Competitive  bid  of  Mid-Island 
Radio  Inc.  there  would  be  denied. 

The  new  initial  decision  reversed 
the  recommendation  made  by  Ex- 
aminer Hutchison  previously.  The 
earlier  ruling  was  remanded  by  the 
Commission  for  additional  hearing 
to  establish  further  qualifications 
of  the  principals  in  both  applicants 
[Broadcasting,  July  3]. 

In  the  revised  decision  the  ex- 
aminer ruled  out  Mid-Island  be- 
cause the  majority  stockholders 
failed  to  testify  at  the  further  hear- 
ing on  their  legal  qualifications. 
He  preferred  Patchogue  Broadcast- 
ing, however,  because  of  superior 
program  plans  and  integrated  own- 
ership-operation. Ownership  of  the 
applicants: 

Patchogue  Broadcasting  Co.— Part- 
nership: Lee  Morrison,  salesman,  WLBR 
Lebanon,  Pa.,  41%;  Julian  Sarachek, 
sales  promotion.  Allied  Purchasine 
Corp.,  28.5%;  W.  Frank  Short,  WLBR 
salesman,  15%;  M.  Leonard  Savage, 
WLBR  chief  engineer,  7%;  Harriet 
Schoffel,  5%;  Herbert  Morrison,  ac- 
countant, 3.5%. 

Mid-Island  Radio  Inc. — Harold  Mich- 
aels, engineer,  WAAT-AM-^FM  and 
WATV  (TV)  Nev/ark.  president  and 
owner  100  of  total  230  shares;  Julia 
Schlackman,  vice  president  17  sh: 
Manasche  E.  Michaels,  engineer,  WNYC 
New  York,  secretary  40  sh;  Abraham 
Michaels,  salesman,  treasurer  80  sh; 
Frances  T.  Michaels,  bookkeeper,  di- 
rector 38  sh. 


STATIONS  in  all  parts  of  Minnesota 
are  carrying  UN  programs  regularly 
due  to  Communications  Campaign  for 
UN  Broadcasts  launche'l  by  Minn. 
Broadcasters  Assn.,  Minn.  Radio  Coun- 
cil and  Minn.  Assn.  for  United  Na- 
tions. 


ABILITY  of  radio  to  out-pull  news- 
papers in  promoting  retail  sales 
[Broadcasting,  June  26]  was 
shown  again  in  a  second  series  of 
Spokane  tests  conducted  by  Adver- 
tising Research  Bureau  Inc. 

Joseph  B.  Ward,  ARBI  research 
director,  told  Spokane  agency  ex- 
ecutives that  tests  on  KREM  Spo- 
kane confirmed  results  in  earlier 
studies  conducted  on  KXLY  Spo- 
kane. In  both  studies,  ARBI  pitted 
stations  against  newspapers  by 
spending  the  same  amount  of  money 
in  each  medium  to  promote  a  test 
article. 

"In  the  past  few  months  we 
have  done  four  surveys  in  Spokane 
for  KXLY,  CBS  outlet,  and  now 
we  have  just  completed  two  surveys 
for  KREM,  250  w  independent," 
Mr.  Ward  said.  "In  all  six  surveys 
radio  outpulled  the  newspapers  on 
an  equal  dollar  basis. 

Whether  this  indicates  that  radio 
is  the  more  effective  medium  for 
the  same  money  in  the  Spokane 
area,  I  cannot  say.  Certainly  it  is 
a  trend  and  that  trend  definitely 
points  to  radio  as  the  more  effective 
medium  in  comparison  to  news- 
papers." 

ARBI  is  not  concerned  with  the 
inter-media  results,  Mr.  Ward  said, 
but  added  that  in  the  vast  majority 
of  some  two  dozen  surveys  in  the 
Pacific  Northwest  radio  has  proved 
more  effective  than  newspapers  in 
developing  store  traffic. 

First  KREM  results,  according 
to  ARBI,  cover  new  and  used 
pianos,  Wylie  Piano  Co.  (no  rela- 
tion to  Cole  E.  Wylie  operator  of 
KREM),  with  $108  spent  June  12- 
13-14  on  KREM  and  $108.60  in  the 
Spokesman-Review.  Results  follow: 
%  Traffic— Radio  47%,  news- 
paper 41.2%,  both  5.9%,  other 
5.9%. 


%  Trafl^c  Purchasing  —  Radio 
75%,  newspaper  57.1%,  both  and 
other  0.0%. 

Radio  traffic  dropped  from  66.6% 
the  first  day  to  33.3%  the  second 
day  and  rose  to  40%  the  third  day; 
newspaper  traffic  started  at  16.7%, 
rose  to  50%  the  second  day  and  to 
60%  the  third  day. 

Radio  customers  purchased  more 
than  five  times  as  much  in  dollar 
volume  as  newspaper  customers, 
according  to  ARBI. 

Second  KREM  test  was  con- 
ducted at  Bell  Furniture  Co.,  Spo- 
kane, which  spent  $156.60  in  Daily 
Chronicle  June  15-16-17  and  $157.92 
on  KREM  to  advertise  $99.50 
dinette  set.  The  results: 

%  Traffic— Radio  42.1%,  news- 
paper 31.6%,  both  5.3%,  other  21%. 

%  Traffic  Purchasing  Test  Item 
— Radio  62.5%,  newspaper  25%, 
both  12.5%. 

Radio  traffic  was  33.3%  the  first 
day,  45.4%  the  second,  40%  the 
third;  no  newspaper  traffic  the 
first  day,  36.4%  the  second,  40% 
the  third;  35%  of  radio  traffic 
came  from  outside  Spokane,  with 
all  newspaper  traffic  coming  from 
the  city. 

Summarizing  the  two  surveys, 
ARBI  found  radio  developed  44.4% 
of  traffic,  newspapers  36.1%,  both 
5.6%,  13.9%  other.  Of  total  pur- 
chases 68.7%  of  radio  traffic 
bought,  46.1%  newspaper  traffic, 
and  50%'  of  traffic  developed  by 
both  media. 

Ed  Craney,  operating  the  XL 
stations,  said  the  combined  ARBI 
studies  show  some  persons  never 
read  a  newspaper  but  listen  to 
radio,  with  others  reading  news- 
papers though  seldom  listening  to 
radio.  "How  can  a  merchant  reach 
both  of  those  people  unless  he  uses 
both  media?"  he  asked. 


WOW  APPEAL 

D.  C.  Court  Reverses  fC(, 

FCC's  action  in  denying  WOVi 
Omaha  opportunity  to  seek  relie 
of  interference  from  KCSJ  Pueblci 
Col.,  was  reversed  last  week  by  th 
U.  S.  Court  of  Appeals  for  th 
District  of  Columbia  and  the  ca* 
was  remanded  to  the  Commissiol 
for  hearing. 

WOW  had  requested  the  Com 
mission  to  set  KCSJ's  license  rei 
newal  application  for  hearing  oi! 
the  interference  issue  [Broadcast 
ING,  Nov.  7,  1949].  WOW,  assignee  j 
5  kw  fulltime  on  590  kc,  protests : 
that  KCSJ  was  causing  objection  j 
able  interference  within  its  norj 
mally '  protected  daytime  contoui ! 
KCSJ  is  assigned  1  kw  fulltime  oi 
590  kc. 

The  court  noted  WOW  had  no 
protested  the  original  KCSJ  gran 
because  engineering  evidence,  basec 
on  FCC's  soil  conductivity  map  ii 
its  engineering  standards,  showei 
no  interference  would  result.  Th< 
soil  conductivity  map  was  founc 
to  be  in  error,  however,  when  KCSt 
began  operations  and  WOW  suf 
fered  interference,  the  court  stated 

The  court  noted  that  FCC's  li 
cense  renewal  provisions  "contem  \ 
plate  the  possibility  of  changes  ii  j 
conditions  after  the  original  gran' 
and  also  of  errors  in  the  origina  ! 
grant."  Thus  it  felt  WOW  was  en- ; 
titled  to  opportunity  for  securing 
appropriate  relief.  The  court  dis- 
missed  WOW's   alternate  appea 
from  a  Commission  order  refusing 
to  direct  KCSJ  to  show  cause  whj 
its  license  shouldn't  be  modified  t( 
provide  WOW  daytime  protection 


CANADA  'TUNE-0' 

Silver  Firm  Buys  Right! 

ALL-CANADA  Radio  Facilities 
Ltd.  and  International  Silver  Co 
have  arranged  contracts  for  a  ful 
year's  broadcast  rights  to  Tune-C 
throughout  Canada  it  was  an- 
nounced last  week  by  Richard  H 
Ullman  Inc.,  Buffalo,  producer  of 
the  program.  The  sale  was 
negotiated  on  behalf  of  Interna- 
tional Silver  by  Young  &  Rubicam. 

The  program  is  now  running  in 
several  hundred  stations  in  the  U. 
S.,  Canada,  Alaska  and  Hawaii, 
the  Ullman  company  said.  The 
firm  also  produces  Dollar  Derby 
Jingle  Library,  Barbershop  Har- 
monies and  Joe  McCarthy  Speaks. 


Willard  F.  Lochridge 

FUNERAL  services  were  con- 
ducted last  Wednesday  for  Willard 
F.  Lochridge,  60,  vice  president 
and  director  of  J.  Walter  Thomp- 
son Co.,  Chicago,  who  died  Sunday, 
July  16,  in  his  Evanston  111.,  home. 
Mr.  Lockridge,  one-time  city  editor 
of  the  Kansas  City  Post,  was  an 
executive  in  sales  and  advertising 
for  Alemite  Mfg.  Co.  before  joining 
JWT  in  1926.  Surviving  are  his 
widow,  Florence,  and  six  sons,  Wil- 
lard, Benjamin,  William,  Robert. 
Wilson  and  John. 
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A  Department  of  NATIONAL  COAL  ASSOCIATION 
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All' 

FOR  "ZIV  PIANNED"  SELLING  AIDS,  AUDI) 

•    OTHER  FAMOUS    ZIV    QUALITY    SHOWS  < 

★  MEET  THE  MlNJOUS         *  PLEASURE  PARADE             WAYNE  KING  SHOW  -k  BARRY  WOOD  SHOW         ★  FAVORITE  STOR  r 

★  CALLING  ALL  GIRLS         ★  OLD  CORRAL                  *  KORN  KOBBLERS  *  DEAREST  MOTHER              *  ONE  FOR  THE  B  ♦ 

★  PHILO  VANCE                   ★  MANHUNT                      if  LIGHTNING  JIM  ^  FORBIDDEN  DIARY                               BALTER)  ^ 


WITH  ZIVS 


BOS'lM  IMCKIG 

Radio's  most  exciting  half-hour  mystery-adventure  show! 


ZANESVILLE   KANSAS  CITY     MOBILE  ASHVILLE 

26.0  19.8  20.5  19.1 

Radio's  greatest  point-per-dollar  buy.  Consistently  .  .  .  beats  all 
competition  on  stations  from  coast  to  coast! 


NOW  IN 


YEAR  FOR 
PIONEER 
BAKERIES! 


WITH  ZIVS 

The  sensational  half-hour  low  priced  western  that  should 
be  on  your  station! 


NOW  IN 


NOW  IN 


NOW  IN 


4***  2 


YEAR  FOR 
INTERSTATE 
BAKERIES! 


YEAR  FOR 
KILPATRICK 
BAKERIES! 


YEAR  FOR 

KERN'S 
BAKERIES! 


Backed  by  a  sensational  promotion  campaign  - —  from  buttons  to 
guns  —  breaking  traffic  records! 


m  l1)mmIdVshow 

A  star  studded  half-hour,  chock  full  oj  musical  showmanship! 

.1  N0.1  N0.1  N0.1  N0.1 


INTRODUCER 
OF  SONG 
HITS! 


NO.  I 

ON  THE  AIR  IN  POPULARITY  " 

YEAR  AHER  FOR  TWENTY 

YEAR  AFTER  YEAR!       CONSECUTIVE  YEARS! 


"TOP  PROGRAM" 
SAYS  BILLBOARD 
MAGAZINE! 


ON  THE  STAGE 
AND  AT  THE 
BOX  OFFICE! 


'The  Sweetest  Music  This  Side  of  Heaven"  is 
the  sweetest  "buy"  this  side  of  heaven! 


A 


I  DISCS,  AND  lOCAl  ^t^' 


rnr/irm^  ...  ^1    '  ^^^^ 


i  *  EASY  ACES 
-k  CAREER  OF  ALICE  BLAIR 
★  SONGS  OF  GOOD  CHEER 


★  SINCERELY,  KENNY  BAKER 

★  SHOWTIME  FROM  HOLLYWOOD 


editorial 


ASSN.  of  National  Advertisers  on  Wed- 
nesday meets  with  the  networks  to  talk 
over  rate  adjustments  in  the  light  of 
TV's  advent.  Every  survey  shows  AM 
tune-in  is  up.  The  Korean  war  pulls  a 
75%  upturn  in  news  listening,  with  all 
other  categories  benefiting.  President 
Truynan  foresees  return  of  freezes  on 
critical  materials,  conversion  of  plants, 
with  the  $10  billion  rearmament  request 
merely  the  first  step.  In  the  extreme, 
this  could  freeze  indefinitely  the  TV 
structure,  transmitting  as  well  as  receiv- 
ing. This  is  hardly  a  time  to  talk  rate 
adjustments.  Readjustment  of  our  na- 
tional economy,  to  a  war  footing,  comes 
first. 

Ryan  and  Reason 

WHITHER  BAB? 

Who  will  succeed  Maurice  Mitchell?  Will 
BAB  get  the  money  and  the  leadership  to  do 
battle  against  the  competitive  Philistines  in 
quest  of  the  advertising  dollar? 

You  have  the  answer.  BAB  is  a  going  con- 
cern. There  won't  be  another  Mitch  heading 
it  because  there's  no  one  who  fits  that  precise 
inspirational  selling  pattern. 

The  NAB  board  committee  on  BAB  meets 
in  Washington  this  week.  It  is  concerned 
with  policy  and  procedure,  not  personnel.  NAB 
personnel  is  in  the  competent  catcher's-mitt 
sized  hands  of  William  B.  Ryan,  who  has  per- 
formed wonders  against  the  odds  in  his  two- 
and-one-half  months  tenure  as  general  man- 
ager. 

As  general  manager,  Bill  Ryan  is  the  NAB's 
business  manager  too.  BAB  is  the  business- 
getting  adjunct  of  the  NAB.  Mitch  performed 
a  super-sonic,  jet-propelled  job  of  selling  BAB. 
He  has  left  for  what  all  of  us  fervently  hope 
are  greener  fields  at  NBC. 

The  job  ahead  is  one  of  organization,  ad- 
ministration and  follow-through.  It  is  the 
long  pull.  It  is  selling  against  all  other 
media.  BAB  doesn't  have  to  be  sold  to  broad- 
casters. Mitch  did  that  job  in  exemplary 
fashion. 

There  are  a  dozen  top  flight  broadcasters, 
long  on  selling  and  organization,  who  can  be 
drafted  for  the  BAB  directorship.  One  of 
them  inevitably  will  be.  But  the  man  to  super- 
vise the  business  operation  is  Bill  Ryan,  whose 
entire  background  admirably  equips  him  for 
that  post. 


Censorship  Censured 

IT  WAS  NOT  ONLY  the  beleaguered  Amer- 
ican Army  that  was  taking  a  beating  in  South 
Korea  last  week.  For  about  24  hours  the 
United  States  Constitution  was  rudely  pushed 
around  too. 

Gen.  MacArthur's  public  information  chief, 
in  a  grotesque  interpretation  of  his  authority, 
exiled  two  able  correspondents  from  the  battle- 
fields on  the  grounds  that  their  dispatches 
gave  "aid  and  comfort  to  the  enemy."  Gen. 
MacArthur's  subsequent  restoration  of  status 
to  the  newsmen  in  no  way  alters  the  disagree- 
able fact  that  for  a  while  the  basic  rights  of 
radio  and  press  were  abrogated. 

Neither  Tom  Lambert  of  AP  nor  Peter 
Kalischer  of  UP  was  guilty  of  inaccuracy  or  of 
disclosing  military  info  mation  that  would  be 
of  value  to  the  adversary.  By  the  staff  officer's 
own  admission,  it  was  just  that  their  stories 


gave  "aid  and  comfort  to  the  enemy"  because 
they  made  our  forces  look  bad. 

Gen.  MacArthur  is  to  be  congratulated  for 
countermanding  his  subordinate's  order  and 
for  reiterating  his  intention  to  avoid  military 
censorship  in  the  Korean  war. 

The  responsibility  for  judging  news  as  to  its 
intelligence  value  to  the  enemy,  said  Gen. 
MacArthur,  is  one  that  only  newsmen  can  as- 
sume. They  cannot  share  it  with  "any  other 
segment  of  society,  least  of  all  the  military 
(which  is)  not  trained  in  journalism  and  which 
should  devote  its  entire  energies  to  the  con- 
duct of  military  operations,"  he  said. 

During  World  War  II  the  record  of  radio 
and  press,  working  under  voluntary  censorship, 
was  excellent,  a  fact  that  may  be  attributed 
at  least  in  part  to  the  cooperative  attitude  of 
Byron  Price,  chief  of  the  Office  of  Censorship. 
It  was  Mr.  Price's  view  that  censorship  should 
be  invoked  only  to  assure  security  and  not  to 
suppress  gloomy  news  or  legitimate  criticism 
of  the  government  or  the  military. 

It  is  a  lugubrious  fact,  however,  that  others 
than  Mr.  Price  exerted  influence  over  news  in 
World  War  II  .and  did  so  without  his  wisdom. 
The  censorship  authority  given  to  commanders 
in  the  field  was  not  always  applied  wisely. 

Repetitions  of  the  misuse  of  authoritarian 
powers  as  exemplified  in  last  week's  witless 
action  against  Messrs.  Lambert  and  Kalischer 
must  be  avoided. 

At  the  moment  there  is  no  need  for  an  Office 
of  Censorship  like  Mr.  Price's  in  World  War  II. 

If  the  conflagration  spreads  and  it  becomes 
necessary  to  organize  such  a  governmental 
unit,  broadcasters  may  fervently  hope  that  a 
man  like  Mr.  Price  will  be  put  in  charge. 

Meanwhile,  we  suggest  that  broadcasters 
study  the  World  War  II  voluntary  censorship 
code  and  abide  by  its  principles  [full  text 
in  Broadcasting,  July  17].  The  cleaner  the 
record  of  radio  in  this  phase  of  our  military 
operations,  the  less  chance  there  will  be  for 
a  dictatorial  usurpation  of  censorship  powers 
by  the  government  if  the  war  spreads  beyond 
Korea. 

Broadcasters,  we  know,  will  follow  the  pat- 
tern set  during  World  War  II  when  many  a 
newsman  passed  up  a  story  if  there  seemed 
the  slightest  possibility  that  its  broadcast 
would  endanger  American  lives. 


John  Joseph  Gillin  Jr. 

BACK  IN  1934,  we  published  a  "Respects 
Sketch,"  with  this  lead  paragraph : 

"A  young   man's   game" — that   is   the  catch 
phrase  so   often   used  to   describe   radio.  As 
Exhibit  A,  we  cite  John  Joseph  Gillin  Jr.,  who 
at  29  is  the  head  of  one  of  the  Middle  West's 
most  progressive  stations. 
In  this  issue  we  report  that  John  Joseph 
Gillin  Jr.,  age  45,  is  gone,  the  victim  of  a  heart 
seizure.    Johnny  is  a  radio  casualty.    He  had 
become  the  head  and  part  owner  of  the  prop- 
erties he  helped  build  from  scratch — properties 
where  practically  every  employe  called  the 
boss  by  his  first  name.    He  pioneered  in  Mid- 
west TV  as  he  had  pioneered  in  radio.  His 
heart  gave  out  before  he  reached  that  which  is 
called  the  prime  in  ordinary  pursuits. 

We  have  witnessed  all  too  many  radio 
casualties  in  the  last  few  years.  They  were 
those  young  men  who  didn't  learn  how  to  slow 
down. 

Those  tall  antennas  of  the  WOW  stations 
are  monuments  to  Johnny  Gillin.  He  was  an- 
other of  that  vanishing  tribe  of  radio's  early 
settlers  who  have  left  this  radio  whirligig 
better  than  they  found  it. 

The  sympathies  of  all  in  radio  go  to  his  be- 
reaved family.  To  know  Johnny  Gillin  was 
to  love  and  revere  him. 


ff  -  our  respects  to: 


ALBERT  EDWARD  FOSTER 


THE  future  of  radio  is  not  black,  it  is  not 
doubtful,  nor  is  it  exactly  rosy  againsi 
the  newest  and  greatest  advertising 
medium — television.  Radio  will  have  to  make 
giant  efforts,  and  it  will.  There's  no  time  foi 
complacency  or  defeatism,  for  as  radio  didn'1 
supplant  newspapers,  television  won't  sup- 
plant radio. 

This,  in  part,  reflects  the  radio  philosophy 
of  Albert  Edward  Foster,  manager  of  WLAW 
Lawrence,  Mass.,  and  former  media  director 
of  Lever  Bros.  During  his  long  association 
with  the  latter  company — from  1922  until  last 
January — Mr.  Foster  expounded,  and  continues 
to  do  so  today,  the  value  of  research. 

As  an  illustration,  he  goes  back  to  the  early 
stages  of  his  Lever  days  when  one  of  the  com- 
pany's most  famous  products.  Lifebuoy  soap, 
wasn't  doing  so  well  in  Bridgeport,  Conn.  At 
that  time  Lever  had  no  research  department 

(Continued  on  page  50) 


Static  and  Snow 

By  AWFREY  QUINCY 
The  Cremation  of  FCC 

There  are  strange  things  done  down  in  Wash 

ington  by  the  men  on  the  public  roll 
The  Capital  trails  have  their  secret  tales  not 

found  in  record  or  scroll. 
The  District  lights  have  seen  queer  sights,  but 

the  strangest  they  ever  did  see 
Was  the  Desperado  from  Colorado  unfreezing 

the  FCC. 

Now  the  FCC  as  all  agree  was  once  an  ap- 
pointive snap 

Till  the  mystery  entitled  TV  came  along  to 
set  a  trap; 

Nobody  knew  what  the  waves  would  do  when 

they  hit  the  troposphere, 
And  the  grinning  beast  who  knew  the  least 

was  called  the  engineer. 
They  dotted  the  nation  with  many  a  station, 

cementing  the  tie  that  binds 
With  Mosaic  flow  of  ghost  and  snow  and  fancy 

Venetian  blinds. 
As  the  images  danced  they  issued  more  grants, 

upsetting  every  barrier 
While  interference  made  its  appearance  in 

every  primary  area. 
The  trouble  they  made  caused  a  great  fusillade 
( Continued  on  page  UO 
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front  office 
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OBERT  W.  BUIS,  program  director  WFMU  (FM)  Crawfordsville, 
Ind.,  appointed  station  manager.  Succeeds  MAC  JONES,  resigned. 
CARL  SCHLEMMER,  salesman,  named  commercial  manager. 


MALCOLM  CREEP,  general  manager  Owensboro   On  The  Air  Inc., 
named  vice  president  of  corporation,  operator  WVJS-AM-FM  Owensboro, 
Ky.     Succeeds  J.  MILLARD  HAYNES,  whose  stock 
was  purchased  by  V.  J.  STEELE,  president  of  firm. 


ROBERT  EMCH,  chief  engineer  and  supervisor  WARC 
Rochester,  N.  Y.  construction,  named  operations  di- 
rector, newly-created  position.  Will  supervise  operat- 
ing personnel,  all  of  whom  have  moved  to  2670  Clinton 
Ave. 

MYRON  A.  ELGES,  sales  manager  KCBS  Sari  Fran- 
cisco, to  George  D.  Close  Inc.,  West  Coast  represent- 
ative of  Branham  Co. 


City,  Iowa.  Mr.  Mulhall  resigned  to  enter  Paulist  Fathers  novitiate  ]r,{ 
New  Jersey.  i 

MONROE  H.  LONG  JR.,  recent  college  graduate,  to  The  Branham  Co. 
station  representative,  at  New  York  office  in  radio-TV  department. 

JOHN  MOWBRAY,  KRON-TV  San  Francisco,  to  KSMO  San  Matec 
sales  staff. 

IRVING  F.  TEETSELL,  WFIL-AM-TV  Philadelphia,  to  WENT  Glover^' 
ville,  N.  Y.,  as  manager.   Was  manager  WFPG  Atlant 
City,  N.  J. 

ROBERT  E.  TRACE,  salesman  and  sports  announcf 
WMGW  Meadville,  Pa.,  appointed  manager,  succeedir 
DAVE  DAVIES,  resigned  to  join  Weimer  Assoi 
Columbus,  Ohio,  public  relations  and  publicity  depar 
ments.  JAKE  HANKS  named  WMGW  commercia 
manager. 

JOHN  M.  HABERLAN,  district  manager  Persona 
Products  Corp.,  Oklahoma  City,  to  sales  departmen 
WKY  Oklahoma  City. 


Mr.  Teetsell 


Mr.  Greep 


DUNCAN  McCOLL,  member  sales  staff  KOA  Denver 
for  13  years,  appointed  sales  manager,  succeeding  BERRY  LONG  Jr 
[Broadcasting,  July  17].    JERRY  LAWTON  to  KOA  as  account  ex- 
ecutive. 

JACK  TOLEN.  news  editor  KFRU  Columbia,  Mo.,  to  WDTV  (TV) 
Pittsburgh  in  executive  position. 

WALLY  SEIDLER,  manager  KSMA  Santa  Maria,  Calif.,  to  KVEN  Ven- 
tura in  charge  of  Oxnard  area. 

JOE  ANDERSON  succeeds  JACK  MULHALL  on  sales  staff  KTRI  Sioux 


ROBERT  LYONS,  program  director  WFEC  Miami,  Fla.,  appointed  sta 
tion  manager,  succeeding  LYLE  WILLIAMS,  resigned. 

RALPH  J.  MYERS,  WKY  Oklahoma  City,  to  KLRA  Little  Rock,  Ark. 
as  administrative  assistant.  i 

FRED  KUNZ  to  sales  staff  WTMJ  Milwaukee.    JIM  TEMPLETON,  AIV' 
salesman,  transfers  to  TV  sales. 

THEODORE  F.  SHAKER,  sales  department  Farm  &  Ranch  with  Soutk^^' 
cm  Agriculturist,  to  Katz  Agency  Inc.,  Chicago,  sales  staff. 

J^etionali  •  •  • 

ADRIAN  MURPHY,  CBS  vice  president  and  general  executive,  ani 
FRANK  FAULKNER,  network  vice  president  in  charge  of  prograii 
operation,  in  Hollywood  for  preliminary  talks  on  network  plans  for  it 


\ 


WBT  reaches  a  marke 


♦Figures:  Sales  Management 
Survey  of  Bu)ing  Power, 
May  1950-1940.  Area:  WBT's  BMB 
50-100%  daytime  Hsteoing  area,  1949. 
Figures  for  nighttime  area  on  request. 


tevision  City  on  recently  purchased  Beverly  Blvd.  at  Fairfax  Ave.  site. 

[TOM  E.  PARO,  account  executive  MBS  Chicago,  elected  president 
cago  alumni  chapter  Alpha  Delta  Sigma,  national  professional  adver- 
ng  fraternity.  .  .  .  BETTY  REMBERT,  daughter  of  CLYDE  W.  REM- 

iRT,  managing  director  KRLD-AM-FM-TV  Dallas,  married  to  David 
am  July  14. 

PK  JOY,  president  KCMJ  Palm  Springs,  Calif.,  signed  for  role  as  TV 
^ouncer  in  forthcoming  MGM  production,  "To  Please  A  Lady."  .  .  . 

^\NK  SCHREIBER,  general  manager  Chicago  Tribune  i-adio  prop- 
ies  (WGN-AM-FM-TV  Chicago),  is  at  Passavant  Hospital,  Chicago, 
uperating  from  emergency  appendectomy  performed  July  13.  He  will 
I  convalescing  for  about  a  month.  .  .  .  ROY  BACUS,  commercial  man^ 
3r,  WBAP-AM-FM-TV  Ft.  Worth,  Tex.,  scheduled  to  leave  Aug.  3  on 

it)-week  tour  of  duty  with  Naval  Reserve. 

INEST  de  la  OSSA,  NBC  director  of  personnel,  and  Bonnie  Slattery 
lit  married  July  15. .  . .  AMON  G.  CARTER,  president  WBAP-AM-FM- 
I  Ft.  Worth,  broke  ground  July  10  for  Anion  Carter  Administration 
ig.  and  airfield  named  in  his  honor  at  Greater  Ft.  Worth  International 

1-port  HALSEY  V.  BARRETT,  account  executive  DuMont  TV  Net- 

;rk,  father  of  boy,  Halsey  Vail  Jr.,  July  12. 


On  Ail  Accounts 

(Continued  from  page  9) 
irseman  in  Chicago,  where  he 
is  a  cannoneer  on  the  lead  horse 
I  the  122d  field  artillery  horse- 
kwn  National  Guard  unit.  He's 
ed    horses,    and    movies,  ever 

=leturning  to  Chicago  with  an 
^RA  card  and  $7  clutched  in 
hand,  Jim  toured  the  soaper 
d  stock  circuits  and  walked  into 
ant  Advertising  when  he  was 
idy  to  put  theories  of  com- 
rcialism  and  artistry  to  the 
t.  Snaring  an  interview  with 
Av  Valentine  (the  original  Dr. 
jiQ.),  he  was  put  on  the  job  as 


assistant  radio  director  by  Will 
Grant  an  hour  and  one-half  later. 
Jim  thought  he  was  going  out 
faster  than  he  had  come  in  when, 
five  minutes  later,  Mr.  Grant 
called,  said  he  had  reconsidered, 
and  gave  Jim  a  $50  a  month  raise. 

Placed  in  charge  of  agency 
publicity  and  public  relations,  Jim 
drafted  himself  as  advance  man 
for  Dale  Carnegie,  who  wanted 
publicity  on  his  national  tours  of 
instruction  on  winning  friends  and 
influencing  people.  After  four 
years  at  Grant,  Jim  joined  Mc- 
Cann-Erickson,  Chicago,  in  1941  as 
assistant  radio  director. 

Among  his  shows  were  Musical 
Millu'heel  for  Pillsbury  and  Auc- 


tion Quiz  for  Standard  Oil  of 
Indiana,  both  on  the  Blue  Net- 
work, and  Clara,  Lou  and  Em-  for 
Pillsbury  on  CBS.  He  became 
radio  director  in  1942,  remaining 
until  1944  when  he  went  into  the 
Marine  Corps. 

After  drilling  recruits  on  the 
colonel's  staff  in  San  Diego  and 
Hawaii,  Jim  went  back  to  Mc- 
Cann-Erickson  in  1946  as  radio 
account  executive  on  Standard  Oil 
and  supervisor  of  special  events. 
He  went  into  TV  for  the  first  time 
last  fall  when  Standard  bought 
the  Wayne  King  Show  on  NBC-TV 
after  Jim  made  the  presentation, 
compiling  it  for  four  months. 

Radio  and  television  director 
since  January,  he  plans  and  super- 
vises business  for  Standard,  Swift 
&  Co.,  International  Harvester  and 
Hyde  Park  Beer,  which  use  broad- 
casting media  regularly.  Other 
accounts  include  Maytag,  Trans- 
Canada  Air  Lines  and  Allied  Van 
Lines. 

Married  to  the  former  Marie 
Louise  Sime  of  Tampa,  Fla.,  Jim 
and  his  wife  have  two  children, 
Judy,  8,  a  ballerina  who  has 
studied  since  she  was  3,  Jimmy 
Jr.,  9. 

Jim  has  given  up  violin  playing, 
"because  I'm  surrounded  by  talent 
at  home."  Now  he's  a  deep-sea 
fishing  devotee,  jaunting  to  Florida 
twice  yearly  and  swapping  fish 
stories  with  fellow-liars  in  Chicago 
Radio  Management  Club,  Tele- 
vision Council  and  Federated 
Advertising  Club. 


DISCOVERY  that  golf  championships 
run  in  the  Lindsay  family  of  Decatur, 
III.,  is  made  by  Matt  McEniry,  public 
affairs  director  at  KLZ  Denver,  during 
the  Denver  Women's  Western  Golf 
Tournament  held  last  month. 
Mr.  McEniry  interviews  Marjorie 
Lindsay,  winner  of  the  recent  Trans- 
Mississippi  contest  and  participant  in 
the  Denver  tournament.  Marjorie  is 
the  sister  of  Merrill  Lindsay,  WSOY 
Decatur  general  manager,  who  won 
the  Broadcasting  golf  competition  at 
the  NAB  convention  this  year. 

Canadian  Radio  Week 

CANADIAN  Radio  Week  is  being 
held  this  year  from  Sept.  30  to 
Oct.  7,  with  a  joint  promotion  by 
the  Canadian  independent  stations 
and  the  Canadian  Radio  Mfrs. 
Assn. 


ilgger  by  far  than  10  years  ago! 


.Almost  3^2  times  more  retail  sales  dollars  — 
[,246,420,000  last  year!  f And  lots  more  people,  too! J'' 

try  WBT  for  size! 
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ALSTON    BROOKE    to  WRNL 
Richmond,  Va.,  in  charge  of  pub- 
licity and  promotion. 

STERLING  WRIGHT  rejoins  WORD 
and  WDXY  (FM)  Spartanburg,  S.  C, 
as  program  director.  Helped  put 
WORD  on  air  10  years  ago. 

ERNIE  KERNS,  morning  man  WCSI 
Columbus,  Ind.,  named  promotion  di- 
rector, in  addition  to  duties  on  Kern 
for  Breakfast  show. 

DAVE  CHASE  to  announcers'  staff 
WTMJ-AM-TV  Milwaukee.  Was  with 
KALB  Alexandria,  La.,  and  WMMJ 
Peoria,  111.  AL  BUETTNER,  m.c. 
Music  'Til  Past  Midnight  on  WTMJ, 
to  staff  announcer  for  both  AM  and  TV. 

ED  HALDEMAN,  radio  writer-pro- 
ducer, named  co-producer  with  Ralph 
Hunter  ABC  Welcome  to  Hollywood. 

LLOYD  MOSS,  WAVZ  New  Haven, 
Conn.,  announcer,  to  WHLI-AM-FM 
Hempstead,  L.  I.,  announcing  staff. 

CAL  CARTER,  news  editor  WFEC 
Miami,  Fla.,  appointed  program  direc- 
tor, succeeding  ROBERT  LYONS  (see 
Front  Office). 

BARRY  SHERMAN,  member  produc- 
tion staff  WLEE  Richmond,  Va.,  to 
WSCR  Scranton,  as  program  and 
sports  director. 

LUIS  .MARTINEZ,  NBC  Hollywood 
budget  clerk,  to  network  program  de- 
partment. 

JOHN  RICKWA  to  announcing  staff 
KTRI  Sioux  City,  Iowa. 

GEORGE  W.  FAUST,  assistant  traffic 
manager,  DuMont  TV  Network,  named 
traffic  manager. 

RICHARD  W.  LONG,  chief  announcer 
WFMU  (FM)  Crawfordsville,  Ind., 
named  program  director  succeeding 
ROBERT  W.  BUIS  (see  Front  Of- 
fice). SUE  COLVIN,  continuity  di- 
rector, appointed  woman's  director, 
succeeding  FRAN  PARKER,  resigned. 
JOHN  MARSHALL  joins  summer  an- 
nouncing. 

HENRY  L.  DOUGLAS,  WLWT  (TV) 
Cincinnati  set-up  department  since 
1949,  to   production  staff. 

JEAN  RIEMAN,  KGO  San  Francisco 
secretary,  promoted  to  program  co- 
ordinator KGO-TV.  WILMA  KING, 
KGO  audience  mail  department,  to 
production  department. 

MERRIE  VIRGINIA  FENTON  joins 
KEX  Portland,  Ore.,  to  conduct  Merrie 
Virginia  show,  weekdays,  4:45  p.m. 

VERNON  APPLEBY,  floor  manager 
KTTV  (TV)  Los  Angeles,  to  KPIX 
(TV)  San  Francisco  in  same  capacity. 

TAL  HOOD,  WCRB  Waltham,  Mass., 


air-casters 


to  announcing  staff  WFGM  Fitchburg, 
Mass. 

CLOYDE  P.  HOWARD,  instructor 
Don  Martin  School  of  Radio  Arts, 
Hollywood,  to  ABC  Hollywood  an- 
nouncing staff.  PAUL  STEWART, 
KFWB  Hollywood  announcer,  and 
ORVAL  B.  ANDERSON,  chief  an- 
nouncer KGFJ  Los  Angeles,  to  net- 
work's   vacation    announcing  staff. 

BANDEL  LINN,  cartoonist  for  Col- 
liers, The  Neiv  Yorker  and  others,  to 
WSPB  Sarasota,  Fla.,  as  m.c.  of  At 
Home  With  Bandel  Linn.  RUTH  E. 
HEARN,  WCAY  Charleston,  W.  Va., 
to  WSPB  continuity  staff. 

C.  G.  (Tiny)  RENIER,  director  Pasa- 
dena Institute  for  Radio,  Pasadena,  to 
KLAC  Hollywood  as  program  director. 
Was  program  director  KMPC  Holly- 
wood. 

ROBERT    (CARRINGTON)  RADEL, 

formerly  known  as  Mark  Roberts, 
WSRS  Cleveland,  to  announcing  staff 
DuMont  TV  Network  and  WABD  (TV) 
New  York.  Was  chief  announcer 
WHVR  Hanover,  Pa.,  inadvertently 
identified  as  WHBR  Hanover,  N.  H., 
in  this  column  last  week. 

ZANE  KNAUSS,  news  editor  WMGW 
Meadville,  Pa.,  named  program  di- 
rector. 

VAL  BROWNE,  KDYL  Salt  Lake  City, 
to   NBC   Hollywood  announcing  staff. 

JOHN  BAADE,  with  FBI  in  Boston, 
to  service  staff  WOAI-TV  San  An- 
tonio, Tex. 

ETHEL  GREY,  WQUA  Moline,  111., 
and  WFRP  Savannah,  Ga.,  to  WMTW 
Portland,  Me.,  as  director  of  women's 
activities. 

JOSEPH  J.  HERGET,  program  direc- 
tor WPLH  Huntington,  W.  Va.,  to 
similar  position  WTIP  Charleston, 
W.  Va. 

RICHARD  F.  VAN  WINKLE,  KPHO 
Phoenix  continuity  chief,  resigns  to 
join  Graphic  Arts  Co.,  North  Holly- 
wood. 

BOB  NEAL,  sports  director  WERE 
Cleveland,  named  program  director  in 
addition  to  present  duties. 

JOHN  BROOKMAN  replaces  LARRY 
AUERBACH  on  NBC  Chicago's  AM 
production  staff.    Mr.  Auerbach  trans- 
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ferred  to  TV  production.  WILLIAM 
FALLS,  transcription  production,  re- 
places Mr.  Brookman  as  director  Day- 
light Saving  Time  delayed  broadcasts; 
DONALD  HASSLER  succeeds  Mr. 
Falls. 

ED  HERP,  graduate  Twin  Cities  Tel- 
evision Workshop.  Minneapolis,  to 
WKRC-TV  Cincinnati. 

DAVE  PAGE,  announcer  KIRO  Se- 
attle, elected  president  Seattle  AFRA, 
succeeding  SAM  PEARCE,  KOMO 
same  city. 

SIGVARD  RUBENOWITZ  on  train- 
ing assignment  at  KDKA  Pittsburgh 
through  arrangements  made  by  West- 
inghouse  Electric  International  Co. 
through  National  Student  Assn.  at 
Mass.  Institute  of  Technology. 

JEANNE  De  VIVIER,  continuity 
writer  KFBC  Cheyenne,  Wyo.,  to 
program  assistant  KFBK  Sacramento. 

DON  MEIER,  NBC  Chicago  TV  pro- 
ducer, and  Lorena  Mae  Bennett  mar- 
ried July  8. 

MICHAEL  BOSCLA,  executive  assist- 
ant CBS  press  information,  father  of 
boy,  July  14. 

JACK  VAN  COEVERING,  m.c.  Woods 
and  Waters  on  WXYZ-TV  Detroit, 
awarded  special  citation  for  "out- 
standing work  in  field  of  conservation 
in  1949"  by  Michigan  Outdoor  Writers' 
Assn. 

SAMUEL  KAUFMAN,  radio  publicity 
supervisor  NBC  press  department, 
father  of  boy,  Neil  Leroy,  July  16. 
Mrs.  Kaufman  is  Dorothy  Darling, 
radio  actress. 

DON  RYAN,  assistant  film  director 
WWJ-TV  Detroit,  and  Violet  Martin 
married  June  23. 

GLORIA  FORD,  assistant  sales  promo- 


N.Y.  RAILROADS 


Set  Contract  With  RRN 

INITIAL  26-weeks  contract  for 
three  half-hour  programs  a  week 
over  the  IS-station  Rural  Radio 
(FM)  Network  has  been  signed 
by  the  Associated  Railroads  of  New 
York  State,  according  to  Michael 
R.  Hanna,  general  manager  of  the 
network. 

Effective  Aug.  1,  Mr.  Hanna 
said,  the  railroads  will  sponsor  the 
York  State  Farmer  show  Tuesday, 
Wednesday  and  Thursday.  Com- 
mercials, institutional  in  nature, 
will  be  used  to  point  up  the  close 
affiliation  of  interest  between  agri- 
culture and  the  railroads  in  New 
York  State,  Mr.  Hanna  said. 


Botany  Mills  Show 

BOTANY  MILLS  Inc.,  Passaic, 
N.  J.  (men's  suits  and  ties),  will 
sponsor  The  Botany  Song  Shop 
Starring  Ginny  Simms  starting 
Sept.  17,  over  ABC  Sunday,  10:15- 
10:30  p.m.  The  52  week  show,  orig- 
inating from  Hollywood,  was 
placed  by  Alfred  J.  Silberstein  of 
Bert  Goldsmith   Inc.,  New  Yoi-k. 


tion  and  advertising  manager  WXYijil 
Detroit,  announces  coming  marriage  v(\ 
DEAN   LINGER,   head   ABC    Cent  ; 
Division    advertising    and  promot 
dept.,    Chicago.     Wedding   schedul ; 
for  Aug.  .0  in  Detroit.  I 

JIM  WATSON,  announcer  WTA(| 
Worcester,  Mass.,  father  of  boj. 
Gregory  Bennett,  July  11.  i 

FERN  SHARP,  women's  commenj- 
tator  WBNS  and  WELD  fFM)  Colum  ; 
bus,  Ohio,  subject  of  Ohio  Stat ' 
Journal's  "Women  in  Business! 
series  last  week. 

JOHN  HURLEY,  Don  Lee  Networl 
Hollywood,  publicist,  and  Doroth 
Olsen  married  July  8.  |; 

LEWIS  ARNOLD  Jr.,  program  direct 
tor  WSOU  (FM)  Seton  Hall  U.,  Soutj: 
Orange,  N.  J.,  named  chairman  Cath » 
olic  B-roadcasters  Assn.'s  committe 
on   Catholic-owned  radio  stations. 

PAUL  MASTERSON,  KNX  Hollywoo, 
International  Disc  Jockey,  father  <i 
girl,  Deborah,  July  9. 

BETTY    SCOTT,    WARC  Rochestei 
N.  Y.,  and  first  woman  to  fly  a  plane 
provided  picture  of  herself  to  Smith 
sonian    Museum    for    special  "EarH" 
Birds"  exhibit.  _  i 

CLAYTON  FOX,  CBS  Hollywood  ad.] 
ministrative    assistant    in  accountinjl 
department,  father  of  girl,  Leslie  Joyf-' 
July  9.  1 


MARK  A.  WEAVER,  WKY  Oklahoms 


City,  to  KLRA  Little  Rock,  Ark.,  afr" 
news  director. 

RAY  JOHNSON,  journalism  instruc  . 
tor  U.  of  Oregon,  to  KNBC  San  Fran  !  . 
cisco  news  staff.  f- 

JOHNNY  JIcNEVIN,  sports  announl, 
cer  WNDR  Syracuse,  N.  Y.,  rejoins 
WMID  Atlantic  City,  N.  J.,  as  spori: 
announcer  and  disc  jockey. 

i. 

JERRY  JACOBS,  New  Brunswick,  | 
N.  J.,  Daily  Home  News,  to  WMTB  ' 
Morristown,  N.  J.,  news  staff. 

CHARLES  and  GENE  JONES,  photog-  - 
raphers    for    Washington    Post  anct 
Washington     Times  -  Herald,  respec- 
tively,  to    Korea   to    cover    war  foi 
NBC-TV. 

Col.  ALBERT  S.  BAKER,  columnist 

and  news  editor  WKXL  Concord,  N.  H.' 
resigns  to  join  public  relations  depart-" 
ment  The  Brown  Co.,  Berlin,  N.  H. 

BOB  BOWER,  program  director  WTIP 
Charleston,  W.  Va.,  appointed  directof 
of  sports  and  special  events. 

JAMES    CALLOWAY,    WBAP  Fort 
Worth  newscaster,  father  of  girl. 
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PORTS  RIGHTS 


Broadcasters  Protest 
Calif.  Proposal 

ITENSIVE  study  of  the  hotly  protested  California  State  Athletic  Com- 
fesion  proposal  to  regulate  broadcasting  and  telecasting  of  boxing  and 
estling  matches  is  being  made  by  Asst.  Atty.  Gen.  Kenneth  Lynch 
'ore  a  decision  on  legality  of  measure  can  be  rendered  [Broadcasting, 

ne  26].  ^  *  

matches  at  the  Hollywood  Legion 
Stadium. 

Joe  Stanley,  fight  manager,  came 
back  quickly  with:  "The  Legion 
lost  $250,000,  so  I  think  Don  Lee 
hurt  the  Legion  more  than  the  Le- 
gion hurt  Don  Lee."  He  was  the 
only  fight  manager  to  voice  an 
opinion. 

Expressing  himself  in  no  uncer- 
tain terms,  Don  Fedderson,  vice 
president  and  general  manager  of 
KLAC-AM-TV,  declared:  "I  think 
the  commission  has  .  .  .  temerity 
to  even  consider  such  a  measure. 
In  one  phrase,  may  I  say,  this  is 
America." 

Proposed  Rule  542  would  pro- 
hibit any  licensed  club  from  en- 
gaging in  or  permitting  radio 
broadcasts,  telecasting  or  filming 
of  boxing  or  wrestling  matches 
without  the  commission's  written 
consent. 


i;|rhis  was  revealed  at  a  public 
[kring  in  Los  Angeles  July  14 
[lien    radio-TV     spokesmen  at- 
•ked  the  wisdom  of  the  measure, 
ntified  as  Rule  542.  They  termed 
unconstitutional     on  several 
1  :)unds. 

Donn   B.   Tatum,   president  of 
lifornia  State  Broadcasters  Assn. 
:1  vice  president-general  counsel 
Don  Lee  Broadcasting  System, 
I  arged  the  commission  was  "get- 
'  g  into  the  sensitive  field  of  cen- 
ship."    He  reminded  that  radio 
;1  television  already  are  under 
X  regulation  and  therefore  it  is 
vond  the   athletic  commission's 
:al  power.    He  further  charged 
the  commission  is  trying  to 
-titute  a  rule  which  was  rejected 
1  the  1949  State  Legislature. 
CjMr.  Lynch,  counsel  for  commis- 
]|n,  asked  if  opponents  to  the  pro- 
bed rule  didn't  think  it  the  duty 
the  board  to  act  if  "continua- 
In  of  television  means  the  end  of 
King  and  wrestling  in  the  state." 

made  it  plain  that  the  state  is 
ilerested  in  its  tax  revenues  from 
^se  athletic  events, 
jrohn  Hearn,  counsel  for  KLAC- 
Id-TV  Hollywood  and  other  Cali- 
jrnia  stations,  challenged  the  in- 
rence  and  demanded  proof  that 
her  media  is  hurting  gate  re- 
pts.  He  declared  that  the  board 
d  no  right  to  "discriminate" 
ainst  radio  or  television. 

Charge  'Premature'  Judgment 
Bryan  Moore,  counsel  for  ABC 
estern  Division,  argued  it  was 
iremature"  to  judge  television  as 
rmful  to  boxing. 

Although  he  did  not  elaborate, 
mmissioner  Joe  Phillips  of  San 
ancisco  came  back  with :  "We  al- 
=idy  have  evidence  of  that." 
'Charles  L.  Glett,  vice  president 
charge  of  television  for  Don  Lee 
]oadcasting  System,  declared  his 
?anization    "lost    $97,000  and 
ve  away  $9,000  worth  of  adver- 
ing    time"    telecasting  boxing 


-ABC 


i/tTOPEKA 


WJVA  KICK  GRANT 

Seek  Renewals  With  Hearing 

PETITIONS  to  grant  renewal  of 
licenses  without  hearing  to  WJVA 
South  Bend,  Ind.,  and  KICK 
Springfield,  Mo.,  were  filed  with 
FCC  last  week.  The  Commission 
earlier  had  ordered  hearings  to  de- 
termine whether  owner.-hip  of  each 
station  had  been  transferred  with- 
out approval  [Broadcasting,  May 
22,  June  5]. 

WJVA's  petition  outlined  its 
ownership  history,  explaining  the 
licensee  was  composed  of  some  58 
local  people  from  all  walks  of  life 
"without  previous  radio  experi- 
ence" who  "may  have  committed 
technical  violations"  of  FCC's 
rules.  WJVA  contended,  however, 
that  such  violations  were  without 
intent  to  conceal  or  deceive  "but 
resulted  solely  from  the  lack  of 
familiarity"  with  FCC's  rules  and 
"the  absence  of  competent  legal 
advice."  WJVA  told  FCC  full 
compliance  in  the  future  is  assured 
and  fulltime  Washington  counsel 
has  been  retained. 

Similarly,  KICK  explained  no 
purpose  would  be  obtained  through 
hearing  since  all  pertinent  facts 
have  been  supplied  to  FCC  regard- 
ing ownership  interests.  An  op- 
position to  this  view,  however,  was 
filed  by  KTTS  Springfield,  which 
earlier  sought  reconsideration  of 
FCC's  license  grant  to  KICK. 
KTTS  asked  the  hearing  be  held. 

WJVA  is  assigned  250  w  daytime 
on  1580  kc;  KICK  250  w  fulltime 
on  1340  kc. 


REPRESENT£D  BY 

EED&  COMPANY 


DEDICATION  of  monument  to  first 
amateur  and  shortwave  radio  mes- 
sage flashed  across  Atlantic  set  for 
early  in  fall  at  Greenwich,  Conn. 
Monument  sponsored  by  The  Radio 
Club  of  America. 


Static  &  Snow 

(Continued  from  page  UU) 

of  moan  and  groan  and  scream. 
So  with  loud  trumpet  blare  the 

gods  of  the  air  came  riding  to 

earth  on  a  beam: 
They  took  one  good  look  as  with 

fierce  rage  they  shook,  then  in 

unanimity 
With   glacial  stare   and  with  icy 

glare  they  froze  up  the  FCC. 
This   occurred   in   October,  neath 

skies  gray  and  sober,  back  in 

nineteen  forty  eight 
And  the  freeze  stayed  on,  son,  till 

Senator     Johnson     decided  no 

longer  to  wait. 
So  he  built  a  fire  like  a  funeral 

pyre,    using    his    chest    for  a 

bellows : 

He  threw  in  constructors  of  sets, 

and  instructors,  all  acting  like 

jolly  good  fellows. 
With  a  learned  scholar  he  tossed 

in     color,     which     heaped  the 

flames  up  higher: 
With  the  wave  that's  ultra  went  a 

fancy  consulter,  and  how  he  did 

perspire! 

Then  the  heavens  scowled  and  the 

winds  they  howled  and  the  dead 

rose  up  and  walked. 
Then  the  stars  came  out  and  they 

danced    about    and  everybody 

talked. 

So  the  Desperado  from  Colorado 

said  "Maybe  it's  time  I  looked. 
"They've  been  sizzling  so  in  this 

blaze    and    glow,    they  really 

should  be  cooked." 
Ignoring  the  roar,  he  opened  the 

door,  and  fearfully  peeked  inside 
Expecting   that   he   would  surely 

see  a  mess  all  stewed  and  fried. 
But  to  his  dismay  the  corpses  lay 

preserved,  inert  and  fit. 
Though  the  air  was  hot,  the  stiffs 

were  not;  they  hadn't  softened 

a  bit. 

And  so  they  stay  to  this  very  day, 

no  slightest  sign  of  thaw, 
No    animation,    just  hibernation, 

gelid,  bleak  and  raw. 
Yes,  there  are  strange  things  done 

down  in  Washington  by  the  men 

on  the  public  roll. 
The    Capital    trails    have  their 

secret  tales  not  found  in  record 

or  scroll. 

The  District  lights  have  seen  queer 
sights,  but  the  strangest  is  yet 
to  be — 

When  a  volcanic  eruption  or 
atomic  disruption  unfreezes  the 
FCC. 


Sterling  Renews 

STERLING  DRUG  Inc.,  New  York, 
extends  sponsorship  for  52  weeks 
of  My  True  Story,  Mon.-Fri.,  10- 
10:25  a.m.,  on  ABC.  Agency  is 
Dancer  -  Fitzgerald  -  Sample,  New 
York. 


APS  Adds  42 

ASSOCIATED  Program  Service, 
New  York,  has  announced  the  addi- 
tion of  42  radio  and  television  sta- 
tions using  its  service,  and  renewal 
of  contracts  by  91  others. 


ANTI-LOTTERY 

Wisconsin  Studies  Giveaways 

A  NETWORK  show  and  three  lo- 
cal programs  are  being  studied  by 
the  attorney  general  of  Wisconsin 
for  possible  violation  of  the  state's 
anti-lottery  law.  They  are  Stop 
the  Music  (ABC),  Omar  Jackpot 
Quiz,  Bread  Basket  Quiz  and  Food 
For  Thought  Jackpot  Quiz,  all 
broadcast  in  Milwaukee.  Investi- 
gation was  sought  by  Milwaukee 
County  District  Attorney  William 
J.  McCauley  after  another  give- 
away. Lucky  Social  Security  Num- 
bers, was  ordered  revised  [Broad- 
casting, June  26,  July  3]. 

Wisconsin  law  defines  a  lottery 
as  including  prizes,  the  element  of 
chance,  and  consideration,  last  of 
which  need  not  involve  cash.  A 
variation  of  Lucky  Social  Security 
Niunbers  has  returned  to  WMAW 
Milwaukee  after  format  was 
changed  on  order  of  the  Milwaukee 
district  attorney  and  the  attorney 
general. 

Attorney  General  Thomas  Fair- 
child's  office  in  Madison  is  studying 
scripts  on  the  giveaway  shows. 
Mr.  Fairchild  has  FCC  files  on 
giveaways,  which  were  forwarded 
last  week  after  a  conference  with 
an  FCC  attorney  in  Milwaukee. 
Mr.  Fairchild's  assistant,  William 
Platz,  discussed  the  situation  with 
the  FCC  lawyer  also.  No  decision 
is  expected  from  the  attorney  gen- 
eral for  several  weeks. 


For  some 
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allied  arts 


HOWARD  G.  MAYER  &  Assoc.,  Chi- 
cago public  relations  firm,  and 
THE  DALE  O'BRIEN  Co.,  same 
city,  merge,  with  Mr.  O'Brien  becom- 
ing partner  in  Chicago  office  of  Meyer 
firm.  He  was  director  of  public  rela- 
tions and  special  events  for  WGN 
Chicago  and  Central  Division  of  MBS. 

JACK  PERLIS,  N.  Y.  radio-TV  public 
relations  consultant,  to  handle  Meet 
the  Press  and  Leave  It  to  the  Girls 
for  Press  Productions  Inc.,  N.  Y.,  and 
Eountree  Productions  Inc.,  N.  Y.,  re- 
spectively. 

NEWTON  E.  MELTZER,  director  pro- 
gram development  Telenews  Produc- 
tions, N.  Y.,  resigns  to  do  freelance 
writing  and  directing  assignments. 

JOHN  MULVIHILL  appointed  in 
charge  of  premium  exploitation  for 
Time  for  Beany  show.  BOB  CLAM- 
PETT,  producer  of  show,  moves  to 
new  offices  at  840  N.  Seward  St., 
Hollywood. 

ARLETTE  BARTLEY,  assistant  man- 
aging director  Southern  Calif.  Broad- 
casters Assn.,  resigns,  effective  Aug. 
15,  to  accompany  husband  KENNETH 
HARWOOD  who  recently  accepted 
teaching  position  in  U.  of  Alabama 
radio  department.  ELEANOR  NICH- 
OLS, parttime  SCBA  and  KUSC  (FM) 
U.  of  Southern  Calif,  member  staff, 
joins  association   on   fulltime  basis. 

BENJAMIN  H.  KIZER,  attorney,  ap- 
pointed V/ashington  State  chairman 
Crusade  for  Freedom,  a  project  of 
Radio  Free  Europe. 

JAY  &  GRAHAM  RESEARCH  Inc., 

Chicago,  signs  DuMont  TV  Network, 
General  Mills  and  Compton  Agency 
for  its  Videodex  service. 

^(^ulpinent  •  •  • 

FRANCIS  X.  RETTENMEYER,  chief 
engineer  for  Federal  Radio  &  Tele- 
graph Co.,  to  Philco  Corp.  as  executive 
engineer  to  assist  in  administration  of 
firm's  Government  and  industrial 
electronics  program. 

WILCOX  -  GAY  Corp.,  Charlotte, 
Mich.,  makes  new  issue  of  stock  to 
purchase  GAROD  RADIO  Corp.  and 


MAJESTIC  RADIO  &  TELEVISION, 

Brooklyn,  N.  Y.  Firm  will  become 
Wilcox-Gay-Majestic  Corp.  All  com- 
panies are  headed  by  LEONARD 
ASHBACH. 

"Tecknlcal  •  •  • 

WILLIAM  REEDER  appointed  chief 
engineer  WFEC  Miami,  Fla. 

MANUEL  KLEIN,  graduate  RCA 
technicians  school,  to  WHLI-AM-FM 
Hempstead,  L.  I.,  as  engineer. 

ALLAN  KEE3,  transmitter  supervisor 
KPIX  (TV)  San  Francisco,  named  as- 
sociate director  engineering  depart- 
ment. 

ROBERT  TRACHINGER,  WTMJ-TV 
Milwaukee  engineer,  to  KECA-TV  Los 
Angeles  in  studio  and  field  operations. 
HENRY  C.  HILL,  WJRD  Tuscaloosa, 
Ala.  to  vacation  relief  engineering 
staff  for  transmitter  operations. 

BOB  HUNT,  transmitter  engineer, 
WJAS  Pittsburgh,  returns  to  post 
after  absence  since  Feb.,  1946. 

EDWARD  M.  MARKMAN,  chief  engi- 
neer WSTC-AM-FM  Stamford,  Conn., 
resigns  for  reasons  of  health. 
EDWARD  A.  FAUBEL,  assistant  chief 
engineer,  takes  over  duties  as  acting 
chief  engineer. 

BOB  BURKE,  engineer  WWJ-TV  De- 
troit, father  of  boy,  Don. 

ALLEN  B.  DuMONT  Labs  announces 
production  of  Type  294  Cathode-ray 
oscillograph  especially  designed  for 
accurate   study   of   pulse  waveforms. 

DON  GOOD  Inc.,  South  Pasadena, 
Calif.,  produces  Goodline  Airlead,  TV 
feed  line  designed  to  eliminate  exces- 
sive losses. 

RCA  Victor  announces  new  and  revised 
edition  of  "Triple  Pindex,"  guide  to 
tube-base  diagrams. 


Douglas  Chown  Brace 

DOUGLAS  CHOWN  BRACE,  43, 
vice  president  of  James  Fisher  Co. 
Ltd.,  Toronto  advertising  agency, 
died  July  13  at  Toronto  General 
Hospital  from  a  cerebral  hemor- 
rhage. 


Respects 

(Continued  from  page  JtU) 

but  did  have  a  man  who  believed 
in  research. 

Without  benefit  of  any  study  of 
sales  and  advertising  history  of 
the  city,  Mr.  Foster's  superior 
ordered  him  to  Bridgeport.  There, 
he  vi^alked  the  streets  for  two  days, 
questioning  people.  He  found  out 
that  Lifebuoy  was  the  brand 
people  "weren't  liking  the  most." 
The  reason  was  the  scent.  He 
went  back  to  Cambridge  and 
vigorously  recommended  modifica- 
tion of  the  scent. 

"At  first  nobody  could  see  this," 
he  relates.  "But  soon  the  logic  of 
it  prevailed  and  from  that  day, 
even  to  the  present,  the  modifica- 
tions in  scent,  shape,  size,  color  of 
products  are  a  standing  research 
and  production  procedure.  Here 
at  least  is  one  case  where,  at  the 
expense  of  a  few  bunions,  sales 
curves  were  fattened." 

During  his  28  years  with  Lever 
Bros. — media  director  for  25 — Mr. 
Foster  had  a  first  hand  opportunity 
to  see  his  ideas  projected  through 
radio  advertising.  That  long  ex- 
perience also  thoroughly  familiar- 
ized him  with  radio  and  eminently 
qualified  him  for  his  post  as 
manager  of  the  50  kw  Merrimack 
Valley  outlet. 

Born  in  Boston 

Albert  Edward  Foster  was  born 
Jan.  2,  1893,  on  the  slope  of  his- 
torical Copps  Hill  in  Boston's 
North  End.  His  father,  like  his 
father  before  him,  followed  the 
sea.  However,  as  Mr.  Foster  says, 
the  family  didn't  follow  father,  but 
stayed  in  the  North  End  where 
young  Foster  got  his  first  school- 
ing at  the  Bennett  School,  "whose 
illustrious  alumni  make  me  blush." 

Then  the  Fosters  moved  inland 
20  miles  to  the  town  of  Woburn. 
There  Edward  Foster  was  grad- 
uated from  grammar  school.  He 
took  a  year  at  Hill  Business  Col- 
lege, Somerville,  after  which  he 
went  into  the  advertising  depart- 
ment of  the  telephone  company  at 
the  tender  age  of  13. 

After  three  years  of  thrift,  plus 
hard  work,  he  got  enough  money 
to  go  to  Boston  College  High 
School.  Graduating  from  there, 
he  went  to  the  Jesuit  Seminary  at 
Poughkeepsie,  N.  Y.,  and  the 
School  of  Philosophy  at  Wood- 
stock, N.  Y.  He  spent  approxi- 
mately seven  years  in  the  Jesuit 
Order. 

Next  he  returned  home  and  went 
back  to  Boston  College.  After 
finishing  there,  he  taught  Latin 
and  French  in  the  high  schools  of 
Boston. 

"Finding  the  kids  too  smart," 
Mr.  Foster  says,  "I  decided  to  go 
into  journalism  and  went  to  New 
Yoi'k  City,  spending  a  year  as  an 
editorial  writer  on  the  Neiio  York 
Uncle  Sam.  But  this  Uncle  Sam 
wasn't  rich  because  the  paper  fold- 
ed within  a  year  and  I  folded  with 
it. 

"Then  I  really  began  to  live," 
he  remembers.    "I  walked  into  the 


employment  office  of  Lever  Bro 
in  Cambridge,  one  hot  day  i 
August,  and  asked  for  a  job. 
gave  them  my  background  . 
and  the  genial  gentleman  said, 
got  a  job  in  the  soap  works  shoved' 
ing  soap  into  vats  ,  .  .  the  temf 
erature  is  110'  ...  I  took  it,  bu 
graduated  from  there  into  th 
advertising  department  in  ver 
fast  fashion  and  continued  wit 
Lever  in  various  research,  advei 
tising  and  radio  capacities  for  2 
years." 

When  radio  came  on  the  scene 
Lever  made  a  late  start,  but  a  fas' 
one,  Mr.  Foster  says,  and  he  wa 
with  them.  Of  the  number  o 
shows  that  came  and  went  on  th 
Lever. air  in  15  years,  some  wer^ 
good,  some  were  phenomenal  anc: 
others  were  just  plain  "turkeys,"  hi 
says. 

Decisive  Action  Policy 

Commenting  on  this,  Mr.  Foster 
remarks  that  if  more  sponsor; 
were  more  courageous  they'd  droj 
radio  properties  at  the  first  sigr 
they  weren't  selling  goods  anc 
radio  would  probably  have  more 
big  name  shows  today.  As  it  no^\ 
stands,  the  same  big  names  persisi 
year  after  year,  he  points  out. 

When  Lever  left  Boston  lasl 
year,  Mr.  Foster  elected  to  remain, 
in  the  Hub  area  and  Jan.  9,, 
1950,  found  himself  presiding  over 
the  destinies  of  WLAW.  i 

Mr.  Foster  is  married  to  the 
former  Mildred  A.  Clark.  His 
hobbies  include  horticulture  and 
reading.  He  belongs  to  the  Radio 
Executives  Club  of  Boston. 

Recently,  Mr.  Foster  made  a 
series  of  public  appearances  to 
preach  "New  England  Opportuni- 
ties" to  the  people.  By  his  record 
it  would  appear  that  there  are  few 
better  equipped  to  expound  that 
theme. 


NEWS  LIAISON 

Special  NARND  Group  Named" 

LIAISON  committee  to  keep  the: 
National  Assn.  of  Radio  News  Di-, 
rectors  informed  on  government 
policy  decisions  regarding  radio's 
role  in  the  current  international: 
situation  has  been  appointed  by; 
NARND  President  Jack  Shelley  of' 
WHO  Des  Moines. 

Committee  members  include  Ted 
Koop,  director  of  news  and  public 
affairs  for  CBS,  and  Cash  Keller, 
news  and  special  events  director  of 
NBC,  both  in  Washington,  D.  C. 
Mr.  Shelley  also  has  asked  Robert 
K.  Richards,  NAB  public  affairs 
director,  to  work  closely  with  this 
committee. 

He  pointed  out  that  the  group 
"has  authority  to  offer  NARND's 
services  and  to  speak  for  the  asso- 
ciation when  its  opinion  may  be 
neded  in  emergencies  which  do  not 
allow  time  for  consultation  with 
my  office."  The  men  have  attended 
several  conferences  with  govern- 
ment officials  to  discuss  what  will 
be  expected  of  the  radio  industry 
and  of  radio  news  coverage  in  case 
of  a  national  emergency. 

The  NARND  has  a  membership 
of  200  radio  news  editors  and 
broadcasters  in  every  state. 
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[OSS  IT  REPORT   congress  Gets  Quarterly  Review 


UARTERLY  reports  and  new 
Igistrations  for  January-March, 
..aling  with  activities  of  broadcast 
ation  and  industry  representa- 
i/es  opposing  restrictive  radio-TV 
gislation  under  the  1946  Lobbying 
bt,  were  outlined  in  a  voluminous 
'kument  filed  wnth  Congress  by 
le  House  Clerk  and  Senate  Secre- 
|Ty  July  14. 

"i  Among  those  filing  reports  under 
'je  act  were  officials  of  networks, 
'lAB,  Radio-Television  Mfrs.  Assn., 

le    Clear    Channel  Broadcasting 

;rvice  and  others. 

:  Reflected  in  the  registrations 
,&s  the  allied  industry's  genuine 

incern   over   stringent  Congres- 

pnal  proposals  to  (1)  license  net- 

ijrks  and  sever  network  and  sta- 
■Dn  operations;  (2)  break  down 
^e  clear  channels  and  impose  a 
^liling  on  Class  1-A  station  power; 
V,)  give  FCC  additional  sanctions 
'rer  licensees,  permittees,  etc.;  (4) 
i-st  certain  administrative  func- 
■ms  of  FCC  in  the  Commission 
nairman;  (5)  create  a  Radio  Fre- 

lency  Control  Board  or  "super 
CC." 

■  One  proposal  which  the  industry 

•  pported  rather  than  opposed  was 
;ie  now  moribund  bill  sponsored  by 
■n.   Ernest   W.   McFarland  (D- 

•  riz.),  to  realign  FCC  along  pro- 
iidural  lines. 

.  Ralph  Hardy,  NAB  legislative 
:aison  on  Capitol  Hill  and  newly- 
Igistered  under  the  Lobbying  Act, 


'HERE  are  they  now?— The  pi- 
leers  of  radio  who  reached  their 
iak  in  the  broadcasting  field  and 
en  retired  or  turned   to  other 
iisiness  interests? 
'  In  most  cases,  the  former  radio 
l:ecutives  have  made  successes  of 
leir  new  ventures.     Typical  of 
^lese   is    Clarence    G.    Cosby  of 
■Sng  Beach,  Calif. 
Before  going  into  his  new  busi- 
est— making    hand  decorated 
indies — Mr.  Cosby  had  put  be- 
'  nd    him    a    lengthy    career  in 
■oadcasting.     For    10   years  he 
.as  general  manager  of  KWK  St. 
puis;  for  four  years,  in  a  similar 
^)sition  at  KXOK  St.  Louis;  then 
ineral  manager  of   WINS  New 
ork,  where  he  remained  until  the 
fosley    interests    of  Cincinnati 
^jught  the  station. 

]  Heads  Westward 

•  Mr.  Cosby's  next  move  was  to 
..  W.  Ayer  &  Son  Inc.  where  for 
;i'o  years  he  was  chief  timebuyer. 
fter  that,  he  went  into  business 
[  Forest  Hills,  N.  Y.,  but  several 
jjars  later  he  and  Mrs.  Cosby  de- 
eded they  needed  a  vacation,  sold 
'le  business  and  went  to  Cali- 
,'i-nia.  There  they  found  a  can- 
je-making  company  was  for  sale 
jid  bought  it. 


was  listed  for  an  annual  salary  of 
$17,500  for  services  performed 
while  director  of  NAB's  radio  di- 
vision and  "no  specific  amount" 
for  legislative  expenses.  He  re- 
ported a  general  expense  account 
was  provided. 

Don  Petty,  former  NAB  legis- 
lative counsel,  reported  that  he  re- 
ceived $3,750  as  a  retainer  fee  from 
NAB  during  the  period  January- 
March,  and  a  total  of  $1,007.05  for 
business  expenses  in  connection 
with  activities  in  all  fields  of  law 
relating  to  NAB  as  a  client. 

Says  Not  Applicable 

According  to  the  report,  Mr. 
Petty  felt,  however,  that  the  1946 
Lobbying  Act  was  not  applicable  to 
him  on  grounds  that  his  activities 
relating  to  Congressional  legisla- 
tion were  "incidental"  to  those  as 
attorney  for  NAB.  He  pointed  out 
he  had  registered  anyway  to  carry 
out  his  duties  as  attorney  so  as  to 
nullify  any  question  being  raised  as 
to  propriety  of  his  actions  with  re- 
spect to  any  legislation. 

Mr.  Petty  cited  specifically  dur- 
ing the  first  quarter  of  1950  such 
legislation  as  S  1973  (the  McFar- 
land bill  to  reorganize  FCC  along 
procedural  lines);  S  1847  (by  Sen. 
William  Langer  (R-N.D.)  to  out- 
law alcoholic  beverage  advertising 
on  radio-TV);  the  President's  Plan 
11  (to  reorganize  FCC);  HR  6949 


Mr.  Cosby  (center)  examines  one 
of  his  candle-making  processes. 


Big  factor  in  their  successful 
venture  is  Mrs.  Cosby's  back- 
ground of  art  and  sculpturing. 
Because  of  this,  the  hand-decor- 
ated candle  business  is  sort  of  sec- 
ond nature  to  her,  Mr.  Cosby  said, 
and  to  son,  Don,  formerly  with  the 
Ford  Motor  Co. 

"If  Crosby  can  go  into  the  fruit 
juice  and  cracker  business,  which 
is  certainly  not  euphonious,  why 
not  'Candles  by  Cosby'?"  asks 
Mr.  Cosby. 


(by  Rep.  George  Sadowski  (D- 
Mich.)  to  create  a  "super-FCC"  and 
give  FCC  additional  sanctions),  and 
a  tax  proposed  before  the  House 
Ways  &  Means  Committee  (to  levy 
a  10%  excise  tax  on  television  re- 
ceivers). 

Mr.  Petty  listed  $342.76  for  ex- 
penses covering  letters  sent  to 
NAB  board  of  directors  on  the 
Langer  liquor  bill,  wires  to  TV  sta- 
tions on  the  proposed  TV  set  ex- 
cise, letters  to  the  networks  on  the 
controversial  Sadowski  bill. 

Earl  Gammons,  vice  president 
and  director  of  CBS  Washington 
operations,  specified  interest  in  all 
legislation  affecting  the  radio-tele- 
vision industry,  particularly  in  the 
McFarland  and  Sadowski  bills  and 
also  in  a  measure  by  Rep.  Harry 
Sheppard  (D-Calif.),  to  license  net- 
works and  divorce  network-station 
operation  functions. 

For  expenditures  Mr.  Gammons 
listed  a  total  of  $125  for  travel, 
food,  lodging,  entertainment,  etc., 
during  the  period  January-March. 

RTMA  Representatives 

Joseph  E.  Casey,  representing 
Radio-Television  Mfrs.  Assn.,  said 
he  is  receiving  a  $5,000  retainer 
and  $1,000  a  month  plus  expenses 
to  run  for  the  remainder  of  1950. 
He  was  retained,  during  the  first 
quarter,  on  behalf  of  the  proposed 
TV  set  tax. 

Bond  Geddes,  also  of  RTMA,  re- 
ported expenditures  of  $61.90  in- 
cluding $49.60  for  expenses  of  con- 
ferences and  meetings  with  the  as- 
sociation's excise  tax  committee. 
He  also  mentioned  opposition  to 
the  Treasury  Dept.'s  suggested  TV 
set  levy. 

Frank  M.  (Scoop)  Russell,  vice 
president  in  charge  of  NBC  Wash- 
ington operations,  reported  $461  in 
expenditures  to  be  deferred  by  NBC 
for  the  first  quarter — comprising 
telephone,  telegraph,  food,  travel, 
lodging,  etc. 

Mr.  Russell  registered  interest 
in  the  McFarland-Sheppard-Sa- 
dowski  measures,  especially  those 
provisions  dealing  with  network  li- 
censing, FCC  reorganization,  a 
proposed  Radio  Frequency  Control 


Board,  and  libel  and  slander  in  po- 
litical broadcasts.  In  general,  he 
reported  interest  in  all  legislation 
"affecting  radio  communication  or 
manufacturing  companies." 

The  Clear  Channel  Broadcasting 
Service  reported  $6,626.19  for  ex- 
penses during  January-March,  and 
receipt  of  $39,000.13  in  dues  and 
assessments  from  15  member  sta- 
tions in  the  Class  1-A  standard 
broadcast  class.  Money  was  not  re- 
ceived or  expended  "solely  or  prin- 
cipally" for  purposes  falling  within 
the  Lobbying  Act,  the  report  noted. 

CCBS,  through  its  director,  Ward 
Quaal,  has  been  on  record  as  op- 
posing proposed  legislation,  S  491 
by  Sen.  Ed  Johnson  (D-Col.)  and 
HR  4004,  a  companion  bill  by  Rep. 
Robert  L.  Ramsay  (D-W.'Va.), 
calling  for  breakdown  of  Class  1-A 
or  clear  channel  ceiling  on  power 
of  Class  1-A  stations. 

Mr.  Quaal  listed  expenditures  of 
$858.24  for  the  first  1950  quarter, 
although  "only  a  portion  of  his  ac- 
tivities came  within  the  purview  of 
the  Lobbying  Act,"  according  to 
the  report.  He  also  listed  expenses 
for  NAB  convention  registration 
($30),  use  of  the  Joint  Hill  Record- 
ing Facility  ($15.65)  and  other 
functions. 


NAB  DISTRICTS 

Meeting  Schedule  Completed 

NAB  last  week  put  the  finishing 
touches  on  its  schedule  for  1950 
district  meetings  to  get  underway 
next  month  and  conclude  in  Novem- 
ber. 

As  originally  planned.  District 
15  will  hold  its  meeting  at  the  San 
Carlos  Hotel,  Monterey,  Calif.,  Aug. 
21-22,  with  Glenn  Shaw,  KLX  Oak- 
land, presiding  as  director.  The 
District  16  meet  is  slated  for  the 
Roosevelt  Hotel,  Hollywood,  Aug. 
24-25,  with  Calvin  J.  Smith,  KFAC 
Los  Angeles,  as  director. 

C.  E.  Arney  Jr.,  NAB  secretary- 
treasurer,  who  announced  the 
schedule,  also  said  that  the  St.  Paul 
Hotel  had  been  selected  as  head- 
quarters for  the  District  11  con- 
clave in  St.  Paul,  Sept.  25-26.  John 
F.  Meagher,  KYSM  Mankato, 
Minn.,  is  district  director. 

The  17  district  meetings  will  be 
launched  Aug.  14  in  Seattle. 


X-RADIO  MAN  MAKES  GOOD 

I  'Candles  by  Cosby'  Is  New  Theme 
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Insurance  Firm's  Radio 

(Continued  from  page  20) 

insurance  company  on  KWTO>  is 
a  farm  service  program  conducted 
by  Loyd  Evans,  KWTO's  farm 
service  director.  This  program 
features  farm  news,  weather, 
markets  and  local  and  national 
news.  Like  most  of  the  other 
MFA  programs  it  is  open  to  inter- 
views with  company  personnel 
and  other  visitors. 

Mr.  Evans'  program  replaces 
the  quarter-hour  Carter  Family 
show,  which  completed  its  contract 
with  MFA  Mutual  and  moved  on 
to  WSM  Nashville,  and  the  Grand 
Ole  Opry,  the  latter  part  of  May. 
The  "Carter  Sisters"  with  "Mother 
Maybelle"  and  "Chet  Adkins" 
built  up  a  great  listener  following 
in  the  Southwest  Missouri  ter- 
ritory while  on  the  MFA  Mutual 
program. 

In  a  letter  to  MFA's  Advertis- 
ing Director  W.  Judd  Wyatt, 
Dwight  Darby,  Springfield  branch 
manager  for  MFA  Mutual,  wrote: 

You  might  be  interested  in  knowing 
of  some  direct  results  from  our  12 
noon  broadcast  with  the  Carter  Fam- 
ily. A  few  days  ago  some  folks  from 
south  of  Springfield  called  the  office 
and  requested  someone  come  down 
that  evening  and  write  up  their  auto- 
mobile insurance.  I  made  the  trip  and 
got  the  insurance  sold.  As  the  husband 
was  paying  me  the  premium  the  wife 
stated,  "You  can  thank  Junie  Carter 
for  this  sale,  because  we've  been  lis- 
tening to  her  on  the  radio  and  decided 
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HERE'S  WHERE  YOU'LL  FIND  MFA  RADIO  PROGRAMS 


KGBX  Springfield 

6:45  a.m.  M.W.F.  Music 
KTTS  Springfield 

8:55  a.m.  M.W.F.  Weather 
KFEQ  St.  Joseph 

11:45  a.m.  Music,  Weather, 
News 

KWTO  Springfield 

12  noon  Music,  Markets, 
Weather 
KFEQ  St.  Joseph 

12:15  p.m.  Interviews 
KWTO  Springfield 
12:15  p.m.  Music 
KMMO  Marshall 

12:15  p.m.  "Man-at-the- 
Exchange" 
KWRE  Warrenton 

12:15  p.m.  Music,  Markets, 
Weather,  News 
KCHI  Chillicothe 


12:30  p.m.  "Man-at-the- 
Exchange" 
KWTO  Springfield 
12:30  p.m.  News 
KXEO  Mexico 

12:30  p.m.  Markets,  News 
KBOA  Kennett 

12:30  p.m.  Music,  Markets, 
Weather,  News 
KIRX  Kirksville 

12:45  p.m.  "Man-at-the- 
Exchange" 
KHMO  Hannibal 
12:45  p.m.  News,  Weather 
Markets 
KFRU  Columbia 

1  p.m.  "Man-at-the- 
Exchange" 
KNCM  Moberly 

12  m.  Music,  News 
This  schedule  does  not  include 
spot  announcements. 


to  follow  her  advice  and  get  MFA 
Mutual  Insurance  protection."  Radio 
advertising  pays! 

Farm  Program  Director  Harold 
K.  Schmitz,  at  KFEQ  St.  Joseph, 
Mo.,  has  a  great  following  of 
listeners  in  Northeast  Missouri. 
Much  of  his  popularity  is  due  to 
his  Just  Wonderin'  program,  a  10- 
minute  feature  presented  daily 
12:15  to  12:25  p.m. 

In  advance  of  his  broadcast  he 
wanders  over  the  country  with  his 
portable  tape-recorder  and  makes 
interviews  with  people  on  things 
of  interest  he  meets  along  the  way. 

Another  KFEQ  program,  spon- 
sored by  MFA  Mutual  and  other 
units,  is  in  its  fifth  broadcasting 
year.  Sometimes  live  talent,  some- 
times recorded  music,  this  KFEQ 
program  is  always  available  to 
MFA  personnel,  or  others  with  a 
valuable  and  interesting  message. 

Time  Buying  Problems 

Programs  and  the  buying  of 
time  are  handled  by  Mr.  Wyatt, 
who  was  formerly  director  of 
information  for  the  Chicago  office 
of  the  U.  S.  Dept.  of  Agriculture. 
Mr.  Wyatt  is  well  acquainted  with 
radio  and  press  operations,  having 
put  in  several  years  in  that  capac- 
ity with  various  USD  A  agencies 
throughout  the  eastern  half  of  the 
nation. 

In  addition  to  the  regularly 
scheduled  radio  programs,  indi- 
vidual MFA  units  and  insurance 
agents  often  use  spot  time  on 
other  stations.  For  example, 
the  Lebanon  Exchange  uses 
spot  announcements  on  KLWT 
Lebanon.  The  MFA  Cooperative 
Grain  &  Feed  Co.,  St.  Joseph, 
sponsors  broadcasts  of  the  night 
games  of  the  St.  Joseph  Cardinals 
of  the  Western  Assn. 

The  St.  Joseph  unit  also  spon- 
sors U.  of  Missouri  football  and 
basketball  broadcasts  on  KFEQ. 
To  reach  motorists  on  their  way 
to  U.  of  Missouri  football  games 
the  insurance  company  and  the 
MFA  Oil  Co.  sponsor  a  15-minute 
man-in-the-stands  interview  type 
program  prior  to  the  broadcast  of 
all     Missouri     home     games  on 


KFRU. 

Few  companies  or  organizations 
in  the  state  make  a  greater  use  of 
radio  than  do  the  MFA  Mutual 
Insurance  Co.  and  the  Missouri 
Farmers  Assn.  Radio  pi'ovides 
the  MFA  with  a  rapid  and  a 
flexible  means  of  reaching  its  125,- 
000  members  and  more  than  75,000 
policyholders  with  daily  informa- 
tion about  the  organization  and 
its  services. 

In  recent  months  there  has  been 
a  listener  desire  to  hear  company 
officials  tell  about  the  various 
types  of  insurance  and  services 
offered.  To  fill  this  bill  a  tape 
recorder  is  in  near-constant  use  in 
Mr.  Wyatt's  office.  From  master 
tapes  "dubs"  are  made  by  KFRU 
technicians  and  are  shipped  out 
weekly  to  stations  broadcasting 
MFA  programs.  Good  reception 
from  the  use  of  these  tapes  has 
been  experienced,  and  it  is  planned 
to  make  heavier  use  of  them  in  the 
future. 

The  latest  trend  is  toward  a 
taped  interview  for  a  specific  sta- 
tion, mentioning  plenty  of  names 
of  local  people  in  the  listening- 
area  of  the  station.  In  addition 
to  MFA  Mutual  Insurance,  every- 
thing from  MFA  Hybrid  Seed 
Corn  to  Leonard  refrigerators  is 
sold,  along  with  information  about 
MFA's  state  convention. 

MFA's  first  appearance  in  tele- 
vision was  in  1949  when  Mr. 
Wyatt  sent  a  letter  to  WMCT 
(TV)  Memphis,  describing  a  color 
movie  he  had  just  completed  for 
the  MFA  Oil  Co.  The  reception 
was  good  and  WMCT  requested 
permission  to  use  the  half-hour 
movie  on  television.  Showing  was 
made  on  June  21,  1949. 

It  is  claimed  to  be  the  first 
motion  picture  produced  bv  a 
farmer  cooperative  to  be  shown 
on  television.  Included  in  the 
movie,  besides  sequences  on  MFA 
Oil  Co.  petroleum  products,  are 
scenes  featuring  the  St.  Louis 
Cardinals  baseball  club  and  a 
running  presentation  of  comedian 
Jack  Taylor,  formerly  with  the 
Associated  Press  in  Chicago  and 
New  York.     This  Wyatt-directed 


show  is  MFA's  first  appearance 
television,  but  it  is  not  neeessai 
the  last. 

MFA   Mutual   President  J. 
Silvey,  who  is  also  general  mb 
ager  of  the  MFA  Farm  Supr 
Division,  is   sold  on   radio  as 
selling  and  information  medium. 

Commercials  for  the  many  MI 
programs  are  written  by  membf 
of  the  advertising  department,  I- 
Wyatt,  Dottie  Strickler  and  D 
Ferguson.  Divisional  commercia 
such  as  those  for  the  MFA  PI; 
Foods  and  Seed  Division,  the  MP 
Oil  Co.,  etc.,  are  written  by  di 
sional  personnel  and  edited  by  t 
advertising  crew. 

Officers    of    the    MFA  Mutu 
Insurance    Co.,    in  addition 
President   Silvey,   are  A. 
Sappington,    vice    president  ai 
general    counsel;    Paul  Keithlt 
secretary;    F.   V.   Heinkel,  chai 
man  of  the  board  and  president 
the  Missouri  Farmers  Assn.,  ai 
R.    J.    Rosier,    secretary    of  t 
board  and  secretary  of  the  Mi 
souri  Farmers  Assn.    The  board 
comprised  of  seven  members. 

The  MFA  Mutual  Insurance  C 
spends    approximately  S80,0i 
annually  on  all  advertising,  ai 
radio's  share  of  this  amount  is 
the  neighborhood  of  $20,000. 


Other  Recent  Articles  On 
Insurance  Firms  Using  Rod 

Metropolitan  Life's  Programmif 
Sells  Better  Living — Feb.  6,  195 

Prudential  Augments  'Gibroltai 
Strength'  With  Radio — Oct.  3 
1949. 


Harold  G.  McCoy 

HAROLD  GLIDDEN  McCOY,  6 
vice  president  of  Lewis  &  Gilma 
Inc.,  Philadelphia  advertising  an 
public  relations  firm,  died  July  3 
at  his  home  in  nearby  Malver 
after  a  long  illness.  Born  in  Cor' 
land,  N.  Y.,  he  was  a  veteran  new- 
paperman  and  a  pioneer  in  the  fiel 
of  public  relations.  Prior  to  h' 
association  with  Lewis  &  Gilmaf 
he  was  in  charge  of  public  reh' 
tions  accounts  serviced  by  N.  "V^ 
Ayer  &  Son,  Philadelphia. 


LIBEL  and 
SLAXDER 

Invasion  of  Privacy 
Plaglarism-Copyrlght-Plracy 

INSURANCE 

For  the  wise  Broadcaster 
OUR  UNIQUE  POLICY 
provides  adequate  protection. 
Surprisingly  Inexpensive 
CARRIED  NATIONWIDE 
For  details  <fe  quotations 
write 

EniploT«'r« 
llpinnurani'e 
I'orpornf  i«»n 

Insurance  Exchange  Bldg., 
Kansas  City,  Missouri 
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Mobilization  Plans 

(Cwitinued  from  page  18) 

I /ill  be  quickly  depleted"  by  civil- 
\ri  buyers. 

'  He  noted  that  components  now 
'ied  in  TV  sets  would  be  directed 
■iward  manufacture  of  electronic 
:  uipment  for  such  war  uses  as 
dar,  aerial  navigation  systems, 
,  bmarine  detection  devices,  scan- 
tng   and   observation  equipment, 
'Iter^unit  communication  and  tele- 
"Ision  apparatus  for  mass  educa- 
:  m  programs  at  training  centers. 
'  Mr.    Andrea    also    pointed  out 
at  the  U.  S.  Signal  Corps  alone, 
iring   the   last   week   of  June, 
'  aced  36  contracts  for  such  equip- 
ent,  each  for  sums  of  $100,000 
•  more,  and  totaling  in  excess  of 
j;6  million. 
"If  the   action   in   Korea  con- 
tiues  and  expands  in  scope,"  he 
Bded,   "there   is   no   doubt  that 
Jectronic   manufacturers  will  be 
Inquired  to  change   over  quickly 
;fom  the  production  of  consumer 
j)ods  to  war  materials." 

j  Defense  Priority 

\  Companion  bills,  introduced  by 
apn.  Burnet  Maybank   (D-S.  C.) 

Rep.  Brent  Spence  (D-Ky.), 
jiairmen  of  the  Senate  and  House 
ijanking  committees,  respectively, 
'jould  authorize  the  President  to 
l)  require  priority  on  defense 
Jontracts  over  all  others,  includ- 
'»g  those  held  by  radio  and  TV 
ilanuf acturers ;  (2)  control  mate- 
als  and  facilities  to  guarantee 
[jilfilment  of  military  and  "essen- 
'ial  civilian"  needs;  (3)  requisi- 
"lon  property  for  national  defense ; 
^)  curtail  installment  buying. 
.  "Under  the  program  for  increas- 
jig  military  strength  .  .  .  military 
nd  related  procurement  will  need 
a  be  expanded  at  a  more  rapid 
jate  than  total  production  can  be 
jfcpanded,"  the  President  told  Con- 
iress. 

,  "The  substantial  speedup  of  mili- 
,  ^ary    procurement    will  intensify 
r  jaese  shortages  (like  steel).  Action 
iiiust  be  taken  to  insure  that  these 
nortages  do  not  interfere  with  or 
jelay  the  materials  and  the  sup- 
Jlies  needed  for  the  national  de- 
'=nse." 
I  He  stated  further : 
First,  we  should  adopt  such  direct 
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measures  as  are  now  necessary  to  as- 
sure prompt  and  adequate  supplies 
of  goods  for  military  and  essential 
civilian  use.  I  therefore  recommend 
that  the  Congress  now  enact  legisla- 
tion authorizing  the  Government  to 
establish  priorities  and  allocate  mate- 
rials as  necessary  to  promote  the  na- 
tional security;  to  limit  the  use  of 
materials  for  non-essential  purposes; 
to  prevent  inventory  hoarding;  and  to 
requisition  supplies  and  materials 
needed  for  the  national  defense,  par- 
ticularly excessive  and  unnecessary 
inventories. 

Second,  we  must  promptly  adopt 
some  general  measures  to  compensate 
for  the  growth  of  demand  caused  by 
the  expansion  of  military  programs  in 
a  period  of  high  civilian  incomes.  I 
am  directing  all  executive  agencies  to 
conduct  a  detailed  review  of  Govern- 
ment programs,  for  the  purpose  of 
modifying  them  wherever  practicable 
to  lessen  the  demand  upon  services, 
commodities,  raw  materials,  man- 
power, and  facilities  which  are  in  com- 
petition with  those  needed  for  na- 
tional defense.  The  Government,  as 
well  as  the  public,  must  exercise  great 
restraint  in  the  use  of  those  goods 
and  services  which  are  needed  for  our 
increased  defense  efforts. 

President  Truman  did  not  men- 
tion television  or  any  other  heavy 
consumer  goods  which  presumably 
would  fall  in  the  category  of  heavy 
inventories  in  the  less  essential 
group.  It  was  believed  that,  in 
the  long  run,  his  proposal  to  curtail 
consumer  credit  would  serve  to  cut 
back  purchases  of  radio  and  TV 
sets  now  available  and  that  the 
system  of  allocations  would  divert 
many  radio  and  TV  set  makers  to 
military  production. 

But  the  proposed  legislation 
clearly  included  "component  parts" 
along  with  "any  equipment,  sup- 
plies, or  materials  or  facilities  for 
manufacture,  servicing,  or  opera- 
tion of  such  equipment." 

Loan  Guarantees 

To  increase  the  production  of 
essential  materials,  products  and 
services,  Mr.  Truman  urged  that 
Congress  authorize  loan  guarantees 
to  increase  output  of  certain  mate- 
rials. He  did  not  identify  them 
save  to  describe  them  as  "in  short 
supply." 

The  President  also  said  he  had 
asked  Defense  Secretary  Louis 
Johnson  to  "exceed  the  budgeted 
strength  of  military  personnel  for 
the  Army,  Navy  and  Air  Force" 
and  to  extend  selective  service 
where  necessary. 

Simultaneously,  the  Air  Force 
and  Army  announced  that  reserv- 
ists most  needed  are  specialists  in 
electronics,  communications,  and 
other  technical  branches — for  both 
enlisted  and  officer  personnel. 

Support  of  President  Truman's 
■  proposal  for  partial  mobilization 
was  evident  on  Capitol  Hill.  Some 
legislators  called  for  all-out  mobili- 
zation. But  some  Republicans 
thought  Mr.  Truman's  proposal  for 
controls  should  be  closely  scruti- 
nized. 

Congress  also  has  taken  note  of 
scarcity  of  strategic  materials,  and 
the  nation's  whole  stockpiling  pro- 
gram, especially  copper.  The  House 
last  week  voted  to  continue,  for  a 
full  year,  the  exemption  of  the  two 


cents-per-pound  levy  on  copper  im- 
ports. The  Senate  will  consider 
the  proposal  (H  J  Res  502)  soon. 

It  was  brought  out  in  floor  de- 
bate that  the  U.  S.  copper  reserve 
is  at  its  lowest  level  since  1944, 
and  that  domestic  supply  falls  far 
short  of  demand.  Question  arose  as 
to  whether  the  import  levy  would 
serve  to  hamper  or  build  up  the  na- 
tion's supply,  much  of  which  is 
used  in  television,  radio  and  other 
electrical  appliances. 

Rep.  Thomas  Martin  (R-Iowa) 
said  that  the  suspension  of  the  cop- 
per tarifl",  which  the  resolution 
would  seek  to  extend,  has  not  ena- 
bled industry  to  create  industrial 
copper  stockpiles  the  past  three 
years  to  meet  any  war  emergency. 
The  U.  S.  has  similar  levies  on 
lead,  zinc  and  other  materials,  it 
was  pointed  out. 

"If  there  is  insufficient  copper 

EUROPE  SYMPHONY 

ECA  Series  Sent  to  Stations 

SERIES  of  one-hour  programs 
featuring  European  symphony  or- 
chestras, prepared  at  the  sugges- 
tion of  broadcasters  by  Economic 
Cooperation  Administration,  is  be- 
ing distributed  to  stations  by  ECA. 
Project  was  supported  by  the  NAB 
Unaffiliated  Stations  Committee 
when  Ted  Cott,  then  at  WNEW 
New  York  and  now  with  NBC,  was 
committee  chairman  [Broadcast- 
ing, Feb.  6].  Over  250  independent 
stations  already  have  requested  the 
series  of  15  transcribed  broadcasts. 

The  programs  feature  outstand- 
ing orchestras,  conductors  and 
composers  of  the  Marshall  Plan 
countries,  according  to  Wallace 
Gade,  ECA  radio  and  TV  director. 
Edward  Gruskin,  ECA's  European 
radio  chief,  and  Margaret  O'Neill 
headed  an  ECA  crew  that  spent 
eight  months  preparing  the  pro- 
grams and  recording  them  in  the 
countries. 

Standard  and  contemporary 
composers  are  represented  in 
broadcasts  by  the  Vienna  Phil- 
harmonic, Concertgebouw  of  Am- 
sterdam, BBC  Symphony  and  or- 
chestras from  such  nations  as 
Ireland,  Norway,  Greece  and  Tur- 
key. Each  one-hour  program, 
consisting  of  four  sides  33%  rpm, 
has  a  short  commentary  on  Euro- 
pean rehabilitation  by  Frank  Ger- 
vasi,  former  Collier's  coi-respond- 
ent. 


Messrs.  Gade  (I)  and  Gruskin  go 
over  symphonic  recordings. 


for  national  defense  needs,  copper 
will  properly  be  taken  for  these 
needs  and  private  industry  will 
have  what  is  left,"  Rep.  Richard 
Simpson  (R-Pa.)  told  House  col- 
leagues. 

It  was  generally  indicated  that 
the  scarcity  of  copper  would  have 
a  tremendous  impact  on  those  re- 
lated component  parts  produced  by 
the  radio-TV  industry  for  civilian 
needs.  It  probably  would  rank 
high  on  the  list  of  scarce  mate- 
rials in  the  months  ahead. 


LEWIS  CHARGED 


Denies  Nazi  Relations 

FULTON  LEWIS  Jr.  last  week 
brushed  off  charges  voiced  on  the 
Senate  floor  by  Sen.  Hubert  Hum- 
phrey (D-Minn.),  former  governor 
of  Minnesota,  dealing  with  the 
MBS  commentator's  alleged  rela- 
tions with  the  Nazi  government 
in  1940. 

Mr.  Lewis  described  statements 
produced  by  Sen.  Humphrey,  Fair 
Dealing  Democrat,  as  "falsehoods 
out  of  the  whole  cloth,"  and  added 
that  the  Senator  "knew  and  had 
proof  of  that  fact  when  he  gave 
them  to  the  press." 

The  commentator  said  Sen. 
Humphrey  had  "carefully"  with- 
held "repudiation  of  the  docu- 
ments," and  charged  this  reflected 
on  the  legislator's  "ethics  and  in- 
tellectual integrity." 


BOOKLET  itemizing  170  sponsored 
network  radio  programs  remaining  on 
air  over  four  major  networks  through- 
out summer  distributed  by  Executives 
Radio  Service. 


Mrs.  Lucille  Simmons 
Lake-Spiro-Shurman 
Memphis,  Tenn. 

Dear  Lucille: 

In  yer  time  buyin' , 
here    market  served 


don't  overlook  this 
by  WCHS!  It's 
gittin'  better'n 
'better  all  th' 
time!  Jest  seen 
th'  report  of 
th'  F  e  d  '  r  a  I 
'Serve  Bank 
in  Richmond , 
and  b  o  y  oh 
boy,  does 
C li  arl est  o  11  , 
West  Virgin  ny 
show  up  in  de- 
partment store 
sales!  Fer  th' 
month  iiv  Max. 
1950.  thev  -u-ii: 
CP  20  percent 
o'er  zehat  they 
:c  II  17  V  e  a  r 
before!  'Thct 
w  u  z  more'  -^i 
three  times  as 
much  gain  as 
any  other  city 
in  th'  whole 
fifth  district! 
Now  effen  thet 
don't  show  n 
good  bicness 
area  I  don't 
know  wh H  t 
wnd.  an  it's 
s  h  o  r  e  sump- 
thin'  folks  like 
yon  is  glad  ter 
knozv.  ain't  it 
Lucille  f 

Yrs. 
Algy 


WCHS 

Charleston,  W.  Va, 
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RECORDING  •  PROCESSING 
PRESSING 

JLou  get  the  kind  of  serv- 
ice you  want  and  the  quality 
you  need  at  RCA !  Records 
and  transcriptions  of  every 
description . . .  slide  film  and 
promotion  recording  facil- 
ities. Careful  handling  and 
prompt  delivery.  Contact  an 
RCA  Victor  Custom  Record 
Sales  Studio,  Dept.  7-B. 

120  East  23rd  Street 
New  York  10,  New  York 
MU  9-0500 
445  North  Lake  Shore  Drive 
Chicago  11,  Illinois 
Whitehall  4-3215 
1016  North  Sycamore  Avenue 
Hollywood  38,  California 
Hillside  5171 

You'll  find  useful  facts  in 
Our  Custom  Record  Brochure. 
Send  for  it  today! 


sales 


'Voice'  Expansion 

(Continued  from  page  32) 

Commission  on  Information  backed 
President  Truman  in  his  plea  for 
an  additional  $89  million  to  expand 
the  Voice  of  America  and  whole 
information  program.  In  a  letter 
to  Mr.  Truman,  the  commission 
said  it  felt  Congress  should  act  on 
the  request  before  it  adjourns. 

"The  time  element  is  such  that 
the  United  States  must  move  as 
rapidly  as  possible,"  it  told  the 
President.  "We  do  too  little  now 
and  next  year  may  be  too  late  in 
many  areas.  The  propaganda 
effort  of  the  USSR,  now  bordei'ing 
on  open  psychological  warfare,  is 
a  major  threat  to  this  govern- 
ment's foreign  policy  objectives." 

The  commission  said  it  has  re- 
viewed field  studies  by  the  State 
Dept.  in  recent  weeks  dealing  with 
necessary  facilities  "to  reach  crit- 
ical areas  of  the  world  and  to 
counter,  as  best  it  may  be  done, 
the  tremendous  jamming  effort 
which  the  Russians  are  making." 

The  proposals  were  incorporated 
in  the  plan  sent  to  the  Budget 
Bureau  in  the  form  of  the  supple- 
mental bill  considered  last  week 
by  the  House  Appropriations  sub- 
committee. The  commission  said 
it  supported  them  fully. 

The  advisory  group  also  noted 
a  disparity  in  recent  years  between 
some  $15  billion  for  defense  and 
some  $6  billion  for  economic  aid, 
on  the  one  hand,  and  slightly  in 
excess  of  $30  million  for  the  in- 
formation program. 

Campaign  Needed 

It  stressed  that  a  "campaign  for 
truth"  is  even  more  imperative 
• — and  the  information  field  more 
"fruitful" — in  light  of  the  Korean 
aggression  and  "because  the  Krem- 
lin has  revealed  itself  and  its 
intentions  more  clearly  than  at 
any  time  since  the  end  of  the  war." 

The  letter  was  signed  by  com- 
mission members  including  Chair- 
man Mark  Ethridge,  Justin  Miller, 
NAB  president;  Erwin  D.  Canham, 
Christian  Science  Monitor;  Philip 
D.  Reed,  General  Electric,  and 
Mark  May,  Yale  U. 

Support  for  the  President's  in- 
formation program  was  offered  on 
Capitol  Hill  by  Sen.  Style  Bridges 
(R-N.  H.)  as  part  of  his  25-point 
program  to  stop  Communist  ag- 
gression, and  other  legislators.  In 
a  statement  on  the  Senate  floor 
last  Tuesday,  Sen.  Bridges  called 
for  strengthening  of  our  overseas 
propaganda.    He  asserted: 

"This  can  be  a  powerful  weapon 
in  our  total  effort.  We  need  a 
much  better  and  more  effective 
program  of  truth.  We  need  more 
vigorous,  resourceful,  and  effective 
personnel  to  carry  it  out.  We  must 
tell  the  800  million  common  people 


THE  NUNN  STATIONS 

The  Nunn  Stations,  WLAP,  Lexington, 
Ky.,  oldest  station  Kentucky's  second 
market,  5000  watt,  ABC  offiliate,  wants 
top  local  solesmoil  Write  references, 
reason  for  desiring  change  recent  pic- 
ture, etc.  Drawing  account  against 
commission.  Only  best,  experienced 
salesman  considered. 

Box   879F,  BROADCASTING 


behind  the  Iron  Curtain  that  we 
are  their  friends  .  .  ." 

Cordell  Hull,  former  Secretary 
of  State,  also  threw  his  backing 
behind  the  President's  proposal  in 
a  letter  to  Sen.  Thomas  of  the 
Foreign  Relations  subcommittee. 
He  ui'ged  approval  of  the  $89  mil- 
lian  request  "as  speedily  as  pos- 
sible" to  counteract  Communist 
distortions,  misrepresentations  and 
"barrages  of  falsehoods  and 
twisted  accusations"  leveled  against 
the  U.  S. 

"In  this  situation  we  must  in 
every  way  make  our  own  purposes 
and  objectives  clear  to  mankind," 
he  asserted. 

The  regular  Voice  appropriation 
encountered  stormy  opposition  in 
the  Senate.  A  move  to  restore 
the  full  budget  request  of  $.36.6 
million  to  the  State  Dept.  informa- 
tion program  was  beaten  in  Con- 
gress, which  settled  on  the  $32.7 
million  recommended  by  the  Sen- 
ate Appropriations  Committee 
[Broadcasting,  July  17]. 

$11  Million  for  Voice 

About  $11  million  of  this  amount 
is  earmarked  for  the  Voice.  This 
sum,  together  with  a  sizable  por- 
tion of  the  supplemental,  would 
give  the  radio  program  upwards 
of  $90  million  if  the  full  supple- 
mental is  approved,  it  was  under- 
stood. 

Total  of  $200,000  in  the  regular 
$11  million  outlay  is  directed  for 
Voice  programs  to  Western  Eu- 
rope. 

Congress  cut  the  Voice  despite 
warnings  that  the  information 
program  would  face  severe  ad- 
justments if  it  went  along  with 
the  Senate  economy  bloc,  including 
Sen.  Pat  McCarran  (D-Nev.). 

Sen.  J.  William  Fulbright  (D- 
Ark.)  cited  estimates  showing 
State  Dept.'s  radio  program  would 
be  pared  some  $405,000,  and  thus 
require  elimination  of  broadcasting 
schedules  abroad  "and  other  pro- 
motional activities  designed  to 
expand  the  overseas  listening 
audience." 

Moreover,  he  pointed  out,  it 
would  mean  that  the  State  Dept.'s 
International  Broadcasting  Divi- 
sion would  be  unable  to  activate 


nev/  minority  language  progib 
in  the  USSR  as  contemplated. 

Both    Congressional  appropii 
tions  groups  had  characterized  t\ 
program    schedules    as  "extra' 
gant"  when  they  held  hearings 
Voice  funds. 


WHDH  RATE  CAR 

Injects  Eye  Appti 

NEW  RATE  card  with  eye  appe. 
which   WHDH   Boston   says  g' 
away  from  the  standard  card  th: 
often  is  "cumbersome  and  confu 
ing,"   has   been   released   by  t 
station.    WHDH  has  sent  the  ca 
reflecting   a   general  lowering 
nighttime  rates  and  raising  of  da  i 
time  rates,  along  with  a  letter  -  f 
agency  timebuyers. 

General  daytime  rates  are 
9.1%,  general  evening  rates  a;  i 
down  14.39'f  and  Sunday  day  rat  f 
are  up  14.3%.    Participating  pi 
grams,  which  have?  been  listed  sep 
rately,  are  up  19.8%. 

The  card,  which  becomes  eff 
five  Aug.  1,  resembles  the  famili 
graph  with  weekday  and  Sund, 
time  segments  listed  down  the  lei  » 
side  with  the  rate  for  each  tin i » 
segment  and  length  of  announc 
ment  or  time  purchased  print- 
across  the  page.    Folder  uses  t: 
basic  rate  for  each  segment  a.': 
key  dollar  figure. 

WHDH's  new  rate  card,  whu 
is  changed  from  four  to  thre 
rate  classifications,  lists  the  basi 
hourly  rate  for  Class  A  time  a 
$306,  for  Class  B  time  as  $204  an( 
Class  C  time  as  $153.  Announce 
ments  are  $40,  $30  and  $20  respec 
tively. 


New  Ziv  Sales 

FREDERIC  W.  ZIV  Co.,  Ne^ 
York,  has  announced  purchase  o 
The  Cisco  Kid,  transcribed  radic 
program,  by  four  new  advertisers 
Farm  Crest  Bakeries  Inc.,  Detroit 
for  52  weeks  in  Toledo,  Columbus 
and  Lima,  Ohio,  and  Kalamazoo 
Lansing,  Flint,  and  Saginaw,  Mich 
Ballentine  Packing  Co.  for  Colum 
bia,  Florence  and  Greenville,  S.  C. 
Austin  Dairy  Co.,  for  52  weeks  ir 
Austin,  Minn.;  Slaton  Bakery,  52 
weeks  in  Okmulgee,  Okla. 


WMFG 

HIBBING 


WHLB 

VIRGINIA 


I  ^\GHT£ST 


V  WEBC 

\  DULUTH 


;  wjMC 

/  RICE  LAKE 


V  WEAU 

^   EAU  CLAIRE 


'        t  1  / 


.wise 

MADISOM 


Represented  nationally  by  RA-TEL  Reps.,  Inc. — Regionally  by  BULWIER-JOHNSON,  Inc.,  Mpls. 
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WSB-TV  Atlanta 

WBAL-TV  Baltimore 

WN  AC-TV    ......  .Boston 

KFI-TV  Los  Angeles 

WHAS-TV  Louisville 

KSTP-TV   .    .    .    Minneapolis-St.  Paul 

WSM-TV*  Nashville 

WTAR-TV  Norfolk 

KPHO-TV  Phoenix 

WOAI-TV  San  Antonio 

*0n  the  air  September 


EDWARD  PETRY  &  CO.,  INC. 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
DETROIT  •  ST.  LOUIS  •  SAN  FRANCISCO  •  DALLAS  •  ATLANTA 


ADVERTISERS:  Now,  you  con  buy  Hollywood-produced,  audience-tested, 
high-Hooperated  TV  shows  on  a  spot  basis  at  prices  you  can  afford! 


An  Red-blooded  Main  Events  and  Semi-Finals  as 
\~"^  only  Hollywood  con  stage  them.  Nationally- 
known  mat  stars  in  50-70  minutes  (once-a-week) 
of  bone-crushing  action  and  Gargantuan  hilarity. 
Film-recorded  as  telecast  over  KTLA.  Top  West 
Coast  TV  sports  event  for  1949-50!  Los  Angeles 
Hooper  for  April-May  —  38.8  Telerating,  semi- 
final period.  Now  shown  in  more  than  20  markets. 


/— I  Most  popular  children's  TV  show  on  West 
Coast!  Whimsical  puppet  adventure  series  (5- 
times-weekly)  featuring  Beany,  a  happy-go-lucky 
youngster;  his  pal  Cecil,  the  seasick  sea  serpent; 
bluff  Uncle-Captain  Horatio  Huff'n'puff;  the  triple- 
dyed  meanie,  Dishonest  John,  and  a  host  of  other 
delightful  puppet  characters.  Highest  rated  multi- 
weekly  TV  show  in  Los  Angeles  for  past  8  months. 
Now  building  audiences  in  22  TV  markets. 


/— I  "A  glorious  American  era  recaptured!"  New 
hep-step  revival  of  Mississippi  sidewheeler 
entertainment  (30  minutes  once-a-week)  featuring 
Nappy  LaMare's  Strawhat  Strutters  Orchestra; 
outstanding  guest  stars  and  acts;  the  dancing 
Dixiettes  and  oldtime  minstrel  routines  by  Popcorn 
&  Peanuts.  M.C.'d  by  Captain  Dick  Lane,  movie 
veteran  just  voted  "King  of  Hollywood  TV"  by 
West  Coast  televiewers.  Los  Angeles  Hooper  for 
May- June  —  11.8  Telerating. 


TRANSCRIBED  SHOVES  offer  a  v/ide  range  of  tested  top-rated  entertainment 
at  a  fraction  of  initial  production  costs.  Programs  are  available  to  advertisers  in  one  or  all  TV 
markets  on  a  spot  basis.  Also  available  to  TV  stations  with  privilege  of  resale  to  local 
advertisers.  V/rite,  wire  or  phone  for  audition  prints. 


Eastern  Sales  Office  •  1501  Broadway,  New  York  18  •  BRyant  9-8700 
KTLA  Studios  •  5451  Marathon  St.,  Los  Angeles  38,  Calif.*  HOIIywood  9-6363 


A  SERVICE  OF  THE  PARAMOUNT  TELEVISION  NETWORK 


Pammbujit 
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'CC  COLOR  CAUCUS 


Shadowed  by  International  Crisis 


A  SERIES  of  all-day  sessions 
ivitably  tinted  by  the  Korean 
sis,  FCC  members  and  their  top 
jiff  advisors  last  week  canvassed, 
I  least  preliminarily,  virtually  all 
iases  of  the  complex  color  tele- 
kion  question. 

iThe  discussions  at  some  points 
Iportedly  ranged  away  from  the 
|sic  color  issue  onto  such  crisis- 
iTn  questions  as  the  possibility 

Et  television  may  have  to  give  up 
le  of  its  spectrum  space — in  the 
tiF  if  not  VHF — to  meet  emer- 
incy  needs  of  the  military  and 
!fety  and  special  services. 
f'The  question  of  delaying  the 
jlor  decision  because  of  the  inter- 
vtional  situation  also  was  said  to 
Lve  been  broached  by  at  least  one 
Dmmissioner.  But  the  possibility 
.at  FCC  would  take  this  course 
as  largely  discounted — unless  the 
Ition  has  to  convert  to  full  war- 
me  status. 

,  The  same  feeling  prevailed  with 
!  ispect  to  the  possibility  of  post- 
•ning  the  UHF  television  hear- 
'■jg's,  which  are  slated  to  get  under 
ay  shortly  after  the  color  de- 
I  gion  is  reached — possibly  in 
I  bptember. 

I  Talk  of  delay  in  both  cases  was 
I  ised  on  the  possibility  that  mili- 
jTy  needs  may  become  so  dom- 
ant  that  television  transmission 
(ad   receiver   production   will  be 
duced  to  a  standstill,  in  which 
^se  color  and  UHF  development 
well  as  further  VHF  growth 
ould  have  to  await  the  return 
; '  peace. 

Will  Make  Decision 

f|  Thus  far,  however,  the  Commis- 
jjion  appears  definitely  determined 
'p  get  out  a  color  decision — one 
I'hich,  in  one  form  or  another,  will 
uthorize  color  operations, 
i  But,  thorough  as  they  have  been, 
|ie  discussions  to  date  have  not 
regressed  far  enough  to  indicate 
hich  of  the  proposed  systems  may 
et  the  nod  or  whether  multiple 
randards  disapproved  by  the  so- 
alled   Condon  Committee  [Tele- 
ASTiNG,  July  17]  may  be  set  up. 

The  Commission  devoted  four 
jU  days  to  the  color  question  last 
■^eek  and  planned  to  resume  its 
tudy  this  week. 

Participants  said  they  could  not 
lecall  so  thorough  an  approach  to 
my  other  Commission  problem, 
hairman  Wayne  Coy  refused  to 
,pen  any  session  until  all  seven 
lommissioners  were  on  hand.  Much 
f  the  early  sessions  was  devoted 

<H'elecasting    •  BROADCASTING 


to  analyses  and  reports  prepared 
by  the  Commission  staff,  but  all 
of  the  Commissioners  took  part  in 
the  discussions. 

Meanwhile,  the  fight  between 
RCA  and  CBS,  which  with  Color 
Television  Inc.  are  sponsors  of  the 
three  rival  color  systems  under 
consideration,  broke  out  again  in 
letters  to  Chairman  Coy. 

Letter  to  Condon 

CBS  also  sent  a  letter  to  Dr. 
Edward  U.  Condon,  director  of  the 
National  Bureau  of  Standards  and 
chairman  of  the  Condon  Commit- 
tee, characterizing  the  committee's 
report  as  "highly  constructive  and 
clarifying"  in  "many  respects," 
but  asserting  that  in  "many  places" 
it  seems  to  "minimize  the  superi- 
ority of  the  CBS  system  both  for 
now  and  for  the  future." 

In  the  CBS-RCA  battle,  Judge 
Samuel  I.  Rosenman,  counsel  for 
Columbia,  opened  with  a  barrage 
against  the  reply  brief  filed  by 
RCA  answering  the  proposed  find- 
ings which  had  been  submitted  by 
CBS  [Telecasting,  July  3,  17]. 

Judge  Rosenman  said  FCC 
should  ignore  the  RCA  reply  brief 
"in  its  entirety,"  charging  that  it 


contained  "irresponsible  and  inac- 
curate charges,  gross  distortions 
of  the  record,  half  truths,  mis-cita- 
tions, and  errors." 

He  said  RCA  failed  to  comply 
with  FCC's  requirements  by  not 
making  complete  findings  with  re- 
spect to  the  CBS  system,  and 
charged  that  RCA  put  "new"  ma- 
terial into  its  reply  rather  than 
into  its  original  findings,  "possibly 
realizing  that  such  an  attack 
[on  CBS]  could  not  withstand 
analysis." 

Won't  Ask  Reply  Time 

Judge  Rosenman  said  CBS  "does 
not  request  an  opportunity  to 
reply,  not  only  because  it  believes 
that  further  delay  is  contrary  to 
the  public  interest,  but  because  it 
believes  that  RCA's  document  has 
so  far  passed  beyond  the  bounds  of 
accuracy,  and  its  procedure  the 
bounds  of  fair  play,  that  the  docu- 
ment should  be  given  no  weight." 

In  answer,  John  T.  Cahill,  coun- 
sel for  RCA,  wrote  Chairman  Coy 
that  "Judge  Rosenman's  charac- 
terizations of  the  RCA  Statement 
in  Reply  are  entirely  unjustified 
and  unjustifiable,  and  are  not  true." 

He  also  contended  that  "on  manv 


vital  issues  [CBS]  failed  to  refer 
to  evidence  that  is  contrary  to  the 
position  it  urged,"  and  that  "the 
effect  could  be  highly  misleading 
to  the  Commission  and  prejudicial 
to  RCA,  in  view  of  the  CBS  pre- 
tension to  completeness." 

Cahill  Charges 

Mr.  Cahill  charged  that  the  CBS 
findings  "went  to  the  extreme  of 
denying  that  the  RCA  system  is 
compatible"  but  "failed  to  men- 
tion" that  Dr.  Peter  C.  Goldmark, 
developer  of  the  CBS  system,  "had 
admitted  the  RCA  system  is  com- 
patible." 

He  labeled  "ridiculous"  the  CBS 
claim  that  its  own  color  technique 
"is  the  most  nearly  compatible  of 
the  three  systems."  The  Condon 
Committee,  he  said,  "confirmed  in 
two  words  (what  everybody 
knows)  that  the  CBS  system  is 
'Not  Compatible.'  "  The  Committee 
also  rated  the  RCA  system  "excel- 
lent" on  compatibility,  he  added. 

"In  fact,"  Mr.  Cahill  said,  "the 
CBS  document  of  June  26  [pro- 
(Continued  on  page  66) 


SPORTS  GATE' 


Jordan  Studies  Decline 


COMBINATION  of  four  factors- 
unfavorable  weather,  shifting  team 
performance,  rise  in  number  of 
new  television  set  owners  and  nor- 
mal leveling  out  of  sports  ticket- 
buying — are  responsible  for  the  de- 
cline in  1950  major  league  base- 
ball attendance. 

This  was  opinion  of  Jerry  Jor- 
dan, U.  of  Pennsylvania  graduate 
student  and  author  of  Jordan  Re- 
port [Broadcasting,  May  22] 
speaking  last  Thursday  on  new 
findings  in  his  television  survey 
before  a  meeting  of  the  television 
committee  of  the  Los  Angeles 
Chamber  of  Commerce. 

Major  clubs  played  only  517 
dates  at  approximately  the  half- 
season  mark  because  of  unfavor- 
able weather  as  compared  to  558 
in  the  same  1949  period,  Mr.  Jor- 
dan pointed  out.  This  resulted  in 
loss  of  1,668,429  paid  attendance. 
Better  weather  in  early  July  re- 
sulted in  a  slight  gain  per  playing 
date  over  same  period  a  year  ago, 
he  stated. 

Improved  performance  by  four 
National  League  teams  resulted  in 


an  average  of  2.5%  increase  at  the 
box  office,  Mr.  Jordan  said,  pointing 
out  that  attendance  gains  and  loss- 
es follow  team  performance  records 
in  years  of  comparable  economic 
conditions.  The  New  York  Yankees 
and  Cleveland  Indians,  which  he 
termed  "big-gate  teams"  with 
standing  July  4  the  same  or  below 
last  year,  had  lost  an  average  of 
nearly  9,000  paid  admissions  per 
date  between  them,  he  continued. 

Reaffirm  Novelty  Aspect 

Reiterating  his  contention  that 
new  set  owners  attend  fewer  sports 
events  during  the  first  year  of  own- 
ing sets,  Mr.  Jordan  stated  that 
purchase  of  TV  sets  by  almost 
2,000,000  in  big  league  cities  be- 
tween the  close  of  last  season  and 
beginning  of  this  one  did  contribute 
to  decline  in  box  office  attendance. 
His  survey  shows,  however,  that  af- 
ter first  year  novelty  of  the  TV  set 
wears  off  people  start  attending 
sports  events  again. 

For  example,  he  pointed  out  that 
in  Philadelphia,  where  nearly  half 
the  families  own  TV  sets  and  long- 


time owners  outnumber  short  term 
ones,  the  Phillies  drew  a  30%  in- 
crease over  their  1949  attendance 
level,  whereas  the  Athletics,  in 
seventh  place  July  4  this  year  com- 
pared to  second  place  at  same  time 
last  year,  show  537c  attendance 
loss. 

Mr.  Jordan  further  stated  a 
sporting  news  survey  showed  only 
13  out  of  58  minor  leagues  were 
ahead  in  1950  attendance.  Pointing 
out  that  in  39  of  45  loops  reporting 
losses  there  is  no  television. 

In  explaining  the  fourth  "level- 
ing out"  factor  in  box  office  decline, 
he  stated  that  in  1948  and  1949 
sports  ran  double  their  prewar  rate 
of  attendance  because  the  public, 
which  had  held  back  from  sports 
events  during  war,  were  anxious 
to  attend  games.  This  year  it  has 
more  or  less  leveled  out. 

Mr.  Jordan's  complete  report, 
started  in  1948,  is  being  published 
for  distribution  to  all  major  sports 
enterprises  by  RTMA.  Survey  fig- 
ures cover  all  television  areas  in 
the  U.  S. 
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AFTER  launching  Minute  Maid's  sponsorship  of  a  weekly  15-minute  segment 
of  Howdy  Doody  over  the  NBC  television  network,  James  Rayen  (2d  r), 
advertising  manager  of  Minute  Maid  Corp.,  gives  "Howdy"  a  drink  of  his 
company's  fresh  frozen  lemonade  mix.  Watching  the  proceedings  are  (I  to  r): 
E.  L.  Hill,  account  executive  for  Ted  Bates  Co.  agency;  Bob  Smith,  "Howdy 
Doody's"  alter  ego,  and  William  H.  Kearns,  account  executive.  Bates  Co.  The 
segment  sponsored  by  Minute  Maid  is  telecast  Friday  5:45-6  p.m.  EDT. 


COMPLETiNu  contracts  for  sponsorship  of  25  Monday  evening  feature  movies 
and  Wednesday  wrestling  matches  on  KFMB-TV  San  Diego  are  these  San 
Diego  County  Chevrolet  dealers  and  station  personnel.  Seated  is  Roy  Miller, 
owner  of  City  Chevrolet  Co.,  San  Diego.  Standing  (I  to  r):  Wilson  Edwards,' 
m.  c,  KFMB-TV;  Lou  Kornik,  owner.  Guaranty  Chevrolet  Co.,  San  Diego- 
Jock  Gross,  owner-manager,  KFMB-TV;  Lou  Reneau  Jr.,  owner.  South  Bay 
Chevrolet  Co.,  Chula  Vista;  Al  Flanagan,  KFMB-TV  program  director. 


CONTRACT  for  Official  Television  Inc.'s  film  library  to  be  used  on  three  NBC 
owned  and  operated  stations,  is  set  by  James  M.  Gaines  (seated),  director  of 
owned  and  operated  stations  for  NBC.  With  him  are  Alex  Rosenman  (I), 
executive  vice  president.  Official  Television  Inc.,  and  Robert  P.  Myers,  assist- 
ant general  attorney  for  NBC. 


IT'S  smiles  all  around  as  George  Mitchell  (seated  r),  advertising  manager. 
Appliance  Service  Corp.,  Charlotte,  N.  C,  completes  agreement  to  sponsor 
the  Mon.-Fri.  Coolerator  Scoreboard  on  WFMY-TV  G  reensboro.  Daily  News- 
Record  outlet.  Seated  at  left  is  Larry  Miller,  vice  president.  Appliance  Serv- 
ice. Standing  (I  to  r):  John  Wirtz,  Appliance  Service  sales  manager;  Charlie 
Harville,  sports  director  for  WFMY-TV,  and  Robert  Lambe,  WFMY-TV  com- 
mercial manager.     Appliance  Corp.  is  Coolerator  products  distributor  for 

the  Carolinas. 


DAWSON  APPOINTED  i^/Jit^- 

THOMAS  H.  DAWSON  last  week  was  appointed  director  of  the  t 
vision  division  of  Edward  Petry  and  Co.  Inc.,  radio  and  television  at&r 
representative,  to  be  effective  Aug.  28. 

Mr.  Dawson  resigned  [Broadcasting,  July  17]  as  eastern  sales  m 


ager  of  Radio  Sales,  radio  and  tele- 
vision stations  representative, 
CBS,  a  fortnight  ago.  At  the 
Petry  company  he  succeeds  Keith 
Kiggins,  who  has  been  appointed 
assistant  to  the  president  in  the 
over-all  management  of  TV  and 
radio. 

Mr.  Dawson,  upon  graduating 
from  the  U.  of  Minnesota  in  1936, 
was  employed  by  Pillsbury  Mills  in 
its  advertising  department.  From 
there  he  went  to  WCCO  Minne- 
apolis as  a  salesman,  and  later  be- 
came sales  manager.  Subsequently 
he  was  associated  with  WBBM 
Chicago  as  a  sales  executive.  After 
three  years  as  a  naval  aviator 
during  the  war,  he  left  the  service 
with  the  rank  of  Lt.  Comdr. 

Mr.  Kiggins,  a  former  vice-pres- 
ident of  ABC,  is  widely-experi- 
enced in  station  operation  and 
management,  both  as  network  ex- 
ecutive and  as  station  owner.  He 
joined  the  Petry  company  last 
August  to  organize  the  TV  divi- 
sion. 

Also  announced  by  the  Petry 
firm  was  the  appointment  of  Rob- 
ert T.  Hutton  Jr.  [Broadcast- 
ing, July  17]  as  TV  promotion 
manager.  He  will  be  assisted  by 


Howard  Selger,  former  resea 
analyst  for  the  sale  and  promot 
divisions  of  NBC  and  ABC  with 
years  experience. 

Richar  E.  Drummy,  it  a 
was  announced,  will  join  the  st 
of  the  Petry  Dallas  office. 
Drummy  spent  four  years  with  t 
sales  staff  of  WOW  and  WOW-1 
Omaha,  and  during  the  war  serv 
four  years  in  the  Marine  Corp. 


RECEIVER  PRICES 

GE's  Sahloff  Sees  Increa 

CITING  the  Koi  •ean  situation  ai 
increasing  consumer  demand 
factors,  W.  H.  Sahloff,  manager 
Generl  Electric  Co.'s  receiver  di^ 
sion,  has  predicted  an  early  ha 
in  the  two-year  decline  in  TV  s, 
prices. 

Mr.  Sahloff  foresees  possib 
price  increases  later  this  year.  1 
also  reported  that  GE's  TV  saL 
for  the  first  half  of  1950  were  73' 
ahead  of  the  like  period  last  yea 
He  predicted  this  figure  would  I 
exceeded  by  50%  during  the  secoii 
half. 


MURALO'S  FLAIR  CAMPAIGN 


Snowballs  After  Single  WJZ-TV  Test  Sho^ 


AN  ENTIRE  CAMPAIGN  to  in- 
troduce a  new  product  is  growing 
from  one  15-minute  TV  demon- 
stration show  over  WJZ-TV  New 
York,  according  to  the  R.  T.  O'Con- 
nell  Advertising  Co.,  New  York. 

It  began  with  a  problem:  Flair, 
a  new  latex-based  paint  of  the 
Muralo  Co.  of  New  York,  was 
going  on  dealers'  shelves  in  the 
middle  of  the  summer,  offseason 
for  paint  sales.  Pending  a  full- 
scale  campaign  in  September,  how 
could  interest  in  the  product  be 
kept  alive  ? 

A  quarter-hour  was  scheduled 
on  WJZ-TV  July  12  from  12  noon 
to  12:15  p.m.  With  Walter 
Herlihy  as  m.c,  and  Ben  Locko, 
Muralo  Co.'s  technical  service 
director,  as  demonstrator,  a  jury 
of  five  housewives  was  selected 
from  a  studio  audience. 

Shown  to  Jury 

Without  rehearsal,  the  selling 
points  of  the  product  were  dem- 
onstrated for  the  jury,  and  for  a 
chemist  familiar  with  paints, 
selected  from  the  telephone  book. 

"The  freshness  and  impact  of 
the  spontaneous  comments  of  the 
housewives  surprised  us,"  David 
Lowns,  speaking  for  the  O'Con- 
nell  Co.,  said.  "Literally  before 
our  eyes  the  campaign  itself  took 
shape. 

"We  had  become  convinced  that 
too  many  advertisers  were  jump- 


ing into  TV  without  reall 
merchandising  it.  We  felt  tha 
we  should  at  least  try  to  scratc" 
the  surface,"  Mr.  Lowns  said. 

The  show  was  recorded  by  Vita' 
pix.    And  with  some  editing,  plu' 
a  new  opening  and  close,  the  re' 
cording  will  be  used  nationally  a 
a     sales    presentation    for  ne^^f^ 
dealers. 

Pictures  of  the  jury,  togethe 
with  the  testimonials  of  its  mem 
bers  and  an  analysis  of  the  prod 
uct  by  the  chemist,  have  beei 
used  in  a  handbill  with  which  the 
markets  will  be  flooded  during  th^ 
summer. 

In  September  a  full-scale  camJ 
paign,  using  TV,  radio  and  otheil 
media,  will  "follow  through."  Ifj 
will  penetrate  the  West  Coast, 
East  Coast,  parts  of  New  England, 
Florida,  Georgia,  and  Texas,  and 
Milwaukee,  Chicago  and  Detroit. 
Also  Muralo  plans  a  New  York  TV 
show  in  the  fall,  offering  interior 
decorating  service  to  housewives. 


Pioneer  Names 


PIONEER  Scientific  Corp.,  li- 
censee of  Polaroid  Corp.,  Cam- 
bridge (polaroid  television  filters 
and  sun  glasses),  has  appointed 
William  Von  Zehle,  New  York,  to 
handle  its  advertising.  An  exten- 
sive spot  campaign  in  television 
and  radio  will  be  used  this  fall. 
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A  Veteran  of  18  Years  in  Telecasting, 
WPTZ  Now  Enjoys  a  Ledger  in  Black 


ifl(i;jSr  A  FIELD   where  there  is 
understandably  an  abundance 
of   first-timers,    WPTZ  (TV) 
ladelphia   is   a   veteran.  That 
.h  explains  how  the  station  stands 
"•'the  business  of  telecasting. 
I'he  postwar  period's  hurry  and 
jffle  to  put  things  right  in  the 
50  business  came  with  expecta- 
4ii  that  sooner  or  later  television 
lild  rush  through  the  front  door 
millions   of   American  family 
i3jf*ies. 

eip'ihance,   fortified   by  foresight, 
responsible  for  WPTZ's  posi- 
ffii'li  in  the  forefront.    Thanks  to 
ozen  or  more  years  of  telecast- 
experience  and  scientific  devel- 
fient   by   its   parent  company, 
;lco  Corp.,  WPTZ  already  had 
foot  in  the  door  when  the  in- 
j  [try  began  its  expansion, 
'ffhilco  first  began  experimenting 
■fh   television   in    1928.  Then, 
!)  ked   with   the   preliminary  re- 
ich  by  the  company's  experts, 
[*ico  obtained  permission  of  the 
1,  Federal  Radio  Commission  to 
■  ii  rate  an  all-electronic  television 
:em.    An  experimental  station 
,ujy3XE    (which   was   to  become 


WPTZ)— was  established  June  28, 
1932. 

As  early  as  1939,  W3XE  in- 
augurated regular  program  serv- 
ice— a  far  cry  from  top-rated  net- 
work shows  of  today  but  enjoyable 
nevertheless  to  the  minute  audi- 
ence served.  At  that  time,  there 
were  only  250  sets  in  the  area  and 
since  newspapers  didn't  log  tele- 
vised programs,  WPTZ  had  to 
post-card  its  listeners  with  daily 
schedules;  a  practice  that  lasted 
until  early  1947  when,  with  sets 
reaching  the  5,000  mark,  Phila- 
delphia papers  began  adding  a  TV 
listing. 

Set  Ownership  Grows 

In  the  ensuing  three  years,  tele- 
vision set  families  have  mush- 
roomed in  the  Philadelphia  area. 
Today,  the  Quaker  City  is  credited 
with  some  half  a  million  sets,  rank- 
ing the  metropolis  fourth  TV- 
wise  in  the  nation. 

There's  little  doubt  that  this 
spiraling  set  population,  to  a  great 
extent,  has  been  influenced  by  the 
aggressiveness  of  WPTZ,  particu- 


larly so  because  the  city  has  only 
three  TV  stations. 

Throughout  its  history— WPTZ 
was  granted  a  commercial  license 
and  officially  acquired  its  call 
letters  in  1941 — the  station  has 
concentrated  on  an  amazingly 
simple  theory :  Provide  the  best 
possible  service  that  television 
engineering  and  know-how  can 
produce. 

Regardless  of  the  competitive 
nature  of  "claims"  in  the  business 
of  telecasting,  WPTZ,  an  NBC 
affiliate,  feels  it  has  gained  un- 
disputed place  as  a  true  pioneer  in 
the  development  of  television  engi- 
neering, programming  and  in  the 
commercial  aspect. 

Only  last  spring,  it  was  WPTZ 
which  helped  take  daytime  televi- 
sion out  of  the  ranks  of  "experi- 
ments" and  make  it  stand  on  its 
own.  After  much  checking  by  its 
stafi'  members,  WPTZ  decided  the 
feature  film  was  a  big  attraction 
for  daytime  viewers.  Instrument  of 
this  brief  was  Hollywood  Play- 
house, which  presents  a  film  each 
afternoon  Monday-Friday.  The 
series  came  up  with  a  startling 
27.1  on  the  American  Research 
Bureau  rating  for  April. 

Rates  27.1 

In  concrete  terms,  on  the  basis  of 
440,000  sets  estimated  for  April 
in  the  Philadelphia  area,  the  27.1 
rating  would  mean  that  nearly  120,- 
000  set  owners  watched  the  show 
every  afternoon  in  the  2-3  p.m. 
period  (the  figures  also  boosted  the 
area's  sets-in-use  figure  for  all  sta- 
tions in  that  time  spot  to  a  healthy 
31.2). 

WPTZ's  success  in  daytime  tele- 
vision was  no  less  spectacular  than 
earlier  attempts  to  seek  TV  fare 
for  its  audience.  At  a  time  when 
program  planners  had  to  second- 
guess  engineering  technique,  WPTZ 
came  up  with  a  telecast  of  U.  of 

i|c  ^ 

THE  Big  Four,  who  mastermind  the 
WPTZ  operation,  go  into  a  confer- 
ence huddle.  L  to  r:  Commercial 
Manager  Alexander  W.  Dannenbaum 
Jr.,  Assistant  General  Manager  Rol- 
land  V.  Tooke,  Vice  President  and 
General  Manager  Ernest  B,  Loveman 
^  and  Chief  Engineer  Raymond 
^  J.  Bailey. 


AN  AIR  view  of  the  552-ft.  WPTZ 
transmitter  tower  at  Wyndmoor,  Pa., 
suburb  of  Philadelphia.  This  is  part 
of  WPTZ's  complete  modernization 
program  which  was  finished  in  late 
1948. 


Pennsylvania  football  as  early  as 
the  fall  of  1940;  a  baseball  pickup 
in  1941;  the  Republican  National 
Convention  of  1940  (telecast  with 
NBC)  with  WPTZ  on  the  air  for 
60  hours;  Army-Navy  football 
originations  and  other  such  pioneer- 
ing events. 

The  station  was  pioneering  be- 
cause most  of  the  techniques  em- 
ployed in  the  1940  pickup  of  the 
GOP  convention  were  used  eight 
years  later  when  other  stations 
went  to  Philadelphia  to  cover  both 
Republican  and  Democratic  con- 
claves; many  of  the  TV  methods 
used  in  covering  the  U.  of  Penn 
games  now  have  become  standard 
operating  procedure. 

WPTZ  is  owned  and  operated  by 
the  Philco  Television  Broadcasting 
Corp.,  a  subsidiary  of  the  Philco 
Corp.  William  Balderson,  Philco 
president,  holds  the  same  office  in 
the  subsidiary  corporation. 

Active  head  of  WPTZ  is  Ernest 
B.  Loveman,  vice  president  and 
general  manager  since  the  corpora- 
tion's founding  in  1946.  Mr.  Love- 
man, a  Philco  associate  since  1928, 
was  one  of  the  original  committee 
of  executives  who  supervised  pro- 
gram planning  for  the  TV  station 
in  its  early  days. 

Rolland  V.  Tooke  is  assistant 
general  manager.  He  concentrates 
on  administration,  program  plan- 
ning and  scheduling,  network  rela- 
tions and  departmental  assignment, 
to  name  the  top  duties.  In  the 
"good  old  days,"  when  WPTZ's  pro- 
gram department  consisted  of  him- 

(Conti)Uied  on  page  69) 
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KECA-TV  'TRIPLE  FEATURE' 

Brings  Brilliant-  Results  for  Chevrolet 


EVIDENCE  of  the  remarkable  pull 
of  "saturation  sponsorship"  in  tele- 
vision came  from  Martin  Pollard, 
president  of  the  Chevrolet  Dealers 
of  Southern  California,  comment- 
ing on  the  brilliant  results  of  his 
group's  sponsorship  of  Chevrolet 
Triple  Feature  Theatre  on  KECA- 
TV  Los  Angeles. 

"We  have  never  enjoyed  better 
business  than  we  have  had  from 
the  advertising  on  Chevrolet 
Triple  Theatre,"  he  said.  "Results 
have  been  tremendous.  Although 
the  program  has  been  on  the  air 
only  for  the  past  four  months,  the 
month  of  June  was  the  biggest 
month  in  both  sales  of  new  and 
used  cars  and  service.  Floor  play 
in  all  of  the  dealerships  in  the  area 
has  grown  during  the  past  few 
months  more  than  ever  before." 

Show  in  Top  10 

Four  months  ago  the  Southern 
California  dealers  through  their 
agency,  Campbell-Ewald  Co.,  New 
York,  signed  a  contract  to  sponsor 
Triple  Feature  Theatre,  an  entire 
evening  of  films  filling  Monday 
nights  on  KECA-TV.  Since  then 
the  show  has  moved  into  the  list 
of  the  top  10  programs  in  the  Los 
Angeles  area.  Figures  revealed  by 
Dick  Francis,  vice  president  in 
charge  of  Campbell-Ewald's  Los 
Angeles  office,  show  that  the  three 


telecast  films  pull  ratings  from  10 
to  20  points  higher  than  competing 
half-hour  and  full-hour  shows  for 
the  entire  four  hours. 

The  latest  Tele-Que  survey  puts 
the  series  in  fifth  place  among  all 
programs  seen  in  Los  Angeles, 
both  network  and  local.  The  latest 
Videodex  report  gives  Triple  Fea- 
ture Theatre  a  high  of  41.5.  Even 
at  the  end  of  the  four  hours,  the 
rating  was  strong  and  the  overall 
Videodex  a  35.  Its  nearest  com- 
petitors on  Monday  night  rank  far 
back  with  27.6  and  14  ratings. 


COMMUNITY  CHESTS 

Audio-Visual  Kit  Issued 

COMMUNITY  CHESTS  of  Amer- 
ica Inc.,  New  York,  has  issued  its 
audio-visual  aids  kit  for  use  by 
stations  in  the  Chest's  countrywide 
1950  Eed  Feather  campaign. 

Indexed  in  six  sections,  the  kit 
contains  chapters  on  organization, 
spot  announcements,  features, 
transcriptions,  television  and  films. 
Stations  also  are  given  suggestions 
on  organizing  their  campaigTis, 
people  who  should  serve  on  com- 
mittees and  hints  on  how  to  carry 
out  the  campaigns. 


its 

later 

than 

you 

think 

Mr.  Station  Manager 

Your  best  advertising  value  of  the  year — BROADCAST- 
ING'S   1950  Marketbook — goes  to  press  soon.  Final  ad- 
vertising deadline  is  July  29,  no  proof. 

Please  wire  (collect)  your  reservation  today.    16,500  cir- 
culation will  reach  all  important  radio  buyers. 

BROAI^^TING 

Tti*  N««iw<ck1^l  Radio  ondYvlvvMim 

T^CASTINC 

Inspecting  a  miniature  theatre  featuring  Chevrolet  models  are  (I  to 
Messrs.  Francis,  Pollard  and  Art  Baker,  show  m.c. 


WARNER  BROS. 

Speculation  on  TV  Plans 

ALTHOUGH  Warner  Bros,  has  let 
it  be  known  that  the  studio  will 
make  no  motion  pictures  for  tele- 
vision release  during  its  coming 
year's  program,  speculation  in 
Holljnvood  is  that  the  firm  has 
long-range  plans  in  that  direction. 

Jack  L.  Warner,  vice  president 
in  charge  of  production,  at  a  na- 
tional meeting  of  sales  executives 
a  fortnight  ago  said:  "The  only 
screens  to  carry  Warner  Bros,  pro- 
ductions will  be  the  screens  of 
motion  picture  theatres  the  world 
over."  Despite  this,  consensus  is 
that  video  plans  will  be  elevated 
to  equal  status  with  film  produc- 
tion on  lifting  of  the  FCC  freeze. 
With  additional  stations  in  opera- 
tion, it  would  be  a  more  profitable 
venture  and  Warner  Bros,  would 
gear   its   production  accordingly. 

Warner  Bros,  a  few  years  ago, 
had  ambitions  to  own  its  own 
television  stations  and  negotiated 
with  Dorothy  Schiff  to  buy  KLAC- 
TV  Hollywood  along  with  KLAC- 
AM  and  KYA  San  Francisco. 
Deal,  involving  more  than  $1  mil- 
lion, hung  fire  for  several  months 
and  fell  through  when  FCC  failed 
to  give  quick  action  in  sanction- 
ing. Since  then,  through  various 
spokesmen,  the  film  studio  has 
stated  it  was  no  longer  interested 
in  video. 


TRIAXIAL  SPEAKER 

Jensen  Claims  Wider  Range 

THE  TRIAXIAL,  loudspeaker 
which  the  inventor  claims  has  four 
times  the  frequency  range  of  the 
average  radio  and  TV  receiver,  is 
being  introduced  by  Jensen  Mfg. 
Co.,  Chicago,  a  division  of  the 
Muter  Co.,  manufacturer  of  radio 
and  television  components. 

The  new  speaker  was  developed 
by  Jensen,  which  also  invented  the 
coaxial  speaker.  The  Triaxial  con- 
sists of  three  separate  loudspeaker 
units  combined  into  a  single  as- 


SDGA  INITIATION 

TV  Directors'  Fee  Rais 

SCREEN  DIRECTORS  Guild 
America  has  sent  letters  to 
television  directors  who  are  i 
guild  members  acquainting  th 
with  a  recent  SDGA  resolution  tl 
raises  initiation  fee  for  direct( 
of  television  films  from  $10  to  : 
effective  Aug.  1. 

Encouraging  directors  to  jc 
SDGA  before  that  date  and  th 
save  additional  fee,  the  letter  a. 
stated  that  the  guild  has  contrai 
with  several  television  film  pi 
ducers  that  "precluded  anyone  n 
a  guild  member  from  direct! 
such  motion  pictures  for  televisi 
release."  The  letter  was  sign 
by  Philip  Booth,  KECA-TV  Hoi) 
wood  director  and  chairman 
SDGA  membership  committee. 


KTSL  UNIFIES 

Coordinating  Activiti 

COORDINATING  all  its  produ 
tion-technical  activities  under  o: 
roof,  KTSL  (TV)  Hollywood 
setting  up  a  new  "process  st 
dio"  type  of  master  control  sy 
tem  in  its  Vine  Street  studios, 
was  annonunced  last  Friday  1 
Willet  H.  Brown,  president,  Di 
Lee  Broadcasting  System. 

With  completion  of  the  proje 
expected  within  30  days,  all  pr 
duction  operations  will  be  removi 
from  the  present  base  at  Mt.  Lc 
to  the  main  studios.  The  netwoi 
feels  the  move  will  eliminate  a 
elements  of  risk  and  hazards  i 
dead  air,  lapses,  slips,  etc.,  betwe( 
related  but  separated  productic 
and  technical  functions  and  brir 
maximum  flexibility  and  mobili' 
between  the  two  operations. 


sembly  the  same  size  as  the  coi 
ventional  15-inch  speaker.  An  ele 
trical  crossover  and  control  ne 
work  is  built  into  a  separal 
chassis,  and  divides  the  input  ini 
frequency  bands  which  are  fed  1 
individual  speaker  units. 
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(on  WGN-TV,that  is) 


''TELEPHONE  GAME" 

4:30  P.M.,  Monday  thru  Friday 

Over  100,000  responses  since  the  program  started, 
averaging  approximately  6,000  calls  per  week  from 
viewers. 

FLORENCE  BOURKE  ELLIS 

4:00  P.M.,  Thursdays 

1100  cards  and  letters  from  one  announcement. 

''INDIVIDUALLY  YOURS" 

10:40  A.M.,  Mondays 

744  responses  received  by  sponsor  on  first  program, 
even  though  program  had  changed  time. 


"CHICAGO  COOKS 

wd  BARBARA  BARKLEY" 

11:00  A.M.,  Monday  thru  Friday 

A  cook  book,  offered  for  three  weeks,  pulled  9,363 
requests.  During  the  same  period,  two  announcements 
were  made  on  three  additional  booklets.  Requests  for 
these  were  4,663,  2,724  and  1,376  respectively. 


THE  TOM  WALLACE  SHOW 

10:00  A.M.  &  12  Noon,  Monday  thru  Friday 

Chicago  State  Street  stores  reported  an  average 
increase  of  164%  in  sales  of  an  electric  houseware  item 
after  two  weeks  on  the  show. 


...WITH  RESULTS  LIKE  THESE,  HOW  CAN 
YOU  AFFORD  NOT  TO  BE  ON  WGN-TV? 

As  one  agency  writes,"/  on//  v//s/i  f/iere  were  fiff/  V^QH-iys 
in  this  country." 


tEi)t  Chicago  Z.xibmt  Cclebigion  Station 
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Play  ball/ 


PHILLIES 
and 
ATHLETICS 
Games  on 

WDEL-TV 

CHANNEL  7 

WILMINGTON,  DEL. 

WGAL-TV 

CHANNEL  4 

UNCASTER,  PENNA. 

All  Saturday  home  games  of 
these  two  teams  are  telecast 
over  these  two  stations.  This 
baseball  feature  is  important 
because  of  its  strong  appeal  in 
these  markets.  Because  it  is 
only  one  of  many  popular  fea- 
tures, the  result  of  effective 
long-range  programming.  These 
stations  are  keeping  their  audi- 
ences growing,  loyal  and  respon- 
sive. They  offer  TV  advertisers 
a  fine  opportunity  for  market 
testing  for  profitable  business. 


WDEL-TV,  Wilmington,  Del. 

Only  TV  station  in  Deldware.  Brings 
viewers    a   clear  picture,    all  top 
NBC  Network  shows. 
WGAL-TV,  Lancaster,  Penna. 

Only  TV  station  in  this  rich  Pennsyl- 
vania section.  Presents  top  shows  of 
NBC,  CBS,  ABC,  DuMont. 


Clair  R.  McCollough, 

General  Manager 

STEINMAN  STATIONS 

Bepresented  by 

ROBERT  MEEKER 

ASSOCIATES 

New  York  Chicago 
San  Francisco  Los  Angeles 


mc 

TV*  Affiliates 


telestatus 


Advertest  Studies  Day  Viewin 

(Report  121) 


REGULAR  VIEWING  of  daytime 
television  is  on  the  increase,  ac- 
cording to  a  report  released  last 
week  by  Advertest  Research,  New 
Brunswick,  N.  J. 

Information  was  gathered 
through  846  personal  interviews  in 
TV  homes  throughout  the  New 
York-New  Jersey  television  area. 
Respondents  were  questioned  only 
on  the  period  Monday  through 
Friday  and  daytime  television  in 
the  report  refers  only  to  the  time 
before  5  p.m. 

Regular  viewers  of  daytime  tele- 
vision were  found  in  33.3%  of  the 
homes  contacted.  An  additional 
10.79f  of  the  respondents  said  they 
were  occasional  viewers.  Total 
daytime  televiewing  was  reported 
in  44''/f  of  the  homes  for  June  1950 
as  compared  to  29.5%  in  March 
1949. 

Of  the  respondents  who  reported 
regular  daytime  televiewing,  48.9% 
turned  the  set  on  after  3  p.m.  and 
31.9S''f  started  using  the  set  be- 
tween 12  noon  arid  3  p.m. 

In  a  comparison  of  radio  and  TV 
set  use,  radio  dominated  before  2 
p.m.  in  the  homes  reporting  regular 
viewing  of  daytime  TV.  After  that 
time,  however,  television  became 
increasingly  dominant.  Another 
question  covering  the  times  at 
which  it  was  most  convenient  to 
watch  TV  showed  an  increasing 
preference  for  the  later  hours  of 
the  day. 

Regular  daytime  televiewers  re- 
portedly spend   an   average  of  3 


hours,  55  minutes  daily  in  watch- 
ing TV  and  listening  to  the  radio. 
Of  this  2  hours,  11  minutes  were 
devoted  to  television  and  1  hour, 
44  minutes  to  radio  listening. 

The  set  was  turned  on  to  watch 
a  specific  daytime  TV  program  in 
85.1%  of  the  regular  daytime  tele- 
viewing homes.  A  vast  majority, 
87.2%,  of  the  respondents  said  they 
had  not  rearranged  their  household 
schedule  in  order  to  view  daytime 
TV.  Of  those  who  viewed  daytime 
video  regularly,  62.1%  evaluated 
this  form  of  entertainment  as 
"good." 

Occasional  Viewers 

Occasional  daytime  televiewers 
were  shown  by  Advertest  to  spend 
an  average  of  1  hour,  59  minutes 
daily  viewing  TV  and  2  hours,  6 
minutes  listening  to  the  radio. 

Of  the  set  owners  who  were  not 
regular  watchers  of  daytime  tele- 
vision, 78.5%'  said  they  did  not  have 
the  time  and  16.5%  said  the  pro- 
grams were  not  good.  Asked  if 
they  would  watch  daytime  TV  if 
different  types  of  programs  were 
presented,  21.5%  said  "yes."  Va- 
riety programs  were  named  most 
often. 

Guide-Post  Surveys 
TV  Set  Buying 

FAMILIES  who  do  not  want  a  TV 
set  "because  they  interfere  with 
other  activities  in  the  home"  are 


probably  justifying  their  inabili 
to  buy,  according  to  C.  F.  Acke 
heil  of  Guide-Post  Research,  Pitt 
burgh.  Mr.  Ackenheil,  on  the  has 
of  a  survey  just  completed  | 
Guide-Post,  points  out  that  98%  ■ 
the  television  owning  families  ca 
ered  say  they  would  buy  a  tele^ 
sion  set,  if  they  had  it  to  do  ovi 
again. 


Decision   on  Purchase 

In  70%  of  the  families  covert 
the  male  head  of  the  house  decid 
which  TV  set  to  buy.  In  the  ; 
maining  homes  the  female  head 
the  family  made  the  decision 
15%  of  the  cases  and  it  was 
joint  male-female  decision  in  t 
other  15%. 

Of  the  present  owners,  Guic 
Post  reports,  737c  own  an  exclusi^ 
TV  set,  11%  own  a  radio-TV  con 
bination  and  16%  own  a  radio-TA 
phonograph  combination.  If  tht, 
were  making  the  purchase  agaii 
only  56%  of  these  families  sai' 
they  would  buy  an  exclusive  teli 
vision  set.  Radio-TV  combinatiorj 
would  be  bought  by  10%  of  tb 
families  while  34%  said  the 
would  buy  a  radio-TV-phonograp 
combination. 


TV  Cuts  Transit  Riders  i 
Dallas  Firm  Reports 

TELEVISION  figures  in  an  appl 
cation  in  Dallas  for  raising  street 
(Continued  on  -page  68)  .i 
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City 

Outlets  On  Air 

N 

umber  Sets 

City 

Outlets  On  Air 

Number  Se 

Albuquerque 

KOB-TV 

3,550 

Louisville 

WAVE-TV,  WHAS-TV 

34, 1( 

Ames 

WOl-TV 

11,453 

Memphis 

WMCT 

40,63 

Atlanta 

WAGA-TV,  WSB-TV 

49,263 

Miami 

WTVJ 

29,2( 

Baltimore 

WAAM,  WBAL-TV,  WMAR-TV 

178,240 

Milwaukee 

WTMJ-TV 

119,04 

Binghamton 

WNBF-TV 

15,200 

Minn. -St.  Paul 

KSTP-TV,  WTCN-TV 

100,3C 

Birmingham 

WAFM-TV,  WBRC-TV 

15,000 

Nashville 

21 

Bloomington 

WTTV 

6,050 

New  Haven 

WNHC-TV 

81, 3( 

Boston 

WBZ-TV,  WNAC-TV 

405,068 

New  Orleans 

WDSU-TV 

28,7S 

Buffalo 

WBEN-TV 

101,678 

New  York 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 

1,435,0( 

Charlotte 

WBTV 

17,331 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 

519,086 

Newark 

WATV                                      Inc.  in  N 

Y.  estimate 

Cincinnati 

WCPO-TV,  WKRC-TV,  WLWT 

136,000 

Norfolk 

WTAR-TV 

21,63 

Cleveland 

WEWS,  WNBK,  WXEL 

244,788 

Oklahoma  CityWKY-TV 

32,60 

Columbus 

WBNS-TV,  WIWC,  WTVN 

74,000 

Omaha 

KMTV,  WOW-TV 

25,13 

Dallas, 

Philadelphia 

WCAU-TV,   WFIL-TV,  WPTZ 

520,00 

Ft.  Worth 

KRLD-TV,  WFAA-TV,  WBAP-TV 

59,385 

Phoenix 

KPHO-TV 

12,30 

Davenport 

WOC-TV 

14,130 

Pittsburgh 

WDTV 

108,00 

Quact  Cities 

Include  Davenport,  Moline,  Rock  Isia 

nd.  East 

Moline 

Portland,  Ore. 

94 

Dayton 

WHIO-TV,  WLWD 

71,000 

Providence 

WJAR-TV 

65,27 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

265,000 

Richmond 

WTVR 

37,49 

Erie 

WICU 

36,050 

Rochester 

WHAM-TV 

44,06 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

14,13 

Dallas 

WBAP-TV,   KRLD,  WFAA-TV 

59,385 

Quad  Cities  Include  Davenport,  Moline,  Rock  Island, 

East  Moline 

Grand  Rapidt 

WLAV-TV 

35,337 

Salt  lake  CityKDYL-TV,  KSL-TV 

19,80 

Greensboro 

WFMY-TV 

13,235 

San  Antonio 

KEYL-TV,  WOAi-TV 

20,27 

Houston 

K  PRC-TV 

28,446 

San  Diego 

KFMB-TV 

43,10 

Huntington- 

San  Francisco 

KGO-TV,  KPIX,  KRON-TV 

60.28 

Charleston 

WSAZ-TV 

13,679 

Schenectady 

WRGB 

87,00 

Indianapolis 

WFBM-TV 

55,000 

Albany-Troy 

30,30 

Jacksonville 

WMBR-TV 

11,000 

Seattle 

KING-TV 

Johnstov/n 

WJAC-TV 

24,200 

St.  Louis 

KSD-TV 

140,5(1 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

47,47 

Battle  Creek 

WKZO-TV 

31,024 

Toledo 

WSPD-TV 

49,00 

Kansas  City 

WDAF-TV 

37,600 

Tulsa 

KOTV 

29,2* 

Lancaster* 

WGAL-TV 

51,159 

Utica-Rome 

WKTV 

16,50 

Lansing 

WJIM-TV 

28,500 

Washington 

WMAL-TV,  WNBW,  WOlC,  WTTG 

143,00 

Los  Angeles 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 

596,673 

Wilmington 

WDEL-TV 

37,85 

KTLA,  KTSL,  KTTV 

*  Lancaster  an 

d  contiguous  areas.  Total 

Markets 

on  Air  62 

Sta 

lions  on  Air  106                           Sets  in 

Use  6,609,1^ 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  h  om  dealers,  distributors,  TV  Circulation  committees,  electric  compos 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  re  main  unchanged  in  successive  summaries.  Total  sets  in  all  oreo- 
necessarily  approximate. 


Page  62     •     July  24,  1950 


Telecasting    •    B  R  O  A  D  C  A  S  T  I  N  <! 


EVERY  CALL  IS  A  BUSINESS  CALL 


...When  you've  got  "Hollywood  on  the  Line," 
a  new  series  of  13  films  especially  built  for  tele- 
vision. Each  program  features  a  simulated  long- 
distance call  to  a  famous  movie  star.  And  each  of 
these  person-to-person  calls  is  a  busuiess  call  for 
you.  For  ""Hollywood  on  the  Line"  uses  the 
proved  box-office  appeal  of  big-name  Hollywood 
talent  to  attract  television  avidiences  .  .  .  and  to 
make  sales  for  your  product. 

Each  star  is  shown  being  interviewed  infor- 
mally... at  home,  in  the  studio  or  on  location. 


Each  interview  is  conducted  by  a  local  "live" 
personality  hand-picked  by  you.  He  places  the 
call  from  your  studios  and  is  then  shown  (live) 
intefviewing  the  star  (on  film).*  And  he  intro- 
duces your  sales  story  into  the  picture  painlessly 
and  effectively.  To  get  "Hollywood  on  the  Line" 
(subject  of  course  to  prior  sale  in  each  area),  just 
call  your  nearest  Radio  Sales  office. 

A  CBS-TV  Syndicated  Film —re  presented  nationally  by 
iO  SsiIGS  with  offices  in  New  York, 
Chicago,  San  Francisco,  Detroit,  Memphis,  Los  Angeles 


I^ODtinuous  running  print, 
raplcte  script  and  cues,  title  card 
J  preview  trailer  supplied 
th  each  program. 


^^^^ 


N.  Y.  'TV  TOWN' 


NBC-TV  correspondents  (I  to  r),  Messrs.  Godwin,  McCormick  and  Hark- 
ness,  conduct  the  first  telecast  from  the  Senate  Radio  Gallery. 


'HOPPY'  SELLS  MILK 


Oklahoma  U.  Surveys  Pull  of  WKY-TV  Show 


O'Dwyer  Opens  Drive 

A  CAMPAIGN  to  "make  New 
York  TV  Town"  was  launched  last 
week  by  Mayor  O'Dwyer,  with  cere- 
monies at  City  Hall  inaugurating 
"Television  Week,"  proclaimed  July 
16-23. 

Sponsored  by  the  City  Dept.  of 
Commerce,  a  joint  committee  of  TV 
broadcasters  and  manufacturers, 
the  New  York  Convention  & 
Visitors  Bureau,  and  other  local 
organizations,  the  City  Hall  cele- 
bration set  off  an  intensive  drive 
for  public  attention.  J.  R.  Poppele, 
WOR  New  York  and  president  of 
Television  Broadcasters  Assn.,  was 
chairman  of  the  mayor's  committee 
for  TV  Week. 

Following  the  City  Hall  cere- 
monies, a  "TV  Prediction  Party" 
at  the  Waldorf-Astoria  was  given 
by  Tex  and  Jinx  Falkenburg.  A 
half-hour  TV  show  from  the  party, 
over  the  NBC-TV  network  and 
WOR-TV,  telecast  the  predictions 
of  Brig.  Gen.  David  Sarnoff ,  Mayor 
O'Dwyer,  Samuel  Goldwyn,  Ber- 
nard Gimbel,  and  other  celebrities. 

Gen.  Sarnoff  predicted  the  solu- 
tion of  technical  problems  incident 
to  spanning  oceans  with  a  world 
TV  network  and  cited  the  "air- 
lift" relay  method  already  at  hand. 
"Families  sitting  in  their  homes," 
G«n.  Sarnoff  said,  "will  be  able 
to  see  for  themselves  events  trans- 
piring half-way  around  the  globe." 

In  observance  of  TV  Week,  Lt. 
Gen.  H.  A.  Drum,  president  of  the 
Empire  State  Building,  announced 
the  beginning  of  construction  of  a 
217-foot  television  tower  at  its 
top.  Following  a  "cornerstone 
laying"  ceremony  at  which  Mayor 
O'Dwyer  officiated,  and  which  was 
held  on  a  crow's  nest  suspended 
1,250  feet  above  the  street,  work 
on  the  project  began  immediately. 
The  tower  will  support  antennas 
of  five  TV  networks  and  stations, 
and  is  expected  to  be  completed 
some  time  this  fall. 

The  broadcasters'  committee  pro- 
moting TV  Week  included,  in  addi- 
tion to  Mr.  Poppele,  Ted  Cott,  general 
manager,  WNBC  and  WNBT  (TV) 
New  York;  Theodore  C.  Streibert, 
president,  WOR-AM-TV;  Chris  Wit- 
ting, general  manager,  WABD  (TV) 
New  York  and  the  DuMont  TV  Net- 
work; Murray  Grabhorn,  vice  presi- 
dent in  charge  of  WJZ-AM-TV  and 
ABC  O&O  stations;  G.  Bennett  Lar- 
son, general  manager,  WPIX  (TV) 
New  York,  and  G.  Richard  Swift, 
general  manager,  WCBS-AM-TV  New 
York. 

The  manufacturers'  committee  in- 
cluded Gerald  O.  Kaye  of  Bruno-New 
York  Inc.  and  Rowland  Guilford  of 
DuMont  Inc.,  co-chairmen;  R.  Morel, 
Times  Appliance  Co.;  Charles  Roberts, 
General  Electric  Supply  Co.;  Jack 
Harris,  Philco;  Charles  Andress, 
Admiral  Radio  &  TV;  Irving  Sand- 
berg,  Crosley;  Ed  Froelich,  Warren- 
Connelly  Co.;  William  Boyne,  Zenith 
Radio  &  TV;  N.  Gross,  Gross  Dis- 
tributors; Ira  Kaplan,  Emerson  New 
York  Inc.;  Martin  Sher,  Motorola 
Radio  &  TV,  and  George  Wilkins, 
Magnavox  Inc. 


THE  Hopalong  Cassidy  program 
not  only  rates  highest  of  any  TV 
show  in  the  Oklahoma  City  area 
but  it  also  sells  milk,  according  to 
Sherman  P.  Lawton,  coordinator 
of  broadcasting,  U.  of  Oklahoma. 

Telecast  by  WKY-TV  Oklahoma 
City,  the  "Hoppy"  show  is  spon- 
sored by  Meadow  Gold  Milk 
Ranch,  a  leading  area  dairy.  In 
his  report  on  some  of  the  effects 
of  this  sponsorship,  Mr.  Lawton 
stated  children  know  that  Meadow 
Gold  sponsors  the  show  on  WKY- 
TV  and,  knowing  the  Meadow  Gold 
milk  song,  ask  their  parents  to  buy 
that  brand  of  milk  more  frequently 
than  they  ask  them  to  purchase 
any  other  product  advertised  on 
TV.  ^ 

Furthermore,  Mr.  Lawton  points 
out,  grocers  report  their  sales 
of  Meadow  Gold  milk  have  in- 
creased since  the  company  bought 
the  western  film  series.  New 
customers,  grocers  said,  gave 
TV  advertising  as  a  reason  for 
purchasing  the  product  most 
frequently  when  their  children 
view  the  program  regularly. 

Mr.  Lawton's  survey,  based  on 
data  gathered  when  the  program 
was  only  three  months  old  in  the 
area,  contained  answers  to  six 
questions:  Do  they  listen?  Do 
they  buy  the  product?  How  do 
they  respond  to  the  characters? 
Do  they  know  the  sponsor?  Do 
they  know  the  Meadow  Gold  Song  ? 
Do  they  like  homogenized  milk? 

His  report  is  accompanied  by 
tables  and  charts  comparing  two 
top  favorite  programs  of  chil- 
dren, regularity  of  listening  to 
Hopalong  Cassidy,  children's  favo- 
rite TV  programs  as  reported  by 
both  parents  and  children,  in- 
crease   in    requests   for  Meadow 


MURALS,  depicting  seashores,  moun- 
tains, etc.,  available  at  "little  more 
than  cost  of  good  wallpaper"  from 
Foto  Murals  of  California,  Los  An- 
geles. Firm  claims  murals  have 
dramatic    qualities    effective    on  TV. 


Gold  and  homogenized  milk,  etc. 

In  conducting  the  survey,  Mr. 
Lawton  sent  return-type  postal 
cards  to  500  TV  set  owners.  Three 
types  of  questionnaires  also  were 
used — one  for  Meadow  Gold  cus- 
tomers, one  for  grocers  and  a  third 
for  personal  interviews  with  chil- 
dren. 

Pulling  Power 

As  an  example  of  "Hoppy's" 
pulling  power,  it  was  mentioned 
as  first  choice  of  TV  programs  by 
62.9%  of  the  children  quizzed,  as 
against  9.2%  for  the  show  next 
in  popularity. 


RATE  INCREASES 

WENR-TV  WGN-TV  Raises 

TWO  MORE  video  stations  in  Chi- 
cago plan  to  increase  their  rates 
by  as  much  as  60%  next  fall. 
WNBQ,  NBC  O&O  station,  will 
up  its  time  costs  then  also  [Broad- 
casting, July  17]. 

ABC  O&O  outlet,  WENR-TV, 
plans  to  adjust  its  basic  hourly 
rate,  Class  A  Time,  from  $750  to 
$1,000,  the  same  as  WNBQ.  The 
WENR-TV  one-minute  spot  rate 
will  increase  from  $125  to  $200. 
Rate  Card  No.  4  will  go  into  effect 
Sept.  1,  with  the  usual  six-month 
protection  for  advertisers  using  the 
former  rate  card  which  was  issued 
March  1. 

WGN-TV,  Chicago  Tribune  sta- 
tion affiliated  with  DuMont,  will 
revise  its  rate  structure  in  Septem- 
ber, when  Rate  Card  No.  5  goes 
into  effect.  Last  rates  were  ef- 
fected March  1  and  call  for  $750 
per  hour,  $105  for  one-minute 
spots.  Minimum  hike  of  20%  is 
expected. 


SPECIALLY  designed  television  lamp 
which  eliminates  eye  fatigue  for  view- 
ers to  be  given  away  as  standard 
equipment  with  every  new  Sylvania 
television  receiver,  firm  has  announced. 


SENATE  GALLERY 

NBC-TV  Has  First  Live  Shol 

FIRST  "live"  television  show  intl 
history  of  the  Senate  Radio  Correi 
pondents  Gallery  originated  the: 
last  Wednesday.  NBC  news  co 
respondents,  Robert  McCormic 
Richard  Harkness  and  Earl  Go> 
win,  gave  a  round  robin  analysis  i 
President  Truman's  message  • 
Congress  on  the  Korean  situati( 
a  few  minutes  after  it  was  deli) 
ered.  | 

Telecast    was    microwaved  ' 
WNBW  (TV),  NBC's  Washingtc 
outlet,  and  relayed  to  the  netwoi  i 
(1-1:15   p.m.    EDT).     Discussic;  { 
took  place  against  the  backdrop  r  ' 
a  "typical  day"  at  the  gallery,  u 

D.  Harold  McGrath,  gallery  b|  \ 
perintendent,  was  shown  at  h  ' 
desk  while  newsmen  hurried  to  ar 
fro  in  the  background.  First  rad 
broadcast  originated  by  NBC  attl 
Senate  radio  gallery  was  in  194 
according  to  Bill  McAndrew,  ge: 
eral  manager,  WNBW  and  WR( 
AM-FM. 


J.  G.  ARMSTRONG 

TV  Pioneer  Dies  In  N.  1 

TELEVISION  PIONEER  Julia 
G.  Ai-mstrong,  52,  died  after  a  lor 
illness  Monday,  July  17,  at  tl 
Post  Graduate  Hospital  in  Ne 
York. 

Mr.  Armstrong,  director  of  ne 
work  planning  and  developmei 
for  the  DuMont  Television  Ne 
work,  had  joim 
the  DuMont  Lai 
Inc.  July  1,  194 
as  head  of  tl 
Loran  timer  pro 
ect,  a  major  Na\ 
contract. 

This  followt 
World  War  ; 
government  ser 
ice  in  which  M 
Mr.  Armstrong  Armstrong  joim 
the  Navy  Dep 
in  Washington,  Assigned  to  th 
Airborne  Communications  an 
Radar  Division  of  the  Bureau  c 
Ships.  On  loan  to  the  War  Prt 
duction  Board,  he  was  commende 
for  contributing  greatly  to  ti 
development  of  a  materials  coi 
trol  plan  which  expedited  man 
critical  contracts. 

His  television  experience  an 
success  dates  from  Jan.  1945,  whe 
the  DuMont  Labs  presented  hii 
with  the  task  of  constructin 
Washington,  D.  C.'s  first  vide 
station,  WTTG  which  last  year  h 
rebuilt.  WDTV  (TV),  Pittsburgh^ 
only  outlet,  and  WABD  (TV)  Ne^ 
York,  are  products  of  Mr.  Am' 
strong's  supervision  and  plannini 
Before  he  entered  the  coir 
munications  field,  Mr.  Armstron 
had  served  with  the  armed  force 
in  Italy  during  World  War  I  an 
after  the  War  entered  the  Ac 
vertising  business  in  Chicag( 
From  1927  to  1941  he  was  cour, 
seller  in  marketing  and  cos^ 
analysis. 

In  1938  he  married  the  forme 
Mary  Louise  Caldwell  of  Roanoki 
Va.,  who  survives  him.  The) 
home  was  in  Weston,  Conn. 
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li^mr^fs  m  loss/ 


He  sees  a  WKRC  contract  in  Mr.  Advertiser's  pocket,  and  he 
knows  that  whether  it  calls  for  WKRC,  WKRC-TV,  or  WKRC- 
FM-Transit  Radio,  it  will  mean  a  sales  increase  .  .  .  because, 

in  addition  to  top  audience,  this  campaign  will  be  backed  up  by — 

THE  KEY  ITEM  PLAN 

completely  coordinated  promotion  and  merchandising 
which  builds  listener-viewer-reader-shopper  interest  in 
your  sales  story  and  your  product. 

Get  the  Complete  Story 

Radio  Cincinnati,  Inc.  -  Affiliated  with  the  Cincinnati  Times-Star 

~  Represented  by 

e  Katz  Agency— WKRC  (AM  &  TV)    —    Transit  Radio— WKRC-FM 


TRANSIT  RADIO 


WKRC'TV 


WKRC-FM 
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N.y.  BOXING  PACT 

Guild  Accepts  Guarantee 

CLEARING  the  way  for  TV  and 
radio  to  carry  fights  at  Madison 
Square  Garden  and  St.  Nicholas 
arena  this  fall,  the  New  York  Box- 
ing Managers'  Guild  announced  a 
new  contract  with  Madison  Square 
Garden  last  week. 

The  guild  accepted  a  guarantee 
from  radio  and  TV  receipts  of 
$2,250  for  each  main  event  fighter, 
with  35  cards  scheduled.  The 
guarantee  last  year  was  $1,000. 

The  new  contract  also  provides 
the  fighters  with  a  choice  between 
the  guaranteed  $2,250  and  a  25% 
share  of  the  I'adio  and  TV  receipts, 
should  the  latter  exceed  $4,500. 
This  right  probably  will  be  of 
value  only  in  championship 
matches. 

Further  provisions  related  to 
"delayed  TV"  film  recordings.  It 
was  stipulated  that  they  should 
not  be  shown  within  72  hours  after 
the  fight  filmed,  nor  on  nights  when 
live  fights  are  scheduled. 

Although  sponsorship  will  prob- 
ably not  be  revealed  until  later 
in  the  summer,  the  Madison  Square 
Garden  fights  in  the  past  have 
been  sponsored  by  the  Gillette 
Safety  Razor  Co.  over  ABC  radio 
and  over  NBC-TV. 


UNESCO  AIMS 

Use  of  TV-Radio  Urged 

TELEVISION  and  radio  alike  off^er 
"innumerable  ways"  for  effectivelv 
amplifying  the  voice  of  UNESCO 
and  furthering  its  objectives,  out- 
lined by  the  U.  S.  National  Com- 
mission in  a  booklet  released  last 
v.'fc  ek. 

The  booklet,  titled  "The  UNESCO 
Story,"  calls  on  groups  to  ask  lo- 
cal stations  to  carry  available 
UNESCO  programs,  support  net- 
work presentations,  utilize  com- 
munity talent  for  writing  the  pro- 
grams, and  to  arrange  forums  with 
their  local  stations. 

The  commission  also  observed: 
"The  resources  of  television  .  .  . 
have  scarcely  been  tapped.  Words 
can  never  be  as  effective  as  visual 
presentations  in  achieving  an  un- 
derstanding of  other  peoples.  .  .  . 
UNESCO  groups  should  apply  to 
television  most  of  the  suggestions 
made  in  regard  to  radio — realizing 
that  it  represents  one  of  the  most 
effective  media  of  the  future." 


CHINA  LEAF  TEA 

Sets  Fall  Spot  Campaign 

CHINA  LEAF  TEA,  new  import 
product  of  Sembodja  Corp.,  New 
York,  will  begin  a  promotional  spot 
campaign  starting  in  the  early  fall. 

Guest  TV  program  will  be  used 
first,  followed  by  a  regional  TV 
spot  campaign  in  New  York,  Chi- 
cago, and  Boston.  With  extension 
of  distribution,  the  campaign  will 
become  nation-wide.  Radio  also 
will  be  used.  Agency  for  the  ac- 
count is  Dundon  Assoc.,  New  York. 


posed  findings]  is  not  proposed 
'findings'  at  all  or  even  a  marshal- 
ling of  the  'major'  or  'relevant' 
evidence.  It  is,  instead,  a  highly 
argumentative  brief." 

The  CBS  letter  to  Dr.  Condon, 
sent  by  Vice  President  Adrian 
Murphy  with  copies  to  FCC  mem- 
bers and  Chairman  Ed  C.  Johnson 
(D-Col.)  of  the  Senate  Interstate 
and  Foreign  Commerce  Committee, 
found  flaws  in  the  committee  re- 
port's tabular  rating  of  the  various 
color  systems  and  also  questioned 
its  emphasis  on  "theoretical  ulti- 
mate performance  characteristics." 

Mr.  Murphy  noted  that  the  Com- 
mittee's tabular  rating  gave  RCA 
"superior"  ranking  for  both  "adap- 
tability" and  "compatibility," 
which  CBS  felt  "amounts  to  award- 
ing two  accolades  for  one.  and  the 
same  factor." 

Cites  Duplication 

He  also  considered  the  table 
guilty  of  duplication  in  that  it 
contained  a  category  on  "effective- 
ness of  Channel  Utilization  .  .  . 
as  well  as  a  separate  category  for 
each  of  its  component  parts." 
Further,  he  said,  to  be  consistent 
with  other  portions  of  the  report 
the  table  should  have  rated  the 
CBS  system  as  "excellent"  instead 
of  "good"  on  the  point  of  "Flicker- 
Brightness  Relationship  for  Large 
Areas." 

Mr.  Murphy  continued : 

In  our  opinion  the  report,  by  deal- 
ing primarily  with  theoretical  ulti- 
mate    performance  characteristics, 


NBC  STAGING 

New  TV  Production  Unit 

IN  PREPARATION  for  the  125 
weekly  fall  programs,  NBC-TV  has 
expanded  its  production  facilities 
division  and  retitled  its  staging 
services. 

The  newly  designated  depart- 
ment covers  all  scenic  staging  oper- 
ations for  the  network  and  for 
WNBT  (TV)  New  York  and  pro- 
vides all  equipment  necessary  to 
physically  stage  a  TV  program. 

The  reorganization  divides  the 
division  into  three  sections:  (1) 
Preparation,  including  designers, 
scenic  artists,  costumers  and  make- 
up units;  (2)  execution,  or  staging 
operations,  which  oversees  the  ex- 
ecution of  the  various  staging  re- 
quirements by  working  with  spon- 
sors, producers  and  operation 
sections  and  supervising  expendi- 
tures, and  (3)  central  shop,  which 
provides  the  trucking  units,  and 
TV  scenery  assemblage  and  dis- 
tribution. 

Elwell  is  art  director  and  head 
of  the  preparation  group;  Robert 
Brunton  is  supervisor  of  staging- 
operations,  and  Walter  Giebelhaus 
is  supervisor  of  the  central  shop. 

NBC  sees  a  reduction  in  produc- 
tion cost  and  an  increase  in  spon- 
sor service  in  this  new  divisional 
expansion  for  greater  overall  ef- 
ficiency. 


which  may  or  may  not  be  achievable, 
to  some  extent  obscures  the  compara- 
tive readiness  of  the  respective  sys- 
tems to  render  satisfactory  commer- 
cial service  in  the  home  on  both  a 
local  and  network  basis. 

Moreover,  we  feel  that  some  con- 
fusion on  this  score  results  from  the 
second,  third  and  fourth  paragraphs 
on  page  44  of  the  report  which,  in 
brief,  state:  "It  is  the  opinion  of  the 
committee  that  the  CBS  system  has 
progressed  furthest  toward  full  reali- 
zation of  its  potentialities.  .  .  .  The 
CTI  system,  being  less  fully  devel'- 
oped,  has  somewhat  greater  possibil- 
ities for  future  improvement.  .  .  . 
The  RCA  system  also  has  considerable 
opportunity  for  improvement.  .  .  ." 

The  paragraphs  referred  to  on  the 
one  hand  do  not  explicitly  cope  with 
relative  readiness,  and  on  the  other 
hand  they  seem  to  indicate,  by  impli- 
cation, that  a  system  has  an  advantage 
because  it  has  more  difficulties  yet  to 
be  overcome.  This  seems  tantamount 
to  implying  that  in  the  100-yard  dash 
a  15-second  man  is  more  promising 
than  a  10-second  man  because  the  for- 
mer has  greater  "opportunity  for  im- 
provement." 

Mr.  Murphy  told  Dr.  Condon  he 
was  sending  the  letter  because  CBS 
felt  that,  as  a  color  proponent  and 
the  sponsor  of  one  of  the  compet- 
ing systems,  it  had  a  "certain 
obligation"  to  acquaint  the  Com- 
mittee with  its  reactions. 


TVA-SAG  MEETING 

Hopes  To  Aid  Reconciliation 

HOPE  for  reconciliation  of  differ- 
ences between  Television  Autho- 
rity and  Screen  Actors  Guild  was 
expressed  last  week  by  George  Hel- 
ler, national  executive  secretary  of 
TVA  now  in  Hollywood,  in  calling 
for  a  general  TVA  membership 
meeting  next  Monday  (July  31). 
The  members  will  review  TVA  and 
SAG  activity  in  the  current  tele- 
vision controversy  and  discuss  dif- 
ferent rate  structures  set  up  for 
television  actors  by  both  groups. 

Special  invitations  to  the  meet- 
ing have  been  issued  to  SAG  mem- 
bers. The  meeting  is  to  be  held 
in  the  Musicians  Bldg.  Mr.  Heller 
has  been  meeting  with  film  and  live 
television  producers  on  wages  and 
working  conditions. 


Condon  Report  Prints 

AUTHORIZATION  has  been  given 
for  government  printing  of  the 
full  text  of  the  Condon  Committee 
report  on  color  television.  The 
Senate  Interstate  and  Foreign  Com- 
merce Committee,  which  received 
the  report  earlier  this  month,  an- 
nounced last  week  copies  will  be 
made  available  later  this  month  at 
the  Government  Printing  Office, 
Washington,  D.  C.,  at  a  cost  of  20(' 
each.  Title  of  the  report  is  "Pres- 
ent Status  of  Color  TV,"  Senate 
Document  197.  Requests  for  more 
than  1,400  copies  already  have 
been  received,  it  is  understood. 


upcominy 


NAB  District  Meets  I 

Aug.  14-15:  Dist.  17,  Benjamin  Fran  I 

lin  Hotel,  Seattle. 
Aug.  21-22:  Dist.  15,  San  Carlos  Hot  I 

Monterey,  Calif. 
Aug.  24-25:  Dist.  16,  Roosevelt  Hot) 

Hollywood. 
Sept.  7-8:  Dist.  13,  Plaza  Hotel,  3 

Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hot 

Glenwood  Springs,  Col. 
Sept.    14-15:    Dist.    8,    Lincoln  Hot 

Indianapolis. 
Sept.    18-19:    Dist.    7.    Terrace  Pla 

Hotel,  Cincinnati. 
Sept.  21-22:  Dist.  9.  Northernaire  Hot' 

Tliree  Lakes,  Wis. 
Sept.  25-26:  District  11,  St.  Paul  Hoi 

St.  Paul. 

Sept.  28-29:  Dist.  10,  Chase  Hotel,  j 
Louis. 

Oct.  2-3:  Dist.  12,  Tulsa  Hotel,  Tul 
Oct.  6-7:  Dist.  3,  Bedford  Springs  Hot 

Bedford,  Pa. 
Oct.    9-10:    Dist.    1,    Somerset  Hot 

Boston. 

Oct.    12-13:   Dist.  2,   Ten   Eyck  Hot 

Albany,  N.  Y. 
Oct.    26-27:   Dist.    6,    Roosevelt  Hot 

New  Orleans. 
Oct.  30-31:  Dist.  5,  Ansley  Hotel,  { 

lanta.  | 
Nov.  2-3:  Dist.  4,  Williamsburg  Inn  a' 

Lodge,  Williamsburg,  Va.  i 


Aug.  7-8:  NAB  FM  Committee-Stati 
meeting,  NAB  Hdqrs.,  Wasliington. ! 

Aug.  10-13:  AFRA  Convention,  Sheii 
ton  Hotel,  Chicago.  jj 

Aug.  18:  Arkansas  Associated  Pr< ' 
Broadcasters,  Hot  Springs,  Ark. 

Aug.  28-30:  Canadian  Assn.  of  Broj 
casters  director  meeting,  Jasper  Pa 
Lodge,  Jasper,  Alta. 

Aug.    3n-Sept.    2:    Western  Assn. 
Broadcasters,  Jasper  Park  Lodge,  J; 
per,  Alta. 

Sept.  8-9:  West  Virginia  Broadcast! 
Assn.,  Greenbrier  Hotel,  White  Si 
phur  Springs,  W.  Va. 

Sept.  23-30:  National  Television  &  Elf 
tronics  Exposition,  69th  Regime 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  As: 
of  National  Advertisers,  Drake  Hot 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Goc 
Assn.  Radio-TV  Workshop,  Ho 
Statler,  New  York. 

Sept.  30-Oct.  7:  Canadian  Radio  We( 
Oct.  5:  Second  International  Advert 

ing    Convention,    Hotel    Plaza,  N 

York. 

Oct.  6-7:  Ohio  State  U.'s  annual  advi 
tising  and  sales  promotion  confi 
ence.  Columbus. 

Oct.  22-24:  10th  District  convention 
Advertising  Federation  of  Ameri 
Amarillo,  Tex. 

Oct.    23-24:    North   Carolina  Aspn. 
Broadcasters.  Mid-Pines  Club,  Soul 
ern  Pines.  N.  C. 

Nov.  16-18:  National  Assn.  of  Ra( 
News  Directors  convention,  Ho 
Sherman.  Chicago. 


Sarnoff  to  'Meet  Press 


BRIG.  GEN.  David  Sarnoff,  cha 
man  of  the  board  of  RCA,  will  £ 
pear  on  Meet  the  Press,  Sunds 
July  30,  5  p.m.,  over  NBC-TV. 


KTTV  (TV)  Hollywood  sales,  progr 
and    engineering    departments  hi 
moved  to  new  studios  at  5746  Sun 
Blvd.     Film    department  remains 
1025  N.  Highland  Ave. 
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What's  New  in  Television?  Take  a  Look  at  WPTZ! 


These  TV  Shows 
Aren't  For  Sale! 


ON  THE  FACE  of  it,  taking  space  to  talk  about 
programs  that  we  won't  even  consider  selling, 
may  sound  a  little  ridiculous. 

For  instance,  there's  "Public  Invited"— a  daily 
program  on  WPTZ  which  brings  before  the  cameras 
some  of  the  most  interesting  people  and  ideas  seen 
on  TV.  Several  sponsors  have,  indicated  an  interest, 
but  the  show  is  not  for  sale. 

Or  there's  "Community  Call  Board" — WPTZ's 
afternoon  round-up  of  news  on  the  neighborhood 
level  .  .  .  news  that  may  never  make  headlines  in  the 
daily  press  but  nonetheless  has  an  important  place 
in  the  lives  of  the  folks  in  our  area.  Sorry,  you 
can't  buy  that  either. 

Or  "Youtig  Philadelphia  Presents"  —  the  Board 
of  Education  show  which  consistently  pulled 
down  Tele-Pulse  ratings  of  14-16  all  Spring.  Even 
so,  you  won't  find  this  program  on  WPTZ's  list  of 


WPTZ 


availabilities  .  .  .  nor  will  you  find  "How's  Your 
Social  I.Q.  ?"  or  "The  World  At  Your  Door". 

No,  none  of  these  programs  are  for  sale  but  none- 
theless these  shows  are  mighty  important  to  you  as 
a  buyer  or  potential  buyer  of  WPTZ  time.  We're 
convinced  that  our  public  service  programming 
over  the  period  of  the  past  eleven  years  is  a  very 
important  factor  in  developing  Philadelphians' 
entrenched  habit  of  tuning  to  WPTZ.  It's  a  habit 
that  shows  up  in  bigger  audiences  when  your  pro- 
gram goes  out  over  Channel  3. 

Incidentally,  we  do  have  some  highly  attractive 
programs  that  are  for  sale.  For  complete  informa- 
tion give  us  a  call  or  get  in  touch  with  your  NBC 
Spot  Sales  Representative. 

PHILCO  TELEVISION  BROADCASTING  CORPORATION 
1800  Architects  Building  •  Philadelphia  3,  Penna. 


FIRST    IN    TELEVISION    IN  PHILADELPHIA 


NBC 


TV-AFFIllATE 
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(Continued  from  page  62) 

car  and  bus  fares  from  10  cents  to 
12  cents. 

The  Dallas  Railway  &  Terminal 
Co.,  asking  its  fourth  postwar  in- 
crease July  15,  listed  TV  as  a  fac- 
tor keeping  people  home  nights, 
thus  reducing  the  number  of  riders. 

Three  Outlets 
Dallas  is  served  by  three  TV  sta- 
tions—WFAA-TV  and  KRLD-TV 
Dallas,    and    W  B  A  P  -  T  V  Fort 
Worth. 

*    «  * 

Nielsen  Ratings 
Released  for  June 

MILTON  BERLE's  Texaco  Star 
Theatre  was  the  leading  television 
program  in  June,  according  to  the 
National  Nielsen  ratings  of  top 
television  programs  released  last 
week. 

By  size  of  audience  and  program 
popularity  the  top  10  programs  as 
listed  by  A.  C.  Nielsen  Co.  were: 


AUDIENCE  DELIVERED 

Number  of  TV  Homes  Reached  In 
Total  U.S. 


Homes 

Rank 

Program 

(000) 

1. 

Texaco   Star  Theatre 

3,189 

2. 

Toast   of   the  Town 

1,994 

3. 

Phiico  TV  Playhouse 

1,994 

4. 

Godfrey's  Talent  Scouts 

1,877 

5. 

Godfrey   &  Friends 

1,871 

6. 

M.  Kane — Private  Eye 

1,634 

7. 

Stop  Music  (Lorillard) 

1,583 

8. 

Lone  Ranger 

1,531 

9. 

Lights  Out 

1,508 

10.  Fireside    Theatre  1,506 
PROGRAM  POPULARITY 

Per  Cent  of  TV  Homes  Reached  In 
Program  Cities 

Rank       Program  (%) 

1.  Texaco    Star    Theatre  61.7 

2.  Godfrey's  Talent  Scouts  50.4 

3.  Toast  of  the  Town  42.4 

4.  Phiico  TV  Playhouse  37.5 

5.  Fireside    Theatre  36.7 

6.  Godfrey   &    Friends  35.9 

7.  Lights  Out  35.4 

8.  M.  Kane — Private  Eye  32.7 

9.  Original  Amateur  Hour  32.7 
10.  Goldbergs,  The  32.7 


NEWSPAPER  RIVAL 

Sullivan  Discusses  TV  Role 

TELEVISION  should  be  looked  at 
by  newspapers  as  a  rival  and  it 
has  awakened  newspapers  to  the 
fact  that  they  are  not  the  per- 
fect instruments  they  sometimes 
felt  they  were,  according  to  Mat- 
thew G.  Sullivan,  general  circula- 
tion director  for  the  Gannett  News- 
papers. 

Speaking  on  "Television  and 
Newspaper  Circulations"  at  the 
convention  of  the  International 
Circulation  Managers  Assn.  in 
Murray  Bay,  Canada,  last  month, 
Mr.  Sullivan  also  stated  that  tele- 
vision should  be  good  for  news- 
papers. "Because  it  does  pose  a 
threat,"'  he  said,  "it  should  drive 
editors  into  producing  even  better 
products." 


TELE-TURNER,  mechanically  op- 
erated, non-electric  antenna  rotor, 
being  produced  by  Joseph  Shaw  Co., 
Toledo,  Ohio,  at  retail  price  of  $14.95. 


RING  CROSBY  Enterprises,  Los 

Angeles,  has  contracted  with 
Courneya  Productions,  that  city, 
for  series  of  52  half-hour  TV  films 
featuring  animals  from  World 
Jungle  Compound,  Thousand  Oaks, 
Calif.  First  of  series  underway  is 
comedy-mystery  starring  two 
chimpanzees  in  satirization  of 
Sherlock  Holmes  and  Dr.  Watson. 

:t;         *  * 

WNBQ  (TV)  Chicago  has  signed 
for  INS-Telenews  20-minute  weekly 
news  review.  .  .  .  Mel  Williamson, 
executive  secretary.  Radio  Direc- 
tors Guild,  Los  Angeles,  joins  Mike 
Stokey  Productions,  Los  Angeles, 
as  producer.  Mr.  Williamson  cur- 
rently doing  quarter-hour  detective 
series,  Mike  Battle,  for  possible 
syndication. 

*  !{: 

Galbreath  Productions,  Fort 
Wayne,  Ind.,  has  sold  first  of  new 
syndicated  commercial  series  to 
Griesedieck  Bros.  Brewing  Co.,  St. 
Louis,  for  telecasting  on  KSD-TV 
this  fall.  .  .  .  Jerry  Fairbanks 
Productions,  Hollywood,  plans  to 
open  San  Francisco  branch  this 
month.  Ted  Crofut,  formerly  film 
sales  manager,  Sarra  Inc.,  Chicago, 
will  be  manager  new  office.  .  .  . 
Kling  Studios,  Chicago,  releasing 
two  five-minute  syndicated  film 
strips.  File  Facts,  featuring  house- 
hold hints,  and  Paradox,  dramatic 
series. 

mm* 

Alexander  Film  Co.,  Colorado 
Springs,  has  published  42-page 
booklet  on  subject  of  creating  spot 
film  commercials  for  TV  and 
theatre  screen.  Booklet  titled 
"Scenarios,"   is   available   free  to 


WAAM  Seminar  Plans 

COMPREHENSIVE  television 
seminar,  aimed  at  college  students 
as  far  north  as  Pennsylvania  and 
as  far  south  as  the  Carolinas,  is 
being  set  up  by  WAAM  (TV)  Balti- 
more working  with  three  prom- 
inent Eastern  Seaboard  colleges, 
the  station  announced  last  week. 
Colleges  cooperating  with  WAAM 
are  Johns  Hopkins  U.  (Baltimore), 
American  U.  (Washington)  and 
Temple  U.  (Philadelphia).  A 
steering  committee,  made  up  of 
university  representatives,  will 
work  with  Joel  Chaseman,  WAAM 
public  relations  director,  to  plan 
initial  activities  which  will  lead  to 
the  seminar  in  February  or  March 
1951.  Entire  seminar  will  be  held 
in  the  WAAM  building  which 
houses  complete  TV  facilities. 
Among  topics  tentatively  con- 
sidered are  production,  personnel 
relations,  education  by  TV,  re- 
search and  several  general  dis- 
cussions. 


anyone  directing  request  to  Put  , 
Relations  Dept.  .  .  .  Century  Te 
vision    Productions,  (Hollywoc 
film   Wild  Bill  Elliott  TV  ser 
selected  for  national  preview  at  i 
nual  convention  of  National  Aud 
Visual  Educational  Dealers  Ass 
Aug.  1  at  Sherman  Hotel,  Chica; 
Film  honored  by  group  as  "b( 
exemplifies  type  of  program  whi' 
NAVED     would  recommend 
young  television  audiences  throug 
out  the  nation." 

*    *  * 

Snader  Telescriptions  Corp.,  H  ; 

lywood,  has  signed  six  top  musir  " 
artists  for  group  of  three-mini 
musical  telescriptions  now  in  pi 
duction.     Artists    include  Lioi 
Hampton,  Diana  Flynn  and  He 
Jeffries.  Firm  plans  to  produce  4 
films  for  coming  year.    Telescri>  i: 
tions  being  produced  through  sr 
cial  arrangement  with  AFM  he£' 
James  Petrillo,  providing  for  d 
position   of  5%   of   Snader  sal 
into  trust  fund  for  musicians.  . 
Robert  Chase,  formerly  with  pub' 
relations  division  of  Western  Eh  - 
trie  Co.,  New  York,  named  assista  : 
to  president  of  Murphy-Lillis  In 
New  York,  motion  picture  and  1' 
film  producer. 

Tele-Rex  Co.,  New  York,  h'  ~ 
completed  plans  for  series  of  Z,  . 
to  5-minute  music  shorts  to  be  pi  ' 
duced  and  distributed  nationally  i; 
.  .  .  United  Artists  Television,  Nc 
York,  to  handle  Telesports  Digei 
Harry  Wismer  sports  prograi  - 
through  national  syndication.  Pr  ^ 
gram  already  has  eight  sponsors'  t 


EGA  FINANCES 

TV  Expansion  in  Ita-  J 


A  PORTION  of  funds  allotted 
Italy  under  the  Marshall  Plan  pr 
gram  will  be  used  to  finance 
television  station  and  some  40  T 
receiver  sets,  according  to  Andre 
Berding,  ECA  deputy  director  « 
information. 

ECA  authorized  a  $340,000  loa 
to  the  Italian  radio  network,  RA 
for  construction  of  a  station  ar 
purchase  of  television  sets  in  ar 
around  Turin,  Italy,  looking  towai 
development  of  a  TV  industry  i 
that  country,  he  said. 

"In  due  course,"  Mr.  Berdin 
stated,  "it  is  expected  that  Ita^ 
will  follow  the  example  of  Britai 
and  France  in  engaging  in  telev 
sion  and  that  a  new  industry  wij 
open  up,  manufacturing  televisic 
sets  which  will  employ  a  number  < 
thousands  of  men."  The  station  a 
ready  has  begun  to  telecast  to  tl 
40  sets  located  in  different  poin 
around  Turin  and  at  different  di 
tances  in  tests  of  the  station 
efficiency,  he  added. 


nothing  but  smiles 
under  our  umbrella! 
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I  Telefile 

^(Continued  from  page  59) 

t,  two  directors  and  two  secre- 
ies,  Mr.  Tooke  often  doubled  as 
ij-r  manager,  cameraman,  cor- 
Btor  and  anything  else  needed 
the  time. 

'Domniercial  manager  is  Alex- 
ler  W.  Dannenbaum  Jr.,  a 
Jpran  Philadelphia  radio  execu- 
t  who  joined  WDAS  there  in 
.|4.  Mr.  Dannenbaum,  formerly 
■^[imercial  manager  at  WPEN 
Uadelphia,  has  been  directing  the 
i.tion's  sales  picture  since  1948. 

Technical  Staflf 
^phief  Engineer  Raymond  J. 
jpley  heads  a  technical  staff  of 
i  averaging  better  than  four 
^rs  of  television  experience  per 
rn.  Mr.  Bowley,  in  TV  since 
f4,  supervised  the  station's  half- 
Uion-dollar    modernization  pro- 

WPTZ  prides  itself  on  its  techni- 
proficiency.  But,  in  addition,  the 
I'tion  also  has  compiled  a  telling 
V   of   programming.   A  testi- 
:al  in  itself  is  GimheVs  Handy 
-iia  show,  a  department  store  fea- 
'^■'e  that  has  already  started  its 
rth    straight   year    under  the 
.e  sponsor.  That  it  is  increasing 
popularity  and  has  appeal  to  its 
ajiansor  is  unquestionable  in  light 
its  new  series,  an  addition  to 
f;  original  program,  which  is  seen 
80-4  p.m. 

r|-During  the  three  years  on  the 
for  Gimbel  Bros.  Department 
bre,  the  Handy  Man  has  put 
fether  some  astounding  success 
•ries.    One  broadcast  alone  sold 


li-' 


if 


MDIA  RESERVE 

Pentagon  Course  Launched 

i,f.S SERVE  officers  of  all  media 
nue  embarking  on  a  40-weeks  indoc- 
P:^.nation  and  orientation  course 
■r^jder  a  program  developed  by  the 
r.litary  public  relations  unit 
■^laded'by  Col.  Edward  M.  Kirby, 

-^v  chief  of  that  division. 
(jjiAbout  25  or  30  reservists  in  the 
Washington,  D.  C.  area,  including 
'dio  station  personnel  and  lawyers 
'^laling  with  radio,  will  take  lec- 
j'|,(res  during  that  period,  according 
TH  Col.  Kirby.  Chicago  and  New 
initiated  by  the 
also  are  underway,  he 


lavy  Dept. 
Ided. 

j  Col.  Kirby  was  recalled  to  active 
jjity  fortnight  ago  in  the  offices  of 
jiaj.  Gen.  Floyd  Parks,  information 
jdeftain  of  the  Military  Establish- 
ent  [Broadcasting,  July  10].  He 
eads   the   Washington   unit,  de- 
ijigned  to  create  a  pool  of  trained 
iji'edia   personnel   for  assignment 
s'-'hen  necessary. 


J-P-CA  Tube  Dept.  has  announced  new 
'Ilid  completely  revised  edition  of  tube 
sifiaracteristic  booklet  titled.  "RCA 
t^ieceiving  Tubes  for  AM,  FM  and  Tele- 
I'f'.sion  Broadcast."  Booklet,  form  No. 
tj^275-E,  covers  more  than  450  RCA 
Bceiving  tubes  and  kinescopes,  includ- 
ig  more  than  50  new  RCA  types. 


$8,000  worth  of  hams,  $3,000  worth 
of  men's  shirts.  Another,  $2,500 
worth  of  popcorn  poppers  which 
retailed  at  $8.35.  It  was  the  pop- 
corn popper  sale  that  touched  off 
a  "dream"  sales  story.  The  "Handy 
Man,"  unable  to  get  the  popper 
going  a  week  prior  to  the  sale, 
asked  his  audience  not  to  buy  until 
he  could  make  it  work.  The  very 
next  day,  75  customers  asked  for 
the  popper  that  the  "Handy  Man" 
couldn't  work. 

A  regular  daytimer,  Deadline  for 
Dinner,  Monday  and  Tuesday,  3- 
3:30  p.m.,  features  a  visiting  chef 
from  one  of  the  area's  country 
clubs,  hotels  or  restaurants.  A 
telecast  of  "Shrimp  Lamaze" 
brought  2,000  requests  for  the 
recipe  in  two  days.  The  request 
load  became  so  heavy  that  the  sta- 
tion's publicity  department  sent 
out  a  letter  to  every  name  on  its 
mailing  list,  giving  the  recipe. 

Current  WPTZ  sponsors'  '  list 
reads  like  a  "Who's  Who"  of  Phila- 
delphia commerce.  Names  like 
Supplee  (Sealtest),  Philadelphia 
Electric  Co.,  Sylvan  Seal  Dairy, 
Philadelphia  Gas  Works,  RCA  Vic- 
tor, Philco  Dealers,  Oppenheim 
Collins  (women's  specialty  shop)  in 
addition  to  Gimbel  appear  on  the 
list.  WPTZ  averages  about  65  hours 
of  program  operation  each  week 
with  slightly  over  65%  of  the  time 
sponsored.  A  total  of  135  adver- 
tisers (local  and  network)  pur- 
chased time  on  WPTZ  as  of  late 
spring.  Significantly,  the  station 
has  been  operating  in  the  profit 
column  this  year. 

WPTZ,  which  operates  on  Chan- 
nel 3  (60-66  mc)  with  8.1  kw  aural 
and  16.2  kw  visual  power,  has 
modern  studios,  new  equipment  and 
mobile  units. 

Remodels  Completely 

After  the  war,  WPTZ  scrapped 
at  least  six  complete  camera  chains, 
master  control  equipment,  its  trans- 
mitter and  towers,  and  practically 
every  other  bit  of  gear  it  had  used 
up  through  1948.  Today,  about  the 
only  part  left  of  the  original  WPTZ 
installation  is  the  physical  build- 
ing at  the  transmitter  site  at  Wynd- 
moor.  Pa.,  Philadelphia  suburb. 
Even  that  has  been  overhauled.  A 
consei-\'ative  cost  estimate  of  the 
1948  redevelopment  program  is 
placed  at  over  a  half  million  dollars. 

Today,  it  has  a  formidable  array 
of  the  latest  and  most  modern 
cameras,  facilities  for  both  16  and 
35mm  film,  latest  sound  and  switch- 
ing equipment,  full  slide  and  pro- 
jector facilities  and  an  effective 
lighting  arrangement. 

WPTZ  studios  are  located  in  the 
Philco-Westinghouse  Radio  and 
Television  Center,  1619  Walnut  St. 
in  downtown  Philadelphia.  Admin- 
istrative and  commercial  offices  are 
in  the  Architects  Bldg.,  17th  & 
Sansom  Sts.,  about  50  yards  from 
the  studios.  Station  has  two  studios 
where  such  NBC  network  programs 
as  The  Nature  of  Things  and 
Melody,  Harmony  and  Rhythm  have 
originated.  Another  studio  fre- 
quently used  is  the  Westinghouse 
Station  KYW  200-seat  auditorium 


ABC  TV  CENTER 

Plans  Extensive  Enlargement 

EXTENSIVE  enlargement  of 
ABC's  New  York  TV  Center  is 
planned,  Frank  Marx,  vice  presi- 
dent in  charge  of  engineering,  an- 
nounced last  week. 

Studio  TV  1,  described  as  the 
largest  in  the  East  by  Mr.  Marx, 
will  receive  installations  of  per- 
manent scenery,  rigging,  and  light- 
ing equipment  for  the  southern 
half  to  match  those  already  in- 
stalled in  the  northern  half  of  the 
studio. 

Construction  of  a  new  basement 
studio  (TV  8),  35  x  40  feet,  will 
bring  the  total  studio  floor  space 
to  20,000  square  feet. 

ABC  also  will  improve  lighting 
and  scenery  rigging,  as  well  as 
add  600  square  feet  of  stage  area, 
at  its  other  New  York  location, 
the  Ritz  Theatre.  For  remote 
pick-up  telecasts,  a  TV  field  truck 
with  cameras  and  equipment  will 
be  purchased. 

where  WPTZ  rents  space.  Studios 
include  control  room  equipment,  a 
master  control,  film  projection 
rooms,  property  rooms,  set  design 
shops,  an  art  department,  client 
rooms,  reception  center,  dressing 
rooms,  make-up  department  and 
other  numerous  necessities  for  pro- 
gram perfection. 

The  station  has  three  complete 
mobile  units,  one  of  them  the 
trailer-type.    The  latter  is  almost 


a  self-contained  TV  unit  with  no 
lost  space  for  automotive  equip- 
ment. These  units  are  necessary  in 
the  station's  operation  since  WPTZ 
makes  practically  all  pickups  for 
NBC  in  the  Philadelphia  area  in- 
cluding features  and  sports  events. 

The  units  are  employed  also  to 
bring  church  programs  to  viewers. 
The  station  makes  it  a  practice  to 
place  cameras  in  various  churches 
to  make  these  remotes  an  integral 
part  of  its  service  to  the  public. 

Station's  rates  are  based  on  $700 
per  hour  for  Class  A  time  periods, 
$560  per  hour  for  Class  B  time 
and  $420  an  hour  for  Class  C  time. 
Announcements  are  based  on  the 
rate  of  $100  for  Class  A;  $80  for 
class  B  and  $60  for  Class  C.  A 
new  feature  on  the  card  is  the 
special  across-the-board  program 
rate  of  five  programs  for  the  rate 
of  80%  of  the  card  rate. 

With  18  years  of  telecasting  ex- 
perience, WPTZ  is  well  aware  that 
the  lean,  hard  years  of  struggle 
have  been  left  behind.  As  its  black 
side  of  the  ledger  shows,  adver- 
tisers now  regard  television  as  an 
important  selling  medium  and  a 
vital  part  of  an  effective  campaign. 

That,  Mr.  Loveman  says,  means 
".  .  .  television  in  the  home  is  be- 
coming as  commonplace  as  radio  in 
the  home.  And  from  nothing,  the 
television  industry  has  grown  to  a 
$2  billion  baby."^ 

It  is  Mr.  Loveman's,  and  other 
WPTZ  executives'  belief,  that  the 
Philco  station  will  continue  to  help 
point  out  the  road. 
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Wonderfnl 
peacetime  "gnn" 
shoots  ektrons 

How  a  pencil-thin  electron  stream 
"paints"  television  pictures  on  TV  screens 

No.  7  in  a  series  outlining  high 
points  in  television  history 

Photos  from  the  historical  collection  oj  RCA 


•  Though  television  now  is  famihar  to  milHons,  few  know  what 
actually  makes  pictures  on  the  screens  of  home  receivers.  And 
there's  little  wonder  why!  This  subject,  to  most  laymen,  is  a 
highly  complex  concept. 

Naturally,  many  factors  are  involved,  but  in  home  receivers 
the  kinescope  tube— developed  by  Dr.  V.  K.  Zworykin  of  RCA 
Laboratories  — is  undoubtedly  most  important.  The  face  of  this 
tube  is  the  receiver's  "screen."  On  it,  an  amazing  electron  gun 
paints  pictures  in  motion. 

Inserted  inside  the  kinescope— in  a  vacuum  10  times  more 
perfect  than  that  in  any  standard  radio  tube— this  electron  gun 
is  machined  and  assembled  with  watchmaker  precision  ...  to 
1/lOOOth  of  an  incb.  Such  care  is  necessary  to  assure  that  the 
electron  stream,  emitted  by  an  electrically  heated  surface,  is 
under  perfect  control— compressed  into  a  tiny  beam,  in  perfect 


Electron  gun  which  generates  the  pencil-like  electron  beam  or  "brush  ; 
and  paints  the  television  picture  in  black-and-white  on  the  kinescop 
luminescent  face.  '  - 


After  this  white-hot  block  of  luminescent  material  is  taken  from  tl 
furnace,  it  will  be  spread  on  the  face  of  a  kinescope  to  form  the  screen  fi  | 
television  pictures. 


synchronization  with  the  electron  beam  of  a  television  camei 
in  a  distant  station. 

In  obedience  to  a  signal  originating  in  the  camera  controls 
then  telecast  and  received  in  your  home— this  electron  beai 
moves  across  the  luminescent  screen  of  the  kinescope  .  .  .  t 
paint  areas  of  light  and  shade.  In  turn,  your  eye  "combines 
these  areas,  and  sees  a  picture! 

One  of  the  miracles  of  all  this  is  that,  although  the  electro 
beam  moves  across  the  face  of  the  kinescope  525  times  in 
thirtieth  of  a  second— not  a  single  mechanical  moving  part  ^ 
involved!  Thus  there  is  no  chance,  in  a  kinescope,  of  an 
mechanical  failm^e.  i 

Radio  Corporation  of  Americt 

WORLD  LEADER  IN  RADIO-FIRST  IN  TELEYISIO 


fCC  actions 
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JULY  14  to  JULY  20 

, construction  permit  ant.-antenna 

hdirectional  antenna  D-day 

-effective  radiated  power  N-night 

^j-studio-transmitter  link  aur.-aural 

|ch.  amp.-synchronous  amplifier  vis.-visual 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 


STA-special  temporary  authorization        CG-conditional  grant 

trants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
ear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
ion  and  transfer  applications. 


y  14  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
HEARING  ORDERED 
FTM  Fort  Morgan,  Col. — Upon  re- 
st of  licensee  ordered  hearing  on 
□cation  of  license  of  station  KFTM 
beld  in  Ft.  Morgan  on  Sept.  20,  be- 
?  Comr.  George  E.  Sterling. 

Hearing  Designated 
"XLT  Ely,  Minn.— Designated  for 
Ting  on  all  matters  pertinent  to 
amission's  order  of  revocation  of  li- 
Be  of  WXLT  dated  May  23,  and 
additional  issue,  to  determine 
sther  application  filed  May  31  by 
Bcstg.  Co.,  is  sufficient  under  pro- 
ens  of  Sec.  312(a)  of  Act.  to  suspend 
er  of  revocation  dated  May  23.  Fur- 
t  ordered  that  hearing  be  held  at 
u  Minn.,  commencing  Sept.  27  before 
jnr.  George  E.  Sterling  presiding. 

iy  14  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 
?OND  Pleasantville,  N.  J. — License 
CP  new  AM  station. 

Extension  of  Authority 
BC  New  York  City— Extension  of 
hority  to  transmit  programs  to  sta- 
as  CBL  and  CBM  and  other  stations 
ler  control  of  Canadian  Bcstg.  Corp. 
period  beginning  Sept.  15. 
BC  New  York  City — Extension  of 
hority  to  transmit  recorded  pro- 
ms of  all  broadcast  stations  under 
trol  of  Canadian  authorities  that 
y  be  heard  consistently  in  the  U.  S. 
period  beginning  Sept.  15. 

SSA— 830  kc 
/NYC  New  York — Request  for  exten- 
1  of  SSA  to  operate  additional  time 
« een  6  a.m.  EST  and  sunrise  New 
k  and  the  hours  of  sunset  Minne- 
iis.  Minn,  and  10  p.m.  EST  using 
for  period  beginning  3  a.m.  EST 
2. 

Modification  of  CP 
DEL-FM    Wilmington,  Del.— Mod. 
new  FM  station  for  extension  of 
iQletion  date. 

License  for  CP 
»  %^T  South  Bristol,  N.  Y.— License 
}-  CP  for  changes  in  existing  station. 
fTRT  Toledo,  Ohio — License  to  cover 
new  FM  station. 

License  Renewal 
FPTL  Providence,  R.  I. — Request  for 
jtnse  renewal  noncommercial  educa- 
'aal  FM  station. 

TV— 60-66mc 
(PTMJ-TV  MUwaukee,  Wis.— CP  com- 
Tcial  TV  station  to  change  ERF  from 
kw  vis.,  10  kw  aur.  to  90  kw  vis.,  45 
'  aur. 

Ily  17  Decisions  .  .  . 

ACTIONS  ON  MOTIONS 
By  Commissioner  Jones 
IfABW  Lawrence,  Mass. — On  Com- 
5sion's    own    motion    ordered  that 
iring  re  application  of  WABW  be 
iitinued  from  July  19  to  Aug.  21  at 


Washington,  D.  C. 

KXLR  North  Little  Rock  and  KWAK 
Stuttgart,  Ark. — Granted  petition  of 
KXLR  and  KWAK  for  continuance  of 
hearing  in  proceeding  re  applications 
from  July  24  to  Sept.  25  at  Little  Rock, 
Ark. 

Chesapeake  Bcstg.  Co.  Inc.,  Bradbury 
Heights,  Md. — Granted  continuance  of 
hearing  in  proceeding  upon  application; 
hearing  continued  indefinitely  pending 
action  on  petition  for  reconsideration 
and  grant  without  hearing  filed  on 
June  26. 

George  R.  Winston,  Cisco,  Tex. — Peti- 
tion requesting  dismissal  without  preju- 
dice of  application  denied  without 
prejudice  to  petitioner's  filing,  within 
45  days  from  date  hereof,  petition  for 
dismissal  of  application  with  prejudice. 

Arnold  C.  Werner  and  Mendocino 
Bcstg.  Co.,  Ukiah,  Calif  .—Granted  peti- 
tion Werner  for  dismissal  without 
prejudice  of  application  and  on  Com- 
mission's own  motion  application  of 
Mendocino  Bcstg.  removed  from  hear- 
ing docket. 

KMA  Shenandoah,  la. — Granted  peti- 
tion of  KMA  requesting  continuance  of 
hearing  re  application  of  KNEB  Scotts- 
bluff.  Neb.  from  July  19,  to  Aug.  29  at 
Washington,  D.  C. 

William  O.  Boswell  Jr.  and  19  other 
stockholders  (transferors)  and  Secur- 
ity Trust  Co.  of  Rochester  (transferee) 
— Granted  dismissal  without  prejudice 
of  application  for  transfer  of  control 
of  Veterans  Bcstg.  Co.  Inc.  'WVET 
Rochester. 

By  Examiner  Jack  P.  Blume 
Brazoria  County  Bcstg.  Co.,  Freeport, 
Tex. — Granted  continuance  of  hearing 
in  proceeding  re  application  from  July 
17  to  Oct.  2  at  Washington,  D.  C. 

FCC  General  Counsel — Granted  ex- 
tension of  time  from  July  14,  to  Aug.  18 
for  filing  proposed  findings  in  proceed- 
ing re  applications  of  WKNX  Saginaw, 
Mich,  and  that  of  WKMH  Inc.,  Jackson, 
Mich. 

WKNX  Saginaw,  Mich.  —  Granted 
leave  to  amend  application  in  order  to 
substitute  Lake  Huron  Bcstg.  Corp., 
Mich.  corp.  as  applicant;  to  reopen 
record  in  proceeding  re  application  and 
that  of  WKMH  Inc..  Jackson,  Mich,  for 
the  sole  and  limited  purpose  of  re- 
ceiving in  evidence  change  in  legal 
status  of  applicant  from  partnership  to 

(Continued  on  page  72) 
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Only  $2.98  helps  put  new  ''seir 
in  television  advertising 


Sponsor  of  television  show  had  to  refilm  his  commercials  to  meet  a 
new  selling  problem.  New  films  picked  up  at  the  studio  4  p.m.,  delivered 
to  TV  station  800  miles  away  8:47  p.m.  same  evening.  Air  Express  cost 
for  11-lb.  carton,  $2.98.  (In  undramatic  fashion  Air  Express  keeps  radio, 
television  or  any  business  rolling.) 


Remember  that  $2.98  bought  a 
complete  service  in  Air  Express. 
Rates  include  door-to-door  service 
and  receipt  for  shipment — plus  the 
speed  of  the  ivorld's  fastest  ship- 
ping service. 


Every  Scheduled  Airline  carries 
Air  Express.  Frequent  service — 
air  speeds  up  to  5  miles  a  minute! 
Direct  by  air  to  1300  cities ;  fastest 
air-rail  to  18,000  off-airline  offices. 
Use  it  regularlv! 


Air  Express  gives  you  all  these  advantages 

Nationwide  pick-up  and  delivery  at  no  extra  cost  in  principal 
town,  cities. 

One-carrier  responsibility  all  the  way ;  valuation  coverage  up  to 
$50  without  extra  charge.  And  shipments  always  keep  moving. 
Most  experience.  More  than  25  million  shipments  handled  by 
Air  Express. 

Direct  by  air  to  1300  cities ;  air-rail  to  18,000  off-airline  offices. 
These  advantages  make  Air  Express  your  best  air  shipping  buy. 
Specify  and  use  it  regularly.  For  fastest  shipping  action,  phone 
Air  Express  Division.  Railway  Express  Agency.  (Many  low 
commodity  rates  in  effect.  Investigate.) 


m  EXPRESS,  A  SERVICE  OF  RAILWAY  EXPRESS  AGENCY  AND  THE 

SCHEDULED  AIRLINES  OF  THE  U.S. 


FCC  Actions 

(Continued  from  page  71) 
Decisions  Cont. : 

corporation  and  to  incorporate  into 
record,  by  reference,  amendment  ac- 
cepted herein,  together  with  applica- 
tion for  assignment  of  license  of 
WKNX,  which  was  granted  by  Com- 
mission on  June  21  and  record  was 
closed. 

By  Examiner  H.  B.  Hutchison 

FCC  General  Counsel — Granted  peti- 
tion requesting  extension  of  time  until 
Sept.  7  in  which  to  file  proposed  find- 
ings of  fact  and  conclusions  in  pro- 
ceeding re  applications  of  Afro-Ameri- 
can Bcstg.  System  Inc.,  Hopkins  Park, 
111.  and  WDZ  Decatur,  111. 

Saratoga  Bcstg.  Co.,  Saratoga  Springs, 
N.  Y. — Denied  petition  requesting  a 
"rehearing"  in  proceeding  re  applica- 
tion and  that  of  Spa  Bcstrs.  Inc.,  Sara- 
toga Springs,  N.  Y. 

By  Examiner  Leo  Resnick 

Reub  Williams  and  Sons  Inc.,  War- 
saw, Ind. — Granted  leave  to  amend  ap- 
plication so  as  to  change  frequency  re- 
quested from  1050  kc  250  w  D  DA,  to 
1480  kc  500  w  unl.  DA-2;  application 
removed  from  hearing  docket. 

WRIB  Providence,  R.  I.— Ordered  that 
further  hearing  in  this  proceeding  shall 
commence  on  July  13  in  Washington, 
D.  C. 

By  Examiner  Basil  P.  Cooper 

KGB  San  Diego,  Calif  .—Granted  con- 
tinuance of  hearing  in  proceeding  re 
application  now  scheduled  for  July  18; 
hearing  continued  to  date  to  be  an- 
nounced by  Commission  after  deter- 
mining action  to  be  taken  on  petition 
to  reconsider  and  grant  without  hear- 
ing. 

July  17  Applicafions  .  .  . 

ACCEPTED  FOR  FILING 
Special  Authority 
Lansing  Bcstg.  Co.,  Lansing,  Mich. — 

Request  for  authority  to  transmit  pro- 
grams to  CKLW  Windsor,  Ont. 

Modification  of  CP 

WLBJ  Bowling  Green,  Ky.— Mod.  CP 
to  change  frequency,  power  etc.  for  ex- 
tension of  completion  date. 

WPRA  Mayaguez,  P.  R.— Mod.  CP  In- 
crease power  install  DA  etc.  for  exten- 
sion of  completion  date. 

KCBS-FM  San  Francisco— Mod.  CP 
new  FM  station  for  extension  of  com- 
pletion date. 

License  for  CP 

License  to  cover  CP  new  FM  station: 
WAVU-FM  Albertville,  Ala;  WERE- 
FM  Cleveland. 

WNAE-FM  Warren  Pa. — License  for 
CP  to  make  changes  in  FM  station. 


klu\y  \%  Decisions 


BY  THE  SECRETARY 

KOCS,  KEDO  (FM)  Ontario,  Calif.— 

Granted  voluntary  assignment  of  li- 
cense from  partnership  composed  of 
three  partners  to  new  partnership  com 
posed  of  four  partners — Mrs.  Jerome 
Aopleby  Harnish.  Carlton  R.  Appleby, 
Walter  Axley  and  Ernest  Atkinson, 
partnership,  d/b  as  The  Daily  Report 
Co. 

KITO  San  Bernardino,  Calif.— Gra,nt- 
ed  voluntary  assignment  of  license  to 
Carl  E.  Raymond,  Carl  D.  Haymond, 
James  A.  Murphy,  Paul  F.  Benton, 
Harold  P.  Thompson,  John  J.  Dempsey, 
Gladys  Dempsey  and  Herbert  M.  Bing- 
ham. 

WSUI  Iowa  City,  la.— Granted  au- 
thority to  reduce  operating  hours  from 
unl.  to  minimum  of  6  hours  daily  from 
Aug.  10,  to  Sept.  20,  inclusive,  in  order 
to  observe  fall  vacation  period. 

Leonard  A.  Versluis,  Porter,  Ind. — 


Granted  license  new  experiment; 
relay  KSB-59. 

Near  Cedar  Bluff,  Mich. — Same 
29. 

Near  Stevensville,  Mieh. — Same 
30. 

Near  Stevensville,  Mich. — Gr  ' 
mod.  CP  KQB-32  for  extensioi 
completion  date  to  1-15-51. 

Near  Cedar  Bluff,  Mich. — Same  ]-  ■ 
31  to  1-15-51.  ■! 

Griflith-Buenning  Bcstg.  Co.,  A 
son,    Kan. — Granted    license  for 
remote  pickup  KA-7025. 

WBAY  Green  Bay,  Wis.— Grants 
cense  install  aux.  trans. 

WACR  Columbus,  Miss. — Grantt  i 
cense  for  new  AM  station  and  sp 
studio  location;  1050  kc  250  w  D. 

KLIZ   Brainerd,   Minn. — Granter 
cense  install  new  trans. 

WCRI  Scottsboro,  Ala.— Grante' 
cense  new  AM  station;  1050  kc  250 

WKWF  Key  West,  Fla.— Grante 
cense  install  new  vertical  ant. 

National  Bcstg.  Co.  Inc.,  New  Yc- 
Granted     mod.     license  KA-4693 
change  frequencies  to  26.11,  26.25,  I'' 
26.45,  26.15  mc;  NBC  condition. 

Center  Bcstg.  Co.  Inc.,  Area  Ce  ■ 
Tex. — Granted  CP  and  license  for  i 
remote  pickup  KA-7234.  ' 

Peoria  Bcstg.  Co.,  Peoria,  111. — Gi 
ed  CP  to  change  frequencies  KA . 
to  153.05  mc;  power  from  10  to  30  w 
equipment  change. 

Jose  Ramon  Quinones,  San  Juan, 
— Granted  CP  for  new  remote  pii' 
KA-7227. 

WGH   Newport  News,  Va. — Gra 
CP   to   mount   FM   ant.   on   AM  +- 
tower  (cond.). 

WTTS  Bloomington,  Ind.— Gra  L 
mod.  CP  to  change  type  trans,  coi-  V 

WLAV-TV  Grand  Rapids,  Mi( 
Granted  mod.  CP  for  extension  of  c 
pletion  date  to  1-15-51. 

WERC  Erie,  Pa.— Granted  mod. 
for  extension  of  completion  dati 
9-2-50,  cond. 

WABB-AM-FM  Mobile,  Ala.— Gi 
ed  mod.  license  to  change  studio  1. 
tions. 

The  Hampden-Hampshire  Corp., 
Holyoke,  Mass. — Granted  mod.  lie 
KA-5499  to  change  frequencies  to  2 
26.33  mc.  To  be  used  with  WHYN- 
FM. 

Taylor  Radio  &  Television  C< 
Wichita,  Kan.— Station  KA-3751  tc 
deleted  as  of  7-1-50  as  applicant 
not  desire  to  file  mod.  to  change 
quencies  in  accordance  with  new  ri 

WFIU  Bloomington,  Ind.— Gra 
mod.  CP  for  extension  of  comple 
date  to  10-15-50. 

WHMA-FM  Anniston,  Ala.— Gra 
mod.  CP  for  extension  of  comple 
date  to  12-23-50. 

KOTV  Tulsa,  Okla.— Granted  lie. 
for  CP  and  indicate  change  trans.  1 
tion  for  new  commercial  TV  static 

Following  stations  are  to  be  del 
as  of  7-1-50  as  applicants  do  not  dt 
to  file  for  mod.  to  change  frequencic 
accordance  with  new  rules:  KA- 
3090.  The  Tierney  Co.,  Charleston, 
Va.;  KA-3064  Pennsylvania  Bcstg. 
Philadelphia.  Pa.;  KA-3074  Surety 
Insurance  Co.,  Columbia,  S.  C; 
3036  City  of  St.  Petersburg,  Fla., 
Petersburg.  Fla.;  KA-3068  The  Pult 
Pub.  Co.,  St.  Louis,  Mo.;  KA-  ' 
Atlantic  Coast  Bcstg  Co.,  Charles 
S.  C;  KA-3745.  3747,  3748,  Fror 
Bcstg.  Co..  Cheyenne,  Wvo.:  KA-? 
5587, United  Bcstg.  Co.,  Cleveland,  O 
KA-3853,  The  Fort  Industry  Co..  L: 
Ohio;  KA-5554  Radio  Station  KFH- 
Wichita.  Kan.;  KA-4649  to  4652. 
4655,  KEA-705,  American  Bcstg. 
Inc..  New  York;  KA-4658  to  4661.  K 
715.  KA-4656,  American  Bcstg.  Co.  ] 
Chicago;  KA-3018,  3019,  3020.  ' 
KOA-302,  American  Bcstg.  Co.  1 
Washington.  D.  C;  KA-4639,  4640,  - 
4638,  American  Bcstg.  Co.  Inc., 
Francisco,  Calif.;  KA-3012,  3010, 
3013.  American  Bcstg.  Co.  Inc., 
Angeles. 

WABM  Houlton,  Me.— Granted 
cense  new  AM  station;  1340  kc  25 
unl. 

KTBS  Shreveport,  La. — Granted 
quest  for  voluntary  relinquishmen 

(Continued  on  page  79) 
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CONSULTING  RADIO  ENGINEERS 


JANSKY  &  BAILEY 

cutive  Offices 

National  Press  Building 
ices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
ington,  D.  C.  ADams  2414 

Member  AFCCE* 


'St  Hish 


j»mmercial  Radio  Equip.  Co. 

Ct^lfverett  L.  Dillard,  Gen.  Mgr. 
ITERNATIONAL  BLDG.         Dl.  1319 


WASHINGTON,  D.  C. 
^RTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


jlAYMOND  M.  WILMOTTE 


9  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


i^USSELL    P.  MAY 

il 

122  F  St.,  N.  W.  Kellogg  BIdg. 
ijashington,  D.  C.        REpublie  3984 

Member  AFCCE* 


lit  ii 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


4' 


^JOHN  CREUTZ 

W,619  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


all 


SILLIMAN  &  BARCLAY 


jpoil  New  Hampshire  Ave.  RE.  6646 
'  Washington,  D.  C. 

2915  Red  River  2-5055 
Austin,  Texas 


IN'' 


jADLER  ENGINEERING  CO. 

^lEVISION  AND  BROADCAST  FACILITIES 
i       DESIGN  AND  CONSTRUCTION 

>I8  Grand  St.,  New  Rochelle,  N.  Y. 
J.  New  Rochelle  6-1620 


ti  1' 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santo  Cruz,  Cal. 

Member  AFCCE* 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Dixie  B.  McKey  &  Assoc. 

1820  JefFerson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublie  7236 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE*. 


Philip  Merryman  &  Associates 

*  114  State  Street 

*  Bridgeport  3,  Conn. 

*  Bridgeport  5-4144 

RADIO  CONSULTANTS 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


A  A3-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montcloir,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING   DISTRICT  8215 
WASHINGTON  4.  D.  C. 

Member  AFCCE* 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  RufFner 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 
HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublie  3883 
WASHINGTON,  D.  C. 


X  3iiter 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &    FIELD  ENGINEERING 

1    Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 
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FOOD  PRODUCTSl 


LANG-WORTH 

FEATURE  PROGRAMS,  Inc. 
113  W.  57th  ST..  NEW  YORK  19.  N.  Y. 

ydttvrk  t'olibrc  Programs  at  Cfcal  Slatm  Ccst 


Caroline  Ellis,  talented  15-year 
veteran  radio  personality,  directs 
the  KMBC-KFRM "Happy  Home" 
women's  commentary  program. 
Gifted  with  a  ^ 
wonderful 
voice  and  a 
rich  b  a  c  k  - 
ground,  Caro- 
line Ellis  is  one 
of  the  best 
known  woman 
broadcasters. 
Repeatedly, 
her  program 
has  the  highest  rating  of  any  wo- 
man's program  in  the  Kansas  City 
Primary  Trade  area. 

Caroline  is  sponsored  by  the 
Celanese  Corporation  of  America, 
and  has  just  completed  a  success- 
ful campaign  in  behalf  of  a  re- 
gional advertiser,  with  seasonal 
business. 

Contact  us,  or  any  Free  &  Peters 
"Colonel"on  her  two  availabilities! 


Caroline  Ellis 


of  Kansas  City 

KFRM 

for  Rural  Kansas 


Programs  promotion  premiums  % 


PRIZE  D.  J.  •    •  • 

WSCR  Scranton,  Pa.,  Disc  Jockey 
Mike  Woloson  was  offered  to  any- 
one identifying  obscure  record  on 
Wake  Up  show  by  M.  C.  Alan 
Cummings.  To  surprise  of  all, 
George  Lohmann  phoned  in  identi- 
fication and  insisted  on  delivery. 
Mr.  Woloson  was  sent  to  Lohmann 
home  in  cage  marked  "Don't  feed" 
and  "Danger."  "Delivery  men" 
were  attired  as  hunters,  complete 
with  guns  and  helmets  labeled 
"WCSR." 

PICTURE   STORY        •    •  • 

KTTV  (TV)  Los  Angeles  picto- 
rially  records  station's  year  opera- 
tion in  letter-size  34-page  folder. 
Passed  in  review  are  scenes  of  TV 
shows,  shots  of  top  station  execu- 
tives, cameras  in  action,  public 
service,  news,  sports  and  special 
events  coverage.  Production  and 
transmission  phases  of  TV  also 
pictured. 

DEMPSEY  SHOW         •    •  • 

WSSV  Petersburg,  Va.,  half-hour 
interview  with  Jack  Dempsey, 
for  m  e  r  heavj^veight  champion, 
sponsored  by  Ross  Jewelers.  In- 
cluded ceremony  honoring  "Miss 
Virginia,"  Gloria  Fenderson  of  that 
city.  M.c.  was  Jack  Laflin,  sports- 
caster. 

BABY  BIBS  •    •  • 

WHIG-TV  Dayton  sending  plastic 
bibs  to  all  new  mothers  of  Dayton. 
Bib  has  pocket  in  end,  and  is 
imprinted  with  three  little  pigs. 
Pocket  carries  copy:  "Best  Wishes 
from  WHIO-TV,  Channel  13." 


SPONSORS-CAST 


•   •  • 


WHIT  New  Bern,  N.  C.  Five  co- 
sponsors  of  Coastal  Plain  League 
baseball  game  took  over  play-by- 
play announcing  and  read  their  own 
commercials  recently.  Each  spon- 
sor did  at  least  one  complete  in- 
ning, with  the  five  rotating.  Re- 
cordings of  their  efforts  were  given 
them  by  station.  Listener  reaction 
was  varied,  station  repoi'ts. 


WKY  BROCHURE 


•    •  • 


WKY  Oklahoma  City  sending  to 
trade,  brown,  yellow  and  green 
brochures.  Cover  says:  "Enough 
to  put  music  in  the  heart  of  a  time 
buyer!"  Enclosed  are  letters  from 
sponsors  praising  station's  effec- 
tiveness. 


STATE  QUIZ 


•    •  • 


PACIFIC  Northwest  Broadcasters 
1 ,000-MUe  Quiz  gives  answers  to 
questions  about  Idaho,  Montana, 
Oregon  and  Washington.  Teams 
from  each  of  eight  cities  served  by 
stations  compete  for  weekly  prizes 
of  $25  and  $15  on  show.  Questions 


concern  historical  and  current 
data  about  four  Pacific  Northwest 
states.  Program  carried  bv  KXL 
Portland,  KXLY  Spokane,  'kXLE 
Ellensburg,  KXLF  Butte,  KXLL 
Missoula,  KXLJ  Helena,  KXLK 
Great  Falls,  KJLQ  Bozeman. 

★  ★★★★★★★★★ 

'LUCKY  DIAL' 

WKTY  La  Crosse,  Wis., 
Lucky  Dial  Money  Pile.  Be- 
ginning day  La  Crosse  tele- 
phone subscribers  got  dial 
phones,  announcers  broadcast 
50-word  "Lucky  Dial"  spot 
announcements  before,  after, 
and  during  many  of  station's 
programs.  Following  each 
spot,  new  dial  telephone  num- 
ber is  read  by  announcer.  If 
phone  subscriber  hears  his 
number  and  calls  WKTY 
within  five  minutes,  he  earns 
all  money  in  "Lucky  Dial 
Money  Pile."  Since  dollar  is 
added  vnth  each  announce- 
ment, "pile"  often  reaches 
large  proportions.  Each  dol- 
lar is  furnished  by  sponsor  of 
spot. 


BEAUTY  PARADE 


•    •  • 


WWDC  Washington's  "Miss  Wash- 
ington" beauty  contest  began 
eliminations  July  17  at  station's 
studios.  Field  of  73  aspiring 
beauties  to  be  narrowed  down  to 
27  for  semifinals  and  naming  of 
"Miss  Washington"  on  Aug.  14. 
Washington  Junior  Chamber  of 
Commerce  co-sponsors  event. 


CAKE-BAKE 


•    •  • 


WSRS  Cleveland's  Jim  Doney,  disc 
jockey,  "baked  a  cake"  to  help  cele- 
brate his  24th  birthday.  Cake  plus 
ice  cream  and  cold  drinks  were 
served  to  friends  and  fans  in  front 
of  downtown  theatre.  Pieces  of 
cake  were  sent  to  radio  editors  via 


models.  One  editor  in  New 
received  piece  by  air  express. 

ASPEN  SHOWS  #  t 

WESTERN  Slope  Broadcastin; 
stations,  KFXJ  Grand  Jum 
and  KGLN  Glenwood  Springs, 
air  regular  programs  from  A 
Institute  at  Aspen,  Col.  Broan 
on  Independence  Day  was  Y. 
lighted  by  reading  of  Declare 
of  Independence  by  Clifton  F 
man  to  Institute.  Other  natior 
and  locally  prominent  people 
part  in  Institute  and  progi 
aired  by  stations. 

FREE  SERVICE  #  # 

WJZ-TV  New  York  aided  city's 
sefvation  of  "Television  Week 
having  25  TV  service  men,  on  f 
call,  first-serve  basis,  visit  he 
throughout  area  to  fix  sets 
owners  requested  free  service  f 
station.  Capital  Television,  i 
pendent  TV  service  organizal 
co-operated  with  station. 

FLOOD  COVERED       #  # 

WDNE    Elkins,   W.    Va.,  du 
floods   in   area   last  month, 
sented  listeners  story  of  death 
destruction.     News  Editor 
Wilson  took  tape  machine  via  p; 
and  brought  back  on-scene  re 
of  four  towns  hit  by  flash  flo 
MBS  used  part  of  tape  in  nat 
wide   broadcast.     On-scene  in 
views  with  flood  victims  also  ai 

TV  EDUCATION  •  • 

WBAL-TV  Baltimore,  through 
David  E.  Weglein,  station's  pu 
service  counsellor,  and  Lynn  Pc 
public  relations  director  Jo 
Hopkins  U.,  telecast  three  ; 
grams  to  students  attending  s 
mer  school  at  Johns  Hopkins.  P 
ect  is  extension  of  pioneering  w 
by  WBAL-TV  in  field  of  educat 
Shows  concerned  chemistry,  vi 
education  and  government 
were  part  of  regular  programm 

CAMP  SERIES  •  ( 

WBT  Charlotte,  N.  C,  Fri.,  8:.' 
p.m.,  airing  eight-week  con 
series,  Your  Summer  Festival 
Music,  from  Transylvania  M 
Camp,  Brevard,  N.  C.  Orche; 
and  choir  of  camp  are  heard 
addition  to  special  guests  and 
standing  figures  in  music  wo 
Show  produced  by  Bob  Riersoi 


04  705 


Shows  with  a  Hollywood  tteritage  ★  Member  N-A-B- 
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Strictly  Business 

Co7itinued  from  page  12) 

l^ht  unnerved  him,  and  he  re- 
fed  home  to  St.  Louis.  After 
^ant  with  Pillsbury  Mills  and 
Shell   Oil   Co.   in   sales  and 
.    relations,    he    decided  to 
1^    lessons    learned    in  night 
4  classes  at  Washington  U., 
[joined  sales  at  KWK  in  1943. 
^"year  later  The  Branham  Co. 
i  him  to  go  to  Chicago,  where 
as  been  ever  since.  Dudley 
returns  to  St.  Louis,  especial- 
iiring  this  season  when  he  is 
1  by  the  cool,  summer  home 
lljiis  parents   outside  the  city. 
Chicago,  he  lives  in   a  near 
ih    side    bachelor  apartment, 
xting   favorite    classical  and 
operatic  records.    He  plays 
("shooting  in  the  two-digits") 
station  men,  and  continues 
^ijeep  up  his  interest  in  music 
'  -f tinging  in  a  church  choir,  at 
^"rth    Presbyterian    Church  on 
!  kigan  Blvd. 


II  ruling 


.^jlB  Decides  Announcer  Case 

i'lERROGATION  of  WATL  At- 
ijIj^'s  announcers  "as  to  whether 
T^fe'  were  a  member  of  (AFRA) 
ct"  alone  constituted  a  viola- 
.  of  the  labor  law  by  the  station 
£5,use  it  tended  "to  interfere  with 
til  free  exercise  of  employes' 
.jjts,"  the  National  Labor  Rela- 
'  s  Board  has  declared. 
::  16  ruling  was  handed  down  July 
:.  y  the  board  in  the  case  involv- 
P.if'  a  dispute  between  WATL 
Jfped  by  J.  W.  Woodruff  Sr.  and 
!  i  ksed  to  Atlanta  Broadcasting 

ife;  and  two  unions,  American 
deration  of  Radio  Artists 
■ra'RA)  and  International  Broth- 
iX'od  of  Electrical  Workers 
rjiEW). 

'  its  decision,  NLRB  thus 
uhTuled  previous  intermediate 
ngs  of  its  trial  examiner, 
I  'lilton  Gardner,  issued  last  De- 
>:J:oer,  that  such  interrogation, 
:,:ijnding  alone,"  might  not  be  "suf- 
;  itit"  to  constitute  a  violation  of 


!la-  regu 
fij  5,  12, 


1949.] 


114  Local  Accounts 
26  Regional  and  National  Accts. 
2781  Pieces  of  Mail  for  May  '50 
*s  —  Ac  cent  on  LOCAL 
Isic  —  Sports  —  Special  Events 


WTTN 


WATERTOWN. 
WISCONSIN 


NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(Total  U.  S.  AREA,  INCLUDING  SMALL-TOWN,  FARM  AND  URBAN  HOMES  ond  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

EXTRA-WEEK  JUNE  11-17,  1950 

Current  Current 

Rating  Rating 

Current    Previous                                                                      Homes  Current    Previous  Homes 

Rank        Rank                    Program                                           %  Rank        Rank                    Program  % 

EVENING,  ONCE-A-WEEK  (Average  For  All  Programs)  ,  jO  Dr.  Christian  (CBS)    9.6 

1  1  lux  Radio  Theatre  (CBS)    15.1  10  6  Bob  Hawk   (CBS)    9.5 

2  2               My   Friend   Irma   (CBS)                                   13.2  Convriohl  19S0  bv  A    C    NIELSEN  CO 

3  3              Walter  Winchell  (ABC)                                 12.0  topyrigni           by  A.  t.  NlkL:>tN  tu. 

4  9              You  Bet  Your  Life  (CBS)                             11  0  NOTE:   Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 

5  37  Life  With  Luigi  (CBS)  10  9  RATING"    (%)    to  40,700,000 — the    1950    estimate   of   Total  United 

6  26  Mr.  Chameleon  (CBS)  .                  .  lois  States  Radio  Homes. 

7  5  Arthur  Godfrey's  Talent  Scouts  (CBS)   . .  10.4  (*}  Homes  reached  during  all  or  any  part  of  the  program,  except 

8  7              Mr.  District  Anorney  (NBC)    9.8  for  homes  listening  only  1  to  5  minutes. 

CRIME   PROBE  hearing   room.     Gene   Rider,   sta-  mUMCnN  PRAI^F 

.  tion's  chief  engineer,  fed  complete  UUnilOUIl  mnlOL 

W/OD  WQAM  Cover  Hearings  proceedings  to  a  battery  of  tape  Senator  Lauds  KLZ,  Terry 

TWO  Miami,  Fla.,  outlets  have  re-  ^-^^^^'ders  set  up  outside  the  hear-  gEN.  ED  C.  JOHNSON  (D-Col.), 

ported  giving  extensive  coverage  1"^                  ^^'''"^^  ^'Tl  ^^^"^^  ^  reputation  as  a 

to  hearings  held  in  that  city  a  f      ^^^^./^^^^l  Congressional  "watchdog"  over  ap- 

fortnight    ago    by    the    Kefauver  speetive  stations,  edited,  and  broad-  plication   of  the  Communications 

Crime  Investigating  Committee.  '^'^  throughout  the  day  and  eve-  Act's  "public  interest"  yardstick, 

ning  noms.  j^gt  week  had  warm  praise  for 

^^^YJOD  met  Sen.  Estes  Kefauver  wQAM  News  Editor  John  Bills  KLZ  Denver  and  Hugh  Terry,  its 

(D-Tenn.)     when    the     Senator  s  prepared  three  programs  daily  for  general  manager 

party  arrived  at  Miami  Municipal  wQAM,  Miami  Herald  outlet,  dur-  in  a  statement  on  the  Senate 

Airport  and  later  broadcast  a  re-  the  three-day  sessions.  On-the-  floor  Tuesday,  Sen.  Johnson  lauded 

corded  interview  with  the  crime  in-  spot  recordings  also  were  used  on  KLZ's  new  radio  series.  Let's  Talk 

vestigator.    WIOD  also  broadcast  local  newscasts.  It  Over  [Broadcasting,  June  26], 

a    recorded    program    made    m   ^  "concrete  example  of  a  pro- 

Miamis    Federal     Building,    and  XA/AJH  OnPllQ  <;pnfr    1  "5  gram  in  which  a  metropolitan  sta- 

aired  the  final  hearing  session  di-  W/\l  H  UpCHS  iCpr.    I J  ^-^^   ^^^^^   ^   positive   effort  to 

rect  from  the  courtroom.   Besides  ^y^^jj  Athens,  Ohio,  is  slated  to  bring  the  listeners  more  closely  and 

special  bulletins  and  news  reports,  y^^^^^  operations  Sept.  15  on  1540  more  fully  into  the  operation  of  the 

WIOD  carried  15  courtroom  broad-  ^^^^   ^          daytime-only,  ac-  station."    The  Colorado  solon  also 

casts  for  a  total  of  nme-and-one-  cording  to  James  D.  Sinyard,  co-  commended  Mr.  Terry  for  a  "long 

half  hours  of  air  time.  owner  with  Andrew  H.  Kovlan  of  and  useful  record"  as  a  member  of 

WQAM       reported       installing  the  station.    Mr.  Kovlan  will  serve  Denver  community  life,  and  said  he 

broadcast  facilities  for  all  stations  as  general  manager  and  Mr.  Sin-  has  distinguished  himself  further 

and  a  public  address  system  for  the  yard  as  chief  engineer.  by  initiating  the  new  feature. 


UCTS  Now  WKRC-FM  i 


sff?1^NGE  of  call  letters  of  Transit 
io  outlet  WCTS  (FM)  Cincin- 
to  WKRC-FM  has  been  an- 
nced  by  Hulbert  Taft  Jr.,  ex- 
rive  vice  president  of  Radio 
zinnati  Inc.  Sister  station  of 
RC-AM-TV,  the  FM  outlet 
adcasts  to  500  radio-equipped 
ses  of  the  Cincinnati  Street 
Iway  and  Northern  Kentucky 
enline  as  well  as  to  FM  home 


52-CS 


'TUDIOETTE 


For  any  modest  studio  control  operation 
either  aural  or  video,  the  new  Gates 
Studioette  is  ideal — may  be  enlarged 
upon  too,  via  available  accessories  for 
future  expansion.  Amazingly  complete 
in  facilities  with  high  level  mixing,  pro- 
gram and  monitoring  amplifiers  and  all 


big  console  circuit  provisions.  Ideal  as 
part  of  a  master  control.  The  Gates 
Studioette  is  fully  described  in  the 
new  Gates  speech  input  catalog — yours 
for  the  asking.  If  it's  quality,  plus 
modern  design  you  want — always  look 
to  Gates. 


GATES 


RADIO  COMPANY 

QUINCY,  I  LL.,U.  S.  A. 
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BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Manager  for  250  watt  midwest,  MBS 
affiliated  station.  Must  be  thoroughly 
capable  to  take  full  responsibility;  have 
character,  be  energetic  and  be  able  to 
sell;  have  promotion  ideas  and  ability 
to  get  along  with  people.  Right  party 
can  acquire  interest  in  station  if 
desired.  Write  in  care  of  Box  668F 
BROADCASTING. 


Salesmen 


Experienced  salesman.  Western  New 
England  major  market  daytime  indie. 
Excellent  drawing  account  for  top  man 
able  to  sell  at  local  level.  Permanent 
position  with  good  chance  for  promo- 
tion.  Box  664F,  BROADCASTING. 
Texas  ABC  station  desires  aggressive, 
experienced  salesman.  Permanent, 
equitable  compensation.  Box  729F, 
BROADCASTING.  

Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F.  BROADCASTING.  

Young  man  with  radio  background 
wanted  by  station  in  eastern  Pennsyl- 
vania to  service  accounts  and  learn 
selling.  Small  salary  plus  commission. 
Must  have  car.  Box  792F,  BROAD- 
CASTING^  

Rough  market,  lots  of  competition,  lots 
of  stations.  If  you  have  ideas,  make 
calls,  like  to  work  and  can  sell  solid 
for  TV-planning  5  kw  NBC  in  100,000 
city,  write  full  details  first  letter, 
references,  background,  proof  past  per- 
formances, desired  earnings,  picture, 
etc.  Box  821F.  BROADCASTING.  

Salesman  for  fulltime  network  affiliate 
in  midwest  metropolitan  market.  Must 
be  thoroughly  experienced  and  aggres- 
sive. Commissions  or  guarantee.  Op- 
portunity for  advancement.  Give  ex- 
perience, education,  references  and 
photo.  Write  Box  831F,  BROADCAST- 
ING^  

Experienced  time  salesman,  must  have 
car.  State  references  and  full  informa- 
tion.  Box  834F,  BROADCASTING. 

Salesman  wanted  for  two-fifty  watt 
station  Tennessee.  Good  opportunity 
for  right  person.  Liberal  commission 
aeainst  drawing  account.  Box  842F, 
BROADCASTING.  

Salesman  wanted — 1000  watt  independ- 
ent; excellent  market;  15%  commis- 
sion against  drawing  account;  give 
complete  record,  references  and  photo. 
Box  852F.  BROADCASTING.  

Wanted — Two  radio  time  salesmen,  ex- 
perienced, proven  performance  in  pre- 
vious position,  salary  plus  commission 
commensurate  with  ability.  Box  874F, 
BROADCASTING.  

We  have  an  opening  for  an  experienced 
salesman  who  can  show  a  productive 
local  record.  Good  base  wage  and 
excellent  commission  arrangement.  For 
interview  write  Herb  Ferguson,  KXOA, 
Sacramento  15,  California. 

WMIL — one  of  America's  top  independ- 
ents, has  an  opening  on  its  sales  staff. 
Small  salary;  liberal  commission.  It's 
a  swell  opportunity  for  some  one  who 
wants  to  settle  down  in  a  permanent 
.iob.  Write  giving  full  details  to  Jerome 
Sill.  WMIL.  Milwaukee  3,  Wisconsin. 

Salesman-announcer  to  manage  re- 
mote studio.  $20.00  weekly  base  plus 
15%.  Send  resume  of  experience,  ref- 
erences, disc,  photo  first  letter.  WSMI, 
Litchfield,  Illinois. 


Announcers 


All-round  announcer  for  Texas  ABC 
affiliate.  Football  announcing  helpful. 
Box  730F,  BROADCASTING.  

Announcer,  experienced.  Send  disc, 
Dhoto.  Tell  all  first  letter.  Box  767F, 
BROADCASTING.  

Announcing,  1000  watt  station,  major 
market,  needs  annou  icers  with  two 
years  commercial  experience.  Write  full 
details,  midwest,  give  Army  status. 
Starting  salary  $60  with  advancement 
assured.  Box  812F,  BROADCASTING. 


Help  Wanted  (Cont'd) 

General  manager  with  16  years  experi- 
ence, wants  chief  engineer  and  sales- 
man to  join  him  in  new  station.  He 
will  furnish  51%  capital,  you  furnish 
balance  and  help  operate.  Good  money 
town,  no  station.  Write  Box  796F, 
BROADCASTING.  

Morning  man  capable  of  special  event 
work.  5  kw  midwest  network.  Send 
disc,  full  particulars,  salary  require- 
ments.  Box  817F,  BROADCASTING. 

Announcer.  Opening  soon  for  an- 
nouncer with  pleasing  voice,  capable  of 
handling  shows  and  news.  Position 
permanent.  Give  details  in  first  letter. 
Successful  southwestern  station.  Box 
818F.  BROADCASTING.   

5  kw  in  130.000  city  has  opening  for 
strong  announcer,  DJ  and  program  per- 
sonality man.  Must  be  warm,  friendly. 
Ability,  excellent  voice,  versatility  and 
stability  required.  Send  full  particulars; 
background,  photo,  disc  and  salary 
requirements  first  letter.  Box  822F, 
BROADCASTING.   

Experienced  combo  announcer-chief 
engineer  250  watt  midwest  station.  $250 
a  month.  Permanent.  Send  background, 
photo  and  audition.  Box  825F,  BROAD- 
CASTING^  

Sports  director  5  kw  midwest.  Do  play- 
by-play  basketball,  baseball,  football. 
Send  audition  disc  and  full  particulars. 
Box  827F,  BROADCASTING.  

1000  watt  independent  station  wants 
announcer  with  first  class  ticket.  Em- 
phasis on  announcing.  Send  details, 
disc,  salary  required.  Box  836F, 
BROADCASTING.  

5  kw  NBC  affiliate  wants  topnotch 
combination  announcer-engineer  with 
emphasis  on  announcing.  Ideal  work- 
ing conditions.  Send  full  information. 
KMED,  Medford,  Ore.  

Two  experienced  announcers,  $65  per 
week.  1  kw  independent  opening 
September  1st.  Send  details,  disc  and 
photo.  Dick  Crane,  KNEA,  Jones- 
boro,  Arkansas. 

Combination  man,  ABC  affiliate.  Must 
have  application,  audition  disc  and 
photo  with  first  letter  and  pertinent 
details.  KVOC,  Casper.  Wyo.  

Help  wanted:  Combination  man,  an- 
nouncer-engineer for  FM  station.  Send 
disc  and  details  in  first  letter.  WFML, 
Washington,  Indiana. 

Announcer-engineer,  emphasis  on  an- 
nouncing. Send  disc,  snapshot  and  de- 
tails first  letter.  Manager,  WKWF,  Key 
West,  Florida. 

Experienced  qualified  for  DJ  special 
events  and  personality  shows.  5  kw 
midwest  network.  Only  experienced 
apply.  Box  828F,  BROADCASTING. 
Wanted  immediately,  young  man  or 
woman  with  ticket  and  emphasis  on 
announcing.  Must  be  single  and  have 
a  working  knowledge  of  music,  popu- 
lar and  long  hair.  Job  starts  at  $55  per 
week,  raises  will  be  forthcoming  if 
you  can  produce.  Send  photo,  disc 
and  all  to  Chick  Catterton,  Manager, 
WMMB,  Melbourne,  Florida. 

All-round  announcer  with  at  least  one 
year  experience,  some  sports  for  1000 
watt  daytime  independent.  Position 
open  immediately.  Send  all  information 
including  photo,  disc  and  pertinent 
information  to  Harold  Fitzgerald,  Man- 
ager. WOKZ,  Alton,  Illinois.  Audition 
in  person  necessary. 

Announcer  with  ticket.  Send  disc, 
Dhoto.  salary  requirements  first  letter. 
WSMI.  Litchfield,  Hhnois.  

Announcer-engineer  with  emphasis  on 
announcing.  First  class  license  re- 
quired. Excellent  opportunity  in  group 
of  7  stations  for  the  right  man.  Send 
disc  and  details  immediately  to  Bob 
McRaney,  General  Manager,  Mid-South 
Network,  Columbus,  Mississippi. 

Technical 

Engineering,  1000  watt  directional  array, 
needs  operator-chief  who  knows  phas- 
ing. Excellent  opportunity,  advance- 
ment assured  if  you  can  handle  the 
.iob.  Give  full  details,  Armv  status,  etc. 
Box  811F,  BROADCASTING. 


Help  Wanted  (Cont'd) 

250  w  daytime  indie  wants  experienced 
engineer-announcer,  emphasis  on  prac- 
tical engineering  abilities.  Ingenuity 
and  talent  to  work  with  minimum  of 
supervision  required.  Box  835F, 
BROADCASTING.  

Washington  consultant  desires  junior 
engineer  partner,  experienced  or  re- 
cently trained.  Box  849F,  BROADCAST- 
ING^  

Instructor  in  radio  communications, 
must  have  three  years  station  experi- 
ence, good  salary.  Give  full  informa- 
tion. Address  National  Radio  School, 
60  South  4th  Street,  Minneapolis,  Min- 
nesota. 

Production-Programming,  others 

News,  fulltime  1000  watt  station,  mid- 
west, needs  newsman,  2  years  experi- 
ence. Large  market,  $60  start,  regular 
increases  for  production.  Write  full 
details.  Box  810F,  BROADCASTING. 

Continuity  writer.  Must  be  experienced 
with  ability  to  write  good  commercial 
copy  and  offer  new  ideas.  Opportunity 
to  write  TV  as  well  as  AM  copy  for 
weU-established  midwest  station.  Send 
sample  copy,  complete  background  and 
references  to  Box  832F,  BROADCAST- 
ING^  

Wanted:  Topnotch  western  (not  hill- 
billy) band  or  group  for  air  work  on 
5,000  watt  midwest  station.  Basis  of 
territorial  jobs  with  own  booking 
privilege.  Send  letter  and  audition  in 
reply.  Box  867F,  BROADCASTING. 

Continuity  director,  $50  per  week.  Ex- 
perienced, capable  young  woman.  Send 
details,  photo  and  sample  copy.  Dick 
Crane,    KNEA,    Jonesboro,  Arkansas. 

Situations  Wanted 

Managerial 

General  manager,  commercial  manager 
or  both.  Can  not  perform  miracles, 
but  can  make  you  money.  Just  good 
solid  radio  man  completely  experienced 
in  business  management,  employee  re- 
lations and  public  relations.  Strong  on 
sales  and  programming.  12  years  radio 
and  newspaper  management  and  sales. 
Can  efficiently  operate  going  station  or 
build  new  one.  Excellent  background, 
best  references.  Write  Box  444F, 
BROADCASTING.  

College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family.  12  years  broadcasting.  Box 
657F,  BROADCASTING. 

Desire  change  to  moderate  size  town 
where  preachers  and  hillbilly  music  are 
not  cardinal  sins.  No  newspaper  affilia- 
tions. Work.  Sell.  Announce.  Local 
programming  success.  Civic  minded. 
Married.  No  drink.  Just  want  to  settle 
down  in  a  nice  town.  Box  669F, 
BROADCASTING. 

General  manager-chief  engineer  15 
years  experience  seeks  progressive  em- 
plover.  Highest  caliber  references.  Box 
679F,  BROADCASTING. 

Manager-sales  manager:  This  survival 
of  the  fittest  era  of  radio  today  makes 
it  essential  that  for  a  successful  opera- 
tion owners  must  have  that  difficult  to 
locate  commodity,  proven  knowhow, 
heading  up  their  organization.  This  ad 
is  a  100%  legitimate  opportunity  for 
some  owner  to  secure  a  man  of  this 
caliber.  Permit  me  to  show  you  my 
substantiated  record  of  twelve  year's 
successful  management,  profitable  sales 
figures  I've  produced,  and  bonafide 
agency  and  sales  contacts,  further  un- 
derwritten by  twenty  years  broadcast 
experience.  Then,  you  check  this  rec- 
ord, after  which  you'll  agree  that  this 
is  a  real  opportunity  to  secure  a  proven 
topflight  executive.  College  education, 
happily  married  with  two  children,  de- 
pendable and  of  good  character  and 
with  a  well  known  and  established 
creditable  reputation  in  the  industry, 
I  desire  to  make  the  right  move  and 
a  good  connection.  I  can't  reveal  my 
experience,  worth  and  identity  to  you 
unless  you  contact  me.  Let's  investi- 
gate one  another.  Box  697F,  BROAD- 
CASTING^  

Sales  manager  who  in  20  years  has  sold 
millions  of  dollars  in  local  time.  Also 
year  and  half  experience  in  television. 
Seeks  job  as  commercial  manager  of 
substantial  station  or  manager  of  a 
smaller  station.  45  years  old,  married 
and  have  two  children.  Perfect  health, 
complete  reference,  will  go  anywhere. 
Box  766F.  BROADCASTING. 

Station  manager  with  network  and  in- 
dependent station  experience.  Excellent 
background  in  sales  promotion.  Fifteen 
years  in  radio,  all  phases,  including 
engineering.  First  class  license.  Per- 
sonal interview  possible.  Box  771F, 
BROADCASTING. 


Situations  Wanted  (Cont'd)  7  [ 

Available:   Station  manager,   25  yt\ i 
old,  just  received  B.S.  in  Radio  Adrtl 
istration  from  Boston  University,  f. 
job  is  filled,   am   willing  to  start 
salesman.  Box  823F,  BROADCASTE 


Commercial  manager:  I  am  not  a  f-' 
gram  director,  engineer,  writer  or  - 
nouncer.  I  managed  a  good  5  kw  i 
work  station  for  several  years  and^ 
still  a  commercial  manager  becaut 
am,  first  of  all.  a  salesman.  I  ki- 
how  to  sell  and  hov/  to  help  my  sa 
men   sell   and   service.    (Callouses  i- 
feet   only.)    I   know   the  problems: 
local    merchants    as    result    of  neM^ 
paper    background    and    how    to  4' 
national  business  by  selling  and  w(t' 
ing  closely  with  a  national  represei;i 
five  and  providing  the  ammunitioin 
needs.  I've  had  a  whale  of  a  lot 
merchandising  and  promotion  exo  ^ 
ence.  I  can  work  with  people  and 
along    with    them.    I've    been  out 
radio  for  a  while  (had  a  fine  vacat*! 
and  want  back  in  where  there  is  w'. 
to  be  done.  I'd  like  a  tough  job  i 
competitive  field  with  an  establis  ' 
station  inclined  to  pay  above  averi^^ 
only  after  I  prove  my  ability  tot-^ 
the   job.   I'm.   42,   married.   Not  m  - 
resemblance  to  Clark  Gable  but  siV, 
pretty  good  references.  All  my  exp  i^, 
ence  has  been  midwest.  Now  on  i;' 
west  coast  and  willing  to  go  anywli! 
to  a  job  that  offers  permanency  r 
above    average    potential.    Box    8:  J 

BROADCASTING.  |j. 

General  manager,  long  experience-f:! 
net  and  independent  radio  manii 
ment  and  sales  is  available.  Pi' 
single  station  market  with  plea;.': 
living  and  working  conditions.  Mafcii 
pleasing  personahty,  gets  loyal  smi\: 
successful  operation  and  sparks  s 
to  their  best.  Good  showmans— 
Makes  interestin?  programming  -ivi 
sells  radio  time.  No  high  pressure,  -T 
dependable,  intelligent  and  profifc^ii 
management.  Give  full  details.  E 
846F.  BROADCASTING. 


AM  and  TV  experienced.  In  radio  i 
years,  all  fields  including  sales,  s 
promotion  and  public  relations.  Gil 
speaker.  Connection  with  AM  staL 
as  manager  or  comm.  manager,  or 
station    planning    TV.    Good  natici-'. 
contacts.  A  dependable  family  man  1 1; 
knows  the  business.  Address  Box  8ll^- 

BROADCASTING.  ?: 

Manager,  of  two  radio  stations.  Exp^^ 
enced  in  all  phases  of  broadcast'^ 
Writer,  director  and  promotion  for  i 
works..  Manager,  announcer,  direc 
writer   for   local    stations.  Televi;-- 
writing  and  directing.  Never  fired  f: 
a   position.    Would   consider  prog 
directorship     if  opportunities 
salary  are  right,  32  years  of  age.  Rol 
D.  Williams  1842  N.  Lorraine,  Wict 
Kansas. 

Salesmen 
Radio   salesman   desires  iob.  Exp 
enced.  car,  married.  Box  731F,  BROi 
CASTING.  

Salesman;  Sales  position  desired  b'  ' 
year    old    married    man.    Ten  yt 
experience  announcing-production  v 
CBS  New  York,  St.  Louis,  Minneapf 
Sales  experience  Hollywood  and  Bos'  ' 
Desire    opportunity    to    prove  S' 
worth  with  large  or  medium  size  f 
gressive  station.  All  references  and 
perience  credits  in  order.  Box  7r  - 
BROADCASTING . 


Manager— 8  years  of  ability  to  sell, 
along  well  with  people,  promote, 
cellent    references.    East.    Box  8 
BROADCASTING. 


Salesman-announcer,  heavy  sales  be 
ground,  graduate  top  NY  broadcas' 
school,  well  schooled  in  armouncing  - 
control  board  onerating,  some  exp 
ence,  married,  26.  car,  excellent  re 
ences,  disc  available,  will  gratef 
acknowledge  all  replies.  Box  8!  - 
BROADCASTING.  * 


Announcers 

Sportscaster— Available  football  seal 
Experienced,  employed,  seeks  yt 
round  sports  deal  larger  station,  n  _ 
ket  area.  News,  special  events,  c(, 
control  op.  Aircheck  discs.  Min.  ''^ 
week  olus  talent.  Box  570F,  BROi 
CASTING. 


Newsman — Morning  news  editor  5 
midwest  net  affiliate,  retrenched 
of  job.   Single.   22,   college  ffradu 
Excellent  reference.  Box  587F.  BROi 
CASTING. 


DJ  news.  special  events.  Yoi 
sober,  dependable  with  4  years.  < 
Presently  employed  midwest  5 
watt  station.  Send  disc  on  request.  ? 
647F,  BROADCASTING . 


Announcer,  now  working,  want  per: 
nent  change.  6  years  experience, 
fill  anv  opening.    Box  724F.  BRO.; 
CASTING 


Looking  for  first  iob.  Thoroui 
schooled,  all  phases.  Single,  23.  tra 
disc.  Stage  background.  Box  7' 
BROADCASTING. 


Jiuncer-accountant,  3  years  radio, 
letent   organization.    Middle  east 
Box  760F,  BROADCASTING. 


^luncer — Seeking  first  opportunity 
bere.  BA  Speech,  college  announc- 
-I  acting.  Complete  details  upon 
'(St.  Box  764F,  BROADCASTING. 


is  ?nnouncer-continuity-newsman. 
.  ears  experience.  Graduate  Nortii- 
)irn  University;  NBC  Summer  Ra- 
ilnstitute.  Play-by-play,  Indiana 
«r  Western  Conference  football. 
|tball.  Newspaper  reporting  ex- 
mce.  Married,  want  small  station, 
I  town.  Box  782F,  BROADCAST- 


ituations  Wanted  (Cont'd) 


uncer:    Quality,    mature  voice. 

good  following  on  news,  disc 
i,  interviews,  etc.  Five  years  ex- 
nce;  three  —  straight  announcer; 
iprogram  director/announcer  pro- 
;ve  midwest  kilowatt.  1st  phone, 
i  fair  copy,  but  first  love  is  air 
L    Furnish    excellent  references 

all  past  employers  regarding 
I.  character,  etc.  No  floater.  No 
pt.  Married,  sincere,  dependable, 
fell  merchandise  and  satisfy  spon- 
'Box  736F,  BROADCASTING. 


iincer,  fine  detailed  knowledge  in 
jajor  sports,  wishes  to  work  as 
fecaster.    Will   work   as  assistant, 
available.    Box    755F,  BROAD- 

'riNG. 


iuncer,  experienced,  all-round 
man,  college  trained,  presently 
Dyed,  married  desires  permanent 
on  city  of  15,000  to  30,000.  Will 
t  if  possible.  Interview  arranged. 
?59F,  BROADCASTING. 


Iscaster,  announcer,  college  grad., 
by-play,     commentary,  player 
ground,    single,    ambitious.  Box 
BROADCASTING. 


ti  need  an  announcer-writer,  com- 
ion,  you  need  me.  Write  Box  788F, 
iVDCASTING. 


•  scaster,  sports-minded  station 
led,  play-by-play  baseball,  basket- 
;  news,  emcee.  Also  interested  in 
s  and  sales  position.  Family,  upper 
est  preferred,  not  essential.  Box 
BROADCASTING. 


juncer,  four  years  experience  in  all 
,  of  announcing.  Accent  on  news, 
.details  of  employment.  Box  816F, 
ADCASTING. 


Tienced  radio  announcer.  Knowl- 
of  board.  Excellent  DJ  and  sports 
.ences.  3  years  of  college.  Will  go 
Jrhere  in  U.  S.  Box  819F,  BROAD- 
tlNG. 


hockey  announcer.  Live  and  re- 
ed, disc  on  both.  Other  sports, 
llge     grad.     Married.     Box  820F, 

iKdcasting. 


>uncer — 3  years  experience  every 
staff  announcing,  heavy  on  news; 
operate  control  board.  Presently 
oyed  in  Philadelphia.  Desire  em- 
nent  in  Colorado,  Maine,  New  Jer- 
reas.  Disc  and  further  information 
request.  Box  824F.  BROADCAST- 


[50  kw  network  announcer  in  major 
et,  30,  6  solid  years  experience, 
TV,  news,  emcee,  movies  and 
itions,  now  available.  Also,  sales 
otional  and  advertising  agency 
rience.  Married,  2  children.  Disc, 
3  and  resume  by  request.  Box  826F, 
^DCASTING. 

,  announcer.  No  genius.  3  years  ex- 
nce.    Prefer    CBS    affiliate.  Box 
BROADCASTING. 

;  exempt  ex-GI,  27.  Schooling,  but 
!s   a  break  to   start   as   staff  an- 


Situations  Wanted  (Cont'd) 

Announcer,  25,  single,  vet.  Trained  by 
NBC.  Mature,  college  background.  Go 
anywhere.  Box  844F,  BROADCAST- 
ING^  

Experienced  announcer.  College  train- 
ing, ihree  (3)  years  actual  work.  Also 
sportscaster.  Presently  employed  but 
available  immediately.  Preferably  the 
west  coast.  Box  845F,  BROADCAST- 
ING^  

Announcer.  Radio  training  2  years.  Ex- 
cellent deep  voice,  pleasing  style  and 
selling  power.  Want  initial  break  to  get 
needed  experience.  Excelling  in  com- 
mercial copy,  newscasting.  Can  handle 
all  sports.  Know  control  board.  Will 
travel  anywhere.  Available  immediately. 
Disc  and  background  on  request.  An- 
swer   all   offers.    Box    850F,  BROAD- 

CASTING.  

Topflight  sportscaster-announcer,  5 
years  experience.  Play-by-play  foot- 
ball, basketball,  baseball  for  Atlantic, 
N.  W.  Ayer,  Pepsi  Cola,  Tidewater 
Oil.  Bubbling  over  with  sport  ideas. 
Presently  employed,  looking  for  ad- 
vancement. Box  851F,  BROADCAST- 
ING^  

Available  for  your  station;  experi- 
enced, versatile  announcer.  Depend- 
able, married,  child,  $60  week.  Best 
references,  disc  on  request.  Box  85VF, 
BROADCASTING.  

Mr.  Sports  Director.  My  background  is 
thin,  my  knowledge  and  ambition  to 
succeed  is  heavy.  Grad  top  N.  Y.  broad- 
casting school,  well  schooled  in  an- 
nouncing and  control  board,  some  an- 
nouncing experience.  Heavy  on  sales,  if 
wanted,  married,  26,  excellent  refer- 
ences, disc  available,  will  acknowledge 
all  replies.  Box  858F,  BROADCASTING. 
Announcer-disc  jockey,  4  years  ex- 
perience, 2  years  college.  Good  voice 
and  commercial  punch  with  program 
ideas  desires  position  as  announcer; 
disc  jockey;  program  director.  Present 
salary  $70.00  week.  Box  860F,  BROAD- 

CASTING.  

Announcer  wants  experience:  College, 
sports,  DJ,  some  experience  FM  in 
N.  Y.,  wiU  travel.  Box  86 IF,  BROAD- 
CASTING^  

Attention:  Northeastern  stations,  now 
available,  announcer,  4  years  N.  Y. 
area  experience,  references,  must  sup- 
port ailing  'mother,  write  Box  862F, 
BROADCASTING.  

Combination  man,  first  phone,  7  months 
experience,  have  announced,  northeast 
preferred.  Please  state  salary.  Box 
885F,  BROADCASTING.  

Announcer,  writer,  news,  thorough 
knowledge  radio,  good  selling  ideas, 
imagination,  ambitious,  reliable,  hard 
worker.  Prefer  midwest.  Box  868F, 
BROADCASTING. 

Announcer:  Capable  control  -  board 
operator,  disc  jockeying,  sports,  com- 
mercial and  news.  Will  travel.  Prefer 
Texas  or  New  England.  Disc  on  request. 
Box  869F,  BROADCASTING.  

Topflight  staff  and  college  basketball, 
football,  AA  Southern  Association  base- 
ball announcer.  Excellent  recommenda- 
tions from  radio,  major  league  base- 
ball and  national  advertising  execs. 
Seeking  year-round  sports  and/or  staff 
that  pays  right.  Contact  Taylor,  Bir- 
mingham, Alabama,  telephone  66172  or 
Box  870F,  BROADCASTING. 

Is  radio  dead?  If  not,  let  me  know: 
Announcer,  copywriter,  operator.  Two 
years  experience.  Single,  25.  Box  871F, 
BROADCASTING. 

Announcer,  former  staff  5000  watt  NBC 
affiliate.  Produced,  sang,  emceed  ama- 
teur shows  in  Chicago  nite  clubs.  Two 
years  college.  Graduate  oldest  broad- 
casting school  in  country.  CBS  in- 
structors taught  all  phases  of  broad- 
casting. Consider  all  offers.  Box  873F, 
BROADCASTING. 


Icer-copywriter.  Board  experience, 
er  Mid-Atlantic  states;  personal 
view.  Box  830F,  BROADCASTING. 


tuncer,  radio  school  graduate  look- 
er start.  Strong  on  news,  commer- 
and  sports.  Disc  and  photo  avail- 
-  Box  833F,  BROADCASTING. 


ling,  all  night  DJ.  8  successful 
5.  Employed  in  city  of  3,000,000. 
oination,  married.  $80.00.  Box  838F, 
ADCASTING, 


ouncer  3  years  experience.  Mar- 
vet,  26.  1  year  college.  Desires 
;  time  position  college  town.  Pres- 

'  employed.  Available  Sept.  1st. 
840F,  BROADCASTING. 


ouncer,  writer-salesman.  Thorough 
'ledge  radio  business.  Write  good 
Tiercial  copy.  Strong  on  news, 
riercials,  DJ.  Excellent  voice,  per- 
ole.  Will  travel.  Disc,  photo  avail- 
;  Box  843F,  BROADCASTING. 


News,  DJ,  special  events,  semi-experi- 
enced in  AM-FM.  Mature  voice,  write 
copy,  B.S.  Degree.  Hard  worker,  need 
good  job.  Knowledge  of  board,  record- 
ing engineer.  Prefer  midwest,  will  go 
anywhere.  Ed  Atlas,  2635  W.  Albion, 
Chicago,  111, 


Announcer-engineer.  Experience  with 
indies  and  net  affiliates.  No  comedian. 
Congenial,  dependable,  two  years 
morning  man.  Chief  announcer  net 
affiliate  past  18  months.  Good  voice, 
highest  reference,  single,  30.  Frank 
Berry,  General  Delivery,  Ault,  Colo- 
rado. 


Vet.,  25,  married,  desires  announcing 
position.  2  years  college,  radio  school 
grad.  Will  go  anywhere.  John  Blickley, 
214  Earl  Ave.,  Bridgeport  6,  Conn. 


Announcer,  19  months  experience 
Mutual  affiliates  and  independent.  Age 
25.  Operate  console.  M.  Gulla,  5009  S. 
Talman  Ave.,  Chicago  32,  111, 


Situations  Wanted  (Cont'd) 


Combination  engineer-announcer,  fif- 
teen months  experience  in  all  phases  of 
small  market  radio.  Disc  shows,  news- 
casting,  color  man  on  basketball  and 
football,  also  remotes.  Veteran,  mar- 
ried, have  car,  free  to  travel.  Graduate 
of  radio  and  television  school.  Avail- 
able after  August  first.  Phone  799  or 
write  Robert  R.  Pegg,  502  Belleview, 
La  Junta,  Colorado. 


Announcer-engineer,  1st  class  license. 
15  months  experience  1000  watt  inde- 
pendent. Bob  Peters,  8  Upland  Rd., 
Brookline  46,  Mass.  Beacon  2-1855. 


Technical 


Technician,  1st  class  telephone,  young, 
ambitious,  graduate  leading  engineer- 
ing school.  Box  623F,  BROADCAST- 
ING^  

Engineer — three  years  broadcasting  ex- 
perience, maintenance,  operation  and 
construction.  No  bad  habits,  no  drifter, 
desires  good  paying  position.  Box  613F, 
BROADCASTING.  

Engineer,  1st  phone,  wants  position 
with  a  growing  organization.  Has  car 
and  is  no  drifter.  Box  651F,  BROAD- 
CASTING^  

First  class  phone  license,  inexperi- 
enced, will  accept  job  anywhere.  Box 

701F,  BROADCASTING.  

Engineer,  degree,  licensed,  12  years  ex- 
perience in  radio.  Box  719F,  BROAD- 
CASTING^  

Experienced  engineer  in  AM-FM. 
Young,  single,  do  not  smoke  or  drink. 
Prefer  midwest.  Box  735F,  BROAD- 
CASTING^  

Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F,  BROAD- 
CASTING. 


First  phone  license.  Young  and  single. 
Desires  position  in  broadcast  field.  In- 
experienced,   will    travel.    Box  744F, 

BROADCASTING.  

Engineer  seeking  responsible  position 
in  midwest.  Five  years  experience 
including  clear  channel,  chief  250  watts. 
E.E.  Degree.  Married,  two  children. 
Presently  employed.  Box  758F,  BROAD- 

CASTING.  

Chief  engineer.  Completely  experi- 
enced in  operation,  maintenance,  con- 
struction complete  broadcasting  sta- 
tions including  toughest  directional 
antennas.  Excellent  personnel  relations. 
Draft  proof.  References?  The  best.  Box 

847F,  BROADCASTING.  

Engineer,  first  phone,  22  years  old, 
sober,  married.  Some  broadcast  experi- 
ence.  Box  848F,  BROADCASTING. 

First  class  phone  license,  inexperi- 
enced, will  accept  job  anywhere  in 
New  England  or  New  York.  Box  853F, 
BROADCASTING.  

Engineer,  first  phone,  seeks  radio  or 
television  position.  Single,  car.  will 
travel.  Box  863F,  BROADCASTING. 

First  phone  desires  position.  Willing  to 
work,  you  need  me.  Arthur  Coburn, 
90-36  180th  St.,  Jamaica  3,  N.  Y.  

Engineer,  first,  experienced,  transmit- 
ter, remotes,  taperecorders.  Car,  avail- 
able immediately.  Earl  Davis,  RR  #2, 
Tell  City,  Indiana,  

First  phone  license.  Experienced.  Car. 
Prefer  northeastern  location.  James 
Turner,  224  College  Street,  Oxford, 
North  Carolina. 


Production-Progra/mming,  others 


Young,  all-purpose  man,  wishes  to  find 
placement  in  station  which  is  to  con- 
vert to  television.  Experience  in  an- 
nouncing, writing  and  servicing.  Two 
years  radio  school  and  two  years  tele- 
vision school  with  practical  television 
experience.  28  and  married.  Box  872F, 
BROADCASTING. 


Television 


Technical 

Vet,  first  phone,  AM  studio  and  trans- 
mitter broadcast  experience,  intensive 
training  on  studio  and  field  television 
equipment  in  courses  at  television 
station  WPIX  and  Television  Workshop. 
Can  set  up  pictures  on  video  control 
unit,  operate  camera,  switcher,  mike 
boom.  Will  relocate.  Box  864F,  BROAD- 
CASTING, 


For  Sale 


Equipment,  etc. 


Fairchild  professional  recorder,  guar- 
anteed in  excellent  condition.  Less  than 
one-half  retail  price.  Box  696F, 
BROADCASTING. 


For  Sale  (Cont'd) 


For  sale,  transmitter,  tower,  3-A  light- 
ing, tuning  unit,  limiter,  by  250  watt 
station  going  to  increase  power,  write 
for  package  deal.  Box  813F,  BROAD- 
CASTING. 


RCA  16  mm  sound  film  projector,  model 
PG-201,  105-125  volts.  60  cycles,  1250 
watts.  Best  offer.  Box  829F,  BROAD- 
CASTING. 


RCA  69A  distortion  meter,  $90.00,  GR 
732A  distortion  meter  and  GR  733A 
oscillator  both  for  $90.00.  Box  839F, 
BROADCASTING. 


Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated,  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware, 


For  sale — Like  new  Federal  10  kw  FM 
broadcast  transmitter  193-A  with  modu- 
lator 109-B;  General  Electric  frequency 
and  modulation  meter  BM-l-A;  also 
C-100  FM  antenna,  consists  of  8  shunt- 
fed  radiating  loops  with  heaters  for 
de-icing.  Overall  antenna  power  gain 
8.3;  VSWR  obtained  during  factory 
tuning,  0.95/1  at  100.7  megacycles.  All 
this  equipment  used  only  two  years, 
like  new  in  every  respect.  Included 
are  new  spare  parts  for  transmitter 
as  recommended  by  manufacturer, 
operating  instruction  books  and  350  feet 
of  3V8  inch  co-ax  (Andrew  Company). 
Kankakee  Daily  Journal  Company, 
Kankakee,  Illinois. 


179  foot  self  supporting  Blaw-Knox 
tower,  guaranteed  perfect,  $1,250.00. 
Three  500-foot  guyed  heavy  duty  TV 
support  towers.  Seven  thousand  dollars 
each.  Eight  200  to  220  feet  guyed 
towers,  fourteen  hundred  dollars  each. 
Several  300  up  to  360  foot  guyed 
towers  priced  to  sell.  Guyed  towers 
any  height  up  to  760  feet,  immediate 
delivery,  all  galvanized  hardware 
necessary  for  tower  erection  included  in 
above  prices.  Wire  or  write  J.  J. 
Phillips  &  Sons,  Phone  Fannin  4616, 
124  E.  Lachappelle  Street,  San  Antonio 
4,  Texas. 


Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa,  Phone  5-6761. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted,  used  TV  mobile  unit,  RCA 
or  GE.  Telephone  New  Rochelle  6-1620, 
New  York, 

Wanted — RCA  K  or  250  L  transmitter 
or  equivalent.  Call  or  write  Bob  Mc- 
Raney,  General  Manager  of  the  Mid- 
south  Network,  Columbus,  Mississippi. 


Miscellaneous 


studio  console — Prefer  Raytheon,  Gates, 
Collins  or  Western  Electric.  Must  be  in 
good  operating  condition.  Radio  Sta- 
tion WVOP,  Vidaha,  Georgia, 


Situations  Wanted 


Managerial 


Experienced  Manager 

Available  immediately.  Back- 
ground includes  15  years  of  man- 
agement of  local,  regional  and 
clear  channel  stations  in  ma.ior 
markets.  Know  network  and  in- 
dependent operations  thoroughly. 
Widely  acquainted  in  national 
field.  The  best  of  references. 
Salary  secondaiy  to  chance  of 
affiliation  with  progressive  prop- 
erty. 

BOX  S66F,  BROADCASTING 


 For  Sale  

RECORDING  STUDIO 
&  Electronics  Business 

Completely  equipped,  long  es- 
tablished. 

Furnished   apartment  connected. 
Downtown  large  city.  Rocky  Mtn. 
Region.  S3500  will"  handle. 
BOX  876F.  BROADCASTING 


(Continued  on  next  page) 


KCRO  PERMIT 

FCC  Proposes  Revocation 

INITIAL  decision  to  revoke  con- 
struction permit  of  KCRO  Engle- 
wood,  Col.,  on  grounds  of  financial 
misrepresentations  by  one  of  the 
station's  owners,  has  been  re- 
ported by  FCC  [Broadcasting, 
July  17]. 

FCC  Comr.  Paul  A.  Walker, 
presiding  officer  in  the  case,  found 
that  R.  L.  Cunningham,  partner 
in  The  Colorado  Broadcasting  Co., 
KCRO  permittee,  had  misrepre- 
sented his  financial  condition  in 
the  original  station  application. 
Comr.  Walker  indicated  Mr.  Cun- 
ningham's actions  "fell  far  short 
of  the  standard  expected  of  a 
broadcast  permittee." 

The  permit  for  KCRO  was  re- 
voked by  the  Commission  last  fall 
but  the  order  was  suspended  pend- 
ing disposition  of  the  hearing  be- 
fore Comr.  Walker,  requested  by 
the  station.  KCRO  is  assigned 
1  kw  daytime  on  1380  kc.  Other 
partners  include  B.  C.  Cunning- 
ham and  S.  E.  Bradford. 


WPNF  BREVARD 


WOND  PROGRAMMING 

New  Outlet  Starts  Tests 

THIRTY  DAYS  after  ground  was 
broken,  WOND  Pleasantville,  N.  J., 
began  program  tests  on  July  9, 
Harry  Zoog,  general  manager,  re- 
ports. Station,  licensed  to  Pioneer 
Broadcasters  Inc.,  operates  full- 
time  with  250  w  on  1400  kc. 

Located  on  the  salt  meadows  be- 
tween Atlantic  City  and  Pleasant- 
ville, WOND  is  an  independent  out- 
let in  an  area  where  only  affiliates 
had  existed  previously,  according 
to  Mr.  Zoog. 

For  Sale  (Cont'd) 

Equipment,  etc. 


RCA  camera  dolly  (Fearless 
type)  TD5A  excellent  condition; 
purchased  from  RCA  1948; 
$1750.00  F.O.B.  eastern  seaport 
uncrated. 

BOX  875F, 
BROADCASTING 


Marks  Formal  Opening 

WPNF  Brevard,  N.  C,  operating 
fulltime  on  1240  kc  with  250  w, 
went  on  the  air  July  6  with  official 
dedication  two  days  later.  Prin- 
cipal speaker  at  the  dedication  was 
Rep.  Monroe  Redden  (D-N.  C). 
The  public  was  invited  to  attend 
the  ceremony  broadcast  and  in- 
spect the  station,  claimed  to  be  one 
of  the  most  modern  buildings  in 
the  Carolinas. 

WPNF  is  owned  and  operated 
by  the  Pisgah  Broadcasting  Co. 
Ed  M.  Anderson  is  president  and 
general  manager;  John  Anderson, 
executive  director;  Robert  E.  Liver- 
ance,  program  director  and  chief 
engineer,  and  Jack  Hammette,  com- 
mercial and  station  manager.  Sta- 
tion, which  is  an  affiliate  of 
Mutual,  plans  also  to  feature  local 
programs  of  farm,  religious  and 
civic  nature. 

According  to  Ed  N.  Anderson, 
Pisgah  Broadcasting  Co.  has  in- 
vested some  $36,000  in  the  MBS 
outlet  and,  prior  to  going  on  the 
air,  sold  advertising  contracts  to- 
taling about  $48,000 — in  a  town  of 
less  than  5,000  population  and 
county  of  around  16,000. 


Basic  Communications 

ELECTRICAL  COMMUNICATION.  By 
Arthur  Lemuel  Albert.  Third  Edition. 
New  York:  John  Wiley  &  Sons  Inc. 
London:  Chapman  &  Hall  Ltd.  593  pp. 
$6.50. 

ENTIRE  field  of  electrical  com- 
munication is  covered  in  this  third 
edition  including  the  transmission 
of  code,  speech  and  music  by  both 
wire  and  radio.  The  volume  con- 
siders the  specialized  fields  of  the 
subject  as  they  are  related  to  one 
another.  It  is  designed  to  provide 
a  basic  training  upon  which  a 
career  in  communication  engineer- 
ing can  be  built,  according  to  the 
author,  a  professor  of  communica- 
tion engineering  at  Oregon  State 
College.  In  this  edition,  material  is 
revised  to  expand  in  detail  the 
treatment  of  communication  and 
broadcasting  in  radio.  Other  re- 
visions expand  available  informa- 
tion. 


Newspaper  and  Radio  iSitalion 

$73,000.00 

The  ideal  combination — located  in  one  of  the  south's  best  rural 
markets.  Properties  are  (1)  a  250  watt  fulltime  radio  station  and  (2) 
a  well  established  leading  weekly  newspaper.  Combined  earnings 
§200,000.00  a  month  and  future  business  indications  excellent.  Here 
is  an  unusual  opportunity  for  one  or  two  good  operators.  Total 
price  for  both  properties  $75,000.00.   Financing  arranged. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO 

James  W.  Blackburn         Harold  R.  Murphy  Ray  V.  Hamilton 

Washington  Bldg.  360  N.  Mich.  Ave.  235  Montgomery  St. 

Sterling  4341-2  Randolph  6-4550  Exbrook  2-5672 


Building  which  houses  the  modern 
studios  of  WPNF,  with  transmit- 
ter shown  in  the  background.  - 


VETERANS  GUILD 

Radio  Unit-  Plans  Expansion 


THE  Veterans  Hospital  Radio 
Guild,  an  organization  originally 
formed  by  a  group  of  radio  per- 
formers, has  begun  an  expansion 
program  which,  it  is  hoped,  will 
result  in  a  nationwide  effort. 

The  guild,  whose  principal  mis- 
sion is  to  teach  radio  production  to 
hospitalized  veterans  so  they  may 
conduct  their  own  programming  on 
the  intra-hospital  closed-circuit  ra- 
dio facilities,  appointed  a  board  of 
governors  composed  of  leaders  in 
the  broadcasting  field. 

Members  of  the  board,  who  will 
soon  begin  a  fund-raising  drive  and 
will  solicit  widespread  assistance 
throughout  the  industry  are: 

Ted  Cott,  general  manager,  WNBC 
and  WNBT  (TV)  New  York;  Thomas 
Luckenbill,  vice  president  in  charge  of 
radio-TV,  at  William  Esty  Co..  and 
Read  Wight,  radio-TV  director.  J.  M. 
Mathes  Inc.,  all  co-chairmen;  G.  Rich- 
ard Swift,  general  manager,  WCBS-AM- 
TV  New  York;  Carl  Haverlin.  pres- 
ident. Broadcast  Music  Inc.;  Charles 
Baltin,  vice  president,  WHOM  New 
York;  Sydney  H.  Eiges,  vice  president 
in  charge  of  press,  NBC;  George  Cran- 
dall.  director  of  press,  CBS;  Alan 
Brandt,  director  of  publicity,  WNEW 
New  York;  Betty  Forsling,  radio  editor, 
Newsweek;  Frank  Burke,  editor.  Radio 
Daily,  and  Leonard  V.  Harrison,  Com- 
munity Service  Society. 


CATHOLIC  HOUR 


NCBA  Picks  Top  Show 

THE  Catholic  Hour  (NBC),  pro- 
duced by  the  National  Council  of 
Catholic  Men,  was  selected  as  the 
top  Catholic  radio  program  in  a 
poll  taken  at  the  recent  convention 
of  the  National  Catholic  Broad- 
casters' Assn.  in  St.  Louis. 

Named  as  second  choice  by  the 
delegates  was  the  Sacred  Heart 
Hour,  produced  at  St.  Louis  U. 
(WIL)  under  the  direction  of  the 
Rev.  Eugene  Murphy  S.J.,  new 
association  president. 


WQAN-FM  Joins  RRN 

WQAN-FM  Scranton,  Pa.,  July  15 
became  the  13th  station,  and  the 
first  outside  New  York  State,  to 
join  the  Rural  Radio  (FM)  Net- 
work, according  to  Michael  R. 
Hanna,  Rural  Network  general 
manager.  Owned  and  operated  by 
the  Scranton  Times,  WQAN-FM  is 
the  seventh  newspaper-owned  FM 
outlet  to  join  RRN  in  as  many 
months,  Mr.  Hanna  stated. 


BRUCE  GEDDES  | 

UN  Engineer  Dies  Suddei  ] 


FUNERAL  SERVICES  were  h 
Tuesday  afternoon,  July  18,  at 
S.  H.  Hines  Parlors,  Washingti 
for  Bruce  Bond  Geddes,  42,  ra- 
broadcast  engineer  with  the  Ur 
Nations  and  son  of  Bond  Ge' 
executive    vice    president  of 
Radio-Television  Mfrs.  Assn. 
Geddes  died  suddenly  the  mornL. 
of  July  16  at  Great  Neck,  Long  ].:• 
land. 

Associated  with  CBS  Washu 
ton  for  many  years,  Mr.  Gedd 
who  was  born  in  Omaha,  spi 
most  of  his  life  in  the  natia 
capital  prior  to  joining  the 
engineering  staff  a  few  months  a^ai 
Before  his  CBS  association,  1 
Geddes  was  with  the  old  Atwal^gB 
Kent  Mfg.  Co.,  Philadelphia.  | 
was  a  graduate  of  Central  H) 
School,  Washington,  and  also  ,- 
tended  Maryland  U.  and  Bliss  El, 
trical  School.    He  was  married; 
1933  to  Marjorie  Cavin  Merrick^ 
Los  Angeles. 

Besides  his  parents  and  his  wii 
Mr.  Geddes  is  survived  by 
daughters.  Sue,  15,  and  Ellin,  7,  / 
of  Washington.  A  brother,  Gail- 
Geddes,  died  in  an  automobile  a% 
dent  three  years  ago. 


■  tf 
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WDNE  STUDIOS 


Open  in  Two  Communiti 

WDNE  Elkins,  W.  Va.,  licensed 
West  Virginia  Radio  Corp.,  1 
opened  studios  in  two  mounts, 
state  communities,  Parsons  a 
Philippi,  the  MBS  affiliate  has 
ported.  Studios  will  be  operal 
with  cooperation  of  local  newsi(rj[ 
pers. 

The  Philippi  studios  began  op' 
ation  fortnight  ago  with  local  co. 
munity  news,  popular  and  hillbi  ^ 
music.    Station  is  represented  [' 
Joseph  Jeffcott  and  Allan  Bym  'i 
joint   managing   directors   of  1 
Barbour  County  Publishing  Co.  1  rt 
Parsons  facilities  will  be  launch  t 
next  Monday  (July  31)  under  1 
operational  direction  of  Albert  IV; 
Clain,  owner  of  the  Tucker  Cour,i 
Newspapers. 
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FCC  Actions 

(Continued  from  page  72) 
isions  Cont.: 

ntary  acquisition  of  control  of  li- 
;ee  corp.  by  Ruth  McClung,  execu- 
of  estate  of  Hugh  McClung.  de- 
ed. 

SAJ  Grove  City,  Pa. — Granted  li- 
;e  install  new  trans. 
pKI  Alice,  Tex. — Granted  license 
nge  power,  hours  of  operation  and 
s.  location  and  install  new  trans. 
DA-N;  1070  kc,  1  kw-DA-N  unl. 
d.). 

3LPM   Suffolk,   Va. — Granted  mod. 

hse  to  change  studio  location. 

kkes  Area  Bcstg.  Co.,  Pryor,  Okla. — 
'mted  request  for  dismissal  of  appli- 

ijon  of  CP  for  FM  station. 
^:eEI  Boston,  Mass. — Granted  CP  to 
'\  old  main  trans,  at  present  location 
ihain  trans,  to  be  used  for  aux.  pur- 

es  with  power  of  5  kw  DA-DN; 
[CP  to  install  new  trans. 

lELD  EI  Dorado,  Arkansas — Grant- 

pP  to  install  new  trans,  and  make 

nge  in  ground  system. 
i'fKBH  Inc.,  Area  La  Crosse,  Wis.— 

nted  CP  new  remote  pickup  KA- 

Wlock  Bcstg.  Corp.,  Turlock,  Calif. 

"ranted  CP  new  remote  pickup  KA- 

*■  CRC  Enid,   Okla.— Granted  CP  to 
■  all  new  trans. 

■jENO  Las  Vegas,  Nev.— Granted  mod. 
I  to  .change  type  trans. 
loEL    Oelwein,    la. — Granted  mod. 
t|'  to  change  type  trans,  and  change 
dio  location. 

AHU  Walpahu,  Oahu,  T.  H.— Grant- 
mod.  CP  to  change  type  trans. 
|noR  Norfolk,  Va. — Granted  mod. 
for  extension  of  completion  date  to 
-50. 


|iy  18  Applications  .  .  . 

(i       ACCEPTED  FOR  FILING 

11 

AM— 1480  kc 
ieub  Williams  &  Sons  Inc.,  Warsaw, 
—CP  new  AM  station  1050  kc  250 
D  DA-1  AMENDED  to  request  1480 
"1500  w  unl.  DA-2. 

SSA— 690  kc 
:PET    Lamesa,    Tex. — Request  for 
'\   to   remain   on   air   4  hrs.  after 
,h-off  time  July  22  to  broadcast  state 
*3  local  election  returns. 

AM— 1460  kc 
iBET  Brockton,  Mass. — CP  AM  sta- 
1  to  change  from  990  kc  1  kw  D  to 
0  kc  1  kw  unl.  DA-N. 

Extension  of  Authority 
uBS  New  York — Request  for  exten- 
fn  of  authority  to  transmit  programs 

ICFRB  CKAC  CJAD  and  other  sta- 
hs  under  control  of  Canadian  Bcstg. 

•p.  for  period  beginning  Sept.  15. 

License  Renewal 
il'COH  Newnan,  Ga. — Request  for  li- 
ise  renewal  AM  station. 

License  for  CP 

.icense  for  CP  AM  station  to  cover 
inge  frequency,  power,  etc. :  KRGV 
slaco,  Tex.;  WNAM  Neenah,  Wis. 

Modification  of  CP 
VFMD  Frederick,  Md.— Mod.  CP  in- 
ase    power    etc.    for    extension  of 
npletion  date. 

i4od.  CP  FM  station  for  extension  of 
npletion   date:   WAGA-FM  Atlanta, 
.;  KFCA  Phoenix,  Ariz. 
liANW    Albuquerque,    N.    M. — Mod. 
to  change  ERP  to  357  w. 

APPLICATION  DISMISSED 

llV'illiam  C.  Grove,  Denver,  Col. — DIS- 
SSED  application  for  new  station  on 

kc  1  kw  SH. 
ISouthwestern  Bcstg.  Co.,  Yuma,  Ariiz. 
DISMISSED  application  for  new  sta- 
'n  on  1240  kc  250  w  unl. 


ly  19  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
IRMG   Tulsa,   Okla.— Granted  peti- 


11 


SEPH  HERSHeV'mcGILLVRA,  INC., 

366  Madison  Avenue,  New  York 
Murray  Hill  2-8755 


FCC  roundup 

New  Grants,  Transfers,  Changes,  Applications 


^COte  SUMMARY  TO  JULY  20 

Summary  of  Authorizations,  Stations  On  the  Air,  Applications 

Appli- 

Total  Cond'l     cations  In 

Class  On  Air    Licensed      CPs        Grants    Pending  Hearing 

AM  stations    2,146  2,123  179  290  260 

FM    stations    693  500  226  3*  18  13 

TV  stations    106  47  b2  353  182 

*Two  on  the  air. 

CALL  ASSIGNMENTS:  KBLI  Blackfoot,  Ida.  (Blackfoot  Bcstg.  Co.,  1490  kc,  250 
w  unlimited);  KCRE  Crescent  City,  Calif.  (Del  Norte  Bcstg.  Co.,  1400  kc,  250  w 
unlimited);  KEFM  Inglewood,  Calif.  (Centinela  Valley  Bcstg.  Co.  (92.7  mc)  Chan. 
224);  KETR  Whittier,  Calif.  (Whittier  Bcstg.  Co.,  (95.9  mc)  Chan.  240);  KLWN 
Lawrence,  Kan.  (Lawrence  Bcstg.  Co.,  1320  kc,  500  w  day);  KNBR  North  Platte, 
Neb.  (John  Townsend,  1280  kc,  1  kw  day);  KSJW  Alhambra,  Calif.  (Alhambra 
Bcstrs.  Inc.  (107.1  mc)  Chan.  296);  WKRC-FM  Cincinnati,  changed  from  WCTS 
(Radio  Cincinnati  Inc.);  WOPA-FM  Oak  Park,  111.  changed  from  WNOI  (Village 
Bcstg.  Co.);  WPEO  Peoria,  111.  changed  from  WMMJ  (WPEO  Inc.);  WOPA  Oak 
Park,  111.  changed  from  WEBS  (Village  Bcstg.  Co.);  WPJM  West  Bend,  Wis.  (West 
Bend  Bcstg.  Co.,  1470  kc,  500  w  day);  WRIC  Richlands,  Va.  (Clinch  Valley  Bcstg. 
Co.,  1050  kc,  1  kw  day). 

*     *  * 

finrlee^h   Arl-innc  tion  cost  $21,015.  Principals  in  corpora- 

i^o^ti^iiv  Mcriun»  .  .  .  ^^^^^   include:   Ralph    G.    Tanner  Sr., 

Txrii-iAT     r»irrTCTr»M  radio    engineer    and    station  manager 

INillAL    DbClhlON  WINZ,  30%;  Ralph  Tanner  Jr.,  student, 

Patchogue  Bcstg.  Co.,  and  Mid-Island  20%;  Robert  A.  Massey,  employe  WINZ, 

Radio    Inc.,    Patchogue,    N.    Y.— An-  20%;  Richard  Northey,  employe  WFTL 

nounced  initial  decision  by  examiner  Fort  Lauderdale,  20%,  Clyde  H.  Whaley, 

Hugh  B.  Hutchison  to  grant  application  geologist,  10%.  Filed  July  18. 

of  Patchogue  Bcstg.  Co.,  for  new  sta-  Alturas,    Calif. — Conr    Inc.,    570  kc, 

tion  on  1580  kc,  250  w  day,  conditions  i  kw  day.  Estimated  construction  cost 

and  to  deny  application  of  Mid-Island  $36,197.   Principals   in   corporation  in- 

Radio    Inc.,    for    same    facilities    at  elude:    Chester    J.    Stuart,  director, 

Patchogue.  See  story  this  issue.  Deci-  stockholder  and  chief  engineer  KRCO 

sion  July  18.  Prineville,  Ore.,  to  May  1950,  president 

25%;    Philip    N.    Good,  engineer-an- 

New  Applications  .  .  .  S"""*^^""'.  ^'•^•^  ^n^/^^  Phyllis 

'^'^  B.  Stuart,  secretary  25%;  Margaret  A. 

aivT    aoDT  Tr'STTrtxrc  Good,  co-owner  20  acres  berry  farms, 

Aivi  Ai'i'i.ic/i.iiur<i&  treasurer  25%.  Filed  July  20. 

Lawrencebiirg,    Tenn.    —   Aaron  B.  Ridgecrest,    Calif.    —   Indian  Wells 

Robinson  '  tr/as    Lawrenceburg    Bcstg.  Bcstg.   Co.,  1240  kc,  250  w  unlimited. 

Co.,  580  kc,  1  kw  day.  Estimated  con-  Construction  cost  $8,092.50.  Principals 

struction   cost  $19,650.   Mr.   Robinson,  include:  Benjamin  L.  Bell,  electronics 

individual  applicant.  Is  majority  stock-  technician,  China  Lake  Naval  ordnance 

holder  and  president  WDXI  Jackson,  test  station;  Frederick  Feincrest,  elec- 

Tenn.,   secretary-treasurer  and  stock-  tronics  engineer  China  Lake;  Harold 

holder  WENK  Union  City,  owner  550  L.  Arment,  Gates  Radio  Co.,  sales  engi- 

sh.  WCMA  Corinth,  Miss.  Filed  July  18.  neer.   All  have  33%%   interest.  Filed 

Hollywood,  Fla. — Circle  Bcstg.  Corp.,  July  18. 

1260  kc,  1  kw  day.  Estimated  construe-  Fargo,   N.    D. — Radio   Dacotah  Inc., 


tion  requesting  enlargement  of  issues 
in  re  application  now  scheduled  for 
hearing  on  July  21,  to  include  issue 
relating  to  present  and  proposed  cover- 
age and  other  services  available  thereto. 

July  20  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1460  kc 
Earle  Harold  Munn  Jr.,  and  Charlene 
Ella  Bronson  Munn,  Sturgis,  Mich. — 
CP  new  AM  station  1460  kc  500  w  D 
AMENDED  to  change  name  to  Southern 
Mich.  Bcstrs. 

License  for  CP 
KCSU  Provo,  Utah— License  for  CP 
to  change  frequency. 

License  Renewal 
WBSC  Bennettsville,  S.  C— Request 


for  license  renewal  AM  station. 
Modification  of  CP 
WFCB  Dunkirk,  N.  Y.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

License  Renewal 
KTOY  Tacoma,   Wash.— Request  for 
license  renewal  noncommercial  educa- 
tional FM  station. 

Modification  of  CP 
WAGA-TV    Atlanta,    Ga.— Mod.  CP 
new  commercial  TV  station  for  exten- 
sion of  completion  date. 

TENDERED  FOR  FILING 
AM— 960  kc 
WFTC  Kinston,  N.  C— CP  to  change 
from  1230  kc  250  w  unl.  to  960  kc  1  kw 
unl.  DA-N.. 


THE  ONLY  STATION 
THAT  ACTUALLY  DELIVERSi 


T 

1 

new 


COUERRGE 

In  the  Nation's 
Fastest  Growing 
Market 

PORTLAHD 
OREGON 


AFFILIATED  WITH  NBC 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 


1280  kc,  1  kw  unlimited,  directional 
night.  Principals  include:  E.  H.  Gilbert- 
son,  30.0%;  S.  W.  Corwin,  67.1%;  W.  W. 
and  C.  H.  Corwin,  sons  of  S.  W.  Corwin, 
each  .4%  and  Jens  Paulsen  2.1%.  Mr. 
Gilbertson  and  Mr.  Corwin  were  stock- 
holders in  KVNJ-AM-FM  and  Mr. 
Corwin  has  purchased  all  assets  of  that 
station  for  $125,000.  This  equipment  to 
be  used  in  proposed  operation.  Filed 
July  18. 

FM  APPLICATION 

Panama  City,  Fla. — Panama  City 
Bcstg.  Co.,  new  Class  B  FM  station, 
Chan.  255  (98.9  mc)  ERP  8.21  kw. 
Panama  City  Bcstg.  is  licensee  of 
WDLP  AM  outlet  there.  It  is  planned 
to  use  the  equipment  of  WCOA-FM 
Pensacola,  engineering  and  miscellane- 
ous expenses  estimated  at  $3,500.  Filed 
July  18. 

TRANSFER  REQUESTS 

WGVM  Greenville,  Miss. — Assignment 
of  license  from  David  M.  Segal  tr/as 
Cotton  Belt  Bcstg.  Co.,  licensee,  to  new 
corporation  Cotton  Belt  Bcstg.  Corp. 
Principals  include:  David  M.  Segal,  who 
will  retain  51%  interest,  Edward  Codel, 
461/^%,  and  Freida  F.  Segal,  214%,. 
WGVM  is  assigned  1  kw  day  on  1260  kc. 
Filed  July  13. 

KMCM  McMinnville,  Ore. — Assign- 
ment of  license  from  Yamhill  Bcstrs., 
licensee,  to  Yamhill  Bcstrs.  Inc.,  new 
corporation  composed  of  Jack  B.  and 
Philip  N.  Bladine,  original  partners, 
and  Gayle  Hunter  Bladine  and  Mar- 
garet G.  Bladine.  Each  will  have  a 
25%  interest.  KMCM  is  assigned  1  kw 
unlimited  on  1260  kc,  directional  night. 
Filed  July  18. 

WTYC  Rock  Hill,  S.  C— Transfer  of 
50%  of  stock  in  Tri-County  Bcstg.  Co., 
licensee,  from  O.  Frank  Thornton  to 
W.  G.  Reid,  Mrs.  Bethia  Reid  and 
George  Cobb  for  $12,000.  Mr.  Reid  pre- 
viously held  50%,  and  acquires  120 
additional  shares,  Mrs.  Reid  acquires 
15  sh.  and  George  Cobb,  station  man- 
ager acquires  15  sh.  WTYC  is  as- 
signed 1  kw  day  on  1340  kc.  Filed  July 

KTFY  Brownfield,  Tex. — Assignment 
of  license  from  Sterling  Jake  Parrish, 
Mike  Allen  Barrett  and  Esther  Con- 
stance Parmelee,  d/b  as  Terry  County 
Bcstg.    Co.,    licensee,   to    Mike  Allen 

(Continued  on  page  80) 
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More  on  Tusion' 

EDITOR,  Broadcasting: 

...  I  believe  this  [Radio-TV 
Fusion]  is  one  of  your  greatest 
services  to  the  industry  and  I  hope 
you  keep  it  hot  until  something 
happens. 

Awfrey  Quincy 
Somewhere  in  the  U.S.A. 

EDITOR,  Broadcasting: 

Your  confusing  editorial  on  con- 
fusion versus  fusion  haunts  me. 
I  am  glad  you  wrote  it  so  that 
broadcasters  will  take  the  matter 
seriously,  give  it  real  thought  and 
eventually  come  up  with  the  an- 
swer. I  don't  think  you  have  the 
answer — I  know  I  don't  have  it  but 
you've  got  me  working  on  the  prob- 
lem. I  am  digging  into  my  experi- 
ences in  the  electrical  industry 
when  I  was  an  editor  and  publisher 
and  we  had  similar  problems  with 
the  Public  Utilities  in  the  focal 
point. 

As  a  part  of  that  industry  there 
were  manufacturers,  wholesalers, 
dealers,  publishers  and  Public  Serv- 
ice Commissions.  We  faced  the 
same  problems.  Later  I  found  sim- 
ilar problems  in  the  field  of  adver- 
tising. Perhaps  the  review  I  am 
making  of  other  industries  will  help 

FCC  Roundup 

(Continued  from  page  79) 

Barrett,  individual,  for  $6,670.  Other 
partners  are  too  far  removed  from 
station  to  attend  properly  to  business 
of  operation.  KTFY  is  assigned  1050  kc, 
250  w  day.  Filed  July  18. 

KMMO  Marshall,  Mo.— Assignment  of 
license  from  Harold  T.  Fisher  and  Carl 
T.  Fisher  d/b  as  Missouri  Valley  Bcstg. 
Co.,  licensee,  to  William  Courtney 
Evans.  Consideration  $42,500.  Mr.  Evans 
was  formerly  owner  of  WDOV  Dover, 
Del.  Illness  of  the  wife  of  Harold 
Fisher  makes  transfer  desirable.  KMMO 
is  assigned  1300  kc,  500  w  day.  Filed 
July  20. 

WGTR  Worcester,  Mass. — Assignment 
of  license  from  Eastern  Bcste.  Corp., 
licenseee,  to  The  Yankee  Network  Inc. 
WGTR  rem_ained  Eastern  Bcstg.  Corp., 
because  of  agreement  with  Interna- 
tional Brotherhood  of  Electrical  Work- 
ers, which  required  station  be  removed 
from  bargaining  unit  applying  to  bal- 
ance of  Yankee  Network.  Agreement 
no  longer  exists.  Yankee  Network  ad- 
vanced Eastern  $119,067.19.  Considera- 
tion is  book  value  of  station  or  $54,- 
7'!.'>.35.  WGTR  is  assigned  Chan.  256, 
ERP  ?0  kw.  Filed  July  1?. 

WVOT  Wilson,  N.  C— Acquisition  of 
control  of  Wilson  Radio  Co.  Inc.,  li- 
censee, by  H.  W.  Anderson,  through 
purchase  of  152  sh.  of  stock  from  C.  E. 
Lpoper  for  $7,500.  ^"VOT  is  assigned 
1420  kc,  1  kw  day.  Filed  July  12. 
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open  mike 


our  approach  to  our  own  confusion 
to  which  you  often  add  your  share. 

So  perhaps  I'll  be  writing  you 
again  in  the  near  future.  But 
please  do  more  than  toss  out  a  hot 
potato,  give  out  with  some  prac- 
tical ideas  and  do  your  bit  toward 
showing  how  to  solve  some  of  our 
problems.  But  get  out  of  your 
ivory  tower  in  Washington,  do  some 
visiting  away  from  broadcasters' 
meetings. 

Your  reference  to  battling  wind- 
mills at  recent  board  meeting  is 
hardly  justified.  I  have  just  read 
the  minutes  of  the  meeting,  much 
was  accomplished  and  the  many 
new  members  really  took  hold.  If 
we  were  battling  a  few  windmills 
they  were  placed  there  and  put  in 
motion  by  a  few  well-meaning 
editors. 

See  you  in  Washington  .  .  .  when 
I  go  to  the  special  BAB  Committee 
meeting.  I'll  sit  at  your  feet  while 
you  show  me  how  to  solve  that 
simple  problem. 

Keep  up  the  gOod  work! 

Edgar  Kobo.k 

Consultant,  New  York 

WTWA  Thomson,  Ga. 

Member  NAB  Board 

[EDITOR'S  NOTE:  We  submit  that 
BROADCASTING  executives  and  staff- 
ers have  attended  more  district  meet- 
ings and  state  meetings  of  broadcasters, 
telecasters,  advertisers  and  agencies; 
talked  with  more  of  them,  of  all  species 
and  shades,  in  and  out  of  ivory  towers, 
than  all  other  publications  combined.] 

EDITOR,  Broadcasting: 

After  reading  and  rereading 
your  lively  editorial  on  radio-tele- 
vision fusion,  I  find  myself  in  ac- 
cord Avith  certain  portions  of  it 
and  in  decided  disagreement  with 
others.  I  can  certainly  agree,  for 
example,  that  there  is  such  a  com- 
munity of  interest  between  radio 
and  television  that  it  would  be  to 
the  distinct  mutual  benefit  of  the 
operators  in  both  media  to  "unite 
under  a  single  banner  ...  to  pre- 
serve the  American  System."  I 
cannot  readily  follow  your  argu- 
ment, however,  that  the  manufac- 
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turers  of  radio  and  TV  equipment 
belong  in  the  same  camp. 

Admittedly,  the  manufacturers 
of  radio  and  television  equipment 
have  a  very  basic  interest  in  the 
preservation  of  the  American  Sys- 
tem of  air  communication.  Rela- 
tionships not  dissimilar  to  that 
between  operators  and  equipment 
manufacturers  form  the  whole  pat- 
tern and  fabric  of  our  economic 
structure.  So  far  as  I  know,  how- 
ever, there  has  been  no  lack  of 
cooperation  between  the  broad- 
caster-telecaster  group  and  the 
manufacturers  which  could  be  at 
all  alleviated  by  their  integration 
in  a  single  association.  There  is 
nothing  which  prevents  their  pres- 
ently acting  in  unison  in  any  in- 
stance where  there  is  sufficient  mu- 
tuality of  interest.  .  .  . 

How  the  internal  headaches  of 
either  the  broadcasters  or  manu- 
facturers would  be  assuaged  by  the 
proposed  amalgamation  is  difficult 
for  me  to  see.  I  am  inclined  to 
think  that  the  procedure  you  rec- 
ommend might  result  in  fission 
rather  than  fusion. 

Our  present  association  difficul- 
ties, which  I  honestly  believe  are 
less  grim  than  you  paint  them, 
arise,  in  my  opinion,  from  the  fact 
that  the  diversified  membership  of 
NAB  has  put  pressure  on  the  as- 
sociation to  be  all  things  to  all 
people.  In  response  to  the  demands 
of  various  segments  of  the  indus- 
try, the  association  has  departed 
to  some  extent  from  the  normal 
functions  of  a  trade  association  in 
order  to  perform  special  services. 

I  agree  with  you  that  those  spe- 
cial services,  provided  by  BAB  and 
others,  should  be  put  upon  a  "pay 
as  they  use"  basis,  and  the  asso- 
ciation should  devote  its  resources 
and  energies  to  the  prosecution  of 
the  primary  functions  of  a  trade 
association  —  the  maintenance  of 
sound  government  and  public  rela- 
tions, and  the  overall  promotion 
and  defense  of  the  media  it  rep- 
resents. 

If  properly  engaged  in  this  re- 
spect, I  believe  the  association  can 
adequately  and  usefully  represent 
AM,  FM  and  television  on  that 
broad  common  ground  of  preser- 
vation  of  the   American  System, 
without    concerning    itself  with 
problems  of  competitive  interests 
or  diff'erences  among  them  which 
would    embarrass   the  association 
or  any  element  of  its  membership. 
Robert  D.  Sivezey 
WDSU  New  Orleans 
Member  NAB  Board 


NETWORK  NEWS  MAN 

Sober,  family  man,  presently  employed, 
relocating.  Desires  permanent  affilia- 
tion with  northeastern  station.  Finest 
references. 

BOX  877F,  BROADCASTING 


ANTENNA  SITES  i 

CAA  Endorses  FCC  Proposd 


DEPUTY   Civil   Aeronautics  A(i 
ministrator  F.  B.  Lee  last  week  to) 
FCC  that  CAA  endorsed  the  Coi> 
mission's  proposed   new  antenns  [  j 
site  standards  and  suggested  onl 
"minor    editorial  comments" 
garding  the  rules  [Broadcast! 
May  29,  July  10].  The  deadline  !(: 
filing  comments  in  the  proceeding 
was  last  Monday. 

Although  the  majority  of  con 
ments  on  FCC's  proposed  new  Pai 
17  of  its  rules  had  been  filed  a  f or  :^ 
night  ago,  additional  briefs  wei 
received  from  Port  of  New  Yoi 
Authority,  Wind  Turbine  Co.,  We'.  ' 
Chester,  Pa.,  and  Midland  Broa(  • 
casting  Co.,  licensee  of  KMBC  Kai-  r 
sas  City  and  TV  applicant  ther 
FCC's  new  rules  seek  to  minimiz  i'- 
procedure  for  obtaining  CAA  a) 
proval  to  tower  sites  by  establisl' 
ing  standards  under  which  towei  - 
can  be  judged  in  relation  to  air  na-*  rr^ 
igation  problems.  ■  ■'■ 

Mr.  Lee's  brief  letter  said  "CA' 
urges  adoption  of  the  new  Part  f^' 
as  a  progressive  step  toward  tl'  ^' 
achievement  of  safety  to  air  nav 
gation  and  toward  the  facilitatic^r^ 
of  selection  and  approval  of  radiiT-: 
tower  sites."    He  added  that  CA.tr 
"wished  to  emphasize"  its  desiif'' 
to    provide    technical  assistancP 
through  CAA  field  offices  to  rad^ 
tower  applicants  "concerning  th^ 
aeronautical  aspects  of  their  pre. 
posed  radio  tower  sites." 

.A^mong  C.\A's  editorial  comments  w: 
the  sugeertion  to  specify  antennas  ui 
der  certain  conditions  "will  be  deeme 
not  to  involve  an  obiectionable  hazai 
to  air  navigation"  rather  than  the  pre 
ent  wording  "will  be  deemed  not  1 
involve  a  hazard  .  .  .". 

KMBC  urged  FCC  not  to  adopt  i 
proposed  rules  except  as  they  relate  1 
tower  marking  and  lighting  since  the 
"appear  to  preclude  the  larger  at 
more  effective  use  of  radio  and  telev 
sion  in  the  public  interest."  Since  tl 
Communications  Act  specifies  authorit 
to  FCC  to  require  tower  marking  ar 
lighting  only  where  possible  air  mena( 
is  involved,  KMBC  asserted,  the  pr( 
posed  rules  "exceed  the  authority"  r 
the  act  in  that  they  purport  to  delegai 
to  agencies  outside  of  FCC  the  "autho 
ity  to  make  determinations  affectir 
final  adjudication  of  applications." 

Wind  Turbine  Co.,  while  expressir 
general  approval  of  the  rules,  suggests 
lighting  be  on  top  of  antenna  structure 
rather  than  the  antenna  itself.  Difll 
culty  especially  with  UHF  and  VHF  T: 
antennas  was  indicated. 

Port  of  New  York  Authority  also  fa^ 
ored  the  proposed  rules  offering  mine 
changes  to  clarify  definitions  and  oth<  . 
points. 


KMMO  Is  Sold 

KMMO  Marshall.  Mo.,  has  bee 
sold  by  Carl  and  Harold  Fisher  t 
W.  C.  Evans,  former  owner  c 
WDOV  Dover,  Del.,  subject  1 
FCC  approval.  Price  is  $42,50( 
KMMO  is  on  1300  kc  with  500  ' 
daytime.  Sale  was  handled  b 
Blackburn-Hamilton  Co. 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE- 


Ccntoct 
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Johnson  Urges  Action 

UNITED  EFFORT  to  seek  a 
lition  to  FM's  problems  and  to 
ivt  its  future  was  suggested  by 
h.  Ed  C.  Johnson  (D-Col.l,  chair- 
j(n  of  the  Senate  Interstate  and 
jreign  Commerce  Committee,  in  a 
'■'fer  released  last  week. 
The  letter  gave  indication  of  in- 
casing activity  in  behalf  of  FM, 
k'ticularly  with  respect  to  instal- 
jion  of  FM  tuners  in  all  tele- 
'laion  sets, 
ft  was  written  to  Irving  R.  Mei'- 
;t,  director  of  the  U.  of  South 
Ikota's  KUSD  Vermillion,  S.  D., 
j!o  had  raised  the  question  in  a 
fter  to  Sen.  Johnson. 
i$en.  Johnson  said  he  knew  of  no 
leral  agency  having  authority  "to 
juire  manufacturers  to  install 
ijS'  particular  device,"  but  ob- 
■tved : 

't  seems  to  me  that  if  everybody 
erested  in  FM  could  and  would  get 
tether  and  have  a  frank  and  full 
Icussion  of  their  problems  and  the 
ure  of  FM  and  come  up  with  some 
^icrete  and  specific  policies  which 
Present  a  consensus  of  views,  there 
uld  be  a  good  chance  of  having  such 
"\vs  implemented  to  the  extent  that 
'V  can  be  by  the  authority  of  the 
-'mmission  [FCC]. 
>roreover,    even    if    their  imple- 
Jitation  were  not  within  the  orbit 
administrative    action,    it  would 
m  likely  that  they  would  get  a  re- 
■ctfnl  hearing  if  they  did,  in  fact, 
iresent  the  united  position  of  all 
jo  are  interested  in  the  future  of 

iReferring  to  the  installation  of 
'VI  tuners  in  TV  i-eceivers,  he  said 
had  "taken  an  interest  in  this 
Dblem"  and  that  "  in  recent  days 
;  matter  has  ae-ain  been  called  to 
attention  by  Mr.  Hull  [Richard 
'  Hull,  president]  of  the  National 
;sn.  of  Educational  Broadcasters, 
id  Morris  Novik  of  New  York 
i-esident  of  WLIB]." 
He  also  noted  that  he  had  re- 
vived a  letter  from  the  SMA  Co., 
jicago,   saying  that   "this  firm 
.nufactures    a   tuner   which  is 
ced  within  the  $3  to  $5  estimate 
ide  by  NAB  President  [Justin] 
nier,  and  that  they  install  such  a 
,-ier  in  their  own  TV  sets." 
:  'It  seems  to  me  that  data  of  that 
*-t  miffht  be  helpful  in  your  cam- 
iign,"  Sen.  Johnson  declared. 
iHe  said  it  was  his  understanding 
at  about  40  9f  of  television  sets 
lude  FM  tuners. 


Crisler  Cites  Growing  Profits  of  FM  Outlets 


PTR  Albany,  N.  Y.,  has  received 
•tificate  of  appreciation  from  U.  S. 
pt.  of  Defense  for  cooperation  with 
•vice  recruiting  programs. 


RCA  INSTITUTES,  INC. 


One  of  the  leading  and 
oldest  schools  of  Radio 
Technology  In  America,  offers  its 
trained  Radio  and  Television  tech- 
nicians to  the  Broadcasting  In- 
dustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES,  INC. 
A  Service  of  Radio  Corporation 
of  America 
350  W.  4th  St.,  New  York  14,  N.  T. 


SOME  FM  stations  affiliated  with 
Transit  Radio  Inc.,  Cincinnati,  cur- 
rently are  turning  out  a  profit  and 
others  "are  close  to  it,"  R.  C.  (Dick) 
Crisler,  president  of  Transit  Ra- 
dio Inc.,  has  revealed. 

He  made  that  observation  during 
the  firm's  second  anniversary  week 
July  10-17,  recalling  advent  of  the 
service  July  10,  1948,  in  Covington, 
Ky.,  and  adjoining  areas.  One 
hundred  receiving  sets  were  origi- 
nally installed  by  the  Cincinnati, 
Newport  and  Covington  Railway. 

Reviewing  TR's  accomplish- 
ments, Mr.  Crisler  said  national 
sales  are  running  in  excess  of 
$14,000— about  10  times  that  of  a 
year  ago — and  predicted  billings 
would  triple  current  figures  by  this 
December. 

Twenty-one  transit  firms  now  are 
under  contract  to  local  stations, 
who  are  represented  by  Transit 
Radio  Inc.,  Mr.  Crisler  added.  By 
September  the  number  of  radio- 
equipped  vehicles  will  be  in  excess 
of  4,500,  he  estimated. 

With  respect  to  transit  FM  reve- 
nue, he  pointed  out  that  all  transit 
companies,  with  one  exception,  also 
are  reaping  a  profit,  though  origi- 
nal expectations  for  immediate  suc- 
cessful operation  were  not  realized 
without .  "experience,  hard  selling 
and  education." 

Cites  Policy  Change 

On  the  phases  of  public  accep- 
tance, Mr.  Crisler  noted  that  the 
St.  Louis  Post-Dispatch,  which 
had  editorialized  against  music- 
equipped  vehicles,  had  withdrawn 
its  opposition  in  the  face  of  a 
riders'  poll  overwhelming  favorable 
to  the  service. 

On  the  legal  front,  he  felt  that, 
notwithstanding  petitions  pending 
against  Transit  Radio  before  FCC, 
the  service  is  "on  firm  ground  and 
these  petitions  are  not  regarded  as 
a  serious  threat  to  the  business." 

Comparing  TR  to  television,  Mr. 
Crisler  said  transit  music  "cannot 
be  affected"  because  "its  impact  is 
established,  it  delivers  a  certain, 
counted  guaranteed  audience  and 
its  cost  per  thousand  is  low."  A 
study  of  transit  radio's  effective- 
ness as  an  advertising  medium  has 
been  distributed  to  advertisers  and 
agencies,  he  added. 

Transit  FM's  accomplishments 
were  explored  by  the  board  of  di- 


SALESMAN 

Leading  New  York  independent  is 
looking  for  a  real  producer  with 
a  proven  record  of  sales.  A  man 
who  is  now  doing  well,  (possibly 
outside  of  New  York),  but  would 
like  to  do  better.  We  want  a  man 
who  believes  in  radio  and  believes 
in  himself.  Salary  and  bonus. 

BOX  878F. 
BROADCASTING 


rectors  of  Transit  Radio  Inc.,  at  its 
quarterly  meeting  July  11. 

Frank  E.  Pellegrin,  vice  presi- 
dent in  charge  of  sales,  reported 
eight  new  national  accounts,  bring- 
ing the  total  to  246. 

Presiding  at  the  meeting,  held 
at  Burlington,  Ky.,  was  Hulbert 
Taft  Jr.,  chairman  of  the  TR 
board.  Others  present  were  C.  L. 
(Chet)  Thomas,  KXOK  St.  Louis; 
William  M.  O'Neil,  WJW  Cleve- 
land; Ben  Strouse,  WWDC  Wash- 
ington; Edgar  Kobak,  radio  con- 
sultant, and  David  G.  Gamble,  of 
Taft,  Stettinius  &  Hollister. 


RECORDING  FEES 

Rep.  Klein  Plans  Legislation 

REP.  ARTHUR  G.  KLEIN  (D- 
N.  Y.)  is  waiting  for  additional 
information  from  the  American 
Federation  of  Musicians  before 
drafting  a  bill  which  would  provide 
for  a  talent  charge  to  broadcasters 
for  use  of  recordings,  his  office  dis- 
closed last  week. 

The  proposal,  which  would  amend 
the  Copyright  Act  to  grant  per- 
forming rights  to  musicians,  also 
would  include  a  provision  to  give 
talent  fees  to  musicians  from  re- 
cordings broadcast.  This  was  the 
issue  about  which  AFM  Presi- 
dent James  C.  Petrillo  waged  a 
furious  campaign  in  1948.  The  Con- 
gressman's office  has  been  in  con- 
tact with  Oliver  Sabin,  a  New  York 
lawyer  practicing  in  the  music  and 
recording  business  and  one  of  the 
founders  of  Music  Craft  Records. 

Mr.  Sabin,  who  has  no  affiliation 
with  AFM,  told  Broadcasting  last 
week  that  he  had  proposed  to  Rep. 
Klein  a  hearing  by  a  government 
agency  or  Congressional  committee, 
which  would  be  open  to  all  facets 
of  the  music  industry  and  others 
concerned  with  such  a  measure,  to 
work  out  a  bill  "that  would  be  fair 
to  all."  He  said  the  Copyright  Act 
was  enacted  in  1909  before  the  ad- 
vent of  radio,  movies,  TV  and  or- 


POPULATION  UP 

Preliminary  Totals  Issued 

POPULATION  of  the  four  East 
South  Central  states — Kentucky, 
Tennessee,  Alabama  and  Missis- 
sippi— increased  about  6.1%  be- 
tween 1940  and  1950,  according  to 
a  summary  of  preliminary  totals 
reported  last  week  by  the  Census 
Bureau. 

In  the  same  period  the  population 
of  the  South  Atlantic  states — Del- 
aware, District  of  Columbia,  Flo- 
rida, Georgia,  Maryland,  North 
Carolina,  South  Carolina,  Virginia 
and  West  Virginia — increased  by 
about  17.79f. 

The  numerical  gain  for  the  East 
South  Central  states  was  658,139, 
increasing  from  10,778,225  in  1940 
to  11,436,364  in  1950.  In  the  South 
Atlantic  states  the  combined  num- 
erical gain  was  reported  at  3,149,- 
643  from  17,823,151  in  1940  to 
20,972,794  in  1950. 

In  the  East  South  Central  states 
the  preliminary  population  totals 
for  1950  and  1940,  respectively, 
were  reported  as:  Alabama,  3,052,- 
395  from  2,832,961;  Kentucky, 
2,931,588  from  2,845,627;  Missis- 
sippi, 2,171,806  from  2,183,796; 
Tennessee,  3,280,575  from  2,915,- 
841. 

For  the  South  Atlantic  states, 
preliminary  population  totals  were 
reported  for  1950  and  1940,  respec- 
tively, as:  Delaware,  316,709  from 
266,505;  District  of  Columbia, 
792,234  from  663,091;  Florida, 
2,734,086  from  1,897,414,  Georgia, 
3,418,120  from  3,123,723;  Mary- 
land, 2,322,657  from  1,821,244; 
North  Carolina,  4,034,858  from 
3,571,623;  South  Carolina,  2,107,813 
from  1,899,804;  Virginia,  3,247,781 
from  2,677,773;  West  Virginia, 
1,998,536  from  1,901,974. 


ganizations  which  have  a  special  in- 
terest such  as  ASCAP,  AFM  and 
others.  As  the  law  now  reads,  he 
explained,  "a  musician  has  no  con- 
trol over  music  once  recorded." 

Rep.  Klein's  office  said  the  pres- 
sure of  business  in  the  House  Judic- 
iary Committee,  to  which  such  a 
measure  would  be  referred,  has 
been  the  prime  stumbling  block  for 
getting  action  on  a  bill. 
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Another  BMI  "Pin  f/p"  Hit— Published  by  Duchess 

TELL  HER  YOU  LOVE  HER 

On  Records:  Vaughn  Monroe-Vic.  20-3773; 
Rosalie  Allen-Elton  Britt-Vic.  21-0312;  Lulu- 
belle  &  Scotty_Lon.  16024;  Alan  Roberts- 
Dolly  Darr— Abbey  15002;  Connie  Russell-Jack 
Haskell— Dec.  27062. 

On  Transcription:  Lenny  Herman  -  Lang- 
Worth;  David  Street — Standard. 
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REPORT  ON  19  STATES 
GIVEN  BY  CENSUS  BUREAU 

PRELIMINARY  1950  population  figures  for 
three  areas,  covering  19  states,  released  by 
Bureau  of  Census  Friday  and  Saturday 
(early  story  page  81). 

East  North  Central  states  gained  about 
IS.T^f  in  population  between  1940  and  1950. 
Preliminary  1950  population  and  1940  popula- 
tion respectively  are:  Illinois,  8,696,490  from 
7,897,241;  Indiana,  3,917,904  from  3,427,796; 
Ohio,  7,901,791  from  6,907,612;  Michigan, 
6,334,172  from  5,256,106;  Wisconsin,  3,417,372 
from  3,137,587. 

Middle  Atlantic  states  reported  8.9%  gain. 
Preliminary  1950  and  1940  population  respec- 
tively: New  Jersey,  4,821,714  from  4,160,165; 
New  York,  14,743,210  from  13,479,142;  Penn- 
sylvania, 10,435,965  from  9,900,180. 

Gain  for  West  Central  states  shown  as  7.4%. 
Preliminary  1950  and  1940  population  respec- 
tively: Arkansas,  1,900,246  from  1,949,387; 
Iowa,  2,609,748  from  2,538,268;  Kansas,  1,898,- 
519  from  1,801,028;  Louisiana,  2,669,043  from 
2,363,880;  Minnesota,  2,967,210  from  2,792,- 
300;  Missouri,  3,924,220  from  3,784,664; 
Nebraska,  1,308,394  from  1,315,834;  North 
Dakota,  616,185  from  641,935;  Oklahoma, 
2,330,253  from  2,336,434;  South  Dakota,  650,- 
025  from  642,961;  Texas,  7,677,060  from 
6,414,824. 

SOMSON  TO  ST.  LOUIS  GROUP 

BERT  SOMSON,  former  national  representa- 
tive for  Frederic  W.  Ziv  Co.,  St.  Louis,  named 
general  manager  of  Greater  St.  Louis  Broad- 
casting System  Inc.,  comprising  St.  Louis 
independent  stations  KSTL  KXLW  WEW 
plus  WTMV  East  St.  Louis.  William  Ware 
is  president  of  group. 

JENNINGS  PIERCE  resigns  as  NBC  West- 
ern Division  manager  of  station  relations, 
public  affairs,  education,  and  guest  relations 
to  join  KMED  Medford,  Ore.,  as  general 
manager  effective  Aug.  1,  it  was  announced  by 
Sidney  N.  Strotz,  vice  president  of  Western 
Division. 


FCC  CLEARS  CBS 

ON  TWO  COMPLAINTS 

TWO  COMPLAINTS  against  CBS  dismissed 
by  FCC  Friday,  including  petition  by  Paul 
E.  Fitzpatrick,  chairman  of  Democratic  State 
Committee  of  New  York,  and  American 
Council  of  Christian  Churches.  FCC  found 
no  cause  for  hearings  on  alleged  program 
time  abuses. 

Democratic  complaint  hit  CBS'  refusal  of 
time  to  answer  report  to  people  by  Gov. 
Thomas  E.  Dewey  May  2  last  year.  Dem- 
ocrats claimed  talk  was  political  [Broad- 
casting, May  23,  1949].  FCC  said  it  "recog- 
nizes that  public  officials  may  be  permitted  to 
utilize  radio  facilities  to  report  on  their 
stewardship  and  that  the  mere  claim  that  the 
subject  is  political  does  not  automatically 
require  that  the  opposite  political  party  be 
given  equal  facilities  for  a  reply."  It  noted, 
however,  "so-called  reports  .  .  .  may  con- 
stitute attacks  on  the  opposite  political  party" 
or  contain  controversial  matter.  Citing  its 
report  on  station  editorialization,  FCC  in- 
dicated there  can  be  no  "all-embracing  for- 
mula" and  licensees  in  each  instance  must  use 
best  judgement. 

ACCC,  Fundamentalist  group,  charged 
CBS  and  its  WCBS  New  York  with  censorship 
and  discrimination  in  handling  of  religious 
programs  [Broadcasting,  Oct  24,  1949]. 

DUMONT  SIGNS  ROGERS 

BUDDY  ROGERS  signs  exclusive  nighttime 
contract  with  DuMont  TV  Network  for  one- 
hour  show  beginning  in  early  September.  Mai 
Boyd,  Mr.  Rogers'  personal  manager,  signed  as 
assistant  producer. 

POSSIBLE  broadening  of  FCC  rules  pertain- 
ing to  broadcasts  by  candidates  for  public 
office  seen  in  Commission  action  Friday  setting 
Aug.  21  as  deadline  for  comments  on  rule- 
making hearing  proposed  by  Westinghouse 
Radio  Stations  Inc.  WRS  urged  rules  specify 
licensee  may  not  censor  talks  made  in  behalf 
of  any  office  rather  than  broadcasts  by 
candidate  alone.  FCC  indicated  it  would  with- 
hold action  to  make  present  rules  also  apply 
to  10-w  FM  educational  stations  pending  out- 
come. 


Closed  Circuit 

(Continued  from  page  U) 

up"  certain  "grisly"  crime  programs  cu 
rently  on  television. 

BENITO    GAGUINE,    assistant    to  Corn 
Rosel  H.  Hyde,  an  ex-Lieut.  Col.,  designati 
FCC's  new  liaison  officer  to  confer  with  m 
tary  on  plans  regarding  radio-TV  silence  &) 
related  questions  in  event  of  all-out  war. 

RESEARCH  SUBSIDIARY  of  Curtis  Pu  j 
lishing  Co.  plans  to  bid  on  next  BMB  sum 
job.  Company,  one  of  most  active  in  consum' 
research  field,  has  contracted  for  work  outsii 
its  house  magazine  operations  in  varied  field, 
including  radio. 

BORDEN  CO.,  New  York,  through  its  agenc 
Kenyon  &  Eckhardt,  same  city,  considerii 
two  programs  for  possible  five-time  week 
TV  network  show.  They  are  Winner  Take  A 
and  The  Hoagy  Carmichael  Show. 

IN  EVENT  of  full-scale  war,  FCC  will  sufT. 
serious  manpower  losses  because  of  lari 
number  of  engineers  and  lawyers  in  varioi 
military  reserves.  Heading  list  is  Comr.  '. 
M.  Webster,  who,  although  physically  retire 
was  called  back  during  last  war  as  Chief  < 
Coast  Guard  Communications  with  rank  > 
Commodore.  Now  61,  he  possibly  would  1 
subject  to  call.  Of  FCC's  1,300  employt 
majority  of  military  eligibles  are  in  reserve  I 
and  most  of  them  in  higher  bracketed  pri 
fessional  jobs. 

WILDROOT  Co.,  Buffalo,  New  York,  throuj. 
BBDO,  New  York,  considering  reallocatiri 
its  network  budget  to  spot  radio  and  televisio ! 
Advertiser  has  cancelled  its  Sam  Spade  sho 
on  NBC.  Budget  would  probably  be  mo  j 
than  $1  million.  Final  decision  expecti ; 
within  fortnight. 

WHOLE  subject  of  FM  now  due  to  come  i , 
for  consideration  by  FCC  within  next  t\' 
weeks,    via    that   lengthy   and   long-pendir  i 
staff    report    on   transit   radio    and   relati  ^ 
questions  including  store-  and  factory-castin 
Muzak,  etc. 

PROCTER  &  GAMBLE,  Cincinnati,  throuj 
its  agency  Blow  Co.,  considering  expansic 
plans  for  spot  activity  to  start  in  fall  for  i 
detergent,  Joy  Liquid. 

WMC  NAMES  MORELAND 

EARL    MORELAND,    local    sales  manag« 
WMC,  WMCF  (FM)  and  WMCT  (TV)  Mei 
phis,   Tenn.,  named  commercial  manager 
stations,  replacing  Joseph  Eggleston  who  die 
June  4. 


Network  Representation  Activity  Approved  by  FCC  Friday 


NETWORKS'  right  to  serve  affiliates  as  ad- 
vertising representatives  was  upheld  by  FCC 
Friday  in  partial  termination  of  two-year-old 
investigation,  but  door  was  left  open  for 
future  rule-making  to  limit  or  forbid  their 
activities  in  this  field. 

Investigation  had  been  launched  following 
complaint  of  National  Assn.  of  Radio  Station 
Representatives  (NARSR)  charging  networks' 
representation  of  stations  for  spot  sales  vio- 
lates FCC's  network  rules  or  at  least  is  con- 
trary to  public  interest.  FCC  absolved  net- 
works on  first  count,  kept  second  under  con- 
sideration: 

The  Commission  has  reviewed  the  record  in  the 
above  proceedings  and  :  as  found  that  the  evidence 
...  is  insufficient  to  support  a  finding  that  the 
practice  of  networl<s  representing  affiliates  for 
the  sale  of  national  spot  advertising  or  other  ad- 


vertising or  commercial  time  violates  any  of  the 
provisions  of  the  Commission's  chain  broadcasting 
regulations.  .  .  . 

With  respect  to  Issue  No.  3  [whether  rules  should 
be  changed  with  respect  to  network  representation] 
the  Commission  has  made  no  determination  and 
still  has  under  consideration  the  questions  there 
presented. 

Failure  to  decide  whether  rules  should  be 
amended  to  control  network  representation 
was  taken  to  mean  FCC  intends  to  keep  watch- 
ful eye  on  situation  and  move  if  developments 
warrant. 

Decision  was  revealed  in  letter  to  CBS,  first 
network  singled  out  by  NARSR  and  one  of 
three  which  has  owned-and-operated  stations 
on  temporarv  license  at  least  partially  as  re- 
sult of  NARSR  case.  FCC  granted"  regular 
renewal  to  CBS  outlets  which  had  been  on 
temporary:  KCBS  San  Francisco,  WBBM-AM- 


FM  Chicago,  WCCO  Minneapolis,  WEEI-F 
Boston,   WCBS-AM-TV    New    York,  and 
following  in  which  CBS  has  minority  interest 
WTOP-FM  Washington  and  experimental  st 
tions  of  KTTV  (TV)  Los  Angeles. 

Failure  to  grant  regular  renewals  to  AE 
and  NBC  stations  which  are  on  temporary  w; 
presumed  to  be  due  to  fact  that  additional  que 
tions  were  involved  where  those  networks  we: 
concerned — questions  previously  characterizi 
by  FCC  as  similar  to  those  involved  in  Di 
Lee  Network  case,  which  has  since  been  settL 
with   grant   of   Don   Lee  renewals. 

Representation  question  has  also  been  pen 
ing  in  anti-trust  division  of  Justice  Dep 
which,  authorities  felt,  presumably  will  nc 
drop  it  since  department  has  signified  it  w 
waiting  for  FCC's  decision. 
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FASTEST  GROWING  TV  MARKET 


Ownership  of  TV  sets  within  the  WLW-Television  area  has  increased  more 
than  600%  in  the  last  year.  During  a  recent  four-months'  period,  growth  of 
set  owners  more  than  doubled  the  national  rate — totaling  268,000 
(unduplicated)  as  of  June  1st.  It's  the  2ND  LARGEST  TV  MARKET 
IN  THE  MIDWEST  .  .  .  6TH  LARGEST  IN  THE  NATION. 


REACHED  MOST  EFFECTIVELY 

Videodex  Reports  for  May  prove  that  the  three  micro-wave-linked  Crosley 
Stations— WLW-T,  Cincinnati;  WLW-D,  Dayton;  and  WLW-C,  Columbus 
— offer  the  best  method  of  reaching  this  important  TV  market.  WLW- 
Television  has  an  average  Share  of  Audience  of  47.5%  from  11  A.  M.  to 
11  P.  M.  seven  days  a  week,  as  compared  to  an  average  of  31.5%  for  the 
five  other  stations  located  in  the  WLW-Television  area! 


AT  LOWEST  COST 

On  a  cost-per-thousand  basis,  WLW-Television  reaches  this  large  audience 
at  lower  cost  than  any  other  combination  of  the  eight  TV  stations 
located  in  these  three  cities.  ACT  NOW  to  take  advantage  of  the  present 
low  rates.  For  complete  information,  contact  any  of  the  WLW-TV  Sales 
Offices  in  New  York,  Chicago,  Hollywood,  Cincinnati,  Dayton,  or  Columbus. 


ON  WIW-TEIEVISION... 

WLW-T      WLW-D  WLW-C 

CINCINNATI  DAYTON  COLUMBUS 

Television  Service  of  the  Nation's  Station  •  Crosley  Broadcasting  Corporation 


GOING 'ROUND  IN  CIRCLES? 


If  you're  running  your  feet  off  trying  to  keep  up  with  sales  conditions  in  your 
major  markets,  cheer  up.  For  Radio  Sales  has  already  done  most  of  your  legwork 
for  you.  Your  Radio  Sales  Account  Executive  can  tell  you  (and  he'll  be  talking 
about  things  he's  seen  and  learned  from  on-the-spot  study)  all  you  want  to  know 
about  13  of  your  most  important  markets.  He  can  provide  you,  too,  with  a 
wealth  of  research  on  how  to  sell  your  customers  effectively  in  each  of 
these  sales  areas.  What  it  amounts  to  is  that  you  can  be  in  13  different  places 
at  the  same  time  (profitably!)  without  ever  leaving  your  office.  Thanks  to... 


Radio  Sales 


Radio  and  Television  Stations  Representative. .. CBS 


Representing  radio  stations 

WCBS,  WBBM,  KNX,  WCAU, 
WCCO,  WEEI,  KMOX,  KCBS,  WB 
WRVA,  WTOP,  KSL,  WAPI 

and  the  Columbia  Pacific 
Network;  television  stations 

WCBS-TV,  WCAU-TV,  KTTV, 
WBTV.  KSL-TV,  WAFM-TV 
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WOR  has  the  largest  audience  during  the  day 

and  during  the  night— from  Maine  to  North  Carolina  — 

of  any  station  in  America. 

during  the  day  and  during  the  night,  WOR 
brings  its  advertisers  into  the  homes  of  more  families 
at  a  lower  cost-per-thousand  than  any  other 
station  heard  in  Metropolitan  New  York. 


Frankly,  how  can  you  not  buy 

WOR  to  sell  what  you  want  to  sell? 

P.S.  We  can  qualify  and  improve  on  these  statements  in  a  very 
colorful  and  quite  engaging  folder  which  you  may  have  by  merely 
dropping  a  postcard  to  WOR  at  1440  Broadway,  in  New  York; 
or  calling  LOngacre  4-8000. 


WOR 


cents  weekly 


FOR 

OPENING 
DOORS  IN 
RICHMOND 


Looking  for  the  right  key 
to  open  doors  in  Richmond? 
Look  no  further.  For  the  Havens 
and  Martin  stations  —  Virginia's 
pioneer  audio  and  video  institution  — 
not  only  open  doors  but  are  welcomed 
into  the  hearths  and  homes  of 
Richmond's  expanding  community. 
First  to  unlock  the  magic  of  radio 
and  television,  WMBG,  WTVR  and  WCOD 
continue  to  show  the  way  to  getting  the 
most  out  of  your  national  advertising 
dollar  in  Richmond.  Ask  your  Blair  man. 


:   ^1 

complete  broadcasting  institutions  in  Richmond. 

i      ■  ' 

FIRST    STATIONS    OF  VIRGINIA 

I 

Pioneer  NBC  outlets  for  Virginia's  first  market. 
Represented  nationally  by 
John  Blair  &  Company. 


10,000  WATTS 


IN 

SEPTEMBER 


690 
KC. 


KANSAS  CITY  LAf  AYETrc 

TjaCKSON 


K  G  G  F 


690 

KC. 


Coffeyville,  Kansas 
10,000  Day-5,000  Night 
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Advertisers  Placing  Contracts  Before  The  Power  Increase 
Will  Receive  Present  Rates  with  52  Weeks  Protection 


OUR  20th  YEAR 


Represented  By  WEED  and  CO. 


Ublished  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington  4,  D.  C. 
Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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NEW  PLAN  for  Broadcast  Advertising  Bureau 
being  evolved  by  special  NAB  Board  Committee 
(see  story  page  27)  will  extend  far  beyond 
original  theme,  in  light  of  changed  conditions 
precipitated  by  war-time  economy.  Project, 
to  be  considered  at  special  NAB  board  meet- 
ing Aug.  7-8,  entails  appointment  of  important 
figure  in  advertising-public  relations  as 
bureau  head,  with  eventual  enlarged  budget 
over  current  $200,000  figure. 

BY-PRODUCT  of  foray  of  Assn.  of  National 
Advertisers  for  AM  rate  reduction  in  TV 
markets  is  expected  revival  of  Sindlinger's 
Radox.  Announcement  shortly  will  be  made  of 
renewed  subscriptions  by  certain  networks 
to  enable  expansion  of  Radox  installations  in 
Philadelphia  test  market  where  AM  can  be 
automatically  measured  against  three  TV 
operations. 

DESPITE  nose-to-grindstone  consideration  of 
color  TV  issue,  FCC  probably  won't  be  able 
to  hit  its  preliminary  target  date  of  Aug.  1. 
Best  inside  guess  now  is  it  will  be  Labor  Day 
before  release  of  written  opinion  on  color 
standards.  Of  course,  there's  always  possibil- 
ity, in  touch-and-go  war  situation,  that  final 
judgment  may  be  justifiably  postponed  though 
present  work-thesis  remains  "business  as 
usual." 

SUBJECT  of  speculation  is  effect  of  war  emer- 
gency on  deliberations  of  President's  Commu- 
nications Policy  Board  headed  by  U.  of  W.  Va. 
president  and  former  FCC  Comr.  Irvin  Stewart. 
Board,  created  last  February,  was  commis- 
sioned to  devise  policy  on  spectrum  allocation 
as  between  government  and  industry  (through 
FCC).  Because  of  military  needs  during  peri- 
ods of  stress,  it's  felt  that  civil  requirements 
will  diminish  as  war  effort  intensifies. 

NATIONAL  CARBON  division  of  Union  Car- 
bide &  Carbon  Corp.,  New  York  (Prestone), 
through  William  Esty,  New  York,  preparing 
radio  spot  announcement  campaign  starting 
in  September  and  October  using  about  100 
markets. 

REPORT  of  development  of  new  recording 
storage  tube  (cathode-ray  type)  is  arousing 
interest  of  FCC  technicians  working  on  color 
TV  case.  They  think  it  might  permit  network 
program  material  sent  on  one  set  of  TV  stand- 
ards, for  instance,  to  be  reproduced  and 
transmitted  by  station  which  uses  entirely 
different  standards.  It's  described  by  R.  C. 
Hergenrother  of  Raytheon  and  B.  C.  Gardner 
of  Varian  Assoc.  in  July  Proceedings  of  IRE. 

ANNOUNCEMENT  will  be  forthcoming 
shortly  that  important  TV  station  in  major 
Eastern  market  beginning  this  fall  will  sign- 
on  at  9:30  a.m.  and  run  solid  to  2  a.m.  follow- 
ing morning,  Mondays  through  Fridays.  16% 
hour  schedule  will  be  maintained  indefinitely. 

MAN  in  charge  of  those  pre-reorganization 
surveys  at  FCC,  Ch?i'les  Koblentz,  who  made 
studies  which  led  to  creation  of  Common 
Carrier  and  Safety-Special  Services  bureaus, 
(Continued  on  page  7h) 


July  31:  Television  Authority-Screen  Actors  Guild 
meeting.  Musicians  BIdg.,  Hollywood. 

Aug.  7-8:  NAB  Board  meeting,  NAB  Hdqrs., 
Washington. 

Aug.  7-8:  NAB  FM  Committee-Station  meeting, 

NAB  Hdqrs.,  Washington. 
Aug.  10-13:  AFRA  Convention,  Sheraton  Hotel, 

Chicago. 

Aug.  14-15:  NAB  District  17,  Benjamin  Franklin 
Hotel,  Seattle. 

(Other  Upcomings  on  page  56) 

Bulletins 

SERUTAN  Co.,  New  York,  will  sponsor  5- 
minute,  Mon.-Fri.,  newscast,  12:25  p.m.,  and 
15-minute,  Mon.-Fri.,  newscast  in  period  yet  to 
be  determined  over  200  ABC  stations.  Former 
show  effective  Sept.  18,  quarter-hour  series 
Sept.  11.  Serutan  also  renews  Victor  Lindlahr 
program,  Mon.-Fri.,  10:45-11  a.m.  on  ABC. 
Agency,  Roy  S.  Durstine  Co.,  New  York. 

NAB  BOARD  TO  CONSIDER 
DEFENSE,  BAB  AUG.  7-8 

(See  earlier  story  page  27) 

AT  REQUEST  of  segment  of  board  of  di- 
rectors, NAB  President  Justin  Miller  last 
Friday  called  a  special  meeting  of  full  board 
in  Washington  Aug.  7-8  to  consider  role  of 
radio  in  defense  situation  as  well  as  future 
status  of  Broadcast  Advertising  Bureau. 

NAB  General  Manager  William  B.  Ryan,  in 
announcing  plans  for  meeting,  said  it  would 
consider  defense  situation,  separation  of  NAB 
from  BAB,  and  relation  of  these  two  matters 
to  series  of  district  meetings  which  open  with 
District  17  in  Seattle  Aug.  14-15. 

Five  man  committee  meeting  on  BAB  urged 
special  board  session  in  light  of  national 
emergency  after  meeting  with, General  Man- 
ager Ryan,  who  also  recommended  special  ses- 
sion. Consideration  of  project  looking  toward 
formation  of  Broadcasters  Defense  Council 
[Broadcasting,  July  24]  will  include,  explora- 
tion of  changed  complexion  of  national  economy 
as  result  of  mobilization  and  return  to  partial 
or  full  wartime  footing. 

Current  conditions,  it  was  felt,  could  alter 
concept  of  BAB  functions.  Special  board 
meeting  will  consider  report  to  be  drafted  by 
BAB  board  committee  chairmanned  by  Robert 
D.  Swezey  recommending  change  in  scope. 

BATCHER  SUCCEEDS  HORLE 

RALPH  R.  BATCHER,  New  York  electronic 
consultant,  succeeds  L.  C.  F.  Horle  as  chief 
engineer  of  Engineering  Dept.,  Radio-Televi- 
sion Mfrs.  Assn.,  and  manager  of  RTMA  Data 
Bureau  in  New  York  effective  tomorrow 
(Tuesday).  Mr.  Horle,  former  president  of 
Institute  of  Radio  Engineers,  retires  after  15 
years'  service  in  RTMA  department.  Mr. 
Batcher  has  been  associated  with  Western 
Electric  Co.,  Decatur  Mfg.  Co.,  and  number 
of  radio  stations,  and  also  has  served  as 
electron  tube  consultant.  He  has  been  member 
of  IRE  board  of  editors  for  20  years. 


Business  Briefly 

RHODES  ADDS  #  Rhodes  Pharmacal  G 
Cleveland  (Imdrin,  medical  product),  adi 
Sunday  period  9:30-9:45  p.m.  effective  Aug.  I 
for  Gabriel  Heatter  news  commentaries  ov 
MBS.  Firm  also  renews  Tuesday  evenii 
sponsorship. 

ANACIN    SPOTS  •  Whitehall  Pharmac 
Co.,  New  York  (Anacin),  through  John  Murrj 
Agency,  New  York,  lining  up  station  list  fi 
radio  spot  campaign  starting  mid-August 
40  markets. 

ARMY  SIGNS  #  U.  S.  Army  will  spons- 
Mindy  Carson  Sings,  Tuesday,  Thursday,  Sa 
urday,  11:15-11:30  p.m.  on  NBC  except  WNB 
New  York  and  on  Monday,  Wednesday,  Frida 
7:45-8  p.m.  on  WNBC  only,  beginning  Au 
17.  Agency,  Grant  Advertising,  New  York. 

WINE  CORP.  PLANS  #  Wine  Corp.  ■ 
America  will  sponsor  Can  You  Top  This  ( 
ABC-TV  Tuesday,  9:30-10  p.m.,  beginning  Oc 
3.  Agency,  Weiss  &  Geller,  New  York. 

BOND  SEEKS  •  Bond  Clothes,  through  i 
agency  Neff-Rogow,  New  York,  looking  fi 
news  program  availabilities,  to  start  sometin 
in  August. 

McFARLAND  BILL  HEARINGS 
SLATED  THIS  WEEK  IN  HOUSE 

IN  MOVE  foreshadowing  delay  in  action  : 
revised  "McFarland  Bill"  to  reorganize  FG 
procedures  (earlier  story  page  19),  Hou 
Interstate  &  Foreign  Commerce  Committ 
leaders  said  Friday  their  radio  subcommitt 
would  open  hearings  this  week  on  origin 
McFarland  measure.  Exact  date  not  set.  Re 
Dwight  L.  Rogers  (D-Fla.),  acting  chairmi 
of  subcommittee,  said  he  expects  to  whip  Se 
ate-passed  bill  into  shape  for  House  approvj 
Decision  came  on  heels  of  Senate's  passa: 
of  terms  of  McFarland  Bill  (S-1973)  in  for 
of  amendment  to  another  measure  (HR-425] 
already  approved  by  House.  Joint  House-Se 
ate  conference  on  HR-4251  apparently  d 
ferred,  at  least  for  present,  by  plans  for  hea 
ings  on  S-1973.  Hearing  decision  reported 
reached  by  House  Commerce  Chairman  Robe 
Grosser  (D-Ohio)  after  talks  with  F( 
officials. 

In  addition  to  S-1973,  House  unit  also  h 
on  file  FCC  draft  of  objections  and  revisio 
to  McFarland  bill  in  legislative  form.  Tl 
proposal  also  to  be  studied  alongside  Sena 
version,  according  to  Rep.  Crosser.  Sena 
and  House  observers  agreed  House  Commer 
action  points  way  to  possible  enactment  tl 
session  of  major  communications  legislatic 
Supporting  claim  is  talk  on  Capitol  Hill  th 
Congress  will  not  adjourn  this  year  but  ke 
in  continuous  session  by  meeting  every  thi 
day.  Subcommittee  to  conduct  hearings 
composed  of  Chm.  Rogers,  Reps.  Eugene 
Keogh  (D-N.  Y.),  John  A.  McGuire  (D-Conn 
George  H.  Wilson  (D-Okla.),  Thomas 
Underwood  (D-Ky.),  Carl  Hinshaw  (D-Calif 
Harris  Ellsworth  (R-Ore.),  owner  of  KR^ 
Roseburg,  and  James  I.  Dolliver  (R-Iowa). 
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Cover  flie  Metropolitan  Areas 
of  Missouri  and  Kansas  plus 
Rural  Mid-America  with  KCMO 


ONE  Does  it  in  Mid-America 

•  ONE  station 

•  ONE  rate  card 

•  ONE  spot  on  the  dial 

•  ONE  set  of  call  letters 


50,000  WATTS 

DAYTIME 


810  kc. 


10,000  WATTS 
NIGHT 


^    9A.9  WVe9«cy^*^^ 

C^O-^NV-^  ,,ons.  ^^^^ 

OP^'"  KonsosO^y-" 

on  ^V.eU  v^°V 
nev.  ^ov.  cost- 


•  MAIL  counties  shown  in  gray;  Vi  mv.  contour  super- 
imposed  black  line 

CMO 

KANSAS  CITY  6,  MISSOURI 

Basic   ABC    For  Mid-America 


Nafional  Represenfative:  John  E.  Pearson  Company 
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To  the  national  advertiser,  this  means  that 
any  one  of  the  five  ROBERT  MEEKER  ofFices  now 
can  supply  you  quicl<!y  with  facts  and 
figures  on  both  our  AM  and  TV  operations. 

Station  WTTS  (5000  WaTTS— 1370  K.C)  is 
located  in  the  heart  of  the  v/orld-famous 
limestone  center,  in  Bloomington,  Indiana,  which 
is  also  the  home  of  Indiana  University. 

Bloomington  is  the  only  little  city  of  its  size 
(between  25  and  30  thousand)  in  the  whole 
nation  with  its  own  television  station. 
Station  WTTV  affiliations  include  NBC-TV  .  .  . 
ABC-TV  .  .  .  CBS-TV,  and  Dumont 
Television  Network. 

With  balanced  audience  (rural,  industrial  and 
urban  population)  we  offer  an  ideal  test 
market  at  low  cost. 


THE  I  SARKES  TARZIAN  STATIONS 


WTTS  I  WTTV  i 


I 

Represented  Nationally  by 
ROBERT  MEEKER  ASSOCIATES,  INC. 

New  York    •    Philadelphia    •    Chicago    •    San  Francisco 
Los  Angeles  (Tracy  Moore) 


BLOOMINGTON 
INDIANA 


THE  NEWSWEEKLY  OF  RADIO  AND  TELEVISION 

Puhlisyied  Weekly  by  Broadcasting  Publications,  Inc. 
Executive,  Editorial,  Advertising  and  Circulation  OfRces: 
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Washington  4,  D.  C.  Telephone  ME  1022 
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This  is  CBS 


m  su 


er. 


195 


creat 


More  advertisers  are  sponsoring  more  programs  on  CBS 
iny  other  network  — 18%  more  than  last  summer. 


mi 


top  20 


99 


progra 
for  '51 


rams 


DMPARATIVE  NETffilM.,SHOWSHEET 


ABC 


SUNDAY 

CBS  MBS 


NBC 


ABC 


MONDAY 

CBS  MBS 


NBC 


ABC 


TUESDAY 

CBS  MBS 


NBC 


ABC 


6:00  PM 


Adam  Hats 
Drew  Pearson 
(2261  R 


Main  St. 
Music 
Hall 


Singing 
Marshal 


Catholic  Hour 

 s  


^Not  In  Service) 


Metro.  Life  Irs. 
Allan  Jackson 

 t22J  


Repeat  of 
Kid  Strips 


News 
Bob  Warren 

 s  


(Not  in  Service 


Metro.  Life  Ins 
Allan  Jackson 

(22'  


Repeat  of 
Kid  Strips 


News 
lb  Warren 


(Not  in  Servitt, 


6:15 


Seeman  Bros. 
Mon.  Headlines 
(218)  R 


You  and  — 
S 


Clem  McCarthy 
6:15-6:20  S 


You  And  — 
S 


Clem  McCarthy 
6:tS-6:2l)  S 


6:30 


Speaking 
of  Song 


C-P-P,  The 
Steve  Allen 
Show  (152)  R 


Judahy  Packing 
Nick  Carter 
(317)  


Western 
Caravan 
S 


Na  Network 


Sketches  in 

Melody 
6:20-6:45  S 


No  Network 


Sun  Oil  Co 
3-St3r  Extra 
(34) 


Griffing 
Bancroft 
News  S 


Sketches  in 

Melody 
6:20-6:45  S 


6:45 


Gritting 
Bancroft 
News  S 


Sun  Oil  Co. 
3-Star  Ettra 


7:00 


Voices 
That  Live 
S 


Amer.  Tob.  Co. 
Guy  Lombardo 
Orch.dSll  R 


Affairs  of 
Peter  Salem 


$1000 
Reward 
5 


Co-op 
Headline  Edition 
(53) 


Garry 
Moore 
Show 


Co-o? 
Fulton  Lewis  jr. 
13021 


Miles  Labs. 
One  Man's  Fam. 
(147)  H  B 


Co-op 
Headline  Edition 


Garry 
Moore 
Show 


Fulton  Lewis  jr 


Miles  Labs. 
One  Man's  Fam. 
(147.1  H  B 


Co-op 
HeadlineEditnn 

mi 


7:15 


Coop 

Elmer  Davis 


Miscelhneous 
Program 


Mile;  Labs. 
News  el  World 
(Mi) 


Co-op 

Elme.'  Davis 


Miscellaneous 
Program 


Miles  labs. 
News  of  World 


Co-op 
Elmer  Davit 

(45,1 


G-.neral  Mills  i  * 
Loiie  Ranger  i  ct 


7:30 


Amazing 
Mr.  Malone 
 ^  


Hit  The 
Jackpot 


Under 
Arrest 
s 


The  Saint 
S 


Genera!  Mills 
Lone  Ranger 
(.17S,)  R  


Stepping 
Out 


Noxzema 
Gabriel  Heaiter 

JM 


Echoes 
From  Tropics 
JS. 


Counter-Spy 
(274) 


Stepping 
Out 


Rhodes  Pharm. 
Gabriel  Healler 
 Uia  


Echoes 
From  Tropics 


7:45 


American  Oil 
Larry  Lesueur 


I  Love 
A  Mystery 
 S  


Pure  Oil  Co. 
Kaltenborn 
—UJU- 


American  Oil 
Larry  Lesueur 


I  Love 
A  Mystery 


Pure  Oil  Co. 
Kaltenborn 


Stop  the  Music 
S 


Coca-Cola 
Percy  Faith  & 
Orch,  (188) 


Co-op 
A.  L.  Alexander 


Wildroot  Co. 
Adv.  of  Sam 

Saaiie(l??)H 


Ethel  &  Albert 
■  ?  


Bromo  Seltzer 
Hollywood  Star 
PI'house(157)R 


B-Bar-B 
Riders 


;I  RS's 
Railroad  Hour 

 (m  


Paul 
Whiteman 
Presents 


Sle'iir,^  Drug 
Mystery  Theater 

nso)  R 


Count  ol 
Monte  Cristo 


Who  Said 
That! 
 S  


Dr.  I.  Q. 

(55; 


8:15 


stop  the  Music 
(196) 


!:30 


stop  the  Music 
(171) 


Much  About 
Dooliltle 


Enchanted 
Hour 


U.S.Steel 
iummerSymph. 


General  Motors 
Henry  Taylor 
(264)  


Broadway 
Is  My 
 m  


8:30-8:55 
Crime  Fighters 


Firestone 
Voice  Firestone 

 am  


Gentlemsn 
ol the  Press 
 S  


C-P-PT'thPwdr 
Satan's  Waitin' 
f»2l  R 


Olficial 
Detective 
__S  


Lewis-Howe 

Starlight 
Concert  (165) 


Cliche  Club 
Walter  Kieriian 
 S. 


:45 


Old  Gold 
Stop  the  Music 
(173) 


Joe  Hasel 
S- 


Richard  Hudnul 
Walter  Winchell 
(272) 


Rate 
Your 
Male 


Opera 
Concert 


Tex  Beneke 


Too  Many 
Cooks 


Murder  By 
Experts 
 5  


Bell  Telephone 
Telephone  Hour 
 (15,31  R  


Co-op 
Town  Meeting 

_m  


Wm.  Wrigley 

Romance 
 OliJ  


John  Steele 
Adventurer 


Gen.  Mills 
Penny  Singleton 
ShllH  (1» 


Detour 


9:15 


Andrew  Jergens 
Louella  Parsons 

 m  


9:30 


Cross  Roads 


Philip  Morris 
Horace  Heidt 

 am  


The  Little 
Symphonies 
 S  


Top  Secret 


Solo 
Soliloquy 

 s  


Granby's 
Green 
Acres 


Murder  at 
Midnight 


Cities  Service 
Band  ol  America 
 (90)  N 


Chr.  Sc.  Monitor 
Views  the  New; 
S. 


Philip  Morris 
Candid  Micio- 
tbm  (14?) 


Mysterious 
Traveler 


Presenting 
Charles  Boyer 
S 


Chandu 


9:45 


Fine  Arts 
Quartet 
_S. 


10:00 


Jimmy  Blaine 
Show 


Love  Le  ters 
Set  to 
Music 


Carnation  Co. 
Contented  Hour 
(161) 


This  Is 
Europe 


Eversharo 
Tjk;  I'  or 
Leave  It  ^164) 


Unlted- 
or  Not? 


Leave 
It  To 

Joan 


A.  F.  of  L. 
Commentators 
(145) 


Night  Beat 


Time  For 
Defense 
S 


Straw 
Hat 
Concert 


A.  F.  of  L. 
Commentators 
(146) 


Lever  Bros 
Big  Town 
(134) 


Lawrence  Welk 

(26) 


10:15 


Co-op 
Newsrecl 


Co-op 
Newsreel 


10:30 


Co-op 
Jackie  Robinson 


Dance 
Orchestra 

 s  


War 
Review 


Pel  Milk 
Bob  Crosby 
(149)  


This  Is 
My  Song 


Dance 
Orchestra 
 S  


Dance 
Orchestra 


Cleak  S 
Dagger 
 S  


Chamber  of 
Commerce,  Thi: 
Is  Our  Town 


Dance 
Orchestra 


Dance 
Orchestra 


Brow-  i  Wmsn 
A  Life  In  Your 
Hands  (166) 


Go  Trial 
 S  


10:45 


Sokolsky 


Flavoured 
With 
Flutes 


AFofL 
As  We  See  It 


D  A  Y  T  I  A\ 


ABC 


SUNDAY 

CBS   Mi_ 


NBC 


ABC 


MONDAY 

CBS 


FRIDAY 

MBS 


NBC 


ABC 


SATURDAY 

CBS  MBS 


NBC 


9:00  AP 


Concert 
Hall 


World  News 


Elder  Michaux 
Happiness  Hour 


Co-op 
World  News 
Lenn  Pearson 


General  Mills 
Breakfast  Club 
(21?)  R 


Co-op 
News 


Co-op 
Robl.  Hurleigh 


Red  Foley 
S 


No  School 
Today 
s  


Co-op 
News 


(Network  Opens 
10  A  M) 


Down  Homers 


1:30 


9:15 


E.  Power 
 S_ 


Wormwood 

Forest 
 S  


Swift  &  Co. 
Breakfast  Club 
(127)  R 


Barnyard  Follies 
 S  


Co-op 
Tell  Your 
Neighbor 


Barnyard 
Follies 
 S  


Down  Homers 
S 


1:45 


9:30 


Voice  of  Proph- 
ecy, U  of  P  Inc 

 m  


Dixie  4 
Quartet 


Cameos 
of  Music 
S 


Tennessee 
Jamboree 


Clevelandaires 
S 


TBA 


2:00 


Artu 
W 

_Jli 


9:45 


Paul  Robert 
Chorus 


Healing  Minis- 
try o!  Chris. 
Science 


Hudson  Coal  Co. 
D.  &  H.  Miners 
(13) 


Phiico  Corp. 
Breakfast  Club 

 mi  


Garden  Gale 


Coffee  In 
Washington 

S  


2:15 


10:00 


Message  ol 
Israel 
S 


Church  of  Air 
S 


Radio  Bible 
Class 
(286) 


National 
Radio  Pulpit 
S 


Sterling  Drug 
My  True  Story 
(204)  R 


Music  Please 
S 


Co-op 
Cecil  Brown 

(30) 


P  &  G,  Welcome 
Travelers 
(142) 


Carnation 
Family  Party 
(95?  B 


Miscellaneous 
Program 
S 


TBA 


2:30 


Ol 
Mr  P 


10:15 


Pillsbury  & 
Wildroot,  Arthur 
Godfrey  (170)  R 


Faith  Our  Time 
S 


TBA 

(Eff.  July  8) 


2:45 


10:30 


Negro  College 
Choirs 
S 


Voice  of 
Pronhecy 
(281) 


Art  of 
Living 
S 


General  Mills 
Betty  Crocker 
(191)  R 


Gold  Seal 
Arthur  Godfrey 
(173)  R 


Say  It  with 
Music 


Campbell  Soup 
Double  or 
Nothing  (32) 


Look 
Your  Best 


News 


Pet  Milk 
Mary  Lee  Taylor 

(150) 


3:0 


Ho 
CIrl! 


10:45 


Church  of  Air 
S 


Morning 
Serenade 
S 


Serutan 
John  B. 
Kennedy  (69) 


National  Biscuit 
Arthur  Godfrey 
(173)  R 


Helen 
Hall 


3:15 


11:00 


Foreign 
Reporter 
S 


Newsmakers 
S 


Christian  Ref. 
Church,  Back  To 
God  (ik) 


Faultless  Starch 
Starch  Time 

(50) 


Tips,  Quips 
&  Tunes 
S 


Liggett  &  Myers 
Arthur  Godfrey 
(186)  R 


Co-op 
Behind  the 
Story 


Terkel  Timo 


Junior 
Junction 
S 


Cream  of  Wheat 
Let's  P'etend 
(154)  * 


Coast 
Guard 
Band 


Mind  Your 
Manners 
S 


3:30 


11:15 


Dawn  Bible 
Students,  Frank 
&  Ernest  (179) 


Howard  K. 
Smith 
S 


The  UN  Is 

My  Beat 


Co-op 
G.  Heailer's 
Mailbag 


Report  From 
Pentagon 


3:45 


11:30 


Hour  of  Faith 
S 


Salt  Lake  City 
Tabernacle 
S 


N'western  U 
Review 
S 


News  Hilites 
S 


Quick  as  a  Flash 

(206) 


Conln'l  Baking 
Grand  Slam 
(48) 


Bob  Poole 


Prudential  Ins 
Jack  Bereh 
(139) 


At  Home 
With  Music 
S 


Lever-Rayve 
Junior  Miss 
(173) 


Hoosier 
Holshots 


Brown  Shoe 
Ed  McConnell 
Itart  8, 12  (163) 


4:l] 


11:45 


Campana 
Solitair  Time 

(20) 


P&G 

Rosemary 
(136) 


Bob  Poole 


Babbitt 
David  Harum 

(58) 


4:15 


Lthrn 
Luther! 

(I 


Gi 
Broai! 


12:00  N 


Festival 
of  Music 
S 


Invitation  To 
Learning 
S 


College  Choirs 


Ame'itan 
Forum  ol  the 
Air  S 


Philip  Morris 

Ladies  Be 
Seated  (209)* 


General  Foods 
Wendy  Warren 
(150) 


Co-op 
Kate  Smith 
Speaks 


No  Network 
Service 


101  Ranch  Boys 
S 


Armstrong  Cork 
Theater  of  T'day 
(174) 


Man 
On  Farm 


Barriault 
Washington 
News 


4:30 


12:15  PH 


Lever  Bros. 
Aunt  Jenny 

(83) 


Gulf  Oil 
Lanny  Ross 


No  Net  T-Th.-F 
Echoes  Tropics 
S  Mon-Wed 


Public  Affair- 
S 


4:45 


12:30 


Piano 
Playhouse 


People's 
Platform 
S 


Mutual 
Chamber  Music 
S 


The  Eternal 
Light 
S 


Out  of  Service 


Whitehall 
Helen  Trent 
(166) 


Miscellaneous 
Program 


Homelowners 
Mon.-Th. 


American 
Farmer 


Pillsbury  Mills 
Grand  Cen  Sla 
(153)  * 


Dance 
Orchesira 


U.S.  Treasury 
Luncheon  with 
Lopez 


5:00 


12:45 


Wbiloball 
Our  Gal  Sunday 
(ISO) 


Burrus,  Lt. 
Crust  Dough 
(MWF) 


5:15 


1:00 


Sammy  Kaye 
Sunday 
Serenade  S 


Charles 
Collingwood 
S 


News 


America 
United 
S 


Co-op 
Baukhage 

(92) 


PSG 

Big  Sister 
(141) 


Co-op 
Cedric  Foster 


Luncheon 
with  Lopez 
S 


Navy  Hour 
S 


Armour 
Stars  Over 
Hollywood  (181 


News 
S 


Allis-Chalmers 
isW.  Farm  &  H 
Hour  (165) 


5:30 


Thi 


1:15 


Elmo  Roper 


Organ 
Moods 


Co-op 
Nancy  Craig 
(11) 


PSG 
Ma  Perkins 
(144) 


Harvey 

Harding 


Jerry  8  Skye 

S 


5:45 


iOAY 

!  MBS  NBC 

THURSDAY 

ABC              CBS              MBS  NBC 

FRIDAY 

ABC              CBS              MBS  NBC 

SATURDAY 

ABC              CBS              MBS  NBC 

iijpeal  of 
;|d  Strips 

News 
Bob  Warren 
 S  

(Not  in  Service) 

Metro.  Life  ins. 
Allan  Jackson 

(22) 

Repeat  of 
Kid  Strips 

News 
Lionel  Ricau 

s 

Not  in  Service) 

Metro.  Life  Ins. 
Allan  Jackson 

(22) 

Repeat  of 
Kid  Strips 

News 
Lionel  Ricau 

s 

Albert  Warner 

s 

News 
Bancroft 

s 

Harmony 
Rangers 

News 

6:00  PM 

1 

il 

Clem  McCarthy 
6:t5-6:20  S 

You  And  — 
S 

Clem  McCarthy 
6:15-6:20  S 

You  And  — 
S 

item  McCarthy 
6:15-6:20  S 

CliH 
Cameron 

Correspondents 
Scratch  Pad 

 i  

" 

On  the  Line 
BobConsidine 
 2  

6:15 

K  

i' 

Sketches  in 

Melody 
i.lHM  S 

No  Network 

Sketches  in 
Melody 

O.&U  W.tJ  o 

No  Network 

Sketches  in 

Melody 
fS-9(l  R-dR  ^ 

O.fU-O.fJ  d 

Harry 
Wismer 

Red  Barber 
Sports 

Al  Heifer 

Living 
1950 

s 

6:30 

4|  

ii  

Sun  Oil  Co. 
3-St3r  Extra 
 UD  

Griffiing 
Bancroft 
News  S 

sun  uii  uo. 
3-Star  Extra 

(321 

lirimng 
Bancroft 
News  S 

Sun  Uil  Co. 
3-Star  Extra 
(33) 

Remember 

News 
L.  Leseuer 
c 

Music 

l/oices  & 
Events 
s 

6:45 

|i  Lewis  jr. 

i;29i) 

Miles  Labs. 
One  Man's  Fam. 
|-)i7^  H  R 

Co-op 
Headline  Edition 

IS2) 

Garry 
Moore 
Show 

Fulton  Lewis  jr. 
(291) 

Miles  Labs. 
One  Man's  Fam. 

(147)  H  R 

Co-op 
leadline  Edition 

(531 

Uarry 
Moore 
Show 

■ultor:  Lewis  jr. 
(291) 

Miles  Labs. 
)ne  Man's  Fam. 
(147)  H  R 

Dell  Trio 

TBA 

Hawaii  Calls 
S 

7:00 

tellaneous 
pogram 
,1_S  

Miles  Labs. 
News  ol  World  ■ 
 (US)  

Co-op 
Elmer  Davis 
 ^^Sl 

Miscellaneous 
Program 

e 

Miles  Labs. 
News  ol  World 
(126) 

Co-op 
Elmer  Davis 

(46) 

Miscellaneous 
Program 
$ 

a;i;sLai.s. 

News  of  World 

(1^0) 
k  iJJ2I  

Co-op 
Bert  Andrews 

" 

7:15 

jiabriei 
Icatler 

-US  

Dance 
Orchestras 
 S  

Counter-Spy 
(274) 

Stepping 
Out 
e 
i 

Gabriel 
Heatter 

Playboys 

s 

General  Mills 
Lone  Ranger 
(175) 

Stepping 
Out 

s 

Gabriel 
Heatter 

s 

Dance 
Orchestras 

s 

Buzz 
Adiam 

R  J.  Reynolds 
/aughn  Monroe 

(lATi 
1  Lutdj  

Comedy  of 
Errors 
 i.ilV'r.na  

Joe  Di  Maggio 
Show 

e 

 d  

7:30 

:  Lowe 
l^yslery 

Pure  Oil  Co. 
Kaltenborn 
1  (3D  

American  Oil 
Larry  Lesueur 

1  Love 
A  Mystery 

Pure  Oil  Co. 
Kaltenborn 

(29) 

American  Oil 
Larry  Lesueur 

(73) 

1  Love 
A  Mystery 

Pure  Oil  Co. 
Kaltenborn 
(29) 

:S5-8  Kennedy 
S 

7:45 

I  Hidden 
[Trutli 

Gen.  Mills 
Dangerous 

Casebook  of 
Gregory  Hood 

s 

The  Linc-Up 

California 
Caravan 

s 

The  Quick 
and  the  Dead 

s 

Norwich  l^harm. 
Fat  Man 
(136)  R 

Philip 
Marlowe 

Bandstand 
U.S.A. 

s 

Stars  and 
Starters 

s 

Dixieland 
Jazz  Bands 

s 

Wrigley 
Gene  Autry 
(170) 

Ronson  Metaf 
20  Questions 

(ROD 

Dance 
Bands 
g 

8:00 

!  " 

(162) 

' — mr. — 

" 

8:15 

,!rnalional 
"|l  rport 

Kraft 
The  Falcon 
(1 SS)  

Inner 
Sanctum 

Whitehall 
Mr.  Keen 

^1^1^  R 

Feathers 

s 

Advance 
Release 

tiiuil3<;le  Lite 
This  Your  FBI 
(221)  R 

Up  For 
Parole 

Music 

liuit  Kenning 
We  the  People 
(115) 

KoiSywood 
Byline 

s 

TMan 

Take  A 
Number 

8:30 

! 

^1  *'  * 

" 

il  * 

"  ♦ 

" 

8:45 

100  Plus 

1  s 

Bristol  Myers 
Break  the  Bank 
 Uffi  

Gld  Sold  Orig 
Amateur  Hour 

 ilW  

Somebody 
Knows 

.  Limerick 
Show 

s 

Cass  Daly 

Heinz 
Thin  Man 

(207) 

songs 
For 
Sale 

flir  force 
Hour 

s 

lien.  Mills 
Dimension  X 
(136) 

Norman 
Brokenshire 

Gangbusters 
S 

True  or  False 
S 

Amer.  Tob.  Co. 
Your  Hit  Parade 
n 

9.00 

" 

" 

« 

" 

■« 

9:15 

ly  Theatre 
e 

Bristol  Myers 
Disl.  Attorney 

Philip  Morris 
Crime  Photag. 

l/incent  Lopez 
Show 
S 

tllaI2  Erewing 
Duffy's  Tavern 
(160) 

Pac.  (!.  Uorak 
The  Sheriff 
(191) 

vo-op 
Meet  the 
Press 

vonnoeniiaiiy 
Yours,  with  Jack 
Lalt  S 

Music  By 
Bovero 

Dance 
Orchestra 

Lombardo 
USA 

s 

'  Sen.  Mills 
Tales  of  the 
Texas  Rangers 

9:30 

1 

Paul  Harvey 
S 

C!i.  Sparkplug 
Roll  Call 
(21  i) 

(136) 

9:45 

jiF.ofl. 
imentators 

li  !  1^6) 

Am.  Cig.  &  Cig. 
The  Big  Story 

t',.")  ... 

Author 
Meets  Critics 

Johnny  Dollar 

A.  K  ol  L. 
Commentators 

Dragnet 
LSM-Fatlma 
(145)  H 

Claremont 
Hotel 

Phillips  Pelro. 
Rex  Allen  Show 
(66) 

fl.  F.  ol  L. 
Commentators 
(146) 

Wanted 
S 

Martinique 
Orchestra 

Sing  It  Again 

s 

Chicago  Theatre 
of  the  Air 

s 

Basin 
Street 
5 

10:00 

Co-op 

lewsreel 

Co-op 
Newsreel 

linrt  Mill.. 

'  Ki(hneld 
Escape 

(3b) 

Co-op 

Newsreel 

10:15 

-i  DjIlUB  

irchestra 

Rexall 
Rich.  Diamond 
(ISS.) 

Murder  & 
Music 

s 

— itojeiieid  

Skippy  Holly- 
wood Theater 

Dance 
.  Orchestra 

Sara's 
Private  Caper 

— m — 

Steel  Pier 
Orchestra 

uapiio:  uioaK 
Room 
S 

Dance 
Orchestra 

L'ol.-Halm.-Heet 
Sports  Newsreel 

(76) 

Saturday 
At  the 
Shamrock 

Carter  Prod. 
Sing  II  Again 
(135) 

R.J.  Reynolds 
Grand  Ole  Opry 

(159^ 

10:30 

'i 

George 
Barnes 

— m — 

Pro  &  Con 
S 

Sing  it 
Again 
S 

10.45 

} 

sIDAY 

MR.S  NRC 

MONDAY  -  FRIDAY 

ABC              CBS               MBS  NBC 

SATURDAY 

ABC              CBS              MBS              NBC  1 

Lutheran 
Hour 

 (lulheran) — 

U  of  Chicago 
Round  Table 
S 

(Not  in  Service) 

P&  G 

Dr.  Malone 
(139) 

Music 

Co-op  News 
George  Hicks 
s 

Roger  Dann 
S 

Toni  Co. 
Give  and  Take 

(150) 

Barn  Dance 
S 

TBA 

^  ;l 
'1 

Co-op 
Art  Baker's 
Nnlebook 

PSG 

Guiding  Light 
(144) 

Ralston 
Checkerboard 
Jamboree 

Manhattan  Soap 
We  Love  and 
iMrn  (162) 

t  i' 

Music 
wif) 
Trendlsr 

NBC 

Theatre 
S 

Co-op 
Welcome  to 
Hsilvwcod 

Gen.  Fds.-Jello 
Mrs.  Burton  (68) 
Quaker  (34) 

Miles  Labs 
Ladies'  Fair 
(438) 

Campbell  Soup 

Double  or 
Nothin?  (132) 

Operetta 
Matinee 
S 

Hormel  S  Co 
Music  with  H. 
Girls  (62) 

TBA 

PgG 

Perry  Mason 
(147) 

(Also  Baseball 
until  4  p.m.) 

6 
1 

Co-op 
Bill  Cunnii^gham 
(551 

Chance  of 
Lifetime 

Toni  Co. 
Nora  Drake 
(158) 

Miles  Labs. 
Queen  for  A 
Day  (431) 

General  Mills 
Live  Like  A 
Millionaire  (74) 

Gen.  Foods 
Baseball 

(75) 

Bands  for 
Bonds* 

U.S.  Army 
Band 
S 

Veteran  Wants 
to  Know 

s 

PSG 
Brighter  Day 
(106) 

!:30-5  A  ternate 
Weeks 
Dance  Music 

1  b 

Treasury 
Variety  Show 

The  Truitis 
S 

Bride  8  Groom 

(221) 

Babbitt,  Nona 
From  Nowhere 
(144) 

Bob  Poole 
Show 

PSG 
Life-Beautifut 
(152) 

Concert  of 
American 
Jazz 

Report  From 
Overseas 

Dunn 
On 

Discs 

Hollywood 

Bowl 
Concerts 

Miles  Labs. 
Hillton  House 
(139) 

PSG 
Road  of  Life 
(152) 

Adventures 
in  Science 

Hashknife 
Hartley 

The 
Quiz  Kids 
S 

Hannibal 
Cobb 

Pillsbury 
House  Party 
8/29  (151)* 

PSG 

Pepper  Young 
(155) 

Where 
There's  Music 
S 

CBS  Farm 
News 

'f 

PSG 
Right  to  Happi- 
ness (152) 

Dance 
Music 

General  Foods 

Hopalong 
Cassidy  (482) 

Diagnosis 
Homicide 

Green  Spot 

Surprise 
Package  (68) 

Co.-Palm.-Peet 
Strike  It  Rich 
(38)  R 

Miscellaneous 
Programs 

Sterling  Drug 
iackstage  Wife 
(146) 

lid,  New,  Bor- 
rowed, Blue 
S 

Caribbean 
Crossroads 

TBA 

Surprise 
Package 
S 

Sterling  Drug 
Stella  Dallas 
(146) 

Horse  Races 
S 

U.S. Tobacco 
Vim  Qargan 
Private  Investgr 

 m> — 1 

High 
Adventure 
S 

Conv.  with 
Casey 

Treasury 
Bandstand 

BSD 

Chucklewagon 

PSG 
Lorenzo  Jones 
(144) 

Treasury 
Bands 
S 

TBA 

Sports 
Parade 
S 

Slim  Bryant 

Ted  Malone 
S 

4:55-5  News 

Sterling  Drug 
Y.  Widder 
Brown  (14S) 

'  1 

1 

Grove  Labs(420) 
The  Shadow 

The  Big  Guy 
S 

Fun  House 

M-T-W 

The  Chicagoans 
Thur.-F.'i. 

Mert's 
Record  Adv. 
M-F  I  hr. 

General  Foods 
When  Girl 
Marries  (83) 

Teas 
Crumpets 
S 

Dance 
Orchestra 

True  or 
False 

i 

SI.  Leuis  Mai. 

National  Biscuit 
Tues.-Tburs. 
S  Arrow  (343) 

General  Foods 
Portia  Faces 
Life  (92) 

Horse 
Races 

Herman 
Hickman 

Williamson 
True  Detective 
Mysteries  (472) 

Int'l  Harvester 
harvest  of  Stars 
(187) 

(See  Footnotes) 

Top  Tune 
Time 

B  tat  B* 
M.T.Th.F. 

Whitehall 
Just  Plain  Bill 
(61) 

Dance 
Orchestra 

Radio  Harris 
(Dowey) 
(50) 

Pabst 
Sporlscast 
(154) 

a 

Miles  Labs. 
Curt  Massey 
1  Time  (141)  R 

Whitehall 
Front  Page 
Farrell  (60) 

ifub  Aluminum 
Club  Time 

Twin  Views 
of  News 

r'ExpIanatory:  Cistings  in  order:  Sponsor. 
Same  of  program,  number  of  .stations;  S  sus- 
Sining:  R  rebroadcast  west  coast:  TBA  to  be 
inounced.   Time  is  EDT. 


ABC 

f:25-12:30  PM  Mon.-Fri.,  Toni  on  225  stations. 

1:30-3 ;35  PM  Mon.-Fri.,  Philip  Morris,  Walter 
Kiernan's  One  Man's  Opinion,  200  stations. 

:.'?0-6  PM  Mon.,  Wed.,  Superman. 

^5:30-6  PM  Tues.,  Thur.,  Space  Patrol. 

:30-6  PM  Fri.,  Green  Hornet 

■:30-8  PM  M-W-F.  American 
Lone  Ranger,  62  stations. 

CBS 

11:00-11:05  AM  Sat.,  Seemaii  Bios.,  BiU  Shadel 
News,  170  stations. 

12:55-1:00  PM  Sat.,  Pillsbury  Mills.  Inc.  Cedric 
Adams.  153  stations,  St.  8/28  M-F  3:55- 
^    4  PM. 

We  MBS 

8:55-9  PM  Mon.-Fri.,  Bill  Henry  &  the  News. 
Johns-Manville,  37-!  stations. 

■8-4  PM  Sat.,  Baseball  Game  o'  i.eard 
m     in  Midwest. 


5:30-6  PM  Wed.,  Challenge  of  'i'ukon. 


NBC 

8:15  AM  Mon.-Fri.,  Alex  D 
Co.,  25  stations. 

8:15   AM   Sat,.    This  ; 
Skelly  Oil  Co. 

;20-ll:30  AM  Mon  F 
Quartet. 


BROAm^TINC 

Tha  N*»»«a«kwel  Radio  and  Ttlevii  sn 

TMnlCASTINC 


MAJESTIC  MFG.  Co.,  St.  Louis  (combination  range),  appoints 
Warner  Schulenburg,  Todd  &  Assoc.,  same  city,  to  direct  adver- 
tising.   Radio  will  be  used. 

:iNNER  &  PELTON,  Chicago  (Silavox,  TV  earphone  attachment), 
imes  Gourfain-Cobb,  same  city,  to  direct  advertising.  Radio-TV  spots 
11  be  used. 

DLVERINE  POTATO  CHIP  Co.,  Detroit,  Mich.,  appoints  Ruse  & 
rban,  same  city,  to  direct  advertising.  Radio-TV  will  be  used.  Floren- 
le  Urban  account  executive. 

ASTERPIECE  REPRODUCTIONS  Co.,  N.  Y.,  appoints  Grayson  Assoc. 
b.,  same  city,  to  direct  advertising  for  its  series  of  48  color  reproduc- 
ins  of  famous  paintings.  Radio-TV  will  be  used.  Arnold  J.  Deutsch- 
jtn,  account  executive. 

.AMOUR  PRODUCTS  Co.,  L.  A.  (Vitrex,  dietary  supplement),  appoints 
Brien  &  Dorrance  Inc.,  N.  Y.,  to  direct  advertising.  TV  will  be  used 
'N.  Y.  and  East  Coast  markets.    William  R.  Seth  account  executive. 

ilSTOL-MYERS,  N.  Y.  (Ipana),  seeking  spot  TV  availabilities  on  in- 
'connected  TV  stations.    Agency:  Doherty,  Clifford  &  Shenfield,  N.  Y. 

5WSPAPER  GUILD  OF  NEW  YORK  appoints  Arista  Adv.  Co.  Radio 
tl  be  used. 

TALIS  HAIR  DRESSING  lining  up  availabilities  before  and  after 
jtball  games  in  scattered  markets.  Agency:  Doherty,  Clifford  &  Shen- 
Id,  N.  Y. 

flERICAN  CHICLE  Co.,  N.  Y.,  appoints  Dancer-Fitzgerald-Sample, 
Y.,  to  direct  advertising  for  new  product,  as  yet  unnamed,  to  start  in 
il,  and  include  radio-TV  spots. 

CLEVISION  FAIR,  Hartsdale  and  Pleasantville,  N.  Y.,  appoints  Bobley 
i.,  N.  Y.,  to  direct  campaign  including  radio.  Lloyd  S.  Howard  is 
:ount  executive. 

TPPLEE  SEALTEST,  Phila.   (Sealtest  fruit  salad  cottage  cheese), 
tnes  N.  W.  Ayer  &  Son,  same  city,  to  direct  advertising.  Campaign 
start  in  Phila.,  Southern  N.  J.  and  Del.  markets.    Radio-TV  will  be 
gd. 

:LIPSE  sleep  products  Inc.,  N.  Y.  (mattresses) ,  starts  radio-TV 
.npaign  Aug.  15.  Radio  participation  will  be  used  in  N.  Y.,  Phila., 
ashington,  Boston,  and  other  East  Coast  major  markets,  with  firm 
•king  for  availabilities.  TV  participation  will  be  used  in  N.  Y.  Agency : 
T.  Howard  Co.  Inc.,  N.  Y. 


^etwotk  -^ccounti  •  •  • 

iRNATION  Co.,  N.  Y.  (evaporated  milk),  to  run  series  one-minute 
ots  on  six  Alaska  Broadcasting  System  stations,  beginning  Aug.  1  for 
weeks.  Agency :  Erwin,  Wasey  &  Co.,  N.  Y.,  through  Duncan  A.  Scott 
Co.,  West  Coast  representative. 

ANHATTAN  SOAP  Co.,  N.  Y.,  starts  One  Man's  Family  on  NBC-TV, 
•t.,  7:30  p.m.    Agency:  Duane  Jones  Co.,  N.  Y. 

[EMAN  BROTHERS  Inc.,  N.  Y.  (Air-Wick),  Oct.  5  starts  /  Cover  Times 
iiare,  ABC-TV  Thurs.,  10-10:30  p.m.  Agency:  William  H.  Weintraub 
Co.,  N.  Y. 

JICK  Motor  Div.,  Flint,  Mich.,  to  sponsor  hour  long  TV  show  (as  yet 
decided)  on  CBS-TV,  Wed.,  9-10  p.m.  starting  in  1951.  Agency: 
idner  Agency  N.  Y. 

:RE  oil  CO.,  Chicago  to  sponsor  Who    Said  That?,  NBC-TV  co-op, 


on  stations  in  Chicago,  Cincinnati, 
Dayton  and  Columbus  from  Sept. 
11;  in  11  other  markets  from  Oct. 
2  for  13  weeks.  Most  telecasts 
will  be  live  [Closed  Circuit,  July 
10].  Agency:  Leo  Burnett,  Chicago. 

HOME  CRAFT  PUB.  CO.  sponsors 
The  Wrestling  Science,  new  five- 
minute  show,  over  18  stations  Du- 
Mont  TV  network  following  Chi- 
cago matches  Saturday  nights. 
Agency :  Huber  Hoge  &  Sons,  N.  Y. 

PROCTER  &  GAMBLE,  Cincinnati 
(Camay,  Tide),  to  sponsor  hour- 
long  musical  comedies  and  oper- 
ettas on  NBC-TV,  alternate  Mon., 
9:30-10:30  p.m.,  starting  Oct.  2. 
Bernard  Schubert  package.  Agen- 
cies: Pedlar  &  Ryan  and  Benton  & 
Bowles,  both  N.  Y. 


eopLa  •  •  • 

CURTIS  H.  GAGER,  director  and 
vice  president  General  Foods,  takes 
over  operating  responsibilities  for 
Franklin  Baker,  Maxwell  House, 
Jell-0,  Pectin,  Minute  products, 
electric  cooker  division  and  Gen- 
eral Foods  Ltd.  CHARLES  G. 
MORTIMER  Jr.,  director  and  vice 
president  in  charge  of  marketing, 
including  advertising,  assumes  re- 
sponsibility for  Birds  Eye-Snider, 
seafoods   and   Bireley's  divisions. 


HADACOL  CARAVAN 

Headed  by  Sen.  LeBlanc 


GOOD-WILL  tour  of  3,000  miles 
will  be  launched  Aug.  21  by  State 
Sen.  Dudley  J.  LeBlanc,  president 
of  LeBlanc  Corp.,  Lafayette,  La., 
producer  of  Hadacol  tonic.  The  pro- 
motion caravan,  with  entertainers 
and  circus  trappings  as  well  as  top 
movie  and  radio  talent,  will  be 
staged  at  a  claimed  cost  of  $250,- 
000. 

The  caravan  will  visit  a  long  list 
of  southern  cities.  A  hundred  trucks 
loaded  with  a  million  dollars  worth 
of  Hadacol  will  be  delivered  en 
route.  Talent  includes  Mickey 
Rooney,  Roy  Acuff,  Minnie  Pearl, 
Sharkey's  Dixie  Land  Band,  animal 
acts  and  a  calliope  as  well  as  floats. 
Beauty  contests  will  be  held  in  a 
number  of  cities  and  baseball  parks 
have  been  reserved.  Hadacol  box- 
tops  will  be  the  only  admission  re- 
quired. Accompanying  Sen.  Le- 
Blanc, president  pro  tem  of  the 
Louisiana  Senate,  will  be  about  50 
legislators. 

LeBlanc  Corp.  is  spending  $400,- 
000  a  month  on  advertising,  includ- 
ing 502  stations  carrying  from  four 
to  16  spots  a  day.  The  product  is 
distributed  in  22  states.  Special 
radio  and  newspaper  schedules  will 
be  used  10  days  preceding  arrival 
of  the  caravan,  with  a  minimum  of 
30  spots  a  day  in  key  cities.  Tele- 
vision shows  are  being  signed  for 
presentation  prior  to  the  presenta- 
tions. Hadacol  agency  is  Hedrick  & 
Towner,  Houston.  Sales  of  the 
product  are  said  to  be  $2  million 
a  month. 


J  Repretenfed  By 

FORJOE  &  CO.,  INC. 
T.  B.  Baker,  Jr.,  Genera/  lAona^tt 
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r  KWFT  } 

WICHITA  FALLS,  TEX. 

t         620  KC  i 
5,000  WATTS  A 


KLYN 

AMARILLO,  TEX. 

940  KC 
L   1,000  WATTS  J 


When  you're  making  out  that  schedule  for  the 
Southwest  don't  overlook  this  sales-winning  pair  of  CBS 
stations.  For  availabilities  and  rates,  write,  phone  or 
wire  our  representatives. 

National  Representatives 

JOHN  BLAIR  &  CO. 


#    f  # 


agency 


R 


OBERT  GUILBERT,  NBC  Chicago  continuity  editor  and  continu 
acceptance  chief  since  May  1949,  to  J.  Walter  Thompson  Co.,  C 
cago,  Aug.  1  as  assistant  in  radio-TV  department. 


PAUL  R.  FERWERDA,  president  Ferwerda-Boone  Inc.,  N.  Y.,  to  Vici 
A.  Bennett  Co.,  N.  Y.,  as  account  executive  and  member  plans  board. 

ALBERT  SKOLNIK,  Doherty,  Clifford  &  Shenfield  Inc.,  N.  Y.,  to  mec 
department  Ted  Bates  Inc.,  N.  Y. 

WALTER  H.  SMITH,  Curtis  Pub.  Co.,  to  Kastor,  Farrell,  Chesley  &  CI 
ford,  N.  Y.,  as  merchandising  executive. 

CHARLES  LONSDALE,  Fuller,  Smith  &  Ross,  Cleveland,  to  Meldrum 
Fewsmith,  same  city,  as  radio-TV  timebuyer. 

ROGER  A.  PURDON,  copy  supervisor,  Kenyon  &  Eckhardt,  N.  Y., 


a 


on  all  accounts 


WHEN  he  was  11  years  old, 
Arnold  Z.  Rosoff,  partner 
and  treasurer  of  Arnold  & 
Co.  Inc.,  Boston  advertising  agen- 
cy, made  his  first  business  venture 
— a  postage  stamp  company.  The 
enterprise  failed,  however,  when 
his  investment  of  25  cents  and  sev- 
eral albums  of  stamps  went  down 
the  drain  with  an  unscrupulous 
partner  who  invested  neither 
stamps  nor  money. 

Nevertheless,  Arnold  now  feels 
the  25  cents  was 
well  invested,  serv- 
ing as  an  object  les- 
son in  sharpening 
his  business  acumen. 

That  the  lesson 
was  a  lasting  one  is 
borne  out  by  the  fact 
that  Arnold  has 
added  a  number  of 
outstanding  s  u  c- 
cesses  to  his  credit 
during  his  tenure 
with  Arnold  &  Co. 

One  of  his  most 
notable  jobs  was 
creation,  in  colla- 
boration with  mem- 
bers of  his  staff,  of 
the  "Bonded  Fla- 
vor" campaign  for 
Old  Monastery  Wine 
Co.,  Fresno,  Calif.  This  promotion, 
in  four  months,  raised  the  sale  of 
Old  Monastery  Wine  over  32%. 

He  also  enjoyed  similar  success 
on  a  summer  campaign  for  smoked 
shoulders  for  Colonial  Provision 
Co.  which  raised  the  sale  of  an  al- 
ready well-established  item  over 
43%. 

Another  bright  spot  in  Arnold's 
record  is  his  work  on  the  Port  of 
Boston  "Straight-Line  Shipping" 
campaign  which  was  credited  with 
raising  the  port's  business  index 


ARNOLD 


to  the  highest  level  in  its  300-ye 
history. 

Arnold  is  also  responsible  i 
servicing  accounts  for  Dainty  E 
Hosiery,  National  Creamery  C 
Deran  Confectionery  Co.,  Colon 
Provision  Co.,  Community  Produ 
Co.,  Home  Owners  Federal  Savin 
Bank,  Morgan  Bros.  Creameri( 
Beacon  Press  and  Kent  Clothi 
Mfg.  Co. 

A  graduate  of  Harvard,  class  j;: 
'39,  Arnold  had  but  a  brief  aquaii 
ance  with  the  ,bu.l\ 
ness  world  when  t  j 
Army    claimed  1 
services  in  1941.  1 
entered  as  a  priva 
and  returned  to  Be 
ton  four  years  lat 
as  a  major. 

Convinced  the 
was  a  need  for  a  pri 
ressive,  youthful 
vertising  agency 
Boston,  he  formed 
partnership  in  19 
with  Oscar  E.  R 
sten,  creating 
nold  &  Co.  Inc. 

Responsible  for 
majority  of 
firm's  large  a 
counts,  Arnold  a 
directs  all  new  bu 
ness  activity  a 
handles  the  administrative  duti| 
of  the  organization. 

Though  confronted  with  a  bu 
schedule,  he  finds  time  to  take  ; 
active  part  in  the  Radio  Exec 
tive's  Club  of  Boston  and  the  Be 
ton  Advertising  Club.  He  is  i 
major  in  the  Air  Force  Reserve.  ' 

Arnold  and  his  wife,  the  form 
Billie  Tanner  of  Monroe,  La.,  who 
he  met  and  married  while  in  t" 
armed  forces,  have  three  daug 
ters,  Leslie  Karen  and  twins  Lo. 
Ann  and  Lyn  Ellen. 
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Ijilliam  H.  Weintraub  &  Co.,  N.  Y.,  as  group  copy  chief  for  Schenley, 
iser-Frazer,  Air-Wick  and  others. 


ENN  WILSON  to  Morey,  Humm  &  Johnstone,  N.  Y.,  in  copy  depart- 
^nt  was  with  Denson-Frey  Affiliates  and  TV  Features  Inc. 

|HN  R.  MAZEY,  copy  contact  department.  Fuller,  Smith  &  Ross,  N.  Y., 
lErwin  Dinion  &  Co.,  N.  Y.,  as  account  executive. 

jjDY  SCHRAGER,  assistant  music  director  CBS  Lux  Radio  Theatre 
|:  J.  Walter  Thompson  Co.,  Hollywood,  named  music  director.  Replaces 
uis  Silvers,  resigned  [Broadcasting,  July  17]. 

tANK  J.  O'HARE,  assistant  production  manager  Borland  Inc.,  N.  Y., 

bied  production  manager. 

I 

i 

)iUL  H.  WEISS,  vice  president  in  charge  of  copy  and  public  relations, 
ijd  CRESCENT  A.  RAGONA,  vice  president  and  account  executive, 
|)ointed  limited  partners  Flint  Adv.  Assoc.,  N.  Y. 


SAN  TOURS  to  Davis  &  Co.,  L.  A.,  as  time  and  space  buyer,  succeed- 
f  ROBERT  J.  DAVIS  Jr.  who  devotes  fulltime  to  supervising  agency 
operations. 

iOCKTON-WEST-BURKHART  Inc.,  Cincinnati,  opens  N.Y.  office  at 
L  Madison  Ave.,  handling  radio-TV  time  buying  and  general  contact. 

I 

kWARD  B.  HARVEY,  director  radio-TV  Geare-Marston  Inc.,  Phila., 
Icted  vice  president  Jr.  Chamber  of  Commerce  there. 

t 

|)  KLEIN,  advertising  manager  Langendorf  United  Bakeries,  rejoins 
'1 3j)w  Co.,  S.F.,  as  account  executive. 

iffED  WITTNER  ADV.,  N.  Y.,  elected  to  American  Assn.  of  Adv. 
encies. 

ifCKEY  SPICER,  publicity  manager  Western  Air  Lines,  to  Dan  B. 
ner  Co.,  L.  A.,  as  public  relations  director. 

li#ARLES  D.  HEAP,  O'Brien  Adv.  Ltd.,  Vancouver,  to  radio  director 
il  J.  GIBBONS  Ltd.,  Vancouver. 


:ANK  O'CONNOR,  supervisor  CBS  Steve  Allen  Show  and  Bing  Crosby 
nute  Maid  programs  for  Ted  Bates  Co.,  Hollywood,  father  of  girl, 

y  11. 


til 


n  tR  the  second  consecuf-ive  year,  a  display  by  members  of  fhe  Maine  Broad- 
'Iting  System — WCSH  Portland,  WLBZ  Bangor  and  WRDO  Augusto — occu- 
Di  5  the  windows  of  the  State  of  Maine  Information  Bureau  in  the  RCA  BIdg., 
il^fkefeller  Center,  New  York.  Emphasizing  the  three  NBC  outlets'  listening  by 
nsients,  the  display  carries  the  theme:  "Anywhere  you  vacation  in  Maine 
'il  enjoy  good  radio  reception  from  a  Maine  Broadcasting  System  station." 


Buffalo's 
Best 

Radio  Buy! 


AFTER  20  YEARS- 


StiU 


Buffalo's 
No.  1 
Station 


WBEN  Is  the  Buffalo  Station 
Most  People  Listen  to 
Most  of  the  Time 


Basic  NBC 


5000  Watts 


REPRESENTED  NATIONALLY  BY  PETRY 
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CHARLEY  BATTERS 

In  the  field  of  sales  pro- 
gramming, this  new  and 
difFerent  program  ofFers 
an  unusual  time  spot 
backed  by  a  unique  per- 
sonality. 

Charley  Batters'  nightly 
half  hour  of  disks  and 
easy  chatter  is  drawing 
a  host  of  listeners  .  .  ■ . 
potential  buyers  of  your 
product.  "Batters'  Plat- 
ters" is  aired  nightly, 
Monday  through  Friday 
from  7:30-8:00  PMl 

This  excellent  time  avail- 
ability is  supported  by  a 
strong  promotion  cam- 
paign .  .  .  and  the  pro- 
gramming "plus"  of  big 
time  adjacencies. 

Participation  in  this  ex- 
cellent new  show  will 
reach  a  solid,  loyal  audi- 
ence. Call  WRC,  or  Na- 
tional Spot  Sales. 

IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 


feature  of  the  meek 


WHEN  Carlton  E.  Morse's  One 
Man's  Family  took  its  first  tele- 
vision sponsor,  Manhattan  Soap 
Co.,  New  York  (Sweetheart  soap), 
last  Saturday, 
(July  29)  Mr. 
Morse  passed  an- 
other milestone  in 
a  successful  ca- 
reer hitherto  con- 
centrated princi- 
pally on  radio. 

He  has  been 
writer,  producer, 
director    of  One 
Man's  Family  on        ]y[j.  Morse 
NBC  through  18 

years  and  three  generations  of  Bar- 
bours,  and  of  15-year-old  I  Love  a 
Mystery  on  MBS  for  the  past  year. 
For  the  past  30  weeks  the  busy 
Mr.  Morse  has  been  guiding  a 
brand  new  family  of  Barbours,  one 


of  the  best-known  families  on  ra- 
dio, through  its  television  paces 
on  the  NBC-TV  network  on  a  sus- 
taining basis.  (All  shows  come- 
under  the  banner  of  Calton  E. 
Morse  Productions.) 

One  Man's  Family  made  its  ap- 
pearance on  NBC  in  1932  as  half- 
hour  Sunday  weekly  series.  It  has 
enjoyed  almost  uninterrupted  spon- 
sorship since  Wesson  Oil  and  Snow- 
drift took  it  in  January  1933,  nine 
months  after  its  inception.  Two 
years  later  Standard  Brands  signed 
for  the  progi-am,  in  what  turned 
out  to  be  15  years-  of  sponsorship, 
introducing  Tender  Leaf  Tea  for 
first  time.  Tremendous  sponsor 
identification  of  the  product  was 
proved  when  listeners  continued  to 
identify  the  program  with  the  tea 
after  Standard  Brands  had  intro- 


duced some  of  its  other  prod, 
on  it. 

An  example  of  the  show's  po 
larity  was  the  receipt  of  over  o 
half  million   requests   for   a  0 
Man's  Family  scrapbook  offered 
the    program    during  Stands 
Brands  sponsorship. 

And,  in  1949,  when  the  t 
dropped  all  radio  advertising  f 
cancelled  the  Family,  the  cast  m< 
two  announcements  on  progr- 
asking  for  a  show  of  loyalty  to  : 
old  sponsor,  and  put  out  a  plea  i 
a  new  one.  Within  two  weeks  o- 
100,000  letters  had  been  recer 
from  listeners  expressing  loya 
to  the  program. 

Miles  Labs,  Elkhart,  Ind.  (Es 
tine,  Tabcin  germicides),  took  o- 
radio  sponsorship  of  program 

( Continued  on  page  38 ) 
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strictly  business 


BEN  PASCHALL  isn't  quite 
sure  whether  it  was  his  sales 
ability  or  a  violent  blow  on  a 
prospective  client's  head  (acci- 
dental) that  landed  not  only  the 
client  but  his  biggest  sale.  There 
is,  however,  no  doubt  as  to  Ben's 
ability  in  his  present  job. 

Owner  of  Western  Radio  Sales 
of  Los  Angeles  and  newly-opened 
(July  1)  San  Francisco  branch. 
West  Coast  Radio  Sales,  the  kinetic 
Benton  Paschall  currently  repre- 
sents 18  western  radio  stations  in 
California,  Nevada,  Oregon  and 
Arizona.  He  is  also  West  Coast 
manager  of  Liberty  Broadcasting 
System,  several  of  whose  stations 
he  represents. 

The  aforementioned  stricken 
client  was  an  executive  of  San 
Joaquin  Baking  Co.,  Fresno,  Calif. 
The  accident  occurred  while  he  was 
showing  Ben,  then  commercial 
manager  of  KARM  Fresno,  through 
the  bakery  plant.  In  the  course  of 
the  tour,  a  conveyor  slipped  down 
and  struck  the  guide  on  the  head. 
Shortly  after,  Ben  obtained  his 
signature  to  an  $18,000  year's 
contract  for  newscasts  on  KARM. 

Ben  went  to  Hollywood  July  4, 
1948,  as  manager  and  co-owner  of 
Western  Radio  Sales  with  Lincoln 
Dellar,  president  KXOA  Sacra- 
mento, KXOB  Stockton,  KXOC 
Chico.  He  became  full  owner  the 
following  year  when  he  purchased 
Mr.  Dellar's  share  of  the  represen- 
tative firm.  Now,  two  years  later 
there  are  few  people  in  the  indus- 
try who  don't  know  the  enthusiastic 
Ben  Paschall. 

In  1935  he  was  graduated  from 


BEN 

a  four  and  one-half  year  course  at 
Fresno  State  College  with  an  AB 
in  Business  Administration  and  an 
AB  in  Music.  He  had  plans  then 
to  become  a  public  school  music 
teacher. 

In  his  first  job  on  the  sales  staff 
of  Union  Oil  Co.,  Fresno,  Ben  filled 
in  spare  time  playing  the  piano  in 
his  own  dance  band  six  nights  a 
week;  taking  business  courses  at 
night  school  several  times  a  week; 
giving  private  piano  lessons  all  day 
Saturday,  and  during  his  daily 
lunch  hour  teaching  the  boys'  glee 
club  of  Fresno  High  School. 

After  seven  years,  he  left  Union 
Oil  in  1942  to  become  sales  man- 
ager for  Bekins  Van  &  Storage  Co. 
in  Fresno.  Putting  his  extra- 
curricular energies  to  Junior  Cham- 


ber of  Commerce  work  preparil 
radio  progi-ams  on  three  Fresl 
stations,  Ben  came  in  contact  wf 
many  radio  people.     In  1947 
had  the  opportunity  to  put  to  wo 
this  new  radio  experience  with 
business    and    sales  experieni 
Clyde  Coombs,  general  manager  ] 
KARM,  offered  him  a  position 
station  commercial  manager.  Aflj 
two    years    there    he  shifted 
KROY  Sacramento  in  an  executil 
capacity,   when    KARM  manag 
ment  bought  that  station. 

Next  step  a  year  later 
Hollywood  where  he  had  alws 
wanted  to  live  since  his  first  vid 
of  Vine  St.  in  1923.  At  that  tiJ 
such  a  yearning  was  almost  saei 
legious  for  then  he  was  still  \ 
native  of  Texas,  where  he  was  bo| 
in  Olney  in  1913. 

Early  schooling  was  gathered  [ 
Texas,  in  Ranger,  Breckenridfl 
Graham  and  Fort  Worth  as  he  fl 
lowed  the  fortunes  of  his  fathJ 
an  oil  man.  In  1930  the  fam| 
moved  to  Fresno  where  Ben 
mained  until  joining  KROY. 

Ben  is  a  three-year  memt 
(elected  last  year)  of  the  boa 
of  directors  of  Hollywood  Adv^ 
tising  Club,  a  Mason  and  Shrin 
(Al  Malaikah  Temple).  He  kee^ 
up  with  baseball  and  footba 
swims  and  golfs  in  his  spare  tinj 

In  1933,  before  entering  1| 
junior  year  at  college,  he  married 
classmate,  Wilma  Hallock.  Tj 
Paschalls  make  their  home  in  Wej 
wood,  outside  Los  Angeles.  ThI 
have  one  daughter,  Joan,  16,  wl 
attends  Beverly  Hills  High  Schol 
and  wants  to  go  into,  of  all  thin;] 
advertising. 
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In  Des  Moines 
December  thru  April 
1950  Hooper  Over-all 
Index  as  compared  same 
period  in  1949  shows 
KSO  gains  35.7% 

IS  IT  ANY  WONDER  THE  TREND 
IN  DES  MOINES  IS  TO  KSO 


Iowa  is  a  rich  market 
with  an  average  farm 
income  of  $9,888.54 


each  this  Market  through  KSO 


KSO 


DES  MOINES,  IOWA 

5000  watts  1460  kilocycles 


CBS  for  Central  Iowa 

KINGSLEY  H.  MURPHY,  President 
S.  H.  AAcGOVERN,  Gen.  Mgr. 
HEADLEY-REED,  Nat.  Rep. 


to  subscribers 


1950 

BROADCASTING 
MARKETBOOK 


featuring 

SPOT  RATE  FINDER 

.  .  the  most  valuable  tool 
for  radio-tv  time  buying  in 
years." 

Out  August  14,  Part  II  of 
your  regular  BROADCAST- 
ING, the  '50  MARKETBOOK 
will  have  oH  the  essential 
facts  and  spot  rate  figures 
for  buying/selling  AM,  FM, 
TV  time.  Three-color,  25"  x 
35"  radio-tv  map  included 
in  this  212-page  book. 

SELLS  SEPARATELY 
FOR  $1.00 


SPECIAL  OFFER  TO 
NEW  SUBSCRIBERS 


For  a  limited  time  a  regular  S7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 


Broadcasting  •  Telecasting 

870  NATIONAL  PRESS  BIDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
52  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
Januory. 

^  S7  enclosed       |^  please  bill 


NAME 
COMPANY 
STREET 

CITY  ZONE  state" 
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Likes  'Big  Story' 

EDITOR,  Broadcasting: 

.  .  .  Your  story  in  the  July  3 
issue  of  Broadcasting-Telecasting 
on  Pall  Mall's  Big  Story  ....  was 
excellently  handled  and  the  layout 
is  really  fine. 

Alan  C.  Gar  raft 
Advertising  Manager 
American  Cigarette  & 

Cigar  Co. 
New  York 


Johnny  Gillin  Lauded 

.  .  .  All  of  us  in  broadcasting  are 
shocked  to  learn  of  Johnny  Gillin's 
passing.  Here  was  one  of 
America's  great  pioneer  broad- 
casters whose  inspirational  leader- 
ship has  contributed  immeasurably 
to  the  advance  of  our  system  of 
free  broadcasting. 

Mr.  Gillin's  sei-vice  to  this  asso- 
ciation for  more  than  two  decades 
as  a  member  of  the  board  of  direc- 
tors, as  a  committeeman,  and  as 
a  citizen  of  the  radio  and  television 
world  always  will  be  a  goal  to 
which  the  nation's  broadcasters 
can  aspire.  We  mourn  the  death 
of  a  good  friend,  a  wise  counselor 
and  an  outstanding  servant  of  his 
own  community. 

Justin  Miller 

President, 

NAB 

[EDITOR'S  NOTE:  Judge  MUler's  senti- 
ments originally  were  expressed  in  his 
telegram  to  Lyle  DeMoss,  program 
director.  WOW  Omaha,  on  the  occasion 
of  Mr.  Gillin's  death  July  18]. 


EDITOR,  Broadcasting: 

For  several  days  broadcasters 
have  been  talking  about  the  pass- 
ing of  one  of  its  most  prominent 
leaders — John  J.  Gillin  Jr. 

Many  of  us  have  known  "John- 
ny," some  of  us  intimately — but  all 
who've  been  fortunate  to  come 
within  his  circle  of  charm  miss  this 
gentleman  with  the  rose — Radio's 
Ambassador  of  Goodwill.  .  .  . 

.  .  .  His  leaving  us  left  behind 
the  memory  of  an  intelligent 
statesman — liked  and  regarded  by 
all  as  a  kind,  generous,  and  good 
gentleman.  .  .  . 

Franklin  O.  Pease,  Gen.  Mgr. 
RRR-Radio-TV  Employ- 
ment Bureau 
Philadelphia 


open  mike 


KXOK  Forum 


EDITOR,  Broadcasting: 

Participants    on    the  weekly 
forum    program    Wake    Up  St. 
Louis,   Mondays   over   KXOK  St. 
Louis,  each  receive  a  copy  of  this 
cartoon    by     Robert  Day. 
Bruce    Barrington,    KXOK  ^ 
news  director  and  moderator 
of  the  program  said,  "The 
only  time  when  this  program  ap- 
proached   the    likes    of    the  car- 
toon was  when  the  participants 
almost  came  to  blows  before  the 
broadcast  and  the  program  was 
cancelled  at  the  last  minute." 
Ralph  J.  Gentles 
KXOK  St.  Louis 


Intelligent  Fourth 

EDITOR,  Broadcasting: 

I  cannot  think  of  a  more  intelli- 
gent way  to  celebrate  this  wonder- 
ful day  [July  4]  than  to  renew  my 
subscription  to  Broadcasting  and 
thus  renew  my  informational  con- 
tact with  a  swell  gang  of  Amer- 
icans whose  business  hinges  upon 
FREEDOM  OF  THE  AIR- 
WAVES, and  whose  service  en- 
riches the  lives  of  countless  thou- 
sands and  contributes  to  an  alert 
national  citizenship.  .  .  . 

William  P.  Pence 

Chamber  of  Commerce  Inc. 

Salisbury,  N.  C. 


Seeks  Radio  Set  Count 

EDITOR,  Broadcasting: 

We  always  read  with  interest 
news  stories  which  give  the  number 
of  TV  sets  in  various  areas.  Before 
radio  gets  buried  prematurely, 
wouldn't  it  be  a  good  comparison 
to-  give  the  estimated  number  of 
radio  sets  in  the  same  area? 

Cecil  Woodlayid 

Pres.  &  Gen.  Mgr. 

WCSS  Amsterdam,  N.  Y. 

[EDITOR'S  NOTE:  The  1950  BROAD- 
CASTING MARKETBOOK  wiU  show 
AM  receivers  at  near  saturation  point 
throughout  the  United  States.  The  same 
situation  was  true  when  the  1949 
MARKETBOOK  was  published.] 

Salute  for  'Fusion' 

EDITOR,  Broadcasting: 

Not  a  21  gun  salute  but  a  32 
gun  salute  to  j-ou  for  your  editorial 
"Road  Toward  Fusion." 

I  was  not  asked  to  repeat  my 
term  on  the  NAB  engineering  com- 
mittee representing  small  stations 


when  I  kept  punching  at  the  fa 
that  NAB  missed  its  best  bet  ai 
real  purpose  for  its  existence  whc 
it  did  not  push  for  joint  meetini 
of  FCC,  RMA  and  NAB  to  dete- 
mine  the  future  of  radio  broadcas 
ing  and  guide  it  along  an  equitab 
and  reasonable  path. 

I  have  always  contended  NA 
engineering  was  the  weakest  link  : 
its  chain — yet  it  is  the  foundatic, 
of  the  industry. 

Engineering  is  the  basis  f< 
power,  location  (band)  and  alloci 
tion  of  radio  and,  by  NAB,  the  mo 
neglected — yes,  we  have  very  fir 
maps,  engineering  standards,  et 

But  why  and  how  did  we  have  tl: 
famous  FM  shift  (only  to  have  th 
vacated  frequencies  taken  by  TV 
the  split  TV  bands  (now  a  thii 
band  to  be  added)  and  on  and  o 
we  go?  Black  and  white  vs.  color 

I  think  it  is  about  time  the  grou 
got  some  sense  and  injected  som' 
of  it  in  the  industry.  ! 

■James  V.  Cosman 

Exec.  V.  P.  and  Gen.  Mgr 

WPAT  Paterson,  N.  J. 


Boston  U.  Institute 

STUDENTS  of  Boston  U.  enroUe 
in  the  36th  annual  summer  sessior 
which  opened  July  10  and  continue 
through  Aug.  19,  have  taken  ove 
broadcasting  operation  of  WBUE 
FM  Boston,  university-owned  sta 
tion.  School  is  holding  a  six-wee', 
broadcasting  institute  for  non 
professional  people,  according  t 
Dr.  Daniel  Marsh,  Boston  U.  presi 
dent,  and  Dean  Atlee  Percy,  sum 
mer  term  director.  Courses  ar 
conducted  by  Prof.  Samuel  B 
Gould. 


"When  the  program's  over  shall  I  still  thank  them  for  having  consentec 
to  appear  tonight?" 
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THERE'S  SOMETHING  IN  THE 

RADIO  PICTURE  IN  WINSTON-SALEM 


CBS 


In  on  «^°?,^Ibilities  now  open  avaii-J^b?-"'^ 
Ik  on  w\°\7jB^nffis  now  open  on  ^  AVWLAWi-^^i 


WINSTON-SALEM,  N.  C. 


1000  WAHS  .  DAY  AND  NIGHT 


TAYLOR  COMPANY-  NATIONAL  REPRESENTATIVES 
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NORTH  CAROLINA 
IS  THE  SOUTH'S 


No.  1  STATE 
AND 
NORTH 
CAROLINA'S 

msm 


North  Carolina 
Rates  More  Firsts  In 
Sales  Management  Survey 
Than  Any  Other  Southern  State. 

More  North  Carolinians  Listen 
to  WPTF  Than  to  Any 
Other  Station 


50,000 

WATTS 

680  Kc. 


WPTF  i^Bc 

WW  I       ■  ■  AFFILIATE 


★  a/so  WPTF-FM  * 

RALEIGH,  North  Carolina 

National  Representative  FREE  &  PETERS  inc. 


Page  18    •    July  31,  1950 


BROADCASTING    •  Telccastin 


I     N  G 


$7.00  A  YEAR— 25c  A  COPY 


^NA'S  RATE  PUTSCH 

By  ED  JAMES 

^THOUGH  temporarily  repulsed  by  unexpected  resistance  from  the 
ijor  netwoi'ks,  the  offensive  of  the  Assn.  of  National  Advertisers  against 
dio  rates  has  by  no  means  been  abandoned,  Broadcasting  learned  last 


Confidential  Report  Details  Plans 


ek. 

The  networks'  rejection  of  invi- 
ions  to  meet  individually  or  as 
l^roup  w^ith  ANA's  powerful  Ra- 
)  and  Television  Steering  Com- 
ttee  [Broadcasting,  July  24] 
l|rew  a  surprise  obstacle  in  the  as- 
fciation's  plan,  but  ANA  intends 
i  prosecute  its  attack  on  other 
mts. 

At  week's  end  ANA  executives 
:re  in  strategy  conferences  de- 
Sing  their  next  move,  but  the 
neral  plan  that  they  would  fol- 
V  had  already  been  outlined  by 
5  steering  committee. 
The  steering  committee's  confi- 
ntial  report,  which  so  far  has 
i^n  officially  withheld  from  all  but 
tWA  members,  recommended  a 
irse  of  action  to  be  pursued  in 
5  association's  stubborn  purpose 
1  forcing  radio  rate  reductions. 
Although  the  report  was  still  a 
jsely  guarded  secret,  Broadcast- 
p  obtained  a  copy  from  a  source 
^t  cannot  be  identified.  It  con- 
ns the  battle  plan  for  the  great- 
}  coordinated  onslaught  by  a 
pup  of  advertisers  in  modern 
dia  histoi-y. 

Original  Plans 

A.S  originally  conceived,  the  plan 
illed  for  the  steering  committee 
unveil  its  argument  at  indi- 
Bual  meetings  with  the  networks 
aen  the  networks  would  have  been 
.feed  to  "consider  the  problem 
jrefully"  and  then  meet  again 
Irth  the  steering  committee  to 
bggest  a  method  of  handling  the 
itoblem  that  will  be  fair  and  ac- 
ptable  to  advertisers." 
IjThat  part  of  the  plan  was,  of 
lurse,  negated  by  the  refusal  of 
|e  networks  to  attend  the  first 
beting.  Other  maneuvers,  how- 
;|er,  were  proposed  in  the  steer- 
Jg  committee's  blueprint,  and 
ley  are  yet  to  come. 
i|"In  order  that  the  viewpoints  as 
pressed  by  the  steering  commit- 
p  may  be  clearly  understood  by 
|e  stations  themselves,"  the  re- 
|rt  proposed,  "it  may  be  advisable 
li  hold  further  meetings  with  some 
t  the  station  representatives." 
;|That  the  ANA  steering  commit- 
B  hoped  to  soften  up  the  networks 
jid  stations  before  the  end  of  this 
immer  was  clearly  indicated  in 
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the  fact  that  the  committee  planned 
a  "full  airing  of  the  situation  and 
a  progress  report"  at  the  ANA  fall 
meeting  in  Chicago. 

Urges  Support 
To  the  steering  committee's  re- 
port, when  circulated  to  ANA  mem- 
bers, was  attached  a  form  which 
members  were  asked  to  fill  out,  in- 
cluding a  statement  of  support  for 
the  committee's  proposals.  Mem- 
bers were  urged  to  "return  the  at- 
tached questionnaire  right  now  so 
that  your  steering  committee  can 
undertake  discussions  promptly  and 
authoritatively,  with  a  show  of 
strength  indicating  the  consensus 
of  all  the  radio-TV  group  members 
in  support  of  its  position." 

It  was  learned  that  most  if  not 
all  members  did  as  they  were  asked. 

To  reinforce  its  argument  for 
reduction  of  radio  rates,  ANA  drew 
upon  both  A.  C.  Nielsen  Co.  and 
C.  E.  Hooper  Inc.  research,  which 
it  interpreted  to  mean  that  the  ra- 


dio audience,  particularly  at  night, 
had  gone  to  pot  in  television 
markets. 

Whether  networks  were  prepar- 
ing counter-arguments  with  which 
they  hoped  to  bat  down  ANA's 
statistical  foundation  could  not  be 
learned.  Both  CBS  and  NBC  have 
invigorated  their  promotion  re- 
search in  recent  months,  and 
last  week  NBC  was  beginning  to 
show  a  new  presentation  arguing 
strongly  for  network  radio  (see 
story  page  21). 

No  Direct  Answers 

Neither,  however,  so  far  as  could 
be  learned,  was  preparing  direct 
answers  to  ANA. 

The  basic  conclusions  of  the 
ANA  report  were  outlined  in  a 
covering  letter  mailed  with  the  re- 
port to  ANA  members.  The  letter 
read  in  part: 

"Attached  is  a  very  important 
confidential  memorandum  from 
your  Radio  and  Television  Steering 
Committee.  Its  length  is  forbid- 
ding, but  its  content  is  of  vital 
concern  to  every  radio  advertiser. 

"Briefly,  it  brings  out  with  facts 
and  figures  that: 


"A.  On  an  overall  national  basis : 
"1.  In  the  case  of  those  evening 
network  radio  programs  occupying 
the  same  time  spot  this  year  as 
last,  the  average  cost  per  thousand 
listeners  had  risen  21%  on  one 
network,  18%  on  another  in  a 
year's  time  due  to  declines  in  the 
number  of  homes  listening  to  those 
programs. 

"2.  Despite  a  gain  of  3.6%  in 
the  number  of  homes  equipped  with 
radio,  the  number  of  homes  listen- 
ing to  radio  is  below  a  year  ago 
except  during  morning  hours.  The 
most  serious  drop  is  noted  from 
8-11  p.m.  during  which  time  the 
number  of  homes  listening  to  radio 
shows  an  average  decline  of  12.7% 
from  a  year  earlier. 

TV  Homes  Listening 

"3.  In  television  homes,  radio 
listening  during  evening  hours  is 
off  83%.  For  all  practical  pur- 
poses each  new  TV  installation 
signifies  the  virtual  elimination  of 
one  more  home  from  the  total  of 
actual  or  potential  RADIO  listen- 
ing during  evening  hours. 

"4.  With  the  prospect  of  about 
(Continued  on  page  30) 


Mcf  ARLAND  Bill  REVIVED 


In  Senate 


By  DAVE  BERLYN 

THE  McFARLAND  BILL  to 
streamline  FCC  procedures  was 
closer  to  Congressional  passage 
than  at  any  time  in  its  turbulent 
history  when  the  Senate  passed  the 
measure  as  an  amendment  to  an- 
other bill  last  Wednesday  and  ear- 
marked it  for  joint  House-Senate 
conference. 

The  proposed  amendment  to  the 
Communications  Act,  passed  by  the 
Senate  last  year,  was  modified  only 
slightly  to  bring  it  up  to  date.  It 
was  reported  to  the  Senate  this 
time  as  an  amendment  to  a  House- 
approved  bill  (HR  4251)  to  permit 
FCC  to  acquire  land  for  radio 
monitoring  purposes. 

Action  came  swiftly  by  the  Sen- 
ate Wednesday  afternoon  follow- 
ing a  report  on  the  new  version 
two  days  earlier  by  Chairman 
E.  W.  McFarland  (D-Ariz.)  of  the 
Commerce  committee's  Communi- 
cations Subcommittee.  Sen.  Ed  C. 
Johnson  (D-Col.),  chairman  of  the 
Commerce  group,  Sens.  McFarland, 


Lester  C.  Hunt  (D-Wyo.),  Charles 
W.  Tobey  (R-N.  H.)  and  Homer 
E.  Capehart  (R-Ind.),  all  members 
of  the  Senate  Commerce  Commit- 
tee, were  appointed  conferees  by 
the  Senate.  The  House  recessed 
Thursday  until  Monday  (today) 
without  appointing  conferees. 

The  bill,  as  authored  by  Sen. 
McFarland  last  year  ( S1973 ) , 
passed  the  Senate  in  August  1949 
[Broadcasting,  Aug.  15,  1949] 
and  has  since  been  awaiting  House 
action. 

Little  Difference 

In  his  report,  which  differed 
little  from  his  report  on  S  1973  a 
year  ago.  Sen.  McFarland  said  the 
revisions  —  or  amendments  —  were 
included  "as  a  matter  of  comity 
between  the  two  Houses  of  Con- 
gress." The  bill,  he  reiterated, 
would  bring  about  "a  major  im- 
provement" in  FCC  organization 
and  functions.  Sen.  McFarland 
repeated  his  statement  of  a  year 
ago  that  the  bill  "has  the  unani- 
mous approval  of  every  broadcast- 


ing interest  and  the  majority  of  its 
provisions  are  favored  by  the 
Commission  itself." 

Assuming  that  the  bill  will  go 
to  conference  unhampered  the  fol- 
lowing could  happen: 

(1)  The  measure  can  be  ap- 
proved, with  or  without  change, 
and  then  passed  by  both  houses  of 
Congress  and  sent  to  the  President 
for  signature. 

(2)  Although  approved  by  the 
joint  conference  committee  it  can 
be  defeated  in  either  House,  or 

(3)  The  conference  committee 
can  fail  to  reach  agreement  on  a 
measure. 

A  section  in  the  newly  amended 
bill  provides  for  FCC  to  expend 
funds  for  acquisition  of  land  for 
radio  monitoring  purposes,  the 
original  intent  of  HR  4251. 

The  modified  bill  contains  only 
these  minor  changes:  That  of 
striking  the  salary  provision  for 
the  FCC  Commissioners  (since 
they  have  received  pay  raises  in 
(Coyitinued  on  page  34) 
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DEPARTMENT  OF  THE  ARMY 
OFFICE  OF  THE  CHIEF  OF  INFORMATION 
WASHINGTON  25,  D.  C. 

EDITOR,  BROADCASTING: 

My  attention  has  been  called  to  your  thoughtfulness  in  printing  the  entire 
text  of  the  "Code  of  Wartime  Pracices  for  American  Broadcasters"  as  well  as 
to  other  informative  and  patriotic  articles  on  the  Korean  war  and  the  relation- 
ship of  broadcasters  to  this  war  effort. 

Such  support  of  the  military  effort  is  timely  and  patriotic  and  certainly  is 
a  good  example  of  the  public  support  we  are  now  receiving.  I  want  you  and 
your  staff  to  know  how  much  the  Department  of  the  Army  appreciates  your 
efforts  and  work  and  how  helpful  it  has  been  to  us  in  a  particularly  difficult 
period. 

I  hope  we  can  continue  to  merit  your  interest  and  support  and  that  we  can 
work  together  on  problems  and  projects  of  mutual  concern. 
With  best  wishes. 

F.  L.  PARKS 

MAJOR  GENERAL,  GSC 

CHIEF  OF  INFORMATION 


NAB  '51  MEET 


Chicago  Favore 
In  Survey 


INCOMPLETE  returns  on  NAB's  postcard  survey  of  membership  indicai 
Chicago  a  top-heavy  choice  as  a  site  for  the  1951  NAB  annual  convei 
tion,  with  New  York  and  Washington  running  second  and  third  in  tl 
poll. 

Out  of  520  ballots  filed,  as  of     *  —  

last  Monday,  Chicago  drew  167  first 
choices,  96  seconds,  and  65  thirds, 
for  a  total  of  328  votes,  accordin.^f 
to  the  NAB  Research  Dept.  New 
York  drew  90,  96,  and  52  respec- 
tively, for  238  votes,  while  Wash- 
ington came  up  with  47,  28,  and  34 
for  109  ballots. 

Other  cities  in  the  running,  in 
the  order  of  votes  drawn,  were  New 
Orleans,  St.  Louis,  Los  Angeles, 
Miami,  Houston,  Cleveland  and  San 


DEfENSi  MEET 


Radio-TV  Talks  Underway 


EXPLORATORY  discussions  con- 
templating participation  of  radio- 
television  forces  in  government 
mobilization  planning — and  looking 
toward  formation  of  an  all-embrac- 
ing Broadcasters  Defense  Council 
— commanded  the  attention  of 
NAB,  network  and  station  execu- 
tives in  a  luncheon  session  held 
last  Tuesday  in  Washington. 

Meeting  was  called  by  NAB  Gen- 
eral Manager  William  B.  Ryan 
following  formal  request  by  John 
R.  Steelman,  special  Presidential 
assistant,  that  such  a  group  be 
formed  in  pursuance  of  NAB's 
offer  to  assist  the  government  "in 
any  feasible  way"  in  the  present 
emergency  [BROADCASTING,  July 
24]. 

Outline  of  the  proposed  plan 
was  presented  informally  to  offi- 
cials of  CBS,  NBC,  Radio-Tele- 
vision Mfrs.  Assn.,  DuMont  Tele- 
vision, MBS  and  NAB  board  mem- 
bers. 

The  session  was  described  as 
"preliminary  and  informal"  and 
reportedly  touched  only  generally 
on  such  topics  as  civil  defense, 
mobilization,  censorship,  methods 
of  cooperation  which  the  industry 
could  offer  the  government,  pro- 
duction  and  information. 

A  second  meeting  was  slated  for 
this  week,  with  date  undetermined. 
Out  of  this  and  succeeding  sessions 
are  expected  to  evolve  appoint- 
ment of  members  (by  NAB  Presi- 
dent Justin  Miller)  to  serve  on 
committees,  each  dealing  with  a 
specific  area  of  activity,  and  plans 
for  participation  of  industry 
groups. 

It  was  expected  that  eventually 
such  groups  as  Radio-Television 
Mfrs.  Assn.,  Television  Broadcast- 
ers Assn.,  The  Advertising  Council 
and  many  others  would  be  invited 
to  take  part.  And  it  was  under- 
stood that  NAB  would  carry  the 
story  of  its  role  in  government 
planning  to  its  membership  in  the 
upcoming  series  of  district  meet- 
ings. 

Attending  the  Tuesday  session 
were  Earl  Gammons  and  Ted  Koop, 
for  CBS;  Frank  M.  (Scoop)  Rus- 
sell and  Ed  Wheeler,  NBC;  James 
Secrest,  RTMA;  Richard  Noel,  Du- 
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Mont;  Edgar  Kobak,  WTWA 
Thomson,  Ga.;  Hollis  Seavey, 
MBS;  Ben  Strouse,  WWDC  Wash- 
ington, and  Eugene  Thomas,  WOR 
New  York,  NAB  board  members; 
and  Robert  K.  Richards,  NAB  pub- 
lic affairs  director,  and  Mr.  Ryan. 

Frank  Fletcher,  WARL  Arling- 
ton, Va.,  another  board  member, 
did  not  attend.  ABC  was  not  rep- 
resented, although  Robert  Hinck- 
ley, vice  president,  had  been  in- 
vited. 

Council  Idea 

The  proposed  council  idea  devel- 
oped out  of  discussions  between 
Mr.  Steelman  and  Ralph  Hardy, 
NAB  government  relations  direc- 
tor, at  the  White  House.  NAB  had 
been  considering  such  a  plan,  cov- 
ering various  phases  of  activity, 
over  a  period  of  months  and,  when 
the  Korean  situation  developed, 
was  among  the  first  industry 
groups  to  offer  its  services,  accord- 
ing to  Mr.  Hardy. 

Specifically,  it  had  mulled  the 
idea  of  setting  up  a  broadcasters' 
committee  to  advise  on  military 
planning  [Closed  Circuit,  July  17]. 

Mr.  Hardy  is  expected  to  work 
with  Charles  Jackson,  in  Mr.  Steel- 
man's  office,  on  the  various  ways 
in  which  the  industry  may  be  of 


assistance  to  the  government.  Mr. 
Jackson  also  serves  as  liaison  be- 
tween the  government  and  the  Ad- 
vertising Council,  which  is  making 
available  its  services  for  informa- 
tion aids. 

NAB  presumably  would  be  ex- 
pected to  support  government  re- 
quests for  recruiting  and  public 
services  announcements  on  sta- 
tions, to  cooperate  in  addition  of 
new  defense  programs  (such  as 
possible  revival  of  the  Army  Hour) 
and  in  general  to  lend  cooperation 
of  the  industry  on  Presidential 
addresses  dealing  with  important 
subjects  to  the  American  taxpayer. 

Mr.  Steelman  extended  hearty 
approval  of  NAB's  coopei-ation  and 
thought  formation  of  the  council, 
which  he  said  arose  from  his  dis- 
cussions with  Mr.  Hardy,  "the  best 
way"  to  render  service  to  the  gov- 
ernment as  required. 

Members  of  the  broadcasters' 
council  committees  are  expected  to 
confer,  along  with  Mr.  Hardy,  with 
military  and  other  government  of- 
ficials, including  National  Security 
Resources  Board  and  Munitions 
Board. 

As  an  example,  NAB  already 
has  given  the  industry  stand  before 
the  military  on  television's  impor- 


and  now  we  come  to  oii 


Drawn  for  Broadcasting  by  Sid  Hix 
r  summer  saturation  package!" 


Francisco.  Over  40  other  cities  r- 
ceived  votes  ranging  from  one  i 
26  each.  Scattered  votes  also  wei 
recorded  for  McMinnville,  Or(' 
Quincy,  Fla.,  Montpelier,  Vt.,  ar 
Pinehurst,  N.  C. 

Chicago,  convention  headquartei 
for  NAB  conclaves  in  1949  ar 
1950,  corralled  a  greater  total  < 
first,  second  and  third  place  ballo- 
than  any  other  city,  and  dre 
nearly  double  the  first  place  numb< 
recorded  for  New  York. 

Returns  are  to  be  compile 
shortly,  possibly  this  week,  for  r- 
port  to  NAB's  Convention  Sites  ar 
Policy  Committee,  headed  by  Ei 
gene  Thomas,  newly-appointed  telr 
vision  operations  manager  of  TeL 
radio  Inc.,  licensee  of  WOR  st; 
tions  in  New  York,  and  former! 
of  WOIC  (TV)  Washington.  Othe 
members  are  James  D.  Shous' 
WLW  Cincinnati,  and  Haroh 
Wheelahan,  WSMB  New  Orlean 
Committee  will  select  the  site. 
Preference  Stated 
The  month  of  April  was  the  pre 
erence  of  the  majority  of  tl 
membership  reporting,  with  2.? 
ballots.  May  and  March  were  ney 
in  order  with  145  and  107,  r( 
spectively. 

NAB's  Research  Dept.  plans  t 
distribute  another  survey  shortly- 
in  the  next  fortnight — dealing  witl^ 
its     proposed     1951  conventio 
agenda. 


1 


tance,  touching  particulai-ly  o 
construction  of  additional  networ 
cable  and  relay  facilities.  NA 
was  understood  to  have  stresse 
the  value  of  television  as  a  traii'f^ 
ing  medium  in  civil  defense. 

Full  text  of  Mr.  Steelman's  le 
ter  to  Mr.  Hardy: 

May  I  take  this  opportunity 
thank  you  for  the  cooperation  tl 
radio  stations  and  networks  in  tl^ 
United  States  gave  us  on  that  pa: 
of  the  President's  address  which  er 
plained  that  no  food  shotages  exi: 
at  the  present  time.  The  fact  that  ya 
people  initiated  this  without  recei^ 
ing  a  request  from  the  governmei 
is  especially  gratifying.  All  of  us  ai 
deeply  appreciative. 

Doubtless  there  will  be  other  0(' 
casions  in  the  near  future  when  you 
cooperation  will  be  extremely  usefu 
I  hope  you  will  not  consider  it  pni 
s'jmptious  if  I  ask  that  the  (NAB 
take  immediate  steps  to  organize  tli 
entire  broadcasting  industry  in  soitv 
manner  in  which  it  would  be  instantl 
available  to  the  government  as  r« 
quired. 

I  have  asked  (Charles  Jackson)  < 
my  office  to  work  closely  with  yo 
and  may  you  feel  free  to  call  upo 
him  for  any  cooperation  you  ma 
need. 

The  problems  facing  us  now  ai 
somewhat  diflferent  than  they  ha> 
been  in  the  past  because  of  the  grov 
ing  importance  of  television.  We  w  i 
be  especially  interested  in  a  progra 

(Continued  on  page  36) 
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P&G  ISADS  MA  Y  NETWORK  USBRS  ^jsiiini^ 


:P10CTER  &  GAMBLE  Co.,  ra- 
o's  top  advertiser,  again  headed 
le  list  of  radio  network  time  pur- 
lasers  in  May,  with  a  gross  bill- 
g  of  $1,694,711  for  the  month, 
counting  for  10.2%  of  the  gross 

i^twork  sales  of  $16,584,126,  ac- 

j^rding  to  Publishers  Information 

.(ureau. 

|1  The  PIB  figures  showed  P&G 
|as  the  only  network  advertiser  to 
.bend  over  $1  million  dollars  in 

I  ilay. 

j  Sterling  Drug  Co.,  climbing  from 
•urth  place  in  April,  was  the  sec- 
bd  largest  network  client,  spend- 
"Jjg  $821,450  in  May.  General  Mills 
creased  its  buying  to  rank  third, 
;,^ile  Miles  Labs  dropped  from 
'Urd  in  April  to  fourth  in  May. 
general  Foods  fell  from  second  in 
ipril  to  sixth  in  May,  while  Amer- 
-an  Tobacco  Co.  and  Liggett  & 
.jyers  merely  switched  positions 
^jid  the  others  remained  the  same. 
,able  I  (top  10  network  adver- 
ipers)  lists  first  10  network  adver- 
sers, in  rank  according  to  ex- 
■nditures. 

By  product  groups,  Food  &  Food 
Iroducts  advertisers  spent  $4,163,- 


TABLE  I 

TOP  10  NETWORK  ADVERTISERS 
IN  MAY  1950 

c   Procter  &  Gamble  $1,694,7" 
Sterling  Drug  Co. 

General  Mills  757,330 

Miles   labs  710,419 

Lever  Bros.  691,371 

General  Foods  Corp.  663,675 

Campbell  Soup  Co.  630,204 

Liggett  &  Myers  Co.  483,869 

American  Tobacco  Co.  475,521 

Philip  Morris  Co.  409,481 


BZ  SALES  POSTS 


Meehan  and  Masse  Named 

PPOINTMENT  of  C.  M.  (Tom) 
iehan,  director  of  public  rela- 
ns  for  Westinghouse  Radio  Sta- 
Jjiis   Inc.,   as  sales  manager  of 
WBZ-WBZA  Bos- 
t  o  n  -  Springfield, 
Mass.,  has  been 
announced  by 
Station  Manager 
W.  C.  Swartley. 
Simultaneously, 
C.  Herbert  Masse 
was  named  sales 
manager  of  WBZ- 
TV.  He  formerly 
I  handled  both  AM 

lllr.  Meehan  gales  for 

B  outlets. 

A  veteran  of  25  years  in  news- 
per,  radio  and  public  relations 
Ids,  Mr.  Meehan  joined  West- 
Shouse  in  1944,  serving  first  in 
estinghouse's  public  relations  de- 
'Irtment  in  Pittsburgh. 


jl^iggins  Resigns 

HN  S.  WIGGINS  resigned  Fri- 
as  director  of  research  and 

tes  promotion  at  CBS  "Western 

•nsion  offices  in  Chicago,  where 
worked  four  years.  Before  that 
was  in  research  and  promotion 
CBS  New  York  and  senior  mar- 
ing  analyst  for  Firestone  Tire 

jRubber  Co. 


TABLE  II 


GROSS  RADIO  NETWORK  TIME  SALES 
JAN.-MAY 

PRODUCT  GROUP              MAY  1950  1950 

Agriculture  &  Farming        $   84,971  475,209 
Apparel,  Footwear  & 

Access.                               171,126  617,528 
Automotive,  Automotive 

Equip.    &   Supplies             410,720  2,649,215 
Aviation,  Aviation  Equip. 

&  Supplies     

Beer,  Wine  &  Liquor  256,041  1,248,811 
Building  Materials,  Equip. 

&   Fixtures                         131,377  583,737 

Confectionary  &  Soft  Drinks   590,948  3,038,282 

Consumer   Services                 162,517  790,156 

Drugs  &  Remedies              2,147,903  10,626,904 

Entertainment  &  Amusement     

Food  &  Food  Products         4,163,970  19,973,232 
Gasoline,  Lubricants  & 

other  fuels                        408,903  2,093,379 

Horticulture  17,616  105,696 
Household  Equip.  & 

Supplies    .                         323,801  1,305,855 

Household    Furnishings             38,705  201,743 

Industrial  Materials               188,985  950,266 

*         *  * 


FOR  MAY  AND  FIRST 

JAN.-MAY 
MAY  1949  1949 
60,692  538,763 

113,689  625,432 

809,271  3,589,527 


QUARTER  1950  COMPARED  TO  1949, 


190,117  782,453 


70,476  363,951 

123,585  564,661 

586,516  3,270,775 

179,326  788,848 

1 ,790,048  8,739,030 


4,021,651  20,294,623 

460,167  2,816,032 
17,244  91,968 

770,346  3  627,260 
105.518  524  034 
227,010  996,980 


PRODUCT  GROUP  MAY  1950 

Insurance  231,732 

Jevirelry,  Optical  Goods 
&  Cameras 

Office  Equip.,  Writing  Sup 

plies.  Stationery  &  Access.  133,620  719,427 

Political  13,028  17,344 

Publishing   &   Media  27,403  564,671 

Radios,  TV  Sets,  Phono- 
graphs, Musical  Instru- 
ments &  Access.  91,952 

Retail  Stores  1,728 

Smoking  Materials  2,101,112 

Soaps,  Cleansers  & 

Polishes  1,949,272 

Sporting  Goods  &  Toys   

Toiletries  &  Toilet  Goods  2,289,993 

Transportation,  Travel 

&  Resorts  82,785  370,542 

Miscellaneous  427,801  2,273,864 


Total 


BY  PRODUCT  GROUPS 
JAN.-MAY  JAN.-MAY 

1950       MAY  1949  1949 
1,225,743       355,791  1,691,378 


217,468  970,782 
149,313  712,968 
31,000  454,031 


505,252  117,972  715,363 

23,230  5,496  27,480 

10,548,002  1,988,137  9,894,786 

9,019,439  1,852,217  9,021,672 

11,126,849  2,679,961  13,279,543 


98,508  551,420 
236,184  1,195,620 


16,584,126  81,836,829  17,067,586  85,346,957 


970,  placing  them  first  in  time 
bought  for  May.  Toiletries  &  Toilet 
Goods  followed  with  Drugs  &  Re- 
medies third.  Smoking  Materials 
fourth,  and  Soaps,  Cleansers  & 
Polishes,  fifth.  The  same  order 
was  indicated  for  the  January-May 
period. 

May  Reduction 

A  slight  reduction  was  notice- 
able m  the  May  total  figures  of 

1949  and  1950,  with  the  May  period 
of  this  year  about  2.8%  less  than 
last  year.  The  January-May  1949 
period  was  approximately  4.3% 
more  than  the  gross  sales  in  the 
same  period  this  year. 

Table  II  presents  the  gross  net- 
work time  sales  for  the  May  1949 
and  1950,  and  January-May  1949- 

1950  periods  as  compiled  by  PIB. 
Leading  advertiser  in  each  prod- 
uct group  is  indicated  in  Table  III. 


TABLE  ill 

TOP  NETWORK  ADVERTISERS  FOR  EACH  PRODUCT  GROUP  IN  MAY  1950 

Agriculture   &    Farming   Allis-Chalmers   Mfg.  Corp  

Apparel,   Footwear  &  Access  Trimount  Clothing  Co  

Automotive,    Automotive    Equip.  & 

Supplies   Chrysler  Corp  

Aviation,  Aviation  Equip.  &  Access    

Beer,  Wine  &  Liquor   Schlitz,  Jos.  Brewing  Co  

BIdg.  Mat.,  Equip.  &  Fixtures   •  Johns  Manville  Corp  

Confectionery  &   Soft  Drinks   Coca-Cola  Co  

Consumer  Services   American  Telephone  &  Telegraph   

Drugs   &   Remedies   Sterling  Drug  Co  

Entertainment  &  Amusements    

Food  &  Food  Products   General  Mills   

Gasoline,  Lubricants  &  Other  Fuels  Sun  Oil  Co  

Horticulture   Ferry  Morse  Seed  Co  

Household  Equip.  &  Supplies   Phiico  Corp  

Household   Furnishings   Armstrong  Cork  Co  

Industrial  Materials   U.  S.  Steel  Corp  

Insurance  Prudential  Insurance  Co.  of  America.... 

Jewelry,  Optical  Goods  &  Cameras  Longines-Wittnauer  Watch  Co  

Office   Equip.,   Writing  Supplies, 

Stationery  &  Access  Kail  Bros.   

Political  Calif.  State  Committee  for  Earl  Warren., 

Publishina  &  Media   William  H.  Wise  &  Co  

Radios,  TV  Sets,  Phonographs, 

Musical  Instruments  S  Access  Radio  Corp.  of  America   

Retail  Stores  &  Direct  Mail   Dr.  Hiss  Shoe  Stores   

Smoking   Materials   Liggett  &  Myers  

Soaps,   Polishes  &  Cleansers   Procter  &  Gamble  

Sporting  Goods  &  Toys  

Toiletries  &  Toilet  Goods   Procter  &  Gamble   

Transportation,  Travel  &  Resorts   Assn.  of  American  Railroads   

Miscellaneous   American  Federation  of  Labor   


533,198 
40,728 

87,780 


78,675 
110,521 
176,859 

81,855 
821,450 


757,330 
92,896 
17,616 
143.026 
35,039 
108,210 
122,245 
43,096 

67,032 
4,128 
16,043 

66.396 
1,728 
4R3,869 
1,113,463 


425,152 
82,785 
121,084 


NBC'S  PITCH 


SuDDorts  Network  Radio 


NBC  last  week  was  beginning  to 
show  advertisers  and  agencies  an 
elaborate  new  presentation  in- 
tended to  reinforce  the  network's 
claims  that  network  radio,  despite 
the  growth  of  television,  is  still  the 
best  mass  medium  advertising  buy. 

The  presentation  admits  that  the 
national  radio  audience  has  been 
diluted  by  television,  but  asserts 
that  even  so  its  cost  per  thousand 
circulation  cannot  be  matched  by 
other  media. 

NBC  estimates  there  will  be  10 
million  television  homes  in  an  aver- 
age week  of  the  1950-51  broadcast- 
ing season  and  there  will  be  42,- 
297,000  radio  homes.  According  to 
Nielsen  figures  quoted  by  NBC 
there  has  been  a  72%  decline  in 
evening  listening  in  TV  homes. 
Taking  72%;  of  the  10  million  TV 
homes  as  the  total  ignoring  radio, 
you  still  have  35,097,000  radio  fam- 
ilies left,  according  to  NBC. 

That  figure  represents  a  total 
potential  audience  only  6.7%  less 
than  the  audience  in  1948  —  the 


peak  year  before  TV  development 
became  a  serious  factor. 

Even  with  10  million  families  in 
its  potential  audience,  however,  TV 
is  not  a  truly  national  medium,  the 
NBC  presentation  points  out.  An 
advertiser  who  wants  to  reach  all 
of  America  cannot  depend  upon 
TV.  He  can  depend  on  radio,  it 
says. 

Uses  Research  Figures 

The  presentation  draws  upon  nu- 
merous research  studies  to  argue 
its  case  that  radio  listening  is  the 
people's  favorite  leisure  time  activ- 
ity, that  people  listen  in  "fabulous 
numbers,"  that  radio  claims  more 
of  their  time  than  any  other  activ- 
ity besides  working  and  sleeping, 
that  they  listen  not  only  at  home 
but  away  from  it  as  well. 

As  for  costs,  network  radio  is 
cheap,  considering  its  bigness, 
NBC  asserts.  For  $21,000  an  ad- 
vertiser can  buy  a  full  NBC  net- 
work half-hour  evening  program, 
including  time   and   talent,   at  a 
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time  when  there  are  34  million 
families  as  his  potential  audience. 
To  match  that  circulation  with 
newspapers,  he  would  have  to  buy 
1,145  of  them.  To  do  it  with  maga- 
zines he  would  have  to  buy  nine  of 
the  leading  publications.  His  $21,- 
000  would  buy  176-line  ads  in  the 
1,145  newspapers,  NBC  claims. 

"Opposed  to  this,  he  could  pro- 
cure the  impact  of  a  full  network 
half-hour  evening  program,"  the 
presentation  continues. 

The  presentation  also  cites  net 
figures  "on  actual  performance" 
obtained  from  NBC's  Hofstra  study 
in  Boston,  part  of  the  network's 
big  television  presentation. 

Boston  was  selected  because  it 
was  representative  of  TV  satura- 
tion as  of  May,  1950.  "In  arriving 
at  these  figures,"  the  presentation 
goes  on,  "we  considered  all  costs 
and  discounts,  secondary  reader- 
ship, multiple  viewing  or  listening, 
noting  and  listening."  What  the 

(Continued  on  page  S2) 
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CENSUS  REPORT  N.  Y.  Metropolitan  Area  Near  13  Millior 


NEW  YORK'S  metropolitan  area 
population  soared  to  nearly  13  mil- 
lion in  1950  and  Los  Angeles  met- 
ropolitan area  gained  more  than 
509'c  since  1940,  according  to  pre- 
liminary figures  on  12  metropolitan 
areas  released  by  the  Census  Bu- 
reau yesterday.  Tabulations  break 
down  each  area  to  show  population 
within  the  city  as  well  as  the  census 
count  for  the  remainder  of  the 
area,  and  are  the  first  such  1950 
reports  to  be  issued.  Other  met- 
ropolitan area  complications  are 
expected  to  be  released  soon. 

The  Los  Angeles  metropolitan 
area  preliminary  totals  of  nearly 
million  was  exceeded  only  by 
the  metropolitan  totals  for  New 
York  and  Chicago  (see  adjacent 
table).  Of  the  12  areas  listed,  the 
Los  Angeles  breakdown  was  the 
only  one  in  which  population  in  the 
remainder  of  the  area  outside  the 
city  was  in  excess  of  the  city  pop- 
ulation itself. 

Percentage-wise,  the  next  great- 
est increases  among  the  cities  an- 
nounced were  for  Washington, 
D.  C.  and  San  Francisco  metropoli- 
tan areas. 

Unabated  growth  of  an  urban 
and  industrialized  United  States  is 
the  picture  being  put  together 
from  preliminary  reports  coming 
into  the  Census  Bureau.  Such  facts 
as  the  unprecedented  rise  of  the 
West  Coast  and  the  concentration 
of  population  in  28  states  border- 
ing the  Atlantic,  Gulf  and  Pacific 
coastlines  and  the  Great  Lakes  are 
pointed  up  in  bold  relief. 

California  alone  accounted  for 
about  one  fifth  of  the  country's 
entire  growth  between  1940  and 
1950,  according  to  the  Bureau. 

Other  data  of  the  past  week 
completed  population  figures  for 
all  U.  S.  regions.  Latest  figures 
show  the  Rocky  Mountain  States 


(eight  in  number)  with  a  gain  of 
about  21.5%  over  1940  and  the 
three  Pacific  Coast  States  with  a 
rise  of  about  47.4%.  Greatest  gain 
in  the  latter  region  was  recorded 
in  California,  where  population  in- 
creased 51.6%  from  6,907,387  in 
1940  to  the  present  10,472,348.  All 


other  regional  compilations  already 
have  been  revealed  [Broadcasting, 
July  24,  17]. 

Preliminary  figures  show  an  in- 
crease nationwide  of  19  million 
persons  in  the  10-year  period. 
Population  jumped  from  131,699,- 
275  to  150,520,000  as  of  April  1, 


Preliminary  Totals  for  12  Met-ropolitan  Areas 

(As  Released  by  Census  Bureau  July  30) 

1950  1940 

1,326,259  1,083,300 

941,809  859,100 

384,450  224,200 

2,353,368  2,177,621 

788,552  770,816 

1,564,816  1,406,805 

5,494,129  4,825,527 

3,631,835  3,396,808 

1,862,294  1,428,719 

1,457,559  1,267,270 

'_       909,546  878,336 

548,013  388,934 

2,997,417  2,377,329 

1,837,617  1,623,452 

1,159,800  753,877 

4,330,962  2,916,403 

1,954,036  1,504,277 

2,376,926  1,412,126 

12,838,143  11,660,839 

7,841,610  7,454,995 

4,996,533  4,205,844 

3,651,730  3,199,637 

2,057,210  1,931,334 

1,594,520  1,268,303 

2,213,484  1,461,804 

760,381  634,536 

.    1,453,103  827,268 

1,674,428  1,432,087 

852,523  816,048 

821,905  616,039 

1,452,349  967,985 

792,234  663,091 

660,115  304,894 

2,192,870  2,082,556 

673,700  671,659 

1,519,170        .  1,410,897 


Metropolitan  Area 
Baltimore  Area 

Baltimore  City 

Remainder  of  Area 
Boston  Area 

Boston  City 

Remainder  of  Area 
Chicago  Area 

Chicago  City  % 

Remainder  of  Area 
Cleveland  Area 

Cleveland  City 

Remainder  of  Area 
Detroit  Area 

Detroit  City 

Remainder  of  Area 
Los  Angeles  Area 

Los  Angeles  City 

Remainder  of  Area 
New  York — N.  E.  New  Jersey  Area 

New  York  City 

Remainder  of  Area 
Philadelphia  Area 

Philadelphia  City 

Remainder  of  Area 
San  Francisco  Area 

San  Francisco  City 

Remainder  of  Area 
St.  Louis  Area 

St.  Louis  City 

Remainder  of  Area 
Washington  Area 

Washington  (D.  C.) 

Remainder  of  Area 
Pittsburgh  Area 

Pittsburgh  City 

Remainder  of  Area 


1950  when  the  17th  Decennial  Cen 
sus  is  dated.  A  breakdown  of  state 
revealed  a  majority  with  health 
gains  (see  accompanying  table). 

That  the  huge  increase  of  indi 
viduals  in  the  U.  S.  is  having  it 
effect  on  city  population  was  show 
with  the  listing  of  at  least  1 
cities  which  have  joined  the  100. 
000  and  over  category  (incorpo 
rated  limits).  Pointed  out,  how 
ever,  was  the  fact  that  many  citie 
had  acquired  additional  area  in  th 
past  10  years. 

The  cities  in  this  list  with  botl 
1940  and  1950  population  figure 
shown  were: 

City 

Austin  (Tex.) 
El  Paso 
Mobile 
Shreveport 
Baton  Rouge 
Sovonnah 
Berkeley  (Calif.) 
Evansville 
Corpus  Christ! 
Allentown  (Pa.) 
Montgomery 
Phoenix 

Waterbury  (Conn.) 
Pasadena 
little  Rock 

Of  the  100,000-plus  class,  Lowel 
Mass.,  was  the  only  city  reporter 
dropped  as  its  population  decline^ 
from  101,389  in  1940  to  96,523.  T 
date,  the  Bureau  said,  the  numbe 
of  cities  in  the  100,000  and  mor 
for  the  1950  Census  stands  at  10( 

The  nationwide  total  of  ove 
150  V2  millions  represents  almost  .■ 
doubling  in  U.  S.  population  in  5' 
years,  and  the  10-year  19-million 
persons  gain  is  the  greatest  numer 
ically  for  any  decade  in  America 
history,  the  Bureau  said. 

Commerce  Secretary  Sawyei 
who  announced  the  national  com 
pilation,  uncovered  other  salien 
facts.  New  York  retained  its  ran 
as  the  most  populous  state.  Cali 
fornia  moved  from  fifth  place  i 
1940  to  second  place,  passing  Penn 
(Continued  on  page  29) 


1950 

1940 

131,964 

87,93 

130,003 

96,81 

127,129 

78,72 

125,506 

98,16 

123,594 

34,71 

119,109 

95,99 

112,125 

85,54 

109,867 

97,06 

108,051 

57,30 

106,254 

96,90 

105,715 

78,08 

105,003 

65,41 

104,209 

99,31 

103,971 

81,86 

101,387 

88,03 

State  Population  Totals:  1950  Preliminary,  1940  and  1900 


%  of .  U.  S. 

State 

7950 

7950 

1940 

7900 

Alabama 

3,052,395 

2.04 

2,832,961 

1,828,697 

Arizona 

742,364 

0.50 

499,261 

122,931 

Arkansas 

1,900,246 

1.27 

1,949,387 

1,31 1,564 

California 

10,472,348 

6.99 

6,907,387 

1,485,053 

Colorado 

1,315,206 

0.88 

1,123,296 

539,700 

Connecticut 

1,994,818 

1.33 

1,709,242 

908,420 

Delaware 

316,709 

0.21 

266,505 

184,735 

Dist.  of  Columbia 

792,234 

0.53 

663,091 

278,718 

Florida 

2,734,086 

1.82 

1,897,414 

528,542 

Georgia 

3,418,120 

2.28 

3,123,723 

2,216,331 

Idaho 

586,037 

0.39 

524,873 

161,772 

Illinois 

8,696,490 

5.80 

7,897,241 

4,821,550 

Indiana 

3,917,904 

2.62 

3,427,796 

2,516,462 

Iowa 

2,609,748 

1.74 

2,538,268 

2,231,853 

Kansas 

1,898,519 

1.27 

1,801,028 

1,470,495 

Kentucky 

2,931,588 

1.96 

2,845,627 

2,147,174 

Louisiana 

2,669,043 

1.78 

2,363,880 

1,381,625 

Maine 

907,205 

0.61 

847,226 

694,466 

Maryland 

2,322,657 

1.55 

1,821,244 

1,188,044 

Massachusetts 

4,711,753 

3.15 

4,316,721 

2,805,346 

Michigan 

6,334,172 

4.23 

5,256,106 

2,420,982 

Minnesota 

2,967,210 

1.98 

2,792,300 

1,751,394 

Mississippi 

2,171,806 

1.45 

2,183,796 

1,551,270 

Missouri 

3,924,220 

2.62 

3,784,664 

3,106,665 

Montana 

587,196 

0.39 

559,456 

243,329 
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State 

Nebraska 
Nevada 

New  Hampshire 
New  Jersey 
New  Mexico 
New  York 
North  Carolina 
North  Dakota 
Ohio 

Oklahoma 

Oregon 

Pennsylvania 

Rhode  Island 

South  Carolina 

South  Dakota 

Tennessee 

Texas 

Utah 

Vermont 

Virginia 

Washington 

West  Virginia 

Wisconsin 

Wyoming 

Transients 


7950 

1,308,394 
158,378 
529,881 
4,821,880 
677,099 
14,743,210 
4,034,858 
616,185 
7,901,791 
2,230,253 
1,510,148 
10,435,965 
786,324 
2,107,813 
650,025 
3,280,575 
7,677,060 
686,842 
375,786 
3,247,781 
2,361,261 
1,998,536 
3,417,372 
288,707 
700,000 

150,520,000 


7950 

0.87 
0.11 
0.35 
3.22 
0.45 
9.84 
2.69 
0.41 
5.27 
1.49 
1.01 
6.97 
0.52 
1.41 
0.43 
2.19 
5.12 
0.46 
0.25 
2.17 
1.58 
1.33 
2.28 
0.19 


7940 

1,315,834 
110,247 
491,524 
4,160,165 
531,818 
13,479,142 
3,571,623 
641,935 
6,907,612 
2,336,434 
1,089,684 
9,900,180 
713,346 
1,899,804 
642,961 
2,915,841 
6,414,824 
550,310 
359,231 
2,677,773 
1,736,191 
1,901,974 
3,137,587 
250,742 


7900 

1,066,30 
42,33 

411,58 
1,883,66 

195,31 
7,268,89 
1,893,81 

319,14 
4,157,54 

790,39 

413,53 
6,302,15 

428,55, 
1,340,31 

401,57 
2,020,61 
3,048,71 

276,74 

343,64 
1,854,18 

518,10 

958,80 
2,069,04 
92,53 


131,669,275  75,994,61 
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Ciyilion  Rodio-TV  Cutbacks  Mulled 


RADIO-TV  manufacturers  last 
Iveek  contemplated  the  prospect  of 
mounting  orders  for  military  elec- 

ironics  equipment  and  potential 
ivilian  cutbacks  in  the  output  of 
adio-television  set  and  parts  as 
pongress  heard  demands  for  addi- 
tional funds  to  step  up  the  govern- 
Inent's  progi'am  for  stockpiling 
hitical  materials. 

i  Plans  for  conversion  of  manu- 
facturing   firms    to  accommodate 

nilitary  production  and  estimates 
?jin  cutbacks  to  be  expected  in  fall 
^production   of  civilian   radio  and 

ielevision  sets  were  revealed  last 
ifkeek  by  a  number  of  manufac- 
■lurers,  among  them  Westinghouse 
rilectric  Corp.  and  General  Electric 
tpo.,  both  heavy  producers  of  gov- 
((j-rnment  equipment  during  World 
War  II. 

I  In  a  semi-annual  stockpile  report 

0  Congress,  the  Munitions  Board 
'revealed  that  it  now  has  on  hand 
l|Qaterials  valued  at  $1,556,154,352 

SS'/f  of  the  total  stockpile  ob- 
jective— and  an  additional  12.2% 
^{r  |495  million  worth  of  items  on 
^jrder,  a  total  of  50.6 9r  of  the  total 
'jtockpile  objective. 
'  With  a  goal  of  $4  billion,  the 
ioard  hopes  to  increase  that  per- 
centage to  57%  by  June  30,  1951, 

1  Congress  votes  additional  ap- 
Iropriations. 

'  In  his  overall  $10.5  billion  re- 
quest for  arms  funds.  President 
ji'ruman  last  week  tabled  about  $2.6 
illion  for  electronics  equipment, 
anks  and  guns,  with  electronics 
bt  for  about  $1  billion  of  that  total 
'closed  Circuit,  July  24].  Alto- 
ether,  the  sum  to  be  allotted  for 
jch  equipment  was  placed  at 
Dughly  $1.5  billion,  taking  into  ac- 
Dunt  an  estimated  $500  million 
nder  the  previous  Korean-aid  ap- 
ropriations  request. 
Congress  promised  early  action 
the  President's  new  request  for 
efense  funds. 

Military  Assignments 

Meanwhile,  Gwilym  Price,  pres- 
ent of  Westinghouse  Electric 
|crp.,  said  in  Pittsburgh  last  week 
!(iat  his  firm  already  has  assigned 
ilitary  production  jobs  to  each  of 
s  68  plants,  and  asserted  that 
estinghouse  could  divert  civilian 
oduction  to  military  channels  al- 
lost  immediately.  This  plan,  he 
?ded,  was  approved  by  the  Muni- 
ons  Board  in  1948. 
Production  would  encompass  over 
fO  military  parts  "ranging  from 
idar  and  related  electronic  equip- 
lent  to  secret  and  restricted  de- 
vices developed  since  the  last  war," 
h  stated.  Westinghouse  labora- 
Jjries  also  are  working  on  military 
kvelopment  projects,  he  added. 
I.Mr.  Price  said  a  "substantial 
weentage"  of  Westinghouse's  cur- 
jjnt  $1  billion  production  schedule 
'«ks  been  tabbed  for  the  military. 
Heading  the  company's  conver- 
On  planning  is  George  Bucher, 


vice  chairman,  while  officials  of  the 
firm's  various  manufacturing  divi- 
sions serve  as  representatives  in 
conferences  with  defense  officials. 

Other  firms  which  are  expected  to 
carry  the  brunt  of  military  produc- 
tion include  Philco  Corp.,  RCA, 
Admiral  Corp.,  and  General  Elec- 
tric Co.  Each  handled  similar  war 
orders  in  World  War  II  and  it 
was  believed  that  they  would  re- 
ceive the  bulk  of  orders  because  of 
the  speed  with  which  they  could 
convert  and  fulfill  them.  A  host  of 
smaller  firms — in  the  hundreds — 
also  would  be  pressed  into  military 
conversion  for  parts  production,  it 
was  indicated. 

Curtailment  Estimates 

Estimates  on  curtailment  of  civi- 
lian communications-electronics 
equipment  production  for  fall  last 
week  ranged  from  20%  to  50% — 
with  the  usual  reservations  that 
the  ultimate  cutback  would  depend 
on  the  seriousness  of  the  war  situa- 
tion. 

It  was  held  conceivable  that  TV 
output  may  be  cut  up  to  50%  if  the 
international  situation  worsens  ma- 


terially, but  some  authorities 
thought  this  would  not  be  a  reality 
this  fall. 

Robert  Sprague,  president  of 
Radio-Television  Mfrs.  Assn.,  has 
placed  the  estimate  around  10%  or 
15%- — not  over  20% — if  the  tenor 
of  present  developments  retains  the 
present  level  [Broadcasting,  July 
24,  17].  It  is  conceded,  however, 
that  television  receiver  output 
would  be  among  the  first  to  feel  the 
pinch  of  any  civilian  retrenchment 
— with  primary  diversion  of  pro- 
duction to  radar  equipment. 

Only  20%  Cutback 
Dr.  W.  R.  G.  Baker,  vice  pres- 
ident of  General  Electric  Co.,  felt 
TV  receiver  cutbacks  would  ap- 
proximate the  20%  level  "but  sure- 
ly no  more"  at  the  present  time. 
Arthur  Freed,  president  of  Freed 
Radio  Corp.,  thinks  set  production 
will  drop  sometime  this  fall. 

In  any  event,  it  was  felt  that  the 
industry  production  level  still  could 
exceed  last  year's  approximate 
three  million  figure  for  TV  sets. 

It  was  generally  agreed,  how- 
ever, that  consumer  prices  for  TV 


THE  "Indian"  in  plain  clothes  (I) 
Les  Biederman,  general  manager  of 
the  Paul  Bunyan  Network  (WTCM 
Traverse  City,  WATT  Cadillac, 
WATZ  Alpena,  WMBN  Petoskey, 
Mich.),  on  behalf  of  MBS,  receives 
an  authentic  Ottawa  drum  from 
Chief  Mose  Minnie  of  the  Ottawa 
Tribe.  Presentation  was  made  to 
MBS  in  appreciation  for  its  airing 
of  the  Straight  Arrow  Program. 


sets  no  longer  would  decline,  as 
they  have  the  past  year,  and  that, 
in  fact,  prices  would  begin  to  taper 
off.  While  manufacturers  have  not 
yet  taken  such  action  as  a  group, 
Emerson  Radio-Television  last 
week  announced  a  retail  price  boost 
(Continued  on  page  36) 


RtSERVE  SPECIAUSTS 


DEMANDS  for  enlisted  and  com- 
missioned specialists  in  the  com- 
munications-electronics fields,  and 
to  a  lesser  degree  in  the  public 
relations  realm,  were  shaping  up 
last  week  as  three  key  services 
under  the  Dept.  of  Defense — Army, 
Air  Force  and  Navy — revealed 
their  needs. 

Instructions  for  the  involuntary 
recall  of  key  U.  S.  Air  Force  re- 
servists to  fill  specific  vacancies 
were  issued  last  Tuesday  by  the 
Headquarters  Continental  A  i  r 
Command  at  Mitchel  Air  Force 
Base  in  New  York.  High  priority 
was  given  officer  reservists  with 
"military  technical  experience." 
The  Air  Force  has  stressed  need 
for  communications  specialists  in 
both  the  commissioned  and  enlisted 
branches.  Enlisted  personnel  could 
apply  by  contacting  their  local  unit 
officer. 

Army  Needs  Given 

The  Army  also  confirmed  open- 
ings for  the  same  specialists.  Ad- 
ditionally those  holding  commis- 
sions and  desiring  to  return  to 
Army  public  relations  service  could 
apply  by  writing  to  their  branch 
area,  giving  experience,  back- 
ground, serial  number  and  identifi- 
cation, and  stating  their  availa- 
bility. 

In  the  case  of  a  group  of  10  or 
more  officers,  they  could  specify  a 
public  information  training  pro- 
gram and  appeal  for  reactivation 
of  their  unit  looking  toward  cre- 
ation of  a  media  pool  for  public 
information    specialists.  Credits 


built  up  during  the  course  would 
be  used  toward  promotions. 

Enlisted  personnel  could  appeal 
to  the  Pentagon  chief  information 
officer  after  the  usual  basic  train- 
ing period  and  before  assignment 
of  the  military  occupation  spe- 
cialty. Accredited  letters  from 
management  in  civilian  occupation 
also  were  suggested.  They  also 
could  indicate  their  availability 
for  the  Armed  Forces  Radio  Serv- 
ice if  desired,  it  was  revealed. 

In  pointing  out  procedure,  an 
Army  spokesman  noted  that  during 
World  War  II  the  Army  Radio 
Branch  was  besieged  with  over 
4,000  requests  for  service  informa- 
tion at  the  very  outset.  During 
1940-41,  upwards  of  25,000  spe- 
cialists from  radio  station,  net- 
work and  allied  fields  pursued 
technical  and  information  work  in 
uniform,  it  was  recalled. 

It  was  believed  that,  in  the  case 
of  total  war,  a  full  flush  of  tele- 
vision technicians  and  engineers — 
a  considerable  number  of  them  even 
in  the  present  draft  range  from 
18-26 — would  provide  a  large  well- 
spring  in  military  technical  pur- 
suits, especially  in  radar  work. 

The  Navy  Dept.  has  no  idea  as 
yet  how  many  public  infoi-mation 
enlisted  men  it  may  need,  since  it 
lacks  authority  and  quotas  at 
present  from  the  Chief  of  Naval 
Operation.  But  reserve  officers 
could  send  applications  to  the  Chief 
of  Naval  Personnel,  via  the  Public 
Information  director,  for  consid- 
eration. 

On  the  technical  side,  the  Navy 


ROADCASTING    •  Telecasting 


Need  Detailed 


does  desire  a  "limited  number"  of 
specialists  in  communications  and 
intelligence  from  grade  of  com- 
mander down.  Applications  for 
active  duty  should  be  sent  to  Bu- 
reau of  Naval  Personnel. 

Enlisted  personnel  with  radar, 
electronic  and  technical  communi- 
cations experience  are  being  taken 
in  grades  E-3  through  E-6.  En- 
listed personnel,  it  was  stressed, 
must  have  at  least  one  year  of 
obligated  service  in  their  present 
four  or  six  year  enlistment  to 
qualify  for  organized  reserve  re- 
quirements. Voluntary  reserve 
members  merely  would  apply  to> 
local  recruiting  stations. 

Uniform  Policy 

The  Defense  Dept.  is  working  on 
a  uniform  policy  for  deferments 
for  reservists.  Meanwhile,  the 
Navy  has  decided  to  grant  defer- 
ments only  to  reservists  working  at 
key  industrial  jobs  vital  to  national 
defense.  The  Air  Force  also  is 
adhering  to  this  policy  at  present. 
The  Army  has  made  no  decision. 

The  Munitions  Board  already 
has  set  up  a  list  of  some  300  skills 
deemed  scarce  in  wartime,  and 
Board  Chairman  Hubert  Howard 
has  indicated  that  "persons  having 
one  of  these  skills  will  be  drafted" 
in  numbers  to  be  gauged  by  de- 
mands of  the  services. 

How  this  would  apply  to  the 
radio-television  and  manufacturing 
industries  was  conjectural  and  de- 
pendent, it  was  believed,  upon  the 
needs  met  by  the  services  and  the 
seriousness  of  the  emergency. 
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RATING  BATTLE 


Nielsen  Offers  Survey 


ARTHUR  C.  NIELSEN,  president 
of  A.  C.  Nielsen  Co.,  has  joined  the 
ranks  of  interested  parties  in  the 
audience  rating  battle  shaping  up 
on  the  West  Coast  [Broadcasting, 
July  24,  17]. 

Adding  a  new  note  to  the  fray, 
Mr.  Nielsen  offered  to  submit  his 
rating  service  of  the  entire  area 
covered  by  stations  in  a  particular 
city  for  comparison  with  the 
Hooper  and  Pulse  surveys.  Since 
his  firm  does  not  have  an  adequate 
supply  of  audimeters  installed  in 
the  San  Francisco-Oakland  area, 
Mr.  Nielsen  suggested  a  test — 
made  concurrently  with  surveys  by 
Hooper  and  Pulse — of  the  New 
York  or  Chicago  areas. 

The  head  of  the  Nielsen  firm, 
which  issues  national  radio-TV  rat- 
ings, wrote  Stanley  G.  Breyer, 
KJBS  San  Francisco  commercial 
manager,  that  both  his  "interest 
and  my  sympathy  were  aroused  by 
your  advertisement  in  the  July  3, 
1950  issue  of  BROADCASTING  .  .  ." 

Other  prominent  leaders  in  the 
industry  reported  their  reactions  to 
Mr.  Breyer  whose  station  has  pro- 
posed that  the  audience  research 
firms  The  Pulse  Inc.  and  C.  E. 
Hooper  Inc.  submit  to  a  radio  audi- 
ence test  in  the  San  Francisco- 
Oakland  area. 

Approach  Lauded 

Maurice  B.  Mitchell,  outgoing  di- 
rector of  Broadcast  Advertising 
Bureau,  called  KJBS'  position  a 
"fearless  approach  to  the  complex 
problem  of  local  audience  measure- 
ment." Expressing  agreement  with 
Mr.  B  r  e  y  e  r  '  s  sentiments,  Mr. 
Mitchell  commented: 

"The  fact  that  two  large  re- 
search services  cannot  come  up 
with  the  same  listening  pattern  is 
a  sad  commentary  on  the  caliber 
and  quality  of  radio  research.  It  is 
going  to  take  a  lot  of  irate  spank- 
ing, both  verbal  and  economic, 
from  broadcasters  like  yourself  to 
put  things  back  on  a  sensible 
basis." 

Typical  of  the  remarks  received 
at  KJBS  was  this  statement  from 
Bert  Ferguson,  manager,  WDIA 
Memphis:  "May  I  suggest  .  .  .  any 
other  interested  survey  firms  be 
invited  to  make  their  particular 
type  surveys  at  the  same  time 
.  .  ."  From  Ronald  B.  Woodyard, 
president,  WONE  and  WTWO 
Dayton,  Ohio:  "I  shall  appreciate 
knowing  the  result  of  your  chal- 
lenge to  Hooper  and  Pulse." 

Cites  Dififerences 

Another  broadcaster,  George  Ar- 
nold, general  manager,  KSMO  San 
Mateo,  Calif.,  in  a  statement  to 
Broadcasting  doubted  that  the 
"San  Francisco-Oakland  Hooper 
rating"  measured  approximately 
the  same  thing  as  that  of  Pulse 
Inc.'s  San  Francisco  Metropolitan 
market  rating. 

"In  fact  the  total  population  of 
the  Metropolitan  market  is  roughly 
double  the  city  zone  of  San  Fran- 
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cisco-Oakland  covered  by  Mr. 
Hooper,"  he  said,  pointing  out  the 
probability  of  wide  divergence  in 
the  respective  reports. 

Mr.  Arnold  said  it  was  his  belief 
that  each  survey  supported  the 
accuracy  of  its  findings  within  the 
limits  of  the  area  it  covered. 

A  Canadian  broadcaster,  H.  F. 
Chevrier,  of  Toronto,  told  Mr. 
Breyer  that  "here  in  Canada  we 
have  much  the  same  problems  and 
I  feel  quite  sure  that  your  findings 
will  be  very  indicative  of  the  Ca- 
nadian research  methods." 

'Really  Started  Something' 
Frederick  Seid,  owner  of  the  ad- 
vertising agency  in  San  Francisco 
bearing  his  name,  said:  "You  have 
really  started  something  . '  .  .  I 
think  you  will  get  results.  Con- 
gratulations for  doing  a  coura- 
geous and  highly  constructive  job 
for  your  industry." 

A  copy  of  a  letter  written  by 
J.  W.  Davis,  media  director,  Honig- 
Cooper  Co.,  New  York  advertising 
agency,  to  American  Assn.  of  Ad- 
vertising Agencies'  special  com- 
mittee on  radio-TV  research  serv- 
ices, was  sent  to  KJBS  by  Mr. 
Davis  along  with  the  comment:  "I 
hope  it  will  be  possible  to  bring 
order  out  of  the  present  rating 
confusion." 

In  his  letter  to  AAAA,  Mr.  Davis 
attacked    "duplication"    in  rating 


services  and  lack  of  an  "acceptable 
kind  of  rating  service.  As  an  "an- 
swer" to  the  problem,  Mr.  Davis 
said  he  was  sending  along  a  clip- 
ping of  KJBS'  advertisement 
placed  in  Broadcasting.  He  called 
upon  the  committee  to  set  up  such 
a  study  of  rating  services  and  su- 
pervise the  "field  work." 

Mr.  Nielsen,  outlining  in  great 
technical  detail  the  differences  be- 
tween the  coincidental  and  the  re- 
call survey  methods,  commented: 
"One  of  the  great  unsolved  mys- 
teries of  broadcasting  is  that  the 
logical  attitude  you  have  taken  has 
not  been  expressed  by  hundreds  of 
other  stations  years  ago." 

Generally,  Mr.  Nielsen  said, 
agreement  of  Hooper  and  Pulse 
figures  are  unobtainable  because: 
(1)  They  almost  never  cover  the 
same  weeks  and  the  same  days  of 
the  week;  (2)  they  seldom  cover 
the  identical  areas  (he  agreed  with 
Mr.  Arnold  that  Hooper  usually 
covers  the  city  itself,  plus  some  or 
all  of  the  suburbs  while  Pulse  may 
cover  the  city  and  several  coun- 
ties nearby);  (3)  differences  exist 
in  "home  availability"  (percentage 
responding);  (4)  Hooper  is  limited 
to  homes  with  phones,  Pulse  covers 
both;  (5)  differences  in  time  inter- 
val of  interviews,  program  prefer- 
ences and  educational  differences 
of  families,  etc. 


CAPT,  LATHROP 

KENI  KfAR  Owner  Killed 

CAPT.  AUSTIN  E.  LATHROP, 
84,  president  of  the  Midnight  Sun 
Broadcasting  Co.,  licensee  o; 
KFAR  Fairbanks  and  KENI  An- 
c  h  0  r  a  g  e  ,  wa  : 
killed  last  Wed- 
nesday when  hf 
fell  off  a  coal  cai 
and  was  crushed 
beneath  the 
wheels. 

According  tc! 
reports  from  his 
Healy  River  Coal 
Corp.  holdings  at 
Suntana,  Capt., 
Lathrop  had  been 
work  crew  on  a 
bridge  when  he  slipped  and  fell  as 
he  climbed  aboard  a  coal  car  being 
switched. 

Capt.  Lathrop  was  Alaska's  lead- 
ing industrialist  and  wealthiest 
man.  In  addition  to  KFAR  and 
KENI  and  his  coal  holdings,  he 
owned  the  Fairbanks  Newsminer. 


Capt.  Lathrop 


supervising  a 


Renews  'Lombardo' 

FIRST  NATIONAL  STORES 
(New  England  supermarkets)  re- 
news the  Frederic  W.  Ziv  Co.'s 
sydicated  transcribed  Guy  Lorn- 
bardo  Show  for  52  weeks  over  New 
England  Regional  Network  and 
supplemental  stations.  Agency  is 
John  C.  Dowd,  Boston. 


NIELSEN'S  BRIEf 


AROUSED  over  recent  indications 
that  "some  broadcasters  lack  faith 
in  any  program  rating  service," 
Arthur  C.  Nielsen,  president  of  A. 
C.  Nielsen  Co.,  last  week  invited 
Broadcasting  to  look  over  a 
typical  client  service  presentation 
of  radio-TV  program  coverage  and 
performance. 

Insisting  that  radio-TV  program 
ratings  "tell  no  more  of  the  whole 
story  than  a  thermometer  reading 
tells  the  doctor  whether  a  patient 
is  sick  or  well,"  Mr.  Nielsen 
stressed  the  need  for  more  com- 
prehensive audience  measurement 
research  "over  and  above  the  mere 
rating  of  programs  within  limited 
areas  or  in  such  parts  of  market 
areas  available  through  local  tele- 
phone calls." 

The  audience  of  any  radio  sta- 
tion extends  far  beyond  city  bound- 
aries, and  varies  by  program  ap- 
peal, Mr.  Nielsen  said.  He  spoke 
of  his  plans  for  unveiling  a  station 
coverage  data  service  soon. 

Believing  that  independent  sta- 
tions, networks,  advertisers,  and 
agencies  are  best  served  if  they 
know  the  broadcasting  picture 
regionally,  the  Nielsen  Co.  has 
divided  the  U.  S.  map  into  five 
parts — northeast,  east  central, 
west  central,  south,  and  pacific. 

The  company's  research,  as  of 
May  1,  shows  that  in  the  northeast 
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Mystery 

Quiz 

Comedy 

Popular 

Drama 

&   Aud.  Part. 

Sports 

Variety 

Music  ' 

City  Size 

Metro 

11.3 

9.2 

4.9 

12.6 

6.9 

Medium 

11.7 

10.6 

5.2 

13.6 

7.6  ' 

Small  Rural 

9.3 

8.5 

3.0 

13.8 

7.8  . 

Territories 

Northeast 

10.6 

8.4 

4.2 

11.2 

6.2  ' 

South 

8.5 

7.4 

2.0 

10.1 

5.6  : 

East  Central 

12.4 

9.4 

4.9 

15.0 

9.8  ' 

West  Central 

13.S 

11.5 

5.7 

14.5 

9.6  ' 

Pacific 

8.1 

11.0 

5.5 

17.4 

5.6 

TV  Ownership 

No 

11.8 

10.3 

4.8 

14.5 

8.1  ' 

Yes 

2.5 

1.4 

^     ^  ^ 

1.8 

2.1 

1.6  ^ 

territory  26.8%  of  all  homes  have 
television  sets,  and  that  27%  of 
radio  homes  have  TV.  In  the  east 
central  states,  17%  of  all  homes 
have  TV  and  21%  of  radio  homes 
are  TV  equipped.  In  the  west 
central  area,  the  respective  figures 
are  6%  and  17%;  in  the  south,  4% 
and  22  % ;  in  the  Pacific  area, 
12.3%  and  13%. 

Regional  studies  of  five  evening 
radio  program  types  show  wide 
differences  in  preference.  Aver- 
age audience  figures  for  March 
1950  are  shown  in  the  above  table. 

A  Nielsen  report  to  one  client 
emphasized  the  importance  of 
four-week  coverage  in  addition  to 
ratings  over  a  shorter  period.  Due 
to  peculariarities  of  living  habits 
the  four-week  measure  more  ac- 
curately represents  radio  program 
coverage,  Nielsen  maintains. 

As  part  of  its  comprehensive 
client  service,  the  Nielsen  com- 
pany keeps  tab  on  the  increasing 


cost  of  reaching  a  home  via  radio.. 
For  example,  in  March  1949  the 
top  10  daytime  shows  reached 
1,033  homes  per  dollar,  as  com- 
pared with  824  homes  in  March  of 
this  year.  In  April  1949  the  count 
was  947  homes,  and  last  April,  742'  ^ 
homes  per  dollar. 

The  company  had  this  to  say 
about    radio-television    trends    in  i 
general: 

During  last  April,  radio  was  10%  | 
below  the  year-ago  level  on  an  overall } 
basis. 

Radio's  heaviest  losses  were  in  the 
metropolitan  cities  at  nighttime,  or 
about  24%  oflF. 

Radio's  losses  now  are  about  ll'^r 
in  the  late  afternoon  hours  and  T,c 
in  the  late  morning  hours. 

Television,  as  of  June  1,  accounted  ■ 
for  about  14%  of  the  radio-television 
national  total  (all  hours). 

Television's  share  during  the  impor- 
tant TV  hours  stacks  up  like  this —  ■ 
8%  from  2  to  5  p.m.;  18%  from  5  to 
8  p.m.;  23%  from  8  to  11  p.m. 


BROADCASTING    •  Telecasting 
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POTTSVILLE,  Pa.,  is  a  city  of  25,000  in  the  heart  of  the  an- 
Ithracite  coal  mining  region.  WPAM,  250  w  1450  kc  Mutual 
iaffiliate,  was  established  there  in  1947.  Manager  Louis  H. 
Murray  found  that  his  problem  was  to  convince  the  merchants 
bf  the  community  that  radio  could  do  an  advertising  and  sell- 
ing job  for  them.  Here's  the  story  of  the  effective  method  he 
iused  in  selling  the  medium  to  the  merchants  and  to  the 
community. 


fOmVIUE'S  PROOf 


All  ^if/f3J&d         Bi444*tedd  , 


feiADIO  stations,  regardless  of 
(A'h ether  they  be  the  metropolitan 
clears,  or  the  whistle  stop's  pride 
md  joy,  have  two  activities  in 
:ommon  —  increasing  sales,  and 
aemonstrating  radio's  effectiveness 
po  users  and  non-users  of  the  medi- 
jim  alike. 

Authority  for  this  statement — 
authority  is  the  right  word  in  view 
pf  his  station's  success  in  making 
?i;hese  two  activities  pay  off — is 
pouis  H.  Murray,  manager  of 
iVPAM-AM-FM  Pottsville,  Pa. 

Pottsville  is  a  city  of  25,000  in 
,he  anthracite  coal  fields  of  Penn- 
?ylvania.  It  has  a  trading  area  of 
j. 78,830  people  to  draw  from  and  is 
[he  largest  city  in  a  county  with 
;28,331  residents. 

WPAM  has  just  completed  a  suc- 
tessful  campaign  which  shows  how 
one  station  in  this  size  market 
jivent  all-out  to  merchandise  and 
aromote,  by  radio  alone,  sponsor 
oroducts.  Project  was  the  WPAM- 
ponsored  Schuylkill  County  Pa- 
^  ade  of  Business  Exposition. 

Commenting  on  the  exposition, 
'rlr.  Murray  said  its  success  is 
jiow  past  history  and  radio  is  in 
he  Pottsville  market  to  stay. 
Local  police  records  show  that 
'io  €vent  in  the  city's  history  at- 
li'acted  so  many  people  to  so  con- 
centrated an  area  at  any  one  time. 
Ve  had  estimated  that  we  would 
^ave    about    15,000    people  pass 


through  our  exhibition  hall  during 
the  life  of  the  show — that  was  to 
be  a  seven  night  total,"  he  said. 

"Yet,"  Mr.  Murray  went  on, 
"the  first  night  the  Schuylkill 
County  Parade  of  Business  Expo- 
sition was  open,  10,000  people 
were  clocked  through  the  doors. 
When  the  doors  opened  at  7  p.m. 
that  first  night,  there  was  a  line, 
two  abreast,  extending  for  six 
blocks — and  best  of  all,  radio,  and 
only  radio  had  brought  them 
there." 

Cites  Direct  Sales 
Not  only  did  they  come  and  lis- 
ten but  they  bought  as  well.  Not 
one  of  the  exhibitors  failed  to  make 
up,  in  direct  sales,  the  original  cost 
of  his  booth  space.  Typical  were  an 
Admiral  television  dealer  who  sold 
18  television  sets;  a  Kaiser-Frazer 
dealer  who  sold  two  cars  in  the  first 
hour  of  the  show;  a  heating  con- 
tractor who  sold  15  furnace  in- 
stallations direct  from  his  booth; 
an  Atlantic  gasoline  distributor 
who  signed  two  quantity  users  to 
long-time  contracts.  There  were 
many  others. 

In  conceiving  exhibition  plans, 
Mr.  Murray  and  his  staff  were 
confronted  with  the  fact  that 
WPAM,  founded  in  1947,  was  a 
relative  newcomer  to  the  local  ad- 
vertising picture.  That  meant  a 
fulltime,    year-long    uphill  battle 


Opening  night  crowd — built  by  radio  ALONE. 


That  Radio  Sells 


to  sell  radio  to  businesses  in  the 
Pottsville  area. 

After  a  careful  study  of  these 
and  other  problems  a  radio  station 
is  faced  with,  it  was  decided  that 
some  visible  evidence  of  the  out- 
let's effectiveness  had  to  be  pro- 
duced. WPAM  had  Conlon  sur- 
veys, BMB  maps,  plus  the  usual 
assortment  of  coverage  maps  and 
literature,  but  these  were  merely 
figures  on  paper,  Mr.  Murray 
pointed  out.  "How  could  the  sta- 
tion give  some  tangible  evidence 
of  its  power  and  influence  over 
the  shopping  public  of  the  Potts- 
ville trading  area?" 

The  answer,  which  turned  out 
to  be  a  four-in-one  bullseye,  was 
a  business  fair.  "We  could  invite 
businesses  to  cooperate  that  nor- 
mally do  not  use  radio,"  Mr.  Mur- 
ray said,  "but  who  have  used  the 
exhibition  approach  successfully  in 
the  past,  and  by  means  of  a  space- 
time  package  acquaint  these  non- 
users  with  our  medium.  We  could 
put  on  a  bang-up  show  for  the 
community  in  general,  thus  giving 
us  a  solid  community  promotion 
we're  always  eager  to  undertake. 
Finally,  we  could  promote  the 
business  fair  by  radio  only  and 
prove  our  effectiveness  by  the 
crowds  of  people  attracted — con- 
crete evidence  of  our  medium's 
effectiveness." 

Plans  Are  Set 
From  that  point,  WPAM  leased 
the  largest  available  hall,  35,000 
square  feet  of  exposition  space. 
Then  floor  plans  were  drawn,  bro- 
chures printed  and  air  publicity 
begun.  The  name  Schuylkill  Coun- 
ty Parade  of  Business  Exposition 
was  picked  after  the  station  fig- 
ured the  county-wide  approach  far 
better  than  a  single  city  identifi- 
tion. 

In  arranging  the  exposition, 
WPAM  continually  emphasized 
that  the  promotion  was  to  be 
strictly  a  radio  one  except  for  the 
space  solicitation  brochures  mailed 
to  the  local  prospect  list. 

WPAM's  space-time  package  to 
participants  was  $125  for  8x10  ft. 
booths,  a  few  larger  booths  selling 
for  $300,  one  half  of  the  amount 
paid  being  used  in  advertising  on 
WPAM.  In  return  for  the  booth 
(Coyitinued  on  pa^'e  38) 


from  automobiles  .  . 


.  .  to  electrical  appucinws 
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On  tka  d&tied  line 


SETTING  Greater  Kansas  City  Pontiac  Dealers'  sponsorship  of  1950  Big 
Seven  Football  Games  on  WHB  Kansas  City  are  (I  to  r):  seated,  Don  Fitz- 
gerald, Central  Pontiac;  William  L.  Gillmer,  Gillmer  Motor  Co.;  S.  H.  Reeder, 
Pontiac  zone  mgr.;  standing,  Ed  Birr,  WHB  sales;  Frank  Ball,  Frank  Ball 
Pontiac  Co.;  Larry  Ray,  WHB  sports  dir.;  Andy  Klein,  Andy  Klein  Pontiac; 
E.  L.  Mcintyre,  Pontiac  zone  parts;  Lewis  Laner,  Laner  Pontiac;  Russell  Luen- 
berger.  Perry  Motor  Co. 


LAWRENCE  D.  JOHNSON  (seated), 
pres..  Fidelity  Savings  &  Loan  Assn., 
contracts  for  two  half-hour  Allen 
Roth  programs  a  week  over  WGIL 
Galesburg,  III.  With  him  are  (I  to  r) 
Robert  W.  Frudeger,  WGIL  gen.  mgr.; 
LeRoy  Williamson,  Fidelity  secy.; 
George  F.  Thoma,  WGIL  sales. 


BUYING  52  weeks  of  the  KOA  Mile 
High  Farmer  on  KOA  Denver,  starting 
Aug.  7,  Gerould  A.  Sabin  (seated), 
advertising  director,  Colorado  Fuel  & 
Iron  Co.,  signs  on  the  dotted  line. 
Standing  are  Mort  Thorp  Jr.  (I),  KOA 
acct.  executive,  and  Lloyd  E.  Yoder, 
KOA  general  manager. 


NEW  show,  Hollywood  Parade,  aired 
over  KFH  Wichita,  Kan.,  Saturday, 
8:30  a.m.,  is  bought  by  C.  R.  Sullivan 
(seated),  owner-manager  of  string  of 
independent  theatres  in  Kansas. 
Standing  by  are  Ed  Stawniak  (I),  KFH 
acct.  executive,  and  Leonard  Kane, 
city  manager,  Sullivan  Independent 
Theatres. 


CONTRACT,  said  to  be  the  longest 
binding  one  to  date  between  ABC's 
Western  network  and  a  West  Coast 
newsman,  is  arranged  by  Bob  Garred 
(seated)  and  Frank  Samuels,  vice 
president,  ABC  Western  Div.  Deal 
gi-es  aBC  seven-year  exclusive  radio 
and  TV  rights  to  Mr.  Garred  [Broad- 
casting, July  3]. 


BROADCASTS  of  Maryland  U.  grid  games  on  WITH  Baltimore  are  set  by  (I  to 
r):  (seated)  C.  W.  Hoffman,  pres.,  Maryland  Chevrolet  Dealers'  Assn.,  sponsor; 
Jim  Tatum,  Maryland  U.  athletic  dir.;  Louis  Kiefer,  pres.,  Baltimore  Chevrolet 
Dealers;  (standing)  J.  W.  Mcllhenny  Jr.,  Ketchum,  MacLeod  &  Grove;  William 
W.  Cobey,  business  mgr.,  Maryland  U.;  R.  C.  Embry,  WITH  v.p. 


MOBILIZATION 


No  RTMA  Committee  Seen 

NO  MOBILIZATION  committee  is 
contemplated  by  Radio-Television 
Mfrs.  Assn.  at  this  time  in  view  of 
the  existence  of  the  present  Elec- 
tronic Industry  Advisory  Commit- 
tee, RTMA  President  Robert  C. 
Sprague  announced  last  Wednes- 
day. 

"RTMA  recently  offered  to  co- 
operate with  national  defense  of- 
ficials in  expediting  the  procure- 
ment of  radio  and  electronic  parts 
and  equipment  for  our  armed 
forces,"  Mr.  Sprague  noted.  "More- 
over, we  expect  to  maintain  a  con- 
stant liaison  between  the  industry 
and  the  defense  officials  through- 
out this  national  emergency." 

He  felt  a  special  mobilization 
committee  now  would  "merely  du- 
plicate the  work  of  the  Electronic 
Industry  Advisory  Committee 
which  represents  all  segments  of 
radio  -  television  manufacturing." 
Advisory  group  was  established 
jointly  by  the  Munitions  Board  and 
National  Security  Resources  Board. 

"If  later  developments  indicate 
the  desirability  of  establishing  a 
special  RTMA  committee  to  work 
with  any  of  the  defense  agencies 
which  may  be  set  up,  we  will  act 
promptly  to  assist  the  government 
and  protect  the  interests  of  the 
radio-television  industry,"  he 
stated. 

Mr.  Sprague  recalled  that  RTMA 
encouraged  the  formation  of  the 
present  committee  in  1948  after  its 
Mobilization  Policy  Committee  had 
drafted  a  recommended  plan  for 
radio  and  electronics.  The  RTMA 
group  was  dissolved  when  the  MB- 
NSRB  unit  was  formed. 

Members  of  the  Electronic  In- 


NAMES  FINCH 


Heads  Mich.  Defense  Unit 

HOWARD  K.  FINCH,  manager  of 
WJIM-AM-TV  Lansing,  Mich.,  and 
vice  president  of  the  Michigan 
Assn.  of  Broadcasters,  has  been 
named  by  Gov.  G.  Mennen  Williams 
of  Michigan  to  head  its  civil  de- 
fense technical  committee  on  com- 
munications. He  will  serve  as 
chairman  of  a  committee  of  16 
prominent  communications  officials 
selected  throughout  the  state. 

Other  broadcasters  named  to  the 
group  include  Wilks  Dunbar, 
WKZO  Kalamazoo ;  Franklin 
Mitchell,  program  director  of  WJR 
Detroit,  and  representatives  of  the 
American  Radio  Relay  League, 
Public  Service  Commission,  West- 
ern Union  Telegraph  Co.,  and  tele- 
phone companies  and  associations. 

The  committee  was  recommended 
by  the  Michigan  Civil  Defense 
Council  and  will  advise  on  matters 
pertaining  to  organization,  facili- 
ties and  coordination  of  communi- 
cations activities.  Mr.  Finch,  20- 
year  veteran  of  the  broadcast  in- 
dustry, saw  action  during  World 
War  II  with  the  9th  Air  Force  in 
Europe. 


dustry  Advisory  Committee  are : 

Industry  Chairman,  F.  R.  LacI: 
Western  Electric  Co.;  Eenjamir' 
Abrams,  Emerson  Radio  &  Phono 
graph  Corp.;  A.  A,  Berard,  Ward  Leon 
ard  Electric  Co.;  Dr.  W.  R.  G.  Bakei 
General  Electric  Co.;  Max  F.  Balcom^ 
Sylvania  Electric  Products  Inc.;  E.  W 
Butler,  Federal  Telephone  &  Radi 
Corp.;  Robert  W.  Carter,  Carter  Mote 
Co.:  Monte  Cohen,  F.  W.  Sickles  Co 
A.  Crossley,  Electric  Products  Laborfe 
tories  Inc.;  R.  O.  Driver,  Wilber  E' 
Driver  Co.;  H.  A.  Ehle,  Internationa 
Resistance  Co.;  Ray  C.  Ellis,  Raytheoi 
Mfg.  Co.;  Walter  Evans,  Westinghous 
Electric  Corp.;  Frank  M.  Folsom,  Radi' 
Corp.  of  America;  Paul  V.  Galvin,  Mc 
toro'a  Inc.;  G.  M.  Gardner,  Wells-Gard 
ner  Co.;  W.  J.  Halligan,  The  Hallicraft 
ers  Co.;  Robert  F.  Herr,  Philco  Corp. 
W.  P.  Hilliard,  Bendix  Radio.  Div.  Ben 
dix  Aviation  Corp.;  H.  L.  Hoffman,  Hoff 
man  Radio  Corp.;  J.  J.  Kahn,  Standar' 
Transformer  Corp.;  John  Kruesi.  Amer 
lean  Lava  Corp.;  W.  A.  MacDonal6 
Hazeltine  Electronics  Corp.;  H.  L 
Olesen,  Weston  Electrical  Instrumen 
Corp.;  A.  D.  Plamondon  Jr.,  Indian 
Steel  Products  Co.;  Arthur  E.  Thiessen 
General  Radio  Co.;  C.  A.  Warden  Jr 
Superior  Tube  Co.;  G.  E.  Wright. 
Bliley  Electric  Co.,  and  Mr.  Sprague; 
Sprague  Electric  Co. 


WARTIME  POLICY 

Reinstated  for  NBC  Personne 

REINSTATEMENT    at    NBC  o, 
wartime  policies  concerning  person_ 
nel  entering  military  sei'vice  wa 
announced  last  week  by  Ernest  d^ 
la  Ossa,  director  of  personnel. 

Regular  employes  who  voluntee: 
or  are  called  for  military  servicJ 
will  be  granted  leave  of  absenci 
without  pay  for  such  period  o;' 
service.  Reinstatement  after  serv 
ice  will  be  in  accord  with  Selectivt 
Service  Act  provisions. 

Employes  of  at  least  six  month; 
will  be  paid  the  difference  betweei 
their  last  NBC  monthly  pay  with 
out  overtime  and  any  lesser  amoun 
including  allowances  paid  them  th< 
first  month  in  the  service. 


N.  J.  DEFENSE 

FM  Network  Plannec 

PLANS  for  an  emergency  FM  net- 
work to  cover  New  Jersey  fo] 
civilian  defense  use  were  announcer 
last  week  by  Carl  Mark,  presidem 
of  the  New  Jersey  Broadcaster? 
Assn.  and  manager  of  WTTM 
Trenton,  follovdng  a  meeting  oJ 
representatives  of  NJBC. 

James  L.  Howe,  president  anc 
manager  of  WCTC  New  Brunsvdck 
has  been  appointed  NJBA  civi 
defense  coordinator,  it  was  alsc 
announced. 

Appointed  to  a  technical  plan 
ning  committee  were:  Jerome  P 
McCarthy,  WTOA  Trenton,  chair 
man;  Roland  Trenchard,  public  re 
lations  director,  WAAT  Newark 
and  Paul  Alger,  manager,  WSNJ 
Bridgeton.  ^ 


Foreign  Shows 


PROPOSAL  has  been  made  fina 
by  FCC  relaxing  its  rules  to  allov 
informal  rather  than  formal  ap 
plications  to  be  made  for  authority 
to  transmit  programs  abroac 
[Broadcasting,  May  30,  1949] 
Formal  requests  will  be  required  a; 
heretofore,  however,  if  the  pro 
grams  are  not  to  be  also  aired  ii 
the  U.  S.  or  the  applicant  is  not  ar 
existing  licensee  or  permittee. 
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COMMUNICATIONS 


Alternate  Defense  Center 


PLANS  for  construction  of  a  "sup- 
plemental communications  installa- 
tion" near  Frederick,  Md.,  pre- 
sumably to  serve  as  an  alternate 
"nerve"  center  for  the  vast  net- 
Work  of  communications  facilities 
j|in  the  event  of  an  atomic  attack, 
were  announced  by  the  Dept.  of 
Defense  last  Wednesday. 

Signal  Corps  declined  comment 
on  the  statement:  "Plans  are  going 
:!-■  forward  for  the  establishment  of  a 
F.jsupplemental    communications  in- 
stallation    at    and    nearby  Camp 
:^;!Ritchie,  Md.  .  .  ."  It  described  those 
■"plans  as  being  of  a  "highly  class- 
:'4ifled  nature." 
j    "Decision  to  locate  the  supple- 
:mental  facilities  is  the  result  of 
!long   range   planning   which  was 
'begun  shortly  after  the  close  of 
jg;World  War  II." 

I  That  planning,  it  was  recalled, 
^4  dealt  with  creation  of  an  alternate 
•'Jjgeneral  headquarters,  and  pro- 
^!'|vision  for  a  vast  network  of  com- 
-t'raunications  facilities  and  person- 


lANTI-HOARDING 

^Radio,  TV  Back  Truman  Plea 

'•'''RADIO  and  television  were  quick 
'flto  rally  to  support  of  the  Presi- 
Jjldent's  anti-hoarding  plea  of  a  fort- 
T  night  ago.  Among  first  reports  to 
. ;  Broadcasting  were : 
[\}  The  Southern  California  Broad- 
;iijcasters  Assn.  board  of  directors  has 
j  voted  full  support  of  the  request, 
lj(calling  for  its  members  to  police 
I  iadvertising  on  the  air  to  prevent 
1  "urging  of  buying  of  particular 
i'items  because  of  anticipated  short- 
ages. Seven  Los  Angeles  stations 
'  already  have  notified  the  associa- 
j'Jtion  that  they  are  voluntarily  modi- 
j-^fying  or  even  going  so  far  as  to 
fjjTefuse  that  type  of  advertising. 
vyThev  include  KFWB  KOWL  KVOE 
c;iKMPO  KFMV  (FM)  KWKW  KNX. 


Southern  California  Assn.  of  Ad- 


J^jvertising  Agencies  also  has  offered 
if^its  cooperation  in  the  project,  with 
'•Mother  agency  groups  expected  to 
j|:follow  suit. 

1     A  special  bulletin  has  been  sent 
[Ito  each  of  the  37  stations  belonging 
'to  the  Tennessee  Assn.  of  Broad- 
'x-asters  by  F.  C.  Sowell,  TAB  pres- 
ijident.  In  the  bulletin  were  instruc- 
ffrtions   to   discontinue  immediately 
TAB'S  two-year-old  "Let's  Sell  Op- 
timism"   campaign,    replacing  it 
'\vith     "anti-hoarding"  announce- 
ments. 

Resolution  barring  advertising 
which  encourages  panic  buying, 
rshortages  and  price  jumps,  was 
jiadopted  last  week  by  350  members 
jof  the  Holljnvood  Ad  Club,  repre- 
jsenting  all  facets  of  advertising. 
(Giving  full  support  to  President 
jTruman's  plea,  the  club  also 
^pledged  to  "counteract,  to  the  best 
;of  our  ability,  any  rumors  that 
I  might  generate  hoarding  and  ab- 
Inormal  buying  of  essential  goods." 

|b  R  O  A  D  C  A  S  T I N  G 


nel  patterned  after  the  system 
utilized  in  the  Pentagon. 

The  announcement  revived  spec- 
ulation over  the  importance  of  a 
supplemental  center  to  implement 
plans  for  the  whole  wide  range  of 
civil  defense  involving  radio  net- 
works and  stations,  telephone  and 
telegraph  companies,  amateur  radio 
operators,  and  other  groups.  It 
presumably  contemplates  an  Air 
Defense  Control  Center  for  the 
nation's  capital,  and  recalls  one 
recommendation  set  forth  in  the 
famous  1948  Hopley  report,  now 
used  as  a  guide  for  National  Se- 
curity Resources  Board  planning: 
Guide  Report 

Within  each  Air  Defense  Control 
Area  the  Air  Force  will  set  up  an  Air 
Defense  Control  Center  in  charge  of 
an  Area  Air  Defense  Commander  who 
will  be  responsible  for  the  air  de- 
fense of  the  area.  The  control  center 
will  be  operated  by  personnel  of  the 
Air  Force.  It  should  also  be  the  op- 
erating center  for  a  Civil  Defense 
Air  Raid  Warning  Chief,  in  order  to 
assure  prompt  utilization  of  air  raid 
information  gathered  by  the  Air  Force 
and  for  its  transmission  for  use  of 
Civil  Defense  organizations. 

Alternate  centers  may  be  established 
or  radar  installations  in  the  control 
area  may  be  designated  for  emergency 
use  as  ayi  Air  Defense  control  center 


in  the  event  the  primary  center  is 
made  inoperative.  .  .  .  Each  .  .  . 
center  will  be  interconnected  by  ap- 
propriate communications  facilities 
with  all  the  available  and  necessary 
sources,  so  as  to  receive  all  informa- 
tion concerning  air  activity  in  the 
area.  .  .  . 

Similar  Plans 

Similar  plans  were  suggested  in 
the  book,  Star  Spangled  Radio, 
authored  by  Col.  Edv^ard  M.  Kirby, 
now  recalled  to  active  duty  by  the 
Army,  and  Jack  Harris,  general 
manager  of  KPRC  Houston,  a  col- 
onel in  the  Army  reserve.  Cols. 
Kirby  and  Harris  wrote: 

"With  Washington  likely  to  be 
the  Number  1  target  in  the  next 
war,  provision  should  be  made  for 
the  broadcasting  of  communiques 
and  news  from  bomb-proof  studios 
throughout  the  nation.  Both  gov- 
ernment and  i-adio  must  be  mobile. 
Provision  must  be  made  for  the 
interconnecting  of  all  network  and 
non-network  stations.  .  .  .  There 
must  be  alternate  facilities  which 
could  be  brought  to  use.  .  .  ." 

"With  the  first  radio-controlled 
missile  .  .  .  with  the  first  terrifying 
blast  of  atomic  energy  over  some 
American  target  would  come,  simul- 
taneously, the  effort  to  seize  or 
destroy  our  radio  communications 


facilities.  Destroy  our  army's 
lines  of  communications,  and  3'ou 
destroy  the  army.  .  .  ." 

That  also  was  echoed  by  the 
Hopley  report  which  stressed  that 
"communications  are  the  'nerve 
system'  of  civil  defense." 


RECORDING  EXEMPTION 

House  Passes  Duty  Bill 

THE  HOUSE  last  week  passed 
legislation  to  aid  clearance  of  over- 
seas news  recordings  and  exempt 
State  Dept.  Voice  of  America  re- 
cordings from  import  duty.  The 
bills,  approved  by  the  House  Ways 
and  Means  Committee  a  fortnight 
ago  [Broadcasting,  June  17],  were 
sent  to  the  Senate  Wednesday. 

Of  particular  interest  to  broad- 
casters is  the  recordings  measure 
(HR  8726),  sponsored  by  Rep.  Aime 
J.  Forand  (D-R.  I.).  It  would  cut 
red  tape  broadcasters  have  met  in 
customs  for  clearance  of  incoming 
tape  and  disc  recordings  made  by 
correspondents  abroad. 

The  Voice  of  America  recordings 
bill  (HR  8514),  sponsored  by  Rep. 
Robert  L.  Doughton  (D-N.  C.)  in 
behalf  of  the  State  Dept.,  would 
exempt  Voice  discs  from  duties 
under  the  1930  Tariff  Act.  A  com- 
panion measure  in  the  Senate  al- 
ready has  been  approved  by  com- 
mittee action  and  awaits  consider- 
ation bv  the  chamber. 


BAB  TALKS 

NAB  IS  "thinking  bigger"  about 
the  scope  and  functions  of  its 
Broadcast  Advertising  Bureau,  it 
was  learned  Friday  following  a 
two-day  session  of  the  special  NAB 
board  committee  on  BAB  opera- 
tions. 

The  war  situation  has  altered 
the  committee's  approach,  since  a 
different  kind  of  selling  will  be  en- 
tailed if  and  when  shortages  de- 
velop in  normal  consumer  fields. 

Committee  met  to   discuss  the 


NAB  Takes  Larger  View 


whole  BAB  setup  looking  toward 
recommendations  it  will  present  on 
question  of  partial  or  total  sev- 
erance from  NAB. 

Members  met  Thursday — after- 
noon and  evening — and  were  sched- 
uled to  convene  again  Friday.  First 
sessions  were  described  as  "pre- 
liminary," with  some  progress 
made  on  the  plan  to  give  the  NAB 
sales  arm  independent  financial 
status.  Target  date  for  separation 
is  April  1,  1951. 


COLUMBUS,  Ga.,  stations  WRBL  WDAK  WGBA  get  certificates  of  apprecia- 
tion from  the  Army  at  a  June  28  luncheon  for  public  service — timely  reminder 
of  radio-military  cooperation.  L  to  r:  Maj.  Rex  W.  Seavey,  Columbus  recruit- 
ing station;  Allan  Woodall,  WDAK;  Jim  Woodruff  Jr.,  WRBL;  Walter  Windson, 
WGBA,  and  Lt.  Col.  Romayne  T.  Uhler,  deputy  for  recruiting,  Georgia  Military 
district,  who  presented  awards. 


•  Telecasting 


Attending  the  sessions,  under 
the  chairmanship  of  Robert  D. 
Swezey,  WDSU-TV  New  Orleans, 
La.,  were  Edgar  Kobak,  WTWA 
Thomson,  Ga.;  Charles  Caley, 
WMBD  Peoria,  111.;  Allen  Woodall, 
WDAK  Columbus,  Ga.,  and  Wil- 
liam B.  Quarton,  WMT  Cedar 
Rapids,  Iowa.  Maurice  B.  Mitchell, 
outgoing  BAB  director,  also  at- 
tended. 

Mitchell  Successor 

Successor  to  Mr.  Mitchell  at  the 
BAB  helm  remained  conjectural 
Thursday.  Frank  Pellegrin,  men- 
tioned as  a  possible  successor,  was 
reported  as  "unavailable." 

Mr.  Pellegrin  is  vice  president 
and  sales  director  of  Transit  Radio 
Inc.,  and  holds  minority  interests  in 
three  independent  station  projects. 
A  former  department  head  of  NAB, 
Mr.  Pellegrin  has  a  wide  following. 

The  Swezey  committee,  it  is  un- 
derstood, talked  scope  of  BAB  rath- 
er than  individual  candidates  for 
the  directorship.  It  was  generally 
felt  that  the  complexion  of  the  bu- 
reau's functions  has  been  changed 
virtually  overnight  because  of  the 
war  picture. 

The  Committee  is  not  necessarily 
thinking  in  terms  of  $17,000  salary 
ceiling  for  the  director's  post.  The 
pay  could  go  considerably  higher, 
it  was  thought,  depending  upon  the 
stature  of  the  executive. 
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RICHARDS'   HEALTH         showdown  Expected 


THE  QUESTION  of  G.  A.  (Dick) 
Richards'  physical  ability  to  testify 
in  FCC's  hearing  on  his  news  poli- 
cies appeared  last  week  to  be  head- 
ed for  a  showdown  which  might 
come  as  the  hearing  enters  its  sev- 
enth week  in  Los  Angeles  today 
(Monday). 

After  a  two-hour  debate  Thurs- 
day, Examiner  James  D.  Cunning- 
ham ruled  that  counsel  for  Mr. 
Richards  must  decide  by  today  to 
have  Dr.  H.  B.  Steinbach,  Detroit 
specialist,  personally  testify  as  to 
the  station  owner's  health,  or  a  sub- 
pena  will  be  issued  for  Mr.  Rich- 
ards' appearance. 

FCC  General  Counsel  Benedict 
P.  Cottone  undertook  at  the  outset 
of  the  current  sessions  in  June  to 
compel  attendance  of  Mr.  Richards, 
but  was  blocked  at  least  temporar- 
ily by  medical  testimony  that  such 
a  move  might  cost  Mr.  Richards 
his  life,  due  to  a  heart  ailment. 

Renewing  his  efforts  last  Thurs- 
day, Mr.  Cottone  called  upon  Dr. 
Mildred  Healey,  diagnostic  roent- 
genologist of  the  U.  S.  Public 
Health  Dept.,  who  testified  after 
examining  x-rays  of  Mr.  Richards' 
chest  that  she  found  no  evidence 
that  his  heart  was  "grossly  en- 
larged," as  his  Los  Angeles  physi- 
cian had  reported. 

She  contradicted  much  of  the 
testimony  presented  earlier  by  Dr. 
Roy  E.  Thomas  in  Mr.  Richards' 
behalf,  but  said  her  statement  was 
"only  an  estimation"  because  she 
did  not  have  a  report  on  a  complete 
physical  examination  of  Mr.  Rich- 
ards. The  chest  x-ray,  made  June 
2,  was  presented  by  Dr.  Thomas. 

Seek  Steinbach 

A  proposal  was  then  advanced 
that  Dr.  Steinbach,  who  had  prev- 
iously submitted  an  affidavit  and 
letters  to  the  effect  that  Mr.  Rich- 
ards should  not  testify,  be  sum- 
moned from  Detroit  to  present 
testimony.  Hugh  Fulton,  chief  trial 
counsel  for  Mr.  Richards,  objected 
on  grounds  of  the  expense  involved. 
Mr.  Cottone  then  suggested  that  a 
group  of  impai-tial  doctors  examine 
Mr.  Richards.  Again  Mr.  Fulton 
protested. 

Examiner  Cunningham  said  he 
was  inclined  to  enforce  the  subpena 
for  Mr.  Richards  but  was  inter- 
ested in  having  Dr.  Steinbach's 
testimony.  Testimony  in  the  hear- 
ing to  date  makes  it  clear  that  Mr. 
Richards'  testimony  is  pertinent,  he 
declared,  adding  that  he  was  "not 
thoroughly  convinced  that  Mr. 
Richards'  appearance  would  have 
the  effect  indicated." 

Meanwhile,  the  probe  into  the 
background  of  news  operations  at 
Mr.  Richards'  KMPC  Los  Angeles 
— and  particularly  the  role  played 
by  Mr.  Richards  —  continued 
through  most  of  the  week's  sessions. 

FCC  witnesses— former  KMPC 
newsmen — emphasized  the  station 
owner's  active  interest  in  KMPC 
newscasts  and  told  of  conversations 
in  which,  they  said,  he  voiced  his 
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own  views  on  public  issues  and  per- 
sonalities and  gave  instructions  for 
news  handling. 

Counsel  for  Mr.  Richards  put  the 
newsmen  through  detailed  cross- 
examination  in  an  effort  to  punch 
holes  in  their  testimony. 

Frequent  exchanges  between  op- 
posing counsel — Mr.  Cottone  and 
Attorney  Fred  Ford  for  FCC,  and 
Attorneys  Fulton  and  Joseph  Burns 
for  the  station  owner — continued 
to  mark  the  sessions. 

Based  on  charges  that  Mr.  Rich- 
ards ordered  news  slanted  accord- 
ing to  his  own  political  and  social 
beliefs,  the  hearing  involves  the 
license  -  renewal  applications  of 
KMPC,  WJR  Detroit  and  WGAR 
Cleveland,  all  controlled  by  Mr. 
Richards,  and  a  proposal  to.  trans- 
fer control  to  a  trusteeship. 
Fitzpatrick  Called 

General  Counsel  Cottone  mean- 
while asked  Leo  Fitzpatrick,  board 
chairman  of  WGR  Buffalo  and  for- 
mer vice  president  and  general 
manager  of  WJR,  to  appear  as  a 
witness  to  identify  correspondence 
purportedly  passed  between  him 
and  Mr.  Richards  during  his  tenure 
at  the  Detroit  station.  Mr.  Fitz- 
patrick replied  that  he  knew  "little 
or  nothing"  about  KMPC  opera- 


tions, which  are  the  subject  of  the 
Los  Angeles  sessions,  and  would 
testify  in  Los  Angeles  "only  in  re- 
sponse to  a  subpena." 

Asserting  that  he  did  not  wish 
to  "become  involved  in  this  contro- 
versy" and  that  this  has  been  his 
"consistent  position,"  Mr.  Fitzpat- 
rick recalled  that  he  had  not  al- 
lowed FCC  staff  members  to  exam- 
ine papers  and  correspondence  in 
his  office  until  his  Washington 
counsel  advised  him  to  do  so. 

He  told  Mr.  Cottone  that  "I  hope 
you  may  decide  that  my  appear- 
ance as  a  witness  is  unnecessary. 

"I  feel  that  any  testimony  which 
I  may  be  required  to  give  should 
be  in  connection  with  WJR  when 
and  if  there  is  a  hearing  in  De- 
troit," he  asserted. 

In  last  week's  sessions  Eddie 
Lyon,  KFWB  Hollywood  announcer- 
newscaster  and  one-time  KMPC 
news  director,  testified  that  Mr. 
Richards  once  said  during  a  staff 
meeting  that  "we  must  have  un- 
biased news,  bold,  straight  down  the 
middle,"  and  then  asked  everybody 
present:  "How  are  we  going  to 
start  a  rumor  about  Eleanor  Roose- 
velt and  Henry  Wallace  running  for 
office  on  the  same  ticket?" 

He  said  Mr.  Richards  was  a  de- 


voted Republican  and  wanted  t'r 
GOP  picture  emphasized  in  new 
casts  and  favorable  news  about  th' 
Democratic  administration  omittec 

Mr.  Lyon  said  he  inserted  a  Lo; 
Angeles  Examiner  news  story  int' 
a  political  roundup  broadcast  a 
Mr.  Richards'  instructions. 

He  said  that  "many  times"  b 
followed  instructions  which  Mi 
Richards  had  given,  that  "man; 
times"  he  "ignored"  them,  and  tha 
"many  times  I  toned  them  down. 

Mr.  Lyon  said  he  accepted  pro 
motion  to  news  director  of  KMP' 
after  salary  adjustments  had  beei 
made  and  Vice  President  and  Gen 
eral  Manager  Robert  0.  Reynold 
had  agreed  that  Mr.  Richards  wa 
to  "lay  off  the  phone  calls."  Befor< 
that,  he  said,  he  hadn't  wanted  thi 
job  because  of  confusion  resultinji 
from  Mr.  Richards'  "interference." 
He  succeeded  Clete  Roberts,  nov 
one  of  FCC's  witnesses. 

Mr.  Lyon  expressed  belief  tha' 
Mr.  Richards  sometimes  telephonec 
just  to  "get  something  off  his  chest 
He  was  just  boiling  over  and  want 
ed  to  talk  about  them  [stories  ir 
the  .news].  But  then  there  wert 
other  times.  ..." 

He  said  he  "carried  out  what  ] 
believed  he  wanted  me  to  do  or 
newscasts,"  but  conceded  thai 
sometimes  he  rebelled.  Once,  he 
said,  Mr.  Richards  told  him  bj 
telephone  to  refer  to  Presidenlj 
( Continued  on  page  61 ) 


LICENSE  fee: 


Senate  Group  Circulates  Report 


PROPOSALS  to  levy  license  fees 
on  commercial  stations  and  recipi- 
ents of  other  "special"  government 
services,  long  smoldering  on  Cap- 
itol Hill,  were  referred  last  week 
to  the  appropriate  Senate  commit- 
tees for  independent  study  and 
action. 

The  issue  was  dropped  into  the 
laps  of  key  committee  chairmen, 
including  Sen.  Ed  C.  Johnson  (D- 
CoL),  who  heads  the  Senate  Inter- 
state and  Foreign  Commerce  Com- 
mittee which  has  jurisdiction  over 
FCC  affairs,  by  the  Senate  Execu- 
tive Expenditures  Committee.  The 
latter  had  been  laying  groundwork 
on  the  fees  assessment  question 
since  March  [Broadcasting,  March 
20,  13]. 

In  its  report  (No.  2120),  pre- 
pared under  the  direction  of  the 
chairman,  Sen.  John  L.  McClellan 
(D-Ark.),  the  group  summarized 
findings  of  its  staff  investigation 
of  services  rendered  by  some  12 
government  agencies.  The  study 
looked  into  the  services  performed 
and  emphasized  those  which  might 
be  assessed. 

Questioned  about  the  report  late 
Thursday,  Sen.  Johnson  said  he 
had  not  yet  received  it.  But,  he 
said,  any  such  proposal — that  gov- 
ernment agencies  impose  fees  on 
certain  of  its  special  services  — 
would  be  "far  reaching"  and  de- 
served "most  careful  study." 

The  report  points  to  FCC  as  a 
prime  example  of  an  agency  which 
"renders  services  the  benefits  of 


which  accrue  wholly  to  special  in- 
terests which  derive  therefrom  the 
means  of  financial  success." 

According  to  the  investigators: 
"The  FCC  renders  a  tremendous 
variety  of  services,  a  substantial 
number  of  which  would  lend  them- 
selves to  equitable  fees.  The  Com- 
mission processes  applications  and 
grants  permits  for  the  construc- 
tion and  operation  of  commercial 
radio  stations.  Such  an  operating 
permit  is  in  effect  a  franchise  to  a 
segment  of  the  radio  audience. 

'Costly  Process' 

"The  Federal  Government  sees 
to  it  that  the  right  to  that  audience 
is  not  disturbed,  and  the  operator 
is  thus  able  to  insure  to  purchasers 
of  time  over  his  facilities  access  to 
the  market  addressed.  Construc- 
tion permits  constitute  the  Com- 
mission's heaviest  workload,  in- 
volving in  an  increasing  number 
the  necessity  of  formal  hearings 
so  as  to  provide  a  sound  basis  for 
granting  or  denying  an  application. 
This  is  a  costly  process  and  one 
which  the  Government  renders 
without  charge. 

"True,  the  applicant  himself  may 
be  put  to  some  personal  expense  in 
the  filling  of  his  application  and 
through  attendance  at  a  subsequent 
hearing,  but  he  does  not  defray  any 
of  the  cost  to  which  the  general 
public  is  put  to  conduct  a  proceed- 
ing which  may  assure  to  the  appli- 
cant a  remunerative  business  under 


special  Federal  protection.  This 
is  an  outstanding  example  of  s 
service  for  which  a  fee  may  most 
appropriately  be  assessed." 

In  more  specific  terms,  the  re- 
port points  to  the  following  serv- 
ices provided  by  the  Commission  as 
being  particularly  applicable  to  an 
assessment: 

(1)  Radio-station  constructior* 
permit. 

(2)  Radio-station  operating  li- 
cense and  renewals  thereof. 

(3)  Authority  for  assignment  of 
license. 

(4)  Radio-operator  license. 

(5)  Applications  for  authoriza- 
tions under  Title  II  of  the  Com- 
munications Act  and  under  the 
Cable  Landing  License  Act  (involv- 
ing certificates  of  convenience  and 
necessity).  ^ 

(6)  Equipment  approval.  | 

Not  Revenue  Category 

While  staff  members  maintainec 
the  proposals  were  not  technically 
in  the  direct  revenue  raising  cate- 
gory, authorities  noted  that  Con- 
gressional approval,  nevertheless 
would  have  that  effect.  For  this 
reason  alone,  it  was  seen  that  the 
release  of  the  report  could  not  have 
been  more  timely.  Congress  is  con- 
fronted with  finding  new  ways  tc 
meet  the  suddenly  stepped  u] 
spending  program  for  defense 
Lawmakers  also  are  very  receptive 
to  new  ideas  for  cutting  expenses 
(Continued  on  page  73) 
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Census 

(Continued  from  page  22) 

sylvania,  Illinois  and  Ohio  in  that 
order.  Texas — largest  state  geo- 
graphically —  remained  sixth  in 
j  population  rank.  Nevada,  with 
;  158,378  persons,  was  last, 
i  Five  states  in  the  preliminary 
count  appeared  to  have  had  popu- 
'lation  losses  in  the  10-year  period. 
jThese  were  Arkansas,  Mississippi, 
j  Nebraska,  North  Dakota  and  Okla- 
jhoma. 

I  The  upsurge  in  population  re- 
isulted  largely  from  an  increase  in 
jthe  birth  rate,  chiefly  because  of 
jthe  great  number  of  wartime  mar- 
Jriages,  coupled  with  a  decline  in 
jthe  death  rate  giving  a  longer  life 
Jspan.  Regional  movements,  the 
'Bureau  added,  reflected  the  effect 
tof  World  War  II,  economic  pros- 
Jperity,  migration  of  workers,  and 
■other  factors. 

ji    The  states'  totals,  the  Bureau 
^,istressed,  do  not  add  up  to  the  U.  S. 
j|total  because  of  700,000  persons 
-istill  to  be  distributed  to  states. 
jFinal  population  total  of  any  state, 
,'it  was  explained,  may  differ  with 
[the  preliminary  count  because  of 
irevisions:   persons  recorded  else- 
kvhere,  counting  of  crews  of  ves- 
sels docked  at  ports  in  a  partic- 
Ijular  state,  etc. 


hUSING  SIGNED 


I  For  Liberty  Gridcasfs 

JtED  HUSING  has  been  signed  to 
^jbroadcast  seven  Army  football 
iTe'ames  and  five  New  York  Giants 
"(pro  football)  games  this  fall  over 
1  Liberty   Broadcasting  System, 

ilames  Foster,  general  manager  of 
;  LBS,     announced     Thursday  in 

-Dallas.  Negotiations  for  Mr.  Hus- 
ng  were  handled  by  Bert  Lebhar, 
e.j=3xecutive  director  of  WMGM  New 
jjififork. 

lid  Mr.  Foster  also  disclosed  that  all 
itM  the  New  York  Yankees  (pro 
'potball)   schedule  and  all  of  the 
Jjuouisiana  State  U.  games  vdll  be 
'loroadcast  over  Liberty  with  Gor- 
3on  McLendon,  president  of  LBS, 
lit  the  mike. 

Liberty  will  offer  its  stations 
:hree  games  on  most  Saturdays 
luring  the  fall  season,  with  the 
Louisiana  State  games  the  only 
,liight  Saturday  schedule  in  the 
illation,  and  a  West  Coast  game  of 
,  ,he  day  included. 

jj:  '   


oin 


!IX  BANKS  BUY 


WBS  Transcribed  Show 

{PONSORSHIP  by  banks  in  six 
dditional  communities  of  the 
3\'^orld  Broadcasting  System's  For- 
ward America  series  was  announced 
iast  week. 
tli|ii  The  transcribed,  half-hour  show 
'eatures  Walter  Huston  and  In- 
■■lludes  readings  and  music  identi- 
-|ed  with  America.  Recently  added 
tponsors  and  stations  are: 


till 


I  Lufkin  National  Bank  on  KTRE 
)iiufkin,  Tex.;  Marion  National  Bank  on 
'/MEV  Marion,  Va.;  Station  National 
lank  on  KTSM  El  Paso;  Bank  of 
jJ^lrath  on  KROF  Abbeville,  La.,  and 
merican  State  Bank  on  WCDB 
lubbock,  Tex. 


106  Cities  Over  100,000  Population 

(According  to  Preliminary  Figures  of  Census  Bureau  and  subject 
to  possible  revision.) 


WOW  NAMES 

Sec.  Matthews,  de  Moss 


New  York  7,841,610 

Chicago   3,631,835 

Philadelphia   2,057,210 

Los  Angeles   1,954,036 

Detroit  1,837,613 

Baltimore    939,865 

Cleveland    904,546 

St.  Louis   852,523 

Washington,  D.  C   792,234 

Boston    788,552 

San  Francisco   760,381 

Pittsburgh    673,756 

Milwaukee    632,938 

Houston    593,600 

Buffalo    576,506 

New  Orleans    568,407 

Minneapolis    517,410 

Cincinnati    499,744 

Seattle    462,981 

Kansas  City    453,290 

Newark    437,833 

Dallas    432,805 

Indianapolis    424,683 

Denver    412,823 

San  Antonio    405,973 

Memphis    394,025 

Oakland,  Calif   378,322 

Columbus,  Ohio    373,821 

Louisville    371,859 

Portland,   Ore   371,009 

Rochester,  N.  Y   331,292 

Atlanta    326,962 

San    Diego    321,485 

St.   Paul    310,155 

Toledo,  Ohio    301,372 

Jersey  City    300,447 

Birmingham    298,747 

Fort   Worth    277,049 

Akron    273,189 

Providence,  R.  1   254,027 

Omaha    247,397 

Miami    247,262 

Long  Beach,  Calif   243,921 

Dayton,  Ohio    243,108 

Oklahoma  City    242,450 

Richmond    229,897 

Syracuse,  N.  Y   220,067 

Worcester,  Mass   201,875 

Jacksonville,  Fla   198,880 

Norfolk,   Va   182,377 

Salt  Lake  City    181,902 

Tulsa    180,586 

Des  Moines    176,954 

Hartford,  Conn   176,623 

Grand   Rapids    175,647 

Nashville,  Tenn   173,359 

Youngstown,   0   167,643 

Wichita,  Kans   165,374 

New  Haven,  Conn   164,206 

Springfield,   Mass   162,601 

Flint,   Mich   162,193 

Spokane    160,473 

Bridgeport,  Conn.    158,678 

Yonkers,  N.  Y   152,533 

Tacoma,   Wash   142,975 

Paterson,  N.  J   139,423 

Sacramento,  Calif   135,862 

Albany,  N.  Y     134,382 

Charlotte,  N.  C   133,212 

Fort  Wayne,  Ind   132,831 

Gary,  Ind   132,461 

Austin,  Tex   131,964 

Chattanooga    130,333 

Erie,  Pa   130,125 

El  Paso,  Tex   130,003 

Kansas  City,  Kan   129,583 

Trenton,  N.  J   127,894 

Mobile,  Ala   127,129 

Shreveport,  La   125,506 

Scranton,   Pa   124,747 


Camden,  N.  J.    124,474 

Knoxville,  Tenn   124,117 

Tampa,  Fla   124,073 

Baton  Rouge,  La   123,954 

Cambridge,  Mass   120,700 

Savannah,   Ga   119,109 

Canton,  0   116,312 

South  Bend,  Ind   115,402 

Elizabeth,  N.  J   112,675 

Berkeley,   Calif   112,125 

Fall  River,  Mass   112,091 

Peoria,   III   111,475 

Wilmington,   Del   109,907 

Evansville,    Ind   109,867 

New  Bedford,  Mass   109,033 

Reading,  Pa   108,929 

Corpus  Christi,  Tex   108,051 

Allentown,  Pa   106,254 

Montgomery,  Ala.    105,715 

Phoenix,   Ariz   105,003 

Waterbury,  Conn   104,209 

Duluth,    Minn   104,060 

Pasadena,    Calif   103,971 

Somerville,  Mass   102,254 

Utica,  N.  Y   101,479 

Little  Rock,  Ark   101,387 


PROMOTION  CLINIC 

Sef  by  CBS  This  Week 

CBS  Program  Promotion  Managers 
Clinic  for  1950,  at  which  the  net- 
work's fall  campaign  plans  will  be 
announced,  will  be  held  in  New 
York  July  81  and  Aug.  1. 

Attending  will  be  CBS  execu- 
tives, including  President  Frank 
Stanton,  and  more  than  150  pro- 
gram promotion  managers. 

The  July  31  meeting  will  be  at 
the  Waldorf-Astoria,  and  the  Aug. 
1  meeting  in  CBS'  studios.  Sem- 
inars on  art  and  production,  pres- 
entations, media,  and  related  sub- 
jects, will  be  conducted. 

Promising  the  most  unusual  cam- 
paign in  the  fall  ever  undertaken 
by  a  network,  Louis  Hausman, 
CBS  director  of  advertising  and 
sales  promotion,  said  daily  adver- 
tisements of  CBS  shows  would  run 
in  some  250  newspapers.  Other 
facets  of  the  campaign  would  be 
revealed  later,  he  said. 

CBS  speakers  at  the  July  31 
meeting,  in  addition  to  Messrs. 
Stanton  and  Hausman,  will  be: 
Charles  Oppenheim,  director  of  pro- 
gram promotion;  Jack  Cowden, 
general  manager  of  the  promotion 
department;  Charles  Monroe,  pro- 
gram writing  division  head;  Jack 
Karol,  AM  sales  manager;  Robert 
Heller,  director  of  New  York-AM 
programs;  George  Crandall,  direc- 
tor of  press  information,  and  Har- 
per Carraine,  assistant  director  of 
research. 

Affiliate  program  promotion  man- 
agers who  also  will  speak:  Jack 
Stone,  WRVA  Richmond,  Va. ; 
Warren  Journey,  WFEA  Man- 
chester, N.  H. ;  Cody  Pfanstiehl, 
WTOP  Washington;  Nate  Cook, 
WIBX  Utica,  N.  Y.;  Leo  Cole, 
WMT  Cedar  Rapids,  Iowa;  George 
Coleman,  WGBI  Scranton,  Pa.,  and 
Carl  George,  WGAR  Cleveland. 


Mr.  MATTHEWS 

*    *  * 

SECRETARY  of  the  Navy  Francis 
P.  Matthews,  stockholder  in  WOW 
Inc.,    licensee    of  WOW-AM-TV 
Omaha,  has  been  named  president 
of    the  coi-pora- 
t  i  o  n  succeeding 
John  G.  Gillin  Jr., 
who  died  July  18 
[Broadcasting, 
July  24].  Lyle  de 
Moss,  assistant 
general  manager, 
has   been  named 
acting  general 
manager  succeed- 
ing Mr.  Gillin,  it 
was  announced. 
Robert  P.  Samardick,  associated 
with  WOW  since  its  inception,  has 
been  named  vice  president,  the  sta- 
tion announced.    WOW  Inc.,  in  ad- 
dition to  being  licensee  of  WOW- 
AM-TV,  also  is  licensee  of  KODY 
North  Platte,  Neb. 

A  native  Nebraskan  and  attor- 
ney, Secretary  Matthews  also  is  a 
member  of  the  Federal  Communi- 
cations Bar  Assn.  Mr.  Samardick 
is  also  president  of  Samardick  & 
Co.,  Omaha  armored  car  money 
collection  service.  Mr.  de  Moss,  in 
radio  since  1923  and  with  WOW 
since  1937,  was  named  assistant 
manager  two  years  ago. 


Mr.  de  Moss 
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WRIGHT  TO  WPAT 

As  General  Manager 

DICKENS  J.  WRIGHT  will  be- 
come general  manager  of  WPAT 
Paterson,  N.  J.,  effective  Aug.  1,  it 
was  announced  last  week  by  Rich- 
ard Drukker,  president  of  the  New 
Jersey  Broadcasting  Co.  which 
owns  WPAT. 

Mr.  Wright,  until  recently  gen- 
eral manager  of  WICC  Bridge- 
port, Conn.,  has  had  16  years  ex- 
perience on  metropolitan  stations 
and  station  representative  firms  in 
and  around  New  York.  His  past 
associations  include  WOV  New 
York,  CBS  Radio  Sales,  ABC  Spot 
Sales,  WMCA  New  York  and 
WMGM  New  York. 

As  general  manager  of  WPAT 
Mr.  Wright  will  supei-vise  all  sta- 
tion operation. 
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ANA's  Rate  Putsch 

(Continued  from  page  19) 

9  million  TV  homes  by  January 
1951  we  should  be  prepared  to  face 
losses  in  the  m.agnitude  of  22%  or 
more  in  the  number  of  homes  us- 
ing radio  during  prime  evening 
hours,  as  compared  with  1949. 

"B.  Actually  the  problem  is  a 
series  of  local  situations,  each  of 
a  different  magnitude  at  the  mo- 
ment and  each  growing  more  acute 
as  more  TV  sets  are  installed.  Con- 
sequently, the  need  for  radio  rate 
adjustments  must  be  approached 
on  a  local  basis  in  order  to  be  equi- 
table for  both  the  network  adver- 
tiser and  the  spot  advertiser,  for 
both  the  indi-stations  and  entire 
networks. 


numbers,  not  percentages,"  the  re- 
port said. 

Even  taking  into  account  the  in- 
crease in  number  of  total  radio 
homes,  Nielsen  figures  show  that 
fewer  homes  are  being  reached  by 
these  same  programs,  the  report 
pointed  out. 

"Consequently,  between  March- 
April  1949  and  March-April  1950 
there  were  alarming  increases  in 
average  radio  time  cost  per  thou- 
sand homes  reached — 21%  in  the 
case  of  the  19  CBS  programs,  18% 
in  the  case  of  the  16  NBC  pro- 
grams," the  report  said. 

Despite  a  gain  of  3.6%  in  the 
estimated  total  number  of  homes 
equipped  with  radio,  Nielsen  data 
for  March  1949  and  March  1950 
"shows  fewer  homes  using  radio, 
except  in  the  morning  hours,"  the 


HE  COULDN'T  have  caught  more  at 
the  golf  links.  Jerome  B.  Gray,  senior 
partner.  Gray  &  Rogers,  Philadelphia 
advertising  agency,  registers  happi- 
ness and  surprise  as  he  receives  more 
than  100  of  the  pellets — one  golf  ball 
from  each  staff  member — as  a  birth- 
day tribute.  Mr.  Gray  plays  in 
the  70's. 


must  face  the  prospect  of  giving 
up  radio  or  getting  relief  in  the 
form  of  rate  reductions,"  the  re- 
port said.  "At  that  same  point  ra- 
dio networks  will  have  to  face  the 
prospect  of  a  growing  ratio  of 
costly  sustaining  time  or  probably 
less  costly  adjustment  of  rates  to 
re-establish  and  preserve  afford- 
able time  costs  for  advertisers. 

"Your  steering  committee  be- 
lieves that  the  time  for  rate  read- 
justments by  the  radio  networks  is 
already  here  and  that  further  ad- 
justments will  be  required  from 
time  to  time  in  the  future  until  the 
relationship  between  radio  and  tele- 
vision audiences  stabilizes." 

Turning  to  what  it  described  as 
the  "local  problem,"  the  report 
said: 

"While  the  problem  of  declining 
radio  time  values  is  national  in 
total,  it  really  is  the  sum  of  a 
number  of  local  situations  each  of 
a  different  character  and  magni- 
tude. And  each  situation  will  differ 
from  itself  with  the  passage  of 
time,  thus  requiring  periodic  re- 
view and  recalculation  as  TV  con- 
tinues to  build  up  its  encroachment 
on  radio  listening." 

Cites  60  Markets 

Television's  adverse  effect  on 
radio  listening  occurs  currently 
in  only  60  city  or  market  areas,  the 
report  said.  "It  is  these — not  in 
the  hundreds  of  other  station  areas 
without  TV — where  radio  values 
are  being  destroyed  and  the  conse- 
quent need  for  rate  adjustment 
exists. 

"It  would  seem  fair  that  only 
the  stations  involved  to  an  impor- 
tant degree  should  be  the  ones  from 
which  rate  adjustments  should  be 
secured  by  their  networks.  Further- 
more, the  user  of  spot  radio  must 
be  considered.  He  should  be  en- 
titled to  an  equitable  rate  in  each 
individual  market. 

"Such  adjustment  on  a  local 
basis  should  be  of  vital  interest  to 
each  station,  since  it  must  be  able 
to  sell  spot  time  on  an  equitable 


basis  or  face  the  prospect  of  being 
eliminated  by  spot  advertisers  who 
can  no  longer  consider  it  worth  the 
price  in  terms '  of  delivered  audi- 
ence." 

The  report  cited  TV  City  Hooper- 
atings  showing  TV  share  of  total 
broadcast  audiences  in  television 
markets  as  an  example  of  "the 
extent  and  rapidity  with  which  TV 
is  taking  over  the  total  evening 
broadcast  audience  (radio  plus 
TV)  city  by  city." 

The  committee  proposed  a  meth- 
od of  rate  adjustments  by  radio 
stations  in  TV  markets  "based  on 
simple  arithmetic  growth  of  tele- 
vision homes." 

The  arithmetic  formula  assumes 
that  each  new  TV  installation  sig- 
nifies the  virtual  elimination  of  one 
more  home  from  the  total  of  actual 
or  potential  radio  listening  during 
the  evening  broadcast  hours. 

"There  still  is,  of  course,  some 
slight  degree  of  evening  radio  lis- 
tening in  TV  homes,"  the  report 
said.  "Therefore,  any  calculation 
must  be  subject  to  whatever  value 
one  wishes  to  place  on  this  vestigial 
radio  listening  in  TV  homes.  In 
the  calculations  that  follow,  it  is 
valued  at  zero." 

Method  Explained 

The  explanation  of  the  method  of 
readjusting  radio  costs  was: 

"For  the  NBC  and  CBS  networks 
we  have  listed  every  television  city 
wherein  the  network  has  an  affil- 
iate. We  have  also  shown  the  num- 
ber of  radio  homes  covered  by  the 
AM  stations  in  each  of  those  cities. 
These  coverage  figures  are  the  re- 
sult of  a  questionnaire  sent  to  each 
of  the  stations  concerned.  In  those 
instances  where  stations  did  not 
answer  the  questionnaire,  we  used 
the  BMB  nighttime  audience  fig- 
ures based  on  listening  one  or  more 
times  per  week.  Where  no  BMB 
figures  were  available  we  used  our 
own  estimates  based  on  the  sta- 
tion's power  and  frequency. 

"We  have  also  shown  for  each 
city  the  number  of  television  homes 
within  the  40-mile  area  as  of  Jan. 
1,  1951.  We  used  Jan.  1,  1951,  as 
being  the  midpoint  of  the  forth- 
coming broadcast  year.  The  num- 
ber of  TV  homes  will  actually  be 
somewhat  fewer  in  September  and 
greater  to  an  equal  degree  next 
June. 

"We  assume  that  each  television 
home  was  previously  a  radio  home, 
but  that  after  acquiring  a  TV  set, 
reduced  its  (evening)  radio  listen- 
ing to  zero.  Then  the  radio  homes 
claimed  by  each  station  should  be 
reduced  by  the  ratio  of  TV  homes 
to  claimed  homes. 

".  .  .  In  some  instances  TV  cov- 
erage areas  are  greater  than  AM 
coverage  areas.  In  such  cases,  we 
have  limited  the  percent  of  TV  to; 
radio  ratio  to  the  percent  of  TV 
ownership  within  the  40-mile  area. 
We  have  rounded  off  these  per- 
centage figures  to  the  next  lowest 
h%  for  simplicity's  sake  and  have 
reduced  the  station's  nighttime 
hourly  rate  by  this  percentage. 
When  the  gross  night  hourly  cost  of 
AM  stations  in  television  cities  is 

(Continued  on  page  32) 


"C.  A  reasonable  mathematical 
basis  for  recalculating  radio  time 
values  to  the  advertiser  in  the  light 
of  local  television  development  in- 
dicates that  reductions  in  value  for 
some  individual  stations  would  run 
as  high  as  50%  and  55%  of  their 
present  evening  rates;  and  that  the 
composite  of  individual  station  ad- 
justments would  work  out  to  14.9% 
for  the  full  CBS  network  and 
(purely  a  coincidence)  14.9%  for 
the  full  NBC  network." 

Note  of  Thanks 

The  report  itself  opened  with  a 
note  of  thanks  to  A.  C.  Nielsen  Co. 
which  "has  generously  made  avail- 
able to  the  ANA  for  this  study  cer- 
tain of  its  copyrighted  data  and 
has  offered  us  its  help  and  counsel 
on  a  complimentary  basis  despite 
the  fact  that  only  a  fraction  of  the 
ANA  members  using  radio  and/or 
TV  are  subscribers  who  support  the 
National  Nielsen  Radio  Index  and 
the  National  Nielsen  Television  In- 
dex." 

Gratitude  was  also  expressed  to 
C.  E.  Hooper  Inc.  which  "has  been 
very  liberal  in  providing  copy- 
righted data  from  TV  City  Hooper- 
atings  and  other  Hooper  services 
to  facilitate  evaluation  of  the  situa- 
tions being  created  in  the  local 
broadcast  audiences  through  the 
advent  of  TV." 

The  note  of  thanks  added  that 
"Mr.  Hooper  also  has  been  gener- 
ous in  making  his  services  avail- 
able to  your  Radio-TV  Steering 
Committee  as  a  dollar-a-year  con- 
sultant." 

The  report  drew  upon  Nielsen 
average  audience  figures  to  show 
that  CBS  and  NBC  evening  pro- 
grams occupying  the  same  time  pe- 
riods without  change  during  the 
compared  years  had  experienced 
"significant  declines  in  average  au- 
dience ratings"  in  January-Feb- 
ruary 1950  as  contrasted  with 
January-February  1949. 

Also  basing  its  remarks  on  Niel- 
sen average  audience  figures,  the 
ANA  committee  pointed  out  there 
had  been  a  considerable  decline  In 
percent  of  total  homes  using  radio. 

"In  the  face  of  these  percentage 
audience  losses,  we  often  hear  the 
proposition  that  there  are  more 
radio  homes  and  radio  sets,  and 
that  true  values  are  expressed  in 


report  said.  "Between  6  and  11 
p.m.  the  total  number  of  homes  us- 
ing radio  was  off  10.5%,  but  in 
premium  8-11  p.m.  time  the  drop 
was  12.7%." 

"What's  happening  to  the  night- 
time radio  audience?"  the  report 
asked.  "Is  the  radio  audience  just 
drying  up,  or  is  it  being  converted 
from  radio  to  television?"  Nielsen 
radio  and  television  figures  show  a 
"severe  decline  in  time  spent  lis- 
tening to  radio"  in  television  homes. 

"Prior  to  the  installation  of  TV," 
the  report  said,  "377  out  of  1,000 
radio  homes  can  be  expected  to  be 
using  radio,  at  the  average  minute, 
between  7  and  11  p.m. — and  each 
sponsor  can  expect  his  share  of  this 
potential  audience. 

"However,  with  television  in- 
stalled in  each  of  these  1,000  homes, 
the  potential  for  a  radio  program 
between  7  and  11  p.m.  will  be  only 
65  homes  (instead  of  377)  or  only 
17%  as  many. 

Evening  Loss 

"Thus  it  may  be  said  that,  based 
on  indications  to  date,  each  radio 
home  that  has  installed  TV  has 
lost  83  9c'  of  its  evening  potential 
for  the  radio  advertiser." 

Acknowledging  that  these  figures 
may  not  hold  true  in  the  future,  the 
ANA  committee  said  that  for  the 
time  being  "it  is  reasonable  to  take 
the  position  that  each  new  TV  in- 
stallation signifies  the  virtual  elim- 
ination of  one  more  home  from  the 
total  of  actual  or  potential  radio 
listening  during  evening  broadcast 
hours." 

Noting  that  in  March  1950  the 
total  number  of  homes  using  radio 
during  prime  evening  time  was 
12.7%  less  than  it  had  been  a  year 
earlier,  the  committee  said  that  as 
of  April  1,  1950,  NBC  estimated 
there  were  5,092,000  TV  homes,  or 
12.5%  of  total  radio  homes. 

"By  January  1951,  we  can  expect 
about  9  million  or  more  TV  homes 
• — 22%  or  more  of  today's  total 
radio  homes,"  the  report  said. 
"Thus  we  should  be  prepared  to 
face  losses  in  the  magnitude  of 
22%  or  more  in  the  number  of 
homes  using  radio  during  prime 
evening  hours  by  January  1951 
compared  with  1949." 

The  committee's  conclusion  at 
this  stage  of  its  report  was  that 
"time  costs  must  come  down." 

"At  some  point  most  advertisers 
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reduced  in  this  fashion,  the  overall 
reduction  in  total  full  network 
gross  night  hourly  costs  is  14.9% 
for  NBC  and  (purely  a  coinci- 
dence) 14.9%  for  CBS. 

"By  January  1951  we  anticipate 
that  there  will  be  over  9  million 
TV  homes  in  the  U.S.  as  compared 
with  40,700,000  AM  homes.  This 
would  seem  to  indicate  that  AM 
rates  should  be  reduced  by  almost 
25%.  The  arithmetic  comes  out 
lower  because,  by  and  large,  TV 
stations  are  located  in  the  larger 
and  more  economical  AM  markets." 

The  committee  then  listed  its 
proposed  changes  of  radio  rates  on 
CBS  radio  affiliates  in  51  TV  cities 
and  NBC  radio  affiliates  in  53. 

Some  comparative  situations  may 
be  selected  from  the  ANA  lists  to 
show  how  the  ANA  committee  did 
its  figuring: 

Minneapolis:  126,000  TV  homes, 
constituting  14%  of  the  902,120  ra- 
dio homes  claimed  by  the  CBS  AM 
station,  WCCO,  and  28%  of  the 
447,090  radio  homes  claimed  by 
NBC's  KSTP.  ANA  proposed  a 
10%  reduction  in  WCCO's  gross 
night  hour  rate  and  a  25%  cut  in 
KSTP's. 

Los  Angeles :  686,000  TV  homes, 
constituting  45%  of  the  1,525,060 
radio  homes  covered  by  CBS's  KNX 
and  38%  of  the  1,799,000  radio 
homes  covered  by  NBC's  KFI. 
ANA  proposed  a  45%  cut  in  KNX's 
night  hour  rate  and  a  35%  cut  in 
KPI's. 

Detroit  Data 

Detroit:  374,000  TV  homes,  con- 
stituting 20%  of  the  1,902,670  ra- 
dio homes  covered  by  CBS's  WJR 
and  37%  of  the  1,005,850  radio 
homes  covered  by  NBC's  WWJ. 
ANA  proposed  a  20%  cut  in  the 
WJR  gross  night  hour  rate  and  a 
35%  reduction  in  WWJ's. 

Atlanta:  75,000  TV  homes,  con- 
stituting 30%  of  the  170,840  radio 
homes  covered  by  CBS's  WAGA 
and  10%  of  radio  homes  covered  by 
NBC's  WSB.  ANA  suggested  a 
30%  reduction  in  WAGA's  gross 
night  hour  rate  and  10%  in  WSB's. 

New  York:  2,079,000  TV  homes, 
constituting  50%  of  the  4,165,200 
radio  homes  covered  by  CBS's 
WCBS  and  56%  of  the  3,424,360 
radio  homes  covered  by  NBC's 
WNBC.  ANA  recommended  a  50% 
cut  in  WCBS's  gross  night  hour 
rate  and  a  55%  cut  in  WNBC's. 

Using  this  method  to  adjust  ra- 
dio rates  in  TV  markets,  the  ANA 
committee  came  up  with  a  "re- 
valuation of  two  networks  based  on 
television  displacement  of  AM  as 
of  Jan.  1,  1951,  the  mid-point  of 
the  coming  broadcast  year." 

NBC  CBS 

li  Current  gross 
night  hour  costs 
in  TV  cities        $18,295  $17,470 

2.  Adjusted  gross 
night  hour  costs 

in  TV  cities  14,194  13,097 

3.  Net  reduction  (1 

minus  2)  4,101  4,373 


4.  Current  full  net- 
work night  hour 

cost  27,465  29,360 

5.  Reduced  full  net- 
work night  hour 

cost  (4  minus  3)    23,364  24,987 

6.  Percent  of  reduc- 
tion 14.9  14.9 

In  summary  the  ANA  committee 
said  the  problem  of  TV  influence 
on  the  radio  audience  "will  become 
more  acute  with  the  growth  of  TV 
and  cannot  be  offset  by  claimed  ad- 
ditional AM  homes.  .  .  .  Nighttime 
radio  rates  need  to  be  adjusted 
downward  right  now  and  will  need 
further  adjustment  as  TV  grows." 


CROSSLEY  STUDY 

MBS  Tops  in  116  Markets 

MBS  last  week  released  results  of  a 
Crossley  Inc.  coincidental  survey  of 
116  markets  in  42  states  where 
Mutual  has  the  only  network  affili- 
ate, showing  Mutual's  share  of 
audience  is  more  than  that  of  all 
other  stations  combined. 

Mutual's  share  of  audience  was 
58%  daytime  and  53%  at  night  in 
the  116  single  network  localities. 
Mutual's  average  quarter-hour  rat- 
ing was  12.6  daytime  and  13.7  at 
night,  as  compared  with  2.9  and 
4.7  for  the  next  network. 

The  top  10  Mutual  programs 
averaged  a  15.8  rating,  4.8  times 
higher  than  the  highest-rated  com- 
peting network  programs,  accord- 
ing to  Richard  J.  Puff,  MBS  di- 
rector of  research. 


ST.  LOUIS  NETWORK 

City  System  Starts  Today 

OPERATION  as  a  network  entity 
of  The  Greater  St.  Louis  Broad- 
casting System,  St.  Louis'  own  city 
network,  were  scheduled  to  begin 
today  (July  31). 

First  program  to  be  aired  is 
Myron  J.  Bennett's  MJB  Show 
(Mon.-Fri.  10-11-  a.m.),  originating 
from  KXLW.  In  addition  to  KXLW, 
The  Greater  St.  Louis  Broadcasting 
System  is  composed  of  KSTL  WEW 
WTMV. 


ZIV  ADDS  FOUR 

To  Sales  Staff 

FOUR  additions  to  the  Frederic 
W.  Ziv  Co.  sales  staff  were  an- 
nounced last  week. 

Donald  Donahue,  from  the  sales 
department  of  WKBW  Buffalo, 
will  be  located  at  Bradford,  Pa., 
and  will  cover  Western  Pennsyl- 
vania. 

Al  Godwin,  recently  with  KFPW 
Fort  Smith,  Ark.,  will  cover  Louisi- 
ana out  of  New  Orleans. 

Victor  J.  Rickey,  who  has  headed 
his  own  advertising  and  talent 
agency  in  Milwaukee,  will  be  sta- 
tioned at  Appleton,  Wis.,  and  -will 
cover  the  northern  part  of  that 
state. 

C.  E.  (Doc)  Hoffman  Jr.,  former 
sales  manager  of  the  Clastic  Corp., 
Kansas  City,  will  cover  Western 
Missouri  and  all  of  Kansas  /rom 
Kansas  City. 


CHICAGO'S  International  Square 
Dance  Festival,  scheduled  to  be 
staged  Oct.  28,  is  discussed  by 
Harold  A.  Sofford  (I),  program  di- 
rector of  WLS  Chicago,  and  O.  C. 
(Terry)  Rose  of  the  Chicago  Park 
District,  general  chairman  of  the  Chi- 
cago Area  Festival.  WLS  has  been 
promoting  the  project  with  an  aver- 
age of  seven  spots  daily,  in  addition 
to  mentions  on  programs.  The  sta- 
tion is  sponsoring  the  national  pro- 
motion and  will  conduct  an  institute 
the  same  day  for  square  dance 
leaders. 

NETWORK  PROBE 

Sheppard  Hints  Further  Action 

REP.  HARRY  R.  SHEPPARD  (D- 
Calif.)  said  last  week  he  may  take 
further  action  if  the  Justice  Dept. 
fails  to  acknowledge  his  request 
for  an  investigation  of  alleged  vio- 
lation of  the  Communications  Act 
and  anti-monopoly  laws  by  the 
four  major  radio  networks  [Broad- 
casting, July  24]. 

What  form  of  action  the  Con- 
gressman would  take  was  not 
divulged.  Usual  procedure  is  for 
legislator  to  write  or  personally 
contact  officials  in  the  government 
agency  directing  them  to  his  re- 
quest. 

Rep.  Sheppard,  who  had  admitted 
his  pending  bill  (HR  7310)  to 
require  FCC  licensing  of  networks 
stood  slim  chances  of  passage  this 
session,  called  for  a  report  of  the 
Justice  Dept.  and  the  Federal 
Trade  Commission  to  Congress  and 
for  the  agencies  to  take  "correc- 
tive" action.  He  charged  the  net- 
works as  "monopolistic"  and  "dicta- 
torial." 


MORROW  FOR  TIDE 

P&G  Buys  New  Show 

PROCTER  &  GAMBLE'S  Tide,  a 
detergent,  is  reportedly  one  of  the 
first  advertisers  to  be  influenced 
in  its  selection  of  a  radio  program 
by  the  Korean  war.  The  firm  has 
signed  to  sponsor  Edward  R.  Mur- 
row,  7 :45-8  p.m.,  five-times  weekly 
on  31  midwestern  CBS  stations 
starting  today  (July  31). 

Benton  &  Bowles,  New  York,  is 
the  agency. 

Mr.  Murrow  is  sponsored  in  the 
East  by  American  Oil  Co.  (Amoco) 
and  in  the  West  by  Quaker  State 
Oil  Refining  Corp.  Joseph  Katz  Co., 
Baltimore,  is  the  agency  for  Ameri- 
can Oil  and  Kenyon  &  Eckhardt, 
New  York,  for  Quaker  State. 


ATLASS  EXPANDS 

Seeks  Approval  To  Buy  KIO> 

RALPH  ATLASS  added  anothe 
station  to  his  broadcast  interest 
Wednesday    when    he    purchase-  ■ 
KIOA  Des  Moines,  Iowa,  from  In 
dependent  Broadcasting  Co.,  sub 
ject  to  FCC  approval.  i 
Mr.  Atlass,  who  is  general  man 
ager  of  WIND  Chicago,  consultan  i 
to  WMCA  New  York  and  chie  i 
owner,  vice  president  and  treas  i 
urer  of  WLOL  Minneapolis,  per  \ 
sonally  owns  67%  of  KIOA  stock 
He  declined  to  disclose  the  purchas  ' 
price. 

KIOA  stockholders  with  him  ar  ; 
the  same  men  who  own  WLOL— i 
David  and  Charles  Winton  of  Min ; 
neapolis,  John  Carey,  commercia 
manager  of  WIND,  and  Arthu 
F.  Harre,  general  manager  o 
WJJD  Chicago. 

Mr.  Atlass  said  he  has  no  plan 
to  change  the  station's  affiliatioi 
(Mutual)  at  present.  He  vdll  tak 
active  part  in  management  of  th  ; 
station,  he  said.  H.  E.  Baker  i 
former  president  of  KIOA,  whicl 
began  operations  two  years  age 
Station  operates  on  940  kc  wit! : 
10  kw  day  and  5  kw  night.  | 


HAMANN  NAMED 

Manager  of  WBRC-AM-T> 

APPOINTMENT  of  G.  P.  Hamani 
as  general  manager  of  WBRC-AM 
TV  Birmingham,  Ala.,  has  been  an 
nounced  by  Eloise  Smith  Hanna 
president  of  Birmingham  Broad 
casting  Co.  He  succeeds  Mrs 
Hanna,  who  continues  as  presiden 
of  the  organization. 

Mr.  Hamann  got  his  first  radii 
experience  in  1930  as  a  wireles 
operator  in  the  Maritime  Service 
He  also  has  served  with  Radioma 
rine  Corp.  of  America,  Page  & 
Davis,  consultant  engineers  o: 
Washington,  has  instructed  in  sev 
eral  colleges  in  the  South  and  prio 
to  joining  WBRC  in  1940,  was  con 
nected  with  WSMB  New  Orleans 
At  WBRC  he  has  served  as  tech 
nical  director  and  manager  of  FIV 
and  TV  operations. 


NBC's  Pitch 

(Continued  from  page  21) 

Hofstra  study  found  out  was  tha 
network  radio  had  the  lowest  cost 
per-thousand  circulation  of  anj 
medium  in  Boston. 

To  reach  1,000  listeners  to  a  pro 
gram  or  noters  of  a  printed  ad  ii 
Boston  costs  the  advertiser:  $1.9S 
for  network  radio  (NBC);  $3.3; 
for  television  (NBC-TV);  $3.43  fo: 
Life  magazine;  $3.59  for  This  Wee) 
magazine,  and  $3.95  for  the  Bos 
ton  Post. 

"To  summarize,"  in  the  word; 
of  the  NBC  presentation,  "networl 
radio  is  big,  dramatic,  exciting 
fast  and  flexible,  more  powerful  ii 
its  impact,  the  biggest  salesman  o: 
all  time,  and  lowest  in  cost." 
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Adv. 


an 

open  letter 

TO  AMERICAN  BROADCASTERS 


J  AM  writing  this  letter  as  the  owner  of  a  station  in  a  small 
community  (WTWA-Thomson,  Georgia)  and  as  a  former 
network  executive.  Recently  I  was  elected  to  the  board  of  the 
National  Association  of  Broadcasters  by  the  owners  and  operators 
of  small  stations.  I  did  not  feel  that  I  could  give  enough  time  to 
serve  on  the  board  and  do  justice  to  the  problems  confronting  our 
industry.  But  I  agreed  to  serve  because  I  felt  that  regardless  of 
my  service  to  my  clients,  it  was  also  up  to  me  to  contribute  time 
and  energy  and  money  to  help  the  industrj-  that  has  been  kind  to 
me.  When  I  agreed  to  serve  I  knew  that  the  NAB  wasn't  as 
well  operated  as  it  might  be  (what  association  or  business  is?), 
but  I  felt  that  perhaps  I  might  contribute  from  my  experience. 
In  addition  it  means  a  lot  to  me  as  an  owner  of  a  small  station  as 
well  as  a  stockholder  in  large  corporations  that  have  investments 
in  radio  and  TV  stations  to  see  that  we  have  a  strong  industry 
association.  The  easiest  way  is  to  resign  from  NAB  and  save 
the  §180.00  a  year  dues  and  the  demands  on  my  time  and  let 
someone  else  carry  the  ball. 

But' I  have  found  from  experience,  the  hard  way,  that  when  an 
association  is  in  trouble  that  that  is  the  time  when  all  members 
of  the  industry  must  pitch  in  and  help.  Getting  out  after  gaining 
benefits  for  years,  even  though  you  have  given  more  than  you 
have  received,  does  not  correct  the  situation.  If  the  association 
is  badly  managed,  or  the  by-laws  are  wrong  or  you  are  misunder- 
stood, then  the  thing  to  do  is  to  continue  as  a  member  and  be  sure 
that  your  better  ideas  are  carried  out.  These  matters  take  time, 
but  not  as  long  as  they  will  take  when  you  are  on  the  outside 


looking  in- — or  on.  NAB  won't  fold,  it  may  even  lose  a  few 
more  members,  but  it  will  gain  new  ones  and  gradually  correct  the 
troubles  it  now  has. 

I  have  pledged  my  best  efi^orts  during  the  year  I  am  to  serve  and 
so  have  the  other  board  members.  We  may  not  agree  among 
ourselves  but  we  will  work  hard  to  come  out  with  a  stronger  and 
better  trade  association.  We  can  do  a  better  job  if  those  who 
have  resigned  in  recent  years  were  to  come  back  in  and  help  and 
those  who  have  never  joined  were  to  join  now.  With  everyone 
in  the  fold  and  helping  we  can  soon  lick  our  problems  and  with 
everyone  in  the  family  we  can  reduce  dues  and  do  a  better  job. 
So  consider  this  a  call  from  an  oldtimer  in  the  industry  who  is 
anxious  to  see  his  industry  go  forward  with  a  united  family.  The 
country  faces  a  serious  crisis  and  a  war  and  this  is  time  for  the 
entire  industry  to  be  working  together. 

So  I  hope  that  this  letter  will  encourage  all  of  you  not  now 
members  to  join  and  help  to  build  a  stronger  NAB  and  a  stronger 
industry. 

EDGAR  KOBAK 

Business  Consultant 

341  Park  Avenue,  New  York  Cit}' 
• 

Owner,  Radio  Station  WTWA, 
Thomson,  Georgia 
• 

Director  of  NAB 
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McFarland  Bill  Revived 

(Continued  from  page  19) 
the  meantime) ,  readjusting  the 
salary  limits  for  certain  key  per- 
sonnel and  permitting  the  Com- 
missioners to  receive  payment  from 
publications  for  technical  or  pro- 
fessional assistance. 

Job-jumping  bans  also  would  be 
changed  to  a  degree  in  the  new  bill. 
Where  a  Commissioner  who  re- 
signed could  not  for  the  remainder 
of  his  appointed  term  represent 
any  interest  within  FCC  jurisdic- 
tion under  the  terms  of  the  old 
bill,  the  new  McFarland  measure 
would  prohibit  such  participation 
for  one  year  after  leaving  the 
Commission.  This  restriction  would 
not  apply  to  a  Commissioner  who 
has  served  the  full  appointed  term, 
however. 

As  in  the  original,  the  new  Mc- 
Farland proposal  also  would  bar 
representation  of  any  interest 
within  FCC  jurisdiction  by  bureau 
heads  and  their  assistants  and  the 
Commissioners'  personal  legal  as- 
sistants for  one  year  after  leaving 
FCC  employ. 

All  job  -  jumping  limitations 
would  become  effective  one  year 
after  the  measure  becomes  law. 

The  original  McFarland  bill  had 
set  the  Commissoner's  annual  sal- 
ary at  $15,000.  However,  approval 
by  Congress  last  year  of  the  Gen- 
eral Government  Salary  Act  and 
the  Civil  Service  Classification  Act 
of  1949  outdated  this  provision. 

Similarly  the  salaries  for  certain 
FCC  members  were  made  to  con- 


form  more  in  line  with  recent 
changes  under  the  Civil  Service 
Act  which  raised  the  chief  en- 
gineer, chief  accountant  and  gen- 
eral counsel  from  $10,330  to  the 
$11,200-$12,000  level.  The  $11,- 
200  figure  is  stipulated  in  the  new 
measure.  Seci'etaries  to  the  Com- 
missioners would  be  permitted  a 
maximum  salary  of  §5,600,  a  modi- 
fication of  the  original  bill. 

Sen.  McFarland  authored  his 
original  bill  as  a  non-policy  and 
non-controversial  measure  in  the 
expectation  that  it  would  speed 
FCC  action  on  its  workload.  He 
also  sought  to  clarify  respective 
rights  and  responsibilities  of  FCC 
and  applicants. 

With  Congress  at  a  loss  on  an 
actual  adjournment  date  due  to 
the  current  international  situation 
and  defense  needs  on  the  home- 
front,  the  time  element  on  the 
measure  seemed  to  pose  no  problem. 

First  Since  1934 

If  passed  by  both  Houses  and 
signed  by  the  President,  it  vsdll  be 
the  first  major  communications 
legislation  enacted  since  adoption 
of  the  Communications  Act  in  1934. 

Retained  in  the  new  bill  is  the 
section  which  sets  "deadlines"  for 
FCC  action  on  applications.  This 
provision  would  establish  a  statu- 
tory "objective"  of  action  on  orig- 
inal application,  renewal  and 
transfer  cases  within  three  months 
of  filing.  It  would  also  place  the 
time  marker  on  all  hearing  cases 
within  six  months  of  the  hearing's 
completion.  If  it  failed  to  meet 
these   requirements,   the  Commis- 

O 
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sion  would  have  to  explain  to  Con- 
gress. It  is  this  particular  section 
which  has  met  strong  objection  at 
the  FCC. 

Also  provided  in  the  measure: 

#  Reorganization  of  the  FCC 
staff  along  functional  lines  into 
Broadcasting,  Common  Carrier, 
and  Safety  and  Special  Services 
divisions,  each  with  legal,  engineer- 
ing and  accounting  personnel  com- 
ponents. (A  similar  reorganization 
is  now  in  progress,  to  include  a 
fourth  bureau  to  handle  field  en- 
gineering and  monitoring  func- 
tions) . 

#  Commission  would  be  re- 
quired to  notify  applicants  before 
setting  applications  for  hearing. 
Grants  issued  without  hearing 
would  remain  subject  to  protest 
for  30  days.  Also  timetabled  would 
be  a  requirement  for  FCC  to  act 
on  protests  within  15  days. 

%  FCC  would  be  permitted  to 
issue  cease  -  and  -  desist  orders 
against  violators  of  Commission 
rules  and  regulations. 

Other  highpoints  of  the  measure 
in  brief  are:  Limiting  of  FCC's 
authority  in  antitrust  cases,  re- 
ducing from  three  to  two  the  num- 
ber of  assistant  general  counsels, 
assistant  chief  engineers,  and  as- 
sistant chief  accountants. 

'Buffer'  Staff 

In  addition,  a  so-called  "buffer" 
staff  would  be  created  between  the 
Commission  and  the  regular  staff. 
It  would  be  responsible  to  the  Com- 
mission for  preparation  and  review 
of  decisions,  orders,  rules  and  other 
memoranda  upon  assignment. 

FCC  action  on  renewals  would 
hinge  on  a  finding  that  the  public 
interest  would  be  served  and  the 
applicant  for  renewal  would  no 
longer  have  to  make  the  same 
presentation  as  required  of  orig- 
inal applicants.  Also  included  in  a 
radio  fraud  law  that  would  be  sim- 
ilar to  the  postal  fraud  statute. 

A  legal  change  would  limit  all 
judicial  review  of  cases  involving 
FCC's  licensing  power  to  the  U.  S. 
Court  of  Appeals  for  the  District 
of  Columbia  (provision  would  be 
made  for  an  appeal  from  the  Court 
of  Appeals  direct  to  the  Supreme 
Court  on  revocations  and  non- 
renewals and  Supreme  Court  re- 
view on  other  cases  upon  writ  of 
certiorari  as  under  present  proce- 
dure). 

As  it  did  last  year,  the  Senate 
adopted  the  measure  on  a  call  of 
the  consent  calendar.  The  bill  was 
read  in  the  chamber  and  printed  in 
the  Congressional  Record.  It  was 
passed  without  objection. 


SCHLOEDER  NAMED 

R&R  Head  Timebuyer 

STAN  SCHLOEDER,  timebuyer 
with  Ruthrauff  &  Ryan,  New  York, 
since  last  April,  has  been  named 
head  timebuyer  of  the  media  de- 
partment for  the  agency.  He  was 
formerly  timebuyer  at  Benton  & 
Bowles,  New  York. 

Helen  Hartwig,  head  timebuyer 
at  R&R,  has  resigned  effective  Aug. 
15.  She  plans  to  take  a  vacation 
in  Bermuda  and  will  announce 
future  plans  upon  her  return. 


NEW  DISC  SPEED 

Zenith  Plans  16  rpm  Record 

ZENITH  Radio  Corp.'s  1951  lim 
of  phonographs  is  equipped  tc 
handle  "an  entirely  new  type  of 
phonograph  record  destined  to 
reach  the  public  in  the  near  fu- 
ture," Comdr.  Eugene  F.  McDonald 
Jr.,  president  of  the  Chicago  firm 
told  stockholders  at  their  annual 
meeting  last  week. 

Although  Comdr.  McDonald  was 
not  available  for  comment,  and 
Zenith  officials  declined  an  explana- 
tion of  his  statement,  it  was  learnec 
that  the  record  referred  to  has  £ 
speed  of  16  rpm.  Zenith  report 
edly  is  cooperating  with  a  recorc 
company  which  is  now  developing 
the  new  ultra-slow  speed  record 

The  Zenith  president  concludec 
that  the  firm  "enjoys  today  tht 
best  financial  condition  it  has  evei 
known,  and — barring  the  interna 
tional  situation — the  outlook  foi 
the  future  has  never  beei 
brighter." 


COX,  JACOBS 

In  NAB  Referendun 

H.  QUENTON  COX,  KGW  Port 
land.  Ore.,  and  Lee  W.  Jacobs 
KBKR  Baker,  Ore.,  have  been  nom 
inated  for  the  directorship  of  NAI 
District  17  in  a  mail  referendun 
among  district  members,  NAB  an 
nounced  last  Wednesday.  Election 
will  be  held  during  the  District  1 
meeting  in  Seattle,  Aug.  14-15. 

Both  Mr.  Cox  and  Mr.  Jacob 
received  more  than  the  five  nomi 
nations  required  to  qualify  for  posi 
tions  on  the  final  ballot.  Total  o 
62  AM  and  FM  member  station 
in  the  district  were  eligible  to  bal 
lot,  with  36  returning  the  form; 
Additional  nominations  may  b 
made  from  the  floor  during  the  dis 
trict  meeting,  however,  accordin 
to  NAB  by-laws. 

Harry  R.  Spence,  KXRO  Abei 
deen,  Wash.,  present  District  1 
director,  was  ineligible  for  re-nom 
nation  under  the  by-laws,  whic 
provide  that  no  director  who  hf 
served  for  two  consecutive  terms 
eligible. 

Term  of  the  new  director  will  I 
for  the  period  from  the  1951  to  tl 
1953  NAB  conventions. 


WBT  CENSORS 

War  News  Shov 

WBT-AM-TV-FM  Charlotte,  N.  C 
has  imposed  a  voluntary  censo 
ship  on  all  its  locally  originati 
news  broadcasts.  The  censorsh 
has  been  in  effect  since  July  18. 

Station  precedes  each  news  pr 
gram  with  statement:  "On  the  ff 
lowing  WBT  originated  newsca 
there  will  be  no  reports  which  w 
provide  aid,  comfort,  or  inform 
tion  to  the  enemies  of  Americj 
democracy."  Type  of  informatii 
eliminated  includes  size,  type,  tii 
and  destination  of  troop  and  m 
terial  movements  or  activation  I 
military  units.    Station  reports  j 
has  been  generally  commended 
listeners  for  this  action. 

Telecastir 
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A  L  T  O  O  N  A 
FIRST 

You're  on  the  INSIDE 
with  the  OUTSIDE  audi- 
ence on  WVAM.  ONLY 
lOOO-wott  fulltime  cov- 
erage in  Altoona  and 
Central  Pennsylvania. 


WVAMiiWARD 


JOHNSTOWN 

FIRST 


HOOPER  RATINGS 


Time  WARD 

8-12  47.6 

12-6  37.4 

6-10:30  39.4 

Total  40.4 


B 
25.6 
34.5 
33.5 
32.1 


C 
26.1 
26.6 
25.9 
26.2 


Jan. -April.  1950 
C.  E.  Hooper,  Inc. 


Represented    by    Weed    &  Company 
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BITUMINOUS  COAL  INSTITUTE 

A  Department  of  NATIONAL  COAL  ASSOCIATION 

Southern  Building,  Washington  5,  D.  C. 
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Contractor  Item  Value 


Atlantic  Electronic  Corp  Radar  target,  generator,  spare  parts — 

37  each    ?239,750 

The  Daven  Co  Heterodyne  Frequency  Meter  (250)   119,730 

General  Radio  Co  Generator  Signal  (10)  (to  test  radio  sets)  46,611 

General  Electric  Co  Ceramic  Electron  Tube    94,000 

Gray   Television   &  Research 

Inc  Radar  Training  Set    90,904 

Collins  Radio  Co  Glide  Scope,  Radio  Receiving  Set   49,667 

Federal    Telephone    &  Radio 

Corp  Radio  Direction  Finder    1,057,909 

Westinghouse  Electric  Corp.  ...AMP  Generators  (300)    1,073,463 

General  Electric  Co  AMP  Generators  (200)    156,456 

Collins  Radio  Co  Test  Equipment  for  Radio  Set    1,465,073 

Wilcox  Electric  Co  Antennae    26,397 

*     *  * 


Production 

(Continued  from  page  23) 

of  from  $10  to  $60  on  its  models. 

Comdr.  Eugene  F.  McDonald, 
president  of  Zenith  Radio  Corp., 
has  informed  Zenith  stockholders 
that  the  company's  entire  capacity 
at  the  present  time  is  devoted  to 
production  for  civilian  use,  but  that 
"the  international  situation  may 
cause  us  to  change  over  some  of  our 
production  to  government  needs." 

He  also  revealed  that  Zenith  now 
has  substantial  quantities  of  many 
critical  materials,  but  pointed  out 
that  shortages  of  other  materials 
are  threatened.  "Barring  the  in- 
ternational situation,"  he  added, 
the  firm's  financial  outlook  "has 
never  been  brighter." 

With  respect  to  types  of  equip- 
ment called  for  in  military  orders, 
these  would  be  expected  to  include 
such  stock  items  as  receiver  tubes, 
resistors,  condensers,  etc.  High  on 
the  list  of  military  demands  are 
proximity  fuses  and  walkie-talkies 
as  well  as  radar.  Most  of  these 
utilize  vital  and  scarce  materials 
now  being  stockpiled  by  the  Muni- 
tions Board,  such  as  copper,  tung- 
sten, aluminum,  etc. 

Stockpiles  Incomplete 

The  Munitions  Board  in  its  re- 
port pointed  out  that  stockpile 
procurement  for  the  past  fiscal 
year,  ending  June  30,  "lagged 
somewhat  behind  the  rate  estab- 
lished during  the  previous  year 
.  .  .  due  in  part  to  the  difficulty 
in  obtaining  materials  because  of 
heightened  industrial  activity."  It 
reported  stockpile  inadequacies  in 
copper,  zinc  and  rubber. 

A  systematic  and  continuing 
program  of  material  conservation 
research  is  in  progress,  the  board 
also  reported,  looking  toward  sub- 
stitution of  materials  for  the  more 
scarce  items.  Additionally,  the 
board  revealed,  the  Army  and 
Navy  are  developing  miniaturiza- 
tion programs  in  communication 
equipment,  radar,  and  other  elec- 
tronic devices  to  reduce  require- 
ments by  scaling  down  the  size  of 
the  equipment  itself. 

"While  results  of  some  of  these 


may  not  be  appreciable  for  years, 
other  programs  may  have  an  early 
favorable  impact  on  military  uses 
of  these  materials,"  the  board  told 
Congress. 

As  an  indication  of  present  mili- 
tary needs,  the  services  (Ai-my, 
Navy,  Air  Force)  are  periodically 
negotiating  contracts  with  private 
electronics  firms  for  equipment. 
Contracts  of  $50,000  or  more  were 
awarded  this  past  month  by  the 
Army  and  Navy,  respectively. 

Among  the  items  covered  were  46 
radio  sets  let  for  the  Army  by  the 
Signal  Corps  Procurement  Agency, 
Philadelphia,  to  General  Electric  Co. 
at  a  value  of  $1,240,366;  radio  sets, 
control  units,  spare  parts  and  conver- 
ters, to  Barker  &  Williamson  Inc., 
Bristol,  Pa.,  $6,130,122;  a  mobile  tele- 
vision system  and  spare  parts,  to  RCA, 
Camden,  N.  J.,  §192,871,  and  certain 
parts,  to  Western  Electric  Co.,  $398,- 
980. 

Included  in  the  Navy  Dept  electronics 
contracts  were  68  radio  receivers,  to 
Federal  Telephone  &  Radio  Corp., 
Clifton,  N.  J.,  $200,000  (approximate); 
10  new-type  electron  tubes,  same  firm, 
$50,000;  11  direction  finders,  to  Bendix 
Radio  Div.  of  Bendix  Aviation  Corp., 
$50,000;  87  radar  test  sets,  to  General 
Communication  Co.,  Boston,  $200,000; 
58  radio  transmitting  sets,  to  Electronic 
Measurements  Co.,  Red  Bank,  N.  J., 
$681,500. 

A  partial  list  of  other  negotiated 
"unclassified"  contract  awards  as 
released  by  the  Depts.  of  Defense 
and  Commerce  are  listed  in  the 
table  above. 

Over  100  manufacturing  concerns 
are  now  engaged  in  radio-television 
set  production.  The  normal  produc- 
tion potential  of  the  entire  elec- 
tronics industry  has  been  placed  at 
approximately  $2  billion. 

What  Congress  will  specify  in 
the  way  of  funds  for  the  military's 
multi-hundred-million  dollar  radar 
screen  now  being  installed,  was  a 


matter  of  speculation  at  week's 
end. 

Meanwhile,  President  Truman 
last  week  made  plain  that  at  the 
present  time  he  has  no  plans  to 
ask  for  complete  controls — total 
mobilization — as  proposed  by  Ber- 
nard Baruch.  Mr.  Baruch's  sug- 
gestion for  overall  controls  was 
beaten  down  by  the  House  Banking 
Committee.  At  the  same  time  the 
Senate  Republican  Policy  Commit- 
tee made  plain  it  will  fight  to  re- 
move the  more  drastic  provisions 
sought  by  the  President  under  the 
Defense  Production  Bill  in  the 
Senate. 

Mr.  Baruch  commented  that 
"while  we  were  stocking  our  homes 
with  refrigerators  and  television 
sets,  the  Soviets  were  stocking 
tanks  and  radar."  He  appeared  be- 
fore the  Senate  committee  Wednes- 
day. 

The  bill  would  give  the  Presi- 
dent power  to  require  priority  on 
defense  contracts;  control  materi- 
als and  facilities  to  guarantee 
military  needs;  curtail  installment 
buying,  and  requisition  property 
for  national  defense  [Broad- 
casting, July  24]. 

Hears  Symington 

The  Senate  Banking  &  Currency 
Committee,  which  also  is  consid- 
ering the  President's  bill,  last 
week  heard  W.  Stuart  Symington, 
NSRB  chairman;  Charles  Sawyer, 
Secretary  of  Commerce;  and  J. 
Howard  McGrath,  Attorney  Gen- 
eral. 

Secretary  Sawyer  told  the  Sen- 
ate committee  Tuesday  voluntary 
controls  should  be  tried  first  if 
Congress  votes  the  necessary  au- 
thority. The  Attorney  General 
stated  that  a  "system  of  compul- 
sory allocation  and  priorities  is  far 
more  equitable  to  all  concerned 
than  a  voluntary  one." 

Mr.  Symington  stressed  that 
"manpower  shortage  in  this  emer- 
gency will  be  more  pressing  than 
ever  before."  (Present  legislation 
does  not  touch  on  the  manpower 
problem.)  He  said  all  fields  will 
feel  the  effect.  Mr.  Symington  also 
added  that  his  office  hopes  to  have 
a  civilian  defense  "grassroots" 
program  ready  by  Sept.  1. 

President  Truman,  who  also  de- 
livered his  midyear  economic  re- 
port last  Wednesday,  stressed  the 
need  for  reducing  civilian  demand 
for  automobiles  and  other  hard 
goods  because  of  shortages  of  crit- 
ical materials.  Presumably,  but  not 
specifically  he  included  TV  sets  in 
this  group. 


HOME-TOWN  TALKS 

Offer  Saudi  Arabia  Discs 

AVAILABLE  for  local  sponsor- 
ship, a  group  of  home-town  inter- 
views and  feature  programs  re- 
corded in  Saudi  Arabia  with  em- 
ployes of  Arabian  American  Oil 
Co.  are  being  offered  free  to  sta- 
tions by  the  public  relations  firm  of 
Sessions  &  Caminita,  710  14th  St., 
Washington.    Shows  are  on  disc. 

Gereral  offering  includes  six  five- 
minute  food  interviews  and  half-hour 
Dixieland  jazz  band  show,  latter  featur- 
ing American  musicians  now  Aramco 
employes  and  said  to  be  the  first  shov. 
ever  recorded  there.  Quarter-hour 
sports  feature  includes  interview  with 
Dick  Richards,  former  U.  of  Kentuck\ 
and  Brooklyn  Dodgers  grid  star,  and 
Florence  Chadwick,  now  training  for 
proposed  English  Channel  swim  Aug. 
24.  Some  20  states  are  reflected  in  38 
quarter-hour  home-town  interviews  of- 
fered exclusively  by  city  and  generally 
by  state. 


Defense 

(Continued  from  page  20) 
which   can   use   both   media  to  the 
fullest  extent  possible. 

Meanwhile,  on  Capitol  Hill  Sens. ' 
Ed  Johnson  (D-Col.),  chairman  of 
the  Senate  Interstate  &  Foreign 
Commerce  Committee,  indicated  he 
will  maintain  a  watchful  eye  over 
"the  voluntary  moves  of  the  broad- 
casting industry  to  successfully 
meet  this  crisis." 

In  a  statement  prepared  for  dis- 
tribution to  broadcasters  through 
NAB,  Sen.  Johnson  declared: 

The  President  .  .  .  has  called  for  a 
united  front  to  halt  the  rushing  tide 
of  world  communism.  In  my  judg- 
ment, there  is  nothing  more  vital  than 
the  role  of  radio  and  television  in 
coordinating  the  efforts  and  interests 
of  our  people  to  achieve  this  objec- 
tive. Important  as  communications  are 
in  a  dictatorship,  they  are  vastly  more 
significant  in  a  democracy  where  we 
count  on  an  informed  citizenry  to 
work  and  plan  in  an  atmosphere  of- 
understanding  and  strong  determina- ; 
tion  to  supplant  falsehood  and  op- 
pression with  truth  and  freedom. 

The  Senate  Interstate  &  Foreign 
Commerce  Committee  will  be  alert  to 
all  legislative  considerations  involv- 
ing communications  arising  out  of 
this  unprecedented  development.  My 
colleagues  and  I  will  watch  with  great' 
interest  the  voluntary  moves  of  the.^ 
broadcasting  industry  to  successfully' 
meet  this  crisis,  realizing  the  tre-' 
mendous  impact  the  self-initiated  ac- 
tivities of  one  of  the  few  truly  free 
broadcasting  services  v,'ill  have  on 
the  rest  of  the  world. 

McFarland  Statement 
Sen.  Ernest  W.  McFarland  (D- 
Ariz.)  chairman  of  a  Senate  Inter- 
state Commerce  communications 
subcommittee,  also  issued  a  state- 
ment along  similar  lines.  He  as-, 
serted : 

In  a  crisis  such  as  the  one  now 
confronting  our  nation,  the  impor- 
tance of  communications  are  greatly 
magnified.  .  .  .  Broadcasting  and 
television  play  a  major  role  in  keep- 
ing the  public  informed  as  to  con- 
ditions confronting  our  country,  and 
are  vital  morale  builders.  We  can 
well  be  proud  of  the  manner  in  which 
our  communication  companies  are 
responding  to  meet  the  already  grow- 
ing demands  upon  their  facilities, 
and  we  need  have  no  fear  of  the  man- 
ner in  which  they  will  meet  the 
challenge  of  the  days  ahead. 


Iry  WITH  for  dize! 
COMPLETE  COVERAGE 

of 

Eastern  Michigan's  Prosperous 
BLUE  WATER  DISTRICT 

1380  AM 
99.1  FM 

Port  Huron,  Michigan 

ABC  NETWORK 

Weed  &  Co. 

National  Representatives 
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TRANSMISSION  LINE 

One  Line  for 
Any  AM,  FM  or  TV  Frequency 
Up  to  1000  Megacycles 


100    zoo   300    400    500    600    700    800    900  1000 


Typical  VSWR  and  the  db-loss-per-1 00-feet  performance 
of  a  l?e"-dianieter  CP  Super  Transmission  Line,  Cat. 
No.  145-505. 


This  sectional  view  of  an  insulator  with  its  compensating  groove  clearly  shows 
the  full  radii  at  the  edges  and  the  inside  surface  of  the  inner  conductor 


ri 


fere's  a  line  you  won't  have  to  change  for  any  shift  in  frequency,  a 
dne  that  can  be  used  in  any  portion  of  the  present  or  proposed 
|rv  band! 

I  The  new  CP  Super  Transmission  Line  makes  use  of  the  new 
Oupont  plastic,  Teflon  —  the  plastic  characterized  by  an  incredibly 
j|ow  dielectric  constant  and  power  factor.  Its  loss  factor  is  a  small 
'iTaction  of  that  of  most  ceramics.  Teflon  is  practically  unburn- 
ible,  unbreakable,  arc-resistant,  and  repellant  to  water.  The  use  of 
Specially-undercut  inner  conductor  mounting  fully  compensates  for 
l^he  supporting  Teflon  insulators  and  makes  CP  Super  Transmission 
limine  available  for  use  in  existing  or  proposed  television  channels. 
'This  transmission  line  will  have  wide  application  in  any  broad- 
band service  in  the  1-1000  MC  frequency  range. 

5  The  complete  compensation  at  each  insulator  is  accomplished 
ijiiiy  forming  the  inner  conductor  adjacent  to  and  immediately  under 
[iij-ach  insulator  so  that  the  discontinuity  capacitance  at  each  insulator 
*^ace  is  corrected.  The  special  shape  of  the  groove  under  the  insulator 

lecreases  the  overall  insulator  shunt  capacitance  to  a  point  where 


the  ratio  of  the  total  shunt  capacitance  to  the  total  series  induc- 
tance in  the  region  of  the  insulator  is  equal  to  the  capacitance 
inductance  ratio  at  a  point  remote  from  the  insulator. 

Your  near-by  Graybar  Broadcast  Equipment  Representative 
will  be  glad  to  give  you  all  the  facts  and  figures  about  this 
new  line.  Or,  if  you  prefer,  send  for  the  new  Bulletin  850  which 
describes  it. 

Graybar  has  everything  you  need  in  broadcast  equipment  .  .  . 
PLUS  everything  for  wiring,  ventilating,  signaling,  and  lighting  for 
your  entire  station  and  grounds!  Whatever  your  requirements 
—to  get  the  most  suitable  items  most  quickly,  call  your  nearest 
Graybar  Broadcast  Equipment  Representative.  Graybar  Electric 
Company,  Inc.  Executive  offices:  Graybar  Building,  New  York 
17,  N.  Y. 

5077 
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Distributor  of  Western  Electric  products 


EVERYTHING    ELECTRICAL    TO    KEEP    YOU    ON    THE  AIR 


nraybar  Brings  You  Broadcasting's  Best  .  .  . 

Implifiers  (1,21) 

ntenna  Equipment  (21) 

ttenuators  (7) 
(jiobinets  (14) 

onsoles  (21) 
J  loudspeakers  and  Accessories  (1,21,23) 
( J  jcrophones.  Stands  and  Accessories  (1,1 2,1 3,16,21 ,23) 
).  ^lonitors  (11) 

lEcorders  and  Accessories  (2,8,18,20) 
j  )peech  Input  Equipment  (21) 
1  iBst  Equipment  (1,7,1 1,22) 
j[lawers  (Vertical  Radiators)  (3) 

Bwer  Lighting  Equipment  (6,10) 
.''■ansmission  Line  and  Accessories  (5) 

tansmitters.  Broadcast  (21) 

iJbes  (10,15,21) 

,jrntables.  Reproducers,  and  Accessories  (8,18,21) 
Viring  Supplies  and  Devices  (4,9,10,12,17,19,23) 


AAanufactured  By  .  .  . 

(1 )  Altec  Lansing 

(2)  Ampex 

(3)  Blaw-Knox 

(4)  Bryant 

(5)  Communication  Products 

(6)  Crouse-Hinds 

(7)  Daven 

(8)  Fairchild 

(9)  General  Cable 

(10)  General  Electric 

(11)  General  Radio 

(12)  Hubbell 

(13)  Hugh  Lyons 

(14)  Korp  Metal 

(15)  Machlett 

(16)  Meletron 

(17)  Notional  Electric  Products 

(18)  Presto 

(19)  Triangle 

(20)  Webster  Electric 

(21)  Western  Electric 

(22)  Weston 

f23i  Whitney  Blake 


There  are  Graybar  offices  in  over  100  principal  cities.  T/iese 
ore  the  District  Graybar  Broadcast  [quipment  Representatives  in 
19  Key  Cities. 


ATLANTA 

E.  W.  Stone,  Cypress  1751 
BOSTON 

J.  P.  Lynch,  Kenmore  6-4567 
CHICAGO 

E.  H.  Taylor,  Canal  6-4100 
CINCINNATI 

W.  H.  Hansher,  Main  0600 
CLEVELAND 


DETROIT 

P.  L.  Gundy,  Temple  1-5500 
HOUSTON 

R.  T.  Asbury,  Atwood  8-4571 
JACKSONVILLE 

W.  C.  Winfree,  Jacksonville  6-7611 

KANSAS  CITY,  MO. 

R.  B.  Uhrig,  Baltimore  1644 

LOS  ANGELES 


W.  S.  Rockwell,  Cherry  1-1360    R.  B.  Thompson,  Angelus  3-7283 


DALLAS 

C.  C.  Ross,  Central  6454 


MINNEAPOLIS 

W.  G.  Pree,  Geneva  1621 


NEW/  YORK 

F.  C.  Sweeney,  Watkins  4-3000 

PHILADELPHIA 

G.  I.  Jones,  Walnut  2-5405 

PITTSBURGH 

R.  F.  Grossett,  Allegheny  1-4100 
RICHMOND 

E.  C.  Toms,  Richmond  7-3491 

SAN  FRANCISCO 

K.  G.  Morrison,  Market  1-5131 

SEATTLE 

D.  I.  Craig,  Mutual  0123 
ST.  LOUIS 

J.  P.  Lenkero,  Newstead  4700 
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Pottsville 

(Continued  from  page  25) 

fee,  the  exhibitor  was  supplied 
with  proper  lighting  and  other 
means  of  showing  his  merchandise, 
as  well  as  24-hour  police  protection. 

The  air  time  advertising  pro- 
moted the  exhibition  in  general, 
exhibitor's  booth  and  business  in 
particular.  This  advertising  was 
in  the  form  of  one  -  minute 
commercial  announcements  on 
WPAM's  regular  participation 
programs. 

An  average  booth  fee  of  $125 
would  entitle  the  exhibitor  to  15 
spot  announcements  —  one  each 
day,  during  the  life  of  the  show — 
and  depending  on  the  number  of 
spots  credited,  one  each  day  prior 
to  the  show  to  complete  the  sched- 
ule. 

Long  before  the  show  opened, 
Mr.  Murray  said,  booth  space  was 
100%  sold  out.  "Furthermore," 
he  stated,  "more  than  half  of  the 
exhibitors  represented  had  never 
used  our  medium  before." 

Nightly  Door  Prizes 

On  top  of  this  package,  WPAM 
awarded  $200  nightly  as  door 
awards,  a  total  of  $1,400  for  the 
seven  nights  the  exhibition  ran. 
Nightly  shows  were  broadcast  from 
the  auditorium  stage,  including 
local  and  MBS  network  talent. 

Some  of  the  businesses  repre- 
sented were  lumber  suppliers, 
plumbing  and  heating  contractors, 
department  stores,  stock  brokers, 
real  estate  firms,  banks,  plus  a 
contingent  of  appliance  dealers  and 
home  furnishers. 

Although  pleased  with  the  prog- 
ress of  plans,  Mr.  Murray  still 
faced  a  formidable  hurdle.  As 
the  exposition  date  drew  near, 
many  exhibitors  grew  apprehen- 
sive over  the  fact  that  no  other 
medium  except  radio  was  being 
used  to  promote  the  affair. 

"Our  own  station's  sales  staff 
would  come  into  my  office,  day  by 
day,"  Mr.  Murray  recalls,  "with 
stories  of  apprehension  and  doubt 
gathered  in  their  daily  calls. 
Under  the  strain  of  constant  bar- 
rage, WPAM's  sales  department 
began  to  weaken  and  as  the  dead- 
line drew  near,  made  the  request 
that,  after  all,  perhaps  the  station 


had  better  take  some  newspaper 
space.  Not  being  exposed  to  the 
daily  cross-fire  as  was  the  sales 
department,  I  remained  firm  in 
my  determination  to  make  this  a 
radio  show. 

"I  wish  it  were  possible  for  me 
to  say  that  I  just  passed  these 
doubts  off  with  a  snap  of  the 
fingers.  But  I  couldn't,  and  didn't. 
Their  arguments  were  too  discon- 
certing for  such  as  that.  It  was 
pointed  out  in  no  uncertain  terms 
that  we  were  placing  ourselves  in 
a  most  vulnerable  position.  The 
exhibitors  represented  almost  50% 
of  the  local  business  in  our  trading 
area.  About  half  of  that  number 
were  having  their  first  taste  of 
radio,  thanks  to  the  space-time 
package.  The  remainder  of  the 
exhibitors  were  regular  advertis- 
ers, but  radio  was  still  a  new  medi- 
um to  them. 

'The  Press  Waited' 

"If  we  failed  to  pull  a  crowd," 
he  continued,  "we  were  worse  off 
than  we  were  at  the  outset,  back 
in  early  1947.  It  could  well  be  a 
blow  from  which  we  would  never 
recover.  The  local  press  sat  back 
gleefully  waiting  to  pick  up  the 
pieces." 

Fortunately,  says  Mr.  Murray, 
the  opening  day  of  the  exposition 
was  upon  WPAM  before  it  could 
be  sufficiently  undermined  in  the 
outlet's  determination  to  make  it 
strictly  a  radio  venture. 

"It  was  a  scared  group  of  local 
broadcasters  who  opened  the  door 
that  first  night,"  he  said.  "Our 
fears  were  short-lived- — for  radio 
proved  itself  more  than  equal  to 
the  challenge  in  Pottsville." 

There  were  no  complaints.  Not 
only  did  exhibitors  sell  merchandise 
from  the  floor  itself  but  the  radio 
announcements  sold  goods  too.  The 
very  exhibitors  who  were  loudest 
in  their  demands  for  newspaper 
advertising  were  first  to  sing  the 
praises  of  radio. 

One  lumber  dealer  was  stunned 
by  how  effective  radio  proved  to  be. 
A  lady  drove  up  to  his  place  in  a 
new  Cadillac  and  inquired  for  the 
proprietor.  She  and  her  husband, 
a  successful  coal  operator,  had 
heard  the  lumber  firm's  advertising. 
The  husband  recalled  that  he  had 
gone  to  school  with  the  contractor 


but  had  not  known  of  his  connection 
with  the  lumber  business.  They 
were  planning  a  new  home— result, 
a  contract  for  the  $25,000  home  for 
the  contractor. 

He  told  Mr.  Murray:  "I've  been 
in  this  business  30  years,  and  have 
used  other  advertising  off  and  on 
without  tangible  results;  then  a 
radio  announcement  that  cost  me 
less  than  a  good  dinner  drops  a 
$25,000  contract  in  my  lap." 

There  were  many  others  just  as 
effective. 


MfOM  SURVEY 

Tops  British  Columbia  Meet 

MEDIA  survey  and  promotion 
plans  highlighted  the  annual  two- 
day  meeting  of  British  Columbia 
Assn.  of  Broadcasters  held  July 
10-11  at  Kamloops.  BCAB  elected 
F.  H.  Elphicke,  CKWX  Vancouver, 
president. 

New  survey  method  of  measur- 
ing effectiveness  of  the  advertising 
dollar  in  all  media  was  discussed. 
Sam  Ross,  CKWX,  and  Jim  Wal- 
lace, KPQ  Wenatchee,  led  talks. 
M.  V.  Chesnut,  CJVI  Victoria,  was 
appointed  chairman  of  the  sales 
presentation  committee  which  has 
nearly  completed  a  study  on  the 
use  of  radio  in  moving  goods  in 
British  Columbia  and  other  parts 
of  the  world.  William  Rae,  CKNW 
New  Westminster,  was  re-elected 
chairman  of  the  advertising  com- 
mittee. George  Chandler,  CJOR 
Vancouver,  reported  on  NARBA 
negotiations,  pointing  out  the  need 
for  protection  of  private  commer- 
cial stations  in  any  proposed  treaty 
changes. 

Delegates  approved  the  manner 
in  which  Canadian  Assn.  of  Broad- 
casters handled  its  presentation 
before  Royal  Commission  on  Arts, 
Letters  and  Sciences.  A  resolution 
authorized  the  sending  of  a  letter 
to  all  members  of  the  federal  Can- 
adian Parliament  pointing  out 
errors  in  statements  made  before 
the  Parliamentary  Radio  Commit- 
tee that  election  campaign  time  had 
been  charged  at  double  the  usual 
spot  rates  and  that  candidates  had 
been  overcharged  by  Canadian  in- 
dependent stations. 

Registration  list:  Ian  Clark  and  Wal- 
ter Harwood.  CFJC  Kamloops;  Allan 
Ramsden,  CKLN  Nelson;  Maurice  Fin- 
nerty  and  Harry  Watts,  CKOK  Pentic- 
ton;  James  Browne  Sr.  and  James 
Browne  Jr..  CKOV  Kelowna;  Jack  Car- 
butt.  CKPG  Prince  George;  Joan  Orr, 
CHUB  Nanaimo;  Jack  Pilling,  CHWK 
Chilliwack;  John  Loader,  CJAT  Trail; 
Bill  Rae,  CKNW  New  Westminster; 
George  Chandler  and  Dorwin  Baird, 
CJR  Vancouver;  F.  H.  Elphicke  and 
Sam  G.  Ross,  CKWX  Vancouver;  M.  V. 
Chesnut.  CJVI  Victoria;  Jim  Wallace, 
KPQ  Wenatchee;  Ted  Barbour  and  Jack 
Gray,  Canadian  General  Electric,  Van- 
couver; Les  Hawkins,  Canadian  Mar- 
coni, Vancouver;  John  H.  Hunt,  John 
N.  Hunt  &  Assoc.,  Vancouver;  John 
Baldwin,  All-Canada  Radio  Facilities, 
Vancouver. 


KVOF  (FM)  Opening 

KVOF  (FM)  El  Paso,  Tex.,  non- 
commercial outlet  owned  and  oper- 
ated by  Texas  Western  College  of 
El  Paso,  is  scheduled  to  begin 
operation  early  in  September,  ac- 
cording to  college  officials.  New 
station  is  licensed  for  88.5  mc  with 
10  w.  Equipment  includes  a  GE 
transmitter  and  100  ft.  tower. 


Feature 

( Continued  from  page  lU ) 

February  of  this  year  on  161  NBf 
stations.  In  June  the  format  wa> 
changed  for  the  first  time  to  a  fiv 
weekly  quarter-hour  schedule,  Mon 
day  through  Friday,  (6-6:15  p.m 
CDT).  Agency  for  Miles  is  Wadr 
Adv.,  Chicago. 

During  those  18  years,  the  shov. 
has  consistently  remained  in  th( 
8  to  10  rating  bracket.  Six  of  th( 
seven  original  cast  members  an 
still  with  the  show. 

Mr.  Morse  is  now  assisted  ir 
both  writing  and  production  of  ra 
dio  and  TV  shows,  acting  as  execu 
tive  producer.  Assisting  him  oi 
the  TV  show  are  Richard  Clemmer 
as  producer,  and  Edgar  Kahn,  di 
rector. 

During  those  initial  weeks  thi 
video  show  has  been  gathering  a: 
much  fan  mail  as  the  tried  anc 
true  radio  show — averaging  ap 
proximately  100  to  300  letters  week 
ly — and  has  gained  for  itself  th( 
title  of  "best-dressed  show  in  tele 
vision." 

The  show,  aired  on  40  NBC-T\ 
East  and  Midwest  stations,  is  pre 
sented  live  from  New  York  undei 
Sweetheart  soap  sponsorship  anc, 
kinescoped  for  later  showing  on  th( , 
West  Coast.  Agency  for  Sweet  i 
heart  soap  is  Duane  Jones  Co.  i 
New  York.  ; 

Mr.  Morse  has  gone  back  to  orig 
inal  radio  scripts,  rewriting  th( 
basic  plot  using  techniques  requiree 
for  television  with  a  modern  set 
ting.  For  the  TV  show,  an  entireb 
new  family  of  Barbours  was  givei 
birth.  The  new  group,  althougl 
looked  upon  as  interlopers  by  th( 
practically  original  cast  of  thi 
radio  show,  continue  to  carry  ou 
Mr.  Morse's  plan  for  presenting; 
normal  family  problems  in  an  un 
derstanding  way  without  pointini 
out  morals. 

For  Sweetheart  soap  whose  firs 
TV  venture  it  is,  the  prospect: 
look  good,  judging  by  past  Famih 
records. 


FTC  Cites  Furrier 

FEDERAL  Trade  Commission  las 
week  cited  Zlotnick  the  Furrie: 
Inc.,  Washington,  D.  C,  whicl 
operates  three  stores  in  that  city 
with  false  representation  in  it: 
newspaper  and  radio  advertise 
ments.  Complaint  charges  th' 
firm  with  not  giving  customer 
percentage  savings  or  "trade-ii 
allowances"  as  advertised.  Othe 
charges  were  alleged  sale  b; 
Zlotnick  of  "old,  damaged,  obsolete 
furs,  some  discontinued  styles,  am 
same  garment  to  two  or  more  pur 
chasers.  Officers  of  the  corporatioi 
cited  were  Samuel  D.  Zlotnicl 
president;  Sidney  Zlotnick,  trea 
surer,  and  Mrs.  Renee  Z.  Kraff 
secretary.  Firm  and  officers  wer^ 
given  20  days  to  answer  the  com 
plaint  with  hearing  set  for  Sept.  12  j 
Zlotnick  has  been  a  heavy  user  o 
radio. 
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One  of  the 

WORLD'S  GREATEST  JOBS 
OF  MASS  EDUCATION ! 


In  response  to  requests  from  government  agen- 
cies, private  organizations  and  individuals,  a  total 
of  14  public  service  advertising  programs  is  cur- 
rently carried  on  by  The  Advertising  Council. 
Those  illustrated  here  are  only  a  few  of  the  many. 

These  programs  of  mass  education  grapple  with 
problems  of  national  import  and  their  messages 
are  brought  to  all  the  American  people  every- 
where, day  after  day,  month  after  month. 

Never  before  has  information  on  questions  of 
great  public  moment  been  spread  abroad  by 
advertising  on  such  a  gigantic  scale.  Never  before 
has  American  business  demonstrated  so  fully  its 
concern  with  the  public  good. 

In  planning  and  producing  these  campaigns,  ad- 
vertising agencies  throughout  the  United  States 
render  their  services  without  chargeJVTedia  own- 
ers donate  space  and  time.  Advertisers  sponsor 
and  pay  for  public  service  advertisements. 

Advertisers  and  Media  Owners  . 
Your  Help  is  Needed  ! 

The  success  of  the  many  programs  of'  The  Advertising 
Council  depends  on  the  public  spirited  and  generous 
cooperation  of  advertisers  and  media  owners.  Your 
help,  in  the  form  of  space  or  time  donations,  will 
mean  a  lot.  And  remember  .  .  .  What 
helps  America  helps  you  ! 


Yours  for  the  Asking 

Write  for  a  copy  of  Booklet  No.  15. 
It  will  give  you  pertinent  information 
about  The  Advertising  Council  .  .  . 
how  it  started  .  . .  what  it  is  .  .  .  what 
it  does  .  .  .  Or  ask  for  material  on 
specific  campaigns.  Address:  —  The 
Advertising  Council,  25  West  45tb 
Street.  New  York  19,  N.  Y. 


Sit  today? 


Published  in  the  public  interest 
by 


BROApiVSTINC 

The  Newswe^^f  Radio  and  Television 

T^CASTINC 


•WHAT  HELPS   PEOPLE  HELPS  BUSINESS 
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THE  LEADING  MARKET:  More  automobiles  are  registered  in  Los  Angeles 
County  than  in  any  other  county  in  the  nation.  More  than  in  New  York's 
five  boroughs  combined.  More  than  in  any  one  of  41  states. 

Los  Angeles  County's  6,729  service  stations  sold  $87,474,000  worth  of 
gasoline,  oil  and  other  automotive  supplies  last  year.  Auto  supply  dealers 
sold  $35,000,000  worth  of  parts  and  accessories. 

If  you  sell  automobiles  or  automotive  supplies,  you  can  lead  in  the  lead- 
ing market  by  telling  your  sales  story  on  .  .  . 

THE  LEADING  STATION:  KNX,  the  most-Hstened-to  station  in  Los  Angeles. 

Says  Pulse  :  KNX  is  first  in  twelve  out  of  eighteen  one-hour  time  periods, 
Monday  through  Friday  .  .  .  and  first  in  total  rated  time  periods. 


{ 


Sources:  Sales  M  anagement  S  urvey  of  B  uying  Power,  May  1950 
Automobile  Manufacturers  Association 
California  State  Board  of  Equalization 
Pulse  of  Los  Angeles,  May-June  1950 


Represented  by  RADIO  SALES 


editorial  ^ 


Holding  the  Rate  Line 

IT  IS  QUITE  obvious  that  radio  broadcasters, 
not  only  networks  but  also  station  operators, 
must  brace  themselves  if  they  hope  to  avoid 
caving  in  beneath  the  povi^erful  pressures  ex- 
erted by  the  Assn.  of  National  Advertisers 
to  drive  down  radio  rates. 

Unless  the  broadcasters  can  put  up  a  stiff 
fight,  the  day  is  not  far  off  when  rates  will 
collapse  below  any  sensible  levels.  The  de- 
cision by  the  networks  to  boycott  meetings 
proposed  by  the  ANA  only  staves  off  the 
reckoning.  The  major  battle  is  yet  to  be 
joined. 

Now  is  the  time  for  the  broadcasters  to  store 
up  all  the  ammunition  they  can  lay  their  hands 
on.  They  will  need  it  to  counter  the  arguments 
that  have  been  carefully  prepared  by  ANA 
in  support  of  its  campaign  to  drive  radio 
deeper  into  the  bargain  basement. 

We  believe  that  broadcasters  can  make  a 
successful  stand,  for  they  are  provided  with 
great  reserves  of  strength  which,  if  properly 
applied,  ought  to  make  the  defense  impregnable. 

The  fact  that  the  radio  audience  has  been 
diluted  by  television  cannot  be  disproved.  A 
more  basic  fact,  however,  is  that  radio  is 
still  the  cheapest  way  to  reach  a  mass  audience. 
Every  network  and  every  station  of  conse- 
quence has  statistics  to  prove  it. 

If  radio's  total  circulation  has  been  dimin- 
ished since  its  peak  years  and  since  the  devel- 
opment of  television,  then  let  the  advertisers 
be  grateful  that  they  were  able  to  buy  it  in 
peak  years  at  prices  that  were  ridiculously  low. 
Radio's  cost-per-thousand  may  have  gone  up 
since  pre-television  days  (in  certain  markets), 
but  it  is  still  lower  than  that  of  any  other 
medium  of  comparable  circulation. 

In  the  long  run,  radio  rates  in  television 
markets  seems  destined  for  adjustment,  as- 
suming that  television  is  permitted  to  continue 
its  present  pattern  of  development.  But  the 
possibility  that  television  may  be  affected  by 
the  nation's  rearmament  program  should  not 
be  ignored. 

Any  radio  broadcaster  who  reduces  his  rates 
today  in  anticipation  of  television  expansion 
tomorrow  is  going  to  feel  foolish  if  that  ex- 
pansion is  impeded  by  conversion  of  the  elec- 
tronics industry  to  military  production,  or  by 
continuance  of  the  allocation  freeze. 

Now  is  the  time  for  broadcasters  to  unite 
in  a  defense  of  their  medium.  The  ANA's 
obvious  tactics  are  to  probe  around  in  the  hope 
of  finding  a  weak  spot  in  the  broadcasters' 
line.  If  the  advertisers  are  unable  to  find  one, 
their  attack  has  little  chance  to  succeed. 


ED  KOBAK  believes  in  advertising. 
On  another  page  in  this  issue  is  an  "open 
letter"  to  broadcasters  imploring  them 
to  stick  with  the  NAB  toward  a 
"stronger  and  better"  trade  association. 
He  advertises  as  a  business  consultant, 
and  is  a  small  station  director  of  the  NAB 
by  virtue  of  his  ownership  of  WTMA 
Thomson,  Ga.  The  ad  cost  is  more  than 
double  WTMA's  annual  dues  to  NAB. 
There  will  be  those  who  will  wonder  why 
Mr.  Kobak  did  it.  After  reading  the 
"open  letter"  we're  convinced  it  was 
s  motivated  by  logic  and  savvy. 


War  Footing 

OFFICIAL  WASHINGTON  is  as  barren  as 
the  desert  wastes  on  the  scope,  extent  and  ef- 
fect of  the  national  emergency  upon  our  na- 
tional economy. 

Everyone  realizes  that  important  develop- 
ments impend,  but  there  are  no  pat  answers  to 
when  and  how.  Increased  taxes,  multi-billion 
dollar  rearmament,  cutbacks  in  civilian  produc- 
tion are  seen  as  inevitable  concomitants  of  a 
war-time  economy.  From  that  point,  however, 
all  await  the  President  and  the  Congress. 

Since  there  have  been  no  decisions,  there 
can  be  no  answers  for  radio,  other  than  busi- 
ness as  usual,  except  for  radio's  voluntary 
participation  in  the  President's  program,  and 
observance  of  the  voluntary  restraints  in  the 
handling  of  news.  How  seriously  radio  or  TV 
will  be  affected  by  material  shortages  or  drains 
on  manpower,  likewise  cannot  be  assayed. 

Through  the  NAB,  radio  placed  itself  at  the 
disposal  of  the  Government.  Steps  toward 
formation  of  the  Broadcasters  Defense  Council 
won  the  approbation  of  Presidential  Assistant 
John  R.  Steelman.  A  point  of  contact  for  co- 
ordination of  all  of  the  radio  pursuits  thereby 
was  established.    The  NAB  was  on  the  ball. 

All  fronts  must  be  watched  diligently  in  any 
emergency.  Radio  cannot  rest  on  its  World 
War  II  laurels.    TV  gets  its  war  baptism. 

There  are  fronts  to  be  watched,  in  addition 
to  security  and  all  it  implies,  and  to  the  man- 
power and  strategic  material  shortages.  At 
the  outset  of  the  last  war  there  were  moves  to 
prevent  expenditure  of  money  derived  from 
Government  contracts  for  institutional  adver- 
tising— advertising  that  would  keep  trade 
names  and  brands  alive.  There  were  inten- 
sified moves  toward  grade-labelling,  supported 
primarily  by  anti-advertising  groups. 

We  have  no  doubt  that  all  media  will  be  on 
the  alert  for  overt  moves  in  these  fields. 

Even  if  the  Korean  conflict  should  fold  up  in 
a  few  weeks,  which  all  of  us  fervently  hope, 
the  emergency  will  continue  until  our  military 
strength  is  built  to  requisite  levels.  Important 
industries  and  pursuits  will  continue  on  a  war 
footing.  Radio  was  on  that  footing  when  the 
first  shot  was  fired  on  Korea  five  weeks  ago. 


Who's  the  Umpire? 

IN  THE  MONTH  that  has  passed  since  KJBS 
San  Francisco  proposed  a  showdown  on  local 
audience  measurement  because  of  wide  dis- 
parities in  the  San  Francisco  area,  enough 
has  happened  to  denote  that  there's  need  to 
bring  order  out  of  what  could  be  impending- 
chaos. 

The  Pulse  and  Hooper  have  joined  issue. 
But  they  have  proposed  conditions  that  entail 
arbitration.  Agencies,  advertisers  and  other 
rating  services  have  evinced  profound  interest. 
It  is  evident  that  local  surveys  generally  will 
be  suspect  until  there  is  a  satisfactory  answer. 

How  much  business  at  the  local  level  has 
been  lost  because  of  inconsistent  research  we 
do  not  know.  One  agency,  Benson  M.  Sherman 
of  San  Francisco,  supplies  a  clue.  He  has  no 
research  department.  He,  like  hundreds  of 
local  agencies,  has  neither  the  background  nor 
the  time  to  evaluate  the  merits  of  the  various 
survey  methods. 

"Because  of  the  conflicting  figures  offered 
me,"  he  wrote  this  journal,  "I  find  that  I  am 
more  inclined  to  use  other  media   at  the 
expense  of  radio." 
Bitter  medicine. 

The  job  now  is  to  get  an  umpire  to  officiate. 
There  are  volunteers.  We  wonder,  however, 
whether  this  isn't  the  kind  of  assignment  that 
could  well  be  taken  over  by  the  NAB? 


•  our  respects  to: 


JAMES  DIXON  SECREST 


WHEN  Radio-Television  Mfrs.  Assn.'s 
board  of  directors  met  last  June  to  pick 
a  successor  to  Bond  Geddes,  executive 
vice  president  and  general  manager,  it  faced 
the  tough  job  of  replacing  an  industry  pioneer 
who  had  guided  the  association's  destinies  al- 
most since  its  founding  in  1924  as  Radio  Mfrs. 
Assn. 

Though  Mr.  Geddes  had  long  ago  been 
deemed  indispensable  to  RMA,  the  reorganized 
association  conceded  he  was  entitled  to  sit  back 
and  relax  after  spending  over  two  decades 
spearheading  the  manufacturing  industry's 
battles. 

Luckily  the  board  didn't  have  to  look  far  in 
its  search  for  a  new  general  manager — no 
farther  than  Mr.  Geddes'  right  elbow.  At  his 
side  was  a  trained  successor  who  knows  all  the 
ropes  and  all  the  right  people  and  all  the 
thousands  of  things  that  a  trade  association 

(Continued  on  page  65) 


Static  &  £now 

By  Awfrey  Quincy 

Fusion  note:  Korea  has  less  than  1%  of  the 
world's  population,  yet  the  current  mess 
already  has  caused  serious  talk  about  tube 
shortages,  rate  adjustments,  television  curtail- 
ment, etc.  Nothing  is  more  vulnerable  than 
broadcasting,  however  ....  tune  up  that 
fiddle,  Nero,  while  we  throw  another  industry 
on  the  fire! 

The  publicity-wise  Fighting  Irish  seem  to  un- 
derstand that  television  can  sell  universities, 
even  as  it  sells  goods  and  services.  There'll  be 
red  faces  in  the  Big  Ten  and  other  conferences 
when  some  of  the  home  town  lads  who  should 
matriculate  at  the  State  U.  begin  showing  up 
in  the  Gold  and  Peacock  Blue  of  Notre  Dame. 

Little  Connecticut  apparently  is  big  enough 
to  accommodate  both  the  Messrs.  Benton  & 
Bowles,  but  if  Sullivan,  Stauffer,  Colwell  & 
Bayles  Inc.  ever  decide  to  call  it  a  day,  nothing 
smaller  than  Texas  will  Kold  'em. 

^  ^         ^  :^ 

A  problem  arises  with  the  sponsorship  by 
Airwick  of  a  new  television  show,  7  Cover 
Times  Square.  Any  authentic  reproduction  of 
that  locale  should  give  out  that  peculiar  odor 
which  pervades  Broadway  and  43d,  and  if  so, 
should  it  be  deliberate  or  merely  coincidental? 
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wore  odverfisers  ate 


oole  are  listening 


m 

THE  WASHINGTON  POST -CBS  STATION 
Represented  by  Radio  Sales 


65.6%  more  total  week  share  of  audience  than 
e  next  station  (Pulse  Survey:  May-June,  1950) 


|j\  th. 


front  office 


SANDY  MEEK,  last  16  years  program  director  WOOD  Grand  Rapids, 
Mich.,  to  WHTC  Holland,  Mich.,  as  manager.    Succeeds  PAUL  W. 
NESPER  Jr.,  resigned  to  join  faculty  Concordia  Teachers  College, 
Seward,  Neb. 

GENE  ACKERLEY,  program  director  KID  Idaho  Falls,  Idaho,  to  KCOW 
Alliance,  Neb.,  as  manager. 

JACK  SCHNEIDER,  salesman  WGN  Chicago,  to  TV  staff  Radio  Sales, 
Radio  and  Television  Stations  Representative,  CBS,  Chicago. 

ROBERT  MEEKER  Assoc.  appointed  national  representative  by  WGAT 
Utica,  N.  Y. 

HEADLEY-REED  CO.  and  Headley-Reed  TV,  radio  and  TV  representa- 
tives, Sept.  1  to  open  branch  office  in  International  Trade  Mart  J31dg., 
Camp  and  Common  Sts.,  New  Orleans.    MILTON  R.  DeREYNA  Jr.,  divi- 


HIGHEST 

in  Des  Moines^ 
Haoper-wise! 


WHEN  YOU'RE  ON  KRNT, 
YOU'RE  ON  THE  BEAM! 


C.  E.  HOOPER  SHARE  OF  AUDIENCE 

APRIL-MAY,  1950  DES  MOINES,  CITY  ZONE  17,445  (ALLS 


Time 

KRNT 

B 

c 

D 

E 

Morning 

44.1 

3.1 

8.6 

20.9 

17.1 

Afternoon 

42.9 

4.4 

9.9 

12.3 

25.5 

Evening 

27.5 

7.9 

7.6 

25.5 

28.0 

Sat.  daytime 

30.6 

4.5 

]6.8 

23.4 

14.1 

Sun.  afternoon 

29.0 

9.7 

17.2 

18.9 

13.0 

TOTAL  RATED 

TIME  PERIODS  

35.1 

5.9 

9.6 

20.4 

23.6 

LOWEST 

PER-IMPACT 

COST! 

BUY  THAT 

Very  highly  Hooperated 
Sales  results  premeditated 
ABC  Affiliated 
Station  in  Des  Moines 

Represented  by  the  Katz  Agency 


Mr.  Rogers 


sional  advertising  manager  Falstaff  Brewing  Corp.,  to  head  office.  CAM- 
ERON A.  HIGGINS,  research  department  Headley-Reed  N.  Y.  office, 
appointed  assistant  director  of  research  and  promotion. 

W.  D.  (Dub)  ROGERS,  vice  president  KEYL  (TV)  San  Antonio,  Tex. 

assumes  general  managership,  succeeding  W.  B.  MIL- 
LER, resigned  to  become  management  consultant. 

ROGERS  ANSON  LARRABEE  to  sales  staff  KMBC- 
KRFM  Kansas  City,  Mo. 

LES  EUGENE,  station  manager  KTFS  Texarkana, 
Tex.,  resigns  effective  Aug.  15.  Plans  to  retire  fromi 
radio  temporarily.    No  successor  announced. 

J.  LESLIE  FOX,  manager  Los  Angeles  office  Paul  H. 
Raymer  Co.,  to  KVOE  Santa  Ana,  Calif.,  sales  staff.] 
BURYL  LOTTRIDGE  also  joins  KVOE  sales  staff. 

GEORGE  C.  BLACKWELL,  at  one  time  assi-stant  secretary  old  Federal 
Radio  Commission,  to  WDNE  Elkins,  W.  Va.,  as  assistant  manager. 

LEN  STEVENS,  program  director  WNLC  New  London,  Conn.,  to  as-| 
sistant  station  manager  WVNJ  Newark,  N.  J. 

KCRA  Sacramento  names  Western  Radio  Sales,  Hollywood,  as  representa- 
tive in  Southern  Calif. 

LLOYD  E.  MOFFATT  is  sole  owner  CKY  Winnipeg,  following  approval] 
of  sale  of  shares  by  CBC  board. 

CLARENCE  (Bud)  RISER  appointed  sales  representative  WSVS-AM-FM| 
Crewe,  Va. 

BILL  SPRAGUE,  promotion  manager  WHK  Cleveland,  to  sales  de-| 
partment. 

MURRAY  J.  WENZEL,  new  to  radio,  to  sales  staff  KXOK-FM  St.  Louis,  j 
Was  assistant  circulation  manager  St.  Louis  Star-Times,  owner-operator  j 
KXOK-AM-FM. 

SCHEPP-REINER  Co.,  N.  Y.,  named  national  sales  representative  for| 
WJEL  Springfield,  Ohio. 

JACK  SHORTREED  named  commercial  manager  CJGX  Yorkton. 


X^ationaLi  •  •  • 


CHARLES  CRUTCHFIELD,  general  manager  WBT  Charlotte,  N.  C.,| 
appointed  to  public  information  committee  of  Governor's  committee  fori 
study  of  highway  safety.  .  .  .  ERNEST  L.  SPENCER,  president  and| 
general  manager  KVOE  Santa  Ana,  Calif.,  named  vice  president  South- 
ern California  Broadcasters  Assn.,  succeeding  CLYDE  SCOTT,  deceased. 

KLAUS  LANDSBERG,  general  manager,  KTLA  (TV)  Los  Angeles,  and! 
vice  president.  Paramount  Television  Productions  Inc.,  will  give  as  yetl 
untitled  talk  on  TV  at  Aug.  8  meeting  Los  Angeles  Advertising  Clubl 
.  .  .  JOSEPH  M.  NASSAU,  president  and  general  manager  WAEB| 
Allentown,  Pa.,  and  Marion  M.  Hodgson  married  July  19. 


WIBW  ^'^^^"'""^^^""^ 


//7  TOREK  A 
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In  a  Quandary  Over  Sales  Costs? 


Dollars 

get  more 
dialers 
on  Du  Mont! 


Say,  if  you're  looking  for  TV,  take  a  look  where 

all  the  looking  began;  Du  Mont — first  in  TV  networking. 

Du  Mont — covering  99%  of  America's  telesets. 

Du  Mont — where  a  small  budget  puts  you  in  TV  in  a  big 

way... You  see  Du  Mont  pays  undivided  attention 

to  TV  and  that's  why  TV  pays  handsomely 

to  Du  Mont  Sponsors.  Meaning  you. 


E  V  I  s 


The  Nation's  Window  on  the  World 
■ — 60  Stations 


Two" 

515  Madison  Avenue,  New  York  22,  N.  Y.  •  Phone  MUrray  Hill  8-2600 

Copyright  1950,  A  Division  of  the  Allen  B.  Du  Mont  Laborotories,  Inc. 


Big  Time  Operation  ^  lhats  television  in  Southern  California,  where  you  reach  the  nation's 
second  largest  TV  audience  via  KTTV... smack  in  the  middle  of  this  dynamic  market! 

With  joint  support  from  the  Los  Angeles  Times  and  CBS. ..both  BTO's  from  way  back... 
we've  cornered  a  big  audience  that  looks  and  stays  and  buys.  Today  many  KTTV  shows  originate 

from  Hollywood's  newest,  most  modern  motion  picture  studios  ...  with  big  plans  for  even  brighteii 
sales-producing  shows  tomorrow.  Who.  for  example,  but  KTTV  would  take  the  air  at  1  pm.  with  the  ' 
Jack  Gregson  Show  from  the  Country  Club  Hotel  swimming  pool?  (Note:  participations  available 
To  sell  in  Southern  California  in  the  Big  Time,  ask  Radio  Sales  for  ^If^j^'^^^l]^^^^!^"^^^^  '•"^  angeles  times -cbs  television 
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.sliineton  4,  D.  C. 


JULY  31,  1950 


BROADCASTING,  Telecasting 
$7  annually,  25c  weekly 


W  TV  FILM  SALES 


Three  Firms  Announce  New  Plan 


THE  FIRST  step  in  an  ambitious 
:ampaign  by  station  representa- 
ives  to  introduce  a  more  direct 
ompetition  between  national  spot 
.dvertising  interests  and  the  ma- 
or  networks  was  taken  last  week 
vhen  three  top  representative 
irms  announced  they  would  sell 
ilmed  television  programs  on  a 
pot  basis. 

The  three  companies,  Blair-TV 
nc,  Free  &  Peters  Inc.  and  The 
Catz  Agency  Inc.,  announced  they 
lave  embarked  on  a  joint  under- 
taking to  acquire  television  pro- 
[jram  properties  for  exclusive  sale 
jm  a  national  spot  basis. 
'  Although  only  three  companies 
lave  united  in  the  coordinated  ef- 
<cort,  the  programs  they  acquire 
vill  be  available  for  placement  on 
ftll  TV  stations  through  their  na- 
ttional  representatives. 
,  The  announced  plan  of  the  three 
^•epresentatives  is  regarded  as  the 
bpening  phase  of  what  is  intended 
po  become  a  general  movement  to- 
i|vard  a  build-up  of  spot  business 
hrough  program  sales,  a  develop- 
nent  that  could  profoundly  change 
;he  present  relationships  of  sta- 
;ions,  networks  and  station  repre- 
lentatives  [Broadcasting,  July  17]. 
,  Although  the  participants  in  the 
|)lan  announced  last  week  denied 
fhat  the  question  of  stations  option- 
ing time  to  their  national  repre- 
teentatives  was  involved,  it  has 
been  reliably  reported  to  Tele- 
Casting  that  this  would  be  an 
eventual  aim. 

Buy  One  Program 

|,  Under  the  present  operations,  as 
envisioned  by  the  three  representa- 
tives, an  advertiser  would  buy  one 
of  the  programs  being  offered  by 
jtthem,  would  then  decide  what  mar- 
jkets  he  wanted  to  place  it  in,  and 
'then  would  seek — through  station 
I  representatives — the  stations-  and 
jitimes  he  desired. 

According  to  the  three  companies 
'that  are  pioneering  in  this  develop- 
ment, there  is  no  intention  at  pres- 
ient  to  request  stations  to  assign 
iblocks  of  time  on  an  option  basis 
[:jto  their  national  representatives. 

Eugene  Katz,  executive  vice  pres- 
iWent  of  The  Katz  Agency,  said  his 
jjjinterpretation  of  FCC  rules  was 
Ithat  stations  that  already  had  op- 
tioned half  of  their  time  to  one  or 
;more  networks — the  limit  imposed 
!by  FCC  network  regulations — could 
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not  option  additional  time  to  their 
representatives  without  risking 
FCC  action. 

Mr.  Katz  conceded,  however,  that 
if  stations  negotiated  network  con- 
tracts that  permitted  them  to  op- 
tion less  than  half  their  time  to  the 
networks,  the  difference  between 
the  time  assigned  to  the  networks 
and  one-half  their  total  operating 
time  could  be  optioned  to  national 
spot  business  without  jeopardy. 

Despite  the  fact  that  the  option- 
ing of  time  blocks  to  national  spot 
program  sales  is  not  at  present  a 
factor,  the  long  range  plan  of  mem- 
bers of  the  National  Assn.  of  Ra- 
dio Station  Representatives  (of 
which  all  three  of  the  firms  in- 
volved in  the  TV  program  cam- 
paign are  members)  is  known  to 
include  the  introduction  of  such  a 
system. 

The  development  of  the  plan 
hinges  to  a  great  extent  on  the 
changes  regarded  as  inevitable  in 
the  growth  of  television  as  well  as 
characteristics  believed  to  be  in- 


herent in  television  itself. 

It  is  the  belief  of  some  NARSR 
members  that  as  television  gi-ows, 
the  nighttime  radio  network  situa- 
tion will  be  considerably  altered — 
they  hope  to  the  extent  that  sta- 
tions can  divert  prime  evening  time 
that  is  now  preempted  by  network 
commercials  to  national  spot  pro- 
grams. 

AM  Shows  Considered 

In  this  connection,  Joseph  Weed, 
president  of  Weed  &  Co.,  another 
NARSR  member,  is  known  to  be 
auditioning  radio  programs  that 
can  be  adapted  to  national  spot 
sales  on  a  basis  similar  to  that 
proposed  last  week  by  Free  & 
Peters,  Blair,  and  Katz  for  televi- 
sion. 

If  Mr.  Weed  decides  that  any  of 
a  number  of  programs  he  is  now 
considering  is  suitable  for  such  use, 
it  is  believed  probable  that  one  or 
more  station  representatives  will 
established  an  AM  counterpart  to 
the  Blair-Free  &  Peters-Katz  TV 
program  sale  organization. 


The  question  of  option  time  for 
spot  programming  is  not  expected 
immediately  to  arise  in  radio  either. 
Although  regarded  by  many 
NARSR  members  as  a  long-range 
goal,  national  option  spot  time  is 
not  an  imminent  possibility. 

Although  different,  the  situation 
in  television  is  regarded  by  NARSR 
members  as  favorable  to  their  pro- 
gram plans.  They  point  out  that 
networking  expenses  for  cable  or 
radio  relay  are  eliminated  by  the 
placing  of  filmed  programs  on  a 
national  spot  basis.  And  they  be- 
lieve that  despite  the  fact  that  most 
stations  are  affiliated  with  more 
than  one  network  and  hence  have 
considerable  choice  of  network  pro- 
gramming, they  still  will  be  eager 
to  accept  national  spot  programs  of 
comparable  quality,  particularly 
because  they  can  make  more  money 
from  them. 

The  intention  of  the  national 
representatives  to  get  into  direct 
( Contifiued  on  page  53 ) 


Gf  COLOR 


A  FOURTH  and  radically  different 
color  television  system — General 
Electric's  "frequency  interlace" 
system  ■ —  informally  entered  the 
color  TV  competition  before  FCC 
last  week. 

Speculation  immediately  arose 
whether  the  Commission  would  give 
it  more  than  informal  perusal  and 
possibily  reopen  its  lengthy,  hotly 
contested  color  proceeding  to  put 
the  GE  system  "on  the  record." 
However,  one  high  FCC  represent- 
ative said,  "I  want  to  see  it  work 
first." 

GE  claimed  its  system: 
9  Is    "inherently  compatible" 
with   existing  monochrome. 

%  Is   free   of  twinkle,  crawl, 
■  flicker,  color  shifting  and  of  field- 
sequential  color  fringing. 

%  Uses  "economical"  receiver 
which  requires  but  six  tubes  more 
than  the  regular  black-and-white 
set. 

%  Works  with  tri-color  tube. 
%  Will  be  ready  for  "prelimi- 
nary" demonstration  in  90  to  120 
days. 

%  Has  been  proven  in  respect 
to  some  basic  principles  by  labora- 
tory tests. 

GE's  new  system  employs  the 


Has  Trequency  Int-erlace'  System 


fundamental  principle  of  frequency 
multiplexing  in  contrast  to  the 
time  multiplex  techniques  used  by 
RCA,  CBS  and  Color  Television 
Inc.  Thus  three  color  frequencies 
are  "sandwiched  so  as  to  be  non- 
interfering"  and  can  be  trans- 
mitted "simultaneously  and  with 
good  fidelity"  over  the  standard 
monochrome  video  bandwidth  of  4 
mc,  GE  said. 

Unused  Regions 

The  additional  information  re- 
quired for  full  color  is  carried  in 
heretofore  unused  regions  of  the 
spectrum  lying  between  the  har- 
monics of  the  monochrome  line 
scanning  frequency,  it  was  ex- 
plained. Picture  information  in 
monochrome  transmission  is  large- 
ly concentrated  in  small  regions  of 
the  video  spectrum  lying  at  or  near 
these  harmonics,  thus  leaving  un- 
used regions  between,  GE  said. 

If  the  Commission  doesn't  wait 
to  see  the  GE  system,  it's  believed 
the  color  decision  may  be  completed 
before  GE  could  be  ready  to  hold 
its  demonstration  [Telecasting, 
July  17]. 

Meanwhile,  there  was  continuing 
speculation — largely    outside  the 


Commission,  thus  far — that  color 
activity  may  be  delayed  by  the 
international  situation,  particular- 
ly if  events  substantially  slow  TV 
production  and  step-up  research 
work  which  might  be  applicable  to 
TV  in  the  future  [Telecasting, 
July  24]. 

To  date,  however,  there  has  been 
no  indication  that  the  Commission 
will  be  inclined  to  withhold  a  color 
decision  because  of  the  Korean 
crisis  and  related  defense  measures 
thus  far  taken. 

If  FCC  should  decide  to  reopen 
the  color  record  to  incorporate  data 
on  the  GE  system,  it  might  wish  to 
include  other  recent  developments 
at  the  same  time — developments  by 
the  Hazeltine  Electronics  Corp., 
for  example  [Telecasting,  June 
19]. 

FCC  met  only  one  day  on  the 
color  case  last  week  compared  to 
four  working  days  the  previous 
week  just  following  receipt  of  re- 
ply briefs  from  the  major  propo- 
nents in  the  color  proceeding.  This 
week  the  Commission  is  expected 
to  resume  consideration  of  the  com- 
plex case. 

Dr.  W.  R.  G.  Baker,  General 
(Continued  on  page  57) 
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One-Year-Old  WCPO-TV  Takes  Pride 
In  Its  Local  Coverage 


CELEBRATION  of  WCPO-TV 
Cincinnati's  first  anniversary 
was  held  July  19,  with  Gov. 
Frank  Lausche  oif  Ohio  and  city 
officials  taking  part  in  the  cere- 
mony. Officially  the  city's  newest 
TV  station  began  telecasting  July 
26,  1949. 

The  formal  birthday  ceremony, 
held  between  games  of  a  Cincin- 
nati Reds  double-header  at  Crosley 
Field  telecast  by  WCPO-TV,  was 
a  fitting  event  to  mark  its  first 
year.  Viewers  were  reminded  that 
the  first  regular  telecast  aired  by 
WCPO-TV  on  its  opening  night  in 
1949  was  a  pick-up  of  the  Reds- ' 
Boston  Braves  game. 

Other  distinguished  guests  who 
participated  in  the  ceremonies  in- 
cluded Otto  Brandt  and  Joseph 
Merkle  of  the  ABC  television  net- 
work, and  Chris  J.  Witting  and 

WCPO-TV's  tower  rising  above  the 
homes  of  Cincinnati  viewers. 


Robert  S.  Jamieson,  executives  of 
the  DuMont  network.  Scripps- 
Howard  executives  present  includ- 
ed R.  B.  Westergaard,  WNOX 
Knoxville,  Tenn.;  James  C.  Han- 
rahan,  WEWS  (TV)  Cleveland, 
and  Joseph  R.  Fawcett,  assistant 
treasurer,  Scripps-Howard  Radio 
Inc.  M.  H.  Long,  president  of  the 
Branham  Co.,  also  attended. 

Acting  Mayor  Edward  N.  Wald- 
vogel,  proclaimed  July  19  "WCPO- 
TV  Day"  in  Cincinnati,  in  recogni- 
tion of  the  station's  outstanding 
achievement. 

Plans  Expansion 

The  first  year  of  operation  of 
the  Scripps-Howard  station  has 
placed  it  in  high  favor  with  Cin- 
cinnati televiewers.  The  scope  of 
its  functions  has  increased  con- 
tinuously from  its  first  week  of 
existence,  to  such  an  extent  that 
work  is  scheduled  to  start  this 
month  on  a  new  physical  plant 
with  almost  double  the  present 
floor  space. 

Under  the  management  of  M. 
C.  Watters,  vice  president  of 
Scripps-Howard  Radio  Inc.  and 
manager  of  WCPO-AM-FM-TV, 
the  video  outlet  has  developed  the 
relaxed  neighborly  type  of  pro- 
gramming common  to  its  aural 
sisters.  Pulse  surveys  have  given 
it  a  high  spot  in  the  hearts  of 
Cincinnati  folks. 

Aiding  in  the  management  are 
experienced  executives:  Harry  Le- 


WITH  THIS  modern  mobile  unit,  WCPO-TV  goes  all  out  in  bringing  event! 
of  local  interest  to  the  TV  screen.  Viewers  have  come  to  know  that  wher 
anything  of  importance  happens  in  the  area,  WCPO-TV  will  be  on-the-spot 
with  the  latest  pictures.     Here  cameramen  cover  the  Ohio  River  flood  froir 

the  river  bank. 


Brun,  station  director;  Ed  Watson, 
program  director;  John  Patrick 
Smith,  commercial  manager,  and 
Chief  Engineer  Grant  Makinson. 
Mr.  Watters  not  only  encourages 
the  staff  but  gives  them  a  free 
hand  in  trying  out  new  ideas. 

The  result  has  been  an  imposing 
number  of  "firsts"  in  television  to 
the  station's  credit. 

Telecasting  of  all  home  games 
of  the  Cincinnati  Reds  is  a  WCPO- 
TV  exclusive  feature.  In  January 
the  station  signed  a  five-year  con- 
tract for  exclusive  rights — AM 
and  TV — to  the  Reds  games. 
WCPO-TV  also  feeds  the  Reds 
telecasts  to  WHIO-TV  Dayton 
and  WTVN  (TV)  Columbus. 
Waite  Hoyt,  former  major  league 
pitching  ace,  does  the  play-by-play 
announcing  and  Burger  Brewing 
Co.  sponsors  the  game  telecasts. 
In  addition  to  the  home  tilts, 
WCPO-TV  telecasts  as  many  of 
the  road  games  as  can  be  cleared 
by  coaxial  cable  or  micro-wave 
relay. 

Cincinnatians  have  the  oppor- 
tunity of  seeing  first  hand  just 
what  is  going  on  in  and  around 
their  town.  The  station  has  a  big 
mobile  unit  constantly  ready  for 
action  and  on  the  spot  when  the 


management  feels  an  incident  wil 
serve  the  public  interest.  During 
the  spring  floods  of  the  Ohio  river 
the  unit  moved  to  the  waterfroni 
and  a  pair  of  cameras,  under  thf 
direction  of  Mike  Bowdin,  brought 
flood  scenes  to  WCPO-TV  viewers 

During  Holy  Week  a  IV^  houi 
Passion  Play,  long  a  Cincinnat: 
tradition,  was  telecast,  as  was  the 
Christmas  Eve  Pontifical  Hig? 
Mass  from  St.  Monica's  Cathedi'al 

A  camera  was  set  up  in  the  rooJ 
garden  of  the  Gibson  Hotel  las1 
fall  while  count  of  the  city  council 
election  was  taking  place.  ^ 

Hourly  news  bulletins  and  ar 
evening  news  picture  round-up 
make  current  events  really  cur 
rent.  Major  fires,  parades,  recep 
tion,  etc.,  also  are  filmed  for  tele 
tions  etc.,  also  are  filmed  for  tele-r 
casting  by  WCPO-TV.  Viewers  ii 
the  area  have  come  to  feel,  anc 
with  good  reason,  that  in  additior' 


CHECKING  over  the  busy  WCPO-TV 
schedule  are  Ed  Weston  (I),  progran 
director,  and  Harry  LeBrun,  statioi 
director. 


:jj  entertainment,  if  there  is  any- 
jping  of  major  interest  going  on, 
}.  can  be  seen  on  WCPO-TV. 
j  All  programming  from  sign-on 
k  10:30  a.m.  until  5  p.m.  is  live 
C-d  local.  The  station  pioneered, 
jnd  quite  successfully,  the  TV  disc 
lackey.  Its  Paul  Dixon  Music 
\hop  is  a  two-hour  disc  jocke3- 
.-bow,  telecast  3-5  p.m.  six  daj's  a 
jfeek  and  averaging  eight  sponsors 
|j  day.  The  show  is  chiefly  the 
fpergetic  good  humor  of  Paul 
Dixon  assisted  by  Dotty  Mack 
'.nd  Wanda  Lewis  and  prospers 
'ithout  musicians,  scripts  or 
phearsal. 

Another  popular  WCPO-TV  local 
eature  is  Bill  Dawes'  Make  Believe 
iallrootn,  seen  from  10:30  a.m.  to 
icon    each    day    except  Sunday, 
'his  show  the  station  describes  as 
islightlj'  more  reserved"  than  the 
•ixon  feature  but  using  similar 
Stechniques.    Rose  Mary  Olberding 
irssists    Mr.     Dawes,     adding  a 
irceminine  touch  to  the  Ballroom. 
^  Other  local  presentations  include 
hillbilly  music  show,  a  cooking 
j  chool,     a     ladies'  participation 
rhow     and     a  man-on-the-street 
Xslecast.  In  June  the  station  step- 
I'ed  up  its  schedule  to  offer  100 
i.ours  of  programming  a  week. 
4i  Programs   throughout   the  day 
,|[.Te  arranged  so  that  the  fare  is 
il.:,!  contrast  to  those  being  offered 
^,11  other  TV  stations  in  the  area. 
J,!vening  hours  are  devoted  to  net- 
3,'ork  shows  from  ABC,  DuMont, 
^'aramount  and  Columbia.  Plans 
j!re  underway  to  increase  the  num- 
ber of  ABC  shows  this  fall.    It  is 
I^Ir.  Watters'  contention  that  all 
."astes  must  be  satisfied  and  the 
"  aried  programming  attains  that 
tod. 

WCPO-TV  Rates 

■i"}  The  Branham  Co.,  New  York, 
-andles     national     accounts  for 
-i.XPO-TV  and  there  are  10  local 
-salesmen.    Present  one-time  hourly 
T-ate  for  the  station  is  S250  day 
j.nd  S500  night.    Other  time  seg- 
_,ients  on  a  one-time  basis  are:  30 
"linutes  .S150  day,  S300  night;  15 
linutes  SlOO  day,  S300  night;  five 
,^;|iinutes  S50  day,  SlOO  night;  and 
ne  minute  S37.50  day,  .S75  night. 
The  staff,  both  talent  and  tech- 
■^'ical,    faced    an    enoi'mous  task 
etting  a  new  tele\ision  station  on 
_;s  feet,  but  drive  and  determina- 
-on  has  put  it  there.    At  the  end 
f  its  first  year  the  station  boasts 
<-3ts   of  friends,   and   staff  and 
management  are  looking  forward 
s  they  enter  their  second  year  to 
icreasing  the  roster. 


NAB  TV  GROUP  NAMED  " 


Swezey 


2uaker  Oats  Spots 

•UAKER  OATS,  Chicago,  through 
herman  &  Marquette,  same  city, 
egins  a  26-week  schedule  of  one- 
linute  TV  film  spots  in  New  York, 
Ihicago,  Boston  and  Los  Angeles 
jmorrow  (Tuesday),  -with  an 
verage  of  five  spots'  weekly  in  each 
rea  for  oats,  puffed  wheat  and 
ice,  Ken-L-Ration  dog  food.  Aunt 
emima  pancake  mix  and  perhaps 
ake  mixes. 


1950-51  NAB  Television  Committee,  headed  by  Robert  D.  Swezey,  WDSU- 
TV  New  Orleans,  was  named  last  Thursday  by  NAB  President  Justin 
Miller,  thus  rounding  out  the  association's  basic  committee  structure. 
Other  members  who  will  serve  on  the  committee  include  Roger  W. 

Clipp,  WFIL-TV  Philadelphia;  Ted  ★  

Cott,   WNBT    (TV)    New  York; 

George  J.  Hig- 
gins,  WISH  In- 
dianapolis; Clair 
R.  McCollough, 
WGAL-TV  Lan- 
caster; Victor  A. 
Sholis,  WHAS- 
TV,  Louisville, 
and  Eugene 
Thomas,  W  0  R 
New  York, 
^lessrs.  Swezey, 
Higgins  and 
Thomas  are  NAB  board  members. 

Judge  Miller  also  chose  three  al- 
ternates to  the  group — George  M. 
Burbach,  KSD-TV  St.  Louis;  Leslie 
C.  Johnson,  WHBF-TV  Rock  Is- 
land; and  F.  Van  Konjmenburg, 
WTCN-TV  Minneapolis. 

The  TV  committee  and  the  re- 
cently selected  A!M  and  FM  groups 
[Bro.aj)castixg,  July  24,  17]  repre- 


^Ir.  Swezey 


sent  media  within  the  broadcasting 
field  and  replace  standing  technical 
committees  of  NAB  which  hereto- 
fore had  been  patterned  along  func- 
tional lines,  such  as  Government 
Relations,  Employe-Employer  Re- 
lations, etc. 

Members  of  all  groups,  however, 
will  devote  attention  to  all  media, 
with  particular  emphasis  on  their 
own  field.  Proposal  for  the  new 
structure  was  adopted  by  NAB 
board  of  directors  June  21  on  the 
recommendation  of  NAB  General 
Manager  William  B.  Ryan. 

Heading  the  AM  and  FM  groups, 
respectively,  are  Hugh  B.  Terry, 
KLZ  Denver,  and  Ben  Strouse, 
WWDC-FM  Washington. 


FAIRBANKS  SUES 

Charges  Heidi  and  Miller 

JERRY  FAIRBANKS  Produc- 
tions, Hollywood  television  film 
producers,  last  week  filed  suit  of 
$600,000  in  Los  Angeles  Superior 
Court  against  Horace  Heidt,  band 
leader,  Horace  Heidt  Productions 
(film)  and  Glenn  Miller,  head  of 
Heidt  Productions  unit,  charging 
infringements  on  patents,  conspir- 
acy and  unfair  trade  practices. 

Fairbanks  is  asking  judgment  of 
$500,000  and  exemplary  damages 
of  $100,000  in  addition  to  an  in- 
junction against  the  two  men  to 
prevent  them  from  using  the  Fair- 
banks' patented  Multicam  filming 
technique  as  well  as  "secret  and 
confidential  processes,  methods, 
techniques  and  mechanisms."  In- 
junction is  also  asked  to  prevent  the 
Heidt  interests  from  showing  a 
filmed  program  which  Fairbanks 
says  was  photogi-aphed  by  a  proc- 
ess copied  from  its  Multicam  Proc- 
ess. Fairbanks  is  represented  by 
the  Los  Angeles  law  firm  of  Sher- 
man, Thompson  &  McCarthy. 

In  the  Fairbanks  complaint,  the 
firm  charges  that  Mr.  Heidt  began 
negotiations  in  May  to  film  a  tele- 
vision version  of  the  band  leader's 
radio  show,  with  arrangements 
made  on  the  basis  of  proposed  one- 
year  contract  with  Fairbanks.  Mr. 
■  Miller,  then  Fairbanks  production 
manager,  was  assigned  to  work  out 
details.  On  June  8,  however,  Fair- 
banks claims,  Messrs.  Heidt  and 
Miller  attempted  to  circumvent  the 
Fairbanks  firm  and  prevent  con- 
sumation  of  the  contract.  In  the 
following  month,  on  July  7,  Mr. 
Heidt  was  reported  to  have  filmed 
the  show  at  CBS  supervised  by  Mr. 
Miller,  still  on  the  Fairbanks  pay- 
roll and  using  "confidential  meth- 
ods, techniques  and  mechanisms." 


OuMONT  PACT 

Setting  lATSE  Contract 

A  TWO-YEAR  contract  between 
the  DuMont  Television  Network 
and  television,  broadcasting,  and 
studio  locals  of  the  International 
Alliance  of  Theatrical  Stage  Em- 
ployes is  expected  to  be  signed  this 
week,  according  to  Harry  Fried- 
man, head  of  DuMont  personnel 
relations. 

The  contract  will  replace  a  five- 
year  contract  which  expired  this 
month  with  lATSE  Local  794,  New 
York;  Local  819,  Washington;  and 
Local  820,  Pittsburgh.  Although 
no  details  have  been  released,  Mr. 
Friedman  said  that  only  the  Pitts- 
burgh schedule  remains  to  be 
worked  out. 


WORLD  SERIES 

Two  Networks  Bid  for  Rights 

TWO  undisclosed  networks  are 
seeking  exclusive  telecast  rights 
to  the  1950  World  Series  after  re- 
jection of  the  Fabian  Theatres' 
attempt  to  get  the  games  for 
theatre  television  on  the  East  Coast. 
Baseball's  executive  council  turned 
Aovm  the  Brooklyn  theatre  chain's 
offer  for  "policy  reason,"  but  only 
for  the  1950  season,  however. 

One  consideration  of  the  execu- 
tive council  is  reported  to  be  the 
fact  that  relatively  few  theatres 
are  equipped  to  project  large- 
screen  television  and  RCA  threatre- 
TV  equipment  is  in  slow  produc- 
tion. 

Mutual  and  Gillette  Razor  Co. 
hold  an  AM  exclusive  contract, 
which  extends  through  1956.  Bids 
for  exclusive  telecasting  of  the 
series  will  be  accepted  until  Aug. 
19  by  Baseball  Commissioner 
"Happy"  Chandler  in  Cincinnati. 
He  is  empowered  to  make  the  final 
decision  as  to  the  buyer. 

The  World  Series  is  expected  to 
start  the  first  Tuesday  in  October. 


Drawn  for  Telecasting  by  John  Zeigler 

"What  you  need  is  a  quiet  trip 
out  West!" 


WBAL-TV  POWER 

Asks  FCC  for  100  kw 

WBAL-TV  Baltimore  applied  to 
FCC  last  week  for  operation  with 
the  maximum  100  kw  power,  dis- 
closing plans  to  expand  its  pro- 
gramming for  farm  audiences. 

The  application,  which  presum- 
ably must  await  the  lifting  of  the 
current  TV  freeze  before  it  can  be 
acted  upon,  asked  for  an  increase 
in  effective  radiated  power  from 
the  present  27  kw  visual  and  13  k^v 
aural,  to  100  kw  visual  and  50  kw 
aural.  A  change  from  metropolitan 
to  rural  classification  was  re- 
quested simultaneously.  WBAL- 
TV  is  on  Channel  11.  ' 

Construction  costs  for  the  power 
boost  were  estimated  at  $75,000. 

With  its  application  the  Hearst 
Radio  station  submitted  letters 
from  agricultural  authorities  com- 
mending WBAL  for  its  past  and 
present  service  to  rural  audiences 
and  expressing  pleasure  at  plans 
for  TV  expansion  in  this  field. 

Farm  Interest 

T.  B.  Symons,  dean  and  director 
of  cooperative  extension  work  in 
agi'iculture  and  home  economics  for 
Maryland,  wrote  that  "we  are  very 
much  interested  in  this  develop- 
ment and  are  considering  making 
the  resources  of  the  U.  of  Mary- 
land, especially  the  College  of  Agri- 
culture, available  with  selected 
personnel  as  active  participants." 

Members  of  the  U.S.  Agriculture 
Dept.'s  Production  &  Marketing 
Administration  said  that  in  addi- 
tion to  WBAL's  "fine  service"  to 
agricultural  interests,  television 
"will  give  us  both  a  gi'eater  oppor- 
tunity to  serve  the  public." 

Other  letters  came  from  officials 
of  the  Maryland  Dept.  of  Educa- 
tion and  the  Maryland  Farm  Bu- 
reau praising  WBAL-AM's  contri- 
butions to  agricultural  education 
and  foreseeing  further  opportuni- 
ties for  service  through  television. 

At  least  one  other  100  kw  tele- 
vision application  is  awaiting  FCC 
action.  It  was  filed  by  WBEN-TV 
Buffalo. 
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TIME  OUT  is  called  for  this  group  of  executives  attending 
the  National  Assn.  of  Radio  Station  Representatives'  Spot 
TV  Clinic  luncheon,  held  at  the  Biltmore  Hotel,  New 
York,  July  18.  L  to  r:  Norman  Farrell,  Weed  &  Co.; 
Ralph  McKinnie,  Paul  H.  Raymer  Co.;  Elliott  Reed,  Free 
&  Peters;  Donald  W.  Stewart,  advertising  division  man- 


ager. The  Texas  Co.,  and  luncheon  guest;  T.  F.  Flanagan, 
NARSR  managing  director;  Keith  Dare,  Headley-Reed 
Co.;  Don  Campbell,  Edward  Petry  &  Co.;  Robert  D.  C. 
Meeker,  Robert  Meeker  Assoc.;  Don  Kearney,  The  Katz 
Agency;  John  E.  Porterfield,  Paul  H,  Raymer  Co.,  line 
up  for  the  cameraman. 


FORD  TOP  NiTWORK  USER  o>jxj^ 


FORD  MOTOR  CO.  once  more  was 
the  top  television  network  adver- 
tiser in  May,  with  time  purchases 
of  $177,453  according  to  Publishers 
Information  Bureau  figures.  The 
gi'oss  rate  data  covers  the  TV  net- 
works of  ABC,  CBS  and  NBC,  only, 
since  PIB  does  not  record  the  Du- 
Mont  figures. 

R.  J.  Reynolds  Tobacco  Co.  was 
second,  having  bought  $157,355 
worth  of  TV  time.  National  Dairy 
Products,  Liggett  &  Myers,  and  P. 
Lorillard  Tobacco  Co.  were  third, 
fourth  and  fifth,  respectively,  thus 
placing  three  tobacco  manufac- 
turers in  the  top  five  advertisers 
on  Television.  Table  I  lists  the 
top  10  advertisers. 

Smoking  Materials  Lead 

For  the  product  groups.  Smoking 
Materials — cigarettes,  pipe  tobacco 
and  lighters — continued  to  lead  the 
TV  network  clients  by  purchasing 
$546,457  worth  of  time  in  May. 

The  Food  &  Food  Products  group 
jumped  to  second  place  from  third 
in  April,  placing  automotive  prod- 
ucts as  the  third  largest  user  of 


TV.  The  Radio,  TV  Sets,  Phono- 
graphs &  Musical  Instruments 
group  ranked  fourth  and  the  Toi- 
letries &  Toilet  Goods  manufac- 
turers fifth,  in  the  month's  video 
expenditures. 

The  five-month  period  of  Jan- 
uary-May 1950,  saw  the  same  top 
product  group  buyer,  Smokinig  Ma- 
terials, while  Automotive  manu- 
facturers and  suppliers  were  the 
second  largest  users  of  TV  time. 
Food  &  Food  Products  ranked 
third,  followed  by  Radio-TV  Sets, 


TABLE  I 

10 

LEADING  TV  NETWORK*  ADVERTISERS 

IN  MAY 

1. 

Ford  Motor  Co. 

$177,453 

2. 

R.  J.  Reynolds  Tobacco  Co. 

157,355 

3. 

National  Dairy  Products 

142,811 

4. 

Liggett  &  Myers 

120,220 

5. 

P.  Lorillard  &  Co. 

113,543 

6. 

RCA 

101,939 

7. 

General  Foods 

97,525 

8.  Mohawk  Carpet  Co. 

87,374 

9. 

General  Motors 

85,240 

10. 

American  Tobacco  Co. 

80,924 

*On  ABC,  CBS  and  NBC;  DuMont 

not  reporting 


Musical  Instruments  &  Phonograph 
producers,  and  Toiletries  &  Toilet 
Goods,  in  that  order,  for  the  five 
months. 

Table  II  shows  gross  billings  for 
each  client  group  in  May  and  Jan.- 
May,  1950. 


WATV  CHARGE 

Answered  by  Schwimmer 

RADIO  FEATURES,  Chicago, 
plans  to  make  its  nationally  syndi- 
cated Miss  U.  S.  Television  of  1950 
beauty  and  talent  contest  "the 
biggest  and  best  of  its  kind," 
Walter  Schwimmer,  president,  said 
last  week  in  answer  to  WATV  (TV) 
Newark's  charge  that  it  telecast 
a  similar  show  first.  WATV  ob- 
jected to  Radio  Features'  show  on 
grounds  that  the  format  of  the  new 
package  [Broadcasting,  July  17] 
is  identical  with  that  of  the  sta- 
tion's Miss  Television  of  1950  con- 
test as  well  as  WATV's  Miss  Tele- 
vision of  194.9. 

Mr.  Schwimmer,  who  said  no 
official  court  petition  for  a  restrain- 
ing order  has  been  filed,  said 
WATV  is  only  "one  of  half  a  dozen" 
stations  or  agencies  with  a  beauty- 
talent  contest  format  for  a  video 
show.  He  changed  the  name  of  the 
Radio  Features  package  to  Miss 
U.  S.  Television  of  1950,  he  said, 
so  it  would  not  conflict  with 
WATV's  Miss  Television  of  1950, 
as  both  shows  are  telecast  in  the 
New  York  area. 

WATV  has  been  invited  by  Mr. 
Schwimmer  to  file  any  subsequent 
claims  and  objections  with  his  legal 
staff. 

In  the  meantime.  Radio  Features 
is  negotiating  for  network  tele- 
casting of  the  contest  finals  Sept. 
2  from  the  Chicago  Fair  lakefront 
site.  Plans  should  be  set  this  week, 
Mr.  Schvdmmer  said. 


PHONEVISION 

Zenith  Given  Test  Dele 

ZENITH  Radio  Corp.'s  propose 
Chicago-area  Phonevision  test  wa 
granted  an  extension  of  commenc; 
ment  date  to  Oct.  1  by  FCC  las 
week. 

Previously  authorized  to  begii 
last  Feb.  1,  the  90-day  pay-as-you 
see  television  experiment  wa 
granted  a  delay  by  the  Commissioi 
upon  assurance  from  Zenith  it  hai 
withdrawn  its  "contingent  credit 
offer  to  manufacturers  for  buildinj 
Phonevision  decoder  outlets  int 
their  TV  sets  [Telecasting,  Jul; 
10].  FCC  earlier  had  criticize 
Zenith  on  its  decoder  offer  and  ad 
vertisements  regarding  Phonevi 
sion  allegedly  published  by  Zenit!' 
dealers  [Telecasting,  June  5,  26] 

Zenith  had  offered  TV  set  maker 
credit  of  25(1;  for  each  set  equippe 
with  a  decoder  outlet,  the  credi 
to  apply  against  future  royaltie 
of  50o  per  set  when  and  if  Phone 
vision  were  approved  and  if  manu 
facturers  then  vnshed  to  obtain 
license  under  Phonevision  patent; 

FCC's  letter  to  Zenith  regardin; 
the  extension  of  authority  state^ 
in  part:  - 

As  you  are  aware,  by  letter  of  Jun 
21,  the  Commission  informed  you  tha 
your  actions  in  connection  with  Phone 
vision  had  not  been  consistent  with  th 
conditions  imposed  on  your  Phonevi 
sion  authorization.  However,  you 
request  for  extension  of  starting  dat 
is  now  granted  on  the  representation 
contained  in  your  letter  of  June  24  (1 
that  no  agreements  have  been  entere 
into  with  other  manufacturers  to  in 
elude  Phonevision  decoder  outlets  i 
their  receivers;  (2)  that  the  contingen 
credit  offer  made  to  other  manufac 
turers  encouraging  them  to  instal 
Phonevision  decoder  outlets  in  thei 
sets  has  been  withdrawn;  and  (3)  tha 
you  do  "not  propose  to  continue  t 
encourage  the  installation  of  decode 
outlets  by  its  competitors  in  televisio 
receivers  manufactured  by  them  eithe 
on  the  basis  outlined  in  [your]  sai 
letter  of  Feb.  10  to  such  competitor 
or  by  any  other  means." 

This  grant  is  based  also  on  the  repre 
sentations  contained  in  your  previou 
letter  of  June  2,  stating  that  you  hav 
advised  your  dealers  carrying  mis 
leading  advertisements  concernin.; 
Phonevision  that  Zenith  would  pay  n 
part  of  the  cost  of  the  advertisemen 
and  that  if  the  misleading  advertise 
ments  continued,  the  franchise  woul 
be  cancelled. 


DEFENSE  BILL 

NBC-TV  Covers  Hearing. 


NBC  television  cameras  wer 
grinding  away  last  Monday  an 
Tuesday  for  the  benefit  of  daytim 
televiewers  as  the  Senate  Bankin  j 
&  Currency  Committee  began  heai 
ings  on  President  Truman's  De 
fense  Production  Bill  encompass 
ing  partial  mobilization  control 
and  allocations  (see  story  pag 
23). 

NBC-TV  and  its  WNBW  (TV 
Washington  mobile  units  covere 
the  hearings  under  the  direction  c 
NBC  Producer  Ted  Ayers.  Pre 
grams  emanated  from  the  Senat 
Office  Bldg.  Caucus  Room  and  wer 
aired  at  10:30  a.m.  Officials  caugh 
by  the  cameras  included  W.  Stuai 
Symington,  chairman  of  the  Ns 
tional  Security  Resources  Boarc 
and  Charles  Sawyer,  Secretary  0 
Commerce. 


TABLE  II 

GROSS  TV  NETWORK  BILLINGS*  BY  PRODUCT 
GROUPS  FOR  MAY  AND  JAN.-MAY  1950 


PRODUCT  GROUP  MAY  JAN.-MAY  1950 

Apparel,    Footware   &    Access                                $     89,943  298,613 
Automotive,    Automotive    Equip.  & 

Supplies  387,901  1,729,455 

Beer,  Wine  &  Liquor  110,787  584,786 

Confectioney  &  Soft  Drinks  142,117  345,208 

Consumer  Services  17,580  76,815 

Drugs   &   Remedies  24,660  97,470 

Food  &  Food  Products  406,514  1,512,967 

Gasoline,  Oil  &  Other  Fuels  135,565  476,240 

Horticulture  620  1,140 

Household  Equip.  196,973  764,743 

Household   Furnishings  197,004  751,756 

Industrial  Materials  9,698  9,698 

Jewelry,  Optical  Goods  23,875  26,571 

Publishing   &  Media  26,467  103,532 
Radios,  TV  Sets,  Phonographs, 

Musical  Instruments  &  Access.  297,980  1,181,775 

Retail  &  Mail  Order    1,631 

Smoking  Materials  546,457  2,032,065 

Soaps,  Cleansers  &  Polishes  56,395  161,880 

Toiletries  &  Toilet  Goods  233,731  918,046 

Miscellaneous  14,196  76,586 


TOTAL  32,959,299  $11,150,977 


*ABC,  CBS,  and  NBC  TV  networks;  DuMont  figures  not  available 
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:>PLICATION  for  "involuntary 
'msfer  of  control"  of  Allen  B.  Du- 
pnt  Labs,  as  licensee  and  per- 
ttee  of  television  stations  WABD 
.!W  York,  WTTG  Washington  and 
■DTV  Pittsburgh,  was  filed  with 
1;;C  last  week  under  "protest"  by 
.ramount  Pictures  Inc. 
'^'Control"  is  sought  to  be  trans- 
|,(-red  to  Paramount  Pictures 
>rp.,  one  of  the  two  successor  cor- 
ji-ations  in  the  court-decreed  dis- 
Lution  of  the  original  Paramount 
Im.  Although  Paramount  denies 
I  29%  interest  in  DuMont  con- 
itutes  control  of  the  TV  firm  and 
.jnce  does  not  require  FCC  ap- 
ioval  to  be  transferred,  the  in- 
iint  transfer  application  was  re- 
-«sted  by  the  Commission  in  Feb- 
Wy. 

Based  on  Earlier  Decision 

[FCC  based  its  request  for  the 
ansfer  application  on  its  earlier 
oposed  decision  which  ruled  that 
Vramount  does  affect  control  over 
s  affairs  of  DuMont  in  view  of 
editions  apart  from  the  fact  it  is 
:fi  largest  minority  stockholder  in 
jiMont  [Broadcasting,  Dec.  20, 
!48].    However,  Paul  A.  Porter, 
J^shington    counsel    for  Para- 
•unt,  in  filing  the  transfer  bid 
'inted  out  that  oral  argument  on 
E  proposed  ruling  has  not  been 
■ard  and  it  is  still  pending  final 
Cision  by  the  FCC. 
i''It  has  been  the  contention  of 
jth  DuMont  and  Paramount  that 
such  control  exists.    That  posi- 
tiin  remains  unchanged,"  Mr.  Por- 
|r  vsTote  FCC.    He  indicated  both 
i-ins  agreed  to  file  the  application 
rt  "with  the  clear  undertsanding 
^ftt  such  application  is  in  no-wise 
I  admission  of  control  and  that  all 
Iflitements  made  there  relating  to 
^itrol  must  be  considered  in  the 
rjiiht  of  this  protest." 

Transfer  in  1949 

|The  stock  transfer  occurred  Dec. 
ji,  1949,  it  was  indicated,  the  date 

I  ten  the  dissolution  of  the  origi- 

II  Paramount  firm  was  effected. 
!flis  reorganization  of  Paramount 

s  required  by  the  anti-trust 
cree  of  the  U.  S.  District  Court 
the  Southern  District  of  New 
jj<rk.  The  theatre-operating  ac- 
,  jities  of  Paramount  were  placed 
[  I  a  new  firm  called  United  Para- 
^il)unt  Theatres  Inc.  while  picture- 
jjcduction  and  distributing  activi- 
.  |is  went  to  Paramount  Pictures 

Mr.  Porter  told  the  Commission 
5 application  for  consent  to  trans- 
control  of  Paramount  Televi- 

■•n  Productions  Inc.,  licensee  of 
'  TLA  (TV)  Los  Angeles,  to  Para- 
^  ount  Pictures  Corp.  was  filed  with 
^'  '2G  in  late  December  [Broadcast- 
^||G,  Jan.  9].  "No  such  application 
H  is  filed,"  he  said,  "with  respect 
fn,  DuMont  for  the  reason  .  .  .  that 
hpi  Paramount  and  DuMont  did 
Ttt  and  do  not  now  consider  that 
'liiramount  controls  DuMont  and  no 
!  i.al  decision  on  the  control  issue 


has  been  reached  by  the  Commis- 
sion." 

FCC  has  not  yet  acted  on  the 
KTLA  transfer  nor  on  the  re- 
quested transfers  of  WBKB  (TV) 
and  WBIK  (FM)  Chicago  and 
WSMB  -  AM  -  FM  New  Orleans 
[Broadcasting,  Jan.  2].  Both 
WBKB  and  WSMB  are  being  trans- 
ferred to  United  Paramount  Thea- 
tres. 


TV'S  WAR  ROLE 

Won't  Be  'Casualty'— Mullen 

TELEVISION  not  only  will  not  be 
a  "war  casualty"  in  an  all-out  war 
effort,  but  will  become  increasingly 
important  if  and  as  any  emergency 
grows.  This  was  the  prediction  of 
Frank  E.  Mullen,  chairman  of 
board,  Jerry  Fairbanks  Inc., 
Hollywood,  in  an  address  last  Wed- 
nesday before  the  Hollywood  Au- 
thors Club. 

"Scare  stories  that  the  new 
medium  may  be  a  casualty  of  de- 
fense preparations  are  completely 
without  foundation,"  he  said.  Even 
though  requirements  for  critical 
materials  by  the  armed  forces  may 
slow  down  distribution  of  TV  re- 
ceivers, a  war  economy  will  stim- 
ulate TV  in  every  direction,  he 
predicted. 

"Television  will  become  one  of 
most  vital  means  of  communica- 
tions between  people  and  govern- 
ment, if  major  war  develops,"  he 
continued.  It  will  be  invaluable 
in  demonstration  of  home  defense, 
first  aid  and  other  information 
necessary  to  the  public. 

Citing  the  tremendous  impor- 
tance radio  played  during  the  last 
war,  Mr.  Mullen  concluded  by  say- 
ing that  television  would  join  it  in 
keeping  the  American  people  the 
"best  informed  and  highest  moraled 
nation  in  the  world." 


BERLE  FIRST 

In  N.  Y.  TV  Hooperating 

MILTON  BERLE  was  the  televi- 
sion leader  in  the  June-July  Hoop- 
eratings  Pocketpiece  for  New  York 
released  last  week.    Ratings  were: 

For  Television  (TV  home  base) : 
Milton  Berle,  55.2;  Toast  of  the 
Town,  36.2;  Philco  TV  Playhouse, 
25.7;  Arthur  Godfrey  &  His 
Friends,  25.1;  Robert  Montgomery, 
21;  Studio  One,  20.3;  Alan  Young, 
19.3;  Plainclothesman,  19.2;  Sat- 
urday Night  Revue,  17.9,  Original 
Amateur  Hour,  17.7;  Stop  the 
Music,  17.6 ;  Ford  Star  Revue,  17.1 ; 
Big  Story,  16.9;  Fred  Waring,  16.8; 
Break  the  Bank,  16.3. 

For  Radio:  Walter  Winchell, 
14.6;  Radio  Theatre,  1.1;  Arthur 
Godfrey's  Talent  Scouts,  6.9;  Holly- 
wood Star  Playhouse,  6.8 ;  Groucho 
Marx,  6.7;  The  Goldbergs,  6.4;  My 
Friend  Irma,  6.2 ;  Stop  the  Music, 
6.1;  Bob  Hope,  6;  Louella  Parsons, 
5.9;  Big  Town,  5.6;  Broadway  is 
My  Beat,  5.6;  Theatre  Guild,  5.4; 
Ozzie  &  Harriet,  5.3;  Big  Story, 
5.3;  Gangbusters,  5.3. 


AT  filming  of  Smilin'  Ed's  Gang,  sponsored  by  Brown  Shoe  Co.  starting  Aug. 
26  on  NBC-TV,  are  (I  to  r):  Clair  Callihan,  Leo  Burnett  Co.  TV  production 
mgr.;  Robert  Stolz,  Brown  adv.  mgr.;  Don  Colvin,  Burnett  acct.  executive; 
William  Weddell,  Burnett's  radio  v.  p.;  Wendell  Williams,  Burnett  West 

Coast  radio-TV  dir. 


GENERAL  Electric  executives  look 
over  chart  outlining  present  and  fu- 
ture TV  markets,  during  distributors 
meet  at  Electronics  Park,  Syracuse. 
L  to  r:  Dr.  W.  R.  G.  Baker,  v.  p.  and 
gen.  mgr..  Electronics  Dept.;  Robert 
S.  Peare,  v.  p.,  public  relations;  Ralph 
J.  Cordiner,  executive  v.  p. 


AFTER  presenting  NBC-Hofstra  Col- 
lege Study  at  Detroit's  TV  Round 
Table  in  June,  Bob  McFadyen  (seated, 
r),  mgr.,  NBC  sales  planning  and  re- 
search dept.,  is  quizzed  by  (I  to  r) 
Bill  Wollbridge,  sales  mgr.,  WWJ  De- 
troit; Paul  Rickard,  Wayne  U.  radio 
dept.  head;  Ralph  Hotchkiss,  Maxon 
Inc.  agency. 


CANDLE-LIGHTING  by  Larry  Walker 

(I),  assistant  general  manager  in 
charge  of  television  at  WBTV  (TV) 
Charlotte,  marks  first  anniversary  of 
the  pioneer  Carolina  video  outlet. 
Watching  the  ceremony  are  Charles 
Crutchfleld  (center),  general  man- 
ager, and  Charles  Bell,  production 
manager. 


CHECKING  production  on  NBC-TV's 
Camel  News  Caravan  telecast  of  heli- 
copter takeoff  from  atop  Chicago's 
Merchandise  Mart,  starting  Simmons 
Beautyrest  mattress  on  its  way  to 
Joseph  Stalin,  are  (I  to  r)  Joe  Spery, 
asst.  dir.;  John  Hubbell,  Simmons  Co. 
V.  p.  in  charge  of  adv.;  Commentator 
Clifton  UtIey. 


DISCUSSING  Bandstand  Revue,  variety  show  on  KTLA  (TV)  Los  Angeles 
sponsored  by  Los  Angeles  County  Chrysler-Plymouth  dealers,  are:  (I  to  r) 
Klaus  Landsberg,  KTLA  mgr.;  Leighton  Noble,  orchestra  leader;  Jim  White, 
Santa  Monica  C-P  dealer;  J.  Neil  Reagan,  Hollywood  mgr.,  McCann-Erickson. 


[ecasting    •  BROADCASTING 


COmtRCIAlS  ON  BBC?  »y 


SUGGESTIONS  that  Britain  con- 
sider the  possibility  of  commer- 
cially-sponsored programs  in  both 
visual  and  aural  broadcasting,  and 
that  the  British  government  aban- 
don its  present  405  line  system  for 
television  have  been  leveled  in  the 
House  of  Lords. 

These  revelations  highlighted 
House  debate  recently  on  such 
topics  as  TV  research,  color  TV, 
sponsored  programs,  and  exchange 
of  programs  with  France,  as  well 
as  progress  of  Britain's  television 
industry. 

Spearheading  the  debate  was 
Lord  Brabazon,  of  Tara,  a  director 
of  Britain's  Electric  and  Musical 
Industries,  who  urged  expansion 
of  the  television  industry  beyond 
its  present  scope  and  adoption  of 
commercial  programs  by  the  BBC 
similar  to  the  American  system. 

Lord  Brabazon  wanted  to  know 
whether  Britain,  by  clinging  to  the 
405  line  system  for  TV,  wasn't 
"backing  something  that  foreigners 
already  think  is  out  of  date."  He 
called  on  the  government  to  clarify 
its  policy  and  to  determine  who 
should  develop  the  industry — in- 
cluding color  TV — "or  we  shall  be 
left  behind  .  .  .  America." 

Lord  Brabazon  also  took  a  slap 
at  BBC  and  the  whole  of  English 
officialdom — Post  Office,  Treasury, 
press — for  its  opposition  to  com- 
mercially sponsored  programs.  He 
noted : 

...  In  America,  which  is  a  free 
country,  anybody  can  put  up  a  tele- 
vision station — a  thing  you  cannot  do 
here.  They  can  go  broke  instantly, 
or  they  can  make  money,  according  to 
whether  their  programs  are  good  or 
bad.  If  sponsored  programs  are  so 
very  bad,  I  do  not  notice  that  there  is 
any  slackening  in  demand  for  televi- 
sion sets  in  America.  .  .  .  Sponsored 
programs  cannot  be  so  disagreeable  as 
we  fondly  imagine  in  this  country. 

He  suggested  that,  since  BBC 
does  not  transmit  programs  the 
entire  day,  "idle  time  be  given  over 
to  sponsored  programs." 

'Fly  in  Ointment' 

"But  there  is  a  fly  in  this  oint- 
ment," he  added.  "If  a  firm  puts 
on  a  better  program  than  the  BBC, 
it  would  have  to  be  stopped  im- 
mediately." He  was  supported  by 
Lord  Balfour  of  Inchrye,  who  pro- 
posed commercial  programs  in 
Britain's  aural  broadcasting  sys- 
tem. 

Another  peer.  Lord  Foley,  how- 
ever, felt  that  commercial  programs 
may  be  "all  right  in  America,  where 
the  advertising  firm  buys  time  and 
has  control  over  the  program,  but 
over  here  the  general  atmosphere 
is  different." 

Lord  Brabazon  pointed  to  a 
Treasury  decision  which  permits 
an  English  firm  to  expend  $250,000 
annually  to  an  American  firm  for 
television  research  '"know  how" 
and  charged: 

"This  is  a  direct  encouragement 

Page  52     •    July  31,  1950 


to  English  firms'  not  to  indulge  in 
research,  but  to  hand  the  whole 
thing  over  to  America.  The  BBC 
claims  that  it  should  buy  every- 
thing, American  or  British,  as  they 
like." 

He  also  felt  that,  while  Great 
Britain  adopted  the  405  line  sys- 
tem as  a  first  step,  the  system 
would  not  be  permanent,  and 
questioned  the  government's  stand- 
ing in  remaining  unanimous  on 
405  lines. 

"With  our  experience  over  some 
years  with  405  line,  10  years  later 
along  came  the  Americans  and 
started  their  system — with  full 
knowledge  of  what  we  have  done — 
with  525  lines,"  he  reminded.  A 
625  line  system  also  has  been  widely 
recommended,  he  noted. 

Waleran's  View 

Lord  Waleran,  a  radio  manu- 
facturing company  executive,  said 
he  backed  English  technicians  and 
engineers  on  the  405  line  system, 
which  he  felt  "still  capable  of  a 
great  deal  of  development." 

On  that  subject.  Lord  Foley 
thought  405  lines  "lends  itself  most 
easily  to  color  television"  and  felt 
the  government  was  right  in  hold- 

DR.  F,  A,  KOLSTER 

Pioneer  Inventor  Dies 

DR.  FREDERICK  AUGUST  KOL- 
STER, 67,  pioneer  engineer  and  in- 
ventor, died  last  Monday  in  San 
Francisco. 

Dr.  Kolster's  latest  invention 
was  a  new  improved  television 
antenna  and  he  was  working  on 
still  another  model  at  the  time  of 
his  death.  His  best  known  con- 
tribution to  the  radio  field  was 
his  work  in  developing  the  radio 
compass  and  radio  direction-find- 
ers, for  which  he  won  national 
acclaim.  His  daughter,  Muriel 
Kolster  of  San  Francisco,  has 
worked  with  him  in  the  radio  field 
in  recent  years. 

Funeral  services  were  held  last 
Thursday  in  San  Francisco.  Burial 
followed  at  Mesa  Cemetery  in  Palo 
Alto,  where  his  wife,  who  died  10 
years  ago,  also  is  buried.  Besides 
his  daughter  Muriel,  he  is  survived 
by  another  daughter,  Mrs.  Alan 
Michaels  of  Marysville,  Calif. 


DuMONT  REPORTS 

Increase  in  Net  Profits 

INCREASES  in  net  profits  of  57%, 
and  in  sales  of  45%,  for  the  Allen 
B.  DuMont  Labs  during  the  first 
24  weeks  of  1950,  as  compared  to 
a  like  period  last  year,  were  an- 
nounced by  Dr.  Allen  B.  DuMont, 
president,  last  week. 

The  net  profit  was  $2,797,000, 
after  tax  and  network  loss  deduc- 
tions, and  equivalent  to  $1.16  a 
share  on  the  2,358,466  common 
shares  outstanding  as  of  June  18, 
1950.  Last  year's  figure  was  83 
cents  a  share. 


ing  to  it.  "If  the  number  of  lines 
were  changed,  every  receiver  in 
use  would  become  obsolete  over- 
night," he  asserted. 

Earl  Lucan,  noting  that  BBC  is 
conducting  research  into  the  color 
television  principles  and  definition 
standards,  said  his  evidence  indi- 
cates that  "the  standard  of  our 
pictures  is  in  no  way  inferior"  to 
those  in  the  U.  S. 

"Recent  work  by  the  BBC  has 
confirmed  the  impression,  not  only 
that  the  405-line  system  is  the  most 
economical,  but  that  under  pre- 
vailing conditions  it  gives  better 
results  than  could  be  obtained  with 
a  greater  number  of  lines,"  he  de- 
clared. 

Expanding  Coverage 

Earl  Lucan  said  the  TV  service 
was  being  pushed  ahead  and  it  was 
hoped  that  by  the  end  of  1954  tele- 
vision would  be  available  to  80% 
of  the  population.  The  BBC,  he 
continued,  was  studying  plans  for 
extending  coverage  to  the  other 
20%. 

On  the  question  of  sponsored 
television  programs.  Earl  Lucan 
reported  that  the  Beveridge  Com- 
mittee now  has  this  point  under 
consideration.  He  told  the  peers 
also  that  a  BBC  team  soon  is  going 
to  the  French  north  coast  to  trans- 
mit pictures  to  England,  and  if 
successful,  it  is  hoped  to  extend 
to  Paris. 


PHONEYISION  HIT 

Halpern  Attacks  Economics 

DETAILED  attack  on  the  eco- 
nomics of  Zenith  Radio  Corp.'s 
Phonevision  and  similar  pay-as- 
you-see  home  TV  systems  which 
would  feature  top  run  movie  fare 
was  made  Friday  by  Nathan  L. 
Halpern,  TV  consultant  to  Theatre 
Owners  of  America  and  other 
movie  interests. 

Speaking  before  the  Southern 
California  Theatre  Owners  Assn. 
at  Los  Angeles,  Mr.  Halpern  said 
Phonevision  revenue  would  be  only 
one-fourth  to  one-sixth  the  average 
cost  of  most  current  "A"  pictures, 
"a  sure  one-way  ticket  to  the  poor- 
house  for  Hollywood."  He  said  the 
"plain  facts  are  that  Phonevision 
would  bankrupt  Hollywood's  major 
film  production  and  its  associated 
talent  and  skilled  crafts"  because 
of  limited  profit  potentials. 

Mr.  Halpern  indicated  that 
"theatre  television  presents  the 
most  natural  and  logical  television 
potential  for  the  motion  picture  in- 
dustry. Theatre  television  has  a 
television  future  for  all  segments 
of  the  motion  picture  industry." 

If  the  movie  industry  were  to 
stand  still  without  making  tech- 
nological advances  such  as  theatre 
TV,  it  would  be  hurt  by  the  con- 
stant growth  of  home  TV,  Mr. 
Halpern  indicated. 


Af-tacks  Price  Rise 

UNWARRANTED  price  in- 
creases in  the  cost  of  televi- 
sion sets  are  strongly  op- 
posed by  Ross  D.  Siragusa, 
president  of  Admiral  Corp. 
"Cost  increases  of  component 
parts  do  not,  in  our  opinion, 
warrant  a  price  increase  at 
this  time  and  we  will  main- 
tain our  present  structure  as 
long  as  possible,"  he  main- 
tained. Mr.  Siragusa  went 
on  to  say  that  price  raises 
at  a  time  like  this  without 
sound  justification  are  an 
"evil  thing."  This  pertains 
not  only  to  the  television  in- 
dustry but  for  all  industry 
in  general,  he  said. 


SET  PRICES  UP 

For  DuMont,  Emersc 

INCREASES  in  TV  receiver  s^ 
prices  were  announced  last  wei 
by  Emerson  Radio  &  Phonogra] 
Corp.  and  by  the  Allen  B.  D 
Mont  Labs. 

Emerson'  president,  Benjam- 
Abrams,  revealed  increases  of  fro 
3  to  16%  at  factory  levels  in  tl 
entire  TV  line.  ' 

Increases  up  to  10%  in  all  cu 
rent  DuMont  models,  effecti' 
Sept.  1,  were  announced  by  Walt 
L.  Stickel,  DuMont  national  sal 
manager. 

Both  announcements  blame 
price  increases  in  set  componen 
and  said  an  effort  would  be  mac 
to  hold  to  the  new  prices  as  loi 
as  possible  despite  shortages 
some  electronic  parts. 

Mr.  Abrams  said  existing  Emefx 
son  prices,  established  in  June 
stimulate  consumer  buying,  we 
then  announced  as  "interim  price; 
and  warning  was  given  that  iht. 
would  shortly  be  increased.     F : 
said  the  new  Emerson  prices  we 
still  10  to  15%  below  those  of  cor  . 
petitive  sets. 

Mr.  Stickel  said  "there  is  eveu 
reason  to  believe"  that  the  trend  e 
"substantial  price  increases"  in  s, 
components  would  continue.  But  I 
promised  every  effort  by  DuMoi 
to  "insure  stability  beyond  tl 
Sept.  1  date  for  the  remainder  ( 
the  year."  i 


COLUMBIA  DRIVE 

TV  Promotes  Pictm 

COLUMBIA  PICTURES  used  tel 
vision  in  a  10-day  campaign 
promote  its  movie  "711  Oce£ 
Drive"  in  two  cities — New  Yoi 
and  Los  Angeles — resulting  in  r 
portedly  the  biggest  New  Yo: 
Paramount  movie  opening  sin< 
January  and  in  Los  Angeles  tl 
biggest  opening  at  the  Hill  Strei 
and  Pantages  theatres  since  Easte 

Approximately  175  spots  we] 
used  in  New  York  on  all  seven  st; 
t:ons  for  10  days  before  the  opei 
ing  date  of  the  movie.  The  TV  can 
paign  was  supplemented  with 
newspaper  campaign. 

More  than  $10,000  was  spent  c 
the  video  campaign. 
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Spot  TV  Film  Sales 

(Continued  from  page  A7) 

mpetition  with  networks  was 
I  early  stated  last  week  by  Mr. 
atz. 

"This  technique  will  enable  spot 
oadcasting  to  compete  for  large 
idvertising)  appropriations  that 
iretofore  have  been  exclusively 
ivoted  to  networks,"  he  said. 
In  most  instances,  Mr.  Katz  said, 
ith  advertisers  and  stations  will 
nefit  financially  from  choosing  a 

iot  television  program  as  against 

j  network  show. 

J  Although  he  said  he  did  not  have 
recise  figures  at  hand,  he  thought 
at  a  general  observation  could  be 
ade  that  it  would  cost  an  adver- 
ser from  10  to  12%  less  to  buy  a 
"m  program  and  place  it  on  a  spot 
isis  than  to  line  up  a  network 
ow  on  the  same  stations. 
The  increase  in  net  revenue  to 
iiations  would  be  even  more  invit- 
;g,  Mr.  Katz  said.    The  most  a 
.itwork  affiliate  can  hope  to  net 
^it  of  a  network  commercial  pro- 
[•am  is  about  30%  of  its  card  rate, 
id  Mr.  Katz.    From  a  program 
Braced  through  its  representative 
I  a  national  spot  basis,  the  sta- 
n  gets  about  72%  of  its  card 
jjite.    This  figure  is  reached  by  the 
j-ogressive    subtraction    of  15% 
fjrency  commission  and  15%  rep- 
liisentatives'  commission  from  the 
lation's  rate. 

'Because  of  the  financial  induce- 
iients  for  stations  to  schedule  spot 
urograms  in  preference  to  network 
ijiows,  Blair,  Free  &  Peters  and 
atz  foresee  little  difficulty  in  ob- 
lining  desirable  schedules  for  spot 
;t|ograms. 

The  three  representative  firms 
iijatready  have  obtained  sales  rights 
3     two    film    series,  "Sherlock 
iolmes"    and    "Shadows    of  the 
lind,"  both  of  which  are  owned 
ijsf  Dryer  &  Weenolsen  Productions 
ic.    The  films  are  to  be  produced 
England. 
Although     Blair-TV,     Free  & 
jters  and  The  Katz  Agency  an- 
junced  they  had  agreed  "to  make 
l^ailable  a  sizable  fund  to  be  used 
ii)(ir  the  development  of  sales  aids 
;  promote  the  sales  of  the  prop- 
'•ties  acquired,"  they   said  they 
Duld  not  take  any  commissions 


for  handling  the  programs.  The 
only  revenue  they  will  derive  from 
the  sale  of  the  films  is  that  which 
any  other  representative  partici- 
pating in  the  sale  will  obtain — 
commission  on  the  sale  of  the  time 
to  whichever  of  his  stations  is 
bought  for  the  telecasts. 

Under  the  proposed  system,  sta- 
tions will  be  asked  to  guarantee 
schedules  in  order  to  participate  in 
the  plan,  in  short,  to  promise  that 
the  program  will  be  telecast  at  a 
precise  period  on  a  regular  basis. 
This  may  not  constitute  "option 
time"  in  its  strictest  definition,  but 
the  procedures  are  not  too  distantly 
related. 

Spokesmen  for  Blair,  Free  & 
Peters  and  Katz  said  that  "most"  of 
the  total  of  31  stations  represented 
by  the  three  companies  had  already 
agreed  to  "guarantee  certain  pe- 
riods of  their  own  time  to  accom- 
modate such  business." 

The  tri-company  program  sales 
campaign  is  being  coordinated  by 
Wells  H.  Barnett  Jr.  for  Blair-TV, 
Jack  Brooke  for  Free  &  Peters,  and 
Ed  Codel  for  The  Katz  Agency. 

The  announcement  of  the  new 
set-up  was  jointly  made  by  Wil- 
liam H.  Weldon,  president  of  Blair- 
TV;  H.  Preston  Peters,  president 
of  Free  &  Peters,  and  Mr.  Katz. 


LEE  TV  PLANS 

Will  Continue  Applications 

PERMISSION  to  continue  prosecu- 
tion of  long-pending  applications 
for  expansion  of  television  activi- 
ties was  granted  last  week  to  the 
estate  of  Thomas  S.  Lee  by  Los  An- 
geles Superior  Judge  Newcomb 
Condee  at  the  request  of  Public 
Administrator  Ben  H.  Brown. 

Original  applications  had  been 
filed  with  FCC  before  the  death 
of  Thomas  Lee  last  Jan.  13.  And 
permission  was  asked  to  move 
KTSL  (TV)  Hollywood  facilities 
from  Mt.  Lee  to  Mt.  Wilson.  Re- 
quest also  included  the  permanent 
license  replacing  the  experimental 
one  under  which  the  station  now 
operates.  In  addition,  application 
has  been  filed  with  FCC  for  a 
San  Francisco  TV  station. 

Under  Judge  Condee's  ruling, 
Mr.  Brown  is  empowered  to  con- 
tinue incurring  expenses  for  fur- 
therance of  the  applications. 


m  NMES11NGHOUSE 
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WOiC  SALE 

Approved  by  FCC 

CONSENT  was  granted  by  FCC 
last  week  to  the  $1,400,000  sale  of 
WOIC  (TV)  Washington  to  the 
Washington  Posi-controlled  WTOP 
Inc.,  licensee  of  WTOP-AM-FM 
there  [Telecasting,  July  3,  June 
26].  This  is  the  largest  TV  station 
transaction  to  date. 

WOIC  was  given  up  by  General 
Teleradio,  subsidiary  of  R.  H. 
Macy  &  Co.  and  operator  of  WOR- 
AM-FM-TV  New  York.  General 
Teleradio  told  FCC  it  wished  to 
dispose  of  the  Washington  video 
outlet  in  order  to  devote  more  time 
to  its  TV  interest  in  New  York, 
WOR-TV. 

WTOP  Inc.  is  owned  55%  by  the 
Post  and  45%  by  CBS,  but  the  Post 
exercises  complete  control  with 
Publisher  Philip  L.  Graham  acting 
as  voting  trustee  for  the  network. 

It  is  expected  that  WOIC  will 


SPORTS  USE 

Batson  Cites  TV  Value 

A  "GREEN-BACKED  promotional 
opportunity"  is  in  store  for  sports 
executives  who  have  "conquered 
their  natural  but  unwarranted  fear 
of  television"  and  appreciated  the 
evidence  of  its  stimulating  effect  on 
gate  receipts. 

That  observation  was  offered  last 
week  by  Charles  A.  Batson,  NAB 
director  of  television,  in  an  address 
Wednesday  at  the  annual  conven- 
tion of  the  International  Assn.  of 
Auditorium  Managers  meeting  in 
Grand  Rapids,  Mich. 

"Television's  unique  ability  to 
transport  thousands  of  people  mi- 
raculously from  their  living  rooms 
into  your  auditorium — but  not  quite 
— strikes  a  responsive  chord  which 
can  definitely  make  the  turnstiles 
click,"  he  told  delegates. 

Mr.  Batson  supported  this  con- 
tention by  citing  a  study  of  TV's 
effect  upon  attendance  at  football 
games  played  last  year  in  Los  An- 
geles Coliseum — a  study,  he  added, 
which  may  not  have  been  entirely 
favorable  to  video  on  the  surface. 
He  noted  that  50%  of  the  people 
reporting  they  had  attended  for 
the  first  time  volunteered  that  their 
interest  had  been  whetted  by  tele- 
viewing of  the  games. 

Quotes  Sports  Survey 
The  NAB  TV  director  also  quoted 
figures  and  conclusions  drawn  in 
the  famous  Jordan  Study,  which 
gave  an  exhaustive  analysis  of 
TV's  effect  on  sports  attendance 
[Telecasting,  May  22].  He  termed 
the  report  "an  excellent  piece  of 
work  for  which  the  television  in- 
dustry has  the  greatest  apprecia- 
tion and  respect." 

Referring  to  an  AP  report  last 
week  showing  a  12%  decrease  in 
major  league  baseball  attendance, 
Mr.  Batson  noted  that  the  three 
teams  reporting  heaviest  receipts 
all  have  television,  while  Pitts- 
burgh —  the  largest  attendance 
loser  in  the  N.  L. — does  not  permit 
it. 


become  WTOP-TV  and  will  be  oper- 
ated in  conjunction  with  WTOP 
under  the  management  of  Vice 
President  John  S.  Hayes,  general 
manager  of  the  AM  and  FM  facil- 
ities. 

WOIC's  History 
WOIC,  on  Channel  9  (186-192 
mc),  commenced  operation  in  Jan- 
uary 1949  and  is  affiliated  vdth  the 
CBS-TV  network.  WOIC  manager 
Eugene  S.  Thomas,  for  a  while 
considered  the  most  likely  nominee 
to  succeed  Maurice  B.  Mitchell  as 
head  of  BAB,  returns  to  the  WOR 
organization  in  New  York  to  head 
television  operations  there  [Broad- 
casting, July  24].  Mr.  Mitchell, 
who  leaves  BAB  to  join  NBC  in 
an  executive  sales  position,  former- 
ly was  commercial  manager  of 
WTOP. 

FCC  Chairman  Wayne  Coy,  one- 
time head  of  the  Post's  radio  activi- 
ties, did  not  take  part  in  the  Com- 
mission action  approving  the  sale 
of  WOIC. 

Approval  of  the  sale  brings  to 
a  conclusion  the  long  efforts  of 
WTOP  Inc.  to  secure  a  television 
outlet.  Prior  to  FCC's  current 
freeze,  WTOP  Inc.  petitioned  the 
Commission  for  allocation  of  Chan- 
nel 12  to  Washington  for  which  it 
planned  to  apply. 


ELECTRO  VOICE  Inc.,  Buchanan, 
Mich.,  has  issued  bulletin  describing 
high  gain,  self-tuning  Tune-O-Matic 
TV  booster.  Copies  of  bulletin,  No. 
158,  may  be  obtained  by  writing  firm. 


advertisers  spend 

Mate 

money  to  sell 
merchandise  to 
people  on 

WLW-TELEVISION 

than  on  any  other 
three  TV  stations  in 
the  WLW- Television 
market  —  2nd  largest 
in  the  midwest. 

WLWT  WLW-D  WLW-C 


CHANNEL  4 
CINCINNATI 


CHANNEL  5 
DAYTON 


CHANNEL  3 
COLUMBUS 
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WFIL-TV  Issues  New  Rate] 

(Report  122) 


WFIL-TV  Philadelphia,  last  week 
announced  a  new  rate  card,  effec- 
tive Aug.  1. 

The  station  points  out  that  the 
new  card,  Rate  Card  No.  7,  makes 
no  increase  in  general  studio  rates 
and  that  the  film  rate  has  been 
eliminated  and  the  spot  announce- 
ment rate  increased. 

A  one-time,  hour  in  Class  A  time 
(7-10:30  p.m.,  Monday  through 
Friday;  1-10:30  p.m.,  Saturday  and 
Sunday)  is  set  at  $700.  In  Class  B 
time  (5-7  p.m.,  Monday  through 
Friday;  10:30-11  p.m.,  Monday 
through  Saturday)  an  hoxir  on  a 
one-time  basis  becomes  $560.  Class 
C  time  (all  other  times)  is  set  at 
$420  for  a  one-time,  hour. 

Announcements,  1-minute  and 
20-seconds  (film  or  slide),  in  Class 
A  time  become  $150  on  a  one-time 
basis.  Similarly  Class  B  announce- 
ments will  be  $112.50  and  Class  C 
$70. 

Six  months  protection  is  given  to 
present  advertisers  on  the  station. 


ARB  Announces  July 
TV  Ratings  in  Four  Cities 

FOUR-CITY  television  audience 
report  released  last  week  by  Amer- 
ican Research  Bureau,  Washing- 
ton, showed  Toast  of  the  Town  as 
having  the  largest  audiences  in 
New  York,  Philadelphia,  Baltimore 
and  Washington.  The  survey  cov- 
ered the  week  of  July  8  to  15  with 


information  being  secured  from 
specially  designed  "viewer  diaries" 
placed  in  a  cross  section  of  500 
homes  in  each  city. 

Leading  programs  in  the  four 
cities  were  reported  by  American 
Research  Bureau  as  follows: 

NEW  YORK 


1. 

Toasf  of  Town 

44.4 

2. 

Phiico  Playhouse 

35.0 

Godfrsy  ond  Friends 

33.3 

4. 

Original  Amateur  Hour 

24.2 

5. 

Alan  Young  Show 

24.1 

6. 

Childrens  Hour 

24.0 

7. 

All-Star  Baseball  Game 

23.5 

8. 

Starlight  Theatre 

22.0 

9^ 

Stop  the  AAusic 

21 .2 

10. 

Prize  Performance 

21 .0 

PHILADELPHIA 

1 . 

Toast  of  Town 

36  9 

2. 

Hopalong  Cossidy 

34.7 

3. 

Godfrey  and  Friends 

34.3 

4. 

Cavalcade  of  Stars 

33.2 

C, 

Wrestling  (WFIL-TV) 

33.2 

6. 

TV  Digest  Theatre 

30.3 

7. 

Phiico  Playhouse 

30.0 

8. 

Cavalcade  of  Bands 

29.3 

9. 

Orig.   Amateur  Hour 

28.8 

10. 

The  Lone  Ranger 

28.3 

BALTIMORE 

1. 

Toast  of  Town 

48.9 

2. 

Phiico  Playhouse 

40.4 

3. 

Orioles  Baseball 

38.0 

4. 

Godfrey  and  Friends 

36.4 

5. 

Stop  the  Music 

32.9 

6. 

Wrestling  (WAAM) 

30.5 

y. 

The  Lone  Ranger 

26.9 

8. 

Super  Circus 

26.7 

9. 

Wrestling  (WMAR-TV) 

26.7 

10. 

Wild  West  Theatre 

25.9 

WASHINGTON 

1. 

Toast  of  Town 

42.3 

2. 

Godfrey  and  Friends 

38.2 

3. 

Phiico  Playhouse 

37.7 

4. 

Hopalong  Cassidy 

37.3 

5. 

Hollywood  Movie  Hits 

36.7 

6. 

Cinema  Playhouse 

35.8 

7. 

Senators  Baseball 

31.4 

8. 

Super  Circus 

30.0 

9. 

Kraft  TV  Theatre 

28.9 

10. 

All-Star  Baseball 

28.2 

New  York  Area  TV  Shovf 
Ranked  by  Nielsen 

NEW  YORK  AREA  Nielsen  tei 
vision  ratings  released  last  we 
showed  Godfrey's  Talent  Scouts 
the  top  program  for  the  four  wee 
ending  July  8.  The  Top  10  e^ 
ning,  once-a-week  programs  as 
ported  by  A.  C.  Nielsen  Co.  wer 


Nielsen 
TV-Rating 

Programs 

Godfrey's  Talent  Scouts 
Toast  of  the  Town 
Phiico  TV  Playhouse 
Studio  One 
Martin  Kane 
Lights  Out 
The  Goldbergs 
Godfrey  &  Friends 
The  Trap 

Man  Against  Crime 


%  TV  Homes  Us 
(At  Telecast  Tin 

Homes    TV  Rc 

%  % 


36.5 
34.7 
29.4 
25.2 
24.4 
23.7 
23.7 
23.4 
21.1 
20.5 


55.6 
45.3 
54.1 
59.0 
52.9 
58.2 
64.6 
46.1 
54.9 
48.7 


I 

1 


Copyright  1950  by  A.  C.  NIELSEN  CC 


Greyhound  Campaign 

GREYHOUND  Bus  Lines  Terr 
nals  &  Subsidiaries,  through  Bea 
mont  &  Hohman,  Chicago,  is  pi 
paring  a  series  of  TV  fil 
commercials  for  sale  to  individij 
Greyhound  companies  throughc 
the  U.  S.  Local  firms  will  buy 
time.  Release  will  tie  in  withl 
national  campaign  slated  to  stq 
Sept.  15. 


Wfiekly  Television  Sinnniary —  Juiy  31, 1950,  telecasting  survey 


City 

Outlets  On  Air 

Nur 

nber  Sets 

City 

Outlets  On  Air 

Number  ! 

Albuquerque 

KOB-TV 

3,550 

Louisville 

WAVE-TV,  WHAS-TV 

34, 

Ames 

WOl-TV 

11,453 

Memphis 

WMCT 

40,f 

Atlanta 

WAGA-TV,  WSB-TV 

49,263 

Miami 

WTVJ 

31, 

Baltimore 

WAAM,  WBAL-TV,  WMAR-TV 

178,240 

Milwaukee 

WTMJ-TV 

119, 

Binghamton 

WNBF-TV 

18,000 

Minn.-St.  Paul 

KSTP-TV,  WTCN-TV 

100, 

Birmingham 

WAFM-TV,  WBRC-TV 

17,500 

Nashville 

Bloomington 

WTTV 

6,050 

New  Haven 

WNHC-TV 

81, 

Boston 

WBZ-TV,  WNAC-TV 

405,068 

New  Orleans 

WDSU-TV 

28, 

Buffalo 

WBEN-TV 

101,678 

New  York 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 

1,435, 

Charlotte 

WBTV 

19,210 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 

519,086 

Newark 

WATV 

Inc.  in  N 

Y.  estimc 

Cincinnati 

WCPO-TV,  WKRC-TV,  WLWT 

136,000 

Norfolk 

WTAR-TV 

21, 

Cleveland 

WEWS,  WNBK,  WXEL 

244,788 

Oklahoma  CityWKY-TV 

32, 

Columbus 

WBNS-TV,  WLWC,  WTVN 

74,000 

Omaha 

KMTV,  WOW-TV 

25, 

Dallas, 
Ft.  Worth 

Philadelphia 

WCAU-TV,  WFIL-TV,  WPTZ 

520, 

KRLD-TV,  WFAA-TV,  WBAP-TV 

59,385 

Phoenix 

KPHO-TV 

12, 

Davenport 

WOC-TV 

14,130 

Pittsburgh 

WDTV 

108, 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island, 

East 

Moline 

Portland,  Ore. 

Dayton 

WHIO-TV,  WLWD 

71,000 

Providence 

WJAR-TV 

65, 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

265,000 

Richmond 

WTVR 

37, 

Erie 

WICU 

37,650 

Rochester 

WHAM-TV 

44, 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

14, 

Dallas 

WBAP-TV,  KRLD-TV,  WFAA-TV 

59,385 

Quad  Citie 

s  Include  Davenport,  Moline, 

Rock  Island, 

East  Molii 

Grand  Rapids 

WLAV-TV 

35,337 

Salt  Lake  CityKDYl-TV,  KSl-TV 

19, 

Greensboro 

WFMY-TV 

13,235 

San  Antonio 

KEYL-TV,  WOAI-TV 

20, 

Houston 

K  PRC-TV 

29,321 

San  Diego 

KFMB-TV 

47, 

Huntington- 

San  Francisco 

KGO-TV,  KPIX,  KRON-TV 

65, 

Charleston 

WSAZ-TV 

13,679 

Schenectady 

WRGB 

87, 

Indianapolis 

WFBM-TV 

62,500 

Albany-Troy 

Jacksonville 

WMBR-TV 

11,000 

Seattle 

KING-TV 

30, 

Johnstown 

WJAC-TV 

24,200 

St.  Louis 

KSD-TV 

140, 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

49, 

Battle  Creek 

WKZO-TV 

31,024 

Toledo 

WSPD-TV 

49, 

Kansas  City 

WDAF-TV 

37,600 

Tulsa 

KOTV 

31, 

Lancaster* 

WGAL-TV 

51,159 

Utica-Rome 

WKTV 

17, 

Lansing 

WJIM-TV 

28,500 

Washington 

WMAL-TV,  WNBW,  WOlC, 

WTTG 

143, 

Los  Angeles 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 

596,673 

Wilmington 

WDEL-TV 

37, 

KTLA,  KTSL,  KTTV 

*  Lancaster  and  contiguous  areas.                  Total  Markets 

on  Air  62 

Stations  on  Air  106 

Sets  in  Use  6,643, 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  compar 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas 
necessarily  approximate. 
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PULSE  for  June  shows  NINE  of  TOP  TEN  television 
shows  telecast  once  a  week  in  Dayton  are  on 
WHIO-TV. 

PULSE  reports  FIVE  of  TOP  TEN  televisron  shows 
broadcast  more  than  once  a  week  in  Dayton  are  on 
WHIO-TV. 

PULSE  shows  that  on  the  average,  more  Dayton 
televiewers  watch  WHIO-TV  from  2  P.M.  to  4:1  5  P.M. 
and  7  P.M.  to  1  1 :30  P.M.,  Monday  through  Friday, 


and  from  1:30  P.M.  to  9:15  P.M.  on  Sunday  than 
any  other  television  station. 

With  over  90,000  sets  in  the  WHIO-TV  area,  and 
with  a  one  minute  Class  A  spot  budgeting  at  only 
$36.00  (52  time  rate) — it's  easy  to  see  why  you  can 
sell  more  people  at  a  lower  cost  per  viewer  when  you 
use  WHIO-TV. 

PLEASE   ASK   FOR    ADDITIONAL  DATA 


IB 
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VIDEO-RADIO  ECONOMY  ROLE 


Contributes  $276  Million  to  '49  National  Income 


RADIO  and  television  accounted 
for  $276  million  of  a  national  in- 
come of  $216,831  billion  by  in- 
dustrial origin  in  1949,  according  to 
the  Survey  of  Current  Business  na- 
tional income  number  released  last 
week  by  the  U.  S.  Dept.  of  Com- 
merce. 

The  report  shows  that  radio-TV 
income  in  1949  was  $19  million 
over  that  of  1948  and  $169  million 
over  the  figure  for  1942.  In  wages 
and  salaries,  the  two  industries 
paid  out  $219  million  in  1949, 
against  $199  million  in  1948  and  $72 
million  in  1942. 

In  a  supplementary  report,  the 
survey  reveals  that  radio-TV  took 
in  an  additional  $7  million  last 
year.  Before  Federal,  state  income 
and  excess  profits  taxes,  corporate 
income  for  both  totaled  $50  million 
in  1949.  After  taxes,  radio-TV  had 
an  undistributed  corporate  income 
of  $21  million. 

Employment  Up 

Number  of  fulltime  employes  in 
both  fields  was  49,000,  as  compared 
to  47,000  in  1948  and  27,000  in 
1942.  Average  annual  earnings 
per  fulltime  employe  in  1949  were 
$4,469  as  against  $4,234  in  1948 
and  $2,667  in  1942. 

In  1949  there  were  50,000  per- 
sons engaged  in  production  by  these 


National  Representative:  John  Blair  &  Co. 


industries,  an  increase  of  2,000 
over  1948  and  26,000  over  1942. 

In  an  overall  comment  on  the 
current  business  situation,  the  Com- 
mei'ce  Dept.'s  Office  of  Business 
Economics  said  the  business  up- 
swing continued  in  June,  and  with 
this  extension  of  the  cyclical  ad- 
vance, employment  climbed  to  a 
near-high  record  during  the  month. 

"With  the  basic  income  flow  ris- 
ing due  to  increases  in  compensation 
of  employes  and  in  proprietors' 
income,"  the  survey  stated,  "con- 
sumers maintained  their  purchases 
of  nondurable  goods,  while  pur- 
chasing larger  quantities  of  auto- 
mobiles, new  houses  and  house- 
furnishings  which  are  being  fi- 
nanced by  a  large  and  rising  volume 
of  credit." 


LAUDS  GOULD 


Sen.  Joh  nson  Praises  Writer 

SEN.  ED  C.  JOHNSON  (D-CoL), 
who  previously  found  himself 
dressed  down  by  Jack  Gould,  radio 
editor,  for  "issuing  communiques 
on  what  (FCC)  should  or  should 
not  do  in  highly  technical  mat- 
ters" [Telecasting,  Feb.  13],  last 
week  lauded  the  New  York  Times 
feature  writer  for  "a  timely,  hard- 
hitting article"  on  radio  and  TV 
crime  shows. 

Sen.  Johnson,  who  qualifies  as 
FCC's  chief  critic  on  Capitol  Hill, 
inserted  in  the  Congressional  Rec- 
ord a  July  16  article  by  Mr.  Gould 
deploring  quantity  and  quality  of 
crime  stories  broadcast  during 
hours  accessible  to  children.  Sen. 
Johnson  praised  it  for  "merit  and 
interest." 


YfBAL  AID 

for  Defense  Planned 

WBAL-AM-TV  Baltimore,  Md., 
last  week  geared  to  meet  the  needs 
of  military  and  civilian  defense 
authorities  by  launching  "emer- 
gency" programming  to  keep  the 
public  fully  informed. 

Programming  is  stressing  civil 
defense  education  and  information 
by  key  civic,  governmental  and 
military  figures.  The  AM  and  TV 
outlets  currently  are  campaigning 
on  an  overall  pattern  of  war  effort 
information  to  help  strengthen  the 
Mid-Atlantic  area. 

In  pursuit  of  that  effort,  the 
number  of  newscasts  has  been 
increased  materially,  and  all  per- 
sonalities on  local  programs  are 
cooperating  to  assist  Red  Cross 
officials  in  demands  for  blood  bank 
supplies.  WBAL  also  has  proposed 
a  mammoth  "Power  of  Prayer" 
day  broadcast  to  be  held  in  mid- 
September  with  cooperation  of  var- 
ious religious,  civic  and  govern- 
ment organizations. 


NAB  District  Meetings 

Aug.  14-15:  Dist.  17,  Benjamin  Frank- 
lin Hotel,  Seattle. 

Aug.  21-22:  Dist.  15,  San  Carlos  Hotel, 
Monterey,  Calif. 

Aug.  24-25:  Dist.  16,  Roosevelt  Hotel, 
Hollywood. 

Sept.  7-8:  Dist.  13,  Plaza  Hotel,  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel. 

Glenwood  Springs,  Col. 
Sept.    14-15-:    Dist.    8,    Lincoln  Hotel, 

Indianapolis. 
Sept.    18-19:    Dist.    7,    Terrace  Plaza 

Hotel,  Cincinnati. 
Sept.  21-22:  Dist.  9,  Northernaire  Hotel, 

Three  Lakes,  Wis. 
Sept.  25-26:  District  11,  St.  Paul  Hotel, 

St.  Paul. 

Sept.  28-29:  Dist.  10,  Chase  Hotel,  St. 
Louis. 

Oct.  2-3:  Dist.  12,  Tulsa  Hotel,  Tulsa. 
Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel, 

Bedford,  Pa. 
Oct.    9-10:    Dist.    1,    Somerset  Hotel. 

Boston. 

Oct.  12-13:  Dist.  2,  Ten  Eyck  Hotel. 
Albany,  N.  Y. 

Oct.  26-27:  Dist.  6.  Roosevelt  Hotel, 
New  Orleans. 

Oct.  30-31:  Dist.  5,  Ansley  Hotel,  At- 
lanta. 

Nov.  2-3:  Dist.  4,  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 


Aug.  18:  Arkansas  Associated  Press 
Broadcasters,  Hot  Springs,  Ark. 

Aug.  28-30:  Canadian  Assn.  of  Broad- 
casters director  meeting,  Jasper  Park 
Lodge,  Jasper,  Alta. 

Aug.  30-Sept.  2:  Western  Assn.  of 
Broadcasters,  Jasper  Park  Lodge,  Jas- 
per, Alta. 

Sept.  8-9:  West  Virginia  Broadcasters 
Assn.,  Greenbrier  Hotel,  White  Sul- 
phur Springs,  W.  Va. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition.  69th  Regiment 
Armory.  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn. 
of  National  Advertisers,  Drake  Hotel, 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler,  New  York. 

Sept.  30-Oct.  7:  Canadian  Radio  Week. 

Oct.  5:  Second  International  Advertis- 
ing Convention,  Hotel  Plaza,  New 
York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver- 
tising and  sales  promotion  confer- 
ence, Columbus. 

Oct.  22-24:  10th  District  convention  of 
Advertising  Federation  of  America, 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  of 
Broadcasters,  Mid-Pines  Club,  South- 
ern Pines.  N.  C. 


TRENDEX  INC. 

New  Rating  Firm  Includes  ' 

TWO  EXECUTIVES  of  C.  . 
Hooper  Inc.  have  left  the  compai 
to  form  their  own  program  rati) 
service,  Trendex  Inc.,  which  w 
conduct  radio  and  television  pi 
gram  ratings  services  based  on  t 
coincidental  telephone  technique 

The  two  are  E.  G.  Hynes  J. 
former  assistant  to  Ward  Dorre 
Hooper  vice  president  in  charge 
station  relations,  and  R.  B.  Rogei 
former  assistant  to  C.  E.  Hoop? 
president.  The  first  project  to 
undertaken  by  the  new  company 
regular  publication  of  monthly  rs^ 
ings  reports  on  network  televisic 
the  organizers  of  the  firm  said. 

The  television  report,  to  be  lii^ 
ited  to  interconnected  network  mai 
kets,  will  include  program  rating  - 
sets  in  use,  share  of  audience.  Fo'  ^ 
times  a  year  sponsor  identificati'  * 
ratings  will  be  added,  and  fo^ 
times  a  year  audience  compositi 
figures  will  be  shown.  The  repc-  - 
will  be  issued  on  the  15th  of  ealy' 
month,  based  on  interviewing  dii 
ing  the  first  week  of  the  moni 

The  new  company  will  provi: 
such  special  surveys  as  may  be  r 
quested  by  clients,  its  founde 
said.  Investigations  of  both  rad 
and  television  can  be  conducte] " 
they  said. 

Reports  on  the  network  televisi 
programs  planned  by  Trendex  W( : 
diff'er  in  some  detail  from  tho 
formerly  issued  by  C.  E.  Hoop 
Inc.  before  Mr.  Hooper  sold  I 
network  rating  business  to  A 
Nielsen  Co. 

Hooper  TV  network  repoi 
lumped  together  both  interconneo  : 
ed  cities  and  those  whose  netwo 
programs  were  on  kinescope.  Th 
also  showed  composite  ratings  th 
were  the  average  of  two  broa 
casts.  The  Trendex  reports,  has 
on  a  single  week's  interviewir 
each  will  be  confined  to  one  broa 
cast.  ' 

For  the  time  being  the  Hoop 
organization  is  continuing  to  gath'' 
its  network  television  informatic 
but  it  is  passed  on  to  the  Niels- 
Co.  for  distribution.  ' 

Headquarters  of  Trendex  ha 
been  opened  at  347  Madison  Av 
New  York.  Telephone:  MU  3-26f 


SPECIAL  TO  THE  TELEVISION  INDUSTRY 
AND  ALL    RELATED  PROFESSIONS 

Ttie  most  complete  DIRECTORY  ever  compiled  for  TV 


big 
clothbound 
120-page  volume 


Contains  over  10,000  names — locations  OP 
-titles   &   program   connections.  $5 


00/ 


•  Lists    Agencies — sponsors — producers — 
talent — agents. 


•  Classified  for  easy  reference. 

SEND  $5.00  TO 


5  DAY  MONEY 
BACK  GUARANTEE 


*  Lists    technical    and    managerial  per- 
sonnel. 


*  Lists  packagers. 

LIMITED 
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national  television  directory 
j    20  east  jackson  boulevard 
EDITION!  j  Chicago 

I  5  DAY  TRIAL  OFFER 

I      MONEY  BACK  IF  NOT  SATISFIED 
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RESERVE  YOUR  COPY  NOW! 
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GE  Color 

(Continued  from  page  U7) 

jctric  vice  president  and  general 

nager   of   the    GE  Electronics 

i|pt.,  in  a  letter  to  FCC  Chairman 

Byne  Coy  disclosed  the  new  sys- 

tto   was   evolved  by   Robert  B. 

';|me,  consultant  in  the  GE  re- 

'(\.-er  division,  who  has  been  a 

%  engineer  since  1926  and  has 

^irked    on    television  receivers 

Ice    1934    except   for   the  war 

fried.  Copies  of  his  letter  were 

;iit  to  the  other  Commissioners. 

Ir.  Baker  said  he  recognized  "it  is 
tier  late  to  submit  for  consideration 
lew  system  of  color  television.  Un- 
tnnately,  however,  research  and 
-'elopment  cannot  be  scheduled, 
-erwise  we  would  have  presented 
1  system  at  the  recent  hearing.  In 
J?  event,  the  .  .  .  system  .  .  .  ap- 
»rs  to  have  such  outstanding  poten- 
L  advantages  as  to  justify  serious 
usideration  even  at  such  a  late  date." 

[The    GE    executive    stated  his 

m's  system  "has  very  important 

vantages   both   technically  and 

jnomically."  He  indicated  it  has 

ii5n  "critically  studied  by  our  or- 
tiization  and  others"  and  "ap- 
ars  to  be  technically  sound." 

s  'We  have  not  had  time  to  make 
nplete  tests  on  this  system," 
.  Baker  explained,  adding,  "How- 

"3r,  we  have  just  completed  tests 
prove  what  seemed  to  be  crit- 
;.l  points."  He  indicated  at  pres- 
,t  "the  major  effort  of  our  labora- 

rt-y  is  directed  to  the  develop- 
mt"  of  the  new  system. 
GE  indicated  existing  standard 
■mochrome  TV  transmitters  with 
lie  modification  could  transmit 

le  frequency  interlace  system.  It 
.s  pointed  out  that  because  the 
»re  complex  and  sensitive  equip- 
knt  components  were  confined  to 

(p  transmitter,  more  reliable  and 

ippler  receivers  were  possible. 

Possible  Disadvantages 

jSome     possible  disadvantages 
|;ed  by  GE  for  its  system  were: 
j^quirement  of  either  more  accu- 
4;:e  receiver  alignment  and  tuning 
effective  automatic  gain  control 
i  each  color;  possible  color  fring- 
due  to  differential  time  delay 
propagation  betn'een  color  car- 
ijr  frequencies;  full  4  mc  band- 
;^|dth  is  required  for  relaying  in 
lor;  possible  "second-order"  color 
.,nging  due  to  incomplete  "physio- 
.rtical   filtering"  by   the   eye  in 
l--wing  rapidly  moving  objects. 
Physiological    filtering,    or  the 
■wer's  eye's  persistence  of  vision, 
s  termed  a  second  unique  fea- 
re  of  the  GE  system  aside  from 
fundamental  frequency  inter- 
e  concept.  Physiological  filter- 
l  is  the  means  used  for  separat- 
l  the  color  signals  transmitted 
interlaced   "bunches"    of  fre- 
encies. 

Analysis  shows  that  two  such  fre- 
sncy-interleaved  signals  are  always 
.  -placed   from    each    other  approxi- 
ttely  by  an  odd  multiple  of  halt  the 
e-scanning     frequency,"     GE  ex- 
Ined.  "Then  if  a  composite  of  such 
Bals  is  applied  to  a  picture  tube 
it  can  be  shown  that  their  rela- 
te polarities    reverse   at  thie  usual 
me   frequency   of   30   c.p.s.  Thus, 
[arrangements  are  made  so  that  only 
}  color-signals  are  applied  simul- 
eously  to  one  picture  tube  grid,  the 
Issired  signal  will  alternately  add 
1  subtract  from  the  desired  signal 
frame  frequency  and  its  effect  will 
essentially  filtered  out  physiologic- 


ally, i.e.,  by  the  persistence  of  vision 
in  the  viewer's  eye." 

GE  explained  that  with  applica- 
tion of  the  two  "fundamental  prin- 
ciples of  frequency  interlace  and 
'physiological  filtering',  many 
promising  forms  of  color  television 
systems  can  be  envisioned."  The 
one  suggested  by  GE  specifies  that 
a  green  signal,  to  which  mixed 
highs  have  been  added,  is  trans- 
mitted in  the  usual  4  mc  band- 
width. Red  and  blue  subcarriers 
are  modulated  respectively  by  red 
signals  of  1  mc  bandwidth  and 
blue  signals  of  0.2  mc  bandwidth, 
displaced  from  each  other  far 
enough  in  frequency  so  that  red 
and  blue  can  be  separated  by  con- 
ventional filter  circuits,  GE  point- 
ed out. 

These  subcarriers  are  so  dis- 
placed with  respect  to  the  gi'een 
carrier  (i.e.  by  odd  multiples  of 
half  the  line-scanning  frequency) 
that  they  each  can  be  divorced 
from  green  by  physiological  filter- 


ing, GE  told  the  Commission.  GE 
noted  it  has  been  estimated  that 
46 '/f  of  the  spectrum  space  be- 
tween harmonics  of  the  line  fre- 
quency are  unused. 

GE  told  FCC  existing  mono- 
chrome sets  without  modification 
could  pick  up  the  green  signal  as 
a  black-and-white  picture  while  GE 
color  sets  also  could  reproduce 
monochrome  pictures  from  a  stand- 
ard black-and-white  transmission. 


Ontario  Censorship 

THE  ONTARIO  Motion  Picture 
Censor  Board  plans  a  meeting  this 
fall  of  all  Canadian  motion  picture 
censors  and  those  from  the  United 
States  bordering  on  Ontario,  on 
the  problem  of  telecasting  motion 
pictures.  Many  pictures,  which 
have  not  passed  the  Ontario  movie 
censors,  are  now  being  seen  in  On- 
tario homes,  close  to  border  areas, 
by  means  of  TV  from  U.S.  stations. 


WPIX  EMPIRE  UNIT 

To  Begin  Work  in  Sept. 

WPIX  (TV)  New  York  will  begin 
construction  of  its  $160,000  trans- 
mitter installation  atop  the  Empire 
State  Bldg.  in  September,  accord- 
ing to  Tom  Howard,  WPIX  chief 
engineer  supervising  the  project. 

The  new  installation  will  include 
an  $88,500  model  TT5-A  transmit- 
ter, 24-element  super  gain  TV  an- 
tenna array,  diplexer,  monitoring 
and  microwave  relay  equipment, 
and  13  racks  for  auxiliary  equip- 
ment. Transmission  from  the  new 
location  is  expected  to  begin  within 
five  months,  Mr.  Howard  said. 


Breider  Joins  Ziy 

ART  BREIDER,  former  sales 
manager  of  Canada  Dry  Bottling 
Co.,  Cincinnati,  joins  the  sales  staff 
of  Ziv  Television  Programs  Inc., 
with  headquarters  in  Cincinnati. 


TV  Cameras 


1  ^ 


BALANCED 


TV  TRIPOD 

(Pat.  Pending) 


This  tripod  was  engineered  and  de- 
signed expressly  to  meet  all  video 
camera  requirements. 
Previous  concepts  of  gyro  and  friction 
type  design  have  been  discarded  to 
achieve  absolute  balance,  effortless 
operation,  super-smooth  tilt  and  pan 
action,  dependability,  ruggedness  and 
efficiency. 

Below : 

3  wheel  portable  dolly 
with  balanced  TV  Tri- 
pod mounted. 


Complete  360°  pan  without  ragged  or 
jerky  movement  is  accomplished  with  ef- 
fortless control.  It  is  impossible  to  get 
anything  but  perfectly  smooth  pan  and 
tilt  action  with  the  "BALANCED"  TV  Tripod. 

Quick-release  pan  handle  adjustment  locks 
into  position  desired  by  operator  with  no 
"ploy"  between  pan  handle  and  tripod 
head.  Tripod  head  mechanism  is  rust- 
proof, completely  enclosed,  never  requires 
adjustments,  cleaning  or  lubrication.  Built- 
in  spirit  level.  Telescoping  extension  pan 
handle. 

Wnte  for  further  particulars 


FRANK  C.  ZUCKER 

(7flm€Rfl  €quipni€nT  (o. 
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July  21  Applications  .  .  . 

ACCEPTED  FOR  FILING 

License  for  CP 

WKBI  St.  Mary's,  Pa. — License  for 
CP  new  AM  station. 

Modification  of  License 
WARC  Rochester,  N.  Y. — Mod.  license 
to  change  studio  from  Sheraton  Hotel. 
Rochester    to    2670    Clinton    Ave..  S. 
Brighton.  N.  Y. 

License  Renewal 
WUOM   Ann  Arbor,   Mich.— Request 
for  license  renewal  noncommercial  edu- 
cational FM  station. 


Modification  of  CP 
WCON-TV    Atlanta,    Ga.— Mod. 


CP 


new  commercial  TV  station  for  exten- 
sion of  completion  date  to  2-15-51. 

TENDERED  FOR  FILING 

AM— 560  kc 

WOOF  Dothan,  Ala. — CP  AM  station 
to  change  from  560  kc  1  kw  D  to  560 
kc  5  kw  D. 

AM— 1410  kc 

WTIM  Taylorville,  111.— CP  to  replace 
expired  CP  for  new  station  on  1410 
kc  1  kw  D. 


July  24  Decisions 


BY  COMMISSION  EN  BANC 
Hearing  Designated 

KVAS  Astoria,  Ore. — Designated  for 
hearing  at  Washington  Jan.  5.  1951. 
application  for  mod.  CP  to  change 
frequency  from  1050  to  1240  kc  and  from 
D  to  unl.  with  250  w:  made  KGY 
Olympia.  Wash.,  party  to  proceeding. 

KULP  El  Campo,  Tex.— Designated 
for  hearing  at  Washington  on  Jan.  8. 
1951.  application  to  change  facilities 
from  1390  kc  500  w  D.  to  unl.  time 
operation  using  100  w  N.  500  w  day,  on 
same  freqeuncy. 

Modification  of  CP 
KIUP  Durango,   Col. — Granted  mod. 
CP  to  make  changes  in  DA  system  and 
change  trans,  location  (930  kc  1  kw  unl. 
DA-N).  eng.  cond. 

Hearing  Designated 

KVOL  Lafayette,  La. — Designated  for 
hearing  at  Washington  on  Jan.  10. 
1951.  application  for  mod.  CP  which 
authorized  change  of  frequency  from 
1340  kc  to  1330  kc  and  power  from  250 
w  to  1  kw,  to  increase  daytime  power 
to  5  kw,  decrease  heiglit  of  south  ant. 
tower,  change  type  trans,  and  change 
towers  from  shunt  fed  to  series  fed: 
made  KXYZ  Houston.  Tex.  and  KOLE. 
Port  Arthur.  Tex.  parties  to  proceeding. 

WAGA  Atlanta,  Ga.— Designated  for 
hearing  at  Washington  on  July  24. 
application  for  CP  to  change  from  590 
kc  to  550  kc  and  change  ant.  system 
and  trans,  location;  amended  Com- 
mission order  of  May  12  to  include 
WAGA  in  consolidated  proceeding  with 
WPAQ  Mt.  Airy.  N.  C. 

Modification  of  CP 
KNOE  Monroe,  La. — Granted  mod,  CP 
to  make  changes  in  DA  (1390  kc,  5  kw. 
DA-N,    Ul:  cond. 

Petition  Denied 
WVOW  Logan,  W.  Va. — Denied  peti- 
tion   and    designated    for    hearing  at 
Washington  on  Jan.  15.  1951.  applica- 
tion for  mod.  of  CP  to  increase  N  power 


fCC  actions 


m  0 


JULY  21  to  JULY  27 

CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-efifective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.-visual 

STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


cond. -conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 
unl. -unlimited  hours 


from  1  to  5  kw  and  make  changes  in 
ant.  system:  made  KOIL  Omaha,  WKNE 
Keene,  N.  H.,  WNBF  Binghamton.  N.  Y., 
KTRN  Wichita  Falls,  Tex..  KRGB 
Weslaco.  Tex.  and  WHIG  Dayton,  Ohio, 
parties  to  proceeding. 

Modification  of  CP 

WCAP  Lawrence,  Mass. — On  petition 
removed  from  hearing  and  granted  ap- 
plication for  mod.  CP  to  move  main 
studio  and  trans,  of  WCAP  (formerly 
WABW)  from  Lawrence  to  Lowell, 
Mass. 

Hearing  Designated 
KXRN  Renton,  Wash.  —  Designated 
for  hearing  in  Washington  Jan.  8.  1951. 
appUcation  for  CP  to  change  frequency 
from  1220  kc  to  1230  kc  and  change  time 
of  operation  from  day  to  sharing  with 
KTW  Seattle,  and  made  KTW  party 
to  proceeding. 

SSA  Denied 

KPET  Lamesa,  Tex. — Denied  applica- 
tion for  SSA  to  operate  from  8  p.m.  to 
12  p.m.  July  22.  (on  690  kc,  250  w  D). 

Hearing  Designated 
Sky  Way  Bcstg.  Corp.,  Columbus, 
Ohio  and  Athens  Bcstg.  Co.,  Athens, 
Ohio — Designated  for  hearing  in  a  con- 
solidated proceeding  at  Washington  on 
Jan.  18.  1951,  application  of  Sky  Way 
and  that  of  Athens  both  requesting  new 
stations  to  operate  on  1580  kc,  1  kw, 
daytime  only,  with  DA  at  Columbus. 

Rollins  Bcstg.  Inc.,  Georgetown,  Del. 
and  Elizabeth  Evans,  Seaford,  Del. — 
Designated  for  consolidated  hearing  at 
Washington  on  Jan.  22.  1951.  applica- 
tion of  Rollins  to  operate  on  900  kc  1 
kw  D  only,  with  that  of  Elizabeth 
Evans  for  same  facilities. 

CP  Granted 

KXL.A  Pasadena,  Calif. — On  petition, 
removed  from  hearing  and  granted  CP 
to  change  daytime  DA  pattern,  trans, 
equipment  and  trans,  location  (geo- 
graphical coordinates  only),  cond. 

Extension  Granted 

WBMS  Boston — Granted  extension  to 
Aug.  15,  to  determine  whether  or  not 
hearing  will  be  desired  in  connection 
with  application  for  extension  of  com- 
pletion date  for  outstanding  CP. 

Following  granted  renewal  of  li- 
censes for  period  ending  Aug.  1.  1953: 


™    REMOTE  for  ^^goo 


Entirely  new — the 
Gates   SA  -  134 
amplifier  may  be 
used  as  a  remote 
amplifier,  pream- 
plifier,  line  am- 
plifier or  isolation 
amplifier.  Already  hundreds  in  use. 
A  quality  product  through  and  through  and  priced  low 
because  of  mass  production.  Stock  availability. 

THE  GATES  RADIO  COMPANY,  Quincy,  III.,  U.S.A. 


KEYE  Perryton.  Tex.:  KLIZ  Brainerd. 
Minn.:  KMHL  Marshall.  Minn.;  KTTS 
Springfield.  Mo.:  KWSL  Lake  Charles, 
La.;  WBLK  Clarksburg,  W.  Va.:  WFOR 
Hattiesburg,  Miss.;  WFTL  Ft.  Lauder- 
dale, Fla.:  WIRA  Ft,  Pierce,  Fla.; 
WLOW  Portsmouth,  Va.;  WMGA 
Moultrie,  Ga.;  WRDO  Augusta.  Me.: 
WSAM  Saginaw,  Mich.;  KCHS  Hot 
Springs,  N.  Mex.;  KCLA  Pine  Bluff. 
Ark.;  KCOG  Centerville,  la.:  KCOW 
Alliance.  Neb.:  KCOY  Santa  Maria. 
Calif.:  KELD  El  Dorado.  Ark.;  KGFL 
Roswell.  N.  M.;  KGVL  GreenviUe. 
Tex.;  KIUP  Durango.  Col,;  KNOR 
Norman,  Okla.:  KOLN  Lincoln.  Neb.: 
KRKO  Everett.  Wash.:  KSIM  Sikeston. 
Mo.:  KSTP  Sand  Point,  Ida.:  KSYL 
Alexandria,  La.:  KTEM  Temple.  Tex.: 
KTMC  McAlester.  Okla.;  KTNM 
Tucumcari.  N.  M.;  KTUC  Tucson, 
Ariz.;  KYAK  Yakima.  Wash.;  WABY 
Albany.  N.  Y.:  WARM  Scranton;  WBIZ 
Eau  Claire.  Wis.;  WBOB  Galax.  Va.: 
WBTH  WiUiamson,  W,  Va.:  WCAW 
Charleston.  W.  Va.;  WCBM  Baltimore: 
WCOS  Columbia,  S,  C;  WCTT  Corbin. 
Ky.;  WDAR  Savannah:  WDOS  Oneonta. 
N.  Y,;  WDWS  Champaign.  111.;  WELL 
Battle  Creek;  WEOA  &  aux.  Evansville. 
Ind.;  WEST  Easton.  Pa.;  WGAP  Marv- 
ville.  Tenn.:  WGBG  Greensboro,  N.  C: 
WGBR  Goldsboro,  N.  C;  WGIL  Gales- 
burg,  111.;  WGTN  Georgetown.  S.  C: 
WHAL  Shelbyville,  Tenn,:  WHDF 
Houghton,  Mich.;  WHUB  Cookeville, 
Tenn.:  WIDE  Biddeford,  Maine:  WINC 
Winchester,  Va.:  WJZM  Clarksville. 
Tenn.;  WKWK  Wheeling;  WLCS  Baton 
Rouge:  WLLH  Lowell,  Mass.;  WMAN 
Mansfield.  Ohio,;  WMIN  St.  Paul: 
WORD  Spartanburg.  S.  C;  WPAY 
Portsmouth.  Ohio;  WRAK  Williamsport; 
WRON  Ronceverte.  W.  Va.;  WSAU 
Wausau.  Wis.:  WSGC  Elberton.  Ga.; 
WSLB  Ogdensburg.  N.  Y.;  WSTC  Stam- 
ford, Conn.;  WTRR  Sanford,  Fla.: 
WPEN  Philadelphia;  WWJ  Detroit. 

Following  FM  licensees  or  permittees 
granted  changes  in  facilities  as  shown: 

KMAR  Bakersfield,  Calif.— Change 
ERP  from  4  kw  to  4.7  kw;  ant.  from 
420  ft.  to  440  ft. 

WROV-FM  Roanoke,  Va.— Change 
ERP  from  3  kw  to  285w  ant.  from  1.700 
ft,  to  minus  5  ft. 

KTSA-FM  San  Antonio,  Tex.— Change 
from  335  kw  to  15  kw,  ant.  from  520 
ft.  to  310  ft. 

WKY'C  Paducah,  Ky.— Change  from 
32  kw  to  31  kw.  ant.  from  490  ft.  to 
380  ft. 

WFNS-FM  Burlington,  N.  C— Change 
from  2.3  kw  to  2.8  kw,  ant.  from  290 
to  250  ft. 

KTOK-FM    Oklahoma    City,  Okla.— 

Change  from  43  kw  to  4  kw.  ant.  from 
445  ft,  to  450  ft. 

WIS-FM  Columbia,  S.  C— Changs 
ERP  from  2.75  kw  to  1,3  kw. 

KXYZ-FM  Houston,  Texas — Change 
ERP  from  177  kw  to  14  kw,  and  ant. 
from  525  ft.  to  440  ft. 

WGBA-FM  Columbus,  Ga.— Change 
ERP  from  2.3  kw  to  7.7  kw.  subject  to 
power  of  WGBA  being  determined  by- 


indirect  method  during  construe 
of  FM  ant.  and  to  new  WGBA  i 
resistance  measurements  being  ; 
mitted  upon  completion  of  consti 
tion. 

WLAG-FM  La  Grange,  Ga.— Chaj 
ERP  from  5,1  kw  to  1.3  kw,  and  ai 
from  375  ft.  to  120  ft. 

WSMB-FM     New  Orleans— Char. 
ERP  from  55  kw  to  17  kw. 

Cecil  W.  Roberts,  Kewanee,  ni. 
Granted  petition  of  KMA  Shenandca 
la.,  and  designated  for  hearing  in  Was 
ington  on  Dec.  18  application  of  Ce 
W.  Roberts  for  new  station  on  960 
250  w  D  only;  made  KMA  and  WSI 
South  Bend,  Ind.,  parties  to  procee 
ing, 

Blake  Bcstg.   Co.,  Memphis,  Tex. 

Designated  for  hearing  at  Washingti 
on  Jan.  3.  1951.  application  for  ne 
station  on  1370  kc  250  w  D. 

July  24  Applications  .  .  . 

ACCEPTED  FOR  FILING 
CP  to  Reinstate 
KPOR  Riverside,  Calif.— Request  ff 
CP  to-  replace  expired  CP  for  new  F|  n 
station. 

License  for  CP 

Licen 


WCNT-FM  Centralia,  111. 
for  CP  new  FM  station. 

July  25  Decisions  .  .  . 


I 


I  ! 


BY  THE  SECRETARY 

WPNF  Brevard,  N.  C— Granted 
cense  new  AM  station  1240  kc  250  w  ukl-- 

KERB  Kermit,  Tex. — Granted  licen 
nevj  AM  600  kc  1  kw  DA-D. 

WOPT  Scriba,  N.  Y.— Granted  licerr: 
new  AM  station  1220  kc  1  kw  D. 

KBRC  Mt.  Vernon,  Wash.— Grant 
license  change  power,  hours  of  ope 
ation  and  install  DA-N;  1430  kc  500 
unl.  DA-N, 

WORK  York,  Pa.— Granted  licen 
increase  power  and  install  new  tran; 
1  kw-N  5  kw-LS,  unl.  on  1350  kc 

WILM  Wilmington,  Del. — Granted  "fl 
cense    change    vertical    ant.,  chan 
trans,  location  and  install  new  trans 

WTCN  -  TV  MinneapoUs,  Minn. 
Granted  license  new  commercial  tel 
vision  station  17.9  kw  vis.,  9.0  kw  ax 
533  ft. 

WRHC  Jacksonville,  Fla.— Grant 
assignment  of  CP  to  Radio  Statii 
WRHC  Inc. 

National  Bcstg.  Co.  Inc.,  area  Ne 
York — Granted    mod.    license   KA-46  • 
to  change  frequencies  to  26.11.  26.: 
26.25.  26.35  and  26.45  mc. 

National  Bcstg.  Co.  Inc.,  New  York  - 
Granted  request  to  cancel  licenses  Ki 
4072,  KA-4668  and  delete  remote  pic 
ups  and  dismiss  applications  for  ril! 
newal  of  licenses. 

NBC    Chicago — Granted  request 
cancel  licenses  KA-4672-4677-4678-467 
4681   and   delete  remote  pickups  ai 
dismiss  applications  for  renewal  of  : 
censes. 

National  Bcstg.  Co.  Inc.,  San  Fra 
Cisco,  Calif. — Granted  request  to  cane 
Ucenses  KA-4811.  4812.  4817,  4819.  48 
and  delete  remote  pickups  and  dismj. 
applications  for  renewal  of  licenses. 

Roanoke  Bcstg.  Corp.,  Roanoke,  Va., 
Granted  licenses  for  new  remote  pic 
ups  KIA  609-10. 

Peoria  Bcstg.  Co.,  Peoria,  111. — Grar^ 
ed  license  change  existing  remote  pic 
up  KA-5548  153.05  mc;  30  w:  F3  Emi: 
sion — mobile  area  Peoria. 

James  Bcstg.  Co.  Inc.,  Jamestow 
N.  Y. — Granted  license  new  remo^ 
pickup  KA-7163.  , 

Don  Lee  Bcstg.   System,   San  Fra' 
Cisco — Granted  license  change  existii 
remote  pickup   KA-3055  26.43  mc: 
w;  F3  emission — mobile  area  San  Fra: 
Cisco. 

Cleveland    Bcstg.    Inc.,  Cleveland 

Granted  CP";  new  remote  pickups  KQ^ 
620.    K  A. -7280. 

Guy  Gannett  Bcstg.  Services,  Bang 
Me. — Granted  CPs  and  licenses  new  r 
mote  cickups  KCB-372,  KA-7273-7. 

WPOR  Portland,  Me.— Granted  CP 
install  new  trans. 

WGIL  Galesburg,  111.— Granted  CP 
install  new  trans. 

(Continued  on  page  6:2) 
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film  report 


REST  RANGERS  Inc.,  Holly- 
^iod,  new  firm  set  up  for  produc- 
;ln  and  distribution  of  series  of 
;i  half-hour  radio  and  TV  series, 
'ped  on  adventures  of  forest 
ligers.  Principals  in  corporation 
Eugene  Woods,  president; 
jiart  Reynolds,  executive  vice 
psident;  Leslie  Thomas,  vice 
asident  in  charge  of  television; 
jrbert  Lytton,  vice  president  in 
^rge  of  radio;  Walter  W.  Faner, 
J  c  r  e  t  a  r  y-treasurer.  First  of 
pes  scheduled  for  completion  in 
d-August. 

DflScial  Films  Inc.,  New  York, 
bies    Lou    R.   Winston,  former 

"iner  of  Radio  Producers,  as  its 
jstern    representative  .  .  .  Five 

q^r  Productions,  Hollywood,  cur- 
itly    producing    television  film 

tots  for  12  different  firms,  in- 
ided  are  three  for  J.  A.  Folger 
Co.,  for  Folger's  coffee;  agency: 
ant  Adv.,  Chicago;  four  for 
irnation  Co.  (milk),  Erwin, 
asey  &  Co.  Ltd.;  and  one  each  for 
embley  Ties,  Walker  Saussy  Adv., 

]'iw  Oileans,  and  Heiss  Hotels, 
Irdner  Adv.,  St.  Louis. 

i  *    *  * 

i|rV/films  Inc.,  and  Television 
j.rtoons  Inc.,  N.  Y.  (TV  film  com- 
'jrcials  and  industrial  motion 
ii^ture  producers),  join  forces  at 
")w  location,  155  W.  46th  St.  .  .  . 
LAV-TV  Grand  Rapids,  Mich, 
peived  first  INS  Super-Projectall 
come  off  production  lines  and 
>s  had  it  operating  for  past  two 
•eks.  WSM-TV  Nashville,  Tenn., 
S  ordered  immediate  installation 
f  Super-Projectall  with  expected 
jSt  pattern  operation  by  Sept.  1. 
^Jerry  Fairbanks  Productions, 
bllywood,  has  completed  arrange- 
ments with  local  wrestlers  and 
omoters  for  syndicated  TV  film 
Ties  of  weekly  wrestling  matches 
om  American  Legion  Stadium, 
.Dllywood.  Co-sponsor  with  Fair- 
inks  organization  is  Hollywood 
.3st,    American    Legion.  Initial 


i 


SRT-TV 

INTENSIVE  PROFESSIONAL 

COURSES 

inTELEVISION 

BROADCASTIHG 

Instruction  by  top-ranking  profession- 
als under  actual  broadcast  conditions 

Complete  TV  Station  Equipment 
Co-Educational  •  Day  or  Evening 
Approved  for  Veterans 

Send  for  free  prospectus 
"Careers  in  Television" 

SRT 

(School  of  Rodio  TecfiniqueJ 

TELEVISION  STUDIOS 

America't  Oldest  Broadcotling  Sdioo/ 
316  Wect  57  SirmI,  N«w  York  19,  N.Y. 


film  has  been  completed.  Regular 
filming  scheduled  for  fall. 

Video    International   Inc.,  New 

York,  announces  appointment  of 
Lou  Averbach  as  general  sales 
manager.  Mr.  Averbach  was  for- 
merly with  sales  department  of 
Paramount  Pictures  and  served  as 
assistant  mid-eastern  division  sales 
manager  for  three  years. 


HITS  BIG  TEN  BAN 

Meek  Says  Games  Will  Suffer 

"SECOND-STRING"  rank  is  pre- 
dicted for  Big  Ten  football,  which 
"de-emphasized"  its  position  in  the 
sport  by  prohibiting  telecasts,  John 
S.  Meek,  president  of  John  Meek 
Industries  and  Scott  Radio  Labs., 
charged  in  Chicago  last  week. 

After  an  analysis  of  the  1950 
season's  TV  schedule,  Mr.  Meek 
said:  "Now  the  Eastern  and 
Southern  schools  which  have  been 
trying  for  years  to  get  public  at- 
tention from  the  Western  Con- 
ference will  find  the  job  is  easy. 
Millions  of  Americans  every  Satur- 
day will  watch  these  schools  play 
and  become  fans,  while  relegating 
Big  Ten  games  to  reports  on  score- 
boards." 

He  also  foresees  talented  high 
school  football  players  gradually 
being  attracted  to  "schools  with 
the  biggest  public  support,  and  the 
Big  Ten  will  lose  the  supply  of 
talent  it  has  always  gotten,"  he 
said. 

"The  Big  Ten  will  find  that  stay- 
ing away  from  television  will  leave 
it  farther  behind  the  parade  than 
it  could  ever  be  by  having  its 
games  telecast.  Its  action  in  ban- 
ning TV  is  like  the  towns  that 
discouraged  the  automobile  years 
ago — they  suffered  while  the  auto- 
mobile's progress  went  on  un- 
abated." 

He  concluded  by  saying:  "Big 
Ten  officials,  like  all  of  us,  will 
learn  that  television  is  here  to 
stay,  and  we  must  find  the  best 
ways  to  make  use  of  it  instead  of 
trying  to  pretend  it  doesn't  exist." 


Plan  TV  Outlet 

GIFFORD  PHILLIPS,  president 
of  KGHF  Pueblo,  Col.,  and  TV  ap- 
plicant at  Denver,  last  week  an- 
nounced he  has  authorized  the 
KGHF  management  to  begin  engi- 
neering studies  in  preparation  for 
filing  for  a  new  TV  station  in  that 
city.  Mr.  Phillips,  who  also  oper- 
ates Teevee  Film  Co.,  Hollywood, 
had  returned  to  Pueblo  after  an 
extended  period  on  the  Coast. 


PHILCO  Corp.,  Phila.,  has  produced 
film  on  development  of  TV  receiver 
which  is  available  to  interested 
groups. 


ALEXANDER  FILM  CO. 

(producers  of  sliort-length 
films  since  1919) 


S.DDD    TDP-OUALITY  CDMMERCrALB 

LDV/'CDST   RENTAL  SERVICE 
COMPLETE   PRDDUCTIDN  FACILITIES 
FOR   ANIMATED   AND    LIVE  ACTION 
COMMERCIALS 

WIRE   OR  WRITE 


COLORADO  SPRINGS 


ATLAS  FILM  CORPORATION 

ESTABLISHED  1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 

1111  SOUTH  BOULEVARD 
Dak  Park,  Illinois 


CHICAGO: 


AUSTIN  7-BS2D 


SARRA, INC. 

TELEVISION  COMMERCIALS 

MDTIDN  PICTURES 

SOUND  SLIDE  FILMS 

NEW  YORK  -  CHICAGO 
HOLLYWOOD 


TELEFILM,  INC. 

COMPLETE  FILM  PRODUCTION 
FOR 

TV  SPOTS-PROGRAMS 

All  Production  Steps 
In  One  Organization 

6039  HOLLYWOOD  BLVD. 
HOLLYWOOD  28.  CALIF. 

HOLLYWOOD  9.720B 


BRAY  STUDIOS,  INC. 

EXTENSIVE  LIBRARY  OF 

FILMS 

tlNCLUDINO  CARTOONS) 

Available  for  television 

SEND  PGR  CATALOOUE 

729  SEVENTH  AVE.,  NEW  YORK,  19 


TELESCRIPTIONS 

ANIMATED  AND  LIVE  ACTION 
FILM  SPOTS 

SO'SKCOND   AND   1  MINUTE 

823  VICTOR  BUILDING 
WASHINGTON,  D.  C. 

STERLING  4650 


Save  Time! 
Lew  Cost 


Save  Moneyl 
High  Powered 


FILM  COMMERCIALS 

"Finest  in  Film  Since  1937" 
LABORATORY 
FAST  V2  NR.  SERVICEI 
WALNUT  2164 

FILM  ASSOCIATES,  INC. 

440  E.  Schontz  Ave.  Dayton  9,  Ohio 


VIDEO  VARIETIES  CORP. 

TELEVISION  PROGRAM  FILMS 
TELEVISION  COMMERCIALS 
BUSINESS  MOVIES 
SLIDE  FILMS 
-FROM  SCRIPT  TO 

FINISHED  PRINT 
OWNCRS  AND  OPERATORS  OF 
WEST  COAST  SOUND  STUDIOS 

SIO  W.  S7TH  STREET.  N.  Y.  C. 

WITH  EXPERIENCED  MANPOWER 
AND  COMPLETE  FACILITIES 

41  E.  50TH  ST.,  NEW  YORK 

MURRAY  HILL  B-1162 


GRAY— O'REILLY 

COMMERCIAL  SPOTS 
FOR  TELEVISION 

480  LEXINGTON  AVE. 
NEW  YORK 

PLAZA  3-1531 


RKO  PATHE,  INC. 

625  MADISON  AVE. 

NEW  YORK,  N.  Y. 

PLAZA  e-aeoo 


BROADCASTING -TELECASTING 

FILM   &  PRODUCTION 
DIRECTORY 
IS    PRINTED  THE 
LAST   ISSUE  OF 
EACH  MONTH 

GUARANTEED  PAID  CIRCULATION 
EXCEEDS  15.000 
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CONSULTING  RADIO  ENGINEER 


JANSKY  &  BAILEY 

Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE* 


Commercial  Radio 

Equip. 

Co. 

Everett  L.  Dillard, 

Gen.  Mgr. 

INTERNATIONAL  BLDG. 

Dl. 

1319 

WASHINGTON, 

D.  C. 

PORTER  BLDG. 

LO. 

8821 

KANSAS  CITY, 

MO. 

RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


RUSSELL    P.  MAY 

1422  F  St.,  N.  W.  Kellogg  Bidg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


SILLIMAN  &  BARCLAY 

1011  Hew  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  Utw  Rowhelle,  N.  Y. 
New  Rochelle  6-1620 
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McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  Bldg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


JOHN   J.  KEEL 

Warner  Bldg.,  Wash.,  D.  C. 
National  6513 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


REAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Philip  Merryman  &  Associates 

*  114  State  Street 

*  Bridgeport  3,  Conn. 

*  Bridgeport  5-4144 

RADIO  CONSULTANTS 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


A  iS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  Ruffner 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING   RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg. 
Washington  4,  D.  C. 
National  7757 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C.  i 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883  -  ^ 
WASHINGTON,  D.  C. 


Ci.  X  filler 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside  Road  —  Riverside  7-2153 
Riverside,  III. 

(A    Chicago  suburb) 
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1 Richards 
(Continued  from  page  28) 
ruman  as  a  ''pipsqueak."  He 
id  Mr.  Richards  hung  up  in  anger 
len  he  refused  to  carry  out  the 
istructions,  but  that  nothing 
'jcre  was  ever  said  about  the  in- 
:  dent. 

I  Under  cross-examination  he  said 
lj.at  because  of  "economic  pres- 
tre"  he  gave  KMPC  officials  a 
Use  report  on  an  affidavit  he  filed 
flth  FCC. 

"[Chester  (Tiny)  G.  Renier,  pro- 
ram  director  of  KLAC  Hollj-Avood 

•ad  formerly  with  KMPC  in  the 
|.me  capacity,  testified  that  "Mr. 
ichards  exercised  complete  con- 
|ol  over  the  newsroom,"  and  that 
?  had  had  "plenty  of  conversa- 
Dns  with  Mr.  Richards  over  the 
flephone  regarding  editorials  I 
lould  take  from  newspapers  for 

"  e  newscasters." 
He  said  he  recalled  having  a 

->lumn  by  Westbrook  Pegler  in- 
uded  in  a  newscast  and  that  Mr. 
ichards  said  it  wasn't  necessary 

.  identify  or  credit  it. 

■  Newscasters  constantly  com- 
.ained  to  him  about  telephoned 
istructions  from  the  station 
".Tier,  he  said,  asserting  he  told 

tern  to  use  their  own  judgment 
hen  Mr.  Reynolds  or  the  news 

.litor  was  not  available  for 
Duble-checking. 

General  Manager  Reynolds,  he 
Bserted,  "always  said  to  prepare 
id  present  good,  fair  and  im- 
'artial  newscasts." 

Examiner  Cunningham  inter- 
cted  at  one  point:  "Did  you  be- 
•eve  that  nothing  displeasing  to 
'r.  Richards  must  be  broadcast 
I  the  station?" 

Impartial  Policy 

Mr.  Renier  replied  that  when  he 
ined  KMPC  Mr.  Richards  had 
Id  him  he  had  difficulty  hiring 
sople  who  would  carry  out  his 
structions.      "If    Mr.  Richards 
.,.lled  me  at  my  home  after  work- 
g  hours  I  would  try  and  carry  out 
!  s  orders,  but  would  make  every 
Ifort  to  check  with  Mr.  Rejmolds 
pst." 

(  During  cross-examination  by  Mr. 
ulton  the  witness  was  shown  a 
ilanual  of  Operations  of  KMPC" 
hich  directed  that  news  and  con- 
.oversial  public  issues  be  treated 
^arly  and  impartially.     He  told 

r.  Fulton  that,  so  far  as  he 
lew,  the  policy  had  been  followed 
'id  had  never  been  specifically 
(untermanded  by  either  Mr. 
.ichards  or  Mr.  Reynolds. 

Former  KMPC  News  Editor 
.ance  Graham,  now  a  disc  ni.c. 
'ith  programs  on  KMPC  and 
FWB,    testified    KMPC's  news 

ems  about  OPA  had  been  "not 

■  *.ir  and  impartial,"  even  though 
■nner   OPA  Administrator  Paul 

Porter — also  one-time  FCC 
lairman — had  sent  the  station  a 
ftter  of  appreciation  for  assist- 
ice  during  the  war. 
The  letter,  produced  by  counsel 
»r  the  Richards  stations,  thanked 
MPC  Manager  Reynolds  for  as- 
stance  to  the  Los  Angeles  OPA 
'  iflce   by   "continually   using  our 
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broadcasts"  and  pi'oviding  broad- 
cast equipment. 

Mr.  Graham  said  he  knew 
nothing  about  the  letter  and  that 
he  could  recall  no  "help"  which 
KMPC  ever  gave  the  agency. 

On  direct  examination  he  had 
testified  that  Mr.  Richards  told  him 
to  point  out  in  news  programs  that 
prices  went  down  after  OPA  con- 
trols were  lifted  and  to  give  other 
"unfavorable"  treatment  to  OPA. 

Suggestions  from  Mr.  Richards, 
he  said,  were  considered  instruc- 
tions. 

He  said  that  when  Henry  Wal- 
lace was  made  an  executive  of  a 
pin-manufacturing  company  he 
followed  Mr.  Richards'  instructions 
to  refer  to  him  as  "the  pin  head," 
and  received  some  unfavorable 
"fan  mail."  To  comply  with  Mr. 
Richards'  A^-ishes,  he  said,  items 
about  President  Roosevelt  were  cut 
to  a  minimum. 

Starrels  Cross-Examined 

Maurie  Starrels,  mortgage  in- 
vestment broker  and  former  KMPC 
employe,  was  cross-examined  at 
length  on  testimony  he  had  pre- 
sented the  preceding  week. 

In  connection  with  an  earlier  as- 
sertion that  Mr.  Richards  had  told 
him  to  present  Howard  Hughes 
"unfavorably"  in  newscasts,  Mr. 
Starrels  was  shown  six  news  and 
feature  stories  broadcast  about  Mr. 
Hughes.  Mr.  Starrels  said  he  con- 
sidered two  of  them  "favorable" 
and  four  "not  favorable." 

In  connection  with  testimony 
that  Mr.  Richards  had  ordered  "un- 
favorable" treatment  for  Henry 
Wallace,  Mr.  Stan-els  said  under 
cross-examination  that  none  of  the 
news  scripts  presented  as  evidence 
by  Mr.  Burns  would  be  considered 
"unfavorable."  The  scripts  had 
been  prepared  by  Mr.  Starrels  dur- 
ing his  employment  by  KMPC. 

Mr.  Burns  also  contended  that 
items  about  Henry  Wallace  had  not 
been  preceded  or  followed  by  items 
about  Communists,  as  Mr.  Starrels 
claimed  the  station  owner  had  or- 
dered. "I  can't  vouch  for  the  se- 
quence," Mr.  Starrels  said.  He  also 
said  he  didn't  recall  "deliberately" 
omitting  news  favorable  to  Mrs. 
Eleanor  Roosevelt. 

Sustains  Objections 

Examiner  Cunningham  sus- 
tained an  objection  by  FCC  coun- 
sel when  Mr.  Burns  asked  whether 
membership  in  the  Independent 
Progressive  Party  might  have  col- 
ored Mr.  Starrels'  interpretation  of 
alleged  instructions  about  "unfa- 
vorable" treatment  of  Mr.  Wallace. 
Mr.  Starrels  did  not  concede  he 
was  a  member  of  the  Progressive 
party,  though  Mr.  Burns  claimed  to 
have  evidence  of  it. 

In  pre%'ious  testimony  Mr.  Star- 
rels had  said  he  followed  instruc- 
tions to  "play  down"  news  about 
the  fighting  then  going  on  in  Pales- 
tine. Under  cross-examination,  he 
identified  scripts  which  he  pre- 
pared and  broadcast  during  De- 
cember 1947  and  January  1948  con- 
taining a  total  of  44  items  about 
the  Palestine  war.  When  Mr.  Burns 
asked  whether  he  realized  126  such 
items  were  broadcast  by  KMPC  in 

a  s  t  i  n  g 


CERTIFICATE  denoting  Daniel  W. 
Kops  (I),  WAVZ  New  Haven  general 
manager  and  vice  president,  as  "Jay- 
cee  of  the  Year"  is  awarded  by  Rich- 
ard C.  Lee,  retiring  president  of  the 
New  Haven  Junior  Chamber  of  Com- 
merce. Mr.  Kops,  also  elected  to  the 
group's  board  of  directors,  was  cited 
for  efforts  on  behalf  of  the  Hoover 
Report  to  reorganize  the  executive 
branch  of  the  government. 


a  two-week  period,  Mr.  Starrels 
said  he  didn't. 

Pressed  by  Mr.  Burns  to  say 
whether  he  ever  wrote  news  scripts 
containing  false  information,  he 
replied:  "They  were  distorted,  out 
of  balance,  and  gave  an  untrue 
impression."  He  insisted,  however, 
that  his  own  political  views  did  not 
affect  his  handling  of  news. 


HOLDS  TO  NARBA 

Daytimers'  Petition  Denied 

HOLDING  that  continued  adher- 
ence to  the  so-called  "Gentlemen's 
Agreement"  with  Mexico  will  be 
advantageous  to  the  U.  S.  in  forth- 
coming NARBA  negotiations,  FCC 
last  week  refused  to  allow  day- 
timers  to  go  fulltime  on  the  Mexi- 
can channels  involved. 

The  Commission  denied  or  dis- 
missed applications  and  petitions 
of  the  Daytimers  Petitioners  Assn. 
and  six  daytime  licensees  on  Mexi- 
can 1-A  channels  who  were  seek- 
ing authority  to  use  the  channels 
fulltime.  The  requests  had  been 
pending  for  many  months. 

Under  the  "Gentlemen's  Agree- 
ment," the  U.  S.  agreed  that  with 
specific  exceptions  it  would  put  no 
fulltime  stations  on  six  channels 
which  were  assigned  under  NARBA 
for  priority  use  by  Mexico  (730, 
800,  900,  1050,  1220  and  1570  kc). 
In  return  Mexico  was  to  accord 
protection  to  certain  L^.  S.  chan- 
nels. 

The  Agreement  went  into  effect 
in  1941  simultaneously  with 
NARBA.  The  Daj-time"  Petition- 
ers Assn.  claimed  that,  since  the 
bilateral  treaty  was  not  mentioned 
in  the  1946  Interim  Agreement 
which  extended  XARBA,  it  must 
be  presumed  to  have  expired  in 
1946.  The  NARBA  Interim  Agree- 
ment itself  expired  in  March  1949 
and  negotiations  for  a  new  overall 
NARBA  treaty  are  now  in  prog- 
ress with  sessions  scheduled  to 
resume  Sept.  6. 


ATLASS-WKOW 

New  Contract  Filed  With  FCC 

A  NEW  CONTRACT  to  clarify  the 
status  of  Atlass  Amusement  Corp. 
as  "expert  consultant  and  adviser" 
to  WKOW  Madison,  Wis.,  has  been 
filed  with  the  FCC. 

The  contract,  replacing  one 
signed  April  13  to  become  effective 
June  1  [Broadcastixg,  -June  5], 
was  prepared  "as  of  June  1"  and 
undertakes  to  make  clear  that  At- 
lass shall  render  onlj-  consultative 
and  advisory  services,  with  control 
and  direction  of  the  station's  af- 
fairs remaining  in  the  hands  of 
Monona  Broadcasting  Co.,  the 
WKOW  licensee. 

Like  the  earlier  agreement,  the 
contract  is  for  a  five-year  term, 
subject  to  extension  if  Monona  en- 
ters television,  and  provides  for 
Atlass  to  be  paid  50^/  of  the  li- 
censee's net  profit,  before  federal 
and  state  income  taxes,  and  for 
Atlass  or  its  nominees  to  have  an 
option  to  buy  up  to  800  shares  of 
convertible.  Class  A  stock  of 
Monona  at  $30  a  share.  Option 
deadline  is  Nov.  30. 

The  contract  provides  that  if  the 
option  is  exercised  and  FCC  ap- 
proval of  transfer  is  necessary  or 
desirable,  WKOW  and  Atlass  shall 
prosecute  the  FCC  application 
jointly. 

Unlike  the  original  contract,  the 
new  agreement  omits  references  to 
recommendations  by  Atlass  for 
employment  of  a  general  manager 
and  sales  manager.  Since  the  first 
agreement,  Michael  Henry  has 
been  signed  to  a  five  year  contract 
for  the  general  managership  at 
salary  figures  indicated  in  the  orig- 
inal contract,  starting  at  $9,500  a 
year  plus  19c  of  net  profits  and 
progressing  to  $11,000  and  1%  of 
net  profits  for  his  services  in  each 
of  the  fourth  and  fifth  years.  This 
contract  is  cancellable  by  either 
party  on  three  months'  notice, 
after  nine  months. 

Atlass,  a  new  firm,  is  headed  by 
H.  Leslie  Atlass  Jr.,  program  di- 
rector of  WIND  Chicago  and  son 
of  the  CBS  Central  Division  vice 
president.  John  Carey,  commercial 
manager  of  WIND,  is  vice  presi- 
dent of  the  consulting  company. 
The  new  contract  was  filed  through 
the  Washington  law  firm  of  Pier- 
son  &  Ball  and  B.  W.  Huiskamp, 
WKOW  secretary. 

WKOW  operates  on  1070  kc  with 
10  kw  day  and  5  kw  night.  It 
switched  from  Mutual  to  CBS  affil- 
iates effective  June  5. 


WSYR-FM  to  10  kw 

WSYR-FM  Syracuse  is  now  oper- 
ating with  10  kw,  an  increase  of  1 
kw  over  its  former  power,  accord- 
ing to  A.  G.  Belle  Isle,  vice  pres- 
ident in  charge  of  engineering  for 
WSYR-AM-FM-TV.  A  four-bay 
GE  antenna  has  been  erected  on 
Sentinel  Heights,  some  1.440  ft. 
above  sea  level.  WSYR-FM  oper- 
ates on  Class  B  Channel  233  (94.5 
mc ) . 
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FCC  Actions 

(Continued  from  page  58) 
Decisions  Cent.: 

Land  O'Lakes  Bcstg.  Corp.,  Camb- 
ridge, Ohio — Granted  CP  for  new  re- 
mote pickup  KA-7279. 

WMCA  Inc.,  New  Yorli— Granted  CP 
for  new  remote  pickup  KA-7278. 

WHP  Inc.,  Harrisburg,  Pa. — Granted 
CPs  for  new  remote  pickups  KA-7117-8. 

Coast  Ventura  Co.,  Ventura,  Calif.— 
Granted  CP  for  new  remote  pickup 
KA-4269. 

Wheeling  Bcstg.  Co.,  Wheeling,  W.  Va. 

—Granted  mod.  CP  KA-6536  to  change 
frequencies  to  26.15,  26.35  mc;  power 
from  50  to  40  w  and  change  trans. 

KANW  Albuquerque,  N.  M. — Granted 
mod.  CP  to  change  ERP  of  noncom- 
mercial educational  FM  station  from 
165  to  350  w  and  make  changes  in  ant. 

Guy  Gannett  Bcstg.  Services,  Area 
Portland,  Me. — Granted  mod.  license 
KA-3038  to  change  frequencies  to  26.19, 
26.29.  26.39  mc. 

WJIV  Savannah,  Ga. — Granted  mod. 
CP  for  approval  of  ant.  and  trans,  loca- 
tion. 

WDEL  Wilmington,  Del.— Granted 
mod.  CP  for  extension  of  completion 
date  to  2-22-51.  Cond. 

WLBJ  Bowling  Green,  Ky. — Same  to 
11-8-50. 

WTOL-FM  Toledo,  Ohio— Same  to 
2-8-51. 

KFGQ-AM-FM  Boone,  la.— Granted 
authority  to  remain  silent  Aug.  9  in 
order  that  staff  may  attend  graduation 
exercises  at  Iowa  City,  la. 

KVMC  Colorado  City,  Tex.— Granted 
license  new  AM  station;  1320  kc  500  w 
D. 

The  Fort  Industry  Co.,  Miami,  Fla. — 
Granted  license  KA-4732  change  exist- 
ing remote  pickup  frequencies  26.23, 
26.33,  26.43  mc;  15  w;  A3  Emission, 
mobile,  area  Miami. 

KMTR  Radio  Corp.,  Hollywood,  Calif. 
— Granted  request  to  cancel  CPs  and 
delete  remote  pickups  KA-4990,  KMA- 
773. 

Isle  of  Dreams  Bcstg.  Corp.,  Area 
Miami,  Fla. — Granted  request  to  cancel 
CP  and  delete  remote  pickup  KA-5217. 

National  Bcstg.  Co.  Inc.,  New  York — 

— Granted  request  to  cancel  CPs  and 
delete   remote  pickups  KA-4667,  KA- 


4688-4689-4692. 

Edwin  H.  Armstrong,  New  York  City 
—Station  KA-3417  deleted  July  1  as  ap- 
plicant does  not  desire  to  file  for  mod. 
to  change  frequencies  in  accordance 
with  new  rules. 

Central  New  York  Bcstg.  Corp., 
Syracuse,  N.  Y.— Same  KA-3033-4. 

Oregonian  Pub.  Co.,  Portland,  Ore. — 
Stations  KA-3184-5  to  be  deleted,  ap- 
plicant does  not  desire  to  use  remote 
pickups. 

The  Associated  Bcstrs.  Inc.,  San 
Francisco— Delete  stations  KA-3026-3029, 
KA-3087;  commission  granted  KPIX 
Inc.  five  CPs  and  licenses;  KA-7152, 
KA-7153;  KA-7154;  KA-7155;  KA-7156  to 
replace  these  stations. 

American  Bcstg.  Co.  Inc.,  Los  Angeles 
• — Cancel  license  and  delete  remote 
pickup  KA-3016. 

American  Bcsctg.  Co.  Inc.,  New  York 
• — Granted  request  to  cancel  licenses 
and  delete  remote  pickups  KA-4634-6, 
KEA-649. 

American  Bcstg.  Co.  Inc.,  San  Fran- 
cisco, Calif. — Granted  request  to  cancel 
licenses  and  delete  remote  pickups  KA- 
4645-6. 

ABC  Chicago— Same  KA-4664. 

American  Bcstg.  Co.  Inc.,  Washington, 
D.  C. — Granted  request  to  cancel  li- 
censes and  delete  remote  pickups  KA- 
3024-5. 

National  Bcstg.  Co.  Inc.,  Area  Cleve- 
land, Ohio — Granted  mod.  license  KA- 
5484  to  change  frequencies  to  26.11, 
26.15,  26.25,  26.35,  26.45  mc. 

National  Bcstg.  Co.  Inc.,  Area  Cleve- 
land, Ohio — Granted  mod.  license  KA- 
5484  to  change  frequencies  to  26.11, 
26.15  ,  26.25  ,  26.35  ,  26.45  mc. 

The  Uncompahgre  Bcstg.  Co.,  Area 
Montrose,  Col. — Granted  CP  new  re- 
mote pickup  KA-7263. 

Palestine  Bcstg.  Co.,  Palestine,  Tex. 
— Granted  CP  new  remote  pickup  KA- 
7265. 

Community  Bcstg.  Co.,  Corpus  Christi, 
Tex. — Granted  CP  new  remote  pickup 
KA-7264. 

City  of  Dallas,  Tex.,  Dallas — Granted 
CP  new  remote  pickups  KA-7266-7270. 

Lampasas  Bcstg.  Co.,  Lampasas,  Tex. 
— Granted  CP  new  remote  pickup  KA- 
7137. 

WGTA  Summerville,  Ga.— Granted 
mod.  CP  to  change  type  trans. 

KPAT  Pampa,  Tex.— Granted  mod. 
CP  for  approval  ant.,  trans  and  studio 
locations  (cond.). 

WBIP     Booneville,     Miss. — Granted 


.  .  .  for  initiating  or  revising  distribu- 
tion and  sales  plans,  comparing  oppor- 
tunities in  individual  markets  and 
media,  or  otherwise  investigating  ways 
to  step  up  sales. 

The  1950-1951  Edition  of  CONSUMER 
MARKETS,  a  Section  of  Standard  Rate 
&  Data  Service,  packs  nearly  a  thou- 
sand pages  with  comprehensive,  com- 
plete, up-to-date  information  covering 
every  state,  county,  and  city  of  5000 
and  over  in  the  U.S.,  plus  all  cities  with 
radio  stations  or  daily  newspapers,  re- 
gardless of  size. 

Only  the  1950-'51  CONSUMER  MAR- 
KETS gives  Retail  Sales  Estimates  ad- 
justed to  the  current  Census  of 
Business,  assuring  more  accurate  fig- 
ures for  sales   and   market  analysis. 


Only  CONSUMER  MARKETS  reports 
basic  trend  statistics  that  enable  you 
to  see  growth  in  local  markets  at  a 
glance. 

CONSUMER  MARKETS,  used  with  the 
regular  monthly  Consumer  media 
Sections  of  SRDS,  makes  media-mar- 
ket comparisons  easier,  faster,  more 
accurate. 

5  days  free  examination 

On  or  about  September  1,  the 
1950-'51  CONSUMER  MARKETS  will 
automatically  go  to  all  agencies  and 
advertisers  subscribing  to  SRDS.  If 
you  are  not  a  subscriber,  or  wish  1o 
have  an  extra  copy,  we  will  honor 
your  reservation  now  at  $5.00  each 
with  a  5-day  return  privilege. 


r 
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mod.  CP  for  approval  of  ant.,  trans,  and 
studio  location. 

Following  granted  mod.  CPs  for  ex- 
tension of  completion  dates  as  shown: 
WFCB  Dunkirk,  N.  Y.  to  8-21-50 
(cond.);  KRMD-FM  Shreveport,  La.  to 
2-1-51;  WIOD-FM  Miami,  Fla.  to  2-22- 
51;  KCBS-FM  San  Francisco  to  3-1-51; 
WAGA-FM  Atlanta,  Ga.  to  2-12-51; 
KFCA  Phoenix,  Ariz,  to  1-1-51;  WGTR 
Boston  to  11-1-50;  WLAV-FM  Grand 
Rapids,  Mich,  to  1-12-51. 

KHSL  Chico,  Calif.— Granted  license 
increase  power,  install  new  trans., 
change  trans,  location,  mod.  DA  for 
night  use  only  and  increase  height  and 
mount  FM  ant.  on  east  element  of  DA. 

KICA  Clovis,  N.  Mex.— Granted  li- 
cense change  frequency,  power  and 
trans,  location  and  install  new  trans, 
and  DA-N.  980  kc  1  kw  DA-N  Unl. 

WGTR  Eastern  Bcstg.  Corp.,  Boston, 
Mass. — Granted  voluntary  assignment 
of  CP  and  license  to  The  Yankee  Net- 
work Inc. 

Radio-Television  of  Baltimore  Inc., 
Area,  Baltimore,  Md. — Granted  CP  new 
experimental  television  relay  KA-7258. 

KUTA  Salt  Lake  City,  Utah— Granted 
CP  to  install  new  trans.  (Cond.) 

WBRD  Ft.  Lauderdale,  Fla.— Granted 
mod.  CP  to  change  type  trans. 

KWPC-FM  Muscatine,  la— Granted 
mod.  CP  for  extension  of  completion 
date  to  1-21-51. 

WDEL-FM  Wilmington,  Del.— Granted 
mod.  CP  for  extension  of  completion 
date  to  2-22-51. 

WOR-TV  New  York— Granted  mod. 
CP  for  extension  of  completion  date  to 
2-15-51. 

KGNC-FM  Amarillo,  Tex. — Granted 
license  new  FM  station;  Chan.  282  (104.3 
mc),  4.8  kw,  270  ft. 

WMMJ  Peoria,  111.— Granted  mod.  of 
license  to  change  studio  location. 

ACTIONS    ON  MOTIONS 
By  Commissioner  Jones 

WOBS  Jacksonville,  Fla.  —  Granted 
leave  to  amend  application  so  as  to 
provide  revised  financial  data,  and  to 
change  trans  site.  Granted  continuance 
of  hearing  in  proceeding  re  application, 
now  scheduled  for  July  24.  Hearing 
continued  indefinitely. 

KSOK  Arkansas  City,  Kan. — Granted 
continuance  of  hearing  in  proceeding 
re  application  to  Aug.  7  at  Washington, 
D.  C. 

KICK  Springfield,  Mo.— Granted  con- 
tinuance of  hearing  in  proceeding  re 
application,  presently  scheduled  for 
Aug.  1,  at  Springfield;  hearing  con- 
tinued indefinitely. 

WJVA  South  Bend,  Ind.— Granted 
continuance  of  hearing  in  proceeding 
re  application  presently  scheduled  for 
Aug.  7.  at  South  Bend,  Ind.,  hearing 
continued  indefinitely. 

Melbourne  Bcstg.  Corp.,  Melbourne, 
Fla. — Granted  petition  insofar  as  it 
requests  leave  to  amend  application 
so  as  to  specify  frequency  1240  kc  250 
w  unl.  in  lieu  of  1270  kc  100  w-N  250 
w  D,  unl.,  and  for  removal  of  applica- 
tion from  hearing  docket;  dismissed 
insofar  as  it  requests  grant  without 
hearing. 

David  M.  Baltimore  and  Scranton 
Radio  Corp.,  Scranton,  Pa. — Granted 
petition  of  David  M.  Baltimore  to 
amend  application  so  as  to  specify 
1450  kc  250  w  unl.  in  lieu  of  1400  kc 
250  w  unl.,  and  application,  as 
amended,  was  removed  from  hearing 
docket.  On  the  Commission's  own  mo- 
tion   application    of    Scranton  Radio 


THIS  CAKE  topped  with  icing  serve 
a  double  purpose:  Demonstrates  c( 
operation  among  stations  in  the  Ric^ 
mend,  Va.,  area  and  celebrates  th 
1,000th  day  of  broadcasting  f( 
WXGI.  Barron  Howard  (I),  buslne: 
manager,  WRVA  same  city,  cuts 
slice  for  Graeme  Zimmer,  WXGI  vie 
president. 


Corp.    was    removed    from  hearir 
docket. 

Capital  City  Bcstg.  Co.  Inc.,  Menoir 
onie.  Wis. — Granted  leave  to  amen; 
application  so  as  to  specify  frequenc 
1360  kc  500  w,  D.  in  lieu  of  1450  V 
250  w  unl;  application,  as  amende: : 
removed  from  hearing  docket. 

WTJS  Jackson,  Tenn. — Granted  di; 
missal  of  its  application. 

FCC  General  Counsel — Granted  e> 
tension  of  time  in  which  to  file  excer 
tions  to  initial  decision  issued  in  pre 
ceeding  re  applications  of  Hamtramc 
Radio  Corp.  and  Atlas  Bcstg.  Co.  bot 
of  Hamtramck,  Mich.;  time  extende 
to  Aug.  25. 


!  f 


.1 


By  Commissioner  Jones 
FCC  General  Counsel— Granted  e>' 
tension  of  time  to  Aug.  8  in  which  1 
file  exceptions  to  initial  decision  issue 
in  proceeding  re  application  of  Suffol 
Broadcasting  Corp.,  Patchogue,  N.  Y. 

By   Examiner  Leo  Resnick 

WKJG  Fort  Wayne,  Ind. — Dismissefis 
petition  requesting  continuance 
hearing  in  matter  of  petition  of  WSP 
for  designation  for  hearing  of  applic;: 
tion  of  WKJG  for  mod.  of  CP. 

KRMG  Tulsa,  Okla.— Granted  petitio 
to  amend  application  so  as  to  reduc 
maximum  expected  operating  valv 
in  direction  of  small  portion  of  Can£, 
dian  border,  and  application,  as  amenc 
ed,  retained  on  hearing  docket. 

By  Examiner  Fanney  N.  Litvin 

KYA    San   Francisco — Granted  cori 
tinuance  of  hearing  from  Aug.  1, 
Oct.  30  in  Washington,  D.  C. 

By  Commissioner  Sterling 

KFTM  The  Fort  Morgan  Bcstg.  Co 
Fort  Morgan,  Col. — Ordered  that  plac 

(Continued  on  page  71) 
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Represented  nationally  by  RA-TEL  Reps.,  inc  and  regionally  by 
BULMER-JOHNSON,  Inc.  Mpls. 
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AINING  NEWS  •    •  # 

pTR  Albany,  N.  Y.,  Capital  Dis- 
*pt  Neivs,  nightly,  7:45-8  p.m. 
]hn  Walrath,  assistant  program 

Ector,  has  arranged  for  nightly 
-way  phone  "beep"  conversa- 
s  with  district  National  Guard 
j:training  at  Pine  Camp,  N.  Y., 
i  use  on  news  show.  Series  sched- 
ijd  to  begin  Aug.  7,  with  conver- 
jiion  between  Maj.  Gen.  R.  C. 
jlpck  and  GIs  and  WPTR  news 
^m.  Interview  will  also  be  held 
Ah  Albany's  mayor,  Erastus 
Ijrning  II,  when  he  visits  Pine 

r 


)LDING  SALES 


•    •  • 


'tBW  Topeka,  Kan.,  sends  plastic 
'I  mold  suggesting  "matching"  ice 
■j  beverages  may  be  made  by  pour- 
liquids  into  mold  for  freezing, 
[id  is  accompanied  by  blue  pro- 
jtion  piece  with  WIBW  caption, 
/olded  to  Fit  Your  Selling  Needs 
'Kansas." 


JEST  STAR 


•    •  • 


AW  Pawtucket,  R.  I.,  host  to 
t'lss  Emery,  baritone  soon  to  star 
llCoca  Cola  program,  whose  home 
ilif^n  is  Pawtucket.  Interviewed  on 
jji3-hour  disc  show  by  Paul  Garnet, 
p.  Visitors  invited  to  studio  for 
;|;ographs  and  pictures.  Station 
i^orts  invitation  jammed  studio 
tied  up  switchboards. 

VfB  DAY  •    •  • 

■PFB    Middletown,    Ohio,  cele- 
jited  second  annual  "WPFB  Day" 
j!  LeSourdsville    Lake  recently, 
ioadcasts  by  outlet's  stars  and 
'fee  shows  emanated  from  band- 
knd    on    midway.     In  addition, 
,|j|ky  ticket  holders  received  prizes 
41fm  treasure  chests.  Tickets  were 
tained  from  participating  mer- 
lants. 

ijllSINESS  AS  USUAL     •  • 

,?X  Los  Angeles  distributes  gaily 
llstrated  20-page  folders  show- 
iS  house-type  barometer  with  two 
dling  dummies  in  doorways, 
iderneath  which  is  printed  "Busi- 


iBs  as  usual 


great  the  year 


and."  Inside  folder  information 
Id  statistics  point  out  that  radio 
■*ivertising  is  as  effective  in  sum- 
^r  as  in  winter  in  Southern  Cali- 
rnia,   because    of    area's  great 


programs  promotion 


premiums 


attraction  for  tourists  and  fact 
that  most  Southern  Californians 
spend  vacations  in  state.  "Get 
'business  as  usual'  in  Southern 
California  .  .  .  through  KNX  .  .  . 
Los  Angeles'  most  listened-to  sta- 
tion," folder  concludes. 


AA  MEET  AIRED 


d  9  • 


KJFJ  Webster  City,  Iowa,  made 
on-the-spot  recording  of  closed 
meeting  of  Alcoholics  Anonymous. 
Aims,  principles,  routines  and 
methods  of  group  discussed.  Re- 
cording played  back  several  days 
later  over  KJFJ  as  public  service 
through  cooperation  of  city's  AA 
group. 

★  ★★★★★★★★* 

WALKING  NEWS 

WCUE  Akron,  Ohio's  latest 
promotion  is  man  carrying 
sandwich  sign,  each  side  of 
which  is  posted  with  latest 
news  bulletins.  "Walking 
news  bulletin  board"  also  car- 
ries portable  radio  giving 
pedestrians  on  downtown 
streets  opportunity  to  hear  as 
well  as  see  latest  develop- 
ments in  Korean  situation. 
Across  top  of  boards  are 
signs  reading,  "WCUE  News 
every  hour  on  the  hour." 

BUYING  GUIDE  Q    •  • 

KWTO  Springfield,  Mo.,  sends  yel- 
low spiral  booklet  to  trade  in  which 
data  from  BMB  surveys,  station 
maps,  Conlan  ratings  and  other 
information  are  included.  Illus- 
trations throughout  show  reactions 
of  Ozark  farmer  to  station's  claims. 

INDUSTRY  SHOWING       •  • 

WRNL  Richmond,  Va.,  held  three- 
day  showing  of  new  Motorola 
radio-TV  set  line  in  its  studios. 
Manufacturer  and  distributors 
extended  over  400  invitations  to 
Motorola  dealers  in  area.  Station 


HOWARD  J.  McCOLIISTER 


Regional  Representatives 
10660  BELLAGIO,  LOS  ANGELES 


•    B  R  04705 


Shows  with  a  Hollywood  '(teritage  ★  Member  N-A-B* 


exhibited  its  modern  facilities  and 
technical  equipment  to  visitors. 
Further  cooperation  with  other 
distributors  in  section  being  con- 
sidered by  WRNL. 

CRACKERBARREL       •    •  • 

WCOG  Greensboro,  N.  C,  Rural 
Roundup  weekday  morning  show 
features  Dick  McAdoo,  farm 
director,  in  "crackerbarrel"  dis- 
cussions with  farmers  on  their, 
farms,  at  community  general 
stores.  Grange  and  farm  meetings, 
etc.  Topics  include  discussions  of 
crops,  price  controls,  soil  preser- 
vation and  any  subject  of  interest 
to  farmers.  Interviews  are 
recorded  for  rebroadcast. 


PENNY  TALKS 


WDTV  (TV)  Pittsburgh  gave 
recent  example  of  what  penny  can 
do  on  TV.  Penny  taped  to  mimeo- 
graphed sheet  telling  success  story 
sent  to  trade.  Natural  Foods 
Institute,  through  Foster  &  Davis 
agency,  bought  half-hour  on  out- 
let and  featured  its  Vita-Mix 
appliances.  WDTV  said  460 
orders  had  been  taken  on  time 
cost  of  $270  representing  51^ 
worth  of  business  for  every  penny 
invested. 


BUYING  BAIT 


9  • 


WKWF  Key  West,  Fla.,  distribut- 
ing promotion  letter  holding  bright- 
ly-colored fisherman's  fly  and  sta- 
ting: "In  Key  West,  Florida,  just 
as  a — 'fly' — is  used  to  attract 
'wahoos'  and  'Kitty  Mitchells', 
WKWF  is  used  to  attract  cus- 
tomers." Copy  describes  numerous 
fish  in  resort's  waters,  and  nu- 
merous commercial  advantages  of 
Key  West,  pointing  out  that  though 
fly  is  one  of  many  which  are  avail- 
able, WKWF  is  the  only  radio  sta- 
tion in  town.  WKWF  is  repre- 
sented by  John  H.  Perry  Assoc., 
N.  Y. 


SOLD'  TRIP 


#  •  9 


wow  Omaha,  Neb.,  conducted 
week-end  trip  to  St.  Louis  and  Chi- 
cago for  baseball  fans  July  22. 
Called  "Tip  Saggau  Special,"  after 
its  organizer,  WOW  sports  direc- 
tor, complete  train,  wdth  dining 
cars,  coaches  and  pullmans,  was 
utilized  to  transport  350  fans. 
Night  game  in  St.  Louis  Saturday 
and  double-header  in  Chicago  on 
Sunday  were  highlights. 


SAFE  HIGHWAY 


WWJ  Detroit  cooperates  with 
Michigan  State  Police  in  program 
titled  Highway  Patrol,  stressing 
safety.  Fran  Harris,  WWJ 
women's  editor,  and  engineer  with 
recording  equipment  travel  with 
two  state  policemen  in  unmarked 
car  over  high  accident  areas  of 
highways.    Borderline  violators  of 


traffic  laws  are  stopped  and  inter- 
viewed by  Mrs.  Harris  and  patrol- 
men. Driving  errors  are  pointed 
out  and  advice  given  on  safer 
driving  habits.  Recordings  of 
show  made  available  to  other 
Detroit  stations. 

CAMPAIGN  STARTS    •    •  • 

WCCO  Minneapolis  inaugurates 
first  of  series  of  13  summer  ads  in 
Minneapolis  Visitor,  magazine  list- 
ing entertainment  activities  in 
area.  Campaign  is  part  of  WCCO 
1950  "Send  Your  Sales  Up  With 
The  Temperature"  promotion. 

DIAL  TUNING  •    •  • 

COLUMBIA  Pacific  Network  sends 
orange,  black  and  white  folder  to 
trade  quoting  Nielsen  Pacific 
Coast  Report,  March  1950,  to 
show  its  leadership.  Cover  of 
folder  shows  dial  with  spreading 
white  area  matching  closing  white 
space  on  inside  of  folder.  Dial  is 
shown  again,  with  call  letters  and 
cities  of  all  network  members,  on 
inside. 


WBZ  PROMOTION 


WBZ  Boston  issues  22-page  folder 
reintroducing  its  new  Radio  and 
Television  Center  to  listeners  and 
viewers.  Center  houses  WBZ- 
AM-FM-TV.  Photos  of  studios, 
engineering  equipment,  top  talent, 
executives,  staff  members  and 
technicians  at  work  attractively 
displayed.  Floor  plans  of  two- 
story  building  also  shown. 


BEER  8-  ^'NEi 
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KCBS  TO  50  KW 

Transmitter  Move  Okayed 

BID  of  KCBS  San  Jose-San  Fran- 
cisco for  boost  to  50  kw  and  move 
of  its  transmitter  site  from  San 
Jose  to  San  Francisco,  operating 
fulltime  on  740  kc,  was  granted  by 
FCC  last  week.  Station  now  is 
assigned  5  kw  on  that  channel. 

KCBS,  formerly  KQW  and  now 
owned  by  CBS,  has  sought  the  im- 
proved facilities  for  a  decade. 
Engineering  conditions  are  at- 
tached to  the  grant.  FCC  in  latter 
June  reinstated  the  application 
following  dismissal  of  a  plan  once 
approved  by  the  Commission  to 
switch  facilities  with  KSFO  San 
Francisco  [Broadcasting,  June 
26]. 

Action  on  the  KCBS  application 
had  been  withheld  pending  final 
decision  on  the  bid  of  Pacifica 
Foundation  for  a  new  station  at 
Richmond,  Calif.,  on  710  kc  with 
1  daytime.  FCC's  final  ruling 
to  deny  the  Pacifica  request  was 
issued  concurrently  \vith  the 
KCBS  grant.  The  Commission 
made  final  the  initial  ruling  in  the 
Richmond  case  which  found  Pa- 
cifica Foundation  financially  un- 
qualified to  construct  the  proposed 
outlet. 


WHOM  Hearing 

SECOND  BID  of  WHOM  Jersey 
City,  N.  J.,  to  move  its  main  studio 
to  New  York  was  designated  for 
hearing  last  week  by  FCC.  Comrs. 
George  E.  Sterling  and  Frieda  B. 
Hennock,  however,  voted  to  grant 
the  new  request  without  hearing. 
WHOM,  which  originates  nearly 
all  of  its  programs  from  New  York 
studios  now,  renewed  its  bid  for 
change  of  site  earlier  this  year 
[Broadcasting,  Feb.  20].  The  orig- 
inal request  had  been  dropped  by 
the  late  Generoso  Pope,  owner  of 
the  station  now  operated  by  his 
family,  during  unsuccessful  nego- 
tiations to  purchase  WINS  New 
York.  An  initial  FCC  decision  to 
deny  the  move  had  been  issued  on 
the  first  request. 


air-casters 


LLOYD  GIBSON  to  WEBR  Buffalo, 
^  N.    Y.,    as    program  manager. 
CHARLES  V.  MARTI,  to  WEBR 
as  promotion  manager. 

JOANN  ROSENTHAL,  copywriter 
KDRO  Sedalia,  Mo.,  to  publicity-pro- 
motion staff  KXOK  St.  Louis. 

MIKE  GRAVER,  WBNS  Columbus, 
Ohio,  promotion  department,  to  WHK 
Cleveland  as  assistant  promotion  man- 
ager. 

JIM  KILLIAN,  program  director 
WSCR  Scranton,  Pa.,  to  WAAM  (TV) 
Baltimore  as  announcer.  PAUL 
KANE  and  ED  SARROW,  WAAM 
cameramen,  named  producer-directors. 
HARRY  SHOUBEN,  cameram.an,  ap- 
pointed assistant  director. 

FRED  FINLAY,  graduate,  Pasadena 
Institute  for  Radio,  Pasadena,  to 
KYOU  Greeley,  Col.,  as  program  man- 
ager. 

JIMMY  KIRBY  to  WKAX  Birming- 
ham, Ala.,  as  program  director,  suc- 
beeding  AGNES  YARBROUGH,  re- 
signed. Was  with  WRGA  Rome, 
WGST  Atlanta  and  WAPI-AM-TV 
Birmingham. 

MILTON  FRIEDLAND,  office  manager 
and  secretary  to  general  manager 
WBKB  (TV)  Chicago,  named  traffic 
manager. 

JUDITH  LYNCH,  WE  EI  Boston  traf- 
fic department,  resigns  to  join  radio 
and  public  relations  department  of 
Smaller  Business  Assn.  of  New  Eng- 
land. 

ART  GREEN,  disc  jockey,  takes  Art 
Green  Shojv  to  WTVJ  (TV)  Miami, 
daily,  3:30-4  p.m. 

JACK  DOUGLAS,  announcer  WCSI 
(FM)  Columbus,  Ind.,  starts  man-on- 
the-street  show,  Mon.-Fri.,  12:15  p.m. 

RAY  SCHREEVER,  WHTN  Hunting- 
ton, W.  Va.,  disc  jockey,  to  WRNL 
Richmond,  Va.,  as  m.c.  The  Mailbag. 

ROGER  KRUPP,  NBC  San  Francisco, 
to  WCCO  Minneapolis  announcing 
staff.  Was  with  CBS  Chicago  and 
ABC  New  York. 

BILL    CRUSE,    KDAC    Fort  Bragg, 
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Calif.,  to  announcing  staff  KSUE 
Susanville,  Calif.,  succeeding  JAY 
DOANE. 

FRANK  JONES,  KTSW  Emporia, 
Kan.,  as  sports  editor,  disc  jockey  and 
announcer,  to  announcing  staff  WIBW 
Topeka,  Kan. 

ROBERT  H.  SCHULZ,  staff  announcer 
WNHC  New  Haven,  Conn.,  to  WMMW 
Meriden,  Conn.,  in  same  capacity. 

MAJ.  GEORGE  W.  BRADEN,  garden 
expert,  starts  quarter-hour  weekly 
garden  information  program  on  KALI 
Pasadena,  Calif. 

GUY  MAUFFETTE,  program  depart- 
ment CKVL  Verdun,  Que.,  to  program 
producer  CBC  French  network. 

SAM  FULLER,  Young  &  Rubicam  Hol- 
lywood production  supervisor,  to  NBC 
New  York  as  supervisor  Colgate  tele- 
vision shows  starring  Fred  Allen, 
Jimmy  Durante,  Eddie  Cantor. 

MARY  LOU  GUTH  to  WSTC-AM-FM 
Stamford,  Conn.,  as  teen-agj  com- 
mentator. 

J.  SCOTT  SMART,  of  ABC  The  Fat 
Man,  in  Hollywood  to  star  in  movie 
version  of  radio  series  being  filmed  by 
Universal- International. 

ARNOLD  WILKES,  WRGB  Schenec- 
tady, N.  Y.,  to  WSYR-TV  Svracuse  as 
producer.  SCOTT  PHOENIX  to  WSYR- 
TV  as  photographer,  succeeding 
CHARLES  TESSER,  resigned  to  join 
NBC  New  York.  ROBERT  G.  NEL- 
SON, graduate  Syracuse  LT.  radio 
workshop,  to  WSYR  continuitv  depart- 
ment. WILLIAM  E.  BROAN,  WENY 
Elmira,  to  WSYR-AM-TV  announcing 
staff. 

JACK  WHITAKER,  WAEB  Allentowm, 
Pa.,  staff  announcer,  to  Fun  Quiz  Inc., 
Baltimore. 

TONY  WAKEMAN,  sportscaster 
WWDC  Washington,  takes  Tony 
Wakeman's  Sports  Review  to  WTTG 
(TV)  same  city,  effective  Aug.  28. 
Show  will  be  aired  daily,  5:45-6  p.m. 
and  11-11:15  p.m. 

BILL  BIGGS,  graduate  Pasadena  In- 
stitute for  Radio,  Pasadena,  to  KCBQ 
Galveston,  Tex. 

PRUTH  McFARLAN,  WLS  Chicago 
Negro  tenor,  polio  victim  since  child- 
hood, honored  for  his  accomplishments 
on  Destination  Freedom  on  WMAQ 
Chicago. 

HARRY  EDEN,  graduate,  Pasadena 
Institute  for  Radio,  Pasadena,  Calif., 
to  KOCS  Ontario,  Calif. 

DON  CORDRAY,  m.c.  Dan-n  Breaks 
With  Cordray  on  WJR  Detroit,  moves 
show  to  WERE  Cleveland. 

JACK  GORDON,  WMIX  Mt.  Vernon, 
111.,  to  WIRL  Peoria.  111.,  as  program 
director. 

RUSSELL  FURSE,  TV  manager  Cas- 
cade Pictures,  Hollywood,  to  KECA-TV 
Hollvwood  as  directorial  assistant  to 
E.  CARLTON  WLNCKLER,  station 
production  manager. 

LYNN  CHALMERS,  assistant  to  di- 
rector of  community  service  WTOP 
Washington,  appointed  script  writer 
for  station,  succeeding  ELLEN  WAD- 
LEY,  resigned. 

ELBERT  WALKER  named  producer 
for  new  Fleetwood  Latvian  Analyzes 


the  \ews,  TV  program  on  KTSL  i  T 
Los  Angeles. 

HOOPER  WHITE,  producer  WBJ 
Chicago,  father  of  twins,  bov  and  gj 
July  23. 

F.  M.  (Jim)  RANDOLPH,  assista- 
program  director  and  head  of  co 
tinuity  department,  KOTV  (TV)  Tub 
Okla.,  to  U.  of  Tulsa  as  assistant  pr 
fessor  of  speech  in  charge  of  radi 
effective  Sept.  1. 

JACQUELINE  A.  McLAUGHLIN,  tra 

fic  director  WVNJ  Newark,  N.  J.,  an' 
John  H.  Ungerland  married  July  29. 

JIM  DOYLE,  staff  announcer  KNu! 
Houston,  Tex.,  father  of  boy,  Jam« 
William. 

GERTRUDE  HUNKIN,  WGAR  Clevs,  : 
land,     elected     president  Clevelan 
Chapter  American  Society  of  Wome 
Accountants. 

LARRY  TAYLOR,  WBBM  Chicago  oi 
chestra  member,  father  of  girl,  July  2'' 

RICHARD  H.  NELSON,  writer  fo 
KEX  Portland,  Ore.,  and  Betty  Kindle 
married  July  16.  i 

VIVIAN  W^ARNER,  WKBZ  Muskegoi'; 
Mich.,  elected  national  director  c 
American  Society  of  Women  Accouni 
ants. 

ERIC  DANIELSON,  program  traffi' 
supervisor  NBC  Chicago,  and  wif 
adopt  three-month-old  girl.  Kathlee 
Cecilia. 


Mi 


euri  •  •  • 

JULIAN  B.  HOSHAL,  KGLO  Maso 
City,  Iowa,  news  staff,  to  KYSM  Man 
kato,  Minn.,  as  news  director. 

GENE  STARN,  WAKR  Akron,  Ohio,  t 
WKBN    Youngstown,    Ohio,    as  newf^ 
reporter. 

GREGORY  HEWLETT,  editor  and  puV 
\\shBT  Maplewood  South  Orange  (N.J. 
Xews  Record,  begins  weekly  Korea  an 
the  Far  East  news  analysis  on  WAT 
(TV)  Newark,  Fri.,  8  p.m. 

DALLAS  DeWEESE,  Sohio  Reporte 
voice  over  WLW  Cincinnati,  and  BIL 
TOMPKINS,  WXYZ  Houston  new 
staff,  to  editors-writers-newscaste 
team  for  Sohio  Reporter,  with  dail 
programs  on  WTAM  Cleveland,  WL\ 
Cincinnati,  WTOL  Toledo,  and  evenin 
broadcast  on  WMAN  Mansfield,  WCO 
Columbus  and  WBBW  Youngstowtr 
Ohio.     Shows  originate  at  WTAM 

FLEETWOOD  LAWTON,  news  ana 
yst,  starts  five  weeklj^  five-minut 
newscast  on  KTSL   (TV)  Hollywooi 

HARRY  RASKY,  news  editor  CHU: 
Toronto,  resigns  to  freelance. 

PAUL  VISSER,  NBC's  agricultm 
staff,  Chicago,  father  of  a  boy,  Ker 
neth,  July  13. 


GE  Profits  Up  \ 

SALES  of  $881  million  in  the  firs; 
half  of  1950  were  reported  by  Gen 
era]  Electric  Co.  July  21.  This  rep' 
resents  a  10%  gain  over  a  year  ag 
and  a  new  high  for  a  period. 
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(Continued  from  pa^re  iS) 

anager  must  be  able  to  handle  in 

t?  course  of  a  day's  work  on  be- 
If  of  hundreds  of  highly  com- 
ijtitive  members. 

fThat  successor  is  James  Dixon 
fcrest,  fortified  with  five  years  of 
;perience  as  Mr.  Geddes'  assistant 
\\  charge  of  public  relations. 
|Complicating  RTMA's  problem 
the  fact  that  it  was  hunting 
^  a  big-name  president  for  a  new- 
created  $50,000-a-year  job,  a 
rus-far  futile  effort.  With  Robert 
Sprague  serving  as  interim  pres- 
ent as  well  as  RTMA  board 
airman,  Mr.  Secrest  has  been 
^ing  over  the  reins  gradually 
Dm  Mr.  Geddes  who  took  a  July 
cation  preparatory  to  formal  re- 
-lement  Aug.  1. 

All  the  little  fights  and  feuds 
at  brighten  each  day  in  a  trade 
5ociation    executive's    life  will 
me  naturally  to  Mr.  Secrest,  for 
has  a  bit  of  feudin'  background, 
fact,  his  first  year  out  of  college 
landed  smack    in  the  middle  of 
feud — North  Carolina  mountain 
I'iety. 

Served  as  Principal 

His  first  after-college  job — ac- 
illy  it  was  two  jobs — consisted 

serving  as  principal  of  a  three- 

cher  school  in  the  Great  Smokies. 

e  other  job,  driving  the  school 
s,  added  a  cozy  SIO  to  his  $90-a- 

nth  salary. 

, Having  played  a  bit  of  school 
?ketball,  the  young  principal  de- 
ed to  introduce  the  game's  out- 
pr  version  to  the  mountain  boys. 
»ney    was    raised    at    an  old- 
;hioned  box  supper  to  buy  the 
:essary  equipment. 
The  school  was  located  in  Lower 
■Jaes   Creek   and   the   boys  took 
rerly  to  the  new  pastime,  thumb- 
a   scornful   proboscis   at  the 
.•ious  youths  from  Upper  Fines 
eek,  with  w-hom  they  maintained 
iDersistent  and  sputtering  feud. 
'Somehow  the  Lower  Fines  Creek 
Y's  got  the  wrongful  notion  that 
iof.  Secrest  was  going  to  turn  the 
tl  and  baskets  over  to  the  Upper 
;  lies  Creek  gang  when  school  let 
:  in  the  spring.    So  the  LFC  boys 
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stole  the  ball  from  the  school  one 
night.  Prof.  Secrest  phoned  the 
sheriff  when  he  couldn't  persuade 
the  miscreants  to  return  the  ball 
and  the  whole  crew  landed  in  the 
office  of  the  local  justice  of  the 
peace. 

Things  looked  serious  for  a 
while,  as  mountaineers  showed  up 
for  the  hearing  with  their  shotguns 
loaded.  Fortunately  the  under- 
standing J.  P.  had  been  steeped  in 
the  intricacies  of  Fines  Creek  feud- 
ing and  he  set  up  a  compromise. 
The  ball  was  returned  and  Prof. 
Secrest  abruptly  abandoned  peda- 
gogy at  the  end  of  the  term. 

What  to  do  next?  The  answer 
was  journalism,  for  Mr.  Secrest 
had  edited  the  college  paper  at 
Trinity  College,  a  Methodist  school 
in  Durham  now  better  known  as 
Duke.  He  had  graduated  magna 
cum  laude  with  a  Phi  Beta  Kappa 
key.  On  the  Trinity  Chronicle  he 
had  written  a  column,  all  the  edito- 
rials and  half  the  news,  so  the  next 
step  was  obvious. 

The  site  this  time  was  his  native 
Cincinnati  where  he  went  to  work 
as  a  cub  reporter  on  the  now  de- 
funct Commercial-Tribune.  A  year 
later  the  Asheville  (N.  C.)  Times, 
then  published  by  Don  Elias  (now 
president  of  WWNC  Asheville), 
offered  him  $10  more  a  week  and 
he  moved  there.  Three  years 
later  he  became  city  editor  but 
pulled  stakes  after  he  and  the  man- 
aging editor  disagreed  and  headed 
for  Washington,  D.  C.,  his  wife's 
home. 

Washington  Next 

The  first  night  in  Washington  he 
went  to  work  on  the  copy  desk  of 
the  Post,  a  copy  reader  having  suc- 
cumbed that  daj'  to  over-indulgence. 
For  the  next  14  years  he  worked 
at  the  Post,  mostly  writing  D.  C. 
news  at  the  Capitol  and  often  turn- 
ing out  editorials.  One  of  his 
stories  criticizing  the  Capitol  police 
brought  him  considerable  fame 
when  the  House  Sergeant-at-Arms 
had  him  physically  thrown  out  of 
the  Capitol. 

The  Post  income  was  supple- 
mented by  work  with  the  Heinl 
radio  news  service  and  when 
Broadcasting  was  founded  in  1931 
he  became  the  magazine's  first  copy 
editor,  serving  three  years  while 
still  working  for  the  Post. 

In  1941  he  left  the  Post  and  jour- 
nalism to  join  the  Office  of  Emer- 
gency Management  in  charge  of  its 
Information  Division  and  directing 
field  offices.  OEM  and  Mr.  Secrest 
were  absorbed  into  the  Office  of 
War  Information  and  he  took  over 
direction  of  60  field  offices.  Later, 
when  OWI's  budget  was  cut,  he 
moved  to  New  York  in  charge  of 
publicity  and  advertising  for  Pulp- 
wood  Consuming  Industries. 

In  1945  Bond  Geddes  asked  him 
to  join  RMA  and  he  soon  was 
named  director  of  public  relations. 
As  Mr.  Geddes'  assistant  he  became 
one  of  the  better  known  executives 
in  the  manufacturing  and  broad- 
casting industries.  He  w^as  a  key 
figure  in  starting  the  Voice  of 
Democracy  radio-essay  contest, 
which  last  year  drew  a  million  en- 


HON.  James  F.  Byrnes,  successful 
gubernatorial  candidate  in  South  Car- 
olina's Democratic  Primary  election 
July  11,  thanks  the  voters  in  a  state- 
ment broadcast  over  a  state-wide 
netvi-ork,  originating  at  WORD  WDXY 
(FM)  Spartanburg,  his  home  town. 
The  former  Secretary  of  State  and 
Supreme  Court  justice  polled  more 
than  three  times  the  number  of  votes 
of  his  three  opponents  combined. 

tries  from  high  school  students. 
His  varied  RMA  activities  have  in- 
cluded direction  of  the  Parts  Divi- 
sion. 

Early  in  his  RMA  career  he 
started  the  weekly  newsletter  to 
members,  with  regular  and  com- 
plete industry  statistics  and  factual 
reports  on  government  activities. 

Mr.  Secrest  was  born  June  30, 
1903,  in  Cincinnati,  moving  to 
North  Carolina  at  the  age  of  six. 
He  was  valedictorian  of  his  class 
at  Canton  (N.  C.)  High  School. 
He  married  Miss  Page  Shepherd, 
of  Washington,  in  1929.  They  have 
one  child,  Richard,  a  junior  at 
Bowdoin  College  in  Maine.  Mr. 
Secrest  is  a  member  of  the  Na- 
tional Press  Club. 


F.  J.  Roehrenbeck  Jr. 

ENS.  FRANK  J.  ROEHREN- 
BECK Jr.,  24,  USN,  died  July  18 
in  a  carrier  landing  crash  aboard 
the  USS  Midway  at  sea,  according 
to  word  received  by  his  parents. 
The  elder  Roehrenbeck  is  general 
manager  of  WMGM  New  York.  In 
addition  to  his  father  and  mother, 
Ens.  Roehrenbeck  is  survived  bj^ 
one  brother.  Robert. 


TREASURY  DEPT. 

Bond  Shows  Prepared 

OPEN-END  transcribed  shows, 
available  for  local  sponsorship  and 
featuring  top  talent,  are  being 
prepared  by  the  U.  S.  Treasury 
Dept.  Savings  Bond  Division  for 
fall  release.  Two  musical  series 
are  included,  one  of  five-minute 
programs  and  the  other  of  quarter- 
hour  shows. 

Meanwhile,  Treasury  officials 
reported  no  plans  have  been  made 
at  this  date  with  respect  to  reviv- 
ing defense  or  war  bonds  in  view 
of  the  Korean  situation.  It  was 
speculated,  however,  that  an  in- 
creased promotion  of  some  form  of 
defense  savings  bonds  may  ensue 
concurrent  with  the  nation's  swing 
to  increased  defense  mobilization. 

The  five-minute  program  series 
will  consist  of  52  shows  promoting 
the  Treasury's  payroll  savings 
plan  and  will  be  sent  to  stations  in 
industrial  areas.  Scheduled  for 
release  in  iiiid-.September,  the 
series  also  will  be  designed  for  in- 
plant  communication  system  use. 

The  payroll  savings  series  fea- 
tures Win  Elliot  as  m.c.  w-ith  five 
musical  groups  on  a  rotating  basis. 
These  include  Alec  Templeton  and 
his  Alectricians,  the  Johnny  Quar- 
nieri  Quintet,  Lenny  Herman 
Quintet,  Stan  Freeman  Trio  and 
Joe  Bushkin.  Each  program  al- 
lows a  10-second  billboard  sponsor 
identification  and  one-minute  clos- 
ing commercial.  Treasury  is  pro- 
ducing 1,000  sets  of  this  series 
initially. 

Christmas  Show  Included 

The  quarter-hour  series,  com- 
prising 13  shows  plus  a  special 
Christmas  show,  features  Eddy 
Arnold,  ballad  singer.  To  be  re- 
leased Oct.  1,  the  series  will  be 
sent  to  stations  in  smaller  cities 
and  rural  areas.  One-minute  open- 
ing and  closing  commercials  are 
provided  for  in  this  series,  of 
which  1,250  sets  have  been  initially 
ordered. 

Complete  promotion  kits  are 
being  prepared  for  use  by  stations 
and  advertisers  in  local  support  of 
the  Treasurv  series. 


IF  YOUR  AM-TV-FM  STATION  NEEDS 

promotional  ideas  sold  to  produce  cash 
revenue  of  from  $200  to  $1,000  per  week. 
Wire,  Call  or  Write 

Edgar  L.  Bill  —  Merle  V.  Watson 

Julian  Mantell,  Sales  Manager 


NATIONAL  RADIO  PERSONALITIES 

Peoria,  Illinois    Phone  6-4607 

We    originated    sponsored    Radio    Personalities    Picture    Albums  in 
1938,  many  new  program  features,  and   have  more  sales  records 
and   years  of  experience   in   selling   for   over  300   Radio  and  Television 
Stations  from  Coast  to  Coast  than  any  similar  organization  in  America. 


itOADCASTING     •  Telecasting 


July  31,  1950     •     Page  65 


NARND  AWARDS 


To  Cite  Radio-TV  News  Shows 

NATIONAL  Assn.  of  Radio  News 
Directors  last  week  announced  it 
would  make  two  awards,  one  each 
to  radio  and  television  stations,  for 
outstanding  presentation  of  news 
from  Sept.  1,  1949,  to  Sept.  1,  1950. 

NARND  points  out  that  radio 
broadcast  recordings  should  be 
submitted  whenever  possible,  both 
for  regularly  scheduled  news  pro- 
grams and  for  outstanding  pro- 
grams. In  the  case  of  television, 
kinescopes  or  films  of  regular  and 
special  programs  should  be  sub- 
mitted. Closing  date  for  entries 
is  Sept.  22.  They  should  be  sent 
to  the  chairman  of  the  awards 
committees,  Ted  Koop,  CBS  direc- 
tor of  news  and  public  affairs, 
Warner  Bldg.,  Washington  4,  D.  C. 


allied  arts 


Arthur  Ungar 


ARTHUR  UNGAR,  65,  editor  of 
Daily  Variety,  Hollywood,  died 
July  24  following  a  heart  attack 
that  resulted  from  a  fall  while 
bathing  at  Del  Mar,  Calif.  Fu- 
neral services  were  held  July  26 
from  Hollywood  Cemetery  Chapel, 
Hollywood.  Mr.  Ungar  had  been 
editor  of  Daily  Variety  since  its 
establishment  17  years  ago,  and 
for  10  years  before  that  was  Los 
Angeles  representative  for  the 
weekly  paper.  Besides  his  wife 
Ella,  he  leaves  two  sisters,  Jessie 
Wadsworth,  Hollywood  agent,  and 
Molly  Ungar  of  St.  Louis. 


JOSEPH  W.  BAILEY,  manager  ra- 
dio-TV Grey  Advertising  Agency 
Inc.,  N.  Y.,  to  John  E.  Gibbs  & 
Co.,  program  production  firm,  N.  Y., 
as  supervisor  radio-TV  packages. 

GEORGE  T.  CASE,  program  director 
and  acting  manager  WNAO  Raleigh, 
N.  C,  to  Music  Corp.  of  America  as 
field  representative  for  MGM  Radio 
Attractions. 

JOHN  C.  THOMAS  Jr.  to  The  Faught 
Co.  Inc.,  N.  Y.  public  relations  firm. 

PEGGY  WOOD,  Hollywood  publicity 
agent,  joins  Southern  California 
Broadcasters  Assn.,  efl'ective  Aug.  7, 
as  public  service  contact  and  re- 
searcher. 

FRANK  S.  LYMAN  to  Montreal  office, 
Canadian  Facts  Ltd.,  research  organi- 
zation. 

JEANNE  ELAINE  McINTOSH,  radio- 
TV  representative.  New  York  public 
relations  office  of  American  Overseas 
Airlines,  transfers  to  American  Air- 
lines Hollywood  office  in  same  capacity. 
Was  woman's  editor  KVSM  San  Mateo, 
Calif. 

HARRY  S.  GOODMAN,  president 
Harry  S.  Goodman  Radio  Productions, 

adapts  Telephone  Game,  current  TV 
package  show  over  WJZ-TV  New  York, 
WFIL-TV  Philadelphia,  and  WGN-TV 
Chicago,  to  theatre  show  called  "U- 
WIN-0"  which  opened  last  week  in 
Bound  Brook,  N.  J. 


"Suppose  I  go  into  a  new  mar- 
ket," soys  one  well-known  Time 
Buyer.  "I  turn  first  to  STANDARD 
RATE  to  size  up  the  stations  in 
that  market,  their  affiliations, 
their  power,  their  rates.  Then 
I  want  to  know  their  coverage. 
I  try  to  determine  which  would 
give  us  the  most  for  our  money." 
The  WIS  Service-Ad  shown  here 
is  an  example  of  how  stations 
are  making  that  Time  Buyer's 
job  easier.  They  put  useful  ad- 
ditional facts  before  him  when 
he's  using  SRDS  to  compare  op- 
portunities— facts  about  cover- 
age, audience,  programs,  serv- 
ice, for  example. 


AT'S  THE 
BEST  STATION 

■  IN 

SOUTH  CAROLINA? 


UIIS 

COLUMBIA,  S.C. 

K«C  •  560  KC- 5000  WATTS 


FREE  S   PETERS,  \nC. 


278  radio  and  TV  stations  used 
Service-Ads  in  the  monthly  issues 
of  SRDS  during  1949,  supplement- 
ing their  listings  with  additional 
information  to  help  buyers  buy. 

Note  to  Broadcasters:  Study  the 
Spot  Radio  Promotion  Handbook 
for  detailed  help  in  making  it 
easier  for  buyers  of  spot  time  to 
buy  what  you  have  to  sell.  Copies 
from  SRDS  at  $1.00. 
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UNITED  TELEVISION  Artists  pro- 
ducing for  Richmond  Television  Corp., 
L.  A.  (Natalie  Kalmus  TV  sets),  half- 
hour  variety  program,  Natalie  Kalmus 
Club  Celebrity  Television  Show.  Will 
star  Greg  Mitchell,  singer  and  Jill 
Richards,  radio  and  film  actress. 

J.  HARRY  LaBRUN,  Phila.  Chamber 
of  Commerce  counsel,  named  chairman 
Phila.  Committee  for  Increased  Alloca- 
tion of  TV  Channels. 

MARTHA  ROUNTREE,  producer  radio 
and  TV  programs,  submits  TV  pack- 
age, Washington  Party,  to  agencies. 
Show  will  originate  in  Washington 
mansion  with  Miss  Rountree  in  role 
of  hostess  to  social  and  political 
celebrities. 

BEN  WILLIAMS  named  general  man- 
ager Richmont  Television  Corp.,  L.  A. 
(Natalie  Kalmus  TV  sets). 

WALTER  KANER  Assoc.,  N.  Y.  public 
relations  firm,  moves  to  452  Fifth  Ave., 
N.  Y. 

HAROLD  C.  MEYERS  &  Co.,  N.  Y. 

public  relations  agency,  adds  radio-TV 
package  departme'nt. 

DAVID  B.  ROGERS,  central  north- 
western sales  representative  RCA 
Recorded  Program  Services,  and  Ann 
Louise  Boynton  announce  their  mar- 
riage. 


RON  MERRITT,  sales  and  branch  man- 
ager Radio  Specialties  Co.,  Phoenix, 
Ariz.,  to  instrument  division  Allen  B. 
DuMont  Labs.,  Clifton,  N.  J.,  as  field 
sales  agent. 

SANFORD  B.  COUSINS,  vice  presi- 
dent and  general  manager  New  Eng- 
land Telephone  &  Telegraph  Co.,  elected 
vice  president  and  director  Bell  Tele- 
phone Labs.,  N.  Y.  Will  be  in  charge 
of  staff  functions  and  report  to  Bell 
president. 

WILLIAM  E.  HERRMANN,  group 
leader  in  laboratory  products  section. 
Special  Products  Div.,  General  Electric 
Co.,  named  manager  of  sales  section, 
succeeding  ROBERT  R.  PERSON, 
transferred  to  staff  of  manager  of 
manufacturing.  Large  Apparatus  Div. 

RCA  VICTOR  Distributing  Corp.  ac- 
quires properties  of  Bickford  Bros.  Co., 

wholesale  distributor  in  Buffalo  and 
Rochester,  N.  Y.,  areas,  effective 
Aug.  1.  EARLE  HART,  RCA,  will  direct 
operations  as  general  manager  new 
Bufi'alo-Rochester  branches.  Present 
Bickford  employes  continue  with  RCA. 


"Tecknlcal  • 


CECIL  CHAFIN,  WRLC  Toccoa,  Ga., 
to  engineering  staff  WSB  Atlanta. 
Was  with  WCON  Atlanta.  ED  PERRY 
to  WSB  technical  staff. 

MICHAEL  M.  McMULLEN,  WDAF-TV 
Kansas  City  engineer,  and  WALTER 
J.  STILES,  director  TV  operations 
KPHO-TV  Phoenix,  to  permanent  staff 
KECA-TV  Hollywood.  JOHN  F. 
PETERSON,  GLEN  AKINS,  chief  en- 
gineer Videotron  Co.,  North  Holly- 
wood;   RICHARD    L.    HARDY  and 


GRANT  VELIE,  commercial  phot' 
rapher,  to  vacation  relief  staff. 

KEN  CALFEE,  WYNN  KAL  a 
GEORGE  PLATT  to  camera  st; 
WAAM  (TV)  Baltimore. 

JOHN  CURREY,  engineering  dep>j 
ment  WCSI  (FM)  Columbus,  Ind.,  ; 
SARAH    WELLS,    continuity  depai 
ment,  announce  their  marriage. 


WBBM  SALES  HIGH 

Eight  Buy  15-Minute  Show 

Vi^BBM  (CBS)  Chicago  hit  a  sale 

record  last  week  vs^ith  purchase  o 

15-minute  shows  by  eight  sponsors 

Assistant   Station  Manager  Johi 

Akerman  reports. 

Shows  are  Double  Quiz  (five-a-weelo 
3:45  to  4  p.m.  CDT),  for  Puritan  CcP 
through  Schwimmer  &  Scott;  newjii 
(five-a-week,  5:15-5:30  p.m.),  Fori 
Motor  Co.,  J.  Walter  Thompson  Co  T 
music  (five-a-week,  3:30-3:45  p.m.  ! 
Sawyer  Biscuit  Co.,  George  H.  Hart  - 
man;  Edward  R.  Murrow  News  (five-a  • 
week,  6:45-7  p.m.),  Philco  Distributor: Jj 
direct. 

Patrick  O'Riley  Show  (five-a-weel'J 
8:15-8:30  a.m.),  from  three  weekly,  IT 
Lorillard  Co.,  Lennen  &  Mitchell;  Bi  , 
Jenkins  Show  (Mon.-Wed.-Fri.,  7:45-1 
a.m.),  Dolcin  Co.,  through  Victor  Va« 
Der  Linde;  Football  Preview,  15  minute  I 
before  Saturday  afternoon  games,  Pete] 
Fox  Brewing  Co.,  Tim  Morrow  Agencyl 
Footbail  Review,  15  minutes  aftei 
weekly  game,  Chicago  Engineers  foj 
TV,  Olian  Advertising. 


Buys  Ziv  Shows 


f  It 


WENR  Chicago  has  signed  fo^:: 
three  Frederic  W.  Ziv  Co.  trans 
cribed  shows  —  Pleasure  Parade 
It's  Show  Time  from  Hollywood  ani 
Barry  Wood  Show — in  a  move  t 
lighten  evening  pr ogr amming^ii 
Shows,  in  the  new  10:30-11  p.ir 
CDT  lineup,  are  expected  to  star 
today  (July  31).  '  ^ 

i  SI 


Joins  Law  Firm 

JOSEPH  A.  NORRIS  Jr.,  grad 
uate  of  Georgetown  U.  Law  Schooi 
has  joined  the  Washington  radi 
law  firm  of  Harry  J.  Daly,  Metro 
politan  Bank  Bldg.,  and  is  t' 
devote  fulltime  to  the  communi 
cations  field.  Robert  A.  Gingel 
and  Allen  Krouse  have  left  th 
firm. 


WARD 

Johnstown,  Pa. 


^^^^^  [j 


NEW  PT63'A 

Unit  Construction  permits  portable  or  rack 
mount  operation.  3  separate  heads  to 
monitor  from  the  tape!  Prevents  record- 
ing errors  I  New  3  head  unit  also  avail- 
able to  convert  present  PT6  Mognecorder, 

WRITE 
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IBERTY  REPLY 


Tells  FCC  Complaints 
Are  Groundless 


Liberty's  games  are  always  aired  the 
day  they  are  played  or  are  "clearly 
famous  old-time  games  of  long  ago," 
while  MBS  on  many  days  "has  re- 
sorted to  rebroadcasting  a  game  played 
the  day  or  night  before." 

Liberty  airs  Sunday  and  holiday 
doubleheaders  while  Mutual  airs  no 
Sunday  games.  LBS  airs  games  at  same 
time  throughout  country.  Mutual  de- 
laying until  afternoon  on  West  Coast. 
"When  it  does  not  broadcast  games 
played  the  day  before.  Mutual  broad- 
casts secondary-interest  games  for  the 
most  part"  to  avoid  competition  with 
LBS  on  same  game. 

Liberty  further  charged  that  in 
certain  instances  where  MBS  af- 
filiates have  used  delayed  play- 
backs of  games,  "Mutual  has 
made  statements  that  the  games 
are  not  delayed."  Liberty  also 
asserted  it  was  Mutual,  and  not 


IBERTY  Broadcasting  System,  through  its  vice  president  and  general 
anager,  James  H.  Foster,  last  week  told  FCC  there  are  no  grounds 
ir  complaints  filed  against  LBS'  handling  of  major  league  baseball 
roadcasts. 

Answering  protests  to  FCC  by  *  

utual  affiliates  KTHT  Houston, 
ex.,  and  WBBQ  Augusta,  Ga., 
.6  reply  indicated  Mutual  is  in 
more  vulnerable  position  as  to 
iie  suitability  or  manner  of  airing 
^constructed  and  delayed  games 
'pEOSED  Circuit,  July  10].  LBS 
'larged  the  complaints  "are  not 
Resigned  to  protect  the  public  in- 
.rest.  They  are  rather  the  last 
iithering  gasps  of  the  Mutual 
-iroadcasting  System  to  retain  a 
Jfmblance  of  participation  in  the 
;'boadcast  of  baseball  games." 
I  Roy  Hofheinz,  operator  of 
:THT,  protested  to  the  Commis- 
■ion  that  in  Liberty's  reconstruc- 
tion of  major  league  games  "a 
►nscious  and  deliberate  effort  is 
|ade  ...  to  give  the  impression 
|at  they  are  contemporaneous 
'|lay-by-play  account  s."  Mr. 
lofheinz  contended  such  broad- 
»sts  were  "misleading  and  decep- 
Ve  to  the  public  upon  the  whole" 
tid  requested  FCC  to  take  "ap- 
ijropriate  action"  [Broadcasting, 
uly  3]. 

I  The  KTHT  and  WBBQ  com- 
ijaints  criticized  the  LBS  recon- 
itructed  games  because,  they 
iiarged,  background  noise  sound 
iffects  are  not  identified  properly 
tid  the  programs  do  not  emphasize 
I'lliat  they  are  re-created. 

'j        Reargue  Old  Protest 

j  Liberty  told  FCC  the  complaints 
ipargue  a  point  which  had  been 
illed  to  the  Commission's  atten- 
on  over  two  years  ago  when  a 
Ifotest  was  filed  against  the  re- 
peated games  aired  on  KLIF 
^allas,  key  originating  station  for 
Sberty.  KLIF  acknowledged  in 
;tail  FCC's  inquiry  into  the  mat- 
r,  Liberty  said,  and  there  "were 
o  further  communications  from 
le  Commission  in  this  matter, 
(though  LBS  has  continued  these 
roadcasts  during  the  past  26 
onths,  is  now  a  network  of  over 
30  affiliates  and  has  millions  of 
steners." 

Liberty  explained  that  with  its 
iowth  from  one  station  in  1947 

>  more  than  225  outlets  covering 
B  states  today,  Mutual's  "par- 
I'cipation  in  the  broadcast  of  sports 
las  not  only  been  challenged  but 
pw  has  reached  the  point  where 
lis  only  hope  of  survival  is  sojne- 
pw  or  another  to  stop  [LBS]  from 
Iroadcasting    baseball    game  s." 

BS    asserted    it    can    prove  its 

ames  are  in  the  public  interest 

ith  proofs  of  public  response  to 

s  broadcasts. 

Among    the    reasons    cited  by 

iberty  in  its  claim  for  competitive 

iperiority  were  the  following: 

LBS  carries  pre-season  exhibition 
ames  for  a  month  and  a  half  while 
utual  begins  its  "half-hearted  cover- 
Se  of  baseball  on  the  day  the  season 
jOans."  Liberty  also  has  pre-game 
aokground  show,  MBS  does  not.  LBS 
red  129  games  through  July  5,  Mutual 
I.  LBS  has  exclusive  right  to  top 
Btional  League  games  whOe  both  net- 
orks   air   American   League  games. 


LBS,  which  was  the  first  to  re- 
create a  regular  season  game  this 
year. 

Liberty  refuted  Mr.  Hofheinz' 
contention  that  the  time  lag  in 
LBS  re-created  games  encourages 
gambling  since  "unscrupulous 
operators  have  taken  advantage  of 
the  unknowing  listeners  by  en- 
couraging them  to  bet  on  games 
the  outcome  of  which  is  already 
known  to  the  operators."  Liberty 
explained  its  broadcast  occurs 
within  10  to  12  seconds  after  each 
event  of  a  game  and  noted  Mutual's 
games  not  only  are  similarly 
delayed  but  some-  frequently  are 
delayed  24  hours  before  airing. 
Sound  Effects 

Liberty  asserted  its  use  of  re- 
corded background  noise  and  sound 
effects  fully  complies  with  FCC's 
rules,  Sec.  3.188(d),  which  do  not 
require  such  effects  to  be  identified. 
LBS  also  noted  there  is  no  spe- 
cific FCC  rule  requiring  announce- 
ment that  a  game  is  re-created. 


but  "LBS  identifies  all  re-created 
games  at  the  beginning  and  con- 
clusion of  the  games  as  re-created 
in  the  same  way  that  MBS  iden- 
tifies its  transcribed  baseball 
games." 

"In  addition  to  the  motives  which 
MBS  may  have  had  in  filing  these 
complaints  against  LBS  (through 
the  former  affiliates),"  Liberty 
held,  "the  two  affiliates  themselves 
had  their  own  personal  economic 
motives.  One  [KTHT]  .  .  .  holds 
a  construction  permit  for  a  station 
in  Dallas  (not  yet  built)  which 
will  be  in  direct  competition  with 
KLIF  .  .  .  The  other  affiliate 
[WBBQ]  was  (formerly)  an  af- 
filiate of  LBS  last  year  and  tried 
desperately  to  continue  this  affilia- 
tion this  year." 


SALE  of  more  than  $25,000  in 
European  midsummer  music  festival 
tours  through  sole  medium  of  WABF 
(FM)  New  York  announced  by  Ira  A. 
Hirschmann,  station  president. 


BROADCASTINe 


RADIOrTELEVISION  M 


AGENCIES,  AipiTISERS,  STATIONS,  SERVICES 


ESPECIALLY  DESIGNED 
FOR  SALES  PLANNING 

Here's  your  radio-tv  picture  for  fall  placements.  This  25"  x  35"  map  shows  - 
every  radio  —  AM  FM  TV  —  station  in  U.  S.,  its  possessions  and  Canada  by 
city,  county,  state,  territory  and  province  —  plus  time  zones.  Congested 
markets  enlarged. 

It's  an  attractive  display,  printed  in  three  colors  on  80  Ih.  durahle  vrhite  stock.  You'll  use  it  for 
presentations,  to  demonstrate  coverage,  plot  network  and  spot  campaips  —  takes  ink  and  color 
like  your  letterhead. 


Vlap  Price  ScheduSe'' 

1  to    5 — $1.00  each 
6  to  10—   75^  " 
1 1  to  25—   60^  " 
26  to  50—   50^  " 
50  and  more — 40<j;  " 

*  Folded  copy  free  with  every 
'50  MARKETBOOK,  August  14 


BROADCASTING 
Washington  4,  D.  C. 

Send   

I  enclose  


maps  to  the  undersigned. 
  Bill  me  □ 
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•Classified  Advertisements! 

PAYABLE  IN  ADVANCE — Checks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20c  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4^  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  tor  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Salesmen 


Experienced  salesman.  Western  New 
England  major  market  daytime  indie. 
Excellent  drawing  account  for  top  man 
able  to  sell  at  local  level.  Permanent 
position  with  good  chance  for  promo- 
tion.  Box  664F,  BROADCASTING. 
Texas  ABC  station  desires  aggressive, 
experienced  salesman.  Permanent, 
equitable  compensation.  Box  729F, 
BROADCASTING.  

Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING.  

Salesman  for  fulltime  network  affiliate 
in  midwest  metropolitan  market.  Must 
be  thoroughly  experienced  and  aggres- 
sive. Commissions  or  guarantee.  Op- 
portunity for  advancement.  Give  ex- 
perience, education,  references  and 
photo.  Write  Box  831F,  BROADCAST- 
ING^  

Salesman  wanted.  A  real  producer  has 
an  unlimited  opportunity  to  make 
money.  250  watt  station  soon  to  be 
5  kw  is  looking  for  a  man  to  put  new 
life  into  sales  picture.  Other  expansion 
includes  construction  of  two  more  sta- 
tions plus  existing  regional  group.. 
Offers  unlimited  chance  for  advance- 
ment. However,  immediate  need  is  for 
man  to  stimulate  local  sales.  If  you  can 
really  sell,  both  on  local  and  national 
spot  level,  we  will  work  out  a  satis- 
factorv  remuneration  based  on  sala'-y 
and  commission.  Job  is  in  semi-south- 
western resort  city  of  45  thousand  with 
ideal  living  conditions.  Competition 
composed  of  one  other  station  and 
newsDaoer.  Confidential  replies  in- 
corporating past  record,  background, 
references  and  snapshot  to  Box  892F, 
BROADCASTUSTG.  

Sales  promotion  manager  wanted  bv 
5000  watt  network  affiliate  North 
Dakota.  Must  be  experienced,  have 
knowledge  merchandising.  Send  refer- 
ence, salary  desired,  photo  first  letter. 

Box  901F,  BROADCASTING.  

Aggressive  salesman  wanted  for  1000 
watt  N.  Y.  state  independent  with  ac- 
cent on  sports.  Good  market,  plenty  to 
sell.  Liberal  draw  against  commission. 
Send  full  particulars  and  references 
first  letter.  Box  908F,  BROADCASTING. 
Hawaii  calls.  Experienced  aggressive 
salesman  for  successful,  progressive, 
5000  watt  Mutual  affiliate.  Opportunity 
for  qualified  man  to  make  good  money 
on  giiarantee-commission  basis.  Send 
photo  and  all  details  KPOA,  Honolulu. 

Experienced  time  salesman,  must  have 
car.  State  references  and  full  informa- 
tion.  WWNR,  Beckley,  W.  Va.  

Announcers 

All-round  announcer  for  Texas  ABC 
affiliate.  Football  announcing  helpful. 
Box  730F,  BROADCASTING.  

Announcer.  Opening  soon  for  an- 
nouncer with  pleasing  voice,  capable  of 
handling  shows  and  news.  Position 
permanent..  Give  details  in  first  letter. 
Successful  southwestern  station.  Box 
818F,  BROADCASTING.  

1000  watt  independent  station  wants 
announcer  with  first  class  ticket.  Em- 
phasis on  announcing.  Send  details, 
disc.  salary  required.  Box  836F, 
BROADCASTING.  

Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING.  

Experienced  combination  man,  accent 
on  announcing.  Mike  salesmanship  es- 
sential.   Send  disc,  all  details,  KPOA, 

Mutual.  Honolulu.  

Wanted.  Experienced  announcer.  Ra- 

dio  Station  WKEU.  Griffin,  Ga.  

Engineer-announcer:  Must  have  first- 
class  F.C.C.  ticket.  Emphasis  on  an- 
nouncing. Send  disc,  snapshot,  and 
details  first  letter.  Manager,  WKWF, 
Key  West,  Florida. 


Help  Wanted  (Cont'd) 

Immediate  opening  for  combination 
man  with  first  class  ticket;  also  need 
additional  continuity  writer.  Send  full 
information  WRCO.  Ricliland  Center, 
Wisconsin.  

  Technical 

Combination  engineer-announcers:  Min- 
nesota station,  network  affiliate.  Ad- 
vise salary  desired.  Send  audition  disc, 
qualifications.  Box  905F,  BROADCAST- 
ING^  

Chief  engineer  experienced  in  5  kw 
Western  Electric  Doherty  Circuit 
transmitter.  Excellent  opportunity,  suc- 
cessful station,  major  market.  Send 
qualifications  and  recommendations  to 
Box  914F,  BROADCASTING.  '  

Production-Programming ,  others 
Continuity  writer.  Must  be  experienced 
with  ability  to  write  good  commercial 
copy  and  offer  new  ideas.  Opportunity 
to  write  TV  as  well  as  AM  copy  for 
well-established  midwest  station.  Send 
sample  copy,  complete  background  and 
references  to  Box  832F,  BROADCAST- 
ING^  

Wanted:  Topnotch  western  (not  hill- 
billy) band  or  group  for  air  work  on 
5,000  watt  midwest  station.  Basis  of 
territorial  jobs  with  own  booking 
privilege.  Send  letter  and  audition  in 
reply.  Box  867F,  BROADCASTING.. 
Copywriter  who  can  write  effective 
and  selling  copy  in  quantity  on  any- 
thing from  lingerie  to  farm  equipment. 
Must  have  minimum  one  year  ex- 
perience. The  pay  is  not  good  .  .  .  it's 
better.  We  prefer  someone  from  Mis- 

souri.  KNCM,  Moberly,  Missouri.  

Commercial  writer,  experienced,  fast 
typist,  independent  station.  Start  $42.50 
week,  $45.00  at  end  of  one  month  trial. 
Immediate.  Send  samples,  resume 
WCBA,  Corning,  N.  Y.  

 Situations  Wanted  

Managerial 
College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,    12    years    broadcasting.  Box 

657F,  BROADCASTING.  

Desire  change  to  moderate  size  town 
where  preachers  and  hillbilly  music  are 
not  cardinal  sins.  No  newspaper  affilia- 
tions. Work.  Sell.  Announce.  Local 
programming  success.  Civic  minded. 
Married.  No  drink.  Just  want  to  settle 
down    in    a    nice    town.    Box  669F, 

BROADCASTING.  

Manager-commercial  manager.  No  high 
pressure,  excellent  sales  record,  ex- 
cellent reputation  with  personnel.  8 
years  experience  all  phases.  Box  751F, 

BROADCASTING.  

Sales  manager  who  in  20  years  has  sold 
millions  of  dollars  in  local  time.  Also 
year  and  half  experience  in  television. 
Seeks  job  as  commercial  manager  of 
substantial  station  or  manager  of  a 
smaller  station.  45  years  old,  married 
and  have  two  children.  Perfect  health, 
complete  reference,  will  go  anywhere. 

Box  7fi6F.  BROADCASTING.  

Manager — 8  years  of  ability  to  sell,  get 
along  well  with  people,  promote.  Ex- 
cellent references.     East.     Box  815F, 

BROADCASTING.  

Manager  —  commercial  manager,  13 
years  radio  and  newspaper  manage- 
ment and  sales.  Solid  radio  man  com- 
pletely experienced  in  business  man- 
agement, employee  relations  and  pub- 
lic relations.  Strong  on  sales  and  pro- 
gramming. Good  record,  excellent  ref- 
erences. Family  man  with  two  chil- 
dren. Write  now  for  complete  infor- 
mation.  Box  895F,  BROADCASTING. 
Manager  for  secondary  market  station. 
Puts  emphasis  on  individual  selling  and 
sales  organization.  Presentlv  success- 
ful station  manager.  Complete  writing, 
selling,  announcing  background.  Mar- 
ried, two  children.  Box  907F,  BROAD- 
CASTING^  

Station  manager.  Presently  employed 
manager  fulltime  network  station. 
Twenty  years  experience  at  agencies, 
network  and  stations.  Family  man, 
aged  42,  desires  buy  and  manage  small 
station  midwest  area  or  enter  partner- 
ship or  syndicate  with  interest  to  man- 
age station.  Reply  Box  921F,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 

Commercial  manager:  I  am  not  a  pro- 
gram director,  engineer,  writer  or  an- 
nouncer. I  managed  a  good  5  kw  net- 
work station  for  several  years  and  am 
still  a  commercial  manager  because  I 
am,  first  of  all,  a  salesman.  I  know 
how  to  sell  and  how  to  help  my  sales- 
men sell  and  service.  (Callouses  on 
feet  only.)  I  know  the  problems  of 
local  merchants  as  result  of  news- 
paper background  and  how  to  get 
national  business  by  selling  and  work- 
ing closely  with  a  national  representa- 
tive and  providing  the  ammunition  he 
needs.  I've  had  a  whale  of  a  lot  of 
merchandising  and  promotion  experi- 
ence. I  can  work  with  people  and  get 
along  with  them.  I've  been  out  of 
radio  for  a  while  (had  a  fine  vacation) 
and  want  back  in  where  there  is  work 
to  be  done.  I'd  like  a  tough  job  in  a 
competitive  field  with  an  established 
station  inclined  to  pay  above  average 
only  after  I  prove  my  ability  to  do 
the  job.  I'm  42,  married.  Not  much 
resemblance  to  Clark  Gable  but  some 
pretty  good  references.  All  my  experi- 
ence has  been  midwest.  Now  on  the 
west  coast  and  willing  to  go  anywhere 
to  a  job  that  offers  permanency  and 
above  average  potential.  Box  837F, 
BROADCASTING.   

Can  you  top  this?  Took  lowest  station 
in  market,  tripled  billing,  cut  expenses 
one  third.  Veteran,  young,  college 
graduate  with  proven  radio  experience. 
Desire  tough  market  with  opportunity 
to  buy  half  interest  and  take  over  man- 
agement.  Box  937F,  BROADCASTING. 
Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and 
'  salary  are  right.  32  years  of  age.  Robert 
D.  Williams,  1842  N.  Lorraine,  Wichita, 
Kansas. 

Artist's  bureau  manager — Hillbilly  non- 
competitive area  preferred.  Will  han- 
dle own  promotion-publicity.  Finest 
background.  Salary  and  commission. 
Mark  Rollins.  Box  919F,  BROADCAST- 
ING. 

Salesmen 

Radio  salesman  desires  job.  Experi- 
enced, car,  married.  Box  731F,  BROAD- 
CASTING. 

$$$  for  you.  Versatile  announcer,  rich 
deep  melodious  voice.  Em-Cee,  sales- 
man, manager.  Knowhow,  sell  promo- 
tional ideas  to  produce.  Cash  revenues 
$1600.00,  $3150.00  per  month.  Box  891F, 
BROADCASTING. 

Are  you  looking  for  'an  experienced 
salesman  who  can  create,  develop,  sell 
and  hold  the  right  kind  of  business  on 
your  station?  On  a  straight  commission 
with  drawing  account,  or  a  smaller 
commission  with  salary  or  a  combina- 
tion of  both?  If  you  are,  then  please 
write  Box  898F,  BROADCASTING. 

Announcers 

Sportscaster — ^Available  football  season. 
Experienced,  employed,  seeks  year- 
round  sports  deal  larger  station,  mar- 
ket area.  News,  special  events,  copy, 
control  op.  Aircheck  discs.  Min.  $65 
week  plus  talent.  Box  570F,  BROAD- 
CASTING. 

Twelve  years  experience  in  all  phases 
of  radio  broadcasting  wants  permanent 
spot  on  progressive  station.  Would 
like  TV  future.  Proven  morning  man. 
Recently  created  one  of  top  folk  disc 
shows  in  midwest.  Excellent  on  news 
and  special  events.  Housing  situation 
forces  move.  Box  665F,  BROADCAST- 
ING. 

General  manager-chief  engineer  15 
years  experience  seeks  progressive  em- 
ployer. Highest  caliber  references. 
Box  679F,  BROADCASTING. 

Announcer-accountant,  3  years  radio. 
Competent  organization.  Middle  east 
coast.  Box  760F,  BROADCASTING. 

Top  hockey  announcer.  Live  and  re- 
created, disc  on  both.  Other  sports. 
College  grad.  Married.  Box  820F, 
BROADCASTING.  

Announcer  3  years  experience.  Mar- 
ried, vet,  26.  1  year  college.  Desires 
part  time  position  college  town.  Pres- 
ently employed.  Available  Sept.  1st. 
Box   840F,  BROADCAS'HNG.  

Experienced  announcer.  College  train- 
ing. Three  (3)  years  actual  work.  Also 
sportscaster.  Presently  employed  but 
available  immediately.  Preferably  the 
west  coast.  Box  845F,  BROADCAST- 
ING. 


1' 


Situations  Wanted  (Cont'd) 

Announcer,  writer,  news,  thoTob; 
knowledge  radio,  good  selling  ide; 
imagination,  ambitious,  reliable,  ha 
worker.  Prefer  midwest.  Box  865 
BROADCASTING. 

Topflight  staff  and  college  basketba' 
football,  AA  Southern  Association  bas 
ball  announcer.  Excellent  recommend 
tions  from  radio,  major  league  ba.= 
ball   and    national    advertising  exei 
Seeking  year-round  sports  and/or  st; 
that  pays  right.  Contact  Taylor,  Ei , 
mingham,  Alabama,  telephone  66172  i: 
Box  870F,  BROADCASTING. 
Is  radio  dead?  If  not,  let  me  knc 
Announcer,  copywriter,  operator.  Tv 
years  experience.  Single,  25.  Box  871 
BROADCASTING. 

Announcer,  former  staff  5000  watt  NI 
affiliate.  Produced,  sang,  emceed  am 
teur  shows  in  Chicago  nite  clubs.  T\ 
years  college.  Graduate  oldest  broa 
casting  school  in  country.  CBS  i 
structors  taught  all  phases  of  broa-. 
casting.  Consider  all  offers.  Box  873;  : 
BROADCASTING. 


Lined    up    for    football?    Experieno  a 
sportscaster  with  eastern  outlet  war 
better  location,  on  a  salary  plus  tale 
basis.  Play-by-play  background  in  : 
major  sports.  Top  references.  Box  887 

BROADCASTING.   

Could  you  use  3  years  announcing  eJb 
perience?  Friendly  voice  knowing 
phases  of  radio.  It  will  pay  you 
listen  to  my  disc.  Box  888F,  BROAJ: 
CASTING.  

Sports  announcer,  21/2  years  experien'lf 
m  all  phases  of  announcing,  play-b 
play   baseball   and   basketball,  exctj. 
lerrt  references,  hold  first  class  licen?  * 
Box  889F,  BROADCAS-nNG. 


Vet,  deep  voiced,  wants  on  the  jr 
training.  Knowledge  AM  and  TV  broa  3 
casting.  Prefer  northeast,  also  person  - 
interview.  Married.  Box  896F,  BROA]  1 
CASTING. 


Want  position  with  station  as  fo, 
music  disc  jockey  and  featured  guita- 
playing  western  singer.  All-round  e 
perience.  Presently  employed.  Box  897 
BROADCASTING. 


Sportscaster,  experienced,  employ. 
Michigan.  Family  man  desires  pla 
by-play.  Tape,  references.  Box  899 
BROADCASTING. 


Sports  announcer:  Four  years  expei 
ence  writing  and  broadcasting  fifte< 
minute  sports  commentary  daily,  al 
play-by-play  experience  in  footba 
baseball,  basketball  and  boxing.  E 
cellent  references.  Box  900F,  BROAl 
CASTING. 


Announcer,  seeking  first  chance,  Mai' 
School  of  Announcing  graduate.  Trav' 
anywhere  U.  S.,  prefer  northeast.  5, 
married.  Attended  University  of  Pitt'  - 
burgh,  3  years  business  college,  grai 
uating     as   '  accountant.     Box     906  'i 
BROADCASTING. 


Major  league  baseball  announcer. 
sports.    Staff.    College  graduate.  Ma 
ried.    Box  910F,  BROADCASTING. 


Announcer.  Sports,  play-by-play,  sta 
college  grad,  veteran,  player  bacf 
ground.    Box  915F,  BROADCASTINf 


Couple:  Announcer,  newsman,  scripte; 
Have  own  show.    Mature.    Top  refe'  - 
ences.    Box  928F,  BROADCASTING.'  ^ 


Take  a  chance?  Thoroughly  schoole: 
Some  experience,  hard  worker.  Reac 
to  really  go.  Box  918F,  BROADCAS' 
ING. 


Announcer-engineer.  2  years  expei- 
ence  Ohio  station,  1  year  Florida.  Mor: 
ing  man.  Training  in  salesmansh 
Florida.  Texas  preferred,  family  coi 
nections.  Reference,  picture,  auditic, 
disc  on  request.  All  promptly  ar 
swered.    Box  927F,  BROADCASTINC 


Thoroughly  experienced  staff  man  avai 
able  at  once.  Dependable,  adult.  Re 
erences.    Box  929F,  BROADCASTING 


Announcer:  3  years  experience  new' 
commercials.  DJ.  sports,  29,  marrie 
Box  930F,  BROADCASTING. 


Staff  announcer.  28.  single,  gradua 
leading  school.  Radio  City,  one  ye: 
experience  all  phases,  disc.  Box  932 
BROADCASTING. 


Announcer,  eleven  years  experienc 
Commercial,  news.  DJ,  special  even1 
sports  principally  boxing  and  baseba 
Age  thirty  two,  veteran.  Desires  pe 
manency  with  future.  Box  934 
BROADCASTING. 


Thoroughly  experienced  sportscast 
desires  football  and  basketball  play-b: 
play.  Available  at  end  of  August.  Hai 
done  college  basketball  and  footbc 
over  regional  network  in  one  of  coui 
try's  leading  conferences.  Air  chee 
available.  Highest  recommendation 
Box  935F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

t.,  25,  married,  desires  announcing 
feition.  2  years  college,  radio  school 
kd.  Will  go  anywhere.  John  Blickley, 
Earl  Ave..  Bridgeport  6.  Conn. 


mouncer,  specialize  as  sportscaster 
kl  newscaster,  will  travel.  Frank 
hghtman,  5  Graham  St.,  Jersey  City 
N.  J. 


ic  jockey  with  30,000  records  (and 

;ess  to  more)  and  volumes  back- 
^Bund    material    wants    job  where 

ias,  trees  and  people  progress.  Been 

placed  on  desert  six  years.  Did 
^ison  DJ  shows  KDSH,  Boise.  Good 
^ice,  lively  imagination,  interesting 
^bsonality.  Willing  to  learn.  In  show- 

:  age  nine  until  stranded  here, 
-.empt  from  military  duty.  Age  twenty 
;tht.  Clean  and  alert.  No  lush  hound. 
nEnsider  possibility  of  DJ  shows  tape 
iporded  here.  Library  covers  half 
iihtury   with   wide   variety.  Capable 

Ij-  type  disc  show.  Milt  Hale,  Burns, 
«|egon.   

inouncer,  veteran,  28,  specialize  ;om- 
Lercials,  news,  DJ,  can  operate  board, 
jfcidle  classic  disc,  dramatic  narration, 
^rperience  limited  but  thoroughly 
itined  all  phases.    Details,  photo,  au- 

[ion  disc  on  request.  Roland  Matti- 
2720  S.  Normal  Ave.,  Chicago  16, 

.perienced    stafE    announcer-DJ.  3 

ars  all  phases  commercial  AM  radio, 
liege  BA;  25,  responsible.  Permanent, 
sire  southwest  and  west.  Disc.  Bob 
ylor.  1309  Idlewood  Avenue,  Lake- 
.od  7,  Ohio.  

orts  and  staff  announcer.  3  years 
perience  play-by-play  baseball,  foot- 
11.  basketball,  college  grad.,  single, 
1  travel.  Contact  Mike  Wynn,  370 
lumbus  Ave.,  N.  Y.  C,  Phone  TR 
617. 


Technical 


chniclan,  1st  class  telephone,  young, 
ibitious,  graduate  leading  engineer- 
;  school.  Box  623F,  BROADCAST- 
G. 


rgineer,  1st  phone,  wants  position 
j  th  a  growing  organization.  Has  car 
'  d  is  no  drifter.  Box  651F,  BROAD- 

>  STING.   

Sineer,  degree,  licensed,  12  years  ex- 
rience  in  radio.  Box  719F,  BROAD- 

vSTING.  

,  gineer,  experienced  transmitter,  re- 
ntes, console,  maintenance.  Married, 
1  travel,  have  car.  Box  737F,  BROAD- 
--.STING. 

^,)ief  engineer.  Completely  experi- 
enced in  operation,  maintenance,  con- 
:|.  uction  complete  broadcasting  sta- 
-tins  including  toughest  directional 
tennas.  Excellent  personnel  relations, 
aft  proof.  References?  The  best.  Box 


fill,' 


F,  BROADCASTING. 


gineer,  first  phone.  22  years  old, 
.ber,  married.  Some  broadcast  experi- 
ce.  Box  848F,  BROADCASTING. 

Jigineer,  licensed.  Three  years  ex- 
Krience  operation,  maintenance,  re- 
•votes.  Studio  controls.  Temporary, 
--Irmanent.    Car.   Box   885F,  BROAD- 

!:  aSTING.  

gineer,  marine  radio  officer,  4  years 
4-jlperience.  Employed  at  present  but 
*mts  to  settle  down  ashore.  3  years 
;iperience  radar  technician  U.  S.  Air 
;rce.  1st  phone,  1st  telegraph.  Box 
.)F,  BROADCASTING. 


;perienced  e  n  g  i  n  e  e  r — Transmitters, 
dijBdios,  remotes,  construction,  installa- 
iifljn,  first  phone.  Married,  have  car, 
Mavel  anywhere,  any  offers.  Box  903F, 
aOADCASTING. 


igineer,  2V2  years,  transmitter,  re- 
ptes,  taperecorders,  3  years  army  ra- 
>!b.  Graduate  leading  radio  school. 
Hing  to  travel.  Box  904F,  BROAD- 
i  STING. 


Akgineer  presently  employed,  age  41, 
ie^ 'Sires  position  with  progressive  sta- 
in.   Fifteen  years  broadcast  experi- 
,ce.  Box  911F,  BROADCASTING. 


sigineer,  1st  phone,  veteran,  27,  ex- 
irience  AM  transmitter,  remote.  Tech- 
:al   school    graduate,    TV.  Travel. 
913F,  BROADCASTING.  

ijjiteineer.  First  phone,  seeks  radio 
jalE  television  position.  Graduate  SRT- 
wte'^.  single,  car,  will  travel.  Box  916F, 
jjpOADCASTING.  

J-igineer.  First  phone,  seeks  radio  or 
utjiiievision  position,  single,  will  travel, 
•b if 917F,  BROADCASTING.  

:  ineer  first  phone,  17  months  trans- 
'  ter.   remotes,   and  studio  at   1  kw 
Single,  veteran,  age  26,  have  car, 
»jll  travel.    Box  922F,  BROADCAST- 


Situations  Wanted  (Cont'd) 

Engineer,  employed  250  w,  remotes, 
maintenance,  employer  knows  about 
advertisement.  Car,  married,  available 
two  weeks.  Howard  Solomon,  WLOW, 
Box  363,  Portsmouth,  Va. 

Have  1st  class  license,  seeking  engineer 
or  combination  position.  No  experi- 
ence, but  willing.  Age  24,  married, 
disc  on  request.  John  Richardson,  78th 
and  Dodge,  Omaha,  Nebraska.  

Holder  of  1st  class  phone  seeks  per- 
manent position  in  broadcasting.  En- 
gineering and  announcing,  will  travel. 
Raymond  Tomasjeski,  210  Second 
Street,  Jersey  City  2,  N.  J.  

Production-Programming,  others 

Singer,  production,  program  director,  6 
years  good  general  experience  from 
sales  to  mike  servitude.  Employed.  Box 
740F,  BROADCASTING.  

Five  years  radio,  announcing,  promo- 
tion manager,  program  director,  as- 
sistant manager.  College  education, 
married.  Expert  photographer.  Age 
30.  Capable,  dependable.  Box  893F, 
BROADCASTING.  

Newscaster.  A  reporter,  not  an  an- 
nouncer. Gather,  write,  deliver.  News- 
paper background.  Prefer  newspaper- 
affiliated  station.  Box  894F,  BROAD- 
CASTING.  

Got  a  grade  "A"  station  with  grade 
"B"  programming  and/or  writing?  Con- 
tact this  experienced,  family  man. 
Crack  programming  knack  (no  an- 
nouncing); top  writing  ability.  If 
there's  opportunity  and  money,  write 

Box  902F,  BROADCASTING.  

Fresh  appeal,  continuity  writer,  also 
women's  and  children's  programs, 
available  immediately  for  midwest. 
Copy,  disc,  photo  sent  upon  request. 
Box  912F,  BROADCASTING.  

Competent  experienced  newscaster,  re- 
porter ■  and  writer.  Newspaper  back- 
ground. Proven  ability.  Box  931F, 
BROADCASTING.  

Television 

Salesmen 

Top  sales  combination  man.  Qualified, 
experienced,  three  years  radio  and  TV 
sales.  Cameraman,  director,  boom  man. 
Can  handle  any  production  job.  Car, 
references.  Box  926F,  BROADCAST- 
ING  •  TELECASTING.  

Production-Programming,  others 

TV  copy-script  by  Girl  Friday,  24, 
who's  trod  video  writing-coproduction 
mill:  AM  news,  script,  continuity  back- 
ground. New  England,  upper  coastal 
states  desired.  Box  936F,  BROAD- 
CASTING   •  TELECASTING. 


For  Sale  (Cont'd) 


For  Sale 


Stations 

RCA  69A  distortion  meter,  $90.00,  GR 
732A  distortion  meter  and  GR  733A 
oscillator  both  for  $90.00.  Box  839F, 
BROADCASTING.  

Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WIL.M, 
Wilmington,  Delaware. 

For  sale — Like  new  Federal  10  kw  FM 
broadcast  transmitter  193-A  with  modu- 
lator 109-B;  General  Electric  frequency 
and  rriodulation  ijaeter  BM-l-A;  also 
C-100  FM  antenna,  consists  of  8  shunt- 
fed  radiating  loops  with  heaters  for 
de-icing.  Overall  antenna  power  gain 
8.3;  VSWR  obtained  during  factory 
tuning,  0.95/1  at  100.7  megacycles.  All 
'this  equipment  used  only  two  years, 
like  new  in  every  respect.  Included 
are  new  spare  parts  for  transmitter 
as  recommended  by  manufacturer, 
operating  instruction  books  and  350  feet 
of  SVs  inch  co-ax  (Andrew  Company). 
Kankakee  Daily  Journal  Company, 
Kankakee,  Illinois. 

Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co..  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 

Equipment,  etc. 

For  sale.  Good  as  new  Raytheon  5  kw 
AM  transmitter  complete  with  spares. 
Write  for  details.  Box  923F,  BROAD- 
CASTING. 

FM  transmitter  GE  BT3A  complete  and 
in  perfect  condition.  Audio  rack,  SE 
4FA8A1  and  switch,  fuse  panel  for 
above.  New  WE  109A  reproducer  group 
complete  and  with  2  new  unused  heads 
and  1  head  in  use  but  perfect  condi- 
tion. Hewlett-Packard  noise  distortion 
analyzer  in  perfect  condition.  Bell  20 
watt  P.  A.  amplifier  with  2  mike  input 


one  phono.  Andrew  expansion  joints 
for  1^8  in.  cable  and  90°  co-axial  bend. 
Triplet  multimeter  model  2405.  For 
these  and  other  items  address  Beloit 
College,  Beloit,  Wisconsin. 


Wanted  to  Buy 


Stations 


Radio  station.  Radio  man  now  em- 
ployed as  station  manager  fuUtime  net- 
work station,  interested  buying  small 
station  midwest  area  or  entering  part- 
nership or  syndicate  to  manage  station. 
Twenty  years  radio  experience.  Reply 
Box  920F,  BROADCASTING. 


Equipment,  etc. 


Wanted  to  buy.  Good  used  1  kw  AM 
transmitter.  Give  age,  manufacturer, 
price  and  list  of  spares  in  first  letter. 
Box  924F,  BROADCASTING.  

Wanted  to  buy — Used  10  kw  Western 
Electric  FM  transmitter.  Give  age,  list 
of  spares,  selling  price  in  first  letter. 
Box  925F,  BROADCASTING. 


Miscellaneous 


Edward  Fridgen,  contact  John,  KWJJ, 
Portland.    Good  news. 

Situations  Wanted 


Salesmen 


MORE  STRENGTH 
FOR  YOUR 

SALES  STAFF 


Ever  feel  that  your  staff  has  too  many 
chiefs,  too  few  Indians?  Look  at 
what  I  can  offer: 

•  Top  merchandise  experience 
buying,  selling,  promotion  with 
Macy's  (world's  largest  store). 

•  Excellent  stage,  radio  work, 
stage  managing,  directing,  act- 
ing, announcing,  writing. 

•  Administrative  experience — su- 
pervised 250  men  on  the  job. 

PLUS 

•  Proved  ability  to  work  under 
round-the-clock  pressure.  Top 
references.  Stable  background 
(college  grad ;  married ;  child). 
Living  in  New  York ;  will  move 
for  the  right  spot.  Primarily 
interested  in  sales  development : 
moderate  salary.  Available  for 
personal  interview.  Reply 

BOX  938F, 

-  BROADCASTING 


Situations  Wanted  (Cont'd) 

Managerial 


Station  Manager 
Available 

Due  to  youngster's  health,  must  move  to 
Florida  or  far  west  areas.  Presently  em- 
ployed OS  manager  of  fulltime  250 
watt  network  station  in  midwest.  7  years 
experience  all  phases  of  radio  with 
emphasis  on  sales.  Strong  community 
and  family  man.  Have  increased  profits 
over  300  percent  on  present  station  in 
four  months.  Would  like  salary  with 
bonus  or  commission  on  added  profits. 
Very  best  of  references. 

BOX  886F,  BROADCASTING 


For  Sale  (Cont'd) 


Equipment,  etc. 


For  Sale 

One  complete  General  Electric 
10,000  watt  FM  transmitter. 
This  equipment  has  seen  only 
two  years  service  except  for  the 
250  watt  exciter  which  has  been 
in  service  three  years.  Excel- 
lent condition.  This  equipment 
priced  to  sell. 

BOX  933F, 
BROADCASTING 


Employment  Service 


TV   &   AM  0-P-E-N-l-N-G-S! 
SALES  MGR.— Maj.  Mkt.  basic  AM-TV  Reg. 

TOP-FLITE  Agy.   Cont.    (X.T.   &  others.) 
COPT— SALES,  Annr-D.J.,  Engrs.  &  COMBOS. 
Home  Economist  &  !Fem.  D.J. 
ERR  RADIO  TV  EMPLOYMBXT  BUREAU 
P.O.  Box  413,  Phlla.  5,  Pa. 
"5  yrs.  FREE  Employers  Service!" 


Pacific  Northwest  250  Watt  Station 

$45,000.00 

This  250  watt  property  is  well  located  in  a  rich  area  in  the  Pacific 
Northwest,  adjacent  to  a  larger  market.  RCA  throughout.  Presently 
operating  daytime.  Expected  to  be  fulltime  within  next  thirty  to 
forty-five  days.  Doing  a  satisfactory  volume  of  business  under  absen- 
tee management.  Owner-manager  on  the  job  should  have  money 
making  property. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO 

James  W.  Blackburn         Harold  R.  Murphy  Ray  V.  Hamilton 

Washlneton  Bldg.  360  N.  Mich.  Ave.  235  Montgomery  St. 

SterUng  4341-2  Randolph  6-4550  Exbrook  2-5672 
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NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(Total  U.  S.  AREA,  INCLUDING  SMALL-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

JUNE  18-24,  1950 


Current  Previous 
Rank  Rank 


Programs 


Current 
Rating 
Homes 

% 


EVENING,  ONCE-A-WEEK  (Average  For  All  Programs)   (6.2) 

lux   Radio  Theatre   (CBS)    15.5 

Walter  Winchell  (ABC)    12.3 

Godfrey's  Scouts  (CBS)    11.8 

My  Friend  Irma  (CBS)    11.7 

Red  Skelton  (CBS)    10.6 

Horace  Heidt  Shew  (CBS) 


1 
2 
3 
4 
5 
6 
7 
8 
9 
10 


1 
4 
3 
2 
23 
7 
27 
29 
8 
5 


Current 
Rank 

6 
7 
8 
9 
10 


Previous 
Rank 

8 

4 
12 
15 
10 


Programs 

Pepper  Young's  Family  (NBC) 

Wendy  Worren  (CBS)   

Aunt  Jenny  (CBS)   

Perry  Mason  (CBS)   

Rosemary  (CBS)   


Current 
Rating 
Homes 

% 

7.0 
6.9 
6.8 
6.8 
6.7 


10.1 

Meet  Corliss  Archer  (CBS)    10.1 

9.8 

9.8 


DAY,  SATURDAY  (Average  For  All  Programs)   (4.7) 


This  Is  Your  F.  B.  I.  (ABC) 
You  Bet  Your  Life  (CBS) 

Bob  Hawk  (CBS)    9.7 

EVENING,  MULTI-WEEKLY  (Average  For  All  Programs)   (3.5) 

1  1              Beulah    (CBS)    6.4 

2  4              Lone  Ranger  (ABC)    5.7 

3  3              Counter-Spy   (ABC)   5.6 

WEEKDAY  (Averoge  For  All  Programs)    (4.5) 


1 
2 
3 

DAY, 
1 
2 
3 


1  Armstrong  Theotre  (CBS)    .  .  . 

2  Grand  Central  Station  (CBS) 

3  Stars  Over  Hollyv/ood  (CBS) 


8.4 
8.0 
7.2 


Arthur  Godfrey  (Ligg.  &  Myers)  (CBS) 
Romance  of  Helen  Trent  (CBS)    8.1 


Ma  Perkins  (CBS) 
Big  Sister  (CBS) 


7.7 
7*3 


Our  Gal,  Sunday  (CBS)    7.2 


SUNDAY  (Average  For  All  Programs)   (2.9) 

1  True  Detective  Mysteries  (MBS)    6.5 

3  Martin  Kane — Private  Eye  (MBS)    6.3 

2  Shadow   (MBS)    6.1 

Copyright  1950  by  A.  C.  NIELSEN  CO. 

NOTE:  Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 
RATING"  (%)  to  40,700,000— the  1950  estimates  of  Total  United 
Spates  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  port  of  the  program,  except 
for  homes  listening  only  1  to  5  minutes. 


LIFT  RADIO  BAN 

New  Argentine  Policy  Seen 

AN  ENFORCED  16-month  silence 
imposed  by  Argentina  on  interna- 
tional broadcasts  has  been  broken, 
temporarily  at  least,  with  the 
transmission  of  news  broadcasts 
the  week  of  July  9-15  by  Ned 
Calmer  for  CBS  and  Herbert  M. 
Clark  for  ABC  [Broadcasting, 
July  24].  The  South  American 
country  has  unofficially  banned 
freedom  of  information  for  inter- 
national broadcasting  since  March 
1949. 

Argentina's  new  policy  is  seen 
as  both  "tacit  and  temporary" 
since  neither  the  government  nor 
the  local  broadcasters  group 
(Asociacion  de  Radiodifusion 
Argentina  which  initially  invoked 
the  ban)  has  rescinded  the  restric- 
tion in  writing.  Officials  privately 
attribute  this  change  to  improved 
relations  with  the  U.  S.  giving 
strength  to  hopes  of  the  American 
Embassy  that  a  fundamental 
change  has  been  instituted. 

Placing  of  the  ban  in  1949  was 
a  retaliatory  action  by  the  local 
ADRA  against  the  Inter-American 
Radio  Assn.'s  resolution  condemn- 
ing the  lack  of  freedom  of  speech 
in  Argentina  broadcasting  as  seen 
in  the  refusal  by  the  government 
to  permit  opponents  of  Peron's 
regime  to  air  their  views  on  the 


air.  ADRA's  restriction,  denying 
studio  and  microphone  facilities  to 
any  affiliate  of  IRA  and  by  exten- 
sion to  all  foreign  correspondents, 
had  official  approval.  With  back- 
ing of  the  Ministry  of  Communica- 
tions, ADRA  on  July  11  permitted 
Mr.  Calmer,  visiting  the  country 
for  three  days  while  on  tour,  to 
broadcast  although  requiring  his 
text  to  be  submitted  for  censorship 
38  hours  in  advance.  On  July  14, 
Mr.  Clark,  news  and  radio  cor- 
respondent, was  permitted  to 
broadcast  for  ABC  with  censorship 
delay  trimmed  to  one  hour. 


RADIO  HANDBOOK 

Reference  for  Equipment 

MOBILE  RADIO  HANDBOOK.  Pub- 
lished by  'FM-TV  Magazine,'  Great 
Barrington,  Mass.  190  pp.  $2,  paper 
cover;  $4,  cloth  bound. 

THIS  is  a  first  edition  of  a  refer- 
ence book  for  those  concerned  with 
communications  equipment.  It  is 
edited  by  Milton  B.  Sleeper,  with 
Jeremiah  Courtney  and  Roy  Alli- 
son as  associate  editors. 

The  volume  was  prepared  for 
company  executives  and  public 
officers  responsible  for  the  planning 
and  purchase  of  communications 
equipment,  as  well  as  for  com- 
munications engineers,  system 
supervisors,  operators  and  mainte- 
nance men. 


Newspaper  and  Radio  Station 

$75,000.00 

The  ideal  combination — located  in  one  of  the  south's  best  rural 
markets.  Properties  are  (1)  a  250  watt  fulltime  radio  station  and  (2) 
a  well  established  leading  weekly  newspaper.  Combined  earnings 
82,000.00  a  month  and  future  business  indications  excellent.  Here 
is  an  unusual  opportunity  for  one  or  two  good  operators.  Total 
price  for  both  properties  $75,000.00.    Financing  arranged. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESEl^TATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  STATION  AND  NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.  CHICAGO  S*N  FRANCISCO 

Harold  K.  Murphy  Ray  V.  Hamilton 

235  Montgomery  St. 


James  W.  Blackburn 
Washington  Bldg. 


Sterling  4341-2 


3P0  N.  Mich.  Ave. 
Randolph  6-4550 


Exbrook  2-5672 


PERON  NETWORK 

First  Link  Inaugurated 

NEW  20  kw  transmitter,  in  line 
with  plans  of  the  Peron  administra- 
tion for  a  20-station  government 
radio  network  in  Argentina,  has 
been  inaugurated  at  Santa  Rosa. 
The  transmitter  site  is  400  miles 
southwest  of  Buenos  Aires  in  the 
territory  of  La  Pampa. 

Called  Radio  La  Pampa,  the 
new  outlet  shares  call  letters  with 
LRA,  Radio  del  Estado,  key  in  the 
official  network.  Equipped  with  a 
Marconi  TBM  7310  transmitter, 
the  station  will  operate  on  670  kc 
(447.8  meters)  with  10  kw  daytime, 
20  kw  nighttime. 

The  outlet  will  operate  on  a  12- 
hour  schedule  during  the  week, 
running  two  extra  hours,  until  mid- 
night, on  Saturdays.  Some  pro- 
grams will  originate  from  Santa 
Rosa,  others  will  be  relayed  from 
Radio  del  Estado  in  the  capital. 
No  commercials  are  scheduled,  it 
was  announced. 


CAMPAIGN  COSTS 

House  Votes  Funds  Probe 

MACHINERY  is  being  set  up  for 
a  newly  appointed  five-man  com- 
mittee to  look  into  political  cam- 
paign expenditures  by  House  mem- 
bers [Broadcasting,  June  26,  12]. 
The  House  Administration  Com- 
mittee has  approved  an  expendi- 
ture of  $40,000  for  the  probe 
group.  Chairman  of  the  committee 
is  Rep.  Mike  Mansfield  (D-Mont.). 
Other  members  are  Reps.  Frank  L. 
Chelf  (D-Ky.),  Charles  B.  Deane 
(D-N.  C),  John  Jennings  Jr. 
(R-Tenn.)  and  Frank  Fellows 
(R-Me.). 

When  the  funds  are  voted  by  the 
House,  its  was  explained,  the  com- 
mittee will  complete  selection  of  its 
staff  and  map  an  itinerary.  It  has 
been  understood  that  the  Mansfield 
group  will  investigate  radio,  tele- 
vision and  other  media  sums  spent 
during  the  campaign  as  well  as 
amounts  subscribed  for  radio  and 
TV  time  by  labor,  corporation  and 
other  groups  on  behalf  of  any  can- 
didate. 


KNAK  OPTION 

For  Safe  to  Utah  Labor  Grci 

TWO-YEAR  option  for  purcha.sf; 
KNAK  Salt  Lake  City  for  $200,' 
by  the  Utah  State  Federation 
Labor    has    been  announced 
Fullmer  H.  Latter,  Federation  pr- 
ident,    and    Howard    D.  Johns 
founder  and  president  of  KNA 
The  option  agreement  is  to  be  fi: 
with  FCC  promptly. 

KNAK,  established  in  194.5, 
assigned  1  kw  daytime,  500  w  nig 
directional  on  1280  kc.  Licensee 
Granite  District  Radio  Broadca; 
ing  Co.,  headed  by  Mr.  Johnson  ai 
composed  of  some  25  stockholdei 

Mr.  Latter  indicated  labor  ha.- 
large  membership  in  that  ar 
which  would  be  served  "by  ti 
step."  He  said  the  agreement  w 
a  "local  proposition"  and  wou 
have  no  tie-up  with  the  Americ; 
Federation  of  Labor  with  which  t! 
Utah  group  is  associated.  j, 

KNAK  now  has  a  $50,000  expa^. 
sion  program  underway  with  st| 
dios  and  offices  being  moved  fro., 
the  Continental  Bank  Bldg.  to  ne'' 
quarters  at  its  transmitter  sit 
1016  W.  6th  South  St. 


Other  Labor  Licensees 


(I 


Other  prominent  labor  unio 
owned  stations  include  the  Chicaff 
Federation  of  Labor's  (AFI 
WCFL  Chicago,  established  in  192 
and  WFDR  (FM)  New  Yor 
owned  by  the  International  Ladie 
Garment  Workers  Union  (CIO 
ILGWU  also  is  interested  in  F 
station  KMFV  Los  Angeles.  UA"V 
CIO  Broadcasting  Co.  operat 
WCUO  (FM)  Cleveland  an 
WDET  (FM)  Detroit. 

Granite  District  Radio  has  a  t 
tal  of  20,000  shares  voting  ai 
3,000  shares  preferred  voting  std 
outstanding.  Mr.  Johnson,  presi 
dent,  holds  all  of  the  latter  pr 
ferred  issue  plus  5,195  shares  vc 
ing.  L.  W.  Johnson,  vice  presider. 
holds  2,500  shares  while  Richard  . 
Connor,  secretary  -  treasurer  ai 
general  manager,  holds  1,8 
shares.  Holding  1,000  shares  eai'  - 
are  H.  M.  Buchanan  and  E. 
Minor. 

'tl 


HARMON  NAMED 


Is  MPAA-'Voice'  Llais< 


FRANCIS   S.   HARMON,  a  vij^ 
president   of   the   Motion  PictuH 
Assn.  of  America,  has  been  naml 
liaison  official  between  the  mo\ 
industry    and    the  governmen 
Voice  of  America  radio  and  fi 
activities  program.     Mr.  Harm' 
is  expected  to  confer  shortly  wi 
State  Dept.  officials  on  the  pi. 
gram. 

Announcement  was  made 
Eric  Johnston,  MPAA  preside/ 
before  leaving  for  London  whe 
he  hopes  to  renegotiate  an  Ang' 
American  film  agreement,  whi 
expired  July  15.  Mr.  Harmon  v, 
work  closely  with  governme 
representatives  in  collaboration 
the  joint  Voice-film  program. 
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FCC  Actions 

Continued  from  page  62) 
ions  Cont. : 

Bring  in  matter  of  revocation  of 
^  of  KFTM,  now  scheduled  for 
6t  Fort  Morgan,  be  changed  to 
■r.  Col. 

25  Applications  .  .  . 

ACCEPTED  FOR  FILING 

Modification  of  CP 
CP  new  FM  station  for  exten- 
of   completion   date:  WSVA-FM 
onburg,    Va.;    WJPB  Fairmont, 

;P-TV  St.  Paul,  Minn.— Mod.  CP 
tommercial  TV  station  for  exten- 
,pf  completion  date  to  3-16-51. 

91  TENDERED  FOR  FILING 
j  AM— 1360  kc 

A  Helena,  Ark.— CP  AM  station 
Inge  from  1360  kc  1  kw  unl.  DA-N 
ijjiw  unl.  DA-N. 

!  26  Decisions  .  .  . 

.^Y  COMMISSION  EN  BANC 
License  Renewal 

/jowing  stations  granted  renewal 
lenses  for  period  ending  Aug.  1, 
KAYS  Hays,  Kan.;  KIUN  Pecos, 
)  KRE  Berkeley,  Calif.;  KWON 
ksville,  Okla.;  WDUZ  Green  Bay, 
WGRC  Louisville,  Ky.;  WHLB 
'-ia,  Minn.;  WHUN  Huntingdon, 
KFRU  Columbia,  Mo.;  KTSW 
ria,  Kan.;  WTCM  Traverse,  Mich.; 
(J   Staunton,   Va.;    WSIC  States- 

IIn.  c. 

Extension  Granted 
'VO  Corpus  Christ!,  Tex. — Granted 
irary    extension    of    license  to 


Renewal  Granted 
F  Galveston,  Tex. — Granted  re- 
n]  of  license  for  regular  period. 
jlGB  Harrisburg,  Pa. — Same. 

Temporary  Extension 

liowing  granted  temporary  exten- 
of   licenses    to   Dec.    1:  WNEX 
a,   Ga.;   WJAC  Johnstown,  Pa.; 
lif  Kingsport,  Tenn.;  WAEL  May- 

P.  R.;  and  WJLB  Detroit. 
Msley  Bcstg.  Corp. — Granted  tem- 
5y  extension  of  licenses  KOA-40-44 
^jcperimental  TV  relay  stations  to 

t         Renewal  Granted 

,fes  Radio  Co.,  Quincy,  111.— Grant- 

"tnewal  of  developmental  broad- 

Icense  KS2XAO  for  period  ending 

1,  1951. 

(j  Hearing  Designated 
OM  Jersey  City,  N.  J. — Designated 
arlng  at  Jersey  City  on  Jan.  17, 
application  for  mod.  of  license 
ve  main  studios  from  Jersey  City 
w  York  City. 

Petition  Denied 
OK  Arkansas  City,  Kan. — By  order 
I  -i  petition  for  reconsideration  and 
jj  without  hearing  of  application 
j'P  to  change  facilities  on  1280  kc 
l^'D  to  100  w-N  1  kw-LS,  unl.  Com- 
mon further  denied  SSA  to  operate 
j';ime  with  power  of  100  w  and 
i'led  application  as  defective. 

i       Hearing  Designated 

'jim  Havre,  Mont. — Designated  for 


'VOICE'  CHARGED 

Gould  Hits  Red  Material 

CHARGE  that  State  Dept.'s  Voice 
of  America  has  inadvertently  car- 
ried summaries  of  Communist 
radio  and  newspaper  propaganda, 
without  refutation,  in  regular 
series  of  two-way  transmissions 
between  its  New  York  headquarters 
and  European  staff  was  leveled 
last  week  in  a  New  York  Times 
article. 

Foy  Kohler,  chief  of  the  Inter- 
national Broadcasting  Division, 
confirmed  the  story  as  substantially 
correct  but  hastily  added  that  the 
transmissions  are  "not  easy  to  pick 
up"  and  are  "very  easily  indenti- 
fied."  The  situation  is  being  reme- 
died through  use  of  "scrambling" 
equipment,  he  stated. 

The  charge  was   printed  in  a 


column  by  Jack  Gould,  Times  radio 
columnist.  Mr.  Gould  said  it  was 
clearly  evident  that  the  informa- 
tion was  intended  for  use  by  IBD 
language  desks  in  New  York  but 
stated  that  the  immediate  result 
enabled  any  listener  to  hear 
"straight  Communist  propaganda 
without  challenge,  refutation  or 
denial." 

The  "gratis  transmission  of  the 
Communist  line,"  he  said,  became 
known  through  monitoring  of  the 
15  mc  shortwave  band  Wednesday 
morning.  The  "fill-in"  consisted  of 
reviews  of  Communist  propaganda 
the  past  24  hours,  with  identifica- 
tion of  the  overseas  outlet  as  "an 
American  relay  station  in  Europe." 

Mr.  Kohler  noted  the  transmis- 
sions are  conducted  on  a  "very 
obscure  channel"  and  said  that 
IBD  for  sometime  has  realized 
they  could  be  overheard. 


hearing  in  Washington  on  Jan.  9,  1951 
application  to  change  faciUties  of  sta- 
tion KAVR  from  1240  kc  250  w  unl.  to 
910  kc  1  kw-N  5  kw-D,  DA-2  and  made 
KCJB  Minot,  N.  D.  party  to  proceed- 
ing. 

Application  Dismissed 
Santa  Rosa  Bcstg.  Co.,  Santa  Rosa, 
Calif. — Commission  on  own  motion,  dis- 
missed with  prejudice  application.  Ap- 
plicant has  indicated  abandonment  of 
its  application,  which  was  scheduled 
for  further  hearing  Aug.  8. 

July  26  Applications  .  .  . 

ACCEPTED  FOR  FILING 
CP  to  Replace  CP 
WTIM  Taylorville,  111.— CP  to  replace 
expired  CP  for  new  station  on  1410 
kc  1  kw  D. 

AM— 960  kc 
WFTC  Kinston,  N.  C— CP  AM  sta- 
tion to  change  from  1230  kc  250  w  unl. 
to  960  kc  1  kw  unl.  DA-N. 

License  Renewal 
KREO  Indio,  Calif.— Request  for  li- 
cense renewal. 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WJBY-FM 
Gadsden,  Ala.;  WGCH  Greenwich, 
Conn.;  WFNS-FM  Burlington,  N.  C; 
WHAT-FM  Philadelphia;  WISN-FM 
Milwaukee. 

KTRB-FM  Modesto,  Calif.— Mod.  CP 
FM  station  to  change  ERP  to  4.65  kw. 

License  Renewal 
KUSC  Los  Angeles — Request  for  li- 
cense renewal  noncommercial  educa- 
tional FM  station. 

License  for  CP 
KANW  Albuquerque,  N.  M. — License 
for  CP  for  noncommercial  educational 
FM  station. 

TV  (54-60  mc) 
KTSL    Los   Angeles — Mod.    CP  new 
commercial  TV  station  Ch.  2  (54-60  mc) 
to  request  further  facilities  including 


MINUTE  SPOTS  ON 
jSO,000 WATTS 
ilOE- NEW  ORLEANS 

ONLY 

I       "  T  •  ^  EACH  ViMTe  / 

iMilahleX^Mom:  Spots  between  High-Rated 
I  National  Shows!..  Spott  on  or  between  long- 
|['  established  Local  Shows!..  News  Programs ! 
Sports!  Mutual  Co-ops!  (1060  ON  YOUR  DIAL) 

25  YEASS  OF  SUCCESSFUL  SERVICE  TO  ADVERTBERS! 


w 


§59 

E 

;  NATIONAL  REPRESENTATIVES 

RA-TEL 

U20  LEXINGTON  AVE.,  N.Y.C 

50,000  Watts  Daytime  - 
5,000  Watts  Nighttime 


ant.  specifications  in  CP  for  changes. 
ERP  9.26  kw  vis.,  4.63  kw  aur. 

TENDERED  FOR  FILING 
SSA— 980  kc 
KCIJ  Shreveport,  La. — Request  for 
SSA  on  980  kc  1  kw  from  local  sunset 
July  25  to  local  sunrise  CST  July  26 
to  broadcast  results  primary  elections 
for  Louisiana. 

APPLICATION  RETURNED 
License  Renewal 
KREO  Indio,  CaUf.— RETURNED  re- 
quest for  license  renewal  AM  station. 

July  27  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
License  Renewals 

Following  were  granted  renewal  of 
licenses  for  period  ending  Aug.  1,  1953: 
KRLN  Canon  City,  Colo.;  KKIN  Visaha, 
CaUf.;  KIFI  Idaho  Falls;  KWIN  Ash- 
land, Ore.;  KWLK  Longview,  Wash.; 
WATW  Ashland,  Wis.;  WELM  Elmira, 
N.  Y.;  WGYV  Greenville,  Ala.;  WMSL 
Decatur,  Ala.;  WJLD  Bessemer,  Ala.; 
WICH  Norwich,  Conn.;  WBNY  Buffalo; 
KEBE  Jacksonville,  Tex.;  KRPL  Mos- 
cow, Ida.;  KVOP  Plainview,  Tex.; 
KXLK  Great  Falls.  Mont.;  WHLF  South 
Boston,  Va.;  WXAL  Demopolis,  Ala.; 
WDAS  Philadelphia. 

Following  granted  temporary  exten- 
sion of  licenses  for  period  ending  Dec. 
1:  KRUN  Ballinger,  Tex.;  KTXC  Big 
Spring,  Tex.;  WDUN  Gainesville,  Ga.; 
WMBC  Macon,  Miss.;  WJQS  Jackson, 
Miss.;  KALA  Sitka,  Alaska;  KCLF 
Clifton,  Ariz.;  KDWT  Stamford,  Tex.; 
KNOX  Grand  Forks,  N.  D.;  KODI  Cody, 
Wyo.;  KUGN  Eugene,  Ore.;  KXGN 
Glendive,  Mont.;  WBSC  Bennetts ville, 
S.  C;  WCOH  Newnan,  Ga.;  WHCC 
Waynesville,  N.  C;  KTRC  Santa  Fe, 
N.  M.;  KSPA  Santa  Paula,  Calif.; 
WJHO  Opelika,  Ala.;  KVFD  Fort 
Dodge,  Iowa;  WALE  Fall  River,  Mass.; 
KREO  Indio,  Cahf.;  WPCF  Panama 
City,  Fla.;  KTFS  Texarkana,  Tex.; 
WRJN  Racine,  Wis.;  KOKO  La  Junta, 
Col.;  KENO  Las  Vegas,  Nev.;  WATL- 
FM  Atlanta. 

July  27  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 560  kc 
WOOF  Dothan,  Ala.— CP  AM  station 
to  change  from  560  kc  1  kw  D  to  560 
kc  5  kw  D. 

AM— 1560  kc 
Southwest  Bcstg.  Co.,  Orange,  Calif. 

— CP  new  AM  station  1560  kc.  1  kw  D 
AMENDED  to  change  name  of  appli- 
cant   from    Bernard    Corren.  Sidney 

(Continued  on  page  72) 
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C  H  N  S 

HALIFAX  NOVA  SCOTIA 

A  CAPITAL  Station 
In  A  CAPITAL  City  gets 
You  CAPITAL  Results! 

Ask 

JOS.  WEED  &  CO. 
350  Madison  Ave.,  New  York 

P.S.  We  now  have  our  5000  Watt 
Tronsmitter  in  operation! 


WEVD 
117-119  W.  46  St. 
HENRY  GREENFIELD,  Me.  Director  N.Y.13 


1930  —  1  950 

20l\i  Anniversary  Year 

46.0 

"HOOPER"* 

* (average  5  periods 
winter,  1950) 

proves  I  he  best  huy 

SIA^VILLE,  VA. 

WBTM 

Rep:  IIOLLINGBERY 
)kw  (d)   ABC    Ikw  (d) 
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Docket  Actions  .  .  . 

INITIAL  DECISIONS 

WRIB  Providence,  R.  I. — Announced 
initial  decision  by  examiner  Leo  Res- 
nick  to  grant  application  of  WRIB  to 
modify  its  CP  so  as  to  change  power 
from  250  w  day  to  1  kw  day  on  1220  kc. 
Change  transmitter  location  and  make 
antenna  changes.  Decision  July  21. 

ORDER 

Pacifica  Foundation,  Richmond,  Calif. 
— Commission  by  decision  and  order 
adopted  initial  decision  of  June  23 
severing  application  of  Pacifica  Founda- 
tion from  proceeding  in  which  it  was 
heard  and  denied  request  for  new  sta- 
tion at  Richmond  on  710  kc,  1  kw  day. 
Order  July  24. 

Non-Docket  Actions  .  .  . 

AM  GRANTS 

Flagstaff,  Ariz.— Flagstaff  Bcstg.  Co., 
granted  new  AM  station  on  1450  kc, 
250  w  fuUtime.  Partnership  includes: 
Eugene  C.  PhilUpi,  technical  director 
at  WNBK  (TV)  Cleveland,  50%;  Alan 
J.  Gardiner,  electronic  circuit  develop- 
ment engineer  for  General  Electric  Co., 
20%;  Mary  Jane  Phillippi,  ex-women's 
director  for  WSRS  (FM)  Cleveland, 
5%;  Anton  S.  Holm,  real  estate  sales- 
man, 10%  and  William  A.  Howard, 
WNBK  maintenance  supervisor,  10% 
(proposed).  Firm  had  bid  $3,000  for 
facilities  of  bankrupt  KWRZ  there. 
Granted  July  24.  . 

Forest  Grove,  Ore.  —  Irving  V. 
Schmidtke,  granted  new  AM  station 
1570   kc,   250   w   fuUtime.  Estimated 


FCC  Actions 

(Continued  from  page  71) 
Applications  Cont.: 

Kerner,  Saul  Levine  and  A.  Milton 
Miller  a  partnership  d/b  as  Southwest 
Bcstg.  Co.  to  new  partnership  of  same 
name  and  partners  with  exception  of 
Sidney  Kerner. 

AM— 1360  kc 

KFFA  Helena,  Ark.— CP  AM  station 
to  change  from  1360  kc  1  kw  unl.  DA-N 
to  1360  kc  5  kw-D  1  kw-N  DA-N. 
License  for  CP 

WHIP  Mooresville,  N.  C— License  for 
CP  new  AM  station. 

Modification  of  CP 

WPRT  Prestonsburg,  Ky.— Mod.  CP 
new  AM  station  for  extension  of  com- 
pletion date. 

Mod.  CP  FM  station  for  extension 
of  completion  date:  KFEL-FM  Denver 
Col.;  KFGQ-FM  Boone,  la.;  WINR-FM 
Binghamton,  N.  Y. 

License  for  CP 

KCRK  Cedars  Rapids,  la.— License 
for  CP  new  FM  station. 


85  Stations  In  16  States 
Rave  about  theRatings  on 

"FIGHT  0/  WEEK" 

Every  Monday  Nite  At  10  p.m. 
Blow  by  Blow  Direct 
From  The  Scene  of  Action 

(Such  Great  Fights  As) 

KID  GAVILAN  vs.  BOBBY  MANN 

WILLIE  PEP  vs.  BOB  TIMPSON 

IKE  WILLIAMS  vs.  "SOGAR"  COSTNER 

Low  Cost  To  Local  Stations 
For  Local  Sponsorship 

FOR  FURTHER  INFORMATION  CONTACT 

SPORTS 

BROADCAST 

NETWORK 


2212  WALNUT  STREET 
PHILA.,  3,  PA.  PHONE 


LO. 4-4383 


fCC  roundup 

New  Grants,  Transfers,  Changes,  Applicatiom 


cote 


SUMMARY  TO  JULY  26 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 

AppU- 

Total  Cond'l    cations  In 
Class                            On  Air    Licensed       CPs        Grants    Pending  Hearing 

AM  stations                         2,147           2,126  182                         290  259 

FM  stations                            690              498  226             3*           18  13 

Tv   stations                             106  48             61                         353  182 

*Two  on  the  air. 

«  •  * 

construction  cost  $8,500.  Mr.  Schmidtke  switch  in  facilities  from  1230  kc,  250 

owns  Smitty's  Radio  Clinic  (radio  serv-  w  fulltime  to  1550  kc,  5  kw  fuUtime, 

icing).    Granted  July  24.  directional  night.  Granted  July  24. 

Quanah,    Tex.— OrviUe    L.    Jenkins,  KFDR  Grand  Coulee,  Wash.— Granted 

granted  new  AM  station  1150  kc,  500  w  change   in   hours    of   operation  from 

fulltime.    Estimated   construction   cost  specified  hours  to  unlimited  on  1400  kc, 

$11,525.    Grantee    is    owner,    Jenkins  250  w.  Granted  July  24. 

Radio  and  Appliance  Co.,  Chickasha,  rCBS     San     Jose,     Calif.— Granted 

V  Granted  July  24.  switch  in  facilities  from  740  kc  5  kw 

Metropolis,  lU— Fort  Massac   Bcstg.  fulltime  at  San  Jose  to  740  kc,  50  kw 
Co.,  granted  new  AM  station  on  920  fulltime  at  San  Francisco, 
kc,  500  w  fuUtime.  Estimated  construc- 
tion cost  $17,732.11.  Principals  include:  TRANSFER  GRANTS 
James  H.  Firmin,  instructor  at  Indiana 

U.,  16%%  president;  Walter  H.  Firmin,  WDSG  Dyersburg,  Tenn.— Granted 
vice  president  Wyoming  Tie  and  Timber  transfer  of  control  in  State  Gazette 
Co.;  Noah  J.  Korte,  National  State  Bcstg.  Co.,  licensee,  from  S.  D.  Wooten 
Bank,  president;  Bernard  Lurie,  owner  Jr.  to  Russell  M.  D.  Bruce  and  A.  L. 
Good  Luck  Glove  Co.;  S.  F.  Chase,  Ward.  Mr.  Bruce  and  Mr.  Ward  pur- 
Metropolis  Bending  Co.  (wood  prod-  chased  33  sh.  of  stock  for  $7,000.  Sale 
ucts);  Eddie  Clark,  secretary  and  took  place  in  December  1949  and  trans- 
manager  Massac  Theatres;  Robert  V.  fer  was  filed  to  conform  with  FCC 
Gillespie,  farmiag;  William  R.  Tiner,  regulations.  Granted  July  24.  WSDG  is 
secretary-treasurer,  Bonifield  Brothers;  assigned  250  w  fulltime  on  1450  kc. 
J.  B.  Humma,  owner  Humma  Drug  WLBE  Eustis,  Fla. — Granted  transfer 
Store;  and  Elva  M.  Firmin  housewife.  of  80%  stock  in  WLBE  Inc.,  licensee. 
Each  holds  8i/6%  with  exception  of  from  Paul  Hunter  to  his  wife  Eleanor 
James  H.  Firmin.  Granted  July  24.  Hunter.  Mrs.  Hunter  has  acted  as  gen- 
Seymour,  Tex. — ^WilUam  C.  Moss,  era!  manager  and  in  division  of  assets 
granted  new  AM  station  1230  kc,  100  w  with  Mr.  Hunter,  selected,  and  was 
fuUtime.  Estimated  construction  cost  granted,  stock  in  the  station.  WLBE  is 
$10,511.  Mr.  Moss,  individual  owner,  is  assigned  790  kc,  1  kw  fuUtime,  direc- 
a  salesman  for  Curtiss  Candy  Co.,  tional.  Granted  July  24. 
Dallas.  Granted  July  26.  WEVE  Eveleth,  Minn.;  WDSM  Super- 

Moorefield,  W.  Va. — Lost  River  Bcstg.  ior.  Wis. — Granted  transfer  of  control 

Corp.,  granted  new  station  on  790  kc,  in  Ridson  Inc.,  licensee  to  Northwest 

1  kw  fulltime.  Estimated  construction  Publications    Inc.    All    transferors  in 

cost  $20,908.  Principals  in  corporation  Ridson  Inc.,   are   either   directors  or 

include:  R.  E.  Fisher,  director  South  oflicers  in  Northwest  Publications  and 

Branch    Valley    National    Bank,    50%  because    of    increased  responsibilities 

owner  South  Branch  Realty  Co.,  33%%  in    newspaper    business,    wished  to 

Moorefield     Examiner,     50%     interest  liquidate  financial  investment  through 

South  Branch  Air  Service,  president;  transfer.  Consideration  $84,000.  WEVE 

Mrs.  S.  A.  McCoy,  331^%  owner  Moore-  is  assigned  250  w  fulltime  on  1340  kc; 

field  Examiner;  Katherine  Fisher,  sec-  WDSM  is  assigned  250  w  fulltime  on 

retary -treasurer;  J.  G.  Freeland,  chief  1230  kc.  Granted  July  24. 

operator  and  service  technician  WRMP  KITO  San  Bernardino,  Calif. — Grant- 

Romney,  Va.  State  Police  Radio  Sta-  ed    assignment   of   license    from  San 

tion,  vice  president.  Granted  July  24.  Bernardino  Bcstg.  Co.  Inc.,  licensee,  to 

KVIM  New  Iberia,  La. — Queen  City  new  corporation  KITO  Inc.  for  $143,000. 
Bcstg.  Co.,  granted  reinstatement  of  Principals  in  new  corporation  are:  H.  G. 
CP  for  new  station  on  1570  kc,  1  kw  Wall,  former  owner  75%  WIBC  Indian- 
day.  Granted  July  24.  apolis    and    37%    owner    WDSU  New 

Saunder's  Bcstg.    Co.,  Flagstaff,  Ariz.  Orleans,   now   retired,   vice  president 

— Granted    switch    in    facilities    from  and  treasurer  36  sh.;  J.  J.  Flanigan, 

1220  kc,  250  w  fulltime  to  1340  kc  with  former  general  manager  WCNT  Cen- 

same  power.  Granted  July  24.  tralia.  111.,  and  ex-assistant  manager 

KOJM  Havre,  Mont. — Granted  switch  WDSU,  president  79  sh.  Margaret  B. 

in  facilties  from  730  kc  1  kw  day  to  Wall,  wife  of  H.  G.  Wall,  secretary  45 

610  kc  1  kw  fulltime,  directional.  Condi-  sh.   KITO   is  assigned  5  kw  fulltime 

tions.  Granted  July  24.  on  1290  kc.  Granted  July  26. 

KFDX  Wichita  Falls,  Tex.— Granted  WOIC    (TV)    Washington,    D.  C— 

switch  in  facilities  from  990  kc,  5  kw  Granted    assignment   of   license  from 

D,  1  kw-N  directional  to  10  kw  day.  General    Teleradio    Inc.,    licensee  to 

No  change  in  night  operation.  Granted  WTOP  Inc.  for  $1,400,000.  WTOP  Inc., 

July  24.  is  owned  50%  by  The  Washington  Post 

KRES     St.     Joseph,     Mo. — Granted  Co.,  and  45%  by  Columbia  Bcstg.  Sys- 


Another  BMI  -Pin-Vp"  Hit-Published  by  Spencer 

GOODNIGHT,  IRENE 

On  Records  :  Gordon  i^-^'-^'^'T  I^ZZl 
Dec    27007;  Frank  Sinatra-Mitch  M,ller-i.ol. 

38892  ;  Alexander  ^''-^ J^Z 
Dar-Vic.  (soon  to  be  released);  Red  Foley 


tem.  See  story  this  issue.  Grar  ( 
July  26. 

KOKO  La  Junta,  Col. — Granted  tnr 
fer  of  control  in  Southwest  Bcstg  ' 
licensee    from    EUis    P.  Lupton 
Douglas    Kahle    for  consideration 
$12,500.  Mr.  Kahle  presently  owns  ic 
and  grant  gives  him  controUing  iAu 
est  of  51%.  KOKO  is  assigned  25C 
fulltime  on  1400  kc.  Granted  July  Z^j 

WKOY    Bluefield,    W.    Va.— Gram 
acquisition  of  control  in  WKOY  Li 
by  J.  Lindsey  AUey  through  purch; 
of  231^%  stock  for  $5,833.  Ownership 
now  Mr.  AUey  56%%  (controUing 
terest);    Odes    E.    Robinson  10%; 
Bernard    Jarrett    33^^%.  Concurr 
with  transfer  grant  FCC  issued  orr 
denying  petition  of  E.  Bernard  Jarr 
requesting  action  be  delayed  or  de^ 
nate    same    for    hearing.  WKOY 
assigned  1240  kc,  250  w  fulltime.  Grai 
ed  July  24. 

WMLT  Dublin,  Ga.— Granted  transl 
of  control  in  DubUn  Bcstg.  Co., 
censeC;  from  George  T.  Morris  to  ) 
son  W.  Newton  Morris  through  a  nui 
ber  of  stock  transfers  dating  back 
December  1949.  WMLT  is  assigned  ; 
w  fuUtime  on  1340  kc.  Granted  July 

KSLO  Opelousas,  La. — Granted  : 
signment  of  Ucense  of  KSLO  Bcs 
Co.,  licensee,  from  a  co-partnersl^ 
composed  of  Hugh  O.  Jones,  Willi: 
E.  Jones  and  Sarah  Stewart  Jones 
WiUiam  E.  Jones  d/b  as  KSLO  Bcs 
Co.  Sarah  Jones  receives  $100  for  I 
interest  in  station.  Hugh  O.  Jor 
transfers  his  55%  interest  to  WiUiam 
Jones  in  transaction  transferri 
WGCM  Gulfport,  Miss,  to  Hugh 
Jones.  KSLO  operates  with  250  w  fii 
time  on  1230  kc.  Granted  July  24. 

WGCM  Gulfport,  Miss.— Granted  > 
signment  of  Ucense  from  WGCM  Bcs 
Co.,  Ucensee,  co-partnership  of  Hu 
O.  and  William  E.  Jones  to  Hugh 
Jones  tr/as  WGCM  Bcstg.  Co.  Considf 
ation  is  $1,500  and  55%  interest  of  Hu 
O.  Jones  in  KSLO  Opelousas.  See  trar 
fer    above,    purpose    of   which  is 
seperate    ownership    and  control 
two  stations.  WGCM  is  assigned  250 
fulltime  on  1240  kc.  Granted  July  24 
WKRT-AM-FM    Cortland,    N.  Y 
Granted  assignment  of  Ucenses  frc 
Cortland    Bcstg.    Corp.,  licensee, 
Radio  Cortland  Inc.,  for  $100,000.  Pri 
cipals    in    new    corporation  incluc 
Leighton  A.  Hope,  National  City  Ba 
of  New  York,  overseas  branch  frc 
1946  to  1950,  president  33>/i%;  Rob( 
M.    Hope,    general    manager  WWV 
Jasper,    Ala.,    vice    president    33' 3' 
Polly     G.     Hope,     secretary     33 '3 
Gerald  Mayer,  president  and  genei 
manager  WKRT  wishes  to  devote  mo 
time   to   his   law   practice.  WKRT 
assigned   1   kw   day  500   w  night 
920  kc.  Granted  July  24. 

WFGM    Fitchburg,    Mass. — Granti 
assignment  of  license  from  Donald  ;  j 
Coleman  Jr.,  Albert  E.  Keleher  Jr., 
Gordon  Keyworth  and  James  L.  Spat 
d/b  as  Wachusett  Bcstg.  Corp.  to  ni ! 
corporation.  Mr.  Spates  withdraws  a  . 
receives  $1,100  amount  paid  by  him 
company.  The  amounts  to  be  paid  - 
stock  issued  the  others  represents  t 
services  rendered  or  sums  paid  out 
each  party.  Ownership  now  includi 
Donald  Coleman  12%;  Albert  E.  Keleli 
25%  and  Ansel  E.  Gridley  63%.  Cc 
porate  form  has  been  adopted  as  mo 
appropriate  means  of  conducting  bu 
ness.    WFGM  is  assigned  1  kw  day 
1580  kc.    Granted  July  24. 

KTXN  Austin,  Tex. — Granted  trat 
fer  of  control  in  Radio  KTXN  Inc., 
censee,  from  present  stockholders 
Edward  C.  James  for  consideration 
$2,759.  Mr.  James,  is  owner  Conso 
dated  Venetian  Blind  Co.  Inc.,  Houst 
and  owner  Eagle  Rock  Ranch.  £ 
radio  interests  include  76.25%  KCf 
San  Marcos.  KTXN  is  assigned  1  i 
day  on  1370  kc.    Granted  July  24. 

KXLO  Lewistown,  Mont.  —  Grant 
assignment  of  license  from  William 
Kelly  and  Victor  J.  Morgan  d/b 
Montana  Bcstg.  Co.,  licensee,  to  W 
Ham  G.  KeUy  for  $8,500.  KXLO  ope 
ates  with  250  w  unlimited  on  1240  i 
Granted  July  24. 

WVMI  Biloxi,  Miss. — Granted  assig 
ment  of  license  from  James  H.  McK( 
Odes  E.  Robinson  and  G.  E.  HoM 
d/b  as  Radio  Associates  to  new  corpor 
tion  of  same  individuals  Radio  Ass 
ciates  Inc.  WVMI  is  assigned  1  kw  d. 
on  570  kc.    Granted  July  24. 

WHBT  Harriman.  Tenn. — Granted  a 
quisition  of  control  in  Harriman  Bcsl 


Ernest  Tubb-Dec.  46255;  Onnter  V.ee  .arr- 
Dec.  48167;  Jo  Stafford— Cap.  1142. 


BROADCAST  MUSIC  INC.  J.^Vvo'yk'^rN I 
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FOR 
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contact  i 

JOSEPH  HERSHEY  McGILLVRA.  INCJ 

366  Modison  Avenue,  New  York 
Murray   Hill  2-8755 
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licensee,  from  J.  B.  Brewer,  Ben- 
Hamilton,  J.  M.  Hickman,  Neil  L. 

Bids   and  L.   A.    Shivers   to   F.  L. 

wder  for  consideration  of  $20,000. 
Crowder  is  president  of  WHBT  and 
to  grant  was  20%  stockholder. 

'BT  is  assigned  250  w  fulltime  on 

I  kc.    Granted  July  24. 

w  Applications  .  .  . 

AM  APPLICATIONS 


tie.  Pa.— Myron  Jones,  1400  kc  250 

unlimited.     Estimated  construction 

f  $7,300.    Mr.  Jones,  individual  own- 

liis  employed  in  Engineering  Dept. 

MJ  Youngstown,  Ohio.  Filed  July  21. 
'JIawrenceburg,    Tenn.    —  Lawrence 

iknty  Bcstg.  Co.,  1230  kc,  250  w  un- 
jited.     Estimated   construction  cost 

ifoo.  Principals  include:  J.  L.  Harri- 
'■[,    employe    of    WJJM  Lewisburg, 

In.;  J.  E.  Sowell,  chief  engineer 
•Mm.;  Harold  Twitty,  writer  for  Chat- 
tooga Times  and  R.  C.  Wiley,  em- 

Ve  WJJM.   Filed  July  21. 
flarksdale,   Miss. — Clarksdale  Bcstg. 
j;  1230  kc,  250  w  unlimited.  Esti- 

ted  construction  cost  $9,831.67.  Cy 
'Oiahakel,  individual  applicant  is  li- 
^ee  WABG  Greenwood,  Miss.,  WKOZ 
■Iclusko,,  51%  owner  WCLD  Cleve- 
k.    Mr.  Bahakel  will  file  shortly  to 

;»ose  of  his  interest  in  WCLD.  Filed 
k  25. 

Ibuquerque,  N.  M. — Frank  Quinn, 
>  kc,  1  kw  day.  Estimated  construc- 
i  cost  $19,310.  Mr.  Quinn  from  1939 
j[947  was  general  manager  KOB  Al- 
iiuerque.  He  is  1950  campaign  man- 
i,  people's  ticket  Albuquerque  city 
;ttion.  Filed  July  25. 
puth  Gate,  Calif. — Southeast  Dis- 
ijt  Radio  and  Telecasting  Corp.  Inc., 
i)  kc,  1  kw  day.  Estimated  construc- 
cost  $43,622.  Stockholders  in  cor- 
;tition  include:  Jobe  L.  Hamman, 
4er  J.  L.  Hamman  Plumbing  Co., 
sident  10%;  Dr.  Hugh  L.  Brown, 
.tor,  51%;  John  H.  LeGrand,  Secre- 
V  South  Gate  Chamber  of  Commerce, 
and  Melvin  Sullivan,  electrical  con- 
;tor  and  sound  engineer,  14%.  Filed 
7  26. 

jfentral  City,  Ky.— Muhlenberg  Coun- 
'pcstg.  Co.,  1380  kc  500  w  D.  Cost  of 
struction  estimate  not  available, 
hcipals  include:  Lawrence  W.  Hager, 
\%,  W.  Bruce  Hager,  26%%,  George 
iFuqua,  13%%  and  Hugh  O.  Potter, 
,%.  All  with  exception  of  Mr.  Pot- 
;  are  stockholders  in  WOMI.  Owens- 
n.  Mr.  Potter  is  general  and  com- 
rcial  manager  WOMI.  Filed  July  26. 
armington,  N.  M. — ^Phillip  R.  Hurl- 
,  1240  kc,  250  w  unlimited.  Esti- 
^oed  cost  of  construction:  $6,650.  Mr. 
'[Ibut,  individual  owner  was  engineer 
'KOPO  Tucson  in  1949,  he  helped  to 
Id  KTKT  Tucson,  and  acted  as  gen- 
I  manager  through  March  15,  1950. 
1  is  presently  trying  to  nullify  pro- 
'al  that  he  take  %  interest  in  sta- 
I  for  services  rendered.    Filed  July 

\  FM  APPLICATION 

jVansville,  Ind. — Evansville  College, 
jicommercial  educational  FM  station 
operate  on  frequency  assigned  by 
~    ERP  1.92  kw.    Filed  July  27. 


lUATENNIAL 

ceo  Reports  Full  Coverage 

^IMAXED  by  a  broadcast  from 
coronation  ball  last  Friday, 
(3-out"  coverage  of  the  Minne- 
jilis  Aquatennial  was  given  by 
DCO  Minneapolis,  according  to 
fcon  executives  [Broadcasting, 
|y  17]. 

WCCO  opened  coverage  of  the 
day  event  July  21  when  Stew 
icPherson   described  the  finish 

the  Paul  Bunyan  Canoe  Derby, 
lee  half-hours  of  a  WCCO  two- 
|ar  broadcast  from  the  Minne- 
dHs  Auditorium  July  22  were 
a»nsored  by  the  Atwood  Coffee 
.,  Ford  Dealers  Assn.  and  Peters 

at  Products  Inc. 


Why  buy  2  or  more... 
do  1  big  sales  job 


n  "RADiO  BALTIMORE  ' 


WARD 
T'RY  CO. 


MM 


FCC  PROCESSING 


AM  Lines  Consolidate 
To  Level  Workload 


INDICATION  that  FCC's  work  load  in  processing  AM  applications  is 
approaching  normalcy  after  the  postwar  new-station  boom  was  seen 
last  week  in  the  Commission's  consolidation  of  its  two  AM  application 
processing  lines  into  a  single  line.  *  


Processing  line  1,  which  had  in- 
cluded applications  of  a  simple 
engineering  nature,  and  line  2,  in- 
cluding applications  of  complex 
engineering  nature,  were  instituted 
by  the  Commission  in  August  1946 
to  speed  handling  of  the  postwar 
rush  of  requests  for  new  stations 
and  changes  in  facilities  for  exist- 
ing outlets  [Broadcasting,  Aug. 
19,  1946].  In  use,  the  processing 
line  assures  that  each  application 
receives  fair  attention  in  its  turn 
according  to  the  file  number  as- 
signed when  it  is  accepted  by  the 
Commission. 

Commission  spokesmen  stated 
no  other  changes  are  involved  in 
FCC's  handling  of  standard  appli- 
cations aside  from  the  consolida- 
tion of  the  two  processing  lines. 

FCC  reported  that  as  of  July  24 
there  were  a  total  of  30  new  sta- 
tion bids  and  20  requests  to  change 
existing  station  facilities  awaiting 
engineering  action  in  the  consoli- 
dated processing  line.  As  of  the 
same  date  there  were  approxi- 
mately 290  new  AM  station  re- 
quests pending  before  the  Com- 
mission, with  260  in  hearing 
status.  Applications  in  hearing 
are  not  part  of  the  processing  line, 
it  was  explained. 

In  FCC's  pending  file  of  appli- 
cations awaiting  decision  in  the 
daytime  skywave  case,  part  of  the 
long-pending  clear  channel  pro- 
ceeding, there  were  reported  52 
new-station  bids  and  29  requests 
to  change  existing  facilities.  In 

FCC  '51  FUNDS 

Clear  Senate  Debate 

FUNDS  earmarked  for  operation 
of  FCC  in  1951  cleared  Senate 
debate  last  week  as  the  legislators 
completed  study  of  the  major  por- 
tions of  the  omnibus  funds  bill 
[Broadcasting,  July  17]. 

The  single-package  measure 
would  allot  the  Commission  $6,600,- 
000  with  an  additional  $25,000  for 
outside  services  for  a  survey  of 
the  ways  and  means  in  expediting 
business  operations.  This  would 
permit  FCC  to  function  with  an 
actual  operating  budget  somewhat 
less  than  that  for  the  past  fiscal 
year  which  ended  June  30. 

No  attempts  were  made  in  the 
upper  branch  of  Congress  to  strike 
out  provisions  of  the  bill  dealing 
with  independent  offices  as  reported 
July  8  by  Sen.  Kenneth  McKellar 
(D-Tenn.),  chairman  of  the  Senate 
Appropriations  Committee.  The  ov- 
erall figure  approved  by  the  ap- 
priations  group  in  the  Senate  was 
identical  to  that  passed  by  the 
House. 

Still  facing  the  bill,  however, 
were  demands  for  a  blanket  10% 
cut  on  all  non-military  agencies. 
Attempts  toward  that  end  were  ex- 
pected during  Senate  debate  on  the 
omnibus  funds  measure  this  week. 


the  pending  file  for  other  reasons, 
either  on  the  request  of  the  Com- 
mission or  the  applicant,  were  re- 
ported 13  new-station  bids  and  19 
requests  for  changes  of  facilities. 
Applications  have  been  partly  proc- 
essed or  not  yet  handled. 

Before  the  two  lines  were  con- 
solidated, FCC  indicated,  there 
were  in  line  1  some  40  applications 
for  new  stations  and  changes  and 
in  line  2  some  19  applications.  Of 
those  in  line  1,  it  was  explained, 
four  had  not  yet  been  given  file 
numbers,  while  in  line  2  five  had 
not  received  file  numbers. 

In  August  1946  when  the  two 
lines  were  established  there  were 
a  total  of  134  applications  in  line  1 
and  130  in  line  2.  In  addition,  64 
applications  had  been  approved 
engineering-wise  and  were  up  for 
study  by  law  and  accounting  de- 
partments while  27  were  in  the 
pending  file  for  other  reasons  and 
504  applications  were  in  hearing. 

Because  the  consolidation  was 
considered  by  FCC  as  a  procedural 
action,  the  Commission  effected  it 
immediately  by  amending  Sec. 
1.373  of  its  rules  and  regulations. 


L.A.  MASS  MEET 

Last  Minute  Cancellation 

MASS  MEETING  which  had  been 
scheduled  in  Los  Angeles  the  night 
of  July  20  to  demand  Congres- 
sional investigation  of  FCC  and 
urge  ouster  of  "traitors  and  ap- 
peasers"  from  federal  agencies 
[Broadcasting,  July  24]  was  called 
off  at  the  last  minute  after  Holly- 
wood Post  of  American  Legion  re- 
fused use  of  its  hall. 

Resolutions  were  reported  to 
have  been  prepared  citing  "current 
harrassment"  of  G.  A.  (Dick)  Rich- 
ards in  FCC's  current  hearing  on 
his  news  policies  (see  story  page 
28)  and  demanding  that  "the  pro- 
tection of  Communism,  by  certain 
networks  and  leftwing  bias  of  FCC 
be  given  a  thorough  airing  by  Con- 
gress." 


License  Fees 

(Continued  from  page  28) 

in  the  day-to-day  operation  of  the 
government. 

Letters  have  been  sent  by  the 
Senate  group  to  committee  chair- 
men including  Sen.  Johnson.  They 
direct  attention  to  that  part  of  the 
report  touching  upon  the  agency 
under  the  chairman's  wing. 

Originally,  the  Expenditures 
Committee  had  planned  to  intro- 
duce legislation.  But  on  further 
study  it  decided  in  executive  ses- 
sion to  publish  the  report  as  a 
"useful  guide  to  the  standing  com- 
mittees of  the  Congress  having  .  .  . 
jurisdictional  authority"  and  rec- 
ommended that  they  "explore  such 
possibilities  in  their  respective 
jurisdictions  with  the  view  of  in- 
corporating in  new  or  existing  leg- 
islation such  provisions  as  may  be 
pertinent  and  necessary  to  accom- 
plish the  end  desired." 

FTC  Not  Included 

The  report  noted  that  FTC  would 
not  be  included  among  agencies 
which  provide  services  to  special 
interests  and  thus  cleared  that 
agency  from  any  proposed  fees  as- 
sessments. 

In  the  House,  status  of  a  measure 
to  impose  fees  on  license  applica- 
tions remained  unchanged.  The 
bill  (HR  7711)  by  Rep.  Cecil  R. 
King  (D-Calif.)  would  direct  a 
Treasury  Dept.  study  on  methods 
of  collecting  fees  and  charges  not 
now  assessed.  It  is  in  the  hands 
of  the  House  Ways  and  Means 
Committee  which  has  not  yet  con- 
sidered it.  The  group  also  is  wait- 
ing for  recommendations  of  the 
Treasury  Dept.  and  the  Budget 
Bureau  on  the  legislation's  feasi- 
bility [Broadcasting,  June  12]. 


CHANNEL  FOR  UN 

FCC  Reserves  Class  B  FM 

RESERVATION  of  Class  B  FM 
Channel  206  (89.1  mc)  for  use  by 
the  United  Nations  at  its  new  head- 
quarters building  in  New  York  was 
reported  by  FCC  last  week  in  an 
amendment  to  the  Commission's 
rules  and  regulations  effective 
Sept.  5.  The  reservation,  proposed 
by  FCC  in  May  [Broadcasting, 
May  22],  was  not  opposed. 
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TWO  NEW  AM  STATIONS 
AUTHORIZED  BY  FCC 

TWO  NEW  AM  stations  authorized  by  FCC 
Friday  in  final  decisions,  one  to  Conway 
Broadcasting  Co.  for  250  w  fulltime  on  1230 
kc  at  Conway,  Ark.,  and  other  to  George  F. 
Haddican  for  250  w  fulltime  on  1340  kc  at 
Delano,  Calif.  Competitive  bid  of  Faulkner 
County  Broadcasting  Co.  at  Conway  was  de- 
nied. FCC  preferred  Conway  Broadcasting 
because  of  greater  local  ownership. 

Initial  decision  to  grant  WJOC  Jamestown, 
N.  Y.,  change  from  1  kw  day  on  1470  kc  to 
250  w  fulltime  on  1340  kc  was  set  aside  by 
FCC  and  remanded  to  hearing  examiner  for 
further  hearing  to  introduce  new  evidence  on 
soil  conductivity  in  U.  S.  WJOC  wished  to 
show  no  interference  v/ould  occur  to  CKOX 
Woodstock,  Canada.  FCC  also  dismissed  as 
moot  petitions  from  four  Toledo  applicants 
protesting  approval  of  DA  system  of  WMBD 
Peoria,  111.,  and  DA  was  conditionally  ap- 
proved. WMBD  is  on  1470  kc  with  5  kw  full- 
time. 

Hearing  examiner  in  Delano  case  had  ruled 
in  initial  decision  to  deny  grant  to  Mr.  Had- 
dican on  grounds  of  alleged  inconsistencies  in 
financial  representations  to  FCC,  but  Commis- 
sion found  examiner's  "construction  of  these 
factors  attached  to  them  a  significance  which 
is  not  warranted  under  the  circumstances." 

RADIO  FREE  EUROPE 
STARTS  FUND  DRIVE 

FIRST  STEPS  in  campaign  to  promote 
broadcasts  of  news  and  information  behind 
Iron  Curtain  of  Russia  and  her  satellites 
[Broadcasting,  July  17]  taken  in  Chicago  by 
more  than  50  civic  leaders  from  many  sections 
of  country. 

Gen.  Lucius  D.  Clay,  former  military  gov- 
ernor in  Germany  and  now  chairman  of  "Cru- 
sade for  Freedom,"  explained  that  the  crusade 
hopes  to  enroll  hundreds  of  thousands  of 
Americans  who  will  give  support  to  campaign 
to  set  up  chain  of  short-wave  stations  in 
Europe,  and  later  in  Asia.  Stations,  independ- 
ent of  Voice  of  America,  would  carry  voices 
of  exiles  and  refugees  back  to  their  enslaved 
fellow  citizens,  he  said.  Programs  of  new 
system,  to  be  called  Radio  Free  Europe,  also 
would  carry  satires  on  Soviet  propaganda,  mu- 
sic, dramas  and  recorded  and  live  interviews 
with  exiled  national  leaders. 

RCA  GROSS  TOPS  $248  MILLION 

GROSS  income  of  $248,784,358  in  first  half  of 
1950  reported  Friday  by  RCA.  Gross  in  first 
half  of  1949  was  $187,257,987.  Net  income 
was  $20,961,643  in  first  half  of  1950  compared 
with  $10,122,049  in  first  half  1949.  Consoli- 
dated report  included  contributions  of  NBC 
and  other  subsidiaries  for  which  individual 
figures  not  revealed. 

ABC-TV  FOOTBALL  SERIES 

SYNDICATED  film  series  of  highlights  of 
weekly  National  Professional  Football  League 
games  will  be  offered  by  ABC  to  TV  affiliates 
beginning  Sept.  11.  Crusade  in  Europe,  now  in 
second  run  on  syndicate  basis,  will  be  offered 
for  third  run  by  ABC-TV  beginning  next  fall. 
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1950  TV  SET  OUTPUT 
ALREADY  EQUALS  1949's 

TV  SET  production  for  first  half  of  1950 
equalled  that  of  all  1949,  setting  new  industry 
record  of  nearly  3,100,000  receivers  as  of  July 
1,  Radio-Television  Mfrs.  Assn.  announced 
Friday.  Radio  set  output,  sales  of  radio  re- 
ceiving tubes  and  TV  set  shipments  for  May 
also  showed  substantial  increases.  Radio 
receiver  production  jumped  about  50%  in  mid- 
year comparisons. 

June  TV  set  figures  placed  at  388,962,  and 
six-month  RTMA-member  total  at  2,413,145 
compared  to  913,071  for  first  half  last  year. 

RTMA  member  companies  reported  manu- 
facture of  5,228,170  radio  sets  (auto,  portable, 
conventional  home-type)  for  first  half  com- 
pared to  3,481,858  same  period  last  year. 
FM  and  AM-FM  receivers  totaled  539,852— 
boost  of  more  than  115,000  over  output  in  1949 
period.  Total  of  225,673 — over  10%  of  all  TV 
sets  reported — had  FM. 

Radio  receiving  tubes  continued  at  record 
level  in  June,  recording  32,480,668  units  com- 
pared with  13,923,885  for  June  1949.  1950  first 
half-year  sales  totaled  170,375,921— double 
sales  of  tubes  during  1949  period. 

Breakdown  of  radio-TV  set  production  re- 
ported to  RTMA  for  first  half  of  1950: 


TV 

Home  Radio  Sets 
(Including 
Portables) 

Automobile 
Sets 

All  Sets 

Jan. 

335,588 

470,715 

189,480 

995,783 

Feb. 

367,065 

529,254 

221,139 

1,117,458 

*March 

525,277 

724,691 

255,673 

1,505,641 

April 

420,026 

648,352 

234,354 

1,302,732 

May 

376,227 

693,592 

206,464 

1,276,283 

June 

388,962 

784,108 

270,348 

1,443,418 

TOTALS 

2,413,145 

3,850,712 

1,377,458 

7,641,315 

*Five  weeks 

GM  EXCEEDS  $13  MILLION 

GENERAL  MILLS,  Minneapolis,  will  report 
yearly  earnings  of  $13,251,218  today  (Monday) 
at  annual  stockholders  meeting,  compared  with 
$11,654,036  last  year.  Total  sales — $395,834,- 
706.  Earnings  per  share  of  common  stock  were 
$5.87,  contrasted  to  $5.11  previously.  Wages  and 
salaries  reported  highest  in  company  history. 
Direct  government  taxes,  $10,568,126  compared 
with  $8,738,041,  approximated  $5.25  per  share 
common  stock.  General  Mills'  Board  Chairman 
Harry  A.  Bullis  and  President  Leslie  N.  Perrin 
announced  GM's  net  worth  as  nearing  $100 
million. 

UDELL  BUYS  WIMS 

WILLIAM  M.  UDELL,  president  of  Battle 
Creek,  Mich.,  Lakeview  News,  has  purchased 
WIMS-AM-FM  Michigan  City,  Ind.,  for  $98,000 
from  O.  E.  Richardson  and  associates,  subject 
to  FCC  approval.  WIMS  assigned  1  kw  day  on 
1420  kc,  holds  permit  for  1  kw  day,  500  w 
night,  fulltime  on  channel.  Active  in  radio 
many  years,  Mr.  Udell  was  former  program 
director  at  WLOL  Minneapolis-St.  Paul.  Sale 
handled  by  Blackburn-Hamilton  Co. 

SERVICES  HELD  FOR  CHAPMAN 

FUNERAL  SERVICES  for  George  Chapman, 
54,  head  of  Chicago  advertising  agency  bearing 
his  name,  were  held  Friday  in  Chicago.  Mr. 
Chapman  died  while  vacationing  at  Eagle 
River,  Wis. 


Closed  Circuit 

.  ( Continued  from  page  U) 

will  leave  before  survey  of  broadcast  acti\  i 
starts.  He's  joining  Booz,  Allen  &  Hamil 
management  consulting  fi.rm  which  haii< 
recent  NBC  reorganization,  about  mid-Aug 
But  first,  under  directive  from  Chairman  ( 
he's  making  preliminary  study  to  see  w' 
functions  of  FCC  should  be  included  in  sui 
looking  toward  creation  of  Broadcast  Bur 

ONE  OF  biggest  single-station  football  i 
tracts  for  upcoming  season  has  been  cl( 
by  KTOK  Oklahoma  City  with  Chevi 
Dealers  Assn.  Format  and  commercials  \ 
been  worked  out  by  Edgar  T.  Bell,  KTOK  j 
eral  manager,  with  Campbell-Ewald,  Det: 
Package  involves  about  $30,000. 

FCC  this  week  will  become  possessor  of 
complete  sets  of  BMB's  state  area  repc 
Ken  Baker,  acting  BMB  president  and  > 
research  director,  is  presenting  volumes 
Chairman  Coy. 

KTSL  (Don  Lee  TV)  Los  Angeles  undersi 
to  have  gotten  $13,000  spot  contract  f 
Quaker  Oats  out  of  $20,000  allocation  for 
tional  spot.  Schedule  of  five  spots  weekl; 
start  today  (July  31)  for  26  weeks.  Agei 
Sherman  &  Marquette,  Chicago.  John  Bl 
representative. 

GENERAL  ELECTRIC  BULBS  throx) 
BBDO,  New  York,  planning  15-week  r; 
spot  announcement  campaign  in  32  marl 
starting  Sept.  11. 

TWO  LONG-STANDING  items  of  unfinis 
business  at  FCC  due  soon  to  be  written 
via  final  decisions — WCAR  Pontiac's  appl 
tion  to  move  to  Detroit,  and  WMEX  Bost 
complex  and  hoary  renewal  bid.  Both  con 
ered  likely  to  get  FCC  approval. 

COMPTON  ADV.  AGENCY,  New  York, 
paring  spot  radio  campaign  for  Proctei 
Gamble's  Drene  in  about  50  eastern  marl 
starting  Aug.  21. 

WMAL-TV  Washington,  Evening  Star  vi 
outlet  and  ABC-TV  affiliate,  will  close  i 
sometime  this  week  for  rental  rights  to  Ch 
Chase  Ice  Palace.  Price  undisclosed.  Sta 
plans  to  use  building  for  all  types  of  ren 
TV  shows. 

HAND  behind  latest  anti-network  blast 
Rep.  Harry  R.  Sheppard  (D-Calif.)  is  j 
erally  identified  as  that  of  Gordon  Bro 
WSAY  Rochester,  persistent  and  vocal  i 
work  critic  whose  travails  were  among  tl 
cited  by  Rep.  Sheppard  [Broadcasting,  i 
24]. 

SHARKEY  FILES  SUIT 

JACK  SHARKEY,  filing  suit  in  New  Y 
Federal  Court  for  $300,000  against  N: 
Chesebrough  Mfg.  Co.  and  McCann-Erick; 
alleges  telecast  of  his  old  fight  films  on  Nl 
TV's  Greatest  Fights  of  the  Century  last  sea 
constituted  improper  use.  Although  comph 
named  McCann-Erickson  as  defendant,  it  ^ 
Cayton  Inc.  which  placed  program.  McCa 
Erickson  is  agency  for  other  Chesebroi 
business.  Action  raises  question  of  pay 
participant  for  TV  use  of  old  sports  films. 

MAURICE  GAFFNEY  DIES 

MAURICE  L.  GAFFNEY,  46,  ABC  direc 
of  sales  presentations,  died  of  heart  att 
Thursday  night.  Mr.  Gaffney  joined  A 
in  1946  after  seven  years  of  service  with  C 
Surviving  are  widow,  Kathryn,  and  f 
children. 
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THE  KANSAS  CITY  MARKET 

Does  M)f  Ru/?  m  C/rc/es/ 


and  Only  The  KMBC-KFRM  Team 


Covers  It  Effectively 
and  Economically! 


Is  The  Team's  great  potential  audience  respon- 
sive, you  may  ask? 

Last  year  the  program  "Rhymaline  Time"  alone- 
broadcast  each  weekday  morning  7:30  to  8:15  — 
pulled  24,082  responses.  22,892  of  these  cards 
and  letters  came  from  the  Kansas  City  Primary 
Trade  Area  (shown  in  red)  representing  all 
but  8  counties  within  The  Team's  half-millivolt 
daytime  contours. 


Texas  \  _ 

Dayiime  half-millivolf  contours  shown  in  black. 

Currently  the  response  is  running  even  greater, 
with  the  lusty  two-year  old  KFRM  pulling  35%. 

The  Conlan  1950  Spring  KFRM  Area  Survey 
proves  that  The  Team  retained  first  place  among 
all  broadcasters  serving  the  area,  and  leads  the 
closest  Kansas  City  competitor  5  to  1. 

To  examine  this  proof,  contact  KMBC-KFRM, 
or  any  Free  &  Peters  "Colonel". 


em 


^'KMBC-KFRM 

6TH  OLDEST  CBS  AFFILIATE  PROGRAMMED  BY  KMBC 


WWDCNOW 


in  total  share  of  Washington  audience 


Station  A  (Network)  25.1% 


Station  B  (Network)  15.0% 


IVIVDC  12,8% 


Station  C  (Network)  10.5% 


Station  D  —  5.9% 


Station  E  (Network)  5.8% 


Station  F  —  3.7% 


Station  G  —  3.3% 


Station  H  —  3.3% 


Big  .  .  .  big  .  .  .  BIG!  That's  the  new  audience 
WWDC  delivers  advertisers  with  its  5000  watts 
and  its  low  rates.  Only  two  big  network  stations 
have  a  larger  share  of  audience.  WWDC  has 
more  than  the  two  other  network  outlets  .  .  . 
more  than  all  other  independents.  That's  why 
WWDC  is  Washington's  dominant  independent. 
That's  why  WWDC  is  your  best  buy  in  Wash- 
ington. Get  the  facts  from  your  Forjoe  man. 


250,000  NEW  i  LISTENERS 


Miscellaneous  —  5.3% 


WASHINGTON,  mP^  D.  C. 


^  Pulse,  May- June,  1950.  Share  of  Audience,  6:00  A.M.  to  midnight,  Monday  through  Sunday. 
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TELECASTING 


THE  LARGEST  LISTENER  MAIL 
IN  WLS  HISTORY! 


I 


THE  LARGEST  LISTENER  MAIL 
IN  WLS  HISTORY! 


THE  LARGEST  LISTENER  MAIL 
IN  WLS  HISTORY! 


N  THE  FACE  of  constant  stories  that  AM 
radio  is  losing  audience  and  that  the  pub- 
lic's interest  is  turning  elsewhere,  WLS 
listener  mail  in  the  first  six  months  of  1950 
was  the  largest  of  any  like  period  in  the  sta- 
tion's history. 

WLS  has  always  proved  its  audience  and  the 
responsiveness  of  that  audience  by  letters  from 
listeners.  For  twenty  years  we  have  been  proud 
of  the  fact  that  more  than  a  million  listeners 
wrote  the  station  each  year.  This  year  only  slightly 
less  than  a  million  letters  were  received  in  the 
first  six  months. 

This  mail  increase  was  not  prompted  by  any 
extraordinary  incentives.  Only  usual  program 
offers  were  used.  It  certainly  is  proof  that  the 
WLS  audience  is  not  being  led  away;  that  it 
listens— and  responds. 

For  case  histories  on  how  this  responsiveness  has 
produced  sales  for  WLS  advertisers,  write  WLS, 
CHICAGO  7,  or  call  any  John  Blair  man. 


The  Largest  Listener  Mail 
in  WLS  History! 


npHE  WLS  MARKET  is  worthy  of  your 
consideration.  16,922,600  people  in  this 
WLS  coverage  area  spent  15V^  billion  dol- 
lars on  retail  sales  last  year  out  of  their  ef- 
fective buying  income  of  $24,209,870,000. 
These  people  can  best  be  reached  by  radio- 
most  effectively  and  economically  by  WLS. 

Source:  1950  Survey  of  Buying  Power.  1949  BMB, 
WLS  daytime,  10-100%  coverage. 


CLEAR  CHANNEL  Home  ol  the  NATIONAL  Barn  Dance 


CHICAGO/ 


890  KILOCYCLES,  SO, 000  WATTS,  ABC  NETWORK- REPRESENTED  BY  \  JOHN  BLAIR  &  COMPANY 


\ 


TBI 


TELEVISION   IN  THE 


TRADITION 


le  only  complete  T 
sports  roundup  program 
Louisville.  Handled  by  Phil  Sutterfield,  veteran 
sportscaster,  this  show  includes  a  fast,  visual 
roundup  of  the  day  in  sports,  up  to  the  minute 
sports  films  by  International  News  Service  Tele- 
news,  and  interviews  with  outstanding  sports 
personalities.  It's  a  fast  results  show.  The  76th  Ken- 
tucky Oaks  was  run  at  4:30  P.M.  at  Churchill 
Downs.  The  movie  of  the  race  was  on  Sportraits 
two  hours  later.  15  minute  format. 


"T'Bar-i/  Ranch" 


wire  ane  par 

_™__™™™_™,™__^_.      ^^^^  ^nxU  Out 
TR— oite  polrt'Trtbp^eTs  wim  "six  guns  and  sti 
eyes— and  two  parts  MC  and  you  havelhe,| 
dients  that  make  T-bar-V  Ranch  the  t^^^^fvi^ular 
small  fry  show   on   the   Louiac9Nry '^ftf^ 
Randy  Atcher,  singing  cowbo^  actus"  his 

ranch  cook  indulge  in,^|g|^i(c^  cforhedy,  adventure 
and  fun  with  the  young^^sVA  rip-roaring  serial  is 
included  in  the  period  and  the  show's  impact  has 
already  sold  65,Q00  beanie  hats  for  a  local  bottling 
sponsor.  5^^if»iJte  format. 


a  WHAS-TV 

^  live  talent  productions 


especially  for 


the  Top- 
rated  radio 
Walton  moved  his  "keep  'em^ 
to  television  without  a  break.^^ 
Long  tey^j^s^e  WHAS  transmitter  beamed  its  J^^ji?/^ 
picture,  Wpl^^  was  slanting  his  radio  particip^^ 
stunts  towarcf'jt^^^iibucjl  studio  audience.  Re^sult: 
a  smash-hit  par^rp^i^|i_.s|»^^r^it^^^ 
audience  each  week.-  JSfc^^  nobody  is 

safe  except  the  lucky  sponsor.  30  minute  format. 


A  Basic  CBS 
Affiliate  .  .  . 
and  the  cable  is 
coming  in  October 


WHASTV 


VICTOR  A.  SHOLIS,  D/recfor 


NEIL  D.  CLINE,  So/es  Direcfor 


REPRESENTED  NATIONALLY  BY  EDWARD  RETRY  AND  CO.    •    ASSOCIATED  WITH  THE   COURIER-JOURNAL  &  LOUISVILLE  TIMES 


In  Intermountain  America,  KSL's  55-county  pri- 
mary listening  area  and  the  vast  Salt  Lake  City 
wholesale  distribution  area  are  a  perfect  match. 

Because  these  areas  coincide  almost  exactly,  county 
for  county,  5  0,000- watt  KSL  delivers  customers 
where  you  deliver  your  product.  Thus,  your  adver- 
tising and  your  distribution  go  hand  in  hand. 
Without  waste  .  .  .  without  duplication. 

What's  more,  with  KSL  you  can  cut  the  finest  sales 
figure  in  all  Intermountain  America.  Because  the 
more-than-a-million  people  in  KSL's  primary  area 


spend  more  than  S7 5 0,000,000  annually  in  retail 
sales.  And  because  throughout  this  wealthy  market 
KSL  —  with  an  average  34.9%  share  of  audience 
all  week  long*  —  gives  you'  far  more  customers  at 
less  cost  than  any  other  station  or  regional  network! 

The  pattern  is  simple:  to  sell  Intermountain 
America  you  need  KSL  —  and  KSL  is  the  one  and 
only  station  you  need. 


KSL 


50,000  WATTS 

SALT  LAKE  CITY'S  CBS  OUTLET 

REPRESENTED  BY  RADIO  SALES 


*INSIDE  Salt  Lake  City,  KSL  has  50%  more  listeners  than  the  second  station. 
All  source  material  available  on  request. 
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Closed  Circuit 


PLAN  for  Broadcasters  Defense  Council, 
gathering  momentum  since  first  broached  by 
Presidential  Assistant  John  R.  Steelman  three 
weeks  ago,  may  flower  into  actuality  shortly. 
Such  names  as  David  Sarnoff,  William  S. 
Paley,  Edward  J.  Noble,  T.  C.  Streibert  and 
James  D.  Shouse  mentioned  for  membership  on 
top  policy  council  under  probable  chairmanship 
of  NAB  President  Justin  Miller. 

REPORT  published  Friday  in  Charlotte 
(N.  C.)  News  that  WBT's  Charles  Crutchfield 
may  head  new  Federal  censorship  and  informa- 
tion agency  uncomfirmable  in  official  quarters. 
Mr.  Crutchfield  noncommital  but  it's  known  he 
spent  several  days  in  Washington  last  week 
conferring  with  highest  authorities.  Eventual 
censorship  office  and  counterpart  of  World  War 
II  Office  of  War  Information  being  discussed  by 
President  with  military  and  special  agencies 
as  well  as  legislators.  It's  presumed  Mr. 
Crutchfield's  possible  availability  for  one  or 
other  top  job  (censorship  or  information)  is 
being  explored. 

AMID  talk  of  reinstatement  of  censorship, 
question  appears  to  be  whether  it  shall  be 
civilian  or  military.  In  last  war  it  was  civilian 
with  Censorship  Director  Byron  Price  re- 
porting direct  to  President,  skirting  military 
entirely.  That,  according  to  those  who  were 
through  that  grind,  was  reason  for  its  out- 
standing success. 

NAB  special  board  meeting  today  and  to- 
morrow will  follow  defense  theme.  Wayne  Coy, 
FCC  Chairman,  meets  with  board  at  9  a.m. 
session  Tuesday.  Board  meets  at  White 
House  with  Presidential  Assistant  Steelman  at 
3  p.m. 

CONCERN  evidenced  in  agency  as  well  as  sta- 
tion quarters  over  reports  that  TV  stations  are 
especially  susceptible  to  use  as  "homing  de- 
vices" for  enemy  guided  missiles  and  accord- 
ingly would  pose  potentially  serious  threat  in 
wartime.  Technical  authorities  don't  discount 
idea  of  "homing"  on  almost  any  radio  signal — 
AM,  FM  and  TV  included — but  point  out  on 
other  hand  that  it  involves  many  difficult  fac- 
tors, particularly  in  case  of  guided  missiles 
as  distinguished  from  piloted  craft. 

FROM  "homing"  standpoint,  experts  can 
make  out  good  case  against  blackout  of  U.  S. 
radio  unless  Canadian  and  Mexican  stations 
are  silenced  too.  The  say  enemy  could  "home" 
to  U.  S.  target  on  signal  of  strong  border  sta- 
tion in  that  area,  though  in  case  of  guided 
missiles  in  particular  it  would  be  tricky  job 
to  make  cut-off  accurately  on  target. 

LEGAL  step  to  make  possible  sale  of  Don  Lee 
properties  taken  with  posting  of  "notice  of 
intention  to  sell  on  and  after  Aug.  5"  by  Public 
Administrator  Ben  H.  Brown.  Posting  under- 
stood formality  which  makes  sale  possible 
within  one  year.  So  far  as  known,  no  deal  is 
imminent.  There  are  several  bidders  for  seg- 
ments of  property,  including  CBS  bid  for 
(Continued  on  page  82) 
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Upcoming 

Aug.  7-8:  NAB  Board  meeting,  NAB  Hdqrs., 
Washington. 

Aug.  7-8:  NAB  FM  Committee-Station  meeting, 
NAB  Hdqrs.,  Washington. 

Aug.  8:  Emergency  meeting  RTMA  Board,  Roose- 
velt Hotel,  New  York. 

Aug.  10-13:  AFRA  Convention,  Sheraton  Hotel, 
Chicago. 

Aug.  14-15:  NAB  District  17,  Benjamin  Franklin 
Hotel,  Seattle. 

(Other  Upcomings  on  page  64) 

Bulletins 

SINGLE  PACKAGE,  $34  billion  appropriation 
bill,  providing  funds  for  FCC,  State  Dept.  and 
other  government  agencies,  passed  by  Senate 
late  Friday  (see  story  page  33). 

ARMOUR  &  Co.,  Chicago,  for  Dial  soap.  Chif- 
fon Flakes  and  other  products,  will  sponsor 
11:15-11:30  a.m.  (CDT)  period  five  times 
weekly  on  full  NBC  network  starting  Sept.  4 
for  52  weeks.  Program,  as  yet  unchosen,  will 
originate  at  this  time  for  Central,  Mountain 
and  West  Coast  time  zones,  and  will  be  re- 
peated via  tape  for  East,  at  1:15  p.m.  Agency, 
Foote,  Cone  &  Belding,  Chicago. 
STANDBY  wage-price-rationing  legislation, 
providing  exemption  for  time  rates  charged  by 
radio-TV  stations,  abandoned  late  Friday  by 
House  of  Representatives  (early  story  page  61). 

PONTIAC  MOTOR  CARS  to  start  Sept.  24 
national  AM  and  TV  spot  campaign  for 
eight  weeks  through  MacManus,  John  & 
Adams,  Detroit.    Availabilities  being  studied. 

JIMMY  DURANTE  signed  by  NBC  to  exclu- 
sive five-year  radio-television  contract  at  figure 
reported  in  excess  of  million  dollars.  He  is 
to  alternate  with  Ed  Wynn,  Danny  Thomas 
and  Spike  Jones  on  NBC-TV  Wednesday  night 
show  starting  Oct.  18.  Deal  calls  for  ten 
guest  appearances  per  year  for  first  two  years. 

RTMA  BOARD  TO  HOLD 
EMERGENCY  MEETING 

EMERGENCY  session  of  board  of  Radio-Tele- 
vision Mfrs.  Assn.  to  be  held  Tuesday  at 
Roosevelt  Hotel,  New  York.  Meeting  called 
Friday  by  RTMA  President  R.  C.  Sprague,  of 
Sprague  Electric  Co.,  because  of  rearmament 
program.  Regular  board  meeting  scheduled 
Sept.  20  in  New  York. 

Vital  problems  affecting  manufacturing  in- 
dustry to  be  taken  up.  President  Sprague  said, 
with  military  officials  having  indicated  indus- 
try will  be  called  on  to  produce  1  to  1%  billion 
dollars  worth  of  electronic  items  in  the  next 
12  to  15  months  as  part  of  rearmament. 

NBC  NAMES  MUNSON 

BRIG.  GEN.  Edward  Lyman  Manson,  former 
20th  Century-Fox  producer,  Friday  appointed 
director  of  NBC-TV  Film  Division.  Gen.  Mun- 
son  joined  20th  Century-Fox  after  24  years  of 
Army  service,  including  assignments  as  chief 
of  Army  Pictorial  Service  and  administration 
of  Army  Information  Division. 


Business  Briefly 

BRYLCREEM  SPOTS  •  County  Perfume 
Ltd.  (Brylcreem  men's  hair  dressing)  preps 
ing  spot  announcement  campaign  starti: 
Sept.  28,  26  weeks.  Agency,  Atherton  &  Ci 
rier.  New  York. 

VICK  APPOINTS  •  Vick  Chemical  Co.  a 
points  BBDO  New  York  to  handle  televisi 
advertising.  Morse  International,  New  Yoi 
continues  to  handle  radio. 

NAB,  RTMA  FILE  PROTESTS 
ON  10%  TV  SET  TAX 

PROTESTS  filed  Friday  by  NAB  and  Rad 
Television  Mfrs.  Assn.  against  proposal 
John  W.  Snyder,  Secretary  of  Treasury,  tl 
10%  excise  tax  on  radio  sets  be  extended 
TV  receivers. 

In  letter  to  Sen.  Walter  F.  George  (D-Ga 
chairman  of  Senate  Finance  Committee,  RT5 
Excise  Tax  Committee  termed  Snyder  p 
posal  contrary  to  public  interest.  Propo; 
TV  tax  was  killed  by  House  committee.  Let 
signed  by  Allen  B.  DuMont,  Allen  B.  DuM( 
Labs.,  chairman,  and  A.  M.  Freeman,  RC 
Victor,  vice  chairman. 

RTMA  asked  chance  to  be  heard  by  Sen 
committee,  explaining  TV  is  important  medi 
of  public  information  and  not  just  form 
entertainment.  i 

Don  Petty,  NAB  general  counsel,  wr 
Sen.  George,  TV  sets  should  be  made  as  read 
and  economically  available  to  all  income  groi 
as  is  consistent  with  necessary  allocation 
essential  materials.  He  noted  armed  for 
have  used  TV  as  medium  of  mass  instruct 
and  emphasized  its  value  for  emergency  tr£ 
ing  in  critical  centers. 

ASSOCIATION  CHARTERED 

ELECTRONIC   Parts  Mfrs.  Assn.  filed 
corporation    papers    Friday    in  District 
Columbia,  according  to  Charles  C.  Koch,  ne 
elected  president.    He  said  group  compri 
leading  components  and  parts  makers,  15 
whom  met  last  week  in  Chicago.    First  regv 
meeting  to  be  held  in  Chicago  Aug.  16. 
Koch  said  organization  will  coordinate  pf 
company  efforts  with  requirements  of  an 
services.     He  is  president  of  Merit  Tr£ 
former  Corp.,  Chicago. 

FOREIGN  RADIO  PLAN  OKAY 

OUTLAY  of  $41,288,000  for  construction 
six  high  powered  radio  stations  and  purcli 
of  200,000  low-cost  sets  for  foreign  listei 
tentatively  approved  Friday  by  House 
propriations  subcommittee,  headed  by  I 
John  J.  Rooney  (D-N.  Y.).  Funds  origin 
sought  by  President  Truman  in  suppleme; 
request  (see  story  page  33;  also  story  page  : 

OPPENHEIM  APPOINTED  I 

DAVID  Oppenheim  appointed  music  dire 
for  Masterworks  Division  of  Columbia  Red 
Inc.  A  performing  musician  of  extensive 
perience,  Mr.  Oppenheim  is  graduate  of  E 
man  School  of  Music.  \ 
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The  WDEL-TV  audience 
in  the  rich 

Wilmington,  Delaware  market 

In  four.teen  months  of  telecasting,  WDEL-TV, 
Delaware's  only  television  station,  has  been 
phenomenally  successful  in  building  a  loyal, 
responsive  audience.  This  amazing  accept- 
ance, together  with  the  tremendous  wealth* 
of  this  market — make  it  a  unique  buy.  In 
the  first  year  of  telecasting,  set  sales  in  its 
area  jumped  more  than  700% !  You  can 
depend  upon  a  continuance  of  the  prosperity 
of  this  market  and  upon  an  ever-growing 
audience  because  of  NBC  network  shows, 
skillful  local  programming  and  clear  pic- 
tures. If  you're  in  TV,  don't  overlook  the 
unique  profit  possibilities  of  WDEL-TV. 

*  Sales  Management's  1950  Survey  of 
Buying  Power  places  Wilmington  first  in 
income  per  family  among  all  U.  S. 
Metropolitan  centers  of  100,000  or  over. 
Figures  released  by  V.  S.  Census  Bureau, 
7/2/50,  report  Delaware  as  having  high- 
est per  capita  retail  store  expenditure  of 
any  State,  topped  only  by  District  of  Co- 
lumbia. 

Represented  by 

ROBERT  MEEKER  ASSOCIATES 

Chicago  San  Francisco  New  York  Los  Angeles 

A  Steinman  Station 

WDEL-TV 

CHANNEL  7 
Wilmington       •  Delaware 
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As  he  sews, 

sd  his  sponsors  reap 


Skillful  in  direct  selling  as  well  as  in  prestige-building,  he 
stitches  a  sturdy  fabric  from  the  news.  His  "needlework" 
is  heard  by  approximately  13,500,000  listeners  weekly. 

As  Mr.  P.  K.  Smith  of  P.  K.  Smith  &  Co.  wrote  to 
Station  WTSP,  both  of  St.  Petersburg,  Florida: 

"We  feature  a  cross  section  of  merchandise  which 
appeals  to  the  masses  of  the  people.  On  numerous 
occasions  we  have  introduced  or  offered  new  items 
exclusively  through  the  Fulton  Lewis,  Jr.  program. 
Therefore,  we  feel  qualified  to  state  unconditionally 
that  this  medium  of  advertising  is  highly  effective . . . 

"It  is  our  firm  belief  that  this  is  one  of  the  finest 
prestige  programs  on  the  air  today." 

The  Fulton  Lewis,  Jr.  program,  currently  sponsored  on 
more  than  300  stations,  offers  local  advertisers  a  ready- 
made  audience  at  local  time  cost.  Since  there  are  more 
than  500  MBS  stations,  there  may  be  an  opening  in  your 
locality.  Check  your  Mutual  outlet — or  the  Co-operative 
Program  Department,  Mutual  Broadcasting  System/ 
1440  Broadway,  NYC  18  ( or  Tribune  Tower,  Chicago  11) . 
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ants to  the  News  Editor.  STAFF:  David  Berlyn, 
Lawrence  Christopher,  Mary  Cross,  Tom  Hynes,  J ohn 
Osbon,  Ardinelle  Williamson.  EDITORIAL  ASSIST- 
ANTS: Estelle  Dobschultz,  Kathryn  Ann  Jones,  Pat 
Kowalczyk,  Doris  Lord,  Wilson  D.  McCarthy,  Jean 
D.  Statz;  Gladys  L.  Hall,  Secretary  to  the  Publisher. 

BUSINESS:  MAURY  LONG,  Business  Manager;  Win- 
field  R  Levi,  Assistant  Advertising  Manager;  George 
L  Dant,  Adv.  Production  Manager;  Harry  Stevens, 
Classified  Advertising  Manager;  Eleanor  Schadi, 
Phyllys  Steinberg,  Judy  Martin;  B.  T.  Taishoff, 
Treasurer;  Irving  C.  Miller,  Auditor  and  Office  Man- 
ager; Eunice  Weston. 

CIRCULATION  AND  READERS'  SERVICE:  JOHN  P. 
COSGROVE,  Manager:  Elaine  HaskeU,  Grace  Motta, 
Lillian  Oliver,  Allen  Riley,  Warren  Sheets. 


NEW  YORK  BUREAU 


tmmamm^m^^mm^^mi  488  Madison  Ave.,  Zone  22, 
PLaza  5-8355;  EDITORIAL:  Edwin  H.  James,  New 
York  Editor;  Florence  Small,  Agency  Editor. 

Bruce  Robertson,  Senior  Associate  Editor. 

ADVERTISING:  S.  J.  PAXIL,  Advertising  Director; 
Eleanor  R.  Manning. 


CHICAGO  BUREAU 


.   360  N.  Michigan  Ave.,  Zone  1, 

CEntral  6-4115;  William  L.  Thompson,  Manager;  Jane 
Pinkerton. 


HOLLYWOOD  BUREAU 


      Ta±t    Building,  Hollywood 

and  Vine,  Zone  28,  HEmpstead  8181;  David  Glick- 
man,  West  Coast  Manager;  Ann  August. 

TORONTO:  417  Harbour  Commission,  ELgin  0775; 
James  Montagnes. 

Broadcasting  *  Magazine  was  founded  in  1931  by 
Broadcasting  Publications  Inc.,  using  the  title: 
Broadcasting  * — The  News  Magazine  of  the  Fifth 
Estate.  Broadcast  Advertising  *  was  acquired  in  1932 
and  Broadcast  Reporter  In  1933. 

*Reg.  U.  S.  Patent  Office 
Copyright  1950  by  Broadcasting  Publications,  Inc. 


Subscription  Price:  $7.00  Per  Year,  25c  Per  Copy  < 
BROADCASTING    •  Telecastinl 


qooe^ 


Two  ways  to 
call  hoffs . . . 


You  see  the  porkers  come  a-run- 
nin'  when  a  champion  hog  caller 
gives  out  with  those  melodious, 
come-hither  tones  that  carry  for 
miles.  But  the  call  that  brings 
them  to  market  is  the  solid  clink 
of  cash  on  the  Une. 

And  with  4,000  meat  packers 
putting  their  cash  on  the  barrel- 
heads every  day,  each  of  them 
has  to  make  his  money  shout 
loudly  enough  to  attract  the  nec- 
essary supplies  to  his  own  plant. 

As  each  packer  bids  for  animals 
he  has  to  keep  two  sets  of  oppos- 
ing figures  in  mind.  The  prices 
he  pays  must  be  high  enough  to 


be  acceptable  to  farmers,  who 
want  to  come  out  ahead  on  the 
"board-and-keep"  bills  run  up  by 
their  pigs,  lambs  and  steers.  On 
the  other  hand,  the  meat  packer 
must  buy  on  a  basis  that  permits 
him  to  compete  with  other  pack- 
ers when  it  comes  to  selling  meat. 

This  competition  for  supplies 
and  markets  helps  keep  the  price 
of  meat  animals  and  meat  at  the 
natural  levels  set  by  the  law  of 
supply  and  demand. 


AMERICAN  MEAT  INSTITUTE 

Headquarters,  Chicago  •  Members  throughout  the  U.  S. 
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ANY  ADVERTISER  CAN 


AND 


MOST  ADVERTISERS  SHOULD 


...USE 

Spot 


^^^^^ 


REPRESENTED  NATIONALLY  BY 


EDWARD  PETRY  &  CO.,  INC 


Sror  IMDIO  LIST 


WSB 

Atlanta  -" 

NBC 

WBAL 

Baltimore 

NBC 

WNAC 

Boston 

MBS 

WICC 

Bridgeport 

MBS 

WBEN 

Buffalo 

NBC 

WGAR 

Cleveland 

CBS 

WFAA 

(Dallas  ) 

NBC 

(Ft.  Worth/ 

ABC 

WJR 

Detroit 

CBS 

KARM 

Fresno  ' 

ABC 

KPRC 

Houston 

NBC 

WDAF 

Kansas  City 

NBC 

KFOR 

Lincoln 

ABC 

KARK 

Little  Rock 

NBC 

KFI 

Los  Angeles 

NBC 

WHAS 

Louisville 

CBS 

WTMJ 

Milwaukee 

NBC 

KSTP 

Mpls.-St.  Paul 

NBC 

WSM 

Nashville 

NBC 

WSMB 

New  Orleans 

NBC 

WTAR 

Norfolk 

NBC 

KOIL 

Omaha 

ABC 

WIP 

Philadelphia 

MBS 

KPHO 

Phoenix,  Ariz. 

ABC 

KGW 

Portland,  Ore. 

NBC 

WEAN 

Providence 

MBS 

WRNL 

Richmond 

ABC 

WOAI 

San  Antonio 

NBC 

KOMO 

Seattle 

NBC 

KTBS 

Shreveport 

NBC 

KGA 

Spokane 

ABC 

WMAS 

Springfield 

CBS 

WAGE 

Syracuse 

ABC 

KVOO 

Tulsa 

NBC 

WWVA 

Wheeling 

CBS 

KFH 

Wichita 

CBS 

THE  YANKEE  NETWORK 
TEXAS  QUALITY  NETWORK 


TESTING- 
ONE,  TWO,  THREE... 
OR  MOREf 

So  many  factors  blend  into  salesmanship  — 
product,  package,  distribution,  dealers,  to 
name  a  few  —  that  even  the  shrev/dest  plan- 
ning, soundest  copy  slant,  painstaking  choice 
of  medium  may  fail  to  ring  the  bell  v/hen  the 
resultffare  in. 


That's  why  a  well-timed  test,  with  prompt  re- 
turns to  check  .  .  .  from  one  market  or  from 
many,  is  often  your  wisest  investment. 


V^^Spot  radio  means  testing  at  its 
surest/  promptest  efficiency.  Spot 
takes  soundings/  charts  the  shoals 
and  channels/  helps  you  set  a  swift 
and  direct  course.  Spot  shows  re- 
sults in  days  instead  of  weeks,  or 
weeks  instead  of  months.  And  on 
the  stations  listed  here.  Spot  per- 
forms its  best-developed  job 


488  MADISON  AVE. 
NEW  YORK  CITY  22 

MU  8-0200 


CHICAGO  •  LOS  ANGELES 
DETROIT  •  ST.  LOUIS  •  DALLAS 
SAN  FRANCISCO  •  ATLANTA 
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Outlet  for  The  Columbia  Broadcasting  System 


^    ,  everybody  else  .  • 

^ell-manned  ^g^/s- 
OVlahomans  like  n 

on  staV.ons\ock.ngcP 

;..ery-Knodel  man 
Remember  the  B>G 

50         •  • 

CUy       l^O'^^  ■  •  ■ 


mc. 
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agency 


PAUL  KASANDER,  president  Nat.  Radio  Productions,  Detroit, 
head  new  radio-TV  department  William  Wilbur  Adv.,  N.  Y.  . 

WILLIAM  P.  PETTIT,  N.  W.  Ayer  &  Son  Inc.,  N.  Y.,  to  Green-Bro( 
Inc.,  N.  Y.,  as  account  executive. 

D.  P..  BOWLES,  Doherty,  Clifford  &  Shenfield  Inc.,  N.  Y.,  to  Maxon  Ir 
N.  Y.,  as  radio-TV  copy  chief. 

GEOFFREY  C.  DOYLE,  Cecil  &  Presbrey  Inc.,  N.  Y.,  to  Robert  Conah 
&  Assoc.,  N.  Y.,  as  account  executive. 

HOWARD  RAPPORT,  Dorland  Inc.,  N.  Y.,  to  Tatham-Laird,  Chicai 
specializing  in  radio-TV  copywriting. 

CHARLES  J.  ZELLER,  AM-TV  director  Guenther  Bradford  &  Co.,  C 
cago,  named  vice  president  in  charge  of  radio-TV.  He  is  father  of  b( 
William  Patrick. 

MORTON  SILVERSTEIN,  copywriter  W.  B.  Doner  &  Co.,  N.  Y.,  to  Ric 
ard  &  Gunther,  N.  Y.,  in  same  capacity. 

VICTOR  ATTL  to  J.  M.  Strauss  &  Co.,  L.  A.,  production  department. 

JEAN  F.  WERTH,  account  executive  Dorland  Inc.,  N.  Y.,  to  supervis 
of  accounts  Colman,  Prentis  &  Varley  Inc.,  N.  Y. 

EDGAR  W.  GILBERT,  Fuller  &  Smith  &  Ross  Inc.,  N.  Y.,  to  Ruthra 


on  all  accounts 


THE  CAREER  of  Peter  Finney, 
account  executive  on  Admiral 
Radio  for  Kudner  Agency,  New 
York,  seems  to  validate  the  princi- 
ple that  "you  can't  keep  a  good  man 
up." 

Mr.  Finney  came  to  his  present 
work  from  a  field  only  slightly  less 
hazardous  than  radio  and  television. 
He  was  a  test  pilot. 

Prior  to  taming  gremlins  for  Bell 
Aircraft  he  sei-ved  as  copywriter 
and  public  relations  man  for  the 
Leo  Burnett  Agency 
in  Chicago. 

Before  that  he  was 
with  Reader's  Digest 
in  an  executive  role 
after  a  freelance  tilt 
with  magazines  and 
radio,  notably  as  a 
writer  on  some  of 
the  March  of  Time 
programs. 

Nor  does  Ms  back- 
ground overlook 
newspapers.  As  a 
newspaperman  he 
served  on  the  old 
New  York  World, 
the  Washington  Her- 
ald, and  the  Jackson- 
ville Journal,  among 
others. 

Mr.  Finney  has 
been  employed  in  his  present  capac- 
ity at  Kudner  since  October  1949. 
Before  that  he  was  a  member  of  the 
agency's  public  relations  director- 
ate. 


In  that  position  he  handled  t 
hour-long  network  shows  call 
Salute  To  the  Shriners  for  t 
Shriners  Crippled  Children's  H'i 
pital,  featuring  such  stars  as  B 
Hope  and  Dinah  Shore.  Oth 
clients  he  serviced  for  the  agen 
were  General  Motors,  Natior 
Distillers,  Cleveland  Diesel,  Bf 
son  &  Hedges,  Texas  Co.  and  A 
miral  Radio. 

It  was  while  working  on  the  1; 
ter  account  that  Mr.  Finney 

such  a  signifies 
job  that  the  agen 
awarded  him  t 
title  of  account  t 
ecutive. 

As  an  account 
ecutive  on  Admii 
Radio  he  supervis 
all  advertising  pr?| 
ects  for  the  cliei 
including  its  tele 
sion  properties 
Lights  Out  on  NB 
TV  and  half  of  t 
hour-long  Stop  T 
Music  show  on  AB 
«  TV. 

I  Mr.  Finney  is  m; 

i  ried  to  the  forn" 
i  Annie  Daivies.  Th 
*       have   five  childre 

Kathleen,  11; 
Michael,  6;  Lenoir,  4,  a 
Davies,  2.    The  family  lives  in  Bt 
ford  Village,  New  York. 

Mr.  Finney  lists  "writing"  as  1 
only  hobby. 


FINNEY 
-     rick,  10 
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Rvan,  N.  Y.,  as  copywriter. 

1 

|.RALD  M.  McCUE,  production  manager,  to  account  executive  Wilson 
light  Inc.,  Hartford,  Conn.    ROBERT  F.  DAWSON,  assistant  produc- 
|n   manager,   to   production   manager.     G.  FRED 
iLHA>I  to  assistant  production  manager. 

j>UGLAS  STEWART,  contact  work  on  Armour  ac- 
jint  at  Foote,  Cone  &  Belding,  Chicago,  to  Ruth- 
iiff  &  Ryan,  same  city,  as  assistant  account  exec- 
|ve  on  Red  Top  Beer  and  Goodall. 

IhN  barton  morris,  national  sales  manager 
iilbros  Watch  Co.,  to  William  H.  Weintraub  &  Co., 
'I  Y.,  as  assistant  director  marketing  service. 

II 

ItNEST  DAVIDS,  head  Ernest  Davids  &  Co.,  N.  Y. 
.ivertising  consultants,  to  vice  president  in  charge  of 
'islness  administration,  newly  created  post  at  Dor- 
iid  Inc.,  N.  Y. 


Mr.  McCue 


jiEDERICK  CUNNINGHAM,  Waldie  &  Briggs,  Chicago,  to  Aubrey, 

jbore  &  Wallace,  same  city. 

1 

;)WARD  K.  HARRISON,  dean  of  men  Washington  U.,  St.  Louis,  to 
sjarner,  Schulenburg,  Todd  &  Assoc.,  same  city,  as  account  service  direc- 
?ir.  Was  principal  in  Harrison-Rippey  Adv.,  St.  Louis. 

'3RNARD  N.  CRAVEN,  co-founder  Craven  &  Hendrick  Inc.,  N.  Y., 
tires.  His  stock  interest  acquired  by  corporation.  H.  LINN  EDSALL, 
ee  president,  elected  director  and  secretary  of  firm. 

S.  WARREN  Jr.,  D.  P.  Brother,  Detroit,  appointed  executive  on  Olds- 
mobile  account.  CLARENCE  HATCH  Jr.,  executive 
vice  president,  continues  as  supervisor  of  account. 


MORRIS  E.  JACOBS,  Bozell  &  Jacobs  Inc.,  Omaha, 
elected  to  board  of  directors  D.  A.  Schulte  Inc.  chain 
stores. 

ALAN  L.  HAUSMAN,  Scheck  Adv.,  Newark,  to  Frank- 
lin, Bertin  &  Tragerman  Inc.,  N.  Y.,  as  account  exec- 
utive. 

REID  PARKHURST,  senior  vice  president  and  copy 
chief,  Samuel  Croot  Co.,  N.  Y.,  to  William  von  Zehle 
&  Co.,  N.  Y.,  as  plans  board  and  creative  staff  member. 


Warren 


M.  GRIFFITH,  elected  president  and  treasurer,  R.  E.  McCARTHY, 
^:ecutive  vice  president,  of  newly  formed  Griffith-McCarthy  Inc.,  St. 
fetersburg  and  Tampa,  Fla.,  after  merger  of  individual  agencies  owned 
!>•  Messrs.  Griffith  and  McCarthy. 

■ENNETH  COWAN,  account  executive  staff  Henry  J.  Kaufman  & 
tlssoc,  Washington  advertising  agency,  father  of  boy,  Richard  Craig, 
™iy  31.  Mrs.  Cowan  is  former  Joanne  TaishofF. 

jSARLES  McCANN,  research  director  RuthraufF  &  Ryan,  Chicago, 
aves  Aug.  10  for  active  service  with  AAF. 

.ERTRUDE  R.  DALE,  N.  W.  Ayer  &  Son,  N.  Y.  and  GEOFFREY  R. 
[^EAN,  Cecil  &  Presbrey,  N.  Y.,  to  public  relations  department  Hewitt, 
l^gilvy,  Benson  &  Mather,  N.  Y. 

'WlL  BRISACHER,  president,  Brisacher,  Wheeler  &  Staff,  N.  Y.,  re- 
'irns  to  desk  after  six  week's  study  of  economic  conditions  in  Sweden, 
'^•orway  and  Denmark. 

D  FRANCK,  Young  &  Rubicam,  N.  Y.,  named  agency  director  We  The 
]jeople,  NBC,  Fri.,  8:30-9  p.m.    DAN  SEYMOUR  named  production 


jipervisor. 

i 

DWARD  SCOFIELD,  head  of  own  public  relations  offices  in  Hollywood 
id  N.  Y.,  forms  advertising  agency  in  Hollywood,  Edward  Scofield  Assoc. 
ffices  at  6404  Hollywood  Blvd.    Phone:  Hudson  2-1181, 
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To  a  Big  City  Ad  Man 
unaccustomed  to  5  o'clock  shadows 


5  o'clock  in  the  morning  is  either 
awfully  early  or  mighty  late.  If 
you've  approached  it  only  from  the 

tired  city  side  you  have  prohably 
missed  its  more  invigorating  aspects. 

lowans  fare  better.   Instead  of  barren 
asphalt  jungles  they  see  fruitful 
fields  with  dew  glistening  in  the 
sunrise.    In  place  of  night-deserted 
buildings  they  see  busy  barnyard 
bustle.    They  see  the  shadows  of 
fattening  beeves  whose  composite  mar- 
ket weight  in  1949  was  2  billion  386 
million  pounds.    loiva  grows  more 
cattle — and  makes  more  money  at  it — - 
than  any  of  the  legendary  range  states. 

They  see  the  shadows  of  a  fantastic 
"pork  barrel"  worth  over  S737  million 
in  1949.    loiva  marketed  one-fourth 
of  all  the  pork  in  the  country  last  year. 
They  see  the  shadow  of  a  gigantic 
egg  which  provides  pin  money  for 
Iowa  farm  wives  of  S200  million 
annually.     The  egg  and  Iowa  nestle 
cosily  at  the  top  of  the  nation's 
market  basket. 

The  substance  of  all  these  shadows 
is  S2  billion  11^4  million  for  Iowa 
cash  farm  income  in  1949 — first  for 
the  nation  according  to  Sales  Manage- 
ment.   Industrial  Iowa  adds  another 
$2  billion  to  total  individual  income. 
It's  a  market  worth  reaching — and 
in  Eastern  Iowa  WMT  reaches. 

Please  ask  the  Katz  man  for 
additional  data. 


5000  WAHS,  600  KC 


DAY  AND  NIGHT 


BASIC  COLUMBIA  NETWORK 
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VA/ilUe  Wish  sa^s: 


More  than  40,000  people 
see  this  huge  sign  everq  daij 

One  of  the  brightest  spots  on  IndianapoHs' 
busiest  thoroughfare — North  Meridian  Street — 
this  brilliantly-floodlighted,  two-way  sign 
dominates  the  view  for  blocks,  both  ways. 

Its  message,  emblazoned  in  the  sky,  is  seen 
by  over  40,000  motorists  daily.  It's  changed 
frequently,  giving  eacli  advertiser  a  break  .  .  . 
becoming  still  another  sales-boosting  bonus 
given  to  the  show  you  purchase  on  ^ISH. 
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LECTRICOVERS  Inc.,  N.  Y.  (electric  blankets),  names  Walter  We 
-Inc.,  N.  Y.,  as  advertising  agency.    Spot  campaign  in  radio  and 
covering  all  major  markets  east  of  Chicago  will  begin  in  early  fa; 
Increase  in  campaign  will  follow  extension  of  distribution  regionally. 

BYMART  Inc.  (Tintair,  hair  dye)  planning  radio  participation  daytin 
programs  starting  Aug.  15.    Agency:  Cecil  &  Presbrey,  N.  Y. 

BRESSNER  RADIO  Inc.,  N.  Y.,  names  Lew  Kashuk  &  Son  Adv.  Co.,  N.  Y 
to  direct  radio-TV  advertising.  Cooperative  programs  with  leading  mar 
irfacturers  being  arranged.  ,  , 

PEARSON  PHARMACAL  Co.,  N.  Y.,  names  Harry  B.  Cohen  Adv.  Cc 
N.  Y.,  to  handle  Ennds  (chlorophyl  tablet  that  eliminates  body  ar 
breath  odors  internally).   Radio-TV  will  be  used. 

AMERICAN  CYAN  AMID  Co.  (agricultural  chemical  division),  N.  Y 
appoints  Hazard  Adv.  Co.,  N.  Y.,  to  handle  spot  radio  campaign  on  tvs 
products  in  Tenn.,  Va.,  Ky.,  N.  C,  S.  C,  Ga.,  Ala.  ^ 

SAV-VUE,  de-icer  spray,  considering  spot  announcement  campaign  i 
northeastern  states.    Agency:  Baldwin,  Bowers  &  Strachan  Inc.,  Buffal 

NYO-LENE  LABS  Ltd.  (Filmasque  facial)  names  O'Brien  &  Dorrani 
Inc.,  N.  Y.,  to  direct  advertising.    Radio  will  be  used. 

HABRO  TRADING  CO.  of  AMERICA,  Herring  Board  of  Scotland  (kij 
pers),  names  Victor  A.  Bennett  Co.,  N.  Y.  Radio  will  be  used. 

WYLER  &  Co.,  Chicago  (soup  mixes,  dehydrated  celery,  mint,  peppf 
and  mixed  flake  vegetables),  names  Weiss  &  Geller,  Chicago,  to  dire' 
its  national  advertising.  Firm  plans  to  sponsor  Mary  Margaret  McBric 
in  Chicago  and  N.  Y.  in  fall.    Other  radio  plans  being  made. 

ESSO  STANDARD  OIL  Co.  will  sponsor  U.  of  Arkansas  football  gam< 
on  Arkansas  football  network,  composed  of  26  stations  in  state.  Agency 
Marschalk  &  Pratt  Co.,  N.  Y.  " 


A/et{irotk  -^ccoanti  •  •  • 

GENERAL  FOODS  shifts  two  radio  shows,  Hopalong  Cassidy  from  Mi 
tual  to  CBS,  Sat.,  8:30-9  p.m.  and  My  Favorite  Husband  from  CBS  Sun 
6-6:30  p.m.,  to  same  network,  Sat.,  9:30-10  p.m.  Agency:  Young  &  Rul 
icam,  N.  Y. 

ESQUIRE  BOOT  POLISH  about  to  sign  contract  for  sponsorship  of  Ho. 
that  Camera,  West  Hooker  package,  on  DuMont  TV  Network,  startir 
Sept.  15,  Fri.,  8:30-9  p.m. 

KROGER  Co.,  Cincinnati,  starts  sponsorship  Alan  Young  Show  on  1 
CBS-TV  Midwest  and  Southern  stations,  effective  Sept.  14,  Thurs.,  9-9:c 
p.m.   Agency:  Ralph  H.  Jones  Co.,  Cincinnati. 

GENERAL  MILLS,  Minneapolis,  buys  half-hour  for  show  on  ABC-T 
Sat.,  7:30-8  p.m.,  starting  Oct.  21.  Agency:  Dancer-Fitzgerald-Sampl 
N.  Y. 

eo^/e  •  •  • 

FRED  F.  DRUCKER,  account  executive  Newby  &  Peron  Inc.,  Chicag^ 
to  R.  Gerber  &  Co.,  Chicago,  as  director  of  sales  and  advertisin, 
Newby  &  Peron  is  Gerber  agency. 

DR.  HANS  ZEISEL,  associate  director  of  research  McCann-Erickso 
N.  Y.,  to  Tea  Bureau,  N.  Y.,  as  director  of  research,  replacing  EINA 
ANDERSON,  resigned  to  become  director  of  research  for  Thomas 
Lipton  Inc.,  Hoboken,  N.  J. 

RALPH  T.  JOHANSON,  executive  vice  president  G.  Heileman  Brewii 
Co.,  La  Crosse,  Wis.,  elected  president.  ROY  E.  KUMM,  comptrolk 
named  treasurer.  | 

VERNON  S.  MULLEN  JR.,  advertising  manager  Miller  Brewing  C^ 
Milwaukee,  father  of  boy,  Terrence  Michael,  July  2.  1| 
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NEWS 

NEWS 


NEWS  COVERAGE  FROM 
THE  VANTAGE  POINT  OF 
THE  NATION'S  CAPITAL 
HAS  ALWAYS  BEEN  A 
HIGHLIGHT  AMONG 
STRONG  SELLING  STORIES 
ION  WRC. 

,  WRC  CAN  NOW  OFFER  THE 
FOLLOWING  OUTSTAND- 
ING NEWS  PROGRAMS: 

I  EARL  GODWIN 

[  ...  Dean  of  Washington 

I  newsmen,     6:15-6:30  PM, 

Monday  through  Friday. 

12:00-12:05  PM, 

Monday  through  Saturday, 
an  established  news  period 
for  over  thirteen  years  — 
available  now! 

DAVID  BRINKLEY 

.  .  .  with  comment  on  the 
noontime  headlines,  a  tight- 
ly written  ten  minutes  from 
12:05-12:15  PM,  Monday 
jl  through  Friday. 

(I  FRANK  BOURGHOLTZER 

.  .  .  "WHITE  HOUSE  STORY", 
only  news  show  of  its  kind, 
a  daily  five-minute  report  on 
the  White  House  by  NBC's 
fl  correspondent,  Frank  Bourg- 

holtzer.  6:30-6:35  PM,  Mon- 
day through  Friday. 

f' RAY  SCHERER 

.  .  .  with  a  Monday  through 
Friday  report  at  another 
peak  listening  period — 9:00- 
9:05  AM. 

jl  All  OF  THE  ABOVE  PROGRAMS 
I    ARE  SUBJECT  TO  PRIOR  SALE,  OF 
COURSE,  AND  EACH  IS  CERTAINLY 
WORTH    EARLY  CONSIDERATION. 


IN  THE  NATION'S  CAPITAL  ^ 
YOUR  BEST  BUY  IS  iC 


5,000  Watts  '   380  KG 

Rfipresenfeii  by  NBC  SPOT  SAliS 


feature  of  the  meek 


Completing  the  contract  for  airing  Oklahoma  U.  games  on  KTOK  are 
seated  (I  to  r):  M.  E.  Lane,  general  manager,  Greenlease  Moore  Chevrolet 
Co.  and  president,  Oklahoma  Chevrolet  Motor  Car  Dealers  Advertising 
Assn.;  Bud  Wilkinson,  athletic  director  ayid  coach,  Oklahoma  U.;  standing. 
Mr.  Bell,  and  Ralph  Bolen,  president  Downtown  Chevrolet  Motor  Co.  and 
secretary-treasurer  of  the  dealers  association. 


THE  INK  is  dry  on  a  single-sta- 
tion football  contract  that  looms  as 
one  of  the  largest  in  Oklahoma's 
radio  history.  The  price  tag  for 
the  football  package,  involving  21 
stations,  is  tabbed  at  about  $30,000 
[Closed  Circuit,  July  31]. 

The  contract  has  been  signed  by 
KTOK  Oklahoma  City  and  the  Ok- 
lahoma Chevrolet  Motor  Car  Deal- 
ers Advertising  Assn.  for  sponsor- 
ship of  all  Oklahoma  U.  football 


games  both  home  and  away. 

As  the  key  station,  KTOK  will 
originate  all  the  broadcasts  and  re- 
lay them  to  20  stations  in  the  state. 
According  to  Edgar  T.  Bell,  KTOK 
general  manager  who  has  been 
working  out  the  details  with  Camp- 
bell-Ewald  in  Detroit,  the  contract 
is  the  biggest  of  its  kind  in  the 
state. 

Play  by  play  will  be  handled  by 

(Continued  on  page  41) 


/^^  strictly  business 


Mr.  PARTRIDGE 

RUSSELL   GLIDDEN  PART- 
RIDGE,    advertising  man- 
ager   of    the    United  Fruit 
Co.,  New  York,  is  undoubtedly  the 
best  friend  a  banana  ever  had. 
In  the  pre-Partridge — or  dark — 


age  of  that  imperfectly  cylindrical 
fruit,  a  banana  was  at  best  a  pleas- 
ant thing  to  eat,  and  at  worst  an 
unhandy  thing  to  slip  on.  But  since 
the  professional  advent  of  Mr.  Part- 
ridge, that  pulpy  perennial  of  the 
lunch-pail  has  bloomed  as  a  thing  of 
glamour  in  four  colors  with  a  home 
at  times  on  the  "Hit  Parade." 

As  a  significant  development  in 
its  civilizing  process,  the  banana 
also  has  achieved  a  given  name : 
Chiquita.  Mr.  Partridge  is  the  man 
who  gave  it. 

Inferentially,  then,  Mr.  Partridge 
also  has  endowed  it  with  a  sex.  In 
fact  "Chiquita  Banana"  has 
achieved  a  celebrity  unequalled  by 
any  of  her  countrywomen,  save 
perhaps  Carmen  Miranda  who  is 
reliably  reported  to  have  made  her 
mark  the  hard  way,  and  without 
the  help  of  Mr.  Partridge. 

Nor  does  Mr.  Partridge  scrimp 
financially  on  his  tasty  Galatea. 
He  directs  the  spending  of  a  mil- 
( Continued  on  page  41 ) 


IF  YOU'RE 
INTERESTED 
IN  FACTS . . . 


urrent  City 
Hooperatings  Prove 
C  o  n  c  1  usively  That 
WISN  Is  Your  Best 
Buy  in  the  Entire 
Milwaukee  Market. 


I 


let  Your  KATZ 
Man  Show  You  Why 
WISN  Costs  You 
LESS  MONEY  ta 
reach  MORE  PEO- 
PLE! 


ou'll  Like  Doing 
Business  with  WISN. 
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22% 

LISTEN 

3,  4  0R  S 


14% 

LISTEN 
ONLY  1  OR  2 
DAYS 


H, 


.ERE's  proof  that  KWKH  know-how,  built 
through  24  years  of  experience,  pays  off  in  larger 
audiences  and  in  greater  audience-loyalty. 

The  1949  BMB  Report  credits  KWKH  with  a  Day- 
time Audience  of  303,230  families  in  87  Louisiana, 
Arkansas  and  Texas  counties.  194,340  families 
(64%  of  the  total  daytime  audience)  listen  to 
KWKH  "6  or  7  days  weekly"— 67,470  (or  22%) 
listen  "3  or  4  days  weekly",  and  only  40,510  (or 
14%)  listen  as  little  as  "1  or  2  days  weekly". 

When  these  figures  are  weighted  in  BMB  approved 
manner,  KWKH  comes  up  with  an  average  daily 
daytime  audience  of  227,701  families — or  more 
than  75%  of  its  total  weekly  audience! 

Shreveport  Hoopers  tell  the  same  sort  of  story. 
Month  after  month  and  year  after  year,  KWKH 
consistently  gets  top  ratings.  Morning,  Afternoon 
and  Evening! 


Yes,  know-how  pays! 
KWKH,  today! 


Get  all  the  facts  about 


50,000  Watts    •  CBS 


HOOPERS  TALK,  TOO! 


Share  of  Audi«nc« 
(March-Apr!l,  I950) 

KWKH 

"B" 

"D" 

Weekday  Mornings 

UU.b% 

17.0% 

25.2% 

12.9% 

Weekday  Afternoons 

41.6% 

26.8% 

13.3% 

16.3% 

Evenings  (Sun.  thru  Sat.) 

46.4% 

25.3% 

12.2% 

14.2% 

Sunday  Afternoons 

27.9% 

23.2% 

18.5% 

26.4% 

Total  Rated  Time  Periods 

43.5% 

24.0% 

15.5% 

15.4% 

KWKH 


TexAs 


SHREVEPORT  f  LOUISIANA 


The  Branham  Company  AflcCktlSAS 

Representatives 

Henry  Clay,  General  Manager 


I  N 
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RATING  SHOWDOWN 


Test  Survey  Committee  Named 


THE  PROPOSAL  to  submit 
Hooper  and  Pulse  survey  techni- 
ques to  an  impartial  clinical  test 
was  placed  last  week  in  the  hands 
of  a  committee  of  six  top  national 
research  and  advertising  industry 
officials. 

But  even  before  the  committee 
could  get  together,  one  of  its  mem- 
bers, Dr.  Sydney  Roslow,  head  of 
The  Pulse  Inc.,  charged  that  he  had 
not  been  given  the  promised  oppor- 
tunity to  approve  its  membership. 

Representing  agency,  advertiser 
and  broadcaster  figures  in  addition 
to  heads  of  the  Hooper  and  Pulse 
research  firms,  the  committee  had 
been  tentatively  scheduled  to  meet 
in  New  York  this  week  to  see  what 
can  be  done  to  bring  about  the  re- 
search showdown  proposed  by 
KJBS  San  Francisco  [Broadcast- 
ing, July  10,  17,  24,  31]. 

Appointment  of  the  committee 
culminated  a  month  of  nationwide 
discussion  about  the  relative  merits 
of  the  Hooper  coincidental  and 
Pulse  aided-recall  survey  techni- 
ques. The  controversy  developed 
from  a  KJBS  advertisement  in  the 
July  3  Broadcasting  in  which  a 
showdown  test  of  the  two  methods 
was  proposed. 

As  one  of  the  two  key  figures  in 
the  controversy  Dr.  Roslow  strong- 
ly objected  to  appointment  of  the 
committee  without  having  a  chance 
to  approve  its  composition.  He 
made  the  objection  in  a  letter  sent 
Aug.  3  to  Stanley  G.  Breyer,  KJBS 
commercial  manager  who  investi- 
gated the  controversy. 

Committee  Named 

Named  to  the  committee  were : 
Fred  Manchee,  temporary  chair- 
Iman,  executive  vice  president  in 
I  charge  of  merchandising  and  mar- 
keting, BBDO,  New  York,  in  his 
capacity  as  chairman  of  the  AAAA 
Special  Committee  of  Radio  and  TV 
Research  Service. 

A.  Wells  Wilbor,  director  of  the 
Market  Analysis  Dept.  of  General 
Mills,  who  has  been  with  the  com- 
pany since  1933  and  before  that 
with  the  old  Blackett-Sample-Hum- 
mert  media  department.  He  repre- 
sents advertisers  and  has  been  ac- 
tive in  ANA  research  projects. 

Dr.  Kenneth  H.  Baker,  director 
of  the  NAB  Research  Dept.  and 
acting  president  of  BMB.    He  has 
,been   in   broadcast  research  two 
decades,  and  represents  NAB  on 


Mr.  Hooper  Dr.  Roslow 

the  committee. 

Lewis  H.  Avery,  of  the  repre- 
sentative firm  of  Avery-Knodel 
Inc.,  as  president  of  National  Assn. 
of  Radio  Station  Representatives. 

C.  E.  Hooper,  president  of  C.  E. 
Hooper  Inc.,  one  of  the  two  re- 
search firms  around  whom  the  con- 
troversy centers. 

Dr.  Roslow,  director  of  The  Pulse 
Inc.,  second  figure  directly  involved 
in  the  research  test  survey. 

Next  step  in  the  controversy  ap- 
peared uncertain  at  the  weekend. 
Dr.  Roslow's  letter,  while  strongly 


Mr.  Avery 


Mr.  Manchee 


Dr.  Baker 


Mr.  Wilbor 


worded,  made  clear  that  he  was 
not  objecting  to  membership  of  the 
committee  but  to  the  manner  in 
which  it  had  been  named.  He  con- 
tended the  original  KJBS  specifica- 
tions for  membership  had  been 
changed  without  his  knowledge  or 
approval. 

Hooper  Views  Unknown 

No  word  was  received  from  Mr. 
Hooper  about  his  views.  He  was 
understood  to  be  in  Los  Angeles 
and  had  not  been  located  as  Broad- 
casting went  to  press. 

Should   the   committee   get  to- 


gether this  week  its  first  job  will 
be  selection  of  a  permanent  chair- 
man. It  then  will  go  into  every 
phase  of  the  seething  research  con- 
troversy and  decide  what  to  do 
about  the  KJBS  proposal  that  a 
clinical  test  of  Hooper  and  Pulse 
methods  be  conducted  in  San  Fran- 
cisco to  reconcile  diff'erences  in 
their  radio  audience  figures. 

Mr.   Breyer  told  Broadcasting 
prior  to  receipt  of  Dr.  Roslow's 
letter  that  he  felt  KJBS  has  com- 
pleted its  role  now  that  the  com- 
(Continued  on  page  67) 


NEWS  SPONSORSHIP       war  Brings  Increase 


RE  -  AWAKENED  emphasis  on 
news  inspired  by  the  outbreak  of 
fighting  in  Korea  has  begun  to  re- 
flect itself  in  radio  sales  with  eight 
major  advertisers  within  the  past 
fortnight  turning  to  network  or  re- 
gional news  programs  to  exploit 
their  products. 

In  addition,  at  least  two  other 
advertisers  are  known  to  be  seek- 
ing specifically  spot  announcements 
before  and  after  news  shows. 

Amurol  Products  Co.,  Chicago, 
will  sponsor  Gabriel  Heatter  on  his 
Thursday  night  broadcasts  on 
MBS,  starting  Sept.  14,  to  promote 
its  Amurol  Ammoniated  tooth 
powder.  O'Neil,  Larson  &  Mc- 
Mason,  Chicago,  is  the  agency. 

The  Rhodes  Pharmacal  Co., 
Cleveland,  starting  Aug.  30,  will 
sponsor  Gabriel  Heatter  on  MBS, 
Sunday,  9:30-45  p.m.,  in  behalf  of 
its  medicinal  product,  Imdrin. 

During  World  War  II  Mr.  Heat- 
ter was  on  the  air  seven  days  a 
week.  With  the  end  of  that  war 
he  tapered  his  schedule  down  to 
five  times  weekly,  7:30-45  p.m., 
when  the  news  slackened  to  a 
peacetime  tempo.  With  the  addi- 
tion of  the  Sunday  program  his 
schedule  has  increased  to  six  days. 


Phillips  Petroleum  Co.  (Phillips 
66  gasoline),  which  sponsors  about 
25  news  programs  across  the  coun- 
try in  as  many  markets,  is  consid- 
ering buying  additional  news  shows 
in  other  markets.  Two  news  pro- 
grams were  bought  last  week  on 
KFH  Wichita  and  WEEK  Peoria. 
This  campaign  is  in  addition  to  its 
Rex  Allen  transcribed  program 
which  is  carried  on  64  stations 
throughout  the  country.  Lambert 
&  Feasley,  New  York,  is  the  agency. 

Serutan  Schedule 

Serutan  Co.,  New  York,  on  Sept. 
11  and  18  will  start  sponsorship  of 
two  news  programs — a  five-minute 
newscast  and  a  15-minute  news 
segment  on  200  ABC  stations 
[Broadcasting,  July  31].  Roy  S. 
Durstine,  New  York,  is  the  agency. 

Richfield  Oil  Co.,  New  York,  re- 
portedly will  drop  its  sponsorship 
of  Escape  on  CBS  Friday,  10-10:30 
p.m.  and  substitute  two  CBS  news 
shows,  Larry  Lesueur,  Saturday 
6:45-7  p.m.  and  Charles  CoUing- 
wood,  Sunday  1-1:15  p.m.  Morey, 
Humm  &  Johnston,  New  York,  is 
the  agency. 

Procter  &  Gamble,  Cincinnati,  is 
the    fifth    advertiser    to  sponsor 


BROADCASTING    •  Telecasting 


Newscaster  Edward  R.  Morrow  on 
CBS,  Monday  through  Friday, 
7:45-8  p.m.,  on  31  mid-west  sta- 
tions. Others  sharing  sponsorship 
in  the  East  and  West  are  American 
Oil  Co.  (Amoco),  Hamm  Brewery, 
Peter  Paul  candy  and  Quaker  State 
Oil  Co. 

Bond  Clothes,  through  its  agency, 
Neff-Rogow,  New  York,  is  current- 
ly lining  up  a  news  program  sched- 
ule. Details  of  the  campaign  are 
expected  to  be  announced  shortly. 

Armour  Co.,  Chicago,  is  under- 
stood to  be  contemplating  a  news 
show  in  its  tentatively  optioned  15- 
minute  period  five-times  weekly 
on  NBC,  between  1  and  2  p.m., 
which  the  network  is  currently 
trying  to  clear  with  its  affiliates 
[Broadcasting,  July  24]. 

The  two  advertisers  looking  for 
spot  availabilities  in  and  around 
news  programs  are  Smith  Bros., 
through  its  agency,  SSC  &  B,  New 
York,  and  Vick  Chemical  Co. 
through  Morse  International,  New 
York. 

Another  advertiser,  as  yet  un- 
revealed,  is  understood  to  be  seri- 
ously contemplating  sponsorship  of 
Report  from  Korea,  11:15-11:30 
a.m.  on  NBC. 
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CBS  NET  INCOME  CHESTERFIELD 


'50  Half  Tops  $3  Million 

NET  income  of  CBS  in  the  first 
half  of  1950  was  $3,182,070,  nearly 
$1.5  million  bigger  than  the  net 
for  the  same  period  last  year,  a 
network  financial  report  showed 
last  week. 

Gross  income  in  the  first  six 
months  of  1950  was  $60,276,582, 
compared  with  $52,885,319  in  the 
similar  period  last  year.  Operat- 
ing expenses  were  also  bigger  in 
1950  than  in  1949— $26,820,322  this 
year,  compared  with  $24,399,524 
last.  The  net  income  of  $3,182,070 
was  calculated  after  deductions  for 
discounts,  commissions  and  returns, 
for  operating  and  general  expen- 
ses and  for  provision  for  federal 
income  taxes. 

Earnings  per  share  in  the  first 
half  of  1950  were  $1.85,  compared 
with  $1  in  the  same  part  of  1949. 
A  cash  dividend  of  40  cents  a 
share  on  both  Class  A  and  Class 
B  stock  payable  Sept.  1  to  stock- 
holders of  record  at  the  close  of 
business  Aug.  18  was  voted  by  the 
CBS  board  at  its  regular  meeting 
last  Wednesday. 


Ties  In  Local 
Disc  Shows 


ISRAEL  MUSIC 

SESAC  Sets  Contract 

SESAC  Inc.  has  arranged  an  ex- 
clusive contract  to  represent  all  the 
music,  both  present  and  future, 
controlled  by  the  Israel  Publishers 
Agency  (IPA),  and  also  that  of 
Israel  Society  of  Composers 
(ISCAM),  according  to  K.  A. 
Jadassohn,  general  manager  of  the 
New  York  firm. 

Mr.  Jadassohn  brought  the  con- 
tract with  him  on  his  return  from 
a  trip  to  Israel.  He  said  some  of 
the  important  new  publishers  in- 
cluded in  the  IPA  roster  were 
Edition  Hazemer,  Edition  Pizmon 
and  Edition  Gil-Ron,  all  located  in 
Tel  Aviv. 

In  addition,  IPA  has  made  a 
reciprocal  agreement  with  SESAC 
to  make  available  over  there  the 
SESAC  library  of  150,000  musical 
compositions  listed  in  more  than 
200  American  music  publishers' 
catalogs  affiliated  with  SESAC. 


Motorola  Plans 

MOTOROLA  Inc.,  Chicago,  through 
Ruthrauff  &  Ryan,  New  York, 
plans  an  extensive  $600,000  na- 
tional radio  spot  campaign  begin- 
ning in  mid  -  September  for  six 
weeks.  From  2  to  130  1-nfinute 
spots  per  day  over  100  stations  in 
TV  cities  are  planned. 


Campbell  Soup  Signs 

CAMPBELL  SOUP  Co.  (Franco- 
American  spaghetti  and  Franco- 
American  macaroni)  will  sponsor 
Double  Or  Nothing  five  times 
weekly,  2-2:30  p.m.  on  NBC  start- 
ing Aug.  14.  Dancer-Fitzgerald- 
Sample,  New  York,  is  the  agency. 


LIGGETT  &  MYERS,  New  York  (Chesterfield  cigarettes),  has  launched 
a  unique  local  tie-in  arrangement  in  conjunction  with  its  summer  CBS 
network  show.  Chesterfield's  ABC's  of  Music.  The  advertiser  is  buying 
supplementary  spot  time  on  the  home-town  programs  of  the  guest  disc 


jockeys  who  are  a  feature  of  the 
national  program. 

So  far,  spots  on  22  disc  jockey 
shows  have  been  contracted  for  13 
weeks  each  by  Chesterfield's 
agency,  Cunningham  &  Walsh, 
New  York.  These  are  in  addition 
to  the  four  disc  jockey  shows  re- 
gularly sponsored  by  the  adver- 
tiser: Martin  Block  on  WNEW 
New  York;  Zack  Hurt  on  Texas 
State  Network;  Eddie  Hubbard  on 
WIND  Chicago  and  Grady  Cole  on 
WBT  Charlotte. 

The  disc  jockey  programs  lined 
up  are:  Starting  June  5,  Hop  Ellis 
on  KOLT  Scotts  Bluff,  Neb.,  five 
times  weekly,  and  Bob  Story ,  on 
WNOR  Norfolk,  Va.,  six  times 
weekly. 

Starting  June  12,  Don  Roberts 
on  WKNE  Keene,  N.  H.,  five  times 
weekly,  and  Jack  Davis  on  WQUA 
Moline,  111.,  three  15-minute  seg- 
ments weekly. 

Starting  June  19,  Joe  Wilsop  on 
WCPA  Clearfield,  Pa.,  five  times 
weekly,  and  Maury  Farrell  on 
WAPI  Birmingham,  Ala.,  five  times 
weekly. 

On  June  26,  Steve  Evans  on 
KRUL  Corvallis,  Ore.,  three  times 
weekly,  and  Paul  Brenner  on 
WAAT  Newark,  three  10-minute 
segments  weekly. 

Starting  July  7,  Rosemary 
Wayne  on  WJJD  Chicago,  one  spot 
weekly. 

Starting  July  3,  Jack  Mills, 
KSIB  Creston,  Iowa,  five  times 
weekly,  and  Eddie  Gallaher  on 
WTOP  Washington,  six  times 
weekly. 

On  July  10,  Roger  Davison, 
WMIS  Natchez,  Miss.,  five  times 
weekly;  Bill  O'Connor  on  WGBS 
Miami,  six  times  weekly,  and  Ray 


Perkins,  KFEL  Denver,  six  times 
weekly. 

On  July  17,  Jimmy  Lyons,  KNBC 
San  Francisco,  six  times  weekly; 
Stan  Stephens,  KOJM  Havre, 
Mont.,  five  times  weekly,  and  Leroy 
Miller  on  WFIL  Philadelphia,  six 
times  weekly. 

On  July  24,  Jon  Farmer,  WAGA 
Atlanta,  five  times  weekly,  and 
Dick  Bills,  KOB  Albuquerque, 
N.  M.,  five  times  weekly. 

On  July  31,  Felix  Grant,  WWDC 
Washington,  five  times  weekly; 
Frank  Hassett,  KCKN  Kansas  City, 
three  times  weekly,  and  Joe  Deane 
on  WHEC  Rochester,  three  times 
weekly. 

On  Aug.  7,  Bob  Craeger,  WWCO 
Waterbury,  Conn.,  six  times  weekly. 

The  network  program  will  re- 
main on  CBS  Wednesday,  9:30-10 
p.m.  until  the  return  Sept.  27  of 
Chesterfield's  fall  show  featuring 
Bing  Crosby. 


KOOL  PROMOTION 

Bates  Agency  Maps  Plans 

EXECUTIVES  at  the  Ted  Bates 
Agency,  New  York,  last  week  called 
a  meeting  of  station  representa- 
tives to  present  a  merchandising- 
promotion  plan  for  its  client  BrovvTi 
&  Williamson's  Kool  cigarettes. 

The  promotion  plan  includes  a 
contest  to  recognize  the  Kool  com- 
mercial jingle  without  the  lyrics  to 
be  played  on  station  disc  jockey 
shows. 

It  was  understood  that  the  agen- 
cy would  place  the  merchandising 
device  on  one  station  as  a  test 
before  any  extended  campaign  was 
started. 


YANKEE  GAMES 

LBS  To  Air  Football 

FOOTBALL  games  of  the  New 
York  Yankees  (professional)  will 
be  broadcast  on  a  coast-to-coast 
hookup  of  Liberty  Broadcasting 
System,  with  300  stations  in  all  48 
states  participating,  according  to  a 
joint  announcement  by  Ted  Collins, 
Yankee  owner,  and  Gordon  McLen- 
don.  Liberty  president.  WINS  New 
York  will  be  New  York  outlet. 

Mr.  McLendon  will  announce 
Yankee  games  and  Ted  Husing  is 
to,  broadcast  seven  Army  and  five 
New  York  Giants  games  over  Lib- 
erty [Broadcasting,  July  31]. 

The  Yankee  schedule  starts  with 
the  Forty-Niners  game  at  San 
Francisco  Sept.  17  and  concludes 
Dec.  10  with  the  Yankee-Baltimore 
Colt  game  in  New  York.  All  games 
will  be  direct-from-the-field.  Lib- 
erty announced. 


JOHNSTON  NAMED 

Joins  Ward-Wheelock  Co. 

RUSS  JOHNSTON,  formerly  vice 
president  and  director  of  Jerry 
Fairbanks  Inc.,  Hollywood,  has 
joined  Ward  Wheelock  Co.,  New 
York  and  Phila- 
delphia advertis- 
ing agency,  as 
vice  president  and 
director  of  radio 
and  television. 
His  appointment 
was  effective 
Aug.  1. 

Mr.  Johnston's 
position  at  Ward 
Wheelock  has 
been  newly  cre- 
ated, according  to  the  agency.  The 
company  also  announced  election  of 
Carroll  Carroll  as  vice  president 
and  director  of  its  Hollywood  oper- 
ations. Mr.  Johnston  has  worked 
for  both  CBS_  and  NBC,  with  the 
former  as  Hollywood  program  chief 
in  1936-41  and  director  of  the 
latter's  film  division  in  1948.  In 
the  radio-TV  fields  for  the  past  27 
years,  Mr.  Johnston  has  authored 
and  directed  top  network  programs 
as  well  as  serving  in  an  executive 
position  with  McCann-Erickson  for 
six  years. 


Mr.  Johnston 


CARL  LEVIN 


Drawn  for  Broadcasting  by  Sid  Hix 


Directs  Weintraub  P.  R.  Office 

WILLIAM  H.  WEINTRAUB  Inc., 
New  York  advertising  agency,  has 
appointed  the  New  York  Herald 
Tribune's  White  House  reporter, 
Carl  Levin,  to  head  up  a  Washing- 
ton public  relations  firm,  it  was 
learned  last  week. 

Mr.  Levin,  who  has  been  with  the 
Tribune  for  20  years  and  one  of  its 
foreign  correspondents  for  a  period 
during  World  War  II,  will  resign 
from  the  New  York  paper's  staff. 
One  of  Mr.  Levin's  chief  functions 
will  be  to  serve  the  agency  and  some 
of  its  clients  with  information  on 
Washington  affairs.  He  has  been 
the  Tribune's  White  House  reporter 
since  1943. 
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RADIO-TV  ESSENTIAL 


i  RADIO  broadcasting,  encompass- 
ing television  and  facsimile — as 
well  as  networks  and  stations  "en- 
gaged in  the  sale  of  time" — was  de- 
clared an  "essential  industry"  in  a 
compilation  revealed  by  the  Com- 
merce Dept.  last  Thursday. 

Coincidentally,  the  Dept.  of  La- 
bor announced  a  list  of  critical  oc- 
cupations for  use  of  the  Dept.  of 
Defense  in  expanding  the  Armed 
Forces.  The  military  also  an- 
nounced policies  for  occupational 
defemient  of  members  of  its  civil- 
ian components,  including  the  Re- 
sei"ves  and  National  Guard,  based 
on  The  Commerce  Dept.  classifi- 
cations. 

"The  list  of  essential  activities  is 
very  broad  in  its  coverage  of  es- 
sential industries  and  will  be  sub- 
ject to  revision  from  time  to  time  as 
the  national  emergency  requires," 
Secretai-y  of  Commerce  Charles 
Sawyer  announced.  The  rating 
placed  radio  broadcasting  on  a  foot- 
ing equal  to  that  it  enjoyed  during 
World  War  IL 

Three  criteria  were  used  in  as- 
sembling the  categories,  he  added. 
There  were  activities  "(1)  directly 
contributing  to  the  production  of 
war  materials,  (2)  necessary  for 
maintenance  of  the  production  of 
war  materials,  and  (3)  essential 
for  the  maintenance  of  national 
safety  health  and  interest." 

Manufacturers  of  military  equip- 
ment— ordnance  and  accessories — 
also  was  included  in  the  group,  as 
was  telecommunications  companies 
furnishing  point-to-point  commun- 
ications sei-vices,  by  wire  or  radio, 
"and  whether  intended  to  be  re- 
ceived aurally  or  visually." 

Essential  Listing 

The  "essential"  listing  for  radio 
broadcasting  covers  "radio  and  tel- 
evision stations  primarily  engaged 
in  activities  involving  the  dissemi- 
nation of  radio  communications, 
either  aural  or  visual,  intended  to 
be  received  by  the  public  through 
receiving  sets,  and  networks  pri- 
marily engaged  in  activities  in- 
volving the  transmission  of  pro- 
gram material  by  wire  or  radio  to 
stations  ser\ang  as  network  out- 
lets." 

It  also  includes  "radio  stations 
and  networks  engaged  in  the  sale 
of  time  for  broadcast  purposes,  and 
the  furnishing  of  program  material 
or  sei-vices." 

Printing,  publishing  and'  allied 
industries,  as  well  as  motion  pic- 
ture producers  and  distributors 
also  were  included  in  the  classifi- 
cations. 

The  Labor  Dept.  list  was  divided 
into  two  categories — professional 
and  related  occupations,  and  those 
adjudged  to  be  "skilled." 

"Selection  of  specific  occupations 
was  made  on  the  basis  of  three 
major  considerations,"  Secretarj^ 
Tobin  said: 

(1)  The  demand  in  essential  in- 


dustries and  activities  for  persons 
qualified  to  work  in  the  occupa- 
tions would  exceed  the  total  sup- 
ply under  conditions  of  full  mobil- 
ization; (2)  a  minimum  training 
period  of  two  years  (or  the  equiv- 
alent, in  work  experience)  is  neces- 
sary to  the  satisfactory  perform- 
ance of  all  the  major  tasks  found 
in  the  occupation;  and  (3)  the  oc- 
cupation is  essential  to  the  func- 
tioning of  the  industries  or  activi- 
ties in  which  it  occurs. 

Included  in  the  critical  list  were 
electrical  engineers  who  "plan  and 
supervise  construction  and  installa- 
tion of  .  .  .  wire  communication;  de- 
sign and  develop  radio,  television, 
electronic    and    allied  equipment. 

Professional  occupations  were 
described  by  the  Labor  Dept.  as 
concerned  "with  the  performance 
of  supervisory  administrative  or 
research  work  based  on  the  estab- 
lished principles  of  a  profession  or 
science.  Such  occupations  require 
either  extensive  and  comprehen- 
sive academic  study  or  experience 
of  such  scope  and  character  as  to 


Commerce  Reports 


provide  an  equivalent  background." 

The  Defense  Dept,  said  the  La- 
bor Dept.  list,  together  with  the 
Dept.  of  Commerce  list  of  "essen- 
tial activities,"  would  serve  as  the 
"basic  criteria"  of  reservists  in  key 
civilian  occupations  such  as  elec- 
tronic specialists  and  others.  Fun- 
damentally, it  added,  the  resei-vists 
deferred  must  be  in  a  critical  occu- 
pation "necessary  to  a  highly  es- 
sential activity  and  he  will  be 
deferred  only  until  he  can  be  satis- 
factorily replaced  in  that  occupa- 
tion." Maximum  of  six  months 
was  placed  on  initial  deferments. 

Policy  would  be  delegated  to  the 
three  military  branches  in  the 
Dept.  of  Defense  as  it  concerns 
their  resei^s^e  components,  it  was 
said. 

Deferments  in  all  cases  will  be 
made  on  an  individual  basis  and 
may  be  terminated  at  any  time 
"because  of  overriding  military 
considerations,"  Defense  Secretary 
Louis  Johnson  stressed. 

Requests  for  delay  in  call  to  ac- 
tive duty  by  civilian  component 
members   will   not   be  considered 


WESTINGHOUSE  exhibit  mounted  on 
the  new  British-made  midget  car  cur- 
rently is  touring  Esso  stations  through- 
out KYW-land  calling  attention  to 
Vour  Csso  Reporter  broadcasts  on 
KYW  Philadelphia.  Esso  stations  are 
alerted  with  special  letters  explain- 
ing the  promotion,  which  will  be  ex- 
tended later  in  the  summer  to  WBZ- 
WBZA  Boston-Springfield,  Mass.,  and 
KDKA  Pittsburgh,  other  stations  oper- 
ated by  Westinghouse  Radio  Stations. 


unless  they  have  actually  received 
orders  to  report,  he  said.  Requests 
received  in  advance  of  such  orders 
will  be  held  and  acted  on  when  or- 
ders come  through,  he  added. 


Aff  IV  SPOT  HIGH  Representatives  See  $125  Million 


ALTHOUGH  the  total  volume  of 
radio  network  business  has  been 
running  slightly  behind  last  year's 
level,  the  same  situation  does  not 
apply  to  spot,  according  to  an 
official  spokesman  for  the  station 
representative  group. 

Snot,  he  said  last  week,  will  in 
1950  hit  an  all-time  high  volume 
of  business,  totaling  some  $125 
million.  This  estimate  was  con- 
firmed by  an  executive  of  the  Na- 
tional Assn.  of  Station  Represent- 
atives who  told  Broadcasting  that 
it  tallies  with  information  col- 
lected by  NARSR. 

He  further  stated  that  all  signs 
point  to  a  continued  upward  trend 


in  spot  billings  in  the  foreseeable 
future,  adding  that  this  prediction 
should  hold  even  in  the  event  of 
another  global  war.  He  pointed 
out  that  the  greatest  gains  in  spot 
billings  occurred  in  the  five-year 
period  between  1940  and  1945,  en- 
compassing the  World  War  II 
period. 

Stories  of  spot  activity  in  recent 
issues  of  Broadcasting  indicate 
that  spot  radio  will  be  extensively 
used  this  fall  by  a  long  list  of  ad- 
vertisers promoting  a  wide  variety 
of  products  that  range  from  light 
bulbs  to  hair  tonics,  from  radios  to 
cold  remedies. 

Among    the    major  advertisers 


GATHERING  of  radio  and  movie  executives  July  27  at  Mike  Lyman's  Res- 
taurant in  Los  Angeles  as  guests  of  Broadcast  Music  Inc.,  included  (I  to  r): 
Calvin  J.  Smith,  president-general  manager  KFAC  Los  Angeles  and  NAB 
16th  District  director;  Robert  J.  Burton,  vice  president  in  charge  of  publisher 
relations  of  BMI  and  general  manager  BMI  Canada  Ltd.;  William  Harold 
Moon,  BMI  Canada  assistant  general  manager,  and  Maj.  Victor  Duclos, 
Canadian  trade  commissioner  for  California.  BMI  Canada  offerings  topped 
luncheon  discussion  ogenda. 


who  have  lately  lined  up  spot  cam- 
paigns for  this  fall  are  Motorola 
Inc.,  Procter  &  Gamble,  General 
Electric  Co.,  Whitehall  Pharmacal 
Co.,  Grove  Labs,  General  Foods, 
Prestone,  Vick  Chemical  Co.  and 
Bristol-Myers  Co. 

Spot  Billing  Up  10% 

While  the  total  spot  billing  for 
this  year  will  probably  exceed  last 
year's  by  more  than  10 '~(-,  it 
was  pointed  out  that  not  all  sta- 
tions will  experience  comparable 
increases  in  their  individual  in- 
comes. Some  stations  will,  of 
course,  show  n^ch  greater  in- 
creases, but  many  major  stations 
in  major  markets  have  been  sold 
out  for  years  and  unless  they  have 
recently  raised  their  rates,  which 
few  have,  they  cannot  anticipate 
any  appreciable  rise  in  revenue 
this  year.  Some  stations,  particu- 
larly those  in  highly  competitive 
markets,  will  doubtless  wind  up  the 
year  with  spot  billings  well  below 
their  1949  totals.  But  for  the 
country  as  a  whole,  the  1950  spot 
picture   is   decidedlj'  optimistic. 

Broadcasting  Yearbook  tabula- 
tion of  radio  billings  shows  that 
spot,  or  national  non-network 
net  time  sales,  totaled  $13305,200 
in  1935,  rose  to  $37,140,444  in  1940 
and  from  then  on  climbed  sharply 
to  845,681,959  in  1941,  $51,059,159 
in  1942,  $59,359,170  in  1943.  $73.- 
312,899  in  1944,  876,696,468  in 
1945. 

In  the  postwar  years  the  rise  in 
spot  billings  has  been  almost  as 
nrecipitous:  $82,917,505  in  1946, 
$91,581,241  in  1947.  $104,759,761  in 
1948  and  an  estimated  $112  million 
in  1949. 
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RADIO  VALUES' 


Networks  Receive  ANA  Report 


ASSN.  of  NATIONAL  ADVER- 
TISERS last  week  delivered  copies 
of  its  report  on  "Radio  Time 
Values"  to  the  four  nationwide  net- 
works. Repulsed  in  its  original  at- 
tempt to  present  the  report  to  net- 
work executives  in  personal  confer- 
ences when  the  networks  declined 
ANA's  invitation  on  advice  of  their 
legal  counsellors  [Broadcasting, 
July  17,  24,  31],  ANA  abandoned 
the  personal  presentation  approach 
and  forwarded  individual  copies  of 
the  report  to  each  network. 

Explaining  the  action,  Paul  B. 
West,  ANA  president,  said:  "It  is 
important,  we  believe,  that  broad- 
casters have  the  benefit  of  the  ANA 
Radio  and  TV  Steering  Commit- 
tee's independent  research  on  the 
subject  of  current  trends  in  radio  . 
and  the  conclusions  reached  by  the 
ANA  radio  users  based  upon  this 
research. 

Price  Question 

"There  is  not,  and  never  was, 
any  intention  on  ANA's  part  to 
tell  the  networks  what  they  should 
charge  for  their  p  r  o  d  u  c  t,"  Mr. 
West's  statement  continued.  "That 
is  the  prerogative  of  the  medium 
and  is  respected  by  the  ANA  just 
as  its  members  individually  reserve 
the  right  to  determine  the  prices  at 
which  they  sell  their  products." 

Mr.  West's  comment  seems  some- 
what at  variance  with  the  conclu- 
sion of  the  ANA  Radio  and  TV 


Committee  that  "nighttime  radio 
rates  need  to  be  adjusted  downward 
right  now  and  will  need  further 
adjustment  as  TV  grows." 

Using  audience  data  provided  by 
A.  C.  Nielsen  Co.  and  C.  E.  Hooper 
Inc.,  the  committee  noted  with  ap- 
prehension declines  in  evening 
radio  audiences  in  TV  cities  and 
concluded  that  these  statistics 
would  justify  reductions  in  eve- 
ning station  rates  as  large  as  50% 
or  55%  in  some  cases.  For  the  full 
NBC  and  CBS  radio  networks,  the 
composite  rate  reductions  would 
work  out  to  14.9%  for  each  net- 


AM  RATES 


Survey  Values  First — Ward 

ASSN.  of  National  Advertisers 
should  first  ascertain  relative  effec- 
tiveness of  AM  and  TV  before  ask- 
ing adjustments  in  AM  rates,  ac- 
cording to  Joseph  B.  Ward,  re- 
search director  of  Advertising  Re- 
search Bureau  Inc.,  Seattle. 

ARBI  has  been  conducting  a 
series  of  surveys  in  the  Pacific 
Northwest,  testing  media  in  nine 
markets  in  three  states  on  the 
basis  of  point-of-sale  analyses 
[Broadcasting,  June  26,  5]. 

Mr.  Ward  suggested  netwoi'ks 
and  television  carefully  appraise 
relative  values  of  AM  and  TV  as 
advertising  media.  He  said:  "Sup- 
posing it  is  found  that  AM  and  TV 
deliver  approximately  the  same 
store  traffic  for  equal  advertising 
dollars?  In  such  a  case  it  would 
seem  likely  that  present  rate  struc- 
tures are  fair,  all  other  facts  of 
media  operations  being  equal. 

"We  are  deeply  concerned  with 
learning  the  facts  at  the  point  of 
sale — the  only  place  such  facts  can 
be  acquired.  We  take  the  position 
that  only  the  customer  can  provide 
the  facts.  From  the  customer  we 
learn  the  relative  effectiveness  of 
advertising  media;  the  advertiser 
learns  customer  reaction  to  his 
.store,  merchandise,  clerks  and — 
most  important — his  advertising. 
Media  learn  their  relative  effective- 
ness and  can  determine  whether 
their  rate  structures  are  adequate." 
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work,  the  committee  found. 

The  report  (summarized  in  de- 
tail in  Broadcasting,  July  31)  bris- 
tles with  statistics  of  similar  pur- 
port, leading  the  committee  to  state 
this  "conclusion  regarding  the  na- 
tional radio  situation: 

"Time  costs  must  come  down!" 

The  steering  committee  further 
expressed  the  belief  that  the  time 
for  network  rate  adjustments  is 
"already  here"  and  that  further 
adjustments  will  be  necessary  until 
the  radio-TV  audience  relationship 
stabilizes. 

Commenting  on  this  conclusion, 


DENVER  broadcasters  joined  in  the  festivities  at  Cheyenne,  Wyo.,  when 
the  54th  annual  Frontier  Days  celebration  opened.  L  to  r:  William  C.  Grove, 
general  manager,  KFBC  Cheyenne;  Lloyd  E.  Yoder,  general  manager,  KOA 
Denver;  Bill  Meyer,  president,  KMYR  Denver;  Eugene  P.  O'Fallon,  president, 
KFEL  Denver;  Hugh  B.  Terry,  vice  president  and  general  manoger,  KLZ 
Denver;  Tracy  McCracken,  president,  KFBC  and  publisher  of  Wyoming  Eagle 

&  Tribune. 


Mr.  West  said:  "This  does  not  im- 
ply that  radio  is  not  still — and  will 
not  continue  to  be — a  very  effective 
advertising  medium  and  a  good  buy 
for  many  advertisers.  What  is 
manifest  is  the  fact  that  the  old 
pattern  is  changing  measurably, 
and  it  is  time  advertisers  and 
broadcasters  made  a  critical  and 
constructive  examination  of  the 
changes  that  have  occurred  and  are 
indicated  for  the  future,  by  indi- 
vidual markets  rather  than  general 
averages." 

"The  object  of  presenting  this 
report  to  broadcasters,"  Mr.  West 
stated,  "is  to  make  available  to 
them,  for  such  benefit  as  it  may 
contain  in  helping  them  reach  their 
individual  and  competitive  business 
decisions  more  intelligently,  the  col- 
lective views  of  ANA  radio  users — 
to  the  end  that  this  important  ad- 
vertising medium  can  continue  to 
develop  on  a  healthy,  profitable 
basis  as  one  of  the  most  effective 
means  of  communication  to  the 
public." 

Urges  Meeting 
"We  feel,"  Mr.  West  went  on, 
"that  a  very  real  and  timely  oppor- 
tunity has  been  missed — we  hope 
only  temporarily — through  the  deci- 
sion prompted  by  the  networks'  le- 
gal counsel,  that  a  meeting  with  the 
ANA  Radio  and  Television  Steer- 
ing Committee  was  unadvisable. 
We  believe,  and  past  experience  has 
proved  that  there  is  great  virtue  in 
the  old-fashioned  way  of  talking  to 
one  another  face-to-face  across  a 
table.  More  often  than  not,  it  is 
the  spirit  in  addition  to  the  sub- 
stance of  the  interchange  of  views 
that  is  the  all-important  factor 
which  no  words  in  cold  type  can 
convey.  The  broadcasting  business 
and  that  of  the  advertisers,  to  the 
extent  that  mutual  problems  exist, 
can  both  suffer  measurably,  we  be- 
lieve, in  the  absence  of  such  oppor- 
tunities for  joint  personal  discus- 
sion." 


USTENIHG  TOPS  READING  misr^ 


AN  ELABORATE  diary  study  of 
radio  listening  in  Colorado  and 
Wyoming,  conducted  for  KOA 
Denver,  has  turned  up  a  swarm  of 
statistics  reinforcing  radio's  claim 
to  media  leadership. 

Among  the  conclusions  found  in 
the  study  was  the  fact  that  on  the 
average,  residents  of  those  two 
states  spend  more  than  three  and 
a  half  times  as  much  time  listening 
to  their  radios  than  they  do  read- 
ing newspapers  and  seven  and  a 
half  times  as  much  time  as  reading 
magazines. 

Comparative  Time  Expenditures 

The  diary  study  conducted  among 
a  carefully  chosen  cross-section  of 
the  general  population,  found  that 
among  inhabitants  of  the  two  states 
the  average  time  spent  listening  to 
the  radio  per  day  was  two  hours 
and  15  minutes,  the  average  time 
spent  reading  newspapers  was  39 
minutes  and  the  average  time  read- 


ing magazines  18  minutes. 

Because  the  diary  sample  was 
representative  of  the  entire  popula- 
tion of  the  two  states,  the  percent- 
age figures  obtained  in  it  are 
projectable  to  the  total  population. 
On  that  basis,  it  was  found  that  in 
Colorado  and  Wyoming  a  total  of 
189,000  people  listen  to  the  radio 
in  the  average  daytime  quarter- 
hour,  177,000  in  the  average  after- 
noon quarter-hour,  and  307,500  in 
the  average  quarter-hour  at  night. 
The  total  population  of  the  two 
states  is  about  1.5  million. 

The  diary  measured  listening  in 
quarter-hour  periods  from  5:30 
a.m.  to  12:30  a.m.  Results  were 
broken  down  to  show  audiences,  for 
each  quarter-hour,  to  the  four  net- 
work stations  in  Denver  (KOA- 
NBC,  KLZ-CBS,  KVOD-ABC  and 
KFEL-Mutual)  and  "to  all  other 
stations  heard  in  the  two  states." 

The  figures  were  further  broken 
down  to  show  composition  of  the 
audience  —  by   overall  geographic 


distribution  (four-county  Denver 
metropolitan  district,  all  other 
parts  of  Colorado,  all  of  Wyoming) ; 
by  community  size  (cities  over  25,- 
000  population,  other  incorporated 
cities,  rural)  ;  by  economic  bracket 
(more  prosperous  third,  middle 
third,  less  prosperous  third) ;  by 
age  (40  and  above,  20-39,  0-19), 
and  by  sex. 

Under  KOA  Sponsorship 

Under  sponsorship  of  KOA,  the 
study  was  conducted  by  Research 
Services  Inc.,  a  Denver  company. 

Although  the  area  included  ir 
this  study  is  without  televisioi 
service,  KOA  believes  the  diar; 
technique  could  be  profitably  ap 
plied  by  radio  stations  that  ar^ 
within  television  areas,  to  provide 
listening  statistics  beyond  thi 
normal  range  of  telephone  survey 
or  easy  personal  interview. 

Copies  of  the  KOA  diary  ar 
available  from  the  station  and  f ror  j 
NBC  Spot  Sales. 
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DEfSNSi  TOPS  NAB  BOARD  AG[NDA>^  °p^"' 


By  J.  FRANK  BEATTY 

BROAD  plan  to  guide  the  broad- 
casting industry  into  maximum  na- 
tional service  as  the  defense  situa- 
tion becomes  increasingly  grave 
will  be  drawn  up  by  the  NAB 
board  at  a  two-day  emergency 
meeting  opening  today  (Monday). 

Though  proposals  to  chart  the 
future  course  of  NAB's  Broadcast 
Advertising  Bureau  and  the  prob- 
lem of  selecting  a  new  BAB  di- 
rector had  taken  a  prominent  part 
in  the  summons  of  directors  to 
Washington  [Broadcasting,  July 
31],  the  turn  of  international 
events  directed  special  attention  to 
the  broadcasting  industry's  role  in 
mobolizing  the  nation. 

NAB  General  Manager  William 
B.  Ryan  will  present  to  the  board 
a  radio  defense  program  submitted 
last  week  to  John  R.  Steelman, 
special  assistant  to  the  President. 
Along  with  it  he  will  have  results 
of  a  last-minute  study  of  radio's 
relation  to  specific  government  and 
defense  agencies. 

Basic  defense  project  developed 
at  NAB's  instigation  would  be 
a  Broadcasters  Defense  Council. 
General  plans  for  the  council  were 
submitted  to  Mr.  Steelman  at  his 
request. 

On  behalf  of  Mr.  Ste.elman, 
Charles  Jackson,  his  assistant  and 
liaison  between  the  government 
and  the  Advertising  Council,  for- 
warded White  House  reactions  to 
Mr.  Ryan.  Mr.  Jackson  indicated 
the  White  House  recommendations 
were  merely  "suggestions"  and 
added  that  NAB,  of  course,  would 
take  any  action  it  felt  appropriate. 

Place  of  Radio-TV 

Place  of  radio  and  television  in 
the  whole  mobilization  picture  will 
receive  serious  board  considera- 
tion. The  White  House  and  NAB 
officials  appear  in  agreement  that 
the  first  step  will  be  creation  of  an 
overall  broadcast  policy  committee. 

After  a  study  has  been  made  of 
the  role  radio  can  take  in  cooper- 
ating with  individual  government- 
defense  agencies,  it  is  likely  the 
top  committee  will  be  broken  down 
into  subcommittees  to  handle  spe- 
cific functions.  At  the  weekend 
NAB  staff  officials  were  reviewing 
needs  of  government  agencies. 

It  appeared  obvious  that  gov- 
ernment and  NAB  officials  agree 
broadcasting  and  television  sta- 
tions must  be  kept  operating  at 
high  technical  efficiency  if  they  are 
to  meet  their  responsibilities  in 
serving  the  nation.  The  board  is 
expected  to  go  into  the  equipment 
problem  during  its  meeting. 

Composition  of  the  broadcaster 
committee  will  be  another  problem 
before  the  board.  This  committee, 
it  is  felt  at  NAB,  should  be  repre- 
sentative of  network  and  station 
segments  of  the  industry  and  in- 
clude persons  of  experience  who 
can  carry  out  the  defense  projects. 

The  problem  of  what  to  do  about 
BAB  is  threefold.   First,  the  board 


faces  the  issue  of  separating  BAB 
from  NAB  without  crippling  in  any 
way  the  overall  association  func- 
tioning. The  board  is  committeed 
to  separation  by  next  summer. 

Second,  the  board  will  take  up 
recommendations  of  the  special 
BAB  Committee,  which  met  July 
27-28  at  NAB  Washington  head- 
quarters. This  committee  drew  up 
a  plan  for  separation  of  BAB  from 
NAB  and  the  plan  will  be  taken  up 
by  the  board.  Chairman  of  the 
BAB  Committee  is  Robert  D. 
Swezey,  WDSU  New  Orleans,  an 
NAB  board  member  representing 
TV. 

Third,  the  all-important  appoint- 
ment of  a  successor  to  Maurice  B. 
Mitchell,  who  has  resigned  as  BAB 
director,  will  be  considered.  At 
the  weekend  it  appeared  that  NAB 
headquarters  officials  had  deferred 
the  appointment  temporarily  be- 
cause of  the  gravity  of  the  world 
situation. 

Some  talk  has  been  heard  of 
naming  a  director  of  nationwide 


advertising  repuation  and  perhaps 
increasing  the  salary  limit  well 
above  the  current  $17,000  limit. 
The  board  was  polled  recently  on 
its  views  but  no  disclosure  was 
made  of  results. 

Though  the  board's  announced 
agenda  covers  only  defense  and 
BAB,  other  topics  can  be  taken  up 
by  unanimous  consent. 

District  Meetings 

For  example,  district  meetings 
will  open  Aug.  14  in  Seattle  and 
board  members  are  likely  to  talk 
over  their  special  agendas  in  the 
light  of  recent  international  devel- 
opments. Defense  topics  are  ex- 
pected to  take  a  prominent  place 
on  meeting  programs. 

Then  there  is  BAB,  the  hit  of 
1949  district  meetings  when  Mr. 
Mitchell's  famed  "pitch"  technique 
captivated  the  membership.  For 
a  time  it  was  hoped  that  a  new 
BAB  director  would  be  on  the  job 
in  time  to  make  the  district  meet- 


ing circuit.  This  appeared  unlikely 
at  the  weekend,  however. 

One  suggestion  at  NAB  head- 
quarters was  that  Lee  Hart,  an  as- 
sistant director  of  BAB,  make  the 
17-district  swing.  Familiar  with 
BAB  functioning  and  a  good  speak- 
er, it  was  felt  Miss  Hart  could  car- 
ry out  the  BAB  role  and  also  in- 
troduce the  second  BAB  slide  film 
titled  "How  to  Pick  a  Winner." 
As  an  experienced  radio  sales  ex- 
ecutive she  would  be  in  a  position 
to  analyze  the  changing  sales  pic- 
ture. She  already  is  booked  for 
several  district  meetings. 

The  main  task  of  presenting  the 
NAB  headquarters  role  to  stations, 
and  familiarizing  members  and 
non-members  with  the  association's 
services,  will  be  carried  out  by 
Robert  K.  Richards,  public  affairs 
director,  and  Ralph  W.  Hardy,  gov- 
ernment relations  director.  Mr, 
Hardy  will  attend  western  meet- 
ings and  Mr.  Richards  will  cover 
(Continued  on  page  63) 


McFARLAND  BILL 


Hearing  Begins  Wednesday 


HEARINGS  on  the  controversial 
McFarland  Bill,  set  to  -open 
Wednesday  morning,  seemed  des- 
tined last  week  to  involve  the  House 
Interstate  &  Foreign  Commerce 
Committee  in  a  consideration  of 
the  entire  field  of  radio  legislation. 

At  Broadcasting's  deadline  the 
details  of  the  agenda  were  not  yet 
complete.  And  while  staff  members 
could  only  point  out  that  the  hear- 
ings had  been  called  to  consider  the 
McFarland  Bill  (S-1973)  [Broad- 
casting, July  31],  there  were  indi- 
cations that  the  House  study  would 
spread  in  a  ballet  manner  from 
point  to  counter  point  of  legislative 


proposals. 

At  least  two  developments  under- 
scoi^ed  such  a  possibility: 

(1)  The  FCC's  proposals  on  com- 
munications legislation  [Broad- 
casting, March  6]  have  been 
printed  in  bill  form  by  the  com- 
mittee and  are  being  distributed  to 
committee  members  and  to  key  in- 
dustry representatives  on  request. 

Parties  Notified 

(2)  The  House  committee  has  in- 
formed "interested"  parties  of  the 
hearing  date.  They  include  the 
FCC,  the  Justice  Dept.,  the  Civil 
Service  Commission,  the  radio  net- 
works,   the    telephone,  telegraph 


and  other  communications  com- 
panies, and  such  broadcasters  with 
specific  views  as  Gordon  Brown, 
operator  of  WSAY  Rochester,  N. 
Y.,  an  active  proponent  of  the  Shep- 
pard  bill  (HR-7310)  to  license  net- 
works. Sen.  E.  W.  McFarland  CD- 
Ariz. ),  sponsor  of  the  bill  to  reor- 
ganize FCC  procedures,  also  has 
been  contacted. 

It  was  certain  that  the  FCC,  first 
to  testify  under  normal  procedure, 
would  explain  its  proposals  in  de- 
tailed form.  An  attempt  assuredly 
will  be  made  to  single  out  differ- 
ences of  opinion  existing  between 
the  FCC  and  the  proposed  legisla- 
(Continued  on  page  64) 


NEW  YORK  timebuyers  en  route  to  Jackson  Hole,  Wyo., 
for  a  week's  fishing,  arrive  in  Tulsa  to  look  over  the  city 
and  inspect  KRMG,  new  50  kw  ABC  affiliate,  of  which 
Sen.  Robert  S.  Kerr  (D-Okla.),  and  president  of  Kerr- 
McGee  Oil  Industries  Inc.,  is  principal  stockholder.  L  to 
r  are:  Fred  C.  Mueller,  vice  president  and  general  man- 
ager, WEEK  Peoria,  III.;  Ted  Kelly,  McCann-Erickson; 
(on  plane  steps)  C.  B.  (Brownie)  Akers,  vice  president  of 
KRMG,  and  William  White,  Pedlar  &  Ryan;  John  Cran- 


dall,  Sherman  &  Marquette;  Robert  B.  Jones  Jr.,  KRMG 
manager;  Thomas  J.  McDermott,  N.  W.  Ayer  &  Son; 
Frank  Daniel,  Lennen  &  Mitchell;  Donold  Quinn,  Ruth- 
rauff  &  Ryan;  Lou  Faust,  Biow  Co.;  Fred  Stoutland, 
BBDO;  Sterling  Beeson,  Heodley-Reed,  representative  for 
WEEK;  Bob  Eastman,  John  Blair  Co.,  representative  for 
KRMG,  and  Walter  Bowe,  Benton  &  Bowles.  On  their 
return  trip  the  group  will  stop  in  Peoria  to  visit  WEEK, 
NBC  affiliate,  in  which  Sen.  Kerr  also  has  an  interest. 
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UMCRICK  SURVEY         Stebblns  Usts  Findings 


By  BARTON  A.  STEBBINS 

President 
Barton  A.  Stebbins  Adv. 
Los  Angeles 

SO  limericks  are  corny? 

Ask  that  question  of  any  group 
of  "sophisticated"  advertising  peo- 
ple, and  you're  sure  of  a  positive 
answer  at  least  eight  times  out  of 

10.  That  goes  for  everybody  in  the 
business.  It  includes  media  men, 
advertising  agency  people,  adver- 
tising managers,  and  even  more 
frequently,  executives  of  firms 
who  advertise. 

But  what  does  the  consumer 
actually  think  about  limericks? 

That's  what  we  wondered  when 
we  started  using  limericks  in  the 
commercials  for  Signal  Oil  Co. 
during  its  broadcasts  of  The 
Whistler  on  CBS  Pacific  stations 
(The  Whistler,  having  been  on  the 
CBS  Pacific  Coast  network  con- 
tinuously for  the  past  six  or  seven 
years,  attained  highest  popularity 
of  any  PC  program  over  a  longer 
period  of  time  than  any  other  pro- 
gram in  PC  radio  history — vrith 
Hooperatings  in  excess  of  20, 
which  ain't  hay  even  for  programs 
with  a  big  TC  talent  budget). 

So  we  were  not  surprised  when 
many  of  our  friends  started  to  kid 
us  about  stooping  to  anything  as 
low,  undignified,  "corny"  as  lim- 
ericks on  such  a  big  league  show. 

Oil  Buying  Considered 

It's  the  feeling  of  our  agency, 
based  on  consumer  research,  that 
the  public  does  not  consider  the 
choice  of  gasoline  as  serious  a  pur- 
chase as  they  do  the  selection  of  a 
particular    brand    of  lubricating 

011.  Whereas  they  may  drive  a 
mile  or  two  for  their  favorite 
brand  of  oil,  only  the  most  tech- 
nically-minded motorists  seem  to 
worry  about  getting  home  safely 
if  they  stop  to  fill  up  with  any  well 
known  brand  of  gasoline. 

Therefore,  why  should  we  take 
the  presentation  of  our  advertising 
copy  story  too  seriously?  (Note  I 
say  presentation — because  we  do 
stick  to  good  reason-why  appeals 
in  the  copy  itself.) 

With  this  strategy  in  mind,  we 
first  switched  the  outdoor  adver- 
tising from  pictorial  travel  copy  to 
a  cartoon  presentation  of  our  so- 
called  slogan  "Go  Farther  with 
Signal,"  which  has  been  used  con- 
sistently for  15  years. 

The  cartoons,  which  were  exe- 
cuted by  Tony  Barlow  of  New 
York,  pictured  in  a  humorous  way 
a  series  of  predicaments  in  which 
motorists  have  found  themselves 
after  running  out  of  gasoline,  the 
caption  being:  "Next  Time  Go 
Farther  with  Signal." 

Consumer  readership  checks 
showed  that  this  cartoon  presenta- 
tion had  far  more  than  average 
identification  and  remembrance 
value. 

Based  upon  this  consumer  reac- 
tion, we  started  using  limericks  on 
our  radio  program  to  dramatize 
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similar  predicaments  —  for  ex- 
ample : 

There  once  was  a  driver  named  Shuster 
Who's  getting  more  miles  than  he  uster. 

Since  Signal  he's  tried. 

His  car  is  his  pride — - 
And  Shuster's  a  Signal  Gas  booster! 
A  skeptical  fellow  named  Star 
Tried  out  every  gas  in  his  car. 

On  business  or  pleasure 

His  mileage  he'd  measure. 
And  found  Signal  better  by  far! 

Soon  listeners  started  sending 
in  limericks  on  their  own,  so  we 
offered  a  $20  coupon  boot  for 
every  one  that  was  used  on  the  air. 
Naturally  this  sky-rocketed  the 
submission  of  limericks.  Over  a 
period  of  several  months,  more 
than  10,000  were  received  from  the 
six  Signal  states:  California, 
Oregon,  Washington,  Idaho,  Ne- 
vada and  Arizona. 

Month  by  month  the  "needling" 
by  our  friends  for  being  so  corny 
drove  us  to  make  a  survey  of  the 
public's  reaction.  The  services  of 
an  independent  research  organiza- 
tion were  engaged  to  telephone 
families  identified  as  Whistler  lis- 
teners through  our  regular  coinci- 
dental research  operations. 

We   gave   these   Whistler  fans 


two  chances  to  indicate  their  reac- 
tion to  the  advertising  techniques. 

The  first  question  was:  "Is  there 
anything  you  particularly  like  or 
dislike  about  the  advertising  part 
of  the  program?"  Results  showed 
that  only  1.2%  registered  a  nega- 
tive response.  Of  the  respondents, 
78.4%  volunteered  complimentary 
remarks  about  the  advertising. 

To  make  doubly  sure  we  were 
getting  all  possible  unfavorable  re- 
actions, even  to  the  extent  of  re- 
minding them  of  the  feature  we 
were  most  concerned  about,  a  sec- 
ond question  was  asked:  "You  may 
have  noticed  that  one  of  the  com- 
mercials includes  a  limerick  which 
has  been  sent  in  by  some  listener. 
How  does  this  appeal  to  you?" 
Only  1.9%  registered  a  negative 
response. 

As  a  matter  of  fact,  response  to 
questions  about  advertising  was 
more  favorable  than  response  to 
questions  about  the  entertainment 
part  of  the  program.  On  such  a 
high-rating  show,  if  people  find 
less  to  criticize  about  the  advertis- 
ing than  they  do  about  the  enter- 
tainment, isn't  that  something? 

In    addition,    research  showed 


WISCONSIN  SPONSOR  SUCCESS 

'Tony'  Fiore  Lauds  Radio  Advertising 


WHEN  commercial  broadcasting 
made  its  debut  in  1920,  A.  J. 
(Tony)  Fiore — with  $1,000  bor- 
rowed capital — founded  the  Fiore 
Coal  &  Oil  Co.  in  Madison,  Wis. 

Since  that  time,  i-adio  and  Mr. 
Fiore's  enterprise  have  become  twin 
sagas  of  success  and,  from  1926, 
the  Fiore  firm  has  been  a  consist- 
ent radio  advertiser.  Grossing 
close  to  $3  million  annually,  the 
Fiore  Coal  &  Oil  Co.  is  reported  to 
be  the  top  petroleum  distributoT  in 
Dane  County. 

Mr.  Fiore  also  is  one  of  the  big- 
gest radio  advertisers  and  one  of 
broadcast  advertising's  biggest 
boosters  in  the  state  of  Wisconsin. 
Tony,  as  he  is  known  in  petroleum 
circles  across  the  nation,  came  to 
the  U.  S.  as  an  Italian  immigrant 
in  1910  and  served  for  18  months 
in  the  Navy  during  World  War  I. 

When  he  launched  his  company 
— without  prior  experience  in  either 
the  coal  or  oil  field — Mr.  Fiore 
sought  means  of  promoting  his 
products.  He  turned  to  radio  and 
the  youthful  WIBA  Madison  in 
1926,  sponsoring  daily  newcasts 
over  that  station  and  later  over 
WIBU  Poynette,  Wis. 

In  1942,  together  with  Ralph 
O'Connor,  then  manager  of  WIBU 
and  current  manager  of  WISC 
Madison,  he  prepared  a  musical 
show  with  the  title  Fiore  Fiesta. 

Emphasizing  Latin  -  American 
tunes,  Fiore  Fiesta  achieved  in- 
stant popularity  on  WIBU  and 
WIBA  Madison.  It  still  is  an  in- 
tegral part  of  the  company's  radio 
promotion. 

Ten  years  prior  to  inauguration 


of  Fiore  Fiesta,  Mr.  Fiore  pio- 
neered sponsorship  of  U.  of  Wis- 
consin basketball  broadcasts  over 
WIBA.  For  the  past  two  seasons 
he  has  sponsored  them  over  both 
WISC  and  WIBA-FM. 

This  sponsorship  even  extended 
east  to  Madison  Square  Garden, 
with  exclusive  broadcasts  in  1941 
when  Wisconsin  won  the  NCAA 
title.  Another  Fiore  exclusive  was 
chalked  up  this  year  when  Wiscon- 
sin was  vying  with  Ohio  State  for 
the  Big  Ten  title.  Play  by  play 
reports  were  given  over  WISC  from 
Urbana,  111.,  and  Minneapolis. 

25-Years  as  Sponsor 

In  his  25  years  as  a  sponsor,  Mr. 
Fiore  has  been  associated  with 
such  broadcasting  luminaries  as 
Johnny  Olsen  of  ABC's  Ladies  Be 
Seated;  Art  Lentz,  director  of 
sports  publicity  for  the  U.  of  Wis- 
consin; Bill  Walker,  Wisconsin 
radio  executive,  and  Larry  Clark, 
sports  director  of  WTMJ-TV  Mil- 
waukee. 

Tony's  business  success  has 
spread  to  other  fields.  He  is  presi- 
dent of  20th  Century  Markets  and 
Yellow  Truck  Lines  in  Madison 
and  has  interests  in  other  far-flung 
enterprises. 

Actively  interested  in  civic  af- 
fairs, Mr.  Fiore  is  a  familiar  figure 
at  the  State  Capitol  and  at  other 
Madison  meetings.  Most  impor- 
tant of  all,  Wisconsin  calls  him  a 
good  citizen. 

Illustrating  his  complete  faith  in 
the  use  of  broadcast  advertising, 
the  Fiore  Coal  &  Oil  Co.  has  used 


AS  president  of  Barton  A.  Steb- 
bins Advertising  Agency,  Mr.  Steb- 
bins is  regarded 
as  one  of  the 
country's  leading 
advertising  men. 
Among  the  ac- 
counts his  firm 
handles  are: 
Southern  Cali- 
fornia Nash 
Dealers  Assn., 
Puffins  Biscuits, 
Flying  Tigers 
Inc.,  Glamour 
Products  Co.,  Palmer  Institute  of 
Authorship  and  Signal  Oil  Co. 


Mr.  Stebbins 


that  sponsor  identification — ^which 
after  all  is  one  of  the  all-important 
elements  iji  successful  broadcasting 
— increased  by  38%  in  a  few 
months'  time. 

So  who  should  worry  whether  or 
not  sophisticated  advertisers  think  | 
limericks  are  corny?  I  can  assure j 
you  Signal  Oil  Co.  executives  are! 
more  concerned  with  the  public's  1 
reaction.  After  all,  they're  the} 
people  whose  patronage  makes  the 
client's  advertising  possible. 

P.  S. — What  about  singing  com- 
mercial^? The  so-called  experts 
told  us  they  would  destroy  the 
mood  of  our  dramatic  program, 
but  we  used  short  musical  identi- 
fication plugs  in  the  opening  of 
the  show,  immediately  following 
the  limerick,  and  at  the  close  of  the 
program.  A  survey  on  this  point 
showed  that  only  1.9%  had  any 
unfavorable  reaction. 

radio   advei'tising  exclusively  for 
the  past  25  years. 

"For  the  business  man  like  my- 
self," Mr.  Fiore  says,  "radio  is  the 
most  effective  advertising  medium 
available  today — providing  it  is 
used  consistently." 

Pointing  out  that  radio  "domi- 
nates for  less  .  .  .  dominates  more 
effectively"   than   newspapers  or 
other  media,  Mr.  Fiore  thinks  of 
radio  as  a  "family  affair."  With 
the  newspaper,  every  person  has 
his  section,  he  says — the  children 
the  comics,  the  father  the  sports  j 
section,  and  so  on.    Radio,  on  the  ( 
other  hand,  appeals  to  the  entire 
family,  entertains  and  edifies  the  \ 
group  as  a  whole,  he  maintains.  . 


Mr.  Fiore  ( I )  and  Mr.  O'Connor 
discuss  plans  for  the  broadcast  of 
U.  of  Wisconsin  basketball  games 
the  19th  consecutive  season. 


for 
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CBS  PROMOTION 


Cooperative  Campaign  Set 


A  PRINCIPAL  part  of  the  CBS 
fall  promotion  campaign  will  be  a 
cooperative  newspaper  campaign 
jointly  underwritten  by  the  net- 
work and  some  90 of  its  affiliated 
stations,  the  network  announced 
last  week. 

Details  of  the  plan  were  dis- 
cussed at  a  CBS  program  promo- 
tion managers  clinic  held  in  New 
York  last  Monday  and  Tuesday. 
A  summary  of  the  network's  fall 
promotion  activities  was  given  to 
CBS  advertisers  and  their  agencies 
at  a  luncheon  in  New  York  Thurs- 
day. 

The  campaign,  under  the  super- 
vision of  Louis  Hausman,  who  last 
week  was  elected  CBS  vice  presi- 
dent in  charge  of  sales  promotion 
and  advertising  (see  story  this 
page),  will  be  the  biggest  in  CBS 
history. 

Media  Plans  Set 

The  newspaper  schedule — core  of 
the  fall  campaign — ^will  be  vigor- 
ously supplemented  with  on-the- 
air  and  magazine  promotion. 

As  outlined  by  John  Cowden, 
general  manager  of  the  CBS  pro- 
motion department,  the  network 
and  its  cooperating  stations  will 
buy  newspaper  advertising  for  39 
nighttime  network  programs.  The 
cooperative  schedule  totals  some 
12,000  insertions  in  220  daily  papers. 
This  will  be  supplemented  by  news- 
paper space  buying  by  some  affili- 
ates individually,  and  the  total  of 
the  cooperative  plus  independent 
newspaper  schedules  was  estimated 
by  Mr.  Cowden  to  promise  20,000 

LOUIS  HAUSMAN 

Elected  CBS  V.  P. 

LOUIS  HAUSMAN,  director  of 
the  CBS  sales  promotion  and  ad- 
vertising depart- 
ment since  Feb- 
ruary 1949,  was 
elected  vice  presi- 
dent in  charge  of 
the  department 
by  the  CBS  board 
of  directors  last 
Wednesday. 

The  vice  presi- 
dency    has  not 
been  filled  since 
Victor    M.  Rat- 
ner  resigned  to  join  R.  H.  Macy  Co. 
as  advertising  chief  last  year. 

Mr.  Hausman  joined  CBS  in 
1940.  A  year  later  he  was  named 
manager  of  the  presentation  divi- 
sion of  the  sales  promotion  depart- 
ment. He  became  associate  direc- 
tor of  the  sales  promotion  and  ad- 
vertising department  in  1947  and 
director  in  1949. 

From  1930  to  1938  Mr.  Hausman 
was  in  the  advertising  and  sales 
promotion  department  of  American 
Safety  Razor  Co.  and  from  1938  to 
1940  was  advertising  and  sales 
promotion  manager  for  the  electric 
shaver  division  of  Remington  Rand 
Inc. 


Mr.  Hausman 


insertions  in  about  300  papers. 

CBS  has  prepared  mats  for  use 
by  the  stations  in  placing  the 
newspaper  schedules.  The  mats 
utilize  the  theme  for  the  fall  cam- 
paign: "This  Is  CBS— The  Stars' 
Address."  Each  is  one  column  wide 
and  45  lines  deep. 

Additionally,  copies  of  the  fin- 
ished art  work  for  the  newspaper 
ads  will  be  provided  to  the  affili- 
ates. The  stations  may  use  this 
art  work  for  making  posters,  car 
cards,  billboard  or  other  display 
advertising  that  they  wish  to 
finance  themselves. 


The  magazine  campaign  includes 
eight  half-pages  per  issue  in  five 
consecutive  issues  of  Look,  begin- 
ning Sept.  26,  for  the  nighttime 
programs,  and  one  three-page  in- 
sertion in  Look  for  daytime  shows. 
In  addition,  the  entire  October 
issue  of  Radio  Mhi-or,  both  edito- 
rial and  advertising  content,  is 
devoted  to  CBS. 

On-the-air  promotion,  directed 
by  Charles  Oppenheim,  CBS  di- 
rector of  program  promotion,  will 
include  jingles,  announcements  re- 
corded by  the  stars  themselves,  as 
well  as  other  announcements. 
*       *  * 


In  a  fall  promotion  kit  being" 
sent  to  affiliates,  there  are  about. 
1,000  different  spot  announcements 
to  be  scattered  by  the  stations 
throughout  their  program  sched- 
ules. Recordings  of  announce- 
ments made  by  CBS  stars  issuing 
personal  invitations  to  listeners  to 
tune  in  their  programs  will  be 
sent  to  all  affiliates.  These  an- 
nouncements by  the  stars  will  be 
sent  on  regular  schedules  by 
closed  circuit,  and  the  stations  will 
make  their  own  records  of  them 
for  playback  at  their  own  dis- 
cretion. 

The  network  is  urging  stations 
to  rely  heavily  on  local  disc  jockey 
and  women's  programs  for  network 
promotion,  and  has  included  in  the 

(Continued  on  page  70) 


GATHERED  in  New  York  to  discuss  the  new  CBS  pro- 
motion are  (I  to  r):  Cody  Pfanstiehl,  WTOP  Washington; 
Nate  Cook,  WIBX  Utica,  N.  Y.;  Warren  Journay,  WFEA 
Manchester,  N.  H.;  Jack  Stone,  WRVA  Richmond,  Va.; 


Louis  Hausman,  CBS  vice  president  in  charge  of  adver- 
tising   and    sales    promotion;    George    Coleman,  WGBI 
Scranton,  Pa.;  Carl  George,  WGAR  Cleveland,  and  Leo 
Cole,  WMT  Cedar  Rapids,  Iowa. 


um$  FOR  ms 


BRIG.  GEN.  DAVID  SARNOFF, 
RCA  chairman  of  the  board,  pro- 
posed last  week  that  the  U.  S.  dis- 
tribute quantities  of  miniature  ra- 
dio receivers  inside  Russia  and  her 
satellites  to  enlarge  the  audience  of 
the  Voice  of  America. 

Gen.  Sarnoff's  suggestion  was 
made  during  his  appearance  on 
Meet  the  Press  on  NBC-TV  July  30. 

Asked  what  proposals  he  would 
make  for  penetrating  the  Iron  Cur- 
tain with  greater  effectiveness  than 
American  propaganda  efforts  now 
enjoy,  Gen.  Sarnoff  said: 

"I  think  it  is  possible  to  build 
a  miniature  radio  receiver  which,  in 
very  large  quantities,  could  be 
built  for  as  little  as  S2  apiece,  and 
I  think  that  they  could  be  made 
available  to  the  people  behind  the 
Iron  Curtain." 

Gen.  Sarnoff  said  that  RCA  en- 
gineers had  already  worked  on  the 
design  of  such  receivers,  and  their 
experiments  had  proceeded  to  the 
point  that  he  was  able  to  predict 
their  production  at  the  low  individ- 
ual price. 

He  said  there  were  "a  number 
of  ways"  to  distribute  the  sets  to 
people  in  the  Russian  orbit,  but  he 


felt  it  unwise  to  amplify  this  mat- 
ter in  an  open  forum. 

Gen.  Sarnoff  previously  had 
urged  a  $200  million  world-wide 
network  of  stations  as  part  of  the 
government's  proposed  expansion 
of  U.  S.  overseas  radio  and  other 
information  activities  [Broad- 
casting, July  10].  He  also  sug- 
gested that  the  Voice  of  America 
be  vested  in  a  government  agency 
of  cabinet  rank  rather  than  in  the 
State  Dept. 

No  Senate  Action 

A  Senate  Foreign  Relations  sub- 
committee, headed  up  by  Sen.  El- 
bert Thomas  (D-Ida.),  has  taken 
no  action  yet  on  the  Sarnoff  and 
other  proposals  which  the  subcom- 
mittee heard  last  month  during 
hearings  on  the  resolution  authored 
by  Sen.  William  Benton  (D-Conn.) 
and  12  colleagues  to  expand  the  in- 
formation program.  Sen.  Thomas 
is  known  to  feel,  however,  that  the 
present  Mundt-Smith  Act  provides 
ample  legislative  authority  to  im- 
plement current  Voice  operations. 

Still  pending  also  is  President 
Truman's  $89  million  request  for 
the  Voice  and  other  information 


Proposed  by  Sarnoff 


activities.  The  measure  was  taken 
during  hearings  on  supplemental 
appropriations,  for  the  State  Dept. 
and  other  government  branches  by 
a  House  Appropriations  subcom- 
mittee last  month  [Broadcasting, 
July  24].  State  Dept.  officials  tes- 
tified they  expect  to  channel  a 
major  portion — possibly  90 '''r — of 
the  $89  million  sum,  if  approved  in 
its  entirety,  to  the  Voice. 

The  House  group,  under  the 
chairmanship  of  Rep.  John  Rooney 
(D-N.  Y.),  last  week  was  still 
considering  supplemental  funds, 
and  authorities  had  no  idea  when 
the  full  committee  would  make  its 
report  to  the  House,  or  just  how 
much  of  the  $89  million  it  would 
approve.  It  was  believed,  however, 
that  the  sum  would  be  pared — 
probably  somewhere  between  109c 
and  309f. 

Meanwhile,  Secretary  of  State 
Dean  Acheson  has  transmitted  to 
the  Senate  and  its  Foreign  Rela- 
tions Committee  a  semi-annual  re- 
port on  the  U.  S.  International  In- 
formation and  Educational  Ex- 
change program  for  the  period 
July  1  to  Dec.  31,  1949. 
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WHOLESALE  SALES 


Census  Lists  '48  Figures 


APPROXIMATELY  69%  of  the  nation's  wholesale  sales  in  1948  were 
concentrated  in  50  counties,  according  to  preliminary  data  released  yester- 
day (Sunday)  by  Director  Roy  V.  Peel  of  the  Bureau  of  the  Census. 
These  50  counties  accounted  for  about  $128  billion  of  the  national  total 
of  $185  billion  in  wholesale  sales  *  


50  counties  are  listed  by  rank  order 
for  1948  and  include  the  inde- 
pendent cities  of  St.  Louis,  Balti- 
more and  Richmond. 


for  the  year.  They  also  accounted 
for  $88  billion  of  the  $130  billion  by 
which  wholesale  sales  increased 
from  1939  to  1948. 

New  York  County  (Manhattan 
Borough)  was  reported  as  the 
leader  among  the  50  largest  coun- 
ties with  wholesale  sales  of  over 
$33.5  billion  in  1948.  This  was 
18%  of  the  national  total.  The 
next  largest  counties  in  order  were 
reported  as:  Cook  County  (Chi- 
cago), Los  Angeles  County,  Phil- 
adelphia County  and  Suffolk 
County  (Boston).  These  are  the 
same  counties  which  led  in  whole- 
sale sales  in  1939,  but  between 
1939  and  1948  Los  Angeles  County 

KOEPF  TO  RTMA 

Will  Assist  Secresf 

JOHN  K.  KOEPF,  at  one  time 
Washington  manager  and  TV  man- 
ager of  the  Fort 
Industry  stations, 
last  Thursday 
joined  Radio- 
Television  Mfrs. 
Assn.  as  assistant 
to  James  D.  Sec- 
rest,  RTMA  gen- 
eral manager. 

Recently  Mr. 
Koepf  has  been 
sales  and  public 
relations  director 
of  Cincinnati,  Newport  &  Coving- 
ton Railway  Co.  He  held  the  Fort 
Industry  post  two  years  following 
World  War  II.  During  the  war  he 
was  a  lieutenant  commander  in  the 
Navy,  serving  four  years.  Prior 
to  the  war  he  was  with  the  Cin- 
cinnati Post,  WLW  Cincinnati  and 
the  Procter  &  Gamble  Co.  advertis- 
ing department.  At  P&G  he  was 
the  company's  first  TV  supervisor. 


Mr.  Koepf 


NEWS  PROGRAMS 

BAB  Prepares  Selling  Aid 

A  54-PAGE  desk-top  presentation 
to  aid  stations  in  selling  news  pro- 
grams is  near  completion  by 
Broadcast  Advertising  Bureau, 
Maurice  B.  Mitchell,  BAB  director, 
announced  last  week. 

The  presentation,'  "Radio  — 
America's  Star  Reporter  and  Super- 
salesman,"  is  the  second  desk-top 
sales  aid  to  be  prepared  by  BAB. 
The  first,  "Radio's  Feminine 
Touch,"  was  distributed  several 
months  ago. 

The  news  program  presentation 
will  be  offered  to  NAB  members 
at  $7.50  per  copy,  accompanied  by 
a  directory  of  radio  news  programs 
now  being  prepared  by  the  NAB 
research  department.  The  desk- 
top sales  aid  will  be  off  the  press 
Aug.  18. 


moved  up  from  fifth  to  third  place. 

Over  118,000  of  the  nation's 
242,000  wholesale  business  estab- 
lishments were  located  in  the  50 
leading  wholesale  trade  counties 
and  provided  employment  for  ap- 
proximately 1,367,000  of  the  2,- 
340,000  wholesale  trade  employes 
in  November  of  1948,  the  report 
points  out. 

Comparative  preliminary  whole- 
sale sales  figures  for  the  entire 
years  1948  and  1939  follow.  The 


Sales,   entire  year 


County 

New  York  (N.Y) 
Cook  (III.) 
Los  Angeles  (Calif.) 
Philadelphia  (Pa.) 
Suffolk  (Mass.) 
Wayne  (Mich.) 
San  Francisco  (Calif.) 
Cuyahoga  (Ohio) 
St.  Louis  city  (Mo.) 
Allegheny  (Pa.) 
Jackson  (Mo.) 
Hennepin  (Minn.) 
Hamilton  (Ohio) 


1948 
(Thousand 
dollars) 

33,575,524 
14,479,141 
5,762,930 
5,096,629 
4,625,405 
4,569,512 
4,020,854 
3,450,905 
3,047,016 
2,878,000 
2,867,408 
2,469,026 
2,251,331 


1939 
(Thousand 
dollars) 

11,883,147 
4,149,845 
1,585,624 
1,622,100 
1,680,342 
1,357,154 
1,377,614 
959,724 
1,164,102 
888,574 
766,347 
721,360 
673,630 


TATE  CAPITALS 


Population  Gains  Shown 
Between  1940-50 


COMBINED  population  of  the  nation's  48  state  capital  cities  is  6,233,789, 
according  to  preliminary  figures  released  today  (Monday)  by  the  Bureau 
of  the  Census.  The  population  of  the  Territory  of  Hawaii  increased 
16.6%  between  1940  and  1950  while  the  population  of  Puerto  Rico  gained 
18%  in  the  same  period.  Census 
Bureau  data  released  last  week 
shows. 

An  increase  of  877,375  was  reg- 
istered in  the  combined  population 
of  the  nation's  48  state  capitals 
between  1940  and  1950.  The  1940 
Census  total  was  5,356,414  as 
compared  with  the  preliminary 
1950  tabulation  of  6,233,789. 

The  largest  state  capital  is 
shown  as  Boston,  Mass.,  with  788,- 
552  people.  The  national  capital, 
Washington,  ranks  slightly  larger 
with  792,234  [Broadcasting,  July 
31]. 

The  preliminary  population  total 


for  Hawaii  is  reported  as  493,437. 
This  is  a  gain  of  70,107  from  the 
1940  population  count  of  423,330. 

The  18%  population  gain  for 
Puerto  Rico  between  1940  and  1950 
brought  the  preliminary  Census 
Bureau  count  for  this  year  to 
2,205,398.  The  1940  population  was 
1,869,255. 

Preliminary  population  counts 
represent  the  number  of  people  enu- 
merated in  each  area,  but  not 
the  verified  population  totals. 

Preliminary  1950  population  and 
comparative  1940  population  for 
the  48  state  capital  cities  is  shown 
by  the  Census  Bureau  as  follows: 


State 

Capital  City 

1940 

1950 

Alabama 

Montgomery 

78,084 

105,715 

Arizona 

Phoenix 

65,414 

105,003 

Arkansas 

Little  Rock 

88,039 

101,387 

California 

Sacramento 

105,958 

135,862 

Colorado 

Denver 

322,412 

412,823 

Connecticut 

Hartford 

166,267 

176,623 

Delaware 

Dover 

5,517 

6,262 

Florida 

Tallahassee 

16,240 

27,158 

Georgia 

Atlanta 

302,288 

326,962 

Idaho 

Boise  City 

26,130 

34,152 

Illinois 

Springfield 

75,503 

80,645 

Indiana 

Indianapolis 

386,972 

424,683 

Iowa 

Des  Moines 

159,819 

176,954 

Kansas 

Topeka 

67,833 

77,827 

Kentucky 
Louisiana 

Frankfort 

1 1 ,492 

1 1 ,949 

Baton  Rouge 

34,719 

123,954 

Maine 

Augusta 

19,360 

20,900 

Maryland 

Annapolis 

13,069 

15,016 

Massachusetts 

Boston 

770,816 

788,552 

Michigan 

Lansing 

78,753 

91,678 

Minnesota 

St.  Paul 

287,736 

310,155 

Mississippi 

Jcckson 

62,107 

97,674 

Missouri 

Jefferson  City 

24,268 

24,990 

Montana 

Helena 

15,056 

17,498 

Nebraska 

Lincoln 

81,984 

97,232 

Nevada 

Carson  City 

2,478 

3,069 

New  Hampshire 

Concord 

27,171 

27,984 

New  Jersey 

Trenton 

124,697 

127,894 

New  Mexico 

Santa  Fe 

20,325 

29,038 

New  York 

Albany 
Raleigh 

130,577 

134,382 

North  Carolina 

46,897 

65,029 

North  Dakota 

Bismarck 

15,496 

18,507 

Ohio 

Columbus 

306,087 

373,821 

Oklahoma 

Oklahoma  City 

204,424 

242,450 

Oregon 

Salem 

30,908 

43,064 

Pennsylvania 

Harrisburg 

83,893 

89,091 

Rhode  Island 

Providence 

253,504 

254,027 

South  Carolina 

Columbia 

62,396 

85,949 

South  Dakota 

Pierre 

4,322 

5,690 

Tennessee 

Nashville 

167,402 

173,359 

Texas 

Austin 

87,930 

131,964 

Utah 

Salt    Lake  City 

149,934 

181,902 

Vermont 

Montpelier 

8,006 

8,585 

Virginia 

Richmond 

193,042 

229,897 

Washington 

Olympia 

13,254 

15,711 

West  Virginia 

Charleston 

67,914 

72,818 

Wisconsin 

Madison 

67,447 

96,097 

Wyoming 

Cheyenne 

22,474 

31,807 

County 

Dallas  (Tex.) 
Fulton  (Ga.) 
Shelby  (Tenn.) 
Baltimore  city  (Md.) 
Harris  (Tex.) 
Kings  (N.Y.) 
Douglas  (Neb.) 
Marion  (Ind.) 
Erie  (N.Y.) 
King  (Wash.) 
Milwaukee  (Wis.) 
Multnomah  (Ore.) 
Essex  (N.J.) 
Orleans  (La.) 
Denver  (Colo.) 
Mecklenburg  (N.  C.) 
Jefferson  (Ky.) 
Queens  (N.Y.) 
Jefferson  (Ala.) 
Alameda  (Calif.) 
Wpodbury  (Iowa) 
Franklin  (Ohio) 
Oklahoma  (Okla.) 
Providence  (R.  I.) 
St.   Clair  (III.) 
Tarrant  (Tex.) 
Ramsey  (Minn.) 
Bronx  (N.Y.) 
Duval  (Fla.) 
Richmond  city  (Va.) 
Hudson  (N.J.) 
Polk  (Iowa) 
Middlesex  (Mass.) 
Onondaga  (N.Y.) 
Lucas  (Ohio) 
Salt  Lake  (Utah) 
Dakota  (Minn.) 


Sales,  entire  year 
1948  1939 
(Thonsand  (Thousand 
dollars)  dollars) 


2,197,642 
2,082,208 
1,904,069 
1,704,584 
1,672,754 
1,591,594 
1,507,654 
1,462,149 
1,459,821 
1 ,446,754 
1,417,924 
1,352,046 
1,290,390 
1 ,276,098 
1,174,624 
983,163 
951,058 
928,700 
833,714 
793,395 
748,081 
729,437 
686,594 
682,191 
679,678 
662,042 
660,496 
644,958 
622,180 
613,750 
605,470 
577,322 
555,653 
541,079 
528,837 
522,246 
500,343 


479,834 
472,141 
435,232 
578,628 
464,645 
627,985 
392,052 
377,524 
444,448 
458,070 
423,130 
336,183 
420,146 
437,639 
340,989 
209,069 
216,835 
200,384 
189,531 
167,295 
152,093 
165,550 
194,467 
229,951 
139,548 
149,436 
227,107 
226,323 
152,476 
208,066 
228,589 
144,582 
147,733 
168,256 
136,755 
135,086 
124,634 


HOFFMAN  OUTPUT 

$6  Million  for  Armed  Forces 

MORE  than  $6  million  worth  of 
electronic  equipment  is  being  ear- 
marked by  Hoffman  Radio  Corp., 
Los  Angeles,  for  the  Air  Force  and 
Navy  on  current  contracts  during 
the  remainder  of  1950,  President 
H.  L.  Hoffman  has  informed  com- 
pany stockholders. 

In  a  quarterly  letter  Mr.  Hoflf- 
man  said  the  firm  has  been  asked 
for  additional  production  and  is 
negotiating  new  contracts.  Poten- 
tial new  production  should  not  in- 
terfere, however,  with  scheduled 
fall  TV  set  output,  he  felt.  Com- 
pany sales  and  earnings  for  the 
six-month  period  ended  June  30 
were  at  an  all-time  high,  he  also 
reported. 

Discussing  the  transition  of  in- 
dustry to  partial  wartime  economy, 
the  manufacturing  executive  said 
that  some  companies  face  conver- 
sion "which  may  be  difficult,"  but 
explained  that  his  firm  had  under- 
taken the  job  as  far  back  as  V-J 
Day.  He  expressed  belief  that 
Hoffman  Radio  Corp.'s  military 
commitments  would  be  geared  to 
super-imposing  the  military  work 
load  upon  normal  business  — 
whether  it  will  be  90%  or  50%. 
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Hennock  at  White  House 

FCC  Commissioner  Frieda  Hen- 
nock, a  White  House  visitor  Wed- 
nesday noon,  declared  after  seeing 
President  Truman  that  she  had  not 
discussed  a  judgeship  vacancy  on 
the  U.  S.  District  Court  for  the 
Southern  District  of  New  York. 
Miss  Hennock's  name  has  been 
mentioned  frequently  as  a  possible 
appointee.  She  refused  to  answer 
any  other  questions  asked  by  re- 
porters as  to  the  nature  of  her 
conversation  with  the  President. 
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FM's  FUTURE 


NAB  Group  To  Air 
Problems  Today 


FIRST  open  meeting  for  discussion  of  the  future  of  FM  broadcasting 
will  be  held  starting  today  (Monday)  in  the  board  room  at  NAB  Wash- 
ington headquarters  under  auspices  of  the  NAB  FM  Committee. 

All  broadcasters  and  their  legal  representatives  are  invited  to  take 

part  in  today's  proceedings.     To-  *  

morrow  the  FM  Committee,  of 
which  Ben  Strouse,  WWDC  Wash- 
ington, is  chairman,  will  hold  a 
closed  meeting  to  take  up  prob- 
lems raised  during  the  open  ses- 
sion as  well  as  other  FM  business 
and  the  role  FM  can  take  in  case 
of  war. 

Chairman  Strouse  stated  the  re- 
sponse to  the  invitation  to  stations 
was  "rather  amazing."  He  added: 
"The  feeling  of  optimism  reflected 
in  these  letters  makes  me  even 
moi"e  certain  that  the  obituary  sup- 
posedly written  for  FM  can  very 
definitely  be  considered  unlikely 
ever  to  reach  print." 

Ed  Sellers,  director  of  the  NAB 
FM  Dept.,  will  represent  NAB 
headquarters  in  the  discussions. 

On  the  opening  day's  agenda 
were  problems  involving  supply, 
demand  and  quality  of  FM  receiv- 
ers; receiver  promotion  by  manu- 
facturers; auto  sets;  farm  battery 
sets.  In  the  agency  field  the  dis- 
cussion will  cover  ways  of  selling 
FM  to  timebuyers;  research  and 
surveys;  promotion;  BMB  and 
BAB. 

Network  Phases 


Guyer,  WBTM  Danville,  Va.;  E.  J. 
Gluck,  WSOC  Charlotte,  N.  C;  Ger- 
ald Harrison,  WMAS  Cambridge, 
Mass.;  Sam  Booth,  WCHA  Chambers- 
burg,  Pa.;  C.  Leslie  Golliday,  WEPM 
Martinsburg,  W.  Va.;  John  M.  Rivers, 
WCSC  Charleston,  S.  C;  Raymond  S. 
Green,  WFLN  Philadelphia;  G.  B.  Mc- 
Dermott,  KBUR  Burlington,  Iowa; 
W.  A.  Wilson,  WOPI  Bristol,  Tenn.; 
R.  Alton  Reed,  KYBS  Dallas;  Ray 
Furr,  WIST  Charlotte,  N.  C;  Elliott 
M.  Sanger,  WQXR  New  York;  and  a 
representative  from  WFIL  Philadel- 
phia. 


Going  into  network  phases  of 
FM  the  open  meeting  will  discuss 
ways  of  making  FM  attractive  to 
networks;  network  recognition  of 
FM's  additional  coverage  in  cases 
of  duplication;  research  and  sur- 
veys; promotion  and  advertising. 

The  duplication  problem  will  in- 
clude number  of  hours  duplicated, 
desirability  of  requiring  FM  to 
duplicate  AM  shows  and  the  ques- 
tion of  giving  away  FM  circula- 
tion. 

Network  relay  problems  will  be 
taken  up,  including  telephone  com- 
pany refusal  of  partial  use  of  con- 
necting lines  for  network  relays. 
Finally,  the  open  meeting  will  con- 
sider such  specialized  services  as 
store  broadcasting,  transit,  func- 
tional, multiplexing  and  facsimile. 
Suggestion  that  FM  stations  ask 
the  FCC  for  an  immediate  decision 
on  status  of  specialized  services 
will  be  discussed. 

On  the  agenda  of  the  Tuesday 
closed  meeting  are  consideration 
of  resolutions  and  suggestions  of 
FM  broadcasters;  means  by  which 
NAB  can  serve  FM  stations,  and 
questions  centering  around  promo- 
tion budgets. 

Committee  members  besides  Chair- 
man Strouse  are  Frank  U.  Fletcher, 
WARL-FM  Arlington,  Va.;  Everett  L. 
Dillard,  WASH  Washington;  Josh  L. 
Horne,  WFMA  Rocky  Mount,  N.  C; 
Henry  W.  Slavick,  WMCF  Memphis. 
Messrs.  Strouse  and  Fletcher  are  NAB 
board  members.  Alternate  members 
are  Edward  A.  Wheeler,  WEAW  Evans- 
ton,  111.;  Victor  C.  Diehm,  WAZL-FM 
Hazleton,  Pa.;  Matthew  H.  Bonebrake, 
KOCY-FM  Oklahoma  City. 

Among  those  who  had  accepted  invi- 
tations to  attend,  in  addition  to  com- 
mittee   members,   were    R.  Sanford 
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MILITARY  STATUS 

NAB  Surveys  Radio  Personnel 

SURVEY  of  the  "military  status" 
of  U.  S.  broadcasting  stations  was 
started  last  week  by  Dr.  Kenneth 
H.  Baker,  NAB  research  director. 
A  selected  sample  of  200  stations 
is  expected  to  provide  a  speedy  pic- 
ture of  the  personnel  situation. 

NAB  expects  to  turn  up  data 
showing  the  number  of  active  re- 
servists employed  by  stations; 
number  of  inactive  reservists;  age 
brackets,  marital  and  dependency 
status  of  employes;  number  of 
World  War  II  veterans  now  em- 
ployed. 

NAB  President  Justin  Miller  said 
"the  pattern  for  recognition  of 
American  broadcasting  as  an  essen- 
tial industry  in  time  of  emergency 
was  established  in  the  last  war. 
Our  effort  here  is  to  measure  the 
manpower  needs  of  broadcasting 
against  the  potential  number  of 
employes  who  conceivably  might 
be  called  to  service. 

"Such  vital  information  will  as- 
sist us  in  our  discussions  with 
appropriate  government  agencies. 
Naturally,  a  prime  consideration  is 
a  sufficient  manpower  pool  to  keep 
broadcasting  stations  operating  ef- 
ficiently during  a  period  when  they 
will  be  called  upon  by  the  govern- 
ment to  perform  many  necessary 
functions  in  the  conduct  of  the 
nation's  affairs  during  the  emer- 
gency." 


WQR  SALES  STAFF 

Shakespeare,  Brearley  Named 

APPOINTMENT  of  Frank  J. 
Shakespeare  Jr.  and  William  C. 
Brearley  to  be  WOR  and  WOR- 
TV  New  York  sales  account  ex- 
ecutives was  announced  last  week 
by  R.  C.  Maddux,  vice  president  in 
charge  of  sales  for  both  stations. 

Mr.  Shakespeare,  recently  na- 
tional spot  sales  representative  for 
WOIC  (TV)  Washington  until  its 
sale  to  WTOP  there,  is  the  new 
WOR-TV  account  executive.  Mr. 
Brearley,  account  executive  for  the 
WOR  Recording  Service  for  nearly 
five  years,  will  act  in  a  similar 
capacity  for  WOR. 


SPONSORSHIP  of  Kate  Smith  Speaks 
on  WOR  New  York  and  other  MBS 
outlets  by  Cook  &  Dunn  Paint  Corp., 
Newark,  is  discussed  by  (I  to  r)  David 
Straus  III,  A.  W.  Lewin  Co.  acct. 
exec;  Adam  G.  Dunn,  pres..  Cook  & 
Dunn;  Val  Tomsak,  Cook  &  Dunn  adv. 
dir.;  Miss  Smith;  Robert  Brenner, 
radio  dir.,  Lewin  Co. 


lotama 


FOR  "outstanding  service,  coopera- 
tion and  courtesy  to  the  American 
Legion,"  G.  A.  (Dick)  Richards  (r), 
chief  owner  KMPC  Los  Angeles,  WJR 
Detroit,  WGAR  Cleveland,  is  present- 
ed personal  citation  by  A.  D,  Gausti, 
commander.  Legion's  Los  Angeles 
County  Council  [Broadcasting, 
July  17]. 


EDDIE  CHASE  (center),  CKLW  Detroit 
disc  jockey  and  guest  of  honor  at 
ceremonies  opening  new  half-mil- 
lion-dollar insurance  building  in  De- 
troit, gives  double  handshake  to  Earl 
Brink  (1),  head  Brink  Agency  and 
Mich,  state  mgr..  Mutual  Benefit 
Health  &  Accident  Assn.,  and  V.  J. 
Skutt,  pres..  Mutual  Benefit. 


THE  1949  Public  Interest  Award  for 
outstanding  public  service  in  accident 
prevention  is  received  on  behalf  of 
WCCO  Minneapolis  by  Gene  Wilkey 
(r),  gen.  mgr.,  from  Tom  Burke,  rep- 
resentative of  National  Safety  Coun- 
cil. Ceremony  was  broadcast  on 
Cedric  Adams'  WCCO  Noon- 
time  News. 


RODDY  McDowell  (D,  Hollywood 
actor  in  New  Orleans  to  play  summer 
stock,  visits  Jill's  Hollywood,  spon- 
sored on  WWL  New  Orleans  by 
Borden  Co.  Seated  at  right  is  Fred 
Cathey,  retail  sales  head  for  the 
Borden  Co.  Standing  are  Jill  Jackson, 
star  of  the  show,  and  Announcer  John 
Kent. 


NEW  YORK  news  conference  an- 
nouncing The  Advertising  Council's 
new  Television  Allocation  Plan  for 
public  service  messages  through  live 
shows  [Telecasting,  July  17]  is  at- 
tended by  Mark  Woods  (I),  ABC  vice 
chairman,  and  Howard  J.  Morgens, 
V.  p.  in  charge  of  adv.,  Procter 

&  Gamble.  "^^^ 


A  VOICE  familiar  to  Ohio  Valley 
listeners  returns  to  Cincinnati  as 
Malcolm  Richards  (r),  disc  jockey 
now  heard  on  WSAI  Cincinnati's  6-9 
a.m.  stint,  goes  over  his  material 
with  Robert  M.  Sampson  (center), 
WSAI  general  manager,  and  mma 
Dick  Fischer,  program  director.  ""^P^ 


ELECTRONICS  ROLE 


THE  ROLE  of  electronics  raanu- 
factui-ers  in  the  government's 
equipment  procurement  and  stock- 
piling program  and  the  prospective 
ratio  between  military  and  civilian 
needs  for  such  equipment  are  ex- 
pected to  crystalize  perceptibly 
within  the  next  few  weeks. 

This  seemed  apparent  last  week 
as  Congress  debated  the  extent  of 
controls — actual  and  standby — to 
be  given  President  Truman  in  the 
present  partial  mobilization  period. 

Indication  that  manufacturers 
soon  may  be  apprised  of  what  to 
expect  relating  to  accommodation 
of  military  requirements  was  pro- 
jected last  week  with  announcement 
that  the  Electronic  Industry  Ad- 
visory Committee  will  consult  with 
Munitions  Board  officials  next 
Monday  (Aug.  14). 

The  group,  headed  by  F.  R.  Lack, 
Western  Electric  Co.,  and  com- 
prising representatives  of  nearly 
30  major  and  small  manufacturing 
firms  (members  of  Radio-Television 
Mfrs.  Assn.) ,  will  meet  with  Mar- 
vin Hobbs,  communications  -  elec- 
tronics division  director,  and  other 
Munitions  Board  officials  at  the 
Pentagon.  Discussion  is  expected 
to  deal  with  production  require- 
ments, scarcity  of  critical  materials 
which  make  up  component  parts 
and  other  topics,  according  to  Mr. 
Hobbs. 

Meeting  Moved  Up 

The  meeting,  originally  slated 
for  Sept.  24,  was  moved  up  because 
of  acceleration  of  the  government's 
procurement  and  stockpile  pro- 
gram resulting  from  the  Korean 
situation,  Mr.  Hobbs  said. 

The  discussion  is  expected  to 
evolve  a  clearer  estimate  of  what 
the  radio-television-electronic  in- 
dustry may  expect  in  the  way  of 
civilian  cutbacks  in  receiver  and 
parts  output.  Estimates  of  fall 
curtailments  have  ranged  from 
10%  to  50%  on  the  basis  of  the 
present  international  situation.  A 
more  conservative  guess  places 
civilian  cutbacks  around  20%, 
though  it  is  conceded  that  figure 
would  increase  sharply  if  full-scale 
war  materializes  [Broadcasting, 
July  31,  24].  A  number  of  manu- 
facturers already  have  received  or 
are  negotiating  contracts  for  more 
military  materiel. 

The  importance  of  early  fulfill- 
ment of  military  equipment  needs 
has  been  stressed  by  Maj.  Gen. 
S.  B.  Akin,  Signal  Corps'  cliief 
signal  officer,  who  announced  he 
had  visited  a  number  of  electronic 
manufacturers  late  last  month.  The 
Signal  Corps  program  embraces 
over  200  specific  equipment  items 
in  the  communications  line,  includ- 
ing radio  relay  signal  units,  relay 
equipment  and  antennae,  as  well 
as  vacuum  tubes  and  other  parts. 

To  cover  military  contracts  for 
such  equipment,  President  Truman 
already  has  asked  Congress  for  a 
supplemental  outlay  of  $10.5  bil- 


lion, including  roughly  $1  billion 
for  electronics  items.  This  sum, 
together  with  an  estimated  $500 
million  in  the  original  Korean  aid 
bill,  would  siphon  off  about  $1.5 
billion  for  such  equipment. 

Substantial  amounts  to  cover 
contracts  let  by  the  Army,  Signal 
Corps,  Air  Force  and  Navy,  re- 
lating to  communications  systems 
and  networks,  were  sought  in  the 
supplemental  request. 

Meanwhile  on  Capitol  Hill,  the 
Senate  Banking  &  Currency  Com- 
mittee last  week  took  up  the  De- 
fense Production  Bill  (S  3936), 
which  would  give  the  President 
authority  to  divert  existing  plant 
facilities,  materials  and  services  to 
military  uses,  and  to  requisition 
property  as  needed.  The  House 
debated  a  companion  piece  (HR 
9176)  and  discussed  a  proposal  to 
give  the  Chief  Executive  certain 
standby  controls  over  wages, 
prices,  etc. 

Other  developments  on  the  Hill 


POSSIBILITY  that  President  Tru- 
man may  appoint  a  mobilization 
director  and  thus  remove  policy 
responsibility  for  the  nation's  com- 
munications and  other  civil  defense 
operation  from  the  National  Se- 
curity Resources  Board  as  it  is  now 
constituted  was  held  out  in  the 
nation's  capital  last  week. 

The  suggestion  originally  was 
proposed  by  Bernard  Baruch,  ad- 
viser to  the  White  House  in  two 
World  Wars,  in  hearings  before  the 
House  Banking  &  Currency  Com- 
mittee on  the  President's  Defense 
Production  Bill  for  1950.  He  urged 
that  powers  be  vested  in  a  separate 
agency. 

It  was  pointed  out  that  NSRB 
merely  serves  as  an  advisory  group 
to  the  President  at  present,  and 
that  it  comprises  officers  of  cabinet 
rank,  with  functions  of  a  planning 
nature.  The  name  of  W.  Averell 
Harriman  had  been  mentioned  for 
the  mobilization  post. 

W.  Stuart  Symington,  chairman 
of  NSRB,  has  told  the  House 
Banking  group  that:  "I  have  no 
control  of  any  kind  because  I  am 
just  an  advisor  to  the  President, 
an  advisory  officer." 

Planning  Under  Peebles 

It  was  believed  that  NSRB  com- 
munications and  electronics  plan- 
ning would  remain  in  the  hands  of 
NSRB's  communications  chief, 
Leighton  Peebles,  former  director 
of  the  War  Production  Board  Com- 
munications Division.  Mr.  Peebles 
has  been  working  closely  with  in- 
dustry and  the  Munitions  Board 
on  communications  plans. 

Another  possibility,  some  author- 
ities feel,  is  that  NSRB  itself 
would  be  given  powers  of  admin- 
istering the  mobilization  program. 

Meanwhile,  Mr.  Symington  has 


included  creation  of  House  Armed 
Services  subcommittees  on  stock- 
piling, headed  by  Rep.  Carl  Dur- 
ham (D-N.  C),  and  on  radar  de- 
fenses, under  Rep.  L.  Mendel 
Rivers  (D-S.  C).  Latter  is  ex- 
pected to  deal  with  the  development 
of  such  defenses  and  procurement 
by  the  services  through  contracts 
with  electronics  companies.  Radar 
equipment  probably  will  be  turned 
out  in  great  quantity  by  key  TV 
manufacturers. 

Need  Prompt  Allocation 

During  hearings  before  the 
House  Banking  group,  W.  Stuart 
Symington,  chief  of  the  National 
Security  Resources  Board,  told 
members  that  "there  is  not  enough 
steel  or  aluminum  to  handle  the 
new  military  orders  unless  allo- 
cation is  provided  promptly."  Both 
are  used  in  radio-TV  manufacture. 

Mr.  Symington  also  explained 
that  in  the  last  war  there  were 
serious    shortages    of  electronic 


equipment  and  felt  that  small 
companies  will  need  credit  ar- 
rangements "to  supplement  the 
equipment  and  the  work  that  can 
be  obtained  from  the  large  com- 
panies in  that  field  like  General 
Electric  or  Westinghouse  or  RCA," 

Commerce,  Interior  Roles 

The  NSRB  chief  also  felt  that, 
if  Congress  approved  controls 
asked  by  the  President,  the  Com- 
merce Dept.  and  Interior  Dept. 
would  have  operational  authority 
for  allocation  of  materials,  plant 
conversion  and  other  provisions — 
subject  to  the  President. 

The  President's  requisitioning 
power  would  encompass  "raw  ma- 
terials, articles,  commodities,  pro- 
ducts, supplies,  components,  tech- 
nical information  and  processes." 
During  House  Banking  Committee 
hearings  it  was  brought  out  by 
counsel  for  the  National  Security 
Resources  Board,  who  reportedly 
drew  up  the  Defense  Production 
Bill,  that  "technical  information" 
does  not  cover  patents  "as  such." 

"Patents  may  be  used  by  the 
government  under  a  1910  act  which 
(Continued  on  page  66) 


MOBILIZATION  CHIEF      Truman  May  Name 


revealed  that  NSRB  plans  to  or- 
ganize a  National  Policy  Commit- 
tee, composed  of  representatives  of 
industry,  labor,  agriculture  and 
the  public  to  consult  with  the 
board  on  major  policy  questions. 
Committee  will  consist  of  12 
members. 

NSRB  currently  is  conducting  a 
series  of  meetings  with  representa- 
tive gi'oups  in  several  fields,  in- 
cluding the  broadcasting  and 
common  carrier  industries.  Com- 
munications' role  in  defense  plan- 
ning was  explored  eai-ly  last  month 
by  NSRB  officials  and  representa- 
tives of  RCA,  FCC,  the  Defense 
Dept.  and  other  groups  [Broad- 
casting, July  10]. 

Whether  a  broadcasting  official 
would  be  chosen  on  the  National 
Policy  Committee  was  open  to  spec- 
ulation at  week's  end.  A  meeting 
is  slated  sometime  this  week. 

D.  C.  Planning 

Meanwhile,  civil  defense  plan- 
ning, under  Paul  Larsen,  NSRB, 
progressed  in  the  nation's  capital 
as  President  Truman  received  a 
bill  which  would  create  an  Office 
of  Civil  Defense  in  the  District  of 
Columbia.  A  director  would  be 
appointed  by  District  Commission- 
ers under  provisions  of  the  bill 
which  President  Truman  was  ex- 
pected to  sign  momentarily,  and 
which  NSRB  reportedly  drew  up. 
The  President  has  asked  Congress 
for  $290,000  to  establish  that  office. 

Mr.  Larsen  has  told  Congress 
that  under  the  bill  the  new  agency 
would  operate  until  declaration  of 
martial  law  in  the  District,  and 
that  it  would  authorize  mutual  aid 
agreements  among  neighboring 
states  covering  exchange  of  facili- 
ties, equipment,  etc. 

One  of  the  features  of  District 


planning  is  the  provision  for  a  Dis- 
trict-wide communications  system 
'  designed  to  meet  any  emergency. 
A  broadcasters'  committee,  com- 
prising representatives  of  Wash- 
ington radio  -  television  stations, 
has  met  periodically  with  Herbert 
Friede,  District  communications 
superintendent,  to  map  plans  along 
that  line  [Broadcasting,  July  3]. 
The  District  plan  would  be  subject 
to  approval  of  NSRB,  which  has 
promised  its  own  national  plan 
next  month. 

Local  Cooperation 

The  local  defense  office  would 
also  coopei-ate  with  government 
and  non-government  agencies,  and 
include  a  board  headed  by  Mr. 
Friede  and  other  department  of- 
ficials. 

Chairman  Emanuel  C  e  1 1  e  r 
(D-N.  Y.)  of  the  House  Judiciary 
Committee,  meanwhile,  has  indi- 
cated he  will  confer  with  adminis- 
trative agencies  on  legislation  to 
provide  for  an  alternate  capitol  in 
case  of  emergency.  A  bill,  intro-. 
duced  by  Rep.  Chet  Holifield 
(D-Calif.),  would  provide  for  such 
a  contingency  by  establishing  a 
seven-man  commission  comprising 
members  of  NSRB,  Congress,  the 
Dept.  of  Defense,  National  Secur- 
ity Council,  Supreme  Court  and 
Atomic  Energy  Commission. 

Communicationswise,  the  Dept. 
of  Defense  has  announced  it  will 
construct  a  supplemental  installa- 
tion near  Camp  Ritchie,  Md.,  pre- 
sumably to  serve  as  an  alternate 
general  headquarters  and  center 
for  its  vast  communications  net- 
work in  case  of  air  attack  [Broad- 
casting, July  31]. 
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RICHARDS   CASE  continues  Presentation 


FCC  Actions 

THREE  new  AM  stations 
and  improved  facilities  for 
four  existing  outlets  ap- 
proved by  FCC  last  week  in- 
cluding final  decision  to 
grant  WCAR  Pontiac,  Mich., 
switch  to  Detroit  with  power 
boost  to  50  kw  day,  10  kw 
night  on  1130  kc,  directional. 
WMEX  Boston  granted  li- 
cense renewal  and  transfer 
of  control  in  final  decision. 
Details  of  these  and  other 
FCC  actions  may  be  found  in 
Actions  of  the  FCC  begin- 
ning on  page  72  and  FCC 
Roundup  on  page  79. 


THE  PARADE  of  former  KMPC 
Los  Angeles  newsmen  testifying 
against  Owner  G.  A.  (Dick)  Rich- 
ards in  FCC's  hearings  on  his  news 
policies  continued  last  week — the 
seventh — w  h  i  1  e  authorities  pre- 
dicted the  sessions  may  run 
through  mid-October. 

The  sessions  again  were  marked 
by  frequent  clashes  between  oppos- 
ing counsel. 

Examiner  James  D.  Cunningham 
accused  Richards'  Attorney  Joseph 
Burns  of  over-stepping  his  author- 
ity when  the  lawyer  disclosed  Wed- 
nesday that  KMPC  Vice  President 
and  General  Manager  Robert  0. 
Reynolds  would  not  appear  the 
following  day  in  answer  to  a  sub- 
pena,  but  would  return  not  later 
than  Tuesday  (Aug.  8)  instead. 
Witness  Vacationing 

In  an  unsuccessful  effort  to  with- 
draw acceptance  of  the  subpena  for 
Mr.  Reynolds  the  attorney  had  ar- 
gued that  Mr.  Reynolds  is  on  vaca- 
tion, that  he  already  had  been 
subjected  to  18  days  of  examination 
and  lost  15  pounds  in  the  process, 
and  that  FCC  General  Counsel 
Benedict  P.  Cottone,  who  insisted 
upon  his  recall,  was  trying  to 
"wreck"  his  health. 

Earlier,  Examiner  Cunningham 
reprimanded  counsel  for  both  sides 
for  making  "strong  implications" 
against  each  other.. 

He  labeled  "scandalous  and 
scurrilous"  and  struck  from  the 
record  Mr.  Burns'  implied  charge 
that  FCC  was  responsible  for  two 
"confidential"  affidavits  against 
Mr.  Richards  being  published  in 
the  Daily  Peoples  World,  which  Mr. 
Burns  branded  as  a  "communist 
newspape  r."  Mr.  Burns  also 
claimed  that  a  few  days  after  their 
publication  the  affidavits  which 
were  made  to  FCC  were  mentioned 
in  a  nation-wide  broadcast  by  Mrs. 
Eleanor  Roosevelt  and  her  daugh- 
ter. 

In  the  ensuing  argument  bet- 
ween Mr.  Burns  and  Mr.  Cottone — 
who  demanded  that  Mr.  Burns 
identify  the  person  who  turned  the 
affidavits  over  to  the  newspaper — 
Examiner  Cunningham  interjected: 

There  is  a  pretty  strong  implication 


in  that  language  [of  Mr.  Burns],  it 
seems  to  me,  that  the  Commission 
counsel  were  aware  of  certain-  com- 
munist-front organizations  and  sym- 
pathizers being  identified  with  the 
complaint. 

I  have  heard  nothing  and  I  have 
seen  no  evidence  which  would  suggest 
that  even  in  the  remotest  degree.  I 
agree  with  counsel  for  the  Commis- 
sion, and  this  isn't  the  first  time  that 
that  has  come  up  during  progress  of 
this  hearing.  The  remark  is  scandalous 
and  scurrilous  and  it  is  improper.  It 
has  no  basis  whatever  in  fact.  I  have 
been  listening  to  testimony  and  argu- 
ment for  the  past  five  or  six  or  seven 
weeks.  I  am  going  to  admonish  coun- 
sel henceforth  he  shall  avoid  any  such 
references  as  this. 

Examiner  Cunningham  also 
struck  from  the  record  FCC  At- 
torney Fred  Ford's  charge  that 
counsel  for  Mr.  Richards  "unlaw- 
fully seized"  by  "trick  and  stealth" 
certain  documents  of  the  Holly- 
wood Radio  News  Club,  whose 
charges  against  Mr.  Richards  in- 
itiated  FCC's    investigation.  He 


THE  QUESTION  of  a  newspaper's 
obligation  to  carry  program  logs 
and  other  listings  of  a  station 
which  competes  with  the  news- 
paper's own  radio  outlet  last  week 
was  awaiting  FCC  decision  in  a 
case  involving  WRJN  and  WRAC 
Racine,  Wis. 

WRAC  claimed  the  Racine 
Journal-Times,  owner  of  WRJN,  is 
"attempting  to  keep  from  its 
readers  the  fact  that  Racine  has 
a  new  radio  voice,"  and  that  "the 
conclusion  is  inescapable  that  the 
newspaper  is  attempting  to  per- 
petuate the  monopoly  it  enjoyed 
prior  to  the  time  the  Commission 
authorized  a  second  station  in 
Racine." 

The  newspaper  filed  a  state- 
ment with  FCC  Thursday  denying 
the  charge  and  asserting  it  has 
carried  advertising  of  and  news 
stories  about  WRAC;  that  it  lists 
the  logs  of  networks  rather  than 


ruled  there  was  nothing  improper 
in  Mr.  Richards'  counsel  having 
photostatic  copies  made  of  the 
documents  or  using  them.  He  did 
not  accept  them  in  evidence,  but 
refused  to  suppress  them. 

Mr.  Ford  charged  that  attorneys 
for  Mr.  Richards  are  presenting 
two  cases — one  in  the  hearing  room 
and  one  outside  through  a  public 
relations  firm. 

Terminating  a  lengthy  argu- 
ment, Examiner  Cunningham  cau- 
tioned the  opposing  attorneys  to 
"adhere  strictly  to  the  facts"  and 
"to  the  issue,"  and  admonished 
them  to  "keep  this  hearing  in  the 
four  corners  of  this  courtroom." 

Mr.  Burns  meanwhile  reported 
that  Dr.  H.  B.  Steinbach,  Detroit 
specialist,  will  be  in  Los  Angeles — 
where  the  hearing  has  been  in  pro- 
gress since  mid-June — "around 
Aug.  15"  to  testify  on  the  status 
of  Mr.  Richards'  health  and  his 
ability  to  appear  in  the  hearing. 

Examiner  Cunningham  ruled  the 


individual  stations,  and  that  it  no 
longer  identifies  any  station- — in- 
cluding WRJN — with  the  log  of 
the  network  with  which  it  is  af- 
filiated. 

WRJN,  an  affiliate  of  ABC,  is 
currently  on  temporary  license 
pending  FCC's  decision  in  the  case. 

WRAC's  complaints  were  filed 
by  Jerome  Sill,  president,  and 
Seymour  Krieger  of  the  Washing- 
ton law  firm  of  Krieger  &  Jorgen- 
sen,  counsel  for  WRAC. 

Writes  to  FCC 

Mr.  Sill  wrote  the  Commission 
early  last  month  saying  that  ever 
since  it  went  on  the  air  June  3 
WRAC  had  sought  to  have  its  logs 
carried  by  the  Journal-Times, 
which  he  noted  is  Racine's  only 
daily  newspaper.  The  paper  was 
carrying  the  logs  of  WRJN  and 
WBBM,  WGN,  and  WMAQ  Chi- 
cago, he  pointed  out. 

In  a  subsequent  letter  Mr. 
Krieger  reminded  FCC  that  in  the 
Loyain  Journal  case  it  had  held 
that  a  newspaper  which  sought  to 
suppress  competition  was  not 
qualified  to  become  a  broadcast 
licensee.  He  claimed  the  Racine 
Journal-Times  was  giving  WRAC 
a  "silent  treatment"  which  raised 
questions  as  to  the  newspaper 
owners'  radio  qualifications. 

Modification  of  the  Journal- 
Times'  radio  page  policy,  effective 
July  24,  was  reported  to  FCC  by 
both  the  newspaper  and  Mr. 
Krieger. 

Harry  R.  LePoidevin,  secretary- 
treasurer  of  the  Journal-Times  Co. 
and  general  manager  of  WRJN, 
wrote  that  the  paper  had  pre- 
viously carried  the  WRJN,  WGN, 
WBBM,  and  WMAQ  logs  because 
in  Racine  they  were  the  best-re- 


week  before  that  Mr.  Richards' 
attorneys  must  produce  Dr.  Stein- 
bach for  testimony  or  a  subpena 
for  the  station  owner  would  be  en- 
forced [Broadcasting,  July  31], 
Defense  counsel  have  claimed  that 
requiring  Mr.  Richards  to  testify 
might  prove  fatal  to  him,  due  to 
his  heart  condition. 

Former    KMPC    newsmen  pre- 
sented by  FCC  counsel  during  the 
(Continued  on  page  80) 


ceived  outlets  of  the  respective 
networks.  Under  the  revised 
policy,  he  said,  the  logs  of  the  net- 
works themselves  would  be  carried 
without  being  identified  with  any 
station. 

Mr.  Krieger  took  exception  to 
Mr.  LePoidevin's  assertion  that  the 
same  conditions  are  applicable  to 
WRAC  and  WRJN.  He  noted  that 
the  radio  page  listed  AM  network 
and  non-network  frequencies  heard 
in  Racine  but  did  not  show  the 
cities  where  the  stations  are  lo- 
cated, whereas  the  cities  were 
listed  in  the  case  of  TV  stations. 

Cites  Paper  Policy 

He  said  the  newspaper  officials 
"apparently  ....  cannot  bring 
themselves  to  give  the  cities  of 
the  radio  stations  because  then 
they  would  have  to  disclose  the 
fact  that  WRAC  is  located  in 
Racine,  Wis."  He  also  claimed 
that,  in  the  radio  page  for  the  day 
the  change  in  policy  became  effec- 
tive, "the  call  letters  'WRJN'  ap- 
pear in  the  largest  type  used  on 
the  entire  page." 

In  its  answer  last  Thursday, 
filed  by  E.  D.  Johnston  of  the 
Washington  law  office  of  Kirkland, 
Fleming,  Green,  Martin  &  Ellis, 
the  newspaper  said  it  solicited  and 
published  a  story  about  WRAC  at 
the  time  of  its  opening  and  had 
since  carried  another,  even  though 
WRAC  did  not  request  it.  The 
paper  said  it  has  carried  43  adver- 
tisements of  WRAC,  totaling  427 
inches;  that  the  large  type  which 
Mr.  Krieger  cited  was  in  a  paid 
advertisement  of  WRJN,  and  that 
the  paper  identified  the  television 
stations  by  cities  as  a  service  to 
readers  because  television  is  "quite 
new." 
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UN  CENSORSHIP         Solons  urge  Quick  Action 


i  DEMAND  that  U.  S.  representa- 
!  tives  at  the  United  Nations  "im- 
j  mediately    draft    and    propose  a 
!  resolution"   giving    Gen.  Douglas 
MacArthur  "authority"  to  enforce 
security  regulations  on  the  Korean 
front  was  voiced  on  Capitol  Hill 
last  week. 
'     Sen.  Styles  Bridges   (R-N.  H.) 
in  a  statement  said  that  "a  radio 
newscaster   spread   the   word  all 
over  the  world"  recently  when  the 
j  2nd  Division  landed  in  Korea  and 
men  prepared  to  move  in  on  the 
j  beach..    He   did  not  identify  the 
j  newscaster. 

I  "This  landing  was  not  announced 
I  by  the   Pentagon,"   Sen.  Bridges 


ANTI-HOARDING 

Radio  Adds  to  Support 

FURTHER  support  of  President 
Truman's  statement  that  hoarding 
is  foolish  and  declarations  of  war 
against  using  commercial  copy  to 
encourage  crisis-scare  buying  was 
voiced  last  week  by  broadcasters 
throughout  the  country.  Typical  of 
stations'  anti-hoarding  stands  were 
the  following: 

In  a  letter  to  the  President,  How- 
ard B.  Hayes,  president  and  gen- 
eral manager  of  WPIK  Alexandria, 
Va.,  said  he  has  established  the 
practice  of  including  the  following 
statement  each  and  every  time  sta- 
tion identification  is  announced: 
"Remember,  hoarding  is  foolish 
and  helps  no  one  but  the  enemy." 

During  the  course  of  a  normal 
day,  Mr.  Hayes  stated,  the  an- 
nouncement is  aired  from  30  to  50 
times.  Copies  of  the  letter  were 
sent  to  FCC  Chairman  Wayne  Coy 
and  Judge  Justin  Miller,  president 
of  NAB. 

Banning  of  all  commercials  trad- 
ing on  fear  of  shortages  from 
WOR-AM-TV  New  York  was  an- 
nounced by  Theodore  C.  Streibert, 
president  of  the  stations.  "Hoard- 
ers, buying  in  panic,  help  cause  in- 
flation," Mr.  Streibert  said.  "Nei- 
ther they  nor  persons  who  would 
profit  by  them  should  be  encour- 
aged. Advertisers  who  want  to 
trade  on  fear  or  shortages  to  fur- 
ther their  own  ends  simply  won't 
get  a  hearing  through  either  WOR 
or  WOR-TV." 

KIRO  Seattle  declared  a  two- 
front  war  against  commercial  copy 
which  would  encourage  such  buy- 
ing. The  CBS  affiliate  has  in- 
structed its  continuity  editors  to 
blue-pencil  all  commercial  copy 
carrying  "shortage"  appeals  based 
upon  the  action  in  Korea  or  the 
world  crisis.  In  addition,  William 
F.  Tucker,  commercial  manager, 
has  notified  agency  executives  and 
other  advertisers  whose  copy  was 
beginning  to  show  signs  of  what  he 
described  as  "war-scare  thinking" 
that  the  station  would  enforce  as 
a  matter  of  policy  the  government's 
injunction  against  encouragement 
of  hoarding. 


noted.  "It  was  not  announced  by 
Gen.  MacArthur.  But,  it  was  an- 
nounced by  a  radio  correspondent. 
The  troops  were  given  no  chance 
to  get  into  position  .  .  ." 

War  Is  UN  Action 

The  legislator  pointed  out  that, 
since  the  war  is  a  UN  action.  Gen. 
MacArthur  as  UN  commander 
"cannot  impose  security  censorship 
regulations  because  the  UN  has 
no  provisions  for  granting  such 
authority."  He  felt  the  "use  of 
voluntary  good  judgment"  had 
failed  in  this  case,  and  urged  U.  S. 
representatives  to  draw  up  a 
resolution  giving  Gen.  MacArthur 
such  authority  "to  protect  Ameri- 
can fighting  men." 

Earlier,  within  the  past  fort- 
night, the  Army  had  asked  wire 


services,  which  furnish  spot  news 
to  radio  and  television  stations 
and  newspapers,  to  curb  news  re- 
ports dealing  with  compilations  of 
National  Guard  and  Reserve  units 
called  to  active  duty.  The  request 
was  made  by  Gen.  Floyd  L.  Parks, 
Army  chief  information  officer. 

Some  radio  stations  and  news- 
papers, which  customarily  abide 
by  official  requests  on  questions 
involving  military  security,  already 
observe  voluntary  censorship  in 
news  programs. 

They  have  been  guided  by  the 
World  War  II  Code  of  Wartime 
Practices  for  American  Broad- 
casters and  by  Defense  Secretary 
Louis  Johnson's  security  directives 
to  all  military  branches  [Broad- 
casting, July  17]. 

Rep.    Thor    C.    Tollefson  (R- 


Wash.),  in  another  statement,  said 
"it  is  only  natural  that  the  pro- 
blem of  censorship  of  press  and 
radio  should  arise  now  that  we  are 
engaged  in  a  shooting  war,"  but 
cautioned  that  censorship  should 
be  handled  "on  a  common-sense 
basis"  by  military  authorities 
"along  intelligent  lines  and  not 
with  a  regiment  of  uniformed  blue- 
pencil  fanatics." 

U.  S.  Could  Learn 

He  felt  the  U.  S.  could  "learn 
something"  from  the  manner  in 
which  the  British  handled  censor- 
ship in  World  War  II  by  impress- 
ing the  public  with  the  importance 
of  "not  spreading  rumors." 

"To  my  mind  this  is  more  im- 
portant that  checking  on  editors 
and  publishers  and  radio  stations 
who  have  been  through  two  world 
wars  and  are  alert  to  the  danger 
of  conveying  any  information  to 
the  enemy  that  might  prove  harm- 
ful," he  added. 


^  WIBW 

TIE  UP  YOUR 


WIBW  carries  your  sales  message  straight 
into  the  homes  of  the  state's  biggest,  wealthiest 
group  of  buyers  .  .  .  the  Kansas  farm  and 
small  town  families. 


In  this  agricultural  state  with  over  a  bil- 
lion dollar  farm  income*,  these  families  are 
your  mass  market,  because  about  three- 
quarters  of  them  live  outside  a  metropolitan 
area*. 


It  takes  a  down-to-earth,  personal  ap- 
proach to  sell  these  families.  It  takes  the  kind 
of  talk,  entertainment,  and  service  that  has 
made  WIBW  the  station  "listened  to  most" 
by  the  MASS  MARKET  OF  KANSAS. 


Let  WIBW  tie  up  this  market  for  YOU. 

*  Sales  Mgt.  '50 


SERVING  AND  SELLING 

SI 


THE  MAGIC  CIRCLE'' 

WIBW  •  TOPEKA,  KANSAS  •  WIBW-FM 


Rep:    CAPPER   PUBLICATIONS,  INC, 


BEN    L  U  D  Y  ,    Gen.  Mgr. 


WIBW 


KCKN 
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—  that  power-full  station- 
is  pleased  to  present  the  most  startling  series 
of  statements  ever  issued 
by  an  American  radio  station. 


WOR 

believes  that  this  material  should  prove  of  great  value 
to  advertisers,  timebuyers,  account  executives 
.and  any  personnel  concerned  with  selling  more  people, 
more  often,  at  the  least  cost. 

WOR 

would  like  to  add  that  this  material  merely  accentuates 

the  story  the  station  has  repeatedly  told 
in  national  magazines,  major  newspapers,  the  trade  press 

and  on  the  air 
for  a  period  of  more  than  28  years. 


The  facts  are  as  follows 


1 

WOR  has  the  largest  audience,  during  the  day  and  during  the  night  — 
from  Maine  to  North  Carolina  — of  any  station  in  America. 

2 

During  the  day  and  during  the  night,  WOR  brings  its  advertisers  into  the  homes 
of  more  families  at  a  lower  cost-per-thousand  than  any  other  station  heard  in 

Metropolitan  New  York. 

3 

WOR's  nighttime  audience  is  25%  greater  than  the  combined  nighttime  audiences  of  New 
York's  four  leading  independent  stations.  During  the  day,  families  listening  to  WOR  far 
outnumber  those  Hstening  to  the  three  leading  independent  stations.  In  fact,  WOR's  daytime 
listening  audience  is  159%  greater  than  the  leading  independent  station  in  New  York. 
(During  the  night,  WOR  tops  this  station  by  270% !) 

4 

WOR's  average  daily  audience  is  greater  than  the  weekday  circulation  of  any 

newspaper  in  America. 

5 

In  Metropolitan  New  York,  WOR's  audience  each  night  is  greater  than  the  com- 
bined circulation  of  LIFE,  LOOK,  THE  SATURDAY  EVENING  POST, 
COLLIER'S,  TIME  and  NEWSWEEK! 


WOR 


DAYTIME  AUDIENCE  AREA 

BMB  STUDY  No.  2-SPRING  1949 


This  map  shows  all  counties  in  which  10% 
or  more  of  the  radio  families  listen  to 
WOR  at  least  once  a  week. 


Counties  with  an  intensity  of 
penetration  of  50%  or  more. 


Counties  witli  an  intensity  of 
penetration  of  10%  to  49%. 


WOR  DAYTIME  AUDIENCE 

(by  Penetration  Levels) 


Penetrotion* 
Level 

Tolol  BMB 
Radio  Fomilies 

won 

Rodio  Families 

80-89% 

55,960 

47,620 

70-79 

904,310 

664,050 

60-69 

1,647,000 

1,063,470 

50-59 

1,986,780 

1,124,180 

Total  50% 
&  Over 

4,594^50 

2,899,320 

40-49% 

247,990 

118,780 

30-39 

395,600 

136,930 

20-29 

683,360 

167,300 

10-19 

1,137,550 

188,880 

Total 
10-49% 

2,464,500 

611,890 

GRAND  TOTAL 

7,058,550 

3,511,210 

^Percent  of  total  radio  families  which  report  listening  to 
WOR  at  least  once  a  week. 

Official  BMB  reprints  of  the  WOR  station  audierKe  report  giv- 
ing complete  county  and  city  detoil  ore  available  on  request. 
Base  Map  copyright  BMB  1949 


THE  MAPS  SHOW  WHERE  ANE 


,  HOW  INTENSELY  WOR  IS  HEARD,  DURING  THE  DAY  AND  DURING  THE  NIGHT  - 

i 


Continued  .  .  . 


how  can  you  not 
buy  WOR  to  sell 
what  you  want 
to  sell? 


...our  address  is 


that  power-full  station 

at  1 440  Broadway,  in  New  York 


FCC  FUNDS 


Face  T0-14%  Cut 
By  Senate 


FCC  FACED  a  general  10-14%  cut  in  operating  funds  for  this  fiscal 
year  last  Friday  as  the  result  of  an  overall  paring  of  the  omnibus 
appropriations  bill  by  an  economy-minded  Senate  bloc. 

This  was  the  preliminary  estimate  computed  roughly  early  Friday  by 


agency  budget  planners. 

By  approving  an  amendment, 
suppoi-ted  by  Sens.  Styles  Bridges 
(R-N.  H.)  and  Harry  F.  Byrd 
(D-Va.),  the  Senate  sliced  the 
omnibus  bill  about  $800  million  in 
a  55-31  vote  late  Thursday. 

The  Senate  looked  for  final  pas- 
sage of  the  omnibus  measure  Fri- 
day or  early  this  week. 

The  overall  reduction  of  govern- 
ment agencies,  excepting  defense 
services  such  as  stockpiling  of 
strategic  materials  and  operation 
of  the  Defense  Dept.  and  the 
Atomic  Energy  Commission,  would 
leave  the  FCC  with  an  approxi- 
mate $5,962,500  for  operating  funds 
for  fiscal  year  1951. 

This  amount  would  be  a  $662,500 
reduction  from  $6,625,000,  its  al- 
lotment under  the  House-approved 
measure.  In  addition,  FCC  has 
estimated  that  it  must  operate  with 
$200,000  less  than  that  of  last  year 
because  of  new  salary  increases. 

First  reaction  at  FCC  was  to 
consider  the  proposed  additional 
reduction  as  a  burden  which  would 
have  to  be  met  by  a  heavy  slash 
in  expenses.  The  brunt  of  this  new 
cut  would  probably  fall  on  person- 
nel, since  the  latter  make  up  90% 
of  the  operating  expenditures.  Such 
things  as  travel  and  equipment  on 
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W  E  R  D 


Atlanta 


860  Kcs 


1,000  Watts 


THE  shortest  route  to  the 
hearts  and  ears  of  200,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 

According  to  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 

Network  Station  A  26.0% 

INDEPENDENT  WERD  17.5% 

Network  Station  B  16.0% 
Network  Station  C  13.0% 

WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  . . . 

NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers,  Inc. 

NEW  YORK  •  CHICAGO  •  DETROIT 
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the  FCC  budget  also  would  be  af- 
fected. 

FCC  spokesmen  said  such  a  cut 
had  not  been  anticipated  and  that 
final  approval  of  the  overall  econ- 
omy move  would  mean  immediate 
revision  of  the  operating  budget. 
The  House  had  already  cut  about 
4%  in  FCC's  proposed  allotment 
under  the  President's  budget. 

Congress  recently  gave  the  FCC 
an  additional  supplemental  appro- 
priation of  $119,000  to  enable  it  to 
partly  absorb  salary  and  per  diem 
increases  up  to  June  30  as  pro- 
vided in  1949.  Increases  amounted 
to  $212,000  which  was  included  as 
part  of  FCC's  1949-50  budget. 
Boosts  during  the  current  year  will 
have  to  be  absorbed  from  the  new 
expenditure. 

The  cut  will  force  further  reduc- 
tion of  operations  down  the  line 
in  other  agencies  as  well.  The 
international  information  program, 
which  may  receive  a  special  appro- 
priation of  $89  million  now  pending 
in  House  committee,  would  suffer 
an  immediate  additional  cut  of 
about  $3  million  bringing  its  1951 
operating  budget  to  about  $29.5 
million. 

It  was  undetermined  whether 
Voice  of  America  radio  broad- 
casts would  receive  $200,000  of  this 
allotment  as  had  been  proposed  by 
the  House  or  whether  it  would  also 
fall  victim  to  the  10%,  overall 
economy  measure. 

Proportionate  10%  cuts  probably 
would  have  to  be  applied  to  the 
Commerce  Dept.'s  Bureau  of  the 
Census  proposed  allotment  of  $28.5 
million;  the  National  Bureau  of 
Standards  allocation  for  radio 
propagation,  and  Federal  Trade 
Commission's  $3,916,695  earmarked 
for  1951. 


H.  M.  ANDERSON 

Kudner  Executive  Dies 

HAYWARD  M.  ANDERSON,  53, 
vice  president  and  secretary  of  the 
Kudner  Agency  Inc.,  New  York, 
died  Aug.  2  in  the  Lawrence  Hos- 
pital, Bronxville,  N.  Y. 

Mr.  Anderson  began  his  adver- 
tising career  in  York,  Pa.,  in  1922. 
Later,  in  New  York,  he  was  pro- 
motion manager  for  Time  Magazine 
Inc.,  which  he  left  to  join  J.  Walter 
Thompson  Inc.  in  1927.  Following 
that  he  worked  as  copywriter  for 
Lennen  &  Mitchell,  Lord  & 
Thomas,  J.  Stirling  Getchell  and 
Benton  &  Bowles  until  1935  when 
he  joined  the  Arthur  Kudner  Inc. 
agency  as  vice  president  and  as- 
sistant copy  chief.  Upon  reorgani- 
zation of  the  agency  as  Kudner 
Advertising  Inc.  in  1945,  he  was 
advanced  to  copy  chief. 

Surviving  are  his  widow,  Lucille, 
his  son,  Hayward  Anderson  Jr., 
and  daughter,  Phoebe  Anderson. 


WRUL  CASE 

Renewal  Grant  Asked 

WORLD  WIDE  Broadcasting  Corp., 
licensee  of  20-year-old  international 
broadcast  station  WRUL  Boston, 
last  week  petitioned  FCC  to  cancel 
its  investigation  of  program  and 
operating  policies  and  to  renew  the 
station's  license  without  hearing. 
World  Wide  claimed  FCC  already 
has  been  supplied  with  full  details 
and  further  proceeding  would  be 
neither  desirable  or  feasible. 

FCC's  hearing,  ordered  last  No- 
vember on  WRUL's  license  re- 
newal bid  and  request  to  boost 
power  from  20  kw  to  80  kw,  also 
includes  the  AM  application  of 
Greenwich  Broadcasting  Corp.,  op- 
erator of  WGCH  (FM)  Greenwich, 
Conn.,  and  controlled  by  Walter  S. 
Lemmon,  principal  stockholder  in 
World  Wide  [Broadcasting,  Nov. 
21,  1949].  The  consolidated  hear- 
ing is  scheduled  Aug.  15  at  Bos- 
ton but  a  petition  is  pending  for 
continuance. 

WRUL's  facilities,  including  the 
former  international  stations 
WRUS  WRUW  WRUX  and 
WRUA,  are  located  at  Scituate, 
Mass.,  with  studios  in  Boston.  The 
facilities  are  leased  by  the  Dept. 
of  State  for  Voice  of  America 
broadcasts,  but  World  Wide  re- 
claims a  portion  of  the  time  and 
uses  it  for  broadcasts  by  the  non- 
profit World  Wide  Broadcasting 
Foundation.  Under  the  law  up  to 
25%  of  the  time  may  be  reclaimed 
and-World  Wide  is  the  only  interna- 
tional licensee  to  reclaim  any. 

Twelve  issues  designated  by  FCC 
for  the  hearing  range  from  in- 
quiries into  the  past  and  proposed 
program  service  of  the  stations 
(aside  from  portions  under  State 
Dept.  direction)  to  questions  as  to 
whether  program  time  has  been 
made  available  "in  return  for  mon- 
etary contributions";  representa- 
tions concerning  the  "non-profit 
and  non-commercial  character"  of 
the  stations,  and  whether  FCC's 
rules  on  announcement  of  spon- 
sored programs  have  been  met. 

World  Wide's  petition,  filed  by 
Leonard  H.  Marks,  Washington 
counsel,  contended  meetings  with 
FCC  personnel  who  have  been  long 
investigating  the  stations  have  dis- 
closed no  instances  of  violations 
and  that  acclaim  for  WRUL's  pro- 
gramming and  the  Foundation's 
activities  merit  renewal.  World 
Wide  also  explained  full  disclo- 
sures of  all  ownership  and  pro- 
gramming data  have  been  made 
through  the  years  so  that  FCC  has 
been  aware  of  all  phases  of  the 
operations. 


Bolger  Audition  Delayed 

AN  audition  scheduled  to  be  cut 
last  week  by  NBC  and  Bristol- 
Myers,  New  York,  featuring  Ray 
Bolger  in  a  half-hour  radio  pro- 
gram, five  times  weekly,  was  can- 
celled when  the  dancer-comedian 
turned  down  the  project  under 
doctor's  orders. 


•  WINSTONSALEM 

•  GREENSBORO 

•  HIGH  POINT 


Your  FIRST  and  BEST  BUY! 


THE  JOURNAL-SENTINEL  STATIONS 


NBC 

APFItlATE 
Represented  by 
HEADLEY-R£Eb  COMPANY 
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DISASTER  SERVICE  ^CC  issues  Proposed  Rules 


WORKING  under  an  accelerated 
schedule  .in  view  of  the  present  in- 
ternational situation,  FCC  last 
week  released  its  suggested  rules 
for  the  proposed  nationwide  disas- 
ter communications  service  [Broad- 
casting, June  12].  Broadcast  sta- 
tions could  participate,  FCC  indi- 
cated. 

"Because  of  the  urgency  of  the 
matter"  the  Commission  "earnestly 
requested"  the  comments  of  all  in- 
tei-ested  parties  both  as  to  the 
substance  and  form  of  the  new 
rules.  Deadline  of  Sept.  15  was  set 
for  filing  of  briefs  with  oral  argu- 
ment subsequently  to  be  scheduled 
if  warranted. 

FCC  held  an  open  meeting  in 
early  June  to  consider  formation 
of  the  disaster  service  in  the  1750- 
1800  kc  band. 


"The  subsequent  pressure  of  re- 
cent world  events,"  the  Commis- 
sion said,  "makes  the  early  estab- 
lishment of  such  a  service  both 
highly  desirable  and  necessary.  Ac- 
cordingly, the  Commission  has  ac- 
celerated the  preparation  of  the 
proposed  rules  based  on  the  data 
obtained  at  the  conference." 

Disaster  Explained 

The  proposed  rules  specify  that 
disaster  stations  "will  provide  com- 
munications in  connection  with  dis- 
asters and  other  incidents  involving 
loss  of  communications  facilities 
normally  available  or  demanding 
the  temporary  establishment  of 
communications  facilities  beyond 
those  normally  available." 

The  term  "disaster  and  other 
incidents"  was  explained  to  mean 


"an  occurrence  of  such  a  nature  as 
to  involve  the  health  and  safety  of 
a  community  or  larger  area  and 
shall  include,  but  not  be  limited  to, 
floods,  earthquakes,  hurricanes,  ex- 
plosions and  consequences  of  armed 
attack." 

The  rules  state  that  authoriza- 
tions to  operate  in  the  disaster 
sei'vice  will  be  issued  to  any  per- 
son eligible  under  the  Communica- 
tions Act  provided  the  station  will 
operate  as  an  element  of  a  dis- 
aster communications  network  set 
up  under  a  locally  coordinated  dis- 
aster plan.  Stations  already  li- 
censed by  FCC  in  all  fixed,  land 
or  mobile  categories  are  eligible, 
as  are  most  commercial  and  ama- 
teur operators.  FCC  also  would 
consider  applications  to  establish 


Bubbles  like  ginger  ale, 
don't  it,  mirandey  ? 


EVE,  women  and  song!  With  Effec- 
tive Buying  Income  38.2%  higher  than 
the  national  average,  our  "landed 
gentry"  can  certainly  afford  the  gay  life! 

What's  more  they've  got  plenty  left  over 
for  soup  and  soap,  housewares  and  hair 
tonic.  That's  where  WDAY  comes  in, 
because  no  station  in  the  Northwest  can 
match  WDAY  for  both  rural  and  urban 
coverage! 

A  new  22-county  North  Dakota  Agricul- 


tural Survey  proves  that  WDAY  is  pre- 
ferred by  78.8%  of  the  farmers  in  these 
22  counties  .  .  .  Station  "B"  by  only 

4.4%. ! 

Hoopers  prove  that  WDAY  is  an  over- 
whelming favorite  in  Fargo.  For  Total 
Rated  Periods,  Dec.  '49 — Apr.  '50,  for 
example,  WDAY  got  a  63.5%  Share  of 
Audience — the  next  station  16.0%  ! 

Write  to  us  or  ask  Free  &  Peters  for  all 
the  amazing  facts! 


i 
i 


FARGO,  N.  D. 
NBC    •    970  KILOCYCLES    •    5000  WATTS 

'FREJL  &  PETERS,  INC.,  Exclusive  National  Representatives 


a  station  for  disaster  network  use 
only. 

Under  the  rules  stations  of  vari- 
ous classes  would  organize  volun- 
tarily into  area  networks,  several 
such  networks  being  possible  in  the 
same  area  but  all  subject  to  coordi- 
nated planning  and  functioning. 
Individual  stations  could  use  a  spe- 
cial "scene  of  disaster"  frequency 
at  any  time  the  safety  of  life  and 
property  were  in  danger  as  the 
result  of  a  disaster. 

Terms  of  license  would  be  con- 
current with  the  term  of  the  license 
of  existing  stations  authorized  by 
the  Commission.  New  stations  li- 
censes would  be  good  for  one  to 
four  years  and  then  renewable  on 
a  four-year  basis.  Existing  sta- 
tions would  use  their  present  call 
signs  when  operating  in  the  disas- 
ter service  and  new  stations  would 
receive  special  calls  to  be  assigned. 

Among  the  communications  per- 
mitted under  the  proposed  rules 
would  be  those  "directly  concern- 
ing the  accumulation  and  dissem- 
ination of  public  information  re- 
garding safety  of  life,  preservation 
of  property,  or  maintenance  of  law 
and  order  by  authorized  govern- 
ment agencies."  Such  communica- 
tions were  given  fourth  order  of 
priority. 

Communications  allowable  when 
there  is  no  impending  or  actual 
disaster  would  include  necessary 
drills  and  tests  to  provide  training. 


WILLIAM  ESTY 


Hollywood  Office  Closed 

HOLLYWOOD  office  of  William 
Esty  &  Co.  Inc.,  located  in  Califor- 
nia Bank  Bldg.  on  Selma  Ave., 
closed  last  week  following  loss  last 
season  of  Catnels'  Screen  Guild 
Theatre,  Jimmy  Durante  Show  and 
Ed  Wynn  television  Show.  Agency 
has  been  handling  only  CBS  Bob 
Hawk  Shoiv  for  Camels  from  that 
office. 

Don  Bernard,  with  the  agency 
for  the  past  11  years  and  the  last 
eight  as  manager  of  the  Hollywood 
office,  continues  as  director  of  the 
Bob  Hawk  Show  on  freelance  basis. 
He  declined  an  executive  position 
in  the  agency's  New  York  office. 


ABC  NAMES  TREYZ 

Heads  Sales  Presentations 

OLIVER  TREYZ,  ABC  presenta- 
tion writer  since  July  1948,  last 
week  was  appointed  director  of 
sales  presentations,  succeeding 
Maurice  L.  Gaffney  who  died  July 
27  [Broadcasting,  July  31]. 

Mr.  Treyz  went  to  ABC  from 
Sullivan,  Stauffer,  Colwell  & 
Bayles  Inc.,  New  York,  where  he 
was  manager  of  research. 
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^evennials 
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t  MARYLAND 


MORNIN 

P  IN 


Every  show  above  is  a  WFBR-grown  prize-winning  blossom! 
Each  one  was  planted  with  great  care  and  brought  to  full 
flower  by  a  creative  and  production  staff  which  enjoys  the 
"greenest  thumb"  in  Baltimore  radio.  Each  one  is  a  long- 
time, high-Hooper  perennial — the  youngest  6  months — 
the  eldest  11  years!  Next  time  your  radio  budget  says 
"Baltimore" — pick  a  bouquet  of  profits  from  .  .  , 


ABC  BASIC  NETWORK  •  5000  WATTS  IN  BALTIMORE,  M  D. 
REPRESENTED    NATIONALLY    BY    JOHN    BLAIR   &  COMPANY 
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Sees  Opposition 

EDITOR,  Broadcasting: 

I  am  ashamed  that  I  have  not 
previously  dropped  you  a  note  to 
tell  you  what  I  thought  about  your 
plan  for  a  fused  radio  and  televi- 
sion overall  association  which 
would  include  not  only  broadcast- 
ers, but  manufacturers  as  well. 

I  think  the  idea  is  a  logical  one 
and  a  swell  one,  but  I  would  be 
afraid  that  the  manufacturers 
would  prove  about  as  difficult  in 
such  an  overall  association  as  Rus- 
sia has  proved  in  the  United  Na- 
tions. 

I  recall  that  five  or  six  years  ago, 
the  NAB  and  RMA  entered  into 
an  offensive  and  defensive  alliance 
to  promote  broadcasting  and  each 
contributed,  I  believe  it  was  $7,500, 
for  this  purpose.  We  had  hardly 
made  the  new  pact  before  the  radio 
set  manufacturers  started  a  cam- 
paign of  considerable  proportions 
in  the  newspapers  and  spent  a 
whale  of  a  lot  of  money  on  that. 
I  need  not  tell  you  that  the  effect 
produced  upon  the  broadcasters  was 
not  good. 

Even  today,  we  see  tremendous 
amounts  of  money  being  spent  in 
newspapers  all  over  the  country 
by  manufacturers,  distributors  and 
dealers  in  television  sets,  where  a 
corresponding  sum  is  not  being 
spent  on  the  air.  Yet,  without  tele- 
vision and  radio,  these  same  manu- 
facturers, distributors  and  dealers 


open  mike 


would  be  absolutely  out  of  business. 
Somehow,  they  never  seem  to  have 
appreciated  what  it  is  that  sells 
their  sets. 

And  so,  while  saluting  the  idea 
as  a  statesmanlike  one,  I  cannot 
but  have  severe  doubts  as  to  its  ulti- 
mate success. 

J.  Harold  Ryan 

Vice  Pres.-T reasurer 

Fort  hidustry  Co. 

Toledo,  Ohio 

❖    *  * 

Novelty  Worn  Off 

EDITOR,  Broadcasting: 

I  keep  noticing  reports  in  the 
trade  press  about  long  distance 
reception  of  TV. 

During  the  month  that  we  have 
been  operating  KPRC-TV,  we  have 
received  over  500  letters  from  out- 
of-state  listeners,  predominantly  in 
the  mid-West,  Canada  and  the 
far-West. 

It  seems  to  me,  however,  that 
the  novelty  by  now  must  have  worn 
off  on  DX  reports  for  television  as 
they  have  for  radio. 
Jack  Harris 
General  Manager 
KPRC-TV  Houston,  Tex. 


Good  Copy  Pays  Off 

EDITOR,  Broadcasting: 

So  often  one  hears,  "Does  trade 
paper  advertising  really  get  read?" 
I  might  refer  those  who  ask  this 
question  to  one  of  our  most  recent 
ads  on  behalf  of  station  WMT 
[Cedar  Rapids],  which  appeared  in 
Broadcasting  on  July  10. 

This  advertising,  captioned,  "To 
a  radio  advertiser  who  can't  afford 
Godfrey,"  left  our  office  with  high 
hopes  that  it  was  a  well-written 
piece  of  copy.  After  it  appeared 
in  Broadcasting,  we  know  it  is. 

Busy  executives  actually  took 
time  to  sit  down  and  write  to  Bill 
Quarton,  general  manager  of  WMT, 
telling  him  how  effective  they  con- 
sidered this  advertising. 

Just  a  couple  of  quotes  are  indic- 
ative of  the  type  of  remarks  re- 
ceived .  .  .  "One  of  the  best  pieces 
of  timely  copy  I've  seen  in  ages. 
Orchids  to  the  writer,  and  a  bun- 
dle of  roses  to  the  station  exec,  who 
approved  it.  Wonderful  ads  with  a 
humorous  twist  often  find  their  way 
into  the  morgue  rather  than  into 
print."  ...  "I  read  it  aloud  at  a 
merchandising  meeting  yesterday 


when  things  got  a  bit  tense,  and  we 
then  all  faced  west  and  salaamed 
in  the  direction  of  WMT.  They 
loved  it."  .  .  .  "This  is  one  of  the 
best  ads  I  ever  read — whimsical, 
humorous  but  factually  so." 

I  think  that  all  this  proves  that 
a  good  piece  of  copy  in  the  right 
medium  always  adds  up  to  results. 
I  think,  as  does  Ted  Mandelstam, 
who  authored  this  piece  of  copy  .  .  . 
that  this  proves  the  point  that  the 
same  amount  of  thought  and  time 
must  go  into  trade  paper  copy  as 
into  consumer  advertising.  We  have 
approached  it  in  that  manner  and 
are  happy  to  see  it  pays  off. 
William  F.  Sigmund 
Henry  J.  Kaufman  &  Assoc. 
Washington 

Toning  Down  News 

EDITOR,  Broadcasting: 

Since  the  Korean  bubble  burst  I 
have  heard  too  many  "screaming" 
announcers.  I  hope  that  every  sta- 
tion manager  and  program  direc- 
tor will  take  it  upon  himself /herself 
to  do  a  piecemeal  job  of  toning 
down  some  "of  these  guys." 

To  be  sure,  the  people  of  this 
nation  need  re-awakening  on  occa- 
sions, but  not  day  after  day,  and 
not  throughout  every  newscast.  .  .  . 
When  we  need  to  alarm  the  people 
let's  do  it — but  enough  is  enough. 
How  about  it,  fellas?  .  .  . 
Les  Eugene 
Station  Manager 
KTFS  Texarkana,  Tex. 


5000 

WATTS 


CO.,  INC, 

A  K  O  T  A 


MIDCONTINENT    BROAD^*^STI  NC 

SIOUX      FALLS,     SP^UTH  D 

WHAT  S  IN  A  MARKET? 
SIOUX  FALLS  -  27%  'ncrease  in 

 —   POPULATION  SINCt  1940 


SOUTH  DAKOTA 


ANOTHER  DECADE  OF  STEADY  EXPANSION  OVER  THE 
73  YEAR  HISTORY  OF  SIOUX  FALLS  -  ONE  OF  THE 
MIDWEST'S  GREAT  DISTRIBUTION  AND  SALES  CENTERS  - 
DELIVERED  TO  YOU  BY  THE  5000  WATT  VOICE  OF  NBC 

IN  SOUTH  DAKOTA. 


REI'UESENTED    NATIONALLY   BY    THE    JOHN    E.    PEARSON  CO. 
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The  New  Era  In 


Brings  You  Another 
Big  Star— 


Oft 


Under  the  direction  of 
Hugo  Winterhalter 


H  e  made  his  first  big  sensation  as  featured  vocalist 
with  the  Glenn  Miller  Band.  That  was  when  the 
nation'  got  to  know  him  as  "Sergeant  Johnny 
Desmond."  Since  then,  Johnny  has  become  a  bright 
young  star  ...  a  great  name  in  radio,  television  and 
recording. 

Now  Johnny  stars  on  "The  Music  of  Manhattan" 
— a  program  series  that  reflects  the  gaiety  of  night- 
time New  York  .  ,  .  the  stability  of  lasting  material 
and  the  freshness  of  big-name  talent  additions. 
Hugo  Winterhalter's  augmented  orchestra  provides 
a  masterful  accompaniment.  Available  immediately 
for  broadcast  as  two  K-hours  or  five  /4 -hours  a 
week. 

The  new  era  in  thesaurus  arms  you  with  the 
most  salable  ready-to-air  shows  in  radio.  You  get 
the  names,  talent,  production  and  comprehensive 
programming  it  takes  to  boost  profits.  You  get  the 
hits  before  they're  hits  .  .  .  weekly  continuity  .  .  . 
special  shows.  Voice-tracks,  tie-ins,  cross-plugs, 
sound  effects,  mood  music,  time  and  weather  jingles. 
Lots  of  production  "extras."  Scripts  by  network- 
experienced  writers,  new  thesaurus  sets  you  up 
for  SALES! 


recorded 


program 
services' 


Radio  Corporation  of  America  •  RCA  Victor  Division 
120  E.  23rd  St.,  New  York  10,  N.  Y.  •  Chicago  •  Hollywood 
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WAVE 
CAN'T 
SURF  YOU 

IN 
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SIGNAL  CORPS 

Advisory  Council  Planned 

BRIG.  GEN.  David  Samoff,  chair- 
man of  the  board  of  RCA,  and 
other  leaders  in  the  communica- 
tions and  electronics  industries 
met  last  Tuesday  with  top-rank- 
ing Army  officers  at  the  Pentagon 
and  discussed  formation  of  an 
Army  Signal  Corps  Advisory 
Council  to  assist  in  military  ex- 
pansion affecting  those  fields. 

The  proposed  council  would  be 
patterned  after  a  group  that 
functioned  during  World  War  II 
and  would  advise  the  Signal  Corps 
on  major  policies  and  programs 
relative  to  those  industries.  Re- 
search, development,  mobilization 
planning  and  production  were  ex- 
plored in  Tuesday's  meeting,  it 
was  understood. 

Additionally,  the  council  would 
assist  the  corps  in  industry  rela- 
tions, help  provide  technical  and 
military  assistance  in  obtaining 
equipment  and  personnel  in  fields 
vital  to  the  corps,  and  also  advise 
on  training  of  Signal  personnel 
with  industry. 

It  also  was  learned  that  the 
council  has  been  delegated  to  pre- 
pare special  studies  relating  to 
problems  inherent  in  these  par- 
ticular fields. 

Presumably,  the  council  is  ex- 


POLICY  BOARD 

Studies  Allocations 

"LARGER  aspects"  of  frequency 
allocation  and  utilization  were  ex- 
plored by  President  Truman's  Com- 
munications Policy  Board  in  ses- 
sions at  its  Washington  headquar- 
ters last  Wednesday  and  Thursday. 
Headed  by  former  FCC  Comr.  Ir- 
vin  L.  Stewart,  now  president  of 
the  U.  of  West  Virginia,  the  five- 
man  board  also  conferred  Thurs- 
day with  Under  Secretary  of  State 
James  E.  Webb,  who  is  chairman  of 
the  Telecommunications  Coordinat- 
ing Committee. 

Details  of  this  conference  and  of 
the  continued  study  of  frequency 
allocation  and  conservation  were 
not  disclosed.  Sept.  7-8  was  set  as 
date  for  the  next  meeting. 

Two  new  consultants  were  re- 
tained by  the  board:  Ralph  Smith, 
former  president  of  Aeronautical 
Radio  Inc.,  and  Ernest  C.  Shaffer, 
an  economist  who  has  handled  in- 
ternational communications  work 
for  the  Dept.  of  Commerce. 

Members  of  the  board,  which  was 
created  by  President  Truman  last 
February  to  make  an  overall  study 
of  frequency  uses  and  communica- 
tions policies  [Broadcasting,  Feb. 
20],  are  Dr.  Stewart;  T>r.  Lee  A. 
DuBridge,  president  of  the  Cali- 
fornia Institute  of  Technology; 
David  H.  O'Brien,  wartime  director 
of  distribution  for  the  Army  Signal 
Corps;  William  J.  Everitt,  chief  of 
the  Electrical  Engineering  Dept. 
of  the  U.  of  Illinois  and  a  member 
of  the  recent  Condon  Committee  on 
color  television,  and  Dr.  James  R. 
Killian  Jr.,  president  of  the  Massa- 
chusetts Institute  of  Technology. 


pected  to  touch  on  the  effect  of 
military  planning  on  such  phases 
of  the  radio-television  industry  as 
manpower,  availability  of  com- 
munications specialists,  broadcast- 
ers' role  in  overall  defense,  equip- 
ment specifications  and  require- 
ments, research  programs  in  which 
manufacturers  engage  for  the 
government,  procurement  and 
diversion  of  production  needs,  and 
a  host  of  related  topics.  The 
Signal  Corps  is  charged  with  su- 
pervision of  military  communica- 
tions planning,  and  operates  a 
vast  network  of  communications 
facilities  throughout  the  world. 

Attend  Meeting 

Also  attending  last  week's  meet- 
ing, in  addition  to  Gen.  Sarnoff, 
Signal  Coi-ps  resei-ve  officer  of 
brigadier-general  rank,  were  Wil- 
liam H.  Harrison,  president.  In- 
ternational Telephone  &  Telegraph 
Co.,  a  major  general  in  SCR;  Car- 
roll O.  Bickelhaupt,  vice  president 
and  secretary,  American  Telephone 
&  Telegraph  Co.,  brigadier  gen- 
eral in  SCR;  W.  W.  Watts,  vice 
president  in  charge  of  engineer- 
ing products,  RCA,  Signal  Corps 
reserve  colonel.  Mr.  Watts  also 
is  vice  president  of  the  Armed 
Forces  Communications  Assn. 

Ai'my  representatives  present 
were:  Lieut.  Gen.  T.  B.  Larkin,  as- 
sistant chief  of  staff,  G-4,  U.  S. 
Army  General  Staff;  Maj.  Gen.  S. 
B.  Akin,  chief  Signal  officer  of  the 
Army,  and  Maj.  Gen.  J.  K.  Christ- 
mas, chief.  Procurement  Div.,  Of- 
fice of  the  Assistant  Chief  of  Staff, 
G-4. 

Photographic  industry  also  is 
represented  on  the  proposed  coun- 
cil. Daryl  F.  Zanuck,  vice  presi- 
dent in  charge  of  production,  20th 
Century-Fox  Film  Corp.,  was  en- 
route  to  Europe.  After  his  visit 
to  Europe  he  will  join  the  group 
about  Aug.  14,  according  to  the 
Dept.  of  Defense. 


HILL  RECORDING 

Senate  Approves  Report 

THE  SENATE  last  week  approved 
a  joint  Senate-House  conference 
report  which  resolved  certain  ob- 
jections of  Congressional  radio 
correspondents  to  a  bill  involving 
the  Joint  Recording  Facility  on 
Capitol  Hill  [Broadcasting,  June 
26]. 

One  provision  deleted  was  that 
governing  Administrator  Robert 
Coar's  jurisdiction  over  making  ar- 
rangements for  "time  for  radio 
broadcasts  of  such  recordings"  in- 
volving interviews  with  Congres- 
sional members.  This  particular 
section  was  opposed  by  members 
of  the  Radio  Correspondents  Assn. 

Other  provisions  restored  were 
return  of  the  facility  to  supervi- 
sion of  the  House  Clerk  and  Sen- 
ate Secretarj'  as  urged  by  the 
House  and  the  application  of  the 
word  "supplemental"  to  use  of  the 
public  address  system. 

The  conference  report  must  be 
approved  by  the  House  before  be- 
ing sent  to  the  White  House  for 
the  President's  signature. 
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Speaking  of  bargains  in  time-buying,  consider  this :  on  WO  WO, 
you  can  reach  one  dozen  markets  in  Indiana  and  Ohio 

(including  the  13-county  Fort  Wayne  area)  for  less  than  it 
would  cost  to  reach  Fort  Wayne  alone  on  another  medium ! 

And  when  we  say  "reach,"  we  mean  really  intensive  coverage. . 
from  23%  to  91%  (BMB  Study  #2). 

For  further  details  on  WOWO's  economical  penetration  of  this 
49-county  Midwest  market-area  (in  which  the  Census  counts 
almost  2  million  customers),  call  on  WOWO  or  Free  &  Peters. 


^1    WESTINGHOUSE  RADIO  STATIONS  Inc  •  KYW  •  KDKA  •  KEX  •  WBZ  •  WBZA  •  WOWO  •  WBZ-TV 


National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 
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SPRING  1950 


CITY  ZONE 


GREENSBORO,  N.  C. 


SHARE  OF  RADIO  AUDIENCE 


8:00  A.M.— 12:00  N. 
Monday  thru  Friday 


WBIG 

49.7 


STATION  STATION 

"C" 


"B" 
32. 


8.1 


12:00  N. — 6:00  P.M. 
Monday  thru  Friday 

6:00  P.M.- 10:00  P.M. 
Sunday  thru  Saturday 


39.2  28.3  16.1 
52.4        18.3  13.2 


WBIG 

^Le  f^redti^e  Station       tke  C^awii 


ma6 


G.  M.  Hutchison,  President 


CBS  Affiliate 


5000  watts 


EST.  1926 

represented  by  Hollingbery 


ORGANIZATION  plans  of  Radio  Sales  Network  were  discussed  at  Fort  Worth 
meeting  held  July  29.  Among  those  present  were  (I  to  r):  Top  row,  Curtis 
Bowles,  Bowles  &  Co.-RSN;  Harry  M.  Bekleman,  Bowles  &  Co.;  Jack  Bell, 
KDET  Center,  Tex.;  Warren  Gilpin,  WCOR  Lebanon,  Tenn.;  Edward  Ryan, 
KSIW  Woodward,  Okla.;  R.  G.  Terrill,  KSKY  Dallas;  Robert  Horst,  Transcrip- 
tion Sales  Inc.;  bottom  row.  Ken  Duke,  KDDD  Dumas,  Tex.;  Mrs.  Duke;  Mrs. 
Mary  Lasswell,  Bowles  &  Co.;  Mrs.  Curtis  Bowles;  David  Timmons,  WBAP-TV 

Fort  Worth. 


SALES  NETWORK 


/?SN  /s  Organizing 
Small  Stations 


FIRST  STEPS  to  sign  stations  were  taken  by  Radio  Sales  Network  at 
a  July  29  meeting  held  at  the  Hotel  Texas,  Fort  Worth,  with  Curtis 
Bowles,  president  of  Bowles  &  Co.,  national  representative,  presiding 
as  head  of  RSN.  The  network,  according  to  Mr.  Bowles,  is  to  be  a 
national  selling  group  of  smaller  ,  


stations  competing  with  larger 
metropolitan  outlets  [Broadcast- 
ing, July  24].  Some  of  those  at- 
tending the  meeting  said  they  had 
not  definitely  decided  to  sign. 

With  a  score  of  station  man- 
agers and  RSN  officials  attending, 
the  network  meeting  went  into  the 
problems  of  signing  affiliates,  com- 
pleting organization  and  starting 
actual  operations.  Target  date  for 
complete  network  operation  is  Oct. 
1,  Mr.  Bowles  said. 

RSN  contemplates  coverage  of 
almost  every  county  in  the  nation, 
he  told  the  meeting,  with  national 
advertisers  able  to  buy  any  part 
of  RSN.  "They  tell  us  the  area 
they  want  to  cover,  and  we  pick 
out  our  stations  and  total  the  basic 
rate  of  our  stations,"  he  added. 
Western,  central  and  eastern  divi- 
sions will  be  subdivided  into  small- 
er groupings. 

Stations  Signed 

Stations  already  under  contract, 
Mr.  Bowles  said,  include  KDET 
Center,  Tex.;  KDDD  Dumas,  Tex.; 
KSIW  Woodward,  Okla.;  KSTB 
Breckenridge,  Tex.;  WMGY  Mont- 
gomery, Ala.  Other  small  stations 
around  the  nation  are  being  con- 
tacted by  RSN  representatives  and 
by  mail,  he  said. 

RSN  and  .Bowles  &  Co.  propose 
to  offer  national  representation,  a 
sale  representative  to  be  supplied 
at  RSN  expense  to  a  maximum  of 
three  stations,  and  who  also  will 
supply  production  advice,  all  with- 
out pay  from  local  or  regional  sales 
from  individual  stations;  single 
charge  to  the  station  of  a  $50 
weekly  affiliation  fee.    Affiliate  of- 


fices would  be  located  in  Detroit, 
Cleveland,  San  Francisco,  Atlanta, 
Boston,  Kansas  City  and  Raleigh, 
N.  C,  in  addition  to  Fort  Worth 
headquarters  and  Chicago  and  New 
York  branches.  A  national  sales 
staff  of  63  is  projected. 

Mr.  Bowles  told  Broadcasting 
he  is  sole  owner  of  Bowles  &  Co. 
and  said  RSN  is  a  subsidiary.  He 
said  he  had  formerly  been  with 
KNOE  Monroe,  La.,  and  WNOE 
New  Orleans  in  a  managerial  ca- 
pacity. He  said  Harry  Bekleman 
is  managing  director  of  the  RSN 
New  York  office,  with  Dan  Jenkins 
at  Hollywood  and  Lloyd  Leonard 
in  Chicago  in  similar  capacities. 
RSN  has  been  operating  since  1942, 
he  added. 

In  Attendance 

Attending  the  Foi't  Worth  meet- 
ing, according  to  Mr.  Bowles,  were: 

R.  G.  Terrill,  KSKY  Dallas;  Roy  G. 
Terry,  KOCA  Kllgore,  Tex.;  Edward 
Ryan,  KSIW  Woodward,  Okla.;  Ken 
Duke,  KDDD  Dumas,  Tex.,  and  Mrs. 
Duke;  Warren  Gilpin,  WCOR  Lebanon, 
Tenn.;  Tom  Foster  and  Jack  Bell, 
KDET  Center,  Tex.;  Bill  Humbert, 
KVMA  Magnolia,  Ark.;  Thomas  Sewell, 
WMGY  Montgomery,  Ala.;  Fran  Dea- 
son,  KCXIL  Fort  Worth;  M.  M.  Ro- 
chester, KSEL  Lubbock,  Tex.;  George 
W.  Smith,  KMAE  McKinney,  Tex.; 
R.  W.  Chapman,  KSTB  Breckenridge, 
Tex.;  David  Timmons.  WBAP  Fort 
Worth;  Harry  M.  Bekleman,  Bowles  & 
Co.;  Robert  Horst.  Transcription  Sales 
Inc.;  Mrs.  Mary  Lasswell.  Bowles  & 
Co.;  Robert  Graef,  Gould,  Brown  & 
Sumney.  Chicago. 


RADIO  workshop,  offering  classes  in 
writing,  acting,  announcing,  produc- 
tion and  music  taught  by  staff  per- 
sonnel, organized  for  employes  at 
KNBC  San  Francisco.  More  than  50 
staff  members  have  signed  for  courses. 
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m  HERE'S  THE 
f  SENSATIONAL 

LOW-PRICED 
WESTERN 

THAT  SHOULD  BE 
ON  YOUR  STATION! 


Strictly  Business 

(Continued  from  page  13) 

ion  dollars  a  year  to  get  Chiquita 
into  the  right  homes  and  out  of  the 
refrigerator,  and  he  does  it  by 
methods  that  never  occurred  to 
Florenz  Ziegfeld  or  Billy  Rose,  ex- 
cept presumably  when  the  latter 
was  writing  "Yes,  We  Have  No 
Bananas." 

All  but  the  musically  retarded 
are  by  now  familiar  with  Mr. 
Partridge's  radio  spot  jingle  that 
launched,  if  not  a  thousand,  then 
certainly  several  score  new  ships 
on  the  United  Fruit  line.  But 
fewer  may  be  aware  that  besides 
patronizing  the  arts  as  sponsor  of 
the  tune,  "Chiquita  Banana,"  Mr. 
Partridge  was  perhaps  the  first 
man  to  synchronize  live  action  and 
animation  in  his  minute  television 
movies,  among  the  earliest  to  ex- 
ploit television  cooking  schools, 
and  the  first  living  human  ever  to 
use  four  color  banana  ads  in  na- 
tional magazines.  He  also  is  the 
discoverer  of  bananas  and  sour 
cream. 

Recent  Victor}- 

His  most  recent  accomplishment 
was  to  secure  the  insertion  of  a 
16-page  rotogravure  section  of 
famous  banana  recipes  in  the  1950 
Farmer's  Ahjtanac,  a  158-year-old 
publication  hitherto  concerned 
with  such  things  as  tides  and  fast 
days. 

Mr.  Partridge  is  hand-man  to  no 
tradition,  except  perhaps  the 
banana  split.  For  example:  Nor- 
mally an  advertising  agency 
selects  a  potential  client  and  then 
prepares  an  exhaustive  presenta- 
tion to  impress  that  client  with  its 
ascendant  knowledge  of  his  needs. 
That's  normally.  But  Mr.  Part- 
ridge saw  the  flaw  in  that  at  once. 
No  agency  knew  the  needs  of  the 
banana  as  well  as  he.  So  he  pre- 
pared the  presentation,  and  he 
presented  it  to  the  agency,  BBDO. 
It  was  accepted. 

"My  business  philosophy,"  Mr. 
Pai'tridge  is  fond  of  saying,  "is  to 
extend  the  usefulness  of  one  of 
nature's  fundamental  fruits,  the 
banana,  to  serve  makind  in  all  ap- 
plicable ways  begining  with  the 
infant's  disease  of  celiac  on 
through  geriatrics." 

Mr.  Partridge  is  married  to  an 


ex-newspaperwoman,  and  freelance 
writer,  Thelda  Bedford.  The 
couple  live  at  the  Seawane  Har- 
bour Club,  Hewitt,  L.  I.  during 
the  summer,  and  on  Park  Ave.  in 
New  York  the  rest  of  the  year. 

He  is  a  member  of  the  Harvard 
Club,  St.  Nicholas  Club,  Sea\yane 
Harbour  Club  and  the  New  Eng- 
land Society  in  New  York. 

Mr.  Partridge  says  he  sustains 
the  extraordinary  vigor  necessary 
to  the  proper  prosecution  of  his 
chosen  work  by  hanging  by  his 
arms  at  least  twice  a  day  from  a 
specially  constructed  U-shaped  gas 
pipe  in  his  office. 


Feature 

(Continued  from  page  13) 

Jack  PajTie,  former  Oklahoma  U. 
student  and  veteran  sports  an- 
nouncer. 

Stations  included  in  the  package 
are:  KOME  Tulsa;  KSIW  Wood- 
ward; KCRC  Enid;  KBIX  Musko- 
gee; KNOR  Norman;  KASA  Elk 
City;  KSWO  Lawton;  KTMC  Mc- 
Alester;  KWOE  Clinton;  KGFF 
Shawnee;  KADA  Ada;  KVSO  Ard- 
more;  KWHW  Altus;  KIHN  Hugo; 
KSEO  Durant;  KSMI  Seminole; 
KHBG  Okmulgee;  KGLC  Miami, 
KTAT  Frederick;  KRHD  Duncan. 


RADIO  PULLS  $ 

WABI  Holds  Media  Survey 

A  SPECIFIC  sampling  at  a  men's 
store  in  Bangor,  Me.,  has  shown 
36%  more  customers  hear  radio 
ads  than  see  newspaper  ads.  The 
survey  was  conducted  by  WABI 
Bangor  to  ascertain  effectiveness 
of  newspaper  vs.  radio  advertis- 
ing, Murray  Carpenter,  station 
manager,  reports. 

It  was  found  that  11%  more  was 
spent  by  radio  customers  than  by 
newspaper  customers.  Also,  radio 
produced  more  customers  and  more 
dollar  volume  than  newspaper  ads 
primarily  because  the  former  at- 
tracted more  women  customers  (19 
to  10  as  against  18  to  16  men  cus- 
tomers). Twenty-seven  percent  of 
the  customers  (61  out  of  221) 
proved  they  had  seen  or  heard  an 
ad  during  the  test  period.  Of 
these  56%  had  heard  radio  ads; 
41%  had  read  ads;  3%  had  seen 
and  heard  ads. 

Survey  was  conducted  for  Fath- 
er's Day  week  ending  June  17  at 
the  Allan  Lewis  men's  store  in 
downtown  Bangor.  During  the 
week  preceding  the  test,  the  store 
placed  two  ads  in  the  Bangor  Daily 
News  at  a  cost  of  $88.  An  equiva- 
lent amount  ($86.40)  was  spent 
for  WABI  time.  Two  men  inter- 
viewed customers,  limiting  their 
queries  only  to  those  customers 
who  conclusively  showed  by  spe- 
cific association  that  they  had 
heard  or  seen  a  store  ad  during 
the  test  week.  Station  also  points 
out  that  the  newspaper  advertising 
was  calculated  at  contract  rates 
while  the  radio  advertising  was 
figured  on  a  single  week  rate. 


froiiir*. 


(Fourth  position  , 
achieved  in 
November,  1949) 


SENSATIONAL  PROMO- 
TION CAMPAIGN  —  from 
buttons  to  guns — is  break- 
ing Iraffrc  records  I 

This  amazingly  successful 
Vj-hour  Western  adventure 
program  is  available:  1*2-3 
times  per  week.  Transcribed 
for  local  and  regional  spon- 
torship. 


For  ffie  some  period,  "Cisco 
Kid"  outrated  all  other 
'/2-hour  Westerns  by  50%! 


*  "Cisco  Kid"  is  aired  three  rimes 
weekly  —  Monday,  Wednesday 
and  Friday.  It  is  the  highest- 
rated  show  in  its  time  period  on 
Wednesday  and  Friday  .  .  .  and 
is  second  only  to  "Bob  Hawk" 
on  Monday!  Write,  wire  or 
phone  for  proof  of  Cisco  Kid's 
record-breaking,  sales-producing 
performance. 


REPRESENTED  BY 

WEED  ^COMPANY 
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South's  Greatest  Audience 
Builder,  Too 


Our  advertisers  get  the  ben- 
efit of  all  these  —  24-sheet 
posters,  streetcar  dash  signs, 
full -page  newspaper  ads, 
store  displays,  personal  calls 
on  jobbers  and  key  retailers. 


He  Piles  Up  Biggest 

Ratings,  of  Course 

WWL  has  a  substantial  lead  in  both  mornings  and 
afternoons.  And,  evenings,  its  share  of  audience  is 
equal  to  the  next  two  stations  combined. 


South's  Greatest  Salesman 

in  South's  Greatest  City 

SELLS  Rich  Rural  Market 

Southland  farmers  depend  on  WWL  for  complete  authentic  coverage  of 
their  special  interests — welcome  activities  such  as  WWL's  Herd  Improve- 
ment Contests,  farm  service  broadcasts,  weather  reports,  on-the-scene 
rural  reports.  WWL  advertisers  enjoy  particular  preference  when  these 
newly-prosperous  folks  go  shopping  for  everything  that  means  better  living. 


Gives  You 
Multi-State  Coverage 

WWL  takes  you  into  330  counties  of 
the  rich  Southland — gives  you  primary 
coverage  in  134  of  them. 


Souffi's  Greatest  Salesman 

WWL 

NEW  ORLEANS 


50,000  WATTS 


CLEAR  CHANNEL 


CBS  AFFILIATE 


A    DEPARTMENT    OF    LOYOLA  UNIVERSITY 


REPRESENTED    NATIONALLY    BY     THE    KATZ  AGENCY 


editorial  *^ 


Kaltenborn-Pure  Oil 

THE  KALTENBORNS,  jjere  and  fils,  are 
amazing  people.  Several  years  ago,  son  Rolfe 
acquired  a  financial  interest  in  a  wired  radio 
project  and  lambasted  commercial  radio  with 
such  extreme  vehemence  that  it  back-fired.  We 
noted  then  that  son  Rolfe,  who  was  reared  by 
the  revenues  his  father  derived  from  commer- 
cial radio,  not  only  bit  the  hand  that  fed,  but 
had  chewed  it  off  at  the  wrist. 

Now  Hans  von  Kaltenborn,  dean  of  the  com- 
mentators, takes  his  turn  at  bat.  In  a  testi- 
monial to  Reader's  Digest  (which  we  also  hap- 
pen to  regard  as  an  extremely  ably  edited  book) 
pei-e  Hans  commends  the  publication  as  an 
"ideal  recreation  medium  because  it  carries  no 
advertising."  He  dreams  of  a  time  when 
broadcasting  could  be  "supported  by  the  sheer 
merit  of  its  program." 

For  years,  pere  Hans  has  earned  handsomely 
through  the  build-up  of  the  commercial  radio 
he  now  avers  he  hates.  That  dislike  must  also 
include  his  old-time  sponsor.  Pure  Oil. 

We  think  that  which  pere  Hans  dished  out  is 
indeed  pure  oil.  Perhaps  he  didn't  mean  to 
clip  his  phrases  so  close.  Kaltenborn,  the  el- 
der, can  always  resign  from  commercial  radio. 
The  propitious  time  would  have  been  one  day 
in  November  1948  when  he  was  360  degrees 
wrong  on  the  presidential  elections. 


TAPPING  every  possible  source  to  fi- 
nance the  war  program,  the  Senate  Fi- 
nance Committee  has  approved  a  10% 
excise  tax  on  TV  sets.  Unfortunately, 
such  a  tax  hits  the  smaller  income  peo- 
ple, and  will  impede  TV  at  a  time  when 
circulation  is  needed  for  home  defense 
training  and  for  morale  maintenance. 
Secretary  Snyder  expects  a  $42  million 
return  from  the  TV  tax,  a  bagatelle  in 
contrast  to  the  billions  for  home  defense. 
It  doesn't  add  up. 


College  Goes  to  TV 

TV  AS  a  factor  in  formal  education  makes  its 
bow  this  fall  in  an  experiment  that  will  be 
watched  with  avid  interest  because  of  its  prob- 
able revolutionary  effect  upon  adult  education. 

WWJ-TV  Detroit  and  the  famed  U.  of  Mich- 
igan have  agreed  upon  a  TV  extension  course 
using  a  regularly  scheduled  program  on  the 
air  for  which  enrollees  will  pay  tuition  fees  and 
receive  special  certificates  upon  completion  of 
the  prescribed  courses.  This,  however,  is  re- 
garded as  merely  the  first  step.  The  goal  is 
a  degree  equivalent  to  bachelor  of  science. 

The  importance  of  this  experiment  to  higher 
education  can  hardly  be  exaggerated.  Many 
colleges  are  finding  it  increasingly  difficult  to 
meet  overhead  through  campus  and  regular 
extension  course  income.  TV  extension  courses 
could  open  up  college  enrollments  to  tens  of 
thousands  who  otherwise  find  it  inexpedient. 

The  first  WWJ-TV-Michigan  U.  course  will 
run  on  Sundays,  for  one  hour.  It  will  be  broken 
down  into  20-minute  segments.  The  station  is 
allotting  $100  to  the  university  for  each  pro- 
gram, to  be  shared  by  the  participating  faculty 
members,  plus  the  station's  time. 

It  isn't  surprising  that  these  Michigan  insti- 
tutions should  lead  the  way  in  this  project. 
The  Detroit  News,  which  owns  the  WWJ  prop- 
erties, pioneered  in  radio  30  years  ago,  and  in 
TV  immediately  after  -^he  last  war.  U,  of 
Michigan  was  one  of  the  first  schools  to  intro- 
duce radio  as  part  of  its  journalism  curriculum. 


Rates  Can  Wait;  War  Can't 

RADIO  IS  at  war  on  two  fronts  At  a  time 
when  it  and  its  customers  should  be  directing 
all  their  energies  to  the  shooting  war,  radio 
finds  itself  in  a  wholly  fatuous  conflict  on 
rates. 

Recriminations  serve  no  useful  purpose. 
Failure  to  raise  rates  when  circulation  reached 
virtual  saturation,  as  overhead  more  than 
doubled,  can  be  laid  only  at  radio's  doorstep. 
The  fact  that  radio  rates  are  still  too  low 
at  the  moment  falls  on  deaf  ears.  We  feel, 
however,  that  a  case  for  increases  can  be  made. 

The  job  at  hand  is  the  presei-vation  of  our 
kind  of  democracy.  The  magnitude  of  con- 
trols to  come  is  unknown,  but  controls  there 
will  be.  There  will  be  material  shortages. 
Paper  again  may  be  rationed.  Some  sort  of 
censorship  is  obvious.  It  is  more  likely  than 
not  that  all  stops  will  be  pulled  out  during  the 
weeks  ahead. 

Memories  would  be  short  indeed  if  adver- 
tisers didn't  recall  the  onslaughts  of  the  profes- 
sorial intelligentsia  and  of  the  do-gooders  to 
force  grade-labelling,  suppress  brand  name 
advertising,  and  foster  legislation  against  ex- 
penditure of  war  contract  money  for  institu- 
tional advertising. 

You  can't  blame  individual  advertisers  for 
trying  to  strike  the  best  bargain  possible.  But 
any  concerted  move  by  organized  advertisers 
against  an  entire  medium  is  subject  to  ques- 
tion, morally  and  perhaps  legally,  even  in 
normal  times.  Now  there  are  other  glaringly 
apparent  reasons  that  militate  against  rate- 
cutting  pressure. 

Every  available  fact  underscores  the  fallacy 
of  the  rate-cut  crusade.  It  is  unfortunate  that 
the  networks  have  lagged  behind  in  making 
rate  adjustments — upward — during  the  last 
decade.  No  station  can  readily  sell  its  time 
for  much  more  than  a  network  charges  for 
the  same  facility. 

The  law  of  supply  and  demand  should  gov- 
ern. Why  reduce  radio  rates  when  there  is  no 
slackening  of  demand  for  time?  The  national 
spot  and  local  advertisers  know  they  are  re- 
ceiving good  value.  Since  TV's  advent,  radio 
has  intensified  its  sales  efforts.  The  pay  off 
has  come  at  both  national  spot  and  local  levels. 
Networks  can  do  the  same  without  reducing 
rates.    Sheer  force  of  fact  and  logic  will  do  it. 

It  should  be  obvious  that  the  hot  war  and 
the  TV  revolution  have  changed  our  entire 
economy.  Radio  is  helped,  not  hindered,  by 
this  regrettable  emergency.  Radio  became 
the  Number  I  medium  for  news  in  World  War 
II.  Government  surveys  proved  it.  Radio 
hasn't  relinquished  that  leadership. 

The  artful  talk  that  pegs  TV  as  radio's 
main,  and  by  some  sleight-of-hand,  its  only 
competitor,  is  hard  to  fathom.  Magazines, 
newspapers,  billboards,  direct  mail  certainly 
are  competitors.  Certainly  a  family  viewing 
TV  three-four  hours  a  night  isn't  going  to 
spend  that  average  (before  TV)  of  14  minutes 
a  day  at  a  newspaper.  Magazines?  Ask  the 
newsstand  man.  What  about  billboards,  if 
and  when  gas  is  rationed.    They  use  jets  now. 

ANA,  we  hope,  will  lay  aside  its  shears  and 
paste-pot  and  put  radio's  rates  back  in  those 
active  files.  Let  them  make  all  the  surveys 
they  like,  but  let  them  take  their  eyes  and 
minds  off  radio  as  TV's  target,  and  look  at  the 
all-media  picture  realistically.  Let  them  check 
radio  as  against  other  media  at  the  point-of- 
sale,  dollar  for  dollar,  as  is  being  done  with 
telling  effect  on  the  West  Coast. 

The  time  to  discuss  rates  is  after  the  war 
is  won.  The  first  skirmish  for  the  man  with 
something  to  sell,  in  his  own  self-interest,  is 
against  those  politicos  and  parasites  who  would 
kill  advertising  altogether,  using  the  war 
emergency  as  the  springboard. 


jp*  our  respects  to: 


JOHN  FULTON 


JOHN  FULTON  is  a  broadcaster's  broad- 
caster who  has  never  deserted  the  micro- 
phone. During  his  15  years  in  radio  he 
has  risen  from  an  assistant  announcer  to  gen- 
eral manager  of  successful  WGST-AM-FM 
Atlanta,  Ga.,  but  he  still  insists  on  taking  over 
an  announcer's  duties  on  occasion. 

Mr.  Fulton  firmly  believes  that  those  who 
make  their  living  in  radio  owe  it  their  best  ef- 
forts. He  follows  that  premise  to  the  letter  in 
his  own  activities.  Although  he  can  look  back 
at  his  own  successful  career  with  satisfaction 
it  is  unlikely  that  when  he  pauses  this  Friday 
to  observe  his  40th  birthday  he  will  waste  much 
time  looking  back — the  present  is  too  busy 
and  the  future  too  bright  for  such  nostalgic 
reminiscing. 

Born  in  Savannah,  Aug.  11,  1910,  John 
Fulton  was  educated  in  the  public  and  high 
schools  there.  He  graduated  from  high  school 
at  the  age  of  16  as  first  honor  graduate  of  the 
class  of  1927.  He  was  prevented  from  ac- 
(Continued  on  page  65) 


Static  &  Snour 

By  AWFREY  QUINCY 

WHAT'S  in  a  name?  Film  shorts  made  by 
Milton  Berle  are  produced  by  his  brother;  Bob 
Hope's  nephew  becomes  a  disc  jockey;  Bing 
Crosby  sings  duets  with  his  son  and  the  kid 
gets  top  billing.  AH  one  needs  to  get  along  on 
"the  talent  side"  of  show  business  is  talent 
...  in  the  family. 

Bob  Swezey  is  plugging  New  Orleans  as  an 
origination  point  for  network  shows.  If  this 
means  more  Dixieland  jazz  on  the  airways, 
we'rie  all  for  it.  We  get  infinitely  more  nostal- 
gic over  Dinner  at  Antoine's  than  about  Break- 
fast at  Sardi's.  In  fact,  we  never  get  up  that 
early. 

******** 

The  Old  Gray  (Night)  Mare 
Make  the  network  rate  much  less  than  it  used 
to  be,  less  than  it  used  to  be,  less  than  it 
used  to  be 

Make  the  network  rate  much  less  than  it  used 

to  be,  the  ANA  did  vow 
The  ANA  did  vow,  the  ANA  did  vow. 
BUT 

The  network  rate  will  stay  where  it  used  to  be, 
stay  where  it  used  to  be,  stay  where  it 
used  to  be 

The  network  rate  will  stay  where  it  used  to  be, 
many  long  years  from  now. 
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There's  a  POT  OF  GOLD  in  these 

50  COUNTIES 

in  addition  to 

kMERICA'S  50th  IAm0EW 


POPULATION 
[Kansas  Portion] 

850,600 
44%  OF  STATE 

RETAIL  SALES 
[Kansas  Portion] 

$965,286,000 
49.2%  OF  STATE 

Sales  Management,  1950 


SELL  THIS  50  COUNTY  "OUTSIDE"  MARKET 
with  nFBI  c^^^if^ft^ca^^i 

Here  are  the  results  of  a  54,931  call  co-incidental  survey  in  this  "outside"  area 


WICHITA 
STATIONS 

AVERAGE  SHARE  OF  AUDIENCE    -    SUNDAY  THROUGH  SATURDAY 

MORNING 

AFTERNOON 

TOTAL 

KFBI 

15.7 

15.1 

15.3 

STATION  B 

n.o 

9.8 

10.1 

STATION  C 

4.8 

4.5 

4.6 

STATION  D 

2.1 

1.9 

2.0 

Survey  primarily  rural.  Cities  of  Hutchinson,  Salina,  Wic 
1950,  by  Robert  S.  Conlan  &  Associates.  Telephone  cal 
the  rura!,smali  city  urban,  and  rural  n 

lita  not  included.  Standard  co-incidental  procedure  March, 
Is  were  made  in  ratio  to  the  number  of  telephone  homes  in 
on-farm  homes  within  each  county  group. 

WICHITA-FIFTIETH  IN  NATION  IN 
RETAIL  SALES— Sales  Management 


BMB  DAYTIME  187,130 

LARGEST  FOR  ANY  WICHITA  STATION 


IDteKUst;;^  fKi&bAj  'I'ett^e^t^ujt/  Station/ 

AT  THE  MOST  FAVORABLE  FREQUENCY 

10,000  WAHS  DAY  1070  K.c.  1,000  WATTS  NIGHT 


n^p^e^d  bif  AVERY  KNODEL ,  Inc. 
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Advertisement 


From  where  I  sit 
jSy  JoQ  Marsh 


Take  Your  Choice 


Sitting  around  last  Friday  evening, 
the  talk  turned  to  the  best  way  of  get- 
ting to  sleep  when  it  seems  you  just 
can't.  "The  way  I  always  do,"  says 
Sandy  Johnson,  "is  to  breathe  deep 
and  make  believe  I  weigh  a  ton." 

"Just  throw  away  the  pillow — it 
works  every  time,"  says  Buzz  Ellis. 
When  counting  sheep  came  up,  right 
away  was  the  question:  What  kind  of 
sheep  do  you  count? 

From  where  I  sit,  you  could  argue 
'til  Doomsday  and  never  get  complete 
agreement  on  a  lot  of  things.  Now, 
take  me  for  example.  Fm  all  for 
having  a  glass  of  beer  or  ale  on  occa- 
sion. Your  "sociable  beverage"  may 
be  a  "Coke"  — or  buttermilk  or  maybe 
a  cup  of  hot  coffee. 

But  enjoying  our  preferences  is  a 
right  in  this  country  and  each  of  us  is 
entitled  to  his  own.  The  important 
thing  is  to  respect  that  right  in  the 
true  democratic  spirit  of  understand- 
ing! As  a  matter  of  fact,  what  a  tire- 
some old  world  this  would  be  if  we 
all  did  have  exactly  the  same  likes 
and  dislikes! 


Copyright,  1950,  United  States  Brewers  Foundation 


front  office 


GALEN  O.  GILBERT,  manager  KGER  Long  Beach,  Calif.,  elected 
director  and  treasurer  on  board  of  John  Brown  Schools  Inc.,  owners 
of  KGER.  He  will  hold  similar  positions  on  boards  of  John  Brown- 
owned  schools  including  Brown  Military  Academy  Inc.,  San  Diego;  Brown 
Schools  for  Girls,  Glendora;  Brown  Schools  Inc.,  Long  Beach. 

HARRY  K.  RENFRO,  executive  assistant  to  general  manager  KXOK- 
AM-FM  St.  Louis,  called  to  active  duty  as  1st  Lt.,  Marine  Air  Corps. 

BILL  DAVIS,  commercial  manager  KTRY  Bastrop,  La., 
to  station  manager.  G.  I.  JOHNSON,  former  KTRY 
announcer-copywriter,  rejoins  station  as  commercial 
manager. 

GEORGE  OLENSLAGER  to  WNOX  Knoxville,  Tenn., 
as  account  executive.    Was  with  ABC. 

KTLA  (TV)  Los  Angeles  appoints  Paul  H.  Raymer 
Co.  as  national  sales  representative.  CHRIS  RASH- 
BAUM  continues  as  KTLA  N.  Y.  sales  representative 
and  HARRY  MAYNARD,  KTLA  sales  manager,  con- 
tinues to  cover  L.  A.  and  S.  F.  areas. 


Lt.  Renfro 


LARRY  DRINARD  to  WDNC  Durham,  N.  C.  sales  staif  after  absence 
of  five  years  during  -which  he  was  in  book  and  stationery  business. 

ROBERT  MEEKER  Assoc.  appointed  exclusive  national  representative 
by  WTTV  (TV)  and  WTTS  Bloomington,  Ind. 

MILTON  F.  (Chick)  ALLISON,  assistant  sales  manager  WBBM  Chicago 
since  March,  named  N.  Y.  sales  representative  of  station,  replacing 
GILMAN  JOHNSTON,  who  joins  Radio  Sales,  Radio  and  Television  Sta- 
tion Representative,  CBS,  N.  Y.,  as  account  executive.  Mr.  Allison 
was  sales  manager  WLWT  (TV)  Cincinnati  and  WPEN  Philadelphia. 

DAVID  E.  BIGLEY  to  manager  WALD  Waterboro,  S.  C.  Was  with 
WJOI  Florence,  Ala.  and  WLAN  Lancaster,  Pa.  as  program  director. 

DANIEL  P.  POTTER,  media  plans  director  Compton  Adv.,  N.  Y.,  to 
NBC  New  York  sales  department  for  sound  broadcasting  as  salesman. 

GEORGE  B.  WILLIAMS,  WKLK  Cloquet,  Minn.,  program  director,  to 
sales  manager. 

WHLI-AM-FM  Long  Island,  N.  Y.,  appoints  Wm.  G.  Rambeau  Co.  na- 
tional representative. 

MRS.  DORIS  SCADRAN  joins  John  Blair  &  Co.,  station  representative 
firm,  in  N.  Y.  office  as  assistant  to  Wells  H.  Barnett  Jr.,  manager  of  sales 
development  department.  She  is  former  assistant  to  radio  research 
director  of  N.  W.  Ayer,  N.  Y. 

WINSTON  (Wink)  CLARK  to  sales  staff  WORZ  Orlando,  Fla.  Was  with 
WROD  Daytona  Beach,  WLAK  Lakeland,  Fla.,  WLAP  Lexington,  Ky. 
and  WLAC  Nashville,  Tenn. 

WJPS  EVANSVILLE,  Ind.,  appoints  Walker  Co.,  N.  Y.,  as  exclusive 
national  representative. 

ROBERT  W.  MILLER,  account  executive  ABC  Chicago,  to  sales  divi- 
sion DuMont  Television  network,  same  city. 

KOTA  Rapid  City,  S.  D.  appoints  Headley-Reed  Co.  as  station  represen- 
tative. 

l^etionaU  •  •  • 

JESSIE  SYKES  BASNIGHT.  secretary  to  NEAL  McNAUGHTON,  direc- 
tor of  engineering,  NAB,  and  William  Jefress  Daniel,  Washington  at- 
torney, were  married  July  22.  .  .  .  RICHARD  PACK,  program  director 
WNEW  New  York,  father  of  boy,  Aug.  1.  .  .  .  BOB  LIVINGSTON,  com- 
mercial representative  WMAL-AM- 


TV  Washington,  father 
Leslie,  July  22. 


of  girl. 


Col.  JOHN  H.  DeWITT  Jr.,  presi- 
dent WSM  Nashville,  and  Mrs. 
Sykes  Barbour  Hewitt  Neas  were 
married  Aug.  4.  .  .  .  WILLIAM  A. 
SCHUDT  Jr.,  CBS  director  of  sta- 
tion relations,  father  of  girl,  Alicia 
Marie,  July  29. 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE  ' 


EDWARD 
P£TRY  CO. 


IVBAL 
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Servic^of  Broadcasting  Newsweekly  ^ 


on 


(one)  announcemeni' 
brings  $3500 


in  appliance  sales 


wa  ty  , 

channel 


13 


TELEVISION  CENTER,  NEWARK  1,  NEW  JERSEY 

DOLLAR  FOR  DOLLAR  THE  NEW  YORK  AREA'S  BEST  TELEVISION  BUY 


S  PALL  H.  RAYMER  COMPANY,  Inc. 

IB  Radio  and  Television  Representatives 

effective  August  1 ,  1  950 


CHANNEL  5 


LEADING  TV  STATION  ON  THE  WEST  COAST  AND 
KEY  STATION  OF  THE  PARAMOUNT  TV  NETWORK 
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$7  annually,  25c  weekly 


TV  ENTERS 


TELEVISION  will  make  its  formal 
entrance  in  higher  education  this 
fall  in  an  ambitious  program  being 
developed  jointly  by  the  U.  of 
Michigan  and  WWJ-TV  Detroit. 

The  plan,  an  experiment  via  TV 
in  home  study  on  a  university 
level,  was  announced  at  Ann  Arbor 
yesterday  (Sunday).  The  univer- 
sity and  WWJ-TV  will  combine  fa- 
cilities and  techniques  to  bring  both 
academic  courses  and  lessons  in 
"modern  living"  to  adult  viewers. 

A  meeting  of  university  officials 
and  WWJ-TV  executives  was  held 
to  outline  principal  features  of  the 
telecast  home  study  courses.  While 
not  all  the  details  are  complete,  a 
general  understanding  has  been 
reached  on  the  following: 

%  A  full  hour  will  be  devoted 
to  the  three-part  weekly  telecast — 
probably  to  be  scheduled  for  Sun- 
day afternoon  viewing. 

9  The  first  20  minutes  of  each 
hour's  telecast  will  be  academic, 
i  with  lectures  tentatively  planned 
,  to  touch  on  such  subjects  as  his- 
j  tory,  the  fine  arts,  music  and  fun- 
damentals of  the  natural  sciences. 
%  Off-campus   adult  education 
I  courses,    generally    classified  as 
"modern  living,"  will  be  reflected 
in  the  second  20-minute  segment. 
Stress  on  "how-to-do"  subjects  will 
cover  a  large  range  of  social  liv- 
ing— such  as  home  buying,  happi- 
ness in  later  years,  etc. 

Laboratory  Shots 
9  Third  20-minute  portion  of 
I  the  program   is  planned  to  take 
1  viewers   to   research  laboratories, 
workshops  and  other  such  "living 
knowledge"  locations. 
I       9  All  visual  aids  normally  em- 
j;  ployed  in  classrooms  will  be  util- 
ized.  These  include  charts,  draw- 
ings, chalk  talks,  lantern  slides, 
j  motion  pictures,  maps  and  labora- 
tory table  demonstrations. 

9  The  project  is  experimental 
and  aimed  toward  eventually  grant- 
ing degrees  for  completion  of  adult 
extension  curricula. 

Harry  Bannister,  general  man- 
ager of  WWJ  and  WWJ-TV,  called 
the  joint  project  "a  serious  efl^ort 
to  employ  the  latest  offspring  of 
the  mechanical  revolution  in  the 
field  of  education."  Mr.  Bannister 
said  the  experiment  "should  prove 
an  answer  to  those  who  criticize 
television  for  its  entertainment 
'lure.' " 

By  stressing  the  visual  aspect  of 


UCATION       WWJ-rV-Mic/i/ggn  L/. 


education  it  is  expected  that  the 
home  "students"  could  be  quickly 
"transported"  to  distant  points  of 
the  globe  where  the  university's 
scientific  expeditions  have  con- 
ducted geographical  and  sociolog- 
ical studies. 

The  so-called  "modern  living" 
period  of  instruction  will  center  on 
the  less  formal  phase  of  adult  edu- 
cation. Here,  the  stress  will  be  on 
the  practical  side  of  everyday  en- 
deavor. 

A  university  committee  has  au- 
thorized Everett  J.  Soop,  director 
of  the  extension  service,  to  elab- 
orate on  the  courses  of  study.  As 
yet,  no  final  selection  of  professors 
or  their  subjects  to  be  taught  has 
been  made. 

Mr.  Soop  in  Charge 

Still  to  be  determined  is  the 
question  of  whether  the  university 
will  employ  a  fulltime  producer  or 
production  manager  to  handle  this 
unique  venture. 

Mr.  Soop,  however,  will  be  in 
charge  of  publishing  bulletins,  re- 


ceiving nominal  enrollment  fees  to 
be  charged,  conducting  examina- 
tions and  awarding  of  "certificates 
of  recognition"  to  those  success- 
fully completing  prescribed  courses. 

It  is  estimated  that  more  than 
1  million  persons  will  be  able  to 
avail  themselves  of  educational 
courses  via  their  home  receiver,  of 
which  some  300.000  are  reported  to 
be  in  WWJ-TV's  coverage  area. 
These  people  will  make  up  the  "po- 
tential class"  to  whom  faculty 
members  will  lecture. 

In  the  first  phases  of  the  project, 
many  of  the  programs  will  orig- 
inate from  the  station's  Detroit 
studios.  In  the  future,  or  perhaps 
when  necessity  calls,  telecasts  will 
be  beamed  from  the  campus. 

What  mark  this  TV  entrance  in 
education  on  a  mass  viewing  basis 
will  leave  both  on  the  television 
industry  and  on  the  higher  branches 
of  study  is  a  moot  question.  But  it 
is  certain  to  evoke  widespread  in- 
terest in  education  and  industry 
circles. 

The    university   itself  indicated 


concentration  on  the  present  phase 
of  the  project,  with  future  develop- 
ments hinging  upon  its  initial  ex- 
periment. Dean  Hayward  Keniston, 
of  Michigan  U.'s  college  of  litera- 
ture, science  and  the  arts,  issued 
a  statement  that  carried  deep  con- 
viction: 

"We  are  entering  a  new  era  in 
adult  education  and  the  university 
is  in  it  to  stay." 

Enthusiastic  Response 

Other  officials  were  enthusiastic 
over  the  opportunity  to  experin;ent 
with  an  indeterminable  amount  of 
new  methods  and  instructional  de- 
vices which  can  be  adapted  to  tele- 
vision. 

Some,  looking  far  ahead,  foresaw 
the  time  when  complete  courses 
leading  to  degrees  could  be  offered 
via  video.  Such  a  development 
would  be  applicable  to  meet  the 
demands  of  those  unable  to  enroll 
as  regular  campus-attending  stu- 
dents. 

An  action  committee  formed  to 
(Continued  on  page  59) 


TRI-COLOR  TUBE 


RCA  Reports  Prog ress 


SUBSTANTIAL  advances  in  the 
development  of  its  tri-color  tele- 
vision picture  tube  and  in  color  TV 
receiver  circuitry  [Closed  Circuit, 
July  10]  were  reported  by  RCA 
last  week  in  the  "progress  report" 
to  FCC  and  the  industry,  released 
by  Dr.  C.  B.  Jolliffe,  executive  vice 
president  in  charge  of  RCA  Labs. 

The  report  said  "research  work 
on  the  RCA  tri-color  tubes  has  now 
progressed  to  the  point  where 
RCA  color  system  receivers  utiliz- 
ing these  tubes  produce  pictures 
with  a  highlight  brightness  of 
more  than  20  f oot-lambers,  with 
resolution  capabilities  comparable 
to  those  provided  by  the  6mc  tele- 
vision channel,  and  with  dot  struc- 
ture and  moire  pattern  substan- 
tially eliminated." 

Simpler  and  stabler  receiver 
circuits  have  been  developed  which, 
in  conjunction  with  tri-color  tube 
improvements,  permit  production 
of  "a  color  picture  that  has  sub- 
stantially the  same  resolution  and 
is  as  stable  as  the  picture  pro- 
duced on  a  standard  monochrome 
receiver,"  the  report  asserted. 

The  report  reiterated  that  RCA 
is  working  toward  pilot  line  pro- 


duction of  tri-color  tubes  by  next 
January  and  said  it  hoped  to  make 
samples  available  to  industry  this 
fall  "for  their  own  study  and 
development  work." 

"As  originally  indicated  by  Gen- 
eral Sarnoff  [Gen.  David  Sarnoff, 
RCA  board  chairman],"  the  report 
continued,  "RCA  Victor  Division 
is  building  tri-color  tube  receivers 
in  Camden  and  expects  to  have  35 
receivers  completed  by  September, 
with  a  schedule  thereafter  for  pilot 
line  assembly  of  five  receivers  per 
week. 

Test  Requirements 

"The  color  receivers  thus  being- 
made  available  will  be  used  to  ful- 
fill RCA's  testing  requirements,  to 
make  receivers  available  to  other 
manufacturers  for  their  own  use 
and  investigations,  and  to  permit 
field-test  installations  in  homes 
in  the  Washington  area." 

Testing  in  Washington  is  slated 
about  the  end  of  August. 

The  report  said  that  "for  the 
immediate  future"  the  color  sets 
will  use  "three-gun  tri-color  tubes 
of    the    type    previously  demon- 


strated, but  with  at  least  a  100% 
increase  in  brightness,"  and  that 
those  with  new  phosphors  and 
greater  resolution  will  be  added 
when  they  become  available  in 
quantity. 

Receiver  Development 

It  was  also  pointed  out  that 
work  is  progressing  on  sets  utiliz- 
ing the  single-gun  tri-color  kine- 
scope. These  receivers,  the  report 
said,  "now  include  means  for  ad- 
justing color  balance  at  the  re- 
ceiver so  that  the  picture  produced 
is  comparable  with  that  obtained 
on  receivers  using  three-gun  kine- 
scopes." 

The  tri-color  tube's  increased 
resolution,  the  report  said,  comes 
from  increasing  the  phosphor  dots 
on  the  color  screen  to  about  600,000 
as  compared  to  351,000  when  the 
tube  was  first  demonstrated  four 
months  ago  [Telecasting,  April  3]. 

RCA  reiterated  that  work  toward 
greater  resolution  "will  be  con- 
tinued until  the  number  of 
phosphor  dots  is  sufficient  so  that 
the  tube  resolution  capabilities 
will  be  substantially  in  excess  of 
(Continued  on  page  59) 
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WITH  SALES  almost  at  a 
standstill,  consensus  among 
many  Southern  California 
dealers  in  late  1949  was  that  the 
heavy  appliance  market  was  pretty 
well  saturated. 

The  J.  N.  Ceazan  Co.,  head- 
quartered in  Los  Angeles  and 
Southern  California  distributor  of 
Crosley  refrigerators,  home  freez- 
ers and  other  products,  had  a  dif- 
ferent opinion.  Mose  Katzev, 
advertising  and  sales  promotion 
director  of  the  firm,  and  Jimmy 
Fritz,  vice  president  of  Ted  H. 
Factor  Agency,  servicing  the  ac- 
count, declared  the  saturation  point 
hadn't  been  reached  and  produced 
figures,  readily  available  to  the 
researcher,  to  bear  this  out. 

At  that  time  approximately  15,- 
000  people  entered  Southern  Cali- 
fornia each  month,  the  majority 
intending  to  remain,  figures  re- 
vealed. These  families  could  not 
very  well  get  along  without  re- 
frigeration or  stoves,  they  con- 
tended. A  few,  it  was  true,  moved 
their  household  belongings  to 
California.  The  great  majority, 
however,  came  empty  handed,  re- 
search surveys  showed. 

A  powerful  believer  in  cooperat- 
ing with  its  dealers  to  the  hilt,  J. 
N.  Ceazan  Co.  had  long  been  in- 
strumental in  preparing  advertis- 
ing and  promotion  material  to 
boost  dealer  sales. 

The  firm,  on  a  cooperative  dealer 
basis,  is  a  consistent  user  of  local 
radio  time,  utilizing  spot  an- 
nouncement and  program  par- 
ticipation schedules  on  stations  in 
the  Southern  California  area. 
Newspapers  also  are  used. 

But  radio  and  newspapers,  while 
doing  a  steady  year-in-and-year- 
out  job,  were  not  pi'oducing  the 
drastic  results  needed  immediately, 
client   and   agency  executives  de- 


Bu±intii  off 


RUSS  MORGAN  and  his  nine-piece 
orchestra     spearhead     the  musical 
variety  show  which  is  breaking  rec- 
ords in  selling  Crosley  products. 


cided.  With  this  slowdown,  some- 
thing had  to  be  done,  it  was  agreed. 
An  added  impetus  was  needed. 

Television  was  suggested. 
Others  were  using  it  successfully, 
so  why  not  J.  N.  Ceazan  Co.?  The 
idea  was  brought  forward  and 
elaborated  upon  at  a  meeting  of 
top  agency  executives  who  included 
Ted  H.  Factor,  president,  and  Mr. 
Fritz.  It  was  generally  agreed 
that  variety  entertainment  had  the 
greatest  mass  appeal  and  might  be 
the  answer  to  the  client's  prob- 
lem. Facts  and  figures  were 
gathered.  Mr.  Katzev  accepted 
the  TV  idea  immediately. 

Screens  Shows 

Many  package  shows  were  in- 
vestigated. Several  were  audi- 
tioned. Then  the  client  and  agency 
agreed  upon  Music  In  the  Morgan 
Manor,  a  weekly,  30-minute,  musi- 
cal-type, variety  program  on 
KECA-TV  Los  Angeles.  Spon- 
sorship started  Feb.  15  in  the 
Wednesday,  8  p.m.,  time  spot. 
Packaged  and  produced  by  Lou 
Place,  the  show  features  Russ 
Morgan  and  his  orchestra  with 
guest  talent.  Released  as  a  live 
program  in  Los  Angeles,  it  is 
kinescoped  for  release  in  other 
markets  by  ABC. 

First  product  to  be  advertised 
on  the  initial  sponsored  telcast 
was  Crosley  Shelvador,  with  one 
three-minute  commercial  inserted 
in  the  middle  of  that  program. 
The  cooperating  dealer,  Electra 
City  in  Hollywood,  was  instructed 
to  remain  open  until  10  o'clock 
that  night  to  handle  anticipated 
business. 

The  program,  as  a  sales  pro- 
ducer, was  an  instantaneous  suc- 
cess, declares  Mr.  Katzev.  The 
heavy  plug  given  the  dealer,  plus 
emphatic  mention  of  his  telephone 
number  and  the  urge  to  "call  now," 
brought  heavy  traffic  both  in  phone 
responses  and  personal  visits  by 
consumers. 

Sales  of  Crosley  Shelvadors 
traced  directly  to  the  show  topped 
even  the  agency's  most  enthusias- 


Crosley  Dealers  Find  TV 
Solves  Selling  Problems 


tic  aspirations,  Mr.  Fritz  admits. 
By  10  o'clock  the  following  morn- 
ing 27  refrigerators  had  been  sold 
off  the  Electra  City  floor.  In  ad- 
dition many  other  appliance  items, 
both  large  and  small,  had  been 
sold  to  various  consumers. 

Before  the  second  program,  a 
problem  arose.  Mr.  Morgan  left 
for  the  East  on  a  personal  ap- 
pearance tour.  The  baton  waving 
and  emceeing  was  left  to  guest 
stars  among  top  musicians  and 
performers.  Mr.  Morgan  was  a 
known  quality.  His  style  and 
delivery  are  popular  and  his  ac- 
ceptance by  the  TV  audience 
proved.  What  would  listener  re- 
action be  without  the  Morgan  in- 
fluence? Both  client  and  agency 
were  concerned,  they  admit. 

But  the  second  telecast,  with 
a  guest  band  and  entertainers, 
plus  the  same  commercial  In  the 
middle  of  the  show,  again  hit  the 
jackpot.  It  looked  easy — too  easy 
— so  J.  N.  Ceazan  Co.,  Electra  City 
and  Ted  H.  Factor  Agency  decided 
to  give  television  an  acid  test. 

Home  freezers,  it  was  pointed 
out,  are  not  as  yet  considered  a 
necessity.  It  takes  a  deflnite  need, 
even  in  a  broad  sense,  before  con- 
sumers will  buy  a  freezer,  accord- 
ing to  Mr.  Fritz.  The  Crosley 
Home     Freezer,     retailing  for 


$249.95,  was  chosen  for  the  third 
program,  and  for  the  fourth. 

Believe-it-or-not,  65  freezers 
were  sold  by  Electra  City  directly 
as  a  result  of  the  two  programs. 

Copy  for  the  freezer  established 
a  need  through  situation:  As  time 
for  the  commercial  came  during 
the  program,  Russ  Morgan  or 
guest  m.c.  informed  the  maid  that 
guests  have  been  invited  for  din- 
ner. She  then  enters  the  kitchen 
quite  downhearted  at  the  thought 
of  preparing  a  large  meal  on  such 
short  notice. 

Commercial  Format 

The  announcer — Bill  Davidson — 
is  in  the  kitchen  and  she  promptly 
tells  him  her  troubles  .  .  .  these 
troubles  are  similar  to  what  the 
average  housewife  might  go 
through  under  such  circumstances 
and  with  which  she  can  readily 
identify  herself.  From  there  the 
maid  leads  announcer  Davidson 
into  the  straight  commercial. 
Situations  are  varied  from  week 
to  week  to  give  variety,  says  Mr. 
Fritz. 

Although  the  program  itself  is 
telecast  from  a  Morgan  Manor  set 
in  ABC  Hollywood  studios  on  Vine 
St.,  the  commercial  is  presented 
from  a  kitchen  set  on  the  sound 
stage  of  ABC  Television  Center, 


EXECUTIVES  behind  the  successful  Music  In  the  Morgan  Manor  ate  (I  to  r): 
Rudy  Rudolph,  KECA-TV  account  executive  on  the  show;  Mose  Katzev,  ad- 
vertising and  sales  promotion  director,  J.  N.  Ceazan  Co.,  co-sponsor;  Carl 
Stuewe,  owner  of  Electra  City  appliance  store,  co-sponsor,  and  Jimmy  Fritz, 
account  executive,  Ted  H.  Factor  Advertising  Agency. 


One  of  a  Series 


CONVINCINGLY  delivering  the 
Crosley  sales  pitch  to  televiewers  are 
Bill    Davidson,   announcer,   and  the 
smiling  and  shapely  "Connie." 

*    *  * 

several  miles  away. 

Interesting  and  novel  is  the 
handling  of  this  aspect  of  the  tele- 
cast. As  the  maid  is  ushered 
through  the  door  from  the  Morgan 
Manor  set,  the  cameras  switch  to 
the  kitchen  set  and  pick  her  up 
coming  through  the  door  into  the 
kitchen — several  miles  away.  As 
the  astute  producer  will  guess — 
identical  twins  are  used  in  this 
commercial.  The  instantaneous 
switch  from  the  Morgan  Manor 
set  to  the  kitchen  set  is  impossible 
to  detect,  it  is  agreed. 

Cost  to  Electra  City  for  the  pro- 
gram is  $500  weekly.  This, 
weighed  against  sales  for  both 
Crosley  Shelvador  refrigerators 
and  Crosley  Home  Freezers,  brings 
the  cost  per  sale  far  below  pre- 
vious figures,  Mr.  Fritz  said.  With 
Dooley's  Hardware  Mart  in  Long 
Beach  having  been  brought  in  as 
the  second  cooperating  dealer,  the 
cost  is  proportionately  less  per 
dealer,  he  points  out.  Dooley's, 


since  starting  sponsor  participa- 
tion in  the  telecast,  also  reports  a 
phenomenal  increase  in  the  sale 
of  products  advertised. 

Now  off  the  air  for  the  summer, 
the  show  will  return  Sept.  15  to 
continue  selling  Crosley  products. 

Video  having  "proved"  itself,  J. 
N.  Ceazan  Co.,  with  Harold  Ray- 
mond Appliance  Co.,  of  Compton 
as  cooperating  dealer,  May  19 
started  for  13  weeks  participation 
in  the  Friday  night  Chef  Milani 
Show  on  KECA-TV.  Besides  the 
Crosley  refrigerator,  deep  freezer 
and  electric  stove,  other  home  ap- 
pliances of  that  firm  are  demon- 
strated during  the  telecast. 

And  Harold  Raymond  reports 
that  following  the  first  cooperative 
telecast,  there"  has  been  a  definite 
pickup  in  business,  with  many  sales 
directly  traceable  to  the  program. 

As  to  future  TV  advertising  of 
J.  N.  Ceazan  Co.,  and  its  cooperat- 
ing dealers,  preparations  are 
already  in  the  final  stage  for  new 
productions  for  various  products, 
all  in  the  heavy  appliance  line. 

Neither  the  distributor  nor  its 
agency  intends  to  eliminate  AM 
advertising  or  printed  media. 
They  feel  that  there  is  a  definite 
place  and  need  for  continuance  of 
both,  but  the  future  of  TV  as  a 
very  important  medium  for  selling 
of  heavy  appliances  is  definitely 
assured  in  their  minds. 


SOUTH  AMERICA 


First  Video  Station 
Airs  Test  Patterns 


SOUTH  AMERICA'S  first  television  station,  Radio  Tupi  at  Sao  Paulo, 
Brazil,  is  now  on  the  air  with  test  patterns  and  program  service  is  ex- 
pected to  begin  momentarily.  Owned  by  Emissoras  Associades,  Brazil's 
major  radio  network  whose  head.  Dr.  Assis  Chateaubriand,  is  a  leading 

publisher  as  well  as  broadcaster,     ★  ■  

the  new  TV  station  is  an  RCA  in- 
stallation throughout. 

It  comprises  a  5  kw  transmitter, 
complete  studio  facilities  and  a 
mobile  unit.  The  three-bay  super- 
turnstile  antenna  is  mounted  on 
Sao  Paulo's  highest  building,  the 
520-foot  State  Bank  bldg.  Pro- 
grams are  beamed  via  microwave 
equipment,  also  RCA,  from  studios 
in  suburban  Sumare  to  the  mid- 
town  transmitter. 

Second  TV  operation  for  Brazil 
and  South  America  and  for  Radio 
Tupi  as  well  is  now  nearing  com- 
pletion on  1,300-ft.  Sugar  Loaf 
Mountain  in  the  harbor  of  Rio  de 
Janeiro.  This  is  a  complete  Gen- 
eral Electric  Co.  TV  package,  in- 
cluding a  5  kw  transmitter,  studio 
facilities  and  a  mobile  unit  for  re- 
mote pickups. 

GE  delivered  its  TV  equipment 
in  Rio  last  October  and  antici- 
pated a  complete  installation  early 
this  year.  Firm  blames  the  delay 
on  the  necessity  of  transporting 
all  items,  including  building  ma- 
terials for  the  transmitter  house, 


up  the  mountain  by  cable  car,  with 
a  midway  transfer  point  where 
they  were  shifted  from  one  car  to 
another  for  the  final  haul. 

GE  hopes  for  better  luck  in 
Mexico,  where  its  TV  installation 
(for  Emilio  Ascarraga)  is  again 
competing  with  that  of  RCA  (for 
Television  de  Mexico  S.  M.,  owned 
by  Romulo  O'Farrill  Sr.,  publisher 
of  Novedades)  for  first  TV  opera- 
tion in  Mexico. 


Hazeltine  System 

HAZELTINE  Electronics  Corp. 
last  week  repeated  demonstrations 
of  its  improved  color  TV  system 
[Telecasting,  June  19]  for  rep- 
resentatives of  RCA,  Philco  and 
other  Hazeltine  licensees.  Hazel- 
tine  color  system  is  based  on  the 
RCA  dot  sequential  method  of 
color  broadcasting,  adding  a  "con- 
stant luminance"  development 
which  reduces  shimmer  and  crawl 
in  TV  images. 


CONDON  REPORT 


RCA  Scores  CBS  Color  Position 


SPEIDEL  ON  ABC 

Mulls  McNeil  Sponsorship 

SPEIDEL  Co.  (jewelry  -  watch 
bands),  Providence,  R.  I.,  report- 
edly has  bought  the  first  half  hour 
of  Don  McNeil's  hour-long  TV 
show  scheduled  to  begin  on  ABC- 
TV  Sept.  6,  but  the  deal  hinges  on 
a  technicality. 

Philco  Corp.,  which  earlier 
bought  the  second  half  hour  of  the 
program,  has  a  clause  in  its  ABC 
contract  providing  that  any  other 
client  on  the  program  must  be  ac- 
ceptable to  Philco.  Although  no 
obstacle  in  this  direction  is  anti- 
cipated, the  closing  of  the  Speidel- 
ABC  agreement  was  awaiting 
Philco's  approval  at  week's  end. 

The  McNeil  program  will  be 
telecast  Wednesday  at  either  9-10 
p.m.  or  9:30-10:30  p.m.,  the  final 
scheduling  to  be  decided  soon. 
Agency  for  Speidel  is  Sullivan, 
Stauffer,  Colwell  &  Bayles,  New 
York,  and  for  Philco,  The  Hutchins 
Agency. 

Telecasting    •  BROADCASTING 


RCA  CLAIMED  last  week  that 
CBS  had  made  "erroneous  and  un- 
justified" criticisms  of  the  report 
of  the  Condon  Committee  on  color 
television  [Telecasting,  July  17] 
when  actually  the  committee 
went  "out  of  its  way  to  be  fair"  to 
the  CBS  color  system. 

RCA's  views  were  presented  in 
a  letter  sent  to  Dr.  E.  U.  Condon, 
director  of  the  National  Bureau  of 
Standards  and  chairman  of  the 
committee,  by  Dr.  C.  B.  Jolliffe, 
executive  vice  president  in  charge 
of  RCA  Labs  Division.  The  letter 
answered  one  sent  to  Dr.  Condon 
by  CBS  Vice  President  Adrian 
Murphy  [TELECASTING,  July  24.] 
Dr.  Jolliffe  said  RCA  felt  the 
Condon  Committee  is  "entitled  to 
great  credit  for  its  brilliant  job 
in  presenting  a  clear,  constructive 
analysis,"  but  had  not  planned  to 
submit  comments  because  the 
color  question — in  which  RCA, 
CBS  and  Color  Television  Inc.  are 
sponsoring  rival  systems — is  now 
awaiting  FCC  decision.  "The  CBS 
letter  of  course  changes  this,"  he 
declared. 

He  noted  that  CBS  claimed 
"duplication"  favoring  RCA  ex- 
isted in  the  committee's  tubular 
rating  of  the  various  systems. 
But,  he  said,  CBS  "is  strangely 
silent  about  the  dual  treatment 
that  it,  and  no  other  proponent," 
received  in  the  same  table  via  a 
"two-columnar  presentation"  (one 
for  the  CBS  system  with  line  in- 
terlace and  one  for  CBS  dot  in- 
terlace, the  latter  of  which,  RCA 


pointed  out,  CBS  "expressly"  did 
not  propose  for  standardization). 

"RCA  does  not  quarrel  with  this 
manner  of  presentation,"  Dr. 
Jolliffe  asserted.  "It  only  points 
to  this  as  an  instance  in  which  the 
committee  has  been  so  fair  to  CBS 
that,  'for  scoring  purposes'  (to 
use  CBS'  own  phrase)  CBS  has 
received  an  award  [for  horizontal 
resolution]  on  a  basis  which  CBS 
itself  does  not  propose  to  the  Com- 
mission for  standards." 

He  noted  that  the  tabular  rating 
gave  RCA  "superior"  awards  to 
eight  for  CBS  ("for  the  system  it 
proposes  for  standardization")  and 
six  for  CTI — "an  advantage  of 
37.5  7f  for  the  RCA  system  over 
the  CBS  system." 

Equal  Mention 

RCA  felt  the  report's  recogni- 
tion of  the  usefulness  of  a  tri- 
color tube  in  all  systems  entitled 
RCA  to  "at  least  equal  mention 
with  CBS"  on  the  point  of  "con- 
vertibility." 

On  the  convertibility  question, 
Dr.  Jolliffe  noted  that  color  sets 
demonstrated  by  CBS  reduced  the 
picture  size  to  that  of  a  7-inch  set 
(using  a  magnifying  lens  to  give 
the  effect  of  a  10-inch  picture). 

But,  he  reported,  "less  than  8%" 
of  the  6,500,000  TV  sets  outstand- 
ing as  of  July  1  were  7-inch  setS; 
and  "less  than  1%"  of  the  525 
models  offered  by  manufacturers 
in  their  present  fall  lines  are  less 
than   12 '/2   inches,   and   88%  are 


larger  than  12 '/2  inches.  He  also 
quoted  CBS  as  saying  that  under 
its  system  "it  isn't  practical  to 
convert  .  .  .  anything  above  a 
121/^ -inch  tube  .  .  ." 

Dr.  Jolliffe  said  these  "facts  of 
life  about  'convertibility'  and 
the  CBS  system  .  .  .  indicate  to  use 
that  system,  if  convertible  at  all, 
is  convertible  only  in  such  an  un- 
realistic and  limited  sense  that  the 
committee  would  have  been  justi- 
fied in  withholding  any  finding  that 
CBS  is,  from  the  practical  stand- 
point, a  convertible  system." 

He  also  said  the  committee  tabu- 
lation gave  CBS  the  benefit  of  the 
"advantages"  of  using  a  filter  disc 
but  omitted  the  disc's  "disadvan- 
tages." 

If  disc  apparatus  is  to  aid  CBS  in 
the  categories  of  color  fidelity,  regis- 
tration, convertibility,  small  area  and 
inter-dot  flicker,  we  believe  that,  "for 
scoring  purposes,"  RCA  should  be 
entitled  to  offsetting  points  under 
additional  categories  for  electronic 
vs.  mechanical  operation,  no  limita- 
tion of  picture  size,  [and]  no  limita- 
tion of  viewing  angle. 

To  the  CBS  claim  that  "adapta- 
bility" and  "compatibility"  (in 
both  of  which  the  committee  rated 
RCA  superior)  should  be  consid- 
ered in  a  single  category,  Dr.  Jol- 
liffe said  CBS  claimed  to  FCC  that 
the  CBS  system  was  superior  in 
both  categories  and  "made  no  as- 
sertion that  this  involved  duplica- 
tion, or  that  the  two  categories 
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^I^Y  TIAJC       senate  Group  for  Truman  Proposal 


PRESIDENT  TRUMAN'S  proposal  to  levy  a  10<"r  excise  tax  on  televi- 
sion sets  at  the  manufacturing  level  was  approved  tentatively  last  week 
by  the  Senate  Finance  Committee  as  it  speeded  consideration  of  a 
requested  emergency  tax  program  to  finance  rearmament  costs. 

The  proposed  TV  tax  would  be 
paid  for  originally  by  the  manu- 
facturer but  would  ultimately  find 
its  way  to  the  consumer.  Commit- 


WORLD  SERIES 

Bids  Reach  Vi-Million  Dollars 

THE  BIDDING  for  television 
rights  to  the  World  Series  last 
week  had  reached  half  a  million 
dollars.  Last  year  the  rights  were 
sold  for  $200,000. 

Baseball  Comr.  "Happy"  Chan- 
dler declined  comment  about  the 
asking  price  for  World  Series  tele- 
cast rights  when  reached  at  his 
home  in  Versailles,  Ky.,  late  Thurs- 
day. Comr.  Chandler,  who  said 
negotiations  "are  still  going  on" 
[Telecasting,  July  31],  explained 
that  he  would  make  the  complete 
announcement  as  soon  as  the  sale 
is  consummated.  This  is  expected 
in  about  three  weeks. 

Mutual  Position 

Under  a  contract  existing  be- 
tween MBS  and  Gillette  Safety 
Razor  Co.  on  one  hand  and  organ- 
ized baseball  on  the  other,  the 
Mutual-Gillette  combination  has 
first  refusal  rights  for  both  radio 
and  television  of  World  Series 
games.  Under  this  system,  the 
network  and  the  sponsor  are  given 
the  chance  to  match  any  rival  bid, 
and  if  they  do  so  they  get  the 
rights  at  that  price. 

A  fortnight  ago  DuMont  Tele- 
vision Network  bid  $500,000  for 
television  rights  to  the  1950  series, 
it  was  learned,  and  Mutual  and 
Gillette  have  matched  that  off^er. 
Unless  a  higher  bid  which  Mutual- 
Gillette  are  unwilling  to  meet  is 
forthcoming,  they  will  carry  the 
games. 

Radio  rights  to  the  series  have 
already  been  awarded  to  Mutual, 
with  Gillette  as  sponsor.  The  price 
reportedly  was  $175,000. 

Because  Mutual  is  not  set  up 
as  an  operating  television  network, 
the  plan  it  Avould  follow  this  year 
in  telecasting  the  series  probably 
would  be  similar  to  that  of  last 
year.  Mutual's  stockholder  sta- 
tions that  operate  television  sta- 
tions would  be  included  in  the  net- 
work, and  Gillette  would  place  the 
games  either  on  another  existing 
TV  network  or  on  one  tailored  for 
the  purpose. 


ATS  Crisis  Offer 

AMERICAN  TELEVISION  SOCI- 
ETY has  volunteered  its  services  to 
city,  state  and  nation  in  the  current 
world  crisis.  David  Hale  Halpern, 
ATS  president,  last  week  sent  wires 
to  President  Truman,  Gov.  Dewey 
of  New  York  and  Mayor  O'Dwyer 
of  New  York  City,  offe.ing  them 
the  society's  "fullest  cooperation 
during  the  present  emergency." 


tee  spokesmen  said  a  television  set 
retailing  for  S200  is  sold  by  the 
manufacturer  for  $120  and  thus 
the  tax  boost  would  up  the  retail 
price  to  about  $212. 

Earlier  in  the  year  when  the 
proposal  came  before  the  House 
Ways  &  Means  Committee,  it  was 
defeated  following  extensive  hear- 
ings [Telecasting,  May  8].  The 
proposed  10%  levy  had  been  re- 
duced to  a  requested  5%  tax  at 
that  time. 

Expanded  Revenue  Seen 

It  was  estimated  that  the  levy 
would  collect  some  $42  million  for 
the  government.  Another  $8  mil- 
lion would  be  gathered  by  a  10  91- 
tax  on-  home  freezers  at  the  manu- 
facturer's level  if  the  committee 
should  have  its  way.  Still  another 
$5  million  would  be  gained  by 
boosting  the  tax  on  slot  machines. 

With  unusual  speed,  the  Senate 
Finance  group  also  formally 
turned  thumbs  down  on  the  House- 
approved  bill  to  slash  by  over  $1 
billion  the  excise  taxes  on  luxury 
items  such  as  furs,  jewelry,  cos- 


metics and  movie  tickets. 

Still  on  the  committee's  agenda 
was  the  bulk  of  President  Tru- 
man's major  tax-increasing  pro- 
posals including: 

®  About  a  $3  billion  addition 
to  individual  income  taxes  with  the 
full  force  of  the  proposal  to  reach 
the  public  next  year. 

©  Approximately  a  $1.5  billion 
total  to  be  gained  by  hiking  corpo- 
ration income  rates.  The  President 
asked  this  rate  increase  become 
effective  for  all  1950  corporation 
income. 

©  Another  S500  million  by  clos- 
ing "loopholes"  in  the  tax  law, 
levying  a  withholding  tax  on  cor- 
poration dividends  and  placing  a 
tax  on  the  investment  income  of 
life  insurance  companies. 

Secretary  of  the  Treasury  John 
Snyder  indicated  that  the  Presi- 
dent's emergency  tax  proposals 
probably  would  have  to  be  followed 
by  a  "more  comprehensive  pro- 
gram," possibly  taking  in  an  excess 
profits  tax. 

Secretary  Snyder  recommended 
the  tax  on  TV  receivers  shortly 
before  the  committee  voted  on  that 
portion  of  the  tax  measure.  In  his 
statement.  Secretary  Snyder  said: 
"Television  now  is  a  strong  compet- 


itor with  alternative  forms  of  en- 
tertainment, such  as  the  radio,  mo- 
tion pictures,  and  professional 
sporting  events,  all  of  which  are 
subject  to  the  federal  excise  tax." 

A  united  stand  by  industry,  led 
by  Radio-Television  Mfrs.  Assn., 
fought  the  administration  proposal 
to  tax  TV  sets  to  a  standstill  when 
the  issue  cropped  up  in  House  com- 
mittee. When  the  House  group 
turned  the  proposal  down  it 
stressed  the  action  was  "tentative" 
and  subject  to  change. 


ASCAP  TV  MUSIC 

Interim  Licenses  Extended 

ASCAP  has  extended  its  interim 
licenses  for  the  use  of  its  members' 
music  on  TV  until  Sept.  18.  Pre- 
sumably that  date  was  picked  be- 
cause of  hopes  that  agreement  on 
terms  for  per-program  licenses 
may  be  reached  the  preceding  week 
at  a  meeting  of  committees  repre- 
senting the  video  broadcasters  and 
the  society. 

Spot  announcements,  accounting 
for  much  TV  revenue  but  not  using 
much  music,  reportedly  continue 
as  the  main  stumbling  block  in  the 
negotiations,  which  have  been  in 
progress  since  the  completion  of 
blanket  licenses  for  TV  use  of 
ASCAP  music  last  December. 
Dwight  Martin,  WLWT(TV)  Cin- 
cinnati, is  chairman  of  the  broad- 
casters committee. 


lETWORK  CO 


AT&T  Outlines  Charges 


TELEVISION  network  costs  — 
AT&T  charges  for  transmitting 
video  programs  from  city  to  city 
via  coaxial  cable  or  radio  relay — 
have  been  the  subject  of  consid- 
erable industry  discussion.  The 
subject  is  admittedly  complicated 
and  while  the  discussions  are  fre- 
quently heated  they  seldom  get 
down  to  bas"c  information  about 
actual  costs. 

In  an  attempt  to  obtain  infor- 
mation about  TV  network  costs. 
Telecasting  went  directly  to  the 
long  lines  department  of  AT&T, 
which  provides  the  network  facil- 
ities for  both  radio  and  television 
and  renders  the  bills  for  such  serv- 
ices to  the  networks.  Here's  what 
they  said : 

Average  Rates 

Based  on  actual  charges  made  to 
all  the  television  network  com- 
panies during  a  recent  month,  a 
half  hour  of  program  time  aver- 
ages about  10  cents  a  mile.  This 
10  cents  includes  both  video  and 
audio  channels  and  all  station  con- 
nection, switching  and  local  chan- 
el  charges.  In  other  words,  tele- 
phone company  charges  for  a  3,000- 
mile  network  to  carry  a  half-hour 
program  would  amount  to  about 
$300. 

Looking  at  the  charges  another 
w  a  y,  AT&T  told  Telecasting 
that  the  average  charge  per  station 
for  a  half-hour  of  program  time 
would  be  about  $10  for  a  program 
carried  by  a  station  in  each  of  the 


28  cities  now  served  by  existing 
Bell  System  facilities.  For  a  sim- 
ilar hookup  involving  the  41  cities 
which  will  be  linked  by  the  end  of 
the  year,  the  charge  would  be  about 
$11  per  station  for  a  half -hour  of 
program  time. 

Asked  to  estimate  what  propor- 
tion of  the  cost  of  a  network  pro- 
gram results  from  telephone  com- 
pany charges,  AT&T  pointed  out 
that  no  exact  percentage  could  be 
established  because  of  the  widely- 
varying  production  costs  of  televi- 
sion programs.  However,  a  recent 
study  made  by  the  company  indi- 
cated that  Bell  System  charges 
average  about  57c  of  the  total  cost 
to  the  sponsor  of  many  common 
types  of  television  programs  such 
as  dramas  and  comedy-variety 
shows. 

The  telephone  company  rate  is 
$35  per  airline  mile  for  video  chan- 
nels for  eight  consecutive  hours  a 
day  for  one  month — in  other  words, 
for  240  hours  of  service.  In  addi- 
tion, a  rate  of  $6  per  mile  per 
month  applies  for  an  associated 
audio  channel  of  the  quality  ordi- 
narily used.  For  occasional  use, 
the  rate  of  video  channels  is  $1 
per  mile  an  hour,  and  the  corre- 
sponding audio  rate  is  15  cents. 

Television  rates  are  roughly 
seven  times  those  for  radio  pro- 
gram service.  However,  AT&T 
pointed  out,  providing  network 
service  for  television  is  a  complex 
and  costly  job.  The  wide  frequency 
bands  required  and  the  precision 


with  which  channels  must  be  equal- 
ized are  unique  among  telephone 
company  services. 

With  present  carrier  equipment 
a  pair  of  coaxial  tubes  in  a  cable 
can  carry  as  many  as  600  simul- 
taneous telephone  conversations,  yet 
an  entire  tube  is  required  to  carry  a 
single  video  program.  Video  trans- 
mission by  radio  relay  also  requires 
a  broad  frequency  band  which 
could  be  used  for  hundreds  of  tele- 
phone circuits- 
Broadcasters'  Position 

TV  network  executives  with 
whom  Telecasting  has  discussed 
the  matter  of  networking  costs 
from  time  to  time  would  certainly 
not  present  the  matter  in  just  the 
same  way  as  the  Bell  System 
spokesmen. 

They  have  pointed  out  that  at 
present  the  telephone  company  is 
unable  to  provide  sufficient  facil- 
ities so  that  each  network  can  have 
full  time  connections  with  every 
TV  city;  that  even  if  such  inter- 
connections were  available  there 
are  not  enough  TV  stations  in 
operation  for  each  network  to  have 
its  exclusive  affiliated  station  in 
each  city  and  this  will  not  be  pos- 
sible until  the  freeze  has  been  dis- 
solved ;  and  that  the  telephone  com- 
pany figures  ignore  the  many  sus- 
taining network  programs  whose 
costs  in  the  final  analysis  must  be 
borne  by  the  revenue  the  networks 
receive  from  the  sale  of  time  for 
commercial  programs. 
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CABLE  DISPUTE 


KSTP-TV  Cancels 
Games 


THIS  is  the  architect's  conception  of 
the  217-foot  multiple  television  tower 
atop  New  York's  Empire  State  BIdg. 
Construction  was  started  July  27 
when  Mayor  William  O'Dwyer  drove 
a  gold-plated  rivet  into  the  founda- 
tion structure.  Slated  to  be  ready 
for  use  by  December,  the  tower  will 
boost  the  overall  height  of  the  Em- 
pire State  to  1,467  ft. 

EMPIRE  STATE 

Sarnoff  Lauds  TV  Tower 

"TODAY  we  are  witnessing  an  im- 
portant forward  step  in  the 
development  of  a  giant  new  in- 
dustry," said  Brig.  Gen.  David 
SarnofF,  RCA  chairman  of  the 
board,  speaking  at  ceremonies 
July  27  celebrating  beginning  of 
construction  of  a  217-foot  TV 
tower  atop  New  York's  Empire 
State  Building. 

"Five  television  broadcasters, 
rising  above  competitive  diifer- 
ences,  will  transmit  their  signals 
simultaneously  from  one  high 
tower,"  he  continued.  "Because  of 
New  York's  many  tall  structures, 
this  location — high  above  the 
others — represents  an  outstanding 
advantage  for  telecasters  and  the 
public  alike." 

Mayor  William  O'Dwyer  drove  a 
gold-plated  rivet  into  the  founda- 
tion of  the  new  tower.  Lt.  Gen. 
Hugh  A.  Drum,  president  of  Em- 
pire State  Inc.,  who  also  spoke, 
said  that  "television  is  bringing 
great  changes  to  our  country.  It 
is  bringing  the  market-place  of 
ideas  into  the  heart  of  the  family. 
It  is  placing  the  finest  of  entertain- 
ment talent  within  arm's  reach  of 
the  audience.  It  is  even  changing 
our  vocabulary." 


TVA  Names  Prouse 

COORDINATING  its  activities  on 
the  West  Coast,  Television  Author- 
ity last  week  named  Peter  Prouse, 
radio  actor  and  onetime  CBS 
HolljnATood  production  staff  mem- 
ber, to  executive  position.  Mr. 
Prouse  will  handle  the  group's  pub- 
lic relations  in  addition  to  other 
duties.  Other  appointments  are 
expected  to  be  made  later. 


TELECASTS  of  Minneapolis  Millers  baseball  games  have  been  can- 
celled by  KSTP-TV  Minneapolis  following  a  city  building  inspector's 
order  that  the  station  remove  its  equipment  from  a  local  ball  park. 

The  Minneapolis  official  said  a  power  cable  used  by  the  station  was  a 

hazard    and    should   be   removed.  *  

KSTP  officials  pointed  out  that  this 
is  the  same  cable  used  since  1948 
at  the  ball  park  and  no  objections 
had  been  raised  before  the  start 
of  a  strike  by  KSTP-IBEW  oper- 
ators [Broadcasting,  April  10]. 

The  cable  in  question  was  used 
as  the  main  source  of  power  for 
KSTP-TV  equipment  installed  at 
the  park.  It  ran  from,  a  main  power 
switch  in  the  grandstand  to  equip- 
ment installed  in  the  press  box. 
Before  the  start  of  the  strike, 
KSTP  officials  said,  this  same  cable 
was  used  in  connection  with  the 
station's  remote  truck,  use  of  which 
has  now  been  discontinued  by  the 
station  because  of  its  accessibility 
to  striking  KSTP  employes.  The 
city  reportedly  does  not  object  to 
use  of  the  cable  with  the  remote 
truck. 

Stanley  E.  Hubbard,  president 
and  general  manager  of  KSTP-AM- 
FM-TV,  Thursday  released  the  fol- 
lowing statement  on  the  situation 
to  Broadcasting: 

'Again  tonight  KSTP  was  unable  to 
bring  its  listeners  a  telecast  of  the 
Minneapolis  baseball  game.  The  city 
of  Minneapolis  through  Electrical  In- 
spector Martin  Streed  and  Building 
Inspector  Ralph  Anderson  refused  to 
permit  the  station  to  televise  because 
of  a  power  cable. 

In  1948  a  Minneapolis  licensed  union 


electrical  contractor  installed  a  power 
box  with  a  plug-in  for  the  portable 
cable  to  be  used  in  televising  the  base- 
ball game.  The  equipment  was  used 
in  1948,  1949  and  part  of  1950  with 
no  objection.  Last  week  Streed  and 
Anderson  decided  the  equipment  was 
unsafe. 

Stations  throughout  the  nation  use 
the  same  cable  and  equipment  and 
engineers  consider  it  safe.  The  man- 
agement of  KSTP  would  like  to  point 
out  that  no  objections  to  the  equip- 
ment were  voiced  until  after  the  start 
of  a  strike  by  KSTP  operators. 

Tuesday  night  [July  25]  when  the 
station  attempted  to  televise  the  game 
its  television  director  was  arrested. 
He  was  warned  that  he  would  be  ar- 
rested again  Wednesday  night  and  any 
night  that  an  attempt  was  made  to  go 
on  the  air. 

The  inspectors  were  informed  that 
the  station  would  be  unable  to  make 
any  changes  in  the  wiring  because  of 
the  current  strike  of  operators.  The 
station  told  the  city  it  planned  to 
make  a  test  case  of  the  issue  and 
thought  that  one  arrest  would  be  suf- 
ficient to  test  the  law  without  further 
depriving  hundreds  of  thousands  of 
viewers  of  their  televised  baseball. 

KSTP  requested  that  televising  con- 
tinue until  the  case  was  heard  in 
court.  But  this  permission  was  re- 
fused. 

The  trouble  started  when  KSTP 
operators  went  on  strike  April  5.  At 


that  time  they  were  making  $95  to 
$110  a  week  with  three  weeks  paid 
vacation  and  unlimited  sick  leave. 
They  were  asking  a  $15  increase  which 
the  station  considered  unreasonable. 

The  $95  to  $110  a  week  KSTP  scale 
is  $15  to  $25  more  than  operators 
in  other  stations  in  the  Twin  Cities 
are  receiving  with  the  exception  of 
WCCO  which  is  paid  under  a  Colum- 
bia Broadcasting  System  contract  ne- 
gotiated at  the  living  standards  of 
New  York  City.  Until  we  get  the  co- 
operation of  Mayor  Hoyer  and  the 
electrical  and  building  inspectors, 
KSTP  considers  it  impossible  to  fur- 
ther televise  the  baseball  games. 


Norge  Drops  TV  Plans 

NORGE  Division  of  Borg-Warner 
Corp.  has  cancelled  its  NBC-TV 
contract  for  a  half  hour  Sunday 
evening  show  in  the  fall  because 
of  a  general  out-of-stock  condition 
on  all  appliances,  J.  Walter  Thomp- 
son announced  last  week  in  Chi- 
cago. Housewives,  fearful  of  ap- 
pliance shortages  as  a  result  of 
the  Korean  outbreak,  raided  stocks 
throughout  the  country.  Norge, 
with  no  products  to  sell,  cancelled 
most  of  its  advertising  in  all  media 
until  the  first  of  the  year,  when 
stocks  are  expected  to  be  replen- 
ished. The  small  amount  of  adver- 
tising being  used  continues  because 
contracts  were  placed  and  cam- 
paigns started.  No  specific  format 
plans  had  been  made  for  the  NBC- 
TV  show.  No  other  broadcast  ad- 
vertising reportedly  had  been 
planned  for  the  near  future. 


L-TV  STUDIOS 

Leases  Ice  Palace 


LONG-TERM  contract  for  lease  of 
the  Chevy  Chase  Ice  Palace,  which 
will  be  remodeled  to  provide  tele- 
vision facilities  for  WMAL-TV 
Washington,  was  signed  last  week 
by  the  Evening  Star  Broadcasting 
Co.,  licensee  of  WMAL-AM-FM-TV 
[Closed  Circuit,  July  31]. 

Three  large  studios  will  be  con- 
structed in  the  35,000  square  feet 
now  occupied  by  an  ice  rink  on  the 
second  floor  of  the  Chevy  Chase 
Park  and  Shop  Stores  Bldg.,  at 
4461  Connecticut  Ave.,  Washing- 
ton. Transformation  of  the  second 
floor  will  begin  immediately  and 
studios  should  be  available  for  use 
in  October,  officials  said. 

Growth  of  its  TV  operation  dur- 
ing the  past  two  years  and  demand 
for  additional  local  programming 
facilities  necessitated  the  expan- 
sion, according  to  WMAL-TV. 
During  July,  the  station  reported, 
its  local  programs  represented  66% 
of  all  programming  time,  with  34% 
given  over  to  ABC-TV  shows. 

New  facilities  provide  for  two  40- 
ft  by  70-ft  studios — one  designed  for 
audience-participation  shows.  The 
WMAL-TV  transmitter  will  re- 
main, however,  at  its  present  site 
at  American  U.  All  other  TV  ac- 
tivity, including  film  projection 
equipment,  will  be  moved  to  the 
new  studios.  Present  studio  is  in  the 
Commonwealth  Bldg.,  1625  K  St. 


nothing  but  smiles 
under  our  umbrella! 


XOIUIUI 


KALAMAZIO 
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CHANNEL  7  -  GRAND  RAPIDS 

ONE  YEAR  OF  SOLID  SERVICE 

Represented  by  John  Pearson 
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NEWS  POOL 


Coast  Outlets,  Defense  Dept. 
Start  Branch  Operation 


DEFENSE  DEPT.'s  present  national  television  newsi-eel  pool  has  been 
extended  to  Los  Angeles  to  speed  up  service  to  West  Coast  TV  stations, 
the  department  announced  Friday. 

In  a  letter  to  representatives  of  the  pool,  Frank  LaTourette,  manager 

of  news   and   special   events   for  *  

ABC  Western  Division,  and  Charles 
Dillon,  chief  of  the  Defense  Dept.'s 
radio-TV  branch,  said  the  West 
Coast  pool  will  work  in  conjunction 
with  the  existing  national  opera- 
tion in  New  York. 

Charter  members  include  KTSL 
(TV)  KNBH  (TV)  KFI-TV  KTTV 
(TV)  KL AC-TV,  all  Los  Angeles, 
and  KFMB-TV  San  Diego.  Sta- 
tions recently  set  up  a  meeting 
attended  by  Maj.  Robert  P.  Keim, 
chief  of  the  Defense  Dept.'s  TV 
section,  who  toured  West  Coast 
video  outlets. 

The  Los  Angeles  stations  formu- 
lated a  proposal  for  a  regional 
office  of  the  main  pool.    With  re- 


spect to  procedure,  a  16mm  black- 
and-white  print  of  each  department 
news  release  is  made  available  by 
Mecca  Labs,  New  York,  which 
handles  Telenews  Inc.  processing 
for  the  national  pool.  Print  will 
be  made  at  the  expense  of  Los 
Angeles  TV  pool  from  each  dupli- 
cate negative  loaned  by  the  De- 
fense Dept.  Print  then  will  be  sent 
air  express  to  Consolidated  Film 
Industries.  All  financial  arrange- 
ments (billings,  etc.)  will  be  co- 
ordinated directly  between  the  labs 
concerned,  with  all  work  being 
done  at  current  processing  rates. 

New  stations  may  join  the  pool 
at  any  time  by  sharing  prorated 


expenses  involved  in  obtaining, 
processing  and  printing  defense 
film  releases,  the  department  said. 
Prior  to  acceptance  of  new  mem- 
bers in  the  pool,  the  Defense  Dept. 
must  grant  similar  accreditation  as 
that  now  being  given  charter  mem- 
bers. Any  accredited  station  or 
agency  utilizing  this  footage  may 
do  so  only  for  news  or  news  review 
programs. 

Any  other  use,  the  Defense  Dept. 
emphasized,  must  be  in  accordance 
with  existing  regulations  govern- 
ing the  use  of  film  footage  for 
motion  pictures  and  television  pro- 
ductions. Another  requirement  is 
that  pool  participants  credit  De- 
fense Dept.  cameramen. 

The  department  added  that  it 
will  continue  to  notify  all  tele- 
vision stations,  upon  request,  of 
all  newsreel  releases. 

Queries  concerning  operation  of 
the  West  Coast  pool  should  be  de- 
rected  to  Mr.  LaTourette  in  Los 
Angeles. 


TtoiA  ^REE-COLOR  S A LE$flAIIN I NG 


RADIO+TELEVISION  MA^^ 


AGENCIES,  A|fi|TISERS,  STATIONS,  SERVICES 


Here's  your  radio-tv  picture  for  fall  placements.  This  25"x35"  map  shows 
every  radio  —  AM  FM  TV  —  station  in  II.  S.,  its  possessions  and  Canada  hy 
city,  county,  state,  territory  and  province  —  plus  time  zones.  Congested 
markets  enlarged. 

It's  an  attractive  display,  printed  in  three  colors  on  80  Ih.  durable  v/hite  stock.  You'll  use  it  for 
presentations,  to  demonstrate  coverage,  plot  network  and  spot  campaigns  —  takes  ink  and  color 
like  your  letterhead. 


—Prices— 

1  to    5 — $1.00  eacfi 
6  to  10 —   75^  " 
1 1  to  25—   60^^  " 
26  to  50 —   50if  " 
50  and  more — 40(^  " 

*  Folded  copy  free  with  every 
'50  MARKETBOCK,  August  14 
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Washington  4,  D.  C. 

Send   

I  enclose  


maps  to  the  undersigned. 
  Bill  me  □ 


COLOR  ISSUE 

Sarnoff  Wants  No  Dela 

BRIG.  GEN.  David  Sarnoff,  board 
chairman  of  RCA,  reassured  FCC 
last  week  that  RCA  and  NBC  do 
not  favor  "any  delay"  in  commer 
cial  standardization  of  color  tele 
vision. 

His  statement,  contained  in  a  let 
ter  to  FCC  Chairman  Wayne  Coy 
was  inspired  by  reports  circulating 
to  the  effect  that  in  some  quarter 
there  is  an  inclination  to  favo 
postponement  of  the  color  decision 
■  usually  on  grounds  of  the  Korean 
crisis  and  its  attendant  implica 
tions. 

FCC  has  been  deliberating  on  the 
color  question  since  the  close  of 
the  hearing  record  in  early  July 
and  is  reportedly  aiming  for  a  deci 
sion  by  around  Sept.  1.  Despite  its 
concentration,  however,  the  Com 
mission  reportedly  had  not  reached 
a  vote  on  the  issue  late  last  week 
Rival  color  systems  are  being  ad 
vanced  by  RCA,  CBS,  and  Color 
Television  Inc. 

Text  of  Gen.  Sarnoff 's  letter: 
Dear  Chairman  Coy: 

We  write  with  reference  to  the 
color  television  matter  which  is  pend- 
ing before  the  Commission. 

Items  have  appeared  in  the  trade 
press  that  there  are  those  who  are  in 
favor  of  delay  in  the  disposition  of 
this  matter  before  the  Commission. 

On  behalf  of  RCA  and  NBC,  we 
wish  to  reiterate  that  we  have  not  and 
do  not  favor  any  delay  in  the  estab- 
lishment by  the  FCC  of  commercial 
standards  for  color  television. 

Sincerely  yours. 

Radio  Corp.  of  America 
David  SarnoflF 
Chairman  of  the  Board. 


SEATTLE  GAMES 

Rights  to  Insurance  Co. 

EXCLUSIVE  rights  to  sponsor  TV 
coverage  of  high  school  athletic 
events  in  Seattle  during  the  1950- 
51  season  have  been  awarded  to 
Federal  Old  Line  Insurance  Co.,  ac- 
cording to  Frank  M.  Brock,  as- 
sistant superintendent  of  Seattle 
schools  and  secretary  to  the  school 
board. 

Mr.  Brock  said  the  insurance  firm 
received  the  television  rights  to 
the  games  "on  the  basis  of  their 
bid  of  $500  for  telecasting  a  se- 
lected number  of  events  and  an 
option  to  purchase  the  remaining 
rights  at  $500  subject  to  agreement 
on  certain  conditions  proposed  in 
the  bid."  Earlier,  KRSC  Seattle 
was  given  exclusive  radio  rights  to 
the  games  [Broadcasting,  July  24]. 

The  games,  it  is  presumed,  will 
be  carried  on  KING-TV  Seattle,  as 
this  is  the  only  video  outlet  in  the 
state.  King  Broadcasting  Co., 
licensee  of  KING-AM-TV,  had 
earlier  submitted  a  bid  of  $2,500 
for  both  radio  and  television 
coverage. 
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NETWORK.    SHOWS  H 


i 


Super  Circus 
1                   L  (K-M) 

Super  Circus 
L  (E-M) 

^U_^_„.     W  ^J. 

Kellogg  Co. 
Singing  Lady 
L  (E-M) 

'  i.i.iriwiimlMhir»«imirinni«/< 

Cartoon  Telelales 
L  (E-M) 

Think  Fast 
L  (E-.M) 

Carolyn 
Gilher  1 
Show 

Dr.  Fizum 
L  (  M) 

In  The  Morgan  Manner 
F  (E-M) 

Mt 

Diplonratic 
Pouch 

Billy  Boone 
^  Cousin  Kib 

Wm.  Wrijjley 
Gene  .\iitry 

By  Popular 
Demand 

IJncoIn-Mercury 
Toast  of  the  Towr 

Co-0(> 
Starlit  Time 
L  (E-.\I)  (M) 

Chirnqoland  Plavers 
L  (E-VI) 

Mtet  the  Press 
L 

Local  Sponsors  (Co-op) 
Leave  It  To  The  Girls 
L 

Walch  the  World 

TBA 

Snarky 


Lucky  Pup 


Carr^'  Moore 
Sliow 


Uldsnaohiln 
CBS-TV 
News 


Slork  Club 
Show 


Pantomime 
<Jai: 


Co-op 
Small  Fry  Club 
l/F  (E-M) 


Co-op 
Magic  Cottage 
L  (E-M) 


Captain  Vidro 
L  F  (E-M) 


Co-op 
Hazel  Scott 

Show 
 1,  


The  ,\ 


Kellogg  Co. 
H'  Doody 
L  (E-M) 


Mars  Inc. 
Howdy 
Ooodv 
T.  I'F-MI 


Cactus  Jim 
L 


Bansom  Sherman  Show 
L  (E-.\I)  _ 


Wendy 
Barrie 
Show 


Reynolds 

News 
F  (E-M) 


\Ienasha  the  Magnificent 
L 


FiresU 

Vo!C« 


Snarky 


Luckv  Pup 
L  (E-M) 


Garry  Moore 
Show 


CBS-TV 

News 


Three^s 
Company 


Co-op 
Small  Fry  Club 
L  F  (E-M) 


Co-op 
Magic  Cottage 
L  (E-M) 


W.  H.  Johnson  Candy 
Captain  Video 
L  F  (E-M  I 


J.  Er'wards. 
Her  Son(/s  ^ 
Her  Piuno 
 L  


Howdv 
Doodv 
L  (E-Al) 


C-P-P 
Howdy 
Doody 
L  (E-M) 


Cactus  Jim 
L 


Ransom  Sherman  Show 
L  (K-M, 


Van  Camp's 
Little  Show 
John  Conte 
T. 


lieyuolds 

News 
F  (IvM) 


NBC  Cinema  Playho  , 
(Film) 


Mr.  Magic 
L  (E) 


The  Fitzijeralds 
Local 


On  Trial 
L  (E-M) 


Atjtho  * 


Snarky 


Luckv 
Pup 


Oldsmohile 
CBS-rV 

News 


Stork  Club 
Show 


Garry  Moore  Show 


Mars  Inc. 
H'  Doody 
L  (E-M) 


Jnliil.  bhoe 
Howdy 
Doody 
L  (E-M) 


Co-op 
Small  Fry  Club 
L/F  (E-M) 


Co-op 
Masic  Cottage 
L  (E-M) 


Skippy  Peanut  Butter 
(i^aptain  Video 
L  F  (E-M) 


Co-op 
Manhattan 
Spotlight 
L  (E) 


Co-op 
Hazel  Scott 
Show 
L 


Cactus  Jim 
L 


Bansom  Sherman  Show 
L  (E-M) 


W-'ndy 
Barrie 
Show 
L 


Reynolds 

News 
F  (E-M) 


Snow  Crop 
F.  Emerson 
L 


Sature  of 
Things 
L 


Ca, 


Mr.  Magic 
L  (E) 


Bristol- 
Myers 
Ipana 

Liiv;hY  Pun 


(General  Mills 
Lone  Kaiifrer* 
F  (K-M) 


Stop  the  Music 
Admiral  &  P.  Lorilk 
L  (E-M) 


Snarkv 


Garry  Moore 
Show 


CliS-TV 
News 


Three's 
Company 


The  Show 
Goes  On 


Kellog  Co.  I  u'^'Y 
\r    Doody  W'^'-'^y 


Co-op 
Small  Fry  Club 

L/F  (E-M) 


Co-op. 
Magic  Cottag 
L  (E-M) 


W.  H.  Johnson  Candy 
Captain  Video 
L  F  (E-M) 


Co-op 
Manhattan 
Spotlight 

h  (El 


Ef'wards, 
Her  Songs  4 
Her  Piano 

 L  


Cactus  Jim 
L 


Ransom  Sherman  Show 
L  (E-M) 


Van  Camp's 
Little  Show 
John  Conte 


Reynolds 

News 
F  (E-AI) 


Ballantine 
.\le  &  Beer 
Believe  It  or  Not 


Mr.  Magic 
L  (E)' 


Snarkv 


Sundial 
Shoes 
Lucky  Pup 


Mv  True  Slorv 
■L(E-M) 


Garry  .Moore 
Show 


Oldsmohile 
CBS-TV 
News 

Co-op 
Manhattan 
Spotlight 
L  (E-M> 


Stork  Club 
Show 


General  Foods 
Mama 


I  Mars  Inc.  IWandertJo. 
I     Howdy  Howdy 
Doody  Doody 

I    L  (l':-M)  I    L  (E-Ml 


Co-op 
Small  Fry  Club 

L/F  (E-M) 


Co-op 
Magic  Cottage 
L  (E-M) 


Captain  Video 
L/F  (E-M) 


Co-op 
Hazel  Scott 
Show 
L 


Cactus  Jim 
L 


Bansom  Sherman  Sltow 
L  (E-M) 


Wendy 
Barrie 
Show 
L 


Reynolds 

News 
F  (E-M) 


.Magic  Slate  alternates 
w  .Miles,  Quiz  Kids 
L 


We 


Mr.  Magic 
L  (E) 


Marshal  of  Gunsighl  Pass 
F  (E-M) 


Corrigan^s  Ranch 
F  (L-M) 


Hollywood  Screen  Test 
L  (E-M) 


American  Dairy  Assn 
Paul  Whiteman 
TV  Teen  Club 
 T,  (FrM)  


Pa, 
T] 


Week  In 
Beview 


Lucky  Pup 


The  Big  Top 


Beat  the  Clock 


Captain  Video 
L/F  (E) 


Country  Stvle 
L  (E)  ■ 


American  Forum  of  the  .Air 
L 


Manhattan  Soap  Co. 
One  Man's  Family 
L  (E-M) 


Hau'kins  Falls, 
Pop.  6.200 
L  (E-M) 


Mid- 


A  Service  BROAOCASTIN 


M^'sUries  of  Chinatown 
(F)  (E-M) 

Public  Service  Film 
F  (E-M) 

Documentary  Film 
F  (E-M) 

■4- 

Arnold 
Bakeries 
Robert  Q. 

T  owU 

In  the  First 
Person 

1 

We  Take 
Your  Word 

■•1 — •  r 

1  1 

Co-op 
Thev  Stand  .\ccu5ed 
L  l  E-Mi 

j 

yiasterpiece  Playhouse  , 
L  lE-M) 

Lights.  Camera, 
Action 

TBA 

News  Review 
of  the  Week 
F 

1 

1^  

Philip  Morris 
Candid  Camera 

Doubleday  ^ 
Program 

Westinghouse 
Studio  One 

(Ret.  8,  28) 

1 

ji^Show 



Co-op 
Wrestliiia 
(From  Columbia  Park.  N.  J.) 

T     /T7  -VIA  ^1MT> 

■h  

ler  Co. 
itone 

.\dmiral 
Lights  Out 
L 

Trotting  Races  from  Roose- 
velt Raceway 
L 

Local  Sponsors  (Co-op) 
Who  Said  That 

L  (E-M)  1 

Anchor 
Hocking 
Open  House 
T 

Tomo 

rrow's  Champions 
(to  midnite) 

t 

Winner 

Take  All 

P.  Lorillard 
The  Web 

Co-op 
Wrestling 

i — 

Drug  Store  T\  Prod. 
Cavalcade  of  Bands 
L  lE-M)  (Ml 

TBA 

.\rm5troag  Cork  Co. 
Circle  Theatre 
L  (E-M)  • 

P.  Lorillard 
Original  .\mateur  Hour 
L 

.Vnchor 
Hocking 
Open  House 
L 

Critics 

your  Witness 

L  lE-  .Mi 

Co-op 
Wrestling 

L  (E-M) 
(To  Midnight- 

Toni-Twin  Time 
(Alternate  Weeks) 
Stoppette 

What      \Iv  Tine 

TBA 

TBA 

Co-op 
Famous  Jurv  Trials 
L  (E)  (Si) 

Consolidated  Cigar  Corp. 
Plainclothesmaa 
L  (E-M)  (NI) 

Tidewater  -\s5oc.  Oil 
Broadway  to  Hollywood 
L  (E-M) 

Kraft  Foods  C 

L  ih 

o.  TV  Theatre 
-M) 

Bristol-Myers 
Break  the  Bank 
L 

Pink^'  Lee  Show 
F 

Anchor 
Hocking 
Open  House 
L 

Arthur  Murruv  Show 
L  (E-Ml 

The  Ruggles 
F  l  E-M) 

Roller  Derby 

Blatz  Brewing  Co 
Roller  Derby 

Roller  Derby 

Starlight 
Theatre 

H.  H.  Aver 
Ilka  Chase  | 
(Ofif  8  IT)  1 

Alorey  -\msterdam  Show 
(DuAlont  Telesets) 
L  ^E-M)  (,.M) 

Boiinq  from  Dexter  Park 
L  vE-.Mi  (Ml 

h 

Ford  Dealers  of  .America 
Jack  Halev  Musical  ReNTie 
L 

Trotting  Races 
L 

.\nchor 
Hocking 
Open  House 
L 

Roliei 

Derby- 

Tin  Pan  Alle^' 
L  (E-M) 

General  Mills 
Lone  Ranger  (repeat  1 

Phil  Alampi 
'^Home  Gardener'' 

Songs  for 
Sale 

People's 
Platform 

Capitol  Cloak  Room 

Hands  of  Deslinv 
L  (E-M)  (NI) 

Roscoe  Karns. 
Inside  Detective 
L  (E-M)  (NI) 

>ple 

Life  Be, 

]in3  at  30 
L 

.American  Cig.  &  Cig. 
Big  Story  (alternates 
with  Emerson  Radio 
The  Clock)  L 

Gillette 
Cavalcade  of  Sports 
F 

Trotting  Races 
L 

Ancnor 
Hocking 
Open  House 
L 

Club 

Roller  Derbv 
L  (E-M)" 
(To  conclusion) 

TBA 

Drug  Store  TV  Prod. 
Cavalcade  of  Stars 
L  (E-M)  (NI) 

Co-op 
Wrestling 
L  (E-M) 

Trotting  Races  fro 

71  Roosevelt  Raceicav 
L 

Til*) 
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TV  HAS  AN 
ADULT  AUDIENCE 
TOO 

Pulse  audience  composition  data 
are  available  in  TelePulse  reports. 
Adults  are  in  the  television  audi- 
ence. Consider  the  7-9  PM  period 
in  Philadelphia,  Chicago  and  Los 
Angeles. 

NUMBER  OF  VIEWERS 
PER  TOO  HOMES 

7-8  PM 


Men 

Women 

Teens 

Children 

12-17 

under  12 

Chicago 

100 

100 

15 

43 

Los  Angeles 

62 

112 

45 

44 

Philadelphia 

64 

100 

51 

47 

3-9  PM 

Chicago 

TOO 

106 

21 

29 

Los  Angeles 

64 

106 

43 

36 

Philadelphia 

88 

94 

52 

31 

For  Information  and 
Other  Telefacts 

ASK  THE  PULSE 

THE  PULSE 
INCORPORATED 

15  West  46th  Street 
New  York  19,  N.  Y. 


Drawn  for  TELECASTING  by  John  Zeigler 

The  butler  did  it;  I  saw  it  on  tele- 
vision last  night." 


rVA-SAG  SCALES 

Duality  Seen  Disastrous 

TATING  that  regardless  of  juris- 
ictional  differences  existing  be- 
ween  Television  Authority  and 
creen  Actors  Guild  it  would  be 
idisastrous"  for  two  different  sets 
if  rates  and  working  conditions  to 
pply  in  film  television,  TVA  at  a 
'lembership  meeting  July  30  in 
llollywood,  comparing  proposals  of 
lOth  groups,  agreed  to  accept 
jome  SAG  working  condition  pro- 
posals provided  that  SAG  in  turn 
igree  to  accept  certain  TVA  wage 
cales. 

Membership  further  approved 
ecommendations  by  TVA  Wages 
jnd  Working  Conditions  Commit- 
ee  that  committees  be  appointed 
rom  the  two  groups  to  coordinate 
heir  different  demands  with  the 
bjective  of  setting  up  a  uniform 
et  of  wages  and  working  condi- 
ions  for  film  television.  This, 
?VA  feels,  could  be  regarded  as 
•he  ultimate  goal  for  a  collective 
largaining  agreement  by  both 
groups. 

Proposals  Accepted 

Among  SAG  proposals  TVA 
igreed  to  accept  were  those  on 
ontinuous  employment  (provides 
or  payment  to  actors  of  continu- 
ous pay  from  start  of  role  to  com- 
jletion)  and  overtime  provisions 
:)n  pro-i'ate  basis.  On  other  hand 
rVA,  feeling  SAG  $55  a  day  and 
5175  a  week  minimum  for  actors  to 
oe  inadequate,  asked  guild  to  ac- 
cept their  scales  of  $6  per  "hour 
plus  program  fee  as  fairer  rate. 

SAG  spokesman  stated  last  week 
that  the  TVA  proposals  would  be 
taken  up  at  a  board  of  directors 
meeting  today  (Monday)  or  at 
the  following  Monday's  meeting. 


WAAM(TV)  to  DuMont 

IWAAM  (TV)  Baltimore,  ABC-TV 
Inetwork  affiliate,  has  also  become 
Ithe  primary  Baltimore  outlet  for 
Ithe  DuMont  TV  Network. 


WJAX-TV  CASE 

FCC  Denies  Bid  for  More  Time 

REVERSING  an  earlier  recom- 
mended grant  by  a  hearing  ex- 
aminer, the  FCC  majority  last  week 
voted  to  deny  the  City  of  Jackson- 
ville, Fla.,  additional  time  within 
which  to  complete  construction  of 
WJAX-TV,  slated  to  be  companion 
facility  to  the  city's  WJAX-AM- 
FM  there. 

Comrs.  Paul  A.  Walker  and 
George  E.  Sterling  in  a  dissenting 
opinion  voted  to  approve  the  ex- 
tension since  it  was  the  first  such 
request  by  the  city  and  "we  be- 
lieve that  the  difficulties  encoun- 
tered by  the  city  in  the  financing 
of  the  proposed  station  warrant 
the  requested  extension." 

WJAX-TV  was  assigned  Chan- 
nel 2  (54-60  mc)  in  August  1948 
with  completion  date  of  April  1949 
specified.  The  extension  request 
was  filed  in  March  1949.  Hearing 
Examiner  Jack  P.  Blume  recom- 
mended granting  the  extension  in 
latter  January  [Telecasting,  Feb. 
6]. 

The  city  told  FCC  its  failure  to 
order  necessary  transmitting  and 
studio  equipment,  construct  the 
transmitter  building  and  prepare 
the  TV  studios  was  attributed  to 
financial  difficulties.  The  majority 
found,  however,  that  "these  pur- 
ported financial  difficulties  cannot 
be  regarded  as  adequate  reasons  for 
failing  to  complete  construction 
within  the  time  limit  of  the  origi- 
nal grant."  FCC  further  ruled 
the  city  could  not  be  considered 
different  that  any  other  private 
applicant. 

No  Distinction  Seen 

"We  do  not  think  that  any  dis- 
tinction can  be  drawn  between  a 
situation  where  an  applicant's 
financial  position  actually  deterior- 
ates after  the  grant  so  that  it  is 
unable  to  build  the  station,"  the 
majority  said,  "and  one  where,  as 
here,  the  lack  of  money  is  vari- 
ously attributable  to  misinterpre- 
tation of  the  applicable  law,  to 
hesitancy  to  expend  funds  because 
of  apparent  overcaution,  and  to  a 
failure  seasonably  to  provide  avail- 
able funds."  FCC  noted  that  al- 
though the  city  has  had  necessary 
authority  to  borrow  funds  for  TV 
it  has  never  done  so. 


ZIV  PACKAGES 

8  Buy  TV  Programs 

ZIV  TELEVISION  PROGRAMS 
Inc.,  New  York,  has  announced 
further  sales  of  its  package  pro- 
grams.   They  are: 

Yestei'day's  Newsreel  to  WSB- 
TV  Atlanta,  Ga.,  and  to  Sec^arity 
Storage  and  Van  Co.  on  WTAR- 
TV  Norfolk,  Va.;  Sports  Album 
and  cartoons  to  WSB-TV;  Easy 
Aces  to  Sawyer  Buick  on  WTMJ- 
TV  Milwaukee,  Wis.;  Feature 
Films  to  WSB-TV,  WFIL-TV  Phil- 
adelphia, WFBM-TV  Indianapolis 
and  KDYL-TV  Salt  Lake  City; 
Western  Films  to  WSPD-TV 
Toledo  and  WBTV  (TV)  Charlotte, 
N.  C. 


Condon  Report 

( Coyitinued  from  page  51 ) 

should  be  considered,  as  one." 

The  report,  he  said,  makes  clear 
that  "adaptability"  and  "compati- 
bility" are  two  different  things. 

Dr.  Jolliffe  denied  CBS'  claim 
that  the  report  deals  "primarily 
with  theoretical  ultimate  perform- 
ance characteristics.  .  .  ."  He  said 
"the  CBS  system,  perhaps  more 
than  any  other,  is  the  beneficiary 
of  the  committee's  painstaking 
examination  of  present  perform- 
ance," and  that  when  the  commit- 
tee studied  potentials  "it  did  so  on 
a  basis  which  leaned  over  back- 
wards to  favor  CBS." 

To  CBS'  assertion  that  portions 
of  the  report  implied  "that  a  sys- 
tem has  an  advantage  because  it 
has  more  difficulties  to  overcome," 
Dr.  Jolliffe  replied  that  the  report 
itself  suggests  "the  real  analogy" 
— that  of  "principal  importance" 
are  "those  fundamental  capabili- 
ties and  limitations  which  relate 
to  the  choice  of  scanning  method." 
He  concluded: 

CBS  has  made  its  choice.  In  doing 
so  it  drew  a  fatal  handicap.  Its  scan- 
ning method  has  placed  on  the  CBS 
system  a  limitation  on  ultimate  per- 
formance which  accounts  for  the  CBS 
endeavor  to  deflect  attention  from 
that  factor. 

Dr.  Jolliffe  sent  copies  of  his 
letter  to  those  who  received  the 
one  from  CBS— Dr.  Condon,  FCC 
members,  and  Sen.  Ed  C.  Johnson 
(D-Col.),  chairman  of  the  Senate 
Interstate  and  Foreign  Commerce 
Committee. 


INTERCITY  LINKS 

FCC  Extends  Two  Grants 

PRIVATE  intercity  TV  relay  links 
were  granted  by  FCC  last  week  on 
usual  temporary  basis  to  WSM-TV 
Nashville  and  WTTV  (TV)  Bloom- 
ington,  Ind.  Crosley  Broadcasting 
Corp.'s  TV  relay  between  WLAVC 
(TV)  Columbus  and  WLWD  (TV) 
Dayton  was  renewed  for  a  year. 

In  all  cases  FCC  found  that  reg- 
ular common  carrier  intercity  TV 
relay  facilities  would  not  be  avail- 
able for  some  time  and  hence  made 
the  private  relay  authorizations 
conditionally  until  such  facilities 
become  available  and  the  private 
operators  have  had  reasonable 
time  to  amortize  their  investments. 
This  is  consistent  with  FCC's  TV 
relay  policy  announced  last  year 
whereby  such  temporary  private 
relays  may  interconnect  with  those 
of  American  Telephone  &  Tele- 
graph Co.  [Telecasting,  Dec.  26, 
1949]. 

Total  of  six  relays  were  granted 
to  WSM-TV  for  its  $158,000-link 
to  AT&T  facilities  at  WHAS-TV 
Louisville  [Telecasting,  May  22]. 
The  grant  was  for  eight  months. 
Crosley  told  FCC  that  common 
carrier  service  was  particularly  in- 
adequate to  meet  its  needs  west- 
ward from  Columbus  to  Dayton. 
FCC  noted  that  since  AT&T  plans 
to  complete  a  fourth  channel  be- 
tween these  two  cities  by  April  or 
May  1951  it  set  June  30,  1951,  as 
deadline  for  operation  of  the  pri- 
vate  Crosley  link. 
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major  networks 


iTelecasting    •  BROADCASTING 


Id  m  I 


YOU  CAN 
SELL  MORE 

IN  MIAMI 


August  7,  1950    •    Page  55 


THE  LARGEST 
TELEVISION 
MARKET . . 

DALLAS 
FT  WORTH 

Combined  Population 
DALLAS  and  TARRANT 
COUNTIES  .  .  . 

920,500 

NOW  l/ier-e  are 


159,385  I 


in  KRLD-TV's 

Effective 
Coverage  Area 

Dke  CBS  Station 

for      DALLAS  and 
FORT  WORTH 

KRLB 

AM-FIM-TV 

C^liannei  4- 

is  y.ouf  Ledt  Luij. 

The     TIMES  HERALD  Station 
National  Representatives  , 
,  ^.THE  BRANHAM  COMPANY 


telestdtus 


It 


ARB  to  Expand  Servic 

(Report  T23) 


FURTHER  details  on  a  new  na- 
tional television  service  to  supply 
network  ratings  and  audience 
composition  for  the  entire  country 
[Telecasting,  March  27]  were  re- 
vealed last  week  by  James  W. 
Seiler,  director,  American  Research 
Bureau,  Washington.  The  firm 
also  released  its  July  TV  program 
ratings  for  Chicago  [TELECASTING, 
July  31]. 

According  to  Mr.  Seiler,  the  new 
ARB  service,  which  starts  in  Octo- 
ber, is  designed  to  answer  two 
questions  basic  to  all  television 
networks  and  network  advertisers: 
How  many  people  are  watching 
each  network  show?  What  kind  of 
people  are  they  ? 

To  secure  the  answers,  ARB  will 
place  its  regular  viewer  diaries 
monthly  in  2,200  TV  homes.  Mr. 
Seiler  has  developed  a  probability 
sample  representing  all  counties 
in  the  United  States  within  150 
miles  of  a  television  signal.  He 
points  out  that  counties  will  first 
be  sampled  by  population  accord- 
ing to  the  1950  Census  and  then 
sampled  within  the  selected  points 
for  density  of  TV  set  ownership. 
The  sample  will  be  changed  each 
month. 

The  ARB  diaries  will  "record 
all  viewing  done  by  all  members 
of  the  family  and  any  visitors," 
Mr.  Seiler  said,  "and  indicate  the 
composition  of  the  viewing  audi- 
ence to  all  programs.  The  general 
plan  is  to  treat  the  entire  United 


States,  both  urban  and  rural,  as  if 
it  were  a  single  big  city  and  to 
produce  audience  measurements 
which  apply  to  the  entire  country. 
Results  will  be  issued  approxi- 
mately 10  days  after  the  measured 
week  and  will  be  given  in  terms  of 
total  number  of  U.  S.  homes  and 
men,  women  and  children  reached 
by  each  network  program.  In  ad- 
dition, a  competitive  rating  will  be 
given  each  program,  based  only 
on  the  area  in  which  the  program 
can  be  received." 

The  network  report  will  be  en- 
tirely separate  from  the  present 
ARB  city  reports  now  issued.  Mr. 
Seiler  said  plans  now  are  under 
way  to  increase  the  list  of  cities 
measured  also. 

ARB  television  ratings  for  Chi- 
cago were  reported  as  follows: 

1.  Godfrey  and  Friends  40.1 

2.  Toast  of  the  Town  36.7 

3.  All-Star  Baseball  Game  34.1 

4.  Original  Amateur  Hour  31.3 

5.  Premiere  Playhouse  30.4 

6.  Four  Star  Theatre  30.3 

7.  Motion  Picture  Academy  28.4 

8.  Lone  Ranger  (Sat.)  28.2 

9.  Kraft  TV  Theatre  26.5 
10.  Stop  the  Music  25.4 
10.  Courtesy  Theatre  25.4 

^     ^  =^ 

Starch  Reports  On 
Cigarette  Commercials 

PALL  MALL  video  commercials 
are  shown  as  the  most  effective  TV 
advertising  in  the  cigarette  field 
by  an  analysis  of  cigarette  video 
promotion  over  a  nine-month 
period  made  by  Daniel  Starch  & 


Staff'.     Tabulation     of  cigaret 
purchases  shows  the  following 
creases  in  buying  by  viewers  ov 
the  non-viewers  for  each  brand: 


Pall  Mall 
lucky  Strike 
Camel 

Philip  Morris 
Chesterfield 
Old  Gold 


28% 
26% 
12% 
11% 
10% 
2% 


Trend  Downward 
Noting  that  Pall  Mall's  rece: 
trend  has  been  downward  and 
continued  would  drop  to  second 
third  place  in  effectiveness,  tl 
Starch  TV  Report  states:  "Coi 
firmation  here  of  need  of  forcef 
rather  than  bland  approach.  D 
gree  of  forcefulness  almost  mea 
ured  by  standing  of  commercial 
this  table.  Swing  of  trend  of  Pe 
Mall  indicates  that  the  harder  tl 
'sell'  the  more  often  the  format  ( 
presentation  needs  to  be  modifi« 
to  hold  down  swing  toward  stror 
dislike.  Even  in  this  case  dowi 
ward  trend  coincident  with  larg 
increase  in  dislike  didn't  occi 
until  six  months  or  more.  Inte , 
esting  to  note  that  the  two  conj 
mercials.  Chesterfield  and  Old  Goli 
with  very  high  'like'  scores  arl 
relatively  low  'dislike'  were  at  bo 
tom  of  list." 

Leaders   in   viewing  for  eac 
category.  Starch  reports,  are: 

Automotive  Mercury  72% 

Cigarettes  & 

Tobacco  Chesterfield  89% 

(Continued  mi  page  58) 
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City 

Outlets  On  Air 

Number  Sets 

Albuquerque 

KOB-TV 

3,550 

Ames 

WOl-TV 

12,298 

Atlanta 

WAGA-TV,  WSB-TV 

49,263 

Baltimore 

WAAM,  WBAl-TV,  WMAR-TV 

178,240 

Binghamton 

WNBF-TV 

18,000 

Birmingham 

WAFM-TV,  WBRC-TV 

17,500 

Bloomington 

WTTV 

6,050 

Boston 

WBZ-TV,  WNAC-TV 

405,068 

Buffalo 

WBEN-TV 

101,678 

Charlotte 

WBTV 

19,210 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 

536,895 

Cincinnati 

WCPO-TV,  WKRC-TV,  WIWT 

136.000 

Cleveland 

WEWS,  WNBK,  WXEL 

244,788 

Columbus 

WBNS-TV,  WIWC,  WTVN 

74,000 

Dallas, 

Ft.  Worth 

KRLD-TV,  WFAA-TV,  WBAP-TV 

59,385 

Davenport 

WOC-TV 

14,130 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island, 

East  Moline 

Dayton 

WHIO-TV,  WLWD 

71,000 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

265,000 

Erie 

WICU 

37,650 

Ft.  Worth- 

/ 

Dallas 

WBAP-TV,  KRID,  WFAA-TV 

59,385 

Grand  Rapids 

WLAV-TV 

36,102 

Greensboro 

WFMY-TV 

15,458 

Houston 

KPRC-TV 

30,753 

Huntington- 

Charleston 

WSAZ-TV 

15,979 

Indianapolis 

WFBM-TV 

62,500 

Jacksonville 

WMBR-TV  ' 

1 1 ,600 

Johnstown 

WJAC-TV 

24,200 

Kalamazoo- 

Battle  Creek 

WKZO-TV 

34,048 

Kansas  City 

WDAF-TV 

37,600 

Lancaster* 

WGAL-TV 

51,159 

Lansing 

WJIM-TV 

28,500 

Los  Angeles 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 

596,673 

KTLA,  KTSL,  KTTV 

*  Lancaster  and  contiguous  areas.                  Total  Markets  on  Air  62 

City 

Louisville 
Memphis 
Miami 
Milwaukee 
Minn.-St.  Paul 
Nashville 
New  Haven 
New  Orleont 
New  York 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 


WNHC-TV 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 
WOR-TV,  WPIX 
WATV 
WTAR-TV 
Oklahoma  CityWKY-TV 
Omaha  KMTV,  WOW-TV 

WCAU-TV,  WFIl-TV,  WPTZ 
KPHO-TV 
WDTV 


Number  Sc 

35,7 
40,6: 
31,41 
119,0< 
100,3( 
2: 
81,81 
28,7 
1,435,01 


Newark 
Norfolk 


Inc.  in  N.  Y 


Philadelphia 
Phoenix 
Pittsburgh 
Portland,  Ore. 
Providence 
Richmond 
Rochester 
Rock  Island 


WJAR-TV 
WTVR 
WHAM-TV 
WHBF-TV 

Quad  Cities  Include  Davenport,  Moline,  Rock  Island, 
Salt  Lake  CityKDYL-TV,  KSL-TV 
San  Antonio     KEYL-TV,  WOAl-TV 
KFMB-TV 

KGO-TV,  KPIX,  KRON-TV 
WRGB 


San  Diego 
San  Francisco 
Schenectady 

Albany-Troy 
Seattle 
St.  Louis 
Syracuse 
Toledo 
Tulsa 

Utica-Rome 
Washington 
Wilmington 


KING-TV 
KSD-TV 

WHEN,  WSYR-TV 

WSPD-TV 

KOTV 

WKTV 

WMAl-TV,  WNBW,  WTOP-TV,  WTTG 

WDEL-TV 


estimat' 
21,6 
32,61 
26,1" 
520,0 
14,8* 
108,0< 
9 

65,2 
37,6 
44,0 
14,1 

East  Moline 
21,0 
22,2 
47,61 
65,6: 
87,0i 

31, 4i 
140,51 
49,31 
51,0( 
31,2: 
19,81 
150,3: 
37,8; 


Stations  on  Air  106  Sets  in  Use  6,693,3f 

om  dealers,  distributors,  TV  Circulation  committees,  electric  compani 


Editor's  Note:  Source  of  set  estimates  are  based  on  data  available 

and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  succe&sive  summaries, 
necessarily  approximate. 


Total  sets  in  all  areas 
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WMAR  presents 

The 

Soap  Box 

Derby 

starring  Baltimore's 
young  in  heart 


-fS! 


News  . . .  Color  . . .  Local 
Coverage  . .  .  Everyday  Drama 
are  a  few  of  the  reasons  why 
in  Maryland  most  people  watch 

WMAR-TV 

CHANNEL  2 


Represented  by 

THE  KATZ  AGENCY,  Inc. 

NEW  YORK   •    DETROIT    •    KANSAS  C\T 
SAN  FRANCISCO  •  CHICAGO  •  ATLANT/ 
DALLAS    •    LOS  ANGELES 

TELEVISION  AFFILIATE  OF  TH 
COLUMBIA  BROADCASTING 
SYSTEM 


Telestatus 

(Continued  from  page  56) 

Drugs  &  Toilet 

Goods  Gillette  60% 

Food  Lipton  81  % 

Household  Equip. 

&    Supplies  Congoleum  62% 

Videodex  Releases 
Three  City  Report 

TOP  10  TV  shows  rated  by 
Videodex,  published  by  the  Jay  & 
Graham  Organization,  Chicago,  for 
the  week  of  July  5-11,  have  been 
released  for  Chicago,  New  York 
and  Cleveland.  For  Chicago: 
Arthur  Godfrey  and  Friends,  Toast 
of  the  Town,  Premiere  Playhouse, 
Philco  Playhouse,  Kraft  TV  Thea- 
tre, The  Big  Story,  Original  Ama- 
teur Hour,  Angel's  Four  Star 
Theatre,  Stop  the  Music,  Courtesy 
TV  Theatre.  New  York:  Toast  of 
the  Town,  Godfrey  and  Friends, 
Philco  Playhouse,  Kraft  TV  Thea- 
tre, Winner  Take  All,  Prize  Per- 
formance, Your  Hit  Parade,  The 
Web,  Original  Amateur  Hour, 
Break  the  Bank.  Cleveland:  Base- 
ball (Wed.) ,  Wrestling  (Mon.  from 
New  York),  Cavalcade  of  Stars, 
Baseball  (Sat.),  Godfrey  and 
Friends,  Philco  TV  Playhouse, 
Toast  of  the  Town,  Stop  the  Music, 
Feature  Film  (Sun.),  Wrestling 
(Sat.  from  Chicago). 


RED    CROSS  recently   has  released 

TV  and  movie  short  concerning  blood 

transfusions,  titled  "The  Winning 
Pitch." 


"WSYR-TV 

has  come  in  good" 

Chateaugay^0 


^  WSYR-TV 

160  MILES  AWAY! 

News  item  from  pa^e  1  of  the 
Chateaugay  Record  of  May  26, 
1950:  "Television  reception  in 
Chateaugay  that  most  thought 
would  not  be  an  accomplished 
fact  for  many  years  became  a 
reality  this  week.  Ray  Lucia  .  .  . 
now  is  enjoying  televised  pro- 
grams nightly  at  his  Lake  Street 
home  .  .  .  WSYR-TV  has  come 
in  good.  Ray  reports  that  when  he 
was  down  in  Syracuse  last  week 
the  experts  down  there  just 
couldn't  believe  television  would 
carry  this  far." 

Chateaugay  is  160  air  miles 
from  Syracuse.  Yes,  WSYR-TV 
really  covers  the  great  Central 
New  York  Market  —  and  points 
north,  south,  east  and  west. 
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SPORTS  ON  TV 

Open  Hours  Fewer — Wolff 

SPORTS  promoters  should  start 
worrying  about  the  danger  of  not 
being  able  to  get  their  events  on 
television,  rather  than  fretting 
about  the  box  office  effect  of  sports 
telecasting,  according  to  Bob  Wolff, 
,  Washington  sportscaster. 

Writing  in  his  "Dugout  Chatter" 
ncAvspaper  column  which  appears 
as  an  advertisement  paid  for  by 
George's  Radio  &  Television  Co., 
Washington,  one  of  his  sponsors, 
Mr.  Wolff  said  TV  stations  no 
longer  have  to  worry  about  filling 
their  open  hours.  He  added  that 
"networks  are  programming  top- 
notch  music,  comedy,  variety  and 
mystery  shows  out  of  New  York, 
Chicago  and  Hollywood,  backed  by 
sponsors  who  contract  for  time  on 
the  entire  web  of  stations.  Conse- 
quently local  time  is  more  difficult 
to  find;  the  bidding  for  local  rights 
is  seriously  curtailed." 

Mr.  Wolff  advises  local  sports 
promoters  to  "consider  not  only 
how  much  they'll  get  if  they  put 
their  events  on  TV,  but  how  to  get 
their  events  on  TV  at  all."  He 
pointed  out  how  Uline  Arena,  in 
Washington,  cut  out  basketball 
telecasting  last  season  because  they 
felt  it  hurt  attendance.  The  box 
office  sagged,  however,  and  this 
year  the  arena  is  thinking  about 
going  back  to  TV  again  but  faces 
the  problem  of  how  to  get  there. 

With  networks  lining  up  star- 
studded  shows,  sports  promoters 
may  gradually  be  forced  out  of  the 
TV  picture  altogether  "unless  they 
make  up  their  minds  to  meet  this 
challenge  and  to  do  something 
about  it,"  according  to  Mr.  Wolff. 

"Many  erstwhile  sports  fans  may 
be  enticed  to  stay  home  and  watch 
Berle,  Hope,  Allen,  Godfrey  and 
many  other  top-flight  entertainers 
while  our  local  sports  attractions 
suffer,"  he  wrote.  "Critics  of  TV 
have  said  that  sports  on  TV  is  a 
threat  to  the  box  office.  But  it's 
now  becoming  more  apparent  that 
sports  off  of  TV  may  some  day  be 
the  greatest  threat  of  all." 


channel 


/VBC  Affiliate  in  Central  N  "w  York 
HEADLEY-REED,  National  Kepresentativa 


GOIDBLATT  BROS. 

Installs  Telecasting  Unit 

GOLDBLATT  BROS,  is  the  first 
Chicago  department  store  to  install 
TV  equipment  for  permanent  re- 
mote telecasts  from  the  store.  The 
State  St.  firm,  in  the  city's  Loop, 
will  begin  a  video  version  of  its 
former  AM  show.  Let's  Have  Fun, 
on  WBKB  (TV)  Chicago  Aug.  21. 
The  hour-long  program  will  feature 
emcee  Hank  Grant,  who  starred 
on  the  radio  show  broadcast  on 
WGN  Chicago. 

Goldblatt  plans  to  air  the  show 
from  its  store  before  an  audience 
from  11  a.m.  to  12  noon  Monday 
through  Friday.  It  reportedly  will 
buy  time  from  the  station,  reselling 
it  cooperatively  in  quarter  hour 
slots  to  four  advertisers,  each  of 
whom  manufactures  merchandise 
sold  in  the  store. 


WILDROOT  participation  in  NBC-TV's  two-and-a-half-hour  Saturday  Night 
Revue  is  arranged  by  (I  to  r)  Ed  Hitr,  Eastern  sales  director  for  NBC-TV;  J. 
Ward  Maurer,  vice  president  and  advertising  director  for  Wildroot;  Gertrude 
Scanlon,  BBDO  account  executive,  Frank  Chizzini,  NBC  account  executive. 


UHF  REQUESTS 

One  Granted,  One  Modified 

APPLICATION  of  Alex  Pekarsky 
for  an  experimental  UHF  TV  sta- 
tion at  Harrisburg,  Pa.,  to  re- 
broadcast  programs  from  WMAR- 
TV  Baltimore  was  denied  by  FCC 
last  week  on  grounds  the  outlet 
would  not  constitute  a  legitimate 
experimental  project. 

The  Commission  observed  that 
Mr.-  Pekarsky  stated,  "Our  main 
purpose  for  this  program  is  to  get 
a  station  in  Harrisburg  as  soon 
as  the  station  freeze  is  lifted." 
FCC  considered  this  not  in  accord 
with  its  rules  regarding  experi- 
mental stations. 

Mr.  Pekarsky,  a  radio-TV  engi- 
neer and  proprietor  of  a  local 
appliance  store,  had  also  told  the 
Commission  he  planned  to  test  re- 
ception in  that  area  and  to  develop 
transmitting  and  receiving  equip- 
ment. Three  different  sites  were 
proposed,  FCC  said,  and  Mr.  Pe- 
karsky claimed  he  had  most  of  the 
material  on  hand  to  build  the 
station  which  would  operate  in  the 
560-580  mc  band  with  power  of  24 
w,  using  a  70  ft.  antenna. 

Meanwhile,  the  Commission 
granted  Associated  Broadcasters 
Inc.,  licensee  of  WEST-AM-FM 
Easton,  Pa.,  authority  to  modify 
its  UHF  TV  experimental  station 
at  Bethlehem,  Pa.,  and  to  use  a 
co-channel  booster  station  at 
Easton.  The  Bethlehem  outlet  is 
assigned  511-519  mc  with  output 
power  not  to  exceed  500  w  visual 
and  250  w  aural  (ERP  4  kw  and 
2  kw)  with  the  Easton  booster 
output  limited  to  50  w  visual,  25 
w  aural.  FCC  said  that  since  no 
public  participation  is  involved, 
local  sound  announcements  are 
permitted  only  at  the  main  trans- 
mitter to  include  the  booster. 


KTTV  SDGA  PACT 

Covers  'Live'  Directors 

KTTV(TV)  Los  Angeles  and 
Screen  Directors  Guild  of  America 
have  signed  a  contract  covering 
directors  of  live  television  pro- 
grams in  what  is  the  first  SDGA 
basic  TV  agreement  made  in  the 
Los  Angeles  area.  Pact  was  signed 
by  Harrison  Dunham,  KTTV  gen- 
eral manager. 

Contract,  retroactive  to  May  11, 
when  negotiations  started,  will  be 
effective  for  six  months,  with  a 
clause  providing  for  re-negotiation 
at  the  end  of  that  time.  It  guar- 
antees a  100 '/r  guild  shop,  screen 
credits  for  directors,  authority  for 
director  to  oversee  casting,  light- 
ing and  backgrounds,  sight  and 
sound  effects,  in  addition  to  camera 
setups,  composition  and  integra- 
tion of  all  contributing  crafts. 
Screen  credit  provisions  follow  the 
basic  pattern  set  up  under  SDGA 
motion  picture  agreements. 

Individual  Negotiation 

It  was  mutually  agreed  that  min- 
imum salaries  for  directors  will  be 
left  to  individual  negotiation  until 
present  KTTV  reorganization  is 
complete.  Current  salaries  remain 
in  effect  except  for  already  sched- 
uled raises. 

Terms  of  the  agreement  carry 
no  provision  for  direction  of  filmed 
programs.  Such  productions  SDGA 
says  must  be  done  under  its  Article 
X  Addenda  to  Independent  Pro- 
ducer -  Screen  Directors'  Basic 
Agreement  of  1950,  relating  to  TV 
films. 

Negotiations  for  similar  con- 
tracts are  currently  pending  at 
other  local  television  stations,  ac- 
cording to  Albert  S.  Rogell,  first 
vice  president,  SDGA. 
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Tri-Color  Tube 

(Continued  from  page  49) 

:hat  afforded  by  the  6  mc  channel." 

The  increased  brightness  was 
attributed  to  the  development  of  an 
improved  red  phosphor  which  per- 
mits removal  of  the  red  filter  from 
in  front  of  the  tube,  and  to  im- 
prove tube  techniques.  Elimina- 
tion of  dot  structure  and  moire 
pattern,  the  report  said,  resulted 
from  the  use  of  improved  circuits 
in  the  receivers  "which  make 
better  use  of  by-passed  'mixed- 
highs.'  " 

I  "Additional  research  work  on 
|the  tri-color  tube  is  directed  to- 
Iward  a  further  increase  in  resolu- 
tion capabilities,  increased  bright- 
Iness,  and  the  construction  of 
Ishorter  tubes,"  RCA  reported, 
ij  It  said  "results  of  research  work 
on  guns,  screens  and  masks  for  tri- 
color tubes  indicate  that  before 
long  there  can  be  a  further  in- 
crease in  brightness  of  at  least  2 
Ito  1  (i.e.,  of  the  order  of  40-50 
jft-lamberts)."  Production  of  tri- 
{color  tubes  "of  approximately  the 
same  length  as  ordinary  black- 
iand-white  kinescopes"  appears 
Ifeasible,  RCA  said, 
j  RCA  repeated  that  it  is  pre- 
jpared  to  take  orders  for  studio 
j  equipment  for  experimental  use 
twith  the  RCA  system.  Four  com- 
jplete  camera  chains  were  reported 
I  currently  under  construction  for 
iRCA  use.  Additionally,  10  flying 
I  spot  scanning  equipments  are  un- 
;der  construction — two  for  the 
j  laboratories  of  other  manufac- 
Iturers  and  eight  for  RCA  divisions 
'  and  companies. 

Camera  Improvements 

Camera  improvements  were  re- 
I  ported  to  be  in  progress,  with  at 
least  one  new  camera  slated  to  be 
tested  in  Washington  in  Septem- 
ber. Improved  equipment  for  2.4 
mc  sampling  is  being  installed  in 
Washington— where  RCA-NBC's 
WNBW  (TV)  carries  seven  hours 
of  color  programs  and  25  hours  of 
color  test  patterns  per  week — "for 
further  field  test  and  refinement  of 
color  transmission  over  existing 
coaxial  cable  circuits."  This  equip- 
ment, RCA  said,  "will  provide,  on 
both  color  and  monochrome  re- 
ceivers, pictures  with  resolution 
substantially  equivalent  to  the 
standard  monochrome  picture"  as 
networked  over  the  2.7  mc  cable. 

The  report  also  discussed  activi- 
ties at  NBC's  experimental  UHF 
station  at  Bridgeport,  Conn.,  and 
discussed  RCA's  approach  to  the 
problem  of  oscillator  radiation, 
which  RCA  feels  "should  be  dealt 
with  as  a  matter  of  receiver  de- 
sign." In  the  RCA  receivers  an- 
nounced last  month,  the  report, 
said,  "substantial  reduction"  in 
oscillator  radiation  is  achieved. 

The  progress  report  was  one  in 
a  series  which  RCA  distributes  to 
FCC  and  the  industry  in  connection 
with  its  color  television,  UHF,  and 
related  activities. 


PENN  FOOTBALL 

WPTZ(TV)  Gets  Home  Rights 

CONTRACT  calling  for  telecast 
rights  of  all  U.  of  Pennsylvania 
home  football  games  for  the  next 
three  years  has  been  signed  by 
WPTZ  (TV)  Philadelphia  and  the 
university,  according  to  Ernest  B. 
Loveman,  vice  president  and  gen- 
eral manager.  WPTZ  has  been 
telecasting  Penn's  football  since 
1940. 

Mr.  Loveman  also  revealed  that 
the  agreement  makes  telecasts  of 
the  games  available  to  Philadelphia 
stations  WCAU-TV  and  WFIL-TV 
for  the  "first  time  in  the  history 
of  the  series."  He  said  the  agree- 
ment gives  WPTZ  "exclusive  rights 
of  first  refusal  for  the  origination 
of  all  network  telecasts  for  the 
next  three  years."  Seven  home 
games  in  all  during  the  1950  sea- 
son will  be  telecast.  Mr.  Loveman 
hailed  the  university  decision  to 
continue  telecasts  of  its  games  as 
"forward  looking." 


TV  Enters  Education 

(Coyitinned  from  page  i9) 
expedite  the  project  includes  Dean 
Keniston  as  chairman;  Earl  V. 
Moore,  dean  of  the  school  of  music; 
Dr.-  Howard  Y.  McClusky,  pro- 
fessor of  educational  psychology 
and  consultant  in  community  adult 
education;  Prof.  Edward  L.  Erik- 
sen,  chairman,  department  of  en- 
gineering mechanics,  and  Dr.  Karl 
Litzenberg,  English  professor. 

Waldo  Abbot,  director  of  the  uni- 
versity's broadcasting  service  and 
WUOM  (FM)  Ann  Arbor,  recalled 
that  only  28  years  ago  members  of 
the  faculty  were  invited  to  WWJ, 
the  Detroit  News  radio  outlet  and 
parent  station  of  the  television 
facility,  to  entertain  and  instruct 
Detroit  crystal-set  owners. 

Staking  a  Claim 

WWJ  was  quick  to  note  that  its 
unprecedented  approach  to  tele- 
vision participation  in  higher  edu- 
cation may  be  in  the  form  of  stak- 
ing a  "claim."  The  station  also 
pointed  to  landmarks  which  it 
claimed  to  be  "firsts"  in  the  broad- 
casting field: 

Broadcast  sponsored  by  a  newspa- 
per, Aug.  20,  1920;  election  returns 
broadcast,  Aug.  31,  1920;  music  pro- 
vided for  Highland  Park  High  School, 
Feb.  3,  1921;  complete  symphony  con- 
cert aired,  Feb.  10,  1922 ;  use  of  facili- 
ties to  aid  police  and  inspiration  for 
Detroit's  police  department  to  inaugu- 
rate its  own  station,  March  15,  1922; 
radio  extension  courses  given  in  co- 
operation with  the  U.  of  Michigan, 
March  31,  1922. 

Supplied  news  to  newspapers  in  the 
state  when  a  sleet  storm  disrupted 
the  Associated  Press  telephone  and 
telegraph  lines,  April  1,  1922;  World 
Series  game  broadcast  by  WWJ  to 
listeners  in  Grand  Circus  Park,  Oct. 
4,  1922;  WWJ  fostered  WENA  (FM), 
first  FM  station  in  Michigan,  May  1, 
1941,  and  establishment  of  the  first 
TV  station  in  Michigan  on  March  4, 
1947. 


oooooooooooooooooooo 


/oif  need  these  FOUR 

no  more! 
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THE  BLUE  ZEPHYR  BABY 

A  full  size  750  v^att  Baby  Spot  that 
is  interchangeable  from  the  auxil- 
iary stand  to  the  Blue  Comet 
Boom  (as  shown  above).  Contains 
all  the  features  and  accessories  of 
the  Blue  Zephyr  Junior,  shown  be- 
low Blue  wrinkle  finish. 


® 


THE  BLUE  ZEPHYR  JUNIOR 

The  finest  in  modern  lighting 
equipment.  Lamp  head  fea- 
tures include  interlocking 
ventilation  channels,  direct- 
action  focusing  with  gradu- 
ated scale.  Attached  rotating 
barn  doors  and  full-size  diffus- 
er  frame.  Stand  has  folding 
legs  with  rubber-tired  ball- 
bearing casters.  Adjustable 
from  51  inches  to  113  inches. 
Blue  wrinkle  finish. 

THE  BLUE  COMET  BOOM 

Stand  extends  to  8  feet-10  in- 
ches; has  air  brake  for  ease  in 
lowering.  Boom  arm  adjusta- 
ble from  5  feet-4  inches  to  8 
feet-1  inch.  Positive  locking 
fittings.  Boom  and  stand  fold 
flat  for  compact  handling. 
Flexible,  quiet.  Blue  wrinkle 
finish. 

WRITE  TODAY  FOR  OUR 

NEW  CATALOGUE  ON 
LIGHTWEIGHT  LIGHTING 


OF  ACHIEVEMENT 


NINE-DAY  national  TV,  electrical  and 
food  exposition  will  be  held  Oct.  13 
to  Oct.  22  in  Pan-Pacific  Auditorium, 
L.  A. 


WTMJ-TV  Milwaukee  expands  video 
facilities  by  adding  one-story  and  base- 
ment to  Radio  City  structure. 


MOLE-RICHARDSON  CO. 


937  NORTH  SYCAMORE  AVENUE 
HOLLYWOOD      38,  CALIFORNIA 


OOOOOOOOOOOOOOOOOOOO 
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COMMONWEALTH 

Currently  Serving  the 
Nation's  Leading  TV  Stations 
Offers  the  Following 

TV  FILM  PACKAGES 


O/r  MAJOR  ^ 
CO  COMPANY 

FEATURE  PROGRAIVIS 

with  such  stars^ 


Barbara 
STANWYCK 

Robert 
YOUNG 

Jimmy 
DURANTE 
Claudett* 

COLBERT 

Jack 
BENNY 


PauUtt* 
GODDARD 

Jimmy 
STEWART 

Merl* 
OBERON 

Melvyn 
DOUGLAS 
Raymond 

MASSEY 


featuring 

THE  RANGE  BUSTERS 
KERMIT  MAYNARD 
SMITH  BALLEW 


«»"  "Hop 


J3 


MUSICAL 
VARIETIES 

l2'/jmin  each  •  featuring 

MOREY* 
AMSTERDAM  4 


/3 

SOUHO 
CMITOONSI 


lommoniiiERLTH 

otif{ 

723  Spventh  Avenue,  New  York  19,  N.Y. 


ABC  PILOT  FILM 

Sample  Picture  Planned 

ABC  has  arranged  with  Walter 
Wanger  for  a  "pilot,"  or  sample, 
motion  picture  to  be  made  express- 
ly for  television,  it  was  announced 
last  week. 

To  be  filmed  in  Hollywood,  the 
30-minute  picture  will  be  titled 
Aladdin  and  His  Lamp.  Shooting 
will  start  within  the  next  30  days, 
with  the  location  and  cast  to  be 
announced  later. 

Negotiations  also  are  under  way 
for  another  picture,  the  details  of 
which  will  be  announced  soon.  The 
"pilot"  film  will  be  considered  with 
the  idea  of  a  series  of  such  pro- 
ductions. 


'DRAGON  RETREAT 

0//ie  Visits  Vermont  'Home' 

VISITORS  to  Vermont  this  sum- 
mer may  have  difficulty  with  small 
fry  who  insist  on  going  to  "Dragon 
Retreat."  For  this  mythical  village 
is  v/ell  known  to  viewers  of  NBC- 
TV's  Kiikla,  Fran  &  Ollie.  During 
June  there  were  many  discussions 
on  the  program  of  the  cast's  com- 
ing vacation  trip  to  Dragon  Re- 
treat, Vt. — home  of  Oliver  J.  Dra- 
gon, Esq. 

Actual    summer    "retreat"  for 


Gov.  Arthur  'points  out  an  historical 
marker  to  Mr.  Tillstrom,  Kukla  and 
Ollie. 

^  *  - 

Burr  Tillstrom,  creator  of  Kukla 
and  Ollie,  and  members  of  his  cast 
was  Nantucket,  Mass.  On  their 
way,  they  passed  through  Schenec- 
tady and  at  the  invitation  of  WGY 
WRGB  (TV) ,  spent  two  days  there. 

The  stations  asked  Gov.  Arthur 
of  Vermont  if  he'd  meet  Mr.  Till- 
strom and  cast,  as  well  as  WGY 
WRGB  officials,  at  the  New  York- 
Vermont  border.  This  the  governor 
agreed  to  do.  At  the  appointed 
time,  the  visitors  arrived  at  the 
Vermont  state  line  where  Gov. 
Arthur,  State  Sen.  James  P.  Gig- 
ney  and  other  state  notables,  com- 
plete with  state  police  honor  guard, 
welcomed  Ollie  to  the  "old  home- 
stead." 


Dads  Root  Beer  Drive 

DADS  ROOT  BEER  Co.,  Chicago, 
will  expand  its  present  list  of  TV 
markets  this  fall,  choosing  areas 
selectively  for  one-minute  spots. 
Agency  is  Malcolm-Howard,  Chi- 
cago. 


film  report 


S  N  A  D  E  R  TELESCRIPTIONS 
Corp.,  Hollywood,  has  signed  King 
Cole  Trio  and  Alvino  Rey  with 
King  Sisters  for  five  three-minute 
TV  musical  shorts  each.  Film 
producer  has  completed  first  of 
group  of  10  telescriptions  featur- 
ing other  noted  musical  artists.  .  .  . 
Woodruff  Assoc.,  New  York,  pack- 
age firm,  announces  addition  of 
complete  film  department  and 
plans  to  open  branch  in  western 
Pennsylvania,  with  film  production 
unit  there. 

Paramount  Television  Produc- 
tions Inc.,  New  York,  has  acquired 
TV  distribution  rights  to  Erskine 
Johnson-Coy  Watson  series,  Holly- 
wood Reel.  Series  of  26  15-minute 
films  is  offered  to  advertisers  and 
stations,  with  Paramount  TV  Net- 
work affiliates  getting  first  option. 
.  .  .  Video  transcriptions  of  Dixie 
Showboat  being  telecast  live  on 
KTLA  (TV)  Los  Angeles,  to  be 
syndicated  nationally. 

Science  Pictures  Inc.,  New  York, 
makers  of  TV  motion  pictures,  has 
rented  offices  at  5  E.  57th  St.  .  .  . 
Cinetel  Corp.,  New  York,  TV  film 
distributor,  announces  availability 
of  new  I2V2  to  14-minute  show 
featuring  Hy  Gardner.  Film  is 
compilation  of  Pathe  Pictorial 
feature  shorts. 

Adrian  Weiss  Productions,  4336 
Sunset  Blvd.,  Hollywood,  has  just 
completed  first  of  52  half-hour 
series,  Ti-igger  Tales.    Initial  film 

SECURITY  COUNCIL 

3  TV  Networks  Cover  Meet 

HISTORIC  United  Nations  Secu- 
rity Council  meetings  last  week 
were  telecast  by  three  of  the  four 
TV  networks.  NBC  and  CBS 
alternated  cameras  and  crews  in  a 
pooled  pickup  operation,  which 
was  carried  also  by  ABC.  DuMont 
did  not  carry  the  meetings. 

Commentary  for  NBC  was  pro- 
vided by  Ben  Grauer,  and  for  CBS 
by  Larry  Le  Sueur.  ABC  carried 
the  telecasts  without  commentary. 


'Miss  TV  on  DuMont 

RADIO  FEATURES,  Chicago 
package  firm,  has  completed  nego- 
tiations with  the  DuMont  Tele- 
vision Network  to  telecast  finals  of 
the  syndicated  show.  Miss  U.  S. 
Television  of  1950.  The  produc- 
tion, featuring  contest  winners 
from  each  of  more  than  a  dozen 
cities  where  the  show  is  being  tele- 
cast locally  this  summer,  will  be 
handled  by  Radio  Features'  per- 
sonnel. It  will  originate  from  the 
Chicago  Fair  TV  Center,  operated 
by  WGN-TV  Chicago,  along  the 
city's  lakefront  from  9  to  10  p.m. 
(CDT)  Sept.  3.  [Telecasting, 
July  31]. 


is  titled  "Gun  Blazers"  and  star 
James  Warren.     Louis   Weiss  &  i 
Co.  is  exclusive  distributor,  als< 
distributor  of  new  Craig  Kennedy ! 
Criminologist  TV  film  series. 

Atlas    Film    Corp.,    Oak  Parli 
and  Chicago,  currently  producing 
series  of  four  one-minute  spots  foi'. 
Greyhound,  through  Beaumont  *l 
Hohman,     Chicago;     eight  one 
minute    announcements    for  ap 
pliances  made  by  Sunbeam  Corp. 
agency,    Perrin-Paus,  Chicago 


Buy  'Super  Circus' 

PETERS  SHOE  Co.,  St.  Louis,  anc 
M  &  M  Ltd.,  Newark,  for  Weathei 
Bird  shoes  and  M  &  M  candj 
coated  chocolate,  respectively,  vdl 
resume  sponsorship  of  the  final  hali 
hour  of  Super  Circus,  Sunday,  4 

5  p.in.  CDT,  on  ABC-TV  from  Aug 

6  and  13.  Peters  Shoe  uses  38  sta-; 
tions,  M  &  M,  29,  alternately  spon- 
soring the  4:30-5  p.m.  segment 
Agencies:  Henri,  Hurst  &  McDon- 
ald, Chicago,  and  William  Esty, 
New  Lork.  Canada  Dry  Gingei 
Ale,  New  York,  through  J.  M 
Mathes,  same  city,  will  sponsor  th< 
first  half  hour  (4-4:30)  Sundaj 
starting  Sept.  3. 


advertisers  spend 

7/t<ne 

money  to  sell 
merchandise  to 
people  on 

WLW-TELEVISION 

than  on  any  other 
three  TV  stations  in 
the  WLW- Television 
market  —  2nd  largest 
in  the  midwest. 

WLW-T  WLW-D  WLW-T 

CHANNEL  4  CHANNEL  S  CHANNEL  C 

CINCINNATI  DAYTON  COLUMBUS 
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)RICE  CONTROL 

,]Air  Rate  Would  Be  Exempt 

I  PROPOSAL  that  rates  for  air 
l^ie  charged  by  radio  and  televi- 
!on  stations  be  exempt  from  any 
trice  control  legislation  passed  by 
[ongress — a  provision  similar  to 
!|iat  contained  in  World  War  II 
:;|PA  laws — was  adopted  by  the 
jouse  last  Thursday  in  debate  on 
;|ie  President's  Defense  Production 

>;  The  exemptions  apply  also  to 
iitiblic  utilities  and  common  car- 
lers,  professional  services,  insur- 
i|nce,  newspapers,  press  services, 
jijiagazines,  theatres  and  book  pub- 
Itjshers. 

ij  The  amendment,  tacked  on  the 
:iroduction  bill  (HR  9176)  during 
j.ouse  debate,  was  sponsored  by 

ep.  Frank  Buchanan  (D-Pa.). 
ijimilar  proposals  had  been  offered 
>ji  substitute  bills  by  Rep.  Charles 
9'eane  (D-N.  C.)  and  Rep.  John 
iilunkel  (R-Pa.).  They  had  been 
imitted  in  the  original  production 
•  leasure  introduced  by  Rep.  Brent 
l:,  pence  (D-Ky.),  which  did  not  deal 
;'ith  standby  controls  over  prices 
lioid  wages. 

The  House  had  voted  to  grant  the 
fiji'resident  wage-price  controls  and 
!'iationing  powers  if  the  cost-of- 
|^:ving  index  should  indicate  a  5% 
hise  over  June  15  figures. 
-  Reps.  Deane  and  Kunkel  intro- 
duced their  bills  (HR  9280  9283) 

Imost  simultaneously  last  Mon- 
,|.ay.     They  were  referred  to  the 

i  —  

K/.y.  DAY  AUDIENCE 

II   Up  13.4%  Over  '49  Period 

li)AYTIME  RADIO  AUDIENCE 
a  New  York  was  13.4%  bigger  in 
(he  first  half  of  1950  than  in  the 
rst  half  of  1949,  according  to 
igures  prepared  by  WOR  New 
fork. 

Robert  Hoffman,  WOR  research 
director,  said  radio  families  had 
increased  by  3.190.  Average 
i|uarter-hour  sets  in  use  in  the 
morning  were  21.3  in  the  first  half 
(if  this  year,  as  compared  with  19.3 
'ast  year,  and  in  the  afternoon  25 
or  this  year,  contrasted  with  22.6 
n  the  first  half  of  1949.  Combina- 
ion  of  the  increase  in  total  radio 
amilies  and  in  sets  in  use  pro- 
luces  the  total  audience  gain  of 
.3.49<:,  Mr.  Hoffman  said. 

Mr.  Hoffman  also  pointed  out 
t  hat  although  the  nighttime  New 
t'ork  audience  was  smaller  in  the 
irst  half  of  1950  than  in  the  first 
lalf  of  1949,  the  decrease  was  only 
legligible. 

Sets  in  use  from  6  p.m.  to  mid- 
light  in  the  first  half  of  last  year 
vere  30.  The  figure  was  28.9  in 
;he  first  six  months  of  1950,  but 
)ecause  of  the  rise  in  total  number 
«)f  sets,  the  net  loss  in  audience 
J*as  but  0.7%. 

:'   "There  is  a  general  tendency  to 
Overlook    this    growth    in  radio 
families  and  to  think  of  listening 
n  terms  of  ratings  alone,"  Mr. 
Hoffman  said. 


House  Banking  &  Currency  Com- 
mittee, but  brought  up  on  the  floor 
later  in  the  week. 

Text  of  the  amendment,  which 
was  still  pending  final  approval  of 
the  production  bill: 

.  .  .  nothing  in  this  title  shall  be 
construed  to  authorize  the  regula- 
tion of  (1)  compensation  paid  by  an 
employer  to  any  of  his  employes, 
except  as  provided  in  section  506,  or 
(2)  rates  charged  by  any  common  car- 
rier or  other  public  utility,  or  (3) 
rates  charged  by  any  person  engaged 
in  the  business  of  selling  or  under- 
writing insurance,  or  (4)  rates  charged 
by  any  person  engaged  in  the  business 
of  operating  or  publishing  a  news- 
paper, periodical,  or  magazine,  or  op- 
erating a  radio-broadcasting  station, 
a  motion  picture  or  other  theatre  en- 
terprise, or  outdoor-advertising  facil- 
ities, or  (5)  rates  charged  for  any 
professional  services. 

(d)  The  term  "maximum  price,"  as 
applied  to  prices  of  commodities, 
means  the  maximum  lawful  price  for 
such  commodities.  Maximum  prices 
may  be  formulated  in  terms  of  prices, 
margins,  commissions,  fees,  and  other 
charges  and  allowances. 


KELY  OFFICIALS 

Announced  by  New  Station 

KEY  EXECUTIVES  at  KELY 
Ely,  Nev.,  which  began  operation 
last  month  on  1230  kc  with  250  w, 
have  been  announced  by  the  new 
station,  licensed  to  White  Pine 
Broadcasting  Co.  Officials  include 
David  I.  Hansen,  former  chief  en- 
gineer at  KSVC  Richfield,  Utah, 
and  Dale  V.  Bradley,  co-oviTiers 
and  managers;  Don  Stewart,  for- 
merly with  Utah  stations,  program 
director  and  commercial  manager 
and  Hal  V.  Bradley,  new  to  radio 
field. 

Station  was  inaugurated  July  11 
with  brief  dedicatory  program  in- 
cluding messages  by  Sen.  Pat  Mc- 
Carran  (D-Nev.),  Gov.  Vail  Pitt- 
man  of  Nevada  and  local  civic  of- 
ficials. KELY  operates  from  6:30 
a.m.  to  11  p.m.  vrith  studios  in  the 
Hotel  Nevada  in  downtown  Ely. 
Transmitter  is  located  on  a  ranch 
east  of  the  city.  Station  uses  Cap- 
itol program  service,  INS  news  fa- 
cilities,  and   is   Collins  equipped. 


FREE  EUROPE 

Adds  Two  More  'Targets' 

RADIO  FREE  EUROPE,  broad- 
casting since  July  14  to  Czecho- 
slovakia and  Romania,  last  week 
announced  the  addition  of  Poland 
and  Hungary  to  its  "targets." 

Carrying  the  voices  of  leaders 
exiled  by  Communism,  forbidden 
folk  music,  satires  and  commen- 
taries planned  to  keep  alive  the 
sph'it  of  freedom  among  subject 
peoples,  Radio  Free  Europe  is  oper- 
ated by  the  National  Committee 
for  a  Free  Europe  Inc.,  a  group 
of  private  American  citizens. 

Polish  exiles,  Stanislaw  Miko- 
lajczyk,  former  prime  minister, 
and  Stefan  Korbonski,  former 
political  Coordination  Council  mem- 
ber, will  expose  the  so-called 
"Stockholm  Peace  Pledge"  in 
speeches  beamed  directly  to  their 
country. 

Broadcasts  to  Hungary  will 
carry  the  words  of  Monsignor  Bela 
Varga,  former  president  of  the 
Hungarian    National  Parliament. 


The  ^  TELOP  makes  PROFITS  GROW  for  TV  Stations 


DUAL  PROJECTION 

SUPERIMPOSITION,  LAP  DISSOLVE  or  FADE-OUT 

with  NO  KEYSTONING 


THE 


TELOP 

GIVES  YOU 
EASY,  LOW  COST 
vTVCOMMERCIALS 


The  Gray  TELOP  projects  from 
FOUR  optical  openings;  photos,  art  work,  transparencies, 
strip  material  or  small  objects.  SOLVED  is  the  problem 
of  low  budget  yet  visually  exciting  TV  commercials! 
News  flashes,  news  photos,  temperature  and  time 
announcements,  slides  for  lecture  illustration,  for  station  and 
sponsor  identification . . .  are  efficiently  composed  for 
direct  televising  or  with  accompanying  sound  and 
commentary.  Packs  interest  and  profit  into 
every  minute  of  your  TV  schedule! 


THE  GRAY  TELOP  AND  ACCESSORIES  ARE  WIDELY  USED  BY  NETWORKS  AND  INDEPENDENT  TV  STATIONS 


MULTIPLEXER 


Enables  operation  of  pairs  of 
projectors  simultaneously  into  a 
single  TV  camera  or  individually 
into  two  separate  cameras.  PRO- 
TECTS AGAINST  CAMERA 
CHAIN  FAILURE  BY  QUICK 
THROW- OVER  TO  STANDBY 
CHAIN. 


TV  CAMERA  TURRETS 


Enable  a  single  camera  to  serve 
several  projectors.  Depending  on 
size  and  optical  throw,  as 
many  as  eight  projectors 
can  be  used.  Rotate  360° 
on  heavy  precision  bear- 
ings with  exact  positioning. 
2  models;  #556  and  #430 


Ask  for  Gray  TV  Catalog  describing  above  equipment. 

IGRAYIRESEARCH.ndD.v  elopment  Co,,  Inc. 


24  Arbor  St.,  Harfford  1,  Conn. 

Division  of  Th»  GRAY  MANUFACTURING  COMPANY '  Originelors  of  ffi*  Gray  r«/«phone  Pay  Station  and  fh*  Gray  Audograpft 
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NETWORK  BOXSCORE 

Number  of  commercial  programs  on  four  nationwide  networks  June  30    231 

Number  of  commercial  programs  starting  on  networks  during  July  4 

Number  of  commercial  programs  dropped  from  networks  during  July    24 

Number  of  commercial  programs  on  four  nationwide  networks  July  31    211 

JULY  ADDITIONS 

SPONSOR  PROGRAM       NETWORK    TIME  AGENCY 

American    Oil    Co.    Edward  R.  Murrow  CBS    Mon.-Fri.   7:45-       Joseph  Katz 

With  the  News  8  p.m. 

General  Mills  Dimension    X  NBC    Fri.,  9-9:30  p.m.    Knox-Reeves  Co. 

General  Mills  Tales  of  Texas  NBC    Sat.,  9:30-  Knox-Reeves  Co. 

Rangers  10  p.m. 

Pabst   Sales   Co.       Blue  Ribbon  Sport  NBC    Sat.,  5:30-  Warwick  &  Legler 

of  Kings  6  p.m. 

JULY  DELETIONS 

Speidel  Corp.  Stop  the  Music        ABC    Sun.,  8:30-  SSC  &  B 

8:45  p.m. 

Brown   &   Wil-  A  Life  in  Your         NBC    Sat.,  9:30-  Russell  Seeds 

liamson  Hands  10  a.m. 

Coca-Cola  Songs  by  Morton      NBC    Tues.,  Thurs.,         D'Arcy  Advertising 

Downey  Sat.,  11:15- 

11:30  p.m. 

Minn.  Valley  Fred  Waring  Shovr    NBC    Sat.,    10-10:30       Leo  Burnett 

Canning  Co.  a.m. 
Pabst  Sales  Co.        Life  of  Riley  NBC    Fri.,    10-10:30        Warwick  &  Legler 

p.m. 

Sterling  Drug  Sing    It  Again  CBS    Sat.,  10:45-  Dancer-Fitzgerald- 

11   p.m.  Sample 
Liggett   &  Myers       Godfrey's   Digest       CBS    Sat.,  9:30-  Cunningham  & 

10  p.m.  Walsh 
Campbell    Soup         Club  15  CBS    Mon.-Fri.,  Ward  Wheelock  Co. 

Co.  (hiatus)  7:30-7:45  p.m. 

Electric    Auto-  Suspense  CBS    Thurs.,  9-  Cecil  &  Presbrey 

Lite  (hiatus)  9:30  p.m. 


PROGRAM  NETWORK 

TIME 

AGENCY 

Electric   Cos.  Adv. 

Meet  Corliss 

CBS 

Sun.,  9-9:30 

N.  W.  Ayer 

Program 

Archer 

p.m. 

General  Foods 

My  Favorite 

CBS 

Sun. ,6-6:30 

Young  &  Rubicom 

Corp. 

Husband 

p.m. 

(hiatus) 

General  Foods 

The  Goldbergs 

CBS 

Sat.,  8:30- 

Young  &  Rubicom 

Corp. 

(hiatus) 

9  p.m. 

General  Foods 

Gangbusters 

CBS 

Sat.,  9-9:30 

Young  &  Rubicom 

Corp. 

(hiatus) 

p.m. 

Thomas  J.  Lipton 

Arthur  Godfrey's 

CBS 

Mon.,  8:30- 

Young  &  Rubicom 

Inc. 

Talent  Scouts 

9  p.m. 

(hiatus) 

Lever  Brothers 

Lux  Radio  Theatre 

CBS 

Mon.,  9-10  p.m. 

J.  Walter  Thompson 

(hiatus) 

Lever  Brothers 

My  Friend  Irma 

CBS 

Mon.,  10-10:30 

Foote,  Cone  & 

(hiatus) 

p.  m. 

Belding 

Longines-Wittnouer 

Choraiiers 

CBS 

Sun.,  2-2:30 

Victor  A.  Bennett 

Watch  Co. 

p.m. 

Co. 

Longines-Wittnauer 

Symphonetle 

CBS 

Sun.,  2-2:30 

Victor  A.  Bennett 

Watch  Co. 

(hiatus) 

p.m. 

Co. 

Procter  &  Gamble 

Beulah 

CBS 

Mon.-Fri.,  7- 

Dancer-Fitzgerald- 

(hiatus) 

7:15  p.m. 

Sample 

Procter  &  Gamble 

Lowell  Thomas 

CBS 

Mon.-Fri.,  6:45- 

Compton  Advertising 

(hiatus) 

7  p.m. 

Procter  &  Gamble 

Jack  Smith  Show 

CBS 

Mon.-Fri.,  7:15- 

Dancer-Fitzgerald- 

(hiatus) 

7:30  p.m. 

Sample 

Procter  &  Gamble 

FBI  in  Peace 

CBS 

Thurs.,  8-8:30 

Biow  Co. 

and  War 

p.m.  - 

(hiatus) 

rrocTer  oi  vamoic 

Red  Skelton  Show 

CBS 

Clin  fi'^A. 
sun.,  o.<9l#— 

Benton  &  Bowles 

(hiatus) 

9  p.m. 

R.  J.  Reynolds 

Bob  Hawk  Show 

CBS 

Mon.,  10:30- 

William  Esty  &  Co. 

Tobacco  Co. 

11  p.m. 

JULY  ONE-TIMERS 

Gillette  Safety 

All  Star  Baseball 

MBS 

July   11:  2:15 

Maxon  Inc. 

Razor  Co. 

Game 

p.m.  to  concl. 

EXPERIMENT  RULES 

Commission  Revises  Part  5 

COMPLETE  revision  of  Part  5  of 
ECC's  rules  governing  experi- 
mental radio  services  was  an- 
nounced by  the  Commission  last 
week.  Present  Classes  1,  2  and  3 
experimental  authorizations  would 
be  replaced  by  two  new  classifica- 
tions, research  and  developmental. 

The  research  experimental  sei-v- 
ice  would  provide  for  scientific  or 
technical  radio  reseai'ch  not  relat- 
ing to  an  existing  or  proposed 
service,  or  for  communications  in 
connection  with  research  projects, 
the  projects  themselves  not  neces- 
sarily related  to  the  radio  art. 
Ionospheric  and  other  propagation 
studies  would  fall  in  this  category, 
FCC  explained. 

In  the  developmental  experi- 
mental service  FCC  would  provide 
for  the  development  of  equipment, 
engineering  or  operational  data  or 
techniques  directly  related  to  an 
existing  or  proposed  service.  Dem- 
onstration of  equipment  to  pro- 
spective customers  or  for  scientific 
conventions  also  would  be  allowed, 
FCC  said. 

FCC  specified  Sept.  15  as  dead- 
line for  filing  of  briefs  and  com- 
ments on  the  proposal. 


In 

Altoona,  Pa., 

It's 

ROY  F.  THOMPSON 

and 


A  prize  radio  combination  in 
the  rich  industrial  market  of 
Central  Pennsylvania. 

Represented  by 
ROBERT  MEEKER  ASSOCIATES 


RADOX  RETURNS 

Sindlinger  Sets  October 

THE  SINDLINGER  "Radox"  radio- 
TV  rating  service  will  be  back  in 
operation  "by  the  first  of  October," 
Albert  E.  Sindlinger,  president  of 
Sindlinger  &  Co.,  Philadelphia 
media  analysts,  told  BROADCASTING 
last  week  [Closed  Circuit,  July 
31]. 

Mr.  Sindlinger  scored  the  ma- 
neuver of  the  Assn.  of  National 
Advertisers  for  an  AM  rate  reduc- 
tion in  TV  markets  as  the  spur  for 
the  revival  of  his  Radox  audience 
measurement  device  [Broadcast- 
ing, July  31].  The  media  analyst 
said  negotiations  are  underway  for 
renewal  subscriptions  for  his  serv- 
ice by  the  radio-TV  networks  and 
Philadelphia  broadcasters. 

Installations  Expanded 

Expansion  of  Radox  installations 
in  the  Philadelphia  area  once  again 
will  set  up  that  city  and  environs 
as  a  test  market  where  AM  can  be 
measured  automatically  against  TV 
operations.  Mr.  Sindlinger  said 
studies  would  be  continued  on  lei- 
sure time  consumed  by  radio,  tele- 
vision, motion  pictures  and  other 
forms  of  diversion. 

Mr.  Sindlinger  returned  to  the 
radio  audience  analysis  field  last 
May  with  an  announcement  that 
qualitative  studies  would  be  made 
on  sample  data  collected  by  Radox 
— a  system  whereby  instantaneous 
radio-TV  audience  measurements 
are  taken  [Broadcasting,  May  22] . 
The  company  had  operated  Radox 
for  22  months  before  suspending 
its  operation  temporarily  in  late 
April  [Broadcasting,  May  1]. 

Although  "presssure"  had  been 
placed  on  the  Sindlinger  firm  by 
"sources"  attempting  to  obtain  "ex- 
clusive ownership,"  Mr.  Sindlinger 
said  the  audience  measuring  system 
would  remain  "in  my  control."  Rat- 
ings, both  radio  and  TV,  will  be 
made  "available  to  everybody,"  he 
added. 


SHEPPARD 


Renews  Blast  Against 
Major  Networks 


IN  A  NEW  BLAST  at  the  major  networks,  Rep.  Harry  R.  Sheppard 
(D-Calif.)  last  Thursday  called  upon  FCC  for  its  interpretation  of  the 
law  on  the  rebroadcasting  of  programs  as  a  prelude  to  legislation 
aimed  at  what  he  labeled  a  "deplorable  situation." 

Rep.  Sheppard  is  the  author  of  a 
pending  bill  (HR-7310)  which  itself 
would  permit  stations  to  rebroad- 
cast  network  programs  with  per- 
mission of  the  sponsor  and  other 
programs  with  permission  of  the 
originating  station,  and  addition- 
ally would  require  licensing  of  net- 
works [Broadcasting,  Feb.  20]. 

Rep.  Sheppard  wrote  FCC  Chair- 
man Wayne  Coy  that  "any  inter- 
pretation [of  the  law  on  rebroad- 
casting] which  would  allow  net- 
works to  restrain  the  right  of  spon- 
sors ...  to  negotiate  direct  with 
the  radio  stations  for  the  rebroad- 
cast  of  their  radio  program  .  .  . 
certainly  requires  correction  by 
your  Commission  or  the  Congress 
of  this  country." 

He  said  he  had  found  that  net- 
work-owned stations  have  been  "re- 
straining trade"  between  network 
sponsors  and  affiliated  and  inde- 
pendent stations. 

"This  restraint,"  he  said,  "is 
practiced  under  the  guise  of  Sec. 
325  (a)  of  the  Communications  Act 
of  1934  in  which  the  networks  pro- 
hibit radio  stations  from  rebroad- 
casting commercial  programs  of 
sponsors  who  use  the  networks  to 
distribute  their  programs  in  cases 
where  the  sponsors  are  desirous  of 
having  their  programs  rebroad- 
cast  .  .  ." 

He  asked  Chairman  Coy: 

Does  your  Commission  interpret  the 
Act  to  mean  that  the  sponsor  cannot 
negotiate  for  the  rebroadcast  of  his 
program  with  any  station  without 
such  station  first  obtaining  permission 
of  the  originating  station  of  his  pro- 
gram (which  station  is  invariably 
owned  by  the  networks  and  refuses  to 
give  such  permission),  or  does  this 
section  apply  solely  to  noncommercial 
programs  where  the  cost  for  the  pro- 
duction of  the  program  is  paid  by  the 
network  or  the  originating  station? 

It  appears  the  Congress  intended 
that  this  section  should  apply  in  cases 


where  one  station  may  rebroadcast  the  \ 
sustaining  programs  of  another  sta-. 
tion  but  I  can  see  no  reason  why  the , 
intent  of  this  law  should  be  inter- , 
preted  by  the  networks  for  the  sole  ' 
purpose  of  preventing  sponsors  from  ' 
negotiating  for  the   rebroadcast  of 
their     programs     and  restraining 
trade  in   commerce  and  preventing 
millions  of  listeners  from  hearing  the 
commercial  programs  broadcast  by  the  > 
various  radio  sponsors  of  this  coun- 
try, and  specifically  in  view  of  the 
fact  that  under  the  law,  licenses  are 
granted  by  your  Commission  on  the 
premise  of  public  interest,  conveni- 
ence and  necessity. 

Apparently  anticipating  no  ac- 
tion on  his  bill  at  this  session  of 
Congress,  Rep.  Sheppard  recently 
called  for  a  Justice  Dept.  and  Fed- 
eral Trade  Commission  investiga-, 
tion  of  alleged  violations  of  the* 
Communications  Act  and  the  anti- 
monopoly  laws  by  the  four  major, 
networks  [Broadcasting,  July  24]. 


To  Sponsor  Browns 

EAST  Ohio  Gas  Co.  has  contracted 
to  sponsor  broadcasts  of  the  Cleve- 
land Browns  schedule  of  18  football 
games,  both  at  home  and  away,  on 
a  seven-station  network,  according 
to  Ed  Stevens,  publicity  director  of 
WERE  Cleveland,  which  will  serve 
as  originating  outlet.  In  addition 
to  WERE,  the  network  includes 
WFJM  Youngstown,  WAKR 
Akron,  WHBC  Canton,  WWST 
Wooster,  WJER  Dover  and  WHHH 
Warren. 

^   ^    ^   ^        .«■.«■  ^  ^  ^  ^  .^AA-A.  f 
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NAB  Board  Agenda 

(Continued  from  page  19) 
le  eastern  part  of  the  country, 
jhey  will  base  their  presentations 
n  a  new  series  of  slide  films. 
Once  again  NAB  President  Jus- 
in  Miller  will  cover  the  district 
meetings.  He  issued  the  July  28 
jimmons  for  a  special  board  meet- 
\g.  As  he  meets  with  members 
k  each  district  he  will  describe  re- 
hlts  of  this  week's  special  board 
iteeting  and  give  an  overall  re- 
|ew  of  the  association's  activities, 
iieneral  Manager  Ryan  is  expected 
{b  remain  at  NAB  headquarters 
luring  most  of  the  meetings. 
At  the  weekend  it  appeared  that 
harles  A.  Batson,  NAB's  TV  di- 
'0ctor,  would  hold  television  clinics 
\t  perhaps  14  or  15  district  nieet- 
iigs.  Two  years  ago  he  toured  the 
ireuit  with  comprehensive  study 
if  TV  construction  and  operation 
iDsts. 

I  Richard  P.  Doherty,  employe-em- 
-loyer  relations  director,  will  dis- 
iose  results  of  an  exhaustive  study 
:jf  station  operating  costs,  based  on 
I'^tual  figures  submitted  by  stations. 
:i."e  made  a  similar  study  last  year, 
fhe  figures  are  broken  down  by 
Uajor  areas  and  permit  comparison 
if  indi\'idual  station  costs  with 
iiose'  of  similar  outlets. 


RIVERS  CASE 


Radio  Council  Files 
New  Complaint 


Membership  Problem 

»  The  board's  two-day  Washing- 
■on  meeting  may  go  into  the 
Association's  membership  problem, 
'rome  district  directors  are  under- 
stood to  be  inviting  non-members 
1,10  attend  their  meetings  in  order 
ljo  familiarize  them  with  NAB 
j-ork.  The  recent  field  campaign 
was  interrupted  just  as  the  late  B. 
'Valter  Huffiington  had  gone  out  on 
■^he  road  to  contact  member  sta- 
tions and  sign  up  new  members 

Broadcastixg,  July  17].  No  suc- 
cessor to  the  field  directorship,  a 

ost  created  last  spring,  has  yet 
,  een  named. 

,  All  but  two  of  the  NAB  board 
pembers  were  expected  to  attend 
•he  meeting.  John  H.  DeWitt  Jr., 
'VSM  Nashville,  elected  to  the 
:  oard  in  June,  is  on  his  honeymoon. 
\  ames  B.  Shouse,  WLW  Cincinnati, 
tiTote  that  he  had  a  prior  commit- 
jaent  to  represent  the  Avco  board  at 
%  distributors  meeting  in  Chicago. 


WMFG 

HISBING. 


BRIGHTEST 


THE  SAVANNAH  (Ga.)  Radio  Council's  fight  against  the  grant  to  E.  D. 
Rivers  Jr.  for  a  new  station  at  Savannah  was  back  before  the  FCC  last 
week,  less  than  a  week  after  the  Commission  dismissed  the  first  complaint 
but  announced  plans  to  probe  Mr.  Rivers'  qualifications  when  he  seeks  a 
license  for  the  station  (WJIV).  ★  

The  fight  was  renewed  via  a  peti- 
tion filed  by  the  Council  July  28 
asking  FCC  to  reconsider  its  dis- 
missal of  the  Council's  complaint, 
to  set  aside  Mr.  Rivers'  grant  and 
designate  it  for  hearing,  and  in  the 
meantime  to  stay  the  effectiveness 
of  the  authorized  date  for  com- 
mencement of  construction. 

Mr.  Rivers  came  back  Thursday 
with  a  reply  asking  FCC  to  deny 
the  Council's  petition  "forthwith" 
and  "in  toto." 

FCC  dismissed  the  Council's  orig- 
inal complaint  on  grounds  that  the 
Council,  which  is  composed  of  exist- 
ing Savannah  stations,  has  no  legal 
standing  in  the  case. 


Alternate  Request  Denied 

FCC  also  refused  the  Council's 
alternative  request  that  the  Com- 
mission set  aside  Mr.  Rivers'  grant 
on  its  own  motion.  The  time  limit 
for  such  action  has  expired,  FCC 
noted,  since  the  grant  (900  kc,  1 
kw,  day)  was  issued  last  March  6. 

The  Council  charged  that  Mr. 
Rivers  has  not  operated  his  WEAS 
Decatur  in  the  manner  he  told  FCC 
he  would,  and  that  there  is  a  "seri- 
ous question"  as  to  his  qualifica- 
tions to  operate  a  station  in  Sa- 
vannah. Mr.  Rivers  claimed  WEAS 
kept  FCC  informed  of  its  program 
policies,  has  gone  beyond  [its] 
promises"  with  respect  to  service 
to  Negro  listeners,  has  emphasized 
"race,  niral  [programs]  and  re- 
ligion," and  that  Mr.  Rivers  has 
made  clear  he  intends  to  "build  the 
same  type  of  public  service  in  Sa- 
vannah." 

FCC  said  its  study  of  the  Coun- 
cil's charges  and  Mr.  Rivers'  reply 
left  it  "unable  to  conclude  that  the 
facts  as  they  are  presently  known 
to  us  warrant  revocation  proceed- 
ings." However,  the  Commission 
said  in  a  letter  to  Mr.  Rivers: 

In  your  reply  to  the  [Council's]  pe- 
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tition  .  .  .  you  stated  that  WEAS 
regularly  carries  educational  and  dis- 
cussion prag-rams  and  you  set  forth 
the  time  when  such  prog-rams  are 
carried. 

Examination  of  material  submit- 
ted by  the  Savannah  Radio  Council 
indicates  that  the  programs  broad- 
cast at  the  specified  times  are  not 
discussion  or  educational  programs 
as  defined  by  the  Commission.  .  .  . 
Accordingly,  it  appears  that  the  vari- 
ous analyses  of  your  proposed  pro- 
gramming submitted  with  your  ap- 
plication [for  Savannah]  may  not 
have  been  prepared  in  strict  accord- 
ance with  the  Commission's  instruc- 
tions and  may  therefore  not  present 
a  correct  picture  of  your  proposed 
programming. 

In  view  of  the  above,  it  is  requested 
that  you  submit  with  your  application 
for  license  to  cover  construction  per- 
mit, or  prior  to  the  filing  thereof,  a 
program  schedule  of  a  proposed  typi- 
cal week  together  with  the  analyses 
thereof.  ...  In  view  of  the  fact  that 
you  have  stated  that  the  program- 
ming of  your  proposed  Savannah  sta- 
tion will  be  similar  to  the  present 
programming  of  WEAS,  it  is  also 
requested  that  you  submit  at  the 
same  time  the  program  logs  for  the 
following  days:  Jan.  17,  March  1, 
April  6,  May  12,  July  22,  Sept.  10, 
and  Oct.  9,  1949.. 

The  Savannah  Radio  Council  is 
composed  of  the  following  Savan- 
nah stations:  WCCP  WDAR-AM- 
FM  WFRP  WSAV-AM-FM  and 
WTOC-AM-FM. 

In  its  petition  for  reconsideration, 
filed  by  Marcus  Cohn  and  Samuel 
Miller  of  the  Washington  law  firm 
of  Cohn  &  Marks,  the  Council  con- 


AFRA  MEETING 

Opens  Aug.  10  in  Chicago 

THE  11th  annual  convention  of 
the  American  Federation  of  Radio 
Artists  will  be  held  in  Chicago 
Aug.  10-13,  at  the  Hotel  Sheraton. 
Delegates  from  32  locals  will  attend. 

Foremost  for  consideration,  it  is 
understood,  is  renewal  of  the  four 
major  network  contracts,  all  of 
which  expire  Oct.  31.  Particular 
attention  will  be  given  to  the  wages 
of  network  staff  announcers  in 
New  York,  Chicago,  Los  Angeles 
and  San  Francisco,  a  union  official 
predicted.  Network  fees  for  an- 
nouncers, he  said,  have  become  a 
minor  item  with  the  growing  use 
of  package  progi-ams;  and  network 
wages  have  not  kept  pace  with 
those  of  independent  stations  in 
these  cities,  he  said. 

Other  questions  of  prominence 
will  include  the  TVA-SAG  juris- 
dictional controversy,  the  exten- 
sion of  AFRA  jurisdiction  to  the 
recording  field  and  four  proposed 
amendments  to  the  AFRA  national 
constitution. 


tradicted  FCC's  ruling  that  it  lacks 
legal  standing. 

The  Council  also  questioned  the 
logic  and  legality  of  FCC's  decision 
in  that  it  "authorizes  Mr.  Rivers  to 
proceed  wth  construction  of  a  new 
standard  broadcast  station  at  Sa- 
vannah, Ga.,  but  raises  a  question 
as  to  whether  a  license  should  be 
issued  for  this  facility." 

Mr.  Rivers'  reply,  filed  by  Wash- 
ington Attorney  Philip  M.  Baker, 
characterized  the  Council's  petition 
as  marking  "the  fourth  time  that 
[the  Council]  has,  without  legal 
justification,  attempted  to  obstruct 
and  delay  the  construction"  of 
WJIV.  It  has  "also  attempted  to 
smear  the  reputation  of  Mr.  Rivers' 
station  at  Decatur  [WEAS]  but 
has  been  unsuccessful,"  the  brief 
asserted. 


AFRA  PROPOSALS 

Approaches  Recording  Firms 

CONTRACT  proposals  by  the 
American  Federation  of  Radio 
Artists  to  the  recording  companies 
some  weeks  ago  presage  a  cam- 
paign to  extend  AFRA's  jurisdic- 
tion to  the  recording  artist  field, 
it  was  learned  last  week. 

A  meeting  in  New  York  between 
union  officials  and  representatives 
of  the  major  recording  companies 
is  reported  as  having  been  one  of 
exploration  only.  A  reply  by  the 
recording  companies,  probably  in 
the  form  of  counter-proposals,  is 
expected  before  the  AFRA  national 
convention  in  Chicago,  Aug.  10-13. 


Arthur  Meyerhoff 

Arthur  Meyerhoff  arid  Co. 

Chicago,  Illinois 

Dear  Art: 

Here's  a  hot  tip!  Jest  seen  some 
figgers  on  th'  boss's  desk  thet  shore  make 
WCHS  a  good 
bet  fer  fellers 
like  you!  Th' 
Fedral  'Serve 
Bank  uv  Rich- 
mond sent  a 
report  on  th' 
fifth  district 
average  daily 
sales  index  fer 
May,  1950,  an' 
d  '  y  a  know 
what,  A  rtf 
IV est  Virgirvny 
was  WAY 
ahead  in  th' 
n  u  mb  e  r  uv 
points  gained 
over  May  uv 
las'  year!  Th' 
average  gain 
fer  th'  six 
states  in  th' 
district  w  u  s 
jest  three 
points,  but 
West  Virginny 
had  picked  up 
27  points  — 
nine  times  th' 
average  gain 
and  definitely 
th '  best  show- 
in'  in  th'  dis- 
trict! Nozv  thet 
should  let  you 
boys  knew  thet 
yer  missin'  snmpthin'  effen  yer  not 
steppin'  up  yer  radio  advertisin'  in  West 
Virginny,  and  remember — WCHS  is  th' 
number  one  West  Virginny  station! 

Yrs. 
Algy 


WCHS 
Charleston,  W.  Va. 
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McFarland  Bill 

(Continued  from  page  19) 

tion  supported  by  Sen.  McFarland. 
Comr.  Robert  F.  Jones,  who  has 
dissented  from  the  majority  of  his 
fellow  commissioners  on  certain 
provisions  of  the  bill,  may  also  be 
invited  to  testify. 

Spokesmen  said  the  hearings, 
temporarily  at  least,  will  be  at- 
tended by  as  many  of  the  full  com- 
mittee as  possible.  Rep.  Dwight  L. 
Rogers  (D-  Fla.)  is  expected  to  be 
acting  chairman  because  of  the  ill- 
nesses of  Reps.  George  Sadowski 
(D-Mich.),  an  avid  opponent  to 
S-1973,  and  A.  L.  Bulwinkle  (D- 
N.  C). 

By  mustering  a  formidable  seg- 
ment of  the  House  Commerce  com- 
mittee it  was  hoped  that  the  legis- 
lators, who  on  the  whole  have  only 
given  parttime  study  to  the  issues 
involved,  will  be  given  the  oppor- 
tunity to  become  familiar  with  the 
varied  proposals. 

Observers  on  Capitol  Hill  pointed 
out  that  while  Rep.  Rogers,  noted 
for  his  open-mindedness  on  legis- 
lation, has  voiced  a  desire  to  whip 
a  bill  into  shape  at  the  earliest 
possible  date,  he  has  given  but 
little  time  in  the  past  to  a  study 
of  radio  measures. 

For  this  reason,  in  addition  to 
the  prospect  of  a  number  of  other 
proposals  cropping  up  alongside 
consideration  of  the  McFarland  Bill, 
it  is  believed  the  hearings  may  con- 
sume an  unusual  length  of  time. 
Such  a  development  would  seem 
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to  work  against  quick  House  pas- 
sage of  radio  legislation  during 
the  remainder  of  this  Congressional 
session. 

The  factor  seen  in  forcing  hear- 
ings on  radio  legislation  at  this 
time  was  the  pressure  asserted  by 
the  Senate  a  fortnight  ago,  when 
the  upper  chamber  passed  the  Mc- 
Farland measure  as  an  amendment 
to  another  bill  and  designated  it 
for  joint  House-Senate  conference. 

The  House  elected  not  to  appoint 
conferees  but  instead  announced 
hearings  by  the  Commerce  com- 
mittee on  S-1973.  Chairman  Robert 
Grosser  (D-Ohio)  said  the  action 
was  taken  after  talks  with  the  FCC 
were  held.  , 
Passed  by  Senate 

The  modified  bill,  as  passed  bv 
the  Senate  but  which  will  not  be 
considered  by  the  House,  had  only 
minor  changes  from  the  original 
S-1973.  They  included  the  striking 
of  the  salary  provision  for  the  FCC 
Commissioners,  readjusting  the 
salary  limits  for  certain  key  per- 
sonnel, permitting  the  Commission- 
ers to  receive  payment  from  publi- 
cations for  technical  or  professional 
assistance  and  certain  changes  in 
job-jumping  bans. 

Issuance  of  the  committee  print 
of  FCC's  proposed  substitute  for 
the  McFarland  Bill  was  the  first 
official  release  of  the  document, 
which  was  described  in  detail  in 
Broadcasting  March  6  shortly 
after  it  was  submitted  by  the  Com- 
mission. 

It  represents  the  views  of  fi^'e  of 
the  seven  Commissioners.  Comr. 
Robert  F.  Jones  dissented  sharply 
on  the  question  of  the  FCC  staff's 
proper  role  in  Commission  affairs, 
while  Comr.  Rosel  H.  Hyde,  who 
was  attending  NARBA  conferences 
in  Havana  when  the  model  bill  was 
drafted,  did  not  take  part  in  its 
consideration. 

In  their  recommended  bill  the 
FCC  majoi'ity  proposed  a  number 
of  substantial  departures  from  the 
terms  of  the  McFarland  Bill, 
though  they  previously  had  been 
characterized  as  being  generally  in 
favor  of  most  of  the  McFarland 
measure. 

Consultation  Issue 

One  of  the  chief  points  of  differ- 
ence involved  the  question  of  Com- 
missioners consulting  with  staff 
members  about  contested  proceed- 
ings. The  majority  felt  tke  Mc- 
Farland Bill  would  cut  the  Com- 
mission off  "from  any  substantial 
assistance  by  members  of  the  staff," 
and  accordingly  provided  in  its  own 
draft  that  the  Commission  shall  be 
allowed  access  to  staff  "expertise" 
in  any  case  at  least  until  it  goes 
to  hearing. 

Comr.  Jones  contended  in  dissent 
that  "the  basic  change  made  by  the 
McFarland  Bill  would  be  to  require 
the  Commissioners  to  act  like 
judges,"  and  that  he  could  see  no 
reason  why  they  shouldn't  so  act 
in  quais-judicial  proceedings.  He 
contended  that  "behind-the-door 
consultation  with  the  staff"  is  not 
a  necessary  part  of  "substantial 
assistance"  from  the  staff. 

Other  highlights  of  FCC's  model 


NAB  District  Meetings 

Aug.  14-15:  Dist.  17,  Benjamin  Frank- 
lin Hotel,  Seattle. 

Aug.  21-22:  Dist.  15,  San  Carlos  Hotel, 
Monterey,  Calif. 

Aug.  24-25:  Dist.  16,  Roosevelt  Hotel, 
Hollywood. 

Sept.  7-8:  Dist.  13,  Plaza  Hotel.  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 
Glenwood  Springs,  Col. 

Sept.  14-15-:  Dist.  8,  Lincoln  Hotel, 
Indianapolis. 

Sept.  18-19:  Dist.  7,  Terrace  Plaza 
Hotel,  Cincinnati. 

Sept.  21-22:  Dist.  9,  Northernaire  Hotel, 
Three  Lakes,  Wis. 

Sept.  25-26:  Dist.  11,  St.  Paul  Hotel, 
St.  Paul. 

Sect.  28-29:  Dist.  10,  Chase  Hotel,  St. 
Louis. 

Aug.  18:  Arkansas  Associated  Press 
Broadcasters,   Hot  Springs,  Ark. 

Aug.  18:  Arkansas  Broadcasters  Assn. 
annual  mid-summer  meeting.  Jack 
Tar  Court  Hotel,  Hot  Springs. 

Aug.  28-30:  Canadian  Assn.  of  Broad- 
casters directors  meeting,  Jasper  Park 
Lodge,  Jasper,  Alta. 

Aug.  30-Sept.  2:  Western  Assn.  of 
Broadcasters,  Jasper  Park  Lodge,  Jas- 
per, Alta. 

Sept.  8-9:  West  Virginia  Broadcasters 
Assn.,  Greenbrier  Hotel,  White  Sul- 
phur Springs,  W.  Va. 

Sept.  9:  West  Virginia  AP  Radio  Assn., 
White  Sulphur  Springs. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition.  69th  Regiment 
Armory.  New  York. 


bill: 

Division  of  the  Commission  into 
panels  would  be  authorized  as  in  pres- 
ent law  though  the  Commission  said  it 
■did  not  now  plan  to  use  such  author- 
ity; reorganization  of  the  staff  into 
functional  units  (along  lines  provided 
in  McFarland  Bill  and  now  being  car- 
ried out  by  FCC)  would  be  required 
but  the  time  limit  would  be  12  months 
instead  of  the  McFarland  Bill's  60 
days;  the  McFarland  Bill's  deadline 
for  FCC  action  on  applications  would 
be  eliminated;  the  McFarland  Bill's 
proposal  to  drop  "double  jeopardy" 
provisions  of  existing  law's  anti-trust 
sections  would  be  omitted;  the  Mc- 
Farland Bill's  provision  of  a  "legal 
assistant"  for  each  Commissioner 
would  be  changed  to  specify  a  "pro- 
fessional assistant";  the  McFarland 
Bill's  proposal  for  a  radio  fraud  stat- 
ute would  be  enacted. 


RANKIN  BILL 

Aimed  at  Red  Sponsorshi|: 

LEGISLATION  which  would  re 
quire  Communist  or  Communist 
front  organizations  to  identif; 
themselves  as  sponsors  of  radio  oi 
television  broadcasts,  in  advance  o; 
such  programs,  was  thrown  int( 
the  House  hopper  last  Monday. 

The  bill  (HR  9271)  was  offeree 
by  Rep.  John  E.  Rankin  (D-Miss.) 
and  referred  to  the  House  Com- 
mittee on  Un-American  Activities 
which  has  held  lengthy  hearings 
on  similar  legislation  along  lines 
of  the  controversial  Mundt-Nixon-; 
Ferguson  -  Johnston  measure  (S 
2311).-  Despite  pressure  for  ac-' 
tion,  the  Senate  has  not  yet  taken' 
it  up  [Broadcasting,  July  10,  June 
26]. 

Rep.  Rankin's  proposal,  which  he 
sponsored  as  a  "Subversive  Activi- 
ties Control"  bill,  seeks  to  "protect 
the  American  home  front  against 
subversive  activities,  constituting 
a  part  of  the  world  Communist 
movement,  which  threatens  the  ex- 
istence of  free,  representative  self- 
government  in  the  United  States." 

Describing  "Communist  organi- 
zations" as  Communist  political  or 
Communist-front  groups,  the  Ran- 
kin bill  would  set  up  a  Subversive 
Activities  Control  Board  compris- 
ing three  members  to  be  named  by 
the  President.  The  board  would' 
cooperate  with  the  Attorney  Gen- 
eral's office  in  cases  where  any  or- 
ganization has  failed  to  register 
within  60  days. 

It  would  be  unlawful  for  such 
groups,  even  though  registered,  to 
"broadcast  or  cause  to  be  broadcast 
any  matter  over  any  radio  or  tele- 
vision station  .  .  .  unless  such  mat- 
ter is  preceded  by  the  following 
statement :  'The  following  program 

is  sponsored  by   ,  a 

Communist  organization." 

Similar  sections  are  contained  in 
the  Mundt  proposal,  which  has 
drawn  support  of  numerous  groups, 
including  the  American  Legion  and 
U.  S.  Chamber  of  Commerce,  in 
demands  for  immediate  passage. 

Within  the  past  fortnight.  Sen. 
Herbert  R.  O'Conor  (D-Md.),  a 
member  of  the  Senate  Judiciary 
Committee,  called  for  passage  of 
the  bill. 
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epting  the  scholarship  offered 
lecause  of  family  reverses.  His 
lather  had  died  when  he  was  five 
|ind  Mr.  Fulton  on  graduating 
ook  a  course  at  Richards  Business 
vollege,  to  more  quickly  fit  him  for 
job. 

During  his  business  course  he 
iccepted  odd  jobs  to  help  pay  his 
luition.     Anticipating  that  these 
jjobs  would  be  office  work,  he  was 
tuprised  to  find  that  the  best  and 
Jnost  consistent  of  his  assignments 
^was  lugging  plants  from  the  green- 
ri'iouses  to  a  florist  shop. 
'  In  August  of  1927  he  accepted 
|3mployment  with  Salsbury  &  Hill 
;{Insurance  Agency,  Savannah, 
ivhere  he  began  as  a  stenographer 
and  rose  to  office  manager.  His 
cenure  with  the  insurance  company 
(jasted  seven  years. 

His  interest  in  radio  began  while 
iivorking  with  the  Little  Theatre 
Ig-roup,  presenting  a  series  of 
>veekly  plays  over  WTOC  Savan- 
lah.  The  station  offered  Mr. 
Fulton  occasional  work  as  substi- 
,;ute  announcer  and  newscaster. 
'A.  regional  broadcasters'  conven- 
jtion  in  1935  brought  him  an  audi- 
tion with  WJTL  Atlanta,  and  the 
j;he  audition  resulted  in  a  fulltime 
jjlob.  He  stayed  with  WJTL  for 
three  months  and  then  went  to 
WGST  Atlanta  as  an  announcer, 
[n  1936  he  became  program  director 
for  the  station,  associate  manager 
-in  1943  and  was  named  general 
jmanager  in  1945. 

I  Does  Sportscasting 

'I  In  spite  of  his  managerial  duties 
''John  Fulton  has  maintained  his 
interest  in  sports  announcing. 
Last  year  he  broadcast  the  Louis- 
'iana  State  U.  games  over  a 
•^^Louisiana  network  for  the  Ethyl 
'Corp.  He  broadcast  the  Georgia 
Tech  games  for  10  years,  and  for 
rl5  years  of  consecutive  broadcast- 
ing of  the  Scottish  Rites  Crippled 
(Children's  football  game,  he  re- 
aceived  the  Atlanta  Constitution 
Ttrophy,  for  outstanding  service. 

News  events  of  major  interest 
jbroadcast  by  Mr.  Fulton,  were,  the 
^  first  direct  quote  of  Eddie  Ricken- 
jbacker  after  his  famous  Atlanta 
I  crash;  the  first  eyewitness  report 
of  the  disastrous  Winecoff  Hotel 
fire  in  Atlanta,  and  aiding  CBS 
coverage  of  the  death  of  Franklin 
Delano  Roosevelt. 

John  Fulton  feels  that  the  radio 
industry  has  been  very  good  to 
him  and  that  it  offers  great  op- 
portunitv  for  advancement  and 
gain.  He  is  impatient  with  the 
people  who  make  their  living  from 
radio  and  are  still  its  harshest 
critics.  The  industry  sells  itself " 
short,  he  says,  by  too  many  round 
table  discussions  on  "What's 
Wrong  with  Radio?"  rather  than 


by  building  up  its  good  points. 

Radio  should  sell  itself  on  cir- 
culation rather  than  audience  rat- 
ing, Mr.  Fulton  says,  and  BMB  or 
some  similar  circulation  rating 
should  be  the  yardstick.  He  is  a 
firm  believer  in  public  service  pro- 
grams in  which  the  station  par- 
ticipates in  production,  rather 
than  organizations  producing  their 
own  programs  without  supervision. 

Mr.  Fulton's  hobbies,  when  he 
can  find  time  to  indulge  them,  are 
swimming  and  golfing.  He  is  past 
president  of  the  Georgia  Assn.  of 
Broadcasters;  a  member  of  Sigma 
Delta  Chi  and  vice  president  of 
the  professional  chapter  at  Emory 
U.;  president  of  his  civic  club,  the 
Buckhead  Lions  Club;  a  member 
of  the  board  of  the  Variety  Club 
of  Atlanta;  Knight  Commander  of 
the  Court  of  Honor  of  the  Scottish 
Rite;  and  a  member  of  the  Radio 
Executives  Club  of  New  York. 

On  October  29,  1938,  John  Ful- 
ton married  the  former  Elizabeth 
Bodne.  They  have  one  son,  John 
Jr.,  7. 


LISTENING  UP 

Pulse  Survey  Shows 

RADIO  LISTENING  has  shown  a 
marked  increase  since  the  outbreak 
of  the  Korean  situation.  This  con- 
clusion was  borne  out  last  week  by 
an  analysis  of  Pulse  Inc.  ratings  by 
WOR  New  York  and  observations 
of  Arthur  C.  Nielsen,  president  of 
A.  C.  Nielsen  Co. 

The  WOR  report  showed  that 
listening  to  newscasts  of  the  four 
network  radio  stations  in  New 
York  increased  16%  following  out- 
break of  the  Korean  war. 

A  Nielsen  report  on  national 
radio  listening  for  early  July  high- 
lights a  sharp  reversal  in  the  pre- 
vious trend. 

"Radio  usage  for  the  entire  day 
now  is  higher  than  last  year,  in 
contrast  with  losses  earl'er  this 
year  between  5  and  10%,"  Mr. 
Nielsen  said.  "Nighttime  listening 
currently  is  on  a  par  with  the  year- 
ago  level,  whereas  during  the 
earlier  months  this  year  it  had 
been  off  10  to  15%. 

"Morning  and  afternoon  radio 
listening,  which  had  been  slightly 
below  the  1949  performance,  now 
is  up  about  5%.  As  expected,  the 
outstandin-j  increases  occurred  for 
news  programs." 

Pulse  ratings  for  15-minute 
newscasts  on  WOR  WCBS  WNBC 
and  WJZ,  all  New  York,  averaged 
3.2  in  June,  before  the  Korean  war, 
and  3.7  in  July,  after  war  began. 

The  WOR  analysis  pointed  out 
that  although  the  Korean  situation 
was  the  principal  factor  in  in- 
creased news  audiences,  it  was  not 
the  only  one.  Listening  to  WOR 
news  shows  throughout  the  first 
six  months  of  this  year  has  been 
greater  than  the  same  period  of 
1949,  the  station  said. 

WOR's  five-a-week  newscasts  had 
8.5%  more  audience  in  the  Janu- 
ary-June per'od  of  1950  than  in 
the  first  half  of  1949,  a  figure 
reached  by  taking  into  account  an 
average  rating  increase  of  5.3% 
plus  a  3.1%  growth  in  the  number 
of  radio  families. 


LANGER  BILL 

Senate  Group  Defeats  Again 

AN  ATTEMPT  to  bring  to  life  the 
Langer  Bill  to  ban  alcholic  bever- 
age advertising  in  interstate  com- 
merce was  defeated  last  Tuesday 
by  the  Senate  Interstate  &  Foreign 
Commerce  Committee.  The  vote 
was  close — 7  to  6 — with  the  "drys" 
coming  out  on  the  losing  end. 

This  was  the  second,  and  most 
likely  the  last,  committee  vote 
this  year  on  the  Langer  measure 
(S1847)  which  would  prohibit  beer, 
ale  and  wine  as  well  as  liquor  ad- 
vertising across  state  lines.  First 
committee  tally  was  taken  last 
April  when  the  Senate  group 
blocked  approval  of  the  measure 
in  an  executive  committee  meet- 
ing. The  vote  then  was  6-3. 
[Broadcasting,  April  17]. 

Sen.  Owen  Brewster  (R-Me.), 
a  member  of  the  committee,  said 
he  offered  the  motion  in  committee 
to  reconsider  the  bill  last  week 
because  the  record  was  not  "clear" 
as  to  the  full  committee's  desire 
on  the  proposed  legislation.  Last 
week's  vote  sounded  the  end,  at 
least  for  this  session  of  Congress, 
for  attempts  to  revive  the  ban. 

It  was  understood  that  pressure 
from  the  "dry"  block  in  Congress 
had  forced  the  issue  to  the  fore 
once  again.  While  decisive  enough 
as  a  vote,  the  April  tally  by  the 
committee  did  not  include  the  posi- 
tions of  four  committee  members. 
And  the  Brewster  motion  nearly 
succeeded  in  reversing  the  com- 
mittee's stand. 

The   Langer   proposal   had  set 


the  "drys"  and  the  "wets"  along 
battle  lines  with  the  advertising 
i  n  d  u  s  t  r  y — including  radio  and 
television  representatives — offering 
ammunition  against  the  bill.  Hear- 
ings were  held  last  January  before 
the  Senate  committee,  headed  by 
Sen.  Ed  C.  Johnson  (D-Col.). 

NAB  formally  stated  its  opposi- 
tion to  the  proposal  following  the 
hearings'  conclusion.  NAB  pointed 
out  it  did  not  condone  liquor  ad- 
vertising that  conflicted  with  the 
public  interest  but  added  its  own 
code  of  practices,  as  well  as  the 
codes  of  the  stations,  the  networks, 
and  the  government  were  adequate 
as  policing  measures.  The  bill, 
according  to  the  NAB,  would  in 
effect  "usurp"  the  function  of  the 
states  to  protect  their  citizens  from 
alcholic  beverages  if  they  so 
desire. 

FCC  had  made  it  plain  that  while 
S  1847  would  not  amend  the  Com- 
munications Act,  "adherence"  by 
station  licensees  to  the  bill's  pro- 
visions would  enter  into  deter- 
mination of  their  qualifications  as 
licensees  should  the  Langer  bill 
be  enacted. 


AFRA  Contracts 

LOS  ANGELES  members  of  the 
American  Federation  of  Radio  Art- 
ists have  approved  and  amended 
recommended  changes  in  union  na- 
tional contracts  with  networks  and 
advertising  agencies  in  an  attempt 
to  coordinate  demands  for  nresenta- 
tion  at  the  national  AFRA  conven- 
tion starting  Aug.  10  in  Chicago. 
Membership  further  voted  strong 
support  to  demands  of  netwoi'k 
staff  announcers  in  Los  Angeles. 


FIRST  in 

the  QUAD  CITIES 


In  Davenport,  Rock  Island,  Moline  and  East  Moline 
.  is  the  richest  concentration  of  diversified  industry  be- 
tween Chicago,  Minneapolis,  St.  Louis  and  Omaha.  The  Quad 
Cities  are  the  trading  center  for  a  prosperous  two-state  agricultural 
area.  Retail  sales,  total  buying  and  per  capita  income  rate  higher 
than  the  national  average,  according  to  Sales  Management. 


WOC-AM 


5,000  W. 
1420  Kc. 


WOC-FM 


47  Kw. 
103.7  Mc. 


woe  delivers  this  rich  market  to  NBC  Network,  national  spot 
and  local  advertisers  .  .  .  with  70  to  100%  BMB  penetration  in  the 
two-county  Quad  City  area  ...  10  to  100%  in  adjacent  counties. 


WOC-TV 


Channel  5 

22.9  Kw.  Video  •  12.5  Kw.  Audio 


On  the  Quad  Cities'  first  TV  station  NBC  Network  (non-inter- 
connected), local  and  film  programs  reach  over  14,000  Quad 
Cities'  sets  .  .  .  hundreds  more  in  a  75  air-mile  radius. 

Basic  NBC  Affiliate 
Col.  B.  J.  Palmer,  President 
Ernest  Sanders,  General  Manager 

DAVENPORT,  IOWA 
FREE  &  PETERS,  Inc. 
Exclusive  National  Representatives 


JOE  ADAMS 

REACHES  ALL 

NEGROES 

IN     LOS  ANGELES 
V         lAf  I  50°°  WATTS 

IV  W  W  L      CLEAR  CHANNEL 
LOS  ANGELES  -  SANTA  MONICA,  CALIF. 
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Electronics  Role 

(Continued  from  page  2U) 

provides  that  any  patent  filed  may 
be  used  upon  the  payment  of  a 
"reasonable  royalty." 

"There  is  no  need  for  the  govern- 
ment to  take  over  a  patent,  but 
technical  processes  that  support 
that  patent  may  not  be -furnished 
to  the  Patent  Office,  officials  said. 
"It  may  be  necessary  to  secure 
those  in  a  case  where,  of  course, 
the  equipment,  supplies,  or  com- 
ponent parts  that  are  needed  can- 
not be  prepared,  made  or  processed 
without  that  process." 

Commerce  Secretary  Charles 
Sawyer  told  the  committee  that 
the  copper  industry,  on  which 
radio  and  TV  manufacturers  de- 
pend for  a  good  supply,  has 
"greatly  increased  its  refining  and 
fabricating  capacity  since  the 
1939-'41  period  and  we  now  have' 
idle  capacity  which  could  be  put 
into  operation."  About  500,000  tons 
of  metal  out  of  1,500,000  available 
this  year  will  be  imported,  he 
added. 

Question  arose  during  hearings 
as  to  the  broadness  of  the  term 
"facilities"  over  which  the  Presi- 
dent would  exercise  power  of  requi- 
sition. Secretary  Sawyer  said  that 
would  include  "railroads,  bus  lines, 
automobiles  and  things  that  are 
useful  in  producing  materials."  He 
pointed  out  the  military  now  can 
take  over  plants  under  the  Selective 
Service  Act. 

Secretary  Sawyer  was  asked 
whether  the  House  bill  contained 
authority  for  dispersing  industry 
in  the  event  of  all-out  warfare, 


BASEBALL  AHENDANCE 

WBUD  Official  Refutes  Prick's  Blame  Of  Radio 


RhymalineTime.featuring  emcee 
David  Andrews,  pianist  Harry 
Jepks  and  KMBC-KFRM's  cele- 
brated Tune  Chasers,  is  one  of 
the  Heart  of  America's  favorite 


morning  broadcasts.  Heard  each 
weekday  morning  from  7:30  to 
8:15,  Rhymaline  Time  is  a  musi- 
cal-comedy program  that  pulls 
more  mail  than  any  other  current 
"Team"  feature. 

Satisfied  sponsors  have  includ- 
ed, among  others,  Katz  Drug 
Company,  Land -Sharp  Motors, 
Jones  Store,  and  Continental 
Pharmaceutical  Corp. 

Contact  us,  or  any  Free  &  Peters 
"Colonel"  for  availabilities! 


KMBC 

oi  Kansas  City 

KFRM 

for  Rural  Kartsas 


NUMEROUS  factors  may  account 
for  the  poor  attendance  at  minor 
league  baseball  parks  throughout 
the  country  but  radio  is  not  one 
of  them,  according  to  Harold  (Bus) 
Saidt,  sports  director  for  WBUD 
Trenton,  N.  J. 

Mr.  Saidt  made  this  observation 
in  a  statement  answering  Ford 
Frick,  president  of  the  National 
League  who  had  blamed  radio  as 
the  culprit — not  television.  The 
Frick  statement  had  appeared  in 
an  AP  feature  by  Gayle  Talbot. 

"Mr.  Frick  says  that  just  be- 
cause hundreds  of  radio  stations 
throughout  the  country  are  broad- 
casting major  league  baseball 
games  for  the  first  time,  local, 
minor  league  ball  is  suffering  at 
the  box  office,"  Mr.  Saidt  declared. 


and  said  he  felt  government  would 
not  direct  plans  to  disperse  con- 
trary to  their  own  best  interests 
and  against  their  will. 

He  told  the  committee  that  the 
Commerce  Dept.  had  worked  out 
a  program  between  the  Dept.  of 
Defense  and  General  Services  Ad- 
ministration for  making  available 
to  small  business  concerns  pro- 
curement requests  from  the  mili- 
tary services. 

A  Munitions  Board  supply  of- 
ficial told  the  Senate  Select  Com- 
mittee on  Small  Business  it  is 
cataloging  some  2,500,000  spare 
parts  items  with  specification 
covering  "the  whole  vast  field  of 
radar  and  electronics,  communica- 
tions equipment." 

Meanwhile,  President  Truman 
has  asked  Congress  for  a  fresh 
outlay  of  $600  million  for  the  Gen- 
eral Services  Administration  to  be 
used  for  stockpiling  of  strategic 
and  critical  materials.  Sum  in- 
cludes $6  million  for  reactivation 
of  aluminum  facilities.  This  re- 
quest supplements  $500  million  for 
the  program  sought  by  the  Presi- 
dent in  the  1951  budget. 

Record  Picture  Good 

While  the  government's  procure- 
ment program  certainly  will  have 
some  impact  on  manufacturers' 
civilian  supply  of  radio  and  tele- 
vision sets,  phonograph  record 
firms  may  rest  at  ease  at  present 
with  little  or  no  cutbacks  based 
on  current  supplies  of  shellac  and 
synthetic  materials. 

It  was  recalled  that  during 
World  War  II  record  manufac- 
turers were  hit  by  shortages  in 
shellac,  but  Commerce  Dept.  au- 
thorities felt  that  the  supply  is  ade- 
quate at  present.  It  was  conceded, 
however,  that  shortages  could  re- 
sult in  the  use  of  chemicals  in 
plastic  applications.  Output  of 
vinylite  records  presumably  would 
be  curtailed,  as  would  records 
using  vinyl  resin,  though  together 
they  comprise  only  a  minority  per- 
centage of  total  production. 


"Nowhere  has  it  ever  been  proved 
that  the  broadcasting  of  baseball 
by  radio  hurt  box  office  gates.  To 
the  contrary,  most  major  and 
minor  league  magnates  will  go  to 
any  lengths  to  get  their  games  on 
the  air.  And  the  same  can  be  said 
for  broadcasting  major  league 
baseball  in  minor  league  areas." 

Pointing  out  that  attendance  is 
down  at  the  major  league  parks, 
too,  and  that  all  kinds  of  sporting 
events  and  entertainment  media 
have  suffered,  Mr.  Saidt  said  he 
preferred  to  believe  that  this  loss 
in  gate  receipts  is  due  primarily 
to  "a  leveling  off  of  the  economic 
curve." 

"The  truth,"  he  said,  "is  that 
Mr.  Frick's  claims  are  entirely 
false.  Radio  broadcasting  built 
new  friends  for  the  game  and  gave 
it  its  greatest  boost.  It  long  has 
been  evident  that  radio  broadcast- 
ing develops  an  appetite  to  see 
baseball  live  while  television  sat- 
isfies the  appetite. 

"We  are  surprised  to  hear  Mr. 
Frick  say  that  listeners  are  getting 


too  much  baseball  because  'hun- 
dreds of  stations,  big  and  little 
have  hopped  on  the  band  wagor 
this  season  since  they  got  the 
green  light  from  Washington.'  Not 
being  averse  to  good  public  rela- 
tions himself,  surely  he  must 
realize  that  the  more  the  game  is 
broadcast,  written  about  and  dis- 
cussed, the  more  certainly  it  will 
continue  to  be  America's  No.  1 
pasttime." 


RED  RADIO  BAR 

Miss  Dick  Urges  Action 

ACTION  to  permit  broadcast  sta- 
tions to  bar  Communist  Party  use 
of  their  facilities  was  advocated 
by  Edith  Dick,  station  manager  of 
WWRL  Woodside,  N.  Y.,  in  a  letter 
to  Ralph  W.  Hardy,  NAB  director 
of  government  affairs. 

Noting  that  Section  315  of  the 
Communications  Act  requires  sta- 
tions to  give  equal  opportunities 
to  qualified  political  candidates. 
Miss  Dick  said:  "To  permit  Com- 
munist propagandists  to  hide  be- 
hind this  guarantee  and  use  radio 
to  spread  their  message  is  to  leave 
the  door  open  to  possible  eventual 
destruction  of  this  very  freedom 
of  which  they  take  advantage." 


KSFE  INJUNCTION 


Reed  Forbidden 
Employment 

PRELIMINARY  injunction  forbidding  emplojrment  of  Floyd  Kenyon 
Reed  by  KSFE  Needles,  Calif.,  has  been  issued  in  U.  S.  District  Court 
for  Southern  California,  pending  trial  of  a  government  suit  charging 
that  Oscar  Dale  Shelley  transferred  control  of  the  station  to  Mr.  Reed 
without  FCC  consent. 


Issuance  of  the  injunction  was 
announced  by  FCC  July  27  in  a 
public  notice — an  unusual  pro- 
cedure which  was  interpreted  as 
an  industry-wide  warning  in  the 
face  of  what  Commission  authori- 
ties fear  is  a  growing  number  of 
"unauthorized"  transfers. 

Meanwhile  it  was  reported  that 
an  interlocutory  injunction  had 
been  issued  against  KPAB  Laredo, 
Tex.,  in  another  case  involving 
charges  of  unauthorized  transfer 
[Broadcasting,  July  17]. 

KSFE,  authorized  in  1947  and 
assigned  1340  kc  with  250  w,  mean- 
while faces  an  FCC  license-renewal 
hearing  which  is  scheduled  for 
Aug.  14. 

Judge  Leon  R.  Yankwich  of  the 
Southern  California  court  speci- 
fically prohibited  Mr.  Shelley  from 
"having  any  further  KSFE  ar- 
rangements with  Mr.  Reed,"  ac- 
cording to  FCC,  but  provided  that 
Mr.  Shelley  may  employ  someone 
else  to  manage  the  station  under 
his  own  control — but  only  on  a 
straight  salary  basis  which  does 
not  provide  for  profit-sharing. 

The  government's  suit  against 
Messrs.  Shelley  and  Reed,  filed  at 
FCC's  request,  claims  Mr.  Shelley 
attempted  to  sell  KSFE  even  before 
the  station  was  licensed. 

In  an  alleged  contract  in  June 
1948,  the  government  claims,  Mr. 
Shelley  agreed  to  sell  the  station  to 
Mr,  Reed  for  $30,000.    This  was 


later  replaced  by  a  partnership 
agreement  between  the  two,  fol- 
lowed by  dissolution  of  the  partner- 
ship and,  subsequently,  an  applica- 
tion to  FCC  containing  a  contract 
in  which  Mr.  Shelley  and  his  wife 
agreed  to  sell  to  Mr.  Reed  for  $15,- 
000,  according  to  the  complaint. 
The  suit  charges  that  Mr.  Reed  as- 
sumed control  of  the  station  last 
Jan.  6. 

The  injunction  in  the  KPAB 
case  was  the  second  FCC  had 
sought  there,  the  first  having  been 
denied  when  the  U.  S.  District 
Court  for  Southern  Texas  held  that 
the  licensee  had  not  intentionally 
violated  FCC  rules  and  that  Mark 
Perkins,  sole  owner,  had  resumed 
control  [Broadcasting,  Feb.  27]. 

In  its  second  bid,  FCC  asked  for 
an  injunction  to  keep  the  station  off 
the  air  pending  disposition  of  a 
revocation  proceeding,  charging  Mr. 
Perkins  had  relinquished  control 
again,  that  "such  control  was 
assumed  or  discharged"  by  Allen  K. 
Tish,  and  that  KPAB  "has  ceased 
operation  without  FCC  consent." 


FOR  ' 
INCREASED    SPOT    ^"•'■"^'^^  ■ 
contact 

JOSEPH  HERSHEY  McGILLVRA.  INC: 

366  Mociison  Avenue,  New  York  ' 
Murroy  Hill  2-8755  , 
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OKLAHOMA'S  GREATEST 
STATION  FOR  ^5  YEARS 


Test"  Survey 

(Contiimed  from  page  15) 

l|ittee  has  been  apointed.    "I  am 
tisfied  that  the  job  is  in  far  more 
pable  hands  than  ours,"  he  said. 
Mr.  Breyer  observed  that  AAAA 
id  ANA  members  have  shown  in- 
ilnse  interest  in  the  controversy, 
e  noted  that  the  committee  has 
p-level  agency,  advertiser,  repre- 
ntative   and   broadcaster  repre- 
mtation,  in  addition  to  the  heads 
the  two  research  firms  around 
horn  the  discussion  centers. 
Text  of  Dr.  Roslow's  letter  to 
i,j[r.  Breyer,  dated  Aug.  3,  follows: 
j  Apparently  you  have  proceeded  in 
:|ils  Pulse-Hooper  San  Francisco  set- 
p  with  complete  disregard  to  my  let- 
i!r  of  July  14  and  10.  I  objected  to 
ne  committee  as  originally  set  forth 
I  your  advertisement,  and  insisted 
lat  the  committee  would  have  to  be 
cceptable  to  Pulse,  and,  of  course, 
[ooper  would  have  to  find  the  com- 
s^ittee  acceptable  also. 

I  have  been  given  no  opportunity  to 
Express  any  approval  in  this  situation, 
on  seem  to  confront  me  with  a  "fait 

f'  compli."  How  was  this  committee 
osen?  Did  they  volunteer?  I  be- 
^ve  that  the  proper  procedure  is  for 
on  to  meet  with  Hooper  and  myself 
n  New  York  and  to  review  the  pos- 
ible  suggestions  for  a  committee,  and 
Sien  invite  those  acceptable  to  us  to 
erve. 

Please  understand  that  I  do  not 
jiave  any  personal  feeling  about  the 
bur  men  mentioned  in  your  letter. 
jThe  issue  involves  procedure  and  the 
terms  of  my  acceptance.  First,  your 
|»riginally  proposed  committee  was  to 
nclude  a  Pulse  subscriber  and  a 
looper  subscriber.    I  don't  see  any 

hPulse  subscriber  in  this  list. 

I  Secondly,  by  research  people  I  mean 

Ej:ho8e  who  are  doing  radio  research 
tlay  by  day  as  their  job,  rather  than 
|:hose  who  use  the  end  product  of  radio 

liresearch. 

j  Sindlinger  Request 

Sindlinger  &  Co.,  Philadelphia 
iresearch  company  using  the  Radox 
electronic  technique,  has  asked  to 
enter  the  audience  rating  test  pro- 
l.posed  by  KJBS. 

j  In  a  letter  to  Mr.  Breyer,  Albert 
!E.  Sindlinger,  president  of  Sind- 
linger &  Co.,  suggested  it  is  time 

I  "every  research  system  is  checked 

I'for  the  good  of  the  many  heavy 
investments  involved  in  the  truth." 
Mr.  Sindlinger  proposed  that  the 
test  be  moved  from  San  Francisco 

(to  Philadelphia,  where  he  plans  to 


SELLS  VACATION 

Ford  Dealer  Buys  WDNC  Show 

WHEN  Frances  Jarman,  editor  of 
Women's  News  Letter  on  WDNC 
Durham,  N.  C,  was  making  plans 
for  her  vacation,  she  decided  there 
was  more  to  a  vacation  than  just 
going  some  place. 

Backing  up  her  decision.  Miss 
Jarman  sold  a  quarter  hour,  each 
day  of  her  vacation,  to  The  Alex- 
ander Motor  Co.,  Durham  Ford 
dealer,  and  she  is  presenting  on- 
the-spot  report  of  places  she  visits. 

Traveling  in  a  new  Ford  tudor 
through  six  Southern  states,  Miss 
Jarman's  reports  are  taped  and 
each  program  is  mailed  to  WDNC 
for  presentation  on  the  following 
day's  broadcast.  Commercials  are 
built  around  experiences  with  Ford 
driving  comfort. 

resume  operation  of  surveys  using 
the  Radox  method  (see  page  62). 

"Since  Hooper,  Pulse  and  Nielsen 
all  operate  here,"  he  said,  "we  sug- 
gest that  the  locale  of  the  test  be 
moved  from  San  Francisco  to  Phila- 
delphia. Since  Nielsen  has  already 
offered  you  his  cooperation  and  has 
testified  in  our  suit  that  he  has  21 
Audimeter  homes  in  Philadelphia, 
we  think  we  are  in  order  in  asking 
him  to  permit  us  to  connect  Radox 
to  the  radio  and  television  sets  in 
his  21  Audimeter  homes. 

"Likewise  we  will  permit  Niel- 
sen to  connect  any  number  of  Audi- 
meters  to  sets  within  Radox  homes. 
At  the  end  of  each  day  we  will  re- 
port in  a  sealed  envelope  the  radio 
and  television  activity  of  these  21 
homes  (11  should  be  TV  homes  as 
Philadelphia  now  has  52%  TV 
ownership)  to  a  selected  committee. 

"The  committee  can  then  hold  the 
Radox  data  for  the  four  to  eight 
weeks  necessary  for  Nielsen  to  de- 
code and  tabulate  his  tapes.  In 
order  that  the  check  of  the  ac- 
curacy of  the  two  systems  can  be 
made,  we  suggest  that  it  be  con- 
tinued for  at  least  six  months  to 
determine  the  working  tolerance  of 
each  system.  We  think  this  test  is 
imperative  because  the  ANA  re- 
port in  Our  opinion  is  based  on 
incomplete  and  inadequate  data." 

Mr.  Breyer  continued  to  receive 
calls  and  letters  from  all  facets 
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of  the  industry.  E.  L.  Deckinger, 
research  director  of  Blow  Co.,  New 
York,  described  the  test  idea  as 
"splendid."  "I  don't  know  but  that 
both  services  might  be  of  great 
use  .  .  .  because  of  different  kinds 
of  information  that  can  be  turned 
up  from  both,"  he  wrote. 

H.  D.  Cayford,  of  Beaumont  & 
Hohman  Adv.,  San  Francisco,  said: 
"whichever  method  of  audience  de- 
termination is  proved  to  be  the 
most  accurate,  you  will  have  per- 
formed a  service  to  everyone  in 
the  field  of  advertising.  Radio  on 
the  whole  is  to  be  congratulated  for 
seeing  fit  to  take  this  problem  upon 
its  own  shoulders." 

Mary  Ellen  Ryan,  Raymond  R. 
Morgan  Co.,  Hollywood,  said:  ".  .  . 
may  we  echo  with  a  most  fervent 
amen." 

Two  research  firms  offered  to 
serve  as  impartial  conductors  of 
the  actual  clinical  work  involved 
in  the  project. 

Kenneth  Fink,  director  of  Prince- 
ton Research  Service,  Princeton, 
N.  J.,  volunteered  his  firm's  serv- 
ices as  "umpire  behind  the  plate." 
He  added  that  the  firm  is  "not  in- 
terested in  entering  the  radio  re- 
search business  in  the  foreseeable 
future." 

Mervin  D.  Field,  head  of  Mervin 
D.  Field  &  Assoc.,  San  Francisco, 
said  his  firm  obviously  would  do 
an  impartial  job  despite  its  San 
Francisco  locale.  He  explained  the 
firm  does  a  general  research  busi- 
ness but  has  on  occasion  provided 
special  broadcast  service  for  cli- 
ents. 


KiCA  COMMAND 


Landis  Succeeds  McAlister 

DeWITT  LANDIS,  principal  own- 
er of  KICA  Clovis,  N.  M.,  last 
Tuesday  became  active  manager  of 
the  station,  succeeding  R.  B.  Mc- 
Alister,  who  as- 
sumed manager- 
ship of  KGGM  Al- 
buquerque, N.  M., 
on  that  date.  Mr. 
McAlister  had 
been  manager  and 
minority  owner 
of  KICA  since 
June  1,  1943. 
Prior  to  that  he 
was  associated 
with  Mr.  Landis 
at  KFYO  Lubbock,  Tex. 

Mr.  Landis  returns  to  active 
management  of  KICA  after  a 
year's  lapse.  He  resigned  as  man- 
ager of  KFYO  in  1949  after  over 
13  years  as  head  of  the  station.  A 
radio  veteran  of  21  years,  he  is 
associated  with  0.  L.  (Ted)  Taylor 
at  KRGV  Weslaco,  Tex.,  and 
KANS  Wichita,  Kan. 


Mr.  Landis 


Arkansas  Meet 

ANNUAL  mid-summer  meeting  of 
the  Arkansas  Broadcasters  Assn. 
will  be  held  Aug.  18  at  Hot  Springs. 
Reservations  should  be  made  at  the 
Jack  Tar  Court  Hotel,  according 
to  Ted  Rand,  ABA  secretary-treas- 
urer. 


Reaching 
More  People 
At 

Lower  Cost 


The  1946  Broadcast  Measurement 
Bureau  Study  gave  KVOO  a  total  of 
347,450  daytime  and  378,520  night- 
time families. 


The  1949  BMB  Station  Audience  Re- 
port showed  increased  KVOO  cover- 
age as  follows:  daytime  BMB  fam- 
ilies, 411,380;  nighttime,  455,920. 


With  no  increase  in  rates  since  1946 
these  increased  KVOO  BMB  families 
mean  Increased  coverage  at  lower 
cost  per  family. 


An  added  factor  of  great  importance 
is  that  64%  of  KVOO  BMB  families 
report  6  and  7  day  per  week  listing 
to  Oklahoma's  greatest  Station! 


This  important  bonus  comes  to  ad- 
vertisers as  a  direct  result  of  KVOO's 
25  years  of  dominance  in  Oklaho- 
ma's number  one  market. 


See  your  nearest  Edward  Petry  & 
Company  office  or  call,  wire  or  write 
KVOO  direct  for  availabilities. 

NBC  AFFILIATE 
50,000  Watts 
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BASEBALL  BOOK     •     •  • 

WDNC-FM  Durham,  N.  C,  offers 
free  baseball  booklet  to  listeners 
to  afternoon  Major  League  base- 
ball games  broadcast  by  Liberty 
Network.  Booklet,  sent  free  of 
charge  to  those  writing  for  it,  con- 
tains 80  pages  and  has  space  for 
scoring  65  games,  plus  variety  of 
information  of  interest  to  baseball 
fans.  Booklet  was  prepared  by 
Zenith  Radio  Corp. 

CASE  HISTORIES        •    •  • 

WSTC  Stamford,  Conn.  Let's  Live. 
Actual  case  histories  of  accident 
victims  in  various  stages  of  recup- 
eration are  recorded  by  station. 
History  of  traffic,  swimming  and 
other  fatalities  traced  step-by- 
step  by  police  officers,  lifeguards 
and  emergency  ward  doctors.  Tips 
on  how  listeners  can  avoid  similar 
mishaps  given. 

COSMETIC  SALES       •    •  • 

KYW  Philadelphia's  latest  promo- 
tion is  single  sheet  with  text  illus- 
trated by  pictures.  Story  is  told 
of  pleased  cosmetics  manufacturer 
whose  investment  in  KYW  with 
sample  offer  paid  off.  Data  is  in- 
cluded on  Philadelphia  market. 

NEWS  PROMINENCE        •  • 

KALL  Salt  Lake  City  sends  trade 
folder  featuring  picture  of  crowd 
in  front  of  Salt  Lake  Tribune 
building  watching  for  latest  bulle- 
tins on  Korean  crisis.  Reprint  of 
story  in  paper  urging  readers  to 


SOFT  DRINKS'- 


programs  p^optjon 


premiums 


LANG-WORTH 

FEATURE  PROGRAMS.  Inc. 
113  W.  57th  ST..  NEW  YORK  19,  N.  Y. 

yetwork  Calibre  Program  at  Horal  hatm  Cost 


listen  to  KALL  newscasts  included. 
Inside  of  folder  runs  more  pa- 
per clippings  with  pictures  and  ra- 
dio biographies  of  leading  KALL 
news  commentators.  Coverage  map 
and  news  availabilities  set  forth  on 
back. 

FOUR-PART  SERIES  •  •  • 
WMON  Montgomery,  W.  Va.,  in- 
augurates four-part  series  aiming 
to  correlate  problems  arising  from 
current  hostilities  with  regional  au- 
dience. Called  Korea  and  You,  se- 
ries includes  round-table  discus- 
sions by  local  authorities  on  hoard- 
ing and  shortages,  recruiting  and 
draft,  outlook  for  industry  and  ci- 
vilian defense  measures.  Series 
is  public  service,  running  15  min- 
utes weekly. 

GOLF  TOURNEY         •   O  • 

KSTP-AM-TV  Minneapolis  and 
State  Professional  Golf  Assn.  offer 
free  instruction  to  children  under 
14  years  of  age.  All  youths  attend- 
ing at  least  four  of  eight  offered 
sessions  eligible  to  enter  play-off. 
Cut-down  clubs  and  practice  balls 
furnished.  Tournament  divided  in- 
to age  groups  with  prizes  awarded. 
Promotion  in  charge  of  Jack  Hor- 
ner, sports  director. 

KECA-TV  DATA        O     •  • 

KECA-TV  Hollywood  distributing 
to  trade  new  KECA-TV  Informa- 
tion Manual.  Booklet  contains  in- 
formation on  station's  facilities, 
specifications  for  service  announce- 
ments, time  signals,  weather  re- 
ports, title  cards,  slide  Teleparen- 
cies  (rear  screen  projection),  film, 
coverage  map  of  outlet,  newest  rate 
card  and  other  pertinent  informa- 
tion. 

EMPHASIS  •   •  • 

WNAX  Yankton-Sioux  City,  7n- 
quiring  Farm  Reporter.  During 
programs  of  Farm  Safety  Week, 
Reporter  George  B.  German  was 
enroute  to  farm  to  make  tran- 
scribed interview  on  subject  "Dan- 
gers of  Falls  in  the  Farmyard." 
Forced  by  rain  into  another  farm, 
Mr.  German  slipped  and  broke  his 
ankle.  Interview  was  cut  in  doc- 
tor's office  with  members  of  farm- 
er's family  participating. 

WEEKLY  REMOTES    •    •  • 

WTMJ-TV  Milwaukee,  TV  Visits, 
Sun.,  4:30-5:30  p.m.  Highlighting 
places  of  interest  in  and  around 
Milwaukee,  station  will  telecast  av- 
iation demonstrations,  air  shows, 
regattas,  interviews  with  persons 
arriving  and  departing  at  airfield, 
conversations  between  control  tow- 
er and  planes  at  Billy  Mitchell 
Field.  Series  directed  by  George 
Marr,  special  events  director. 

MIKE  TALKS  O     •  • 

KNBC  San  Francisco  sends  trade 
promotion  piece  featuring  picture 
of   KNBC   microphone   on  cover. 


Beaming  out  from  it  are  words, 
"Bigger — Busier — More  Economi- 
cal." Similar  miqrophone  inside 
leads  to  BMB  statistics  supporting 
contentions  on  cover. 


★  ★★★★★★★★★ 


HORN-BLOWING  by  an  operatic 
star,  James  Melton,  begins  each  of  a 
special  series  of  safe-driving  station 
breaks  over  WNBC  New  York.  The 
horns  are  from  Mr.  Melton's  collec- 
tion of  antique  automobiles.  Theme 
of  the  spots  is  that  driving  conditions 
have  changed  since  the  cars  using 
such  horns  were  in  vogue,  and  modern 
drivers  in  fast  automobiles  should 
drive  carefully.  Mr.  Melton  soon  will 
start  The  Melton  Museum  Music  Hall, 
15-minute  series  woven  around  his 
collection,  on  WNBC. 

★  ★★★★★■!!r*-i!r* 

EYEWITNESS  •    •  • 

WARD  Johnstown,  Pa.,  aired  in- 
terview with  Bob  Nimnio,  former 
employe  recently  returned  from 
civilian  radio  disc  jockey  work  in 
Korea.  Mr.  Nimmo  spoke  of  Ko- 
rea's background,  environment,  be- 
liefs and  compared  life  there  to 
ours.  Aim  of  interview  was  to 
present  idea  of  type  of  people  and 
terrain  on  which  UN  troups  are 
fighting. 

IOWA  BARN  DANCE  9  •  • 
WHO  Des  Moines  sends  colorful 
brochure  to  trade  concerning  its 


Iowa  Barn  Dance  Frolic,  Sat.,  8:30- 
10:15  p.m.  Picture  of  entire  group 
adorns  cover,  and  other  pages  are 
filled  with  pictures  and  descriptions 
of  separate  talent  units. 

LIVE  INDIANS  •   •  • 

KTHT  Houston,  Tex.,  promoted  its 
Tues.,  Thurs.  7  p.m.  airings  of 
Straight  Arrow,  MBS  feature,  by 
taking  advantage  of  visit  of  three 
Indians  to  Weingarten's  Store  #16. 
Indians  were  there  in  conjunction 
with  introduction  of  Straight  Ar- 
row Indian  equipment.  Youthful 
fans  of  radio  show  thronged  store, 
and  interviews  with  Indians  and 
children  were  aired  by  KTHT.' 

ANTI-HIATUS  •   •  • 

CKCW  Moncton,  N.  B.,  conducting 
full-scale  anti-summer  hiatus  cam- 
paign. Folder  lining  up  promo- 
tional activities  of  station,  plus 
facts  on  high  listenership  and 
quality  progi-amming  during  sum- 
mer, sent  to  trade.  Back  of  folder 
shows  picture  of  station's  symbol, 
lobster,  explaining  he  doesn't  know 
meaning  of  word,  "Hiatus."  CKCW 
held  lobster  parties  for  trade  in 
Toronto  and  Montreal  at  which  bibs 
bearing  lobster  and  station's  identi- 
fication were  distributed. 

WEIGHT  LIFTER         •    •  • 

WBUD  Morrisville,  Pa.,  aired  pres- 
entation of  trophy  to  Jack  Walsh 
as  new  World's  Champion  Weight 
Lifter.  Event  was  climax  of  sta- 
tion's consistent  coverage  of 
Strongman's  feats.  Mr.  Walsh 
buys  time  on  WBUD  weekly,  and 
other  sponsors  air  features  on 
him. 

ANNIVERSARY  AIRED    •  # 

WAAM  (TV)  Baltimore.  Special 
show  July  30,  4:15-4:30  p.m.  com- 
memorated 175th  anniversary  of 
founding  of  Chaplains  Corps  of 
U.  S.  Army.  Representatives  of 
three  major  faiths  demonstrated 
their  procedures  for  field  services 
and  setting  up  altars.  Show  was 
telecast  before  special  backdrop. 
Arrangements  were  made  by  Her- 
bert B.  Cahan,  program  manager 
WAAM,  and  show's  production  and 
direction  were  handled  by  Paul 
Kane. 


Shows  with  a  Hollywood  heritage  *   Member  N-A-B- 
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m  CHARGED 


Discrimination  Cited 
In  WRBL  Petition 

)|[ARGE  that  WGBA-AM-FM  Columbus,  Ga.,  and  the  Columbus 
Mger-Enqidrer  interests  are  misrepresenting  their  ownership  status 
Ithe  public  and  discriminating  against  other  Columbus  stations  are 
•  iLde  in  a  petition  filed  Thursday  with  the  FCC  by  Robert  L.  Irwin 
'Dow,  Lohnes  &  Albertson  repre-     ^  .  


-iting  WRBL  Columbus,  Ga. 
A  similar  petition  is  to  be  filed 
ijortly  with  the  Federal  Trade 
ilmmission,  citing  alleged  viola- 
ins  of  the  Clayton  antitrust  law. 
IGBA  is  applicant  to  increase  day- 
AM  power  from  1  to  5  kw. 
isting  stockholders  of  Georgia- 
jl  a  b  a  m  a  Broadcasting  Corp. 
iv'GBA-AM-FM)  along  with  those 
]  R.  W.  Page  Corp.  which  is  de- 
ribed  as  owning  all  outstanding 
pck  of  The  Ledger-Enquirer  Co., 
'|e  WRLB  petition  charges  WGBA 
kd  WGBA-FM  are  "frequently 
jisrepresented"  as  "The  Ledger- 
jnquirer  Stations."  Exhibits  are 
kached  which  are  designed  to  sup- 
Irt  this  contention. 
iThe  Ledger-Enquirer  discontin- 
lid  listings  of  WRBL  and  WDAK 
:!  I  Iambus  in  June  1949,  the  WRBL 
'tition  states,  demanding  that  sta- 
bns  pay  to  have  their  logs  printed. 
FrBL  and  WDAK  have  refused  to 
'ky  for  listings  but  the  logs  of 
tCBA  and  WGBA-FM  still  ap- 
ear,  it  is  charged. 

r 

j  Paid  Advertising 

'  WRBL  claims  that  the  WGBA 
stings  appeared  as  paid  advertis- 
ng  until  last  autumn,  but  since 
aat  time  have  not  been  so  desig- 
iated.  NBC  and  CBS  listings  are 
irinted  though  they  do  not  check 
'  ith  the  schedules  of  WRBL  (CBS) 
pd  WDAK  (NBC),  the  petition 
barges. 

In  addition  WRBL  claims  that 
fie  Ledger-Enquirer  prints  The 
iayonet,  publication  edited  by  per- 
Onnel  of  Fort  Benning,  Ga.,  but 
ists  only  WGBA  station  logs.  The 
ewspapers  are  declared  to  retain 
;icome  from  all  Bayonet  adver- 
.sing. 

WRBL  points  out  that  it  started 
weekly    publication    in  which 
VRBL  and  WDAK  logs  are  printed, 
dding   that   the   WGBA  station 
jiVnership  refuses  to  supply  logs. 

WRBL  contends  the  newspapers 
md  the  stations  do  not  actually 
irade  radio  time  for  newspaper 
(pace  "in  such  a  manner  as  would 
e  offered  other  stations  in  Colum- 
ns" and  contends  the  stations  use 
nore  space  in  the  newspapers  at 
prevailing  rates  "than  the  news- 
tapers  use  radio  time  on  WGBA 
llnd  WGBA-FM  at  prevailing 
j-ates."  In  some  cases  the  stations 
lave  not  paid  the  newspapers  for 
iiuch  difference  in  value  of  adver- 
'iising  used,  it  is  claimed, 
i  The  Ledger-Enquirer  Co.  is 
i'harged  with  refusing  to  publish 
without  charge  the  program  list- 
Tigs  of  WRBL  and  WDAK  "in  vio- 
ation  of  representation  made  by 
he  officers  and  directors  of  said 
iompany  to  the  FCC."  Refusal  to 
^st  WRBL  and  WDAK  programs 
;and  "discrimination"  in  advertising 
:'ates  made  available  to  WGBA  and 
■^'^GBA-FM  are  described  as  violat- 
ing Section  5  of  the  Federal  Trade 


Commission  Act.  The  rate  charges 
also  are  declared  to  violate  Section 
2  of  the  Clayton  Act. 

Finally  it  is  charged  that  prac- 
t  i  c  e  s  of  the  newspapers  and 
WGBA-AM-FM  "show  and  consti- 
tute an  attempt  ...  to  restrain  com- 
petition and  to  secure  a  monopoly 
in  the  communications  and  news 
field  in  Columbus,  Ga." 

Affidavits  carry  the  signatures  of 
J.  W.  Woodruff,  president,  and  J. 
W.  Woodruff  Jr.,  executive  and 
commercial  manager  of  WRBL. 


IOWA  MERGER 

Cary-Hill  Agency  Formed 

MERGER  of  R.  H.  Gary  Inc.,  and 
the  James  L.  Hill  Co.,  both  Des 
Moines  advertising  agencies,  to 
form  Cary-Hill  Inc.,  has  been  an- 
nounced by  the  two  firms.  Staffs 
and  personnel  of  both  firms  will 
comprise  the  new  company,  it  was 
stated. 

Executive  appointments  were  an- 
nounced as  follows:  James  L.  Hill, 
president;  Robert  H.  Gary  II,  vice 
president;  Grace  Purvis,  business 
manager;  George  Moret,  copy  di- 
rector; Michael  V.  McCarthy  Jr., 
radio  and  TV  director;  Oscar  Spar- 
land,  art  and  production  director, 
and  Geraldine  Allen,  space  and 
timebuyer. 

R.  H.  Gary  Inc.  was  organized 
in  1940  by  the  late  R.  H.  Gary  who 
previously  had  been  a  vice  presi- 
dent and  acount  executive  with  the 
former  Coolidge  Advertising  Co., 
Des  Moines.  The  James  L.  Hill  Co. 
was  organized  in  1948  by  James  L. 
Hill  who  formerly  was  an  advertis- 
ing agency  account  executive. 
Cary-Hill  headquarters  are  located 
at  908-910  Liberty  Building,  Des 
Moines. 


ZIV  PROGRAMS 

4  Take  Lombardo,  Menjous 

THE  Frederic  W.  Ziv  Co.  last  week 
announced  that  its  Guy  Lombardo 
Show  has  been  renewed  by  the 
Lafayette  Brewing  Co.,  Lafayette, 
Ind.,  over  WASD  Lafayette  for  52 
weeks;  and  added  over  WDWS 
Champaign,  111.,  for  52  weeks. 
Admiral  Television  has  bought  the 
same  program  over  WJHP  Jack- 
sonville, Fla.,  for  52  weeks.  Stein's 
Movieland  Furs  has  taken  it  for  52 
weeks  over  WILK  Wilkes-Barre. 

Debus  Baking  Co.,  Hastings, 
Neb.,  will  sponsor  Ziv's  Meet  the 
Menjous,  starring  Adolph  Menjou 
and  Veree  Teasdale,  for  52  weeks 
over  four  Nebraska  stations : 
KHAS  Hastings,  KMMJ  Grand 
Island,  KBRL  McCook  and  KODY 
North  Platte, 


Mr.  Standart  (-1)  and  Mr.  Hainey 
discuss  the  new  WBRD  operation. 


WBRD  OPENS 

Outlet  Takes  Air  Aug.  5 

WBRD  Fort  Lauderdale,  Fla., 
owned  and  operated  by  the  Broward 
Broadcasting  Co.,  began  operation 
Saturday  (Aug.  5)  with  programs 
scheduled  according  to  "a  previ- 
ously conducted  poll  to  determine 
just  what  the  public  wants  to  hear 
and  when." 

Licensed  for  250  w  on  1580  kc, 
WBRD's  general  manager  is  Robert 
Standart,  previously  with  WTVJ 
(TV)  Miami,  WFTL  and  WGOR- 
FM  Fort  Lauderdale  and  with 
WBAY  Coral  Gables,  Fla.  Other 
personnel  include  Frank  Hainey, 
program  manager;  Sue  Hainey, 
music  and  traffic  director;  Bert 
Wills,  news  editor;  Jack  Miller, 
chief  engineer. 


NARSR  DIRECTORY 

Lists  Firms  With  Stations 

SECOND  annual  directory  of  Na- 
tional Assn.  of  Radio  Station 
Representatives  members  and  the 
radio  and  television  stations  they 
represent  was  published  last  week. 
The  directory  lists  the  15  member 
firms  of  NARSR,  the  493  U.  S. 
and  62  Canadian  radio  stations 
they  repi'esent  and  the  71  TV  sta- 
tions represented  by  13  of  the 
companies. 

Members  of  NARSR  representing 
both  radio  and  television  stations 
are  -Avery-Knodel  Inc.,  John  Blair 
&  Co.  (Blair  TV  Inc.),  The  Boiling 
Co.,  The  Branham  Co.,  Free  &  Pet- 
ers Inc.,  Headley-Reed  Co.,  George 
P.  Hollingbery  Co.,  The  Katz  Agen- 
cy Inc.,  Robert  Meeker  Assoc.  Inc., 
Edward  Petry  &  Co.,  Paul  H. 
Raymer  Co.,  Weed  &  Co.  and  Adam 
J.  Young  Jr.  Inc.  (Adam  Young 
Television  Inc.).  Two  other 
NARSR  members  represent  radio 
only — Everett-McKinney  Inc.  and 
RA-Tel  Representatives  Inc. 


Sen.  Johnson  Named 

SEN.  LYNDON  B.  JOHNSON  (D- 
Tex.)  July  28  was  named  chairman 
of  the  Senate  Armed  Services 
"watchdog"  subcommittee  to  main- 
tain a  check  over  the  rearmament 
program  and  military  activities. 
His  wife,  Claudia,  owns  KTBC 
Austin,  Tex. 


KPRC 

FIRST  station  in 

HOUSTON 

and  still  first!* 


*'City  Hooper  Reports 
Oct.  '49  —  Feb.  '50 


To  sell  Houston 
and  the  great 
Gulf  Coast  Area 


FIRST  in  the  S outh' s 
First  Market 


950  KILOCYCLES  •  5000  WATTS 


NBC  and  TQN  on  the  Gulf  Coost 
Jack  Harris,  General  Manager 

Represented  Nationally- by 
Edward  Petry  &  Co. 
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to  subscribers 
*He  1950 

BROADCASTING 
MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

".  .  .  the  most  valuable  tool 
for  radio-tv  time  buying  in 
years." 


Out  August  T4,  Part  II  of 
your  regular  BROADCAST- 
ING, the  '50  MARKETBOOK 
will  have  gl]  the  essential 
facts  and  spot  rate  figures 
for  buying/selling  AM,  FM, 
TV  time.  Three-color,  25"  x 
35"  radio-tv  map  included 
in  this  212-page  book. 

SELLS  SEPARATELY 
FOR  $1.00 


SPECIAL  OFFER  TO 
NEW  SUBSCRIBERS 


For  a  limited  time  a  regular  $7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 


Broadcasting  •  Telecasting 

870  NATIONAL  PRESS  BLDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
52  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

□  $7  enclosed      □  please  bill 


NAME 


COMPANY 


STREET 


CITY 


ZONE  STATE 


CBS  Promotion 

(Continued  from  page  21) 

promotion  kit  a  number  of  sug- 
gested scripts  for  use  on  such  local 
programs. 

All  facets  of  the  promotion  cam- 
paign are  based  on  the  theme, 
"This  is  CBS— The  Stars'  Address." 

Some  80  CBS  affiliated  stations 
were  represented  at  last  week's 
meetings  in  New  York.  Those  in 
attendance  included: 

Val  Lawrence,  KROD  El  Paso,  Tex.; 
Cody  Pfanstiehl,  WTOP  Washington; 
W.  Prewitt  Lackey,  WPAD  Paducah, 
Ky.;  Ross  McPherson,  WGR  Buffalo; 
Howard  Rempes,  WKBN  Youngstown, 
Ohio;  Joel  W.  Stovell,  WKRC  Cincin- 
nati; Tony  Moe,  WCCO  Minneapolis; 
Aileen  Gilmore,  WHIG  Greensboro, 
N.  C;  Earl  W.  Winger,  WDOD  Chat- 
tanooga, Tenn.;  Austin  A.  Harrison, 
KSWM  Joplin,  Mo.;  Jack  Cooper, 
KTTS  Springfield,  Mo.;  Pearson 
Ward,  KTTS  Springfield,  Mo. 

Prank  B.  Estes,  WKNE  Keene, 
N.  H.;  Sam  H.  Bennett,  KMBC  Kan- 
sas City,  Mo.;  John  Phillips,  WTAD 
Quincy,  111.;  Prank  Reardon,  KBOW 
Butte,  Mont.;  George  D.  Coleman, 
WGBI  Scranton,  Pa.;  John  B.  Brown- 
ing, WSPB  Sarasota,  Pla.;  Dwight  J. 
Bruce,  WTOC  Savannah,  Ga.;  P.  C. 
Sowell,  WLAC  Nashville;  Jack  Stone, 
WRVA  Richmond,  Va.;  Charles  B.  H. 
Vaill,  WEEI  Boston;  Gerald  Harrison, 
Robert  Donahue  and  Paul  Peltier, 
WMAS  Springfield,  M-ass. 

Jane  Dalton,  WSPA  Spartanburg, 
S.  C;  Richard  W.  Hughes,  WHAS 
Louisville;  Robert  Covington,  WBT 
Charlotte,  N.  C;  Roy  Wooten,  WREC 
Memphis;  Gunnar  O.  Wiig  and  H.  L. 
Hart,  WHEC  Rochester,  N.  Y.;  David 
Kimble,  WBBM  Chicago;  J.  P.  Baker, 
WTRY  Troy,  N.  Y.;  C.  Wallace  Mar- 
tin, WMSC  Columbia,  S.  C;  Robert  R. 
Nelson,  WARD  Johnstown,  Pa.;  Harry 
C.  Burwell,  WMBS  Uniontown,  Pa. 

Walter  A.  Sweitzer,  WSBT  South 
Bend,  Ind.;  Secrest  Williams,  WADC 
Akron;  Robert  Wilson,  WADC  Akron; 
James  Gismondi,  WMBS  Uniontown, 
Pa.;  Roger  O.  Van  Duzer,  WMBR 
Jacl^sonville,  Pla.;  W.  V.  Hutt,  KLRA 
Little  Rock,  Ark.;  Robert  Tompkins, 
WWL  New  Orleans;  L.  W.  Milbourne 
and  Robert  M.  Richmond,  WCAO  Bal- 
timore; E.  R.  McCloskey,  WNBF  Bing- 
hamton,  N.  Y.;  Walter  B.  Haase, 
WDRC  Hartford,  Conn.;  Leo  P.  Cole, 
WMT  Cedar  Rapids,  Iowa. 

Elliot  Warren,  WEOA  Evansville, 
Ind.;  Ken  Marsden,  CPRB  Toronto; 
Ron  Litteral,  KLYN  Amarillo,  Tex.; 
A.  L.  Pierce,  KWPT  Wichita  Palls, 
Tex.;  Hendrick  H.  Soule,  WPBL  Syra- 
cuse, N.  Y.;  H.  K.  Brennen,  WJAS 
Pittsburgh;  Jack  Buckheit,  WJAS 
Pittsburgh;  P.  E.  Busby,  WKRG  Mo- 
bile, Ala.;  Robert  Pryor,  WCAU 
Philadelphia;  Ellen  Crilby,  KOTA 
Rapid  City,  S.  D.;  Donald  W.  Thorn- 
burgh,  WCAU  Philadelphia;  J.  H. 
Cornell,  WBBM  Chicago. 

Robert  G.  Patt,  WCBS  New  York; 
Arnold  G.  Schoen  Jr.,  WPRO  Provi- 
dence, R.  I.;  E.  P.  Shurick,  CBS,  New 
York;  Nathan  W.  Cook,  WIBX  Utica, 
N.  Y.;  J.  W.  Woodruff  Jr.  and  B.  Ed 
Johnson,  WRBL  Columbus,  Ga.;  J.  T. 
Gelder,  WCHS  Charleston,  W.  Va.; 
Allan  Young,  WIBW  Topeka,  Kan.; 
Mary  Pran  Hoban,  KSJB  Jamestown, 
N.  D.;  Gerald  P.  Boyd,  WPAY  Ports- 
mouth, Ohio;  S.  H.  McGovern,  KSO 
Des  Moines,  Iowa;  J.  M.  Ryder  and 
Robert  Hokzer,  WBRY  Waterbury, 
Conn. 

J.  M.  Higgins,  WTHI  Terre  Haute, 
Ind.;  G.  W.  Grignon,  WISN  Milwau- 
kee; Carl  George,  WGAR  Cleveland; 
William   P.   Malo,   WDRC  Hartford, 


Conn.;  V.  C.  Diehm,  WHOL  Allentown, 
Pa.;  K.  R.  Giddens,  WKRG  Mobile, 
Ala.;  Kingsley  H.  Murphy,  KSO  Des 
Moines;  Humboldt  J.  Greig,  WHUM 
Reading,  Pa. 

Paul  E.  Reynolds  and  Benton  B. 
Boggs,  WDBJ  Roanoke,  Va.;  Jerome 
R.  Reeves,  WBNS  Columbus,  Ohio; 
Pearl  Baum,  WCSC  Charleston,  S.  C; 
Irving  Tutsell,  WENT  Gloversville, 
N.  Y.;  C.  W.  Doebler,  KMOX  St. 
Louis;  Hugh  M.  Smith,  WCOV  Mont- 
gomery, Ala.;  W.  H.  Journay,  WPEA 
Manchester,  N.  H.;  Marvin  Hult, 
WMBD  Peoria,  111.;  Julius  Glass, 
WGAR  Cleveland. 


SET  VOLUME 

To  Remain  Steady — Galvin 

PRODUCTION  of  Motorola  radio 
and  TV  receivers  will  continue  at 
"a  very  high  level"  for  many 
months,  in  the  opinion  of  Paul  V. 
Galvin,  president  of  Motorola  Inc. 

Despite  the  Korean  war,  Mr. 
Galvin  said,  speaking  before  the 
New  York  Society  of  Security  An- 
alysts, he  anticipates  that  produc- 
tion volume  will  remain  steady 
"through  the  holiday  season." 

Comparing  the  $10  billion  to  $20 
billion  expenditure  anticipated  for 
the  Korean  war  with  the  country's 
annual  turnover  of  approximately 
$250  billion,  he  foresaw  a  propor- 
tionately small  effect  on  the  na- 
tional economy. 

Morever,  Mr.  Galvin  said  that 
World  War  II  showed  more  than 
seven  months  were  required  for 
electronics  to  convert  fully  to  war, 
and  so  far  the  government  has 
"barely  begun  to  take  the  first  ini- 
tial steps." 

Motorola,  he  continued,  for  years 
has  been  concerned  with  develop- 
ing highly  advanced  electronic  de- 
vices for  defense  use.  "When  we  are 
called  upon  for  greater  effort  along 
these  lines,  you  may  be  sure  our 
response  will  be  unhesitating,"  he 
added. 


Orders  WKNK  Election 

NLRB  July  28  directed  an  election 
at  WKNK  Muskegon,  Mich.,  among 
radio  engineers  and  technicians. 
IBEW  (Radio  Broadcast  Techni- 
cians and  Engineers  Local  1295) 
claims  jurisdiction.  WKNK  is 
owned  and  operated  by  Nicholas 
W.  Kuris,  and  operates  fulltime  on 
1600  kc  with  1  kw. 


EQUAL  TIME 

Asked  in  Press,  Radio 

A  NEW  YORK  congressman  last 
Wednesday  called  for  equal  radio 
time  for  "all  candidates  and  as- 
pirants to  election  to  public  office." 
Rep.  Edwin  Arthur  Hall,  a  Repub- 
lican, offered  his  views  in  the  form 
of  a  House  resolution  (H.  Res.  745). 

The  congressman  said  remarks 
and  statements  made  by  "certain 
candidates  for  public  office  are 
sometimes  accorded  more  space  and 
attention  in  newspaper  columns 
and  radio  programs  than  those  of 
other  candidates  for  the  same  of- 
fice." Rep.  Hall  told  Broadcasting 
that  he  was  considering  drafting 
legislation,  "if  necessary,"  to  im- 
plement his  demand. 

Section  .315  of  the  Communica- 
tions Act,  entitled  "Facilities  for 
Candidates  for  Public  Office"  states 
that  a  licensee  shall  afford  any 
qualified  candidate  for  public  office 
equal  facilities  to  that  permitted 
other  candidates  for  the  office.  It 
also  provides  that  "no  obligation  is 
hereby  imposed  upon  any  licensee 
to  allow  the  use  of  its  station  by 
any  such  candidate." 

Rep.  Hall  admitted  he  was  not 
familiar  with  this  provision  but 
said  he  had  knowledge  of  certain 
stations  which  "apparently  do  not 
comply."  He  did  not  identify  the 
sations. 

The  resolution  follows: 

WHEREAS  it  has  been  known  to 
happen  that  remarks  and  statements 
of  certain  candidates  for  public  office 
are  sometimes  accorded  more  space 
and  attention  in  newspaper  columns 
and  radio  programs  than  those  of 
other  candidates  for  the  same  office, 

AND  WHEREAS  all  aspirants  for 
public  office  under  our  American  sys- 
tem should  be  afforded  equal  oppor- 
tunity to  express  themselves  in  run- 
ning for  office, 

AND  WHEREAS  in  order  to  carry 
out  the  precepts  of  our  Constitution 
it  is  necessary  that  the  people  be 
fully  informed  about  the  public  posi- 
tion and  platform  of  every  candidate 
by  his  own  statements, 

AND  WHEREAS  the  principal  me- 
dia of  personal  presentation  to  the 
voting  public  is  thru  the  press  and 
radio,  BE  IT  RESOLVED  ...  the 
House  hereby  express  its  avowed  de- 
termination to  see  that  all  candidates 
and  aspirants  to  election  to  public 
office  be  given  fair  and  equal  space  in 
columns  of  public  print  and  afforded 
equal  time  over  the  airwaves. 


THE  LARGEST  LISTENER  MAIL 
IN  WLS  HISTORY! 


(see  front  cover) 


CHICAGO  7 


Clear  Channel  Home  of  the  national  Bam  Dance 
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allied  arts 


ROBERT  S.  TAPLEXGER  &  ASSOC. 
Inc.,  X.  Y.,  public  relations,  form 
special  publicity  and  promotion 
department  for  national  TV  programs. 

bEECH-NUT  PACKING  CO.,  N.  Y., 

ilrenews  contract  with  Storecast  Corp. 
-bf  America,  N.  Y.,  for  another  26 
:*«-eek  cycle  of  spot  announcements  in 
•JStorecast's    Southern    New  England 

and    Pittsburgh    areas.  Agency: 

jKenyon  &  Eckhardt,  N.  Y. 

EACIFIC  REGIONAL  Network,  Holly- 
ood,  appoints  Ford  &  Harshberger, 
.  A,,  to  handle  promotion  and  ad- 
pcertising. 

HERB  FUTRAN,  editorial  director 
■  e  National  Home  Institute,  Chi- 
--.go,  resigns  to  establish  freelance 
Krriting  and  production  business.  Will 
kervice  radiorTV. 

CATHOLIC  BROADCASTING  SERV- 
ICE, Long  Island  City,  N.  Y.,  an- 
hounces  availability  of  talks  by  noted 
Catholics.  Recordings  on  long  play- 
ing discs  are  priced  at  S3. 

^•ATIONAL  TELEVISION  DIREC- 
TORY, Chicago,  plans  to  open  fourth 
office  in  Cleveland  shortly.  JOHI^ 
EARL  NAYLOR  Jr.  in  Cleveland  mak- 
ing plans  for  opening. 

BERNARD  C.  DEMARES,  commercial 
photographer  and  sales  executive  for 
TV  motion  pictures  and  spot  commer- 

;cials,  to  Films  for  Industry,  N.  Y.,  on 

^TV  sales  promotion  staff. 

'U.  of  ILLINOIS,  Urbana-Champaign, 
Ijforms  Division  of  Communications  di- 
rected by  \\TLBUR  SCHRAMM,  dean 
lof  division.  ROBERT  B.  HUDSON, 
[former  director  of  education  and  opin- 


IBBM  Station  Report 

BUREAU  OF  BROADCAST 
MEASUREMENT,  Toronto,  has 
released  a  specimen  of  its  new  sta- 
tion report  to  be  issued  soon  for  all 
Canadian  member  stations,  based 
on  a  survey  made  in  March  1950. 
Report  features  total  radio  homes 
in  1949  for  each  county,  census 
sub-division,  city  or  town,  total 
weekly  listening  audience,  day  and 
night,  and  audience  with  percent- 
age of  radio  homes,  day  and  night 
coverage,  for  6-7  times  per  week, 
3-5  times  per  week,  and  1-2  times 
per  week.  Definitions  and  ex- 
planations are  printed  on  the  re- 
j verse  side  of  the  station  report. 


YOUNG  LADY 

Leading  station  representative 
has  opening  in  its  Chicago  office 
for  a  woman  of  solid  experience 
and  wide  background.  One  who 
knows  radio  either  from  a  selling 
or  buying  viewpoint.  One  who  has 
tact,  intelligence,  and  likes  to  sell 
and  work  in  pleasant  suroundings. 
Write 

BOX  998F,  BROADCASTING 


ion  broadcasting  CBS,  FREDERICK 
S.    SIEBERT   and    QUINCY  HOWE, 

CBS  news  analyst,  among  committee 
members. 

ALVIN  W.  TURETSKY,  production 
supervisor  Al  Terry  Radio  Produc- 
tions, Bridgeport,  Conn.,  resigns  to 
join  office  of  Commissioner  of  W?l- 
fare.  State  of  Connecticut. 

GERALD  B.  GOODMAN,  free  lance 
radio  and  TV  writer,  to  TV-Programs 
Inc.,  N.  Y.,  as  head  of  new  program 
development  and  with  publicity  de- 
partment. 

BERNARD  L  MILLER  closes  B.  I. 
Miller  &  Co.,  Chicago  package  firm, 
to  go  into  newspaper  work.  JACK 
PITMAN,  executive  producer,  tempor- 
arily free-lancing  in  Chicago. 


DANIEL  KESSLER,  Stuart  Loucheim 
Co.  Phila.  distributor,  to  Columbia 
Records,  N.  Y.,  as  popular  record 
specialist. 

HARRIS  B.  KORT  to  production  man- 
ager and  assistant  to  Fred  Henneke, 
plant  superintendent  Insuline  Corp.  of 
America. 

TONE  PRODUCTS  Corp.,  N.  Y.,  an- 
nounces addition  of  new  Model  1.56 
(Model  256  U.  L.  approved)  de  luxe, 
three-speed  phonograph. 

SAM  TOUR  &  Co.  Inc.,  N.  Y.,  releases 
brochure  All  Under  One  Roof,  empha- 
sizing necessity  of  technology,  engi- 
neering, research  in  present-day 
commerce. 


'Teckntcal  • 


LeROY  BIGOS  to  NBC  Chicago  re- 
cording engineering. 

CLEM  IRELAND,  U.  of  Saskatchewan 
electrical  engineering  graduate,  to 
transmitter  staff  CBK  Watrous,  for 
summer  relief. 

WILFRED  C.  PRATHER  promoted  to 
technical  director  in  TV  engineering 
NBC  Chicago. 

LEO  RYMARZ,  technician  WWJ-TV 
Detroit,  father  of  boy,  Roger  John, 
July  12. 

RAY  MACKLA.Y,  commercial  navy  and 
marine  operator,  to  CBI  Sydney,  as 
station  operator. 

DON  BRIENEN,  chief  engineer  WBSC 
Hartsville,  S.  C,  father  of  boy,  Donald 
Steven,  July  22. 

RCA  Engineering  Products  Dept.  re- 
leases removable  intermediate  lens  for 
extending  magnification  range  elec- 
tron microscopy  as  accessory  for  all 
EMU-Type  RCA  electron  m.ieroscopes. 

GENERAL  ELECTRIC  Co.  announces 
new  television  sync  lock  unit  (type 
TV-30-A)  for  handling  remote  pic- 
ture signals  like  local  studio  produc- 
tion. 

PHILCO  Corp.,  industrial  division, 
designs  new  type  shelter  for  micro- 
wave repeater  stations,  to  protect 
microwave  antennas  from  the  ele- 
ments. Shelters  will  accommodate 
primary  and  stand-by  repeaters  or 
terminals   and   other  equipment. 


rUB£  DEPARTMENT 

RADIO  CORPORATION  of  AMERICA^ 
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KTXN  LICENSE 

FCC  Rescinds  Revocation 

REVOCATION  of  license  of 
KTXN  Austin,  Tex.,  ordered  by 
FCC  in  May,  has  been  rescinded  by 
the  Commission  in  an  order  recog- 
nizing that  the  owners  of  the  sta- 
tion had  regained  full  control  of  the 
operation. 

Finding  that  the  action  of  the 
KTXN  stockholders  in  faUing  to 
pi'omptly  report  a  management  con- 
tract with  Edward  C.  James  "does 
not  appear  to  have  been  willful 
or  in  bad  faith,"  the  FCC  ruled 
to  set  aside  its  revocation  based  on 
this  situation  [Broadcasting,  May 
29].  KTXN  is  assigned  1  kw  day- 
time on  1370  kc. 

The  Commission  noted  that  the 
station  in  all  other  matters  has 
been  accurate  in  its  representations 
and  that  the  KTXN  "contracting 
parties  voluntarily  rescinded  and 
repudiated  the  contract  after  con- 
sultation with  counsel." 


m  0 


SPLIT  FREQUENCY 

FCC  Denies  KSPI  WNOW  Bid 

PETITIONS  of  WNOW  York,  Pa., 
and  KSPI  Stillwater,  Okla.,  for 
waiver  of  FCC  rules  to  allow  split 
frequency  operation  has  been  de- 
nied by  the  Commission  in  a  mem- 
orandum opinion  and  order.  FCC 
found  such  operations  would  violate 
sound  allocation  principles  and  be 
inefficient  use  of  the  facilities  in- 
volved. 

WNOW  requested  1240  kc  with 
250  w  at  night  in  addition  to  its 
presently  assigned  1  kw  daytime 
on  1230  kc.  KSPI,  assigned  250  w 
daytime  on  780  kc,  requested  use 
also  of  500  w  nighttime  on  790 
kc,  directional.  Both  stations  held 
their  local  communities  lacked 
primary  nighttime  service.  The 
Commission  explained  about  1,400 
cities  in  the  U.  S.  have  no  local 
service  while  about  370  or  26.4% 
of  these  are  sei"ved  by  daytime  or 
limited  time  stations  only.  Hence 
FCC  found  the  Stillwater  and  York 
applications  not  to  present  isolated 
cases  of  "unusual  need  which 
might  justify  a  serious  departure 
from  the  rules." 


fCC  actions 


JULY  28  to  AUGUST  3 

CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-eflfective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.-visual 

STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 


July  31  Decisions  .  .  . 

BY    THE  SECRETARY 

WFTC  Kinston,  N.  C.  —  Granted 
license  install  new  trans. 

Philco  Corp.,  Philadelphia — Granted 
CP  for  new  Exp.  TV  station,  KG2XCV. 

WGAL-TV  Lancaster,  Pa.  —  Granted 
license  for  new  TV  station;  ERP  vis. 
277  w,  aur.  245  w. 

Renewal  of  licenses  for  following 
remote  pickups  granted  on  regular 
basis:  Interstate  Radio  Inc.,  Area  Mos- 
cow, Ida.,  KA-401b;  Emporia  Bcstg.  Co., 
area  Emporia,  Kan.,  KA-7313;  Corning 
Leader  Inc.,  area  Elmira  and  Elmira, 
KA-5285,  KEA-875;  Billy  Averitte 
Laurie.  Area  Jacksonville,  Tex.,  KA- 
7314;  Eugene  P.  O'Fallon  Inc.,  Area 
Denver,  Ka-5369,  KA-5670;  Hirsch 
Bcstg.  Co.,  Area  Cape  Girardeau,  Mo., 
KA-12.9y,  The  Hampden-Hampshire 
Corp.  Area  Holyoke,  Mass.,  KA-5499; 
Granite  Dist.  Radio  Bcstg.  Co;  Area  Salt 
Lake  City,  KA-7298;  Northern  Col. 
Bcstg.  Co.,  Area  Ft.  Collins,  Col.,  KA- 
5317. 

Renewals  of  following  remote  pickups 
extended  on  temp,  basis:  Racine  Bcstg. 
Corp.,  Area  Racine,  and  Racine,  Wis., 
KA-5552,  KSA-945. 

KALG  Aiamogordo,  N.  M. — Granted 
license  new  AM  station;  1230  kc,  250 
w,  unl. 

WPRA  Mayaguez,  P.  R. — Granted  ex- 
tension of  completion  date  to  8-19-50, 
cond. 

KISS  San  Antonio,  Tex. — Granted  ex- 
tension of  completion  date  to  2-1-50. 

Renewals  for  following  remote 
pickups  of  CBS  granted  on  regular 
basis  to  Nov.  1.  1952:  KA-4695,  Area 
Chicago;  KA-4700,  KA-4701,  KA-4702, 
KA-4774,  KA-4886,  KA-4887,  Area  New 
York. 

Renewals  for  following  remote 
pickups  granted  on  regular  basis  to 
Aug.  1,  1953:  Tucson  Bcstg.  Co.  Area 
Tucson,  Ariz.,  KA-3530:  Air  Waves 
Inc.,  Area  Baton  Rouge,  La.,  KA-2115; 
Eastern  Carolina  Bcstg.  Co.  Inc.  Area 
Goldsboro,  N.  C.  KA-2693:  Richland 
Inc.,  Area  Mansfield,  Ohio.  KA-3347; 
Truett  Kimzey,  Area  Greenville,  Tex. 
KA-2440  KKC-584:  The  Western  Conn. 
Bcstg.  Co.  Area  Stamford,  Conn.  KA- 
7290,  KA-7289;  The  Scioto  Bcstg,  Co. 
Area  Portsmouth,  Ohio,  KA-7288;  The 
Journal  Co.,  Area  Wausau,  Wis..  KA- 
3046. 

July  31  Applications  .  .  . 

ACCEPTED   FOR  FILING 
License  for  CP 


KOEL  Oelwein,  la. — License  for  CP 
new  AM  station. 

Modiflcatlon  of  CP 

WSGW  Saginaw,  Mich.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

Mod.  CP  new  FM  station  for  ex- 
tension of  completion  date:  KSBR 
San  Bruno,  Calif,;  KXEL-FM  Water- 
loo, la.,  KWKH-FM  Shreveport,  La. 

WNAC-TV  Boston.— Mod.  CP  new  TV 
station  for  extension  of  completion  date 
from  9-1-50  to  12-1-50. 

APPLICATIONS  RETURNED 
KOKO   La  Junta,   Col.— RETURNED 
request  for  license  renewal  AM  station. 

KNBH(TV)  Los  Angeles  —  RE- 
TURNED July  21  application  for  license 
to  cover  CP  new  commercial  TV  sta- 
tion. 

Ohio  State  U.,  Columbus,  Ohio — RE- 
TURNED July  19  application  for  new 
noncommercial  TV  station.  Channel 
request  noncompllant  with  rules. 

August  1  Decisions  ... 

WITA  San  Juan,  P.  R.— Granted 
temporary  extension  of  license  to 
Dec.  1. 

WNAG  Grenada,  Miss. — Same. 

WKJG  Fort  Wayne,  Ind.— Granted 
petition  of  WKJG  requesting  Com- 
mission to  enlarge  issues  in  proceeding 
in  Matter  of  Petition  of  WSPD  to 
designate  for  hearing  application  of 
WKJG  for  mod  CP  and  issue  in  Com- 
mission's order  of  Oct.  27,  1948,  desig- 
nating this  matter  for  hearing  was 
amended  to  read:  "To  determine 
whether  operation  of  proposed  sta- 
tion at  Fort  Wayne,  Ind.  WKJG  under 
original  CP  would  involve  objection- 
able interference  with  WSPD  Toledo, 
Ohio,  and  whether  operation  of  WKJG 
under  modification  application  as  re- 
flected by  proof  of  performance  sub- 
mitted to  Commission  on  or  about  Aug. 
1949,  would  involve  increase  of  inter- 
ference, if  any,  with  WSPD  Toledo, 
and,  if  so,  nature  and  extent  thereof, 
areas  and  populations  affected  thereby, 
and  availability  of  other  broadcast 
service  to  such  areas  and  populations." 

ACTIONS   ON  MOTIONS 
BY  COMMISSIONER  JONES 
George  R.  Winston,  Cisco,  Tex.  — 

Granted  request  to  dismiss  with  preju- 
dice application. 

Coston-Tompkins  Bcstg.  Co.  and  Gla- 
cus  C.  Merrill,  Ironton,  Ohio — Granted 
petition  of  Coston-Tompkins  to  dismiss 
and  removed  from  hearing  docket  on 
Commission's  own  motion,  application 
of  Glacus  C.  Merrill. 

FCC  General  Counsel  —  Granted  ex- 
tention  to  Aug.  15  in  which  to  file  ex- 
ceptions to  initial  decision  re  applica- 
tions of  WKAP  and  WSCR. 

Western  Bcstg.  Assoc.,  Modesto,  Calif. 
— Granted  petition  insofar  as  it  requests 
leave  to  amend  and  remove  from  hear- 
ing application  to  specify  710  kc  1  kw. 
unl  DA,  in  lieu  of  daytime  operation 
only  on  same  frequency.  Insofar  as 
petition  requests  grant  without  further 
hearing,  it  was  dismissed. 

El  Dorado  Bcstg.  Co.,  El  Dorado,  Ark. 
— Granted  petition  to  dismiss  without 
prejudice  application. 

WHOL  AUentown,  Pa.  —  Granted 
leave  to  amend  application  so  as  to 
show  changes  in  corporate  officers,  etc. 

BY  EXAMINER  LEO  RESNICK 
WMIE,  Miami,  Fla.  —  Ordered  that 
hearing  in  matter  of  assignment  of  CP 
of  WMIE  to  Sun  Coast  Bcstg.  Corp. 
shall  reconvene  July  31  in  Washington, 
for  sole  purpose  of  affording  counsel  for 
Sun  Coast  opportunity  to  offer  in  evi- 
dence depositions  of  certain  witnesses 
for  Sun  Coast. 

BY  EXAMINER  FANNEY  N.  LITVIN 
KSVC  Richfield,  Utah— Granted  con- 


tinuance of  hearing  from  Aug.  7  to  Oct. 
9  at  Richfield,  Utah,  in  re  application 
for  renewal  of  license. 

BY  EXAMINER  BASIL  P.  COOPER 
WAWZ  Zarephath,  N.  J.  and  WAMS 
Wilmington,  Del. — Granted  petition  of 
WAWZ  to  amend  application  by  delet- 
ing therefrom  all  reference  to  proposed 
changes  in  daytime  ant.  system  so  that 
station  operating  as  proposed  in  amend- 
ed application  will  retain  present  2  ele- 
ment DA  for  daytime  use  and  modify 
only  nighttime  operation  of  WAWZ; 
granted  petition  of  WAMS  for  leave  to 
amend  application  by  reducing  by  22 
ft.  height  of  tower  3  of  present  WAMS 
directional  array  so  that  said  tower  will 
be  same  height  as  other  three  towers 
in  array.  Both  applications  were  re- 
moved from  hearing  docket  and  re- 
turned to  processing  line  for  further 
study;  dismissed  as  moot  petition  of 
WAWZ  for  continuance  of  hearing. 

BY  EXAMINER  LEO  RESNICK 
Tul'e  Bcstg.  Co.,  Tulia,  Tex. — Granted 
continuance  of  hearing  presently  sched- 
uled for  Aug.  1,  to  Sept.  5. 

August  1  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 

Mod.  CP  new  AM  station  to  change 
frequency,  increase  power  etc.  for  ex- 
tension of  completion  date:  KGEM 
Boise,  Ida.;  KSTT  Davenport.  la.; 
WNEW  New  York;  KROW  Oakland, 
Calif.:  KAFY  Bakersfield,  Calif. 

WEIR  Weirton,  W.  Va.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

WABA  AquadiUa,  P.  R.— Mod.  CP 
new  AM  station  for  extension  of  com- 
pletion date  from  Aug.  2,  to  30  days 
after  WKVM  relinquishes  1230  kc. 

AM— 1240  kc 
WMNB  Melbourne,  Fla.— CP  AM  sta- 
tion to  change  from  1050  kc  250  w  D 
to  1270  kc  250  w-D  100  w-N  AMENDED 
to  request  1240  kc  250  w  unl. 

AM— 1450  kc 

David  M.  Baltimore,  Scranton,  Pa.— 
CP  new  AM  station  1400  kc  250  w  unl. 
AMENDED  to  request  1450  kc  and 
change  from  contingent  on  WARM  re- 
linquishing 1400  kc  to  contingent  on 
WILK  relinquishing  1450  kc. 

Capital  City  Bcstg.  Co.  Inc.,  Menom- 
onie,  Wis. — CP  new  AM  station  1450  kc 
250  w  unl.  AMENDED  to  change  to 
1360  kc  500  w  unl. 

License  Renewal 
WPCF  Panama  City,  Fla.  —  Request 
for  license  renewal  (resubmitted). 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  KMAR  Bakers- 
field,  Calif.:  WJBC-FM  Bloomington, 
111.;  KWBW-FM  Hutchinson,  Kan.; 
KUOM-FM  Minneapolis. 

TENDERED  FOR  FILING 
WLOW  Portsmouth,  Va. — Mod.  license 
to  change  studio  location  from  Ports- 
mouth. Va.,  to  105  Brooke  Ave.,  Nor- 
folk, Va. 

APPLICATION  DISMISSED 
KCIJ  Shreveport,  La.  —  RETURNED 
request  for  SSA  on  980  kc  1  kw  from 
local  sunset  July  25  to  local  sunrise 

(Continued  on  page  79) 
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Used  By  More  Radio  Stations  Than  All 
Other  Professional  Tape  Recorders 
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JANSKY  &  BAILEY 

Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santo  Cruz,  Cal. 

Member  AFCCE* 


A  iS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.         Dl.  1319 

WASHINGTON,  D.  C. 
PORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
Notional  7757 


RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
Notional  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


RUSSELL   P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE* 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  ,  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  RufFner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


Philip  Merryman  &  Associates 

*  114  State  Street 

*  Bridgeport  3,  Conn. 

*  Bridgeport  5-4144 

RADIO  CONSULTANTS 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


(5f .  X  XiiUr 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  Nevtr  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  58S1  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside  Road  —  Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 
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•Classified  Advertisements  i 

PAYABLE  IN  ADVANCE — Cheeks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20c  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in« 
sertion.  Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 

Sales  promotion  manager  wanted  by 
5000  watt  network  affiliate  North 
Dakota.  Must  be  experienced,  have 
knowledge  merchandising.  Send  reter- 
ence,  salary  desired,  photo  first  letter. 
Box  901F,  BROADCASTING.  

Sales  manager  small  market  station  at 
once.  Compensation:  salary  plus  com- 
missions. Good  opportunity  for  ag- 
gressive, persistent  man.  Wire  or  write 
E.  D.  Ogborne,  WCTW,  New  Castle, 
Ind.  

Sales  manager-salesman:  WOKZ-AM- 
FM,  independent.  Alton,  Illinois.  Here's 
an  opportunity  for  you  to  grow  with 
the  only  station  in  a  superior  market. 
Auto  necessary.  Send  complete  de- 
tails immediately,  including  past  train- 
ing and  experience  (mo.  gross  billings) 
and  required  guarantee  to  E.  A. 
Wheeler,  WEAW,  Evanston,  Illinois. 

Station  manager  mostly  commercial,  for 
1  kw.  Located  on  Cape  Cod.  Must  sell 
in  conjunction  with  salesmen  and  be  at 
least  thirty  years  old.  Write  WPEP, 
Taunton,  Mass. 


Salesmen 


Experienced  salesman.  Western  New 
England  major  market  daytime  indie. 
Excellent  drawing  account  for  top  man 
able  to  sell  at  local  level.  Permanent 
position  with  good  chance  for  promo- 
tion. Box  664F,  BROADCASTING. 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 


Salesman  for  fulltime  network  affiliate 
in  midwest  metropolitan  market.  Must 
be  thoroughly  experienced  and  aggres- 
sive. Commissions  or  guarantee.  Op- 
portunity for  advancement.  Give  ex- 
perience, education,  references  and 
photo.  Write  Box  831F,  BROADCAST- 
ING. 


Independent  24  hour  station  in  market 
800,000  offers  aggressive,  experienced 
radio  salesman,  reasonable  drawing 
account  against  15%  commission.  In- 
terested in  salesman  looking  for  better 
market.  Send  all  details,  enclosing 
snapshot,  first  letter.  Position  available 
immediately.  Auto  necessary.  Box  948F, 
BROADCASTING. 


Wanted,  fund  raiser  capable  of  con- 
tacting top  executives.  Proven  sales 
ability  and  good  character  essential, 
capable  of  earning  $12,000  per  year 
salary  and  incentive.  Our  organization 
knows  of  the  ad.  Box  953F,  BROAD- 
CASTING. 


If  you  know  advertising  first,  radio 
second,  and  can  sell  Yankees,  an 
aggressive  independent  in  New  Eng- 
land's 2nd  largest  market  wants  you. 
Originality  against  stiff  competition  will 
mean  good  money.  Box  961F,  BROAD- 
CASTING. 


Salesman,  fulltime  network  250  watt 
affiliate,  3  kw  FM  Texas  Gulf  Coast; 
must  be  thoroughly  experienced,  ag- 
gressive and  trustworthy.  Guarantee 
and  15%  first  90  days.  Must  have  car — 
gasoline  allowance.  Give  education, 
age,  reference,  photo  and  army  status. 
Box  963F,  BROADCASTING. 


Most  stations  not  interested  in  high 
powered  salesman.  We  are.  Excellent 
opportunity  for  experienced  man,  able 
to  produce  and  keep  business  on  air. 
Must  have  car  and  be  hard  worker. 
Should  earn  better  than  $5000  first 
year.  Send  full  information,  with  late 
photo  to  Box  949F,  BROADCASTING. 


Aggressive  salesman  to  eventually  man- 
age telephone  campaigns  for  America's 
fastest  growing  sales  organization.  Pre- 
requisites, car,  willingness  to  travel. 
Top  commission,  bonus  plan,  overrides. 
Contact  George  R.  Turoin  &  Associates, 
Box  802.  Fort  Worth.  Texas. 


Help  Wanted  (Cont'd) 


Announcers 


Network  affiliate  Rocky  Mountam  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING. 


Metropolitan  station  in  market  of  800,- 
000  interested  hearing  from  announcer 
with  first  class  ticket.  Want  alert,  ag- 
gressive man  with  several  years  radio 
experience.  Emphasis  on  announcing. 
Give  complete  data  in  first  letter, 
enclosing  snapshot  and  present  and 
future  military  status.  Audition  disc 
necessary.  Excellent  opportunity  right 
man.  Box  950F,  BROADCASTING. 


Announcer,  experienced,  versatile  staff 
man.  ABC  affiliate.  Must  be  available 
September  1st.  Send  disc,  photo,  salary 
with  reply.  Box  965F,  BROADCAST- 
ING. 


Disc  jockey  and  news  man,  two  men. 
DJ  experience  for  early  morning  show, 
good  judge  of  popular  and  classical 
music.  Plan  own  program.  Newsman, 
trained  reporter,  rewrite  and  on  spot 
coverage,  good  voice.  5000  watt  NBC 
regional  rich  midwest  market.  Fine 
opportunity.  Box  999F,  BROADCAST- 
ING. 


Announcer.  Reliable,  experienced  com- 
bination man  with  accent  on  announc- 
ing. Opportunity  soon  at  successful 
Central  New  York  network  affiliate. 
Up-stater  preferred.  Permanent  posi- 
tion for  right  man.  Good  starting 
salary  plus  increases  over  two-year 
spread.  Some  talent  opportunities. 
Must  have  pleasing  voice  and  perso- 
nality. Capable  of  handling  news  and 
show.  Congenial  working  and  living 
conditions.  Live  audition  preferred 
but  disc  will  do.  Personal  interview 
plus  character  and  work  references  re- 
quired as  clincher.  Give  details  in 
first  letter.  Box  IIG,  BROADCASTING. 


Experienced  combination  man  with  first 
ticket.  Send  details,  audition,  salary 
required.    KISD,  Sioux  Falls.  S.  D. 


Combination  announcer-engineer.  Per- 
manent position  Wyoming's  pioneer 
station  finest  equipment,  personnel.  Air 
Mail  audition,  salary,  photo,  complete 
information  KSPR,  Casper,  Wyoming. 


Newsman-announcer:  WOKZ-AM-FM, 
Alton,  Illinois.  Young,  livewire  with 
good  training.  Send  complete  details 
including  salary  requirements  to  E.  A. 
Wheeler,  WEAW,  Evanston,  Illinois. 


Announcer-engineer,  stress  on  an- 
nouncing for  WKUL,  250  fulltime,  Cull- 
man, Alabama,  one  of  the  south's 
finest  rural  markets.  Must  be  clean 
cut,  no  floaters,  good  selling  voice, 
excellent  living  conditions,  low  cost 
of  living,  good  salary.    Send  disc. 


Experienced  announcer.  Southerner 
preferred.  Write  full  details  past  ex- 
perience to  P.  K.  Ewing,  Jr.,  Gen.  Mgr., 
WMIS,  Natchez,  Mississippi. 


Announcer,  experienced.  Send  disc  and 
photo  or  appear  for  audition.  WOHI, 
East  Liverpool,  Ohio. 


Draft  has  created  opening  for  staff 
announcer.  Must  have  thorough  knowl- 
edge of  sports  and  be  able  to  handle 
nlay-by-play.  Prefer  family  man  who 
likes  small  town  atmosphere.  Write 
Program  Director,  Radio  Station  WSDR, 
Sterling.  Illinois. 


Technical 


Combination  engineer-announcers:  Min- 
nesota station,  network  affiliate.  Ad- 
vise salary  desired.  S'^nd  audition  diso, 
qualifications.  Box  905F,  BROADCAST- 
ING. 


Licensed  operator  with  station  experi- 
ence or  recent  training  as  junior  part- 
ner-associate Washington  consulting 
office.  Box  969F,  BROADCASTING. 


Help  Wanted  (Cont'd) 


Production-Programming,  others 


Continuity  writer.  Must  be  experienced 
with  ability  to  write  good  commercial 
copy  and  offer  new  ideas.  Opportunity 
to  write  TV  as  well  as  AM  copy  for 
well-established  midwest  station.  Send 
sample  copy,  complete  background  and 
references  to  Box  832F,  BROADCAST- 
ING. 


Wanted — Continuity  writer,  female  for 
station  in  city  of  sixteen  thousand. 
Mike  experience  essential.  Box  967F, 
BROADCASTING.  

Bookkeeper-accountant  for  fulltime  sta- 
tion in  southwest.  In  replying  give  all 
pertinent  information  including  radio 
accounting  experience,  salary  and 
photo.    Box  3G,  BROADCASTING. 


Television 


Salesvian 


TV  film  show  salesmen.  National  film 
organization,  headquarters  in  New 
York  City,  needs  topnotch  salesmen  for 
its  TV  department  in  various  terri- 
tories. A  rare  opportunity  for  the 
right  men.  Offering  a  drawing  ac- 
count plus  additional  earnings  based 
on  performance  to  aggressive  salesmen 
in  their  30's  accustomed  to  earning  in 
excess  of  $10,000  a  year.  Men  with 
following  in  radio  or  TV  field  and  with 
college  education  preferred.  Send 
resume  for  appointment  when  in  town 
Box  968F,  BROADCASTING. 


Situations  Wanted 


Managerial 

College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,    12    years    broadcasting.  Box 

657F,  BROADCASTING.  

Sales  manager  who  in  20  years  has  sold 
millions  of  dollars  in  local  time.  Also 
year  and  half  experience  in  television. 
Seeks  job  as  commercial  manager  of 
substantial  station  or  manager  of  a 
smaller  station.  45  years  old,  married 
and  have  two  children.  Perfect  health, 
complete  reference,  will  go  anwhere. 
Box  766F,  BROADCASTING.  

Station  manager.  Presently  employed 
manager  fulltime  network  station. 
Twenty  years  experience  at  agencies, 
network  and  stations.  Family  man, 
aged  42,  desires  buy  and  manage  small 
station  midwest  area  or  enter  partner- 
ship or  syndicate  with  interest  to  man- 
age station.  Reply  Box  921F,  BROAD- 
CASTING.  

Can  you  top  this?  Took  lowest  station 
in  market,  tripled  billing,  cut  expenses 
one  third.  Veteran,  young,  college 
graduate  with  proven  radio  experience. 
Desire  tough  market  with  opportunity 
to  buy  half  interest  and  take  over  man- 
agement.  Box  937F,  BROADCASTING. 
Manager  available.  Fully  experienced; 
able  to  take  complete  charge.  Prefer 
medium  midwest  community.  Can  meet 
the  toughest  competition  with  skillful 
management,  aggressive  selling,  astute 
programming,  smart  promotion.  Box 
960F,  BROADCASTING.  

Manager,  young  man,  family,  presently 
employed,  manager  5  kw  successful 
independent,  excellent  record  manage- 
ment, sales,  wants  management  position 
with  opportunity  future  ownership, 
midwest  preferred.  Write  Box  974F, 
BROADCASTING.  

Manager  (with  investment) :  Thor- 
oughly  experienced  manager,  definitely 
sales  minded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING.  

Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming. 
Good  record,  excellent  references. 
Family  man,  two  children.  Write  now 
for  complete  information.  Box  987F, 
BROADCASTING. 


Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works.. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorshop  if  opportunities  and 
salary  are  right.  32  years  of  age.  Robert 
D.  Williams,  1842  N.  Lorraine,  Wichita, 
Kansas. 


Situations  Wanted  (Cont'd) 


Salesmen 


Topnotch  salesman  wants  to  locate  in 
Texas.  Steady  producer.  Box  984F, 
BROADCASTING. 


Announcers 


Twelve  years  experience  in  all  phases 
of  radio  broadcasting  wants  permanent 
spot  on  progressive  station.  Would 
like  TV  future.  Proven  morning  man. 
Recently  created  one  of  top  folk  disc 
shows  in  midwest.  Excellent  on  news 
and  special  events.  Housing  situation 
forces  move.  Box  665F,  BROADCAST- 
ING. 


TopHight  staff  and  college  basketball, 
football,  AA  Southern  Association  base- 
ball announcer.  Excellent  recommenda- 
tions from  radio,  major  league  base- 
ball and  national  advertising  execs. 
Seeking  year-round  sports  and/or  staff 
that  pays  right.  Contact  Taylor,  Bir- 
mingham, Alabama,  telephone  66172  or 
Box  870F,  BROADCASTING. 


Announcer,  former  staff  5000  watt  NBC 
affiliate.  Produced,  sang,  emceed  ama- 
teur shows  in  Chicago  nite  clubs.  Two 
years  college.  Graduate  oldest  broad- 
casting school  in  country.  CBS  in- 
structors taught  all  phases  of  broad- 
casting. Consider  all  offers.  Box  873F, 
BROADCASTING. 


Sports  announcer,  2Vz  years  experience 
in  all  phases  of  announcing,  play-by- 
play baseball  and  basketball,  excel- 
lent references,  hold  first  class  license. 
Box  889F,  BROADCASTING. 


Sportscaster,  experienced,  employed 
Michigan.  Family  man  desires  plav- 
by-play.  Tape,  references.  Box  899F, 
BROADCASTING. 


Announcer,  seeking  first  chance,  Mann 
School  of  Announcing  graduate.  Travel 
anywhere  U.  S.,  prefer  northeast.  28, 
married.  Attended  University  of  Pitts- 
burgh, 3  years  business  college,  grad- 
uating as  accountant.  Box  906F. 
BROADCASTING. 


Major  league  basebaU  annoimcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.   Box  910F,  BROADCASTING. 


Announcer.  Sports,  play-by-play,  staff, 
college  grad,  veteran,  player  back- 
ground.   Box  915F,  BROADCASTING. 


Couple:  Announcer,  newsman,  scripter. 
Have  own  show.  Mature.  Top  refer- 
ences.   Box  928F,  BROADCASTING. 


Thoroughly  experienced  staff  man  avail- 
able at  once.  Dependable,  adult.  Ref- 
erences.   Box  929F,  BROADCASTING. 


Announcer,  eleven  years  experience. 
Commercial,  news,  DJ,  special  events, 
sports  principally  boxing  and  baseball. 
Age  thirty  two,  veteran.  Desires  per- 
manency with  future.  Box  934F, 
BROADCASTING. 


Thoroughly  experienced  sportscaster 
desires  football  and  basketball  play-by- 
play. Available  at  end  of  August.  Have 
done  college  basketball  and  football 
over  regional  network  in  one  of  coun- 
try's leading  conferences.  Air  check 
available.  Highest  recommendations. 
Box  935F,  BROADCASTING. 


Announcer,  now  working  topflight 
southeast  5  kilowatt  net  affiliate.  IV2 
years  in  radio,  college,  single,  23, 
draft  exempt.  Strong  on  commercials, 
news.  Box  945F,  BROADCASTING. 


Wanted.  Position  as  announcer.  Young, 
single  man.  Free  to  go  anywhere.  Two 
years  experience  in  Chicago  area  sta- 
tions. Ad  lib,  man-on-street,  straight 
commerclaT  antf.  music.  Box  946F, 
BROADCASTING. 


I  have  a  good  announcing  job,  however, 
would  like  to  make  arrangement  to 
broadcast  football  play-by-play  this 
coming  season,  free  lance.  3  years  ex- 
perience broadcasting,  big  time,  col- 
lege football.  Refreshing  broadcasts 
with  truly  collegiate  atmosphere.  Box 
947F,  BROADCASTING. 


Announcer  three  and  one-half  years 
experience,  now  employed.  Twenty 
four  years  of  age,  veteran.  News  editor, 
disc  jockey,  top  mail  pull.  Dependable, 
reliable.  Midwest  or  far  west  preferred. 
Box  952F,  BROADCASTING. 


Announcer — ^PD.  all  types  shows,  em- 
phasis on  disc  and  sports,  Available 
immediately.  Prefer  northeast.  Draft 
exempt.  $65.  Disc  and  nhoto  on  re- 
quest.. Write  Box  956F,  BROADCAST- 
ING. 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


For  Sale 


I  Add  "Local  News"  to  your  salesmen's 

I  selling  features.   A   one  man  bureau 

'  with  live  years  of  metropolitan  news- 

!  paper  and  radio  newscasting  experience 

I  is  covering  a  two  hundred  thousand 

•  listener  marketing  area.  Also  experi- 

j  enced  in  continuity  writing,  staff  an- 

!  nouncing,   sports   and   special  events. 

'  Single,  will  travel.  Box  y55F,  BROAD- 
CASTING. 

i  Sportscaster,    special    events,  emcee, 

!  disc  jockey  and  staff,  seven  years  ex- 

„  perience  all  phases.  Box  957F,  BROAD- 
CASTING. 


j  Experienced  announcer  presently  em- 
ployed on  5000  watter.  Single,  best 
references.  Box  958F,  BROADCAST- 
ING. 


Sports  director,  play-by-play  football, 
basketball,  baseball  prepare,  recreate 
sportscasts.  Equipped  to  set  up  sports 
department.  Salary  important,  second- 
ary to  station  atmosphere.  Among 
references,  Atlantic  Refining,  Pepsi 
Cola,  Tidewater  Oil.  Box  959F,  BROAD- 
CASTING. 


i   Announcer,  well  experienced.  Young, 
j  married,  excellent  voice,  steady.  Col- 
I   lege  and  radio  school  trained.  News 
specialty,  sports,  MC,  production,  disc 
jockey.  All  phases  of  radio  including 
Doaras.    Good  all-round  staffer.  Now 
t   with  5000  watt  ABC  affiliate  in  large 
metropolitan  area..  Consider  all  offers. 
Excellent  recommendations.  Box  964r, 
i  BROADCASTING. 


Announcer,  2  years  experience  with 
Chicago  FM  stations.  Single,  22,  disc 
available.  Box  970F,  BROADCASTING. 


1  Announcer,  writer,  veteran.  News  and 

i  news  editing,  disc  shows.  Have  thor- 
I'  ough  knowledge  of  jazz  and  popular 

music.  Have  program  ideas  that  are 

I  certain  success.  Have  done  radio  writ- 

ii  ing.  College  background.  Box  973F, 
'I  BROADCASTING. 


Sports  announcer.  Ten  years  top  play- 
by-play,  outstanding  sportscasts.  Box 
975F,  BROADCASTING. 


Combination,  6  years  staff  announcing, 
10  years  radio  experience  desires  change 
to  a  progressive  station.    Married  and 

I   dependable,  excellent  references.  Box 

I   977F,  BROADCASTING. 


I  Announcer  with  three  years  experience 
li  in  all  phases  of  radio  broadcasting  de- 
i  sires  steady  dependable  job.  News  and 
sports  a  specialty.  Married,  twenty- 
i  1  three  years  old.  Box  981F,  BROAD- 
j  CASTING.  

'  Combination  men,  work  well  together, 
would  like  to.  One  married,  car,  five 
years  announcing,  licensed  six  months. 
Other  single,  car,  licensed  four  years, 

i  two  years  announcing.     Both  steady, 

'  dependable,  not  floaters  or  drinkers. 
Discs  and  photos.    Box  982F,  BROAD- 

'  CASTING.  

Announcer:  Salesman:  3  years  experi- 
ence announcer-engineer  2  stations,  1 
year  student  salesman,  reliable,  steady, 
radio  minded.  References,  disc,  late 
picture  on  request,  all  correspondence 
answered.  Box  985F,  BROADCAST- 
ING.  

Experienced  announcer.  Hi  years,  op- 
erate console,  strong  on  commercials, 
disc  jockey,  news,  will  travel.  Box 
991F  BROADCASTING.  

Experienced  play-by-play  football, 
basketball,  staff.  Young,  family  man. 
Box  992F,  BROADCASTING.  

|i  Football  play-by-play.  Experienced  all 
tl  sports-staff  work.  College  graduate. 
]   Box  993F,  BROADCASTING.  

Announcer,  New  York  radio  1  year, 
;  assistant  N.  Y,  producer,  2V2  years 
]  news,  sports.  Single,  21.  No  board  ex- 
I  perience.    Box  994F,  BROADCASTING. 

'i  Package  deal,  husband  and  wife  wish 
first  job,  complete  training  in  all.  phases 
of  broadcasting  and  telecasting,  an- 
nouncing, copywriting,  direction  news 
and  special  events.  Box  995F,  BROAD- 
CASTING.  

Announcer  with  first  phone  ticket  de- 
^  sires  position  in  midwest  states  pre- 
ferred, experienced.    Box  IG,  BROAD- 
CASTING^  

Responsible,  experienced  reporter- 
.  newscaster-announcer  for  war  report- 
1    ing.     For   station,    regional  network, 

coop.      Best    references.      Box  4G, 

BROADCASTING. 


Experienced  announcer-program  di- 
I  rector,  no  hotshot  but  good  all-round 
DJ,  news,  sportscastlng,  hillbilly.  Age 
37,  married,  settled,  now:  - employed. 
,  Desire  change.  Available  two  weeks 
notice.  Also  continuity  writer,  pres- 
ently employed  a&.P'.D.  Box  9G, 
BROADCASTING. 


Morning  man,  deep  voice,  showman,  5 
years.  Available  now.  Dependable. 
Court  House  Station,  Box  7432.  Tele- 
phone  31348,  Asheville,  N.  C.  

Announcer  -  newscaster,  experienced 
news  gathering,  writing,  continuity, 
marriea,  sober,  available  immediately, 
disc  available.    E.  Alcorn,  120  W.  78 

St.,  Kansas  City  5,  Mo.  

Announcer,  vet,  writer,  program,  top 
mail  pull.  Three  years  experience. 
Western  states  please.  Earl  Bingham, 
5030  Hall  Road,  Santa  Rosa,  California. 
Announcing,  disc  shows,  news,  some 
sports,  four  years  experience.  Refer- 
ences. Prefer  midwest.  H.  P.  Jensen, 
236  McLaughlin,  Muskegon,  Michigan. 
Phone  255402. 


Ambitious  young  announcer,  director, 
newsman,  copywriter  and  enthusiastic 
sportsman  wants  a  chance  to  prove 
ability  in  radio  or  TV.  Will  travel. 
Harry    Nungester,    2216    Elsinore  St., 

Los  Angeles,  California.  

Plenty  of  radio  school  training,  news, 
announcing,  writing,  acting.  Excellent 
voice  and  diction.  Steady,  reliable 
family  man,  30.  Disc,  picture  available. 
Will  travel..  Ralston  Smith,  6502  S.  W. 
Vermont  St.,  Portland  19,  Oregon. 
Experienced  staff  announcer-DJ.  3 
years  all  phases  commercial  AM  radio. 
College  BA;  25,  responsible.  Permanent. 
Desire  southwest  and  west.  Disc.  Bob 
Taylor,  1309  Idlewood  Avenue,  Lake- 

wood  7,  Ohio.  

Announcer-engineer,  15  months  ex- 
perience independent,  net  affiliate, 
southeast.  Write  c/o  J.  Winsor  24-20 
3rd  Walk  Northern  Blvd.,  Jackson 
Heights,  New  York. 


Technical 


Engineer,  1st  phone,  wants  position 
with  a  growing  organization.  Has  car 
and  is  no  drifter.  Box  651F,  BROAD- 
CASTING^^  

Engineer,  degree,  licensed,  12  years  ex- 
perience in  radio.  Box  719F,  BROAD- 

CASTING.  

Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F,  BROAD- 
CASTING^  

Engineer,  first  phone,  22  years  old, 
sober,  married.  Some  broadcast  experi- 
ence.  Box  848F,  BROADCASTING. 

Engineer,  2V2  years,  transmitter,  re- 
motes, taperecorders,  3  years  army  ra- 
dio. Graduate  leading  radio  school. 
Wilhng  to  travel.  Box  904F,  BROAD- 
CASTING^  

Engineer  presently  employed,  age  41, 
desires  position  with  progressive  sta- 
tion. Fifteen  years  broadcast  experi- 
ence.  Box  911F,  BROADCASTING. 

Engineer.  Recent  graduate,  veteran, 
married,  age  26,  reliable,  no  experience. 
First  phone  license,  will  travel  any- 
where.  Box  951F,  BROADCASTING. 

Chief  engineer,  15  years  experience  in 
all  phases  of  radio.  Married,  dependable 
and  college  man.  Desires  change  to  a 
progressive  station  operating  in  the 
black.  Excellent  references.  Box  978F, 
BROADCASTING. 


Chief  engineer,  15  years  intensive  ex- 
perience all  phases  AM  and  FM  engi- 
neering includes  setting  up  6  element 
directionals.  Ready  for  TV.  Manage- 
ment minded  with  excellent  personnel 
relations.  References  include  top  broad- 
cast consultants  and  executives.  Box 
983F,  BROADCASTING. 


Chief  engineer,  experienced  all  phases. 
Will  consider  small  announce  shift. 
Prefer  upper  midwest,  but  all  offers 
considered  if  a  progressive  and  finan- 
cially stable  organization.  Married, 
now  employed.  Excellent  references, 
including  present  employer.  Box  986F, 
BROADCASTING. 


Engineer,  first  phone,  eight  months 
kilowatt  transmitter  experience,  seek- 
ing radio  or  television  position,  grad- 
uate SRT-TV,  single,  car,  will  travel. 
Box  989F,  BROADCASTING. 


First  phone  license,  23,  vet,  technical 
background,  travel.  Box  990F,  BROAD- 
CASTING^  

Chief  engineer  soon  available  for  con- 
struction or  installation.  Consider 
remaining  as  chief  if  mutually  advan- 
tageous. Fifteen  years  continuous  ex- 
perience. Best  references.  Corres- 
pondence invited.  Box  2G,  BROAD- 
CASTING.  

3  months  experience  250  w  AM,  10  kw 
FM,  remotes,  control  board,  combo. 
Young,  single,  1  year  college,  car, 
southern  states  only.  References.  J.  E. 
Grayson,  WHBS,  Huntsville,  Alabama. 


Experienced  engineer   in  AM   &  FM 

transmitter  and  console  operation. 
Young,  single,  do  not  smoke  or  drink. 
Have  car.  Eugene  Brown,  Aiden,  Iowa. 

Cumbination  man  4  years,  3  as  chief 
engineer,  2  as  program  airector.  Write, 
sell  if  necessary,  z  years  college-firsx 
$80.00  takes  immediately.  Go  anywhere 
but  prefer  south.  Adaress  Don  Causey, 
224  West  Eire,  Harrison,  ArKansas. 

First  phone,  married,  desires  to  break 
in  on  up-ana-coming  organization. 
Arthur  Coburn,  90-3d  IBoth  Sx.,  Jamaica 
3,  N.  Y.  

First  phone  license.  Experienced,  avail- 
able immediately.  Prefer  northeastern 
location.  James  Turner,  6609  Ave.  T, 
Brooklyn  34,  N.  Y..  

Production-Frogramiiang,  others 


Newscaster.  A  reporter,  not  an  an- 
nouncer. Gather,  write,  deliver.  News- 
paper background.  Prefer  newspaper- 
affiliated  station.  Box  894F,  BROAD- 
CASTING^^  

Competent  experienced  newscaster,  re- 
porter and  writer.  Newspaper  back- 
ground. Proven  ability.  Box  93IF, 
BROADCASTING.  

Traffic,  women's  features,  continuity. 
Girl,  22,  experience  plus  college.  Ref- 
erences ana  continuity  samples  on  re- 
quest.  Box  9bbF,  BROADCASTING. 

Program  director.  Eight  years  ex- 
perience, network  ana  inaependent. 
Chief  announcer  present  station  two 
years.  News,  sports,  all  phases  pro- 
gramming and  production.  28  years 
old,  family.  Seek  permanent  position 
with  future.  Box  976F,  BROADCAST- 
ING. 


Program  director,  experienced.  Ex- 
cellent references.  Desires  progressive 
station  or  agency  that  wants  a  really 
top  man.  Available  September.  $75 
minimum.  Box  979F,  BROADCAST- 
ING^  

Sportscaster  -  programming,  topnotch 
football,  basketball,  play-by-play.  Out- 
standing promotional  record,  experi- 
enced writing,  producing,  organize  sta- 
tion programming.  College  grad,  will 
travel.  Top  references.  Box  988F, 
BROADCASTING. 

Young  woman  looking  for  first  job. 
Thoroughly  schooled,  all  phases.  Pleas- 
ant voice.  Topnotch  secretary.  Conti- 
nuity, disc,  photo,  details  available. 
Box  5G,  BROADCASTING. 


Television 


Production-Programming ,  others 


Assistant  television  director.  Combine 
talents  of  assistant  radio  director,  pho- 
tography cameraman,  advertising 
agency  and  television  experience. 
Wrote  four  original  shows.  Age,  31, 
veteran,  no  reserve.  I  know  television. 
Box  962F,  BROADCASTING. 


Equipment,  etc. 


Save  $4,000.  100  kw  diesel  generator 
set,  new,  driven  by  9  cylinder  radial 
air  cooled  engine.  Bargain  $6,750  FOB 
Los  Angeles.  Also  10  kw  new  FM  trans- 
mitter and  8  bay  antenna.  P.O.  Box 
987,  Riverside,  California. 


Western  Electric  20A  250  watt  trans- 
mitter $995.  Five  4x500F  tubes  new; 
four  GL872  new;  four  829B  new;  make 
offer  for  tubes,  lot  or  single.  WIL, 
Chase  Hotel,  St.  Louis,  Mo. 


Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 


Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Wanted  to  Buy 


Stations 


Radio  station.  Radio  man  now  em- 
ployed as  station  manager  fuUtime  net- 
work station,  interested  buying  small 
station  midwest  area  or  entering  part- 
nership or  syndicate  to  manage  station. 
Twenty  years  radio  experience.  Reply 
Box  920F,  BROADCASTING. 


Mr.  Licensee.  In  Reserves?  Guard? 
Thinking  of  unloading?  If  your  station 
is  small,  fuUtime,  in  a  possibility  mar- 
ket, I  might  be  interested  in  cash  or 
short-term  purchase.  Prefer  Georgia  or  ,1 
nearby  and  single  market.  Box  954F,  ,'\ 
BROADCASTING.  ;| 


Equipment,  etc. 


RCA  stabilizing  amplifier,  TA-5A  or 
TA-5B  working  condition  unimportant. 
State  age,  condition,  minimum  price. 
Box  971F,  BROADCASTING. 


Wanted  RCA  BTA-250L,  GE  BT-20-A  or 
equivalent  transihitter;  limiter,  audio 
consolette  in  perfect  condition,  short 
time  used.  Write  Box  7G,  BROAD- 
CASTING. 


FM  frequency  and  modulation  monitor. 
Also  1%"  coax  with  fittings  including 
gas  barrier.  Write  Adams,  1644  Idle- 
wood  Road,  Glendale  2,  California. 


Miscellaneous 


Edward  Fridgen,  contact  John,  KWJJ, 
Portland.    Good  news. 


Interested  in  filling  that  important  Vacant  Chair.  .  .  . 

In  early  thirties,  this  heavily  experienced,  married,  college  educated 
executive  offers  your  station: 

^  Over    ten    years    with    outlets    ranging  from 
1^  250  to  50,000  watts  in  various  capacities. 

A 

^  Either  side  of  the  mike  background  includes 
term    as   disc   jock  for   50,000   watt   CBS  station. 

^  Producer-writer  and  then  on  to  Assistant 
Program  Director  with  same  outlet. 

^  Production  Manager  of  metropolitan  Mutual 
5,000  watter. 

9  Production  Manager  of  ABC  O  and  O  station. 

9  Sales  experience  with  several  large  stations, 
and    New    York   City   station    Representative  Firm. 

Why  not  fill  that  Vacant  Chair  with  the  right  man! 

Good  all-round  background  on  both  sides  of  the  mike  more  than 
qualifies  this  man  for  a  top  position  with  your  station.  Interested  only 
in  a  strong  proposition  either  on  or  off  the  air.  If  you  are  interested  write 
at  once  stating  your  best  offer.  I,  in  turn,  will  forward  my  references  to 
your   office  immediately. 

That  Vacant  Chair  need  not  be  vacant  for  the  lack  of  a 
good  man! 

BOX  6G,  BROADCASTING 
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Help  Wanted 


For  Sale  (Cont'd) 


Managerial 


Excellent  opening  in  western  Pennsyl- 
vania for  a  good  commercial  manager. 
Liberal  salary  plus  commission  and  bonus 
to  the  right  party,  a  dependable  man  who 
is  interested  in  settling  down  in  a  small 
community.  Will  also  grant  extras  and 
security.  Please  contact  Box  8G,  BROAD- 
CASTING. 


Salesmen 


$10,000  JOB  OPEN 

One  of  the  country's  best  radio 
stations  is  looking  for  a  man 
to  understudy  its  Vice  President 
in  charge  of  sales  and  to  direct 
Its  promotion.  Must  be  under 
36,  must  have  outstanding 
record  of  selling  radio  locally 
and  nationally.  Must  prove 
ability  to  sales  manage  and 
direct  promotion  for  middlewest 
property  that  tops  million  mark 
annually  and  should  surpass 
million  and  a  half  in  next  three 
years.  Starting  salary  Is  $10,000 
with  excellent  opportunity  for 
advancement.  Send  complete 
details  to 


Situations  Wanted 


Announcers 


DO  YOU  HAVE  FOOTBALL  AND/OR 
OTHER  SPORTS  PLAY-BY-PLAY  PROBLEMS? 

I'd  like  the  opportunity  to  do  a  topnotch  job 
for  a  sports-minded  station.  I'm  offering  11 
years  AM  and  TV  experience  with  major 
metropolitan  station,  play-by-play  ALL  sports, 
including  college  and  major  league  football, 
baseball,  basketball,  hockey.  Finest  ratings 
with  national  network  accounts.  Present  em- 
plovers  forced  to  cut  sports  coverage.  Bos 
996F.  BBOADCASTIKG. 


For  Sale 


Equipment,  etc. 


FOR  SALE:- 


Three  300  foot  insulated 
galvanized  guyed  vertical  radi- 
ators. Welded  sections  of  solid 
rounds  20  feet  long.  Towers  never 
used.  Write  for  details.  BOX  997F, 


I 

BROADCASTING.  I 


For  Sale 

One  complete  Greneral  Electric 
10,000  watt  FM  transmitter. 
This  equipment  has  seen  only 
two  years  service  except  for  the 
250  watt  exciter  which  has  been 
in  service  three  years.  Excel- 
lent condition.  This  equipment 
priced  to  sell. 

BOX  933F, 
BROADCASTING 


CITE  SUCCESSES 

Sponsors  Tell  Seattle  Admen 

RADIO  contest,  Pix-0,  now  in  its 
second  IS-'week  run  on  KIRO  Seat- 
tle for  Van  de  Kamp  Bakeries  and 
recently  extended  to  Los  Angeles 
for  the  same  sponsor,  is  "the  most 
successful  advertising — regardless 
of  media — that  the  company  has 
used  in  35  years."  This  was  the 
assertion  of  L.  H.  Fortin,  assistant 
manager  of  the  bakery  chain,  at  a 
"Retailers  Look  at  Radio"  session 
of  the  Seattle  Advertising  and  Sales 
Club  July  25. 

Mr.  Fortin  explained  that  the 
sponsor  sought  to  increase  foot 
traffic  through  its  retail  outlets,  ob- 
serving that  a  5%  increase  would 
have  paid  for  the  show.  In  the  first 
weeks  Pix-0  has  been  on  the  air, 
foot  traffic  has  increased  20%,  he 
reported. 

John  W.  Weaver,  secretary  of 
Pantorium  Cleaners  and  Launder- 
ers,  Seattle,  said  that  radio  has 
done  its  best  job  for  his  concern 
thus  far  through  programs,  al- 
though spots  also  have  been  used. 
On  a  service  such  as  his,  he  said,  a 
personality  is  needed  to  help  win 
the  customer  away  from  two  types 
of  competition — other  cleaners  and 
laundry  firms,  and  the  housewife 
herself,  who  may  prefer  a  home 
washing  machine. 

Television,  according  to  Mr. 
Weaver,  offers  "a  grand  opportu- 


laBniuinsui 


Midwest  Money-Maker 
Establislied  IVine  Years 

S55,000.00 

This  is  one  of  the  outstanding  low  priced  opportunities  of  the  year; 
it  is  a  fulltime  network  station  located  in  a  rich  farm  market.  This 
exclusive  station  is  doing  better  than  $5,000.00  monthly  and  showing 
good  profits  on  low  operating  costs.  Valuable  land  and  building  are 
included  in  the  realistic  price  of  $55,000.00.  Can  be  bought  without 
building  at  $40,000.00  with  small  monthly  rental.  Liberal  financing 
arranged. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESEN!TATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

KADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C.  CHICAGO  S'^N  FRANCISCO 

James  W.  Blackburn         Harold  R.  Murphy  Ray  V.  Hamilton 

Washington  Bldg.  360  N.  Mich.  Ave.  235  Montgomery  St. 


Sterling  4341-2 


Randolph  6-4550 


Exbrook  2-5672 


SYMPHONY  drought  of  the  1949-50  fall  and  winter  season  in  Detroit  is 
eliminated  by  Alfred  Epstein  (seated  r),  president,  Pfeiffer  Brewing  Co., 
Detroit,  as  he  contracts  to  give  the  city  eight  weeks  of  free  summer  concerts 
by  the  Detroit  Symphony  Orchestra.  L  to  r:  (seated)  Raymond  J.  Hall, 
chairman  of  fund-raising  committee;  Harry  Wismer,  general  manager,  WJR 
Detroit,  which  broadcasts  the  series;  Mr.  Epstein;  (standing)  Harold  L. 
Richeson,  Pfeiffer's  vice  president  in  charge  of  sales,  and  Victor  Poole, 
orchestra's  conductor.  Pfeiffer,  which  splits  hour  broadcast  sponsorship  with 
WJR,  matched  a  $24,000  grant  made  by  a  trust  fund.  Agency  for  Pfeiffer 
is  Maxon  Inc.,  Detroit. 

nity"  to  sell  with  a  personality.  He 
called  TV  "the  next  thing  to  selling 
door  to  door,"  because  it  can  dem- 
onstrate the  effectiveness  of  the 
cleaning  process  visually. 

Federal  Old  Line  Insurance  has 
increased  its  assets  in  13  years 
from  $2,500  to  $2  million,  and  is  in- 
debted to  radio  "in  large  share" 
for  the  increase,  Jim  Morris  of  the 
insurance  firm's  Seattle  office  told 
the  group. 


CHURCH  PETITION 

Files  Amendmenf'  With  FCC 

AMENDMENT  of  its  application 
for  a  new  station  at  Independence, 
Mo.,  to  correct  alleged  deficiencies 
in  legal  qualifications  has  been 
requested  in  a  petition  filed  with 
FCC  by  the  Reorganized  Church 
of  Jesus  Christ  of  Latter  Day 
Saints.  The  church  had  received 
a  proposed  denial  for  5  kw  daytime 
on  1380  kc  but  the  ruling  has  been 
remanded  by  FCC  for  further  hear- 
ing [Brodcasting,  July  3]. 

The  Reorganized  Church  told 
FCC  it  wished  opportunity  at  fur- 
ther hearing  to  testify  on  its  pro- 
posed amendment,  whereby  a  non- 
profit corporation  as  an  adjunct  of 
the  church  would  be  substituted  as 
the  applicant.  A  question  had  been 
raised  as  to  the  church's  qualifica- 
tion to  be  a  licensee  under  the 
Communications  Act  because  it  is 
an  unincorporated  membership  as- 
sociation and  one  member  of  its 
governing  board  is  a  citizen  of 
Australia.  The  church  held  the  is- 
sue is  but  a  technical  one  and 
should  not  preclude  a  grant. 


MORE  RADIO  USE 

Seen  in  Public  Relations 

MORE  radio,  "far  beyond  anything 
we  have  seen  to  date,"  will  be  used 
in  public  relations,  Fred  A.  Pal- 
mer, radio  consultant  and  manager, 
WOL  Washington,  told  a  luncheon 
meeting  of  the  National  Capital 
Forge  of  the  American  Public  Re- 
lations Assn.  in  the  Lee  House, 
Washington,  July  17. 

Mr.  Palmer  noted  that  leaders 
in  the  public  relations  field  had 
revealed  to  him  plans  for  greater 
usage  of  radio  for  specific  public 
relations  problems  "to  get  across 
a  story  and  to  win  friends."  Case 
history  of  radio  use  in  public  rela- 
tions pointed  out  by  Mr.  Palmer 
was  WRFD  Worthington,  Ohio's 
building  of  good  relations  between 
town  and  country. 


J 


I 


selling' 


WPTR  Albany,  N.  Y.,  presented  certi- 
ficate of  appreciation  from  U.  S.  Dept. 
of  Defense  during  special  broadcast. 


become  »»"«7o'»*"'°' 
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OH/0  AD  MEET 

Radio-TV  on  Agenda 

CONSIDERATION  of  television 
as  an  advertising  medium  and 
current  trends  in  radio  advertising 
•will  be  highlights  of  the  seventh 
annual  Ohio  State  U.  Advertising 
and  Sales  Promotion  Conference 
Oct.  6-7,  according  to  Dr.  Kenneth 
Dameron,  general  conference  chair- 
man. 

The  meeting  will  be  sponsored 
jointly  by  the  College  of  Commerce 
and  Administration  and  the  fifth 
district  of  the  Advertising  Federa- 
tion of  America.  Dr.  Dameron 
said  TV  and  AM  radio  media  will 
be  considered  in  special  sessions 
on  retail  advertising  and  sales 
promotion  and  national  advertis- 
ing. The  latter  category  will  en- 
compass industrial  and  consumer 
goods  as  well  as  advertising  agency 
management  and  operation. 

In  addition  to  Dr.  Dameron, 
.members  of  the  convention  steering 
committee  include :  James  C. 
Yocum,  professor  of  marketing, 
Ohio  State  U.;  Stanley  Schel- 
lenger,  Buckeye  Union  Casualty 
Co.,  vice  president  of  the  AFA; 
Theodore  Brown,  Perry-Brown 
Inc.,  Cincinnati,  governor  of  the 
fifth  district,  AFA. 


Maizlish  Chairman 

j HARRY  MAIZLISH,  general  man- 
lager,  KFWB  Los  Angeles,  has  been 
j  named  campaign  chairman  for  the 
I  Radio-Television-Recording  Char- 
'ities  Inc.,  Los  Angeles.  Group  was 
formed  the  first 
of  this  year  by 
representatives  of 
radio,  television, 
recording  and  al- 
lied fields  to  pro- 
mote one  com- 
bined drive  for 
eight  major  char- 
ities in  area,  thus 
eliminating  sepa- 
rate charity  ap- 
l  peals.  Expected 

|to  be  beneficiaries  are  American 
PRed  Cross,  American  Heart  Foun- 
dation, YMCA,  American  Cancer 
llSociety,  Los  Angeles  Community 
'Chest,  March  of  Dimes,  United 
jCerebral  Palsy.  RTRC  executive 
iiboard  includes: 

Sidney  N.  Strotz,  administrative  vice 
fpresident  in  charge  of  NBC  Western 
Division,  president;  Larry  Shea,  vice 
president;  Donn  Tatum,  vice  president 
land  general  counsel,  Don  Lee,  secre- 
tary; Wayne  Tiss,  vice  president  in 
charge  Hollywood  office,  BBDO,  treas- 
urer. First  major  drive  expected  to 
^et  underway  in  September. 


Mr.  Maizlish 


RCA  INSTITUTES,  INC. 


One  of  the  leading  and 
oldest  BChccIs  of  Radio 
Technology  In  America,  offers  Ita 
trained  Radio  and  Television  tech- 
nicians to  the  Broadcasting  In- 
dustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES,  INC. 
A  Service  of  Radio  Corporation 
of  America 
350  W.  4th  St.,  New  York  14,  N.  T. 
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DONALD    S.    DOTY,    KAAA  Red 
Wing,  Minn.,  to  program  direc- 
tor WKLK  Cloquet,  Minn.,  suc- 
ceeding GEORGE  B.  WILLIAMS  (see 
Front  Office). 

WYLLIS  COOPER,  radio  writer-direc- 
tor, to  write  and  direct  We  The  Peo- 
ple, NBC,  Fri.,  8:30-9  p.m. 

RALPH  JAMES,  news  editor  KTRY 
Bastrop,    La.,    to    program  director. 

KATHERINE  KERRY,  home  economist 
McClatchy  radio  stations  (KFBK-AM- 
FM  Sacramento,  KMJ-AM-FM  Fresno, 
KWG  Stockton,  KERN-AM-FM  Bak- 
ersfield,  KBEE  (FM)  Modesto,  Calif., 
and  KOH  Reno,  Nev.),  to  KYA  San 
Francisco  as  editor-conductor  A  Wo- 
man's Day,  half-hour  morning  show. 
She  replaces  RUTH  THOMPSON. 

DOC  WARREN,  KVWC  Hot  Springs, 
Ark.,  to  announcing  staff  KFDX 
Wichita  Falls,  Tex.  JOHNNY  LOWE 
leaves  station  to  re-enter  newspaper 
work  in  Long  Beach,  Calif.  GEORGE 
CRAIG,  program  director  KFDX, 
named  production  director  in  addi- 
tion to  present  duties. 

MILTON  SHREDNIK,  music  director 
KOA  Denver,  resigns.  Succeeded  by 
EDDY  ROGERS,  violinist,  conductor 
and  composer,  who  was  with  NBC. 

HARRY  CURRAN,  WXGI  Richmond, 
Va.,  sports  director,  to  chief  announcer 
for  station  replacing  MIKE  MAY. 
CHARLES  WATSON  to  WXGI  as  mu- 
sic librarian. 

ROD  STERLING,  writer  -  producer 
WJEL  Springfield,  Ohio,  and  network 
freelancer,  to  WLW  Cincinnati  as 
staif  writer. 

JIM  LOWE,  WIRE  Indianapolis  an- 
nouncer, to  WBBM  Chicago  on  Double 
Quiz  series. 

DAVE  MANN,  staff  announcer  WLYN 
Lynn,  Mass.,  to  chief  announcer. 

JOHN  CLEARY,  staff  CHUM  Toronto, 
resigns  to  enter  U.  S.  radio. 

JIM  CRITCHFIELD,  staff  writer  WKY 
Oklahoma  City,  to  ABC  Hollywood  as 
assistant  to  Vance  Colvig  on  Surprise 
Package  show. 

DIRK  COURTENAY,  free  lance  radio- 
TV  personality,  Chicago,  leaves  to- 
morrow (Tuesday)  for  active  duty 
with  Army  Air  Force.  Expects  to  be 
assigned  to  radio  and  public  relations. 

BERNIE  CREIGHTON  and  DONALD 
HOGAN,  new  to  radio,  to  announcing 
staff  CBH  Halifax. 

JULIE  MITCHUM,  singer,  dancer  and 
impersonator,  starts  half-hour  weekly 
program  on  KLAC-TV  Hollywood. 

LORRAINE  PECK,  continuity  editor 
WGB  Radio  Productions,  St.  Louis, 
to  promotion  -  merchandising  staff 
KWK  same  city. 

ROBERT  MARTIN,  WOR  New  York 
announcer,  to  WNOX  Knoxville,  Tenn., 
as  announcer. 

BILL  WOLFF  asd  STAN  CHALLIS, 

staff  announcers  WKNK  Muskegon, 
Mich.,  featured  on  The  K  'N'  K  Krazy 
Kids  show,  Mon.-Fri.,  8-8:30  p.m. 

BETTY  BRADLEY,  vocalist,  to  WOL 
Washington  as  conductor  of  series  of 
homemaker  programs. 

CARL  CANNON,  account  executive 
Branham  Co.,  N.  Y.  station  represent- 
ative, to  WSMB  New  Orleans  as  pro- 


motion manager. 

FRED  BENNETT,  WPEN  Philadel- 
phia morning  man  and  m.c.  Nightcap 
show,  to  teaching  staff  Radio  School 
of  Broadcasting  of  Columbia  Institute, 
Phila.  Preparing  evening  show  for 
airing  on  WPTZ  (TV)  same  city. 

JEFF  SMITH,  production  manager 
WOR-TV  New  York,  resigns  to  enter 
retail  TV  and  appliance  field.  Forms 
Texas-TV  Stores,  San  Antonio,  Tex. 

ELOISE  REEVES,  assistant  to  ABC 
Hollywood  recording  manager,  to 
program  assistant  KECA-TV  Holly- 
wood. 

HARRY  WARD,  assistant  continuity 
acceptance  editor  NBC  Chicago,  to 
editor,  replacing  ROBERT  GUIL- 
BERT,  who  joins  radio-TV  department 
at  J.  Walter  Thompson,  same  city. 
Mr.  Ward,  with  NBC  year  and  a  half, 
replaced  by  GAIL  McCOSH.  KEITH 
BRIGHT  joins  NBC  Chicago. 

JOHN  ROBINSON,  NBC  Hollywood 
sound  department,  and  DON  THOMP- 
SON, formerly  with  NBC,  to  network 
production  staff  as  associate  directors. 

BILL  JENKINS,  former  announcer 
and  program  host  WTOP  Washington, 
to  WBBM  Chicago. 

BETTY  WHITE,  singer,  starts  new 
half-hour  weekly  program  on  KLAC- 
TV  Hollywood. 

JANE  TIFFANY  WAGNER,  NBC  su- 
pervisor of  education,  resigns  effec- 
tive Aug.  15  to  join  American  Home 
Magazine  as  editor  of  food  and  home 
services.    Joined  NBC  in  1942. 

ARTHUR  (Bud)  CHASE,  announcer- 
reporter  WHOT  South  Bend,  Ind.,  to 
WONE-WTWO  (FM)  Dayton  as  fea- 
tured disc  jockey. 

RUSS  COGLIN,  program  director 
KROW  Oakland,  Calif.,  begins  Russ 
Coglin  Show,  disc  program,  on  station. 

DOLORES  HAWKINS,  ABC  vocalist, 
to  cast  of  The  Sauer  Show,  originat- 
ing at  WRNL  Richmond  and  fed 
weekly  to  network  of  38  Southern 
stations. 

WEBB  HUNT,  staff  announcer  KNUZ 
Houston,  Tex.,  to  chief  announcer. 
JOHNNIE  GOODMAN,  staff  an- 
nouncer, to  production  chief.  EDNAH 
FORESTER,  traffic  manager,  to  pro- 
motion manager  in  addition  to  pres- 
ent duties. 


BOB  DAVIS,  WBAL-AM-TV  Balti- 
more announcer,  to  WOL  Washington 
as  m.c.  Make-Believe  Ballroom,  10:30 
a.m.-12n.,     daily,     and  newscaster. 

CHARLES  VAUGHAN,  producer 
WLWD  (TV)  Dayton,  Ohio,  rejoins 
WLWT  (TV)  Cincinnati  as  producer. 

PHIL  McKELLAR,  announcer  of  CBI 
Sydney,  to  CBE  Windsor. 

IRA  COOK,  DICK  HAYNES  and  BILL 
STEWART,  KLAC  Hollywood  disc 
m.c.'s  will  receive  special  citation 
from  U.  S.  Treasury  Department  for 
"generous  support  during  recent 
Independence  Bond  Drive." 

GLADYS  K.  NESRSTA,  to  commer- 
cial department  WOAI-AM-TV  San 
Antonio,  Texas,  as  assistant  book- 
keeper, succeeding  MARY  FRANCES 
FARRELL,  resigned  to  marry. 

JOE  GROSSMAN,  Atlantic  City  Press 
staffer,  to  WMID  Atlantic  City,  N.  J., 
as  amusement  editor,  conducting  In 
the  Spotlight,  Mon.-Fri.,  7:45-8  p.m. 

MYRON  J.  BENNETT,  disc  jockey 
KRNT  Des  Moines,  to  KXLW  St. 
Louis,  as  conductor  MJB  Shows,  Mon.- 
Sat.,  8:15  a.m.  and  1  p.m. 

GEORGE  HILL,  producer  WMAL-TV 
Washington,  father  of  boy,  Christo- 
pher. 


A/ewi  •  •  • 


BILL  ALLERT,  city  staff  WOAI  San 
Antonio,  called  to  active  service  as  1st 
Lt.  in  Company  C,  20th  Infantry, 
U.S.M.C.  Succeeded  by  CARL  DAVID 
BOND,  graduate  U.  of  Texas  School 
of  Journalism.  RALPH  FRITZ,  as- 
sistant night  editor  WOAI,  resigns  to 
devote  his  time  to  fiction  writing. 

JAMES  E.  WADE,  newsman  KFRU 
Columbia,  Mo.,  to  KCOM  Sioux  City, 
Iowa. 

BOB  BALL,  WHO  Des  Moines  news- 
caster, and  Lee  Peirce  have  announced 
their  marriage. 

CREIGHTON  SCOTT,  WBBM  Chi- 
cago, to  CBS  news  staff  in  N.  Y.,  as 
part  of  network's  expansion  to  cover 
Korean  war. 

DONALD  WRIGHT,  June  graduate 
U.  of  Minnesota  School  of  Journalism, 
to  newsroom  director  KSUM  Fair- 
mont, Minn.  Was  with  WHLB  Vir- 
ginia, Minn. 

ROBERT  NOBLE  to  newsroom  CBH 
Halifax,  as  summer  relief. 


THE  NEW  Frontier,  series  of  dramatic 
programs  by  Institute  for  Democratic 
Education,  N.  Y.,  dealing  with  prob- 
lems of  prejudice,  now  aired  on  WRC 
Washington,  Sunday,  11:15-11:30  a.m. 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121    Vermonl   Av«.,   Wash.  5,   D.  C. 
STerling  3626 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Night 

PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  Mo. 


CLARENCE  R.  JACOBS 

Studio  Consultants 
Planning  -  Design  -  Acoustics 


Box  69  -  Princeton,  Illinois  -  Tel.  No.  4200 


*  VACANCY 

YOUR  FIRM'S  NAME  in  this  "vacancy" 
will  be  seen  by  15,500  readers- 
station  owners  and  managers,  chief 
engineers  and  technicians— applicants 
for  AM,  FM,  Television  and  facsimile 
facilities. 


ecasting 
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NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.  AREA,  INCLUDING  SMALL-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

EXTRA-WEEK  JUNE  25-JULY  1,  1950 


Current 


Rating 

Current    Previous  Hemes 

Rank         Rank  Program  % 

EVENING,  ONCE-A-WEEK 

1  1  Lux  Radio  Thea"e  fCBS)   12.8 

2  9  You  Bet  Your  L-fe  (CBS)   10.9 

3  22  Mr.  Chameleon  (CBS)    10.5 

4  11  Cr"rre  ?ho*o-rapher  (CBS)    10.2 

5  14  Suspense  (CBS)    10.2 

6  2  Walter  Winchell  (ABC)    10.0 

7  36  Dr.  Christian  (CBS)    9.8 

8  17  Mystery  Theatre  (CBS)    9.4 


Current 
Rating 

Current    Previous  Homes 
Rank         Rank  Program  % 

9  29  FBI  in  Peace  and  War  (CBS)    9.2 

10  12  Mr.  Keen  (CBS)    9.1 

Copyright  1950  by  A.  C.  NIELSEN  CO. 

NOTE:  Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 
RATING"  (%1  to  40,700,000 — the  1950  estimate  of  Total  United 
States  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  except 
f-'  !-c:r:6:  I'siening  only  1  to  5  minutes. 


'JACKPOT'  CASE 

Tr'ml  Date  To  be  Sef 

TRIAL  date  will  be  set  in  Chi- 
cago's Federal  District  Court  after 
Labor  Day  for  the  $150,000  suit, 
charging  misappropriation  of  dra- 
matic property,  brought  against 
CBS,  DeSoto  and  Plymouth.  Judge 
Phillip  Sullivan  will  reconvene  his 
con^'t,  which  covers  the  Eastern 
Federal  District  of  Illinois,  at  that 
time. 

CBS  New  York  and  Chicago  are 
gathering  pertinent  documents 
tracing  development  of  the  network 
show.  Hit  The  Jackpot,  which 
plaintiffs  Russell  and  Shirley  Nih- 
lean  of  Chicago  charge  is  based  on 
a  show  idea  they  submitted  to 
WBBM  (CBS)  Chicago.  Papers 
will  be  turned  over  to  the  Nihleans' 
attorney,  Eli  Mullin,  in  Chicago 
within  a  few  weeks,  Mr.  Mullin 
said,  and  will  later  be  introduced  in 
court. 

The  Nihleans,  both  writers, 
charge  that  the  idea  for  Hit  The 
Jackpot  was  taken  from  a  show 
called  Watch  Your  Step,  which 
they  say  they  wrote  and  submitted 
to  WBBM  for  possible  airing.  CBS 
and  WBBM  executives  in  Chicago 
report  no  record,  either  locally  or 
in  the  master  file,  of  a  show  being 
submitted  by  the  Nihleans.  Files 
of  show  ideas  are  kept  under  the 
author's  name  and  not  the  title,  and 
CBS  files  show  nothing  has  ever 
been  submitted  by  the  plaintiffs, 
officials  told  Broadcasting. 

The  Nihleans  (man  and  wife) 
charge  that  a  WBBM  show  similar 


to  theirs  was  aired  locally  as  a 
sustainer  and  then  moved  to  New 
York,  where  they  claim  it  became 
Hit  The  Jackpot  and  was  sponsored 
by  DeSoto  and  Plymouth. 

Complaint  against  the  three  de- 
fendants charges  (1)  misappro- 
priation of  dramatic  property,  (2) 
unfair  trade  practices  and  (3)  un- 
fair competition.  Hit  The  Jackpot 
is  a  Mark  Goodson-Bill  Todman 
package  show  leased  by  the  net- 
work. Ross,  Berchen  &  Schwantes, 
Chicago  law  firm,  represents  CBS 
although  the  regular  attorneys  for 
the  .network  in  Chicago,  Arvey, 
Hodes  &  Mantynband,  may  be 
brought  into  actual  trial  proceed- 
ings. 


TALENT  UNIT  OFFER 

Services  for  War  Emergency 

CO-ORDINATING  COMMITTEE 
for  Screen  and  Radio  Artists,  clear- 
ing house  for  free  appearances  of 
Hollywood  movie  and  radio  talent 
for  public  service,  patriotic  and 
charity  purposes,  has  volunteered 
its  services  to  the  government  in 
war  emergency.  In  a  letter  sent 
to  Defense  Secretary  Louis  John- 
son the  group  stated  they  were 
"prepared  and  ready  to  perform 
whatever  projects  you  may  see  fit 
to  request  of  us."  Letter  was 
signed  by  George  Murphy,  commit- 
tee head. 

The  group  represents  American 
Federation  of  Radio  Artists,  net- 
works. Screen  Actors  Guild,  Amer- 
ican Guild  of  Variety  Artists,  Assn. 
of  Motion  Picture  Producers,  Thea- 
tre Authority. 


GIVEAWAY  STUDY 

Lottery  Finding  by  D.  A. 

STUDY  of  giveaway  programs  as 
related  to  Wisconsin's  anti-lottery 
laws  continued  last  week,  with  the 
Milwaukee  district  attorney's  of- 
fice naming  Lucky  Dial  Money  Pile 
on  WKTY  LaCrosse  a  lottery.  In- 
asmuch as  the  opinion  was  given 
by  the  Milwaukee  County  district 
attorney's  office  instead  of  that  in 
LaCrosse  County,  the  opinion  will 
not  automatically  lead  to  definite 
action. 

If  the  LaCrosse  office,  or  that  of 
the  attorney  general,  concurs  in 
the  opinion,  WKTY  may  be  asked 
to  take  the  show  off  the  air.  Joseph 
E.  Tierney,  Milwaukee  County  dep- 
uty district  attorney,  rendered  an 
opinion  on  legality  of  the  show 
when  a  Milwaukee  advertising 
agency  man  sought  advice,  explain- 
ing he  wanted  to  put  a  similar 
show  on  the  air. 

Format  of  the  show  has  an- 
nouncer calling  off  dial  telephone 
numbers.  If  the  telephone  sub- 
scriber holding  that  number  calls 
the  station  within  five  minutes,  he 
wins  money  in  the  Lucky  Dial 
Money  Pile.  A  dollar  is  added  with 
each  announcement,  and  is  supplied 
by  the  sponsor  of  each  spot 
[Broadcasting,  July  24]. 


De  Sylva  Estate 

B.  G.  (BUDDY)  DE  SYLVA, 
Capitol  Records  Inc.  board  mem- 
ber, who  died  in  Hollywood  July 
11  from  a  heart  ailment  [Broad- 
casting, July  17]  left  an  estate 
estimated  at  $5  million.  With  the 
exception  of  specific  bequests 
totalling  $170,000  the  estate  was 
willed  to  his  widow,  Mrs.  Marie 
Wallace  De  Sylva,  who  is  to  re- 
ceive a  life  income  of  no  less  than 
$2,500  monthly.  Upon  her  death, 
David  Shelley,  son  by  a  former 
marriage,  becomes  beneficiary.  A 
$50,000  trust  fund  was  left  to  a 
minor  son,  Stephen. 


'Sacred  Heart'  Program 

THE  Sacred  Heart  Program,  re- 
cently named  as  the  second  choice 
of  top  Catholic  programs  by  the 
National  Catholic  Broadcasters' 
Assn.  at  their  convention  in  St. 
Louis,  originates  on  St.  Louis  U.'s 
WEW,  instead  of  WIL  as  appeared 
in  the  July  24  issue  of  Broadcast- 
ing. 


PROTECT  YOURSELF,  your  STAFF,  your  CLIENTS 

from  the  daily  hazard  of 

LIBEL,  SLANDER,  INFRINGEMENT  OF 
COPYRIGHT,  INVASION  OF  PRIVACY 

Arising  from  EditoriaUzingr,  Speeches,  Newscasts,  Ad  libs.  Financial 
Comment,  Mystery  Plots,  Gossipy  Announcements,  Man-on-the-street 
Interviews. 

Hundreds  of  Broadcasters  and  Newspapers  guard  this  continu- 
ous  hazard   with    our   special,    tailored-to-the-risk  Insurance. 

USE  CAUTION-LADY  LUCK  IS  A  DESERTER ! 
IT  COSTS  SO  LITTLE  TO  BE  SURE  WITH  INSURANCE. 

For  details,  write  to  the  Pioneer  in  this  line. 

EMPLOYERS  REINSURANCE  CORPORATION 

Insurance  Exchange  Bldg.       —       Kansas  City,  Mo. 


CERTIFICATE  denoting  Daniel  W. 
Kops  (I),  WAVZ  New  Haven  general 
manager  and  vice  president,  as  "Jay- 
cee  of  the  Year"  is  awarded  by  Rich- 
ard C.  Lee,  retiring  president  of  the 
New  Haven  Junior  Chamber  of  Com- 
merce. Mr.  Kops,  also  elected  to  the 
group's  board  of  directors,  was  cited 
for  efforts  on  behalf  of  the  Hoover 
Report  to  reorganize  the  executive 
branch   of  the  government. 


'PIGEONGRAMS' 

WPAT  Serves  Jamboree  Scouts 


DURING  the  recent  National  Boy 
Scout  Jamboree  at  Valley  Forge, 
Pa.,  WPAT  Paterson,  N.  J.,  demon- 
strated that  curtailment  of  U.  S. 
mail  deliveries  would  have  little 
effect  so  far  as  northern  New  Jer- 
sey area  scouts  were  concerned. 

In  cooperation  with  Lenard  Ga- 
bryal,  chief  Scout  executive  of  the 
Alhtaha  Council,  and  heads  of  the 
Westside,  Paterson  and  Riverside 
Homing  Pigeon  Club,  almost  700  of 
the  famous  message-bearing  birds 
were  shipped  to  Valley  Forge. 

There,  each  Scout  was  given  a 
WPAT  "pigeongram"  on  which  to 
write  personal  messages  to  parents 
[Broadcasting,  July  17].  These 
were  then  rolled  up  and  placed  in 
carriers  attached  to  the  birds. 
WPAT  presented  a  special  trophy 
to  the  owner  of  the  first  bird  back 
from  the  jamboree. 

In  addition,  WPAT  also  received, 
via  pigeons,  a  round-up  of  news 
from  the  encampment.  Official  sta- 
tion correspondents  were  Bob  Hun- 
ziker.  Troop  3,  Eastside  Presby- 
terian Church,  and  Edgar  Galli, 
Troop  24,  Hawthorne.  Arthur 
Schofield,  WPAT  promotion  and 
publicity  director,  said  over  900 
messages  were  sent  back  bj»  the 
local  boys. 


Doak  Walker  Series 

DOAK  WALKER,  three-time  All- 
America  back  at  Southern  Metho- 
dist U.  and  now  with  the  Detroit  I 
Lions  pro  football  team,  has  been 
signed  to  do  a  series  of  grid  pre- 
diction radio  and  TV  programs  by 
Dallas  Broadcasting  Assoc.,  pro- 
ducer of  shows,  spots,  transcrip- 
tions, news  and  special  events. 
Both  radio  and  TV  programs  will 
last  15  minutes  and  will  be  for  a 
13-week  period.  Firm  reports  that 
several  sponsors  have  indicated  in- 
terest in  the  series. 
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FCC  Actions 

(Continued  from  page  72) 
Applications  Cont.: 

tAugust  2  Applications  .  .  . 

Il         ACCEPTED  FOR  FILING 
W  Modification  of  License 

"  WLOW  Portsmouth,  Va. — Mod.  license 
AM  station  to  change  studio  from 
jPortsmouth.  Va.  to  105  Brooke  Ave., 
^'orfolk.  Va. 

License  Renewal 
I  Request  for  license  renewal  AM  sta- 
ion  WNAG  Grenada,  Miss.;  WITA  San 
uan.  P.  R. 

Modification  of  CP 
Mod.  CP  new  FM  station  for  exten- 
,  jsion  of  compietion  date :  WRBI  Blue 
Island.    111.:    WTBO-FM  Cumberland. 
i  ijMd.;  WHP-FM  Harrisburg,  Pa. 

License  for  CP 
KNBH  Los  Angeles — License  for  CP 
Inew  commercial  TV  station, 
e  jl 

TENDERED  FOR  FILING 
Modification  of  License 
KCOG  CenterviUe,  la.— Mod.  license 
change  from  1400  kc  100  w  unl.  to 
111400  kc  250  w  unl. 

*  '  AM— 1440  kc 

'  •]  KJAY  Topeka,  Kan.— CP  AM  station 
ito  change  from.  1440  kc  1  kw  unl.  DA-1 
;to  1440  kc  5  kw  unl.  DA-1. 


ifto 
1140 


(August  3  Decisions 


I         BY  COMMISSION  EN  BANC 

I  Hearing  Designated 

H.  C.  Young,  Jr.,  and  Southern  Broad- 
casting   Co.    Inc.    Nash^-llle,    Tenn. — 

Designated  for  consolidated  hearing 
I  at  Washington  on  Jan.  23,  1951.  applica- 
tion of  Young  with  that  of  Southern 
Broadcasting  Co.  Inc.  both  requesting 
new  stations  on  1470  kc  1  kw  D. 

Louis  Wasmer,  Pasco,  Wash,  and 
KALE  Richland,  Wash. — Designated  for 
hearing  in  consolidated  proceeding,  ap- 
plication of  Wasmer  for  new  station  on 
960  kc  1  kw  utilizing  different  DA  for 
day  and  night  at  Pasco,  with  application 
of  KALE  to  change  facilities  from  900 
kc  1  kw  D  only,  to  960  kc  1  k\v  unl. 
'  DA-N  hearing  to  be  held  at  Washington 
on  Jan.  25,  19ol. 

La-n-ton-Ft.  SUl  Broadcasting  Co. 
iLawton,  Okla.  and  Caddo  Broadcasting 
Co.  Anadarko,  Okla. — Designated  for 
consolidated  hearing  at  Washington  on 
Jan.  26.  1951.  application  of  Ft.  Sill  for 
new  station  on  1250  kc  500  w  N  1  kw  D. 
utilizing  separate  DA  for  day  and  night, 
with  application  of  Caddo  on  1250  kc 
500  w  D  onlv:  made  KASA  Elk  City. 
Okla.,  and  KSMI  Seminole.  Okla.. 
parties  proceeding  with  respect  to 
Anadarko  application. 

Request  Granted 
WNDB  Daytona  Beach,  Fla. — Granted 
request  for  removal  from  existing 
license  of  condition  referring  to  effects 
of  anv  internal  cross-modulation  be- 
tween" WNDB  and  WMFJ. 

Extension  Denied 

,    WBGE  Atlanta,  Ga. — Denied  applica- 

■  tion  for  extension  of  outstanding  CP. 
which  authorized  install  new  vertical 
ant.  mount  FM  and  TV  ant.  on  top  of 

'  AM  tower  and  change  trans,  and  studio 
locations  from  July  1  to  Sept.  1.  If 
request  for  hearing  is  made  within  20 
davs.  denial  will  be  set  aside  and  appli- 

I  cation  designated  for  hearing. 

Extension  Granted 
!    WPEO   Peoria,   ni. — Granted  exten- 
sion of  authority  to  remain  silent  until 
Sept.  1  to  effect  recently  authorized 
change  in  studio  location. 

!  Petition  Granted 

WLAN  Lancaster,  Pa.— Granted  peti- 
tion to  reconsider  and  set  aside  action 
of  Secretary  on  July  21,  granting  ap- 
pUcation  for  license  to  WORK  York. 
Pa.,  pending  disposition  of  'WLAN  s 
April  14  petition  protesting  original  . 
grant  of  WORK'S  CP. 

KJLA  Shenandoah,  la.  and  WRFC 
Athens,  Ga.— Granted  petition  of  KMA 


THE  NUNN  STATIONS 

The  Nunn  Stations,  WLAP,  Lexington, 
Ky.,  oldest  station  Kentucky's  second 
morlcet,  5000  waU,  ABC  affiliate,  wants 
top  local  salesman.  Write  references, 
reason  for  desiring  cliange.  recent  pic- 
ture, etc.  Drawing  account  against 
commission.  Only  best,  experienced 
salesman  considered. 


fCC  roundup 

New  Grants,  Transfers,  Changes,  Appl'icationt 


SUMMARY  TO  AUGUST  3 


J?<>x  Scots 

Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Appli- 

Total 

Cond'l 

cations 

In 

Class 

On  Air 

Licensed 

CPs 

Grants 

Pending 

Hearing 

2,149 

2,126 

183 

287 

261 

FM  stations   

687 

495 

221 

3* 

18 

13 

TV  stations   

106  ^ 

49 

59 

353 

182 

*Two  on  the  air. 

♦     •  • 

Docket  Actions  .  .  . 

FINAL  DECISIONS 

Conway  Bcstg.  Co.,  Faulkner  County 
Bcstg.  Co.,  Conway  Ark. — .Announced 
decision  to  grant  application  of  Conway 
Bcstg.  Co.  new  station  on  1230  kc,  250  w 
fulltime.  Denied  application  of  Faulk- 
ner County  Bcstg.  Co.  same  facilities 
at  Conway.    Decision  July  28. 

WC.AR  Pontiac,  Mich.  —  Announced 
decision  to  grant  application  of  WC-A.R 
to  move  station  from  Pontiac  to  Detroit 
and  change  power  from  1  kw  unl.  to 
50  kw-D,  10  kw-N  DA-DN  on  1130  kc. 
Denied  application  of  UAW'-CIO  Bcstg. 
Corp.  of  Michigan  for  new  station  in 
Detroit  on  1130  kc,  5  kw-D,  2.5  kw-N 

D. A.-DN.  Decision  July  31. 
WJAX-TV  Jacksonville,  Fla.  —  An- 
nounced decision  to  deny  application  of 
WJAX  Jacksonville  for  additional  time 
to  complete  construction.  Decision 
July  31. 

WCUM  Cumberland,  Md. — Announced 
final  decision  to  grant  application  of 
WCUM  to  modify  license  and  increase 
power  from  100  w  to  250  w  fulltime  on 
1490  kc,  subject  to  WCUM  taking  full 
responsibility  insofar  as  it  is  able  for 
installation  and  adjustment  of  such 
filter  systems  or  other  equipment  as 
is  necessary  at  either  WTBO  Cumber- 
land or  WCUM  or  both  stations  to  elim- 
inate adverse  internal  cross-modulation 
effects  on  the  other.    Decision  July  31. 

WMEX  Boston,  Mass.  —  .Announced 
decision  to  grant  application  of  WMEX 
for  renewal  of  license  and  granted 
transfer  of  control  of  license  from  John 

E.  Reilly.  Charles  A.  Coughlin,  George 
Kaplan  and  Fred  Randazzo  to  Alfred  J. 
Pote,  William  S.  Pote  and  .A.ntoinette 
lovanna.    Decision  July  31. 


OPINIONS  AND  ORDERS 

Huntington  Bcstg.  Co.,  Huntington 
Park,  Calif.  —  Adopted  memorandum 
opinion  and  order  to  deny  petition  of 
Huntington  Bcstg.  Co.,  directed  against 
Commission's  decision  Feb.  1,  granting 
application  of  Coast  Radio  Bcstg.  Corp., 
Los  .A.ngeles  and  to  deny  applications 
of  Huntington  Bcstg.  Co.,  and  San  Ga- 
briel Valley  Bcstg.  Co.,  Monrovia,  Calif. 
Decision  July  31. 

WNOW  York,  Pa.;  KSPI  Stillwater, 
Okla.  —  By  memorandum  opinion  and 
order  denied  petitions  of  WNOW  and 
KSPI  requesting  reconsideration  of 
Commission's  action  of  Jan.  20,  return- 
ing as  defective  applications  for  CPs  to 
change  facilities  or  (2)  waiver,  amend- 
ment or  exception  of  rules.  Applica- 
tions dismissed.    Order  July  24. 

Eurith  Dickinson  Rivers  Jr.;  Savan- 
nah Radio  Council,  Savannah,  Ga. — By 
memorandum  opinion  and  order  dis-- 
missed  petition  of  Savannah  Radio 
Council  insofar  as  it  requests  action 
pursuant  to  rules  to  set  aside  grant  of 
March  6  of  application  of  Eurith  Dick- 
inson Rivers  Jr.  Denied  request  for 
action  on  Commission's  own  motion. 
Order  July  24. 

WPIK  Alexandria,  Va.;  WTIK  Dur- 
ham, N.  C;  WPAG  Ann  Arbor,  Mich.; 
WLIO  E.  Liverpool,  Ohio;  WGAY  Silver 
Spring,  Md.;  WKSR  Pulaski,  Tenn.;  and 
Daytime  Petitioner's  Assn. — By  memo- 
randum opinion  and  order  denied  with- 
out preludice  applications  of  WPIK, 
WTIK.  WPAG  and  WLIO  for  SSA  for 
nighttime  operation  and  denied  peti- 
tion of  WG.AY'  WKSR  and  Daytime 
Petitioner's  Assn.  seeking  to  amend 
rules  to  permit  fulltime  operation  on 
frequencies  730,  800,  900,  1050,  1220  and 
1570  kc,  (on  which  domestic  Class  II 
stations  may  operate  daytime  only)  and 


to  delete  issue  No.  4  in  Commission's 
Order  of  April  21.  designating  Radio 
Athens  application  for  hearing,  and  to 
include  therein  the  following  as  issue 
No.  4:  "To  determine  whether  station 
KMA.  Shenandoah,  la,  renders  pri- 
mary service  beyond  its  normally  pro- 
tected contour  in  any  area  or  areas 
within  which  operation  of  station 
WRFC  as  proposed,  may  involve  inter- 
ference, and  if  so,  whether  90'~r  of 
population  (population  served  with  ade- 
quate signal)  in  those  areas  are  sup- 
plied with  primary  service  by  any  other 
station  or  stations  which  carry  same 
general  program  service  as  KMA." 

Order  Adopted 

Commission  on  Aug.  1  adopted  Order, 
effective  immediately,  correcting  error 
in  Section  26  of  the  Standards  of  Good 
Engineering  Practice  concerning  Stand- 
ard Broadcast  Stations,  to  indicate  sun- 
set time  of  7:30  p,m.  EST.  at  Youngs- 
town,  Ohio,  during  month  of  August. 

August  3  Applications  .  .  . 

ACCEPTED   FOR  FILING 
License  for  CP 
License  to  cover  CP  new  AM  station: 
WATS  Sayre,  Pa.;  WDBL  Springfield, 
Tenn. 

License  Renewal 
WITH-FM  Baltimore,  Md.  —  Request 
for  license  renewal. 

Modification  of  CP 
WCAP  Lowell,  Mass.— Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  KWFM  San 
Diego:  KGMO  Cape  Girardeau,  Mo.; 
WWLH  New  Orleans. 

WELI-FM  New  Haven,  Conn. — Mod. 
CP  new  FM  station  to  change  from 
Class  A  to  Class  B.  Chan.  300  (107.9  mc). 
ERP  to  20  kw,  ant.  500  ft. 

WMAZ-FM  Macon,  Ga.— Mod.  CP  new 


FM  station  to  change  ERP  to  3  kw.  ant. 
to  171  ft. 

CP  to  Replace  CP 

KUHF  Houston,  Tex. — CP  to  replace 
exnired  CP  noncommercial  educational 
FM  station. 

TENDERED  FOR  FILING 
AM— 1190  kc 
WSIC  Statesville,  N.  C— CP  AM  sta- 
tion to  change  from  1400  kc  250  w  unl. 
to  1190  kc  1  kw  unl. 

AM — 650  kc 
KRCO  Prineville,  Ore.— CP  AM  sta- 
tion to  change  from  690  kc  1  kw  D  to 
650  kc  1  kw  unl. 


dismissed  applications  of  WGAY  and 
WKSR  for  nighttime  operation.  Order 
July  26. 

KMA  Shenandoah,  la.;  KNEB  Scotts- 
bluff,  Neb. — By  memorandum  opinion 
and  order  granted  petition  of  KMA  to 
clarify  or  modify  issues  in  Commission's 
order  of  March  6,  designating  applica- 
tion of  KNEB  for  hearing;  amended 
order  deleting  issue  4  and  including  as 
issue  4  the  following:  To  determine 
whether  KMA  renders  primary  service 
beyond  its  normally  protected  contour 
in  an  area  or  areas  within  which  KNEB 
as  proposed  may  involve  interference 
and  whether  90%  of  the  population  is 
served  or  supplied  with  primary  service 
by  any  other  stations  which  carry  the 
rame  general  program  service  as  KMA. 
Order  July  26. 

WMBD  Peoria,  111.;  WTOD  Toledo — 
Opinion  and  order  dismissing  as  moot 
petitions  directed  against  grant  of  ap- 
plication of  WMBD  and  granting  appli- 
cation to  modify  MEOV  authorized,  in 
which  a  slight  decrease  in  limitation 
from  the  presently  licensed  value  to 
WTOD.    Order  July  26. 

ORAL  ARGUMENT 
KLZ  Denver,  Col.;  KWTO  Spring- 
field, Mo. — Commission  upon  request  of 
KLZ  continued  without  date  oral  argu"- 
ment  scheduled  for  July  28  re  applica- 
tion of  KWTO.    Action  taken  JiUy  27. 

Non-Docket  Actions  .  .  . 

AM  GRANTS 

Princeton,  Ind.  —  M.  R.  Lankford, 
granted  new  AM  station  1250  kc,  1  kw 
day.  Estimated  construction  cost  815,- 
500.  Mr.  Lankford  is  owner  of  Lankford 
Mammoth  Hatcheries.   Granted  Aug.  3. 

Junction,  Tex. — Kimble  County  Bcstg. 
Co..  granted  1450  kc,  100  w  unlimited. 
Estimated  construction  cost  S6,000. 
Equal  partners  are;  James  E.  Calhoun, 
announcer-newscaster  KDWT  Stamford, 
Tex.,  and  Callan  Graham,  attorney  and 
owner  of  ranch  lands.   Granted  Aug.  3. 

WGUY  Bangor,  Me. — Granted  change 
in  frequency  from  1450  kc  to  1230  kc 
with  250  w  unlimited.   Granted  Aug.  3. 

KPRS  Olathe,  Kan. — Granted  increase 
in  power  from  500  w  daj'  to  1  kw  day 
on  1590  kc.    Granted  Aug.  3. 

TV  GRANT 
WNBT(TV)  New  Y'ork— Granted  de- 
crease in  ERP  from  7.0  kw  vis.,  5.75 
kw  aur.  to  5.2  kw  vis.,  4.27  kw  aur. 
Granted  July  25. 

TRANSFER  GRANTS 
WPCF  Panama  City,  Fla.  —  Granted 
assignment  of  license  from  Edward  G. 
Holmes  and  E.  L.  DuKate  d/b  as  Bay 
County  Bcstg.  Co.,  licensee,  to  Bay 
County  Bcstg.  Co.  Inc.,  new  corpora- 
tion with  newcomer  J.  A.  Smith.  Mr. 
Smith  is  a  prominent  business  man  of 
Panama  City  and  acquires  3.2%  for  S500. 
WPCF  is  assigned  1400  kc  with  250  w 
fulltime.    Granted  July  24. 

WCCM  Lawrence,  Mass.  —  Granted 
transfer  of  control  in  Lawrence  Bcstg. 
Co.,  licensee,  from  Gordon  S.  Ley  to 
George  H.  Jaspert  for  consideration  of 
S25,000.  Mr.  Jaspert  previously  held  a 
50%  interest  in  WCCM  and  transfer 
gives  him  74%.  WCCM  is  assigned  1 
kw  day  on  800  kc.  Granted  July  24. 

WHAY'  New  Britain,  Conn. — Granted 
transfer  of  control  in  Central  Conn. 
Bcstg.  Co.,  licensee,  from  7  stockholders 
to  17  stockholders,  resulting  from  re- 
financing plan  involving  issuance  of  new 
stock.  WH.A.Y  is  assigned  5  kw  unlim- 
ited on  910  kc,  directional.  Granted 
July  24. 

WFVG  Fuquay  Springs,  N.  C— Grant- 
ed assignment  of  license  from  J.  M. 

(Continued  on  page  80) 
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FCC  Roundup 

(Continued  from  page  79) 
Transfer  Grants  Cont.: 

Stephenson,  W.  J.  Davis  and  S.  S.  Ad- 
cock  d/b  as  Radio  Station  WFVG  Inc., 
to  Mr.  Stephenson  and  Mr.  Davis.  Mr. 
Adcock  withdraws  to  devote  more  time 
to  other  business  and  sells  his  interest 
for  850,000  plus.  WFVG  is  assigned  1 
kw  day  on  1460  kc.    Granted  Aug.  3. 

WnT  Jacksonville,  Fla.  —  Granted 
transfer  of  control  in  WIVY  Inc.,  licen- 
see, from  Frank  L.  Denton  and  L.  Frank 
Jones  to  Edward  J.  Oberle  for  546,372. 
Mr.  Oberle  is  owner  of  Institute  of 
Radio  and  Television,  Jacksonville. 
Wr\'Y  is  assigned  1  kw  day  on  1050  kc. 
Granted  Aug.  3. 

KOAT  Albuquerque,  KTRC  Santa  Fe, 
KRSX  Los  Alamos,  all  N.  M.— Granted 
assignment  of  licenses  from  Rio  Grande 
Bcstg.  Co.,  licensee,  to  Alvarado  Bcstg. 
Co.  Inc.,  for  5140,000.  Principals  in  Al- 
varado include:  H.  W.  Bumpas,  owner 
Southwest  Publicitv  Inc..  id^c  interest 
WIBR  Baton  Rouge;  A.  M.  Caldwell, 
owner  Cottons  Inc.  (bakers)  Baton 
Rouge  and  Herbert  Wimberly,  owner  of 
Auto  Hotel  Co.,  and  50'~f  owner  Auto 
Rentals  Inc.,  Baton  Rouge,  all  will  have 
3313"^^  interest.  Mr.  Tucker  is  one  of 
the  original  owners  in  transferor.  KO.AT 
is  assigned  250  w  on  1450  kc.  KRSN  is 
assigned  250  w  on  1490  kc;  KTRC  is 
assigned  1400  kc,  250  w  fulltime.  Grant- 
ed Aug.  3. 

WLYC  Williamsport,  Pa.  —  Granted 
relinquishment  of  control  in  Lycoming 
Bcstg.  Co.,  permittee  FM  station,  by 
John  T.  Keliher.  Technical  relinquish- 
ment only.  WLYC  operates  on  Chan. 
286  (105.1"  mc).    Granted  Aug.  3. 

Deletions  .  .  . 

ONE  AM  and  eight  FM  authorizations 
reported  deleted  by  FCC.  Total  to  date 
since  Jan.  1:  AM  30:  FM  83;  TV  3. 

KROC-FM  Rochester,  Minn. — South- 
ern Minnesota  Bcstg.  Co.  License  July 
19.  Economic. 

WKIL(FM)  Kankakee,  111.— Kankakee 
Daily  Journal.  License  July  19.  Eco- 
nomic. 

WIBW-FM  Topeka,  Kan.  —  Topeka 
Bcstg.  Assn.  Inc.  License  July  19. 
Economic. 

KSGM-FM  Ste.  Genevieve,  Mo.  — 
Donze  Co.    CP  July  26.    CP  expired. 

KOPP-FM  Ogden,  Utah— KOPP  Inc. 
CP  July  26.    CP  expired. 

KSGV(FM)  Temple  City,  Calif.  — 
Angelus  Bcstg.  Co.  CP  July  31.  Failure 
to  submit  application  to  specify  trans, 
site  etc. 

WJEM(FM)  Springfield.  Ohio — Cham- 
pion City  Bcstg.  Co.  CP  July  31.  CP 
expired. 

KETR(FM)  Whittier,  Calif.— Whittier 
Bcstg.  Co.  CP  Aug.  3.  Failure  to  pros- 
ecute. 

WOOB  Anniston,  Ala.  —  Calhoun 
Bcstg.  Co.   License  July  25. 

New  Applications  .  .  . 

AM  APPLICATIONS 

Fulton,  Ky. — Ken-Tenn  Bcstg.  Corp., 
1270  kc,  1  kw  day.  Estimated  construc- 
tion cost  522,150.  Principals  in  corpora- 
tion include:  Dr.  Robert  Bushart,  sur- 
geon and  physician,  and  secretary- 
treasurer  Fulton  Hospital  Inc.,  presi- 
dent W^c:  Ira  W.  Little,  owner  Ken- 
tucky Motor  Co.,  interest  Fulton 
Bank,  '2^^  interest  Pepsi  Cola  bottling 
works,  Martin,  Tenn.,  20%;  Dr.  Glenn 
F.  Bushart,  associated  with  Dr.  Robert 
Bushart,  W"c  -  There  are  nineteen  minor 
stockholders,  all  Fulton  businessmen. 
Filed  .'^ug.  1. 

Sturgeon  Bay,  Wis.  —  Door  County 
Bcstg.  Co.  Inc.,  910  kc,  500  w  day.  Esti- 
mated construction  cost  817,534.  Re- 
submitted.   Filed  -Aug.  1. 

Fort  Scott,  Kan.— The  S.  &  G.  Co., 
1570  kc,  250  w  day.  Estimated  construc- 
tion cost  510,683.  Principals  include: 
Robert  R.  Stoner,  commercial  and  as- 
sistant manager  KNEM  Nevado,  Mo.; 
Henrietta  Stoner,  housewife:  Harry  E. 
Gilbert,  33i^<7e  owner  Hotel  Mitchell; 
Elsie  Gilbert,  33i^%  interest  Hotel 
Mitchell,  each  will  have  25%  interest 
in  station.    Filed  Aug.  2. 

Farmington,  N.  M. — Valley  Bcstg.  Co., 
1240  kc,  250  w  unlimited.  Estimated 
construction  cost  510.400.  Principals  in- 
clude: Louella  M.  Bowles,  apartment 
house  owner  and  manager.  Fort  Worth, 
50%;  Marvin  E.  Bowles,  chief  engineer 
KERB  Kermit,  Tex.   Filed  Aug.  3. 

TRANSFER  REQUESTS 
WOOD  Grand  Rapids,  Mich. — Acqui- 
sition of  control  in  Grandwood  Bcstg. 
Co.,  licensee,  by  WFBM  Inc.  through 
purchase  of  125  sh.  or  50%  -tock  from 
Ralph  S.  and  Bertha  G.  Euler  and  F.  R. 
Denton.  Consideration  is  812,500,  and 
purchase  of  promissory  notes  for  837,500, 
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Richards  Case 

(Continued  from  page  26) 

week  supported  testimony  of 
earlier  witnesses  that  Mr.  Rich- 
ards ordered  staff  members  to 
slant  news  according  to  his  per- 
sonal views,  particularly  against 
the  family  and  administration  of 
President  Roosevelt  and  certain 
minority  groups. 

Mr.  Richards  is  chief  owner  of 
KMPC,  WGAR  Cleveland  and  WJR 
Detroit,  whose  license-renewal  ap- 
plications are  at  stake  in  the 
hearing. 

Argument  over  missing  scripts 
and  other  material  developed 
Thursday  afternoon  when  Mr. 
Burns  reported  that  a  diligent 
search,  in  response  to  subpenas, 
had  failed  to  produce  them.  He 
read  letters  from  W.JR  and  WGAR 
saying  such  material  is  kept  for  a 
certain  number  of  years  and  then 
destroyed,  but  assured  Examiner 
Cunningham  that  every  effort  was 
being  made  to  produce  as  much  of 
the  requested  data  as  possible. 

Clete  Roberts,  former  KMPC 
public  affairs  director,  who  is  re- 
garded as  a  star  witness  of  FCC, 
took  the  stand  late  Thursday  for 
what  was  expected  to  be  several 
days  of  testimony. 

Now  a  newscaster  of  KFWB  and 
KLAC-TV  Hollywood,  he  said  that 
during  his  tenure  at  KMPC  he  re- 
ceived communications  about  news 
handling  from  Mr.  Richards  "in  the 
form  of  newspaper  clippings,  tele- 
phone calls,  telegrams,  letters,  and 
memos."  He  said  there  were  "daily 
phone  calls,  and  sometimes  several 
a  day." 

Conversations  with  the  station 


and  cancellation  of  previous  agreement 
of  Mr.  Euler  and  Mr.  Denton  to  indem- 
nify WFBM  Inc.  to  the  extent  of  50% 
any  money  they  might  be  required  to 
pay  Mellon  National  Bank  and  Trust 
Co.  WOOD  is  assigned  5  kw  fulltime, 
directional  on  1300  kc.   Filed  Aug.  1. 

KRSC  Seattle,  Wash.  —  Transfer  of 
control  of  Radio  Sales  Corp.,  licensee, 
from  P.  K.  Leberman,  Robert  E.  Priebe 
and  John  E.  Ryan  Jr.  to  J.  Elroy  Mc- 
Caw  for  5112,500.  Principal  stockholder 
Leberman  is  making  his  residence  in 
New  York  and  wishes  to  divest  himself 
of  his  interest.  Mr.  McCaw's  other  radio 
interests  Include,  KELA  Centralia-Che- 
halis.  Wash.,  50%;  KYAK  Yakima, 
3313%;  KLZ-AM-FM  Denver,  21.5%; 
KPOA  Honolulu,  50%;  KILA  Hilo.  50% 
and  KYA  Palo  Alto,  50%.  KRSC  is 
assigned  1  kw  fulltime  on  1150  kc.  See 
BROADCASTING  July  3.   Filed  Aug.  1. 

WHBO  Sulphur  Springs,  Fla. — Assign- 
ment of  license  from  Harold  A.  Dunlap 
and  Harry  J.  Dunlap,  partnership  d/b 
as  Sulphur  Springs  Bcstrs.  to  Harold  A. 
Dunlap.  Harry  Dunlap  is  returning  to 
his  home  in  Ohio  and  sells  his  50% 
for  525.000.  WHBO  is  assigned  1050  kc 
250  w-D. 

KXOC  Chico,  Calif.— Assignment  of 
license  from  Sacramento  Bcstrs.  Inc., 
licensee,  to  KXOC  Inc.,  in  which  Lirf- 
coln  Dellar  is  still  100%  stockholder  as 
he  is  in  transferor.  KXOC  is  assigned 
5  kw  fulltime,  directional  on  1150  kc. 
Filed  July  21. 

KBOK  Waterloo,  la.  —  Transfer  of 
control  of  Waterloo  Bcstg.  Co.,  licensee, 
from  Clair  Miller,  Otto  Kahl,  Otto  Kahl 
Jr.,  and  Amalia  Miller  to  KBOK  Inc., 
for  consideration  of  521,797.98.  Prin- 
cipals in  KBOK  Inc.  include:  David 
Benzor,  lawyer  and  vice  president 
WEXT  Milwaukee,  president,  50%  ;  Clair 
Miller,  vice  president  30%;  John  M. 
Printup,  salesman  National  Research 
Bureau,  secretary  15%.  KBOK  is  as- 
signed 1  kw  day,  on  1090  kc.  Filed 
July  26. 

WTBC  Tuscaloosa,  Ala. — Assignment 
of  license  from  Thomas  H.  Todd,  Bert- 
ram Bank,  Lamar  Branscomb  and  Jeff 
Coleman  d/b  as  Tuscaloosa  Bcstg.  Co., 
licensee,  to  same  partners  with  excep- 
tion of  Mr.  Todd,  who  sells  his  i-i  inter- 
est to  partners,  subject  to  FCC  ap- 
proval. WTBC  operates  on  1230  kc,  250 
w  fulltime.    Filed  July  26. 


owner,  he  said,  dealt  with  news 
treatment  of  public  figures,  politi- 
cal parties,  the  Democratic  admin- 
istration, religious  and  racial 
groups,  and  communism  and  com- 
munistic activities. 

Referring  to  communications 
from  Mr.  Richards,  he  said  that 
about  "some  of  them  I  had  an  im- 
mediate feeling  of  annoyance. 
Some  I  destroyed.  Others  I  kept. 
Some  of  them  were  reasonable  and 
should  have  been  kept." 

Among  "instructions,"  he  said, 
were  admonitions  to  show  the  Dem- 
ocratic party  in  an  unfavorable 


WCAR  MOVE 


light — "Give  them  hell.  Don't  be 
afraid.  Keep  on  slugging."  He 
identified  a  memo  regarding  a  war- 
time coal  strike  w'hich  told  him  to 
"climb  all  over  the  administration," 
saying  he  passed  the  memo  along  to 
newsmen  but  did  not  know  whether 
the  suggestion  was  cai-ried  out.  On 
one  occasion  he  wrote  and  broad- 
cast an  article  opposed  to  Demo- 
crats, he  testified. 

John  Dehner,  freelance  radio 
and  film  actor,  who  was  a  KMPC 
announcer  and  news  editor  in  1942- 
43,  said  Mr.  Richards  "frequently 
gave  his  personal  antipathies  and 

FCC  Grants  Change 
To  Detroit 


FINAL  decision  to  grant  the  long-pending  bid  of  WCAR  Pontiac,  Mich., 
to  move  to  Detroit  and  change  facilities  from  1  kw  daytime  on  1130  kc 
to  50  kw  day,  10  kw  night  on  that  frequency,  directional  fulltime,  was 
reported  by  FCC  last  week  [Closed  Circuit,  July  31].  Competitive  bid 
of  UAW-CIO  Broadcasting  Corp.  *  


of  Michigan  was  denied. 

Meanwhile,  FCC  also  announced 
its  final  decision  to  grant  WCUM 
Cumberland,  Md.,  an  increase  in 
power  from  100  w  to  250  w,  oper- 
ating fulltime  on  1490  kc.  Engi- 
neering conditions  were  included 
with  the  approval. 

The  Commission  majority  in  the 
WCAR  case  originally  had  issued  a 
proposed  decision  to  deny  the  sta- 
tion's application  for  a  move  to 
Detroit  and  power  increase  on 
grounds  it  would  violate  the  prin- 
ciple of  Sec.  307(b)  of  FCC's  rules 
regarding  equitable  distribution  of 
station  facilities  [Broadcasting, 
Oct.  17,  1949]. 

However,  in  the  final  i-uling, 
while  the  majority  favored  grant- 
ing the  WCAR  bid.  Chairman 
Wayne  Coy  and  Comr.  Paul  A. 
Walker  by  dissenting  opinions 
voted  to  deny  the  application  on  the 
basis  of  Sec.  307(b).  They  con- 
sidered that  Pontiac,  as  a  large 
city  without  other  broadcast  facil- 
ities, had  more  need  of  WCAR's 
service  than  did  Detroit  for  a  sixth 
fulltime  outlet.  Comrs.  E.  M.  Web- 
ster and  Frieda  B.  Hennock  did 
not  participate  in  the  decision. 

Lacked  Technical  Qualifications 

The  Commission  voted  to  deny 
the  UAW-CIO  Broadcasting  Corp. 
application  on  grounds  the  appli- 
cant failed  to  establish  its  tech- 
nical qualifications.  UAW  -  CIO 
Broadcasting  sought  a  new  station 
in  Detroit  on  1130  kc  with  5  kw 
day,  2.5  kw  night,  directional  full- 
time.  FCC  noted,  however,  that  to 
grant  the  bid  would  result  in  "mu- 
tually ruinous  interference"  with 
WCAR  as  presently  situated  and 
would  require  a  separate  proceed- 
ing involving  an  order  to  show 
cause  directed  to  WCAR. 

The  FCC  majority  ruling  found 
that  WCAR,  as  a  Class  II  station 
at  Detroit,  "would  improve  its 
present  utilization  of  the  frequency 
by  increasing  its  present  service 
area  during  the  daytime  and  by 
providing  a  new  primary  sei-vice  to 
a  substantial  area  at  night."  This 
would  mean  a  day  and  night  pri- 
mary sei'vice  to  the  Detroit  metro- 


politan area  within  the  meaning  of 
FCC's  standards  of  engineering 
practice,  the  majority  stated,  "in- 
cluding the  city  of  Detroit,  the 
residential  area  of  Pontiac,  and  the 
residential  areas  of  other  commu- 
nities of  substantial  size  located 
within  this  metropolitan  area." 

The  majority  further  noted 
WCAR  proposed  to  maintain  an 
auxiliary  studio  in  Pontiac  and  to 
continue  its  broadcasts  of  Pontiac 
public  service  programs,  part  of 
which  would  be  moved  to  more  de- 
sirable nighttime  periods.  Similar 
service  to  the  other  communities 
to  be  covered  also  is  proposed, 
FCC  found. 

Coy,  Walker  Dissent 

Comrs.  Coy  and  Walker,  in  their 
dissent,  considered  that  Sec.  307(b) 
precluded  removal  of  WCAR  from 
Pontiac,  a  city  of  some  66,000  per- 
sons, to  Detroit  with  more  than 
1,600,000  persons.  They  did  not  be- 
lieve the  auxiliary  studio  plan  could 
in  any  way  substitute  for  the  loss 
of  the  local  facility  and  saw  the 
majority's  conclusion  as  a  possible 
precedent  whereby  applicants 
might  seek  small  community  perim- 
eter grants  as  first  step  to  secur- 
ing entrance  to  the  larger  city. 

WCAR's  proposed  transmitter 
site  is  on  a  small  island  in  the  De- 
troit river.  Two  towers  will  be  used 
for  its  daytime  directional  array 
while  nine  towers  will  be  used  at 
night.  Several  engineering  condi- 
tions attended  the  grant. 

In  spite  of  interference  to  WARD 
Johnstown,  Pa.,  within  the  Cumber- 
land area,  the  FCC  majority  ruled 
to  grant  the  WCUM  power  boost 
in  view  of  the  extended  local  serv- 
ice which  would  result  both  day 
and  night.  The  majority  noted  the 
WARD  interference  area  lies  13  to 
15  miles  from  Johnstown  and  re- 
ceives sei-vice  from  three  other 
Pennsylvania  stations,  including 
WJAC  Johnstown. 

Comrs.  Rosel  H.  Hyde  and  Rob- 
ert F.  Jones  voted  to  deny  the 
WCUM  application.  Chairman 
Wayne  Coy  and  Comr.  E.  M.  Web- 
ster did  not  participate.  | 
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would  talk  about  his  personal 
antagonisms." 

Mr.  Dehner  said  there  were 
times  when  "I  didn't  broadcast 
items  he  told  me  to  include,"  espe- 
cially stories  derogatory  to  Jews. 

Mr.  Dehner  identified  44  pages 
of  anti  -  Roosevelt,  anti  -  Adminis- 
tration, and  pro-Republican  clip- 
pings which  he  said  were  taken 
from  newspapers  and  included  in 
newscasts  at  Mr.  Richards'  request. 

Under  cross-examination  by 
Hugh  Fulton,  chief  defense  counsel, 
Mr.  Dehner  said  he  could  see 
"nothing  false"  in  a  large  number 
of  these  items  but  that  "the  rea- 
son behind  the  use  of  these  articles 
and  stories  from  newspapers  on 
newscasts  .  .  .  gave  them  a  quality 
of  falseness." 

"It  was  wrong  because  Mr. 
Richards  told  me  to  use  them  to 
reflect  his  own  antagonisms,"  he 
declared. 

He  conceded  that  if  he  had 
checked  the  KMPC  wire  news  serv- 
ices he  might  have  found  many  of 
the  same  stories  available  there. 

Thor  Testifies 

Larry  Thor,  CBS  announcer- 
actor,  who  was  a  KMPC  announcer 
in  1947-48,  testified  that  "if  y&u 
didn't  do  as  he  asked  [Mr.  Rich- 
ards], you  didn't  work  there." 

He  told  of  complaining  to  Mr. 
Roberts,  then  KMPC  public  affairs 
director,  who  he  said  told  him  that 
he  (Mr.  Roberts)  was  given  a 
free  rein  and  didn't  share  Mr. 
Richards'  views. 

Mr.  Thor  said  that  when  Mr. 
Roberts  was  dismissed,  newsroom 
morale  was  bad  and  that  he  took 
a  job  elsewhere. 

"Instructions"  during  his  tenure 
at  KMPC,  he  said,  called  for  use 
of  an  uncomplimentary  story  about 
a  Margaret  Truman  concert;  link- 
ing of  the  Stern  gang  in  Palestine 
with  communists,  and  reference  to 
Maj.  Gen.  Bennett  Meyers  as 
"Benny." 

Under  cross-examination  Mr. 
Thor  identified  news  scripts  he  had 
broadcast  at  KMPC  and,  after 
reading  various  items  into  the  rec- 
ord, said  he  could  see  nothing 
"false"  in  them.  He  testified,  how- 
ever, that  they  were  not  "complete." 
Similar  characterizations  have  been 
made  by  other  witnesses. 

George  Lewin,  now  on  the  Los 
Angeles  Examiner  copy  desk,  said 
that  while  he  was  with  KMPC  as 
news  supervisor  in  1947-48  he  had 
standard  orders  to  look  for  and 
use  unfavorable  stories  on  the 
Roosevelt  family  and  administra- 
tion. 

I  He  said  that  on  Mr.  Richards' 
orders  he  wrote  a  three-page 
newscast  critical  of  Elliot  Roose- 
velt, and  that  among  other  things 
he  was  told  to  refer  to  Henry  Wal- 
lace as  "screw-ball"  and  "tumble- 
weed."  At  one  staff  meeting,  he 
said,  Mr.  Richards  "presented  a 
list  of  people  he  wanted  us  to  be 
difficult  with." 
I  Mr.  Lewin  said  he  followed  the 
I  station  owner's  instructions  to  a 
substantial  extent  but  that  when 
Mr.  Richards  was  out  of  hearing 
of  KMPC  "we  did  not  use  any  such 
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WMEX  GRANT 


FCC  Approves  Renev/al, 
Control  Transfer 


FINAL  DECISION  to  grant  renewal  of  license  and  transfer  of  control 
to  WMEX  Boston  was  reported  by  FCC  last  week  [Closed  Circuit, 
July  31].  Terminating  the  lengthy  proceeding  which  investigated 
WMEX  ownership  since  1933,  the  ruling  found  the  record  would  not 


support  the  conclusion  that  certain 
data  had  been  wilfully  withheld 
from  the  Commission. 

WMEX,  licensed  to  the  Northern 
Corp.,  is  an  independent  outlet  on 
1510  kc  with  5  kw  fulltime,  direc- 
tional. FCC's  final  decision  gen- 
erally followed  Hearing  Examiner 
J.  D.  Cunningham's  earlier  recom- 
mended grant  [Broadcasting,  Sept. 
12,  1949]. 

Approval  is  given  to  transfer  of 
minor  holdings  in  WMEX  from 
John  E.  Reilly,  Charles  A.  Cough- 
lin,  George  Kaplan  and  Fred  Ran- 
dazzo  to  Alfred  J.  Pote,  William 
S.  Pote  and  their  sister,  Antoinette 
lovanna.  Collectively  the  Pote 
group  gains  nearly  full  ownership 


scripts." 

David  P.  Anderson,  now  an  NBC 
Hollywood  news  commentator,  said 
that  when  he  worked  for  KMPC 
for  13  weeks  in  1947  he  was  hired 
directly  by  his  sponsor's  agency, 
BBDO,  and  therefore  took  no 
orders  from  Mr.  Richards  or  sta- 
tion personnel.  But  he  said  other 
KMPC  newsmen  received  frequent 
telephone  calls  from  Mr.  Richards 
giving  "specific  instructions  as  to 
what  should  be  carried  and  what 
should  not  be  carried." 

The  decision  to  recall  General 
Manager  Reynolds  followed  FCC 
counsel's  insistence  that  his  testi- 
mony was  needed  with  respect  to 
a  letter  in  which  former  KMPC 
Newscaster  Eddie  Lyon  reportedly 
laid  down  conditions  under  which 
he  would  accept  promotion  to  news 
editor.  Mr.  Lyon  has  testified  that 
he  stipulated  among  other  things, 
that  "Mr.  Richards  was  to  lay  off 
the  phone  calls." 

When  Mr.  Burns  reported  later 
that  Mr.  Reynolds  would  not  re- 
turn until  this  week.  Examiner 
Cunningham  noted  that  the  sub- 
pena  was  for  Thursday,  and  ac- 
cused Mr.  Burns  of  ignoring  his 
order. 

Mr.  Cottone  contended  that 
KMPC  and  defense  counsel  had 
failed  to  comply  with  other  sub- 
penas  for  documents  and  other 
materials. 

In  the  ensuing  exchange  Mr. 
Burns  threatened  to  seek  a  sub- 
pena  for  documents  which  FCC 
counsel  intend  to  use  in  connection 
with  the  possible  future  ap- 
pearances of  Leo  Fitzpatrick, 
former  WJR  vice  president  and 
general  manager  (now  board  chair- 
man of  WGR  Buffalo)  and  an  as 
yet  unidentified  CBS  New  York 
executive. 

Mr.  Cottone  told  Mr.  Burns  that 
"you  will  be  given  th^t  material 
at  an  appropriate  time  for  cross- 
examination."  When  Mr.  Burns 
threatened  to  get  a  subpena.  Ex- 
aminer Cunningham  said  he  would 
not  rule  favorably  on  such  a  re- 
quest without  identification  of  the 
documents. 


and  any  two  of  them  hold  majority 
interest. 

Minor  interests  are  retained  by 
all  of  the  transferors.  Considera- 
tion involved  is  the  assumption  of 
various  obligations. 

Aside  from  the  ownership  issue, 
the  Commission  was  concerned  with 
horse-race  and  block  time-sales  as- 
pects of  WMEX  programming. 
FCC  noted  the  station's  practice  of 
selling  block  time  for  re-sale  had 
been  voluntarily  dropped  prior  to 
the  Commission's  statement  of 
policy  denouncing  this  type  of  pro- 
gramming in  the  industry  and 
WMEX  "at  the  present .  .  .  appears 
to  exercise  full  responsibility  for 
all  programs  broadcasts." 

WMEX  continues  to  air  horse 
racing  information  programs  under 
sponsorship  of  Armstrong  Daily 
Sports  Inc.,  daily  racing  news  pub- 
lisher, the  decision  indicated.  These 
broadcasts,  FCC  found,  "however 
suspect,  have  neither  resulted  in 
overall  program  imbalance  nor 
been  characterized  by  any  substan- 
tial evidence  of  record  linking  them 
with  illegal  gambling."  Endorse- 
ment of  the  station  by  repre- 
sentative community  groups  and 
WMEX's  various  public  service 
programs  also  were  cited. 

WMEX  Origination 

According  to  FCC's  decision,  the 
Northern  Corp.  was  organized  in 
1933  "primarily  as  the  result  of  the 
concerted  promotion  efforts  of 
Messrs.  William  S.  and  Alfred  J. 
Pote,  Allen  T.  Dresser  and  Thomas 
F.  DriscoU,  each  of  whom,  either 
directly  or  indirectly,  previously 
had  been  identified  with,  and  finan- 
cially interested"  in  WLOE  Bos- 
ton. WLOE  was  deleted  by  the 
former  Federal  Radio  Commission 
after  license  renewal  was  denied 
because  the  applicant  was  found 
to  be  financially  unqualified.  An 
application  of  William  S.  Pote  for 
assignment  to  him  of  the  WLOE 
license  also  was  denied,  the  deci- 
sion said. 

The  original  Northern  Corp.  ap- 
plication did  not  list  the  minor 
holdings  of  the  Pote  group,  nor 
those  of  Mr.  Dresser,  whose  stock 
was  in  the  name  of  Josephine  M. 
Cunningham,  because  the  FRC  did 
not  require  it,  the  decision  found. 
Whether,  in  view  of  the  WLOE 
case,  it  was  their  intention  to  con- 
ceal their  identities  "are  matters 
of  speculation,"  the  decision  said, 
and  the  evidence  does  not  support 
such  a  finding. 

"In  any  event,"  the  decision  said, 
"the  Commission  was  offically  in- 
formed more  than  13  years  ago 
that  the  Pote  brothers,  and  their 
sister,  Mrs.  lovanna,  held  financial 
interests  in  .  .  .  WMEX."  FCC 
noted  the  WLOE  decision  "appears 
to  have  been  predicted  upon  a  set 
of  facts  widely  different  from  those 


involved  in  the  application"  of 
WMEX  "and  it  did  not  reflect  dis- 
credit upon  any  of  these  men;  nor 
did  the  facts  appear  to  be  such  as 
would  give  rise  to  suspicion  in  the 
minds  of  reasonable  persons  that 
any  subsequent  applications  with 
which  this  group  was  found  iden- 
tified would  be  considered  unfa- 
vorably." 

The  decision  found  that  as  result 
of  threatened  law  suits  and  other 
finacial  difficulties  which  Mr.  Dres- 
ser encountered  in  his  association 
with  New  England  Corp.,  which 
for  a  time  leased  WLOE,  "he  re- 
solved to  conceal  his  identity  and 
stock  ownership"  in  WMEX.  The 
decision  said  that  while  Mr.  Dres- 
ser's holdings  were  in  the  name  of 
Miss  Cunningham,  the  circum- 
stances suggest  strongly  the  possi- 
bility that  "the  officers,  directors 
and  stockholders  .  .  .  were  aware 
that  he  was  acting  in  his  own  be- 
half and  not  merely  as  a  represent- 
ative of  Miss  Cunningham"  in 
WMEX  affairs  for  some  13  years. 

Mr.  Dresser  retired  from  WMEX 
in  1948,  selling  all  of  his  stock  to 
the  corporation  for  the  return  of 
his  investment. 

Serious  Consequences 

"Serious  consequences  would  at- 
tend a  finding  of  wilful  deception," 
FCC  said,  "and  we  are  reluctant 
to  make  such  a  finding  unless  it  is 
clearly  warranted."  The  decision 
explained,  "The  evidence  of  record 
.  .  .  however,  is  inconclusive  on  the 
question  of  whether  the  other  stock- 
holders were  aware  that  Dresser 
was  the  actual  owner  of  the  Cun- 
ningham stock;  and  erroneous  judg- 
ment and  a  lack  of  care  in  prepar- 
ing reports  reasonably  explain  the 
failure  to  note  that  all  stockholders 
except  Miss  Cunningham  were  vot- 
ing their  own  stock." 

The  decision  further  noted  "the 
record  is  devoid  of  evidence  which 
reflects  adversely  upon  the  integrity 
or  the  general  character  and  repu- 
tation of  any  of  the  persons  now 
identified"  with  WMEX. 

FCC  concluded  it  was  satisfied 
that  all  persons  affiliated  with 
WMEX  "are  aware  of  their  respon- 
sibility to  supply  the  Commission 
with  carefully  prepared  reports 
containing  full  and  accurate  in- 
formation when  expressly  directed 
or  required  by  our  rules  to  do  so. 
We  expect  complete  diligence  in 
this  regard." 


NLRB  Drops  Case 

BECAUSE  musicians  union  in  Chi- 
cago has  agreed  to  drop  action 
against  local  Muzak  franchise 
holder,  Boom  Electric  &  Amplifier 
Corp.,  National  Labor  Relations 
Board  will  not  issue  charge  against 
AFM,  Robert  Ackerberg,  acting 
NLRB  regional  director,  said  July 
28.  Union  stopped  Muzak's  service 
to  some  Chicago  hotels  and  restau- 
rants a  year  ago,  claiming  AFM 
instead  of  IBEW  members  should 
be  record  turners  for  music  sei-v- 
ice.  Boom  filed  unfair  labor  prac- 
tice charges  with  NLRB  last 
October. 
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Closed  Circuit 


...at  deadline 


FCC  AFFIRMS  RULING  ON 
KWIK  REVOCATION  _ 

INITIAL  decision  affirming  FCC's  revocation 
order  against  KWIK  Burbank,  Calif.  [Broad- 
casting, Dec.  19,  1949]  issued  Friday  by  FCC 
Comr.  E.  M.  Webster,  who  conducted  hearing. 
His  decision,  subject  to  Commission  review 
upon  request,  held  that  control  of  Burbank 
Broadcasters  Inc.,  licensee,  was  transferred 
without  FCC  approval;  that  "on  a  number  of 
occasions"  FCC  rules  relating-  to  filing  of 
ownership  data  were  disregarded,  and  that 
"without  question  Burbank  Broadcasters  Inc. 
is  not  qualified"  for  broadcast  license. 

Subsequent  to  stock  transactions  involved  in 
hearing,  KWIK  was  adjudged  bankrupt,  and 
application  is  now  pending  for  FCC  consent  to 
transfer  it  from  bankruptcy  trustee  to  Inter- 
national Ladies  Garment  Workers  Union  for 
$40,000  [Broadcasting,  July  25,  1949].  If 
revocation  becomes  effective,  transfer  pre- 
cluded. ILGWU  owns  FM  stations  KFMV  Los 
Angeles,  WFDR  New  York,  WVUN  Chatta- 
nooga.   KWIK  is  on  1490  kc  with  250  w. 

REP.  BROOKS  PROTESTS 
MEXICAN  OPERATION 

XENT  Nuevo  Laredo,  Mexico,  Friday  was  ac- 
cused of  ether  "roadhog  tactics"  in  statement 
made  by  Rep.  Overton  Brooks  (D-La.),  who 
claimed  "intolerable  interference  will  ruin 
KENT  [Shreveport,  La.]  if  permitted  to  con- 
tinue." He  charged  Mexican  station,  on  Texas 
border,  operates  "with  no  restrictions  whatso- 
ever."   Both  stations  operate  on  1550  kc. 

Rep.  Brooks  said  he  had  "repeatedly  ap- 
pealed" to  the  State  Dept.,  which  "apparently 
is  vigorous  in  its  protestations,  without  avail" 
[Closed  Circuit,  April  10].  He  felt  "some- 
thing more  is  needed  than  formal  protests 
to  remove  this  Goliath  .  .  .  from  its  preda- 
tory position,"  and  asserted  that  "no  radio 
channel  in  this  country  is  safe  from  such  mon- 
strosities." He  conferred  Thursday  with  James 
Webb,  assistant  Secretary  of  State. 

CUBAN  TV  STATION 
TO  OPEN  IN  NOVEMBER 

CUBA  will  have  television  by  November  or 
December  when  CMQ  Havana  opens  its  video 
outlet,  according  to  Rafael  M.  Conill,  president 
of  Mestre,  Conill  &  Co.,  Havana  agency.  Mr. 
Conill  is  studying  TV  techniques  in  New 
York. 

First  programs  will  reach  some  1,000  TV 
sets  in  public  places,  he  said,  predicting  25,000 
will  be  in  use  six  months  after  telecasts  begin. 

WRUL  HEARING  CONTINUED 

HEARING  on  license  renewal  bid  of  inter- 
national broadcast  station  WRUL  Boston  con- 
tinued indefinitely  Friday  by  FCC  Hearing 
Examiner  J.  D.  Bond  on  request  of  World 
Wide  Broadcasting  Corp.,  station  operator 
(see  early  story  page  .3.3). 

PAGLIARA  RESIGNS 

NICHOLAS  PAGLIARA,  general  manager  of 
WEW  St.  Louis  for  10  years,  has  resigned 
effective  next  Friday. 


NETWORKS,  BELL  SYSTEM 
TO  ALLOCATE  TV  CIRCUITS 

REPRESENTATIVES  of  TV  networks  will 
meet  this  week  in  New  York  under  aegis  of 
Bell  System  officials  to  begin  working  out  al- 
location of  AT&T's  network  facilities  for  final 
quarter  of  1950. 

With  opening  of  radio  relay  connections  be- 
tween New  York  and  Chicago  scheduled  for 
early  September,  there  is  no  longer  any  prob- 
lem along  this  route,  combination  of  coaxial 
cable  and  radio  relay  facilities  providing  four 
westbound  and  three  eastbound  circuits  for 
video  use.  Major  problem  confronting  con- 
ferees is  allocation  of  limited  facilities  run- 
ning south  from  Richmond,  west  from  Chi- 
cago and  west  and  south  from  Dayton  to  Indi- 
anapolis and  Louisville. 

Network  delegations  will  be  headed  by:  ABC, 
Ernest  Lee  Jahnke,  vice  president  in  charge 
of  stations;  CBS,  Frank  Falknor,  vice  presi- 
dent in  charge  of  network  operations;  Du- 
Mont,  Robert  Jamieson,  manager,  station  rela- 
tions; NBC-TV,  Carleton  Smith,  director,  TV 
operations. 

STATIONS  URGED  TO  BAN 
'SCARE'  ADVERTISING 

BROADCAST  Advertising  Bureau  suggested 
last  week  that  stations  immediately  adopt  poli- 
cies to  ban  "scare"  advertising,  based  on  fear 
of  shortages.  In  memo  to  NAB  members,  BAB 
pointed  out  that  "now  is  the  time  to  define 
your  policy  for  all  advertisers  and  all  adver- 
tising. Are  you,  or  are  you  not,  going  to 
allow  advertisers  to  trade  on  the  fear  of 
shortages  ?  " 

Memo  said  listeners  and  sponsors  are  al- 
ready forming  opinions  about  stations  as  to 
stand  they  take  for  or  against  "scare"  adver- 
tising. 

TELEVISION  ANALYSIS 
ISSUED  BY  CHAMBERS 

TELEVISION  and  radio  will  be  "highly  com- 
plementary," with  both  used  by  same  advertis- 
ers at  different  times,  according  to  TV  analysis 
in  current  issue  of  Advertising  News  Letter 
published  by  Committee  on  Advertising  of 
U.  S.  Chamber  of  Commerce. 

According  to  C  of  C  analysis  radio  will  con- 
tinue to  be  effective  for  Tsrices  charged;  clients 
who  can't  afford  TV  will  buy  radio  and  get 
good  value;  radio  will  take  care  of  sparsely 
settled  areas  for  long  time,  but  greater  radio 
audience  may  be  available  only  in  daytime; 
firms  with  "real  selling  job  to  do"  will  use 
TV  while  firms  "interested  primarily  in  insti- 
tutional promotion  will  be  content  with  radio," 
assuming  TV  will  be  relatively  expensive  for 
few  years. 

MAGNAVOX  BID  TO  AGENCIES 

MAGNAVOX  Co.,  Ft.  Wayne,  Ind.,  understood 
to  be  talking  to  other  agencies  to  service  its 
hour-long  TV  show,  alternate  Friday  nights 
on  CBS-TV.  Maxon  Inc.,  New  York,  current 
agency,  expects  regular  talent  commission  in 
addition  to  time  on  show  which  will  be  pro- 
duced by  CBS,  but  it  was  understood  adver- 
tiser is  unwilling  to  allow  talent  commission 
to  agency.  Late  Friday  situation  remained 
up  in  air.    Show  scheduled  to  start  Sept.  15. 


(Continued  from  pO'ffe  U) 

KTSL  (TV)  Los  Angeles  and  present  Don  Lee 
headquarters. 

HEADQUARTERS  organization  of  Westing- 
house  Radio  Stations  Inc.  will  be  moved  to 
Washington  in  late  summer  or  early  fall  at 
direction  of  Walter  C.  Evans,  president. 
Group,  headed  by  Walter  Benoit,  WRS  vice 
president,  will  join  legal  and  engineering  staffs 
previously  transferred  to  Washington  and  will 
include  management,  sales  and  advertising- 
promotion  staffs. 

NEW  "progress  packet"  introduced  at  NAB  by 
General  Manager  William  B.  Ryan  to  keep 
work  moving.  He.  checks  each  department 
head's  project  list  against  master  list  every 
two  weeks  as  part  of  drive  to  bring  efficiency 
and  speed. 

PRIVATE  mobile  communications  setup  for 
use  throughout  state  by  New  Hampshire  State 
Democratic  Committee  reportedly  denied  by 
FCC  last  week  as  Republican  group  on  Capitol 
Hill  waited  to  pounce  on  Commission  for  sim- 
ilar GOP  facilities  should  favorable  decision 
have  been  given.  Harry  Carlson,  Meridian, 
N.  H.,  Democratic  committeeman,  was  said  to 
have  been  denied  four  mobile  units  on  experi- 
mental frequency  27.255  mc  using  Army  sur- 
plus equipment. 

FORMATION  of  Films  for  Television  Inc.  in 
Boston  shortly  will  be  announced.  Principals 
include  Charles  Vv''.  Phelan,  president,  former 
Yankee  Network  sales  executive,  who  recently 
sold  WESX  Salem,  Mass.,  and  Ralph  Matheson, 
former  owner  of  WHDH  Boston.  Located  at 
115  Newbury  St.,  firm  has  purchased  all 
equipment  to  produce  complete  job  from 
scripts  to  release  prints. 

LONG-RANGE  explorers  of  what  could  hap- 
pen foresee  prospect,  in  event  of  total  war, 
that  television  might  at  best  become  strictly 
local  activity.  Telephone  needs  (critical  in 
last  war)  could  commandeer  coaxial  facilities 
in  quantity  and  leave  network  TV  to  depend  on 
kinescoping,  which  takes  literally  miles  of 
film — and  any  Brownie  fan  knows  film  was 
rarely  available  even  by  the  roll  in  World  War 
II.  AT&T  assures,  however,  that  it  has  no 
plans  for  diverting  facilities  from  television 
to  telephone  at  this  time. 

CANADIAN  NETWORK  bookings  for  fall  and 
winter  are  slower  in  coming  in  this  suminer 
than  in  any  previous  summer.  Indecision  of 
American  network  advertisers  understood  to 
be  basic  reason  for  slow  renewal  of  American 
and  Canadian  shows  for  Canadian  nets.  New 
Canadian  shows  also  marking  time  as  result 
of  uncertainty  of  times  optioned  by  American 
advertisers. 

MEXICAN  Director  of  Telecommunications 
Miguel  Pereyra  has  been  invited  to  Washing- 
ton for  informal  chats  with  FCC  and  State 
Dept.  about  border  TV  allocations,  prepara- 
tions for  Sept.  6  resumption  of  NARBA 
negotiations,  and  Administrative  Radio  Con- 
ference scheduled  to  start  Sept.  26  at  The 
Hague  on  new  world  frequency  list.  Authori- 
ties emphasize  proposed  talks  are  not  intended 
to  influence  formal  NARBA  negotiations. 

WBKB  (TV)  CHICAGO,  Balaban  &  Katz 
theatre  chain  station,  looking  for  larger  quar- 
ters better  adapted  to  video  facilities  than 
present  headquarters  in  Loop's  State-Lake 
Bldg.  B  &  K  reportedly  ready  to  close  Gar- 
rick  movie  theatre,  first  in  city's  Loop  to  shut 
up  shop  because  of  "bad  business." 
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Buying  Market 
of  the  Nation 

Month  old  U.  S.  Census  of  Business 
figures  firmly  establish  the  tremendous 
buying  record  of  the  Worcester  Market. 


ploces 

Worcester  County  20th  in  the  nation 
in  value  added  by  manufacture 
($534,227,000)  with  1,334  industrial 
establishments  paying  salaries  and  wages 
of  $324,023,000. 


The  Audience  in 
This  Primary  Market 

WTAG's  Total  Weekly  Family 
Audience  DAYTIME  (BMB  Station 
Audience  Report  Spring  1949) 
totals  136,570  families,  113% 
greater  than  the  closest  second 
station. 

'^Copyright  1950  Sales  Managemenf,  further 
reproducfion  not  licensed. 


Industrial  Capital 
of  New  England 


New  RCA  electron  tube  "freezes"  movements  that  occur,  and  are  ended,  in  millionths  of  a  secon 


Now  scientists  at  RCA  Laboratories  work  with 
slivers  of  time  too  infinitesimal  for  most  of  us 
to  imagine.  Their  new  electron  tube,  the 
Graphechon,  makes  it  possible. 

For  instance,  in  atomic  research,  a  burst  of  nu- 
clear energy  may  flare  up  and  vanish  in  as  little 
as  a  hundred-millionth  of  a  second.  The  Graphe- 
chon tube  oscillograph  takes  the  pattern  of  this 
burst  from  an  electronic  circuit,  "remembers"  ex- 
actly what  happened— and  recreates  it  in  a  slow 
motion  image  which  can  last  for  a  minute  and 
a  half.  Scientists  may  then  observe  the  pattern  of 


the  burst  at  leisure  .  .  .  measure  its  energy  and 
duration  .  .  .  gain  new  and  useful  information 
about  the  behavior  of  the  atom. 

With  Graphechon  we  can  now  watch  fleeting  phe- 
nomena which  occur  at  random,  outside  our  control.  It 
is  not  only  applied  to  nuclear  research,  but  also  to 
studies  of  electrical  current ...  or  in  new  uses  of  radar 
and  television.  Like  so  many  products  of  RCA  re- 
search, Graphechon  widens  man's  horizons. 

See  the  latest  wonders  of  radio,  television,  and  electronics 
at  RCA  Exhibition  Hall,  36  West  49th  St.,  N.  Y.  Admission 
is  free.  Radio  Corporation  of  America,  Radio  City,  N.  Y.  20. 


Progressi\e  research,  hke  that  whii 
gave  us  the  Graphechon  tube,  accoui! 
for  the  superiority  of  RCA  Victor's  ne 
1950  home  television  receivers. 
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TIMEBUYERS  -  ADVERTISERS 


here  are 
facts 


that  mean  dollars  and 
cents  to  you: 


1 

*  ■  At  times  when  WOR  and  a  major  New  York  station  program  identically 
with  news,  WOR's  local  audiences  are  approximately  40%  greater 
than  those  of  the  competing  station. 

2  a  For  every  dollar  you  spend  in  local  radio  advertising,  WOR  brings 
you  30%  more  homes  per  dollar  on  its  daytime  participating 
programs  than  one  of  the  most  popular  New  York  network  stations. 


dollar  for  dollar,  and  penny 
for  penny,  there's  no  buy 
anywhere  in  radio 

like  buying . . . 


WOR 


—  t/iat 

power 'full 
station 


A4D  thousands  of  students  in  classrooms  throughout  the 
Midwest  put  down  their  books  and  pencils  and  listen 
to  WLS  SCHOOL  TIME. 

For  the  past  fourteen  years  WLS  has  broadcast  this  daily 
educational  program  of  in-school  listening  for  the  enrich- 
ment of  our  country's  future  citizens.  For,  in  the  classrooms 
of  today  are  the  builders  of  tomorrow.  These  students,  in  a 
few  short  years,  will  be  the  bankers  and  farmers,  the  scien- 
tists and  statesmen,  the  homemakers  and  business  leaders 
who  will  determine  the  future  of  our  nation.  WLS,  aware 
of  this  responsibility,  has  consistantly  emphasized  the  value 
of  radio  in  filling  this  educational  need. 

Thus,  WLS  SCHOOL  TIME,  with  its  support  and 
cooperation  from  local,  regional  and  national  educational 
leaders,  is  inspiring  in  the  youth  of  today  a  pride  in  our 


American  heritage  of  freedom  and  an  awareness  of  indivi- 
dual responsibility  toward  preserving  the  American  way 
of  life. 

Filling  educational  needs,  as  well  as  religious,  business 
and  entertainment  requirements,  has  built  a  kinship  be- 
tween WLS  and  its  vast  audience  of  listeners  — a  kinship 
which  has  prompted  a  unique  loyalty  and  acceptance  .  .  . 
two  good  reasons  why  WLS  achieves  such  outstanding 
advertising  results. 


890  KILOCYCLES,  50,000  WATTS,  ABC  NETWORK- REPRESENTED  BY 


JOHN  BLAIR  &  COMPANY 


6  eMdi<tU  H  _ 

Representing  the  2nd  largest  market  in  New  England  and  the 
16th  largest  market  in  the  U.  S  


Q 


More  than  1,100,000  people  dwell  within  these 
markets. 


In  one  year,  winter  1949  —  winter  1950,  WSAR's 
share  of  audience  in  Fall  River — New  Bedford  has  in- 
creased over  30%. 


WSAR  is  now  1st  of  the  local  stations  and  2nd  of  all 
stations,  by  size  of  audience  in  Fall  River  —  New 
Bedford. 


4i 


WHIM  delivers  larger  audiences  in  Providence  than 
three  of  the  network  stations  and  all  other  inde- 
pendents. 


In  one  year,  fall-winter  1949  —  fall-winter  1950 
whim's  audience  in  Providence  has  increased  over 
100%. 


5000  W    ABC    FALL  RIVER-NEW  BEDFORD 


1000  W    IND.  PROVIDENCE 


For  the  complete  story,  contact  your  Headley-Reed 
salesman.     (WSAR  —  Heodley-Reed  Represented.) 
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Closed  Circuit 


Ufacomin^      Business  Briefly 


RADIO  ROW  report  is  current  that  heads  may 
roll  at  Assn.  of  National  Advertisers  (notably 
on  Radio-TV  Committee)  because  of  ill-timed 
radio  rate  reduction  foray.  There  is  substan- 
tial agreement  that  concerted  action  could  be 
construed  as  violation  of  anti-trust  statutes. 

NAB's  Broadcasters  Defense  Council  project 
now  shapes  up  along  these  lines:  If  and  when 
such  group  is  appointed,  it  will  not  be  under 
aegis  of  NAB,  but  will  be  named  by  direct 
invitation  of  White  House  to  networks,  manu- 
facturers, Advertising  Council,  and  other  seg- 
ments including  NAB.  Each  entity  would 
carry  equal  weight.  Administration  now  pri- 
marily interested  in  radio-TV  participation 
in  emergency  conservation  and  morale  efforts 
— like  anti-hoarding. 

RE  WAR  effort,  atmosphere  was  clarified  after 
representatives  of  networks  and  other  trade 
groups,  apart  from  NAB,  conferred  with  White 
House  and  emergency  agency  officials.  Tacit 
agreement  apparently  reached  that  any  coun- 
cil operation  should  be  cooperative  effort  rather 
than  one  that  would  stem  from  single  trade 
association. 

ONE  phase  of  defense  activity — censorship — 
will  be  covered  in  luncheon  session  Aug.  15  of 
group  representing  American  Society  of  News- 
paper Editors  and  NAB  with  NSRB  Dii-ector 
Symington.  Session  involves  consideration  of 
censorship,  partly  in  light  of  military-espoused 
proposal  to  decree  different  kind  of  treatment 
for  radio  and  TV  than  for  press.  Heading  ASNE 
group  will  be  Jack  Lockhart,  Scripps-Howard 
executive,  World  War  II  press  censor.  Radio- 
TV  group  will  include  NAB  President  Justin 
Miller;  General  Manager  William  B.  Ryan; 
Fort  Industry  Vice  President  J.  Harold  Ryan, 
wartime  radio  censor;  Edgar  Kobak;  Robert 
K.  Richards,  NAB  public  affairs  director, 
and  Ted  Koop,  CBS  Washington  news  chief. 

POSSIBLE  appointment  of  Charles  Crutch- 
field,  WBT  Charlotte,  as  director  either  of 
censorship  or  information  office  in  wartime 
emergency  [Closed  Circuit,  Aug.  7]  brought 
prompt  and  violent  repercussions  in  news- 
paper circles.  Steadfast  opposition  to  appoint- 
ment of  broadcaster  to  either  post  reverberated 
through  executive  branch.  Opposition  was 
reminiscent  of  what  developed  after  Mr.  Tru- 
man, upon  assumption  of  Presidency  five  years 
ago,  had  drafted  J.  Leonard  Reinsch,  manag- 
ing director  of  James  M.  Cox  radio  stations, 
as  his  press-radio  secretary. 

WITH  CBS  all  set  for  its  gala  fall  promotion 
campaign,  NBC  affiliates  are  beginning  to  prod 
headquarters  for  unveiling  of  aggressive  cam- 
paign originally  charted  under  direction  of 
late  vice  president,  Charles  Hammond.  Key 
affiliates,  it  is  understood,  are  stressing  vital 
(Continued  on  page  7U) 


Aug.  14-15:  NAB  District  17,  Benjamin  Franklin 
Hotel,  Seattle. 

Aug.  18:  Arkansas  Broadcasters  Assn.  and  Arkan- 
sas Associated  Press  Broadcasters,  Jack  Tar 
Court  Hotel,  Hot  Springs. 

Aug.  21-22:  NAB  District  15,  San  Carlos  Hotel, 
Monterey,  Calif. 

Aug.  22:  KJBS  Test  Survey  Committee  meeting. 
New  York. 

(Other  Upcomings  on  page  56) 

Bulletins 


CBS  announced  renewal,  effective  Sept.  16,  of 
Stars  Over  Hollywood.  Sat.,  1-1:30  p.m.,  by 
Armour  &  Co.,  Chicago,  and  Let's  Pretend, 
Sat.,  11:05-11:30  a.m.,  by  Cream  of  Wheat 
Corp.,  Minneapolis.  Foote,  Cone  &  Belding, 
Chicago,  is  Armour  agency  and  BBDO  handles 
Cream  of  Wheat. 

DEFENSE  ASKS  CURBS 
ON  TROOP  REPORTS 

VOLUNTARY  curb  on  certain  reports  of  move- 
ments of  Air  Force-Army-Navy  units  within 
U.  S.  asked  Friday  of  radio  and  press  by  de- 
fense officers  during  regular  Korean  "briefing" 
session  at  Pentagon.  Censorship  in  Korean 
war  being  studied  in  Defense  Dept.  and  at 
Gen.  Douglas  MacArthur's  Tokyo  headquar- 
ters, it  was  revealed. 

Army  official,  who  said  he  knew  of  "no 
breach"  thus  far,  added  praise  for  radio  and 
press  for  past  cooperation  in  not  using  round- 
ups of  National  Guard  and  reserve  units  called 
to  service.  He  urged  curbs  "to  make  it  more 
difficult  for  hostile  intelligence  ...  to  find 
out  what  is  going  on.  ..." 

AAAA  HITS  FEAR  COPY 

AMERICAN  Assn.  of  Advertising  Agencies 
has  launched  plan  to  check  advertising  which 
attempts  to  capitalize  on  fear  of  shortages 
or  which  makes  objectionable  use  of  defense 
themes.  AAAA  has  sent  folder  on  subject  to 
members  for  distribution  to  key  personnel  and 
has  invited  non-member  advertisers  to  take 
pait  in  plan. 

AFRA  BOARD  BACKS 

DRIVE  AGAINST  COMMUNISM 

AFRA  national  board  Friday  unanimously 
sanctioned  proposal  for  authorized  government 
agencies  to  air  "truths  about  the  Communist 
party  and  its  methods."  Board  also  proposed 
regular  broadcast  series  telling  facts  about 
Communists  and  communism,  what  it  wants, 
how  it  works. 

Pledging  complete  cooperation,  board  agreed 
to  waive  fee  on  members  taking  part.  Resolu- 
tions slated  for  Saturday  vote  by  convention 
delegates  in  Chicago  (see  story  page  34). 

Executive  Secretary  A.  Frank  Reel  said 
negotiations  with  phonograph  recording  com- 
panies on  behalf  of  AFRA  singers  expected  to 
be  concluded  within  two  weeks.  RCA,  Columbia, 
Capitol  and  Decca  have  received  AFRA  pro- 
posals. 


ANACIN  STARTS  •  Whitehall  Pharmac; 
Co.,  New  York  (Anacin),  Sept.  5  star; 
13-week  sponsorship  oi  Harry  Babbitt  Sho 
on  12  Columbia  Pacific  network  stations,  Tue- 
Thurs.,  7:45-8  a.m.  (PDT).  Agency,  Dua; 
Jones  Inc.,  New  York. 

WILDROOT  CONTRACT  •  Wildroot  Cc 
Buffalo,  to  sponsor  show,  probably  myster;; 
on  NBC,  Sun.  5:30-6  p.m.  Also  plans  heav 
TV  spot  schedule  in  autumn.  Agency,  BBD(i 
New  York. 

COFFEE  SPOTS  •  Chase  &  Sanborn  increa: 
ing  schedule  of  spots  on  weekly  basis  th 
autumn  using  same  49  markets  heretofore  en 
ployed.    Agency,  Compton  Adv.,  New  York. 

AUTO  VIDEO  •  Kaiser-Frazer,  Detroit,  1 
sponsor  Ellery  Queen  Thurs.,  9-9:30  p.m.,  c 
DuMont  TV  network,  starting  Oct.  1.  Agenc 
William  H.  Weintraub  &  Co.,  New  York. 

MANILA  APPOINTMENT  •  Manila  Broac 
casting  Co.,  Manila,  P.  I.,  which  recently  al 
sorbed  Philippine  Broadcasting  Co.,  appoint; 
Media  Representatives  Inc.,  New  York,  as  U.  ! 
representative. 

BYRDE,  RICHARD  &  POUND 
FORMED  IN  AGENCY  MERGER 

JUSTIN  FUNKHOUSER  ADV.,  Ranson,  V 
Va.,  and  New  York,  and  Byrde,  Richard  . 
Pound.  New  York,  to  merge  Sept.  1  as  Byrd 
Richard  &  Pound,  New  York. 

Mathew  Beecher,  Funkhouser  executiv 
named  creative  director  and  account  executiv 
on  French  National  Railroad,  and  Han 
Wright,  account  executive  with  Funkhouse 
will  handle  O'SuUivan  Rubber  Corp.,  Victc 
Products  Corp.,  Web  Truss  Co.,  and  Stickel 
Wheeler  Yacht  Co.  Offices  temporarily  at  3S 
Fourth  Ave.  and  Ranson  office  will  remai 
open  to  handle  accounts  in  Shenandoah  ValL 
area. 

MEXICAN  VISITOR 

MIGUEL  PEREYRA,  Mexican  director  of  tel( 
communications,  wns  slated  to  arrive  in  Wasl 
ington  Sunday  night  to  discuss  televisio 
allocations  and  other  problems  with  Stal 
Dept.  and  FCC  [Closed  Circuit,  Aug.  7; 
State  Dept.  officials  said  Friday.  Besides  T\ 
discussions  are  expected  to  encompass  prep 
arations  for  Sept.  6  resumption  of  NARBJ 
negotiations  and  perhaps  coordination  of  nor 
broadcast  frequency  assignments  below  400 
kc. 

RTMA-IRE  MEETING 

TECHNICAL  progress  in  radio  and  TV  equii 
ment  to  be  discussed  by  electronic  engineei 
at  annual  fall  meeting  of  Radio-Televisio 
Mfrs.  Assn.  and  Institute  of  Radio  Engineei 
scheduled  Oct.  30-Nov.  1  at  Hotel  Syracusi 
Syracuse,  N.  Y.  RTMA  President  Robert  ( 
Sprague,  Sprague  Electric  Co.,  to  deliver  bar 
quet  address  Oct.  31,  with  Dr.  W.  R.  G.  Bake 
General  Electric  Co.,  as  toastmaster. 
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We've  got  'em  covered 


Comparative  Analysis 

Based  upon  Official  Published  Reports  -  B3IB .  Study  No.  2. 
For  three  subscribing  Savannah,  Georgia  stations: 


Subscribing 
Station: 

Total  BMB 
Radio  Homes: 

Total  Weekly 
Audience  Families: 

Averoge  Daily 
Audience  Families: 

Number 
Counties: 

WSAV 

D  143,670 
N  109,100 

D  82,080 
N  53,850 

D  57,009 
N  33,786 

D  42 
N  29 

Savannah 
Station  "B" 

D  106,860 
N  83,320 

D  65,810 
N  46,070 

D  46,163 
N  31,578 

D  28 
N  20 

Savannah 
Station  "A" 

D  51,880 
N  44,800 

D  30,470 
N  28,430 

D  19,323 
N  16,996 

D  7 
N  3 

in  Savannah 


WSAV 


Represented  by  Hollingbery 


630  ke. 
5,000  watts 
Full  Time 
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GET  THE  STORY... 


How  just  one 
announcement 
brought •  •  • 


Holsutn  Bakery  reports  "Cisco  Kid" 
is  a  terrific  bread  salesman!  A 
single  offer  of  "Cisco  Kid"  masks 
stampeded  the  kids.  Although 
these  masks  were  to  be  distributed 
by  dealers,  the  following  day,  im- 
patient youngsters  stopped  Holsum 
trucks  that  same  evening  — de- 
manding masks!  Next  day,  the 
entire  supply  of  10,000  masks  was 
distributed!  The  station  reports: 
"Could  have  used  40,000!" 

All  over  the  country,  the  "Cisco 
Kid"  is  breaking  sales  records  for 
many  different  products  and  serv- 
ices. Write,  wire,  or  phone  for 
details. 


SENSATIONAL  PROMO* 
TION  CAMPAIGN  —  from 
buttons  to  guns  —  is  break* 
ing  fraffic  records! 
This  amazingly  successful 
Vi-hour  Western  adventure 
program  is  available:  1-2-3 
times  per  week.  Transcribed 
for  local  and  regional  spon» 
sorship. 


■^^^""•"'l  <■  OHIO 


Here's  the  Sensational 

LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station! 


THE  NEWSWEEKLY  OF  RADIO  AND  TELEVISION 

Puhlished  Weekly  by  Broadcasting  Publications,  Inc. 
Executive,  Editorial,  Advertiting  and  Circulation  Office*: 

870  National  Pret*  Bldg. 
Washington  4,  D.  C.  Telephone  ME  1022 


IN  THIS  BROADCASTING 


Super-BAB,  Separate  From  NAB,  Proposed    15 

NAB  Cost  Study  Finds  Revenue  Up — By  Richard  P. 

Doherty    15 

Defense  and  Sales  Top  NAB  List  .   16 

ABC  Refutes  ANA  Attack  on  Radio  Rates    17 

House  Hearings  Begin  on  McForland  Bill    17 

TesT  Survey  Meet  Set  in  New  York   18 

NAB  Begins  District  Meetings  in  Seattle    18 

Gov.  Heads  Allay  Fears  of  Radio-TV  Control   ....  19 

Electronics  Mobilization  Group  Formed    19 

..  20 

..  22 


Sidney  V/eber  Inc.  Finds  Radio  Sells  -  

Ream,  Fitzpotrick  Called  in  Richards  Probe  .... 

Radio,  TV  Portrays  UN  Saga    22 

Independent  FM  Committee  Formed    24 

Telecasting  Begins  on  Page  47 
DEPARTMENTS 


Agency  Beat    8 

Aircasters   46 

Allied  Arts    44 

Editorial    40 

FCC    Actions    64 

FCC  Roundup   73 

Feature   of  Week   12 

Front  Office    42 


Milestones    63 

New    Business    10 

On  All  Accounts  .  9 
Our  Respects  To  40 
Programs,  Promotions 

Premiums    67 

Strictly  Business  .  .  12 
Upcoming    56 
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EDITORIAL:  ART  KING,  Managing  Editor;  J.  Frank 
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rOU  MIGHT  CAST  A  TROUT  FLY 
183  FEET 


YOU  NEED  WKZO-TV 
TO  CATCH  VIEWERS 


IN  WES 


omprehensive  surveys  show  that  as  of  June  1 
there  were  57,222  sets  Avithin  40  miles  of  WKZO- 
TV,  70,012  sets  within  50  miles. 

In  three  short  summer  months,  WKZO-TV  has 
already  established  itself  as  the  favorite  station 
for  most  of  these  TV  families  in  Western  Michigan 
and  Northern  Indiana. 


Why?  Because  WKZO-TV  is  programmed  and 
promoted  with  the  same  aggressiveness  that  has 
always  distinguished  the  Fetzer  AM  stations — 
WKZO,  Kalamazoo,  and  WJEF,  Grand  Rapids. 
We  believe  you  know  what  that  means.  .  .  . 

Check  this  rich  TV  market,  and  you'll  want  the 
full  story.  Avery-Knodel,  Inc.  have  all  the  facts ! 


'Dick  Miller  of  Huntington  Beach,  California  holds  thi 


IS  world's  recor< 


d. 


WJEF  WKZO-TV 


7 


/^A  IN  GRAND  RAPIDS  tsP^      WESTERN  MICHIGAN  in  KALAMAZOO 

AND  KENT  COUNTY        and  NORTHERN  INDIANA  and  GREATER 

...  ^  WESTERN  MICHIGAN 

^^■^■■■■■W^  (CBS) 


ALL    THREE    OWNED    AND    OPERATED  BY 


FETZER   BROADCASTING  COMPANY 


Si 


AVERY-KNODEL,   INC.,   EXCLUSIVE   NATIONAL  REPRESENTATIVES 


CH.  COTTINGTON,  vice  president  in  charge  of  radio  Erwin,  Wasey 
&  Co.,  L.  A.,  transfers  to  agency's  N.  Y.  office  as  head  of  radio- 
•  TV.    No  successor  in  L.  A.  named.    CHARLES  LOWE,  TV  direc- 
tor for  L.  A.  office,  continues  in  that  capacity. 

CHRISTY  WILBERT,  account  executive  Charles  Schlaifer  &  Co.,  N.Y., 
named  vice  president  of  agency. 

ROBERT  S.  COLODZIN,  Wain  &  Baruch  Inc.,  N.Y.,  to  Manhattan  Adv. 
Agency,  N.Y.,  as  director  newly-formed  TV  department. 
Co-author  of  Your  Career  in  Television,  book  to  be  pub- 
lished soon. 

NORMAN  GLADNEY  to  Franklin,  Bertin  &  Trager- 
man  Inc.,  N.Y.,  as  vice  president  and  TV  director. 
As  of  Nov.  1,  firm  changes  name  to  Franklin,  Glad- 
ney  &  Tragerman.  DAVID  D.  POLON,  associate  TV 
director  Scheck  Adv.,  Newark,  N.  J.,  to  firm  as  di- 
rector TV  programming  and  production. 

CHARLES  ROSS  Adv.,  L.A.,  expanding  into  radio-TV 
packaging.  Firm  currently  preparing  half-hour  west- 
ern program. 


#     #  # 


agency 


Mr.  Colodzin 


MONROE  H.  SHAW,  National  Biscuit  Co.  and  Schenley  Inc.,  to  Mc- 
Laren, Parkin,  Kahn  Inc.,  N.Y.,  as  account  executive. 

HAL  STEBBINS  Inc.,  L.A.,  adds  public  relations  department.  JACK 
COURTNEY,  public  relations  department  Union  Oil  Co.,  to  Stebbins 
to  head  new  department. 

RICHARD  M.  BRADSHAW,  Phillips  H.  Lord  program  supervisor,  to 
Geyer,  Newell  &  Ganger,  N.Y.,  as  traffic  supervisor. 

ELEANOR  DUNN,  Wortman,  Wilcox  &  Co.,  elected  vice  president  Lind- 
say Advertising  Agency,  N.Y. 

J.  D.  PARENT,  sales  manager  Grocery  Store  Products  Co.,  Chicago, 
to  Foote,  Cone  &  Belding,  S.F.,  as  merchandising  director. 


FRANCIS  J.  FITZGERALD,  Dayton  Rubber  Co.,  to  Geyer,  Newell 
Ganger,  Dayton  office,  as  production  manager. 

WALTER  M.  BOLAND,  General  Electric  Co.,  S.F.,  to  Walther-Bolan 
Assoc.,  S.F.,  as  partner.  He  is  brother  of  BARRY  W.  BOLAND,  c( 
founder  with  GENE  WALTHER  of  W-B  agency. 

JEROME  Y.  CORIN,  Puritan  Beef  Co.  sales,  advertising  manager,  ' 
William  Von  Zehle  &  Co.,  N.  Y.,  as  account  executive,  consultant  to  agenc ' 
clients  on  distribution,  merchandising. 

DEEDEE  DWIGGINS,  media-secretary  Platt-Forbes  Inc.,  S.F.,  name! 
traffic  manager. 

ALEX  ARCHIBALD,  secretary-treasurer  Cockfield,  Brown  &  Co.,  Moi' 
treal,  elected  a  director. 

RICHARD  E.  FORREST  to  vice  president  in  charge  of  creative  ser- 
ices  Victor  A.  Bennett  Co.,  N.Y. 

JANE  RIDLEY,  ABC  Hollywood  publicity,  to  Ii-win  Co.  Inc.,  Bever 
Hills,  Calif. 

IRA  L.  STEINER,  William  Morris  Agency  Inc.,  N.Y.,  to  Ted  Ashh 
Assoc.,  N.Y. 

JOHN  R.  GILLINGHAM,  Westinghouse  Electric  Corp.,  to  James  : 
Lunke  &  Assoc.,  Oakland,  as  director  of  client-public  relations  and  sale 
promotion.  STANLEY  MORRIS,  Lithotype  Process  Co.;  DEE  DANC 


Twenty-four  hours  a  day — every  day — these 
skilled  "mikesters"^ — some  with  followings 
built  over  the  past  fifteen  years — pilot  the 
specially  selected  programs  beamed  directly 
to  the  Northeastern  Ohio  audience. 
They're  living  reasons  why  WDOK 
is  "The  Station  That's  Tuned 
to  You". 


SARAH  HARDING  HUNTER 
"Personality  Planning" 
11:30-11:45  A.M.  MWF 


market  W"*— " 

Represented 
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beat 


^  ^  ^ 


rdware  World,  and  BETTY  HERRICK,  production  expediter,  also 
pin  agency. 

I 

'ilACKARNESS  GOODE,  staff  executive  American  Assn.  of  Advertis- 
'■\ig  Agencies,  to  senior  executive  in  charge  of  membership,  council  and 
iiapter  activities  and  area  of  ethics,  succeeding  GEORGE  L.  OGLE, 
[  <2signed.  LILLIAN  "W.  MacKENZIE,  director  of  service  AAAA,  re- 
'  res  after  nearly  32  years  of  continuous  service. 

'OROTHY  ADAMS,  Montgomery  Ward  &  Co.,  Chicago,  to  Maxon  Inc., 
'.Y.,  in  copy  department. 

OYD  RIPPEY,  KFRC  San  Francisco  salesman,  to  King  Harrington 
,.|.dv.,  S.F.,  as  partner.    Finn  renamed  Harrington  &  Rippey  Adv. 

V.  PETERSEN,  vice  president  James  Fisher  Co.  Ltd.,  Toronto  agency, 
b  director.  Other  director  appointments:  H.  C.  MASON,  S.  G.  LAW, 
":.  M.  DUFF.    G.  E.  FOWLES  to  treasurer. 

ew  Addresses:  PLATT-FORBES  Inc.  Aug.  31  to  7  E.  44th  St.,  N.  Y.  17. 

ew  phone  number:  MUrray  Hill  7-3240.  CAMPBELL  EWALD  Co., 
j  i.  F.,  to  room  1708  Russ  Bldg.  Telephone  remains  SUtter  1-8736.  JAMES 
j[|L  LUNKE  Assoc.,  Oakland,  to  1549  Alice  St. 


^1 


on  all  accounts 


l"N  MANY  a  textbook  advertising 
'  is  described,  in  brief  words,  as 
"the  dramatic  account  of  a  dy- 
imic  economy."  Perhaps  this  is 
ny  Theodore  B.  Pitman  Jr.,  radio 
ikd  television  director,  John  C. 
bwd  Inc.,  Boston  advertising 
rency,  is  so  well  equipped  for  his 

3. 

Boston  born  and  bred,  Ted  Pit- 
lin  graduated  from  Rollins  Col- 
?e.  Winter  Park,  Fla.,  one  of  the 
iding  dramatic  schools  in  the 
antry.  At  Rollins,  Ted  majored 
,  economics  and 
ijinored  in  dramatic 
|oduction. 

^There  can  be  little 

!  /  u  b  t    that  the 

I'lowledge    of  both 

Ipse  fields  has  come 

li  handy  at  the 
Twd    agency.  As 

!aio  and  TV  direc- 
of  the  agency, 
i  has  produced  all 
the  firm's  live 
ows  and  all  spot 
nouncements  for 
h  radio  and  tele- 
ion. 

Vfter  college 
i,    follo%ving  the 
h    of    so  many 
mg  men  in  those 
rs  leading  up  to 
rid  War  II,  entered  the  service 
an  Army  buck  private.  How- 
r,  just  prior  to  the  outbreak  of 
war,   he   transferred   to  the 
vy  and  in  1946  was  released  with 
rank  of  lieutenant  commander, 
t  was  then  that  young  Pitman 
ick  out  on  his  own  to  find  his 

JoADCASTING 


TED 


niche  in  the  business  world.  First 
stop  was  Air  Instruments  Inc. 
where  he  was  employed  as  a  tech- 
nical sales  representative.  When 
this  company  became  the  Endicott 
Corp.,  Ted  became  sales  manager. 

Resigning  from  this  position, 
Ted  entered  the  advertising  field. 
He  was  appointed  assistant  adver- 
tising manager  for  the  First  Na- 
tional Bank  of  Boston  where  he 
handled  the  bank's  outdoor  adver- 
tising, display,  public  relations  and 
assisted  in  the  production  of  First 
National's  successful 
Sunday  radio  show 
which  featured  Ar- 
thur Fiedler  and 
the  Boston  Pops  or- 
chestra. Ted  also 
helped  produce  the 
bank's  video  venture 
Weather  or  Not  with 
Dr.  James  Austin 
(WBZ  Boston)  and 
at  the  same  time 
worked  on  spot  an- 
nouncements for 
both  radio  and  TV. 

This  was  Ted's 
ground  breaking  for 
agency  work.  In 
1949,  he  resigned 
from  the  bank  to  as- 
sume the  position  he 
now  holds  at  the 
Dowd  agency.  In  addition  to  pro- 
ducing radio-TV  shows,  Ted  is  ac- 
tive in  handling  various  public  serv- 
ice shows  with  which  the  agency 
is  connected,  such  as  the  Red  Cross 
and  the  Community  Fund  cam- 
paigns. An  assistant,  Helen  Gara- 
(Continued  on  page  U3) 


Planning  your  Fall 

SPOT  Campaign? 


Western  New  York's  number  1  station  has  a 
limited  number  of  top  availabilities  in  participa- 
tions on  three  tried-and-true  programs.  They  offer 
sales-wise  coverage  of 

Rochester,  N.  Y. 

which  is  not  just  a  city,  but  a  WHAM  market  area 
of  over  1,000,000 — top-wage  urban  dwellers  and 
a  highly  prosperous  farming  country  of  15  primary 
counties.    Available  now  for  spots  on: 

Tello-Test 

Syndicate  telephone  quiz  that  has  taken  Rochester 
by  storm,  as  it  has  every  market  where  it's  heard. 
Twice  daily:  1:00  to  1:15  P.M.  and  6:30  to  6:45 
P.M.,  Monday  through  Friday. 

Answer  Man 

The  "Ripley"  of  the  air  waves,  with  consistently 
high  and  loyal  listenership.  12:30  to  12:40  P.M., 
Monday  through  Saturday;  6:20  to  6:30  P.M.,  Mon- 
day through  Friday. 

Cinderella  WEEKEND 

Women's  audience-participation  quiz  show  at 
Rochester  Radio  City,  with  a  week-end  in  New 
York  to  the  weekly  wiimer  and  a  companion. 
1:30  to  2:00  P.M.,  Monday  through  Friday.  Over 
100,000  women  have  come  to  see  it  Now  in  its 
third  year  on  WHAM. 


ASK  YOUR  NEAREST  HOLLINGBERY  REPRESENTATIVE 


The  Stromberg -Carlson 
Station 


•  Telecasting 


Basic  NBC — 50,000  watts — clear  channel — 1180  kc 
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FROM  THE  NATIVES... 

TfeeyKnow^WAere 
to  Pic?k  Vq^cU^I 

Atlanta's  astute  businessmen  find  it  fruitful  to  place 
more  local  business  with  WGST  than  on  any  other 
Atlanta  station!  They  know,  because  they  live  here, 
that  the  friendly  WGST  voice,  loaded  with  local  and 
ABC  shows,  gathers  in  a  great  and  diversified  audience. 
An  audience  that  believes  what  WGST  says!  Your 
client  or  your  product  can  pick  a  pleasant  harvest 
from  this  rich  Georgia  market,  using  "more-for-your- 
money"  WGST. 

ABC  IN  ATLANTA 
5000  WATTS  AT  920  K.C. 

Studios  and  Offices 

FORSYTH  BUILDING    •    ATLANTA,  GEORGIA 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR. 
IN  THE  SOUTHEAST   BY  CHARLES  C.  COLEMAN 
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m  business 


EB.  LATHAM  &  Co.,  N.  Y.  (electrical  supplies  and  home  appli- 
ances), names  Fred  Gardner  Co.,  N.  Y.,  to  direct  advertising  for 
*  Thor  Home  Laundry  line  and  Raytheon  Television  line. 

SIXTH  ARMY,  S.F.,  appoints  West-Marquis  Inc.,  S.F.  Radio  will  be 
used. 

UNITED  AIRLINES  looking  for  quarter-hour  TV  shows  after  football 
games  in  New  York  and  Los  Angeles.  Advertiser  has  already  bought 
similar  time  on  WGN-TV  Chicago  and  WTOP-TV  Washington.  Agency: 
N.  W.  Ayer  &  Son,  N.  Y. 

AMERICAN  WINE  Co.,  Beverly  Hills,  Calif.  (Cook's  Early  Americar 
Grape  Wine),  appoints  Hixson  &  Jorgensen  Inc.,  L.A.,  to  direct  adver- 
tising. Radio-TV  spots  planned  starting  about  October  in  L.A.,  St 
Louis  and  Chicago. 

CLIQUOT  CLUB  BOTTLING  Co.,  Oakland,  appoints  Jewell  Adv.,  same 
city.  Radio  will  be  used. 

JACOB  ROHNER  Ltd.,  N.  Y.,  initiating  campaign  Sept.  1  for  importec 
Swiss  fabrics.  Unique  method  of  fabric  cut  will  be  demonstrated  oi 
TV  spots,  probably  to  be  bought  cooperatively  with  local  stores  through 
out  nation.  Agency:  Dundon  Assoc.,  N.Y. 

TODD'S  Inc.,  L.  A.  (men's  apparel  chain),  appoints  Ted  H.  Factor,  L.  A.: 
to  direct  advertising.  Radio  to  be  used.  , 


A/etv^otk  -Occounti  •  •  • 

ALLIS-CHALMERS  Mfg.  Co.,  Milwaukee,  renews  The  National  Farr, 
and  Home  Hour,  NBC.  Contract  52  weeks.  Sat.  12  noon-12:30  p.m.,  CDT 
effective  Sept.  9.  West  Coast  repeat  at  1:30  p.m.  Agency:  Bert  £ 
Gittins  Agency,  same  city. 

SKELLY  OIL  Co.,  Kansas  City,  Mo.,  renews  15-minute  commentary  o 
Alex  Drier,  five-a-week,  7  a.m.  CDT,  and  This  Farming  Business,  Sat 
same  time,  on  regional  NBC  network  of  25  stations,  effective  Sept.  4 
Agency:  Henri,  Hurst  &  McDonald,  Chicago. 

KELLOGG  Co.,  Battle  Creek,  will  sponsor  program  tentatively  calle 
Space  Cadet,  packaged  by  Rockhill  Productions,  N.  Y.,  on  CBS-TV  thre 
times  weekly,  6:45-7  p.m.,  starting  early  fall.  Agency:  Kenyon  i 
Eckhardt,  N.  Y. 

J.  A.  FOLGER  &  Co.,  S.  F.  (coffee),  renews  for  52  weeks  Frank  Heming 
way  newscasts  on  full  Don  Lee  networks  of  48  stations  and  22  MB 
Intermountain  Network  stations,  Mon.-Sat.,  7-7:15  a.m.,  4:15-4:30  p.n 
(PDT),  alternating  with  White  King  Soap  Co.   Folger  agency:  Raymon. 
R.  Morgan  Co.,  Hollywood. 

ARMOUR  &  Co.,  Chicago,  to  sponsor  Stars  Over  Hollywood,  new  MC. 
package  TV  show  featuring  cinema  stars  and  promising  newcomer  ^ 
on  NBC-TV,  Wed.,  10:30-11  p.m.     Show  starting  Sept.  6,  filmed  i 
Hollywood  by  independent  producers.    Agency  for  52  week  contrac 
Foote,  Cone  &  Belding,  Chicago. 


e&^le  •  •  • 

E.  L.  SCHUJAHN,  director  general  flour  sales  for  General  Mills,  Minm 
apolis,  to  vice  president.   Started  with  GM  in  1924. 

BERNARD  T.  DUCEY  named  sales  manager  O'Cedar  Corp.,  Chicag 
mop  company  which  uses  national  TV  spot.  He  was  Chicago  sal 
manager  Van  Cleef  Bros,  and  sales  executive  with  Blatz  Brewing  C' 
ROBERT  E.  SMITH,  advertising,  sales  promotion  office  manager  0-Ced: 
Corp.,  appointed  advertising,  sales  promotion  manager. 

JOHN  S.  HEWITT,  vice  president  Andrew  Jergens  Co.,  Cincinnati, 
general  manager  and  vice  president  Anahist  Co.,  N.Y. 
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this  pi  us  to  the  m  rich  St.  Louis  Market 


According  to  the  1949  BMB,  KXOK's  audience 
is  10.2%  greater,  daytime  —  9%  greater, 
nighttime,  than  in  1946.  An  audience  growth 
that  exceeds  all  other  St.  Louis  network  stations. 
This,  Mr.  Advertiser,  is  a  plus  for  KXOK 
clients  ...  a  plus  not  reflected  in  rates.  Only 
minor  revisions  have  been  made  in  KXOK  rates 
since  May,  1948.  KXOK  rates  are  still  based 
on  listeners.  KXOK  rates  still  deliver  the  lowest 
cost-per-thousand  listeners  of  any  St.  Louis 
network  station.  That's  why  we  say  KXOK 
costs  up  to  20%  less  than  in  1948. 


Oelmar  •  CHestnut  3700 


Call  a  KXOK  representative 
or  your  John  Blair  man  today. 
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Earl  Godwin,  Dean  of 
Washington  news  men — a 
"name"  in  Capital  and  na- 
tional news  circles  is  now 
available  on  WRC,  at 
choice  time,  6:15-6.30  p.m. 
Monday  through  Friday. 

Godwin's  down-to-earth 
style  is  a  potent  selling 
force  in  this  rich  market. 

The  combination  of  a 
prestige  program  with  the 
timeliness  of  Earl  Godwin's 
news  style  means  audience 
loyalty  for  any  product. 

This  availability  de- 
mands your  careful  atten- 
tion— call  WRC  or  National 
Spot  Sales. 


Monday  thru  Friday 
6:15  —  6:30  P.M. 


IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 


r 


FIRST  in  WASRIN6T0N 


SJOQ  Watts  .   m  KC 

^  aep^seaf^j^^^  by  mC,  SPOr  SAUS 


feature  of  the  lueek 


THE  Western  record  field  has  re- 
ceived a  big  shot  in  the  arm  with 
the  purchase  by  Rexall  Drug  Co. 
of  260  transcribed  15-minute  open- 
end  shows  for  use  by  10,000  inde- 
pendent franchised  Rexall  dealers, 
known  as  Rexallites. 

Produced  in  Hollywood  by  the  ra- 
dio production  division  of  Counsel- 
ors Advertising  Agency,  the  show 
is  called  Rexall  Rhythm  Roundup. 
It  features  Garry  Goodwin  as  m.c. 
and  simulates  on-stage  appearances 
of  western  folk  and  hillbilly  record- 
ing stars. 

May  Expand 

Present  plans  call  for  using  Rex- 
all Rhythm  Roundup  in  400' to  650 
local  markets  on  a  three-a-week  to 
five-a-week  basis.  While  calling 
for  only  260  shows,  the  initial  con- 
tract provides  an  option  and  Rex- 
all expects  it  will  develop  into  a 
continuous  series  of  1,040  shows. 

Mr.  Goodwin  adds  to  the  "live" 
show  simulation  by  using  voice 
tracks.  Following  each  voice  track 
a  current  recording  or  new  release 
by  the  artist  speaking  on  the  voice 
track  is  promoted  on  the  show. 

The  show's  production  staff  is 
headed  by  Will  Scott.   It  is  written 


Attending  the  first  p)oductioii  session  for  the  new  Rexall  show  a  r< 
(I  to  r) :  seated,  Frank  J.  Miller,  Counselors  agency;  Messrs.  Goodiviv 
Atchison  and  Zaiss;  standing,  Hal  Ayers,  Counselors;  Messrs.  Scot 

and  McDaniel. 


by  Earl  McDaniel.  Mr.  Goodwin, 
assisted  by  Joe  Green,  handles  pub- 
lic relations  with  the  various  record 
companies  and  artists.    Re  C.  At- 


chison, manager  of  Rexallite  ad 
vertising,  coordinates  productioi 
for  Rexall  with  the  assistance  o: 
Sam  Zaiss. 


strictly  business 


Mr.  WALLACE 

GEORGE  WILSON  WAL- 
LACE started  his  career  in 
radio  10  years  ago  selling 
NBC  to  visiting  tourists  as  a  mem- 
ber of  the  New  York  page  staff. 
Today  he  is  still  selling  NBC,  but 
to  the  top  advertisers  and  agency 
executives  in  the  country  in  his  new 
capacity  as  radio  advertising  and 
promotion  manager  of  the  network. 


Mr.  Wallace  and  his  department 
are  responsible  for  such  effective 
and  important  promotion  pieces  as 
the  latest  NBC  presentation  on  the 
efficacy  of  network  radio  in  1950-51 
[Broadcasting,  July  31]. 

Born  in  Springville,  N.  Y.,  in 
1914,  George  Wallace  received  his 
B.  S.  degree  at  the  Wharton  School 
of  Commerce,  U.  of  Pennsylvania. 
Significantly,  the  subject  of  his 
thesis  was  radio. 

Sets  Radio  Goal 

Although  his  first  job,  with  the 
Niagara  Hudson  Power  Co.,  Buf- 
falo, was  obviously  not  in  radio, 
Mr.  Wallace  even  then  had  set 
upon  broadcasting  as  his  ultimate 
field.  Consequently,  when  an  op- 
portunity arose  for  him  to  learn 
the  business  from  its  base  as  a 
member  of  the  NBC  guest  relations 
staff  in  New  York,  he  grasped  at 
the  chance. 

His  advance  was  rapid  and  his 
manifest  talents  were  eventually 
utilized  on  practically  every  aspect 
of  the  business  side  of  radio  from 
advertising  copywriter  to  his  pres- 
ent post  as  manager  of  all  radio 
promotion  and  advertising  enter- 
prises. 

Mr.  Wallace's  career,  however. 


did  suffer  one  interruption — th( 
war.  He  served  in  the  infantry  a: 
a  first  lieutenant  and  was  awardec 
the  bronze  and  silver  stars  in  com 
bat. 

Mr.  Wallace  is  married  to  the 
former  Mary  Jane  Stokes.  Thej 
have  one  child,  Susan,  15  month; 
old.  Mrs.  Wallace  is  director  oJ 
textile  advertising  for  the  Celanese 
Corp.  of  America,  and  the  familj 
live  in  Washington  Square  in  New 
York  City. 

Mr.  Wallace  is  a  member  of  h( 
Sales  Executive  Club,  Radio  Sales 
Club,  American  Television  Society 
and  Beta  Gamma  Sigma,  the  honoi 
fraternity  of  business  colleges. 

Wrong  Number 

AN  ERROR  in  rerouting  by 
telephone  connections  the 
broadcast  of  a  concert  by  the 
Gypsies  from  Hoover  Audi- 
torium, Lakewood,  Ohio,  Sat- 
urday night,  July  8,  sent  the 
program  to  Toledo  instead 
of  WLEC  Sandusky,  Ohio. 
Sole  audience  was  a  Toledo 
long-distance  operator  whose 
Hooperating  certainly  was 
100%. 
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...ON  AN  ALL  STAR  SCHSDULSf 


LIBERTY 

brings  you ... 

TED  HUSINGffW 


GORDOK  McLENDON 


from  coast  to  coast  with  the  most  comprehensive  football  schedule  ever 
carried  by  a  major  network!  Every  week  .  . .  top  games  .  .  .  top  announc- 
ing .  .  .  top  Ustenership  .  .  .  with  this  all-star  lineup  of  top  sports 
entertainment: 

SCHEDULE 


Aug.  12 
Aug.  19 
Sept.  4 
Sept.  7 
Sept.  17 

Sept.  22 
Sept.  23 
Sept.  30 


Oct.  I 
Oct.  2 
Oef.  7 


Ocf.  8 


New  York  Yankees  vs.  Chicago  Bears  Oct.  12 

New  York  Yankees  vs.  Chicago  Cardinals 

New  York  Yankees  vs.  Baltimore  Colts  Oct.  14 

New  York  Yankees  vs.  Washington  Redskins 

New  York  Yankees  vs.  San  Francisco 

Forty-Niners  Oct.  7  5 

New  York  Yankees  vs.  Los  Angeles  Rams        Oct.  2T 
Louisiana  State  University  vs.  Kentucky 
Army  vs.  Colgate 

WEST  COAST  GAME  OF  THE  WEEK  Oct.  22 

Louisiana  State  University  vs.  College  of        Oct.  28 

the  Pacific 
New  York  Giants  vs.  Cleveland  Browns 
New  York  Yankees  vs.  Detroit  Lions  Oct.  29 

Army  vs.  Penn  State  Nov.  4 

WEST  COAST  GAME  OF  THE  WEEK 
Louisiana  State  University  vs.  Rice 
New  York  Yankees  vs.  Green  Bay  Packers      Nov.  5 


New  York  Yankees  vs.  San  Francisco 

Forty-Niners 
Army  vs.  Michigan 
WEST  COAST  GAME  OF  THE  WEEK 
Louisiana  State  University  vs.  Georgia  Tech 
New  York  Giants  vs.  Pittsburgh  Steelers 
Army  vs.  Harvard 
WEST  COAST  GAME  OF  THE  WEEK 
Louisiana  State  University  vs.  Georgia 
New  York  Yankees  vs.  Green  Bay  Packers 
Army  vs.  Columbia 
WEST  COAST  GAME  OF  THE  WEEK 
TO  BE  ANNOUNCED 
New  York  Yankees  vs.  Chicago  Bears 
Army  vs.  Pennsylvania 
WEST  COAST  GAME  OF  THE  WEEK 
Louisiana  State  University  vs.  Mississippi 
New  York  Giants  vs.  Washington  Redskins 


Nov.  7  7 


Nov.  7  2 
Nov.  78 


Nov.  7  9 
Nov.  23 
Nov.  24 
Nov.  25 


Nov.  26 
Dec.  2 
Dec.  3 
Dec.  9 
Dec.  70 


Louisiana  State  University  vs.  Vanderbilt 

WEST  COAST  GAME  OF  THE  WEEK 

TO  BE  ANNOUNCED 

New  York  Yankees  vs.  Chicago  Bears 

TO  BE  ANNOUNCED 

Army  vs.  Stanford 

Louisiana  State  University  vs.  Mississippi  State 

New  York  Yankees  vs.  Los  Angeles  Rams 

New  York  Yankees  vs.  Detroit  Lions 

Louisiana  State  University  vs.  Villanova 

TO  BE  ANNOUNCED 

WEST  COAST  GAME  OF  THE  WEEK 

TO  BE  ANNOUNCED 

Philadelphia  Eagles  vs.  New  York  Giants 
Tulane  vs.  Louisiana  State 
New  York  Yankees  vs.  New  York  Giants 
Texas  vs.  Louisiana  State  University 
New  York  Yankees  vs.  Baltimore  Colts 


LIBERTY  BROADCASTING  COMPANY 


AMERICA'S  THIRD  LARGEST  NETWORK 
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SUPER-BAB  PROJECTED 


Will  Be  Separated  From  NAB 


By  J.  FRANK  BEATTY 

\  SUPER-BAB  (Broadcast  Adver- 
iising  Bureau)  supported  by  a  mil- 
ion-dollar  budget  and  headed  by 
the  best  available  executive  in  the 
broadcasting  industry  will  be  set 
ip  under  NAB  auspices  and  then 
ifiven  complete  autonomy  to  operate 

a  separate  agency, 
j  Unanimous  decision  of  the  NAB 
board  to  comply  vrith.  the  demands 
'>f  many  member  stations  by  creat- 
ng  this  non-NAB  sales  promotion 
Project  was  reached  at  an  emergen- 
;y  board  meeting  held  last  week  in 
Washington  (see  separate  board 
.tory  page  16). 

With  the  industry  calling  for  ac- 
jion,  the  board  came  through  with 
X  sweeping  mandate  to  set  up  a 
jelling  unit  designed  to  give  aural 
broadcasters  media  promotion  on  a 
Dar  and  eventually  superior  to  the 
iilush  and  heavily  financed  projects 
Inaintained  by  other  advertising 
media. 

|j  Even  before  many  of  the  board 
kiembers  had  left  Washington,  the 
'^AB  headquarters  staff  and  the 
foard's  own  BAB  committee  were 
forking  on  plans  to  incorporate 
^AB  separately  in  New  York  State, 
;vith  headquarters  remaining  in 
'■Jew  York  City.  A  new  name  will 
•e  selected. 

Top  Industry  Names 

More  important,  they  were  dis- 
cussing top  industry  names  in  an 
liifort  to  find  the  right  man  to  un- 
tertake  this  new  industry  assign- 
1  aent.  High  —  very  high  —  salary 
l.nd  top  executives  were  being  con- 
•idered. 

An  immediate  sales  job — the  sale 
f  the  super-BAB  idea  to  the  NAB 
aembership — received  quick  atten- 
idon.  Robert  D.  Swezev,  WDSU 
'"Jew  Orleans,  who  heads  Ihe  board's 
jJAB  committee,  dropped  vacation 
'Wans  and  agreed  to  fly  to  Seattle 
||or  the  opening  NAB  district  meet- 
ing today    (see   story  page  18). 

Mr.  Swezey  will  tell  the  whole 
Uory  at  the  District  17  meeting  in 
Seattle,  and  then  meet  with  Dis- 
jlrict  15  broadcasters  in  Monterey, 
Calif.,  and  District  16  members  in 
^os  Angeles. 

Other  committee  members  are  to 
ake  up  the  assignment  and  at  least 
ne  member  is  to  appear  at  every 
tieeting  in  the  entire  series,  ending 
-Jov.  9-10  with  the  District  5  meet- 
ng  in  Atlanta. 

]  Something  big  had  to  be  done, 
''iROADCASTING    •  Tele 


and  quick,  about  aural  radio's  sales 
problems  in  the  opinion  of  the 
board.  There  was  no  mincing  of 
words  about  aural  station's  needs, 
with  other  media  increasing  the 
pressure  on  advertisers  and  TV's 
impact  being  felt  in  some  markets. 

The  board  accepted  its  BAB 
committee's  belief  that  BAB  must 
be  freed  entirely  from  NAB  and 
set  up  as  a  super-BAB  that  can 
carry  on  and  greatly  expand  the 
work  started  by  its  first  director, 
Maurice  B.  Mitchell. 

The  board  highly  praised  the 
work  of  Mr.  Mitchell  as  he  leaves 
BAB  this  week  to  join  the  NBC 
sales  department.  It  lauded  his 
skill  and  diligence  in  nursing  BAB 
from  infancy  a  year  ago  into  a 
hard-hitting  sales  promotion  agen- 
cy that  has  furrowed  the  brows  of 
competing  media  executives.  It  was 
felt  he  had  performed  miracles  in 
getting  BAB  under  way  with  lim- 
ited funds. 


From  its  conception,  BAB  has 
been  conceived  by  the  board  as  an 
agency  separate  from  NAB  but  the 
board  did  not  take  a  firm  stand  on 
separation  until  last  week.  BAB 
has  not  been  100 '"c  welcome  in  the 
industry,  and  some  NAB  board 
members  have  argued  that  its  ag- 
gressive selling  against  newspa- 
pers was  the  reason  back  of  a  num- 
ber of  newspaper  station  resigna- 
tions. 

Allow  More  Freedom 

Completely  separate  from  NAB, 
the  super-BAB  will  be  able  to  hit 
where  it  pleases  without  worrying 
about  newspaper  stations.  Many 
board  members  frankly  stated  that 
separation  of  BAB  should  bring 
back  into  NAB  some  of  the  news- 
paper stations  that  have  resigned 
in  the  last  year. 

In  the  search  for  a  BAB  presi- 
dentj  board  members  tossed  around 
such  names  as  Niles  Trammell,NBC 
board  chairman,  along  with  Edgar 


Kobak,  WTWA  Thomson,  Ga.,  and 
Mr.  Swezey,  who  are  nationally 
known  broadcast  executives  but 
who  disclaimed  personal  interest  in 
the  key  assignment. 

Left  out  in  the  cold  to  a  consid- 
erable extent  in  this  new  and 
greater  BAB  project  is  television. 
During  the  interim  period  before 
BAB  breaks  loose  from  NAB,  sev- 
eral pending  TV  projects  will  be 
mamtained.  BAB's  TV  achieve- 
ments include  a  video  version  of 
"Mitch's  Pitch,"  sobriquet  applied 
to  Mr.  Mitchell's  various  sales 
presentations. 

Should  TV  feel  the  need  for 
customers,  or  feel  a  competitive 
pmch,  NAB  will  take  up  the  idea 
of  a  separate  TV-BAB  but  this 
is  strictly  a  matter  for  future 
decision.  At  present  NAB  is  more 
interested  in  serving  aural  sta- 
tions both  AM  and  FM.  A  strong 
plea  for  FM  attention  in  BAB's 
activities  was  made  to  the  board 
(Continued  on  page  28) 


STATION  REVENUE  UP      s,udv  show. 


By  RICHARD  P.  DOHERTY 

DIRECTOR 
EMPLOYE-EMPLOYER  RELATIONS 
NAB 

DURING  1949  the  average  broad- 
casting station  rang  up  more  sales 
revenue  in  its  cash  register  than 
during  1948,  but  a  higher  per- 
centage of  these  income  dollars 
flowed  out  into  operating  costs. 
Thus,  the  margin  of  profit  (before 
taxes)  was  the  lowest  in  the  in- 
dustry's history. 

These  and  other  interesting  eco- 
nomic and  financial  facts  were  re- 
vealed in  the  Second  Annual  Costs 
Study  recently  completed  by  the 
Research  Department  and  the  Em- 
ploye-Employer Relations  Depart- 
ment of  NAB. 

A  total  of  approximately  900 
questionnaires  were  received,  there- 
by giving  a  well  balanced  sample  of 
the  radio  broadcasting  industry. 

Some  of  the  more  significant 
facts  concerning  the  1949  financial 
operations,  payroll  and  emplojTnent 
of  the  broadcasting  stations  of  the 
nation  are  as  follows: 

(1)  Total  operating  expenses — 
for  those  stations  which  stayed  in 
the  black — absorbed  85.3%  of 
revenue,  leaving  14.7 "/c  as  the  gross 

casting 


margin  of  profit  before  taxes.  The 
operating  expense  ratio  for  1949 
was  the  highest  in  the  recorded 
history  of  the  industry.  It  is 
interesting  to  note  that,  from  the 
FCC  industry-wide  figures,  the 
highest  previous  operating  ratio 
was  839;:  in  1938. 

(2)  The  brighter  side  of  the  cost 


Mr.  DOHERTY 


picture  was  the  fact  that  the  long 
prevailing  upward  trend  in  the 
industry's  operating  expense  ratio 
seemed  to  show  signs  of  flattening 
out.  From  1948  to  1949,  the  rise 
was  from  84.2%  to  85.3%;  from 
1947  to  1948  it  rose  from  79%  to 
84.2%;  from  1946  to  1947  it 
jumped  from  74%  to  79%;  from 
1945  to  1946  it  went  up  from  69% 
to  74%  and  rose  from  64%  in  1944 
to  69%  in  1945.  From  1938  to  1944 
there  were  steady  decreases  in  the 
annual  ratio  between  expenses  and 
income. 

One  Third  Total 

(3)  On  the  other  hand,  sub- 
marginal  stations  continued  to  ag- 
gregate nearly  one-third  of  the 
total  stations  on  the  air  during 
1949.  In  1948  approximately  32% 
of  the  stations  in  the  industry  lost 
money.  NAB's  1949  survey  indi- 
cates an  estimate  of  about  30%  of 
all  licensees  operated  "in  the  red" 
during  the  past  year. 

(4)  Some  interesting  facts  con- 
cerning these  1949  "loss"  units 
were  that  49%  of  them  were  local 
stations;  46%  regional  stations 
and   5%    were   clear  channel  11- 

(Continued  on  page  16) 
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Revenue  Up 

(Continued  from  page  15) 

censees.  Contrary  to  the  opinion  of 
some  persons,  these  unprofitable 
operations  were  not  all  "Johnnies 
come  lately."  Approximately  17  '^c 
of  these  "loss"  stations  have  been 
on  the  air  10  or  more  years  and 
another  I'^c  have  been  in  operation 
5  to  10  years.  The  remainder  (76"~'<-) 
have  come  into  existence  since  1945. 
Incidentally,  these  red  ink  sta- 
tions were  pretty  well  distributed 
among  all  regions  of  the  nation; 
hh'^c  were  network  affiliates  and 
45 9<-  were  non-affiliates. 

(5)  The  larger  segment  of  sta- 
tion costs  was  payroll.  Total  com- 
pensation paid  to  employes 
amounted  to  approximately  50 9o 
of  revenue  or  nearly  60  "H?  of  all 
operating  expenses. 

(6)  The  broadcaster's  revenue 
dollar  was  distributed  as  follows: 
15 "^c  for  technical  expenses;  2990 
for  program  expenses;  12<^  for 
selling  expenses;  29<~<-  for  general 
administrative — leaving  about  15  9o 
as  gross  profit  before  taxes. 

Decline  Trend 

(7)  Operating  cost  ratios  tended 
to  show  a  declining  trend  with 
higher  station  income.  For  example, 
stations  doing  less  than  $50,000 
per  year  spent  89  ""r  for  total  oper- 
ating expenses  while  stations  in  the 
"above  $1  million  class"  had  an 
operating  ratio  of  74'~'<-.  In  between 
these  two  extremes  the  expense 
ratio  had  a  persistent  tendency  to 
fall.  These  facts — verified  by  the 
results  of  last  year's  study  and 
FCC  dat^  for  previous  periods — 
lend  credence  to  the  EBRD's  con- 
tention that  the  most  significant 
factor  affecting  station  operating 
ratios  is  the  level  of  income.  Other 
factors  such  as  geographic  loca- 
tion, wattage,  etc.,  do  have  a  bear- 
ing upon  the  typical  broadcaster's 
question:  "What  should  it  cost  me 
to  operate  my  station?"  However, 
except  for  the  competence  of 
individual  management,  none  of 
these  circumstances  affects  oper- 
ating ratios  so  much  as  does  the 
volume  of  income. 

(8)  The  average  income  "per 
station"  showed  some  variation 
from  region  to  region.  The  highest 
average  station  income  (.S307,831) 
prevailed  in  the  Northeastern 
States;  the  North  Central  area 
average  was  $277,63-3;  for  the 
Southeastern  stations  it  was  $195,- 
348;  for  the  South  Central  it  was 
$168,939  and  for  the  Pacific  and 
Mountain  stations  it  was  $177,448. 

(9)  On  the  other  hand,  the  higher 
a%'erage  "per  station"  income  re- 
gions also  tended  to  have  the  higher 
operating  cost  conditions. 

(10)  An  analysis  of  identical 
"profitable"  stations  which  re- 
ported both  in  the  1948  and  1949 
NAB  Cost  Studies  offered  proof 
that  some  broadcasters  have  done 
a  good  job  at  cost  control.  In  fact, 
35'/  of  these  stations  actually 
reduced  their  operating  costs  for 
1949  as  compared  with  1948.  Many 
of  these  broadcasters  found  the 
NAB  "Cost  Yardsticks"  a  valuable 
tool  by  which  they  could  appraise 
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FOR  the  second  successive  year  broadcasters  can  analyze  their  current 
operating  costs  in  the  light  of  industry  experience  as  a  result  of  the 
NAB's  industrywide  survey.  As  a  nationally  known  economist  and  labor 
specialist,  Mr.  Doherty  was  asked  by  Broadcasting  to  analyze  station 
costs  from  a  nationwide  perspective.  He  is  discussing  details  of  the  NAB 
cost  analysis  study,  as  applied  to  individual  markets  and  stations,  at  the 
NAB  district  meetings  which  open  today  (Monday)  in  Seattle. 


their  own  costs  according  to  in- 
dustry-wide— and  comparable  sta- 
tion— experiences. 

One  obvious  conclusion  which  is 
reached  by  any  analysis  of  station 
operating  costs,  is  that  the  major 
influence  upon  income  and  cost  is 
management.  In  radio,  as  in  other 
fields  of  business,  management  is 
the  mainspring  of  a  successful  and 
profitable  enterprise. 

The  control,  or  reduction,  of 
operating  costs,  is  one  of  the  most 
pressing  problems  facing  the  major- 
ity of  broadcasters  throughout  the 
industry.    The  ways  and  means  of 


achieving  the  lower  break-even 
point  must,  of  necessity,  vary  from 
station  to  station  but  no  manager 
will  find  the  answer  in  some  easy 
simple  formula. 

However,  one  of  the  very  first 
costs  control  steps  which  should  be 
taken  by  the  owner  or  manager  of 
every  radio  station  should  be  the 
analysis  of  his  own  operating  ex- 
penses according  to  comparable 
standards  and  yardsticks.  Self 
appraisal  and  the  analysis  of  one's 
operating  cost  structure  is  the 
foundation  for  effective  cost  con- 
trol. 


NBC  SUNDAY  PLAN 

Propose  1  V2  Hour  Radio  Shov 

AN  HOUR-AND-HALF  Sunda; 
evening  radio  show — counterpar 
of  the  television  Saturday  Nigh 
Revue  launched  last  season — wil 
be  undertaken  by  NBC  beginnin;  ^ 
next  fall. 

The  program,  tentatively  sched 
uled  for  6:30-8  p.m.,  is  intends 
to  reinforce  the  NBC  oppositioi 
to  the  rival  CBS  line-up  of  Ou 
Miss  Brooks,  Jack  Benny  an' 
Amos  'n'  Andy  and  to  entice  soni' 
of  the  television  audience  back  t', 
radio  as  well. 

As  now  conceived,  the  progran 
will  be  offered  to  three  sponsors 
each  paying  one-third  of  the  tota 
cost,  and  all  rotating  in  the  thre 
half-hour  segments  of  the  shov 
Under  this  plan  an  advertise 
would  get  his  commercials  in  th  j 
6:30-7  p.m.  period  one  week,  th'j 
7-7:30  p.m.  period  the  next  an 
so  on. 


DEFENSE  AND  SALES 


TWO  major  industry  emergencies 
— defense  and  sales — will  be  at- 
tacked with  new  weapons  being 
shaped  this  week  at  NAB  head- 
quarters under  orders  from  the 
board  of  directors. 

First,  NAB  is  picking  members 
to  serve  on  an  industry  committee 
to  counsel  with  government  agen- 
cies in  guiding  broadcasting's  pub- 
lic service  during  the  present  na- 
tional defense  emergency. 

Second,  aural  radio's  sales  crisis 
will  be  met  headon  by  a  projected 
million-dollar  Broadcast  Advertis- 
ing Bureau  headed  by  one  of  the 
biggest  names  in  the  industry  and 
eventually  operated  completely  out- 
side NAB  (  see  BAB  story  page 
15). 

The  board  held  emergency  ses- 
sions last  week  to  meet  the  two 
situations.  With  this  limited 
agenda,  the  directors  went  right 


to  work  Monday  morning  on  the 
mobilization  problem.  By  afternoon 
they  had  prepared  a  plan  for  in- 
dustry service  and  by  evening  had 
worked  out  most  details  of  the  BAB 
project. 

Tuesday,  the  second  day,  was 
spent  with  FCC  Chairman  Wayne 
Coy  and  John  R.  Steelman,  Assist- 
ant to  the  President. 

Out  of  these  high-level  govern- 
ment conferences  came  assurance 
that  no  controls  over  broadcasting 
beyond  those  self-imposed  in  the 
last  war  are  foreseen  at  this  time. 
This  was  augmented  by  sugges- 
tions on  how  broadcasters  could 
serve  the  country. 

NAB  President  Justin  Miller  and 
William  B.  Ryan,  general  manager, 
were  to  confer  today  on  the  broad- 
caster's defense  group,  a  project 
that  had  been  endorsed  by  Mr. 
Steelman. 


Drawn  for  Broadcasting  by  Sid  Hix 
"Now  this  set  will  hit  the  movies  hard.  .  .  .  It  has  a  built-in  popcorn 

machine!" 


Top  NAB  Lis 


Not  yet  clear  is  the  scope  of  thi 
council's  membership.  Originall; 
it  had  been  conceived  as  an  all 
industry  group,  formed  under  NAl 
auspices  and  including  networl 
aural,  TV,  and  perhaps  advertisin; 
and  manufacturer  representatior 
It  was  apparent  at  the  weeken 
that  not  all  related  industry  group 
were  in  favor  of  an  industrywid 
council  appointed  under  NAB  aus 
pices. 

While  the  personnel  side  of  th 
defense  emergency  was  receivin,; 
attention,  action  was  seen  aroun^ 
NAB  as  its  Public  Affairs  Dep1 
prepared  to  carry  out  a  Steelman 
blessed  plan  to  set  up  a  specia 
emergency  information  service  fo 
broadcasters. 

BAB  Action 

And  there  was  action,  too,  on  th 
BAB  front.  Robert  D.  Swezey 
WDSU  New  Orleans,  as  chairma 
of  the  board's  BAB  Advisory  Com 
mittee,  flew  to  Seattle  late  las 
week  for  today's  opening  of  th 
NAB  district  meeting  series  (se 
direct  meeting  story  page  18). 

FCC  Chairman  Coy  made  clea 
broadcasters  had  shown  in  Worl 
War  II  that  they  can  meet  nations 
emergencies  on  a  voluntary  basis 
He  offered  this  comment  after  Gi] 
more  N.  Nunn,  president  of  th. 
Nunn  Stations,  had  asked,  "Mi 
Coy,  do  you  feel  you  can  say  a 
chairman  of  the  FCC  that  in  you 
opinion  the  controls  and  measure 
taken  in  broadcasting  during  th 
last  war  were  sufficient  to  th 
emergencies — and  do  you  feel  tha 
you  would  be  inclined  to  recom 
mend  any  more  stringent  control 
than  those  in  the  current  emei 
gency,  or  any  foreseeable  develoj 
ment  of  it?" 

In  reply  Chairman  Coy  said  h 
saw  no  needs  for  controls  beyon 
those  employed  in  the  last  conflic 
( Continued  on  page  71 ) 
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RADIO  STILL  BEST 


ABC  Refutes  ANA  Attack 


iWbC  last  week  brought  up  a 
!  leavy  artillery  piece  in  the  defense 
iigainst    the    campaign    to  boost 
elevision  at  the  expense  of  radio. 
The  network  began  showing  a 
iobresentation   intended   to  restore 
perspectives  about  both  radio  and 
CKfelevision,  and  aimed  at  countering 
lithe  Assn.  of  National  Advertisers' 
Irive  to  cut  radio  rates.  The  con- 
lusion  reached  by  ABC  is  that 
irladio   is   the   best,   quickest  and 
i  Iheapest  way  to  conduct  a  national 
idvertising  campaign. 
:.  ABC,  which  points  out  that  it  is 
p  both  the  radio  and  television  busi- 
hJkCss,  admits  that  TV  is  "the  great- 
tTpt  sales  force  ever  developed  in 
S5)he  history  of  advertising,"  but  it 
phasizes  that  as  yet  television 


LORIDA  GROUP 

Switches  Citrus  Account 

,j''LORIDA  Citrus  Commission,  in 
!  reportedly  surprise  move,  last 
i'eek  announced  it  was  switching 
is  S2  million  advertising  account 
jl'  :-om  Benton  &  Bowles  to  J.  Walter 
Ijhompson  Co.,  both  New  York, 
'ip  The  commission,  already  a  heavy 
4:ieasonal  spot  radio  user,  is  turning 
T)  radio  more  and  more  and  TV 
¥;portedly  is  being  considered  for 
-j'l-eater  "local  level"  emphasis. 
7  Benton  &  Bowles,  which  has  han- 
Wlled  the  account  for  seven  years, 
•j,!as  given  90-days  notice  under  its 
f  resent  contract  and  will  complete 
1  jdvertising  already  underway  for 
H^ammer  promotion  of  canned  citrus 
niiice  sales.  The  new  contract  with 
D')!'  Walter  Thompson  will  become 
p^^'Tective  immediately  so  work  can 
EJjgin  on  fall  plans  to  promote  fresh 
i2^;trus.  Don  Francisco,  JWT  vice 
'ojo  resident,  will  supervise  the  ac- 
j  ^Dunt. 

I  Only  a  few  weeks  ago  the  com- 
ission's    advertising  committee 
■Mad  recommended  retaining  Benton 
^  Bowles,  but  last  Wednesday  the 
aljimmission  voted  in  favor  of  JWT. 
Ijhompson  plans  to  open  an  office 
lE^;  Lakeland  to  service  the  account, 
i*'  The  commission  last  week  also 
"ntatively  adopted  its  $2  million 
Svertising  budget  for  the  1950-51 
lason.  It  includes  $1,250,000  for 
nsumer  advertising,  $180,000  for 


ii^omotion  and  consumer  publicity, 
■  id  the  rest  for  point-of-sale  pro- 
iotion,  medical  and  dental  adver- 
lt<sing,  salaries  and  expenses. 
If  Mr.  Francisco  said  JWT  is  .  in- 
^f  ined  toward   local   level  rather 
sf  an  national  promotion  for  the 
ttf 'mmission.  This  would  entail  corn- 
unity  media  such  as  radio,  TV 
It 'ad  newspapers  rather  than  na- 
bnal  magazines. 

Dawson  Newton,  advertising 
lanager  of  the  commission,  stated 
e  is  looking  forward  to  a  profit- 
association  between  his  depart- 
lent  and  Mr.  Francisco.  He  told 
Broadcasting  that  radio  and  tele- 
tision  plans  will  be  considered  in 
jicjjie  overall  operation,  with  definite 
jitails  to  be  announced  later. 
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has  serious  limitations  for  the  na- 
tional advertiser. 

Ninety-five  percent  of  all  U.  S. 
homes  have  radios;  only  16%  have 
television  sets,  ABC  says.  Further, 
radio  is  still  growing — and  at  a 
rate  even  faster  than  the  phenom- 
enal growth  of  TV.  In  1949  more 
than  two  and  a  half  times  as  many 
radio  sets  were  sold  as  television 
sets. 

The  margin  of  radio  circulation 
over  that  of  television  is  even 
greater  when  the  some  20  million 
portables,  auto  radios  and  other 
instruments  available  for  out-of- 
home  radio  listening  are  consid- 
ered. 

No  matter  how  you  measure  it, 
"America's  greatest  national  ad- 
vertising medium  is  radio,"  the 
presentation  says. 

Audience  statistics  regarding  an 
unidentified  program  that  was 
simulcast  on  a  radio  and  television 


network  are  used  to  emphasize  the 
fact  that  radio  leads  television  on 
every  audience  count. 

Audience  Statistics 

Last  April,  based  on  Nielsen 
figures,  the  program  reached  a 
total  audience  of  8,933,200  homes 
— both  radio  and  television.  Of 
that  number  75.6%  were  radio 
homes  and  24.4%  were  television. 

In  television  cities  alone  the 
same  program  reached  a  total  au- 
dience of  4,496,900  homes— 51.6% 
of  them  radio  and  48.4%  television. 

The  clincher  to  the  argument  is 
the  audience  in  New  York  where 
the  program  had  an  audience  of 
1,284,000  homes,  58.8%  of  them 
radio  and  41.2%  of  them  televi- 
sion. "Even  in  television's  own 
back-yard,  radio  does  a  better  job 
than  TV,"  the  presentation  says. 

A  breakdown  of  the  costs  of 
circulation  for  the  same  program 
in  New  York  provides  a  strong 


argument  against  reduction  of 
radio  rates. 

The  cost-per-thousand  homes 
reached  by  radio  version  of  the 
show  was  $1.79  and  the  cost  of 
television  $3.78.  These  costs  were 
for  time  and  facilities  only. 

"Other  media  may  supplement 
radio,"  the  presentation  concludes. 
"None  can  supplant  it." 

The  presentation  was  prepared 
under  the  supervision  of  Theodore 
I.  Obei-felder,  ABC  director  of  ad- 
vertising, promotion  and  research. 


ABC  GROSS  SALES 

Reports  $11  Million  Plus 

ABC  last  week  reported  gross 
sales,  less  discounts,  returns  and 
allowances,  of  $11,131,966  in  the 
second  quarter  of  1950,  in  informa- 
tion on  file  with  the  Securities 
Exchange  Commission. 

In  the  corresponding  period  of 
1949,  the  network's  gross  sales, 
less  discounts,  returns  and  allow- 
ances, was  $10,438,546. 


MtfARLAND  BUI 


House  Hearings  Begin 


THE  DRIVE  to  enact  the  first 
major  radio  legislation  since  1934 
was  reopened  last  week  in  House 
Interstate  Commerce  Committee 
hearings  on  the  McFarland  Bill 
(S-1973),  which  appeared  to  have 
strong  House  backing — reportedly 
including  the  leadership— despite 
general  opposition  of  the  FCC. 

FCC  testimony,  which  consumed 
most  of  the  two  days  devoted  to 
the  measure  last  week,  was  marked 
by  one  substantial  deviation  from 
its  earlier  statement  on  the  bill. 
This  time  the  Commission  added  a 
proposal,  adapted  from  the  pend- 
ing Sadowski  Bill  (HR-6949), 
which  would  empower  FCC  to  levy 
fines  and  suspend  licenses  in  addi- 
tion to  its  existing  revocation 
powers  and  the  cease-and-desist 
authority  which  would  be  added  by 
the  McFarland  Bill. 


Passed  Twice 

The  McFarland  measure  has 
passed  the  Senate  twice — once  in 
its  original  form,  and  again  in  a 
slightly  modified  version  which  was 
approved  as  an  amendment  to  a 
bill  (HR-4251)  already  approved  by 
the  House  [Broadcasting,  July 
31]. 

The  bill  also  has  the  endorse- 
ment of  NAB,  Television  Broad- 
casters Assn.,  the  Federal  Commu- 
nications Bar  Assn.,  CBS,  and 
RCA-NBC,  who  presented  their 
views  last  week  or  were  slated  to 
do  so  when  the  sessions  resume 
today  (Monday)  for  what  may  be 
the  final  session.  Sen.  E.  W.  Mc- 
Farland (D-Ariz),  author  of  the 
bill,  submitted  a  letter  which, 
though  not  yet  formally  entered  in 
the  record,  was  assumed  to  make  a 
strong  plea  for  his  measure. 

Gordon  Brown  of  WSAY  Roches- 
ter also  was  listed  as  a  proponent 
but  was  expected  to  deal  more  ex- 

casting 


tensively  with  what  he  considers 
an  urgent  need  for  stricter  con- 
trols over  netwprk  dealings  with 
affiliates.  The  Justice  Dept.'s  Anti- 
Trust  Division,  too,  was  expected 
to  present  a  strong  statement  urg- 
ing strict  anti-monopoly  safe- 
guards. 

Signifying  the  committee's  inter- 
est in  the  measure,  some  17  mem- 
bers of  the  committee  were  on  hand 
during  portions  of  the  opening 
session.  Committee  Chairman  Rob- 
ert Crosser  (D-Ohio)  delegated  the 
duties  of  presiding  officer  to  Rep. 
D wight  L.  Rogers  (D-Fla.). 

FCC  Chairman  Wayne  Coy  de- 
tailed FCC's  position  on  the  Mc- 
Farland Bill  in  a  74-page  state- 
ment which  he  presented  in  part 
during  the  opening  session  on 
Wednesday  and  completed  when 
the  hearing  resumed  Friday. 

Aside  from  open  espousal  of  the 
administrative  sanctions  which  the 
Sadowski  Bill  would  give  to  FCC 
[Broadcasting,  Jan.  30],  the  Com- 
mission statement  did  not  deviate 
in  substance — and  in  many  in- 
stances not  in  language — from  the 
statement  and  substitute  bill  which 
the  Commission  submitted  five 
months  ago  [Broadcasting,  March 
6]. 

Briefly,  the  proposed  new  "sanc- 
tions" provision  would  authorize 
FCC  not  only  to  revoke  licenses  for 
certain  off"enses  but  also,  as  lesser 
penalties,  to  issue  cease-and-desist 
orders,  suspend  licenses  for  as 
much  as  90  days,  or  to  impose 
fines  up  to  S500  for  each  day  on 
which  an  off'ense  was  found  to  have 
occurred.  Before  taking  any  of 
these  steps,  the  Commission  would 
be  required  to  serve  notice  on  the 
licensee  and  give  him  an  oppor- 
tunity for  hearing. 

The  Sadowski-FCC  plan  also 
would  give  FCC  further  strings 


on  the  networks.  It  would  author- 
ize suspension  or  revocation  pro- 
ceedings against  any  licensee  which 
"has  engaged  in  a  course  of  con- 
duct designed  to  persuade,  induce, 
or  coerce  any  other  licensee"  to  vio- 
late any  radio  law  or  FCC  rule 
or  to  "engage  in  any  course  of 
conduct  which  .  .  .  would  warrant 
the  Commission  in  refusing  to 
grant  a  license  or  permit  to  such 
other  licensee  or  permittee." 

In  explanation.  Chairman  Coy 
said : 

This  provision  would  apply  to  the 
licenses  of  stations  owned  by  net- 
works which  engage  in  activities  re- 
sulting in  arrangements  with  affil- 
iated stations  which  controvert  the 
Commission's  Chain  Broadcasting 
Regulations.  In  these  situations,  the 
positions  of  the  networks  vis-a-vis 
their  affiliates  is  generally  such  that 
the  network  is  equally,  if  not  more, 
responsible  for  such  arrangements 
than  the  affiliates. 

Modify  Revecations 

Existing  grounds  for  revocation 
would  be  modified  so  that  licenses 
could  be  suspended  or  revoked  only 
where  the  specified  offense  was 
"knowingly,"  "wilfully"  or  "re- 
peatedly" committed.  Mr.  Coy  felt 
this  would  "serve  to  dispel  any 
fear  that  the  revocation  or  sus- 
pension sanction  would  be  utilized 
.  .  .  with  respect  to  conduct  which 
is  inadvertent."  Inadvertent  viola- 
tions would  be  handled  through  is- 
suance of  cease-and-desist  orders. 

FCC  has  frequently  expressed  a 
need  for  power,  in  connection  with 
infractions  of  its  rules,  to  impose 
sanctions  short  of  the  death  pen- 
alty of  revocation.  But  Mr.  Coy 
emphasized : 

...  I  wish  to  make  clear  that  the 
provisions  of  our  proposed  amend- 
ment, authorizing  the  Commission  to 
issue  cease  and  desist  orders  and  to 
( Continued  on  page  71 ) 
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TEST  SURVEY  PARLEY 


FIRST  meeting-  of  the  six-man 
committee  appointed  to  draw  up 
plans  for  an  impartial  clinical  test 
of  Hooper  and  Pulse  survey  meth- 
ods is  scheduled  Au?.  22  in  New 
York. 

The  meeting-  was  called  by  Dr. 
Kenneth  H.  Baker,  NAB  research 
director,  at  the  request  of  Fred 
Manchee,  BBDO,  New  York,  tempo- 
rary chairman  of  the  committee 
appointed  by  Stanley  Breyer,  KJBS 
San  Francisco  [Broadcasting, 
Aug.  7]. 

Mr.  Manchee,  who  is  on  the  West 
Coast,  asked  that  Dr.  Baker  set  a 
time  for  the  first  meeting  in  New 
York  because  of  the  geographical 
problem  of  making  arrangements 
from  that  distance. 

The  committee  represents  agen- 
cy, advertiser,  broadcaster  and  sta- 
tion representative  groups  as  well 
as  heads  of  the  Hooper  and  Pulse 
survey  firms.  Its  first  job  is  to 
decide  how  to  go  about  arranging 
the  survey  showdown. 

This  showdown  has  developed 
into  an  issue  of  national  industry 
interest  since  it  was  proposed  by 
KJBS  in  an  advertisement  that  ap- 
peared in  the  July  3  Broadcasting. 

When  membership  of  the  com- 

WAR  CENSOR 

May  Name  Crufchfield 

REPORTS  that  Charles  H.  Crutch- 
field,  vice  president  and  general 
manager,  WBT  Charlotte,  N.  C,  is 
being  considered  by  President  Tru- 
man to  head  up  either  a  new  gov- 
ernment censorship  or  war  infor- 
mation office  was  partially  con- 
firmed on  Capitol  Hill  last  week 
[Closed  Circuit,  Aug.  7]. 

It  was  learned  that  at  least  two 
Senators,  one  of  them  from  Mr. 
Crutchfield's  home 
state,  had  been 
broached  by  White 
House  represent- 
atives on  the  WBT 
executive's  quali- 
fications for  either 
job. 

Sen.  Clyde  Hoey. 
(D-N.  C.)  con- 
firmed that  he  had 
been  asked  for 
opinion  on  Mr. 
Crutchfi  eld's 

background  and  exnerience,  and 
added  that  he  gave  his  unqualified 
endorsement  of  the  radio  execu- 
tive. He  declined  to  comment  fur- 
ther on  proposed  plans  for  creation 
of  either  a  censorship  or  informa- 
tion office,  explaining  that  he  had 
been  led  to  understand  that  it  is 
still  in  the  exploratory  stage. 

Sen.  Olin  D.  Johnston  (D-S.  C.) 
also  was  approached  with  respect  to 
Mr.  Crutchfield's  possible  availa- 
bility, it  was  understood,  but  could 
not  be  reached  for  comment.  He  is 
in  Spartanburg,  S.  C,  because  of 
the  illness  of  his  daughter. 
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Mr.  Crutchfield 


mittee  of  six  was  announced  in 
early  August,  Dr.  Sydney  Roslow, 
head  of  The  Pulse  Inc.,  claimed  he 
had  not  been  given  the  promised 
opportunity  to  approve  its  compo- 
sition. 

Accepting  appointment  on  the 
committee,  besides  Mr.  Manchee 
and  Dr.  Baker,  were  Lewis  H. 
Avery,  of  Avery-Knodel,  station 
representative;  A.  Wells  Wilbor, 
director  of  Market  Analysis  Dept., 
General  Mills.  Dr.  Roslow,  and  C. 
E.  Hooper,  head  of  the  Hooper  re- 
search firm,  also  are  members. 

In  accepting  the  appointment, 
Mr.  Hooper  wired  Mr.  Breyer: 

Hooper  Accepts 

"I  accept  your  invitation  to  serve 
on  the  test  sui-vey  committee.  The 
best  indication  yet  of  the  national 
significance  of  the  San  Francisco- 
Oakland  test  lies  in  the  calibre  of 
the  four  men  who  have  accepted 
membership  on  this  committee,  to 
supervise  the  project. 

"The  committee's  balance  be- 
tween buyers  and  sellers  of  broad- 
cast time  and  its  personnel  com- 
bines thorough  knowledge  of  re- 
search techniques  and  problems 
with  the  seasoned  approach  of  top 
management.  I  congratulate  KJBS 
on  its  wisdom  of  choice,  aggres- 
siveness of  action  and  look  forward 
to  constructive  resolution  of  this 
problem." 

Mr.  Breyer,  in  reply  to  Dr.  Ros- 
low, pointed  out  that  the  KJBS 
objective  is  the  same  as  Dr.  Ros- 
low's — "to  attempt  to  bring  order 
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out  of  confusion."  He  wrote  that 
Dr.  Roslow's  only  specific  qualifi- 
cation covering  the  committee  had 
been  that  it  "must  be  acceptable  to 
Pulse  and  must  be  composed  of 
recognized  research  people  who  are 
removed  from  the  San  Francisco 
locale." 

Answering  this  claim,  Mr. 
Breyer  said,  "At  no  time  did  you 
ask,  nor  did  we  promise,  to  submit 
committee  membership  for  your 
approval.  However,  now  that  you 
know  the  membership  of  the  com- 
mittee, you  should  feel  free  to  state 
which  of  the  committee  members 
do  not  meet  your  qualifications. 

"Your  Aug.  3  letter  also  stated 
that  'by  research  people,  I  mean 
those  who  are  doing  radio  research 
day  by  day  as  their  job.' 

"As  the  committee  will  observe 
rather  than  conduct  the  survey, 
it  is  preferable  to  have  the  com- 
mittee composed  of  those  who  know 
the  tools  of  reseai'ch  as  well  as 
those  doing  radio  research  day 
after  day,  such  as  Dr.  Baker,  Mr. 
Hooper  and  yourself — half  of  the 
committee. 

"The  other  point  raised  in  your 
Aug.  3  letter  was  that  our  original 
committee  was  to  include  a  Pulse 
and  a  Hooper  station  subscriber. 
As  our  proposed  survey  moved 
from  a  local  to  a  national  level,  we 
progressed  from  a  Hooper  and 
Pulse  station  representative  to  the 
NAB  (Dr.  Baker)  and  National 
Assn.  of  Radio  Station  Representa- 
tives (Mr.  Avery)  participation  in 


order  to  give  representation  to  the 
greatest  possible  number  of  sta-i 
tions.  I  sincerely  believe  that  all! 
stations  are  ably  represented  by 
the  NAB  and  NARSR. 

"You  also  ask,  'How  was  the 
committee  chosen?  Did  you  invite 
them?   Did  they  volunteer?' 

"Each  of  the  committee  mem- 
bers was  invited  by  me  on  the 
same  basis  that  you  and  Mr. 
Hooper  were  invited  to  serve.  A 
problem  existed  and  your  organiza- 
tion (as  the  NAB,  AAAA)  was  di- 
rectly concerned. 

"To  be  completely  frank,  I  was 
amazed  that  you  were  not  highly 
gratified  with  the  committee  mem- 
bership— both  the  invididual  mem- 
bers and  the  organization  they 
represent.  There  can  be  no  doubt 
but  that  the  survey  will  be  han- 
dled objectively,  capably  and  on 
the  highest  ethical  plane.  Obvi- 
ously the  situation  entails  prompt 
handling." 


CONLEY  APPOINTED 

Will  Head  KEX-AM-FM 

IN  line  with  Westinghouse  radio 
and  television  plans  for  the  Pacific 
Northwest,  J.  B.  (Steve)  Conley 
has  been  appointed  manager  of 
KEX-AM-FM  Portland,  Ore.,  ac- 
cording to  Walter  E.  Benoit,  vice 
president  of  Westinghouse  Radio 
Stations  Inc. 

Since  1946  Mr.  Conley  has  been 
general  manager  of  the  W^esting- 
house  group  with  headquarters  in 
Philadelphia.  At  Portland,  he  suc- 
ceeds C.  S.  Young,  who  returns  tc 
his  former  post  as  manager  oJ 
WBZ  Boston,  W'BZA  Springfield 
A  KEX  television  application  is 
now  before  the  FCC. 


NAB  DISTRICT  MUTS  OPEN 


DEFENSE,  Broadcast  Advertising 
Bureau  and  NAB  itself  provide 
basic  themes  for  the  series  of  17 
NAB  district  meetings  that  get 
under  way  today  (Monday)  at  the 
Benjamin  Franklin  Hotel,  Seattle. 

The  annual  regional  roundups  of 
broadcasters  take  on  added  interest 
this  year  in  view  of  the  national 
emergency  and  the  brand  new  plan 
to  expand  BAB  into  a  million-dollar 
agency  entirely  outside  NAB  (see 
board  and  BAB  stories,  page  16 
and  page  15). 

Harry  R.  Spence,  KXRO  Aber- 
deen, Wash.,  told  Broadcasting 
last  week  that  a  full  day  of  the 
District  17  (Wash.,  Ore.,  Alaska) 
meeting-  would  be  devoted  to  BAB. 
Robert  D.  Swezey,  WDSU  New  Or- 
leans, chairinan  of  the  NAB  boards 
BAB  Advisory  Committee,  will  tell 
the  whole  story  of  the  BAB  project. 

Lee  Hart,  BAB  assistant  director, 
will  take  part  in  the  Seattle  meet- 
ing and  is  expected  to  make  the 
entire  national  circuit.  She  will 
desciibe  BAB  operations,  review 
plans  for  future  work  and  serve  as 
advertising  consultant.  This  is  the 
job  done  on  the  circuit  last  year  by 
Maurice  B.  Mitchell,  who  retires 
this  week  as  BAB  director. 

Mr.  Spence  said  J.  Archie  Mor- 


ton, KJR  Seattle,  chairman  of  the 
host  committee  for  District  17,  had 
wired  all  stations  last  week  that 
Mr.  Swezey  would  attend  and  that 
full  facts  would  be  given  on  na- 
tional defense  services. 

Ralph  W.  Hardy,  NAB  govern- 
ment affairs  director,  will  discuss 
defense  with  District  17  members 
as  will  Director  Spence.  Mr.  Hardy 
also  will  present  NAB's  new  slide 
film  presentation  in  which  associa- 
tion services  are  graphically  por- 
trayed. 

New  Projector 

A  new  LaBelle  automatic  slide 
film  projector,  remotely  controlled, 
has  been  obtained  by  NAB  for  the 
district  meetings.  A  series  of  slides 
has  been  prepared  by  Robert  K. 
Richards,  public  affairs  director, 
and  his  assistant.  Jack  Hardesty. 

William  B.  Ryan,  NAB  general 
manager,  had  been  expected  to  at- 
tend the  meeting  as  substitute  for 
President  Justin  Miller,  who  had 
to  stay  in  Washington  because  of 
defense  activities.  He  was  forced 
to  cancel,  however.  Judge  Miller 
will  attend  the  16  remaining  meet- 
ings. 

Richard  P.  Doherty,  NAB  em- 
ploye-employer relations  director, 


will  review  the  second  annual  NAI 
study  of  operating  costs  and  in' 
come  conducted  in  cooperation  witi 
Dr.  Kenneth  H.  Baker,  NAB  re^ 
search  director  (see  article  page 
15).  Mr.  Doherty  will  go  int< 
local  and  regional  aspects  of  th(' 
extensive  cost  survey.  In  additioi 
he  will  hold  a  labor  relations  clinic 
and  consult  with  individual  broad 
casters. 

TV  Clinic  Set 

Charles  A.  Batson,  NAB  tele 
vision  director,  will  conduct  a  tele 
vision  clinic.  This  clinic  will  be  j 
feature  of  at  least  15  of  the  dis 
trict  meetings,  depending  on  wishe 
of  individual  district  directors. 

Carl  Haverlin,  president  o 
Broadcast  Music  Inc.,  will  discus 
industry  music  developments. 

District  17  will  elect  a  new  di 
rector  to  succeed  Mr.  Spence,  n 
longer  eligible  under  a  new  NAI 
by-law  limiting  service  to  two  cor 
secutive  terms.  Mr.  Spence  ha 
been  a  board  member  since  1939. 

Nominated  by  mail  to  run  fo 
the  directorship  were  Lee  W 
Jacobs,  KBKR  Baker,  Ore.,  an 
H.  Quenton  Cox,  KGW  Portlanc 
Ore.  Additional  nominations  ca; 
be  made  from  the  floor. 
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UNO-TV  CONTROL 


Officials  Allay  Fears 


iIeARS  that  broadcasters  may  be 
iibject  to  far  more  stringent  con- 
rols  in  an  all-out  emergency  than 
!aring  World  War  II  and  reports 
lat  television  faces  a  total  "black- 
it"  because  of  conflicts  with  radar 
j-equencies  were  discounted  last 
ijeek  by  responsible  communica- 
jons  officials  on  three  government 
;lvels  —  FCC,  the  Defense  Dent, 
jid  the  National  Security  Re- 
iturces  Board. 

j  Simultaneously,  a  high  Defense 
vcpt.  communications  officer  re- 
paled  that  one  solution  to  the 
i^adio  silence"  problem  —  encom- 
lassing  the  possibility  that  Amer- 
(lian  radio  signals  lend  themselves 
^'fi  "homing"  of  enemy  aircraft — 
lad  been  recommended  for  consid- 
bation  of  the  Air  Force,  as  well 
^  the  FCC  and  NSRB. 
It  was  emphasized,  however,  that 
e  military  had  evolved  no  final 
Dlicy  governing  the  whole  contro- 
•prsial  problem  of  radio  silence, 
Jind  that  any  eventual  dfecision 
rould  rest  largely  on  continued 
j,udy  of  the  problem  by  FCC's 
ijechnical  staff. 

1  -        Highlight  of  Week 

i|  These  revelations  highlighted  a 
!!'eek  of  activity  during  which  gov- 
sjrnment  officials  —  John  R.  Steel- 
lan  and  Charles  Jackson,  repre- 
jnting  the  Executive  Office  of  the 
resident,    and    FCC  Chairman 
o/ayne  Coy — met  with  members  of 
ihe   NAB   board   to    discuss  the 
itnergency    situation    (see  story 
iiage  16). 

'j  A  Disaster  Radio  Network,  for 
'hich    FCC    anijounced  proposed 
|ules  Aug.  3  [Broadcasting,  Aug. 
«!],   also    drew   the    attention  of 
roadcasters.    The   proposal  was 
^ixplained    by    Chairman    Coy  to 
JtAB  board  members,  and  also  re- 
[j^^eived  intense  study  by  top  De- 
j^ense  Dept.   communications  spe- 


ialists  in  the  Pentagon,  one  of 
.'hom  testified  before  the  Commis- 
ion  in  hearings  on  the  contem- 
lated  service. 

Leighton    Peebles,  communica- 
ions  director  of  the  National  Se- 
lurity  Resources  Board,  charged 
dth  planning  the  nation's  mobili- 
,ation  effort,   told  Broadcasting 
hat    the    question    of  excessive 
^^tjOwer,  which  may  lend  itself  to 
ij'homing"  of  enemy  craft,  would 
i'*^^rest  largely"  with   FCC's  tech- 
ical  staff  and  with  the  military, 
"he  former  is  currently  studying 
he   problem   on   the  operational 
isflsvel,  the  latter  reserves  ultimate 
<olicy  decision  during  wartime  as 
it  bears  on  radio  silence. 
'I  With  respect  to  TV-FM  inter- 
^Tierence    factors    in    homes,  Mr. 

'eebles  said  the  matter  would  rest 
i^I'vith  FCC  and,  in  turn,  with  manu- 
'acturers  of  radio  transmitter  and 
foDeceiver  equipment.  He  cited  a 
^"f.peech  made  last  June  by  Chair- 
inl'nan  Coy  at  the  annual  convention 
not  if  Radio-Television  Mfrs.  Assn.  in 
Chicago  which  dealt  partly  with 


excessive  oscillator  radiation  of  TV 
and  FM  receivers  in  the  home. 

Chairman  Coy  declared  that  such 
radiation  is  a  "deadly  weapon" 
because  of  potential  interference 
to  air  navigation  aids,  and  warned 
that  FCC  may  be  forced  to  use 
its  power  to  curb  offenders  [Broad- 
casting, June  12,  5]. 

Extra  Power  Supplies 

On  the  transmission  level,  Mr. 
Peebles  pointed  out  that  NSRB 
communications  specialists  are 
studying  a  number  of  factors  in 
the  event  of  disruption  of  normal 
communication  lines.  Among  them 
are  plans  involving  broadcast  sta- 
tions in  key  areas  who  have  sup- 
plemental power  facilities  in  the 
event  the  main  power  supply  is 
bombed  out. 

Mr.  Peebles,  again  citing  Mr. 
Coy's  speech,  felt  that  manufac- 
turers could  turn  out  FM  and  TV 
sets,  under  FCC  prodding,  which 
would  not  interfere  with  aviation 
radio  and  which  would  not  lend 
themselves  to  "homing"  tactics 
through  use  of  excessive  power. 

At  the  same  time,  he  thought  it 
unlikely  that  TV  sets  either  have 
or  would  interfere  with  radar  op- 
eration. 

He  said  that,  as  far  as  he  knew, 
the  military  had  not  requested  ad- 


ditional VHF  channels  to  accom- 
modate its  needs,  and  that  those 
already  allocated  to  TV  and  FM 
would  not  be  commandeered.  The 
government  currently  utilizes  these 
bands:  72-76  mc;  162-174  mc;  216- 
220  mc;  and  225-400  mc.  They  are 
used  for  fixed  and  mobile  services 
and  for  aeronautical  navigation 
and  communication. 

As  to  "homing"  tactics,  Col. 
Pitts  indicated  that  this  was  over- 
emphasized as  a  problem,  and  that 
enemy  craft  would  be  given  little 
opportunity  under  a  30-second  push- 
button operation  to  set  their  tracks 
on  AM-FM-TV  signals  even  though 
radio  silence  may  be  imposed  dur- 
ing the  attack. 

Monitor  Stations 

One  plan,  contemplating  utiliza- 
tion of  the  key  station  network, 
would  call  for  a  chain  of  high  and 
medium  power  monitor  stations, 
working  with  the  Air  Force  Air- 
craft Warning  System,  and  a  sim- 
ilar hookup  of  secondary  outlets 
which  would  pick  up  air  raid  warn- 
ings from  the  major  stations. 

The  warnings  would  be  cut  into 
regular  radio  programming 
through  use  of  sub-audible  or  coded 
frequencies  for  information  of  local 
civil    defense    officials  (unknown 


FCC  Actions' 

THREE  new  AM  stations, 
one  new  FM  outlet  granted 
by  FCC  last  week.  Nine  sta- 
tion transfers  approved.  One 
AM  permit  revoked,  two  FM 
permits  deleted.  Details  of 
these  and  other  FCC  actions 
may  be  found  in  Actions  of 
the  FCC  beginning  on  page 
64  and  FCC  Roundup  on  page 
73. 


even  to  the  engineers)  and  theii 
transmitted  through  the  customary 
air  raid  sirens  and  cruising  or  mo- 
bile loudspeakers. 

Another  plan  which  has  invited  ' 
interest  of  the  military,  Col.  Pitts 
pointed  out,  is  FCC's  proposed 
Radio  Disaster  Network  which  FCC 
Chairman  Coy  explained  to  NAB 
board  members  last  week.  Network  : 
will  serve  as  a  liaison  between 
local  services  such  as  police  and 
fire  departments,  hospitals,  and 
other  groups.  Col.  Pitts  said  he 
attended  the  meeting  conducted 
by  FCC. 

Stations  already  licensed  by  FCC 
in  all  fixed,  land  or  mobile  cate- 
gories, as  well  as  commercial  and 
amateur  operators,  are  eligible  to 
operate  as  a  network  outlet  under 
a  locally  coordinated  plan.  It  was 
emphasized  that  the  plan  is  subject 
to  approval  by  the  NSRB. 


INDUSTRY  MOBILIZATION 


NEMC  Formed 


NEW  radio  manufacturing  com- 
mittee to  direct  mobilization  from 
a  top  policy  level,  in  cooperation 
with  high  government  officials,  was 
formed  jointly  last  Tuesday  by 
Radio-Television  Mfrs.  Assn:  and 
National  Security  Industrial  Assn. 
(NSIA).  It  is  known  as  the  Na- 
tional Electronics  Mobilization 
Committee  (NEMC). 

Confined  to  policy  and  advisory 
functions,  this  committee  will  sup- 
plement the  Electronics  Industry 
Advisory  Committeee  (EIAC)  ap- 
pointed in  1948  by  the  Munitions 
Board  and  the  National  Security 
Resources  Board,  governmental 
agencies. 

Chairman  of  the  new  policy  com- 
mittee is  Fred  R.  Lack,  Western 
Electric  Co.,  who  also  serves  as 
one  of  two  co-chairmen  of  EIAC. 
The  new  committee  will  set  up  a 
Washington  office  to  maintain  con- 
stant liaison  with  national  defense 
officials  and  all  agencies  involved 
in  industrial  mobilization  and  mili- 
■  tary  procurement  of  radio  and 
electronics  products. 

RTMA  President-Board  Chair- 
man Robert  C.  Sprague,  Sprague 
Electric  Co.,  and  Frank  M.  Folsom, 
RCA,  president  of  NSIA,  jointly 
appointed  the  new  advisory  com- 
mittee. NSIA  is  an  all-industry 
group  designed  to  coordinate  U.  S. 
productive  facilities  and  mobiliza- 
tion activities.  The  new  NEMC  was 
set  up  following  a  special  Tuesday 
meeting  of  the  RTMA  board  of 


directors. 

The  board  took  up  problems  of 
coordinating  radio-television  Indus- 
try production  and  the  expected  $1 
billion  to  $1.5  billion  in  electronic 
production  which  the  military  will 
need  in  the  next  15  months.  Manu- 
facturers have  advised  defense  of- 
ficials the  industry  is  ready  to  give 
top  priority  to  government  orders 
and  speed  up  production  of  essen- 
tial radio  and  electi'onics  equipment 
and  components. 

NEMC  Members 
Members  of  the  new  NEMC,  be- 
sides Chairman  Lack  and  Messrs. 
Sprague  and  Folsom,  are  Benjamin 
Abrams,  Emerson  Radio  &  Phono- 
graph Corp.;  C.  F.  Adams  Jr.,  Ray- 
theon Mfg.  Co.;  Dr.  W.  R.  G.  Baker, 
General  Electric  Co.;  Max  F.  Bal- 
com,  Sylvania  Electric  Products; 
William  Balderston,  Philco  Corp.; 
W.  J.  Barkley,  Collins  Radio  Co.; 
Harold  Buttner,  International  Tele- 
phone &  Telegraph  Co.;  Walter 
Evans,  Westinghouse  Electric 
Corp.;  Malcolm  P.  Ferguson,  Ben- 
dix  Aviation  Corp.;  Paul  V.  Galvin, 
Motorola  Inc.;  R.  E.  Gilmour, 
Sperry  Corp.;  W.  J.  Halligan,  Hal- 
licrafters  Co.;  J.  J.  Kahn,  Standard 
Transformer  Corp.;  Arie  Liber- 
man,  Talk-A-Phone  Co.;  W.  A.  Mac- 
Donald,  Hazeltine  Electronics 
Corp.;  E.  F.  McDonald  Jr.,  Zenith 
Radio  Corp.;  A.  D.  Plamondon  Jr., 
Indiana  Steel  Products  Co.;  Ross 
Siragusa,  Admiral  Corp.;  Ray  F. 
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Sparrow,  P.  R.  Mallory  &  Co. 

Meanwhile,  Mr.  Lack  and  other 
members  of  the  Electronics  Indus- 
try Advisory  Committee  are  pre- 
pared to  confer  today  (Monday)  at 
the  Pentagon  with  officials  of  the 
Munitions  Board  and  National  Se- 
curity Resources  Board,  which  the 
industry  committee  serves  in  con- 
sulting capacity. 

Military  needs  in  the  whole  equip- 
ment materiel  field,  including  com- 
ponent parts  and  end-equipment, 
are  slated  for  discussion  by  gov- 
ernment officials  and  representa- 
tives of  the  30-odd  radio-TV-elec- 
ti'onics  manufacturers  who  hold 
membership  on  the  committee. 

Air  Force  and  Navy  requirements 
relating  to  output  of  radar  sets  and 
other  major  items  probably  will  be 
broached  during  the  session. 

The  EIAC  meeting  originally 
had  been  set  for  Sept.  24  but  was 
pushed  up  because  of  a  general 
speedup  in  the  government's  pro- 
curement and  stockpiling  program, 
according  to  Marvin  Hobbs,  com- 
munications-electronics division 
chief,  Munitions  Board,  who  will 
attend  today's  meeting  along  with 
Leighton  Peebles,  communications 
director  of  the  National  Security 
Resoui'ces  Board. 

Out  of  the  meeting  is  expected 
to  develop  a  clearer  understanding 
among  manufacturers  of  what  per- 
centage of  present  civilian  output 
may  be  diverted  to  military  chan- 
nels [Broadcasting,  Aug.  7]. 
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carried  the  Weber  label  through 
1948.  In  the  fall  of  that  year,  the 
company  sponsored  four  hours  of 
football  every  Saturday  over  KSTL 
St.  Louis. 

Throughout  its  four  years  of  ra- 
dio, Sidney  Weber  Inc.  has  had  a 
flexible. policy  regarding  newscasts, 
adding  brief  periods  to  its  KXOK 
mainstay,  Mr.  Barrington,  from 
time  to  time.  Currently,  it  spon- 
sors news  on  KSD  from  6  to  6:05 
p.m.  Monday  through  Friday,  in 
addition  to  Mr.  Barrington's  pro- 
gram. 

Since  there  is  little  possibility  of 


Mr.  Weber  as  majority  holder. 
There  is  a  $405,000  surplus. 

The  company's   operations  em-^ 
brace    four    St.    Louis  locations. 
Headquarters  for  new  passenger 
cars,  used  cars,  and  service  is  at  i 
2218  Locust  St.  and  has  a  floor 
area  of  36,000  square  feet.  Across 
the  street  is  a  parts  division  about , 
half  the  size  of  the  main  building. 
New  truck  sales  are  handled  in  a 
separate  building  at  23rd  and  Pine  , 
Sts.,  with  20,000  square  feet  of 
floor  space.    An  additional  15,000 
square  feet  at  Compton  and  Pine  i 
Sts.  is  for  truck  servicing. 


A  St.  Louis  Dodge  Dealer 

Finds  Radio  Answers  tlie  Cliallenge 


LAST  AUGUST  Sidney  Weber, 
St.  Louis  Dodge  dealer,  faced 
his  first  postwar  crisis.  With 
new  1950  Dodge  trucks  enroute 
from  the  factory,  Mr.  Weber  still 
had  103  outdated  1949  models  on 
hand.  Other  members  of  the  St. 
Louis  Dodge  Dealers  Assn.  were 
caught  in  a  similar  predicament, 
but  they  quickly  unloaded  their 
year-old  models  at  a  loss. 

Not  Sidney  Weber.  Although 
he  sold  only  14  leftover  trucks  in 
the  first  two  weeks  of  the  new 
Dodge  year,  he  held  firm  to  his 
price  schedule.  If  he  had  to  take  a 
loss,  he  reasoned,  he'd  rather  put 
some  money  into  merchandising 
the  trucks  via  radio.  If  he  didn't 
succeed  in  moving  all  of  them,  at 
least  he  would  reap  some  gain  from 
advertising  the  Weber  name. 

Sales  Success 

Last  Sept.  6,  Sidney  Weber  Inc. 
inaugurated  a  radio  campaign  that 
enabled  the  company  to  dispose  of 
its  remaining  89  outdated  trucks  at 
full  price  by  Christmas.  Thirty- 
nine  trucks  were  sold  in  the  22 
working  days  left  in  September,  21 
in  October,  17  in  November,  and  12 
in  December.  His  success  prompted 
Mr.  Weber  to  earmark  90%  of  his 
1950  advertising  budget  of  $30,000 
for  radio. 

The  successful  truck  campaign 
also  greatly  broadened  the  Weber 
trade  area  for  passenger  cars  as 
well  as  commercial  vehicles.  Prior 
to  last  fall,  the  company  drew  most 
if  its  patrons  from  within  50  miles 
of  St.  Louis.    Radio  now  attracts 


elca6tin^ 


One  of  a  Series 
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Mr.  Barrington  (I)  discusses  his 
program  ivith  Mr.  Kirchhoff  (cen- 
ter) and  Charles  E.  Burge,  KXOK 
salesman  on  the  Weber  account. 


buyers  160  miles  away.  It  draws 
new  truck  customers  from  a  wide 
range  of  pursuits,  such  as  launder- 
ing, bottling,  road  construction, 
electrical  contracting,  heating  and 
air  conditioning,  long  distance 
hauling,  auto  transport,  package 
delivery  and  general  contracting. 
One  party  bought  a  Weber  truck 
to  sell  chili  con  carne,  and  a  board 
of  education  specified  that  a  ve- 
hicle be  outfitted  as  48-passenger 
school  bus. 

Mr.  Weber  built  his  successful 
1949  fall  radio  campaign  around 
KXOK  St.  Louis'  durable  news  di- 
rector, Bruce  Barrington.  Sup- 
plementing the  Barrington  news- 
casts, Monday  through  Friday, 
7 :30-7:45  a.m.,  were  12  transcribed 
spot  announcements  daily  on  WIL 
St.  Louis,  and  eight  spots  daily  on 
KMOX  St.  Louis.  In  addition, 
Charlie  Stookey,  KXOK's  farm  di- 
rector, broadcast  livestock  reports 
five  minutes  a  day,  six  days  a  week 
for  the  firm. 

Campaign  Costs 

Cost  of  the  accelerated  truck 
campaign  was  $1,794  for  the  WIL 
spots,  $1,105  for  Mr.  Stookey's  re- 
ports, $640  for  the  KMOX  spots, 
$250  for  transcriptions,  plus  $230.50 
weekly  for  Mr.  Barrington's  news- 
casts, which  run  throughout  the 
year. 

Founded  in  1936,  Sidney  Weber 
Inc.  had  a  total  advertising  budget 
of  only  $5,400  by  1945.  In  1946, 
the  figure  jumped  to  $15,448,  of 
which  $9,066  went  for  radio.  This 
was  the  company's  first  year  in  the 
"new  medium,"  and  it  started  mod- 
estly with  brief  daily  newscasts  on 
KMOX.  Later  it  added  Russ 
Brown's  My  Lucky  Day,  half-hour 
Sunday  program  on  KMOX,  and  in 
1947  took  on  KSD  St.  Louis'  Band- 
stand Revue,  a  Saturday  night 
brass  band  concert.    This  program 


an  overabundance  of  cars  this  fall, 
the  company  has  no  immediate 
plans  for  concentrated  sales  pro- 
motion via  radio.  Always  alert  as 
to  the  need  for  improving  its  serv- 
ice facilities,  however,  it  recently 
launched  a  spot  campaign  on  WIL 
to  promote  its  free  taxi  service 
from  garage  to  office.  This  has  re- 
sulted in  a  considerable  increase  in 
Weber's  sei'vice  business. 

Prominent  in  Sports 

Radio-minded  Mr.  Weber  lives 
on  a  16-acre  estate  in  Des  Peres, 
Mo.,  west  of  St.  Louis.  A  well 
knovm  sportsman  in  his  home  area, 
he  trains  dogs  for  field  trials  and 
rides  to  the  hounds  for  recreation. 
He  is  a  member  of  the  Greater  St. 
Louis  Automobile  Assn.  and  St. 
Louis  Dodge  Dealers  Assn.  each  of 
which  has  honored  him  with  a  pres- 
idency in  recent  years.  He  is  pres- 
ent head  of  the  Missouri  Automo- 
bile Dealers  Assn. 

While  Mr.  Weber  subscribes  to 
the  radio  promotional  programs  of 
the  St.  Louis  Dodge  Dealers  Assn., 
he  is  the  only  Dodge  dealer  who  also 
uses  radio  independently  of  the 
dealer  group. 

Mr.  Weber  formed  the  company 
which  bears  his  name  in  February 
1936  with'  $50,000  capitalization. 
In  1950,  the  closed  corporation 
had  $200,000  in  capital  stock  with 


Harold  Barker  is  vice  president 
of  the  company  and  is  in  charge  of  f 
truck  sales.  William  A.  Kirchhoff  i 


Mr.  WEBER 


is  secretary-treasurer  and  is  retail 
passenger  car  sales  manager. 

Sidney  Weber  advertising  is 
handled  by  RuthraufF  &  Ryan's  St. 
Louis  office,  whose  Vice  President 
Ray  Strieker  laid  the  groundwork 
for  the  company's  entrance  into 
radio.  At  present,  David  Mars  is 
handling  the  account  for  R&R. 


Radio  hits  boosted  Sidney  Weber  truck  sales  to  a  point  where  the  firm 
needs  this  separate  building  at  23rd  and  Pine  Sts.  for  its  truck  depart- 
ment.    The  firm  also  maintains  a  separate  building  fw  truck  servicing. 

BROADCASTING    •  Telecasting 


PETER  PAUL 

i  Plans  Extensive  Radio-TV  Use 

r'ETER  PAUL  Inc.,  manufacturer 
:|f  chocolate  coconut  candy  bars, 
tjjaugatuck.  Conn.,  will  launch  the 
^tiost  extensive  advertising  and 
iierchandising  campaign  in  its  his- 
jory.  All  major  media  will  be  used, 
jl  The  candy  firm  will  sponsor  Ed- 
ward R.  Murrow  on  the  CBS  Pa- 
;lific  Network.  This  program  plus 
•tponsorship  of  local  news  shows 
:  nd  a  national  spot  campaign  is 
:|esigned  to  deliver  Peter  Paul  sales 
ifiessages  into  all  major  sales  ter- 
iitories. 

In  television  the  firm  has  pur- 
;|hased  the  Hank  McCiine  Shoiv  on 
IfTBC-TV,  Saturday  evenings  start- 
ihg  Sept.  9.  The  show  will  be  pro- 
iuced  in  Hollywood  and  distributed 
■n  film. 

Maxon  Inc.,  New  York,  is  the  ad- 
lertising  agency. 


MARSHALL  TERRY 

Resigns  Crosley  Post 

MARSHALL  N.  TERRY,  vice 
^resident  in  charge  of  merchan- 
ising  for  Crosley  Broadcasting 
i^orp.,  has  announced  his  resigna- 
tion from  the  post  to  devote  full- 
ime  to  outside  business  inter- 
ests. The  resig- 
nation becomes 
effective  Tuesday 
(Aug.  15). 

A  native  of 
Cleveland,  M  r. 
Terry  joined 
Crosley  in  1944 
a  s  director  o  f 
promotional  ac- 
tivities. Three 
years  later  he 
was  elected  an  of- 
icer  of  the  corporation  and  in 
August  1948,  was  appointed  vice 
president  in  charge  of  television 
■activities.  In  the  latter  capacity 
he  handled  the  administrative  re- 
sponsibilities of  WLWT  (TV)  Cin- 
nnnati,  WLWC  (TV)  Columbus, 
WLWD  (TV)  Dayton. 

In  October  1949,  Mr.  Terry  re- 
turned to  duties  in  the  merchan- 
dising field,  including  those  for 
television  as  well  as  WLW.  R.  E. 
Dunville,  president  of  Crosley,  said 
ao  replacement  is  contemplated  for 
Mr.  Terry,  although  several  or- 
ganizational changes  occasioned  by 
his  resignation  will  be  made  later. 


Mr.  Terry 


RCA  CAPITAL 

To  Sell  $40  Million  in  Notes 

RCA  will  sell  $40  million  worth  of 
notes,  bearing  3%  interest  and 
maturing  May  1,  1974,  to  acquire 
additional  working  capital.  Brig. 
Gen.  David  Sarnoff,  RCA  chairman 
of  the  board,  announced  last  week. 

The  notes  will  be  sold  privately 
Ithrough  Lehman  Bros,  to  investing 
dnstitutions.  The  new  notes  will 
.make  a  total  of  $100  million  in 
notes  arranged  by  RCA  in  the  past 
16  months. 


HOLDING  sales  premiums  used  in  a  spot  campaign  over  WFDF  Flint,  Mich., 
by  Frozen  Products  Division  of  the  Eskimo  Pie  Corp.,  are  (I  to  r):  S.  B.  Reid, 
sales  manager,  Eskimo  Pie;  A.  Giovannitti,  distributor;  Mrs.  M.  Bonner, 
Eskimo  Pie  home  economist;  Marvin  Levey,  sales  promotion  manager, 
WFDF,  and  R.  A.  Anderson,  assistant  general  manager,  Eskimo  Pie,  Detroit. 
This  is  a  test  campaign  for  Eskimo  Pie,  once  a  heavy  user  of  radio. 


STANDARD  OIL 

Reports  Radio-TV  Plans 

STANDARD  OIL  of  Indiana  re- 
ported earnings  during  the  first 
quarter  of  1949  were  down  as  com- 
pared with  last  year,  but  said  the 
second  quarter  net  showed  a  gain 
because  of  heavy  demand  last 
spring  for  fuel  oils  and  gasoline. 
This  was  revealed  in  Chicago  last 
week  by  Board  Chairman  Robert 
E.  Wilson  and  President  A.  W. 
Peake  in  the  semi-annual  report. 

Consolidated  net  earnings  for  six 
months  ending  June  30  were  $52,- 
498,494,  or  $3.43  a  share.  This 
contrasts  with  $50,713,608  or  $3.32 
a  share  for  the  same  period  last 
year. 

The  company  plans  to  continue 
with  a  heavy  schedule  of  radio  and 
TV  programming  this  fall  in  its 
Midwest  distribution  area.  Head- 
ing the  TV  lineup  is  Wayne  King 
Show  on  NBC-TV  split,  which  re- 
turns to  the  air  Aug.  31  for  44 
weeks.  Firm  will  also  sponsor  Chi- 
cago Bears  Quarterback  Club  on 
WBKB  (TV)  Chicago  once  weekly 
for  half-hour  from  Sept.  19. 

AM-wise,  Standard  has  bought 
180  newscasts  weekly  in  a  14-state- 
Midwest  area,  and  70  football 
games,  including  schedules  of  seven 
state  universities  —  Wisconsin, 
Michigan,  Minnesota,  Kansas,  Ne- 
braska, Colorado  and  Iowa.  All  but 
one  will  start  Sept.  1.  Twelve 
games  of  the  Chicago  Bears  will 
be  carried  on  radio  also,  as  vdll  two 
pre-season  games  of  the  Bears. 
McCann-Erickson,  Chicago,  is  the 
agency. 


SINATRA  SIGNS 


CBS  Contract  for  Radio-TV 

ANNOUNCEMENT  of  its  signing 
of  Frank  Sinatra  to  a  long-term 
contract  for  the  singer's  sei-vices 
in  radio  and  television  was  made 
by  CBS  last  week. 

Tentative  plans  call  for  Mr. 
Sinatra  to  be  featured  in  a  weekly 
Saturday  night  television  show  and 
a  weekly  half-hour  radio  program. 


GENERAL  FOODS 

Baker  Div.  Staff  Realigned 

EXECUTIVE  realignment  of  per- 
sonnel of  the  Franklin  Baker  divi- 
sion of  General  Foods  Corp.,  New 
York,  was  announced  by  Clifford 
Spiller,  general  manager  of  the 
division. 

Hugh  R.  Conklin,  formerly  as- 
sociate sales  manager  for  all 
grocery  products  in  the  division, 
has  been  promoted  to  manager  of 
grocer  sales. 

William  W.  Prout,  formerly  as- 
sociate advertising  manager  for 
all  Franklin  Baker  grocery  prod- 
ucts, has  been  promoted  to  the 
newly  created  position  of  product 
manager  in  charge  of  Baker's 
Premium  Shred  and  Southern 
Style  Coconut,  Log  Cabin  Syrup 
and  Wigwam  Syrup.  Sumner 
Rulon-Miller,  formerly  account 
executive  with  Hanly,  Hicks  & 
Montgomery  Adv.  Agency,  will  be 
assistant  product  manager. 

Paul  Elliott-Smith,  executive 
vice  president  of  Murray  Breese 
Assoc.,  has  been  named  product 
manager  in  charge  of  advertising 
for  La  France  and  Satina.  Henry 
P.  Stockbridge  will  be  assistant 
product  manager. 


CBS  UNIT  NAMES 

Three  Acct.  Executives 

APPOINTMENT  of  three  account 
executives  in  the  New  York  office 
of  Radio  Sales,  Radio  &  Television 
Stations  Representative,  CBS,  was 
announced  last  week. 

They  are  John  P.  Altemus,  for- 
mer advertising  manager  of  a 
U.  S.  Polo  Assn.  program  book; 
Harvey  Struthers,  in  the  Chicago 
office  of  Radio  Sales  since  May 
1948  and  Gil  Johnston,  former 
representative  for  WBBM  Chicago 
on  the  New  York  radio  sales  staff, 
and  before  that  sales  manager  of 
KMOX  St.  Louis. 


LIBERTY  EXPANDS 

Fulltime  in  48  States  Soon 

FULLTIME  network  operation  in 
all  48  states  will  be  started  Oct.  2 
by  Liberty  Broadcasting  System, 
according  to  James  Foster,  network 
vice  president  and  general  man- 
ager, with  237  stations  in  34  states 
already  signed  to  affiliation  con- 
tracts. 

The  number  of  stations  will  be 
at  least  300  by  Oct.  2,  Mr.  Foster 
said,  realizing  Liberty's  goal  of 
America's  third  largest  network. 

Liberty  operates  almost  entirely 
on  a  cooperative  programming 
basis,  he  added,  feeding  programs 
that  can  be  sold  locally.  Sixteen- 
hour  daily  operation  is  planned. 
Each  affiliate  will  pay  a  set  fee 
for  the  programs,  depending  on 
the  market. 

"On  most  programs,  we  can't 
afford  to  sell  nationally,"  Mr.  Fos- 
ter declared.  "It  just  costs  every- 
body money.  Take  our  Musical 
Bingo  program,  for  instance.  We 
had  four  national  sponsors  who  all 
wanted  a  part  of  it,  and  we  wanted 
to  sell  it.  Our  stations  vetoed  the 
idea  just  as  they  had  done  many 
times  before  because  they  told  us, 
and  rightly  so,  that  they  could  get 
six  or  seven  times  as  much  on  local 
sale  as  they'd  get  from  our  net- 
work account  after  discounts.  So  I 
rather  imagine  that  we'll  always  be 
fairly  much  cooperative  in  our  sales 
approach." 


MOTOROLA  PLANS 

Radio-TV  Gets  $600,000 

MOTOROLA  INC.,  Chicago,  has 
launched  a  tremendous  advertising 
campaign  with  a  budget  of  $15 
million,  approximately  $600,000  of 
which  will  go  into  radio  and  tele- 
vision spots. 

Starting  about  Aug.  15  the  firm 
will  spend  $750,000  in  major  con- 
sumer magazines.  The  campaign 
will  extend  through  December  and 
will  include  16  magazines  and  3 
Sunday  supplement  publications. 
Gourfain-Cobb  Agency,  Chicago, 
will  handle  the  magazines. 

The  newspaper  campaign  on  a 
national  plane  will  be  handled  by 
Warwich  &  Legler  Inc.,  New  York. 
The  newspaper  ads  will  promote 
television  in  general. 

In  the  television  campaign 
[Broadcasting,  Aug.  7]  more  than 
100  stations  will  be  used  with  2 
to  10  spots  daily  on  each  station. 
Hollywood  celebrities  will  be  used 
on  the  spots.  Ruthrauff  &  Ryan, 
New  York,  is  the  agency. 

Motorola's  cooperative  advertis- 
ing program  includes  local  radio 
spots  sponsored  by  distributors 
and  dealers. 
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Romaine  Resigns 

PIERCE  L.  ROMAINE,  for  16 
years  with  Paul  H.  Raymer  Co.,  ra- 
dio and  television  station  represent- 
ative, has  resigned  from  the  com- 
pany. For  eight  years  he  was  a 
vice  president  of  the  New  York 
firm.  He  said  he  will  announce  fu- 
ture plans  soon. 
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RICHARDS  PROBE 


Subpena  Ream,  Fitzpatrick 


JOSEPH  H.  REAM,  executive  vice 
president  of  CBS,  and  Leo  Fitz- 
patrick, board  chairman  of  WGR 
Buffalo,  were  subpenaed  by  FCC 
last  week  to  testify  in  the  G.  A. 
(Dick)  Richards  hearing  which 
enters  its  ninth  week  in  Los  An- 
geles today  (Monday). 

They  had  been  slated  to  fly  to 
Los  Angeles  over  the  weekend  for 
appearance  in  the  hearing  prob- 
ably this  week.  Discussions  be- 
tween counsel  and  the  presiding 
officer  during  last  Wednesday's 
session,  however,  led  to  a  decision 
that  they  may  testify  in  Cleveland 
or  Detroit  when  the  hearing  moves 
to  those  cities  upon  completion  of 
the  Los  Angeles  phase. 

Mr.  Ream  presumably  will  be 
questioned  in  connection  with  a 
wartime  program  series,  Victory 
F.O.B.,  which  Mr.  Richards'  WJR 
Detroit  fed  to  some  110  CBS  sta- 
tions and  which  FCC  counsel 
have  claimed  was  used  in  1944 
to  promote  the  Republican  cause 
[Broadcasting,  July  3]. 

To  Identify  Memos 

Mr.  Fitzpatrick  is  former  WJR 
vice  president  and  general  manager. 
FCC  counsel  have  indicated  they 
want  him  to  identify  certain  cor- 
respondence which  passed  between 
him  and  Mr.  Richards  during  his 
tenure  at  WJR.  Mr.  Fitzpatrick 
made  clear  that  he  is  not  familiar 
with  operations  of  Mr.  Richards' 
KMPC  Los  Angeles,  which  is  the 
subject  of  the  Los  Angeles  ses- 
sions; that  he  does  not  wish  to 
become  involved  in  the  contro- 
versy, and  that  he  would  testify 
"only  in  response  to  a  subpena" 
[Broadcasting,  July  31]. 

The  hearing,  being  conducted  by 
FCC  Hearing  Examiner  James  D. 
Cunningham,  involves  charges  that 
Mr.  Richards  ordered  newsmen  to 
slant  news  according  to  his  per- 
sonal views.  The  license  renewal 
applications  of  KMPC,  WJR,  and 
WGAR  Cleveland,  of  which  Mr. 
Richards  is  principal  owner,  are 
at  stake  along  with  Mr.  Richards' 
proposal  to  transfer  control  of  the 
outlets  to  a  trusteeship. 

Last  week's  sessions  were  devot- 
ed TDrimarilv  to  testimony  by  Clete 
Roberts,  KFWB  and  KLAC-TV 
Hollywood  newscaster  and  former 
KMPC  public  affairs  director,  who 
is  regarded  as  one  of  FCC's  star 
witnesses  in  the  case.  His  testi- 
mony, and  particulai'ly  cross- 
examination,  brought  frequent  out- 
bursts between  opposing  counsel. 

Mr.  Roberts  testified  he  was  dis- 
missed from  KMPC  in  February 
1948  a  few  days  after  he  failed  to 
carry  out  a  Richards  order  that 
Gen.  Douglas  MacArthur  always 
be  presented  in  a  favorable  light. 
He  said  he  referred  to  Gen.  Mac- 
Arthur's  health  and  apparent  age 
in  two  broadcasts,  that  Mr.  Rich- 
ards became  angered,  and  that 
he  was  discharged. 

A  few  days  after  the  last  Mac- 
Arthur  broadcast,  he  said,  Vice 
President   and    General  Manager 
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Robert  O.  Reynolds  suggested 
"something  about  making  my 
peace  with  Mr.  Richards,"  but  "I 
said  I  couldn't  do  that  because  it 
would  be  an  admission  on  my  part 
that  in  the  future  I  would  submit 
to  what  he  told  me  to  do  with  the 
news." 

Mr.  Roberts  said  he  offered  to 
resign  but  that  Mr.  Reynolds  re- 
fused, saying  "you  are  doing  a 
wonderful  job.  We  want  you  to 
stay  on." 

He  denied  he  was  given  his 
choice  of  either  following  KMPC 
policies  or  quitting.  Referred  to 
a  memo  in  which  Mr.  Reynolds 
said  Mr.  Richards  knew  "he  must 
agree  to  go  along  with  station 
policy"  if  he  wanted  to  stay  at 
KMPC,  the  witness  said  "Mr,  Rey- 
nolds in  that  memo  was  quite 
obviously  not  telling  the  truth." 

FCC  General  Counsel  Benedict 
P.  Cottone  cited  an  affidavit  which 
Mr.  Richards  gave  to  the  Commis- 
sion saying  he  had  told  station 
personnel  to  comply  with  the  law 
and  FCC  rules  if  his  own  instruc- 
tions appeared  to  be  "off  base." 
Mr.  Roberts  said  he  received  no 
such  instructions  from  the  owner, 
and  also  denied  that  Mr.  Reynolds 
told  him  he  didn't  have  to  take  as 
orders  anything  Mr.  Richards  said 
regarding  news. 

He  once  told  Mr.  Richards,  he 
said,  that  he  might  be  charged 
with  violating  FCC  rules  because 


of  news  slanting  and  giving  only 
one  side  of  controversial  questions. 
Mr.  Richards'  reply,  he  said,  was: 
"The  hell  with  the  FCC.  Let  them 
take  our  license  away.  We  will  go 
down  with  all  flags  flying." 

Under  cross  -  examination  Mr. 
Roberts  said  he  had  "no  feeling 
of  personal  vengeance  toward 
KMPC,  toward  Mr.  Richards,  or  to- 
ward anyone  who  represents  the 
station  in  this  hearing."  Ques- 
tioned by  Hugh  Fulton,  chief  trial 
attorney  for  Mr.  Richards,  he  also 
denied  he  sought  to  get  KMPC's 
license  revoked. 

Past  Employment 

Mr.  Fulton  delved  into  Mr.  Rob- 
erts' employment  record  to  bring 
forth  admissions  that  he  had  been 
discharged  from  four  radio  jobs 
and  resigned  from  two  others. 

"Did  you  ever  tell  anyone  you 
were  fired  from  every  good  job 
you  ever  had?"  Mr.  Fulton  asked. 

Mr.  Roberts  replied  that  he  may 
have  made  such  a  statement  but 
had  no  definite  recollection  of  it. 

Identifying  various  memoranda, 
letters,  scripts  and  other  docu- 
ments he  took  from  the  station, 
Mr.  Roberts  called  them  his  "per- 
sonal records"  and  said  he  kept 
them  for  two  years.  "Anything 
Mr.  Richards  wrote  me  in  his  own 
handwriting  I  considered  my  per- 
sonal property,"  he  declared. 

Mr.  Fulton  accused  him  of  trav- 
eling  under    an    assumed  name, 


asserting  his  legal  name  wa.^ 
Cletus  Enoch  Bernard  Haase.  The 
witness  said  he  had  used  the  name 
Clete  Roberts  for  the  past  12 
years. 

In  this  connection  Examiner 
Cunningham  reaffirmed  that  on  the 
basis  of  the  present  record  he  was 
prepared  to  enforce  a  subpena  to 
compel  Mr.  Richards'  attendance. 

Mr.  Roberts'  testimony,  which 
consumed  virtually  all  of  the  week, 
was  interrupted  Tuesday  to  permit 
General  Manager  Reynolds  to  an- 
swer a  subpena  relating  to  the 
missing  original  of  a  statement 
written  by  Eddie  Lyon,  former 
KMPC  newscaster-news  editor.  As- 
sertedly  written  at  Mr.  Reynolds' 
request,  the  statement  pertained 
to  an  affidavit  which  Mr.  Lyon  had 
made  for  FCC  investigators. 

Mr.  Reynolds  testified  he  had 
seen  the  original  copy  but  didn't 
know  what  became  of  it,  although 
a  diligent  search  was  made. 

When  Mr.  Roberts  testified 
Wednesday  that  some  of  Mr.  Rich- 
ards' letters  and  memos  "weren't 
the  sort  of  thing  you  would  want 
to  leave  lying  around"  for  staff 
members  to  see  and  referred  to  one 
as  "apoalling"  in  its  violation  of 
FCC  rules,  Mr.  Fulton  pointed  out 
that  many  of  the  documents  later 
showed  up  in  the  complaint  filed 
with  FCC. 

In  Thursday  cross-examination 
Mr.  Fulton  asked  to  have  these 
documents  and  relative  testimony 
stricken  from  the  record  on  the 
ground  they  were  personal  and  not 
station  instructions.  Examiner  Cun- 
ningham denied  the  motion. 


UN  SAGA 

RADIO  and  TV  have  played  a  vital 
part  in  bringing  to  the  American 
people  the  historic  August  Security 
Council  sessions  of  the  United  Na- 
tions. 

Television  was  by  far  the  most 
successful  and  powerful  method  of 
catching  the  full  significance  of  the 
Council  procedure.  As  Jakob  Malik, 
Soviet  representative,  assumed  his 
presidency,  TV  cameras  brought 
the  tense  and  worried  expressions 
of  the  Council  members  into  the 
homes  of  video-viewers. 

CBS-TV  has  carried  every  meet- 
ing from  beginning  to  conclusion 
since  the  members  convened  Aug.  1. 
While  speeches  were  being  trans- 
lated into  various  languages,  CBS- 
TV,  through  its  correspondents, 
Don  Hollenbeck,  Ned  Calmer,  Larry 
Lesueur  and  George  Herman,  have 
interviewed  personalities  in  the 
audience,  including  Margaret  Tru- 
man, Admiral  Chester  A.  Nimitz, 
Ambassador  Ernest  Gross,  Charles 
Bolte,  and  many  of  the  UN  em- 
ployes. 

On  its  regular  newscast,  Doug- 
las Edwards  and  the  News,  7:30- 
7:45  p.m..,  CBS-TV  has  picked  up 
Don  Hollenbeck  in  the  empty  horse- 
shoe-shaped chamber  of  the  Coun- 
cil, giving  the  day's  final  UN 
highlights. 

Shows  canceled  by  CBS-TV  dur- 


Historically  Portrayed  by  Radio,  TV 


ing  telecasts  of  Council  sessions 
have  been,  Homemakers  Exchange 
(participating) ,  Vanity  Fair, 
(participating).  Chuck  Wagon, 
Life  With  Snarky  Parker,  Lucky 
Pup,  Bob  Howard  (participating) 
and  The  Garry  Moore  Show. 

NBC-TV,  sharing  pick-ups  with 
CBS,  covered  sessions  but  when 
meetings  became  parliamentarian, 
left  the  scene  at  about  5  p.m.  The 
network  featured  Ben  Grauer  as 
on-the-spot  commentator,  who  in- 
terviewed Margaret  Truman  and 
other  notables  in  the  audience. 

NBC  Cancelations 
NBC-TV  canceled  Howdy- 
Doody,  Aug.  1-3,  5:30  p.m.,  to 
carry  the  proceedings.  An  inter- 
esting sidelight  in  network  cooper- 
ation was  Ben  Grauer's  commit- 
ment to  interview  Warren  Austin 
after  5  p.m.  for  NBC.  The  net- 
work left  the  air,  but  Mr.  Grauer 
presented  the  significant  interview 
over  CBS-TV  with  the  blessings  of 
all. 

ABC-TV  carried  the  sessions 
Aug.  2-4  using  the  pooled  operation, 
but  has  eliminated  it  now  to  con- 
centrate on  radio  coverage. 

CBS  and  NBC  therefore  continue 
as  the  only  two  networks  telecast- 
ing the  proceedings. 

Radio,  however,  while  less  dra- 
matically foi-ceful,  has  performed 


an  excellent  reporting  service. 

The  ABC  network  is  the  only  one 
to  air  each  session  for  its  listeners 
completely.  Pauline  Frederick  and 
Gordon  Eraser,  as  ABC  UN  com-, 
mentators,  quietly  discuss  and  ex- 
plain the  procedure,  as  the  speeches 
are  being  translated.  At  10:30' 
p.m.  ABC  presents  a  half -hour 
recorded  edition  of  the  day's  hap- 
penings, which  also  is  heard  over 
WJZ  New  York  at  11:00  p.m.  In 
addition,  the  regularly  scheduled 
show.  United  or  Not,  10:30-11  p.m., 
Monday,  in  cooperation  with  the 
United  Nations  Correspondents 
Assn.,  has  caught  leading  UN  fig- 
ures discussing  their  views  of  the 
present  situation. 

ABC,  for  duration  of  the  ses- 
sion, has  dropped  sustaining  shows, 
Hannibal  Cobb,  Take  It  Easy,  Chi- 
cago and  Conversation  With  Casey. 

CBS,  with  George  Merriman,  has 
AM  coverage  every  afternoon, 
3:30-4  p.m.  and  4:30-4:55  p.m., 
then  at  6  p.m.  switches  to  the  UN 
for  latest  reports.  On  later  news 
broadcast,  some  recordings  of  the 
day's  UN  events  are  spotted  in. 

NBC's  radio  coverage  was  being 
presented  on  its  newscasts  by  fea- 
tured correspondents,  utilizing  re- 
cordings of  the  highlights  of  the 
meetings,  also. 

Special  daily  programs  tran- 
(Continued  on  page  73) 
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Announcing 

The  Colorado-Wyoming 
Diary  Study 


A  DRAMATIC  ADVANCE  IN   RADIO  AUDIENCE  MEASUREMENT  IN  THE  WEST 


|j[n  the  interest  of  improved  radio  research,  ROA,  Denver, 
(jommissioned  Research  Services,  Inc.,  the  Mountain  States 
jieading  research  organization,  to  study  the  listening  habits 
of  the  entire  states  of  Colorado  and  Wyoming.  The  results 
Represent  a  progressive  step  forward  in  audience  measure- 
|nent  in  the  West  ...  a  scientific  yardstick  for  intelligent 
radio  buying  in  this  vast  and  wealthy  area.. 
')FoT  the  first  time,  the  Colorado-Wyoming  Diary  Study  pro- 
■jiddes  advertisers  with  an  abundance  of  documented  data  on 
ptZZ  Colorado -Wyoming  listening.  How  many  people  listen 


to  each  program?  What  programs  attract  an  audience  best 
suited  for  your  product?  How  is  each  program's  audience 
divided  as  to  economic  status,  age,  sex,  location  of  listeners? 
These  and  dozens  of  other  provocative  [questions  are  an- 
swered in  the  Colorado -Wyoming  Diary  Study. 
Planning  an  advertising  schedule  in  the  West?  You'll  find 
the  Colorado -Wyoming  Diary  Study  an  indispensable  tool 
in  helping  you  to  select  the  right  setting  for  your  product. 
May  we  send  you  a  copy? 


Rep 


resented  by 


SPOT 
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FM    COMMITTEE     /"dependent  Agency  Is  Set  Up 


THE  FM  industry  once  again  has 
its  own  weapon  to  fight  FM's 
battles. 

New  agency  is  a  committee  of 
five  FM  broadcasters,  supported  by 
$10  donations  pledged  by  FM  sta- 
tions. Little  more  than  an  informal 
paper  project  at  this  point,  the 
committee  was  set  up  last  Monday 
by  FM  stations  meeting  at  NAB 
Washington  headquarters. 

Though  still  just  a  list  of  five 
names,  the  committee  carries  the 
hopes  of  FM  broadcasters  for  a 
hard-hitting  agency  that  will  work 
independently  of  NAB  but  on  a 
cooperating  basis.  No  date  has 
been  set  for  the  committee's  first 
meeting. 

Named  to  this  five-man  group 
were  Raymond  S.  Green,  WFLN 
(FM)  Philadelphia;  H.  Hirsch- 
mann,  WABF   (FM)   New  York; 


Morris  S.  Novik,  WCUO  (FM) 
Cleveland;  Ray  Furr,  WIST  (FM) 
Charlotte,  N.  C;  Elliott  M.  Sanger, 
WQXR-FM  New  York.  Mr.  Novik 
was  proposed  as  chairman  but  it 
was  understood  he  preferred  merely 
to  be  a  committee  member. 

First,  some  30  broadcasters  met 
in  the  NAB  board  room  as  guests 
of  the  NAB  FM  Committee,  headed 
by  Ben  Strouse,  WWDC-FM  Wash- 
ington, an  NAB  board  member  for 
FM.  All  morning  and  well  into  the 
afternoon  the  NAB  committee 
heard  these  representative  FM 
operators  recite  their  grievances 
and  propose  steps  to  solve  FM's 
economic  and  engineering  problems. 
Ed  Sellers,  NAB  FM  director, 
represented  NAB  in  the  discus- 
sions. 

After  the  gamut  of  FM  troubles 
had  been  covered,  the  broadcasters 


started  a  new  meeting  which  was 
declared  to  be  entirely  independent 
and  non-NAB  in  character.  This 
was  based  on  the  theory  that  NAB, 
as  an  all-inclusive  industry  trade 
association,  could  not  aggressively 
fight  FM's  battles  or  promote  it  as 
an  advertising  medium. 

The  resolutions  adopted  by  the 
first  meeting,  and  re-adopted  by  the 
non-NAB  meeting  of  the  same 
broadcasters,  were  taken  up  for 
the  third  time  by  the  NAB  FM 
Committee,  which  met  Monday 
evening  after  the  open  sessions  had 
adjourned.  The  NAB  FM  Com- 
mittee endorsed  most  of  these  reso- 
lutions, with  minor  changes,  and 
passed  them  on  for  board  action. 

One  provocative  resolution  was 
passed  by  the  NAB  FM  Committee. 
This  proposed  an  organized  cam- 
paign to  promote  FM  by  broadcast- 


ing such  slogans  as,  "If  you  buy  | 

a  new  radio  or  TV  set  without  FM,  ! 

you  are  buying  an  obsolete  radio,"  ij 

or  "A  set  without  FM  is  only  half  j 

a  modern  radio."  i 

It  was  generally  felt  by  the  FM  ! 
broadcasters  that  such  action  i 
should  be  taken  only  if  set  manu- 
facturers refuse  to  produce  more  ! 
radio  and  TV  sets  with  FM  tuning  ', 
circuits,  or   FM-only  sets.  j 

Agreement  was  noted  on  the  ' 
proposal  that  any  future  surveys 
conducted  under  auspices  of  NAB  j 
or  other  organization  should  in- 
clude questions  on  FM  and  FM  ' 
ownership,  with  the  type  of  survey  i 
to  be  approved  by  the  NAB  FM  j 
Committee. 

A  resolution  adopted  by  the  NAB  i 
FM  Committee  called  on  the  NAB  ' 
board  to  act  on  special  services  to 
be  rendered  FM  by  Broadcast  Ad- 
vertising Bureau  (see  board  story 
page  16).  i 

Other  resolutions  adopted  at  the  i 
meetings    urged    Radio-Television  '< 
Mf rs.  Assn.  to  furnish  a  geographi-  j 
cal  breakdown  of  FM  set  sales,  , 
similar  to  data  supplied  for  TV  I 
distribution;    advocated  minimum 
requirements  on  indentification  of 
joint  AM-FM  call  letters;  urged 
the  industry  to  use  its  own  facili- 
ties to  promote  and  publicize  FM;  ' 
called  on  AM-FM  stations  to  sell  ; 
duplicated  service  at  a  combination 
rate  rather  than  give  FM  free  as  I 
a   bonus;    asked   the   NAB   legal  i 
Dept.  to  take  up  the  problem  of 
interconnecting  radio  and  telephone 
circuits  and  network  connections; 
proposed  that  the  NAB  FM  Com-  i 
mittee  ask  the  NAB  board  to  re-  i 
consider  its  1946  action  refusing  to 
ask  FCC  to  ease  the  requirements 
for  announcement  of  transcriptions 
and  recordings. 

Hear  Wilmotte 

The  FM  broadcasters  heard  Ray- 
mond M.  Wilmotte,  head  of  the  ; 
consulting  firm  bearing  his  name,  J 
describe  a  system  of  transmitting  \ 
a  second  and  possibly  a  third  pro-  ! 
gram  on  an  FM  channel  by  means 
of  bisignal  technique.  I 

Dr.   Edwin  H.   Armstrong,  In-  ^ 
ventor  of  FM,  attended  the  Monday 
meetings  and  was  frequently  con- 
sulted on  his  views. 

Among   those   attending  were: 

R.  Sanford  Guyer,  WBTM-FM  Dan- 
ville, Va.;  E.  J.  Gluck,  WSOC-FM 
Charlotte,  N.  C;  Gerald  Harrison, 
WMAS-FM  Springfield,  Mass.;  C.  Leslie 
Golliday,  WEPM  (FM)  Martinsburg, 
W.  Va.;  Sol  Chaim,  WBIB  (FM)  New 
Haven,  Conn.;  Stephen  Tuhy,  attorney,  ; 
Washington;  Leonard  Marks,  attorney, 
Washington;  J.  R.  Marlowe,  WGWR- 
FM  Asheboro,  N.  C;  Raymond  S. 
Green,  WFLN  (FM)  Philadelphia;  R. 
Alton  Reed,  KYBS  (FM)  Dallas;  W.  A. 
Wilson,  WOPI-FM  Bristol,  Tenn.;  Ray 
Furr,  WIST  (FM)  Charlotte,  N.  C; 
Elliott  M.  Sanger,  WQXR-FM  New 
York;  William  O.  Ranft,  WFBR-FM 
Baltimore;  John  P.  McGoldrick, 
WQAN-FM  Scranton,  Pa.;  Dr.  Edwin  / 
H.  Armstrong,  Alpine,  N.  J.;  H.  Hirsch- 
mann,  WABF  (FM)  New  York;  Morris 
S.  Novik.  WCUO  (FM)  Cleveland;  Sam 
Booth,  WCHA-FM  Chambersburg,  Pa.; 
A.  P.  Ferney,  W.  P.  Clendening, 
WCUM-FM  Cumberland,  Md.;  Michael  fi  | 
R.  Hanna,  Don  de  Neuf,  Rural  Radio  \ 
Network,  Ithaca,  N.  Y.;  A.  L.  Hunter, 
WFIL-FM  Philadelphia;  Fred  W.  Al- 
bertson,  attorney;  George  A.  Bernstein,  , 
WCFM  (FM)  Washington. 

Everett  L.  Dillard,  WASH  (FM) 
Washington;  Josh  Home,  WFMA  (FM) 
Rocky  Mount,  N.  C;  Ben  Strouse, 
WWDC-FM  Washington;  Victor  C. 
Diehm,  WAZL-FM  Hazleton,  Pa.,  all  of 
the  NAB  FM  Committee. 


Paul  W.  Morency,  Vice-Pres. — Gen.  Mgr.         Walfer  Johnson,  Asst.  Gen.  Mgr. — Sales  Mgr. 
WTIC's  50,000  WATTS  REPRESENTED  NATIONALLY  BY  WEED  &  CO. 
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Super-BAB 

(Continued  from  page  15) 
by  the  NAB  FM  Committee  (see 
FM    story   page   24).    This  plea 
was  turned  over  to  the  board's 
BAB  committee. 

But  aural  radio,  whose  troubles 
were  regarded  &s  matters  of  future 
significance  yet  worthy  of  present 
concern,  will  get  what  it  wanted 
when  BAB  was  spawned  a  little 
over  a  year  ago.  That  desire  of 
broadcast  stations  is  a  two-fisted 
agency  that  will  do  an  efficient 
job  of  sales  experting  for  the  in- 
dustry as  a  whole  and  a  sales- 
promotion  job  for  stations. 

The  board's  BAB  committees — 
and  many  board  members,  too — • 
felt  that  such  matters  as  the  Assn. 
of  National  Advertisers  drive  to 
cut  radio  rates  could  be  disposed 
of  before  their  birth  if  the  industry 
had  a  BAB  supported  by  ample 
funds  and  adequate  personnel. 

That's  why  the  board,  in  taking 
the  advice  of  its  committee,  de- 


cided that  the  biggest  names  in 
the  entire  industry  should  be  can- 
vassed in  the  search  for  a  BAB 
head  who  can:  (1)  bring  a  million 
dollars  a  year  into  BAB  from 
stations,  networks,  representa- 
tives, program  and  transcription 
firms  and  other  industry  segments; 
(2)  whip  up  a  working  organiza- 
tion that  can  surpass  the  million- 
dollar-plus  machines  maintained 
by  competing  advertising  media. 

At  the  moment  BAB  is  operating 
with  a  staff  of  two  assistant  di- 
rectors— Lee  Hart  and  Meg  Zahrt. 
These  two  experienced  broadcast 
sales  executives  are  carrying  on 
the  list  of  projects  started  under 
Mr.  Mitchell's  direction.  Miss 
Hart,  however,  has  been  assigned 
to  make  the  NAB  district  meetings 
for  BAB  membership-contact. 

Mr.  Swezey  and  other  board 
committeemen  will  handle  the 
super-BAB  development  project. 
Most  of  their  problems,  aside  from 
selection  of  a  BAB  head,  will  boil 


down  to  one  assignment — arousing 
enough  interest  to  provide  the 
million  -  dollar  budget  the  board 
feels  radio  requires  and  deserves. 

Present  BAB  budget  is  about 
$168,000,  and  this  includes  some 
TV  activities.  To  sell  radio  na- 
tionally, regionally  and  locally,  in 
the  board's  opinion,  the  entire  in- 
dustry must  rally  around  BAB. 
Networks,  for  example,  will  sup- 
port a  big-time  sales  agency  that 
does  a  national  selling  job,  the 
board  believes. 

Others  to  Join 

Representatives,  too,  are  ex- 
pected to  join  the  buildup  cam- 
paign along  with  program  firms, 
transcription  producers  and  other 
industry  elements  drawing  their 
lifeblood  from  radio  advertising. 

By  next  April  1,  the  board  hopes, 
BAB  will  have  a  minimum  of 
$200,000  to  start  its  fiscal  year. 
At  that  time  it  will  be  almost 
separated  from  NAB.  By  April  1, 
1952,  BAB  is  to  be  out  on  its  own 


with  no  formal  relation  to  NAB. 

In  the  interim  year  starting  next  ' 
spring  NAB  members  will  get  a 
30%  discount  in  membership  fees 
if  they  elect  to  stay  outside  BAB, 
which  is  to  get  30%  of  all  member 
dues. 

Details  of  the  super-BAB  dues 
structure  have  not  been  worked 
out  but  the  board's  committee  sug- 
gested non-NAB   stations  pay  a  j{ 
monthly  fee  equal  to  half  the  high-  ij 
est  hourly  published  rate  prior  to 
April  1,  1952.  After  that  time  this  i 
rate  would  apply  to  all  BAB  mem-  ; 
bers,  with  BAB  entirely  disassoci-  ' 
ated  from  NAB.  Rates  are  to  be  set 
up    for   non-station   members  of 
BAB.    Network  fees  would  be  set 
up  but  their  O&O  stations  would 
pay  at  the  normal  station  rate. 

Members  of  the  board's  BAB 
Advisory  Comm.ittee,  which  was 
reappointed  by  the  directors,  be- 
sides Chairman  Swezey,  are  Mr. 
Kobak;  Charles  C.  Caley,  WMBD 
Peoria,  111.;  Allen  M.  Woodall, 
WDAK  Columbus,  Ga.,  and  William 
B.  Quarton,  WMT  Cedar  Rapids, 
Iowa.  This  committee  had  met  in 
Washington  July  27-28  [Broad- 
casting, July  31]. 

The  board  referred  to  the  BAB 
Committee  a  resolution  from  the 
NAB  FM  Committee  asking  BAB 
sales  aids  on  behalf  of  FM.  The 
resolution,     introduced     by     Ben  ; 
Strouse,   WWDC-FM  Washington 
and  chairman  of  the  FM  Commit-  ; 
tee  as  well  as  NAB  board  member  \ 
for  FM,  follows: 

Resolved,  that  BAB  give  full  con- 
sideration to  FM  in  its  work  with  both  ( 
stations  and  agencies  in: 

1 —  Putting  out  such  studies  and  i  . 
analyses  of  FM  programs  as  may  bejj  I 
appropriate.  B| 

2 —  Pointing  out  how  FM  coverage  inll 
the  case  of  duplicating  stations  in-^BI 
creases  the  value  of  the  advertisingW 
dollar.  ■I 

3 —  Emphasizing  the  audience  nicheHI 
that  FM-only  stations  have  earned  forHI 
themselves  through  their  programs.  HI 

4 —  Give  full  consideration  to  all  theHI 
facets  of  FM  in  its  promoting  of  radio  I  I 
broadcasting  as  a  whole.  (  | 

As  originally  adopted  by  the  ' 
FM  Committee  the  resolution  had 
asked  BAB  to  point  up  specialized 
FM  services  such  as  storecasting 
and  transiteasting,  but  it  was  felt 
these  are  not  broadcast  services. 


CANiPBELL-EWALD 

Expands  N.Y.  Offices 

CAMPBELL-EWALD  Co.'s  New 
York  office  will  expand  this  week 
and  take  over  another  floor  and  a 
half  in  its  present  location  at  1  E. 
57th  St.  The  new  space  will  be 
devoted  to  overall  eastern  opera- 
tions, Winslow  H.  Case,  senior  vice 
president,  announced. 

The  agency  also  is  opening  new 
branch  offices  in  Atlanta,  Ga.,  this 
month. 


New  RCA-Victor  Show 

RCA-VICTOR  will  sponsor  the 
program  Take  It  Or  Leave  It  under 
a  new  title  $6^  Question,  Sunday, 
10:10:30  p.m.  on  NBC,  starting 
mid-September,  through  the  Blow 
Co.  Latter  agency  owns  the  pro- 
gram. J.  Walter  Thompson  Co., 
New  York,  agency  which  has 
handled  advertising  for  RCA-Vic- 
tor, will  continue  to  handle  all 
other  campaigns.  : 


r 


•  Ask  any  of  the  32,000  prosperous,  radio- 
owning  farmers  in  Western  New  York  who  Don 
Huckle  is.  They'll  tell  you  he's  the  fellow  they  have 
been  listening  to  every  morning  for  years— on  WGR. 
Thousands  know  Don  personally,  for  he  travels  from 
farm  to  farm,  recording  interviews  for  his  broadcasts. 

Here's  a  rich  farm  market  with  a  $160,000,000  annual  income 
for  advertisers  on  WGR's  early  morning  farm  information  pro- 
grams— 7  days  a  week.  Rural  level  of  living  is  high  above  the 
national  average  in  the  eight  counties  blanketed  by  WGR!  Make 
a  test  —  and  see  ! 


In  Buffalo  WGK's  ratings  are  higher  than  ever 


Leo  J.  (  Fitz  )  Fitzpatrick 
I.  R.  ("Ike")  Lounsberry 


COLUMBIA  NETWORK 


RAND  BUILDING,  BUFFALO  3,  N.  Y. 

National  Representatives:  Free  &  Peters,  Inc.. 
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KAA-284  is  of  "inestimable  value" 
to  Northern  Natural  Gas  Company 

Radio  Station  KAA-284,  Owatonna,  Minn.,  is  part  of  a  radio 
network  used  in  the  operation  of  a  pipe  line  system  owned 
by  the  Northern  Natural  Gas  Company,  Omaha,  Nebraska. 

Typical  equipment  is  the  Motorola  special  FM  transmitter, 
operating  on  33.18  megacycles,  500  watt  input,  250  watt  out- 
put. Station  range  is  approximately  100  miles. 

The  Truscon  tower  at  Owatonna,  Minn,  is  one  unit  of  this 
system  which  in  total  consists  of 
twenty-one  fixed  stations  used  in 
connection  with  150  mobile  units 
in  cars,  trucks  and  two  airplanes. 
"They  are  of  inestimable  value  for 
communication  in  control  of  line 


\  MINNESOTA 


pressures,  emergency  repairs,  and  general  operation  and  main- 
tenance," according  to  the  Northern  Natural  Gas  Company. 

Truscon  Radio  Towers  are  serving  all  types  of  communication 
and  broadcasting  needs,  under  a  wide  variety  of  conditions 
in  all  parts  of  the  world.  Truscon  can  draw  upon  this  exten- 
sive experience  in  engineering  and  erecting  exactly  the  tower 
you  need  — tall  or  small  .  .  .  guyed  or  self-supporting  .  .  . 
tapered  or  uniform  in  cross-section  .  .  .  for  AM,  FM  and  TV 
transmission.  Your  phone  call  or  letter  to  any  convenient 
Truscon  district  office,  or  to  our  home  office  in  Youngstown, 
will  bring  you  immediate,  capable  engineering  assistance. 
Call  or  write  today. 

TRUSCON  STEEL  COMPANY 

YOUNGSTOWN   1,  OHIO 

Subsidiary  of  Republic  Steel  Corporation 


T 


I  
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TRUSCON  COPPER  MESH  GROUND  SCREEN 


WARD  BAKING 

Drops  Martha  Deane  Spots 

WARD  BAKING  CO.  summarily 
cancelled  participations  in  the 
Martha  Deane  program  on  WOR 
New  York  after  Owen  Lattiniore, 
who  was  unsuccessfully  accused  as 
a  Communist  by  Sen.  Joseph  Mc- 
Carthy (R-Wis.),  appeared  as  a 
guest,  Broadcasting  learned  last 
week. 

Although  no  official  comment 
could  be  obtained  from  the  sponsor, 
its  agency,  J.  Walter  Thompson, 
or  the  station,  it  was  learned  au- 
thoritatively that  within  a  few 
hours  after  Mr.  Lattimore's  ap- 
pearance the  baking  company, 
through  the  agency,  telegraphed  a 
cancellation  to  WOR.  The  company 
had  been  using  five  participations 
a  week. 

Mr.  Lattimore's  appearance 
evoked  other  and  more  immediate 
response.  Within  an  hour  after  the 
program,  Aug.  1,  521  telephone 
calls  flooded  the  station,  517  of 
them  protesting  and  four  approv- 
ing Mr.  Lattimore's  appearance  on 
the  air. 

In  the  next  few  days  the  Martha 
Deane  office  at  the  station  received 
162  letters  objecting  to  Mr.  Latti- 
more  and  99  approving  his  appear- 
ance. Some  of  the  letters  of  pro- 
test included  newspaper  clippings 
from  the  New  York  Journal-Amer- 
ican, which  hastened  to  run  a  story 
on  the  subject. 


AD  RATES 


Exclusion  From  Control 
Reinstated  in  Bill 


HEATED  controversy  on  the  subject  of  freedom  of  the  press — and 
indirectly  that  of  radio — flavored  House  debate  last  week  on  the  admin- 


MOTOROLA  earnings  for  second  quar- 
ter this  year  soared  134%  over  those 
for  same  period  in  1949,  firm  reports. 


istration's  defense  production  bill 
exemptions  for  advertising  rates 
periodicals. 

The  amendment  was  sponsored 
by  Rep.  Frank  Buchanan  (D-Pa.) 
as  a  provision  "of  the  home-front 
controls  bill  (HR  9176)  which  the 
House  passed  giving  the  President 
standby  wage-price-rationing  au- 
thority. It  originally  had  been 
abandoned  by  the  House  10  days 
ago  [Broadcasting,  Aug.  7]. 

In  the  case  of  radio-TV  stations, 
it  means  that  advertising  time 
rates  would  not  be  subject  to  price 
ceilings  and  licensing  provisions 
inherent  in  World  War  II  OPA 
legislation.  Newspapers,  maga- 
zines, motion  picture  theatres  and 
others  also  were  included. 

Celler  Questions 

The  controversy  arose  in  the 
House  Wednesday  over  whether  It 
is  feasible  to  leave  ceilings  off  ad 
rates  charged  by  newspapers  while 
at  the  same  time  freezing  prices  on 
items  it  advertises  in  its  columns, 
and  imposing  ceilings  on  wages  of 
its  staff  personnel.  The  question 
was  posed  by  Rep.  Emanuel  Celler 
(D-N.  Y.),  with  specific  reference 
to  newspapers. 

He  was  promptly  challenged  by 
Rep.  Clarence  J.  Brown  (R-Ohio), 
who  pointed  out  that  "whenever 
there  is  a  scarcity  of  goods  to  sell 
and  whenever  rationing  is  in  effect, 


A  STATEMENT  OF  POLICY 


We  believe  .  .  . 

That  the  local  radio  station  is  the  backbone  of  national 
spot  advertising. 

That  national  advertisers  should  allocate  a  larger  share 
of  their  national  spot  dollars  to  local  radio  stations. 

That  local  radio  stations,  whether  in  small  or  major  mar- 
kets, should  be  given  full  time  representation  in  the  national 
spot  field. 

That  full  time  representation  for  the  local  radio  station 
can  prove  profitable  for  the  station  and  advertiser  alike. 

If  your  station  is  located  in  a  market  of  50,000 
population  or  less,  then  you  should  be  interested 
in  this  company's  operation.  We  would  be  pleased 
to  give  you  further  information. 

DEVNEY  S.  COMPANY 

535  Fifth  Avenue,  New  York  17,  N.  Y. 
MUrray  Hill  7-5365 
noiv  re ^  resenting  17  local  radio  stations 


as  the  .lower  chamber  reinstated 
levied   by  broadcast  stations  and 

*  

there  is  very  little  advertising  in 
the  newspapers  or  over  the  radio." 

Rep.  Brown,  who  said  he  had  been 
in  the  newspaper  business  for  35 
years,  also  pointed  out  that  "no  one 
is  compelled"  to  buy  advertising  in 
newspapers,  radio,  magazines  or  on 
billboards.  He  noted  that  during 
World  War  II  Congress  wrote  those 
exemptions  in  OPA  laws  "to  pro- 

POLITICAL  TIME 

Parties  Eye  Budgets 

RADIO  and  television  budgets  for 
September  and  October  preceding 
the  off-year  Congressional  elections, 
now  commanding  exploratory  at- 
tention by  Democratic  and  Repub- 
lican party  officials,  are  expected 
to  crystallize  sometime  next  month 
or  whenever  Congress  adjourns. 

Neither  the  Democratic  nor  Re- 
publican National  Committee  has 
"tipped"  its  hand  yet  on  plans  for 
expenditures  to  be  siphoned  off  to 
radio  campaigning,  but  it  was  indi- 
cated that  radio  and  television 
would  derive  a  fair  share,  especially 
in  key  areas  where  Senatorial  and 
Congressional  seats  appear  to  be 
at  stake. 

Predict  Time  Buys 

Network  time  purchases  of  be- 
tween $100,000  and  $200,000  by  the 
Democratic  National  Committee 
were  predicted  last  week  by  Ken- 
neth Fry,  committee  radio-TV  di- 
rector, for  the  fall  months,  with 
the  reservation  that  allocations  may 
depend  on  the  seriousness  of  the 
international  situation. 

Ed  Ingle,  Republican  National 
Committee  radio-TV  chief,  felt  the 
GOP  probably  "will  use  more" 
radio-TV  time,  but  added  that 
funds  would  be  left  up  to  the  Con- 
gressional and  Senatorial  Cam- 
paign Committees. 


tect  the  right  of  the  American 
people  to  get  information  without 
having  those  who  would  like 
have  a  controlled  economy  foisteo 
on  us  to  break  down  all  dissemina- 
tion of  news  and  to  control  it 
through  prices  and  rationing." 


KCRO  REVOKED 

Final  FCC  Action 

FINAL  decision  to  revoke  the  con- 
struction permit  of  KCRO  Engle- 
wood,  Col.,  was  reported  by  FCC 
last  week.  Action  affirms  initial 
ruling  issued  earlier  by  Comr.  Paul 
A.  Walker  to  revoke  the  permit  on 
grounds  that  R.  L.  Cunningham, 
partner  in  the  station,  misrepre- 
sented his  financial  condition 
[Broadcasting,  July  24].  » 

Meanwhile,  FCC  last  week  took  j 
actions  in  two  other  license  pi'O- 
ceedings,  one  calling  for  further 
hearing  in  its  revocation  case  in- 
volving KPAB  Laredo,  Tex.,  and 
another  granting  the  request  of 
KSFE  Needles,  Calif.,  to  dismiss  its 
license  renewal  application.  The 
latter  is  tantamount  to  deleting 
KSFE.  FCC  has  charged  both  sta- 
tions ■  with  unauthorized  transfers 
of  control.  KPAB  is  assigned  250 
w  on  1490  kc;  KSFE  250  w  on 
1340  kc. 

The  Commission  in  October  1949 
revoked  the  KCRO  permit  but  the 
revocation  was  suspended  upon  the 
station's  request  for  a  hearing,  held 
before  Comr.  Walker  who  sup- 
ported the  FCC  action.  Permittee 
of  KCRO  is  Colorado  Broadcasting 
Co.  KCRO  was  assigned  1  kw  day- 
time on  1380  kc. 


Ralston  Campaign 

RALSTON  PURINA  Co,  St  Louis, 
for  Instant  Ralston,  will  begin  a 
national  spot  campaign  in  48  mar- 
kets in  October  through  Gardner 
Advertising,  also  St.  Louis.  j 


Blatz  Names  Agency 

BLATZ  BREWING  Co.  (Blatz 
beer).  New  York,  has  appointed 
William  H.  Weintraub  Co.,  New 
York,  to  handle  its  advertising, 
the  budget  for  which  is  approxi- 
mately $2.5  million  annually.  An 
expanded  radio  and  television  plan 
is  currently  being  considered. 


INDEPENDENT  OPERATION 

VS. 

NETWORK  OPERATION 
• 

See  Centerspread  This  Issue 
ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 


WCKY 


CINCINNATI 

50.000  WATTS  OF  SEUING  POWER 
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ANOTHER 


500,000,000 


WORTH! 


A  far-reaching  program  for  rail  transportation 
—  designed  to  meet  the  rising  needs  of  commerce 
and  the  demands  of  national  defense  —  was 
adopted  by  the  member  lines  of  the  Association 
of  American  Railroads  at  a  meeting  in  Chicago 
on  July  28. 

As  part  of  that  program,  the  railroads  have 
placed,  or  are  in  the  process  of  placing,  orders 
for  more  than  $500,000,000  worth  of  new 
freight  cars.  This  brings  the  total  spent  on  im- 
provements in  railroad  plant  and  equipment  since 
World  War  II  to  more  than  5  billion  dollars. 

In  the  past  ten  years,  the  railroads  have  built 
and  bought  600.000  new.  bigger  and  better 
freight  cars,  1 1.000  new  Diesel  units,  and  1.700 
new  and  improved  steam  locomotives,  besides 
making  great  improvements  in  tracks,  terminals, 
signals,  shops,  and  every  part  of  the  railroad  plant. 

In  addition,  railroads  are  speeding  up  the  return 
to  service  of  freight  cars  awaiting  repair,  and  are 
taking  steps  —  with  the  cooperation  of  ship- 
pers and  government  agencies  —  to  secure  the 
maximum  utilization  of  all 
available  cars. 

The  program  of  the  railroads 
is  an  essential  part  of  any  in- 
crease in  national  production  — 
/or  neither  in  commerce  nor  in 
dejense  can  America  produce 
and  use  more  of  anything  than 
can  be  hauled.  There  is  no  way 
in  which  the  nation's  effective 
hauling  capacity  can  be  ex- 
panded so  quickly  and  with  such  small  demands 
upon  man  power  and  materials,  as  by  adding  to 
the  serviceable  freight  car  fleet  of  the  railroads. 

In  meeting  transportation  demands  in  World 
War  II,  the  railroads  enjoyed  splendid  coopera- 
tion from  users  of  transportation,  much  of  it 
organized  and  carried  out  through  the  Shippers 
Advisory  Boards  and  their  local  Car  Efficiency 
Committees;  and  the  helpful  assistance  of  an 
outstanding  government  agency,  the  Office  of 
Defense  Transportation.  With  this  same  sort  of 
cooperation  and  \\ith  an  opportunity  to  secure 
necessary  man  power  and  materials,  the  railroads 
will  reach  the  goal  to  which  they  are  pledged  — 
adequate  transportation  for  all  America,  in  peace 
and  in  war. 


'SSOe//f77CP/V  OF  ^^M£f^C/fA/ 

WASHINGTON  6.  D.  C 


'  "  listen  fo  THE  RARROAD  HOUR  every  Monday  evening  on  NBC. 
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BAN  ON  REOS 

In  Radio-TV  Proposed 

WHILE  a  new  demand  was  made 
on  Capitol  Hill  that  radio  and  tele- 
vision facilities  be  denied  U.  S. 
Communists,  FBI  Director  J.  Edgar 
Hoover  last  week  cited  both  media 
as  instruments  in  combating  com- 
munism in  the  United  States. 

Eep.  Alvin  E.  O'Konski  (R-Wis.) 
called  for  immediate  legislation  to 
"deny  all  radio,  press  and  television 
facilities  for  their  (communists) 
traitorous  propaganda  and  lies." 
He  asked  for  other  actions,  such  as 
outlawing  the  Communist  Party, 
freezing  its  bank  deposit  funds,  in- 
spection of  offices  and  meeting 
places,  compulsion  to  register,  pro- 
hibition of  the  mails  and  detention 
of  "all  Communist  spies  and  trai- 
tors .  . 

The  chief  of  the  FBI,  in  a  copy- 
righted interview  published  in  last 
week's  issue  of  United  States  Neivs 
&  World  Report,  said  communism 
in  this  country  can  be  run  aground 
"by  an  alert  and  aroused  public 
opinion."  Mr.  Hoover,  in  answer  to 
a  question  on  the  effectiveness  of 
"pitiless  publicity"  directed  against 
communism,  said: 

".  .  .  Communism  can  be  defeated 
by  an  alert  and  aroused  public 
opinion,  conscious  of  the  evils  of 
Marxist-Leninist  chicanery.  The 
newspapers  and  magazines,  the  ra- 
dio and  television,  by  informing  the 
nation  of  the  true  character  of 
communism,  are  rendering  in- 
valuable services." 

Rep.  O'Konski,  claiming  58,000 
"spies  and  agents"  are  operating 
for  Stalin  in  the  U.  S.,  said:  "It  is 
sickening  that  our  government  even 
permits  these  traitors  to  use  the 
radio,  television,  and  even  the 
mails  to  plot  the  betrayal  of  our 
country." 


Drop  'Harvest'  Show 

INTERNATIONAL  Harvester  Co., 
effective  Sept.  17  will  cancel  its 
five  year  program  Harvest  of 
Stars  featuring  James  Melton,  Sun. 
5:30-6  p.m.  on  NBC.  The  official 
reason  given  was  a  "general  econ- 
omy cut  because  of  uncertain  war 
conditions."  McCann  -  Erickson, 
New  York,  is  agency. 


WWL  New  Orleans  scored  a  double-impact  when  a  bus,  carrying  the  station's 
dash  card  on  the  Robert  Q.  Lewis  program,  crashed  into  this  house  after 
colliding  with  an  automobile.  WWL  and  the  Lewis  show  received  front-page 
publicity  when  above  photo  appeared  in  the  New  Orleans  Times-Picayune. 


Ml  XEG 


18-Hour  P.  I.  Tape  Shows 
To  Be  Beamed  to  U.  S. 


THE  P.I.  is  coming  back  to  haunt  U.S.  broadcasters — via  18-hour  ti-an- 
scribed  program  schedules  on  two  powerful  Mexican  border  stations, 
XENT  Nuevo  Laredo  and  XEG  Monterey. 


Produced  by  Harold  S.  Schwartz 
tion  of  Burton  A.  Neuberger,  the 
programs  also  introduce  to  the 
Mexican  stations  two  factors  which 
many  U.S.  broadcasters  deem  es- 
sential: Block  programming  and 
the  development  of  radio  person- 
alities. 

Mr.  Schwartz  has  charge  of  all 
English-language  programs  and 
business  for  XENT  and  XEG,  both 
of  which  beam  programs  into  the 
U.S.  for  18  hours  daily.  XENT 
currently  is  the  object  of  State 
Dept.  protests  and  has  been  ac- 
cused of  "roadhog  tactics"  by  Rep. 
Overton  Brooks  (D-La.),  as  a  re- 
sult of  its  switch  a  few  months  ago 
from  1140  kc  to  1550  kc,  formerly 
a  Mexico  City  assignment  (see 
story  this  page). 

Mr.  Schwartz'  block-program- 
ming plan  for  the  two  stations  in- 
tegrates commercials  with  program 


School 

BetlU 

symbol  of 
WLS  service 


(see  inside  front  cover) 
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fe  Assoc.,  Chicago,  under  the  direc- 

★  

content — reportedly  for  the  first 
time  in  Mexico.  The  commercials 
include  both  direct-sale  and  per 
inquiry  advertising. 

Under  the  supervision  of  Mr. 
Neuberger,  the  current  plan  pro- 
vides for  transcription  of  18  hours 
of  shows  and  commercials  daily 
for  each  station,  the  entire  18  hours 
being  tape-recorded  in  new  studios 
at  Schwartz  headquarters  on  Chi- 
cago's far  north  side. 

Four  announcers,  each  with  a 
U.S.  following,  have  changed  their 
names  and  are  selling  high-priced 
watches,  club  memberships  to  the 
lovelorn,  arthritis  remedies,  infor- 
mation on  tax  lands  in  California, 
and  life  insurance.  The  announcers 
specialize  in  hillbilly,  western,  folk 
and  gospel  music  and  program- 
ming. 

Time  Signals 

To  give  the  programs  immedi- 
acy, they  record  time  signals  giving 
the  hour  at  which  each  show  is 
broadcast  from  Mexico.  There  is 
no  requirement  in  Mexico  that 
transcribed  shows  be  identified  as 
such,  so  the  entire  schedule  sounds 
live. 

Although  per  inquiry  advertis- 
ing is  the  forte  of  both  stations, 
the  American  management  firm  is 
building  direct  time  sale  business 
with  more  "legitimate"  items. 
Taped  or  canned  programs,  pro- 
duced by  an  agency  to  include  a 
format  along  gospel,  hillbilly, 
and^or  western  lines,  will  be  car- 
ried by  the  outlets. 

Such  shows,  integrated  into  the 
concept    of    block  programming, 


will  be  designed  to  attract  the 
average  Mexican-station  listener — - 
whom  Mr.  Neuberger  describes  as 
a  resident  of  a  medium  to  small 
town  or  rural  area,  of  average  or 
low  incom.e;  a  family  man,  a 
"joiner,"  a  believer  in  American 
folk  lore,  who  likes  to  buy  things  by 
mail. 

Both  stations  reach  approxi- 
mately the  same  U.S.  audiences. 
The  mail-order  audience  was  de- 
scribed as  concentrated  in  an  area 
bounded  on  the  north  by  Iowa  and 
Nebraska,  on  the  east  by  Georgia, 
Tennessee  and  Kentucky,  and  on 
the  west  by  Arizona  and  Colorado. 

Air  Spanish  Shows 

Although  XENT  and  XEG  are 
beamed  primarily  at  the  States, 
Spanish  language  shows  are  aired 
during  the  day  for,  as  an  example, 
the  300,000  persons  in  Monterey. 
The  initial  aim — to  hit  U.S.  rural 
areas  nationally  —  is  designed  to 
"fill  a  listening  gap,"  Mr.  Neu- 
berger said. 

The  "gap"  which  schedules  on 
the  stations  are  designed  to  fill, 
through  a  direct  appeal  from  per- 
sonalities who  can  establish  a 
rural-type  rapport  with  listeners, 
include  rural  and  fringe  areas 
which  receive  inadequate  AM  serv- 
ice and  audiences  less  interested 
in  network  shows  and  top-calibre 
entertainment  in  the  accepted  met- 
ropolitan sense. 

XEG  operates  with  100  kw  on 
1050  kc.  XENT,  on  1550  kc,  is 
limited  to  50  kw.  Both  have  Texas 
mailing  addresses.  Mr.  Neuberger 
said  five  Mexican  border  stations 
beam  their  broadcasts  to  the  U.S. 
but  that  XEG  and  XENT  are  the 
only  ones  to  use  planned,  up-to- 
date  programming  that  has  been 
"cleaned  up." 


BROOKS  PROTEST 

New  Attacks  May  Follow 

FURTHER  and  more  bitter  attacks 
against  XENT  Nuevo  Laredo,  Mex- 
ico, were  promised  last  week  by 
Rep.  Overton  Brooks  (D-La.)  who 
accused  the  station  nearly  a  fort- 
night ago  [Broadcasting,  Aug.  7] 
of  "roadhog  tactics"  on  the  air 
waves.  He  had  claimed  that  "in- 
tolerable interference"  by  XENT 
threatened  the  existence  of  KENT 
Shreveport,  La.,  which  operates  on 
1550  kc,  frequency  employed  by 
XENT. 

Rep.  Brooks  declared  that  he 
would  "name  names"  on  the  floor 
of  the  House  and  mount  the  force 
of  his  attack  against  XENT  if 
remedial  measures  are  not  forth- 
coming. The  Congressman  said  he 
has  been  in  frequent  consultation 
with  State  Dept.  officials  over  the 
situation. 


BROCHURE  describing  Philco  micro- 
wave communications  systems  and 
firm's  plus  amplitude  modulated 
(PAM)  multiplex  terminals  now  avail- 
able for  distribution.  Copies  obtain- 
able from  Philco  Corp.,  Industrial  Div., 
Phila.  34. 
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GIVES  YOU 
TWICE  AS  WUCH 
POWER  GAIN 
PER  DOLLAR! 


I 


i 


m  CORPORATION 
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World's  Largest  Antenna  Equipment  Specialists 


\m^nduw  MULTI-V  FM  ANTENNA 

TYPE  NO.  OF  BAYS  POWER  GAIN  PRICE 

1308  8  7.3  $2800 

1304  4  3.7  850 

1302  2  1.6  320 

This  table  shows  you  why  the  new  Andrew  Multi-V  is  your  best  FM  antenna  buy! 
NOW!  Minimize  your  investment  in  equipment.  Get  top  performance 
for  only  half  the  cost.  The  new  Andrew  Multi-V  FM  antenna  is  made 
and  guaranteed  by  the  World's  Largest  Antenna  Equipment  Special- 
ists. It's  another  Andrew  "First." 


FEATURES 

-k  Twice  as  much  power  gain  per  dollar  as  any  other  FM  transmitting  antenna! 

-k  Top  performance,  yet  half  the  cost  of  competitive  antennas. 

k  Side  mounting  construction  permits  installation  on  towers  too  light  to  support  heavier  antennas. 
"k  Circular  radiation  pattern. 

-k  Factory  tuned  to  required  frequency  —  no  further  adjustments  necessary. 


//  will  pay  you  to  use  the  Andrew  Alulti-V  Antenna  on 
your  FM  station.  Write  for  Bulletins  86  and  186  for  com- 
plete details  TODAY. 


Typical  vertical  plane  field  intensity  pattern  of  4  bay  Multi-V  FM  Antenna. 


fiANSMISSION  LINES  FOR  AM-FM-TV  •  ANTENNAS  •  DIREQIONAL  ANTENNA  EQUIPMENT  •  ANTENNA  TUNING  UNITS  -  TOWER  LIGHTING  EQUIPMENT  •  CONSULTING  ENGINEERING  SERVICES 
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AFRA  MEET 


Contracts,  TV  A,  Wages 
Top  Agenda 


Dorothy    Mikita,    WGAR's  head 
receptionist,     amidst     stacks  of 
Polka  Champs  contest  mail. 


POLKA  CHAMPS 

WGAR  Cites  Show  PuH 

AS  a  traffic  builder  and  proof  of 
polka  popularity  in  "Polka  Town" 
— Cleveland — WGAR  there  is  point- 
ing to  its  new  series,  Polka  Champs, 
sponsored  by  Carling's  (beer  and 
ale). 

Beginning  June  20,  on  a  Tuesday 
through  Saturday  basis  in  the  6  :30- 
6:45  p.m.  period,  WGAR  presented 
a  different  polka  band  each  night 
with  a  repeat  performance  on  the 
corresponding  day  of  the  second 
week.  Listeners  were  asked  to  vote 
for  their  favorite  band. 

WGAR  reported  the  first  two- 
week  cycle  drew  12,000  pieces  of 
mail,  the  second  27,000.  The  third 
cycle  began  Aug.  1.  WGAR  also 
pointed  out  that  more  than  70% 
of  the  mail  contained  official  bal- 
lots picked  up  at  Carling's  outlets, 
showing  the  potency  of  Polka 
Chumps  as  a  traffic  builder. 


WMC-FM  Facsimile 

WMC-FM  Memphis  is  requesting 
permission  for  multiplex  facsimile 
tests,  understood  to  be  conducted 
in  cooperation  with  Albert  W. 
Craven's  Weather  Forecast  &  Re- 
search Co.  to  explore  the  feasibility 
of  supplying  weather  information 
to  cotton  planters  via  facsimile. 
National  Cotton  Council  reportedly 
is  watching  the  experiment  closely. 
Equipment  for  the  tests  was  de- 
signed by  Hogan  Labs. 


NEW  NETWORK  contracts,  progress  of  Television  Authority,  possible 
governmental  wage  freeze  and  a  drastically  readjusted  scale  for  talent 
involved  in  production  of  transcriptions  were  expected  to  get  top  billing 
at  the  11th  annual  convention  of  the  American  Federation  of  Radio 
Artists  as   150  delegates  met  in  *  


Chicago  Thursday. 

Although  the  four-day  session  at 
the  Sheraton  Hotel  was  scheduled 
to  get  off  to  a  slow  start  Thursday 
night  with  formal  welcomes  and 
the  reading  of  standing  committee 
reports,  the  convention  promised 
extended  debate  and  discussion  on 
several  matters. 

Almost  all  of  AFRA's  40  locals 
throughout  the  country  have  been 
demanding  action  on  a  revision  of 
the  union's  transcription  code, 
which  was  set  in  1946.  Since  that 
time,  the  situation  in  radio  has 
changed,  claims  one  AFRA  spokes- 
man, because  transcribed  conimer- 
cials  are  now  re-aired  repeatedly 
in  line  with  the  trend  toward  repe- 
tition. The  transcription  code 
affects  actors,  singers,  announcers 
and  sound  effects  men  working  on 
production  of  all  transcribed  radio 
shows. 

TV  Discussion  Set 

Television,  and  the  progress  of 
the  combined-union  Television  Au- 
thority, was  to  have  occupied  the 
entire  convention  Saturday  aftei"- 
noon.  George  Heller,  national  ex- 
ecutive secretary  of  TVA,  agreed 
to  lead  discussion.  Almost  all 
AFRA  locals  are  in  TV  areas,  and 
this  is  the  third  year  TV  has  ap- 
peared on  the  agenda.  AFRA  sends 
10  representatives  to  the  TVA 
board. 

Although  any  discussion  of  the 
possibility  of  governmental  controls 
on  wages  would  be  theoretical,  it 
is  understood  AFRA  executives 
planned  to  adhere  to  a  policy  of 
frozen  profits  and  prices  if  wages 
are  controlled.  Settlement  of  code 
revisions  and  network  negotiations 
would  be  strongly  affected  by  such 
government  action.  One  proposal 
was  expected  to  be  establishment 
of  separate  contracts  for  AFRA 
card-holders  employed  fulltime  at 
the  four  production  centers  in- 
volved in  any  network  contract — 
New  York,  Chicago,  Los  Angeles 


and  San  Francisco. 

Private  problems  of  "smaller 
locals" — those  apart  from  the  four 
major  centers  mentioned  above — 
were  submitted  by  area  representa- 
tives Thursday  night  at  a  closed 
caucus.  Some  of  these  problems 
were  to  have  been  reiterated  at  an 
open  meeting  Friday  morning,  in 
addition  to  a  report  from  the  field 
locals  committee.    This  committee 

CANADA  MEET 

WAB  Sessions  Open  Aug.  30 

PROBLEMS  affecting  all  Canadian 
broadcasters  will  be  discussed  at 
the  three-day  meet  of  the  Western 
Assn.  of  Broadcasters  at  Jasper 
Park  Lodge,  Jasper,  Alta,  Aug.  30- 
Sept.  2  Recommendations  will 
be  made  for  a  new  method  of  elect- 
ing directors  of  the  Canadian  Assn. 
of  Broadcasters,  the  recommenda- 
tions to  be  brought  to  the  CAB  con- 
vention at  Quebec  next  February. 

Under  chairmanship  of  WAB 
President  William  Guild,  CJOC 
Lethbridge,  who  is  also  chairman 
of  the  board  of  CAB,  a  report  will 
be  made  to  the  WAB  on  the  final 
presentation  of  the  CAB  to  the 
Royal  Commission  on  Arts,  Letters 
and  Sciences.  The  report  of  this 
commission  is  expected  early  this 
fall. 

Research  work  being  done  by  the 
Advertising  Research  Bureau  Inc. 
on  the  U.  S.  West  Coast  and  in 
British  Columbia  also  will  be  dealt 
with  and  it  is  hoped  some  sugges- 
tions will  come  from  this  woi'k  to 
apply  to  telephone  coincidental 
surveys  now  made  for  western 
Canadian  broadcasters. 

What  Canadian  broadcasters 
plan  to  do  at  the  NARBA  meeting 
at  Washington  next  month,  and 
what  the  prospects  are  for  tele- 
vision in  western  Canada,  are  two 
more  topics  planned  for  the  agenda. 
Reports  also  will  be  heard  on  rates 
and  frequency  discounts.  CAB  ex- 
ecutives Jim  Allard  and  Pat  Free- 
man will  make  reports. 


Henry  B.  Burgoyne 

HENRY  BARTLETT  BURGOYNE, 
65,  managing  director  of  CKTB  St. 
Catherines,  and  president  and 
managing  director  of  the  daily 
St.  Catherines  Standard,  died  Aug. 
3  at  his  summer  home  at  Bobcay- 
geon,  Ont.  In  newspaper  work 
since  he  was  16  years  of  age,  on 
the  paper  founded  by  his  father, 
he  bought  CKTB  during  the  middle 
of  World  War  II  for  his  son,  Bill 
B.  C.  Burgoyne,  then  with  the 
Canadian  Army  overseas.  A  vet- 
eran of  the  World  War  I,  Mr. 
Burgoyne  is  survived  by  his  widow, 
son,  two  daughters  and  a  sister, 
all  of  St.  Catherines. 


aids  locals  outside  the  four  major 
production  areas. 

Friday  afternoon's  agenda  con- 
centrated on  content  of  AFRA 
codes,  wage  negotiations  and  work- 
ing conditions.  Either  Bud  CoUyer, 
national  president,  or  Virginia 
Payne,  vice  president,  was  expected 
to  conduct  this  session. 

Concluding  event  of  the  meeting 
was  election  of  new  officers,  planned 
for  Sunday  morning.  Retiring  offi- 
cers, who  have  served  one  year, 
are  Mr.  Collyer,  Miss  Payne;  four 
other  vice  presidents,  Knox  Man- 
ning, Bill  Gavin,  Nelson  Case  and 
Evelyn  Freyman;  Nellie  Booth,  re- 
cording secretary,  and  Harry  Von 
Zell,  treasurer. 

It  was  thought  there  might  be 
some  discussion  of  a  constitutional 
amendment  providing  for  two-year 
terms  of  office  and  biannual  con- 
ventions. 


BLACKLISTING 

N.  Y.  AFRA  Dawns  Measure 

NEW  YORK  AFRA  members  de- 
feated by  a  vote  of  475  to  270  a 
resolution  calling  for  action  against 
alleged  "blacklisting"  by  employers, 
a  referendum  by  mail  of  the  entire 
membership  last  week  disclosed. 

Resolution  2,  as  it  was  known, 
was  passed  at  a  special  membership 
meeting  in  New  York  on  June  29, 
and  thereafter  submitted  to  a  refer 
endum. 

The  measure  provided  for  the 
meeting  of  local  board  of  AFRA  in 
New  York  with  representatives 
of  the  Radio  and  TV  Directors 
Guild,  Radio  Writers  Guild  and  of 
other  unions  in  the  industry  for  the 
purpose  of  "initiating  and  imple^ 
menting  action  to  eliminate  the 
practice  of  blacklist."  It  provided 
also  for  a  meeting  of  the  national 
board  of  AFRA,  through  the  New 
York  local  board,  with  advertising 
agencies  and  the  networks  and  for 
publicizing  the  matter. 


STREET  APPOINTED 

Joins  ABC  Hollywood 

ROBERT  A.  STREET,  20-year 
veteran  of  broadcasting,  joins  ABC 
Hollywood  as  radio  and  television 
account  executive. 
Prior  to  leaving 
the  broadcasting 
field  in  1948  for  a 
ranch  in  Arizona, 
Mr.  Street  was 
for  five  years  na 
tional  sales  mana 
ger  of  McClatchy 
Broadcasting  Co 
Before  that  he 
was  commercial 
manager,  WCAU 
Philadelphia. 
Mr.  Street  will 
handle  network  and  national  spot 
sales  for  ABC  radio  and  television 
properties,  in  addition  to  represent- 
ing network  eastern  stations  in 
New  York,  Chicago,  Detroit  and 
Washington,  D.  C.  He  reports 
directly  to  Robert  Laws,  ABC 
Western  Division  sales  manager. 


Mr.  Street 


In    new  post 
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WEBSTER  ELECTRIC 


Lkotape 


Network  Model 
Tape  Recorder 


1 


FOR 
BROADCAST 
STATIONS 


A  complete  tape  recording  system 
of  the  highest  quality 


The  Ekotape  Network  Model  tape  recorder 
has  many  features  that  make  it  popular  with  a 
large  number  of  broadcasting  stations.  First, 
it  is  moderately  priced  and  within  range  of 
many  budgets.  It  is  especially  adapted  to  AM 
stations  which  want  the  114,"  per  second  tape 
speed  for  long  playing  time.  It  is  simple  to 
operate!  A  single  knob  controls  record,  play- 
back, rewind  and  stop.  A  safety  button  inter- 
lock prevents  accidental  erasing.  Fast  forward 
(ten  times  normal)  permits  rapid  cueing  and 
selection  of  a  desired  portion  of  a  program. 

Other  quality  features  are:  overall  signal  to 
noise  ratio,  including  tape,  is  approximately 
40  db  .  .  .  overall  frequency  response  is  within 


plus  and  minus  3  db  from  80  to  6000  cycles  per 
second  .  .  .  large,  magnetically  shielded  motor 
is  used  to  give  1}^"  per  second  tape  speed  . . . 
heavy  balanced  flywheel  and  integral  capstan 
insure  positive  tape  drive  with  a  maximum 
"wow"  of  less  than  0.1%.  But  the  best  way  to 
appreciate  the  outstanding  quality  is  to  have 
the  Ekotape  Network  Model  demonstrated. 
Call  Western  Union  Operator  25  for  the  name 
of  your  nearest  dealer,  or  write  direct. 


WEISTER  ELECTRIC  ^ — 

Lkotape  um-mi^ 


WEBSTER 


ELECTRIC 


Webster  Electric  Company,  Racine,  Wisconsin,  Est.  1909 
'"Where  Quality  is  a  Responsibility  and  Fair  Dealing  an  Obligation" 


Here  is  one  of  the  finest  lightweight 
portable  tape  recorders  on  the  market 
today.  It  is  just  the  unit  for  on-the- 
spot  recordings  or  interviews  where 
portability  and  outstanding  tone 
quality  are  necessary.  Write 
for  full  information  or  call 
your  nearest  dealer. 
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EXECUTIVES  attending  a  recent  NBC  Western  Division 
affiliates  meeting  in  Hollywood  are  (I  to  r):  (seated)  Frank 
Berend,  Henry  Maas,  Helen  Murray  Hall  and  Sidney  N. 
Strotz,  all  NBC  Hollywood;  Carl  E.  Haymond,  KIT  Yakima, 
Wash.;  Harry  Butcher,  KIST  Santa  Barbara,  Calif.; 
(standing)  Lewis  S.  Frost,  NBC  Hollywood;  Ewing  C.  Kelly 
and  John  DuPell,  KCRA  Sacramento,  Calif.;  Gene  De- 
Young,  KERO  Bakersfield,  Calif.;  Bernard  Cooney,  KMED 


Medford,  Ore.;  Hugh  Kees,  KOH  Reno,  Nev.;  Jennings 
Pierce,  NBC  Western  Division  manager  of  station  relations, 
public  affairs,  education  and  guest  relations,  who 
resigned  effective  Aug.  1  to  join  KMED  as  general  man- 
ager [Broadcasting,  July  24];  Paul  Bartlett,  KERO; 
Vernon  Robinson,  KMED;  Oscar  Turner,  NBC  Hollywood; 
Leo  Ricketts,  KOH. 


BAB  MAILERS 


'Series  B'  Is  Completed 

BROADCAST  Advertising  Bureau, 
New  York,  has  issued  "Series  B" 
in  its  direct  mail  project — a  seven 
card  series  of  mailers  designed  for 
local  use  by  stations.  Series  is 
available  to  NAB  members  at  $4 
per  hundred  or  700  for  $28. 

The  seven  cards  illustrate  basic 
points  about  radio  as  an  advertis- 
ing media:  (1)  you  can  time  your 
messages  best  on  radio:  (2)  radio 
permits  effective  repetition:  (3) 
radio's  spoken  word  has  specific 
advantages;  (4)  radio  lets  you 
speak  for  yourself;  (5)  six  es- 
sential radio  advantages;  (6)  radio 
is  fast,  meets  today's  changing 
needs;  (7)  radio  reaches  the  most 
people,  listeners  are  receptive  and 
responsive.  Cards  are  humor- 
ously written  and  illustrated,  using 
historical  characters  as  copy  ma- 
terial. 


'SEOUL  CITY  SUE' 

Copies  Tokyo  Rose 

PROPAGANDA  broadcasts  by  an 
English-speaking  woman,  whose  at- 
tempts to  undermine  American  sol- 
dier morale  have  won  her  the  nick- 
name "Seoul  City  Sue,"  are  being 
aired  by  the  Red  Koreans  from 
Seoul,  Communist-dominated  cap- 
ital of  South  Korea. 

The  Seoul  propagandist,  whose 
identity  could  not  be  learned, 
scored  U.  S.  Air  Force  personnel 
for  "promiscuous  bombing  of 
schools  and  strafing  of  farmers" 
and  urged  them  to  "return  to  your 
corner  ice  cream  stores  in  the 
states."  Army  spokesmen  felt  the 
woman  broadcaster,  who  speaks 
with  a  slight  accent,  may  be  an 
"American  missionary  broadcasting 
at  the  point  of  a  pistol"  in  the  Red 
Korean-held  city. 

The  programs  are  patterned  in 
format  after  those  broadcast  during 


World  War  II  by  "Tokyo  Rose," 
one  of  six  English-speaking  Jap- 
anese women  who  operated  over 
Radio  Tokyo  between  1943  and 
1945.  She  was  convicted  of  trea- 
son last  fall  in  San  Francisco  and 
given  a  10-year  prison  sentence  as 
well  as  $10,000  fine.  The  woman 
broadcaster,  Iva  Toguri  D'Aquino, 
subsequently  was  released  on  bail 
pending  appeal. 


THE  OLD  SEA-HORSE  SAYS: 


RADIO  CLINIC 

To  Highlight  FPRA  Meet 

RADIO  clinic,  featuring  a  radio 
versus  television  discussion  under 
the  title,  "Radio,  Worthwhile  or 
Outmoded?",  will  be  a  highlight  of 
the  35th  annual  convention  of  the 
Financial  Public  Relations  Assn. 
at  Hotel  Statler,  Boston,  Sept. 
18-21. 

The  discussion  will  be  between 
H.  J.  Wills,  assistant  vice  presi- 
dent. Central  National  Bank, 
Cleveland,  and  Louis  W.  Munro, 
vice  president,  Doremus  &  Co., 
New  York.  Mr.  Munro  will  take 
the  position  that  radio  as  an  ad- 
vertising medium  is  doomed  and 
will  soon  disappear.  Mr.  Wills  will 
contend  that  it  will  be  a  long  time 
before  radio  will  have  outlived  its 
usefulness. 


WVMI 


BILOXI 
MISSISSIPPI 

Serving  the  Entire  Mississippi  Gulf  Coast 


1000  WATTS 


570  KILOCYCLES 


WCFM  Recordings 

MANUFACTURE  of  long-playing 
classical  records,  of  works  which 
heretofore  have  not  been  recorded, 
has  been  announced  by  WCFM 
(FM)  Washington.  The  coopera- 
tively-owned FM  outlet  lists  as 
the  first  of  its  releases  Charles 
Ives'  Symphony  Number  3,  sched- 
uled for  September.  Station  also 
announced  plans  to  produce  three 
long-playing  records  by  the  end  of 
the  year. 


RECORDINGS  SET 

For  Solons'  Home  Use 

SPECIAL  series  of  recorded  in- 
serts by  top  government  officials 
for  public  service  use  by  members 
of  Congress  in  their  broadcasts 
to  home  area  constituents  has  been 
initiated  on  a  large  scale  by  the 
radio  department  of  the  Labor 
League  for  Political  Education, 
affiliated  vdth  the  American  Fed- 
eration of  Labor. 

In  a  letter  to  members  of  Con- 
gress, the  league  said  it  had 
launched  the  series  in  view  of  the 
"public  attention  now  focused  on 
the  Korean  crisis  and  the  domestic 
implications  of  this  crisis,"  and  as 
a  public  service  feature  for  both 
Congress  and  local  radio  stations. 

League  spokesmen  said  that  be- 
tween 50  and  75  Senators  and 
Representatives  already  have  taken 
advantage  of  the  service,  which 
consists  of  recorded  testimony  of 
key  officials  before  Congressional 
committees.  The  inserts  are  cut 
into  members'  records  at  the 
Capitol  Hill  Joint  Recording  Fa- 
cility. They  are  taken  from  re- 
cordings actually  made  before  com- 
mittees or  at  sound  studios  upon 
request  of  a  member. 

Spokesmen  also  stressed  that  the 
inserts  are  made  available  with- 
out cost  to  all  members  desiring 
them,  subject  to  approval  by 
George  Keenan,  league  director, 
and  are  free  of  "any  pro-labor  or 
political  connotations." 

The  service  reportedly  was 
launched  after  requests  from  such 
solons  as  Sens.  Scott  Lucas  (D- 
111.),  William  Benton  (D-Conn.) 
and  Francis  Myers  (D-Pa.),  as 
well  as  Reps.  Stephen  Y'oung  (D- 
Ohio),  Andrew  Biemiller  (D-Wis.) 
and  Richard  Boiling  (D-Mo.). 

Series  thus  far  used  include 
statements  by  Warren  Austin,  U. 
S.  delegate  to  the  UN,  on  Gen. 
Douglas  MacArthur's  first  report 
to  UN;  Sen.  Myers,  and  Sen.  Lucas. 
Others  recently  prepared  or  in 
preparation  comprise  statements 
by  Treasury  Secretary  John 
Snyder  (on  taxes),  Bernard  Baruch, 
Selective  Service  Director  Lewis  B. 
Hershey  (on  the  draft).  Secretary 
of  Agriculture  Charles  Brannan 
(on  hoarding),  NSRB  Chairman 
W.  Stuart  Symington,  and  Com- 
merce Secretary  Charles  Saywer. 

Spokesmen  also  praised  radio 
stations  throughout  Illinois,  Penn- 
sylvania, Connecticut,  California 
and  other  states  for  airing  the 
public  service  recordings.  Platters 
consist  of  opening  and  closing  re- 
marks by  members  of  Congress, 
with  officials'  statements  inserted 
between.  Over  56  stations  in  Ill- 
inois and  50  in  Pennsylvania  have 
used  the  series,  it  was  reported. 
Sen.  Benton  has  launched  a  similar 
series  of  daily  reports  for  use  by 
over  20  stations  throughout  Con- 
necticut. 

It  also  was  revealed  that  over 
80  U.  S.  stations  currently  carry 
Labor  League  transcribed  shows. 
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NOIV— by  transcription. 

this  Sensational  New  Quarter-Hour  Series! 


THE  ALL  NEW 


The  Equal  of  Top-Rating  Network 
Shows  . . .  for  Less  than  the  Cost  of 
Local  Talent! 

The  inimitable  Beatrice  Kay. ..plus  ex-Glenn  Miller- 
Claude  Thornhill- vocalist  Artie  Malvin . . .  music  by  the 
Kay  Jammers . . .  large  male  chorus . . .  guest  stars !  Humor, 
variety,  human  interest . . .  beloved  oldies  and  sparkling 
new  melodies ...  a  timely  answer  to  America's  latest 
touch  of  nostalgia!  MC-ed  brilliantly  by  Bea,  herself — 
never  more  entertaining — seldom  more  heart-warming! 

A  fast-moving  well-knit  show  offering  local,  regional 
and  national  advertisers — by  transcription — the  pres- 
tige, listener  loyalty  and  merchandising  opportunities  ''^^ 
of  the  finest  network  programs.  156  quarter-hour 
programs.  Complete  promotion  kit.  Tested  kick- 
off  promotion  gimmick.  Write,  wire  or  phone  for 
full  audition  presentation. 

*Compe/es  with  the  best...outrates  the  rest!" 


RICHARD  H.  ULLMAN,  Inc 


Phone  CLeveland  2066 


295  Delaware  Avenue 
Buffalo  2,  New  York 
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THE  LATEST  WCKY  STORY 


Dear  Time  Buyer: 

Bere  is  a  stary  ta  remember^  if  you  want  ta  get  tHe 
wnast  tar  yaur  money  in  Cincinnati: 

WVCKY^s  undupticated  independent  programming 
has  more  audience  in  Cincinnati  than  3  of  the  network 
stations  and  is  exceeded  hy  only  one  station.* 


Share  of  Audience 

8  AM  to  8  PM  Monday  thru  Friday 

NETSTA          NETSTA          NET  STA 

NET  STA 

WCKY 

A                    B  C 

D 

19.8 

16.8**            19.2  20.3 

17.1 

(      -  Includes  Baseball 

*    -  Pulse  May  June  1950) 

WCKy  IS  ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY  SEVEN  DAYS  A  WEEK 


INVEST  YOUR  AD  DOLLAR  WCKY'S-LY 


IN  CINCINNATI  - 

YOUR  BEST  BUY 

IS  WCKY 

SCMIIIER  ANU  WINTER,  WCKY'S  CNDUPLICATED  INDE- 
PEBfDEXT  PROGRAMS  PULL  THE  AUDIEl^CE  -  - 

AI¥D 

WCKY'S  50,000  WATTS  OF  POWER  GIVES  YOIJ  A  LARGE 
RONrS  COVERAGE  OCTSIDE  CINCINNATI  AT  NO  EXTRA  COST. 


Call  Collect  Thomas  A.  Welstead 

Eastern  Sales  Manager 
53  E.  51st  St.,  New  York  City 
Phone:  Eldorado  5-1127 
TWX:  NY  1-1688 
or 

C.  H.  "Top"  Topmiller 
Cincinnati 
Phone:  Cherry  6565 

TWX:  Ci  281  CINCINNATI 


WCKY 


FIFTY    THOUSAND    WATTS    OF    SELLING  POWER 


editorial 


ni?r 


Ears  of  America 

THIS  YEAR  the  text  books  of  the  nation  will 
be  revised.  The  base  will  be  the  U.  S.  popula- 
tion census — first  in  a  decade.  The  statistics 
will  show  that  from  a  nation  of  131  million 
in  1940,  the  U.  S.  A.  now  has  a  population 
exceeding  150  million.  They  will  show  that  the 
number  of  families  has  reached  41  million  and 
that  there  have  been  shifts  in  population  of  a 
gradual  rather  than  a  sweeping  degree. 

Distilled  from  this  census  data  are  facts  and 
figures  which  make  un  an  integral  part  of  the 
1950  Broadcasting- T'e/ccas^u^.(7  Marketbook, 
distributed  as  Part  II  of  the  current  issue  of 
this  journal.  Many  of  the  figures  are  being 
published  for  the  first  time,  thanks  to  the 
excellent  cooperation  of  Census  Bureau  Direc- 
tor Roy  V.  Peel  and  his  efficient  staff. 

It  comes  as  no  surprise  that  radio  "popula- 
tion" more  than  kept  pace  with  the  increase 
in  families.  More  than  95%  of  the  homes  of 
America  have  at  least  one  radio  receiver.  A 
home  without  a  radio  is  more  of  a  rarity  than 
a  home  without  inside  plumbing. 

A  decade  ago  there  were  28,500,000  radio 
homes.  Today  there  are  nearly  40  million — a 
pace  that  almost  doubled  the  increase  in  popu- 
lation. From  other  studies  we  know  that  10 
years  ago  they  used  to  listen  3%  hours  a  day; 
now  it  exceeds  4  hours  and  44  minutes  as  a 
national  average. 

The  full  facts  to  be  derived  from  the  census 
won't  be  known  until  next  year.  Enough  is 
known,  however,  to  prove  beyond  a  shadow  of 
statistical  doubt  that  radio  is  the  universal 
medium.  The  rich  and  the  poor,  the  educated 
and  the  illiterate,  the  young  and  the  old,  regard 
radio  as  indispensable  as  the  food  they  eat 
and  the  clothes  they  wear. 

The  ears  of  America  are  attuned  to  radio. 


ANAchronism 

OF  MORE  than  cursory  interest  is  the  move — 
coordinated  or  happenstance — of  top  consumer 
publications  toward  rate  increases.  These  may 
be  based  partially  on  circulation  increases. 
The  real  incentive  is  increased  overhead. 
Newspapers  talk  in  the  same  vein.  For  sev- 
eral years  the  trend  has  been  upward  or 
toward  consolidations. 

Radio,  which  isn't  immune  from  stepped  up 
overhead,  finds  itself  in  the  extraordinary  po- 
sition of  staving  off  a  unified  thrust  by  the 
Assn.  of  National  Advertisers  for  rate  reduc- 
tions. ANA  bases  its  claims  on  rating  declines 
in  TV  markets  in  making  its  unprecedented 
pitch  for  what  amounts  to  price-fixing.  We 
can  recall  no  instance  in  which  advertisers 
have  banded  together  to  fix  prices  on  news- 
papers, magazines,  billboards  or  even  direct- 
by-mail.  In  a  competitive  economy  the  seller 
fixes  his  price  and  the  customer  buys  or  not 
as  he  pleases. 

The  ANA  approach  is  unique  in  other  par- 
ticulars. It  uses  "cost  per  thousand"  along 
with  ratings  to  reach  its  ends.  These  artificial 
devices  are  not  used  in  the  publication  field. 
It's  circulation  alone.  Radio's  "circulation"  is 
at  an  all  time  high — virtual  saturation  of  the 
homes  of  America. 

Still  of  more  than  cursory  interest  is  the 
round-robin  of  the  Grocery  Mfrs.  of  America 
Inc.,  soliciting  the  cooperation  of  stations  to 


help  abate  scare  buying — cooperation  which 
radio  always  has  gladly  provided.  The  letter 
from  President  Paul  S.  Willis  appeals  to  sta- 
tions because  of  their  "great  influence"  and 
because  of  the  "confidence  listeners  have  in 
you." 

Radio  readily  admits  that.  More  than  that, 
it  points  to  a  record  of  cooperation  in  every 
emergency  since  radio's  advent  30  years  ago. 
It  points  to  greater  "circulation"  than  all  of 
the  printed  media  combined — media  that  are 
now  asking  increased  rates. 

For  the  record,  some  of  the  companies  rep- 
resented in  the  Grocery  Mfrs.  of  America  Inc., 
include  General  Foods,  Procter  &  Gamble, 
Kraft  Foods,  Coca-Cola,  Pillsbury  Mills,  Gen- 
eral Mills,  Kellogg,  Swift,  Pepsi-Cola,  Heinz, 
Best  Foods,  Libby,  McNeill  &  Libby,  National 
Biscuit,  Babbitt,  Stokely-Van  Camp.  Or,  for 
the  full  list,  just  check  food  product  people 
on  ANA's  roster.  The  memberships  are  prac- 
tically interchangeable. 

We're  impressed  particularly  because  of  the 
Grocery  Mfrs.  obeisance  to  radio's  "great  in- 
fluence" and  "confidence  of  listeners"  and  the- 
diametrically  opposite  inference  which  must 
be  drawn  from  ANA's  contention  that  TV's 
inroads  should  bring  radio  rate  reductions. 

Or  could  it  be  that  ANA  believes  it  is  more 
blessed  to  give  than  to  receive  ? 


-  our  respects  to: 


BAB  Inc. 

ALERTED  by  recent  events  which  could  tor- 
pedo the  economic  integrity  of  radio,  the 
NAB  board  of  directors  last  week  voted 
unanimously  to  cut  the  Gordian  knot  that 
has  kept  the  Broadcast  Advertising  Bureau 
in  the  pouch  of  the  NAB.  By  April  1951 
the  BAB  (or  an  organization  with  a  new  name) 
will  be  an  independent  corporate  entity,  to 
sell  radio  at  all  levels  against  the  competitive 
field. 

The  quest  is  for  a  big  radio  name — Niles 
Trammell  is  mentioned — to  get  the  BAB 
ball  rolling.  Instead  of  the  $200,000  budget 
now  ear-marked,  the  goal  is  a  minimum 
annual  operating  budget  of  $1  million.  This 
would  be  derived  not  only  from  stations,  but 
from  all  segments  of  radio  (and  later  of  TV). 
To  that  extent,  the  plan  envisages  a  variation 
of  the  "Fusion  Now"  precept  we  have  advo- 
cated wherein  all  elements  in  the  mass  radio 
arts,  whether  broadcast  or  manufacturing, 
sales  or  programming,  would  unite  under  a 
policy  "Congress"  or  "Council." 

We  applaud  the  board's  action.  It  is  a 
strong,  affirmative  move.  It  was  unanimous. 
Bob  Swezey's  committee  did  its  job  well. 

The  big  task  lies  ahead.  Most  of  the  mis- 
sionary work  was  done  ably  by  Maurice  Mit- 
chell. Now  it's  a  task  of  picking  the  right 
head  man  and  the  right  organization.  It  is  a 
task  of  raising  the  money,  and  of  healing  the 
hurts  that  caused  some  networks  and  stations 
to  drop  out  of  NAB. 

BAB,  or  its  successor,  must  have  the  man- 
power and  the  means  to  parry  the  thrusts  of 
the  competitive  media.  The  newspapers'  Bu- 
reau of  Advertising  has  a  current  budget  of 
$1,120,000.  The  magazines  have  spent  at  least 
that  much.  They  have  done  effective  jobs 
(witness  there's  no  Assn.  of  National  Adver- 
tisers on  their  tails  for  rate  reductions).  We 
wonder  who  in  radio  can  remember  the  name 
of  a  single  executive  of  either  the  newspaper 
or  magazine  business-getting  associations? 

A  strong  man  is  needed  to  get  the  new  BAB 
afloat  and  that  means  getting  the  money.  After 
that,  it  is  not  a  job  of  drum-beating,  but  of 
solid  presentation  and  peddling.  The  facts  are 
there,  crying  to  be  told. 

Radio  cannot  afford  to  offer  too  little  too  late. 


WALTER  ALBERT  BUCK 

WALTER  ALBERT  BUCK  began  his 
"second  career"  when  he  joined  the 
Radio  Corp.  of  America  after  his  retire- 
ment from  the  Navy  in  March  1948.  At  that 
time  he  was  named  president  of  Radiomarine 
Corp.  of  America,  a  service  of  RCA.  He  was 
transferred  to  the  RCA  Victor  Division  in 
January  1949,  as  operating  vice  president,  the 
position  he  held  before  his  recent  appointment 
as  vice  president  and  general  manager  of  the 
RCA  Victor  Division. 

There  is  a  natural  temptation  to  use  nautical 
terminology  when  referring  to  Walter  Buck, 
for  his  "first  career"  was  with  the  U.  S.  Navy, 
where  he  performed  30  years  of  distinguished 
service,  retiring  as  a  rear  admiral.  However 
no  ship's  lantern  or  bosun's  pipe  adorns  his 
office  at  the  Camden  headquarters,  hard  by  the 
Delaware  river.  Admiral  Buck  is  proud  of  the 
rank  he  earned  and  even  prouder  of  the  U.  S. 
(Continued  on  page  62-A) 
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By  AWFREY  QUINCY 

NOW  they're  emphasizing  the  "homing"  quali- 
ties of  radio  signals.  It's  not  the  first  time 
that  broadcasters  have  been  regarded  as 
pigeons. 

Because  "weighting"  has  always  been  a  fa- 
vored technique  with  the  pollsters,  it  occurs 
to  us  that  the  current  vogue  of  "rating" 
sweepstakes  should  have  an  official  handicap- 
per.  A  little  guy  like  "Hoop"  might  be  giving 
away  lots  of  pounds  and  inches  to  an  outfit 
like  Videodex  or  Sindlinger.  But  regardless 
of  weight  or  reach,  we  think  a  better  plan  is 
to  strip  them  all  down  to  the  buff,  give  each, 
a  pair  of  waterwings  and  let  'em  sink  or 
swim,  preferably  in  the  San  Francisco  Bay. 

Apart  from  its  wartime  functions,  the  Broad- 
caster's Defense  Council  is  a  pleasing  euphe- 
mism. According  to  the  great  generals  and 
winning  football  coaches,  the  best  defense  is 
a  strong  offense.  Somehow  or  other,  to  us, 
that  spells  F-U-S-I-O-N. 

College  education  by  television  is  bound  to 
spread  and  one  of  the  inevitable  consequences 
is  that  many  a  viewer  will  receive  degrees 
from  more  than  one  institution  of  higher 
learning.  When  the  traditional  game  comes 
around,  in  order  to  show  proper  loyalty,  the 
(Continued  on  page  62-D) 
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'Daify  Triple': 


Delivers  a  Night  Time  audience  of 
97lfi20  Different  people  weekly! 

The  "DAILY  TRIPLE"  provides,  in  a  single  unit  pur- 
chase, participation  in  WOV's  1280  CLUB,  PRAIRIE 
STARS  and  RAMBLE  IN  ERIN  PROGRAMS  — one 
broadcast  in  each  program  daily  ...  a  total  unduplicated 
audience  of  971,520  PEOPLE  at  a  cost  of  only  27  CENTS 
PER  THOUSAND  people  reached. 

In  New  York  the  big  swing  is  to  the  independents,  and 
WOV's  nighttime  audience  is  up  39%.*  The  WOV 
"DAILY  TRIPLE"  is  your  best  bet  for  sales  impact, 
market  coverage  and  an  unbeatable  unit  rate. 


•Source:  The  Pulse,  Inc. 


IN  NEW  YORK  AT  NIGHT...  ._.-npuivrMT<M 

-ruE  INDEPENDENTS! 

'^^filG  SWINGES 


THIS  IS 
THE 

''Pttity  Triple'' 

Each  program  reaching  a 
large,  distinctive  and  different 
audience. 

1  280CLUB -with  Bill 
Williams.  1  '/z  hours  of  fun  and 
music  with  America's  best 
bands  to  entertain  you. 

^  PRAIRIE  STARS  with 
Rosalie  Allen  —  Unchallenged 
queen  of  American  Folk,  West- 
ern,  and  Mountain  Music. 
Elected  America's  No.  1  femi- 
nine disk  jockey  for  1  950  — 
Western  Life  Poll. 

^  A  RAMBLE  IN  ERIN  with 
Pat  Stanton  —  Authentic  Irish 
music  and  folk  songs,  with 
celebrities  and  guest  stars. 


Rome  Studios:  Via  del  Bufalo  126 

National  Representative       John  E.  Pearson  Co. 
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ROBERT  L.  KENNETT  to  general  manager  Yankee  Network  0  &  0 
stations  in  Connecticut   (WONS  Hartford,  WICC  (Bridgeport). 
RALPH  H.  KLEIN,  program  director  WONS,  to  station  supervisor. 
CHARLES  PARKER,  sales  manager  WICC,  to  station  supervisor. 

PHIL  BECK  to  WCSI  (FM)  Columbus,  Ind.,  sales  staff. 

TED  W.  AUSTIN,  WFMY-FM-TV  Greensboro,  N.C.,  program  director, 
to  WOSC  Fulton,  N.Y.,  as  general  manager.  WOSC  withdraws  from 
Oswego  County  Network  to  operate  independently. 

DUDLEY  TICHENOR,  WKBW  Buffalo  in  national  sales,  to  KANS 
Wichita  as  commercial  manager.  Was  manager  WNAO  Raleigh. 

J.  HARRY  CALLAWAY  to  WSGN-AM-FM  Birmingham,  Ala.,  as  man- 
ager general  sales.  Replaces  JULIAN  FLINT,  resigned.  Mr.  Callaway 
was  with  WHAS  Louisville  as  administrative  assistant  to  president, 
and  general  sales  manager  WBEX  Chillicothe,  Ohio. 

CLARENCE  (Bud)  RISER  to  head  cofnmercial  department  Southern 
Virginia  Regional  stations. 

GEORGE  FIRESTONE,  advertising  and  sales  promotion  staff  NBC  Chi- 
cago, to  WMAQ  Chicago  sales,  replacing  JACK  SCHNEIDER,  resigned 
to  join  Radio  Sales,  Radio  and  Television  Stations  Representative,  CBS, 
TV  division. 

WALT  LAKE,  graduate  Pasadena  Institute  for  Radio,  Pasadena,  Calif., 
to  KWEI  Weiser,  Idaho,  as  commercial  manager  and  announcer. 

RUDOLPH  R.  PICARELLI,  special  agent  Prudential  Insurance  Co., 
L.A.,  to  KTTV(TV)  Los  Angeles  as  sales  service  coordinator.  He  suc- 
ceeds JOHN  ROVICK,  returning  to  station  program  department. 

ROSS  MERRITT,  writer-producer  ABC  Chicago,  to  WBBM  Chicago 
Aug.  21  as  sales  service  manager.  Was  sales  promotion  manager  Radio 
Time  Inc.  He  replaces  SAM  MAXWELL  who  goes  to  local  sales  as 
account  executive. 

PHILIP  SCHLOEDER  Jr.  to  assistant  treasurer  Avery-Knodel  Inc., 
station  representative,  N.Y. 


FIRST  in 

the  QUAD  CITIES 


In  Davenport,  Rock  Island,  Moline  and  East  Moline 
is  the  richest  concentration  of  diversified  industry  be- 
tween Chicago,  Minneapolis,  St.  Louis  and  Omaha.  The  Quad 
Cities  are  the  trading  center  for  a  prosperous  two-state  agricultural 
area.  Retail  sales,  total  buying  and  per  capita  income  rate  higher 
than  the  national  average,  according  to  Sales  Management. 


WOC-AM 


5,000  W. 
1420  Kc. 


WOC-FM, 


47  Kw. 
03.7  Me. 


woe  delivers  this  rich  market  to  NBC  Network,  national  spot 
and  local  advertisers  .  .  .  with  70  to  100%  BMB  penetration  in  the 
two-county  Quad  City  area  ...  10  to  100%  in  adjacent  counties. 

ffVV"l  V  22.9  Kw.  Video  •  12.5  Kw.  Audio 

On  the  Quad  Cities'  first  TV  station  NBC  Network  (non-inter- 
connected), local  and  film  programs  reach  over  14,000  Quad 
Cities'  sets  .  .  .  hundreds  more  in  a  75  air-mile  radius. 

Basic  N  B  C  Affiliate 
Col.  B.  J.  Palmer,  President 
Ernest  Sanders,  General  Manager 


DAVENPORT,  IOWA 

FREE  &  PETERS,  Inc. 

Exclusive  National  Representatives 


front  office 


PRENTICE  WHITE,  auditor  and  controller,  Berg-Allenberg  talent 
agency,  to  CBS  Hollywood  as  administrative  assistant. 

SCHEPP-REIMER  Co.,  N.  Y.,  appointed  national  sales  representative 
for  WTCH  Shawano,  Wis. 

F.  C.  SITTER  to  local  sales  staff  WISN  Milwaukee. 

KLOK  San  Jose,  Calif.,  and  WGTC  Greenville,  N.C.,  appoint  John  E. 
Pearson  Co.,  New  York,  to  represent  them.  KLOK's  Pacific  Coast  rep- 
resentative is  Gene  Grant  &  Co. 

HARRY  PATTERSON,  commercial  manager  KFVD  Los  Angeles,  to 
KLAC  Hollywood,  Sept.  1,  in  same  capacity.  MAURY  GRESHAM, 
KLAC  commercial  manager,  shifts  to  KLAC-TV  sales. 

DEVNEY  &  CO.,  national  station  representative,  announces  removal  to 
new  offices  at  535  Fifth  Ave.,  N.Y,  New  phone:  MUrray-Hill  7-5365. 

HAROLD  G.  ROBATOR,  special  features  man  WSPR  Springfield,  Mass. 
to  station  manager  WREB  Holyoke,  Mass. 

WHLI  Hempstead,  N.Y.,  increases  rates  10%  eff'ective  Nov.  1.  Current 
advertisers  are  protected  until  expiration  of  contracts,  with  new  rates 
applying  to  all  buying  time  on  or  after  Nov.  1. 

JAMES  C.  FLETCHER,  sales  staff  KFAR  Fairbanks,  Alaska,  to  east- 
ern sales  manager  Midnight  Sun  Broadcasting  Co.  (KFAR,  KENI 
Anchorage).  He  will  open  offices  for  KFAR  and  KENI  in  N.  Y.  late 
this  month. 

NORMAN  R.  PROUTY,  ABC,  to  WFIL  Philadelphia  as  radio  sales 
manager.  Was  with  Benton  &  Bowles,  Katz  Agency  and  Edward  Petry 
&  Co. 

JOHN  F.  CONBOYE,  territorial  representative  Kraft  Food  Products,  to 
WDVA  Danville,  Va.,  as  sales  representative. 

WERD  Atlanta,  Ga.,  appoints  Interstate  United  Newspapers  Inc.  as 
national  representative. 

MALCOLM  KENNEDY  to  sales  staff  WIBG  Philadelphia.  Was  with 
WIP  same  city  and  WKDN  Camden,  N.J. 

ROBERT  BLUM,  KMPC  Hollywood,  to  KEEN  San  Jose,  Calif.,  as  sales, 
manager. 

AL  BIORGE,  sales  manager  KGEM  Boise,  Idaho,  to  account  executive 
KSL-AM-TV  Salt  Lake  City. 

STEPHEN  A.  CISLER,  vice  president  Radio  Kentucky  Inc.  (WKYW 
Louisville),  owner  and  officer  WXLW  Indianapolis,  WXGI  Richmond, 
Va.,  and  WWSO  Springfield,  Ohio,  to  active  service  as  Capt.  "in  U.  S. 


"/ou  Cm  C/9U  fOUn  SHOTS 

OM  THE 


To  cover  the  rich  dairyland 
markets  of  Wisconsin;  the  in 
dustrial  centers  of  Northern  Min- 
nesota .  .  .  use  the  Arrowhead  Net- 
work. You're  interested  in  sales — and 
that's  what  we  deliver! 


WEAU 

eaucixrE 


WI5C 


Represented  nationally  by  RA-TEL  Raps.,  Inc.  and  ragionally  by 

BULMER-JOHNSON,  Inc.  Mpls. 
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jvlarine  Corps  Reserve.  He  is  commanding  officer  of  communications 
ijection  Company  D,  16th  Infantry  Battalion,  Louisville,  and  reports  to 
'bamp  Pendleton,  Calif.,  Aug.  22. 


ROGER  W.  CLIPP,  general  manager  WFIL-AM-TV  Philadelphia,  ap- 
Dointed  radio-TV  representative  Philadelphia  Defense  Board,  as  member 
bf  communication  section.  .  .  .  PATRICIA  CUNNINGHAM,  secretary 
\o  E.  R.  VADEBONCOEUR,  vice  president  WSYR-AM-TV  Syracuse, 
jN.  Y.,  and  Fred  L.  Percival  were  married  July  29. 

PENE  TIBBETT,  manager  WLOX  Biloxi,  Miss.,  elected  vice  commander 
bf  American  Legion  for  Mississippi.  Also  elected  Southern  Comman- 
der of  Past  Commanders  Club.  .  .  .  HAROLD  C. 
BURKE,  general  manager  WBAL  Baltimore,  spoke  on 
"Telling  Your  Story  by  Radio"  to  Maryland  and  Dis- 
trict of  Columbia  Oil  Industry  Information  Commit- 
tees July  24.  .  .  .  J.  R.  POPPELE,  vice  president  in 
charge  of  engineering  WOR  Nevs^  York,  appointed 
chairman  communications  committee  New  Jersey  tech- 
nical advisory  committee  for  civil  defense. 


Mr.  Tibbett 


¥RAHK  E.  HURT 

KFXD  Owner  Killed 

FRANK  E.  HURT,  60,  co-owner, 
president  and  general  manager  of 
KFXD  Nampa,  Idaho,  was  killed 
Aug.  3  when  his  car  left  the 
highway  and 
plunged  down  an 
embankment  near 
Horseshoe  Bend, 
Idaho.  Police  said 
he  sustained  a 
skull  fracture  and 
internal  injuries. 

A  native  of  Ma- 
con County,  Mo., 
Mr.  Hurt  went  to 
Mr  Hurt  Idaho  in  1900.  In 
1928  he  founded 
KFXD  in  Shoshone,  moving  the 
MBS  outlet  to  its  Nampa  location 
in  1930.  He  was  a  charter  member 
of  NAB  and  of  the  Radio  Pioneers. 

He  leaves  his  widow,  Blanche;  a 
son,  Edward,  co-owner  of  KFXD; 
two  brothers  and  two  sisters. 


FRANK  DeROSA,  salesman  WMAQ  Chicago,  father 
of  girl,  Susan  Dale,  July  29.  .  .  .  ROBERT  J.  Mc- 

ANDREWS,  managing  director   Southern  California   

Broadcasters  Assn.,  to  give  presentation  of  "The  1950     ^    n        •       n  •  • 

IProfile  of  Southern  Calif.  Radio"  today  (Mon.)  before  Santa  Barbara     ColleCtlVe  Dargaining 
(Calif.)  Advertising  and  Sales  Club.  .  .  .  JOHN  MOWBRAY,  KSMO 
..San  Mateo,  Calif.,  salesman,  father  of  boy. 


JERRY  BARTELL,  president  WOKY  Milwaukee  and  conductor  Play- 

itime  for  Children  show,  cuts  disc,  "The  Men  Who  Come  to  Our  House," 
ifor  Young  People's  Records,  N.Y.  .  .  .  TOM  GARTEN,  commercial  man- 
ifager  WSAZ  Huntington,  W.  Va.,  father  of  boy,  Joseph  Albert,  July  29. 

.  .  .  E.  J.  DEVNEY,  Devney  &  Co.,  N.Y.,  station  representative,  father 

of  boy,  Brian  Edward,  Aug.  1. 

''EUGENE  D.  HILL,  manager  WORZ  Orlando,  Fla.,  elected  chairman 
'Orange  County  Chapter  National  Foundation  of  Infantile  Paralysis.  .  .  . 
I  i  NORM  AN  S.  McGEE,  vice  president  in  charge  of  sales  WQXR  New  York, 
^  and  EILEEN  M.  MAYONE,  WJLB  Detroit,  were  married  July  28.  .  .  . 
:GIL  BERRY,  midwest  sales  manager  DuMont  TV  network,  father  of 
!boy,  Charles  Stuart,  Aug.  1. 


MANAGEMENT  at  WNMP  Evans- 
ton  and  WKRS  Waukegan,  111., 
have  been  notified  by  the  Inter- 
national Brotherhood  of  Electrical 
Workers  (IBEW)  that  technicians 
and  engineers  at  the  stations  have 
authorized  the  union  to  represent 
them  in  collective  bargaining.  Men 
affected  by  the  action  include  four 
at  WKRS  and  three  at  WNMP, 
both  non-union  shops.  Negotiations 
between  union  and  management 
representatives  are  expected 
shortly. 


All  Accounts 

(Continued  from  page  9) 
bedian,  aids  Ted  with  a  good  slice 
of  the  radio  production  detail  to 
leave  him  free  for  increasing  TV 
work. 

Ted  stands  on  the  doorstep  of 
big  things  to  come.  The  Dowd 
agency  has  expanded.  It  has  pur- 
chased the  old  Blaker  agency  and 
has  combined  with  the  Redfield, 
Johnstone  Agency  becoming  Dowd, 
Redfield  &  Johnstone  in  New  York 
but  for  the  time  being,  retaining 
the  John  C.  Dowd  Inc.  title  in  Bos- 
ton. 

Cites  Ambitions 
Whatever  Ted's  position  in  the 
new  agency,  he  has  but  one  thing 
in  mind:  "My  ambitions  are  pure- 
ly and  simply  to  constantly  strive 
to  bring  new  and  original  enter- 
tainment to  the  television  audi- 
ence" while  continuing  to  main- 
tain a  high  standard  in  radio  pro- 
duction. 

When  Ted  gets  a  chance  he  takes 
part  in  his  favorite  hobby — sail- 
ing. Ted  and  his  wife  find  their 
primary  interest  in  their  nine- 
month-old  son. 


NEW  edition  Headliners  for  Ham*, 
refere^ice  folder  containing  latest 
technical  data  on  30  RCA  "Ham" 
Preference  Tube  Types  for  radio  ama- 
teur, announced  by  RCA  Tube  Dept. 
Information  on  new  tube  types  and 
socket  connection  diagrams  included. 
Available  from  RCA  tube  distributors. 


WORLD  JINGLES 


Extensive  Sales  Announced 

f  WORLD  Broadcasting  System  Inc., 
last  week  announced  sales  of  com- 
I  mercial  jingles  as  follows : 

^  Bread  jingles:  To  Heimbach  Bakery, 
over  WKAP  Allentown,  Pa.;  to  Doyle's 
Bakery,   over  CKWS  Kingston.  Ont.; 

f  to  McIUraith's  Bakery,  over  CFOS  Owen 

!  Sound,  Ont. 

;     Fur  jingles:  To  Al's  Furs,  over  WKAP 
3  Allentown,  Pa.;  to  McKay's  Furs,  over 
CKWS  Kingston,  Ont.;  to  Meyer's  Fur- 
riers, over  WKOP  Binghamton.  N.  Y.; 
'  to  Owen  Sound  Fur  Co..  over  CFOS 
Owen  Sound,  Ont.;  to  Hertzberg  Furs, 


over  KELA  Centralia,  Wash.;  to  Caro- 
Werner's  Cleaners,  over  WCAE  Pitts- 
burgh, Pa. 

Used  car  jingles:  To  Uhlmann  Motors, 
over  KEIA  Centralia,  Wash.;  to  Caro- 
lyn Motor  Co.,  over  KEYS  Corpus 
Christi,  Tex.;  to  Gene  Baker  Motor 
Co.,  over  WKIC  Hazard,  Ky.;  to  Hog- 
gard-Vann,  over  WEED  Rocky  Mount, 
N.  C;  to  Quincy  Auto  Exchange,  over 
WJDA  Quincy,  Mass.;  to  Threkeld  Mo- 
tor Co.,  over  WVOP  Vidalia,  Ga.;  to 
Sexton  Motor  Sales,  over  WWGP  San- 
ford,  N.  C. 

Furniture  jingles:  To  Allen  Furniture 
Co.,  over  KEYS  Corpus  Christi,  Tox.; 
to  Christian  Hauvestoa,  over  WFNS 
Burlington.  N.  C;  to  Herlig-Myers,  over 
WEED  Rocky  Mount,  N.  C;  to  Legate 
Furniture  Co.,  over  CFOS  Owen  Sound, 
Ont.;  to  Brantley  Furniture  Co.,  over 
WVOP  Vidalia,  Ga. 


When  you  select  a  market,  you 
naturally  use  more  than  one 
yardstick  to  measure  its  value. 

If  you  select  your  radio  station  in 
Miami  by  the  same  intelligent 
measurement,  you  will  certainly 
want  some  of  WIOD! 

For  every  foot  of  our  story 
. . .  call  our  Rep 

George  P.  Holliugbery  Co. 


WIBW 


ThEVoice^/Kansas 

//7  TOREK  A 


James  M.  LeGate,  General  Manager 

5,000  WATTS  •  610  KC  •  NBC 
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MARKET  NEWS 

AM  Coverage  Increases 


allied  arts 


NEARLY  1,200  AM  stations  and 
200  FM  outlets  are  broadcasting 
market  news  for  farmers,  accord- 
ing to  a  survey  by  the  Production 

and  Marketing  Administration  of  •*••.■».     JOHN  GRAY,  graduate  U.  of  Illinoi 


Fort  Wayne,  Ind.,  to  advertising  an' 
sales  promotion  manager  Andrea  Radi 
Corp.,  N.  Y. 

HARRY  E.  AUSTIN,  S.  F.  distric 
manager  RCA  Communications,  elect 
ed  vice  president  in  charge  of  Pa 
cific  Coast  district  for  RCA  Commu 
nications  Inc. 


the  U.  S.  Dept.  of  Agriculture. 

The  department  reported  that 
this  is  the  largest  number  of  AM 
stations  ever  to  carry  government 
market  reports  and  is  an  increase 
over  last  year's  total  of  1,137.  No 
data  was  gathered  on  last  year's 
survey.  The  survey  showed  that 
a  few  TV  stations  also  are  pro- 
gramming market  news.  Ques- 
tionnaires were  sent  to  2,143  sta- 
tions and  replies  were  received 
from  1,568  AM  outlets  and  209  FM 
stations. 


Westinghouse  Income 

WESTINGHOUSE  Electric  Corp.'s 
net  income  for  the  first  six  months 
this  year  totaled  $27,206,707  com- 
pared to  $28,409,961  for  the  same 
period  last  year,  Gwilym  A.  Price, 
president,  has  announced.  Net  sales 
billed  for  the  first  six  months  in 
1950  were  $463,907,387  compared 
to  $468,073,982  for  the  same  period 
in  1949,  he  said.  Although  the 
company's  first  quarter  earnings 
this  year  were  ahead  of  the  com- 
parable 1949  period,  both  net  sales 
billed  and  net  profits  in  the  second 
quarter  fell  below  last  year. 


GERRY   O'BRIEN,  production  di- 
rector WTUC  Tucson,  Ariz.,  to 
Western  division  World  Broad- 
casting System,  Hollywood,  as  sales 
representative. 

ERIC  E.  SUNDQUIST  elected  vice 
president  A.  C.  Nielsen  Co.,  Chicago. 
Continues  as  mem- 
ber radio-TV  index 
sales  division.  Has 
been  with  company 
since  1948,  having 
worked  with  adver- 
tising and  market- 
ing research  or- 
ganizations for  past 
12  years. 

WILLIAM  M. 
M  E  R  T  Z    Jr.  to 

MGM  Radio  At- 
tractions as  Chi- 
cago manager, 

from  midwest  sales  manager  Mac- 
Gregor  Transcription  Co. 

ZELMA  COHEN  to  booker  Atlantic 
Television  Corp.  Was  with  Telecast 
Films  Inc.  and  Cinetel  Corp. 

Mrs.  GEORGE  G.  (Buddy)  DeSYLVA 

elected  to  board  of  directors  of  Capi- 
tol Records  Inc.,  L.  A;,  to  succeed  her 
late  husband. 

JOHN  HEATON,  continuity  editor  of 
CHML  Hamilton,  to  S.  W.  Caldwell 
Ltd.,  Toronto,  transcription  distribu- 


Mr.  Sundquist 


SOUTHWEST  VIRCIMA  S  PiOH^ee/l  RADIO  STATION 


A  card  or  letter  to  us,  or  to  Free  &  Peters,  will 
bring  you  this  WDBJ  BMB  Area  presentation 
which  includes: 

•  Official  BMB  Coverage  Map 

•  Latest  Market  Data— BMB  Counties 

•  Preliminary  1950  Census  Figures 

•  Comparative  BMB  Coverage  Graphs 

Handily  bound  for  filing  and  perforated  for 
three-ring  binder. 


tor,  as  manager.  Firm  takes  over  dis- 
tribution in  Canada  of  C.  P.  MacGre- 
gor,  Hollywood,  productions,  and  all 
American  transcriptions  handled  by 
Exclusive  Radio  Transcriptions  Co., 
Toronto. 

NANCY  EVANS,  featured  singer  with 
Wayne  King,  leaves  orchestra  and 
NBC  TV  show  to  open  own  production 
office  in  Chicago.  She  will  work  as 
performer    and  producer-director. 

JUANITA  UNDERWOOD,  general 
manager  John  Paul  Lee  &  Assoc.,  to 
George  R.  Turpin  &  Assoc.,  Fort  Worth, 
promotional  sales  firm,  as  sales  man- 
ager. 

BUDDY  BASCH,  publicist,  N.  Y., 
moves  to  new  offices  at  17  E.  45th  St., 
N.  Y,  17,  MUrray  Hill  7-8351.  Former 
location  was  2  W.  46th  St. 

LEE  HOLLINGSWORTH,  head  Auc- 
tion  Audience  Rating  Program,  reports 
show  sold  to  WLIO  E.  Liverpoor,  Ohio. 
Already  on  WRIB  Providence,  R.  I., 
WGCH^FM)  Greenwich,  Conn.,  WKBS 
Oyster  Bay,  N.  Y. 

HARRY    S.    GOODMAN  Productions 

begins  production  quarter-hour  syndi- 
cated program.  Music  of  the  Stars,  and 
acquires  sole  sales,  distribution  rights 
to  The  Ted  Lewis  Show  and  Arthur 
Smith  and  the  Cracker  jacks. 

CLINTON  J.  (Pat)  SCOLLARD,  Para- 
mount Pictures,  elected  executive  vice 
president   United   Artists  Corp. 

RICHARD  MULFORD  radio-TV  de- 
partment Roche,  Williams  &  Cleary, 
Chicago,  to  Atlas  Film  Corp.,  same 
city,  as  assistant  to  TV  Director 
Norman  C.  Lindquist. 


uiiamenic  a  •  • 


school  of  engineering,  to  head  indus 
trial  sales  correspondence  department 
Simpson  Electric  Co.,  Chicago  maker 
electronic  equipment,  testing  devices. 

GENERAL  ELECTRIC  starts  produc 
tion  17-inch  rectangular  picture  tube- 
at  Buffalo,  Syracuse  plants.  Tub(- 
(17BP4-AJ  has  neutral-density  fact 
plate  and  is  magnetic-focus-and-deflec- 
tion  tube..  Firm  buys  Illinois  Cab- 
inet Co.,  Rockford,  111.  OSCAR  M. 
LINDGREN,  president  and  general 
manager,  continues  in  that  capacity. 

DECCA  RECORDS  Inc.  announces 
consolidated  net  earnings,  after  taxes, 
of  $360,582  for  six  months  ending  June 
30,  or  46  cents  per  share  for  776,650 
shares  outstanding. 


"Tecknlcal  • 


HARRY  P.  WESTON,  vice  president- 
treasurer  Graham-Paige  Corp.,  N.  Y., 
to  Reeves  Soundcraft  Corp.,  Long  Is- 
land City,  N.  Y.,  as  executive  vice 
president. 

MARTIN  ROTHMAN  named  Bendix 
radio  and  TV  district  merchandiser 
for  northern  N.  J.  ED  NISBERG 
named  merchandiser  for  Chicago  area. 

JACK  L.  HOBBY,  sales  promotion 
manager  Capehart-Farnsworth  Corp., 


ROBERT  A.  WILSON,  WEOA  Evans- 
ville,  Ind.,  to  chief  engineer  WOOD 
Grand  Rapids,  Mich. 
GENE  L.  LUKOWSKL  audio-video 
control  engineer  KTTV  (TV)  Los  An- 
geles, to  KECA-TV  Los  Angeles  engi- 
neering staff. 

FRED  TUCKER  to  WDRC  Hartford, 
Conn.,  as  transmitter  engineer.  Was 
with  WNBC  New  Haven,  Conn.,  WMAS 
Springfield,  Mass. 

RCA  VICTOR  announces  amplitude 
modulation  monitor,  providing  direct 
continuous  reading  of  modulation  per- 
centage in  AM  transmitters  operating 
between  500  and  2500  kc. 
SUPERIOR  ELECTRIC  Co.,  Bristol, 
Conn.,  releases  16-page  bulletin  featur- 
ing complete  line  standard  Power- 
stat  variable  transformers.  Bulletin, 
P550,  describes  variable  transformers 
and  line  correctors. 
ASTATIC  Corp.,  Youngstown,  Ohio, 
announces  development  of  two  new 
TV,  FM  boosters  (Models  BT-1  and 
BT-2). 

ANDREW  Corp.,  Chicago,  manufac- 
turer transmission  lines,  antenna 
equipment,  issues  Ys  inch  diameter, 
ultra  low  loss  coaxial  cable  (type  738). 

GENERAL  ELECTRIC  Co.,  Syracuse, 
announces  TV  stabilizing  amplifier 
(type  TV-16-B)  for  providing  auto- 
matic correction  of  sync,  blanking  por- 
tion TV  signal. 


INDEPENDENT  OPERATION 
VS. 

NETWORK  OPERATION 
• 

^  See  Centerspread  This  Issue 
ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 


WCKY 


CINCINNATI 

50,000  WATTS  OF  SELLING  POWER 


HMflB^V^     I    CBS  •  '->OO0   WA^TTS  -  960   KC  . 

B  ll^r     I        Ov^nrd  and  Operated  by  the  'V  ^ 

Im^^^    I       TIMES  WORLD  CORPORATION  / ' 

WW  If                ROANOKE.    VA.  f^%^ 

rur.Z  &  PLTl.Hr,.  'iNC  .  Notional  Bepresenlativri  <.SF^ 
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KGNC  SEEKS  CRITICISM 

Dr.  Watson  Named  to  Improve  Announcing 


Dr.  Clark 


lADIO,  like  other  industries,  has 
i;s  critics  and  when  the  right  sort 
/if  criticism  is  di- 

ected  at  radio,  it 
ik  welcomed.  Go- 
ring a  step  beyond 
'jvaiting  for  criti- 
jdsm  to  come,  one 
jtation  wants 
jriticism  so  much 
ihat  it  has  reach- 
.}.d  into  a  neigh- 
7|ioring  college  and 
Jnnployed  the 
iiead  of  its  music 
fi  .epai'tments  as  critic-educational 
ilirector. 

i  j  Little  over  a  month  old,  this  ven- 
ture was  started  by  KGNC  Amaril- 
;  ID,  Tex.  In  this  short  period  of  time, 
|t  has  produced  good  results  and 
lias  all  the  potentialities  of  point- 
ing to  great  and  widespread  im- 
jjrovement  in  the  industry,  the  sta- 
(I'ion  reports. 

:  The  idea  seems  to  have  been 
|.;|)rought  up  simultaneously  by 
l^i^GNC's  Manager  Tom  Kritser  and 
('\ssistant  Manager  Bob  Watson, 
iind  Dr.  Wallace  Clark,  director  of 
iJnusic  at  West  Texas  State  College 
fi|it  Canyon,  17  miles  southwest  of 
'\marillo. 

The  trio  first  discussed  their  con- 
'j:eptions  of  what  was  needed  to 
strengthen  KGNC's  program  pres- 
j'ntation.  Then,  Dr.  Clark  went  to 
Los  Angeles,  Hollywood  and  other 
j'ioast  cities  to  study  programming, 
Ibresentation  and  techniques,  from 
.!)oth  the  studio  and  listener  view- 
oomt. 

'  Gains  Support 

j !   The   idea   was  enthusiastically 
y?reeted  by  Jennings  Pierce,  NBC's 
West  Coast  manager  of  publ'c  af- 
i  I'airs,  station  and  guest  relations, 
Ijas  well  as  by  Frank  Barton,  NBC 
ijtlollywcod  director.    Some  of  the 
station  officials  expressed  amaze- 
nent  that  radio  had  been  so  negli- 
Ijjent  in  not  doing  something  of  the 
';|3ort  e.i.rlier,  especially  in  helpina; 
i  l  ndividual  announcers  to  improve 
;heir  mike  techniques  and  person- 
alities. 

Dr.  Clark's  main  job,  at  least  in 


.1 


the  early  part  of  the  program,  is 
to  assist  announcers,  both  in  class- 
room and  in  private  instruction,  to 
develop  their  voices  and  person- 
alities to  fit  in  more  perfectly  with 
the  several  programs  each  presents 
in  the  course  of  his  tour  of  duty. 
This  calls  for  him  to  monitor  all 
programs,  to  note  the  weaknesses, 
strong  points  and  other  character- 
istics of  the  program  as  a  whole, 
and  the  work  of  the  announcer  in 
particular. 

In  considering  the  need  for  gen- 
eral improvement  at  the  micro- 
phone, Mr.  Kritser  and  Mr.  Wat- 
son stressed  the  fact  that,  regard- 
less of  all  that  lay  between,  so  far 
as  the  listener  is  concerned,  the 
announcer  is  the  sponsor's  repre- 
sentative so  long  as  he  is  at  the 
mike.  They  pointed  out  that  al- 
though the  listening  public  may  be 
aware  of  some  of  the  huge  invest- 
ment and  all  the  details  which  go 
to  make  up  a  radio  program,  so 
far  as  the  listener  is  concerned,  it 
is  the  announcer  presenting  a  pro- 
gram sponsored  by  such  and  such 
a  company. 

Sells  Influence 

They  further  pointed  out  the  way 
in  which  the  announcer  presents 
the  program  has  a  large  bearing 
on  whether  or  not  the  program 
sells  the  company's  product. 

All  too  often  in  the  past,  accord- 
ing to  the  KGNC  management,  the 
announcer  has  been  on  his  own, 
with  little  or  no  cooperation  from 
the  program  department  or  any 
other  members  of  the  staff.  His 
improvement  or  failure  has  been 
entirely  his  own,  on  a  sink  or  swim 
basis,  which  has  not  been  entirely 
fair  to  him.  His  assignments  may 
or  may  not  be  fitted  to  his  partic- 
ular style  of  delivery,  yet  he  has 
had  the  full  responsibilty  of  the 
success  or  failure  of  the  program 
and  the  sponsor's  reaction  in  con- 
tinuing or  cancelling  the  contract. 

In  selecting  Dr.  Watson  to  under- 
take to  correct  much  of  this  situa- 
tion, KGNC  did  so  in  consideration 
of  his  reccgnizedly  outstanding 
work  with  students  of  voice  in  the 
Southwest. 
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BASEBALL  FANS 

Show  Sponsor  Gratitude 

BASEBALL  and  other  entertain- 
ment will  be  on  the  bill  of  fare 
next  Wednesday  at  Meyers  Field, 
home  of  the  Norfolk  Tars  baseball 
team,  when  listeners  to  Tar  games 
are  expected  to  turn  out  on  the 
occasion  of  "Radio  Appreciation 
Night." 

In  addition  to  the  Norfolk- 
Roanoke  game,  sports  fans  will 
view  entertainment  directed  by 
WNOR  Norfolk's  Bob  Story  and 
comprising  sporting  events  han- 
dled by  Jack  Harris,  one  of  two 
announcers  who  air  Tar  games. 
Event  was  initiated  last  year  by 
the  sportscasters  to  show  baseball 
sponsors  how  much  fans  appre- 
ciated the  broadcasts,  and  drew  a 
record-breaking  crowd  of  7,000  fans 
in  Portsmouth,  Va.,  across  the 
river,  where  the  idea  was  first 
tried. 
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HIQHEST 

in  Des  Moines^ 
Hooper-wise! 


WHEN  YOU'RE  ON  KRNT, 
YOU'RE  ON  THE  BEAM! 


C.  E.  HOOPER  SHARE  OF  AUDIENCE 

APRIL-MAY,  1950  DES  MOINES.  CITY  ZONE  17,445  CALLS 


Time 

KRNT 

B 

c 

D 

E 

Morning 

44.1 

3.1 

8.6 

20.9 

17.1 

Afternoon 

42.9 

4.4 

9.9 

12.3 

25.5 

Evening 

27.5 

7.9 

7.6 

25.5 

28.0 

Sat.  daytime 

30.6 

4.5 

16.8 

23.4 

14.1 

Sun.  afternoon 

29.0 

9.7 

17.2 

18.9 

13.0 

TOTAL  RATED 

TIME  PERIODS  

35.1 

5.9 

9.6 

20.4 

23.6 

KRNT 

DES  MOINES 
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COST! 

BUY  THAT 

Very  highly  Hooperated 
Sales  results  premeditated 
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Station  in  Des  Moines 
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Mr.  Hedgpeth 


E FRANK    BROWN,    chief  an- 
,  nouncer  KXLW   Clayton,  Mo., 
to  program  director. 

W.  LAWRENCE  HEDGPETH  Jr.  to 

program  director  WINX  Washington. 

Was  with  WDNC 
Durham,  N.  C,  WIS 
Columbia,  S.  C, 
and  WAPO  Chatta- 
nooga. 

JAMES  L.  Mc 
GRATH,  staff  mem- 
ber WFCB  Dun- 
kirk, N.  Y.,  to  pro- 
gram director. 

L  E  L  A  N  D  (Lee) 
JACKAWAY, 
WWPB  Miami,  Fla., 
to  announcing  staff 
WMBG  Richmond, 
Va. 

PAT  BEALL,  traffic  director  WGAY 
Sijver  Spring,  Md.,  resigns.  Aug.  11, 
she  married  Kenneth  E.  Collins. 
DOLORES  McQUEEN,  new  to  radio, 
replaces  her  at  WGAY. 

JAY  SCOTT,  producer  WMCT  (TV) 
Memphis,  Tenn.,  to  production  man- 
ager. JEAN  PERRY  to  WMCT  as 
associate  producer.  RUSS  MAY- 
BERRY,  WNBQ  Chicago,  to  WMCT 
as  producer. 

ED  JOHNSON,  recent  graduate  Pasa- 
dena Institute  for  Radio,  Pasadena, 
to  KVOG  Ogden,  Utah. 

BILL  BAILEY,  staff  announcer  WLS 
Chicago  on  National  Barn  Dance,  re- 
signs to  free  lance  in  radio-TV. 

DON  DANIELSON,  public  relations 
department  WBBM  Chicago,  named 
assistant  director. 

MILDRED  WRENN,  KPIX  (TV)  San 
Francisco  sales,  promoted  to  traffic 
manager. 

ROBERT  S.  WEBSTER,  news  director 
WCOU  Lewiston,  Me.,  to  program  di- 
rector WTWN  St.  Johnsbury,  Vt.,  ef- 
fective Sept.  1.  He  succeeds  GOR- 
DON JAMES  PLATT,  resigned. 

MARTIN  BOOKSPAN,  music  director 
WBMS  Boston,  to  program  director. 

AL  CONSTANT,  KRON-TV  San  Fran- 
cisco announcer-director,  named  direc- 
tor of  studio. 

PAUL  BENSON,  KAYL  Storm  Lake, 
Iowa,  continuity  department,  to  KFJF 
Webster  City,  Iowa,  as  production 
manager. 

ROLAND  H.  BROWN  to  announcing 
staff  WXGI  Richmond,  Va. 

JACK  DOUGLAS,  announcer  WCSI 
(FM)    Columus,   Ind.,  resigns. 

DON  AMECHE  succeeds  EDWARD 
EVERETT  HORTON  as  m.c.  on  Holi- 
day Hotel,  sponsored  by  Packard 
Motor  Co.,  through  its  agency,  Young 


air-casters 


&  Rubicam,  N.  Y.,  Thurs.,  9:30-10  p.m., 
ABC-TV. 

EDDIE  NEWMAN,  WOR  New  York, 
to  disc  jockey  WMIE  Miami,  Fla., 
11  p.m.  to  2  a.m.  nightly.  Contract 
effective  Nov.  5. 

PETER  POTTER,  star  KTSL  (TV) 
Los  Angeles  Peter  Potter's  Party, 
chosen  to  represent  coast  disc  jockey- 
music  world  Aug.  23  on  CBS  The 
ABC  of  Music  from  N.  Y. 

DAN  PETERS  to  announcing  staff 
WQXR  New  York  replacing  REX 
BENWARE,  resigned.  Mr.  Peters  was 
with  WHLI  Hempstead,  N.  Y.,  and 
WVNJ  Newark,  N.  J. 

BAKER  PASSMORE  to  WBBM  Chi- 
cago page  staff. 

HELENECA  BRICE  (Mrs.  Helen  Mc- 
Nutt),  advertising  manager  Winter 
Park  Herald,  Orlando,  Fla.,  to  WRNL 
Richmond,  Va.,  as  continuity  writer. 
Was  with  WGAC  Augusta,  Ga. 

HARRY  VON  ZELL  to  m.c.  new  KNBH 
(TV)  Hollywood  Club  Celebrity  show. 

MARK  SHEELER,  m.c.  Blues  Chaser 
Club,  WPIK  Alexandria,  Va.,  extends 
show  to  Metropolitan  Network,  WARL 
Arlington,  Va.,  WGAY  Silver  Spring, 
WBCC  Bethesda,  Md.  and  WFAX 
Falls  Church,  Va. 

WILLIAM  S.  ATKINSON,  film  clerk 
KECA-TV  Hollywood,  to  active  duty 
with  U.  S.  Marine  Corps  Reserve. 

JIM  TRANTER,  radio  editor  Buffalo 
Evening  News,  Buffalo,  N.  Y.,  to  pro- 
duction staff  WBEN-TV  same  city. 

FRED  STUTHMV^,  WOR  New  York, 
and  BOB  DAY,  KSMO  San  Mateo,  to 
KGO  San  Francisco  announcing  staff. 

GEORGE  FALCON,  manager  KECA 
Hollywood  transcription  department, 
appointed  public  relations  director  in 
charge  of  radio-TV  for  Calif.  Air 
Force    National    Guard,    62nd  Wing. 

ARTHUR  FELDMAN,  MBS  director 
of  special  events,  father  of  girl,  Lisa 
Ann,  Aug.  7.  Mrs.  Feldman  formerly 
on  U.  S.  program  staff  BBC. 

DWIGHT  COOKE,  CBS  commentator, 
serving  as  special  commentator  for 
Conference  on  Aging,  Washington, 
Aug.  13-15. 

BOB  MICHEL,  disc  jockey  WSYR 
Syracuse,  N.  Y.,  presented  full  Scottish 
highland  costume. 


MARJORIE  WALKER,  KECA  -  TV 
Hollywood,  convalescing  at  home  from 
foot  injuries  suffered  in  recent  auto- 
mobile accident. 

BOB  EMERY,  conductor  Small  Fry 
Club,  Mon.-Fri.,  6-6:30  p.m.  on  Du- 
Mont  Television  Network,  made  depu- 
ty sheriff  of  Barnstable,  Mass. 

BILL  GRISKEY,  announcer  NBC 
Chicago,  father  of  boy,  Ruggero  Luigi, 
Aug.  5. 

LYN  OSBORN,  of  ABC  AM  and  TV 

Space  Patrol  program,  in  Cedars  of 
Lebanon  Hospital,  L.  A.,  following 
emergency  appendectomy,  Aug.  6. 


Lt.  Allert 


BOB  HURLEIGH,  commentator  WGN 
Chicago,  substituted  for  FULTON 
LEWIS  jr.,  MBS,  during  first  two 
weeks  of  Mr.  Lewis'  vacation.  HENRY 
LA  COSSITT,  former  WOR  New  York 
commentator,  substitutes  for  second 
two  weeks,  beginning  today  (Aug.  14). 

WILLIAM  J.  ALLERT,  reporter  WOAI 
San   Antonio,   Tex.,   called   to  active 
duty    with    U.  S. 

™^   Marine    Corps  as 

public  information 
officer  for  Company 
C,  20th  Infantry 
Battalion. 

FRANK  DILL,  as- 
sistant to  JIM 
GIBBONS,  sports 
director  WMAL- 
AM  -  TV  Washing- 
ton, resigns  to  join 
WCHV  Charlottes- 
ville, Va.,  as  sports 
announcer. 

REX  FROST,  farm  editor  and  an- 
nouncer of  CFRB  Toronto,  is  in  Swit- 
zerland making  color  movies  for  the 
Swiss  government.  JOHN  BRAD- 
SHAW  is  temporarily  replacing  him 
at  CFRB. 

JOEL  MAREINESS,  radio  graduate 
Syracuse  U.,  to  staff  WOSC  Fulton, 
N.  Y.,  to  handle  news  and  sports.  Suc- 
ceeds AL  MELTZER,  who  joins  WAGE  . 
Syracuse. 

BOB  ACKERLY,  KJR  Seattle  news- 
caster and  announcer,  to  KXA  same 
city  as  news  reporter. 

HARRY  RASKY,  news  editor  CHUM 
Toronto,  to  CKEY  Toronto  as  news 
writer. 

MANNING  SLATER,  sports  editor 
WLIZ  Bridgeport,  Conn.,  appointed 
chairman  Bridgeport  area  committee 
for  Mel  Allen  Day  in  Yankee  Stadium, 
Aug.  27. 

JIM  McMANUS,  m.c.  WMAR-TV  Bal- 
timore The  Sports  Parade,  to  WCBS- 
TV  New  York. 

GENE  PIATT,  news  editor  WKBQ 
Memphis,  Tenn,  to  staff  KFJF  Web- 
ster City,  Iowa,  as  newsman-an- 
nouncer. 

JACK  HORNER,  KSTP-AM-TV  Min 
neapolis  sports  director,  father  of  boy 
Thomas,  July  23. 

REX  LORING,  news  commentatoi 
CKOY    Ottawa,   to   CFCF  Montreal 


LOW-POWER  FM 

ACLU  Files  Brief  on  Rule, 

AMERICAN  Civil  Liberties  Unioi , 
through  Ex-FCC  Chairman  James 
Lawrence  Fly,  its  counsel,  ha; 
told  the  Commission  its  pre- 
sent educational  low  power  FJI 
rules  reasonably  seem  to  includ; 
church  organizations  but  sucn 
eligibility  should  not  be  considered 
inherent  in  their  status  as  church 
institutions.  All  applicants  should 
have  like  responsibility,  ACLU 
said. 

The  ACLU  brief  was  in  response 
to  FCC's  call  for  oral  argument 
on  the  petition  of  the  Radio  Com- 
mission of  the  Southern  Baptist 
Convention  and  the  Executive 
Board  of  the  Baptist  General  Con- 
vention of  Texas  to  amend  th ; 
Commission's  rules  so  as  to  make 
non-profit,  tax-exempt  (organiza- 
tions eligible  as  noncommercial, 
low-power  FM  licensees  [Broad- 
casting, July  3].  ACLU  opposed 
establishment  of  specific  alloca- 
tions for  church  groups  as  contrary 
to  the  First  Amendment. 

Meanwhile,  brief  in  support  of 
the  Southern  Baptist  petition  was 
filed  with  FCC  by  Frank  Stollen- 
werck,  Washington  radio  counsel, 
in  behalf  of  the  University  Bap- 
tist Church  of  Baltimore,  the 
Christian  and  Missionary  Alliance 
and  the  Gospel  Fellowship  Assn., 
the  latter  composed  of  about  a 
dozen  Baptist  schools  and  other 
groups.  FCC  has  set  no  date  for 
oral  argument. 


FM  Multiplex 


LICENSE  was  granted  by  FC 
last  week  to  Multiplex  Develop- 
ment Corp.  for  its  FM  develop- 
mental station  KE2XKH  New 
York,  using  facilities  of  the  former 
WGY^  (FM)  there  [Broadcasting^ 
June  19].  Station  has  been  operat- 
ing several  weeks  under  program 
test  authority  for  the  study  of  FM 
multiplex  operation.  Under  this 
method  one  or  more  FM  programs 
are  aired  simultaneously  by  multi- 
plexing them  in  the  main  aural 
transmission.  Firm  reports  tests 
have  been  highly  successful  to  date. 
Frequency  of  97.9  mc  with  4  kw 
power  is  being  used. 


SOUTH  CAROLINA'S 

SUPERMARKET 
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36% 


ELECTRO-VOICE,  Buchanan,  Mich, 
issues  new  microphone  catalog  No 
110.  Copy  may  be  obtained  by  writ- 
ing company. 


OF  SOUTH  CAROLINA'S 

GASOLINE  SALES 
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«M  otv     s\.a«»"  Jft  « 


DU  MONT — the  first  television  network — continues  to  pioneer.  New  Teietronscription* 
techniques  developed  in  the  Du  Mont  laboratories  give  better  grays,  sharper 

images,  minimum  flare,  higher  fidelity  sound  .  . .  and  produce  unsolicited  letters  like  the 
above.  One  more  reason  why  smart  sponsors  know — 

Dollars  get  more 

I      dialers  on  Du  Mont 


E  V   I  s 


60  Stations 


Two 


The  Nation's  Window  on  the  World 
K   515  Madison  Avenue,  New  York  22,  N.  Y.  •  Phone:  MUrray  Hill  8-2600 

*T«letranscription — somelimas  called  "kinescope  recording" — a  Du  Mont  Trade  Mark. 
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P  DEMONSTRATION 


Intercity  Cable  Color  Transmission  Shown 


j       By  BRUCE  ROBERTSON 

jECA  last  Monday  for  the  first  time 
;  demonstrated  the  intercity  trans- 
j  mission  of  its  system  of  all-elec- 
tronic color  television  via  coaxial 
,  cable  facilities.  The  test  had  been 
!  simulated  earlier  this  year  [Tele- 
casting, April  10]. 

The  program  originated  in  the 
studios  of  NBC's  WNBW  (TV) 
Washington  and  was  sent  by  regu- 
lar coaxial  facilities  to  WNBT 
(TV)  New  York  for  broadcasting. 
The  program  was  picked  up  on  a 
color  receiver  in  the  RCA  Labs,  at 
Princeton. 

The  color  transmission  was  also 
beamed  via  microwave  radio  relay 
from  New  York  to  KC2XAK 
Bridgeport,  NBC's  UHF  experi- 
mental station  which  rebroadcast 
the  program  for  reception  in  black- 
and-white  on  experimental  UHF 
sets  installed  by  RCA  in  the  area 
and  in  color  on  a  converted  VHF 
I  color  receiver  in  the  Westport, 
Conn.,  home  of  0.  B.  Hanson,  vice 
president  and  chief  engineer  of 
NBC,  some  12  miles  from  KC2- 
XAK's  transmitter.  An  observer 
there  reported  reception  of  a  "very 
\  good  picture." 

Good  Results  Claimed 

Mr.  Hanson,  who  himself  watched 
the  program  on  a  VHF  color  set  in 
his  office  in  Radio  City,  New  York, 
received  from  WNBT,  said  that 
"results  were  far  better  than  I 
anticipated,  knowing  all  the  prob- 

i  lems  we  were  up  against."  Owners 
of  standard  black-and-white  TV 
receivers  meanwhile  watched  the 
color  program  in  monochrome  in 
both  the  Washington  and  New  York 
areas,  reception  being  of  a  quality 

'  which  RCA  spokesmen  felt  "effec- 
tively demonstrated  the  compati- 
bility  of  the  RCA  color  system." 

I     Dr.  C.  B.  Jolliffe,  executive  vice 

I  president  in  charge  of  RCA.  Labs, 
hailed  the  initial  demonstration 
networking  of  the  RCA  color  sys- 
tem as  "a  new  and  highly  important 
advance  in  the  development  of  a 
color  television  service  for  the 
nation." 

The  new  method  of  sampling  the 
color  images  for  cable  transmis- 
sion, an  RCA  spokesman  explained, 
made  it  possible  to  increase  the 
transmitted  resolution  of  color  im- 
ages to  160-180  lines.  "We  feel  that 
we  can  now  put  a  color  picture 
into  a  home  from  a  station  at  the 
j  other  end  of  the  coaxial  cable  from 

Tel 


the  point  of  origin  every  bit  as 
good  as  today's  black-and-white 
network  TV  pictures,"  he  stated. 

Observers  in  the  RCA  Labs 
viewed  the  quarter-hour  color  net- 
work telecast  on  the  company's 
improved  tricolor  tube  where  they 
could  check  RCA's  claims  for  great- 
ly increased  brightness  and  resolu- 
tion against  the  tube's  actual 
performance.  Reception  of  the  same 
program  on  another  color  receiver 
with  an  earlier  model  tube  and  on 
a  standard  black-and-white  TV  set 
afforded  additional  opportunity  for 
evaluation  of  the  new  tube. 

The  images  on  the  new  tube 
were  reported  as  unquestionably 
brighter,  clearer,  and  more  vivid 
than  those  on  the  other  color  set, 
whose  pictures  looked  washed  out 
in  comparison.  As  explained  by 
Dr.  Jolliffe  in  his  color  "progress 
report"  [TELECASTING,  Aug.  7],  the 
new  tube's  brilliance  results  from 
an  improved  red  phosphor,  "making 
it  possible  to  remove  the  red  filter 
from  in  front  of  the  tube  which 


increases  the  light  output  by  two 
to  one,"  and  by  improved  tube 
techniques. 

A  highlight  brightness  of  25  to 
30  foot  lamberts  was  produced  by 
the  new  tube,  an  RCA  spokesman 
reported,  adding  that  this  is  "above 
the  flicker  threshold  of  the  CBS 
system"  and  pointing  to  the  virtual 
absence  of  flicker  in  the  picture 
being  watched. 

Increased  Resolution 

Increased  resolution  of  the  im- 
ages from  about  100  to  160-180 
lines  was  attributed  to  a  new  aper- 
tui-e  plate  which  has  200,000  holes 
and  600,000  phosphor  dots,  a  70% 
increase  over  the  117,000  holes  and 
351,000  dots  of  the  original  screens. 
(There  are  three  dots — red,  green 
and  blue — for  each  hole,  the  angle 
of  the  transmission  determining 
which  dot  is  activated  and  which 
color  reproduced.)  The  resolution 
capabilities  of  this  tube  are  up  to 
the  six  mc  system  itself,  it  was  ex- 
plained, the  spokesman  adding  that 


even  so,  RCA  intends  to  work  to- 
wards a  screen  with  900,000  dots. 

"Our  research  is  now  aiming  at 
better  phosphors,  better  guns  and 
better  masks,"  he  said,  "and  we 
feel  sure  that  in  a  short  time  we 
can  again  double  the  output  to,  say 
40  to  50  foot  lamberts,  about  the 
same  as  black-and-white  kine- 
scopes. We  want  to  go  even  fur- 
ther, but  at  this  stage  that  cer- 
tainly would  not  be  a  limiting 
factor  of  the  6  mc  color  system." 

An  experimental  color  set  em- 
ploying new  circuits  which  bypass 
the  black-and-white  signal  and 
sample  only  the  lower  frequency 
color  components  was  also  dem- 
onstrated, producing  dot-free  color 
pictures  and  high  quality  black- 
and-white  images  as  well.  Circuits 
were  said  to  be  much  simpler  than 
in  previous  color  receivers,  utiliz- 
ing only  six  to  eight  more  tubes 
than  a  standard  black-and-white 
set,  not  counting  the  color  viewing 
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COLOR  DELAY? 


Coy  Says  No  to  Johnson 


IN  A  FLAT  disclaimer,  FCC 
Chairman  Wayne  Coy  last  week 
denied  knowledge  of  reports  that 
FCC  intends  to  delay  its  color  tele- 
vision decision  because  of  the 
Korean  crisis. 

"That  is  not  to  say  that  such 
rumors  are  not  afloat,"  he  said. 
"It  is  only  to  say  that  I,  along  with 
other  members  of  the  Commission, 
have  been  so  busy  discussing  the 
color  TV  problem,  a  part  of  the 
decision-making  process,  that  such 
rumors  have  not  reached  me." 

Chairman  Coy's  statement  was 
contained  in  a  reply  to  a  letter 
from  Sen.  Ed  C.  Johnson  (D-Col.) 
denouncing  "busy  -  body  scandal 
mongers"  who  spread  such  rumors 
and  declaring  that,  in  fact,  immedi- 
ate commercial  use  of  color  TV 
"could  be  of  vast  aid  to  the  defense 
effort." 

Exchange  came  during  FCC's 
fifth  week  of  color  deliberations 
since  the  hearing  record  was 
closed,  with  current  speculation 
centering  on  issuance  of  a  formal 
decision  "about  Labor  Day." 

There  were  indications  that  the 
FCC  is  handling  its  report  piece- 
meal, writing  it  section-by-section, 
but  with  the  final  vote  yet  to  be 


taken.'  That  which  already  has 
been  drafted,  it  is  believed,  would 
fit  a  decision  in  favor  of  any  one 
of  three  alternatives:  (1)  multiple 
standards,  (2)  RCA's  dot  sequen- 
tial, (3)  CBS  line  sequential. 

It's  entirely  possible  that  the 
FCC  will  finish  its  consideration 
this  week,  but  with  the  final  vote, 
which  could  go  any  one  of  the 
three  indicated  courses,  to  come 
after  the  staff  completes  its  job. 
Such  a  possibility  was  detected  in 
the  attitude  of  members  of  the 
FCC  last  week.  They  seemed  more 
relaxed,  in  contrast  to  their  de- 
meanor during  the  preceding  weeks 
when  color  sessions  were  held  al- 
most daily. 

Want  No  Hold-Up 

Sen.  Johnson,  television-con- 
scious chairman  of  the  Senate 
Interstate  and  Foreign  Commerce 
Committee,  sent  his  letter  to  the 
FCC  chief  after  RCA  and  CBS, 
sponsors  of  two  of  the  three  rival 
color  systems  under  consideration, 
called  FCC's  attention  to  the  exist- 
ence of  rumors  about  delay  and  re- 
iterating that  they  want  no  hold-up 
of  the  decision. 


Sen.  Johnson  wrote: 

These  letters  from  the  Columbia 
Broadcasting  System  and  the  Radio 
Corp.  prove  conclusively  once  and  for 
all  that  the  selfish  interests  conspir- 
ing for  delays  are  not  the  pioneers 
who  have  fought  the  hard  battle  in 
the  laboratory  and  expended  millions 
of  dollars  to  make  this  amazing  rec- 
reational and  educational  development 
available  now  to  the  American  people. 

On  the  other  hand,  busy-body  scan- 
dal mongers  are  spreading  these 
stories  [about  delay]  for  a  wicked 
purpose  and  obviously  not  in  the 
public  interest.  They  ignore  the 
nine  months  of  tedious,  detailed  and 
searching  hearings  only  recently  com- 
pleted— the  most  intensive  ever  held 
by  an  administrative  agency.  They 
forget  the  time  and  money  spent  by 
CTI,  RCA  and  CBS  in  presenting  their 
cases.  They  overlook  the  patience, 
the  continuous  attendance,  and  the 
intense  study  and  concentration  which 
each  Commissioner  has  given  the  mass 
of  testimony  which  was  presented  in 
the  tense  atmosphere  of  good  Amer- 
ican rivalry  and  free  enterprise  com- 
petition. 

They  overlook,  too,  the  fact  that 
this  vital  matter  has  been  before  the 
Commission  for  almost  a  full  decade. 
Any  further  delay  will  place  us  far 
behind  the  rest  of  the  world  in  this 


(Continued  on  page  56) 


ecasting    •  BROADCASTING 


August  14,  1950 


Page  49  i 


IN  TRUE  Texas  style,  tele- 
vision is  coming  into  its 
own  in  a  big-  way  in  Dallas. 
KRLD-TV,  CBS  affiliate,  on 
the  air  since  Dec.  3,  1949,  is 
climbing  into  the  TV  cockpit 
in  the  Southwest  with  un- 
bridled momentum. 

From  the  outset,  executives 
and  staff  at  KRLD  were 
obliged  to  use  their  ingenuity.  As 
Clyde  W.  Rembert,  general  man- 
ager, recalls :  "We  learned  the  tele- 
vision business  through  trial  and 
error." 

An  operational  chestnut  had  to 
be  cracked  with  the  TV  station's 
opening.  Since  the  new  building 
was  not  yet  ready  to  house  the  AM, 
FM  and  TV  facilities,  it  was  neces- 
sary to  operate  the  TV  facility 
from  three  different  locations. 

However,  with  radio  and  tele- 
vision now  under  one  roof,  the 
operation  is  integrated.  And,  in 
keeping  its  tradition  of  working 
closely  with  its  parent,  the  Dallas 
Times  Herald,  KRLD  has  tucked 
the  new  medium  under  its  wing  as 
an  essential  part  of  the  overall 
service  provided  the  Fort  Worth- 
Dallas  area. 

Opens  With  Gridcast 

First  big  camera  job  for  the 
station  was  the  telecast  of  the 
SMU-Notre  Dame  football  tussle 
immediately  after  KRLD-TV  went 
on  the  air.  From  then  on,  its  TV 
coverage  broadened.  Its  mobile 
units  have  accomplished  nearly 
every  type  of  remote  control  tele- 
cast— ice  hockey  from  the  Dallas 
rink,  wrestling  and  squared-circle 
events  from  the  Dallas  Sporta- 
torium ;  home  games  of  the  Dallas 
baseball  team,  member  of  the 
Texas  League. 

In  the  Dixie  belt  it's  said  that 
Dallas'  radio-TV  area  is  destined 
to  be  a  Southwest  center  for  the 
media  with  merchants  distinctly 
air  minded.  An  indication  of  this 
trend  was  the  June  1  opening  by 
Eastman  Kodak  Co.  of  a  new  film 
development  plant  in  Dallas,  spe- 
cializing in  film  for  TV  stations. 
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KRLD  directors  look  to  Herald 
Square,  where  the  newspaper  and 
radio-TV  studios  are  located,,  to  be 
to  Dallas  in  the  electronic  world 
what  Hollywood  and  Vine  is  to  Los 
Angeles  and  Hollywood. 

Heading  the  KRLD  radio  and 
television  operation  is  Mr.  Rem- 
bert. He  started  with  KRLD  as 
an  advertising  solicitor  and  an- 
nouncement writer  when  the  radio 
outlet  was  opened  in  1926. 

Station  Executives 
Under  his  supervision  are  the  fol- 
lowing executives:  J.  W.  Crocker, 
assistant  manager;  William  A. 
Roberts,  commercial  manager;  Roy 
George,  program  director  (both 
AM  and  TV)  ;  Ves  Box,  chief  an- 
nouncer; A.  H.  Plumlee,  traffic 
manager;  Douglas  Hawley,  the 
Herald's  radio  editor,  publicity. 

Chief  engineer  is  Roy  M.  Flynn. 
His  assistants  are  John  Kluttz  and 
Ted  Favors,  in  charge  of  AM-FM 
and  of  TV,  respectively.  Mr.  Flynn 
has  been  associated  with  KRLD 
for  over  20  years  and  worked  with 
Harvard  U.  engineers  on  radar 
during  the  war. 

Officials  of  the  company,  KRLD 
Radio  Corp.,  are  Tom  C.  Gooch, 
president  of  The  Times  Herald 
Publishing  Co.,  chairman  of  the 
board;  John  W.  Runyon,  first  vice 
president  of  the  newspaper  firm, 
president,  and  D.  A.  Greenwell,  the 
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KRLD-TV  Marks  Its  Brand 
On  the  Growing  Southwest  Market 


newspaper's  secretary,  vice  presi- 
dent. 

Television  pioneering  was  a  log- 
ical step  for  KRLD  officials  who 
were  in  the  forefront  of  radio's 
early  days.  The  station  joined  CBS 
as  early  as  1928  when  its  studios 
were  a  10xl2-foot  hotel  room  and 
its  control  quarters  a  6  x6-f  oot 
cubby  hole  in  the  same  building. 
It  had  a  strand  of  wire  for  an 
antenna,  strung  across  the  street 
from  the  hotel  structure  to  that  of 
a  bank  building. 

President  Runyon  and  Manager 
Rembert  take  pride  in  pointing  out 
that  an  old  KRLD  microphone  oc- 
cupies a  place,  among  some  others, 
in  the  office  of  William  S.  Paley, 
CBS  chairman  of  the  board. 

568-Ft.  Tower 

Pointing  upward  in  the  Texas 
blue  is  KRLD-TV's  tower,  some 
568  ft.  high  and  sending  out  an 
effective  power  of  15.8  kw.  It  is 
hoped  that  the  power  will  be  dou- 
bled when  FCC  lifts  the  "freeze." 
KRLD  also  claims  a  six-bay  an- 
tenna, said  to  be  the  first  and  only 
in  the  country  to  be  operating  on 
a  low-frequency  channel. 

On  Channel  4  (66-72  mc), 
KRLD-TV  operates  with  8  kw 
aural  power  and  15.8  kw  visual. 
The  TV  studios,  with  those  of  AM 
and  FM,  are  located  in  the  new 
building  in  Herald  Square,  offi- 
cially designated  as  such  by  the 
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Dallas  City  Commission.  Studios 
were  designed  and  blueprinted  by 
Dr.  Wayne  Rudmose,  professor  ol 
physics  at  SMU,  an  accoustica] 
engineer  of  national  fame. 

The  transmitter  is  set  on  th€ 
second  floor  in  the  building's  reai 
and  directly  under  the  tower.  Th? 
tower  is  a  Blaw-Knox  self-support- 
ing structure.  The  transmittei 
room  is  about  50  x  50  feet  anc 
houses  the  transmitter,  equipmeni 
racks,  transmitter  console  and  mix- 
ing console. 

Next  to  this  room  is  the  film 
room  which  is  equipped  with  twc 
film  cameras,  two  16mm  projectors 
one  slide  projector  and  one  news 
projector.  There  is  also  an  an- 
nouncing room  connected  to  the' 
transmitter  location. 

On  the  lower  floors  directly  un- 
der the  transmitter  room  there  is 
space  for  the  mobile  truck, 
equipped  with  two  DuMont  cam- 
eras and  necessary  control  equip- 
ment. When  the  truck  is  garaged, 
permanent  cables  connecting  one 
of  the  AM  studios  are  available  to 
convert  it  into  a  TV  studio  using 
the  vehicle  as  a  control  room.  All 
equipment,  except  for  the  DuMont 
cameras,  is  General  Electric. 

Expands  Programming 

Although  in  operation  only  eight 
months,  KRLD  already  has  ex- 
panded its  air  time.  When  the 
station  went  on  the  air,  it  operated 
seven  days  a  week  from  5:30  p.m. 
until  about  10:30  p.m.  This  time 
has  been  advanced  to  3:30  p.m.  two 
days  of  the  week.  As  of  late 
spring,  time  was  divided  into  ap- 
proximately 50%  studio  programs, 
45%  film  and  5%  remote.  ; 

Since  its  late  1949  debut,  tele-j! 
vision  receivers  in  the  Fort  Worth- 
Dallas  area  have  nearly  tripled  in 
number  and  now  are  approaching 
70,000.  If  current  conditions  pre-' 
vail,  it  is  expected  that  the  number 
may  climb  to  100,000  by  Jan.  1, 
1951.  The  Dallas-Fort  Worth  area 
ranks  in  the  upper  quarter  in  the 
nation  with  the  most  TV  receivers 
in  service. 

As  its  operation  progresses,  the 
station  is  making  available  more 
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9IG  TEN  GAMES 


Theatres  Toke  Telecasts  Number  One  Fan 


PG  TEN  football  will  be  telecast 
irect  to  three  theatres  in  Chicago 
itnd  one  in  Detroit  this  fall,  it  was 
!,nnounced  Tuesday  in  Chicago  by 
ifficials  of  the  Big  Ten  Conference 
ijnd  United  Paramount  Theatres 
fic. 

I  It  is  possible  that  theatres  m 
ilinneapolis  and  Columbus  may  be 
|dded  in  an  "expei-imental  one-year 
Irogram"  of  Big  Ten  theatre  tele- 
jision,  Big  Ten  Commissioner  K.  L. 
Vilson  said.  Mr.  Wilson  noted 
Inat  the  program  is  so  experimen- 
tal "we  have  not  yet  drawn  any 
nancial  agreement." 
"Considering  the  limited  number 
f  theatres  participating,  and  the 
xceptionally  high  cost  of  installing 
heatre  television  equipment,  trans- 
i  iiission  facilities  and  crews  to  staff 
I'Jie  games,  it  is  unlikely  that  any 
ii/orthwhile  financial  return  will  be 
ealized  for  1950,"  he  said. 

Mr.  Wilson  added  that  each 
lember  of  the  Big  Ten  conference 
^intends  to  air  the  post-game  films 
i\t  its  games  via  regular  telecasts, 
is  previously  provided  by  confer- 
|nce  action. 

The  Big  Ten  made  the  joint  an- 


nouncement with  United  Para- 
mount after  its  Conference  Televi- 
sion Committee,  composed  of  Doug- 
las R.  Mills  of  the  U.  of  Illinois, 
H.  0.  Crisler  of  the  U.  of  Mich- 
igan, and  Ted  B.  Payseur  of  North- 
western U.,  sent  a  "favorable  re- 
port" to  all  conference  schools.  The 
report  tei-med  the  proposed  theatre 
television  program  "an  immensely 
valuable  experiment." 

In  Chicago,  a  nine-game  sched- 
ule based  on  the  home  games  of 
Northwestern  and  Illinois  will  be 
shown  in  three  Balaban  &  Katz 
(United  Paramount)  theatres — the 
State-Lake,  downtown ;  Uptown, 
north  side;  and  Tivoli,  south  side. 
In  Detroit,  U.  of  Michigan  games 
will  be  shown  by  United  Detroit 
Theatres  in  the  Michigan  Theatre. 

The  Paramount  intermediate  film 
storage  process  will  be  installed  in 
the  Detroit  theatre  and  in  the 
State-Lake  and  Uptown  theatres  in 
Chicago.  In  the  Tivoli  RCA's  di- 
rect projection  equipment  will  be 
used.  Installation  of  equipment  al- 
ready is  underway  in  the  four 
theatres. 

It  is  possible  that  Columbus  will 


ketwork  programs  for  viewers. 
^Ijast  spring,  KRLD  began  trans- 
i  'ditting  on  film  the  CBS-TV  Toast 
!^\'f  the  Town  with  Ed  Sullivan,  a 
'  irogram  top-rated  in  metropolitan 
Renters.  Other  high-ranking  shows 
LLre  expected  to  be  telecast. 
L  Local  programs,  such  as  The 
\i^astor  Calls,  are  growing  in  pop- 
I  ilarity  with  Dallas  viewers. 
Ij  KRLD-TV's  rates  are  based  on 
'ji>300  per  hour  one-time  for  Class 
time  periods  (7-10  p.m.  week 
yiays,  6-10  p.m.  Sundays)  ;  $150  an 
Ljiour  one-time  for  Class  B  (6-7 
j|i).m.  week  days,  10-11  p.m.  daily, 
1.2  noon  to  6  p.m.,  Sunday),  and 
IjIOO  per  hour  one-time  for  Class 
p  time  (sign-on  to  6  p.  m.  daily 
[jiexcept  Sundays). 

KRLD  estimates  its  TV  invest- 
,rnent  to  be  about  $600,000.  And  in 
the  words  of  its  manager,  Mr. 
iilembert,  "commercial  prospects 
|for    the    station    are  excellent." 

ocal  and  regional  advertisers 
jiiiave  become  familiar  with  what 
jyrV  can  do  for  them.  Advertising 
Rigency  and  station  executives  in 


the  KRLD  area  are  convinced  that 
most  advertisers  will  include  TV  in 
their  fall  budgets. 

Still  relatively  new,  KRLD-TV 
has  not  had  the  opportunity  to 
compile  long-range  success  stories. 
But  its  catalog  of  business  tells 
the  same  story  of  the  older,  suc- 
cessful stations — 80%  of  the  sta- 
tion's original  advertisers  were 
still  buying  time  at  the  summer's 
approach. 

According  to  Manager  Rembert, 
KRLD-TV  will  continue  along  the 
path  that  has  brought  its  radio 
sister-station  recognition  in  the 
industry.  This  policy  he  says  is 
"to  provide  to  its  listeners  and 
viewers  the  finest  in  entertainment, 
education,  sports,  news,  and  above 
all  to  continue  more  than  ever  to 
render  an  outstanding  public  serv- 
ice to  this  community  and  our  area 
through  the  great  medium  of  tele- 
vision. 

"We  will  spare  no  expense  to 
see  that  this  policy,  which  is  the 
same  as  the  Times  Herald  and 
KRLD,  will  be  continued." 


be  both  on  the  sending  and  receiv- 
ing end  if  the  Big  Ten  theatre-tele- 
vision project  is  extended  to  that 
city,  but  Minneapolis  will  be  on  the 
receiving  end  only,  due  to  trans- 
mission limitations,  Mr.  Wilson 
observed. 

In  a  separate  announcement. 
United  Paramount  said  the  com- 
pany hopes  to  demonstrate  "the 
potential  appeal  of  theatre  televi- 
sion and  to  explore  its  operation 
on  a  multi-theatre,  inter-city  basis. 

National  System 

"This  will  lay  the  foundation  for 
a  national  theatre  television  system 
in  the  public  interest  and  will  also 
redound  to  the  benefit  of  all 
branches  of  the  motion  picture  in- 
dustry," the  statement  said. 

Robert  H.  O'Brien,  secretary- 
treasurer  of  United  Paramount, 
pointed  out  that  the  Big  Ten  test 
is  the  "largest  and  most  impor- 
tant" of  the  theatre  television  ex- 
periments to  be  conducted.  He  re- 
called, however,  that  Paramount 
already  has  shown  in  New  York 
and  Chicago  theatres  a  "wide  vari- 
ety of  TV  events,  ranging  from  the 
Louis-Walcott  and  Walcott-Charles 
championship  fights  and  the  1949 
World  Series  to  such  special  events 
as  the  Truman  inauguration, 
Churchill's  MIT  address,  sessions 
of  the  UN,  and  President  Truman's 
address  to  the  country  on  the 
Korean  crisis." 

Mr.  O'Brien  explained  that  ticket 
prices  at  the  theatres  would  be  in 
excess  of  the  normal  rate  because 
the  showing  of  Big  Ten  games 
"should  be  considered  a  premium 
attraction  just  as  other  special 
theatre  shows."    Patrons  attending 


IT  LOOKS  as  though  tele- 
vision has  extra  appeal  to 
the  number  one  citizen  of  the 
U.S.  President  Truman  re- 
portedly has  three  TV  sets 
in  the  Blair  House,  another 
in  his  office  and  still  one  more 
television  receiver  on  board 
his  yacht. 


the  television  portion  of  the  show 
also  will  be  able  to  see  the  re- 
mainder of  the  regular  bill,  he  said. 

Commissioner  Wilson  declared 
that  athletic  directors  of  the  vari- 
ous Big  Ten  schools  "have  readily 
confessed  they  do  not  know  the  an- 
swers to  the  many  complex  prob- 
lems posed  by  live  television. 
Throughout  the  sports  world,  and 
in  many  other  phases  of  our  Amer- 
ican living,  we  are  trying  to  adjust 
to  this  amazing  technological  de- 
velopment," he  said. 

"When  anyone  is  faced  with  a 
difficult  problem  he  experiments  in 
the  attempt  to  find  a  correct  and 
satisfactory  solution.  The  Big  Ten, 
by  its  action  regarding  live  tele- 
vision last  April,  took  an  experi- 
mental step.  At  the  time,  we  stated 
we  did  not  know  that  such  a  step 
would  lead  to  the  right  answer. 
Now,  the  conference  is  entering 
another  experiment.  We  do  not 
know  that  this  will  answer  all  of 
the  complex  problems.  But  the  Big 
Ten  hopes  that  by  the  end  of  the 
1950  football  season  it  will  have  col- 
lected valuable  experience  and  in- 
formation from  these  experiments 
to  guide  it  in  the  future." 

Mr.  Wilson  emphasized  that  all 
information  on  the  project  would 
be  turned  over  to  the  television 
committee  of  the  National  Collegi- 
ate Athletic  Assn. 


CENTER  THEATRE 


NBC  Leases  Space 
For  Production 


)  Roy  M.  Flynn    J.  W.  Crocker   William  A.  Roberts      Roy  George 
hief  Engineer  Asst.  Manager  Commercial  Manager  Program  Director 


WORLD'S  LARGEST  legitimate  theatre,  with  a  seating  capacity  of 
3,000,  will  soon  become  the  world's  largest  TV  studio,  under  a  lease 
by  which  NBC  acquires  use  of  the  Center  Theatre,  located  in  New 
York's  Rockefeller  Center.  *  

The  Rockefeller  Center  also 
houses  NBC's  Radio  City  televi- 
sion headquarters. 

After  several  months  of  study 
and  planning,  the  conversion  of  the 
theatre  to  video  use  will  begin  im- 
mediately, with  telecasts  to  orig- 
inate from  there  this  fall.  The  fan- 
shaped  stage  for  television,  cover- 
ing a  space  including  what  once 
were  the  first  eight  rows  of  or- 
chestra seats,  measures  100  ft. 
across  at  its  widest  point  and  90 
ft.  deep,  with  an  overall  area  of 
4,200  square  ft.  Included  is  an 
elaborate  elevator  in  three  sections 
with  turntable  arrangements. 

The  Center  Theatre  is  equipped 
with  thousands  of  square  feet  of 
dressing  rooms,  shops  for  engi- 
neers, carpenters,  painters,  electri- 
cians and  other  technicians,  air 
conditioning  and  other  facilities, 
with  shops,  offices  and  prop  rooms 
at  the  basement  level. 

In  announcing  the  lease,  Joseph 


H.  McConnell,  NBC  president, 
pointed  out  that  "acquisition  of  the 
Center  Theatre  will  provide  NBC 
with  excellent  facilities  to  accom- 
modate our  tremendously  expanded 
television  business. 

"NBC  in  the  fall,"  he  said,  "will 
be  originating  each  week  more  than 
100  individual  TV  programs  from 
New  York  City.  Many  of  these 
programs  are  productions  requir- 
ing facilities  comparable  in  scope 
to  anything  ever  attempted  on 
Broadway. 

Greater  Productions 

"In  addition,  the  size  of  the  Cen- 
ter Theatre  will  permit  the  net- 
work to  do  productions  on  televi- 
sion heretofore  impossible  in  any 
other  theatrical  type  of  presenta- 
tion. No  other  theatre  anywhere 
is  equipped  to  handle  the  types  of 
presentation  planned  to  originate 
from  the  Center  Theatre." 
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VIDEO  FUTURE 


U.  S.  C.  of  C.  Quizzes  ^ 
Broadcasters 


TELEVISION — naturally — was    the    subject    of    conversation    at    a  recent 
luncheon  in  Chicago  when  I.  E.  Showerman  (r),  NBC  Chicago  vice  president, 
got  together  with  Jules  Herbuveoux  (I),  television  manager  for  the  net- 
work in  Chicago,  and  Luckey  North,  star  at  WRC  Washington. 


ANOTHER  milestone  for  Texas  television  is  chalked  up  as  tabulation  of 
election  returns  is  telecast  by  KPRC-TV  Houston  from  the  city  room  of  the 
Houston  Post,  parent  firm  of  the  outlet.     The  presentation,  telecast  by 
WPRC-TV's  mobile  facilities,  was  sponsored  by  Duncan  Coffee  Co. 


REHEARSING  Sincerely  Yours,  a  15-minute  weekly  request  song  show  on 
WHIO-TV  Dayton,  Ohio,  for  Miami  Valley  Cooperative  Milk  Producers 
Assn.,  are  (I  to  r):  John  Cory,  WHIO-TV  dir.;  Betty  Stump,  star  of  show; 
Joyce  Grierson,  the  program's  "Dairy  Maid,"  and  Lincoln  Scheurle,  TV  dir., 
Hugo  Wagenseil  &  Assoc.  agency. 


CEREMONY  starting  construction  of  the  new  217-ft.  TV  antenna  atop  New 
York's  Empire  State  BIdg.  finds  Mayor  O'Dwyer  hammering  in  a  gold-plated 
rivet.  Watching  are  (I  to  r)  Lawrence  W.  Lowman,  CBS  vice  president; 
Mark  Woods,  ABC  vice  chairman;  Dr.  Allen  B.  DuMont  (in  background), 
president,  DuMont  Labs. 


TELEVISION  is  one  of  the  most  powerful  forces  in  our  economy  and 
culture  today.  Television  is  a  reality  which  cannot  be  denied;  but  it 
is  a  reality  that  must  be  clarified  if  we  are  to  understand  what  helps 
to  make  today  what  it  is,  and  what  tomorrow  may  be. 

This  is  the  conclusion  reached  by 
the  U.  S.  Chamber  of  Commerce's 
cominittee  on  advertising  after  cir- 
culating a  10-point  questionnaire 
on  TV  dimensions  to  operators  of 
television  stations  who  are  also 
operators  of  radio  stations  [Broad- 
casting, Aug.  7].  Results  appear 
in  the  chamber's  June-July  issue 
of  Advertising  News  Letter. 

In  answer  to  question  No.  1 — 
"How  many  television  sets  will  be 
in  use  by  1955?" — lowest  estimate 
was  nine  million  sets;  highest,  50 
million.  Many  replies  were  quali- 
fied with  "provided  no  war." 

Although  doubting  that  isolated 
areas  may  ever  receive  television, 
interviewees  were  agreed  that  lift- 
ing of  the  FCC  freeze  would  bring 
innovations  to  saturate  the  popula- 
tion. Booster  or  satellite  stations 
will  prove  important  and  90%  of 
continental  United  States  will  have 
better  than  fair  reception  even- 
tually, the  report  said. 


Better  Adapted 

Asked  what  type  of  goods  or  serv- 
ices TV  is  better  adapted  than 
radio  to  sell,  broadcasters  replied: 
"Any  product  that  can  be  demon- 
strated in  use  and  all  goods  that 
lends  itself  to  counter  display  and 
show  room  display,  especially  brand 
name  products." 

TV,  they  pointed  out,  may  become 
a  better  medium  for  all  goods  and 
services  than  radio,  and  enterprises 
using  both  house-to-house  canvas- 
sers and  TV  report  that  TV  is 
nearly  as  eff^ective  in  moving  mer- 
chandise as  personal  selling  and 
much  less  expensive. 

Questioned  on  the  role  TV  will 
have  assumed  in  mass  education  by 
1955,  station  operators  were  of  the 
opinion  that  if  TV  is  ever  to 
achieve  its  full  stature  as  an  edu- 
cational force,  "municipalities  must 
find  ways  to  finance  it  just  as  they 
have  found  it  wise  to  use  motion 
pictures  and  magazines  in  schools." 

The  survey  brought  out  the  con- 
clusion that  TV  can  teach  anything 
because  it  can  bring  the  classroom 
right  into  the  home  and  will  revolu- 
tionize higher  education.  "This 
has  been  proved  by  the  Navy's 
success  in  training  personnel 
through  TV  programs,"  the  report 
said. 

Both  television  and  radio  will 
have  established  specialized  clients 
by  1955,  the  questionnaire  revealed, 
and  the  two  media  may  be  highly 
complementary  and  both  may  be 
used  by  the  same  advertisers  at 
different  times.  Furthermore, 
clients  unable  to  afford  TV  will, 
possibly,  be  in  a  position  to  buy 
radio  and  get  good  value. 

Radio,  it  was  pointed  out,  will 
take  care  of  sparsely  settled  areas 
for  a  long  time  but  it's  probable 
that  the  greater  radio  audience 
will  be  available  only  in  the  day- 
time. Radio's  cost  will  be  less, 
much  less,  was  the  general  reply. 


Implementing  this  opinion,  inter- 
viewees were  afraid  that  TV's  sell- 
ing capacity,  however,  is  so  much 
greater  than  radio's  that  as  soon  as 
its  per  capita  cost  is  brought  down 
— through  wider,  more  extensive 
distribution  of  sets — it  will  take 
most  of  radio's  clients  because  it 
will  sell  greater  volume  of  goods 
per  dollar  invested. 

As  to  the  types  of  clients,  goods 
and  ser.vices  using  radio  or  TV 
predominantly  in  1955,  station 
operators  answered  that  TV  spon- 
sorship is  limitless  and  it's  prob- 
able that  goods  will  be  sold  by  TV 
and  services  will  be  sold  by  radio. 

Typical  Case 

Typical  of  answers  to  a  request 
for  operators'  most  convincing  case 
history  of  television's  ability  to 
move  goods  were  the  following : 

"One  TV  announcement  sold  one 
carload  of  electric  fans  in  12  busi- 
ness hours.  .  .  .  DeSoto  dealer  ran 
one  60-second  film  spot,  cost  $30. 
Sold  four  automobiles  as  a  direct 
result.  .  .  .  Sold  $8,200  worth  of 
Vitamix  machines  at  $29.95  each 
on  a  single  half -hour  film  program 
which  cost  the  sponsor  only  $270. 
...  in  several  case  we  have  sold 
out  complete  stocks  for  local  deal- 
ers .  .  .  with  an  expenditure  of 
$100  we  have  moved  $30,000  in 
goods.  .  .  .  Our  success  stories  go 
to  banks,  automobiles,  groceries, 
appliances,  etc." 

The  following  TV  stations  co- 
operated with  the  chamber  in  its 
survey : 

WKY  -  TV  Oklahoma  City; 
WDTV  (TV)  Pittsburgh;  WAFM- 
TV  Birmingham,  Ala.;  WBAP- 
TV  Fort  Worth;  WTVR  (TV) 
Richmond,  Va.;  WOR-TV  New 
York;  WTVN  (TV)  Columbus, 
Ohio;  WSYR-TV  Syracuse,  N.  Y.; 
WFIL-TV  .  Philadelphia;  WTVJ 
(TV)  Miami;  WBEN-TV  Buffalo; 
WKZO-TV  Kalamazoo,  Mich.; 
WMAR-TV  Baltimore;  WMBR-TV 
Jacksonville,  Fla.;  WOAI-TV  San 
Antonio;  WJBK  -  TV  Detroit; 
KMTV  (TV)  Omaha;  WAAM 
(TV)  Baltimore;  WJAC-TV  Johns- 
town, Pa.;  WDSU-TV  New  Or- 
leans; WAVE -TV  Louisville; 
WHAM-TV  Rochester,  N.  Y. ;  also, 
DuMont  Television  Network. 


Katz  Agency  Listings 

KATZ  AGENCY  is  releasing  "TV 
spot  advertising  cost  summary," 
giving  cost  of  one-miunte,  five-, 
minute  and  15-minute  time  periods 
at  one-time  and  260-time  rates  and 
half-hours  at  one-time  and  52-time 
rates  for  Class  A  film  time  on  106 
TV  stations  operating  as  of  July  1. 
Four-page  folder  also  reports  the 
total  costs  for  the  first  10,  20,  30, 
40  and  50  TV  markets  and  for  all 
62,  for  all  stations  and  for  one  sta- 
tion in  each  market. 


WFAA-TV 

DALLAS 


4 


EDWARD  PETRY  &  CO.,  INC. 


as 


^AM  Representative  for  fast  18  years 
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TV  COMPANIES    In  Wartime  Economy 

PREPAREDNESS,  in  war  or  peace,  will  bring  prosperity  in  electronic 
production  for  "the  better  companies,"  according  to  a  report  by  the 
research  department  of  Television  Shares  Management  Co.,  Chicago. 
The  firm,  which  sponsors  and  distributes  Television  Fund,  notes  "a  dras- 
tic revaluation  of  prices  in  many  *  

securities"  since  the  outbreak  in  DuMONt 

Korea,  with  this  trend  especially     i94i       834,034       648,028  22,978(d) 

..       .  ,  J  «j.  1     •  •  1946      6,657,185       2,287,167  l,472,270(d) 

active  m  the  so-termed  "television"     1949    22,403,612    45,154,470  2,701,767 

group-  MOTOROLA 

Television  Shares  concludes  that     I94i     6,2i6,509    i7,63i,500  906,824 

the  avpvae-p  iTivp<?tnT-  helipvp-?  "a  ^'''^  14,004,117  23,201,107  656,286 
xne   aveiage  investor   oeiieves     a     ,949    30,231,989    31,803,358  5,280,196 

war-like  economy  will  have  dire  phuco 

effects  on  the  financial  success  of       ,94,     28,580,723     77,073,636  2,513,569 

TV  and  electronics  companies."  In  1946  64,915,035  I2i,596,62i  3,107,480 

an  attempt  to  refute  this  belief,  TV  i'^'  83,819,970  214,884,306  5,691,796 

Shares  points  out  that  today's  "es-  ^^'^ 

tahli<?hprl     lpndpr<5"     in     TV     wprP  134,479,284  158,695,722  10,192,716 

taoiisnea    leaaeis      in    iv    were  ,54^  189,626,247  236,145,728  10,935,053 

"helped    tremendously    by    World  1949  244,273,589  396,138,357  25,144,279 

War  II,  despite  wartime  taxes,  lim-  zenith 

itation  orders  and  restrictions.  ...  I94i    io,784,3i6  23,876,688  1,236,438 

.„  1946     19,680,517      39,566,963  169,S06(d) 

A  warlike  economy  will  once     1949    32,723,871     99,210,746  2,706,889 
again  make  the  large  companies   

"1  ,    .     "      ,    .    ^  (d)  Deficit. 

even  larger  and  in  certain  cases 

make  'big  ones  out  of  little  ones,'  This  same  "amazing  growth"  has 
as  it  did  during  the  war,"  the  re-  been  experienced  by  component 
port  said.  manufacturers,  according  to  the 
The  special  memorandum  re-  memorandum.  Figures  are  avail- 
leased  by  TV  Shares  contrasted  able  for  only  1939  and  1944.  They 
total  assets,  sales  and  net  profit  in  are: 

1941,  1946  and  1949  for  six  major  1939  1944 

companies— Admiral,  DuMont,  Mo-  Receiving  tubes  . . .  $32,881, 000  ",140,000 

;        -r^i  T^^.  -I     rr      •  1         Transmitting  tubes  .       2,268,000  259,916,000 

torola,   Phuco,   RCA   and   Zenith.     Capacitors    22,607,000  119,526,000 

T>ioir  fnllnw  Transformers    11,072,000  142,238,000 

±ney  loiiow.  Resistors    9,001,000  48,200,000 

Total  Assets        Sales  Net  Profit 

ADMiRAi  Radar  and  radio  plant  expansions 

1941    $1,557,478    $9,399,024     $124,424       authorized  by  the  War  Production 

1946     12,818,986      36,139,851  1,888,625   

1949     30,237,149    112,004,251  8,239,582 

 TVA-SGA  TALKS 

Continue  in  New  York 

f^T/kftP.  TVA-SAG  discussions   over  TV 

^  w  jurisdiction  were   believed   to  be 

.  continuing  in  New  York  last  week, 

advertisers  spend  with  the  return  there  from  Holly- 

wood of  George  Heller,  TVA  na- 
i^/§j0  tional  executive  director.  However, 

J^S^jQJ^^  immediate   overall  agreement 

appeared  in  sight. 
II  TVA    is    expected    to    file  an 

money  to  sell  amended  petition  with  NLRB  in 

New  York   shortly,  according  to 
^T^^  Sidney  Levy,  field  examiner  han- 

W  w^^i^^^  dling  the  dispute  there. 

Mr.  Levy  would  not  comment  as 
merchandise  to  to    what    the    expected  petition 

might  contain.    But  it  is  known 
^kj^^  that  certain  possible  technical  de- 

^  fects   in   the   petitions   of  both 

Ww^^^^l^^  parties  were  pointed  out  by  Mr. 

Levy  at  the  June  15  meeting  in 
people  on  New  York  of  TVA,  SAG,  and  in- 

dustry representatives  [Telecast- 
llfl  111    xri  rifirmil  ^^"^^  Since  then  SAG 

WLW"  IbLtVlblUN  "^^^^  amended  petitions 

on  the  West  Coast.  They  are  seem- 
I  ,1  ingly  designed  to  conform  to  the 

tnan  on  any  orner  jgg^l   requirement  that   the  unit 

three  TV  stations  in  ^o^.fht  to  be  represented  by  the 

petitioner  be    appropriate.  Pre- 
the  WLW  -  Television         sumably    the    expected  amended 
,  petition  of  TVA  will  have  a  sim- 

market  —  2nd  largest       iiar  purpose. 

1  .1  Conceivably  either  group  might 

in  tne  midV/eSt.  change  the  direction  of  negotia- 

tions by  filing  a  multitude  of 
UflU/T  U/IU/n  U/IU/P  amended  petitions,  intended  to  go 
IfLW"!  W  LVl"U  If  LW'b  after  certification  piecemeal.  Thus 
CHANNEL  4  CHANNEL  5  CHANNEL  3  petitions  might  be  filed  city  by 
CINCINNATI         DAYTON         COLUMBUS      ^jty^        o^e  Specific  job  category 

after  another.  However,  the  NLRB 
is  empowered  to  consolidate  such 
petitions  should  it  so  decide. 


Board  between  1941  and  1945  to- 
taled $227  million,  divided  as  fol- 
lows: Building,  $85  million;  equip- 
ment, $142  million.  Of  the  $227 
million,  $105  million  was  financed 
privately,  the  report  shows. 


DuMONT  EXPANDS 

Leases  Ambassador  Theatre 

DuMONT  TV  NETWORK  has 
signed  a  five-year  lease  for  New 
York's  Ambassador  Theatre,  with 
options  for  renewal  at  the  end 
of  that  time.  Chris  J.  Witting, 
DuMont  general  manager,  and  Lee 
Shubert,  theatre  owner,  negotiated 
the  contract.  The  network  also 
signed  for  space  at  488  Madison 
Ave.,  New  York,  to  which  account- 
ing and  other  departments  not 
engaged  in  program  production  vdll 
be  moved  to  provide  additional 
space  for  expanded  daytime  pro- 
gramming at  the  DuMont  head- 
quarters at  515  Madison  Ave. 

The  Ambassador,  with  almost 
1,000  seats,  is  being  remodeled  for 
TV  use.  Du  Mont  also  operates 
the  1,440-seat  Adelphi  Theatre  in 
New  York  in  addition  to  studios  at 
515  Madison  Ave.  and  the  John 
Wanamaker  department  store.  The 
network's  engineers  are  now  inves- 
tigating a  large  building  on  New 
York's  Upper  East  Side  looking 
toward  additional  studios. 


GENERAL  ELECTRIC 

Plans  TV  Tube  Expansion 

EXPANSION  program  at  a  cost 
of  $3  million  and  involving  the 
General  Electric  tube  plants  at 
Owensboro,  Ky.,  and  Tell  City,  Ind., 
was  announcel  last  week  by  the 
firm.  The  added  facilities— 134,000 
sq.  ft.  more  floor  space  and  new 
tube  making  equipment — are  re- 
quired to  meet  an  increased  demand 
for  television  and  "other  electronic 
tubes,"  according  to  J.  M.  Lang, 
manager.  General  Electric  tube 
divisions,  Schenectady,  N.  Y. 

Increased  demand  for  tubes  has 
been  caused  by  the  rapid  expansion 
of  the  television  industry's  set  pro- 
duction, Mr.  Lang  said.  It  was 
pointed  out  that  GE's  receiving 
tube  operations  have  been  on  over- 
time schedules  and  production  is  at 
an  all-time  high. 


WOR-IBEW  PACT 

Covers  TV,  Radio  Technicians 

THE  FIRST  WOR-AM-TV  New 
York  contract  with  IBEW  was 
signed  last  week  in  New  York,  cov- 
ering all  the  station's  radio  and  TV 
technicians.  Contract,  effective  Aug. 
7,  will  run  through  March  1952, 
with  a  provision  for  re-opening  the 
wage  clause  in  March  1951. 

WOR's  contract  with  the  Na- 
tional Assn.  of  Broadcast  Engineers 
and  Technicians  (NABET)  expired 
in  April  1949  when  WOR  tech- 
nicians voted  to  leave  the  union. 
After  a  period  as  an  independent 
union,  the  technicians  in  October 
1949  elected  to  affiliate  with  the 
IBEW.  Negotiations  between  IBEW 
and  WOR-AM-TV  have  been  in 
progress  since  that  time,  culminat- 
ing in  the  present  contract. 


KSTP  STRIKE 

Union  Answers  Hubbard 

LOCAL  1216  of  Radio  Broadcast 
Technicians  (IBEW-AFL),  whose 
members  at  KSTP-AM-FM-TV  St. 
Paul-Minneapolis  have  been  on 
strike  since  April,  last  week  pub- 
lished its  differences  with  Stanley 
Hubbard,  president  and  general 
manager  of  the  stations.  Attendant 
to  the  dispute  is  curtailment  of 
KSTP-TV  telecasts  of  Minneapolis 
Millers'  ball  games  [Telecasting, 
Aug.  7]. 

The  baseball  telecasts  were  dis- 
continued when  KSTP,  because  of 
the  strike,  was  unable  to  change  a 
power  -cable  at  the  ball  park  to 
conform  to  requirements  of  city 
inspectors.  Mr.  Hubbard  related 
that  although  the  cable  had  been 
used  since  1948  without  objection, 
it  was  condemned  after  the  strike 
began.  Mr.  Hubbard  said  the  cable 
had  been  installed  in  1948  by  a 
local  "licensed  union  electrical  con- 
tractor." 

Gene  Brautigam,  Local  1216 
president,  contended  the  installa- 
tion "is  not  the  same  as  used  dur- 
ing 1948  and  1950."  He  said:  "The 
installation  for  1950  was  made 
after  the  labor  dispute  between 
KSTP  and  Local  1216  had  been  in 
progress  for  three  weeks.  It  was 
done  by  imported  technician  strike- 
breakers under  the  direction  of 
John  Klug,  assistant  chief  engi- 
neer, one  day  prior  to  the  scheduled 
opening  home  baseball  game." 

Mr.  Brautigam  contended  the 
strike  commenced  in  April  "after 
eight  months  of  negotiation  with 
KSTP  proved  futile"  although  all 
other  Twin  Cities  stations  made 
satisfactory  settlement  granting 
wage  increases.  The  union  presi- 
dent charged  that  shortly  after  the 
strike  began  KSTP  "locked  out" 
employes  who  offered  to  return 
pending  further  negotiations. 

Mr.  Hubbard  earlier  stated  the 
"$95  to  $110  a  week  KSTP  scale 
is  $15  to  $25  a  week  more  than 
operators  in  other  stations"  there 
with  the  exception  of  WCCO, 
which  is  paid  under  CBS  contract 
"negotiated  at  the  living  stand- 
ards of  New  York  City."  He  con- 
sidered the  union's  bid  for  $15  in- 
crease as  "unreasonable." 

Mr.  Brautigam,  however,  con- 
tended the  KSTP  scale  is  only  $71 
to  $95  per  week  with  "a  few  super- 
visors" getting  $110.  He  said  this 
is  $5  below  WDGY  and  $35  below 
WCCO.  The  union  chief  further 
held  the  WCCO  contract  uses  the 
midwest  CBS  station  scale,  lower 
than  New  York  and  Los  Angeles. 


WCPO-TV  Schedule 

WCPO-TV  Cincinnati  today  (Aug. 
14)  increased  its  hours  of  operation 
to  141  per  week.  Under  the  new 
schedule,  the  Scripps-Howard  sta- 
tion goes  on  the  air  weekdays  at  6 
a.m.  and  continues  telecasting  until 
12:30  a.m.  Weekend  scheduling 
extends  from  6  a.m.  Friday  until 
1  a.m.  Monday,  with  disc  jockeys 
handling  the  all  night  stretches 
Friday,  Saturday  and  Sunday. 
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WKY-TVHASTHE/@ 


NBC 
CBS 
ABC 

DUMONT 


ON  4  NETWORKS 


Every  night's  a  big  night  on 
WKY-TV.  With  the  top  shows 
from  the  four  big  networks  plus 
strong,  local  programs,  WKY-TV 
offers  its  far-flung  audience  a  solid 
line-up  of  top-rated  programs 
seven  days  and  nights  a  week. 


WKY  TV  I 


ITY 


OWNED  AND  OPERATED  BY  THE  OKLAHOMA  PUBLISHING  CO. 
WKY,  OKLAHOMA  CITY    •     THE  DAILY  OKLAHOMAN  • 


Represenfed  by  THF  KATZ  AGENCY,  INC. 
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70db. 

Dynamic 
Range* 
on  Disks 

MOW  made  possible  with  tiie 
FAIRCHILD 

ThermO'StYlusKit 

^Measured  in  accordance  with  NAB 
Eecording  and  Reproducing  Stand- 
ards: Section  1,  paragraph  1.85. 


WHAT  IT  IS: 

A  kit  of  special  styli  with 
miniature  heating  elements,  a 
cutterhead  adaptor  and  a  heat 
control  with  calibrated  meter. 


WHAT  IT  DOES: 

Applies  thermoplastic  principles 
to  disk  recording;  eliminates 
mechanical  loading  of  the  cut- 
ter by  the  disk  material. 

RESULTS: 

•  Reduces  basic  surface  noise  at 
least  20  db. 

•  Minimizes  frequency  discrimin- 
cition  at  innermost  diameters 

•  Eliminates  most  difficulties  due 
to  production  differences  in  blank 
disks. 

Recordings  made  with  the  Fair- 
child  Thermo-Stylus  Kit  retain 
the  esthetic  listening  appeal  of 
original  sound. 

WRITE  FOR  ILLUSTRATED  DETAILS 
SPECIFY  YOUR  CUTTERHEAD 


RECORDING  EQUIPMENT 
CORPORATION 


154TH  STREET  AND  7TH  AVENUE 

WHITESTONE,  N.  Y  fr-iis 
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Color  Delay 

(Continued  .  from  page  U9) 

potentially  phenomenal  improvement 
of  the  television  art. 

Sen.  Johnson  said  FCC  "most 
certainly"  possesses  "all  of  the 
basic  and  scientific  facts  which  can 
be  presented,'"  and  by  additive 
process  he  concluded  that  "at  least 
a  majority"  of  the  Commissioners 
"believes  that  a  decision  now  would 
in  no  way  prevent  future  develop- 
ment of  improvements  in  color." 

He  pointed  out  that  Comrs.  E. 
M.  Webster  and  George  E.  Sterling 
in  their  Senate  confirmation  hear- 
ings went  "firmly  on  the  record  as 
favoring  a  quick  and  positive  de- 
cision on  color,"  and  that  at  least 
two  others  of  the  seven-member 
agency — presumably  Comrs.  Rob- 
ert F.  Jones  and  Frieda  B.  Hen- 
nock — have  "well-known"  views  as 
to  "the  advisability  of  a  speedy  and 
definitive  color  decision  which 
would  authorize  immediate  opera- 
tion on  existing  channels." 

As  for  Chairman  Coy's  views, 

RCA  Demonstrations 

(Continued  from  page  U9) 

tube  which  has  its  own  circuitry 
and  power  supply. 

The  RCA  spokesmen  expressed 
the  opinion  that  color  switching, 
phasing  and  synchronization  call 
for  about  the  same  number  of 
tubes,  regardless  of  the  color  sys- 
tem employed. 

Work  is  also  in  progress  in  the 
RCA  Labs  on  simplified  and  less 
expensive  studio  equipment  for 
color  program  transmission.  Fol- 
lowing the  demonstration  of  net- 
worked color  reception,  visitors  at 
the  labs  were  shown  a  unit  now  in 
the  development  stage  that  consists 
of  a  red  and  a  blue  vidicon  tube 
plus  a  dichromatic  mirror.  Added 
to  a  standard  studio  black-and- 
white  camera,  this  unit  would  con- 
vert it  into  a  color  camera  that 
would  be  less  expensive  to  buy  and 
to  maintain  and  would  have  a  sim- 
pler color  registration  set-up  than 
the  three-image  orthicon  camera. 

RCA  researchers  also  are  work- 
ing on  a  single-tube,  three-color 
camera  and  reported  "satisfactory 
progress"  on  several  approaches  to 
this  problem,  apparently  not  at  all 
dismayed  at  statements  of  other 
video  engineers  that  such  a  tube 
is  a  physical  impossibility. 

Capital  Showing 

RCA's  demonstration  of  co- 
axial cable  transmission  of 
its  color  TV  system  is  to  be 
shown  in  Washington  "as 
soon  as  possible,"  probably 
this  week  or  next,  according 
to  C.  B.  Jolliffe,  executive 
vice  president  in  charge  of 
RCA  Labs.  Division.  Dr.  Jol- 
liffe arrived  in  Washington 
last  Friday  to  supervise  as- 
sembly of  equipment  and  to 
direct  test.  Members  of  FCC 
and  other  Capital  officials 'are 
expected  to  be  invited  to 
showing. 


the  Coloradan  said  "I  have  such 
confidence  in  your  common  sense, 
responsibility  to  duty,  appreciation 
for  effective  public  relations,  and 
deep  concern  for  the  general  public 
interest  that  I  have  no  qualms 
about  your  personal  position." 

Sen.  Johnson  said  he  was  "grate- 
ful to  the  present  Commissioners 
for  their  constructive  approach  to 
the  imperative  need  for  speeding 
the  commercial  operation  of  color 
television." 

He  made  clear  that  "I  have  been 
in  this  campaign  too  long  to  sur- 
render without  a  struggle,"  and 
that  "if  there  is  any  temporizing 
with  a  clear-cut  decision  now,  the 
fight  must  go  on.  .  .  ." 

"You  know  my  deep  concern  over 
the  color  question  but  I  am  equally 
as  concerned  over  the  standing  and 
stature  of  the  Commission  with  the 
Congress  and  the  public  generally," 
he  said.  Everyone  realizes  that  the 
Commission  is  itself  before  the  bar 
of  public  opinion  in  this  matter." 

Cites  Condon  Report 

Sen.  Johnson  pointed  out  that  the 
Condon  Committee  "has  declared 
unequivocally  that  color  television 
is  ready  now."  He  said  he  was 
sending  a  copy  of  the  committee's 
report  to  each  Senator;  that  the 
Government  Printing  Office  has 
sold  more  than  1,100  copies,  and 
that  Senators  "are  requesting  more 
and  more  copies  for  their  constitu- 
ents."   His  letter  continued. 

The  employment  of  the  current 
Korean  crisis  as  an  alibi  for  delay 
by  the  detractors  of  color  television 
shows  how  desperate  they  are  for  any 
excuse  for  procrastination,  deferment, 
or  weasley  worded  proposed  findings 
which  would  have  the  deadly  effect 
of  delay  itself.  ...  It  is  wholly  un- 
realistic for  these  selfish  interests  to 
seize  upon  the  war  needs  as  an  ex- 
cuse; it  indicates  an  utter  lack  of 
appreciation  of  the  important  part 
played  by  electronics  in  modern  war. 

The  immediate  commercial  utiliza- 
tion of  color  television  could  be  of 
vast  aid  to  the  defense  effort  in  test- 
ing jet  engine  flame  colors,  observa- 
tion of  guided  missiles,  surveillance  of 
various  atomic  processes,  and  in  a 
number  of  other  still  secret  processes 
and  developments.  Whether  or  not 
the  Korean  conflict,  or  even  a  major 
expansion  of  it,  would  seriously  affect 
production  in  the  electronics  industry 
is  beside  the  point. 

Korea  is  not  part  of  the  testimony 
in  the  record  and  even  if  it  were 
honestly  believed  that  a  decision  for 
immediate  utilization  of  color  could 
not  be  put  into  effect  because  of  the 
war,  the  Commission  has  no  duty  or 
responsibility  or  even  right  to  use 
such  an  anticipated  development  as  a 
prop  for  "no  decision  now,"  or  for  a 
proposed  or  tentative  decision,  or  for 
anything  other  than  a  clear-cut  defini- 
tive decision  based  on  the  record 
before  it. 

Sen.  Johnson  inserted  his  let- 
ter, along  with  those  sent  by  CBS 
and  RCA  to  the  Commission,  in  the 
Congressional  Record  for  last  Tues- 
day. 

Columbia's,  sent  by  President 
Frank  Stanton,  cited  "talk  in  in- 
dustry circles  that  some  groups 
would  welcome  delay"  of  the  color 
decision. 

"I  would  like,"  Mr.  Stanton  said, 
"to   underscore   what  the  record 


NAB  District  Meetings 

Aug.  14-15:  Dist.  17,  Benjamin  Frank- 
lin Hotel,  Seattle. 

Aug.  21-22:  Dist.  15,  San  Carlos  Hotel, 
Monterey,  Calif. 

Aug.  24-25:  Dist.  16,  Hollywood-Roose- 
velt Hotel,  Los  Angeles. 

Sept-  7-8:  Dist.  13,  Plaza  Hotel,  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 
Glenwood  Springs,  Col. 


Aug.  24-25:  Georgia  Assn.  of  Broadcast- 
ers meeting,  DeSoto  Beach  Hotel,  Sa- 
vannah, Ga. 

Aug.  28-30:  Canadian  Assn.  of  Broad- 
casters directors  meeting,  Jasper  Park 
Lodge,  Jasper,  Alta. 

Aug.    30-Sept.    2:    Western    Assn.  ol 

Broadcasters,  Jasper  Park  Lodge,  Jas- 
per, Alta. 

Sept.  8-9:  West  Virginia  Broadcasters 
Assn.,  Greenbrier  Hotel,  White  Sul- 
phur Springs,  W.  Va. 


ATTENDANCE  UP 

TV  Credited  in  Atlanto 

ALL-TIME  attendance  record  at 
minor  league  baseball  games  of  the 
Atlanta  Crackers  for  the  first  week 
in  August  was  set,  according  tc 
James  E.  Bailey,  manager  oi 
WAGA-TV  Atlanta,  with  televi- 
sion getting  credit  for  stimulat- 
ing interest  in  the  team  and  pack- 
ing the  stands. 

The  week's  attendance  passed 
last  year's  mark  by  6,000,  accord- 
ing to  Cracker  figures.  The  Crack- 
ers are  leading  the  Southeri 
league,  with  all  home  games  be 
ing  telecast. 

Three  weeks  of  daily  shower^ 
around  game  time  kept  dovni  at 
tendance  earlier  at  Crackers 
games,  with  some  persons  blaming 
TV  for  a  temporary  drop  in  at 
tendance,  according  to  Mr.  Bailey 
But  with  arrival  of  August  the 
weather  cleared  and  despite  ap 
pearance  of  Chattanooga  and  Lit- 
tle Rock,  seventh  and  eighth  re- 
spectively in  the  league  standings 
attendance  was  record-breaking 
One  night  a  Chattanooga  game 
drew  11,720  fans. 

Mr.  Bailey  reiterated  that  TV  i; 
bringing  fans  to  the  park  in  drove; 
[Telecasting,  July  17]. 


already  makes  clear — that  Colum 
bia  has  always  wanted  and  no%^ 
wants  a  prompt  and  definitive  deci 
sion  adopting  a  system  of  colo) 
television  and  fixing  full  commer 
cial  standards  therefor.  We  are 
not  and  never  have  been  in  favoi 
of  any  deferment  whatever  of  J 
definitive  color  decision." 

RCA's  letter,  from  Brig.  Gen 
David  Sarnoff,  board  chairman 
noted  that  trade  press  stories  in 
dicate  that  "there  are  those  wh( 
are  in  favor  of  delay"  on  color  anc 
reiterated  on  behalf  of  RCA  anc 
NBC  that  "we  have  not  and  do  noi 
favor  any  delay  in  the  establish 
ment,  by  the  FCC,  of  commercia 
standards  for  color  television' 
[Telecasting,  Aug.  7]. 
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Before  and  After  TV' 

(Report  124) 


ALTHOUGH  living  habits  change 
when  a  television  set  enters  the 
home,  these  changes  are  not  as 
drastic  as  some  surveys  vi^ould  in- 
dicate. Movie  attendance,  for  in- 
stance, which  has  dropped  in  the 
past  few  years,  has  decreased  in 
non-television  homes  as  well  as 
television  homes. 

While  radio  listening  is  cut  some- 
what by  TV  set  ownership,  com- 
bined listening  and  viewing  of  TV 
owners  is  greater  than  that  of 
radio-only  families  and  greater 
than  it  was  for  the  same  families 
before  they  acquired  a  television 
set. 

These  tendencies  may  be  dravra 
from  a  before-and-after-TV-set- 
ownership  survey  reported  by  Sher- 
man P.  Lawton,  coordinator  of 
broadcasting  at  the  U.  of  Okla- 
homa. Information  was  gathered 
through  six  separate  investigations 
made  in  Norman  and  Oklahoma 
City  starting  last  year  before  tele- 
vision came  to  the  area  [Telecast- 
ing, Oct.  10,  1949]. 

The  entire  study  included  a  to- 
tal of  3,615  family  interviews  with 
2,864  different  families.  Of  all  in- 
terviews, 20.7%  were  "repeats," 
families  which  had  been  inter- 
viewed previously,  and  43.3%  of  the 
families  interviewed  at  the  six- 
month  period  had  been  interviewed 
in  the  pre-TV  study.  Of  the  fami- 
lies interviewed  after  TV  had  been 
in  the  area  for  a  year,  27.5%  were 
"repeats"  who  had  been  TV  set 
owners  at  the  six  month  period. 


Sampling  was  distributed  accord- 
ing to  density  of  population,  and 
equally  throughout  the  days  of  the 
week. 

Among  the  interpretations  re- 
ported were  the  following: 

Almost  10%  of  the  families  in  the 
area  acquired  TV  sets  in  the  first 
year  of  television  operation  in  the 
area. 

There  was  no  tendency  for  TV 
homes  to  reduce  their  number  of  radio 
sets,  in  spite  of  generous  trade-in 
offers.  People  who  purchased  TV  sets 
during  the  first  year  were  families 
with  two  or  three  radios.  This  fact 
may  indicate  a  higher  interest  in 
broadcast  programs,  but  seems  more 
likely  to  be  related  to  income  of  pur- 
chasers. There  was  a  definite  rela- 
tionship between  set  ownership  and 
income.  .  .  . 

Combined  Listening  Up 

Although  radio  listening  is  cut  down 
somewhat  by  TV  set  ownership,  the 
combined  listening  and  viewing  of  TV 
owners  is  (a)  greater  than  that  for 
radio-only  families  and  (b)  greater 
than  it  was  for  the  same  families  be- 
fore they  acquired  TV  sets. 

Evening  radio  listening  has  been 
sharply  cut  in  TV  families. 

There  is  a  negative  correlation  be- 
tween income  level  and  listening,  both 
in  radio  and  television.  The  higher 
the  income,  the  less  likely  people  are 
to  listen  for  long  periods  of  time. 

Apparently  the  woman  in  the  family, 
who  has  always  been  accepted  as  the 
dominant  listener  to  radio  programs, 
has  had  to  give  way  when  television 
came  into  the  home.  The  shift  can, 
in  no  small  part,  be  attributed  to  the 
fact  that  TV  programming  in  the  area 
is    concentrated    during    the  evening 


hours.  [A  table  shows  children  to  be 
the  dominant  listeners  in  TV  families 
followed  by  men  and  then  women.] 

Movie  attendance  has  decreased 
among  TV  owners;  however,  it  has 
also  decreased  among  radio-only  own- 
ers. Furthermore,  the  people  who 
purchased  TV  sets  .  .  .  tended  to  go 
to  fewer  movies  than  other  people  even 
before  they  made  their  TV  set  pur- 
chases. To  a  considerable  extent, 
movie-going  is  related  to  income  .  .  . 
and  the-  tendency  is  for  upper  income 
groups  to  attend  movies  less  than  the 
middle  groups;  low  income  groups  at- 
tend movies  less  frequently. 

Television  set  owners  take  more 
newspapers  than  radio-only  families. 
This  fact  is  related  to  income.  .  .  . 
The  evidence  does  not  indicate  that 
TV  users  are  reading  .their  news- 
papers either  more  or  less  than  they 
used  to,  nor  more  or  less  than  radio 
set  owners.  Differences  may  appear 
in  the  future  when  TV  serves  the  news 
needs  of  listeners  better  than  it  does 
at  the  present  time.  There  is  no  rela- 
tionship between  the  number  of  news- 
papers taken  and  the  amount  of  time 
spent  in  reading.  Families  who  take 
three  or  four  newspapers  a  day  do  not 
read  them  substantially  longer  than 
those  who  only  take  one  or  two  a  day. 

Television    set    owners    take  more 
magazines    than    radio-only  families. 
This  factor  is  related  to  income.  Al- 
though it  appears  .  .  .  that  TV  owners, 
are  taking  fewer  magazines  than  the; 
did   a   year   ago,  the   same  tendenc; 
seems  to  be  true  for  radio  families 
.  .  .  avid  radio  listeners  take  fewer 
magazines.    The  same  tendency  cannot 
be  established  as  clearly  for  TV  view- 
ers.   In  a  rather  clear-cut  way  tele- 
viewing seems  to  cut  into  magazine 
reading.   It  can  be  assumed  as  a  prob- 
( Continued  on  page  60) 
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City 

Outlets  On  Air 

Number  Sets 

City 

Outlets  On  Air 

Number  Sets 

Albuquerque 

KOB-TV 

3,550 

Louisville 

WAVE-TV,  WHAS-TV 

35,769 

Ames 

WOI-TV 

12,298 

Memphis 

WMCT 

44,319 

Atlanta 

WAGA-TV,  WSB-TV 

49,263 

Miami 

WTVJ 

31,400 

Baltimore 

WAAM,  WBAL-TV,  WMAR-TV 

178,240 

Milv^aukee 

WTMJ-TV 

119,044 

Binghamton 

WNBF-TV 

18,650 

Minn.-St.  Paul 

KSTP-TV,  WTCN-TV 

105,100 

Birmingham 

WAFM-TV,  WBRC-TV 

17,500 

Nashville 

300 

Bloomington 

WTTV 

6,050 

New  Haven 

WNHC-TV 

90,300 

Boston 

WBZ-TV,  WNAC-TV 

405,068 

New  Orleans 

WDSU-TV 

28,754 

Buff  a  lo 

WBEN-TV 

110,251 

New  York 

WABD,  WCBS-TV,  WJZ-TV, 

WNBT 

1 ,435,000 

Charlotte 

WBTV 

19,210 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV.  WGN-TV,  WNBQ 

536,895 

Newark 

WATV 

Inc.  in 

N.  Y.  estimate 

Cincinnati 

WCPO-TV,  WKRC-TV  WLWT 

136,000 

Norfolk 

WTAR-TV 

23,420 

Cleveland 

WEWS,  WNBK  ,WXEL 

260,185 

Oklahoma  City 

WKY-TV 

36,900 

Columbus 

WBNS-TV,  WLWC,  WTVN 

74,000 

Omaha 

KMTV,  WOW-TV 

27,182 

Dallas, 

Philadelphia 

WCAU-TV,  WFIL-TV,  WPTZ 

540,000 

Ft.  Worth 

KRLD-TV,  WFAA-TV,  WBAP-TV 

65,681 

Phoenix 

KPHO-TV 

14,800 

Davenport 

WOC-TV 

16,218 

Pittsburgh 

WDTV 

108,000 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island, 

East  Moline 

Portland,  Ore. 

945 

Dayton 

WHIO-TV,  WIWD 

71,000 

Providence 

WJAR-TV 

65,270 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

282,000 

Richmond 

WTVR 

38,925 

Erie 

WICU 

37,650 

Rochester 

WHAM-TV 

45,926 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

16,218 

Dallas 

WBAP-TV,  KRLD,  WFAA-TV 

65,681 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island,  East  Moline 

Grand  Rapids 

WLAV-TV 

43,055 

Salt  Lake  City 

KDYL-TV,  KSL-TV 

21,000 

Greensboro 

WFMY-TV 

15,458 

San  Antonio 

KEYl-TV,  WOAI-TV 

22,655 

Houston 

KPRC-TV 

31,742 

San  Diego 

KFMB-TV 

48,500 

Huntington- 

San  Francisco 

KGO-TV,  KPIX,  KRON-TV 

65,650 

Charleston 

WSAZ-TV 

16,380 

Schenectady 

WRGB 

90,500 

Indianapolis 

WFBM-TV 

62,500 

Albany-Troy 

Jacksonville 

WMBR-TV 

12,000 

SeaHle 

KING-TV 

33,100 

Johnstov/n 

WJAC-TV 

24,200 

St.  Louis 

KSD-TV 

152,500 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

49,384 

Battle  Creek 

WKZO-TV 

34,048 

Toledo 

WSPD-TV 

51,000 

Kansas  City 

WDAF-TV 

42,107 

Tulsa 

KOTV 

32,150 

Lancaster* 

WGAL-TV 

51,159 

Utica-Rome 

WKTV 

20,300 

Lansing 

WJIM-TV 

28,500 

Washington 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG 

150,325 

Los  Angeles 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 

596,673 

Wilmington 

WDEL-TV 

40,081 

KTLA,  KTSL,  KTTV 

'Lancaster  and  contlnguous  areas.                  Total  Markets  on  Air  62 

Stations  on  Air  106 

Sets  in 

Use  6,826,048 

FRBEik^  PETERS- Nc^.  'Rt^/u^entdwti 


Editor's^  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies' 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  is 
necessarily  approximate. 
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16mm  Sound -On- film 

RE00R0IH6  EQUIPMENT 

for 

TELEVISION  FILM 
PRODUCTION 


AURICON"Cine-Voice"  CAMERA 
lOOFT.lGmni  Sound-on-Filui  $695op 


"AURICON-PRO"  CAMERA 
200  FT.  IBniiii  Sound-on-film  m9m 


"AORICON  1200"  CAMERA  for  33  minutes 
of  Continuous  Sound  and  Picture 
1200  FT.16mni  Sound-on-Film  5286052 


— ! 


AURICON  Cameras  provide  ideal 
workingtools  forTelevision  Films  of  all 
kinds,  from  Spot  News  and  Sidewalk 
Interviews  to  Major  Studio  Produc- 
tions. Sold  on  a  30  day  money-back 
guarantee.  Write  for  free  Catalog. 

GUARANTEED  ONE  YEAR  •  RCA  LICENSED 

BERNDT-BACH,  Inc. 

7365  Beverly  Blvd.,  Los  Angele<;  36,  Calif. 


MANUFACTURERS  OF  SOUNDON-FILM 
RECORDING    EQUIPMENT    SINCE  I93I 
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Telestatus 

(Continued  from  page  58) 

ability  that  the  more  a  person  watch- 
es TV,  the  less  time  he  spends  read- 
ing magazines. 

There  is  no  good  evidence  that  tele- 
vision in  this  area  has  resulted  in 
decreased  attendance  at  paid  sporting 
events. 

The  survey  also  covered  the  ef- 
fect of  television  on  such  activi- 
ties as  pleasure  driving,  party- 
going,  having  guests  in  the  home, 
hobbies,  church-going  and  organi- 
zation attendance. 

*  *  * 

New  Rates  Announced 
By  Three  St-ations 

NEW  TV  rate  cards  have  been  an- 
nounced by  KGO-TV  San  Fran- 
cisco, WOR-TV  New  York  and 
WTTG  (TV)  Washington. 

On  Aug.  6,  the  KGO-TV  hour 
rate  in  Class  A  time  increased'  from 
$262.50  to  $350  for  film  shows  and 
to  $400  for  live  studio  programs. 
Spot  rates  increased  from  $52.50 
to  $55  for  film  and  to  $65  for  live 
studio  spots. 

A  25%  increase  in  rates  will  be- 
come effective  at  WOR-TV  on  Oct. 
1.  New  basic  rate  for  a  Class  A 
nighttime  hour  becomes  $1,500  as 
compared  to  the  present  price  of 
$1,200.  Basic  daytime  charge  for 
an  hour  increases  from  $600  to 
$750. 

The  new  WTTG  rates  become 
effective  Sept.  1  and  set  a  one- 
time, evening,  hour  at  $450.  An- 
nouncements of  one-minute  or  less 
in  Class  A  time  become  $90  on  a 
one-time  basis. 

*  *  * 

Multi-Market-  Telepulse 
Released  for  July 

MULTI-MARKET  Telepulse  re- 
leased by  The  Pulse  Inc.  last  week 
shows  Toast  of  the  Town  to  be  the 
top  once-a-week  program.  Lone 
Ranger  headed  the  list  of  multi- 
weekly  shows. 

For  the  period  July  5-11  the  top 
10  network  programs  are  listed  by 
The  Pulse  Inc.  as  follows: 

Once-A-Week 


Te-Ve 


Program  Average 

Rating 

July 

June 

Toojt    of    the  Town 

31.1 

Godfrey  &  His  Friends 

27.2 

38.3 

Stop  the  Music 

26.0 

29.5 

Phiico  TV  Playhouse 

23.7 

Kraft  TV  Theatre 

21.3 

Original  Amateur  Hour 

20.0 

Candid  Camera 

19.1 

Cavalcade   of  Bands 

16.1 

Cavalcade  of  Stars 

16.0 

Hopalong  Cassidy 

15.9 

Multi- Weekly 

July 

June 

Lone  Ranger 

17.1 

Wrestling 

14.8 

HowcJy  Doody 

12.5 

16.7 

Camel  News  Caravan 

11.7 

14.0 

Captain  Video 

11.4 

13.0 

Lucky  Pup 

9.6 

11.7 

Roller  Derby 

8.8 

CBS-TV  News 

8.2 

7.7 

Garry  Moore 

8.2 

Broadway  Open  House 

8.0 

EFFECTIVE  Sept.  4,  Crosley  Broad- 
casting Corp.— WLWT  (TV)  Cincin- 
nati, WLWD  (TV)  Dayton,  WLWC 
(TV)  Columbus — will  program  from 
8:30  a.m.  to  midnight,  weekdays.  New 
schedule  adds  two  and  one-half  hours 
daily. 


Drawn  "  for    Telecasting    by    John  Ziegler 
"He  claims  he  gets  better  recep- 
tion from  her  now!" 

NIELSEN  INDEX 

Audimeter  Only  To  Be  Used 

TELEVISION  index  published  by 
the  A.  C.  Nielsen  Co.,  Chicago  mar- 
ket research  firm,  will  be  based 
completely  on  the  Audimeter  data- 
gathering  technique  after  Sept.  1, 
President  Arthur  Nielsen  an- 
nounced Thursday.  Heretofore  the 
TV  survey  has  been  compiled  by 
coincidental  telephone  checks  as 
well  as  Audimeters. 

Mr.  Nielsen  also  said  a  measure- 
ment of  the  total  audience  viewing 
national  spot  announcements  will 
be  "available  for  the  first  time  in 
TV  history."  This  special  feature 
will  be  sold  on  an  optional  basis  to 
subscribers,  he  added. 

Collection  of  TV  data  from  Audi- 
meters  alone  follows  completion  of 
Nielsen's  manufacturing  program 
on  the  new  "mailable"  Audimeters. 
The  service  is  being  inaugurated 
also  because  "the  rapid  growth  of 
television  has  created  an  adequate 
sample  at  an  earlier  date  than  had 
been  anticipated,"  Mr.  Nielsen  said. 

Advantages  of  the  new  TV  in- 
dex to  clients  are  increased  accu- 
racy, faster  delivery  of  reports, 
separate  ratings  for  each  week  and 
new  types  of  information,  he  said. 


COAST  RELAY 

Sept.  15  Opening  Set 

MICROWAVE  relay  system  con- 
structed by  the  Pacific  Telephone 
&  Telegraph  Co.,  connecting  Los 
Angeles  and  San  Francisco,  will 
go  into  operation  Sept.  15.  Event 
will  be  inaugurated  by  a  gala  hour 
show  transmitted  by  the  new  facil- 
ties  and  put  on  under  the  auspices 
of  Los  Angeles  and  San  Francisco 
stations  and  the  telephone  company. 

This  will  be  the  first  time  a  live 
network  program  will  be  viewed 
on  Los  Angeles  and  San  Francisco 
Bay  Area  television  screens. 

The  relay  system  will  be  tried 
late  next  year  or  early  1952  with 
the  transcontinental  radio  relay 
system  now  being  extended  from 
Chicago,  via  Omaha,  Denver  and 
Salt  Lake  City  to  the  Bay  Area. 
This  will  make  possible  the  connec- 
tion of  Los  Angeles  with  the  trans- 
continental network. 

The  relay  between  the  two  Coast 
cities  consists  of  eight  repeater 
stations  constructed  on  mountain 
tops  ximming  the  west  side  of  the 
inland  valleys  and  terminating  at 
facilities  installed  on  telephone 
buildings  at  434  S.  Grand  Ave., 
Los  Angeles,  and  140  New  Mont- 
gomery St.,  San  Francisco. 

Beginning  on  Oat  Mt.  outside  of 
Los  Angeles,  repeater  stations 
stretch  in  a  chain  northward  to 
successive  locations  on  Mt.  Teha- 
chapi,  Temblar  Range,  Pyramid 
Hills,  Joaquin  Ridge,  Panoche  Hill, 
Mt.  Oso  and  Mt.  Diablo. 

The  California  system  is  to  be 
used  initially  for  television  and 
later  for  both  TV  and  long  distance 
messages.  It  consists  of  two  chan- 
nels, one  permanently  pointed  from 
Los  Angeles  to  San  Francisco,  the 
other  which  can  be  arranged  to 
feed  in  either  direction. 


Peter  Prouse  Named 

TELEVISION  AUTHORITY  has 
announced  appointment  of  Peter 
Prouse,  actor  and  producer,  to  be 
its  West  Coast  administrator,  ef- 
fective immediately  [Telecasting, 
Aug.  7].  Mr.  Prouse  will  be  lo- 
cated at  TVA  Offices,  6331  Holly- 
wood Blvd.,  Hollywood. 


big 

clothbound 
120-page  volume 

•  Lists   Agencies — sponsors — producers — - 
talent — agents. 


SPECIAL  TO  THE  TELEVISION  INDUSTRY 
AND   ALL    RELATED  PROFESSIONS 

The  most  complete  DIRECTORY  ever  compiled  for  TV 


•  Contains  over  10,000  names — locations  Only 
— titles  &  program  connections.  $5.00 


r 


*  classified  for  easy  reference. 

SEND  $5.00  TO 


5  DAY  MONEY 
BACK  GUARANTEE 


*  Lists   technical    and    managerial  per- 
sonnel. 


*  Lists  packagers. 

LIMITED  EDITION! 


RESERVE  YOUR  COPY  NOW 


national  television  directory 

20  east  jackson  boulevard 
Chicago 

5  DAY  TRIAL  OFFER 
MONEY  BACK  IF  NOT  SATISFIED 
Telecasting    •  BROADCASTING 


film  report 


HARLES  MICHELSON  of 
jharles  Michelson  Inc.,  New  York, 
jas  returned  from  Hollywood, 
I  here  he  supervised  filming  of  new 
ben-end  five-minute  TV  film  series, 
\apsule  Mysteries.  Year's  supply 
?jf  260  shows  now  in  production 

ill  be  released  for  local,  regional 
|nd    national    sale    this  month. 

ilms  being  produced  in  studios  of 
j'nited  Television  Artists. 
I  Robert  A.  Dresser,  public  rela- 
lons  director,  Woodbury  College, 
los  Angeles,  to  Courneya  Produc- 
|.ons  (film  producers)  same  city, 
■h  same  capacity.  .  .  .  Bridg- 
katic,  new,  completely  self-con- 
jiined  automatic  film  developing 
[lachine,  being  manufactured  by 
(1.  O.  S.  Cinema  Supply  Corp.,  New 


T&T  RELAYS 

Net  Talks  Continue 

.ITTLE  PROGRESS  was  reported 
rom  the  first  week's  meeting  of  TV 

tetwork  representatives  with  AT&- 
executives  to  work  out  alloca- 
tion of  Bell  System  intercity  facil- 
ities for  transmission  of  TV  pro- 
j:rams  for  final  quarter  of  1950. 
Expectation  is  that  full  daily  ses- 
jions  will  continue  through  August. 
I  Impending  opening  of  the  phone 
;iompany's  new  radio  relay  between 
iRew  York  and  Chicago  about  Sept. 
•\  will  remove  what  was  previously 
iihe  major  point  of  dispute  by  pro- 
(I'iding  four  full-time  west  bound 
iirV  channels — one  for  each  TV  net- 
work— and  three  east  bound  chan- 
iiels.  But  Bell  System  expansion 
vestward  from  Chicago,  south  from 
ilichmond  and  in  the  Ohio-Indiana- 
iCentucky  area  has  opened  up  new 
ines  where  facilities  must  be 
hared.  Requirements  of  all  TV 
letworks  also,  have  increased. 

Committee's  functions  are  ad- 
visory. Actual  responsibility  of 
naking  the  allocations  belongs  to 
A.T&T  which  naturally  welcomes 
letwork  assistance  as  this  relieves 
selephone  officials  from  making  ar- 
bitrary allocations. 


ATLAS  FILM  CORPORATION 

DIS- 
ESTABLISHED 1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 

1111  SOUTH  BOULEVARD 
Oak  Park,  Illinois 


chicagq: 


AUSTIN  7-B620 


York.  Cost  said  within  reach  of 
small  producers. 

Alexander  Film  Co.,  Colorado 
Springs,  has  completed  live  and 
animated  film  for  following  ad- 
vertisers: Culligan  Zeolite  Co., 
Northbrook,  111.,  six  46  second  and 
five  20  spots.  Agency:  Fredrick, 
Franz  &  McCowan,  Chicago.  Elgin 
National  Watch  Co.,  Elgin,  111.,  13 
one-minute  spots.  Agency:  J. 
Walter  Thompson,  New  York. 
Gruen  Watch  Co.,  Time  Hill,  Cin- 
cinnati, 48  spots.  Agency:  Stock- 
ton, West  &  Burkhart  Inc.,  Cin- 
cinnati. Hamilton  Watch  Co., 
Lancaster,  Pa.,  three  46  second 
spots,  and  Pure  Pak  Council,  De- 
troit, 13  spots.  Agency:  Fred 
Randall  Inc.,  Detroit. 


NLRB  ELECTIONS 

SAG  Files  Petition 

THREE  SEPARATE  National  La- 
bor Relations  Board  elections  were 
requested  by  Screen  Actors  Guild 
in  petitions  filed  Aug.  4  at  Los 
Angeles  NLRB  offices  to  protect 
motion  picture  actors  in  what  SAG 
terms  "attempted  jurisdictional 
raid  by  Television  Authority." 

Elections  would  determine 
whether  groups  involved  wish  SAG 
to  continue  as  their  bargaining 
representative.  Groups  to  be  asked 
to  vote  at  different  times  include 
actors  employed  by  members  of  the 
Assn.  of  Motion  Picture  Producers, 
Society  of  Independent  Motion  Pic- 
ture Producers  and  Independent 
Motion  Picture  Producers  Assn. 

Anticipating  the  possibility  of 
delay  of  elections  by  TVA,  NLRB 
Examiner  George  Yeager  has 
asked  David  Zisking,  TVA  attor- 
ney, to  state  the  union's  position 
in  writing  immediately.  Without 
delay  NLRB  elections  could  be  held 
within  four  to  six  weeks.  If  TVA 
does  intervene,  NLRB  will  hold 
formal  hearings  to  decide  what 
constitutes  an  appropriate  bar- 
gaining unit  for  motion  picture 
actors  and  elegibility  requirements 
for  voting  in  the  election. 

Represented  at  the  preliminary 
hearing  were  AMPP,  SMPP, 
IMPPA,  Walt  Disney  Studio,  SAG, 
and  Screen  Extras  Guild.  TVA 
sent  no  representative. 


GM-Erwin  Talks 

GENERAL  MILLS,  Minneapolis, 
was  still  conducting  contract  nego- 
tiations with  Mr.  and  Mrs.  Stuart 
Erwin  in  California  late  Thursday. 
Screen  star  and  his  wife  are  ex- 
pected to  enact  situation  comedy 
roles  on  a  new  GM  ABC-TV  net- 
work show.  Time  has  been  con- 
tracted for,  and  calls  for  telecast  on 
Saturday,  6  to  7  p.m.  CST,  from 
Oct.  21  [Broadcasting,  Aug.  7]. 


SLASH 


FILM  PROOUCTiOM  COSTS 

with  the  Fairchild  PIC-SYNCTape  Recorder 

*Pi'c-Sync  means  "in  sync"  with  picture 
camera  regardless  of  tape  stretch. 

Each  time  you  retake  a  sound  track,  film  production  costs  go 
up.  The  waste  of  film  stock  and  the  time  delay  for  processing 
increase  operating  costs  immeasurably.  You  eliminate  these 
extra  costs  with  the  Fairchild  PIC-SYNC  Tape  Recorder. 
Play  back  the  sound  at  once  .  .  .  check  it  .  .  .  erase  the  track 
.  .  .  retake  the  sound  before  the  talent,  the  set  and  crew  are 
disbanded. 


TELEVISION 
SAFETY  SOUND  TRACK 
RECORDING 

CBS-TV  saves  $24.00 
per  hour  by  making 
safely  sound  tracks  of 
television  recordings  with 
the  Fairchild  PIC-SYNC 
Tape  Recorder, 


Now  Use  Va  Tape  For 
All  Original  Sound  Tracks 

Fairchild's  development  of  the  PIC- 
SYNC  feature  makes  possible  the  use 
of  14 "  *^^P^-  Sprocket  driven  magnetic 
tape  is  costly.  , 

•  >^  "  tape  costs  80%  less  than  16 
mm  magnetic  tape. 

•  tape  requires  50%  less  stor- 
age space. 

•  I/}"  tape  is  easier  to  handle. 

•  '/} ".  .tape  assures  more  intimate 
contact  with  the  heads. 

•  l/t"  tape  has  more  uniform  coat- 
ing— less  amplitude  flutter. 

•  I/)"  tape  eliminates  roughness  of 
tone  caused  by  sprocket  drive. 


Now!  .  .  .  Synchronous  Re- 
cording With  Your  Present 
Tape  Recorder  and  the  FAIR- 
CHILD  CONTROL  TRACK 
GENERATOR. 


Inexpensive!  Simple  to  con- 
nect! With  no  modifications 
to  your  present  Yn"  tape  re- 
corder you  can  "sync"  sound- 
on-tape  with  picture-on-film. 
The  Fairchild  Control  Track 
Generator  can  be  removed 
from  its  compact  carrying 
case  for  rack  mounting.  Does 
not  require  special  skill  to 
connect  or  operate. 


Write  for  data  on  the  Pic-Sync  Tape  Recorder 
and  the  Control  Track  Generator. 


154TH  ST.  AND  7TH  AVE 


WHITESTONE,  L.  I.,  N.  Y. 
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CoMPAi^e /acts/ 


Ateyour  cameras  if/f'fO'C^^ 


B     OU.  MONT    LABORATORIES.  INC 


ALLEN  B.  DU  MONT  LABOBATOBIES,  INC.  .  TELEVISION  EQUIPMENT  DIVISION.  1000  MAIN  AVE..  CLIFTON.  N.  J.  .  DU  MONT  NETWOBK 
AND  WABD,  515  MADISON  AVE.,  NEW  YORK  22,  N.  T.  .  DU  MONT'S  JOHN  WANAMAKER  TELEVISION  STUDIOS,  NEW  YORK  3,  N.  Y. 
WTTG,    WASHINGTON,    D.    C.    ,    STATION    WDTV,    PITTSBURGH.    PA.     .    HOME    OFFICES    AND    PLANTS,    PASSAIC    AND    CLIFTON,    N.  J. 
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Respects 


(Continued  from  jmge  hO) 

Mavy,  but  when  he  left  this  service 
;o  join  RCA  he  became  "Joe 
ivilian,"  making  a  career  for  him- 
self in  the  business  world. 
!  To  his  new  associates  his  de- 
liieanor  has  been  a  great  surprise, 
jrhey  expected  an  Admiral  with  a 
j-amrod  for  a  back,  an  uncompro- 
mising order-giver  with  a  cold  un- 
approachable front.  They  have  dis- 
l!overed  a  genial,  quiet,  fatherly 
rnan  with  a  quick  sense  of  humor 
jmd  a  warm  smile  that  lights  up  a 
-haracteristically  grave  face,  when 
jntent  on  business.  A  former  navy 
;hipmate  sums  up  in  one  remark 
|;he  real  personality,  "Buck  was  our 
iPaymaster — but  he  was  a  Pay- 
jnaster  with  a  heart  of  gold." 
I  The  future  Rear  Admii-al  was 
jjorn  June  4,  1895,  not  as  might 
be  imagined  with  the  sound  of  the 
kurf  in  his  ears,  but  in  inland  Oska- 
loosa,  Kan.  He  was  graduated 
Trom  Kansas  State  College  of  Agri- 
||;ulture  and  Applied  Science  in 
il913  with  a  Bachelor  of  Science 
flegree  in  Electrical  Engineering, 
tn  1916  he  received  his  Master  of 
'Science  from  the  same  college. 
That  he  joined  the  Navy  was  a 
!;heer  accident. 

'i  With  war  clouds  of  the  first 
Ivorld  conflict  gathering  on  the 
iiorizon  Walter  Buck  applied  for  a 
•'ommission  in  both  the  Army  and 
ihe  Navy.  The  Army  came  through 
iirst  and  was  prepared  to  offer  him 
Iji  commission  pending  the  result  of 
,ji  physical  examination.  However, 
■;he  i^hysical  had  to  be  postponed 
'j)ecause  of  an  injured  hand.  While 
ivaiting  for  the  hand  to  heal,  the 
jkavy  commission  came  through. 
p!e  accepted  the  latter  and  went  to 
'A^'ashington  to  become  a  pay- 
naster. 

Is  Commissioned 

Commissioned  an  ensign,  he 
:erved  as  supply  officer  on  the 
S.  S.  Canandaigua,  a  merchant 
:hip  converted  to  a  mine  layer.  At 
he  end  of  the  war,  the  Cana7>- 
laigua  was  cited  as  one  of  four 
;hips  which  had  laid  the  most 
nines  in  northern  waters. 

In  the  peacetime  Navy,  Lieu- 
enant  Buck  received  tours  of  duty 
aking  him  a  good  part  of  the  way 
iround  the  world.  In  1922  he  went 
)ack  to  school  for  two  years  of 
;tudy  at  the  Harvard  Graduate 
School  of  Business  Administration, 
irhis  was  followed  by  shore  duty 
it  the  Philadelphia  Navy  Yard, 
ifter  which  he  became  paymaster 
m  the  famous  U.  S.  S.  Mdrble- 
%ead. 

While  on  this  tour,  he  managed 
!,he  Marblehead's  baseball  team, 
vhich  won  the  Atlantic  Fleet 
•ruiser  championship.  In  1930,  as 
supply  officer  on  the  U.  S.  S. 
Wright,  he  managed  that  ship's 
oaseball  team  which  won  the  U.  S. 

'?\eet  championship  for  two  years 

I' 

jin  succession. 

,  Promoted  again.  Lieutenant  Com- 
mander Buck  was  retained  as  a 
Navy  instructor  at  the  Army  In- 


IT'S  an  auspicious  occasion  for  Hy 
Steed  (center),  general  manager  of 
WLAV-AM-TV-FM  Grand  Rapids, 
Mich.,  OS  he  receives  an  award  for 
outstanding  civic  and  community 
service  in  the  furniture  city.  Mr. 
Steed  recently  celebrated  his  10th 
anniversary  with  the  Versluis  radio- 
TV  outlets  and  his  28th  year  in  the 
radio  industry.  Looking  on  as  the 
WLAV  executive  receives  the  "Henry 
Voet  Trophy"  from  William  Voet  (r), 
brother  of  the  late  founder,  is  Jack 
Scheppers,  president  of  the  Lions 
Club.  Mr.  Steed  is  a  member  of  the 
Lions,  "Dunkers  Club  of  America," 
Better  Business  Bureau  and  Chamber 
of  Commerce  publicity  and  entertain- 
ment committees,  and  has  been  active 
in  other  organizations. 

dustrial  College  in  Washington, 
after  enrollment  there  as  a  student 
officer.  His  demonstrated  ability 
to  teach  as  well  as  to  command 
took  him  to  Philadelphia  as  exec- 
utive officer  of  the  Supply  Corps 
Training  School. 

Walter  Buck's  able  discharge  of 
his  ever  increasing  duties  and 
responsibilities  earned  him  promo- 
tions in  World  War  II  that  carried 
him  from  the  rank  of  Commander 
to  that  of  Rear  Admiral.  He  served 
as  force  supply  officer  on  the  staff 
of  Vice  Admiral  Arthur  L.  Bristol, 
U.  S.  N.,  Commander,  Support 
Force,  Atlantic  Fleet,  and  later 
with  the  Office  of  Procurement  and 
Material  in  Washington.  In  1945 
he  was  named  director  of  the  Navy 
Material  Redistribution  and  Dis- 
posal Administration  and  then 
chief  of  the  Property  Disposition 
Branch,  Material  Division,  Office 
of  the  Assistant  Secretary  of  the 
Navy.  A  year  later  he  was  named 
Paymaster  General  and  chief  of 
the  Bureau  of  Supplies  and  Ac- 
counts. For  his  services  in  World 
War  II,  he  received  the  Legion  of 
Merit  with  Gold  Star. 

Admiral  Buck  assumes  his  new 
position  with  RCA  at  a  time  when 
the  RCA  Victor  Division  is  carry- 
ing out  a  program  which  is  ex- 
pected to  bring  the  division  new 
production  and  sales  records.  Even 
with  this  huge  job,  Walter  Buck 
can  count  on  a  number  of  factors 
in  his  favor.  For  one,  he  was  with 
the  division  before  as  operating 
vice  president.  With  the  late  J.  G. 
Wilson,  executive  vice  president, 
and  under  the  supervision  of  Fi'ank 
M.  Folsom,  RCA  president,  he  as- 
sisted in  no  small  measure  in  the 
preparation  of  the  expansion  pro- 
gram. Also  in  his  favor,  he  has 
two   strong  right  arms   in   J.  B. 


Elliot  and  L.  W.  Teagarden,  vice 
presidents  in  charge  of  consumer 
products  and  technical  products, 
respectively. 

He  has,  in  his  own  estimation,  a 
supporting  organization  of  high 
enthusiasm  and  team  spirit  in  the 
men  and  women  at  RCA  Victor. 
Spirit  unsurpassed  in  his  ex- 
perience, he  says,  since  the  days 
when  he  managed  the  U.  S.  Fleet 
championship  baseball  teams.  Ad- 
miral Buck  gives  full  credit  for 
the  building  of  such  esprit  de 
corps  to  Frank  Folsom  and  Joe 
Wilson. 

Admiral  Buck  also  is  a  staunch 
supporter  of  the  primary  import- 
ance of  producing  a  quality  pro- 
duct, and  he  has  let  it  be  known 
to  his  organization  that  he  intends 
to  follow  this  policy  at  all  costs. 
As  supply  officer  and  chief  of  the 
Bureau  of  Supplies  and  Accounts 
for  the  Navy,  he  gained  first  hand 
knowledge  of  the  value  of  de- 
pendable, quality  equipment. 

Walter  Buck  is  a  modest  man 
who  lives  a  quiet  life  with  his  wife, 
Mildred,  in  an  apartment  in  the 
Philadelphia  suburbs.  His  think- 
ing is  in  terms  of  the  present  and 
future  and  his  conversation  rarely 
hearkens  to  his  distinguished 
career  in  the  past.  He  has  two 
sons  who  are  strongly  Navy- 
minded.  Walter  J.,  26,  is  a  lieu- 
tenant j.g.  in  the  Supply  Corps,  a 
specialty  of  his  own  choosing. 
John  A.,  22,  is  a  midshipman,  first 
class,  at  the  U.  S.  Naval  Academy. 

Admiral  Buck  is  an  avid  music 
lover,  his  taste  running  to  sym- 
phonies and  the  semi-classics.  He 
dabbles  in  color  photography  and 
occasionally  plays  golf.  He  is 
a  member  of  the  Army-Navy  Club 
of  Washington,  the  Army-Navy 
Country  Club,  and  the  New  York 
Yacht  Club — but  as  a  seafaring 
man,  he  has  yet  to  sail  aboard  a 
yacht. 


Richards  Sued 


SUIT  for  $5,000  has  been  filed  in 
Los  Angeles  Superior  Court 
against  G.  A.  (Dick)  Richards, 
chief  owner  of  KMPC  Los  Angeles, 
WJR  Detroit  and  WGAR  Cleve- 
land, by  portrait  painter  Nicholas 
Volpe.  Complaint  charges  the  sta- 
tions owner  April  16  commissioned 
Mr.  Volpe  to  paint  his  portrait  and 
after  delivery  last  June  has  re- 
fused payment.  Mrs.  Richards  also 
is  included  as  a  defendant.  Com- 
plaint was  prepared  and  filed  by 
attorneys  Max  M.  Gilford  and 
Robert  A.  Mendelson  on  July  20. 


WDUK,  WTIK 

Merger  Is  Approved 

SECOND  station  merger  in  Dur- 
ham, N.  C— that  of  WDUK  and 
WTIK  there  —  approved  by  FCC 
last  week.  Outlets  will  combine 
under  WDUK  facilities  (1  kw  day, 
500  w  night  on  1310  kc)  while 
relinquishing  WTIK  assignment 
(730  kc,  1  kw  day)  [Broadcast- 
ing, July  10]. 

FCC  last  year  approved  the 
merger  of  WHHT  and  WSSB  Dur- 
ham  under  WSSB  facilities 
[Broadcasting,  Nov.  21,  1949]. 

The  license  of  WDUK  will  be 
assigned  to  Durham  Broadcasting 
Enterprises  Inc.,  a  new  firm  owned 
50  7r  by  the  present  licensee  of 
WTIK  and  50%  by  Harmon  and 
Virginia  Duncan,  identified  with 
ownership  and  operation  of 
WDUK.  WTIK  is  owned  85%  by 
Floyd  Fletcher.  Messrs.  Duncan 
and  Fletcher  will  become  co- 
managers  of  the  new  operation,  to 
continue  under  the  WTIK  call  but 
using  the  WDUK  plant. 

WDUK's  ABC  affiliation  will  be 
retained  and  WTIK's  Tobacco  Net- 
work affiliation  will  be  transferred 
to  the  new  outlet. 

According  to  the  merger  plan, 
the  Duncans  and  the  present  WTIK 
licensee  each  will  put  $15,000  into 
Durham  Broadcasting  Enterprises, 
which  will  pay  WDUK  Inc.  $28,000 
for  the  WDUK  properties.  The 
Duncans,  about  27.5%  owners  of 
WDUK  Inc.,  are  to  buy  the  remain- 
ing interests  of  eight  other  stock- 
holders for  $21,720  prior  to  con- 
summation of  the  merger. 


KCBS  TRANSMITTER 

CBS  Bay  Outlet  To  50  kw 

CONSTRUCTION  of  a  new  50  kw 
transmitter  of  the  latest  design 
has  been  started  in  San  Francisco 
by  CBS.  Arthur  Hull  Hayes,  CBS 
vice  president  and  general  man- 
ager of  KCBS  San  Francisco,  said 
the  new  facilities  would  be  com- 
pleted about  Jan.  1,  1951. 

His  statement  followed  FCC 
authorization  for  KCBS  to  increase 
power  to  50  kw  on  the  same  fre- 
quency (740  kc)  and  to  transfer 
its  site  from  San  Jose  to  San 
Francisco  [BROADCASTING,  July  31]. 
The  new  transmitter  will  be  located 
on  the  north  shore  of  San  Francisco 
Bay  near  Novato.  The  present 
transmitter  at  Alviso,  Calif.,  will 
be  abandoned. 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121    Vermont    Ave.,    Wa>h.    S,    D.  C. 
STerting  3626 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Night 

PHONE  JACKSON  5302 
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KCBQ  Defense  Offer 

OFFER  of  KCBQ  San  Diego 
facilities  and  personnel  to  the 
city  of  San  Diego,  in  organ- 
ization of  civilian  defense  in 
the  naval  base  city,  has  been 
given  by  Charles  E.  Salik, 
president  of  the  station.  In 
a  letter  to  Mayor  Harley  E. 
Knox,  Mr.  Salik  stated  that 
the  station  is  now  installing 
a  1000  cycle  tone  device  to  be 
used  when  programs  are  in- 
terrupted for  important  bul- 
letins. He  further  proposed 
that  station  install  a  program 
line  from  the  master  control 
to  the  mayor's  office  to  enable 
Mayor  Knox  to  be  on  the  air 
within  minutes  of  any  disas- 
ter or  emergency.  Station 
would  use  six  long  tones  from 
1000  cycle  signal  to  announce 
direct  messages  from  the 
mavor's  office. 


RADIO  TRAINING 

Reservoir  Is  Good — VA 

AMERICA  has  a  fairly  good- 
sized  reservoir  of  vetreans  trained 
under  the  GI  bill  in  radio,  tele- 
vision and  other  electrical  and  com- 
munications skills  and  trades  es- 
sential in  wartime,  the  Veterans 
Administration  asserted  last  Mon- 
day. 

A  VA  survey  indicates  that  about 
1.3  of  college-level  students — or 
over  100,000 — were  studying  engi- 
neering, with  preferences  for  engi- 
neering, electrical  (including  radio 
and  television)  and  mechanical 
courses  in  that  order.  Survey 
covered  only  veterans  actually  in 
classrooms  and  at  training  benches. 
Radio  and  other  communications 
courses  ranked  second  with  vet- 
erans training  below  college  level, 
showing  11%  or  about  89,000 
enrolled  in  such  courses  as  radio 
and  television  mechanics,  aircraft 
radio,  telegraph  and  telephone 
maintenance,  etc. 

In  addition  to  this  reservoir  of 
veterans  trained  in  occupations 
directly  related  to  war  and  defense, 
the  bulk  of  all  GI  bill  enrollees  have 
trained  for  jobs  which  would  be 
useful  to  the  nation  in  mobilizing 
its  resources  for  emergency  needs, 
the  VA  added. 


set  up  for  radio-TV  reporters. 

NBC  and  ABC  thus  far  have 
been  prime  users  of  the  space.  NBC 
is  conducting  a  daily  11:15  a.  m. 
program  recapitulating  briefing 
sessions  on  the  Korean  war.  NBC- 
TV  telecast  similar  programs  from 
5:15-30  p.m.  daily.  NBC's  Robert 
McCormick,  WWDC  Washington's 
Les  Higbie  and  others  have  origi- 
nated newscasts  at  the  Pentagon. 


'COMBAT'  RADIO'^/ixr^:;-.::'^ 

FIRST  REPORTS  of  Korean  combat  activity  from  the  Defense  Dept.'s 
two  roving  officer  reporters — Major  Wes  McPheron  (USA)  and  Ensign 
Jack  Siegel  (USN) — flowed  into  the  Pentagon's  radio-TV  branch  for 
use  on  a  number  of  network  shows. 

The    eye-witness    accounts   and  *  

interviews  are  part  of  the  exchange 
program  initiated  by  the  Defense 
Dept.  and  the  major  networks 
on  Korean  and  Tokyo  coverage 
[Broadcasting,  July  17].  The 
two  reporters  are  representing 
all  military  services. 

Full  text  of  Major  McPheron's 
first  report  from  Tokyo,  based  on 
an  interview  with  an  infantry  offi- 
cer, were  carried  on  the  Defense 
Dept.'s  Time  for  Defense  July  25 
and  Air  Force  Hour  that  week  on 
ABC  and  MBS,  respectively.  Ad- 
ditionally, NBC's  Earl  Godwin  and 
other  news  commentators  aired 
portions  of  the  tape  recording. 

Ensign  Siegel's  eye-witness  ac- 
count of  activities  from  a  patrol 
bomber  over  the  Red  Sea  also  was 
carried  on  the  department's  two 
network  shows.  Both  reporters  are 
expected  to  contribute  regularly  to 
the  series. 

Activity  on  the  Pentagon's  radio- 
television  front  also  has  been 
spurred  on  other  fronts.  The 
Signal  Corps  had  installed  a  two- 
way  circuit  (Tokyo-San  Francisco- 
Washington)  in  the  Pentagon  for 
use  by  all  accredited  combat  mili- 
tary reporters. 


Newsreel  Clearance 

In  another  move  the  Defense 
Dept.  expedited  clearance  of  all 
newsreel  footage  for  use  by  com- 
mercial firms  and  on  television  sta- 
tions [Telecasting,  Aug.  7].  Pro- 
cedure of  "de-classification"  is  ac- 
celerated at  the  source,  thus  giving 
West  Coast  and  Midwest  TV  sta- 
tions service  as  speedy  as  those  ac- 
corded East  Coast  outlets. 

Pentagon  radio-TV  officials  also 
revealed  plans  to  install  permanent 
conduits  for  cable  attachments 
used  by  remote  crews  of  major  TV 
networks.  When  installed,  net- 
work crews  will  be  able  to  sidle 
their  cable  up  to  a  master  board 
outside  the  Pentagon  (rather  than 
through  windows),  plug  in  and 
carry  shows  from  studios  already 


WASH.  DEFENSE 

Gov.  Reactivates  Council 

GOV.  ARTHUR  B.  LANGLIE  of 
Washington  has  reactivated  the 
State  Defense  Council  which  before 
and  during  World  War  II  operated 
a  statewide  Victory  Network  for  ci- 
vilian defense  and  morale  purposes. 
Tom  Olsen,  president  and  general 
manager  of  KGY  Olympia,  has  been 
named  to  the  new  council. 

In  answer  to  questions  from 
Broadcasting,  Trevor  Evans,  vice 
president  of  Pacific  National  Ad- 
vertising Agency,  Seattle,  dii-ector 
of  the  Washington  State  Defense 
Council  through  most  of  1942-43, 
said  in  the  event  of  another  emer- 
gency, radio  stations  certainly 
would  be  called  on  for  service. 
Principal  value  of  radio,  Mr.  Evans 
believes,  is  to  quell  panic.  Televi- 
sion can  be  useful  in  this  regard 
too,  he  asserted,  and  is  the  most  ef- 
fective medium  for  demonstrating 
such  defense  techniques  as  fire- 
fighting. 

Describing  the  services  of  the 
Victory  Network  during  World 
War  II,  Mr.  Evans  pointed  out 
that  its  purposes  were  largely 
morale-building  and  informational. 
Special  programs  were  fed  to  vir- 
tually every  station  in  the  state  via 
MBS  lines,  he  said.  In  addition, 
the  State  Defense  Council  provided 
the  stations  with  spot  announce- 
ments and  other  materials  for  local 


IF  YOUR  AM-TV-FM  STATION  NEEDS 

promotional  ideas  sold  to  produce  cash 
revenue  of  from  $200  to  $1,000  per  week. 
Wire,  Call  or  Write 

Edgar  L.  Bill  —  Merle  V.  Watson 

Juli'an  Mantell,  Sales  Manager 


NATIONAL  RADIO  PERSONALITIES 


Peoria,  Illinois 


Phone  6-4607 


We    originated    sponsored    Radio    Personalities    Picture    Albunns  in 
1938,  many  new  program  features,  and  have  more  sales  records 
and  years  of  experience  in  selling  for  over  300   Radio  and  Television 
Stations  from  Coast  to  Coast  than  any  similar  organization  in  America. 


FCC  Employes  Board 

EMPLOYE  Representative  Board, 
set  up  by  FCC  two  years  ago  on  an 
experimental  basis,  has  been  estab- 
lished by  the  Commission  on  a 
regular  basis.  Duty  of  the  board 
is  to  "participate  fully  in  the  de- 
velopment of  recommendations  to 
the  Commission  concerning  person- 
nel policies  and  practices."  FCC 
employes  now  on  the  board  include: 
James  B.  Lowell,  W.  H.  Hunter  Jr., 
J.  D.  Bond,  Earl  J.  Lombard,  L.  E. 
DeLaFleur,  Thomas  L.  Heron, 
Arthur  A.  Gladstone,  Asher  H. 
Ends.  Mrs.  Anne  B.  Richmond  and 
Andrew  R.  Johnson. 


MANY  hours  probably  were  spent 
L-ntangling  this  story  as  tope-recorded 
recently  by  Major  McPheron  on  a 
mission  over  Korea  for  the  Dept.  of 
Defense's  Time  for  Defense  series. 
The  take-up  reel  on  his  machine 
blacked  out  during  a  plane  dive,  and 
he  had  to  break  the  taps  and  let  it 
out  to  the  floor  of  the  cockpit. 
Major  McPheron  is  one  of  two  Penta- 
gon radio  reporters  on  the  Korean 
front  representing  all  military 
services. 


VOICE  SCHEDULE 

Vietnamese  Desk  Added 

THE  VOICE  of  America  yester- 
day (Sunday)  added  a  25th  lan- 
guage —  Vietnamese  —  to  its  cur- 
rent broadcast  schedule,  which  now 
includes  six  languages  and  one 
dialect  beamed  to  the  Far  East. 
The  State  Dept.  also  announced 
that  the  language  desk  will  be 
headed  by  Elmer  Newton,  chief  of 
the  Voice  of  America's  Far  East 
section  and  former  American  con- 
sul in  China. 

A  new  daily  15-minute  Vietna- 
mese program  includes  news  and 
features  about  the  U.  S.,  and  is 
aired  6-6:15  a.m.  EDT  daily.  Pro- 
grams are  carried  by  five  short- 
wave transmitters  in  the  U.  S.  and 
relayed  by  two  shortwave  trans- 
mitters at  the  American  relay  base 
in  Honolulu,  T.  H.,  as  well  as 
three  shortwave  and  one  medium 
wave  transmitter  at  Manila,  ac- 
cording to  Foy  D.  Kohler,  chief, 
International  Broadcasting  Divi- 
sion, which  operates  the  Voice. 


Radio  Jamaica 

NEW  shortwave  transmitter,  oper- 
ating on  4.95  mc  under  the  auspices 
of  Radio  Jamaica,  has  replaced  the- 
former  ZQI  transmitter  which  re- 
cently went  off  the  air  after  10 
years  service.  Additionally,  a  sec- 
ond mediumwave  transmitter  is  ex- 
pected to  go  into  operation  on  880  i  i? 
kc.  Jamaican  government  itself 
plans  shortly  to  open  100  communal 
listening  stations  "throughout  the 
island,"  and  is  now  conducting  tests 
to  determine  most  popular  type  of 
programming.  Broadcasting  serv- 
ice, formerly  government-operated, 
is  now  conducted  by  Jamaica  Broad- 
casting Co.,  and  will  consist  largely 
of  commercially-sponsored  pro- 
grams now  being  introduced  on  the 
island  for  the  first  time.  Company 
is  under  direction  of  John  Grinan. 
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I        NATIONAL  NIELSEN  RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.  AREA,  INCL.  SMALL-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

'it—  ^  

'  REGULAR  WEEK  JULY  2-8,  1950  NIELSEN-RATING 


ffent  Previous 
i|k  Rank 
ilENING,  ONCE 

i  3 
26 
10 
15 
12 
16 
11 
14 
21 


I'ENING, 


MULTI 

3 
8 
9 


EEKDAY 


1 
3 
2 
16 
9 


Current 
Rating 
Homes 

Programs  % 

A-WEEK         (Average  For  All  Programs)  (5.4) 

Walter  Winchell  (ABC)    17-.4 

Dr.  Christian  (CBS)    10.1 

Mr,  Keen  (CBS)    10.1 

Richard  Diamond  (NBC)    9.6 

Crime  Photographer  (CBS)   9.5 

Big  Story  (NBC)    8.6 

Mr.  Chameleon  (CBS)    8.5 

Mystery  Theatre  (CBS)    7.5 

Mr.  District  AMorney  (NBC)    7.3 

Horace  Heidt  Shov/  (CBS)    7.2 

■WEEKLY       (Average  For  All  Programs)  (2.8) 

Lone  Ranger  (ABC)    6.0 

One  Man's  Family  (NBC)    4.7 

News  of  the  World  (NBC)    4.5 

(Average  For  All  Programs)  (4.2) 

Arthur  Godfrey  (Ligg.  &  Myers)  (CBS)  7.6 

Ma    Perkins    (CBS)    7.0 

Romance  of  Helen  Trent  ((^BS)    6  8 

Backstage  Wife  (CBS)    6.3 

Wendy  Warren   (CBS)    6.1 


Current 
Rank 
6 
7 
8 
9 
10 


Previous 
Rank 
11 
15 
6 
4 
8 


DAY,SUNDAY 

1  2 

2  1 

3  3 
DAY,  SATURDAY 

1  2 

2  3 

3  1 


NOTE:  Number 
RATING"  (%) 


States  Radio  Homes. 

(*)  Homes  reached  during  all 
for  homes  listening  only  1  to  5 


of  homes  is  obtained  by  applying  the  "NIELSEN- 
to  40,700,000 — the    1950   estimate   of   Total  United 


jr  cny  part  of  the  program,  except 
minutes. 


Copyright  1950  by  A.  C.  NIELSEN  CO. 


FANDBY  POWER 

j  Chicago  Stations  Queried 

ANDARD  band  radio  stations 
ihin  100  miles  of  Chicago  are 
ing  surveyed  by  the  Greater  Chi- 

o  Air  Defense  Filter  Center  to 
-jin  whether  their  transmitters 
V  equipped  with  standby  gener- 
■a's  or  other  independent  sources 
"-electrical  power  enabling  them 
■operate  in  any  war  emergency, 
.'urpose  of  the  survey,  according 
teudd  Gore,  director  of  the  filter 
iter,  is  to  determine  whether  ra- 
i  may  serve  effectively  as  "the 
fond  line  of  communicative  de- 
mise for  civilians"  in  the  event 
telephone  system  and  sources 
•  electrical  power  ever  were 
icked  out. 

'  Radio  may  be  the  answer,"  Mr. 
■;e  said.  "We  have  learned  that 
".rly  every  citizen  has  access  to 
'  automobile  radio  receiving  set. 
'2se  sets  can  operate  independ- 
Uy  of  any  utility  power  system 
■long  as  the  automobile  batteries 
'd  out." 

'f  stations  are  equipped  with 
■jndby  generators,  he  noted,  "ra- 
'j  communication  can  be  carried 
,  under  extremely  difficult  situ- 
3ns,  and  defense  instructions  can 
broadcast  when  thev  are  needed 

St." 

uhe  questionnaires  sent  by  the 
■jer  center  seek  data  on  location 
jstudios  and  transmitters;  name, 
Iress  and  telephone  numbers  of 
(tion  general  managers;  and 
•vision  for  independent  source 
power.  Information  also  will  be 
ight  on  number  of  FM  stations, 
lateur  radio  operators,  and  di- 
'tory  of  automobiles,  taxicabs 
-lipped  with  two-way  radio  tele- 
;Dnes  and  trucks  operating  in  the 
'^a. 

Mr.  Gore  pointed  out  that  while 
.dios  of  radio  stations  generally 
\-  concentrated  in  metropolitan 
-ters,  their  transmitters  are  well 
'persed,  with  many  of  them  lo- 
'ed  in  relatively  isolated  rural 
ots.    Broadcasting  can  be  done 


directly  from  transmitters  if  nec- 
essary, he  observed. 

The  filter  center  will  be  equipped 
to  receive  all  types  of  radio  sig- 
nals, Mr.  Gore  stated.  While  no 
plans  have  been- evolved  yet  to  es- 
tablish either  standard  or  short- 
wave broadcasting  equipment  in 
the  center,  arrangements  are  be- 
ing made  for  it  to  have  access  to 
both  private  and  military  facili- 
ties, he  added. 

Information  received  from  indi- 
vidual stations  will  be  kept  "con- 
fidential," but  survey  results  will 
be  revealed,  according  to  Mr.  Gore, 
who  is  retail  division  advertising 
manager  for  Marshall  Field  &  Co., 
Chicago  department  store. 


UCLA  WORKSHOP 

KMGM  (FM)  Cooperates 

U.  of  California  at  Los  Angeles 
from  Aug.  7  conducted  four  day 
Summer  Radio  Workshop  with  co- 
operation of  KMGM  (FM)  Los 
Angeles  which  offered  facilities 
as  public  service. 

Diversified  program  was  oiTered 
taking  in  all  phases  of  radio  field. 
Workshop  was  under  the  supervi- 
sion of  Kenneth  McGowan,  head, 
Theatre  Arts  Dept.,  UCLA  and  Dr. 
Walter  Kingson,  head,  UCLA  ra- 
dio division.  Instructors  from  the 
university  radio  staiT  included 
Arthur  B.  Friedman,  David  Sie- 
vers,  Richard  Tumin. 


Fall  Injures  Hood 

AN  UNUSUAL  accident  that  left 
W.  P.  (Bill)  Hood,  KFDX  Wichita 
Falls,  Tex.,  with  a  broken  back 
and  a  slight  head  concussion  on 
Aug.  3  was  contributed  indirectly 
to  the  Texas  flood  a  fortnight  ago. 
Mr.  Hood  had  worked  through 
Wednesday  night  and  was  at  the 
station  part  of  Thursday  without 
sleep.  He  had  been  assisting  a 
detail  in  the  evacuation  of  flood 
refugees.  When  he  retired  early 
Thursday  night  in  a  restless  sleep 
a  bed  slat  gave  way  and  Mr.  Hood 
rolled  to  the  floor. 


Current 
Rating 
Homes 

Programs  % 

Right  to  Happiness  (NBC)    6.1 

Road  of   Life   (NBC)    6.1 

Pepper  Young's  Family  (NBC)    6.0 

Our   Gal,    Sunday   (CBS)    6.0 

Aunt  Jenny    (CBS)    5.9 

(Average  For  All  Programs)  (2.6) 
True  Detective  Mysteries  (MBS)      ....  6.1 

Shadow  (MBS)    5.6 

Martin  Kane,  Private  Eye  (MBS) ....  5.2 

(Average  For  All  Programs)  (4.9) 

Armstrong   Theatre   (CBS)    8-7 

Stars  Over  Hollyv/ood   (CBS)    8.6 

Grand   Central  Station   (CBS)    8.5 


TEN  &  TWENTY  CLUB 

NBC  Initiates  44  Members 

NBC  CHICAGO  initiated  44  mem- 
bers into  the  Ten  and  Twenty 
Year  Club  last  week  at  a  reception 
in  Medinah  Country  Club,  a  fea- 
ture of  the  Athletic  Assn.'s  annual 
all-day  outing. 

I.  E.  Showerman,  NBC  Chicago 
vice  president  and  manager  of 
WMAQ  and  WNBQ  (TV),  pre- 
sented certificates  and  pins  to  31 
company  employes  who  have  been 
with  the  firm  20  years,  and  13  to 
those  with  10  years  of  service.  Per- 
sons included  those  who  qualified 
in  1949  and  1950. 

Twenty-year  members  —  Ed  Cerny, 
Isabelle  Cooney,  Ralph  Davis,  Marvin 
Eichorst,  Gene  Hoge,  John  Martin, 
Rudi  Neubauer,  Jean  Balun,  Ed  Bern- 
heim,  Ralph  Brooks.  William  Cole, 
Adele  Crawford,  Ed  Cunningham, 
Arthur  Elkins,  Edward  Holm,  Dorothy 
Horton.  Robert  Kendall,  William  Kep- 
hart.  W.  T.  Knight,  Walter  Lanterman, 
Ray  Limberg.  William  Meyer,  Vern 
Mills,  Paul  Moore,  Al  Otto,  Ruth 
Pashley,  William  Rosee.  Richard 
Wehrheim,  John  Whalley,  S.  C.  Wil- 
liams and  Tom  Horan. 

Ten-year  initiates — John  Keys,  Mor- 
gan Perron,  Laura  Skidmore,  Helen 
Carey,  Henry  Cooke,  George  Diefen- 
derfer,  Kay  James  McCord,  Neil 
Murphy,  Sallie  Recht,  David  Squires. 
James  Wehrheim,  Clint  Youle  and 
Emerson  Squires. 

There  are  108  NBC  Chicagoans  who 
have  been  with  the  company  10  and 
20  years. 


RALPH  YOUNG 

WHO  Correspondent  Dies 

FUNERAL  services  were  held  in 
Washington,  D.  C,  last  Monday  for 
Ralph  E.  Young  55,  news  cor- 
respondent for  Central  Broadcast- 
ing Co.,  licensee  of  WHO  Des 
Moines  and  WOC-TV  Davenport, 
Iowa,  who  died  Aug.  4  at  Mount 
Alto  Hospital  in  the  nation's  capi- 
tal. 

Mr.  Young,  Washington  cor- 
respondent for  27  dailies  in  three 
states  before  an  illness  two  years 
ago  forced  him  to  give  up  active 
coverage,  had  been  ill  for  several 
years.  He  was  a  member  of  the 
Radio  Correspondents  Assn.,  the 
National  Press  Club  and  the  Press 
Club  Post  of  the  American  Legion. 
He  is  survived  by  his  widow,  Mrs. 
Betty  J.  Young. 


KCBS  NEWS  SHOWS 

Programming  Is  Expanded 

KCBS  San  Francisco  has  expanded 
its  news  operation  to  a  24  hour 
basis.  The  station  is  now  monitor- 
ing Pacific  airwaves  around  the 
clock,  seven  days  a  week  and  feed- 
ing 35  news  programs  weekly  to 
the  CBS  network. 

To  carry  the  expanded  operation, 
six  new  engineers  and  newsmen 
have  been  added  to  the  staff.  New 
personnel  in  news  room  are  Leon 
Dorais,  formerly  with  Armed 
Forces  Radio  and  more  recently 
freelance  writer  in  New  York; 
Carl  F.  Randall,  reporter  on  the 
San  Francisco  Chronicle;  and 
Harold  Fiss,  Warner  Bros.  Broad- 
casting. New  engineers  are  Fran- 
cis Harr,  formerly  of  KLX  Oak- 
land; Walter  Mills,  teacher  of  radio 
and  electronics  for  the  San  Fran- 
cisco Unified  school  district;  and 
Charles  T.  Anson,  previously  of 
KFRC  San  Francisco. 

Other  netwoi'k  stations  in  San 
Francisco  also  are  expanding 
operations  as  result  of  the  Pacific 
war.  KGO  (ABC)  has  added  one 
news  writer,  Ronald  D.  Johnson 
Jr.,  formerly  with  WCAU  Phila- 
delphia; KNBC  has  hired  two  new 
men,  Ray  Johnson,  journalism 
instructor  at  U.  of  Oregon,  and  Al 
Berglund,  previously  with  UP,  Chi- 
cago; and  KFRC  (Mutual-Don- 
Lee)  has  named  Bill  Nietfeld,  chief 
of  Mutual  transpacific  news  bureau, 
as  the  first  step  in  its  expanded 
coverage  of  the  "pocket"  war. 


National  Representative:  John  Blair  &  Co. 
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Static  and  Snow 

(Continued  from  page  UO) 

multi-college  alumni  will  cross  over 
at  half  time  from  the  davenport  on 
the  east  side  of  the  living  room 
to  the  reclining  rocker  on  the  west 
side.  If  the  band  plays  both  alma 
maters  in  succession,  he'll  have  to 
do  some  fast  footwork. 


After  venting  its  indignation  in 
several  rounds,  the  sales  depart- 
ment bounced  back  to  the  ridicu- 
lous Kaltenborn  snipe  at  commer- 
cial radio,  to  the  tune  of  "Mary- 
land, My  Maryland": 

I  humbly  bow  my  head  and 
mourn,  Kaltenborn,  Oh  Kalten- 
born. 

I've  sold  myself;  I  am  suborn, 

Kaltenborn,  Oh  Kaltenborn. 
The  dough  I  made  I  went  and 

paid,  a  high-grade  gent  took 

every  cent. 
All  I  have  left  is  taunt  and  scorn, 

Kaltenborn,  Oh  Kaltenborn. 


APRA  Awards 

COMMITTEE  of  nine  to  serve  as 
judges  in  the  American  Public  Re- 
lations Assn.'s  1950  awards  com- 
petition for  outstanding  achieve- 
ment in  public  relations,  has  been 
announced  by  Paul  H.  Bolton, 
vice  president  of  the  National 
Assn.  of  Wholesalers,  Washing- 
ton, and  awards  committee  chair- 
man. Howard  Bonham,  vice  presi- 
dent for  public  relations,  Amer- 
ican Red  Cross,  will  be  chair- 
man of  the  judges  committee.  Cate- 
gories to  be  covered  by  the  awards 
include:  Industry  (manufactur- 
ing) ,  marketing  and  distribution, 
retailing,  labor,  trade  associations, 
transportation,  agriculture,  graphic 
arts,  communications,  banking,  fi- 
nance and  insurance,  church,  social, 
community  services,  government 
(federal,  state  or  local). 


C  H  N  S 

HAIIFAX  NOVA  SCOTIA 

THE 

SIGNBOARD 

OF 

SELLING  POWER 

IN  THE 

MARITIME  PROVINCES 

ASK 

JOS.  WEED  &  CO. 
350  Madison  Ave.,  New  York 
He  Has  the  Reasons  Why! 
5000  WATTS-NOW! 


'RED'  ENTERTAINERS 


Legion  Urges  Protest's  \o  Sponsors 


A  CURRENT  American  Legion 
publication  detailing  "trends  and 
developments  on  the  Communist 
conspiracy"  is  urging  readers  to 
send  protests  to  radio  and  tele- 
vision sponsors  rather  than  sta- 
tions and  advertising  agencies 
handling  the  sponsor's  product  or 
service. 

The  summary  calls  on  readers 
to  organize  a  letter-writing  group 
of  "six  to  10  relatives  and  friends" 
to  phone,  telegraph,  or  write  to 
radio-TV  advertisers  employing 
entertainers  with  known  Com- 
munist-front records.  The  booklet 
quotes  a  number  of  magazine 
sources  from  which  names  of  "un- 
suitable and  inappropriate  fellow 
travelers"  can  be  obtained. 

"There  are  an  estimated  two  to 
three  fully  qualified  and  throughly 
loyal  Americans  presently  unem- 
ployed ready  to  step  into  every  job 
vacated  by  a  Stalinist  writer, 
actor,  or  entertainer,"  the  article 
claims. 

The  American  Legion  tells  read- 
ers to  "make  no  charges  or  claims" 
in  their  protests,  but  merely  to 
state  they  buy  the  products  or 
services  advertised,  enjoy  the  pro- 
grams and  disapprove  the  enter- 
tainers. 

"You  pay  for  the  show  by  buying 
their  products  and  you  have  the 
right  without  necessity  of  any  ex- 
planation for  objecting  to  any 
entertainer  just  as  you  have  the 
right  to  hoot  a  ham  off  the  stage," 
the  Legion  points  out.  "Radio 
sponsors  are  responsible  for  the 
talent  their   agencies  hire — it  is 

RADIO  GALLERY 

Senate  Rejects  Pay  Boosts 

EFFORT  by  Senate  Majority 
Leader  Scott  W.  Lucas  (D-Ill.)  to 
pave  the  way  for  basic  pay  in- 
creases for  Senate  Radio  Gallery 
Superintendent  D.  Harold  McGrath 
and  his  assistants  failed  in  the 
Senate  Aug.  4. 

Sen.  Lucas'  move  came  during 
Senate  consideration  of  the  om- 
nibus appropriations  bill.  The  pro- 
posal was  rejected  on  a  point  of 
order.  The  Lucas  amendment  would 
have  set  the  superintendent's  basic 
annual  salary  at  $4,680.  Level  now 
is  $4,020.  Assistant  superintend- 
ents who  now  receive  a  basic  sal- 
ary of  $2,580  each  would  be  first 
assistant  and  second  assistant  to 
receive  $3,000  and  $2,800  re- 
spectively. A  third  assistant, 
now  being  paid  $2,100,  would 
have  his  basic  salary  hiked  to 
$2,520.  Sen.  Lucas  said  his  amend- 
ment would  have  brought  the  sal- 
aries "exactly  in  line"  with  in- 
creases already  approved  by  the 
House  for  House  Radio  Gallery 
employes. 

Not  included  in  basic  salaries 
quoted  are  certain  pay  adjustments 
voted  by  Congress  from  time  to 
time. 


their  responsibility  to  remove  ob- 
jectionable entertainers." 

Responsible  agencies  are  care- 
fully checking  the  backgrounds  of 
all  people  connected  with  radio- 
video  shows,  the  Legion  reports, 
but  "several  others"  have  refused 
on  grounds  they  have  "no  way  of 
looking  into  a  man's  head  to  see  if 
he  is  loyal."  Some  advertisers 
already  have  warned  their  agencies 
against  use  of  such  entertainers^ 
it  adds. 

Article's  Text 

The  article  continues: 

When  you  turn  on  your  radio  or 
television  set,  you  in  effect  admit  a 
guest  into  your  homes.  It  is  your 
prerogative  to  switch  off  the  set  and 
to  cease  buying  the  products  of  peo- 
ple who  offend  you  by  insinuating  ob- 
jectionable people  into  your  homes. 
The  customer  is  always  right  and 
150  million  patriotic  Americans  are 
the  ultimate  consumers  upon  whom 
the  entire  radio  and  TV  industry  is 
built.  Use  your  power  to  cut  off 
several  million  dollars  a  year  of 
Communist  income  derived  indi- 
rectly from  your  pockets  by  highly 
paid  entertainers  and  writers  who 
in  turn  make  large  contributions  to 
Communist  causes  and  fronts. 

Don't  let  the  sponsor  pass  the 
buck  back  to  you  by  demanding 
"proof"  of  Communist  fronting  by 
some  character  about  whom  you 
have  complained.  You  don't  have 
to  prove  anything.  You  simply  do 
not  like  so-and-so  on  their  programs 
and  will  stop  buying  their  products 
and  listening  to  their  shows  until  he 
or  she  is  removed. 


JENKINS  AGENCY 

Minneapolis  Firm  Formed 

FORMATION  of  the  Ray  C.  Jen- 
kins Advertising  Agency  Inc.,  with 
offices  at  Suite  1240,  Builders  Ex- 
change, Minneapolis,  has  been  an- 
nounced by  Ray  C.  Jenkins  who 
will  serve  as 
president  of  the 
new  organiza- 
tion. 

M  r.  Jenkins, 
who  has  been 
associated  with 
advertising  agen- 
cies, radio  sta- 
tions and  news- 
papers  in  the 
Midwest,  also  an- 
nounced he  would 
be  assisted  by  the  following  per- 
sonnel: Adele  D.  Jenkins,  secre- 
tary and  director;  Harold  Ander- 
son, vice  president  and  director; 
Robert  C.  Danielson,  executive  vice 
president;  Pat  Madden,  radio  direc- 
tor; William  H.  Glaefke,  produc- 
tion manager,  and  Barbara  Larkin, 
office  manager. 


Mr.  Jenkins 


FIRST  place  in  Red  Top  Brewing  Co. 
promotion  contest  among  stations  car- 
rying its  Lonesome  Gal  won  by  WCMS 
Charleston,  W.  Va.  Runners-up  were 
WSOC  Charlotte,  N.  C,  and  WSAC 
Huntington,  W.  Va. 


WSAB  UNIT  FORMS 

Legislative  Liaise 

PARTLY  as  an  outgrowth  of  tl 
recent  action  of  the  Seattle  Scho 
Board  in  awarding  exclusive  co:^ 
tracts  for  broadcasting  rights 
high  school  athletic  events,  tl 
Washington  State  Assn.  of  Broa 
casters  has  established  a  Legisl 
tive  Committee,  it  was  learned  la 
week.  The  new  committee,  undi 
the  chairmanship  of  Tom  Olse 
president  and  general  manager  < 
KGY  Olympia,  held  its  first  me€ 
ing  July  31  in  Seattle. 

While  the  committee  will  1 
active  in  representing  the  broa 
casters'  interests  during  the  ne: 
session  of  the  Washington  Stai 
Legislature,  scheduled  for  Ja;i 
uary  1951,  it  was  reported  i 
principal  concern  at  the  presej 
time  is  the  "freedom  of  the  pres: 
issue  cited  by  WSAB  members 
connection  with  school  athlet 
events  in  Seattle  and  throughoi 
the  state. 

In  addition  to  Mr.  Olsen,  mer 
bers  of  the  new  committee  a 
Bruce  Bartley,  owner  of  KBR 
Bremerton  and  WSAB  attorne; 
Fred  Chitty,  general  manager 
KVAN  Vancouver  and  preside 
of  the  association;  J.  Elroy  M 
Caw,  president  of  KELA  Cei 
(tralia-Chehalis;  and  H.  J.  Quilliai 
ipresident  of  KTBI  Tacoma. 


IRONTON  OUTLET 

Coston-Tompkins  Bid  Droppe 

APPLICATION  of  Coston-Tom 
kins  Broadcasting  Co.  for  a  ne 
AM  station  at  fronton,  Ohio,  < 
1230  kc  with  100  w  fulltime  h 
been  dismissed  by  FCC  at  i 
quest  of  the  applicant.  Partn 
James  Coston  informed  the  Coi 
mission  no  good  site  for  the  st 
tion  could  be  found  there. 

The  Coston-Tompkins  applic 
tion  had  ben  designated  for  hea" 
ing  by  the  Commission  with  t. 
competitive  bid  of  Glacus  G.  Me 
rill,  who  seeks  250  w  fulltime  » 
1230  kc  at  fronton  [Broadcastik 
June  5].  Mr.  Merrill's  bid  w' 
removed  from  the  hearing  dock' 

FCC  earlier  had  said  that  amoi 
the  issues  for  the  hearing  it  wish 
to  determine  "the  purposes  of  t 
individual  partners  of  Costo 
Tompkins  Broadcasting  Co.  in  t, 
prosecution  of  its  .  .  .  applicati; 
and  to  obtain  full  information  co 
cerning  the  efforts  of  one  or  bo' 
of  the  said  partners  to  dispose 
his  or  their  interest  in  the  said  ^ 
plication." 


k 
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,t-  KM  A  Shenandoah,  Iowa.  ABC 
Affiliate,  celebrated  its  25th  birth- 
lay  Aug.  12,  at  11:15  p.m.  in  a 
:pecial  ABC  network  broadcast, 
"eatured  on  the  15  minute  pro- 
gram was  an  interview  with  Mrs. 
Carl  E.  May,  widow  of  the  founder 
f  KMA,  by  Edward  May,  her  son 
,nd  president  of  the  station. 

>-  Walter  Haase,  station  manager 
[f  WDRC  Hartford,  Conn.,  ob- 
erved  his  26th  anniversary  with 
^rie  station  in  July.  Russ  Naugh- 
on,  chief  announcer,  marked  his 
ighth  anniversarj-  with  the  station 
lis  month.  Eleanor  Xickerson, 
ecretary  to  Franklin  M.  Doolittle, 
resident  of  WDRC,  is  observing 
€r  14th  anniversary  with  the  CBS 
utlet  during  August.  Bertha  Por- 
er,  music  librarian  at  WDRC,  ob- 
erved  her  fifth  anniversary  vnth 
.-le  station  during  July. 

-  Let's  Pretend,  reportedly  oldest 
mtinuous  dramatic  children's 
?ries  on  CBS,  will  celebrate  its 
Dth  anniversai-j'  Saturday  (Aug. 
9). 

-  WMAR-TV  Baltimore  is  cele- 
r  rating  the  run  of  its  quiz  show 
'■  oiv  Well  Do  You  Know  Baltimore? 
Dr  132  consecutive  weeks  of  con- 
'.nuous  sponsorship  by  Consol- 
iated  Gas  &  Electric  Co. 

'Jack  McElroy,  host  of  ABC's 
Welcome  to  Hollywood  and  singer- 
mnouncer  of  the  network's  Bride 
^  Groom,  celebrated  his  20th 
nniversary  in  radio  Aug.  1. 

>  With  station  break,  "Your  820 
';ation  is  28  years  old  today," 
;7FAA  Dallas  marked  its  anniver- 
ary,  June  26. 

-  Twenty-five  years  of  service  as 
>ansmitter    engineer    for  WOR 

Tew  York  have  been  celebrated 
y   Seth   (Sy)    Gamblin.   A  gold 


•CAAA  Election 


AYMOXD  B.  GAGE,  president 
nd  treasurer  C.  B.  Juneau  Inc., 
was  named  presi- 
dent of  Southern 
California  Adver- 
tising Agencies 
Assn.  at  meeting 
held  fortnight 
ago.  Other  officers 
elected     include : 
Willard  G.  Greg- 
ory,  Willard  G. 
Gregory    &  Co., 
first   vice  presi- 
dent; Norton  W. 
[ogge,  president  and  account  ex- 
lutive,  Mogge-Privett  Inc.,  second 
(jfice  president;   Larry  Pendleton, 
Tarry  Pendleton  &  Assoc.,  secre- 
1  iry-treasurer.    Directors  named 
J,-ere:  William  G.  Scholts,  Scholts 
^.dv.;   Henry  Welsh,  Welsh-Hol- 
mder     Adv.;     Ralph  Yambert, 
-alph  Yambert  Organization;  Lee 
.inger,  Lee  Ringer  Adv. ;  Martin 
|.  Klitten,  Martin  R.  Klitten  Co. 
nc. 


Mr.  Gage 


A(ile±tone± 


watch  inscribed  to  "Seth  Gamblin, 
in  appreciation  of  25  years  of 
outstanding  service  to  WOR,  1925- 
1950,"  was  presented  him  by  J.  R. 
Poppele,  WOR  ^nce  president  and 
chief  engineer. 

►  KTAR  Phoenix,  Ariz.,  marked 
20  years  as  an  XBC  affiliate  June 
8  with  a  special  half-hour  broad- 
cast. Jennings  Pierce,  then  man- 
ager of  station  relations  and  public 
affairs,  NBC  Western  Division,  pre- 
sented a  plaque  to  Richard  0. 
Lewis,  KTAR  president  and  gen- 
eral manager. 

►  WTWN  St.  Johnsbury,  Vt., 
celebrated  its  first  aniversary  July 


9.  Management  and  staff  played 
host  to  over  700  %nsitors  on  an  in- 
spection tour  of  the  studios. 

►  WDGY    Minneapolis'  Red 

Rooster  Hour  will  begin  its  second 
year  with  an  hour  floor  show  from 
The  Schuneman  River  Room  Res- 
taurant Aug.  17.  Program  is  1950 
winner  of  the  NRDGA  convention's 
grand  award. 

►  John  Shelton  is  celebrating  13 
years  as  a  salesman  in  the  Chi- 
cago office  of  WOR  New  York. 

►Jerry  Devine,  director-producer 

of  ABC's  This  Is  Your  FBI,  has 
celebrated  his  15th  year  in  radio. 


STUDENT  WORKSHOP 

KGW  Sponsors  Classes 

RADIO  workshop  for  children,  to 
train  some  of  America's  younger 
generation  in  the  finer  points  of 
radio  arts,  has  been  launched  by 
KGW  Portland,  Ore.,  in  coopera- 
tion with  the  city's  public  schools. 

One  hundred  and  twenty-five 
fifth,  sixth  and  seventh  graders 
have  been  screened  by  their  teach- 
ers so  that  they  may  receive 
maximum  benefits  from  the  work- 
shop. Co-directors  of  the  six-week 
summer  project  are  Evelyn  Lamp- 
man,  KGW's  educational  director, 
and  Homer  Welch,  KGW  program 
manager. 

Classes  in  acting,  sound  and 
script  writing  are  given  each  week. 
When  the  classes  are  through,  the 
young  actors  mastering  their  les- 
sons become  eligible  to  take  an 
active  part  in  radio  on  KGW's 
Great  Moments  of  History  which 
is  piped  into  Portland  classrooms 
during  the  school  year. 


1950 

BROADCASTING 
MARKETBOOK 

Out  ^acUuf'f 

SUBSCRIBERS  COPIES  MAILED  WITH  THIS  ISSUE 
ADDITIONAL  COPIES  AVAILABLE  $1  EACH 


SUBSCRIPTIONS  ENTERED 
NOW  AND  FOR  A  LIMITED 
TIME  WILL  INCLUDE 
1950  MARKETBOOK 


$7 


52  weekly  issues 
Marketbook,  Map 
and  '51  Yearbook 


Broadcasting 
National  Press  BIdg. 
Washington  4,  D.  C. 

□  Please  send    MARKETBOOKS  at  %\  each. 

□  Please  enter  a  BROADCASTING  subscription  for  the  under- 
signed to  include  Marketbook,  Map  and  1951  Yearbook. 


Name 


Company 
Street  . . . 
City  


Zone  State 
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August  4  Applications  .  .  . 

ACCEPTED  FOR  FILING 

AM— 930  kc 
Lebanon,  Ore. — CP  new  AM  station 
1400  kc  250  w  unl.  AMENDED  to  request 
930  kc  1  kw  D. 

License  for  CP 

License  for  CP  new  AM  station: 
WATC  Gaylord.  Mich.;  KJBC  Midland, 
Tex.:  WSTA  Charlotte  Amalie.  V.  I.: 
KEN  A  Mena,  Ark. 

TENDERED  FOR  FILING 
AM— 580  kc 
KOPR  Butte,  Mont.— CP  AM  station 
to  change  from  550  kc  1  kw  unl.  to 
580  kc  5  kw-D  1  kw-N  DA-N. 

August  7  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1440  kc 
KJAY  Topeka,  Kan.— CP  AM  station 
to  change  from  1440  kc  5  kw-D  1  kw-N. 
DA  to  5  kw  unl.  DA. 

AM— 650  kc 
KRCO  Prineville,  Ore. — CP  AM  sta- 
tion to  change  from  690  kc  1  kw  D  to 
650  kc  1  kw  unl. 

AM— 990  kc 
United  Bcstg.  Co.  Inc.,  Richmond,  Va. 

— CP  new  AM  station  740  kc  1  kw  D 
AMENDED  to  request  990  kc. 

Modification  of  CP 

WWBZ  Vineland,  N.  J.— Mod.  CP  AM 
station  to  change  frequency  etc.  for 
extension  of  completion  date. 

WGRC  Louisville,  Ky. — Same. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WHO-FM  Des 
Moines:  WRFD-FM  Worthington,  Ohio. 

License  for  CP 
WHLD-FM  Niagara  Falls,  N.  Y.— Li- 
cense for  CP  new  FM  station. 

License  Renewal 
WNAD-FM   Norman,   Okla. — Request 
for  license  renewal  noncommercial  FM 
station. 

TENDERED  FOR  FILING 
AM— 1330  kc 
WEDR  Birmingham,  Ala.— CP  AM 
station  to  change  from  1220  kc  1  kw  D  to 
1330  kc  1  kw-D  500  w-N  DA-N  and 
change  studio  location  to  be  determined 
Fairfield.  Ala. 

TV— 198-204  mc 
WPIX  (TV)  New  York— Commercial 
TV  station  to  change  from  18.5  kw  vis. 
9.25  kw  aur.  to  3.6  kw-vis  2.5  kw-aur. 

Modification  of  CP 
WLWT     Cincinnati — Mod.     CP  new 
-commercial  TV  station  for  extension  of 
completion  date. 

August  8  Decisions  .  •  • 

BY  COMMISSIONER  WALKER 
KPAB  and  Allen  K.  Tish.  Laredo. 
Tex. — Granted  petition  of  FCC  General 
Counsel  insofar  as  it  applies  to  Docket 
9543  (in  matter  of  revocation  of  license 
of  KPAB).  and  record  in  this  proceed- 
ing was  reopened  to  permit  taking  of 
additional  evidence  relating  to  present 
employment  of  Mark  Perkins,  his  pres- 
ent connection  with  station  KPAB,  and 
to  such  other  matters  as  may  be  rele- 
vant thereto:  further  hearing  to  be  held 


FCC  actions 


m  9 


AUGUST  4  TO  AUGUST  10 

CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-effective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.-visual 

STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


cond. -conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 
unl. -unlimited  hours 


at  offices  of  Commission  in  Washington 
on  a  date  to  be  specified  in  subsequent 
order.  Granted  request  of  Allen  K.  Tish 
to  dismiss  application  for  consent  to 
transfer  control  of  Laredo  Bcstg.  Co.. 
licensee  of  KPAB. 

BY  THE  SECRETARY 

WHIP  Nr.  Mooresville,  N.  C— Grant- 
ed license  new  AM  station;  1350  kc  1  kw 
D. 

WRAD  Radford,  Va.— Granted  license 
new  AM  station;  1340  kc  250  w  unl. 

WKBl  St.  Marys,  Pa.— Granted  li- 
cense new  AM  station:  1400  kc  250  w 
unl..  and  specify  studio  location. 

WZOB  Fort  Payne,  Ala.— Granted  li- 
cense for  new  AM  station:  1250  kc  1 
kw  D. 

WPBB  Jackson,  Ala. — Granted  license 
new  AM  station;  1290  kc  1  kw  D. 

WNAE-FM  Warren,  Pa.— Granted  li- 
cense change  FM  station;  freq.  (92.1  mc) 
Ch.   221;    550  w   ant.    140  ft. 

WVBT  So.  Bristol  Township,  N.  Y.— 
Granted  license  to  cover  changes  in 
existing  FM  station  for  operation  on 
95.1  mc. 

WHCU  Ithaca,  N.  Y.— Granted  license 
covering  aux.  trans. 

WKY  Oklahoma  City,  Okla.— Granted 
license  install  new  trans. 

KA-3414  Nichols  &  Warinner  Inc., 
Long  Beach,  Calif. — Granted  mod.  li- 
KA-3414  to  change  freqs.  in  remote 
pickups  to  26.15.  26.25.  and  26.34  mc. 

Antietam  Bcstg.  Corp.,  Hagerstown, 
Md. — Granted  CP  and  license  for  new 
remote  pickup  KA-4166;  freq.  26.47  mc; 
power  1.4  watt. 

Antietam  Bcstg.  Corp.,  Hagerstown, 
Md.— Granted  CP  and  license  KA-6344 
for  remote  pickup:  freq.  153.35  mc: 
20  w. 

WAPO  Chattanooga,  Tenn.— Granted 
CP  to  install  new  trans. 

KVOL  Lafayette,  La. — Granted  mod. 
CP  to  change  type  of  trans.;  cond. 

Following  granted  extension  of  com- 
pletion dates  as  shown:  WHAM-TV 
Rochester.  N.  Y.  to  2-4-51;  WNAC-TV 
Boston  to  3-1-51;  WWLH  New  Orleans 
to  3-16-51:  KWFM  San  Diego  to  8-30-50; 
KSTP-TV  St.  Paul  to  3-16-51;  WRBI 
Blue  Island,  111.  to  12-1-50:  WHP-FM 
Harrisburg.  Pa.,  to  2-26-51;  WTBO-FM 
Cumberland.  Md.  to  3-1-51;  KMAR 
Bakersfield.  Calif,  to  10-10-50;  WSBT 
South  Bend  to  11-16-50  (cond.);  KSTT 
Davenport,  la.  to  2-23-51  (cond.); 
KGEM  Boise,  Ida.  to  12-15-50  (cond.): 
WNEW  New  York  to  2-14-51  (cond.); 
WSGW    Saginaw,    Mich,    to  10-15-50; 


m    REMOTE  for  $5900 

Entirely  new — the 
Gates  SA  -  134 
amplifier  may  be 
used  as  a  remote 
amplifier,  pream- 
plifier, line  am- 
plifier or  isolation 
amplifier.  Already  hundreds  in  use. 
A  quality  product  through  and  through  and  priced  low 
because  of  rrass  production.  Stock  availability. 

■  THE  GATES  RADIO  COMPANY,  Quincy,  III.,  U.S.A. 


WFMD  Frederick,  Md.  to  10-15-50 
(cond.);  KUOM-FM  Minneapolis  to  2- 
23-51;  WINR-FM  Binghamton,  N,  Y.  to 
12-4-50;  KSBR  San  Bruno.  Calif,  to 
2-15-51;  KXEL-FM  Waterloo,  la.  to 
11-22-50;  KWKH-FM  Shreveport.  La.  to 

10-  15-50:  KFGQ-FM  Boone,  la.  to  11- 
15-50:  KFEL-FM  Denver  to  11-15-50; 
KWBW-FM  Hutchinson.  Kan.  to  3-1-50; 
KA-5129   Angel   Ramos.    San   Juan  to 

11-  15-50. 

KLVL  Pasadena,  Tex. — Granted  li- 
cense new  AM  station  and  change  in 
studio  location;  1480  kc  1  kw  D. 

KLIC  Monroe,  La. — Granted  license 
new  AM  station:  1230  kc  250  w  unl. 

KMOD  Radio  Modesto  Inc.,  Modesto, 
Calif. — Granted  license  for  new  AM  sta- 
tion: 1360  kc  1  kw  unl.  DA-N. 

KDON  Palm  Beach,  Calif  .—Granted 
license  increase  in  power  to  5  kw  in- 
stall new  trans  and  make  changes  in 
ground  system;  1460  kc  unl.  DA. 

WBZA  Boston,  Mass. — Granted  li- 
cense install  new  trans,  and  change  in 
studio  location;  condition. 

KCSU  Provo,  Utah — Granted  license 
change  in  freq.  to  1400  kc  250  w  unl. 

WHBS  Huntsville,  Ala. — Granted  mod. 
license  to  change  studio  location. 

KNEA  Jonesboro,  Ark. — Granted  mod. 
CP  for  approval  of  ant.  and  trans. 

KVMA  Magnolia,  Ark. — Granted  mod. 
license  to  change  studio  location. 

KPOC  Pocahontas,  Ark.  —  Granted 
mod.  CP  for  approval  of  ant.,  trans, 
and  studio  locations,  and  change  type 
trans. 

WOPA  Oak  Park,  111. — Granted  mod. 
CP  to  change  type  of  trans,  and  make 
changes  in  ant. 

WHLB  Virginia,  Minn.— Granted  CP 
to  install  new  trans. 

WVET  Rochester,  N.  Y.— Granted  CP 
to  install  an  aux  trans,  at  present  site 
of  main  trans,  to  be  operated  on  1280 
kc  250  w  DA-N. 

WRFD  Worthington,  Ohio— Granted 
CP  to  replace  expired  CP  which  au- 
thorized install,  of  FM  ant.  on  AM 
tower. 

WMAJ  State  College,  Pa. — Granted 
CP  to  make  changes  in  ant.  by  top 
loading  existing  vertical  radiator. 

WILK  Wilkes-Barre,  Pa.— Granted 
mod.  of  CP  to  change  type  of  trans. 

CoiH 

WMSC  Columbia,  S.  C.  —  Granted 
mod.  license  to  change  name  to  Marseco 
Bcstg.  Corp. 

WLAT  Conway,  S.  C— Granted  CP  to 
make  changes  in  ant.  and  change  trans, 
and  studio  locations. 

WSVA  Harrisonburg,  Va.  —  Granted 
mod.  CP  to  change  type  trans.  Cond. 

KG2XCW  Philco  Corp.,  Area  Phila'- 
delphia— Granted  CP  new  exp.  TV  sta- 
tion KG2XCW. 

WDEL-TV  Wilmington,  Del.— Granted 
license  change  in  designation  of  trans, 
location. 

King  Bcstg.  Co.,  Area  Seattle,  Wash. 
—Granted  CP  and  license  for  exp.  TV 
relay  KA-7378. 

Phoenix  Television  Inc.,  Area  Phoe- 
nix, Ariz.— Granted  CP  for  new  exp. 
TV  station  KA-7379. 

WSAZ  Inc.,  Portsmouth,  Ky. — Grant- 
ed mod.  CP  to  increase  power  in  exp. 
TV  relay  KQB-78  to  3  w,  and  to  change 
trans,  and  ant. 

WSAZ  Inc.,  Portsmouth,  Ky.— Grant- 
ed mod.  CP  to  decrease  power  in  exp. 
TV  relay  to  3  w,  and  to  change  trans, 
and  ant,  ^  ^ 

KANW  Albuquerque,  N.  M.— Granted 
license  for  new  noncommercial  educa- 
tional FM  station;  Ch.  206  (89.1  mc) 
350  w;  ant.  55  ft. 

Multiplex  Development  Corp.,  New 
York,  N.  Y. — Granted  license  for  new 
developmental  Bcstg.  station  KE2XKH. 

WABA  Aguadilla,  P.  R.— Granted 
mod.  CP  for  extension  of  completion 
date  for  a  period  of  6  mos.  from  Aug. 
2.  Cond. 

WJW  Cleveland— Granted  CP  to  make 
changes  in  existing  remote  pickup  KA- 
4741    to    change    freq.    to    152.93  mc; 


power  to  20  w.  Emission  to  F3 
change  eqpt. 

Nichols  &  Warinner  Inc.,  Long  Beacf, 
Calif. — Granted  mod.  license  KA-3412  t  ' 
change  freq.  to  26.15,  26,25,  26..35  rr  t , 

Josh  L.  Home,  Rocky  Mount,  N.  C. 
Granted  CP  for  a  new  remote  pickup 
KA-7345. 

Center  Bcstg.  Co.  Inc.,  Center,  Tes , 

— Granted  CP  and  license  for  new  re  i 
mote  pickup  KA-7346. 

Lake  Erie  Bcstg.  Co.,  Sandusky,  Obi 
— Granted  CP  for  a  new  remote  picku 
K  A -4243. 

College    of    The    Pacific,  Stocktor 
Calif. — Granted    CP    for    new    remot  i 
pickup  KA-7347. 

KRLD  Radio  Corp.,  Dallas,  Tex.- 
Granted  CP  for  new  remote  picku 
KKD-697. 

Pleasant  Valley  Radio  Co.,  Coaling: 
Calif. — Granted  CP  for  new  remot, 
pickup  KA-7348. 

Bcstg.  Corp.  of  America,  Riversidi 
Calif. — Granted  CP  for  new  remot 
pickup  KA-7349. 

Roxboro  Bcstg.  Co.,  Roxboro,  N.  ( 
— Granted  CP  for  new  remote  picku  , 
KA-7350. 

Wharton  County  Bcstg.  Co.  Inc.,  IJ 
Campo,  Tex. — Granted  CP  for  new  re; 
mote  pickup  KA-7351. 

Wharton  County  Bcstg.  Co.  Inc.,  !• 
Campo,  Tex. — Same  KA-7352. 

College  of  the  Pacific,  Stockton,  Call 
— Granted  license  change  existing  re' 
mote  pickup  KA-2879. 

WDXB  Chattanooga,  Tenn. — Grante  : 
license  change  m  vertical  ant. 

The  Macomb  Bcstg.  Co.,  MacomI 
111. — Granted  license  for  new  remol 
pickup  KA-5275. 

CBS  Inc.,  New  York,  N.  Y. — Grante 
license  new  remote  pickup  KEA-884. 

Macon  Bcstg.  Co.,  Macon,  Ga.- 
Granted  license  for  new  remote  picku 
KA-6286. 

CBS  New  York,  N.  Y.  and  Area  ( 
Minneapolis — Granted  licenses  for  ne 
remote  pickups  KA-4017.  KA-3894. 

Radiohio  Inc.,  Columbus,  Ohio — Car 
celled  license  and  deleted  remote  picl ' 
ups  KA-5555-6. 

Southwestern  Sales  Corp.,  Tuls., 
Okla. — Cancelled  license  and  delet« 
remote  pickup  KA-5568. 

The  Sun  Pub.  Co.  Inc.,  Jackson,  Ten 
— Cancelled  license  and  deleted  remo 
pickup  KA-5569. 

NBC  Denver,  Colo. — Cancelled  1 
cense  and  deleted  remote  pickup  KJ 
4684. 

WPJM    West    Bend,    Wis.— Grant( 
mod.  CP  for  approval  of  ant.,  trans,  ai 
studio  locations,   and  for  changes 
transmitting  eqpt. 

KAFY  Bakersfield,  Calif.— Grante 
mod.  CP  for  extension  of  completie 
date  to  8-31-50;  cond. 

Robert  F.  Neathery,  West  Plains,  M' 
— Granted  CP  and  license  for  new  r 
mote  pickup  KA-7322. 

Robert  F.  Neathery,  West  Plains,  M 
—Same  KA-7321. 

Joe  L.  Smith,  Jr.  Inc.,  Beckle ; 
W.  Va.— Same  KA-7320. 

Northeast  Iowa  Radio  Corp.,  Oelwei 
la. — Granted  CP  for  new  remote  picki 
KA-7319 

Valley  Bcstg.  Co.,  Pomona,  Calif. 
Same  KA-7318. 

Southern  Minn.  Bcstg.  Co.,  Ar' 
Rochester,  Minn.— Granted  CP  and  ! 
cense  for  new  remote  pickup  KA-7317. 

Guy  Gannett  Bcstg.  Services,  Per 
land.  Me.— Granted  mod.  license  Kj 
3037   to   change   freqs   to   26.19,  26.; 

(Continued  on  page  72) 


NEW  PT63-A 


Unit  Construction  permits  portable  or  rock, 
mount  operation.    3  separate  heads  to 
monitor  from  the  tope  I    Prevents  record 
ing  errors  I    New  3  head  unit  also  ovoll- 
able  to  convert  present  PT6  Magnecorder. 


360  N.  Michigan  Ave 
Chicogc  1,  III. 
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JANSKY  &  BAILEY 

xecutive  Offices 

National  Press  Building 
l|>ffices  and  Laboratories 
il  1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.  ADams  2414 

Member  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 


A  JfS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501.514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


ommercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

International  bldg.  di.  1319 
washington,  d.  c. 

orter  bldg.  lo.  8821 

kansas  city,  mo. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
Notional  7757 


RAYMOND  M.  WILMOTTE 

M69  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


■RUSSELL   P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpubllc  3984 

J  Member  AFCCE* 


Dixie  B.  McKey  &  Assoc. 

1820  JefFerson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  RufFner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


il 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


f 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 

HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


H.  3nu, 

CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

Registered  Professional  Engineer"' 
•0  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &    FIELD  ENGINEERING 

1    Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 


Member 


AFCCE 
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KDAL  PROMOTION 

Produces  Safety  Film 

PROMOTING  its  highway  safety 
campaign,  KDAL  Duluth,  Minn., 
has  turned  to  producing  for  local 
distribution  a  sound-slide  film  en- 
titled "Dynamite  on  the  Highway," 
showing  realistic  closeups  of  actual 
automobile  accidents. 

The  feature  is  narrated  by  Judge 
Richard  M.  Funck  of  Duluth  Muni- 
cipal Court  who  tells  in  detail  how 
minor  infractions  of  the  traffic 
laws  caused  each  serious  accident. 
Judge  Funck  is  introduced  by 
KDAL  News  Editor  Bill  Krueger 
who  gives  a  shoi't  safety  editorial 
in  the  lead-off  slide.  The  inclusion 
of  a  KDAL  microphone  in  the 
photos  ties  in  the  sound  and  inci- 
dental promotion  of  the  station. 

The  film's  wind-up  again  shows 
Mr.  Krueger  at  the  mike  ringing 
down  the  curtain  with  his  familiar 
sign  off,  "Until  News  Makes  More 
News  .  .  .  This  is  Bill  Krueger" 
and  the  added  words  "With  the 
sincere  hope  that  the  accident  news 
we  report  will  not  include  you!" 
The  film  runs  14  minutes  and  was 
produced  in  conjunction  with  the 
Duluth  Chamber  of  Commerce 
safety  committee,  which  handles 
scheduling.  KDAL  reported  copies 
of  the  film  and  sound  platter  have 
been  requested  by  and  made  for 
local  educational  groups,  industrial 
safety  directors  and  safety  groups 
of  other  KDAL  area  towns. 


LOCAL  SHOWS  SELL 


Seattle  AFRA  Surveys  Agency-Station  View 


WXGI  Richmond,  Va.,  admitted  to 
Piedmont  Network,  Va. 
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WHILE  the  local  live  talent  show 
has  sales  effectiveness,  it  is  re- 
tarded in  stations'  use  because  of 
syndicated  packages  which  are  bet- 
ter produced  and  offered  at  a  lower 
cost. 

This  is  the  preliminary  conclu- 
sion reached  in  the  April-May  sur- 
vey conducted  by  the  Seattle 
American  Federation  of  Radio  Art- 
ists released  to  Broadcasting  and 
mailed  to  its  local  members.  Find- 
ings also  were  to  be  reported  to 
the  national  AFRA  convention  in 
Chicago  last  week  (see  story  page 
34). 

Survey  covered  33  executives 
from  21  Seattle  advertising  agen- 
cies and  27  administrative,  program 
and  sales  personnel  in  Seattle  radio 
stations.  Bob  Hurd,  KOMO  Seattle 
producer,  was  chairman  of  the 
AFRA  committee  conducting  the 
study. 

Superiority  in  selling  was  chalked 
up  by  the  local  talent  program 
over  that  of  the  electrical  tran- 
scription syndicated  show.  How- 
ever, many  agency  and  station 
personnel  underlined  the  better 
quality  of  the  ET  program  over  the 
local  talent  show.  That  the  low 
production  cost  of  the  ET  package 
is  hurting  the  locally  produced  pro- 
gram was  attested  by  24%  of 
agency  personnel  and  40%  of  sta- 
tion personnel. 

A  majority  of  both  groups 
agreed  that  the  news  program  is 
the  most  effective  from  a  sales 
viewpoint.  Out  of  a  possible  160 
points,  news  received  74,  audience 
participation  shows  40,  commen- 
tators 47  and  music  37.  As  proof 
of  successful  performance,  29  of 
the  agency  executives  look  to  sales 
results,  nine  to  ratings,  15  to  mail 
counts,  and  one  cited  the  personal 
taste  of  sponsor  or  agency  member. 
Opinion  of  station  personnel  on 
successful  performance  was  similar 
with  a  3-1  ratio  looking  to  sales 
results  over  ratings. 

All  executives  and  personnel 
questioned  stated  local  Seattle  art- 
ists could  produce  quality  shows, 

CKNW  Tops  Survey 

SURVEY  of  listening  habits  in 
Eraser  Valley,  an  area  within  35 
miles  of  its  own  location,  has  been 
announced  by  CKNW  New  West- 
minster, B.  C.,  covering  total  pop- 
ulation of  64,800.  Survey  gives 
complete  statistics  on  number  of 
queries  and  reveals  CKNW  as  fa- 
vorite station  of  over  60%  of  pop- 
ulation, according  to  Penn  McLeod 
&  Assoc.  Ltd.,  Toronto,  which  pre- 
pared a  "Radio  Audience  Report" 
for  the  station.  The  interviews, 
covering  the  Lower  Eraser  Valley, 
were  made  by  telephone  in  the 
areas  of  Langley  Prairie,  Survey, 
Maple  Ridge  and  Port  Coquitlam, 
with  CKNW  drawing  down  listen- 
ing percentages  of  52.2%,  63.3%, 
67.0%  and  38.5%  respectively. 


but  21  out  of  33  said  promotion  can 
be  a  deciding  factor  for  success  or 
failure. 

Reasons,  other  than  price,  why 
sponsors  may  be  reluctant  to  buy 
programs  as  compared  with  spots, 
was  given  by  70%  of  agency  men  as 
spots  are  more  flexible,  giving  more 
coverage  for  the  same  money;  27% 
found  advertisers  not  sold  on  the 
general  value  of  programs  or  not 
given  the  right  program  to  fit  their 
needs. 

Of  station  executives  responding 
on  the  spot  vs.  program  question, 
76%  consider  spots  more  flexible 
with  16%  holding  radio  as  a  me- 
dium not  yet  sold  to  advertisers. 


TRANSIT  SURVEY 

Sf.  Louis  Riders  Favor  TR 

ALMOST  three  out  of  four  riders 
favor  radio  in  busses  and  street- 
cars, according  to  a  measurement 
of  transit  riders'  opinions  about 
Transit  Radio  in  the  St.  Louis  area. 
The  survey  was  prepared  for  the 
St.  Louis  Post-Dispatch  by  St.  Louis 
U.'s  bureau  of  business  and  eco- 
nomic research  from  May  1-6. 

The  study  shows  that  74.9%  of 
the  riders  are  for  radio  in  busses 
and  streetcars;  15%  are  against  it 
and  the  remaining  10.1%  are 
neither  for  nor  against.  In  all, 
24,605  persons  were  interviewed. 

Taken  by  age  groups,  riders  50 
years  of  age  and  older  were  54.4% 
for,  31.0%  against  and  14.6% 
neither.  Those  from  35  to  49  years 
were  69.5%  for,  17.6%  against  and 
12.9%  neither.  In  the  25  to  34-year 
bracket,  83%  were  for,  8.5% 
against  and  8.5%  neither.  Those 
from  15  to  24  years  of  age  were 
90.8%  for,  4.2%  against,  and  5% 
neither.  Youngest  group,  those 
under  15,  were  92.7%  for,  3.5% 
against,  and  3.8%  neither. 


KNBC  San  Francisco  public  affairs 
program  World  Affairs  Are  Your  Af- 
fairs, extended  to  full  NBC  Pacific 
Coast  network. 


SHREYEPORT  CASE 

NLRB  Orders  Electioi, 

ELECTIONS  to  determine  whetht 
certain  technical  employes  at  foi 
Shreveport,  La.,  network  static? 
should  be  represented  by  the  Inte 
national  Brotherhood  of  Electric 
Workers  (AFL)  were  ordered  la 
Thursday  by  the  National  Labi 
Relations  Board.  Stations  involvf 
are  KTBS  (NBC  affiliate),  KRM: 
(ABC),  KENT  (Mutual),  ar 
KWKH  (CBS). 

KTBS  took  no  stand  on  contr 
board   operators,   which  IBE' 
sought  to  have  included  in  the  un 
but  felt  that  if  they  were,  f'  , 
bargaining  purposes,  then  annou  4 
cers  and  newsmen  also  should  1,| 
considered  a  part  of  the  grou  i| 
Latter  have  as  many  interests  | 
common  with  transmitter  enginee  * 
as    do    control    board    operator  i 
KTBS  was  understood  to  have  co  f 
tended    before   the   board,  whi( 
ruled  in  favor  of  IBEW. 

KENT  felt  that  combination  a 
nouncer -  control  board  operate 
should  be  included  in  its  technic 
group;  IBEW  maintained  thi 
should  be  excluded.  KRMD,  ho' 
ever,  objected  to  inclusion  of  tl 
combination  board  operators  f 
its  technical  group,  contending  thi 
are  not  technical  employes.  NLE 
ruled  the  unit  should  include  coi 
bination  operators  at  both  statior' 

KWKH  argued  that  announce 
and  control  board  operators  shou 
not  be  represented  in  the  same  ur 
and  that  the  chief  announc 
should  be  included  as  a  supervis< 
IBEW  left  it  up  to  the  board 
determine  whether  they  should 
in  separate  units  but  indicated  i 
willingness  to  represent  both. 

In  its  decision,  NLRB  pointed 
its  previous  ruling  which  held  th 
where  a  station's  announcers  al 
perform  control  board  functioi 
for  which  no  separate  group  is  s 
up,  the  combination  operators  I 
long  in  a  single  group  vnth  trar- 
mitter  engineers.  "In  so  holdir 
we  have  not  been  unmindful  of  t 
fact  that  control  board  operatic 
do  not  involve  the  same  degree 
technical  skill  required  of  trar 
mitter  engineers,"  the  board  add(, 


INDEPENDENT  OPERATION 
VS. 

NETWORK  OPERATION 
• 

See  Centerspread  This  Issue 
ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 
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JK  PROMOTION 


Z  Denver  completed  successful 
! motion  at  Lakeside  Amusement 
••k  when  10,000  persons  re- 
itedly  attended  station's  annual 
■pic.  KLZ  stars  presented  three 
cial  shows  with  dancing  to 
■k's  visiting  band  and  reduced 
s  on  rides  featured. 


EN  TIME  •   •  • 

I^BL  Columbus,  Ga.,  helped  Teen 
iHrern,  teen-agers  club  in  that 
y,  celebrate  its  sixth  anniversary 
J  airing  Jukebox  Jamboree  and 
-Times  shows  in  Saturday  morn- 
format  spotlighting  teen-age 
ivities  in  Columbus.  Shows  are 
insored  by  Kirven's  Department 
ire  and  Nehi  Corp.,  respectively, 
ore  furnished  birthday  cake  and 
hi  sent  flowers  and  soft  drinks 
party  held  in  WRBL  auditorium 
city's  youth. 

^NER  GONG  •   •  • 

MTV  (TV)  Omaha  sends  rade 
all  metal  triangle  resembling 
jner  gong  mounted  on  larger 
dboard  triangle.  Cardboard  is 
p  showing  station's  coverage 
d  inviting  readers  to  "STRIKE 
e  right  note  in  the  Omaha  mar- 
t"  with  KMTV. 

^JGGY-RIDE  •    •  • 

iBEN  Buffalo.  Joe  Wesp,  Sta- 
n's Ironic  Reporter  since  1930, 
■ed  nightly  shows  from  western 
Y.  communities  while  taking 
-day  trip  around  state  in  old 
shioned  two-seater  buggy.  Trip 
Jas  written  up  for  Buffalo  Evening 
'ICS.  Driver  and  one  horse  ac- 
•mpanied  Mr.  Wesp. 

30D  GOLFING  •   •  ® 

SJS  Winston-Salem,  N.C.,  pre- 
nts  WSJS  trophy  yearly  to  win- 
of  Forsyth  County  Amateur 
olf  Championship.  Trophy  must 
won  three  consecutive  times  for 
rmanent  possession.  Gold  medal 
so  given  winner  by  WSJS. 

ARIETY  SHOW         •   •  • 

DSU-TV  New  Orleans,  Shoppers 
rue,  D.  H.  Holmes  Co.,  depart- 
ent  store,  Mon.-Fri.,  2-3  p.m. 
udience  participation  show  will 
ke  air  Sept.  18,  produced  by  Ro'o- 
•t  J.  Enders  Adv.  Inc.,  Washing- 
n.  Originations  will  be  in  audi- 
rium-studio  of  WDSU,  featuring 


programs  promotion 


premiums 


top  local  performers.  Games,  con- 
tests, and  "Armchair  shopping" 
segment  are  to  be  parts  of  regu- 
lar format.  Tickets  to  be  distrib- 
uted at  Holmes  store.  Scripting 
supervised  by  Bob  Howard. 

POST  CARD  •    •  • 

WJNC  Jacksonville,  N.C.,  sending 
post  card  with  picture  of  Camp 
Lejeune  Base  Hospital  to  trade. 
Hand  writing  on  back  tells  reader 
of  station's  listening  audience  in 
informal  style.  Card  points  out 
that  county  is  noted  for  both  hos- 
pital and  WJNC,  quotes  listener- 
ship  statistics  and  invites  reader 
to  find  "proof  of  the  pudding." 

******* 
KFAB  FACTS  •     •  • 

KFAB  Omaha,  Neb.,  releases 
to  trade  its  brochure  contain- 
ing market  data,  listening 
survey  results  and  popula- 
tion fi.gures.  Held  together 
with  brads,  information  is 
attractively  given  on  differ- 
ent colored  pages  featuring 
numerous  reprints  of  stories 
concerning  talent  and  spon- 
sor promotion.  Cartoons  and 
maps  add  appeal  to  presenta- 
tion, to  which  more  material 
v/ill  be  added  in  coming  year 
by  station's  statistical  de- 
partment. 

******* 

KOREAN  MAP  •    •  • 

WSGN  Birmingham,  Ala.,  and 
KTOK  Oklahoma  City,  offering 
maps  of  Korea  to  listeners  for  fol- 
lowing war  news.  Stations  claim 
hundreds  of  requests  have  been 
received. 

TV  EDUCATION  •    •  • 

KDYL-TV  Salt  Lake  City  carried 
special  educational  programs  from 
U.  of  Utah  in  connection  with  Au- 
dio-Visual Education  Week  at 
school.  Local  distributors  installed 
sets  for  student  viewing.  Educa- 
tors from  Rocky  Mountain  area 


gathered  for  special  study  of  edu- 
cational TV. 

CHILD  SPEAKS  •   •  • 

KRIC  Beaumont,  Tex.,  A  Child 
Speaks,  five  minute  newscast. 
Eleven-year-old  Jimmy  Glanville 
as  newscaster,  sponsored  by  local 
bakery.  Jimmy  comments  on  news 
as  he  sees  it.  Station  bills  him  as 
"Texas'  Youngest  Newscaster." 

RAIN  &  RADAR  •    6  • 

WJBC  Bloomington,  111.,  Radar  Re- 
ports, daily  6:30,  7:30  a.m.,  12:30 
6  and  10  p.m.  Broadcasts  direct 
from  Radar  Rain  Observation  Sta- 
tion at  El  Paso,  Ind.,  operated  by 
111.  State  Water  Survey.  Rain  for- 
mations within  100  mile  radius  of 
Bloomington  can  be  seen  and  their 
direction  and  force  accurately  pre- 
dicted. Regular  programs  give 
summary  of  weather  conditions  on 
WJBC  with  programs  interrupted 
to  forecast  impending  storms. 

MISS  N.Y.  •    ®  # 

WKBW  Buffalo,  N.Y.,  and  Buffalo 
Jr.  Chamber  of  Commerce  co-spon- 
sored N.Y.  state  pageant  to  select 
Miss  New  York  for  Miss  America 
contest  at  Atlantic  City.  Station 
and  C.  of  C.  arranged  parade  with 
floats,  bands,  marching  units  and 
finalists  to  march  down  Buffalo 
streets.  Area  competitions  have 
been  held  throughout  state  under 
direction  of  WKBW. 

COUNTY  FAIR  •    •  • 

WCUE  Akron,  Ohio,  offered  news 
coverage  from  recent  Summit 
County  Fair.  Booth  equipped  with 
UP  teletype  set  up  on  fair  grounds. 
Station  aired  three-hour  record 
program  and  interviews  daily  from 
fair. 

FIDDLIN'    AROUND  •99 

WCOJ  Coatesville,  Pa.,  Aug.  5. 
Station  reports  more  than  20,000 
attended  23d  annual  Old  Fiddlers 
Picnic  at  Lenape,  Pa.  Fiddlers  and 
square  dance  callers  ranging  in 
age  from  5  to  94  from  all  over 
country  took  part  in  activities. 
Tunes  handed  down  from  genera- 
tion to  generation  were  played  on 
jugs,  banjos  and  guitars  as  well 
as  fiddles. 

MOBILE  TRANSMITTER  O  • 

WCEC  Rocky  Mount,  N.  C,  ac- 
quires mobile  transmitter  for  ex- 
tended coverage.  Specially  equipped 
station  wagon  with  15  ft.  trans- 
mitting antenna  will  be  used  to 
cover  news  events,  public  meetings 
and  other  happenings  in  area. 

WAR  NEWS  •    •  • 

WCSI(FM)  Columbus,  Ind.,  pre- 
sents daily  6:00  a.m.  newscasts 
over  PA  system  at  Camp  Atterbury 
Air  Base.  Program  designed  to 
keep  personnel  informed  on  Korean 
situation.  Station  installed  FM 
tuner  at  base. 


LMG  WORTH 

FEATURE  PROGRAMS,  Inc. 
113  W.  57th  ST..  NEW  YORK  19.  N.  Y. 

Mlmrk  Calibre  Program  at  Zocal  Station  Cost 


RhymalineTime.featuring  emcee 
David  Andrews,  pianist  Harry 
Jepks  and  KMBC-KFRM's  cele- 
brated Tune  Chasers,  is  one  of 
the  Heart  of  America's  favorite 
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morning  broadcasts.  Heard  each 
weekday  morning  from  7:30  to 
8:15,  Rhymaline  Time  is  a  musi- 
cal-comedy program  that  pulls 
more  mail  than  any  other  current 
"Team"  feature. 

Satisfied  sponsors  have  includ- 
ed, among  others,  Katz  Drug 
Company,  Land-Sharp  Motors, 
Jones  Store,  and  Continental 
Pharmaceutical  Corp. 

Contact  us,  or  any  Free  &  Peters 
"Colonel"  for  availabilities! 


KMBC 

of  Kansas  City  / 

KFRM 

for  Rural  Karisas 
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sertion. Deadline  two  weeks  preceding  issue  date^  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Sales  promotion  manager  wanted  by 
5000  watt  network  affiliate  North 
Dakota.  Must  be  experienced,  have 
knowledge  merchandising.  Send  refer- 
ence, salary  desired,  photo  first  letter. 
Box  901F,  BROADCASTING. 


Salesmen 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F.  BROADCASTING. 


Salesman,  fulltime  network  250  watt 
affiliate,  3  kw  FM  Texas  Gulf  Coast; 
must  be  thoroughly  experienced,  ag- 
gressive and  trustworthy.  Guarantee 
and  15%  first  90  days.  Must  have  car — 
gasoline  allowance.  Give  education, 
age,  reference,  photo  and  army  status. 
Box  963F,  BROADCASTING. 


Experienced  salesman  with  car.  Should 
be  familiar  with  small  market  selling. 
15%  commission  against  draw.  WOAP, 
Owosso,  Mich. 


Announcers 


Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING. 


Announcer.  Reliable,  experienced  com- 
bination man  with  accent  on  announc- 
ing. Opportunity  soon  at  successful 
Central  New  York  network  affiliate. 
Up-stater  preferred.  Permanent  posi- 
tion for  right  man.  Good  starting 
salary  plus  increases  over  two-year 
spread.  Some  talent  opportunities. 
Must  have  pleasing  voice  and  perso- 
nality. Capable  of  handling  news  and 
show.  Congenial  working  and  living 
conditions.  Live  audition  preferred 
but  disc  will  do.  Personal  interview 
plus  character  and  work  references  re- 
quired as  clincher.  Give  details  in 
first  letter.  Box  IIG,  BROADCASTING. 


Carolina  Mutual  station  has  opening  for 
combination  man  with  or  without  ex- 
perience.   Box  29G,  BROADCASTING. 


Experienced  announcer-engineer  with 
good  voice  who'll  become  permanent 
part  of  friendly  north  Florida  com- 
munity. Ideal  climate-beautiful  ocean 
beach.  Should  be  mature  management 
material.  Start  $240  monthly  plus 
talent  plus  commission  if  you  can  sell. 
Box  31G.  BROADCASTING. 


All-round  announcer  wanted,  news. 
DJ.  must  know  pop  and  light  classical 
music  for  two  to  three  hour  show. 
Large  eastern  independent  station. 
Box  71G,  BROADCASTING. 


Network  station  in  southeast  needs 
married,  sober,  combination  man.  Write 
qualifications,  salary  expected.  Box 
79G,  BROADCASTING. 


Experienced  announcer-engineer  for 
south  central  network  station.  Send 
audition  disc,  resume  of  experience  and 
salarv  requirements.  Box  82G,  BROAD- 
CASTING. 


Two  versatile  announcers  wanted. 
Minimum  three  years  experience.  Inde- 
pendent station,  start  $250.00  per  month. 
Average  work  week  35  hours.  Tell  all 
first  letter,  send  audition  disc.  Also 
copywriter;  woman  preferred.  Snap- 
shot, full  details,  salary  required  first 
letter.  KOLE,  P.  O.  Box  1126,  Port 
Arthur,  Texas. 


Experienced  announcer  for  top  ranking 
network  affiliate  to  fill  immediate  va- 
cancy. Details,  picture,  audition,  disc. 
WFDF,  Flint,  Michigan.   

Immediate  opening  for  combination 
man  with  first  class  ticket.  Good  op- 
portunity for  right  man.  Contact  WJAT, 
Swainsboro,  Georgia. 


Help  Wanted  (Cont'd) 


Play-by-play  sportscaster,  thoroughly 
experienced  in  all  phases  of  broad- 
casting. Give  complete  record,  personal 
data  and  disc  with  application.  Send 
special  delivery  air  mail  to  WMIX  and 
WMIX-FM,  Mt.  Vernon,  Illinois. 


Announcer,  experienced.  Send  disc  and 
photo  or  appear  for  audition.  WOHI, 
East  Liverpool,  Ohio. 


Draft  has  created  opening  for  staff 
announcer.  Must  have  thorough  knowl- 
edge of  sports  and  be  able  to  handle 
play-by-play.  Prefer  family  man  who 
likes  small  town  atmosphere.  Write 
Program  Director,  Radio  Station.WSDR, 
Sterling,  Illinois. 


Experienced  staff  announcer.  Must  be 
strong  on  baseball,  football,  basketball 
play-by-play.  Tell  all  in  first  letter. 
Send  disc  of  play-by-play,  sports  news, 
disc  jockey  and  commercials.  State 
salary.    WTPR,  Paris,  Tennessee. 


Experienced  announcer-engineer  for 
250  watt  network  affiliate.  Immediate 
opening.  Send  disc,  photo.  Write 
WWNS.  Statesboro,  Ga. 


Technical 


Opening  available  in  midwest  station 
for  engineer  with  license  and  control 
room  experience.  Must  be  good  audio 
production  man.  Exceptional  oppor- 
tunity for  right  man  to  grow  into 
combination  AM-TV  operation.  State 
salary,  experience,  send  photo  first  let- 
ter.  Reply  Box  78G,  BROADCASTING. 


Combination  engineer-announcer.  Im- 
mediate opening.  Contact  Chief  Engi- 
neer, WALB,  Albany,  Georgia. 
Immediate  opening  engineer  -  an- 
nouncer; first  class  ticket,  WVOS, 
Liberty,  N.  Y. 


Production-Programming,  others 


Must  be  able  to  write  sales  presenta- 
tions, do  trade  ad  layouts  and  copy, 
plus  some  publicity  and  newspaper  con- 
tacting. Large  midwest  market.  Girl 
preferred.    Box  86G,  BROADCASTING. 


Television 


Technical 


TV  technician  wanted:  Experienced 
with  RCA  equipment  to  head  operating 
crew.  Must  be  able  to  repair  troubles 
quickly.  Salary  dependent  on  qualifi- 
cations. Box  18G,  BROADCASTING  • 
TELECASTING. 


Situations  Wanted 


Managerial 


College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,  12  years  broadcasting.  Box 
657F,  BROADCASTING.  

Can  you  top  this?  Took  lowest  station 
in  market,  tripled  billing,  cut  expenses 
one  third.  Veteran,  young,  college 
graduate  with  proven  radio  experience. 
Desire  tough  market  with  opportunity 
to  buy  half  interest  and  take  over  man- 
agement.   Box  937F,  BROADCASTING. 


Manager  (with  investment) :  Thor- 
oughly experienced  manager,  definitely 
sales  minded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING.  

Manager-program  director.  To  make 
money  in  radio,  run  a  good  radio  sta- 
tion. Experience  in  all  phases  of  radio 
from  250  watt  to  network  qualifies  me  to 
run  a  good  station.  Production  and 
public  relations  a  specialty.  College, 
mature,  married.  Box  24G,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 


Manager.  Eighteen  years  experience. 
Midwest  or  west  only.  Box  28G, 
BROADCASTING. 


Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man.  two  children.  Draft  exempt.  Box 

37G.  BROADCASTING.  

Commercial  manager'.  Years  of  suc- 
cessful past.  Looking  for  golden  op- 
portunity in  large  station  in  midwest 
only.  What  is  more,  I  can  sweat  it  out 
cause  I'm  presently  employed.  Under- 
stand, will  accept  only  after  complete 
correspondence,  plus  personal  inter- 
view. Available  in  fall.  Whatcha  got 
in  mind.  Box  54G,  BROADCASTING. 
Experienced  manager  who  can  an- 
nounce, sell,  write  and  program  seeks 
employment  in  small  or  medium  mar- 
ket where  versatility  can  be  used  to 
keep  expenses  at  minimum  with  maxi- 
mum productivity.  Presently  employed 
as  manager.  Good  record.  Family 
man,  no  drifter.  Good  management, 
sales  and  program  production  at  min- 
imum expense.  Box  67G,  BROADCAST- 
ING^  

Experienced  radio  manager  and  com- 
mercial availa'ole.  Salary  secondary  to 
chance  for  permanent  position  with 
progressive  station.  Excellent  refer- 
ences. Family.  Ten  years  background 
includes  every  phase  of  radio  from 
cleaning  up  the  joint  to  successful  man- 
agement.    Available   now.     Box  74G, 

BROADCASTING.  

Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and  salary 
are  right.  Robert  D.  Williams,  1842  N. 
Lorraine,  Wichita,  Kansas. 


Salesmen 


Sales  only!  Ten  years.  Kind,  efficient, 
considerate.  Wish  to  better  my  present 
position.      33    years    old.      Box  39G, 

BROADCASTING.  

Experienced  sales  manager  entering  ra- 
dio. Former  administrator,  high  school 
teacher.  Planning  marriage.  Salary  and 
commission.     Box  48G,  BROADCAST- 

ING.   

Young  married  man,  3  years  radio  sales, 
draft  status — vet — disabled  (does  not  af- 
fect selling).  Prefer  Carolinas,  Va., 
but  will  accept  right  proposition  any 
place.  References.  Ready  to  go  to 
work  now.  Box  75G,  BROADCASTING. 
Ten  years  program  and  sales  experi- 
ence. 38.  Now  selling  5  kw  in  metro- 
politan market.  Want  commercial  man- 
ager opportunity  smaller  community. 
Midwest.  Box  84G.  BROADCASTING. 
Sales — commercial  manager.  Experi- 
enced  hard-hitting  salesman,  no  high 
pressure.  Good  references.  38.  prefer 
east.    Box  47G.  BROADCASTING. 

Announcers  

Topflight  staff  and  college  basketbaU, 
football.  AA  Southern  Association  base- 
ball announcer.  Excellent  recommenda- 
tions from  radio,  major  league  base- 
ball and  national  advertising  execs. 
Seeking  year-round  sports  and/or  staff 
that  pays  right.  Contact  Taylor,  Bir- 
mingham, Alabama,  telephone  66172  or 

Box  870F,  BROADCASTING.  

Announcer,  former  staff  5000  watt  NBC 
affiliate.  Produced,  sang,  emceed  ama- 
teur shows  in  Chicago  nite  clubs.  Two 
years  college.  Graduate  oldest  broad- 
casting school  in  country.  CBS  in- 
structors taueht  all  phases  of  broad- 
casting. Consider  all  offers.  Box  873F, 

BROADCASTING.  

Snortscaster,  experienced,  employed 
Michigan.  Family  man  desires  play- 
bv-plav.    Tape,  references.    Box  899F, 

BROADCASTING.  

Major  league  baseball  announcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.  Box  910F,  BROADCASTING. 
Thoroughly  experienced  sportscaster 
desires  football  and  basketball  play-by- 
play. Available  at  end  of  August.  Have 
done  college  basketball  and  football 
over  regional  network  in  one  of  coun- 
try's leading  conferences.  Air  check 
available.     Highest  recommendations. 

Box  935F.  BROADCASTING.  

I  have  a  good  announcing  job,  however, 
would  like  to  make  arrangement  to 
broadcast  football  play-by-play  this 
coming  season,  free  lance.  3  years  ex- 
perience broadcasting,  big  time,  col- 
lege football.  Refreshing  broadcasts 
with  truly  collegiate  atmosphere.  Box 
947F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Announcer,  2   years  experience  wi 
Chicago  FM  stations.  Single,  22,  dis 
available.  Box  970F,  BROADCASTING 


Announcer:  Salesman:  3  years  experi, 
ence  announcer-engineer  2  stations, 
year  student  salesman,  reliable,  steadj 
radio  minded.  References,  disc,  lat 
picture  on  request,  all  correspondenc 
answered.  Box  985F,  BROADCAST 
ING. 


Experienced  play-by-play  football 
basketball,  staff.  Young,  family  man 
Box  992F,  BROADCASTING. 


Football  play-by-play.  Experienced  al 
sports-staff  work.  College  graduate 
Box  993F,  BROADCASTING. 


Announcer  with  engineer's  ticket.  3' 
years  experience  all  phases.  Stafi 
news,  sports,  d-jaying,  all  types,  inter 
views  and  radio  dramatics.  Combi 
man  ABC  affiliate  presently  but  prefe 
production  and  programming,  to  en 
gineering.  Well  schooled  programmini 
and  continuity.  References.  Car.  Bo: 
19G,  BROADCASTING. 


Announcer-writer.  Experienced  com  ■ 
mercial  FM,  desires  switch  to  AM  \ 
Solid  news,  commercials,  create  D.  ■ 
shows  that  sell.  Disc,  photo,  details  oi 
request.     Box  21G,  BROADCASTING: 


Sports  announcer,  3  years  experience^ 
Am  presently  employed.    Special  ex 
perience    in   football    and  basketball 
Seek  year-round  sports  with  larger  sta  . 
tion.     Full    experience    as    staff    an"  : 
nouncer.     Good    programming    ideas.  - 
Single,    26    year    old    vet.    Box   22G;-  . 
BROADCASTING. 


Experienced  baseball,  football,  basket 
ball,   boxing.     Ideas  for  daily  sporti  c 
shows  that  will  sell.    Married.    Wan  - 
station   in  sports   minded   city.     Boj'  ^ 
23G,  BROADCASTING. 


Announcer,  23  years,  single,  2'2  yean 
college,  speech,  graduate  leading  an^ 
nouncing  school.  Newscasting,  som( 
sportscasting.  Disc  and  photo  on  rel 
quest.    Box  26G,  BROADCASTING. 


FM  announcer-writer  desires  change  t( 
AM.  Strong  news,  sports.  Excellen, 
commercial  man.  Veteran.  Available 
two  weeks.  Disc,  photo  on  request 
Box  30G,  BROADCASTING. 


Experienced  news  announcer-continu 
ity   writer.     5-A    draft  classification 
Presently  employed.    Will  furnish  disc 
tape,  perfect  references,  picture,  sam-' 
pies,  etc.    Box  32G,  BROADCASTING 


Seeking  you  for  first  opportunity  ai 
announcer,  disc  jockey,  newsman.  Ex- 
perienced radio  dramatics,  large  mid- 
western  station  (NBC).  College  grad- 
uate. Negro,  age  22,  unmarried.  Disc 
and  further  information  available.  Box 
34G.  BROADCASTING. 


Announcer,  3  years  experience  an- 
nouncing, program,  local  news,  2i 
years,  draft  exempt.  Box  38G,  BROAD-- 
CASTING. 


Announcer,  radio  school  graduate  seek-, 
ing  first  job.  I  excel  in  news,  commer- 
cials and  sports,  but  have  to  be  given, 
opportunity  to  prove  it.  Salary  sec- 
ondary. Disc,  photo  and  resume  on 
request.     Box  42G.  BROADCASTING. 


Announcer  presently  employed  in  ma- 
jor midwestern  independent.  Extensive 
experience  in  all  phases  of  both  inde- 
pendent and  network  operations.  Sin-= 
gle,  reliable,  prefer  southwest.  Top 
references.  Box  43G,  BROADCAST-: 
ING. 


Sports  announcer.  Ten  years  top  re-, 
porting,  outstanding  sportscasts.  Sober,, 
aggressive.  Box  44G,  BROADCAST-' 
ING. 


Young  combination  man  offers  depend- 
ability, earnestness  and  capability  in 
return  for  decent  position  as  combina- 
tion man  or  announcer.  Graduate  of 
leading  combo-school.  Presently  ati 
Northeast  independent.  Have  announc- 
ing, board,  transmitter  and  remote 
experience.  Photo,  disc  on  request. 
Northeast  and  southwest  preferred/: 
Will  visit  personally  if  possible.  Mini-' 
mum  salary,  $55.00.  Box  90G,  BROAD- 
CASTING. 


Armouncer,  news,  commercial,  musical 
experience,  late  twenties,  draft  exempt, 
available  immediately.  Box  50G, 
BROADCASTING. 


Combination  man,  experienced  in  op- 
eration, construction  small  station. 
Capable,  willing,  able.  Young,  mar- 
ried. Seek  progressive  station,  compe- 
tent staff,  more  pay.  Box  51G, 
BROADCASTING. 


Situations  Wanted  (Cont'd) 


hooled  by  the  world's  best  teacher — 
rperience!    Over  2',2  years  including 

nouncing,  news,  farm  news,  promo- 
m  traffic.  Interested  in  programming 
,  th  announcing  in  midwest  station, 
imely  Iowa,  Illinois,  Indiana.  Am  24, 
'arried,  child,  veteran.  Address  Box 
G,  BROADCASTING. 


inouncer,  program  director,  presently 
iployed.  6  years  solid  experience, 
.  married,  will  travel.  Details,  photo, 
3C  on  request.  Box  53G,  BROAD- 
I^STING. 


cperienced  announcer,   31,  versatile, 
nbitious,    available    immediately  for 
;i|rmanent  position.  Larry  Pribyl,  212 
1  Beloit,  Salina,  Kansas, 

.jnnouncer,  single,  25.  All-round  staff 
•an,  specialty  ad-lib,  familiar  with 
les,  professional  background,  more 
an  interested  in  TV.  Box  57G, 
'50ADCASTING. 

jant  a  personality  who  can  Hooper  in 
!e  morning  and  give  news,  not  merely 
'ad  it,  later  in  the  day?  East,  mid- 
est.  Years  experience.  Box  60G, 
30ADCASTING. 

;ine  sports  announcer,  love  and  know 
"il  sports  thoroughly,  ,iob  more  im- 
,  irtant  than  salary,  willing  to  learn, 
!llege  grad.  vet.  25.  will  travel.  Box 
]G.  BROADCASTING. 

1-round  announcer,  news,  DJ,  sports, 
,t,  college  grad.,  experienced,  25,  will 
bvel,  salary  secondary  to  opportunity, 
ijx  64G,  BROADCASTING. 

ay-by-play  sportscaster,  7  years  ex- 
ftrience.  Baseball,  basketball,  foot- 
Ill,  boxing.  Sports  program,  staff 
iprk.  Desire  strong  sports  station. 
|jx  65G,  BROADCASTING.  

iinouncer,  young,  personable.  No  hot 
Sot!  Loves  all  phases  of  radio  work, 
teady!  W.  W.  II  vet,  deferred.  Desire 
irmanent  position  anywhere.  Disc  or 
be  available.  Box  62G,  BROAD- 
gjvSTING.  

*nnouncer,     presently    employed  as 
lanager-announcer   in  small  market, 
'eking  opportunity  in  larger  market, 
rite  good  copy.    Over  3V2  years  ex- 
rience  as  staff  announcer,  program 
i' rector,  and  manager-salesman.  Pre- 
staff  announcing  with  opportunities, 
sc,    photo,    references,    record  and 
■jmple  copy  on  request.    West  of  Miss- 
■  ippi.     $65    per    week.     Box  68G, 
;llOADCASTING.  

jiorts-minded  station!  Looking  for 
i[-ong  football,  basketball  play-by-play 
-l^edule,  sports  director  or  staff?  Have 
lickground  and  disc  to  prove  my  pitch, 
psire  permanency,  action.  Box  TOG, 
3[tOADCASTING.  

?iinouncer;  graduate  of  radio  school. 

tiow  RCA  board.  Salary  no  object, 
as  associated  with  Armed  Forces  Ra- 
j.    Versatile.    Go  anywhere  immedi- 

1;ly.  Night  turn  acceptable.  Box  72G, 
lOADCASTING.  

Jinouncer  -  newscaster,  experienced 
ws  gathering,  writing,  continuity, 
jirried,  sober,  available  immediately. 
l|;c  available.  E.  Alcorn,  120  W.  78 
Kansas  City  5,  Mo. 


nouncer-engineer,  first  phone.  Last 
months  chief  announcer  net  affiliate, 
perience  with  indies,  too.  Friendly, 
ling  voice.     No  clown,  sober,  con- 
;nial,    conscientious.     Familiar  with 
types  record  shows  and  remotes. 
,  pable  newscaster.    No  drifter.  State 
Ijur   salary,    etc.     Single,   30.  Frank 
^rry,    422    Western    Ave.,  Topeka, 
nsas. 

|linouncer,  vet,  writer,  program,  top 
.11  puU.  Three  years  experience, 
istern  states  please.  Earl  Bingham, 
10  Hall  Road,  Santa  Rosa,  California. 


nouncer,  hillbilly  DJ.  Top  mail  pull. 
Jiuthern  drawl  natural.  Can  sell.  Also 
Ijperience  play-by-play.  Sales  gross 
fOO  in  small  market.  Present  em- 
lyer  has  full  knowledge  of  this  ad. 
ite  or  call  Jim  Dowdy,  109  S.  Kedzie 
e.,  Chicago.    Van  Buren  6-6284. 

iperienced  announcer,  versatile,  cap- 
le,  married,  child.    Travel.  Refer- 

D:;es  and  disc.   Available  immediately. 

io  Mailer,  122-41  133rd  Ave.,  S.  Ozone 

Cirk,  N.  Y. 

.It,  24,  married,  desires  announcing 
jSition,  high  school  grad,  radio  school, 
,3ition  wanted  in  NY  state  or  New 
'?sey.  Contact  Theodore  W.  Redfield 
406  St.  Nicholas  Ave.,  N.  Y.  27, 
,  Y. 

enty  of  radio  school  training,  news, 
nouncing,  writing,  acting.  Excellent 
ice  and  diction.  Steady,  reliable 
'iTiily  man,  30.  Disc,  picture  available, 
ill  travel.  Ralston  Smith,  6502  S.  W. 
irmont  St.,  Portland  X9,  Oregon. 


Situations  Wanted  (Cont'd) 

Technical 

Engineer,  1st  phone,  wants  position 
with  a  growing  organization.  Has  car 
and  is  no  drifter.  Box  651F,  BROAD- 
CASTING. 

Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F, 
BROADCASTING. 

Engineer,  first  phone,  22  years  old, 
sober,  married.  Some  broadcast  experi- 
ence. Box  848F,  BROADCASTING. 

Engineer,  2V2  years,  transmitter,  re- 
motes, taperecorders,  3  years  army  ra- 
dio. Graduate  leading  radio  school. 
Willing  to  travel.  Box  904F,  BROAD- 
CASTING, 

Chief  engineer,  15  years  intensive  ex- 
perience all  phases  AM  and  FM  engi- 
neering includes  setting  up  6  element 
directionals.  Ready  for  TV.  Manage- 
ment minded  with  excellent  personnel 
relations.  References  include  top  broad- 
cast consultants  and  executives.  Box 
983F,  BROADCASTING, 

Chief  engineer  soon  available  for  con- 
struction or  installation.  Consider 
remaining  as  chief  if  mutually  advan- 
tageous. Fifteen  years  continuous  ex- 
perience. Best  references.  Corres- 
pondence invited.  Box  2G,  BROAD- 
CASTING. 

Chief  engineer,  age  30,  knows  broad- 
casting from  mike  to  antenna.  Service 
at  the  following  stations.  WEIM  and 
WPEN,  1  year  each,  WHOM,  3  years 
and  nine  months,  WMCA,  3  months. 
Available  on  two  weeks  notice.  Box 
17G,  BROADCASTING.       ,  . 

Engineer,  tech  graduate,  vet.,  6  months 
experience  AM,  FM,  and  associated 
equipment.  Desire  permanent  position 
southeastern  U,  S.  Box  36G,  BROAD- 
CASTING. 

Engineer,  1st  phone,  single,  27,  veteran, 
draft  exempt.  2  years  experience,  trans- 
mitter, remotes.  Technical  school  grad- 
uate, AM,  FM,  TV.  Travel.  Box  58G, 
BROADCASTING. 

Engineer,  first  phone,  single,  26,  have 
car.  18  months  transmitter,  remotes, 
recording  and  studio  experience.  Will 
travel.   Box   59G,  BROADCASTING. 

Engineer,  first  phone,  kilowatt  AM 
transmitter  experience,  seeking  radio  or 
television  position.  Graduate  SRT-TV. 
Single,  car,  available  immediately.  Box 
61G,  BROADCASTING. 

1st  phone,  vet,  single,  experienced 
transmitter  and  remotes,  recording, 
have  car,  free  to  travel.  Box  66G, 
BROADCASTING. 

First  phone  license.  Single.  Desires  posi- 
tion in  broadcast  field.  Inexperienced, 
will  travel.  Box  69G,  BROADCASTING. 

Engineer,  first  phone,  now  employed, 
over  draft  age,  accredited  radio  school 
graduate,  two  years  experience  in  AM 
and  FM  small  station.  Desire  con- 
nection with  larger  station  in  midwest. 
Reliable,  conscientious,  ambitious.  Ref- 
erences. Box  77G,  BROADCASTING. 

Engineer,  23,  single,  RCA  graduate.  7 
months  AM,  FM  experience  trans- 
mitters, studio,  remotes,  tape  record- 
ings. 1st  phone,  2nd  telegraph,  amateur. 
Conscientious  worker.  Box  8  7  G, 
BROADCASTING, 

Experienced  engineer,  transmitter,  re- 
motes, console,  maintenance,  frequency 
checks.  Some  announcing.  Box  88G, 
BROADCASTING. 

Experienced  engineer  in  AM  &  FM 
transmitter  and  console  operation. 
Young,  single,  do  not  smoke  or  drink. 
Have  car.  Eugene  Brown,  Alden,  Iowa. 

First  phone,  married,  desires  to  break 
in  on  up-and-coming  organization. 
Arthur  Coburn,  90-36  180th  St.,  Jamaica 
3,  N.  Y. 

Engineer,  experienced  trans.,  control 
board,  remotes,  tape  at  250  and  1000 
w  stations.  Veteran,  will  travel.  Jack 
Herman,  338  Lincoln  PI.,  Brooklyn  17, 
N.  Y. 

War  veteran,  age  28,  perfect  health, 
have  1st  class  license.  Want  engineer- 
ing or  transmitter  maintenance  any- 
where in  Texas.  Am  servicing  radios 
and  television  at  present.  Write  George 
Vertal,  Rt.  1,  Seagoville,  Texas,  or 
phone  me  at  Mesquite,  Texas  933W3. 


Situations  Wanted  (Cont'd) 

Production-Programming,  others 

Singer,  production,  program  director,  6 
years  good  general  experience  from 
sales  to  mike  servitude.  Employed.  Box 
740F,  BROADCASTING. 

Newscaster.  A  reporter,  not  an  an- 
nouncer. Gather,  write,  deliver.  News- 
paper background.  Prefer  newspaper- 
affiliated  station.  Box  894F,  BROAD- 
CASTING. 

Program  director,  experienced.  Ex- 
cellent references.  Desires  progressive 
station  or  agency  that  wants  a  really 
top  man.  Available  September.  $75 
minimum.  Box  979F,  BROADCAST- 
ING. 

Need  experienced  dependable  traffic 
girl?  Also  thorough  proven  knowledge 
of  popular  music  and  effective  pro- 
motion experience.  Now  employed.  Box 
20G,  BROADCASTING. 

Program  director,  six  years  experience 
programming,  production,  announcing, 
sales,  and  copy.  Married,  dependable, 
excellent  references,  disc  and  ad- 
ditional information  on  request.  Box 
35G,  BROADCASTING. 

Record  companies  top  promotion  man 
professional  music  background,  30,  col- 
lege graduate,  presently  employed.  Box 
46G,  BROADCASTING. 

Attention  radio  schools!  Ten  years  ex- 
perience in  production,  all  phases.  Now 
I  want  to  pass  my  accumulated  knowl- 
edge on  to  young  aspirants.  Have  you 
a  place  for  me  on  your  staff?  Box  49G, 
BROADCASTING, 

My  copy  sings  with  selling  power.  Suc- 
cessful DJ  at  console.  Can  handle  PD 
job  Send  for  disc,  resume.  Box  76G, 
BROADCASTING. 

Continuity  writer.  Write  selling  copy. 
Two  years  experience.  Idea  man.  Prefer 
midwest.  Available  immediately.  Box 
80G,  BROADCASTING.   

Fresh  appeal,  continuity  writer,  also 
women's  and  children's  programs, 
available  immediately  for  midwest. 
Copy,  disc,  photo  sent  upon  request. 
Box  85G,  BROADCASTING.  

Young,  thoroughly  experienced  radio 
man  with  excellent  qualifications,  de- 
sires small  market  program  director  s 
position.  Presently  doing  announcmg- 
production  large  city.  Box  89G, 
BROADCASTING.  

Television 


Salesmen 


Wanted  to  Buy 


Top  sales  combination  man.  Qualified 
experienced,  three  years  radio  and  TV 
sales.  Cameraman,  director,  boom  rnan. 
Can  handle  any  ProducUon  ]ob  Car, 
references.  Box  926F,  BROADCAST- 
ING •  TELECASTING. 


For  Sale 


Stations 


Florida  daytimer.  Only  station  in  at- 
tractive, fast-growing  resort  area. 
Currently  in  black  on  expanding  gross. 
$25,000  cash  handles.  Box  15G,  BROAD- 
CASTING. 

Wyoming  network  outlet.  Exclusive, 
profitable,  grossing  $45,000  annually. 
Sales  price  $70,000.  Box  16G,  BROAD- 
CASTING, 

For  sale.  1  kw  Ohio -Pennsylvania  sta- 
tion. Will  sell  40%  at  $7,500  to  com- 
mercial man  or  engineer.  Job  avail- 
able. Journal  Publishers,  410  North 
Ave.,  Pittsburgh  9,  Penna. 


Equipment,  etc. 


Save  $4,000.  100  kw  diesel  generator 
set,  new,  driven  by  9  cylinder  radial 
air  cooled  engine.  Bargain  $6,750  FOB 
Los  Angeles.  Also  10  kw  new  FM  trans- 
mitter and  8  bay  antenna.  P.O.  Box 
987,  Riverside,  California. 

Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated,  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 

Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co..  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Stations 

Mr.  Licensee.  In  Reserves?  Guard? 
Thinking  of  unloading?  If  your  station 
is  small,  fulltime,  in  a  possibility  mar- 
ket, I  might  be  interested  in  cash  or 
short-term  purchase.  Prefer  Georgia  or' 
nearby  and  single  market.  Box  954F, 
BROADCASTING. 

Want  profitable  AM  station  in  progress- 
ive medium  or  smaller  non-television 
market.  Prefer  leading  national  net- 
work affiliation.  Advise  price,  terms, 
earnings-price  ratio.  Box  27G,  BROAD- 
CASTING. 

Equijjment,  etc. 

250  or  1000  FM  transmitter  with  moni- 
tors, coax.  Cash  if  cheap.  Particulars. 
Box  40G,  BROADCASTING. 

Wanted:  Good  used  1  kw  AM  trans- 
mitter, frequency,  modulation  monitors, 
limiting  amplifier,  audio,  other  neces- 
sary components  for  new  installation. 
Give  complete  details,  condition,  price 
in  first  letter.  Box  55G,  BROADCAST- 
ING. 

One  used  Wincharger  101  tower  or 
sections  of  same,  phase  monitor  and  1 
kw  transmitter.  State  condition  and 
price.  Box  81G,  BROADCASTING. 

Good  used  5  kilowatt  AM  transmitter. 
Give  manufacturer,  type  number,  age 
and  condition,  list  of  spare  tubes  and 
price.  Box  83G,  BROADCASTING. 

Radio  tower,  used,  between  300  and 
400  feet,  guyed  or  self  supporting,  must 
be  in  good  condition,  lowest  cash 
price.    WBBZ,  Ponca  City,  Oklahoma. 

Miscellaneous 

Investment.  I  have  a  successful  record- 
ing business  and  radio  school,  have 
finest  equipment  and  studios  ready  for 
broadcasting,  have  excellent  frequency 
and  attorney  and  engineer  assurance 
of  no  contest  for  station,  need  twenty 
thousand  dollars  from  one  or  more  ex- 
perienced radio  people  who  will  assume 
active  part  in  station.  One  thousand 
watts  daytime  and  one  million  people 
in  broadcast  area.  Box  25G,  BROAD- 
CASTING. 

Edward  Fridgen,  contact  John,  KWJJ, 
Portland.    Good  news. 

Charles  J.  Davis,  announcer,  formerly 
of  Greenville,  South  Carolina  requested 
to  write  Williams  &  Henry,  Attorneys, 
Greenville,  South  Carolina.  Adoption 
of  daughter  involved. 


Help  Wanted 


Salesman 


$10,000  JOB  OPEN 

One  of  the  country's  best  radio 
stations  is  looking  for  a  man 
to  understudy  its  Vice  President 
in  charge  of  sales  and  to  direct 
its  promotion.  Must  be  under 
36,  must  have  outstanding 
record  of  selling  radio  locally 
and  nationally.  Must  prove 
ability  to  sales  manage  and 
direct  promotion  for  middlewest 
property  that  tops  million  mark 
annually  and  should  surpass 
million  and  a  half  in  next  three 
years.  Starting  salary  is  $10,000 
with  excellent  opportunity  for 
advancement.  Send  complete 
details  to 

BOX  lOG, 
BROADCASTING 


Situations  Wanted 

Managerial 


TOP  RATED    .    disc   jockey-newsman   in  g 

metropolitan   market  10   years   witli  thorougli  q 

knowledge  of  programming,  etc.,  desires  assist-  Q 

ant    or    executive    position    in    programming  O 

or  management  with  cliance  to  continue  disc  O 

or   news    duties    in    combination.     Interested  q 

onh'  in   large   market.     Box  41G,   BBOAD-  q 

CASTING.  O 
000000000000000000000000 


Situations  Wanted  (Cont'd) 


Announcers 


DO  YOU  HAVE  FOOTBALL  AND/OR 
OTHER  SPORTS  PLAY-BY-PLAY  PROBLEMS? 

I'd  like  the  opportunity  to  do  a  topnotch  job 
for  a  sports-minded  station,  I'm  offering  11 
years  AM  and  TV  experience  with  major 
metropolitan  station,  play-by-play  ALL  sports, 
including  college  and  major  league  football, 
baseball,  basketball,  hockey.  Finest  ratings 
with  national  network  accounts.  Present  em- 
ployers forced  to  cut  sports  coverage.  Box 
996F,  BBOADCASTIXG. 


Technical 


EXECUTIVE  ENGINEER— Ex- 
perienced in  planning,  construc- 
tion, operation  AM,  FM,  TV 
studio  and  transmitting  facilities. 
Manage  such  project  from  filing 
CP  to  completion.  U.  S.,  Central 
or  South  America. 

Box  73G,  BROADCASTING 


For  Sale 


Equipment,  etc. 


For  Sale 

One  complete  General  Electric 
10,000  watt  FM  transmitter. 
This  equipment  has  seen  only 
two  years  service  except  for  the 
250  watt  exciter  which  has  been 
in  service  three  years.  Excel- 
lent condition.  This  equipment 
priced  to  sell. 

BOX  933F, 
BROADCASTING 


FOR  SALE:- 


Three  300  ■foot  insulated 
galvanized  guyed  vertical  radi- 
ators. Welded  sections  of  solid 
rounds  20  ■feet  long.  Towers  never 
used.  Write  for  details.  BOX  997F, 

BROADCASTING. 


SPOT  Radio  Clinic  luncheon  sponsored  by  the  National 
Assn.  of  Radio  Station  Representatives  July  1 1  at  Netv 
York's  Biltmore  Hotel,  brought  together  this  group  (I  to 
r):  (seated)  Fred  Hague,  George  P.  Hollingbery  Co.;  John 
Hoagland,  advertising  division  manager,  Campbell  Soup 
Co.,  guest;  Thomas  Campbell,  The  Branham  Co.;  Robert 
Alexander,  Ward  Wheelock  Co.,  guest;  T.  F.  Flanagan, 


managing  director,  NARSR;  (standing)  Powell  Ensign, 
Everett-McKinney  Inc.;  Robert  Summerville,  Free  & 
Peters;  Mike  McGuire,  Edward  Petry  &  Co.;  Margaret 
Donado,  secretary  to  Mr.  Flanagan;  Lewis  H.  Avery, 
Avery-Knodel;  Thomas  White,  Avery-Knodel;  Charles  A. 
Hammerstein,  Paul  H.  Raymer  Co.  The  luncheon  is  a 
monthly  event  sponsored   by  NARSR. 


SEATTLE'S  MOCK  BOMBING 


io-TV  Will  Play  Vital  Defense  Roles 


SEATTLE'S  civil  defense  "mobili- 
zation," resulting  from  a  double 
"atomic  bombing"  posed  as  a  paper 
problem  by  the  National  Security 
Resources  Board  last  month,  spot- 
lighted the  major  role  radio  and 
television  will  play  as  an  educating 
medium  and,  in  the  event  of  actual 
attack,  the  crucial  responsibility 
of  the  aural  media  in  alerting  the 
citizenry. 

The  defense  and  recovery  ses- 
sions, which  involved  all  of  the 
top  city  officials  of  Seattle  as  well 
as  national,  state  and  Northwest 
city  executives,  were  planned 
months  ago,  before  the  outbreak 
of  Korean  hostilities.  The  city 
officials  began  to  set  up  their  organ- 
ization on  June  21,  and  when  the 
NSRB's  hypothetical  problem  ar- 
rived on  July  10,  the  Seattle  Civil 
Defense  Board,  headed  by  Mayor 
William  F.  Devin,  started  a  series 
of  daily  meetings. 

The    following    week,    for  the 


Rocky  Mountain  Network 
250  Watter- $75,000.00 

Money  making  network — newly  and  beautifully  equipped  250  watts 
priced  for  immediate  sale.  Serves  rich  oil  and  ranch  area.  Future 
prospects  for  local,  regional  and  national  business  excellent.  Trans- 
mitter, studios  and  sales  office  housed  under  one  roof  which  assures 
low  cost  in  operation.    Price  §75,000.00. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RADIO  STATION  AND  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Washington  B)dg. 
SterUne  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 


critique  sessions,  high  officials  of 
the  region  were  joined  by  more 
than  a  score  of  U.  S.  representa- 
tives, headed  by  Eric  H.  Biddle, 
chairman  of  the  NSRB  inter- 
agency working  group.  The  plan- 
ning sessions  to  meet  the  mock 
atomic  attack  were  the  second  in 
a  series,  with  Chicago  due  for  a 
similar  "problem"  in  September. 

While  all  communications  plans 
for  actual  emergency  are  contin- 
gent on  the  assumption  that  radio 
stations  will  not  be  silenced  in  the 
event  of  an  attack,  radio  is  ex- 
pected to  be  "of  primary  value" 
during  and  after  the  immediate 
crisis,  Broadcasting  learned  from 
Chief  Philip  D.  Batson,  who  has 
been  serving  as  special  assistant 
to  the  Mayor  for  civil  defense 
planning,  on  leave  from  the  Police 
Department. 

Give  Alert  Signal 

Radio  would  be  enlisted  immedi- 
ately in  case  of  enemy  attack,  to 
alert  both  the  general  public  and 
the  civil  defense  workers,  as  well 
as  to  mobilize  such  front-line 
agencies  as  the  Police  and  Fire 
Departments.  Stations  would  be 
expected  to  issue  warnings  on  con- 
taminated food  and  water  supplies, 
and  to  inform  the  public  on  dan- 
gerous areas  of  the  city  and 
environs. 

"Radio  would  be  of  primary 
value  in  the  event  of  attack,"  Chief 
Batson  said,  "because  time  would 
be  of  the  essence."  He  noted  that 
the  possible  loss  of  electric  power 
— knocking  out  of  action  all  but 
battery  -  powered  receivers  —  is  a 
factor  to  be  considered  in  planning. 

In  their  preliminary  discussions, 
Seattle  officials  had  contemplated 
television  as  a  major  medium  of 
reconnaissance  following  the  hypo- 


thetical atomic  attack,  but  the 
specifications  included  in  the  NSRB 
problem  included  the  statement 
that  KING-TV  Seattle,  the  area's 
only  video  outlet,  was  knocked  off 
the  air  by  the  second  "bomb." 

Defense  period  "conditioning," 
plans  for  which  are  expected  to  go 
forward  shortly  in  view  of  the 
conflict  in  the  Far  East,  would 
also  call  for  extensive  use  of  radio 
and  television,  particularly  the 
latter.  TV  is  to  be  used,  according 
to  current  thinking,  as  a  training 
medium  for  civil  defense  workers, 
and  as  an  instructional  technique 
for  the  general  populace  on  how 
to  protect  their  homes. 

All  local  broadcasters  were  con- 
tacted in  advance  of  the  exercises, 
Chief  Batson  stated,  and  all 
pledged  full  cooperation. 


RADIO,  newspaper  and  magazine  ex- 
ecutives and  personnel  will  be  invited 
to  special  Press-Radio  Luncheon  be- 
ing held  Sept.  2  at  California  State 
Fair,  Sacramento.  Expected  to  attend 
fair  are  representatives  of  radio 
broadcasting  associations  in  addition 
to  those  from  other  media. 


SRT-Radio 

AMERICA'S  OLDEST  BROADCASTING  SCHOOL 
fnfensiVe  full  or  part  time 

COURSES 

ANNOUNCING  •  ACTING 
SCRIPT  WRITING  •  ADVERTISING 

Outstanding  faculty  of 
Network  Professionals 

Co-Educatienal  •  Day  or  Eveninc 
Small  Classes 
Approved  for  Vetorans 

Write  for  Prospettui 

School  of  Radio  Technique 

RKO  tidg.,  Rodle  City,  Niw  York  20,  N.  Y. 
228  South  WobQsh  Avt.,  Chicaso  4,  llllMit 
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Defense  and  Sales 

(Continued  from  page  16) 

id  did   not  plan  to  recommend 

y  more  stringent  controls. 

Similar  assurance  was  received 
Dm  Mr.   Steelman  and  Charles 

ckson,  his  assistant.  Mr.  Steel- 
fen  urged  NAB  to  issue  defense 

lletins  to  broadcasters.  The 
lard  promptly  took  steps  to  carry 
tt  the  project,  under  direction  of 
bbert  K.  Richards,  director  of 
Iblic  affairs. 

The  bulletins  will  be  issued  at 
ist  three  times  a  month  and  will 
ep  broadcasters  informed  on  gov- 
ament  programs  to  promote  the 
tion's  needs  during  the  emer- 
incy.  Information  from  all  gov- 
nment  agencies  will  be  printed, 
;;luding  details  on  recruiting  pro- 
ams,  anti-inflation  campaigns, 
nd  selling  and  similar  activities. 
!■.  Jackson  will  supply  such  in- 
bnation. 

I       Broadcasters  Praised 

Mr.   Steelman  asked  the  NAB 
ard  to  convey  to  the  nation's 
)adcasters  the  government's  ap- 
'eciation  of  the  "magnificent,  vol- 
tary  effort"  by  radio  and-  TV 
]  tions  to  halt  "stampede  buying." 
li  called  this  a  demonstration  of 
at  the  medium  could  do  to  pro- 
5jte  national  welfare. 
Chairman  Coy  went  into  a  num- 
of  phases  of  the  emergency 
)|;h  the  board  members,  includ- 
the  Disaster  Radio  Network 
sinounced  in  early  August  [Broad- 
i^TING,  Aug.  7]. 

: Fears  of  some  board  members 
,t  TV  stations  might  be  silenced 
ause  of  purported  radar  inter- 
i'ence  were  mostly  dispelled  in 
liir  conferences  with  federal  offi- 
■Is.  Only  obsolete  World  War  II 
lar  operates  on  frequencies  af- 
I'ted   by   TV,   it  was  indicated, 
the  national  emergency  would 
'.•e   to   be    desperate   for  such 

■  ipment  to  be  dusted  off,  it  was 
erred. 

\t  its  opening  proceedings  Mon- 
•  the  board  unanimously  adopted 
I'esolution  introduced  by  Frank 

■  Fletcher,  WARL-FM  Washing- 
],  pledging  cooperation  with  na- 

lal  security  efforts.   The  board 
j..)lemented  the  resolution  by  au- 
;  rizing  Judge  Miller  to  name  an 
I  industry  defense  committee  to 
nsel  with  government  agencies 
to  develop  methods  of  expand- 
radio  and  TV's  voluntary  serv- 

|"he  NAB  board  voted  to  place  in 
|ge  Miller's  hands  the  matter  of 
l-cting  time  and  place  for  the 
|t  meeting.  Last  June  the  board 
agreed  to  meet  at  Sea  Island, 
in  mid-November. 
B^ndorsement  of  the  McFarland 


Why  buy  2  or  more... 
.    do  1  big  sales  job 

\n  "RADIO  BALTIMORE  ' 


Bill  (S  1973)  was  voted  by  the 
board,  with  a  few  changes  sug- 
gested (see  story  page  17). 

All  board  members  attended  the 
meeting  except  James  D.  Shouse, 
WLW  Cincinnati,  who  had  a  prior 
engagement,  and  John  H.  DeWitt, 
WSM  Nashville,  who  was  on  his 
honeymoon. 


ETRY  CO. 


IVBAL 


McFarland  Bill 

(Continued  from  page  17) 
impose  fines  are  necessarily  subject 
to  the  provisions  of  Sec.  326  of  the 
Communications  Act  prohibiting  the 
exercise  of  any  powers  of  censorship. 
The  Commission,  accordingly,  would 
not  be  authorized  to  issue  any  order 
requiring  any  licensee  to  cease  and 
desist  from  the  broadcasting  of  any 
program  or  to  pay  a  fine  because  it 
broadcast  any  program  not  specifically 
prohibited  by  statute. 

As  developed  in  detail  in  its 
statement  last  winter,  chief  target 
of  FCC  criticism  in  the  McFarland 
Bill  were  provisions  which  all  Com- 
missioners except  Robert  F.  Jones 
felt  would  hamper  the  agency's 
functioning  by  limiting  Commis- 
sioners' right  to  consult  with  staff 
members  in  contested  cases. 

The  majority  contended  it  has  a 
right  to  get  expert  advice  from 
staff  members  who  are  not  involved 
in  the  prosecution  or  investigation 
of  cases  on  which  advice  is  sought. 
Mr.  Coy  emphasized  that  FCC  al- 
ready has  gone  further  than  the 
Administrative  Procedure  Act  re- 
quires with  respect  to  the  separa- 
tion of  prosecutory  from  adjudica- 
tory functions. 

Majority's  Contentions 

Comr.  Jones  considers  these  Mc- 
Farland Bill  provisions  "highly  ad- 
vantageous," Mr.  Coy  noted.  But, 
he  continued  in  behalf  of  the  ma- 
jority: 

It  cannot  be  seriously  contended 
that  members  of  the  staff  having  no 
function  of  advocacy  in  contested 
proceedings  would  be  inclined  to 
color  their  recommendations  or  advice 
or  that  they  would  necessarily  be 
predisposed  to  an  unobjective  ap- 
proach to  the  problems  of  public 
interest.  .  .  . 

It  must  be  assumed  that  the  evil 
which  it  is  believed  might  ensue  from 
permitting  the  Commission  access  to 
such  personnel  is  that  the  Commis- 
sioners cannot  be  trusted  to  make 
their  own  independent  judgment  on 
the  matters  concerning  which  they 
would  receive  advice  and  assistance. 
The  assertion  of  such  an  evil  ...  is 
a  canard  upon  both  the  members  of 
the  Commission  and  its  staff  which 
has  no  basis  in  fact.  .  .  . 

Under  questioning  —  which  re- 
sumes today — Mr.  Coy  branded  as 
"a  lie"  reports  that  FCC's  staff  in- 
fluences Commissioners  unduly. 

'  In  another  portion  of  his  testi- 
mony Mr.  Coy  lent  credence  to 
reports  that  the  present  functional 
realignment  of  the  staff  may  not 
be  extended  to  include  the  broad- 
cast activities  [Closed  Circuit, 
July  10]. 

He  said  preliminary  work  is 
under  way  "to  determine  whether 
[the  broadcasting  and  the  field 
engineering  and  monitoring]  func- 
tions should  ...  be  organized  on 
a  functional  basis  and  if  so  the 


specific  detail  of  the  plan." 

Other  sections  of  the  McFarland 
Bill  which  FCC  opposed  included: 

•  Requirements  that  a  hearing  be 
held  if  any  interested  party  protests 
grant  made  without  a  hearing,  and 
that  an  applicant  be  notified  and  given 
a  chance  to  reply  before  his  applica- 
tion is  set  for  hearing.  .  (Opposed  on 
grounds  that  undue  delay  would  re- 
sult.) 

•  Requirement  that  FCC  approve 
transfer  applications  if  the  proposed 
transferee  possesses  the  qualifications 
required  of  an  original  licensee. 
(FCC  said  this  change  from  present 
law,  which  requires  a  finding  that 
public  interest  would  be  served  by 
the  transfer,  would  permit  trafficking 
in  licenses  and  enable  a  licensee  to 
violate  rules  and  regulations  almost 
at  will,  since  he  could  circumvent 
FCC  action  by  selling  to  a  qualified 
purchaser.) 

•  Removal  of  the  present  law's 
"double  jeopardy"  'provisions  on  anti- 
trust laws.  (Though  Comr.  George 
E.  Sterling  considered  the  proposed 
deletion  satisfactory  and  felt  it  would 
not  rob  FCC  of  its  powers,  the  major- 
ity argued  that  "no  steps  should  be 
taken  casting  doubt  upon  the  Com- 
mission's   authority    in   this  field.") 

•  Establishment  of  "deadlines" 
requiring  FCC  to  explain  to  Congress 
if  it  fails  to  act  on  any  non-hearing 
application  within  three  months  after 
it  is  filed,  or,  in  hearing  cases,  within 
six  months  after  the  record  is  closed. 
(FCC  felt  the  time-table  might  retard 
rather  than  expedite  Commission 
work.) 

®  Requirement  that  renewal  appli- 
cations be  granted  if  FCC  finds  that 
public  interest  would  be  served,  in- 
stead of  the  present  law's  require- 
ment that  renewals  be  governed  by 
the  same  considerations  which  affect 
original  grants,  plus  a  proposal  that 
FCC  rather  than  the  applicant  be  re- 
quired to  carry  the  burden  of  proof 
in  renewal  proceedings.  (Comr. 
Rosel  H.  Hyde  felt  the  changes  ade- 
quately protect  public  interest,  but 
his  colleagues  feared  the  result  would 
be  to  give  a  licensee  a  vested  right 
in  his  frequency  so  long  as  he  could 
meet  the  minimum  qualifications.) 

NAB's  position  supporting  the 
McFarland  Bill  was  outlined  by 
General  Counsel  Don  Petty  in  a 
statement  filed  with  the  committee. 
He  pointed  out  that  the  NAB 
board  had  approved  the  measure 
during  their  meeting  Tuesday,  and 
said  that  "so  far  as  I  know,  the 
entire  industry  is  in  favor"  of  it. 

Mr.  Petty  felt  provisions  of  the 
McFarland  measure  would  rem- 
edy FCC's  "past  practice  of  using 
renewal  proceedings  to  discipline 
or  impose  sanctions"  against  sta- 
tions; would  meet  the  need  "that 
definite  procedures  be  assured  in 
all  Commission  proceedings"; 
would  "prevent  the  recurrence  of 
such  an  unwarranted  interference 
...  as  occurred  under  the  Avco 
rule"  on  transfers;  would  remove 
the  "double  jeopardy"  penalty  on 
anti-trust  violations,  and  would 
provide  "desirable  amendments 
concerning  revocation  of  licenses" 
in  addition  to  authorizing  issuance 
of  cease  and  desist  orders. 

He  suggested,  however,  that 
there  should  be  a  statute  of  limi- 
tations on  revocation  actions;  that 
revocation  proceedings  should  be 
tried  in  the  district  court  where 


the  station  is  located;  that  the 
bill's  provision  for  revocation 
based  on  violation  of  an  interna- 
tional treaty  is  something  new 
which  could  put  the  broadcaster 
"on  the  horns  of  a  dilemma,"  and 
that  there  should  be  a  provision 
assuring  oral  argument  before  FCC 
denies  a  protest  filed  under  the 
protest  clause  of  the  bill. 

On  behalf  of  Television  Broad- 
casters Assn.,  President  J.  R.  Pop- 
pele  submitted  a  letter  endorsing 
the  "basic  objectives"  of  the  meas- 
ure and  asserting  that  "the  pro- 
cedures specified  [in  the  bill]  sat- 
isfactorily meet  those  objectives 
with  few  reservations." 

Hobbs  Appeals 
Rep.  Sam  Hobbs  (D-Ala.)  ap- 
peared before  the  committee  briefly 
to  urge  that  his  pending  bill  re- 
lating to  court  appeals  (HR-5487) 
be  taken  into  account  in  dealing 
with  appellate  provisions  of  the 
McFarland  measure.  He  expressed 
confidence  that  his  bill,  which 
would  abolish  special  three-judge 
district  courts  and  transfer  their 
jurisdiction  to  federal  circuit 
courts  of  appeal,  would  be  passed 
at  this  session,  and  asked  the  com- 
mittee to  delete  inconsistent  por- 
tions of  the  McFarland  proposal. 
FCC  Comr.  Hyde  meanwhile  ap- 
peared before  a  Senate  judiciary 
subcommittee  in  support  of  the 
Hobbs  legislation,  which  is  un- 
opposed. 
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STATUS  of  broadcast  station  authorizations  and  applications  at 
FCC  as  of  July  31  follows: 

AM  FM  TV 

Total   authorized     : . .  .    2,310  725  109 

Total  on  the  air                                                         2,160  687  105 

Licensed  (All  on  air)                                               2,127  497  50 

Construction  permits                                                   183  225  59 

Conditional  grants    3 

Total  applications  pending                                           899  159  399 

Requests  for  new  stations                                             276  17  352 

Requests   to    change    existing   facilities                   237  36  18 

Deletion  of  licensed  stations  in  July                             1  2 

Deletion  of  construction  permits                                  1  5 

Deletion  of  conditional  grants   


RIVERS  SUIT 

Names    Savannah  Stations 

DAMAGE  suit  for  $242,000  has 
been  filed  by  E.  D.  Rivers  Jr., 
licensee  of  WEAS  Decatur,  Ga., 
and  permittee  of  WJIV  Savannah, 
against  the  Savannah  Radio  Coun- 
cil. Composed  of  local  stations, 
the  council  has  been  vigorously 
protesting  the  WJIV  grant  before 
FCC  [Broadcasting,  Aug.  7]. 

Filed  Aug.  5  in  the  Chatham 
County  Superior  Court,  the  suit 
names  as  defendents  WDAR  Inc. 
(WDAR),  Dixie  Broadcasting  Co. 
(WCCP),  Georgia  Broadcasting 
Co.  (WFRP),  WSAV  Inc.  (WSAV) 
and  Savannah  Broadcasting  Co. 
(WTOC),  all  Savannah.  Mr.  Rivers 
charged  the  stations  have  mali- 
ciously conspired  to  ruin  his  busi- 
ness and  have  made  "various  false 
charges"  in  their  protest  to  FCC. 

The  suit  contended  the  accusa- 
tions made  before  FCC  by  the 
council  caused  delav  in  opening  of 
WJIV  which  resulted  in  $25,000 
revenue  loss  and  additional  ex- 
penses of  $17,500.  The  suit  asked 
an  additional  $200,000  for  general 
and  punitive  damages. 

The  Savannah  Radio  Council, 
which  a  fortnight  ago  filed  a  new 
protest  with  the  Commission  after 
FCC  dismissed  its  earlier  petition, 
charged  that  Mr.  Rivers  has  not 
operated  WEAS  in  the  manner  he 
told  FCC  he  would  and  hence  there 
was  "serious  question"  as  to  his 
qualifications  to  operate  a  station 
in  Savannah.  Mr.  Rivers  was 
granted  1  kw  davtime  on  900  kc 
in  March  for  Wjiv. 

Mr.  Rivers  explained  religious 
programs  make  up  part  of  the 
WEAS  programming  and  have 
brought  "immense  popularity."  He 
indicated  that  when  it  was  known 
WJIV  planned  a  similar  type  of 
public  service  the  other  Savannah 
stations  feared  the  competition. 


Shirley  Transferred 

ROBERT  B.  SHIRLEY,  manager  of 
J.  Walter  Thompson  Co.'s  Los  An- 
geles office  for  the  past  four  years, 
was  transferred  to  the  agency's 
New  York  office  last  week  in  an 
executive  capacity.  James  L. 
Thompson,  head  of  the  Rio  de 
Janeiro  office,  goes  to  Los  Angeles. 


FCC  Actions 

(Continued  from  page  6h) 
Decisions  Cent.: 

26.39  mc  and  trans,  location  and  change 
power  to  100  w. 

WKY  Radiophone  Co.,  Area  Okla- 
homa City,  Okla. — Granted  mod.  li- 
cense KA-5616  to  change  freq.  to 
26.19  mc. 

Following  granted  extension  of  com- 
pletion dates  as  shown:  WFNS-FM 
Burlington,  N.  C.  to  2-10-51;  WGCH 
Greenwich.  Conn,  to  2-8-51;  WHAT-FM 


OXonnor  To  WEW 

DANIEL  P.  O'CONNOR  has  been 
named  manager  and  program  di- 
rector of  WEW  St.  Louis,  succeed- 
ing General  Manager  Nicholas 
Pagliara  [Broadcasting,  Aug.  7]. 
Mr.  O'Connor  is  a  member  of  the 
speech  department  at  St.  Louis  U., 
which  owns  the  station.  He  also 
will  work  as  progi-am  director,  re- 
placing Don  Lochner,  Avho  has  re- 
signed to  go  into  production  of  TV 
films. 


Devney  &  Co.  Clients 

DEVNEY  &  Co.,  New  York,  newly- 
organized  station  representative 
firm  [Broadcasting,  July  17],  last 
week  announced  its  appointment  to 
represent  the  following  stations: 

WABZ  Albermarle,  N.  C;  WVMI 
Blloxi,  Miss.;  WKOY  Bluefield,  W.  Va.; 
WINA  Charlottesville,  Va.;  WKEY 
Covington.  Va.;  WONW  Defiance,  Ohio; 
WFGM  Fitchburg.  Mass.;  WEWO 
Laurinburg,  N.  C;  WKAI  Macomb,  111.: 
WNAM  Neenah,  Wis.;  WKJM  Newport, 
R.  I.;  KNOR  Norman,  Okla.;  WSIP 
Paintsville,  Ky,;  WEOK  Poughkeepsie, 
N,  Y.;  WRAD  Radford,  Va.;  WNAE 
Warren,  Pa.,  and  WTTN  Watertown, 
Wis. 
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Philadelphia  to  2-10-51;  WISN-FM  Mil- 
waukee to  2-22-51;  WJBY-FM  Gadsden. 
Ala.  to  2-15-51;  WJPB  Fairmont,  W.  Va. 
to  8-31-50;  WSVA-FM  Harrisonburg, 
Va.  to  1-29-51. 

August  9  Decisions  .  .  . 

Assignment  Granted 
KEPO  El  Paso,  Tex. — Granted  consent 
to  assignment  of  license  to  KWFT, 
Inc.,  (stockholders  to  surrender  their 
stock  in  KEPO,  Inc.  to  KWFT,  Inc.  and 
thereafter  KEPO,  Inc.  will  be  dis- 
solved); no  monetary  consideration  in- 
volved   since    assignor    and  assignee 


KTHS  B\D 

Files  Again  for  50  kw 

RENEWED  effort  by  KTHS  Hot 
Springs,  Ark.,  to  improve  its  facil- 
ities was  made  by  the  John  D. 
Ewing  station  last  week  in  filing 
with  FCC  an  application  for  power 
increase  to  50  kw  fulltime,  direc- 
tional night,  on  its  presently  as- 
signed frequency  of  1090  kc.  Move 
to  Little  Rock  also  is  requested. 
KTHS  presently  operates  with  10 
kw  day,  1  kw  night. 

KTHS  earlier  this  year  in  a  final 
ruling  by  the  Commission  was  de- 
nied a  similar  power  boost  request, 
which  sought  authority  also  to 
move  to  West  Memphis,  Ark.  Radio 
Broadcasting  Inc.,  KTHS  licensee, 
in  addition  was  denied  new  station 
facilities  of  5  kw  day,  1  kw  night 
on  550  kc  at  Hot  Springs  to  replace 
KTHS  upon  its  proposed  removal. 

Although  in  an  initial  ruling 
FCC  earlier  had  pi'oposed  to  grant 
the  Ewing  applications,  the  Com- 
mission in  its  final  decision  con- 
sidered the  grants  would  violate 
the  spirit  of  the  North  American 
Regional  Broadcasting  Agreement, 
in  effect  at  the  time  the  bids  were 
filed.  FCC  at  the  same  time  also 
denied  the  application  of  C.  E. 
Palmer's  Hot  Springs  Broadcasting 
Co.  for  50  kw  fulltime  on  1090  kc 
at  Hot  Spring. 

There  are  only  three  other  ap- 
plications now  pending  before  FCC 
for  facilities  on  the  Class  I-B  lO&O 
kc  frequency.  These  include  the 
Drew  Pearson-Robert  S.  Allen  re- 
quest (Public  Service  Broadcast- 
ing Corp.)  for  the  facilities  of 
WBAL  Baltimore,  assigned  50  kw 
on  1090  kc;  application  of  KAUS 
Austin,  Minn.,  to  change  from  1 
kw  on  1480  kc,  directional  full- 
time,  to  10  kw  on  1090  kc,  direc- 
tional night;  and  the  new  station 
bid  of  Roy  Hofheinz,  Texas  broad- 
caster, for  250  w  daytime  on  1090 
kc  at  San  Benito,  Tex. 


stockholders   are   virtually  the  sa 
Hearing  Designated 

Door    County   Radio    Co.,  Sturg^ 
Bay,  Wis.— Designated  for  hearing 
Washington  on  Jan.  29,  1951,  applic 
tion  for  new  station  on  1490  kc  100 
unl.,  and  made  WOSH  Oshkosh,  W  ; 
party  to  proceeding.  ' 

Mt.  Airy  Bcstrs.  Inc.,  Mt.  Airy,  N.  i 
and  WKOY  Bluefield,  W.  Va.— Up 
petition  of  WKOY  designated  for  he^.  ' 
ing  on  Jan.  30.  1951,  at  Washingtc  ■ 
application  of  Mt.  Airy  Bcstrs.  Inc.  ii; 
new  station  on  1240  kc,  250  w  urJi 
made  WKOY  Bluefield,  W.  Va.,  ar . 
WROV  Roanoke,  Va.  parties  to  pn  i 
ceeding.  ; 

Modification  Granted 
WLIN   Merrill,   Wis.— Granted  mc 
CP  to  increase  power  on  550  kc  fro  ; 
500  w  N,  1  kw-D,  to  1  kw,  unl.  tin  ' 
subject  to  satisfying  all  legitimate  con' 
plaints  of  blanket  interference  occu: ' 
ring  within  250   mv/m  contour,  ar 
other  eng.  cond. 

Hearing  Designated 
WCEN  Mt.  Pleasant,  Mich.— Desi; 
nated 'for  hearing  at  Washington  c' 
Jan.  31,  1951,  application  of  WCEN  •■ 
change  hours  of  operation  from  da'" 
time  to  unl.  and  Install  DA-N. 

Authority  Extended 

KSFT  Trinidad,  Col.— Granted  exter 
sion  of  authority  to  remain  silent  ft 
period  ending  Sept.  23  at  which  tirr 
if  KSFT  has  not  resumed  operatic 
license  will  be  considered  to  have  bee 
forfeited. 

Following  granted  changes  in  pre: 
ently   authorized  facilities   as  showi 

WEPM-FM    Martinsburg,    W.  Va. 
Change  ERP  from  660  w  to  810  w  ani 
ant.  from  175  ft.  to  170  ft. 

WGH-FM  Newport  News,  Va.- 
Change  ERP  from  38  kw  to  36  kw  ar- 
ant.  from  390  ft.  to  180  ft. 

WSTP-FM  Salisbury,  N.  C— Chani 
ERP  from  27  to  20  kw. 

WOOK-FM     Silver     Spring,  Md. 
Change  ERP  from  500  w  to  590  w  ar. : 
ant.  from  340  ft.  to  320  ft.  i 

WWJ-FM  Detroit— Change  ERP  fro;  I 
50  kw  to  48  kw. 

WDAR-FM    Savannah,    Ga.— Chanj 
from  Class  B  to  Class  A  station,  Chai 
232  (94.3  mc);  ERP  from  12  kw  to  85 
and  ant.  from  330  ft.  to  170  ft. 

WNBC-FM  New  York— Change  ER 
from  1.6  kw  to  1.1  kw;  ant.  from  1.31 
ft.  to  1.440  ft.;  cond. 

WBOW-FM  Terre  Haute,  Ind.- 
Change  ant.  from  200  ft.  to  230  ft.;  cone 

KTIS-FM  Minneapolis,  Minn. 
Change  frequency  from  Chan.  2! 
(105.9  mc)  to  Chan.  253  (98.5  mc).  ' 

WTTH-FM  Port  Huron,  Mich.- 
Change  ERP  from  22  kw  to  8.5  k\ 

WLDS-FM  Jacksonville,  HI.- Chan? 
ERP  from  7.3  kw  to  9  kw. 


COLUMBIA 

Plans  45  rpm  Releas 

COLUMBIA  RECORDS  Inc.  wi 
release  two  45  rpm  recordings- 
the  speed  originated  by  RCA  Victc 
— in  "several  test  markets,"  E( 
ward  Wallerstein,  Columbia  pres 
dent,  said  last  week. 

The  issue  of  these  two  nunibei 
will  mark  Columbia's  first  ventui 
into  the  45  rpm  field  [Closed  Cii  • 
CUIT,  July  3].    Hitherto  the  con, 
pany  has  confined  itself  to  the  1  ) 
rpm  speed  and  to  the  33%  rpii  '. 
Long-Playing  disc  that  Colunibi-  r 
introduced. 

  1 


Signs  Garroway  ; ! 

ARMOUR    &    Co.,    Chicago,  ha 
signed  for  Next,  Dave  Garrowat  ^ 
quarter-hour   daytime   strip   froi  i; 
Chicago,  on  the  "full  NBC  networ  *-= 
from  Sept.  4,  through  its  agenc  ;j 
Foote,  Cone  &  Belding,  also  Ch'  f 
cago.  -  Show  is  to  be  aired  11:1  - 
to  11:30  a.m.  CT.  [Broadcastin(  ■ 
Aug.  7]  for  Central,  Mountain  an  - 
Pacific  stations,  with  an  East  Coa;' 
repeat  by  tape  at  1:15  p.m.  EDli 
Armour   also  will   sponsor  Sta'  - 
Over  Hollywood  on  film  on  NBC 
TV  Wednesday,  9:30  to  10  p.m.  C  { 
from  Sept.  6.  t'; 


r 


B/eeesTMD/0  eAucA/M 

VWmi  SPOTS  ON 
50,000 WATTS 
WNOE-NEWORIE/MS 

■  T  •  ^ EACH  VRATe/ 

AMaifaikSSfhtMow:  Spots  between  High-Rated 
National  Shows!..  Spots  on  or  between  long- 
established  Local  Sho««!..News  Programs! 
Sports  !  Mutual  Co-ops !  (1060  ON  YOUR  DIAL) 

2J  YEA«S  OF  SUCCESSFUL  SERVICE  TO  ADVERTISERS! 
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!}cket  Actions  .  .  . 
IXITL\L  DECISION 
iWIK  Burbank,  Calif. — Announced 
tial  decision  by  Commissioner  E.  M. 
«bster  to  afiSrm  Commission's  re- 
ucation  order  of  Dec.  14,  1949,  to  re- 
i  ke  license  of  KWIK.  Station  operates 
I  1490  kc,  250  w  fulltime.  See  story 
loadcasting  Aug.  7,  p.  82.  Decision 
ag.  4. 

FINAL  DECISION 
KCRO  Englewood,  Col. — Decision  and 
der  affirming  Initial  Decision  July  13 
id  adopted  as  its  decision,  and  re- 
ked  CP  heretofore  granted  KCRO 
4glewood  for  new  station  1380  kc, 
few  day.  Decision  Aug.  10. 

OPINIONS  AND  ORDERS 
KOA  Denver,  WHDH  Boston,  WXKW 
ibany,  N.  Y. — Adopted  memorandum 
inion  and  order  to  deny  petition  for 
view  of  examiner's  order  of  March 
.  filed  jointly  by  KOA  Denver  and 
HDH  Boston  re  application  of  WXKW 
bany.  N.  Y.  and  affirmed  examiner's 
tion  accepting  amendment  to  appli- 
tion  of  WXKW  for  mod.  CP  to  cor- 
ct  proposed  parameters  of  DA; 
dered  that  action  on  request  of 
HDH  and  KOA  that  program  test 
thorization  of  WXKW  be  terminated 

that  WXKW  be  required  to  reduce 
ehttime   operating  power  to   1  kw, 
deferred    pending    further  study. 

der  Aug.  4. 

WGBF  Evansville,  Ind.,  WMRO  Au- 
ra, m. — Ordered  that  at  oral  argu- 

;;nt  in  applications  of  WMRO  Aurora 
id  WGBF  Evans\-ille,  parties  be  given 
portunity  to  address  themselves  not 
ly  to  exceptions  filed  to  Initial  Deci- 

•  in  but  also  to  motion  to  strike  cer- 
:n  portions  of  WMRO's  exceptions  and 
position  thereto.    Order  Aug.  4. 

iFalls  County  Public  Service,  Marlin, 

;  x. — Commission  by  order  denied  peti- 
iin  of  Falls  County  Public  Service 
questing  oral  argument  be  denied 
plication  for  CP.  Order  Aug.  4. 
KID  Idaho  Falls,  Ida.;  WOW  Omaha, 
b.;  KSUB  Cedar  City,  Utah— On  peti- 
n  of  FCC  General  Counsel  and  WOW 
maha.  Commission  vacated  and  put 
ide  Initial  Decision  of  Feb.  6  to 
ant  application  of  KID  to  change  from 
50  kc  5  kTC>-D  500  w-N  to  590  kc  5 
I'-D  1  kw-N,  ordered  record  re- 
ened  and  proceeding  remanded  to 
laminer  previously  appointed  for  pur- 
se of  receiving  evidence  as  to  popu- 
lous and  areas  now  receiving  serv- 
i  from  KSUB  Cedar  City  and  WOW 
lich  would  receive  interference  from 
D.  Order  Aug.  10. 

Marmat  Radio  Co.,  Bakersfield,  Calif, 
^y  memorandum  opinon  and  order 
•nied  petition  of  County  of  Kern, 
lif.,  Board  of  Supervisors  protest- 
?  Marmat  application  because  of 
eged  interference  to  county  fire  and 
lice  communication  systems.  Peti- 
n  untimely,  FCC  said.  Granted 
irmat  application  for  new  AM  sta- 
970  kc  with  1  kw  limited  time, 
-ectional;  engineering  conditions, 
incipals  include:  James  L.  Manly: 
ay  Marchetti:  Reno  Marchetti,  farm- 
:  Fred  Marchetti,  maintonanc?  engi- 
er,  and  Umberto  and  Julian  Cantelmi. 
der  Aug.  9. 

ORAL  ARGUMENTS  SCHEDULED 
rommission  scheduled  for  oral  argu- 
mt  Sept.  15  following:  KWTO  Spring- 
Id,  Mo.;  WTNJ  Trenton,  N.  J.,  and 
3UD  Morrisville,  Pa.;  KPMO  Pomona, 
lif.;  WMAW  Milwaukee,  Wis. 
)n  Sept.  18: 

5okomo  Pioneer  Bcstrs.,  Kokomo, 
3.,  and  Chronicle  Pub.  Inc.,  Marion, 
1.;  WBAT  Marion,  Ind.;  WGBF 
ansville,  Ind.,  and  WMRO  Aurora, 

)n  Sept.  22: 

venyon  Brown  and  George  E.  Cam- 
>n  Jr.,  both  Tulsa,  Okla. ;  Belvedere 
.  stg.  Corp,  Baltimore,  Md.  and  Falls 
untj^  Public  Service,  Marlin,  Tex. 

on-Docket  Actions  .  .  . 

AM  GRANTS 
ennings.  La. — Jennings  Bcstg.  Co. 
;.,  granted  new  AM  station  1290  kc 
.  w  day.  Estimated  construction  cost 
"620,  does  not  include  equipment  to 
borrowed  from  KSIG  Crowley,  La. 
ncipals;  Maxwell  J.  Thomas  owner 
IG,  president  50%;  Clovis  L.  Bailey 
IG  chief  engineer,  vice  president 
c;  B.  HiUman  Bailey  Jr.,  KSIG  gen- 
1  manager,  secretary-treasurer  25*!^. 
anted  Aug.  9. 

texburg,  Ida.— Snake  River  Radio  & 
levision  Co.  Inc.,  granted  new  sta- 
ll on  1230  kc,  250  w  fulltime.  Esti- 
ted  construction  cost  547,500.  Princi- 
s  include:  Seth  Wood,  farmer,  di- 
tor  5%;  M.  F.  Rigby,  physician, 
-sident  10%:  E.  L.  Soule,  physician, 
e  president  10%;  Russell  Flamm, 
•rner  in  furniture  store  and  under- 
nng  business,  director  5%;  E.  C. 
-r>im.  same,  secretary-treasurer  5%; 
R.  Webster,  farmer,  director  S'^.-: 
T.ard  R.  Chapman,  instructor  radio 
>?t.  V.  S.  A.  C.  Loean,  Utah,  general 
tnager  2%;  T.  R.  Payne,  partner  and 


FCC  roundup 

New  Grants,  Transfers,  Changes,  Applications 
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SUMMARY  TO  AUGUST  10 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Total 

Class                             On  Air  Licensed  CPs 

AM  stations                          2,167           2,135  180 

FM  stations                             687              498  224 

TV  stations                             106               50  59 

*Two  on  the  air. 


Cond'l 
Grants 


Appli- 
cations 
Pending 
276 
21 
354 


In 

Hearing 
262 
13 
182 


manager  Rexburg  Coal  and  Feed  Co., 
2%;  O.  D.  Hoffman,  physician,  3%. 
Granted  Aug.  9. 

KWCO  Chickasha,  Okla.— Granted 
switch  in  facilities  from  1560  kc  250  w 
D  to  1560  kc  250  w  fulltime,  directional 
night.  Granted  Aug.  9. 

FM  GRANTS 

WJSW  Altoona,  Pa.— Altoona  Bcstg. 
Co.,  granted  Class  A  FM  station  Chan. 
261  (100.1  mc)  ERP  135  w,  ant.  —170  ft. 
Formerly  held  conditional  grant. 
Granted  Aug.  9. 

Deletions  .  .  . 

TWO  FM  authorizations  reported  de- 
leted by  FCC  last  week.  Total  to  date 
since  Jan.  1;  AM  30;  FM  85;  TV  3. 

KSDO-FM  San  Diego — San  Diego 
Bcstg.  Co.  CP  Aug.  4.  Failure  of  nego'- 
tiations  with  Transit  FM.  Economic. 

WAPO-FM     Chattanooga,     Tenn.  — 
WAPO  Bcstg.  Service.  CP  July  31.  Lack 
of  FM  audience.  Plan  to  file  for  TV. 
TRANSFER  GRANTS 

WCNU  Crestview.  Fla.— Granted  as- 
signment of  license  from  Cyril  W.  Red- 
doch,  John  B.  McCrary  and  D.  Grady 
O'Neal  d/b  as  Gulf  Shores  Bcstg.  Co. 
to  D.  Grady  O'Neal  and  H.  French 
Brown  d/b  as  Gulf  Shores  Bcstg.  Co. 
for  §52,000.  Mr.  Brown  (retired)  and 
Mr.  Grady  will  be  equal  partners. 
WCNU  is  assigned  1  kw  day  on  1010 
kc.  Granted  Aug.  9. 

KSYL  Alexandria,  La. — Granted  as- 
signment of  license  from  Sylvan  Fox 
and  Harold  Wheelahan  d/b  as  Radio 
Station  KSYL  to  KSYL  Inc.  Sylvan  Fox 
is  moving  to  another  city  and  sells  his 
interest  to  his  father  Milton  Fox,  pres- 
ently sales  manager  KSYL.  KSYL  is 
assigned  250  w  fulltime  on  1400  kc. 
Granted  Aug.  9. 

WDUK  Durham,  N.  C. — Granted  as- 
signment of  license  from  WDUK  Inc., 
licensee,  to  Durham  Bcstg.  Enterprises 
Inc.  for  consideration  $28,000.  Transfer 
constitutes  merger  between  WDUK  and 
WTIK.  License  of  WDUK  will  be 
owned  50%  by  WTIK  and  50%,  by  Vir- 
ginia and  Harman  Duncan  who  hold 
interest  in  WDUK.  J.  Floyd  Fletcher 
is  principal  stockholder  WTIK.  WDUK 
is  assigned  1310  kc,  1  kw  day,  500  w 
night,  directional.  See  story  this  issue. 
Granted  Aug.  9. 

WGAP  Maryville,  Tenn. — Granted  as- 
signment of  license  from  George  R. 
Dempster  and  Victor  H.  McLean  d/b 
as  Gateway  Bcstg.  Co.,  licensee,  to 
Harry  C.  Weaver  and  Frank  H.  Corbett 
d/b  as  Aluminum  Cities  Bcstg.  Co.  for 
837,500.  Mr  Weaver  is  commercial  man- 
ager WATO  Oak  Ridge,  Tenn.  and  Mr. 
Corbett  was  previously  with  WGAP. 
WGAP  is  assigned  250  w  day  on  1400 
kc.  Granted  Aug.  9. 

WGVM  Greenville,  Miss.  —  Granted 
assignment  of  license  from  David  M. 
Segal  tr/as  Cotton  Belt  Bcstg.  Co.,  li- 
censee, to  new  corporation  Cotton  Belt 
Bcstg.  Corp..  Principals  include:  David 
M.  Segal,  who  retains  51%  interest.  Ed- 
ward Codel  46',4%,  and  Freida  F.  Segal 
214%!.  WGVM  is  assigned  1  kw  day  on 
1260  kc.    Granted  Aug.  9. 

WGRD  Grand  Rapids,  Mich. — Granted 
transfer  of  control  in  Ti-i-Countv  Bcstg. 
licensee,  from  Campbell  H.  Steketee  et 
al  to  Carl  Riddering  et  al  through  is- 
suance of  small  amounts  of  new  stock 
from  time  to  time  to  a  number  of  per- 
sons, strangers  to  original  application. 
Transferees  now  hold  69.3%,  of  total 
stock.  WGRD  is  assigned  1  kw  day  on 
1410  kc.    Granted  Aug.  9. 

WTYC  Rock  Hill,  S.  C— Granted 
transfer  of  control  in  Tri-County  Bcstg. 
Co.  Inc.,  licensee,  from  O.  Frank  Thorn- 
ton to  W.  G.  Reid,  Mrs.  Bethia  Reid  and  . 
George  Cobb  for  $12,000.  Mr.  Reid  pre- 
viously held  50%  and  acquires  120  ad- 
ditional shares,  Mrs.  Reid  acquires  15 
sh.  and  Mr.  Cobb,  station  manager 
acQiilres  1.=^  sh.  WTYC  is  assigned  1 
kw  day  on  1340  kc.    Granted  Aug.  9. 

WWSR  St.  Albans,  Vt.— Granted  re- 
linquishment of  control  in  Vermont  Ra- 


dio Corp.  Inc.,  licensee,  through  trans- 
fer of  291,2  sh.  stock  from  Ernest  C. 
Perkins,  executor  of  the  estate  of  Wil- 
liam G.  Ricker,  deceased,  to  Mary  Rick- 
er,  beneficiary.  No  monetary  consider- 
ation.   Granted  Aug.  9. 

KMCM  McMinnville,  Ore. — Granted 
assignment  of  license  from  Yamhill 
Bcstrs.,  licensee,  to  Yamhill  Bcstrs. 
Inc.,  new  corporation  composed  of  Jack 
B.  and  Philip  N.  Bladine,  original  part- 
ners and  Gayle  Hunter  Bladine  and 
Margaret  G.  Bladine,  each  having  a 
25%,  interest.  KMCM  is  assigned  1  kw 
fulltime  on  1260  kc,  directional  night. 
Granted  Aug.  8. 

New  Applications  .  .  . 

AM  APPLICATIONS 

Richmond,  Ky. — Madison  Bcstg.  Co. 
Inc.,  1400  kc,  250  w  unlimited.  Esti- 
mated construction  cost  $24,000.  Prin- 
cipals include:  G.  D.  Kincald,  owner 
161/2%:  WFKY  Frankfort,  Ky.,  60%,;  Sa- 
lem Moody,  lawyer,  20%;  W.  Wallace 
Robinson,  general  and  commercial  man- 
ager WFKY,  20%,.    Filed  Aug.  7. 

Winchester,  Ky. — Clark-Montgomery 
Bcstg.  Co.  Inc.,  1450  kc  250  w  fulltime. 
Estimated  construction  cost  $24,000. 
Principals  include:  G.  D.  Kincald,  ma- 
jor interest  Central  Bank  Lexington, 
president  Lexington  Finance  Co.  etc., 
vice  president  Commercial  Deposit 
Bank  and  other  bank  interests, 
interest  WFKY  Frankfort,  president 
40%-;  E.  G.  Ecton,  cashier  Commercial 
Deposit  Bank,  vice  president  20%;  W. 
Wallace  Robinson,  general  and  commer- 
cial manager  WFKY,  secretary-treas- 
urer 20%c-    Filed  Aug.  7. 

Puyallup,  Wash. — Clarence  E.  Wilson, 
1450  kc,  100  w  fulltime.  Estimated  con- 
struction cost  $15,025.  Mr.  Wilson  in- 
dividual owner.  Is  50%  owner  and  gen- 
eral manager  KWCO  Chickasha,  Okla. 
Filed  Aug.  8. 

Northport,  Ala. — West  Alabama  Bcstg. 
Co.,  1280  kc  1  kw  day.  Estimated  con- 
struction cost  $19,750.  Principals  in- 
clude: W.  P.  Thielens,  W.  M.  Jordan 
and  T.  H.  Gaillard  Jr.,  owner  WXAL 
Demopolls,  Ala.,  WPBB  Jackson,  Ala. 
Each  will  have  33%%,  interest.  Filed 
Aug.  8. 

FM  APPLICATIONS 
Coldwater,  Mich.  —  Twin  Valley 
Bcstrs.  Inc.,  new  Class  A  FM  station, 
Chan.  257  (99.3  mc)  ERP  768  w,  ant. 
270  ft.  Applicant  is  licensee  WTVB 
AM  outlet  In  Coldwater.  Estimated 
construction  cost  $3,960.    Filed  Aug.  9. 

Lenoir  City,  Tenn. — Arthur  Wilker- 
son  Lumber  Co.,  new  Class  B.  FM  sta- 
tion, Chan.  262  (100.3  mc),  ERP  8.8  kw, 
ant.  185  ft.  Applicant  is  permittee  new 
AM  station  WLIL  Lenoir  City.  Esti- 
mated construction  cost  $6,000.  Filed 
Aug.  9. 

Lebanon,  Ind. — Lebanon  Bcstg.  Co., 
new  Class  A  FM  station  Chan.  288 
(105.5  mc)  ERP  700  w,  ant.  143.5  ft. 
Estimated  construction  cost  $10,000. 
Percy  Miller  McGhee,  sole  owner,  is 
20%,  owner  Lebanon  Electric  Corp., 
33^6%  Appliance  Finance  Co.,  and  25% 
interest  in  operating  oil  leases.  Filed 
Aug.  1. 

TV  APPLICATION 

Lancaster,   Pa. — Peoples  Bcstg.  Co., 
new   commercial  TV  station   Chan.  9 
(186-192  mc),  ERP  .948  kw  vis.,  .474  kw 
aur.  RESUBMITTED.    Filed  Aug.  7. 
TRANSFER  REQUESTS 

KIBE  Palo  Alto.  Calif. — Assignment 
of  license  from  Millard  Kibbe  and  Don- 
ald K.  Deming  d/b  as  D  &  K  Bcstg. 
Co.  to  J.  B.  Rhodes  for  consideration 
of  $45,000.  Mr.  Rhodes  is  owner  Asso-- 
ciated  Grocers  Co-op,  one  of  largest 
wholesale  distributors  of  food  and  pro- 
duce in  Pacific  N.  W.  KIBE  is  assigned 
250  w  day,  1220  kc.    Filed  Aug.  2. 

WNOW-AM-FM  York,  Pa.— Assign- 
ment of  license  from  H.  J.  Williams, 
M.  E.  Cousler,  Lowell  W.  Williams  and 
Edward  C.  Hale  d/b  as  Helm  Coal  Co., 
licensee,  to  same  partners  with  excep- 
tion of  Mr.  Hale.    Mr.  Hale  retires  be- 


UN  Saga 

( Continued  from  page  22) 

scribed  by  MBS  correspondents  at 
Lake  Success,  featuring  outstand- 
ing happenings,  are  presented  over 
that  network,  10:30-10:45  p.m. 
The  regularly  scheduled  Mutual 
Newsreel  10:15-10:30  p.m.  each 
day,  offered  comments  and  a  speech 
of  at  least  one  UX  official.  Tape 
recorded  interviews  were  made  by 
Cecil  Brown  for  his  10-10:15  a.m. 
MBS  program  the  opening  two 
days  of  the  session.  Mutual  also 
has  aired  Pursuit  of  Peace,  a  series 
of  six  UN  documentaries  which 
began  in  March,  and  featured  in 
July    the    Korean  developments. 

The  UN  telecasts  caused  consid- 
erable press  comment.  An  exam- 
ple is  this  editorial  from  the  To- 
leda    (Ohio)  Blade: 

"The  possibilities  of  television 
were  never  better  demonstrated. 
.  .  .  Plain  American  citizens  were 
able  to  judge  for  themselves  what 
took  place.  They  could  watch  the 
faces  of  diplomats,  catch  shades  of 
meaning  in  their  words  and  tones. 
They  could  sense  the  tension  which 
underlay  that  encounter.  ...  In 
response  to  the  demands  of  the 
times,  there  will  inevitably  be  an 
increase  in  this  type  of  telecast." 

cause  of  injury  and  sells  his  7/23  inter- 
est to  other  partners  for  $18,000.  WNOW 
is  assigned  1  kw  day  on  1250  kc.  Filed 
July  21. 

KWBB  Wichita,  Kan.— Assignment  of 
CP  from  Louis  Levand,  Max  Levand 
and  John  Levand  d/b  as  Wichita  Bea- 
con Bcstg.  Co.  to  Wichita  Beacon  Bcstg. 
Co.  Inc.,  new  corporation  of  same  per- 
sons with  same  relative  interests  as 
held  In  partnership.  No  monetary  con- 
sideration. KWBB  Is  assigned  1  kw 
day  on  1410  kc,  directional.  Filed  Aug.  1. 

WLOL  Miimeapolis,  Minn.;  KIOA  Des 
Moines,  la. — Transfer  of  control  in  In- 
dependent Bcstg.  Co.,  Des  Moines,  li- 
censee, from  Kenneth  A.  Durham  and 
56  others  to  Ralph  L.  Atlass,  Charles 
J.  Winton  Jr.,  David  WInton,  John  T. 
Carey,  Wilhelmlna  M.  Harre  and  Lloyd 
M.  Hallet  for  a  consideration  of  $100,000 
subject  to  adjustment.  Also  filed  sim- 
ultaneously transfer  of  control  in  Inde- 
pendent Merchants  Bcstg.  Co.,  Minne- 
apolis, from  Ralph  L.  Atlass,  et  al  to 
Independent  Bcstg.  Co.,  and  assignment 
of  license  from  Independent  Merchants 
Bcstg.  Co.,  to  Independent  Bcstg.  Co., 
an  Iowa  corporation.  Transfer  grant 
will  make  Independent  Bcstg.  Co.,  an 
Iowa  corporation  owning  all  stock  in 
WLOL  and  KIOA.  See  story  Broad- 
casting, Julv  31.  KIOA  is  assigned  940 
kc,  10  kw-D,  5  kw-N  DA-2:  WLOL  is 
assigned  5  kw  unl.  on  1330  kc  DA-1. 
Filed  Aug.  1. 

WRNL-AM-FM  Richmond,  Va.— As- 
signment of  license  from  Richmond  Ra- 
dio Corp.,  licensee,  to  Richmond  News- 
papers Inc.  Richmond  Newspapers  Inc. 
owns  all  stock  of  Richmond  Radio,  and 
all  directors  and  officers  of  one  are  di- 
rectors and  officers  of  other.  Richmond 
Radio  Corp.  performs  no  useful  func- 
t'-on  as  separate  corporation  and  creates 
unnecessary  expense  and  bookkeeping, 
thus  it  is  desired  to  merge  all  outstand- 
ing stock.  All  debts  of  Richmond  Ra- 
dio Corp.  will  be  assumed  by  Richmond 
Newspapers  Inc.  WRNL  is  assigned 
5  kw  fulltime  on  910  kc.    Filed  Aug.  7. 

WTNJ  Trenton.  N.  J.— Transfer  of 
control  in  WO  AX  Inc.,  licensee,  through 
transfer  of  65  sh.  stock  from  Charles  E. 
Leow,  78  years  old,  and  Julie  V.  Leow. 
81  years  to  Erling  C.  Olson  as  trustee 
for  the  Leows.  Mr.  and  Mrs.  Leow 
wish  continuous  and  careful  supervision 
over  their  affairs  and  operation  of 
WTNJ  and  at  same  time  are  desirous 
of  conserving  their  health.  WTNJ  is 
asigned  250  w  day  on  1300  kc.  Filed 
Aug.  9. 
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NEW  NETWORK  PLANNED, 
STARTING  ABOUT  NOV.  1 

NEW  network,  Progressive  Broadcasting  Sys- 
tem, scheduled  to  open  about  Nov.  1,  accord- 
ing to  Larry  Finley,  PBS  president  and  head 
of  Finley  Transcription  Inc.,  Hollywood. 
Planned  primarily  for  daytime  stations,  net- 
work will  broadcast  coast-to-coast  via  leased 
wires  in  all  48  states,  seven  10-hour  days  a 
week,  Mr.  Finley  said. 

Minimum  of  300  stations  to  be  signed,  he 
said,  with  214  applications  already  received. 
Diversified  programming-  to  be  fed  to  network 
so  they  can  be  sold  locally  on  "open-end"  basis 
to  merchants  in  affiliates'  areas.  There  will 
be  no  network  option  time.  Main  studios  and 
headquarters  located  at  8983  Sunset  Blvd., 
Hollywood,  with  other  studios  in  New  York 
and  Chicago. 

BROWN  TO  START  AGENCY 

CARL  S.  BROWN,  executive  head  and  part- 
ner of  Sherman  &  Marquette,  New  York,  will 
leave  agency  Aug.  31  to  open  own  advertising 
business  as  Carl  S.  Brown  Co.  Offices  will 
be  located  at  30  Rockefeller  Plaza,  New  York. 

BIG  CHEVROLET  HOOKUP 

LARGEST  interconnected  TV  network  ever  put 
together  for  single  organization's  programs 
assembled  by  DuMont  TV  network  for  Notre 
Dame  football  games  this  fall,  with  41  stations 
in  41  cities  from  Boston  to  St.  Louis  agreeing 
to  take  all  five  games,  telecast  from  South  Bend 
under  sponsorship  of  Chevrolet  Div.  of  General 
Motors,  Chris  J.  Witting,  DuMont  Network's 
eeneral  manager,  said  Friday.  Previous 
largest  TV  network  said  to  have  been  29-city 
hookup  carrying  pooled  telecast  of  1949  World 
Series. 

NIELSEN  NAMES  WHARFIELD 

ALBERT  M.  WHARFIELD,  former  vice  presi- 
dent in  charge  of  agency  relations  of  C.  E. 
Hooper  Inc.,  named  vice  president  and  member 
of  radio-television  sales  staff  of  A.  C.  Nielsen 
Co.  Since  last  March,  when  Hooper  sold  net- 
work radio  and  television  rating  service  to 
Nielsen,  Mr.  Wharfield  has  been  on  loan  to 
latter  company. 

LARGE  TV  TUBES  IN  LEAD 

OVER  89%  of  TV  picture  tubes  sold  to  manu- 
facturers are  14  inches  and  over,  according 
to  Radio-Television  Mfrs.  Assn.  data.  This 
compares  to  15%  at  end  of  1949.  June  sales 
of  cathode  ray  tubes  to  TV  set  makers  com- 
prised 566,942  tubes  valued  at  $15,054,810 
against  599,667  valued  at  $14,260,114  in  May. 

MADISON,  IND.,  GRANT 

INITIAL  decision  issued  Friday  by  FCC 
Examiner  Leo  Resnick  anticipating  grant  of 
Pioneer  FM  Co.  application  for  Class  A  FM 
station  at  Madison,  Ind.,  using  Channel  252 
(98.3  mc).  Pioneer  is  co-partnership  of  Charles 
N.  Cutler,  WSRK-FM  Shelbyville,  Ind.,  engi- 
neer; Glenroie  L.  D-^,nner,  chief  electrician 
at  Ordnance  Dept.'s  Jefferson  Proving  Grounds 
near  Madison,  and  William  M.  Poland,  director 
of  music  of  Hanover  (Ind.)  College. 
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COMMITTEE  NAMED 
FOR  KENNY  FUND  DRIVE 

RADIO-TELEVISION  Committee  for  cam- 
paign fund  of  Sister  Elizabeth  Kenny  Founda- 
tion announced  Friday  by  Edward  D.  Madden, 
assistant  to  president  of  NBC  and  chairman  of 
Kenny  Fund  eastern  area  office. 

Members  are  Lawrence  Lowman,  CBS  vice 
president  and  general  executive;  Clarence 
Worden,  assistant  to  general  manager  WCBS 
New  York;  Earl  Mullin,  ABC  national  publicity 
director;  James  Wallen,  MBS  treasurer;  Irwin 
Rosten,  administrative  assistant,  WABD  (TV) 
New  York;  Allen  Brandt,  WNEW  New  York 
director  of  publicity  and  special  events;  R.  C. 
Lawrence,  director  of  sales  development  at 
NBC-TV;  and  Sydney  H.  Eiges,  NBC  vice 
president  in  charge  of  press  and  information. 

GEORGIA  STATE  MEETING 

SUMMER  meeting  of  Georgia  Assn.  of  Broad- 
casters to  be  held  Aug.  24-25  at  DeSoto  Beach 
Hotel,  Savannah,  according  to  President  Ray 
Rington,  WRDW  Augusta.  Speakers  will  in- 
clude Allen  M.  Woodall,  WDAK  Columbus, 
NAB  District  5  director,  and  member  of  NAB 
board's  BAB  Advisory  Committee,  and  Robert 
K.  Richards,  NAB  public  affairs  director. 

KUDNER  NAMES  V-Ps 

SHAFTO  DENE  and  Norman  Nash,  both 
members  of  Kudner  Adv.  Agency,  New  York, 
since  its  formation,  have  been  named  vice 
presidents  and  co-chiefs  of  copy  department. 

AGENCY  ENLARGES  TV 

SHERMAN  &  MARQUETTE,  New  York,  with 
increased  billings,  is  expanding  TV  activities. 
Stuart  Ludlam,  radio-TV  producer,  appointed 
head  of  TV  and  radio  department  for  New 
York,  Chicago  and  Hollywood.  W.  A.  Mc- 
Allister, former  account  executive  with  J.  M. 
Mathes,  joins  firm  as  account  executive  for 
Ajax  cleanser  and  Cashmere  Bouquet  soap. 

P&G  DAYTIME  TV  POLICY 

ALL  Procter  &  Gamble  advertising  agencies 
in  New  York  completing  their  presentations 
for  daytime  television  and  plans  are  to  be  sub- 
mitted to  advertiser  this  week  in  Cincinnati. 
Decisions  as  to  what  P&G  will  do  in  daytime 
TV  expected  within  fortnight. 

WCKY  SEEKS  VIDEO  OUTLET 

NEW  TV  station  on  Channel  2  (54-60  mc)  at 
Cincinnati  sought  in  application  filed  with  FCC 
Friday  by  L.  B.  Wilson  Inc.,  licensee  of  WCKY 
there.  Specifying  site  atop  Carew  Tower,  pro- 
posed TV  outlet  would  have  effective  radiated 
power  of  28.4  kw  visual  and  aural.  Estimated 
construction  cost  $480,485;  first  year  operating 
cost  $350,000,  revenue  $250,000.  Application 
also  pending  for  Channel  2  at  Hamilton,  Ohio, 
by  Condo,  Holbrocks  &  Smith  and  WKRC-TV 
Cincinnati  is  seeking  to  move  to  Channel  2 
from  Channel  11.  WCKY  application  filed  by 
Spearman  &  Roberson,  Washington  counsel. 
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importance  of  all-out  effort  to  promote  fa 
schedules. 

CONTINENTAL  OIL  Co.,  through  Geyei 
Newell  &  Ganger,  New  York,  preparing  spc 
announcement  campaign  for  its  Super-Pyr< 
anti-freeze,  to  start  Sept.  1,  using  60  market! 

WHEN  latest  radio-TV  set  figures  are  dis 
closed  they  will  show  record  summer  activit 
on  factory  production  lines.  Mid-summer  out 
put  now  at  rate  of  million  radios  and  half 
million  TV  sets  per  month. 

NEWEST  bidder  for  Thomas  S.  Lee  Enter 
crises  understood  to  be  Yankee  Network.  Ton 
O'Neil,  Yankee  vice  president  and  son  o 
W.  O'Neil,  General  Tire  president,  reportei 
actively  negotiating  for  acquisition  of  all  o 
part  of  Don  Lee  Network  and  properties.  CBS 
originally  interested  only  in  KTSL  (TV)  Lo 
Angeles  and  headquarters  building,  now  re 
portedly  talking  overall  bid,  along  with  Edwii 
S.  Pauley.  Negotiating  for  AM  propertie 
are  Don  Lee  management  group  headed  b; 
Lewis  Allen  Weiss,  chairman,  and  Wille 
Brown,  president,  and  Liberty  Broadcasting  Cc 
Acquisition  figures  range  from  6  to  more  tha: 
9  million  dollars,  depending  upon  how  proper 
ties  will  be  sold  and  tax  liabilities. 

ONE  OF  FIRST  chlorophyll  tablets  to  con 
temnlate  using  radio  is  Stoppers  Inc.,  Ne-v 
York.  Its  agency,  Walter  Weir,  planning  tes 
campaign  in  Indianapolis  to  start  late  ii 
September.  If  test  successful,  national  cam 
paign  will  follow. 

REPORT  shortly  to  be  released  covering  194 
calendar  year  TV  station  operations  will  shG\ 
that  average  monthly  operating  overhead  rai 
$47,000,  Averap-'^  monthlv  income  totale 
about  50%,  though  gap  narrowed  considerabl; 
toward  year-end.  Current  estimate  is  that  a 
least  25  of  106  operating  stations  are  eithe 
in  black  ink  or  breaking  even  on  current  profi 
and  loss  statements. 

AMERICAN  CHICLE  Co.,  through  Badgei 
Browning  &  Hersey,  New  York,  preparin) 
heavy  seasonal  spot  announcement  campaigi 
starting  Sept.  3  to  run  through  December. 

WHILE  Voice  of  America  rides  crest  of  popu 
larity  wave,  it  is  indicated  that  legislation  an 
thorizing  increased  appropriations  may  requir 
removal  of  operation  from  State  Dept.  t 
either  independent  status  or  to  be  incorporate 
within  one  of  new  emergency  agencies.  Secre 
tary  of  State  Acheson  said  to  favor  this,  sine 
operations  do  not  normally  fall  within  purvie\ 
of  diplomatic  agency.  Move  would  bring  com 
plete  reorganization  of  Voice. 

LEVER  BROS.  (Silver  Dust),  New  Yorl' 
through  its  agency,  SSC&B,  New  York,  plan 
ning  eight-week  spot  announcement  campaig: 
to  start  in  September.  One  minute  ET's  wil 
be  used. 

ALTHOUGH  plan  to  transfer  Civil  Aeronau 
tics  Authority  to  Defense  Dept.  for  duration  o 
war  is  still  classified  material,  it's  doubtei 
change  would  have  any  effect  on  CAA  approv) 
of  broadcast  towers  and  sites.  Authoritie 
consider  question  moot  since  details  of  pla: 
are  secret  and  would  result  only  in  broa^ 
enabling  legislation.  Best  guess  is  proposed  ne\ 
rules  specifying  revised  FCC-CAA  procedu)' 
on  tov/ers  would  proceed  as  usual  [Broadcast 
ING,  July  10]. 
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THE  KANSAS  CITY  MARKET 

Does  Mf  Rvn /'n  C/'rc/es/ 


KFRM  KMBcj 


Oklahoma 


Tews  ^  I 

Dayfime  half-millivolf  contours  shown  in  black. 


The  Spring  1950  Kansas  City  Primary  Trade 
Area  Survey  —  a  coincidental  survey  of  over 
146,000  telephone  interview's  in  one  week  by 
Conlan— just  off  the  press— shows  The  KMBC- 
KFRM  Team  even  further  ahead  of  its  nearest 
competitor  than  a  year  ago! 


and  Only  The  KMBC-KFRM  Team 
Covers  It  Effectively 
and  Economically! 

It's  one  of  the  most  comprehensive  listener 
studies  ever  made,  and  one  of  the  most  reveal- 
ing. It  provides  irrefutable  proof  of  The 
Team's  outstanding  leadership  .  .  .  current 
proof .  ,  .  not  moth  ball  evidence.  Contact 
KMBC-KFRM,  or  any  Free  &  Peters  "Colonel" 
for  complete  substantiating  evidence. 


KMBC-KFR 

6TH  OLDEST  CBS  AFFILIATE  PROGRAMMED  BY  KMBC 


an* 
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M  iTR  K  E  T  BOO  K 


WLEE 

IJV  RICHMOJVn  NOW 


WATTS 


More  power!  More  listeners !  More  value  for  every  advertising 
dollar!  Our  success  stories  prove  that  WLEE  has  always 
produced  fast,  low-cost  results  for  its  advertisers.  Now  WLEE's 
new  power  gives  a  more  dominant  signal  in  Richmond,  and 
brings  in  thousands  of  new  listeners  from  outside  the  city. 
Results  will  be  faster,  more  profitable  than  ever!  Get  the 
whole  story  from  your  Forjoe  man  today. 


TOM  TINSLEY:  President 


•  IRVIN  G.  ABELOFF,  Generaf  Manager  •  FORJOE  &  CO.,  Representatives 


^/ ,  0  (TO 


Naturally,  1950  Census  figures  show  a  big  gain 
in  practically  all  areas.  We  live  in  a  fast-growing 
country ! 

Naturally,  too,  station-audiences  zoom  upwards. 
Radio-set  production  is  hitting  peak  levels  every 
month.  In  fact,  Westinghouse  stations  alone  now 
count,  BMB-area-wise,  a  total  of 

4  MILLION  RADIO  FAMILIES 

But  it's  not  only  in  numbers  of  people  that  West- 
inghouse stations  offer  a  time-buying  bargain.  It's 
in  listener-loyalty.,  the  loyalty  engendered,  and 
constantly  increased,  by  programs  tailored  to  meet 
changing  local  tastes.  Even  more,  it's  in  sales 
results.,  and  the  man  from  Free  &  Peters  will 
gladly  show  you  convincing  proof  of  sales  gains 
scored  by  advertisers  on 

WESTINGHOUSE 

RADIO  STATIONS  Inc 


PHtsburgh 


Fort  Wayne 

National  RepreJ 


Boston 


Portland! 

ree  &  Peters,  excepi 


You're  IN  ^aca^ 

everywhere  in  New  England 
with  YANKEE 


Here  is  one  network  that  adequately  and  each  one  complete  to  the  farthest 

covers   all   New   England,   with   enough  suburban  shopping  area, 

stations  to  be  effective  locally  in  every  This  is  the  most  complete  and  effective 

important  market.  coverage  you  can  buy  —  available  as  a 

Yankee's  28  hometown  stations  form  whole  or  in  a  combination  to  fit  your 

New  England's  largest  regional  network.  distribution. 

They  give  you  the  great  mass  market  of  Choose  Yankee  to  sell  more,  in  more 

six  states  in  one  package  —  city  by  city,  places,  in  New  England. 

;4cC€^lt^!UtC€  U  THE  YANKEE  NETWORK'S  'pacMd<Ztio*t 

The  Yankee  Network,  Inc. 

A^mber  of  fhe  Mufua/  Broadcasting  System 

21  BROOKLINE  AVENUE,  BOSTON  15,  MASS.  Represented  Nationally  by  EDWARD  RETRY  &  CO.,  INC 
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Service  to  the  Broadcaster 


Service  is  one  of  the  basic  theme  songs  of  BML  The 
nation's  broadcasters  are  using  all  of  the  BMI  aids  to 
programming  ...  its  vast  and  varied  repertoire  ...  its 
useful  and  saleable  program  continuities  ...  its  re- 
search facilities  .  .  .  and  all  of  the  elements  which  are 
within  the  scope  of  music  in  broadcasting. 

The  station  manager,  program  director,  musical  di- 
rector, disc  jockey  and  librarian  takes  daily  advantage 
of  the  numerous  time-saving  and  research-saving  func- 
tions provided  by  BMI. 

Along  with  service  to  the  broadcaster  —  AM,  FM,  and 
I  TV  —  BMI  is  constantly  gaining  new  outlets,  building 

new  repertoires  of  music,  and  constantly  expanding 
its  activities. 

The  BMI  broadcast  licensee  can  be  depended  upon 
to  meet  every  music  requirement. 


Now  in  its  tenth  year,  BMI  has  achieved  a  notable 
distinction  as  an  organization  dedicated  to  the 
world  of  music. 

BMI-licensed  music  has  been  broadcast  by  every 
performing  artist,  big  name  and  small  name,  on 
every  program,  both  commercial  and  sustaining, 
over  every  network  and  every  local  station  in  the 
United  States  and  Canada. 

Every  concert  artist,  vocalist  and  instrumental- 
ist, and  every  symphony  orchestra  in  the  world 
has  performed  BMI-licensed  music. 


BROADCAST  MUSIC,  Inc. 

580  FIFTH  AVENUE  •  NEW  YORK  19,  N.  Y. 

CHICAGO  •  HOLLYWOOD  •  TORONTO  •  MONTREAL 
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SOUTH'S  GREATEST  SALESMAN 
WINS  THE  HOOPERS! 


WWL  has  a  substantial  lead  in  both  mornings 
and  afternoons.  And,  evenings,  its  share  of  aud- 
ience is  equal  to  the  next  two  stations  combined. 


HE  HELPS  YOU  MERCHANDISE,  TOO 

You  get  still  another  plus  from  WWL— effective 
promotion  for  advertisers.  Through  personal  calls 
on  distributors  and  jobbers,  wide-spread  use  of 
point-of-sale  material,  and  other  activities,  WWL 
gets  you  plenty  of  action  on  the  selling  front— more 
by  far  than  any  other  New  Orleans  station. 

50,000  WATTS    CLEAR  CHANNEL    CBS  AFFILIATE 

DEPARTMENT    OF    LOYOLA    UNIVERSITY       REPRESENTED    NATIONALLY    BY    THE    KATZ  AGENCY 
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USING  THE  MARKETBOOK 


Sources 


jl  IN  ONE  compact  volume, 
j  Broadcasting  -  Telecasting 
1  herewith  presents  all  the  basic 
I  information  necessary  for 
I  quick  planning  of  a  radio  or 

■  television  campaign. 

The  1950  MARKETBOOK  was 
designed  especially  to  meet 
the  requirements  of  speedy 
'  timebuying  by  containing  in 
one  volume  all  the  basic  mate- 
rial needed  to  intelligently 
i  and  quickly  set  up  a  cam- 
I  paign.    In  addition  to  basic 
information  on  each  station 
(  which  sells  time,  the  1950 
MARKETBOOK  also  gives  the 
latest  economic  information 
1  for  each  state  and  county 
j  along  with  the  Spot  Rate 
'  Finder  which  quickly  gives 
I  j  basic  rates  for  all  stations, 
j  Although  all  rates  given  are 
j  one-time,    the    buyer  may 
'}  quickly  compute  the  price  on 
J  any  number  of  placements  by 

■  applying  the  frequency  dis- 
s  count  formula  presented  on 
j  page  6. 

In  this  one  book  are  listed 
:  alphabetically  by  states  and 
'  cities  all  AM,  FM  and  TV 
stations    along    with  their 
lj  power,   frequency,  network, 
I  national  representative,  audi- 
i  ence  surveys  available  and 
i  basic  one-time  rates  for  the 
j.  six  primary  day  and  night 

■  time  intervals. 

For  each  city  with  a  broad- 
casting facility,  the  timebuyer 
can  see  at  a  glance  the  name 
jj;  of  the  county  in  which  it  is 
\\  located,  the  number  of  fami- 
,  lies,  percent  radio  and  the 
number  of  radio  families. 


and  1948  retail  sales,  employ- 
ment for  mid-March  1948  and 
the  size  of  taxable  payrolls  in 
the  county  for  the  first  quar- 
ter of  1948. 

For  each  state  there  is  an 
up-to-date  map  showing  the 
location  of  every  city  with  a 
broadcasting  facility  and  the 
number  of  AM,  FM  and  TV 
stations  located  within  that 
city.  County  names  also  are 
plainly  shown  so  the  time- 
buyer  may  quickly  check  the 
market  data  on  that  county. 

For  basic  information  on 
any  state,  the  1950  Market- 
book  carries  a  complete  list- 
ing of  such  material  as  popu- 
lation, families,  percent  radio, 
radio  families,  retail  sales, 
employment,  wholesale  sales, 
income  and  per  capita  income, 
the  amount  of  private  con- 


struction done,  the  number  of 
automobiles  and  telephones. 

Foreign  Language  Section 

If  the  timebuyer  is  planning 
a  foreign  language  campaign, 
the  1950  MARKETBOOK  has  a 
large  section  devoted  to  sta- 
tions carrying  foreign  lan- 
guage programs.  In  this  sec- 
tion will  be  found  alphabet- 
ically by  states  and  cities 
stations  which  carry  this  type 
programming.  Included  are 
the  languages  available,  the 
number  of  minutes  broadcast 
per  week  and  the  population 
within  the  coverage  area 
speaking  the  language. 

For  each  of  the  national 
networks— ABC,  CBS,  MBS, 
NBC — affiliates  are  listed  al- 
phabetically  by   states  and 


G 

$1,00  A  COPY 


of  Data 


cities  with  basic  one-time  day 
and  night  rates.    The  same 
listings  are  available  for  each 
of  the  television  networks —  - 
ABC,  CBS,  DuMont  and  NBC.  1 1 
Regional  networks  and  other  j  | 
groups    also    are    presented  1 1 
with  a  listing  of  their  affili-  jj 
ates  and  rates  for  the  net-  I 
work.  j 

Sources  of  Data  \ 

All  material  contained  in 
the  1950  MARKETBOOK  is  the 
latest  available  and  has  been  I 
checked  carefully  for  accu-  i  1 
racy.  In  cases  where  the  sta-  j  \ 
tion  has  failed  to  supply  com-  '  \ 
plete  information  it  has  been  ' 
supplied  from  other  sources 
considered  reliable.    Broad-  •  ■ 
CASTING  cannot  assume  re-  ■ 
sponsibility  for  the  accuracy  ; 
of  such  data.  The  maps  were  I 
drawn  by  Walter  P.  Burn  of 
Middlebury,    Vt.,    especially  ; 
for  the  1950  MARKETBOOK.     i  • 

The   1950   population  for  If 
both  states  and  counties  was 
obtained  from  the  Bureau  of 
the  Census,  U.  S.  Dept.  of 
Commerce.    They  were  the 
most  up-to-date  figures  avail- 
able when  the  1950  Market- 
book  went  to  press  and  are  in 
most  cases  preliminary,  un-  i; 
verified  field  tabulations  from  | 
the  1950  U.  S.  Census.    As  J 
more  refined  figures  become  ■ 
available  later  this  year,  some 
county  and  state  populations 
may  change  to  a  slight  extent. 
These  will  be  published  from 
time  to  time  by  Broadcast- 
ing -  Telecasting.  These 
changes,    however,    are  ex- 
pected to  be  so  small  that 
they  will  not  affect  appreci- 
ably any  comparison  with  the 
1940  population  figures  which 
are  from  the  census  of  that  < 
year.    Sources  at  the  Census 
Bureau  have  estimated  pri- 
vately that  the  margin  of 
error  is  usually  less  than  1%. 

1950  family  figures  were 
estimated  by  Broadcasting, 
based    on    1950  population. 

(Continued  on  page  6) 
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THE  1950  MARKETBOOK 


County  Information 

Contained  in  each  state 
section  is  a  listing  of  basic 
information  for  every  county 
designed  to  help  the  time- 
buyer  evaluate  the  county's 
relative  worth.  In  tabular 
form  is  presented  the  1950 
and  1940  population,  the 
number  of  families  and  radio 
families,  percent  radio,  1949 


WE  PRESENT  the  1950  MARKETBOOK  as  a  service  to  the 
Business  of  Broadcasting. 

Included  again  this  year  is  the  improved  SPOT  RATE 
FINDER,  a  copyrighted  feature,  setting  forth  individual  and 
group  station  rates  for  every  market  and  county  in  the 
nation — ^and  for  all  classes  of  stations.  Many  radio  and  TV 
buyers  have  endorsed  the  FINDER  as  a  valuable  tool  since 
its  first  publication  in  1949. 

In  addition  to  the  FINDER,  the  MARKETBOOK  this  year 
includes  county  and  metropolitan  area  population  figures  from 
the  1950  U.  S.  census.  All  estimates  of  radio  families  are 
based  on  these  current  reports.  With  these  figures  as  a 
nucleus  the  volume  supplies  in  accessible  form  uniform  data 
on  the  Radio  Markets  of  the  Nation.  The  advertiser  or  radio 
buyer  who  has  found  it  necessary  to  consult  a  number  of 
source  books,  now  has  his  basic  needs  for  market  and  station 
selection  served  by  this  single  volume. 


broadcasting 


Telecasting 


FREQUENCY  DISCOUNT  FORMUU 

All  rates  in  the  Spot  Rate  Finder  section  of  the  1950 
MARKETBOOK  are  one-time  rates.  For  quick  calcu- 
lation of  frequency  discounts  the  National  Association 
of  Radio  Station  Representatives  recommends  the 
following  formula: 


The  number  of  radio  families 
I  also  is  a  Broadcasting  esti- 
mate based  on  the  latest  per- 
cent radio  figures  available 
from  Broadcast  Measurement 
Bureau.  The  1946  percent 
radio  and  radio  families  fig- 
ures are  from  BMB,  while  the 
number  of  families  in  1940  is 
from  the  Census  Bureau.  Per- 
cent of  U.  S.  population  in- 
formation is  a  Broadcasting 
estimate. 

Information  on  retail  sales 
in  1949  is  through  the  cour- 
tesy of  Sales  Management  and 
further  reproduction  is  unli- 
censed under  its  1950  copy- 
right. The  1948  retail  sales 
figures  are  from  the  Drelim- 
inaiy  1948  Census  of  Busi- 
ness released  earlier  this  year 
by  the  Bureau  of  the  Census, 
U.  S.  Dept.  of  Commerce. 

Census  of  Business 

In  the  state  tables  the  num- 
ber of  retail  and  wholesale 
trade  employes  and  the  dollar 
figures  on  w^holesale  sales  vol- 
ume for  both  1948  and  1939 
are  from  the  1948  Census  of 
Business. 

The  number  of  people  em- 
ployed in  mid-March  1948  and 
1947  and  the  size  of  the  tax- 
able payrolls  for  the  first 
quarter  of  both  years  are 
from  the  U.  S.  Dept.  of  Com- 
merce. The  data  are  based 
on  employers'  tax  reports 
under  the  old-age  and  sur- 
vivors' insurance  program 
and  includes  all  people  and 
establishments  covered  by  the 


All  Program 

Times  Periods 

13  4.5% 

26  9 

52  14.5 

104  18.5 

156  23.5 

260  27.5 


Social  Security  Act.  It  is  es- 
timated by  official  sources  that 
approximately  75%  of  all 
wage  earners  are  covered. 
Employment  for  mid-March 
of  both  years  represents  the 
number  of  employes  in  cov- 
ered employment  during  the 
pay  period  ended  nearest 
March  15.  The  taxable  pay 
roll  figures  are  the  amount 


One-Minute 

Station 

Announcements 

Breaks 

3.5% 

2.5% 

7.5 

5.5 

13 

9.5 

17 

12.5 

19.5 

15.5 

22.5 

17.5 

of  taxable  wages  paid  for 
covered  employment  during 
the  first  quarter  of  each  year. 

Comparative  state  income 
figures,  including  percent  dis- 
tribution, per  capita  income 
and  percent  of  national  per 
capita  income,  were  supplied 
by  the  National  Income  Div., 
Office  of  Business  Economics, 
U.  S.  Dept.  of  Commerce. 


Construction  figures  include 
all  private  residential  and 
non  -  residential  constructior 
put  in  place  in  the  various 
states  for  the  years  indicated. 
Information  is  from  Con- 
struction and  Construction 
Materials,  a  monthly  industry 
report  published  by  the  Office 
of  Domestic  Commerce,  U.  S., 
Dept.  of  Commerce. 

Manufacturing 

The  value  added  by  manu- 
facture measures  the  approx- 
imate value  created  in  the 
process  of  manufacture,  that 
is,  the  contribution  of  manu- 
facturing establishments  to^ 
the  value  of  finished  manufac- 
tured goods.  Value  added  is. 
calculated  by  subtracting  the 
cost  of  materials,  supplies, 
etc.,  from  the  total  value  of, 
shipments.  Information  is 
taken  from  the  latest  Census 
of  Manufactures  of  the  Census 
Bureau,  U.  S.  Dept.  of  Com-n 
merce. 

Automobile  registration  fig- 
ures include  all  private  and 
publicly  -  owned  automobiles' 
and  commercial  vehicles  reg- 
istered in  the  state.  This  in-, 
formation  is  from  the  Dept.  of, 
Commerce's  Bureau  of  Public; 
Roads. 

The  telephone  count  for 
each  state  is  from  FCC's' 
Statistics  of  the  Communica- 
tions Industry  in  the  United 
States  and  includes  both  busi- 
ness and  residential  tele- 
phones. 


Metropolitan  Area  Population  and  Radio  Family  Figures 


ALABAMA 


Birmingham 
1950  1940 
Popu-  Popu- 
lation lotion 

554,393  459,930 

Mobile 

228,813 


141,974 


1950 
Fom- 
llies 
1 54,858 


63,914 


ARIZONA 


Phoenix 
326,491 


186,193 


91,198 


ARKANSAS 

Little  Rock 

192,880         156,085  53,877 


1950 
Radio 
Families 
138,133 


53,368 


Montgomery 

138,129         114,420  38,583  30,943 


85,908 


47,735 


CALIFORNIA 

Fresno 

274,304  178,565  76,621  74,628 
Los  Angeles 

4,330,962  2,916,403  1,209,765  1,193,918 
Sacramento 

275,760         170,333  77,027  75,409 


NOTE:  Compiled  by  BROArCASTING  from 
Census  Bureau  figures  using  Bureau  of  the 
Budget  standard  metropolitan  area  definitions 

*  Includes  city-limit  population  only.  No 
figures  available  for  metropolitan  area  at 
press  time. 
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San  Bernardino 
1950  1940 
Popu-  Popu- 
lation lotion 

278,577  161,108 

San  Diego 

535,967  289,348 

San  Francisco-Oakland 

2,213,484  1,461,804 


San  Jose 

288,852 

Stockton 

119,414 


174,949 


1950 
Fam- 
ilies 
77,814 


149,711 
619,763 
80,684 
33,355 


Denver 

559,494 


Bridgeport  * 

158,678  147,121 

Hartford  * 

176,623 


134,207 

COLORADO 

407,768  156,281 

CONNECTICUT 

44,323 
49,336 


166,267 

New  Britain-Bristol 

No  figures  available  at  press  time. 

New  Haven  * 

164,206         160,605  45,867 

Stamford-Norwalk 

No  figures  available  at  press  time. 

Waterbury  * 

104,209  99,314  29,108 


1950 
Radio 
Families 
75,790 

147,016 

610,581 

79,473 

32,521 

152,989 

43,879 
49,286 

45,408 

28,816 


DELAWARE 


Wilmington 
1950  1940 
Popu-  Popu- 
lation lotion 

267,217  221,836 


1950 
Fam- 
ilies 
74,641 


1950 
Radio 
Families 

72,035 


DISTRICT  OF  COLUMBIA 

Washington 

1,452,349        967,985        405,673  392,074 


FLORIDA 

Jacksonville 

315,508  210,143  88,130 
Miami 

489,838         267,739  136,826 

Tampa-St.  Petersburg 

416,075         272,000  116,221 


GEORGIA 


Atlanta 

663,711 


518,100 


Augusta 

155,410  131,779 

Columbus 

169,574  126,407 

Macon 

134,437  95,086 

Savannah 

149,796  117,970 


185,394 
43,410 
47,366 
37,552 
41,842 


78,523 
127,658 
104,677 

165,334 
35,921 
39,119 
30,435 


ILLINOIS 


Chicago 
1950 
Popu- 
lation 

1940 
Popu- 
lation 

1950 
Fam- 
ilies 

5,494,129 

4,825,527 

1,534,671 

Decatur 

100,273 

84,693 

28,009 

Peoria 

249,891 

211,736 

69,801 

Rockford 

152,224 

121,178 

42,520 

Rock  Island-Moline 

(See   Davenport,  Iowa 

) 

Springfield 

129,988 

117,912 

36,309 

INDIANA 

Evansville 

158,361 

130,783 

44,231 

Fort  Wayne 

182,859 

155,084 

51,077 

Indianapolis 

549,047 

460,926 

153,365 

South  Bend 

203,728 

161,823 

56,907 

Terre  Haute 

104,931  99,709 


35,147 

BROADCASTING 


1950 

Radio 

Families 


27,392 
68,167 
41,797 

35,328 

42,37: 
50,20£ 
149,53C 
55,59£ 


29,310  27,93; 
Telecastin: 


IOWA 

Cedar  Rapids 
1950  1940  1950  1950 

Popu-  Popu-  Fam-  Radio 

lotion  lotion  ilies  Famiiias 

103,615  89,142  28,942  28,218 

Davenport,  Iowa-Rock  Island-Moline,  III. 

242,325         198,071  67,687  66,346 

Des  Moines 

224,910         195,835  62,824  61,441 

Sioux  City 

103,959         103,627  29,038  28,108 

KANSAS 

Topeka 

104,430  91,247  29,170  28,207 

Wichita 

219,281         143,311  61,252  59,108 


KENTUCKY 

Ashland 

(See  Huntington,  W.  Vo.) 

Louisville 

578,974        451,473        161,723  153,227 

LOUISIANA 

Baton  Rouge 

156,482  88,415  43,710  39,251 
New  Orleans 

682,187  552,244  190,553  169,059 
Shreveport 

174,759        150,203  48,815  42,566 

AAAINE 

Portland 

No  figures  available  at  press  time. 

A/VARYLAND 

Baltimore 

1,326,259     1,083,300       370,478  359,046 


MASSACHUSETTS 

Boston 

1950             1940             1950  1950 

Popu-           Popu-             Fam-  Radio 
lotion           lotion             ilies  Families 
2,353,368      2,177,621         657,365  649,476 

Brockton 

No  figures  available  at  press  time. 

Fall  River  * 

112,091          115,428           31,310  30,840 

Lawrence 

No  figures  available  at  press  time. 

Lowell  * 

96,523  101,389  26,961  26,934 
New  Bedford  * 

109,033         110,341           30,456  29,907 

Springfieid-Holyoke 

'Springfield  city-limit  figures  only) 

162,601          149,554          45,419  45,191 

Worcester  * 

201,875         193,694          56,389  55,261 

MICHIGAN 


Detroit 

2,997,417 

2,377,329 

837,265 

825,943 

Flint 

269,437 

227,944 

75,261 

73,981 

Grand  Rapids 

287,020  246,338 

80,173 

78,810 

Kalamazoo 

126,019 

100,085 

35,200 

34,672 

Lansing 

172,450 

130,616 

48,170 

47,495 

Muskegon 

120,763 

94,501 

33,732 

33,124 

Saginaw 

152,838 

130,468 

42,692 

41,752 

MINNESOTA 


Duluth,  Minn. -Superior, 

Wis. 

1950 

1940 

1950 

1950 

Popu- 

Popu- 

Fam- 

Radio 

Iction 

lation 

ilies 

Families 

251,652 

308,036 

70,293 

68,642 

Minneapolis-St.  Paul 

1,107,388 

940,937 

309,327 

305,156 

MISSISSIPPI 

Jackson 

141,480 

107,273 

39,519 

33,195 

MISSOURI 

Kansas  City 

821,887 

686,643 

229,677 

222,333 

St.  Joseph 

93,629 

94,067 

26,153 

24,819 

St.  Louis 

1,674,428 

1,432,088 

467,716 

454,178 

Springfield 

104,118 

90,541 

29,083 

27,483 

NEBRASKA 

Lincoln 

118,046 

100,585 

32,974 

32,083 

Omaha 

362,194 

325,153 

101,171 

98,298 

NEW  HAMPSHIRE 

Manchester 

No  figures  available  at  press  time. 


NEW  JERSEY 

Atlantic  City 

132,818         124,066  37,100 


34,948 


Trenton 

1950  1940 
Popu-  Popu- 
lation lotion 
237,803  197,318 


1950 
Fam- 
ilies 

66,425 


1950 
Radio 
Families 
64,100 


NEW  YORK 

Albany-Scheneefady-Troy 

512,495  465,643  143,154  138,627' 
Binghampton 

184,664  165,749  51,582  50,034 
Buffalo 


1,081,022 

958,487 

301,961 

295,284 

New  York-Northeastern  New  Jersey 

12,838,143    11,660,839    3,585,902  3,480,472 

Rochester 

484,917 

438,230 

135,451 

131,793 

Syracuse 

340,865 

295,108 

95,213 

92,356 

Utica-Rome 

283,582 

263,163 

79,211 

75,793 

NORTH  CAROLINA 

Asheville 

112,856 

108,755 

31,524 

28,308 

Charlotte 

196,163 

151,826 

54,794 

48,876 

Durham 

100,641 

80,244 

28,112 

25,328 

Greensboro 

190,126 

-High  Point 

153,916 

53,107 

48,221 

Raleigh 

135,848 

109,544 

37,946 

34,1  IT 

Winston-Sal 

145,076 

em 

126,475 

40,524 

36,390 

(Continued  on  page  8) 


It  takes  the  ol' 


to  throw  a  real  sales  punch  in  San  Francisco 


3' 


at 


One  for  the  money  and  two  for  the  show . . .  combined 
or  separately,  KSFO  and  KPIX  Television  in  San 
Francisco  will  deliver  more  audience  for  the  money 
and  show  more  profits  for  the  audience  than  any  sta- 
tion or  combination  of  stations  (AM  and  TV)  in  the 
entire  Bay  Area . . .  and  we've  the  figures  to  prove  it. 

KSFO  . . .  the  music,  news  and  sports  station  ...  is  the 
Bay  Area's  leading  AM  independent,  and  KPIX,  its 
sister  station,  is  the  Bay  Area's  pioneer  television  sta- 
tion ...  winner  of  the  first  "Emmy"  of  the  Academy 
of  Television  Arts  and  Sciences.  Put  'em  together  and 


Wesley  I.  Dumm,  President 
Philip  G.  Lasky,  Vice  President  and  General  Manager 


you  have  the  "ol'  one-two".  .  .  a  combination  that'll 
lick  most  any  sales  problem  in  the  San  Francisco  Bay 
Area.  Want  to  learn  MORE?  KSFO  is  represented  by 
Wm.  G.  Rambeau  Co. .  . .  KPIX  by  Katz  Agency,  Inc. 


X 


ION 
EL  5 


r 


KPIX  is  affiliated  with  CBS  and  Dumont  networks 
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METROPOLITAN  AREA  FIGURES 

(Continued  from  page  7) 


OHIO 


1940 
Popu- 
lation 

339,405 


234,887 
787,044 
1,267,270 
338,712 


Akron 

1950 
Popu- 
lation 

407,981 

Canton 

281,560 

Cincinnati 

897,265 

Cleveland 

1,457,559 

Columbus 

500,935 

Dayton 

453,172  331,343 

Hamilton-Middletown 

146,792  120,249 

Springfield 

110,999  95,647 

Steubenville 

{See  Wheeling,  W.  Va 

Toledo 

392,640  344,333 

Youngstown 

525,642  473,605 


1950 
Fam- 
ilies 
113,961 


78,648 
250,631 
407,139 
139,925 
126,583 
41,003 
31,005 

.) 

109,675 
146,826 


OKLAHOMA 

Oklahoma  City 

322,520         244,159  90,089 

Tulsa 

248,658 


193,363 


69;457 


1950 
Radio 
Families 
112,023 


76,917 
244,213 
400,322 
137,406 
123,781 
39,936 
30,229 

107,810 
142,297 


83,872 
65,220 


Portlond 

1950 
Popu- 
lation 
701,202 


OREGON 


1940  1950 

Popu-  Fam- 

lotion  ilies 

501,275  195,864 


NOTE:  Compiled  by  BROADCASTING  from 
Census  Bureau  figures  using  Bureau  of  thr 
Budget  standard  metropolitan  area  definitions 

*  Includes  city-limit  population  only.  No 
figures  available  for  metropolitan  orea  at 
press  time. 


PENNSYLVANIA 

Allentown-Bethlehem-Easton 

434,908         396,678  121,481 

Altoona 

138,934         140,358  38,808 
Erie 

218,407         180,889  61,007 
Harrisburg 

291,206         252,216  81,342 
Johnstown 

290,181  298,416  81,056 
Lancaster 

234,137         212,504  65,401 
Philadelphia 

3,651,730  3,169,637  1,020,053 
Pittsburgh 

2,192,870  2,082,556  612,532 
Reading 

254,454  241,884  71,076 
Scranton 

256,494         301,243  71,646 

Wilkes-Barre-Hazleton 

391,219        441,518  109,279 

York 

202,430        178,022  56,544 

RHODE  ISLAND 


SOUTH  CAROL3NA 


Charleston 
1950  1940 
Popu- 
lation 

159,838 


1950 

Popu-  Fam- 
lation  ilies 


121,105 


44,647 


Providence  * 
254,027  253,504 


70,957 


1950 
Radio 
Famiiirs 
191,131 


117,126 
36,828 
58,200 
77,827 
75,931 
61,149 
983,929 
587,315 
68,375 
67,777 
104,361 
53,886 

70,318 


Columbia 

141,883         104,843  39,632 

TENNESSEE 

Chattanooga 

245,488  211,502 


Knoxville 

336,003 

Memphis 

480,173 

Nashville 

320,388  257,267 


68,571 

246,088  93,855 
358,250  134,126 


89,493 


TEXAS 


Austin 

160,381 


111,053  44,799 

Beaumont-Port  Arthur 

194,136         145,329  54,227 

Corpus  Christ! 


164,729  92,661 
Dallas 

612,301  398,564 
El  Paso 

197,906  131,067 

Fort  Worth 

359,159  225,521 

Galveston 

112,226  81,173 
Houston 

801,169  528,961 

San  Antonio 

495,252  338,176 

Waco 

128,076  101,898 


46,013 
171,033 

55,281 
100,323 

31,348 
223,790 
138,338 

35,775 


1950 
Radio 
Familiss 
36,610 


34,242 

61,781 
84,926 
116,287 
82,154 

39,871 
49,400 
39,203 
159,915 
48,863 
92,899 
28,934 
207,005 
122,844 
30,981 


UTAH 


Salt  Lake  City 
1950  1940 
Popu-  Popu- 
lation lotion 

274,209  211,623 


1950 
Fam- 
ilies 
76,594 


VIRGINIA 

Norfolk-Portsmouth 

400,397         258,927  112,679 

Richmond 

326,863         266,185  91,301 

Roanoke 

132,760 


Seattle 

726,055 

Spokane 

220,228 

Tacoma 

274,722 


1950 
Radio 
Families 
75,674 


102,292 
85,127 
34,783 

198,143 
60,101 
75,278 


112,184  37,083 

WASHINGTON 

504,980  202,808 
164,652  61,516 
182,081  76,737 

WEST  VIRGINIA 

Charleston 

319,277         276,247  89,182  83,359 

Huntington,  W.  Va.-Ashland,  Ky. 

245,631         225,668  68,609  63,156 

Wheeling,  W.  Va.-Steubenville,  Ohio 

352,910         364,132  98,576  94,650 

WISCONSIN 


Madison 

168,504  130,660 

Milwaukee 

861,226  766,885 

Racine 

109,105  94,047 

Superior 

(See  Duluth,  Minn.) 


47,068  46,456 
240,565  237,437 


30,476 


30,171 


ABC  NETWORK 


SPOT  RATE  FINDER 


ALABAMA 


ANNISTON,  WHMA 

SB       IM      5M  15M  30M     1  Hr 

D      3.00     3.00     4.50  9.00  18.75  35.00 

N      6.00      6.00      9.00  18.75  37.50  70.00 

BIRMIKGH.'VM,  WSGN 

D               .  t  30  25.00  40.00  60.00  100.00 

N               27.00  eO.OO  80.00  120.00  200.00 


DOTHAN, 

D  3.50 
N  6.00 


WDIG 

3.50  7.00 
6.00  10.00 


14.40 
21.60 


24.00 
36.00 


41":  00 
60.00 


FLORENCE,  WJOI 

D      3.00     3.00      4.50  9.37  18.75  35.00 

N      6.00     e.OO      9.00  18.75  37.50  70.00 

GADSDEN,  WGAD 

D                 3.60      5.25  12.00  21.00  33.00 

N                 6  00     8.75  20.00  35.00  60.00 

HUNTSVILLE,  WHBS 

D      4.00      4.00      8.00  12.00  18.00  30.l.'v 

N      6.00      6.00    IJ.OO  24.00  36.00  60.03 

MOBILE,  WABB 

D      9.0C      9.00    11.00  22.00  33.00  55  0:1 

N     12.00    12.00    22.00  ^4.00  63.00  110.00 

MONTGOMERY,  WAPX 

D      7.50      7.50    12.00  20.00  36.00  60.00 

N    10.00    10.00    20.00  40.C0  60.00  100.30 


ARKANSAS 


EL  DORADO,  KELD 

SB       IM  5M 
D  2.50 
N  3.75 


30M     1  Hr 


15M 

3.75  7.50  15.00  22.50  37.50 
5.50    11.25    22.50    33.75  56.00 


FORT  SMITH,  KFSA 

D      6.00     7.50    12.50  20.00  30.00  50.00 

N     10.00    12.00    20.00  32.00  48.00  80.00 

HOT  SPRINGS,  KTHS 

D      5.00      6.00    12.00  24.00  36.00  60.00 

N     10.00    12.00    24.00  48.00  72.00  120.00 

LITTLE  ROCK,  KGHI 

]:>                 6.00     7.00  14.00  21.00  42.00 

N                8.00    14.00  28.00  42.00  84.00 

PINE  BLUFF,  KCLA 

D      4.00      5.40    10.80  21.60  32.40  54.00 

N      4.00     5.40    10.80  21.60  32.40  54.00 

SPRINGDALE,  KBBS 

IT      3.80      3.80      7.00  15.20  22.80  38.00 

N      5.40      5.40    10.80  21.60  32.40  54.00 


MODESTO,  KMOD 

SB       IM      5M  15M  30M  1  Hr 

D      8.00     8.00    10.00  20.00  30.00  50.00 

N      9.00      9.00    16.00  32.00  48.00  80.00 

SACRAMENTO,  KFBK 

D  18.00  18.00  25.00  48.00  72.00  120.00 
N    35.00    35.00    50.00    96.00  144.00  240.00 

SAN  BERNARDINO,  KITO 

D  7.50  7.50  12.00  24.00  36.00  60.00 
N     12.00    12.00    20.00    40.00    60.00  100.00 

SAN  DIEGO,  KFMB 

D  10.80  14.40  18.00  36.00  54.00  90.00 
N     18.00    24.00    36.00    72.00  108.00  180.00 

SAN  FRANCISCO,  KGO 

D  40.50  40.50  72.00  108.00  162.00  270.00 
N    67.50    67.50  120.00  180.00  270.00  450.00 

SANTA  BARBARA,  KTMS 

D      7.00      7.00    10.00    20.00    30.00  50.00 

N     14.00    14.00    16.00    32.00    48.00  80.00 

SANTA  MARIA,  KCOY 

D      3.50      3.50      5.00    10.00    15.00  25.00 

N      7.00     7.00      8.00    16.00    24.00  40.00 

STOCKTON,  KWG 

D  5.00  5.00  8.00  16.00  24.00  40.00 
N     10.00    10.00    16.00    32.00    48.00  80.00 


COLORADO 


ARIZCNA 


PHOENIX,  KPHO 

D  9.00  10.50  14.00 
N     18.00    21.00  28.00 


TUCSON, 
D  6.00 
N  10.00 


KCNA 

4.50  6.00 
7.50  10.00 


28.00 
56.00 


12.00 
20.00 


4:. 00  70.00 
84.00  140.00 


18.00 
30.00 


30.00 

5C  'jO 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 
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CALIFORNIA 


BAKERSFIELD,  KPMC 

D  5.00  5.00  9.00  18.00  27.00  45.00 
N      8.00      8.00    15.00    30.00    45.00  75.03 

EUREKA,  KHUM 

D  6.00  6.00  8.80  14.70  23.00  35.00 
N      9.00      9.00    13.00    22.00    31.50  52.50 

FRESNO,  K.iRM 

D  9.50  11.00  16.90  30.00  45.00  75.00 
N    20.00    22.50    34.00    60.00    90.00  150.00 

LOS  ANGELES,  KECA 

D  42.20  42.20  72.00  108.00  162.00  270.00 
N    82.40    32.40  120.00  180.00  270.00  450.00 


DENVER,  KVOD 

D  12.00    20.00  35  00    60.00  100.00 

N  24.00    40.00  70.00  120.00  200.00 

PUEBLO,  KGHF 

D      6.00      6.00    10.80  21.60    32.40  54.00 

N     10.00    10.00    18.00  36.00    54  00  90.00 


CONNECTICUT 

BRIDGEPORT,  WNAB 

b.OO     8.00    10.00    20.00    30.00  50.00 


N 


9.00    12.00    16.00    32.00    48.00  80.00 


HARTFORD,  WTHT 

D      9.00  12.00    24.00    36.00  60.00 

N    14.00  24.00    48,00    72.00  120.00 


NEW  HAVEN,  WELI 

SB       IM      5M  15M 

D      7.00    10.00    16.00  32.00 

N    14.00    20.00    32.00  64.00 

STAMFORD,  WSTC 

D      6.00     9.00    12.00  24.00 

N      9.00    12.00    20.00  40.00 

TORRINGTON,  WTOR 

D      5.00     7.50    10.00  20.00 

^P      7.50    10.00    16.00  32.00 

WATERBURY,  WATR 

D      5.00     7.00    12.00  24.00 

N      8.00    12.00    20.00  40.00 


30M  IHr 
48.00  80.00 
96.00  160.00 


36.00  60.00 
60.00  lOO.OO 


30.00  50.00 
48.00  80.00 


36.00  60.00 
60.00  100.00 


DELAWARE 


WILMINGTON,  WILM 

D  6.25    12.50    25.00    37.50  62.50 

N  12.50    25.00    50.00    75.00  125.00 


DIST.  OF  COLUMBIA 

WASHINGTON,  WMAL 

D    15.00    22.00    30.00    60.00    90.00  150.00! 

N    30.00    45.00    60.00  120.00  180.00  300.00 


FLORIDA 


DAYTONA  BEACH,  WMFJ 
D  6.50    10.00    20.00    30.00  50.00 

N  10.00    15.00    30.00    45.00  75.00 

JACKSONVILLE,  WPDQ 
D     10.00    10.00    16.50    33.00    50.00  90.00 
N    17.00    17.00    36.00    60.00  100.00  180.00 

MIAMI,  WQAM 

D  14.50  14.50  22.00  44.00  66.00  110.00 
N    24.00    24.00    40.00    80.00  120.00  200.00 

ORLANDO,  WHOO 

D  7.50  7.50  11.70  22.75  39.00  65.00 
N    10.00    10.00    18.00    35.00    60.00  100.00 

PALM  BEACH,  WWPG 
D      4.50     4.50     9.00    18.00    27.00  45.00 
N      5.70      5.70    11.40    22.80    34.20  57.00 

BROADCASTING    •  Telecasting 


PANAMA  CITY,  WPCF 

SB  IM       5M  15M 

D      3.00  4.00      7.00  16.00 

N      4,00  5.00      9.00  18.00 

PENSACOLA,  WBSR 

T>  6.00  6.00  10.00  20.00 
N      8.00     8.00    14.00  28.00 

jST.  PETERSBURG,  WSUN 
D      4.50      7.50    12.50  25.00 
N     8.00    10.75    17.50  37.50 

TALLAHASSEE,  WTNT 

ID  3.16  4.30  7.50  16.00 
N      4.05      5.18      9.00  18.00 


30M  1  Hr 
24.00  40.00 
30.00  50.00 


30.00  50.00 
42.00  70.00 


42.00  70.00 
72.00  120.00 


24.00  40.00 
30.00  50.00 


GEORGIA 


ALBANY,  WALB 

Id     3.50     3.50     6.00  12.00    18.00  30.00 

N      4.50     4.50    11.00  22.00    36.00  60.00 

[atlanta,  wgst 

jD    15.00    20.00    30.00  48.00    72.00  120.00 

N    25.00    34.00    50.00  80.00  120.00  200.00 

'  AUGUSTA,  WGAC 

p      7.50     7.50    15.00  30.00    45.00  75.00 

!n    10.00    10.00    20.00  40.00    60.00  100.00 

jcEDARTOWN,  WGAA 

|D      2.00      3.50      5.00  12.00 

'N      2.00      3.50      5.00  12.00 

I  COLUMBUS,  WGBA 

Id     5.00     6.00    10.00  20.00 

N      8.00     9.00    16.00  32.00 


18.00  30.00 
18.00  30.00 


30.00  50.00 
48.00  80.00 


MACON,  WBML 

D      6.00      6.00    10.00  20.00 

N      9.00     9.00    16.00  32.00 

SAVANNAH,  WDAR 


4.50 
6.00 


6.80  10.00  18.00 
8.50    15.00  27.00 


30.00  50.00 
48.00  80.00 


30.00  55.00 
45.00  75.00 


WEST  POINT,  WRLD 

D  4.00  4.00  8.00  16.00  24.00  40.00 
N      4.00     4.00      8.00    16.00    24.00  40.00 


IDAHO 


BOISE,  KGEM 

D     4.00     5.20     8.00  16.00 

\i  N      6.50     8.00    14.00  28.00 

BURLEY,  KBIO 

f\  X)      4.00     4.00      6.00  8.00 

'  N      6.00     6.00      9.00  12.00 

IDAHO  FALLS,  KIFI 

D  5.20     8.00  16.00 

N  8.00    14.00  28.00 

POCATELLO,  KEIO 

D      5.20      5.20      8.00  16.00 

N     8.00     8.00    14.00  28.00 

TWIN  FALLS,  KLIX 
D      4.50  5.00 
N      6.50  7.00 


24.00 
42.00 


12.00 
18.00 


24.00 
42.00 


24.00 
42.00 


40.00 
70.00 


20.00 
30.00 


40.00 
70.00 


40.00 
70.00 


7.20  12.60  21.60  36.00 
8.55    15.00    25.65  42.75 


ILLINOIS 

ELOOMINGTON,  WJBC 


D  5.00 
N  6.50 

5.00  9 
6.50  14 

00 
00 

18 
27 

00 
00 

30.00 
42.00 

50.00 
70.00 

CHICAGO,  WENR 

D  54.00 
N  90.00 

90.00  144 
150.00  240 

00 
00 

216 
360 

00 
00 

324.00 
540.00 

540.00 
900.00 

CHICAGO,  WLS 

D  54.00 
N  90.00 

90.00  162 
150.00  270 

00 
00 

216 
360 

00 
00 

324.00 
540.00 

540.00 
900.00 

PEORIA, 

WIRL 

D  9.00 
N  14.00 

9.00  12 
14.00  25 

50 
00 

25 
50 

00 
00 

42.00 
84.00 

70.00 
140.00 

QUINCY, 

WGEM 

D  8.00 
N  10.00 

8.00  12 
10.00  20 

50 
00 

22 
40 

50 
00 

36.00 
60.00 

60.00 
100.00 

ROCKFORD,  WROK 

D  10.00  10.00  17.06  35.00 
N    12.00    12.00    22.00  50.00 

ROCK  ISLAND,  WHBF 

D  10.00  12.00  18.00  36.00 
N    15.00    18.00    36.00  72.00 

SPRINGFIELD,  WCVS 

D     6.00     6.00    10.00    19.00    30.00  50.00 

N    10.00    10.00    15.00    32.00    48.00  80.00 


INDIANAPOLIS,  WISH 

SB      IM  5M      15M  30M  1  Hr 

D     10.00    12.00  22.00    42.00  70.00  120.00 

N     16.00    18.00  35.00    75.00  125.00  200.00 

SOUTH  BEND,  WHOT 

D      7.00      7.00  15.00    25.00  40.00  60.00 

N     10.00    10.00  20.00    40.00  60.00  100.00 


55.00  80.00 
60.00  120.00 


54.00  90.00 
108.00  180.00 


INDIANA 


IOWA 


BURLINGTON,  WBUR 

D      5.00      6.00      9.00  20.80    30.00  50.00 

N      6.00      8.00    16.00  26.40    48.00  80.00 

DES  MOINES,  KRNT 

D    12.00    18.00    24.00  40.00    60.00  100.00 

N     16.00    24.00    30.00  50.00  100.00  200.00 

DUBUQUE,  WKBB 

D      5.00      5.00     8.00  16.00    24.00  40.00 

N      6.40      6.40    16.00  32.00    48.00  80.00 

SHENANDOAH,  KMA 

D    10.00    15.00    19.20  32.00    55.00  90.00 

N     15.00    20.00    33.00  55.00  105.00  175.00 

WATERLOO,  KXEL 

D  12.50  12.50  .26.00  52.00  78.00  130.00 
N    25.00    25.00    52.00  104.00  156.00  260.00 


ANDERSON,  WHBU 

(  D  6.00  6.00  10.00  18.00  25.00  40.00 
i  N      8.00      8.00    15.00    25.00    40.00  60.00 

EVANSVILLE,  WJPS 

{  D  9.50  11.50  20.00  34.00  60.00  100.00 
1  N    11.50    14.50    29.00    48.50    87.00  145.00 

FORT  WAYNE,  WOWO 
D    20.00    20.00    30.00    60.00    90.00  150.00 
i  N    25.00    25.00    50.00  100.00  150.00  250.00 

^BROADCASTING    •  Telecastin: 


KANSAS 


COFFEYVILLE,  KGGF 

D  4.00  5.00  9.00  15.00  25.00  45.00 
N"      5.00      6.00    12.00    25.00    40.00  75.00 


TOPEKA,  WREN 

SB  IM      5M  15M  30M  1  Hr 

D      9.60  9.60    15.60  34.66  62.40  104.00 

N     12.00  12.00    19.50  43.30  78.00  130.00 

WICHITA,  KFBI 

D     10.00  15.00    25.00  50.00  75.00  125.00 

N     16.00  20.00    35.00  60.00  100.00  180.00 


KENTUCKY 


LEXINGTON,  WLAP 

D    10.00    10.00    20.00  30.00  50.00  80.00 

N     15.00    15.00    25.00  45.00  70.00  120.00 

LOUISVILLE,  WINN 

D               8.00    13.00  26.00  39.00  65.00 

N               12.00    20.00  40.00  60.00  100.00 

LOUISVILLE,  WKLO 

D     12.00    15.00    20.00  40.00  60.00  100.00 

N    20.00    25.00    40.00  80.00  120.00  200.00 


LOUISIANA 


ALEXANDRIA,  KALB 

D      6.25     7.50    12.50  20.00  30.00  50.00 

N    12.50    15.00    25.00  40.00  60.00  100.00 

BATON  ROUGE,  WLCS 

D      5.00     5.00    10.00  20.00  30.00  50.00 

N      8.00     8.00    16.00  32.00  48.00  80.00 

MONROE,  KMLB 

D      6.00     6.00    12.00  24.00  36.00  60.00 

N    10.00    10.00    20.00  40.00  60.00  100.00 


NEW  ORLEANS,  WDSU 

SB       IM  5M       15M  30M     1  Hr 

D     14.00    14.00  18.00    36.00  54.00  90.00 

N    22.00    22.00  36.00    72.00  108.00  180.00 

SHREVEPORT,  KRMD 

D      7.50      8.75  12.50    20.00  30.00  50.00 

N    15.00    17.50  25.00    40.00  60.00  100.00 


MAINE 


BANGOR,  WABI 

D  9.00  12.00  17.00  34.00  51.00  85.00 
N    12.00    15.00    25.00    50.00    75.00  125.00 

LEWISTON,  WLAM 

D  7.00  7.00  14.00  28.00  42.00  70.00 
N    12.00    12.00    24.00    48.00    72.00  120.00 

PORTLAND,  WPOR 

D  6.00  7.20  12.00  24.00  36.00  60.00 
N     12.00    14.00    24.00    48.00    72.00  120.00 

WATERVILLE,  WTVL 

D  3.00  5.00  8.10  14.40  21.60  36.00 
N      5.00     7.00    13.50    24.00    36.00  60.00 

MARYLAND 

BALTIMORE,  WFBR 

D  25.00  28.00  40.00  80.00  120.00  200.00 
N    42.00    50.00    75.00  150.00  225.00  375.00 

CUMBERLAND,  WDYK 

D  4.75  5.50  10.80  21.50  36.00  60.00 
N      5.50     8.00    16.00    32.00    54.00  90.00 

(Continued  on  page  10) 
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HAGERSTOWN,  WARK 

SB      IM      5M      15M     30M  1  Hr 

D      5.00      6.00    12.00    24.00    36.00  60.00 

N      7.00     8.00    16.00    34.40    48.00  80.00 


MASSACHUSETTS 

FALL  RIVER,  WSAR 

D  8.00  8.00  16.00  32.00  48.00  80.00 
N     12.00    12.00    32.00    64.00    96.00  160.00 

LAWRENCE,  WLAW 

D  25.00  25.00  40.00  80.00  120.00  200.00 
N     50.00    50.00    80.00  160.00  240.00  400.00 

PITTSFIELD,  WBEC 

D  4.80  4.80  9.60  19.20  28.80  48.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 

SPRINGFIELD,  WSPR 

D  7.50  10.00  15.00  30.00  45.00  80.00 
N    15.00    20.00    30.00    60.00    90.00  160.00 

WORCESTER,  WORC 

D  7.50  9.00  18.00  36.00  54.00  90.00 
N    15.00    18.00    36.00    72.00  108.00  180.00 


MICHIGAN 


ANN  ARBOR,  WHRV 

D      6.40      8.00    14.40    28.80  38.40  48.00 

N      8.00    10.00    18.00    36.00  48.00  60.00 

BATTLE  CREEK,  WELL 

D      6.50      6.50    15.00    30.00  45.00  75.00 

N      8.00      8.00    18.00    36.00  54.00  90.00 

DETROIT,  WXYZ 

D    49.50    49.50    79.20  158.20  237.50  396.00 

N    82.50    82.50  132.00  264.00  396.00  660.00 

FLINT,  WFDF 

D     15.00    15.00    25.00    45.00  75.00  110.00 

N    22.00    22.00    45.00    75.00  110.00  180.00 

GRAND  RAPIDS,  WLAV 

D      8.00      8.00    16.00    36.00  48.00  80.00 

N    12.00    12.00    24.00    48.00  72.00  120.00 

IRON  MOUNTAIN,  WMIQ 

D      6.00      6.00    10.00    16.00  24.00  40.00 

N     8.00     8.00    14.00    24.00  36.00  60.00 

JACKSON,  WIBM 

D      7.50     7.50    12.00    22.50  37.50  75.00 

N      7.50     7.50    12.00    22.50  37.50  75.00 

KALAMAZOO,  WGFG 

D      6.00     6.00    17.50    28.00  42.00  70.00 

N    10.00    10.00    25.00    40.00  60.00  100.00 

LANSING,  WJIM 

D      5.00      5.00    12.00    24.00  36.00  60.00 

N      8.00      8.00    18.00    36.00  54.00  90.00 

LUDINGTON,  WKLA 

D      2.00      2.00      4.00      8.00  12.00  20.00 

N      4.00     4.00      8.00    16.00  24.00  40.00 

MUSKEGON,  WKBZ 

D      6.00      6.00    12.00    24.00  36.00  60.00 

N     10.00    10.00    20.00    40.00  60.00  100.00 

PORT  HURON,  WTTH 

D      6.00      6.00    12.00    24.00  36.00  60.00 

N      8.00     8.00    16.00    32.00  48.00  80.00 

SAULT  STE.  MARIE,  WSOO 

D      6.00     6.00    10.00    16.00  24.00  40.00 

N      8.00      8.00    14.00    24.00  36.00  60.00 


MINNESOTA 


ALBERT  LEA,  KATE 

D      6.00     7.00    12.00  24.00  36.00  60.00 

N      7.00      8.00    16.00  32.00  48.00  80.00 

EVELETH,  WEVE 

D                 3.15      5.20  10.40  19.50  36.40 

N                 5.20    10.40  19.50  36.40  65.00 

MINNEAPOLIS,  WTCN 

D     15.00    22.50    30.00  60.00  90.00  150.00 

N    30.00    45.00    60.00  120.00  180.00  300.00 

ROCHESTER,  KLER 

D      4.00      6.00    12.00  24.00  36.00  60.00 

N      6.00      8.00    16.00  32.00  48.00  80.00 

WILLMAR,  KWLM 

D      4.00     6.00    12.00  24.0C  36.00  60.00 

N      6.00      8.00    16.00  32.00  48.00  80.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


WINONA,  KWNO 

SB  IM      5M  15M  30M  1  Hr 

D      4.20  6.00    10.20  20.40  30.60  51.00 

N      6.00  8.00    17.00  34.00  51.00  85.00 


MISSISSIPPI 


GULFPORT,  WGCM 

D      3.50     3.50     7.00  14.00  21.00  35.00 

N      6.00      6.00    12.00  24.00  36.00  60.00 

HATTIESBURG,  WHSY 

D      4.25                8.75  15.00  24.00  40.00 

N      7.50               12.00  20.00  36.00  60.00 

JACKSON,  WSLI 

D     10.00    12.00    15.00  24.00  36.00  60.00 

N     12.00    15.00    25.00  40.00  60.00  100.00 

MERIDIAN,  WTOK 

D      3.50      3.50      7.50  12.75  21.00  40.00 

N      5.00      5.00    10.00  21.00  36.00  60.00 


MISSOURI 


COLUMBIA,  KFRU 

D  2.50  3.50  8.00  16.00  24.00  40.00 
N      3.50      5.00    12.00    24.00    36.00  60.00 

KANSAS  CITY,  KCMO 

D    39.00    60.00    64.80  108.00  180.00  300.00 

N    52.00    80.00    86.40  144.00  240.00  400.00 

SPRINGFIELD,  KWTO 

D  15.00  15.00  25.00  37.50  70.00  120.00 
N     18.00    18.00    35.00    50.00    90.00  150.00 

ST.  LOUIS,  KXOK 

D  24.00  36.00  56.00  80.00  120.00  200.00 
N    45.00    70.00    98.00  140.00  225.00  400.00 


MONTANA 


BUTTE,  KOPR 

D      7.18     7.18    11.05    22.10  33.15  55.25 

N     11.05    11.05    17.00    34.00  51.00  85.00 

GREAT  FALLS,  KMON 

D      8.45      8.45    13.00    26.00  39.00  65.00 

N     13.00    13.00    20.00    40.00  60.00  100.00 


NEBRASKA 


GRAND  ISLAND,  KMMJ 

D     10.00    10.00    20.00  40.00  60.00  100.00 

N     10.00    10.00    20.00  40.00  60.00  100.00 

LINCOLN,  KFOR 

D      7.25      7.25    10.50  15.75  32.50  65.00 

N     12.50    12.50    20.00  31.25  62.50  125.00 

OMAHA,  KOIL 

D     12.50    12.50    21.88  31.25  62.50  125.00 

N    21.00    21.00    36.75  52.50  105.00  210.00 


NEVADA 


LAS  VEGAS,  KENO 

D      4.00      6.00    10.00  16.00  24.00  40.00 

N      6.00     9.00    15.00  24.00  36.00  60.00 

RENO,  KWRN 

D      3.00     3.00     6.00  12.00  18.00  30.00 

N      5.00      5.00    10.00  20.00  30.00  50.00 


NEW  HAMPSHIRE 

MANCHESTER,  WMUR 

D  6.00  6.00  10.00  20.00  30.00  50.00 
N     12.00    12.00    20.00    40.00    60.00  100.00 


NEW  JERSEY 


ATLANTIC  CITY,  WFPG 

D  3.50  4.50  9.00  18.00  30.00  50.00 
N      5.50     7.50    15.00    30.00    48.00  80.00 


NEW  MEXICO 

ALBUQUERQUE,  KOAT 

D      5.00      8.50    12.50    20.00  30.00  50.00 

N      8.00    12.00    20.00    32.00  48.00  80.00 

ROSWELL,  KSWS 

D      3.00      3.75     5.25      9.50  18.75  37.50 

N      4.50      5.25      8.25    15.00  30.00  52.50 

SANTA  FE,  KTRC 

D      3.00      4.50      7.50    12.00  18.00  30.00 

N      4.50      6.75    11.25    18.00  27.00  45.00 


NEW  YORK 


ALBANY,  WXKW 

D  14.00  18.00  27.00  54.00  81.00  135.00 
N    24.00    30.00    45.00    90.00  135.00  225.00 


BUFFALO,  WKBW 

SB      IM      5M      15M  30M  1  Hr 

D     18.00    32.50    36.00    72.00  103.00  180.00 

N    37.00    58.00    72.00  144.00  216.00  360.00 

ELMIRA,  WELM 

D      7.00     7.00    12.00    24.00  36.00  60.00 

N      8.00      8.00    16.00    32.00  48.00  80.00 

ENDICOTT,  WENE 

D      6.00      6.00    12.00    24.00  36.00  60.00 

N     10.00    10.00    20.00    40.00  60.00  100.00 

GLENS  FALLS,  WWSC 

D      7.00      8.75    10.00    21.25  37.50  62.50 

N      8.00    10.00    12.00    26.25  45.00  75.00 

JAMESTOWN,  WJTN 

D      5.00     7.00    12.00    24.00  36.00  60.00 

N      7.00      9.00    18.00    36.00  54.00  90.00 

MASSENA,  WMSA 

D      2.00     4.00      7.00    14.00  24.00  40.00 

N      2.50      5.00    10.00    20.00  30.00  50.00 

NEW  YORK  CITY,  WJZ 

D  108.00  108.00  144.00  288.00  432.00  720.00 
N    200.00  200.00  240.00  480.00  720.00  1,200.00 

OLEAN,  WHDL 

D      5.00      5.00    10.00    20.00  30.00  50.00 

N      6.00      6.00    12.00    24.00  36.00  60.00 

PLATTSBURG,  WEAV 

D                 5.00    10.00    20.00  30.00  50.00 

N                 8.00    15.00    30.00  45.00  75.00 

POUGHKEEPSIE,  WKIP 

D      4.00      5.00    10.00    20.00  30.00  50.00 

N      6.00      7.00    14.00    28.00  42.00  70.00 

ROCHESTER,  WARC 

D     17.00    20.00    30.00    60.00  90.00  150.00 

N    30.00    35.00    46.00    92.00  138.00  230.00 

SARANAC  LAKE,  WNBZ 

D      4.00     5.00    10.00    20.00  30.00  50.00 

N      6.00      8.00    15.00    30.00  45.00  75.00 

SYRACUSE,  WAGE 

D      7.50    10.00    20.00    35.00  60.00  120.00 

N     13.00    18.00    35.00    70.00  120.00  240.00 

UTICA.  WRUN 

D     15.00    15.00    25.00    40.00  60.00  100.00 

N    20.00    20.00    35.00    60.00  90.00  150.00 


NORTH  CAROLINA 

ASHVILLE,  WLOS 

D      7.00     7.00    12.00  22.00    36.00  60.00 

N     10.00    10.00    18.00  40.00    60.00  100.00 

CHARLOTTE,  WAYS 

D     14.40    14.40    21.60  43.20    64.80  108.00 

N     14.40    14.40    36.00  72.00  108.00  180.00 

CLINTON,  WRRZ 

D      6.00      6.00    12.00  24.00    36.00  60.00 


DURHAM,  WDUK 

D  7.00  7.00 
N     10.00  10.00 


18.00  30.00  45.00 
30.00    45.00  75.00 


FAYETTEVILLE,  WFLB 

D      3.00     4.00     7.00    15.00  24.00  36.00 

N      4.50      5.50      8.00    16.00  30.00  54.00 

GASTONIA,  WGNC 

D      3.50      3.50      5.50    15.00  25.00  45.00 

N      4.00      4.00     6.50    20.00  30.00  50.00 

GOLDSBORO,  WGBR 

D      5.00      5.00    11.00    22.00  33.00  55.00 

N      5.00      5.00    11.00    22.00  33.00  55.00 

GREENSBORO,  WCOG 

D                7.00    14.00    28.00  42.00  70.00 

N               10.00    20.00    40.00  60.00  100.00 

HICKORY,  WHKY 

D      5.00      6.80    13.40    26.80  40.20  67.00 

N      5.00     6.80    13.40    26.80  40.20  67.00 

HIGH  POINT,  WMFR 

D      4.00     4.00    12.00    24.00  36.00  60.00 

N      4.00     4.00    12.00    24.00  36.00  60.00 

KINSTON,  WFTC 

D      5.00      5.00    10.00    20.00  30.00  50.00 

N      5.00      5.00    10.00    20.00  30.00  50.00 

RALEIGH,  WNAO 

D      8.75      8.75    14.00    28.00  42.00  70.00 

N     12.50    12.50    20.00    40.00  60.00  100.00 

ROCKY  MOUNT,  WEED 

D      3.00     4.00    10.00    20.00  32.00  54.00 

N      3.00     4.00    10.00    20.00  32.00  54.00 

WASHINGTON,  WRRF 

D      8.00      8.00    15.00    30.00  45.00  75.00 

N      8.00     8.00    15.00    30.00  45.00  75.00 

WILMINGTON,  WMFD 

D      6.00     6.00    14.00    28.00  35.00  63.00 

N      9.10      9.10    16.80    33.60  42.00  70.00 

WINSTON-SALEM,  WAIR 

D      6.00      6.00    10.00    20.00  40.00  70.00 

N      8.00      8.00    15.00    30.00  45.00  80.00 


NORTH  DAKOTA 

FARGO,  KFGO 

SB      IM  5M  15M  30M     1  Hr 

D      7.50      7.50  15.00  30.00  45.00  75.00 

N    15.00    15.00  30.00  60.00  90.00  150.00  , 


OHIO 

AKRON,  WAKR 

D     15.00    15.00    27.50    48.00  72.00  120.00 

N    22.50    22.50    45.00    88.00  132.00  220.00 

CANTON,  WHBC 

D      7.50     7.50    15.00    30.00  45.00  75.00 

N    15.00    15.00    30.00    60.00  90.00  150.00 

CHILLICOTHE,  WBEX 

D      6.00     6.00    12.00    24.00  36.00  60.00 

N      6.00     6.00    12.00    24.00  36.00  60.00 

CINCINNATI,  WSAI 

D    20.00    23.80    30.00    60.00  90.00  150.00 

N    30.00.  35.50    60.00  120.00  180.00  300.00 

CLEVELAND,  WJW 

D    33.75    33.75    54.00  108.00  162.00  270.00 

N    45.00    45.00    72.00  144.00  216.00  360.00 

COLUMBUS,  WCOL 

D    12.60    12.60    18.90    29.40  50.40  84.00 

N    21.00    21.00    31.50    49.00  84.00  140.00 

DAYTON,  WING 

D                        20.00    60.00  80.00  150.00 

N                         25.00    75.00  120.00  200.00 

LIMA,  WIMA 

D      7.50      7.50    15.00    30.00  45.00  75.00 

N    10.00    10.00    20.00    40.00  60.00  100.00 


M-iNSFIELD,  WMAN 

D      5.75      5.75      9.75  19.50 

N      7.75     7.75    13.00  26.00 

MARION,  WMRN 

D      6.00      6.00    12.00  24.00 

N      e.OO     6.00    12.00  24.00 

SPRINGFIELD,  WIZE 

D    10.00  30.00 

N    10.00  37.50 

TOLEDO,  WTOL 

D      7.50      7.50    15.00  29.00 

N    15.00    15.00    24.00  48.00 

YOUNGSTOWN,  WFMJ 

D     12.00    12.00    16.00  32.00 

N    16.00    16.00    32.00  64.00 


29.25  48.75 
39.00  65.00 


36.00  60.00 
36.00  60.00 


40.00  75.00 
60.00  100.00 


43.00  72.00 
72.00  120.00 


48.00  80.00 
96.00  160.00 


OKLAHOMA 


ADA,  KADA 

D      4.50      4.50      7.50  12.00  18.00  30.00 

N      4.50     4.50     7.50  12.00  18.00  30.00 

ARDMORE,  HUSO 

D      4.50     4.50     7.50  12.00  18.00  30.00 

N      4.50     4.50     7.50  12.00  18.00  30.00 

ENID,  KCRC 

D      6.00      6.00    12.50  20.00  30.00  50.00 

N      9.00     9.00    18.75  30.00  45.00  75.00 

LAWTON,  KSWO 

D      6.00      6.00    10.00  16.00  24.00  40.00 

N      9.00     9.00    15.00  24.00  36.00  60.00 

McALESTER,  KTMC 

D      4.50      4.50      7.50  12.00  18.00  30.00 

N      4.50     4.50      7.50  12.00  18.00  30.00 

MUSKOGEE,  KBIX 

D      4.00      6.00    10.00  16.00  24.00  40.00 

N      4.00     6.00    10.00  16.00  24.00  40.00 

OKLAHOMA  CITY,  KTOK 

D      9.00      9.00    15.00  24.00  36.00  60.00 

N     12.00    12.00    20.00  32.00  48.00  80.00 

SHAWNEE,  KGFF 

D      4.50     4.50     7.50  12.00  18.00  30.00 

N      4.50      4.50      7.50  12.00  18.00  30.00 

TULSA,  KRMG 

D     14.00    14.00    25.00  45.00  70.00  130.00 

N    28.00    28.00    50.00  90.00  140.00  260.00 


OREGON 


EUGENE,  KUGN 

D      5.00     5.00     8.50    14.00  21.00  35.00 

N      7.00      7.00    12.00    20.00  30.00  50.00 

KLAMATH  FALLS,  KFLW 

D      5.00     6.00    10.00    15.00  25.00  35.00 

N      5.70     6.85    11.75    17.50  30.00  40.00 

MEDFORD,  WYJC 

D      5.00      5.00      7.20    14.40  21.60  36.00 

N      6.00      6.00    12.00    24.00  36.00  60.00 

(Continued  on  page  12) 
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BOB 
GARRED 
NEWS 

Busiest  newsman 
on  the 
Pacific  Coast  I 


Busy,  popular  Bob  Garred  is  the  only 
Pacific  Coast  newscaster  v.-ith  all  the 
major  news  ser<.'ices  at  his  command 
on  the  10  PM  newscast.  With  listen- 
ing to  news  shows  increasing  in  these 
unsettled  times,  this  10  PM  spot  is 
a  valuable  franchise  I 

Monday  thru  Friday  10:00—10:15  PM 

KECA  -  HOLLYWOOD 


MUSICAL 
TINTYPES 

Wonderful  guy  — 
wonderful  show! 


^^^^^ 


■A 


0 


Smiling,  neighborly  BUI  Edwards  has 
one  of  the  most  popular  and  pleasant 
local  shows  in  San  Francisco.  Nostalgia 
is  the  lure  of  this  special  kind  of  record 
show.  Popular  with  the  young  set  ...  it  is 
sensational  with  those  who  remember. 
A  spot  on  this  program  will  bring  you 
happy  memories  tomorrow. 

Wednesday    9:30—10:30  PM 

KGO  -  SAN  FRANCISCO 


TAKE-IT-EASY  TIME 

"Broke"  is  back! 

Friendly,  relaxed  Norman 
Brokenshire  has  the  easiest- 
to-listen-to  program  on  the 
air.  Homespun,  philosophical 
observations  on  life — inter- 
spersed with  music  everj'one 
knows  and  loves.  "Broke's" 
f  amil iar  selling  voice  can  make 
friends  for  your  product.  It's 
the  hottest  spot  buy  in  New 
York! 

Monday  thru  Friday  4:00—4:45  PM 

WJZ  -  NEW  YORK 


great  shows  of  tomorrow... tod  AY  I 


LADY  OF  CHARM 

Monday  thru  Friday  1:30—2:00  PM 

One  of  Detroit's  most  successful  da>iime 
shows — conducted  by  the  city's  "Lady 
of  Charm."  Edj-the  Fern  Melrose.  Time- 
ly information  on  latest  fashions,  new 
grooming  aids. 

CHARM  KITCHEN 

Monday  thru  Friday  2:00—2:25  PM 

Running  mate  to  "  'Lady  of  Charm"  and  running  just  as  high  inpopu- 
larity  on  Detroit's  da\T:ime  shows.  Culinary  tips  and  well-plaimed 
menus  .  .  .  with  actual  preparation  of  delicious  and  practical  dishes. 
Put  one  or  both  of  these  shows  to  work  for  you  in  the  prosperous 
Detroit  market. 

WXYZ  -  DETROIT 


r 


CONVERSATION 

WITH  CASEY 

Of  talking  pigeons  and  such! 

A  talking  pigeon?  Of  course! 
And  he  speaks  very  fluently, 
too  .  .  .  with  another  pigeon  of 
a  different  sort,  Tom  Casey. 
That  is  when  Tom  isn't  talking 
to  himself  or  playing  some  won- 
derfully reminiscent  records. 
Disc  jockeys  are  noted  for  their 
hard  selling  .  . .  even  without  a 
pigeon  to  help  out.  Here's  a 
natural  for  you  in  a  naturally 
responsive  market. 

Monday  thru  Friday  10:30-10:45  PM 

WENR  -  CHICAGO 


ABC 


SPOT  SALES 


American  Broadcasting  Company 

NEW  YORK  •   CHICAGO    •  SAN  FRANCISCO   •  LOS  .\NGELES  •  DETROIT 
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ABC  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  10) 

PORTLAND,  KEX 

SB      IM      5M  15M     30M     1  Hr 

D    20.00    25.00  40.00    67.00  112.00 

N    40.00    50.00  80.00  135.00  225.00 


PENNSYLVANIA 

ALLENTOWN,  WAEB 

D  10.00  10.00  20.00  40.00  60.00  100.00 
N    15.00    15.00    30.00    60.00    90.00  150.00 

ALTOONA,  WRTA 

D  6.00  6.00  20.00  30.00  45.00  75.00 
N      9.00      9.00    25.00    40.00    65.00  100.00 

ERIE,  WIKK 

D  8.00  8.00  16.00  32.00  48.00  80.00 
N    14.00    14.00    28.00    56.00    84.00  140.00 

HARRISBURG,  WHGB 

D  7.50  7.50  17.00  34.00  51.00  85.00 
N      9.50      9.50    25.00    50.00    75.00  125.00 

JOHNSTOWN,  WCRO 

D  6.00  6.00  20.00  30.00  45.00  75.00 
N      9.00     9.00    25.00    40.00    65.00  100.00 

LANCASTER,  WLAN 

D  7.00  8.00  20.00  40.00  60.00  90.00 
N    12.00    12.00    30.00    50.00    80.00  130.00 

PHILADELPHIA,  WFIL 

D  35.00  38.00  52.50  105.00  165.00  300.00 
N    35.00    38.00    52.50  105.00  165.00  300.00 

PITTSBURGH,  WCAE 

D  19.00  27.50  47.50  95.00  150.00  237.50 
N     38.00    55.00    95.00  190.00  300.00  475.00 

READING,  WEEU 

D  8.00  8.00  20.00  40.00  60.00  100.00 
N    12.00    12.00    30.00    60.00    90.00  150.00 


SCRANTON,  WARM 


7.20 
12.00 


7.20 
12.00 


12.00 
24.00 


SUNBURY,  WKOK 


D 
N 


4.50 
6.00 


4.50 
6.00 


10.00 
12.00 


24.00 
48.00 


13.00 
20.00 


WILKES-BARRE,  WILK 


7.00  7.00  12.50  25.00 
9.00     9.00    18.00  36.00 


YORK,  WSBA 


6.50 
12.00 


7.50 
12.00 


17.50 
27.50 


35.00 
47.50 


36.00  60.00 
72.00  120.00 


22.50  40.00 
35.00  60.00 


38.00  63.00 
54.00  90.00 


55.00  85.00 
75.00  125.00 


RHODE  ISLAND 

PROVIDENCE,  WFCI 

D     10.00    10.00    20.00    40.00  60.00  100.00 

N    20.00    20,00    40.00    80.00  120.00  200.00 

SOUTH  CAROLINA 

CHARLESTON,  WHAN 

D      4.00     4.00      8.00    16.00  24.00  40.00 

N      8.00      8.00    16.00    32.00  48.00  80.00 

COLUMBIA,  WCOS 

D      5.00      5.00    12.50    20.00  36.00  60.00 

N      7.00      7.00    16.00    32.00  48.00  80.00 

FLORENCE,  WJMX 

D      5.00      7.50    15.00    28.00  45.00  75.00 

N      7.50    10.00    20.00    40.00  60.00  100.00 

GREENVILLE,  WMRC 

D      7.00     7.00    10.00    20.00  30.00  50.00 

N     10.00    10.00    20.00    40.00  60.00  100.00 

SPARTANBURG,  WORD 

D      5.00      5.00    10.00    20.00  30.00  50.00 

N      7.00      7.00    17.50    28.00  42.00  70.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 
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SOUTH  DAKOTA 

YANKTON,  WNAX 

SB      IM      5M  15M     30M  1  Hr 

D     14.00    21.00    26.00  52.00    78.00  130.00 

N    18.00    27  00    37.50  75.00  140.00  275.00 


TENNESSEE 

CHATTANOOGA,  WDEF 

D  7.50  10.00  12.50  28.00  42.00  70.00 
N     12.50    14.00    25.00    56.00    84.00  140.00 

JACKSON,  WTJS 

D  4.00  5.00  8.00  16.00  24.00  40.00 
N      6.00      7.00    16.00    32.00    48.00  80.00 

JOHNSON  CITY,  WJHL 

D     10.00    10.00    15.00    25.00    50.00  100.00 

N    12.00    12.00    20.00    30.00    60.00  120.00 

KNOXVILLE,  WBIR 

D  7.00    10.00    24.00    36.00  60.00 

N  9.00    15.00    30.00    60.00  120.00 

MEMPHIS,  WMPS 

D  23.00  28.00  34.00  68.00  102.00  170.00 
N    33.00    38.00    48.00    96.00  144.00  240.00 

NASHVILLE,  WSIX 

D  10.00  12.00  24.00  48.00  72.00  120.00 
N    17.00    20.00    40.00    80.00  120.00  200.00 


TEXAS 


ABILENE,  KRBC 

D  10.00  10.00  14.00  28.00  42.00  70.00 
N     10.00    10.00    14.00    28.00    42.00  70.00 


AMARILLO,  KFDA 

D    10.00    10.00    18.00  28.00  45.00  75.00 

N     15.00    15.00    22.00  40.00  70.00  120.00 

AUSTIN,  KNOW 

D      5.25     6.00    12.00  20.00  30.00  40.00 

N      9.00    10.50    20.00  32.00  48.00  80.00 

BEAUMONT,  KFDM 

D      8.00    10.00    18.75  28.00  42.00  70.00 

N    15.00    18.00    37.50  56.00  84.00  140.00 

BIG  SPRING,  KBST 

D      5.00     5.00     9.00  18.00  27.00  45.00 

N      5.00     5.00     9.00  18.00  27.00  45.00 

BROWNSVILLE,  KVAL 

D      5.00     6.25    10.00  20.00  30.00  50.00 

N     10.00    12.50    20.00  40.00  60.00  100.00 

CORPUS  CHRISTI,  KSIX 

D      7.00     7.00    10.00  18.00  30.00  50.00 

N    10.00    10.00    18.00  30.00  48.00  80.00 

DALLAS,  WFAA 

D     13.50    18.00    25.00  48.00  72.00  120.00 

N     27.00    36.00    50.00  96.00  144.00  240.00 


EL  PASO,  KEPO 

D  6.00  6.00  10.80  21.60  32.00  54.00 
N      9.00      9.00    18.00    36.00    54.00  90.00 

FORT  WORTH,  WBAP 

D  27.50  36.00  60.00  96.00  144.00  240.00 
N     55.00    72.00  120.00  192.00  288.00  480.00 

HOUSTON,  KXYZ 

D  14.00  17.50  28.00  48.00  84.00  140.00 
N     28.00    35.00    56.00    96.00  168.00  280.00 


LONGVIEW,  KFRO 

D  6.00  7.20  12.00  24.00  36.00  60.00 
N     12.00    14.50    24.00    48.00    72.00  120.00 


LUBBOCK,  KFYO 

D  5.62  7.50  11.25  18.00  27.00  45.00 
N     11.25    15.00    22.50    36.00    54.00  90.00 


McALLEN,  KRIO 

D      5.00     6.00    12.00  24.00  36.00  60.00 

N      6.00    10.00    20.00  32.00  48.00  80.00 

MIDLAND,  KCRS 

D     10.00    10.00    16.00  28.00  48.00  70.00 

N     10.00    10.00    16.00  28.00  48.00  70.00 


PARIS,  KPLT 


5.00  9.00  18.00  27.00  45.00 
5.00      9.00    18.00    27.00  45.00 


SAN  ANGELO,  KGKL 

D  10.00  10.00  14.00  28.00  42.00  70.00 
N     10.00    10.00    14.00    28.00    42.00  70.00 


SAN  ANTONIO,  KABC 

SB      IM      5M      15M  30M  1  Hr 

D    21.42    25.20    35.00    53.20  97.80  133.00 

N     36.41    42.84    70.00  112.00  168.00  280.00 

TEXARKANA,  KCMC 

D      4.00      6.00    12.00    24.00  36.00  60.00 

N      6.00      8.00    16.00    32.00  48.00  80.00 

WACO,  WACO 

D      6.00     7.00    10.00    18.00  30.00  50.00 

N      9.00    10.00    15.00    35.00  60.00  100.00 

WICHITA  FALLS,  KFDX 

D      8.00      8.00    12.00    24.00  36.00  60.00 

N     13.00    13.00    20.00    40.00  60.00  100.00 


UTAH 


SALT  LAKE  CITY,  KUTA 

D  13.00    23.00    39.00    65.00  95.00 

N  23.00    32.00    55.00    85.00  150.00 


VERMONT 


BURLINGTON,  WJOY 

D  5.00  5.00  10.00  20.00  30.00  50.00 
N      7.50     7.50    12.00    30.00    45.00  75.00 


VIRGINIA 


CHARLOTTESVILLE,  WCHV 

D      4.00     5.00     8.00    16.00  24.00  40.00 

N      5.00     7.00    10.00    20.00  30.00  50.00 

COVINGTON,  WKEY 

D      4.00     5.00     7.00    15.00  20.00  30.00 

N      5.50     6.00     8.00    18.00  24.00  45.00 

DANVILLE,  WBTM 

D      6.00     7.00    12.00    24.00  36.00  60.00 

N    10.00    12.50    20.00    40.00  60.00  100.00 

FREDERICKSBURG,  WFVA 

D     4.00     5.00    10.00    17.50  22.50  40.00 

N      4.00     5.00    10.00    17.50  22.50  40.00 

LYNCHBURG,  WLVA 

D      7.50     7.50    12.00    24.00  36.00  60.00 

N     10.00    10.00    20.00    40.00  60.00  100.00 

NEWPORT  NEWS,  WGH 

D      8.00    12.00    16.00    32.00  48.00  80.00 

N     16.00    24.00    32.00    64.00  96.00  160.00 

RICHMOND,  WRNL 

D      8.00    14.00    19.00    38.00  57.00  96.00 

N    14.00    24.00    32.00    64.00  96.00  160.00 

ROANOKE,  WSLS 

D      7.75      8.50    14.00    28.00  42.00  70.00 

N    10.00    12.00    24.00    48.00  72.00  120.00 

SOUTH  BOSTON,  WHLF 


3.50  7.25  14.50  20.50  35.00 
3.50     7.25    14.50    20.50  35.00 


STAUNTON,  WTON 

D      2.52     3.15     6.30  12.60  *  18.90  31.50 

N      3.60     4.50     9.00  18.00  27.00  45.00 

SUFFOLK,  WLPM 

D      4.00     6.00     8.00  12.50  25.00  50.00 

N      4.00      6.00      8.00  12.50  25.00  50.00 

WINCHESTER,  WINC 

D      3.50     3.50    10.00  17.00  22.50  30.00 

N      3.50      3.50    10.00  17.00  22.50  30.00 


WASHINGTON 


BELLINGHAM,  KVOS 

D      8.00      8.00  12.50    20.00    30.00  50.00 

N     10.00    10.00  15.00    25.00    40.00  60.00 

PASCO,  KPKW 

D      3.50      4.50  9.75    16.10    28.50  47.50 

N      3.50      4.50  9.75    16.10    28.50  47.50 

SEATTLE,  KJR 

18.00    25.00  35.00    56.00    84.00  140.00 


35.00    60.00    70.00  112.00  168.00  280.00 


SPOKANE,  KGA 

SB      IM      5M  15M  30M  1  Hr 

D     12.50    17.50    25.00  48.00  72.00  120.00 

N    25.00    35.00    50.00  96.00  144.00  240.00 

WALLA  WALLA,  KWWB 

D      5.00                7.20  14.40  21.60  36.00 

N      6.00               12.00  24.00  36.00  60.00 

WENATCHEE,  KPQ 

D      8.00     8.00    12.50  20.00  30.00  50.00 

N    10.00    10.00    15.00  25.00  40.00  60.00 

YAKIMA,  KIT 

D      9.00     9.00    12.00  19.20  28.80  48.00 

N     12.00    12.00    20.00  32.00  48.00  80.00 


WEST  VIRGINIA 

CHARLESTON,  WKNA 

D      9.00'    9.75    15.00    30.00  45.00  75.00 

N    12.00    13.00    25.00    50.00  75.00  125.00  ' 

HUNTINGTON,  WSAZ 

D      8.00    10.00    18.98    34.50  51.75  86.25 

N    12.50    14.50    31.63    57.50  82.80  143.75* 

PARKERSBURG,  WCOM 

D      5.00     6.00    10.00    20.00  30.00  45.00 1 

N      7.00     8.00    15.00    30.00  45.00  75.00 

WHEELING,  WKWK 

D      8.00    10.00    15.00    24.00  36.00  60.00 

N    10.00    12.50    24.00    40.00  60.00  100.00 


WISCONSIN 


EAU  CLAIRE,  WBIZ 

D      2.00     2.80     5.35  9.65    19.25  33.00 

N     4.25     4.25     8.25  17.50    30.00  60.00 

GREEN  BAY,  WDUZ 


1 

■ 


6.00  8.00  10.00  20.00  30.00  50.00 
9.00    12.00    16.00    32.00    48.00  80.00 


LA  CROSSE,  WLCX 


4.95  6.60  8.50  17.00  25.50  42.50 
8.00    10.00    17.00    34.00    51.00  85.00 


MADISON,  Wise 


4.75 
8.50 


4.75  8.00  17.25  30.00  50.00 
8.50    15.00    32.50    60.00  100.00 


MILWAUKEE,  WMAW 

D    15.00    15.00    30.00    45.00  70.00  100.00 

N    30.00    30.00    50.00    80.00  120.00  200.00 

OSHKOSH,  WOSH 

D      6.00      6.00    13.00    22.00  35.00  60.00 

N      8.00     8.00    16.00    32.00  48.00  80.00 


S 


RACINE,  WRJN 

D  10.00  13.00  20.00  37.00  55.00  92.00 
N    10.00    13.00    20.00    37.00    55.00  92.00 


SHEBOYGAN,  WHBL 

D  6.00  6.00  16.00  24.00  36.00  60.00 
N     10.00    10.00    24.00    36.00    54.00  90.00 


SUPERIOR,  WDSM 


6.00  10.00  20.00  30.00  50 
10.00    20.00    40.00    60.00  100 


WYOMING 


CASPER,  KVOC 

D  3.50  3.50  6.80  11.00  18.00  30.00 
N      5.00     5.00    11.00    18.00    30.00  50.00 


CHEYENNE,  KFBC 


4.00 
6.00 


4.00  7.50  15.00  26.25  45.00 
6.00    12.50    18.75    35.00  60.00 


RAWLINS,  KRAL 


00  ^ 
.OO'lK 


2.75 
4.00 


2.75 
4.00 


12.00  18.00  30.00 
16.00    24.00  40.00 


HAWAII 


HONOLULU,  KULA 

D  10.00  12.50  15.00  30.00  45.00  lOO.OP 
N    20.00    25.00    30.00    60.00    90.00  200.00 
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CBS  NETWORK 


SPOT  RATE  FINDER 


ALABAMA 


BIRMINGHAM,  WAPI 

i        SB      IM      5M      15M  30M     1  Hr 

'd    14.00    16.00    20.00    40.00  60.00  100.00 

IW    28.00    32.00    40.00    80.00  120.00  200.00 


^MOBILE,  WKRG 

b      9.00     9.00    12.00  20.00  36.00  60.00 

N    12.00    12.00    20.00  40.00  60.00  100.00 

MONTGOMERY,  WCOV 

D      5.00     5.00    10.00  20.00  30.00  50.00 

!J      8.00     8.00    16.00  32.00  48.00  80.00 

I 

^ELMA,  WGWC 

4.00     4.00      8.00  16.00  24.00  40.00 

6.00     6.00    12.00  24.00  36.00  60.00 


ARIZONA 

jlcOOLIDGE,  KCKY 

b      4.00     4.00     6.00  12.00  18.00  30.00 

pj      8.00     8.00    12.00  24.00  36.00  60.00 

5t»HOENIX,  KOOL 

10.50    10.50    14.00  28.00  42.00  70.00 

21.00    21.00    28.00  56.00  84.00  140.00 

ijirucsoN,  Kopo 

OP      6.00     9.00    10.00  14.00  21.00  35.00 

J    12.00    18.00    20.00  28.00  42.00  70.00 


ARKANSAS 

jpTTLE  ROCK,  KLRA 
b      8.00    11.00    15.00    26.00    39.00  65.00 
13.00    16.00    28.00    52.00    78.00  130.00 

1 

CALIFORNIA 

CSAKERSFIELD,  KERN 
P      6.00     6.00    10.00    20.00    30.00  50.00 
H    12.00    12.00    20.00    40.00    60.00  100.00 


pHICO,  KXOC 

>  6.00  6.00  8.00  16.00  24.00  40.00 
J    12.00    12.00    16.00    32.00    48.00  80.00 


TIESNO,  KFRE 

5  15.00  16.50  27.50  44.00  66.00  110.00 
?    30.00    33.00    55.00    88.00  132.00  220.00 

uOS  ANGELES,  KNX 

)    80.00  100.00    86.67  173.33  260.00  433.33 

6  120.00  150.00  260.00  390.00  650.00 

>»ALM  SPRINGS,  KCMJ 
I  3      4.20     4.20     6.00    12.00    18.00  30.00 
]|||I<T      7.00     7.00    10.00    20.00    30.00  50.00 

SACRAMENTO,  KROY 

O  9.00  9.00  12.50  « 22.00  33.00  55.00 
fu    16.50    16.50    25.00    44.00    66.00  110.00 

liAN  DIEGO,  KCBQ 

3  13.20  13.20  20.00  35.20  52.80  88.00 
il    26.25    26.25    40.00   70.00  105.00  175.00 

AN  FRANCISCO,  KCBS 

>    28.00    35.00    37.50    70.00  105.00  175.00 

r    56.00    70.00  140.00  210.00  350.00 

ISTOCKTON,  KGDM 

b  9.00  9.00  18.00  30.00  45.00  75.00 
p    15.00    15.00    25.00    48.00    72.00  120.00 


COLORADO 

OLORADO    SPRINGS,  KVOR 
(5      5.00     5.00    10.00    20.00    30.00  50.00 
ll      8.00     8.00    13.00    36.00    54.00  90.00 

lENVER,  KLZ 

18.00  18.00  30.00  55.00  83.00  138.00 
i-Ollir    36.00    36.00    60.00  110.00  165.00  275.00 


CONNECTICUT 


lARTFORD,  WDRC 

i  12.50  17.50  21.00  42.00  63.00  105.00 
jf    25.00    35.00    42.00    84.00  126.00  210.00 

rATERBURY,  WBKY 

6.00  6.00  10.00  20.00  30.00  50.00 
12.00    12.00    20.00    40.00    60.00  100.00 


DISTRICT  OF  COLUMBIA 

WASHINGTON,  WTOP 

SB      IM  5M      15M  30M     1  Hr 

D    30.00    40.00  37.50    75.00  112.00  187.50 

N    60.00  150.00  225.00  375.00 


FLORIDA 

FORT  MYERS,  WINK 

D      4.75     5.50    10.00    15.00  30.00  50.00 

N      5.75     6.50    12.00    18.00  36.00  60.00 

JACKSONVILLE,  WMBR 

D    10.00    10.00    18.00    36.00  54.00  90.00 

N    20.00    20.00    36.00    72.00  108.00  180.00 

MIAMI,  WGBS 

D    20.00    20.00    30.00    60.00  90.00  150.00 

N    30.00    30.00    50.00  100.00  150.00  250.00 

ORLANDO,  WDBO 

D      8.50     8.50    13.75    27.50  44.00  71.50 

N    12.00    12.00    19.25    38.50  66.00  110.00 

ST.  AUGUSTINE,  WFOY 

D      4.50      4.50      7.00    15.00  22.00  36.00 

N      9.00     9.00    11.00    22.00  33.00  54.00 

SARASOTA,  WSPB 

D      3.75     3.75    10.00    20.00  30.00  50.00 

N      5.00      5.00    12.00    24.00  36.00  60.00 

TALLAHASSEE,  WTAL 

D      7.00     7.00    12.00    24.00  36.00  60.00 

N     10.00    10.00    18.00    36.00  54.00  90.00 

TAMPA,  WDAE 

D     12.00    12.00    20.00    32.00  50.00  80.00 

N    16.00    16.00    30.00    60.00  90.00  160.00 

WEST  PALM  BEACH,  WJNO 

D      6.00     6.00    10.00    20.00  30.00  50.00 

N    12.00    12.00    20.00    40.00  60.00  100.00 


GEORGIA 


ALBANY,  WGPC 

D      2.50     3.50     6.00  12.00  18.00  30.00 

N      4.00     5.00    12.00  24.00  36.00  60.00 

ATHENS,  WGAU 

D      3.00     3.00     6.00  12.00  18.00  30.00 

N      5.00     5.00    10.00  20.00  30.00  50.00 

ATLANTA,  WAGA 

D    21.00    24.00    48.50  78.00  117.00  195.00 

N    34.00   40.00    54.00  90.00  156.00  260.00 

AUGUSTA,  WRDW 

D      6.00     6.00    12.00  24.00  36.00  60.00 

N    10.00    10.00    20.00  40.00  60.00  100.00 

COLUMBUS,  WRBL 

D      6.00     7.50    12.00  24.00  36.00  60.00 

N    10.00    12.50    20.00  40.00  60.00  100.00 

MACON,  WMAZ 

D      9.50    11.00    25.00  40.00  60.00  100.00 

N    14.00    16.00    37.50  60.00  90.00  150.00 

SAVANNAH,  WTOC 

D      9.50    12.50    21.50  37.50  56.00  94.00 

N    14.50    19.00    32.00  56.00  84.00  140.00 


IDAHO 


BOISE,  KDSH 

D  5.00  6.50  10.00  20.00  30.00  50.00 
N    10.00    12.50    20.00    40.00   60.00  100.00 


ILLINOIS 


'ote:  All  rates  one-time.  For  complete 
srplanatlon  see  Foreword. 

8ROADCASTING    •  Telecasting 


CHAMPAIGN,  WDWS 

D  3.50  5.00  6.66  16.00  24.00  40.00 
N      4.50     6.00    10.00    24.00    36.00  60.00 

CHICAGO,  WBBM 

D  87.50  110.00  99.00  198.00  330.00  550.00 
N  175.00  396.00  660.00  1100.00 

DANVILLE,  WDAN 

D  5.00  5.00  10.00  20.00  30.00  50.00 
N      6.00     6.00    15.00    30.00    45.00  75.00 


DECATUR,  WSOY 


SB 

IM  5M 

15M 

30M 

IHr 

D  4.50 

5.50  9.00 

18.00 

30.00 

50.00 

N  6.50 

Q  fin    1 9  nn 

26  00 

45  00 

75.00 

PEORIA, 

WMBD 

D  10.00 

IJ.OO  lO.ZD 

32.50 

53.00 

DQ  nn 

JN  -sU.UU 

105  00 

175.00 

QUINCY, 

WTAD 

D  12.00 

12.00  20.00 

40.00 

60.00 

100.00 

N  15.00 

15.00  30.00 

60.00 

90.00 

150.00 

KANSAS 


KENTUCKY 


MAINE 


SPRINGFIELD,  WTAX 

D      6.00     6.00    10.00    19.00    30.00  50.00 

N    10.00    10.00    16.00    32.00    48.00  80.00 


INDIANA 

EVANSVILLE,  WEOA 

D      6.00     8.00    16.00    32.00  48.00  80.00 

N      9.00    10.00    20.00    40.00  60.00  100.00 

FORT  WAYNE,  WANE 

D      7.00     7.00    12.00    24.00  36.00  60.00 

N    10.00    10.00    20.00    40.00  60.00  100.00 

INDIANAPOLIS,  WFBM 

D    13.00    15.00    25.00    50.00  75.00  135.00 

N    25.00    30.00    50.00  100.00  150.00  270.00 

KOKOMO,  WIOU 

D                9.00    14.00    28.00  42.00  70.00 

N              12.00    18.00    36.00  54.00  90.00 

MUNCIE,  WLBC 

D      6.00     6.00    10.00    20.00  30.00  50.00 

N    10.00    10.00    16.00    32.00  48.00  80.00 

SOUTH  BEND,  WSBT 

D    13.00    13.00    25.00    45.00  70.00  115.00 

N    18.00    18.00    30.00    60.00  90.00  150.00 

TERRE  HAUTE,  WTHI 

D      8.00      8.00    16.00    32.00  48.00  80.00 

N     12.00    12.00    24.00    48.00  72.00  120.00 


IOWA 

CEDAR  RAPIDS,  WMT 

D     13.00    19.50    24.00    48.00    72.00  120.00 

N    20.00    30.00    37.50    75.00  140.00  250.00 

DES  MOINES,  KSD 

D  10.00  14.00  20.00  40.00  60.00  100.00 
N    16.00    24.00    25.00    50.00  100.00  200.00 

MASON  CITY,  KGLO 

D  10.50  10.50  18.50  37.00  55.50  92.50 
N    14.00    14.00    28.00    56.00    84.00  140.00 


TOPEKA,  WIBW 

D    20.00    24.00    46.67  66.67  120.00  200.00 

N    24.00    36.00    48.00  96.00  144.00  240.00 

WICHITA,  KFH 

D    15.00    15.00    28.15  45.00    67.50  112.50 

N    30.00    30.00    56.25  90.00  135.00  225.00 


ASHLAND,  WCMI 

D  5.00  5.00  10.00  20.00  32.00  60.00 
N      6.50      6.50    12.00    30.00    55.00  100.00 

HOPKINSVILLE,  WHOP 

D  6.00  6.00  7.50  14.00  25.00  42.00 
N      6.00     6.00     7.50    14.00    25.00  42.00 

LOUISVILLE,  WHAS 

D  37.50  37.50  62.50  100.00  150.00  250.00 
N'    75.00    75.00  200.00  300.00  500.00 

PADUCAH,  WPAD 

D  6.50  6.50  10.00  20.00  35.00  60.00 
N      6.50      6.50    10.00    20.00    35.00  60.00 


LOUISIANA 

LAKE  CHARLES,  KLOU 

D      6.00     8.00    12.00    18.00    30.00  50.00 

N      9.00    12.00    24.00    36.00    60.00  100.00 

NEW  ORLEANS,  WWL 

D    30.00    30.00    50.00    84.00  146.00  225.00 

N    60.00    60.00  101.00  169.00  292.00  450.00 

SHREVEPORT,  KWKH 

D    13.75    18.00    30.00    60.00    90.00  150.00 

N    27.50   36.00    60.00  120.00  180.00  300.00 


BANGOR,  WGUY 

SB      IM      5M  15M  30M  1  Hr 

D      6.00     6.00    10.00  20.00  30.00  50.00 

N     12.00    12.00    20.00  40.00  60.00  100.00 

PORTLAND,  WGAN 

D    12.00    12.00    18.00  36.00  54.00  90.00 

N     24.00    24.00    36.00  72.00  108.00  180.00 


MARYLAND 


BALTIMORE,  WCAO 

D  22.50  27.50  37.50  75.00  112.50  187.50 
N    45.00    55.00    75.00  150.00  225.00  375.00 


CUMBERLAND,  WCUM 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N      9.00     9.00    18.00    36.00    54.00  90.00 


FREDERICK,  WFMD 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N    10.00    10.00    20.00    40.00    60.00  100.00 


MASSACHUSETTS 


BOSTON,  WEEI 

D  42.00  50.00  52.50  105.00  157.50  262.50 
N    84.00    70.00    70.00  210.00  315.00  525.00 


SPRINGFIELD,  WMAS 

D  10.00  10.00  15.00  30.00  45.00  75.00 
N    20.00    20.00    30.00    60.00    90.00  150.00 


WORCESTER,  WTAG 

D  17.00  17.00  25.00  50.00  75.00  125.00 
N    34.00    34.00    50.00  100.00  150.00  250.00 

(Continued  on  page  14) 
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CBS 

*  Sales  Management  Aug.  19S0 


CBS  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  13) 
MICHIGAN 

DETROIT,  WJR 

SB  IM  5M  15M  30M  1  Hr 
D  68.75  75.00  110.00  220.00  330.00  550.00 
N  125.00  150.00  200.00  400.00  600.00  1000.00 

GRAND  RAPIDS,  WJEF 

D      9.00    10.76    16.00    32.00    48.00  80.00 

N     16.00    18.00    30.00    55.00    80.00  135.00 

KALAMAZOO,  WKZO 

D  10.50  12.75  18.00  36.00  54.00  90.00 
N     17.00    20.00    30.00    60.00    90.00  150.00 


MINNESOTA 

DULUTH,  KDAL 

D  9.00  9.00  15.00  30.00  45.00  75.00 
N    18.00    18.00    30.00    60.00    90.00  150.00 

MINNEAPOLIS,  WCCO 

D  57.00  72.00  72.00  144.00  216.00  360.00 
N  95.00  240.00  360.00  600.00 


MISSISSIPPI 


JACKSON,  WJQS 

D      3.40     3.40      7.50  12.75  21.25  42.50 

N      5.00      5.00    10.00  21.25  36.00  60.00 

MERIDIAN,  WCOC 

D      3.40      3.40      7.50  12.75  21.25  42.50 

N      5.00      5.00    10.00  21.25  36.00  60.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


MISSOURI 


JOPLIN,  KSWM 

SB      IM  5M      15M  30M     1  Hr 

D      8.50     8.50  15.00    20.00  35.00  50.00 

N    10.00    10.00  18.00    30.00  45.00  75.00 

KANSAS  CITY,  KMBC 

D    24.00    40.00  60.00 

N    50.00    70.00  120.00 

SPRINGFIELD,  KITS 

D      5.00     5.00  10.00    17.50  30.00  50.00 

N      6.00     6.00  15.00    26.25  45.00  75.00 

ST.  LOUIS,  KMOX 

D    54.00    78.00  69.00  138.00  207.00  345.00 

N     90.00  230.00  345.00  575.00 


MONTANA 


BUTTE,  KBOW 

D      8.00     8.00    10.00  20.00  30.00  50.00 

N      8.00     8.00    10.00  20.00  30.00  50.00 

GREAT  FALLS,  KFBB 

D    10.00    10.00    15.00  30.00  45.00  70.00 

N    10.00    13.00    20.00  40.00  60.00  100.00 

MISSOULA,  KGVO 

D      7.88    10.50    10.50  21.00  31.00  .  52.50 

N    10.50    14.00    14.00  28.00  42.00  70.00 


NEBRASKA 


OMAHA,  KFAB 

D    20.00    20.00    40.00    80.00  120.00  200.00 

N    40.00    40.00    80.00  160.00  240.00  400.00 

SCOTTSBLUFF,  KOLT 

D      9.00     9.00    16.50    30.00    50.00  90.00 

N      9.00     9.00    16.50    30.00    50.00  90.00 


NEVADA 


LAS  VEGAS,  KLAS 

D      6.00     6.00     8.40  16.50  25.50  42.00 

N     10.00    10.00    14.00  28.00  42.00  70.00 

RENO,  KOLO 

D      4.80     4.80     7.60  15.20  22.80  38.00 

N      7.60     7.60    15.20  30.40  45.60  76.00 


NEW  HAMPSHIRE 

KEENE,  WKNE 

D      6.70     8.00    13.40    26.80  40.20  67.00 

N     10.00    12.00    20.00    40.00  60.00  100.00 

MANCHESTER,  WFEA 

D      6.00     6.00    12.00    24.00  36.00  60.00 

N    12.00    12.00    24.00    48.00  72.00  120.00 


NEW  JERSEY 


ATLANTIC  CITY,  WBAB 

D  3.75  5.00  12.50  25.00  45.00  75.00 
N      7.00     9.50    18.75    45.00    75.00  125.00 


NEW  MEXICO 

ALBUQUERQUE,  KGGM 

D      7.00    10.00    15.00    24.00  36.00  60.00 

N     14.00    20.00    30.00    48.00  72.00  120.00 

CARLSBAD,  KAVE 

D      5.00      5.00    12.00    16.00  24.00  40.00 

N      8.00      8.00    15.00    24.00  36.00  60.00 


SANTA  FE,  KVSF 


D 

6.00 

7.50 

12.50 

20.00 

30.00 

50.00 

N 

6.00 

7.50 

12.50 

20.00 

30.00 

50.00 

SILVER 

CITY, 

KSIL 

D 

4.00 

4.00 

7.50 

12.00 

18.00 

30.00 

N 

5.00 

5.00 

12.00 

16.00 

24.00 

40.00 

NEW  YORK 


BINGHAMTON,  WNBF 

D  10.80  10.80  19.80  36.00  54.00  90.00 
N     18.00    18.00    33.00    60.00    90.00  150.00 

BUFFALO,  WGR 

D  15.00  22.00  28.00  56.00  84.00  140.00 
N    42.50    56.00    70.00  140.00  210.00  350.00 


ITHACA,  VPHCU 

SB      IM      5M  15M  30M    1  Hr 

D      6.00     9.00    15.00  30.00  45.00  75.00 

N      6.00     9.00    25.00  50.00  75.00  125.00 

NEW  YORK,  WCBS 

D     100.00  135.00  270.00  405.00  675.00 

N     540.00  540.00  810.00  1350.00 

ROCHESTER,  WHEC 

D  17.00  20.00  30.00  50.00  90.00  140.00 
N    30.00    35.00    50.00    90.00  140.00  225.00 

SYRACUSE,  WFBL 

D  10.00  15.00  25.00  45.00  70.00  110.00 
N    20.00    30.00    50.00    90.00  140.00  225.00 

TROY,  WTRY 

D  12.75  16.00  25.00  50.00  75.00  125.00 
N    24.00    30.00    45.00    90.00  135.00  225.00 

UTICA,  WIBX 

D  14.50  17.00  25.00  35.00  40.00  60.00  100.00 
N  20.50  22.50  35.00  50.00  60.00  90.00  150.00 

WATERTOWN,  WWNY 

D      4.00      8.00    14.00    28.00    48.00  80.00 

N      6.00    12.00    24.00    48.00    72.00  120.00 


NORTH  CAROLINA 

ASHEVILLE,  WWNC 

D      8.50     8.50    15.00    27.50  45.00  75.00 

N    13.50    13.50    20.00    45.00  75.00  125.00 

CHARLOTTE,  WBT 

D    35.00    40.00    63.75    85.00  127.50  212.50 

N     70.00    80.00  127.50  170.00  255.00  425.00 

DURHAM,  WDNC 

D    10.00    10.00    15.00    30.00  45.00  75.00 

N     15.00    15.00    25.00    50.00  75.00  125.00 

GREENSBORO,  WBIG 

D      8.50      8.50    17.00    35.00  50.00  85.00 

N     14.00    14.00    27.00    55.00  85.00  140.00 

WILSON,  WGTM 

D      8.50     8.50    15.00    30.00  45.00  75.00 

N    10  00    10.00    25.00    50.00  75.00  100.00 


NORTH  DAKOTA 

GRAND  FORKS,  KILO 

D  6.25  6.25  12.50  25.00  37.50  62.50 
N      8.00     8.00    16.00    32.00    48.00  80.00 

JAMESTOWN,  KSJB 

D  10.00  13.00  23.45  46.90  70.35  117.25 
N    12.00    3  5.00    35.00    70.00  105.00  175.00 


OHIO 


OKLAHOMA 


OREGON 


AKRON,  WADC 

D     12.50    12.50    25.00    44.00  66.00  110.00 

N     22.50    22.50    45.00    88.00  132.00  220.00 

CINCINNATI,  WKRC 

D    30.00    30.00    42.50    68.00  102.00  170.00 

N    60.00    60.00    85.00  136.00  204.00  340.00 

CLEVELAND,  WGAR 

D    37.50    45.00    50.00  100.00  150.00  250.00 

N    75.00    90.00  lOO.OG  200.00  300.00  500.00 

COLUMBUS,  WBNS 

D    20.00    20.00    33.37    49.87  70.87  105.00 

N    40.00    40.00    66.75    99.75  141.75  210.00 

DAYTON,  WHIO 

D              16.00    28.00    45.00  65.00  100.00 

N              26.00    45.00    90.00  130.00  200.00 

PORTSMOUTH,  WPAY 

D      6.00     6.00    12.00    24.00  36.00  60.00 

N      7.50     7.50    15.00    30.00  45.00  75.00 

YOUNGSTOWN,  WKBN 

D     12.00    15.00    19.00    38.00  57.00  95.00 

N     18.00    20.00    38.00    76.00  114.00  190.00 


OKLAHOMA  CITY,  KOMA 

D  15.00  20.00  30.00  40.00  80.00  150.00 
N    30.00    40.00    50.00    90.00  160.00  275.00 

TULSA,  KTUL 

D  12.00  12.00  20.00  40.f0  60.00  100.00 
N    24.00    24.00    40.00    80.00  120.00  200.00 


PORTLAND,  KOIN 

D  15.00  30.00  32.50  37.50  75.00  150.00 
N    30.00    60.00    65.00    75.00  150.00  300.00 


PENNSYLVANIA 

ALLENTOWN,  WHOL 

SB      IM      5M  15M  30M  1  Hr 

D      7.00     8.50    15.00  30.00  51.00  85.00 

N     12.50    12.50    25.00  50.00  75.00  123.00 

ALTOONA,  WVAM 
D      6.90      6.90    21.25    32.20    48.90  80.50 
N    10.35    10.35    28.75    46.00    69.00  115.00 

DU  BOIS,  WCED 
D      5.00      6.25    12.90    22.40    36.40  56.00 
N      5.00     6.25    12^.90    22.40    36.40  56.00 

HARRISBURG,  WHP 
D    12.00    12.00    20.00    40.00    60.00  100.00 
N    18.00    18.00    30.00    60.00    90.00  150.00 

INDIANA,  WDAD 
D      5.00      6.00    12.90    22.40    36.43  56.00 
N      5.00     6.00    12.90    22.40    36.40  56.00 

JOHNSTOWN,  WARD 
D      5.00     6.00    18.50    28.00    42.50  70.00 
N      6.00     9.00    25.00    40.00    60.00  100.00 

PHILADELPHIA,  WCAU 
D    37.00    45.00    60.00  120.00  180.00  300.00 
N    75.00    90.00  120.00  240.00  360.00  600.00 

PITTSBURGH,  WJAS 

D  19.00  27.50  45.00  75.00  120.00  192.00 
N    38.00    55.00    90.00  150.00  240.00  384.06 

READING,  WHUM 

D  6.50  7..''0  17.00  30.00  50.00  75.00 
N    12.00    12.00    24.00    48.00    82.00  120.00 

SCRANTON,  WGBI 
D     13.00    13.00    21.00    35.00    53.00  88.00 
N    20.00    20.00    42.00    70.00  105.00  175.00 

UNIONTOWN,  WMBS 

D  4.50  7.50  15.00  30.00  45.00  75.00 
N      7.50    12.50    25.00    50.00    75.00  125.0C 

WILLIAMSPORT,  WWPA 

D  7.50  7.50  13.50  27.50  40.00  65,0C 
N      9.00      9.00    18.00    35.00    55.00  90.0C 

(Continued,  on  page  16) 
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BROADCASTING    •  Telecasting 


This  is  CBS 

where  more 

of  the 


I  the  largest  weeK 

-leads  all  f"'-'         «i       ,iiui  mikM 
I9S0  Nielsen  Rad  'es,  single  nation  wide 

li:>ieii.iit:  ^1  ivice  used  by  all  networKsl 
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le 


hsten 
most  of 


the  time 


mim 


m 
Pi  ■ 


CBS 


CBS  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  14) 
RHODE  ISLAND 

PROVIDENCE,  WPRO 

SB      IM  5M      15M    30M     1  Hr 

D    15.00    15.00  24.00    48.00    72.00  120.00 

N    30.00    30.00  48.00    96.00  144.00  240.00 


SOUTH  CAROLINA 

ANDERSON,  WAIM 

D      7.00     7.00    18.00    36.00  54.00  90.00 

N      7.00     7.00    18.00    36.00  54.00  90.00 

CHARLESTON,  WCSC 

D      6.00      6.00    12.00    20.00  32.50  62.50 

N    12.00    12.00    25.00    40.00  65.00  125.00 

COLUMBIA,  WMSC 

D      5.00     5.00    10.00    20.00  30.00  50.00 

N      8.00     8.00    15.00    30.00  45.00  75.00 

SPARTANBURG,  WSPA 

D      8.50     8.50    17.00    34.00  51.00  85.00 

N    12.50    12.50    25.00    50.00  75.00  125.00 


SOUTH  DAKOTA 

RAPID  CITY,  KOTA 

D  7.50  10.00  15.00  30.00  50.00  80.00 
N      9.00    12.50    20.00    45.00    65.00  lOO.OO 


TENNESSEE 


CHATTANOOGA,  WDOD 

D  10.00  10.00  14.00  28.00  42.00  70.00 
N    18.00    18.00    28.00    56.00    84.00  140.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


COOKEVILLE,  WHUB 

SB      IM      5M  15M  30M  1  Hr 

D      3.00      3.00      6.00  12.00  18.00  30.00 

N      3.00     3.00     6.00  12.00  18.00  30.00 


KNOXVILLE,  WNOX 

D     15.00    15.00    25.00  50.00    75.00  125.00 

N    30.00    30.00    50.00  100.00  150.00  250.00 

MEMPHIS,  WREC 

D    20.00    25.00    40.00  56.00  100.00  150.00 

N    35.00    40.00    50.00  95.00  150.00  280.00 

NASHVILLE,  WLAC 

D    15.00    15.00    30.00  60.00    90.00  150.00 

N    30.00    30.00    60.00  120.00  180.00  300.00 


TEXAS 


AMARILLO,  KLYN 

D  9.00  10.00  20.00  30.00  50.00  80.00 
N      9.00    10.00    20.00    30.00    50.00  80.00 


AUSTIN,  KTBC 

D      9.00     9.00    15.00  26.00  42.00  70.00 

N    13.50    13.50    30.00  50.00  75.00  125.00 

CORPUS  CHRISTI,  KEYS 

D      6.00     7.20    12.00  24.00  36.00  60.00 

N    12.00    14.40    24.00  48.00  72.00  120.00 

EL  PASO,  KROD 

D    13.00    12.00    20.00  32.00  48.00  80.00 

N    18.00    18.00    30.00  48.00  72.00  120.00 


HARLINGEN,  KGBS 

D      4.00     6.00    10.00  16.00    24.00  40.00 

N      6.00    10.00    15.00  24.00    36.00  60.00 

HOUSTON,  KTRH 

D    20.00    25.00    42.00  70.00  105.00  175.00 

N    40.00    50.00    84.00  140.00  210.00  350.00 

ODESSA,  KOSA 

D      6.75      6.75    11.25  18.00    27.00  45.00 

N      9.00     9.00    15.00  24.00    36.00  60.00 


RESULTS 


FIRST- 


RATINGS 


WVAMlWARD 


A  L  T  O  O  N  A 

You're  on  the  INSIDE 
with  the  big  OUT- 
SIDE Bonus-Audience 
on  Central  Pennsyl- 
vania's only  lOOO-w^att 
full-time  CBS  cover- 
age. 

Power-plus  potential. 


JOHNSTOWN 

Take  a  2nd  look  at 
WARD,  Hooper-First 
in  Western  Pennsyl- 
vania's 2nd  Metropol- 
itan Market  with 
nearly  300,000. 

It's  Pittsburgh 
Then  JOHNSTOWN! 


leprese 


nttd    by    Weed    &  Company 
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SAN  ANTONIO,  KTSA 

SB  IM  5M  15M  30M  1  Hr 
D  19.00  19.00  28.20  45.00  67.50  112.50 
N    38.00    38.00    56.30    90.00  135.00  225.00 

WICHITA  FALLS,  KWFT 

D  13.00  13.00  22.00  39.00  65.00  115.00 
N    20.00    20.00    30,00    60.00  100.00  175.00 


UTAH 

CEDAR  CITY,  KSUB 

D  6.00  6.00  7.50  15.00  25.00  50.00 
N      6.00     6.00      7.50    15.00    25.00  50.00 

SALT  LAKE  CITY,  KSL 

D  25.00  25.00  40.00  65.00  100.00  150.00 
N    50.00    50.00    80.00  130.00  200.00  300.00 


VERMONT 


BURLINGTON,  WCAX 

D  9.00  9.00  15.00  30.00  45.00  75.00 
N     15.00    15.00    25.00    50.00    75.00  125.00 


VIRGINIA 


RICHMOND,  WRVA 

D    22.50    28.00    40.00  80.00  120.00  200.00 

N     45.00    55.00    70.00  140.00  210.00  350.00 

ROANOKE,  WDBJ 

D      7.50     9.50    15.00  30.00    45.00  75.00 

N     11.00    14.00    25.00  50.00    75.00  125.00 


WASHSNGTON 

SEATTLE,  KIRO 

D     26.00    41.00    50.00  75.00  112.50  187.50 

N     55.00    78.00    92.00  150.00  225.00  375.00 

SPOKANE,  KXLY 

D    12.50    12.50    17.50  27.50    42.50  85.00 

N    25.00    25.00    35.00  55.00    85.00  170.00 


YAKIMA,  KIMA 

D  8.00  10.00  12.50  20.00  30.00  50.00 
N      9.00    11.00    15.00    25.00    40.00  60.00 


WEST  VIRGINIA 

BECKLEY,  WJLS 

D  5.00  5.00  7.50  14.00  22.50  37.50 
N      7.50      7.50    10.00    20.00    30.00  50.00 

CHARLESTON,  WCHS 

D  12.10  14.52  24.20  48.40  72.60  108.90 
N     16.94    19.36    36.30    72.60  108.90  181.50 

FAIRMONT,  WMMN 

D  9.00  9.00  18.00  36.00  54.00  90.00 
N    15.00    15.00    30.00    60.00    90.00  150.00 

PARKERSBURG,  WPAR 

D  5.00  6.00  10.00  20.00  30.00  45.00 
N      7.00     8.00    15.00    30.00    45.00  75.00 

WHEELING,  WWVA 

D  25.00  25.00  45.00  72.00  120.00  200.00 
N    50.00    50.00    90.00  144.00  240.00  400.00 


ALASKA 


WISCONSIN 


GREEN  BAY,  WBAY 

D      7.50     .9.00    10.00  25.00  42.00  70.00 

N    12.50    17.50    21.00  50.00  85.00  140.00 

MADISON,  WKOW 

D      9.00      9.00    18.00  30.00  54.00  90.00 

N     15.00    15.00    30.00  50.00  90.00  150.00 

MILWAUKEE,  WISN 

D    23.25    23.25    45.00  60.00  93.75  150.00 

N    46.50    46.50    90.00  120.00  187.50  300.00 


ANCHORAGE,  KFQD 

SB      IM      5M  15M  30M  1  Hr 

D      7.50    10.50    15.00  30.00  45.00  75.0C 

N     12.00    16.80    27.00  45.00  75.00  120.0C 

FAIRBANKS,  KERB 

D      5.00      7.00    10.00  20.00  30.00  SO.OC 

N      8.00    11.25    18.00  30.00  50.00  SO.OC 

JUNEAU,  KINY 

D      6.25      8.75    12.50  25.00  37.50  60.0r 

N    10.00    13.60    22.50  37.50  60.00  lOO.OC 

KETCHIKAN,  KTKN 

D      5.00     7.00    lO.OC  20.00  30.00  50.0C 

N      8.00    11.25    18.00  30.00  50.00  80.0( 


SEWARD,  KIBH 

D      3.75      5.25      7.50  15.00  22.50  40.0( 

N      6.00      8.50    15.00  25.00  40.00  60.0C 

SITKA,  KIFW 

D      3.75      5.25      7.50  15.00  22.50  40.0C 

N      6.00      8.50    15.00  25.00  40.00  60.0( 


HAWAII 


HILO,    KHBC    (combined  rates  witl 

KGMB,  Honolulu) 

D    12.00    15.00    16.50  33.00  49.50  82.5( 

N    24.00    30.00    33.00  66.00  99.00  165.0( 

HONOLULU,  KGMB 

D     10.20    12.75    14.03  28.05  42.08  70.1: 

N    20.40    25.50    28.05  53.10  84.15  140.2,' 


i 


SERTO  RICO 


SAN  JUAN,  WKAQ 
D  6.70    13.30    25.00  50.0( 

N  13.30    26.70    50.00  lOO.Ot 
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BROADCASTING    •  Telecastini 


'Iti 


MBS  Network 


SPOT  RATE  FINDER 


ALABAMA 

NDALUSIA,  WCTA 

SB      IM      5M  15M 

2.00     3.75     6.00  10.00 

2.50     5.00    10.00  20.00 


NNISTON,  WOOB 

1.25     2.30     5.00  8.00 

1.25     3.00     6.00  12.00 

[RMINGHAM.  WTNB 

7.50     7.50    18.75  30.00 

10.00    10.00    25.00  40.00 

iBEWTON,  WEBJ 

I      2.50     2.50     6.75  12.25 

2.50     2.50     6.75  12.25 


Iecatur,  WMSL, 


2.00 
2.00 


3.00 
3.00 


5.00  10.00 
5.00  10.00 


30M  1  Hr 
18.00  30.00 
30.00  50.00 


14.00  25.00 
18.00  30.00 


45.00  75.00 
60.00  100.00 


24.00  45.00 
24.00  45.00 


15.00  30.00 
15.00  30.00 


16.00  30.00 
16.00  30.00 


18.00  30.00 


EMOPOLIS,  WXAL 

2.00      1.50      7.50  10.00 

2.00     1.50     7.50  10.00 

OTHAN,  WAGF 

3.00     3.00     5.00  10.00 
(rates  on  request) 

UFAULA.  WULA 

2.70     2.70     5.00  12.50    20.00  35.00 

2.70     2.70     5.00  12.50    20.00  35.00 

ADSDEN,  WJBY 

3.40     5.50  12.00    21.00  39.00 

5.50     8.00  20.00    38.00  65.00 

UNTSVILLE,  WBHP 

3.00     3.00     5.00  15.00    28.00  50.00 

3.00     3.00     5.0O  15.00    28.00  50.00 

OBILE,  WABB 

9.00     9.00    11.00  22.00    33.00  55.00 

12.00    12.00    22.00  44.00    66.00  110.00 

jONTGOMERY,  WJJJ 

7.50    12.00  20.00    36.00  60.00 

10.00    20.00  40.00    60.00  100.00 

iUSCLE  SHOALS.  WLAY 

5.00      5.00    12.00  24.00    36.00  60.00 

5.00     5.00    12.00  24.00    36.00  60.00 

PELIKA,  WJHO 

1.50  4.00 

1.50  4.00  7.50  15.00  27.00  45.00 
BLMA,  WHBB 

3.50     3.50     6.00  12.00 

5.00     5.00     8.00  17.50 

Stlacauga,  wfeb 

3.75     6.00  10.00 

3.75     6.00  10.00 

(ALLADEGA,  whtb 

2.50     2.50     7.50  15.00 

2.50     2.50     7.50  15.00 

KOY,  WTBF 

3.00  3.00  5.00  10.00  18.00  30.00 
USCALOOSA,  WTBC 

3.00     5.0C    10.00  24.00 

3.00     5.00    10.00  24.00 


20.00 
30.00 


18.00  30.00 
18.00  30.00 


25.00  50.00 
25.00  50.00 


36.00  60.00 
36.00  60.00 


ARIZONA 


aSBEE,  KSUN 

4.75     6.10     9.00  18.00  27.00  45.00 

r      6.30     8.10     9.00  18.00  27.00  45.00 

tHOENIX,  KOY 

k     10.50    10.50    14.00  28.00  42.00  72.00 

'     21.00    21.00    28.00  56.00  84.00  140.00 

"UCSON,  KTUC 

5.00     5.00     7.00  12.00  18.00  30.00 

8.00     8.00    10.00  20.00  30.00  50.00 


ARKANSAS 


iRKADELPHIA,  KVRC 

4.00     4.50     7.50    15.00  22.50  38.00 

4.50     5.50     9.00    19.00  30.00  48.00 

PAMDEN,  KAMD 

»      2.50     3.75     7.50    15.00  22.50  37.50 

«     3.75     5.50    11.25    22.50  33.75  56.00 

fAYETTEVlLLE,  KGRH 

2.50     3.50     7.50    14.00  21.00  35.00 

3.25     4.50    10.00    20.00  30.00  50.00 


Sote:  All  rates  one-time.  For  complete 
lixplanatlon  see  Foreword. 


FORT  SMITH,  KFPW 

SB       IM      5M  15M 
D  4.55 
N  5.20 


30M     1  Hr 


5.85  7.80  15.60  23.40  39.00 
7.80    15.60    30.20    46.80  78.00 


HARRISON,  KHOZ 

D               2.59     7.50  14.00  21.00  35.00 

N                3.50    10.00  20.00  30.00  Sfl.OO 

HELENA,  KFFA 

D      4.50     5.00      8.00  16.00  24.00  40.00 

N      7.00      8.00    16.00  32.00  48.00  80.00 


HOPE,  KXAR 
D  2.50  3.75 
N      2.50  3.75 


5.00 
6.00 


10.00 
12.00 


18.00 
21.00 


30.00 
35.00 


HOT  SPRINGS,  KWFC 

D      3.50     4.00    10.00    20.00  30.00  50.00 

N      5.00     6.00    16.00    32.00  48.00  80.00 

JONESBORO,  KBTM 

D      2.50      3.50      7.50    14.00  21.00  35.00 

N      3.25      4.50    10.00    20.00  30.00  50.00 

NORTH  LITTLE  ROCK,  KXLR 

D      4.50     5.00     7.O0    14.00  21.00  40.00 

N      5.00     6.00    14.00    28.00  42.00  80.00 


MAGNOLIA,  KVMA 
D      4.00     5.00  7.00 


14.00    22.00  40.00 


PINE  BLUFF,  KOTN 

D      3.50     3.50     8.00    14.00  24.00  40.00 

RUSSELLVILLE,  KXRJ 

D     2.50     3.00     5.00     8.00  14.00  25.00 

N      3.50      4.50      6.75    11.00  19.00  34.50 

SILOAM  SPRINGS,  KUOA 

D      5.00     7.00    12.50    25.00  37.50  62.50 

STUTTGART,  KWAK 

D      3.50     4.23     6.50    13.00  19.50  32.50 

N      5.00     6.50    10.00    20.00  30.00  50.00 


CALIFORNIA 


BAKEBSFIELD,  KAFY 

D      4.00     4.0O     6.00  12.00 

N      8.00     8.00    12.00  24.00 


18.00  30.00 
36.00  60.00 


CHICO,  KHSL 

D  5.40  5.40 
N     6.50  6.50 


9.65 
11.60 


19.25 
23.15 


32.10 
38.50 


53.45 
64.15 


EL  CENTRO,  KXO 

D      4.00     5.50     9.25    15.70  22.00  30.00 

N       8.00    11.00    18.50    31.40  44.00  60.00 

EUREKA,  KIEM 

D     7.00     7.00     9.60    16.00  24.00  40.00 

N    10.00    10.00    14.40    24.00  36.00  60.00 

FRESNO,  KYNO 

D      7.50      7.50    10.80    21.60  32.40  54.00 

N    15.00    15.00    21.60    43.20  64.80  108.00 

LOS  ANGELES,  KHJ 

D     32.50    46.00              90.00  135.00  225.00 

N     65.00    92.00            180.00  270.00  450.00 

MARYSVILLE,  KMYC 

D      4:20     4.20     9.00    13.50  22.50  37.50 

N     6.00     6.00    12.00    18.00  30.00  50.00 

MERCED,  KYOS 

D      7.50     7.50    10.15    20.35  33.85  56.45 

N      9.00     9.00    12.20    24.40  40.70  67.70 

MONTEREY- SALINAS,  KSBW 

D      6.00      6.00    12.00    24.00  36.00  60.00 

N       7.50      7.50    15.00    30.00  45.00  75.00 

PASO  ROBLES,  KPRL 

D      4.00     4.00     7.00    12.00  16.00  25.00 

N      5.00     5.00    10.00    16.00  24.00  40.00 

REDDING,  KVCV 

D     10.65    10.65    15.50    26.00  43.10  65.00 

N     12.75    12.75    18.65    31.00  51.75  78.65 

SACRAMENTO,  KXOA 

D      7.50      7.50    11.20    22.40  33.60  56.00 

N     15.00    15.00    22.40    44.80  67.20  112.00 

SAN  BERNARDINO,  KFXM 

D      9.00     9.0O    11.20    22.40  33.60  56.00 

N    14.00    14.00    17.00    34.00  51.00  85.00 

SAN  DIEGO,  KGB 

D      7.50    10.00    16.80    28.00  42.00  70.00 

N     15.00    20.00    23.60    56.00  84.00  140.00 

SAN  FRANCISCO,  KFRC 


53.00  80.00  200.00 
160.00  240.00  400.00 


SAN  LUIS  OBISPO,  KVEC 

SB      IM      5M      15M  30M  1  Hr 

D      5.00     5.00     8.00    15.00  21.00  35.00 

N       7.00      7.00    12.00    24.00  36.00  60.00 

SANTA  ANA,  KVOE 

D  5.00  5.00  10.00  16.00  24.00  40.00 
N       9.00      9.00    15.00    24.00    36.00  60.00 

SANTA  BARBARA,  KDB 
D       4.00     4.00      8.40  14.00 
N       8.00      8.00    16.80  28.00 

STOCKTON,  KXOB 

D  5.00  5.00  8.00  16.00 
N     10.00    10.00    16.00  32.00 

TULARE  VISALIA,  KCOK 

D  3.50  4.25  6.00  12.00 
N       4.25      5.00    10.00  20.00 


21.00  35.00 
42.00  70.00 


24.00  40.00 
48.00  80.00 


18.00  30.00 
30.00  50.00 


COLORADO 


DENVER,  KFEL 

D     10.00    10.00    20.00  40.00  60.00  100.00 

N     17.50    17.50    40.00  80.00  120.00  200.00 

GRAND  JUNCTION,  KFXJ 

D       4.00     4.00      8.00  16.00  24.00  40.00 

N       6.00      6.00    12.00  24.00  36.00  60.00 

PUEBLO,  KCSJ 

D      3.50     4.50     8.00  16.00  24.00  40.00 

N      6.00     8.00    12.00  24.00  36.00  60.00 

TRINIDAD,  KSFT 

D       6.00      6.00    10.00  16.00  24.00  40.00 

N       9.00      9.00    15.00  24.00  36.00  60.00 


CONNECTICUT 

BRIDGEPORT,  WICC 

D      8.00     8.00    16.00    32.00  48.00  80.00 

N     16.00    16.00    32.00    64.00  96.00  160.00 

HARTFORD,  WONS 

D     10.00    10.00    20.00    40.00  60.00  100.00 

N     20.00    20.00    40.00    80.00  120.00  200.00 

NEW  LONDON,  WNLC 

D      5.00     7.00    10.00    20.00  30.00  50.00 

N      7.00    10.00    20.00    40.00  60.00  100.00 

WATERBURY,  WWCO 

D      4.00     5.50    10.00    20.00  30.00  50.00 

N      7.00    10.00    20.00    40.00  60.00  100.00 


DELAWARE 


WILMINGTON,  WAMS 

D  6.00  7.50  16.80  33.60  50.00  84.00 
N     10.00    13.50    28.00    56.00    84.00  140.00 


DISTRICT  OF  COLUMBIA 

WASHINGTON,  WEAM 

D  9.00  12.00  20.00  40.00  60.00  lOO.OO 
N     19.00    30.00    48.00    96.00  14-i.OO  240.00 


FLORIDA 


DAYTONA  BEACH,  WROD 

D  4.50      8.00    16.00  24.00 

N  6.50    12.00    24.00  36.00 

DELAND,  WJBS 

D      4.50      4.50      7.10    18.00  27.00 

N      4.50     4.50     7.15    18.00  27.00 

FORT  PIERCE,  WIRA 

D      3.75     4.50     8.00    16.00  24.00 

N      5.00      6.00    10.00    20.00  30.00 

GAINESVILLE,  WRUF 

D  6.00    13.00    25.00  35.00 

N  8.50    18.00    35.00  55.00 

JACKSONVILLE,  WJHP 

D  10.00    18.00    35.00  53.00 

N  15.00    35.00    70.00  105.00 

LAKELAND,  WONN 

D      3.75     3.75     8.00    16.00  26.00 

N      5.00      5.00    10.00    20.00  32.00 

MIAMI,  WKAT 

D     13.92    11.39    17.71    35.42  53.13 

N     21.51    18.97    35.42    70.84  106.26 


40.00 
60.00 


45.00 
45.00 


40.00 
50.00 


55.00 
80.00 


88.00 
175.00 


40.00 
50.00 


88.55 
177.10 


OCALA,  WTMC 

D      4.50      4.50      8.00  16.00  24.00  40.00 

N      6.00     6.00    10.00  20.00  30.00  50.00 

ORL.INDO,  WLOP 

D      8.00     8.00    13.00  26.00  40.00  65.00 

N     10.00    10.00    20.00  40.00  60.00  100.00 

PANAMA  CITY,  WDLP 

D      6.00      6.C0    10.00  20.00  30.00  50.00 

N      6.00     6.00    10.00  20.00  30.00  50.00 

PENSACOLA,  WEAR 

D      4.00      5.60      8.50  17.50  28.50  50.00 

N      5.65     7.50      8.50  17.50  28.50  50.00 


ST.  PETERSBURG.  WTSP 

SB      IM      5M      15M  30M  1  Hr 

D      6.00      8.00    12.00    24.00  42.00  72.00 

N      8.00    10.00    19.00    40.00  72.00  120.00 

TALLAHASSEE,  WTAL 

D      7.00     7.00    12.00    24.00  36.00  60.00 

N     10.00    10.00    18.00    36.00  54.00  90.00 

WEST  PALM  BEACH,  WIRK 

D      6.00      6.00    12.00    24.00  36.00  60.00 

N     10.00    10.00    20.00    40.00  60.00  100.00 

WINTER  HAVEN,  WSIR 

D      4.00      4.00      8.00    16.00  24.00  40.00 

N      5.36     5.36    10.72    21.44  32.16  53.60 


GEORGIA 


AMERICUS,  WDEC 

D  3.00  3.00  5.00 
N      3.00     3.00  5.00 


9.00  16.50  26.50 
9.00    16.50  26.50 


ATLANTA,  WGST 

D     15.00    20.00    30.00    48.00  72.00  120.00 

N     25.00    34.00    50.00    80.00  120.00  200.00 

AUGUSTA,  WBBQ 

D      2.90      2.90      5.40    10.80  16.20  27.00 

N      2.90      2.90      5.40    10.80  16.20  27.00 

BAINBRIDGE,  WMGR 

D      3.25      3.25    15.00    20.00  35.00  50.00 

N      3.25     3.25    15.00    20.00  35.00  50.00 

BRUNSWICK,  WMOG 

D      3.00      4.00    10.00    25.00  35.00  60.00 


N 


3.00     4.00    10.00    25.00    35.00  60.00 


CARTERSVILLE,  WBHF 

D      5,00     5.00    10.00  20.00  30.00  50.00 

N      5.00     5.00    10.00  20.00  30.00  50.00 

COLUMBUS,  WGBA 

D      5.00     6.00    10.00  20.00  30.00  50.00 

N      8.00      9.00    16.00  32.00  48.00  80.00 

CORDELE,  WMJM 

D      3.00     3.00    15.00  20.00  35.00  50.00 

N      3.00      3.00    15.00  20.00  35.00  50.00 

COVINGTON,  WMOC 

D      5.00      5.00    10.00  20.00  30.00  50.00 

N      5.00      5.00    10.00  20.00  30.00  50.00 


DALTON,  WBLJ 

D      2.00     2.50      5.00  8.00 

N      2.00     2.50     5.00  8.00 

DUBLIN,  WMLT 

D      3.85     2.85    15.00  20.00 

N      3.85     2.85    15.00  20.00 

ELBERTON,  WSGC 

D      1.75      1.75      4.00  8.00 

N      1.75      1.75     4.00  8.00 

FITZGERALD,  WBHB 

D      3.00      4.50     7.50  12.00 

N      4.50      6.00    10.00  16.00 

GAINESVILLE,  WGGA 

D      3.50      3.50      6.80  13.60 

N      5.00      5.00    10.00  20.00 

GBIFFEN,  WKEU 

D                 6.00    12.00  21.00 

N                 6.00    12.00  21.00 


15.00 
15.00 


37.50 
37.50 


14.00 
14.00 


30.00 
30.00 


42.00 
42.00 


20.00 
20.00 


18.00 
24.00 


20.40 
30.00 


37.80 
37.80 


30.00 
40.00 


34.00 
50.00 


68,10 
68.10 


LA  GRANGE,  WLAG 

D      4.00     6.00    10.00  20.00  36.00  60.00 

N      4.00      6.00    10.00  20.00  36.00  60.00 

MACON,  WNEX 

D      5.00      5.00    10.00  20.00  30.00  50.00 

N      7.50     7.50    15.00  30.00  45.00  75.00 

MILLEDGEVILLE,  WMVG 

D      3.85      2.85    15.00  20.00  37.50  42.00 

N      3.85     2.85    15.00  20.00  37.50  42.50 

NEWNAN,  WCOH 

D      5.00      5.00    20.00  40.00  60.00  90.00 

N'      5.00      5.00    20.00  40.00  60.00  90.00 

ROME,  WRGA 

D      6.00      6.00    12.00  24.00  36.00  60.00 

N      7.50      7.50    15.00  30.00  45.00  75.00 

SAVANNAH,  WCCP 

D      5.50     5.50    10.00  18.00  30.00  50.00 

N      8.00      8.00    15.00  25.00  40.00  70.00 

STATESBORO,  WWNS 

D      2.00      2.00      4.00  7.35 

N      2.00      2.00     4.00  7.35 


25.00 
25.00 


15.00 
15.00 

THOMASTON,  WSFT 

D  4.00  4.00  7.00  12.00  22.00  40.00 
THOMSON,  WTWA 

D      3.00      4.00      7.00    12.00    22.00  40.00 

N      3.00      4.00      7.00    12.00    22.00  40.00 

TIPTON,  WWGS 

D  3.00  4.50  7.50 
N      4.50      6.00  10.00 

(Continued  on  page  18) 


12.00 
16.00 


18.00 
24.00 


30.00 
40.00 
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TOCCOA,  WLET 

SB  IM      5M  15M  30M  1  Hr 

D      3.00  3.00      6.70  13.40  20.00  33.50 

N      3.00  3.00      6.70  13.40  20.00  33.50 

VALDOSTA,  WGOV 

D  8.00  12.00  18.00  32.00  50.00  80.00 
N      8.00    12.00    18.00    32.00    50.00  80.00 

WAYCROSS,  WAYX 

D  3.00  4.00  10.00  25.00  35.00  60.00 
N      3.00      4.00    10.00    25.00    35.00  60.00 


IDAHO 


COEUR  D'ALENE,  KVNI 

D                 6.00    10.00  16.00  24.00 

N                 9.00    15.90  24.00  36.00 

IDAHO  FALLS,  KID 

D      6.00      7.50    13.50  24.00  36.00 

N      9.00    11.00    21.00  36.00  54.00 

LEWISTON,  KRLC 

D      6.00      7.20    12.00  19.20  28.80 

N      8.00     9.60    16.00  25.60  38.00 

NAMPA-BOISE,  KFXD 

D    10.00    10.00    12.00  24.00  36.00 

N     12.00    12.00    16.00  32.00  48.00 

POCATELLO,  KEYY 

D                 4.23      6.50  13.00  19.50 

N                 6.50    10.00  20.00  30.00 

TWIN  FALLS,  KVMV 

D      5.00     7.00      8.00  17.00  27.00 

N      6.00     8.00    14.00  27.00  45.00 

WALLACE,  KWAL 

D       3.00      3.50    10.00  15.00  25.00 

N       4.00      4.50    15.00  25.00  35.00 


40.00 
60.00 


60.00 
90.00 


48.00 
64.00 


60.00 
80.00 


32.50 
50.00 


45.00 
75.00 


ILLINOIS 


CAIRO,  WKRO 

D  6.00    12.00  24.00    36.00  60.00 

N  6.00    12.00  24.00    36.00  60.00 

CHICAGO,  WGN 

D  45.00  75.00 
N     90.00  150.00 


180.00  270.00  450.00 
360.00  540.00  900.00 


HERRIN,  WJPF 

D       6.00  7.50    10.00  20.00  35.00  60.00 

N       6.00  7.50    10.00  20.00  35.00  60.00 

MOLINE,  WQUA 

D       6.50  8.00    10.00  20.00  30.00  50.00 

N     10.00  12.00    20.00  40.00  60.00  100.00 


INDIANA 


FORT  WAYNE,  WKJG 

D     12.00    12.00    20.00    30.00    60.00  90.00 
15.00    15.00    30.00    60.00    90.00  140.00 


N 


INDIANAPOLIS,  WIBC 

D                18.00    30.00  60.00  90.00  150.00 

N     25.00    30.00    60.00  120.00  180.00  300.00 

LAFAYETTE,  WASK 

D       6.00      7.50    16.00  27.00  41.00  68.00 

N       7.50      9.00    18.00  28.00  48.00  80.00 

RICHMOND,  WKBV 

D       6.00      6.00    10.00  22.50  30.00  50.00 

N       7.00      7.00    12.00  26.00  36.00  60.00 

VINCENNES,  WAOV 

D      3.60      3.60      7.20  14.40  21.60  36.00 

N      4.50      4.50    12,00  24.00  36.00  60.00 


IOWA 


CEDAR  RAPIDS,  KCRG 

D  6.00  10.00  13.00  26.00  39.00  65.00 
N     10.00    15.00    25.00    50.00    75.00  125.00 

CLINTON,  KROS 

D  5.50  6.60  9.90  19.80  33.00  55.00 
N       6.82      8.25    15.84    31.68    52.80  88.00 

DAVENPORT.  KSTT 

D  5.00  6.00  12.00 
N       8.00    12.00  20.00 

DECORAH,  KDEC 

D  4.50  5.00  10.00 
N       4.50      5.00  10.00 

DES  MOINES,  KIOA 

D  5.00  7.00  10.00 
N       7.50    11.25  15.00 

DUBUQUE,  KDTH 

D  6.00  7.00  12.00 
N       7.00      8.00  20.00 


20.00  30.00  50.00 
40.00    65.00  130.00 


18.00  28.00  48.00 
18.00    28.00  48.00 


21.00  31.50  52.50 
25.00    50.00  100.00 


24.00  36.00  60.00 
35.00    60.00  100.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 
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FORT  DODGE, 

SB  IM 
D       5.00  6.00 
N       6.00  7.00 


KVFD 

5M 

10.00 

16.00 


15M 
20.00 
32.00 


MAR  SMALLTOWN,  KFJB 

D       4.00      4.50      7.50  14.00 

N       4.50      5.00    10.00  16.00 

MASON  CITY,  KRIB 

D       4.50      5.00      8.00  15.00 

N      5.00      6.00    12.00  20.00 

OTTUMWA,  KBIZ 

D       3.75  12.50 

N       6.00  20.00 


30M 
28.00 
48.00 


20.00 
25.00 


20.00 
35.00 


18.75 
30.00 


1  Hr 
48.00 
80.00 


40.00 
50.00 


35.00 
60.00 


31.25 

50.00 


SHENANDOAH,  KFNF 

D  6.00  8.00  16.00  32.00  48.00  80.00 
N       6.00      8.00    16.00    32.00    48.00  80.00 


SIOUX  CITY,  KTRI 

D                 9.00    12.00  24.00 

N               15.00    25.00  50.00 

SPENCER,  KICD 

D       5.00      6.00    10.00  20.00 

N       6.00      7.00    16.00  32.00 

WATERLOO,  KWWL 

D       8.00    10.00    20.00  40.00 

N     10.00    12.00    30.00  50.00 


36.00  60.00 
75.00  125.00 


30.00 
48.00 


50.00 
80.00 


72.00  120.00 
85.00  150.00 


KANSAS 


EMPORIA,  KTSW 

D  5.00  6.00  10.00  20.00 
N       5.00      6.00    10.00  20.00 


GARDEN  CITY, 

D  4.30  6.50 
N       4.30  6.50 

GREAT  BEND, 
D  5.00  5.00 
N       8.00  8.00 


KlUL 

9.50  17.00 
9.50  17.00 

KVGB 

9.00  20.00 
15.00  30.00 


SALINA,  KSAL 

D       7.20      7.20    15.00  24.00 

N      9.00     9.00    18.00  30.00 

TOPEKA,  KTOP 

D       7.50      7.50    15.00  30.00 

N     10.00    10.00    20.00  40.00 

WICHITA,  KAKE 

D       7.50    10.00    12.00  24.00 

N     10.00    12.50    20.00  40.00 


30.00 
30.00 


26.50 
26.50 


30.00 
45.00 


40.00 
45.00 


50.00 
50.00 


45.00 
45.00 


45.00 
75.00 


72.00 
75.00 


45.00  75.00 
60.00  100.00 


36.00  60.00 
60.00  100.00 


KENTUCKY 


BOWLING  GREEN,  WLBJ 

D                 5.00    10.00  20.00  35.00  60.00 

N                 5.00    10.00  20.00  35.00  60.00 

CORBIN,  WCTT 

D       3.50      5.00    10.00  20.00  35.00  60.00 

N       3.50      5.00    10.00  20.00  35.00  60.00 

FRANKFORT,  WFKY 

D       3.50      5.00    10.00  20.00  35.00  60.00 

N       3.50      5.00    10.00  20.00  35.00  60.00 

HARLAN,  WHLN 

D                3.50      5.00  20.00  35.00  60.00 

N                 3.50      5.00  20.00  35.00  60.00 

HAZARD,  WKIC 

D      4.00      6.00    12.00  22.50  35.00  60.00 

N      4.00      6.00    12.00  22.50  35.00  60.00 

HENDERSON,  WSON 

D  8.00  15.00  30.00  45.00  75.00 
LOUISVILLE,  WGRC 

D      6.55      6.55    12.50  25.00  37.50  62.50 

N     12.50    12.50    25.00  50.00  75.00  125.00 

MIDDLESBORO,  WMIK 

D  2.75  7.36  11.04  16.56  27.60 
N 

OWENSBORO,  WOMI 

D      4.00     4.00      8.00  20.00  35.00  60.00 

N      4.00      4.00     8.00  20.00  35.00  60.00 

PAINTSVILLE,  WSIP 

D      5.00      6.50    10.50  15.00  27.00  45.00 

N      6.00      7.50    15.00  18.75  33.00  54.00 

PADUCAH,  WKYB 

D      6.50     6.50    13.00  26.00  39.00  65.00 

PIKESVILLE,  WPKE 

D                4.43      7.94  15.87  24.00 

N                4.43      7.94  15.87  24.00 

SOMERSET,  WSFC 

D      5.00      5  00    10.00  20.00  35.00  60.00 

N      5.00     5.00    10.00  20.00  35.00  60.00 

VERSAILLES,  WVLK 

D      5.00      6.00    14.00  28.00  42.00  70.00 

N      8.00     9.00    20.00  40.00  60.00  100.00 


LOUISIANA 


ALEXANDRIA,  KVOB 

SB       IM      5M       15M  30M  1  Hr 

D      7.00    lO.OC    15.00    20.00  30.00  50.00 

N     10.00    16.00    24.00    32.00  48.00  75.00 

EATON  ROUGE,  WAFB 

D      6.00     6.00    12,00    24.00  36.00  60.00 

N      9,00      9,00    18,00    36.00  54.00  90.00 

BOGALUSA,  WIKC 

D      4.00      6.00    12.00    24.00  36.00  60.00 

N      4.00      6.00    12.00    24.00  36.00  60.00 

HOUMA,  KCIL 

D      6,25      7.00      9.75    18.25  35.00  63.25 

N      6.25      7.00      9.75    18.25  35.00  63.25 

LAKE  CHARLES,  KWSL 

D       3.25      3.25      6.00    13.00  19.00  32.50 

N      5.00     5.00      9,75    19,50  32,50  50,00 

NEW  IBERIA,  KANE 

D      5,60      5,05      9,50    20,00  32,00  60,00 

N      8,40     7,50    14,50    30.00  48.00  80.00 

NEW  ORLEANS,  WNOE 

D               20.00    30.00    50.00  85.00  150.00 

N               20.00    40.00    80.00  120.00  200.00 

OPELOUSAS,  KSLO 

D      4,65     4.20     7.95    16.50  26.50  53.00 

N      6.95      6.20    11.90    25.00  40.00  80.00 

RUSTON,  KRUS 

D      3.00      4.50      7.50    18.00  30.00  50.00 

N      3.00     4.50     7.50    18.00  30.00  50.00 

SHREVEPORT,  KENT 

D      7.00      8.00    12.50    20.00  30.00  50.00 

N     14.00    16.00    25.00    40.00  60.00  100.00 


MAINE 


AUGUSTA,  WFAU 

D  3,00  6.00  8.00  16.00  24.00  40.00 
N      3.00      6.00    12.00    24.00    36.00  60.00 


BIDDEFORD,  WIDE 

D  5.00  6.00  10.00 
N      7.50     9.00  15.00 

LEWISTON-AUBURN, 
D  3.00  6.00  8.00 
N      3.00      6.00  8.00 


15.00 
25.00 


28.00 
40.00 


wcou 

16.00  24.00 
16.00  24.00 


50.00 
70.00 


40.00 
40.00 


PORTLAND,  WMTW 

D  5.00  5.00  10.00  20.00  30.00  50.00 
N'    10.00    10.00    20.00    40.00    60.00  100.00 


MARYLAND 


BALTIMORE,  WCBM 

D     10.50    15.00    20.00  40.00  60.00  100.00 

N    21.00    30.00    40,00  80,00  120,00  200,00 

CAMBRIDGE,  WCEM 

D      3,40      4,50      9,00  18,00  27,00  46,00 

N      3.80      5.00    10.00  20.00  30.00  50.00 

HAGERSTOWN,  WJEJ 

D      5.04     6.30    12.60  25.20  37.80  63.00 

N      7.20      9.00    18.00  36.00  54.00  90.00 

SALISBURY,  WBOC 

D       6.00      7.50    14.00  28.00  42.00  70.00 

N      7.00      9.00    16.00  32.00  48.00  80.00 


MASSACHUSETTS 

BOSTON,  WNAC 

D    22.00  44.00    88.00  132.00  220.00 

N    44.00  88.00  176.00  264.00  440.00 

FALL  RIVER,  WALE 

D  5.00  6.00  12.00  25.00  36.00  60.00 
N     10.00    12.00    24.00    48.00    72.00  120.00 

FITCHBURG,  WEIM 

D  6,25  6,25  10,00  20,00  30,00  50.00 
N     10.00    10.00    16.00    32.00    48.00  80.00 

GREENFIELD,  WHAI 

D  5.00  5.00  8.00  16.00  24.00  40.00 
N      8.00    8.00    12.00    24.000    36.00  60.00 

HOLYOKE,  WHYN 

D  10.00  12.00  16.00  32.00  48.00  80.00 
N     12.00    15.00    30.00    60.00    90.00  120.00 

LOWELL-LAWRENCE,  WLLH 

D      8.00     8.00    12.00    24.00    36.00  60.00 

N     16.00    16.00    24.00    48.00    72.00  120.00 

NEW  BEDFORD,  WNBH 

D  7.50  7.50  14.40  28.00  43.20  72.00 
N     12.00    12.00    24.00    48.00    72.00  120.00 

PITTSFIELD,  WBRK 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  lOO.OO 


WEST  YARMOUTH,  WOCB 

SB       IM       5M  15M  30M  1  H 

D       4.00      4.00     8.00  16.00  24,00  40,C 

N      6.00      6.00    12.00  24.00  36.00  60.f 

WORCESTER,  WAAB 

D      6.00      8.00    16.00  32.00  48.00  SO.C 

N     12.00    16.00    32.00  64.00  96.00  160.f. 


MICHIGAN 


ALPENA,  WATZ 

Sold  in  combination  with  WTCM 
Traverse  City,  Mich,,  WATT,  Cadillac 
Mich,.  WMBN,  Petosky,  Mich,  Sei 
WTCM,  Traverse  City,  Mich, 

BATTLE  CREEK,  WBCK 

D  7,00  7,00  17.50  28.00  42.00  70.0 
N     10.00    10.00    25,00    40,00    60,00  100.0 

CADILLAC,  WATT 

Sold  'in  combination  with  WTCM 
Traverse  City,  Mich.,  WMBN,  Petosky 
Mich,,  and  WATZ,  Alpina,  Mich.  Se^ 
WTCM,  Traverse  City,  Mich,  listing. 

DETROIT,  CKLW 

D  30,00  30.00  60,00  120,00  180,00  300,0 
N     60,00    60,00  120,00  240,00  360,00  600,0 


ESCANABA,  WDBC 

D  7.50    15.00    30.00    40.00  60.0 

N 


9.00    27.50    45.00    60.00  90.0 


FLINT,  WBBC 

D  8.50  8.50  16.00  32.00  50.00  80.0 
N     12.00    12.00    28.00    56.00    84.00  140.0 

HOUGHTON-CALUMET,  WHDF 


3.50 
5.00 


3.50  8.00  15.00  22.00  35.0 
5,C0    12,00    24,00    36,00  60,C 


IRON  RIVER,  WIKB 

D       4,50     4,50      9,00  18,00 

N       6.00      6.00    15,00  30,03 

IRONWOOD,  WJMS 

D      4,00      6.00    12.00  24.00 


N 


7.00      9.00    18.00  36.00 


27.00  45.0 
45.00  75.0 


36.00  60.C 
54.00    90  .C 


39.00  60.C 
55.00  90.0 


24.00  40.C 
36.00  60.0 


LANSING,  WILS 

D       7.00      7.00    15,00  25,00 

N     10,00    10,00    20,00  36,00 

MARQUETTE,  WDMJ 

D      6,00     6.00    10.00  16.00 

N       8.0O     8.00    14.00  24.00 


MUSKEGON,  WKNK 

D  6.00    12.00    24.00    36.00  60.0 

N  10.00    20.00    40.00    60.00  lOO.O 

PETOSKEY,  WMBN.  Sold  in  Combina 
tion  with  WTCM,  Traverse  City,  Mich 
WATT,  Cadillac,  Mich.,  and  WATZ 
Alpena,  Mich.  See  WTCM,  Travers 
City,  Mich.,  listing. 

PORT  HURON,  WHLS 

D  4,00  6,00  12,00  24,00  36,00  60,0 
N      4,00     6,00    12,00   24,00    36,00  60,C 

SAGINAW-BAY  CITY,  WSGW 
D      8.50     8.50    16.00    30.00    50.00  75.C 
N     11.50    11.50    22.00    43.00    72.00  120.CL' 

TRAVERSE   CITY,  WTCM 

D  10.00  10.00  20.00  42.50  62.50  105.C 
N     12.50    12.50    25.00    60.00  100.00  150.C 


MINNESOTA 


AUSTIN,  KAUS 

D      7.20      7.20    12.00  24.00  36.00  60.ClJi 

N     12.00    12.00    20.00  40.00  60.00  lOO.C 

BEMIDJI,  KBUN 

D      2.50     3.00     6.00  12.00  18.00  SO.CflE 

N      4.50      6.00    12.00  24.00  36.00  60.C 

BRAINERD,  KLIZ 

D      4.00      6.00      9.00  20.00  30.00  SO.tfpE 

N      6.00      8.00    12.00  30.00  45.00  75.0 

DULUTH,  WREX 

D      5.25      5.25      9.45  15.75  31.50  52. 

N     10.50    10.50    18.90  31.50  63.00  105.C 


FAIRMONT,  KSUM 

D  7.20    12.00    24.00    36.00  60. 

N 


12.00    20.00    40.00    60.00  lOO.i 


FERGUS  FALLS,  KGDE 

D      2.80      3.75      9.00    18.00  27.00  45.> 

N      3.75      5.00    12.00    24.00  36.00  60j 

GRAND  RAPIDS,  KBZY 

D      4.00      4.00      7.00    14.00  21.00  35. 

N      6.00      6.00    10.00    20.00  30.00  50.' 


BROADCASTING 
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MARSHALL,  KMHL 

SB      IM      5M  15M  30M  1  Hr 

D      4.00      6.00    12.00  24.00  36.00  60.00 

N     6.00     8.00    16.00  32.00  48.00  80.00 

MINNEAPOLIS-ST.  PAUL,  WLOL 

D      9.00    12.00    30.94  49.50  74.25  123.75 

N     15.00    20.00    68.75  110.00  165.00  275.03 

MOOREHEAD,  KVOX 

D      3.95      5.25    12.00  24.00  36.00  60.00 

N      5.25      7.00    17.00  34.00  51.00  85.00 

WADENA,  KWAD 

D      5.75      5.75     9.50  21.00  31.00  52.00 

6.75    13.50  28.00  42.00  70.00 


6.75 


MISSISSIPPI 


I BILOXI-GULFPORT,  WLOX 

;D  3.50  3.50  7.00  14.00  21.00  35.00 
N      6.00      6.00    12.00    24.00    36.00  60.00 

.CLAEKSDALE,  WROX 
D      5.00     5.00    10.00    24.00    36.00  60.00 
N       5.00     5.00    10.00    24.00    36.00  60.00 

COLUMBLA.  WCJU 

D  2.89      5.51    10.71    16.32  27.88 

N  4.48      8.02    15.92    25.71  42.85 

COLUMBUS,  WCBI 

D  5.00    10.00    24.00    36.00  60.00 

N  5.00    10.00    24.00    36.00  60.00 

CORINTH,  WCMA 

D  4.00  5.00  8.00  13.00  24.00  45.00 
N       5.00      6.00    11.00    25.00    40.00  70.00 

bIgreenville,  wjpr 

HD  5.50  6.50  10.00 
IN      5.50     6.50  10.00 

1^  GRENADA,  WNAG 
D      5.00     5.00  10.00 
N      5.00     5.00  10.00 

ilJACKSON.  WRBC 

to  8.00  8.00  10.00 
'|N     12.50    12.50  20.00 

'LAUREL,  WLAU 

•||d  4.00  4.00  8.00 
W      6.00     6.00  12.00 

[MERIDIAN,  WMOX 

lb      5.00     5.00  10.00 
5.00     5  00    10  00 

ITUPELO,  WELD 

P       5.00      5.00  10.00 
5.00     5.00  10.00 

|(VICKSBURG,  WQBC 

)|t)  4.00  4.00  12.00 
)frr       6.00      6.00  15.00 


18.00 
18.00 


24.00 
24.00 


20.00 
40.00 


16.00 
24.00 


24.00 

24:00 


24.00 
24.00 


36.00  60.00 
36.00  60.00 


36.00  60.00 
36.00  60.00 


30.00  50.00 
60.00  lOO.OO 


24.00  40.00 
36.00  60.00 


36.00  60.00 
36  00  60.00 


36.00  60.00 
36.00  60.00 


MONTANA 


18.00 
25.00 


32.00  60.00 
50.00  90.00 


MWEST  POINT,  WROB 


5.00 
5.00 


5.00  10.00 
5.00  10.00 


24.00 
24.00 


36.00  60.00 
36.00  60.00 


MISSOURI 


IjpAPE  GIRARDEAU,  KFVS 
g  8.50    17.50  35.00 

I*  8.50    17.50  35.00 

[iHANNIBAL-QUINCY,  ILL., 
3     15.00    15.00    25.00  37.50 
18.00    18.00    35.00  50.00 

>EFFERSON  CITY,  KWOS 
4.00     5.50    10.00  20.00 
5.00      7.00    15.00  25.00 


soil 


6.00 


WMBH 

7.50 

12.00 

20.00 

10.00 

15.00 

25.00 

CITY, 

WHB 

26.60 

37.20 

53.20 

53.00 

74.60 

106.60 

50.00 
50.00 

KHMO 

70.00 
90.00 


30.00 
45.00 


35.00 
45.00 


80.00 
80.00 


120.00 
150.00 


50.00 
75.00 


60.00 
75.00 


93.00 
186.00 


155.00 
310.00 


3(1 1  f-EBANON,  KLWT 


4.40 
4.40 


5.65 
5.65 


iif,t> 


9.40  18.75 
9.40  18.75 


31.25 
31.25 


43.75 
43.75 


31.50 
35.00 


52.00 
58.00 


5lj(|itfEXICO,  KXEO 

5.00      5.00    10.50  21.00 

5.00      5.00    11.55  23.10 
j!T.  JOSEPH,  KFEQ 

il>    10.00    10.00    18.00  36.00 

15.00    15.00    28.00  56.00 
|tT.  LOUIS,  KWK 

24.00    36.00    48.00  80.00 
J    45.00    70.00    84.00  140.00 

jtEDALIA,  KDRO 

>      4.00     4.00      7.00  12.50  22.50 

'»      4.00     4.00    10.00  17.50  30.00 

jPRINGFIELD,  KICK 

»      5.25      5.25    13.00  23.50    39.00  65.00 

5.25     5.25    13.00  23.50    39.00  65.00 


1  s 


54.00 
84.00 


120.00 
225.00 


90.00 
140.00 


200.00 
380.00 


40.00 
55.00 


BILLINGS,  KBMY 

SB       IM  5M 
D      2.75      4.15  7.00 
N      4.50     6.00  10.00 


15M     30M     1  Hr 

n.OO  16.50  27.50 
16.00    24.00  40.00 


HAVRE,  KAVR 

D  2.7S  3.25 
N      2.75  3.25 


4.90 
4.90 


8.75 
8.75 


17.50 
17.50 


35.00 
35.00 


LEWISTOWN,  KXLO 

D  ?.25  4.50  7.50  12.00  18.00  30.00 
N      3.25     4.50      7.50    12.00    18.00  30.00 


LIVINGSTON,  KPRK 

D  3.00  4.50  7.50 
N       3.00     4.50  7.50 

MILES  CITY,  KRJF 

D  2.50  3.75  7.00 
N       3.00      4.50  8.50 


SHELBY,  KIYI 

D  2.75  3.25 
N      2.75  3.25 

SIDNEY,  KGCX 
D  3.50  4.50 
N       4.50  6.00 


4.90 
4.90 


10.00 
13.00 


12.00  18.00  30.00 
12.00    18.00  30.00 


10.50  20.00  37.50 
12.50    23.75  45.00 


8.75  17.50  35.00 
8.75    17.50  35.00 


20.00  30.00  50.00 
26.00    40.00  65.00 


NEBRASKA 


BROKEN  BOW.  KCNI 

D  6.00  6.00  12.00  21.00  36.00  60.00 
N       6.00      6.00    12.00    21.00    36.00  60.00 

FREMONT,  KFGT 

D  5.00  5.00  10.00  18.33  30.00  50.00 
N       6.00      6.00    13.00    19.50    37.50  65.00 

HASTINGS,  KHAS 

D  2.65  5.00  10.00 
N       4.00      8.00  16.00 

KEARNEY,  KGFW 
D       4.00      6.00  12.00 
N       4.00      6.00  12.00 

LINCOLN,  KOLN 

D  5.00  10.00 

N  10.00  20.00 

McCOOK,  KBRL 

D  3.30  5.00  10.00 
N       5.00      8.00  15.00 

OMAHA,  KBON 

D  6.50  6.50  13.00 
N     13.00    13.00  26.00 


20.00  30.00  50.00 
32.00    48.00  80.00 


30.00  50.00  80.00 
30.00    50.00  80.00 


15.00  30.00  50.00 
30.00    60.00  100.00 


20.00  30.00  50.00 
25.00    45.00  80.00 


19.50  39.00  65.00 
39.00    78.00  130.00 


NEVADA 


LAS  VEGAS,  KRAM 

D  3.38      5.20    10.40    15.60  26.00 

5.20      8.00    16.00    24.00  40.00 


N 


RENO,  KATO 

D  3.00  3.00 
N       4.00  4.00 


4.00  8.00  12.00  20.00 
8.00    12.00    24.00  40.00 


NEW  HAMPSHIRE 


CLAREMONT,  WTSV 


."i.no 

8.00 


5.00 
8.00 


10.00  20.00 
16.00  32.00 


CONCORD,  WKXL 
n       5.00      5.00  10.00 
N       7.50      7.50  15.00 

LACONIA,  WLNH 


4.50 
6.00 


1.50 
6.00 


20.00 
30.00 


16.00 
24.00 


MANCHESTER, 

D  5.00  5.00 
N      6.00  6.00 

PORTSMOUTH, 

D  7.50  7.50 
N     12.00  12.00 


8.00 
12.00 


WKBR 

8.00  ifi.no 

12.00  24.00 
WHEB 
12.00  24.00 
20.00  40.00 


30.00  50.00 
48.00  80.00 


30.00  50.00 
45.00  75.00 


24.00  40.00 
36.00  60.00 


24.00  40.00 
36.00  60.00 


36.00  60.00 
60.00  100.00 


NEW  JERSEY 


ATLANTIC  CITY,  WMID 

D  3.30  4.25  8.55  17.00  28.50  50.00 
N      5.25     8.00    14.00    28.50    45.00  80.00 


NEW  MEXICO 

ALBUQUERQUE,  KVER 

D      6.00      9.00    10.00    15.00  25.00  40.00 

N      6.00      9.00    10.00    15.00  25.00  40.00 

ARTESIA,  KSVP 

D      2.45      3.25      6.75    12.50  20.00  35.00 

N      2.45      3.25      6.75    12.50  20.00  35.00 

CLOVIS,  KICA 

D     11.25    13.50    22.50    36.00  54.00  90.00 

N     11.25    13.50    22.50    36.00  54.00  90.00 


jiiH3RO  AD  CASTING 


Telecasting 


HOBBS,  KWEW 

SB      IM      5M  15M  30M  1  Hr 

D                5.00    12.00  16.00  24.00  40.00 

N                8.00    15.00  24.00  36.00  60.00 

LAS  CRUCES,  KOBE 

D      5.00      5.00    10.00  18.00  25.00  45.00 

N      7.50      7.50    15.00  25.00  40.00  60.00 


LAS  VEGAS,  KFUN 
D      4.50      4.50  7.50 
N      4.50      4.50  7.50 


RATON,  KRTN 
D  3.00  3.00 
N      3.00  3.00 


6.00 
6.00 


BO  SWELL,  KGFL 

D  6.75  6.75  12.00 
N      9.00     9.00  15.00 

TUCUMCARI,  KTNM 
D  4.50  6.00  12.00 
N      4.50     6.00  12.00 


12.00  18.00  30.00 
12.00    18.00  30.00 


9.60  14.40  24.00 
9.60    14.40  24.00 


18.00  27.00  45.00 
24.00    36.00  60.00 


10.00  35.00  60.00 
10.00    35.00  60.00 


NEW  YORK 


ALBANY,  WROW 

D     10.00    16.00    21.60  43.20  72.00  120.00 

N     17.00    26.00    36.00  72.00  120.00  200.00 

AUBURN,  WMBO 

D                 5.50    12.00  24.00  36.00  60.00 

N               8.10    16.00  32.00  54.00  90.00 

BATAVIA,  WBTA 

D      4.00     5.00     7.50  14.60  21.00  35.00 

N      5.00     6.00     9.00  18.00  25.00  45.00 

BINGHAMTON,  WKOP 

D      8.00    10.20    17.00  34.00  51.00  85.00 

N     10.00    16.80    28.00  56.00  84.00  140.00 

BUFFALO,  WEBR 

D     13.25    18.25    33.00  44.00  66.00  110.00 

N     17.50    35.00    82.00  110.00  165.00  275.00 

ELMIRA,  WENY 

D                8.00    14.00  28.00  42.00  70.00 

N                9.00    18.00  36.00  54.00  90.00 

GENEVA,  WGVA 

D      5.00     5.00    10.00  20.00  30.00  50.00 

N      6.00     6.00    12.00  24.00  36.00  60.00 

JAMESTOWN,  WJOC 

D      4.50     6.00    11.00  22.00  33.00  55.00 

N      4.50     6.00    11.00  22.0Q  33.00  55.0Q 

KINGSTON,  WKNY 

D      3.00     4.00     8.00  16.00  24.00  40.00 

N       4.00     0.00    12.00  24.00  36.00  60.00 

MALONE,  WICY 

D      3.0O     5.00    10.00  12.00  18.00  30.00 

N      6.00     8.00    15.00  16.00  24.00  40.00 

NEW  YORK,  WOR 

D  75.00  lOO.OO  120.00  240.00  360.00  600.00 
N    150.00  200  00  240.00  480.00  720.00  1,200.03 

OGDENSBURG,  WSLB 

D                5.00    10.00  20.00  30.00  40.00 

N                5.00    10.00  20.00  30.00  40.00 

ONEONTA,  WDOS 

D      6.00     6.00    12.00  24.00  36.00  60.00 

N      8.00     8.00    16.00  32.00  48.00  80.00 

PLATTSBURG,  WIRY 

D       3.00      5.00    12.00  16.00  24.00  40.00 

N      6.00     8.00    15.00  18.00  30.00  50.00 

ROCHESTER,  WVET 

D     17.00    20.00    24.00  48.00  72.00  120.00 

N     30.00    35.00    40.00  80.00  120.00  200.00 

ROME-UTICA,  WKAL 

D       6.00      8.00    12.00  24.00  36.00  60.00 

N       8.00    10.00    18.00  36.00  54.00  90.00 

SYRACUSE,  WNDR 

D       8.00      8.00    20.00  40.00  60.00  100.00 

N     16.00    16.00    40.00  80.00  120.00  200.00 

WATERTOWN,  WATN 

D      6.00     6.00    12.00  24.00  36.00  60.00 

N     10.00    10.00    20.00  40.00  60.00  100.00 


NORTH  CAROLINA 

ASHEVILLE,  WWNC 

D       8.50      8.50    15.00  27.50  45.00  75.00 

N     13.50    13.50    20.00  45.00  75.00  125.00 

BURLINGTON,  WBBB 

D  5.25  7.00  14.00  28.00  43.00  70.00 
CHARLOTTE,  WAYS 

D     14.40    14.40    21.60  43.20  64.80  108.00 

N     14.40    14.40    36.00  72.00  108.00  180.00 

DURHAM,  WSSB 

D       4.00      5.00    10.00  20.00  36.00  60.00 

N       5.00      6.00    15.00  30.00  45.00  75.00 

ELIZABETH  CITY,  WCNC 

D       4.20      5.20      8.75  20.00  37.35  65.00 

N      4.20     5.20     8.75  20.00  37.35  65.00 


FAYETTEVILLE,  WFNC 


SB  IM 
4.50  4.50 
4.50  4.50 


5M 

10.00 

10.00 


15M 
25.90 
25.90 


GREENSBORO,  WGBG 

D       5.00      5.00    12.00  24.00 

N      7.00     7.00    15.00  30.00 

GREENVILLE,  WGTC 

D                 3.50      5.94  16.20 

N                4.00     7.92  21.60 

HENDERSON,  WHNC 
D  5.25  6.25  12.50 
HENDERSONVILLE,  WHKP 

D      3.96     3.96     7.20  14.40 

N      3.96     3.96     7.20  14.40 

JACKSONVILLE,  WJNC 

D       4.50      4.50     9.00  18.00 

N      4.50     4.50     9.00  18.00 

LEAKSVILLE,  WLOE 

D      3.00     4.00     8.00  16.00 

N      3.00      4.00      8.00  16.00 

LENOIR,  WJRI 

D       4  03      4.00      9.00  18.00 

N       4.00      4.00      9.00  18.00 


30M 
43.20 
43.20 


36.00 
45.00 


27.00 
36.00 


1  Hr 
72.00 
72.00 


60.00 
75.00 


45.00 
60.00 


25.00    37.50  56.25 


21.60 
21.60 


27.00 
27.00 


24.00 
24.00 


30.00 
30.00 


36.00 
36.00 


45.00 
45.00 


40.00 
40.00 


50.00 
50.00 


55.00 
55.00 


30.00 
30.00 


90.00 
90.00 


25.00 
30.00 


30.00 
45.00 


37.35 
37.35 


30.00 
36.00 


30. 00 
36.00 


45.00 
50.00 


45.00 
72.00 


65.00 
65.00 


50.00 
60.00 


50  oa 

60.00 


LUMBERTON,  WTSB 

D      5.00      5.00    11.00    22.00  33.00 

N      5.00      5.00    11.00    22.00  33.00 

MORGANTOWN,  WMNC 

D      3.0O     4.00      6.00    12.00  18.00 

N      3.00      4.00      6.00    12.00  18.00 

NEW  BERN,  WHIT 

D      5.50      5.50    18.00    36.00  54.00 

N      5.50      5.50    18.00    36.00  54.00 

NEWTON,  WNNC 
D      2.00     3.60     5.50  15.00 
N       2.50     4.00      6.50  20.00 

RALEIGH,  WRAL 

D  5.00  5.00  10.00  20.00 
N       8.00      8.00    14.00  27.00 

ROANOKE  RAPIDS,  WCBT 

D  4.20  4.20  8.75  20.00 
N      4.20      4.20      8.75  20.00 

SALISBURY,  WSTP 
D      5.00     5.00    10.00  20.00 
N      6.00      6.00    12.00  24.00 

SHELBY,  WOHS 

D     5,00     5,00    10.00  20,00 

SOUTHERN  PI^fES,  WEEB 
D      4.00     4.00    12.00  24.00 
STATESVILLE,  wsic 

D      5.00      5.00    10.00    20.00  30.00  50.00 

N      5.00     5.00    10.00    20.00  30.00  50.00 

WAYNESVILLE,  WHCC 

D       1.90      2.40      8.00    15.00  20.00  40.00 

N      1.90     2.40     8.00    15.00  20.00  40.00 

WHITEVILLE,  WENC 

D      3.50     4.50     7.50    12.50  20.00  35.00 

N      3.50     4.50     7.50    12.50  20.00  35.00 

WILMINGTON,  WGNI 

D      4.50     9.00    13.50    18.00  27.00  40.50 

N      4.50      9.00    13.50    18.00  27.00  40.50 

WINSTON-SALEM,  WTOB 

D      7.50     7.50    15.00    30.00  45.00  75.00 

NORTH  DAKOTA 

BISMARCK-MANDAN,  KGCU 

D      6.75     9.00    15.00    30.00  45.00  75.00 

N      6.00      8.00    13.00    26.00  39.00  65.00 

DEVILS  LAKE,  KDLR 

D      5.00      5.00      9.50    17.50  30.00  50.00 

N      5.00     5.00     9.50    17.50  30.00  50.00 

GRAND  FORKS,  KNOX 

D      5.20      5.20      8.50    19.50  29.25  48.75 

N      7.00     7.00    11.70    26.00  39.00  65.00 

MINOT,  KLPM 

D      4.20      7.00    14.00    28.00  42.00  70.00 

N      6.00    10.00    20.00    40.00  60.00  100.00 

VALLEY  CITY,  KOVC 

D      2.80     3.75     9.00    18.00  27.00  45.00 

N      3.75      5.00    12.00    24.00  36.00  60.00 


OHIO 

AKRON,  WHKK 

D  6  00  6.00  12.00  24.00  36.00  60.00 
N     11.25    11.25    22.50    45.00    67.50  112.50 

CINCINNATI,  WCPO 

D  15.25  17.25  40.00  70.00  100.00  175.00 
N     23.00    27.50    50.00  100.00  160.00  300.00 

CLEVELAND,  WHK 

D  14.00  21.00  36.00  72.00  108.00  180.00 
N     42.00    42.00    72.00  144.00  216.00  360.00 

(Continued  on  page  22) 
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MISTER  PLUS 

LOOKS 

UNDER 

A  WELCOME 

MAT 

AND 

FINDS  A 

FRIENDLY 

KEY 


What  set  out  to  be  the  first  full  study  of  radio  listening 
throughout  Home  Town  America  has  become  a  measure 
of  a  welcome  mat  one-fourth  the  size  of  the  entire  U.  S. 

Crossley,  Inc.,  conducted  551,582  telephone-coinci- 
dental interviews  in  116  cities  in  42  states,  10  a.m.  to  10 
p.m.  on  weekdays  and  2  p.m.  to  10  p.m.  on  weekends, 
for  four  consecutive  weeks  in  April,  1950. 

The  116  cities  were  selected  as  precisely  represent- 
ative of  Mutual's  325  "solo"  markets  — each  one  served 
from  within  by  one  Mutual  Network  station  alone,  and 
from  without  by  other  stations. 

This  research  reveals  overwhelming,  continuous  prefer- 
ence for  Mutual  ...  a  red  carpet  of  a  welcome  mat  whose 
dimensions  are  specified  on  the  opposite  page.  A  thorough 
analysis  of  its  day  by  day  texture  —  morning,  afternoon 
and  night  —  is  yours  for  the  asking. 

Big-city  coverage  is  common  to  all  networks.  But  the  key 
to  Home  Town  America,  where  11,000,000  radio  families 
live  and  spend  and  listen^  awaits  you  under  this  mat. 
Here  you  are  assured  a  heartier  welcome  than  any  other 
network  or  any  other  medium  can  possibly  earn  for  you , . . 


Share  of  audience,  day  and  night . 


MUTUAL 

55% 


NETX 


NETY 

15% 


NETZ 

5% 


Jj 


1 

■Bl; 

independent 

!  9% 


WELCO\m 


WELCOtA^ 


fc...... 

I 


THE 


DIFFERENCE 




MUTUAL! 


The  Mutual  Broadcasting  Syste 

1440  BROADWAY.  NEIF  YORK  18.  N.  Y. 


TV?  Exactly  one-tenth  of  one  per  cent  of  all  respondents  reported  any  television  listening. 


MBS  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  19) 


COLUMBUS,  WHKC 
SB       IM  5M 
D      6.70    13.35  20.00 
N     20.00    40.00  60.00 

DAYTON,  WONE 

D  21.00  21.00  30.00 
N     21.00    21.00  30.00 


15M  30M  1  Hr 
26.70  40.00  66.70 
80.00  120.00  200.0C 


60.00 
60.00 


80.00  120.00 
80.00  120.00 


HAMILTON,  WMOH 

D      4.75      6.80    11.55  23.10  34.65  57.75 

N      6.00      8.50    17.00  34.00  51.00  85.00 

LIMA,  WIMA 

D      7.50      7  50    15.00  30.00  45.00  75.00 

N     10.00    10.00    20.00  40.00  60.00  lOO.OO 

MARIETTA,  WMOA 

D      4.00      5.00      9.00  18.00  27.00  45.00 

N      6.00      7.00    12.00  24.00  36.00  60.00 

SANDUSKY,  WLEC 

D      5.40      5.40      8.10  12.60  21.60  36.00 

N      9.00      9.00    13.50  21.00  36.00  60.00 

STEUBENVILLE,  WSTV 

D      4.75      5.50    11.00  22.00  33.00  55.00 

N      7.00      8.00    16.00  32.00  48.00  80.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


WARREN- YOUNGSTOWN,  WHHH 

SB  IM  5M  15M  30M  1  Hr 
D  7.50  7.50  14.00  28.00  42.00  70.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 


OKLAHOMA 


ALTUS,  KWHW 

D  3.00  3  00  4.00  15.00  24.00  40.00 
N      3.00      3.00     4.00    15.00    24.00  40.00 

BARTLESVILLE,  KWON 

D      4.00      4.00      9.00    20.00    36.00  60.00 

N       4.00      4.00      9.00    20.00    36.00  60.00 

CHICKASHA,  KWCO 

B      4.00      4.50      9.00  18.00 
DUNCAN,  KRHD 

D      4.63      4.63      8.46  18.00 

N      5.79      C.79    10.58  22.50 

ELK  CITY,  KASA 
D      3.50      4.50  9.00 
N      3.50      4.50  9.00 

ENID,  KGW.'V 
D      4.88  5.40 
N      6.37  8.10 


16.00 
16.00 


27.00  45.00 


30.00  50.00 
37.50  62.50 


24.00  40.00 
24.00  40.00 


11.25 
16.88 


18.00 
27.00 


MUSKOGEE,  KMUS 

D      4.00      6.50    11.00  18.00 

N      5.00     8.00    13.00  21.00 

OKLAHOMA  CITY,  KOCY 

D  7.00    12.50  25.00 

N  10.00    20.00  45.00 


27.00  45.00 
40.50  67.50 


27.00  45.00 
36.00  60.00 


35.00  60.00 
70.00'  120.00 


OKMULGEE,  KHBG 

SB      IM  5M 
D      4.80      6.00  9.60 
N      5.60     8.00  12.00 

PONCA  CITY,  WBBZ 

D  6.00  8.00  15.00 
N      6.00     3.00  15.00 

SEMINOLE,  KSMI 

D  3.00  4.00  7.00 
STILLWATER,  KSPI 
D  4.00  6.00  9.00 
N      6.00     9.00  12.00 

TULSA,  KOME 

D  9.00  9.00  18.00 
N     16.00    16.00  32.00 

WOODWARD,  KSIW 

D  3.50  5.25  8.00 
N      3.50      5.25  8.00 


15M 

30M 

1  Hr 

16.00 

28.00 

48.00 

20.00 

36.00 

60.00 

30.00 

45.00 

75.00 

30.00 

45.00 

75.00 

11.00    20.00  35.00 


15.00 

25.00 

40.00 

20.00 

30.00 

50.00 

36.00 

54.00 

90.00 

64.00 

98.00 

160.00 

16.00 

24.00 

40.00 

16.00 

24.00 

40.00 

OREGON 


ALBANY,  KWIL 

D      4.12      4.12  6.00  10.00  15.00  25.00 

N      5.50      5.50  8.50  14.00  21.00  35.00 

ASTORIA,  KAST 

D                 4.12  6.00  10.00  15.00  25.00 

N                 5.50  8.50  14.00  21.00  35.00 

BEND,  KBND 

D      5.00      5.00  7.00  14X0  21.00  35.00 

N      6.00      6.00  8.50  16.00  24.00  40.00 


FIRST. . . 


■  I  ■ 


RESPONSE: 
40-15,000  z.f.t. 
±  2,5  DB 

POWER  RATING:  -53 

OMNIDIRECTIONAL 

ACOUSTALLOY 
DIAPHRAGM 

BLAST  FILTER 

CHANGEABLE 
LOW  IMPEDANCE 

REMOVABLE  SWIVEL 

OR  %'-21 
THREAD  MOUNTING 

CANNON  XL-3 
CONNECTOR 

ALL  PARTS 
PRECISION  GROUND 


DTNAMIC  for  IV 


•  New  "655"  Microphone  Provides  Ultra-Wide  Range, 
High  Fidelity  Response  •  Pop-Proof  •  More  Rugged, 
More  Versatile  •  Individually  Laboratory  Calibrated 

Here,  for  the  first  time,  you  have  a  slim,  trim  microphone  with 
all  the  advantages  of  dynamic  performance  and  utility!  Only 
because  of  the  ingenious  Acoustalloy  diaphragm  and  other 
E-V  developments  has  it  become  a  reality!  Meets  the  highest 
standards  of  TV,  FM  and  AM. 

No  additional  closely-associated  auxiliary  equipment  is  re- 
quired! Can  easily  be  concealed  in  studio  props  or  moved 
about.  Provides  effective  individual  or  group  pick-up.  Repro- 
duces voice  and  music  with  remarkable  accuracy.  New  E-V 
Blast  Filter  makes  the  655  pop-proof.  Acoustically-treated, 
strong  wire-mesh  grille  head  stops  wind  and  breath  blasts. 
Eliminates  wind  rumble  in  outdoor  pick-up.  Field  proved. 

See  for  yourself!  Write  today  for  Bulletin  No.  156  and  full 
information  on  how  you  can  try  this  amazing  new  microphone. 
Model  655.  List  Price   .$200 


Shows  the  popular  Patsy  Lee 
with  the  TV  655.  Note  how 
(w!vel  permits  aimmg  at  sound 
»our»  without  hiding  face. 


Shows  TV  655  in  the  hand  with 
swivel  removed.  Note  how  con- 
venient it  is  to  handle  for 
announcing    or  interviewing. 


Shows  TV  655  suspended  on  a 
boom.  Omnidirectional  polar  pot- 
tern  and  firm  swivel  permits  easy, 
divers*  use. 


INC. 

402  CARROLL  STREET  •  BUCHANAN,  MICHIGAN 

Export:  13  East  40th  Street  •  New  York  16,  N.  Y.,  U.  S.  A.  •  Cables:  Arlab 


COOS  BAY,  KOOS 

SB       IM       SM  15M  30M  1  Hr 

D      3.50      5.25      7.00  14.00  21.00  35.00 

N      4.00      6.00      8.00  16.00  24.00  40.00 

EUGENE,  KORE 

D                5.00     8.50  14.00  21.00  35.00 

N                 7.00    12.00  20.00  30.00  50.00 

GRANTS  PASS,  KUIN 

D      4.32      4.32      6.48  10.80  16.20  27.00 

N      6.40      6.40      9.60  16.00  24.00  40.00 

KLAMATH  FALLS,  KFJI 

D      4.00     4.00      9.00  15.00  21.00  35.00 

N      4.00     4.00     9.00  15.00  21.00  35.00 

PORTLAND,  KPOJ 

D     10.00    ]5.00    20.00  30.00  45.00  90.00 

N     20.00    30.00    40.00  60.00  90.00  180.00 

ROSEBURG,  KRNR 

D      3.25      4.65      9.50  12.00  16.00  25.00 

N      5.00      6.25    11.50  14.00  21.00  35.00 

SALEM,  KSLM 

D      5.00      6.00    10.00  18.00  24.00  40.00 

N      7.50      9.00    15.00  24.00  36.00  60.00 


PENNSYLVANIA 

ALTOONA,  WJSW 

D      6.00      6.00    20.00    30.00  45.00  75.00 

N      9.00      9.00    25.00    40.00  65.00  100.00 

BRADFORD,  WESB 

D      4.00      5.00    10.00    20.00  30.00  50.00 

N      5.00      6.00    12.00    24.00  36.00  60.00 

EASTON,  WEST 

D      5.00      6.00    12.25    27.50  40.00  60.00 

N       9.00     9.00    18.00    35.00  55.00  90.00 

ERIE,  WLEU 

D      7.00      7.00    13.00    22.00  40.00  70.00 

N     13.00    13.00    20.00    43.00  68.00  115.00 

HARRISBURG,  WKBO 

D      6.50      7.50    17.50    35.00  55.00  85.00 

N     12.00    12.00    27.50    47.50  75.00  125.00 

HAZLETON,  WAZL 

D      4.00      4.00    10.00    20.00  30.00  45.00 

N      5.90     5.90    14.00    30.00  46.00  70.00 

HUNTINGTON,  WHUN 

D       3.00      4.50    13.00    16.90  29.25  52.00 

N      5.00      6.00    15.60    26.00  45.50  78.00 

JOHNSTOWN,  WCRO 

D      6.00      6.00    20.00    30.00  45.00  75.00 

N      9.00     9.00    25.00    40.00  65.00  100.00 

LANCASTER,  WGAL 

D      6.50      7.60    17.50    35.00  55.00  85.00 

N     12.00    12.00    27.50    47.50  75.00  125.00 

LOCK  HAVEN,  WBPZ 

D      4.50      4.50    10.00    13.00  22.50  40.00 

N      6.00     6.00    12.00    20.00  35.00  60.00 

NEW  CASTLE,  WKST 

D      6.50      8.00    14.00    28.00  42.00  70.00 

N     10.00    12.00    20.00    40.00  60.00  100.00 

PHILADELPHIA,  WIP 

D     20.00    25.00    42.00    84.00  126.00  196.00 

N     40.00    50.00    75.00  120.00  180.00  300.00 

PITTSBURGH,  KQV 

D     14.00    20.00    35.00    70.00  105.00  175.00 

N     28.00    40.00    70.00  140.00  210.00  350.00 

POTTSVILLE,  WPAM 

D      4.00      6.00    11.00    18.00  30.00  50.00 

N      5.50      7.50    15.00    22.50  45.00  65.00 

READING,  WRAW 

D      6.50      7.50    17.50    35.00  55.00  85.00 

12.00    12.00    27.50    47.50  75.00  125.00 

SHAMOKIN,  WISL 

D       .S.OO     6.50    20.00    35.00  50.00  80.00 

N      5.00      6.50    20.00    35.00  50.00  88.00 

STATE  COLLEGE,  WMAJ 

D      4.50      3.45    11.50    15.00  25.00  46.00 

N      5.00      4.75    14.00    23.00  40.00  69.00 

WASHINGTON,  WJPA 

D      3.60      5.40    10.80    21.60  32.40  54.00 

N      5.40      7.20    14.40    28.00  43.20  72.00 

WILKES-BARRE,  WBAX 

D  6.50  13.00  26.00  38.00  62.00 
N 


9.50-   19.00    37.00    55.00  90.00 


YORK,  WORK 

D  6.50  7.50  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.00  125.00 
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RHODE  ISLAND 


IPROVIDENCE,  WEAN 

SB      IM      5M  15M     30M     1  Hr 

lib     11  00    11.00    22.00  44.00    66.00  110.00 

U     22.00    22.00    44.00  88.00  132.00  220.00 

»OONSOCKET,  WWON 
h      5.85     7.20    14.40    25.92    43.20  72.00 
p      6.50     8.00    16.00    32.00    48.00  80.00 

SOUTH  CAROLINA 


5ENNETTSVILLE,  WBSC 
D      4.00     4.00     8.00  16.00 


24.00 
24.00 


40.00 
40.00 


^      4.00      4.00     8.00  16.00 

:;harleston,  wusn 

D      4  00     4.00     8.00  15.00  23.00  38.00 

1^      7.00     7.00    15.00  30.00  45.00  75.00 

I  CHESTER,  WGCD 

p      4.00     4.00     8.00  16.00  24.00  40.00 

:;oLUMBUS,  wnok 

D      5.00     5.00    12.00  20.00  36.00  60.00 

:J      7.00     7.00    16.00  32.00  48.00  80.00 

rONWAY,  WLAT 

3      3.00     4.00     8.00  16.00 


!T  3.00  4.00  8.00  16.00 
OIIAON,  WDSC 

D                5.00    10.00  20.00 

^^                5.00    10.00  20.00 

BEORGETOWN,  WGTN 

3      4.00     4.50     9.00  17.00 

R      4.00     4.50     9.00  17.00 

GREENVILLE,  WESC 

iP      7.00     7.00    15.00  28.00 
RTSVILLE,  WHSC 

3.00     3.00     8.00  16.00 

3.00     3.00     8.00  16.00 

;WBERRY,  WKDK 

5.00      5.00    12.00  24.00 

(^^     5.00    5.00  12.00  24.00 

(ORANGEBURG,  WRNO 

ID      4.00     4.00     8.00  18.00 

1 5.00    5.00  lo.oo  20.00 

I  iROCK  HILL,  WRHI 

,  Lid     4.50    5.00    9.00  17.00 

4.50  5.00  9.00  17.00 
i^UMTER,  WFIG 

O      5.00     5.00    10.00  18.00 

SKl      6.00     6.00    14.00  24.00 


24.00 
24.00 


40.00 
40.00 


30.00 
30.00 


30.00 
30.00 


50.00 
50.00 


50.00 
50.00 


42.00  70.00 


ELIZABETHTON-JOHNSON  CITY,  WBEJ 


1 


JNION,  WBCU 
lb      4.00     4.00     8.00  16.00 
IN      6.00     6.00    12.00  24.00 

Walterboro,  wald 

1^  5.00    15.00  25.00 

5.00    15.00  25.00 


24.00 
24.00 


36.00 
36.00 


25.00 
30.00 


30.00 
30.00 


28.00 
30.00 


24.00 
36.00 


40.00 
40.00 


40.00 
40.00 


60.00 
60.00 


35.00 
50.00 


50.00 
50.00 


40.00 
50.00 


40.00 
60.00 


60.00 
60.00 


SOUTH  DAKOTA 


*!!aBERDEEN,  KSDN 
O      5.50     5.50  11.00 
N      8.00     8.00  16.00 


22.00 
32.00 


Ml  HURON,  KIJV 

p  2.40  4.00  9.60 
S      3.00     5.00  12.00 

J  (MITCHELL,  KORN 

3  3.75  5.00  lO.OO 
N       4.50      6.00  12.00 

HjlsiOUX  FALLS,  KIHO 
D  5.00  6.00  12.00 
(Sf       8.00    10.00  18.00 


tVANKTON,  WNAX 
D     14.00    21.00  26.00 
k     18.00    27.00  37.00 


19.20 
24.00 


20.00 

24.00 


24.00 
36.00 


33.00 
48.00 


28.80 
36.00 


30.00 
36.00 


36.00 
54.00 


55.00 
80.00 


48.00 
60.00 


50.00 
60.00 


60.00 
90.00 


52.00  78.00  130.00 
75.00  140.00  275.00 


TENNESSEE 

(CHATTANOOGA,  WAGC 

D       5.00     6.00    10.00  20.C0 
8.00    10.00    18.00  40.00 

JtLARKSVILLE,  WJZM 
p       4.00     4.00     7.00  12.50 


30.00  50.00 
60.00  100.00 


4.00     4.00      7.00  12.50 


Cleveland,  wbac 

jp  4.50  5.00  7.50 
W       4.50      5.00  7.50 

COLUMBIA,  WKRM 

p  2.40  3.00  4.20 
m       3.20     4.00  5.60 

dyersburg,  wdsg 

0       5.50     6.50  10.00 
5.50     6.50  10.00 


12.50 
12.;0 


8.40 
11.20 


18.00 
18.00 


24.00 
24.00 


22.50 
22.50 


14.40 
19.20 


36.00 
36.00 


40.00 
40.00 


40.00 
40.00 


24.00 
32.00 


60.00 
60.00 


SB  IM 
3.75  3.75 
3.75  3.75 


5M 
9.38 
9.38 


15M  30M 
17.50  31.25 
17.50  31.25 


fayetteville,  wekr 

D  3.25  3.25  7.50  14.50 
N       3.25     3.25     7.50  14.50 


greeneville, 

D  3.75  3.75 
N      3.75  3.75 


wgrv 

9.38  17.50 
9.38  17.50 


26.00 
26.00 


31.25 
31.25 


1  Hr 
50.00 
50.00 


40.00 
40.00 


50.00 
50.00 


harriman,  whbt 

D  5.00  5.00  8.00 
N       5.00  5.00 


15.00  24.00  40.00 

8.00  15.00  24.00  40.00 

JACKSON,  WDXI 

D      3.00     6.00     8.00  18.00  30.00  50.00 

N      4.00     8.00    12.00  30.00  45.00  75.00 

knoxville,  wkgn 

D       6.00      6.00      9.00  20.00 

N       8.00      8.00    13.00  25.00 


30.00  50.00 
50.00  100.00 


McMINNVILLE, 

D  3.50 
N  3.50 


WMMT 
7.50  15.00 
7.50  15.00 


MEMPHIS,  WHBQ 

D  13.50  16.00  21.50  42.70 
N     18.00    24.00    34.00  64.00 

MORRISTOWN,  WCRK 

D  4.00  6.00  16.00  24.00 
N       4.00      6.00    16.00  24.00 

MURFREESBORO,  wgns 

D       5. CO      6.00      9.00  28.80 


N 


6.00     8.00    16.00  36.40 


25.00  40.00 
25.00  40.00 


64.00  106.00 
96.00  160.00 


36.00  60.00 
36.00  60.00 


30.00  50.00 
48.00  80.00 


NASHVILLE,  WMAK 

D      9.60     9.60    19.20  38.40 

N     16.00    16.00    32.00  64.00 

OAK  RIDGE,  WATO 

D       6.00     6.00      9.00  18.00  27.00 

N       8.50     8.50    14.40  26.00  39.00 

shelbyville,  whal 

D       3.00      3.00      7.50  13.00 

N      3.00     3.00     7.50  13.00 

UNION  CITY,  WENK 

D       4.00      5.00     8.00  13.00 

N       5.00      6.00    11.00  25.00 

WINCHESTER,  WCDT 

D       3.00      3.00     7.50  14.00 

N       3.00      3.00      7.50  14.00 


57.60  96.00 
96.00  160.00 


45.00 
65.00 


25.00 
25.00 


24.00 
40.00 


25.00 
25.00 


40.00 
40.00 


45.00 
70.00 


40.00 
40.00 


TEXAS 


ABILENE,  KWKC 

D                6.50    12.00  20.00    30.00  50.00 

N                  6.3U    12.00  20.00    30.00  50.00 

ALPINE,  KVLF 

D       4.C0     4.00     7.50  12.00    18.00  30.00 

N       4.00      4.00     7.50  12.00    18.00  30.00 

AMARILLO,  KAMQ 

D       9.00    10.00    20.00  30.00    50.00  80.00 

N       9.00    10.00    20.00  30.00    50.00  80.00 

AUSTIN,  KVET 

D       6.00     7.50    12.00  24.00 

N     11.00    14.00    24.00  48.00 

BAY  CITY,  KIOX 

D  4.00  5.53  8.00 
N       4.00      5.50  8.00 


36.00  60.00 
72.00  120.00 


BORGER, 

D  2.50 
N  3.50 


KHUZ 

4.00  10.00 
5.00  12.00 


18.00 
18.00 


15.00 
18.00 


30.00  50.00 
30.00  50.00 


25.00 
27.00 


40.00 
48.00 


KBWD 

9.00  18.00 
13.50  20.00 


8.32 
10.93 


13.65 
19.11 


12.00 
12.00 


BROWNWOOD, 

D  3.25  6.25 
N       5.00  10.00 

BRYAN,  KORA 

D  1.78  3.90 
N       2.30  7.15 

CHILDRESS,  KCTX 

D  2.50  3.50  7.00 
N       2.50      3.50  7.00 

CORPUS  CHRISTI,  KUNO 

D  7.50  8.50  20.00  36.00 
N     11.60    13.00    26.00  48.00 

DALLAS,  WRR 

D  9.00  12.00 
N     14.00  18.00 

EL  PASO,  KSET 

D  4.50  6.00 
N  9.00 


27.00  43.00 
38.50  65.00 


20.48  32.50 
27.30  44.83 


21.00 
21.00 


35.00 
35.00 


24.00 
40.00 


52.00  90.00 
76.00  130.00 


48.00  72.00  120.00 
80.00  120.00  200.00 


9.00 

FORT  WORTH, 

D  9.00  12.00 
N     14.00  18.00 


7.50 
15.00 

KFJZ 

24.00 
40.00 


15.00 
30.00 


22.50 
45.00 


37.50 
75.00 


48.00  72.00  120.00 
80.00  120.00  200.00 


FREDERICKSBURG,  KNAF 

D       2.00      3.00     7.00  11.00  18.00  31.00 

N       2.00      3.00      7.00  11.00  18.00  31.00 

GALVESTON,  KLUF 

D       4.15      4.25      6.50  13.00  19.50  32.50 

N       8.30      8.50    13.00  26.00  39.00  65.00 

GREENVILLE,  KGVL 

D       3.50      4.50      9.00  18.00  27.00  45.00 

N       3.50      4.50      9.00  18.00  27.00  45.00 


BROADCASTING    •  Telecasting 


HOUSTON,  KTHT 

SB      IM  5M 
D     10.00    12.00  24.00 
N     20.00    24.00  48.00 

HUNTSVILLE,  KSAM 
D  3.00  4.50  7.50 
N       4.50      6.00  10.00 


15M  30M  1  Hr 
42.00  72.00  120.00 
84.00  144.00  240.00 


12.00 
16.00 


18.00 
24.00 


30.00 
40.00 


LUBBOCK,  KCBD 

D  9.00  9.0J  14.00  28.00  42.00  70.00 
N       9.00      9.00    14.00    28.00    42.00  70.00 

LUFKIN,  KTRE 

D  5.00  5.00  10.00  20.00  30.00  50.00 
N       7.50      7.50    15.00    30.00    45.00  75.00 

MARSHALL,  KMHT 

D  3.50  4.90  8.00  16.00  24.00  40.00 
N       3.50      4.90      8.00    16.00    24.00  40.00 

McALLEN,  KRIO 

D  5.00  6.00  12.00  24.00  36.00  60.00 
N       6.00    10.00    20.00    32.00    48.00  80.00 

MONAHANS,  KVKM 

D  4.00  4.00  7.50  12.00  18.00  30.00 
N      4.00     4.00     7.50    1,2.00    18.00  30.00 

ODESSA,  KRIG 
D       6.00  9.00 
N       6.00  9.00 

PAMPA,  KPDN 

D  4.50  6.65 
N       4.50  6.65 

PECOS,  KIUN 
D       4.00  4.0O 
N       4.00  4.00 

PERRYTON,  KEYE 

D  3.00  4.0O  10.00  15.00  25.00  40.00 
PLAINVIEW,  KVOP 

D       3.00      4.50     7.50  12.00  18.00  30.00 

N       3.00      4.50      7.50  12.00  18.00  30.00 


15.00 
15.00 


9.25 
9.25 


24.00 
24.00 


18.50 
18.50 


36.00 
36.00 


28.00 
28.00 


60.00 
60.00 


46.50 
46.50 


7.50  12.00  18.00  30.00 
7.50    12.00    18.00  30.00 


PORT  ARTHUR-BEAUMONT,  KPAC 

D  8.00    15.00    25.00    40.00  65.00 


N 


13.00    25.00    45.00    65.00  110.00 


45.00 
45.00 


SAN  ANGELO,  KTXL 

D  6.50  6.50  12.00  20.00  30.00  50.00 
N       6.50      6.50    12.00    20.00    30.00  50.00 

SAN  ANTONIO,  KMAC 

D  9.00  12.00  20.00  40.00  60.00  100.00 
N     18.00    24.00    40.00    80.00  120.00  200.00 

SHAMROCK,  KEVA 

D  2.70  3.75  6.00  12.00  22.50 
N       2.70      3.75      6.00    12.00  22.50 

SHERMAN-DENISON,  KRRV 
D       7.50      7.50    12.50  18.00 
N     10.00    10.00    15.00  21.60 

STAMFORD,  KDWT 

D  2.50  4.00  9.00  18.00 
N       2.50      4.00      9.00  18.00 

SULPHUR  SPRINGS,  KSST 
D  1.95  2.93  6.24  12.48 
N       1.95      2.93      6.24  12.48 

SWEETWATER,  KXOX 

D  2.50  4.00  9.00  18.00 
N       2.50      4.00      9.00  18.00 

TEMPLE,  KTEM 
D       2.80      4.00  6.00 
N       4.20      6.00  9.00 

TEXARKANA,  KTFS 
N  4.40  4.40  10.00 
D       4.40      4.40  10.00 

TYLER,  KGKB 
D      4.00     4.00  10.00 
N      4.00     4.00  10.00 

UVALDE,  KVOU 

D  2.50  3.50  8.00 
N      2.50     3.50  8.00 

VERNON,  KVWC 

D  3.60  4.50  7.50 
N      3.60      4.50^  7.50 

VICTORIA,  KVIC 

D  3.83  5.10  8.50 
N      5.10      7.65  12.75 

WACO,  KWTX 

D  6.00  7.00  10.00 
N      9.00    10.00  15.00 


30.00 
36.00 


27.00 
27.00 


18.72 
18.72 


27.00 
27.00 


12.00  18.00 
18.00  36.00 


20.00  35.00 
20.00  35.00 


20.00  40.00 
20.00  40.00 


14.00  21.00 
14.00  21.00 


15.00  26.25 
15.00  26.25 


13.60  20.40 
20.40  30.60 


18.00  30.00 
35.00  60.00 


50.00 
60.00 


45.00 
45.00 


31.20 
31.20 


45.00 
45.00 


30.00 
45.00 


60.00 
60.00 


70  .nn 

70.00 


35.00 
35.00 


45.00 
45.00 


34.00 
51.00 


50.00 
100.00 


WICHITA  FALLS,  KTRN 

D  5.20  5.20  12.00  24.00  36.00  60.00 
N      7.80      7.80    18.00    36.00    54.00  90.00 


UTAH 


LOGAN,  KVNU 
D  4.50  5.00 
N      5.00  6.00 


8.00 
9.50 


13.50 
14.50 


21.50 
23.00 


32.50 
40.00 


OGDEN,  KLO 

D  8.45    13.00    26.00    39.00  65.00 

N  13.00    20.00    40.00    60.00  100.00 


PRICE,  KOAL 

D  3.00  3.75 
N      3.00  3.75 


6.00  12.00  18.00  30.00 
6.00    12.00    18.00  30.00 


PROVO,  KOVO 

SB       IM  5M  15M  30M  1  Hr 

D      3.31     3.31     5.52  11.04  17.66  27.60 

N      5.00     5.00     7.60  14.80  23.20  40.00 

SALT  LAKE  CITY,  KALL 

D      8.50     8.50  17.50  30.00  50.00  80.00 

N     15.00    15.00  25.00  45.00  72.00  125.00 


VERMONT 


RUTLAND,  WSYB 

D      6.00      6.00    12.00    25.00  36.00  60.00 

WATERBURY,  WDEV 

D      8.00     8.00    12.00    24.00  36.00  60.00 

N      8.00     8.00    12.00    24.00  36.00  60.00 

VIRGINIA 

BEDFORD,  WBLT 

(no  rates  available) 

BLACKSTONE,  WKLV 

D      2.00     3.00     6.00    15.00  25.00  40.00 

N      2.00     3.00     6.00    15.00  25.00  40.00 

BRISTOL,  WFHG 

D  1.85  3.05  7.60  12.00  18.00  36.00 
CULPEPER,  WCVA 

D      3.50      3.50      7.00    15.00  22.50  35.00 

N      3.50     3.50     7.00    15.00  22.50  35.00 

DANVILLE,  WDVA 

D      5.50      6.50    10.00    20.00  30.00  50.00 

N      7.50     9.00    12.50    24.00  40.00  75.00 

FRONT  ROYAL,  WFTR 

D      3.00      4.00    10.00    20.00  32.00  54.00 

N      3.00     4.00    10.00    20.00  32.00  .54.00 

GALAX,  WBOB 

D       4.00      5.00      7.50    15.00  22.00 

N      4.00      5.00      7.50    15.00  22.00 


36.00 
36.00 

40.00 
45.00 


LEXINGTON,  WREL 

D       2.25      3.25      7.25    14.40  24.00 

N      2.40      4.00      8.50    16.20  27.00 

LYNCHBURG,  WWOD 

D      7.50      7.50    10.00    24.00  36.00  60.00 

N  10.00    20.00    40.00  60.00  100.00 

(Continued  on  page  24) 


PERFORMANCE 

iowek  COST 


TOWER 
'  LIGHTING 
EQUIPMENT 


H  &  P  lighting  equipment,  consistently 
specified  by  outstanding  radio  engineers, 
is  furnished  as  standard  equipment  by 
most  leading  tower  manufacturers. 

"PECA"  SERIES 
PHOTO-ELECTRIC  CONTROL 

Factory-set  to  turn  lights  on  at  35  f.c; 
off  at  58  f.c.  as  specified  by  CAA.  Low- 
loss  circuit  insula- 
tion. Higfi-wattage 
industrial  type  resis- 
tors. Tube  ratings 
well  over  operational 
requirements.  Fail- 
Safe;  if  any  parts  fail 
in  service,  lights  au- 
tomatically turn  on. 

OTHER  H  &  P  PRODUCTS: 
300  MM  Code  Beacons  •  Mercury  Flashers 
Obstruction  Lights  •  Complete  Light  Kits 
for  A-2,  A-3,  A-4  and  A-5  Towers 

PROMPT  SCRVICC  and  DBUVERY 

Immediate  Shipment  Out  of  Stock 
WRITE  OR  WIRE  FOR  CATALOG 


HUGHEY  &  PHILLIPS 

TOWtB  IIGHTING  DIVISION 
326  N.  La  Cienega  Blvd 
Los  Angeles  48,  Calif. 
60  E.  42nd  St.  New  York  17,  N.  ,Y-, 
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MBS  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  23) 

NORFOLK-PORTSMOUTH,  WSAP 

SB      IM      5M      15M  30M  1  Hr 

D      4.50      7.50    12.00    24.00  36.00  60.00 

N      7.00    11.00    24.00    48.00  72.00  120.00 

NORTON,  WNVA 

D      3.50     5.00    10.00    20.00  35.00  60.00 

N      3  50     5.00    10.00    20.00  35.00  60.00 

ORANGE,  WJMA 

D      3.00     3.00      6.00    12.00  18.00  30.00 

N      3.00     3.00     6.00    12.00  18.00  30.00 

PETERSBURG,  WSSV 

D      4.20      7.00    12.00    20.00  45.00  75.00 

N      4.20     7.00    12.00    20.00  45.00  75.00 

PULASKI,  WPUV 

D      3.00      4.00     8.00    16.00  24.00  40.00 

N      3.50     5.00    10.00    20.00  30.00  50.00 

KICHMOND,  WLEE 

D      6.50    10.00    14.00    28.00  42.00  70.00 

10.00    16.00    28.00    56.00  84.00  140.00 

ROANOKE,  WROV 

D      4.25      5.25    10.50    21.00  32.00  54.00 

N      6.50     8.00    16.00    32.00  48.00  80.00 

WAYNESBORO,  WAYB 

D      2.25      3.25      7.25    14.40  24.00  40.00 

N      2.40     4.00     8.50    16.20  27.00  45.00 


WASHINGTON 

ABERDEEN,  KXRO 

D      5.25      5.25    10.50    14.00  21.00  35.00 

N      7.50     7.25    15.00    20.00  30.00  50.00 

BELLINGHAM,  KPUG 

D       8.00      8.00    12.00    16.00  24.00  36.00 

N     10.00    10.00    16.00    24.00  36.00  60.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


CENTRALIA-CHEHALIS,  KELA 

SB       IM       5M       15M     30M  1  Hr 

D      5.50      5.50      8.40    14.00    21.00  35.00 

N      7.00      7.00    10.00    20.00    30.00  50.00 


EVERETT,  KRKO 

D  5.50  5.50  8.40  14.00  21.00  35.00 
N      7.00      7.00    10.00    20.00    30.00  50.00 


LONGVIEW,  KWLK 

D  5.25  5.25  10.50  14.00  21.00  35.00 
N      7.50     7.50    14.25    19.00    30.00  50.00 


OLYMPIA,  KGY 

D  5.25  5.25  10.50  14.00  21.00  35.00 
N      7.50     7.50    15.00    20.00    30.00  50.00 


SEATTLE,  KVI 

D  12.50  20.00  23.00  40.00  60.00  100.00 
N    25.00   40.00    46.00    80.00  120.00  200.00 


SPOKANE,  KNEW 

D  8.00  10.00  15.00  28.00  42.00  70.00 
N     16.00    20.00    30.00    56.00    84.00  140.00 


WALLA  WALLA,  KUJ 

D  7.50  9.00  15.00  24.00  36.00  60.00 
N     10.00    12.00    20.00    32.00    48.00  80.00 


WENATCHEE,  KWNW 

D  5.00  5.00  10.00  16.00  34.00  40.00 
N      5.00     5.00    10.00    16.00    34.00  40.00 


YAKIMA,  KYAK 

D  5.59  5.59  12.50  20.00  30.00  50.00 
N      8.00     8.00    15.00    25.00    40.00  60.00 


WEST  VIRGINIA 

BECKLEY,  WWNR 

D  4.00  4.00  8.00  16.00  24.00  40.00 
N       5.00      5.00    lO.OO    20.00    30.00  50.00 


1 


American 

RADIO  PUBLICATIONS.  INC. 
121  N.  Washingtoif  St..  Peoria  2.  Illinois 


Here's  THE  outstanding 
radio-television  promotion! 
Builds  hoth  audience  and 
advertisers.  Proven  by 
hundreds  of  radio  stations 
over  past  12  years  .  .  .  now 
proven  a  ' '  natural ' '  for 
television  too.  Each  color- 
ful .  album  individually  pre- 
pared. Exclusive  —  avail- 
able to  only  one  station  in 
a  city.  No  cost  to  you  or 
your  listeners.    Plus  added 

CASH  FOR  YOUR  STATION. 

Write,  wire 
or  phone 
4-3262 


BLUEFIELD,  WKOY 

SB      IM      5M  15M  30M  1  Hr 

D      3.00     4.00     8.00  16.00  24.00  40.00 

N      4.50      6.00    12.00  24.00  36.00  60.00 


CHARLESTON,  WTIP 

D  5.50  6.50  10.00  20.00  30.00  50.00 
N      5.50      6.50    10.00    20.00    30.00  50.00 


CLARKSBURG,  WHAR 

D      1.75      2.00      4.00  8.00  12.00  20.00 

N      2.50     3.50     7.00  14.00  19.00  35.00 

ELKINS,  WDNE 

D      3.25      4.50      8.00  15.00  24.00  40.00 

N      4.50      7.00    12.00  20.00  32.00  55.00 

FAIRMONT,  WWW 

D      4.50      6.00    11.00  18.00  30.00  45.00 

N      6.00     9.00    15.00  25.00  45.00  70.00 


HUNTINGTON,  WPLH 

D  4.00  5.00  10.00  15.00  30.00  50.00 
N      6.40     8.00    16.00    32.00    48.00  80.00 


MONTGOMERY,  WMON 

D      5.00      6.00      8.00    15.00    24.00  40.00 

N      6.00     7.50    10.00    20.00    35.00  60.00 


MORGANTOWN,  WAJR 

D      4.50     6.00    10.00    16.00  24.00  40.00 

N      6.00      9.00    15.00    24.00  36.00  60.00 

RONCEVERTE,  WRON 

D      4.00     4.00      8.00    16.00  24.00  40.00 

N      6.00     6.00    12.00    24.00  36.00  60.00 


WELCH,  WBRW 

D  3.00  3.75  7.50  18.00  27.00  45.00 
N      4.50      6.00    12.75    28.50    42.75  67.50 

WHEELING-BELLAIRE,  WTRF 

D  9.00  10.00  15.00  24.00  40.00  70.00 
N     10.00    12.50    18.00    35.00    60.00  110.00 


WILLIAMSON,  WBTH 

D  5.00  5.00  12.00  24.00  36.00  60.00 
N      5.00     5.00    12.00    24.00    36.00  60.00 


WISCONSIN 


APPLETON,  WHBY 

D       5.75      5.75    13.00  22.00  35.00  60.00 

N      8.75      8.75    16.00  32.00  48.00  80.00 

ASHLAND,  WATW 

D      3.00     4.50     9.00  18.00  27.00  45.00 

N      4.50     6.00    15.00  30.00  45.00  75.00 


BELOIT,  WGEZ 

D  4.80    12.00    19.20    28.80  48.00 

N  6.00    15.00    24.00    36.00  60.00 


EAU  CLAIRE,  WBIZ 

D  2.00  2.80  5.35  9.65  19.25  33.00 
N       4.25     4.25      8.25    17.50    30.00  60.00 


FOND  DU  LAC,  KFIZ 

D  6.00    10.00    20.00    30.00  50.00 

N  7.00    14.00    28.00    42.00  70.00 


JANESVILLE,  WCLO 

D  5.60  5.60  14.00  22.40  33.60  56.00 
N      7.00      7.00    17.50    28.00    42.00  70.00 


LA  CROSSE,  WLCX 

D  4.95  6.60  8.50  17.00  25.50  42.50 
N      8.00    10.00    17.00    34.00    51.00  85.00 


MANITOWOC,  WOMT 

D  5.50  6.50  11.00  18.50  31.00  52.00 
N      6.50     7.50    15.00    28.00    43.00  72.00 


MADISON,  WKOW 

SB      IM      5M  15M  30M     1  Hr 

D      9.00     9.00    18.00  30.00  54.00  90.00 

N    15.00    15.00    30.00  50.00  90.00  150.00 


MEDFORD,  WIGM 

D  1.50  4.25  6.00  10.50  18.50  28.50 
N      1.50     4.25     6.00    10.50    18.50  28.50 


RHINELANDEB,  WOBT 

D     4.00     4.00     6.00    12.00    18.00  30.00 

N     6.00     6.00    10.00    20.00    30.00  50.00 


RICE  LAKE,  WJMC 

D                 2.95      5.70    12.10    24.15  39.80 

N                3.95     7.60    16.10    32.20  55.20 

WISCONSIN  RAPIDS,  WFHR 

D      6.00     6.00     9.00    17.00    25.00  42.00 

N      7.00      7.00    14.00    21.00    28.00  70.00 


WYOMING 


CASPER,  KSPR 

D  3.50  3.50  6.50  10.80  18.00  30.00 
N      5.00      5.00    11.00    18.00    30.00  50.001- 


LANDER,  KOVE 

D      3.50     3.00     5.00  9.00  16.00  27.50 

N      4.50     3.50     6.00  10.00  18.00  30.00 

LARAMIE,  KOWB  ! 

D      4.50     6.00     8.00  16.00  24.00  40.00 

N      6.00     7.50    11.00  22.00  33.00  55.00 

POWELL,  KPOW 

D      4.00     4.00     7.50  15.00  26.00  45.00 

N       4.00     4.00     7.50  15.00  26.00  45.00 

ROCK  SPRINGS,  KVRS 

D       5.00     5.00    10.00  18.50  27.50  45.00 

N      7.50     7.50    12.50  25.00  37.50  60.00 


SHERIDAN,  KWYO  ■ 
D      3.75     3.75     7.50    15.00    26.25    45.00 1 
N      5.00     5.00    10.00    20.00    35.00    60.00 1 


ALASKA 


ANCHORAGE,  KENI 

D  5.0O  7.00  10.00  20.00  30.00  50.00 
N      7.00    11.25    18.00    30.00    45.00  80.00, 


FAIRBANKS,  KFAR 

D  6.00  9.00  14.25  24.00  36.00  60.00i 
N 


8.00    12.00    19.00    32.00    50.00  lOO.OO' 


HAWAII 


HILO,  KIPA 

D  3.25  3.90  6.88  13.00  19.50  32.5C 
N       5.20      7.80    13.00    26.00    39.00  65.0C! 


PUERTO  RICO 

SAN  JUAN,  WAPA 

D  7.50    15.00    27.50  50.0 

N  15.00    30.00    55.00  100.01  j 
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BUT  OUR  FEET  ARE  ON  THE  GROUND 


IMINGHAM,  WBRC 


SB 
!  17.00 
t|  30.00 

'  10.00 
15.00 


IM  5M 

17.00  30.00 
30.00  60.00 

WALA 

10.00  11.25 
15.00  22.50 


15M  30M  1  Hr 
44.00  66.00  100.00 
88.00  132.00  220.00 


24.00 
48.00 


»NTGOM£RY,  WSFA 

I    7.50      7.50    12.00  20.00 

I  10.00    10.00   20.00  40.00 


ARIZONA 


'(UGLAS,  KAWT 

4.00     4.00     5.00  10.00 

8.00     8.00    10.00  20.00 

k)BE,  KWJB 

4.0C     5.00  10.00 

8.00    10.00  20.00 

ioENIX,  KTAR 

11.50    16.00  32.00 

23.00    32.00  64.00 


SCOTT,  KYCA 

4.00  5.00  10.00 
8.00    10.00  20.00 

(FFORD,  KGLU 

4.00  4.00  6.00  12.00 
14    8.00     8.00    12.00  24.00 

fCSON.  KVOA 

6.50  6.50  8.00  16.00 
13.00    13.00    16.00  32,00 

'  "iTttA,  KYtTM 


4.00  5.00  10.00 
8.00    10.00  20.00 


36.00  60.00 
72.00  120.00 


36.00  60.00 
60.00  100.00 


15.00  25.00 
30.00  50.00 


15.00  25.00 
30.00  50.00 


48.00  80.00 
96.00  160.00 


15.00  25.00 
30.00  50.00 


18.00  30.00 
36.00  60.00 


24.00  40.00 
48.00  80.00 


15.00  25.00 
30.00  50.00 


DELAWARE 


ARKANSAS 

CTLE  ROCK,  KARK 

i  12.00    16.00    28.00    42.00  70.00 

I  18.00    30.00    56.00    84.00  140.00 


CALIFORNIA 


tKERSFIELD,  KERO 

5.00      5.00    10.00    16.00  24.00  40.00 

10.00    10.00    20.00    32.00  48.00  80.00 

fESNO,  KMJ 

18.00    18.00    25.00    48.00  72.00  120.00 

35.00    35.00    50.00    96.00  144.00  240.00 

;iS  ANGELES,  KFI 

62.50    62.50    84.00  140.00  210.00  350.00 

125.00  125.00  168.00  280.00  420.00  700.00 

CRAMENTO,  KCRA 

9.00     9.00    15.00    24.00  36.00  60.00 

18.00    18.00    30.00    48.00  72.00  120.00 

N  DIEGO,  KFSD 

14.00    18.00    24.00    40.00  60.00  lOO.OO 

28.00    36.00    48.00    80.00  120.00  200.00 

N  FRANCISCO,  KNBC 

36.00    36.00    48.00    96.00  144.00  240.00 

I  72.00    72.00    96.00  192.00  288.00  480.00 

NTA  BARBARA,  KIST 

i    455     4.95     9.00    16.50  24.00  39.00 

!    9.90     9.90    15.00    27.00  42.00  70.00 


COLORADO 

'NVER,  KOA 
Jt*  24.00    24.00    32.00    64.00    96.00  160.00 
48.00    48.00    64.00  128.0U  192.00  320.00 


CONNECTICUT 

JITFORD,  WTIC 

22.50  38.50  50.00  80.00  120.00  200.00 
45.00    77.00  100.00  160.00  240.00  400.00 


\\aL!VnNGTON,  WDEL 

SB      IM  5M      15M  30M     1  Hr 

D      8.50    10.00  20.00    40.00  60.00  100.00 

N     16.00    16.00  30.00    60.00  90.00  160.00 


DISTRICT  OF  COLUMBIA 

WASHINGTON,  WRC 

D  22.50  22.50  30.00  60.00  90.00  150.00 
N     45.00    45.00    60.00  120.00  180.00  300.00 


FLORIDA 


JACKSONVILLE,  WJAX 

D               10.00    18.50  37.00  60.00  95.00 

N               20.00    37.p0  74.00  120.00  190.00 

LAKELAND,  WLAK 

D      5.00      5.00    10.00  21.00  30.00  45.00 

N      7.00      7.00    14.00  30.00  45.00  75.00 

LAKE  WORTH,  WEAT 

D      6.50     3.00    10.00  20.00  30.00  50.00 

N      9.00    11.00    14.00  28.00  42.00  70.00 

IVHAMI,  WIOD 

D     17.00    17.00    24.00  48.00  7.2.00  120.00 

N     25.00    25.00    40.00  80.00  120.00  200.00 

ORLANDO,  WORZ 

D      7.00      7.00    10.50  21.00  31.50  52.00 

N     10.00    10.00    15.00  30.00  45.00  75.00 

PENSACOLA,  WCOA 

D      8.50      8.50    13.75  27.50  44.00  71.50 

N     12.00    12.00    19.25  38.50  66.00  110.00 

TAIVIPA,  WFLA 

D     12.00    12.00    20.00  32.00    50.00  80.00 

N     16.00    16.00    35.00  60.00  90.00  160.00 


GEORGIA 


ATLANTA,  WSB 

D     39.00    45.00    63.00  97.20  162.00  270.00 

N     65.00    75.00  105.00  162.00  270.00  450.00 

AUGUSTA,  WJBF 

D      4.50     4.50     9.00  18.00    27.00  45.00 

N      6.00     6.00    12.00  24.00    36.00  60.00 

COLUMBUS,  WDAK 

D      6.00      6.00    10.00  20.00    30.00  50.00 

N      9.00     9.00    16.00  32.00    48.00  80.00 

SAVANNAH,  WSAV 

D      9.50    12.00    20.00  37.50    56.00  94.00 

N     14.50    18.00    30.00  56.00    84.00  140.00 


IDAHO 


BOISE,  KIDO 

D      7.50     7.50    12.00  24.00  36.00  60.00 

N     15.00    15.00    24.00  48.00  72.00  120.00 

POCATELLO,  KSEI 

D     10.00    10.00    12.00  24.00  36.00  60.00 

N     12.00    12.00    16.00  32.00  48.00  80.00 

TWIN  FALLS,  KTFI 

D      6.40     8.00    12.00  24.00  36.00  60.00 

N      9.00    11.00    16.00  32.00  48.00  80.00 


ILLINOIS 


CHICAGO,  WMAQ 

D  75.00  75.00  90.00  180.00  270.00  450.00 
N   150.00  150.00  180.00  360.00  540.00  900.00 


PEORIA,  WEEK 

D  9.00  9.00  13.50  27.00 
N     16.00    16.00    27.00  54.00 


45.00  75.00 
90.00  150.00 


INDIANA 


jte:  All  rates  one-time.  For  complete 
planatlon  see  Foreword. 

jlROADCASTING    •  Telecasting 


ELKHART,  WTRC 

D      6.00      6.00    15.00  22.00  33.00  54.00 

N      7.50     7.50    18.00  36.00  48.00  80.00 

EVANSVILLE,  WGBF 

D     12.00    12.00    24.00  48.00  72.00  120.00 

N     15.00    15.00    30.00  80.00  80.00  150.00 

(Continued  on  page  26) 


With  28  years  of  top  flight  sales  eff"ort 
on  behalf  of  America's  leading  ad- 
vertisers, WGY  continues  to  domi- 
nate the  vast  Northeastern  market 
covering  upper  New  York  State  and 
western  New  England. 


Here  are  the  facts  :* 

WGY's  total  Aveekly  audience  is  214  times  greater  than 
the  next  best  station  day  and  night. 

WGY  has  40%  more  total  audience  than  a  combination 
of  the  ten  top  rated  stations  in  the  area. 

WGY  covers  54  counties  daytime  —  51  at  night.  The 
next  best  station  covers  14  day  —  13  night. 

WGY  has  almost  twice  as  many  counties  in  its  primary 
coverage  as  any  other  station  in  the  area  has  in  its 
entire  coverage. 

WGY  has  9  counties  in  its  primary  area  which  are  not 
reached  at  all  by  any  other  Capital  District  station. 

WGY  —  and  only  WGY  —  can  deliver  audiences  in  21 
major  metropolitan  markets  with  coverage  in  5  north- 
eastern states. 

*  Source  Broadcast  Measurement  Btireau  Study  jf2.  Spring  194-9. 


All  in  all,  your  best  dollar  for 
dollar  value  is  WGY  covering 
more  markets — more  audience 
— with  more  power  than  any 
station  in  its  area — at  lower 
cost  than  any  combination  of 
those  stations  to  reach  the  21 
markets. 
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NBC  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  25) 

FORT  WAYNE,  WGL 

SB      IM      5M  15M  30M     1  Hr 

D      9.40      9.40    12.50  25.00  37.50  62.50 

N     12.50    12.50    25.00  50.00  75.00  125.00 

INDIANAPOLIS,  WIRE 

D     17.00    17.00  48.00    75.00  135.00 

N     25.00    25.00  85.00  145.00  260.00 

TERRE  HAUTE,  WBOW 

D      8.00      8.00    16.00    32.00    48.00  80.00 

N     10.00    10.00    20.00    40.00    60.00  100.00 


IOWA 

DAVENPORT,  WOC 

D  12.00  12.00  15.00  40.00  72.00  120.00 
N     18.00  30.00    60.00  108.00  180.00 

DES    MOINES,  WHO 

D  30.00  45.00  60.00  110.00  170.00  280.00 
N     70.00    SO.OO  104.00  218.00  312.00  520.00 


KANSAS 


HUTCHINSON,  KWBW 

D      5.00      6.00    10.00  18.00  30.00  50.00 

N      7.00     9.00    15.00  25.00  40.00  75.00 

PITTSBURG,  KOAM 

D     11.40    11.40    22.80  38.00  68.40  114.00 

N     15.20    15.20    28.50  47.50  85.50  142.50 

WICHITA,  KANS 

D       9.00    11.00    15.00  24.00  36.00  60.00 

N     15.00    17.50    25.00  40.00  60.00  100.00 


KENTUCKY 


LOUISVILLE,  WAVE 

D  15.00  20.00  30.00  50.00  75.00  125.00 
N     30.00    37.50    60.00  100.00  150.00  250.00 


LOUISIANA 


ALEXANDRIA,  KSYL 

D       4.00     5.00      8.00    16.00  22.00  35.00 

N       6.00      8.00    12.00    26.00  40.00  65.00 

BATON  ROUGE,  WJBO 

D       7.00    10.00    14.00    28.00  42.00  70.00 

N     10.50    15.00    28.00    56.00  84.00  140.00 

LAFAYETTE,  KVOL 

D       5.60      5.05      9.50    16.00  30.00 

N       8.40      7.50    14.50    18.00  36.00 

LAKE  CHARLES,  KPLC 

D       6.00      9.00    12.75    17.00  27.50  45.00 

N     12.00    18.00    22.50    34.00  55.00  90.00 

MONROE,  KNOE 

D       4.75      4.75      8.25    23.00  34.00  56.00 

N       6.25      6.25    11.00    30.00  45.00  75.00 

NEW  ORLE.'INS,  WSMB 

D     14.00    14.00    18.00    36.00  60.00  100.00 

N     22.C0    22.00    36.00    72.00  120.00  200.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


SHREVEPORT,  KTBS 

SB      IM      5M  15M     30M     1  Hr 

D     10.00    12.00  22.50  37.50    60.00  100.00 

N     20.00    24.00  45.00  75.00  120.00  200.00 


MAINE 


AUGUSTA,  WRDO 

D       4.00      4.00      6.00  12.00  18.00  30.00 

N       8.00      8.00    12.00  24.00  36.00  60.00 

BANGOR,  WLBZ 

D       9.00      9.00    14.00  28.00  42.00  70.00 

N     18.00    18.00    28.00  56.00  84.00  140.00 

PORTLAND.  WCSH 

D     12.00    12.00    18.00  36.00  54.00  90.00 

N     24.00    24.00    36.00  72.00  108.00  180.00 


MARYLAND 


BALTIMORE,  WBAL 

D     35.00    35.00    50.00  100.00  150.00  250.00 

N     70.00    70  00  100.00  200.00  300.00  500.00 

CUMBERLAND.  WTBO 

D       5.50      5.50    10.80    21.60    36.00  60.00 

N       8.00     8.00    16.20    32.40    54.00  90.00 


MASSACHUSETTS 

BOSTON,  WBZ 

D  35.00  35.00  56.00  112.00  168.00  280.00 
N     70.00    70.00  112.00  224.00  336.00  560.00 

SPRINGFIELD,  WBZA 

(Operates  in  conjunction  with  WBZ, 
Boston.  Mass.) 


MICHIGAN 


DETROIT,  WWJ 

D  48.00  48.00  80.00  160.00  240.00  400.00 
N     96.03    96.00  160.00  320.00  480.00  800.00 

FLINT,  WTAC 

D  10.50  10.50  16.80  33.60  50.40  84.00 
N     17.50    17.50    28.00    56.00    84.00  140.00 

GRAND  RAPIDS,  WOOD 

D  10.00  12.50  20.00  40.00  60.00  100.00 
N     20.00    25.00    40.00    80.00  120.00  200.00 

SAGINAW-BAY  CITY,  WSAM 

D  8.40  8.40  15.60  30.00  43.00  72.00 
N     12.00    12.00    21.60    42.00    72.00  120.00 


MINNESOTA 


DULUTH,  WEBC 

D       7.00     7.00    10.00  20.00    37.50  75.00 

N     12.00    12.00    18.00  37.50    75.00  140.00 

HIEBING,  WMFG 
D       2.80      2.80  4.15 
N       4.80  4.80 


8.30  15.20  27.60 
7.20    14.40    26.40  48.00 


MANKATO,  KYSM 

D       4.00      6.C0    12.00    24.00  36.00  60.00 

N       6.00      8.00    16.00    32.00  48.00  80.00 

MINNEAPOLIS,  KSTP 

D     40.00    50.00    60.00  100.00  150.00  250.00 

N     80.00  100.00             200.00  300.00  500.00 

ROCHESTER,  KROC 

D       5.00     6.00    12.00    24.00  36.00  60.00 

N       6.C0      9.00    16.00    32.00  48.00  80.00 

ST.  CLOUD,  KFAM 

D       4.50      4.50    10.90    27.75  40.80  68.00 

N       6.75      6.75    13.60    34.00  51.00  85.00 

VIRGINIA,  WHLB 

D       2  40                3.60      7.20  13.20  24.00 

N       4.80                7.20    14.40  26.40  48.00 


"VIC"  DIEHM  Says 

WAZL 


SELLS  EASTERN  PENN. 


•  including  Luzerne,  Carbon,  Columbia 
and  Schuylkill  counties — one  of  the 
great  Pennsylvania  market  areas. 

•  saturating  Luzerne  —  fourth  Penn. 
county  in  retail  sales:  $306,024,000. 

•  backing  your  shows  with  listener  and 
sales  promotion  to  assure  sales. 

•  carefully  programmed  with  NBC's  best 
and  local  shows  tuned  to  community 
tastes — the  dialing  habit  since  1932. 

HAZLETON,  PENN.  WAZL  NBC 

Represented  by  Robt.  Meeker  Associates 
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MISSISSIPPI 


GREENWOOD,  WORM 

SB       IM      5M  15M  30M  1  Hr 

D       6.00      6.00      9.00  22.50  40.00  75.00 

N       3.50      3.50      9.00  22.50  40.00  75.00 

HATTIESBURG,  WFOR 

D       4.50      4.50      9.00  18.00  27.00  45.00 

N       7.50     7.50    15.00  30.00  45.00  75.00 

JACKSON,  WJDX 

D     10.00    10.00    15.00  24.00  36.00  60.00 

N     15.00    15.00    25.00  48.00  72.00  120.00 

LAUREL,-  WAML 

D      4.00      4.00      8.00  16.00  24.00  40.00 

N       6.00      6.00    12.00  24.00  36.00  60.00 

NATCHEZ,  WMIS 

D       6.00      6.00      9.00  22.50  40.00  75.00 

N       6.00      6.00     9.00  22.50  40.00  75.00 


MISSOURI 


KANSAS  CITY,  WDAF 

D  30.00  66.00  58.40  73.00  133.00  266.00 
N     60.00  132.00  117.60  147.00  266.00  .532.00 

SPRINGFIELD,  KGBX 

D  10.00  10.00  15.00  28.00  45.00  80.00 
N     16.00    16.00    25.00    40.00    70.00  120.00 


ST.  LOUIS,  KSD 

D  32.50  46.50 
N     65.00  93.00 


100.00  170.00  250.00 
200.00  340.00  500.00 


MONTANA 


BILLINGS,  KGHL 

D  2.75  4.15  7.00  11.00  16.50  27.50 
N       4.50      6.00    10.00    16.00    24.00  40.00 

BOZEMAN,  KXLQ 

(For  rates  see  listing  of  Z-Net.) 

BUTTE,  KXLF 

D  17.00  17.00  30.00  40.00  80.00  160.00 
N     17.00    17.00    30.00    40.00    80.00  160.00 

GREAT  FALLS,  KXLK 

(For  rates  see  listing  of  Z-Net.) 

HELENA,  KXLJ 

(For  rates  see  listing  of  Z-Net.) 

MISSOULA,  KXLL 

(See  Z-Bar  Net.) 


NEBRASKA 


NORTH  PLATTE,  KODY 

D  5.00  5.00  10.80  18.00  30.00  50.00 
N       8.00      8.00    15.00    25.00    45.00  80.00 

OMAHA,  WOW 

D  25.C0  25.00  45.00  75.00  125.00  200.00 
N     50.00    50.00    90.00  150.00  275.00  400.00 


NEVADA 


RENO,  KOH 

D  4.00  4.00  8.00  16.00  24.00  40.00 
N       8.00      8.00    16.00    32.00    48.00  80.00 


NEW  JERSEY 


TRENTON,  WTTM 

D  8.00  8.00  12.00  24.00  36.00  60.00 
N     16.00    16.00    24.00    48.00    72.00  120.00 


NEW  MEXICO 

ALBUQUERQUE,  KOB 

D  8.00  12.00  20.00  32.00  48.00  80.00 
N     16.00    24.00    40.00    64.00    96.00  160.00 


NEW  YORK 


BINGHAMTON,  WINR 

D       8.00    10.00    14.00    28.00  42.00  70.00 

N     10.00    15.00    24.00    48.00  72.00  120.00 

BUFFALO,  WBEN 

D  18.00  27.50 
N     20.00  50.00 


53.00  80.00  133.00 
64.00  106.00 


ELMIRA,  WENY 

D  8.00    14.00    28.00    42.00  70.00 

N  9.00    18.00    36.00    54.00  90.00 


NEW  YORK,  WNBC 

SB      IM      5M      15M  30M     1  Hr 

D  100.00  100.00  120.00  240.00  360.00  600.0f 
N     200.00  200.00  240.00  480.00  720.00  1.20C 

ROCHESTER,  WHAM 

D     33.00    33.00    44.00    88.00  132.00  222.0C 

N     60.50    60.50    88.00  176.00  264.00  440.0C 

SCHENECTADY,  WGY 

D     35.00    35.00    44.00    88.00  132.00  222.0C 

N     70.00    70.00    88.00  176.00  264.00  440.0C 

SYRACUSE,  WSYR 

D     10.00    15.00    26.00    52.00  78.00  130.0C 

N     20.00    40.00    52.00  104.00  156.00  260.0C 


NORTH  CAROLINA 

ASHEVILLE,  WISE 

D                6.00    10.00    18.00  28.00  47.00 

N                8.00    16.00    32.00  48.00  80.0C 

CHARLOTXE,  WSOC 

D      7.50     7.50    15.00    30.00  45.00  75.0C 

N     12.00    12.00    24.00    48.00  77.00  120.0C 

RALEIGH,  WPTF 

D  20.00  25.00  32.00  64.00  96.00  160.0( 
N     40.00    50.00    64.00  128.00  192.00  320.0C 

WINSTON-SALEM,  WSJS 

D      8.50     8.50    17.00    35.00  50.00  85.0C 

N     14.00    14.00    27.00    55.00  85.00  140.0C 


NORTH  DAKOTA 

BISMARCK,  KFYR 

D     10.00    10.00    20.00  40.00    60.00  lOO.Ot 

N     15.00    15.00    34.00  80.00  120.00  120.0C 

FARGO,  WDAY 

D      8.00    12.00    20.00  40.00    60.00  lOO.OC 

N     16.00    24.00    40.00  80.00  120.00  200.0( 


OHIO 


CINCINNATI,  WLW 

D  65.00  IIO.CO  119.75  239.50  360.00  540.0( 
N  110.00  1  50.00  239.50  479.00  720.00  1080.0( 

CLEVEL.4ND,  WTAM 

D  39.03  39.00  52.00  104.00  156.00  260.01 
N     78.00    78.00  104.00  208.00  312.00  520.01 

LIMA,  WLOK 

D  7.00    14.00    28.00    42.00  70.01 

N 


10.00    20.00    40.00    60.00  100.01 


TOLEDO,  WSPD 

D     15.00    15.00    27.00  48.00  72.00  120.0i 

N     30.00    30.00    48.00  96.00  144.00  240.0i 

ZANESVILLE,  WHIZ 

D       6.50      8.00    11.00  22.,00  33.00  55.01 

N       9.50    11.00    16.00  32.00  43.00  8O.O1 


OKLAHOMA 


OKLAHOMA  CITY,  WKY 

D     25.00    25.00  64.00  108.00  170.0 

N     33.00  120.00  180.00  300.0 


OREGON 


MEOFORD,  KMED 

D       9.00     9.00      8.00  16.00    24.00  40.0 

N       9.00      9.00    16.00  32.00    48.00  80.0 

PORTLAND,  KGW 

D     20.00    27.00    32.50  40.00    66.00  110.0 

N     40.00    55.00    65.00  80.00  132.00  220.0 

(Continued  on  page  30) 
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"1 


J  1  has  a  larger 
audience  than  the  next  two 
Cleveland  stations  combined 


Before  your  next  advertising  schedule  is 
placed  in  Cleveland  you'll  vy/ant  to  consider 
these  important  facts: 


1 .  WTAM's  total  audience  is  larger  than  the  next  two  Cleveland  stations  combined.  (BMB) 

2.  WTAM's  daily  audience  (6-7  days  per  week)  is  over  twice  as  large  as  the  next  best 
station.  (BMB) 

3.  WTAM  is  the  only  station  in  Northern  Ohio  that  delivers  regular  audiences  in  four  major 
cities . . .  Cleveland,  Akron,  Canton  and  Youngstown.  (BMB  and  Hooper) 

4.  WTAM  penetrates  over  twice  as  many  cities  as  the  next  best  station;  WTAM  pene- 
trates 48  cities;  the  next  station— 22  cities.  (BMB) 

5.  WTAM's  primary  area  (50%  and  over,  BMB)  is  larger  than  the  next  station's  total 
area. 


After  you've  considered  these  facts,  chances  are  you  will 
agree  that  your  schedule  belongs  on  WTAM,  Northern 
Ohio's  Dominant  Station. 

For  further  information  and  intelligent  assistance  in 
planning  your  schedule  in  Northern  Ohio,  write,  wire  or 
phone  WTAM,  NBC  Building,  Cleveland,  or  your  near-by 
NBC  Spot  Salesman. 


NORTHERN  OHIO'S  DOMINANT  STATION 


Represented  Nationally  by 
NBC  Spot  Sales 
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The  smartest  advertisers— those  who  want  to  make  the  most  effective  use  of  network  radio— this 
fall  will  sponsor  one  of  NBC's  PROGRAMS  FOR  THE  FIFTIES  .  .  .  because  they  offer  the  industry's 
best  selection  of  dramatic,  comedy,  musical  and  variety  hits  .  .  .  because  they  are  conceived 
and  produced  ^vith  the  same  sure  touch  of  shoTvmanship  which  makes  THE  HALLS  OF  IVY, 
DRAGNET  and  RICHARD  DIAMOND  distinguished  commercial  successes  .  .  .  because  they  are 
proving,  on  the  air  today,  that  they  can  win  large  audiences  . . .  because  they  meet  the  challenge  of 
the  times  by  providing  fresh,  popular  entertainment  at  prices  that  make  sound  advertising  sense. 


CLOAK  AND  DAGGER 

"NBC  has  grabbed  itself  a  dilly  of  a  package"— 
\'ariety,  May  lo 

JACK  LAIT,  CONFIDENTIAL 

"rates  high  in  the  category  of  true  crime  stories"— 
Variety,  July  12 

PRESENTING  CHARLES  BOYER 

"has  a  refreshing  10 it  and  urbanity  .  .  .  and  it's 
commercial,  too.  It's  a  solid  bet  for  sponsorship 
and  it  could  take  its  place  with  any  fall  competition"- 
Variety,  June  28 

TALES  OF  THE  TEXAS  RANGERS 

"one  of  the  best  westerns  in  radio  today  ...  a  sure 
bet  among  the  top  12"— 
Today's  Advertising.  July  11 

$1000  REWARD 

"Here's  the  latest  fashion  in  crime  shows"— 
Variety,  June  28 

TOP  SECRET 

"is  pretty  good  thriller  stuff,  tightly  and  competently 
written  .  .  .  and  very  well  produced."— 
John  Crosby,  N.  Y.  Herald  Tribune,  July  17 

WANTED 

"A  contender  for  fall  network  sponsorship.  A  show 
with  imagination  and  guts."— 
Variety,  July  12 


NBC 


Programs  for  the  Fifties 


SHOWMANSHIP  WITH  SALES  SENSE 


NBC  Network 

SPOT  RATE  FINDER 

(Continued  from  page  26) 
PENNSYLVANIA 

ALLENTOWN,  WSAN 

SB      IM      5M  15M  30M     1  Hr 

D     10.00    15.00    18.00  36.00  54.00  90.00 

N     16.00    24.00    32.00  64.00  96.00  160.00 

.4LTOONA,  WFBG 

D  8.00  8.00  16.00  32.00  48.00  80.03 
N     12.00    12.00    24.00    48.00    72.00  120.00 

EASTON,  WEST 

D  5.00  6.00  12.25  27.50  40.00  60.00 
N       9.00      9.00    18.00    35.00    55.00  90.00 

ERIE,  WERC 

D  12.00  12.00  20.00  40.00  60.00  100.00 
N     18.00    18.00    30.00    60.00    90.00  150.00 

HARRISBURG,  WKBO 

D  6.50  7.50  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.C0  125.00 

HAZLETON,  WAZL 

D  4.00  4.00  10.00  20.00  30.00  45.00 
N       5.90      5.90    14.00    30.00    46.00  70.00 

JOHNSTOWN,  WJAC 

D  8.00  8.00  16.00  32.00  48.00  80.00 
N     12.00    12.00    24.00    48.00    72.00  120.0D 

LANCASTER,  WGAL 

D  6.50  7.60  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.00  125.00 

LEWISTOWN,  WMRF 

D  4.50  4.50  10.00  13.00  22.50  40.00 
N      6.00      6.00    12.00    20.00    35.00  60.00 

PHILADELPHIA,  KYW 

D  30.00  30.00  50.00  100.00  150.00  250.00 
N     60.00    50.00  100.00  200.00  300.00  500.00 

PITTSBURGH,  KDKA 

D  40.00  40.00  60.00  120.00  180.00  300.00 
N     80.00    80.00  120.00  240.00  360.00  600.00 

READING,  WRAW 

D  6.50  7.50  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.00  125.00 

WILKES-BARRE,  WBRE 

D  9.00  9.00  13.75  27.50  39.00  63.00 
N     11.00    11.00    20.00    39.00    52.00  95.00 

WILLIAMSPORT,  WRAK 

D  4.80  7  fO  14.40  28.80  43.20  72.00 
N      7.20    10.80    21.60    43.20    64.80  108.00 

YORK,  WORK 

D  6.50  7.50  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.00  125.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


RHODE  ISLAND 

PROVIDENCE,  WJAR 

SB      IM      5M  15M     30M     1  Hr 

D      9.00    12.00    22.00  44.00    66.00  110.00 

N     18.00    24.00    44.00  88.00  122.00  220.00 


SOUTH  CAROLINA 

CHARLESTON,  WTMA 

D     6.00       6.00    12.00  24.00  36.00  60.00 

N     12.00    12.00    24.00  48.00  72.00  120.00 

COLUMBIA,  WIS 

D     10.00    10.00    16.00  32.00  48.00  80.00 

N     17.00    17.00    28.00  56.00  84.00  140.00 

GREENVILLE,  WFBC 

D      7.50      7.50    15.00  28.00  42.00  70.00 

N     14.00    14.00    28.00  56.00  84.00  140.00 

GREENWOOD,  WCRS 

D      4.00     4.00     7.00  15.00  25.00  40.00 

N      5.00     5.00    10.00  20.00  30.00  50.00 


SOUTH  DAKOTA 

SIOUX  FALLS,  KELO 

D  10.00  10.00  18.00  36.00  54.00  90.00 
N     15.00    15.00    26.00    52.00    78.00  130.00 


TENNESSEE 


CHATTANOOGA,  WAPO 

D     10.00    10.00    14.00    28.00    42.00  70.00 

N     18.00    18.00    28.00    56.00    84.00  140.00 


KINGSPORT,  WKPT 

D  5.00  5.00  9.30  18.00  30.00  50.00 
N      7.50     7.50    13.75    27.00    45.00  75.00 


''VIC"  DIEHM  says 

WAZL 


SELLS  EASTERN  PENN. 


•  including  Luzerne,  Carbon,  Columbia 
and  Schuylkill  counties — one  of  the 
great  Pennsylvania  market  areas. 

•  saturating  Luzerne  —  fourth  Penn. 
county  in  retail  sales:  $306,024,000. 

•  backing  your  shows  with  listener  and 
sales  promotion  to  assure  sales. 

•  carefully  programmed  with  NBC's  best 
and  local  shows  tuned  to  community 
tastes — the  dialing  habit  since  1932. 

HAZLETON,  PENN.  WAZL  NBC 

Represented  by  Robt.  Meeker  Associates 


KNOXVILLE,  WROL 

SB       IM      5M  15M  30M     1  Hr 

D     12.00    12.00    16.00  32.00  48.00  80.00 

N     24.00    24.00    32.00  64.00  96.00  160.00 


MEMPHIS,  WMC 

D  20.00  25.00  40.00  56.00  100.00  150.00 
N     35.00    40.00    50.00    95.00  150.00  280.00 


NASHVILLE,  WSM 

D  32.50  37.50  57.50  90.00  137.50  210.00 
N     65.00    75.00  115.00  180.00  275.00  420.00 


TEXAS 


AMARILLO,  KGNC 

D  13.50  13.50  22.50  36.00  54.00  90.00 
N     27.00    27.00    45.00    72.00  108.00  180.00 


CORPUS  CHRISTI,  KRIS 

D  6.00  7.20  12.00  24.00  36.00  60.00 
N     12.00    14.40    24.00    48.00    72.00  120.00 


DALLAS,  WFAA 

D  27.50  36.00  60.00  96.00  1  44.00  240.00 
N     55.00    72.00  120.00  192.00  288.00  480.00 


EL  PASO,  KTSM 

D  8.50  8.50  12.50  25.00  40.00  75.00 
N     10.00    10.00    20.00    40.00    72.00  120.00 


FT.  WORTH,  WBAP 

D  27.50  36.00  60.00  96.00  144.00  240.00 
N     55.00    72.00  120.00  192.00  288.00  480.00 


HOUSTON,  KPRC 

D  20.00  20.00  37.50  54.00  90.00  150.00 
N     40.00    40.00    75.00  108.00  180.00  300.00 


SAN  ANTONIO,  WOAI 

D  27.50  32.50  40.80  54.40  81.60  136.00 
N     55.00    65.00  102.00  136.00  204.00  340.00 


WESLACO,  KRGV 

D  6.00  10.00  15.00  24.00  36.00  60.00 
N     12.00    20.00    30.00    48.00    72.00  120.00 


UTAH 


SALT  LAKE  CITY,  KDYL 

D  18.50  18.50  25.00  50.00  70.00  110.00 
N     36.00    36.00    50.00  100.00  150.00  220.00 


VIRGINIA 


BRISTOL,  WOPI 

D  5.46  5.46  13.65  21.84  32.76  54.60 
N      7.80     7.80    17.55    27.30    46.80  78.00 


HARRISONBURG,  WSVA 

D  7.50  7.50  10.00  20.00  30.00  50.00 
N     15.00    15.00    20.00    40.00    60.00  100.00 


MARTINSVILLE,  WMVA 

SB      IM      5M      15M  30M  1 

D       3.00     4.00      3.00    16.00  24.00  4( 

N      3.50     5.00    10.00    20.00  30.00  5( 

NORFOLK,  VVTAR 

D     11.25    15.00    20.00    40.00  60.00  10( 

N     22.50    30.00    40.00    80.00  120.00  20( 

RICHMOND,  WMBG 

D     18.00    18.00    25.00    50.00  70.00  UK 

N     36.00    36.00    50.00  100.00  140.00  20( 


WASHINGTON 

SEATTLE,  KOMO 

D    25.00    35.00    37.50  72.00  108.00  180 

N     60.00    70.00    75.00  144.00  216.00  36C 

SPOKANE,  KHQ 

D     16.50    20.00    27.50  44.00    66.00  IIC 

N     33.00    40.00    55.00  88.00  132.00  22C 


WEST  VIRGINIA 

BLUEFIELD,  WHIS 

D      7.50      7.50    15.00    30.00  45.00  75 

N     10.00    10.00    20.00    40.00  60.00  IOC 

CHARLESTON,  WGKU 

D      8.00      8.00    12.00    30.00  40.00  6fl 

N     11.50    11.50    21.50    40.00  60.00  100 

CLARKSBURG,  WBLK  . 

D      5.00     5.00    10.00    20.00  30.00  43, 

N      7.00      8.00    15.00    30.00  45.00  75 


WISCONSIN 


EAU  CLAIRE,  WEAU 

D      5.25      5.25    10.00  18.00  35.00  65 

N     10.00    10.00    16.50  35.00  70.00  120 

I 

LA  CROSSE,  WKBH 

D      5.60      7.50    10.00  20.00  30.00  50 

N      9.00    12.00    20.00  40.00  60.00  lOO 

MADISON,  WIBA 

D  9.00  9.00  18.00  31.50  54.00  90 
N     15.00    15.00    30.00    52.50    90.00  15C 

MARINETTE,  WMAM 

D  6.00  6.00  13.00  22.00  35.00  60 
N      8.00     8.00    16.00    32.00    48.00  80 

MILWAUKEE,  WTMJ 

D     31.50    52.50  88.00  132.00  22C 

N     60.66    99.00  176.00  264.00  44C 


WAUSAU,  WSAU 
D      6.00  6.75 
N      8.00  9.00 


14.00  24.00  « 
24.00    36.00  6( 


HAWAII 
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HONOLULU,  KGU 

D      7.50    10.00    12.50  20.00    32.00  5i 

N     15.00    18.00    25.00  40.00    61.00  102 

BROADCASTING    •  Telecastii 


^(^ur  recording  need  of  the  moment  may  be  a  super- 
looth  dubbing  job  ...  or  recorded  spots  utterly  faithful  to 
j|e  original  ...  or  pressings  turned  out  in  a  hurry,  with  no 
'jcrifice  of  quality.  Whatever  your  requirement,  you  get  top 
Usf  action  when  RCA  Victor  does  the  job  for  you. 

RECORDING    •    PROCESSING    •  PRESSING 

types  of  phonograph  records  iic  Transcriptions  of  every  description  for  every  need 
ilide  film  and  promotion  recording  facilities    if  Careful  handling  and  prompt  delivery 

CONTACT  AN  RCA  VICTOR  CUSTOM  RECORD  SALES  STUDIO: 

120  East  23rd  Street         445  North  Lake  Shore  Drive     1016  North  Sycamore  Avenue 
V  York  10,  New  York        Chicago  11,  Illinois  Hollywood  38,  California 

MUrray  HiU  9-0500  Whitehall  4-3215  Hillside  5171 

u'UJind  useful  facts  in  our  Custom  Record  Brochure.  Send  for  it  today! 


anting 
less  «f 

1 
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ABC  TV  Network 


SPOT  RATE  FINDER 


ALABAMA 


BIRMINGHAM,  WAFM-TV 

SB       IM      5M       15M     30M  1  Hr 

D    15.00    20.00    37.50    60.00    90.00  150.00 

N    20.00    25.00    50.00    80.00  120.00  200.00 


ARIZONA 


PHOENIX,  KPHO-TV 

D  16.00  16.00  20.00  40.00  60.00  100.00 
N     24.00    24.00    30.00    60.00    90.00  150.00 


CALIFORNIA 


LOS  ANGELES,  KECA-TV 

D  112.50  112.50  140.00  210.00  315.00  525.00 

N  150.00  150.00  186.50  280.00  420.00  700.00 

SAN  DIEGO,  KFMB-TV 

D     32.00    32.00    50.00    80.00  120.00  200.00 

N     32.00    32.00    50.00    80.00  120.00  200.00 

SAN  FRANCISCO,  KGO-TV 

D    42.00    42.00    56.00    84.00  126.00  210.00 

N    70.00    70.00    93.33  140.00  210.00  350.00 


CONNECTICUT 

NEW  HAVEN,  WNHC-TV 

D     30.00    30.00    50.00  100.00  150.00  250.00 

N    30.00    30.00    50.00  100.00  150.00  250.00 


DISTRICT  OF  COLUMBIA 

WASHINGTON,  WMAL-TV 

D  30.00  30.00  60.00  120.00  180.00  300.00 
N    60.00    60.00    80.00  160.00  240.00  400.00 


FLORIDA 

JACKSONVILLE,  WMBR-TV 

D  22.50  22.50  37.50  60.00  90.00  150.00 
N    30.00    30.00    50.00    80.00  120.00  200.00 

MIAMI,  WTVJ 

D  38.00  38.00  56.00  90.00  135.00  225.00 
N     50.00    50.00    95.00  120.00  180.00  300.00 


GEORGIA 


ATLANTA,  WSB-TV 

D  24.00  24.00  37.50  60.00  90.00  150.00 
N     40.00    40.00    62.50  100.00  150.00  250.00 


ILLINOIS 


CHICAGO,  WENH-TV 

D  63.00  63.00  94.00  150.00  225.00  375.00 
N  125.00  125.00  188.00  300.00  450.00  750.00 

ROCK  ISLAND,  WHBF-TV 

D    20.00    20.00    35.00    60.00    90.00  150.00 

N    20.00    20.00    50.00    80.00  120.00  200.00 


INDIANA 

BLOOIVnNGTON,  WTTV 

D     22.00    22.00    31.25    60.00  90.00  150.00 

N     22.00    22.00    31.25    60.00  90.00  150.00 

INDIANAPOLIS,  WFBM 

D               25.00    37.50    60.00  90.00  150.00 

N               40.00    62.50  100.00  150.00  250.00 


IOWA 


AMES,  WOI-TV 

N     25.00    25.00    50.00    80.00  180.00  200.00 


KENTUCKY 


LOUISVILLE,  WAVE-TV 

D  37.50  37.50  47.00  75.00  112.50  187.50 
N     50.00    50.00    62.50  100.00  150.00  250.00 


LOUISIANA 


MARYLAND 


BALTIMORE,  WAAM 

SB  IM  5M  15M  30M  1  Hr 
D  67.50  135.00  202.50  337.50 

N  90.00  180.00  270.00  450.00 


MASSACHUSETTS 

BOSTON,  WNAC-TV 

D  60.00  60.00  90.00  160.00  240.00  400.00 
N     70.00    70.00  120.00  240.00  360.00  600.00 


MICHIGAN 


DETROIT,  WXYZ-TV 

D  65.00  65.00  80.00  160.00  240.00  400.00 
N    100.00  100.00  140.00  240.00  360.00  600.00 

GRAND  RAPIDS,  WLAV-TV 

D  45.00  45.00  62.50  100.00  150.00  250.00 
N     45.00    45.00    62.50  100.00  150.00  250.00 

LANSING,  WJIM-TV 

D  20.00  25.00  40.00  60.00  95.00  120.00 
N     30.00    35.00    50.00    80.00  120.00  200.00 


NEW  ORLEANS,  WDSU-/V 

D     25.00    25.00    56.25    75.00  112.50  187.50 

N     40.00    40.00    75.00  100.00  150.00  225.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 
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MINNESOTA 


OHIO 


MINNEAPOLIS,  WTCN-TV 

D  37.50  75.00  95.00  150.00  225.00  375.00 
N     50.00  100.00  126.00  200.00  300.50  500.00 


MISSOURI 


KANSAS  CITY,  WDAF-TV 

D  30.00  30.00  59.00  60.00  90.00  150.00 
N     60.00    60.00    78.00  120.00  180.00  300.00 


NEBRASKA 


OMAHA,  KMTV 

N     50.00    50.00    62.50  100.00  150.00  250.00 


NEW  MEXICO 

ALBUQUERQUE,  KOB-TV 

N     12.00    12.00    30.00    45.00    90.00  155.00 


NEW  YORK 


BINGHAMTON,  WNBF-TV 

D  18.00    24.00    48.00    72.00  120.00 

N  30.00    40.00    80.00  120.00  200.00 

BUFFALO,  WBEN-TV 

D  60.00  60.00  75.00  120.00  180.00  300.00 
N     80.00    80.00  100.00  160.00  240.00  400.00 

NEW  YORK,  WJZ-TV 

D  100,  120.  188.  300.  450.  750. 
N     300.     360.     500.     800.     1,200.  2,000. 

ROCHESTER,  WHAM-TV 

D  30.00  30.00  50.00  80.00  120.00  200.00 
N     45.00    45.00    75.00  120.00  180.00  300.00 

SCHENECTADY,  WRGB 

D    30.00    30.00    43.75    70.00  105.00  175.00 

N    60.00    60.00    87.50  140.00  210.00  350.00 

SYRACUSE,  WHEN 

D  32.00  32.00  40.00  64.00  96.00  160.00 
N    50.00    50.00    66.00  106.00  158.00  265.00 

UTICA,  WKTV 

D  20.00  20.00  35.00  40.00  60.00  100.00 
N    24.00    24.00    37.50    60.00    90.00  150.00 


NORTH  CAROLINA 

CHARLOTTE,  WBTV 

D  27.00  27.00  40.50  54.00  81.00  135.00 
N    45.00    45.00    67.50    90.00  135.00  225.00 

GREENSBORO,  WFMY-TV 

D     18.00    18.00    27.00    48.00    72.00  120.00 


CINCINNATI,  WCPO-TV 

SB      IM      5M      15M     30M     1  Hr 

D  32.50  37.50  50.00  100.00  150.00  250.00 
N    65.00    75.00  100.00  200.00  300.00  500.00 

CLEVELAND,  WEWS 

D  34.00  40.00  64.32  96.00  144.00  240.00 
N     85.00  100.00  160.00  240.00  360.00  600.00 

COLUMBUS,  WTVN 

D  35.00  35.00  50.00  85.00  130.00  210.00 
N     55.00    65.00    90.00  140.00  210.00  350.00 

DAYTON,  WHIO-TV 

D  25.00  25.00  45.00  72.00  108.00  180.00 
N     40.00    40.00    75.00  120.00  180.00  300.00 

TOLEDO,  WSPD-TV 

D  30.00    50.00    80.00  120.00  200.00 

N  60.00  100.00  160.00  240.00  400.00 


OKLAHOMA 


OKLAHOMA  CITY,  WKY-TV 

N    50.00    60.00    87.50  140.00  210.00  350.00 

TULSA,  KOTV 

D  21.00  28.00  43.75  70.00  105.00  175.00 
N     30.00    40.00    62.50  100.00  150.00  250.00 


PENNSYLVANIA 

ERIE,  WICU 

D  38.00  38.00  65.75  105.00  157.50  262.50 
N    50.00    50.00  105.00  140.00  210.00  350.00 

JOHNSTOWN,  WJAC-TV 

D  15.00  15.00  22.50  36.00  54.00  90.00 
N     22.50    22.50    37.50    60.00    90.00  150.00 

LANCASTER,  WGAL-TV 

D  25.00  25.00  45.00  72.00  108.00  180.00 
N    40.00    40.00    75.00  120.00  180.00  300.00 

PHILADELPHIA,  WFIL-TV 

D  80.00  80.00  140.00  224.00  336.00  560.00 
N  100.00  100.00  175.00  280.00  420.00  700.00 

PITTSBURGH,  WDTV 

D  15.00  45.00  67.50  108.00  162.00  270.00 
N    25.00    75.00  112.00  180.00  270.00  450.00 


RHODE  ISLAND 

PROVIDENCE,  WJAR-TV 

D  40.00  40.00  65.00  100.00  150.00  250.00 
N     40.00    40.00    65.00  100.00  150.00  250.00 


TENNESSEE 


MEMPHIS,  WMCT 

SB  IM  5M  15M  30M  1  Hr 
N    25.00    30.00    38.00    60.00    90.00  150.0C 


TEXAS 


70.00  120.00 
150.00  250.00 


90.00  150.00 
180.00  300.00 


90.00  150.00 
135.00  225.00 


DALLAS,  WFAA-TV 
D     18.00    18.00    35.00  48.00 
N     37.50    37.50    62.50  100.00 

FORT  WORTH,  WBAP-TV 

D  18.00  18.00  37.50  60.00 
N    36.00    36.00    75.00  120.00 

HOUSTON,  KPRC-TV 
D    24.00    24.00    45.00  60.00 
N    48.00    48.00    67.50  90.00 

SAN  ANTONIO,  WOAI-TV 

D  28.13  28.13  37.50  75.00  112.50  187.50 
N    37.50    37.50    50.00  100.00  150.00  250.00 


UTAH 

SALT  LAKE  CITY,  KSL-TV 

D     15.00    18.00    22.50    36.00  54.00  90.00. 

N    25.00    30.00    37.50    60.00  90.00  150.00*^ 


VIRGINIA 


I 


NORFOLK,  WTAR 

D              15.00    25.00  40.00    60.00  lOO.OQj 

N               30.00    50.00  80.00  120.00  200.00 

RICHMOND,  WTVB 

D    30.00    40.00    78.75  101.25  135.00  225.00 

N    50.00    60.00  105.00  135.00  180.00  300.00; 


WASHINGTON 

SEATTLE,  KING-TV  , 
D  22.50  27.50  35.00  70.00  105.00  175.0C 
N     45.00    55.00    70.00  140.00  210.00  350.0C 

WEST  VIRGINIA 

HUNTINGTON,  WSAZ-TV 

D  24.00  24.00  37.50  60.00  90.00  150.0( 
I   N    24.00    24.00    37.50    60.00    90.00  150.0( 


WISCONSIN 

MILWAUKEE,  WTMJ-TV 

D  40.00  40.00  56.25  90.00  135.00  225.01 
N     80.00    80.00  112.50  180.00  270.00  450.01 


CBS  TV  Network 


ALABAMA 


SPOT  RATE  FINDER 

DISTRICT  OF  COLUMBIA 


BIRMINGHAM,  WAFM-TV 

SB  IM  5M  15M  30M  1  Hr 
D  15.00  20.00  37.50  60.00  90.00  150.00 
N     20.00    25.00    50.00    80.00  120.00  200.00 


ARIZONA 

PHOENIX,  KPHO-TV 

D     16.00    16.00    20.00    40.00  60.00  100.00 

N    24.00    24.00    30.00    60.00  90.00  150.00 


CALIFORNIA 


HOLLYWOOD,  KTTV 

D  60.00  80.00  112.00  160.00  240.00  400.00 
N    150.00  200.00  2S0.00  400.00  600.00  1,000.00 

SAN  DIEGO,  KFMB-TV 

D  32.00  32.00  50.00  80.00  120.00  200.00 
N    32.00    32.00    50.00    80.00  120.00  200.00 

SAN  FRANCISCO,  KPIX 

D  26.00  26.00  46.00  72.00  108.00  180.00 
N     52.00    52.00    92.00  144.00  216.00  360.00 


CONNECTICUT 

NEW  HAVEN,  WHNC-TV 

D      6.00      8.00    15.00    24.00    36.00  60.00 


N     30.00    30.00    45.00    80.00  120.00  200.00  N      8.00    12.00    25.00    40.00    60.00  100.00 


WASHINGTON,  WOIC 

SB      IM  5M      15M  30M  IB 

D    35.00    35.00  45.00    90.00  135.00  225.0 

N    70.00    70.00  90.00  180.00  270.00  45O.0 


FLORIDA 

JACKSONVILLE,  WMBR-TV 

D    22.50    22.50    37.50    60.00    90.00  150.( 

N    30.00    30.00    50.00    80.00  120.00  200.( 

MIAMI,  WTVJ 

D  38.00  38.00  56.00  90.00  135.00  225.( 
N    50.00    50.00    75.00  120.00  180.00  300.1 


GEORGIA 


ATLANTA,  WAGA-TV 

D  31.00  31.00  48.5'V  78.00  117.00  195. 
N    52.00    52.00    81  '      30.00  195.00  325. 


ILLINOIS 

CHICAGO,  WBKB 

D  70.00  70.00  141.00  225.00  338.00  563. 
N  105.00  105.00  188.00  300.00  450.00  750 

(Continued  on  page  243) 


BROADCASTING 


TelecastiJ 


ALABAMA 


MARKET  INDICATORS  FOR  ALABAMA 


CLASSIFICATIONS 
i^pulation   


milies   

rcent  Radio  

(tdio  Families  

tail  Sales   

tail  Trade  Employes   

bolesale  Sales  Volume  

bolesale  Trade  Employes  . . 
iployment  (Mid-March)  . . . 
xable  Payrolls  (1st  quarter) 

come  

Percent  distribution  

jr  Capita  Income  

ircent  of  national  per  capita 

ncome  

jw  Construction  (Private) . . 

Residential   

Won-Residential  

lue  added  by  Manufacture. 

tomobile  Registration  

lephones  


FIGURES 

YR. 

FIGUKES 

xK. 

3,052,395 

'50 

A 

40 

2.04% 

'50 

2.15% 

852,624 

'50 

677,720 

)<f  A 

40 

49 

71.b% 

4o 

705,120 

'50 

515,000 

'46 

$1,769,247,000 

'49 

1,631,403,000 

'48 

48 

6v 

$1,641,053,000 

'48 

Ate  '•^AA  AAA 

415,700,000 

39 

no  A Ar*f 

26,007 

'48 

14,636 

39 

A  f\0  OOA 

498,289 

'48 

A  O A  O^l 

484,261 

9  A  ^ 

47 

a>      OEfO  .1  AA  AAA 

$  253,409,000 

'48 

ooer  nAO  aaa 
225,902,000 

47 

oo  eroer  aaa  aaa 

$2,585,000,000 

9  AO 

48 

''^CO  AAA  AAA 

76o,000,00U 

A 

40 

'40 

$  891 

'48 

268 

'40 

63% 

'48 

47% 

'40 

$  143,900,000 

'47 

35,600,000 

'39 

$  60,700,000 

'47 

16,300,000 

'39 

S  49,200,000 

'48 

8,900,000 

'39 

$  876,933,000 

'47 

245,577,000 

'39 

596,846 

'49 

541,993 

'48 

354,800 

'49 

213,800 

'45 

te:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
•j   icensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 

\  *  *  ^  4-  * 


'T-IeRTVIIIE,  Marshall,   12,597  fom 
idio,  10,616  radio  fam. 

SB       1M       5M      15M     30M     1  Hr 
IVU,  500w-D,  630kc 

i   2.25     2.95     6.50    11.80    17.50    29  50 

JVU-FM,  Chan.  286,  105.1  mc,  4.7kw,  Bonus 

bCANDER  CITY,  Tallapoosa,  26,261  fam., 
jJ  3?.3%  radio,  21,560  radio  fam. 

dJ  81 


SPOT  RATE  FINDER 

,  84.3% 


For  Facts  on  the 
Mobile  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WALA 


WRFS,  Ikw-D,  1050kc,  Sears  &  Ayer 
D       4.00     5.00    12.00    24.00    36.03  60.00 
WRFS-FM,  Chan.  291,  106.1mc,  4.6kw,  Sears 

&  Ayer  (Bonus  daytime  only) 
N      2.00     2.50     6.00    12.00    18.00  30.00 
ANDALUSIA,  Covington,  11,266  fam.,  77.8% 

radio,  8,764  radio  fam. 
WCTA,  250w,   1340kc,  MBS 
D       2.00      3.75      6.00    10.00    18.00  30.00 
N       2.50      5.00    10.00    20.00    30.00  50.03 
WCTA-FM,     Chan.     251,     98.1  mc,  10.5kw 
(Rates  on  request) 

(Continued  on  page  34) 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lotions  of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


JVIARKETBOOK  MAP 

\J}    Location  of  City  and  number  of 


ALABAMA 


Standard  (AM)  Broadcasting  Stations 
Q)  Number  of  FM  Broadcasting  Stations 
4i    Number  of  Telecasting  Stations 


WTBC  DOMINATES  TUSCALOOSA 


Do  Justice  to  Your  Clients  by  Buying 
THE  Station  with  THE  Listeners 


TIME  BUYERS 

HERE'S  THE  LATEST  SHARE  OF  AUDIENCE  PICTURE  * 

WTBC         40.2  (morning)  45.8  (^^^e  moon)  35.7  (evening) 

Station  B  30.4    (monning)  29.2    (afternoon)  26.8  (evening) 

Out  of  town  stations  have  even  less  ratings. 

The  Tuscaloosa  market  and  western  Alabama  can't  be  covered  from  the  outside — and 
isn't.    Other  stations  may  have  the  oversized  reach,  but  WTBC  is  closer  to  the  market. 
Closer  physically  and  in  depth  of  penetration. 
Listener  surveys  prove  it  and  they're  yours  for  the  asking. 

Only  a  locally  owned  and  operated  station  with  firsthand  knowledge  of  community  in- 
terests can  program  for  community  desires.    That's  how  we  keep  top  ratings  in  Tusca- 
loosa and  western  Alabama  ...  at  the  lowest  cost  per  thousand  of  any  station. 
If  you  buy  for  listeners  and  proved  results — not  on  power  alone — you'll  buy  WTBC, 
Tuscaloosa.    Sears  &  Ayer  will  tell  you  a  lot  more. 


Our  405  foot  tower  makes 
250  w  on  1230  mean  much 
more  coverage. 


Represented  by: 
SEARS  &  AYER 


*  Crossley  Survey,  April  1950. 

WTBC 

West  Alabama's  Only  Network  Station 
TUSCALOOSA,  ALABAMA 


The  only  AP  wire  in  Western 
Alabama. 


MUTUAL 
Broadcasting  System 
AFFILIATE 


lOADCASTING    •  Telec 


a  s  1 1  n  g 
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ALABAMA 

SPOT  RATE  FINDER 

(Continued  from  page  33) 

ANNISTON,    Calhoun,    22,285    fam.,  83.5% 
radio,  18,607  radio  fam. 

2  AM  affiliates,  overage  1-time  rate 

SB       IM       5M       15M      30M  1  Hr 

D       2.12      2.65      4.75      8.68    16.37  30.00 

N       3.62      4.50     7.50    15.37    27.75  50.00 

WHMA,  250w,  14501^0,  ABC,  Sears  &  Ayer 
D       3.00     3.00     4.50     9.37    18.75  35.00 
N      6.00     6.00     9.00    18.75    37.50  70.00 
WHMA-FM,  Chan.  263,  100.3mc,  21kw,  Sears 

&  Ayer  (Bonus) 
WOOB,  250w,  1490kc,  MBS 
D       1.25     2.30     5.00     8.00    14.00  25.00 
N       1.25     3.00     6.00    12.00    18.00  30.00 
WSPC,  Ikw,  I390kc 

D  4.50  6.00  9.00  18.00  25.00  40.00 
N  5.75  8.75  13.00  20.00  36.00  60.00 
ATHENS,  Limestone,  9,975  fam.,  80.5%  radio, 

8,029  radio  fam. 
V/JMW,  250W-D  lOIOkc 

No  rates  available 
/ATMORE,  Escambia,  8,788  fam.,  78.4%  radio, 

6,889  radio  fam. 
WATM,  250W-D,  1580kc 

:D  2.00  2.00  5.00  6.50  12.00  25.00 
AUBURN,    Lee,    12,584   fam.,    77.2%  radio, 

9,714  radio  fam. 
"WAUD,  250w,  1230kc 

D       2.50     4.00     7.50    15.00    27.00  45.00 
N      2.50     4.00     7.50    15.00    27.00  45.00 
BESSEMER    (Birmingham),    Jefferson,  154,858 
fam.,  89.2%  radio,  138,133  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D      6.50     6.50    11.00    20.00    34.00  62.50 

N      6.50     6.50    11.00    20.00    34.00  62.50 

WBCO,  250w,  1450kc 

D      5.00     5.00    10.00    20.00  30.00  50.00 

N      5.00     5.00    10.00    20.00  30.00  50.00 

WJLD,  250w,  1400kc,  Hooper 

D      8.00     8.00    12.00    20.00  38.00  75.00 

N      8.00     8.00    12.00    20.00  38.00  75.00 

WJLN  (FM),  Chan.  284,  104.7mc,  23kw 

D      5.00     5.00     9.00    12.00  25.00  45.00 

N      5.00     5.00     9.00    12.00  25.00  45.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  rodio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WGAD 

ABC  AFFILIATE 

GADSDEN,  ALA. 
Now! 

5000 

(1000  NIGHT) 

WATTS  OVER 

NORTHEAST 
ALABAMA 

For  Economical  Coverage 
it's 

WGAD 


JOSEPH  HERSHEY  McGILLVRA 
NAT.  REP. 


BIRMINGHAM,      Jefferson,      154,858  fam., 
89.2%  radio,  138,133  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

SB        IM       5M       15M      30M  1  Hr 

D     12.83    14.12    23.43  38.00    57.75  93.75 

N     22.66    24.75    43.75  72.00  108.00  180.00 

3  AM  non-affiliates,  average  1-time  rate 

D  9.33    19.83    44.66    73.33  116.66 

WAPI,  5kw,  1070kc,  CBS,  Radio  Sales,  BMB 
D  14.00  16.00  20.00  40.00  60.00  100.00 
N  28.00  32.00  40.00  80.00  120.00  200.00 
WAFM  (FM),  Chan.  258,  99.5mc,  Ikw,  Radio 
Sales 

D  7.00  8.00  9.00  13.50  30.00  50.00 
N  14.00  16.00  18.00  22.50  50.00  80.00 
WAFM-TV,  Chan.  13,  13.6kw-aur.,  26kw-vis. 
D  15.00  20.00  37.50  60.00  90.00  150.00 
N  20.00  25.00  50.00  80.00  120.00  200.00 
WBRC,  5kw,  960kc,  NBC,  Raymer,  BMB 
D  17.00  17.00  30.00  44.00  66.00  100.00 
N  30.00  30.00  60.00  88.00  132.00  220.00 
WBRC-TV,  Chan.  4,  7.25kw-aur.,  14.25kw-vis., 

NBC,  DuMonf 
D     20.00    20.00    37.50    60.00    90.00  150.00 
N     20.00    20.00    37.50    60.00    90.00  150.00 
WEDR,  Ikw-D,  1220kc,  McGillvro 
D  10.00    17.50    30.00    60.00  120.00 

WJLN  (FM) 

(See  Bessemer,  Ala.,  listing) 
WKAX,  Ikw-D,  900kc,  Holman 
D      6.00    12.00    12.00    30.00    60.00  100.00 
WKAX-FM,  Chan.  250,  97.9mc,  8.9k 

(No  rates  available) 
WSGN,  5kw-D,  Ikw-N,  610kc,  ABC,  Headley- 

Reed 

D  16.00    25.00    40.00    60.00  100.00 

N  27.00    50.00    80.00  120.00  200.00 

WSGN-FM,  Chan.  229,  93.7mc,  16.9kw 
(Bonus) 

WTNB,  250w,  1490kc,  MBS,  Taylor 

D       7  50     7.50    18.75    30.00    45.00  75.00 

N     10.00    10.00    25.00    40.00    60.00  100.00 

WVOK,  50kw-D,  690kc,  BMB 

D  12.00    30.00    74.00  100.00  130.00 

BREWTON,    Escambia,    8,788    fam.,  78.4% 

radio,  6,889  radio  fam. 
WEBJ,  250w,  1240kc,  MBS 
D       2.50     2.50     6.75    12.25    24.00  45.00 
N      2.50     2.50     6.75    12.25    24.00  45.00 
CLANTON,  Chilton,  7,497  fam.,  80.5%  radio, 

6,035  radio  fam. 
WKLF,  Ikw-D,  980kc,  Clark 
D      2.00     4.00     7.50    15.00    22.50  37.50 
CULIMAN,    Cullman,     13,689    fam.,  84.7% 

radio,   11,594  radio  fam. 
WFMH  (FM),  Chan.  265,  100.9mc,  0.36kw 

(No  rotes  available) 
WKUL,  250w,  1340kc 

D  1.50  2.60  6.50  9.36  16.38  29.25 
N  1.50  2.60  6.50  9.36  16.38  29.25 
DECATUR,     Morgan,     14,765     fam.,  85.3% 

radio,  12,594  radio  fam. 
WHOS,  Ikw-D,  800kc 

D       1.00     3.00     8.00    16.00    24.00  40.00 
WMSL,  250w,  1400kc,  MBS,  Crossley 
D      2  00     3  00     5.00    10.00    15.00  30.00 
N      2.00     3.00     5.00    10.00    15.00  30.00 
DEMOPOIIS,    Marengo,    8,231    fam.,  73.5% 

radio,  6,049  radio  fam. 
WXAL,  250w,  1400kc,  MBS,  KBS 
D      2  00     1.50     7.50    10.00    16.00  30.00 
N      2.00     1.50     7.50    10.00    16.00  30.00 
DOTHAN,  Houston,  13,002  fam.,  84.0%  radio, 

10,921  radio  fam. 

2  AM  affiliates,  average  1-tlme  rate 
D       3.25      3.25      6.00    12.20  21.00 

WAGF,  Ikw,  1320kc,  MBS,  McGlllvra 

D      3.00     3.00     5.00    10.00    18.00  30.00 

N    (Rates  on  request) 

WDIG,  250w,  1450kc,  ABC 

D       3.50     3.50     7.00    14.40    24.00  40.00 

N       6.00     6.00    10.00    21.60    36.00  60.00 

WOOF,  Ikw-D,  56kc,  Sears  &  Ayer,  BMB 

D       1.70      2.00      3.50     6.50      9.50  15.50 

ENTERPRISE,  Coffee,  8,579  fam.,  78.4%  radio, 

6,725  radio  fam. 
WIRB,  250w,  1230kc 

(No  rates  available) 
EUFAUIA,  Barbour,  7,638  fam.,  74.8%  radio, 

5,713  radio  fam. 
WULA,  250w,  1240kc,  MBS,  Crossley 
D       2.70      2.70     5.00    12.50    20.00  35.00 
N      2.70     2.70     5.00    12.50    20.00  35.00 
FAYETTE,  Fayette,  5,417  fam.,  81.4%  radio, 

4,409  radio  fam. 
WWWF,   Ikw-D,  990kc 

D      3.50     3.50     7.50    15.00    25.00  35.00 


35.00 


For  Facts  on  the 
Huntsville  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WHBS 


FLORENCE,   Lauderdale,   15,134  fam.,  82.6% 
radio,  12,500  radio  fam. 

WJOl,  250w,  1340kc,  ABC,  Conlon 

SB        IM      5M      15M     30M  1  Hr 

D       3.00     3.00     4.50     9.37    18.75  35.00 

N       6.00     6.00     9.00    18.75    37.50  70.00 

WMFT,  250w,  1240kc 

D  2.50  2.50  5.00  10.00  17.50  30.00 
N       5.00      5.00    10.00    20.00    35.00  60.00 

FORT   PAYNE,   DeKalb,    12,594  fam.,  83.6% 
radio,   10,528  radio  fam. 

WFPA,  500w-D,  1290kc 
(No  rates  available) 

WZOB,  500w-D,  1290kc 

D  3.60     5.60    12.50    22.50  40.00 

GADSDEN,  Etowah,  6,217  fam.,  87.4%  radio, 
5,433  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D  3.50     5.37    12.00    21.00  37.50 

N  5.75     8.37    20.00    36.50  62.50 

WGAD,   5kw-D,    Ikw-N,  1350kc,    ABC,  Mc- 
Glllvra 

D                3.60     5.25  12.00    21.00  36.00 

N                6.00     8.75  20.00    35.00  60.00 

WGWD,  Ikw-D,  570kc,  Taylor 

D  4.00     8.00    16.00    24.00  40.00 

WJBY,  250w,  1240kc,  MBS,  Sears  &  Ayer 
D  3.40     5.50    12.00    21.00  39.00 

N  5.50     8.00    20.00    38.00  65.00 

WJBY-FM,  Chan.  279,  103.7mc,  1.5kw 

GREENVILLE,     Butler,     8,184    fam.,  77.2% 
radio,  6,318  radio  fam. 

WGYV,  250w,  1400kc 

D  1.50  3.00  3.50  6.30  18.00  30.00 
N      1.10     2.00     2.50     5.00    12.00  18.00 

GUNTERSVILLE,  Marshall,  T2,597  fam.,  84.3% 
radio,  10,619  radio  fam. 

WGSV,  Ikw-D,  1270kc 

D      2.50     3.25     5.50    10.00    15.00  25.00 

HALEYVILIE,    Winston,    5,095   fam.,  83.2% 
radio,  4,239  radio  fam. 

WJBB,  250w,  1230kc 

D       2  00  5.00    12.00    18.00  30.00 

N       2.00  5.00    12.00    18.00  30.00 

HUNTSVILLE,   Madison,   20,400  fam.,  84.8% 
radio,  17,299  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       3  50     3.50      6.50    13.50    23.00  40.00 

N       4.50     4.50    10.50    19.50    32.00  55.00 

WBHP,  250w,  1230kc,  MBS 

D       3  00     3.00     5.00    15.00    28.00  50.00 

N      3.00     3.00     5.00    15.00    28.00  50.00 

WFUN,  250w,  1450kc 

D       3  00     3.00     4.50     9.37    18.75  35.00 

N      6.00     6.00     9.00    18.75    37.50  70.00 

WHBS,  250w,   1490kc,  ABC,  Headley-Reed 

D      4  00     4.00     8.00    12.00    18.00  30.00 

N      6.00     6.00    16.00    24.00    36.00  60.00 

WHBS-FM,  Chan.  236,  95.1mc,   16kw,  Head- 
ley-Reed, Bonus 

JACKSON,  Clarke,  7,411  fam.,  78.0%  radio, 
5,780  radio  fam. 

WPBB,  lOOOw-D,  1290kc 
D      2.00     2.00     4.00     8.00  16.00 


32.00 
radio. 


42.00 
42.00 


JASPER,  Walker,  17,780  fam.,  85.8% 
15,255  radio  fam. 

WV/WB,  250w,  1240kc 
D  4.00  15.00  30.00 

N  4.00  15.00  30.00 

LANETT,     Chambers,     11,050    fam.,  84.0% 

radio,  9,282  radio  fam. 
WRLD,  250w,  1490kc 

(See  West  Point,  Ga.) 

MOBILE,  Mobile,  63,914  fam.,  83.5%  radio, 
53,368  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      9.33     9.33    11.14    22.00    35.00  58.33 

N     13.00    13.00    21.50    44.00    66.00  110.00 

WABB,  5kw,  1480kc,  ABC  &  MBS,  Branham 
Hooper 

D      9.00     9.00    11.00    22.00    33.00  55.00 
N     12.00    12.00    22.00    44.00    66.00  110.00 
WABB-FM,  Chan.  271,  102.1mc,  50kw,  Bran- 
ham,  Bonus 


For  Facts  on  the 
Montgomery  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSFA 


WALA,  5kw,  1410kc,  NBC,  Headley-Reed  ' 
SB        IM       5M       15M      30M     1  h. 
D     10.00    10.00    11.25    24.00    36.00  60 
N     15.00    15.00    22.50    48.00    72.00  120 

WKAB,  Ikw-D,  840kc,  LBS 

D      6.00     6.00    10.80    24.00    36.00  60. 

WKRG,  Ikw-D,  250w-N,  710kc,  CBS,  Yout 
D  9.00  9.00  12.00  20.00  36.00  60. 
N  12.00  12.00  20.00  40.00  60.00  100. 
WKRG-FM,  Chan.  260,  99.9mc,  3kw,  Bonos 

MONTGOMERY,    Montgomery,    38,583  fan 
80.2%  radio,  30,943  radio  fam. 

4  AM  affiliates,  average   1-time  rates 

D       6.66     6.87    11.50    20.00    34.50  57. 

N       9.33     9.50    19.00    38.00    57.00  95. 


36.00  60. 
60.00  1  00. 


WAPX,  Ikw,   1600kc,  ABC,  Walker,  ConI 

&  Hooper 
D       7.50     7.50    12.00  20.00 
N     10.00    10.00    20.00  40.00 

WCOV,  250w,  1240kc,  CBS 
D      5.00     5.00    10.00  20.00 
N      8.00     8.00    16.00  32.00 
WCOV-FM,  Chan.  233,  94.5mc, 


30.00 
48.00 
4.  Ikw, 


50^ 
80. 
Bor! 


WJJJ, 

D 

N 


lOkw-D,  Ikw-N, 
7.50  12.00 
10.00  20.00 


1170kc,  MBS, 
20.00  36.00 
40.00    60.00  100. 


WMGY,  Ikw-D,  BOOkc 

D      7.50     7.50    12.00  20.00  36.00  60 

N     10.00    10.00    20.00  40.00  60.00  100 

WSFA,    Ikw,    1440kc,  NBC,  Heodley-Rei 
Hooper 

D      7.50     7.50    12.00  20.00 

N     10.00    10.00    20.00  40.00 


36.00  60' 
60.00  100. 


MUSCLE  SHOALS,  Colbert,  11,009  fam.,  83. 

radio,  9,170  radio  fam. 
WLAY,  250w,  1450kc,  MBS 
D      5.00     5.00    12.00    24.00    36.00  60 
N      5.00     5.00    12.00    24.00    36.00  60 

OPELIKA,    Lee,    12,584   fam.,   77.2%  roc 
9,714  radio  fam. 

WJHO,  250w,  1400kc,  AABS 
D       1.50  4.00 
N       1.50     4.00     7.50  15.00 


ROANOKE,    Randolph,  6,297 
radio,  5,113  radio  fam. 

WELR,  Ikw-D,  1360kc,  Dodson 
D       2.25      2.25      5.40  9.00 

RUSSELLVILLE,    Franklin,  7,203 
radio,  5,856  radio  fam. 


27.00 
fam.. 


15.00 
fam.. 


WWWR,  Ikw-D,  920  kc 
D      2.50     3.50  7.50 


15.00    25.00  35 


SELMA,   Dallas,    15,640  fam.,  74.1% 
11,589  radio  fam. 

2  AM  affiliates,  average  1-time  rote 
D       3.75     3.75     7.00    14.00  22.00 
N       5.50     5.00    10.00    20.75  33.00 

WGWC,  250w,  1340kc,  CBS,  Taylor 
D       4  00     4.00      8.00    16.00    24.00  4( 
N       6.00      6.00    12.00    24.00    36.00  6( 

WHBB,   250w,    1490kc,   MBS,    KBS,  Sears 

d'''^3'50  3.50  6.00  12.00  20.00 
N      5.00     5.00     8.00    17.50  30.00 

SYLACAUGA,  Talladega,  17,811  fam.,  80 
radio,   14,337  radio  fam. 

WFEB,  250w,  1340  kc,  MBS 
D  3.75     6.00    10.00    18  00  9 

N  3.75     6.00    10.00    13.00  31 

WMLS,  Ikw-D,  1290  kc 
D      3.00     3.00     4.00     8.50  16.00 

TALLADEGA,  Talladega,   17,811  fam.,  80 

radio,  14,337  radio  fam. 
WHTB,  250w,  1230  kc,  MBS,  BMB 
D       2.50      2.50     7.50    15.00    25.00  51 
N       2.50     2.50     7.50    15.00    25.00  5' 

TROY,  Pike,  8,547  fam.,  77.3%  radio,  6/_ 

radio  fam. 
WTBF,  250w,  1490kc,  MBS 

D      3  00     3.00     5.00    10.00  18.00  3 

N      3.00     3.00     5.00    10.00  18.00  3' 

TUSCALOOSA,  Tuscaloosa,  26,261  fam.,  82 

radio,  21,560  radio  fam. 
WJRD,  5kw-D,  1150kc,  Walker,  LBS 
D       5.00     5.00     7.00    12.00    23.00  4 
N      5.00     5.00     7.00    12.00    23.00  4|=«t 
WTBC,  250w,  1230kc,  MBS,  Sears  &  Ayei 
D       3.00      5.00    10.00    24.00    36.00  6 
N       3.00     5.00    10.00    24.00    36.00  6 


For  Facts  on  the 
Birmingham  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSGN 
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ALABAMA 

RADIO 

MARKET  DATA 

BY 

COUNTIES 

1949 

1948 

Emplovment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio              Retail  Sales 

Retail  Sales 

Mid-March 

rolls— Ut  Qlr. 

Populotion 

Populotion 

Families 

Radio- Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

18,177 

20,977 

5,077 

3,929 

77.4 

5,276 

5,068 

1,760 

649 

41,046 

32,324 

11,465 

9,596 

83.7 

1 8,096 

20,991 

2,988 

1,184 

28,860 

32,722 

8,061 

6,029 

74.8 

11,1-16 

10,838 

3,331 

1,215 

17,955 

20,155 

5,015 

4,247 

84.7 

7,040 

6,620 

1,937 

763 

28,997 

29,490 

8,099 

6,600 

81.5 

8,553 

8,678 

1,076 

362 

16,075 

19,810 

4^90 

3,286 

73.2 

6,049 

4,482 

7,343 

409 

29,299 

32,447 

8,184 

6,318 

77.2 

1 1 ,685 

12,667 

3,052 

1,132 

79,783 

63,319 

22,285 

18,607 

83.5 

48,664 

46,898 

16,338 

8,301 

39,560 

42,146 

11,050 

9,282 

84.0 

11,326 

9,850 

9,780 

5,454 

17,455 

19,928 

4,875 

4,197 

86.1 

4,736 

4,145 

389 

128 

26,841 

27,955 

7,497 

6,035 

80.5 

10,947 

9,534 

1,854 

635 

19,188 

20, 1 95 

5,357 

4,055 

75.7 

4,573 

5,098 

1,995 

583 

26,533 

27,636 

7,411 

5,780 

78.0 

12,604 

15,296 

3,444 

1,175 

13,641 

16,907 

3,810 

3,078 

80.8 

5,041 

4,462 

879 

271 

11,976 

13,629 

3,345 

2,655 

79.4 

5,006 

2,817 

649 

202 

30,713 

31,987 

8,579 

6,725 

78.4 

10,192 

10,251 

2,351 

817 

39,413 

34,093 

11,009 

9,170 

83.3 

18,602 

23,113 

6,494 

3,582 

21,807 

25,489  ■ 

6,091 

4,744 

77.9 

6,842 

6,193 

1,733 

619 

1 1,771 

13,460 

3,287 

2,632 

80.1 

2,736 

3,051 

972 

286 

40,333 

42,417 

11,266 

8,764 

77.8 

22,663 

19,727 

6,550 

2,485 

19,013 

23,631 

5,310 

4,216 

79.4 

7,237 

6,697 

1,228 

339 

49,007 

47,343 

13,689 

11,594 

84.7 

20,979 

17,572 

2,793 

1,041 

20,824 

22,685 

5,816 

4,565 

78.5 

5,617 

6,477 

2,073 

709 

55,992 

55,245 

15,640 

1 1 ,589 

74.1 

33,489 

29,816 

7,224 

2,540 

45,088 

43,075 

12,594 

10,528 

83.6 

12,910 

14,416 

2,760 

1,006 

31,672 

34,546 

8,846 

7,165 

81.0 

12,281 

11,710 

4,496 

2,314 

31,463 

30,671 

8,788 

6,889 

78.4 

18,600 

18,862 

3,559 

1,373 

93,857 

72,580 

6,217 

5,433 

87.4 

66,593 

60,162 

21,859 

12,748 

19  393 

21,651 

5,417 

4,409 

81.4 

7,923 

7,013 

2,078 

780 

25.790 

27,552 

7,203 

5,856 

81.3 

8,878 

10,352 

1,930 

806 

25,928 

29,172 

7,242 

5,713 

78  9 

9,723 

10,738 

2,843 

1,057 

16,^63 

19,185 

4,598 

3,393 

73.3 

5,744 

6,041 

970 

246 

20,828 

25,533 

5,817 

4,380 

75.3 

5,737 

5,761 

1,030 

232 

18,661 

21,912 

5,212 

4,112 

78.9 

6,056 

6,299 

1,227 

346 

46,550 

45,665 

13,002 

10,921 

84.0 

33,048 

30,716 

5,452 

2,418 

38,795 

41,802 

10,836 

8,918 

82.3 

12,154 

11,926 

2,407 

804 

554,393 

459,930 

154,858 

138,133 

C9.2 

530,944 

439,163 

159,249 

93,376 

16,423 

1 9,708 

4,587 

3,788 

32.2 

5,816 

4,494 

785 

263 

54, 1 83 

46,230 

15,134 

12,500 

82  6 

31,487 

30,533 

4,342 

1,812 

27,141 

27,880 

7,581 

6,087 

80.3 

5,114 

5,626 

299 

93 

45,054 

36,455 

12,584 

9,714 

77.2 

15,324 

21,805 

6,727 

2,669 

35,712 

35,642 

9,975 

8,029 

80.5 

11,489 

13,328 

1,084 

353 

18,034 

22,661 

5,037 

3,712 

73.7 

4,934 

4,365 

606 

134 

30,696 

27,654 

8,574 

6,464 

75.4 

9,669 

8,891 

1,155 

354 

73,032 

66,317 

20,400 

17,299 

84.8 

48,069 

41,631 

8,726 

4,006 

29,467 

35,736 

8,231 

6,049 

73.5 

11,399 

11,646 

2,569 

858 

27,291 

28,776 

7,623 

6,334 

83.1 

7,509 

8,984 

1,717 

746 

45,098 

42,395 

12,597 

10,619 

84.3 

19,465 

25,162 

3,442 

1,504 

228,813 

141,974 

63,914 

53,368 

83.5 

180,642 

168,416 

58,451 

31,767 

25,732 

29,465 

7,187 

5,613 

78.1 

10,317 

9,382 

2,483 

880 

138,129 

114,420 

38,583 

30,943 

80.2 

131,983 

109,001 

24,885 

11,484 

52  861 

48  148 

14,765 

12,594 

85.3 

32,664 

34,389 

7,610 

3,858 

20,442 

26,610 

5,710 

4,368 

76.5 

7,869 

6,943 

1,469 

472 

24,386 

27,671 

6,811 

5,414 

79  5 

7,959 

8,105 

1,873 

con 

33,599 

32,493 

8^7 

6,606 

77.3 

15,829 

13,325 

2  956 

1,041 

22,545 

25,516 

6,297 

5,113 

81.2 

7,798 

8,234 

2  470 

1,067 

40,304 

35,775 

11,258 

8,601 

76.4 

11,362 

8,903 

1 " 

610 

•  26,636 

27,336 

7,440 

6,286 

84.5 

•  10,767 

9,034 

3  329 

1,880 

30,375 

28,962 

8,484 

7,152 

84.3 

9,814 

9,823 

3,096 

1,376 

23,628- 

27,321 

6,600 

4,989 

75.6 

7,454 

7,361 

1  ,OUO 

573 

63.764 

51,832 

17,811 

14,337 

80.5 

24,056 

30,521 

1 0,558 

5,752 

34,666 

35,270 

9,683 

8,065 

83.3 

16,476 

16,890 

6,458 

3,646 

94,017 

76,036 

26,261 

21,560 

82.1 

52,031 

46  429 

13,353 

6,757 

63,653 

64,201 

17,780 

15,255 

85.8 

26,739 

29,619 

10  451 

5,560 

15,612 

16,188 

4,360 

3^92 

77.8 

3,530 

966 

300 

23,451 

26,279 

6,550 

4,866 

74.3 

6,337 

5,376 

1,827 

470 

18,243 

18,746 

5,095 

4,239 

83.2 

5,655 

6,125 

2,072 

715 

/:es:  1950  Population,  field  reports,  1950  Census;  1940  Population 
1       copyright   1950  "Sales   Management."    Further  reproduction 
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unlicensed.     1948    Retail   Sales;  Employmeni,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  iv^o,  u-ep 

August  14,  1950    •    Page  35 


1 


I 


Most  of  the  remaining  250,000  Arizonans  live  within 
KOY's  primary  coverage  contour,  and  listen  regularly 
to  KOY  programs. 


For  further  market  data 
and  availabilities — ask 
any  John  Blair  man. 


KTUC 
KSUN 

JpHOENIX-550kc 
-TUCSON- 1400  kc 
-BISBEE-I230kc 

B«0ADCASTIN0^=-TEIECAST1NC 

MARKETBOOK  MAP 

ARIZONA 

(H    Location  of  City  and  number  of 
Standard  (AM)  Broadcasting  Slatio 

MAP  W  WAiiHi  p.  BU«N.  MiDDitEUIT,  vawOHI    'i  Number  of  FM  8roadca;tinH  Stations       ^     .      t                               2_5                         7^  i\ 
<£>  f950.  BfoaiJcasUng  Publicaljons.  Inc.       ^    Number  of  Talecasling  Stations  J^cals  of  ff/iltS       ^  ^^fl  =1!:^  L 


MARKET  INDICATORS  FOR  ARIZONA 


CLASSIFICATIONS 
Population   

%  of  U.S  

Families   

Percent  Radio  

Radio  Families  

Retail  Sales   $ 

Retail  Trade  Employes   

Wholesale  Sales  Volume   $ 

Wholesale  Trade  Employes  . . . 
Employment  (Mid-March)  ... 
Taxable  Payrolls  (1st  quarter)  § 
Income    $ 

Percent  distribution  

Per  Capita  Income    3 

Percent  of  national  per  capita 
income  

New  Construction  (Private) . .  $ 

Residential   $ 

Non-Residential   $ 

Value  added  by  Manufacture.  $ 

Automobile  Registration  

Telephones  


49 

50 


FIGURES  YR. 
742,364  '50 
0.50%  '50 
207,364  '50 
93.7% 
194,300 
686,801,000  '49 
32,515  '48 
414,087,000  '48 
8,039 
122,924 
75,907,000  '48 
823,000,000  '48 
0.40% 
1,168 


'48 
48 


'48 
'48 


FIGURES  TB 
499,261 
0.38% 
130,860 
82.4% 
139,900 
653,321,000 
17,524 
96,500,000  '3 
3,831  '3 
112,380  '4 
63,556,000  '4 
237,000,000  '4 
0.31%  '4 
473  '4 


'4 
'4 
'4 

'4 
'4 
'3 


01 


83%  '48 

49,500,000  '47 

20,900,000  '47 

16,800,000  '48 

103,958,000  '47 

240,359  '49 

129,300  '49 


82% 

13,300,000  '3 

7,000,000  'J 

2,600,000  '3 

31,625,000  '3 

216,702  '4 

80,600  '4 


01 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductio 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  19-18  Census  of  Business. 
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BROADCASTING 


Telecast! 


ARIZONA 


SPOT  RATE  FINDER 


EE,  Cochise,  8,781  {am.,  94.9%  radio, 
33  radio  fam. 

250w,  1230l<c,  CBS,  MBS,  Blair,  BMB 

1    SB       IM       5M      15M  30M  1  Hr 

4.75     6.10     9.00    18.00  27.00  45.00 

!  6.30     8.10     9.00    18.00  27.00  45.00 

jjON,  Greenlee,  3,577  fam.,  94.0%  radio, 

Q62  radio  fam. 

t=,  250w,  1400kc,  LBS 

i  2.50     1.50              10.00  14.40  24.00 

I  3.00     2.00              16.50  24.00  40.00 

fllDGE,  Pinal,  12,106  fam.,  92.2%  radio, 

i,161  radio  fam. 

lY,  Ikw,  1150kc,  CBS 

\  4.00     4.00     6.00    12.00  18.00  30.00 

I  8.00     8.00    12.00    24.00  36.00  60.00 

IGIAS,  Cochise,  8,781  fam.,  94.9%  radio, 
p33  radio  fam. 

IT,  250w,  1450kc,  NBC,  Raymer 

•j  4.00     4.00     5.00    10.00  15.00  25.00 

8.00     8.00    10.00    20.00  30.00  50.00 


|:  All  Rates  one-time.  Sources:  Families 
radio  families  estimated  from  field  tabu- 
Ins  of  1950  U.  S.  Census.  Percent  radio 
1.  For  complete  explanation  see  foreword. 
*      *  * 


GLOBE,  Gilo,  6,763  fam.,  94.0%  radio,  6,357 

radio  fam. 
KWJB,  250w,  1240kc,  NBC  Raymer 

SB        IM       5M       15M      30M  1  Hr 

D                4.00     5.00    10.00    15.00  25.00 

N                8.00    10.00    20.00    30.00  50.00 

KINGMAN,  Mohave,  2,363  fam.,  93.6%  radio, 

2,211  radio  fam. 
KGAN,  250w,  1230kc 

D      3.00     3.00     4.00    10.00    20.00  35.00 

N      3.00     3.00     4.00    10.00    20.00  35.00 

AAESA,  Maricopa,  91,198  fam.,  94.2%  radio, 

85,908  radio  fam. 
KTYL,  Ikw,  1310kc 
D       4.00     4.00      6.00  11.00 
N      4.00     4.00     6.00  11.00 
NOGALES,   Santa   Cruz,  2,605 

radio,  2,396  radio  fam. 
KNOG,  250w,  1340kc,  BMB 
D      2.30     2.80     5.00  7.00 
N       3.00     4.00      6.00  10.00 
PHOENIX,    Maricopa,  91,198 

radio,  85,908  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D     10.00    10.75    14.50  29.00    43.50  73.00 

N     20.00    21.50    29.00  58.00    87.00  145.00 

«      *  * 


20.00  36.00 
20.00  36.00 
fam.,  92.0% 

10.00  17.00 
15.00  25.00 
fam.,  94.2% 


2  AM  non-affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D      4.00     5.62    12.00    16.80    27.75  49.00 


KIFN,  250w-D,  860kc,  Cakes 

D       3.00      3.75      9.00    13.50    25.50  48.00 

KOOL,  5kw,  960kc,  CBS,  HoMingbery,  Hooper 
D  10.50  10.50  14.00  28.00  42.00  70.00 
N     21.00    21.00    28.00    56.00    84.00  140.00 

KOY,  5kw-D,   Ikw-N,  550kc,  MBS,  Don  Lee, 
Blair,  BMB 

D  10.50  10.50  14.00  28.00  42.00  72.00 
N     21.00    21.00    28.00    56.00    84.00  140.00 

KPHO,  5kw,  910kc,  ABC,  Retry 

D       9.00    10.50    14.00    28.00    42.00  70.00 

N     18.00    21.00    28.00    56.00    84.00  140.00 

KPHO-TV,  Chan.  5,  8.7kw-aur.,  17.5kw-vis., 

CBS,  ABC,  NBC  &  DuMont,  Retry 
D     16.00    16.00    20.00    40.00    60.00  100.00 
N     24.00    24.00    30.00    60.00    90.00  150.00 

KRUX,  250w,  1340kc 

D  5.00  7.50  15.00  20.00  30.00  50.00 
N      5.00     7.50    15.00    20.00    30.00  50.00 

KTAR,  5kw,  620kc,  NBC,  Raymer 

D  11.50    16.00    32.00    48.00  80.00 

N  23.00    32.00    64.00    96.00  160.00 

PRESCOTT,  Yavapai,  6,979  fam.,  94.3%  radio, 
6,581  radio  fam. 

KYCA,  250w,  1490kc,  NBC,  Raymer 

D  4.00      5.00    10.00    15.00  25.00 

N  8.00    10.00    20.00    30.00  50.00 


SAFFORD,  Graham,  3,636  fam.,  93.8%  radio, 

3,410  radio  fam. 
KGLU,  Ikw,  1480kc,  NBC,  Raymer 

SB        IM       5M       15M      30M     1  Hr 

D       4.00      4.00      6.00    12.00    18.00  30.00 

N      8.00     8.00    12.00    24.00    36.00  60.00 

TUCSON,   Pima,   39,006  fam.,   95.2%  radio, 

37,016  radio  fam. 


4  AM  affiliates,  average  1-time  rate 
D       5.87      6.25      7.75    13.50  20.25 
N     10.75    11.62    14.00    25.00  37.50 


33.75 
62.50 


KCNA,  250w,  1340kc, 

Hooper 
D  6.00  4.50  6. 
N  10.00  7.50  10. 
KOPO,  250w,  1450kc, 
D  6.00  9.00  10 
N  12.00  18.00  20 
KTKT,  250w,  1490kc, 
0  2.00  4, 
N  2.00  4 
KTUC,   250w,  1400kc 

Hooper,  BMB 
D       5.00      5.00  7, 
N       8.00     8.00  10 
KVOA,  Ikw,  1290kc, 
D       6.50      6.50  8, 
N     13.00    13.00  16, 


ABC,  MBS,  Hollingbery, 

00    12.00    18.00  30.00 

00    20.00    30.00  50.00 

CBS,  Forjoe,  Hooper 

00    14.00    21.00  35.00 

.00  28.00  42.00  70.00 
LBS 

.00     8.00    14.00  24.00 

00      8.00    14.00  24.00 

,   MBS,   Don   Lee,  Blair, 

00    12.00    18.00  30.00 
00    20.00    30.00  50.00 
NBC,  Raymer,  Hooper 
00    16.00    24.00  40.00 
00    32.00    48.00  80.00 


ARIZONA  RADIO  MARKET  DATA  BY  COUNTIES 


|he.. 


am  ... 
niee... 
opa.. 


Cruz  . 
pai  


1950 

1940 

1950 

Population 

Population 

Families 

27,183 

24,095 

7,593 

31,438 

34,627 

8,781 

23,755 

18,770 

6,635 

24,214 

23,867 

6,763 

13,018 

12,113 

3,636 

12,808 

8,698 

3,577 

326,491 

186,193 

91,198 

8,461 

8,591 

2,363 

29,263' 

25,309 

8,174 

139,644 

72,838 

39,006 

43,343 

28,841 

12,106 

9,328 

9,482 

2,605 

24,987 

26,51 1 

6,979 

27,942 

19,326 

7,805 

1950 
Radio-Families 


%  Radio 


1949 
Retail  Sales 

(Esr.)  ($000) 


YUMA,  Yuma,  7,805  fam.,  93.4%  radio,  7,289 
radio  fam. 

KYMA,  250w,  1400kc  (no  rates  available) 
KYUM,  250w,  1240kc,  NBC,  Raymer 
D  4.00      5.00    10.00    15.00  25.00 

N  8.00    10.00    20.00    30.00  50.00 

*      *  * 


1948  Employment    Taxable  Pay- 

Retail  Sales  Mid-March  ro!ls-lst  Qtr. 
U.  S.  (5000)  1948  1948  ($000) 


6,666 

87.8 

5,332 

6,299 

1,392 

836 

8,333 

94.9 

32,814 

27,788 

5,874 

3,860 

6,01 1 

90.6 

22,832 

22,646 

3,128 

1,485 

6,357 

94.0 

19,484 

18,587 

5,153 

3,771 

3,410 

93.8 

10,595 

11,348 

1,238 

672 

3,362 

94.0 

7.726 

8,071 

3,099 

2,513 

85,908 

94.2 

329,660 

307,244 

57,459 

35,559 

2,211 

93.6 

11,006 

9,767 

1,448 

932 

7,381 

90.3 

16,748 

16,721 

1,701 

911 

37,016 

94.9 

136,060 

135,195 

23,255 

13,609 

11,161 

92.2 

25,568 

25,139 

4,145 

2,610 

2,396 

92.0 

13,193 

11,904 

1,842 

797 

6,581 

94.3 

25,772 

23,868 

4,092 

2,587 

7,289 

93.4 

30,01 1 

28,744 

3,059 

1,676 

;es;  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright  1950  "Soles  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


ARKANSAS 


SPOT  RATE  FINDER 

.DELPHIA,    Clark,    6,412    fam.,  83.9% 
lio,  5,379  radio  fam. 
,  250w,   1240kc,  MBS 
SB        IM       5M       15M     30M     1  Hr 
4.00     4.50     7.50    15.00    22.50  38.00 
4.50     5.50     9.00    19.00    30.00  48.00 
'SVIllE,  Independence,  6,562  fam.,  85.8% 
io,  5,630   radio  fam. 
,  250w,  1340kc,  MBS 
3.50     4.50     7.00    11.00    18.00  33.00 
4.25     5.25     7.75    12.00    21.00  35.00 
]HEVIIIE,  Mississippi,  22,999  fam.,  82.9% 
io,  19,066  radio  fam. 
,  Ikw-D,  900kc,  Pearson 
5.00     5.00    10.00    20.00    30.00  50.00 
-FM,  Chan.  241,  96.1mc,  21kw,  Pearson 
nly)  2.50  2.50  5.00   10.00  15.00  25.00 
»EN,  Ouachita,  9,208  fam.,  82.1%  ra- 
.  7,559  radio  fam. 
»,  250w,  1450kc,  MBS 
2.50     3.75     7.50    15.00    22.50  37.50 
3.75     5.50    11.25    22.50    33.75  56.00 
VAY,  Faulkner,  7,052  fam.,  85.7%  ra- 

6,043  radio  fam. 
H  (FM),  Chan.  249,  97.7mc,  0.97kw 

rates  available) 
3RADO,  Union,  13,860  fam.,  86.8%  ra- 

12,030  radio  fam. 

250w,  1400kc,  ABC,  Continental 
2.50     3.75     7.50    15.00    22.50  37.50 
3.75     5.50    11.25    22.50    33.75  56.00 
TTEVIILE,     Washington,     13,933  fam., 
»%  radio,  12,107  radio  fam. 
.  250w,   1450kc,  MBS,  Ra-Tel 
2.50     3.50     7.50    14.00    21.00  35.00 
iS.25     4.50    10.00    20.00    30.00  50.00 

y Continued  on  page  38) 

All  Rates  one-time.    Sources:  Families 
pdio  families  estimated  from  field  tabu- 
s  of  1950  U.  S.  Census.    Percent  radio 
For  complete  explanation  see  foreword. 


BROADCASTrN^^^TElECASTING 

MARKETBOOK  MAP 

»/ 

ARKANSAS 

[E    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

50  75. 
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ARKANSAS  RADIO  MARKET  DATA  BY  COUNTIES 


County 


Arkansas  

Ashley  

Boxter  

Benton  

Boone   

Bradley  

Calhoun  

Carroll  

Chicot  

Clark  

Clay  

Cleiaurne  

Cleveland  

Columbia  

Conway  

Craighead  

Crawford  

Crittenden  

Cross  

Dallas  

Desha  

Drew  

Faulkner  

Franklin  

Fulton  

Garland  

Grant  

Greene  

Hempstead  

Hot  Springs  

Howard   

Independence.. 

Izard  

Jackson   

Jefferson  

Johnson   

Lafayette  


1949 

1948 

Employment 

Taxable  Pc 

1950 

1940 

1950 

1950 

%  Rudio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Q  : 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($0C 

23,451 

24,437 

6,550 

5,528 

84.4 

18,047 

20,965 

2,788 

1,1 1 

25,616 

26,785 

7,155 

5,816 

81.3 

13,552 

1 1,122 

3,090 

1 1,640 

10,281 

3,251 

2,854 

3,543 

5,91 4 

1 ,1 28 

- 

37,987 

36,148 

10,610 

9,230 

87.0 

19,691 

27,41 1 

2,978 

16,229 

15,860 

4,533 

3,948 

87.1 

12,240 

11,828 

1,682 

; 

15,955 

18,097 

4,456 

3,814 

85.6 

11,447 

9,287 

2,860 

7,132 

9,636 

1,992 

1,629 

81.8 

2,298 

1,727 

305 

13,208 

14,737 

3,689 

3,246 

88.C 

6,292 

5,787 

547 

r 

22,218 

27,452 

6,206 

4,797 

77.3 

11,961 

10,285 

1,150 

22,958 

24,402 

6,412 

5,379 

83.9 

1 3,745 

12,271 

2,446 

3. 

26,643 

28,386 

7,442 

6,489 

87.2 

10,115 

10,259 

1,036 

\ 

11,469 

13,134 

3,203 

2,709 

84.6 

3,844 

3,133 

467 

T 

8,944 

12,570 

2,498 

2,060 

82.5 

3,070 

1,718 

590 

r 

28,706 

29,822 

8,018 

6,614 

82.5 

17,030 

14,339 

3,530 

18,118 

21,536 

5,060 

4,189 

82.S 

9,535 

7,782 

1,653 

50,566 

47,200 

14,124 

1 2,499 

88.5 

32,711 

30,825 

4,462 

''I 

22,743 

23,920 

6,352 

5,373 

84.6 

10,243 

7,839 

952 

47,119 

42,473 

13,161 

10,160 

77.2 

23,507 

25,335 

2,419 

'. 

24,734 

26,046 

6,908 

5,567 

80.6 

11,253 

1-1,887 

877 

12,388 

14,471 

3,460 

2,747 

79.4 

9,729 

5,571 

1,920 

(, 

25,085 

27,160 

7,006 

5,548 

79.2 

1 1 ,895 

11,414 

1,670 

; 

17,980 

19,831 

5,022 

3,972 

79.1 

9,643 

7,117 

1,954 

( 

25,249 

25,880 

7,052 

6,043 

85.7 

12,991 

12,149 

1,563 

!■ 

12,335 

15,683 

3,445 

2,976 

86.4 

5,756 

4,798 

527 

9,212 

10,253 

2,573 

2,133 

82.9 

1,933 

1,645 

277 

; 

46,687 

41,664 

13,041 

11,319 

86.8, 

51,146 

41,866 

9,595 

3," 

9,000 

10,477 

2,513 

2,141 

85.2 

3,886 

2,842 

919 

29,136 

30,204 

8,138 

7,177 

88.2 

14,388 

14,931 

2,006 

25,045 

32,770 

6,995 

5,644 

80.7 

17,607 

13,824 

2,434 

1 

22,096 

18,916 

6,172 

5,153 

83.5 

8,440 

9,628 

2,907 

1," 

13,316 

16,621 

3,719 

3,094 

83.2 

9,342 

6,619 

1,422 

J" 

23,494 

25,643 

6,562 

5,630 

85.8 

13,271 

12,610 

1,905 

10,018 

1 2,834 

2,798 

2,350 

84.0 

2,577 

1,623 

287 

25,747 

26,427 

7,191 

5,896 

82.0 

14,194 

13,985 

1,765 

75,873 

65,101 

21,193 

17,208 

81.2 

62,035 

42,028 

8,829 

4,1: 

16,125 

18,795 

4,504 

3,841 

85.3 

7,624 

6,367 

2,136 

1„, 

13,167 

16,851 

3,677 

3,018 

82.1 

7,732 

5,473 

920 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  SaP 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer 


ARKANSAS 

SPOT  RATE  FINDER 

(Continued  -from  page  37) 

FORREST  CITY,  St.  Francis,  10,283  fam.,  77.8% 

radio,  8,000  radio  fam. 
KXJK,  Ikw-D,  950kc 

SB  IM  5M  15M  30M  1  Hr 
D       3.00     5.00      7.00    14.00    26.00  50.00 


FORT  SMITH,  Sebastian,  17,855  fam.,  89.9% 
radio,  16,051  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

SB        IM      5M      15M     30M  1  Hr 

D       5.27     7.17    10.15    17.80    26.20  44.50 

N  7.60  9.90  17.80  31.60  47.40  79.00 
KFPW,  250w,  1230kc,  MBS  Walker 

D      4.55     5.85     7.80    15.60    23.40  39.00 

N      5.20     7.80    15.60    31.20    46.80  78.00 


950kc,   ABC,  Taylor 


15M 
20.00 
32.00 


30M  1  Hr 
30.00  50.00 
48.00  80.00 


Arkansas  Knows  It! 

"All  Surveys  Show  It! 


IN  ARKANSAS  IT'S 

Arkansas' 
Preferred  Station 


KARK 


5,000  WaHs 
Day  and  Night 
920  Kc. 


ED  ZIMMERMAN 

Vice  President  and 
General  Manager 


Latest  Hooperating  and  BMB 
Report  No.  2  show  KARK 
with  a  commanding  audience 
lead — not  only  in  Greater 
Little  Rock  but  in  the  state- 
wide market.  A.sk  us  or  any 
Petry  man  for  full  informa- 
tion about  KARK,  best  buy 
in  Arkansas ! 


NBC    for  ARKANSAS 
LITTLE  ROCK 


43.20  72.00 

87.1%  radio, 

21.00  35.00 

30.00  50.00 

75.6%  radio. 


KFPW-FM,  Chan.  235,  94.9mc,  14kw,  Walker, 
Bonus 

KFSA,   Ikw-D,  500w-N, 
Conlan,  BMB 

SB        IM  5M 

D       6.00     7.50  12.50 

N     10.00    12.00  20.00 

KFSA-FM,  Chan.   298,   107.7mc,   3kw,  Bonus 

KWHN,  5kw,   1320kc,   LBS,   Pearson,  Conlan 

D       5.40     6.75    11.25    18.00    27.00  45.00 

N      9.00    10.80    18.00  28.80 

HARRISON,  Boone,  4,533  fam., 
3,948  radio  fam. 

KHOZ,  250w,  1240kc,  MBS 

D  2.50     7.50  14.00 

N  3.50    10.00  20.00 

HELENA,  Phillips,  12,910  fam. 
9,759  radio  fam. 

KFFA,  Ikw,   1360kc,  MBS,  Continental,  Con- 
lan, BMB 

D      4.50     5.00     8.00    16.00    24.00  40.00 

N      7.00     8.00    16.00    32.00    48.00  80.00 

HOPE,  Hempstead,  6,995  fam.,  80.7%  radio, 

5,644  radio  fam. 

KXAR,  250w,   1490kc,  MBS,  Crosley,  BMB 

D       2.50     3.75     5.00    10.00    18.00  30.00 

N      2.50     3.75     6.00    12.00    21.00  35.00 

HOT  SPRINGS,  Garland,  13,041  fam.,  86.8% 

radio,  11,319  radio  fam. 

2  AM  affiliates,  average   1-time  rate 

D      4.25     5.00    11.00    22.00    33.00  55.00 

N      7.50     9.00    20.00    40.00   60.00  100.00 

KTHS,   lOkw-D,   Ikw-N,   1090kc,   ABC,  Bran- 
ham,  Conlan,  BMB 

D      5.00     6.00    12.00    24.00    36.00  60.00 

N     10.00    12.00    24.00    48.00    72.00  120.00 

KWFC,  250w,  1340kc,  MBS,  Sears  &  Ayer 

D      3.50     4.00    10.00    20.00    30.00  50.00 

N      5.00     6.00    16.00    32.00    48.00  80.00 

JONESBORO,  Craighead,  14,124  fam.,  88.5% 

radio,  12,499  radio  fam. 
KBTM,  250w,  1230kc,  MBS,  BMB 

D      2.50     3.50     7.50    14.00    21.00  35.00 

N      3.25     4.50    10.00    20.00    30.00  50.00 

KBTM-FM,  Chan.  270,  101. 9mc,  B.lkw,  Bonus 

LITTLE   ROCK,   Pulaski,   53,877   fam.,  88.6% 

radio,   47,735   radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      8.00     6.33    12.66    22.66    34.00  59.00 

N     13.00    14.00    24.00    45.33    68.00  118.00 

KARK,  5kw,  920kc,  NBC,  Petry,  BMB,  Hooper 

D                12.00    16.00    28.00    42.00  70.00 

N  18.00  30.00  56.00  84.00  1  40.00 
KGHI,  Ikw-D,  5kw-N,  1250kc,  ABC,  Holling- 

bery.  Hooper 
D  6.00  7.00 

N  8.00  14.00 

KLRA,  lOkw-D,  5kw-N, 
D  8.00  11.00  15.00 
N     13.00    16.00  28.00 


14.00 
28.00 
lOIOkc, 
26.00 
52.00 


21 .00  42.00 
42.00  84.00 

CBS,  Tavlnr 

39.00  65.00 
78.00  130.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KVLC,  Ikw-D,  1050kc,  Dodson 

SB  IM  5M  15M  30M  1 
D  4.50  5.00  7.00  14.00  21.00  3 
KVLC-FM,  Chan.  231,  94.1  mc,  9kw,  Bom 
MAGNOLIA,    Columbia,    8,018   fam.,  82 

radio,  6,614  rcjdio  fam. 
KVMA,    Ikw-D,  630kc,  MBS 
D       4.00      5.00     7.00    14.00    22.00  41 
NEWPORT,  Jackson,  7,191  fam.,  82.0%  ra 

5,896  radio  fam. 
KNBY,  Ikw-D,  1280kc,  LBS 
D       5.00     5.00    10.00    20.00    30.00  5l 

NORTH   LITTLE   ROCK,   Pulaski,  53,877  f 

88.6%  radio,  .47,735  radio  fam. 
KXLR,  250w,  1450kc,  MBS,  Pearson,  Hoc 
D  4.50  5.00  7.00  14.00  21.00  4 
N       5.00     6.00    14.00    28.00    42.00  8 

OSCEOLA,    Mississippi,    22,999   fam.,  82 
radio,  19,066  radio  fam. 

KOSE,  Ikw-D,  860kc,  LBS,  Conlan 
D      4.50     5.00     8.00    16.00    24.00  4 
PARAGOULD,  Greene,  8,138  fam.,  88.2% 

dio,  7,177   radio  fam. 
KDRS,  250w,  1490kc 
D       2.50      3.25     7.50    14.00    21.00  3 
N      2.50     3.25     7.50    14.00  21.00 
PINE   BLUFF,  Jefferson,  21,193  fam.,  81 

radio,  17,208  radio  fam. 


2  AM  affiliates,  average  1-time  rate 
D       3.75     4.45      9.40    17.80    28.20  4 
N      3.75     4.75     9.40    17.80    28.20  * 


KCLA,  250w,  1400kc,  ABC 
D  4.00  5.40  10.80  21.60  32.40 
N  4.00  5.40  10.80  21.60  32.40 
KOTN,  250w,  1490kc,  MBS 
D  3.50  3.50  8.00  14.00  24.00 
N  3.50  3.50  8.00  14.00  24.00 
RUSSELLVILLE,  Pope,  6,424  fam.,  84.2%A. 

dio,  5,409  radio  fam.  " 
KXRJ,  250w,  1490kc,  MBS 
D      2.50     3.00     5.00     8.00  14.00 
N       3.50     4.50     6.75    11.00  19.00 
SILOAM  SPRINGS,  Benton,  10,610  fam., 

radio,  9,230  radio  fam. 
KUOA,  5kw-D,  1290kc,  MBS,  Conlan,  BJ 
D      5.00     7.00    12.50    25.00    37.50  ( 
KUOA-FM,  Chan.  289,  105.7mc,  2.6kw 
D        .75     1.05     2.25     3.60  5.60 
N       1.00      1.40     2.50     5.00  7.50 
SPRINGDALE,     Washington,     13,933  1 

86.9%  radio,  12,107  radio  fam. 
KBRS,  250w,  1340kc,  ABC,  Razorbock,  T 
n      3.80     3.80     7.00    15.20    22.80  :> 
N      5.40     5.40    10.80    21.60  32.40 
STUTTGART,    Arkansas,    6,550    fam.,  8, 

radio,  5,528  radio  fam. 
KWAK,  250w,  1240kc,  MBS 
D      3.50     4.23     6.50    13.00  19.50 
N      5.00     6.50    10.00    20.00  30.00 
TEXARKANA,  Miller,  8,765  fam.,  83.5° 

dio,  7,318  radio  fam. 

(See  Bowie  County,  Texas) 
WEST    MEMPHIS,    Crittenden,  13,161 

77.2%   radio,   10,160   radio  fam. 
KWEM,   Ikw-D,  990kc,  Ra-Tel 
D       9.70    12.00    15.00    31.00  47.00 
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1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Fomilits 

%  Radio 

1949 

Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
Mid-March 
1948 

Taxable  Pay- 
rolls— 1st  Qtr. 
1948  ($000) 

on  no  A 

Z^fOO  1 

A  009 

4,yyA 

86  8 

9  061 

7  OfXT 

891 

376 

OA  01  n 

A  TOO 
O,/  DO 

K  1  OA 
0,  1  A4 

7*;  ** 

1 1  061 

0  tKA 
y,034 

638 

220 

lO  7ftO 

1 T,/  uy 

^  7ftA 

<Af/ *«> 

T7  ft 
//  .0 

A  A^O 

4/Ooy 

3/540 

474 

171 

1  CIO 

9  <iAO 

A^oy 

ftl  0 

0 1  .y 

A  a«;a 

0,030 

4,253 

676 

172 

1  O  AT>4 
1  7  ,OI  ** 

0*;  OA7 

^OC 

A  79A 
4,/ 00 

ftA  9 

in  flv4<\ 

1  U/o43 

8,781 

1,459 

649 

A  9A4 
0/004 

84.5 

1  e  Al  n 

1 4,675 

960 

352 

n  710 
1 1 ,/  1  y 

1 4  531 

3  273 

2  638 

80.6 

2  343 

9  99^ 

207 

46 

ft  <\SA 

9  464 

2  398 

2  009 

83.8 

1  504 

1 ,982 

116 

29 

O  1  ,OoZ 

ft  7A'? 

0,/  oo 

7  31 8 

83.5 

32  135 

22,719 

3,588 

M24 

00  I^O 

on  oiT 

99  ooo 

10  CtAA 

iy,uoo 

82.9 

A9  nTT 
00,  uo/ 

50,745 

5,703 

2,624 

lO  ^fiS 

91  1  'X'i 

5  443 

4  027 

74.0 

8  976 

0  9A1 

825 

273 

A  A71 
O/O/  1 

ft  ft7A 
0,0/0 

1  ftAI 
1  /OOO 

1  540 

82.7 

2  405 

1 ,506 

223 

38 

1  4  7A1 

19  869 

4  1 23 

3  413 

82.8 

8  976 

A  1  AK 
0,  140 

1 ,337 

483 

ft  A7ft 
0,0/  o 

ifi  ftfti 

1  U/OO  1 

9  49^ 
^,4A4 

1  922 

79.3 

1  287 

663 

108 

33 

0  9no 

82.1 

20  378 

1 8,929 

6,465 

3,247 

ft  'lOO 

1  A<JO 

1  ,ooy 

1  353 

81.6 

1 ,526 

1 ,296 

179 

31 

46  219 

45  970 

12  910 

9  759 

75.6 

28  481 

25, 1 24 

5,647 

2,630 

9  995 

1 1  786 

9  701 

2  363 

84.7 

4  1 87 

3,491 

1,017 

417 

39  061 

37  670 

10  910 

9  098 

83.4 

18  016 

91  CI  9 

^  1 ,0 1 0 

2,553 

1,069 

14  138 

15  832 

1  o^o 
o,y4y 

3  246 

82.2 

9  450 

/,o/  I 

1,495 

421 

22  998 

OC  AQO 

5  409 

84.2 

13  421 

in  AAA 
lU,04o 

1,937 

612 

13  761 

1  TO/i 

9  Q>49 
0,o40 

3  262 

84.9 

4  788 

4,515 

293 

86 

192  880 

1  JO,UOO 

00,0/  / 

47  735 

88.6 

247  532 

1 79  CI  e 
1/0,0  lo 

44,195 

21,125 

1  / 

1 Q  n  o 

>4  07"? 

4,0/ 0 

4  036 

82. 8 

6  829 

6,052 

1,178 

464 

O/t  ft!  ^ 

in  9ft9 

8  000 

77  8 

18  016 

16,946 

2,072 

828 

O'i  7flR 

1 0  1  A*} 

I  y,  1  oo 

6  644 

5  733 

86.3 

8  310 

1  n  9/19 

1,777 

717 

1  u,oy  J 

1  J,JUU 

9  0'\ft 

2  540 

85.9 

5  604 

3,636 

991 

384 

1  u,oyo 

1  1  OAO 

9  om 

2  354 

81.1 

2  449 

2,455 

390 

94 

63,923 

62,809 

17  ftl"? 

16  051 

89.9 

75  421 

AA  All 

00,4 1  1 

1 5,249 

8,21 1 

1  z,zoo 

1  e  Oy(Q 

I0,z4o 

9  Alft 
0,4 1 0 

2  751 

80.5 

6  162 

019 

o,y  f  0 

252 

8,986 

1 1 ,497 

9  lift 

A, 3  lU 

2  105 

83.9 

2  385 

1  999 
1,000 

1 45 

59 

7,641 

8,603 

0  19.4 
Z,  1 04 

1  734 

81.3 

1  655 

1  f^rsA 
1  ,ouo 

I4j 

00 

49,619 

50,461 

19  QAfl 

12  030 

86.8 

57  738 

9A  QAl 

9,825 

9,675 

1 2,51 8 

9  709 

2  223 

82.3 

2  081 

9  nn9 

3  1 

49,883 

41 ,1 14 

1  9  09  9 

io,yoo 

12  107 

86.9 

oc  loo 

CO,  1  yy 

>4n  107 

**u,  1  y/ 

1  001 

37  528 

37  176 

1 0,482 

9,014 

86.0 

17,307 

1 6,948 

2,303 

852 

18,924 

22,133 

5,286 

4,440 

84.0 

9,876 

7,927 

666 

241 

14,037 

20,970 

3,920 

3,390 

86.5 

7,581 

6,020 
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Durces:  1950  Population,  field  reports,  1950 
copyright  1950  "Soles  Management 


Census;  1940  Population,  1940  Census;  1950  Fam 
"    Further  reproduction  unlicensed.    1948  Retail 


ilies  and  1950  Radio  Families, 
Sales;  Employment,  Mid-March 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


MARKET  INDICATORS  FOR  ARKANSAS 


FIGURES  YR. 
1,900,246 
1.27% 
530,794 
83.9% 
445,336 


CLASSIFICATIONS 

iopulation   

%  of  U.S  

umilies   

ercent  Radio   

adio  Families  

etail  Sales   $1,281,260,000 

tetail  Trade  Employes    54,075 

i^olesale  Sales  Volume    $  847,350,000 

yholesale  Trade  Employes  . .  14,574 

imployment  (Mid-March)  . .  210;687 

axable  Payrolls  (1st  quarter)  $  94,085,000 

Income    $2,762,000,000 

0.81% 
863 


FIGURES  YR. 


!]  Percent  distribution  

er  Capita  Income   $ 

ercent  of  national  per  capita 
income   


lew  Constniction  (Private) . . 

Residential  

'  Non-Residential  

<alue  added  by  Manufacture . 

ijntomobile  Registration  

elephones  


61% 
$  120,800,000 
$  51,500,000 
$  29,700,000 
$  256,144,000 
434,395 
221,600 


'50 

1,949,387 

'40 

'50 

1.48% 

'40 

'50 

497,820 

'40 

'49 

72.5% 

'46 

'50 

353,000 

'46 

'49 

1,079,050,000 

'48 

'48 

35,560 

'39 

'48 

248,900,000 

'39 

'48 

8,071 

'39 

'48 

199,420 

'47 

'48 

83,461,000 

'47 

'48 

900,000,000 

'40 

'48 

0.65% 

'40 

'48 

252 

'40 

'48 

44% 

'40 

'47 

25,100,000 

'39 

'47 

7,600,000 

'39 

'48 

6,300,000 

'39 

'47 

66,444,000 

'39 

'49 

389,410 

'48 

'49 

136,900 

'45 

ote:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
tUicensed.  1948  Retail  Sales,  Dept.  of  Commerce.  1948  Census  of  Business. 


BIG  HRPPEnincs  m 

:,KLRn's  nRKnnsns! 


Established  in  1928,  KLRA  was  the  first  network  station 
in  Arkansas,  and  is  the  ONLY  CBS  outlet  in  the  state. 
Constantly  new  program  ideas  continue  to  build  larger 
audiences — BMB  Report  No.  2  indicates  daytime  listen- 
ing UP  12%  and  nighttime  UP  15%  from  the  1946  report. 

Census  figures  place  Greater  Little  Rock's  population  at 
192,880.  Retail  sales  in  1949  were  $247,532,000.00  and 
net  effective  buying  income  was  $338,141,000.00.  Effective 
buying  income  for  the  state  as  a  whole  was  $1,860,687,- 
000.00.  This  rich  market  is  best  reached  by  KLRA,  with 
coverage   of   64   out   of  the   75   counties  in  Arkansas. 


KLRA 


Arkansas'  CBS  Station 
LITTLE  ROCK 


RO  ADCASTING 


Telecastini 


10,000  Watts  Day  1010  KC.  5,000  Watts  Night 

Represenfec/  Nationally  By  The  O.  L.  TAYLOR  COMPANY,  INC. 
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CALIFORNIA 


SPOT  RATE  FINDER 

AUBURN,  Placer,  11,543  fam.,  97.3%  radio, 

11,231    radio  fam. 
KDIA,  250w,  1490kc 

SB       IM       5M       15M      30M  1  Hr 

D       3.25     3.25    10.00    15.00    25.00  40.00 

N       4.00     3.25    12.50    20.00    30.00  50.00 

BAKERSFIELD,  Kern,  3,208  fam.,  97.1%  radio, 
3,050  radio  fam. 

4   AM    affiliates,   average    1-time  rate 

D       5.00     5.00      8.75    16.50    24.00  41.25 

N       9.50     9.50    16.75    31.50    47.25  78.75 

KAFY,    Ikw,   550kc,  MBS,    Pearson,  Western 

Radio  Sales 
D  4.00  4.00  6.00  12.00  18.00  30.00 
N  8.00  8.00  12.00  24.00  36.00  60.00 
KERN,  Ikw,  1410kc,  CBS,  Raymer 
D  6.00  6.00  10.00  20.00  30.00  50.00 
N  12.00  12.00  20.00  40.00  60.00  100.00 
KERN-FM,  Chan.  231,  94.1mc,  9.8kw,  Bonus 
XERO,    250w,    1230kc,    NBC,  Avery-Knodel, 

Hooper 

V>  5.00  5.00  10.00  16.00  24.00  40.00 
N  10.00  10.00  20.00  32.00  48.00  80.00 
KMAR(FM)  Chan.  223,  92.5mc,  5kw 

{No   rates  available) 
KPMC,  Ikw,   1560kc,   ABC,  Grant 
D       5.00      5.00     9.00    18.00    27.00  45.00 
N       8.00     8.00    15.00    30.00    45.00  75.00 

BANNING,    Riverside,    47,195    fam.,  97.0% 

radio,   45,779   radio  fam. 
KPAS,   250w,   1490kc,   Cooke,  Gene  Grant 
D       2.50      3.00      9.00    14.40    21.60  36.00 
N       2.50     3.00      9.00    14.40    21.60  36.00 

BARSTOW,     San     Bernardino,    77,814  fam., 

97.4%   radio,   75,950   radio  fam. 
KWTC,  250w,   1230kc,  Cooke 
D  4.90      8.40    16.80    25.20  42.00 


N 


7.00    12.00    24.00    36.00  60.00 


BERKELEY,    Alameda,    205,234   fam.,  98.9% 

radio,   202,976  radio  fam. 
KRE,  250w,  1400kc,  BMB 

D  3.00  4.00  8.55  14.25  26.25  47.00 
N  3.00  4.00  8.55  14.25  26.25  47.00 
KRE-FM,   Chan.    275,    102.9mc,   6.8kw,  Bonus 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword 


dlYreka 


BROADCASTIN^^^TELECASTING 

MARKETBOOK  MAP 

NORTHERN 

CALIFORNIA 

@    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Station* 
d)  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stat  ans 


KIEM  SELLS  A  GROWING  NORTHWESTERN 
CALIFORNIA  MARKET  WITH 


MORE  POWER  TO  REACH 
MORE  PEOPLE 

IN  A  MARKET  WORTH  SELLING 


Eureka  Retail  Sales  per  Family 
than  the  national  average. 


$5,060,  68%  MORE 
$6,616,  m% 


Humboldt  County  Farm  Income  per  Family 
more  than  the  national  average. 

Consumers  bought  $150  million  worth  of  goods  and  serv- 
ices in  the  KIEM  area  in  1949  according  to  California  State 
Board  of  Equalization  releases.  Of  this  amount,  KIEM's 
home  county  accounted  for  approximately  two-thirds. 

Investigate  your  product's  possibilities  in  this  market  today ! 
For  choice  availabilities  write  direct  or  call  John  Blair  & 
Company,  national  representatives. 


Redwood  Broadcasting  System 


5,000  WATTS 

1480  Kc 
MUTUAL 
D  O  N  -  L  E  E 
NETWORK 


KIE 


EUREKA  -  CALIFORNIA 
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30M  1  Hr 
12.00  20.00 
18.00  30.00 


iLyTHE,  Riverside,  47,195  fam.,  97.0%  radio 
45,779  radio  fam. 
rOR,  250w,  1450kc,  BMB 

SB        IM       5M  15M 
3.00     3.50     6.00  8.00 
4.00      5.00      8.00  12.00 
lAWlEY,  Imperial,  17,461  fam.,  93.2%  ra 
dio,   16,273   radio  fam. 
iROP,  Ikw,   1300kc,  BMB 

3.00     4.00      6.00    10.00  20.00 
4.50     6.00     9.00    15.00  30.00 
yRBANK,     Los     Angeles,  1,149,972 
98.7°b  radio,  1,435,022  radio  fam. 
^IK,  250w,    1490kc,    Pacific   Regional  Net. 
1.90     5.00    11.00    24.50    32.00  50.0Q 
1.90     5.00    11.00    24.50    32.00  50.0G 
■felEXICO,  Imperial,  17,461  fam.,  93.2°'o  ra- 
dio, 16,273  radio  fam. 
CO,  250w,   1490kc,  Continental,  Grant 
3.00     4.00     7.00    11.00    16.50  27.50 
5.00     6.00    10.00    16.00    24.00  40.00 
MCO,    Butte,    17,981    fam.,    96.9%  radio, 
17,423   radio  fam. 


AM  affiliates,  average  1-time  rate 

5.70  5.70  8.82  17.62  28.05  46.72 
9.25     9.25    13.80    27.57    43.25  72.07 


HSL,  5kw,  1290kc,  MBS, 
Hoooer 

!).40  5.40 

6.50  6.50 

^fjC'FM),  Chan. 
2.50  2.50 
3.70  3.70 
KOC,  5kw, 
Pearson 

6.00     6.00     8.00  16. 
12.00    12.00    16.00  32. 
PRONA,  Riverside,  47,195 
dio,  45,779  radio  fam. 
sue,  500w,  1370kc,  McGil 
4.00      5.50      9.25  15. 
8.00    11.00    18.50  31. 


BROADCASTING^^TiLECASTING 

MARKETBOOK  MAP 


d]    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stationt 
@  Numb&r  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 


KFAC's  100%  good  music  programming 
an  intensely  loyal,  responsive  audience  —  and 
the  kind  of  product  pull  most  stations  have  - 
forgotten  about.  Because  properly  prepared 

copy  blends  better  with  quality  music,  KFAC 
results  are  better.  Here's  what  we  mean: 


HOLLYWOOD  RANCH  MARKET                                 GAS  CO.  EVENING  CONCERT  SLAVICK  JEWELRY  CO.,  UA. 

12-1  a.m.  program  now  in  .3rd  year.                           In  11th  year.  8-10  p.m.  nightly.  Pur-  Formal  classical  hour,  4-5  p.m.  daily. 

Sample  results;  24.000  cans  of  orange                             pose,  good  will  and  increased  use  of  in  5th  year.  Sponsor  one  of  few  suc- 

juiee  sold  in  10  days.  3,000  dozen    .      ■                 gas  through  sales  of  appliances.  Over  cessful   jewelry  stores  during  long 

eggs  in  two  days.  -11.000  Christmas                           50.000  monthly  programs  given  free  post-war  slump.  4-figure  sales  directly 

trees  in  one  market-flooded  week:                              on  direct  requests.  traceable  to  program. 

KFAC  delivers  the  CREAM  of  the  LOS  ANGELES  County  Market 

(over  5,000,000)  at  the  LOWEST  COST  PER  THOUSAND! 

KFAC,  Cost  per  thousand  $1.92* 

Sta.  A,  Ind.,  Cost  per  thousand   5.07* 

Sta.  B,  Net.,  Cost  per  thousand   3.29* 

•PULSE  SURVEY.  JAN, -FEB,,  '50 


More  Listeners  Per  Dollar! 

Over  Half  a  Million  "Regulars"! 


The  Best  Advertising  Buy  in  Los  Angeles! 


1330  kc 
5  kw 


645  S.  MARIPOSA  AVE, 


ROADCASTING    •  Telecasting 
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television  targets 


based  on  8,379  letters 


•  VISALIA 


•  BAKERSFIELD 


^  LOS  ANGELES 


SAN  DIEGO 


•  SAN  BERNARDINO 


top  television  coverage 
in  southern  calif. 

from  KTTV's  Mount  Wilson  transmitter 


KTTY 


owned  by  Los  Angeles  Times  and  CBS 


CALIFORNIA 


SPOT  RATE  FINDER 

(Continued  from  page  41) 

DELANO,   Kern,  63,108   fam.,  97.1%  radio, 

6], 277  radio  fam. 
KCHJ,  Ikw-D,  1010l<c 

SB  IM  5M  15M  30M  1  Hr 
D  2.70  4.00  6.75  13.50  24.00  40.00 
DINUBA,  Tulare,  41,539  fam.,  96.5%  radio, 

40,085  radio  fam. 
KRDU,  250w,  1240kc 

D  3.40  4.40  10.25  16.35  24.55  40.95 
N  3.40  4.40  10.25  16.35  24.55  40.95 
EL  CENTRO,  Imperial,  17,461  fam.,  93.2%  ra- 
dio, 16,273  radio  fam. 
KXO,  250w,  1230kc,  MBS,  Raymer,  Hooper 
D  4.00  5.50  9.25  15.70  22.00  30.00 
N  8.00  11.00  18.50  31.40  44.00  60.00 
EUREKA,  Humboldt,  19,147  fam.,  96.8%  ra- 
dio   18,534    radio  fam. 

2  AM  affiliates,  overage  1-time  rate 

D      6.50     6.50     9.20    15.35    23.50  35.00 

N      9.50     9.50    13.80    23.00    33.25  56.25 

KHUM,   250w,    1240l<c,  ABC,   Western  Radio 

D       6.00     6.00      8.80    14.70    23.00  35.00 

N  9.00  9.00  13.20  22.00  31.50  52.50 
KIEM,  5kw,  1480kc,  MBS,  Blair,  Conlon 

D       7.00     7.00      9.60    16.00    24.00  40.00 

N     10.00    10.00    14.40    24.00    36.00  60.00 

KRED(FM)   Chan.  242,  96.3mc,  4.6kw,  Bonus 

FORT  BRAGG,  Medocino,  11,339  fam.,  96.5% 

radio,  10,942  radio  fam. 
KDAC,  250w,  1230kc,  Forjoe 

D       2.75      3.45     7.00    11.00    16.50  27.50 

N       4.00     5.00    10.00    16.00    24.00  40.00 

FRESNO,   Fresno,  76,621   fam.,  97.4%  radio, 

74,628  radio  fam. 

4  AM  affiliates,  average   1-time  rate 

D      12.50    13.25    20.05    35.90    53.85  89.75 

N     25.00    26.37    40.15    71.80  107.70  179.50 

KARM,  5k w,  1430kc,  ABC,  Retry 
D  9.50  11.00  16.90  30.00  45.00  75.00 
N  20.00  22.50  34.00  60.00  90.00  150.00 
KRED  (FM),  Chan.  242,  96.3mc^  4.6kw,  Bonus 
KFRE,  50kw,  940kc,  CBS,  Avery-Knodel, 
Hooper 

D     15.00    16.50    27.50    44.00    66.00  110.00 
N     30.00    33.00    55.00    88.00  132.00  220.00 
KRFM(FM),  Chan.  227,  93.7mc,  70kw,  Avery- 
Knodel 

D       2.00     2.00  4.00     6.00  10.00 

N      2.00     2.00  4.00     6.00  10.00 

KGST,  Ikw-D,  1600kc 

D  7.75  7.75  10.00  21.60  36.00  60.00 
KMJ,  5kw,  580kc,  NBC,  Raymer 
D  18.00  18.00  25.00  48.00  72.00  120.00 
N  35.00  35.00  50.00  96.00  144.00  240.00 
KMJ-FM,  Chan.  250,  97.9mc,  7.3kw,  Bonus 
KYNO,  Ikw,  1300kc,  MBS,  Pearson,  Hooper 
D  7.50  7.50  10.80  21.60  32.40  54.00 
N  15.00  15.00  21.60  43.20  64.80  108.00 
GLENDALE,     Los    Angeles,    1,149,972  fam., 

98.7%  radio,  1,135,022  radio  fam. 
KIEV,  250w-D,  870kc 

D      4.00     6.00  18.00    32.00  60.00 

HANFORD,  Kings,  12,931  fam.,  96.8%  radio, 

'  12,517  radio  fam. 

KNGS,  Ikw,  620kc,  O'Connell 

D       5.00     9.00    10.00    20.00    30.00  50.00 

N      6.00     7.50    12.00    24.00    36.00  60.00 

HOLLYWOOD,   Los  Angeles,   1,149,972  fam., 

98.7%  radio,   1,135,022  radio  fam. 

(See  Los  Angeles  listing) 

INDIO,    Riverside,   47,195   fam.,   97.0%  ra- 
dio, 45,779  rodio  fam. 
KREO,  250w,  1400kc,  LBS,  BMB 
D      3.00     3.50     6.00     8.00    12.00  20.00 
N      4.00     5.00     8.00    12.00    18.00  30.00 
LAGUNA  BEACH,  Orange,  59,793  fam.,  98.5% 

radio,  58,896  radio  fam. 
KTED,     Ikw-D,     250w-N,     1520kc,  Schepp- 

Reiner,  Western 
D      4.50     6.00    12.00    24.00    36.00  60.00 
N      4.50     6.00    12.00    24.00    36.00  60.00 
LANCASTER,    Los    Angeles,    1,149,972  fam., 

98.7%  radio,  1,135,022  radio  fam. 
KAVL,  250w,  1340kc 

D  3.60  5.35  10.75  21.25  28.50  42.50 
N  3.60  5.35  10.75  21.25  28.50  42.50 
LODI,    San    Joaquin,    33,355    fam.,  97.5% 

radio,  32,521   radio  fam. 
KCVR,   Ikw-D,  1570kc 

D      4.00     6.00    10.00    16.00    24.00  40.00 
LONG  BEACH,  Los  Angeles,  1,149,972  fam., 
98.7%  radio,  1,135,022  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       5.50     6.25    12.00    16.00    38.50  62.50 

N      8.75    10.00    19.50    37.50    62.50  107.50 

KFOX,   Ikw,   1280kc,  Burn-Smith 

D       5.00     5.00      9.00  17.00    32.00  50.00 

N  7.50  7.50  14.00  25.00  50.00  90.00 
KGER,  5kw,  1390kc 

D       6.00     7.50    15.00  30.00    45.00  75.00 

N     10.00    12.50    25.00  50.00    75.00  125.00 

KNOB(FM)   Chan.  276,  103. Imc,  320w,  LBS 

D       1.35      1.85  3.60      5.40  9.00 

N       1.35     1.85  6.00     9.00  15.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


LOS  ANGELES,  Los  Angeles,  1,149,972  fan 
98.7%  radio,  1,135,022  radio  fam. 

4  AM  affiliates,  average  1-time  rote 

SB  IM  5M  15M  30M  1  H 
D  54.30  62.68  80.89  127.83  191.75  319.5 
N     98.10  112.35  144.00  225.00  337.50  562.'. 

7  AM  non-ofifiliates,  overage  1-time  rate 
D     10.50    12.28    19.91    35.28    55.35  90.t 
N     16.87    19.12    30.87    54.60    83.21  136.5 

KECA,   5kw,  790kc,   ABC,  ABC   Spot   Sole  j 
Hooper  I 
D     42.20    42.20    72.00  108.00  162.00  270.C  | 
N     82.40    82.40  120.00  180.00  270.00  450.C  | 
KECA-FM,  Chan.  238,  95.5mc,  200kw,  Boni.  j 
KECA-TV,  Chan.  7,  14.8kw-aur.;  29.8kw-vis  , 
AEC,  ABC  Spot  Sales  ' 
D    112.50  112.50  140.00  210.00  315.00  525.C 
N    150.00  150.00  186.50  280.00  420.00  700.C 
KFAC,  5kw,  1330kc,  Pulse,  Hooper 
D       8.00    10.00  30.00    45.00  7O.0 

N     20.00  50.00    60.00  lOO.O 

KFAC-FM,  Chan.  238,  104.3mc,  8.8kw 
KFI,  50kw,  640kc,  NBC,  Petry 
D     62.50    62.50    84.00  140.00  210.00  350.C 
N    125.Q0  125.00  168.00  280.00  420.00  700.C 
KFI-FM,  Chan.  290,   105.9mc,  287kw,  PeU- 
Bonus 

KFI-TV,    Chan.    9,    15.7kw-aur.;  31kw-vis 
Petry 

D  54.00    54.00  120.00  180.00  300.G 

N  90.00    90.00  200.00  300.00  5OO.0 

KFMV(FM),  Chan.  234,  94.7mc,  58kw 

D       4.50     6.25    12.50    25.00    43.75  75.0 

N      4.50     6.25    12.50    25.00    43.75  75.0 

KFVD,  5kw,  1020kc,  McGillvro 

D       6.50    10.00    15.00    30.00    45.00  80.0 

N      6.50    10.00    15.00    30.00    45.00  8O.0 

KFWB,  5kw,  980kc,  Rombeau 

D  10.00    25.00    36.00    72.00  108.0 

N  15.00    40.00    50.00  100.00  150.0 

KGFJ,  250w,  1230kc 

D       6.00     6.00    12.00    16.00    24.00  40.0 
N      6.00     6.00    12.00    16.00    24.00  40.0 
KHJ,  5kw,  930kc,  MBS,  Blair,  Hooper 
D     32.50    46.00  90.00  135.00  225.0 

N     65.00    92.00  180.00  270.00  45O.0 

KHJ-FM,    Chan.   266,    101. Imc,    2kw,  Blai 
Bonus 

KTSL(TV),  Chan.  2,  1 1 .4kw-aur.;  30.8kw-vis 
DuMont,  Blair-TV  . 
N  60.00  100.00  125.00  200.00  300.00  500.0' 
KKLA(FM),  Chan.  246,  97.1mc,  58kw 
D  1.00  3.00  8.00  12.00  20.00  4O.0 
N  1.00  4.00  10.00  15.00  30.00  6O.0 
KLAC,  5kw-D,  Ikw-N,  570kc,  Young 
D  12.50  15.00  20.75  41.25  62.00  103.0 
N  18.75  23.75  41.50  82.50  124.00  2O6.0 
KLAC-TV,  Chan.  13,  16.2kw-aur.;  30.8kW 
vis.,  Kotz 

D  60.00  100.00  160.00  240.00  400.0 

N  90.00  150.00  240.00  360.00  600.0 

KMGM(FM),  Chan.  254,  98.7mc,  49kw 
D      3.00  10.00    20.00    30.00  50.0 

N      5.00  15.00    30.00    45.00  75.0 

KMPC,  50kw-D,  lOkw-N,  710kc,  H-R  Reps. 
D  20.00  25.00  50.00  60.00  90.00  150.0 
N  40.00  50.00  60.00  120.00  180.00  300.C 
KNBH(TV),    Chan.    4,    8kw-aur.;  15kw-vis 

NBC,  NBC  Spot 
D  141.00  225.00  338.00  563.C 

N  188.00  300.00  450.00  750.0 

KNX,  50kw,  1070kc,  CBS,  Radio  Sales,  Puis 
D  80.00  100.00  86.67  173.33  260.00  433.3 
N    120.00  150.00  260.00  390.00  650.C 

KNX-FM,  Chan.  266,  93.1  mc,  60kw,  Bonus  j 
KRKD,  5kw-D,  Ikw-N,  1150kc 
D     10.00    10.00    16.75    33.75    49.50  82.5 
N     10.00    10.00    16.75    33.75    49.50  82.5 
KRKD-FM,  Chan.  242,  96.3mc,  15kw 
KTLA(TV),  Chan.  5,  15kw-aur.;  30kw-vis. 
D     65.00    95.00  140.00  225.00  335.00  55O.0 
N     65.00  125.00  185.00  300.00  450.00  75O.0 
KTTV(TV),  Chan.  11,  16.6kw-aur.;  31.5kw-vis 

CBS,  Radio  Sales,  Pulse 
D      60.00  80.00  112.00  160.00  240.00  4OO.0 
N    1 50.00  200.00  280.00  400.00  600.00  1 ,000.0 
MARYSVILLE,  Yuba,  3,023  fam.,  95.9%  rodic 

2,929  radio  fam. 
KMYC,  250w,  1450kc,  MBS 
D      4.20     4.20     9.00    13.50    22.50  37.5 
N      6.00     6.00    12.00    18.00    30.00  5O.0 
KMYC-FM,  Chan.  260,  99.9mc,  4.7kw,  Bom 
MERCED,  Merced,  18,872  fam.,  94.7%  radic 

17,871   radio  fam. 
KYOS,  5kw,  1480kc,  MBS,  Grant 
D      7.50     7.50    10.15    20.35    33.85  56.4 
N      9.00     9.00    12.20    24.40    40.70  67.7 
KVME(FM),  Chan.  248,  97.5mc,  8.9kw,  Gran 

Bonus 

MODESTO,    Stanislaus,    35,366   fam.,  97.8° 

radio,  34,587  radio  fam. 
KBEE(FM),    Chan.    277,     103.3mc,  11.5kv 

Raymer 

D  1.00  1.00  2.00  3.60  6.00  lO.C 
N       1.50     1.50     3.00     5.40     9.00  15.C 
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KMOD,  Ikw,  1360kc,  ABC,  Hoi 


lingsbery 
30M     1  Hr 
30.00  50.00 
48.00  80.00 


il 


SB        IM        5M  15M 
D       8.00     8.00    10.00  20.00 
N       9.00     9.00    16.00  32.00 
KTRB,  5kw,  860kc,  Grant 
D  8.50    15.00  25.00 

N  12.00    20.00  32.00 

KTBR-FM,  Chan.  281,  104.1mc, 
Bonus 

MONTEREY,   Monterey,    36,284   fom.,  97.5% 

radio,  35,376  radio  fam. 
KMBY,  250w,  1240kc 
D       1.75     3.00     4.50  9.00 
N      3.00     4.50     6.00  12.00 


45.00  75.00 
50.00  90.00 
16kw,  Grant, 


I 


V 


13.50  22.50 
1 8.00  30.00 

MOUNT  SHASTA,  Siskiyou,  8,524  fam.,  97.4% 

radio,  8,302  radio  fam. 
KWSD,   250w,   1340kc,  Western  Radio,  Con- 
i     tinental,  BMB 

'd  4.50  6.00  10.00  16.00  24.00  40.00 
IN  5.00  7.50  12.50  20.00  30.00  50.00 
I  NAPA,  Napa,  12,953  fam.,  98.3%  radio, 
I     12,732  radio  fam. 

I  KVON,  500w,  1440kc,  Forjoe 
D       3.90     4.65     7.25    13.20    21.85  37.50 
|N      3.90     4.65     7.25    13.20    21.85  37.50 

NEEDLES,  Son  Bernardino,  77,814  fam.,  97.4% 
I     radio,  75,790   radio  fam. 
i  KSFE,  250w,  1340kc,  Western  Radio 
jD       1.50     2.00     4.00     8.00    12.00  20.00 
In      1.50     2.00     4.00     8.00    12.00  20.00 

OAKLAND,   Alameda,   205,234  fam.,  98.9% 
radio,  202,976  radio  fam. 

3  AM  non-affiliate,  average  1-time  rate 

D       9.25      9.66    14.91    28.16    43.75  86.25 

N      7.66    10.00    25.00    48.33    74.00  125.00 

KIX,  Ikw,  910kc,  Burn-Smith,  Hooper 
D  9.50  10.50  17.50  30.00  45.00 
N  12.00  14.00  27.50  50.00  75.00 
KLX-FM,   Chan.   267,    101.3mc,  20kw, 

Smith,  Bonus 
KROW,  Ikw,  960kc,  Pulse,  Hooper 
D       9.00    11.00    13.75    27.50  41.25 
N     11.00    12.50    25.00    50.00  75.00 
KWBR,  Ikw,  1310kc 
D  7.50  13.50 

N  12.50  22.50 

KGSF(FM),  Chan.  247, 
N  2.50 


45.00 
72.00 
97.3mc,  lOkw 
7.50  12.50 


27.00 
45.00 


70.00 
130.00 
Burn- 


68.75 
125.00 


72.00 
120.00 


20.00 


ONTARIO,     Son     Bernardino,     77,814  fam., 
97.4%  radio,  75,790  radio  fam. 
(  KOCS,  250W-D,  1510kc,  Cooke 

(  D      2.90     2.90     6.25    11.25    17.50  30.00 

KEDO(FM),  Chan.  228,  93.5mc.  310w,  Cooke 
!      Bonus  days  only 

i  OROVILLE,  Butte,  17,981  fam.,  96.9%  radio, 
17,423  radio  fam. 
KDAN,  250w,  1340kc 

D      5.75     5.75     8.75    17.50    25.00  40.00 

N      5.75     5.75     8.75    17.50    25.00  40.00 

OXNARD-VENTURA 

KVVC,  Ikw,  1590kc 

(See  Ventura-Oxnard  listing) 
KVNE,  Ikw-D,  910kc 

(No  rates  available) 

PALM     SPRINGS,     Riverside,     47,195  fam., 

97.0%  radio,  45,779  radio  fam. 
KCM.  250w,  1340kc,  CBS,  Pearson,  Western 
Radio 

D      4.20     4.20     6.00    12.00    18.00  30.00 

N      7.00     7.00    10.00    20.00    30.00  50.00 

PALO    ALTO,    Santa    Clara,    80,684,  98.5% 

radio,  79,473   radio  fam. 
KIBE,  250W-D,  1220kc,  Biddick 

D     10.00    12.00    15.00    30.00    45.00  75.00 

PASADENA,    Los    Angeles,    1,149,972  fam., 
98.7%  radio,  1,135,022  radio  fam. 


I 


2  AM  non-affiliates,  average  1-time  rate 
D      6.00     7.00    12.95    26.70    42.20  73.20 
N      9.50    10.50    17.25    32.00    53.00  95.00 

KALI,    Ikw-D,    1430kc,   LBS,  Schepp-Reiner 
D      3.00     5.00     8.50    21.00    34.00  60.00 
N      3.00     5.00     8.50    21.00    34.00  60.00 
KXLA,  lOkw,  IllOkc 

D  9.00  9.00  17.40  32.40  50.40  86.40 
N  16.00  16.00  26.00  43.00  72.00  130.00 
PASO  ROBLES,  San  Luis  Obispo,  14,227  fam., 

97.1%  radio,   13,862  radio  fam. 
KPRL,  250w,  1230kc,  MBS,  Grant,  Hooper 
D      4.00     4.00     7.00    12.00    16.00  25.00 
N      5.00     5.00    10.00    16.00    24.00  40.00 
PETALUMA.    Sonoma,    28,686    fam.,  98.4% 

radio,  28,227  radio  fam. 
KAFP,  250w,  1490kc 

P.  3.85  9.45    16.80  29.40 

N  3.85  9.45    16.80  29.40 

'  PinSBURG,  Contra  Costa,  83,072  fam.,  98.7% 

radio,  81,992  radio  fam. 
KECC,  Ikw,  990kc,  Western  Radio  Sales 
D       6.75     8.00    12.00    20.00    26.00  50.00 
N      8.00     9.35    15.00    26.00    50.00  80.00 
POMONA,     Los     Angeles,     1,149,972  fam., 

98.7%  radio,  1,135,022  radio  fam. 
KPMO,  500w,  1600kc 

D  3.00  5.00  7.50  12.00  18.00  30.00 
N  3.00  5.00  7.50  12.00  18.00  30.00 
PORTERVILLE,    Tulare,    41,539    fam.,  96.5% 

radio,  40,085  radio  fam. 
KTIP,  250w,  1450kc,  Cooke,  Grant 
D       4.00     4.00      6.00    12.00    18.00  30.00 
N      6.00     6.00    10.00    20.00    30.00  50.00 
RED    BLUFF,    Tehama,    5,354    fam.,  97.2% 

radio,  5,204  radio  fam. 
KBLF,  250w,  1490kc,  Tracy-Moore 
D       4.00     4.00     7.00    14.00    21.00  35.00 
N      4.00     4.00     7.00    14.00    21.00  35.00 


REDDING,  Shasta,  10,051  fam.,  95.9% 

9,638  radio  fam. 
KVCV,    Ikw,   600kc,  MBS,  Grant 

SB  IM  5M  15M  30M 
D  10.65  10.65  15.50  26.00  43.10 
N  12.75  12.75  18.65  31.00  51.75 
KURE(FM),  Chan.  280,  103.9mc,  Ikw, 

Bonus 

REDLANDS,    San    Bernardino,  77,814 
97.4%  radio,  75,790  radio  fam. 

KZYZ,  Ikw-D,  990kc 

(no  rates  available) 

RIVERSIDE,  Riverside,  47,195  fam.,  97.0 
dio,  45,779  radio  fam. 

KPRO,  Ikw,  1440kc,  Pearson 

D  6.00     8.00    12.00  20.00 

N  6.00     8.00    12.00  20.00 

KPOR(FM),  Chan.  248,  97.5mc,  80kw 

(Same   as  AM) 

SACRAMENTO,     Sacramento,  77,027 
97.9%  radio,  75,409,  radio  fam. 


radio, 


1  Hr 
65.00 
78.65 
Grant 

fam.. 


%  ra- 


40.03 
40.00 


fam.. 


4  AM  affiliates,  average  1-time  rote 

D      10.87    10.87    15.92    29.10    43.65  72.75 

N     21.12    21.12    31.85    58.20    87.30  145.50 

KCRA,    Ikw,    1320kc,    NBC,    Meeker,  BMB, 

Conlan,  Hooper 
D       9.00     9.00    15.00    24.00    36.00  60.00 
N     18.00    18.00    30.00    48.00    72.00  120.00 
KCRA-FM,  Chan.  241,  96.1mc,  15kw,  Meeker 

(Bonus) 

KFBK,  50kw,   1530kc,  ABC,  Raymer,  Hooper, 
BMB 

D     18.00    18.00    25.00    48.00    72.00  120.00 
N     35.00    35.00    50.00    96.00  144.00  240.00 
KFBK-FM,   Chan.   245,    96.9mc,   5.4kw,  Ray- 
mer Bonus 

KROY,    250w,    1240kc,    CBS,  Avery-Knodel, 
Hooper 

D  9.00  9.00  12.50  22.00  33.00  55.00 
N  16.50  16.50  25.00  44.00  66.00  110.00 
KXOA,  Ikw,  1470kc,  MBS,  Pearson,  Conlan 
D  7.50  7.50  11.20  22140  33.60  56.00 
N  15.00  15.00  22.40  44.80  67.20  112.00 
KXOA-FM,  Chan.  300,  107.9mc,  13kw  (Bonus) 
SALINAS,  Monterey,  36,284  fam.,  97.5%  ra- 
dio, 35,376  radio  fam. 
KSBW,  Ikw,  1380kc,  MBS,  Burn-Smith 
D  6.00  6.00  12.00  24.00  36.00  60.00 
N  7.50  7.50  15.00  30.00  45.00  75.00 
KSNKFM),  Chan.  233,  9.45mc,  3.2kw.  Gra-' 
D  3.00  3.00  4.50  9.00  13.50  22.50 
N  4.50  4.50  6.00  12.00  18.00  30.00 
SAN  BERNARDINO,  San  Bernardino,  77,814 
fam.,  97.4%  radio,  75,790  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D      8.25     8.25    11.60    23.20    34.80  58.00 

N     13.00    13.00    18.50    37.00    55.50  92.50 

2  AM  non-affiliates,  average  1-time  rate 
D      4.00     6.00    10.75    17.20    25.80  43.00 
N      5.40     9.00    12.50    22.50    34.20  57.00 

KCSB,  500w,  1350kc,  Forjoe 
D  5.00  7.00  10.00  20.00  30.00  50.00 
N  6.00  10.00  12.00  24.00  36.00  60.00 
KFXM,  Ikw,  590kc,  MBS,  Blair,  Hooper 
D  9.00  9.00  11.20  22.40  33.60  56.00 
N  14.00  14.00  17.00  34.00  51.00  85.00 
KITO,  5kw,  1290kw,  ABC,  Hollingbery,  Con- 
lan 

D  7.50  7.50  12.00  24.00  36.00  60  0" 
N  12.00  12.00  20.00  40.00  60.00  100.00 
KRNO,  250w,  1240kc,  Western,  Hooper 
D  3.00  5.00  11.50  14.40  21.60  36.00 
N  4.80  8.00  13.00  21.60  32.40  54.00 
SAN  BRUNO,  San  Mateo,  65,371  fam.,  98.9% 

radio,  64,390  radio  fam. 
KSBR(FM),     Chan.     263,     100.5mc,  250kw, 

Grant,   Calif.  Net. 
D       4.32     5.10     6.00    12.00    18.00  30.00 
N      6.00     8.00    10.00    20.00    30.00  50.00 
SAN  DIEGO,  San  Diego,  149,711  fom.,  98.2% 

radio,  147,016  radio  fam. 

4  AM  affiliates^  average  1-time  rate 
D     11.37    13.90    19.70    34.80    52.20  87.00 
N     21.81    26.56    36.90    69.50  104.25  173.75 
2  AM  non-affiliates,  average  1-time  rate 
D  7.50    14.75    26.25    38.00  60.00 

N   8.75    20.25    37.50    48.00  80.00 

KCBQ,  5kw-D,  Ikw-N,  1170kc,  CBS,  Holling- 
bery, Hooper 
D  13.20  13.20  20.00  35.20  52.80  88.00 
N  26.25  26.25  40.00  70.00  105.00  175.00 
KFMB,  Ikw,  550kc,  ABC,  Branham.  Hoodp- 
D  10.80  14.40  18.00  36.00  54.00  90.00 
N  18.00  24.00  36.00  72.00  108.00  180.00 
KFMB-TV,  Chan.  8,  29.2kw-vis.;  20.2kw-aur., 
ABC,  Branham 

32.00    32.00    50.00    80.00  120.00  200.00 
KFSD,  5kw,  600kc,  NBC,  Raymer,  Hooper 
D     14.00    18.00    24.00    40.00    60.00  100.00 
N     28.00    36.00    48.00    80.00  120.00  200.00 
KFSD-FM,  Chan.  231,  94.1mc,  33kw  (Bonus) 

(Continued  on  page  46) 
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A  TIME  BUYERS 
DREAM  COME  TRUE... 

NOW!  For  the  First  Time 

SET  UP  YOUR  OWN  NETWORK 


and 


ON 

TIME 

COSTS 


SAVE  20% 

(PLUS  FREQUENCY  DISCOUNTS) 

PACIFIC  REGIONAL 
NETWORK 

offers  in  California 
a  networl(  that  provides... 

COMPLETE  COVERAGE.  FOR  THE  FIRST  TIME,  here  is 
a  network  that  provides  intensive  coverage  of  every 
significant  California  market  within  your  distribution 
pattern  .  .  .  with  as  many  as  48  radio  stations  available 
.  .  .  more  than  the  other  four  networks  combined! 

SPOT  FLEXIBILITY.  Until  PACIFIC  REGIONAL  NET- 
WORK came  into  existence  SPOT  RADIO  was  the  only 
way  to  secure  Tailored  coverage.  Now  PRN,  and  only 
PRN,  provides  a  NETWORK  WITH  SPOT  FLEXIBILITY  .  .  . 
enabling  you  to  buy  all  or  part  of  48  separate  markets. 

LOCAL  IMPACT.  Since  advertisers'  products  are  sold 
in  LOCAL  markets,  the  most  effective  way  to  sell  is 
through  LOCAL  stations.  With  48  Local  affiliates  in  48 
Local  markets,  PACIFIC  REGIONAL  NETWORK  offers 
the  advertiser  the  MAXIMUM  LOCAL  IMPACT. 

SAVINGS  of  money,  time,  and  effort  ...  all  the  econ- 
omy and  convenience  of  a  single  network  purchase  and 
billing,  and  the  ease  of  network  program  promotion. 


NOTE  TO  EASTERN  TIME-BUYERS.  We  are  new,  but  BIG!  If  you  haven't 
seen  our  market  facility  study  —  scribble  your  name  on  a  letterhead. 


PACIFIC 

REGIONAL 

NETWORK 


6540  SUNSET  BLVD.,  HOLLYWOOD,  CALIF. 


CLtFF  GILL 
General  Manager 


uiii  -J  TAn^  TED  MacMURRAY 
Hillside  7406      Sale.  Manager 


BROADCASTING    •  Telecasting 
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Pase 


YOU  CAN'T  BEAT  LOCAL  OUTLETS 
IN  PACIFIC  COAST  NETWORK 
RADIO,  EITHER! 


J. HE  VALUE  OF  LOCAL  OUTLETS  is  Well  Icnown  by  national 
distributors.  Even  though  they  manufacture  in  a  few  key  spots,  they  sell  through  local  outlets. 

On  the  Pacific  Coast,  the  best,  most  economical  selling  results  are  obtained  the  same  way— by  local 
network  radio  outlets.  The  Pacific  Coast's  14/2  million  people  are  located  in  markets  widely  separated  by 
high  mountain  ranges  and  great  distances.  These  markets  represent  $21,154,281,000  of  the  United  States 
total  buying  power. 

To  olfer  advertisers  all  the  advantages  of  local  selling  and  local  influence,  Don  Lee  has  designed  a 
network  to  fit  the  different  Pacific  Coast  selling  picture— with  local  network  stations  in  each  of  45 
important  Pacific  Coast  markets. 

This  is  important  in  selling,  and  it's  an  exclusive  Don  Lee  Network  selling  advantage.  Other  exclusive 
Don  Lee  selling  advantages  are  flexibility  and  economy.  You  buy  coverage  to  fit  your  distribution  pattern. 

LEWIS  ALLEN  WEISS,  Chairman  of  the  Board  ■  willet  h.  brown,  President  •  ward  d.  ingrim,  Vice-President  in  Charge  of  Sales 
13 1 3  NORTH  vine  street,  HOLLYWOOD  28,  CALIFORNIA  •  Represented  Nationally  by  jOHti  blair  &  company 


Of  45  Major  Pacific  Coast  Cities 

ONLY  10 

3 

8 

24 

have  stations 

have  Don  Lee 

have  Don  Lee 

have  Don  Lee 

of  all  4 

and  2  other 

and  1  other 

and  NO  other 

networks 

network  stations 

network  station 

network  station 

'age  44    •    August  14,  1950 


BROADCASTING  .  •  Telecasting 


No  waste.  You  buy  only  what  you  need. 

No  sir,  you  can't  beat  local  outlets,  as  has  been  proven  in  selling  since  selling  began.  And  you  can't  beat 
Don  Lee's  local  network  outlets  for  selling  the  widely  separated  markets  on  the  Pacific  Coast,  as  has  been 
proven  by  the  fact  that  more  regionally  sponsored  programs  are  carried  by  Don  Lee  consistently  than  by 
the  other  three  networks  combined. 

Don  Lee  Stations  on  Parade:  KAFY-BAKERSFIELD,  CALIFORNIA 

Bakersfield  is  the  comity  seat  of  the  famous  Golden  Empire  of  Kern  County  and  the  huh  of  the  fabulous  southern 
San  Joaquin  valley.  Surrounded  on  three  sides  by  high  mountains,  this  important  market  cannot  be  effectively 
reached  by  "long-distance"  broadcasting.  Wlien  you  buy  the  Don  Lee  Network  you  get  KAFY  (now  operating 
on  1000  watts  at  550  kc.)  winch  delivers  your  selling  messages  locally  to  the  people  tchere  they  live— where  they 
spend  their  money. 

The  Nation^s  Greatest  Regional  Network 
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CALIFORNIA 

SPOT  RATE  FINDER 

(Continued  from  page  43) 

KGB,  Ikw,  1360kc,  MBS,  Blair 

SB  IM  5M  15M  30M  1  Hr 
D  7.50  10.00  16.80  28.00  42.00  70.00 
N  15.00  20.00  23.60  56.00  84.00  140.00 
KSDO,  5kw,   Ikw-N,   1130kc,  Sears  &  Ayer, 

Western  Radio 
D  5.00  7.50  11.50  22.50  40.00  60.00 
N  7.50  10.00  22.50  45.00  60.00  100.00 
KSDO-FM,  Ciian.  243,  96.5mc,  48kw  (Bonos) 
KSON,  250w,  1240kc,  Forjoe,  Hooper,  Conlan 
D  7.50    18.00    30.00    36.00  60.00 

N  7.50    18.00    30.00    36.00  60.00 

KWFM(FM),  Chan.  284,  104.7mc,  16kw  (No 

data  available) 

SAN    FERNANDO,     Los    Angeles,  1,149,972 

fam.,  98.7%  radio,  1,135,022  radio  fam. 
KGIL,  Ikw,  1260kc 

D  4.50  6.00  10.00  20.00  30.00  50.00 
N      4.50     6.00    10.00    20.00    30.00  50.00 

SAN    FRANCISCO,    San     Francisco,  213,151 
fam.,  98.0%  radio,  208,887  radio  fam. 

4   AM    affiliate,    average    1-time  rate 

D     34.83    37.16    52.50    81.75  122.75  221.25 

N     65.16    69.83  108.00  168.00  252.00  420.00 

4  AM  non-affiliates,  average  1-time  rate 
D      10.77    12.12    19.37    36.00    58.00  96.75 
N     18.03    20.06    31.87    59.25    95.00  159.25 

KCBS,  5kw,  740kc,  CBS,  Radio  Sales,  BMB, 
Hooper,  Pulse 

37.50    70.00  105.00  175.00 
140.00  210.00  350.00 
279,   103.7mc,   Radio  Sales 


35.00 
70.00 
Chan. 


Chan. 
3.50 
5.00 


271,  102.1mc 
12.00 
16.00 


D  28.00 
N  56.00 
KCBS-FM, 
(Bonus) 
KDFC(FM) 
D 
N 

KFRC,  5kw,  610kc, 
D 
N 

KGO,  50kw,  810kc 

Hooper,  BMB 
D  40.50  40.50  72.00  108.00  162.00  270.00 
N  67.50  67.50  120.00  180.00  270.00  450.00 
KGO-FM,   Chan.    291,    106.1mc,   50kw,  ABC 

Spot    Sales  (Bonus) 


33kw 

18.00  30.00 
24.00  40.00 
MBS,   Don    Lee  Blair 

53.00    80.00  200.00 
160.00  240.00  400.00 
ABC,   ABC   Spot  Sales, 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KGO-TV,    Chan.    7,     13kw-aur.;  27kw-vis., 

ABC,  ABC  Spot  Sales 

SB  IM  5M  15M  30M  1  Hr 
D  42.00  42.00  56.00  84.00  126.00  210.00 
N  70.00  70.00  93.33  140.00  210.00  350.00 
KGSF(FM),    Chan.    247,    97.3mc,    lOkw  (no 

rates  available) 
KJBS,  Ikw,   llOOkc,  Headley-Reed,  Hooper 
D      15.00    15.00    26.00    41.00    73.00  125.00 
N     22.50    22.50    39.00    60.00  110.00  187.00 
KJBS-FM,  Chan.  255,  98.9mc,  35kw,  Bonus 
KNBC,  50kw,  680kc,  NBC,  NBC  Spot,  BMB 
D     36.00    36.00    48.00    96.00  144.00  240.00 
N     72.00    72.00    96.00  192.00  288.00  480.00 
KNBC-FM,   Chan.   259,    99.7mc,   45kw,  NBC 

Spot  Sales  (Bonus) 
KRON-FM,  Chan.  243,  96.5mc,  12kw 
N      2.00     6.00     9.00    12.00    18.00  30.00 
KRON-TV,   Chan.   4,   7.7kw-aur.;  14.5w-vis., 

NBC  Free  &  Peters 
D  28.00    45.50    72.50  108.75  181.25 

N  56.00    91.00  145.00  217.50  362.50 

KSAN,  250w,  1450kc,  Western 

D      7.50     7.50    13.50    27.00    45.00  72.00 

N     12.50    12.50    22.50    45.00    72.00  120.00 

KSFH(FM),  Chan.  235,  94.9mc,  15.8kw 

D       2.50     4.00    10.00    18.00    24.00  40.00 

N      2.50     4.00    10.00    18.00    24.00  40.00 

KSFO,  5kw-D,  Ikw-N,  560kc,  Rambeao,  BMB, 

Hooper,  Pulse 
D     12.50    12.50    18.00    36.00    54.00  90.00 
N     25.00    25.00    36.00    72.00  108.00  180.00 
KPIX(TV),  Chan.  5,  15.4kw-aur.;  29.9kw-vis. 

CBS,  DuMont,  Katz 
D     26.00    26.00    46.00    72.00  108.00  180.00 
N     52.00    52.00    92.00  144.00  216.00  360.00 
KYA,  5kw-D,  Ikw-N,  1260kc,  Hollingbery 
D       8.10    13.50    20.00    40.00    60.00  100.00 
N     12.15    20.25    30.00    60.00    90.00  150.00 

SANGER.  Fresno.  76,621  fam.,  97.4%  radio, 

74,628  radio  fam. 
KSGN,  Ikw-D,  900kc,  Tracy-Moore 
D      4.00     5.00    10.00    16.00    24.00  40.00 

SAN  JOSE,  Santa  Clara,  80,684  fam.,  98.5% 
radio,  79,473  radio  fam. 


4  AM  non -affiliates,  average  1-time  rate 
D       5.86     7.55    12.62    24.25    35.25  58.75 
N      5.30      6.73    14.16    27.00    37.00  61.66 


KEEN,  Ikw,  1370kc,  Grant,  Hooper 

D       5.60      8.00    18.00    34.00    42.00  70.00 

N       5.60      8.00    18.00    34.00    42.00  70.00 

KLOK,  5kw-D,  1170kc,  Grant 

D       7.00    10.00    15.00    25.00    42.00  70.00 


when 


because 

that's  your  best  and  most 
economical  approach  to  one  of 
the  most  important  high- 
income  areas  in  the 
Greater  Los  Angeles  Market. 
Here  you  hear  Liberty's  Major 
League  Baseball  broadcasts 
first  on  KALI.  Ask  about 
other  firsts  ! 


KALI 


425  E.  Green  St. 
Pasadena  1,  California 
RYan  1-7149 
SYcamore  6-5327 

Call  Representative 
Schepp  Reiner  Company 
11  W.  42  Street, 
New  York  — 
Bryant  9-5211 


KRPO(FM),  Chan.  222,  92.3mc,  Ikw,  Continen- 
tal 

SB        IM  5M       15M     30M     1  Hr 

D       3.00     3.50  6.00      8.00    12.00  20.00 

N       4.00     5.00  8.00    12.00    18.00  30.00 

KSJO,     Ikw-D,  500W-N,     1590kc,  Forjoe, 
Conlan 

D                  7.20  10.00    18.00    27.00  45.00 

N                 7.20  17.00    27.00    39.00  65.00 

KSJO-FM,    Chan.  237,   95.3mc,    Ikw,  Forjoe 
(Bonus) 

KXRX,  Ikw,  1500kc,  Western  Radio,  Conlan 

D       5.00     5.00  7.50    20.00    30.00  50.00 

N      5.00     5.00  7.50    20.00    30.00  50.00 

SAN  LUIS  OBISPO,  San  Luis  Obispo,  14,277 

fam.,  97.1%  radio,  13,862  radio  fam. 
KMNS,  250w,  1340kc 

D       3.00     3.00     7.00  16.00    25.00  40.00 

N                          4.50  9.00    14.00  25.00 

KVEC,   Ikw-D,  500w-N,  920kc,  MBS,  Grant, 
Hooper 

D      5.00     5.00     8.00  15.00    21.00  35.00 

N      7.00     7.00    12.00  24.00    36.00  60.00 

SAN  MATEO,  San  Mateo,  65,371  fam.,  98.9% 
radio,  64,390  radio  fam. 


2  AM  non-affiliates,  average  1-time  rate 
D      6.75     8.70    15.33    30.66   47.50  76.66 


KSMO,  Ikw,  1550kc,  Grant,  Pulse 
D       7.90     9.00    16.67    33.33    50.00  83.33 
N     11.00    12.50    25.00    50.00    75.00  125.00 
KV.SM,  250w-D,  1050kc,  Sears  &  Ayer,  West- 
ern Radio 

D       5.60     8.40    14.00    28.00    45.00  70.00 

SAN    RAFAEL,    Marin,    23,670  fam.,  99.2% 

radio,  23,480  radio  fam. 
KTIM,  Ikw  D,  1510kc 

D       4.70     4.70     7.05    14.15  25.90  47.05 

SANTA  ANA,   Orange,  59,793   fam.,  98.5% 

radio,  58,896  radio  fam. 
KVOE,  Ikw,  1480kc,  MBS,  Cooke,  BMB 
D  5.00  5.00 
N  9.00  9.00 
KVOE-FM,  Chan. 
D  1 .00  1 .00 
N       1 .00      1 .00 


10.00  16.00 
15.00  24.00 
244,  96.7mc, 
3.50  5.00 
3.50  5.00 


24.00 
36.00 
Ikw 
10.00 
10.00 


40.00 
60.00 


15.00 
15.00 


SANTA    BARBARA,    Santa    Barbara,  27,119 
fam.,  97.9%  radio,  26.549  radio  fam. 

3  AM  affiliates,  average   1-time  rate 

D       5.31      5.31      9.13    16.83    25.00  41.33 

N     10.63    10.63    15.93    29.00    44.00  73.33 

KDB,  250w,  1490kc,  MBS,  Blair 

D       4.00     4.00      8.40    14.00    21.00  35.00 

N  8.00  8.00  16.80  28.00  42.00  70.00 
KIST,  250w,   1340kc,  NBC,  Hooper 

D       4.95     4.95      9.00    16.50    24.00  39.00 

N  9.90  9.90  15.00  27.00  42.00  70.00 
KTMS,   Ikw,   1250kc,  ABC,  Roymer 

D       7.00     7.00    10.00    20.00    30.00  50.00 

N     14.00    14.00    16.00    32.00    48.00  80.00 

(Above    rates    in    combination    with  KCOY 
Santa  Maria) 

SANTA    CRUZ,    Santa    Cruz,    18,413  fam., 
97.8%   radio,    18,007   radio  fam. 


2  AM  non-affiliates,  average   1-time  rote 

D       6.25      7.00    22.00    34.00  46.00  70.00 

N      8.50     9.50    26.00    42.00  58.00  90.00 

KDON,  5kw,  1460kc,  Grant 

D       7.50      9.00    34.00    48.00  62.00  90.00 

N  11.00  13.00  40.00  60.00  80.00  120.00 
KSCO,  Ikw-D,  500w-N,  lOBOkc 

D       5.00     5.00    10.00    20.00  30.00 

N       6.00      6.00    12.00    24.00  36.00 


50.00 
60.00 

SANTA  MARIA,  Santa  Barbara,  27,119  fam., 

97.9%  radio,  26,549  radio  fam. 
KCOY,  250w,   1400kc,  ABC,  Raymer,  Hooper 
D       3.50     3.50     5.00    10.00    15.00  25.00 
N      7.00     7.00     8.00    16.00    24.00  40.00 
KSMA,  250w,  1240kc 

D  2.50  3.00  4.00  8.00  14.00  24.00 
N      2.50     3.00     4.00     8.00    14.00  24.00 

SANTA    MONICA,     Los    Angeles,  1,149,972 

fam.,  98.7%  radio,  1,135,022  radio  fam. 
KOWL,  5kw-D,  1580kc 

D      4.50     7.00     9.00    21.00    36.00  60.00 

SANTA  PAULA,  Ventura,  31,712  fam.,  97.7% 

radio,  30,982  radio  fam. 
KSPA,  250w,  1400kc 

D  3.00  4.50  6.75  13.50  22.50  37.50 
N       3.00     4.50      6.75    13.50    22.50  37.50 


JOE  ADAMS 

REACHES  ALL 

NEGROES 

IN    LOS  ANGELES 
1^  O  %Af  I  WATTS 

IV  W  W  L      CLEAR  CHANNEL 
LOS  ANGELES  -  SANTA  MONICA,  CALIF. 


SANTA  ROSA,  Sonoma,  28,686 

radio,  28,227  radio  fam. 
KSRO,   Ikw,   1350kc,  Grant 

SB  IM  5M  15M 
D  5.25  5.25  10.50  21.00 
N  7.00  7.00  14.00  28.00 
SAUSALITO,  Marin,  23,670  fam., 

23,480  radio  fam. 
KRFC(FM),   Chan.   271,  102.1mc, 

(See  San  Francisco  Listing) 
SONORA,  Tuolumne,  3,496  fam., 

3,398  radio  fam. 
KROG,  250w,  1450kc 
D       4.00      6.00    1000  16.00 
N       4.00      6.00    10.00  16.00 
STOCKTON,  Son  Joaquin,  33,355 

radio,  32,51 1   radio  fam. 


fam.,  98.4% 

30M  1  Hr 

31.50  52.50 

42.00  70.00 
99.2%  radio, 

33kw 

97.2%  radio, 


24.00  40.00 
24.00  40.00 
fam.,  97.5% 


3  AM  affiliates,  average  1-time  rate 

D       6.33      6.33    10.33    20.66    31.00  51.66 

N     11.66    11.66    19.00    37.33    56.00  93.33 

KGDM,  5kw,  1140kc,  CBS,  Blair 

D      9.00     9.00    18.00    30.00    45.00  75.00 

N     15.00  -  15.00    25.00    48.00    72.00  120.00 
KGDM-FM,   Chan.   225,   92.9mc,    Ikw,  Blair, 
Bonus 

KSTN,  Ikw,  1420kc,  Hollingbery 

D      3.00     3.00     5.60    11.20    16.80  28.00 

N  3.00  3.00  5.60  11.20  16.80  28.00 
KWG,  250w,  1230kc,  ABC,  Raymer,  Hooper 

D      5.00     5.00     8.00    16.00    24.00  40.00 

N     10.00    10.00    16.00    32.00    48.00  80.00 

KXOB,    Ikw,    1280kc,   MBS,    Western  Radio, 
Conlan 

D      5.00     5.00     8.00    16.00    24.00  40.00 

N     10.00    10.00    16.00    32.00    48.00  80.00 

SUSANVILLE,     Lassen,    5,140    fam.,  97.8% 

radio,  5,026  radio  fam. 
KSUE,  250w,  1240kc,  Tracy-Moore 

D       4,00     4.00     7.00    14.00    21.00  35.00 

N      4.00     4.00     7.00    14.00    21.00  35.00 

TAFT,  Kern,  63,108  fam.,  97.1%  radio,  61,277 

radio  fam. 
KTKR,  500w-D,  1310kc,  LBS 

D                4.00    10.00    16.00    24.00  40.00 

TULARE,  Tulare,,  41,539  fam.,  96.5%  radio, 

40,085   radio  fam. 

KCOK,    Ikw,    1270kc,    MBS,   Western  Radio, 

Pearson,  Conlan 

D       4.00     4.00      6.00    12.00    18.00  30.00 

N      6.00     6.00    10.00    20.00    30.00  50.00 

TURLOCK,    Stanislaus,    35,366    fam.,  97.8% 

radio,  34,587  radio  fam. 
KTUR,  Ikw,  1390kc,  O'Connell 

D       3.50     3.50      650    13.50    26.25  37.00 

N      3.50     3.50     7.50    17.50    33.00  55.00 

UKIAH,  Mendocino,  11,339  fam.,  96.5%  radio, 

10,942  radio  fam. 
KUKI,  250 w,  1400kc 

D       4.00      6.00     8.00    16.00    24.00  40.00 

N      5.00     7.50    10.00    20.00    30.00  50.00 

VAllEJO,  Solano,  28,540  fam.,  98.7%  radio, 

28,168  radio  fam. 
KGYW,  250w-D,  1190kc,  Moore,  Hooper,  Con- 
lan 

D      7.50     7.50              20.00    30.00  50.00 

VENTURA-OXNARD,    Ventura,    31,712  fam., 
97.7%  radio,  30,982  radio  fam. 

2  AM  non -affiliates  average  1-time  rote 

D       2.87     4.50     8.00    14.00    22.00  37.00 

N      2.87     4.50     8.00    14.00    22.00  37.00 


12.00 
12.00 


KVEN,  250w,  1450kc 
D       2.75     4.00  7.00 
N       2.75     4.00  7.00 
KVVC,  Ikw,  1590kc 
D       3.00     5.00      9.00    16  00 
N       3.00     5.00     9.00  16.00 
VICTORVILLE,   San  Bernardino, 
97.4%  radio,  75,790  radio  fam 
KVRV,  5kw-D,  960kc 

(No  rates  available) 
VISAIIA,  Tulare,  41,539  fam.,  96.5%  radio, 

40,085  radio  fam. 
KKIN,  250w,  1400kc,  Forjoe 
D      3.00     3.45     7.00  11.00 
N      4.00     5.00    10.00  16.00 


20.00 
20.00 

24.00 
24.00 
77,814 


34.00 
34.00 

40.00 
40.00 
fam.. 


30.00 
40.00 
fam.. 


18.00 
25.00 

WATSONVILLE,    Santa    Cruz,  18,413 

97  8%  radio,  18,007  radio  fam. 
KHUB,  250w,  1340 

D  4.80     8.40    17.00    33.00  48.00 

N  4.80     8.40    17.00    33.00  48.00 

YREKA,  Siskiyou,   8,524  fam.,  97.4%  radio, 

8,302  radio  fam. 
KSYC,  250w,  1490kc,  Moore,  BMB 

D  4.00     7.00    14.00    21.00  35.00 

N  4.00     7.00    14.00    21.00  35.00 

YUBA  CITY,  Sutter,  7,301  fam.,  96.8%  radio, 

7,067  radio  fam. 

KUBA,    Ikw-D,   500W-N,   West   Coast  Radio 

D  ^°  ".50     6.00    10.00    16.00    24.00  40.00 

N      6.00     9.00    15.00    24.00    36.00  60.00 


For  Facts  on  the 
San  Francisco  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

KJBS 
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proves  the  aphorism 


eamm 


in 

Los  Angeles 


50,000  Wa«s|^^P^D..^ 


10000  night 


'Dollar  for  Dollar — Coverage-Wise 
Southern  California's  Best  Buy" 
H-R  Representatives  Inc. 
National  Representatives 
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MARKET  INDICATORS  FOR  CALIFORNIA 


JL  tv. 

m:  IvjrU  IvlLd 

1ft  d.19  'iXft 

oil 

a  Oft7  ^87 

'ill 

oL  nt  n  < 

D./ioyo 

1?ami1i<kc 

?  I^ft  Qfift 

f  Oyo 

Radio  Families  

2,872,581 

'50 

2,673,000 

'46 

Retail  Sales   

$11,489,896,000 

'49 

10,979,997,000 

'48 

Retail  Trade  Employes   

533,559 

'48 

341,295 

'39 

Wholesale  Sales  Volume  .... 

$13,165,297,000 

'48 

3,840,100,000 

'39 

Wholesale  Trade  Employes  . . 

209,199 

'48 

138,096 

'39 

Employment  (Mid -March)  . . 

2,482,748 

'48 

2,340,333 

'47 

Taxable  Payrolls  (1st  quarter) 

$  1,809,288,000 

'48 

1,623,396,000 

'47 

Income  

$17,099,000,000 

'48 

5,606,000,000 

'40 

Percent  distribution  

8.30% 

'48 

7.39% 

'40 

Per  Capita  Income  

$  1,651 

'48 

805 

'40 

Percent  of  national  per 

capita  income  

117% 

'48 

140% 

'40 

New  Construction  (Private) . 

$  1,641,200,000 

'49 

479,100,000 

'39 

Residential   

$  1,061,400,000 

'49 

324,900,000 

'39 

Non -Residential   

$  306,000,000 

'49 

93,900,000 

'39 

Value  added  by  Manufacture 

$  3,994,981,000 

'47 

1,122,545,000 

'39 

Automobile  Registration  .... 

4,161,109 

'49 

3,798,813 

'48 

Telephones   

3,317,200 

'49 

2,280,700 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


CALIFORNIA  RADIO  MARKET  DATA  BY  COUNTIES 


Alameda  

Alpine  

Amador  

Butte  

Calaveras  

Colusa  

Contra  Costa  

Del  Norte  

Eldorado  

Fresno  

Glenn  

Humboldt  

Imperial  

Inyo  

Kern  

Kings  

Lake  

Lassen  

Los  Ange'es  

I  Madera  

Marin  

Mariposa  

Mendocino  

Merced  

Modoc  

Mono  

Monterey  

Napa  

Nevada  

Orange  

Placer  

Plumas  

Riverside  

Sacramento  

San  Benito  

San  Bernardino  ... 

San  Diego  

Son  Francisco  

Son  Joaguin  

San  Luis  Obispo  . 

San  Mateo  

Santa  Barbara  

Santa  Clara  

Santa  Cruz  

Shasta   

Sierra  

Siskiyou  

Solano   

Sonoma  

Stanislaus  

Sutter  

Tehama  

Trinity  

Tulare  

Tuolumne  

Ventura  

Yolo   

Yuba   


1 950 
Population 

1940 
Population 

1950 

Families 

1950 
Radio-Families 

0/,  PnHin 

JO  Roaio 

1949 

KefQII  dales 
(Est.)  ($000) 

1948 
Keiaii  dales 
U.  S.  ($000) 

Employment 

M:,4  Mnr^k 

mia-marcn 
1948 

Taxable  Poy- 

r/.||c  let 

rOII5~ISl  UTr. 

1948  ($000) 

734,740 

513,011 

205,234 

202,976 

98.9 

854,750 

804,360 

171,994 

126,705 

236 

323 

65 

62 

95.9 

176 

42 

71 

54 

o  mi 

o,y/o 

2  542 

2  470 

97.2 

fi  not 

fi  000 

1  A07 

1  1 01 

l,]4J 

A  A  VTA 
04,0/  4 

42  840 

17  981 

17  423 

96.9 

63  651 

72  094 

Of  AAA 

y,oou 

8  221 

2  751 

2  654 

96.5 

8  093 

6  104 

1  gA'*\J 

/OC 

1  1  171 
1  I  ,D/  J 

9  788 

3  232 

3  160 

97.8 

13  488 

1 4  689 

0/  1 

OCT  Ar\f\ 

inn  Ai^n 

82  072 

81  992 

98.7 

210  438 

101  n^A 
1  y  1 ,004 

OA  0^0 

4  745 

2  242 

2  138 

95.4 

6  746 

fi  nfiA 

0,w04 

1  71  fl 

1   1 0A 

1 , 1  yo 

1 3  229 

4  482 

4  289 

95.7 

17  R'K.'k 
\  /  fDOD 

11  Toe 

iu,/yo 

Z,0  1  U 

1  CAA 
1 ,000 

At  4,oU4 

1/0,000 

76  621 

74  628 

97.4 

AYOfO  1  1 

OStK  110 

AC\  ^AA 
4U,040 

OA  0')A 

15,341 

1  £,  1 70 

4  285 

4  186 

07  7 
y/ ./ 

1 0,00/ 

17,621 

1,524 

859 

68,548 

45,81 2 

10  1  At 

1 A  OA 
1 0,004 

OA  fi 

yo.o 

A7  cnn 

75, 1 28 

1 6,1 31 

1 1 ,56C 

62,512 

59,740 

17  Al^^ 
1  /  ,40  1 

1  A  '57'J 

AO  0*7  C 

72,486 

9,155 

5,667 

1 1,486 

7,625 

3,208 

o,uou 

or  A 

14,235 

1 5,629 

2,229 

1,517 

225,928 

135,124 

63,108 

61,277 

97.1 

233,135 

221,172 

29,006 

20,227 

46,295 

35,168 

12,931 

12,517 

96  8 

49,91 1 

47,640 

5,263 

3,496 

11,380 

8,069 

3,178 

3,108 

97.8 

11,536 

10,228 

828 

409 

1 8,403 

1 4,479 

5,140 

5,026 

97.8 

1 8,886 

16,483 

3^57 

2,480 

4,116,901 

2,785,643 

1,149,972 

1,135,022 

98.7 

4,721,133 

4,483,199 

1,165,548 

858,469 

36,763 

23,314 

10,268 

9,816 

95.6 

28,841 

30,288 

2,786 

1,681 

0  A  7*30 

52  907 

23  670 

23  480 

yy.^ 

AO  007 

66,535 

y,OAA 

0,010 

5,083 

o,ouo 

1419 

1  355 

yo.o 

A  701 

4,/yo 

3,300 

77A 
// 0 

424 

40,596 

27,864 

1 1 ,339 

1ft  0,40 

OA  C 

yo.o 

32,516 

35,276 

5,873 

3,785 

67,563 

46,988 

1 8,872 

1 7  071 
l/,o/  1 

94.7 

62,066 

68,280 

6,287 

4,019 

9,643 

8,713 

2,693 

2,604 

96.7 

1 3,489 

10,883 

1,401 

1,038 

2,082 

2,299 

531 

551 

95.0 

1,349 

1,752 

86 

.56 

129,898 

73,032 

36,284 

35,376 

97.5 

112,151 

130,781 

17,179 

11,028 

46,373 

28,503 

12,953 

12,732 

98.3 

42,026 

39,046 

4,888 

2,960 

19,409 

19,283 

5,421 

5,280 

97,4 

20,878 

19,833 

2,705 

1,638 

214,061 

130,760 

59,793 

58,896 

98.5 

194,944 

206,387 

32,683 

21,332 

41,324 

28,108 

1 1 ,543 

11,231 

97.3 

38,016 

38,192 

4,019 

2,282 

13,398 

11,548 

3,742 

3,625 

96.9 

14,839 

12,980 

2,114 

1,298 

168,959 

105,524 

47,195 

45,779 

97.0 

161,481 

166,264 

32,144 

14,465 

275,760 

170,333 

77,027 

75,409 

97.9 

305,667 

296,291 

47,149 

31,994 

14,330 

1 1 ,392 

4,0C2 

3,905 

97.6 

16,186 

12,163 

1,448 

909 

278,577 

161,108 

77,814 

75,790 

97.4 

240,750 

247,188 

38,034 

24,932 

535,967 

289,348 

149,711 

147,016 

98.2 

515,687 

506,208 

91,883 

60,913 

763,081 

634,536 

213,151 

208,887 

98.2 

1,247,370 

1,031,711 

368,136 

292,217 

119,414 

1 34,207 

33,355 

32,521 

97.5 

216,1 1 1 

200,614 

30,563 

20,648 

CI  111: 

33  246 

1 4  277 

1  "J  QAO 
]  O,o0^ 

97.1 

53,520 

53,979 

5,31 1 

2,993 

234,030 

1 1 1 ,782 

65,371 

64,390 

98.5 

194,501 

178,630 

30,962 

23,122 

97,087 

70,555 

27,119 

26,549 

97.9 

116,925 

118,857 

16,069 

10,158 

288,852 

174,949 

80,684 

79,473 

98.5 

286,836 

280,259 

47,545 

32,870 

65,920 

45,057 

18,413 

18,007 

97.8 

69,866 

69,800 

10,200 

6,057 

35,985 

28,800 

10,051 

9,638 

95.9 

38,469 

42,333  • 

5,393 

3,359 

2,363 

3,025 

660 

635 

96.3 

1,350 

1,585 

545 

396 

30,517 

28,598 

8,524 

8,302 

97.4 

36,421 

31,011 

6,672 

4,730 

102,174 

49,118 

28,540 

28,168 

98.7 

93,707 

88,102 

9,702 

6,161 

102,699 

69,052 

28,686 

28,227 

98.4 

100,642 

127,783 

13,486 

8.017 

126,613 

74,866 

35,366 

34,587 

97.8 

128,146 

149,451 

14,894 

9,288 

26,140 

18,680 

7,301 

7,067 

96.8 

17,535 

15,090 

2,199 

1,267 

19,169 

14,316 

5,354 

5,204 

97.2 

18,283 

19,465 

3,451 

2,444 

5,045 

3,970 

1,409 

1,334 

94.7 

4,046 

2,771 

534 

282 

148,711 

107,152 

41,539 

40,085 

96.5 

131,671 

131,722 

14,127 

8,732 

12,517 

10,887 

3,496 

3,398 

97.2 

12,886 

12,586 

1,933 

1,341 

113,531 

69,685 

31,712 

30,982 

97.7 

90,943 

97,422 

1 1 ,489 

7,344 

40,453 

27,243  ... 

11,299 

10,973 

97.3 

35,707 

33,724 

3,763 

2,417 

24,240 

17,034 

6,770 

6,492 

95.9 

36,006 

37,506 

4,772 

3,124 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population 
copyright   1950   "Sales   Management."    Further  reproduction 


,  1940  Census;  1950  Families  and  1950  Rod 
unlicensed.     1948    Retail  Sales;  Employment, 


iPage  48 


August  14,  1950 


io  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 

BROADCASTING    •  Telecasting 


'fifff-5 


THE  MARKET'S  FINE! 


t/ that  is! 


Retail  Sales  $729,000,000 
•mrial  Payrolls  $66,000,0( 


Nivy  Payroll  $97,000,00 
1  Products  $57,000,000 

-  l-jr'.'^.Ni-  tuna  port 

1.  Sale*  434^> 


IN  FACT  . . . 

S;m  Diego — the 
nation's  26th 
market  in  popuiation— has  th- 


:y  ''^  ''^  ^  *^?rst  40.** 

SAN  DIEGO  MARKCT'S 
FINE  .  .  .  AND  GETTING  FINER! 

And  Remember.  ..-..^r.-i:^ 
KCBQ-CBS  I*  th«  only  San  Dicgo.network 


Station  to  increase  in  ov 
cnce  during  1949,  with'-'^dfe 
itfiliatcs  taking  a  nosedived 

Local  and  n.iiional  spot  advertistfrs  buy  More 
programs  on  KCBQ— CBS  l^|^|On  any  two 


Other  San  Diq;o  networa  stati<>wf!.combined 

So  whe%  in  San 


as  San  Diegans 
SELL  WITH  ICCBO 


■S  D  Chamber  oE  Commerce 
"S.P.  D.S.  Consumer  Markets  1949-1950 


Charles  E.  Saiik,  President 


5000  WATTS 


CBS 


lOADCASTING    •  Telecasting 
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COLORADO 


SPOT  RATE  FINDER 


95.5%  ra- 


30M  1  Hr 

20.00  40.00 

20.00  40.00 

97.8%  radio. 


ALAMOSA,  Alomosa,  2,939  fam 

dio,  2,806  radio  fam. 
KGIW,  250w,  1450kc 

SB  IM  5M  15M 
D  2.00  3.00  6.00  12.00 
N  2.00  3.00  6.0D  12.00 
BOULDER,  Boulder,  13,448  fam., 

13,152  radio  fam. 
KBOL,  250w,  1490kc,  Conlan 
D       4.00      5.00      8.00  12.00 
N       4.00      5.00      8.00  12.00 
CANON    CITY,    Fremont,  5,053 

radio,  4,850  radio  fam. 
KRLN,  250w,  1400kc 
D       3.00      3.00      7.5D  12.50 
N       3.00      3.00      7.50  12.50 
COLORADO  SPRINGS,  El  Paso,  19,768  fam., 

97.6%  rodio,  19,293  radio  fam. 
KRDO,  250w,  1240kc 
D  4.00  4.00  10.00 
N  4.00  4.00  10.00 
KVOR,  Ikw,  1300kc,  CBS 
D  5.00  5.00  10.00 
N       8.00      8.00  18.00 


20.00 
20.00 
fam.. 


20.00 
20.00 


35.00 
35.00 
96.0% 


35.00 
35.00 


20.00  30.00 
20.00  33.00 
Raymer 
20.00  30.00 
36.00  54.00 


50.00 
50.00 

50.00 
90.00 

CRAIG,  Moffat,  1,660  fam.,  96.5%  radio,  1,601 

radio  fam. 
KRAI,  250w,  1230kc 

D       2.50      3.13      5.00      8.75    15.00  25.00 
N       2.50      3.13      5.00      8.75    15.00  25.00 
DENVER,  Denver,  115,313  fam.,  98.0%  radio, 
1 13,006  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D      17.33    16.00    25.50    48.50    74.75  124.50 

N     33.83    31.37    51.00    97.00  149.25  248.75 

2  AM  non-afRliates,  average  1-time  rate 

D  8.00    15.75    29.75    48.20  81.40 

KFEL,  5kw,  950kc,  MBS,  Bloir,  Conlan 
D      10.00    10.00    20.00    40.00    60.00  100.00 
N     17.50    17.50    40,00    80.00  120.00  200.00 
KFEL-FM,  Chan.  247,  97.3mc,  6kw,  Blair 
D       2.40      3.00      3.00      6.00    11.00  20.00 
N       4.00      5.00      6.00    12.00    22.00  40.00 
KLZ,  5kw,  560kc,  CBS,  Katz,  Hooper,  BMB 
D      18.00    18.00    30.00    55.00    83.00  138.00 
N     36.00    36.00    60.00  110.00  165.00  275.00 
KMYR,  253w,  1340kc,  Rambeau 
D  9.00    17.50    35.00    60.00  90.00 

N  9.00    17.50    35.00    60.00  90.00 

KOA,  50kv/,  850kc,  NBC,  NBC  Spot  Sales,  BMB 
D  24.00  24.00  32.00  64.00  96.00  160.00 
N  48.00  48.00  64.00  128.00  192.00  320.00 
KOA-FM,  Chan.  239,  95.7mc,  43kw,  NBC  Spot 

Sales,  Bonus 
KTLN,  Ikw-D,  990kc,  Cooke 
D       4.90     7.00    14.00    24.50    36.40  72.80 
KVOD,  5kw,  630kc,  ABC,  Free  &  Peters 
D  12.00    20.00    35.00    60.00  100.00 

N  24.00    40.00    70.00  120.00  200.00 

DURANGO,    La    Plata,    4,149,    fam.,  94.0% 

radio,  3,900  radio  fam. 
KlUP,  250v/,  1400  kc,  Clark 
D       2.90      5.20      8.65    15.80    25.90  46.00 
N       2.90      5.20      8.65    15.80    25.90  46.00 
ENGLEWOOD,  Arapahoe,  14,432  fam.,  98.0% 

radio,   14,143  radio  fam. 
KCRO,   lkv/-D,  1380kc 

(No  rates  available) 
FORT  COLLINS,  Larimer,  12,147  fam.,  97.5% 

radio,    11,843   radio  fam. 
KCOL,     Ikw,     1410kc,     Headley-Reed,  BMB, 

Conlan 

D  6.75  6.75  9.00  18.00  28.00  45.00 
N  6.75  6.75  9.00  18.00  28.00  45.00 
FORT  MORGAN,  Morgan,  5,037  fam.,  95.9% 

radio,    4,830    radio  fam. 
KFTM,  500w-D,  1  260Vc 

D  1.25  2.60  7.50  15.00  25.00  45.00 
GLENWOOD   SPRINGS,  Garfield,  3,238  fam., 

96.0%  radio,  3,108  radio  fam. 
KGLN,   250w,   1340<c,   MBS,  Holman 
D       3.00     3.00      6.00    12.00    18.00  30.00 
N       3.00      3.00      6.00    12.00    18.00  30.00 


GRAND  JUNCTION,  Mesa,  10,867  fam 

radio,  10,454  radio  fam. 
KEXO,  250v/,  1230kc,  Oakes 
D  3.00      6.00  12.00 

N  5.00    10.00  20.00 


96.2% 


18.00 
30.00 


30.00 
50.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  forev/ord. 


KFXJ,  lkv/-D,  500w-N, 
SB  IM  5M 
D  4.00  4.00  8.00 
N  6.00  6.00  12.00 
GREELEY,  Weld,  18,608 
18,031  radio  fam. 


920kc,  MBS,  Holman 
15M      30M      1  Hr 
16.00  24.00 
24.00  36.00 
fam.,  96.9% 


40.00 
60.00 
radio. 


2  AM  non-affiliales,  average  1-time  rate 


4.05 
4.05 


10.75 
10.75 


21.50 
21.50 


33.50 
33.50 


57.50 
57.50 


70.00 
70.00 


45.00 
45.00 


KFKA,   Ikw,  1310kc 

D       3.00     4.50    14.00    28.00  42.00 

N  3.00  4.50  14.00  28.00  42.00 
KYOU,  250w,   1450kc,  McGillvra,  LBS 

D                 3.60     7.50    15.00  25.00 

N                 3.60     7.50    15.00  25.00 

LA  JUNTA,  Otero,  7,059  fam.,  95.1%  radio, 

6,713   raido  fam. 
KOKO,  250w,  1400kc,  LBS,  KBS 

D       5.25      5.25      7.00    14.00  21.00  35.00 

N       5.25      5.25     7.00    14.00  21.00  35.00 

LAMAR,   Prowers,  4,144  fam.,  96.9%  radio, 

4,015  radio  fam. 
KLMR,  250w,  1340kc 


2.60 
2.60 


3.90 
3.90 


8.50 
8.50 


15.50 
15.50 


26.00 
26.00 


39.00 
39.00 


MARKET  INDICATORS  FOR  COLORADO 


CLASSIFICATIONS  FIGURES 

Population    1,315,206 

%  of  U.S   0.88% 

Families    367,375 

Percent  Radio    96.9% 

Radio  Families    355,986 

Retail  Sales    $1,418,225,000 

Retail  Trade  Employes   66,795 

Wholesale  Sales  Volume   $1,595,345,000 

Wholesale  Trade  Employes  .  .  .  24,688 

Employment  (Mid-March)  . . .  246,391 

Taxable  Payrolls  (1st  quarter)  $  144,762,000 

Income    $1,713,000,000 

Percent  distribution   0.83% 

Per  Capita  Income    $  1,429 

Percent  of  national  per  capita 

income   101% 

New  Construction  (Private) .  $  150,500,000 

Residential    $  64,300,000 

Non-Residential   $  36,700,000 

Value  added  by  Manufacture .  $  286,774,000 

Automobile  Registration   510,222 

Telephones   386,700 


JL  Xv. 

'50 

1,123,296 

'40 

'50 

0.85% 

'40 

'50 

319,700 

'40 

'49 

91.4% 

'46 

'50 

303,600 

'46 

'49 

1,252,585,000 

'48 

'48 

46,616 

'39 

'48 

A  *if^  lAA  AAA 

435,100,000 

'39 

'48 

2.39  233 

'47 

'48 

128,456,000 

'47 

'48 

589,000,000 

'40 

'48 

0.78% 

'40 

'48 

524 

'40 

'48 
'49 
'49 
'49 
'47 
'49 
'49 


91% 
29,400,000 
14,600,000 
4,400,000 
90,330,000 
469,545 
267,500 


i 

'40  . 

'39 

'39 

'39 

'39 

'48  ■ 

'45  ■■ 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction  i- 


unlicensed. 


BROADCASTING^'-TEUCASTING 


MARKETBOOK  MAP 

COLORADO 


1948  Retail  Sales, 


Dept.  of  Commerce,  1948  Census  of  Business. 


(D    Location  of  City  and  numbar  of 

Standard  (AM)  Broadcasting  Gtatio 
(3  Number  of  FM  Broadcasting  StatJO 
Number  of  Telecasting  Stations 


BT  WAITB  F.  MH.  MIOOtBUtY.  VBUiOMT 

1950.  BroadcMSbng  PubticaUons.  Inc. 


L3NGMONT,    Boulder,  13,448 

radio,    13,152   radio  fam. 
KLMO,  250W-D,  1050kc 

SB  IM  5M  15M  30M 
D  3.00  5.00  10.00  20.00  30.00 
MONTROSE,  Montrose,  4,196  fam 

dio,  3,998  radio  fam. 
KUBC,   250w,  1240kc 
D       2.70      3.38      5.40      9.45  16.20 
N       2.70     3.38      5.40     9.45  16.20 
PUEBLO,  Pueblo,  25,025  fam.,  96.5% 

24,149  radio  fam. 

2  AM  affiliates,  overage  1-time  rate 
D       4.75      5.25      9.40    18.80  28.20 
N       8.00     9.00    15.00    30.00  45.00 


(USterling 


[DLamat 


97.8% 


1  Hr 

50.00 


95.3%  ra- 


27.00 
27.00 
rcidio. 


47.00 
75.00 


KCSJ,  Ikw 
D  3.50 
N  6.00 


590kc,  MBS, 
4.50  8.00 
8.00  12.00 


Taylor 

16.00 

24.00 


Conlan 
24.00  40.00 
36.00  60.00 


KDZA,  250w,  1230kc,  LBS,  Cooke,  Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  3.00      6.00    12.00    18.00  30.00 

N  3.00      6.00    12.00    18.00  30.00 


KGHF,    5kw-D,    Ikw-N,    1350kc,  ABC, 

Gillvra,  Hooper,  Conlan 
D       6.00      6.00    10.80    21.60  32.40 
N     10.00    10.00  18.00 


Mc- 


54.00 
90.00 


SALIDA,   Chaffee,  1,987 
1,891  radio  fam. 


36.00  54.00 
fam.,  95.2%  radio, 


KVRH,  250w,  1340kc,  Clark,  BMB,  Continental 
D  2.50  5.00  10.00  20.00  30.00  50.00 
N      2.50     5.00    10.00    20.00    30.00  50.00 


STERLING,  Logan,  4,781 
4,618  radio  fam. 


fam.,  96.6%  radio. 


KGEK,  lOOw-D,  1230kc 
SB        IM  5M 
D       2.00     3.00  4.50 

TRINIDAD,   Las  Anamis, 
radio,  6,645  radio  fan 


15M 
8.50 


30M 
16.00 


1  Hr 


7,239  fam.,  91.8% 


KCRT,  25w, 
D  1.00 
N  1.00 


1240kc 
2.00  4.00 
2.00  4.00 


7.00 
7.00 


12.50 
12.50 


25.04 
25.0(1: 

KSFT,  Ikw-D,  500w-N,  1280kc,  MBS  J 
D  6.00  6.00  10.00  16.00  24.00  40.0fl) 
N      9.00     9.00    15.00    24.00    36.00  60.00 

WALSENBURG,  Huerfano,  2,938  fam.,  91.0% 

radio,  2,673  radio  fam. 


KPHC,  250w,  1450kc 
D       3.00      4.00  8.00 
N      3.00     4.00  8.00 
*  * 


16.00 
16.00 


24.00 
24.00 


4Q.oi 
40.0C 


COLORADO  RADIO  MARKET  DATA  BY  COUNTIES 


Adams   

Alamosa  ... 
Arapahoe-. 


1950 
Population 

40,353 
10,525 
51,668 


1940 
Population 

22,481 
10,484 
32,150 


1950 
Families 

11,271 
2,939 
14,432 


1950 
Radioi<Families 

10,820 
2,806 
14,143 


%  Radio 

96.0 
95.5 
98.0 


1949 
Retail  Sales 
(Est.)  ($000) 

12,849 
15,712 
27,177 


1948 
Retail  Sales 
U.  S.  (fOOO) 

18,279 
13,058 
35,833 


Employment 
Mid-March 
1948 

1,730 
1,376 
3,909 


Taxable  Pcy- 
rolls-lst  Qtr.TOi 
1948  ($000) 

861 
631 
2,26Jir. 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio 


BMB;  1949  Retail  Sales, 


copyright   1950  "Soles   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 
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1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  Qtr. 

Population 

Population 

Families 

Radio-Families 

(CSt.J  ($000j 

u.  S.  ($000) 

1948 

3,025 

3,806 

844 

781 

92.6 

2,204 

1,774 

144 

66 

7,947 

6,207 

2,219 

2,092 

94.3 

3,955 

7,405 

450 

189 

8,793 

9,653 

2,456 

2,328 

94.8 

5,797 

5,536 

599 

208 

48,144 

37,438 

13,448 

13,152 

97.8 

39,614 

42,343 

6,037 

2,887 

7,115 

8,109 

1,987 

1,891 

95.2 

10,263 

7,042 

772 

321 

3,445 

2,964 

962 

933 

97.0 

2,113 

2,756 

152 

62 

3,276 

3,784 

915 

893 

97.6 

3,652 

3,298 

388 

189 

10,116 

11,648 

2,825 

2,601 

92.1 

5,158 

4,248 

228 

85 

6,037 

7,533 

1,686 

1,532 

90.9 

1,970 

1,491 

104 

29 

5,215 

5,398 

1,456 

1,396 

95.9 

3,701 

3,573 

354 

128 

1,567 

2,270 

437 

408 

93.4 

1,039 

729 

142 

67 

17,335 

16,470 

4,842 

4,628 

95.6 

13,396 

12,292 

1,253 

527 

412,823 

322,412 

115,313 

113,006 

98.0 

650,428 

508,039 

133,266 

82,361 

1,959 

1,958 

547 

510 

93.4 

765 

972 

275 

176 

3,489 

3,496 

974 

941 

96.7 

2,369 

1,936 

271 

159 

4,466 

5,361 

1,247 

1,213 

97.3 

4,339 

2,837 

659 

348 

4,469 

5,460 

1,248 

1,195 

95.8 

2,260 

2,366 

103 

34 

70,772 

54,025 

19,768 

19,293 

97.6 

83,968 

71,161 

12,485 

6,394 

13,091 

19,742 

5,053 

4,850 

96.0 

16,385 

13,141 

2,153 

1,110 

11,595 

10,560 

3,238 

3,108 

96.0 

10,791 

11,107 

1,215 

640 

836 

1,625 

233 

224 

96.5 

1,111 

406 

83 

41 

3,904 

3,587 

1,090 

1,050 

^164 

4,052 

4,727 

369 

199 

5,689 

6,192 

1,589 

1,536 

96.7 

6,181 

5,509 

939 

598 

245 

349 

68 

68 

100.0 

146 

117 

— 

— 

10,520 

16,088 

2,938 

2,673 

91.0 

11,956 

7,095 

1,326 

729 

1,966 

1,798 

549 

530 

96.6 

1,694 

1,327 

305 

149 

54,650 

30,725 

15,265 

15,020 

98.4 

20,926 

30,130 

2,755 

1,363 

2,990 

2,793 

835 

799 

95.7 

1,658 

2,242 

107 

40 

8,569 

7,512 

2,393 

2,290 

95.7 

5,634 

8,954 

491 

192 

6,139 

6,883 

1,714 

1,671 

97.5 

9,898 

6,073 

2,121 

1,548 

14,854 

15,494 

4,149 

3,900 

94.0 

16,459 

13,584 

1,760 

785 

43,489 

35,539 

12,147 

11,843 

97.5 

41,508 

40,314 

5,108 

2,607 

25,918 

32,369 

7,239 

6,645 

91.8 

24,951 

16,900 

3,546 

2,066 

5,869 

5,882 

1,639 

1,579 

96.4 

5,487 

6,935 

415 

173 

17,117 

18,370 

4,781 

4,618 

96.6 

19,084 

19,360 

2,101 

1,015 

38,906 

33,791 

10,867 

10,454 

96.2 

37,856 

34,824 

4,248 

2,112 

691 

975 

193 

186 

96.4 

805 

447 

61 

39 

5,944 

5,086 

1,660 

1,601 

96.5 

5,449 

8,380 

849 

485 

9,937 

10,463 

2,775 

2,616 

94.3 

7,583 

8,907 

880 

382 

15,024 

15,418 

4,196 

3,998 

95.3 

14,853 

11,853 

1,348 

541 

18,035 

17,214 

5,037 

4,830 

95.9 

17,789 

18,932 

1,810 

998 

25,274 

23,571 

7,059 

6,713 

95.1 

22,850 

20,651 

2,709 

l,T95 

2,089 

2,089 

583 

573 

98.4 

1,878 

1,224 

254 

162 

1,853 

3,272 

517 

494 

95.6 

2,782 

1,552 

184 

88 

4,907 

4,948 

1,370 

1,334 

97.4 

4,668 

6,198 

476 

174 

1,629 

1,836 

455 

440 

96.8 

838 

971 

280 

122 

14,837 

12,304 

4,144 

4,015 

96.9 

11,591 

17,436 

1,928 

993 

89,592 

68,870 

25,025 

24,149 

96.5 

85,377 

75,504 

18,739 

11,064 

4,711 

2,943 

1,315 

1,283 

97.6 

2,898 

4,602 

675 

376 

12,638 

1 2,404 

3,530 

3,328 

94.3 

13,306 

10,342 

1,101 

570 

.8,896 

10,525 

2,484 

2,409 

97.0 

10,189 

7,041 

1,608 

1,022 

.  5,672 

6,173 

1,584 

1,498 

94.6 

3,571 

3,672 

326 

161 

1,459 

1,439 

407 

397 

97.6 

1,531 

885 

305 

223 

2,690 

3,664 

751 

708 

94.3 

2,614 

1,334 

426 

306 

.  5,080 

5,294 

1,418 

1,376 

97.1 

5,377 

5,459 

501 

277 

.  1,130 

1,754 

315 

306 

97.2 

1,167 

550 

85 

34 

2,734 

6,463 

763 

740 

97.1 

4,024 

2,312 

498 

233 

7,522 

8,336 

2,101 

2,023 

96.3 

3,901 

5,654  ' 

319 

129 

66,619 

63,747 

18,603 

18,031 

96.9 

55,500 

58,954 

6,482 

3,744 

10,823 

12,102 

3,023 

2,929 

96.9 

9,331 

10,012 

629 

271 

1950  Census;  1940  Population, 
ement."    Further  reproduction 


1940  Census;  1950  Families  and  1950  Radio  Families, 
unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


CONNECTICUT 


SPOT  RATE  FINDER 


tGEPORT,  Fairfield,  140,253  fam.,  98.8% 
dio,  138,710  radio  fam. 

M  affiliates,  average  1-time  rate 

SB        IM      5M  15M      30M     1 -Hr 

i   7.00      8.00    13.00  26.00    39.00  65.00 

!|  12.50    14.00    24.00  48.00    72.00  120.00 


C,  500w-N,  Ikw-D,  600kc,  MBS,  Petry 
8.00      8.00    16.00    32.00    48.00  80.00 
16.00    16.00    32.00    64.00    96.00  160.00 

Z,  Ikw-D,  1300kc,  Young 
3.00     8.00    15.00    30.00    45.00  75.00 
6.00    15.00    30.00    60.00    90.00  150.00 

AB,  250w,  1450kc,  ABC,  Rambeau 
6.00      8.00    10.00    20.00    30.00  50.00 
9.00    12.00    16.00    32.00    48.00  80.00 


)  |;T01,     Hartford,     149,662    fam.,  99.3% 
jidio,  148,614  radio  fam. 
,S,  500W-D,  1440kc 

1  5.00     4.00     8.00    16.00    24.00  40.00 

^BURY,    Fairfield,    140,253    fam.,  98.8% 
^'idio,  138,710  radio  fam. 
jR,  Ikw-D,  SOOw-N,  550ke 
y    Ho  rates  available) 


WLAD,  250w-D,  800kc,  Ra-Tel,  Hooper 

SB        IM      5M       15M     30M  1  Hr 

D       4.00     7.50    12.00    24.00    36.00  60.00 

N      6.50    10.00    16.00    32.00    48.00  80.00 

GREENWICH,  Fairfield,   140,253  fam.,  98.8% 

radio,  138,710  radio  fam. 
WGCH(FM),  Chan.  240,  95.5mc,  0.34kw 
D      4.00      6.00    14.00    28.00    42.00  70.00 
N       4.00      6.00    14.00    28.00    42.00  70.00 

HARTFORD,    Hartford,    149,662   fam.,  99.3% 
radio,  148,614  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D      13.50    22.00    25.75    46.50    69.75  116.25 

N     26.00    44.00    51.50    93.00  139.50  232.50 

WCCC,  500w-D,  1290kc 

D  5.50  7.00  11.00  22.00  40.00  55.00 
WDRC,  5kw,  1360kc,  CBS,  Raymer,  Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  12.50  17.50  21.00  42.00  63.00  105.00 
N  25.00  35.00  42.00  84.00  126.00  210.00 
WDRC-FM,  Chan.  229,  93.7mc,  7kw,  Bonus 
WONS,  5kw,  1410kc,  MBS,  Petry 
D  10.00  10.00  20.00  40.00  60.00  100.00 
N     20.00    20.00    40.00    80.00  120.00  200.00 


WTHT,  250w,  1230kc,  ABC,  McKinney 

SB  IM  5M  15M  30M  1  Hr 
D       9.00  12.00    24.00    36.00  60.00 

N     14.00  24.00    48.00    72.00  120.00 

WTIC,  50kw,   lOBOkc,  NBC,  Weed 
D     22.50    38.50    50.00    80.00  120.00  200.00 
N     45.00    77.00  100.00  160.00  240.00  400.00 
WTIC-FM,  Chan.  243,  96.5mc,  20kw,  Weed, 
Bonus 

MERIDEN,  New  Haven,  151,541  fam.,  98.9% 

radio,  149,874  radio  fam. 
WMMW,  Ikw-D,  1470kc 
D      5.85     7.20    12.00    24.00  48.00 
WMMW-FM,  Chan.  239,  95.7mc,  20kw 

(Rates  not  published) 
MIDDLETOWN,     Middlesex,  18,750 

97.9%  radio,  18,356  radio  fam. 
WCNX,  500W-D,  n50kc 
D      5.00     5.00    12.00    21.00  38.00 
NEW  BRITAIN,  Hartford,  149,662  fam., 

radio,  148,614  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       6.50      7.25    15.25    30.50    45.75  76.25 

WHAY,  5kw,  910kc 

SB  IM  5M  15M  30M  1  Hr 
D  7.00  7.00  18.00  36.00  54.00  90.00 
N  7.00  7.00  18.00  36.00  54.00  90.00 
WKNB,  Ikw-D,  840kc,  Forjoe,  Hooper,  Conlan 
D  6.00  7.50  12.50  25.00  37.50  62.50 
WFHA(FM),  Chan.  279,  103.7mc,  20kw,  Forjoe 
D  3.00  4.00  6.25  10.00  18.75  31.25 
N       6.00     7.50    12.50    25.00    37.50  62.50 

NEW    HAVEN,    New    Haven,    151,541  fam., 
98.9%  radio,  149,874  radio  fam. 


60.00 


fam., 


60.00 
99.3% 


2  AM  non-affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Mr 
D  10.25    20.00    37.00    55.00  92.50 


WAVZ,  Ikw-D,  1260kc,  Keller 
D  12.50    25.00    50.00    75.00  125.00 

WAVZ-FM,  Chan.  236,  95.1mc,  20kw 
Bonus 

WBIB  (FM),  Chan.  264,  100.7mc,  3kw 


SB  IM      5M      15M  30M 

D       3.00  5.00    10.00  20.00  30.00 

N       3.00  5.00    10.00  20.00  30.00 

WELI,  Ikw,  960kc,  ABC,  Headley-Reed, 

D  ""7.00  10.00  16.00 
N     14.00    20.00  32.00 

WELI-FM,  Chan.  300,   107.9mc,  20kw 

ley-Reed,  Bonus 
WNHC,  250w,  1340kc,  Katz,  Conlan 

D       6.00      8.00    15.00    24.00  36.00  60.00 

N       8.00    12.00    25.00    40.00  60.00  100.00 


32.00 
64.00 


48.00 
96.00 


1  Hr 
50.00 
50.00 
Con- 

80.00 
160.00 
Head- 


(Continued  on  page  52) 
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CONNECTICUT 

SPOT  RATE  FINDER 

(Continued  pom  page  51) 

WNHC-FM,  Chan.,  242,  99.1  mc,  20kw,  Katz, 
Bonus 

WNHC-TV,  Chan.  6,  .957kv/-our.;  1.82kw-vis. 

SB  IM  5M  15M  30M  1  Hr 
N  30.00  30.00  50.00  100.00  150.00  250.00 
NEW    LONDON,    New    London,   39.780  fam., 

96.9%  rodio,  38,546  rodio  fam. 
WNLC    250w,   1490kc,  MBS,  BMB 
D       5  00      7.00    10.00    20.00    30.00  50.00 
N       7.00    10.00    20.00    40.00    69.00  100.00 

V/NLC-FM,  Chon.  258,  99.5mc,  20kv/,  Bonus 
NORWALK,    Fairfield,    140,253    fam.,  98.8% 

radio,  138.710  radio  fam. 
WNLK,  500v/,  1350kc,  A/icGillvro 
D       6.00      7.00     12.00    24.00  36.00 
N       7.00      9.00     14.00    28.00  42.00 
NORWICH,  Nev/  London,  39,780  fom., 

radio,  38,546  radio  fam. 
WICH,   250v/,  1400kc 

SB  IM  5/A  15M  30M 
D  5.00  7.00  10.00  20.00  30.00 
STAMFORD,    Fairfield,    140,253  fom., 

radio,   138,710  radio  fam. 


WSTC,  250w,   UOOkc,  ABC,  McKinney 


15M  30M  1  Hr 
24.00  36.00  60.00 
40.00  60.00  100.00 
96.7mc,    650w,  Mc- 


60.00 
70.0D 
96.9% 


1  Hr 
50.00 
98.8% 


SB  IM  5M 
D  6.00  9.00  12.00 
N  9.00  12.00  20.00 
WSTC-FM,    Chan.  244, 

Kinne/,  Bonus 
TORRINGTON,  LHchfield,  27,484  fam.,  97.7% 

rodio,  26,851  radio  fom. 
WLCR,  Ikw-D,  990kc,  Sears  &  Ayer,  Hooper 
D  6.00  7.00  12.00  24.00  36.00  60.00 
N  6.50  10.00  16.00  32.00  48.00  80.00 
WTOR,  250v/,  1490kc,  ABC,  Rambeou,  Conlon 
D  5.00  7.50  10.00  20.00  30.00  50.00 
N  7.50  10.00  16.00  32.00  48.00  80.00 
WATERBURY,  Nev/  Haven,  151,541  fam., 
98.9%  rodio,   149,374  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D       5.00      6.16    10.66    21.33    32.00  53.33 

N       9.00    11.33    20.00    40.00    60.00  100.00 

WATR,  Ikw,  1320kc,  ABC,  Rambeau,  Hooper 
D  5.00  7.00  12.00  24.00  36.00  60.00 
N  8.00  12.00  20.00  40.00  60.00  100.00 
WBRY,  5kv/,  1590kc,  CBS,  Avery-Knodel,  Con- 
Ian 

D       6.00      6.00    10.00    20.00    30.00  50.00 
N     12.00    12.00    20.00    40.00    60.00  100.00 
WWCO,  250w,  1240kc,  MBS 
D       4.00      5.50    10.00    20.00    30.00  50.00 
N       7.00    10.00    20.00    40.00    60.00  100.00 


MARKET  INDICATORS  FOR  CONNECTICUT 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population    1,994,818  '50  1,709,242  '40 

%  of  U.S   1.33%  '50  1.30%  '40 

Families    557,211  '50  456,700  '40 

Percent  Radio   98.6%  '49  97.5%  '46 

Radio  Families   549,410  '50  503,900  '46 

Retail  Sales    81,985,834,000  '49  1,974,576,000  '48 

Retail  Trade  Employes    98,441  '48  73,044  '39 

Wholesale  Sales  Volume   §1,366,036,000  '48  413,100,000  '39 

Wholesale  Trade  Employes  .  .  .  26,287  '48  16,277  '39 

Employment  (Mid-March)  .  .  .  677,653  '48  682,628  '47 

Taxable  Payrolls  (1st  quarter)  S  463,963,000  '48  434,737,000  '47 

Income    $3,381,000,000  '48  1,417,000,000  '40 

Percent  distribution   1.64%  '48  1.87%  '40 

Per  Capita  Income    S           1,700  '48  827  '40 

Percent  of  national  per  capita 

income   121%  '48  144%  '40 

New  Construction  (Private) . .  S  133,500,000  '47  66,900,000  '39 

Residential    S     50,500,000  '47  35,100,000  '39 

Non-Residential   S     58,800,000  '48  18,500,000  '39 

Value  added  by  Manufacture.  §1,896,546,000  '47  690,323,000  '39 

Automobile  Registration   663,205  '49  632,053  '48 

Telephones    707,400  '49  500,500  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 

unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


[3]    Location  of  City  and  number  of 
Standard  (AM)  Broadcasting 
Stations 


MfDOtaUtT.  VBMOMT 

;  1350.  Btosdcistjng  PubliaUons,  Inc. 


Fairfield  

Hartford   

Litchfield   

Middlesex  

Nev/  Haven... 
New  London.. 

Tolland  

Windham  


195C 
Population 

502,107 
535,790 
98,396 
67,128 
542,518 
142,415 
44,610 
61,653 


1940 
Population 

418,384 
450,189 
87,041 
55,999 
484,316 
125,224 
31,866 
56,223 


* 

*      *  * 

*  * 

RADIO 

MARKET 

DATA  BY 

COUNTIES 

1949 

1948 

Employment 

Taxable  Po) 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Seles 

Mid-March 

rolls-lst  Oti 

Families 

Radio-Families 

(Est.)  (SOOO; 

U.  S.  (SOOO) 

1948 

1948  ($000 

140,253 

138,710 

98.9 

520,806 

538,449 

177,905 

123,91 

149,662 

148,614 

99.3 

564,672 

553,592 

202,318 

141,01 

27,484 

26,851 

97.7 

86,023 

85,680 

24,849 

15,84 

18,750 

18,356 

97.9 

59,696 

64,383 

15,622 

10,05 

151,541 

149,874 

98.9 

541,371 

517,305 

180,881 

123,22 

39,780 

38,546 

96.9 

128,929 

129,931 

30,438 

19,56 

1  2,460 

11,986 

96.2 

24,428 

23,542 

5,894 

3,83 

17,221 

16,618 

96.5 

59,909 

61,694 

16,557 

10,20 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Fomllies,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale: 
copyright   1930     Sales   Management.      Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxoble  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc, 


WTHT 

HARTFORD,  CONN. 


covering  America's  2nd 
in   income   per  family 


Market 


Cities  over 
100,000 


1230  KC— represented  by  EVERETT-McKINNEY 


WTHT -broadcasting  division  of  THE  HARTFORD  TIME'S 
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BROADCASTING    •  Telecastin 


DELAWARE 


NGTON  J  ) 

[IXD  Hagerstown  carroll 


DISTRICT 
OF  COLUMBIA 

AND  VICINITY 

DELAWARE  MARYLAND 

@    Location  of  City  and  number  of 
I  Standard  (AM)  Broadcasting  Stations 

®  Number  of  FM  Broadcasting  Stations 
\  A    Number  of  Telecasting  Stations 

I  MAP  BY  WALTE8  P.  BUilN,  MIDDLEBURY,  VBtMONT 

I  ©         Broadcasting  Publications,  Inc. 

Scat,  c/  WiL  ^  M  ^ 


[DXiFrederick 

A  Baltimore' 

MONTGOMeRY 

Bethesd3[il@Spring\  iifJ^J 


MARKET  INDICATORS  FOR  DELAWARE 


(iXaArlington^Sr^3Shington^~7^'f. 

Falls  Church[^SSfi)Bradbury  Heights 
[I]Alexandria.^''|^[)  ' 


SPOT  RATE  FINDER 


VER,  Kent,  10,577  fom.,  91.6%  radio,  9,- 
V88  radio  fam. 

>OV,  Ikw  D,  1410l<c,  Rambeau 

SB         IM       5M       15M      30M      1  Hr 
6.30      9.00    18.00    36.00    54.00  90.00 
IMINGTON,     New    Castle,    60,783  fam., 
6.9%  radio,  58,898  radio  fam. 


All  Rates  one-time.    Sources;  Families 
ll  radio  families  estimoted  from  field  tabu- 
ons  of  1950  U.  S.  Census.     Percent  radio 
B.  For  complete  explanation  see  foreword. 
*       *  is 

I 


3  AM  affiliates,  average  1 -time  rate 

SB         IM       5M       15M      30M  1  Hr 

D       7.25      7.91     16.43    32.86  49.16  82.16 

N     13.00    14.00    27.66    55.33  83.00  141.66 

WAMS,  Ikw,  nSOkc,  MBS 

D       6.00      7.50    16.80    33.60  50.00  84.00 

N     10.00    13.50    28.00    56.00  84.00  140.00 

WAMS-FM,  Chan.  241,  96.1mc,  20kw,  Bonus 
WDEL,  5kw,  1150kc,  NBC,  Meeker,  Conlan 

D       8.50    10.00    20.00    40.00  60.00  100.00 

N     16.00    16.00    30.00    60.00  90.00  160.00 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

Population   

316,709 

'50 

266,505 

'40 

%  of  U.  S  

0.21% 

'50 

0.20% 

'40 

Families   

88,466 

'50 

72,420 

'40 

Percent  Radio   

95.4% 

'49 

92.6% 

'46 

Radio  Families   

84,396 

'50 

75,000 

'46 

Retail  Sales    $ 

266,577,000 

'49 

381,765,000 

'48 

Retail  Trade  Employes  

16,544 

'48 

11,499 

'39 

Wholesale  Sales  Volume  . . . .  $ 

487,072,000 

'48 

157,500,000 

'39 

Wholesale  Trade  Employes  . 

5,216 

'48 

2,962 

'39 

Employment  (Mid-March)  . 

89,773 

'48 

87,767 

'47 

Taxable  Payrolls  ( 1st  quarter)  $ 

62,231,000 

'48 

58,673,000 

'47 

Income    $ 

522,000,000 

'48 

239,000,000 

'40 

Percent  distribution   

0.25% 

'48 

0.31% 

'40 

Per  Capita  Income 

$1,741 

'48 

896 

'40 

P      V  f*      in  ^     f\f  it\^HnY\Ck\ 

.IT  c  1  c  C  11  1,     111      11<1  t/lUilAl  ^Cl 

capita  income   

123% 

'48 

156% 

'40 

New  Construction   (Private)  $ 

23,200,000 

'47 

12,600,000 

'39 

Residential    $ 

7,300,000 

'47 

7,000,000 

'39 

Non-Residential    % 

24,100,000 

'48 

3,700,000 

'39 

Value  added  by  Manufacture  $ 

182,088,000 

'47 

54,085,000 

'39 

Automobile  Registration  .  . . 

96,497 

'49 

88,316 

'48 

Telephones   

102,500 

'49 

67,700 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


Chan. 


229,  93.7mc,  20kw 

Ikw-vis;  5kw-aur.,  NBC, 


WDEL-FM, 
(CP) 

WDEL-TV,  Chan.  7, 
DuMont,  Meeker 

SB         IM       5M       15M      30M      1  Hr 
D     25.00    25.00    45.00    72.00  108.00  180.00 
N     40.00    40.00    75.00  120.00  180.00  300.00 
*      *  * 


WILM,   250w,   1450kc,  ABC,  Boiling 
BMB 

IM       5M  15M 

6.25    12.50  25.00 

12.50    25.00  50.00 

-D,   1290kc,  Forjoe 

6.00    12.00  24.00 

*       *  * 


SB 

D 
N 

WTUX,  500v 
D  5.00 


Conlo 


30M  1  Hr 

37.50  62.50 

75.00  125.00 

36.00  60.00 


DELAWARE  RADIO  MARKET  DATA  BY  COUNTIES 


nt  

w  Castle  . 
sex  


1950 
Population 

37,867 
217,605 
61,237 


1940 
Population 

34,441 
179,562 
52,502 


1950 
Families 

10,577 
60,783 
17,105 


1950 
Radio-Families 
9,688 
58,898 
15,839 


%  Radio 

91.6 
96.9 
92.6 


1949 
Retail  Sales 
(Est.)  (SOOO) 

25,573 
193,022 

47,982 


1948 
Retail  Sales 
U.  S.  ($000) 

15,681 
237,050 

96,562 


Employment 
Mid-March 
1948 

5,737 
61,226 
11,876 


Taxable  Pay- 
rolls—1st  Qtr. 
1948  ($000) 
3,053 
41,850 
5,530 


jrces:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950     Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


AM 
TV 
FM 


.  .  1150  KC 
.  CHANNEL  7 
.  93.7  MC 

Wilmington,  Delaware 


Delaware's  pioneer   radio  and  television 
station — the  important  voice  in  the  rich 
Wilmington  trading  area — local  programs, 
varied  in  content  and  appeal  and  all 
NBC  network  shows,  have  resulted  in  a 
vital  and  responsive  listening  audience.  This 
buying  audience  (latest  figures  show 
Wilmington  has  highest  effective  family 
buying  income  in  the  nation  in  cities 
100,000and  up)  is  important  in  your  selling. 
Write  for  information. 


Represented  by    ROBERT      MEEKER  ASSOCIATES 


STEINMAN  STATION 


Chicago 

RO  ADC  ASTING 


San  Francisco 


New  York 


Los  Angeles 


NBC 


Tel 


elecasting 


TV.AFflllATe 
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DISTRICT  OF  COLUMBIA 


SPOT  RATE  FINDER 


WASHINGTON,    Dist.    of   Columbia,  221,294 
fam.,  96.8%  radio,  214,212  radio  fam. 

4  AM  affiliates,  overage  1-time  rate 

SB         IM       5M  15M      30M  1  Hr 

D     19.12    24.12    29.37  58.75    88.00  146.87 

N     38.50    40.00    56.00  121.50  182.25  303.75 

3  AM  non-affiliates,  average  1-time  rate 

D     11.25    12.00    23.00    46.00    69.00  115  00 

N     11.25    13.50    26.00    52.00    78.00  130.00 

7  AM  daytime  non-affiliates,  average  1-time 
rate 

D       7.26    11.40    17.82    32.11    54.40  90.42 

WARL,   (Arlington,  Va.)    Ikw-D,  780kc,  IMS 
D       8.00    12.00    20.00    45.00    70.00  100.00 
WARL-FM,    Chan.    286,    105.1mc,    3kw,  IMS 
Bonus 

WASH  (FM),  Chan.  246,  97.1mc,  15kw,  Con- 
tinental 

D       3.00     4.50      7.50    12.00    18.00    30  00 
N       5.00     7.50    12.50    20.00    30.00  50.00 
WBCC  (Bethesda-Chevy  Chase,  Md.),  250w-D 
n20kc 

D  5.00  7.50  15.00  33.00  50.00  85.00 
WBCC-FM,  Chan.  276,  lOS.lmc,  0.5kw 

(Above  rate  includes  25%  for  simultaneous 

FM) 

WBUZ  (FM)  Chan.  244,  96.7mc,  0.42kw 
{See  Bradbury  Heights,  Md.,  listing) 

WCFM  (FM)  Chan.  258,  99.5mc,  20kv/,  Conti- 
nental 

N       6.00     7.50    10.00    20.00    30.00  50.00 
WEAM  (Arlington,  Va.),  5kw,   1390kc,  MBS, 
Cooke 

D      9.00    12.00    20.00    40.00    60.00  100.00 
N     19.00    30.00    48.00    96.00  144.00  240.00 
WFAX  (Falls  Church,  Va.),  250w-D  1220kc 
D       3.60     4.80    10.80    16.80    28.80  48.00 
N      3.60     4.80    10.80    16.80    28.00  48.00 
WGAY  (Silver  Spring,  Md).,  Ikw-D,  1050kc 
D     10.00    15.00    20.00    27.00    45.00    80  00 
WGAY-FM,  Chan.  272,  102.3mc,  440v/ 
(25%  of  AM  rates) 

Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
nit'?"c  °^  Percent  radio 

BMB.  For  complete  explanation  see  foreword. 
*      *  i, 


WINX,  250w,  1340kc,  Young 

SB  IM  5M  15M  30M  1  Hr 
D  7.50    15.00    30.00    45.00  75.00 

N  12.00    24.00    48.00    72.00  120.00 

V/MAL,  5kw,  630kc,  ABC  Spot  Sales,  A.R.B. 
D      15.00    22.00    30.00    60.00    90.00  150  00 
N     39.00    45.00    60.00  120.00  180.00  300  00 
WMAL-FM,  Chan.  297,  107.3mc,  20kw,  Bonus 
V/MAL-TV,  Chan.  7,  27.7kw-our.,  13.9kw-vis. 

ABC,  ABC  Spot  Sales,  A.R.B. 
D  30.00  30.00  60.00  120.00  180.00  300.00 
N  60.00  60.00  80.00  160.00  240.00  400  00 
WOL,  250w,  1450kc,  LBS,  Taylor 
D  9.00  12.00  24.00  48.00  72.00  120  00 
N  9.00  12.00  24.00  48.00  72.00  120  00 
WOL-FM   Chan.  254,   98.7mc,   20kw,  Taylor 

Bonus 

WOOK  (Silver  Spring,  Md.),  1-kw-D,  1590kc 

D  15.00    20.00    35.00    85.00  150  00 

WPIK  (Alexandria,  Va.),  Ikw-D,  730kc 

D       7.00    10.50    14.00    28.00    42.00  75.00 

WQQW,  Ikw-D,  570kc,  Rambeau 

D      10.00    15.00    25.00    40.00    60.00  100  00 

N     10.00    15.00    25.00    40.00    60.00  100  00 

WQQW-FM,  Chan.  278,  103.5mc,  20kw,  Bonus 

WRC,  5kw,  980kc,  NBC 

D     22.50    22.50    30.00    60.00    90.00  150  00 
N     45.00    45.00    60.00  120.00  180.60  300.00 
WRC-FM,  Chan.  230,  93.9mc,  20kw,  Bonus 
WNBW   (TV),   Chan.  4,   20.5kw-vis.,  10.5kw- 

aur.,  NBC  Spot  Sales 
D  38.00  38.00  47.00  75.00  113.00  188  00 
N  75.00  75.00  94.00  150.00  225.00  375  00 
WTOP,  50kw,  1500kc,  CBS,  Radio  Sales,  Pulse 
D  30.00  ^.00  37.50  75.00  112.00  187  50 
N     60.00  150.00  225.00  375.00 

WTOP-FM,  Chan.  242,  96.3mc,  20kw,  Bonus 
V/OIC  (TV),  Chan.  9,   14.4kw-aur.,  27.3kw- 

vis.,  MBS,  CBS,  WOR  Sales 
D     35.00    35.00    45.00    90.00  135.00  225  00 
N     70.00    70.00    90.00  180.00  270.00  450.00 
WTTG    (TV),    Chon.    5,    17.5kw-vis.,  10.5kw- 

aur.,  DuMont 
D  30.00    50.00    96.0(1  144.00  240  00 

N  60.00  100.00  160.00  240.00  400.00 

WV/DC,  5kw,  1260kc,  Forjoe 
D     13.50    16.50    30.00    60.00    90.00  150  00 
N     13.50    16.50    30.00    60.00    90.00  150  03 
V/WDC-FM,  Chan.  266,  101. Imc,  20kw,  Tran- 
sit Radio 
Bonus  nights 

(See  Transit  Radio  Listing) 


Wilmington 


MARKETBOOK  MAP 

"/ 

DISTRICT 
OF  COLUMBIA 

AND  VICINITY 

DELAWARE  MARYLAND 

(S    Location  of  City  and  nufTibsr  of 

Standard  (AM)  Broadcasting  Stations 
©  Number  ot  FM  Broadcasting  Stations 
^    Number  of  Telecasting  Stations 
MAP  BY  WALTQl  P.  iUKN,  MtDDLEftURY,  VERMONT 
<t  1950.  Broadcasting  Publications,  Inc. 

MARKET  INDICATORS  FOR  DISTRICT  OF  COLUMBIA 


1950 
Population 


DISTRICT  OF  COLUMBIA  RADIO  MARKET  DATA 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR 

792,234 

'50 

663,091 

'4( 

%  of  U.  S  

0.53% 

'50 

0.50% 

'41 

Families   

221,294 

'50 

170,640 

'41 

Percent  Radio  

96.8% 

'49 

96.2% 

'4( 

Radio  Families  

214,212 

'50 

225,000 

'4( 

Retail  Sales    % 

982,361,000 

'49 

1,107,732,000 

'41 

Retail  Trade  Employes   

69,368 

'48 

50,838 

'3! 

Wholesale  Sales  Volume  ....  $ 

1,195,055,000 

'48 

347,800,000 

'3! 

Wholesale    Trade  Employes 

16,782 

'48 

10,554 

'31 

Employment  (Mid-March)  . 

227,646 

'48 

214,463 

'4' 

Taxable  Payrolls  (1st  quarter)  $ 

142,076,000 

'48 

127,200,000 

'4' 

Income    % 

1,885,000,000 

'48 

905,000,000 

'41 

Percent  distribution   

0.91% 

'48 

1.19% 

'41 

Per  Capita  Income   

$1,691 

'48 

1,080 

'41 

Percent  of  national  per 

capita  income   

120% 

'48 

188% 

'4i' 

New  Construction  (Private)  $ 

94,600,000 

'49 

59,400,000 

'3! 

Residential    $ 

46,900,000 

'49 

34,000,000 

'3!- 

Non-Residential    % 

28,700,000 

'49 

20,900,000 

'3! 

Value  added  by  Manufacture  $ 

99,067,000 

'47 

43,367,000 

'3! 

Automobile  Registration  . . . 

181,766 

'49 

171,188 

'41 

Telephones   

448,600 

'49 

368,400 

'41 

Note:  1949  Retail  Sales,  copyright  1950 

"Sales  Management." 

Further  reproductioi 

unlicensed.  1948  Retail  Sales,  Dept.  of 

Commerce,  19i 

i8  Census  of  Business. 

*      *  * 

* 

*  * 

1940 
Population 


1950 
Families 


1950 
Radio-Families 


%  Radio 

.   792,234  663,091  221,294  214,212  96.8 

^"""^!fi°;ref^'SyrU*?!'!  ^fP°^*'_'  "'•O  Po.pulation,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate 


Washington.. 


1949 
Retail  Sales 

(Est.)  ($000) 
1,261,722 


1948 
Retail  Sales 
U.  S.  ($000) 
1,107,732 


Employment  Taxable  Pay 

Mid-March  rolls-lstQti 

1948  1  948  ($000 

227,646  142,07 


rnn»r;«ui   lOEfi  i»c  1       11     ,7         '.   " lujjuiuiion,   iTiKj  v.ensus;  ly 

copyright   1950    'Sales   Monagement."    Further   reproduction   unlicensed.  1948 


v  I  uiiii uiiu  I  7-j<ij  nuulu  ruiiii I iv^r  orvw^u/v.^ J 1 1 i'<i\7  eaiiiiiaie;  Percent  Radio,  BMB;  1 949  Retai I  5a 1 6! 
Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 


FLORIDA 


SPOT  RATE  FINDER 


BEllE    GLADE    Palm    Beach,  31,883  fam., 

85.1%  radio,  27,132  radio  fam. 
WSWM,  Ikw-D,  900kc,  Best 

SB        IM      5M       15M  30M  1  Hr 

D       3.75     4.50      7.00    14.50  21.50  36.00 

N      4.00     5.00      8.00    16.00  24.00  40.00 

BRADENTON,    Manatee,    9,650  fam.,  85.6% 

radio,  8,260  radio  fam. 
WDHL,  250w,  1490kc 

D       2.40     4.00    10.00    20.00  30.00  50.00 

N       2.40      5.00    12.00    24.00  36.00  60.00 

CLEARWATER,   Pinellas,   46,798  fam.,  91.8% 
radio,  42,960  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       3.75     4.25      8.50    17.00    25.50  42.80 

N       4.00      4.50      9.00    18.75    30.00  57.50 

WCLE,  Ikw-D,  680kc,  Holman,  Conlan 

D       4.00     5.00    10.00    20.00    30.00  50.00 

N  4.00  5.00  10.00  20.00  30.00  50.00 
WTAN,  250w,   1340kc,  McGillvra 

D       3.50     3.50     7.00    14.00    21.00  35.00 

N       4.00     4.00      8.00    17.50    30.00  45.00 

CORAL  GABLES,  Dade,  136,826  fam.,  93.3% 
radio,  127,658  radio  fam. 

2  AM  non-afRliates,  average  1-time  rate 

D       7.00      9.25    13.25    25.25    41.00  67.50 

N       7.00      9.25    13.25    25.25    41.00  67.50 

WTTT,  250w,  1490kc,  McGillvro 

D       6.50     8.50    12.50    22.50    40.00  65.00 

N      6.50     8.50    12.50    22.50    40.00  65.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WVCG,  Ikw  D,  1070kc 

SB        IM      5M  15M  30M  1  Hr 

D       7.50    10.00    14.00  28.00  42.00  70.00 

N      7.50    10.00    14.00  28.00  42.00  70.00 

CRESTVIEW,    Okaloosa,   7,395    fam.,  83.2% 
radio,  6,152  radio  fam. 

WCNU,   Ikw  D,  lOlOkc 

D       5.00     5.00      8.00    12.00    20.00  40.00 

DADE  CITY,  Posco,  5,701  fam.,  85.2%  radio, 
4,857  radio  fam. 

WSMF,  Ikw-D,  larOkc  (CP) 
(No   rates  available) 

DAYTONA    BEACH,    Volusia,    20,433  fam., 
86.4%  radio,  17,654  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D  5.50      9.00    18.00    27.00  45.00 

N  8.25    13.50    27.00    40.50  67.50 


WMFJ,  250w,  1450kc,  ABC,  McGillvra 

D                 4.50    10.00    20.00  30.00  50.00 

N                10.00    15.00    30.00  45.00  75.00 

WNDB,  Ikw-D,  1150kc 

D       7.20     8.00    12.00    24.00  36.00  60.00 

N       7.20      8.00    12.00    24.00  36.00  60.00 

WNDB-FM,  Chan.  233,  94:5mc,  8.5kw-Bonu5 
days  only 

N       1.25      2.50      5.00    10.00  15.00  25.00 

WROD,  250w,  1340kc,  MBS 

D                 4.50      8.00    16.00  24.00  40.00 

N                 6.50    12.00    24.00  36.00  60.00 


DELAND,  Volusia,  20,433  fam.,  86.4%  radio, 

17,654  radio  fam. 
WJBS,  250w,  1490kc,  MBS 

SB        IM      5M       15M     30M  1  Hr 

D      4.50     4.50     7.10    18.00    27.00  45.00 

N      4.50     4.50     7.15    18.00    27.00  45.00 

FT.     LAUDERDALE.     Broward,    23,273  fam., 
85.1%  radio,  19,805  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       6.75     6.75      9.50    22.50    40.50  70.00 


WBRD,  250w-D,  1580kc 

SB  IM  5M  15M  30M  1  H 
D       7.50     6.00     9.00    18.00    36.00  60.0 

WFTL,  250w,  1400kc,  Hooper 

D      6.00     7.50    10.00    27.00    45.00  8O.0 

N      6.00     7.50    10.00    27.00   45.00  8O.0 

WGOR   (FM),  Chan.  293,    106.5mc,  9.26kr 
Bonus 

FT.   MYERS,    Lee,  6,483  fam.,   86.9%  radi<: 
5,633  radio  fam. 

(Continued  on  page  56) 


MARKET  INDICATORS  FOR  FLORIDA 
CLASSIFICATIONS  FIGURES  YR.         FIGURES  Y» 


Population   

%  of  U.  S  

Families   

Percent  Radio   

Radio  Families   

Retail  Sales   $ 

Retail  Trade  Employes   

Wholesale  Sales  Volume  ....  $ 
Wholesale  Trade  Employes  . 
Employment  (Mid-March)  . 
Taxable  Payrolls  (1st 

quarter)    $ 

Income    $ 

Percent  distribution  

Per  Capita  Income   

Percent  of  national  per 

capita  income   

New  Construction  (Private)  $ 

Residential    $ 

Non-Residential    S 

Value  added  by  Manufacture  $ 
Automobile  Reg:istration  . .  . 
Telephones   


2,734,086 
1.82% 
763,711 
87.4% 
667,483 
2,178,223,000 
130,591 
1,981,160,000 
49,320 
536,906 

303,208,000 
2,762,000,000 
1.34% 
$1,137 


'50 
'50 
'50 
'49 
'50 
'49 
'48 
'48 
'48 
'48 

'48 
'48 
'48 
'48 


1,897,414 
1.44% 
533,320 
79.5% 
488,000 
2,335,965,000 
77  312 
525,900,000 
37,227 
507,843 

256,740,000 
900,000,000 
1.19% 
471 


81%  '48 

428,200,000  '49 

304,100,000  '49 

74,500,000  '49 

349,976,000  '47 

867,510  '49 

517,200  '49 


82%  '4 

89,600,000  '3 

69,500,000  '3 

11,000,000  '3 

115,885,000  '3 

782,435  'i 

334,900  '4 


Note:  1949  Retail  Sales,  copyright  1950 
unlicensed.   1948  Retail  Sales,  Dept.  of 


"Sales  Management."  Further  reproductio 
Commerce,  1948  Census  of  Business. 
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'65.6%  more  Ma\  week  share  of  audience  than 
the  next  station  (Pulse  Survey:  May-June,  1950) 
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THE  WASHINGTON  POST -CBS  STATION 
Represenfed  by  Radio  Sales 
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WJAX 

JACKSONVILLE,  FLORIDA 


70s 


Mo 


fe  Co 


^5%  More  p 
'"''an  t/j 


Station 


station 


Yes, here's  unequalled  coverage  and  unequalled 
dollar  value  in  one  of  the  South's  major  markets. 

Compare  the  BMB-reported  coverage  —  and 
compare  the  rates.  Vastly  greater  coverage  per  dol- 
lar— day  and  night. 

Here  is  effective  coverage  of  an  area  with  more 
than  $900,000,000  in  effective  buying  income. 

Here  is  leadership  of  more  than  20  years  stand- 
ing— leadership  that  means  buymanship  throughout 
the  area  covered  by  the  persuasive  selling  voice  of 
WJAX. 

See  your  Blair-Cummings  representative  with- 
out delay  for  full  information  about  the  overwhelming 
coverage,  the  amazing  economy,  the  immense  selling 
power  of  WJAX — Jacksonville's  NBC  station  with 
5,000  watts  and  a  million  friends. 


WJAX 


J.  DILLON  KENNEDY 
Commissioner  in  Charge 


JOHN  T.  HOPKINS,  III 
Manager 
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WINK,  250w,    1240kc,  Cooke,  CBS 


SB 

IM 

5M 

15M 

30M 

1  Hr 

D 

4.75 

5.50 

10.00 

15.00 

30.00 

50.00 

N 

5.75 

6.50 

12.00 

18.00 

36.00 

60.00 

FT. 

PIERCE, 

Saint 

Lucie, 

5,593 

fam.. 

79.9% 

radio,  4,468  radio  fam. 

WIRA,   250w,   1400kc,  MBS 

D       3.75      4.50      8.00  16.00 

N       5.00      6.00    10.00  20.00 


24.00 
30.00 


40.00 
50.00 


GAINESVILLE,   Alachua,   15,842  fam.,  83.3% 
radio,  13,196  radio  fam. 

WGGG,  250w,  1230kc 
D       3.75      5.00    10.00  2 
N      3.75      5.00    10.00  2 


WRUF, 

D 

N 


5kv 


,  SSOkc,  MBS,  Burn 
6.00  13.00  25.00 
8.50    18.00  35.00 


WRUF-FM,   Chan.   281,  104.1m. 
Smith    (rates    upon  request) 


HOLLYWOOD,  Broward, 
radio,  19,805  fam. 


WINZ, 

D 

N 


Ikw,  940kc,  LBS, 
3.75  17.50 
13.25  26.50 


Perry 
20.00 
20.00 


JACKSONVILLE,  Duval, 
radio,  78,523  radio  fan 


30.00 

50.00 

30.00 

50.00 

-Smith, 

BMB 

35.00 

55.00 

55.00 

80.00 

,  3kw, 

Burn- 

fam.. 

85.1% 

60.00 

90.00 

90.00 

135.00 

fam.. 

89.1% 

4  AM  affiliates,  1-time  rate 

D      10.00    10.00    17.75    35.25    54.25  90.75 

N     18.50    18.00    36.00    69.00  108.25  181.25 

2  AM  non-affiliates,  overage  1-time  rate 

J       5.75      6.25      9.75    22.00    34.00  64.00 

WIVY,   Ikw-D,  1050kc 

D       1.50      2.50      7.50    15.00    30.00  50.00 

WJAX,  5kw,  930kc,   NBC,  Blair 

D  10.00    18.50    37.00    60.00  95.00 

N  20.00    37.00    74.00  120.00  190.00 

WJAX-FM,    Chan.    236,    95.1  mc,    1 1 .5kw  (no 
.ates  available) 

WJ\X-TV,    Chan.    2,    7.5kw-aur.;  15kw-vis. 
(CP) 

WJHP,  5kw,  1520kc,  MBS,  Perry 

D  10.00    18.00    35.00    53.00  88.00 

N  15.00    35.00    70.00  105.00  175.00 

WJHP-FM,  Chan.  245,  96.9mc,  34kw 
(See  Transit   Rodio  Listing) 

WMBR,     5kw,     1460kc,    CBS,  Avery-Knodel, 

BMB,  Hooper 
D      10.00    10.00    18.00    36.00    54.00  90.00 
N     20.00    20.00    36.00    72.00  108.00  180.00 

WMBR-FM,  Chan.  241,  96.1  mc,  67kw,  Avery- 
Knodel  (Ail  FM  rates  25%  of  AM) 

WMBR-TV,   Chan.  4,  7.4kv/-aur.;  14.8kw-vis., 

CBS,  Avery-Knodel 
D     22.50    22.50    37.50    60.00    90.00  150.00 
N     30.00    30.00    50.00    80.00  120.00  200.00 

V/OBS,    Ikw-D,    1360kc,    Forjoe,  Hooper 

D      10.00    10.00    12.00    29.00    38.00  78.00 

N     12.00    12.00    16.00    32.00    46.00  90.00 

WPDQ,  5kw,  600kc,  ABC,  Kotz,  Hooper,  BMB 
D  10.00  10.00  16.50  33.00  50.00  90.00 
N     17.00    17.00    36.00    60.00  100.00  180.00 

WRHC,    250w,    1400kc,   McGillvra    (No  rotes 
available) 


JACKSONVILLE  BEACH,   Duval,  88,130  fom., 
89.1%  radio,  78,523  radio  fom. 

WJVB,  250w-D,  lOlOkc 
D       3.75      5.00  10.00 


20.00    30.00  50.00 


KEY  WEST,  Monroe,  7,027  fam.,  83.4%  radio, 
5,860  radio  fam. 

WKWF,   500w,   1600kc,   MBS,   Perry,  BMB 
D       5.00      6.50    10.00    20.00    30.00  50.00 
N     10.00    13.00    20.00    40.00    60.00  100.00 


LAKE    CITY,    Columbia,    5,034  fom.,  75.9% 
radio,  3,820  radio  fam. 

WDSR,  250w,  1340kc 

D       3.75      5.00    10.00    20.00  30.00  50.00 

N       3.75      5.00    10.00    20.00  30.00  50.00 


LAKELAND,   Polk,  34,301  fam. 
29,430   radio  fam. 


85.8%  rodio. 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanotion  see  foreword. 


2  AM  offiiiates,  average  1-time  rate 

SB         IM       5M  15M      3DM      1  H- 

D       4.37     4.37      9  00  18.50    28.00  42.5( 

N      6.00      6.00    12.00  25.00    38.50  62.5( 


WLAK,  Ikw,  1430;-,  NBC,  Pearson,  Conlor 
D  5.00  5.00  10.00  21.00  30.00  45.0! 
N       7.00      7.00    14.00    30.00    45.00  75.0( 

WONN,  250w,  1230kr,  M3S,  Cooke 

D       3.75     3.75      8  00    16.00    26.00  40.0C 

N       5.00      5.00    10.03    20.00    32.00  50.0( 


LAKE  WORTH,  Po'm  Bea-h,  31,833  fom.,  85.1 
radio,    27,132    radio  fam. 

WEAT,    250w,    1490kc,    NBC,  Pearson 

D       6.50      3.00    10.00    20.00    30.00  50.0C 

N       9.00    11.00    14.00    28.00    42.00  70.0C 


LEESBURG.   Loke,  10,080 
8,688   radio  fam. 

WLBE,  Ikw,  790kc,  Best 
D  4.95  6.60  11.00 
N       4.95      6.60  11.00 


fam.,  86.2%  radio 


22.00 
22.00 


33.00 
33.00 


55.0C 
55.00' 


LIVE    OAK,    Suwannee,    4,725    fam.,  79.0% 
rodio,  3,732  radio  fom. 

WNER,  250w,  1450kc 
D       2.00      3.0C      4.00      8  00    14  00 
N       2.00      3.00      4.00      8.00  14.00 


20.0C 
20.0C 


MARIANNA,    Jackson,    9,684    fam.,  76.8% 
radio,  7,437  rodio  fam. 

WTYS,  250w,  1340kc,  Cummi-igs 

SB         IM       5M       15M      30M  1  Hi 

D       4.00      4.00      8.00    16.00    24.00  40  OC 

N       6.00      6.00    12.00    24.00    36.00  60. OC 


MELBOURNE,    Brevard,  6,256 
radio,   5,411    radio  fam. 


fam.,  86.5% 


WMMB,  250w-D,  1050kc, 
D       3.15      3.40  9.00 


Best 
18.00 


27.00  45.0C 


MIAMI,    Dode,    136,826  fom., 
127,658   'odio  fam. 


93.3%  radio, 


3  AM  affiliates,  average  1-time  rate 

D      17.16     17.16    25.33    50.66    76.00  126.66 

N     26.33    26  33    43  33    86.66  130.00  216.6< 


2  AM  non-afFiliates,  overage  1-time  rote 

D       5.37      5.95    10.72    21.42    32.15  53.72 


22.85  34.30  57.45 
,  710kw,  CBS,  Katz, 


Chan.    242,    96.3mc,    Ikw,  Kotz, 


WFEC,  250w  D,  1220kc 
D       4.75      5.90  11.45 
WGBS,  50kw-D,  lOkw-N 
BMB 

D      20.00    20.00    30.00    60  00  90.00  150.00 

N     30.00    30.00    50.00  100.00  150.00  250.00 

WGBS-FM 
Bonus 

WIOD,  5kw,  610kc,  NBC,  Hollingbery,  Hooper, 
BMB 

D  17.00  17.00  24.00  48.00  72.00  120.00 
N     25.00    25.00    40.00    80.00  120.00  200.00 

WIOD-FM,  Chan.  247,  97.3mc,  54kw,  Holling-' 
bery.  Bonus 

WMIE,  lOkw  D,  5kw-N,  1140kc 
(Consult  station  for  rates) 

WQAM,   5kw-D,    Ikw-N,    560kc,    ABC,  Blair, 
BMB 

D  14.50  14.50  22.00 
N     24.00    24.00  40.00 


44.00  66.00  110.00 
80.00  120.00  200.00 


WQAM-FM,  Chan.  235,  94.9mc,  60kv 
Bonus 

WTVJ   (TV),  Chan.  4,  2.2kw-vis.;  l.lkw-aor.; 

ABC,  CBS,  NBC,  DuMont,  Free  &,  Peters 
D     38.00    38.00    56.00    90  00  135  00  225.00 
N     50.00    50.00    75.00  120.00  180.00  300.00 

WWPB,  250w,   1450kc,  Cooke 
D       6.00      6.00    10.00    20.00  30.00 
N       7.00      6.00    14.00    28.00  42.00 

WWPB-FM,  Chan.  268,  101. 5mc,  5kw 


Blair, 


50.00 
70.00 


MIAMI    BEACH,   Dade,   136,826  fam.,  93.3% 
radio,   127.658  radio  fam. 

WKAT,  5kw-D,  Ikw-N,  1360kc,  MBS,  Weed 
D  13.92  11.39  17.71  35.42  53.13  88.55 
N      21.51     13.97    35.42    70.84  106.26  177.10 

WKAT-FM,  Chan.  226,  93.1  mc,  324kw,  Bonos 

WLRD  (FM),  Chan.  230,  93.9mc,  13kw 

D       2.00      2.00      4.00      9.00    13.50  22.50 

N       3.00      3.00      6.00    12.00    18.00  30.00 

WMBM,   IkwD,   800kc,  Rambeao 

D       5.50      8.25    13.75    27.50    46.00  57.50 

N      5.50      8.25    13.75    31.50    52.75  66.00 


BROADCASTING 


Telecasting 


:ALA,   Marion,   10,606  fam.,   82.8%  radio, 
|',781   radio  fam. 
MC,  Ikw,  I290.<c,  MBS,  Perry,  Conlan 
SB         IM       5M       15M      30M      1  Hr 
4.50      4.50      8.00    16.00    24.00  40.00 
6.00     6.00    10.00    20.00    30.00  50.00 


Key  West 


ilANDO,  Orange,  31,881 
odio,  28,629  radio  fam. 


fam.,  89.8% 


4  AM  affiliates,  average  1-time  rate 

SB         IM       5M  15M      30M  1  Hr 

D       7.75      7.75    12.23  24.31    38.62  63.37 

N     10.50    10.50    18.06  35.87    55.25  96.25 

WDBO,  5kw,   580kc,  CBS,  Blair,  Hooper 

D       8.50      3.50    13.75  27.50    44.00  71.50 

N     12.00    12.00    19.25  38.50    66.00  110.00 


WDBO-FM,   Chan.   222,   92.3mc,   35kw,  Blair, 
Bonus 

WHOO,  lOkw,  990kc,  ABC,  Ra-Tel,  Hooper 


5M  15M  30M  1  Hr 
11.70  22.75  39.00  65.00 
18.00  35.00  60.00  100.00 
243,  96.5mc,  59kw,  Ra-Tel 


SB  IM 
D       7.50  7.50 
K     10.00  10.00 
WHOO-FM,  Chan 
Bonus 

(Continued  on  page  58) 
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WKWF 

"The  Nation's  Southernmost  Radio  Station" 


*  91%  Listeners 

No  other  station  in  Florida  on  our 
Frequency! 


A  Regional  Channel! 

Only  Station  in  Key  West,  Monroe 
County  and  rich  Florida  Keys! 


New  York 
j  Chicago 


37,000  local  population,  (not  including  transients). 

National  Representatives: 

JOHN  H.  PERRY  ASSOCIATES 


iProgrammed 
by  all  four 
major  networks 


m  la  m  I 


you  CAN 
SELL  MORE 

IH  MIAMI 
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Detroit 
Philadelphia 
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FRcEa^  PETERS- Noill  "Rtfjtsienti&v^ 


August  14,  1950    •    Page  57 


FLORIDA 


SPOT  RATE  FINDER 

(Continued  from  page  57) 

WLOF,  5kw,  950kc,  MBS,  Raymer 

SB        IM       5M       15M      30M  1  Hr 

D       8.00     3.00    13.00    26.00    40.00  65.00 

N     10.00    10.00    20.00    40.00    60.00  100.00 

VVORZ,    Ikw,    740kc,    NBC,    Weed,  Hooper, 
Conlan 

D  7.00  7.00  10.50  21.00  31.50  52.00 
N      10.00    10.00    15.00    30.00    45.00  75.00 


PALATKA,  Putnam,  6,576  fam.,  80.4%  radio, 
5,287   radio  fam. 

WWPF,   250w-D,    800kc,  Continental 
D       3.25      4.50      7.00    12.50  23.00 


WWPF-FM,  Chan. 

daytime  only. 
N       1 .95  2.70 


252,  98.3mc,  975w, 
4.20      7.50  13.80 


40.00 
Bonus 
24.00 

fam.. 


PALM    BEACH,    Palm    Beach,  31,883 

85.1%   radio,   27,132   radio  fam. 
WWPG,  250w,  1340kc,  ABC,  Perry,  Conlan 

D       4.50      4.50      9.00    18.00    27.00  45.00 

N       5.70     5.70    11.40    22.80    34.20  57.00 

WWPG-FM,  Chan.  250,  97.9mc,  22kw,  Perry, 
Bonus 


PANAMA    CITY,    Bay,    11,448    fam.,  83.5% 
radio,  9,559  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       4.50      5.00      8.50    18.00    27.00  45.00 

N       5.00     5.50      9.50    19.00    30.00  50.00 


WDLP,  Ikw,  590kc,  MBS 

D      6.00     6.00    10.00    20.00  30.00  50.00 

N      6.00     6.00    10.00    20.00  30.00  50.00 

WPCF,   250w,    1400kc,  ABC 

D       3.00     4.00      7.00    16.00  24.00  40.00 

N       4.00     5.00      9.00    18.00  30.00  50.00 


Note:  All  Rates  one-time.  Sources:  Families 
ond  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


PENSACOLA,   Escambia,  30,187  fam.,  86.3% 
radio,  26,051   radio  fam. 


3  AM  affiliates,  average  1-time  rate 

SB        IM      5M       15M      30M  1  Hr 

D       6.16      6.7C    10.75    21.66    34.16  57.16 

N       8.55      9.16    13.91     28.00    45.50  76.66 


WBSR,  250w,  1450kc,  ABC 

D       6.00      6.00    10.00    20.00    30.00  50.00 

N       8.00      8.00    14.00    28.00    42.00  70.00 

WCOA,   5kw,    1370kc,   NBC,  Perry 

D       8.50      8.50    13.75    27.50    44.00  71.50 

N     12.00    12.00    19.25    38.50    66.00  110.00 

WCOA-FM,  Chan.  250,  98.9mc,  5.4kw,  Bonus 

WEAR,  250w,  1230kc,  MBS,  Pearson 

D       4.00      5.60      8.50    17.50    28.50  50.00 

N      5.65     7  50      8.50    17.50    28  50  50.00 


PLANT    CITY,     Hillsborough,    69,423  fam., 
88.9%  radio,  61,717  radio  fam. 

WPLA,  250w-D,  1570kc 
D      3.00     3.00  5.00 


9.00    18.00  36.00 


QUINCY,     Gadsden,     10,159    fam.,  78.2% 
radio,  7,944  radio  fam. 

WCNH,  250w,  1230kc 

D  3.00  3.00  4.50  12.00  18.00  30.00 
N      3.00      3.00      4.50    12.00    18.00  30.00 

ST.  AUGUSTINE,  St.  Johns,  6,919  fam.,  81.8% 
radio,  5,659  radio  fam. 

WFOY,   250w,   1240kc,  CBS,  Avery-Knodel 
D       4.50     4.50      7.00    15.00    22.00  36.00 
N       9.00      9.00    11.00    22.00    33.00  54.00 

ST.  PETERSBURG,  Pinellas,  46,798  fam.,  91 .8% 
radio,   42,960   radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       5.25      7.75    12.25    24.50    42.00  71.00 

N       8.00    10.37    18.25    38.75    72.00  120.00 


WSUN,  5kw,  620kc,  ABC,  Weed 

D       4.50      7.50    12.50    25.00    42.00  70.00 

N      8.00    10.75    17.50    37.50    72.00  120.00 


WISP,   5kw,   1380kc,  MBS,   Pearson,  Hooper, 
Conlan 

SB        IM  5M       15M  30M     1  Hr 

D       6.00      8.00  12.00    24.00  42.00  72.00 

N       8.00    10.00  19.00    40.00  72.00  120.00 

WTSP-FM,  Chan.  273,   102.5mc,  37kw,  Pear- 
son, Bonus 


SANFORD,     Seminole,    7,330    fam.,  83.5% 
radio,  6,120  radio  fam. 

WTRR,  250w,  1400kc,  Best 

D       3.60      3.60     6.48    12.96    21.60  36.00 

N      5.00     5.00     9.00    18.00    30.00  50.00 


SARASOTA,    Sarasota,    7,973    fam.,  88.1% 
radio,  7,024  radio  fam. 

WKXY,  Ikw-D,  1540kc,  LBS 

D       5.00    10.00    15.00    20.00    30.00  50.0C 

N      5.00    10.00    15.00    20.00    30.00  50.00 

V/SPB,  250w,   1450kc,  CBS,  Pearson 

D      3.75      3.75    10.00    20.00    30.00  50.00 

N      5.00     5.00    12.00    24.00    36.00  60.00 


SEBRING,     Highlands,    3,766    fam.,  82.8% 
radio,   3,118   radio  fam. 

WJCM,   lOOw,  1340kc,  LBS 

D       2.50      2.50      3.50     7.50    13.00  20.00 

N       3.00      3.00      4.25    10.00    16.00  30.00 


SULPHUR     SPRINGS,     Hillsborough,  69,423 
fam.,  88.9%  radio,  61,717  radio  fam. 

WHBO,  250w-D,  1050kc  (See  Tampa  Flo.  List- 
ing) 


TALLAHASSEE,    Leon,     14,311    fam.,  82.9% 
radio,  11,863  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       5.08      5.65      9.75    20.00    30.00  50.00 

N       7.02     7.59    13.50    27.00    42.00  70.00 


WTAL,  5kw,  1270kc,  CBS,  MBS,  Blair,  Conlan 
D  7.00  7.00  12.00  24.00  36.00  60.00 
N     10.00    10.00    18.00    36.00    54.00  90.00 


WTAL-FM,  Chan.  280,  103.9mc,  710w,  B 
Bonus 

SB        IM       5M       15M      30M  1 
WTNT,  250w,  1450kc,  ABC,  Clark 
D       3.16      4.30      7.50    16.00    24.00  4C 
N       4.05      5.18      9.00    18.00    30.00  5C 


TAMPA,    Hillsborough,    69,423    fam.,  88.? 
radio,  61,717  radio  fam. 

2  AM  affiliates,  average   1-time  rote 

D  12.00  12.00  20.00  32.00  50.00  8C 
N     16.00    16.00    32.50    60.00    90.00  16C 

3  AM  non-affiliates,  average  1-time  rate 
D       4.17      4.50      8.33    16.36    28.63  48 

WALT,   Ikw-D,  lllOkc,  Perry 
D       5.00     6.00    12.00    21.60    38.00  60 
WDAE,  5kw,  1250kc,  CBS,  Katz 
D      12.00    12.00    20.00    32.00    50.00  80 
N     16.00    16.00    30.00    60.00    90.00  160 
WDAE-FM,  Chan.  289,  105.7mc,  Ikw,  Bonu 
WEKB,    Ikw-D,  1590kc 
D  3.50     5.50    14.00    21.65  40 

WFLA,  5kw,  970kc,   NBC,   Blair,  Cummin 
Hooper 

D     12.00    12.00    20.00    32.00    50.00  80 
N     16.00    16.00    35.00    60.00    90.00  160 
WFLA-FM,   Chan.  227,  93.3mc,  53kw,  BIc 
Bonus 

WHBO,  250w,  1050kc 

D      3.35     4.50     7.50    13.50    26.25  45 

N       3.35     4.50     7.50    13.50    26.25  45 


WEST    PALM    BEACH,    Palm    Beach,  31, 
fam.,  85.1%  radio,  27,132  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D       6.00     6.00    11.00    22.00    33.00  55' 

N     11.00    11.00    20.00    40.00    60.00  IOC. 

WIRK,  Ikw,  1290kc,  MBS,  McGillvra 
D  6.00  6.00  12.00  24.00  36.00  6C 
N  10.00  10.00  20.00  40.00  60.00  IOC 
WJNO,  250v/,  1230kc,  CBS,  Meeker 
D  6.00  6.00  10.00  20.00  30.00  5C 
N     12.00    12.00    20.00    40.00    60.00  IOC 


WINTER  HAVEN,  Polk,  34,301   fom.,  85 

radio,   29,430   radio  fam. 
WSIR,  250w,  1490kc,  MBS,  Conlan,  BMB 
D       4.00      4.00      8.00    16.00    24.00  4C 
N       5.36     5.36    10.72    21.44    32.16  5 
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FLORIDA  RADIO  MARKET  DATA  BY  COUNTIES 
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1  ocn 

|70U 

>pulation 

1  o^n 

Population 

1  73U 

Families 

1  73U 

Radio-Families 

70  Kaaio 

1949 
Retail  Sales 
(Esv.)  (5000) 

1948 
Retail  Sales 
U.  S.  (5000) 

Employment 
fviia-/viarcn 
1948 

Taxable  Pay- 
roiis^isT  uir, 
1948  ($000) 

56,717 

38,607 

15,842 

13,196 

83.3 

28,077 

31,847 

7,323 

3,226 

6,291 

6,510 

1,757 

1,407 

80.1 

2,117 

2,428 

350 

130 

40,987 

20,686 

1 1,448 

9,559 

83.5 

25,120 

27,738 

6,080 

3,145 

11,386 

8,717 

3,180 

2,690 

84.6 

3,942 

5,611 

1,046 

379 

22,400 

16,14? 

6,256 

5,411 

86.5 

15,140 

16,878 

2,324 

944 

83,318 

39,794 

23,273 

19,805 

85.1 

58,804 

93,630 

16,445 

10,435 

.7,894 

8,218 

2.205 

1,768 

80.2 

2,731 

3,343 

378 

147 

4,267 

3,663 

1,191 

1,056 

88.7 

2,963 

2,955 

591 

226 

.  6,086 

5,846 

1,700 

1,428 

84.0 

2,933 

3,692 

421 

161 

13,307 

6,468 

3,717 

3,163 

85.1 

2,162 

5,152 

693 

307 

6,452 

5,102 

1,802 

1,477 

82.0 

3,298 

2,418 

1,119 

624 

18,022 

16,859 

5,034 

3,820 

75.9 

8,935 

11,476 

1,714 

656 

489,838 

267,739 

136,826 

127,658 

93.3 

528,360 

588,765 

140,077 

88,034 

9,184 

7,792 

2,565 

2,090 

81.5 

5,679 

5,777 

1,105 

456 

3,911 

7,018 

1,092 

900 

82.5 

3,606 

2,117 

329 

109 

315,598 

210,143 

88,130 

78,523 

89.1 

291,047 

266,877 

74,068 

40,671 

108,072 

74,667 

30,187 

26,051 

86.3 

73,780 

75,703 

16,321 

8,032 

3,357 

3,008 

937 

769 

82.1 

1,343 

1,602 

365 

121 

5,755 

5,991 

1,607 

1 ,250 

77.8 

2,905 

2,207 

426 

140 

36,370 

31,450 

10,159 

7,944 

78.2 

14,438 

17,245 

3,394 

1,285 

3,489 

4,250 

974 

762 

78.3 

1,430 

1,676 

209 

96 

2,197 

2,745 

613 

514 

84.0 

1,080 

1,208 

118 

46 

7,433 

6,951 

2,076 

1,785 

860 

3,037 

3,853 

1,688 

966 

8,955 

9,778 

2,501 

1,980 

79.2 

3,039 

3,322 

713 

228 

10,022 

10,158 

2,799 

2,292 

81.9 

5,693 

6,733 

720 

3C6 

5,997 

5,237 

1,675 

1,447 

86.4 

3,897 

5,272 

1,115 

674 

6,652 

5,641 

1,858 

1,599 

86.1 

3,796 

4,451 

725 

277 

13,485 

9,246 

3,766 

3,118 

82  8 

6,659 

8,579 

1,469 

656 

248,536 

180,148 

69,423 

61,717 

88.9 

192,&63 

210,375 

57,233 

29,233 

14,000 

15,774 

3,910 

3,084 

78.9 

2,058 

3,114 

440 

132 

11,850 

8,957 

3,310 

2,839 

85.8 

7,051 

8,949 

1,227 

673 

34,669 

34,428 

9,684 

7,437 

76.8 

12,264 

15,319 

2,561 

837 

10,385 

12,032 

2,900 

2,282 

78.7 

3,110 

3,682 

534 

179 

3,431 

4,405 

958 

785 

82.0 

1,079 

1,307 

107 

43 

36,088 

27,255 

10,080 

8,688 

86.2 

19,768 

23,439 

3,822 

1,760 

23,211 

17,488 

6,483 

5,633 

86.9 

17,594 

22,370 

3,330 

1,559 

51,235 

31,646 

14,311 

11,863 

82.9 

31,290 

34,200 

6,709 

2,965 

10,627 

12,550 

.2,968 

2,407 

81.1 

4,452 

4,609 

851 

306 

3,174 

3,752 

886 

693 

78.3 

598 

944 

368 

112 

14,177 

16,190 

3,960 

3,029 

76.5 

5,795 

4,854 

1,024 

332 

34,547 

26,098 

9,650 

8,260 

85.6 

19,958 

26,068 

4,235 

1,970 

37,973 

31,243 

10,606 

8,781 

82.8 

21,797 

30,248 

5,639 

2,518 

7,665 

6,295 

2,141 

1,845 

86.2 

4,555 

5,454 

1,099 

528 

25,159 

14,078 

7,027 

5,860 

83.4 

7,781 

16,112 

2,223 

988 

12,755 

10,826 

3,562 

2,960 

83.1 

5,052 

7,067 

2,061 

1,082 

26,476 

12,900 

7,395 

6,152 

83.2 

4,876 

9,464 

1,531 

559 

3,444 

3,000 

962 

812 

84.5 

2,147 

2,350 

245 

114 

114,134 

70,074 

31,881 

28,629 

89.8 

117,796 

105,946 

21,129 

19,072 

11,325 

10,119 

3,163 

2,773 

87.7 

6,045 

7,942 

1,318 

575 

114,144 

79,989 

31,883 

27,132 

85.1 

142,143 

128,152 

23,089 

13,526 

20,41 2 

13,981 

5,701 

4,857 

85.2 

6,306 

10,111 

1,544 

618 

167,539 

91,852 

46,798 

42,960 

91.8 

165,105 

152,439 

27,739 

14,592 

122,801 

86,665 

34,301 

29,430 

85.8 

101,669 

84,31 1 

27,114 

15,020 

23,545 

18,698 

6,576 

5,287 

80.4 

11,899 

16,330 

2,935 

1,390 

24,773 

20,012 

6,919 

5,659 

81.8 

16,965 

17,766 

3,237 

1,326 

20,023 

11.871 

5,593 

4,468 

79.9 

1 2,967 

18,722 

2,243 

1,113 

18,501 

16,085 

5,167 

4,200 

81.3 

4,087 

5,830 

473 

162 

28,544 

16,106 

7,973 

7,024 

88.1 

21,476 

32,165 

5,528 

2,593 

26,242 

22,304 

7,330 

6,120 

83.5 

14,643 

17,783 

2,072 

972 

11,311 

1 1 ,041 

3,159 

2,640 

83.6 

3,549 

5,013 

536 

217 

16,919 

17,073 

4,725 

3,732 

79.0 

7,226 

8,770 

1,400 

467 

10,383 

11,656 

2,900 

2,224 

76.7 

5,636 

6,660 

2,277 

1,008 

8,883 

7,094 

2,481 

1,984 

80.0 

1,226 

1,677 

210 

71 

73,151 

53,710 

20,433 

17,654 

86.4 

60,625 

65,059 

11,789 

5,561 

5,238 

5,463 

1,463 

1,189 

81.3 

1,898 

1,104 

258 

113 

14,672 

14,246 

4,098 

3,249 

79.3 

4,733 

6,791 

903 

344 

11,844 

12,302 

3,308 

2,626 

79.4 

2,933 

3,195 

731 

268 

ources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
1  copyright  1950  "Sales  AAanagement."    Further  reproduction  unlicensed.    1948   Retail  Soles;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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GEORGIA 


SPOT  RATE  FINDER 

ALBANY,     Dougherty,     11,908    fam.,  79.2% 
radio,  9,431  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

SB         IM       5M       15M      30M  1  Hr 

D       3  00      3.50      6.00    12.00    18.00  30.00 

N       4.25      4.75     11.50    23.00    36.00  60.00 

WALB,  Ikw,  1590kc,  ABC,  Burn-Smith 

D       3.50      3.50      6.00    12.00    18.00  30.00 

N  4,50  4.50  11.00  22.00  36.00  60.00 
WGPC,  250w,  1450kc,  CBS,  Hollingbery,  BMB 

D       2.50      3.50      6.00    12.00    18.00  30.00 

N       4.00      5.00    12.00    24.00    36.00  60.00 

[For  combination  rotes  see   WRBL,  Colum- 
bus, Go.,  listingl 
AMERICUS,  Sumter,  6,757  fam.,  75.9%  radio, 

5,128  radio  fam. 
WDEC,  250w,  1230kc,  MBS 
D       3.00      3.00      5.00      9.00  16.50 
N       3.00      3.00      5.00      9.00  16.50 


26.50 
26.50 

ATHENS,   Clarke,    10,181    fam.,  85.0%  radio, 

8,653  radio  fam. 
WGAU,  250w,  1340kc,  CBS,  BMB 
D       3.00      3.00      6.00    12.00    18.00  30.00 
N       5.00      5.00     10.00    20.00    30.00  50.00 
WGAU-FM,  Chan.  258,  99.5mc,  4.4kw,  Bonus 
WRFC,  Ikw-D,  950kc,  Dodson,  BMB 
D       3.50      3.50      6.00    12.00    18.00  30.00 
N      6.00      6.00    10.00    20.00    30.00  50.00 
ATLANTA,     Fulton,      140,531     fam.,  88.3% 

radio,  124,088  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D  25.00  29.66  42.00  66.40  108.00  180.00 
N     41.33    49.66    69.66  110.66  182.00  303.33 

4  AM  non-affillotes,  average  1-time  rote 

D  6.31  8.12  13.37  26.75  44.62  74.37 
N     10.00    14.00    24.00    48.00    75.00  125.00 

WAGA,  5kw,  590kc,  C»S,  Kotz 
D     21.00    24.00    33.00    54.00    90.00  150.00 
N     34.00    40.00    54.00    90.00  156.00  260.00 
WAGA-FM,  Chan.  277,  103.3mc,  50kw,  Bonus 
WAGA-TV,    Chan.    5,    9.5kw-aur.,  18kw-vis., 

CBS,  DuMont 
D     31.00    31.00    48.50    78.00  117.00  195.00 
N     52.00    52.00    81.00  130.00  195.00  325.00 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


BROAOCASTIN^^^TfLECASTINO 

MARKETBOOK  MAP 

»/ 

GEORGIA 

ScaL  of  WliL 

50.         15.  log 


[H    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(5)  Number  of  FM  Broadcasting  Stations 
coi.n"V     ^    Number  of  Telecasting  Stations 

MAP  BY  WALTS  P.  BURN.  MIDDLEBUIT,  VBMOMT 
t>  1950.  BrcadcasUng  Publicabons.  Inc. 


G  E  O   R  C3   I  A. 

A  175,000  METROPOLITAN  AREA 

*  From  Preliminary  Estimates  of   1950  Census  in  the  Officially    Designated    Metropolitan    Area  Comprising 
Muscogee  and  Chattahoochee  counties  and  Ft.  Benning  in  Georgia,  and  Russeli  County  in  Alabama. 

GEORGIA'S    2nd  MARKET 

Only  WRBL  covers  the  rich  Columbus  trading  area  now  at  less  cost  per  thousand  than 
any  other  Columbus  advertising  medium. 


5000  WATTS  AM 
1420  KC 


46,200  WATTS  FM 
93.3  MG 


ESTABLISHED  1928 

Represented  by  George  P.  Hollingbery  Co. 
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BROADCASTING    •  Telecastir 


'ATL,  5kw,  1380kc,  Forjoe 

SB  1M  5M  15M  30M  1  Hr 
6.00  9.00  15.00  30.00  48.00  80.00 
12.00  18.00  30.00  60.00  96.00  160.00 
'ATL-FM,  Chan.  248,  97.5mc,  44kw,  Bonus 
ikBGE,  250w,  1340kc,  Born-Smith 

5.00      7.00    10.00    20.00    36.00  60.00 
ji       8.00    10.00    18.00    36.00    54.00  90.00 
yBGE-FM,    Chan.   238,   95.5mc,    14kw,  Burn- 
Smith,  Bonus 
VEAS,  lOkw,  lOlOkc 

See  Decatur,  Go.,  listing) 
^ERD,   Ikw-D,  860kc 

7.50     7.50    15.00    30.00    45.00  75.00 
I^GST,    5kw.D„    Ikw-N,    920kc,    ABC,  MBS, 
Blair,  Hooper 

15.00    20.00    30.00    48.00    72.00  120.00 
25.00    34.00    50.00    80.00  120.00  200.00 
i/GST-FM,  Chan.  231,  94.1  mc,  345kw,  Blair, 
Bonus 

/QXI  (Buckhead),  5kw-D,  790kc 

6.75  9.00  13.50  27.00  49.50  82.50 
'SB,  50kw,  750kc,  NBC,  Petry 

39.00    45.00    63.00    97.20  162.00  270.00 
65.00    75.00  105.00  162.00  270.00  450.00 
kSB-FM,  Chon.  253,  98.5mc,  54kw,  Bonus 
KSB-TV,  Chan.  8,  1 2.5kw-aur.;  23.8kw-vis. 
24.00    24.00    37.50    60.00    90.00  150.00 
40.00    40.00    62.50  100.00  150.00  250.00 
UGUSTA,    Richmond,    28,568    fam.,  82.1% 
radio,  23,454  radio  fam. 


AM  affiliates,  average  1-time  rate 

5.22  5.22  10.38  20.70  31.05  51.75 
7.22     7.22    14.35    28.70    43.05  71.75 

'BBQ,  250w,  1340kc,  MBS,  Walker 

2.90  2.90  5.40  10.80  16.20  27.00 
2.90  2.90  5.40  10.80  16.20  27.00 
'GAC,  5kw-D,  Ikw-N,  580kc,  ABC,  Avery- 
Knodel,  BMB 

7.50     7.50    15.00    30.00    45.00  75.00 
10.00    10.00    20.00    40.00    60.00  100.00 
'JBF,  250w,   1230kc,  NBC,  Taylor 

4.50      4.50      9.00    18.00    27.00  45.00 
6.00      6.00    12.00    24.00    36.00  60.00 
'RDW,  5kw,  1480kc,  CBS,  Heodley-Reed 

6.00      6.00    12.00    24.00    36.00  60.00 
10.00    10.00    20.00    40.00    60.00  100.00 
kiNBRIDGE,    Decatur,    6,599    fam.,  75.8% 
radio,  5,002  radio  fam. 
^MGR,  250w,  1490kc,  MBS 

3.25      3.25    15.00    20.00    35.00  50.00 
3.25      3.25    15.00    20.00    35.00  50.00 
?UNSWICK,   Glynn,   8,132   fam.,   83.3%  ra- 
dio, 6,773  radio  fam. 
:'GIG,  Ikw,  1440kc 

3.50  3.35  11.00  22.00  33.00  55.00 
!  3.50  3.35  11.00  22.00  33.00  55.00 
j'MOG,  250w,   1490kc,  MBS,  Conlan 

3.00      4.00    10.00    25.00    35.00  60.00 
3.00      4.00    10.00    25.00    35.00  60.00 
iRIRO,  Grady,  5,284  fam.,  79.0%  radio,  4,174 
radio  fam. 

GRA,  Ikw-D,  1300kc 

2.35     3.00     4.55      9.00    15.40  30.00 
ARROLLTON,    Carroll,    9,520    fam.,  85.2% 
radio,  8,111  radio  fam. 
LBB,  250w-D,  llOOkc 

3.20      3.20    10.00    12.00    25.00  42.50 
ftRTERSVILLE,    Bartow,    7,633    fam.,  86.1% 
radio,  6,572  radio  fam. 
BHF,  250w,  1450kc,  MBS 

5.00  5.00  10.00  20.00  30.00  50. nn 
5.00      5.00    10.00    20.00    30.00  50.00 


SDARTOWN,  Polk,  8,557  fam.,  87.9%  radio, 

'7,521  radio  fam. 

I'GAA,  250w,  1340kc,  ABC 

2.00      3.50      5.00    12.00  18.00  30.00 

2.00      3.50      5.00    12.00  18.00  30.00 

iGAA-FM,  Chan.  241,  96.1mc,  5.5kw,  Bonus 

3LUMBUS,  Muscogee,  33,044  fam.,  84.7% 
'iradio,  27,988  radio  fam. 


lAM  affiliates,  overage  1-time  rote 
5.66     6.50    10.66    21.33  32.00 
9.00    10.16    17.33    34.66  52.00 


53.33 
86.66 


jDAK,  250w,  1340kc,  NBC,  Headley-Reed, 
pBMB,  Conlan 

6.00      6.00    10.00    20.00    30.00  50.00 
9.00      9.00    16.00    32.00    48.00  80.00 
[DAK-FM,  Chan.  300,   107.9mc,  3kw,  Bonus 


ote:  All  Rates  one-time.  Sources:  Families 
d  radio  families  estimated  from  field  tabu- 
tions  of  1950  U.  S.  Census.  Percent  radio 
HB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Augusta  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WRDW 


WGBA,    Ikw,    1460kc,    ABC,   MBS,  Bronhom, 
Hooper 

SB         IM       5M       15M  30M      1  Hr 
D       5.00      6.00    10.00    20.00  30.00  50.00 
N       8.00      9.00    16  00    32.00  48.00  80.00 
WGBA-FM,  Chan.  236,  95.1mc,  15.5kw,  Bran- 
ham,  Bonus  with  purchase  of  WGBA,  sepa- 
rate rates: 

D       1.25      1.50      2.50      5.00  7.50  12.50 

N  2.00  2.25  4.00  8.00  12.00  20.00 
WRBL,  5kw,  1420kc,  CBS,  Hollingbery,  BMB 

D       6.00      7.50    12.00    24.00  36.00  60.00 

N     10.00    12.50    20.00    40.00  60.00  100.00 

WRBL-FM,   Chan.   227,   93.3mc,  46.2kw,.  Hol- 
lingbery, Bonus 

Combination    rates    for    WRBL  and  WGPC, 

Albany,  Ga.,  are: 
D       7.00  9.00 
N      12.00  15.00 

CORDELE,    Crisp,    4,928   fam.,  74.7%  radio, 

3,681   radio  fam. 
WAAJM,  250w,   1490kc,  MBS 

D       3.00      3.00    15.00    20.00  35.00  50.00 

N       3.00      3.00    15.00    20.00  35.00  50.00 

COVINGTON,    Newton,    5,652  fam.,  85.4% 

radio,  4,826  radio  fam. 
WMOC,  250w,   1490kc,  MBS 

D       5.00      5.00    10.00    20.00  30.00  50.00 

N  5.00  5.00  10.00  20.00  30.00  50.00 
DALTON,  Whitfield,  9,627  fam.,  90.9%  ladio, 

8,750  radio  fam. 
WSLJ,  250w  1230kc,  MBS,  Continental 

D       2.00      2.50      5.00      8.00  15.00  30.00 

N       2.00      2.50      5.00      8.00  15.00  30.00 

DAWSON,  Terrell,  4,000  fam.,  73.7%  radio, 

2,948  radio  fam. 
WDWD,  Ikw-D,  990kc 

D       2.00      3.00      6.00      8.75  15.00  25.00 
DECATUR,  DeKalb,  27,615  fam.,  93.4%  radio, 
25,792  radio  fam. 

-2  AM  non-afflliates,  average  1-time  rate 

D       9.97    12.50    17.97    34.25  54.75  91.25 


WEAS  (Atlanta),  lOkw,  lOlOkc, 
D  15.75  18.00  24.75  40.50 
N  15.75  18.00  24.75  40.50 
WGLS,  Ikw-D,  970kc,  LBS 
D  4.20  7.00  11.20  28.00 
DOUGLAS,  Coffee,  6,703  fam., 

5,221  radio  fam. 
WDMG,  Ikw-D,  860kc 
D       3.50      5.25      9.00  17.60 
DUBLIN,   Laurens,   9,246  fam., 

7,248  radio  fam. 


Pearson 
67.50  112.50 
67.50  112.50 

42.00  70.00 
77.9%  radio. 


30.00  55.00 
78.4%  radio. 


I'liiiniiiiiiiiiDiiiigniiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiii 

W  E  R  D 

Atlanta 
860  Kcs  1,000  Watts 

npHE  shortest  route  to  the 
hearts  and  ears  of  300,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 

According  to  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 

Network  Station  A  26.0% 
INDEPENDENT  WERD  17.5% 

Network  Station  B 
Network  Station  C 


16.0% 
13.0% 


W  E  R  D  ,  America's  first  and 
only  Negro  owned  radio  station, 
offers  YOU  the  lowest  "cost  per 
thousand"  in  the  ATLANTA 
AREA  


NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers, 
Inc. 

NEW  YORK       CHICAGO  DETROIT 


II  nil  HI  II IIIIIII II  nil  IIIIIIIIIIIIIIIIIIIIIIIIII 111111111 111111111  III 


WMLT,     250w,     1340kc,     MBS,  Continental, 
BMB 

SB         IM       5M       15M      30M  1  Hr 

D       3.85      2.85    15.00    20.00    37.50  42.00 

N       3.85      2.85    15.00    20.00    37.50  42.00 

EAST    POINT,    Fulton,    140,531    fam.,  88.3% 

radio,   124,088  radio  fam. 
WTJH,   Ikw-D,  1260kc 

D       4.25      5.95      8.50    17.00    30.60  51.00 

ELBERTON,   Elbert,  5,187  fam.,  80.9%  radio, 

4,196  radio  fam. 
WSGC,  250w,  1400kc,  MBS,  Continental 

D       1.75      1.75      4.00      8.00    14.00  20.00 

N       1.75      1.75      4.00      8.00    14.00  20.00 

FITZGERALD,    Ben    Hill,    4,159    fam.,  81.3% 

radio,  3,381  radio  fam. 
WBHB,  250w,  1240kc,  MBS 

D       3.00      4.50      7.50    12.00    18.00  30.00 

N       4.50      6.00    10.00    16.00    24.00  40.00 

GAINESVILLE,     Hall,     11,178     fam.,  86.1% 

radio,   9,624  radio  fam. 
WDUN,  250w,  1400kc 

D       3.50      3.50      7.50    12.00    18.00  30.00 

N       5.00      5.00      8.00    16.00    24.00  40.00 
WDUN-FM,    Chan.    280,     103.9mc,    0.3  kw. 
Bonus 

WGGA,  250w,  1240kc,  MBS,  Hooper 

D       3.50      3.50      6.80    13.60    20.40  34.00 

N       5.00      5.00    10.00    20.00    30.00  50.00 

GRIFFIN,  Spalding,  8,648  fam.,  86.4%  radio, 

7,471   radio  fom. 

WKEU,  250w,   1450kc,  MBS,  Sears  &  Ayer 

D                 6.00    12.00    21.00    37.80  68.10 

N                 6.00    12.00    21.00    37.80  68.10 

HARTWELL,   Hart,  4,054  fam.,  84.6%  radio, 

3,429  radio  fam. 
WKLY,  Ikw-D,  980kc 

D                  5.00    10.00    20.00    30.00  50.00 

JESUP,    Wayne,    3.996    fam.,    79.4%  radio, 

3,172  radio  fam. 
WBGR    Ikw-D,  1370kc 

D       3.50      5.25      9.00    17.60    30.00  55.00 

LaGRANGE,     Troup,     13,881     fam.,  80.0% 

radio,   11,104  radio  fam. 
WLAG,  250w,   1240kc,  MBS,  Conlan 

D       4.00      6.00    10.00    20.00    36.00  60.00 

N  4.00  6.00  10.00  20.00  36.00  60.00 
WLAG-FM,  Chan.  238,  104.1mc,  5kw 

D       2.00.     3  00      5.00    10.00    18.00  30.00 

N       2.00      3.03      5.00    10.00    18.00  30.00 

MACON,    Bibb,    31,713    fam.,    81.3%  radio, 
25,782  radio  fam. 

3  AM  affiliates,  overage  1-time  rate 

D       6.83      7.33    15  00    26.66    40.00  66.66 

N     10.16    10.83    22.83    40.66    61.00  101.66 


WBML,  250w,  1240kc,  ABC 
D       6.00      6.00    10.00    20.00  30.00 
N       9.00      9.00    16.00    32.00  48.00 
WBML-FM,  Chan.  264,  100.7mc,  15kw 

(No  rates  available) 
WIBB,  Ikw-D,  1280kc 
D       6  60      6.60  11.00 
,  WMAZ,     lOkw,  940kc, 

Hooper 

11.00  25.00 
16.00  37.50 


22.00 
CBS, 


33.00 
Katz, 


50.00 
80.00 


55.00 
BMB, 


40.00 
60.00 
Chan.   256,  99.1  mc. 


60.00 
90.00 
44kw, 


100.00 
150.00 
Katz, 


50.00 
75.00 
Bran- 


D  9.50 
N  14.00 
WMAZ-FM, 
Bonus 

WNEX,   250w,   1400kc,   MBS,  Bronham 

D       5.00      5.00  10.00    20.00  30.00 

N       7.50      7.50  15.00    30.00  45.00 

WNEX-FM,   Chan.  245,   96.9mc,  41kw, 
ham.  Bonus 

MARIETTA,  Cobb,  17,248  fam.,  89.6%  radio, 

15,454  radio  fam. 
WFOM,  250w,  1230kc 

D       3.00      3.00      8.00  15.00    30.00  60.00 

N       3.00      3.00      8.00  15.00    30.00  60.00 

MILLEDGEVILLE,  Baldwin,  8,301  fam.,  80.6% 

radio,  6,690  radio  fam. 
WMVG,  250w,  1450kc,  MBS,  Griffith 
D       3  85      2.85    15.00    20.00    37.50  42.00 
N       3.85      2.85    15.00    20.00    37.50  42.00 

MOULTRIE,     Colquitt,     9,478     fam.,  79.4% 

radio,  7,525  radio  fam. 
WMGA,  250w,  1400kc,  Clark 

D       2.40      3.20      4.80      9.60    14.40  24.00 

N       2.40     3.20     4.80      9.60    14.40  24.00 

NEWNAN,  Coweta,  7,747  fam.,  82.2%  radio, 

6,368  radio  fam. 
WCOH,  250w,  1400kc,  MBS 

D       5.00     5.00    20.00    40.00  60.00  90.00 

N       5.00     5.00    20.00    40.00  60.00  90.00 

WCOH-FM,  Chan.  244,  96.7mc,  250w,  Bonus 

QUITMAN,   Brooks  5,066  fam.,  77.1%  radio, 

3,905  radio  fam. 
WKMA,  250w,  1490kc 

D       4.00      6  00      8.00  16.00    28.00  40.00 

N       4.00     6.00      8.00  16.00    28.00  40.00 

ROME,    Floyd,    17,574    fam.,    89.0%  radio, 
15,640    radio  fam. 

2    AM   non-affiliates, average    1-time  rate 
D  4.50      9.00    18.00    30.00  50.00 

WLAQ,    Ikw,  1410kc 

D  4.50      9.00    18.00    30.00  50.00 

N  6.00    12.00    24.00    36.00  60.00 

WRGA,  5kw,  1470kc,  MBS,  Walker 

D       6.00      6.00    12.00    24.00    36.00  60.00 

N       7.50     7.50    15.00    30.00    45.00  75.00 


WRGA-FM,  Chan.  293,  106.5mc,  1.4kw,  Bonus 
WROM,    Ikw-D,   710kc,  McKinney 

SB         IM       5M       15M      30M      1  Hr 
D       3.00      4.50      9.00    18.00    30.00  50.00 
SAVANNAH,    Chatham,   41,842   fam.,  84.0% 
radio,   35,147   radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D       7.25      9.00    15.35    27.75    43.00  73.25 

N     10.50    13.37    23.00    41.00    63.25  106.25 

WCCP,  250w,  1450kc,  MBS,  Walker 
D  5.50  5.50  10.00  18.00  30.00  50.00 
N  8.00  8.00  15.00  25.00  40.00  70.00 
WDAR,  250w,  1400kc,  ABC,  Young,  Hooper 
D  4.50  6.00  10.00  18.00  30.00  55.00 
N  6.00  8.50  15.00  27.00  45.00  75.00 
WDAR-FM,  Chan.  243,  96.5mc,  13.2kw,  Bonus 
WFRP,  250w,  1230kc,  Clark 
D  3.75  5.00  9.00  16.00  28.00  48.00 
N  5.00  6.00  12.50  21.60  38.00  60.00 
WSAV,  5kw,  630kc,  NBC,  Hollingbery,  BMB, 
Hooper 

D       9.50    12.00    20.00    37.50    56.00  94.00 
N     14.50    18.00    30.00    56.00    84.00  140.00 
WSAV-FM,  Chan.  262,   100.3mc,   15.5kw  Hoi- 
linbery,  Sonus 

WrOC,  5kw,  1290kc,  CBS,  Katz,  Hooper 

SB         IM       5M       15M      30M  1  Hr 

D       9.50    12.50    21.50    37.50    56.00  94.00 

N     14.50    19.00    32.00    56.00    84.00  140.00 

WTOC-FM,    Chan.    247,    97.3mc,    5kw,  Katz, 
Bonus 

STATESBORO,    Bulloch,    6,943    fam.,  79.3% 

radio,   5,505  radio  fam. 
WWNS,    250w,    1490kc,  MBS 

D       2.00      2.00      4.00      7.35    15.00  25.00 

N       2.00      2.00      4.00      7.35    15.00  25.00 

SWAINSBORO,    Emanuel,   5,502   fam.  79.7% 

radio,   4,385  radio  fam. 
WJAT,   Ikw-D,  800kc 

D       3.50      5.25      9.00    17.60    30.00  55.00 

THOMASTON,     Upson,     6,980    fam.,  84.1% 

radio,   5,870  radio  fam. 
WSFT,  250w-D,   1220kc,  MBS 

D       4.00      4.00      7.00    12.00    22.00  40.00 

THOMASVILLE,    Thomas,    9,456   fam.,  80.2% 

radio,  7,583  radio  fam. 

2  AM  non-afniiates,   average   1-time  rate 
D       3.50      4.87  18.80    33.75  57.50 

WKTG,    Ikw-D,  730kc,  Clark 

D       3.50      5.25      9.00    17.60    30.00  55.00 

WPAX,  250w,  1240kc 

D      3.50      4.50  20.00    37.50  60.00 

N       3.50      4.53  20.00    37.50  60.00 

THOMSON,  McDuffle,  3,196  fam.,  79.0%  radio, 

2,524  radio  fam. 
WTWA,  250w,   1240kc,  MBS 
D       3.00      4.00      7.00    12.00    22.00  40.00 
N       3.00      4.00      7.00    12.00    22.00  40.00 
TIFTON,  Tift,  6,314  fam.,  79.9%  radio,  5,044 

radio  fam. 
WWGS,  250w,  1340kc,  MBS 
D       3.00     4.50      7.50    12.00    18.00  30.00 
N       4.50      6.00    10.00    16.00    24.00  40.00 
TOCCOA,  Stephens,  4,637  fam.,  84.0%  radio, 

3,895  radio  fam. 
WLET,  250w,  1450kc,  MBS,  Clark 
D       3  00      3.00      6.70    13.40    20.00  33.50 
N       3.00      3.00      6.70    13.40    20.00  33.50 
WLET-FM,   Chan.   291,    106.1mc,    lOkw,  Clark 

Bonus  with  AM  during  operating  hours. 
VALDOSTA,     Lowndes,     9,836    fam.,  79.1% 

radio,  7,780  radio  fam. 
WGAF,  5kw,  910kc 

(CP) 

WGOV,  5kw-D,  Ikw-N,  950kc,  MBS,  Pearson 
D  8.00  12.00  18.00  32.00  50.00  80.00 
N  8.00  12.00  18.00  32.00  50.00  80.00 
WGOV-FM,  Chan.  223,  92.5mc,  7kw,  Pearson 

{Bonus,  unless  purchase  on   FM  only,  then 

at  1/3  of  AM  rote) 
VIDALIA,  Toombs,  4.885  fam.,  79.2%  radio, 

3,868  radio  fom. 
WVOP,  250w,  1340kc 

D       3.10  8.50    13.50    25.00  30.00 

N       3.10  8.50    13.50    25.00  30.00 

WAYCROSS,  Wore,  8,458  fam.,  82.7%  radio, 

6,994  radio  fam. 
WAYX,  250w,   1230kc,  MBS,   Hoimon,  BMB 
D       3.00     4.00    10.00    25.00    35.00  60.00 
N       3.00      4.00    10.00    25.00    35.00  60.00 
WEST    POINT,    Troup,    13,881    fam.,  80.0% 

radio,   11,104  radio  fam. 
WRLD,    250w,    1490    kc,    ABC,  Headley-Reed 
D       4.00      4.00      8.00    16.00    24.00  40.00 
N       4.00      4.00      8.00    16.00    24.00  40.00 
WRLD-FM,  Chan.  275,   102.9mc,   10.2kw  (For 

rotes  consult  station  management) 


For  Facts  on  the 
Columbus  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WDAK 
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1 949 

1 948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  Qtr. 

County 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

Appling  

  14,013 

1 4,497 

3,914 

3,049 

77.9 

3,631 

4,062 

/^\  O  1 QA 

^  1 J  o,  1  oo 

(1)  1,131 

  7,368 

7,093 

2,058 

1,699 

82.6 

1,280 

1 ,571 

(2)  576 

(2)  191 

Bacon  

  8,963 

8,096 

2,503 

2,062 

82.4 

3,247 

3,853 

(1) 

(1) 

Baker  

  5,966 

7,344 

1,666 

1,284 

77.1 

801 

731 

(3)  622 

(3)  171 

Baldwin  

  29,721 

24,190 

8,301 

6,690 

80.6 

5,552 

O  AtV7 

(4)  3,556 

(4)  1,327 

Banks  

  6,970 

8,733 

1,946 

1 ,603 

82.4 

576 

523 

1 06 

21 

Borrow  

  13,150 

13,064 

3,673 

3,298 

89.8 

5,054 

6,594 

2,455 

813 

  27,329 

25,283 

7,633 

6,572 

■  86.1 

9,100 

14,699 

4,545 

2,351 

  14,891 

14,523 

4,159 

3,381 

81.3 

8,141 

10,853 

(5)  3,314 

(5)  1,170 

15,370 

3,911 

3,183 

81.4 

4,335 

5,085 

(6)  1,259 

(6)  427 

Bibb  

  n  3,533 

83,783 

31,713 

25,782 

81.3 

98,855 

89,694 

24,647 

11,927 

  9,254 

9,655 

2,584 

2,108 

81.6 

3,215 

3,666 

(7)  1,597 

(7)  570 

6,871 

1,786 

1,400 

78.4 

1 ,055 

1,172 

379 

124 

20,497 

5,066 

3,905 

77.1 

6,095 

6,025 

1,142 

401 

6,288 

1,663 

1,303 

78.4 

1,487 

2,140 

(8)  508 

(8)  215 

26,010 

6,943 

5,505 

79.3 

1 3,499 

1 2,435 

1,492 

524 

26,520 

6,555 

4,857 

74.1 

7,486 

6,561 

1,468 

548 

9,182 

2,551 

2,158 

84.6 

3,791 

3,400 

(9)  3,001 

(9)  1,336 

1 0,438 

2,526 

1,957 

77.5 

3,071 

2,010 

(3) 

(3) 

Camden  

  7,339 

5,910 

2,050 

1,648 

80.4 

2,559 

3,676 

903 

443 

9,103 

2,246 

1,832 

81.6 

3,952 

4,034 

(10)  3,264 

(10)  1,061 

34,156 

9,520 

8,111 

85.2 

11,915 

14,762 

4,598 

1,708 

12,199 

4,228 

3,834 

90.7 

1,920 

3,21 1 

(11)  7,099 

(11)  3,364 

5,256 

1,347 

1,087 

80.7 

1,679 

2,21 1 

317 

94 

Chatho  m 

1 1 7,970 

41,842 

35,147 

84.0 

137,360 

120,958 

34,599 

19,637 

15,138 

3,064 

2,530 

82.6 

448 

138 

140 

50 

Chattooga 

1 8,532 

5,924 

5,296 

89.4 

8,093 

9,265 

5,906 

3,513 

Cherokee 

20  782 

20, 1 26 

5,805 

4,928 

84.9 

6,989 

10,508 

3,202 

1,787 

Clarke 

*iA  AAQ 

10,181 

8,653 

85.0 

33,304 

32,919 

7,147 

3,071 

Cloy 

7,064 

1,628 

1,268 

77.9 

2,207 

2,266 

(12)  2,150 

(12)  694 

Clayton 

oo  m? 

1 1 ,655 

6,150 

5,356 

87.1 

2,095 

4,243 

(13)  1,712 

(13)  699 

Clinch 

A  no  A 

6,437 

1,682 

1,392 

82.8 

2,095 

1,920 

(2) 

(2) 

Cobb 

A1  7AQ 

38,272 

17,248 

1 5.454 

89.6 

23,940 

33,1 14 

7,078 

3,056 

Coffee 

Ol  OOQ 

21,541 

6,703 

5,221 

77.9 

9,532 

1 2,774 

(1) 

fl) 

Colquitt 

33,012 

9,478 

7,525 

79.4 

15,323 

19,009 

3,901 

1,710 

Columbia 

9,433 

2,653 

2,159 

81 .4 

1,263 

1,503 

730 

204 

Cook 

1 1,919 

3,419 

2,834 

82.9 

4,623 

4,552 

(6) 

(6) 

Coweta 

26,972 

7,747 

6,368 

82.2 

1 1,853 

13,91 1 

5,928 

2,651 

Crawford 

7,128 

1,699 

1,340 

78.9 

1,055 

1,343 

396 

111 

Crisp 

17  AAA 

17,540 

4,928 

3,681 

74.7 

12,524 

12,352 

/  1  A \  OOIA 

(14)  3,216 

/  1  A\   1  OCO 

Dade 

5,894 

2,056 

1,749 

85.1 

1,008 

1,632 

(11) 

(11) 

Dawson 

4,479 

1,035 

830 

80.2 

240 

474 

(13)  2,562 

/  1  K  ^  Ol o 
(  ID)  y  It 

Decatur 

22,234 

6,599 

5,002 

75.8 

9,645 

9,570 

2,098 

863 

Dp  Knih 

86,942 

27,615 

25,792 

93.4 

38,219 

53,285 

8,171 

3,879 

21,022 

4,991 

3,853 

77.2 

6,109 

6,140 

1,412 

KQ  1 
DO  1 

16,886 

3,952 

3,141 

79.5 

4,030 

4,421 

(14) 

f  ^  A\ 
{  14) 

28,565 

1 1,908 

9,431 

79.2 

40,388 

38, 1 13 

9,517 

4,321 

10,053 

3,406 

2,775 

81.5 

3,167 

4,615 

1,143 

490 

18,679 

4,858 

3,701 

76.2 

6,991 

6,507 

( 16)  A,/  lU 

f\A\  1  Aon 

\,\0)    f  ,**A\J 

Echols 

2,964 

696 

561 

80.7 

271 

248 

(17)  225 

M7\  Ol 

( 1  / )  y  J 

9,646 

2,547 

2,070 

-  81.3 

2,208 

2,484 

(8) 

{of 

Elbert 

19,618 

5,187 

4,196 

80.9 

7,822 

8,139 

/ 1 Q  \  A  An A 

Mft^  1  QAA 

23,517 

5,502 

4,385 

79.7 

8,605 

8,421 

1 ,231 

415 

7,401 

1,856 

1,514 

81.6 

3,310 

3,680 

(10) 

14,752 

4,232 

3,631 

85.8 

2,336 

5,039 

( |y)  Z,7AO 

f  to\  OAn 
\  \  y }  you 

8,170 

2,231 

1,784 

80.0 

1,454 

2,394 

(13) 

( l"*) 

Floyd 

AO  017 

lA  1  A^ 
OO,  1  4  1 

15,640 

89.0 

45,864 

44  711 

14  224 

7,469 

Forsyth  

11,322 

3,071 

2,542 

82.8 

1,678 

5,785 

(15) 

(15) 

Franklin  

15,612 

4,035 

3,401 

84.3 

5,583 

6,263 

(18) 

(18) 

Fulton  

392,886 

140,531 

124,088 

88.3 

653,346 

574,627 

173,187 

98,960 

Gilmer  

9,001 

2,742 

2,234 

81.5 

1,936 

3,400 

(19) 

(19) 

^^lOscock 

1  KOK 

4,04/ 

1 ,004 

835 

83.2 

ooU 

564 

\A\Jf  X,7XO 

(20)  953 

oo  n  A 

£.  1 ,7ZU 

Q  TOO 

6,773 

83.3 

29,504 

oo  nQA 

6  41 2 

3,071  j 

1 8,445 

5,295 

4,686 

88.5 

7,551 

7,254 

2  707 

939  ; 

1 6,654 

5,284 

4,174 

79.0 

7,1 33 

7,274 

1  344 

520 

Greene 

1  o,/yj7 

3,589 

2,939 

81.9 

4,430 

*;  t;o 

(21)2  979 

(21)  1,052 

9,043 

7,641 

84.5 

7,309 

1 2,878 

Z,  J/  O 

971 

lA  liOO 

14,//  1 

4,0  1  / 

3,993 

86.5 

6,206 

7,735 

/  oo\  A  071 

[_  AA )  o,y/  1 

(22)  3,142 

Hall 

A{\  Cion 

'KA  BOO 
o4,0ZZ 

111  TQ 
1  1 ,  1  /  O 

9,624 

86.1 

22,575 

33,622 

8  277 

3  775 

1  1  A'lA 

1  0  I^A 
1  Z,/04 

3,249 

2,501 

77.0 

3,326 

3,999 

/  o'i  \  o  Aon 

fO'i\  Q7A 

Hara  Ison 

1  ^  680 

1 4  377 

4  1 00 

1  »:0Q 

86.3 

5,279 

6,390 

0,4UU 

2  883 

1 1  428 

3  1 44 

2,546 

81 .0 

2,191 

2,373 

o/ o 

1 1 1 

Hart 

1  A  lil  A 

15  512 

4  054 

1  ,(0O 

o,4zy 

84.6 

2,51 1 

3,942 

{  loj 

\  1  oj 

A  QAA 

o,o  1  u 

1  OA^ 

1,519 

78.1 

1,136 

1,194 

232 

DO  a 

1  7SiA 

1    1 1  o 
I  J,  1  1  y 

4  403 

O  AIO 

82.4 

3,549 

4,677 

(13) 

oct  on  A 

o,ooy 

4,653 

79.7 

4,095 

7,020 

f  OA\  1  707 ( 
(Z4)    \ ,/ Al 

1  1  OQ1 

1 2  936 

3  321 

2,676 

80.6 

3,215 

3,030 

(5) 

1  P  OS7 

20  089 

5  303 

4,4  1  L 

83.2 

6,271 

7,940 

3,053 

1  ,AD\J 

7  483 

8,772 

2,090 

1,730 

82.8 

2  847 

2  870 

V  f 

(23) 

Jeff  Davis  

9,332 

8,841 

2,606 

2,131 

81.8 

2,511 

2,642 

(1) 

(1) 

  18,833 

20,040 

5,260 

4,313 

82.0 

6,349 

6,789 

1,544 

451 

  10,303 

11,843 

2,877 

2,149 

74.7 

3,919 

3,592 

889 

268 

  9,900 

1 2,953 

2,765 

2,167 

78.4 

3,614 

2,622 

(25)  438 

(25)  146 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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Jones   

Lamar  

Lanier  

Laurens  

Lee  

Liberty  

Lincoln   

Long   

Lowndes  

Lumpkin   

McDuflfle  

Mcintosh  

Macon   

Madison   

Marion  t   

Meriwether.... 

Miller   

Mitchell   

Monroe  t  

Montgomery.. 

Morgan  

Murray  

Muscogee  

Newton   

Oconee   

Oglethorpe  ... 

Paulding  t  

Peach  

Pickens  

Pierce   

Pike  

Polk  

Pulaski  

Putnam   

Quitman  

Rabun   

Randolph  

Richmond  

Rockdale  

Schley  

Screven  

Seminole  

Spalding  

Stephens  

Stewart  

Sumter  

Talbot  

Taliaferro  

Tattnall  

Taylor  

Telfair  

Terrell  

Thomas  

Tift  

Toombs  

Towns  

Trejtlen  

Troup  

Turner  

Twiggs  

Union   

Upson   

Walker  

Walton   

Ware  

Warren  

Washington.. 

Wayne   

Webster  

Wheeler  

White  

Whitfield  

Wilcox  

Wilkes  

Wilkinson  

Worth  


1950 
Population 

7,536 
9,865 
5,168 
33,103 
6,680 
8,467 
6,492 
3,552 
35,216 
6,581 
11,445 
6,007 
14,188 
12,233 
6,516 
20,589 
9,020 
22,473 
10,540 
7,905 
11,819 
10,702 
118,300 
20,236 
7,005 
9,946 
11,733 
11,693 
8,818 
11,097 
8,437 
30,637 
8,793 
7,718 
3,014 
7,239 
14,109 
102,275 
8,580 
4,038 
17,742 
7,896 
30,961 
16,602 
9,237 
24,191 
7,551 
4,512 
15,880 
9,229 
13,239 
14,320 
33,888 
22,607 
17,490 
4,789 
6,513 
49,694 
10,490 
8,323 
7,325 
24,991 
38,224 
20,230 
30,282 
8,792 
21,081 
14,306 
4,106 
6,528 
5,953 
34,465 
10,158 
12,403 
9,785 
19,401 


1940 
Population 

8,331 
10,091 
5,632 
33,606 
7,837 
8,595 
7,042 
4,086 
31,860 
6,223 
10,878 
5,292 
1 5,947 
13,431 
6,954 
22,055 
9,998 
23,261 
10,749 
9,668 
12,713 
11,137 
75,494 
13,576 
7,576 
12,430 
12,832 
10,378 
9,136 
11,800 
10,375 
28,467 
9,829 
8,514 
3,435 
7,821 
16,609 
81,863 
7,724 
5,033 
20,353 
8,492 
28,427 
12,972 
10,603 
24,502 
8,141 
6,278 
16,243 
10,768 
15,145 
16,675 
31,289 
18,599 
16,952 
4,925 
7,632 
43,879 
10,846 
9,117 
7,680 
25,064 
31,024 
20,777 
27,929 
10,236 
24,230 
13,122 
4,726 
8,535 
6,417 
26,105 
1 2,755 
15,084 
11,025 
21,374 


1950 
Families 

2,105 
2,755 
1,443 
9,246 
1,865 
2,365 
1,813 
992 
9,836 
1,838 
3,196 
1,677 
3,963 
3,417 
1,820 
5,751 
2,519 
6,277 
2,944 
2,208 
3,301  . 
2,989 

33,044  ' 
5,652 
1,956 
2,778 
3,277 
3,266 
2,463 
3,099 
2,356 
8,557 
2,456 
2,155 
841 
2,022 
3,941 

28,568 
2,396 
1,127 
4,955 
2,205 
8,648 
4,637 
2,580 
6,757 
2,109 
1,176 
4,435 
2,577 
3,698 
4,000 
9,456 
6,314 
4,885 
1,337 
1,819 

13,881 
2,930 
2,324 
2,046 
6,980 

10,677 
5,650 
8,458 
2,455 
5,888 
3,996 
1,146 
1,823 
1,662 
9,627 
2,837 
3,464 
7,974 
5,419 


1950 
Radio-Families 

1,721 
2,242 
1,176 
7,248 
1,400 
1,863 
1,457 

778 
7,780 
1,475 
2,524 
1,343 
3,190 
2,842 
1,415 
4,658 
1,984 
4,714 
2,399 
1,746 
2,663 
2,582 
27,988 
4,826 
1,594 
2,236 
2,739 
2,364 
2,130 
2,510 
1,917 
7,521 
1,851 
1,756 

623 
1,668 
2,971 
23,454 
2,027 

710 
3,745 
1,759 
7,471 
3,895 
2,017 
5,128 
1,623 

923 
3,658 
2,071 
2,991 
2,948 
7,583 
5,044 
3,868 
1,111 
1,435 
11,104 
2,393 
1,770 
1,606 
5,870 
9,619 
4,785 
6,994 
2,072 
4,516 
3,172 
8,789 
1,482 
1,352 
8,750 
2,283 
2,584 
6,498 
4,297 


%  Radio 

81.8 

81.4 

81.5 

78.4 

75.1 

78.8 

80.4 

78.5 

79.1 

80.3 

79.C 

80.1 

80.5 

83.2 

77.S 

81 .0 

78.8 

75.1 

81.5 

79.1 

80.7 

86.4 

84.7 

85.4 

81.5 

80.5 

83.6 

72.4 

86.5 

81.0 

31.4 

87.9 

75.4 

81.5 

74.1 

82.5 

75.4 

82.1 

84.6 

63.0 

75.6 

79.8 

86.4 

84.0 

78.2 

75.9 

77.0 

78.5 

82.5 

80.4 

80.9 

73.7 

80.2 

79.9 

79.2 

83.1 

78.9 

80.0 

81.7 

76.2 

78.5 

84.1 

90.1 

84.7 

82.7 

84.4 

76.7 

79.4 

76.7 

81.3 

81.4 

90.9 

80.5 

74.6 

81.5 

79.3 


1949 

1948 

Employment 

Retail  Sales 

Retail  Soles 

Mid-March 

(csi.J  (oUUUJ 

II   c  /cnnft\ 
U.  b.  (^UQQJ 

1 948 

1,233 

1,087 

463 

4,031 

3,844 

(9) 

1,551 

1,644 

fl7) 

11,452 

15,459 

2,544 

1,360 

847 

(26j  1,140 

2,207 

3,453 

(27j  1,145 

1,550 

2,520 

(28 J  2,280 

719 

954 

(27j 

20,523 

22,272 

5,856 

1,087 

1,742 

(15) 

3,823 

4,796 

(20) 

1,920 

1 ,757 

(27) 

4,751 

5,445 

965 

2,447 

2,085 

386 

1,888 

1,575 

(29)  1,327 

5,470 

6,637 

2,088 

2,383 

2,756 

(16j 

7,230 

9,470 

2,172 

4,255 

4,187 

1,282 

1,921 

1,463 

(30)  1,473 

3,790 

4,752 

(21) 

2,289 

2,370 

(19) 

96,816 

96,591 

34,313 

7,133 

10,510 

(31 )  5,492 

689 

883 

(32)  1,064 

2,192 

1,691 

(32) 

2,446 

2,617 

695 

5,470 

6,558 

(24) 

2,814 

4,329 

(15) 

4,512 

3,871 

551 

1,919 

1,385 

(9) 

13,067 

16,012 

7,975 

4,399 

4,762 

(7) 

3,439 

3,504 

(23) 

431 

410 

(12) 

3,023 

3,142 

(22) 

5,087 

5,678 

1  12) 

90,387 

88,942 

22,736 

2,959 

3,427 

(31) 

1,280 

1,082 

(29) 

5,678 

4,655 

958 

3,199 

3,975 

(16) 

18,330 

21,655 

9,270 

6,319 

9,120 

(22) 

3,326 

2,992 

(29) 

11,134 

14,458 

2,834 

1,615 

1,514 

(33)  1,326 

1,087 

970 

(28) 

4,479 

5,181 

(10) 

3,215 

3,112 

(33) 

4,911 

5,629 

(30) 

5,360 

6,186 

(26) 

17,050 

19,020 

4,926 

12,636 

14,960 

2,816 

8,094 

12,502 

(10) 

448 

884 

(22) 

2,270 

1,875 

(25) 

38,622 

37,844 

14,777 

4,032 

4,222 

(5) 

1 ,231 

1  ,u/o 

688 

1,605 

(19) 

10,285 

14,307 

7,219 

9,452 

15,765 

(11) 

8,125 

9,650 

2,723 

25,947 

22,720 

3,881 

2,638 

2,685 

(20) 

7,327 

7,097 

2,020 

5,310 

6,834 

1,376 

753 

353 

(29) 

1,199 

1,384 

(30) 

800 

1,346 

(22) 

17,739 

20,027 

8,603 

2,814 

2,303 

(5) 

5,198 

5,715 

(28) 

2,768 

2,701 

(4) 

4,431 

4,471 

706 

Taxable  Pay- 
rolls—1st  Qtr. 
1 948  ($000, 

130 
(9- 
(17i 
943 

(26)  426 

(27)  342 

(28)  522 
(27  I 

2,383  , 
(15i 
(20 1  I 
(27 1 
299 
136 

(29)  363 
943 

(16) 
937  i 
505 

(30)  461  i 
(21)  i 
(19)  j 

16,813  : 
(31)  2,622 

(32)  31C 
(321 

231 
(24;: 
(15U 

163  5 

(91 
3,87; 

(7 
(23. 
(1211 

(22: 

(12, 
10,96- 
(31 
(29 
30' 
(16 
4,53! 
(22 

(29 ; 

1,06:  j 

(33)  35. 
(28  I 
(10  I' 
(33  I 
(30  ■ 
(26  1 
1,92  I 
1,07  j 
(10  1 
(22  j 
(25 

7,68  i 
(5! 

(24  ( 

(19  \ 
4,18  j 

(11  I 
1,18  f 
1,58  li 

(20  ij 

(29  J 

(30 ; 

(22  I 
3,87} 
(i[ 

(28 
(^ 
21 


(1)  Includes  Appling,  Bacon,  Coffee  and  Jeff  Dovis  Counties.  (2)  Includes  Atkinson  and  Clinch  Counties.  (3)  Includes  Baker  and  Calhoun  Counties.  (4)  Includes  Baldwin  and  Wilkir 
son  Counties.  (5)  Includes  Ben  Hill,  Irwin,  Turner  and  Wilcox  Counties.  (6)  Includes  Berrien  and  Cook  Counties.  (7)  Includes  Beckley  and  Pulaski  Counties.  (8)  Includes  Bryan  an 
Effingham  Counties.  (9)  Includes  Butts,  Lamar  and  Pike  Counties.  (10)  Includes  Candler,  Evans,  Tattnall  and  Toombs  Counties.  (11)  Includes  Catoosa,  Dade  and  Walker  Countie: 
(12)  Includes  Clay,  Quifman  ond  Randolph  Counties.  (13)  Includes  Clayton,  Fayette  and  Henry  Counties.  (14)  Includes  Crisp  and  Dooley  Counties.  (15)  Includes  Dawson,  Forsytl 
Lumpkin  and  Pickens  Counties.  (16)  Includes  Early,  Miller  and  Seminol  Counties.  (17)  Includes  Echols  and  Lanier  Counties.  (18)  Includes  Elbert,  Franklin  ond  Hart  Counties.  (19)  Ir 
eludes  Fannin,  Gilmer,  Murray  and  Union  Counties.  (20)  Includes  Glascock,  McDuffle  and  Worren  Counties.  (21)  Includes  Greene  and  Morgan  Counties.  (22)  Includes  Habersham,  Rabui 
Stephens,  Towns  and  While  Counties.  (23)  Includes  Hancock,  Jasper  and  Putnam  Counties.  (24)  Includes  Houston,  Peach  and  Twiggs  Counties.  (251  Includes  Johnson  and  Treutle 
Counties.  (26)  Includes  Lee  and  Terrell  Counties.  (27)  Includes  Liberty,  Long  and  Mcintosh  Counties.  (28)  Includes  Lincoln,  Taliaferro  and  Wilkes  Counties.  (29)  Includes  Marior 
Schley,  Stewart  and  Webster  Counties.  (30l  Includes  Montgomery,  Telfair  and  Wheeler  Counties.  (31)  Includes  Newton  and  Rockdale  Counties.  (32)  Includes  Oconee  and  Oglethorp 
Counties.     (33)   Includes  Talbot  and  Taylor  Counties. 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Famll  ies  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale: 
copyright    1950   "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 
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Only  a 
combination 
of  stations 
can  cover 
Georgia's 
first  three 
markets 


)0(0W  •  1290 Kc 


THE  TRIO  OFFERS 
ADVERTISERS 
AT  ONE  LOW  COST: 

•  Concentrated 
coverage 

•  Merchandising 
assistance 

•  Listener  loyalty 
built  by  local 
programming 

•  Dealer 
loyalties 

—  in  Georgia's 
first  three 
markets 


Represented,  Individually  and  as  a  group,  by 

M  urn  M  1^  A  T  7  A  E  XI  ^  V  I  Kl  ^  '^^^  '  Chicago  •  San  Francisco  •  Dallas 
I  n  E      IV  #%  1^     r\  W  C  iM  W  I  /    I  fH  W  •  Atlanta  •  Detroit  •  Kansas  City  •  Los  Angeles 
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MARKET  INDICATORS  FOR  GEORGIA 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

Population   

3,418,120 

'50 

3,123,723 

'40 

%  of  U.  S  

2.28% 

'50 

2.36% 

'40 

Families   

954,782 

'50 

756,280 

'40 

Percent  Radio   

83.4% 

'49 

72.7% 

'46 

Radio  Families   

796,288 

'50 

576,000 

'46 

Retail  Sales   

2,050,064,000 

•49 

2,086,256,000 

'48 

Retail  Trade  Employes 

120,378 

'48 

83,346 

'39 

Wholesale  Sales  Volume  .  .  . 

s 

3,144,709,000 

806,200,000 

'39 

Wholesale  Trade  Employes 

43,136 

'48 

25,361 

'39 

Employment  (Mid-March) 

613,513 

'48 

590,397 

'47 

Taxable  Payrolls  (1st 

quarter)   

s 

306,340 

'48 

269,709,000 

'47 

Income                                    $  3,076,000,000  '48  986,000,000  '4 

Percent  distribution    1.49%  '48  1.30%  '4 

Per  Capita  Income    $971  '48  315  '4 

Percent  of  national  per 

capita  income    69%  '48  55%  '4 

New  Construction   (Private)  $  251,800,000  '49  56,900,000  '3 

Residential                            $  121,400,000  '49  29,200,000  '3 

Non-Residential                     S  49,700,000  '49  12,500,000  '3 

Value  added  by  Manufacture  $  399,820,000  '47  280,032,000  '3 

Automobile  Registration  .  . .  792,391  '49  716,287  '4 

Telephones    499,800  '49  316,900  '4 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductio 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


IDAHO 


MARKET  INDICATORS  FOR  IDAHO 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population    586,037  '50  524,873  '40 

%  of  U.  S   0.39%  '50  0.40%  '40 

Families    163,697  '50  145,120  '40 

Percent  Radio    97.3%  '49  92.4%  '46 

Radio  Families    159,277  '50  131,000  '46 

Retail  Sales    S    569,202,000  '49  581,976,000  '48 

Retail  Trade  Employes   26,051  '48  17,499  '39 

WTiolesale  Sales  Volume  ....  S    422,058,000  '48  105,500,000  '39 

Wholesale  Trade  Employes  .  8,862  '48  5,821  '39 

Employment  (Mid-March)  .  81,388  '48  80,324  '47 
Taxable  Payrolls  (1st 

quarter)    S      48,535,000  '48  42,841.000  '47 

rncome    S     734,000,000  '48  232,000,000  '40 

Percent  distribution    0.36%  '48  0.31%  '40 

Per  Capita  Income    $1,252  '48  440  '40 

Percent  of  national  per 

capita  income    89%  '48  77%  '40 

New  Construction   (Private)  $      43,700,000  '47  13,600,000  '39 

Residential    S      14,800,000  '47  4,900,000  '39 

Non-Residential    S      11,700,000  '48  1,200,000  '39 

Value  added  by  Manufacture  S     109,694,000  '47  29,788,000  '39 

Automobile  Registration   .  .  .  243,749  '49  221,983  '48 

Telephones    123,400  '49  83,200  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


BOISE,    Add,  19,645 
19,212  radio  fom. 


SPOT  RATE  FINDER 

97.8%  radio. 


BROADCASTIN^^*  TELECASTING 

MARKETBOOK  MAP 

"/ 

IDAHO 

S    Location  of  City  and  number  o* 

Standard  (AM)  Broadcasting  Stations^ 
(%■  Number  of  FM  Broadcasting  Stations 
A    Number  ot  Telecasting  Stations 

Seal,  oi  niL 

,24      5Q     75,  m 


MAP  BT  WAira  p.  BUBN,  MIOOteBUBr.  VBMON, 

1950.  Broadcasting  PublicaUons.  Inc. 


3  AM  affiliates,  a 

SB  IM 
D  5.50  4.40 
N     10.50  11.83 


'erage  1 -time  rate 

5M       15M      30M  1  Hr 

9.33  20.00    30.00  50.00 

19.33  38.66    58.00  96.60 


KDSH,  5kw,  950kc,  CBS,  Free  &  Peters,  Hooper 
D  5.00  6.50  10.00  20.00  30.00  50.00 
N  10.00  12.50  20.00  'lO.OO  60.00  100.00 
KGEM,  lOkw,  1140kc,  ABC,  Hollingbery 
D  4.00  5.20  8.00  16.00  24.00  40.00 
N  6.50  8.00  14.00  28.00  42.00  70.00 
KIDO,    2.5kw-D,    Ikw-N,    1380k-    (CP  5kw, 

630kc)   NBC,  Blair,  Hooper,  BMB 
D       7.50      7.50    12.00    24.00    36.00  60.00 
N      15.00    15.00    24.00    48.00    72.00  120  00 
BURLEY,    Cassia,    4,022   fam.,    97.0°b  radio, 

3,901   radio  fam. 
KBIO,  250w,   1230kc,  Cooke 
D       4.00      4.00      6-00  8.00 
N       6.00      6.00      9.00  12.00 
CALDWELL,     Canyon,  14,761 

radio,  14,362  radio  fam. 
KCID,  250w,  1490kc 
D       3.00      4.00      6.75  9.00 
N       4.00      5.00    10.50  17.00 


COEUR     D'ALENE,     Kootenai,  6,952 

96.9%   radio,  6,736  radio  fam. 
KVNI,  ?50w,  1240kc,  MBS,  Hollingbery 
SB         IM       5M       15M  30M 
D  6.00    10.00    16.00  24.00 

N  9.00    15.90    24.00  36.00 

IDAHO  FALLS,  Bonneville,  8,325  fam., 
radio,  8,083  radio  fam. 


1  Hr 
40.00 
60.00 

97.1% 


12.00 
18.00 
fam.. 


17.00 
30.00 


20.nn 

30  00 
97.3°c 


30.00 
50.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


2  AM  affiliates,  average  1-time  rate 

D                  6.35    10.75    20.00    30.00  50.00 

N                 9.50    17.50    32.00    48.00  80.00 

KID,   5kw-D,   500 w-N,    1350kc,   MBS  Avery- 

Knodel,  Conlan 

D       6.00      7.50    13.50    24.00    36.00  60.00 

N  9.00  11.00  21.00  36.00  54.00  90.00 
KIFI,  250w,  1400kc,  ABC,  Hollingbery 

D                  5.20      8.00    16.00    24.00  40.00 

N                 8.00    14.00    28.00    42.00  70.00 

LEWISTON,    Nez    Perce,    6,299    fam.,  96.8% 

radio,  6,097  radio  fam. 
KRLC,  Ikw,   1350kc,  MBS,  Grant,  BMB 

D       6.00      7.20    12.00    19.20    28.80  48.00 

N       8.00      9.60    16.00    25.60    38.00  64.00 

MOSCOW,    Latah,  5,839  fam.,  98.2%  radio, 

5,738  radio  fam. 
KRPL,    250w,    1400kc,    Biddick,    BMB,  Conlan 

D       2.50      3.00      6.00    10.00    18.00  30.00 

N       3.00     4.00      8.00    15.00    22.00  35.00 


[i]  Preston 


NAMPA,  Canyon,  14,761   fam.,  97.3%  radio, 

14,362  radio  fam. 
KFXD,  Ikw,  580kc,  MBS,  Avery-Knodel  Hooper 


SB  IM      5M       15M  30M 

D     10.00  10.00    12.00    24.00  36.00 

N     12.00  12.00    16.00    32.00  48.00 

KFXD-FM,  Chan.  270,  101.9mc,  2.5kw, 


1  h  - 
60.' 
80.1 
Bon 


IDAHO  RADIO  MARKET  DATA  BY  COUNTIES 

1949  1  948  Employment  Taxable  Pa 

1950  1940  1950  1950  %  Radio  Retail  Safes  Retail  Sales  Mid-March  rolls-lstQ 

County                                                   Population  Population  Families  Radio-Families  (Est.)  ($000)  U.  S.  ($000)  1948  1948  (500 

Ada                                                               70,330  50,401  19,645  19,212  97.8  89,339  65,530  14,455  9,0^, 

Adams                                                             3,320  3,407  927  893  96.4  1,884  2,114  277  1. 

Bannock                                                         41,214  34,759  11,512  11,258  97.8  46,273  42,289  6,499  3,6: 

Bear  Lake                                                        6,825  7,911  1,906  1,877  98.5  6,616  6,446  354  1. 

Benewah                                                     6,120  7,332  1,709  1,661  97.2  4,736  4,959  716  3^ 

Bingham                                                        23,278  21,044  6,502  6,352  97.7  14,651  17,566  1,303  6 

Blaine                                                             5,333  5,295  1,489  1,456  97.8  6,766  5,837  581  3! 

Boise                                                              1,758  2,333  491  468  95.4  1,211  964  243  1 

Bonner                                                          14,823  15,667  4,140  3,953  95.5  10,387  8,257  1,789  9' 

Bonneville                                                      29,804  25,697  8,325  8,083  97.1  38,294  42,594  4,369  2,3 

Boundary                                                        5,852  5,987  1,634  1,583  96.9  5,182  5,605  464  2: 

Butte                                                              2,707  1,877  756  741  98.1  1,211  1,551  91 

Comos                                                            1,075  1,360  300  290  96.8  932  789  64 

Canyon                                                         52,846  40,987  14,761  14,362  97.3  47,042  18,967  6,147  3,3 

Caribou                                                           5,574  2,284  1,556  1,527  98.2  2,516  5,581  236  1 

Cossia                                                           14,402  14,430  4,022  3,901  97.0  13,529  13,936  1,981  1,0 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale 

copyright   1950  "Sales  Management."    Further   reproduction  unlicensed.     1948  Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls.  Ist-Quarter  1948,  Dept.  of  Commerc 


Page  66    •    August  14,  1950 


BROADCASTING    •  Telecastin 


r"  

}]  

Bin  

djison  

idoka.... 
I  Perce.. 

Sda  

Khee  

4>ne  

|er  

^hone.... 


|i  Falls  

ley  

~-|-i-hington  

|owstone  Natl.  Park  

j  *      *  * 

^ATELLO,  Bannock,  11,512  fam.,  97.8% 
tdio,  11,258  radio  fam. 


t  

rtrwater.. 
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^rson.. 
*ie  
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1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Qfr. 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

914 

1,005 

255 

246 

96.7 

577 

656 

71 

30 

8,143 

8,243 

2,274 

2,203 

96.9 

6,544 

5,420 

925 

537 

3,289 

3,549 

918 

887 

96.7 

2,740 

2,352 

163 

81 

6,663 

5,518 

1,861 

1,715 

92.2 

5,368 

6,002 

540 

406 

9,749 

10,229 

2,723 

2,687 

98.7 

7,958 

8,348 

725 

318 

9,317 

10,304 

2,602 

2,523 

97.0 

7,400 

8,023 

493 

274 

8,742 

9,544 

2,441 

2,362 

96.8 

8,779 

6,820 

800 

459 

10,995 

9,257 

3,071 

2,988 

97.3 

8,590 

11,496 

834 

395 

10,960 

12,691 

3,061 

2,969 

97.0 

9,934 

9,572 

1,024 

503 

10,509 

10,762 

2,935 

2,873 

97.9 

5,742 

6,502 

426 

230 

12,085 

9,990 

3,375 

3,280 

97.2 

8,762 

11,557 

905 

491 

24,891 

22,283 

6,952 

6,736 

96.9 

18,807 

21,424 

2,610 

1,509 

20,905 

18,804 

5,839 

5,738 

98.2 

18,639 

16,932 

3.649 

2,283 

6,285 

6,521 

1,755 

1,677 

95.6 

6,545 

5,371 

415 

221 

4,212 

4,666 

1,176 

1,147 

97.6 

4,044 

3,749 

577 

383 

4,239 

4,230 

1,184 

1,154 

97.5 

3,075 

2,929 

192 

80 

9,100 

9,186 

2,541 

2,474 

97.4 

7,531 

9,613 

703 

330 

9,761 

9,870 

2,726 

2,657 

97.5 

8,147 

7,778 

641 

374 

22,553 

18,873 

6,299 

6,097 

96.8 

29,361 

34,058 

5,094 

3,139 

4,380 

5,417 

1,223 

1,203 

98.4 

2,795 

3,933 

306 

131 

6,280 

5,652 

1,754 

1,666 

95.0 

2,853 

4,077 

246 

96 

11,943 

9,511 

3,336 

3,239 

97.1 

8,834 

9,180 

1,068 

499 

3,976  . 

3,965 

1,110 

1,078 

97.2 

3,487 

4,002 

215 

101 

22,774 

21,230 

6,361 

6,259 

98.4 

26,835 

21,388 

7,426 

6,056 

3,185 

3,601 

889 

866 

97.5 

1,678 

2,136 

73 

34 

40,905 

36,403 

11,425 

11,185 

97.9 

48,844 

49,151 

6,167 

3,445 

4,245 

4,035 

1,185 

1,148 

96.9 

4,736 

4,649 

691 

467 

8,549 

8,853 

2,387 

2,315 

97.0 

10,028 

11,320 

889 

397 

'r 


affiliates,  average  1-time  rate 
SB        IM      5M       15M      30M     1  Hr 
•!  7.60     6.47      8.83    17.66    26.50  44.16 
10.00     3.83    13.33    26.66    40.00  66.66 

■  

p,  Ikw,  1440kc,  ABC,  Conlon 
r  5.20     5.20      8.00    16.00    24.00  40.00 
|l   8.00      8.00    14.00    28.00    42.00  70.00 
|y,  250w,  1240kc,  MBS,  Avery-Knodel 
I  4.23      6.50    13.00    19.50  32.50 

[  6.50    10.00    20.00    30.00  50.00 

il,  5kw,  930kc,  NBC,  Walker,  Conlan,  BMB 
10.00    10.00    12.00    24.00    36.00  60.00 
12.00    12.00    16.00    32.00    48.00  80.00 
ll-FM,  Chan.  243,  96.5mc,  1.8kw,  Walker, 
onus 

ISTON,  Franklin,  2,723  fam.,  98.7%  radio, 
i.687  radio  fam. 
iiT,  250w,  1340kc 

I    2.40     3.00     6.00    12.00    18.00  30.00 
4.00     6.00    10.00    20.00    30.00  50.00 
JDPOINT,     Bonner,     4,140     fam.,  95.5% 
pdio,  3,953  rodio  fam. 
t»'T,  250w,  1400kc 

I    2.40     3.60      4.80      9.60    14.40  24.00 
3.60     5.40     7.20    14.40    21.60  36.00 


TWIN 

97.9% 


FALLS,  Twin 
radio,  11,185 


Falls,  11.425 
radio  fam. 


AM  affiliates,  overage  1-time  rote 
SB  IM  5M  15M  30M 
5.30  6.66  9.06  17.86  28.20 
7.16      8.66    12.85    24.66  39.55 


fam.. 


1  Hr 
47.00 
65.91 


KLIX,  250w,  1340kc,  ABC,  Hollingbery,  Con- 

D       4.50      5.00     7.20    12.60  21.60  36.00 

N       6.50      7.00      8.55    15.00  25.65  42.75 

KTFI,    5kw-D,    Ikw-N,    1270kc,  NBC,  Weed, 

D       6.40      8.00    12.00    24.00  36.00  60.00 

N       9.00    11.00    16.00    32.00  48.00  80.00 

KTFI-FM,    Chan.    259,    99.3mc,  3kv/,  Weed, 
Bonus 

KVMV,  250w,  1450kc,  MBS 

D       5.00     7.00      8.00    17.00  27.00 

N       6.00      8.00    14.00    27.00  45.00 


45.00 
75.00 

fam.. 


WALLACE   (Kellogg),  Shoshone,  6,361 

98.4%  radio,  6,259  radio  fam. 
KWAL,  Ikw,  620kc,  MBS 
D       3.00      .1.50    10.00    15.00  25.00 
N       4.00      4.50    15.00    25.00  35.00 

WEISER,    Washington,    2,387    fam.,  97.0% 

radio,    2,315   radio  fam. 
KWEI,  250w,  1240kc 

D  2.10  2.60  3.00  7.30  10.70  17.50 
N       2.50      3.00      3.90     7.30    10.70  17.50 


ILLINOIS 


SPOT  RATE 

'ON,  Madison,  51,288  fam.,  96.6%  radio, 
9,544  radio  fam. 
KZ,  Ikw-D,  1570kc,  Sears  &  Ayer 

SB         IM       5M       15M      30M      1  Hr 
6.00      7.50    15.00    30.00    45.00  75.00 
IKZ-FM,  Chan.  260,  99.9mc,  9.1  kw.  Sears 

Ayer,  Bonus 
RORA,   Kane,  41,876  fam.,  98.0%  radio, 
1,038  radio  fam. 

NU  (FM),  Chan.  280,  103.9mc,  Ikw,  Sears 
wJkt  Ayer 


WRO  Y 

1460  KC.  1000  W. 

CARMI,  ILLINOIS 

"Serving  All  South- 
eastern Illinois" 

IN    THE    HEART    OF    THE  RICH 
TRI-STATE  OIL  BASIN 

*  Carmi     population  up 

34% 

*  Oil  Worth  $25,000,000 

produced    annually  in 
White  County 

*  Conlan  says  54.4% 

NATIONAL  REPRESENTATIVES 
SEARS  &  AYER,  INC. 


FINDER 

SB 


IM 

D  2.00 
N  2.00 
WMRO,  250w-D, 
D  5.18 


5M 
5.00 
5.00 
1280kc 
5.75 


15M  30M 
10.00  20.00 
10.00  20.00 


1  Hr 
40.00 
40.00 


10.35    20.70  34.50 
96.1% 


BELLEVILLE,    St.    Clair,   57,028  fam., 

radio,  54,803   radio  fam. 
WIBV,  250w-D,  1060kc,  Holman 
D       6.00     7.50    15.00    30.00    45.00  75.00 

BLOOMINGTON,  McLean,  21,305  fam.,  97.9% 

radio,   20,857   radio  fam. 
WJBC,  250w,   1230kc,   ABC,  Pearson 
D       5.00      5.00      9.00    18.00    30.00  50.00 
N       6.50      6.50    14.00    27.00    42.00  70.00 
WJBC-FM.  Chan.  268,  101.5mc,  15.3kw,  Pear- 
son, Bonus 

BLUE   ISLAND,  Cook,   1,260,886   fam.,  98.3% 

radio,  1,239,450  radio  fam. 
WRBl  (FM),  Chan.  232,  94.3mc,  Ikw 
D       1.50      2.00      6.00    12.00    18.00  30.00 
N       2.00      2.50      8.00    16.00    24.00  40.00 

CAIRO,  Alexander,  5,657  fam.,  86.2%  radio, 
.  4,876   radio  fom. 

WKRO,  250w,   1490kc,   MBS,  Pearson 

D  6.00    12.00    24.00    36.00  60.00 

N  6.00    12.00    24.00    36.00  60.00 

CANTON,  Fulton,  12,179  fam.,  96.5%  radio, 

11,752  radio  fam. 
WBYS,  250w  D,  1560kc,  Sears  &  Ayer,  Conlan 

D      2.00     3.50     7.00    14.00  26.00  35.00 

N       2.60      5.00    10.00    20.00  30.00  50.00 

WBYS-FM,  Chan.  265,  100.9mc,  650kw,  Sears 

8i    Ayer    Bonus-days  only 

N      2.00     3.50     7.00    14.00  26.00 


iii^OADCASTING    •  Telec 


CARBONDAIE,  Jackson,  10,617  fam., 

radio,  9,916  radio  fam. 
WCIL,    Ikw,   1020kc,  Conlan,  BMB 
D       5.00      9.00    12.00    24.00  36.00 
N       6.00    11.00    15.00    30.00  45.00 

a  s  t  i  n  g 


35.00 
93.4% 


60.00 
75.00 


Elmwood  |3Evans!on 
 Park®'-' 

Bernintj)  [D3)\ 
Cicerol 


CARMI,    White,    5,832    fam.,    94.0%  radio, 
5,482  radio  fam. 

WROY,  Ikw-D,  1460kc,  Sears  &  Ayer 

SB  IM  5M  15M  30M  1  Hr 
D       3.75      5.55    11.25    19.50    29.25  52.50 


CARTHAGE,  Hancock,  7,188  fam.,  95.4%  ra- 
dio,  6,857   radio  fom. 
WCAZ,  Ikw-D,  990kc,  Holman 

SB  IM  5M  15M  30M  1  Hr 
D  7.00    20.00    36.00    50.00  80.00 

(Continued  on  page  68) 
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and  now... over  a  6-month  period... 

WCFL  Leads  in  Chicago 

in  Pulse-Rating  Gains 


WCFL 
+  9.77% 


*  chart  shows  percentage  of  increase 
or  decrease,  for  50,000  watt  and  full- 
time  stations.  Pulse  period  of  Novem- 
ber 1949  through  April  1950,  com- 
pared to  November  1948-April  1949. 
(Averages,  6  a.m.  to  midnight,  Mon- 
day through  Friday.) 


Network  Station  A 
+  2.265% 


50,000  Watt  Independent 
-4.52%  . 


5,000  Watt  Independent 
-11.06% 


Network  Station 
-12.0% 


Long-Term  Leader!  This  chart* 
shows  that  WCFL,  a  month-by- 
month  leader  in  Pulse  rating  in- 
creases, steps  far  in  front  of  other 
Chicago  stations  for  the  half-year 
ended  April  1 950.  Growing  listen- 
ership  plus  reasonable  rates  make 
WCFL  today's  ideal  Chicago  ra- 
dio buy. 


I 
I 
I 

▼ 


Network  Station  C  . 
-20.25% 


I 
I 

▼ 


Network  Station  D 
-23.16% 


WCFL 


An  ABC  Affiliate 


50^000  watts  •  1000  on  the  dial 
The  Voice  of  Labor 
666  Lake  Shore  Drive,  Chicago,  ill. 
Represented  by  the  Boiling  Company,  inc. 
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CENTRAIIA,  Marion,  11,594  fam.,  93.9%  ra- 
dio, 10,886  radio  fam. 
WCNT,    Ikw-D,   1210kc,  Sears  &  Ayer 

SB  IM  5M  15M  30M  1  Hr 
D  3.60  6.00  10.00  20.00  30.00  50.00 
WCNT-FM,  Chan.  243,  96.5mc,  67kw,  Bonus 
CHAMPAIGN,      Champaign,      29,572  fam., 

98.1%  radio,  29,010  fam. 
WDWS,  250w,  1400kc,  CBS,  Conlon 
D       3.50      5.00      6.66    16.00    24.00  40.00 
N       4.50      6.00    10.00    24.00    36.00  60.00 
WDWS-FM,  Chan.  248,  97.5mc,   lOkw,  Bonus 
CHICAGO,  Cook,  1,260,886  fam.,  98.3%  ra- 

dio,   1,239,450  radio  fam.  

4   AM   affiliates,    average    1-time  rate 
D     65.37    87.50  114.33  193.50  298.50  497.50 
N    1 26.25  150.00  217.50  369.00  570.00  950.00 
10  AM  non  affiliates,  average   1-time  rate 
D      16.40    17.87    38.27    58.15    94.80  156.80 
N     26.00    25.07    49.03    73.18  118.75  1 96.62 
WAAF,  Ikw-D,  950kc,  Pearson,  Pulse 
D      10.50    15.00    30.00    55.00    90.00  150.00 
WAAF-FM,   Chan.  230,  93.9mc,  28kw,  Bonus 
WAIT,  5kw-D,  820kc,   Radio   Reps,  Hooper 
D      12.00    20.00    45.00    72.50  120.00  200.00 
N     12.00    20.00    60.00    87.00  144.00  240.00 
WBBM,  50kw,  780kc,  CBS,  Radio  Sales 
D     87.50  110.00    99.00  198.00  330.00  550.00 
N    175.00  396.00  660.00  1100.00 

WBBM-FM,  Chan.  246,  97Jmc,  13kw 

(No  data  available) 
WBIK  (FM),  Chan.  242,  96.3mc,  19kw 

(Does    not    sell  time) 
WBKB   (TV),  Chan.  4,  7.5kw-aur.;  llkw-vis.. 

Weed,  Pulse 
D     70.00    70.00  141.00  225.00  338.00  563.00 
N    105.00  105.00  188.00  300.00  450.00  750.00 
WCBD,   5kw,  820kc 

D  60.00    87.00  144.00  240.00 

(Time  sold  only  to  churches) 
WCFL,  50kw,  lOOOkc,  Boiling,  Pulse 
D      13.50    20.00    59.00    90.00  135.00  225.00 
N     20.00    SO.OO    78.00  120.00  180.00  300.00 
WCRW,  lOOw,  1240kc,  ST 
D  15.00    25.00  40.00 

N  15.00    25.00  40.00 

(13  time  rate) 
WEDC,  250w,  1240kc,  ST 

D  10.00    12.00    24.00    36.00  60.00 

N  14.00    17.00    34.00    51.00  85.00 

WEHS  (FM),  Chan.  250,  97.9mc,  16kw 

'See  Cicero,   Ml.  Listing) 
WENR,  50kw,  890kc,  ABC,  ABC  Spot  Sales, 

Hooper,  Pulse 
D     54.00    90.00  144.00  216.00  324.00  540.00 
N     90.00  150.00  240,00  360.00  540.00  900.00 
WENR-FM,  Chan.  234,  94.7  mc,  25kw,  Bonus 
WENR-TV,    Chan.    7,    14kw-aur.;  25kv/-vis., 

ABC,  Spot  Sa'es 
D     63.00    63.00    94.00  150.00  225.00  375.00 
N    125.00  125.00  188.00  300.00  450.00  750.09 
WGES,  5kv/,  1390kc 

D  16.00    32.50    54.00    90.00  ISO  OT 

N  18.00    43.00    72.00  120.00  200.00 

WGN,  50kw,  720kc,  MBS,  Keenan  8.  Eickle- 

berg,  Nielsen 
D     45.00    75.00  180.00  270.00  450.00 

N     90.00  150.00  360.00  540.00  900.00 

WGNB  (FM),  Chan.  254,  98.7mc,  36kw,  Bonus 
WGN-TV,    Chan.    9,     15kw-aur.;  30kw-vis., 

DuMont 

D     52.50    52.50    93.75  150.00  225  00  375.00 

N    105.00  105.00  187.00  300.00  450.00  750.00 

WIND,  5kw,  560kc,  Katz,  Pulse 

D      16.00    22.00    37.50    63.00  105.00  175.00 

N     22.00    30.00    54.00    90.00  150.00  250.00 

WJJD,  50kw  ,  1160kc,  Avery-Knode! 

D     30.00    30.00    52.00    85.00  143.00  228.00 

N     50.00    50.00    72.00  124.00  208.00  338.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lotions  of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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IN  LISTENER 
PREFERENCE 
IN 


CHICAGO 

From  an  independent  survey 
by  one  of  America's  largest 
universities  in  an  area  cov- 
erings over  60%  of  Chicago's 
purchasing  power. 


WNMP 


10  0  0 
WATTS 


EVANSTON  AND 
GREATER  CHICAGO 


WFMF  (FM>,  Chan.  262,  100.3mc,  33kv/ 

Sb  IM  5M  15M  3uM  1  H« 
D      10.00    1  0.00  20.00    30.00  50.0? 

N     15.00    15.00  30.00    40.00  75.(^ 

WLS,  50kw,  890kc,  ST,  ABC,  Blair,  BMB 
D     54.00    90.00  162.00  216.00  324.00  540.0 
N     90.00  150.00  270.00  360.00  540.00  900.0 
WMAQ,  50kw,  670kc,  NBC,  NBC  Spot  Salei 
Pulse 

D  75.00  75.00  90.00  180.00  270.00  450.0 
N  150.00  150.00  180.00  360.00  540.00  900.0 
WMAQ-FM,  Chan.  266,  101. Imc,  24kv/,  Bonu 
WNBQ,    Chan.    5,    1 1 .8kw-aur.;  21.8kv/-vis, 

NBC,  NBC  Spot  Sales 
D  63.00  63  00  94.00  150.00  225.00  375.0 
N  125.00  125.00  188.00  300.00  450.00  750.0 
WMOR  (FM),  Chan.  274,  102.7mc,  40kv/ 
D  5.35  7.15  10.75  21.50  32.00  54.0 
N  8.00  10.65  16.00  32.00  48.00  80.0 
WOAK  (FM;,  Chan.  290,  105.9mc,  lOkw 
D       4.00  16.00    25.00  40.0 

N       6.00  24.00    36.00  60.0 

WSBC,  250w,  1240kc,  ST.  Forioe,  Pulse 
D  10.00    16.50    36.00    60.00  100.0 

N  13.50    19.25    43.50    72.00  120.0 

WXRT  (FM),  Chon.  270,  101. 9mc,  25kv/ 
D  5.10  3.50  14.00  31.00  51.00  85.0 
N  6.00  10.00  16.50  36.00  60.00  100.0 
CHICAGO    HEIGHTS,   Cook,    1,260,886  fam. 

98.3%  radio,  1,239,450  radio  fam. 
WCHI  (FM),  Chan.  240,  95.9mc,  0.40  kw 
D  2.20  3.00  5.00  12.00  20.00  30.0 
N  2.20  3.00  5.00  12.00  20.00  30.0 
CICERO,  Cook,  1,260,886  fam.,  98.3%  radio 

I,  239,450  radio  fam. 
WHFC,  250w,  1450kc 
D  8.00  15.00  25.00  43.75  75.0 
N  iOOO  21.00  37.50  62.50  100.0 
WEHS  (FM),  Chan.  250,  97.9mc,  16kw 

(No   data  available) 
CLINTON,  DeWitt,  4,708  fam.,  96.8%  radii 

4,557   radio  fam. 
WHOW,  Ikw-D,  1520kc,  Holmon 
D       5.00      6.00    12.00    24.00    36.00  60.0 
DANVILLE,  Vermilion,  24,123  fam.,  96.3%  re 

dio,  23,230  radio  fam. 
WDAN,  250w,  1490kc,  CBS,  McKinney,  Gonial 
D  5.00  5.00  10.00  20.00  30.00  50.0 
N  6.00  6.00  15.00  30.00  45.00  75.0 
DECATUR,  Macon,  28,009  fam.,  97.8%  radio 

27,372  radio  fam. 
WDZ,  Ikv/D,  1050kr,  Free  &  Peters,  BMI 
D  6.50  9.00  12.00  24.00  36.00  60.0( 
WSOY,   250w,   1340kc,   CBS,  Weed,  Conlan 

BMB 

D       4.50      5.50      9.00    18.00    30.00  50.0( 
N       6.50      8.00    13.00    26.00    45.00  75.0( 
WSOY-FM,  Chan.  271,  102.1mc,  32kw,  Weed 
Bonus 

DE  KALB,  De  Kolb,  11,359  fam.,  98.3%  radio 

II,  165  radio  fam. 
WLBK,   500w-D,    1360kc,  Ro-Tel 
0       5  54      5.54      9.65    19.34    33.16  55.2( 
EAST  ST.  LOUIS,  St.  Cloir,  57,028  fam.,  96.1<>/< 

radio,  54,803  radio  fam. 
WTMV.  250w,  1490kc,  Weed 
D  8.00  12.00  20.00  40.00  60.00  lOO.W 
N  12.00  18.00  30.00  60.00  90.00  150.0< 
WTMV-FM,     Chan.     273,     102.5mc,  33.2kw 

Bonus 

EFFINGHAM,   Effinaham,   6,037  fam.,  95.3'5( 

radio,  5,753   radio  fam. 
WCRA,  250w-D,  1090kc 
D       3.00      3.85      7.66    16.00    25.70  45.0( 
ELGIN.    Kane,    41,876    fam.,    98.0%  radio 

41,038  radio  fam. 
WRMN,  500V/.D.  1410'<r,  M-Gillvra 
D       7.00      8  no    15.00    30.00    45.00  75.0t 
ELMWOOD    PARK,    Cook,    1,260,886  fam. 

98.3%  radi".  1,239.450  radio  fam. 
WLEY  (FM),  Chan.  296,  107.1mc,  Ikw 
D  1.00  2.50  4.50  12.50  20.00  35.0 
N  1-00  3.00  6.00  15.00  25.00  40.0 
EVANSTON.  Crnk,  1.260.886  fom.,  98.3%  re 

dio,  1,239,450  radio  fam. 
WEAW  (FM),  Chan.  286,  lOS.lmc,  36kv^ 
D      4.00     6.00     8.00    18.00    24.00  ^0.0 
N       6.00      9.00    12.00    24.00    36.00  60.0 
V/NMP,   Ikw  D,   1590kc,  Hooper 
R     10.00    12.50    15  00    22.50    45.00    75  W 
N     10.00    12.50    15.00    22.50    45.00  75.0! 

(Continued  on  page  70) 


COVERING 
a  Metropolitan  Area 
of 
100,273 


1950  census 


WSOY 

DECATUR 

(Since  1925) 

CBS 


(Plus  the  Biggest  FM  Sta^ 
tion   in    Downstate  Illinois) 

Notional  Representatives: 
Weed   &  Company 


BROADCASTING 


Telecastinf 


WGN  reaches  more 

homes  one  or  more 
times  a  week  than  any 
other  Chicago  Station"^ 


DAY 


NIGHT 


WGN 

Station  B 
Station  C 
Station  D 


2,850,220 

2,590,120 
2,443,470 
2,404,840 


1949  BMB 


3,091,940 

2,789,190 
2,540,440 
2,691,441 


A  Clear  Channel  Station  . . . 
Serving  the  Middle  West 


Chicago  11 
Illinois 

50,000  Watts 

720 

OnYourDial 


MBS 


Eastern  Sales  Office:  220  East  42nd  Street,  New  York  17,  N.  Y. 
West  Coast  Representatives:  Keenan  and  Eickelberg 
235  Montgomery  St.,  San  Francisco  4    •    2978  Wilshire  Blvd.,  Los  Angeles  5 
710  Lewis  Bldg.,  333  SW  Oak  St.,  Portland  4 
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WKAN 

KANKAKEE, 

Illinois 

OERVING  758,372  ra- 
^  dio  homes  in  the  rich 
industrial  and  agricultural 
areas  of  Northeastern  Illi- 
nois and  Northwest  In- 
diana. 


1,000  w 


1320  kc 


ILLINOIS 


SPOT  RATE  FINDER 

(Continued  from  page  68) 

FREEPORT,   Stephenson,   11,579  fam.,  97.6% 
radio,  11,301   radio  fam. 

WFJS  (FM),  Chan.  273,  102.5mc,  9lcw 

SB         IM      5M       15M      30M  1  Hr 

D      1.50     3.00     4.56     9.30    18.36  36.72 

N      2.50     4.50     6.74    13.80    25.50  51.00 

WFRL,   Ikw-D,   1570kc,  Sears  &  Ayer,  Con- 
Ian,  BMB 

D  5.90     9.00    19.00    33.00  55.00 

OALESBURG,  Knox,  15,125  fam.,  97.0%  radio, 
14,671  radio  fam. 

WGIL,  250w,  1400kc,  Rambeau 

D      7.15     7.15    11.20    22.40    33.60  56.00 

N      8.25     8.25    15.00    30.00    45.00  75.00 

HARRISBURG,  Saline,  9,298  fam.,  94.1%  ra- 
dio, 8,749  radio  fam. 

WEBQ,  250w,  T240kc 

D  4.00  5.00  10.00  20.00  35.00  60.00 
N      4.00     5.00    10.00    20.00    35.00  60.00 

WEBQ-FM,  Chan.  260,  99.9mc,  4.2kw 

D      2.75     3.50     6.75    13.50    23.50  40.00 

N      2.75     3.50     6.75    13.50    23.50  40.00 

HERRIN,  Williamson,  13,468  fam.,  94.4%  ra- 
dio,  12,713  radio  fam. 

WJPF,  250w,  1340kc,  MBS,  Pearson 

D      6.00     7.50    10.00    20.00    35.00  60.00 

N      6.00     7.50    10.00    20.00    35.00  60.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Peoria  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WEEK 


WJPF-FM,  Chan.  253,  98.5mc,  550w,  Pearson 

SB  IM       5M       15M      30M     1  Hr 

D       2.00  2.50      3.33      6.67    11.67  20.00 

N      2.00  2.50     3.33     6.67    11.67  20.00 


JACKSONVILLE,  Morgan,  9,916  fam.,  95.8% 
radio,  9,499  radio  fam. 

WLDS,   Ikw  D,  llSOkc,  Holman 

D      5.00     6.00    10.00    20.00    30.00  50.00 

WLDS-FM,  Chan.  263,  100.5mc,  7kw,  Holman, 
Bonus 


JOLIET,  Will,  37,561  fam.,  98.2%  radio,  36,- 
884  radio  fam. 

WJOL,  250w,   1340kc,  McGillvra,  Conlan 
D       5.40     5.40      9.70    21.60    36.00  60.00 
N      5.40     5.40     9.70    21.60    36.00  60.00 


KANKAKEE,   Kankakee,  20,503  fam.,  98.2% 
radio,  20,133  radio  fam. 

WKAN,   Ikw  D,   1320kc,  Holman 

D      3.00     6.00     9.00    20.00    38.00  70.00 

N      4.00     8.00    12.00    25.00    48.00  90.00 

WKIL    (FM),    Chan.    264,    100.7mc,  70kw, 

Holman  (Bonus  daytime  only) 

N      1.00     2.00     8.40     9.00    16.00  30.00 


WLBH 

Mattoon-Charleston,  III. 

15%  Pop.  Increase 

110,000  Radio  Famihes 

in  .5  mv/m  Primary 

BMB  —  9  Counties 

Complete  coverage  of  the 
productive  East  — ■  Central  ■ 
Illinois  Market. 

WLBH«WLBH-FM 

J.  R.  Livesay,  Pres.  Mgr. 
Hal  Holman— Nafl.  Rep. 


LASALLE,  LaSalle,  27,998  fam.,  97.8%  radio 
27,382  radio  fam. 

WFMX  (FM),  Chan.  264,  100.7mc,  73kw 
(No  rates  available) 

WLPO,  250w-D,  1220kc 

D      4.80     6.00    10.80    21.60    36.00  60.00 


LINCOLN,  Logan,  8,546  fam.,  97.2%  radio, 
8,306  radio  fom. 

WPRC,  500w,  1370kc 

D      4.00     5.00     8.00    15.00  25.00  40.00 

N      5.00     5.50    12.00    20.00  30.00  50.00 

LITCHFIELD,  Montgomery,  8,815  fam.,  95.3% 
radio,  8,400  radio  fam. 

WSMI,   Ikw-D,  1540kc 

D      4.00     5.00     7.50    15.00  25.00  40.00 


MACOMB,  McDonough,  7,858  fam.,  96.4%  ra- 
dio, 7,575  radio  fam. 

WKAI,  250W-D,  1510kc,  Conlan 

SB        IM      5M       15M  30M  1  Hr 

D       5.00     5.00    10.00    20.00  30.00  50.00 

N      6.50     6.50    13.00    26.00  39.00  65.00 


MARION,    Williamson,    13,468   fam.,  94.4% 
radio,  12,713  radio  fam. 

WGGH,  500w-D,  llSOkc,  Sears  &  Ayer 

D  5.00      8.50    15.00    25.00  45.00 


MATTOON,  Coles,  11,326  fam.,  96.3%  radio, 
10,906    radio  fam. 

WLBH,  250w-D,   1170kr,   Holman,  Conlan 
D      4.00     6.50     9.00    18.00    33.00  55.00 

WLBH-FM,  Chan.  245,  96.9mc,  23kw,  Holman 
D  2.00  3.00  4.00  7.50  13.00  22.00 
N       2.00     3.00     4.00     7.50    13.00  20.00 


MOLINE,    Rock   Island,   37,187  fam.,  98.2% 
radio,  36,517  radio  fam. 

WQUA,  250w,  1230kc,  MBS 

D       6.50      3.00    10.00    20.00  30.00  50.00 

N     10.00    12.00    20.00    40.00  60.00  100.00 


MT.   CARMEL,   Wabash,   4,081    fam.,  95.2% 

radio,  3,885  radio  fam. 
WVMC,  500w-D,  1360kc,  BMB 
D      1.00     3.00     6.00    12.00    18.00  30.00 


MT.  VERNON,  Jefferson,  9,984  fam., 
radio,  9,394  radio  fam. 


94.1% 


WMIX,   Ikw-D,  940kc,  Pearson,  Conlan 

D  6.00    10.00    19.00    30.00  50.00 

WMIX-FM,  Chan.  231,  94.1mc,  15.2kw,  Pear- 
son (Bonus  daytime  only) 
N  1.75     3.50     7.00    10.50  17.50 


OAK    PARK,    Cook,    1,260,885   fam.,  98.3% 
radio,  1,239,450  radio  fam. 

WEBS,  250w,  1490kc 
(No  rotes  available) 

WNOI  (FM),  Chan.  272,  102.3mc,  Ikw 
(No  rates  available) 

WOAK  (FM),  Chan.  290,  105.9mc,  9.3kw 
D      4.00     4.00  16.00    25.00  40.00 

N      6.00     6.00  24.00    36.00  60.00 


OLNEY,  Richland,  4,705  fam.,  94.7%  radio, 

4,455  radio  fam. 
WVLN,  250-D,  740kc,  Holman,  Conlan 
D      3.00     5.00     8.00    15.00    27.00  45.00 


PEKIN,  Tazewell,  21,228  f.m.,  97.8%  radio, 
20,760  radio  fam. 

WSIV,  Ikw-D,  1140kc,  BMB 

D      3.75     3.75     7.50    15.00    22.50  37.50 


PEORIA,   Peoria.  48,573  fam.,  97.7%  radio, 
47,407  radio  fam. 

3   AM   affiliates,   average   1-time  rote 

D       9.33    10.33    12.08    28.16    46.66  77.66 

N     16.66    18.66    28.16    56.33    93.00  155.00 


WEEK,    Ikw,    1350kc,    NBC,  Heodley-Reed, 
Hooper 

D  9.00  9.00  13.50  27.00  45.00  75.00 
N     16.00    16.00    27.00    54.00    90.00  150.00 


ABC,  Avery-Knodel, 

Hooper,  BMB 
D       9.00     9.00    12.50    25.00    42.00  70.00 
N     14.00    14.00    25.00    50.00    84.00  140.00 


WIRL,    5kw,  1290k 
Hooper,  BMB 


FOR  A  REAL 

SELLING  JOB  .  . 
TAKE  A 


WITH  US 

IN  PEORIA 

5000  WATTS  ABCi 


WMBD,   5kw,    1470kc,   CBS,   Free  & 
Hooper,  BMB 

SB  IM  5M  15M  30M 
D  10.00  13.00  16.25  32.50  53.00 
N     20.00    26.00    32.50    65.00  105.00 

V/MBD-FM,  Chan.  225,  92.5mc,  20kw, 
Peters,  Bonus 

WMMJ,  Ikw-D,  1020ke 
(No  rates  available) 

WWXL,  Ikw,  I590kc,  Burn-Smith 

D  6.25    11.25    22.50  37.50 

N  12.50    22.50    45.00  75.00 

QUINCY,  Adams,  18,053  fam.,  95.0% 
17,150  radio  fam. 


Pefeltn 

175. 
Free 


62. 
125' 

ad)  al 


2  AM  offilia'es,  average  1-time  rate 
D     10.00    10.00    16.25    31.25    48.00  80 
N     12.50    12.50    25.00    50.00    75.00  12S.  - 

tv 

WGEM,  Ikw,  1440kc,  ABC,  Walker  Jti 
D      8.00     8.00    12.50    22.50    36.00  60 
N     10.00    10.00    20.00    40.00    60.00  100-  - 

WQDI    (FM),    Chan.    286,    105. Imc,  101 
Walker,  Bonus  j 

WTAD,  Ikw,  930kc,  CBS,  Weed 

D     12.00    12.00    20.00    40.00    60.00  100 

N     15.00    15.00    30.00    60.00    90.00  150 

WTAD-FM,  Chan.  258,  99.5mc,  53kw,  We 
Bonus 

ROCKFORD,  Winnebago,  42,520  fam.,  98.! 
radio,  41,797  radio  fam. 

WROK,   Ikw-D,   500w-N,   1440kc,   ABC,  1 

Reps.,  Conlan 
D     10.00    10.00    17.00    35.00    55.00  8fli 
N     12.00    12.00    22.00    50.00    60.00  ISC' 
WROK-FM,  Chan.  248,  97.5mc,  17kw 

(No  rates  available) 

ROCK    ISLAND,    Rock    Island,   37,187  f 
98.2%  radio,  36,517  radio  fam.  ' 

WHBF,  5kw,  1270kc,  ABC,  Avery-Knode 
D  10.00  12.00  18.00  36.00  54.00  9fl 
N     15.00    18.00    36.00    72.00  108.00  18fl 

WHBF-FM,  Chan.  255,  98.9mc,  37kw,  Av« 
Knodel,  Bonus 

WHBF-TV,  Chan.  4,   13.6kw-our.,  7.6kw-< 

ABC,   CBS,   DuMont,  Avery-Knodel 
D     20.00    20.00    35.00    60.00    90.00  15C, 
N     20.00    20.00    50.00    80.00  120.00  20( 


You  CanU  Cover  the  Nation^s  No*  2  Machine  Tool  Center 

With  an  Outside  Station!  I 

WROK-AM^FM    lead  in  listening 

in  Rockford  Illinois 

Conlan  Survey — April  16-22,  1950 
WROK,  an  ABC  Affiliate,  Is  Represented   Nationally  by  H-R  Representatives,  Inc. 
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MARKET  INDICATORS  FOR  ILLINOIS 


CLASSIFICATIONS  FIGURES  YR 

jopulation    8,696,490 

%  of  U.  S   5.80% 

^milies    2,429,187 

^rcent  Radio    97.5% 

jadio  Families    2,368,457 

jetail  Sales    $  8,219,271,000 

jetail  Trade  Employes  . .  438,841 

[holesale  Sales  Volume  . . .  $18,002,904,000 

^holesale  Trade  Employes  .  180,055 

Imployment  (Mid-March)   .  2,656,340 
jaxable  Payrolls  (1st 

quarter)      $  1,880,915,000 

licome    $15,167,000,000 


FIGURES  YR. 


ercent  distribution  

jer  Capita  Income  

ercent  of  national  per 

I  capita  income  

tew  Construction  (Private) 

■  Residential   


7.36% 
$1,817 

129% 
844,400,000 
396,500,000 


I  Non-Residential    $  223,800,000 

.jialue  added  by  Manufacture  $  6,680,137,000 
utomobile  Registration  . . .  2,414,354 
lelephones    2,817,100 


'50 

7  897  241 

'40 

'50 

6% 

'40 

'50 

2  216  580 

'40 

'49 

95.7% 

'46 

'50 

2  230  000 

'46 

'49 

8,778,978,000 

'48 

'48 

353,486 

'39 

'48 

4,998,800,000 

'39 

'48 

125,848 

'39 

'48 

2,624,340 

'47 

'48 

1,690,291,000 

'47 

'48 

5,740,000,000 

'40 

'48 

7.57% 

'40 

'48 

726 

'40 

'48 

126% 

'40 

'49 

224  800  000 

'39 

'da 

1  (\9  ?nn  Ann 

6u 

'49 

48,300,000 

'39 

'47 

2,187,240,000 

'39 

'49 

2,222,953 

'48 

'49 

2,171,600 

'45 

te:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
nlicensed.  1948  Retail  Sales,  Dept.  of  Conunerce,  1948  Census  of  Business. 


2. 


yardsticks 

cost, 
money! 


.  Not  the  kind  that  a 
store  hands  out  as  a 
premium  but  the  ac- 
cepted yard-sticl<s  of 
radio.  VfTAX  supplies 
them  to  its  customers 
because  it  WANTS 
them  to  have  the 
facts  on  Springfield. 

Hooperatings  —  Conlan 
Studies  —  BMB  —  and 
independent  engineering 
field  measurements. 


V^TAX  is  First  In 
audience-  Fir$t  in 
coverage! 


>.  To  reach  this  rich  market 
of  438,800  Central  Illinois 
residents  spending  more 
than  $400,000,000  annual- 
ly in  retail  sales,  you  need 


■if  fill  ■■.  akViB 

AND  WTAX-FM 

CBS  in  Springfield,  llimots 


SPRINGFIELD,  Sangamon,  36,309  fam.,  97.3% 
radio,  35,328  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

SB         IM       5M       15M      30M  1  Hr 

D       6.00     6.00    10.00  19.00    30.00  50.00 

N     10.00    10.00    15.50  32.00    48.00  80.00 

WCVS,  250w,  1450kc,  ABC,  Sears  &  Ayer, 
Hooper 

D  6.00  6.00  10.00  19.00  30.00  50  00 
N  10.00  10.00  15.00  32.00  48.00  80.00 
WCVS-FM,  Chan.  275,  102.9mc,  25  kw.  Sears 

&  Ayer,  (Bonus) 
WMAY,   Ikw  D,  500w-N,  970kc,  H-R  Reps. 
D       8.00      8.00    15.00    30.00    45.00  70.00 
N     12.00    12.00    20.00    40.00    65.00  100.00 
WTAX,   250v/,    1240kc,   CBS,  Weed,  Conlan, 

Hooper,  BMB 
D       6.00      6.00    10.00    19.00    30.00  50.00 
N     10.00    10.00    16.00    32.00    48.00  80.00 
WTAX-FM,  Chan.  279,  103.7mc,  6.7kw,  Weed, 

Bonus 

ST.  CHARLES,  Kane,  41,876  fam.,  98.0%  ra- 
dio, 41,038  radio  fam. 
WEXI  (FM),  Chan.  292,  106.3mc,  0.25kv^ 
D       1.00     3.00     4.75     9.50    14.00  24.00 
N      1.50     3.95     6.30    12.60    18.90  31.50 

STERLING,    Whiteside,    13,736    fam.,  97.5% 

radio,  13,392  radio  fam. 
WSDR,   lOOw,  1240kc 

D                8.00    10.00    20.00    35.00  60.00 

N                8.00    10.00    20.00    35.00  60.00 

TAYLORVILLE,  Christian,  10,766  fam.,  96.1% 

radio,  10,346  radio  fom. 
WTIM,  }kv,.  1410kc 

(No  rates  available] 

URBANA,    Champaign,    29,572   fam.,  98.1% 

radio,  29,010  radio  fam. 
WKID,  250-D,  1580kc 

D  8.00    11.00    22.00    33.00  55.00 

WKID-FM,  Chan.  277,  103.3mc,  2.4kw, 
Bonus 

WAUKEGAN,   Lake,  49,810  fam.,  98.7%  ra- 
dio, 49,162  radio  fam. 
WKRS,   Ikw-D,   1220kc,  McGillvra,  Conlan 
D      5.00     5,00     9.00    17.00    35.00  65.00 
WKRS-FM,  Chan.  294,  106.7mc,  12kw,  Bonus 
when  AM  station  on  air.  (Rates  belov/  for 
FM-only  service  at  night) 
N      1.50     1.50     3.00     6.00    12.00  24.00 

WOODSTOCK,  McHenry,  14,082  fam.,  98.6% 
radio,  13,884  radio  fam. 

WILA  (FM),  Chan.  221,  92.1mc,  Ikw,  Con- 
tinental 

D  3.50  4.50  7.50  15.00  22.00  36.00 
N      5.75     7.50    12.00    24.00    36.00  60.00 


A 

GAIN! 

and  a 

GAIN!! 

and  a 

GAIN!!! 


17  5% 

■  ^  -^^  Population 

The  1950  census  give  Rock  Island  County 
133,133,  Scott  County  99,600.  Total  for 
Quad-Cities  met.  area,  232,733  ...  a  gain 
of  17.5%  over  1940  census. 

80th  Market 

21 5  7%  S^'"  .;"c  , 

^  ■  Retail  Sales 

1950  Retail  Sales  -  $246,605,000. 
A  whopping  gain  for  the  68th  Market. 

387%    Gain  in 

Wholesale  Sales* 

1939  sales  of  $80,412,000  have  jumped  to 
1949  sales  of  $288,087,000  for  this  im- 
portant market. 

For    Three    Consecutive    Years  Hooper 

Rates  WHBF  Away  Out  In  Front.   BUY  .  .  . 


METROPOLITAN 
AREA 

Rock  Island,  Moline, 
East  Moline,  Illinois 
and  Davenport,  Iowa 

*  Figures  based  on  Sales 
Management  estimates  list- 
ing WHBF  area  as  80th  mar- 
ket in  population,  68th  in 
retail  sales,  54th  in  Net 
Effective   Buying  Income. 


WHBF 

AM     FM  TV 

Rock  Island,  III. 

"The  Hub  of  the  Quad-Cities' 

LES  JOHNSON,  General  Manager 
MAURICE  CORKEN,  Sales  Manager 


National  Representative— Avery  Knodel 


Broadcasting 


Tel 


ecasting 
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ILLINOIS  RADIO  MARKET  DATA  BY  COUNTIES 


1949 

1948 

Employment 

Taxable  Po  t 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Soles 

Retail  Soles 

Mid-March 

rolls— 1st  Oi 

County 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000; 

1 948 

  64,630 

65,229 

18,053 

17,150 

95.0 

52,716 

60,800 

15,282 

8,2: 

Alexander  

  20,255 

25,496 

5,657 

4,876 

86.2 

14,272 

15,064 

3,851 

1,7  j 

Bond  

  14,118 

14,540 

3,943 

3,686 

93.5 

7,135 

10,875 

1,267 

Boone  

  17,029 

15,202 

4,756 

4,684 

98.5 

12,844 

16,032 

3,241 

2,2.  ' 

Brown  

  7,117 

8,053 

1,987 

1,867 

94.0 

4,282 

6,364 

1,164 

3'  > 

Bureau  

  37,601 

37,600 

10,503 

10,250 

97.6 

23,549 

32,251 

4,099 

2,r 

Calhoun  

  6,877 

8,207 

1,920 

1,800 

93.8 

2,854 

3,826 

321 

i; 

Carroll  

  18,924 

17,987 

5,286 

5,148 

97.4 

12,844 

18,785 

1,416 

6.' 

  15,044 

16,425 

4,202 

3,996 

95.1 

9,989 

13,395 

2,159 

1,11 

  105,871 

70,578 

29,572 

29,010 

98.1 

89,381 

97,067 

13,479 

6,9: 

  38,545 

38,564 

10,766 

10,346 

96.1 

26.403 

36,41 1 

6,847 

4,9( 

Clark  

  17,238 

18,842 

4,815 

4,554 

94.6 

9,276 

13,637 

1,645 

6', 

Clay  

  17,580 

18,947 

4,910 

4,659 

94.9 

11,417 

12,142 

2,180 

8: 

Clinton  

  22,845 

22,912 

6,381 

6,055 

94.9 

9,991 

14,176 

2,553 

1,2< 

'Coles  

  40,550 

38,470 

11,326 

10,906 

96.3 

32,325 

41,984 

3,531 

4,0( 

•Cook  

  4,513,973 

4,063,342 

1,260,886 

1,239,450 

98.3 

4,992,173 

5,066,463 

1,754,624 

1 ,306,58 

  21,090 

21,294 

5,891 

5,596 

95.0  . 

12,131 

16,663 

2,939 

1,6.' 

  10,479 

11,698 

2,927 

2,801 

95.7 

3,567 

4,602 

1,094 

4: 

€»e  Kalb  

  40,668 

34,388 

11,359 

11,165 

98.3 

35,679 

43,755 

8,538 

5,4^ 

Oe  Witt  

16,858 

18,244 

4,708 

4,557 

96.8 

12,844 

16,351 

1,540 

6( 

  16,686 

17,590 

4,660 

4,515 

96.9 

11,417 

14,902 

1,677 

7i 

Ou  Page  

  153,885 

103,480 

42,984 

42,640 

99.2 

98,121 

108,683 

11,495 

7,o; 

t  c 

  23,674 

24,430 

6,612 

6,347 

96.0 

16,412 

21,057 

3,207 

1,53 

  9,033 

8,974 

2,523 

2,376 

94.2 

3,568 

6,797 

1,178 

  21,613 

22,034 

6,037 

5,753 

95.3 

15,699 

23,210 

3,556 

  24,545 

29,159 

6,856 

6,478 

94.5 

12,844 

17,523 

2,617 

Ford  

15,007 

4,436 

4,365 

98.4 

12,132 

15,779 

1,820 

92 

  37,399 

53,137 

10,446 

93.8 

28,544 

32,992 

11,059 

9,0C 

  43,603 

44,627 

12,179 

11,752 

96.5 

29,257 

34,342 

7,250 

5,31 

Gallatin  

  9,784 

11,414 

2,732 

2,538 

92.9 

4,282 

6,147 

(2)1,445 

(2)72 

Greene  

  18,791 

20,292 

5,248 

4,922 

93.8 

9,989 

13,235 

1,473 

52 

Grundy  

  19,165 

18,398 

5,353 

5,251 

98.1 

14,986 

17,046 

2,984 

1,98 

Hamilton  

  12,217 

13,454 

3,412 

3,156 

92.5 

4,995 

5,611 

1,111 

55 

Hancock  

  25,734 

26,297 

7,188 

6,857 

95.4 

13,559 

18,344 

2,038 

79 

  7,497 

7,759 

2,094 

1,941 

92.7 

2,853 

3,154 

(2) 

(2 

Henderson  

  8,398 

8,949 

2,345 

2,241 

95.6 

3,568 

5,320 

307 

12 

  46,381 

43,798 

1 2,955 

12,631 

97.5 

39,928 

45,005 

8,091 

4,54; 

Iroquois  

  32,275 

32,496 

9,015 

8,789 

97.5 

20,694 

29,196 

2,823 

1-37 

  38,009 

37,920 

10,617 

9.916 

93.4 

22,835 

29,394 

6,126 

3,10. 

  12,242 

13,431 

3,419 

3,230 

94.5 

4,282 

7,003 

667 

23; 

  35,745 

34,375 

9,984 

9,394 

94.1 

22,835 

28,670 

7,604 

4,48;  i 

  15,229 

16,636 

4,253 

3,929 

92.4 

7,849 

9,737 

1,448 

{ 

66;, 

  21,379 

19,989 

5,971 

5,738 

96.1 

12,844 

16,807 

1,969 

99,1 

Johnson  

  8,707 

10,727 

2,432 

2,239 

92.1 

3,568 

3,675 

(2)  492 

(3)  ^5^.!i| 

Kane  

  149,918 

130,206 

41,876 

41,038 

98.0 

155,439 

168,395 

43,01 1 

29,46:  : 

Kankakee  

  73,403 

60,877 

20,503 

20,133 

98.2 

61,004 

71,670 

14,468 

9,21'  ' 

Kendall  

  12,066 

11,105 

3,370 

3,302 

98.0 

5,708 

9,091 

960 

51- 

  54,150 

52,250 

15,125 

14,671 

97.0 

50,685 

58,682 

10,774 

6,394^ 

lake  

  178,321 

121,094 

49,810 

49,162 

98.7 

146,677 

160,005 

32,342 

21,56.ll 

La  Salle  

  100,234 

97,801 

27,998 

27,382 

97.8 

97,014 

104,948 

28,035 

17,1  sal 

  20,456 

21,075 

5,713 

5,404 

94.6 

10,704 

14,451 

2,367 

1,34m 

  36,366 

34,604 

10,158 

9,995 

98.4 

23,548 

29,477 

4,657 

2,65a| 

Livingston  

  37,713 

38,838 

10,534 

10,291 

97.7 

25,690 

31,736 

3,692 

1,75(]| 

Logan  

30,598 

29,438 

8,546 

8,306 

97.2 

20,694 

24,891 

3,374 

1,56^1 

  28,134 

26,944 

7,858 

7,575 

96.4 

21,408 

28,757 

4,009 

2,02<l| 

McHenry  

  50,416 

37,311 

14,082 

13,884 

98.6 

36,393 

51,787 

7,973 

4,76^P 

  76,272 

73,930 

21,305 

20,857 

97.9 

73,432 

78,404 

15,634 

8,58;  1 

Macon  

  100,273 

84,693 

28,009 

27,392 

97.8 

99,724 

105,565 

23,197 

14,88:^ 

Macoupin  

  43,678 

46,304 

12,200 

1 1 ,590 

95.0 

23,549 

32,181 

6,520 

4,41;  j 

  183,612 

149,349 

51,288 

49,544 

96.6 

142,897 

1 46,348 

51,388 

33,80<  1 

  41,510 

47,989 

11,594 

10,886 

93.9 

37,106 

41,006 

7,645 

3,973  i 

iV^QTsholl 

12  997 

13,179 

3,630 

3^86 

98.8 

8  563 

10  5l5 

1  175 

52^  I: 

Mason  

  15,273 

15,358 

4,266 

4,065 

95.3 

1 0,704 

14,813 

1,471 

Z\ 

  13,548 

14,937 

3,784 

3,451 

91.2 

5,708 

7,550 

2,093 

809  1 

  9,605 

10,663 

2,632 

2,555 

95.3 

5,709 

6,569 

865 

38«  ij 

Mercer  

  17,336 

17,701 

4,842 

4,687 

96.8 

9,276 

13,531 

1,123 

42i 

1 2,754 

3,444 

yo.o 

6,422 

9,932 

1,364 

Montgomery  

  31,560 

34,499 

8,815 

8,400 

95.3 

22,121 

27,384 

4,914 

2,74S 

  35,502 

36,378 

9,916 

9,499 

95.8 

30,640 

33,990 

5,409 

2,817 

  13,141 

13,477 

3,670 

3,490 

95.1 

7,850 

9,191 

1,571 

765 

Ogle  

  33,281 

29,869 

9,296 

9,082 

97.7 

20,694 

28,617 

4,250 

2,521 

Peoria  

  173,893 

153,374 

48,573 

47,407 

97.6 

189,082 

190,760 

47,958 

31,077 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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1950 

Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 

(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Emolovment 
Mid-March 
1948 

Taxable  Pay- 
rolls-1  St  Qtr. 
1948  ($000) 

21  606 

23  438 

6  035 

5  636 

93.4 

12  843 

15  393 

3  642 

2,578 

1 4  659 

3  886 

3  781 

97.3 

7  850 

9  939 

1  169 

51 2 

25  340 

6  167 

5  809 

94.2 

12  132 

1 4  374 

1  886 

788 

0,/ jU 

7  000 

1  606 

1  482 

92.3 

2  141 

1  fln9 
1  ,ou^ 

1 3  599 

1 5  875 

3  798 

3,433 

90.4 

4  994 

4  667 

1  056 

365 

5  289 

1  324 

1  276 

96.4 

2  141 

2  893 

1 97 

85 

8  810 

8  325 

94.5 

15  699 

23  338 

3,/ Vj 

3  467 

1  0,o4j 

17  137 

4  705 

4  455 

94.7 

10  703 

I  J,QOO 

2  276 

I  -JO,  I  oo 

113  323 

37  1 87 

36  51 7 

98.2 

124  180 

1 27  706 

4/,/ 1  I 

32  650 

204  161 

166  899 

57  028 

54  803 

96.1 

147  314 

157  784 

47  384 

30  601 

33  288 

oo,uoo 

9  298 

8  749 

94.1 

20  695 

25  856 

5  288 

3  532 

1 29  9S8 

117  912 

36  309 

35,328 

97.3 

128,488 

36  044 

21  401 

9  586 

1 1  A'xn 

I  I  ,40U 

2  677 

2  585 

96.6 

5,708 

6  022 

\  1 ) 

1 1 ) 

7  218 

8  1 76 

2  016 

1  901 

94.3 

3  568 

5  329 

649 

236 

24  360 

26  290 

6  804 

6  504 

95.6 

11  416 

1 6  034 

2  039 

OAT 

yoo 

3  701 

8  881 

2  430 

2  361 

97.2 

4  996 

6  045 

693 

O  I  / 

41,453 

40,646 

1 1 ,579 

1 1 ,301 

97.6 

34,965 

44,831 

9,21 1 

5,936 

75,998 

58,362 

21,228 

20,760 

97.8 

45,282 

51,234 

30,759 

22,205 

20,436 

21,528 

5,708 

5,325 

93.3 

9,276 

12,227 

2,262 

946 

86,361 

86,791 

24,123 

23,230 

96.3 

78,795 

83,581 

17,825 

10,037 

14,612 

13,724 

4,081 

3,885 

95.2 

9,991 

13,073 

3,220 

1,944 

21,914 

21,286 

6,121 

5,925 

96.8 

17,126 

22,286 

3,005 

M56 

14,428 

15,801 

4,030 

3,759 

93.3 

6,422 

9,336 

1,120 

451 

20,885 

22,092 

5,833 

5,442 

93.3 

9,990 

14,615 

2,379 

1,194 

20,880 

20,027 

5,832 

5,482 

94.0 

11,306 

15,141 

2,569 

1,299 

49,176 

43,338 

13,736 

13,392 

97.5 

34,252 

44,684 

10,156 

6,869 

134,470 

114,210 

37,561 

36,884 

98.2 

104,747 

1 1 2,665 

25,913 

18,461 

48,216 

51,424 

13,468 

12,713 

94.4 

26,402 

32,555 

7,241 

4,328 

152,224 

121,178 

42,520 

41,797 

98.3 

161,331 

1 63,449 

58,586 

42,929 

21,230 

19,124 

5,930 

5,799 

97.8 

1 2,844 

18,1 15 

2,063 

881 

bounty 

.1; 

Perry  

Piatt  

■Pike  

Pope  

Pulaski  

'utnom  

Randolph  

Richland  

Sock  Island  

p3t.  Clair  

raoline  

^Sangamon  

"Schuyler  

r 

"jcott  

.helby  

Jtark  

•tephenson  

azewell  

Inion  

'ermiilion  

Vobash   

Varren  

i/ashington  

x'ayne  

Vhite  

i/hiteside  

^ill   

/illiamson  

(/innebago  

Voodford  

(1)  Includes  Brown  ond  Schuyler  Counties.    (2)  Includes  Gollotin  and  Hardin  Counties.  l3)  Includes  Johnson  and  Pope  Counties. 


i  WMBD 

9fVes  advertisers  a  , 

TRIPLE-PLAY  in  PEORIAREA 


MORE  LISTENERS  .  .  . 

WMBD  delivers  a  greater  share  of  the  audience 
.  .  .  more  listeners  in  ANY  TIME  SEGMENT  than 
the  next  two  stations  combined! 

MORE  EXPERIENCE  .  .  . 

With  23  years  experience,  WMBD  knows  the 
Peoriarea  audience  .  .  .  beams  the  right  show 
to  the  right  people  at  the  right  time.  High  pro- 
gram standards  have  brought  an  increasing 
number  of  WMBD  live  shows  under  national 
sponsorship. 

UOADCASTING    •  Telecasting 


A  triple  play  is  a  bonanza  to  any  ball  club;  unfortunately 
only  one  or  two  occur  a  season  to  gladden  the  hearts  of 
baseball  fans.  In  PEORIAREA,  however,  WMBD  adver- 
tisers get  a  triple  play  for  their  advertising  dollar  many 
times  a  year. 


MORE  PROMOTION  .  .  . 

To  maintain  such  dominance  in  a  competitive 
market,  WMBD's  promotion  and  merchandising 
department  devotes  full  time  to  courtesy  an- 
nouncements, newspaper  ads,  displays,  direct 
mail  and  merchandising  publications. 


PEORIA 

CBS  Affiliate  •  SOOO  Wattt 
Free  &  Pclert,  Inc.,  Nat'l.  R< 
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INDIANA 


MARKET  INDICATORS  FOR  INDIANA 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

Population   

3,917,904 

'50 

3,427,796 

'40 

%  of  U.  S  

2.62% 

'50 

2.61% 

'40 

1,094,386 

'50 

962,340 

'40 

96.5% 

'49 

93.4% 

'46 

1,056,082 

'50 

979,000 

'46 

5  3,327,880,000 

'49 

3,520,507,000 

'48 

Retail  Trade  Employes   

189,629 

'48 

129,757 

'39 

Wholesale  Sales  Volume  . . . 

S  3,204,712,000 

'48 

847,000,000 

'39 

Wholesale  Trade  Employes  . 

45,213 

'48 

29,087 

'39 

Employment  (Mid-March)  . 

1,027,110 

'48 

991,101 

'47 

Taxable  Payrolls  (1st 

quarter)   

$ 

681,055,000 

'48 

587,564,000 

'47 

Income   

$ 

5,494,000,000 

'48 

1,858,000,000 

'40 

Percent  distribution  

2.67% 

'48 

2.45% 

'40 

Per  Capita  Income   

$1,403 

'48 

541 

'40 

Percent  of  national  per 
capita  income   

100% 

'48 

94% 

'40 

New  Construction  (Private) 

$ 

349,800,000 

'49 

90,400,000 

'39 

Residential   

158,000,000 

'49 

38,700,000 

'39 

Non-Residential   

78,300,000 

'49 

19,800,000 

'39 

Value  added  by  Manufacture 

$ 

2,977,508,000 

'47 

964,746,000 

'39 

Automobile  Registration  .... 

1,339,914 

'49 

1,304,824 

'48 

Telephones   

1,034,300 

'49 

732,200 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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Standard  (AM)  Brcadcasting  Stations 
(\  Number  of  FM  Broadcasting  Station» 
Number  ef  Telecasting  Stations 


INDIANAPOLIS 


IS  KNOWN  AS  A  T  E  S  T  -  M  A  R  K  E  T  .  .  . 

But  Your  Product  Can  Be  Assured  Of  Continued  Sales 


Increases  On  .  .  . 


WIRE 

the  RADIO  BUY  -  WORD 

in  the  Indianapolis  Area 

Nationally  Represented  by  The  John  E.  Pearson  Co. 
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INDIANA 


SPOT  RATE  FINDER 


Holmon,  BMB 
15M      30M      1  Hr 


8.85  15.00  27.50 
8.85    15.00  27.50 


ANDERSON,    Madison,    28,993    fam.,  97.9% 

radio,  28,384   radio  fam. 
WCBC,    Ikw-D,  1470kc 
SB        IM  5M 
D       2.00      8.00    16.00    36.00    48.00  80.00 
WCBC-FM,    Chan.     292,     106,3mc,  0.38kw, 

Hoiman 
D       1.33      1.90  3.75 
N      1.33      1.90  3.75 
WHBU,  250w,   1240kc,  ABC,   Ra-Tel,  Conlan 
D       6.00     6.00    10.00    18.00    25.00  40.00 
N      8.00      8.00    15.00    25.00    40.00  60.0C 
BEDFORD,     Lawrence,     9,598     fam.,  94.1% 

radio,  9,031  radio  fam. 
WBIW,  250w,   1340kc,  Conlan 
D      5.00     4.00      8.00    15.00    25.00  40.00 
N      5.00     5.00    12.00    20.00    30.00  50.00 
BLOOMINGTON,  Monroe,  13,714  fam.,  94.2% 

radio,  12,913  radio  fam. 

2  AM  non-affiliates,  average   1 -time  rate 
D       3.50     5.00      9.00    17.50    27.50  47.50 
N       3.75      5.50    10.00    20.00    30.00  50.00 

WTOM,  250w,  1490kc 

D       3.00     4.00      8.00    15.00    25.00  45.00 
N      3.50      5.00    10.00    20.00    30.00  50.00 
WTTS,  5kw-D,  500w-N,  1370kc,  Meeker,  Con- 
lan 

D  4.00  6.00  10.00  20.00  30.00  50.00 
N  4.00  6.00  10.00  20.00  30.00  50.00 
WTTV  (TV),  Chan.  10,  3.1kw-aur.,  6.2kw-vis., 

ABC,  CBS,  DuMont,  NBC,  Meeker 
D     22.00    22.00    31.25    60.00    90.00  150.00 
N     22.00    22.00    31.25    60.00    90.00  150.00 
COLUMBUS,  Bartholomew,  10,086  fam.,  96.2% 

radio,  9,702  radio  fam. 
WCSI  (FM),  Chan.  229,  93.7mc,  71  kw,  Ra-Tel 
D       8.00      8.00    12.00    24.00    36.00  60.00 
N      8.00      8.00    12.00    24.00    36.00  60.00 

CONNERSVILLE,  Fayette,  6,540  fam.,  96.6% 
radio,  6,317  radio  fam. 

WCNB,  250w-D,  1580kc,  Campbell,  Burn- 
Smith 

D      3.00     6.00    10.00    20.00    30.00  50.00 
WCNB-FM,   Chan.   262,    100.3mc,    lOkw,  In- 
land,   Bonus   daytime  only 
i  N      4.55     6.82     9.10    18.20    27.30  45.50 


AJVlo«TY 

BLOOMINGTON'S 
YOUR  BEST  BUY 


WTTS 


now  5000  WaTTS,  and  easily 
the  leading  station  In  the 
central  and  southern  Indiana 
area.  A  regional  station,  WTTS 
is  located  in  the  heart  of 
the  world-famous  limestone 
industry.  For  complete 
information,  call  or  write 
your  nearest  Robert  Meeker 
office. 


WTTV 


is  a  "custom-built"  station, 
built  by  Tarzian  engineers. 
People  in  the  industry  just 
can't  understand  how  a  town 
the  size  of  Bloomington 
supports  TV.  We'd  like  to 
tell  you  more  about  it. 
Represented  Nationally  by 

ROBERT  MEEKER  ASSOCIATES,  INC. 

New  York  •  Philadelphia 
Chicago  •  San  Francisco 
Los  Angeles 


WTTS 


WTTV 


fHE  SARKES  TARZIAN  STATIONS 

Bloomington,  Indiana 
jIBROADCASTING    •  Teleca 

L 


CRAWFORDSVILIE,  Montgomery,  8,127  fam., 
96.6%  radio,  7,850  radio  fam. 

WFMU  (FM),  Chan.  275,  102.9mc,  13kw,  In- 
land Radio 

SB         IM      5M       15M      30M  1  Hr 

D       4.50     7.00    11.40    14.50    28.75  57.00 

N       4.50      7.00    11.40    14.50    28.75  57.00 

ELKHART,  Elkhart,  23,537  fam.,  97.2%  radio, 

22,877  radio  fam. 
WTRC,  250w,  1340kc,  NBC,  Burn-Smith,  BMB 

Conlan 

D       6.00      6.00    15.00    22.00    33.00  54.00 
N      7.50     7.50    18.00    36.00    48.00  80.00 
WTRC-FM,  Chan.   264,   100.7mc,  33kw,  Burn- 
Smith 

1.50  1.50  4.00  5.50  8.25  13.50 
2.00      2.00     4.50      9.00    12.00  20.00 


D 
N 

EVANSVILLE,     Vanderburgh,  44,231  fam., 

95.8%  radio,  42,373  radio  fam. 

3  AM  affiliates,  overage  1-time  rate 

D  9.16  10.50  20.00  38.00  60.00  100.00 
N     11.83    13.16    26.33    49.50    75.66  131.66 

WEOA,  250w,  1400kc,  CBS,  Katz,  Hooper 
D       6.00      8.00    16.00    32.00    48.00  80.00 
N       9.00    10.00    20.00    40.00    60.00  100.00 
WGBF,  5kw-D,  Ikw-N,   1280kc,  NBC,  Weed, 
Hooper 

D  12.00'  12.00  24.00  48.00  72.00  120.00 
N  15.00  15.0C  30.00  60.00  80.00  150.00 
WMLL     (FM),    Chan.    233,    94.5mc,  20kw, 

Transit  Radio 
D       2.80      2.80      5.60    11.20    16.80  28.00 
N       4.00     4.00      8.00    16.00    24.00  40.00 
WIKY,  250w-D,  820kc,  IMS,  Hooper,  Conlan 
D       6.00      8.00    16.00    32.00    48.00  80.00 
WIKY-FM,   Chan.   281,    104.1mc,   20kw,  IMS 

Bonus   davtime  onlv 
N       3.00      4.00      8.00    16.00    24.00  40.00 
WJPS,  5kw-D,  Ikw-N,  1330kc,  ABC,  Walker 
D       9.50    11.50    20.00    34.00    60.00  100.00 
N     11.50    14.50    29.00    48.50    87.00  145.00 

FORT   WAYNE,    Allen,    51,077   fam.,  98.3% 
radio,  50,208  radio  fam. 

4  AM  afftliotes,  overage  1-time  rate 

D  12.10  12.10  18.62  34.75  40.87  90.62 
N     15.62    15.62    31.25    62.50    93.75  153.75 

WANE,  250w,    1450kc,  CBS,  Boiling 
D       7.00     7.00    12.00    24.00    36.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 
WGL,     Ikw,     1250kc,     NBC  Headley-Reed, 

Hooper,  Conlan 
D  9.40  9.40  12.50  25.00  37.50  62.50 
N  12.50  12.50  25.00  50.00  75.00  125.00 
WKJG.  5kw,  ISBOkc,  MBS,  Roymer 
D  12.00  12.00  20.00  30.00  60.00  90.00 
N  15.00  15.00  30.00  60.00  90.00  140.00 
WKJG-FM,  Chan.  291,  106.1mc,  30kw,  Bonus 
WOWO,   lOkw,  1190kc,  ABC,  Free  &  Peters, 

Hoooer 

D  20.00  20.00  30.00  60.00  90.00  150.00 
N  25.00  25.00  50.00  100.00  150.00  250.00 
V.'OWO-FM,  Chan.  241,  96.1  mc,  16.5kw,  Bonus 

GARY,    Lake,    102,256    fam.,    97.8%  radio, 

100,006   radio  fam. 
WGRY,  500w-D,  1370kc 

'Rates  not  cvoilable) 
WWCA,  Ikw,  1270kc,  Hooper 

D       6.00      8.00    18.00    30.00  50.00  84.00 

N       8.00    12.00    26.00    43.00  72.00  120.00 

HAMMOND,     Lake,     102,256     fam.,  97.8% 

rod-o,  100,006  radio  fam. 
WJOB,    250w,    1230kc,    McGillvra,  Conlan, 

Hoooer 

D       8.00    10.00    18.00    36.00    54.00  90.00 
N     10.00    12.00    24.00    48.00    72.00  120.00 
WJIZ   (FM),  Chan.  222,  92.3mc,   lOkw,  Mc- 
Gillvra, Bonus 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


SALES  RESULTS 
AT    LOW  COST 


m 


Indiana's  Second  Largest 
Wholesale  and  Retail  Market 


WIKY  EVANSVILLE 


AM-820  kc      -  WIKY-FM 
FM- 104.1  mc 

Represented  by: 

Independent  Metropolitan  Sales 
Member  of: 

Associated  Independent 

Metropolitan  Stations 


INDIANAPOLIS,  Marion,  153,365  fam.,  97.5% 
radio,  149,530  radio  fam. 


4  AM  affiliates,  average 

SB  IM  5M 
D  13.33  15.25  25.66 
N     22.75    25.75  48.33 


1-time  rate 

15M  30M  1  Hr 
50.00  77.50  135.00 
70.00  150.00  257.50 


WFBM,  5kw,  1260kc,  CBS,  Kotz,  Hooper 

D     13.00    15.00    25.00    50.00    75.00  135.00 

N     25.00    30.00    50.00  100.00  150.00  270.00 

WFBM-TV,  Chan.  6,  1 8.1  kw-aur.;  28.2kw-vis., 

CBS,  ABC,  DuMont,  Katz 
D  25.00    37.50    60.00    90.00  150.00 

N  40.00    62.50  100.00  150.00  250.00 

WIBC,  50kw-D,  lOkw-N,  1070kc,  MBS 

D  18.00    30.00    60.00    90.00  150.00 

N     25.00    30.00    60.00  120.00  180.00  300.00 

WIRE,  5kw,  1430kc,  NBC,  Pearson 

D      17.00    17.00  48.00    75.00  135.00 

N     25.00    25.00  85.00  145.00  260.00 

WISH,  5kw-D,   Ikw-N,  1310kc,  ABC,  Free  & 

Peters,  Hooper 

D      10.00    12.00    22.00    42.00  70.00  120.00 

N     16.00    18.00    35.00    75.00  125.00  200.00 

WXLW,  Ikw,  1590kc,  IMS,  Hooper 

D       5.00      8.00    11.50    23.00    34.50  57.50 

N      5.00     8.00    11.50    23.00    34.50  57.50 


JASPER,   DuBois,  6,640 
6,195  radio  fam. 

WITZ,  Ikw-D,  990kc 
D       3.00      4.00  8.00 


fam.,    93.3%  radio. 


16.50    30.00  50.00 


KOKOMO,  Howard,  15,191  fam.,  97.4%  radio, 
14,796  radio  fam. 

WlOU,  Ikw,  1350kc,  CBS,  Weed 

D  9.00    14.00    28.00    42.00  70.00 

N  12.00    18.00    36.00    54.00  90.00 

LAFAYETTE,  Tippecanoe,  20,538  fam.,  97.5% 
radio,  20,024  radio  fam. 

WASK,  250w,  1450kc,  MBS,  Ra-Tel,  Conlan 
D       6.00      7.50    16.00    27.00    41.00  68.00 
N       7.50      9.00    18.00    28.00    48.00  80.00 

WFAM  (FM),  Chan.  236,  95.1mc,  1.2kw,  Ra- 
Tel 

D       2.50               6.00  8.80    11.80  21.80 

N      2.50               6.00  8.80    11.80  21.80 

(Continued  on  page  76) 
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reasons 


WHY 

WITZ 

Is  Southwestern 
Indiana^s  Best  Buy 


COUNTY 

Crawford 

Daviess 

Dubois 

Gibson 

Harrison 

Knox 

Lawrence 

Martin 

Orange 

Perry 

Pike 

Posey 

Spencer 

Warrick 

Washington 

Vanderburgh 


16  Counties 


1950  CENSUS 

9,322 
26,689 
23,772 
30,657 
17,861 
43,313 
34,363 
10,752 
16,863 
17,397 
15,015 
19,571 
16,164 
21,553 
16,585 
158,361 


478,238 


By  any  count  it's  .  .  . 

WITZ 

JASPER,  INDIANA 
1000  W         •         990  KC 


IF  YOU  SELL 
IN  CENTRAL 
INDIANA  . . . 

WCBC 

Leiong-S 


on 


hit 


YOU  BUY  INDIANA'S 
FIFTH  MARKET  .  .  . 
AND  GET  ITS  FIRST* 
AS  A  BONUS. 

TWO-THOUSAND  LETTERS  WEEKLY, 
received  at  WCBC,  Anderson — proof  of 
loyal,  responsive  listenership  throughout  the 
WCBC  mail  pull  area  of  58  Indiana  coun- 
ties. This  listener  response  explains  why 
more  regional  advertisers  (including  Indi- 
anapolis firms)  consistently  prefer  WCBC. 
Regional  advertisers  know  that  WCBC  lis- 
tener loyalty  spells  results.  It's  the  kind  of 
loyalty  that  means  business  for  you,  too 
...  at  a  lower  cost  per  thousand.  Within 
our  half-millivolt  coverage  area  lie  18  rich 
counties,  with  a  potential  audience  of  398,- 
410  families.  Retail  store  expenditures  av-, 
erage  $3080  per  year  in  Madison  County.  , 

18  County  Market  Data  (half-millivolt)  'i 

Families    398,410 ' 

Retail  Store  Sales  .11,251,096,000 

Drug    49,542,000 

Gen.   Mdse   151,125,000 

Apparel    69,249.000 

Food    233,536,000 

Market  Data— SRDS  1950-51  Consumer  Mar- 
kets 

*  Includes  Indianapolis. 

WCBC  IS  A  "TOP"  REGIONAL  BUY 

INDIANA'S  FAMILY  STATION  | 

Effective  merchandising  and  promotional  I 
aid  in  food,  drug  and  automotive  parts  field  ,< 
within  six-county  distribution  pattern.  Add 
this  to  distinctive  programming  geared  to 
Central  Indiana's  family  taste.  Home  folks 
programming  .  .  .  catchy  hillbilly  hits  and 
sweet  pop  ballads  (no  jazz,  no  boogie- 
woogie,  no  bebop)  .  .  .  generous  servings 
of  popular  gospel  music  through  the  day 
.  .  .  and  hourly  news  and  sports  from  the 
only  full-fledged  news  department  of  any 
independent  station  in  Central  Indiana.  No 
wonder  WCBC  commands  regional  loyalty 
.  .  .  pulls  regional  mail  .  .  .  gets  regional 
results  as  Central  Indiana's  best  advertising 
buy !    Ask  Hal  Hoiman. 

Write,    wire   or    phone    collect   for  latest 
availability  on  Central  Indiana's  low-cost- 
per- thousand  station  all  day  every  day. 

WCBC. 


sting 


ANDERSON,  INDIANA 
WM.  TRAVIS,  General  Manager 
Represented  by  HAL  HOLMAN 
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Greatest  Buy 


in 


the 


Rich  Wabash  Valley 

WTHI 

TERRE  HAUTE 

(Now  CBS) 
AM  and  FM 
1480  kc        1000  watts 

Represented  by 
The  Boiling  Co.,  Inc. 


INDIANA 

SPOT  RATE  FtNDER 

(Continued  from  page  75) 

98.0%  radio. 


lAPORTE,  LaPorte,  21,429  fam 

2),000  radio  fam., 
WLOl,  250w  D,  1540l<c 

SB  1M  5M  15M  30M 
D  7.20    14.40  21.60 


1  Hr 

36.00 


LOGANSPORT,    Cass,    10,801    fam.,  97.3% 

radio,  10,509  radio  fam. 
WSAL,  250w,  1230kc 

D  4.50  6.00  12.00  24.00  36.00  60.00 
N       6.00      8.00    16.00    32.00    48.00  80.00 

MARION,  Grant,  17,334  fam.,  97.6%  radio, 

16,917  radio  fam. 

WBAT,  500w-D,   1600kc,  Conlan 

D  9.00  $.00  18.00  30.00  48.00 
WMRI    (FM),    Chan.    295,  106.9mc, 

Hoosier,  Inland  Radio 

D       2.40                6.00  12.00  18.00 

N       3.20                8.00  16.00  24.00 


80.00 
34kw, 


30.00 
40.00 


MICHIGAN  CITY,  LaPorte, 
radio,  21,000  radio  fai 


21,429  fam.,  98.0% 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
SMB.  For  complete  explanation  see  foreword 


WIMS,  Ikw-D,  1420kc,  Ra-Tel 

SB        IM      5M       15M      30M     1  Hr 
D  8.00    17.50    28.00    42.00  70.00 

i   WIMS-FM,  Chan.  228,  93.5mc,   Ikw,  Ra-Tel, 
Bonus  daytime  only 
N  1.50  5.00    10.00  20.00 

MUNCIE,     Delaware,     25,164    fam.,  97.6% 
radio,  24,560  radio  fam. 

WLBC,  250w,  1340kc,  CBS,  Walker,  Conlan 
D       6.00      6.00    10.00    20.00    30.00  50.00 
N     10.00    10.00    16.00    32.00    48.00  80.00 

WMUN  (FM),  Chan.  281,  104.1mc,  7.4kw 
D  6.00     9.00  15.00 

N  8.00    12.00  20.00 

NEW    ALBANY,    Floyd,    12,263  fam.,  95.2% 

radio,  11,674  radio  fam. 
WLRP,   Ikw-D,  1570kc 

D       3.50     5.00     8.00    16.00  24.00  40.00 


NEW  CASTLE,  Henry,  12,690  fam.,  97.7% 
radio,  12,398  radio  fam. 

WCTW  (FM),  Chan.  273,  102.5mc,  4kw,  In- 
land Radio 

D  3.00  5.00  8.97  17.96  26.93  44.89 
N       5.00      8.00    13.60    27.20    40.80  68.00 


PORTLAND,  Jay,   6,457  fam., 
6,243   radio  fam. 


96.7%  radio, 


DON'T  FORGET  TO  ADD 

MISHAWAKA 

WHEN  YOU  STUDY 

SOUTH  BEND  SALES  FIGURES! 


Saleswise,  the  two  cities  of  South  Bend  and 
Mishawaka  are  one.  They  are  separated  only  by  a 
street.  Together  they  form  a  single,  unified 
market  of  160,000  people. 

This  two-city  fact  makes  a  big  difference  in 
South  Bend's  national  sales  ranking.  For  example: 
in  1949,  South  Bend  ranked  85th  in  the  nation 
in  retail  sales,  with  a  total  of  $161,266,000.  But, 
when  you  cross  the  street  and  add  Mishawaka's  1949 
retail  sales,  the  total  jumps  to  $190,907,000. 
That  figure  boosts  South  Bend-Mishawaka  to 
72nd  place  nationally — instead  of  85th! 

Be  sure  to  add  Mishawaka  when  you  count  up 
South  Bend  sales  figures.  Remember,  too,  that 
these  sister  cities  are  just  the  heart  of  the  South 
Bend  market.  The  entire  market  takes  in  more 
than  half-a-million  people  who  spent  more  than 
half-a-billion  dollars  for  retail  purchases  in  1949! 

WSBT— and  only  WSBT— covers  all 
of  this  rich  and  responsive  market. 


PAUL 


Figures  from  Sales  Management's 
1950  "Survey  of  Buying  Power" 


,5000     WATTS    •    960     KC    •  CBS 
H.       RAYMER       COMPANY      •       NATIONAL  REPRESENTATIVE 


WPGW,  500w-D,  1440kc 

SB  IM  5M  15M  30M  1  Hr 
D      3.75     5.00     9.00    17.50    27.50  45.00 

RICHMOND,  Wayne,  19,139  fam.,  97.8% 
radio,  18,717  radio  fam. 

WKBV,  250w,  1490kc,  MBS,  Meeker,  Conlan 
D       6.00      6.00    10.00    22.50    30.00  50.00 
N      7.00     7.00    12.00    26.00    36.00  60.00 

SEYMOUR,  Jackson,  7,901  fam.,  94.6%  radio, 
7,474  radio  fom. 

WJCD,  500w-D,  1390kc 

D  3.00      5.00    12.00    20.00  35.00 

SHELBYVILLE,  Shelby,  7,826  fom.,  95.8% 
radio,  7,497  radio  fam. 

WSRK  (FM),  Chan.  267,  101. 3mc,  5kw,  Inland 
Radio  (Rotes  on  request) 

SOUTH  BEND,  St.  Joseph,  56,907  fam.,  97.7% 
55,598,  fom. 

2  AM  affiliates,  average  1 -f ime  rate 

D     10.00.  10.00    20.00    35.00    55.00  87.50 

N     14.00    14.00    25.00    50.00    75.00  125.00 

WHOT,  250w,  1490kc,  ABC,  Boiling,  Hooper 
D       7.00     7.00    15.00    25.00    40.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

WJVA,  250w-D,  1580kc,  Burn-Smith 

D       4.00      6.00    10.00    23.00    34.00  57.50 

WSBT,  5kw,  960kc,  CBS,  Raymer,  Hooper 

D     13.00    13.00    25.00    45.00    70.00  115.00 

N     18.00    18.00    30.00    60.00    90.00  150.00 

TElt  CITY,  Perry,  4,859  fom.,  91.6%  radio, 
4,450  radio  fam. 

WTCJ,  250w,  1230kc 

D  4.50      8.00    20.00    35.00  60.00 

N  4.50     8.00    20.00    35.00  60.00 

TERRE  HAUTE,  Vigo,  29,310  fam.,  95.3% 
radio,  27,932  radio  fcm. 

2  AM  affiliates,  average  1-time  rate 

D       8.00      8.00    16.00    32.00    48.00  80.00 

N     11.00    11.00    22.00    44.00    66.00  110.00 

WBOW,  250w,  1230kc,  NBC,  Weed,  Conlan 
D       8.00      8.00    16.00    32.00    48.00  80.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

WBOW-FM  Chan.  266,  lOl.lmc,  20kw,  Bonus 

WTHI,  Ikw,  1480kc,  CBS,  Boiling,  Conlan 
D      8.00     8.00    1  6.00    32.00    48.00  80.00 
N     12.00    12.00    24.00    48.00    72.00  120.00 

WTHI-FM,  Chan.  260,  99.9mc,  3kw,  Boiling, 
Bonus 

VINCENNES,  Knox,  12,098  fam.,  94.9% 
radio,   11,481    radio  fam. 

WAOV,  250w,  1450kc,  MBS,  Pearson 

D       3.60      3.60      7.20    14.40    21.60  36.00 

N      4.50     4.50    12.00    24.00    36.00  60.00 

WARSAW,  Kosciusko,  9,179  fam.,  96.7% 
radio,  8,876  radio  fam. 

WKAM,  250W-D,  1220kc,  Holman 

D       1.75      3.50     5.50    10.00    18.00  30.00 

WRSW  (FM),  Chan.  297,  107.3mc,  34kw, 
Campbell 

D       6.00     6.00    12.00    24.00    36.00  60.00 

N      8.00     8.00    16.00    32.00    48.00  80.00 

WASHINGTON,  Daviess,  7,455  fam.,  94.0% 
radio,  7,007  radio  fam. 

WFML  (FM),  Chan.  293,  106.5mc,  14kw,  In- 
land Radio 

D  3.00  5.00  8.00  17.00  25.00  42.00 
N      4.00     6.00    12.00    24.00    36.00  60.00 


Here's  Your 
\ 

WTRC  ELKHART 


(Established  1931) 

AM-m 

NBC 


National  Representatives: 
Burn-Smith  Co.,  Inc. 
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INDIANA  RADIO  MARKET  DATA  BY  COUNTIES 


rant.. 


jreene  

pmilton  

bncock  

[nrrison  

Bndricks. ... 

Snry  

award  

pntington.. 
ckson  


1950 
Population 

1940 
Population 

1950 

Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
Mid-March 
1948 

Taxable  Pay- 
rolls—1st  Qtr. 
1948  ($000) 

22,395 

21,254 

6,255 

6,048 

96.7 

15,435 

17,706 

3,1 22 

1 ,800 

182,859 

155,084 

51,077 

50,203 

98.3 

185,315 

193,020 

70,062 

49,442 

36,109 

28,276 

10,086 

9,702 

96.2 

26,562 

27,131 

9,707 

5,827 

1 1 ,439 

11,117 

3,195 

3,1 18 

97.6 

9,333 

10,150 

860 

400 

13,988 

1 3,783 

3,907 

3,793 

97.1 

8,974 

1 2,706 

2,907 

1,659 

23,950 

22,081 

6,689 

6,501 

97.2 

17,229 

23,042 

2,769 

1,425 

6,172 

6,189 

1,724 

1,558 

90.4 

1,436 

1,898 

88 

25 

15,974 

15,410 

4,462 

4,292 

96.2 

1 0,048 

1 1,015 

1,676 

754 

38,670 

36,908 

10,801 

10,509 

97.3 

35,337 

38,261 

7,364 

4,039 

48,284 

31,020 

13,487 

12,515 

92.8 

22,974 

24,466 

6,591 

3,961 

23,912 

25,365 

6,679 

6,304 

94.4 

13,280 

15,467 

3,616 

2,066 

29,682 

28,41 1 

8,291 

8,050 

97.1 

24,049 

26,724 

4,573 

2,542 

9,322 

10,171 

2,603 

2,366 

90.9 

2,514 

3,736 

604 

292 

26,689 

26,163 

7,455 

7,007 

94.0 

16,512 

19,274 

2,466 

1,084 

25,136 

23,053 

7,021 

6,691 

95.3 

14,716 

19,192 

8,041 

4,878 

18,173 

17,722 

5,076 

4,756 

93.7 

1 1 ,845 

14,571 

1,617 

71 5 

26,041 

24,756 

7,274 

7,055 

97.0 

1 8,307 

20,366 

4,512 

2,524 

90,090 

74,963 

25,164 

24,560 

97.6 

84,221 

77,433 

26,939 

18,610 

23,772 

22,579 

6,640 

6,195 

93.3 

12,562 

17,668 

5,31 1 

2,579 

84,266 

72,634 

23,537 

22,877 

97.2 

78,862 

87,219 

23,691 

15,456 

23,415 

19,41 1 

6,540 

6,317 

96.6 

17,229 

20,679 

8,438 

5,907 

43,905 

35,061 

12,263 

1 1 ,674 

95.2 

29,469 

34,295 

8,305 

4,350 

17,799 

1 8,299 

4,971 

4,777 

96.1 

1 2,204 

14,017 

2,318 

1,169 

16,060 

14,412 

4,486 

4,207 

93.8 

6,461 

7,838 

862 

376 

16,523 

1 5,577 

4,615 

4,471 

96.9 

1 1,127 

15,345 

1,647 

765 

30,657 

30,709 

8,563 

8,117 

94.8 

16,511 

24,394 

4,194 

2,348 

62,057 

55,813 

17,334 

16,917 

97.6 

54,276 

52,214 

15,927 

9,241 

27,667 

31,330 

7,728 

7,248 

93.8 

16,509 

17,984 

2,574 

996 

28,431 

24,614 

7,941 

7,694 

96.9 

18,666 

21,719 

4,181 

2.361 

20,301 

17,302 

5,670 

5,471 

96.5 

12,562 

14,822 

1,891 

797 

17,861 

17,106 

4,989 

4,589 

92.0 

6,102 

8,324 

1,003 

442 

24,560 

20,151 

6,860 

6,626 

96.6 

11,486 

13,125 

1,205 

516 

45,433 

40,208 

1 2,690 

1 2,398 

97.7 

34,539 

34,734 

8,351 

4,691 

54,384 

47,752 

15,191 

14,796 

97.4 

51,426 

49,339 

17,765 

11,155 

31,302 

29,931 

8,743 

8,515 

97.4 

25,485 

26,788 

6,636 

3,482 

28,288 

26,612 

7,901 

7,474 

94.6 

27,281 

22,527 

5,121 

2,529 

uurces:  1950  Population,  field  reports, 
copyright   1950  "Soles  Manag 


1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
;ment."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


WCSI 


FM  71,000  watts  AM  250  watts  (d) 

POWER  TO  SELL 
+ 

BUYERS   TO  BUY 
MEANS   BUSINESS  FOR 
YOU 

Columbus,  Indiana 

flOADCASTING    •  Telecasting 


the  KOKOMO 

market  is  richf 

Distribution  of  Listening  Homes 
among  stations  .  .  . 
Latest  Conlan  Figures  .  .  . 
WIOU  .  .  .  67.0% 


I    181,967, 000  $46,980,000 

NO-  FOOD  STORtS         DRUG  SALfcS 

591  $6,539,000 

NO.  I7RU&  STORES         FARM  ft 


$65,071,000^ 


KOKOMO,  INDIANA 
Columbia  Broadcasting  System 
;  National  Rep:  Weed  &  Co. 


August  14,  1950 
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INDIANA  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  77 , 


County 

Jasper  

Jay  

Jefferson  

Jennings  

Johnson  

Knox  

Kosciusko  

Lagrange  

VaVs  

La  Porte  

Lawrence  

Madison  

Marion  

Marshall  

Martin  

Miami.....  

Monroe  

Montgomery.... 

Morgan  

Newton  

Noble  

Ohio  

Orange  

Owen  

Parke  

Perry  

Pike  

Porter  

Posey  

Pulaski  

Putnam  

Randolph  

Ripley  

Rush  

St.  Joseph  

Scott  

Shelby  

Spencer  

Starke  

Steuben  

Sullivan  

Switzerland  ... 

Tippecanoe  

Tipton  

Union  

Vancferburgh.. 

Vermillion  

Vigo  

Wabash  

Worren  

Warrick  

Washington  ... 

Wayne  

Wells  

White  

Whitley  


1950 
Population 

1940 
Population 

1950 

Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
Mid-March 
1948 

Taxable  Pay- 
rolls—1st  Qtr. 
1948  ($000) 

17,014 

14,397 

4,752 

4,585 

96.5 

11,127 

13,636 

1,111 

525 

23,119 

22,601 

6,457 

6,243 

96.7 

16,513 

17,591 

4,709 

2,805 

21,613 

19,912 

6,037 

5,638 

93.4 

1 3,640 

15,165 

2,545 

1 ,046 

15,254 

13,680 

4,260 

3,936 

92.4 

5,743 

7,932 

1,133 

496 

26,261 

22,493 

7,335 

7,012 

95.6 

20,101 

19,494 

3,281 

1,731 

43,313 

43,973 

12,098 

1 1,481 

94.9 

36,081 

39,863 

8/426 

5,086 

32,864 

29,561 

9,179 

8,876 

96.7 

25,484 

28,742 

5,073 

2,796 

15,323 

14,352 

4,280 

4,134 

96.6 

8,255 

9,257 

832 

358 

366,078 

293,195 

102,256 

100,006 

97.8 

337,353 

354,326 

135,902 

105,925 

76,717 

63.660 

21,429 

21,000 

98.0 

71,376 

70,506 

21,533 

14,002 

34,363 

35,045 

9,598 

9,031 

94.1 

21,537 

24,787 

5,089 

2,510 

103,798 

88,575 

28,993 

28,384 

97.9 

93,729 

91,243 

33,927 

22,846  ' 

549,047 

460,926 

1 53,365 

149,530 

97.5 

640,343 

624,219 

204,758 

140,245  ■ 

29,467 

25,935 

8,231 

7,951 

96.6 

20,100 

27,059 

3,780 

2,008 

10,752 

10,300 

3,003 

2,777 

92.5 

5,743 

4,802 

1,188 

520 

28,154 

27,926 

7,864 

7,643 

97.2 

24,408 

22,994 

5,140 

2,613  i 

49,099 

36,534 

13,714 

12,918 

94.2 

33,703 

33,432 

8,157 

4,084  ' 

29,097 

27,231 

8,127 

7,850 

96.6 

24,048 

26,437 

4,885 

2,904  I 

23,712 

19,801 

6,623 

6,238 

94.2 

14,717 

16,839 

2,199 

1,042 

10,992 

10,775 

3,070 

2,965 

96.6 

8,256 

1 0,064 

1,197 

547  . 

25,072 

22,776 

7,003 

6,785 

96.9 

17,228 

23,464 

4,033 

2,151 

4,230 

3,782 

1,181 

1,107 

93.8 

2,154 

2,042 

272 

114;' 

16  863 

17  311 

4  710 

4  413 

93.7 

9 

9  757 

2  217 

832  ' 

1 1 ,742 

12,090 

3,279 

3,019 

92.1 

5,743 

6,216 

809 

298 

15,647 

17,358 

4,370 

4,125 

94.4 

8,255 

9,890 

1,141 

479 

17,397 

17,770 

4,859 

4,450 

91.6 

7,180 

10,153 

4,602 

2,458 

15  015 

17  045 

4  1 94 

3  875 

92.4 

6  819 

9  484 

921 

408 

39,562 

27  836 

1 1  050 

10  795 

97.7 

25  485 

30  480 

4  336 

2  463  ' 

19,571 

19  183 

5  466 

5  072 

92.8 

10  409 

12  815 

2  025 

1  072 

1 2,457 

1 2  056 

3  479 

3  298 

94.8 

7  538 

10  123 

989 

394 

22  916 

20  839 

6  401 

6  138 

95.9 

10  051 

1 8  040 

1  693 

772 

27, 1 57 

26  766 

7  535 

7  334 

96.7 

21  537 

25  724 

4  725 

2  455 

18,798 

1 8  898 

5  250 

4  908 

93.5 

10  051 

15  151 

2  281 

1  205 ' 

19  781 

1 8  927 

5  525 

5  326 

96.4 

1 2  921 

1 K  700 

1 3,/  OJ 

^,004 

1  ,^4/ 

203  728 

161  823 

56  907 

55  598 

97.7 

200  1 49 

217  219 

75  438 

Or  ,  1  ou 

1 1 ,064 

8  978 

3  090 

2  907 

94.1 

6  102 

8  001 

1  407 

682 

28,019 

25  953 

7  826 

7  497 

95.8 

20  100 

23  929 

5  1 22 

2  709 

16,164 

16  211 

4  515 

4  167 

92.3 

5  743 

8  547 

894 

409 ' 

15  239 

1 2  258 

4  256 

4  013 

94.3 

11  1 28 

1 2  905 

974 

388 

17  062 

13  740 

4  765 

4  588 

96.3 

10  409 

17  346 

1  464 

648 

23  569 

27  014 

6  583 

6  201 

94.2 

1 1  486 

1 5  820 

1  601 

61 1 

7  578 

8  167 

2  116 

1  980 

93.6 

2  513 

3  035 

240 

69 

73  529 

51  020 

20  538 

20  024 

97.5 

74  045 

66  142 

16  267 

10  062 

15  558 

1 5  1 35 

4  345 

4  223 

97.2 

1 0  051 

9  674 

1  742 

907 

6  429 

6  017 

1  795 

1  732 

96.5 

3  231 

4  937 

41 5 

182 

158,361 

130  783 

44  231 

42,373 

95.8 

1 58  959 

149  859 

54  029 

34  978 

19  448 

21  737 

5  432 

5,187 

95.5 

1 5  075 

14  150 

1  807 

776; 

1 04  93 1 

99  709 

29  31 0 

27  932 

95.3 

1 04  811 

t  OA  AR9 
1 1/4,00^ 

28  760 

17  774- 

28  993 

26  601 

3  098 

7  863 

97. 1 

18  665 

24  71 1 

6  792 

3  978 

8  510 

9  Q55 

2  377 

2  279 

95.9 

2  872 

^  ATA 

98 

21,553 

19,435 

6,020 

5,616 

93.3 

8,974 

13,319 

2,773 

1,962'  11 

16,585 

17,008 

4,632 

4,284 

92.5 

6,820 

12,705 

1,535 

679  ' 

68,519 

59,229 

19,139 

18,717 

97.8 

63,357 

68,658 

19,415 

12,880_  1 

19,583 

19,099 

5.470 

5,305 

97.0 

20,461 

15,469 

2,537 

1,462 

18,001 

17,037 

5,028 

4,841 

96.3 

12,203 

13,358 

2,464 

1,241  ;, 

18,829 

17,001 

5,259 

5,095 

96.9 

12,562 

15,666 

2,427 

1,219 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Fam 
copyright    1950    "Sales   Management."    Further   reproduction    unlicensed.     1948  Retail 


lies  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


IN  THE  PROSPEROUS  EVANSVILLE  MARKET  IT'S 


WGBF 


1280  KC  5  KW  (D)  1  KW  (N)    NBC  Affiliate 

WGBF  SHARE  OF  AUDIENCE 
HOOPER  STATION  AUDIENCE  INDEX 

Evansville,  Ind.    City  Zone 
Oct.  1949  thru  Feb.  1950 


8:00  AM-12  NOON 
12  NOON-6:00  PM 
6:00  PM-10:30  PM 


Mon.  thru  Fri.  31.4 
Mon.  thru  Fri.  44.1 
Mon.  thru  Fri.  39.7 


WEED  &  COMPANY  -  National  Representatives 


For  Facts  i 

on  the  1 

Fort  Wayne  Market  | 

CONTACT  I 

HEADLEY-REED  | 

Representatives  of  Radio  j 

Station  M 

WGL  I 


TEN  YEAR  INCREASE 
RETAIL  SALES  .  .  200% 
POPULATION  .  .  40% 

COVERED  EXCLUSIVELY 
BY 

WASK 

LAFAYETTE 

Indiana's   8  th  Market 

Ra-Tel  Representatives,  Inc. 


Pase  78    •    August  14,  1950 


IOWA 


SPOT  RATE  FINDER 

kMES,  Story,  12,204  fam.,  98.4%  radio, 
i    12,008  radio  fam. 

<ASI,  Ikw-D,  1430kc 

SB  1M  5M  15M  30M  1  Hr 
3      6.00     7.00    12.00    20.00    30.00  50.00 

^OI-TV,    Chan.    4,    10.4kw-aur.,-  13kw-vis., 

ABC,  CBS,  DuMont  &  NBC,  Weed 
iN     25.00    25.00    50.00    80.00  180.00  200.00 


SbOONE,  Boone,  7,794  fam.,  97.6%  radio, 
J    7,606  radio  fam. 

iKWBG,  Ikw-D,  1590kc 

b  6.00      9.00    15.00    22.50  37.50 

(hi  6.00    12.00    22.50    35.00  55.00 

')URLINGTON,     Des     Moines,     11,744  fam., 
96.4%  radio,  11,321  radio  fam. 

:BUR,  250w,  1490kc,  ABC,  Taylor 

5.00  6.00  9.00  20.80  30.00  50.00 
I      6.00     8.00    16.00    26.40    48.00  80.00 

BUR-FM,  Chan.  225,  92.9mc,  53kw,  Howe 
Borroff,  Bonus 


ijlEDAR  RAPIDS,  Linn,  4,690  fam.  97.5%  radio, 
I'  4,544  radio  fom. 

AM  affiliates,  average   1-time  rate 

9.50    14.75    18.50    37.00    55.50  92.50 
I     15.00    22.50    31.25    62.50  107.50  187.50 

CRG,  5kw,  1600kc,  MBS,  Burn-Smith,  Conlan 
I  6.00  10.00  13.00  26.00  39.00  65.00 
I     10.00    15.00    25.00    50.00    75.00  125.00 

:CRK  (FM),  Chan.  245,  96.9mc,  48kw,  Burn- 
"^i  Smith,  Bonus 

151  £' 

jjjWCR,  250w,  1450kc,  McKinney,  Iowa  Tall- 
corn 

4.00     4.50     7.50  14.00    20.00  40.00 

4.50     5.00    10.00  16.00    25.00  50.00 


yMT,  5kw,  600kc,  CBS,  Katr,  Hooper,  BMB 
13.00  19.50  24.00  48.00  72.00  120.00 
20.00    30.00    37.50    75.00  140.00  250.00 


{ENTERVILLE,  Appanoose,  5,491  fam.  94.6% 
radio,  5,194  radio  fam. 

MtiPOG,  lOOw,  1400kc 

^  3.75     8.00    17.00    23.00  40.00 

5.00    10.00    20.00    30.00  50.00 

0- 


I'HARLES  CITY,  Floyd,  5,992  fam.,  97.5% 
U  radio,  5,842  radio  fam. 

:HA,  250w-D,  1580kc,  McGillvra 

4.30     5.70    11.45    22.85    34.30  57.45 


eta  i 


INTON,  Clinton,  13,808  fam.,  97.6%  radio, 
13,476  radio  fam. 


Die:  All  Rates  one-time.  Sources:  Families 
id  radio  families  estimated  from  field  tobu- 
Itions  of  1950  U.  S.  Census.  Percent  radio 
WB.  For  complete  explanation  see  foreword. 


AM 

<1340 


KROS 

America's  Best  "250' 


FM 
96.1 


serving 

EASTERN  lA.  &  WESTERN  ILL. 

for 

9  YEARS 

100,000  RADIO  HOMES 
$254,000,000  RETAIL  SALES 

That  Market  is  Yours 
With  These  Ratings 

CONLAN  SURVEY  —  MARCH  1950 

MORNING        AFTERNOON  EVENING 
44.6%  46.8%  34.5% 


TALL  CORN  NETWORK 

Mutual  Broadcasting  System 


BROAOCASTIN^^^mECASTINC 

MARKETBooK  MAP  si^z::^^:;^::^^^... 


IOWA 


i  (AM)  SroadcBsting  £ 
Q)  Number  of  FM  Broadca::llng  Slatio 
A    Number  o(  Telecasting  Stations 


MAP  BY  WALTBt  P.  BURN,  MIDDLEBURY,  VBIMOHT 

©  ^950,  BroadcasOng  Publications.  Inc. 


[E Spencer 


BUENA  VISTA 


POCAHONTAS 


Fort  Dodge  [I® 

CALHOUN 


Mason  CitylSD 


CERRO  GOROO 


Charhesa. 


DecorahQ]  allamakee 


CHICKASAW 


UlOeiweiii 


Webster  City  haboin 

HAMILTON 


GREENE 

Boone  § 

[^Ames 

BOONE 

STORY 

Des  Moines  E® 

 \  


(KilWaterloo  L  Delaware 

BLACK  hawk  BUCHANAN 


(DMaishalitown 


Iowa  CityH 


MILLS 

MONTGOMERY 

m 

Red  Oak 

ADAMS 

[T]Creston 

UNION 

CLARKE 

LUCAS 

MONROE 

Olt 

WAPELLO 

jmwa[D 

JEFFERSON 

'  Shenandoah 

^  FREMONT 

H  PAGE 

TAYLOR 

RINGGOLD 

DECATUR 

WAYNE 

APPANOOSE 

m 

Cenlerville 

DAVIS 

VAN  BUPLN 

(TJUCedar  Rapids. 


KROS,  250w,  1340kc,  MBS,  McKinney,  Conlan 
SB         IM      5M       15M      30M     1  Hr 
D       5.50      6.60      9.90    19.80    33.00  55.00 
N      6.82     8.25    15.84    31.68    52.80  88.00 

KROS-FM,    Chan.    241,    96.1mc,    14kw,  Mc- 
Kinney Bonus 


COUNCIL  BLUFFS,  Pottawattamie,  19,378  fam., 
96.6%  radio,  18,719  radio  fam. 

KSWI,  500W-D,   1560kc,  McKinney 

D       6.00     7.00    12.00    24.00    36.00  60.00 

KFMX  (FM),  Chan.  241,  96.1mc,  12kw 

D       3.25     3.50     4.00     8.00    12.00  20.00 

N       3.25      3  50     4.00     8.00    12.00  20.00 


4 

AM  affiliates,  average 

1  -time 

rate 

SB 

IM  5M 

15M 

30M 

1  Hr 

D 

14.25 

21.00  28.50 

52.75 

80.37 

133.12 

N 

27.37 

37.31  43.50 

85.75 

140.50 

255.00 

2 

AM  non 

-affiliates,  average  1-fime  rate 

D 

7.50 

9.00 

24.00 

36.00 

60.00 

N 

8.00 

9.50 

30.00 

48.00 

80.00 

96.4%  radio, 


CRESTON,  Union,  4,311  fam., 
4,155  radio  fam. 

KSIB,  Ikw-D,  1520kc,  McKinney,  Conlan 

D       5.00     6.00      8.00    14.00    24.00  30.00 


DAVENPORT,  Scott,  30,500  fam.,  97.8%  radio, 
29,829  radio  fam. 

2  AM  affiliates,  average   1-time  rate 

D      8.50     9.00    13.50    30.00    51.00  85.00 

N     13.00  25.00    50,00    86.50  155.00 

KFMA,  250w-D,   1580kc  (CP) 
(No  rates  available) 

KSn,  Ikw,  1I70kc,  MBS,  McKinney 

D      5.00     6.00    12.00    20.00    30.00  50.00 

N      8.00    12.00    20.00    40.00    65.00  130.00 

woe,  5kw,  1420kc,  NBC,  Free  &  Peters 
t)     12.00    12.00    15.00    40.00    72.00  120.00 
N     18.00  30.00    60.00  108.00  180.00 

WOC-FM,  Chan.  279,  103.7mc,  47kw,  Bonus 

WOC-TV,  Chan.  5,  22.9kw-aur.;  22.9kv/-vis., 

NBC,  Free  &  Peters 
D     20.00    20.00    30.00    60.00    90.00  150.00 
N     20.00    20.00    40.00    80.00  120.00  200.00 


DECORAH,    Winneshiek,    6,045    fam.,  96.5% 

radio,  5,833  radio  fam. 
KDEC,  250v/,  1240kc,  MBS,  McKinney,  Conlan 
D       4.50      5.00    10.00    18.00    28.00  48.00 
N      4.50     5.00    10.00    18.00    28.00  48.00 


DES  MOINES,  Polk,  62,824  fam.,  97.8%  radio, 
61,441    radio  fam. 


KCBC,  Ikw,  1390kc,  Forjoe 

D       8.00    10.00  24.00    36.00  60.00 

N      8.00    10.00  24.00    36.00  60.00 

KCBC-FM,  Chan.  231,  94.1mc,  1.5kv/ 
(See  Transit  Radio  Listing) 

lOkw-D,  5kw-N,  940kc,  MBS,  Raymer, 


KlOA, 
BMB 

D  5.00  7.00 
N       7.50  11.25 


10.00 
15.00 


21.00 
25.00 


31.50  52.50 
50.00  100.00 


KRNT,  5kw,  1350kc,  ABC,  Katz,  Hooper 

D      12.00    18.00    24.00    40.00    60.00  100.00 

N     16.00    24.00    30.00    50.00  100.00  200.00 


283,  104.5mc,  8.5kw,  Katz, 


KRNT-FM,  Chan. 
Bonus 

KSO,  5kw,  1460kc,  CBS 

D  1000  14.00  20.00  40.00  60.00  100.00 
N     16.00    24.00    25.00    50.00  100.00  200.00 

KSO-FM,  Chan.  247,  97.3mc,  254kw 

(Rates  not  listed) 
KWDM,  Ikw,  1150kc,  McKinney  Conlan 
D       7.00     8.00    14.00    24.00    36  00  60.00 
N      8.00     9.00    20.00    36.00    60.00  103.00 
WHO,   50kw,    1040kc,   NBC,    Free   &  Peters, 

BMB 

D  30.00  45.00  60.00  110.00  170.00  280.00 
N  70.00  90.00  104.00  218.00  312.00  520.00 
WHO-FM,  Chan.  262,  100.3mc,  400kw,  Bonus 

DUBUQUE,    Dubuque,    19,898    fam.,  97.2% 
radio,   19,340  radio  fam. 


For  Facts  on  the 
Des  Moines  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

KSO 


2  AM  affiliates,  average  1-time  rate 

SB        IM       5M  15M      30M  1  Hr 

D      5.50     6.00    10.00  20.00  30.00  50.00 

N      6.70     7.20    18.00  33.50  54.00  90.00 

KDTH,  Ikw,  1370kc,  MBS,  McKinney,  Conlan 
D  6.00  7.00  12.00  24.00  36.00  60.00 
N  7.00  8.00  20.00  35.00  60.00  100.00 
KDTH-FM,  Chan.  263,  100.5mc,  50kw,  Mc- 
kinney 

N  4.00    10.00    20.00    36.00  50.00 

WKBB,  250w,  1490kc,  ABC,  Meeker 
D      5.00     5.00     8.00    16.00    24.00  40.00 
N       6.40     6.40    16.00    32.00    48.00  80.00 
WDBQ    (FM),    Chan.    277,    103.3mc,  15kw, 
Meeker,  Bonus 

FORT  DODGE,  Webster,  12,323  fam.,  97.5% 

radio,  12,014  radio  fam. 
KVFD,  250w,  1400kc,  MBS,  McKinney,  Conlan 
D      5.00     6.00    10.00    20.00    28.00  48.00 
N       6.00     7.00    16.00    32.00    48.00  80.00 

(Continued  on  page  80) 


KDTH 

Dubuque,  Iowa 
has 

•  More  coverage 

•  more  listeners 

•  more  acceptance 

than  any  other  station 
serving  the  area. 

Ask    Everett-McKinney,   Inc.  or 
Tall  Corn  Radio  Group, 
Des  Moines,  la. 

1370  kc  1000  watts 

Mutual  •  Tall  Corn  Radio  Group 
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IOWA 

SPOT  RATE  FINDER 

(Continued  from  page  79) 

KFMY  (FM),  Chan.  274,  102.7mc,  7.2kw,  Mc- 
Kinney,  Bonus 

FORT   MADISON,    Lee,    12,009  fam.,  95.7% 

radio,    11,492   radio  fam. 
KXGI,   500w-D,  13601cc 

SB        IM       5M       15M  30M     1  Hr 

D       4.00      5.00     9.00    18.00  30.00  50.00 

IOWA   CITY,   Johnson,    12,734  fam.,  96.8% 

radio,    12,326  radio  fam. 
KXIC,  Ikw-D,  800kc 

D       8.75      8.75    10.50    21.00  35.00  56.00 

KEOKUK,    Lee,    12,009    fam.,    95.7%  radio, 

11,492  radio  fam. 
KOKX,  250w  D,  1310kc,  Friedman,  Conlan 
D       6.00     7.00      9.00    18.00    28.00  48.00 
KOKX-FM,  Chan.  274,  102.7mc,  3kw,  Friedman 

(Bonus  daytime  only) 
N       3.00      4.00    10.00    17.50    30.00  50.00 

MARSHALLTOWN,     Marshall,     9,911  fam., 
97.8%    radio,    9,692    radio  fam. 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KFJB,  250w,  1230kc,  MBS 

SB        IM       5M       15M  30M  1  Hr 

D       4.00     4.50     7.50    14.00  20.00  40.00 

N       4.50      5.00    10.00    16.00  25.00  50.00 

MASON    CITY,    Cerro    Gordo,    12,750  fom., 
97.5%  radio,  12,431  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D       7.5  J     7.75    13.25    26.00    37.75  63.75 

N       9.5D    10  00    20.00    35.50    59.50  100.00 

KGLO,  5kw,  1300kc,  CBS,  Weed,  Conlan 

D      10.50    10.50    18.50    37.00    55.50  92.50 

N     14. CO    14.00    28.00    56.00    84.00  140.00 

KGLO-FM,  Chan.  266,  101. Imc,  16kw,  Weed, 
Bonus 

KRIB,    250w,    1490kc,    MBS,    McKinney,  Tall 
Corn 

D  4.50  5.00  8.00  15.00  20.00  35.00 
N       5.00      6.00    12.03    20.00    35.00  60.00 

KSMN,    Ikw-D,    lOlOkc,  Rombeau 

D       5.00      600    14.00    24.00    36.03  60.00 

MUSCATINE,    Muscatine,    9,096   fam.,  96.7% 
radio,   8,795  radio  fam. 

KWPC,  250w-D,  860kc,  McKinney,  Conlan 
D       4.03      5.00      9.00    18.00    30.00  50.00 

KWPC-FM,    Chan.    259,    99.7mc,    O.Skw,  Mc- 
Kinney   (Bonus   daytime  only) 
N      2.40     3.00     6.40    11.52    19.20  32.00 


HIGHEST 

in  Des  Moines^ 
Hooper-wise! 


MORNING,  AFTERNOON, 
EVENING.,  SAT.,  SUN. 


C.  E.  HOOPER  SHARE  OF  AUDIENCE 

MAY-JUNE,  1950  DES  MOINES,  CITY  ZONE  17,474  CALLS 


Time 

KRNT 

B 

C 

D 

E 

Morning 

42.0 

2.4 

9.1 

21.8 

18 

7 

Afternoon 

43.3 

4.8 

10.6 

10.8 

25 

8 

Evening 

27.0 

12.6 

7.8 

23.3 

25 

7 

Sat.  daytime 

29.5 

9.2 

17.2 

20.0 

17 

2 

Sun.  afternoon 

24.5 

18.3 

13.1 

15.3 

14 

8 

TOTAL  RATED 
TIME  PERIODS.  .  . 

34.3 

8.7 

9.9 

18.6 

23 

3 

LOWEST 


PER-IMPACT 

COST! 


BUY  THAT 

Very  highly  Hooperated 
Sales  results  premeditated 
ABC  Aifiliated 
Station  in  Des  Moines 

Represented  by  the  Katz  Agency 


OELWEIN,  Fayette,  10,060  fam.,  96.9%  radio, 
9,748  radio  fam. 

KOEL,  500w-D,  950kc, 

SB        IM      5M       15M  30M     1  Hr 

D       1.00      2.00     7.50    15.00  25.00  41.50 

N       1.00      2.00     9.50    18.50  31.00  52.00 

OTTUMWA,    Wapello,    13,056  fam.,  96.6% 

radio,  12,612  radio  fam. 
KBIZ,  250w,  1240kc,  MBS 


3.75 
6.00 


12.50  18.75  31.25 
20.00    30.00  50.00 


RED   OAK,   Montgomery,   4,355   fam.,  97.5% 

radio,   4,246  radio  fam. 
KRAO,   500w-D,  1600kc 

(No  rates  available) 

SHENANDOAH,     Page,    6,664    fam.,  96.6% 
radio,  6,437  radio  fam. 

2  AM  ofFtliates,  average  1-time  rate 

D       8.00    11.50    17.60    32.00    51.50  85.00 

N     10.50    14.00    24.50    43.50    76.50  127.50 

KFNF,    Ikw-D,   500W-N,    920kc,    MBS,  Taylor 

D       6.00     8.00    16.00    32.00    48.00  80.00 

N       6.00      8.00    16.00    32.00    48.00  80.00 
KMA,  5kw,  960kc,  Avery-Knodel,  ABC,  BMB, 
Conlan 

D     10.00    15.00    19.20    32.00    55.00  90.00 

N     15.00    20.00    33.00    55.00  105.00  175.00 

SIOUX  CITY,  Woodbury,  29,038  fam.,  96.8% 
radio,  28,108  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D                 9.50    13.00    26.00    39.00  65.00 

N                16.50    28.50    57.00    85.50  142.50 

KCOM,   Ikw,  620kc 

D       6.00      8.00    12.00    24.00    36.00  60.00 

N  8.00  10.00  20.00  40.00  60.00  100.00 
KSCJ,  5kw,  1360kc,  CBS,  Hollingbery 

D      10.00    10.00    14.00    28.00    42.00  70.00 

N     18.00    18.00    32.00    64.00    96.00  160.00 
KSCJ-FM,  Chan.  235,  94.9mc,  12kw,  Holling- 
bery 

D       1.80      1.80      2.40      4.80     7.20  12.00 

N       3.60     3.60      4.80      9.60    14.40  24.00 


KTRI,  5kv/,  1470kc,  MBS,  Taylor,  Conlan 

SB  IM  5M  15M  3JM  1  Hr 
D  9.00    12.00    24.00    36.00  60.00 

N  15.00    25.00    50.00    75.00  125.00 

SPENCER,    Cloy,    5,036    fam.,    98.4%  radio, 

4,955  radio  fam. 
KICD,  250w,   1240kc,  MBS,  McKinney 

D       5  00      6.00    10.00    20.00    30.00  50.0C 

N       6.00     7.00    16.00    32.00    48.00  80.0C 

STORM  LAKE,  Buena  Vista,  5,891  fam.,  98.4% 

radio,  5,796  radio  fam. 
KAYL,  250w-D,  990kc 
D  3.90  4.85  9.35  18.70  31.20  52.0C  i 
N  6.00  7.50  13.50  27.00  45.00  75.0C : 
KAYL-FM,  Chan.  234,  101. 5mc,  8.9kv/,  Bonus 

daytime.  {Night  rotes  consult  station  man- y 

ager) 

WATERLOO,  Block  Hawk,  27,814  fam.,  98.1% 
radio,  27,285  radio  fom. 


2  AM  afFrliotes,  average  1-time  rote 
D      10.25    11.25    23.00    46.00    75.00  150.0C 
N     17.50    18.50    41.00    77.00  120.50  205.0C 


KBOK,  Ikw-D,  1090kc  (C, 
D  4.00  4.50  10.00 
N  4.50  5.00  15.00 
KWWL,  5kw-D,  Ikw-N, 

son,  Conlan 
D       8.00    10.00  20.00 
N     10.00    12.00  30.00 
KXEL,    50kw,  1540kc, 

Conlan 
D      12.50    12.50  26.00 
N     25.00    25.00  52.00 


P.  Ikw,  1280kc) 
20.00  35.00  60.0C 
30.00  50.00  80.0C 
1330kc,  MBS,  Pear- 

40.00    72.00  120.0C1 
50.00    85.00  150.0C 
ABC,  Avery-Knodel, 

52.00  78.00  130.0C 
104.00  156.00  260.0C 


KXEL-FM,  Chan.  289,   105.7mc,   18kw,  Avery- 
Knodel 

D                                      4.00  6.00  10.00 

N                                      4.00  6.00  10.00 

WEBSTER  CITY,  Hamilton,  5,491  fam.,  98.0% 
radio,  5,381   radio  fam. 

KJFJ,  250W-D,  1570kc 

D       3.00     5.00    10.00    20.00  30.00  50.00 


MARKET  INDICATORS  FOR  IOWA 


CLASSIFICATIONS  FIGURES  YR. 

Population    2,609,748  '50 

%  of  U.  S   1.74%  '50 

Families    728,979  '50 

Percent  Radio    97.1%  '49 

Radio  Families      707,838  '50 

Retail  Sales    $  2,760,073,000  '49 

Retail  Trade  Employes    126,350  '48 

Wholesale  Sales  Volume  ...  $  3,323,533,000  '48 

Wholesale  Trade  Employes  .  34,801  '48 

Employment  (Mid-March)   .  437,387  '48 

Taxable  Payrolls  (1st 

quarter)    $    245,799,000  '48 

Income  ,   §  3,895,000,000  '48 

Percent  distribution    1.89%  '48 

Per  Capita  Income     $1,491  '48 

Percent  of  national  per 

capita  income   106%  '48 

New  Construction  (Private)  $    213,900,000  '47 

Residential    $      49,900,000  '47 

Non-Residential    $      54,800,000  '48 

Value  added  by  Manufacture  $    671,100,000  '47 

Automobile  Registration  ....  988,924  '49 

Telephones   746,600  '49 


FIGURES  YR. 

2,538,268  '40 

1.93%  '40 

704,520  '40 

94.5%  '46 

644,700  '46 

2,553,851,000  '48 

92,137  '39 

790,500,000  '39  \ 

24,548  '39 

420,213  '47 

210,189,000  '47 

1,233,000,000  '40 

1.63%  '40 

485  '40 

84%  '40 

70,400,000  '39 

23,700,000  '39 

12,700,000  '39 

243,390,000  '39 

897,755  '48 

606,500  '45 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


Fafje  SO 


AiigiiU  14,  1930 


BROADCASTING 


Telecastin.i; 


The  Way  to  Reach  the  Rich 
Central  Iowa  Market 

IS  THROUGH  KSO 


In  this  Rich  Central  Iowa  Market  of  $1,021,508,000,  KSO, 
because  of  its  new  facilities,  had  an  increase  of 
25,000  radio  families  and  eleven  additional 
counties  not  reached  before. 

In  addition  KSO  gained  35.7<^  in  the  last  5  months  over-all 
Hooper  Ratings  for  the  Metropolitan  Area  of  Des 
Moines. 

Take  advantage  of  this  Rich  Central  Iowa  Market  by 
Using  KSO— 

IN  DES  MOINES  THE  TREND  IS  DEFINITELY  TO 

KSO 


KSO 


CBS  for  Central  Iowa 


KINGSLEY  H.  MURPHY,  President 
S.  H.  McGOVERN,  Gen.  Mgr. 

5000  watts  1460  kilocycles      edward  petry  &  CO.,  inc.,  Nat.  Rep. 
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IOWA  RADIO  MARKET  DATA  BY  COUNTIES 


County 

1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Famillos 

%  Radio 

1949 
Retail  Soles 
(Est.)  ($000) 

1948 
Retail  Soles 
U.S.  ($000) 

Employment    Taxable  Pc 
Mid-March     rolls— 1st  0 
1948            1948  ($0C 

1 2  266 

111  OA 

1  o,  1  yo 

3  426 

96.7 

9  945 

fi  '^OO 

A&7  '1 

00/  Z 

1  n  1  i^A 

O  AAO 

0  071 
X,  J/  1 

07  1 

A  A07 

*J  OOJl 

o,ydo 

4oU  1 

1  /, 1  OH 

A  K.A7 
4,30/ 

I4,0/  X 

^A  otvx 

1  070  c 

1  O  A  CO 

5,491 

5,194 

OA  A 
74.0 

17  A<Q 
l/,000 

10, 1  JO 

2,343                 1 ,0 

Audubon  

1  1  K7K 
  II 

1 1 ,790 

3,233 

3,1 39 

C7  1 

y/.  1 

in  AftA 
lU,UUO 

1  i,you 

840  3 

09  AA'X 

00  fi70 

A  0O>4 

A  1 

O,  1  DO 

07 

Ol  ftAfl  ' 
i£  1  ,UOO 

18  788 

1  ^1A  K 

1 ,4 1 0  0 

OO  1^7  A 

70  0,4A 

07  Q  1  y< 

07  OQ*; 

OA  1 

yo.  1 

125  541 

107  239 

OA  017                         lO  7 

ju,oo/                 1  y,/ 

07  OCiA 

OO  7QO 

7  70A 

/,/y4 

7  AftA 

97.6 

28  192 

22  301 

0  KA7                         1  1 

1Q  OAO 

17  0*50 

*;  0A1 

C  ftOO 

o,uyy 

96.9 

19  748 

19  272 

1 ,00  1  0 

01  AAA 

on  ooi 

A 

0,U0  1 

^AK 
0,040 

96.6 

16  033 

15  988 

1  7'»7  A 

TO  QIO 

1  y,ooo 

K  Q01 

<;  70A 
0,/yo 

98.4 

23  888 

23  735 

0  'JOO                         1  0 

IT  "lOQ 

17  OQA 

1  /,yoo 

A  ti.Af\ 
4,04U 

A  AfiO 

96.9 

14  289 

16  239 

1  nno  1 

17  K^A 

4  690 

4  591 

97.9 

17  150 

13  974 

1  A'50  C 

o"}  ni'i 

OO  77ft 

A  >(OQ 

A  Oft*; 

O,  JUO 

98.1 

25  046 

OA  R07 
AO,oy/ 

0  401                  1  r 

1  0  AA7 
1  0,04/ 

C  1  7A 

*;  noft 
o,uzu 

97.0 

22  692 

21  061 

1  ,OAiJ  C 

1 6,884 

4,690 

4,044 

OA  0 

yo.y 

1 A  A70 

1 0,4/  y 

1  J57A 
10,0/ 0 

1  n77  A 

43,845 

1  o  7i;ft 

1  O  .471 

07  *» 

^7 A 
00,4/  0 

(^A  1 17 
00,  1  J/ 

IU,40I  o,c 

1 9,258 

5,31 5 

K  om 

07  O 

y/  .y 

1 0,O0A 

17  ^500 

1  771  7 
l,//l  / 

1  1  007 

A  017 

4,U00 

OA  J? 

yo.3 

10  7f\A 

1  110 

1 0, 1  jy 

ROO  ' 

oyA 

Clarke  

10,233 

O  Alft 
2,0  lU 

O  >4Q7 

o*;  *x 

7  lAA 
/,  100 

7  fl70 

Am 

Oou  ^ 

Clay 

18  031 

17  762 

5,036 

4,955 

98.4 

25,186 

25,193 

2,493  1,2 

Clayton  

  22,490 

24,334 

6,282 

6,037 

96.1 

17,211 

17,673 

1,688  t 

Clinton  

  49,436 

44,722 

13,808 

13,476 

97.6 

51,005 

52,573 

10,448  5,9 

Crawford  

  19,693 

20,538 

5,500 

5,335 

97.0 

17,050 

16,554 

1,263  A 

Dallas  

  23,658 

24,649 

6,608 

6,436 

97.4 

23,828 

22,278 

2,452  1,1 

Davis  

  9,898 

11,136 

2,764 

2,595 

93.9 

6,331 

4,833 

616  1 

Decatur  

  12,545 

14,012 

3,504 

3,321 

94.8 

9,356 

7,965 

572  3' 

Delaware  

  '  17,709 

18,487 

4,946 

4,792 

96.9 

14,127 

12,117 

1,166  ^4 

Des  Moines  

  42,047 

36,804 

11,744 

11,321 

96.4 

47,825 

43,508 

10,319  5,8 

  12,746 

12,185 

3,560 

3,485 

97.9 

13,050 

12,792 

1,105  A 

Dubuque  

  71,235 

63,768 

19,898 

19,340 

97.2 

80,679 

75,089 

18,856  11,8 

Emmet  

  14,101 

13,406 

3,938 

3,808 

96.7 

16,156 

13,844 

1,945  5i 

  36,016 

29,151 

10,060 

9,748 

96.9 

27,197 

23,665 

2,574  1,0 

Floyd  

  21,454 

20,169 

5,992 

5,842 

97.5 

19,586 

18,498 

4,550  2,7 

Franklin  

  16,287 

16,379 

4,549 

4,430 

97.4 

15,405 

13,768 

1,325  i 

Fremont  

  12,302 

14,645 

3,436 

3,329 

96.9 

8,179 

9,158 

673  2 

  15,586 

16,599 

4,353 

4,252 

97.7 

14,512 

14,298 

1,190  A 

Grundy  

  13,683 

13,518 

3,822 

3,768 

98.6 

12,482 

11,304 

892  4 

Guthrie  

  15,156 

17,210 

4,233 

4,089 

96.6 

11,834 

11,295 

918  3 

  19,659 

19,922 

5,491 

5,381 

98.0 

19,605 

18,031 

2,495  1,2 

  15,079 

15,402 

4,212 

4,127 

98.0 

13,435 

11,700 

911  3 

  22,189 

22,530 

6,198 

6,055 

97.7 

26,912 

26,746 

2,329  1,0 

  19,507 

22,767 

5,448 

5,175 

95.0 

16,298 

15,488 

1,292  4 

  18,687 

17,994 

5,219 

5,015 

96.1 

12,625 

14,643 

1,365  5 

  13,105 

13,531 

3,660 

3,506 

95.8 

10,776 

11,638 

793  2 

  13,044 

13,459 

3,643 

3,562 

97.8 

11,996 

11,624 

974                   A  j 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Salf 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc 
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Here's  what 


WHO 


gives  you  in  "IOWA  PLUS"! 


LARGEST  PRIMARY  COVERAGE 

WHO  is  the  only  1-A  Clear  Channel  station  in 
Iowa.  With  50,000  watts,  this  gives  you  larger 
daytime  and/or  nighttime  primary  coverage 
than  any  other  station  in  Iowa. 
Daytime  listening  area  includes  nearly  all  of  Iowa, 
southern  Minnesota,  northern  Missouri  and  western 
Illinois.  Complete  BMB  Audience  Report  or  1949  Iowa 
Radio  Audience  Survey  available  either  through  repre- 
sentatives or  station  direct. 

GREATEST  SECONDARY 
COVERAGE 

who's  sky-wave  signal  goes  on  and  on,  bringing 
in  mail  during  winter  months  from  30  to  44 
states  regularly  —  from  more  than  50%  of  all 
counties  in  the  U.S.A. 


BEST  PROGRAM  SERVICE 

WHO  is  basic  NBC  — has  22  of  the  30  most 
popular  network  and  local  shows  in  the  State. 
Big-time  staff  of  producers,  announcers,  writers. 
Tops  in  News  —  44.5%  to  50.6%  of  Iowa  radio  families 
usually  listen  ■  to  principal  WHO  news  broadcasts  vs. 
11.0%  to  12.1%  for  Station  B.  Tops  in  Farm  Programs 
—  37.4%  of  Iowa  men  and  46.7%  of  Iowa  women  naming 
any  favorite  station  for  Farm  Programs  prefer  WHO  vs. 
18.9%>  and  15.4%  for  Station  B. 


GREATEST  POPULARITY 

W  HO  gets  more  of  the  Iowa  listening  audience, 
for  more  hours,  than  all  other  radio  stations 
combined.  "Listened-to-most"  during  daytime 
by  39.3%  of  Iowa  radio  families,  and  at  night  by  47.8%, 
according  to  1949  Iowa  Radio  Audience  Survey. 
("Listened-to-most"  stations  have  approximately  six  hours 
of  listener's  attention  for  every  hour  given  to  any 
"heard-regularly"  station  in  Iowa.) 


GREATEST  DEALER  INFLUENCE 

Radio  is  considered  the  best  state-wide  advertis- 
ing medium  in  Iowa  to  help  sell  goods 

—by  68.3%  of  Iowa  grocers 
vs.  20.5%  for  newspapers 

—by  87.4%  of  Iowa  druggists 
vs.  7.8%  for  newspapers 

Among  those  who  prefer  radio,  WHO  is  considered  most 
effective  radio  station  in  State 

—71.2%  of  Iowa  grocers 

vs.  9.7%  for  Station  B 
—65.1%  of  Iowa  druggists 
vs.  1.5%  for  Station  B 
(According  to  polls  conducted  by  Iowa  Retail  Grocers 
and  Meat  Dealers  Association  and  Iowa  Pharmaceutical 
Association.) 

INCREASED  LISTENING 

The  1949  Iowa  Radio  Audience  Survey  reveals 
that  radio  ownership  in  Iowa  is  at  an  all  time 
high  of  98.6%.  45.7%  of  the  radio  owners  have 
more  than  one  set.  26.4%  of  the  homes  "quite  often" 
have  two  sets  going  at  the  same  time.  The  Survey  also 
reveals  that  sets  are  located  almost  everywhere  in  the 
house,  the  kitchen  and  living  room  being  the  most 
popular  locations.  With  fifty  percent  of  the  families  of 
Iowa  owning  radio-equipped  automobiles,  approximately 
half  of  both  men  and  women  riders  use  the  radio  each 
day  while  driving.  15.5%  reported  they  listened  to  sets 
located  outside  the  home  or  family  car.  Use  of  these 
sets  means  additional  listening. 


WHO 


for  Iowa  PLUS    •  Des  Momes  ...  50,000  Watt& 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
FREE  &  PETERS,  INC.,  National  Representativ« 
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IOWA  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Ida  

Iowa  

Jackson  

Jasper  

Jefferson  

Johnson  

Jones  

Keokuk...  

Kossuth  

Lee  

Linn  

Louisa  

Lucas  

Lyon  

Madison...  

Mahaska  

Marion  

Marshall  

Mills  

Mitchell  

Monona  

Monroe  

Montgomery  

Muscatine  

O'Brien  

Osceola  

Page  

Polo  Alto  

Plymouth  

Pocahontas  

Polk  

Pottawattamie.. 

Poweshiek  

Ringgold  

Sac  

ScoH  

Shelby  

Sioux  

Story  

Tama  

Taylor  

Union  

Van  Buren  

Wapello  

Warren  

Washington  

Wayne  

Webster  

Winnebago  

Winneshiek  

Woodbury  

Worth  

Wright  


(Continued  from  page  82) 


1948  ($000) 


1949 

Employ  men 

1950 
Population 

1940 
Population 

1950 

Families 

1950 

Radio-Families 

%  Radio 

Retail  Sales 

Retail  Sales 
U.  S.  ($000) 

Mid-March 
1948 

10,704 

1 1 ,047 

0  OfiO 

2  929 

98.0 

10,248 

11,825 

790 

1 5,838 

17,016 

4  422 

4  293 

97.1 

16,379 

14,648 

1,651 

1 8,630 

1 9,1 81 

5  203 

5,000 

96.1 

18,044 

15,682 

1,391 

32,235 

tl   AO  A 

o  1 ,4yo 

9  004 

8,760 

97.3 

26,038 

26,568 

6,896 

15,672 

1 5,762 

4  377 

4,201 

96.0 

13,985 

12,602 

2,308 

45,591 

J  J,  1  y  1 

1 2  734 

1 2,326 

96.8 

46,404 

41,344 

4,984 

19,405 

to  ocn 

5  420 

5,235 

96.6 

16,542 

17,689 

1,622 

1 6,757 

1Q  AfSA 
lo,4UO 

4  680 

4,520 

96.6 

15,466 

14,536 

1,155 

26,391 

OA  A*in 

7  371 

7,179 

97.4 

24,863 

23,506 

1,997 

42,994 

Al  f\7A 
4  1  fXJ/'* 

12  009 

11,492 

95.7 

39,010 

36,262 

10,761 

103,615 

Ijy,  1 4* 

28  942 

28,218 

97.5 

136,948 

118,102 

27,697 

1 0,878 

1 1  OOA 

3  038 

2,922 

96.2 

9,782 

11,335 

774 

1 2,065 

1  A  K71 
1 4,3/  1 

3  370. 

3,241 

96.2 

11,589 

11,987 

1,389 

.  1 4,747 

1  K  "iTA 
ld,0/4 

4  119 

3,999 

97.1 

10,635 

11,435 

855 

13,152 

1 4,3x3 

3  673 

3,507 

95.5 

11,387 

10,703 

.  849 

26  485 

6,874 

6,612 

96.2 

24,964 

23,285 

3,074 

25,880 

07  mo 

7  229 

7,004 

96.9 

22,731 

17,092 

2,516 

35/484 

•ic  AFSA 
O  J,**UO 

9  91 1 

9,692 

97.8 

45,376 

39,746 

6,863 

1  A  t\Af\ 

14.U4U 

1 3,U04 

3  921 

3,764 

96.0 

10,351 

10,333 

897 

1  j,o// 

14  121 

3,876 

3,736 

96.4 

12,482 

13,912 

965 

1 6,287 

1  Q  OOO 

1  O,Z0O 

4  549 

4,330 

95.2 

13,843 

12,775 

1,112 

1 1 ,788 

1  4,330 

3  292 

3,143 

95.5 

9,030 

7,510 

832 

15,594 

1  3,oy/ 

4  355 

4,246 

97.5 

16,622 

16,192 

1,868 

KAA 

31  296 

9  096 

8,795 

96.7 

35,208 

34,478 

7,089 

1 9  293 

5  295 

5,194 

98.1 

21,513 

20,663 

1,806 

10,158 

10  607 

2,837 

2,763 

97.4 

9,843 

9,358 

804 

24  887 

6,664 

6,437 

96.6 

34,788 

32,118 

3,432 

1  D,zoy 

16  170 

4,262 

4,151 

97.4 

15,019 

13,802 

1,041 

/ 

23  502 

6,501 

6,312 

97.1 

19,524 

23,197 

1,604 

1 5,450 

16  266 

4  315 

4,241 

98.3 

13,842 

12,648 

1,315 

zz4,y  1  u 

195  835 

62,824 

61,441 

97.8 

307,773 

267,340 

67,927 

69,374 

66,756 

lO  17Q 

18  719 

96.6 

64,478 

59,660 

7,229 

19,261 

18,758 

5,380 

5,250 

97.6 

18,085 

16,868 

1,842 

9,529 

11,137 

2.661 

2,543 

95.6 

5,986 

5,889 

544 

17,295 

17,639 

4,831 

4,724 

97.8 

16,683 

15,958 

1,402 

109,192 

84,748 

30,500 

29,829 

97.8 

125,151 

118,899 

28,942 

15,904 

16,720 

4,442 

4,313 

97.1 

14,450 

14,501 

1,095 

26,057 

27,209 

7,278 

7,037 

96.7 

20,175 

23,607 

1,961 

43,692 

33,434 

12,204 

12,008 

98.4 

43,616 

37,750 

4,031 

21,646 

22,428 

6,046 

5,888 

97.4 

18,793 

20,333 

1,655 

12,413 

14,258 

3,467 

3,324 

95.9 

8,098 

7,492 

613 

15,436 

16,280 

4,311 

4,155 

96.4 

16,096 

14,323 

1,639 

10,984 

12,053 

3,068 

2,939 

95.8 

6,636 

6,421 

504 

46,744 

44,280 

13,056 

12,612 

96.6 

45,003 

41,316 

12,299 

17,745 

17,695 

4,956 

4,747 

95.8 

11,994 

10,583 

782 

19,521 

20,055 

5,452 

5,255 

96.4 

20,986 

21,314 

2,070 

11,702 

13,308 

3,270 

3,142 

96.1 

7,977 

7,688 

580 

44,118 

41,521 

12,323 

12,014 

97.5 

58,546 

49,687 

9,255 

13,439 

13,972 

3,753 

3,662 

97.6 

15,120 

13,788 

1,045 

21,644 

22,263 

6,045 

5,833 

96.5 

18,143 

16,020 

1,675 

103,959 

103,627 

29,038 

28,108 

96.8 

141,349 

124,526 

27,957 

11,033 

11,449 

3,081 

2,997 

97.3 

8,218 

7,687 

455 

19,626 

20,038 

5,482 

5,377 

98.1 

18,693 

18,391 

1,740 

34< 

7 

i 

55- 

4,4) 

1,3 

3 

2,1&l( 

64* 

89  J 

6,8 

6 

17,3 

3 

3 

4 

5 

6 

5,: 


lis.) 


Sources-  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sal 
copyright  1950  "Soles  Management."    Further  reproduction  unlicensed.    1948   Retail    Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer 
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WMTIand  *  (IOWA) 


IINGS  YOU  WON'T  FIND 
THE  MARKET  INDICATOR 

In  1946  there  were  25  broadcasting 
tions  in  Iowa.  Now  there  are  66 — 
'3r  2%  times  the  number  at  the  time 
:b  first  BMB  study  was  conducted. 
■t  the  WMT  audience  has  increased 
ring  the  interval  an  average  of  14.9%. 


The  Cedar  Rapids  Fall-Winter, 
49-'50  Hooper  report  shows  WMT 
th  an  overall  share-of-audience  for  the 
tire  five-month  period  of  63.6%.  It 
Ives  WMT  the  top  rating  in  every 
'larter-hour,  Monday  thru  Friday,  from 
jja.m.  to  7  p.m.  Of  the  63  individual 
;lf-hours  measured  in  the  evening, 
jjMT  was  first  in  60  and  tied  for  first 
jace  in  another.  Sunday  afternoon 
yith  12  half-hours  reported),  WMT 
|is  tops  in  7  and  tied  in  one  for  first. 
\mT  delivers  a  bigger  share  of  aud- 
'mce  than  any  other  Hooperated  CBS 
ation  in  the  nation. 


WMTs  5,000  watt  signal  on  600  kc 
ijshes  the  2.5  mv  line  way  beyond 
iedar  Rapids — to  encompass  19,100 
[uare  miles  and  enough  people  to  ex- 
j:ed  the  size  of  metropolitan  Wash- 
iiigton,  D.  C.  Practically  every  day 
I'MT  talks  to  192,620  families. 


As  the  basic  CBS  affiliate  in  Cedar 
lapids,  WMT  is  the  only  station  in 
listern  Iowa  bringing  the  network's  top 
Irograms  to  the  area.  WMT's  own 
rogram  Department,  through  years  of 
?rving  the  Midwest  listener,  produces 
rograms  designed  to  meet  the  needs 
id  interests  of  farms,  small  towns'  and 
rban  centers. 


•  Iowa's  corn  yield  is  the  highest  of 
all  states.  Iowa  is  the  highest  egg- 
producing  state  in  the  Union ;  the  value 
of  its  poultry  exceeds  that  of  any  other 
state. 


•  Iowa  produces  more  pork  than  any 
other  state,  marketing  one-fourth  of  all 
the  pork  in  the  country  in  1949. 


newsroom  from  a  network  of  reporters 
at  key  Iowa  points  and  from  the  WMT 
news  bureau  in  Washington,  D.  C.  This 
coverage  is  unequalled  by  any  other 
station  in  Iowa. 


•  WMT  offers  extensive  merchandising 
services  which  include:  Courtesy  an- 
nouncements before  and  after  start  of 
schedule ;  Program  listings  in  13  area 
newspapers  whose  circulation  totals 
619,746;  Special  letters  and  lobby  dis- 
plays, plus  distribution  of  display  ma- 


terial in  Cedar  Rapids;  Personal  calls 
on  wholesalers,  jobbers  and  retailers. 

•  Iowa  grows  more  cattle — and  makes 
more  money  at  it— than  any  of  the 
legendary  range  states. 


•  Iowa's  cash  farm  income  in  1949 — 
according  to  Sales  Management — was 
over  $2  billion.  Industrial  Iowa  adds 
another  $2  billion  to  the  state's  total 
income  of  individuals.  It's  a  market 
worth  reaching — and  in  Eastern  Iowa 
WMT  reaches. 


®  19S0.  Broadc*sUng  PuMcaUoflS.  Ik. 


Iowa's  34.8  million  acres  of  tillable 
|3il  produce,  among  an  abundance  of 
ilther  things,  10%  of  the  nation's  food 
iipply  and  contribute  to  the  high  per 
japita  wealth  of  lowans,  currently  61% 
Ibove  the  national  average. 
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•  Iowa's  rockless  soil  produces  more 
wealth  each  year  than  all  the  gold 
mines  in  the  world. 


•  WMT's  news  coverage  is  complete. 
National  and  international  news  is 
gathered  through  the  world-wide  facil- 
ities of  AP,  UP  and  INS.  Local  and 
regional   news    flows   into   the  WMT 


5000  WATTS 


BASIC  COLUMBIA  NETWORK 
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*  WMTIand — the  heart  of  the  richest  agricultural-and-indus-  | 
trial  region  in  the  nation.    WMT  fills  the  radio  gap  between 
Chicago,  Des  Moines,  Twin  Cities  and  St.  Louis,  with  greater 
population  coverage  within  the  2.5  mv  line  than  any  other  ; 
station  in  Iowa. 

For  further  details,  please  ask  the  Katz  Agency — or  us. 


BROADCASTIN^^^TEIECASTING 

MARKETBOOK  MAP 


KANSAS 


S    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  BY  WALTBt  P.  BURN,  MIDDIEBURY.  VBMOMT 

©  1950.  Broadcasting  Publications,  Inc. 


ScaL  of  WiL 


too 


1 1 


4  3 


LY  CROWl 


MA^^ETf 

*  Wichafa,  Sedgwick  County 


Population 
Families 


1950 
(in  thousands) 

219.2 
61.2 


EfFective  Buying  Income 

(county)  349,572* 


1948 
(in  thousands) 

171.2 
55.2 

391,224 
284,794 


1950 
U.  S.  Total 

150,500,000 
42,039.1 

191,683,662 
128,117,785 


Retail  Sales  (county)  296,794* 
*  Sales  Management  Survey  of  Buying  Income,  1949  data 

Uf  ITU  WUE 


d  1  KANS 


50  00   WATTS  AFFILIATED  WITH 

DAY 

NATIONAL  BROADCASTING  CO 


„^         ^  Hm  ■'V  1000  WATTS 

NIGHT  REPRESENTED  BY 

i^CP     WICHITA^  KANSAS  i480  kilocycles 


THE  TAYLOR  CO  .  INC. 
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KANSAS 


SPOT  RATE  FINDER 


IrKANSAS  city,  Cowley,  10,285  fam., 
I  95.3%  radio,  9,801  radio  fam. 

|sOK,  Ikw-D,  1280kc,  LBS 

SB  IM  5M  15M  30M  1  Hr 
3.50     3.50     8.40    13.45    20.15  34.00 


TCHISON,  Atchison,  5,986  fam.,  95.3% 
radio,  5,704  radio  fam. 

^RE,   Ikw,  1470kc,  Rambeau 

7.50     7.50    12.00    24.00    36.00  60.00 

7.50     7.50    12.00    24.00    36.00  60.00 


OFFEYVILIE,  Montgomery,  12,993  fam., 
j93.5%  radio,   12,148  fam. 

jGGF,  Ikw-D,  500W-N  (CP:  lOkw-D,  5kw-N) 
690kc,  ABC,  Weed,  Conlan,  BMB 

4.00  5.00  9.00  15.00  25.00  45.00 
5.00     6.00    12.00    25.00    40.00  75.00 


OlBY,  Thomas,  2,103  fam.,  96.1%  radio, 
2,020  radio  fam. 

XXX,  5kw-D,  790kc,  H-R  Reps,  BMB 

12.00    24.00    48.00    72.00  120.00 


.lONCORDIA,  Cloud,  4,459  fam.,  95.1% 
J  radio,  4,240  radio  fam. 

IfRM,  5kw,  550kc 

'  (See  Kansas  City,  Mo.  Listing) 


;  ODGE  CITY,  Ford,  5,501  fam.,  95.9%  radio, 
5,275  radio  fam. 

jGNO,  Ikw-D,  250w-N,  1370kc,  Hogg 
I      5.00     6.00    10.00    20.00    30.00  50.00 
•i      5.00     6.00    10.00    20.00    30.00  50.00 


ImPORIA,  Lyon,  7,381,  fam.,  95.2%  radio, 
I  7,026  radio  fam. 

TSW,  250w,  1400kc,  MBS,  Conlan 

5.00  6.00  10.00  20.00  30.00  50.00 
5.00     6.00    10.00    20.00    30.00  50.00 

j 

iUrDEN   city,    Finney,  4,219  fam., 
j  radio,  3,944  radio  fam. 

I:GAR,  Ikw-D,  1050kc 
»      7.50    11.00    16.00    25.00  42.50 

jfOAR-FM,  Chan.  257,  99.3mc,  O.Skw, 

IpiUL,  250w,  1240kc,  MBS 
!»       4.30      6.50     9.50    17.00  26.50 
M      4.30     6.50     9.50    17.00  26.50 


93.5% 


70.00 
Bonus 


45.00 
45.00 


500DLAND,  Sherman,  2,054  fa 
radio,  1,906  radio  fom. 


im.,  92.8% 


jlWGB,  Ikw-D,  730kc 

p      4.00     5.00    14.00    28.00    42.00  70.00 


iJkSREAT  bend,  Barton,  8,336  fam.,  96.2% 
'i  radio,  8,019  radio  fam. 

ijiVGB,  5kw,   1590kc,   MBS,   Pearson,  Conlan 
l»      5.00     5.00     9.00    20.00    30.00  45.00 
8.00     8.00    15.00    30.00    45.00  75.00 


'[HAYS,  Ellis,  5,294  fam.,  94.7%  radio,  5,013 
radio  fam. 

ICAYS,  250w,  1400kc,  KBS 

p  2.50  3.00  10.00  15.00  25.00  40.00 
N      3.00     4.00    12.00    20.00    35.00  50.00 


HUTCHISON,     Reno,     15,081  fam. 
radio,  14,462  radio  fam. 


95.9% 


IICIMV   (FM),  Chan.  233,  94.5mc,  40kw 
?  4.00     7.50    15.00    21.00  35.00 

N  4.00     7.50    15.00    21.00  35.00 

KWBW,  250w,  1450kc,  NBC,  Conlan 
P      5.00     6.00    10.00    18.00    30.00  50.00 
7.00     9.00    15.00    25.00    40.00  75.00 

<WBW-FM,  Chan.  226,  93.1mc,  3k>A<,. Bonus 

<V/HK,  Ikw-D,  1190kc,  McKinney  &  Griffith 
0      4.00     6.00    10.00    16.00    24.00  40.00 


Note:  A)l  Rates  one-time.  Sources:  Families 
and  radio  families  estima(gfJrfrom  field  tabu- 
°>;ons  of  1950  U.  S.  Censu^T"  Percent  radio' 
isMB.  For  complete  explanation  see  foreword. 
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INDEPENDENCE,    Montgomery,    12,993  fam., 
93.5%  radio,  12,148  radio  fam. 

KIND,  250W-D,  lOlOkc,  Conlan,  LBS 

SB        IM      5M       15M     30M  1  Hr 

D       1.50      2.25     3.00     6.00     9.00  15.00 

N      2.00     3.00     4.00     8.00    12.00  20.00 


JUNCTION  CITY,  Geary,  5,323  fam.,  96.7% 
radio,  5,147  fom. 

KJCK,  Ikw-D,  1420kc,  Holman 

D      6.00     7.00    12.50    25.00  40.00  70.00 


KANSAS    CITY,    Wyandotte,    45,983  fam., 
96.5%  radio,  44,373  radio  fam. 

KCKN,  250w,  13iOkc 
(See  Kansas  City,  Mo.) 

LEAVENWORTH,    Leavenworth,    11,620  fam., 
95.2%  radio,  11,062  radio  fam. 

KCLO,  500w-D,  1410kc 

D      3.44     5.00     8.75    15.00    29.96  46.00 


LIBERAL,   Seward,  2,780  fam.,  94.8%  radio, 
2,635  radio  fam. 

KSCB,  Ikw-D,  1270kc 

D      4.25     6.00    10.50  18.75  33.00  60.00 


MANHATTAN,     Riley,     9,378     fam.,  96.1% 
radio,  9,012  radio  fam. 

KMAN,  500w-D,  1350kc 

D      3.50     5.00     8.00    15.00  27.50  50.00 

McPHERSON,  McPherson,  6,569  fam.,  95.9% 
radio,  6,299  radio  fam. 

KNEX,  250w-D,  1540kc 

D      3.25     4.35     9.10    15.60  27.30  45.50 


KNEX-FM,     Chan.  277, 
Bonus 


103.3mc,  250w, 


OLATHE,  Johnson,  17,169  fam.,  96.8%  radio, 
16  619  rodio  fam. 

KPRS,   500w-D,   1590kc,   LBS,  Continental 
D       6.00     9.00    15.00    24.00    35.00  60.00 
N      6.00      9.00    15.00    24.00    35.00  60.00 

OTTAWA,  Franklin,  5,552  fam.,  94.5%  radio, 
5,246  radio  fam. 

KOFO,  250w-D,  1220'<c 

D  5.00    20.00    30.00    40.00  50.00 


PARSONS,  Labette,  8,151  fam.,  94.1%  radio, 
7,670  radio  fam. 

KLKC,  250w-D,  1540kc 

D       3.00     4.00      8.00  16.00  22.75  40.00 


PITTSBURG,    Crawford,    11,228   fam.,  94.4% 
radio,   10,599  radio  fam. 

KOAM,    lOkw-D,  5kw-N,  860kc,   NBC,  Pear- 
son, BMB,  Conlan 

D      11.40    11.40    22.80  38.00    68.40  114.00 

N     15.20    15.20    28.50  47.50    85.50  142.50 

KSEK,  250w,  1340kc,  LBS,  Cooke,  Conlan 

0       4.00     4.00    10.00    16.00    24.00  40.00 

N       4.00      4.00    10.00    16.00    24.00  40.00 


SALINA,    Saline,   9,311    fam.,   97.1%  radio, 
9,040  radio  fam. 

KSAL,  5kw,   1150kc,  MBS,   Pearson,  Conlan 
D       7.20     7.20    15.00    24.00    40.00  72.00 
N       9.00     9.00    18.00    30.00    45.00  75.00 

TOPEKA,  Shawnee,  29,170  fam.,  96.7%  radio, 
28,207  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

D     12.36    17.03    25.75    43.77    75.80  126.33 

N     15  33    19.33    29J,6    59.76    94.00  156.66 


KJAY,  5kw-D,  Ikw-N,- 1440kc,  Young,  Conlan 
D  8.00  8.00  12.00  25.00  50.00  .80.00 
N     10.00    10.00    17.00    35.00    70.00  120.00 

KTOP,  250W(^l5l90kc,  MBS,  Ra-Tel 

D       7.50      7.50    15.00    30.00    45.00  75.00 

N     10.00    10.00    20.00    40.00    60.00  100.03 


Sting 


MARKET  INDICATORS  FOR  KANSAS 

CLASSIFICATIONS                   FIGURES  YR.  FIGURES  YR. 

Population                                       1,898,519  '50  1,801,028  '40 

%  of  U.  S                                        1.27%  '50  1.36%  '40 

Families                                             530,312  '50  514,500  '40 

Percent  Radio                                   95.3%  '49  90.6%  '46 

Radio  Families                                  505,387  '50  474,500  '46 

Retail  Sales                              $1,963,524,000  '49  1,683,517,000  '48 

Retail  Trade  Employes  . .                   87,154  '48  58,256  '39 

Wholesale  Sales  Volume            $2,042,616,000  '48  427,700,000  '3» 

Wholesale  Trade  Employes  . . .            22,780  '48  15,157  '3» 

Employment  (Mid-March)  . . .            299,013  '48  289,136  '47' 

Taxable  PayroUs  (1st  quarter)  $  162,767,000  '48  146,426,000  '47 

Income                                     $2,446,000,000  '48  757,000,000  '40 

Percent  distribution                        1.19%  '48  1%  '4ft. 

Per  Capita  Income                              $1,291  '48  422  '40 

Percent  of  national  per  capita 

income                                              92%  '48  73%  '40 

New  Construction  (Private) . .  $  163,800,000  '47  40,300,000  '39 

Residential                             $    45,100,000  '47  11,000,000  '39 

Non-Residential                     $    40,100,000  '48  6,100,000  '39 

Value  added  by  Manufacture .  $  461,061,000  '47  117,391,000  '39 

Automobile  Registration                    815,821  '49  758,149  '48 

Telephones                                        547,000  '49  417,200  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WIBW,  5kw,  580kc,  CBS,  Capper,  Whan 

SB  IM  5M  15M  30M  1  Hr 
D  20.00  24.00  46.67  66.67  120.00  200.00 
N     24.00    36.00    48.00    96.00  144.00  240.00 

WREN,  5kw,  1250kc,  ABC,  Weed,  Conlan 

D       9.60     9.60    15.60    34.66    62.40  104.00 

N     12.00    12.00    19.50    43.30    78.00  130.00 


WICHITA,    Sedgwick,    61,251     fam.,  96.5% 
radio,  59,107  radio  fam. 


4  AM  affiliates,  average  1-time  rate 

D      1037    12.75    20.03    35.75    53.62  89.37 

N     17.75    21.87    34.06    57.50    88.75  151.25 


KAKE,    250w,     1240kc,  MBS,  Radio  Reps, 
Hooper 

D       7.50    10.00    12.00  24.00  36.00  60.00 

N     10.00    12.50    20.00  40.00  60.00  100.00 


KANS,  5kw-D,   Ikw-N,  1480kc,  NBC,  Taylor, 
Hooper,  BMB 

SB        IM      5M      15M  30M     1  Hr 

D       9.00    11.00    15.00    24.00  36.00  60.00 

N     15.00    17.50    25.00    40.00  60.00  100.00 

KFBI,   lOkw-D,   Ikw-N,   1070kc,  ABC,  Avery- 

Knodel,   BMB,  Hooper,  Conlan 
D      10.00    15.00    25.00    50.00    75.00  125.00 
N     16.00    20.00    35.00    60.00  100.00  180.00 

KFH,  5kw,  1330kc,  CBS,  Retry 

D      15.00    15.00    28.15    45.00    67.50  112.50 

N     30.00    30.00    56.25    90.00  135.00  225.00 

KFH-FM,    Chan.    262,    lOO.Smc,    llkw,  Pefry 
Bonus 

KWBB,  Ikw,  1410kc 
(No  rates  available) 


We  Sell  People 


not  '"'Coverage  Area 


KTOP 


250 -watt 
MUTUAL 


Topeka's  only  ^'Metropolitan  Station'' 
for  proof  of  results  ask 

Ra-Tel  Representatives,  Inc. 


August  14,  1950  I  •    Page  87 


KANSAS  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Allen  

Anderson  

Atchison  

Barber  

'  Barton  

Bourbon  

Brown  

Sutler  

Chase  

Chautauqua  

Cherokee  

•Cheyenne  

Clark  

Clay  

Cloud  

Coffey  

Comanche  

Cowley  

Crawford  

Decatur  

Dickinson  

Doniphan  

Douglas  

Edwards  

Elk  

Ellis  

Ellsworth  

Finney  

Ford  

Franklin.,  

Geary  

Gove  

Graham  

Grant  

Gray  

Greeley  

Greenwood  

Hamilton  

Harper  

Harvey  

Haskell  

Hodgeman  

Jackson  

Jefferson  

Jewell  

Johnson  

Kearny  

Kingman  

Kiowa  

Labette  

Lane  

Leavenworth  

Lincoln  

linn  

Logan  

Lyon  

McPherson  

Marion  

Marshall  

Meade  

Miami  

Mitchell  

Montgomery  

Morris  

Morton  

Nemaha  

Neosho  

Ness  

Norton  

Osage  

Osborne  

Ottawa  

Pawnee  

Phillips  

Pottawatomie.. 

Pratt  

Rawlins  

Reno  

Republic  

Rice  

Riley  

Rooks  

Rush  

Russell  


1949 

1948 

Employment 

1  73U 

1940 

1 950 

1950 

yo  Kaclio 

Retail  Sales 

Retail  Sales 

Mid-marcti 

Population 

Population 

Families 

Radio-Families 

(Est.}  ($000) 

U.  S.,  ($000) 

1948 

18,172 

19,874 

5,075 

4,719 

93.0 

16,751 

15,065 

2,811 

10,265 

11,658 

2,867 

2,631 

91.8 

8,471 

7,179 

752 

21,433 

22,222 

5,986 

5,704 

95.3 

20,412 

16,110 

3/454 

8,403 

9,073 

2,347 

2,239 

95.4 

10,187 

8,740 

805 

29,843 

25,010 

8,336 

8,019 

96.2 

33,420 

35,117 

5,036 

19,121 

20,944 

5,341 

4,945 

92.6 

19,636 

14,865 

2,580 

14,659 

17,395 

4,094 

3,901 

95.3 

15,148 

13,825 

1,277 

30,808 

32,013 

8,605 

8,174 

95.0 

36,565 

26,152 

4,557 

4,811 

6,345 

1,343 

1,258 

93.7 

4,149 

3,184 

339 

7,377 

9,233 

2,060 

1,903 

92.4 

7,281 

5,414 

586 

25,053 

29,817 

6,998 

6,445 

92.1 

18,506 

14,050 

3,288 

5,655 

6,221 

1,579 

1,488 

94.3 

5,414 

6,558 

386 

3,937 

4,081 

1,099 

1,037 

94.4 

4,508  ■ 

3,987 

460 

11,756 

13,281 

3,283 

3,158 

96.2 

14,223 

11,208 

1,094 

15,964 

17,247 

4,459 

4,240 

95.1 

17,770 

16,296 

2,063 

10,358 

12,278 

2,893 

2,696 

93.2 

9,960 

7,366 

590 

3,882 

4,412 

1,084 

1,036 

95.6 

4,194 

3,613 

269 

36,821 

38,139 

10,285 

9,801 

95.3 

43,249 

32,978 

5,024 

40,199 

44,191 

11,228 

10,599 

94.4 

50,456 

34,668 

7,014 

6,180 

7,434 

1,726 

1,627 

94.3 

4,774 

5,855 

369 

20,973 

22,929 

5,858 

5,647 

96.4 

22,354 

19,070 

2,945 

10,507 

12,936 

2,934 

2,746 

93.6 

6,110 

5,092 

322 

34,016 

25,171 

9,501 

9,044 

95.2 

39,121 

27,339 

4,378 

5,927 

6,377 

1,655 

1,570 

94.9 

5,301 

5,614 

469 

6,648 

8,180 

1,856 

1,731 

93  3 

5,115 

3,643 

397 

18,956 

17,508 

5,294 

5,013 

94.7 

16,978 

19,638 

2,047 

8,427 

9,855 

2,353 

2,258 

96.0 

7,659 

7,681 

873 

15,105 

10,092 

4,219 

3,944 

93.5 

23,148 

24,586 

2,191 

19,694 

17,254 

5,501 

5,275 

95.9 

24,486 

31,467 

3,266 

19,878 

20,889 

5,552 

5,246 

94.5 

20,261 

17,129 

2,534 

19,057 

15,222 

5,323 

5,147 

96.7 

14,262 

15,173 

1,763 

4,424 

4,793 

1,235 

1,138 

92.2 

2,792 

4,008 

196 

5,018 

6,071 

1,401 

1,284 

91.7 

2,905 

4,264 

268 

4,654 

1,946 

1,300 

1,227 

94.4 

1,566 

4,957 

(1)  931 

4,884 

4,773 

1,364 

1,293 

94.8 

3,020 

4,382 

261 

2,013 

1,638 

562 

530 

94.4 

887 

2,658 

(2)  424 

13,562 

16.495 

3,788 

3,534 

93.3 

14,808 

12,966 

1,134 

3,662 

2,645 

1,022 

952 

93.2 

2,288 

4,802 

(3)  715 

10,239 

12,068 

2,860 

2,734 

95.6 

12,056 

9,930 

949 

21,604 

21,712 

6,034 

5,804 

96.2 

23,995 

20,720 

2,510 

2,564 

2,088 

716 

679 

94.9 

1,415 

2,565 

(1) 

3,308 

3,535 

924 

873 

94.5 

1,529 

2,205 

121 

1 1 ,096 

13,382 

3,099 

2,882 

93.0 

8,206 

8,125 

613 

11,088 

12,718 

3,097 

2,870 

92.7 

5,754 

6,969 

530 

9,702 

11,970 

2,710 

2,533 

93.5 

6,414 

5,248 

497 

61,466 

33,327 

17,169 

16,619 

96.8 

22,656 

24,224 

2,788 

3,575 

2,525 

998 

958 

96.0 

1,490 

3,242 

(3) 

10,326 

12,001 

2,884 

2,748 

95.3 

9,884 

8,369 

710 

4,750 

5,112 

1,326 

1,274 

96.1 

3,698 

4,886 

329 

29,182 

30,352 

8,151 

7,670 

94.1 

28,372 

23,634 

3,217 

2,810 

2,821 

784 

755 

96.4 

2,396 

3,384 

(4)  658 

41,600 

41,112 

11,620 

11,062 

95.2 

27,396 

23,034 

3,849 

6,618 

8,338 

1,848 

1,761 

95.3 

4,773 

4,798 

447 

10,015 

11,969 

2,797 

2,545 

91.0 

7,395 

5,744 

546 

4,199 

3,688 

1,172 

1,099 

93.8 

2,980 

5,510 

(5)  500 

26,427 

26,424 

7,381 

7,026 

95.2 

29,825 

26,912 

3,423 

23,520 

24,152 

6,569 

6,299 

95.9 

24,561 

23,979 

3,406 

16,286 

18,951 

4,549 

4,330 

95.2 

15,187 

14,475 

1,218 

17,899 

20,986 

4,999 

4,769 

95.4 

16,865 

14,615 

1,568 

5,707 

5,522 

1,594 

1,501 

94.2 

5,452 

6,346 

491 

19,651 

19,489 

5,489 

5,137 

93.6 

14,187 

12,411 

1,468 

10,302 

11,339 

2,877 

2,733 

95.0 

11,752 

12,970 

947 

46  517 

49  729 

1  0  OOT 

1 2  148 

93  5 

55  157 

O,o0  1 

8,488 

10,363 

2,370 

2,246 

94.8 

7,508 

5,974 

564 

2,606 

2,186 

727 

668 

92.0 

1,980 

3,485 

(6)  359 

14,323 

16,761 

4,000 

3,800 

95.0 

10,715 

11,008 

951 

20,438 

22,210 

5,708 

5,342 

93.6 

20,448 

16,809 

2,360 

6,296 

6,864 

1,758 

1,656 

94.2 

4,264 

5,867 

291 

8,765 

9,831 

2,448 

2,252 

92.0 

7,092 

9,303 

732 

12,788 

15,118 

3,572 

3,354 

93.9 

9,696 

7,655 

650 

8,539 

9,835 

2,385 

2,272 

95.3 

7,469 

7,981 

841 

7,169 

9,224 

2,002 

1,923 

96.1 

6,019 

5,422 

481 

11,055 

10,300 

3,087 

2,954 

95.7 

10,300 

11,166 

976 

9,260 

10,435 

2,586 

2,428 

93.9 

7,866 

7,673 

657 

12,324 

14,015 

3,442 

3,256 

94.6 

11,093 

10,188 

676 

12,128 

12,348 

3,387 

3,268 

96.5 

15,713 

14,144 

1,458 

5,701 

6,618 

1,592 

1,512 

95.0 

4,150 

5,725 

436 

53,992 

52,165 

15,081 

14,462 

95.9 

71,637 

61,744 

10,507 

11,413 

13,124 

1,592 

1,494 

93.9 

9,375 

7,628 

765 

15,593 

17,213 

4,355 

4,206 

96.6 

18,733 

13,550 

1,918 

33,574 

20,617 

9,378 

9,012 

96.1 

30,429 

25,829 

3,350 

9,030 

8,497 

2,522 

2,380 

94.4 

6,225 

8,997 

720 

7,219 

8,285 

2,016 

1,909 

94.7 

5,755 

7,463 

563 

13,378 

13,464 

3,736 

3,560 

95.3 

13,621 

13,326 

1,772 

Taxable  Pay 
rolls— 1st  On 
1948  ($OC0' 

1,:; 


1,8 


(1)  5i 
1 

(2)  i: 

4-; 

(3)  31 
3 

1,2' 
( 

2  ] 

1' 

1 

1,3 

( 
2 
1 

1,3 

(4)  3 
1, 

11 
ilJ 

(5) 
1, 
1, 


4, 
(6) 
1, 


5,£ 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sal 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mi3-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer 
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BROADCASTING 


Telecastii 


VALUABLE  INFORMATION 
ABOUT  THE  KANSAS  MARKET 


Presented  by  WIBW — the  station 
most  listened  to*  by  the  buying  families 
of  Kansas,  the  First  Families  of  Agri- 
culture. 


Last  year  Kansas  had  a  gross  farm  income 
(bf  over  one  billion  dollars.  About  75%  of  the 
jpopulation  lives  outside  a  metropolitan  area — 
pn  farms  and  in  small  towns  through  which 
toasses  the  bulk  of  this  billion  dollar  income, 
rji'our  market  is  made  up  of  those  directly  or 
ndirectly  dependent  on  agriculture. 


fOOO 


$447 


,\6\.000* 


0RV3G 


652.000 


$87,360 


KANSAS  FARM  INCOME 


$1,016,048,000 


Kansas  families  last  year  spent  at  retail  $3,295  against  a  national  average 
of  $2,990.**  The  state's  index  of  gain  in  retail  sales  during  the  past  decade 
is  415 — one  of  the  highest  in  the  U.  S.*** 


WIBW 


A   Farm  Station  Dominating  A   Farm  Market 


HERE'S  WHAT  WE  MEAN  BY  A  "FARM  MARKET."  Remember  that  farms 
are  usually  family  units,  living  rent-free  and  producing  much  of  their  own 
food.  A  full  decade  of  high  prices  for  all  farm  products  has  made  them 
and  their  surrounding  small  towns  the  most  attractive,  unexploited  markets 
in  America  today. 

HERE'S  WHAT  WE  MEAN  BY  A  "FARM  STATION."  For  twenty-six 
years  WIBW  has  faithfully  served  the  interests  and  needs  of  agricultural 
families  and  communities.  The  result  is  that  we  have  what  amounts  to  a 
monopoly  on  an  audience  that  controls  the  spending  of  more  than  a  bil- 
lion dollars.  They're  not  only  loyal,  but  they're  responsive.  Last  year  the 
WIBW  mail  room  cleared  $201,353.04  in  cash  and  checks  for  our  adver- 
tisers. Our  farm  service  experts  and  entertainers  are  always  the  top  draw- 
ing card  at  fairs  and  farm  meetings. 

Let  us  show  you  RESULTS  that  prove  WIBW's  sales  influence  in  the  farm 
market  of  Kansas,  Nebraska,  Missouri,  and  Oklahoma. 

*  Kansas  Radio  Audience  '50.    **  Sales  Management  '50.    ***  Consumer  Markets  '49-'50. 


our  oud'«"*'  V.r»« 


BROADCASriNG    •  Telecasting 


SERViNG  AND  SELUNG 
// 


THE  MAGIC  aRCLE" 

WIBW  •  TOPIKA,  KANSAS  •  WiBW-FM 


Rep:  CAPPER  PUBLICATIONS,  Inc.  •   BEN  LUDY,  Gen.Mgr.   •  WIBW  •  KCKN 
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KANSAS  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  88^ 


County 

Saline  

Scott  

Sedgwick  

Seward  

Shawnee  

Sheridan  

Sherman  

Smith  

Stafford  

Stanton  

Stevens  

Sumner  

Thomas  

Trego  

Wabaunsee.. 

Wallace  

Washington.. 

Wichita  

Wilson  

Woodson  

Wyandotte  .. 


1950 
sulafion 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 

(est.)  ($000) 

1948 
Retail  Sales 

EmpToyment 
Mid-March 
1 948 

Taxable  Poy 
rolls— Isf  Qfi 

33,336 

29,535 

9,311 

9,040 

97.1 

50,016 

49,626 

7,988 

4,894 

3,773 

1,367 

1,309 

95.8 

3,923 

6,854 

(4) 

143,311 

96.5 

296,186 

225,572 

56,819 

33,5! 

9,953 

6,540 

2,780 

2,635 

94.8 

11,526 

17,423 

1,618 

a 

104,430 

91,247 

29,170 

28,207 

96.7 

152,875 

100,868 

22,203 

1 1,7: 

4,594 

5,312 

1,283 

1,195 

93.2 

2,603 

3,791 

208 

7,355 

6,421 

2,054 

1,906 

92.8 

7,470 

10,150 

881 

35 

8,853 

10,582 

2,472 

2,303 

93.2 

6,376  - 

6,214 

588 

20 

8,784 

10,487 

2,453 

2,364 

96.4 

9,620 

7,320 

728 

31 

2,241 

1,443 

625 

576 

92.2 

1,377  . 

2,081 

(6) 

(6 

4,509 

3,193 

1,259 

1,184 

94.1 

2,321 

5,181 

339 

17 

23,689 

26,163 

6,617 

6,325 

95.6 

22,392 

17,941 

1,754 

72 

7,532 

6,425 

2,103 

2,020 

96.1 

7,905 

10,063 

1,043 

4c 

5,853 

5,822 

1,634 

1,534 

93.9 

3,999 

4,811 

367 

16 

7,199 

9,219 

2,010 

1,881 

93.6 

5,377 

4,304 

249 

7 

2,497 

2,216 

697 

650 

93.3 

1,452 

2,550 

(5) 

(5 

1 2,957 

15,921 

3,619 

3,405 

94.1 

9,223 

7,173 

670 

28 

2,632 

2,185 

735 

687 

93.5 

2,245 

4,317 

(2) 

(2 

14,793 

17,723 

4,132 

3,875 

93.8 

12,620 

10,258 

1,731 

87 

6,699 

8,014 

1,871 

1,741 

93.1 

4,960 

4,463 

359 

12 

164,621 

145,071 

45,983 

44,373 

96.5 

167,440 

108,174 

39,383 

26,01 

hies.  (2) 
Includes 

Includes  Greeley  and  Wichita  Counties.     (3)  Includes 
Morton  and  Stanton  Counties. 

Hamilton  and  Kearny 

Counties.  (4) 

Includes  Lane 

and   Scott  Counties.    (5)  Ir 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Populat  ion,  1940  Census;  1950  Fa m 'lies  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Soles 
copyright   1950  "Sales  Management."    Further   reproduction   unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce- 


KENTUCKY 


SPOT  RATE  FINDER 


ASHIAND,  Boyd,  14,032  fam.,  93.5%  radio, 
13,1 19  radio  fam. 

WCMI,  250w,  1340kc,  CBS,  Pearson,  BMB 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  5.00  10.00  20.00  32.00  60.00 
N       6.50      6.50    12.00    30.00    5.5.00  100.00 

WCMI-FM,  Chan.  229,  93.7mc,  4.3kw,  Bonus 

BOWLING    GREEN,    Warren,     11,784  fam., 
85.5%   radio,    10,075   radio  fam. 

WKCT,  Ikw-D,  500w-N,  930kc,  Holman 

D       9.00    12.00    18.00    32.00    54.00  90.00 

N       9.00    12.00    18.00    32.00    54.00  90.00 

WLBJ,  250w,  1340kc,  MBS,  Burn-Smith 

D  5.00    10.00    20.00    35.00  60.00 

N  5.00    10.00    20.00    35.00  60.00 

WBON    (FM),    Chan.   266,    101. Imc,  8.3kw, 
Bonus 

CAMPBELLSVILLE,    Todd,    3,597   fam.,  83.9% 
radio,  3,017  radio  fam. 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 

<.  

WKCT 

(now  fulltime) 

Southern  Kentucky's 
Star  Salesman 

Simple  as  A  —  B  —  C 

AfFilioted  with  American 
Broadcasting  Co.,  and  Park 
City  Daily  News. 

Best  in  local,  live-talent  pro- 
gramming. 

Coverage  of  27  counties  with 
1000  watts  on  930  kc. 

Represented  by 
HAL  HOLMAN 

WKCT 

Bowling    Green,  Kentucky 

<►  
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WTCO,  Ikw-D,  1150kc 

SB  IM  5M  15M  30M  1  Hr 
D  3.00     5.00    10.00    18.00  30.00 


CORBIN,  Whitley,  8,918  fam.,  83.1%  radio, 
7,410  radio  fam. 

WCTT,  250w,  1400kc,  MBS,  BMB 

D       3.50     5.00    10.00    20.00    35.00  60.00 

N       3.50     5.00    10.00    20.00    35.00  60.00 


COVINGTON,    Kenton,    29.058   fam.,  97.6% 
radio,  28,360  radio  fam. 

WZIP,  250w-D,  1050kc,  Pulse,  Hooper,  Conlan 
D     12.00    12.00    15.00    25.00    44.00  75.00 


DANVILLE,   Boyle,  5,724  fam.,  91.2%  radio, 
5,220  radio  fam. 

WHIR,  250w,  1230kc,  Holman,  Conlan,  BMB 
D  4.50  450  7.50  15.00  27.00  45.00 
N       4.50     4.50     7.50    15.00    27.00  45.00 


ELIZABETHTOWN,  Hardin,  10,231  fam.,  87.5% 
radio,  8,952  radio  fam. 

WIEL,  250w,  1400kc 

D  2.75  2.75  4  75  10.00  18.00  30  00 
N       2.75      2.75      4.75    10.00    18.00  30.00 


FRANKFORT,    Franklin,    7,244    fam.,  92.4% 
radio,  6,693  radio  fam. 

WFKY,  250w,  1490kc,  MBS,  Wood 

D       3.50     5  00    10.00    20.00    35.00  60.00 

N       3.50     5.00    10.00    20.00    35.00  60.00 


GLASGOW,  Barren,  7,929  fam.,  86.5%  radio, 
6,858  radio  fam. 

WKAY,  250w,  1490kc 

D       5.00     5.00    10.00    20.00  35.00    60  00 

N       5.00      5.00    10.00    20.00  35.00  60.00 


HARLAN,  Harlan,  19,956  fam.,  89.7%  radio, 
17,900  radio  fam. 

WHLN,  250w,  1230kc,  MBS,  Burn-Smith,  BMB 
D  3.50      5  00    20.00    35.00  60.00 

N  3.50      5.00    20.00    35.00  60.00 


HAZARD,   Perry,   12,971   fam.,  86.4%  radio, 
11,206  radio  fam. 

WKIC,  250w,  1340kc,  MBS,  Clark,  BMB 

D    .   4.00      6.00    12.00    22.50    35.00  60.00 

N       4.00     6.00    12.00    22.50    35.00  60.00 


MARKET  INDICATORS  FOR  KENTUCKY 

CLASSIFICATIONS                   FIGURES  YR.  FIGURES  YU 

Population                                       2,931,588  '50  2,845,627  '4 

%  of  U.  S                                        1.96%  '50  2.16%  '4 

Families                                             818,879  '50  693,960  '4 

Percent  Radio                                     89.2%  '49  81%  '4 

Radio  Families                                  730,440  '50  557,000  '4 

Retail  Sales                             $1,696,653,000  '49  1,677,541,000  '4 

Retail  Trade  Employes                         86,417  '48  57,636  '3 

Wholesale  Sales  Volume            $1,784,142,000  '48  464,400,000  '3 

Wholesale  Trade  Employes  . . .             26,597  '48  17,383  '3 

Employment  (Mid-March)  . . .           434,404  '48  420,287  '4 

Taxable  Payrolls  (1st  quarter)  $  238,300,000  '48  214,156,000  '4 

Income                                     $2,596,000,000  '48  880,000,000  '4 

Percent  distribution                         1.26%  '48  1.16%  '4 

Per  Capita  Income                                 $909  '48  308  '4 

Percent  of  national  per  capita 

income                                              64%  '48  54%  '4 

New  Construction  (Private) . .  $  133,800,000  '47  44,300,000  '3 

Residential                            $    39,500,000  '47  19,300,000  '3 

Non-Residential                    $    37,800,000  '48  9,700,000  '3- 

Value  added  by  Manufacture .  $  740,772,000  '47  186,485,000  '3 

Automobile  Registration                     692,370  '49  616,400  '4 

Telephones                                        414,100    '49  286,100  '4 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductio 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


HENDERSON,   Henderson,   8,448  fam.,  88.6% 
radio,  7,484  radio  fam. 

WSON.  500w-D,  860kc,  MBS,  Sears  &  Ayer 

SB  IM  5M  15M  30M  1  Hr 
D                 8.00    15.00    30.00    45.00  75.00 

WSON-FM,  Chan.  258,  99.5mc,  20kw 
(No  rates  available) 


HOPKINSVILLE,  Christian,  11,837  fam.,  83.8% 
radio,  9,919  radio  fam. 

WHOP,   250w,   1230kc,  CBS,   Sears  &  Ayer, 
Hooper 

D       6.00      6.00     7.50    14.00    25.00  42.00 

N       6.00      6.00     7.50    14.00    25.00  42.00 

WHOP-FM,  Chan.  254,  98.7mc,  8.8kw,  Bonus 


LEXINGTON,    Fayette,    27,515    fam.,  92.4% 
radio,  25,423  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       8.00     8.00    21.25    37.50    57.50  97.50 

N       8.00     8.00    21.25    37.50    57.50  97.50 


.  NAB  WHIR 

j  The  Plus  Station 

I  in 

i  Kentucky 

I  Covers   the   wealthiest  per 

J  capita  area  of  Kentucky  at 

I  a  minimum   250   watt  rate 

1  card  price. 

I  Proven    sales    ability  —  for 

!  details,    contact  station 

i  direct  or  the  Hal  Holman 

I  Company. 

I  WHIR 

I  Danville, 

1  KENTUCKY 

I  250  watts  -  ~f uljtime  •  1 230  KC 


BROADCASTING 


Telecastin 


! 

iIkLX,  Ikw,  1300kc,  Walker 

SB        IM      5M      15M  30M     1  Hr 

10.00    10.00    30.00    50.00  75.00  125.00 

10.00    10.00    30.00    50.00  75.00  125.00 

LAP,  5kw-D,  Ikw-N,  630kc,  ABC,  Pearson, 

BMB,  Hooper 

10.00    10.00    20.00    30.00  50.00  80.00 

15.00    15.00    25.00    45.00  70.00  120.00 

LAP-FM,  Chan:  233,  94.5mc,  4.6kw,  Bonus 

LEX,  250w,  1340kc,  Ra-Tel 

6.00     6.00    12.50    25.00  40.00  70.00 

6.00     6.00    12.50    25.00  40.00  70.00 


IpUISVILLE,  Jefferson,  135,973  fam.,  94.9% 
radio,  129,038  radio  fam. 


AM  affiliates,  average  1-time  rate 

17.76  18.88  30.37  52.00  79.25  130.00 
34.37    35.87    38.33  102.50  153.75  256.25 


AM  non-affiliates,  average  1-time  rate 

22.30    33.45  55.75 


'l/AVE,  5kw,  970kc,  NBC,  Free  &  Peters 
i|     15.00    20.00    30.00    50.00    75.00  125.00 
i|l     30.00    37.50    60.00  100.00  150.00  250.00 

VRXW    (FM),   Chan.   236,   95.1mc,  16.2kw, 
Free  &  Peters 

7.50  10.00  12.00  16.00  26.00  38.00 
10.00    15.00    18.00    22.00    35.00  50.00 


UaWE-IV,  Chan.  5,  5kv/-aur.,  7kw-vis.,  ABC, 
jj  NBC,  Dumont 

_|,f     37.50    37.50  47.00    75.00  112.50  187.50 

ill    50.00    50.00  62.50  100.00  150.00  250.00 

WGRC,  250w,  1400kc,  MBS,  Walker  (CP 
'  5kw-D,  Ikw-N) 

1)      6.55     6.55    12.50  25.00  37.50  62.50 

|4     12.50    12.50    25.00  50.00  75.00  125.00 

tWBOX  (FM),  Chan.  264,  100.7mc,  29.8kw, 
'!  Bonus 

I 

i(VHAS,  50kw,  840kc,  CBS,  Petry,  Hooper 
)     37.50    37.50    62.50  100.00  150.00  250.00 
^'l-l     75.00    75.00  200.00  300.00  500.00 


IVHAS-FM,  Chan.  259,  99.7mc,  24kw,  Bonus 

li 

;!|VHAS-TV,  Chan.  9,  7.2kw-aud.;  9.6kw-vi5., 
'  CBS-TV,  Petry 

30.00    30.00  47.00    75.00  112.50  187.53 

40.00    40.00  62.50  100.00  150.00  250.00 

IVINN,  250w,  1240kc,  ABC,  Taylor 

')                 8.00  13.00    26  00    39.00  65.0D 

M                12.00  20.00    40.00    60.00  100.00 


^KLO,  5kw-D,  Ikw-N,  lOSOkc,  ABC,  Blair 
)      12.00    15.00    20.00    40.00    60.00  100.00 
A     20.00    25.00    40.00    80.00  120.00  200.00 

IVKYW,  Ikw-D,  900kc,  Burn-Smith  nooper 
0       5.00     8.00  23.03    34.50  57.50 

■WLOU,  }kw-D,  1350kc,  Cooke 
'3  21.60    32.40  54.00 


MADISONVILLE,  Hopkins,  10,642  fam.,  87.8% 
radio,  9,343  radio  fam. 

WFMW,  250W-D,  730kc,  Sears  &  Ayer 

SB  IM  5M  15M  30M  1  Hr 
D  8.00    12.00   22.00  40.00 

WFMW-FM,  Chan.  285,  104.9mc,  420w,  Bonus 

MAYFIELD,  Graves,  8,752  fam.,  87.3%  radio, 
7,640  radio  fam. 


2  AM  non-affiliates,  average  1-time  rate 

D  4.50     9.00    20.00    35.00  60.00 


WKTM,  Ikw-D,  1050kc,  Sears  &  Ayer 

D      4.00     5.00    10.00    20.00    35.00  60.00 

WNGO,  lkv/-D,  1320kc,  Friedenberg 

D                4.00     8.00    20.00    35.00  60.00 

MAYSVILLE,  Mason,  5,128  fam.,  90.3%  radio, 
4,630  radio  fam. 

WFTM,  250w,  1240kc,  Grant,  BMB 

D      2.95     3.60     6.00    12.00    18.00  30.00 

N      2.95     3.60     6.00    12.00    18.00  30.00 

MIDDLESBORO,    Bell,     13,275    fam.,  85.0% 
radio,  11,283  radio  fam. 

WMIK,  500V/-D,  560kc,  MBS,  Holman,  Conlan 

D                 2.75      7.36    11.04    16.56  27.60 


MURRAY,  Calloway,  5,567  fam.,  86.7%  radio, 
4,826  radio  fam. 

WNBS,  250w,  1340kc 

D  4.00  4.00  10.00  18.00  30.00  50.00 
N      4.00     4.00    12.00    28.00    36.00  60.00 


NEWPORT,    Campbell,    21,010  fam.,  97.6% 
radio,  20,505  radio  fam. 

WNOP,  Ikw-D,  740kc,  Forjoe 

D      6.75     9.00    18.00    36.00  54.00  90.00 


OWENSBORO,   Daviess,   16,081   fam.,  91.0% 
radio,  14,633  radio  fam. 

WOMI,  250v/,  1490kc,  MBS,  Burn-Smith 

D      4.00     4.00     8.00    20.00    35.00  60.00 

N      4.00     4.00     8.00    20.00    35.00  60.00 

WOMI-FM,  Chan.  223,  92.5mc,  60kw,  Bonus 

WVJS,   Ikw,   1420kc,  Rambeau 

D       4.50      6.00      8.00    20.00    30.00  50.00 

N       6.00      8.00    12.00    30.00    45.00  75.00 

WVJS-FM,  Chan.  241,  96.1mc,  45  kw,  Ram- 
beau, Bonus 


PADUCAH,   McCracken,    13,604   fam.,  87.7% 
radio,  11,930  fam. 


2  AM  affiliates,  average  1-time  rate 

D       6.50     6.50    11.50    23.00    37.00  62.50 


KYB 

in  Paducah,  Kentucky 

is  going 

FULLTIME 

in  the  early  fall 
1,000  w.  day  500  w.  night 

570  kilocycles 


WKYB,  Ikw-D,  800kc,  MBS,  Ra-Tel 

SB        IM      5M       15M  30M     1  Hr 

D      6.50     6.50    13.00    26.00  39.00  65.00 

WKYC  (FM),  Chan.  227,  93.3mc,  32kw 

D      4.00     4.00     6.00    12.50  24.00  42.00 

WPAD,  250w,  1450kc,  CBS,  Conlan 

D       6.50     650    10.00    20.00  35.00  60.00 

N      6.50     6.50    10.00    20.00  35.00  60.00 

WPAD-FM,  Chan.  245,  96.9mc,  18kw,  Sears  & 
Ayer 

D  6.00     9.00  15.00  25.00 

N  6.00     9.00  15.00  25.00 

PAINTSVIILE,    Johnson,    6,654  fam.,  85.1% 
radio,  5,662  radio  fam. 

WSIP,  250w,  1490kc,  MBS 

D       5.00     6.50    10.50    15.00  27.00  45.03 

N      6.00     7.50    15.00    18.75  33.00  54.00 

PIKEVILLE,  Pike,  22,677  fam.,  84.7%  radio, 
19,207  radio  fam. 

WLSI,  Ikw-D,  900kc 

D      7.00     8.50    16.50    30.00  45.00  75.00 

WPKE,  250w,  1240kc,  MBS 

D  4.43      7.94    15.87  24.00 

N  4.43     7.94    15.87  24,00 

PRESTONBURG,    Floyd,    14,936  fam.,  86.6% 
radio,  12,934  radio  fam. 

WPRT,  Ikw-D,  960kc 
(No  rates  available) 


In  Louisville 

Your  Best  Buy 


IS 


PRINCETON,    Caldwell,    3,634  fam., 
radio,  3,149  fam. 


85.5% 


WPKY,  250W-D,  1580kc 
D  1.95  4,00 


9.60    14.40  24.00 


SOMERSET,  Pulaski,   10,780  fam.,  84.2%  ra- 
dio, 9,076  radio  fam. 


WLOU 

1,000  w  1350  k 

Louisville  Listens  to  LOU 

Louisville   Broadcasting  Corp., 
2549  South  Third  Street 

Represented  by: 
Sears   &  Ayer 


WSFC,  250w,  1240kc,  MBS,  Colton,  Conlan 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  5.00  10.00  20.00  35.00  60.00 
N      5.00     5.00    10.00    20.00    35.00  60.00 

VANCLEVE,    Breathitt,    5,565    fam.,  75.2% 
radio,  4,184  radio  fam. 

WMTC,  Ikw-D,  730kc,  Continental 

D  3.75      6.70    13.35    23.35  40.00 

VERSAILLES,   Woodford,   3,125   fam.,  91.9% 
radio,  2,871  radio  fam. 

WVLK,  Ikw,  590kc,  MBS,  Burn-Smith 

D       5,00      6.00    14,00    28.00    42.00  70.00 

N      8.00     9.00    20.00    40.00    60.00  100.00 


WAVE-TV- 
FIRST  IN 
LOUISVILLE 

SINCE 
1948! 

r;reta«di.-rr^Bc,ABc. 

,  Tbree  networks 

including  ^ 
""^^^        rJoritV  in  program 
ratings  •„t„re 
•^-^"^tlnC-rV  But 
Yes.  these  are  3»^^  J      .  .  and 

know  the  facts. 

WAME-TV 

•^■^  CHANNEL  5 


YEW 
WON'T 

GIT  FIR 

IN 

Pine  to  grt  there, 

The  Apple  ^.J^^t/LuisviUe 

blossoming      "o  ^  jioplar  with 

Trading  Area.  g  average 

advertisers, too,  beca  ^^^^ 

above        .^-L  jf 

State  comhinea.  ^g^be- 
That's  tall  timber  to^op^.^j^^^y 
fore  somebooy  ^.^^^^  ^^bout 
off  on  ^^^-.^Ziiie.  We  won't  clip 
WAVE, Lo«»^^»'j^- Gum  you  up. 
you,  trim  you,  or 

Oak? 


I 
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^1. 


1080 


BALANCED  PROGRAMING  for 
. .  .  Better  listening 
. . .  More  Listeners 
. . .  More  Power  for  Your  Sales 
Message  in  Kentuckiana 

Owned  and  Operated  by 

MID-AMERICA  BROADCASTING  CORPORATION 

Henry  Clay  Hotel — Louisville  2,  Ky. 
REPRESENTED  NATIONALLY  BY  .   .   .  JOHN  BLAIR  &  COMPANY 


^  KILOCYCLES 


1 
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KENTUCKY  RADIO  MARKET  DATA  BY  COUNTIES 
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1950 


1940 


1950 


1950 


%  Radio 


1949 
Retail  Sales 


1948 
Retail  Sales 


Employment  Taxable  Pay- 
Mid-March     rolls-lst  Qtr. 


Population 

Population 

Fami  1  ies 

Radio-Fam  i  lies 

(Es;  )  (SOOO) 

U.  S.  ($000) 

1948 

1948  ($000) 

17  608 

1 8  566 

4  918 

4  037 

82.1 

4,014 

4,638 

( 1 )  1,124 

(1 )  314 

13  720 

1 5  496 

3  832 

3  195 

83.4 

5,459 

5,421 

1,008 

294 

9  002 

8  936 

2  514 

2  292 

91.2 

4,217 

5,420 

(2)  1,309 

(2)  540 

8  540 

9  480 

2  385 

2  108 

88.4 

2,848 

3,158 

136 

41 

28,386 

27  559 

7,929 

6,858 

86.5 

13,463 

17,098 

2,632 

948 

10  376 

1 1  451 

2,898 

2,521 

87.0 

2,800 

2,393 

(3)  369 

(3)  138 

47  528 

43,812 

13,275 

1 1,283 

85.0 

19,911 

26,450 

7,135 

3,733 

13  012 

10  820 

3,634 

3,372 

92.8 

3,563 

4,627 

(4)  1,704 

(4)  746 

17  772 

17  932 

4,964 

4  512 

90.9 

1 0,298 

11  809 

1,695 

725 

50  237 

45  938 

14  032 

13  119 

93.5 

40  199 

37  614 

1 1,470 

7,842 

20,493 

17  075 

5  724 

5,220 

91.2 

12  854 

17  313 

2,963 

1,351 

8  468 

9,389 

2,365 

2,156 

91.2 

3,982 

3,653 

565 

169 

19  924 

23,946 

5,565 

4,184 

75.2 

2,799 

3,038 

375 

130 

15  459 

17  744 

4,318 

3,678 

85.2 

4,527 

4,720 

41 1 

129 

1 1  347 

9,51 1 

3,169 

2,782 

87.8 

2,616 

3,277 

(5)  433 

(5)  160 

11  451 

14,371 

3,198 

2,580 

80.7 

2,162 

1,815 

(6)  366 

(6)  102 

13,189 

14,499 

3,684 

3,149 

85.5 

6,720 

6,833 

1,331 

462 

19  933 

19  041 

5  567 

4  826 

86.7 

8,696 

11,006 

1,953 

688 

75  216 

71  918 

21,010 

20,505 

97.6 

64,020 

47,655 

10,656 

6,616 

6  196 

7,650 

1,730 

1,531 

88.5 

2,319 

2,264 

(7)  2,055 

(7)  711 

8,486 

8,657 

2,370 

2,128 

89.8 

6,223 

7,162 

(4) 

(4) 

22  551 

25,545 

6,299 

5,354 

85.0 

6,408 

6,103 

1,725 

865 

17453 

1 9,962 

4,875 

3,919 

80.4 

2,754 

3,352 

146 

46 

42  378 

36  129 

11,837 

9,919 

83.8 

17.300 

25,758 

5,048 

2,153 

1 8,801 

17,988 

5,251 

4,689 

89.3 

12,864 

14,443 

2,207 

1,029 

23  120 

23,901 

6,458 

5,108 

79.1 

3,267 

3,775 

1,332 

479 

10,602 

10,279 

2,961 

2,413 

81.5 

2,084 

2,328 

(8)  863 

(8)  238 

10,835 

12,115 

3,026 

2,690 

88.9 

4,339 

4,368 

965 

472 

9,298 

11,923 

2,597 

2,119 

81.6 

2,552 

2,562 

(8) 

(8) 

57,573 

52,335 

16,081 

14,633 

91.0 

45,417 

44,364 

12,316 

6,163 

9,768 

11,344 

2,728 

2,253 

82.6 

2,006 

1,656 

(6) 

(6) 

7,103 

8,713 

1,984 

1,607 

81.0 

1,260 

611 

(9)  1,111 

(9)  449 

14,676 

17,978 

4,099 

3,385 

82.6 

5,507 

4,141 

(10)  817 

(10)  256 

98,506 

78,899 

27,515 

25,423 

92.4 

122,596 

107,419 

25,160 

11,545 

1 1 ,976 

13,327 

3,345 

2,956 

88.4 

5,165 

4,584 

(11)  507 

(11)  196 

53,473 

52,986 

14,936 

12,934 

86.6 

15,634 

19,302 

9,377 

5,642 

25,936 

23,308 

7,244 

6,693 

92.4 

19,149 

18,945 

6,719 

3,245 

13,627 

15,413 

3,806 

3,349 

88.0 

11,714 

12,042 

(7) 

(7) 

3,957 

4,307 

1,105 

970 

87.8 

1,852 

1,636 

(4) 

(4) 

10,965 

11,910 

3.062 

2,709 

88.5 

.4,776 

4,457 

369 

177 

9,808 

9,876 

2,739 

2,440 

89.1 

5,242 

4,547 

(12)  822 

(12)  282 

31,333 

31,763 

8,752 

7,640 

87.3 

17,174 

17,522 

5,096 

2,153 

17,049 

17,562 

4,762 

3,900 

81.9 

4,961 

5,155 

435 

145 

11,236 

12,321 

3,138 

2,651 

84.5 

2,754 

3,471 

(I) 

(1) 

24,876 

24,917 

6,948 

6,190 

89.1 

5,974 

6,158 

794 

368 

5,841 

6,807 

1,631 

1,399 

85.8 

2,236 

1,758 

136 

81 

36,628 

29,103 

10,231 

8,952 

87.5 

16,630 

18,492 

(13)  2,123 

(13)  917 

71,443 

75,275 

19,956 

17,900 

89.7 

38,571 

36,893 

16,535 

11,324 

13,719 

15,124 

3,832 

3,467 

90.5 

11,325 

9,122 

942 

434 

15,314 

17,239 

4,277 

3,601 

84.2 

4,962 

6,252 

777 

208 

30,247 

27,020 

8,448 

7,484 

88.6 

19,380 

20,386 

4,822 

2,307 

11,405 

12,220 

3,185 

2,888 

90.7 

5,367 

5,182 

360 

109 

7,797 

9,142 

2,177 

1,900 

87.3 

3,033 

2,536 

(7) 

(7) 

38,100 

37,789 

10,642 

9,343 

87.8 

20,349 

24,989 

6,935 

4,189 

jiources:  1950  Population,  field  reports,  1950  Census;  1940  Population, 
copyright  1950  "Sales  Management."    Further  reproduction 


1940  Census;  1950  Fami  lies  and  1950  Radio  Families, 
unlicensed.    1948   Reta  .   Sales;  Employment,  Mid-March 


BROADCASTING    •  Telec 


a  s  1 1  n  g 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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County 

1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employni6nt 
Mid-March 
1948 

Taxable  Pay* ' 
rolls— 1st  Qtr  r 
1 948  ($000) : 

  13,089 

16,339 

3,656 

2,891 

79.1 

2,349 

1,930 

340 

12-, 

JefFerson  

  486,785 

385,392 

135,973 

1 29,038 

94.9 

491,462 

457,188 

155,660 

94,29E 

Jessamine  

  12,446 

12,174 

3,476 

3,065 

88.2 

6,752 

5,554 

472 

16. 

Johnson  

  23,823 

25,771 

6,654 

5,662 

85.1 

10,174 

10,180 

2,854 

1,48(; 

Kenton  

  104,030 

93,139 

29,058 

28,360 

97.6 

90,110 

75,897 

12,565 

6,971 

Knott  

  20,336 

20,007 

5,680 

4,509 

79.4 

2,042 

2,564 

1,028 

56(! 

  30,393 

31,029 

8,489 

7,054 

83.1 

6,549 

6,248 

1,482 

65;  i 

  9,949 

9,622 

2,779 

2,387 

85.9 

3,462 

4,546 

496 

14,  ; 

  25,760 

25,640 

7,195 

5,957 

82.8 

6,073 

8,649 

1,044 

34-;: 

  14,409 

17,275 

4,024 

3,331 

82.8 

3,267 

3,664 

444 

14,  i 

Lee  

  8,727 

10,860 

2,437 

2,000 

32.1 

2,318 

1,480 

(14)330 

(14)  12: 

Leslie  

14,981 

4,335 

3,272 

75.5 

1,680 

2,276 

450 

Letcher  

40,592 

11,032 

9,531 

86.4 

11,994 

15,825 

6,842 

4,291  :j 

Lewis  

15,686 

3,778 

3,188 

84.4 

2,646 

3,189 

435 

11  j 

Lincoln  

19,859 

5,210 

4,496 

86.3 

6,020 

6,229 

489 

16  1 

Livingston  

9,127 

2,006 

1,729 

86.2 

1,883 

1,919 

277 

15 

23,345 

6,232 

5,309 

85.2 

9,645 

11,550 

(15)  2,429 

(15)  86 [ 

Lyon  

9,067 

1,912 

1,674 

87.6  , 

2,457 

1,584 

211 

6  ' 

McCracken  

48,534 

13,604 

11,930 

87.7 

52,404 

44,135 

9,395 

4,46' i 

McCreary  

16,451 

4,660 

3,933 

84.4 

5,009 

5,220 

1,914 

1,11  ' 

McLean  

11,446 

2,796 

2,496 

39.3 

3,267 

2,911 

449 

15  : 

Madison  

28,541 

8,677 

7,479 

86.2 

16,660 

15,808 

1,816 

66  1 

Magoffin  

17,490 

3,862 

3,008 

77.9 

1,915 

1,793 

484 

20 ; 

Marion  

16,913 

4,809 

4,150 

86.3 

6,844 

•  9,005 

1,542 

63 

Marshall  

16,602 

3,733 

3,277 

87.8 

4,916 

4,886 

658 

23 

Martin  

10,970 

3,262 

2,576 

79.0 

1,244 

1,612 

385 

26 

Mason  

19,066 

5,128 

4,630 

90.3 

14,017 

16,212 

3,555 

1,81 ; 

Meade  

8,827 

2,631 

2,317 

88.1 

2,707 

3,498 

(13) 

(131 

Menifee  

5,691 

1,340 

1,059 

79.1 

1,011 

587 

(3) 

(3j 

Mercer  

14,629 

4,075 

3,638 

89.3 

7,576 

8,422 

1,212 

55; 

Metcalfe  

10,853 

2,754 

2,277 

^7.7 

1,509 

1,998 

(1) 

<1  i 

Monroe  

14,070 

3,845 

3,225 

83.9 

2,965 

4,293 

429 

10 

Montgomery  

12,280 

4,624 

3,990 

86.3 

8,048 

8,098 

1,221 

51  ^ 

Morgan  

16,827 

3,808 

3,023 

79.4 

2,458 

1,939 

(9) 

(9 

Muhlenberg  

37,554 

8,998 

7,738 

86.0 

15,042 

14,772 

4.517 

2,55 

Ne.lson  

18,004 

5,462 

4,790 

87.7 

7,529 

9,713 

1,862 

94 

Nicholas  

8,617 

2,101 

1,920 

91.4 

3,423 

2,903 

233 

6 

Ohio  

24,421 

5,783 

5,436 

94.0 

6,176 

5,900 

1,260 

62 

Oldham  

10,716 

3,073 

2,781 

90.5 

3,220 

4,055 

308 

9 

Owen  

10,942 

2,724 

2,421 

88.9 

4,045 

3,642 

311 

14 

  7,317 

8,957 

2,043 

1,595 

78.1 

1,103 

437 

(14) 

(14 

Pendleton  

10,392 

2-6U 

2,426 

90.4 

4,231 

3,287 

(12) 

(12 

47,828 

12,971 

11,206 

86.4 

23,738 

23,216 

9,743 

5,98 

Pike  

71,122 

22,6^, 

19,207 

84.7 

23,923 

31,214 

12,325 

7,75 

Powell  

  6,992 

7,671 

1,953 

1,564 

80.1 

871 

1,265 

(10) 

(10 

Pulaski  

  38,594 

39,863 

10,780 

9,076 

84.2 

12,912 

15,820 

2,956 

1,15 

Robertson  

  3,326 

3,419 

929 

836 

90.0 

1,244 

609 

(11) 

(11 

Rockcastle  

  13,837 

17,165 

3,865 

3,084 

79.8 

3,264 

3,194 

273 

8> 

Rowan  

12,734 

3,537 

3,020 

85.4 

4,685 

4,865 

(9) 

(S 

Russell  

13,615 

3,834 

3,419 

89.2 

2,530 

2,946 

(8) 

(8 

Scott  

  15,092 

14,314 

4,215 

3,810 

90.4 

8,454 

8,292 

1,106 

38 

Shelby  

  17,899 

17,759 

4,599 

4,509 

90.2 

10,796 

11,580 

1,281 

52 

11,752 

3,254 

2,762 

84.9 

6,548 

8,181 

(15) 

m 

Spencer  

  6,184 

6,757 

1,727 

1,537 

89.0 

1,997 

2,688 

(5) 

(5 

Taylor  

13,556 

4,013 

3,495 

87.1 

5,762 

7,589 

1,122 

4i 

T«  J  J 

14,234 

3,597 

3,017 

83.9 

4,617 

4,646 

4/0 

1  ^ 

Trigg 

9  677 

12,784 

2,703 

2,246 

83.1 

3,142 

3,440 

263 

■> 

Trimble  

  5,145 

5,601 

1,437 

1,283 

89.3 

917 

970 

112 

Union  

  14,493 

17,411 

4,048 

3,631 

89.7 

8,089 

10,275 

1,141 

5; 

  42,190 

36,631 

11,784 

10,075 

85.5 

26,620 

30,504 

5,656 

2,0/ 

Washington  

  12,768 

12,965 

3,566 

3,163 

88.7 

5,335 

5,350 

(2J 

Cj 

  16,468 

17,204 

4,600 

3,730 

81.1 

4,023 

4,295 

579 

1< 

Webster  

  15,509 

19,198 

4,332 

3,695 

85.3 

8,384 

7,155 

1,196 

5( 

Whitley  

  31,930 

33,186 

8,918 

7,410 

83.1 

14,950 

15,485 

2,355 

8<, 

Wolfe  

  7,607 

9,997 

2,124 

1,660 

78.2 

1,151 

997 

(14) 

(1'{ 

Woodford  

  11,188 

11,847 

3,125 

2,871 

91.9 

6,207 

5,694 

511 

21; 

(1)  Includes  Adair,  Green  and  Metcalfe  Counties.  (2)  Includes  Anderson  and  Washington  Counties.  (3)  Includes  Bath  and  Menifee  Counties.  (4)  Includes  Boone,  Carroll  ond  Go 
latin  Counties.  (5)  Includes  Bullitt  and  Spencer  Counties.  (61  Includes  Butler  and  Edmonson  Counties.  (7)  Includes  Carlisle,  Fulton  and  Hickman  Counties.  (8)  Includes  Clinto 
Cumberland  and  Russell  Coo  ities.  (9)  Includes  Elliott,  Morgan  and  Rowan  Counties.  (10)  Includes  Estill  and  Powell  Counties.  (11)  Includes  Fleming  and  Robertson  Counties.  (12)  li 
eludes  Grant  and  Pendleton  Counties.    (13)   Includes  Hardin  and  Meade  Counties.    (14)   Includes  Lee,  Owsley  and  Wolfe  Counties.    (15)  Includes  Logan  and  Simpson  Counties. 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Reta'i!  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc 
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LOUISIANA 


SPOT  RATE  FINDER 

ABBEVILLE,    Vermilion,    10,297   fam.,  79.0% 

radio,  8,134  radio  fam. 
KROF,   Ikw-D,  960kc 

SB  IM  5M  15M  30M  1  Hr 
D       6.15      5.55    10.45    22.00    35.25  65.50 

ALEXANDRIA,   Rapides,  25,110  fam.,  82.7% 
radio,  20,765  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      5.75     7.50    11.83    18.66    27.33    45.00  , 

N       9.50    13.00    20.33    32.66    49.33  80.00 

KALB,    5kw-D,    Ikw-N,   580kc,    ABC,  Weed, 

D      6.25     7.50    12.50    20.00    30.00  50.00 
N     12.50    15.00    25.00    40.00    60.00  100.00 
KALB-FM,   Chan.  245,  96.9mc,   llkw.  Weed, 
Bonus 

KSYL,  250w,  1400kc,  NBC,  Ra-Tel,  BMB 
D  4.00  5.00  8.00  16.00  22.00  35.00 
N  6.00  8.00  12.00  26.00  40.00  65.00 
KVOB,  Ikw,  970kc,  MBS,  Continental,  Con- 
Ian,  Hooper 
D  7.00  10.00  15.00  20.00  30.00  50.00 
N  10.00  16.00  24.00  32.00  48.00  75.00 
KVOB-FM,    Chan.    259,    99.7mc,    5kw,  Bonus 

BASTROP,    Morehouse,    8,955    fam.,  78.6% 

radio,  7,038  radio  fam. 
KTRY,  250W-D,  730kc,  Friedenberg 
D      4.00     6.00    10.00    16.00    24.00  40.00 

BATON  ROUGE,  E.  Baton  Rouge,  43,710  fam., 
89.8%  radio,  39,251  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      6.00     7.00    12.00    24.00    36.00  60.00 

N      9.16    10.66    20.66    41.33    62.00  103.33 

WAFB,  5kw-D,  Ikw-N,  1460kc,  MBS,  Walker, 
Conlan 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N      9.00     9.00    18.00    36.00    54.00  90.00 

WAFB-FM,  Chan.  282,  104.3mc,  3kw,  Walker, 
Bonus 

WIBR,  250w-D,  1220kc 

D      6.00    10.00    12.00    24.00  40.00  60.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


MOADCASTIN^^^TELECASTINO 

MARKETBOOK  MAP 
LOUISIANA 

(D    Location  of  City  and  number  of 
Standard  (AIM)  Broadcasting  Stationa 
Numbar  of  FM  Broadcasting  Stations 

A    Number  of  Telecasting  Stations 

ScaL  of  WlL.  . 


HAP  ST  WAITB  P.  SUMC  MIOOlBUtr.  VBUaOMT 

e  f  950,  Bfotdctsting  PubticaUons.  Inc. 


North  Louisiana's 
Lomst'Cost-Per-Listener-Station 


Fatts  and  Figures 
on  Request 


\  THE  LOUISIANA  PURCHASE  ,  SHREVEPORT,  LOUISIANA 

L  10,000  WATTS    (5.000  NIGHTS)    710  KC 
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W60,  5kw,  nSOkc,  NBC,  Hollingbery,  BMB 
SB        1M      5M       15M     30M     1  Hr 
7.00    10.00    14.00    28.00    42.00  70.00 
10.50    15.00    28.00    56.00    84.00  140.00 

/BRL  (FM),  Chan.  251,  98.1mc,  7.6kw,  Hol- 
lingbery, Bonus 

/LCS,  250w,  1400kc,  ABC,  Ra-Tel 

5.00  5.00  10.00  20.00  30.00  50.00 
8.00     8.00    16.00    32.00    48.00  80.00 

/LCS-FM,  Chan.  266,  101. Imc,  0.9kw,  Bonus 


OGALUSA,  Washington,  10,887  fam.,  82.5% 
radio,  8,981  radio  fam. 

|/iKC,  250 w,  1490kc,  MBS 

4.00     6.00    12.00    24.00  36.00  60.00 

4.00     6.00    12.00    24.00  36.00  60.03 


IROWIEY,  Acadia,  13,126  fam.,  77.9%  radio, 
j  10,225  radio  fam. 

I5IG,  250w,  1450kc,  McGillvra,  BMB 

1      4.65     4.20     6.00    12.50    20.00  32.00 

1       6.95     6.20     9.00    18.75    30.00  48.00 


IAMMOND,  Tangipahoa,  14,819  fam.,  81.3% 
I  radio,  12,047  radio  fam. 

ymL,  250W-D,  730kc 

4.00     4.50     9.00    15.00  27.00  45.00 


JOUMA,  Terrebonne,  12,047  fam.,  82.5%  ra- 
dio, 9,938  radio  fam. 

CIL,  250w,  1490kc,  MBS 

6.25  7.00  9.75  18.25  35.00  63.25 
6.25     7.00     9.75    18.25    35.00    63  25 


AFAYETTE,  Lafayette,  15,909  fam.,  79.8% 
radio,  12,695  radio  fam. 

LFY,  500W-D,  1390kc 

5.75     5.20    10.00    18.00  31.50  56.00 

VOL,  Ikw,  1330kc,  NBC 

5.60     5.05     9.50    16.00  30.00 

8.40     7.50    14.50    18.00  36.00 

VOL-FM,  Chan.  241,  96.1mc,  15kw,  Bonus 


AKE  CHARLES,  Calcasieu,  24,995  fam., 
86.1%  radio,  21,520  radio  fam. 

AM  affiliates,  average  1-time  rate 

5.08      6  75    10.25    16.00    25.50  42.50 

8.66    11.66    18.75    29.83    49.16  80.00 

LOU,  Ikw,  1580kc,  CBS,  Walker,  BMB 

6.00     8.00    12.00    18.00    30.00  50.00 

9.00    12.00    24.00    36.00    60.00  100.00 

»LC,  5kw-D,  Ikw-N,  1470kc,  NBC,  Weed, 
'Con  Ian 

6.00     9.00    12.75    17.00    27.50  45.00 

12.00    18.00    22.50    34.00    55.00  90.00 

WSL,  250w,  1400kc,  MBS 

3.25     3.25     6.00    13.00    19.00  32.50 

5.00     5.00     9.75    19.50    32.50  50.00 


ONROE,  Ouachita,  20,747  fam.,  85.8% 
radio,   17,800  radio  fam. 

iAM  affiliates,  average  1-time  rates 

4.21      4.43     8.43    20.26  30.16  49.90 

6.55     6.81    12.08    29.33  43.50  73.33 

|.IC,  250w,  1230kc,  MBS 

1.90     2.55     5.05    13.80  20.50  33.70 

3.40     4.20     5.25    18.00  25.50  45.00 


IT 


LB,  5kw-D,  Ikw-N,  1440kc,  ABC,  Taylor 
6.00  6.00  12  00  24.00  36.00  60.00 
10.00    10.00    20.00    40.00    60.00  100.00 


FM  (FM),  Chan.  281,  104.1mc,  17kw, 
Taylor,  Bonus 

■JOE,  5kw,  1390kc,  NBC,  Ra-Tel 

4.75  4.75  8.25  23.00  34.00  56.00 
6.25     6.25    11.00    30.00    45.00  75.00 


\TCHITOCHES,  Natchitoches,  10,543  fam., 
79.1%  radio,  8,339  radio  fam. 

I^CJ,  250w,  1450kc 

3.00     4.50     7.50    12.00  18.00  30.00 

4.50     6.00    10.00    16.00  24.00  40.00 

tew  IBERtA,  Iberia,  11,236  fam.,  81.6% 
'radio,  9,168  radio  fam. 

|KNE,  250w,  1240kc,  MBS 

5.60     5.05     9.50    20.00  32.00  60.00 

8.40     7.50    14.50    30.00  48.00  80.00 


l;W  ORLEANS,  Orleans,  158,772  fam.,  88.3% 
|radio,  140,195  radio  fam. 

||AM  offiliates,  average  1-trme  rate 

19.33  19.50  29.00  51.50.  86.25  141.25 
34.66    41.33    53.25  198.25  160.00  257.50 


MARKET  INDICATORS  FOR 

CLASSIFICATIONS  FIGURES 

Population    2,669,043 

%  of  U.  S   1.78% 

Families    745,542 

Percent  Radio   84.1% 

Radio  Families   627,000 

Retail  Sales   $1,878,056,000 

Retail  Trade  Employes   97,082 

Wholesale  Sales  Volume   $2,159,905,000 

Wholesale  Trade  Employes  . .  .  35,135 

Employment  (Mid-March)  . . .  565,575 

Taxable  Payrolls  (1st  quarter)  $  250,598,000 

Income    $2,597,000,000 

Percent  distribution   1.26% 

Per  Capita  Income    $1,002 

Percent  of  national  per  capita 
income   71% 

New  Construction  (Private) .  .  $  165,800,000 

Residential   $  60,900,000 

Non-Residential   $  72,600,000 

Value  added  by  Manufacture.  $  694,074,000 

Automobile  Registration   608,196 

Telephones   432,700 


LOUISIANA 


YR. 


FIGURES  YR. 


'50 
50 

2,363,880 
1.80% 

'40 
'40 

50 

59J,»dO 

40 

*49 

73.4% 

'46 

50 

Af*tO  A/> A 

478,000 

'46 

'49 

■1    t*f*f*  AAA 

1,666,671,000 

'48 

'48 

66,893 

'39 

'48 

f*fA/*  /lAA  AAA 

706,400,000 

'39 

'48 

24,713 

'39 

'48 

407,889 

'47 

'48 

204,411,000 

'47 

'48 
'48 

847,000,000 
1.12% 

'40 
'40 

'48 

357 

'40 

'48 

62% 

'40 

'47 
'47 
'48 

44,800,000 
24,300,000 
9,900,000 

'39 

'39 
'39 

'47 

198,527,000 

'39 

'49 

518,601 

'48 

'49 

277,100 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


5  AM  non-affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  6.65  7.25  11.75  23.04  37.60  58.75 
N       8.25    10.20    18.01    34.36    39.50  87.50 


WCHF,  50kw-D,  25kw-N,  1540kc 
(No  rates  available) 

WDSU,    5kw,    1280kc,    ABC,    Blair,  Hooper, 
BMB 

D  14.00  14.00  18.00  36.00  54.00  90.00 
N     22.00    22.00    36.00    72.00  108.00  180.00 

WDSU-FM,     Chan.     287,     105.3mc,  17.5kw, 
Blair,  Bonus 

WDSU-TV,  Chan.  6,    15kw-aur.,  31kw-vis., 
Blair 

D     25.00  25.00  56.25    75.00  112.50  187.50 

N     40.00  40.00  75.00  100.00  150.00  225.00 

WJBW,  250w,  1230kc,  Rambeau 

D      8.75     7.00    1  2.00    22.00    40  00  60.00 

N     12.50    10.00    20.00    35.00    60.00  90.00 

WJBW-FM,    Chan.    298,    107.5mc,   5kw  (CP) 

WJMR,  250W-D,  990kc 

D      6.00     6.00    10.00    20.00    30.00  55.00 

WRCM    (FM),   Chan.   248,   97.1mc,  61.2kw, 

Forjoe    (Bonus   daytime  only) 
N      6.00     6.00    10.00    20.00    30.00  55.00 

WMRY,  500w-D,  600kc,  Pearson,  Hooper 

D      7.00     7.00    12.00    24.00    36.00  60.00 

WNOe,  50kw-D,  5kw-N,  1060kc,  MBS,  Ra-Tel 
D'  20.00    30.00    50.00    85.00  150.00 

N  20.00    40.00    80.00  120.00  200.00 

WSMB,  5kw,  1350kc,  NBC,  Retry 

D     14.00    14.00    18.00    36.00    60.00  100.00 

N     22.00    22.00    36.00    72.00  120.00  200.00 

WSMB-FM,  Chan.  274,  102.7mc,  270kw,  Bonus 

WTPS,     Ikw-D  ,  500W-N,     940kc,  Walker, 
Hooper 

D      4.50     6.25  1080    21.60    36.00  60.00 

N      6.50     9.60  16.80    33.60    51.00  85.00 

WTPS-FM,  Chan.  239,  95.7mc,  55kw,  Walker 
(rates  upon  request) 

WWEZ,  5kw,  690kc,  Hollingbery 

D      6.00     9.00    13.80    27.60  46.00 

N      7.50    11.00    17.25    34.50  57.50 


WWL,  50kw,  870kc,  CBS,  Katz,  Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  30.00  30.00  50.00  84.00  146.00  225.00 
N  60.00  60.00  101.00  169.00  292.00  450.00 
WWLH(FM),  Chan.  262,  100.3mc,  2kw,  Bonus 

OPELOUSAS,  St.  Landry,  21,889  fam.,  77.8% 
radio,  17,029  radio  fam. 

KSLO,  250w,  1230kc,  MBS,  Sears  &  Ayer 

D       4.65     4.20     7.95    16.50    26.50  53.00 

N       6.95      6.20    11.90    25.00    40.00  80.00 

RUSTON,   Lincoln,  7,105  fam.,  82.2%  radio, 
5,840  radio  fam. 

KRUS,  250w,  1490kc,  MBS,  Conlan 

D      3.00     4.50     7.50    18.00    30.00  50.00 

N      3.00     4.50     7.50    18.00    30.00  50.00 

SHREVEPORT,    Caddo,    48,815    fam.,  87.2% 
radio,  42,566  radio  fam. 


4  AM  affiliates,  average  1-time  rote 

D      9.56    11.68    19.37    34.37    52.50  87.50 

N     19.12    23.37    38.75    68.75  105.00  175.00 

KCIJ,  5kw-D,  980kc,  LBS,  Hooper 

D       9.00     9.00    15.00    23.75    37.50  62.50 

KENT,  Ikw-D,  500w-N,  1550kc,  MBS,  Walker, 

BMB,  Hooper 
D      7.00     8.00    12.50    20.00    30.00  50.00 
N     14.00    16.00    25.00    40.00    60.00  100.00 

KRMD,  250w,  1340kc,  ABC,  Taylor 

D      7.50     8.75    12.50    20.00    30.00  50.00 

N     15.00    17.50    25.00    40.00    60.00  100.00 

KRMD-FM,  Chan.  266,  101. Imc,  llkw.  Bonus 

KTBS,    lOkw-D,   5kw-N,  710kc,    NBC,  Retry, 

Hooper,  Conlan 

D     10.00    12.00    22.50  37.50    60.00  100.00 

N     20.00    24.00    45.00  75.00  120.00  200.00 

KWKH,  50kw,  1130kc,  CBS,  Branham,  Hooper, 

BMB.  Conlan 
D      13.75    18.00    30.00    60.00    90.00  150.00 
N     27.50    36.00    60.00  120.00  180.00  300.00 

kWKH-FM,  Chan.  233,  94.5mc,  13.5kw,  Bran- 
ham,  Bonus 


DOMINATES 
BATON  ROUGE 

i..'t^  ^dtamd  ^eu^etft 

STORE  SALES  $5,568,000 

 76 


SALES  $10,938,000 

 87 

RETAIL  SALES  $154,746,000 


POPULATION   120.400 

 94 


GENERAL  MERCHANDISE 

STORE  SALES  $20,827,000 

 100 


EFFECTIVEBUYINGINCGME$183,445,000 
 101 

STORE  SALES  .  .  .  $26,270,000 
 129 

(Figures  copyrighted  by  Sales 
Management  Survey  of  Buying- 
Power,  1949  Estimates  at  200 
largest  cities.) 


WJBO 

5.000  Watts  (AMI 

WBRL 

7,600  Walts  |FM1 
Baton  Rouge.  La. 

Affiliated  wltfc 
Stale  Times. 
Morning  Advocate 

Representative 
Seorge  P.  Holllngberv 
Company 
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LOUISIANA  RADIO  MARKET  DATA  BY  PARISHES 


Parish 

Acadia  

Allen  

Ascension  

Assumption  

Avoyelles  

Beauregard  

Bienville  

dossier  

Caddo  

Calcasieu  

Caldv/ell  

Cameron  

'Catahoula  

■Claiborne  

Concordia  

Oe  Soto  

East  Baton  Rouge  . 

East  Carroll  

East  Feliciana  

Evangeline  

Franklin  

Grant  

Iberia  

Iberville  

Jackson  

Jefferson  

Jefferson  Davis  


1949 

1948 

Employment 

Taxable  Pc) 

1950 
Population 

1940 

Population 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  0» 

Families 

Radio-Families 

U.  S.  ($000) 

1948 

1948  (SOCC 

46,994 

46,260 

13,126 

10,225 

77.9 

24,603 

23,945 

J  1  on 

1  A* 

18,752 

17,540 

5,237 

4,262 

81.4 

6,500 

7,618 

O/ 

tC 

22,336 

21,215 

2,639 

2,132 

80.8 

9,792 

9,438 

1/400 

c* 

17,241 

18,541 

4,815 

3,861 

80.2 

8,047 

4,596 

TO/ 

^* 
0t 

37,912 

39,256 

10,589 

8,481 

80.1 

1 4,432 

13,095 

o* 

17,712 

14,847 

4,947 

3,913 

79.1 

6,978 

8,968 

8! 

19,088 

23,933 

5,331 

4,408 

82.7 

8,838 

6,766 

36,956 

33,162 

10,322 

8,691 

84.2 

1 4,630 

1 6,380 

T  nun 

1  ^1 

174,759 

150,203 

48,815 

42,566 

87.2 

204,804 

170,234 

AVfO  I  •> 

22  5 

89,485 

56,506 

24,995 

21,520 

86.1 

75,169 

70,348 

1  A  OAQ 
1  0/700 

ift 

10,212 

1 2,046 

2,852 

2,412 

84.6 

4,510 

4,209 

1  /202 

6,235 

7,203 

1,741 

1,471 

84.5 

1,678 

1,612 

11,738 

14,618 

3,278 

2,579 

78.7 

3,818 

4,015 

li 

2,055 

29,855 

6,998 

5,654 

80.8 

12,146 

11,112 

1  QKf\ 

7 

14,347 

14,562 

4,007 

3,013 

75.2 

6,071 

4,907 

c 

24,577 

31,803 

6,865 

5,450 

79.4 

1 2,029 

10,982 

2,049 

c 

156,482 

88,415 

43,710 

39,251 

89.8 

1 56,796 

134,620 

31 ,223 

17  7 
1/// 

16,295 

19,023 

4,551 

3,372 

74.1 

7,078 

6,293 

507 

1 

19,087 

18,039 

5,331 

4,094 

76.8 

3,605 

4,104 

857 

■* 

31,904 

30,497 

8,911 

6,736 

75.6 

8,788 

9,386 

-  1,417 

t 

29,418 

32,382 

8,217 

6,491 

79.0 

10,582 

10,398 

914 

* 

14,218 

1 5,933 

3,971 

3,252 

81.9 

5,579 

3,782 

\  ,U/  1 

40,228 

37,183 

11,236 

9,168 

81.6 

24,571 

23,548 

5,009 

2,: 

26,646 

27,721 

7,443 

5,984 

80.4 

12,342 

11,025 

2,484 

l,< 

15,413 

17,807 

4,305 

3,676 

85.4 

1 0,006 

7,846 

2,764 

1,: 

102,691 

50,427 

28,684 

26,102 

91.0 

33,803 

41,413 

12,734 

6,. 

26,359 

24,191 

7,362 

5,977 

81.2 

17,637 

17,575 

2,232 

Sources-  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families   BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  So 
'  copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer 

(Continued  on  page  10 
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LISTEN 
6  OR  7 


ITS  EASY, 
WHEN  YOU  DAYS 
KNOW  how! 


mmm 

illilPIKm*B 


22% 

LISTEN 
3,  4  OR  5 
BAYS 


14% 

LISTEN 
ONLY  1 0R  2 
DAYS 


H, 


.ERE's  proof  that  KWKH  know-how,  built 
through  24  years  of  experience,  pays  off  in  larger 
audiences  and  in  greater  audience-loyalty. 

The  1949  BMB  Report  credits  KWKH  with  a  Day- 
time Audience  of  303,230  families  in  87  Louisiana, 
Arkansas  and  Texas  counties.  194,340  families 
(64%  of  the  total  daytime  audience)  listen  to 
KWKH  "6  or  7  days  weekly"— 67,470  (or  22%) 
listen  "3  or  4  days  weekly",  and  only  40,510  (or 
14%)  listen  as  little  as  "1  or  2  days  weekly". 

When  these  figures  are  weighted  in  BMB  approved 
manner,  KWKH  comes  up  with  an  average  daily 
daytime  audience  of  227,701  families — or  more 
than  75%  of  its  total  weekly  audience! 

Shreveport  Hoopers  tell  the  same  sort  of  story. 
Month  after  month  and  year  after  year,  KWKH 
consistently  gets  top  ratings.  Morning,  Afternoon 
and  Evening! 

Yes,  know-how  pays!  Get  all  the  facts  about 
KWKH,  today! 


HOOPERS  TALK,  TOO! 


Shar*  of  Addiancc 

(March-April,  I930) 

KWKH 

"B" 

"C" 

"D" 

Weekday  Mornings 

HU.b% 

17.0% 

25.2% 

12.9% 

Weekday  Afternoons 

41.6% 

26.8% 

13.3% 

16.3% 

Evenings  (Sun.  thru  Sat.) 

46.4% 

25.3% 

12.2% 

14.2% 

Sunday  Afternoons 

27.9% 

23.2% 

18.5% 

26.4% 

Total  Rated  Time  Periods 

43.5% 

24.0% 

15.5% 

15.4% 

KWKH 


50,000  Watts    ♦  CBS 


Texas 


SHREVEPORT  f  LOUISIANA 


The  Branham  Company  AflcAIISAS 
Representatives 

Henry  Clay,  General  Manager 


LOUISIANA   RADIO   MARKET   DATA   BY   PARISHES  (continued  from  page  98\ 

I 


1940 

1949 

1948 

Employment 

Taxable  Pa  i 

1950 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-Ma  rch 

foils  ^  sf  Q 

Parish 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($00 

56,957 

43,941 

15,909 

1 2,695 

79.8 

34,605 

26,661 

6,440 

2.9J 

41 ,703 

38,615 

1 1 ,648 

9,481 

81.4 

24,900 

25,251 

4,427 

uj 

La  Solle  

1 2,692 

10,959 

3,545 

3,009 

84.9 

6,878 

6,352 

1,602 

7  i 

25,436 

24,790 

7,105 

5,840 

82.2 

12,146 

12,102 

2,216 

8 

19,759 

17,790 

5,519 

4,553 

82.5 

5,300 

7,466 

1,312 

17,444 

18,443 

4,872 

3,639 

74.7 

9,051 

7,962 

2,173 

H 

32,059 

27,571 

8,955 

7,038 

78.6 

12,523 

16,080 

4,724 

2,74 

Natchitoches  

37,744 

40,997 

10,543 

8,339 

79.1 

14,894 

1 1 ,568 

1,963 

if 

568,407 

494,537 

158,772 

140,195 

88.3 

625,674 

502,030 

172,326 

94,7; 

Ouachita  

74,276 

59,168 

20,747 

17,800 

85.8 

81,761 

74,732 

13,445 

6-7  1. 

8 

Plaquemines  

14,225 

12,318 

4,973 

4,281 

86.1 

3,159 

3,772 

1,638 

Pointe  Coupee  

21,820 

24,004 

6,094 

4,820 

79.1 

9,052 

7,167 

956 

3  I 

89,894 

73,370 

25,110 

20,765 

82.7 

67,840 

56,561 

12,810 

M 

Red  River  

12,092 

15,881 

3,377 

2,704 

80.1 

4,575 

3,915 

423 

1 

Richland  

26,653 

28,829 

7,444 

6,051 

81.3 

10,121 

12,513 

1,062 

t 

20,839 

23,586 

5,820 

4,731 

81.3 

8,623 

6,436 

1,919 

f 

1 1 ,089 

7,280 

3,097 

2,762 

89.2 

2,338 

3,061 

2,503 

St.  Charles  

13,297 

12,321 

3,714 

3,190 

85.9 

5,200 

4,457 

1,863 

8,997 

9,542 

2,513 

1,962 

78.1 

1,102 

1,253 

109 

15,351 

16,596 

4,287 

3,493 

81.5 

5,613 

5,305 

646 

St.  John  the  Baptist  

14,840 

14,766 

4,145 

3,465 

83.6 

5,743 

4,706 

1,147 

<'i 

78,366 

71,481 

21,889 

17,029 

77.8 

34,548 

30,576 

4,833 

1,9. 

? 

26,315 

26,394 

7,350 

5,666 

77.1  ~ 

8,970 

7,227 

919 

St.  Mary  

35,808 

31,458 

10,002 

8,201 

82.0 

16,768 

19,436 

3,975 

1,< 

26,884 

23,624 

7,509 

6,322 

84.2 

12,342 

13,033 

2,707 

1,( 

Tangipahoa  

53,053 

45,519 

14,819 

12,047 

81.3 

26,019 

29,914 

5,626 

2/ 

Tensas  

13,151 

15,940 

3,673 

2,857 

77.8 

4,854 

4,809 

690 

i 

43,131 

35,880 

12,047 

9,938 

82.5 

26,677 

23,329 

5,359 

1 

Union  

19,089 

20,943 

5,332 

4,494 

84.3 

6,500 

7,586 

1,415 

Vermilion  

36,865 

37,750 

10,297 

8,134 

79.0 

16,227 

18,346 

2,119 

1 

Vernon  

18,956 

19,142 

5,294 

4,293 

81.1 

7,568 

7,627 

1,133 

; 

V/ashington  

38,977 

34,443 

10,887 

8,981 

82.5 

20,456 

21,229 

5,507 

2,! 

Webster  

35,623 

33,676 

9,950 

8,377 

84.2 

18,679 

21,460 

6,089 

3,: 

West  Baton  Rouge  

11,561 

11,263 

3,229 

2,676 

82.9 

4,840 

3,905 

449 

West  Carroll  

17,042 

19,252 

4,760 

3,979 

83.6 

8,297 

5,950 

453 

: 

West  Feliciana  

10,042 

11,720 

2,805 

2,162 

77.1 

2,304 

1,717 

774 

Winn  

16,085 

16,923 

4,493 

3,607 

80.3 

7,077 

6,361 

1,254 

■ 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sol 
copyright   1950   "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer 


MAINE 


AUGUSTA,    Kennebec,    23,313    fam.,  94.9% 

radio,  22,124  rodio  fam.  

2  AM  affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  3.50  5.00  7.00  14.00  21.00  35.00 
N       5.50      7.00    12.00    24.00    36.00  60.00 


SPOT  RATE  FINDER 

WFAU,  250w,  1340kc,  MBS,  Forjoe 

SB        IM       5M       15M      30M  1  Hr 

D       3.00     6.00      8.00    16.00    24.00  40.00 

N       3.00      6.00    12.00    24.00    36.00  60.00 


W  P  O  R 

Portland,  Me. 

Stands  4^'^^  Among 
ABC  Stations 

in  the  63  cities  where  there  are  four  net- 
work affiliates.  WPOR,  Portland,  ranks 
4th  among  all  ABC  affiliates  in  the  after- 
noon, 13th  in  the  morning  and  12th  at 
night. 

*  Hooper  Index,  Dec.  1949- J  an.  1950 

Hal  Meyer,  President 
Represented  by  Eve  rett-McKi  n  ney,  Inc 


>.  BURN.  MtDDiaUIT.  VBIMOMT 

©  1950,  BroadcasLng  Pubficalions.  Inc. 


BROApCASnN^^=^TaECASTING 

MARKETBOOK  MAP 


MAINE 

'Jj    Location  of  Crty  and  number  ot 

Standard  <AM)  Broadcasting  Stations 
<£  Number  o(  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 
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BROADCASTING    •  Telecasti 


)0,  250w,  UOOkc,  NBC,  Weed 

SB        IM      5M       15M      30M  1  Hr 

4.00     4.00      6.00    12.00    18.00  30.00 

8.00     8.00    12.00    24.00    36.00  60.00 

^GOR,  Penobscot,  29,942  fam.,  96.4% 
idio,  28,864  radio  fam. 

IM  affiliates,  average  1-time  rate 
I  7.00     7.66    12.16    24.33    36.50  60.83 
13.00    15.00    24.33    48.66    73.00  121.66 
Ipl,    5kw,    910lcc,    ABC,    Young,  Kettell- 
Iprter 

r  6.00  8.00  12.50  25.00  37.50  62.50 
I  12.00  15.00  25.00  50.00  75.00  125.00 
liuY,  250w,  1230ICC,  CBS,  Raymer 
j  6.00  6.00  10.00  20.00  30.00  50.00 
«|  12.00  12.00  20.00  40.00  60.00  100.00 
<IJY-FM,   Chan.  226,  93.1mc,   lOkw,  Ray- 

)er.  Bonus 

IZ,  5kw,  620kc,  NBC,  Weed 
9.00     9.00    14.00    28.00    42.00  70.00 
18.00    18.00    28.00    56.00    84.00  140.00 

DEFORD,  York,  25,958  fam.,  96.2%  radio, 
1,971  radio  fam. 

>E,  250w,  1400kc,  MBS,  Friedenberg 

5.00  6.00  10.00  15.00  28.00  50.00 
;  7.50     9.00    15.00    25.00    40.00  70.00 

ILTON,    Aroostook,    26,553    fam.,  89.8% 

dio,  23,844  radio  fam. 

6M,  250w,  1340kc 
3.00     4.00     6.00    12.00    18.00  25.00 
4.00     6.00     8.00    18.00    30.00  40.00 
in    combination    with    WAGM,  Presque 

le.  Me. 


e:    All  Rates  one-time.    Sources:  Families 
radio  families  estimated  from  field  tabu- 
'^ns  of  1950  U.  S.  Cen  sus.    Percent  radio 
For  complete  explanation  see  foreword. 


SB  IM  5M  15M  30M  1  Hr 
D  9.00    18.00    27.00  37.50 

N  12.00    27.00    45.00  60.00 

LEWISTON,  Androscoggin,  23,384  fam.,  98.6% 

rodio,  23,056  radio  fam.  

2  AM  affiliates,  average  1-time  rate 
D       5.00     6.50    11.00    22.00    33.00  55.00 
N      7.50     9.00    16.00    32.00    48.00  80.00 
WCOU,  250w,  1240kc,  MBS,  Borgotti,  Forjoe 

Hooper 

D       3.00      6.00      8.00    16.00    24.00  40.00 
N       3.00     6.00      8.00    16.00    24.00  40.00 
WCOU-FM,  Chan.  230,  93.9mc,  13.2kw 
D  2.83      4.50      9.00    13.50  22.50 

N  4.70      7.50    15.00    22.50  37.50 

WLAM,  5kw,  1470kc,  ABC,  McKinney,  Conlan 
D  7.00  7.00  14.00  28.00  42.00  70.00 
N  12.00  12.00  24.00  48.00  72.00  120.00 
PORTLAND,  Cumberland,  46,940  fam.,  98.5% 

radio,  46,235  radio  fam. 
4  AM  affiliates,  average  1-time  rate 
D       8.75      9.05    14.50    29.00    43.50  72.50 
N     22.50    23.00    29.00    58.00    87.00  145.00 
V/CSH,    5k  w,    970kc,    NBC,    Weed,  Hooper, 

BMB 

D      12.00    12.00    18.00    36.00    54.00  90.00 

N     24.00    24.00    36.00    72.00  108.00  180.00 

WGAN,  5kw,  560kc,  CBS,  Raymer 

D     12.00    12.00    18.00    36.00    54.00  90.00 

N     24.00    24.00    36.00    72.00  108.00  180.00 

WMTW,  250w,  1490kc,  MBS,  Petry 

D       5.00      5.00    10.00    20.00    30.00  50.00 

N     10.00    10.00    20.00    40.00    60.00  100.00 

WPOR,    250w,    1450kc,    ABC,  Kettell-Carter, 

McKinney,  Hooper 
D      6.00     7.20    12.00    24.00    36.00  60.00 
N     12.00    14.00    24.00    48.00    72.00  120.00 
PRESQUE     ISLE,     Aroostook,     26,553  fam., 

89.8%  radio,  23,844  radio  fam. 
WAGM,  250w,  1450kc,  Conlan 


MARKET  INDICATORS  FOR  MAINE 


FIGURES  YR. 


FIGURES  YR. 


CLASSIFICATIONS 

Population   

%  of  U.  S  

Families   

Percent  Radio  

Radio  Families  

Retail  Sales  

Retail  Trade  Employes   

Wholesale  Sales  Volume   

Wholesale  Trade  Employes  .  . . 
Employment  (Mid-March)  .  . . 
Taxable  Payrolls  (1st  quarter) 
Income   

Percent  distribution  

Per  Capita  Income   

Percent  of  national  per  capita 

income  

New  Construction  (Private) . . 

Residential   

Non-Residential  

Value  added  by  Manufacture. 

Automobile  Registration  

Telephones  

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


907,205 
0.61% 
253,409 
95.3% 
241,498 
$  688,698,000 
37  719 
$  488,472,000 
9,537 
205,726 
$  116,315,000 
$1,094,000,000 
1.64% 
$1,219 

86% 

$  32,900,000 
$  10,900,000 
$  10,300,000 
$  432,123,000 
253,035 
226,800 


'50 
'50 
'50 
'49 
'50 
'49 
'48 
'48 
'48 
'48 
'48 
'48 
'48 
'48 

'48 
'47 
'47 
'48 
'47 
'49 
'49 


847,226 
0.64% 
222,080 
92.2% 
206,600 
749,712,000 
28,093 
165,800,000 
7,454 
204,754 
104,639,000 
431,000,000 
1.87% 
509 

89% 
12,200,000 
4,200,000 
2,700,000 
150,588,000 
251,870 
164,100 


'40 
'40 
'40 
'46 
'46 
'48 
'39 
'39 
'39 
'47 
'47 
'40 
'40 
'40 

'40 
'39 
'39 
'39 
'39 
'48 
'45 


SB        IM      5M  15M  30M  1  Hr 

D      3.00  4.00     6.00  12.00  18.00  25.00 

N      4.00  6.00     8.00  18.00  30.00  40.00 
Sold   in   combination   with   WABM,  Houlton, 
Me. 

D                          9.00  18.00  27.00  37.50 

N  12.00  27.00  45.00  60.00 


WATERVILLE,  Kennebec,  23,313  fam.,  94.9% 

radio,  22,124  radio  fam. 
WTVL,  250  w,  1490kc,  ABC,  McKinney, 
tell-Carter,  Conlan 

5M 
8.10 
13.50 


SB  IM 
3.00  5.00 
5.00  7.00 


15M  30M 
14.40  21.60 
24.00  36.00 


Ket- 

1  Hr 
36.00 
60.00 


* 


MAINE  RADIO  MARKET  DATA  BY  COUNTIES 


'oscoggin 

•stook  

iberland.... 

4(1  in  

rock  


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Soles 

Retail  Sales 

Mid-March 

rolls— Isf  Qtr. 

Population 

Population 

Families 

Radio-Famili'es 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

83,717 

76,679 

23,384 

23,056 

98.6 

72,503 

77,757 

27,493 

15,416 

95,060 

94,436 

26,553 

23,844 

89.8 

54,009 

81,526 

9,112 

5,098 

168,048 

146,000 

46,940 

46,235 

98.5 

172,595 

165,764 

41,219 

24,099 

20,670 

19,896 

5,773 

5,386 

93.3 

12,111 

14,914 

4,895 

2,743 

30,704 

32,422 

8,576 

7,975 

93.0 

23,096 

22,660 

5,186 

2,449 

jirces:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quorter  1948,  Dept.  of  Commerce. 

(Continued  on  page  102) 


MAIN  -  stay  of 

WGAN 


5000  ON  560 

PORTLAND 


SALES 

FOOD  DRUG 
$44,239,000  $4,173,000 

GEN.  MDSE.  FURN.  HSHLD.  RADIO 
$19,033,000  $9,848y000 


AIXE  land 

WGUY 

WGUY-FM— 11,000  W.  93.1  MC 

250  ON  1230 

(SOON) 

BANGOR 


RETAIL  SALES 
$172,000,000 


FOOD 
$9,477,000 

GEN.  MDSE. 
$8,120,000 


SALES 

DRUG 
$1,114,000 

FURN.  HSHLD.  RADIO 
$3,385,000 


Covering  New  England^s  Qreatest 
Wholesale  and  Retail  Market  north 
of  Boston  .  •  ♦  and  Potentially  90%  of 
Maine^s  Buying  Power 

^uy  Ganett  Broadcasting  Services     WGAN  PORTLAND  •  WGUY  BANGOR     Get  the  MAINE  idea-call  RAYMER! 

I  —  '  « 

)OADC,ASTING    •  Telecasting 
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MAINE  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Kennebec  

Knox  

Lincoln  

Oxford  

Penobscot  

Piscataquis... 
Sagadahoc... 

Somerset  

Waldo  

Washington.. 
York  


1950 

1940 

1950 

1950 

Popu  lotion 

Popu  lotion 

Families 

Radio-Families 

83,462 

77,231 

23,313 

22,124 

27,975 

27,191 

.7,814 

7,321 

17,838 

16,294 

4,982 

4,668 

44,150 

42,662 

12,332 

11,579 

107,194 

97,104 

29,942 

18,533 

18,467 

5,176 

4,860 

20,828 

19,123 

5,817 

5,514 

39,701 

38,245 

11,089 

10,423 

21,389 

21,159 

5,974 

5,466 

35,092 

37,767 

9,802 

9,037 

92,931 

82,550 

25,958 

24,971 

%  Radio 

94.9 
93.7 
93.7 
93.9 
96.4 
93.9 
94.8 
94.C 
91.5 
92.2 
96.2 


1949 
Retail  Soles 
(Est.)  ($000) 

63,474 
21,101 
12,155 
26,801 
84,168 
9,587 
13,397 
21,562 
10,914 
20,144 
71,081 


(Continued  from  page  101) 

1948  Employnnent  Toxoble  Pay- 
Retail  Sales  Mid-March  rolls— 1st  Qtr. 
U.S.  ($000)  1948  1948  ($000) 

71,459  20,817 

23,917  4,868 

16,006  1,472 

29,837  10,605 

97,183  23,849 

12,497  3^5 

14,172  3,988 

24,216  7,705 

12,941  2,682 

20,625  6,955 

64,238  24,733 


nd  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio   BMB;  1949  Retail  Sale; 


cZ°ri^hrl9*ir''-LtVaert.-*^^^^VheV^  '^'^^ 


MARKET  INDICATORS  FOR  MARYLAND 

CLASSIFICATIONS                   FIGURES  YR.  FIGURES 

Population                                       2,322,657  '50  1,821,244 

%  of  U.  S                                       1-55%  '50  1.38% 

FamiUes                                          648.786  '50  471,600 

Percent  Radio                                   95.7%  '49  93.3% 

Radio  FamiUes                                  620,888  '50  525,000 

Retail  Sales                               $1,938,629,000  '49  1,912,186,000 

Retail  Trade  Employes                      109,170  '48  75,468 

Wholesale  Sales  Volume           $2,039,449,000  '48  689,000,000 

Wholesale  Trade  Employes  . . .            33,400  '48  25,315 

Employment  (Mid-March)  . . .           547,135  '48  535,176 

Taxable  Payrolls  (1st  quarter)  $  338,810,000  '48  303,226,000 

Income                                     $3,116,000,000  '48  1,222,000,000 

Percent  distribution                        1.51%  '48  1.61% 

Per  Capita  Income                             $1,546  '48  713 

''iL'cTme' 110%  '48  124% 

New  Construction  (Private) . .  $  233,300,000  '49  61,400,000 

Residential                          $  140,000,000  '49  39,100,000 

Non-Residential                   $    50,000,000  '49  13,400,000 

Value  added  by  Manufacture.  $1,138,407,000  '47  420,589,000 

Automobile  Registration                    616,217  '49  574,005 

Telephones                                      583,400  '49  405,100 


YR. 

'40 
'40 
'40 
'46 
'4€ 
'48 
'3£ 
'39 
'39 
'47 
'47 
'40 
'40 
'40 

'40 
'39 
'39 
'39 
'39 
'48 
'45 


MARYLAND 


SPOT  RATE  FINDER 


ANNAPOLIS,    Anne    Arundel,    32,147  fam., 
95.0%  radio,  30,539  radio  fam. 

3  AM  non-affiliates,  average  1-time  rate 

SB  1M  5M  15M  30M  1  Hr 
D  5.60    12.45    21.23    33.60  56.00 


24.50  42.00  70.00 
20.00    30.00  50.00 


19.20 
21.60 


28.80 
32.40 


48.00 
54.00 
Bonus 


Note-  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unUcensed.  1948  Retail  Sales.  Dept.  of  Commerce,  1948  Census  of  Business. 


WANN,  Ikw-D,  1190kc 
D  7.00  15.75 

WASL,  250W-D,  810kc 
D  5.00  12.00 

WNAV,  500 w,  1430kc 
D  4.80  9.60 

N  7.20  10.80 

WNAV-FM,  Chan.  256,  99.1  mc,  16.6kw, 

BALTIMORE,  Baltimore,  337,772  fam.,  97.1% 
radio,  327,976  radio  families. 

4  AM  affiliates,  average  1-time  rate 

D     23.25    26.37    36.87    73.75  110.62  184.37 

N     44.50    51.25    72.50  145.00  217.50  362.50 

3  AM  non-affiliates,  average  1-time  rate 
D      7.50    11.16    20.91    36.08    63.08  107.66 

WAAM  (TV),  Chan.  13,  13.8kw-aur.,  26.1kw- 
vis.,  Harrington,  Righter  &  Parsons 


67.50  135.00  202.50  337.50 
90.00  180.00  270.00  450.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WBAL,  50kw,  1090kc,  NBC,  Petry 

SB        1M      5M      15M     30M  1 
D     35.00    35.00    50.00  100.00  150.00  250.' 
N     70.00    70.00  100.00  200.00  300.00  500. 

WBAL-TV,  Chan.  11,  17.2kw-aur.;  32.6kv/-y| 
NBC,  Petry 

D  40.00  40.00  45.00  90.00  135.00  225 
N     80.00    80.00    90.00  180.00  270.00  450. 

WBMD,  Ikw-D,  750kc,  McGillvra 
D      6.00     7.50    19.75    33.25    46.75  75.1 
WCAO,    5kw,    600kc,    CBS,    Raymer,    B» ' 
Hooper 

D     22.50    27.50    37.50   75.00  112.50  U 
N     45.00    55.00    75.00  150.00  225.00  37^ 
WCAO-FM,  Chan.  274,  102.7mc,  20kw, 
mer.  Bonus 

WCBM,  lOkw-D,  5kv/-N,  680kc,  MBS,  Weetl 
D     10.50    15.00    20.00    40.00    60.00  1001 
N     21.00    30.00    40.00    80.00  120.00  200 1 
WCBM-FM,  Chan.  226,  93.1  mc,  3kw,  Bonus 
WFBR,  5kw,  1300kc,  ABC,  Blair,  HooparJ 
D     25.00    28.00    40.00    80.00  120.00 
N     42.00    50.00    75.00  150.00  225.00  371 
WFBR-FM,  Chan.  270,  101 .9me,  20kw,  Bl 
Bonus 

WITH,  250w,  1230kc,  Headley-Reed,  Ho 
D      9.00    11.00    23.00    40.00  57.50 
N     14.00    16.00    46.00    80.00  115.00  19 
WITH-FM,  Chan.  282,  104.3mc,  20kw,  Her 
ley-Reed,  Bonus 

(Continued  on  page  104) 


MARYLAND  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Allegany  

Anne  Arundel  

Baltimore  *  

Calvert  

Caroline  

Carroll  

Cecil  

Charles  

Dorchester  

Frederick  

Garrett  

Harford  

Howard  

Kent  

Montgomery  

Prince  Georges.. 

Queen  Annes  

St.  Marys  

Somerset  

Talbot  

Washington  

Wicomico  

Worcester  


1950 
Population 

89,468 
115,088 
1,209,227 
12,272 
18,198 
44,501 
33,320 
23,363 
27,780 
62,130 
21,206 
52,014 
23,064 
13,665 
160,861 
193,696 
14,491 
26,971 
20,710 
19,368 
78,598 
39,541 
23,124 


1940 
Population 

86,973 
68,375 
1,014,925 
10,484 
17,594 
39,054 
26,407 
17,612 
28,006 
57,312 
21,981 
35,060 
17,175 
13,465 
83,912 
89,490 
14,476 
14,626 
20,965 
18,784 
68,838 
34,530 
21,245 


1949 

1948 

Employment 

Taxable 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-M 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948(9 

24,991 

23,991 

96.0 

80,685 

73,317 

23,758 

14 

32,147 

30,539 

95.0 

49,495 

56,283 

6,915 

3 

337,772 

327,976 

97.1 

1,283,439 

1,169,463 

393,245 

25C, 

3,427 

2,936 

85.7 

5,704 

6,749 

959 

5,083 

4,686 

92.2 

11,727 

17,904 

3,846 

12,430 

1,187 

95.5 

26,692 

33,021 

6,891 

9,307 

8,776 

94.3 

17,701 

20,489 

3,372 

6,525 

5,611 

86.0 

9,289 

13,177 

1,405 

7,759 

6,913 

89.1 

19,549 

19,611 

4,845 

17,354 

16,330 

94.1 

49,988 

49,641 

8,029 

5,923 

5,324 

S9.9 

11,888 

12,260 

3,503 

] 

14,529 

13,715 

94.4 

26,336 

34,097 

4,147 

.6,442 

6,068 

94.2 

13,058 

10,151 

2,362 

3,817 

3,450 

90.4 

12,219 

11,562 

1,657 

44,933 

43,854 

97.6 

88,704 

103,237 

14,120 

54,105 

51,994 

96.1 

66,831 

78,677 

9,959 

4,047 

3,638 

89.9 

8,449 

9,237 

935 

7,533 

6,229 

82.7 

6,837 

12,486 

858 

5,784 

5,095 

88.1 

8,893 

15,064 

2,695 

5,410 

4,917 

90.9 

19,636 

23,114 

2,990 

21,954 

20,922 

95.3 

62,801 

63,898 

20,288 

1 

11,044 

10,193 

92.3 

36,598 

44,637 

9,903 

6,459 

5,871 

90.9 

22,1  TO 

34,111 

3,810 

*  Baltimore  County  combined  with  independent  City  of  Baltimore. 

r.       1  f  IJ  ,....,.rt.    losn  Tonsus-  1940  Population,  iy4U  l.ensus;   lyau  ramiiies  ana  irju  naaio  ramiiies,  DK^.>«l/^.«ol  ii^vj  eauniuic;  rcii.=Mi  .  --  i 

^"""^  eopyrighri9M"'''S^les  Xnag^  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Comrr 
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1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,^BMB^  1949  Retail 


/BAL-TV  FIRST  WITH  MORE  FIRSTS  •  WBAL-TV  FIRST  WITH  MORE  FIRSTS 


/BAL-TV  FIRST  WITH  MORE  FIRSTS  •  WBAL-TV  FIRST  WITH  MORE  FIRSTS 


it 


BAL-TV  FIRST  WITH  MORE  FIRSTS  •  WBAL-TV  FIRST  WITH  MORE  FIRSTS 
I^BAL-TV  FIRST  WITH  MORE  FIRSTS  •  WBAL-TV  FJRST  WITH  MORE  FIRSTS 
^BAL-TV  FIRST  WllHUfi^^^^Sm^.^itU^gl^^     '^WITH  MORE  FIRST^ 


^^BAL-TV  FIRS" 
VBAL-TV  FIRST 
VBAL-T^ 
kB. 

yB. 

VBAl 
VBAL-] 


FIRST 

WITH  MORE 

FIRSTS 


:H  more  FIRSTS 
iORE  FIRSTS 
loRE  FIRSTS 
RE  FIRSTS 
RSTS 


TWICE  IN  A  ROW! 

*Based  on  American  Research  Bureau 
surveys  made  in  April  and  again  in  July 
between  the  hours  of  5:00  P.M.  and 
Midnight,  Sunday  through  Friday. 


VB 

VBAL- 

A^BAL-TV  FIRST 
VBAL-TV  FIRST  W 
VBAL-TV^^^wx^"^^^^^, 


te.e^^"  CO 


WBAl 
E  FIRSTS  •  WBAL-TV^ 


6/ 


4/. 


B 


WITH  MORE  FIRSTS  •  WBAL-TV  FIRST  v7Trr> 


'i 


^VBVdm'  FIRSI^V«M^^^^^^      FIRSTS  •  WBAL-TV  FIRST  WtTH  MORE>TitSTS 
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MARYLAND 

SPOT  RATE  FINDER 

(Continued  from  page  102) 

WMAR  (TV),  Chan.  2,  8kw-aur.;  16kw-vis., 
CBS,  Katz 

SB  IM  5M  15M  30M  1  Hr 
D  40.00    45.00    90.00  135.00  225.00 

N  80.00    90.00  180.00  270.00  450.00 

WMCP  (FM),  Chan.  234,  94.7mc,  20kw 
N      5.00    10.00    14.00    28.00    42.00  70.00 
WSID,  Ikw-D,  lOlOkc,  Forjoe 
D  15.00    20.00    35.00    85.00  150.00 

BETHESDA,  Montgomery,  44,933  fam.,  97.6% 

radio,  43,854  radio  fam. 
WBCC,  250w-D,  1120kc 

D       5.00     7.50    15.00    33.00    50.00  85.00 
WBCC-FM,  Chan.  276,  103. Imc,  0.5kw  (Above 
rate  includes  25%  for  simultaneous  FM) 

BRADBURY  HEIGHTS,  Prince  Georges,  54,105 
fam.,  96.1%  radio,  51,994  radio  fam. 

WBUZ  (FM),  Chan.  244,  96.7mc,  0.42kw  (See 
Transit  Radio  listing) 

tAMBRIDGE,  Dorchester,  7,759  fam.,  89.1% 
radio,  6,913  radio  fam. 

WCEM,  lOOw,  1240kc,  MBS 

:D       3.40      4.50      9.00    18.00    27.00  46.00 

N      3.80     5.00    10.00    20.00    30.00  50.00 


Note:  All  Rates  one-time.  Sources:  Families 
«ind  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
6MB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Baltimore  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WITH 


CUMBERLAND,  Allegany,  24,991  fam.,  96.0% 
radio,  23,991   radio  fam. 


3  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M  30M  1  Hr 

D       5.41      5.66    11.20  22.36  36.00  60.00 

N       7.50     8.33    16.73  33.46  54.00  90.00 


WCUM,  lOOw,  1490kc,  CBS 

D      6.00     6.00    12.00    24.00    36.00  60.00 

N      9.00     9.00    18.00    36.00    54.00  90.00 

WCUM-FM,  Chon.  275,  102.9mc,  Ikw,  Meeker, 
Bonus 

WDYK,  250w,  1230kc,  ABC,  Radio  Reps 

D       4.75      5.50    10.80    21.50    36.00  60.00 

N       5.50      8.00    16.00    32.00    54.00  90.00 

WTBO.  250w,  1450kc,  NBC 

D       5.50      5.50    10.80    21.60    36.00  60.00 

N       8.00      8.00    16.20    32.40    54.00  90.00 

WTBO-FM,  Chan.  295,  106.9mc,  Ikw,  Bonus 


FREDERICK,  Frederick,  17,354  fam.,  94.1%  ra- 
dio, 16,330  fam. 

WFMD,  500w,  930kc,  CBS 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

WFMD-FM,  Chan.  268,  101. 5mc,  2kw 
(No  rates  available) 


HAGERSTOWN,    Washington,    21,954  fam., 
95.3%  radio,  20,922  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       5.02     6.15    12.30    24.60    36.90  61.50 

N       7.10     8.50    17.00    35.20    51.00  85.00 


Wilmington 


AM  960  KC. 
1  KW  FULL  TIME 


 FM  97.5  MC. 

12  KW  ERP 


RADIO  PARK,  SALISBURY,  MD. 


BROADCASTIN^^^'TaECASTlNG 

MARKETBOOK  MAP 

DISTRICT  ARLINGTOI 

OF  COLUMBIA 

AND  VICINITY 

DELAWARE  MARYLAND 

3    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
CD  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  BY  WALT6I  P.  BURN,  MIDDl&UEY,  VBMOMT 

©  1950.  Broadcasting  Publications,  Inc. 

ScA  of         ■       ■  25  -50. 


WARK,    250v/,  1490kc, 
Conlon,  BMB 

SB        IM      5M  15M 

D       5.00      6.00    12.00  24.00 

N      7.00      8.00    16.00  34.40 

WJEJ,  250w,  1240kc,  MBS 

D       5.04     6.30    12.60  25.20 

N      7.20     9.00    18.00  36.00 


Radio 


30M 
36.00 
48.00 


1  Hr 
60.00 
80.00 


37.80  63.00 
54.00  90.00 


WJEJ-FM,  Chan.  284,  104.7mc,  Ikw,  Walker, 
Bonus 

HAVRE    DE    GRACE,    Harford,    14,529  fam. 
94.4%  radio,  13,715  radio  fam. 

WASA,  Ikw-D,  1330kc,  Schepp-Reiner 

D       5.00     6.00    10.00    18.00    27.00  45.00 

SALISBURY,  Wicomico,    11,044   fam.,  92.3% 
radio,  10,193  radio  fam. 


WBOC,   Ikw,  960kc,  MBS,  Burn-Smith, 

SB  IM  5M  15M  30M 
D  6.00  7.50  14.00  28.00  42.00 
N       7.00     9.00    16.00    32.00  48.00 


70.00 
80.00  I 


WBOC-FM,   Chan.   248,   97.5mc,   3kw,   Burn- i 
Smith   (Bonus  with  WBOC.  Used  separate'ft 
50%  of  AM  rate) 


ii- 


SILVER    SPRING,    Montgomery,   44,933  fam^ 
97.6%  radio,  43,854  radio  fam. 

WGAY,  Ikw-D,  1050kc 
D     10.00    15.00  20.00 


WGAY-FM,  Chan.  272, 
of  AM  rates) 

WOOK,  Ikw-D,  1590kc 
D  15.00  20.00 


27.00  45.00 
102.3mc,  440w, 


80.0( 

(25<>/f 


35.00    85.00  150.01 


1  f! 


TO  SELL  MARYLAND'S 
SECOND  LARGEST  MARKET 

-YOU  NEED- 


UJBOC 


SHARE  OF  AUDIENCE 

CROSSLEY  REPORT  APRIL  2-29 


il 


WEEKDAYS 
10-12  NOON 
12-  2  P.M. 

2-  4  P.M. 

4-  6  P.M. 

6-  8  P.M. 

8-10  P.M. 

7  DAYS 
AVERAGE 


WBOC 

68.7% 

92.2 

74.5 

75.0 

81.3 

72.9 


SECOND 
HIGHEST 


ALL 
OTHERS 


1 .6% 

29.7% 

X 

7.8 

10.5 

15.0 

4.2 

20.8 

5.5 

13.2 

8.6 

18.5 

5.6 

18.6 

One  ^.^merica  d 

National  Representative:   Burn-Smith  Co.,  Inc. 

President:  John  W.  Downing 


3i 


BMB  HOME  COUNTY  93% 

MARKET  DATA 

Population  Radio  Homes 

289,582  78,935 

RETAIL  SALES,  $313,845,000 
a  di  o  ationA 


ner 


MUTUAL  NETWORK 

Gen.  Mgr. :  Charles  J.  Truitt 
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MARKET  INDICATORS  FOR  MASSACHUSETTS 
CLASSIFICATIONS 


^Illation 


fo  of  U.  S. 
milies  . . . 


rcent  Radio  . 
dio  Families 


tail  Trade  Employes 


'liolesale  Trade  Employes 
=aployment  (Mid-March) 


ercent  distribution  

(r  Capita  Income   

I' 

irceut  of  national  per  capita 
ncome  


Residential 


.tomobile  Registration 
llephones  


FIGURES 

YR. 

FIGURES 

YR. 

4,711,753 

'50 

4,316,721 

'40 

3.15% 

'50 

3.28% 

'40 

1,316,132 

'50 

1,125,840 

'40 

98.9% 

'49 

97.9% 

'46 

1,301,654 

'50 

1,158,900 

'46 

$3,978,635,000 

'49 

4,258,279,000 

'48 

254,609 

'48 

210,116 

'39 

$6,327,290,000 

'48 

2,232,100,000 

'39 

80,591 

'48 

60,134 

'39 

1,429,374 

'48 

1,425,192 

'47 

$  913,998,000 

'48 

848,537,000 

'47 

$6,997,000,000 

'48 

3,309,000,000 

'40 

3.40% 

'48 

4.36% 

'40 

$1,509 

'48 

766 

'40 

107% 

'48 

133% 

'40 

$  323,500,000 

'49 

98,800,000 

'39 

$  177,500,000 

'49 

49,300,000 

'39 

$  72,800,000 

'49 

26,600,000 

'39 

$3,370,094,000 

'47 

1 181  46*)  000 

ou 

1,176,919 

'49 

1,111,359 

'48 

1,488,500 

'49 

1,101,100 

'45 

BROADCASTlN^^^TElECASTrNG 

MARKETBOOK  MAP 

NEW 
ENGLAND 

[s]    Location  of  City  and  number  of 
Standard  (AM)  Broadcasting 
StationE 

CD  Number  of  FM  Broadcasting 
Stations 


te:  1949  RetaU  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
Mcensed.  1948  RetaU  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WALTO  r.  MJKN.  KUDOLEftUir.  VBMOMT 

i3  (950.  Broadcasting  Pubtications.  Inc. 


Independent  WNEB,  In  Competition  With  4 
Network  Stations  Serving  The  Worcester 
Market,  Delivers  More  Listeners  Than 
3    Of    These    Stations  COMBINED! 


NEW  ENGLAND'S 
THIRD  LARGEST 
MARKET 


Represented  by : 

The  Boiling  Company,  Inc. 
and  Kettell-Carter,  Inc. 


lOADCASTING    •  Telecasting 


Hooper  Index,  March-April,  1950 

WORCESTER 
MASSACHUSETTS 
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MASSACHUSETTS 


SPOT  RATE  FINDER 


BEVERLY,  Essex,  154,080  fam.,  98.5%  radio, 
151,768  radio  fam. 

WIBL,  250w-D,  1540kc 
[No  rates  available) 


BOSTON,  Suffolk,  246,857  fam.,  98.8%  radio, 
243,894  radio  fam. 


4  AM  afRliotes,  average  1-time  rate 

SB        IM      5M  15M     30M     1  Hr 

D     31.00    36.66    48.12  96.25  144.37  240.62 

N     62.00    63.33    87.50  192.50  288.75  481.25 


4  AM  non-afFilIotes,  average  1-time  rate 

D     13.68    15.43    25.75    51.12    78.37  131.62 

N     21.66    22.33    46.66    93.33  140.00  235.33 


WBMS,  Ikw-D,  1090kc 

D      5.00    11.00    16.00    35.00    60.00  100.00 

WBMS-FM,  Chan.  281,  104.1mc,  20kw  (20% 
of  AM  rates) 

WBZ,   50kw,    1030kc,    NBC,    Free    &  Peters, 
Hooper,  BMB  (Operates  with  WBZA,  Spring- 
field, Mass.) 
D     35.00    35.00    56.00  112.00  168.00  280.00 
N     70.00    70.00  112.00  224.00  336.00  560.00 

WBZ-FM,  Chan.  225,  92.9mc,  20kw,  Bonus 

WBZ-TV,  Chan.  4,  7.07kw-aur.,  15.61kw-vis., 

NBC,  Spot  Sales 
D   100.00  100.00  140.00  210.00  315.00  525.00 
N   125.00  125.00  175.00  280.00  420.00  700.00 

WCOP,    5kw,    1150kc,    ABC,    Katz,  Hooper, 
BMB 

D  25.00  25.00  40.00  80.00  120.00  200.00 
N     50.00    50.00    80.00  160.00  240.00  400.00 

WCOP-FM,  Chan.  264,  100.7mc,  20kw,  ABC, 
Katz,  Bonus 

WEEI,  5kw,  590kc,  CBS,  Radio  Sales,  Pulse 
D  42.00  50.00  52.50  105.00  157.50  262.50 
N     84.00    70.00    70.00  210.00  315.00  525.00 

WEEI-FM,  Chan.  277,  103. 3mc,  20kw,  Radio 
Sales,  Bonus 

WHDH,  50kw,  850kc,  Blair,  Hooper,  Pulse 
D     30  00    30.00    40.00    80.00  120.00  204.00 
N     40.00    40.00    60.00  120.00  180.00  306.00 

WHDH-FM,  Chan.  233,  94.5mc,  20kw,  Bonus 

WMEX,  5kv/,  1510kc 

D      9.00    10.00    25.00    50.00  75.00  125.00 

N     10  00    12.00    50.00  100.00  150.00  250.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  forev/ord. 


WNAC,   5kw,    1260kc,   MBS,   Yankee,  Retry, 
Hooper 

SB  IM  5M  15M  30M  1  Hr 
D    22.00  44.00    88.00  132.00  220.00 

N  44.00  88.00  176.00  264.00  440.00 

WNAC-FM,  Chan.  253,  98.5mc,  20kw 
(No  rates  available) 

WNAC-TV,    Chan.    7,    13.3kw-aur.,  26.6kw- 

vis.,  ABC,  CBS,  DuMont,  Petry,  Pulse 
D  125.00  220.00  330.00  550.00 

N  175.00  300.00  450.00  750.00 

WVOM,  5k w,  1600kc,  McGillvra 

D     10.75    10.75    22.00    39.50    58.50  97.50 

N     15.00    15.00    30.00    60.00    90.00  150.00 


BROCKTON,   Plymouth,   52,920  fam.,  98.2% 
radio,  51,967  radio  fam. 

WBET,   Ikw-D,  990kc,   Bannan,  Colton 

D      7.50  15.00    30.00    45.00  75.00 


WBET-FM,      Chan.      249,     97.9mc,  0.8kw, 

Bannan,  Colton,   (Bonus— Daytime) 
Night  rates  on  request 


BROOKLINE,   Norfolk,    109,209  fam.,  99.7% 
radio,  108,881  radio  fam. 

WVOM,  5kw,   1600  kc 
(See    Boston  Listing) 


CAMBRIDGE,  Middlesex,  302,244  fam.,  99.8% 
radio,   301,639   radio  fam. 

WTAO,  250w-D,  740kc,  Cook 

D      8.00     8.00    20.00    35.00    60.00  100.00 

WXHR  (FM),  Chan.  245,  96.9mc,  20kw,  Bonus 


CHICOPEE,   Hampden,    101,901  fam.,  99.3% 
radio,  101,187  radio  fam. 

WACE,    Ikw-D,    730kc,    IMS,  Conlan,  BMB 

D      7.00     7.00    14.00    28.00  42.00  70.00 

WACE-FM,  Chan.  262,  100.3mc,  3.2kw,  Bonus 

FALL    RIVER,    Bristol,    106,196  fam.,  98.4% 
radio,  104,496  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       6.50     7.00    14.00    28.00    42.00  70.00 

N     11.00    12.00    28.00    56.00    84.00  140.00 


WALE,  250w,  1400kc,  MBS 

D      5.00     6.00    12.00    24.00    36.00  60.00 

N     10.00    12.00    24.00    48.00    72.00  120.00 

WSAR,  5kw,  1480kc,  ABC,  Bannan 

D      8.00     8.00    16.00    32.00    48.00  80.00 

N     12.00    12.00    32.00    64.00    96.00  160.00 


WSFL 

RATE  SCHEDULE 

ONE  MINUTE  $5.00 

5  MINUTES  10.00 

15  MINUTES  25.00 

30  MINUTES  40.00 

60  MINUTES  70.00 


5000  WATTS. 


The  only  Station 
in  Massacliusetts 
broadcasting  the  games 
of  the  New  York  Yankees. 

\600  KC.  Springfield  s 
only 


FITCHBURG,  Worcester,  151,658  fam.,  98.4% 
radio,  149,231  radio  fam. 


WEIM,  250w,  1340kc,  MBS,  Kettel-Carter 

SB  IM  5M  15M  30M  1  Hr 
D  6.25  6.25  10.00  20.00  30.00  50.00 
N     10.00    10.00    16.00    32.00    48.00  80.00 


WEIM-FM,  Chan.  284,  104.7mc,  9kw,  Bonus 


WFGM,   Ikw  D,  1580kc 

D  6  00  6.00  10.00  20.00  30.00  50.00 
N      6.00     6.00    10.00    20.00    30.00  50.00 


FRAMINGHAM,     Middlesex,     302,244  fam. 
99.8%  radio,  301,639  radio  fam. 


WKOX,  lkw/-D,  1190kc 

D       6  00  12.00    24.00    36.00  60.00 

N       9  00  18.00    36.00    54.00  90.00 


GARDNER,  Worcester,    15T,658  fam.,  98.4% 
radio,  149,231  radio  fam. 


WHOB,  250w,   1490ki:,  Rambeou,  BMB 

D       4  00     6.00    12.00    24.00    36.00  60.00 

N      5.00     8.00    16.00    32.00    48.00  80.00 


GREENFIELD.    Franklin,    14,686   fam.,  97.4% 
radio,  14,304  radio  fam. 


WHAI,  2S0w,  1240k<:,  MBS,  Walker,  Bannan 
D  5  00  5  00  8.00  16.00  24.00  40.00 
N      8.00     8.00    12.00    24.00    36.00  60.00 


WHAI-FM,  Chan.  252,  98.3m<:,  Ikw,  Walker, 
Bannan,  Bonus 


HAVERHILL.  Essex,  154,080  fam.,  98.5%  ra- 
dio, 151,768  radio  fam. 


WHAV,  250w,  1490kc,  Kettell-Carter,  Frieden- 
berg 

D  8.00  8.00  16.00  32.00  48.00  80.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 


WHAV-FM,  Chan.  223,  92.5mc,  20kw,  Bonus 


HOLYOKE,    Hampden,   101,901    fam.,  99.3% 
radio,  101,187  radio  fam. 


WHYN,  Ikv/,  560kc,  MBS,  Walker 

D     10.00    12.00    16.00    32.00    48.00  80.00 

N     12.00    15.00    30.00    60.00    90.00  150.00 


WHYN-FM,  Chan.  226,  93.1mc,  20kw 
(No  data  available) 


WREB,  500w-D,  930kc 
(No  rates  available) 


LAWRENCE,  Essex,  154,080  fam.,  98.5%  ra- 
dio, 151,768  radio  fam. 


WABW,   Ikw-D,  980kc 
(No  rates  available] 


WCCM,  Ikw-D,  800kc,  Wood 

D      6.00     7,50    12.00    30.00    45.00  75.00 


WLAW,  50kw,  680kc,  ABC,  Roymer,  Conlan, 
Pulse 

D  25.00  25.00  40.00  80.00  120.00  200.00 
N     50.00    50.00    80.00  160.00  240.00  400.00 


WLAW-FM,  Chan.  229,  93.7mc,  20kw,  Raymer, 
Bonus 


LOWELL,    Middlesex,    302,244    fam,,  99,8- 
radio,  301,639  radio  fam. 


WLLH,  250w,    1400kc,   MBS,   Haskell  Bloom- 

''^'^SB  IM  5M  15M  30M  1  Hr 
D  8.00  8.00  12.00  24.00  36.00  60.00 
N     16.00    16.00    24.00    48.00    72.00  120.00 


WLLH-FM,  Chan.  258,  99.5me,  12.2kw,  Bonui 


LYNN,    Essex,   154,080,   fam.,   98.5%  radio 
151,768  radio  fam. 


WLYN,  500W-D,   1360kc,  Noonan 
D      5.00     7.00    15.00    30.00    45.00  75jO 


WLYN-FM,  Chan.  288,  105.5mc,  0.6kc 
(See  transit  FM  listing) 


NEW  BEDFORD,  Bristol,  106,196  fam.,  98.4' 
radio,  104,496  radio  fam. 


WBSM,  lOOw,  1230kc,  Kettell-Carter,  McGill 

vra,  Conlan 
D      6.00     6.00    12.00    24.00    36.00  60.0 
N     10.00    10.00    20.00    40.00    60.00  100,0 


WBSM-FM,  Chan.  247,  97.3mc,  20kw,  Kettell 
Carter,  McGillvra,  Bonus 


WNBH,  250w,  1340kc,  MBS,  Conlan,  Hoopi 
D  7.50  7.50  14.40  28.00  43.20  72,C 
N     12.00    12.00    2400    48.00    72.00  120.C 


WFMR    (FM),    Chan.    251,    98.1mc,  20kv 
Walker,  Bonus 


NORTH    ADAMS,    Berkshire,    36,575  fair 
98.0%  radio,  35,843  radio  fam. 


2  AM  non-affiliates,  average  1-time  rate 
D      3.00     4.45     7.20    14.40    21.60  36 


WMNB,   lOOw,   1230kc,  Grant 
D      3.00     4.00     8.00    16.00    24.00  40 
N      4.00     6.00    12.00    24.00    36.00  60 


WMFM  (FM),  Chan.  248,  97.5mc,  2.4kw 
(No  data  available) 


WNAW,  250W-D,  860kc 

D      3.00     4.90     6.40    12.80    19.20  32 

(Continued  on  page  108) 


For  Facts  on  the 
Fall  River  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSAR 


WSFL 

SPRINGFIELD,  /MASSACHUSETTS 

FEATURES 

MUSIC,  NEWS 
and  SPORTS  !  ! 

NATIONAL  REPRESENTATIVES: 

THE  BOLLING  COMPANY,  INC.,  480  LEX.,  N.Y.  17 
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iMMo^ed  iJU  ofAucM  audUMe 
dudu^  the.  ^uosi  (^ecu- —  fudkei' 
CiCfuOhdUt^  the  iac^^esi  B&si&n 
audicHce  tuned,  dudt*^  tML 
toUd  Ume  [ledods,  to-  ant^ 
Bostoh.  eadi&  staiiott  (o^  the 
^KMi  twdue  fn&fdhs! 

WATTS  IMf  mM  I  I  U 

Ji  n  u  n 

Represented  Nationally  by  John  Blair 
Owned  by  the  Boston  Herald -Traveler 

C.  E.  Hooper  Reports  •  May  1948  through  May  1950 


Telecasting 


MASSACHUSETTS 

SPOT  RATE  FINDER 

(Continued  from  page  106) 


NORTHAMPTON,     Hampshire,    24,149  fam., 
98.1%   radio,  23,690  radio  fam. 


WHMP,  250w,  1400kc 
(No  rates  available) 


PITTSFIELD,    Berkshire,    36,575   fam.,  98.0% 
radio,  35,843  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M      30M  1  Hr 

D       5.40     5.40    10.80  21.60  32.40  54.00 

N      9.00     9.00    18.00  36.00  54.00  90.00 


WBEC,  250w,  1490kc,  ABC,  McKinney 

D       4.80      4.80      9.60    19.20    28.80  48.00 

N       8.00      8.00    16.00    32.00    48.00  80.00 


WBEC-FM,    Chan.   232,  94.3mc,    Ikv/,  Bonus 

WBRK,  250w,  1340kc,  MBS,  Walker 

D      6-00     6.00    12.00    24.00    36.00  60  00 

N     10.00    10.00    20.00    40.00    60.00  100.03 


QUINCY,  Norfolk,  109,209  fam.,  99.7%  radio, 

108,881  radio  fam. 
WJDA,  Ikw-D,  1300kc 

D      6.00     6.00    13.00    24.00    36.00  60.00 


SAIEM,    Essex,   154,080  fam.,  98.5%  radio, 
151,768  radio  fam. 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WESX,  250v/,  1230kc 

SB        IM      5M  15M  30M  1  Hr 

D       4.00    12.00    18.00  24.00  36.00  60.00 

N      4.00    12.00    18.00  24.00  36.00  60.00 


SPRINGFIELD,      Hampden,      101,901  fan 
99.3%  radio,  101,187  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

D     17.50    18.33    28.66    57.33    86.00  145.00 

N     35.00    36.66    57.33  114.66  172.00  290.00 


WBZA,  Ikw,  1030kc,  NBC 
(Operates  with  WBZ  Boston,  Mass.) 


WBZA-FM,  Chan.  246,  97.1  mc,  20kw, 
(Bonus  with  WBZA,  &  WBZ,  Boston,  Mass.) 


WMAS,  250w,  1450kc,  CBS,  Retry,  Hooper 
D  10.00  10.00  15.00  30.00  45.00  75.00 
N     20.00    20.00    30.00    60.00    90.00  150.00 


WMAS-FM,  Chan.  234,  94.7mc,  3.2kw,  Retry, 

Bonus 


WSFL,  5kw-D,  1600kc,  Boiling 

D       3.00      5.00    10.00    25.00    40.00  70.00 


WSFL-FM,  Chan.  270,  101.9mc,  llkw.  Bonus 


WSRR,   Ikw,   1270kc,  ABC  Bannan,  Holling- 
bery.  Hooper 


n  7.50  10.00  15.00  30.00  45.00  80.00 
N     15.00    20.00    30.00    60.00    90.00  160.00 


WSPR-FM,   Chan.    250,  97.9mc,    13kw,  Bonus 


TAUNTON,  Bristol,  106,196  fam., 
dio,   104,496  radio  fam. 


98.4%  ra- 


WPEP,   Ikw-D,  1570kc 

SB  IM  5M  15M  30M  1  Hr 
D       4.90      5.90    11.00    22.00    33.00  55.00 


WALTHAM,  Middlesex,  302,244  fam.,  99.8% 
radio,  301,639  radio  fam. 


WCRB,  Ikw-D,  1330kc,  Bannan 

D       5.00     5.00    10.00    20.00    30.00  50.00 


WARE,  Hampshire,  24,149  fam.,  98.1%  radio, 
23,690  radio  fam. 


WARE,    Ikw  D,    1250kc,  Noonan 

D      6.00  10.00    20.00    30.00  50.00 


W.    SPRINGFIELD,    Hampden,    101,901  fam., 
99.3%  radio,  101,187  radio  fam. 


WTXl,  250w,  1490kc,  Cooke 

D       6.00     6.00    12  00    24.00    36.00  60.00 

N     10.00    10.00    20.00    40.00    60.00  100.00 


WEST  YARMOUTH,   Barnstable,   13,140  fam., 
96.2%   radio,   12,640  radio  fam. 


WOCB,  250w,  1240kc,  MBS,  Walker,  Bannan 
D  4.00  4.00  8.00  16.00  24.00  40.00 
N       6.00      6.00    12.00    24.00    36.00  60.00 


WOCB-FM,  Chan.  232,  94.3mc,  Ikw,  Walker, 
Bannan,  Bonus 


WORCESTER,  Worcester,  151,658  fam.,  98.4% 
radio,  149.231  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  10.16  11.33  19.66  39.33  59.00  98.33 
N     20.33    22.66    39.33    78.66  118.00  196.66 


WAAB,  5kw,  1440kc,  MBS,  Ra-Tel 

D       6.00      8.00    16.00    32.00    48.00  80.00 

N     12.00    16.00    32.00    64.00    96.00  160.00 


WGTR  (FM),  Chan.  256,  99.1mc,  20kw.  (See 
Transit  Radio  Listing) 


WNEB,  250w,  1230kc,  Boiling,  Hooper 

D       7.50     9.00    18.00    36.00    54.00  90.00 

N     10.00    12.00    24.00    48.00   72.00  120.00 


WORC,  Ikw,   1310kc,  ABC,  Weed 

D      7.50     9.00    18.00    36.00    54.00  90.00 

N     15.00    18.00    36.00    72.00  108.00  180.00 


WTAG,  5kw,  580kc,  CBS,  Raymer,  Hooper, 
BMB 

D  17.00  17.00  25.00  50.00  75.00  125.00 
N     34.00    34.00    50.00  100.00  150.00  250.00 


WTAG-FM,  Chan.  274,  96.1  mc,  lOkw,  Raymer, 

Bonus 


MASSACHUSETTS  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Barnstable.. 
Berkshire.  ... 

Bristol  

Dukes  

Essex  

Franklin  

Hampden... 
Hampshire. 
Middlesex  . 
Nantucket . 

Norfolk  

Plymouth..,. 

Suffolk  

Worcester... 


1950 
Population 

47,044 
130,941 
380,183 
5,555 
551,608 
52,578 
364,806 
86,455 
1,082,036 
3,417 
390,970 
189,457 
883,749 
542,938 


1940 
Population 

37,295 

122,273 

364,637 

5,669 
496,313 

49,453 
332,107 

72,461 
971,390 
3,401 
325,180 
168,824 
863,248 
504,470 


1950 
Families 


13,140 

36,575 
106,196 
1,551 
154,080 

14,686 
101,901 

24,149 
302,244 
954 
109,209 

52,920 
246,857 
151,658 


1950 
Radio-Families 


12,640 

35,843 
104,496 
1,482 
151,768 

14,304 
101,187 

23,690 
301,639 
945 
108,881 

51,967 
243,894 
149,231 


%  Radio 

96.2 
98.0 
98.4 
95.6 
98.5 
97.4 
99.3 
98.1 
99.8 
99.1 
99.7 
98.2 
98.8 
98.4 


1949 
Retail  Sales 
(Est.)  ($000) 


49,614 
112,535 
270,751 
7,024 
391,662 
43,356 
365,514 
55,283 
701,221 
4,078 
277,957 
161,714 
1.114,630 
423,296 


1948 
Retail  Soles 
U.  S.  ($000) 

60,108 

125,590 

316,146 

6,686 

458,783 

48,668 

352,814 

59,179 

754,042 

5,790 

285,961 

166,447 

1,143,292 

474,773 


Employment 
Mid-March 
1948 


5,512 
42,580 
1 27,027 
799 
166,564 
13,462 
123,165 
15,677 
219,458 
647 
63,341 
39,239 
386,653 
178,053 


Taxable  Pay- 
rolls-lst  Qtr. 
1948  ($000) 


2,751 
28,795 
76,056 
382 
103,948 
8,164 
81,315 
8,769 
136,739 
370 
39,482 
22,262 
254,512 
116,191 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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NEW  ENGLAND'S  BIG  POWERFUL 
STATION  DELIVERS  THE 
GOODS  WITH  ITS 

50,000  WATTS 
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MICHIGAN 


SPOT  RATE  FINDER 

ADRIAN,     Lenawee,     17,989     fam.,  97.9% 

radio,  17,611  radio  fam. 
WABJ,  250w-D,  ISOOkc,  Holman,  Conlan 

SB  IM  5M  15M  30M  1  Hr 
D  4.00  6.00  12.00  24.00  36.00  60.00 
AIMA,    Gratiot,    9,012    fam.,    96.7%  radio, 

8,714  radio  fam. 
WFYC,  Ikw-D,  1280kc 

D  10.50    14.00    28.00    42.00  70.00 

ALPENA,  Alpena,  6,147  fam.,  94.9%  radio, 

5,833  radio  fam. 
WATZ,  250w,   1450kc,  MBS,  Holman 
(Sold   in   combination  with  WTCM,  Traverse 
City,  Mich.,  WATT,  Cadillac,  Mich.;  WMBN, 
Petoskey,  Mich.     (See  WTCM  Traverse  City, 
Mich.) 

ANN  ARBOR,  Washtenaw,  37,241  fam.,  98.- 

7%  radio,  36,756  radio  fam. 
WHRV,  Ikw,  1600kc,  ABC,  Forjoe,  Hooper 
D       6.40      8.00    14.40    28.80    38.40  48.00 
N      8.00    10.00    18.00    36.00    48.00  60.00 
WPAG,   Ikw-D,   1050kc,  Holman,  Conlan 
D      8.00     8.00    16.00    32.00    48.00  80.00 
WPAG-FM,  Chan.   254,  98.7mc,  2.2kw,  Hol- 
man, Bonus  daytime  only 
N      4.00     4.00  16.00    24.00  40.00 

BAD  AXE,  Huron,  9,228  fam.,  96.9%  radio, 

8,941  radio  fam. 
WLEW,  250W-D,  1540kc,  Headley-Reed 
D  5.00    10.00    20.00    30.00  50.00 

BATTLE  CREEK,  Calhoun,  33,591  fam.,  98.3% 

ra dip,  33,019  radio  fom.  

2  AM  affiliates,  average  1-time  rate 
D      6.50     6.50    16.25    29.00    43.50  72.50 
N      9.00     9.00    21.50    38.00    57.00  95.00 
WBCK,  Ikw,  930kc,  MBS,  Burn-Smith,  Conlan 
D      7.00     7.00    17.50    28.00    42.00  70.00 
N     10.00    10.00    25.00    40.00    60.00  100.00 
WELL,  250w,  1400kc,  ABC,  Boiling 
D      6.50     6.50    15.00    30.00    45.00  75.00 
N      8.00     8.00    18.00    36.00    54.00  90.00 
WELL-FM,   Chan.  271,   103.1mc,  45kw,  Boil- 
ing (rates  not  available) 
BAY  CITY,  Bay,  24,625  fam.,  97.9%  radio, 

24,107  radio  fam. 
WBCM,  Ikw-D,  500w-N,  1440kc,  ABC,  Hol- 

lingbery.  Hooper 
D      8  50     8.50    16.00    30.00    44.00  75.00 
N     12.00    12.00    24.00    44.00    44.00  110.00 
WBCM-FM,   Chan.   241,   96.1  mc,   41  kw,  Hol- 

lingbery.  Bonus 
WGRO,  500w-D,  1260kc,  Sears  &  Ayer 
D  5.00    12.00    24.00    36.00  60.00 

(Continued  on  page  112) 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


+  . 


WELL 

BATTLE  CREEK 


BROADCASTIN^ 

MARKETBOOK  MAP 
MICHIGAN 

H)    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
®  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

ScJ.  of  WiL 

MAP  BY  WALTER  P.  BURN,  MIOOLEBURY,  VERMONT 

1 19S0,  Broadcasting  Publications,  Inc. 


Battle  Creek^s  top-rated  station 


and  the  best  buy  because  .  .  . 

9  25  i^earS        malting,  friends  —  and  saie 

9  doveri  retaii  trading  area  198,299 

^  ^y^^^iiiated  witli  ..American  i3citg.  C^i 


ompang 


I 

4- 


Represented  nationally  by  THE  BOLLING  CO.  *    250W  •  1400    \A/ELL  WELL-FM 
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•  It's  in  the  books  that  Flint's  big  radio  audience  prefers  WFDF  in  every  time  period. 
Compared  to  its  closest  competitor  among  the  four  other  local  stations,"^  Hooper  ratings 
show  6  times  as  many  Flint  radio  sets  tuned  to  WFDF  in  the  morning,  ly^  times  as  many 
in  the  afternoon  and  more  than  double  in  the  evening!  That's  why  WFDF  is  a  "bestseller" 
in  this  industrious  city  where  annual  retail  sales  exceed  $288,000,000  .  .  .  where  effective 
buying  income  is  $5,764  per  family,  in  contrast  with  the  median  American  family  income 
of  $3,120! 

WFDF  doesn't  rest  on  its  selling  laurels  .  .  .  aggressive  merchandising  and  promotion 
activities  use  newspapers,  movie  trailers,  taxi  posters,  transit  cards,  juke  box  inserts,  cour- 
.tesy  announcements,  publicity  releases,  direct  mail  and  personal  calls  on  the  trade. 

Reach  the  important  Flint  market  via  WFDF  ...  its  record  in  Flint  speaks  volumes ! 


Audience  Index  Reports. 


910  Kilocycles 


AMERICAN  BROADCASTING  COMPANY 

FLINT,  MICHIGAN 


REPRESENTED  BY  THE  KATZ  AGENCY 
Associated  with:  WOOD  Grand  Rapids— WFBM  Indianapolis— WEOA  Evansville 
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MICHIGAN 

SPOT  RATE  FINDER 

(Continued  on  page  110) 

BENTON     HARBOR,     Berrien,  32,034 
97.6%  radio,  31,265  radio  iam. 

WHFB,  Ikw-D,  1060kc,  Holman,  Conlan 
SB        IM      5M       15M  30M 

D      6.60     7.70    11.00    16.50  33.00 

WHFB-FM,   Chan.   260,   99.9mc,  9.2kw, 
man  (Bonus  daytime  only) 

N  2.00     4.00      8.00    12.00  20.00 


fam., 


1  Hr 

55.00 
Hol- 


CADILIAC,    Wexford,    5,166    fam.,  96.2% 
radio,  4,969  radio  fam. 

WATT,  250w,  1240kc,  MBS,  Holman 

(Sold  in  combination  with  WTCM,  Tra- 
verse city,  Mich.;  WMBN,  Petoskey,  Mich 
and  WATZ,  Alpena,  Mich.  See  WTCM, 
Traverse  City,  Mich.) 


97.2  % 


COLDWATER,    Branch,    8,394  fan 

radio,  8,158  radio  fam. 
WTVB,   Ikw-D,  1590kc,  KBS,  McGillvra 
D        5.00  7.50  13.50  18.75  24.00  36.00  60.00 
N       7.50  7.50  13.50  18.75  24.00  36.00  60.00 

DEARBORN,    Wayne,    675,893    fam.,  98.7% 

radio,  667,106  radio  fam. 
WKMH,  5kw-D,  Ikw-N,  1310kc,  Weed 
D  13.50    27.00    48.00    80.00  135.0D 

N  17.50    35.00    60.00  100.00  175.00 

WKMA(FM),    Chan.    262,    100.3mc,  25.5kw, 

Bonus 

DETROIT,  Wayne,  675,893  fam.,  98.7%  radio, 
667,106  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D     49.06    50.62    82.30  164.60  246.90  412.50 

N     90.87    97.12  153.00  296.00  459.00  765.00 

2  AM  non-affiliates,  average  1-time  rate 

D     21.00    32.50    55.00    90.00  135.00  225.00 

N     21.00    32.50    55.00    90.00  135.00  225.00 

CKLW,  50kv/,  800kc,  MBS,  Young 

D     30.00    30.00    60.00  120.00  180.00  300.00 

N     60.00    60.00  120.00  240.00  360.00  600.00 

WDET(FM),  Chan.  270,   101. 9mc,  52kw 

D       2.50     5.00    13.40    26.80    40.20  67.0T 

N       4.50     7.50    20.00    40.00    60.00  100.00 

WeXL,  250w,  1340kc 

(See  Royal  Oak,  Mich.,  listing) 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WJBK,  250w,  1490kc,  Katz,  Hooper 

SB        IM      5M      15M     30M     1  Hr 
D     25.00    25.00    50.00  100.00  150.00  250.00 
N     25.00    25.00    50.00  100.00  150.00  250.00 
WJBK-FM,  Chan.  226,  93.1  mc,  30kw,  Bonus 
WJBK-TV,    Chan.    2,    7.51kw-aur.,  14.26kw- 

vis.,  CBS,  DuMont,  Katz,  Videodex 
D  65.00  65.00  80.00  160.00  240.00  400.00 
N  100.00  100.00  150.00  240.00  360.00  600.00 
WJLB,  250w,  1400kc,  Forjoe,  Pulse 
D  17.00  40.00  60.00  80.00  120.00  200.00 
N  17.00  40.00  60.00  80.00  120.00  200.00 
WJLB-FM,  Chan.  250,  97.9mc,  30kw 

(Same  as  above) 
WJR,  50kw,  760kc,  CBS,  Petry,  Hooper 
D      68.75    75.00  110.00  220.00  330.00  550. 
N    125.00  150.00  200.00  400.00  600.00  1,000. 
WJR-FM,    Chan.   242,   96.3mc,    24kw,  Petry, 

Bonus 
WKMH,  Ikw,  1310kc 

(See  Dearborn,  Mich.,  listing) 
WLDM(FM),  Chan.  238,  95.5mc,  20kw 
D  10.00    17.50    45.00    70.00  120.00 

N  12.50    22.50    50.00    80.00  140.00 

WWJ,  5kw,  950kc,  NBC  Hollingbery,  Hoope- 
D  48.00  48.00  80.00  160.00  240.00  400.00 
N  96.00  96.00  160.00  320.00  480.00  800.00 
WWJ-FM,  Chan.  246,  97.1mc,  10.5kw,  Hol- 
lingbery, Bonus 
WWJ-TV,  Chan.  4,  8.55kw-aur.,  17.1kw-vis., 

NBC,  Hollingbery 
D  110.00  110.00  138.00  220.00  330.00  550.00 
N  160.00  160.00  200.00  320.00  480.00  800.00 
WXYZ,  5kw,  1270kc,  ABC,  ABC  Spot  Sales 
D  49.50  49.50  79.20  158.40  237.60  396.01 
N  82.50  82.50  132.00  264.00  396.00  660.00 
WXYZ-FM,  Chan.  266,  101. Imc,  30kw,  Bonus 
WXYZ-TV,  Chan.  7,  13.9kw-aur.,  27.9kw-vis., 

ABC,  ABC  Spot  Sales 
D     65.00    65.00    80.00  160.00  240.00  400.00 
N    100.00  100.00  140.00  240.00  360.00  600.00 

ESCANABA,  Delta,  9,141  fam.,  95.8%t,  radio, 

8,757  radio  fam. 
WDBC,  Ikw,  680kc,  MBS,  Walker 
D  7.50    15.00    30.00    40.00  60.00 

N  9.00    27.50    45.00    60.00  90.00 

FLINT,   Genesee,  75,261   fam.,  98.3%  radio, 
73,981  radio  fam. 

3  AM  affiliates,  average   1-time  rate 

D      11.33    11.33    19.60    36.86    58.46  91.33 

N     17.16    17.16    33.66    62.33    92.66  153.33 

WAJL(FM),     Chan.     296,     107.1mc,  0.40kw, 
Cooke  (For  rates  see  Transit  Radio  listing) 


MARKET  INDICATORS  FOR  MICHIGAN 


CLASSIFICATIONS  FIGURES 
Population    6,334,172 

%  of  U.S   4.23% 

Families    1,769,321 

Percent  Radio   98.1% 

Radio  Families   1,735,703 

Retail  Sales   $6,503,797,000 

Retail  Trade  Employes    305,887 

Wholesale  Sales  Volume   ?6,485,958,000 

Wholesale  Trade  Employes  . . .  83,190 
Employment  (Mid-March)  ...  1,800,525 
Taxable  Payrolls  (1st  quarter)  $1,318,803,000 
Income    $9,223,000,000 

Percent  distribution   4.48% 

Per  Capita  Income    $1,484 

Percent  of  national  per  capita 
income   105% 

New  Construction  (Private) .  .  $  673,300,000 

Residential    $  404,700,000 

Non-Residential   $  146,000,000 

Value  added  by  Manufacture .  $5,196,338,000 

Automobile  Registration   2,204,643 

Telephones   1,832,600 


'50 
'50 
'50 
'49 
'50 
'49 
'48 
'48 
'48 
'48 
'48 
'48 
'48 
'48 

'48 
'49 
'49 
'49 
'47 
'49 
'49 


5,256,106 
4% 
1,405,480 
96.4% 
1,538,000 
5,941,538,000 
208,645 
1,926,500,000 
53,695 
1,769,739 
1,186,302,000 
3,425,000,000 
4.51% 
649 

113% 
191,900,000 
118,000,000 
35,800,000 
1,794,016,000 
2,005,949 
1,252,600 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductic 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WBBC,  Ikw,  1330kc,  MBS,  Forjoe 

SB        IM      5M       15M  30M     1  Hr 

D       8.50      8.50    16.00    32.00  50.00  80.00 

N     12.00    12.00    28.00    56.00  84.00  140.00 

WFDF,  Ikw,  910kc,  ABC,  Katz,  BMB,  Hooper 

D      15.00    15.00    25.00    45.00  75.00  110.00 

N  22.00  22.00  45.00  75.00  110.00  180.00 
WMRP,  250w-D,  ISIOkc 

D                5.75    10.00    20.00  30.00  50.00 

WTAC,  Ikw-D,  500w-N,  600kc,  NBC,  Raymer 

D      10.50    10.50    16.80    33.60  50.40  84.00 

N     17.50    17.50    28.00    56.00  84.00  140,00 


GRAND  RAPIDS,  Kent,  80,173  fam.,  98.3 
radio,  78,810  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  h 
D  9.00  10.42  17.33  36.00  52.00  86. 
N     16.00    18.33    31.33    61.00    90.66  151. 

2  AM  non-affiliates,  average  1-time  rate 
D      5.00     6.00    11.25    24.07    36.12  60. 

(Continued  on  page  114) 


Blankets  the 
Detroit  Area 


WEXL-AM-FM 


The  primary  coverage  area  of 
WKXL  reaches  more  than  V2 
the  entire  populatjon  of  the 
state  of  Michigan! 

—almost  1.000,000  homes— 
w  ith  a  retail  buying  power  (1949) 
of  almost  ISI-  billion. 
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Dommatin^ 


Coveraqe 


THE  ONLY  STATION  IN  MICHIGAN  THAT  DOMINATES  A  COVER- 
AGE OF  FIVE  STATES  IN  ADDITION  TO  INDUSTRIAL  DETROIT. 

1     50,000  WATTS  CLEAR  CHANNEL 

*  The  most  powerful  station  in  Michigan. 

2    MICHIGAN,  OHIO,  INDIANA,  PENNSYLVANIA,  NEW  YORK 

*  The  only  station  in  Michigan  with  this  97  county  coverage. 

2    98,321,984  ESTIMATED  POPULATION  IN  THE  AREA 

*  The  only  station  in  Michigan  able  to  cover  this  audience. 

^     The  only  station  in  Michigan  that  can  do  so  much  for  the 

*  advertiser  at  so  low  a  cost  per  inquiry. 

Columbia  Broadcasting  System  Nationally  Represented  by  Edward  Retry  &  Co. 

50,000  WATTS 


WJR 


^760 


ON  YOUR 
DIAL 


^^^^^^^^^^^^^^^(^AHOHjUf^^^^M        HARRY  WISMER 
the       ^^^^^^^^^^^^^^^^^^^^^^^^^H  ^ii^^^^^l 

I^^^I^^BHIIHH^^I^^H^HII^HBHIIMinMlHHl^^^^l       General  Manager 

RADIO — America's  Greatest  Advertising  Medium 
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WFRS(FM),  Chan.  233,  92.5mc,  lO.Skw 

SB  IM  5M  15M  30M  1  Hr 
D  3.00  6.00  9.00  18.00  27.00  45.00 
N  5.00  9.0C  12.00  24.00  36.00  60.00 
WFUR,  Ikw-D,  1570kc,  Best 
D  5.00  6.00  10.50  24.15  36.25  60.40 
WORD,  Ikw-D,  1410kc,  McGillvra 
D  5.00  6.00  12.00  24.00  36.00  60.00 
WJEF,  250w,  1230kc,  CBS,  Avery-Knodel, 
Hooper 

D       9.00    10.76    16.00    32.00    48.00  80.00 
N     16.00    18.00    30.00    55.00    80.00  135.00 
WJEF-FM,  Chan.  229,  93.7mc,  550kw 
(CP.) 

WLAV,  250w,  1340kc,  ABC,  Pearson,  Hooper 
D  8.00  8.00  16.00  36.00  48.00  80.00 
N  12.00  12.00  24.00  48.00  72.00  120.00 
WLAV-FM,  Chan.  245,  96.9mc,  3kw,  Pearson, 
Bonus 

WLAV-TV,    Chan.    7,    lOkw-aur.,  20kw-vis., 

ABC,  CBS,   NBC,  DNT,  Pearson 
N     45.00    45.00    62.50  100.00  150.00  250.00 
WOOD,  5kw,   1300kc,   NBC,  Katz,  Hooper 
D     10.00    12.50    20.00    40.00    60.00  100.00 
N     20.00    25.00    40.00    80.00  120.00  200.00 


HILLSDALE,    Hillsdale,    8,868    fam.,  96.9% 

radio,  9,593  radio  fam. 
WJOE(FM),  Chan.  256,  99.1  mc,  2.5kw 
(No  rates  available) 

HOLLAND,     Ottawa,     20,490    fam.,  98.7% 

radio,  20,223  radio  fam. 
WHTC,  250w,  1450kc,  Grant,  Conlan 
D       4.00     4.00      8.00    16.00    24.00  40.00 
N       6.00      6.00    12.00    24.00    40.00  60.00 

HOUGHTON,   Houghton,   11,040  fam.,  97.4% 

radio,   10,753  radio  fam. 
WHDF,  250w,   UOOkc,  MBS,  Walker,  Conlan 
D      3.50     3.50     8.00    15.00    22.00  36.00 
N       5.00      5.00    12.00    24.00    36.00  60.00 

IRON    MOUNTAIN,    Dickinson,    6,879  fam., 

96.9%  radio,  6,665  radio  fam. 
WMIQ,  250w,  1450kc,  ABC 

D       6.00      6.00    10.00    16.00    24.00  40.00 

N       8.00     8.00    14.00    24.00    36.00  60.00 

IRON  RIVER,  Iron,  4,939  fam.,  95.8%  radio, 

4,731  radio  fam. 
WIKB,  250w,  1230kc,  MBS,  Walker 
D       4.50     4.50      9.00    18.00    27.00  45.00 
N      6.00     6.00    15.00    30.00    45.00  75.00 

IRONWOOD,    Gogebic,    7,525    fam.,  96.6% 

radio,  7,269  radio  fam. 
WJMS,   Ikw,  630kc,  MBS,  Walker,  Conlan 
D       4.00      6.00    12.00    24.00    36.00  60.00 
N      7.00     9.00    18.00    36.00    54.00  90.00 

ISHPEMING,  Marquette,   13,261  fam.,  96.7% 

radio,    12,823    radio  fam. 
WJPD,  250w,  1240kc 

D       2.25      3.50      8.00    15.00  22.00  36.0C 

N      3.25     5.00    12.00    24.00  36.00  60.00 

JACKSON,     Jackson,     29,922    fam.,  98.2% 

radio,  29,383  radio  fam. 
WIBM,   250w,    1450kc,   ABC,   Forjoe,  Holman 
D       7.50     7.50    12.00    22.50    37.50  75.00 
N       7.50     7.50    12.00    22.50    37.50  75.00 
WIBM-FM,  Chan.  222,  92.3mc,  16kw 
(No  rates  available) 

KALAMAZOO,     Kalamazoo,     35,200  fam., 
98.5%  radio,  34,672  radio  fam. 

2  AM  affiliates,  average  1-time  rate 
D       8.25      9.37    17.75    32.00    48.00  80.00 
N     13.50    15.00    27.50    50.00    75.00  125.00 

WGFG,  Ikw,  1360kc,  ABC,  H-R  Reps 
D       6.00      6.00    17.50    28.00    42.00  70.00 
N     10.00    10.00    25.00    40.00    60.00  100.00 
WKZO,     5kw,     590kc,     CBS,  Avery-Knodel, 
Hooper 

  12.75    18.00    36.00    54.00  90.00 

20.00  30.00  60.00  90.00  150.00 
Chan.    3,    8kw-aur.,  16kw-vis., 


D  10.50 
N  17.00 
WKZO-TV, 


Avery-Knodel 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Saginaw  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSAM 


SB  IM  5M  15M  30M  1  Hr 
D  15  00  30.00  60.00  90.00  135.00  225.00 
N     20.00    40.00    80.00  120.00  180.00  300.00 

LANSING,  Ingham,  48,170  fam.,  98.6%  radic, 
47,495  radio  fam. 


2  AM  affiliates,  average  1-time  rote 

D       6  00      6.00    13.50    24.50    37.50    60  00 

N       9.00     9.00    19.00    36.00    54.50  90.00 

WILS,  Ikw,  1320kc,  MBS,  Rambeau 
D       7.00     7.00    15.00    25.00    39.00  60.00 
N     10.00    10.00    20.00    36.00    55.00  90.00 
WJIM,  250w,  1240kc,  ABC,  H-R  Reps,  Hooper 
D       5.00      5.00    12.00    24.00    36.00  60.00 
N       8.00      8.00    18.00    36.00    54.00  90.00j-, 
WJIM-TV,    Chan.    6,    2.5kw-aur.,  5kw-vis.,J' 
NBC   ABC,  CBS,  DuMont,  H-Reps  I'- 
D     20.00    25.00    40.00    60.00    95.00  120.00! 
N     30.00    35.00    50.00    80.00  120.00  200.00;' 


LUDINGTON,     Mason,     5,577    fam.,  96.3% 

radio,  5,370  radio  fam. 
WKLA,  250w,   1450kc,  ABC,  Burn-Smith 
D       2.00     2.00     4.00      8.00    12.00  20.0C 
N       4.00     4.00     8.00    16.00    24.00  40.0C 

MARQUEHE,  Marquette,  13,261  fam.,  96.7% 

radio,   12,823  radio  fam. 
WDMJ,  250w,  1340kc,  MBS,  BMB,  Conlan  i 
D       6.00      6.00    10.00    16.00    24.00  40.0C 
N      8.00     8.00    14.00    24.00    36.00  60.0C 

MIDLAND,     Midland,     7,116    fam.,     97.0%  j 
radio,  6,902  radio  fam.  j 
WMDN,  250w,   1490kc  ' 
D       5.00      5.00      8.00    16.00    24.00  40.0( 
N      6.00     6.00    12.00    24.00    36.00  60.0C 

MT.  CLEMENS,  Macomb,  51,466  fam.,  98.8°/c 

radio,  50,848  radio  fam. 
WMLN(FM),  Chan.   292,   106.3mc,  34kw  ' 
D  4.17     9.80    14.80    23.20  40.0C 

N  6.25    14.70    22.30    34.80  60.0C 

MT.  PLEASANT,  Isabella,  8,067  fam.,  96.1%, 

radio,  7,752  radio  fam. 
WCEN,  500w-D,   1150kc,  Conlan 

D       3.60      4.50    11.70    23.40    35.10  58.5C. 

N      4.00     5.00    13.00    26.00    39.00  65.0U 

MUSKEGON,  Muskegon,  33,732  fam.,  98.2"/; 
radio,  33,124  radio  fam. 


2  AM  affiliates,  average  1-time  rote 

D  6.00    12.00    24.00    36.00  60.0'' 

N  10.00    20.00    40.00    60.00  lOO.Oi' 

WKBZ,  Ikw,  850kc,  ABC,  Burn-Smith 
D       6.00      6.00    12.00    24.00    36.00  60.0 
N     10.00    10.00    20.00    40.00    60.00  100.0 
WKBZ-FM,  Chan.  293,  106.5mc,  4.7kw,  Burn 

Smith,  Bonus 
WKNK,  Ikw,  1600kc,  MBS,  Best  , 
D  6.00    12.00    24.00    36.00  60.0 

N  10.00    20.00    40.00    60.00  100.0 

WMUS,  Ikw-D,  1090kc,  Holman 
D       4.00      4.00      8.00    16.00    24.00  40.C 
N       6.00      6.00    12.00    24.00    36.00  60.0 
OAK    PARK,    Oakland,   89,484   fam.,  99.0^; 

radio,  88,589  radio  fam. 
WLDM(FM),  Chan.  238,  95.5mc,  20kw 

(See  Detroit,  Mich.,  listing) 
OWOSSO,  Shiawassee,   12,766  fam.,  97.8°^ 

radio,   12,485  radio  fam.  ' 
WOAP,  250W-D,  lOBOkc 
D       4.50     4.50      9.00    18.00    27.00  45.C 
N       6.00     6.00    12.00    24.00    36.00  60.C^ 
WOAP-FM,   Chan.   276,    lOS.lmc,    Ikw,  M 

Gillvra 

D  2.00     4.00     8.00    12.00  20.C 

PETOSKEY,  emmet,  4,571  fam.,  94.4%  radi. 

4,315  radio  fam. 
WMBN,  250w,  1340kc,  MBS,  Holman 

(Sold    in    combination    with    WTCM,  Tr. 

verse  City,  Mich.;  WATT,  Cadillac,  Mich 

and    WATZ,    Alpena,    Mich.      See  WTC/ 

Traverse  City,  Mich.) 


it  s 


The  only  thing  that  gets 
into  more  Western  Michi- 
gan homes  is  DAYLIGHT! 

1450  WKLA  w 

ABC  in 
LUDINGTON 

Rep.  by  Burn-Smith 
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TIAC,    Oakland,    89,484    lam.,  99.0% 
radio,  88,589  radio  fom. 
CAR,  Ikw-D,  1130kc,  Pearson 

SB        IM      5M       15M      30M     1  Hr 
15.60    45.00    65.00    95.00  130.00 
CAR-FM,  Chan.  258,  99.5mc,  25kw,  Bonus 
ORT    HURON,    Saint    Clair,    25,467  fam., 
98.1%  rodio,  24,983  radio  fgm. 
AM  affiliates,  average   1-time  rate 

5.00     6.00    12.00    24.00    36.00  60.00 
6.00     7.00    14.00    28.00    42.00  70.00 
MHLS,  250w,  1450kc,  MBS,  Grant,  Conlan 
D       4.00     6.00    12.00    24.00    36.00  60.00 
N      4.00      6.00    12.00    24.00    36.00  60.00 
WnH,  Ikw,  1380kc,  ABC,  Weed 
(D       6.00      6.00    12.00    24.00    36.00  60.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 
WTTH-FM,  Chan.  256,  99.1mc,  22kw,  Bonus 
ROGERS    CITY,    Presque    Isle,    3,310  fam., 
93.5%  radio,  3,094  radio  fam. 
ijlWHAK,  Ikw-D,  960kc 
P      3.50     3.50     7.00    14.00    23.50  35.25 
'^OYAL  OAK,  Oakland,  89,484  fam.,  99.0% 

radio,  88,589  radio  fam. 
WEXL,  250w,  1340kc,  Best 
D  8.00  12.50  20.00  40,00  60.00  lOO.OC 
>l  8.00  12.50  20.00  40.00  60.00  100.00 
'?1*|WEXL-FM,  Chan.  282,  104.3mc,  18kw,  Bonus 
IsAGINAW,  Saginaw,  42,692,  97.8%  radio, 
41,752  fam. 


2  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M  30M  1  Hr 

D       8.45      8  45    15.80  30.00  49.00  73.50 

N     11.75    11.75    21.80  42.50  72.00  120.00 

WKNX,  Ikw-D,  1210kc,  Holman 

D       8.00    10.00    12.00    25.00    45.00  75.00 

WSAM,  250w,  1400kc,  NBC,  Headley-Reed 

D       8.40      8.40    15.60    30.00    48.00  72.00 

N     12.00    12.00    21.60    42.00    72.00  120.00 

WSAM-FM,  Chan.  251,  98.1mc,  1.7kw,  Bonus 

WSGW,  ^kw,  790kc,  MBS,  Pearson 

D       8.50      8.50    16.00    30.00    50.00  75.00 

N     11.50    11.50    22.00    43.00    72.00  120.00 

SAULT  STE.  MARIE,   Chippewa,  8,082  fam., 

95.8%  radio,  7,742  radio  fam. 
WSOO,  250W-D,  lOOw-N,  1230kc,  ABC,  Con- 

D  °"6.00  6.00  10.00  16.00  24.00  40.00 
N  8.00  8.00  14.00  24.00  36.00  60.00 
TRAVERSE  CITY,  Grand  Traverse,  7,862  fam., 

95.8%  radio,  7,531  radio  fam. 
WTCM,  250w,  1400kc,  MBS,  Holman 
D     10.00    10.00    20.00    42.50    62.50  105.00 
N     12.50    12.50    25.00    60.00  100.00  150.00 
WYANDOTTE,   Wayne,   675,893  fam.,  98.7% 

radio,  667,106  radio  fam. 
WJJW(FM),  Chan.  276,  103.1mc,  Ikw,  Radio 

Reps. 

D  5.00  5.00  8.00  16.00  24.00  40.00 
N       5.00     5.00    12.00    24.00    36.00  60.00 


FOR  24  YEARS 
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WKBZ 

MUSKEGON 

Represented  by  Burn-Smith  Co.,  Inc 
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MICHIGAN  RADIO  MARKET  DATA  BY  COUNTIES 


1949 


County 


jAlcona  

lAlger  

S^AIIegany  

I  Alpena  

Antrim  

Arenac  

''•■Baraga  

2:j-:  Barry  

;Bay  

j  Benzie  

!  Berrien  

j  Branch  

([Calhoun  

)Cass  

[Charlevoix  

[Cheboygan  

jj  Chippewa  

Clare  

•"f;  Clinton  

'Crawford  

ofti^.^';?  

""iEaton"" 

I  lEmmet  

'O.Cp  Genesee  

J.W'Gladwin  

(It;:  Gogebic  

Grand  Traverse.. 


1950 

1940 

1950 

1950 

%  Radio 

Retail  Soles 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

5,802 

5,463 

1,620 

1,545 

95.4 

2,627 

9,878 

10,167 

2,759 

2,574 

93.3 

7,224 

47,240 

41,839 

13,195 

12,812 

97.1 

28,893 

22,009 

20,766 

6,147 

5,833 

94.9 

21,014 

10,622 

10,964 

2,967 

2,791 

94.1 

6,566 

9,590 

9,233 

2,678 

2,511 

93.8 

7,880 

8,014 

9,356 

2,238 

2,130 

95.2 

5,253 

26,038 

22,613 

7,273 

7,069 

97.2 

16,417 

88,161 

74,981 

24,625 

24,107  ' 

97.9 

87,668 

8,016 

7,800 

2,239 

2,147 

95.9 

5,910 

114,683 

89,117 

32,034 

31,265 

97.6 

115,353 

30,052 

25,845 

8,394 

8,158 

97.2 

21,671 

120,256 

94,206 

33,591 

33,019 

98.3 

121,634 

28,016 

21,910 

7,825 

7,558 

96.6 

17,729 

13,343 

13,031 

3,727 

3,536 

94.9 

10,508 

13,412 

13,644 

3,746 

3,491 

93.2 

11,164 

28,936 

27,807 

8,082 

7,742 

95.8 

25,610 

10,204 

9,163 

2,850 

2,718 

95.4 

9,193 

31,106 

26,671 

8,688 

8,488 

97.7 

15,761 

4,126 

3,765 

1,152 

1,103 

95.8 

3,109 

32,727 

34,037 

9,141 

8,757 

95.8 

29,550 

24,630 

28,731 

6,879 

6,665 

96.9 

21,672 

39,917 

34,124 

11,150 

10,860 

97.4 

26,266 

16,365 

15,791 

4,571 

4,315 

94.4 

19,043 

269,437 

227,944 

75,261 

73,981 

98.3 

287,136 

9,418 

9,385 

2,630 

2,524 

96.0 

5,910 

26,942 

31,797 

7,525 

7,269 

96.6 

24,298 

28,149 

23,390 

7,862 

7,531 

95.8 

33,449 

1948 
Retail  Sales 
U.  S.  ($000) 

3,448 

7,074 
36,807 
18,888 

7,088 

7,871 

5,508 
17,935 
87,807 

6,465 
109,495 
24,625 
111,991 
18,192 

9,637 
1 1 ,903 
26,451 

7,672 
16,995 

3,412 
26,012 
22,354 
27,711 
20,050 
242,667 

5,607 
23,299 
29,960 


Employment    Taxable  Pay- 
Mid-March     rolls-1  sf  Qfr. 
1948  1948  ($000) 


249 
1,728 
4,865 
3,968 

506 

599 
1,073 
3,411 
18,774 

683 
30,01 1 
4,284 
31,553 
3,299 
1,291 
1,494 
4,917 

878 
1,842 

336 
5,363 
6,948 
3,793 
2,389 
76,989 

632 
3,132 
4,484 


123 
1,168 
3,0  K 
2,354 
208 
284 
512 
2,075 
12,32« 
285 
20,077 
2,39< 
21,354 
2,019 
653 
720 
2,771 
386 
939 
143 
3,018 
3,843 
1,946 
1,278 
56,986 
375 
3,729 
2,494 


(Continued  on  page  116) 


iSources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce.. 


ASSURED  AUDIENCE! 
COMPLETE  COVERAGE! 


PROVEN  RESULTS 


WSAM 

SAGINAW 


LOW  COST! 
DEFINITELY! 


WLEW 

BAD  AXE 


SERVING  SAGINAW  —  BAY  CITY 
WITH  NBC  FOR  NORTHEASTERN 

HEADLEY  -  REED 
REPRESENTATIVES 


MIDLAND 
ICHIGAN. 


THE  ONL-Y  RADIO  STATION  IN  THE 
RICH    "THUMB"    AREA    OF  MICHIGAN 


SAGINAW  BROADCASTING  CO. 
SAGINAW,  MICHIGAN 


RADIO  BUILDING 


WOAP  AM-FM 

WLEW 

THE  GREAT  LAKES  NETWORK 

WSAM  AM-FM 

WFYC 

OWOSSO 

BAD  AXE 

"COURAGE  THAT  COUNTS" 

SAGINAW 

ALMA 

till 
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MICHIGAN  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  115) 


County 

Gratiot  

Hillsdale  

Houghton  

Huron  

Ingham  

Ionia  

Iosco  

Iron  

Isabella  

Jackson  

Kalamazoo  

Kalkaska  

Kent  

Keweenaw  

Lake  

Lapeer  

Leelanau  

Lenawee  

Livingston  

Luce  

Mackinac  

Macomb  

Manistee  

Marquette  

Mason  

Mecosta  

Menominee  

Midland  

Missaukee  

Monroe  

Montcalm  

Montmorency.. 

Muskegon  

Newaygo  

Oakland  

Oceana  

Ogemaw  

Ontonagon  

Osceola  

Oscoda  

Otsego...  

Ottawa  


1950 
Population 

32,265 
31,750 
39,525 
33,038 
172,450 
38,040 
10,775 
17,682 
28,883 
107,124 
126,019 
4,569 
287,020 
2,901 
5,233 
35,636 
8,559 
64,401 
26,628 
8,105 
9,113 
184,251 
18,393 
47,475 
19,967 
18,884 
25,188 
25,478 
7,110 
75,274 
30,857 
4,096 
1 20,763 
21,473 
320,355 
16,031 
9,281 
10,245 
13,759 
3,108 
6,398 
73,357 


1940 
Population 

32,205 
29,092 
47,631 
32,584 
130,616 
35,710 
8,560 
20,243 
25,982 
93,108 
100,085 
5,159 
246,338 
4,004 
4,798 
32,116 
8,436 
53,110 
20,863 
7,423 
9,438 
107,638 
18,450 
47,144 
19,378 
16,902 
24,883 
27,094 
8,034 
58,620 
28,581 
3,840 
94,501 
19,286 
254,068 
14,812 
8,720 
11,359 
13,309 
2,543 
5,827 
59,660 


1950 
Families 

9,012 
8,868 
11,040 
9,228 
48,170 
10,625 
3,009 
4,939 
8,067 
29,922 
35,200 
1,276 
80,173 
810 
1,461 
9,954 
2,390 
17,989 
7,437 
2,263 
2,545 
51,466 
5,137 
13,261 
5,577 
5,274 
7,035 
7,116 
1,986 
21,026 
8,619 
1,144 
33,732 
5,998 
89,484 
4,477 
2,592 
2,861 
3,843 
868 
1,787 
20,490 


1950 
Radio-Families 

8,714 
9,593 
10,752 
8,941 
47,495 
10,306 
2,894 
4,731 
7,752 
29,383 
34,672 
1,186 
78,810 
770 
1,322 
9,725 
2,246 
17,611 
7,288 
2,106 
2,371 
50,848 
4,952 
12,823 
5,370 
5,005 
6,823 
6,902 
1,856 
20,563 
8,317 
1,054 
33,124 
5,716 
88,589 
4,271 
2,423 
2,743 
3,673 
806 
1,669 
20,223 


%  Radio 

96.7 

96.9 

97.4 

96.9 

98.6 

97.0 

96.2 

95.8 

96.1 

98.2 

98.5 

93.0 

98.3 

95.1 

90.5 

97.7 

94.0 
97.9 

98.0 
93.1 

93.2 
98.8 
86.4 
96.7 
96.3 
94.9 
97.0 
97.0 
93.5 
97.8 
96.5 
92.2 
98.2 
95.3 
99.0 
95.4 
93.5 
95.9 
95.6 
92.9 
93.4 
98.7 


1949 
Retail  Sales 
(Est.)  ($000) 

30,864 
22,327 
34,148 
24,954 
204,385 
28,237 
9,193 
14,447 
20,358 
116,130 
141,574 
1,970 
339,174 
1,314 
2,626 
21,671 
3,284 
57,701 
18,387 
5,253 
6,567 
119,640 
15,103 
39,400 
17,075 
12,476 
13,134 
26,925 
3,283 
53,631 
22,984 
3,284 
115,320 
13,790 
340,195 
10,507 
8,536 
7,224 
9,850 
1,971 
5,253 
57,788 


1948 
Retail  Sales 
U.  S.  ($000) 

27,883 
24,182 
29,928 
28,474 
184,663 
27,083 
9,343 
15,934 
20,327 
104,622 
122,681 
2,386 
294,972 
955 
2,892 
24,913 
4,158 
59,232 
21,458 
4,973 
7,023 
121,507 
13,870 
36,191 
19,528 
13,528 
15,789 
23,819 
4,354 
56,576 
23,051 
3,481 
116,489 
13,582 
313,918 
10,573 
8,295 
7,178 
9,685 
1,843 
5,514 
62,485 


Employment 
Mid-March 


Toxabl*  Pay- 
rolls—Ut  Qtr. 


1948 

1948  ($000) 

5/078 

2,840 

3,973 

7,934 

4,234 

3,507 

50,126 

tis.  one 

5,163 

1,132 

»J 

3/473 

i,yyy 

3,976 

2,471 

27,489 

19,929 

36,359 

358 

I/O 

96,133 

0«>,0I4 

208 

T7 
/  / 

149 

53 

2,425 

388 

1  AO 

low 

14,198 

y,  I04 

3,081 

l,OUU 

1,355 

769 

Am 

13,609 

3,258 

1  ATA 

10,651 

2,734 

1  389 

1,883 

972 

4,877 

9  710 

A,/  17 

10,059 

8,467 

235 

7R 
/  0 

1 1 ,784 

4,661 

X/Oto 

210 

lAA 
lUO 

40,845 

31,74G 

2,115 

1  ITA 

74,698 

Iv 

1  343 

788 

581 

252 

1,697 

937 

1,213 

555 

113 

29 

695 

367 

14,958 

9,90^ 

(Continued  on  page  118) 


50,000 


WATTS 


Covering  a 
17,000,000  Population  Area 
in  5  States 

CKLW  with  50,000  watt  power  is  hitting  an 
audience  of  17,000,000  people  in  a  5  state 
region  and  establishing  new  performance 
records  for  advertisers.  This  mighty  power, 
coupled  with  the  lowest  rate  of  any  major 
station  in  this  region  means  that  you  get 
more  for  every  dollar  you  spend  in  this  area 
when  you  use  CKLW.  Get  the  facts!  .  .  .  plan 
your  Fall  schedule  now! 


Adam  J.  Young,  Jr.,  Inc., 
National  Rep. 


J.  E.  Campeau 
President 


N  DM  A  N  A  i 


\ 

INDIANAPOIIS 


The  DETROIT  Area's  Greater  Buy! 
—  at  the  lowest  rate  of  any  major 
station  in  this  region! 
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CKLW 

Guardian  Building    •    Detroit  26 
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DETROIT 

.;:HoT  JpOT"  of  the  nation 


In  peacetime,  in  wartime  .  .  .  center  of  America's 
industrial  activity  is  dynamic  Detroit,  with  its 
mammoth  production  facilities  that  have  been  oper- 
ating at  full  capacity  for  ten  successive  years.  More 
than  one  million  workers  are  employed  in  this  fabu- 
lous market,  where  factory  wage  rates  are  the 
highest  of  the  nation's  five  largest  cities. 

It's  little  wonder  the  215  advertisers  who,  in  1949, 
spotted  their  sales  messages  in  Detroit  on  WWJ  had 
such  exceptional  successi 

If  your  advertising  budget  is  aimed  to  hit  the 
high-spots  in  the  nation's  markets,  top  spot  on  your 
list  should  be  Detroit  and  WWJ . . .  Detroit's  FIRST 
radio  station,  first  in  public  service  and  commimity 
acceptance  for  thirty  years. 


to  sell  it  in  Detroit 

. .  .  sp«t  it  •n 


fflRST-rN  DETROIT  Owned  and  Optroled  by  THE  DETROIT  NEWS 
NaUoiral  Repr*ttnfaf;v*t:   THE  GEORGE  P     HOLLINGBERY  COMPANY 


winner  of  the 
1949  duPont 
Award,  George 
Foster  Peabody 
Award,  Variety 
Award  for  out- 
standing station 
operation,  and  a 
host  of  others. 


AM— 950  KILOCYCLES— 5000  WAUS 
FM—CHANNBL  246—97. 1  MeOACYCLBS 
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I 


Augusi  14,  1950    •    Page  117 


MICHIGAN  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Presque  Isle 
Roscommon.... 

Saginaw  

St.  Clair  

Sf.  Joseph  

Sanilac  

Schoolcraft  

Shiaiwassee.- 

Tuscola  

Van  Buren.  .. 
Washtenaw... 

Wayne  

Wexford  


1950 
Population 

11,853 
5,805 
152,838 
91,175 
34,885 
30,737 
9,108 
45,704 
38,147 
38,939 
133,323 
2,419,699 
18,496 


1940 
Population 

12,250 
3,668 
1 30,468 
76,222 
31,749 
30,114 
9,524 
41,207 
35,694 
35,111 
80,810 
2,015,623 
17,976 


1950 

1950 

Families 

Radio-Families 

3,310 

3,094 

1,621 

1,531 

42,692 

41,/52 

25,467 

24,983 

9,744 

9,480 

8,585 

8,327 

2,544 

2,411 

1 2,766 

1 2,485 

10,655 

10,282 

10,876 

10,560 

37,241 

36,756 

675,893 

667,106 

5,166 

4,969 

%  Radio 

93.5 
94.5 
97.8 
98.1 
97.3 
97.0 
94.8 
97.8 
96.5 
97.1 
98.7 
98.7 
96.2 


1949 
Retail  Sales 
(Esv.)  (5000) 
7,880 
4>t3 
155,232 
95,01 4 
33,491 
22,327 
7,224 
33,499 
26,266 
30,207 
139,581 
2,939,156 
19,045 


(Continued  from  page  116) 

Taxable  Pay- 


1948 
Retail  Sales 
U.  S.  (SOOO) 
7,838 
6,864 
131,843 
82,777 
33,159 
23,479 
7,478 
38,219 
27,821 
32,291 
1 25,480 
2,566,614 
16,413 


Mid-March 

rells-ltt  QtT. 

1948 

1948  ($000) 

1,596 

945 

387 

152 

40,654 

27,837 

20,163 

12,863 

8,575 

5,308 

1,686 

756 

1,597 

762 

8,898 

4,890 

2,798 

M99 

4,702 

2,363 

39,951 

30,828 

932,483 

724,640 

■  4  012 

2,277 

MINNESOTA 


SPOT  RATE 

fam.,  97.9% 


15M 
24.00 
32.00 
5,926 


30M 
36.00 
48.00 
fam.. 


25.00 
30.00 
98.3°o 


ALBERT    LEA,    Freeborn,  9,622 

radio,   9,420   radio  fam. 
KATE,  250w,   1450kc,  ABC,  Bulmer  & 

son    (Minneapolis)    Pearson,  Conlan 
SB         IM  5M 
D       6.00      7.00  12.00 
N       7.00      8.00  16.00 
ALEXANDRIA,  Douglas, 

radio,   5,730   rodio  fam. 
KXRA,    250w,  1490kc 
D       2.00     3.00      6.00  12.00 
N       3.00      4.00      8.00  15.00 
AUSTIN,   Mower,   11,783  fam., 

11,583   radio  fam. 
KAUS,   Ikw,   1480kc,  MBS,  Crossley 
D       7.20      7.20    12.00    24.00  36.00 
N     12.00    12.00    20.00    40.00    60.00  100.00 
BEMIDJI,  Beltrami,  6,942  fam.,  94.3°i  radio, 

6,546    radio  fam. 
KBUN,   250w,    1450kc,   MBS,  Walker,  Cor.lon 
D       2.50      3.00      6.00    12.00    18.00  30.00 
N       4.50      6.00    12.00    24.00  36.00 
BRAINERD,    Crow   Wing,   8,569  fam., 

radio,   8,286  radio  fam. 
KLIZ,   250w,   1400kc,   MBS,  Lowson 
D       4.00      6.00     9,00    20.00  30.00 
N       6.00      8.00    12.00  30.00 
BRECKENRIDGE,    Wilkin,  2,944 

radio,   2,897   radio  fam. 
KBMW,  250w,  1450kc 
D       2.55      2.55      5.00  10.50 
N       3.40      3.40      6.60  14.00 


45.00 
fam.. 


John- 

1  Hr 
60.00 
80.00 
96.7% 


40.00 
50.00 
radio. 


60.00 


60.00 
96.7% 

50.00 
75.00 
97.8% 


21.00 
28.00 


36.00 
48.00 


FINDER 

CLOQUET,  Carlton,  6,853  fam., 

6,647   rodio  fam. 
WKLK,  250w,   1450kc,  Cooke 

SB  IM  5M  15M 
D  2.00  2.00  7.50  15.00 
N  2.20  2.20  8.50  16.50 
CROOKSTON,  Polk,  9,996  fam., 

9,706    radio  fam. 
KROX,   Ikw  D,  1050kc 

(CP.  Ikw,  1260kc) 
D       6.00      6.00    14.40  19.20 
N       7.50      7.50    18.00  24.00 
DULUTH,  St.  Louis  South,  57,318  fam., 

radio,  56,057  radio  fam 
3  AM  afFllIates, 
D       7.08  7.08 
N  13.50 


30M 
19.50 
36.40 

10,122  fam.,  97.2% 


5M  15M 
5.20  10.40 
10.40  19.50 


97.0%  radio. 


30M 
22.50 
25.00 
97.1% 


29.80 
36.00 


1  Hr 
37.50 
41.50 
radio. 


48.00 
60.00 
97.8% 


/eroge   1-tIme  rate 
11.48    21.91  38.00 
3.50    22.30    43.00  76.00 


KDAL,  5kw,  610kc,  CBS,  Avery-Knodel, 
D       9.00      9.00    15.00    30.00  45.00 
N     18.00    18.00    30.00  60.00 
WEBC,  5kw,    1320kc,  NBC 
D       7.00     7.00    10.00  20.00 
N      12.00    12.00    18.00  37.50 
WEBC-FM,   Chen.   222,  92.3mc 


90.00 

37.50 
75.00 
62kw, 


lOSOkc,  MBS, 


67.50 
J  3 1.66 
Hooper 
75.00 
150.00 

75.00 
140.00 
Bonus 
Weed, 


15.75  31.50 
31.50  63.00 
57,318  fom.. 


52.50 
105.00 
97.8% 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explonation  see  foreword. 


WREX,  lOkw-D,  5kw-N, 

Conlan,  Hooper 
D       5.25      5.25  9.45 
N     10.50    10.50  18.90 
ELY,   St.    Louis  Central, 

radio,   56,057   radio  fam. 
WXLT,   250w,  1450kc 
D       1.60      2  20      5.50      9.00  16.60 
N       '.20      ■?.60      7.20    12.00    21  00 
EVELETH   St.   Louis,   57,318  fom.,  97. 

dio,  56,057  rodio  fam. 
WEVE,    250w,    1340kc,    ABC,    Free   &  Peters, 

Conlan,  BMB 


32.0T 
42.00 
8%  ro- 


se IM 
D  3.15 
N  5.20 
FARIBAULT,  Rice, 

9,839    radio  fam. 
KDHL,  Ikw,  920kc,  Walker,  BMB 
D       4  50      6.00    12.00    24.00  36.00 
N       6.00      8.00    16.00    32.00  48.00 
FAIRMONT,  M.ortin,  7,135  fam.,  98.2% 

7,007  radio  fom. 
KSUM,    Ikw,    1370kc,    MBS,  Walker, 
D  7.20    12.00    24.00  36.00 

N  12.00    20.00    40.00  60.00 

FERGUS  FALLS,  Otter  Tail,  14,272  fom., 

radio,    13,787    radio  fam. 
KGDE,  250w,  i230kc,  MBS 
D       2  80      3.75      9.00    18.00  27.00 
N       3.75      5.00    12.00    24.00  36.00 
GRAND   RAPIDS,    Itasca,   9,226  fom., 

radio,    8,385    radio  fam. 
KBZY,  250w,   1490kc,  MBS 
D       4  00      4.00      7.00    14.00  21.00 
N      6.00     6.00    10.00    20.00  30.00 
HIBBING,  St.  Louis,  57,318  fam.,  97 

dio,  56,057  radio  fam. 
WMFG,  250w,  1240kc,  NBC 
D       2.80      2.80      4.15      8.30  15.20 
N       4.80      4.80     7.20    14.40  26.40 
MANKATO,   Blue  Earth,   10,673  fam., 

radio,   10,423   radio  fom.  


1  Hr 
36.40 
65.00 
radio, 

60.00 
80.00 
radio, 

Conlan 
60.00 
100.00 
96.6% 


45.00 
60.00 
96.3% 


35.00 
50.00 
.8%  ra- 


27.60 
48.00 
97.7% 


average    1 -time  rate 
12.00    24.00  36.00 
16.00    32.00  48.00 


2  AM  affiliates, 
D       4.00  6.00 

N       6.00  8.00    

KTOE,  Ikw,   1420kc,  ABC 
D       4.00      6.00    I'.OO    24.00  36.00 
N       6.00      8.00    16  00    32.00  48.00 
KYSM 


60.00 
80.00 


60.00 
80.00 

250w,  T230kc,  NBC,  Pearson,  Conlan. 

BMB   

0  4  00  6.00  12.00  74  00  36  00  60.no 
N  6  00  3.00  1-^  00  ^2  00  4fi  00  00 
KYSM-FM,   Chan.  278,   103.5m-,  47kw.  Pear- 


son, Bonus 


MARSHALL,   Lyon,  6,201    fam.,  94.1%  radio, 

5,835  radio  fam.  ,1 
KMHL,  250w,   UOOkc,  MBS,  Pearson  i) 

SB         IM      5M       15M     30M  1  Hr  ' 

D       4.00      6.00    12.00    24.00    36.00  60.00 

N      6.00     8.00    16.00    32.00    48.00  80.00 

MINNEAPOLIS  (St.  Paul),  Hennepin,  186,977 

fam.,  98.7%  radio,  184,546  radio  fom. 
4  AM  affiliates,  average  1-tIme  rate 
D     30.25    39.12    48.23    88.37  132.56  220.93 
N     41.66    65.00    64.37  167.50  251.25  418.7i 
4  AM  non-affiliates,  average   1-tIme  rate 
D       7.31      9.76    22.16    37.32    59.50  104.5,' 
N     12.50    16.00    43.50    67.50  100.00  1 80.0( 
KEYD,   5kw-D,   1440kc,   Rambeau  ( 
D       6.00      8.00    14.00    28.00    48.00  80.0(1 
KSTP,  50kw,  1500kc,   NBC,  Petry 
D     40.00    50.00    60.00  100.00  150.00  250.01 
N     80.00  100.00  200.00  300.00  500.01 

KSTP-FM,  Chan.  271,  102. Imc,  2kw,  Bonus 
KSTP-TV,  Chan.  5,  17.3kw-aur.;  24.7kw-vis. 
NBC,  Petr/ 

D  75.00    95.00  150.00  225.00  375.0  ' 

N  100.00  126.00  200.00  300.00  500.O 

WCCO,    50kw,    830kc,    CBS,    Radio  Sale; 

Hooper,  BMB 
D     57.00    72.00    72.00  144.00  216.00  360.0 
N  95.00  240.00  360.00  600.0 

WDGY,    50kw-D,    25kw-N,     1130kc,  Aver, 

Knodel,  BMB 
D      10.50    14.00    42.00    56.00    84.00  140.C 
N     15.00    20.00    60.00    80.00  120.00  200.C 
WLOL,    5kw,    1330kc,    MBS,    Blair,  Hoooer 
n      9  m    n  no    30  94    40. 50    74.25  i'''^."  , 
N     15.00    20.00    68.75  110  00  165.00  275.C  1 
WMIN.   250w.    140O'-T.   Rarllo   Reps  I 
D       7  00      o  no    20  no    40.00    60  00  120.C 
N     in  01    T'.OO    '"'00    55.00    80  00  160.( 
WMIN-FM,  Cha-i.  753,  99.5-nc,  lOO^w,  Bon 

'Continued  on  page  120) 


MINNEAPOLIS  (40% 

421/0 


Hir^NEPIN  COUNTY 

ST.  PAUL 

RAMSEY  COUNTY 


OF  MINNESOTA'S 
FAMILIES 

OF  MINNESOTA'S 
RETAIL  SALES 


HENNEPIN  AND  RAMSEY 
COUNTY  DATA 


POPULATION 
FAMILIES 
RADIO  HOMES 

TOTAL  '49  RETAIL  SALES 
FOOD 

GEN'L  MDSE. 
APPAREL 

EATING  -  DRINKING 

AUTOMOTIVE 

DRUG 


999,500 
304,480 
300,520 

$1,231,570,000 
244,362,000 
281,264,000 
88,932,000 
91,206,000 
214,246,000 
38,913,000 


WLOL    DELIVERS   MORE    listeners  per  DOLLAR  AND  HAS    MORE   LOCAL  ADVERTISERS 

THAN  ANY  OTHER  TWIN  CITY  STATION 

MINNEAPOLIS 
1330  KC 

REP.  —  JOHN  BLAIR  &  CO. 


ST.  PAUL 
5000  WATTS  FULL  TIME 

MUTUAL 


WLOL 


THE  STATION  THAT  DOES  MORE  IN  SPORTS 
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fWW 


£CO/VO/Vf/r*/I/     ^\      MINNEAPOLrS  •  ST.  PAUL 

^f'-ow  Rotes  for  Such  High  p  1  Norfbmsf 

f*ower)]  Empire  Station 

Represented  Nationally  by  AVERY-KNODEL,  lnc» 

Mel  Drake,  Vice  President 
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42.00  70.00 
31.50  52.50 
97.2%  radio. 


49kw 
30.00 
48.00 

fam.. 


30.00 
fam.. 


50.00 
80.00 
97.7% 


50.00 
98.0% 


MINNESOTA 

SPOT  RATE  FINDER 

(Continued  from  page  118) 

WPBC,  500w-D,  980kc,  Sears  &  Ayer,  Hooper 
SB        IM      5M       15M     30M     1  Hr 
D       5.75      8.05    12.65    25.30    46.00  78.20 
WTCN,  5kw  D,  Ikw-N,  1280kc,  ABC,  Free  & 

Peters,  Hooper 
D     15.00    22.50    30.00    60.00    90.00  150.00 
N     30.00    45.00    60.00  120.00  180.00  300.00 
WTCN-FM,  Chan.  246,  97.1mc,  12kw,  Free  & 

Peters 

(No  rates  available) 
WTCN-TV,  Chan.  4,  9.2kw-aur.;  17.9kw-vis., 

ABC,  CBS,  DuMont,  Free  &  Peters 
D     37.50    75.00    95.00  150.00  225.00  375.00 
S     50.00  100.00  126.00  200.00  300.00  500.00 
MOREHEAD,  Clay,  8,340  fam.,  97.9%  radio, 

8,165  radio  fam. 
KVOX,  250w,  1340kc,  MBS,  Walker,  Conlan 
D       3.95      5.25    12.00    24.00    36.00  60.0D 
M      5.25      7.00    17.00    34.00    51.00  85,00 
NfW  ULM,  Brown,  7,228  fam.,  97.5%  radio, 

/  "47  radio  fam. 
'vNUJ,    Ikw-D,   860kc,  Conlan 
i>       5.25      7.00    14.00  28.00 
N      3.50     5.25    10.50  21.00 
NORTHFIELD,  Rice,  10,122  fam., 

9,839  radio  fam. 
WCAL,  5kw-D,  770kc 

(Noncommercial) 
WCAL-FM,  Chan.  239,  95.7mc, 
D      3.50     5.00    10.00  20.00 
N      6.00     8.00    16.00  32.00 
RED   WING,   Goodhue,  8,961 

radio,  8,755  radio  fam. 
KAAA,  Ikw-D,  1250kc 
D      5.00     6.00    10.00  20.00 
ROCHESTER,    Olmsted,  13,230 

rodio,   12,965   radio  fam.  

2  AM  affiliates,  average  1-time  rate 
D      4.50     6.00    12.00    24.00    36.00  60.00 
N      6.00     3.50    16.00    32.00    48.00  80.00 
KIER,  500w-D,  Ikw-N,  970kc,  ABC,  Pearson 
D       4.00     6.00    12.00    24.00    36.00  60.00 
N      6.00     8.00    16.00    32.00    48.00  80.00 
KROC,   250w,   1340kc,   NBC,  Pearson 
O      5.00     6.00    12.00    24.00    36.00  60.00 
N      6.00     9.00    16.00    32.00    48.00  80.00 
KROC-FM,  Chan.  234,   94.6mc,  250w,  Bonus 
ST.  CLOUD,  Stearns  19,667  fam.,  97.1%  ra- 
dio,  19,097  radio  fam. 
KFAM,  250w,  1450kc,  NBC 
D       4.50      4.50    10.90    27.75    40.80  68.00 
N      6.75     6.75    13.60    34.00    51.00  85.00 
KFAM-FM.  Chan.  284,  104.7mc,  50kw,  Bonus 
WJON,  250w,  1240kc 

(No  rates  available) 
ST.  PAUl 

(See  MlnneoDolis  Listing) 
STIllWATER.  Woshington,  9,597  fam.,  98.0% 

radio,   9,405   radio  fam. 
WSHB,  250w-D.  1220l<c 

D  2.75  4.00  9.00  20.00  30  00  ."iO.OO 
THIEF  RIVER  FAllS.  Pennington,  3,613  fam., 

95.9%   radio,   3.456   radio  fam. 
KTRF,    250w,    1230kc,    Bulmer    &  Johnson, 

Conlan 

D  2.00  3.00  8.00  IR.nO  7.5  00  40  00 
N  2.70  4.00  9.00  20  00  30.00  ."iO  00 
VIRGINIA.    St.    Louis,    57,318    fam.,  97.8% 

radio,  56,057  radio  fam. 
WHLB.   250w,    1400kc,   NBC,   Ra-Tel,  Bulme' 

&  Johnson 

D       2.40  3.60     7.20    13.20  24.0'! 

N       4.80  7.90    14  40    26.40    48  "0 

WADENA.   Wadena,   3,552   fam.,   95.6%  ra- 
dio, 3.396  rodio  fam. 
KWAD,  Ikw,  920kc,  MBS,  Bu'mer  8.  Jol--"- 
D       5.75      5.75      "  50         00    31  00  "'^ 
N      6.75      6.75    13.50    28  00    42.00    70  00 


Note:  All  Rotes  one-time.  Sources;  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
SMB.  For  complete  explanation  see  forev/ord. 


WILLMAR,  Kandiyohi,  7,967  fam.,  97.9%  ra- 
dio, 7,800  radio  fam. 
KWLM,  250w,  1340kc,  ABC,  Pearson,  Conlan 
SB        IM      5M       15M      30M     1  Hr 
D       4.00      6.00    12.00    24.00    36.00  60.00 
N       6.00      8.00    16.00    32.00    48.00  80.00 
WINONA,  Winona,  11,104  fam,  96.9%  radio, 
10,760  radio  fam. 


KWNO,  250w,  1230kc,  ABC,  Pearson,  Conlan 
SB        IM      5M      15M     30M     1  Hr 
D       4.20     6.00    10.20    20.40    30.60  51.00 
N      6.00     8.00    17.00    34.00    51.00  85.00 

KWNO-FM,  Chan.  248,  97.5mc,  55kw,  Pear- 
son, Bonus 


WORTHINGTON,  Nobles,  6,251   fam.,  98.6 

radio,  6,163  radio  fam. 
KWOA,  Ikw-D,  730kc,  Bulmer  &  Johnson 

SB  IM  5M  15M  30M  1  I- 
D  4.30  6.75  10.80  21.60  31.40  54. 
N       5.00      8.50    16.00    31.40    48.60  81. 


The  NBC  Affiliate  for  Central  Minnesota 


AM 


•KFAM 


FM 


St.  Cloud,  Minn. 


CENTRAL  Minnesota's  dominant  radio  sta- 
tion, KFAM,  has  been  serving  an  eleven 
county  prosperous  farm  market  since  June, 
1938.  Today,  KFAM  offers  national  and  re- 
gional advertisers  AM  and  FM  coverage  at 
the  same  rate. 


The 


Owned  by  The  Times  Publishing  Com- 
^  pany,  KFAM,  the  NBC  affiliate  for  the 
St.  Cloud  trading  area,  reaches  a  population 
of  nearly  300,000.  St.  Cloud  and  suburbs  today 
total  33,410.  KFAM  enjoys  wide  prestige 
and  popularity  in  Minnesota — factors  that 
make  sales  for  your  product. 


Voice    of    Central  Minnesota^* 

Write  for  complete  information  today 

Owned    and    Operated   by   The    Times    Publishing  Company 
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\iM>\n      it  \uv 


p  ,  _  n-   The  North- 
,  1/ ^ V -Ess-Tee-*^      .   ^^^j^^  ,  Influen- 

KSTP  -^fi^^  Radio  Sta^;Xandise.  (geo.,  In 
„P9t's  ^^^-n  Moving  ^l^t^t  one  of  America's 
S     ■  •        St  PaulI^^Sf;  onlv  T>vin  City 
Minneapo^^^l^dlo  City  Bld^^  Tadio-televisio; 
-Big  'Ten  •        e9peo|}jfp*°noted  for  .ts  re- 
structure Du  r?„<,tomer9.  »e..av.  con- 
production,  ^^j^fied  c«sto"i928.  Pioneer  m 
nevvals         f      ^rs  ^l^^.L.)  50.000  watts, 
tract  life  11^^  television-, >etry  &  Co.  (seru.i 
^^e^^feP  >  ^^S'^reluUy  cit^d  - 
Rasic  Nd«^-  Vrotnotion     „  ^  g  bureau.  Top 

^S-"^'ntfon%t|,'"nS  SSn  higher  than 
best  in  "f^'?  with  Hoopers  ^.^.t  ,,  experts, 
rated  \^  ^et  Staffed  wit\^  ^^l  ^^^^ 

net  features.  ^  ^  vision  ^er  since  1939. 
KSTP-TV  '-^^lif^l^lSr^i  local  shows 
Channel  t).^  ^    neatest  pr"  . 
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MINNESOTA  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Aitken  

Anoka  

Becker  

Beltrami  

Benton  

Big  Stone  

Blue  Earth  

Brown  

Carlton  

Carver  

Cass  

Chippewa  

Chisago  

Clay  

Clearwater  

Cook  

Cottonwood   

Crow  Wing  ... 

Dakota  

Dodge  

Douglas  

Foirbault  

Fillmore  

Freeborn  

Goodhue  

Grant  

Hennepin  

Houston  

Hubbard  

Isanti  

Itasca  

Jackson  

Kanabec  

Kandiyohi  

Kittson  

Koochiching  

Lac  Qui  Parle  . 


1950 

Population 

1 4,269 
35,556 
24,468 
24,854 
15,862 

9,574 
38,210 
25,878 
24,534 
18,177 
19,099 
16,718 
12,610 
29,857 
10,158 

2,880 
15,759 
30,676 
49,055 
12,608 
21,215 
23,847 
24,446 
34,447 
32,080 

9,532 
669,377 
14,419 
1 1 ,084 
12,094 
33,028 
16,322 

9,204 
28,521 

9,621 
16,848 
14,508 


1940 

Population 

17,865 
22,443 
26,562 
26,107 
16,160 
10,447 
36,203 
25,544 
24,212 
17,606 
20,646 
16,927 
13,124 
25,337 
11,153 

3,030 
16,143 
30,226 
39,660 
12,931 
20,369 
23,941 
25,830 
31,780 
31,564 

9,828 
568,899 
14,735 
11,085 
12,950 
32,996 
16,805 

9,651 
26,524 
10,717 
16,930 
15,509 


1950 

Families 

3,986 
9,932 
6,835 
6,942 
4,431 
2,674 

10,673 
7,228 
6,853 
5,077 
5,335 
4,670 
3,522 
8,340 
2,837 
804 
4,401 
8,569 

13,703 
3,521 
5,926 
6,661 
6,828 
9,622 
8,961 
2,662 
1 86,977 
4,028 
3,096 
3,378 
9,226 
4,559 
2,571 
7,967 
2,687 
4,706 
4,053 


1950 
Radio-Families 

3,815 
9,694 
6,609 
6,546 
4,258 
2,629 

10,428 
7,047 
6,647 
4,925 
5,063 
4,572 
3,412 
8,165 
2,698 
759 
4,317 
8,286 

13,484 
3,436 
5,730 
6,534 
6,623 
9,420 
8,755 
2,603 
184,546 
3,903 
2,907 
3,260 
8,885 
4,463 
2,463 
7,800 
2,590 
4,353 
3,996 


1949 

1948 

Employment 

Taxable  Poy 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls — 1  st  OlT 

U.  S.  (SOOO) 

1948 

1948  (SOOC 

95.7 

8,764 

8,479 

712 

27 

97.6 

11,534 

13,377 

1,906 

9» 

96.7 

14,538 

16,002 

1,542 

61 

94.3 

20,363 

20,110 

2,444 

1,01 ' 

96.1 

10,173 

1 2,576 

1,013 

,1  1 

98.3 

10,023 

10,623 

860 

3  1 

97.7 

44,577 

48,882 

6,862 

3,7 

97.5 

24,073 

26,244 

3,302 

1,6 

97.0 

17,225  ' 

17,128 

4,580 

2,6 

97.0 

12,439 

13,640 

1,273 

5 

94.9 

9,351  . 

10,508 

1,128 

97.9 

16,619 

1 8,675 

1 ,674 

' 

96.9 

8,109 

8,209 

871 

3 

97.9 

21,355 

33,037 

2,789 

1,3 

95.1 

5,304 

6;845 

575 

1 

94.4 

2,283 

2,380 

450 

2 

98.1 

12,809 

15,214 

1,190 

41 

96.7 

26,826 

30,984 

3,980 

1,91 

98.4 

29,614 

35,048 

11,411 

8,0, ' 

97.6  . 

7,454 

8,538 

613 

2! 

96.7 

16,417 

20,625 

1,817 

7! 

98.1 

21,254 

22,683 

2,014 

%\ 

97.0 

16,619 

20,237 

1,674 

a. 

97.9 

29,178 

32,786 

.  5,954 

3,3 

97.7 

28,488 

32,304 

5,222 

2,8 

97.8 

7,571 

8,580 

468 

1 

OQ  7 

yo./ 

846  719 

787  300 

218  398 

141/1 

96.9 

8,930 

10,216 

1,005 

3 

93.9 

6,446 

7,335 

932 

2; 

96.5 

7,269 

8,048 

1,009 

4' 

96.3 

22,933 

26,609 

4,474 

2,4 

97.9 

11,214 

13,913 

1,112 

41 

95.8 

5,440 

6,233 

OU/ 

97.9 

22,394 

27,273 

2,371 

1,01 

96.4 

8,143 

7,410 

485 

1  1 

92.5 

14,034 

13,855 

3,781 

2,51 

98.6 

9,772 

11,864 

818 

f Continued  on 

page  12- 

Sources:  1950  Population,  field  reports 
copyright  1950 
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Atation 


pulled 


1,007  LETTERS  FROM  ONE 
ANNOUNCEMENT  ON  ONE  PROGRAM 

KEYD's  popular  Slim  Jim  played  a  "mystery  tune"  on  his  regular 
12  to  12:30  noon  program  of  January  19,  1949.  In  response  to 
his  request  for  the  title  of  the  number,  1,007  listeners  sent  in  letters. 
Mail  came  from  54  counties  in  Minn.,  S.  Dak.,  Iowa  and 
Wisconsin. 

~  —YOUR  KEY  TO  FAMILY  LISTENING  IN 
THIS  GREAT  MARKET 


keyd 


Get  greater  advertising  results  with  KEYD,  because  KEYD  gives 
more  listeners  and  better  coverage  per  dollar  invested.  KEYD  s 
family  interest  programming  produces  loyal  audience  response 
from  all  age  groups  in  both  farm  and  city  homes.  Take  ad- 
vantage of  this  natural  key  to  family  listening.  Reach  a  profitable 
market  for  your  product  in  these  rich  metropolitan  and  rural 
counties  by  using  KEYD. 

LEE  WHITING,  General  Manager 

HAROLD  A.  WINTHER,  Com'l  Mgr. 


MARKET  INDICATORS  FOR  MINNESOTA 


KEYD 


5,000 
WATTS 

(d) 

FAMILY  BROADCASTING  CORP. 

NINTH  AND  HENNEPIN   •  MINNEAPOLIS  2,  MINN. 

Represented  by  Rambeau 
New  York— Chicago- -Los  Angeles— San  Francisco 


CLASSIFICATIONS  FIGURES 

Population                                       2,967,210  '50 

%  of  U.  S                                          1.98%  '50 

FamiUes                                            828,829  '50 

Percent  Radio                                     97.7%  '49 

Radio  Families                                  809,765  '50 

Retail  Sales                             $2,901,975,000  '49 

Retail  Trade  Employes                       152,939  '48 

Wholesale  Sales  Volume            $4,934,363,000  '48 

Wholesale  Trade  Employes  . . .             52,838  '48 

Employment  (Mid-March)  .  .  .           589,138  '48 

Taxable  Payrolls  (1st  quarter)  $  357,951,000  '48 

Income                                     $3,970,000,000  '48 

Percent  distribution                         1.93%  '48 

Per  Capita  Income                               $1,353  '48 

Percent  of  national  per  capita 

income                                              96%  '48 

New  Construction  (Private) . .  $  278,900,000  '49 

Residential                             $  127,700,000  '49 

Non-Residential                     $     55,200,000  '49 

Value  added  by  Manufacture.  $1,022,586,000  '47 

Automobile  Registration                  1,066,992  '49 

Telephones                                           839,^09  '49 


2,792,300 
2.12% 
735,980 
95.2% 
689,000 
2,896,613,000 
109,539 
1,458,200,000 
39,002 
571,749 
315,717,000 
1,424,000,000 
1.88% 
509 

89% 
76,400,000 
38,700,000 
12,000,000 
306,840,000 
977,474 
641,000 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduc 
unlicensed.   1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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Telecastii 


Like  Chocolate? 

Want  to  try  a  cake  made  only  with  Chocolate? 


What  makes  the  chocolate  cake  taste  so  good  are  the 
ingredients  added  to  Chocolate 


VIDEO  is  the  chocolate  in  today's  sales 
cake.  But,  like  the  complete  cake,  top 
sales  results  require  the  right  combina- 
tion of  VIDEO  with  all  the  other  im- 
portant ingredients  (AUDIO). 
WTCN  serves  you  this  wealthy  Minne- 
apolis-St.  Paul  market  on  a  silver  plat- 
ter— with  the  right  combination  of  sales 
ingredients.  VIDEO — to  show  people 


what  you  make  and  how  it  works. 
AUDIO — to  make  possible  frequent, 
low-cost  reminders  that  you  have  a 
product  that  does  work. 
Buy  the  right  combination  of  AUDIO 
and  VIDEO  together  on  WTCN. 
Write,  phone,  or  wire  WTCN,  Radio 
City,  Minneapolis,  Minnesota,  or  see 
your  Free  and  Peters  representative. 


AUDIO 


MINNEAPOLIS  — ST.  PAUL 


VIDEO 


AUDIO— ABC  NETWORK  •  •  •  video— ABC— DUMONT— CBS 
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1949 

1948 

Employment 

Taxable  Pa 

1950 
Population 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Q 

Population 

Families 

Radio-Families 

(Es;.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($00  j 

7,768 

6,956 

2  170 

1  990 

91.7 

6,009 

5,868 

505 

T. 

4,897 

5,975 

1  ,  JOo 

1 

95.5  yj 

2,412 

3,326 

358 

1 

1 9,047 

19,227 

1 R7 

97.5 

12,726 

15,986 

2,027 

1,1 

10,182 

10,797 

O  Q  jf  >4 

z,o44 

0  np 

75.2 

6,010 

8,084 

513 

1 

Ol  KAO 

6  201 

5  835 

94.1 

22,562 

27,582 

2,367 

1,C 

z  1  ,<jou 

o,  1  y/ 

fi7'5 

94.8 

18,383 

22,356 

2,400 

1,C 

A  OOQ 

o,yyo 

0,U04 

1  ,yoo 

1  ,o«7«l 

94.8 

3,575 

4,063 

228 

16  197 

1  0,J04 

4  524 

A  101 

97.1 

9,300 

10,539 

650 

25,543 

24,656 

7,135 

7  rtrt7 

/,uu/ 

98.2 

23,503 

24,716 

2,886 

1,; 

\7  ,£.1 1 

C  001 

5  1 43 

97.2 

1 3,480 

15,799 

1,686 

7 

15,109 

15,558 

4,220 

J  n>«o 

95.8 

1 1,532 

1 2,790 

1 ,004 

26,695 

0*7  j*70 

7  ,(K7 

/,I44 

95.8 

15,344 

17,461 

1,829 

4z,  1  o4 

36, 1 13 

1 1 ,783 

1 1  ,583 

98.3 

41,571 

40,721 

7,865 

1  4,/  /  0 

1  D,Uou 

,4  1  07 
4, 1 

4,UJO 

98.3 

8,981 

10,759 

921 

20  952 

1 8  282 

5  853 

5  748 

98.2 

9,484 

11,165 

1,287 

( 

22  382 

21  215 

A  O'?! 

o,zo  1 

A  1  A1 
O,  1  GO 

98.6 

21,170 

25,306 

1,989 

t 
'. 

12  850 

14  746 

3  589 

3  489 

97.1 

8,964 

9,420 

594 

47,362 

42  658 

13  230 

12  965 

98.0 

52,329 

52,042 

9,603 

5,1 

51,094 

53,192 

14  272 

13  787 

96.6 

31,141 

36,022 

4,138 

1,' 

12,933 

12,913 

3  613 

3  465 

95.9 

12,726 

15,123 

1,493 

c 

1 8,203 

21,478 

5  085 

4  871 

95.8- 

11,298 

12,161 

1,036 

13,995 

1 3,794 

3  909 

3  842 

98.3 

1 4,690 

16,020 

1,533 

■i 

35,785 

37,734 

9  996 

7  706 

97.1 

27,934 

30,266 

3,129 

1, 

12,821 

13,544 

3  581 

3  495 

97.6 

7,738 

7,841 

790 

- 

353,400 

309,935 

98  715 

97  432 

98.7 

521,666 

421,508 

118,109 

76,' 

6,805 

7,413 

1  900 

1  833 

96.5 

4,246 

5,017 

358 

1 

22,113 

22,290 

6  176 

6  058 

98.1 

1 7,896 

21,365 

1,966 

: 

23,915 

24,625 

6,680 

6  566 

98.3 

-  a  18,148 

.  20,074 

1,439 

36,238 

32, 1 60 

10  122 

9  839 

97.2 

25,031 

27,617 

3,733 

1," 

1 1,271 

10,933 

3,148 

3  081 

97.9 

8,779 

11,090 

942 

« 
1 

14,491 

15,103 

4  048 

3  870 

95.6 

8,176 

10,088 

860 

205,199 

260,917 

57,318 

56  057 

97.8 

230,188 

198,651 

52,155 

32.^ 

16,459 

15,585 

4  597 

4  459 

97.0 

10,946 

1 2,099 

1,296 

10,637 

1 0  456 

2  971 

2  852 

96.0 

5,674 

5,560 

437 

15,829 

16,625 

4  421 

4  319 

97.7 

10,022 

1 1 ,067 

981 

70,408 

67,200 

19  667 

1 9  097 

97.1 

51,035 

64,956 

8,206 

4, 

21,127 

1 9,749 

5,901 

5  759 

97.6 

1 8,903 

22,053 

3,152 

li 

1 1,1 14 

1 1,039 

3,104 

3  010 

97.0 

9,368 

10,391 

940 

1 5,820 

1 5,469 

4,419 

4  317 

97.7 

12,005 

17,586 

1,203 

25,410 

27,438 

7,098 

6  842 

96.4 

13,900 

16,821 

1,351 

8,064 

8,283 

2,253 

2  224 

98.7 

6,077 

7,857 

580 

16,883 

17,653 

4,716 

4  579 

97.1 

1 2,406 

14,489 

1,462 

12,716 

12,772 

3,552 

3,396 

95.6 

1 0,476 

13,551 

1,236 

14,933 

15,186 

4,171 

4,058 

97.3 

1 1 ,583 

13,874 

1,453 

1 

34,356 

26,430 

9,597 

9,405 

98.0 

20,095 

23,831 

3,683 

13,872 

13,902 

3,874 

3,815 

98.5 

12,238 

13,020 

1,542 

I' 

10,542 

10,475 

2,944 

2,879 

97.8 

6,851 

8,789 

591 

39,753 

37,795 

11,104 

10,760 

96.9 

37,469 

37,045 

7,717 

4 

27,693 

27,550 

7,735 

7.472 

96.6 

17,577 

24,226 

2,111 

16,229 

16,917 

4,533 

4,470 

98.6 

12.104 

14,782 

1,066 

County 

lake  

Lake  of  the  Woods  

Le  Sueur  

Lincoln  

Lyon  -  

McLeod  

Mahnomen  

Marshall  

Martin  

Meeker  

Mille  Lacs  

Morrison  

Mower  

Murray  

Nicollet  

Nobles  

Norman  

Olmsteod  

OHer  Tail  

Pennington  

Pine  

Pipestone  

Po4k  

Pope  

Ramsey  

Red  Lake  

Redwood  

Renville  

Rice  

Rock  

Roseau  

St.  Louis  

Scott  

Sherburne  

Sibley  

Stearns  

Steele  

Stevens  

Swift  

Todd  

Traverse  

Wabasha  

Wadena  

Waseca  

Washington  

Watonwan  

Wilkin  

Winona  

Wright  

Yellow  Medicine  

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  So  , 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Comme 


MISSISSIPPI 


SPOT  RATE  FINDER 


BILOXI,  Harrison,  23,295  fam.,  84.1%  radio, 

19,591   radio  fam. 
WGCM,  250w,  1240kc 

(See  Golfport,  Miss.) 
WLOX,   250w,   1490kc,  MBS,  Rambeau 

SB  1M  5M  15M  30M  1  Hr 
D  3.50  3.50  7.00  14.00  21.00  35.00 
N  6.00  6.00  12.00  24.00  36.00  60.00 
WVMI,  Ikw,  570kc 

D  4.50  6.00  12.00  24.00  36.00  60.00 
N  4.50  6.00  12.00  24.00  36.00  60.00 
BROOKHAVEN,    Lincoln,   7,775   fam.,  80.1% 

radio,  6,228  radio  fam. 
WJMB,  250w,  1340kc,  Continental 
D      2.70     3.50     6.15    14.50    24.25  45.50 
N      2.70     3.50     6.15    14.50    24.25  45.50 
CLARKSDALE,  Coahoma,  13,755  fam.,  75.8% 

radio,  10,426  radio  fam. 
WROX,   250w,   1450kc,  MBS 
D      5.00     5.00    10.00    24.00    36.00  60.00 
N      5.00     5.00    10.00    24.00    36.00  60.00 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Meridian  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WTOK 


CLEVELAND,    Bolivar,    17,524    fam.,  77.8% 

radio,  13,634  radio  fam. 
WCLD,  250w,  1490kc,  LBS,  McGillvra 

SB  1M  5M  15M  30M  1  Hr 
D  1.50  2.75  7.50  10.00  16.00  35.00 
N  1.50  2.75  7.50  10.00  16.00  35.00 
COLUMBIA,  Marion,  6,669  fam.,  77.7%  radio, 

5,182  radio  fam. 
WCJU,  250w,  1450kc,  MBS,  BMB 
b  2.89     5.51    10.71    16.32  27.88 

N  4.48      8.02    15.92    25.71  42.85 

COLUMBUS,    Lowndes,    10,556    fam.,  85.0% 

radio,  8,973  radio  fam. 
WACR,  250w-D,  lOSOkc 

D       3.40     3.40     7.50    12.75    21.25  42.50 
N      5.00     5.00    10.00    21.25    36.00  60.00 
WCBI,  250w,  1340kc,  MBS,  Mid  South 
D  5.00    10.00    24.00    36.00  60.00 

N  5.00    10.00    24.00    36.00  60.00 

CORINTH,  Alcorn,  7,548  fam.,  85.1%  radio, 

6,423  radio  fam. 
WCMA,   250w,   1230kc,  MBS,  Burn-Smith 
D       4.00      5.00      8.00    13.00    24.00  45.00 
N       5.00      6.00    11.00    25.00    40.00  70.00 
GREENVILLE,  Washington,  19,630  fam.,  75.7% 

radio,  14,860  radio  fam. 
WGVM,  Ikw-D,   1260kc,  Friedenberg 
D  4.50     6.00    12.50    20.00  35.00 

WJPR,  250w,  1340kc,  MBS,  Sears  &  Ayer 
D       5.50     6.50    10.00    18.00    36.00  60.00 
N       5.50     6.50    10.00    18.00    36.00  60.00 
WJPR-FM,  Chan.  270,  101.9mc,  19.1kw,  Bonus 
GREENWOOD,    Leflore,    14,297   fam.,  78.4% 

radio,  11,203  radio  fam. 
WABG,  Ikw  D,  960kc 

D       5.50     6.50    10.00    18.00    36.00  60.00 
WGRM,  250w,  1240kc,  NBC 
D       6.00     6.00     9.00    22.50    40.00  75.00 
N      3.50     3.50     9.00    22.50    40.00  75.00 


MARKET  INDICATORS  FOR  MISSISSIPPI 

CLASSIFICATIONS  FIGURES 

Population                                       2,171,806  '50  2,183,796 

%  of  U.S                                           1.45%  '50  1.66% 

FamiUes                                              606,649  '50  543,600 

Percent  Radio                                     79.8%  '49  66.2% 

Radio  Families                                  484,105  '50  358,000 

Retail  Sales   31,142,287,000  '49  992,700,000 

Retail  Trade  Employes                        54,605  '48  34,884 

Wholesale  Sales  Voluigie  .....  3  977,523,000  '48  245,200,000 

Wholesale  Trade  Empl«yes  . .  .             13,957  '48  7,270 

Employment  (Mid-March)  . .  .           217,768  '48  220,909 

Taxable  Payrolls  (1st  quarter)  $    91,935,000  '48  86,720,000 

Income    $1,603,000,000  '48  444,000,000 

Percent  distribution                         0.78%  '48  0.58% 

Per  Capita  Income                                $758  '48  202 

Percent  of  national  per  capita 

income                                              54%  '48  35% 

New  Construction  (Private) . .  $    88,100,0(10  '47  22,600,000 

Residential  $    31,700,000  '47  9,500,000 

Non-Residential   $    15,000,000  '48  2,300,000 

Value  added  by  Manufacture .  $  300,184,000  '47  72,661,000 

Automobile  Registration                    438,412  '49  397,723 

Telephones                                       193,600  '49  117,900 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduc 

unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  J.948  Census  of  Business. 


GRENADA,  Grenada,  5,243  fam.,  78.5%  ra- 
dio, 4,115  radio  fam. 
WNAG,  250w,   1400kc,  MBS,  Radio  Sales 

SB  1M  5M  15M  30M  1  Hr 
D  5.00  5.00  10.00  24.00  36.00  60.00 
N  5.00  5.00  10.00  24.00  36.00  60.00 
GULFPORT,    Harrison,    23,295    fam.,  84.1% 

radio,   19,591    radio  fam. 
WGCM,   250w,   1240kc,   ABC,   LBS,   Sears  & 
Ayer 

D  3.50  3.50  7.00  14.00  21.00  35.00 
j  N      6.00     6.00    12.00    24.00    36.00  60.00 


WGCM-FM,  Chan.  268,  101 .5mc,  3kw,  1 
HATTIESBURG,   Forrest,    12,543   fam.,  8 

radio,  10,110  radio  fam. 
WFOR,  250w,  1400kc,  NBC,  Hollingbery 

Conlan 

5M      15M  30M 
9.00    18.00  27.00 
15.00    30.00  45.00 
250,  97.9mc,  2kw,  He 


SB  1M 

D       4.50  4.50 

N       7.50  7  50 

WFOR-FM,  Chan. 

bery 

D       3.00  3.00 

N      5.00  5.00 


6.00 
10.00 


12.00 
20.00 


18.00 
30.00 
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if,  250w,  1230kc,  BMB 

SB        IM      5M      15M  30M 

4  25                8.75    15.00  24.00 

7  50              12.00    20.00  36.00 


1  Hr 

40.00 
60.00 


(SON,  Hinds,  39,519  tarn.,  84.0%  radio, 
195  radio  fam. 


affiliates,  average  1-time  rate 
'.85  8.35  11.87  20.18  30.81 
.12    11.87    20.00    37.31  57.00 


53.12 
95.00 


ijlO. 


5kw-D,  Ikw-N,  1300kc,  NBC,  Holling- 

.00  10.00  15.00  24.00  36.00  60.00 
.00    15.00    25.00    48.00    72.00  120.00 

-FM,   Chan.   275,    102.9mc,  50kw 

1.50  3.00  5.00  10.00  15.00 
1.50     3.00     5.00    10.00  15.00 


JS,  250w,  1400kc,  CBS 
3.40     3.40     7.50    12.75  21. 
5.00     5.00    10.00    21.25  36. 


25  42.50 
00  60.00 


ii  lN,  250w,  1450kc 

If  5.00     6.00     8.00  15.00  25.00  40.00 

1   8.20    10.00    15.00  30.00  50.00  85.00 

;|C,  5kw-D,  Ikw-N,  620kc,  MBS,  Branham, 
,!.nlan,  BMB 

'1  8.00     8.00    10.00  20.00  30.00  50.00 

5,ii|12.50    12.50    20.00  40.00  60.00  100.00 

5kw,  930kc,  ABC,  Weed 

lIlO.OO    12.00    15.00  24.00  36 

■12.00    15.00    25.00  40.00  60 


IpiUSKO,  Attala,  7,434  fam. 
|l|p,  5,798  radio  fam. 
hz.  250w,  1340kc 
'    2.00     2.00  5.00 


00  60.00 
00  100.00 

78.0%  ra- 


2.50     2.50  7.50 


7.20 
15.00 


12.60 
25.00 


22.50 
50.00 


Ml,  Jones,  15,930 
'^,983  radio  fam. 


fam.,   81.5%  radio. 


affiliates,  average  1-time  rate 

,00     4.00     8.00    16.00    24.00  40.00 

,00     6.00    12.00    24.00    36.00  60.00 


IL,  250w,  1340kc,  NBC,  Hollingbery 

4.00     4.00      8.00    16.00    24.00  40.00 

6.00     6.00    12.00    24.00    36.00  60.00 

f'iu,  250w,  1490kc,  MBS 

''"  4.00     4.00     8.00    16.00    24.00  40.00 

6.00     6.00    12.00    24.00    36.00  60.00 

!:0N,  Noxubee,  5,584  fam.,  74.9%  radio, 
182  radio  fam. 
BC,  250w,  1400kc 

I  3.40     3.40     7.50    12.75    21.25  42.50 

I'l  5.00     5.00    10.00    21.25    36.00  60.00 

f»MB,  Pike,  9,784  fam.,  83.6%  radio, 
79  radio  fam. 


non-affiliates,  average  1-time  rate 
.00     5.75    10.00    27.00    47.00  75.00 


n 

_!10 

;ti2. 


250V/-D,  lOlOkc 

00     4.00    12.50    20.00  35.00  50.00 

5kw-D,  500V/-N,  1250kc 

,00     7.50    17.50    35.00  60.00  100.00 

.00     8.50    22.50    45.00  80.00  140.00 


MERIDIAN,  Lauderdale,   17,884  fam.,  78.7% 
radio,  14,075  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

SB         IM       5M       15M      30M  1  Hr 

D      3.96     3.96     8.33  16.50    26.08  47.50 

N      5.00     5.00    10.00  22.08    36.00  60.00 

WCOC,  5kw-D,  Ikw-N,  910kc,  CBS 

D       3.40     3.40      7.50    12.75    21.25  42.50 

N      5.00     5.00    10.00    21.25    36.00  60.00 

WMOX,  250w,  1240kc,  MBS,  Mid  South 

D      5  00     5.00    10.00    24.00    36.00  60.00 

N      5.00     5.00    10.00    24.00    36.00  60.00 

WMOX-FM,   Chan.  253,  98.5mc,  5kw,  Bonus 

W10K,    250w,    1450kc,  ABC,  Headley-Reed, 
Conlan 

D       3.50      3.50      7.50  12.75    21.00  40.00 

N      5.00     5.00    10.00  21.00    36.00  60.00 

NATCHEZ,  Adams,  8,986  fam.,  75.0%  radio, 
6,740  radio  fam. 

WMIS,  250w,  1240kc,  NBC 

D       6.00     6.00      9.00    22.50  40.00  75.00 

N      6.00     6.00     9.00    22.50  40.00  75.00 
WNAT,  250w,  1450kc 
(No   rates  available) 

PASCAGOULA,   Jackson,   8,744  fam.,  86.3% 
radio,  7,546  radio  fam. 

WPMP,  250w-D,  1580kc 
(No   rates  available) 

PHILADELPHIA,  Neshoba,  7,177  fam.,  79.1% 

radio,  5,677  radio  fam. 
WHOC,  250v^,  1490kc 

D       4.00      4.00      8.00    12.00  24.00  40.00 

N      6.00     6.00    12.00    18.00  36.00  40.00 

PICAYUNE,   Pearl   River,  5,747  fam.,  83.0% 

radio,  4,770  radio  fam. 
WRJW,  Ikw  D,  1320kc,  Continental 

D      3.00     5.00     8.00    15.00    27.50  40.00 

N       4.00      5.00      8.00    15.00    27.50  40.00 

STARKVILLE,   Oktibbeha,   6,865  fam.,  78.4% 

radio,  5,382  radio  fam. 
WSSO,  250w,  1230kc 

D      3.00     5.00    10.00    24.00  36.00  60.00 

N      3.00     5.00    10.00    24.00  36.00  60.00 

TUPELO,  Lee,  10,678  fam.,  83.0%  radio,  8,863 
radio  fam. 

WELO,  250w,  1490kc,  MBS,  Sears  &  Ayer 
D       5.00      5.00    10.00    24.00    36.00  60.00 
N      5.00     5.00    10.00    24.00    36.00  60.00 

VICKSBURG,    Warren,    10,953    fam.,  78.7% 

radio,  8,620  radio  fam. 
WQBC,  Ikw-D,  500w-N,  1420kc,  MBS,  Sears 

&  Ayer,  Conlan 
D      4.00     4.00    12.00    18.00    32.00  60.00 
N      6.00     6.00    15.00    25.00    50.00  90.00 

WVIM,  250w,  1490kc 

D  3.50  3.50  7.00  14.00  21.00  35.00 
N      5.00     5.00    12.00    24.00    36.00  60.00 

WEST  POINT,  Clay,  4,953  fam.,  76.7%  radio, 

3,799  radio  fam. 
WROB,  250w,  1450kc,  MBS,  Mid  South 
D      5.00     5.00    10.00    24.00    36.00  60.00 
N      5.00     5.00    10.00    24.00    36.00  60.00 

YAZOO  CITY,  Yazoo,  9,947  fam.,  73.7%  ra- 
dio, 7,331   radio  fam. 

WAZF,  250w,  1230kc 

D  3.00  5.00  10.00  24.00  36.00  60.00 
N      3.00     5.00    10.00    24.00    36.00  60.00 


BllOADCA5TlNG^''mECA5T1NG 

MARKETBOOK  MAP 

MISSISSIPPI 

B    Localion  of  City  and  numbor  ot 

Standard  (AM]  Broadcasting  Station! 
®  Number  ot  FM  Broadcasting  Stationi 
A    Number  oi  Telecssling  Stations 

SU  of  WiL 
^      50.  7i 


HAP  IT  WAITB  f.  WIN.  MIIMJlBUtT,  VaMOMT 

1950.  BfoadQ»$ting  Publications,  Inc. 


THE  OLD  SEA-HORSE  SAYS: 

Business  is  Booming  in  Biloxi 

and  the 
MISSISSIPPI  GULF 


And  WVMI,  with  1,000  watts  on  570  kc,  is 
your  best  bet  to  get  your  share  of  this  retail 
trade  which  is  UP  over  25%  over  same 
period  in  1949. 


COAST 


WVMI  serves  the  entire  Mississippi  Gulf 
Coast.  Over  500,000  permanent  residents 
reside  in  WVMl-area,  while  over  1,000,000 
tourists  travel  the  Gulf  Coast  each  summer. 
May  we  teU  you  more? 


1,000  WATTS 


BILOXI,  MISSISSIPPI 

WVMI 


570  KILOCYCLES 


'■1  r 
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MISSISSIPPI  RADIO  MARKET  DATA  BY  COUNTIES 


1950  1940 
County                                                    Population  Population 

Adams   32,170  27,238 

Alcorn   27,021  26,969 

Amite   19,232  21,892 

Attala   26,615  30,227 

Benton   8,784  10,429 

Bolivar   62,737  67,574 

Calhoun   18,336  20,893 

Carroll   15,481  20,651 

Chickasaw   18,927  21,427 

Choctaw   10,973  13,548 

Claiborne   11,870  12,810 

Clarke   19,337  20,596 

Clay   17,733  19,030 

Coahoma   49,244  48,333 

Copiah   30,475  33,974 

Covington   1'6,007  17,030 

De  Soto   24,600  26,663 

Forrest   44,904  34,901 

Franklin   10,891  12,504 

George   9,974  8,704 

Greene   8,184  9,512 

Grenada     18,773  19,052 

Hancock   11,873  11,328 

Harrison   83,396  50,799 

Hinds   141,480  107,273 

Holmes   33,212  39,710 

Humphreys   23,083  26,257 

Issaquena   4,958  6,433 

Itawamba   17,148  19,922 

Jackson   31,304  20,601 

Jasper   18,876  19,484 

JefFerson   11,283  13,969 

Jeff  Davis   15,476  15,869 

Jones   57,030  49,227 

Kemper   15,877  21,867 

Lafayette   22,774  21,257 

Lamar   13,199  12,096 

Lauderdale   64,024  58,247 

Lawrence   12,622  13,983 

Leake   21,541  24,570 

Lee   38,228  38,838 

Leflore   51,186  53,406 

Lincoln   27,833  27,506 

Lowndes   37,789  35,245 

Madison   33,729  37,504 

Marion   23,874  24,085 

Marshall   25,042  25,522 

Monroe   36,470  37,648 

Montgomery   14,431  15,703 

Neshoba   25,695  27,882 

Newton   22,636  24,24? 

Noxubee   19,992  25,669 

Oktibbeha   24,578  22,151 

Panola   31,135  34,421 

Pearl  River   20,575  19,125 

Perry   9,117  9,292 

Pike   35,027  35,002 

Pontotoc   20,016  22,904 

Prentiss   19,785  20,921 

Quitman   25,807  27,191 

Rankin   28,942  27,934 

Scott   21,631  23,144 

Sharkey   12,884  15,433 

Simpson   21,808  22,024 

Smith   16,713  19,403 

Stone   6,259  6,155 

Sunflower   55,988  61,007 

Tallahatchie   30,385  34,166 

Tote   17,970  19,309 

T;r„,„h  17,468  19,680 

lippon   ' 

■r-  .      ■  15  527  16,974 

Tishomingo  

Tunica   21,645  22,610 

Union                                                 ,  20,208  21,867 

Walthall   15.540  17,534 

Warren   39,212  39.595 

Washington   70,276  67,576 

Wayne    16-968  16,928 

Webster   11-579  14,160 

Wilkinson   14-083  15,955 

Winston   22,180  22,751 

Yalobusha  r   15,154  18,387 

Yazoo   35,612  40,091 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population, 
copyright  1950  "Sales  Management."    Further  reproduction 
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1950 

Families 

8,986 
7,548 
5,372 
7,434 
2,453 
17,524 
5,121 
4,324 
5,286 
3,065 
3,366 
5,401 
4,953 
13,755 
8,512 
4,471 
6,872 
1 2,543 
3,042 
2,786 
2,286 
5,243 
3,316 
23,295 
39,519 
9,277 
6,448 
1,384 
4,790 
8,744 
5,272 
3,151 
4,323 
15,930 
4,435 
6,361 
3,687 
17,884 
3,525 
6,017 
10,678 
14,297 
7,775 
10,556 
9,422 
6,669 
6,995 
10,187 
4,031 
7,177 
6,323 
5,584 
6,865 
8,697 
5,747 
2,547 
9,784 
5,591 
5,527 
7,209 
8,084 
6,042 
3,599 
6,092 
4,668 
1,748 
15,63V 
8,487 
5,020 
4,879 
4,337 
6,046 
5,645 
4,341 
10,953 
19,630 
4,740 
3,234 
3,934 
6,195 
4,233 
9,947 


1950 

Radio-Families 

6,740 
6,423 
4,281 
5,798 
1,942 
13,634 
4,311  . 
3,433 
4,329 
2,486 
2,444 
4,396 
3,799 
10,426 
6,707 
3,675 
5,209 
10,110 
2,537 
2,262 
1,820 
4,115 
2,712 
19,591 
33,195 
6,995 
4,836 

I,  029 
3,846 
7,546 
4,164 
2,379 
3,368 

12,983 
3,450 
5,126 
3,020 

14,075 
2,781 
4,783 
8,863 

II,  208 
6,228 
8,973 
7,208 
5,182 
5,246 
8,139 
3,240 
5,677 
5,141 
4,182 
5,382 
6,992 
4,770 
2,058 
8,179 
4,652 
4,610 
5,861 
6,596 
4,997 
2,890 
5,020 
3,809 
1,454 

12,245 
6,756 
3,981 
4,079 
3,639 
4,589 
4,668 
3,442 
8,620 

14,860 
3,745 
2,687 
3,163 
4,863 
3,264 
7,331 


1<)49 

1  *'4B 

°/o  Radio 

Retail  Sales 

Mid-March 

(Esi-.)  ($000) 

U.  S.  ($000) 

1948 

75.0 

23,598 

23/325 

6,827 

85.1 

17,203 

15,631 

3  024 

79.7 

4,286 

5,694 

1,307 

78.0 

12,774 

1 2,251 

2  961 

79.2 

1,285 

1 ,1 24 

59 

77.8 

31,683 

26,002 

2  580 

84.2 

5,449 

4,953 

1  024 

79.4 

3,795 

z,Oo/ 

257 

81.9 

6,366 

K  007 

943 

81.1 

3,204 

2  643 

520 

73.7 

5,406 

1  206 

81.4 

6,284 

5  207 

2  472 

76.7 

8,571 

7  282 

1  685 

75.8 

28,916 

OA  mi 

3  226 

78.8 

1 4,856 

1 1  207 

2  634 

82.2 

5,469 

5,077 

75.8 

7,387 

.  0,/  *W 

423 

80.6 

43,091 

37,297 

o,04y 

83.4 

3,388 

3,640 

982 

81.2 

3,918 

'i  QQO 

*;99 

79.6 

2,837 

Z,  1  D\J 

7  "in 

78.5 

9,878 

2  41 4 

81^8 

A  OTQ 

5  179 

768 

84.1 

AT  071 

51  220 

14  567 

84.0 

139,867 

111  273 

32  531 

75.4 

15,978 

1  Z,4  1  £ 

1  413 

75  0 

9,529 

y,u/z 

662 

74.4 

1,124 

655 

19 

80.3 

2,837 

2  505 

412 

86.3 

1 1 ,775 

1  '\  701 

6  294 

79.0 

5,406 

4  109 

790 

75.5 

4,326 

3  203 

663 

77.9 

4,816 

4  852 

369 

31.5 

36,057 

33  301 

10,977 

77.8 

4,407 

■7  I'll 

516 

80.6 

9,163 

9  139 

854 

81.9 

2,838 

792 

78.7 

54,855 

42  062 

12,31 1 

78.9 

4,407 

881 

79.5 

8,570 

K  A77 
0,4/  / 

713 

83.0 

23,467 

OAI 

4,334 

78.4 

36,650 

O0,343 

4,574 

80.1 

14,428 

2,862 

85.0 

22,263 

1  y,3U4 

5,056 

76.5 

12,816 

1  1  Oli. 

1  1  ,y  1 4 

2,145 

77.7 

12,510 

in  171 

2,658 

75.0 

7,246 

O,0^  1 

529 

79.9 

17,631 

12  734 

3,420 

80.4 

0,  j4y 

5,693 

1,120 

79.1 

9,918 

9,058 

2,072 

81.3 

8,835 

8,579 

1,652 

74.9 

8,366 

6,773 

1.064 

78.4 

9,693 

8,208 

1 ,0^£ 

80.4 

15,551 

13,01 1 

1  273 

83.0 

11,304 

10,263 

9  AOA 

80.8 

2,468 

2,854 

83.6 

23,223 

1 9,982 

1  OAA 

o,y44 

83.2 

6,142 

6,333 

533 

83.4 

7,346 

6,800 

Or  1 

81.3 

8,694 

8,329 

445 

81.6 

6,285 

5,770 

1  noi 
1  ,vy  1 

82.7 

1 1 ,468 

1 1 ,754 

1  Alt 
1  ,■41  1 

80.3 

7,406 

5,407 

82.4 

6,715 

6,407 

7  nm 

81.6 

3,694 

2,867 

7'\7 

83.2 

3,244 

3,610 

43/ 

78.3 

21,530 

21,032 

I  ,ooy 

79.6 

9,692 

8,270 

647 

79.3 

6,327 

6,487 

A'iA 

83.6 

5,673 

4,926 

AM 
40o 

83.9 

3,550 

3,172 

247 

75.9 

9,306 

6,469 

D  1  D 

82.7 

7,796 

7,134 

79.3 

7,245 

4,1 15 

OoU 

78.7 

34,014 

26,544 

6,426 

75.7 

49,561 

41,853 

7,026 

79.0 

5,143 

4,876 

7tiA 

/oo 

83.1 

6,263 

4,894 

At/ 

80.4 

7,512 

5,728 

1 ,769 

78.5 

7,998 

8,224 

2,031 

77.1 

7,388 

6,084 

514 

73.7 

17,529 

15,096 

2,129 

BMB 
1948,  Dept 


il 

;  1949  Retcifc] 
Dept.  of  Co'  N 


1940  Census-  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio, 
unlicensed.    1948  Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  15 
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MISSOURI 


SPOT  RATE  FINDER 


W>E  GIRARDEAU,  Cape  Girardeau,  10,757 
am.,  93.9%  radio,  10,101  radio  ram. 

/S,  Ikw-D,  500w-N.  960kc,  MBS,  Pearson 
SB        IM       5M       15M      30M     1  Hr 
8.50    17.50    35.00    50.00  80.00 
8.50    17.50    35.00    50.00  80.00 

/S-FM,   Chan.    239,   95.7mc,  S.lkw 
20%  of  AM  rate) 

MO(FM),  Chan.  249,  97.7mc,  290w 

3.75  4.25  7.50  15.00  22.50  37.50 
3.75     4.25     7.50    15.00    22.50  37.50 

RTHAGE,  Jasper,  21,984  fam.,  93.3%  ra- 
lio,  20,511    radio  fam. 


MO,  250w,  1490kc 

2.75  3.45  6.00  10.00  16.50 
4.00     5.00    10.00    16.00  24.00 

RUTHERSViLLE,     Pemiscot,  12,707 
15.4%  radio,   10,852  radio  fam. 
RV,  Ikw-D,  1370kc 

2.50     3.00     7.50    17.50  30.00 


30.00 
40.00 


fan 


50.00 


ILIICOTHE,  Livingston,  4,602  fam.,  94.2% 
iadio,  4,335  radio  fam. 

HI,  250w-D,   lOlOkc,  Conwell,  Biddick 
7.50     7.50    12.00    21.30    36.30  60.75 

lUMBIA,  Boone,  13,454  fam.,  89.3%  ra- 
Jlo,  12,014  radio  fam. 

>U,  250w,  1400kc,  ABC,  BMB 

2.50  3.50  8.00  16.00  24.00  40.00 
3.50      5.00    12.00    24.00    36.00  60.00 

MO,  Ikw,  950kc 
No   rates  available) 

!MINGTON,  St.  Francois,  9,833  fam., 
'4.3%  radio,  9,273  radio  fam. 

•I,  Ikw-D,  1350kc 

3.75     4.50      7.50    18.75    37.50  60.00 

EI-FM,  Chan.  261,  lOO.lmc,  0.3kw,  Bonus 

TUS,  JefFerson,  10,546  fam.,  94,7%  radio, 
',987  radio  fam. 

:F,  250w-D,  lOlOkc 
No  rates  available) 

kT  RIVER,  St.  Francois,  9,833  fam.,  94.3% 
adio,  9,273  radio  fam. 

Uo,  250w,    1240kc,  Pearson,  BMB 

6.00  12.00  24.00  36.00  60.00 
6.00    12.00    24.00    36.00  60.00 

'^NIBAL,  Marion,  8,288  fam.,  94.6%  ra- 
io,  7,840  radio  fam. 

'jiAO,  5kw-D,  Ikw-N,  1070kc,  MBS,  Pearson, 
Ionian 

15.00  15.00  25.00  37.50  70.00  120.00 
18.00    18.00    35.00    50.00    90.00  150.00 

(EPENDENCE,  Jackson,  153,968  fam., 
17.0%  radio,  149,349  radio  fam. 

ilO,  Ikw-D,  1510kc 

8.00    12.00    20.00    35.00    55.00  90.00 
10.00    15.00    25.00    50.00    75.00  125.00 

Person  city,  coie,  9,822  fam.,  95.1% 

adio,  9,340  radio  fam. 

CP  to  .Tiove  to  Fulton,  Mo.) 

vL,  25Qw,  900kc 

4.00  5.50  10.00  20.00  30.00  50.00 
5.00     7.00    15.00    30.00    45.00  75.00 

OS,  250w,  1240kc,  MBS,  Sears  &  Ayer, 
l^onlan 

4.00     5.50    10.00    20.00    30.00  50.00 

I   5.00     7.00    15.00    25.00    45.00  75.00 

bS-FM,  Chan.  253,  98.5mc,  9.2kw,  Sears 
Ayer,  Bonus 


t:    AM  Rates  one-time.    Sources:  Families 
radio  families  estimated  from  field  tabu- 
ns  of  1950  U.  S.  Census.    Percent  radio 
■J.  For  complete  explanation  see  foreword. 


CD* 


For  Facts  on  the 
St.  Joseph  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

 KFEQ 


J       AD  CASTING    •  Telecasting 


JOPIIN,  Jasper,  21,984  fam.,  93.3%  radio, 
20,51 1    radio  fam. 


2  AM  affiliates,  average  1-time  rate 

SB         IM      5M  15M      30M  1  Hr 

D       7.25      8.00    13.50  20.00    35.00  55.00 

N       8.50    10.00    16.50  27.50    45.00  75.00 


KFSB,  5kv^-D,  Ikw-N,  1310kc,  Conlan,  BMB 
D  10.00  10.00  14.00  30.00  50.00  90.00 
N     15.00    15.00    25J30    40.00    65.00  110.00 

KSWM,  250w,  1230kc,  CBS,  Rambeau,  Conlan 
D  8.50  8.50  15.00  20.00  35.00  50.00 
N     10.00    10.00    18.00    30.00    45.00  75.00 

WMBH,  250w,    1450kc,  MBS,  Sears  &  Ayer, 
Conlan 

D      6.00     7.50    12.00    20.00    35.00  60.00 

N      7.00    10.00    15.00    25.00    45.00  75.00 

WMBH-FM,  Chan.  241,  96.1mc,  70kw,  Sears 
&  Ayer,  Bonus 

KANSAS  CITY,  Jackson,  153,968  fam.,  97.0% 
radio,   149,349  radio  fam. 


4  AM  afFiliates,  average  1-time  rate 

D     29.50    48.15    53.46    73.55  135.33  240.33 

N     48.45    83.75    92.86  129.40  230.66  414.00 


2  AM  non-affiliates,  average  1-time  rate 
D      12.00    19.00  31.00 


KCKN,  250w,  1340kc 

D  13.00  18.00  21.00  32.00  48.00  80.00 
N     13.00    18.00    21.00    32.00    48.00  80.00 

KCMO,  50kw-D,  lOkw-N,  810kc,  ABC,  Pear- 
son 

D  39.00  60.00  64.80  108.00  180.00  300.00 
N     52.00    80.00    86.40  144.00  240.00  400.00 

KCMO-FM,  Chan.  235,  94.9mc,  54kw,  Transit 

Radio   (See  Transit   Radio   for  rates) 
KFRM,  5kw-D,  550kc  Free  &  Peters,  Conlan 
D     12.00    20.00  30.00 

(For  combination  rates  see  listing  under 
KMBC    Kansas   City,  Mo.) 


KMBC,    5kw,  980kc, 
Hooper,  Conlan 


24.00 
50.00 


40.00 
70.00 


CBS,    Free    &  Peters, 

60.00 
120.00 

Combination  rates  for  KMBC  &  KFRM,  Con- 
cordia, Kan.  are: 
SB  IM 

Noon    42.00  67.20 

Other    30.00  56.00 

WDAF,  5kw,   610kc,   NBC,  Petry 

D     30.00    66.00    58.40    73.00  133.00  266.00 

N     60.00  132.00  117.60  147.00  266.00  532.00 

WDAF-TV,    Chan.    4,    llkw-aur.;  22kw-vis., 
Harrington,    Righter   &  Parsons 


30.00 
60.00 


30.00 
60.00 


39.00  60.00  90  00  150.00 
78.00  120.00  180.00  300.00 


WHS,   10kv/-D,   5kw-N,  710kc,  MBS,  Blair 
D      16.00    26.60    37.20    53.20    93.00  155.00 
N     31.80    53.00    74.60  106.60  186.00  310.00 

KENNETT,    Dunklin,    12,630   fam.,    89.9%  ra- 
dio,  11,354  radio  fam. 

KBOA,  Ikw-D,  830kc 

D  6.00    15.00    25.00    45.00  75.00 

KBOA-FM,  Chan.  255,  98.9mc,  6.9kw,  Bonus 

KIRKSVILLE,  Adair,  5,418  fam.,  93.7%  ra- 
.  dio,  5,076  radio  fam. 

KIRX,  250v/,  1450kc,  Sears  &  Ayer,  BMB 

D       6.00     6.00    18.00    30.00    40.00  60.00 

N       6.00      6.00    18.00    30.00    40.00  60.00 

lEBANON,  Laclede,  5,293  fam.,  89.3%  radio, 
4,726  radio  fom. 

KLWT,  250w,   1230kc,  MBS 

D       4.40      5.65      9.40    18.75    31.25  43.75 

N       4.40      5.65      9.40    18.75    31.25  43.75 

MARSHALL,    Saline,    7,439   fam.,    93.0%  ra- 
dio, 6,918  radio  fam. 

KMMO,  500w-D,  1300kc,  Conwell 

D  2.00     3.00     7.00    12.00  24.00 


(Continued  on  page  128) 


The  Golden  Circle  Station  In 

St,  Louis 

The  Nation's  8th 
Largest  Market 

KXLW 

1000  watts  —  1320  on  the  dial 

8135  Forsyth 
St.  Louis  24,  Mo. 

Serves 

More  People  With 

MORE  MONEY 
ALL  THE  TIME 

CALL   LES  WARE-DELMAR  1320 
FOR   RATES  AND  RESULTS 


MARKET  INDICATORS  FOR  MISSOURI 

CLASSIFICATIONS                    FIGURES  YR.  FIGURES  YR. 

Population                                       3,924,220  '50  3,784,664  '40 

%  of  U.  S                                        2.62%  '50  2.88%  '40 

Families                                           1,096,150  '50  1,072,580  '40 

Percent  Radio                                     94.4%  '49  89%  '46 

Radio  FamiUes                                1,034,765  '50  969,100  '46 

Retail  Sales                              $3,763,446,000  '49  3,538,622,000  '48 

Retail  Trade  Employes                       202,229  '48  139,851  '39 

Wholesale  Sales  Volume            $7,345,124,000  '48  2,261,300,000  '39 

Wholesale  Trade  Employes  . .             85,659  '48  65,361  '39 

Employment  (Mid-March)   ..           919,957  '48  901,012  '47 

Taxable  Payrolls  (1st  quarter)  $  546,580,000  '48  487,253,000  '47 

Income                                     $5,278,000,000  '48  1,914,000,000  '40 

Percent  distribution                         2.56%  '48  2.52%  '40 

Per  Capita  Income                               $1,356  '48  505  '40 

Percent  of  national  per  capita 

income                                               96%  '48  89%  '40 

New  Construction  (Private)  .  $  349,500,000  '49  78,200,000  '39 

Residential                             $  125,600,000  '49  37,000,000  '39 

Non-Residential                      $    70,600,000  '49  15,700,000  '39 

Value  added  by  Manufacture  $1,623,145,000  '47  581,804,000  '39 

Automobile  Registration                  1,194,899  '49  1,112,229  '48 

Telephones                                      1,056,800  '49  794,700  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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MISSOURI 

SPOT  RATE  FINDER 

(Continued  from  page  127) 


MEXICO,  Audrain,  6,656  fam.,  94.1%  radio, 
6,263  radio  fam. 

KXEa  250w,  1340kc,  MBS 

SB        1M      5M       15M  30M  1  Hr 

D      5.00     5.00    10.50    21.00  31.50  52.00 

N      5.00     5.00    11.55    23.10  35.00  58.00 


MOBERLY,  Randolph,  6,384  fam.,  93.7%  ra- 
dio, 5,981   radio  fam. 

KNCM,  250w  D,  1220kc,  Conwell 

D      3.50     3.50     6.00    12.00    20.00  37.50 


MONEH,    Barry,   7,273   fam.,   97.2%  radio, 

7,069  radio  fam. 
KRMO,  250w,  990kc 

(No  data  available) 


NEVADA,  Vernon,  6,313  fam.,  91.7%  radio, 
5,789  radio  fam. 

KNEM,  250w,  1240kc,  Conwell,  Biddick 

D       4.00      5.40      9.75    17.25    29.20  48.75 

N       4.00      5.40     9.75    17.25    29.20  48.75 


POPLAR  BlUFF,   Butler,  10,554  fam.,  86.1% 
radio,  9,087  radio  fam. 

KWOC,   250w,   1340kc,  Pearson 

D                4.50    12.00    20.00  30.00  50.00 

N                4.50    12.00    20.00  30.00  50.00 

KWOC-FM,  Chan.  233,  94.5mc,  16kw,  Pear- 
son, Bonus 


ROllA,    Phelps,    5,984    fam.,    87.5%  radio, 
5,236  radio  fam. 

KHR,   250w,  1490kc 

D      3.20     3.20     7.00    14.00    24.00  40.00 

N      3.20     3.20     7.00    14.00    24.00  40.00 


STE.  GENEVIEVE,  Ste.  Genevieve,  3,134  fam., 
91.9%  radio,  2,880  radio  fam. 

KSGM,  250w,  1450kc 

D  3.75  6.25  8.10  15.30  27.00  45.00 
N      3.75     6.25     8.10    15.30    27.00  45.00 

KSGM-FM,  Chan.  289,  105.7mc,  2.9kw,  Bonus 


ST.  JOSEPH,  Buchanan,  26,153  fam.,  94.9% 
radio,  24,819  radio  fam. 

KFEQ,  5kw,  680kc,  MBS,  Headley-Reed 

D     10.00    10.00    18.00    36.00  54.00  90.00 

N     15.00    15.00    28.00    56.00  84.00  140.00 

KRES,  250w,  1230kc 

D       4.89     4.89      8.05    17.25  31.63  57.50 

N       4.89     4.89      8.05    17.25  31.63  57.50 


ST.  lOUIS,  St.   Louis,   351,083   fam.,  97.4% 
radio,  341,955  radio  fam. 

4  AM  affiliates,  overage  1-time  rate 

D     33.62    49.12    57.66    99.50  154.25  248.75 

N     61.25    77.66    91.00  177.50  283.75  463.75 


4  AM  non-afFiliotes  average  1-time  rate 
D      9.16    13.60    23.33    42.50    65.12  125.25 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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BROADCASTIN^^TEIECASTING 

MARKETBOOK  MAP 

MISSOURI 

Scai.  of  mL 

B]    Location  ol  City  and  number  of 

Standard  (AM)  Broadcasting  Station* 
(31  Number  of  Ffi^  Broadcasting  Stations 
^    Number  of  Telecasting  Stations 


HAP  BY  WALTta  P.  6URN,  MIDDLEBURY.  VfEMOMT 

&  1950,  Broadcasting  Publications.  Inc. 


KMOX,    50kw,    1120kc,    CBS,  Radio  Sales, 
Hooper,  CBS  Diary 

SB        IM      5M       15M  30M     1  Hr 

D     54.00    78.00    69.00  138.00  207.00  345.00 

N     90.00                      230.00  345.00  575.00 


KSD,  5kw, 
D  32.50 
N  65.00 


550kc,  NBC,  Free  &  Peters 
46.50  100.00  170.00  250.00 

93.00  200.00  340.00  500.00 


KSD-TV,  Chan.  5,  lOkw-aur.;  20kw-vis.,  NBC, 

Free  &  Peters 
D  60.00    80.00  120.00  180.00  300.00 

N  100.00  133.00  200.00  300.00  500.00 


KSTL,  Ikw-D,  690kc 
D     10.00  13.00 


30.00  50.00 


WEW,  Ikw-D,  770kc 

D      7.50     9.40    22.50    45.00    67.50  112.50 


KICK,  250w,  1340kc,  MBS,  McGillvra 

SB  IM  5M  15M  30M  1 
D      5.25     5.25    13.00    23.50    39.00  6; 


Wll 


,  5kw,  1430kc,  Pearson 

SB        IM      5M      15M     30M     1  Hr 

14.00  21.00    27.50    55.00    83.00  138.00 

25.00  37.50    50.00  100.00  150.00  250.00 


N 


5.25     5.25    13.00    23.50    39.00  6; 


I' 


KWK,  5kw,  1380kc,  MBS,  Katz,  Hooper,  Pulse 
D  24.00  36.00  48.00  80.00  120.00  200.00 
N     45.00    70.00    84.00  140.00  225.00  380.00 


KXLW,    Ikw-D,    1320kc,    Forjoe,  Hooper 
D       6.00    11.00    20.00    40.00  60.00 

KXOK,  5kw,  630kc,  ABC,  Blair,  Hooper 

D     24.00    36.00    56.00    80.00  120.00  200.00 

N     45.00    70.00    98.00  140.00  225.00  400.00 


KXOK-FM,  Chan.  229,  93.7mc,  70kw,  Transit 
Radio 

(See  Transit  FM  Listing) 


SEDALIA,   Pettis,  8,793  fam.,   93.1%  radio, 
8,186  radio  fam. 


KDRO,  250w,  1490kc,  MBS,  Forjoe 

D      4.00     4.00     7.00    12.50    22.50  40.00 

N      4.00     4.00    10.00    17.50    30.00  55.00 

KDRO-FM,  Chan.  259,  99.7mc,  15kw,  Bonus 


SIKESTON,  Scott,  9,153  fam.,  92.2%,  radio. 
8,439  radio  fam. 

KSIM,  250w,  1400kc 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N      6.00     6.00    12.00    24.00    36.00  60.00 


SPRINGFIELD,   Greene,    29,083   fam.,  94.5% 
radio,  27,483  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D       8.81      8.81     15.75    26.62    46.00  78.75 

N     11.31    11.31    22.00    34.93    61.00  102.50 


KTTS,  250w,  1400kc,  CBS,  Sears  &  Ayer 
D  5.00  5.00  10.00  17.50  30.00  5( 
N      6.00     6.00    15.00    26.25    45.00  7; 


KTTS-FM,  Chan.  234,  94.7mc,  11.3kw,  S. 
&  Ayer,  Bonus 


KWTO,  5kw-D,  Ikw-N,  560kc,  ABC,  Pear 

Conlan,  BMB 
D     15.00    15.00    25.00    37.50    70.00  12 
N     18.00    18.00   35.00   50.00   90.00  15 


WARRENTON,  V/arren,  2,134  fam.,  91.7% 
dio,   1,957  radlj)  fam. 


KV/RE,  250W-D,  730kc 

D      2.00     5.00     8.00    15.00  24.00 


WEST   PLAINS,   Howell,   6,322   fam.,  8 
radio,  5,500  radio  fam. 


KGBX,  5kw,  1260kc,  NBC,  Hollingbery 
D     10.00    10.00    15.00    28.00    45.00  80.00 
N     16.00    16.00    25.00    40.00    70.00  120.00 


KWPM,   250 w,  1450kc 
D      1.50     3.00     6.00    15.00  24.00 
N      1.50     3.00     6.00    15.00  24.00 

BROADCASTING    •  Telecast 


pin 


this  pi  US  to  the  m  rich  St.  Louis  Market 


W4»1  Vtll 


According  to  the  1949  BMB,  KXOK's  audience 
is  10.2%  greater,  daytime  —  9%  greater, 
nighttime,  than  in  1946.  An  audience  growth 
that  exceeds  all  other  St.  Louis  network  stations. 
This,  Mr.  Advertiser,  is  a  plus  for  KXOK 
clients  ...  a  plus  not  reflected  in  rates.  Only 
minor  revisions  have  been  made  in  KXOK  rates 
since  May,  1948.  KXOK  rates  are  still  based 
on  listeners.  KXOK  rates  still  deliver  the  lowest 
cost-per-thousand  listeners  of  any  St.  Louis 
network  station.  That's  why  we  say  KXOK 
costs  up  to  20%  less  than  in  1948. 


ti 


Call  a  KXOK  representative 
or  your  John  Blair  man  today. 


Del  mar  •  CHestnut  3700 


OADCASTING    •  Telecasting 
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MISSOURI  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Adair  

Andrew  

Atchison  

Audrain  

Barry  

Barton  

Bates  

Benton  

Bollinger  

Boone  

Buchanan  

Butler  

Caldwell  

Callaway  

Camden  

Cape  Girardeau  . 

Carroll  

Carter    

Cass  

Cedar  

Chariton  

Christian  

Clark  

Clay  

Clinton  

Cole.;......  

Cooper  

Crawford  

Dade  

Dallas  

Daviess  

De  Kalb  

Dent  

Douglas  

Dunklin  

Franklin  

Gasconade  

Gentry  

Greene  

Grundy  

Harrison  

Henry  

Hickory  

Holt  

Howard  

Howell  

Iron  

Jackson  


1950 
Population 

19,400 

11,562 

11,130 

23,829 

21,580 

■  12,544 

17,391 

9,036' 

10,909 

48,166 

93,629 

37,782 

9,920 

23,171 

7,834 

38,509 

15,434 

4,756 

19,307 

10,656 

14,860 

12,276 

9,017 

44,594 

11,742 

35,163 

16,485 

11,389 

9,321 

10,364 

11,152 

8,025 

10,935 

12,639 

45,215 

36,037 

12,332 

11,006 

104,118 

12,729 

14,054 

20,046 

5,377 

9,970 

11,821 

22,633 

9,358 

551,206 


1940 
Population 

20,246 

13,015 

12,897 

22,673 

23,546 

14,148 

19,531 

11,142 

12,898 

34,991 

94,067 

34,276 

11,629 

23,094 

8,971 

37,775 

17,814 

6,226 

19,534 

11,697 

18,084 

13,538 

10,166 

30,417 

13,261 

34,912 

18,075 

12,693 

11,248 

11,523 

13,398 

9,751 

11,763 

15,600 

44,957 

33,868 

12,414 

13,359 

90,541 

15,716 

16,525 

22,313 

6,506 

12,476 

13,026 

22,270 

10,440 

477,828 


1950 
Families 

5,418 

3,229 

3,108 

6,656 

6,027 

3,504 

4,858 

2,524 

3,047 

13,454 

26,153 

10,554 

2,771 

6,472 

2,188 

10,757 

4,311 

1,328 

5,393 

2,977 

4,150 

3,429 

2,518 

12,557 

3,280 

9,822 

4,605 

3,181 

2,603 

2,894 

3,115 

2,242 

3,054 

3,530 

12,630 

10,066 

3,445 

3,074 

29,083 

3,556 

3,926 

5,599 

1,501 

2,785 

3,301 

6,322 

2,614 

153,968 


1950 
Radio-Families 


5,076 
3,083 
2,983 
6,263 
5,574 
3,231 
4,474 
2,282 
2,605 
12,014 
24,819 
9,087 
2,605 
5,915 
1,976 
10,101 
4,057 

I,  147 
5,010 
2,679 

■  3,896 
3,144 
2,329 
11,992 
3,073 
9,340 
4,223 
2,783 
2,394 
2,621 
2,891 
2,116 
2,742 
3,142 

II,  354 
9,331 
3,097 
2,944 

27,483 
3,328 
3,675 
5,162 
1,367 
2,635 
3,043 
5,500 
2,261 

149,349 


'o  Radio 

1949 

Retail  Sales 
(Est.)  (5000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
iviia— iTuircn 
1948 

Taxable  Pay- 
rolls—I St  Qtr 
1948  ($000) 

93.7 

16,446 

17,810 

2,657 

1,17- 

95.5 

4,828 

5,066 

552 

203 

96.0 

8,204 

9,811 

(1)1,256 

(1)44! 

94.1 

16,744 

20,135 

6,004 

3.2d 

92.5 

10,110 

15,l-?3 

1,493 

5; 

92.2 

6,415 

8,071 

1,214 

51 

92.1 

9,733 

11,249 

1,115 

Si 

90.4 

4,667 

6,007 

337 

11 

85.5 

2,603 

2,991 

336 

! 

89.3 

45,929 

39,914 

6,612 

2,97 

94.9 

122,477 

89,585 

23,748 

13,38 

86.1  . 

17,896 

23,079 

3,428 

1,33 

94.0 

6,695 

8,241 

656 

2] 

i 

91.4 

11,103 

11,755 

2,200 

1.0| 

90.3 

2,463 

3,326 

(2)354 

(2)1( 

1 

93.9 

41,412 

35,026 

8,914 

1 

4M 

94.1 

9,693 

10,900 

1,018 

3! 

86.4 

1,807 

1,800 

(3)810 

(3)2! 

92.9 

11,501 

14,821 

1,373 

51 

90.0 

4,210 

5,996 

(4)883 

(4)21 

93.9 

8,123 

9,870 

947 

3; 

91.7 

3,992 

5,700 

(5)1,164 

(5)3 

92.5 

4,806 

6,761 

(6)  1,158 

(6)4 

95.5 

31,383 

37,227 

12,515 

7,5 

93.7 

9,595 

13,089 

1,047 

3 

95.1 

39,662 

31,653 

6,320 

3,0 

91.7 

11,500 

12,156 

2,253 

S 

87.5 

5,602 

5,619 

673 

i 

92.0 

3,653 

5,706 

(7)  1,267 

(7)4 

90.6 

2,980 

6,127 

222 

92.8 

5,164 

7,161 

566 

94.4 

3,991 

4,786 

270 

89.8 

6,117 

6,707 

813 

89.0 

3,833 

4,464 

(8)  342 

(8) 

89,9 

25,185 

29,390 

2,884 

1, 

92.7 

22,643 

25,087 

6,401 

3, 

89.9 

6,913 

9,487 

2,188 

95.8 

6,594 

8,564 

(9)  1,362 

(9) 

94.5 

114,161 

99,296 

19,513 

9, 

93.6 

9,972 

12,213 

1,290 

93.6 

9,316 

9,778 

(10)  1,123 

(10) 

92.2 

13,784 

16,025 

2,409 

1 

91.1 

1,371 

2,266 

(2) 

94.6 

6,057 

8,326 

(1) 

92.2 

6,456 

7,268 

836 

87.0 

11,501 

11,877 

1,995 

86.5 

3,655 

4,465 

(11)1,976 

(11)1 

97.0 

849,297 

804,752 

197,931 

12: 

(Continued  on  page  1. 
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Team 


/ 


The  Spring  1950  Kansas  City  Primary  Trade  Area  Survey — a  "  coincidental  survey 
of  over  146,000  telephone  interviews  in  one  week  by  Conlan  —  just  off  the  press  — 
shovv^s  The  Team  even  further  ahead  of  its  nearest  competitor  than  a  year  ago ! 
It  is  one  of  the  most  comprehensive  listener  studies  ever  made  —  and  one  of  the 
most  revealing. 

Together  with  the  Fall  1949  Kansas  City  Primary  Trade  Area  Survey — an  aided 
recall  survey  made  through  2,122  personal  interviews  at  the  1949  Missouri  State 
Fair,  Kansas  State  Fair  and  the  Kansas  City  American  Royal — it  provides  irref- 
utable proof  of  The  Team's  outstanding  leadership.  Yes,  current  proof,  not 
moth-ball  evidence. 


rAe  KMBC-KFRM  Teffot 

with  Coverage  Equivalent  to  More  than 

50,000  WATTS  POWER! 

Yes,  The  Team  covers  an  area  far  greater 
than  KMBC  alone,  at  its  present  location, 
could  cover  with  50,000  watts  with  the  best 
directional  antenna  system  that  could  be  de- 
signed. With  half-millivolt  daytime  contours 
tailored  by  Jansky  &  Bailey,  America's  fore- 
most radio  engineers,  to  enable  The  Team  to 
effectively  cover  Kansas  City's  vast  trade  ter- 
ritory (a  rectangle — not  a  circle),  The  Team 
offers  America's  most  economical  radio  cover- 
age. 

Contact  KMBC-KFRM,  or  any  Free  &  Peters 
"Colonel"  for  complete  substantiating  evidence.. 


Contours  are  0.5  mv/m  Daytime 

THE  mm  AGA/N  mH%  msv. 

Spring  1950  Kansas  City  Primary  Trade  Area 
Radio  Survey,  just  completed,  shows  KMBC- 
KFRM  far  ahead  of  all  other  broadcasters  try- 
ing to  serve  this  area. 


6TH  OLDEST  CB5  AFFILIATE     —     PROGRAMMED  BY  KMBC 
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MISSOURI  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  130) 


County 

Jasper  

Jefferson  

Johnson  

Knox  

Laclede  

Lafayette  

Lawrence  

Lewis  

Lincoln  

Linn  

Livingston  

McDonald  

Macon  

Madison  

Maries  

Marion  

Mercer  

Miller  

Mississippi  

Moniteau  

Monroe  

Montgomery  

Morgan  

New  Madrid  

Newton  

Nodaway  

Oregon  

Osage  

Ozark  

Pemiscot  

Perry  

Pettis  

Phelps  

Pike  

Platte  

Polk  

Pulaski  

Putnam  

Ralls  

Randolph  

Ray  

Reynolds  

Ripley  

St.  Charles  

St.  Clair  

St.  Francois  

St.  Louis  

Ste.  Genevieve.. 

Saline  

Schuyler  

Scotland  

Scott  

Shannon  

Shelby  

Stoddard  

Stone  

Sullivan  

Taney  

Texas  

Vernon  

Warren  

Washington  

Wayne  

Webster  

Worth  

Wright  


1 950 

1940 

1950 

Population 

Population 

Families 

78,702 

78,705 

21 ,984 

37,756 

32,023 

10,546 

20,704 

21,617 

5,783 

7,598 

8,878 

2,1 22 

1 8,952 

18,718 

5,293 

25,190 

27,856 

7,036 

23,339 

24,637 

6,519 

10,684 

1 1 ,490 

2,984 

1 2,804 

14,395 

3,576 

18,779 

21,416 

5,246 

16,476 

18,000 

4,602 

14,049 

1 5,749 

3,924 

18,269 

21,396 

5,103 

10,364 

9,656 

2,894 

7,412 

8,638 

2,070 

29,671 

31,576 

8,288 

7,235 

8,766 

2,021 

13,707 

14,798 

3,828 

22,521 

23,149 

6,291 

10,785 

1 1 ,775 

3,012 

11,351 

13,195 

3,171 

11,544 

12,442 

3,225 

10,108 

11,140 

2,823 

39,373 

39,787 

10,998 

28,228 

29,039 

7,885 

23,967 

25,556 

6,695 

11,953 

13,390 

3,338 

11,274 

1 2,375 

3,149 

8,850 

10,766 

2,472 

45,491 

46,857 

1 2,707 

14,855 

15,358 

A  1  AO 

31,478 

33,336 

8,793 

21,422 

17,437 

5,984 

16,767 

18,327 

4,684 

14,909 

13,862 

4,165 

16,022 

17,400 

4,475 

1950 
Radio-Families 

20,51 1 
9,987 
5,338 
1,984 
4,726 
6,536 
6,017 
2,823 
3,329 
4,910 
4,335 
3,539 
4,741 
2,523 
1,753 
7,840 
1,900 
3,452 
5,354 
2,768 
2,968 
2,999 
2,560 
9,854 
7,254 
6,333 
2,890 
2,721 
2,052 
10,852 
3,680 
8,186 
5,236 
4,356 
3,923 
4,081 


9,705 

10,775 

2,711 

2,505 

9,158 

11,327 

2,558 

2,376 

8,662 

10,040 

2,420 

2,270 

22,856 

24,458 

6,384 

5,981 

15,873 

18,584 

4,434 

4,146 

6,902 

9,370 

1,928 

1,625 

11,433 

12,606 

3,194 

2,753 

29,777 

25,562 

8,317 

7,876 

10,484 

13,146 

2,928 

2,653 

35,202 

35,950 

9,833 

9,273 

1,256,878 

1 ,090,278 

351,083 

341,955 

11,221 

10,905 

3,134 

2,880 

26,633 

29,416 

7,439 

6,918 

5,938 

6,627 

1,658 

1,571 

7,292 

8,557 

2,036 

1,928 

32,769 

30,377 

9,153 

8,439 

8,366 

11,831 

2,337 

2,000 

9,496 

11,224 

2,653 

2,502 

33,315 

33,009 

9,306 

8,413 

9,749 

11,298 

2,723 

2,358 

11,212 

13,701 

3,132 

2,910 

9,901 

10,323 

2,766 

2,395 

1 8,900 

19,813 

5,279 

4,709 

22,601 

25,586 

6,313 

5,789 

7,640 

7,734 

2,134 

1,957 

14,618 

17,492 

4,083 

3,454 

10,493 

12,794 

2,931 

2,524 

15,021 

17,226 

4,196 

3,865 

5,095 

6,345 

1,423 

1,348 

15,685 

17,967 

4,381 

3,938 

%  Radio 

93.3 
94.7 
92.3 
93.5 
89.3 
92.9 
92.3 
94.6 
93.1 
93.6 
94.2 
90.2 
92.9 
87.2 
84.7 
94.6 
94.0 
90.2 
85.1 
91.9 
93.6 


1949 
Retail  Sales 
(Es.-.)  (SOOO) 

98,995 
19,009 
12,335 
3,557 
9,236 
17,460 
11,102 

5,583 

7,985 
14,425 
13,070 

6,317 
14,516 

4,787 

1,171 
33,778 

3,734 

6,913 
11,202 

6,496 

7,430 


1948 
Retail  Sales 
U.  S.  (SOOO) 

77,971 
22,473 
12,299 
3,610 
13,071 
21,985 
12,721 

7,822 
11,000 
15,121 
15,714 

9,634 
11,862 

6,408 

2,266 
28,023 

4,445 

8,299 
13,770 

7,078 

9,188 


Employment 
Mid-March 
1948 

17,176 
5,661 
2,004 
(12)776 
1,929 
3,187 
1,673 
(6) 
1,173 
2,079 
2,451 
476 
1,557 
(11) 
256 
6,741 
(10) 
1,286 
1,816 
871 
912 


Taxable  Poy- 
rolls-lst  Qtr 
1948  ($000) 


93.0 

5,940 

7,534 

825 

301 

90.7 

5,580 

6,047 

520 

17^ 

89.6 

1 5,732 

18,772 

1,908 

76^ 

92.0 

13,129 

14,773 

2,558 

1.06< 

94.6 

17,062 

1 8,093 

1,680 

641 

86.6 

4,231 

4,613 

(14)523 

(14)165 

86.4 

3,219 

5,416 

553 

18: 

83.0 

1,609 

2,246 

(8) 

(8. 

85.4 

22,485 

22,470 

2,690 

1.091 

88.7 

7,944 

9,817 

1,954 

98' 

93.1 

30,099 

29,333 

4,585 

1  OCJ 

i,yy( 

87.5 

11,421 

1 3,600 

901 

93.0 

11,124 

1 3,390 

2  795 

1,32' 

94.2 

6,990 

7  380 

534 

201 

91 .2 

7  786 

1 1 ,579 

(7) 

(7 

92.4 

5,046 

6,834 

783 

22 

92.9 

3,773 

4,206 

387 

12 

93.8 

2,840 

3,724 

297 

10 

93.7 

17,917 

18,050 

3,532 

1.63 

93.5 

8,304 

10,143 

848 

34 

84.3 

1,845 

2,272 

(3) 

(3 

86.2 

3,933 

4,269 

356 

10 

94.7 

18,273 

20,395 

3,941 

2,07 

90.6 

3,952 

5,093 

(4) 

(4 

94.3 

24,890 

22,030 

7,831 

4.55 

97.4 

1,483,517 

1,231,540 

436,202 

278,57 

91.9 

5,283 

6,706 

1,053 

4; 

93.0 

17,599 

20,977 

3,856 

1,7' 

94.8 

3,415 

4,268 

218 

94.7 

4,391 

5,439 

(12) 

(I: 

92.2 

17,619 

24,160 

3,876 

1,7 

85.6 

2,780 

2,253 

(14) 

(1- 

94.3 

6,695 

6,952 

587 

V 

90.4 

10,828 

15,700 

2,476 

1,0 

86.6 

3,101 

2,494 

(5) 

( 

92.9 

4,310 

6,252 

408 

1 

86.6 

3,559 

4,908 

(5) 

( 

89.2 

8,004 

7,954 

(14)1,914 

(14)6 

91.7 

13,925 

16,476 

1.721 

7 

91.7 

3,576 

5,645 

804 

3 

84.6 

5,025 

5,610 

1.209 

4 

86.1 

4,263 

3,853 

(3) 

( 

92.1 

7,847 

9,149 

584 

2 

94.7 

3,137 

3,654 

(9) 

( 

89.9 

8,105 

11,010 

(14) 

(1 

(1)  Includes  Atchison  .nd  Holt  Counties..   (2)   IncMes  Comden  -"^  "ickor/  <^^^^^^^^^^^^^ 

^.^e*tran'd"w^or'coin?^rs"%To1  ]:Z',X^loJ^^^^^^^^^  ^'^^  '-'^    ''''  " 

Wright  Counties.    (14)  Includes  Oregon  and  Shannon  Counties.  o  t  -l 
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--•'■J  1 

250  W 
1230  KC 


KSWM 


FULL 
TIME 


CBS  NETWORK  !N  JOPLIN,  MO. 

KSWM  is  doing  a  regional-metropolitan  job  , 
for  the  great  Joplin  District,  best  diversified 
area   of  the  so'jthwest  among  agriculture, 
mining  and  industry. 

Owned  and  operated  by 
AIR  TIME,  INC. 

1928  West  13th  Street  Telephone  7260 

Austin  A.  Harrison,  President  &  General  Manager 

JOPLIN,  MO. 

Nationally  Represented  by  WILLIAM  G.  RAMBEAU  CO. 


The  small  map 
above  shows  air- 
line miles  to  near- 
est metropolitan 
centers,  assuring 
unduplicated  CBS 
service  to  the 
KSWM  audience. 


1950  DATA 

Wllhln  0.5  MV/M 
Contour .  DAY 

WllMn  0.1  MV/M 
Contour,  DAY 

Total  Mail 

AUDIENCE,  1950 

Population 

249,200 

446,600 

616,000 

In  Comm unities 

194,300 

291,600 

397,900 

On  Farms 

54,900 

155,000 

218,100 

Households 

78,350 

138,300 

191,000 

In  Communities 

64,500 

96,920 

132,770 

On  Forms 

13,850 

U,380 

58,230 

Radio  Homes 

72,500 

127,150 

175,500 

In  Communities 

59,720 

89,350 

122,480 

On  Forms 

12,780 

37,800 

53,020 

RETAIL  MARKET.  1949, 

store  classes,  SOOO 

Food  Stores 

38,240 

59,450 

86,000 

General  Merchandise  Stores 

18,650 

28,780 

37,910 

Apparel  Stores 

7,800 

12,360 

18,300 

Home  Furnishings  Stores 

8,460 

13,420 

19,120 

Automotive  Outlets 

46,700 

70,850 

102,100 

Filling  Stations 

10,710 

18,800 

26,400 

Building  Mtl. -Hardware 

11,980 

27,000 

a, 700 

Eating -Drinking  Places 

9,240 

13,500 

17,900 

Drug  Stores 

5,370 

8,900 

12,380 

All  Other  Stores 

15,700 

32,490 

47,200 

TOTAL  RETAIL  SALES 

172,850 

285,550 

409,010 

FARM  MARKET,  1949 

Number  of  Farms 

13,600 

33,780 

54,270" 

Automotive  Vehicles 

22,000 

57,600 

82,400 

Cost  of  Feed  Purchased  SOOO 

8,670 

27,000 

42,680 

Value  of  Products  $000 

39,600 

120,800 

170,700 

SOOO ,  expressed  in  thousands  of 

dollars 

ROADCASTING    •  Telecasting 


August  14,  1950   •    Page  133 


MONTANA 


5)    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  Br  WALTBI  P.  BURN.  MIDDIEBUBY,  VBMONT 

^  1950.  Broadcasting  Publications,  Inc. 


Seal.  ./  WtL 

ini^il  "\ 


MONTANA 


SPOT  RATE  FINDER 


4.50 
6.00 


ANACONDA,  Deer  Lodge,  4,617  fam.,  97.8% 

radio,  4,515  radio  fam. 
KANA,  250w,  1230kc,  Grant  Donahue 

SB        IM      5M       15M      30M     1  Hr 
6.00     6.00    12.00    18.00  30.00 
8.00     8.00    16.00    24.00  40.00 
BILLINGS,  Yellowstone,  15,567  fam.,  97.6% 
radio,  15,193  radio  fam. 


2  AM  afFiliates,  average  1-time  rate 

D  7.87  7.07  11.00  20.50  30.75  51.25 
N       8.75      9.50    15.00    28.00    42.00  70.00 

KBMY,   250w,   1240kc,  MBS,  Avery-Knodel 
D       2.75      4.15      7.00    11.00    1  6.50  27.50 
N       4.50     6.00    10.00    16.00    24.00  40.00 
KGHL,  5kw,  790kc,  NBC,  Katz 
D     13.00    10.00    15.00    30.00    45.00  75.00 
N     13.00    13.00    20.00    40.00    60.00  100.00 
KOOK,  5kw,  970kc 
(No  rates  available) 

BOZEMAN,    Gallatin,    6,066    fam.,  96.9% 

radio,  5,878  radio  fam. 
KBMN,  250w,  1230kc 

D  4.50  5.50  7.00  9.00  18.00  36.00 
N  4.50  5.50  7.00  9.00  18.00  36.00 
KXLQ,  250w,  1450kc,  NBC,  Pacific  Northwest, 

Z-Net.,  Walker 
(For  rates  see  listing  of  Z-Net.) 
BUTTE,    Silver    Bow,    13,405    fam.,  97.4% 

radio,  13,056  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D  10.72  10.72  17.01  27.36  47.71  88.41 
N     12.01    12.01    19.00    31.33    53.66  98.33 

KBOW,  250w,  1490kc,  CBS,  Cooke,  Conlan 
D  8.00  8.00  10.00  20.00  30.00  50.00 
N  8.00  8.00  10.00  20.00  30.00  50.00 
KOPR,  Ikw,  550kc,  ABC,  Hollingbery,  Conlan 
D  7.18  7.18  11.05  22.10  33.15  55.25 
N  11.05  11.05  17.00  34.00  51.00  85.00 
KXLF,  5kw,  1370kc,  NBC,  Pacific  Northwest, 
Walker 

D     17.00    17.00    30.00    40.00    80.00  160.00 
N     17.00    17.00    30.00    40.00    80.00  160.00 
KYES,  Ikw,  610kc 
(No  rates  available) 

GLENDIVE,     Dawson,     2,525     fam.,  97.9% 

radio,  2,472  radio  fam. 
KXGN,  250w,  1400kc 
D       5.40     6.00     9.00    16.00  24.00 
N      5.40     6.00     9.00    16.00  24.00 
GREAT  FALLS,  Cascade,  14,639  fam.,  97.6% 

radio,  14,288  radio  fam. 

2  AM  ofRliates,  averoge  1-time  rate 

D       9.22     9.22    14.00    28.00    42.00  67.50 

N     11.50    13.00    20.00    40.00    60.00  100.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KFBB,  5kw,  1310kc,  CBS,  Weed,  Conlan 

SB        IM       5M       15M     30M     1  Hr 
D      10.00    10.00    15.00    30.00    45.00  70.00 
N     10.00    13.00    20.00    40.00    60.00  100.00 
KMON,  5kw,  560kc,  ABC,  Avery-Knodel 
D       8.45      8.45    13.00    26.00    39.00  65.00 
N     13.00    13.00    20.00    40.00    60.00  100.00 
KXLK,  250w,  1400kc,  NBC 
(See  Z  Bar  Network  or  KXLF  Butte) 
HAVRE,  Hill,  3,989  fam.,  97.7%  radio,  3,897 
radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 

D       4.37      5.12     7.45    13.37    22.75  35.00 

KAVR,  250w,  1240kc,  Cooke 
D       2.75      3.25      4.90      8.75    17.50  35.00 
N       2.75      3.25      4.90      8.75    17.50  35.00 
KOJM,    Ikw-D,   730kc,    Friedenberg,  Griffith 
D       6.00     7.00    10.00    18.00    28.00  45.00 
HELENA,  Lewis  &  Clark,  6,821  fam.,  97.0% 

radio,  6,616  radio  fam. 
KFDW,  250w,  1340kc,  MBS 
D       2.30     3.05      4.05      6.90    12.10  20.70 
N       2.90      3.85      5.20      8.65    15.55  27.60 
KXLJ,  250w,  1240kc,  NBC,  Walker  ^ 
(See  Z  Bar  Network) 

KALISPELL,     Flathead,    8,774    fam.,  97.6% 

radio,  8,563  radio  fam. 
KGEZ,  250w,  1340kc,  Conlan 
D       3.00      3.00     5.00     9.00  15.00 
N       3.00      3.00      6.00    12.00  20.00 
LEWISTOWN,    Fergus,    3,900    fam.,  97.4% 

radio,  3,799  radio  fam. 
KXLO,  250w,  1230kc,  MBS 
D       3.25      4.50     7.50    12.00    18.00  30.00 
N       3.25      4.50     7.50    12.00    18.00  30.00 
LIVINGSTON,  Park,  3,345  fam.,  96.6%  radio, 

3,231   radio  fam. 
KPRK,   250w,    1340kc,   MBS,  Avery-Knodel 
D       3.00      4.50     7.50    12.00    18.00  30.00 
N       3.00      4.50     7.50    12.00    18.00  30.00 
MILES  CITY,  Custer,  3,525  fam.,  96.5%  radio, 

3,402  radio  fam. 
KRJF,  250w,  1340kc,  MBS,  Avery-Knodel,  BMB 
D       2.50      3.75      7.00    10.50    20.00  37.50 
N       3.00     4.50      8.50    12.50    23.75  45.00 
MISSOULA,    Missoula,    9,772    fam.,  97.3% 

radio,  9,508  radio  fam. 
KGVO,  5kw,  1290kc,  CBS,  McGillvra,  Conlan 
D       7.88    10.50    10.50    21.00    31.50  52.50 
N     10.50    14.00    14.00    28.00    42.00  70.00 
KXLL,  250w,  1450kc,  NBC,  Walker 

(See  Z  Bar  Network) 
SHELBY,    Toole,    1,916    fam.,    97.5%  radio, 

1,868  radio  fam. 
KIYI,  250w,  1230kc,  MBS,  Cooke 
D       2.75      3.25      4.90     8.75    17.50  35.00 
N       2.75      3.25      4.90      8.75    17.50  35.00 
SIDNEY,   Richlond,  2,889  fam.,  97.1%  radio, 

2,805  radio  fom. 
KGCX,  5kw,   1480kc,   MBS,  lawson,  BMB 
D       3.50     4.50    10.00    20.00    30.00  50.00 
N       4.50      6.00    13.00    26.00    40.00  65.00 


MARKET  INDICATORS  FOR  MONTANA 


CLASSIFICATIONS 

Population   

%  of  U.  S  

Families   

Percent  Radio   

Radio  Families  

Retail  Sales  

Retail  Trade  Employes   

Wholesale  Sales  Volume  .... 
Wholesale  Trade  Employes  . . 
Employment  (Mid-March)  . . 
Taxable  Payrolls  (1st  quarter) 
Income   

Percent  distribution   

Per  Capita  Income   

Percent  of  national  per  capita 

income   

New  Construction  (Private)  . 

Residential   

Non-Residential   

Value  added  by  Manufacture 

Automobile  Registration   

Telephones   


FIGURES  YR. 


587,196 
0.39% 
164,021 
97.2% 
159,428 
644,684,000 
28,470 
586,590,000 
7,467 
91,238 
54,185,000 
915,000,000 
0.44% 
$1,791 

127% 
40,100,000 
10,200,000 
15,700,000 
92,258,000 
246,009 
123,700 


'50 
'50 
'50 
'49 
'50 
'49 
'48 
'48 
'48 
'48 
'48 
'48 
'48 
'48 

'48 
'47 
'47 
'48 
'47 
'49 
'49 


FIGURES  YR. 

559,456 
0.42% 
159,666 
92.3% 
137,000 
600,187,000 
20,714 
130,600,000 
4,274 
86,723 
46,057,000 
321,000,000 
0.42% 
574 


100% 
14,300,000 
4,900,000 
2,200,000 
38,828,000 
221,222 
84,600 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductlo 
unlicensed.  1948  Retail  Sales.  Dept.  of  Commerce,  1948  Census  of  Business. 
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(ftroleum  

V'lips  

I^dera  , 

fwder  River  
well  

jiairie  

Walli  

jchland  

Losevelt  

^  jjisebud  


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Soles 

Mid-Marcii 

rolls— isi  vrfTr. 

Population 

Population 

Families 

Radio-Families 

(est.;  (;>UUUJ 

11  c  /cnnn\ 

1 948 

0,41/ 

6  943 

1,792 

1,697 

94.7 

9,727 

9,141 

679 

307 

O  700 

10  419 

2,737 

2,638 

96.4 

7,726 

7,763 

492 

247 

0/4/0 

9,566 

2,367 

2,287 

96.6 

9,674 

6,919 

.566 

285 

2  887 

3  451 

806 

770 

95.6 

3,129 

2,658 

206 

93 

10  106 

11  865 

2,822 

2,731 

96.8 

7,110 

6,893 

644 

341 

2  785 

3  280 

778 

752 

96.6 

1,078 

1,465 

64 

20 

52  408 

41  999 

14,639 

14,288 

97.6 

71,145 

63,928 

11,230 

6,990 

6  908 

7  316 

1,930 

1,895 

98.2 

5,057 

7,077 

337 

166 

1  £fO  1  7 

10  422 

3,525 

3,402 

96.5 

12,255 

17,552 

1,833 

982 

3  928 

4  563 

1,097 

1,079 

98.4 

3,590 

4,319 

241 

112 

9  038 

8  618 

2,525 

2,472 

97.9 

8,027 

10,929 

1,073 

An 

16  529 

13  627 

4  617 

4,515 

97.8 

15,868 

11,505 

4,003 

2,651 

3  632 

3  719 

1  015 

980 

96.6 

2,812 

4,161 

356 

207 

13  963 

14  040 

3,900 

3,799 

97.4 

14,237 

15,011 

1,822 

984 

31  412 

24,271 

8,774 

8,563 

97.6 

27,721 

32,858 

4,099 

2,274 

21  718 

18,269 

6,066 

5,878 

96.9 

26,216 

24,202 

2,872 

1>(2 

2,154 

2,641 

601 

579 

96.4 

955 

1,335 

75 

25 

9,636 

9,034 

2,692 

2,565 

95.3 

10,504 

10,196 

1,575 

740 

1,337 

1,607 

373 

373 

100.0 

549 

501 

31 

10 

2,765 

3,401 

772 

746 

96.7 

3,467 

2,727 

335 

187 

14,281 

13,304 

3,989 

3,897 

97.7 

17,246 

15,075 

1,641 

832 

4,005 

4,664 

1,118 

1,086 

97.2 

3,291 

2,496 

189 

63 

3,204 

3,655 

894 

869 

97.3 

2,475 

2,632 

97 

39 

13,767 

13,490 

3,846 

3,742 

97.3 

8,876 

9,529 

879 

435 

24,418 

22,131 

6,821 

6,616 

97.0 

38,360 

25,944 

5,144 

3,181 

2,168 

2,209 

606 

586 

96.8 

1,699 

2,164 

78 

36 

8,672 

7,882 

2,422 

2,346 

96.9 

5,215 

5,704 

1,345 

984 

3,246 

3,798 

907 

876 

96.6 

2,653 

1,877 

94 

39 

5,906 

7,294 

1,649 

1,599 

97.0 

3,837 

3,421 

458 

199 

2,039 

2,237 

569 

551 

96.9 

2,297 

1,414 

145 

56 

2,062 

2,135 

575 

556 

96.7 

1,256 

1,388 

243 

112 

34,982 

29,038 

9,772 

9,508 

97.3 

47,105 

37,795 

6,513 

3,798 

5,392 

5,717 

1,506 

1,465 

97.3 

5,094 

4,785 

967 

689 

11,974 

1 1,566 

3,345 

3,231 

96.6 

12,292 

13,916 

1,408 

629 

1,025 

1,083 

286 

278 

97.3 

602 

557 

67 

37 

6,348 

7,892 

1,773 

1.718 

96.9 

6,542 

5,911 

489 

208 

6,429 

6,716 

1,796 

1,745 

97.2 

6,791 

7,738 

496 

242 

2,680 

3,159 

748 

718 

96.0 

1,149 

1,084 

75 

28 

6,258 

6,152 

1,748 

1,697 

97.1 

5,677 

4,747 

659 

450 

2,361 

2,410 

659 

633 

96.1 

1,681 

1,919 

118 

50 

12,021 

1 2,978 

3,358 

3,257 

y/  .u 

9,383 

1,053 

468 

10,343 

10,209 

2,889 

2,805 

97.1 

8,594 

11,707 

1,034 

491 

9,546 

9,806 

2,666 

2,596 

97.4 

8,930 

12,184 

830 

364 

6,529 

6,477 

1,824 

1,751 

96.0 

5,147 

4,878 

395 

233 

(Continued,  on 

'1  ijjurces:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
'j  j  copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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K  G  H  L . . . 

Billings,  Montana 


HAS  THE  GREATEST*  COVERAGE 
of  any  Station  in 

Montana  and  Wyoming 


*BMB 


5,000  watts    •    790  kc 
Represented  by  THE  KATZ  AGENCY 


NBC 
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County 

Sanders  

Sheridan  

Silver  Bow  

Stillwater  

Sweet  Grass.. 

Teton  

Toole  

Treasure  

Valley  

Wheatland  

Wibaux  

Yellowstone... 


1950 

1940 

1950 

Population 

Population 

Families 

6,922 

6,926 

1,934 

6,230 

7,814 

1,740 

47,992 

53,207 

1 3,405 

5,345 

5,694 

1,493 

3,620 

3,719 

1,01 1 

7,130 

6,922 

1,992 

6,859 

6,769 

1,916 

1,406 

1,499 

392 

11,320 

15,181 

3,162 

3,162 

3,286 

883 

1,904 

2,161 

532 

55,730 

41,182 

15,567 

1950 
Radio- Families 


%  Radio 


1949 
Retail  Sales 
(Est.)  ($000) 


1948 
Retail  Sales 
U.  S.  ($000) 


Employment 
Mid-March 


Taxable  Pay- 
rolls—1st  Qtr 


1,856 

96.0 

3,908 

3,796 

1,701 

97.8 

4,350 

6,817 

13,056 

97.4 

80,138 

53,285 

1,455 

97.5 

4,138 

4,236 

y/o 

OA  Q 

yo.o 

3  005 

3,777 

1,946 

97.7 

5,693 

7,607 

1,868 

97.5 

7,993 

7,846 

371 

94.7 

1,008 

1,200 

3,089 

97.7 

15,553 

11,043 

863 

97.8 

3,661 

3,427 

532 

100.0 

972 

1,371 

15,193 

97.6 

67,185 

66,394 

lies  and 

1950  Radio  Families^ 

BROADCASTING 

estimate;  Percent 

1948 

1948  ($000; 

666 

326 

437 

189 

14,396 

10,123 

277 

136 

205 

83 

402 

172 

984 

OOd 

64 

34 

971 

470 

.229 

115 

104 

47 

10,992 

6,511 

copyright    1950  "Sales  Management."    Further   reproduction  unlicensed. 


),  BMB;  1949 

1948  Retail  Soles;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept. 


Retail  Sales, 
of  Commerce. 


MARKET  INDICATORS  FOR  NEBRASKA 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population    1,308,394  '50  1,315,834  '40 

%  of  U.  S   0.87%  '50  1%  '40 

Families    365,473  '50  360,180  '40 

Percent  Radio    95.8%  '49  91.6%  '46 

Radio  Families   350,123  '50  321,200  '46 

Retail  Sales    $1,240,570,000  '49  1,313,883,000  '48 

Retail  Trade  Employes    64,230  '48  45,818  '39 

Wholesale  Sales  Volume   $2,392,023,000  '48  567,000,000  '39 

Wholesale  Trade  Employes  . .  23,948  '48  15,635  '39 

Employment  (Mid-March)   . .  210,036  '48  200,548  '47 

Taxable  Payrolls  (1st  quarter)  $  112,171,000  '48  97,363,000  '47 

Income    $1,890,000,000  '48  569,000,000  '40 

Percent  distribution    0.92%  '48  0.75%  '40 

Per  Capita  Income    $1,473  '48  433  '40 

Percent  of  national  per  capita 

income   104%  '48  75%  '40 

New  Construction  (Private)  .  $    87,300,000  '47  30,200,000  '39 

Residential    $    30,900,000  '47  10,400,000  '39 

Non-Residential    $    49,100,000  '48  3,900,000  '39 

Value  added  by  Manufacture  $  260,658,000  '47  68,139,000  '39 

Automobile  Registration   544,017  '49  509,666  '48 

Telephones    395,300  '49  284,200  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 

unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


'WE  TALK  TO  PEOPLE"  and  "SELL  THEM' 

KWBE 

BEATRICE,  NEBRASKA 


The  KEY  to  the  rich  agricultural  section  of 
Nebraska's  BLUE  VALLEY  conceded  to  be  one 
of  the  MAGIC  CIRCLE  AREA'S  by  Babson  .  .  . 
0.5  M/V  coverage  of  over  200,000  people  in 
Nebraska  and  Kansas  with  95.8%  radio  homes. 
A  mail  count  from  TWENTY-THREE  COUNTIES 
.  .  .  Make  your  NEXT  BUY,  YOUR  BEST  BUY  .  .  . 
reach  the  RICH  AGRICULTURAL  AND  LIVE- 
STOCK, PLUS  THE  INDUSTRIAL  BELT  IN  THE 
BLUE  VALLEY  .  .  .  through  POWER  .  .  .  PRESTIGE 
and  PROGRAMMING  with  K-W-B-E.  Affiliate 
MUTUAL  BROADCASTING  SYSTEM. 


BLUE  VALLEY  BROADCASTING  COMPANY 


A.  P.  News 
World  Library 


John  Thorwald 
Pres.  and  Gen'l  Mgr. 


112V2  No.  6th  St. 
Beatrice,  Nebraska 


KWBE 


'THE  PROVEN  MEDIA  FOR  A  PROSPEROUS  MARKET 


NEBRASKA 


SPOT  RATE  FINDER 


ALIIANCE,  Box  Butte,  3,414  fam.,  96.2%  ra 

dio,  3,284  radio  fam. 
KCOW^  250w,  1400kc 
SB        IM  5M 

D 
N 


15M  30M  1  Hr 
5.00  10.00  20.00  30.00  50.00 
4.00     8.00    15.00    25.00  45.00 


BEATRICE,  Gage,  7,836  fam.,  95.8%  radio, 

7,506  radio  fam. 
KWBE,  250w,  1450kc,  MBS 

D      4.50     5.00    12.00    20.00    30.00  50.00 

N      5.50     6.50    18.00    30.00    40.00  65.00 

BROKEN  BOW,  Custer,  5,365  fam.,  94.3%  ra- 
dio, 5,059  radio  fam. 
KCNI,  250w,  1490kc,  MBS 
D      6.00     6.00    12.00    21.00    36.00  50.00 
N      6.00     6.00    12.00    21.00    36.00  60.00 

COLUMBUS,  Platte,  5,546  fam.,  94.9%  radio, 

5,263  radio  fam. 
KJSK,  Ikw-D,  900kc 

D      2.80     4.90    10.50    24.85  38.85  59.50 

FREIWONT,  Dodge,  7,284  fam.,  96.5%  radio, 

7,029  radio  fam. 
KFGT,  lOOw,  1340kc,  MBS,  Conlan 
D       5.00     5.00    10.00    18.33    30.00  50.00 
N      6.00     6.00    13.00    19.50    37.50  65.00 

GRAND  ISLAND,  Hall,  8,880  fam.,  95.8%  ra- 
dio, 8,507  radio  fam. 
KMMJ,  Ikw,  750kc,  ABC,  Headley-Reed 
D     10.00    10.00    20.00    40.00    60.00  100.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

HASTINGS,  Adams,  8,027  fam.,  96.0%  radio, 

7,705  radio  fam. 
KHAS,  250w,  1230kc,  MBS 

D      2.65     5.00    10.00    20.00    30.00  50.00 

N      4.00     8.00    16.00    32.00    48.00  80.00 

KEARNEY,  BufFalo,  7,010  fam.,  94  2%  radio, 

6,603  radio  fam. 
KGFW,  250w,  1340kc,  MBS 

D       4.00     6.00    12.00    30.00  50.00  80  00 

N      4.00     6.00    12.00    30.00  50.00  80.00 

LINCOLN,   Lancaster,  7,646  fam.,  97.3%  ra- 
dio, 7,286  radio  fam. 


2  AM  affiliates,  average  1 -time  rate 

P,  6.12    10.25    15.37    31.25  57.50 

N  11.25    20.00    30.62    61.25  112.50 


KFOR,  250w,  1240kc,  ABC,  Retry,  Hooper 
D       7.25     7.25    10.50    15.75    32.50  65.00 
N     12.50    12.50    20.00    31.25    62.50  125.00 
KFOR-FM,  Chan.  275,  102.9mc,  22kw,  Bonus 
KLMS,  Ikw,  1480kc,  IMS 

D  5.00    10.00    15.00    30.00  50.00 

N  9.00    15.00    25.00    50.00  90.00 

KOLN,  250w,  1400kc,  MBS,  Pearson 
D  5.00    10.00    15.00    30.00  50.00 

N  10.00    20.00    30.00    60.00  100.00 

McCOOK,  Red  Willow,  3,606  fam.  94.7%  ra- 
dio, 3,414  radio  fam. 
KBRL,  250w,  1450kc,  MBS,  Conlan 
D       3.30     5.00    10.00    20.00    30.00  50.00 
N      5.00     8.00    15.00    25.00    45.00  80.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


NORFOLK,  Madison,  6,756  fam.,  96.1%  radio, 
6,492  radio  fam. 

WJAG,  Ikw-D,  780kc,  Walker,  BMB,  Conlan 
SB        IM      5M       15M     30M     1  Hr 
D      S.OO     8.00    16.00    32.00    48.00  80.00 


NORTH  PLATTE,  Lincoln,  7,646  fam.,  95.3%J 
radio,  7,286  radio  fam. 

KODY,   250w,   1240kc,    NBC,    Blair,  Conlan, 
BMB 

D  5.00  5.00  10.80  18.00  30.00  50.0C 
N      8.00     8.00    15.00    25.00    45.00  80.0CI 


OMAHA,  Douglas,  77,424  fam.,  97.3%  radio,. 
75,333  radio  fam. 

3  AM  affiliates,  average  1-time  rate 
D      19.16    19.16    35.62    62.08  102.50  175.0(1 
N     31.00    31.00    58.18  100.37  174.50  285.0( 

KBON,  250w,  1490kc,  MBS,  Pearson,  Conlar 
D  6.50  6.50  13.00  19.50  39.00  65.0( 
N     13.00    13.00    26.00    39.00    78.00  130.01 

KBON-FM,  Chan.  224,  98.7mc,  8.7kw,  Transi 
Radio 

(See  Transit  Radio  Listings) 

KFAB,  50kw,  lllOkc,  CBS,  Free  &  Peters 
D     20.00    20.00    40.00    80.00  120.00  200.0( 
N     40.00    40.00    80.00  160.00  240.00  400.01 

KMTV(TV),  Chan.  3,  8.4kw-aur.;  16.7kw-vis 

ABC,  CBS,  DuMont,  Avery-Knodel,  Hoope  1 
N     50.00    50.00    62.50  100.00  150.00  250.0 

KOIL,  5kw,  1290kc,  ABC,  Retry,  Hooper,  BMl 
D  12.50  12.50  21.88  31.25  62.50  125.0 
N     21.00    21.00    36.75    52.50  105.00  210.0 


KOWH,  500w-D,  660kc,  IMS 
D      5.63     7.50    18.75    27.00    45.00  75.0 

WOW,  5kw,  590kc,  NBC,  Blair,  Hooper 
D     25.00    25.00    45.00    75.00  125.00  200.0 
N     50.00    50.00    90.00  150.00  275.00  400.0 

WOW-TV,  Chan.  6,  8.5kw-aur.;  16.2kw-vis, 

Blair  TV,  Hooper 
D     30.00    30.00    38.00    60.00    90.00  150.0 
N     40.00    40.00    50.00    80.00  120.00  200.0 


SCOTTSBLUFF,  ScoMs  BlufF,  9,466  fam.,  94.8°/ 

radio,  8,973  radio  fam. 
KNEB,  Ikw-D,  970kc,  Holman 
D      7.00     7.00    16.00    32.00    48.00  80.0 

KOLT,  5kw-D,  Ikw-N,  1320kc,  CBS,  McGillvr< 
Conlan 

D  9.00  9.00  16.50  30.00  50.00  90.0 
N      9.00     9.00    16.50    30.00    50.00  90.C 


For  Facts  on  the 
Grand  Island  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

KMMJ 
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DAWES 

SICUX 

SHERIDAN 

30X  BUTTE 

^  AIIiance[]] 

/ 

Srottsbluffa 

SCOTTS  BLUFF 


BROADCASTIN^^^TEIECASTING 

MARKETBOOK  MAP 

"! 

NEBRASKA 

[a]    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting 'Stations 
d)  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  BY  WALTB)  P.  BURN,  MIDDLEBURY,  VBtMONT 

®  1950,  Broadcasting  Publications,  Inc. 
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NEBRASKA  RADIO  MARKET  DATA  BY  COUNTIES 


1950 


1940 


1950 


1950 


%  Radio 


1949 
Retail  Sales 


1948 
Retail  Sales 


EmpToyment  Taxable  Pay- 
Mid-March     rolls-lst  Qtr. 


anner. 
hiaine... 


Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  (5000) 

28,737 

24,576 

8,027 

7,705 

96.0 

28,007 

32,943 

4,645 

2,462 

11,631 

13,289 

3,249 

3,080 

94.8 

7,564 

10,050 

539 

193 

799 

1,045 

223 

206 

92.5 

232 

230 

10 

1 

1,321 

1,403 

368 

359 

97.6 

147 

36 

1,209 

1,538 

338 

320 

94.9 

629 

670 

34 

10 

(Continued  on  page  138) 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Sales  Management."    Further  reproduction   unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


All  audience  surveys  a^ree 
On  the  coverage  of  KfAB! 

The  important  thin? 

Is  the  trend  of  the  swin# 
So  compare  the  result  of  all  three. 


SIMPLE?  Yes  indeed.  So  simple  is  the  story 
of  KFAB  coverage  superiority  that  it  can  be 
told  in  a  five-line  limerick  ! 


Here  are  the  fundamental  facts— in  the  form  of  1950  figures.  According 
to  BMB,  KFAB  audience  is  UP  1949  over  1946,-23.38%.  The  latest 
Omaha-Council  Bluffs  and  Lincoln  Hooperratings  are  up  25%  in  the  past 
two  years,  and  the  new  1950  Conlan  survey  shows  a  gain  of  21.6%  over 
1948.  These  facts  certainly  leave  no  question  as  to  the  consistency  of 
the  trend  of  KFAB. 

KFAB  1950  research,  based  on  BMB,  normal  gain  in  radio  homes.  Hooper 
and  Conlan  surveys,  reveals  KFAB  leading  all  other  Nebraska  stations 
in  1950  with  459,824  radio  homes  (night  time)  and  493,057  (day  time). 


That's  it!  All  surveys  agree  about  KFAB.  (The  most 
recent  survey  gives  KFAB  top  spot  in  every  total  rated 
hour  segment).  As  Nebraska's  number  one  station  KFAB 
invites  you  to  study  all  of  its  1950  quantitative  as  well 
as  qualitative  figures.  DON'T  BUY  LAST  YEAR'S  AUDI- 
ENCE !  I  !  Write,  wire  or  phone  your  nearest  Free  & 
Peters  office  or  Harry  Burke,  KFAB,  Omaha. 


KFAB^ 


o.ooo  WATTS  OMAHA  b*^"^  cbs 


FREE   and  PETERS 
Representatives 


HARRY  BURKE 
Gen'l  Manager 
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NEBRASKA  RADIO  MARKET  DATA  BY  COUNTIES 


1950  1940  1950                 .  "50  %  Rodio 
County                                                   Population          Population             Families  Radio-Families 

Boone   10,703  12,127  2,989  2,836  94.9 

Box   Butte   12,225  10,736  3,414  3,284  96.2 

Boyd   4,921  6,060  1,375  1,285  93.5 

Brown   5,157  5,962  1,441  1,358  94.3 

Buffalo   25,095  23,655  7,010  6,603  94.2 

Burt   11,514  12,546  3,216  3,113  96.8 

Butler   11,376  13,106  3,177  2,973  93.6 

Cass   16,355  16,992  4,568  4,353  95.3 

Cedar   13,820  15,126  3,860  3,721  96.4 

Chase   5,185  5,310  1,448  1,366  94.4 

Cherry   8,349  9,637  2,332  2,208  94.7 

Cheyenne   11,921  9,505  3,329  3,199  96.1 

Clay   8,677  10,445  2,423  2,297  94.8 

Colfax   10,158  10,627  2,837  2,683  94.6 

Cuming   12,996  13,562  3,630  3,499  96.4 

Custer   19,207  22,591  5,365  5,059  94.3 

Dakota   10,403  9,836  2,906  2,743  94.4 

Dawes   9,646  10,128  2,694  2,599  96.5 

Dawson   19,375  17,890  5,412  5,168  95.5 

Deuel   3,323  3,580  928                     898  96.8 

Dixon   9,107  10,413  2,544  2,449  96.3 

Dodge   26,075  23,799  7,284  7,029  96.5  - 

Douglas   277,178  247,562  77,424  75,333  97.3 

Dundy   4,347  5,122  1,214  1,129  93.0 

Fillmore   9,622  11,417  2,688  2,540  94.5 

Franklin   7,070  7,740  1,975  1,838  93.1 

Frontier   5,189  6,417  1,449                    1,350  93.2 

Furnas                                                            9,349  10,098  2,611  2,459  94.2 

Gage   28,055  29,588  7,836  7,506  95.8 

Gorden   4,084  4,680  1,140  1,085  95.2 

Garfield                                                          2,906  3,444  812                     758  93.4 

Gosper    2,732  3,687  763                     711  93.3 

Grant                                                             1,060  1,327  296                     282  95.3 

Greeley                                                           5,584  6,845  1,560                   1,460  93.6 

Hall   31,792  27,523  8,880  8,507  95.8 

Hamilton                                                         8,788  9,982  2,454  2,311  94.2 

Harlan                                                            7,138  7,130  1,994                   1,888  94.7 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families, 
copyright   1950  "Sales  Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 


1949 
Retail  Soles 
(Est.)  ($000) 

7,035 
12,797 

3,831 

4,606 
22,982 

8,736 

5,814 

8,372 

8,686 

5,153 

7,249 
10,007 

4,690  , 

7,992 

9,891 
15,043 

4,806 
10,304 
19,429 

2,946 

5,433 
27,839 
363,281 

3,253 

5,944 

4,128 

3,154 

6,953 
22,863 

2,346 

2,196 

1,436 

1,635 

3,285 
36,500 

4,938 

3,451 


(Continued  from  page  13', 

1948  Employment    Taxable  fo 

Retail  Sales  Mid-March  rolls— 1st  O 
U.S.  ($000)  1948  1948  ($00< 


8,317 
15,132 
4,170 
7,064 
27,661 
10,426 
7,467 
10,777 
10,393 
6,334 
9,505 
13,604 
5,379 
12,223 
12,979 
15,975 
7,733 
10,839 
27,626 
5,124 
6,812 
33,999 
315,949 
5,061 
6,087 
6,042 
2,959 
8,978 
.  24,323 
2,962 
2,747 
1,714 
986 
4,243 
36,704 
6,164 
5,341 


BROADCASTING  estimate;  Percent  Radio, 
1948  and  Taxable  Payrolls,  Ist-Quarter  1 


552 
M75 

249 

453 
2,585 

737 

516 

919 

737 

585 

503 
1,185 

457 

675 

809 
1,192 

592 
1,122 
2,084 

314 

365 
4,901 
89,526 

333 

620 
.  387 

205 

736 
4,526 

190 

209 
96 
51 

206 
6,203 

513 

473 

BMB;  1949  Retail 
948,  Dept.  of  Com 


2'. 
6f 

U 
1,0  V  f 
3t 

22- « 
27 
21 
53-'=' 
14 
2<f 

3: 
41 
27* 
M  " 
97+" 
K 

i: 

2,2. 
54,21 
1^ 

2: 
1 

21 

2,2:- 


( 

3,  If 
1! 

i: 

Sale 
mero 


74,000  GUARANTEED 
LISTENERS  DAILY 

These  riders  use  the  105 
main-line  Omaha  buses 
that  are  radio  equipped. 

A  BONUS  AUDIENCE 

People  in  over  15,000  FM 
radio  homes  are  loyal  lis- 
teners. 

PLEASANT  LISTENING 

Programming  with  music 
and  spot  news. 

DAILY  BROADCASTING 

Weekdays.— 6  a.m.  -  9  p.m. 
Sundays  3  p.m.  -  9  p.m. 

RATES  AS  LOW  AS  75c 
PER  1,000  LISTENERS 


For  more  information  on  this  ready- 
to-buy  market,  write  or  call  .  .  . 

PAUL  R.  FRY 

World  Insurance  BIdg.    •  Omoho 

or  TRANSIT  RADIO,  INC. 
Hew  York  Chicago 


TRANSIT  RADIO 


Serving  a  6il|ion$Mdric6i 


•  Two  Hometown  Stations 

•  Buying  Power  Coverage 

•  One  Low  Rate 

Reach  this  BILLION  DOL- 
LAR Market  with  the  best 
"package  salesman"  available 
in  Nebraska  —  two  "Big" 
hometown  stations.  No  other 
medium  of  consumer  contact 
offers  you  the  LION'S 
SHARE  of  the  buying  power 
at  such  a  low  cost. 

Fall  Campaigns  are  coining 
,  up  soon.  Coll  or  write  for 


PROMOTIONS  THAT  BOOSl 
YOUR  ADVERTISING 

•  Newspaper  Ads 

•  Street-Car  Cards 

•  Taxi  Cab  Signs 

•  Radio  Spots  i 

•  Theatre  Screen  Ads 

•  Window  Displays 


5  i^, 


Paul  R.  Fry,  Gen.  Mgr. 
World  Insurance  BIdg.,  Omaha,  Nebr. 
John  E.  Pearson  Co. 

New  York,  Chicago,  Los  Angelej 
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hcock.. 


=d  Willow.. 


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Soles 

Retail  Soles 

Mid-March 

rolls— 1st  Qtr. 

Population 

Population 

Families 

Radio-Families 

(Es?.)  ($000) 

U.  S. (5000) 

1948 

1948  ($000) 

2  958 

673 

622 

92  5 

529 

501 

53 

14 

0/004 

0,4U4 

1  A!%R 

1  ,ooo 

1  ^AA 

94  4 

3  798 

A  11A 
4,000 

383 

140 

1  4,00/ 

4  153 

3  941 

04  0 

10  007 

13  176 

848 

312 

1  253 

294 

276 

93.9 

2  363 

1  700 

121 

57 

8  422 

2  019 

1  897 

94  0 

3  830 

4  855 

322 

124 

l«$,Ol4 

3  803 

^  A9n 

01  9 

73.  Z 

1 1  oon 

1 9  Rni 

1  X,OwO 

1,556 

724 

o,oox 

2  028 

1  936 

01  1 

7  J.  J 

4,492 

6  021 

443 

173 

0,034 

1  776 

1  7in 

OA  1 
7O.O 

3  369 

6  453 

432 

162 

0,770 

0,«M«> 

1  R^O 

I/007 

04  1 
74.  I 

0  01R 

in  1AI 
1  u,  1 0 1 

852 

416 

9  1 

3  235 

602 

171 
9/  1 

04  0 

74.7 

760 

916 

39 

15 

^  OPO 

0/7  1  O 

1  10R 

1/  I70 

1  1A1 

OT  *J 
7/ 

1  AOO 
0,077 

5  192 

339 

143 

1  J  poo 

1 0,4/0 

4  142 

3  893 

94  0 

8  307 

1 2  480 

719 

245 

t  1  0,U40 

inn  ^Rj^ 

32  974 

32  083 

07  1 
7/  .0 

1  41  RRA 

1 24  680 

28  109 

15  120 

Ai  fit  1 

7  646 

7  286 

01 1 

29  380 

31  833 

3  252 

1  602 

1 ,/  4x 

378 

119 

01  1 

094^ 
7x4 

A90 

0x7 

25 

7 

1  #047 

1  777 
1 ,/// 

377 

352 

01  1 

463 

542 

50 

14 

o^o 

1  175 

231 

21 1 

91  7 

247 

244 

5 

2 

I  od 

0  J  9XO  • 
X4,X07 

A  7<;a 
o,/oo 

A  X09 
0,47X 

OA  1 

70. 1 

94  9fl1 

n  .401 
0 1 ,47  i 

3  172 

1  491 

0,0vZ 

9  354 

9  ^i^R 

9  117 
X,09/ 

01  0 

A  1  49 
0,  1  4X 

8  458 

629 

233 

ft 

9  436 

9  m*; 

9  lOR 

J.f  1  70 

01  4 

70.4 

A  110 
0,007 

7  363 

504 

233 

6  '^51 

7  653 

1  830 

1  734 

04  R 
74.0 

3  798 

4  631 

416 

166 

1 0  940 

9  on 

ox  1 

70.  1 

R  101 

O/  1  7  1 

7  834 

738 

295 

9  359 

10  446 

O  AAA 
X,0 14 

2/433 

70.  1 

6  127 

8  287 

846 

363 

17  045 

18  994 

^  VA1 
4,/OI 

A  1A1 
4,30 1 

01  0 

70. 0 

14  185 

15  417 

1  700 

723 

6  734 

8,514 

1  RR1 
1  fOO  1 

1  709 

1 ,/ yx 

95  3 

4  310 

3  992 

306 

101 

4  822 

5  197 

1  "^JlJ 
1  fA**t 

1  901 

01  0 

70.7 

4  657 

4  965 

307 

1 27 

9  029 

R  ^'i9 

0,49X 

9  199 

9  .^m 

01  4 
70.4 

R  ion 

0, 1 7U 

11  317 

1  199 

559 

9 ,400 

in  91 1 

IU,Xl  1 

9  A9<% 

9  Kt\A 

01  A 
7O.4 

A  f\A^ 

7  798 

487 

1 93 

19  857 

20  191 

9,940 

1  9A1 

04  0 

15  820 

21  000 

2  292 

1  068 

8,027 

8  748 

2  242 

9  1.47 
X,  1 4/ 

95  8 

3  996 

6  530 

372 

132 

12,909 

11  951 

3  606 

3  414 

94  7 

14  235 

17  669 

1  677 

723 

16,833 

19  178 

4  702 

A  401 

yo.o 

14  962 

16  160 

1  476 

592 

3  030 

3  ^7 

846 

797 

OA  1 

9  A91 
X,OXO 

2  879 

180 

60 

14  021 

15  010 

1  01A 

«>,7  lO 

1  A71 

0,0/  0 

01  Q 

0  fl9A 
7,OxO 

1 1  478 

1  508 

678 

15  642 

10  835 

A 

*t,007 

^  9^ 

97  2 

3  930 

4  688 

510 

264 

1 6,820 

17  892 

4  698 

4  486 

01  1 

1 1  641 

13  521 

1  665 

915 

33  889 

33  917 

O  ^AA 

R  071 

0,7/0 

74.0 

43  832 

41  905 

4  383 

2  466 

13  187 

14  167 

3  683 

o,**ou 

94  5 

8  057 

9  988 

979 

462 

9  520 

9  869 

9  A10 

9  19ft 
x,Dxo 

70. 1 

1 0  387 

10  219 

742 

264 

6  220 

7  764 

1  737 

1  10R 

92.0 

3  253 

3  599 

266 

87 

3  120 

4  001 

2  659 

9  40A 

93.9 

825 

1  300 

45 

12 

6  413 

6  887 

1  791 

1  705 

95  2 

2  626 

3  401 

200 

80 

10  631 

12  262 

2  970 

2  818 

94.9 

7  910 

8  673 

958 

418 

1  195 

1  553 

334 

317 

95  2 

958 

668 

25 

g 

3  569 

10  243 

997 

926 

92  9 

4  937 

5  982 

543 

241 

7  253 

-  5 

2  026 

1  912 

94  4 

4  657 

5  678 

510 

174 

11  496 

11  578 

3  211 

3  088 

96.2 

6  242 

8  504 

1  125 

534 

10  098 

9  880 

2  821 

2  744 

97  3 

6,572 

8  472 

660 

275 

7,317 

8,071 

2,043 

1,908 

93.4 

5,087 

5,706 

392 

130 

1,527 

2,170 

427 

400 

93.8 

479 

394 

13 

2 

14,228 

14,874 

3,974 

3,799 

95.6 

11,839 

13,503 

1,401 

579 

«0,  Elko,  3,242  fam.,  95.8%  radio 
radio  fam. 
:LK,  250w,  1240kc 

SB         IM       5M       15M  30M  1  Hr 

4.00     5.00     9.00  13.50  21.00  32.50 

4.00     5.00     9.00  13.50  21.00  32.50 


SPOT  RATE  FINDER 

3,105 


Me:  All  Rotes  one-time.  Sources:  Families 
d  radio  families  estimated  from  field  tabu- 
tions  of  1950  U.  S.  Census.  Percent  radio 
AB.  For  complete  explanation  see  foreword. 
«      *  « 


IAS    VEGAS,    Clark,  13,284 
radio,  12,699  radio  fam. 


fam.,  95.6% 


3  AM  affiliates,  average  1-time  rate 

SB        IM      5M       15M      30M  1  Hr 

D      3.33     5.12     7.86    1  4.30    21.70  35.00 

N       5.33      8.06    12.33    22.66    34.00  56.66 


KENO,  Ikw,  1460kc,  ABC,  Grant 

D       4.00      6.00    10.00    16.00    24.00  40.00 

N      6.00     9.00    15.00    24.00    36.00  60.00 


KENO-FM,  Chan.  260,  103.9mc,  250kw,  Grant, 

KLAS,   250w,    1230kc,   CBS,   Cooke,  Western 
Radio  Sales,  Conlan 

SB         IM       5M       15M      30M  1  Hr 

D       6.00      6.00      8.40    16.50    25.50  42.00 

N     10.00    10.00    14.00    28.00    42.00  70.00 

KRAM,  Ikw,  920kc,  MBS,  Avery-Knodel 

D                  3.38      5.20    10.40    15.60  26.00 

N                5.20     8.00    16.00    24.00  40.00 

RENO,  Washoe,  14,384  fam.,  97.6%  radio 
14,038  radio  fam. 

4  AM  affiliates,  average   1-time  rate 

D       3.70      3.70     6.40    12.80    19.20  32.00 

N       6.15      6.15    12.30    23.60    36.90  61.50 


KATO,  250w,  1340kc,  MBS,  Pearson,  Conlan 

SB  IM  5M  15M  30M  1  Hr 
D  3.00  3.00  4.00  8.00  12.00  20.00 
N      4.00     4.0D     8.00    12.00    24.00  40.00 

KOH,  5kw-D,  Ikw-N,  630kc,  NBC,  Raymer 
D       4.00     4.00     8.00    16.00    24.00  40.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 

KOLO,  Ikw,  920kc,  CBS,  Hollingbery 

D      4.80     4.80     7.60    15.20    22.80  38.00 

N      7.60     7.60    15.20    30.40    45.60  76.00 

KWRN,  250w,  1490kc,  ABC,  Walker,  Conlan 


3.00 
5.00 


3.00 
5.00 


6.00 
10.00 


12.00 
20.00 


18.00 
30.00 


30.00 
50.00 


NEVADA  RADIO  MARKET  DATA  BY  COUNTIES 


ounty 

iiurehill  

'lark  

suglas  

ko  

Tieraldo  

!jreka  
umboldt ...  . 
ander  
ncoln  
/on  

ineral  

ye  

■rmsby  

srshing  

•orey  

'ashoe  

'hite  Pine.. 


1949 

1948 

Employment 

Taxable  Poy- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Qtr. 

Population 

Population 

Families 

Radio-Families 

(Est.)  (SOOO) 

U.  S.  ($000) 

1948 

1948  ($000) 

6,172 

5,317 

1,724 

1.660 

96.3 

6.365 

8,095 

733 

469 

47,555 

16,414 

13,284 

12,699 

95.6 

41.256 

55,513 

11,328 

8,407 

1,997 

2,056 

558 

534 

95.7 

1,874 

2,233 

241 

149 

11,605 

10,912 

3,242 

3,105 

95.8 

11,636 

14,225 

1.538 

817 

605 

1,554 

169 

160 

95.2 

1,252 

223 

77 

48 

883 

1,361 

247 

232 

94.2 

831 

821 

285 

267 

4,789 

4.743 

1,338 

1,279 

95.6 

5.834 

6,163 

639 

386 

1,825 

1.745 

510 

482 

94.7 

1,941 

1.691 

249 

153 

3,827 

4,130 

1,069 

1.042 

97.5 

3,184 

2.565 

578 

476 

3,692 

4.076 

1.031 

996 

96.7 

2,870 

3.072 

175 

79 

5,412 

2.342 

1412 

1,437 

95.1 

1,978 

3.305 

524 

278 

3,071 

3.606 

858 

809 

94.4 

5,101 

3.205 

316 

184 

4,097 

3,209 

1.144 

1,125 

98  4 

3,858 

4,624 

450 

244 

3,109 

2,713 

868 

824 

95.0 

2,701 

3,341 

693 

378 

663 

1,216 

185 

181 

98.1 

830 

512 

39 

19 

51,496 

32,476 

14,384 

14,038 

97.6 

76,756 

79,157 

13.682 

9,554 

9,390 

12,377 

2,623 

2,525 

96.3 

15,957 

10,847 

2,795 

2,149 

aurces:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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MARKET  INDICATORS  FOR  NEVADA 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

PnTiiila  f iftti                                    .  . 

158,378 

'50 

110,247 

'40 

of  IT  S 

0.11% 

'50 

0.08%' 

"^0 

T^Ct  TY1  ill  AC 

44,239 

'50 

33,520 

'40 

96.3% 

'49 

89.3% 

'46 

42,602 

'50 

40,900 

'46 

Retail  Sales  S 

>  184,224,000 

'49 

199,592,000 

'48 

Reta.il  Trade  Employes 

9,013 

'48 

6,027 

'39 

Wholesale  Sales  Volume  ....  J 

)  79,498,000 

'48 

23,200,000 

'39 

1,326 

'48 

768 

'39 

Employment  (Mid-March) 

36,221 

'48 

36,805 

'47 

TTavalilp  Pavroll«!  (^Ist,  niiartf*rl  5 

>     2.'i  378  000 

'48 

23,624,000 

'47 

Income    \ 

5  275,000,000 

'48 

92,000,000 

'40 

Percent  distribution  

0.13% 

'48 

0.12% 

'40 

Per  Capita  Income   

$1,679 

'48 

836 

'40 

Percent  of  national  per  capita 
income   

New  Construction  (Private)  . 

Residential    S 

Non-Residential    % 

Value  added  by  Manufacture  % 

Automobile  Registration  .... 

Telephones   


119% 

'48 

145% 

'40 

25,800,000 

'47 

7,300,000 

'39 

16,900,000 

'47 

4,000,000 

'39 

4,900,000 

'48 

1,800,000 

'39 

27,777,000 

'47 

11,493,000 

'39 

69,119 

'49 

63,223 

'48 

43,000 

'49 

28,300 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


COVfR/NG 
NEW  ENGLAND'S 
VACATIONLAND 

WMOU 

The    Radio  Voice 

of  the 

White  Mountains 
IS    THE  STATION 

Maurice   Mitchell,   in   his  famous 
"pitch",  calls  "the  affiliated 
independent"  and 
Broadcasting   Magazine  congratu- 
lates for  handling  "an  unprecedented 
number  of  network  programs"  *. 

*  Old  Fashioned  Revival  Hour,  Carnegie 
Hall,  Counterspy,  Break  the  Bank,  Mr. 
District  Attorney,  Guy  Lombardo  Show, 
This  Is  Your  FBI,  Cavalcade  of  Sports, 
Metropolitan  Opera,  Boston  Ballgames. 
Write  C.  S.  Holbrook,  Pres. 
for  information 


250 


1230 


Watts  WM  O  U  kc. 
BERLIN,  N.  H. 


NEW  HAMPSHIRE 


SPOT  RATE  FINDER 

BERLIN,  Coos,  9,983  fam.,  96.3%  radio,  9,613 
radio  fam. 

WMOU,  250w,  1230kc,   Kettell-Carter,  Radio 
Reps. 

D  4.00  4.00  8.00  16.00  24.00  40.00 
N       6.00     6.00    12.00    24.00    36.00  60.00 

CLAREMONT,    Sullivan,    7,137    fam.,  96.1% 

radio,  6,858  radio  fam. 
WTSV,  250w,  1230kc,  MBS,  Boiling,  Noonan 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  5.00  10.00  20.00  30.00  50.00 
N  8.00  8.00  16.00  32.00  48.00  80.00 
WTSV-FM,     Chan.      291,      106.1mc,  1.5kw, 

Boiling,  Bonus 

CONCORD,    Merrimack,    17,571    fam.,  96.8% 

radio,  17,008  radio  fam. 
WKXL,  250w,  1450kc,  MBS,  Walker 
D       5.00      5.00    10.00    20.00    30  00    50  no 
N       7.50     7.50    15.00    30.00    45.00  75.00 

KEENE,  Cheshire,   10,803  fam.,  96.4%  radio, 

10,414    radio  fam. 
WKNE,    5kw,    1290kc,    CBS,  Kettell-Carter, 

Young,  BMB 
D       6.70      8.00    13.40    26.80    40.20    67  00 
N     10.00    12.00    20.00    40.00    60.00  100.00 

LACONIA,  Belknap,  7,403  fam.,  96.2%  radio, 

7,121  radio  fom. 
WtNH,    250w,    1340kc,    Yankee,    MBS,  KBS, 

Kettell-Carter 
D       4.50      4.50      8.00    16.00    24.00  40.00 
N       6.00      6.00    12.00    24.00    36.00  60.00 

MANCHESTER,  Hillsboro,  43,745  fam.,  97.5% 
radio,  42,651  radio  fom. 


BROADCASTiN^^'^TELECASTlNG 

MARKETBOOK 

'/ 

NEVADA 

S    Location  of  City  and  number  of 

Standard  (Ai\^)  Broadcasting  Stations 
®  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Statjons 

^calt  of 


MAP  BY  WAITES  P.  BURN,  IMlODLESURr,  VHLMONT 

©  1950,  BroadcasUng  Publications,  Inc. 


3  AM  affiliates,  overage  1-time  rate 

SB        IM      5M  15M      30M  1  Hr 

D       5.66     5.66    10.00  20.00    30.00  50.00 

N     10.00    10.00    18.66  37.33    56.00  93.33 

WFEA,  5kw,  1370kc,  CBS,  Young,  Kettell- 
Carter,  Hooper 
D  6.00  6.00  12.00  24.00  36.00  60.00 
N  12.00  12.00  24.00  48.00  72.00  120.00 
WKBR,  250w,  1240kc,  MBS,  Boiling,  Hooper 
D  5.00  5.00  8:00  16.00  24.00  40.00 
6.00  12.00  24.00  36.00  60.00 
Chan.  261,  lOO.lmc,  Ikw,  Boiling, 


N  6.00 
WKBR-FM, 
Bonus 

WMUR,   5kw-D,  Ikw-N, 

Hooper,  BMB 

D       6.00      6.00    10.00    20.00  30.00  50.00 

N     12.00    12.00    20.00    40.00  60.00  100.00 

WMUR-FM,  Chan.  239,  95.7mc,  3.3kw,  Weed 

D       1.50      1.50      2.50      5.00  7.50 

N       3.00     3.00     5.00    10.00  15.00 

NASHUA,     Hillsboro,    43,745  for 

radio,  42,651   radio  fam. 


610kc,  ABC,  Weed, 


12.50 
25.00 
97.5% 


WOTW,  Ikw-D,  900kc,  Bannan,  Walker 

SB  IM  5M  15M  30M  1  1 
D  4.00  6.00  12.00  24.00  36.00  60 
N  5.00  8.00  16.00  32.00  48.00  80 
WOTW-FM,  Chan.  292,  106.3mc,  Ikw,  Banm 

Walker,  Bonus 
PORTSMOUTH,     Rockingham,     10,981  fa 

96.7%  radio,  10,618  radio  fam.  ^ 
WHEB,    Ikw,  750kc,   MBS,   Yankee,  Walk 

Bannan 

SB  IM  5M  15M 
D  7.50  7.50  12.00  24.00 
N  12.00  12.00  20.00  40.00 
ROCHESTER,   StrafFord,  14,279 

radio,  13,850  radio  fam. 
WWNH,  Ikw-D,  930kc,  Boiling, 
D  6.00    10.00  20.00 

N  10.00    20.00  36.00 


30M  1  " 
36.00  60 
60.00  lOOJ 
fam.,  97.( 

Granite 
30.00  50 
54.00  92 


Note:  All  Rates  one-time.  Sources:  Fami 
and  radio  families  estimated  from  field  to 
lotions  of  1950  U.  S.  Census.  Percent  ra 
BMB.  For  complete  explanation  see  forewc 


NEW  HAMPSHIRE  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Belknap  

Carroll  

Cheshire  

Coos  

Grafton  

Hillsboro  

Merrimack  

Rockingham.. 

Strafford  

Sullivan  


1950 

1940 

1950 

Population 

Population 

Families 

26,504 

24,328 

7,403 

15,751 

15,589 

4,400 

38,678 

34,953 

10,803 

35,742 

39,274 

9,983 

47,704 

44,645 

13,325 

156,607 

144,888 

43,745 

62,906 

60,710 

17,571 

39,315 

58,142 

10,981 

51,121 

43,553 

1 4,279 

25,553 

25,442 

7,137 

1949 

1948 

Employment 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

i-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

7,121 

96.2 

23,053 

27,320 

7,170 

4,144 

94.2 

1 1 ,595 

14,156 

2,344 

10,414 

96.4 

29,186 

29,371 

10,719 

9,613 

96.3 

29,424 

28,518 

8,681 

1 2,685 

95.2 

42,271 

43,207 

8,742 

42,651 

97.5 

141,395 

147,440 

55,072 

17,008 

96.8 

49,245 

51,119 

12,318 

10,618 

96.7 

58,794 

59,261 

10,788 

13,850 

97.0 

45,322 

43,616 

14,321 

6,858 

96.1 

23,503 

25,833 

6,610 

Taxable  P 
rolls-1 
1948 


St  (J 


4. 

lj 

6, 
4, 
4, 


31,, 
6, 
5,' 
7/ 
3, 


Sources:  1950  Population,  field  reports,   1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  So 
■  I.    incn   ,/c  li  . />    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Comme' 
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BROADCASTING 


Telecast! 


Hi 


1 


BROADCASTING^*  TELECASTING 

MARKETBOOK  MAP 


d]    Location  of  City  and  number  of 
Standard  (AM)  Broadcasting 
Stations 


MARKET  INDICATORS  FOR  NEW  HAMPSHIRE 


MAP  lY  WALTBI  P.  BURN,  MIDU-EBUir.  VBtMOMI 

®  1950.  BroaiicasUng  Publications,  Inc. 


MARKET  INDICATORS  FOR  NEW  JERSEY 


CLASSIFICATIONS 

|ppulation  

I  %  of  U.S  

amilies   •  • 

ercent  Radio   

adio  Families   


FIGURES  YR. 
4,821,714  '50 

3.22% 
1,346,847 

96.5% 
1,299,707 


.i^Tiolesale  Trade  Employes 
"'iimployment  (Mid-March) 


Sletail  Sales    §4,262^738,000 

"  jetail  Trade  Employes    207,950 

so^rholesale  Sales  Volume  ....  $3,470,255,000 

58,222 
1,399,721 

fixable  Payrolls  (1st  quarter)  $  970,331,000 
come    $7,181,000,000 

I  Percent  distribution  ;  3.49% 

I  Br  Capita  Income    $1,605 

^fercent  of  national  per  capita 

j  income    114% 

jew  Construction  (Private)  .  $  462,600,000 

I  Residential    $  295,800,000 

I  Non-Residential    $  102,100,000 

l^lue  added  by  Manufacture  $4,177,089,000 

|itomobile  Registration   1,440,773 

1,446,100 


5, 

d'^lephones 

3]! 


'50 

'50 
'49 
'50 
'49 
'48 
'48 
'48 
'48 
'48 
'48 
'48 
'48 

'48 
'49 
'49 
'49 
'47 
'49 
'49 


FIGURES  YR. 

4,160,165  '40 

3.16%  '40 

1,110,580  '40 

97.5%  '46 

1,186,000  '46 

4,470,833,000  '48 

158,377  '39 

1,075,300,000  '39 

37,606  '39 

1,362,348  '47 

891,319,000  '47 

3,138,000,000  '40 

4.14%  '40 

803  '40 


140% 
114,100,000 
70,200,000 
25,400,000 
1,518,269,000 
1,331,916 
974,900 


'40 
'39 
'39 
'39 
'39 
'48 
'45 


ScHote:  1949  Retail  Sales,  copyright  1950  ''Sales  Management."  Further  reproduction 
lilicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

529,881 

'50 

491,524 

'40 

%  of  U.S  

0.35% 

'50 

0.37% 

'40 

Families   

148,011 

'50 

135,960 

'40 

96.7% 

'49 

94.2% 

'46 

143,126 

'50 

127,400 

'46 

Retail  Sales   $ 

453,788,000 

'49 

469,841,000 

'48 

Retail  Trade  Employes   

24,128 

'48 

18,198 

'39 

Wholesale  Sales  Volume   $ 

192,438,000 

'48 

64,300,000 

'39 

Wholesale  Trade  Employes  . . 

4,112 

'48 

2,570 

'39 

Employment  (Mid-March)   . . 

141,410 

'48 

141,401 

'47 

Taxable  Payrolls  (1st  quarter)  $ 

79,499,000 

'48 

72,971,000 

'47 

Income    $ 

659,000,000 

'48 

269,000,000 

'40 

v.OiW  /o 

'48 

'40 

'4.8 

'40 

income   

89% 

'48 

95% 

'40 

New  Construction  (Private)  $ 

26,200,000 

'47 

12,000,000 

'39 

Residential    $ 

10,700,000 

'47 

4,600,000 

'39 

Non-Residential    $ 

6,900,000 

'48 

2,700,000 

'39 

Value  added  by  Manufacture  $ 

306,932,000 

'47 

104,453,000 

'39 

Automobile  Registration  

167,327 

'49 

160,497 

'48 

Telephones   

147,100 

'49 

103,100 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


LISTENERS  GUARANTEED 

12  Newscasts  Daily 


WCTC's  news  staff  does  nothing  but  gather,  write  and  edit 
city,  county  and  national  news. 

LOCAL  news  makes  LOCAL  rad 


WCTC,  and  only  WCTC,  gives  complete  Central 
New  Jersey  news  coverage  16  hours  a  day, 
7  days  a  week. 


lO 


AM 
1450 


WCTC 


New  Brunswick,  N.  J. 


FM 
98.3 


August  14,  1950    •    Page  l4l 


LooK  at  the 
North  Jersey 


'Picture/ 


Now  double  in  power  .  .  .  your  only  way 
to  cover  this  quality  market  at  a  modest 
cost  .  .  .  tops  in  listenership  ratings  .  .  . 
tops  in  local  interest  programming  .  .  . 
for  the  complete  picture  call  MTWN  4-5700. 


WMTR 

MOW  lOOO  WATTS 
MORRI5TOWN,  N.  J.  , 


NEW  JERSEY 


SPOT  RATE  FINDER 

ALPINE,  Bergen,  149,807  fam.,  97.9%  radio. 


146,661   radio  fam. 
WFMN     (FM),  Chan. 

(KE2XCC) 
(No  rates  available) 
ASBURY     PARK,     Monmouth,  62,483 

95.4°o  radio,  59,608  radio  fam. 
WJLK,  250w,  ISlOkc 

SB        IM       5M       15M  30M 
4.50      6.50    13.00    26.00  40.00 
6.50    13.00    26.00  40.00 
Chan.  232,  94.3mc,  Ikw 
6.50    13.00    26.00  40.00 
6.50    13.00    26.00  40.00 
ATLANTIC  CITY,  Atlantic,  37,100  fam., 
radio,  34,948  radio  fam. 


D 

N  4.50 
WJLK-FM, 
D  4.50 
N  4.50 


226,    93.1  mc,  6kw 


fam., 


1  Hr 
60.00 
60.00 

60.00 
60.00 
94.2% 


3  AM  affiliates,  average  1 -time  rate 

D       3.51      4.58    10.01     20.00    34.50  58.33 

N       5.91      8.33    15.91    34.50    56.00  95.00 

WBAB,  250w,  1490k:c,  CBS,  Headiy-Reed 

D       3.75      5.00    12.50    25.00    45.00  75.00 

N       7.00      9.50    18.75    45.00    75.00  125.00 

WBAB-FM,  Chan,  264,  100.7mc,  3kw,  Heodly- 

Reed,  Bonus 
WFPG,  250w,  1450kc,  ABC,  Pearson,  Conlan, 

BMB  Sports  Net. 
D       3.50      4.50      9.00    18.00    30.00  50.00 
N       5.50      7.50    15.00    30.00    48.00  80.00 
WFPG-FM,  Chon.  253,  98.5mc,  15.6kw,  Pear- 
son, Bonus 
WMID,  250w,  1340kc,  MBS,  Forjoe 
D       3.30      4.25      8.55    17.00    28.50  50.00 
N       5.25      8.00    14.00    28.50    45.00  80.00 
BRIDGETON,  Cumberland,  24,784  fam.,  95.0% 

rodio,  23,544  radio  fom. 
WSNJ,  250w,  1240kc,  Clark 
D       4.80      8.00    12.00    15.00    18.00  50.00 
N       4.80      8.00    12.00    18.00    30.00  50.00 
WSNJ-FM,  Chan.  255,  98.9mc,  9.25kw,  Clark, 

V2  AM  rates 
CAMDEN,  Camden,  83,855  fam.,  96.0%  ra- 

dio,  80,500  radio  fgm.  

2  AM  non-offiliotes,  average  1-time  rate 
D       8.00    11.50    19.00    38.75    57.50  95.00 
WCAM,  250w,  1310kc 
D       6.00      9.00  13.00 
N       9.00    12.00  IS.OO 
WKDN,  Ikw-D,  800kc 
D      10.00    14.00  25.00 


BROADCASTING. 


'TELECASTING 


MARKETBOOK  MAP 

of 

NEW  JERSEY 


27.50 
36.00 


40.00 
54.00 


65.00 
90.00 


50.00    75.00  125.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


■ 


HUDSON 

DfJersey  City 
lizabeth 


MAP  BY  WALTER  P.  BURN,  MIDDIEBURY,  VBtMOWl 

©  1950.  Broadcasting  Publications,  Inc. 

ScaL  of  WiL 

30. 


[j]    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 


W  V  N  J 


New  Jersey's 

FIRST  station  in  RESULTS 

covering 

The  Richesf  Market  in  the  World 

NEW  YORK  AND  NEW  JERSEY 

WITH 

5,000  Powerful  Watts  on  620  KC 


W  V  N  J 


NEWARK 


Ivon    B.  Newman 


General  Manager 
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NEW  JERSEY  RADIO  MARKET  DATA  BY  COUNTIES 


*onty 

'lantic  

*rgen  

iprlington  

ijimden  

.^p«  May  

l|<mberland 

■Isex  

ioucester  

fjdson  

iinterdon  

iercer  

liddlesex  

lonmouth  

(orris  

|cean  

tissaic  

ft\em  

^merset  

jissex  

(lion  

jarren  


r 


copyright  1950 


1950 

Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

0/^  Dnftin 
/O  ivOUlO 

1949 

Rotnil  Cnloc 
IVCIQII  ICS 

(Est.)  (SOOO) 

1948 
U.  S.  (SOOO) 

Employment 
AAid-AAo  rch 
1948 

Taxable  Pay- 

fQllg  ]  5f  Qtr. 

1 948  ($000) 

132,818 

124,066 

37,100 

34,948 

94.2 

153,033 

172,935 

33,290 

17,831 

536,31 1 

409,646 

149,807 

146,661 

97.9 

348,105 

404,123 

82,659 

56,612 

135,926 

97,013 

37,968 

36,828 

97.0 

66,851 

88,231 

19,452 

1 1,986 

300,201 

225,727 

83,855 

80,500 

96.0 

216,984 

250,913 

79,979 

52,896 

36,920 

28,919 

10,312 

9,837 

95.4 

45,376 

49,188 

5,471 

2,781 

88,727 

73,184 

24,784 

23,544 

95.0 

76,027 

84, 1 69 

22,713 

12,824 

901,448 

837,340 

251,801 

242,232 

96.2 

1,031,351 

960,214 

299, 1 1 8 

209,048 

91,714 

72,219 

25,618 

24,721 

96.5 

47,208 

56,953 

1 1,928 

7,921 

646,235 

652,040 

180,512 

174,916 

96.9 

573,738 

518,128 

248,279 

180,510 

42,689 

36,766 

1 1 ,924 

1 1 ,542 

96.8 

30,673 

38,397 

6,407 

3,903 

237,803 

197,318 

66,425 

64,100 

96.5 

231,149 

245,510 

71,008 

47,682 

264,659 

217,077 

73,927 

71,339 

96.5 

216,152 

232,977 

76,530 

53,874 

223,691 

161,238 

62,483 

59,608 

95.4 

204,720 

236,953 

32,630 

18,323 

164,613 

125,732 

45,981 

44,923 

97.7 

118,565 

137,656 

26,329 

17,622 

56,117 

37,706 

15,675 

15,142 

96.6 

51,971 

74,671 

7,125 

3,556 

337,285 

309,353 

94,213 

90,727 

96.3 

345,987 

361,575 

125,702 

87,540 

49,612 

42,274 

13,858 

13,137 

94.8 

38,045 

39,079 

14,545 

10,585 

98,740 

74,390 

27,581 

26,891 

97.5 

61,710 

76,877 

27,093 

19,511 

33,939 

29,632 

9,480 

9,100 

96.0 

33,448 

31,963 

4,969 

2,875 

397,558 

328,344 

111,049 

107,828 

97.1 

330,948 

366,157 

110,950 

82,112 

54,407 

50,181 

15,197 

14,665 

96.5 

40,337 

44,164 

14,775 

9,412 

1950  Census; 

1940  Population, 

1940  Census;  1950  Families  and 

1950  Radio  Families,  BROADCASTING  estir 

note;  Percent  Radio,  BMB;  1949 

Retail  Sales, 

ment."  Furth 

er  reproduction 

unlicensed.  1948 

Retail  Sales;  En 

iployment,  Mid-March  1948 

and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 

*       •  * 

lIZABETH,  Union,  111,049  fam.,  97.1%  ra- 
jdio,  107,828  radio  fam. 

i; 

IPOE  (FM),  Chan.  244,  96.7mc,  Ikw 

]      SB        1M      5M      15M     30M     1  Hr 


4.50 
4.50 


7.50  15.00  22.50  37.50 
7.50    15.00    22.50  37.50 


j;RSEY  CITY,  Hudson,  180,512  fam.,  96.9% 
I  radio,  174,916  radio  fam. 


lOM,  5kw,  1480kc 
10.00    17.50    45.00    75.00  137.50  250.00 
15.00    25.00    63.00  105.00  192.50  350.00 


40RRIST0WN,  Morris,  45,981  fam.,  97.7% 
(radio,  44,923  radio  fam. 

fMTR,  Ikw-D,  1250kc,  Conlan 

5.75     6.75    16.00    32.00  48.00  80.00 


EWARK,  Essex,  251,801  radio,  96.2%  radio, 
I  242,232  radio  fam. 


4  AM  non-affiliates,  overage  1-time  rate. 

SB  IM  5M  15M  30M  1  Hr 
D  14.42  20.12  42.88  64.31  118.62  221.00 
N     17.37    23.25    53.20    80.87  144.25  264.75 


WAAT,  5kw-D,  Ikw-N,  970kc,  Weed 

D     17.50    25.00    52.80    66.00  132.00  264.00 

N     17.50    25.00    52.80    66.00  132.00  264.00 

WAAT-FM,  Chan.  234,  94.7mc,  13.5kw,  Weed, 
Bonus 

WATV-(TV),  Chan.  13,  25kw-aur.;  50kw-vis., 
Weed 

D  80.00  100.00  135.00  180.00  270.00  450.00 
N    100.00  125.00  180.00  240.00  360.00  600.00 

WHBI,   2.5kw-D,   Ikw-N,  1280kc 
(Shares  time  with  WOV,  New  York,  N.  Y.) 
D     15.00    15.00    50.00    80.00  120.00  200.00 
N     25.00    25.00    87.50  140.00  210.00  350.00 

WNJR,  5kw,  1430kc,  Rambeau,  Pulse 

D      16.20    22.50    33.75    56.25  112.50  225.00 

N     18.00    25.00    37.50    62.50  125.00  250.00 

WNJR-FM,  Chan.  274,   102.7mc,   3kw,  Ram- 
beau, Bonus 


WVNJ,  5kw,  620kc,  Hollingbery 

SB  IM  5M  15M  30M  1  Hr 
D  9.00  18.00  35.00  55.00  110.00  195.00 
N      9.00    18.00    35.00    55.00  110.00  195.00 

NEW   BRUNSWICK,  Middlesex,  73,927  fam., 
96.5%  radio,  71,339  radio  fam. 

WCTC,  250w,  1450kc,  BMB,  Pulse 

D      5.10     8.50    13.60    20.60    37.40  68.00 

N         25%  discount  after  8  p.m. 

WCTC-FM,  Chan.  252,  98.3mc,  Ikw,  Bonus 

WDHN(FM),  Chan.  228,  93.5mc,  Ikw 

D      3.00     4.00     8.50    13.50    22.50  35.00 

N      3.00     4.00     8.50    13.50    22.50  35.00 

PATERSON,  Passaic,  94,213  fam.,  96.3%  ra- 
dio, 90,727  radio  fam. 

WPAT,  5kw,  930kc,  Forjoe,  Pulse 

D  21.60    36.40    72.80  109.20  182.00 

N  21.60    36.40    72.80  109.20  182.00 

WPAT-FM,  Chan.  278,  103.5mc,  20kw,  Bonus 

PLAINFIELD,  Union,  15,197  fam.,  97.1%  ra- 
dio, 14,665  radio  fam. 

WXNJ(FM),  Chan.  280,  103.9mc,  Ikw 

D       2.60      3.90      5.20    10.40    15.60  26.00 

N       3.90      5.20      6.50    13.00    19.50  32.50 


TRENTON,  Mercer,  66,425  fam.,  96.5%  radio, 
64,100  radio  fam. 

WTNJ,  250w-D,  1300kc 

SB  IM  5M  15M  30M  1  Hr 
D      4.50     4.50     9.75    16.75    25.00  42.50 

WTOA(FM),  Chan.  248,  97.5mc,  14.5kw 
(No  rates  available) 

WnM,  Ikw,  920kc,  NBC,  Forjoe 

D      8.00     8.00    12.00    24.00    36.00  60.00 

N     16.00    16.00    24.00    48.00    72.00  120.00 

VINELAND,  Cumberland,  24,784  fam.,  95.0% 
radio,  23,544  radio  fam. 

WWBZ,  Ikw-D,  1360kc,  McGillvra 

D      5.00     8.00    10.00    25.00    40.00  60.00 


For  Facts  on  the 
Atlantic  City  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WBAB 


NORTH  JERSEY  IS  A  MAJOR  MARKET! 

North  Jersey  is  bigger  than  ever— over  3V2  MILLION   people  with  $5  BILLION  to  spend 
You  can  reach  and  influence  this  fabulous  market  with 

WNJR 

RADIO  STATION  OF  THE   NEWARK  NEWS 


MARKET  3-2700 


COSTLANDT  7-8070 


Represented  Nationally  by  WILLIAM  B.  RAMBEAU 


in  New  York  phone 
Murray  Hill  6-5490 


in  Chicago  phone 
ANdover  3-5566 
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NEW  MEXICO 


SPOT  RATE  FINDER 

ALAMOGORDO,    Otero,   4,108    fam.,  89.6% 

radio,  3,680  radio  fam. 
KALG,  250w,  1230kc 

SB         IM       5M       15M      30M  1  Hr 

D  1.50    2.42    4.65    7.00    8.35    16.68  33.35 

N  1.50    2.42    4.65    7.00    8.35    16.68  33.35 

ALBUQUERQUE,     Bernalillo,     40,787  fam., 
94.1';o  radio,  38,378  radio  fam. 


4   AM  affiliates,   average    1-time  rate 

D       6.50     9.87    14.37    22.75    34.75  72.50 

N     11.00    16.25    25.00    39.75    60.25  100.00 


KGGM,  5kw,  610kc,  CBS,  Avery-Knodel 
D       7.00    10.00    15.00    24.00  36.00 
N      14.00    20.00    30.00    48.00  72.00 
KOAT,  250w,  1450  kc,  ABC 
D       5.00      8.50    12.50  20.00 
N       8.00    12.00    20.00  32.00 
KOB,  SOkw-D,  25kw.N,  770kc,  NBC 
D       8.00    12.00    20.00    32.00  48.00 
N     16.00    24.00    40.00    64.00  96.00 
KOB-TV,  Chan.  4,  5kw-aur.,  2.51kw-vis 

CBS,  NBC,  DuMont 
N     12.00    12.00  30.00 
KVER,    250w,  1340kc, 

Hooper,  Conlon 
D       6.00      9.00    10.00    15.00  25.00 
N       6.00      9.00    10.00    15.00  25.00 


30.00 
48.00 


45.00  90.00 
MBS,  Forioe, 


60.00 
120.00 

50.00 
80.00 

80.00 
160.00 
,  ABC, 

150.00 
BMB, 

40.00 
40.00 


ARTESIA,   Eddy,   11,290  fam.,  92.5%  radio, 

10,443   radio  fam. 
KSVP,  250w,  1450kc,  MBS 

D       2.45      3.2.S      6.75    12.50  20.00  35.00 

N       2.45      3.25      6.75    12,50  20.00  35.00 

BELEN,   Valencia,   6,305  fam.,  88.2%  radio, 
5,561  radio  fam. 

KENE,  250w,  1230kc 
(No  rates  available) 

CARLSBAD,  Eddy,  11,290  fam.,  92.5%  radio, 

10,443  radio  fam. 
KAVE,   250w,   1240kc,  CBS,  Taylor 

D       5.00      5.00    12.00    16.00  24.00  40.00 

N  8.00  3.00  15.00  24.00  36.00  60.00 
KPBM,  Ikw-D.  740kc 

D                 7.20    11.20    21.00  42.00 


CLAYTON,   Union,  2,060  fam.,  92.1% 

1,897  radio  fom. 
KLMX,  250w.  1450kr 

D                 2.15      3.70  7.20  12.60 

N               ■  2.15      3.70  7.20  12.60 

CLOVIS,    Curry.    6,473    fam.,  93.9% 

6,078  radio  fom. 
KICA,  Ikw,  980kc,  MBS,  Taylor 
D      11.25    13.50    22.50    36.00  54.00 
N     11.25    13.50    22.50    36.00  54.00 


84.00 

radio. 


21.00 
21.00 


3dio, 


00.  nn 
90  00 


GALLUP,  M^tKinley,  7,519  fam.,  88.7%  radio, 

6,669  radio  fam. 
KGAK,  250v/,  1230kc,  McGillvra 

D       3.00      4.50      7.50    12.00  18.00  30.00 

N       3.00     4.50     7.50    12.00  18.00  30.00 

HOBBS,  Lea,  8,799  fom.,  93.4%  radio,  8,218 

radio  fam. 
KWEW,  250w.  1490kc,  Tovlor 

D                 5.00    12.00    16.no  24.00    ao  o^ 

N                 8.00    15.00    24.00  36.00  60.00 

HOT    SPRINGS,    Sierra,    1,999  fam.,  87.8% 

radio,  1,755  radio  fam. 
KCHS,  250w,  1400kc,  MBS 

D       2.00      2.00      4.00      8.00  14.00  24.00 

N       2.00      2.00      4.00      8.00  14.00  24.00 

LAS  CRUCES.  Dona  Ana,  10,906  fam.,  87.2% 

radio,  9,510  radio  fam. 
KOBE,  250w,  USOkc,  MBS 

D       5.00      5.00    10.00    18.00  25.00    45  00 

N       7.50      7.50    15.00    25.00  40.00  60.00 

IAS  VEGAS.  Son  Miguel,  7,357  fam.,  85  7% 

radio,  6,304  rodio  fam. 
KFUN,  250w,  1930kc 

n       4.50      4.5C      7.50    12.00  18.00  30.00 

N       4.50      4.50     7.50    12.00  18.00  30.00 

LOS  ALAMOS,  Los  Alamos,  3,166  fam., 
*94.5%  radio,  2,991    radio  fam. 

KRSN,  250w,  1490kc,  McGillvra 

D       3.00      4.50     7.50    12.00  18.00    30  oo 

N       4.50      8.75    11.25    18.00  27.00  45.00 

fSold    in    combination    with  KTRC  Santa 

Fe,  N.  M.) 


PORTALES,    Roosevelt,    4,578  fam., 

radio,  4,207  rodio  fom. 
KENM,  250w,  1450kc 

(No   rates  available) 


91.9% 


'Broadcasting  estimate. 
Note:    All  Rates  one-time.    Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.    Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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RATON,   Colfax,   4,568   fam.,   92.7%  radio, 
4,234  radio  fam. 

KRTN,  250w,  1490kc,  MBS,  Best,  BMB 

SB        IM       5M       15M      30M  1  Hr 

D       3.00      3.00      6.00      9.60    14.40  24.00 

N       3.00     3.00      6.00      9.60    14.40  24.00 


ROSWELL,     Chaves,  10,693 
radio,  9,848  radio  fom. 


fam.,  92.1% 


KGFL,  250w,  1400kc,  Taylor 

D       6.75      6.75    12.00    18.00  27.00  45.00 

N       9.00      9.00    15.00    24.00  36.00  60.00 

KSWS,  250w,  1230kc,  ABC,  McGillvra 

D       3.00      3.75      5.25      9.50  18.75  37.50 

N       4.50      5.25      8.25    15.00  30.00  52.50 

SANTA    FE,    Santa    Fe,    10,488  fam.,  89.3% 
radio,  9,365  radio  fom. 


2   AM   affiliates,   average    1-time  rote 

D       4.50      6.00    10.00    16.00    24.00  40.00 

N       5.25      7.12    11.87    19.00    28.50  47.50 


KTRC,  250w,  1400kc,  ABC,  McGillvra 

D       3.00  4.50      7.50    12.00    18.00  30.00 

N       4.50  6.75    11.25    18.00    27.00  45.00 

(Sold     in  combination     with     KRSN  Los 

Alamos,  N.  M.) 

KVSF,  Ikw,  1260kc,  CBS,  Avery-Knodel 

D       6.00  7.50    12.50    20.00    30.00  50.00 

N       6.00  7.50    12.50    20.00    30.00  50.00 


SILVER  CITY,  Grant,  5,945  fam.,  92.2%  radio, 
5,481    radio  fam. 

KSIL,  250w,  1340kc,  CBS,  Taylor 

D       4.00      4.00      7.50    12.00    18.00  30.00 

N       5.00      5.00    12.00    16.00    24.00  40.00 

TUCUMCARI,     Quay,     3,886     fam.,  92.3% 
radio,  3,586  radio  fam. 

KTNM,  250w,  1400kc,  MBS 
D       4.50      6.00    12.00    10.00    35.00  60.00 
N       4.50      6.00    12.00    10.00    35.00  60.00 
( Non-commissionoble— no     frequency  dis- 
count) 


MARKET  INDICATORS  FOR  NEW 

CLASSIFICATIONS  FIGURES  YR. 

Population    677,099  '50 

%  of  U.  S   0.45%  '50 

Families    189,133  '50 

Percent  Radio   90.9%  '49 

Radio  Families    171,921  '50 

Retail  Sales                              %  531,660,000  '49 

Retail  Trade  Employes   24,293  '48 

Wholesale  Sales  Volume            §  261,775,000  '48 

Wholesale  Trade  Employes  ..  4,566  '48 

Employment  (Mid-March)   ..  84,831  '48 

Taxable  PayroUs  (1st  quarter)  S  47,635,000  '48 

Income                                     %  643,000,000  '48 

Percent  distribution    0.31%  '48 

Per  Capita  Income    Sl,125  '48 

Percent  of  national  per  capita 

income    80%  '48 

New  Construction  (Private)  .  %  68,900,000  '47 

Residential                            $  20,300,000  '47 

Non-Residential                    §  9,600,000  '48 

Value  added  by  Manufacture  §  55,486,000  '47 

Automobile  Registration    204,713  '49 

Telephones    87,600  '49 


MEXICO  S 

FIGURES  IT 
531,818  ' 
0.40%  '; 
131,480 
73.5%  ' 
98,000  ' 
475,663,000 
13,813  ' 
66,400,000  ' 
2,522 
79,506 
40,014,000 
190,000,000 
0.25% 
356  \ 

62%  I 
14,400,000  I 
5,100,000  I 
1,800,000 
8,640,000 
178,258 
53,300 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reprodnctj 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce.  1948.  Census  of  Business. 
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rding  

lalgo  


loln  

Alamos.. 


Kinley.. 


sro  

ny  

Arriba... 

)sevelt  

pdoval  

p  Juan  

:{i  Miguel  . 
ta  Fe  


1?50 
Population 
146,013 
3,517 
38,282 
16,356 
23,174 
3,460 
39,044 
40,421 
21,286 
6,752 
3,039 
5,110 
31,502 
7,371 
11,335 
8,640 
26,920 
8,604 
14,709 
13,912 
24,543 
16,391 
13,427 
18,116 
26,339 
37,548 
7,159 
9,665 
17,305 
8,057 
7,375 
22,574 


Toadcasting  estimate. 

jjrces:  1950  Population,  field  reports,  1950  Census; 
copyright  1950  "Sales  Management."  Furth 


1940 
Population 
69,391 
4,881 
23,980 
18,718 
18,159 
3,725 
30,411 
24,31 1 
20,050 
8,646 
4,374 
4,821 
21,154 
8,557. 

6,457 
23,641 
10,981 
10,522 
12,111 
25,352 
14,549 
13,898 
17,115 
27,910 
30,826 

6,962 
11,422 
18,528 
11,026 

9,095 
20,245 


1940  Population, 
er  reproduction 


1950 

Fomilres 
40,785 
982 
10,693 
4468 
6,473 
966 
10,906 
11,290 
5,945 
1,886 
848 
1,427 
8,799 
2,058 
3,166 
2.413 
7,519 
2,403 
4,108 
3,886 
6,855 
4,578 
3,750 
5,060 
7,357 
10,488 
1,999 
2,699 
4,833 
2,250 
2,060 
6,305 


1950 

Radio-t-amilies 
38,378 

894 
9,848 
4,234 
6,078 

895 
9,510 
10,443 
5,481 
1,663 

767 
1,292 
8,218 
1,897 
2,991 
2,176 
6,669 
2,066 
3,680 
3,586 
5,950 
4,207 
3,292 
4,528 
6,304 
9,365 
1,755 
2,337 
4,214 
2,103 
1,897 
5,561 


1 949 

1948 

Employment 

Taxable  Pay- 

% Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-!  sf  Qtr. 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

94.1 

129,881 

122,022 

21,676 

ll/i42 

91.1 

1,372 

1,044 

129 

47 

92.1 

38,826 

36,014 

4,631 

2/U5 

92.7 

18,765 

13,076 

2,392 

1,387 

93.9 

32,873  . 

25,936 

3,243 

1/450 

92.7 

2,852 

3,142 

226 

86 

87.2 

19,693 

22,041 

2,384 

1,064 

92.5 

34,574 

35,494 

7^44 

5/412 

92.2 

18,614 

15,939 

4,870 

3,346 

88.2 

5,596 

3,958 

420 

141 

90.5 

2,569 

1,566 

131 

53 

90.6 

6,421 

4,771 

668 

284 

93.4 

32,433 

31,760 

4,484 

2,589 

92.2 

5,377 

4,291 

466 

176 

94.5* 

3,706 

2,239 

90.2 

8,425 

7,148 

1,058 

434 

88.7 

25,720 

16,697 

1,964 

892 

86.0 

2,264 

1,667 

201 

52 

89.6 

8,752 

8,065 

850 

477 

92.3 

13,300 

13,603 

1,192 

464 

86.8 

6,618 

6,576 

604 

245 

91.9 

11,453 

12,067 

1,181 

488 

87.8 

2,886 

2,264 

4/496 

3,172 

89.5 

7,860 

7,959 

760 

342 

85.7 

16,415 

12,268 

1,871 

81.^ 

89.3 

36,668 

30,256 

5,168 

2,803 

87.8 

4,332 

5,149 

555 

209- 

86.6 

5,529 

4,016 

552 

253 

87.2 

6,576 

5,465 

667 

224 

93.5 

4,745 

3,551 

328 

lOff 

92.1 

7,574 

6,241 

394 

^ar 

88.2 

8,991 

9,378 

981 

380 

1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


NEW  YORK 


SPOT  RATE  FINDER 


SANY,  Albany,  66,539  fam.,  96.8%  radio, 
■4,409  radio  fam. 

\M  ofFillates,  average  1-time  rate 

SB       1M       5M  15M     30M     1  Hr 

-J  12.00    17.00    24.30  48.60    76.50  127.50 

l  lj  20.50    28.00    40.50  81.00  127.50  212.50 

j  ii>KM  non-affiliates,   average   1-time  rate 

7.33     9.16    16.00  31.66    53.00  73.33 

I    13.16    17.00    28.66  57.33    91.00  143.66 

»BY,  250w,  1400ke 

5.00     6.00    15.00  30.00    60.00  75.00 

7  JO    10.00    20.00  40.00    75.00  100.00 


HKO,  Ikw-D,  500V/-N,  1460lcc,  Cooke 

9.00     9.00    13.00    25.00    39.00  45.00 
16.00    16.00    26.00    52.00    78.00  131.00 


ITR,  50kw,  1540kc,  Weed 

8.00  12.50  20.00  40.00  60.00  100.00 
'!  16.00    25.00    40.00    80.00  120.00  200.00 

jOW,  5kw-D,  Ikw-N,  590kc,  MBS,  Boiling, 
pooper 

10.00  16.00  21.60  43.20  72.00  120.00 
17.00    26.00    36.00    72.00  120.00  200.00 

|0W-FM,  Chan.  230,  93.9me,  Ikw,  Boiling, 

KW,  lOkw,  850kc,  ABC,  Katz 
14.00    18.00    27.00    54.00    81.00  135.00 
24.00    30.00    45.00    90.00  135.00  225.00 

|STERDAM,  Montgomery,  16,649  fam., 
f6.5%  radio,   16,066  radio  fam. 

ISS,  250w,  1490kc 

3.60  5.00  10.00  20.00  30.00  50.00 
5.00     8.00    15.00    30.00    45.00  75.00 


1  -e:    All  Rates  one-time.    Sources:  Families 
tl  radio  families  estimated  from  field  tobu- 
j.lons  of  1950  U.  S.  Census.    Percent  radio 
1^.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
White  Plains  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WFAS 


AUBURN,  Cayuga,  19,555  fam.,  97.0%  radio, 
18,968  radio  fam. 

WMBO,  250v/,  1340kc,  MBS,  Clark 

SB        IM      5M       15M      30M  1  Hr 

D                  5.50    12.00    24.00    36.00  60.00 

N                 8.10    16.00    32.00    54.00  90.00 

WMBO-FM,  Chan.  241,  96.1mc,  18kw,  Bonus 

BATAVIA,  Genessee,  13,299  fam.,  96.1%  ra- 
dio, 12,780  radio  fam. 

WBTA,  250w,  1490kc,  MBS 

D       4.00      5.00      7.50    14.60    21.00  35.00 

N       5.00      6.00      9.00    18.00    25.00  45.00 

BAY  SHORE,  Suffolk,  76,078  fam.,  97.2%  ra- 
dio, 73,947  radio  fam. 

WBEY(FM),  Chan.  296,  107.1mc,  0.25kv/ 
(No    rates  available) 

BINGHAMTON,  Broome,  51,582  fam.,  97.0% 
radio,  50,034  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D      8.20     9.25    15.70    30.50    45.75  76.25 

N     12.00    14.95    26.25    51.00    76.50  127.50 

WENE,  5kw,  1430kc,  ABC,  Radio  Reps,  BMB 
D  6.00  6.00  12.00  24.00  36.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

WENE-FM,  Chan.  269,  101.7mc,  540kw,  Radio 
Reps,  Bonus 

WINR-FM,  Chan.  224,  92.7mc,  350w 

D      8.00    10.00    14.00    28.00    42.00  70.00 

N     10.00    15.00    24.00    48.00    72.00  120.00 

WINR-FM,  Chan.  299,  107.7mc  (CP) 

WKOP,  Ikw-D,  500W-N,  1360kc,  MBS,  Bum- 
Smlth 

D      8.00    10.20    17.00  34.00    51.00  85.00 

N     10.00    16.80    28.00  56.00    84.00  140.00 

WNBF,   5kw,    1290kc,   CBS,  Boiling 

D     10.80    10.80    19.80    36.00    54.00  90.00 

N     18.00    18.00    33.00    60.00    90.00  150.00 

WNBF-FM,  Chan.  263,  100.5mc,  12kw,  Boiling, 
Bonus 

WNBF-TV,  Chan.  12,  11.7kw-aur.;  12kw-vrs.. 
Boiling 

D  18.00    24.00    48.00    72.00  120.00 

N  30.00    40.00    80.00  120.00  200.00 

BRISTOL  CENTER,  Ontario  City,  16,738  fam., 
95.7%  radio,  16,018  radio  fam. 


WVBT(FM),  Chan.  270,  101 .9mc,  1.3kw,  Rural 
Radio  (For  rates  see  Rural  Radio  Network 
listing) 


BUFFALO,   Erie,  248,893  fam., 
243,915   radio  fam. 


98.0%  radio. 


4  AM  affiliatos,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  16.06  25.06  32.33  56.50  84.50  140.75 
N     29.25    49.75    74.83  116.00  174.25  328.33 

2    AM    non-affiliates,   average    1-tlme  rate 
D      8.75    17.50    40.00    65.00    87.50  127.50 

WBEN,  5kw,  930kc,  NBC,  Retry,  Hooper 

D      18.00    27.50  53.00    80.00  133.00 

N     20.00    50.00  64.00  106.00 

WBEN-FM,  Chan.  293,   106.5mc,  3kw,  Retry, 
Bonus 

WBEN-TV,  Chan.  4,  10.2kw-aur.;  16.2kw-vis., 
ABC,     CBS,     NBC,     DuMont,  Harrington, 
Righter   &  Parsons 
D     60.00    60.00    75.00  120.00  180.00  300.00 
N     80.00    80.00  100.00  160.00  240.00  400.00 

WBNY,  250w,  1400kc,  Young 

D       7.50    15.00    35.00    45.00    65.00  105.00 

N      7.50    15.00    40.00    80.00  110.00  190.00 

WBNY-FM,  Chan.  225,  92.9mc,  48kw,  Bonus 

WEBR,  5kw,  970kc,  MBS,  Katz,  Conlan,  Hooper 
D  13.25  18.25  33.00  44.00  66.00  110.00 
N     17.50    35.00    82.50  110.00  165.00  275.00 


WGR,  5kw,  550kc,  CBS, 
D  15.00  22.00  28.00 
N     42.50    56.00  70.00 

WKBW,    50kw,  1520kc, 

Hooper 
D     18.00    32.50  36.00 
N     37.00    58.00  72.00 

WWOL,  Ikw-D,  1120kc, 
D  10.00  20.00  45.00 
WWOL-FM,  Chan.  281,  1 

WXRA,    Ikw-D,  1080kc, 
(See  Kenmore,  N.  Y. 


Free  &  Peters 
56.00    84.00  140.00 
140.00  210.00  350.00 

ABC,  Avery-Knodel, 

72.00  108.00  180.00 
144.00  216.00  360.00 

Forjoe 

85.00  110.00  150.00 
04.1  mc,  7.7kw,  Bonus 

Cooke 
listing) 


CHERRY  VALLEY,  Otsego,  14,243  fam.,  93.6% 
radio,  13,331   radio  fam. 

WVCV(FM),  Chan.  270,  101.9mc,  1.3kw,  Rural 
Radio  (For  lates  see  Rural  Radio  Network 
listing) 

CORAM,  Suffolk,  76,078  fam.,  97.2%  radio, 
73,947  radio  fam. 

WFSS(FM),  Chan.  277,  103.3mc,  1.8kw 
(No  rates  available) 

CORNING,  Steuben,  25,484  fam.,  94.2%  ro- 
I       dio,   24,005  radio  fam. 


2  AM  non-affiliates,  average  1-tlme  rate 

SB  IM  5M  15M  30M  1  Hr 
D  6.85    11.00    22.00    33.00  55.00 

WCBA,  Ikw-D,  1350kc,  McGlllvra 

D                7.70    12.00    24.00    36.00  60.00 

WCLI,  250w,  1540kc 

D      6.00     6.00    10.00    20.00    30.00  50.00 

N      6.00     6.00    lO-OO    20.00    30.00  50.00 

WCLI-FM,  Chan.  291,  106.1mc,  4.2kw,  Walker 
D  6.00  6.00  10.00  20.00  30.00  50.00 
N      6.00     6.00    10.00    20.00    30.00  50.00 

CORTLAND,  Cortland,  10,354  fam.,  96.9%  ra- 
dio, 10,033  radio  fam. 

WKRT,  Ikw-D,  500w-N,  920kc 

D  9.00    12.00    24.00    36.00  60.00 

N  9.00    12.00    24.00    36.00  60.00 

WKRT-FM,  Chan.  260,  99.9mc,  15kw,  Mc- 
Glllvra, Bonus 

DE  RUYTER,  Madison,  12,937  fam.,  94.5% 
radio,  12,225  radio  fam. 

WVCN(FM),  Chan.  286,  105.1mc,  1.3kw,  Rural 
Radio  (For  rates  see  Rural  Radio  Network 
listing) 

DUNKIRK,  Chautauqua,  37,278  fam.,  97.1% 
radio,  36,196  radio  fam. 

WFCB,  500w,  1410kc 

D  4.00     8.00    16.00    24.00  40.00 

N  5.00    11.00    22.00    33.00  55.00 

ELMIRA,  Chemung,  24,245  fam.,  96.4%  radio, 
23,372  radio  fam. 

2  AM  affiliates,  overage  1-time  rate 

D  7.50    13.00    26.00    39.00  65.00 

N  3.50    17.00    34.00    51.00  85.00 

WELM,  250w,  1400kc,  ABC,  Walker,  Conlan 
D  7.00  7.00  12.00  24.00  36.00  60.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 

WENY,  250w,  1230kc,  NBC,  MBS,  McKinney 
D  8.00    14.00    28.00    42.00  70.00 

N  9.00    18.00    36.00    54.00  90.00 

(Continued  on  page  146) 


For  Facts  on  the 
Niagara  Falls  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WHLD 


[lOADCASTING    •  Telecasting 
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NEW  YORK 

SPOT  RATE  FINDER 

(Continued  jrojn  page  145 J 

ENDICOrr,  Broome,  51,582  fom.,  97.0%  radio, 

50,034  radio  fam. 
WENE,  5kw,  1430kc,  ABC,  Radio  Reps.,  BMB 

(See   Binghamton,   N.   Y.  listing) 
FREEPORT,   Nassau,  185,962  fom.,  98.4°o  ra- 
dio,   182,986   radio  fam. 
WGBB,  lOOw,  1240kc 

SB  IM  5M  15M 
D  5.00  8.00  10.00  20.00 
N  5.00  8.00  10.00  20.00 
FULTON,  Oswego,  21,501  fam.,  94.8%  radio, 

20,382  radio  fam. 
WOSC,  Ikw-D,   1300kc,  McGillvra 
D  5.00    11.00    21.00    32.00  52.00 

GENEVA,    Ontario,    16,738   fom.,   95.7?b  ra- 
dio,  16,018  rodio  fam. 
WGVA,   250w,    1240kc,   MBS,   Cooke,  BMB 
D       5.00     5.00    10.00    20.00    30.00  50.00 
N       6.00     6.00    12.00    24.00    36.00  60.00 
GLENS   FALLS,  Warren,   10,903   fam.,  95.5% 

radio,  10,412  rodio  fam. 
WWSC,  250w,   1450kc,   ABC,  McKinney 
D       7.00      8.75    10.00    21.25    37.50  62.51 
N       8.00    10.00    12.00    26,25    45.00  75.00 


30M  1  Hr 
37.50  70.00 
37.50  70.00 


HOADCASTINO 


MARKETBOOK  MAP 
»/ 

NEW  YORK 

HI  '  Location  of  City  And  number  of 

Standard  (AM)  Broadcasting  Stations 
®  Number  of  FM  Broadcastina< Stations 
^    Number  of  Telecasting  Stations  , 


dlMaloiKi 


SOjdensbutg 


Plattsbur([l]f 


rTlSaranac  Lake 


•  BUtN.  MiDCHE&UlY,  VEMONT 

^  f9S0.  Broadcasting  Pubficalions,  Inc. 


^Watertown 


Turin® 


dlfulloii 

I  ONONDAG. 

[SyracuseJi 
lAuburn 


Rome[r) 
Uticafjl 


 iX 

CATUGA 

CORTLAND  I— 

^ortlan(l 

TOMPKINS 

ITllthac- 

1  I 

®     S  \ 

X)De  Ruyter 


I  AmsterdamQ] 

MONTGOMERY/^^ wfUSchenflctacix 

/cherry  Valley®^    ^  ■^^^^^^^'''''^^/raTroy 

'  AlbanyU^ 


m 

Coblesliin/ 


( OneonlaQl 


SBinghamton 


GLOVERSVILIE,    Fulton,    14,232   fom.,  95.9% 

radio,  13,648  radio  fam. 
WENT,   250w,    1340kc,   CBS,  McGillvra 
D  5.00    10.00    20.00    30.00  50.00 

N  8.00    15.00    30.00    45.00  75.00 

HEMPSTEAD,    Nassau,    185,962    fam.,  98.4% 

radio,  182,986  radio  fam. 
WHLI,    250w-D,    nOOkc,  Conlan 
D       8.00    12.00    20.00    32.00    48.00  80.00 
WHLI-FM,   Chan.  252,  98.3mc,   Ikw,  Bonus 

HORNELL,  Steuben.  25,484  fam.,  94.2%  radio, 
24,005  radio  fom. 

2  AM  non-affiliates,  overoae  1-time  rote 

SB  IM  5M  15M  30M  1  Hr 
D       6.93      6.93    11.10    22.20    33.30  55.50 

WLEA,  Ikw-D,  1320kc,  McGillvra 

D       7.50      7.50    12.00    24.00    36.00  60.00 

WWHG,  Ikw-D.  1590kc,  Sears  &  Aver 

D       6.37     6.37    10.20    20.40    30.60  51.00 

WWHG-FM,  Chan.  287,  105.3mc,  8.3kv/,  Bonus 

HUDSON,  Columbia,   12,084  fam.  96.6%  ra- 
dio, 11,673  radio  fam. 
WHUC,  250w,  1230kc 

D  1.75  3.45  8.65  17.25  28.75  51.75 
N  3.45  5.20  11.50  20.15  31.00  57.50 
ITHACA,  Tompkins,  16,532  fom.,  95.7%  ra- 
dio, 15,821  radio  fom. 
WHCU,  Ikw,  870kc,  CBS,  Kettell-Carter,  Con- 
lan 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lotions  of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


Liberty  (T) 


SB        IM      5M       15M     30M  1  Hr 

D       6.00      9.00    15.00    30.00    45.00  75.00 
N       6.00     9.00    25.00    50.00    75.00  125.00 
WHCU-FM,    Chan.    247,    97.3mc,  40kw 
Rates  on  request 

JAMESTOWN,      Chautauqua,     37,278  fam., 
97.1%    radio,   36,196   radio  fam. 

2  AM  affiliates,  average   1-time  rate 

D       4.75      6.50    11.50    23.00    34.50  57.50 

N       5.75     7.50    14.50    29.00    43.50  72.50 


WJOC,  250w,  1340kc,  MBS,  McGillvra 
D  4.50  6.00  11.00  22.00  33.00  55.00 
N  4.50  6.00  11.00  22.00  33.00  55.00 
WJTN,  250w,  1240kc,  ABC,  Rombeau,  Conlan 
D  5.00  7.00  12.00  24.00  36.00  60.00 
N  7.00  9.00  18.00  36.00  54.00  90.00 
WJTN-FM,  Chan.  227,  93.3mc,  9.5kw,  Rom- 
beau, Bonus 

KENMORE,   Erie,  248,893  fom.,  98.0%  radio, 

243,915   radio  fam. 
WXRA,   Ikw-D,   lOSOkc,  Cooke 

D                 9.00    20.00    40.00  60.00  100.00 

N  9.00  20.00  40.00  60.00  100.00 
WXRC{FM),     Chan.     277,     103.3mc,  4.6kw, 

Cooke,  Bonus 

KINGSTON,   Ulster,   25,882  fam.,   94.6%  ra- 
dio.   24,484   radio  fam. 
WKNY,  250w,  1490kc,  MBS,  McGillvra,  Con- 

D  °"3.00  4.00  8.00  16.00  24.00  40.00 
N       4.00      6.00    12.00    24.00    36.00  60.00 

LIBERTY.  Sullivan,  11,350  fam.,  94.2%  radio, 
10,691   radio  fam. 


KingslonO 


PoughkeepslelT] 


NewburghU] 
ElMiddletownV  putnam 


1  BRONX         Broni  '\ 

2  NEW  YORK  Mantiattan  / 

3  ouEENs      Qoecns  /  New  York 

4  KINGS       Brooklyn  I 

5  RICHMOND  Richmonfi  / 


SUFFOLK 

Oyster  Bay  0Coram^ 


WVOS,  250w,  1240kc,  Cooke 

SB        IM      5M       15M  30M  1  Hr 

D                 5.00     6.75     8.25  15.50  30.00 

N                 6.00     7.25     9.25  17.50  34.00 

LOCKPORT,  Niagara,  53,068  fam.,  96.8%  ra- 
dio,  51,369   radio  fam. 
WUSJ,  250w,  1340kc 

D  3.50  6.50  11.00  20.00  30.00  50.00 
N  3.50  (S.50  11.00  20.00  30.00  50.00 
WUSJ-FM,  Chan.  257,  99.3mc,  0.8kw,  Bonus 

MALONE,   Franklin,   12,523  fom.,  93.8%  ra- 
dio, 11,746  radio  fam. 
WICY,   250w,    1490kc,  MBS 
D       3.00      5.00    10.00    12.00    18.00  30.00 
N       6.00      8.00    15.00    16.00    24.00  40.00 

MASSENA,  St.  Lawrence,  27,297  fam.,  92.6% 
radio,  25,277  radio  fom. 


WMSA,   250w,    1340kc,   ABC,  Weed 
SB        IM      5M      15M  30M 
D       2.00     4.00     7.00    14.00    24.00  i 
N       2.50      5.00    10.00    20.00    30.00  ; 
WMSA-FM,   Chan.  287,  105.3mc,  13kw 
(No  rotes  available) 

(Continued  on  page  148) 


For  Facts  on  the 
Troy  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WTRY 


Make  the  MOST  of  your 

RADIO  DOLLAR  in  Syracuse 

Combine  the  three  big  economic  factors  .  .  coverage  .  .  audi- 
ence .  .  price.   Ask  a  Petry  man  to  tell  you  the  WAGE  story. 


5  KW  D.,.ime         ■  ■  ■  A    ^  f  ABC  in 

WAGE  -ACUSE 
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YOUR  WESTERN  NEW  YORK  SALESMAN 


Buffalos  MOST  POWERFUL  Station 
Brand  New  Broadcasting  Studios 

MORE  LISTENERS  PER  DOLLAR 


Western  New  York's  ONLY 

24  HOUR  DAY  &  NIGHT  STATION 


•  WKBW  has  recently 
completed  the  first  studios  and 
office  building  in  Buffalo  to  be 
used  exclusively  for  radio 
broadcasting.  The  new 
building  is  located  on  the 
site  which  twenty-five  years 
ago  housed  the  original 
transmitter  of  WKBW  ...  the 
first  commercially  built 
transmitter  in  the  Buffalo  area. 
The  new  home  of  WKBW  has 
the  most  modern  studios  and 
facilities,  providing  the  utmost 
in  efficiency  for  station 
clientele  and  personnel. 


o 


BUFFALO'S  MOST ^^^^^^^ 


BUFFALO'S  MOST  POWERFUL  STATION 


o 


50,000  WATTS 


ABC  NETWORK 


AVERY-KNODEL 

National  Representatives 
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CLINTON  H.  CHURCHILL 

President  and  General  Manager 
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^ACUSE_ 

the  Only 

COMPLETE 
Broadcast 
Institution 

in 

Central  New  York 


V 


1 


1 


V 


\ACUSE 


NBC  Affiliate  in  Central  New  York 


NEW  YORK 

SPOT  RATE  FINDER 

(Continued  from  page  146) 

MIDDLETOWN,  Orange,  42,062  fam.,  95.7% 

radio,  40,253  radio  fam. 
WALL,   250w,   1340kc,   McGillvra,  Conlan 

SB  IM  5M  15M  30M  1  Hr 
D  4  00  4.00  7.20  16.80  28.80  48.00 
N  5.00  5.00  9.00  21.00  36.00  60.00 
NEWBURG,    Orange,    42,062    fam.,  95.7% 

radio,  40,253   radio  fam. 

WGNY,  licw-D,  1220kc,  BMB   

D       6.00      8.00    14.00    28.00    42.00  70.00 

NEW   ROCHELIE,  Westcliester,   174,038  fam., 

98.0%   radio,    170,557   radio  fam. 
WGNI?,  500w-D,   1460kc  „ 
D       7.50    10.00    18.00    36.00    54.00  90.00 
WGNR-FM,  Chan.  228,  93.5mc,  Ikw,  Bonus 
NEW  YORK  CITY,  New  York,  2,190,063  fam., 
96.9%  radio,  2,123,397  radio  fam. 

4  AM  ofRliates,  overage  1-time  rote 

D    95.75  102.66  129.75  259.50  389.25  648.75 

N  272.50  200.00  240.00  495.00  742.50  1237.50 

11  AM  non-afRliotes,  average  1-time  rate 

D      19  50    27.50    48.16  100.00  157.95  267.88 

N     23.37    34.10    70.87  126.00  199.92  334.72 

WABD(TV),   Chan.  5,  9.4w-aur.;  14.5kw-vis., 
DuMont 

D  150  00  150.00  375.00  600.00  900.00  1500.00 
N  350.00  350.00  500.00  800.00  1200.00  2000.00 

WABF(FMh   Chan.   258,   99.5mc,  20kw 

D  100.00 

N  150.00 

WBNX,  Skw,  1380kc,  King,  Pulse 
D  18.00    32.00    45.00    80.00  141.75 

N  24.00    45.00    80.00  141.75  257.25 

WCBS,  50kw,  880kc,  CBS,  Radio  Sales 
D  100  00  135.00  270.00  405.00  675.00 

N  540.00  540.00  810.00  1350.00 

WCBS-FM,  Chan.  266,  101. Imc,  5.8kw,  Bonus 
WCBS-TV,   Chan.   2,   6.8v/-aur.;  13.7kv/-yis., 
CBS 

D  250  00  250.00  450.00  600.00  900.00  1500.00 
N    350.00  350.00  800.00  1200.00  2000.00 

WEVD,  5kw,  1330kc 

D  15.00    35.00    75.00  125.00  215.00 

N  25.00    65.00  115.00  200.00  300.00 

WFAS,  250w,  1230kc 
(See  White  Plains,  N.   Y.  listing) 
WFDR(FM),  Chan.  282,  104.3mc,  17kw,  Pulse 
D       7.50     7.50    15.00    30.00    50.00  80.00 
N     10.00    10.00    20.00    40.00    65.00  110.00 
WGHF(FM),  Chan.  270,  101 .9mc,  20kw 
D       3.50     7.50    14.00    25.00    33.75  60.00 
N      5.00    10.00    18.75    33.75    45.00  80.00 
WHOM,  5kw,  1480kc        (Jersey  City,  N.  J.) 
D      10.00    17j0    45.00    75.00  137.50  250.00 
N     15.00    25.00    63.00  105.00  192.50  350.00 
WINS,  50kv/-D,   lOkw-N,  lOlOkc,  Pulse 
D     18.00    25.00  100.00  150.00  250.00 

N     11.25    15.00  50.00    75.00  125.00 

WJZ,   50kw^,   770kc,   ABC,  ABC   Spot  Soles, 
Pulse,  BMB 

D      108.00  108.00  144.00  288.00  432.00  720.00 
N     200.00  200.00  240.00  480.00  720.00  1200.00 
WJZ-FM,  Chan.  238,  95.5mc,  6kw,  Bonus 
WJZ-TV,  Chan.  7,   14.8kv*'-aur.;  29.5kw-vis., 

D  100.00  120.00  188.00  300.00  450.00  750.00 

N  300.00  360.00  500.00  800.00  1200.00  2000.00 

WLIB,   Ikw-D,   n90kc,  (L-WOWO) 

D  15.00    37.50    75.00  125.00  225.00 

WMCA,  5kw,  570kc,  Free  &  Peters 

D     24.00    40.00    60.00  120.00  180.00  300.00 

N     24.00    40.00    60.00  120.00  180.00  300.00 

WMGM,  50k  w,  1050kc 

D     30.00    50.00  100.00  200.00  300.00  500.00 
N     45.00    75.00  150.00  300.00  450.00  750.00 
WMGM-FM,  Chan.  262,  lOO.Smc,  ISkw 
D  5.00  30.00    45.00  75.00 

N  5.00  40.00    60.00  100.00 

WNBC,  50kv/,  660k>:,  NBC  Soot  Soles 
D      100.00  100.00  120.00  240.00  360.00  600.00 
N     200.00  200.00  240.00  480.00  720.00  1 200.00 
WNBC-FM,    Chan.    246,   97.1  mc,    1.6kw  (no 

data  ovailab'e) 
WNBT   (TV),   Chan.   4,   5.7kw-aur.;  18.5kw- 

vis.,  NBC 

D    133.50  133.50  188.00  300.00  450.00  750.00 
N   400.00  400.00  500.00  800.00.1 200.00  2000.00 
WNEW,  lOkw,  nSOkc,  Blair,  Pulse 
D  60.00  200.00  300.00  500.00 

N  60.00  200.00  300.00  500.00 

WOR,  50kw,  710kc,  MBS,  BMB,  Hoooer,  Pulse 
D  75.00  100.00  120.00  240.00  360.00  600.00 
N  1 50.00  200.00  240.00  480.00  720.00  1 200.00 
WOR-FM,  Chan.  254,  98.7mc,  15kw 
D  3.00  6.00  10.00  20.00  30.00  50.00 
N  5.00  10.00  20.00  40.00  60.00  100.00 
WOR-TV,  Chan.  9,  9kw-aur.;  9.5kw-vls.,  MBS 
D  100.00  125.00  180.00  240.00  360.00  600.00 
N  200.00  250.00  360  00  480.00  720.00  1 200.00 
WOV,  5kv/,  1280kc,  Pearson 
D  25.00  25.00  45.00  90.00  l.";0.00  950.00 
N  25.00  25  00  45.00  90  00  150.00  250.00 
WPjX  (TV),  Chan.  11,  9.25kw-aur.;  18.5kw- 

vis..  Free  &  Peters 
D       75.00  100.00  144.00  192.00  288.00  480.00 
N     1 50.00  200.00  360.00  480.00  720.00  1 200.00 
WQXR.  lOkw.  1560kr.  Ravmer 
D      10.00    25.00    60.00    80.00  170  00  700.00 
N     20.00    40.00  120.00  160.00  240.00  400.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WQXR-FM,  Chan.  242,  96.3mc,  20kw,  Raymer, 
Bonus 

WWRL,   5kw,  1600kc 
(Woodside) 

12.00    19.00    40.00   70.00  115.00 
12.00    19.00    40.00    70.00  115.00 
FALLS,    Niagara,    53,068  fam., 
radio,   51,369   radio  fam. 


SB 

D 
N 

NIAGARA 

96.8% 


40.00 
60.00 

75.00 


2  AM  non-afFiliotes,  average  1-time  rate 

D       7.50     8.00    13.50    37.00    65.00  11 2 JO 

WHLD,  5kw,  1270kc,  Headley-Reed 
D      10.00    10.00    15.00    50.00    90.00  150.00 
N     10.00    10.00    15.00    50.00    90.00  150.00 
WHLD-FM,  Chan.  253,  98.5mc,  46kw,  Headley- 
Reed 

D       3.00     4.00     8.00    15.00  25.00 
N      4.00     5.00    10.00    25.00  40.00 
WJJL,  Ikw-D,  1440kc,  Grant,  Conlan 
D       5.00      6.00    12.00    24.00  40.00 
OGDENSBURG,    St.    Lawrence,    27,297  fam., 

92.6%  radio,  25,277  radio  fam. 
WSLB,  250w,  1400kc,  MBS 
D  5.00    10.00    20.00    30.00  40.00 

N  5.00    10.00    20.00    30.00  40.00 

WSLB-FM,  -Chan.    291,    106.1mc,    3kw  (See 

Rural  Radio  Network  listing) 
GLEAN,    Cattaraugus,    21,677    fam.,  96.7% 

radio,  20,961  radio  fam. 
WHDL,  250w,  1450kw,  ABC,  McKinney 
D       5  00     5.00    10.00    20.00    30.00  50.00 
N      6.00     6.00    12.00    24.00    36.00  60.00 
WHDL-FM,    Chan.    239,   95.7mc,    43kw,  Mc- 
Kinney, Bonus 
ONEONTA,     Otsego,     14,243    fam.,  93.6% 

radio,  13,331  radio  fam. 
WDOS,  250w,  1400kc,  MBS,  Radio  Rops. 
D       6  00     6.00    12.00    24.00    36.00  60.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 
OSWEGO,  Oswego.,  21,501  fam.,  94.8%  ra- 
dio, 20,382  radio  fam. 
WOPT  (FM),  Chan.  284,  104.7mc,  3kw 
n  7.50    15.00    20.00  35.00 

N  10.00    20.00    30.00  50.00 

OYSTER  BAY,  Nassau,  185,962  fam.,  98.4% 

radio,   182,986  radio  fam. 
WKBS,  250W-D,  1520kc 

D  5.00  8.00  15.00  32.00  48.00  80.00 
PEEKSKILL,  Westchester,  174,038  fam.,  94.8% 

radio,  170,557  radio  fam. 
WLNA,  500W-D,  1420kc 

n       5.00     7.00    12.00    24.00    36.00  60.00 
PLATTSBURG.    Clinton,    14,965    fam.,  95.0% 
radio,  14,216  radio  fam. 


2  AM  affiliates,  overage  1-time  rate 
D  5.00    11.00    1  8.00  27.00 

N  8.00    15.00    24.00  37.50 


45.00 
62.50 


WEAV,  Ikw,  960kc,  ABC,  McGilWra 
D  5  00    10.00    20.00    30.00  50.00 

N  8.00    15.00    30.00    45.00  75.00 

WENT,  250w,  1340kc  (See  Gloversville,  N.  Y. 

Listing)  _ 
WIRY,  250w,  1340kc,  MBS,  Grant 
D      3  00     5.00    12.00    16.00    24.00  40.00 
N      6.00     8.00    15.00    18.00    30.00  50.00 
POUGHKEEPSIE,  Dutchess,  38,214  fam.,  96.1% 

radio,  36,723  radio  fam. 
WEOK,  Ikw-D,  1390kc,  Barry,  Hooper 
D  4.60  6.90  13.80  27.60  41.40 
WKIP,  250w,  1450kc,  ABC,  Hooper 
D  4  00  5.00  10.00  20.00  30.00 
N  6  00  7.00  14.00  28.00  42.00 
WHVA    (FM),    Chan.    284,  104.7mc, 

(For  rates  see  Rural   Radio  Network  list 

ROCHESTER,    N.    Y.,    135,450    fam.,  94.8% 
radio,  131,793  radio  fam. 


69.00 

50.00 
70.00 
2.3kw 


4  AM  affiliates,  overage  1-tirne  rate 
D     21.00    23.25    32,00    61.50    96.00  157.50 
N     37.50    41.37    56.00  101.50  165.50  273.75 

2  AM  non-affiliates,  average  l-'in^e  rate 
D       9.5b    10.50    17.00    34.00    51.00  85.00 

WARC,  Ikw,  950kc,  ABC,  H°°PVen  or 

D  17  00  20.00  30.00  60.00  90.00  150.0C 
N  30  00  35.00  46.00  92.00  138.00  230.0C 
WHAM,    50kw,    1180kc,    NBC,  Hollingbr" 

D  ""sT.OO  33.00  44.00  88.00  132.00  220.0( 
U  60.50  60.50  88.00  176.00  264  00  440.0t 
WHFM  (FM),  Chan.  255,  98.9mc,  20kw,  Hoi 

D  ""^3.00'  3.00  6.00  12.00  18.00  30.0( 
N  6  00  6.00  12.00  24.00  36.00  60.0( 
WHAM-TV,    Chan.    6,    8.65kw-aur.;  16.7kw 

D  ^'3b.o"o°"m0o"'50.00  80.00  120.00  200.0| 
N  45  00  45.00  75.00  120.00  180.00  300.0i 
WHEC,  5kw,  1460kc,  CBS,  McKinney,  Hooper 

D  17.00  20.00  30.00  50.00  90.00  140.0 
N     30:00    35.00    50.00    90.00  140.00  225.0 

(Continued  on  page  150) 


For  Facts  on  the 
Syracuse  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSYR 
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New  York  State  Has  Never  Been  Covered 


Like  This... If 


You  Want  to  Reach 

1 .  the  folks  on  the  farm 

2.  the  folks  in  the  city  and  on  the  farms  who  like 
and  are  getting  fine  music 


BY  DAY  .  Rural  Radio  Network  serves  the  rich 
agricultural  market  with  tailored  programs  designed  to  make 
money  for  the  men  who  operate  the  state's  largest  industry, 
the  New  York  farm: 

Weather — By  keeping  tuned  to  RRN  weather  roundups,  farmers 
can  judge  how  soon  a  weather  change  is  likely  to  reach 
their  farms.    They  plan  their  work  accordingly. 


Markets 


-Farmers  plan  their  marketing  by  listening  to  Rural  Radio 
Network's  five  daily  market  reports. 


Agriculture 


Special  Events 


-Programs  originate  at  the  fountainhead  of  agricul- 
tural information — Ithaca,  New  York. 

-Rural  Radio  Network  takes  its  microphones  where- 
ever  farmers  gather. 


RURAL 
RADIO 
FM 
NETWORK 


BY  NIGHT  .  Rural  Radio  Network  continues  to  serve  over  85%  of  prosperous  New  York  with  a 
population  of  more  than  six  million.  Rural  Radio  Network  is  now  duplicating  WQXR  night-time 
and  Sundays  music  and  news  by  FM  radio  relay,  ( adding  thousands  of  city  listeners  along  the  heav- 
ily-populated line  from  Poughkeepsie  through  Albany,  Utica,  Syracuse  and  Rochester  to  Buffalo.) 

Serving  a  Rich  Market  and  Serving-  it  Well 

Rural  Radio  Network 


(Owned  by  ten  major  farm  organizations  representing  over  140,000  farm  families.) 


Worth  investigating. 
118  North  Tioga  Street 


Do  it  today! 
Michael  R.  Hanna,  General  Manager 


Write  or  call. 
Ithaca,  New  York — 3341 
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NEW  YORK 

SPOT  RATE  FINDER 

(Continued  from  page  148) 

WRNY,  250w-D,  680kc,  Forioe 

SB        1M      5M       15M     30M     1  Hr 
0       4.00     6.00    10.00    20.00    30.00  50.00 
WRNY-FM,  Chan.  250,  97.9mc,  7.9l<w,  Forjoe. 
Bonus 

WSAY,   Ikw,   1370kc,  Walker,  Hooper 
D      15.00    15.00    24.00    48.00    72.00  120.00 
N     25.00    25.00    40.00    80.00  120.00  200.0C 
WVET,  5kw,  1280kc,  MBS,  Weed,  Hooper 
D     17.00    20.00    24.00    48.00    72.00  120.00 
N     30.00    35.00    40.00    80.00  120.00  200.00 

ROME-UTICA,   Oneida,  62,098  fom.,  95.6%, 

59,365  radio  fam. 

WKAL,   250w,    1450kc,  MBS,   Cooke,  Hooper 

(See   Utica  Listing) 

SARANAC  LAKE,  Essex,   9,708  fam.,  95.4% 

radio,  9,261   radio  fam. 
WNBZ,  250w,  1450kc,  ABC,  Clark 
D       4.00      5.00    10.00    20.00    30.00  50.00 
N       6.00     8.00    15.00    30.00    45.00  75.00 

SCHENECTADY,    Schenectady,    39,837  fam., 

97.4%    radio,  38,801    radio  fam. 
WBCA  (FM),  Chan.  266,  101. Imc,  3.5kw 
D       2.50     2.50     5.00    10.00    15.00  25.00 
N      5.00     5.00    10.00    20.00    30.00  50.00 
WGY,  50kw,  810kc,   NBC,   NBC  Spot  Sales, 
Hooper 

D  35.00  35.00  44.00  88.00  132.00  220.00 
N  70.00  70.00  88.00  176.00  264.00  440.00 
WGFM(FM),    Chan.    258,    99.5mc,    6kw  (No 

time  sold  or  offered  for  sale) 
WRGB(TV),    Chan.   4,   9.12kw-aur.;  18.25kw- 

vis.,  NBC  Spot  Sales 
D      30.00    30.0C    43.75    70.00  KTi  00  iv-;  01 
N     60.00    60.00    87.50  140.00  210.00  350.00 
WSNY.  ''50w.  ^740kc.  You-" 

D      ^  on     sm   I  S. 00   3n  oo  45  00  7.?  on 

N       9.00    12.00    20.00    30.00    45.00    75  10 

SCRIBA,  Oswego,  21,501  fam.,  94.8%  radio, 

20.382  radio  fom. 
WOPT,    Ikw-D,  1220kc 
No    rotes  available) 

SYRACUSE.   Onondaga,   95,213   fam.,  94.8% 
radio,  92,356  radio  fam. 

4   AM   affiliates,   average   1-time  ra*p 

D       8.87    12.00    2'?.75    38  00    67  11  115  01 

N     17.50    26.00    35.00    86.00  139.00  231.25 

WAG5,   5kw-D,    Ikw-N,  620kc,   ABC,  Petrv, 
Hoooer 

D       7.50    10.00    20.00  35.00    60.00  120.11 

N     13.00    18.00    35.00  70.00  120.00  240.01 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tab"- 
lations  of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword 


45.00  75.00 
60.00  90.00  150.00 
Headley-Reed,  Ket- 

52.00    78.00  130.00 


WFBL,  5kw,   1390kc,  CBS,  Free  &  Peters 

SB         1M       5M       15M      30M     1  Hr 

D      10.00    15.00    25.00    45.00  70.00  110.00 

N     20.00    30.00    50.00    90.00  140.00  225.00 

WHEN(TV),    Chan.    8,    13.4kw-aur.;  27.6kw- 

vis.,  ABC,  CBS,  DuMont 
D     32.00    32.00    40.00    64.00    96.00  160.00 
N     50.00    50.00    66.00  106.00  158.00  265.00 

WNDR,  5kw,  1260kc,  MBS,  Rombeou 

D      10.00    10.00    20.00    40.00    60.00  100.00 

N     16.00    16.00    40.00    80.00  120.00  200.00 

WNDR-FM,     Chan.     273,     102.5mc,  8.5kw, 
Bonus 

WOLF,  250w,  1490kc,  Walker 
D       6.00     6.00    12.00  24.00 
N     12.00    12.00  30.00 
WSYR,  5kw,  570kc,  NBC, 

fell-Carter 
D      10.00    15.00  26.00 
N     20.00    40.00    52.00  104.00  156.00  260.00 
WSYR-FM,  Chan.  233,  94.5mc,  lOkw,  Bonus 
WSYR-TV,  Chan.  5,  12.5kw-aur.;  23.6kw-vis., 

NBC,  Headley-Reed 
D     27.00    36.00    45.00    72.00  108.00  180.00 
N     45.00    60.00    75.00  120.00  180.00  300.00 

TROY,  Rensselaer,  36,778  fam.,  96.3%  radio, 

35,417  radio  fam. 
WFLY(FM),  Chan.  222,  92.3mc,  5.4kw 
D       1.88      2.81      3.75     7.50    11.25  18.75 
N       2.50      3.75     5.00    10.00    15.00  25.00 
WHAZ,   Ikw,  1330kc 
(No  rates  available) 

WTRY,     5kw,     980kc,     CBS,  Headley-Reed, 
Hooper 

D     12.75    16.00    25.00    50.00    75.00  125.00 
N     24.00    30.00    45.00    90.00  135.00  225.00 
WTRI     (FM),    Chan.    274,     102.7mc,  3.5kw, 
Headley-Reed,  Bonus 

UTICA-ROME,    Oneida,    62,098    fom.,  95.6% 
radio,  59,365   radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      11.83    13.33    20.66    33.00    45.33  86.66 

N     16.16    17.50    29.33    52.00    78.00  130.00 

WGAT,  Ikw-D,  500w-N,   1310kc,  Boiling 
D       6.00     6.00    18.00    25.00    35.00  65.00 
N       9.50      9.50    25.00    35.00    70.00  125.00 
WIBX,  5kw,  950kc,  CBS,  Colton,  Ra-Tel,  Ban- 
nan,   Biddick,   Stovin,  Hooper 
D      14.50    17.00    25.00  40.00 
N     20.50    22.50    35.00  60.00 


60.00  100.00 
90.00  150.00 
WIBX-FM,  Chan.  245,  96.9mc,  9kw,  Bonus 
WKAL(Rome),    250w,    1450kc,    MBS,  Cooke, 
Hooper 

D  6.00  8.00  12.00  24.00  36.00  60.00 
N  8.00  10.00  18.00  36.00  54.00  90.00 
WKTV(TV),  Chan.  13,  11.3kw-aur.;  13kw-vis., 

Cooke,  ABC,  CBS,  NBC,  DuMont 
D     20.00    20.00    35.00    40.00    60.00  100.01 
N     24.00    24.00    37.50    60.00    90.00  150.00 


MARKET  INDICATORS  FOR  NEW  YORK 

CLASSIFICATIONS                   FIGURES  YR,  FIGURES 

Population                                     14,743,210  '50  13,479,142 

%  of  U.S                                         9.84%  '50  10.42% 

Families                                          4,118,215  '50  3,685,380 

Percent  Radio                                     96.8%  '49  97.6% 

Radio  FamiUes                                3,986,432  '50  3,667,000 

Retail  Sales   $13,365,097,000  '49  14,579,879,000 

Retail  Trade  Employes                       760,587  '48  587,180 

Wholesale  Sales  Volume  $41,764,878,000  '48  14,508,500,000 

Wholesale  Trade  Employes  . .           381,395  '48  300,324 

Employment  (Mid-March)   ..         4,653,388  '48  4,590,015 

Taxable  Payrolls  (1st  quarter)  $  3,350,772,000  '48  3,109,156,000 

Income   $27,378,000,000  '48  11,830,000,000 

Percent  distribution                        13.29%  '48  15.60% 

Per  Capita  Income                               §1,891  '48  863 

Percent  of  national  per  capita 

income                                             134%  '48  150% 

New  Construction  (Private)  .  $1,026,100,000  '49  495,400,000 

Residential                            $  530,300,000  '49  320,100,000 

Non -Residential                    $  306,900,000  '49  113,000,000 

Value  added  by  Manufacture  $9,666,588,000  '47  3,313,649,000 

Automobile  Registration                  3,437,439  '49  3,195,072 

Telephones                                      4,842,500  '49  3,359,300 


YR. 
'40 
'40 
♦40 

'46 
'46 
'48 
'39 
'39 
'39 
'47 
'47 
'40 
'40 
'40 

'40 
'39 
'39 
'39 
•39 
'48 
'45 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WRUN,  5kw-D,  Ikw-N,  1150kc,  ABC,  Avery- 

Knodel,  Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  15.00  15.00  25.00  40.00  60.00  100.00 
N  20.00  20.00  35.00  60.00  90.00  150.00 
WRUN-FM,     Chan.     289,     105.7mc,  4.3kw, 

Avery-Knodel 
N  10.00    16.00    24.00  40.00 

WATERTOWN,  Jefferson,  23,818  fom.,  94.5% 

radio,   22,508   radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D       5.00     7.00    13.00    26.00    42.00  70.00 

N       8.00    11.00    22.00    44.00    66.00  110.00 

WAIN,  250w,  1240kc,  MBS,  Wood  &  Colton 
D       6.00     6.00    12.00    24.00    36.00  60.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 
WWNY,  Ikw,  790kc,  CBS,  Weed,  BMB 
D       4.00      8.00    14.00    28.00    48.00  80.00 
N       6.00    12.00    24.00    48.00    72.00  120.00 


WWNY-FM,    Chan.  263, 
Rural    Radio,  Weed 
SB        IM  5M 
D  2.50 
N  3.75 


100.5mc,  14.4kw, 

15M  30M  1  Hr 
5.00  8.00  15.00 
7.50    12.00  20.00 


WETHERSFIELD,  Wyoming,  9,150  fam.,  94.6% 
radio,  8,655  radio  fom. 

WFNF(FM),  Chan.  299,  107 .7mc,  1 .3kw, 
Rural  Radio  (For  rotes  see  Rural  Radio 
Network  listing) 

WHITE  PLAINS,  Westchester,  174,038  fam., 
98.0%   radio,   170,557  radio  fom. 

WFAS.  250w,  1230kc,  Headley-Reed,  Conlon 
D       8.50    11.00    22.00    49.00    65.50  93.00 
N       8.50    11.00    22.00    49.00    65.50  93.00 

WFAS-FM,  Chan.  280,  103.9mc,  Ikw,  Headley- 
Reed,  Bonus 


NEW  YORK  RADIO  MARKET  DATA  BY  COUNTIES 


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-Marcn 

rolls— 1st  Qtr. 

Population 

Population 

Families 

Radio-Families 

(Est.)  (SOOO) 

U.  S.  (SOOO) 

1948 

1948  (SOOO) 

238,211 

221,315 

66,539 

64,409 

96.8 

276,683 

289,223 

61,025 

39,219 

43,636 

39,681 

12,188 

11,749 

96.4 

24,766 

31,092 

6,474 

3,646 

1,444,303 

1,394,711 

403,437 

394,561 

97.8 

863,420 

920,191 

(1) 

(1) 

184,664 

165,749 

51,582 

50,034 

97.0 

156,387 

180,128 

60,055 

40,717 

77,604 

72,652 

21,677 

20,961 

96.7 

64,640 

71,313 

15,605 

9,731 

70,008 

65,508 

19,555 

18,968 

97.0 

57,443 

61,315 

16,448 

10,328 

133,457 

123,580 

37,278 

36,196 

97.1 

97,623 

130,054 

36,413 

23,594 

86,797 

73,718 

24,245 

23,372 

96.4 

81,117 

89,209 

27,833 

18,473 

39,468 

36,454 

11,024 

10,726 

97.3 

30,739 

33,017 

6,248 

3,371 

53,575 

54,006 

14,965 

14,216 

95.0 

33,810 

41,281 

7,309 

4,430 

43,262 

41,464 

12,084 

11,673 

96.6 

30,508 

35,017 

6,670 

3,551 

37,070 

33,668 

10,354 

10,033 

96.9 

31,961 

38,409 

9,144 

4,987 

44,182 

40,989 

12,341 

11,847 

96.0 

33,826 

42,047 

6,031 

3,517 

136,807 

120,542 

38,214 

36,723 

96.1 

114,201 

131,991 

27,410 

17,825 

891,036 

798,377 

248,893 

243,915 

98.0 

752,600 

854,299 

265,912 

185,393 

34,755 

34,178 

9,708 

9,261 

95.4 

25,459 

24,813 

5,727 

3,541 

44,834 

44,286 

12,523 

11,746 

93.8 

33,644 

42,038 

5,588 

2,549 

50,951 

48,597 

14,232 

13,648 

95.9 

46,877 

47,469 

15,564 

7,959 

47,612 

44,481 

13,299 

12,780 

96.1 

34,519 

44,446 

10,932 

6,653 

28,599 

27,926 

7,988 

7,596 

95.1 

20,626 

29,069 

3,214 

1,598 

4,044 

4,188 

1,129 

1,051 

93.1 

3,035 

3,415 

600 

513 

61,268 

59,527 

17,113 

16,428 

96.0 

41,631 

51,191 

19,536 

12,704 

85,272 

84,003 

23,818 

22,508 

94.5 

73,880 

84,914 

16,071 

9,417 

2,720,238 

2,698,285 

759,844 

737,808 

97.7 

1,856,366 

2,013,573 

(1) 

(1) 

22,447 

22,815 

5,270 

5,843 

93.2 

12,029 

16,055 

2,595 

1,718 

40,182 

38,510 

11,224 

10,662 

95.0 

23,975 

30,374 

5,140 

3,047 

46,316 

39,598 

12,937 

12,225 

94.5 

31,879 

41,774 

5,500 

3,068 

County 

Albany  

Alleghany  

Bronx  

Broome  

Cattaraugus  

Cayuga  

Choutauqua  

Chemung  „  

Chenango  

Clinton  

Columbia  

Cortland  

Delaware  

Dutchess  

Erie  

Essex   

Franklin  

Fulton   

Genesee   

Greene   

Homilton  

Herkimer  

Jefferson  

Kings   

Lewis   

Livingston  

Madison  

(Continued  on  page  152) 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Sales  Management."    Further  reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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BROADCASTING 


Telecasting 


NO.  13  OF  A  SERIES 


ROGERS  HORNSBY 
In  Batting^  — 

WHEC 
In  Rochester 


0ne  r/^f^. 


WHEC  is  Rochester's  most-listened-to  station  end  has 
been  ever  since  Rochester  has  been  Hooperated! 
Note  WHEC's  leadership  morning,  afternoon, evening: 


STATION 

STATION 

STATION 

STATION 

STATION 

STATION 

WHEC 

B 

c 

D 

E 

F 

MORNING 

43.9 

17.2 

9.6 

6.6 

17.8 

3.1 

8:00-12:00  Noon 

Monday  through  Fri. 

AFTERNOON 

38.2 

24.8 

7.9 

15.2 

9.6 

2.8 

12:00-6:00  P.M. 

Monday  through  Fri. 

Station 

EVENING 

40.6 

27.7 

8.0 

9.6 

12.9 

Broad  casts 
till  Sunset 

6:00-10:30  P.M. 

Sunday  through  Sat. 

WINTER-SPRING 

1949-1950 

Only 

HOOPERATING 


BUY  WHERE  THEY'RE  LISTENING:- 


N.  Y. 
5,000  WATTS 


Representatives:  EVERETT- McKINNEY,  Inc.  New  York,  Chicago,  LEE  F.  O'CONNELL  CO.,  Los  Angeles,  San  Francisco 
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NEW  YORK  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Monroe  

Montgomery.. 

Nassau  

New  York  

Niagara  

Oneida  

Onondaga  

Ontario  

Orange  

Orleans  

Oswego  

Otsego  

Putnam  

Queens  

Rensselaer  

Sirfimond  

Rockland  

St.  Lawrence.. 

Saratoga  

Schenectady... 

Schoharie  

Schuyler  

Seneca  

Steuben  

Suffolk  

Sullivan  

Tioga  

Tompkins  

Ulster  

Warren  

Washington... 

Wayne  

Westchester... 

Wyoming  

Yates  


1950 
Population 

484,917 
59,605 

665,746 
1,938,551 

189,986 

222,314 

340,865 
59,922 

150,583 
29,837 
76,974 
50,991 
19,334 
1,546,316 

131,666 

191,015 
89,109 
97,724 
75,154 

142,618 
22,830 
14,092 
29,21 1 
91,236 

272,359 
40,634 
30,087 
59,186 
92,659 
39,033 
47,054 
56,879 

623,057 
32,758 
17,596 


1940 
Population 

438,230 
59,142 

406,748 
1,889,924 

160,110 

203,636 

295,108 
55,307 

140,113 
27,760 
71,275 
46,082 
16,555 
1,297,634 

121,834 

174,441 
74,261 
91,098 
65,606 

1 22,494 
20,812 
12,979 
25,732 
84,927 

197,355 
37,901 
27,072 
42,340 
87,017 
36,035 
46,726 
52,747 

573,558 
31,394 
16,381 


1950 
Families 

135,451 
16,649 
185,962 
541,494 
53,068 
62,098 
95,213 
16,738 
42,062 
8,334 
21^501 
14,243 
5,400 
431,932 
36,778 
53,356 
24,890 
27,297 
20,992 
39,837 
6,377 
3,936 
8,159 
25,484 
76,078 
11,350 
8,404 
16,532 
25,882 
10,903 
13,143 
15,887 
174,038 
9,150 
4,915 


1950 
Radio-Families 

131,793 
16,066 
182,986 
513,336 
51,369 
59,365 
92,356 
16,018 
40,253 
7,842 
20,382 
13,331 
5,205 
425,884 
35,417 
51,808 
24,068 
25,277 
20,047 
38,801 
5,879 
3,668 
7,685 
24,005 
73,947 
10,691 
7,782 
15,821 
24,484 
10,412 
12,262 
15,076 
170,557 
8,655 
4,625 


%  Radio 

97.3 
96.5 
98.4 
94.8 
96.8 
95.6 
97.0 
95.7 
95.7 
94.1 
94.8 
93.6 
96.4 
98.6 
96.3 
97.1 
96.7 
92.6 
95.5 
97.4 
92.2  _ 
93.2 
94.2 
94.2 
97.2 
94.2 
92.6 
95.7 
94.6 
95.5 
93.3 
94.9 
98.0 
94.6 
94.1 


1949 
Retail  Sales 

(Est.)  ($000) 

451,748 

49,779 
494,823 
3,669,598 
153,279 
169,714 
295,764 

42,158 
131,348 

17,125 

49,106 

39,552 

17,605 
1,174,539 

97,391 
134,342 

51,135 

59,730 

44,878 
125,953 

13,796 
7,474 

12,111 

57,983 
174,589 

40,607 

17,605 

43,427 

71,202 

46,855 

23,762 

36,448 
667,363 

18,795 
9,869 


(Continued  from  page  150)  j 

Taxable  Pay-J' 
rolls-lst  Qtr.  ' 
1948  (SOOO) 

131,381.f: 
1 3,507 
52,78t' 
(1)  2,219,731 , 
41,64)] 
37,87t  U 
72,17}|' 
6,22:- 
16,80t. 
1,97; 
8,85; 
2,95i 


1948 
Retail  Sales 
U.  S.  ($000) 

489,295 

58,272 
602,218 
3,742,287 
171,647 
206,114 
348,187 

54,628 
158,866 

24,490 

58,894 

48,922 

23,044 
1,194,890 
1 23,584 
129,071 

63,674 

76,599 

59,386 
148,733 

19,711 

11,330 

17,870 

75,537 
255,105 

58,152 

23,824 

51,675 

88,022 

54,038 

31,320 

49,103 
640,266 

25,759 

17,649 


Employment 
Mid-March 
1948 

177,387 
20,749 
80,238 
( 1 )  2,979,743 
57,066 
57,389 
108,532 
10,232 
29,270 
3,821 
14,119 
6,086 
1,627 
(1) 
29,329 
(1) 
13,881 
10,943 
11,857 
57,904 
2,010 
1,888 
3,340 
18,829 
25,187 
5,232 
5,333 
11,687 
15,442 
11,034 
6,834 
6,928 
115,464 
4,807 
2,266 


(1 

17,781 
(ill 
8,97; 
6,13 
6,78 

45,82  i 
99: 
1,13  ! 
1,97  i 

11,79 

14,05  \ 
2,69 
2,71 
7,10 
8,01 


6,88'| 
3,88^ 
3,941 
76,76 
2,47 
1,13) 


(1)  Includes  Bronx,  Kings,  New  York,  Queens  and  Richmond  Counties. 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 


the  Long  Island  sW 


IN  LONG  ISLAND'S  NASSAU  COUNTY-WHERE 
RETAIL  SALES  EXCEED  $1,680,000  A  DAY-WHLI 
DELIVERS  1.000  BMB  HOMES  FOR  27c  A 


THOUSAND 


.,rut  VOICE  Of 


•  Among  the  Counties  of  the  United  States, 
Nassau  County  is  2nd  in  Net  Income  Per 
Family,  18th  in  Total  Net  Income,  24th  in 
Food  Store  Sales,  36th  in  Population  and 
40th  in  Retail  Sales. 

DATA  SOURCES: 

Standard  Rale  &  Data  Consumer  Markets  1950-51 
BMB  Study  #2  - 

1 -minute  announcement  rate,  maximum  discounts  — 
Sales  Management's  1950  Survey  of  Buying  Power 


Represented  by  RAMBEAU 
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BROADCASTING    •  Telecastin 


BEMARLE,  Stanly,  10,357 
;  {radio,  9,518  radio  fam. 


liiste:  All  Rates  one-time.  Sources:  Families 
Ad  radio  families  estimated  from  field  tabu- 
jtions  of  1950  U.  S.  Census.  Percent  radio 
yB.  For  complete  explanation  see  foreword. 


NORTH  CAROLINA 


SPOT  RATE 

[lOSKI,  Hertford,  6,155  fam.,  84.8%  radio, 
5,219  radio  fam. 

RCS,  Ikw-D,  970kc 

SB  IM  5M  15M  30M  1  Hr 
5.00     5.00    10.00    24.00    36.00  60.00 


fam.,  91.9% 


FINDER 

WABZ,  Ikw-D,  lOIOkc 

SB        IM      5M  15M  30M  1  Hr 

D      3.00     5.00    10.00  20.00  30.00  50.00 

ASHEBORO,    Randolph,   14,138   fam.,  90.1% 
radio,  12,738  radio  fam. 

WGWR,  Ikw-D,  1260kc,  BMB 

D      5.00     5.00    10.00    20.00    30.00  50.00 

WGWR-FM,  Chan.  222,  92.3mc,  lOkw,  Bonus 

daytime  only. 
N      2.00     3.00     5.00     6.00    10.50  15.00 

ASHEVILIE,   Buncombe,   31,524  fam.,  89.8% 
radio,  28,308  radio  fam. 


3  AM  affiliates,  average  1-time  rate. 

SB        IM      5M      15M     30M     1  Hr 

D      7.75     7.16    12.33    22.50    36.33  60.66 

N     11.75    10.50    18.00    39.00    61.00  101.66 


WISE,  250w,  1230kc,  NBC,  Avery-Knode! 

D  6.00    10.00    18.00    28.00  47.00 

N  8.00    16.00    32.00    48.00  80.00 

WLOS,  5kw-D,  Ikw-N,  1380kc,  ABC,  Taylor, 

Keenan  &  Eickleberg 

D      7.00     7.00    12.00    22.00  36.00  60.00 

N     10.00    10.00    18.00    40.00  60.00  100.00 

WLOS-FM  Chan.  282  104.3mc,  9.2kw,  Bonus 

WSKY,  250w,  1490kc,  Rambeau 

D  5.00      8.00    16.50    22.00  36.00 

N  6.00    11.00    24.00    36.00  60.00 


WWNC,  5kw,  570kc,  CBS,  MBS,  Headley-Reed, 
Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  8.50  8.50  15.00  27.50  45.00  75.00 
N  13.50  13.50  20.00  45.00  75.00  125.00 
BREVARD,   Transylvania,  4,279  fam.,  87.4% 

radio,  3,739  radio  fam. 
WPNF,  250w,  1240kc 

(No  rates  available) 
BURLINGTON,  Alamance,  19,842  fam.,  92.4% 

radio,  18,334  radio  fam. 
WBBB,  Ikw-D,  920kc,  MBS,  McGillvra,  Gene 

Grant 

D      5.25     7.00    14.00    28.00    43.00  70.00 
WBBB-FM,   Chan.   267,    101. Imc,   34kw,  Mc- 
Gillvra, Bonus  daytime  only. 
N      3.00     3.50     7.00    14.00    21.00  35.00 
WFNS,  Ikw-D,  1150kc 

D  4.50  5.25  10.00  18.00  30.00  52.50 
WFNS-FM,  Chan.  230,  93.9mc,  2kw,  Bonus 

(Continued  on  page  154) 


No.  1  Market  in  the  South's  No.  1  State  I 

North  Carolinas  Golden  Triangle 

Winston -Salem  —  Greensboro  —  High  Point 

Population    320,000 

Families   84,200 

Retail  Sales  $272,388,000 
Effective  Buying  Income   $420,500,000 

Cover  This  Rich  Market  at  One  Low  Cost ! 
On  the  One  Dominant  Station  in  the  Area  ! 


iNational  Broadcasting  Company  AfFiliate 


^  WINSTON-SALEM  (J) 

THE  JOURNAL-SENTINEL  STATIONS 


Represented  by  Headley-Reed  Company 
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NORTH  CAROLINA 

SPOT  RATE  FINDER 

(Continued  from  page  152) 

CHARLOTTE,      Mecklenburg,      54,794  fam., 
89.2%  radio,  48,876  radio  fam. 

3  AM  afFiliates,  average  1-time  rate. 

SB         IM       5M       15M      30M      1  Hr 

D     18.96    20.63    33.45  52.73    79.10  131.83 

N     32.13    35.46    62.50  96.66  146.66  241.66 

WAYS,   5kw-D,    Ikw-N,    610kc,   ABC,  MBS, 

Avery-Knodel 
D     14.40    14.40    21.60    43.20    64.80  103.00 
N     14.40    14.40    36.00    72.00  108.00  180.00 
WAYS-FM,  Chan.  299,  107.7mc,  7.7kw,  Bonus 
WBT,    50kw,     lllOkc,    CBS,     Radio  Sales, 

Hooper,  BMB 
D     35.00    40.00    63.75    85.00  127.50  212.50 
N     70.00    80.00  127.50  170.00  255.00  425.00 
WBT-FM,  Chan.  260,  99.9mc,  54.6kw,  Radio 

D  2.50  4.00  7.50  14.50  21.50  36.00 
N  3.00  4.80  10.00  19.00  28.00  48.00 
WBTV    Chan.    3,    8.2kw-aur.;  16.3kw-vis., 

Radio  Sales,  CBS,  NBC,  ABC,  DuMont 
D  27.00  27.00  40.50  54.00  81.00  135.00 
N  45.00  45.00  67.50  90.00  135.00  225.00 
WGIV,  Ikw-D,  1600kc,  Forjoe,  Conlan,  Hooper 
D  6.00  6.00  12.00  24.00  36.00  60.00 
WIST(FM),  Chan.  284,  104.7mc,  50kw 
D  7.50  10.00  16.00  32.00  48.00  80.00 
N  9.50  12.50  20.00  40.00  60.00  100.00 
WSOC,    250w,    1240kc,    NBC,  Headley-Reed, 

BMB 

D       7.50     7.50    15.00    30.00    45.00  75.00 
N     12.00    12-00    24.00    48.00    77.00  120.00 
WSOC-FM,      Chan.     276,      103.5mc,  38kw, 
Headley-Reed,  Bonus 

CLINTON,    Sampson,     13,899    fam.,  81.6% 

radio,  11,341  radio  fam. 
WRRZ,  Ikw-D,  880kc,  ABC,  Walker,  BMB 
D       6.00      6.00    12.00    24.00    36.00  60.00 

CONCORD,    Caborros,    17,851  fam.,  93.7% 

radio  16,726  radio  fam. 
WEGO,  Ikw-D,  UlOkc,  Clark 

D       4.00     6.00     7.50    17.50  30.00  50.00 

DUNN,    Harnett,    13,305  fam.,   85.9%  radio, 

11,428  radio  fam. 
WCKB,  Ikw-D,  780kc 

D       4.00     5.00    10.00  25.00    40.00  60.00 

DURHAM,  Durham,  28,112  fam.,  90.1%  radio, 
25,328  radio  fam. 

3  AM  affiliates,  overage  1-time  rate. 

D       7.00     7.33    12.50    22.66    37.00  60.00 

N     10.00    10.33    20.00    36.66    55.00  91.66 

WDNC  5kw-D  lkv/-N  620kc,  CBS,  Raymer 
D     10.00    10.00    15.00    30.00    45.00  75.00 
N     15.00    15.00    25.00    50.00    75.00  125.00 
WDNC-FM,     Chan.     286,     105.1mc,  36kw, 
Raymer,  Bonus 

WDUK,  Ikw-D,  500w-N,  1310kc,  ABC,  Weed, 
Hooper 

D       7.00     7.00               18.00    30.00  45.00 

N     10.00    10.00              30.00    45.00  75.00 

WSSB,  250w,  1490kc,  MBS,  Cooke 

D       4.00     5.00    10.00    20.00    36.00  60  00 

N      5.00     6.00    15.00    30.00    45.00  75.00 

WTIK,  Ikw-D,  730kc,  Pearson,  Hooper 

D       5.75     5.75    10.00    22.50    40.00  75.00 

ELIZABETH    CITY,    Posquotank,    6,743  fam. 

86.0%  radio,  5,798  radio  fam. 
WCNC,  250w,  1240kc,  MBS,  Burn-Smith 
D       4.20      5.20     8.75    20.00    37.35  65.00 
N      4.20     5.20     8.75    20.00    37.35  65.00 
WGAI,  Ikw-D,  500V/-N,  560kc,  Sears-Ayer 
D       4.50     5.50    12.00    24.00    36.00    60  00 
N      4.50     5.50    12.00    24.00    36.00  60.00 

ElKIN,    Surry,    12,757    fam.,    88.4%  radio, 

11,277  radio  fam. 
WIFM(FM),  Chan.  265,  100.9mc,  0.35kw 
P       1.50      1.50     3.00     7.00    12.00  20.00 
N      2.00     2.00     4.00    10.00    18.00  30.00 

FAYETTEVILLE,     Cumberland,     23,154  fam. 
83.4%  radio,  19,310  radio  fam. 

2  AM  ofHIiates,  average  1-time  rote. 

D       3.75     4.25      8.50    20.45    33.60  54.00 

N      4.50     5.00     9.00    20.95    36.60  63.00 


WFLB,  250w,   1490kc,  ABC,  Burn-Smith 

SB  1 
D  3.00  4 
N  4.50  5 
WFNC  250w, 
D  4.50  4 
N  4.50  4 
WFNC-FM,  Ch 


Note:  All  Rotes  one-time.  Sources;  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Asheville  Market 
Contact 

HEADLEY-EEED 

Representatives  of 
Radio  Station 

WWNC 


M      5M       15M      30M  1  Hr 

.00     7.00    15.00    24.00  36.00 

50  8.00  16.00  30.00  54.00 
1450kc,  MBS,  Walker 

50    10.00    25.90    43.20  72.00 

.50    10.00    25.90    43.20  72.00 

an.  251,  98.1  mc,   12kw,  Bonus 
WWNF,  250w,  1230kc,  Friedenberg 

D       4.00     6.00     7.50    17.50    30.00  50.00 

N       4.00      6.00     7.50    17.50    30.00  50.00 

FOREST  CITY,  Rutherford,  12,920  fam.,  88.7% 

radio,   11,460  radio  fam. 
WBBO,  Ikw-D,  780kc 

D                 5.00    10.00    22.00    36.00  60.00 

WBBO-FM,  Chan.  227,  93.3mc,  1.5kw,  Bonus 

daytime  only. 

N                2.50     5.00    11.00    18.00  30.00 

FUQUAY  SPRINGS,  Wake,  37,946  fam.,  89.9% 

radio,  34,113  radio  fam. 
WFVG,   Ikw-D,   1460kc,  Grant 

D       1.00     6.00    12.00    27.00    45.00  75.00 

GASTONIA,    Gaston,    30,923    fam.,  91.8% 

radio,  28,387  radio  fam. 
WGNC,  250w,  1450kc,  ABC,  Continental 

D       3.50      3.50      5.50    15.00    25.00  45.0D 

N  4.00  4.00  6.50  20.00  30.00  50.00 
WGNC-FM,  Chan.  270,  101.9mc,  ll.lkw.  Bonus 

WLTC,  Ikw-D,  1370kc,  Clark 

D       3.50     5.20    10.40    20.80    31.20  52.00 

GOIDSBORO,    Wayne,    17,925    fam.,  84.2% 

radio,  15,092  radio  fam. 
WGBR,  250w,  1400kc,  ABC,  Forjoe 

D       5.00     5.00    11.00    22.00    33.00  55.00 

N  5.00  5.00  11.00  22.00  33.00  55.00 
WEQR(FM),  Chan.  227,  93.3mc,  35kw 

D.      5.00     5.00    11.00    22.00    33.00  55.00 

N.     5.00     5.00    11.00    22.00    33.00  55.00 

GREENSBORO,  Guilford,  53,107  fam.,  90.8% 
radio,  48,221  radio  fam. 

3  AM  affiliates,  overage  1-time  rate 

D       6.75      6.83    14.33    29.00    42.66  71.66 

N     10.50    10.33    20.66    62.50    63.33  105.00 


WBIG,  5kw,  1470kc,  CBS,  Hollingbery,  BMB, 
Hooper 

D  8.50  8.50  17.00  35.00  50.00  85.00 
N     14.00    14.00    27.00    55.00    85.00  140.00 

WCOG,    Ikw,    1320kc,  ABC,  Avery-Knodel, 
Hooper 

D                 7.00    14.00  28.00    42.00  70.00 

N                10.00    20.00  40.00    60.00  100.00 

WFMY,   Chan.   247,    97.3mc,  33kw 

D       1.50      1.50     3.10      6.25      8.75  13.75 

N      2.00     2.00     4.00     8.00    12.00  20.00 

WFMY-TV,  Chan.  2,  0.84kw-aur.;  1.67kw-vis., 
CBS,  ABC,  NBC,  DuMont,  Harrington, 
Righter  &  Parsons 
D  18.00  18.00  27.00  48.00  72.00  120.00 
N  30.00  30.00  45.00  80.00  120.00  200.00 
WGBG,  250w,  1400kc,  MBS,  Burn-Smith 
D  5.00  5.00  12.00  24.00  36.00  60.00 
N      7.00     7.00    15.00    30.00    45.00  75.00 

WGBG-FM,  Chan.  262,  100.3mc,  37kw,  Burn- 
Smith,  Bonus 

GREENVILLE,  Pitt,  17,812  fom.,  84.2%  radio 
14,997  radio  fam. 

WGTC,    250w,    1490kc,  MBS 

D  3.50     5.94    16.20    27.00  45.00 

N  4.00     7.92    21.60    36.00  60.00 

HENDERSON,     Vance,    8,948    fam.,  84.5% 
radio,  7,561  radio  fam. 

WHNC,   Ikw-D,  890kc,  MBS,  McKinney 

D       5.25      6.25    12.50    25.00    37.50  56.25 

WHNC-FM,  Chan.  223,  92.5mc,  lOkw,  Bonus 

HENDERSONVILLE,    Henderson,    8,615  fam., 
88.6%  radio,  7,632  radio  fam. 

WHKP,  250w,  1450kc,  MBS,  Continental 

D       3.96     3.96     7.20    14.40    21.60  36.00 

N      3.96     3.96     7.20    14.40    21.60  36.00 

HICKORY,    Catawba,    17,798    fam.,  92.0% 
radio,  15,822  radio  fam. 

WHKY,    5kw-D,    Ikw-N,  1290kc,   ABC,  Dod- 

son,    BMB,  Hooper 

D       5.00      6.80    13.40  26.80    40.20  67.00 

N      5.00     6.80    13.40  26.80    40.20  67.00 

WHKY-FM,  Chan.  275,  102.9mc,  210kw,  Dod- 
son.  Bonus 

WIRC,   Ikw-D,   630kc,  McGillvra 

D       3.50     5.00    10.00    20.00    30.00  50.00 

HIGH  POINT,  Guilford,   53,107  fam.,  90.8% 
radio,  48,221  radio  fam. 

WHPE,  Ikw-D,  1070kc 

D       3.75     4.50    12.00    24.00    36.00  60.00 

WHPE-FM,   Chan.  238,   95.5mc,  37kw,  Bonus 
days  only. 

N      1.88     2.25     6.00    12.00    18.00  30.00 

WMFR,  250w,  1230kc,  ABC,  Burn-Smith,  Con- 
lan 

D  4.00  4.00  12.00  24.00  36.00  60.00 
N      4.00     4.00    12.00    24.00    36.00  60.00 

WMFR-FM,   Chan.   258,  99.5mc,   38kw,  Burn- 
Smith,  Bonus 


MARKET  INDICATORS  FOR  NORTH 

CLASSIFICATIONS  FIGURES  YR. 

Population    4,034,858  '50 

%  of  U.S   2.69%  '50 

Families    1,127,055  '50 

Percent  Radio    87.1%  '49 

Radio  Families   981,664  '50 

Retail  Sales    $2,130,425,000  '49 

Retail  Trade  Employes    130,257  '48 

Wholesale  Sales  Volume   $3,073,911,000  '48 

Wholesale  Trade  Employes  . .  42,367  '48 

Employment  (Mid-March)   . .  728,546  '48 

Taxable  Payrolls  (1st  quarter)  $  367,560,000  '48 

Income    $3,531,000,000  '48 

Percent  distribution   1.71%  '48 

Per  Capita  Income   $930  '48 

Percent  of  national  per  capita 

income    66%  '48 

New  Construction  (Private)  .  $  215,400,000  '47 

Residential    $  108,500,000  '47 

Non-Residential    $    60,900,000  '48 

Value  added  by  Manufacture  $1,646,673,000  '47 

Automobile  Registration   921,498  '49 

Telephones    436,700  '49 


CAROLINA 

FIGURES  YR. 

3,571,623  '40 

2.71%  '40 

794,860  '40 

78.3%  '46 

640,000  '46 

2,223,378,000  '48 

85,147  '39 

831,300,000  '3S 

43,972  '3S 

681,047  '4* 

313,540,000  '4: 

1,131,000,000  '4i 

1.49%  '4{ 

316  '4( 


55% 
67,700,000 
35,900,000 
15,700,000 
544,181,000 
848,357 
283,100 


'4( 

'3! 
'3! 
'3! 
'3f 
'41 
'41 


Note:  1949  Ketall  Sales,  copyright  1950  "Sales  Management."  Further  reproductioi 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


JACKSONVILLE,      Onslow,      11,690  fom., 

84.0%  radio,  9,819  radio  fam. 
WJNC,   250w,    1240kc,   MBS,  Crossley 

SB         IM       5M       15M      30M  1  Hr 

D       4.50     4.50     9.00    18.00    27.00  45.00 

N       4.50     4.50     9.00    18.00    27.00  45.00 

KANNAPOLIS,  Cabarrus,  17,851  fam.,  93.7% 

radio,  16,726  radio  fam. 
WGTL,  Ikw-D,  870kc 

D       2.94     4.20     8.40    16.80  29.40  42.00 

N      4.20     6.00    12.00    24.00  42.00  60.00 

KINSTON,  Lenoir,  12,824  fam.,  85.5%  radio, 

10,964  radio  fam. 
WELS,  Ikw-D,  lOlOkc 
{No    rates  available) 
WFTC,  250w,  1230kc,  ABC,  Burn-Smith 

D       5.00      5.00    10.00  20.00    30.00  50.00 

N      5.00     5.00    10.00  20.00    30.00  50.00 

LAURINBURG,    Scotland,   6,975  fam.,  81.8% 

radio,  5,705  radio  fam. 
WEWO,    Ikw-D,   lOBOkc,  BMB 

D      5.00     5.00    10.00    25.00  40.00  60.00 

LEAKSVILLE,      Rockingham,      18,146  fam., 

90.1%  radio,  16,349  radio  fam. 
WLOE,  250w,   1490kc,  MBS 

D       3.00     4.00     8.00    16.00    24.00  40.00 

N      3.00     4.00     8.00    16.00   24.00  40.00 
WLOE-FM,     Chan.     224,     92.7mc,  0.82kw 
Bonus 

LENOIR,  Caldwell,  12,060  fam.,  88.1%  radio, 
10,624  radio  fam. 

WJRl,  250w,  1340kc,  MBS 

D       4.00     4.00     9.00    18.00    30.00  50.00 

N      4.00     4.00     9.00    18.00    30.00  50.00 

LEXINGTON,  Davidson,   17,381   fam.,  91.0% 

radio,  15,816  radio  fam. 
WBUY,  250w,  1450kc,  Continental 
D       2.80     4.00     8.00    16.00    24.00  40.00 
N      3.75     5.00    10.00    20.00    30.00  50.00 
WBUY-FM,  Chan.  232,  94.3mc,  305w,  Bonus 

LUMBERTON,    Robeson,    24,785  fom.,  82.6% 

radio,  20,472  radio  fam. 
WTSB,  250w,   1340kc,  MBS,  Continental 
D       5.00     5.00    11.00    22.00    33.00  55.00 
N       5.00     5.00    11.00    22.00    33.00  55.00 

MADISON-MAYODAN,     Rockingham,  18,146 

fam.,  90.1%  radio,  16,349  radio  fam. 
WFMB(FM)   Chan.  228,  93.5mc,  0.38kw,  LBS 
D       0.75      1.50     3.00     7.00    10.00  17.00 
N      0.75      1.50     3.00     7.00    10.00  17.00 

MARION,    McDowell,    7,190    fam.,  87.0% 

radio,  6,255  radio  fam. 
WBRM,  Ikw-D,  1250kc 

D  3.60     7.80    18.00    28.80  48.00 

MONROE,  Union,  11,728  fam.,  86.5%  radio, 

10,144  radio  fam. 
WMAP,   250w-D,   1060kc,  LBS 
D      2.50     3.35     5.00    10.00    18.00  30.00 

MOREHEAD     CITY,     Carteret,     6,410  fam., 

83.8%  radio,  5,371  radio  fom. 
WMBL,  Ikw-D,  740kc,  McGillvra 
D       4.50     4.50    15.35    28.10    42.45  70.40 


30M  1  Hi 
6.00  12.00  18.00  300 
6.00    12.00    18.00  30.C 


MORGANTON,    Burke,    12,603   fom.,  90,0 

radio,  11,342  radio  fam. 
WMNC,   250w,    1490kc,  MBS 

SB        IM      5M  15M 
D       3.00  4.00 
N       3.00  4.00 

MT.  AIRY,  Surry,  12,757  fom.,  88.4%  rod 

11,277  radio  fam. 
WPAQ,    Ikw-D,   740kc,  Clark 
D      2.00     6.30    12.00    24.00    36.00  60 
NEW    BERN,    Craven,    13,597    fom.,  81.2 

radio,  11,040  radio  fam. 
WHIT,  250w,  1450kc,  MBS,  Pearson 
D  5.50  5.50  18.00  36.00  54.00  90 
N  5.50  5.50  18.00  36.00  54.00  90 
NEWTON,    Catawba,    17,198    fam.,  92.0 

radio,  15,822  radio  fom. 
WNNC,   250w,   1230kc,  MBS,  Continental 
D      2.00     3.60     5.50    15.00    25.00  45 
N       2.50     4.00      6.50    20.00    30.00  50 
NORTH  WILKESBORO,  Wilkes,  12,626  fa 

82.8%  radio,  10,454  radio  fam 
WKBC,   Ikw-D,  810kc,  BMB 
D  6.40    14.00    22.00    36.00  60 

OXFORD,  Granville,  8,904  fom.,  83.1%  rod 

7,399  radio  fam. 
WOXF,  250w,  1340kc 
D  0.75  3.50  8.00  15.00  20.00  32 
N  0.75  6.00  10.00  20.00  32.00  48 
RALEIGH,  Wake,  37,946  fam.,  89.9%  rod 

34,113   radio  fam. 

3   AM   affiliates,   average    1-time  rate 
D     11.25    12.91    18.66    37.33    56.00  91 
N     20.16    23.50    32.66    65.00    99.00  164 

WNAO,  5kw,  850kc,  ABC,  Weed 
D  8.75  8.75  14.00  28.00  42.00  70 
N  12.50  12.50  20.00  40.00  60.00  100 
WNAO-FM,  Chan.  241,  96.1mc,  25kw,  We 
Bonus 

WPTF,    50kw,   680kc,    NBC,    Free   &  Peter 

BMB,  Hooper 
D  20.00  25.00  32.00  64.00  96.00  160. 
N  40.00  50.00  64.00  128.00  192.00  320. 
WPTF-FM,  Chan.  234,  94.7mc,  15kw,  Bonos 
WRAL,  250w,  1240kc,  MBS,  Pearson 
D  5.00  5.00  10.00  20.00  30.00  45. 
N  8.00  8.00  14.00  27.00  45.00  72. 
WRAL-FM,  Chan.  268,  101.5mc,  54kw,  Bo 
REIDSVILLE,       Rockingham,      18,146  far 

90.1%  radio,  16,349  radio  fam. 
WFRC,  Ikw,  1600kc 
D  4.00  6.00  10.00  25.00  40.00  75 
N  4.00  6.00  10.00  25.00  40.00  75 
WREV  (FM),  Chan.  271,  102.1mc,  1.6  kw 
D  1.00  1.50  2.50  5.00  9.50  18. 
N       1.00      1.50      2.50     5.00     9.50  18, 

(Continued  on  page  156) 


For  Facts  on  the 
Charlotte  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSOC 
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BROADCASTING    •  Telecastii 


No  need  to  settle  for 
circulation  that's  only 
porket-size.  Use  SO. 000- 
uaLL  VVBT,  the  iji^i^c.^L 
single  advertising 
medium  in  North  and 
South  Carolina  combined 
. . .  reaching  512,380 
families  each  week*— 
nearly  four  times  the 
Carolinas  circulation  of 
the  largest  national 
magazine  or  the  largest 
newspaper : 

128,772...  Carolina 


circulation  of  the  largest 
national  magazine.* 

1  1 1,575  . . .  circulation 
of  the  largest 
Carolina  newspaper/ 


THE  CAROLINAS'  BlooEM 
ADVERTISING  MEDUM 


WBT 


Jefferson  Standard 
Broadcasting  Company 
50,000  watts 
Charlotte,  N.  C. 
Represented  by  Radio  Sales 


ource  on  request,  1949. 

,nr  fir-t  (jinrtrr  1010 


NORTH  CAROLINA 

SPOT  RATE  FINDER 

(Continued  from  page  154) 

ROANOKE    RAPIDS,    Halifax,    16,333  fam., 

83.4°o  radio,  13,621  radio  fam. 
WCBT,   250w,   1230kc,  MBS,  KBS 

D       4.20     4.20     8.75    20.00    37.35  65.00 

N      4.20     4.20     8.75    20.00    37.35  65.00 

WCBT-FM,  Chan.  254,  98.5mc,   16kw,  Bonus 


ROCKINGHAM,      Richmond,  11,008 

86.6°'o  radio,  9,532  radio  fom. 
WAYN,   Ikw-D,  900kc 
D       4.00     6.00  7.50 


15.00  27.50 

ROCKY  MOUNT,  Nash,  16,731  fam., 

radio,   14,137  radio  fam. 
WCEC,   Ikw-D,   810kc,  Ra-Tel 
D       4.50      6.00    12.00    27.00  45.00 
WFMA  (FM),  Chan.  264,  100.7mc,  33kw, 
D       3.00     4.00     8.00    18.00  30.00 
N       3.00     4.00     8.00    18.00  30.00 
WEED,  250w,  1450kc,  ABC 
D      3.00     4.00    10.00    20.00  32.00 
N      3.00     4.00    10.00    20.00  32.00 
WEED-FM,  Chan.  221,  92.1mc,  0.25kw, 


fam., 

50.00 
84.5% 

75.00 
,  RaTel 
50.00 
50.00 

54.00 

54.00 
Bonus 


ROXBORO,  Person,  6,741  fam.,  84.2%  radio, 

5,675   radio  fam. 

WRXO,    Ikw-D,    1430kc,  Schepp-Reiner 

D                 6.50    17.50  30.00    52.50  93.75 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Winston-Salem  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WSJS 


SALISBURY,     Rowan,    21,016     fam.,  92.9% 

radio,  19,523  radio  fom. 
WSAT,  Ikw-D,  1280kc,  Dodson 
D       7.50     7.50    15.00    30.00    45.00  75.00 
WSTP,  250w,  1490kc,  MBS,  Burn-Smith,  Cross- 

D  *^5.00     5.00    10.00    20.00    30.00  50.00 

N      6.00     6.00    12.00    24.00    36.00  60.00 
WSTP-FM,  Chan.  293,  106.5mc,  27kw 
Bonus  all  AM  programs.    Individual  FM  rates 
on  request. 

SANFORD,    Lee,    6,551    fam.,    89.5%  radio, 

5,863  radio  fom. 
WWGP,   Ikw-D,  lOSOkc 

D       4.00     6.00    12.00    24.00    36.00  60.00 
WWGP-FM,  Chan.  288,  105.5mc 
(No  data  available) 

SHELBY,     Cleveland,     17,965    fam.,  87.6% 

radio,  15,737  radio  fam. 
WOHS,  250w-D,  730kc,  MBS 

D  5.00  5.00  10.00  20.00  30.00  50.00 
WOHS-FM,  Chan.  241,  96.1mc,  2.6kw,  Bonus 

daytime  only. 

N      2.50     2.50     5.00    10.00    15.00  25.00 

SMITHFIELD,   Johnston,    18,366  fom.,  84.9% 

radio,  15,592  radio  fam. 
WMPM,  Ikw-D,  1270kc 
(No    rates  available) 

SOUTHERN     PINES,     Moore,     9,199  fom., 

86.3%  radio,  7,938  radio  fam. 
WEEB,   Ikw-D,  1360kc,  MBS 
D      4.00     4.00    12.00    24.00    36.00  60.00 
WSTS,  Ikw-D,  990kc,  Cooke 
D  3.50     8.00    12.00    20.00  36.00 

STATESVILLE,    Iredell,    15,683    fam.,  88.8% 

radio,  13,926  radio  fam. 
WSIC,  250w,   1400kc,  MBS,  Continental 
D      5.00     5.00    10.00    20.00    30.00  50.00 
N      5.00      5.00    10.00    20.00    30.00  50.00 
WSIC-FM,  Chan.  289,  105.7mc,  2.4kw,  Bonus 

TARBORO,   Edgecombe,   14,411  fam.,  84.5% 

radio,   12,177  radio  fam. 
WCPS,  Ikw-D,  760kc 

D      3.50     5.00    10.00    18.00  35.00  65.00 


THOMASVILIE,      Davidson,  17,381 
91.0%  radio,  15,816  radio  fom. 


fam., 


WTNC    Ikw-D  790kc 

D      3.00     4.00     6.00    17.00    35.00  60.00 

WTNC-FM,  Chan.  252,  98.3mc,  450w,  Bonus 

daytime  only. 

N      1.50     1.50     5.00    10.00    20.00  36.00 

WADESBORO,    Anson,    7,480    fam.,  83.8% 
radio,  6,268  radio  fam. 

WADE,lkw-D,  1210kc 

D       3.00     4.00      8.00    15.00    27.50  50.00 

WASHINGTON,  Beaufort,  10,343  fam.,  82.2% 
radio,  8,501  radio  fam. 

WHED,  250w,  1340kc 

D       4  00     4.00    10.00    20.00    30.00  50.00 

N      4.00     4.00    10.00    20.00    30.00  50.00 

WRRF,  5kw-D,  930kc,  ABC,  Walker 

D       8.00     8.00    15.00    30.00    45.00  75.00 

N      8.00     8.00    15.00    30.00    45.00  75.00 

WAYNESVILIE,      Haywood,      10,522  fam., 
86.8%  radio,  9,112  radio  fam. 

WHCC,   250w,   1400kc,  MBS 

D       1.90      2.40      8.00    15.00    20.00  40.00 

N       1.90     2.40     8.00    15.00    20.00  40.00 

WHITEVILLE,  Columbus,  14,129  fam.,  82.6% 
radio,    11,670   radio  fam. 

WENC,  250w,  1240kc,  MBS,  Clark 

D       3.50     4.50     7.50    12.50    20.00  35.00 

N      3.50     4.50     7.50    12.50    20.00  35.00 

WILLIAMSTON,   Martin,   7,813    fom.,  82.2% 
radio,  6,422  radio  fam. 

WIAM,  Ikw-D,  900kc 

D      4.00     4.00    15.00    20.00    30.00  50.00 

WILMINGTON,   New   Hanover,   16,576  fam., 
86.4%  radio,  14,321   radio  fam. 


2  AM  affiliates,  average  1-time  rote 

D       5.25     7.50    13.75    23.00    31.00  51.75 

N      6.80     9.05    15.15    25.80    34.50  55.25 


WGNI,  250w,   1340kc,  MBS,  McGillvr-_ 
Ian,  BMB 

D  4.50  9.00  13.50  18.00  27.00  4C 
N      4.50     9.00    13.50    18.00    27.00  40 

WMFD,  Ikw,  630kc,  ABC,  Burn-Smith 
D      6.00     6.00    14.00    28.00    35.00  « 
N      9.10     9.10    1  6.80    33.60    42.00  7( 

WMFD-FM,  Chan.  242,  96.3mc,  llkw,  E-.n 


WILSON,  Wilson,  15,038  fam.,  84.1%  ti 
12,646  radio  fam. 

WGTM,   5kw,   590k<.,   CBS,   MBS,  Weed 

D       8.50     8.50    15.00  30.00    45.00  ; 

N     10.00    10.00    25.00  50.00    75.00  11 

WVOT,   Ikw-D,  SOOw-N,  1420kc 

D      6.00     6.00    10.00  16.50  30.00 

N      7.00     7.00    15.00  25.00  40.00 


WINSTON-SALEM,     Forsyth,     40,524  ' 
89.8%  radio,  36,390  radio  fam. 


3  AM  affiliates,  average  1-time  rote 
D      7.33     7.33    14.00    28.33    45.00  71 
N     11.00    11.00    21.00    42.50    65.00  it 

WAIR,  250w,  1340kc,  ABC,  Walker,  Co 
D  6.00  6.00  10.00  20.00  40.00  3, 
N      8.00     8.00    15.00    30.00  45.00 

WAIR-FM,  Chan,  226,  93.1mc,  34kw,  W 
Bonus 

WSJS,   5kw,   600ke,    NBC,  Headley-R^ 
D      8.50     8.50    17.00    35.00  50.00 
N     14.00    14.00    27.00    55.00    85.00  1 

WSJS-FM,  Chan,  281,  104.1mc,  48kw,  I 
ley-Reed,  Bonus 

WTOB,   Ikw-D,  710kc,  MBS,  Taylor,  C 
D      7.50     7.50    15.00    30.00  45.00 


NORTH  CAROLINA  RADIO  MARKET  DATA  BY  COUNTIES 


1949 

1948 

Employmen 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

71,035 

57,427 

19,842 

18,334 

92.4 

49,024 

46,996 

23,214 

14,496 

13,454 

4,049 

3,482 

86.0 

3,453 

4,334 

1,092 

8,101 

8,341 

2,262 

1,861 

82.3 

1,844 

2,078 

342 

26,781 

28,443 

7,480 

6,268 

83.8 

9,555 

10,961 

2,758 

21,866 

22,664 

6,107 

5,081 

83.2 

3,855 

4,760 

696 

13,332 

13,561 

3,724 

3,102 

83.3 

1,743 

2,499 

605 

37,031 

36,431 

10,343 

8,501 

82.2 

17,636 

21,069 

3,446 

26,449 

26,201 

7,387 

6,101 

82.6 

8,280 

10,852 

1,470 

29,684 

27,156 

8,291 

6,840 

82.5 

8,902 

10,177 

2,749 

19,227 

17,125 

5,370 

4,398 

81.9 

3,286 

3,146 

529 

112,856 

108,755 

31,524 

28,308 

89.8 

101,963 

91,663 

28,687 

45,119 

38,615 

12,603 

11,342 

90.0 

17,015 

16,601 

10,174 

63,910 

59,393 

17,851 

16,726 

93.7 

44,938 

44,098 

29,271 

43,176 

35,795 

12,060 

10,624 

88.1 

17,1Q0 

18,75? 

10,367 

5,209 

5,440 

1,455 

1,254 

86.2 

653 

750 

(V)2S4 

22,951 

18,284 

6,410 

5,371 

83.8 

9,354 

9,667 

2,435 

20,982 

20,032 

5,860 

4,863 

83.0 

3,251 

2,977 

607 

61,569 

51,653 

17,198 

15,822 

92.0 

34,096 

35,855 

20,812 

25,397 

24,726 

7,094 

6,143 

86.6 

8,518 

10,486 

2,449 

18,296 

18,813 

5,110 

4,312 

84.4 

5,314 

6,398 

1,251 

12,510 

11,572 

3,494 

2,833 

81.1 

5,431 

5,501 

1,503 

6,011 

6,405 

1,679 

1,403 

83.6 

536 

624 

252 

64,316 

58,055 

17,965 

15,737 

87.6 

28,633 

32,462 

14,471 

50,585 

45,663 

14,129 

11,670 

82.6 

20,535 

21,551 

3,274 

48,680 

31,298 

13,597 

11,040 

81.2 

23,161 

24,100 

4,575 

82,892 

59,320 

23,154 

19,310 

83.4 

39,461 

52,125 

9,758 

6,157 

6,709 

1,719 

1,421 

82.7 

1,526 

1,620 

(1) 

5,364 

6,041 

1,498 

1,351 

90.2 

2,498 

2,422 

155 

62,225 

53,377 

17,381 

15,816 

91.0 

25,799 

31,744 

15,870 

15,433 

14,909 

4,310 

3,835 

89.0 

5,047 

5,200 

1,624 

41,118 

39,739 

11,485 

9,486 

82.6 

12,152 

12,434 

1,734 

100,641 

80,244 

28,112 

25,328 

90.1 

93,899 

89,982 

26,399 

51,592 

49,162 

14,411 

12,177 

84.5 

27,930 

26,334 

6,897 

145,076 

126,475 

40,524 

36,390 

89.8 

111,529 

95,855 

42,610 

31,331 

30,382 

8,751 

7,228 

82.6 

8,566 

8,442 

1,671 

110,706 

87,531 

30,923 

28,387 

91.8 

57,797 

65,910 

37,119 

9,526 

10,060 

2,660 

2,183 

82.1 

2,061 

1,917 

894 

6,873 

6,418 

1,919 

1,577 

82.2 

1,157 

1,744 

232 

31,878 

29,344 

8,904 

7,399 

83.1 

11,316 

11,423 

1,523 

18,041 

18,548 

5,039 

4,373 

86.8 

4,694 

4,025 

208 

190,126 

153,916 

53,107 

48,221 

90.8 

160,859 

176,156 

62,025 

58,475 

56,512 

16,333 

13,621 

83.4 

25,295 

31,788 

8,816 

Taxable 
rolls-lsl 
1948  0 

I 


County 

Alamance  

Alexander  

Alleghany  

Anson  

Ashe  

Avery  

Beaufort  

Bertie  

Bladen  

Brunswick  

Buncombe   119  8S<4  108  755  31.524  28.308  89  8  101  9A3  91.663  28.687  1 

Burke  

Cabarrus   '  63.910  59.393  17.851  16.726  93.7  44.938  44.098  29.271  1 

Caldwell  , 

Camden  

Carteret  

Caswell  

Catawba  

Chatham  

Cherokee  

Chowan  

Cloy  

Cleveland  

Columbus  

Craven  

Cumberland  

Currituck  

Dare  

Davidson  

Davie  

Duplin  

Durham  

Edgecombe  

Forsyth  

Franklin  

Gaston  

Gates  

Graham  

Granville  

Greene  

Guilford  

Halifax  

  (Continued  on  page 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  PayroMs,  Ist-Quarter  1948,  Dept.  of  Comi 
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BROADCASTING 


T  e  1  e  c  a  s  1 


HOOPER  RADIO  AUDIENCE  INDEX 


SPRING  1950 


CITY  ZONE 


GREENSBORO,  N.  C. 


SHARE  OF  RADIO  AUDIENCE 


8:00  A.M.  -  12:00  N. 

Monday  thru  Friday 


WBIG 


49.7 


STATION  "B' 


32. 


STATION  "C 


8.1 


12:00  N.  -6:00  P.M. 

Monday  thru  Friday 


39.2 


28.3 


16.1 


6:00  P.M.  -  10:00  P.M. 

Sunday  thru  Saturday 


52.4 


18.3 


13.2 


W   BIG—      ^^f^e   Pre5ti^e    St  a  lion  ilie  C^afoiinad 

EST.  1926 
represented  by  Hollingbery 

5,000  Watts 

Gilbert  Hutchison,  general  manager 


Columbia  Affiliate 


5;3ADCASTING    •  Telecasting 
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NORTH  CAROLINA  RADIO  MARKET  DATA  BY  COUNTIES         (Continued  from  page  li 


County 

1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

1949 

Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment    Taxable  ( 
Mid-March     rolls— 1  si  C 
1948            1  948  ({Q 

Harnett  

  47,634 

44,239 

13,305 

1 1 ,428 

85.9 

1  7  'i'iA 
1  /, 

20  706 

4,953  2 

34,804 

1  n 

1  u,ozz 

9  112 

86.6 

17,099 

17,592 

6,304  4 

HendGrson 

30  843 

26,049 

8,615 

7,632 

88.6 

17,249 

19,103 

4,177  1 

Hertford 

22,036 

19,352 

6,155 

5,219 

84.8 

7,946 

10,568 

2,121 

1 5  609 

14  937 

4,360 

3,614 

82.9 

4,258 

4,388 

645 

Hyde  

7,860 

1 ,805 

1 ,499 

83  1 

1 ,324 

1,168 

205 

Iredell  

  56,148 

50,424 

15,683 

1 3,926 

88.8 

28,806 

3 1 ,078 

1 2,868  ^ 

Jackson  

  19,239 

19,366 

5,374 

4,412 

82.1 

6,354 

5,719 

1,167 

  65,751 

63,798 

18,366 

15,592 

84.9 

23,602 

26,335 

5,022  2 

  11,012 

10,926 

3,075 

2,521 

82.0 

1,961 

1,728 

350 

  23,456 

18,743 

6,551 

5,863 

89.5 

11,718 

13,257 

4,504  1, 

  45,913 

41,211 

12,824 

10,964 

85.5 

29,618 

28,346 

5,621  2, 

Lincoln  

  27,114 

24,187 

7,573 

6,747 

89.1 

9,506 

11,980 

4,460  2 

McDowell  

  25,741 

22,996 

7,190 

6,255 

87.0 

9,002 

10,977 

5,514  1, 

  16,150 

15,880 

4,511 

3,699 

82.0 

5,214 

5,115 

701 

  '  20,588 

22,522 

5,750 

4,715 

82.0 

4,072 

4,207 

528 

Martin  

  27,972 

26,111 

7,813 

6,422 

82.2 

1 2,456 

12,463 

i 

1,663 

Mecklenburg  

  196,163 

151,826 

54,794 

48,876 

89.2 

182,493 

.  183,011 

59,052  33 

Mitchell   

  15,139 

15,980 

4,228 

3,691 

87.3 

5,045 

4,913 

1,870 

Montgomery  

  17,282 

16,280 

4,827 

4,213 

87.3 

7,193 

8,129 

1 

3,677  1 

  32,933 

30,969 

9,199 

7,938 

86.3 

14,818 

18,312 

5,163  2 

Nash  

  59,900 

55,608 

16,731 

14,137 

84.5 

30,371 

34,295 

4,452  1 

59,342 

47,935 

16,576 

14,321 

86.4 

66,552 

53,256 

14,013  6 

  28,440 

28,299 

7,944 

6,553 

82.5 

5,080 

6,549 

1,046 

Onslow  

  41,851 

17,939 

1 1 ,690 

9,819 

84.0 

4,794 

10,723 

1,428 

Orange  

  34,415 

23,072 

9,613 

8,661 

90.1 

10,897 

14,102 

3,247  1, 

  9,981 

9,706 

2,787 

2,279 

81.8 

1,459 

1,514 

529  1 

Pasquotank  

  24,143 

20,568 

6,743 

5,798 

86.0 

15,624 

18,078 

4,170  1 

Pender  

  18,391 

17,710 

5,137 

4,171 

81.2 

4,174 

3,392 

1,300 

  9,601 

9,773 

2,681 

2,241 

83.6 

3,722 

4,464 

558 

  24,136 

25,029 

6,741 

5,675 

84.2 

9,537 

10,595 

3,267  l! 

Pitt  

  63,770 

61,244 

17,812 

14,997 

84.2 

36,786 

35,833 

4,744  I, 

Polk  

  11,613 

11,874 

3,243 

2,844 

87.7 

3,253 

3,949 

ii 

  50,617 

44,554 

14,138 

12,738 

90.1 

17,820 

23,451 

13,021  W 

  39,412 

36,810 

1 1 ,008 

9,532 

86.6 

18,725 

24,043 

7,116  3, 

  88,733 

76,860 

24,785 

20,472 

82.6 

34,598 

41,264 

7,262  3. 

  64,965 

57,898 

18,146 

16,349 

90.1 

32,555 

31,312 

13,613  8 

  75,238 

69,206 

21,016 

19,523 

92.9 

52,091 

42,41 1 

13,438  6 

  46,257 

45,577 

12,920 

11,460 

88.7 

16,680 

21,408 

8,423  4 

  49,760 

47,440 

13,899 

11,341 

81.6 

16,228 

15,415 

2,379 

  24,971 

23,232 

6,975 

5,705 

81.8 

10,360 

12,620 

3,887  1 

  37,081 

32,834 

10,357 

9,518 

91.9 

19,110 

19,988 

8,681  5 

Stokes  

  21,535 

22,656 

6,015 

5,166 

85.9 

4,577 

4,127 

497 

  45,672 

41,783 

12,757 

1 1 ,277 

88.4 

22,328 

26,346 

9,928  4 

Swain   

  9,970 

12,177 

2,784 

2,302 

82.7 

2,464 

3,135 

603 

Transylvania  

  15,321 

12,241 

4,279 

3,739 

87.4 

5,717 

6,997 

3,494  2 

Tyrrell  

  5,051 

5,556 

1,410 

1,191 

84.5 

1,324 

1,234 

514 

Union   ,  ,  ,  

  41,989 

39,097 

11,728 

10,144 

86.5 

15,388 

22,109 

3,157  1 

  32,036 

29,961 

8,948 

7,561 

84.5 

17,200 

19,667 

4,668  2 

Wake  

  135,848 

109,544 

37,946 

34,113 

89.9 

106,702 

103,011 

22,605  11 

  23,556 

23,145 

6,579 

5,210 

79.2 

7,173 

7,516 

1,168 

Washington  

  13,170 

12,323 

3,678 

3,148 

85.6 

3,991 

4,965 

2,051  1 

  18,296 

18,114 

5,110 

4,343 

85.0 

5,750 

5,540 

734 

  64,174 

58,328 

17,925 

15,092 

84.2 

37,084 

38,940 

7,015  ' 

Wilkes  

  45,202 

43,009 

12,626 

10,454 

82.8 

14,081 

16,313 

4,336  1 

Wilson  

50,219 

15,038 

12,646 

84.1 

33,532 

30,226 

5,365                  : 1 

  22,132 

20,657 

6,182 

5,384 

87.1 

3,822 

4,880 

390 

  16,304 

17,202 

4,554 

3,729 

81.9 

2,146 

3,530 

362 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  r940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio   BMB-  1949  Retail  S 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  PayroMs,  Ist-Quarter  1948,  Dept.  of  Comm 
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North  Carolina 
Rates  More  Firsts  In 
Sales  Management  Survey 
Than  Any  Other  Southern  State. 

More  North  Carolinians  Lis- 
ten To  WPTF  Than  To 


MARKET  INDICATORS  FOR  NORTH  DAKOTA 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population    616,185  '50  641,935  '40 

%  of  U.S   0.41%  '50  0.49%  '40 

Families    172,118  '50  155,100  '40 

Percent  Radio   97%  '49  93.5%  '46 

Radio  Families   166,954  '50  128,800  '46 

Retail  Sales   $  591,209,000  '49  607,519,000  '48 

Retail  Trade  Employes    27,229  '48  16,025  '39 

Wholesale  Sales  Volume   $  959,981,000  '48  170,300,000  '39 

Wholesale  Trade  Employes  . .  8,928  '48  6,335  '39 

Employment  (Mid-March)   ..  58,925  '48  55,066  '47 

Taxable  Payrolls  (1st  quarter)  $    29,983,000  '48  24,818,000  '47 

Income    $  858,000,000  '48  237,000,000  '40 

Percent  distribution   0.42%  '48  0.31%  '40 

Per  Capita  Income   $1,473  '48  368  '40 

Percent  of  national  per  capita 

income    104%  '48  64%  '40 


New  Construction  (Private)  .  $ 

Residential    $ 

Non-Residential   $ 

Value  added  by  Manufacture  $ 

Automobile  Registration  

Telephones   


38,600,000 
9,300,000 
7,300,000 
29,461,000 
259,803 
111,400 


'47 
'47 
'48 
'47 
'49 
'49 


9,400,000 
2,300,000 
1,200,000 
10,984,000 
235,743 
81,200 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.    1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


NORTH  DAKOTA 


SPOT  RATE  FINDER 


BISMARCK,  Burleigh,  7,053  fam.,  97.4%  ra- 
dio, 6,869  radio  fam. 
KFYR,  5kw,  550kc,  NBC,  Blair,  BMB,  Conlan 
SB  IM  5M  15M  30M  1  Hr 
D  10.00  10,00  20.00  40.00  60.00  100.00 
N     15.00    15.00    34.00    80.00  120.00  200.00 


Harold  Schafer  of  GOLD  SEAL,  says: 
"Per  radio  dollar  spent,  I  get  the 
BEST  return  from  Station  KFYR 


Bismarck,  N.  Dak. — When  Harold  Schafer,  the  merchandising  wizard 
behind  "GLASS  WAX",  "WOOD  CREAM"  and  "SNOWY  BLEACH", 
started  his  trek  to  success,  the  first  radio  station  he  used  was  KFYR. 
The  choice  was  logical  because  Bismarck  is  the  home  of  the  Gold  Seal 
Company.  KFYR  quickly  proved  itself  to  Harold,  and  today  he 
says:  "Per  radio  dollar  spent,  I  get  the  BEST  return  from  station 
KFYR." 


Right  now,  Harold  Schafer's  Gold  Seal  Company  is  using  KFYR 
for  a  test  on  the  newest  product  of  the  Gold  Seal  Co.  Hlustrated 
above  are  F.  E.  "Fitz"  Fitzsimonds,  station  manager  (left),  and 
Harold  discussing  promotion  for  SNOWY  BLEACH — a  concentrated 
bleach  in  powder  form. 

Of  course  there's  nothing  new  in  using  KFYR  for  a  test.  Adver- 
tisers have  been  doing  it  ever  since  KFYR  went  on  the  air,  twenty-five 
years  ago.  That's  because  KFYR  occupies  an  enviable  position. 
Market-wise  KFYR  is  located  right  in  the  center  of  one  of  the  world's 
largest  and  most  fertile  agricultural  areas — where  unusual  soil  con- 
ductivity helps  carry  the  KFYR  signal  over  a  larger  area  than  any 
other  station  in  the  United  States. 

These  two  major  factors,  plus  NBC  affiliation  and  strong  local  pro- 
gramming, has  developed  unmatched  listener  loyalty. 

No  wonder  that  men  like  Harold  Schafer  use  KFYR  .  .  .  for  test- 
ing and  for  "long  haul"  profits.  KFYR  pays  off  because  your  radio 
dollar  on  KFYR  goes  further^  


YOUR 

RADIO 
j^OLLAF 

■lliliiill 

FURTHER 

:  :  :  :::  :  : 

iili 

:>;g|;i|Miii|ii 


For  the  complete  story,  ask 
any  John  Blair  man  about 
KFYR,  Bismarck,  North  Da- 
kota .  .  ■  operating  on 
550  kilocycles,  5000  watts. 
Remember  .  .  ■  yo"r  radio 
dollar  GOES  FURTHER  on 
KFYR! 


DEVILS    LAKE,    Ramsey,   4,003   fom.,  97.5<i 
radio,  3,902  radio  fam. 

KDLR,  250w,  1240kc,  MBS,  BMB,  Conlan 

SB  IM  5M  15M  30M  1  H 
D  5.00  5.00  9.50  17.50  30.00  50.C 
N      5.00      5.0C      9.50    17.50    30.00  50.C 


DICKINSON,  Stark,  4,503  fam.,  96.0%  radkj 
4,322  radio  fam. 

KDIX,  250v/,  1230kc,  Lawson 

D       7.50     7.50    13.50    22.50    37.50  57.0  i 

N      9.00     9.00    16.00    27.00    45.00  68.4 1 


FARGO,  Cass,  16.174  fom.,  98.5%  radio,  15, 
931  radio  fam. 


2  AM  affiliates,  overage  1-time  rote 

D       7.75      9.75    17.50    35.00    52.50    87.5 1 

N     15.50    19.50    35.00    70.00  105.00  175.01 


KFGO,  5kw,  790kc,  ABC,  Boiling 

D       7.50     7.50    15.00    30.00    45.00  75.C 

N     15.00    15.00    30.00    60.00    90.00  150.C 

WDAY,   5kw,    970kc,    NBC,    Free    &  Peter 

Hooper,  Conlan 
D      8.00    12.00    20.00    40.00    60.00  lOO.C 
N     16.00    24.00    40.00    80.00  120.00  200.C<|aii 

GRAND   FORKS,   Grand   Forks,   10,946  fam 
97.8%  radio,   10,705  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D      5.77     5.77    10.50    22.25    33.37  55.i! 

N      7.50     7.50    13.85    29.00    43.50  72.; 


KILO,   Ikw-D,  500w-N,  1440kc,  CBS,  Aver: 

Knodei,   BMB,  Conlan 
D       6.25      6.25    12.50    25.00    37.50  62..' 
N      8.00     8.00    16.00    32.00    48.00  80.C 

KNOX,  250w,  1400kc,  MBS 

D      5.20     5.20     8.50    19.50    29.25  48.7 

N      7.00     7.00    11.70    26.00    39.00  65.0 

JAMESTOWN,  Stutsman,   6,714  fam.,  97.4<i 
radio,  6,539  radio  fam. 

KSJB,   Skw,   600kc,   CBS,   Hollingbery,  BMI 

D  "o'oo  13.00  23.45  46.90  70.35  117.5 
N     12.00    15.00    35.00    70.00  105.00  175.C 


MANDAN,  Morton,  5,374  fam.,  97.4%  radi 
5,234  radio  fam. 

KGCU,  Ikw-D,  250W-N,  1270kc,  MBS,  Walk 
D  6.75  9.00  15.00  30.00  45.00  75.( 
N      6.00     8.00    13.00    26.00   39.00  65.( 


MINOT,    Ward,    9,673    fam.,    97.6%  rod! 
9,440  radio  fam. 

KCJB,  Ikv/,  910kc 
(No  data  available) 

KLPM,  5kw-D,  Ikw-N,  1390kc,  MBS,  Wolke 

Lawson,   BMS,  Conlan 
D      4.20     7.00    14.00    28.00    42.00  70.( 
N      6.00    10.00    20.00    40.00    60.00  100.( 


VALLEY   CITY,    Barnes,    4,715   fam.,  97.0' 
radio,  4,573  radio  fam. 

KOVC,  250w,  1490kc,  MBS,  Conlan 

D      2.80     3.75     9.00    18.00    27.00  45.( 

N      3.75     5.00    12.00    24.00    36.00  60.( 


WILLISTON,  Williams,  4,581  fam.,  96.7%  rc 
dio,  4,429  radio  fam. 

KWBM,  250w,   1450kc,  Holman 

D      3.60     3.60     6.00    12.00    18.00  30.( 

N       4.80     4.80      8.40    16.80    25.20  42.( 


Note:  All  Rates  one-time.  Sources:  Familii 
and  radio  families  estimated  from  field  tabi 
lotions  of  1950  U.  S.  Census.  Percent  rod 
BMB.  For  complete  explanation  see  forewor  ^ 
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MARKETBOOK  MAP 

«/ 

NORTH  DAKOTA 


ScJ.  of  WtL 


[D    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  BY  WALTBl  P.  BURN,  MIDDi-EBUfiY.  VBWOMT 

1950.  Broadcasting  Publications,  Inc. 


'ill 


)0  l''ounly 

tJams  .. 
"farnes.... 


BWilliston 


ROLETTE  TOWNER 


lUlBismarck 


Jamestown  Q] 


[TlValley  City 


NORTH  DAKOTA  RADIO  MARKET  DATA  BY  COUNTIES 

%  Radio 


1950 
Population 

4,891 
16,882- 


1940 
Population 

4,664 
17,814 


1950 

Families 


1,366 
4,715 


1950 
Radio-Families 

1,281 
4,573 


1949 
Retail  Sales 
(Est.)  ($000) 


93.8 
97.0 


3,731 
17,719 


1948 
Retail  Sales 
U.  S.  ($000) 

5,674 
16,316 


Employment    Taxable  Pay- 
Mid-March     rolls-lsf  Qtr. 
1948  1948  ($000) 


314 
1,366 


136 
603 


1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB.:  1949  Retail  Sales, 
copyright  1950  "Sales  Management."    Further  reproiJuction  unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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KSJB 


Frequency  600  K  C 
Power  5000  Watts 

Licensed  to  Operate 
Full  Time 


(CBS) 

JAMESTOWN,  N.  DAK. 
FARGO,  N.  DAK. 

SUMMARY  DATA  —  DAYTIME 


Representative 
George  P.  Hollingbery 


MINOT,  N.  DAK. 
(On  Air  August  1,  1950) 


Frequency  910  K  C 

Power  1000  Watts 

Licensed  to  Operate 
Full  Time 

Operated  by  the  Jamestown 
Broadcasting  Company 


Percentage  Levels: 

BMB 
County 
Units 

1949 
Radio 
Families 

BMB  Station 
Audience 
Families 

90% 

and  over   

5 

11,120 

10,560 

80% 

and  over   

13 

22,330 

20,240 

70% 

and  over   

23 

34,560 

29,920 

60% 

and  over   

37 

56,480 

44,040 

50% 

and  over   

54 

109,660 

72,650 

40% 

and  over   

73 

147,980 

89,900 

30% 

and  over  

85 

172,390 

98,470 

20% 

and  over   

100 

215,680 

108,720 

10% 

and  over   

119 

291,590 

120,500 

BMB  percentages  indicate  percent  of  Radio  Families  that  comprise  the  weekly 
audience— All  counties  in  which  10%  or  more  Radio  Families  listen  to  KSJB  at  least 
K    once  a  week. 


We  offer  general  market  information  below,  which  is  not  intended  to  be  interpreted  as 
station  KCJB  coverage. 

Minot,  North  Dakota,  is  the  third  largest  city  in  this  state,  and  had  the 
largest  increase  in  population  (1950  census)  of 
any  city  in  the  state  (82%) 

FIGURES  BELOW  INCLUDE  AREA  DESCRIBED  AS 
MINOT  RETAIL  SALES  ZONE: 

Population   133,662 

Radio  Homes    33,415 

Retail  Sales   37,459,000 

Bank  Resources  in  excess  o£  $40,000,000 

(KCJB)  —  MINOT.  NORTH  DAKOTA  —  Is  Owned  by  Jamestown  Broadcasting 
Company  (KSJB)  and  can  be  purchased  at  reduced  combination  rates  with  KSJB) 
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County 

Benson  

Billings  

Bottineau  

Bowman  

Burke  

Burleigh  

Cass  

Cavalier  

Dickey  

Divide  

Dunn  

Eddy  

Emmons  

Foster  

Golden  Valley-. 

Grand  Forks  

Grant  

Griggs  

Hettinger  

Kidder  

La  Moure  

Logan  

McHenrv  

Mcintosh   

McKenzie  

McLean  

Mercer  

Morton  

Mountrail  

Nelson  

Oliver  

Pembina  

Pierce  

Ramsey  

Ransom  

Renville  

Richland  

Rolette  

Sargent  

Sheridan  

Sioux  

Slope  

Stark  

Steele  

Stutsman  

Towner  

Traill  

Walsh  

Ward  

Wells  

Williams  


1950 
Population 

10,618 
1,769 
12,091 
3,999 
6,597 
25,252 
57,903 
11,693 
9,066 
5,997 
7,212 
5,361 
9,694 
5,301 
3,487 
39,190 
7,109 
5,414 
7,079 
6,154 
9,471 
6,345 
12,556 
7,591 
6,840 
18,770 
8,676 
19,242 
9,399 
8,065 
3,077 
13,842 
8,259 
14,334 
8,838 
5,388 
19,738 
11,094 
7,568 
5,226 
3,711 
2,308 
16,121 
5,131 
24,039 
6,329 
11,330 
18,801 
34,631 
10,384 
16,402 


1940 
Population 

12,629 
2,531 
13,253 
3,860 
7,653 
22,736 
52,849 
13,923 
9,696 
7,086 
8,376 
5,741 
11,699 
5,824 
3,498 
34,518 
8,264 
5,818 
7,457 
6,692 
10,298 
7,561 
14,034 
8,984 
8. 4% 
16,082 
9,611 
20,184 
10,482 
9,129 
3,859 
15,671 
9,208 
15,626 
10,061 
5,533 
20,519 
12,583 
8,693 
6,616 
4,419 
2,932 
15,414 
6,193 
23,495 
7,200 
12,300 
20,747 
31,981 
11,198 
16,315 


1950 
Families 

2,965 
494 
3,377 
1,117 
1,842 
7,053 

16,174 
3,266 
2,532 
1,675 
2,014 
1,497 
2,707 
1,480 
974 

10,946 
1,985 
1,512 
1,977 
1,718 
2,645 
1,772 
3,507 
2,120 

5,243 
2,423 
5,374 
2,625 
2,252  - 

859 
3,866 
3,206 
4,003 
2,468 
1,505 
5,513 
3,098 
2,113 
1,459 
1,036 

644 
4,503 
1,433 
6,714 
1,767 
3,164 
5,251 
9,673 
2,900 
4,581 


1950 
Radio-Families 

2,870 
454 
3,275 
1,070 
1,770 
6,869 
15,931 
3,158 
2,456 
1,636 
1,919 
1,471 
2,571 
1,422 
913 
10,705 
1,869 
1,469 
1,891 
1,664 
2,568 
1,694 
3,384 
2,005 
1,837 
5,043 
2,289 
5,234 
2,543 
2,184 
829 
3,773 
3,087 
3,902 
2,413 
1,483 
5,402 
2,874 
2,060 
1,399 
953 
611 
4,322 
1,394 
6,539 
1,703 
3,103 
5,093 
9,440 
2,810 
4,429 


1949 

1948 

Employmen 

%  Radio 

Retail  Soles 

Retoil  Sales 

Mid-March 

(Est.)  ($000) 

U.  S.  (SOOO) 

1948 

96.8 

6,414 

5,049 

291 

92.0 

387 

155 

12 

97.0 

9,462 

9,099 

615 

95.8 

4,048 

5,827 

302 

96.1 

4,369 

4,620 

282 

97.4 

36,425 

33,978 

4,233 

98.5 

81,762 

80,665 

14,106 

96.7 

9,168 

8,563 

319 

97.0 

7,688 

8,751 

590 

97.7 

4,618 

4,986 

384 

95.3 

2,910 

3,943 

156 

98.3 

5,666 

5,150 

318 

95.0 

5,117 

6,806 

341 

96.1 

5,778 

6,110 

358 

93.8 

3,274 

3,962 

252 

97.8 

55,169 

49,852 

6,188 

94.2 

2,912 

4,090 

188 

97.2 

4,185 

4,678 

254 

95.7 

5,391 

8,612 

394 

96.9 

3,412 

3,772 

167 

97.1 

6,029 

7,996 

411 

95.6 

3,138 

4,127 

184 

96.5 

8,031 

9,020 

612 

94.6 

4,392 

6,942 

324 

96.2 

3,866 

4,271 

206 

96.2 

8,415 

12,173 

674 

94.5 

5,119 

6,179 

817 

97.4 

16,628 

18,104 

1,498 

96.9 

7,051 

8,111 

405 

97.0 

6,371 

7,796 

448 

96.6 

840 

859 

43 

97.6 

12,192 

12,056 

636 

96.3 

6,983 

6,726 

493 

97.5 

21,200 

17,995 

1,523 

97.8 

8,621 

7,954 

399 

98.6 

3,799 

4,592 

173 

98.0 

20,425 

21,362 

1,539 

92.8 

7,348 

6,069 

327 

97.5 

4,481 

4,005 

221 

95.9 

2,821 

2,978 

112 

92.0 

1,934 

1,288 

55 

94.9 

523 

427 

33 

96.0 

13,967 

19,204 

1,690 

97.3 

3,139 

3,439 

120 

97.4 

24,001 

24,854 

2,153 

96.4 

6,096 

5,419 

279 

98.1 

11,804 

11,099 

690 

97.0 

19,093 

18,017 

952 

97.6 

46,207 

43,811 

4,898 

96.9 

8,848 

8,822 

495 

96.7 

18,242 

21,166 

1,620 

Taxable  Pay- 
rolls—1st  Qtr. 
1948  (SOOO 

116 
2 

258  i 
122 
144  „ 
2,321  ,: 
8,196 
124 
23E 
182  ,. 

50 
139  ■■ 
133 
151 

97  . 
3,184  ' 

6B: 

97 
173 

60:1' 
1694 

71  ' 
288 
117 


329 
63; 
67; 
15^ 
17£ 

i: 

255 
21S2 
69t 
15i! 

75 
611 
13^ 

71 

4: 

2C 

■J 

79i 

57- 
1,09(1 

308*  ' 
42; 
2,617 ; 
19J 
78; 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  ond  1950  Radio  Families,  BROADCASTING  estimote;  Percent  Radio,  BMB;  1949  Retail  Sales. 

copyright  1950  "Sales  Management."    Further  reproduction   unlicensed.    1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  1st-Quart«r  1948,  Dept.  of  Commerce. 


SPOT  RATE  FINDER 

AKRON,  Summit,  113,961  fam.,  98.3%  radio, 
112,023   radio  fam. 


3  AM  affiliates,  overage  1-time  rate 

SB  1M  5M  15M  30M  1  Hr 
D  11.16  11.16  21.50  38.66  58.00  96.66 
N     18.75    18.75    37.50    70.33  110.50  184.16 

WADC,  5kw,  1350kc,  CBS,  Hollingbery 
D  12.50  12.50  25.00  44.00  66.00  110.00 
N  22.50  22.50  45.00  88.00  132.00  220.00 
WAKR,  5kw,  1590kc,  ABC,  Weed 
D  15.00  15.00  27.50  48.00  72.00  120.00 
N  22.50  22.50  45.00  88.00  132.00  220.00 
WAKR-FM,  Chan.  248,  97.5mc,  14.7mc,  Weed, 
Bonus 

WCUE,  Ikw,  llSOkc,  Forjoe,  Hooper 

D       8.33      8.33    14.95    32.20    48.30  83.95 

N       8.33      8.33    14.95    32.20    48.30  83.95 

WHKK,   Ikw,  640kc,  MBS,  Meeker 

D       6.00      6.00    12.00    24.00    36.00  60.00 

N     11.25    11.25    22.50    45.00    67.00  112.50 

ALLIANCE,  Stark,  78,648  fam.,  97.8%  rodio, 

76,917  radio  fam. 
WFAH(FM),    Chan.   269,    101 .7mc,  Ikw 
D       4.30  4.30      8.60    15.00  21.50 

N       4.30  4.30      8.60    15.00  21.50 

ASHLAND,  Ashland,  9,200  fam.,  97.2%  radio, 

8,942  radio  fam. 
WATG(FM),  Chan.  267,  101. 3mc,  10.2kw 
D       3.10      3:10     4.30     8.60    15.00  21.50 
N       4.30     4,30      7.20    14.40    25.20  36.00 
ASHTABULA,  Ashtabula,  21,713  fam.,  97.6% 

radio,  21,191  radio  fam. 
WICA,  5kw-D,  Ikw-N,  970kc,  Conlan,  BMB 
D  6.00  6.00  10.00  22.50  36.00  60.00 
N  15.00  15.00  25.00  50.00  75.00  125.00 
WICA-FM,  Chan.  279,  103.7mc,  52kw,  Bonus 
BELLAIRE,  Belmont,  24,421  fam.,  95.8%  radio, 

23,395  radio  fam. 
WTRF,  Ikw-D,  1290kc,  MBS,  Walker,  Conlan 
D  9.00  10.00  15.00  24.00  40.00  70.00 
N  10.00  12.50  18.00  35.00  60.00  110.00 
WTRF-FM,  Chan.  263,  100. 5mc,  20kw,  Walker 
N  4.00  5.00  7.50  15.00  25.00  37.50 
CAMBRIDGE,   Guernsey,    10,664   fam.,  95.4% 

radio,  10,173  radio  fom. 
WILE,  Ikw-D,  1270kc,  BMB 
D  8.00    15.30    23.80    40.80  68.00 


MARKET  INDICATORS  FOR  OHIO 


CLASSIFICATIONS  FIGURES  YR. 

  7,901,791  '50 

  5.27%  '50 

  2,207,204  '50 

  97.4%  '49 

  2,149,816  '50 

Retail  Sales    $6,622,697,000  '49 


Population  .... 

%  of  U.S  

Families   

Percent  Radio 
Radio  Families 


Retail  Trade  Employes  . . 
Wholesale  Sales  Volume 
Wholesale  Trade  Employes  . . 


404,378  '48 

$9,396,849,000  '48 

119,561  '48 

2,273,240  '48 


Employment  (Mid -March)  . . 

Taxable  Payrolls  (1st  quarter)  $  1,566,015,000  '48 

Income  $12,136,000,000  '48 

Percent  distribution   5.89%  '48 

Per  Capita  Income    $1,548  '48 

Percent  of  national  per  capita 
income    110% 

New  Construction  (Private)  .  $  760,700,000 

Residential    $  403,300,000 

Non-Residential    $  202,600,000 

Value  added  by  Manufacture  $6,359,006,000 

Automobile  Regristration   2,589,031 

Telephones    2,349,800 


FIGURES  YR 
6,907,612  '4( 
5.26%  '4( 
1,905,700  '4( 
95.4%  '4( 
1,989,000  '4< 
7,343,316,000  '4J 
282,963  '3i 
2,630,800,000 
78,061 
2,218,359 
1,393,531,000 
4,448,000,000 
5.86% 
643 


'48 

112% 

'4 

'49 

213,900,000 

'3 

'49 

125,400,000 

'3 

'49 

42,100,000 

'3 

'47 

2,116,434,000 

'3 

'49 

2,423,264 

'4 

'49 

1,691,500 

'4 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reprodnctio 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WSRS 

CLEVELAND 

.  .  .  ."The  Family  Station" 
serving  Clevelanders  and 
all  the  local  nationalities 
in  the  3rd  most  densely 
populated  metropolitan 
district  in  the  U.  S.  A.  .  .  . 
covering  336  sq.  miles. 

.  .  .  .  Ask  Forjoe  for  the 
power-packed  selling 
facts  about  the  effective 
WSRS  domination  and 
local  impact.  Hooper 
rating  up  .  .  .  WSRS  cost 
per  thousand  loyvest  in 
town,  thus  the  best  buy  in 

CLEVELAND 

WSRS 
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NTON,  Stark,  78,648  fam.,  97.8%  radio, 
'6,917  radio  fam. 

non-atFiliates,  average  1-time  rate 
SB        IM       5M       15M      30M     1  Hr 
5.30  12.50    25.50    38.50  65.00 

^ND,  500w-D,  900kc,  McGillvra 
j     4.60      5.75    12.00    25.00    38.00  65.00 
JkND-FM,  Chan.  223,  92.5mc,   15k;w,  Bonus 
:MW,    Ikw-D,    1060kc,  Burn-Smith 

6.00  13.00    26.00    39.00  65.00 

tMW-FM,   Chan.    235,    94.9mr,  3kw 
Rotes  1/3  of  AM  station 
HBC,  5kw,   1480kc,  ABC,  Taylor,  Hooper 
7.50      7.50    15.00    30.00    45.00  75.00 
15.00    30.00    60.00    90.00  150.00 
Chan.   231,   94.1  mc,   25kw,  ABC, 


15.00 
HBC-FM, 
"^aylor 
5oId  in 


combination  with  WHBC) 
IIUICOTHE,   Ross,   15,155  fam.,  95.0%  ra- 
dio, 14,392  radio  fam. 

BEX,  250w,  1490kc,  ABC,  Grant,  Conlan, 
Hoooer 

6.00  6.00  12.00  24.00  36.00  60.00 
6.00      6.00    12.00    24.00    36.00  60.00 

Cincinnati,  Hamilton,  200,563  fam.,  97.4% 

adio,    195,348   radio  fam. 

Jam  affiliates,  average  1-time  rate 
Iti    33.18    45.38    58.06  109.38  183.00  258.75 
30.75    68.25  108.62  208.75  316.00  505.00 


Jji|)te:  AM  Rates  one-time.  Sources:  Families 
d  radio  families  estimated  from  field  tabu- 
tions  of  1950  U.  S.  Census.  Percent  radio 
^B.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Columbus  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WCOL 


WCKY,  50kw,  1530kc,  Pulse 

SB         IM      5M       15M  30M  1  Hr 

D      20.00    25.00    30.00    60.00  90.00  150.00 

N     30.00    40.00    60.00  120.00  180  00  300.00 

WCPO,      250w,  1230kc,      MBS,  Branham, 
Hooper 

D      15.25    17.75  40.00    70.00  100.00  175.00 

N     23.00    27.50  50.00  100.00  160.00  300.00 

WCPO-FM,  Chan    286,  105.1  mc,  20kw,  Bonus 

WCPO-TV,    Chan.    7,    12kw-aur.;  21kw-vis., 

ABC,  DuMont,  Branham 
D     32.50    37.50    50.00  100.00  150.00  250.00 
N     65.00    75.00  100.00  200.00  300.00  500.00 

WKRC,    5kw-D,    Ikw-N,    550kc,    CBS,  Katz, 

Hooper,  BMB 
D     30.00    30.00    42.50    68.00  102.00  170.00 
N     60.00    60.00    85.00  136.00  204.00  340.00 

WCTS(FM),     Chan.    270,     101.9mc,  12.6kw, 
Transit  Radio 

(See  Transit  Radio   listing  for  rates) 

WKRC-TV,    Chan.    11,    12.3kw-aur.;  24.5kw- 

vis.,  CBS,  Katz 
D     20.00    20.00    50.00    85.00  130.00  210.00 
N     50.00    50.00    75.00  140.00  210.00  350.00 

WLW,   50kw,   700kc,   NBC,   MBS,  Nielsen 
D     65.00  110.00  119.75  239.50  360.00  540.00 
N  110.00  150.00  239.50  479.00  720.00  1080.00 

WLWA(FM),  Chan.  266,  101. Imc,  9kw,  Bonus 

WLWT(TV),    Chan.   4,    19.5kw-aur.;  23.5kw- 
vis.,  NBC 

D  30.00  30.00  68.75  110.00  165.00  275.00 
N     70.00    70.00  137.50  220.00  330.00  550.00 

WSAI,     5kw,     1360kc,     ABC,  Avery-Knodel, 
BMB,  Pulse 

D  20.00  23.80  30.00  60.00  90.00  150.00 
N     30.00    35.50    60.00  120.00  180.00  300.00 

WSAI-FM,  Chan.  274,  102.7mc,  14.7kw,  Bonus 

(Continued  on  page  166) 
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[>]    Location  of  City  and  number  of 

Standard  (AM)  Broa<!c35ting  Stations 
®  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 


ZANESVILLE 


Ohio's  No.  1  Test  Market'' 


■31 


•  Zanesville  is  the  distribution  center  of  Southeastern 
Ohio  offering  controlled  distribution"  with  two  wholesale 
food  distributors  and  one  drug  distributor  serving  the 
entire  area. 


•  Southeastern  Ohio  folks  spend  135  million  dollars 
in  retail  sales  every  year.    (1950  SM) 


•  200,000  people  live  in  six  counties  of  rich  industrial- 
agricultural  Southeastern  Ohio. 


•  WHIZ  maintains  close  relationship  with  distrib- 
uting organizations.  Point-of-sale  merchandising — ^pro- 
motion— sales  checks  ...  all  services  of  WHIZ  in 
cooperation  with  distributors  and  retail  outlets. 


•  W  H  I  Z  is  only  full-time  network  affiliated  station 
serving  the  Zanesville  Trading  Area. 


•  W  H  I Z  is  the  dominant  station  in  the  area  with  a 
Daytime  BMB  of  27,280  and  Share  of  Audience  of  60 
percent.    (Hooper  and  Conlan) 


You  can  buy  absolute  saturation  on  WHIZ  for  copy  tests  or  product  tests  in  Ohio's  No.   1   Test  Market. 


Contact  the  John  E.  Pearson  Company 
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FIRST  IN  AKRON 

N  O  W  I  N  26th  YEAR 


SERVING  NORTHEASTERN  OHIO 
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IN 


THE     WA  DC  BUILDING 


CORNER 


MAIN  &MILL  STS.,  AKRON,  OHIO 


Owned  and  operated  by  ^  L  L  E  N  T  SI  ^\  Mi  O  N  S 
Natonal  Representa  ve    GEORGE  P.  HOLLINGBERY  CO. 
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OHIO 

SPOT  RATE  FINDER 

(Cojitinued  from  page  163) 

CLEVELAND,  Cuyahoga,  386,089  fam.,  98.3% 
radio,   379,525   radio  fam. 

4  AM  affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  31.06  34.68  48.00  96.00  144.00  245.00 
N     60.00    63.75    87.00  174.00  261.00  435.00 

4  AM  non-affiliates,  average   1-time  rate 
D       9.62     12.37    22.37    41.75    62.62  101.37 
N     14.50    19.00    35.00    60.62    92.66  153.33 

WCUO(FM),  Chan.  277,  103.3mc,  15kw 

D  4.75    10.00    20.00    30.00  45.00 

N  7.00    15.00    30.00    45.00  75.00 

WDOK,  5kw,  1260kLc,  McKinney,  Hooper 

D       7.50    14.00    30.00    48.00    72.00  120.00 

N      11.00    20.00    45.00    72.00  108.00  180.00 

WERE,  5kw,   1300kc,  Rambeau,  Hooper 
D      12.50    15.00    30.00    50.00    75.00  125.00 
N     22.50    25.00    40.00    70.00  110.00  180.00 
WERE-FM,   Chan.   253,   98.5mc,    12kw,  Bonus 

WEWS(TV),   Chan.   5,   8.15kw-aur.;  16.3kw- 

vis.,  CBS,  ABC 
D     34.00    40.00    64.32    96.00  144.00  240.00 
N     85.00  100.00  160.00  240.00  360.00  600.00 

WGAR,'50kw,   1220k(!,  CBS,  Retry 

D     37.50    45.00    50.00  100.00  150.00  250.00 

N     75.00    90.00  100.00  200.00  300.00  500.00 

WHK,  5kw,  1420kc,  MBS,  Raymer 

D      14.00    21.00    36.00    72.00  108.00  180.00 

N     42.00    42.00    72.00  144.00  216.00  360.00 

WHK-FM,  Chan.  264,  100.7mc,  11.5kw,  Bonus 

WJMO,  Ikw-D,  1540kc,  Young,  Hooper 

D      10.50    10.50    17.00    44.00    66.00  110.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WJW,  5kw,  850kc,  ABC^  Headley-Reed 

SB  IM  5M  15M  30M  1  Hr 
D  33.75  33.75  54.00  108.00  162.00  270.00 
N     45.00    45.00    72.00  144.00  216.00  360.00 

WJW-FM,   Chan.  281,    104.1mc,  19kw,  ABC, 

Headley-Rsed 

D       3.75      3.75  6.00    12.00  18.00  30.00 

N       7.50     7.50  12.00    24.00  36.00  60.00 

WSRS,  250w,  1490kc,  Forioe 

D       8.00    10.00    12.50    25.00    37.50  62.50 

N     10.00    12.00    20.00    40.00    60.00  100.00 

WSRS-FM,  Chan.  237,  95.3mc,   Ikw,  Bonus 

WTAM,  50kw,  nOOkc,  NBC,  NBC  Spot  Sales, 

Hooper,  BMB 
D     39.00    39.00    52.00  104.00  156.00  260.00 
N     78.00    78.00  104.00  208.00  312.00  520.00 

WTAM-FM,  Chan.  289,  105. 7mc,  20kv/,  Bonus 
WNBK(TV),  Chan.  4,  20.26kw-aur.;  39.22kw- 


45.00 
90.00 


•15.00  50.00  80.00  120.00  200.00 
90.00  100.00  160.00  240.00  400.00 


For  Facts  on  the 
Cleveland  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WJW 


WXEL(TV),    Chan.   9,    13kw-aur.;  21kw-vis., 

ABC,  CBS,  DuMont,  Katz,  Pulse 
D     32.00    32.00    53.00    80.00  120.00  200.00 
N     80.00    30.00  134.00  200.00  300.00  500.00 

COLUMBUS,    Franklin,    139,925   fam.,  98.2% 
radio,  137,406  radio  fam, 

3  AM  affiliates,  average  1-time  rate 

D      13.10    15.31     24.09    35.32    53.75  85.23 

N     27.00    33.66    52.75    76.25  115.25  183.33 

WBNS,  5kw-D.   Ikw-N,   1460kc,   CBS,  Blair 
D     20.00    20.00    33.37    49.87    70.87  105.00 
N     40.00    -lO.OO    66.75    99.75  141.75  210,00 

WELD(FM),  Chan.  246,  97.1mc,  35kw,  Bonus 

WBNS-TV,  Chan.  10,   14kw-aur.;  28.4kw-vis., 

CBS,  Blair-TV 

D     37.50    37.50  52.50    70.00  105.00  175.00 

N     75.00    75.00  105.00  140.00  210.00  350.00 

WCOL,    250w,    1230kc,  ABC,  Headley-Reed, 

Hooper,  BMB 

D      12.60    12.60    18.90  29.40    50.40  84.00 

N     21.00    V.OO    31.50  49.00    84.00  140.00 

WCOL-FM,  Chan.  222,  92.3mc,  33kw,  Head- 
ley-Reed, Bonus 

WHKC,    5kw,    610kc,    MBS,    Raymer,  BMB, 
Hooper 

D  6.70  13  35  20.00  26.70  40.00  66.70 
N     20.00    40.00    60,00    80.00  120.00  200.00 

WHKC-FM,  Chan.   254,  98.7mc,  30kw,  Bonus 
3,    12.8kw-aor.;  15.2kw- 


WLWC-TV,  Chan 

vis. 
D  20.00 
N  50.00 


20.00 
50.00 


47.00  75.00  112.50  187.50 
93.75  150.00  225,00  375,00 


WRFD,  5kw.D,  880kc 
(See  Worthington, 


O.  Listing) 


WTVN(TV),    Chan.   6,    14.2kw-aur.;  16.8kw- 
vis.,  ABC,  DuMont,  Headley-Reed,  Videodex 
SB         IM       5M       15M      30M      1  Hr 
D     35.00    35.00    50.00    85.00  130.00  210.00 
N     55.00    65.00    90.00  140.00  210,00  350.00 

WVKO(FM),  Chan.  234,  99.7mc,  52kw 

D       1.69      1.69      6.00    12.00    18.00  30.00 

N       4.50      4.50    12.00    24.00    36.00  60.00 

COSHOCTON,  Coshocton,  8,667  fam.,  96.0% 
radio,  8,320  radio  fam. 

WINS,  Ikw-D,  1560kc 

D       6.00     6.00    10.00    20.00    30.00  50.00 

DAYTON,  Montgomery,  110,768  fam.,  98.0% 
radio,  108,552  radio  fam. 

3  AM  affiliates,  averoge  1-time  rate 

D  18.50    26.00    55.00    75.00  125.00 

N  23.50    33.33    75.00  110.00  173.30 

WHIG,  5kw,  l?90kc,  CBS,  Hollingbery,  Hooper 
D  16.00    28.00    45.00    65.00  100.00 

N  26.00    45.00    90.00  130.00  200.00 

WHIO-FM,  Chan.  256,  99. Imc,  19kw,  Holling- 
bery 

D  3.00  15.00 

N  3.00  15.00 

WHIG-TV,    Chan.    13,    1 2.6kw-aor.;  26.6kw- 

vis.,   ABC,  CBS,  DuMont 
D     25.00    25.00    45.00    72.00  108.00  180.00 
N     40.00    40.00    75.00  120.00  180,00  300.00 
WING,  5kw,  1410kc,  ABC,  Weed 
D  20.00    60.00    80.00  150.00 

N  25.00    75.00  120,00  200.00 

WLWB(FM),  Chan.  248,  97.5mc,  16kw 
Bonus  WLW  Cincinnati,  Ohio 
WLWD(TV),    Chan.    5,    8kw-aor.,  16kw-vis., 

NBC 

D  10.00  20.00  47.00  75.00  112,50  187.50 
N  18.75  50.00  93.75  150.00  225.00  375.00 
WONE,  5kw,  980kc,  MBS,  Headley-Reed 
D  21,00  21.00  30.00  60.00  80.00  120.00 
N  21,00  21.00  30.00  60.00  80.00  120.00 
WTOW(FM),  Chan.  284,  104.7mc,  43kw, 
Headley-Reed,  Bonus 

DEFIANCE,  Defiance,  7,224  fam.,  97.0%  radio, 

7,007  radio  fam. 
WONW,  SOOw-D,  1280kc 

D       3.70      5.50    10.00    20.00    32.00  58.00 

DOVER,  Tuscarawas,  19,576  fam.,  96.5%  ra- 
dio, 18,890  radio  fam. 
WJER,  250w,  1450kc 

D  4.00  5.00  10.00  20.00  30.00  50.00 
N      4.00     5.00    10.00    20.00    30.00  50.00 

FAST  LIVERPOOL,  Columbiana,   27,400  fam., 
97.2%   radio,  26,632  radio  fam. 


2  AM  non-affiliates,  average  1-time  rate 
D       6.60     7.75    13.70    27.40    41.10  68.50 


SB         IM  5M 

15M 

30M 

1  1 

D       8.40      9.50  15.40 

30.80 

46.20 

77 

WOHl,  250w,  1490kc 

D       4.80      6.00  12.00 

24.00 

36.00 

60 

N       6.00      7.50  15.00 

30.00 

45.00 

75 

ELYRIA-LORAIN,  Lorain, 

40,922 

fam.. 

98.; 

radio,  40,185  radio  fam. 

WEGL,   Ikw,  930kc,  BMB 
D      10,00    11.50    16.00    32.00    48.00  80. 
N      12.00    14.00    25.00    50.00    75  00  125 

WEGL-FM,  Chan.  297,  107.3mc,  48kw,  Boi 

FINDLAY,   Hancock,    12,334  fam.,  97.9% 
dio,   12,074  radio  fam. 

WFIN,  Ikw-D,  1330kc,  BMB 

D       5.20     7.80    15.00    30.00    51.00  90 

WFIN-FM,  Chan.  288,    105. 5mc,  8.2kw 
(Rates    %   of   AM  Rates) 

FOSTORIA,   Seneca,   14,780   fam.,  97.4% 
dio,   14,395  rodio  fam. 

WFOB(FM),  Chan.  288,  105.5mc,  450w 
D       1.00      4.00     4.00     7.50    13.50  22 
N       2.00      4.00      5.00    10.00    17.00  30 

FREMONT,  Sandusky,  12,850  fam.,  97.7% 
dio,   12,554  radio  fam. 

WFRO,  500w-D,  900kc 

D  5.90      9.45    17.70    31.90  53 

N  5.90    11.80    23.60    41.30  70 

WFRO-FM,  Chan.  257,  99.3mc,  Ikw 

(Bonus  daytime  only.  Night  rates  V2 
AM  rates) 

GALLIPOLIS,  Gallia,  6,941   fam.,  91.9% 
dio,  6,378   radio  fam. 

WJEH,  250w-D,  990kc 

D       3.00      4.00      6.00    14.00    25.00  40 

HAMILTON,    Butler,   41,003   fam.,  97.4% 
dio,  39,936  radio  fam. 

WMOH,  250w,  1450kc,  MBS,  Conlan 
D       4.75      6.80    11.55    23.10    34.65  57] 
N       6.00      8.50    17.00    34.00    51.00  8^ 

(Continued  on  page  168) 


For  Facts  on  the 
Dayton  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WONE 


retail  sales  are  50%  MORE  than  the  national  average 

in  Youngstown^  Ohio 

WFMJ  carries  MORE 

LOCAL  and  NATIONAL  paid  ADVERTISING 
THAN  ANY  OTHER  YOUNGSTOWN  STATION 

(No  P.  I.  deals  —  no  trade  deals  —  no  clock  or  picture  deals) 


5.000  WATTS 


DUPLICATING  ON 

50,000  watts  FM 


ABC 

Basic  Station 


WFMJ 


Head!ey-Reed  Co., 

Notional  Repretentotivei 


Youngs  town,  Ohio 
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SELL 


with  Greater 
Cleveland's 


Strongest 


WJW  has  the  strongest 
signal  in  more  Greater  Cleveland 
homes  than  any  other  station. 


BILL  O'NEIL,  Presidtni 


use  WJW  Cleveland's 
Station  to  Blanket 
Greater  Cleveland . . . 
Ohio's  1)4  Market 


CLEVELAND 


850  KC 
5000  Watts 


BASIC 
ABC  Network 

REPRESENTED    NATIONALLY    BY    HEADLEY-REED  COMPAN 
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OHIO 

SPOT  RATE  FINDER 

(Ccntinued  from  page  166) 

I03.5mc,  8.7kw 


9i.6°b 


15M  33M  1  Hr 
26.00  40.00  60.00 
98.0°b  radio,  23,878 


WMOH-FM,  Chan.  278 

(Rates  on  request) 
LANCASTER,    Fairfieid,    14,528  fam 

radio,   14,034  radio  fam. 
WHOK,  500w-D,  1320kc 

SB  IM  5M 
D  7.00  18.00 

IIMA,  Allen,  24,366  fam 
radio  fam. 

2  AM  affiliates,  average  1-time  rote 

D  7.25    14.50    29.00    43.50  72.50 

N  10.00    20.00    40.00    60.00  100.00 

WIMA,  Ikw,   1150kc,  ABC,  MBS,  Weed,  Con- 
Ian 

D  7.50  7.50  15.00  30.00  45.00  75.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 


Note:  All  Rates  one-time.  Sources:  Families 
-and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  5.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
Toledo  Market 
Contact 

HEADLEY-REED 

Represeittalives  of 
Radio  Station 

WTOD 


WIMA-FM,  Chan.  271,  102. Imc,  15.5kw,  Bonus 
WLOK,   250w,   1240kc,   NBC,  Avery-Knodel 

SB  IM  5M  15M  30M  1  Hr 
D  7.00    14.00    28.00    42.00  70.00 

N  10.00    20.00    40.00    60.00  100.03 

WLOK-FM,   Chan.  277,   103.3.mc,   Ikw,  Bonus 

MANSFIELD,    Richland,    25,178    fam.,  97.7% 

radio,  24,598  radio  fam. 
WMAN,   250w,    1400kc,   ABC,  Taylor 
D       5.75      5.75      9.75    19.50    29.25  43.75 
N       7.75      7.75    13.00    26.00    39.00  65.00 

MARIETTA,  Washington,   12,191   fam.,  94.3% 

radio,   11,496  radio  fam. 
WMOA,    250w,    1490kc,    MBS,  Grant 
D       4.00      5.00      9.00    18.00    27.00  45.00 
N       6.00      7.00    12.00    24.00    36.00  60.00 

MARION,  Marion,  13,918  fam.,  97.2%  radio, 

13,528  radio  fom. 
WMRN,  250w,   1490kc,  ABC,  Stovin,  Hooper, 

BMB 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N  6.0D  6.00  12.00  24.00  36.00  60.00 
WMRN-FM,  Chan.  295,   106. 9mc,  7.6kw  (CP) 

MIDDIETOWN,    Butler,    41,003    fam.,  97.4% 

radio,   39,936  radio  fam. 
WPFB,  Ikw-D,  lOOw-N.  910kc,  Conlon,  Hooper 
D       7.00      9.00    20.00    43.00    66,00  110.00 
N      10.00    12.00    25.00    50.00    75.00  125.00 

NEWARK,  Licking,  19,672  fom.,  96.9%'  rad:o, 

19,062    radio  farp. 
WCLT,  500w-D,   1430kc,  Meeker 

D       6.55      7.90     12.00    24.00    36.00  60.00 

N  9.00  10.80  15.00  30.00  45.00  75.00 
WCLT-FM,  Chan.  262,  100.3mc,  8.5kw 

(Bonus   daytime  only) 

N       6.55      7.90    12.00    24.00    36.00  60.00 


egisters  Rniy 

ntral 
^  hear  it 


%  on  W 


If  you  want  sales  in  central  ~ 
Ohio  then  if  takes  WBNS  to  do  the  job 
for  you  .  .  .  Yes,  WBNS  has  the  listeners  with  the 
buying  power  who  will  step  into  the  stores 
and  purchase  your  product.  There  are 
187,980  families  in  this  area  who  keep 
tuned  to  WBNS  plus  WELD-FM.  Twenty 
five  years  of  listening  have  proved  to 
them  that  they  can  depend  upon 
WBNS  for  the  best  in  news,  entertainment  and  informa- 
tion. Thot's  why  this  station  does  a  better  selling  job  at 
less  cost  to  advertisers. 
ASK  JOHN  BLAIR 


PLUS  WELD-FM 


PIQUA.    Miami,    17,074   fam.,    98.2%  radio, 
16,766  radio  fam. 

WPTW,   250w-D,    1570kc,  Grant 

SB  IM  5M  15M  30M  1  Hr 
D       4.00      6.00    10.00    25.00    40.00  60.00 

PORTSMOUTH,    Scioto,    23,071    fam.,  95.2% 
radio,   21,963   radio  fam. 

WPAY,   250w.    1400kc,  CBS,  Taylor,  Conlan, 
BMB 

D  6.00  6.00  12.00  24.00  36.00  60.00 
N       7.50      7.50    15.00    30.00    45.00  75.00 

WPAY-FM,  Chan.  281,  104. Imc,  7kw,  Taylor, 
Bonus 

RAVENNA,   Portage,  17,784  fom.,  97.4%  ra- 
dio, 17,321   radio  fam. 

WKRV(FM),    Chan.    221,    92. Imc,  Ikw 
(No   rates  available) 

SANDUSKY,  Erie,  14,569  fam.,  97.9%  radio, 
14,263    radio  fam. 

WLEC,  250w,   1450kc,   MBS,  McKinney,  Grif- 
fith 

D  5.40  5.40  8.10  12.60  21.60  36.00 
N       9.00      9.00    13.50    21.00    36.00  60.00 

SPRINGFIELD,  Clark,  31,005  fam.,  97.5%  ra- 
dio,  30,229   radio  fam. 


2  AM  non-affiliates,  average  1-time  rate 
D  4.25  16.75  26.40 


WIZE,  250w,  1340kc,  ABC,  Weed,  Conlan 
D      10.00  30.00    40.00  75.00 

N     10.00  37.50    60.00  100.00 

WJEL,  500-D,  1600kc,  Schepp-Reiner 

D       7.50     7.50    15.00    25.00    40.00  50.00 

WJEM(FM),   Chan.    280,    103.9mc,  Ikw 
D  2.00 
N  2.00 


6.75 

10.50 

18.30 

6.75 

10.50 

18.30 

IMS 

23.00 

34.50 

75.50 

26,801 

fam.. 

96.6% 

POWER   WBNS -5,000        •        WELD  -  53,000        •        CBS   COLUMBUS,  OHIO 
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5.00  6.50 


radio,  25,889  radio  fam. 
WEIR,  Ikw,  1430kc 

D       4.90     7.00    14.00    28.00    42.00  70.00 

N       7.00    10.00    20.00    40.00    60.00  100.00 

WSTV,  250w,  1340kc,  MBS,  Pearson 

D       4.75      5.50    11.00    22.00    33.00  55.00 

N       7.00      8.00    16.00    32.00    48.00  80.00 

WSTV-FM,  Chan.  278,  103.5mc,  2kw,  Pearson, 
Bonus 

TOLEDO,   Lucas,   109,675  fam.,  98.3%  radio, 
107,810  radio  fam. 


2  AM  affiliates,  overage   1-time  rate 

D      11.25    11.25    21.00    38.50    57.50  96.00 

N     22.50    22.50    36.00    72.00  108.00  180.00 


WSPD,  5kw,  1370kc,  NBC,  Kotz 

D      15.00    15.00    27.00    48.00    72.00  120  00 

N     30.00    30.00    48.00    96.00  144.00  240.00 

WSPD-FM,   Chan.  268,   101. 5mc,  3kw,  Bonus 

WSPD-TV,  Chan.  13,  14.4kw-aur.;  27.4kw-vis 

CBS,   NBC,  DuMont,  Katz 
D  30.00    50.00    80.00  120.00  200  00 

N  60.00  100.00  160.00  240.00  400.00 

WTOD,  Ikw-D,  1560kc,  Heodley-Reed 

D       6.00     6.00    14.00    28.00    42.00  70.00 

WTRT(FM),   Chan.   260,   99.9mc,  8.8kw 
(No    rates  available) 

WTOL,  250w,  1230kc,  ABC,  Roymer,  Hooper 
D  7.50  7.50  15.00  29.00  43.00  72  00 
N      15.00    15.00    24.00    48.00    72.00  120.00 

WTOL-FM,  Chan.  284,  104.7mc,  50kw,  Bonus 

WARREN,   Trumbull,  43,924  fam.,  97.6%  ra- 
dio, 42,869  radio  fam. 

V/HHH,  5kw,   1440kc,  MBS,  Ra-Tel,  Conlan 
D       7.50      7.50    14.00    28.00    42.00    70  00 
N      10.00    10.00    20.00    40.00    60.00  100  00 


For  Facts  on  the 
Youngstown  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WFMJ 


WOOSTER  Wayne,   16,353   fam.,  96.5%  ra. 
dio,    15,730   rodio  fam. 

WWST,  500w-D,  960kc 

SB        IM  5M  15M      30M     1  Hr 

D  4.65  9.35  18.75  31.25  50.00 
N  7.00 


14.05    28.15    46.85  75.00 


WWST-FM,   Chan.  283,   104.5mc,  13kw 

(Rates  50%  of  AM  rates) 


WORTHINGTON,     Franklin,     139,925  fom., 
98.2%  radio,   137,406  radio  fom. 

WRFD,  5kw-D,  880kc,  Hooper 

D      10  00    10.00    15.00    30.00    53.00  88.00 

N     20.00    20.00    30.00    60.00  105.00  175.00 

WRFD-FM,    Chan.   250,   91 .9mc,   340kw  (CP) 


YOUNGSTOWN,     Mahoning,     71,749  fam. 
97.2%    radio,    69,740    radio  fom. 


2  AM  affiliates,  average  1-time  rote 

D      12.00    13.50    17.50    35.00    52.50  87.50 

N      17.00    18.00    35.00    70.00  105.00  175.00 


WBBW,  250w,  1240kc,  Forioe,  Hooper 

D       6.75      9.00    12.00    24.00    36.00  60.00 

N       9.00    12.00    24.00    48.00    72.00  120.00 

WFMJ,    5kw,     1390kc,    ABC,  Headley-Reed, 
Hooper 

D  12.00  12.00  16.00  32.00  48.C0  80  00 
N      16.00    16.00    32.00    64.00    96.00  160.00 

WFMJ-FM,  Chan.  286,  105.1  mc,  50kw,  Bonus 

WKBN,  5kw,  570ke,  CBS,  Raymer 

D      12.00    15.00    19.00    38.00    57.00  95.00 

N      18.00    20.00    38.00    76.00  114.00  190.00 

WKBN-FM,  Chan.  255,   98.9mc,   19kw,  Bonus 


ZANESVILLE,  Muskingum,  20,591  fam.,  96.7% 
radio,   19,911   radio  fom. 

WHIZ,  250w,  1240kc,  NBC,  Pearson,  Hooper, 

BMB,  Conlan 
D       6.50      8.00    11.00    22.00    33.00  55.00 
N       9.50    11.00    16.00    32.00    48.00  80.00 


Lef s  Use 

WMRN 

Again  .  .  . 


That's  what  time  buyers 
are  saying,  because 
WMRN  pays  off  in  this 
seven  county  market  of 
250,000  money-making, 
money-spending  Ohio- 
ans.  The  reason  is  folks 
like  WMRN,  and  pay  at- 
tention to  what  it  says. 

WMRN 

Marion,  Ohio 
Affiliated  with  ABC 
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IMTKBN  yoiingstowiit^  oMo 


WICBN  STATION  TOTAL 


DAYTIME  1  224,180  FAMILIES 


;NieHTTIME  I  214,450  FAMILIES 


BMB  Station  Audience  Report 
Study  No.  2,  Spring,  1949 


^SHARE  OF  AUDIENCE 


TIME 


MORNING 


AFTERNOON 


EVENING 


WKBN 


39.5 


37.8 


44.9 


Report  of  C.  E.  Hooper,  Inc. 
Youngstown,  Ohio,  Oct.,  1949 -Feb.,  1950 


iJ) 


one  of 
the  finest 
radio  buys 
in  America 
today .. . 


SHARE  OF  AUDIENCE 


TIME 


MORNING 


AFTERNOON 


EVENING 


FM,  TV  & 
OTHERS 


3.4 


3.7 


6.1 


Report  of  C.  E.  Hooper,  Inc. 
Youngstown,  Ohio,  Oct.,  1949  •  Feb.,  1950 


\)1 
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OHIO  RADIO  MARKET  DATA  BY  COUNTIES 


1950 

County  Population 

Adams   20,426 

Allen   87,231 

Ashlond   32,938 

Ashtabula   77,733 

Athens   45,677 

Auglaize   30,563 

Belmont   '  87,430 

Brown   22,160 

Butler   146,792 

Carroll   19,004 

Champaign   26,699 

Clork   110,999 

Clermont   42,064 

Clinton    25,487 

Columbiana   98,093 

Coshocton   31,029 

Crawford   38,600 

Cuyahoga   1,382,200 

Darke   41,645 

Defiance   25,863 

Delaware   30,182 

Erie   52,158 

Fairfield   52,012 

Fayette   22,441 

Fronklin   500,935 

Fulton   25,501 

Gallia   24,851 

Geauga   26,528 

Greene   56,620 

Guernsey   38,180 

Homilton   718,019 

Hancock   44,158 


1940 
Population 

21,705 
73,303 
29,785 
68,674 
46,166 
28,037 

95,614 
21,638 

1 20,249 
17,449 
25,258 
95,647 
34,109 
22,574 
90,121 
30,594 
35,571 
1,217,250 
38,831 
24,367 
26,780 
43,201 
48,490 
21,385 

388,712 
23,626 
24,930 
19,430 
35,863 
38,822 

621,987 
40,793 


1950 

Families 

5,705 
24,366 

9,200 
21,713 
12,758 

8,537 
24,421 

6,189 
41,003 

5,308 

7,457 
31,005 
1 1 ,749 

7,119 
27,400 

8,667 
10,782 
386,08? 
11,632 

7,224 

8,430 
1 4,569 
14,528 

6,268 
139,925 

7,123 

6,941 

7,410 
15,815 
10,664 
200,563 
12,334 


1950 
Radio-Families 

5,277 
23,878 

8,942 
21,191 
12,132 

8,315 
23,395 

5,823 
39,936 

5,090 

7,218 
30,229 
11,267 

6,876 
26,632 

8,320 
10,512 
379,525 
11,236 

7,007 

8,151 
14,263 
14,034 

5,929 
137,406 

6,916 

6,378 

7,121 
15,229 
10,173 
195,348 
12,074 


%  Radio 

92.5 
98.0 
97.2 
97.6 
95.1 
97.4 
95.8 
94.1 
97.4 
95.9 
96.8 
97.5 
95.9 
96.6 
97.2 
96.0 
97.5 
98.3 
96.6 
97.0 
96.7 
97.9 
96.6 
94.6 
58.2 
97.1 
91.9 
96.1 
96.3 
95.4 
97.4 
97.9 


1949 
Retail  Soles 
(Est.)  ($000) 

7,888 

77,435 

27,712 

65,354 

30,629 

19,183 

55,206 

10,087 
116,338 
8,105 

18,091 

93,208 

18,906 

19,841 

77,932 

21,982 

30,877 
1,389,093 

27,552 

18,965 

18,733 

46,306 

32,633 

18,921 
499,369 

19^28 

11,604 

11,808 

24,068 

23,577 
706,039 

33,060 


1948 
Retail  Sales 
U.  S.  ($000) 

10,187 

89,220 

30,659 

69,432 

30,074 

28,195 

52,347 

11,711 
131,191 

10,183 

21,772 
105,605 

24,402 

26,035 

84,795 

23,770 

36,763 
1,460,156 

38,216 

24,415 

23,167 

49,945 

36,969 

20,877 
505,002 

24,433 

13,084 

16,171 

38,071 

26,563 
752,351 

41,410 


Employment    Taxable  Pa) 
Mid-March  rolls-lstQt 
1948 


954 

25,124 
7,432 

13,544 
6.689 
5,710 

15,561 
2,213 

43,090 
1,817 
2,734 

31,684 
2,472 
3,373 

21,420 
7,311 
8,907 
499,643 
4,329 
4,345 
3,234 

15,872 

10,122 
2,833 
145,120 
3,744 
1,564 
2,447 
4,613 
5,367 
267,512 
8,772 


1948  ($oa| 
3' 
16,5; 
4> 

7,6 
3,5 
3,3 
9,9; 
1,2 
31,3 
1,0 
1/5 
21,6 
l,0i 
1,6 
13,1< 
4,0 
5^ 
373,2 
2,1S 
2,5 
1,7< 
9,8 
5,' 
1,3 
90,9 
1,9: 
6! 
1, 
2,6 
2,71 
181, 
5,1( 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families, 
copyright   1950  "Soles  Management."    Further  reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 
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HI 


CASH  IN  ON  AKRON'S 


1,030,000 

Wcue 


LISTENERS  WITH 


AKRON'S  ONLY  INDEPENDENT 


Being  right  in  the  center  of  Akron's  dial  traffic  (1150) 
is  just  one  reason  why  Wcue  has  become  the  number 
one  choice  of  thousands  of  listeners  in  Ohio's  FOURTH 
Market.  Our  local  programming  format  of  news 
every  hour  on  the  hour  with  music  in  between  plus 
Sports  has  struck  home — it's  entertainment  tailored 
to  local  interests — selling  to  more  than  1,030,000  people 
within  our  primary  service  area. 

We  have  a  Hooper  story,  too,  and  our  ratings  are  grow- 
ing with  every  report.    You'll  continue  to  hear  more 


about  Wcue,  for  we're  promoting  for  all  we're  worth — 
both  locally  and  NATIONALLY. 

That's  our  story  in  a  nutshell  .  .  .  people,  programs  and 
promotion!  Keep  your  eye  on  Wcue,  Akron's  cue  to 
better  listening,  your  cue  to  greater  sales.  Get  com- 
plete details  from  Forjoe  and  Company  or  write  us 
direct.  The  Akron  Broadcasting  Corporation,  Palace 
Theatre  Arcade,  Akron  8,  Ohio. 

1000  watts  - 1150  kc 


^'ERY   HOUR   ON   THIi   HOUR  —  WCUE   listeners   get  MIND  (?)  OVER  PLATTER— The  zany  Jerry  Crocker  show  BILLBOARDS.  POSTERS,  ncv.spaper  ads  jnd  mov,c  ir:i.Iors  are  all  being  used 

|Jie  news  of  the  town  ahead  of  the   town.  is  but  one  of  our  many  new   and  different  musical  programs.  to    build    more    listeners    for    us  —  a    bigger    audience    for    your    sales  message. 


„  ^  _AKROr^_OH 

W.   U/U/  FORJOE  &  CO.  National  Re 
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OHIO  RADIO  MARKET  DATA  BY  COUNTIES 
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County 

Hardin  

Harrison  

Henry  

Highland  

Hocking  

Holmes  

Huron  

Jackson  

Jefferson  

Knox  

Lake  

Lawrence  

Licking  

Logon  

Lorain  

Lucas  

Madison  

Mahoning  

Marion  

Medina  

Meigs  

Mercer  

Miami  

Monroe  

Montgomery.. 

Morgan  

Morrow  

Muskingum.... 

Noble  

Ottawa  

Paulding  

Perry  


1950 

1 940 

1950 

1950 

Populotion 

Population 

Families 

Radio-Families 

28,598 

27,061 

7,988 

7,700 

18,972 

20,313 

5,299 

5,071 

22,370 

22,756 

6,248 

6,079 

28,085 

27,099 

7,844 

7,459 

19,488 

21,504 

5,443 

5,143 

18,732 

17,876 

5,232 

4,818 

39,226 

34,800 

10,956 

10,714 

27,666 

27,004 

7,727 

7,247 

95,949 

98,129 

26,801 

25,889 

35,013 

31,024 

9,780 

9,496 

75,359 

50,020 

21,050 

20,797 

48,963 

46,705 

13,676 

1 2,828 

70,427 

62,279 

19,672 

19,062 

31,148 

29,624 

8,700 

8,447 

146,501 

112,390 

40,922 

40,185 

392,640 

344,333 

109,675 

107,810 

22,212 

21,811 

6,204 

5,893 

256,863 

240,251 

71,749 

69,740 

49,830 

44,898 

13,918 

13,528 

40,274 

33,034 

1 1 ,249 

1 1,024 

23,300 

24,104 

6,508 

6,078 

28,200 

26,256 

7,877  . 

7,636 

61,128 

52,632 

17,074 

16,766 

15,296 

18,641 

4,272 

3,951 

396,552 

295,480 

110,768 

108,552 

12,772 

14,227 

3,567 

3,881 

17,129 

15,646 

4,784 

4,597 

73,718 

69,795 

20,591 

19,911 

11,709 

14,587 

3,270 

3,024 

29,311 

24,360 

8,187 

8,006 

15,008 

15,527 

4,192 

4,045 

28,91 1 

31,087 

8,075 

7,719 

1 949 

1948 

Employment 

Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

96.4 

17  71  1 
1  /  ,/  1  1 

20  822 

3,258 

95.7 

9,433 

1 1  386 

2,664 

97.3 

1 5,759 

20  247 

2,213 

95.1 

1 9,606 

21  997 

3,174 

94.5 

1 1 ,270 

1 2  678 

2,240 

92.1 

O  A  AO 

9  359 

989 

97.8 

30, 1 02 

34  856 

6,620 

93.8 

1  / ,  1  hD 

18,780 

4,119 

96.6 

78,982 

78  655 

23,406 

97.1 

24,958 

31  587 

7,163 

98.8 

■47,451 

12,613 

93.8 

zu,uou 

28  251 

7,441 

96.9 

Kft  TOO 

Ov,  ivy 

57  546 

13,868 

97.1 

ZJ.,o/ •> 

31  270 

3,824 

98.2 

1  nn  107 

1 29  205 

43,662 

98.3 

170  700 

445  273 

147,271 

95.0 

\  0,/ OU 

22  771 

2,005 

97.2 

248  867 

84,902 

97.2 

39  326 

51,029 

1 2,322 

98.0 

36,010 

6,847 

93.4 

13  179 

14  194 

2,025 

97.2 

18  1 78 

26  735 

4,491 

98.2 

45  313 

53  926 

1 2,584 

92.5 

5  686 

6  150 

683 

98.0 

345  415 

406  91 8 

151  621 

94.8 

6  371 

7  451 

796 

96.1 

7,041 

9,210 

1,301 

96.7 

61,384 

62,431 

19,239 

92.5 

5,189 

5,118 

993 

97.8 

19,636 

23,279 

4,487 

96.5 

8,834 

8,845 

1,050 

95.6 

15,671 

16,855 

4,018 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March 


Taxable  Pay- 
rolls—1st  Qtr. 
1948  ($000;  • 

1,482' 
1,415' 
1,086 
1,350. 

I,  071 
473 

3,71 ; 
2,204,^ 
15,692  , 
4-852  , 
8.347.1 , 
4,591. J,. 
8,6884,'. 
1.9741' 
30,942, 
107,206| 
892, 
59,59C| 
7,459  j 
3.89EJ^ 
861] 
2,381  i 
7,831^ 
181 

112,49^f 
34£ 
SUj 

II,  40£ 
55r' 

2,91i 

i' 

BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales,4[» 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


con  you 
MATCH 


i 


this? 


n 


prosperous  Ohio 
rural  radio  listeners  on  . . 


Ohio's  Rural  Radio  Statioi 

no  other  station  can  MATCH  it!  Worthington,  OWu 

For  choice  availabilities,  call  WRFD  or  Taylor  Co. 


I'  0« 


Be 
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ounty 


CXaway.. 


rtage... 

gble  

tnam  ... 
:hland.. 


indusky.. 

joto  

ineca  

.elby.  

ark  

innmit  


Umbull  

scarawas.. 

lion  

fan  Wert  

nton  

arren  

ashington.. 

ayne  

illiams  

ood  

v'fyandot  


1949 

1948 

Employment 

Taxable  Pay- 

1 940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Qtr. 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  (SOOO) 

29,292 

27,889 

8,182 

7,731 

94.5 

14,81 1 

1  914 

990 

14,576 

16,113 

4,071 

3,708 

91.1 

416 

128 

63,667 

46,660 

17,784 

17,321 

97.4 

'i'i  OiSO 

10  825 

7  298 

26,987 

23,329 

7,538 

7,296 

96.8 

I  O,  I  OA 

n  KKQ 

I ,/  OU 

779 

25,159 

25,016 

7,027 

6,837 

97.3 

1  Af7/  A 

1  o,/oo 

1  828 

746 

90,140 

73,853 

25,178 

24,598 

97.7 

0/f\JAo 

OA  neo 

21  416 

54,256 

52,147 

15,155 

14,397 

95.  C 

34,558 

1Q  Aon 

/  fAO\M 

4  351 

46,003 

41,014 

12,850 

12,554 

97.7 

37,027 

41,602 

1  u,^oy 

6  038 

82,596 

86,565 

23,071 

21,963 

95.2 

58,31 1 

1  n  R'^A 

1  0,004 

10  854 

52,915 

48,499 

14,780 

14,395 

97.4 

4  1  ,Uo/ 

AQ  101 

1  z,yo<3 

7  981 

28,378 

26,071 

7,926 

7,735 

y/.o 

AAfODo 

6  330 

3,91 1 

281,560 

234,887 

78,648 

76,917 

97.8 

O  f\AO 

AAO/7AA 

on  TX*; 

60  705 

407,981 

339,405 

113,961 

1 12,023 

98.3 

365,642 

395,325 

1  At\  oi;o 

1 04  734 

1 57,249 

132,315 

43,924 

42,869 

97.6 

1 04,524 

1 1 6,416 

>4Q  ATI 
■40,0/  1 

34  203 

70,083 

68.816. 

19,576 

1 8,890 

96.5 

53,996 

ODf  I U/ 

8  418 

20,781 

20,012 

5,804 

5,635 

97.1 

1 5,627 

15,162 

1  Rn 

986 

26,906 

26,759 

7,515 

7,334 

97.6 

1 9,272 

24,148 

4,  1  1  1 

2  200 

10,735 

1 1,573 

2,998 

2,755 

91 .9 

3,251 

7nfl 

354 

38,358 

29,894 

10,714 

10,360 

96.7 

19,680 

26,303 

K.  fXAT 
0,U4/ 

3  228 

43,645 

43,537 

12,191 

1 1 ,496 

94.3 

25,824 

6  41 6 

3  213 

58,544 

50,520 

1 6,353 

lOy/OU 

96.5 

43,529 

K"!  AAr\ 

1 1  727 

7  514 

25,510 

7,297 

7  J  21 

97.6 

21,779 

24,291 

4,728 

2,622 

59,353 

51,796 

16,579 

16,197 

97.7 

33,514 

42,364 

5,030 

2,509 

19,720 

19,218 

5,508 

5,320 

96.6 

15,176 

15,142 

2,239 

1,157 

9H' 


DA,  Pontotoc,  8,581  fam., 
7,731  radio  fam. 


SPOT  RATE  FINDER 

90.1%  radio. 


ADA,  250w,  1230kc,  ABC,  Taylor,  Conlan, 
air  BMB 

SB        IM  5M 
4.50     4.50  7.50 
4.50     4.50  7.50 


15M      30M     1  Hr 
12.00    18.00  30.00 
12.00    18.00  30.00 


:LTUS,  Jackson,  5,554  fam.,  89.2%  rodio, 
4,954  radio  fam. 

W,  250vv,   1450kc,  MBS 
3.00      3.00      4.00    15.00    24.00  40.00 
3.00      3.00     4.00    15.00    24.00  40.00 


iRDMORE,  Carter,  10,149  fam.,  87.8%  rodio, 
3,910  radio  fam. 

iJVSO,  250w,  1240kc,  ABC,  Taylor 

i      4.50     4.50     7.50    12.00    18.00  30.00 

I      4.50      4.50     7.50    12.00    18.00  30.00 


ARTLESVILIE,      Washington,      9,196  fam., 
93.2%  radio,  8,570  radio  fam. 

WON,  250w,  1400kc,  MBS 

4.00     4.00      9.00    20.00    36.00  60.00 

4.00     4.00      9.00    20.00    36.00  60.00 

UhICKASHA,  G.ady,  9,711  fom.,  88.1%  radio, 
I    8,555  radio  fom. 

fWCO,  250w-D,  1560kc,  MBS 

4.00     4.50      9.00    18.00    27.00  45.00 


I  LINTON,  Custer,  5,884  fam.,  89.9%  radio, 
I  5,289  radio  fam. 


OE,   Ikw-D,   1320kc,  LBS 

4.00      5.50      8.75    17.50    33.60  56.00 


WNCAN,  Stephens,  9,484  fam.,  88.7%  radio, 
1  8,41 2  radio  fam. 

i 

RHD,  250w-D,  lOOw-N,  1350kc,  MBS 

4.63  4.63  8.46  18.00  30.00  50.00 
5.79      5.79    10.58    22.50    37.50  .62.50 


URANT,  Byran,  8,082  fam.,  87.9%  radio, 
7,104  radio  fom. 

SEO,  250w-D,  750kc,  Conlan 

3.00     4.50     6.00    18.00    27.00  40.00 

SEO-FM,  Chan.  296,  107.3mc,  Ikw,  Bonus 


L  RENO,  Canadian,  7,155  fam.,  92.6%  radio, 
6,625  radio  fam. 

:CHE,  500w-D,  1590kc 
t  4.00  7.00 


12.50    22.00  40.00 


Uote:    All  Rates  one-time.    Sources:  Families 
ind  radio  families  estimated  from  field  tabu- 
otions  of  1950  U.  S.  Census.    Percent  radio 
j'MB.  For  complete  explanation  see  foreword. 


ELK    CUY,    Beckham,    22,169    fam.,  88.4% 
radio,  6,032  radio  fam. 

KASA,  250w,   1240kc,  MBS 

SB        IM       5M       15M     30M     1  Hr 
D       3.50      4.50      9.00    16.00    24.00  40.00 
N       3.50      4.50      9.00    16.00    24.00  40.00 


ENID,   Garfield,    14,741    fam.,   93.6%  radio, 
13,797  rodio  fam. 


2  AM  affiliates,  average   1-time  rate 

D       5.44      5.70    11.87    19.00    28.50  47.50 

N       7.68      8.55    17.81    28.50    42.75  71.25 


KCRC,  Ikw,  1390kc,  ABC,  Taylor,  Conlan 

D       6.00      6.0C    12.50    20.00    30.00  50.00 

N       9.00      9.00    18.75    30.00    45.00  75.00 

KCRC-FM,  Chan.  274,  102.7mc,  5.2kw,  Bonus 

KGWA,  Ikw,  960kc,  MBS,  Rambeau 

D       4.88      5.40    11.25    18.00    27.00  45.00 

N       6.37      8.10    16.88    27.00    40.50  67.50 


FREDERICK,  Tillman,  4,896  fom.,  89.6%  radio, 
4,386  radio  fam. 

KTAT,  250w-D,  1570kc,  LBS,  Best 

D       2.25      5.00      9.00    18.00    30.00  51.00 


GUYMON,  Texas,  3,973   fam.,   91.3%  radio, 
3,627  radio  fam. 

KGYN,  Ikw-D,  1220kc,  BMB,  Conlan 

D      3.95     5.70    10.00    18.00    33.00  57.00 


HOBART,   Kiowa,   5,281  fom.,   89.8%  radio, 
4,742  radio  fam. 

KTJS,  250w-D,  1420kc 

D       4.60      6.10    11.00  17.50    33.00  56.00 


HUGO,  Choctaw,  5,668  fam.,  82.1%  radio, 
4,653  radio  fam. 

KIHN,  250w,  1340kc 

D       3.00      3.75      6.30  12.60  21.00  35.00 

N       3.00      3.75      6.30  12.60  21.00  35.00 


LAWTON,    Comanche,     14,126    fam.,  88.3% 
radio,  12,473  radio  fam. 

KSWO,  Ikw,  1380kc,  ABC,  Taylor,  Conlan 
D       6.00      6.00    10.00    16.00    24.00  40.00 
N       9.00      9.00    15.00    24.00    36.00  60.00 


tl3ROADCASTING 
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MARKET  INDICATORS  FOR  OKLAHOMA 

CLASSIFICATIONS                    FIGURES  YR.  FIGURES  YR. 

Population                                      2,330,253    '50  2,336,434  '40 

%  of  U.S                                         1.49%    '50  1.77%  '40 

FamiUes                                             650,908    '50  615,320  '40 

Percent  Radio                                    89.5%    '49  82.7%  '46 

Radio  FamiUes                                  582,562    '50  472,000  '46 

Retail  Sales                              $1,618,183,000    '49  1,634,205,000  '48 

Retail  Trade  Employes                        87,592 .  '48  62,774  '39 

Wholesale  Sales  Volume  ....  $1,719,811,000    '48  461,500,000  '39 

Wholesale  Trade  Employes  . .             25,019    '48  16,234  '39 

Employment  (Mid-March)   ..            335,936    '48  318,780  '47 

Taxable  PayroUs  (1st  quarter)  $  193,748,000    '48  168,687,000  '47 

Income                                     $2,361,000,000    '48  829,000,000  '40 

Percent  distribution                        1.15%    '48  1.09%  '40 

Per  Capita  Income                               81,029    '48  356  ^ 

Percent  of  national  per  capita 

income                                               73%    '48  62%  '40 

New  Construction  (Private)  .  $  177,600,000    '47  44,400,000  '39 

Residential                             $    75,200,000    '47  22,600,000  '39 

Non-Residential                     $    34,200,000    '48  4,600,000  '39 

Value  added  by  Manufacture  $  341,027,000    '47  101,782,000  '39 

Automobile  Registration                     753,724    '49  683,465  '48 

Telephones                                         514,400    '49  343,000  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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McAlESTER,    Pimburg,    11,438  fam.,  87.3% 
rodio,    9,985   radio  fam. 

KNED,   Ikw-D,  1460kc 

SB         IM       5M       15M  30M      1  Hr 

D       3.50      4.00    10.00    20.00  35.00  60.00 


KTMC,   250w,    1400kc,  ABC,  Taylor 

D       4.50     4.50     7.50    12.00    18.00  30.00 

N       4.50     4.50     7.50    12.00    18.00  30.00 


MIAMI,    Ottawa,   8,938  fam.,   88.7%  radio, 
7,928  radio  fam. 

KGLC,  Ikw,  9i0kc 

D                 3.00     6.00  12.00    18.00  30.00 

N                 4.00     8.00  15.00    25.00  45.00 


MUSKOGEE,   Muskogee,   18,264   fam.,  86.6% 
radio,   15,316  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D       4.00     6.25    10.50    12.00    25.50  42.50 

N       4.50     7.00    11.50    18.50    30.00  50.00 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KBIX,    250w,    1490kc,    ABC,    Taylor,  Conlan, 
BMB 

SB         IM       5M       15M      30M  1  Hr 

D       4.00      6.00    10.00    16.00    24.00  40.00 

N       4.00     6.00    10.00    16.00    24.00  40.00 

KBIX-FM,  Chan.   253,  98.5mc,  3.3kw,  Bonus 

KMUS,  Ikw-D,  500w-N,  1380kc,  MBS 

D       4.00     6.50    11.00    18.00    27.00  45.00 

N       5.00      8.00    13.00    21.00    36.00  60.00 

<MUS-FM,  Chan.  268,  101. 5mc,  8.5kw,  Bonus 


NORMAN,    Cleveland,    11,562  fam.,  92.0% 
radio,  10,637  radio  fam. 

KNOR,  250w,  1400kc 

D       2.50      3.50      7.00    15.00  30.00  60.00 

N       2.50      3.50      7.00    15.00  30.00  60.00 


OKLAHOMA   CITY,   Oklahoma,   90,089  fam., 
93.1%  radio,  83,872  radio  fam. 


4  AM  affiliates,  average  1-time  rate 

D     16.33    15.25    19.16    38.25    64.75  110.00 

N     25.00    20.66    30.00    71.75  114.50  193.75 


3  AM  non-affiliates,  average  1-time  rate. 
D       7.33      9.66    14.33    23.66    41.66  67.50 


KBYE,  Ikw-D,  8P0kc 

D       6.00     9.00    15.00    24.00    40.00  60.00 


KLPR,   Ikw-D,  lUOke 

D     10.00    10.00    12.00  20.00 


40.00 


KOCY,  250w,  1340kc,  MBS,  Walker 

D  7.00    12  JO    25.00    35.00  60.00 

N  10.00    20.00    45.00    70.00  120.00 

KOCY-FM,  Chan.  234,  94.7mc,  70kw,  Walker, 
Bonus 


KOMA,    50kw,    1520kc,  CBS,  Avery-Knodel, 
Conlan 

SB         IM       5M  15M      30M      1  Hr 

D      15.00    20.00    30.00  40.00    80.00  150.00 

N     30.00    40.00    50.00  90.00  160.00  275.00 


KOMA-FM,     Chan.     290,     105.9mc,  2.10kw, 
Bonus 


KTOK,  5kw-D,  Ikw-N,  lOOOkc,  ABC,  Taylor 

D  9.00  9.00  15.00  24.00  36.00  60.00 
N     12.00    12.00    20.00    32.00    48.00  80.00 


KTOK-FM,  Chan.  282,  104.3mc,  43kw 
(No   rates  available) 


KTOW,  250w-D,  800k<: 

D  6.00  10.00  16.00  27.00  45.00  75.00 
WKY,  5kw,  930kc,  NBC,  Kotz 


PONCA  CITY,  Kay,  13,665  fam,  93.2%  radio, 
12,735  radio  fam. 


WBBZ,  250w,  1230kc,  MBS 

SB         IM       5M       15M  30M  1  Hr 

D       6.00      8.00    15.00    30.00  45.00  75.0C 

N       6.00      3.00    15.00    30.00  45.00  75.0C 


PRYOR,    Mayes,    5,475    fam,    85.5%  radio 
4,681    radio  fam. 


KOLS,  250w-D,  1570kc 
D       1.50      3.00      6.00    12.00    22.00  40.0C 


D  25.00  25.00 
N  33.00 


64.00  108.00  170.00 
120.00  180.00  300.00 


SEMINOLE,    Seminole,     11,356    fam,  89.30/0 
radio,  10,140  radio  fam. 


KSMI,  500w-D,  1260kc,  MBS,  Best,  BMB 
0       3.00     4.00      7.00    11.00    20.00  ZS.OQn 


WKY-TV,    Chan.   4,   6.2kw-aur.;  12.1kw-vis., 
Katz 

N     50.00    60.00    87.50  140.00  210.00  350.00 


OKMULGEE,   Okmulgee,   12,433   fam.,  87.0% 
radio,  10,816  radio  fam. 

KHBH,  250w,  1240kc,  MBS,  Taylor 

D  4.80  6.00  9.60  16.00  28.00  48.00 
N       5.60      8.00    12.00    20.00    36.00  60.00 


PAULS  VALLEY,  Garvin,  8,221   fam.,  85.8% 
radio,  7,053  radio  fam. 


KVLH,  250w-D,  1470kc,  Conlan,  BMB 

D  3.00     9.00    12.00    24.00  40.00 


SHAWNEE,  Pottawatomie,  1,^,229  fam.,  90.0% 
radio,  11,006  radio  fam. 


I- 
1 


KGFF,  250w,  1450kc,  ABC,  Taylor 


D  4.50  4.50  7 JO  12.00  18.00  30.0(' 
N       4.50      4.50      7.50    12.00    18.00  30.0d 


3  e 

STILLWATER,    Payne,    12,929    fam.,  91.6%, 
radio,  11,842  radio  fam.  ^  ^ 

«< 

KSPI,  250w.D,  780kc,  MBS,  Ro-Tel 

D  4.00  6.00  9.00  15.00  25.00  4O.0tf  \ 
N      6.00     9.00    12.00    20.00    30.00    SO.OT  , 


KSPI-FM,  Chan.  230,  93.9mc,  11  kw,  Ra-Te 
Bonus 


I* 


K 


T 


Doing  a  Top  Job  in  Oklahoma 


5000  watts 


denter        tlie  ^blai 

KTOK 


K 


1000  kc 


1  800     WEST     MAIN    ^  OKLAHOMA     CITY,  OKLA. 

O.  L.  Taylor  Company 
NEW   YORK  CHICAGO 


1  it 
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BA,  Tulsa,  69,457  fam.,  93.9%  radio, 
5,220  radio  fam. 


affiliates,  average  1-time  rate 

SB         IM       5M       15M      30M  1  Hr 

13.75    13.75    26.37    45.25    68.50  117.50 

27.00    27.00    51.75    88.50  134.00  230.00 


M  non-affiliates,  overage  1-time  rote 
7.00    10.50    16.00    26.50    42.00  70.00 


C,  Ikv/,  970kc,  Walker 
6.00      9.00    12.00    21.00    36.00  60.00 
7.00    12.00.   20.00    35.00    60.00  100.00 

C-FM,  Chan.  238,  95.5mc,  8.2kv/,  Bonus 

p,  Ikw-D,  1050kc,  Forjoe 

8.00    12.00    20.00    32.00    48.00  80.00 

,|AE,  5kw-D,  ^kw-U,  1300kc,  MBS,  Weed 
i   9.00      9.00    18.00    36.00    54.00  90.00 
I  16.00    16.00    32.00    64.00    96.00  160.00 

%V(TV),  Chan.  6,  8.5kw-aur.,  16.55kw-vis., 
iBC,  CBS,  NBC,   DuMont,  Young 
121.00    28.00    43.75    70.00  105.00  175.00 
I  30.00    40.00    62.50  100.00  150.00  250.00 

'aG,  50kw-D,  lOkw-N,  740kc,  ABC,  Blair 
i  14.00    14.00    25.00    45.00    70.00  130.00 
I  28.00    28.00    50.00    90.00  140.00  260.00 

JL,     5kv^,     1430kc,  CBS,  Avery-Knodel, 

IrAB,  Hooper 

«iJ  12.00    12.00    20.00  40.00    60.00  100.00 

T  24.00    24.00    40.00  80.00  120.00  200.00 

iIl-FM,  Chan.  246,  97.1  mc,  2.6kw,  Bonus 

PO,  50kw,  1170kc,  NBC,  Retry,  BMB, 
ooper 

20.00    20.00    42.50  60.00  90.00  150.00 

40.00    40.0C    85.00  120.00  180.00  300.00 


ODWARD,  Woodward,  4,015  fam.,  90.1% 
adio,  3,617  radio  fam. 
W,  250w,  1450kc,  MBS 

I   3.50     5.25     8.00    16.00  24.00  40.00 

3.50      5.25      8.00    16.00  24.00  40.00 
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plus  bonus  counties  in 

Kansas,  Missouri,  and  Arl^ansas 


THE  NO.  1  MARKET  IN  OKLAHOMA  IS  THE  TULSA  AREA 
MARKET  Blanketed  ONLY  BY  KVOO 

Yes,  KVOO,  alone,  blankets  Oklahoma's  richest  No.  1  market!    In  1949  KVOO  BMB  DAYTIME 

addition,  adjoining  rich  counties  in  Kansas,  Missouri  and  Arkansas, 
constituting  a  part  of  the  Tulsa  Trade  Territory,  are  within  KVOO's 
51-100%  BMB  daytime  area.  In  the  30  county  area,  comprising 
34.8%  of  the  state's  land  area,  are  concentrated  58%  of  Okla- 
homa's Industrial  Wage  earners  receiving  61%  of  the  state  indus- 
trial payroll;  46.8%  of  the  population,  44.9%  of  retail  sales,  and 
44.3%  of  efFective  buying  power.  Tulsa  is  the  Oil  Capital  of  the 
World,  having  more  oil  producing,  refining,  and  marketing  com- 
panies maintaining  home  offices  there  than  in  any  other  city.  This 
insures  a  consistent  high  level  of  income.  Tulsa  is  the  center  of  a 
rich  agricultural  region  of  diversified  interests.  KVOO  maintains 
one  of  the  southwest's  oldest  and  most  complete  Farm  Departments. 
STATION  INFORMATION:  1170  clear  channel  full-time  50,000  watts 
day  and  night.  Standard  and  World  transcription  library.  U.P. 
news.  Operating  time:  6  days  a  week,  5:25  a.m.  to  2:30  a.m. 
Sundays:  7:30  a.m.  to  2:30  a.m.  Owned  and  operated  by  South- 
western Sales  Corp.,  Philtower,  Tulsa  3,  Oklahoma.  Wm.  B.  Way, 
General  Manager;  Gustav  Brandborg,  Commercial  Manager. 
HOOPER  RATING:  latest  over-all  available  gives  KVOO  34.0;  station 
"B"  27.1;  station  "C"  11.7;  station  "D"  11.6;  station  "E"  8.7; 
station  "F"  daytime  only. 


Counties 
with: 

No.  of 

Counties 

1949  BMB 
Radio  Families 

BMB-KVOO 
Total  Weekly 
Families* 

Percent 

KVOO  6  or  7 
Day  Audience^  Percent 

51-100% 

49 

381,660 

317,650 

83.2 

230,090  60.3 

26-50% 

28 

139,470 

50,990 

36.6 

20,360  14.6 

10-25% 

69 

284,560 

42,740 

15.0 

13,660  4.8 

146 

805,690 

411,380 

264,110 

1949  KVOO 

BMB  NIGHHIME 

KVOO  6  or  7 
Night  Audience# 

51-100% 

40 

316,780 

258,640 

81.6 

148,830  47.0 

26-50% 

60 

238,940 

86,970 

36.4 

25,820  10.8 

10-25% 

210 

723,480 

110,310 

15.2 

28,570  3.9 

310 

1,279,200 

445,920 

203,220 

*Families 

in  counties  in  which 

10%  or  more 

of  the 

1949  radio  families 

listen  to  KVOO  at 

least  once  a  week. 

#FamiHes  among  1949  radio  families  listening  to  KVOO  6  or  7  days  (or 
nights)  a  week. 


NBC 
AFFILIATE 

iEdward  Petry 
&  Co.,  Inc.  I 

National  | 
epresentatives  i 


RADIO  STATION  KVOO 

EDWARD  PETRY  AND  CO..  INC.  NATIONAL  RE?R€$ENTATIVES 


50.00.0  WATTS 


OKLAHOMA'S     GREATEST  STATION; 


TULSA.  OKLA. 


Oklahoma's 
Greatest 
Station 

for 
25  Years 


tOADCASTING    •  Telecasting 


August  14,  1950     •    Page  175 


OKLAHOMA  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Adair  

Alfalfa  

Atoka  

Beaver  

Beckham  

Blaine  

Bryan  

Caddo   

Canadian  

Carter  

Cherokee  

Choctaw  

Cimarron  

Cleveland  

Coal  :. 

Comanche  

Cotton  

Craig   

Creek   

Custer  

Delav^are  

Dewey  

Ellis  

Garfield  

Garvin  

Grady  

Grant.-  

Greer  

Harmon  

Harper  

Haskell  

Hughes  

Jackson  

Jefferson  

Johnston  

Kay  

Kingfisher  

Kiowa  

Lotimer  

Le  Flore  

Lincoln  

Logan   

Love  

McClain  

'McCurtain  

Mcintosh  

Major  

Marshall  

Mayes  

Murray  

Muskogee  

Noble  

Nowafa  

Okfuskee  

Oklahoma  

Okmulgee  

Osage  

Ottawa  

Pawnee  

Payne  

Pittsburg  

Pontotoc  

Pottawatomie,. 

Pushmataha  

Roger  Mills  

Rogers  

Seminole  

Sequoyah  

Stephens  , 

Texas  

Tillman   

Tulsa  

Wagoner  

Washington  

Washita  

Woods  

Woodward  


1949 

1948 

Employment 

1950 
Population 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Soles 

Mid-March 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

1 1   c  ^cnnA\ 
U,  3.  (iUuU^ 

1 948 

14,766 

15,755 

4,124 

3,352 

81.3 

3,155 

3,408 

414 

10,631 

14,129 

2,969 

2,761 

93.0 

7,607 

7,745 

721 

14,248 

18,702 

3,979 

3,222 

81.0 

4,980 

5,329 

2,031 

7,399 

8,648 

2,066 

1,861 

90.1 

2,951 

3,887 

326 

21,596 

22,169 

6,032 

5,332 

88.4 

15,297 

19,394 

1,994 

14,991 

18,542 

4,187 

3,705 

88.5 

10,864 

11,234 

1,239 

28,935 

38,138 

8,082 

7,104 

87.9 

17,909 

17,386 

1,952 

34,839 

41,567 

9,731 

8,602 

88,4 

21,266 

22,484 

2,040 

25,616 

27,329 

7,155 

6,625 

92,6 

18,624 

18,575 

2,076 

36,335 

43,292 

10,149 

8,910 

87.8 

26,514 

28,118 

5,029 

18,932 

21,030 

5,288 

4,230 

80.0 

5,714  , 

6,123 

501 

20,295 

28,358 

5,668 

4,653 

82.1 

8,868 

9,140 

1,151 

4,581 

3,654 

1,279 

1,147 

89.7 

2,525 

4,304 

202 

41,393 

27,728 

11,562 

10,637 

92.0 

17,020 

2.1,832 

2,707 

8,035 

12,811 

2,244 

1,896 

84.5 

4,315 

2,750 

230 

50,572 

38,988 

14,126 

12,473 

88.3 

36,243 

39,850 

5,115 

10,168 

12,884 

2,840 

2,547 

89.7 

7,879 

6,790 

826 

18,242 

21,083 

5,095 

4,417 

86.7 

11,307 

8,927 

1,134 

43,072 

55,503 

12,031 

10,623 

88.3- 

27,562 

26,294 

4,134 

21,065 

23,068 

5,884 

5,289 

89.9 

16,816 

19,512 

2,287 

14,736 

18,592 

4,116 

3,440 

83.6 

3,496 

2,950 

374 

8,780 

11,981 

2,452 

2,189 

89.3 

5,066 

5,022 

276 

7,304 

8,466 

2,040 

1,844 

90.4 

5,098 

4,806 

334 

52,776 

45,484 

14,741 

13,797 

93.6 

55,234 

51,780 

9,014 

29,433 

31,150 

8,221 

7,053 

85.8 

13,523 

19,729 

1,765 

34,767 

41,116 

9,71 1 

8,555 

88.1 

23,746 

24,304 

2,968 

10,465 

13,128 

2,923 

2,776 

95.0 

7,539 

6,511 

598 

.  11,701 

14,550 

3,268 

2,856 

87.4 

8,236 

7,926 

731 

8,078 

10,019 

2,256 

2,016 

89.4 

3,668 

5,726 

368 

4,8S0 

6,454 

1,363 

1,230 

90.3 

3,156 

4,746 

294 

13,307 

17,324 

3,717 

3,178 

85.5 

4,895 

4,483 

452 

20,649 

29,189 

5,767 

5,034 

87.3 

12,108 

1 1 ,368 

1,301 

19,886 

22,708 

5,554 

4,954 

89.2 

13,081 

1 6,693 

1,610 

11,112 

15,107 

3,103 

2,724 

87.8 

6,224 

6,402 

498 

10,586 

15,960 

2,956 

2,553 

86.4  ' 

3,940 

2,994 

221 

48,922 

47,084 

13,665 

12,735 

93.2 

44,148 

41 ,487 

8,238 

12,871 

15,617 

3,595 

3,264 

90.8 

10,660 

12,556 

919 

18,908 

22,817 

5,281 

4,742 

89.8 

13,643 

15,630 

1,460 

9,647 

12,380 

2,694 

2,262 

84.0 

3,463 

2,876 

243 

35,225 

45,866 

9,839 

8,323 

84.6 

14,242 

13,394 

1,853 

22,017 

29,529 

6,150 

5,393 

87.7 

11,033 

13,353 

1,233 

22,053 

25,245 

6,160 

5,507 

89.4 

18,181 

14,815 

1,692 

7,728 

11,433 

2,158 

1,877 

87.0 

3,034 

2,912 

177 

14,608 

19,250 

4,080 

3,541 

86.8 

6,242 

7,013 

482 

31,504 

41,318 

8,800 

7,101 

80.7 

10,505 

11,700 

2,097 

17,824 

24,097 

4,978 

4,221 

84.8 

6,139 

6,526 

431 

10,261 

11,946 

2,866 

2,559 

89.3 

5,269 

6,264 

555 

8,151 

12,384 

2,276 

1,984 

87.2 

4,708 

3,879 

818 

19,601 

21,668 

5,475 

4,681 

85.5 

8,817 

^,689 

971 

10,742 

13,841 

3,000 

2,631 

87.7 

6,515 

6,499 

891 

65,386 

65,914 

18,264 

15,816 

86.6 

46,291 

42,260 

9,667 

12,181 

14,826 

3,402 

3,112 

91.5 

9,500 

9,246 

928 

12,708 

15,774 

3,549 

3,091 

87.1 

7,742 

6,326 

1,133 

16,966 

.  26,279 

4,739 

4,028 

85.0 

8,817 

7,292 

775 

322,520 

244,159 

90,089 

83,872 

93.1 

333,164 

317,487 

81,618 

44,513 

50,101 

12,433 

10,816 

87.0 

31,016 

27,617 

7,269 

32,944 

41,502 

9,202 

8,401 

91.3 

24,389 

16,788 

1,604 

32,000 

35,849 

8,938 

7,928 

88.7 

21,351 

22,304 

5,462 

13,508 

17,395 

3,773 

3,342 

88.6 

7,862 

6,932 

760 

46,289 

36,057 

12,929 

1 1,842 

91.6 

25,819 

31,347 

4,374 

40,949 

48,985 

1 1,438 

9,985 

87.3 

24,337 

26,582 

2,919 

30,723 

39,792 

8,581 

7,731 

90.1 

26,306 

26,097 

4,764 

43,782 

1 2,229 

1 1,006 

90.0 

36,350 

33,519 

5,363 

1 1 ,961 

1 9,466 

3,341 

2,616 

78.3 

5,440 

4,614 

359 

7,412 

1 0,736 

2,070 

1,798 

86.9 

3,531 

2,822 

137 

1 9,61 2 

21,078 

5,478 

4,749 

86.7 

9,449 

9,512 

1,115 

40,655 

61,201 

1 1,356 

10,140 

89.3 

31,727 

27,189 

4,342 

1 9,477 

23,138 

5,440 

4,444 

81.7 

4,433 

4,670 

433 

33,956 

31,090 

9,484 

8,412 

88.7 

21,756 

28,560 

4,598 

14,226 

9,896 

3,973 

3,627 

91.3 

8,937 

15,085 

1,280 

17,531 

20,754 

4,896 

4,386 

89.6 

9,738 

13,993 

1,092 

248,658 

fyj,ooj 

69,457 

65,220 

93.9 

246,812 

254,005 

67,103 

1 6,737 

21,642 

4,675 

3,810 

81.5 

5,628 

6,312 

415 

32,922 

30,559 

9,196 

8,570 

93.2 

29,137 

25,256 

10,439 

17,577 

22,279 

4,909 

4,442 

90.5 

9,328 

9,890 

684 

14,502 

14,915 

4,050 

3,750 

92.6 

12,023 

14,047 

1,254 

14,376 

16,270 

4,015 

3,617 

90.1 

14,275 

12,858 

1,424 

47 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  S 
copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quorter  1948,  Dept.  of  Comrr 
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BROADCASTING    •  Telecast 


FOR 


DOWNJIUl 


-COSTS  ARE 

LOOK  WHAT  HAPPENED  TO  KTUL  LISTENERS  and  RATES,  1943-1950 


1943-1944 


WHEN  TULSA  HAD  ONLY  THREE  RADIO  STATIONS 

HOOPER  Report  showed: 


Time 

KTUL  Share 
of  Audience 

No.  of  Homes 
Reached  by  KTUL 

KTUL  15-Min.  Cost 
(260-Time) 

KTUL  Cost  Per 
1,000  Home» 

Morning 
8:00-12:00  a.m. 

26.2 

2,264 

$24.50 

$10.82 

Afternoon 
12:00-  6:00  p.m. 

17.4 

1,932 

$24.50 

$12.68 

Evening 
6:00-10:00  p.m. 

26.7 

5,832 

$49.00 

$  8.40 

1949-1950 


f»if»f  riff 


WHEN  TULSA  HAD  SIX  AM,  ONE  TV,  AND  THREE  FM  STATIONS 

HOOPER  Report  showed: 


Time 

KTUL  Shore 
of  Audience 

No.  of  Homes 
Reached  by  KTUL 

KTUL  15-Min.  Cost 
(260-Time) 

KTUL  Cost  Per 
1,000  Homes 

Morning 
8:00-12:00  a.m. 

26.1 

3,566 

$28.00 

$  7.85 

Afternoon 
12:00-  6:00  p.m. 

17.7 

2,669 

$28.00 

$10.49 

Evening 
6:00-10:00  p.m. 

33.7 

7,540 

$56.00 

$  7.42 

KTUL  Adequately 
Covers  Northeastern 
Oklahoma's  Billion 
Dollar  Market! 


Today  KTUL  Costs  27%  LESS  in  the  Morning,  17%  LESS  in  the  Afternoon, 
and  12%  LESS  in  the  Evening  than  it  did  Six  Years  Ago! 

Just  add  the  Tulsa  County  figures  shown  above  to  the  entire  BMB  coverage  for  the  FULL  story. 


NO  OTHER  TULSA  STATION  CAN  SHOW  AN  INCREASE  IN  SHARE 
OF  AUDIENCE.  YES,  KTUL  IS  YOUR  BEST  BUY. 


BMB  Daytime  Coverage  Map 
KTUL,  Tulta,  Oklahoma 

ROADCASTING    •  Telecasting 


ETUI 


TULSA'S  EXCLUSIVE  RADIO  CENTER 

AVERY-KNODEL,  INC. 
Radio  Station  Representatives 
JOHN  ESAU,  Vice  Pres.  &  Gen.  Mgr. 
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OREGON 


SPOT  RATE  FINDER 

ALBANY,    Linn,    14,978    fam.,   96.7%  radio, 

14,433  radio  fam. 

KWiL,    250w,    1240liC,    M3S,    Keating,  Radio 

^"'isB         IM       5M       15M      30M  1  Hr 

D       4  12     4.12     6.00    10.00    15.00  25.00 

N       5.50      5.50     8.50    14.00    21X0  35.00 
KWIL-FM,   Chan.   269,   101.7mc,  O./Rw,  Bo- 
nus 

ASHLAND,   Jackson,   16,171   fam.,  97.2%  ra- 
dio, 15,718  radio  fam. 
KWIN,  250w,  1400kc,  Grant 

D       3  09      4.12      6.00    12.0D    18.00  30.00 

N       4.12      5.50      8.50    16.00    24.00  40.00 

ASTORIA,  Clatsop,  8,539  fam.,  97.4%  radio, 

8,316  radio  fam. 
KAST,  Ikw,  1370.<c,  MBS,  Keating 

D                  4  12      6.00    10.00    15.00  25.00 

N  5.50  8.50  14.00  21.00  35.00 
BAKER,  Baker,  4,487  fam.,  96.3%  rcdlo,  4,- 

320  radio  fam. 
KBKR,  250w,  1490kc 

D       3.75      3.75      5.50    10.75    18.00  30.00 

N       3.75      3.75     5.50    10.75    18.00  30.00 

BEND,  Deschutes,  6,063  fam.,  97.0%  radio, 

5,881    radio  fam. 
KBND,  Ikw,  1270kc,  MBS,  Grant,  Conlan 

D       5  00      5.00      7.00    14.00    21.00  35.00 

N       6.00     6.00      8.50    16.00    24.00  40.00 

COOS  BAY,  Coos,  11,603  fam.,  97.0%  radio, 

11,259  radio  fam. 
KOOS,  250w,  1230:<c,  MSS,  Keating 

D       3.50     5.25     7.00    14.00    21.00  35.00 

N       4.00      6.00      8.00    16.00    24.00  40.00 

COQUILLE,  Coos,  11,608  fam.,  97.0%  radio, 

11,259  radio  fern. 
KWRO,  250w,   1450:«c,  Gene  Grant 

D       3.00      4.50     6.00    12.00    13.00  30.00 

N       3.50     5.25     7.00    14.00    21.00  35.00 
CORVALLIS,  Benton,  8,805  fam.,  97.8%  ra- 
dio, 8,61 1  radio  fam. 
KRUL,  250w,  1340kc,  LBS,  Keating 

D       4.50      4.50     6.50    14.00    21.00  35.00 

N       3.60      3.60     5.20    11.20    16.80  28.00 
THE  DALLES,  Wasco,  4,332  fam.,  96.9%  ra- 
dio, 4,197  radio  fom. 
KODL,    250w-D,    lOOw-N,    1230kc,  Keating, 
Griffith 

D      1.75     2.50     7.50    12.00    20.00  35.00 

N       1.75      2.50     7.50    12.00    20.00  35.00 

EUGENE,   Lane,  34,901    fam.,   97.6%  radio, 
34,063  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D                 5.00      8.50    14.00    21.00  35.00 

N   7.00    12.00    20.00    30.00  50.00 

2  AM  non-afFiliates,  average  1-time  rate 

D                 5.50    10.95    16.50    27.25  43.75 

N   7.50    15.65    24.00    36.00  60.00 

KASH,  Ikw,  1600kc,  Cooke 

D                 7.50    15.00    22.00    38.00  60.00 

N  10.00  21.30  32.00  48.00  80.00 
KERG,  Ikw,  1280kc 

D       3.50     3.50      6.90    11.00    16.50  27.50 

N       5.00     5.00    10.00    16.00    24.00  40.00 

KORE,  250w,  1450kc,  MBS,  McKinney,  Conlan 

D                 5.00      8.50    14.00    21.00  35.00 

N  7.00  12.00  20.00  30.00  50.00 
KUGN,  250w,  1400kc,  ABC,  Grant 

D       5.00      5.00      8.50    14.00    21.00  35.00 

N       7.00     7.00    12.00    20.00    30.00  50.00 

KUGN-FM,  Chan.  256,  96.9mc,  3.1  kw.  Bonus 

GRANTS  PASS,  Josephine,  7,350  fam.,  95.6% 

radio,  7,026  radio  fam. 
KUIN,  250w,  1340kc,  MBS,  Grant 

D       4.32     4.32     6.48    10.80    16.20  27.00 

N  6.40  6.40  9.60  1  6.00  24.00  40.00 
KGPO(FM),  Chan.  245,  96.9mc,  3.1kw,  Bonus 

KLAMATH    FALLS,     Klamath,    11,735  fam., 

97.6%  radio,  11,453  radio  fam. 
2  AM  affiliates,  average  1-tIme  rate 

D       4.50     5.00     9.50    15.00    23.00  35.00 

N  4.85  5.42  10.37  16.2:  25.50  37.50 
KFJI,  5kw-D,  Ikw-N,  llSOkc,  MBS,  Grant 

D       4.0O     4.00     9.00    15.00    21.00  35.00 

N  4.00  4.00  9.00  15.00  21.00  35.00 
KFLW,  250w,  1450kc,  ABC,  McKinney,  Hooper, 

D      5.00     6.00    10.00    15.00    25.00  35.00 

N       5.70     6.85    11.75    17.50    30.00  40.00 
lA  GRANDE,  Union,  4,914  fam.,  97.2%  ra- 
dio, 4,776  radio  fam. 
KLBM,  250w,  1450kc 

D       3.75     3.75     5.50    10.75    18.00  30.00 

N      3.75     3.75     5.50    10.75    18.00  30.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


BKOADCASTING 


TELECASTING 


^  Br  WALTB  f.  5UKN.  MIDDUBUtr,  VBIMOHI 

3  t950.  BfoadcasUng  PubticaUons,  Inc. 

MARKETBooK  MAP  ^3.L"::xr":sCs.:Ln. 

(D  Number  o(  FM  Broadcasting  Stations 
^    Number  ot  Telecasting  Statia 


30M  1  Hr 
7.50  1  2.00  1  8.00  30.00 
8.50    14.00    21.00  35.00 


McMINNVlLLE,   Yamhill,  9,332   fam.,  97.8% 

radio,  9,126  radio  fom. 
KMCM,  Ikw,  1260;<c 

SB        IM      5M  15M 

D 

N       3.75  4.13 

MEDFORD,  Jackson,   16,171    fam.,  97.2%  ra- 
dio, 15,718  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D       7.00     7.00     7.60    15.20    22.80  38.00 

N       7.50     7.50    14.00    28.00    42.00  70.00 

KMED,  5kw-D,  Ikw-N,  1440kc,  NBC 

D       9.00     9,00     8.00    16.00    24.00  40.00 

N      9.00     9.00    16.00    32.00    48.00  80.00 

KYJC,   250w,    1230kc,    ABC,   Western  Radio 

Sales,  McHugh 

D       5.00     5.00     7.20    14.40    21.60  36.00 

N       6.00     6.00    12.00    24.00    36.00  60.00 
NEWPORT,   Lincoln,  5,916  fam.,  97.0%  ra- 
dio, 5,738  radio  fam. 
KNPT,  250w,  1230kc 
(CP.  Ikw,  1310kc) 

D       3.50     5.25     7.00    14.00    21.00  35.00 

N       4.00     6.00     8.00    16.00    24.00  40.00 
ONTARIO,  Malheur,  6,462  fam.,  96.1%  ra- 
dio, 6,209  radio  fam. 
KSRV,  250w,  1450kc,  Conlan 

D       3.75      3.75     5.50    10.75    18.00  30.00 

N       3.75      3.75      5.50    10.75    18.00  30.00 

OREGON    CITY,    Clackamas,    24,182  fam., 

98.2%  radio,  23,746  radio  fam. 
KGON,  250w,  1230kc 

D       7.00     7.00    12.00    24.00    36.00  60.00 

N       7.00     7.00    12.00    24.00    36.00  60.00 

PENDLETON,   Umatilla,   11,498  fam.,  97.1% 

radio,  11,164  radio  fam. 
KWRC,  250w,  1240kc 

D       2.00      2.90      8.65    13.80    23.00  40.25 

N       2.00      2.90      8.65    13.80    23.00  40.25 

PORTLAND,  Multnomah,  130,885  fam.,  97.3% 

radio,  127,351   radio  fam. 

PINEVILLE,  Crook,  2,497  fam.,  97.5%  radio, 

2,434  radio  fam 
KRCO,  Ikw-D,  690kc 
(No  rates  available) 

4  AM  affiliates,  average  1-time  rote 

D     16.50    24.37    28.33    36.87    63.25  115.50 

N     32.50    48.75    56.66    73.75  126.75  231.50 

4  AM  non-affiliates,  average  1-time  rate 

D       6.91      7.87    14.75    27.31    47.40  87.43 

N      8.00     9.25    20.00    40.00    67.50  122.50 

KBKO,  Ikw-D,  1290kc,  Forjoe 

D      6.00     7.50    15.00    24.00    39.60  66.00 

KEX,  .50kw,    n90kc,    ABC,    Free   &  Peters, 

Hooper,  BMB 
D     20.00    25.00  40.00    67.00  112.00 

N     40.00    60.00  80.00  135.00  225.00 


MARKET  INDICATORS  FOR  OREGON 


FIGURES 
1,510,148 
1.01% 
421,829 
97.4% 
410,861 


CLASSIFICATIONS 
Population   

%  of  U.  S  

Families   

Percent  Radio   

Radio  Families   

Retail  Sales    $1,410,259,000 

Retail  Trade  Employes    71,002 

Wholesale  Sales  Volume    $1,886,737,000 

Wholesale  Trade  Employes  . .  29,350 

Employment  (Mid-March)  . .  324,625 

Taxable  Payrolls  (1st  quarter)  $  222,623,000 

Income    $2,134,000,000 


Percent  distribution 

Per  Capita  Income  

Percent  of  national  per  capita 

income   

New  Construction  (Private)  .  $ 

Residential    $ 

Non-Residential    $ 

Value  added  by  Manufacture  $ 

Automobile  Registration   

Telephones   

Note:  1949  Retail  Sales,  copyright  1950 
unlicensed.  1948  Retail  Sales,  Dept, 

KEX-FM,  Chan.   222,  92.3mc,  56kw,  Free  & 

Peters,  Bonus 
KGW,  5k w,  620kc,  NBC 

SB  IM  5M 
D  20.00  27.50  32.50 
N     40.00    55.00  65.00 


Petry 

15M      30M  1  H' 

40.00    66.00  110.00 

80.00  132.00  220.00 


37.50  75.00  150.00 
75.00  150.00  300.00 


KOIN,  5kw,  970kc,  CBS,  Avery-Knodel 
Hooper,  BMB 

D     15.00    30.00  32.50 

N     30.00    60.00  65.00 

KOIN-FM,  Chan.  266,  101  .Imc,  48.6kw,  Bo- 
nus 

KPDQ,  Ikw-D,  800kc,  Rambeau 
D  8.00    14.00    24.00    40.00  70.00 

KPFM(FM),  Chan.  246,  97.1mc,  1.6kw 
D  4.00  10.00    15.00  25.00 

N  8.00  20.00    30.00  50.00 

KPOJ,  5kw,  1330kc,  MBS,  Blair,  Hooper, 
Conlan 

15.00  20.00  30.00 
30.00  40.00  60.00 
Chan.   254,  98.7mc, 


YR.  FIGURES 

'50  1,089,684 

'50  0.83% 

'50  343,280  ' 

'49  93.7% 

'50  386,000 

'49  1,590,621,000  ' 

'48  43,909  ' 

'48  441,300,000  ' 

'48  15,894  ' 

'48  314,015 

'48  202,736,000  ' 

'48  633,000,000  ' 

'48  0.84%  ' 

'48  579  ' 

'48  101%  ' 

'49  30,000,000  ' 

'49  14,400,000  ' 

'49  6,800,000  ' 

'47  156,696,000  ' 

'49  574,331  ' 

'49  258,100  ' 

Sales  Management."  Further  reproducti 
of  Commerce,  1948  Census  of  Business. 

*  *  * 
KWJJ,  lOkw,  lOSOkc,  Burn-Smith 
KWJJ-FM,   Chan.    235,    95.5mc,   3kw,  Bu 

Smith,  Bonus 
KXL,  lOkw,  750kc, 

SB  IM 
D  8.50  8.50 
N       8.50  8.50 


1.04% 
$1,302 

92% 
164,900,000 
87,900,000 
39,400,000 
675,017,000 
632,109 
379,900 


D  10.00 
N  20.00 
KPOJ-FM, 

Bonus 
D  6.25 
N  7.50 


7.50 
10.00 


15.00 
25.00 


31.25 
50.00 


45.00  90.00 
90.00  180.00 
50kw,  Blair, 

50.00  93.75 
75.00  125.00 


Walker 

5M      15M  30M  1 

15.00    30.00  60.00  12C 

15.00    30.00  60.00  12C 

ROSEBURG,  Douglas,  15,101  fam.,  97.0% 

dio,  14,647  radio  fam. 
KRNR,  250w,  1490kc,  MBS,  Keating 
D      3.25     4.65     9.50    12.00    16.00  2. 
N      5.00     6.25    11.50    14.00    21.00  3, 
SALEM,   Marion,    1,323   fam.,   97.9%  ra 

1,299   radio  fam. 
KOCO,'  250w,  1490kc,  Rambeau 
D       5.00     5.00    10.00    16.00    24.00  4( 
N      6.00     6.00    12.00    20.00  30.00 
KSLM,  Ikw,  1390ke,  MBS,  McKinney 
D       5.00     6.00    10.00  18.00 
N      7.50     9.00    15.00  24.00 

TILLAMOOK,  Tillamook,  5,177  fam.,  97 

radio,  5,042  radio  fam. 
KTIL,  250w,  1590kc 
D       2.20      2.65     5.60  10.55 
N      3.10     3.55     6.60  13.20 


McH 
24.00  4C 
36.00  6( 


16.50 
19.80 


OREGON  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Baker  

Benton  

Clackamas.. 
Clatsop  


1950 
Population 

16,067 
31,524 
86,574 
30,571 


1940 
Population 
18,297 
18,629 
57,130 
24,697 


1950 
Families 
4,487 
8,805 
24,182 
8,539 


1950 
Radio-Families 

4,320 
8,611 
23,746 
8,316 


%  Radio 

96.3 
97.8 
98.2 
97.4 


1949 
Retail  Sales 

22,479 
24,489 
40,941 
37,793 


1948 
Retail  Sales 

16,372 
25,274 
50,129 
33,882 


Employment 
Mid-March 

2,544 
4,323 
8,254 
6,804 


Taxable  F 
rolls-lst 
1948  (SC 
1 
2 
5 
4 


(Continued  on  page  1 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Fa  milies,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sc 
copyright   1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Comme 
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BROADCASTING    •  Telecasti 


COmPREHENSlUE 


COUERHGE 


i,osmopolis 


Raymond 
South  Bend 


I  fitonyille      ^  MT  RAiNiff 


LEWIS 


Wwtock 


KGW 

5.000  watts 
620  kc 


Seaside  f  / 
1/ 


Rainief 


J.ongvidw 


Woodland 

I  Helens' 


ARK 


I  RxtgefiWd 


^ASHING  TOJT")  ^Vanf^QUV^aJ     \  ^'"^0 

Cornelius   Hillst>ordi^K^   ^wv-f  ^ 

Gfesham      •  «     .  Ll  / 


fcrest  Grove 
YAMHILL 


Beaverton 


NevKbetg* 
C*flton»  • 
O«yto 


HBOLN 


X  M(^villf        Swoodbu^  Moiiila../- 

«  Shefidan*»f^^f..  •  / 

d  — 1  POLH  S  •   V  Fa 


"Oregon  City/   /     Mg      I  HO 


STATION 

c 


Salem 


\  Independence 


Silvertori, 

■Salem 

Slayton 


Ido 


Waidpo 


%  %  BENTON  \ 
Pniiomatfi     >       •    •  A 


I  Brownsville 


Sweet  Home 


Junction  Cityl 


Eugene 


Ipnngtield 


IS'jvdspc  This  chart,  compiled  from  official,  half-milivolt 
contour  maps  filed  with  the  FCC  in  Washing- 
_  ton,  D.  C,  or  from  field  intensity  surveys,  tells 
^COOS  the  story  of  KGWs  Conceniioied  Coverage  of 
the  fastest-growing  market  in  the  nation. 


mm 

. .  .  key  ci'fy 
of  the  great  Northwest 

Oregon's  metropolis,  home  of  radio  station  KGW, 
is  the  population,  wage,  distribution,  marketing 
and  cultural  center  of  the  fastest-growing  area  in 
the  nation,  in  the  Pacific  Northwest  we  have 
more  dwelling  units,  electrified  farms,  electrical 
appliances,  cars  and  bathrooms  per  capita  than 
anywhere  else  in  the  nation.  We  have  higher  per 
capita  income.  Factory  wages  are  greater,  work- 
ers more  productive.  We  use  2V2  times  more 
electricity  per  capita  and  pay  less  for  it  than  any 
other  region.  We  actually  live  2V2  years  longerl 
And  new  people  are  pouring  into  the  rich  Pacific 
Northwest!  1950  census  figures  give  Oregon  a 
39%  population  increase  for  the  past  10  years. 
Washington  has  grown  36%. 

The  great  Northwest . . .  the  nation's  newly-found 
land  of  opportunity  ...  is  blanketed  by  KGW. 
THROUGH  COMPREHENSIVE  COVERAGE  KGW  DE- 
LIVERS the  rich/  growing  market. 


f^mM  PORTLAND 
W«  OREGON 

ON   THE   EFFICIENT  620  FREQUENCY 


AFFILIATED       WITH  NBC 

^REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 
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1949 

1948 

Employment 

Taxable  Pay 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Soles 

Retail  Sales 

Mid-March 

rolls— 1st  Qtr 

County 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000 

22  725 

20,971 

6,347 

6,213 

97.9 

16,524 

16,431 

4,212 

2,99 

41  558 

32,466 

11,608 

11,259 

97.0 

36,505 

45,332 

9,936 

7,82. 

Crook 

8,941 

5,533 

2,497 

2,434 

97.5 

4,626 

,  6,480 

1,450 

1,12' 

Curry 

5,997 

4,301 

1,675 

1,613 

96.3 

2,587 

4,666 

609 

31 

Dcsch  utcs 

21  706 

18,631 

6,063 

5,881 

97.0 

26,740 

30,610 

4,257 

3,14- 

DouQ  los 

54,064 

25,728 

15,101 

14,647 

97.0 

24,323 

45,936 

9,782 

6,92i 

Oi  1 1  iom 

2,807 

2,844 

784 

763 

97.4 

4,142 

3,551 

523 

17 

8,275 

6,380 

2,311 

2,257 

97.7 

6,016 

6,821 

1,133 

75 

Hornsy 

6,068 

5,374 

1,694 

1,622 

95.8 

5,173 

7,200 

1,052 

97 

Hooci  River 

12,662 

11,580 

3,536 

3,461 

97.9 

11,761 

12,262 

1,571 

95 

Jockson 

57,894 

36,213 

16,171 

15,718 

97.2 

45,924 

60,962 

9,788 

6,48 

Jefferson 

5,505 

2,042 

1,537 

1,487 

96.8 

1,724 

3,859 

354 

24 

Josephine 

26,313 

16,301 

7,350 

7,026 

95.6 

16,523 

27,468 

4,000 

2,6C 

K  lomoth 

42,014 

40,497 

11,735 

11,453 

97.6 

62,907 

55,193 

8,776 

5,83 

Lake 

6,637 

6,293 

1,853 

1,778 

96.0 

7,876 

8,455 

1,040 

71 

124,948 

69,096 

34,901 

34,063 

97.6 

90,173 

124,551 

23,563 

16,11 

Lincoln 

21,180 

14,549 

5,916 

5,738 

97.0 

13,196 

18,544 

4,161 

2,53 

53,623 

30,485 

14,978 

14,483 

96.7 

26,046 

50,013 

10,815 

6,95 

Malheur 

23,136 

19,767 

6,462 

6,209 

96.1 

15,949 

23,541 

2,198 

1,3( 

Marion                            .  . 

  100,379 

75,246 

28,038 

27,449 

97.9 

70,696 

97,603 

13,898 

9,01 

Morrow 

4,739 

4,337 

1,323 

1,299 

98.2 

3,764 

4,502 

384 

2' 

^Au  I  tnomah 

468  571 

355,099 

130,885 

127,351 

97.3 

632,225 

619,943 

149,241 

105,0f 

26  184 

19  989 

7  313 

7  137 

97.6 

1 1,504 

14,727 

3  829 

Sherman-  

  2,260 

2,321 

631 

624 

oo  o 

yo.y 

i,y<sd 

189 

Tillamook  

  18,536 

12,263 

5,177 

5,042 

97.4 

12,033 

16,794 

■  3,538 

2,5 

Umatilla   

  41,165 

26,030 

11,498 

11,164 

97.1 

30,882 

40,199 

5,198 

3,2: 

Union  

  17,593 

17,399 

4,914 

4,776 

97.2 

19,514 

18,059 

2,754 

1,81 

Wallowa  

  7,212 

7,623 

2,014 

1,969 

97.8 

6,998 

.  6,436 

691 

•  4; 

Wasco  

  15,511 

13,069 

4,332 

4,197 

96.9 

20,165 

21,059 

1,942 

1,0' 

Washington  

  61,221 

39,194 

17,100 

16,740 

97.9 

28.736 

39,982 

5,231 

3,1. 

Wheeler  

  3,290 

2,974 

918 

881 

96.0 

2,009 

1,660 

568 

4: 

Yamhill  

  33,410 

26,336 

9,332 

9,126 

97.8 

25,381 

30,027 

5,341 

3,3 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale: 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc 


PENNSYLVANIA 


SPOT  RATE  FINDER 

ALLENTOWN,    Lehigh,    54,968    fam.,  96.5% 
radio,  53,044  radio  fam. 

3  AM  affiliates,  average   1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  9.00  11.16  17.66  35.33  55.00  91.66 
N     14.33    17.16    29.00    58.00    87.00  145.00 

WAEB,  SOOw-D,  Ikw-N,  790kc,  ABC,  Holling- 

bery,  Conlan 
D     10.00    10.00    20.00    40.00    60.00  100.00 
N     15.00    15.00    30.00    60.00    90.00  150.00 
WFMZ  (FM),  Chan.  264,  100.7mc,  20kw 
D       1.50      2.20     3.00     4.50     7.50  15.00 
N       1.80     3.00     4.00     6.00    10.00  20.00 
WHOL,  250w,   1230kc,   CBS,  Meeker 
D       7.00      8.50    15.00    30.00    51.00  85.00 
N     12.50    12.50    25.00    50.00    75.00  125.00 
WKAP,    Ikw-D,    1580kc,  Forjoe 
D       6.00      8.00    12.00    24.00    36.00  60.00 
WKAP-FM,     Chan.     292,     106.3mc,  0.78kw, 

Forjoe,  Bonus 
WSAN,    5kw,    1470kc,    NBC,  Headley-Reed, 

Hooper 

D      10.00    15.00    18.00    36.00    54.00  90.00 
N     16.00    24,00    32.00    64.00    96.00  160.00 
WSAN-FM,  Chan.  260,  99.9mc,  8kw,  Headlev- 
Reed 

D       2.00      3.00      3.60     7.20    10.80  18.00 
N       3.20      4.80      6.40    12.80    19.20  32.00 
AITOONA,  Bloir,  38,808  fam.,  94.9%  radio, 
36,828  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D  6.72  6.72  19.31  31,05  46.72  77.62 
N     10.08    10.08    25,68    43.50    67.75  108.75 

WFBG,  250w,   1340kc,   NBC,  Headlev-Reed 
D       8.00      8,00    16.00    32.00    48.00  80.00 
N     12,00    12,00    24.00    48.00    72.00  120.00 
WFBG-FM,  Chan.  279,  103.7mc,  Ikw,  Headley- 
Reed,  Bonus 
WJSW,   Ikw-D,  500w-N,  1290kc,  MBS.  Burn- 
Smith,  Conlan 
D       6.00      6.00    20,00    30,00    45.00  75,00 
N      9.00      9.00    25.00    40.00    65.00  100.00 
WJSW-FM,  Chan.  243,  96.5mc,  0,25kw,  Bonus 

Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lotions  of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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HEADLEY-ilEED 
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[E    Location  ol  City  and  numbsr  of 

Standard  (AM)  Sroadcasting  Stations 
(iJ  Number  of  FU  Broadcasting  Stations 
A    Number  o(  Telecasting  Stations 
MAP  SY  WALTD  P.  BURN,  MJDOtEBURT,  VBMOHT 
&  7950,  Broadcasting  Publicab'ons,  Inc. 


WRTA,   250w,    1240kc,    ABC,  Meeker 

SB  IM  5M  15M  30M  1  Hr 
D  6,00  6,00  20,00  30.00  45,00  75.00 
N  9.00  9.00  25.00  40.00  65.00  100,00 
WVAM,  Ikw,  1430kc,  CBS,  Weed 
D  6,90  6.90  21.25  32.20  48.90  80.50 
N  10.35  10.35  28.75  46.00  69.00  115.00 
APOllO,    Armstrong,    22,521    fam.,  94.4% 

radio,  21,259  radio  fam. 
WAVL,    Ikw-D,  910kc 
D       4.50     6.00    10.00    20.00  34.00 
BEAVER  FALLS,  Beaver,  48,868  fam 

radio,    46,229   radio  fam. 
WBVP,   250w,  1230kc 
D       5.25     5.25    12.00    25.00  40,00 
N       8.00      8.00    15.00    30.00  50.00 
BETHLEHEM,     Northampton,  51,316 

96.3%   radio,  49.417  radio  fam. 
WGPA,  250w-D,  llOOkc 
D       5.75     8.75    17.50    28.00  42.00 
WGPA-FM,    Chan.    236,   95.1  mc,  lOkw 
N       2.00      2.50      5,00    10,00  15.00 
BIOOMSBURG,  Columbia,  14,881  fam. 

radio,  14,032  radio  fam. 


56.00 
94.6% 


60.00 
90.00 
fam.. 


70.00 


25,00 
94.3% 


AM  non-afTiliates,  overage   1-time  rote 
7.12     7.75    11.32    18.65    31.35  53,75 


10,50    22,50  40,00 


2 
D 

WCNR,  SOOw-D,  930kc 
D  4.25  5.50  9.25 
WLTR,  Ikw-D,  690kc 
D  10.00  10.00  13.40 
N  15,00  15,00  20,00 
BRADDOCK,  Allegheny,  421,301  fam 
radio,  405,712  radio  fam. 


26.80 
40.00 


40.20  67.50 
60  00  100  00 
96,3% 


Friedenberg 
15M      30M     1  Hr 
40.00    60.00  100.00 
(FM)  Pittsburgh) 

fam.. 


95.7% 


24.00  36.00 
fam.,  95.0% 


60.00 
radio. 


WLOA,  Ikw-D, 
SB  IM 
D       6.00  9.00 
(Includes  WLFM 
BRADFORD,    McKeon,  15,728 

radio,  15,051   radio  fam. 
WESB,  250w,  1490kc,  MBS,  Ra-Tel,  Conlan 
D       4.00     5.00    10.00    20.00    30.00  50.00 
N       5.00     6.00  12.00 
BUTLER,   Butler,  27,175 

25,816  radio  fam. 
2    AM   non-affiliates,   average   1-time  rate 
D  7.00    17.25    21.00    42.50  72.50 

WBUT,  500w-D,  1580kc 
D  2.50  4.00  12.00 
WBUT-FM,     Chan,  280, 

Bonus-Days  only. 
N        .83      1.33      4.00     5.67  11.67 
WISR,  250w-D,  680kc,  Hooper,  BMB 
D  10.00    22.50    25.00    50.00  85.00 

WISR-FM,  Chan.  249,  97.7mc,  0.56kw,  Bonus 
CARBONDALE,     Lackawanna,     71,646  fam., 

94,6%    radio,   67,777   radio  fam. 
WCDL,  250w,  1230kc,  Cooke 
D       5.00     7.00    12.00    24.00  36.00 
N       7.00     9.00    18.00    36.00  54.00 
CARLISLE,  Cumberland,  26,279  fam.,  94.8% 

radio,   24,912  radio  fam. 
WLXW,   Ikw-D,  1380kc 

D       6.40     8.00    14.40    28.80    43.20  72.00 
CHAMBERSBURG,  Franklin,  21,241   fam.,  92- 
8%  radio,  19,711  radio  fam. 


17.00  35.00  60.00 
103.9mc,  0.72kw, 

20.00 


60.00 
90.00 


Forjoe,  Conlan 
15M  30M 
28.80    43.20  7! 


WCHA,    Ikw-D,  800kc, 
SB        IM  5M 
D       7.50     7.50  14.40 
WCHA-FM,  Chan.  249,  95.9mc,  0.82kw.  1 

joe,  Bonus-Days  only. 
N  (1/3  of  AM  rates) 
CHARLEROI,  Washington,  58,380  fam., 

8%  radio,  55,344  radio  fam. 
WESA,  250w-D,  940kc 

D  5.75  6.75  10.00  20.00  30.00  5( 
CHESTER,    Delaware,    115,369    fam.,  97 

radio,  112,830  radio  fam.  

2  AM  non -affiliates,  average  1-time  rat 
D  8.75  10.00  19.00  38.00  57.00  9.' 
WPWA,  Ikw,  1590kc,  Conlan 
D  7.50  10.00  18.00  36.00  54.00  9( 
N  7.50  10.00  18.00  36.00  54.00  9l 
WVCH,  250w-D,  740kc 
D     10.00    10.00    20.00    40.00    60.00  10 

(Continued  on  page  182) 
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made  to 
FIT 

your  needs 


■Si- 


•  •  • 


In  Harrisburg,  third  in  Pennsylvania  sales,  WHP 
is  overwhelmingly  FIRST  in  radio. 

Its  alert  and  public  spirited  program  formula  has 
won  many  an  award  in  its  quarter  century  of  broad- 
casting. WHP  is  prouder  still  of  the  fact  that  it  has 
consistently  held  an  unparalleled  share  of  the  listenef 
interest  in  its  community. 

In  its  new  home  on  the  dial  at  580  kilocycles  and 
its  more  effective  power  of  5,000  watts  day  and  night, 
WHP  will  extend  its  coverage  throughout  a  much 
wider  area  in  Pennsylvania's  rich  South  Central  belt 
and  beyond. 

Now,  more  than  ever  before,  WHP  is  the  national 
advertiser's  best  radio  buy  in  the  highest  per-capita 
retail  sales  center  in  the  Keystone  State. 

Your  road  to  increased  sales  in 
South  Central 
Pennsylvania 


HARRISBURG,  PA 


PENNSYLVANIA 

SPOT  RATE  FINDER 

(Continued  from  page  180) 

CLEARFIELD,  Clearfield,  23,916  fam.,  93.9% 

icdio,   22,457  radio  fam. 
WCPA,  Ikw-D,  900kc 

SB        IM      5M       15M  30M     1  Hr 

D       5.00     5.00    15.00    20.00  35.00  50.00 

COATESVILLE,  Chester,  44,327  fam.,  95.2% 
radio,  42,199  radio  fam. 

WCOJ,   Ikw-D,  1420kc   ^ 

D       7.00     7.00    16.00    32.00  48.00  80.00 

CONNEILSVILLE,    Fayette,   52,913   fam.  93.- 

9%  radio,  49,685  radio  fam. 
WCVI,  250w,  1340kc 

D  4.00  5.00  10.00  20.00  30.00  50.00 
N       6.00     7.00    16.00    32.00    48.00  80.00 

DOYLESTCWN,    Bucks,    40,288    fam.  97.5% 

radio,  39,280  radio  fam. 
W3UX,  250W-D,  1570kc 

D  4.50  6.00  1  2.00  24.00  36.00  60.00 
Dubois,  Clearfield,  23,916  fam.,  93.9%  radio, 

22,457  radio  fam. 
WCED,  250w,  1230kc,  CBS,  McGillvro 
D       5.00     6.25    12.90    22.40    36.40  56.00 
N       5.00     6.25    12.90    22.40    36.40  56.00 
WCED-FM,  Chan.  271,   102.1mc,  9.5kw,  Mc- 

Giiivra,  Bonus 
EASTON,  Northampton,  51,316  fam.,  96.3% 

radio,  49,417  radio  fam. 
WEEX  (FM),  Chan.  252,  93.3mc,  Ikw 
D       3.50     3.50     6.00    10.00    15.00  25.00 
N       4.50     4.50      7.00    16.00    25.00  45.00 
WEST,  250w,  1400kc,  MBS,  NBC,  Meeker,  Con- 
Ian 

D       5.00     6.00    12.25    27.50    40.00  60.00 
N       9.00      9.00    18.00    35.00    55.00  90.00 
WEST-FM,  Chan.  300,  107.9mc,  16kw,  Meeker, 
Bonus 

ERIE,  Erie,  61,007  fam.,  95.4%  radio,  58,200 
radio  fam. 

3  AM  affiliates,  average  1-time  rata 

D       9.00      9.00    16.33    31.33    49.33  83.33 

N     15.00    15.00    26.00    53.00    80.66  135.00 

WERC,  5kw,  1260kc,  NBC,  Weed,  Hooper 
D  12.00  12.00  20.00  40.00  60.00  100.00 
N  18.00  18.00  30.00  60.00  90.00  150.00 
WERC-FM,  Chan.  260,  99.9mc,  9.7kw,  Bonus 
V/EEL  (FM),  Chan.  246,  97.1me  (no  rates  arail- 
able) 

WICU    (TV),   Chan.   12,   2kw-aur.;  4kw-vis., 

Headley-Reed 
D     38.00    38.00    65.75  105.00  157.50  262.50 
N     50.00    50.00  105.00  140.00  210.00  350.00 
WIKK,  5kw,  1330kc,  ABC,  Taylor,  Hooper 
D       8.00      3.00    16.00    32.00    48.00  80.00 
N     14.00    14.00    28.00  56.00 
WLEU,  250w,  1450kc,  MBS 
D       7.00     7.00    13.00  22.00 
N     13.00    13.00    20.00  43.00 
WLEU-FM,  Chan.  250,  97.9mc,  9kw 
0       5.00      5.00    10.00    20.00    30.00  50.00 
N      7.00     7.00    20.00    30.00    40.00  60.00 
WPLN,  250w,  1400kc  (no  rates  available) 
GREENSBURG,    Westmoreland,    82,083  fam., 

95.3%  radio,  78,225  radio  fam. 
WHJB,  Ikw-D,  500w-N,  620kc,  Cooke 
0       5  60     7.00    17.00    34.00    51.00  85.00 
N      8.00    10.00    25.00    50.00   75.00  125.00 
HANOVER,  York,  56,544  fam.,  95.3%  radio. 

53,886  radio  fam. 
WHVR,  Ikw.D,  500w-N,  1280kc 
D       7.00     7.00    14.00    28.00    42.00  70.00 
N     1000    10.00    20.00    40.00    60.00  100.00 
HARRISBURG,   Dauphin,   55,063  fam.,  96.1% 

radio,  52,915  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

8  6/S  8.99  18.16  36.33  55.33  90.00 
N       9.83      9.83    27.50    52.50    80.00  133.33 

WABX  fFM),  Chan.  265,  100.9mc,  Ikw 
D  1.00  2.00  4.00  10.00  17.50  25  0^ 
N  1.00  2.50  5.00  12.50  20.00  27.50 
WHGB,  250w,  1400kc,  ABC,  Weed.  Conlon 
D  7.50  7.50  17.00  34.00  51.00  85.00 
N  9  50  9. SO  25.00  50.00  75.00  125.00 
WHP,  5kw,  580kc,  Boiling 

D  15.00  12.00  20.00  40.00  60.00  100.00 
N  18.00  18.00  30.00  60.00  90.00  150.00 
WHP-FM,  Chan.  247,  97.3mc,  4kw  (40%  dupli- 
cation of  AM,  balance  sold  indeoendently) 
WKBO,  250w,  1230kc,  MBS,  NBC,  Meeker. 
Conlon 

D  6.50  7..'iO  17.50  35.00  55.00  85.00 
N  12.00  12.00  27.50  47.50  75.00  125.00 
HAZLETON.    Luzerne,    109,279    fam.,  95.5% 

radio,  104,361  radio  fam. 
WAZI.  ''50w.  1490'-c,  NBC,  Meeker 
n       4.00        00    10.00    20.00    30.00    45  00 
M       "^OO      5.90    14.00    30.00    46.00  70.00 
WA7L-FM,  Chan.  250,  97.7mc,  3kw,  Meeker, 

Boni.is 

HOfU'^STEA'l    A'leghenv.  421,301  fam.,  96.3% 

roH'o,  405,712  rn^'io  frtrn. 
WHOn.  950v«'.r),  860l«-.  Ortale 
D       8.50      8  50    17.00    34.00    51.00  85.00 
HUNTINGDON,     Huntingdon,     11,382  fam., 

91.9%  radio,  10,460  radio  fam. 
WHUN,  250w.  1400''c,  MBS 
D       3.00      4.50    13.00    16.90    29.25  52.00 
N       5.00     6.00    15.60    26.00    45.50  78.00 


84.00  140.00 


40.00  70.00 
68.00  115.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


INDIANA,  Indiana,  21,477  fam.,  94.0%  radii 

20,188  radio  fam. 
WDAD,  250w,  1450kc,  CBS,  McGillvro,  Conloi 
SB        IM       5M       15M     30M     1  Ht 
D       5  00     6.00    12.90    22.40    36.40  56.0 
N       5.00     6.00    12.90    22.40    36.40  56.0 

JOHNSTOWN,  Cambria,  58,253  fam.,  94.0 
radio,  54,816  radio  fam. 

3  AM  affiliates,  average  1-time  rote  '» 
D  6  33  6.66  18.16  30.00  45.16  75.0 
N       9.00    10.00    24.66    42.66    65.66  106.6 

WARD,  250 w,  1490kc,  CBS,  Weed 

D       5.00     6.00    18.50    28.00    42.50  7O.0 

N       6.00     9.00    25.00    40.00    60.00  lOO.C 

WARD-FM,  Chan.  287,  105. 3mc,  llkw 

D  5.00     8.50  16.0^ 

N  5.00     8.50  16.0'U 

WCRO,    250w,    1230kc,    ABC,    MBS,  Youns'i 

Radio  Reps. 
D       6.00      6.00    20.00    30.00    45.00  75.0 
N       9.00      9.00    25.00    40.00    65.00  lOO.d 
WJAC,    250w,    1400kc,    NBC,  Headley-Ree| 

Hooper 

D  8.00  8,00  16.00  32.00  48.00  80.C  i 
N  12.00  12.00  24.00  48.00  72.00  120.( 
WJAC-FM,  Chan.  238,  95.5mc,  3.8kw,  Heai 

ley-Reed,  Bonus 
WJ AC-TV,  Chan.  13,  3.7kw-aur.;  6.5kw-vis|l 

ABC,  CBS,  DuMont,  NBC,  Headley-Reed  I 
D  15.00  15.00  22.50  36.00  54.00  90.( 
N     22.50    22.50    37.50    60.00    90.00  150.( 

KITTANNING,  Armstrong,  22,521  fam.,  94.4' 

radio,  21,259  radio  fam. 
WACB,  500w-D,  1380kc 

D      3.85     5.60    12.60    25.20  37.80  63.( 

LANCASTER,   Lancaster,  65,401  fam. 
radio,  61,149  radio  fam. 


93.5=^ 


2  AM  affiliates,  average  1-time  rote 
D       6.75     7.80    18.75    37.50    57.50  87..' 
N    .12.00    12.00    28.75    48.75    77.50  127..', 


>ed  X, 
90.^  f 
130./ 


WGAL,    250w,    1490kc,    MBS,    NBC,  Mesk 

Conlan  ,  1" 

D      6.50     7.60    17.50    35.00    55.00  85.( 
N     12  00    12.00    27.50    47.50    75.00  125.<  if 
WGAL-FM,  Chan.  257,  101 .3mc,  16kw,  Meek«^ 

Bonus  .  vr 

WGAL-TV,   Chan.  4,  0.88kw-our.;   Ikw-vi  ( 

ABC,  NBC,  CBS,  DuMont,  Meeker  xU| 
D  25  00  25.00  45.00  72.00  108.00  180.(f 
N  40  00  40.00  75.00  120.00  180.00  300.1'; 
WLAN,  Ikw,  1390kc,  ABC,  Headley-Reed 
D  7  00  8.00  20.00  40.00  60.00 
N  12.00  12.00  30.00  50.00  80.00 
WLAN-FM,  Chan.  245,  96.9mc,  20kw,  Heodle 

Reed,  Bonus 
LEBANON,  Lebanon,  22,741  fam.,  95.4%  r 

dio,  21,(594  radio  fam. 
WLAB  (FM),  Chan.  281,  104.1mc,  4.4kw 
D       4  00     4.00      8.00    12.00    18.00  30.; 
N      6.00     6.00    12.00    18.00    24.00  40.' 
WLBR,  Ikw,  1270kc,  Rambeau,  Conlan 
D  7.50    18.00    35.00    55.00  85. 

N  7.50    18.00    35.00    55.00  85. 

WLBR-FM,  Chan.  261,  100.1  mc,  0.64kw,  Roi 

beau.  Bonus 
LEMOYNE,  Cumberland,  26,279  fam.,  94.8 

radio,  24,912  radio  fam. 
WCMB,  Ikw-D,  960kc,  Cooke 
D       9.00      9.00    18.00    37.50    55.00  90 
LEWISTOWN,  Mifflin,  12,167  fam.,  93.1%  i 

dio,  11,327  radio  fam. 
WKVA,  Ikw-D,  920kc 

D  7  50  7.50  12.00  24.00  36.00  60 
WMRF,     250w,     1490kc,     NBC,  Burn-Smi 

Hooper,  Conlan,  BMB 
D       4  50     4.50    10.00    13.00    22.50  40 
N      6:00     6.00    12.00    20.00    35.00  60 
WLTN  (FM),  Chan.  250,  97.9mc,  2.25kw,  Bur 

Smith  (40%  of  AM  rates) 
LOCK  HAVEN,  Clinton,  10,150  fam.,  94.3 

radio,  9,480  radio  fam. 
WBPZ  250w,  1?30kc,  MBS,  McGillvro.  Horn 
D  4.50  4.50  10.00  13.00  22.50  40' 
N  6.00  6.00  12.00  20.00  35.00  60 
McKEESPORT,      Allegheny,      421,301  for 

96.3%  radio,  405,712  radio  fam. 


2  AM  non-affiliate,  average  1 -♦''"f 

D      6.00     8.50    16.00    40.00    60.00  90 


WEDO,    Ikw-D,  810kr 


94.; 


D  6.00  9.00  16.00  40.00  60.00  90|  ^ 
WMCK,    Ikw,  1360kc 

D       6  00      8.00    16.00    40.00    60.00    90*  (( 
N       6^00      8.00    16.00    40.00    60  00  90 
WMCK-FM,     Chan.     285,     104.9mc,  O.SkllD 

Bonus 

MEADVIILE.  Crawford,   21,956  fam 

radio,   20.704   radio  fam. 
WMGW.  250w.  1490kc  i 
D       4  15     5  00    12. '5    ?7.50    40.00  60 
N  6.75    18.00    35.00    55.00  90! 

WMGW-FM,  Chan.  262,  100.3mc,  lOkw,  ( 

data  available) 
MORRISVUIE.    Bucks,    40,288    fam.,  97.; 

radio,   39,280    rodio  fam. 
WBUD,  250w.  '"'."Okc,  McGillvro 
D  8  00    18.00    30.00    48.00  80 

N  8.00    18.00    30.00    48.00  80 

NANTICOKE,   Luzerne.   109,279  fam.,  95.; 

radio,   104,361   rodio  fam. 
WHWL.    Ikw-D.  730kc.  Forioe 
D       5  00     6.50      8.21    22.78    37.80  63 
N      7.50    10.00    14.00    36.00    60.00  96 
NEW  CASTLE.  Lawrence,  29,353  fam.,  95. 

radio,  27,914  radio  fam. 
WKST,  Ikw,  1280kc,  MBS,  Katr,  Conlan 
D       6.50      8.00    14.00    28.00    42.00  7C 
N     10.00    12.00    20.00    40.00    60.00  IOC 
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BROADCASTING 


Telecasti 


One  of  the  nation's 
oldest  voices  is 

I      The  radio  voice  of 

WQAN  •  630  KC 

SELLING 
185,057  RADIO  HOMES 
720,229  CONSUMERS 
WITHIN  A  371/2  MILE 
RADIUS 


THE  NEW  HIGH  SPOT 
|| N  MUSIC,  NEWS, 
IMPORTS  FOR  THE  GREAT 
lANTHRACITE  MARKET 


iCRANTON.  PENN. 

Represented  by  . 
The  Boiling  Company 


SCRANTON,  PA. 

WSCR  covers  a  market  of 
1,190,156  population 
which  annually  spends 
850  million  in  retail  sales. 

Programming  is  especially 
attuned  to  large  Slav  and 
other  foreign  populations 
in  Lackawanna  (Scranton) 
and  Luzerne  (Wilkes-Barrey 
counties.  Slav  population 
alone  totals  286,735;  Ital- 
ian 59,706. 

1000  WAHS  (d) 
on  1,000  kc 

DALE  ROBERTSON 
General  Manager 

THE  WALKER  CO. 
Nat'l.  Representatives 

limiiiiinniiiinmnininiinniiinniniiniiininniiiiiiiiiiininiiiiiiii 

ROADCASTING    •  Telecasting 


WKST-FM,  Chan.  266,  101. Imc,  3kw,  Katz 

SB  IM  5M  15M  30M  1  Hr 
D  1.40  1.75  3.50  7.00  10.50  17.50 
N      2.00     2.50     5.00    10.00    15.00  25.00 

NEW    KENSINGTON,    Westmoreland,  82,083 

fam.,  95.3%  radio,  78,225  radio  fam. 
WKPA,  250W-D,  1150kc 

D      5.00     6.00    12.00    25.00    38.00  68.00 

NORRISTOWN,    Montgomery,    97,989  fam., 

97.3%  radio,  95,343  radio  fam. 
WNAR,  500w,  lllOkc,  Grant 
D      6.50     7.50    21.00    42.00    63.00  105.00 
OIL    CITY,    Venango,    18,167    fam.,  94.2% 

radio,  17,113  radio  fam. 
WKRZ,   250w,    1340kc,  Conlan 
D       2.00     4.50     9.00    18.00    26.50  48.00 
N      2.00     5.25    11.00    22.50    33.00  60.00 
PHILADELPHIA,    Philadelphia,   574,639  fam., 
96.1%   radio,    552,228    radio  fam. 


AM  afFiiiates, 
30.50  34.50 
52.50  57.00 


average    1-time  rate 
51.12  102.25  155.25  261.50 
86.87  166.25  251.25  425.00 


6  AM  non-affiliates,  average   1-time  rate 
D      13.75    13.83    22.16    42.50    64.66  106.66 
N     21.16    19.50    34.25    64.75  102.75  161.25 

KYW,   50kw,   1060kc,    NBC,   Free   &  Peters, 
BMB,  Pulse 

D  30.00  30.00  50.00  100.00  150.00  250.00 
N  60.00  60.00  100.00  200.00  300.00  500.00 
KYW-FM,  Chan.  223,  92.5mc,  20kw,  Free  & 

Peters,  Bonus 
WCAU,  50kw,  1210kc,  CBS,  Radio  Soles 
D     37.00    45.00    60.00  120.00  180.00  300.00 
N     75.00    90.00  120.00  240.00  360.00  600.00 
WCAU-FM,  Chan.  251,  98.1  mc,  llkw.  Bonus 
WCAU-TV,     Chan.     6,     13.5w-aur.;  27kw- 

vis.,  CBS,  Radio  Soles 
D     60.00    60.00    78.75  126.00  189.00  315.00 
N   100.00  100.00  131.25  210.00  315.00  525.00 
WDAS,  250w,  1400kc,  Forjoe 
D      5.00     6.00    12.00    24.00    36.00  60.00 
N      7.50     9.00    18.00    36.00    54.00  90.00 
WFIL,   5kw,   560kc,   ABC,    Katz,  Pulse 
D     35.00    38.00    52.50  105.00  165.00  300.00 
N     35.00    38.00    52.50  105.00  165.00  300.00 
WFIL-FM,  Chan.  271,  102.1mc,  lOkw,  Katz, 

Bonus 

WFIL-TV,   Chan.   6,    13.5kw-aur.;  27kw-vis., 
ABC,  Katz 

D  80.00  80.00  140.00  224.00  336.00  560.00 
N  100.00  100.00  175.00  280.00  420.00  700.00 
WFLN  (FM),  Chan.  239,  95.7me,  20kw 
D  6.00  6.00  15.00  30.00  45.00  75.00 
N  6.00  6.00  15.00  30.00  45.00  75.00 
WHAT,  250w,  1340kc,  Pulse 
D  7.00    24.00    48.00    72.00  120.00 

N  7.00    24.00    48.00    72.00  120.00 

WHAT-FM,  Chan.  287,  105.3mc,  20kw,  Bonus 
WIBG,  lOkw,  990kc,  Young 
D     15.00    21.00    32.00    68.00  105.00  180.00 
N     21.00    30.00    50.00  100.00  185.00  285.00 
WIBG-FM,  Chan.  231,  94.1mc,  20kw,  Bonus 
WIP,  5kw,  610kc,   MBS,   Petry,  BMB 
D     20.00    25.00    42.00    84.00  126.00  196.00 
N     40.00    50.00    75.00  120.00  180.00  300.00 
WIP-FM,   Chan.  227,   93.3mc,   20kw,  Petry, 
Bonus 

WJMJ,  Ikw-D,  1540kc,  McGillvra 
D     10.00    15.00    20.00    40.00    60.00  100.00 
WPEN,    5kw,    950kc,  Rambeau 
D     25.00    25.00    35.00    50.00    75.00  100.00 
N     35.00    35.00    45.00   75.00  100.00  150.00 
WPEN-FM,  Chan.  275,  102.9mc,  20kw,  Ram- 
beau, (Rates  on  request) 
WPTZ   (TV),  Chan.  3,  9kw-aur.;  18kw-vis., 

NBC,  NBC  Spot  Sales 
D     70.00    70.00  105.00  168.00  252.00  420.00 
N   150.00  150.00  175.00  280.00  420.00  700.00 
WTEL,  250W-D,  860kc 

D  9.00    11.00    25.00    40.00  80,00 

PITTSBURGH,  Allegheny,  421,301  fam.,  96.3% 
radio,  405,712  radio  fam. 


4  AM  affiliates, 
D  23.00  28.25 
N     46.00  57.50 


average    1-time  rate 
46.87    90.00  138.75  226.15 
93.75  180.00  277.50  452.25 


3  AM  non-offiliates,  average   1-time  rate 
D      9.25    14.16    23.66    48.66    73.00  121.66 

KDKA,  50kv/,  l620kc,   NBC,  Free  &  Peters, 

BMB,  Hooper 
D     40.00    40.00    60.00  120.00  180.00  300.00 
N    80.00   80.00  120.00  240.00  360.00  600.00 
KDKA-FM,  Chan.  225,  92.9mc,  9kw,  Free  & 

Peters,  Bonus 
KQV,  Skvf,  1410kc,  MBS,  Weed,  Hooper 
D     14.00    20.00    35.00    70.00  105.00  175.00 
N    28.00   40.00   70.00  140.00  210.00  350.00 
KQV-FM,   Chan.   251,   98.1mc,   2kw,  Weed, 
Bonus 


For  Facts  on  the 
Johnstown  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WJAC 


WCAE,  5kw,  I250kc,  ABC,  Katz,  BMB,  Hooper 
SB       IM       5M       15M      30M      1  Hr 
D      19.00    27.50    47.50    95.00  150.00  237.50 
N     38.00    55.00    95.00  190.00  300.00  475.00 

WCAE-FM,  Chan.  241,  96.1mc,  12kw,  Bonus 

WDTV  (TV),  Chan.  3,  8.3kw-aur.;  16.6kw-vis., 
DuMont 

D  15.00  45.00  67.50  108.00  162.00  270.00 
N     25.00    75.00  112.50  180.00  270.00  450.00 

WJAS,  5kw,  1320kc,  CBS,  Hollingbery,  Hooper 
D  19.00  27.50  45.00  75.00  120.00  192.00 
N     38.00    55.00    90.00  150.00  240.00  384.00 

WJAS-FM,  Chan.  259,  99.7mc,  24kw,  Holling- 
bery, Bonus 

WKJF  (FM),  Chan.  229,  93.7mc,  20kw 
(See  Transit  Radio  listing) 

WLFM  (FM),  Chan.  246,  96.9mc,  20kw 
(Bonus  with  WLOA,  Braddock,  Pa.) 

WPGH,   Ikw-D,   lOBOkc,   Radio  Reps 

D      8.00    12.50    18.00    40.00    60.00  100.00 

WPGH-FM,  Chan.  273,  102.5mc,  22kw,  Bonus 

WPIT,.lkw-D,  730kc,  Ra-Tel,  Hooper 

D      7.50    12.50    25.00    50.00    75.00  125.00 

WPIT-FM,  Chan.  268,  101.5me,  19kw,  Ra-Tel, 
Bonus 

WWSW,  5kw,  970kc,  Blair,  Hooper 

D     12.25    17.50    28.00    56.00    84.00  140.00 

N     14.00    20.00    40.00    80.00  120.00  200.00 


233,  94.5mc,  B.Skv/,  Blair, 


WWSW-FM,  Chan. 
Bonus 

POnSVILLE,  Schuylkill,  55,944  fam.,  94.8% 
radio,  53,034   radio  fam. 

WPAM,  250v/,  1450kc,  MBS,  McKinney, 

Ian,  BMB,  Crossley 
D      4.00     6.00    11.00    18.00  30.00 
N      5.50     7.50    15.00    22.50  45.00 


Con- 


50.00 
65.00 


WPAM-FM,  Chan.  238, 
Kinney,  Bonus 

WPP  A,  Ikw-D,  SOOw-N, 
D  5.80  16.00 

N  7.25 


95.5mc,  5.1  kw,  Mc 


WPPA-FM,  Chan. 
D  2.55 
N  3.40 


20.00 

270, 


1360kc 
32.00 
40.00 

101.9mc, 
9.60 
12.00 


48.00  80.00 
60.00  100.00 

2.8kw 

19.20  38.40 
24.00  48.00 


READING,  Berks,  71,076  fam.,  96.2%  radio, 
68,375  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

D      7.00     7.66    18.16    35.00    55.00  86.66 

N     12.00    12.00    27.16    51.83    82.33  131.66 


WEEU,  Ikw,  850kc,  ABC,  Headley-Reed 

D      8.00     8.00    20.00    40.00    60.00  100.00 

N     12.00    12.00    30.00    60.00    90.00  150.00 

WEEU-FM,  Chan.  225,  92.9mc,  9kw,  Bonus 
WHUM,  250w,  1240kc,  CBS,  Hollingbery 
D      6.50     7.50    17.00    30.00    50.00  75.00 
N     12.00    12.00    24.00    48.00    82.00  120.00 

WRAW,  250w,  1340kc,  NBC,  Meeker,  Conlan 
D  6.50  7.50  17.50  35.00  55.00  85.00 
N     12.00    12.00    27.50    47.50    75.00  125.00 

ROCHESTER,  Beaver,  48,868  fam.,  94.6%  ra- 
dio, 46,229  radio  fam. 

WRYO,  250w-D,  1050kc 

D      2.50     3.50    10.00    20.00    35.00  60.00 

SCRANTON,  Lackawanna,  71,646  fam.,  94.6% 
radio,  67,777  radio  iom. 


2  AM  affiliates,  average  1-time  rate 

D     10.10    10.10    16.50    29.50    44.50  74.00 

N     16.00    16.00    33.00  109.00    88.50  147.50 


2  AM   non-affiliates,  average   1-time  rate 
D      8.90     8.90    15.50    31.00    47.50  77.50 


WARM,  5kw,  590kc,  ABC,  Hollingbery 

D      7.20     7.20    12.00    24.00    36.00  60.00 

N     12.00    12.00    24.00    48.00    72.00  120.00 

WARM-FM,  Chan.  229,  93.7mc,  Hollingbery, 
Bonus 

WGBI,   Ikw-D,  500w-N,  910kc,  CBS,  Blair, 
Hooper 

D  13.00  13.00  21.00  35.00  53.00  88.00 
N     20.00    20.00    42.00    70.00  105.00  175.00 

WGBI-FM,  Chan.  267,  101 .3mc,  1.8kw,  Blair, 
Bonus 

WQAN,  500w-D,  630kc,  Boiling 

D      7.80     7.80    13.00    26.00  39.00  65.00 

N      7.80     7.80    13.00    26.00  39.00  65.00 

WQAN-FM,  Chan.  222,  92.3mc,  1.8kw,  Bonus 
daytime 

Night  rotes  on  request 

WSCR,  Ikw-D,  lOOOkc,  Walker 

D     10.00    10.00    18.00    36.00    56.00  90.00 

(Continued  on  page  184) 


Pennsylvania  s 

3rd  Market 
theNo  J  Station 


w 
I 

L 
K 


ABC 

affiliate; 

WILKES 
BARRE 


5000  Watts 

Daytime  (1000  W.  Nighttime) 

Beginning  About  Sept.  I 

{Present  Power  250  W) 


AVERY-KNODEL,  INC.,  Nat'l  Rep. 
608  Fifth  Ave.,  New  York  20  [ 
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PENNSYLVANIA 

SPOT  RATE  FINDER 

(Continued  from  page  183) 

SHAMOKIN,    Northumberland,    32,650  fan 

94^%  radio,  30,919  radio  fam. 
WISL,   Ikw,   USOkc,  MBS,  Forjoe,  Conlon 


5M  15M 
20.00  35.00 
20.00  35.00 
31,153  fam.. 


30M  1  Hr 

50.00  80.00 

50.00  80.00 

95.3%  radio. 


SB  IM 
D  5.00  6.50 
N  5.00  6.50 
SHARON,  Mercer, 

29,688  radio  fam. 
WPIC,    Ikw-D,   790k<:,  Young, 
D  7.50    12.00  24.00 

WPIC-FM,  Chan.  275,  102.9mc,  26kw,  Younq 
D  3.00     6.25    12.50    20.00  30.00 

N  5.00    10.00    20.00    30.00  50.00 


Hooper 
36.00  60.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


For  Facts  on  the 
AUentown  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WSAN 


SOMERSET,    Somerset,    22,803    fam.,  92.6% 

radio,  21,115  radio  fam. 
WVSC,  250w-D,  990kc 

SB  IM  5M  15M  30M  1  Hr 
D  4.00  5.50  10.00  16.00  24.00  40.00 
ST.  MARYS,   Elk,  9,620  fam.,  94.8%  radio, 

9,119  radio  fam. 
WKBI,  250w,  1400kc 

D  3.00  4.50  10.00  13.00  22.50  40.00 
N  5.00  6.00  12.00  20.00  35.00  60.00 
STATE  COLLEGE,  Centre,  18,335  fam.,  94.5% 

radio,  17,326  radio  fam. 
WMAJ,  250w,  1450kc,  MBS 
D       4.50     3.45    11.50    15.00    25.00  46.03 
N      5.00     4.75    14.00    23.00    40.00  69.00 
STROUDSBURG,  Monroe,  9,393  fam.,  94.9% 

radio,  8,913  radio  fam. 
WVPO,  250w-D,  840kc,  Walker,  Radio  Reps 
D      5.00     5.00    10.00    20.00    30.00  50.00 
SUNBURY,     Northumberland,     32,650  fam, 

94.7%  radio,  30,919  radio  fam. 
WKOK,  250w,  1240kc,  ABC,  Continental 
D       4.50     4.50    10.00    13.00    22.50  40.00 
N      6.00     6.00    12.00    20.00    35.00  60.00 
WKOK-FM,  Chan.  231,  94.1mc,  4.4kw,  ABC, 

Continental,  Bonus 
UNIONTOWN,   Fayette,   52,913  fam.,  93.9% 

radio,  49,685  radio  fam. 
WMBS,  Ikw,  590kc,  CBS,  Meeker 
D      4.50     7.50    15.00    30.00    45.00  75.00 
N      7.50    12.50    25.00    50.00    75.00  125.00 
WMBS-FM,  Chan.  289,  105.7mc,  1.5kw,  Meek- 
er, Bonus 

WARREN,  Warren,  11,893  fam.,  94.2%  radio, 

11,203  radio  fam. 
WNAE,  Ikw-D,  1310kc 

D      6.00     6.00    10.00    16.00    24.00  40.00 


MARKET  INDICATORS  FOR  PENNSYLVANIA 


YR. 


FIGURES  YR 


CLASSIFICATIONS  FIGURES 
Population    10,435,965 

%  of  U.S   6.97% 

Families   2,915,074 

Percent  Radio    95.5% 

Radio  Families   2,783,895 

Retail  Sales    $8,830,894,000 

Retail  Trade  Employes    509,287 

Wholesale  Sales  Volume  ..  .  .$10,750,483,000 
Wholesale  Trade  Employes  . .  151,097 
Employment  (Mid-March)  ..  3,010,812 
Taxable  Payrolls  (1st  quarter)  $1,971,296,000 
Income   $15,126,000,000 

Percent  distribution    7.34% 

Per  Capita  Income    $1,444 

Percent  of  national  per  capita 

income    102% 

New  Construction  (Private)  .  $  784,200,000 

Residential    $  371,600,000 

Non-Residential    $  229,900,000 

Value  added  by  Manufacture  $6,946,956,000 

Automobile  Registration    2,752,985 

Telephones    2,775,100 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductio: 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


'50 

9,900,180 

'41 

'50 

7.54% 

'41 

'50 

2,529,140 

'4r 

'49 

95.7% 

'4(. 

'50 

2,512,000 

'41 

'49 

9,030,166,000 

'41  i 

'48 

368,329 

'31 

'48 

3,347,500,000 

'3: 

ini  inn 

o 

'48 

2,903,465 

'4',L 

'48 

1,732,947,000 

'4 

'48 

6,225,000,000 

'4 

'48 

8.21% 

'4 

'48 

628 

'48 

109% 

'4  , 

4y 

OOA  1  AA  AAA 
(IliO,100,000 

3 

'49 

128,700,000 

'49 

44,800,000 

■h 

'47 

2,476,862,000 

'3 

'49 

2,570,792 

'4 

'49 

1,961,600 

WNAE-FM,  Chan.  221,  92.1mc,  0.49kw 

D       1.50      1.50      2.50     4.00      6.00  10.00 


A 

HOT 
TIP! 


PLACE  YOUR  MONEY  ON  THE  FIRST*  IN  THE  THIRD** 
*WBRE  is  the  FIRST  STATION  in 


Pennsylvania's  THIRD  largest  Marketing  Area  (Wyoming  Valley) 


WBRE  has  been  running  on  a  fast 
track  for  over  twenty-five  years. 

And  their  Advertisers  have  been 
"cashing-in"  their  tickets  in  top 
profits  . . .  right  across  the  board. 


So  if  you're  tired  of  "horsing" 
around  with  unsure  results  from 
your  advertising  dollars  .  .  .  place 
your  money  on  WBRE  .  .  .  the 
FIRST*  in  the  THIRD**. 


AM 
FM 


WBRE 

WILKES-BARRE,  PENNA.  Affiliate 


WASHINGTON,    Washington,  58,380 
94.8%  radio,  55,344  radio  fam. 

WJPA,  250w,   1450kc,  MBS,  McGillvra, 
Ian 

5M  15M  30M 
10.80  21.60  32.40 
14.40  28.00  43.20 
282,    104.3mc,  6kw, 


SB 

D  3.60 
N  5.40 
WJPA-FM, 
Gillvra, 


IM 
5.40 
7.20 
Chan. 
Bonus 


fam 

f 

Cor 

1  H 
54.C1 
72Xy 
M. 


WILKES-BARRE,  Luzerne,  109,279  fam.,  95.5'= 
radio,   104,361    radio  fam. 

3  AM  afFiliates,  average   1-time  rate 
D       8.00      7.50    13.08    26.16    38.33  62.<?f» 
N     10.00      9.83    19.00    37.33    53.66  9^.( 

WBAX,   250w,   1240kc,   MBS,  Burn-Smith 
D  6.50    13.00    26.00    38.00  62.( 

N  9.50    19.00    37.00    55.00    90.U  » 

WBRE,  250w,  1340kc,  NBC,  Hooper,  Conic 
D  9.00  9.00  13.75  27.50  39.00  63.( 
N  11.00  11.00  20.00  39.00  52.00  95.( 
WBRE-FM,  Chan.  253,  98.5mc,  2.2kw,  Bom' 
WILK,    250w,     1450kc,     ABC,  Avery-Knod.. 

(CP.  for  5kw-D,  Ikw-N,  980kc) 
D  7.00  7.00  12.50  25.00  38.00  63.( 
N  9.00  9.00  18.00  36.00  54,00  90.( 
WILK-FM,  Chan.  241,  96.1mc,  3.1kw,  Aver' 

Knodel,  Bonus 
WIZZ(FM),  Chan.  277,  103.3mc,  20kw,  Trans 

Radio 

D  5.00  5.00  12.00  24.00  36.00  60.( 
N      3.50      3.50      8.40    16.80    25.20  42.( 

WILIIAMSPORT,  Lycoming  28,185  fam.,  94.V 
radio,  26,522  radio  fam. 

2  AM  affiliates,  average  1-time  rate 
D       6.15     7.65    13.95    28.15    41.60  68 
N       8.10      9.90    19.80    39.10    59.90  99.( 


WLYC(FM),  Chan.  286,  105 
D  4.00  5.00  8.00  16 
N  4.00  5.00  8.00  16 
WRAK,  250w,  1400kc,  NBC, 

er.  Con  Ian 
D       4.80     7.80    14.40  28 
N      7.20    10.80    21.60  43 
WRAK-FM,  Chan.   262,  100. 

Kinney,  Bonus 
WWPA,  250w,  1340kc,  CBS, 
D       7.50     7.50    13.50  27 
N       9.00      9.00    18.00  35 
YORK,  York,  56,544  fam.,  95. 

radio  fam. 


Imc,  3.2kw 
.00    24.00  40. 
.00    24.00  40, 
McKinney,  Hoc 

,80  43.20  72. 
,20  64.80  108 
3mc,  3.2kw,  W 

Burn-Smith 
,50  40.00  65. 
,00  55.00  90 
3%  radio,  53,8 


2  AM  affiliates,  average  1-time  rate 
D       6.50      7.50    17.50    35.00    55.00  85. 
N     12.00    12.00    27.50    47.50    75.00  125 

WNOW,  Ikw-D,  1250kc,  Conlan 
D  6.00  7.50  19.75  33.25  46.75  75. 
N  S.OO  10.00  26.50  44,50  62.50  100. 
WNOW-FM,  Chan.  289,  105.7mc,  18kw,  Bon 
WORK,  5kw,  1350kc,  MBS,  NBC,  Meek 
Conlan 

D  6.50  7.50  17.50  35.00  55.00  85. 
N  12.00  12.00  27.50  47.50  75.00  125. 
WRZE  (FM),  Chan.  253,  98.5mc,  8kw 
D  1.25  2.00  5.00  15.00  30.00  60. 
N  1.25  2,00  5.00  15.00  30.00  60. 
WSBA,  Ikw,  910kc,  ABC 
D  6,50  7.50  17.50  35.00  55.00  85 
N  12.00  12.00  27.50  47.50  75.00  125 
WSBA-FM,  Chan.  277,  103.3mc,  20kw,  Bor 


For  Facts  on  the 
Lancaster  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WLAN 
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PENNSYLVANIA  RADIO  MARKET  DATA  BY  COUNTIES 


1949 


1948 


Employment    Taxable  Pay 


eunty 


legheny-. 
IJhmsfrong  . 

iavsr  

dford  

rks  


air  

adford  . 

ucks  

tier  

ambra!.. 


I  smeron  . 

•V 

^arbon  

!l[|fentre  

til 

hester  ... 


i^learfield  . 

^inton  

)0slunibia  . 
in 


1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio- Families 

%  Radio 

Retail  Sales 
(Est.)  (*000) 

Retail  Sales 

II    C     /C  ftft  \ 

U.  d.  (^OQU) 

Mid-March 
1 948 

rolls-lst  Qtr. 
To^  /^nrwi^ 

1  T**0  ^^UwU^ 

39  435 

12  313 

11  537 

93.7 

20,397 

31,786 

7,411 

3,459 

1  411  539 

421  3C1 

405  71 2 

96.3 

1 ,470,448 

1 ,424,333 

500,227 

353,268 

80  626 

81  087 

22  521 

21  259 

94.4 

45,521 

54,274 

17,360 

11,924 

1 74  948 

156  754 

48  868 

46,229 

94.6 

1  23,280 

139,377 

57,828 

42,374 

40  668 

40  80? 

1 1  359 

10  313 

90.8 

21,352 

24,027 

3,953 

1,918 

254  454 

1  ,oo*t 

71  076 

68  375 

96.2 

223,763 

231,140 

84,244 

51,098 

138  934 

1 40  358 

riQ  ono 
Ou, OUO 

36  828 

94.9 

121,979 

1 13,091 

21,222 

10,679 

51  481 

50  615 

14  380 

13  402 

93.2 

34,716 

37,321 

7,805 

4,233 

1 44  234 

107  715 

40  288 

39  280 

97.5 

71,852 

102,347 

23,245 

14,018 

97  290 

87  590 

27  175 

25  816 

95.0 

68,812 

74,965 

17,906 

11,858 

21 3  459 

58  253 

54  816 

94.1 

171 ,990 

1 54,453 

56,529 

38,140 

7,105 

6,852 

1,984 

1 ,835 

oo 
yA.o 

6  163 

1  112 

568 

57,391 

61,735 

16,031 

15,469 

96.5 

32,393 

36,803 

1  o,o40 

1  o,o*y 

65,642 

52,608 

1 8,335 

1 7,326 

94.5 

40,475 

45,155 

O  *7rtC 

D,\AJO 

158,691 

135,626 

44,327 

42,199 

95.2 

1 1 2,ooy 

1  Ao,A^o 

OQ  AAfi 
AOfAAM 

IT  liOA 

1  /  fOT^ 

38,284 

38,410 

10,693 

9,944 

93.0 

23,325 

28,836 

6,356 

3,926 

85,622 

92,094 

23,916 

22,457 

93.9 

51,550 

61,112 

17,105 

9y7A. 

36,340 

34,557 

10,15C 

9,480 

94.3 

24,010 

26,495 

7,169 

4,1 8(r 

53,276 

51,413 

14,881 

14,032 

94.3 

32,122 

40,395 

14,353 

7,932 

i4b(ources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950 
copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employr 


(Continued  on  page  186) 

Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
lent,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


i 


New 
Construction 

Almost 
Completed! 


NOW  ...  for  the  FIRST  time- 
complete  coverage  of  the  great 
Scranton  -  Wilkes-Barre  Area-- 

%  Pennsylvania's  3rd  Market 
#  Annerica's  21st  Market 


Represented  Nationally  By 

eEORGE  P.  HOLLINGBERY  CO. 

NEW  YORK  CHICAGO 


Scranton  and  Wilkes-Barr*  combin* 
in  a  natural  trading  area  exceeded  in 
population  by  only  20  other  maior 
miricets.  And  WARM'S  new  construc- 
tion will  deliver  the  only  complete 
coverage   of    this    great   buying  area. 


Affiliated  with  A  BC^^ 

The  American  Broadcasting  Co. 


August  14,  1950    •    Page  185 


PENNSYLVANIA  RADIO  MARKET  DATA  BY  COUNTIES  (Continued  from  page  185) 


County 

1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
Mid-March 
1948 

Taxable  Pay- J  > 
rolls— 1st  Qtr. 
1948  ($000)  ' 

78,604 

71,644 

21,956 

20,704 

94.3 

64,983 

69,887 

16,038 

9,217  j 

94,079 

74,806 

26,279 

24,912 

94.8 

55,162 

71,803 

15,835 

8,183  ! 

197,127 

177,410 

55,063 

52,915 

96.1 

196,547 

192,893 

56,402 

35,529  1 

413,023 

310,756 

115,369 

1 1 2,830 

97.8 

296,813 

291,504 

74,068 

51,162  1 

Elk  

34,443 

34,443 

9,620 

9,119 

94.8 

20,365 

20,546 

10,608 

6,309  1 

218,407 

180,889 

61,007 

58,200 

95.4  ^ 

183,590 

214,295 

73,199 

48,687 i 

189,432 

200,999 

52,913 

49,685 

93.9 

130,560 

1 40,368 

35,682 

24,100 

4,919 

5,791 

1,374 

1,283 

93.4 

2,466 

2,361 

789 

439mi 

76,045 

69,378 

21,241 

19,711 

92.8 

47,000 

61,186 

14,580 

7,5474' 

10,364 

10,673 

2,894 

2,650 

91.6 

3,389 

4,230 

575 

216l, 

45,251 

44,671 

1 2,639 

11,703 

92.6 

20,795 

23,045 

11,032 

8,347 1 

40,750 

41,836 

11,382 

10,460 

91.9 

23,690 

24,447 

7,849 

4,420|, 

Indiana  

76,889 

79,854 

21 ,477  ' 

20,188 

94.0 

46,396 

53,912 

13,532 

8,881-  ' 

Jefferson  

48,824 

54,090 

1 3,637 

12,736 

93.4 

34,366 

35,408 

11,038 

15,226 

15,373 

4,253 

3,882 

91.3 

7,145 

9,700 

1,852 

67i  '< 

Lackawanna  

256,494 

301,243 

71,646 

67,777 

94.6 

204,698 

204,343 

70,074 

40,988. 

iancaster  

234,137 

212,504 

65,401 

61,149 

93.5 

200,722 

214,306 

58,892 

32,1 3> 

iawrence  

105,085 

96,877 

29,353 

27,914 

95.1 

82,399 

86,810 

26,440 

17,77-/;  , 

Lebanon  

81,415 

72,641 

22,741 

21,694 

95.4 

65,457 

73,188 

22,245 

12,97.'- 

196,789 

177,538 

54,968 

53,044 

96.5 

186,686 

190,701 

63,391 

36,64f 

Xuzerne  

391,219 

441,518 

109,279 

104,361 

95.5 

300,607 

306,024 

107,746 

66,80: 

100,903 

93,633 

28,185 

26,522 

94.1 

82,357 

86,264 

26,351 

14,94/ 

56,308 

56,673 

15,728 

15,051 

95.7 

49,663 

49,272 

16,834 

9,77: 

Mercer  

111,530 

101,039 

31,153 

29,688 

95.3 

88,837 

99,330 

31,501 

22,64; 

43,559 

42,993 

12,167 

11,327 

93.1 

31,773 

33,504 

11,411 

6,41  < 

Monroe  

33,627 

29,802 

9,393 

8,913 

94.9 

29,546 

33,176 

7,596 

3,91? 

Montgomery  

350,804 

289,247 

97,989 

95,343 

97.3 

303,443 

310,367 

88,356 

57,29; 

Montour  

15,973 

15,466 

4,461 

4,099 

91.9 

7,414 

7,432 

1,896 

97! 

Northampton  

183,712 

168,959 

51,316 

49,417 

96.3 

159,584 

164,609 

67,255 

44,91 ; 

116,889 

126,887 

32,650 

30,919 

94.7 

80,506 

88,251 

31,108 

17,40. 

24,728 

23,213 

6,907 

6,485 

93.9 

10,438 

14,233 

2,130 

88i 

Philadelphia  .-  

2,057,210 

1,931,334 

574,639 

552,228 

96.1 

2,209,935 

2,108,988 

750,739 

509,391 

Pike  

8,367 

7,452 

2,337 

2,210 

94.6 

4,313 

5,490 

694 

32; 

Potter  

16,752 

18,201 

4,679 

4,000 

91.9 

12,871 

13,020 

1,765 

78, 

Schuylkill  

  200,281 

228,331 

55,944 

53,034 

94.8 

136,244 

138,380 

42,004 

23,87 

Snyder  

24,524 

20,208 

6,850 

6,322 

92.3 

7,415 

11,127 

2,568 

1,06 

Somerset  

  81,635 

84,957 

22,803 

21,115 

92.6 

50,310 

54,223 

12,656 

7,31 

Sullivan  

6,720 

7,504 

1,877 

1,721 

91.7 

2,609 

3,612 

870 

40  i 

Susquehanna  

31,845 

33,893 

8,895 

8,299 

93.3 

17,407 

19,473 

2,691 

1,17 

Tioga  

35,384 

35,004 

9,883 

9,240 

93.5 

21,940 

25,261 

5,501 

3,14, 

Union  

23,095 

20,247 

6,451 

6,083 

94.3 

10,836 

12,203 

2,717 

1,18  V 

Venango   

65,038 

63,958 

18,167 

17,113 

94.2 

45,958 

47,608 

15,264 

9,28' 

Warren  

42,579 

42,789 

1 1 ,893 

11,203 

94.2 

45,504 

45,102 

.  9,163 

5,35  ' 

  209,001 

210,852 

58,380 

55,344 

94.8 

150,142 

159,730 

51,664 

35,55  ' 

28,004 

29,934 

7,822 

7,329 

93.7 

19,554 

21,987 

3,641 

1,55 

293,859 

303,41 1 

82,083 

78,225 

95.3 

206,250 

244,164 

72,973 

48,32 

16,676 

16,702 

4,658 

4,364 

93.7 

11,916 

13,303 

1,496 

73-  ^ 

York  

202,430 

178,022 

56,544 

53,886 

95.3 

164,027 

170,769 

61,351 

35,41  . 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Fomilies  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  8MB;  1949  Retail  Salei  / 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ut-Quarter  1948,  Dept.  of  Commerci 
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KIKTKKN*  CKNTS 


Population;  Los  Angeles  103,174  Behind 


More  people  are  living  in  Philad 


■ 

la 


^CCOROIWG 


I950 


More  people  in  Philadelphia 
are  listening  to  WFIL 

DOES  THAT  MEAN  THAT  ADVERTISERS 
WILL  FIND  MORE  PHILADELPHIA 
PROSPECTS  PER  DOLLAR  THROUGH  WFIL  ? 


If  you're  an  advertiser,  let  us  prove 
it 


OH  YOUR 


ABC  AFFILIATE 
THE  KATZ  AGENCY 


FOR    PEill    SELLING    IN    AMERICA'S    THIRD  MARKET 
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RHODE  ISLAND  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Bristol  

Kent  

Newport  

Providence.... 
Washington.. 


1950 
Population 

1940 
Population 

1 950 
Families 

1 950 
Radio-Families 

%  Radio 

1949 

Datnil  Celiac 

(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  (SOOO) 

Employmer 
Mid-March 
1948 

29,039 

25,543 

8,111 

8,046 

99.2 

14,401 

16,530 

7,744 

77,651 

58,311 

21,690 

21,408 

987 

42,782 

53,140 

13,645 

53,940 

46,696 

15,067 

14,871 

98.7 

45,001 

41,957 

5,414 

579,467 

550,298 

161,862 

160,081 

98.9 

553,050 

559,607 

218,583 

46,221 

32,493 

12,910 

12,535 

97.1 

37,149 

37,557 

8,091 

1948  (SOOO) 
4,729 
8,267 
2,670 
135,147 
4,848 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1950  "Soles   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


RHODE  ISLAND 


NEWPORT,  Newport,  15,067  fam.,  98.7%  ra- 
dio, 14,871   radio  fam. 

WRJM,  Ikw-D,  1540kc 

SB  IM  5M  15M  30M  1  Hr 
D       4.00     7.50    10.00    24.00    36.00  60.00 


PAWTUCKET,  Providence,  161,862  fam.,  98.9% 
radio,  160,081   radio  fam. 

WPAW,  500w-D,  1380kc 

D       3.00     5.00      6.50    16.50    27.50  50.00 


SPOT  RATE  FINDER 

WEAN,  5kw,  790kc,  MBS,  Retry,  Hooper 


PROVIDENCE,     Providence,  161,862 
98.9%  radio,  160,081  radio  fam. 


fam.. 


4  AM  affiliates,  average  1-time  rate 

D     11.25    12.00    22.00    44.00    66.00  110.00 

N     22.50    24.00    44.00    88.00  129.50  220.00 


3  AM  non-affiliates,  average  1-time  rate 

D       5.58      8.86    17.70    35.33    55.33  88.66 


WDEM,  500w-D,  1290kc 

D  5.75  8.60  17.10  34.00  52.00  86.00 
N       7.60    11.50    23.00    46.00    69.00  114.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WRIB 

Providence,  Rhode  Island 

NOW  1  KW! 

A  BIG  Buy  In  Coverage 
A  BIG  Buy  In  Audience 

NO  CHANGE  IN  RATES! 

See  For  joe  for  the  story  of 
the  biggest  independent  au- 
dience gains  in  recent  Provi- 
dence history! 

WRIB 

1,000  watts 
1  2  2  0   k  c 


SB  IM  5M  15M  30M  1  Hr 
D  11.00  11.00  22.00  44.00  66.00  110.00 
N     22.00    22.00    44.00    88.00  132.00  220.00 


WFCI,     5kw,     1420kc,     ABC,  Avery-Knodel, 
Hooper 

D  10.00  10.00  20.00  40.00  60.00  100.00 
N     20.00    20.00    40.00    80.00  120.00  200.00 


WHIM,  Ikw-D,  lllOkc,  Young,  Ketell-Carter 
D       5.00     9.00    18.00    36.00"   54.00  90.00 


WJAR,  5kw,  920kc,  NBC,  Weed 

D       9.00    12.00    22.00    44.00    66.00  110.00 

N     18.00    24.00    44.00    88.00  122.00  220.00 


WJAR-FM,  Chan.  238,  95.5mc,  20kw,  Bonus 


WJAR-TV,   Chan.    11,    15kw-aur.;  30kw-vis., 

CBS,   NBC,  DuMont 
D     40.00    40.00    65.00  100.00  150.00  250.00 
N     40.00    40.00    65.00  100.00  150.00  250.00 


WLIV(FM),  Chan.  229,  107.7mc,  20kw 
(Sold  in  combination  with  WDEM,  Providence, 
R.  I.) 


WPJBfFM),  Chan.     286,     lOS.lmc,  20kw, 

Walker 

D       3.00  3.00     6.00    12.00    18.00  30.00 

N       6.00  6.00    12.00    24.00    36.00  60.00 


WPRO,  5kw,  630kc,  CBS,  Raymer,  Hooper 
D      15.00    15.00    24.00    48.00    72.00  120.00 
N     30.00    30.00    48.00    96.00  144.00  240.00 


WPRO-FM,  Chan.  222,  92.3mc,  20kw,  Bonus 


WRIB,  Ikw,  1220kc 

D  6.00  9.00  18.00  36.00  60.00  90.00 
N      6.00     9.00    18.00    36.00    60.00  90.00 


WESTERLY,  Washington,   12,910  fom.,  97.1% 
radio,  12,535  radio  fam. 


WERI,    250w,    123Qkc,    Continental,  Brannan, 
Conlan 

D  3.50  4.50  9.00  18.00  30.00  50.00 
N       5.50     7.50    15.00    30.00    48.00  80.00 


WOONSOCKET,     Providence,     161,862  far 
98.9%  radio,  160,081  radio  fam. 


WWON,  250w,  1240kc 

D  5.85  7.20  14.40  25.92  43.20  72.00 
N       6.50      8.00    16.00    32.00    48.00  80.00 


WWON-FM,    Chan.    288,    105.9mc,  0.39kw, 
Bonus 
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MARKET  INDICATORS  FOR  RHODE  ISLAND 

CLASSIFICATIONS 

Population  

%  of  U.S  

Families   

Percent  Radio  

Radio  Families    

Retail  Sales   

Retail  Trade  Employes   

Wholesale  Sales  Volume  .... 
Wholesale  Trade  Employes  .  . 
Employment  (Mid -March)  . . 
Taxable  Payrolls  (1st  quarter) 
Income   

Percent  distribution   

Per  Capita  Income   

Percent  of  national  per  capita 

income   

New  Construction  (Private)  . 

Residential   

Non-Residential   

Value  added  by  Manufacture 
Automobile  Registration  .... 
Telephones   

Note:  1949  Retail  Sales,  copyright  19; 

unlicensed.  1948  Retail  Sales.  Dept.  of  Commerce,  1948  Census  of  Business. 
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FIGURES 

YR. 

FIGURES 

YR. 

786,324 

'50 

713,346 

'40 

0.52% 

'50 

0.54% 

'40 

219,643 

'50 

189,120 

'40 

98.8% 

'49 

97.7% 

'46 

217,007 

'50 

200,300 

'46 

5 

692,383,000 

'49 

708,791,000 

'48 

39,057 

'48 

31,174 

'39 

$ 

712,500,000 

'48 

239,000,000 

'39 

10,917 

'48 

7,626 

'39 

261,945 

'48 

257,323 

'47 

$ 

161,594,000 

'48 

146,680,000 

'47 

$1,165,000,000 

'48 

511,000,000 

'40 

0.57% 

'48 

0.67% 

'40 

$1,564 

'48 

715 

'40 

111% 

'48 

124% 

'40 

$ 

60,400,000 

'49 

19,200,000 

'39 

$ 

32,000,000 

'49 

10,300,000 

'39 

$ 

15,100,000 

'49 

5,000,000 

'39 

658,420,000 

'47 

237,698,000 

'39 

236,687 

'49 

224,244 

'48 

225,400 

'49 

160,200 

'45 

0 

"Sales  Management." 

Further  reproduction 

WPRO  AUDIENCE  LEADERSHIP 

GREATER  THAN  EVER ! 


Compare  the  1949-1950  Winter-Spring  Hooper 
Audience  Index  for  Providence-Pawtucket  with  the 
seasonal  index  one  year  ago. 

You'll  find  WPRO's  first-place  audience  leadership 
in  New  England's  SECOND  LARGEST  MARKET  is 
greater  fhan  ever ! 

WPRO's  Share  of  Audience  is  greater  than  the 
second-place  station  by : 


WPRO  WINTER-SPRING  STATION  AUDIENCE  INDEX  LEADERSHIP 


MORNING 

8  A.M.  -  NOON 
MOM.   thru  FRI. 

AFTERNOON 

NOON  -  6  P.M. 
MOM.   thru  FRI. 

EVENING 

6  .  10:30  P.M. 
SUN.   thru  SAT. 


1948-1949 


.  .  .  84.2% 


.  .  .  59.0% 


.  .  .  31.6% 


1949-1950 

.  .  152.4% 


73.5% 


50.2% 


WPRO 


PROVIDENCE 


1     BASIC  CBS  ■ 

1  5000  WATTS  1 

-  AM  &  FM  ■ 

1       630  KC 

Represented 

by    R  a  y  m  e  r 
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C0V£RA6E 

Sure... We've  Goi  ii  , 

BUT.  

Like  the  Ganfecock's 
Spurs... It's  the ^ 

PENtrRATtON 
WSPAM 


^7, 


In  This 

BMB  Report  No.  2  Shows 
WSPA  With  The  Largest 
Audience  Of  Any  Station 
In  The  Area! 

AND... This  Hooper 
Report  Shows  How  WSPA 
Dominates  This  Area! 


HOOPER  RATING  -  Winter  1949 

8:00  AM  -  12:00  N  63.2 

12:00  N  -  6:00  PM  53.6 

(Monday  thru  Friday) 
6:00  PM  •■  10:00  PM  .  .  .  67.6 
(Sunday  thru  Saturday) 


GIVE  YOUR  SALES 
A  POTENT  PERMANENT  HYPO 


AIR  YOUR  WARES  OVER 


Represented  By: 

John  Blair  &  Co. 
Harry  E.  Cummings 

Southeastern  Representative 

Roger  A.  Shaffer 

Managing  Director 
Guy  Vaughan,  Jr.,  Sales  Manager 


CBS  Stalioa  for  The 
Spartanburg-Greenville 
Market  .....^  


5,000  Watts  - 
950  On  Your  Dial 


B  Aiken  /Orangeburgd] 
BROADCASTIN^^^TELECASTING^       aiken  /  ^[-s^  Orangeburg 

MARKETBOOK  MAP 
SOUTH  CAROLINA 

[s]    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Nunrtber  of  FM  Broadcasting  Stations 
Number  of  Telecasting  Stations 

Scui.  o!  vniL 

MAP  BY  WALTBt  P.  BURN,  MIDDLEBURY,  VEKMONT 

©  1950,  Broadcasting  Publications,  Inc. 


SOUTH  CAROLINA 


MARKET  INDICATORS  FOR  SOUTH  CAROLINA 

CLASSIFICATIONS 

Population   

%  of  U.S  

Families   

Percent  Radio  

Radio  Families  

Retail  Sales  

Retail  Trade  Employes   

Wholesale  Sales  Volume  .... 
Wholesale  Trade  Employes  . . 
Employment  (Mid-March)  . . 
Taxable  Payrolls  (1st  quarter) 

Income   

Percent  distribution   

Per  Capita  Income   

Percent  of  national  per  capita 

income   

New  Construction  (Private)  . 

Residential   

Non-Residential   

Value  added  by  Manufacture 
Automobile  Registration  .... 
Telephones   


FIGURES 

YR. 

FIGURES 

YR. 

2,107,813 

'50 

1,899,804 

'40 

1.41% 

'50 

1.44% 

'40 

588,774 

'50 

794,860 

'40 

83.2% 

'49 

71.2% 

'46 

489,859 

'50 

324,000 

'46 

$1,104,746,000 

'49 

1,141,201,000 

'48 

63,874 

'48 

43,997 

'39 

§  991,602,000 

'48 

297,200,000 

'39 

13,725 

'48 

8,892 

'39 

354,505 

'48 

336,331 

'47 

$  176,083,000 

'48 

149,131,000 

'47 

$1,714,000,000 

'48 

545,000,000 

'40 

0.83% 

'48 

0.72% 

'40 

$856 

'48 

286 

'40 

61% 

'48 

50% 

'40 

$  87,':'00,000 

'47 

30,300,000 

'39 

$  33,100,000 

'47 

16,500,000 

'39 

$  30,300,000 

'48 

6,900,000 

'39 

$  794,312,000 

'47 

169,294,000 

'39 

527,439 

'49 

484,579 

'48 

199,600 

'49 

124,900 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


SPOT  RATE  FINDER 


ANDERSON,    Anderson,    25,312   fom.,  86.3% 

radio,  21,844  radio  fam. 
WAIM,     250w,     1230kc,     CBS,  Burn-Smith, 
BMB,  Dodson 

SB  IM  5M  15M  30M  1  Hr 
D  7.00  7.00  18.00  36.00  54.00  90.00 
N  7.00  7.00  18.00  36.00  54.00  90.00 
WCAC(FM),  Chan.  266,  101. Imc,  41kw,  Burn- 
Smith,  Dodson,  Bonus 
WANS,  Ikw-D,  1280kc 

D  4.00    13.00    26.00    38.00  65.00 

BENNETTSVILIE,  Morlboro,  8,862  fam.,  79.4% 

radio,  7,036  radio  fam. 
WBSC,  250w,  1400kc,  MBS,  McGillvra 
D       4.00     4.00      8.00    16.00    24.00  40.00 
N       4.00      4.00     8.00    16.00    24.00  40.00 
CAMDEN,    Kershaw,   9,003   fam.,   79.0%  ra- 
dio, 7,112  radio  fam. 
WACA,  Ikw-D,  1590kc 

D  3.00      8.40    14.40    24.20  38.40 

CHARLESTON,  Charleston,  44,647  fam.,  82.0% 

radio,  36,610  radio  fam. 
4  AM  affiliates,  average  1 -time  rate 
D       5.00     5.00    10.00    18.75    28.87  50.12 
N       9.75     9.75    20.00    37.50    57.50  100.00 
WCSC,    5kw,    1390kc,    CBS,    Free  an>eters, 

BMB,  Hooper 
0       6.00     6.00    l?  nn    20  on    3?.50    62  50 
N     12.00    12  00    25.00    40.00    65.00  125.00 
WCSC-FM,  Chan.  245,  96.19mc,  36kw,  Bonus 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WHAN,    250w,     1340kc,    ABC,  Burn-Smith, 

BMB,  Hooper 

SB        IM       5M       15M      30M     1  H 
D       4.00     4.00      8.00    16.00    24.00  40.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 
WPAL,  Ikw-D,  730kc,  Walker 
D       4.50     4.50     8.00    15.00    24.00  45.00 
WTMA,   5kwD,    Ikw-N,    1250kc,   NBC,  Hol- 

lingbery 

D      6.00     6.00    12.00    24.00    36.00  60.00 
N     12.00    12.00    24.00    48.00    72.00  120.00 
WTMA-FM,  Chan.  236,  95.1  mc  49kw,  Bonus 
WUSN,  250w,  1450kc,  MBS,  Cooke,  Hooper 
D       4.00     4.00      8.00    15.00    23.00  38.00 
N      7.00     7.00    15.00    30.00    45.00  75.00 

CHESTER,  Chester,  9,098  fam.,  84.2%  radio, 

7,660  radio  fam. 
WGCD,  250w,  1490kc,  MBS,  McGillvra 
D       4.00     4.00     8.00    16.00    24.00  40.00 
COLUMBIA,    Richland,    39,632    fam.,  86.4% 

radio  34,242  radio  fam. 

4  AM  affiliates,  overage  1-time  rate 

D       6.25     6.25    12.62    23.00    37.50  62.50 

N       9.75     9.75    18.75    37.50    56.25  93.75 

WCOS.  250w.    1400kc,  ABC,  Taylor,  Hooper. 
Conlan 

D       5.00     5.00  12.50    20.00    36.00  60.00 

N      7.00     7.00  16.00    32.00    48.00  80.00 

WIS,  5kw,  560kc,  NBC,  Free  &  Peters,  Hooper, 
BMB 

D      10.00    10.00  16.00    32.00    48.00  80.00 

N     17.00    17.00  28.00    56.00    84.00  140.00 


239,  95.7mc,  8.6kw,  NBC, 


25.00 
30.00 


40.00 
50.00 


WIS-FM,  Chan.  233,  94.5mc,  1.3kw,  Bonus 
WMSC,  Ikw-D,  SOOw-N,  1320kc,  CBS,  Avery- 
Knodel,  BMB,  Hooper,  Conlan 

SB  IM  5M  15M  30M  1  H  r 
D  5.00  5.00  10.00  20.00  30.00  50.00 
N  8.00  8.00  15.00  30.00  45.00  75.00 
WNOK,  250w,  1230kc,  MBS,  Forjoe,  Hooper 
D  5  00  5.00  12.00  20.00  36.00  60.00 
N      7.00     7.00    16.00    32.00    48.00  80.00 

CONWAY,  Horry,  16,720  fam.,  79.6%  radio, 

13,309  radio  fam. 
WLAT  250w,  1490kc,  MBS,  McGillvra,  Conlan 
D       3  00     4.00      8.00    16.00    24.00  40.00 
N       3.00      4.00      8.00    16.00    24.00  40.00 

DILLON,    Dillon,   8,641    fam.,   80.7%  radio, 

6,973  radio  fam. 
WDSC,  Ikw-D,  800kc,  MBS,  McGillvra,  BMB 
D  5.00    10.00    20.00    30.00  50.00 

FLORENCE,    Florence,    22,046  fom.,  81.5% 

radio,  17,967  radio  fam. 

WJMX,  5kw-D,  Ikw-N,  970  kc,  ABC,  Walker, 

BMB  „ 

D       5  00     7.50    15.00    28.00  45.00  75.00 

N       7.50    10.00    20.00    40.00  60.00  100.00 
WOLS,  250w,  1230kc,  McGillvra,  Conlan 
D      3  60     4.80     9.60    19.20    28.80  48.00 

N       4.50      6.00    12.00    24.00  36.00  60.00 

GAFFNEY,     Cherokee,     9,752  fam.,  86.3% 

radio,  8,415  radio  fam. 
WFGN,  250w-D,  1570kc 

D       1.80      1.80     3.35      6.65  13.25  26.50 

N       1.95      1.95      3.70     7.25  14.50  29.00 

GEORGETOWN,     Georgetown,     8,778  fam.. 

79.1%  radio,  6,943  radio  fam. 
WGTN,  250w,  1400kc,  MBS 

D       4.00     4.50      9.00    17.00    30.00  50.00 

N       4.00     4.50     9.00    17.00    30.00  50.00 

GREENVILLE,  Greenville,  46,607  fam.,  89.2% 
radio,  41,573  radio  fom. 

3  AM  affiliates,  average  1-time  rote   

D  7  16  7.16  13.33  25.33  38.00  63.33  - 
N     12.00    12.00    24.00    48.00    72.00  120.00 

WESC  5kw-D,  660kc,  MBS,  Walker,  Conlan 
D  7  00  7.00  15.00  28.00  42.00  70.00 
WESC-FM,  Chan.  223,  92.5mc,  12kw,  Walker, 

Bonus  days  only  „ 
N  3.50  3.50  7.50  14.00  21.00  35.00 
WFBC,    5kw,    1330kc,    NBC,  Avery-Knodel, 

Conlan   

D  7  50  7.50  15.00  28.00  42.00  70.00 
N  14.00  14.00  28.00  56.00  84.00  140.00 
WFBC-FM,  Chan.  229,  93.7mc,  240kw,  Bonus 
WMRC,  5kw,  1440kw,  ABC,  Burn-Smith 
D  7  00  7.00  10.00  20.00  30.00  50.00 
N  10.00  10.00  20.00  40.00  60.00  100.00 
WMRC-FM,  Chan.  235,  94.9mc,  79kw 

(No  data  available) 

WMUU,  Ikw-D,  1260kc    ; 

D      3.00     4.00     6.50    12.00    20.00  30.00 

GREENWOOD,     Greenwood,     11,582  fom., 

85.4%  radio,  9,891  radio  fam. 
WCRS,  250w,  1450kc,  NBC,  McGillvra 
D       4.00     4.00     7.00    15.00    25.00  40.00 
N       5.00      5.00    10.00    20.00    30.00  50.00 
WCRS-FM,  Chan 

McGillvra 
D       4.00     4.00     7.00  15.00 
N       5.00     5.00    10.00  20.00 


GREER.  Greenville,  46,607  fam.,  89.2%  radio, 

41,573  radio  fam. 
WEAB,  250W-D,  800kc 

D  4.00    12.00    20.00    35.00  60.00 

HARTSVILLE,  Darlington,  13,967  fom.,  80.7% 

radio,  11,271  radio  fom. 
WHSC,  250w,  1450kr,  MBS  _ 
D       3.00     3.00     8.00    16.00    24.00  40.00 
N       3.00     3.00     8.00    16.00    24.00  40.00 
KINGSTREE,     Williamsburg..     12,237  fam., 

76.2%  radio,  9,324  radio  fam. 
WDKD,  Ikw-D,  1300kc 

D  4.00  5.00  10.00  20.00  30.00  50.00 
LAURENS,  Laurens,  13,106  fam.,  84.2%  radio, 

1 1 ,035  radio  fam. 
WIBG,  250w-D,  860kc 

D       5.00     5.00      6.50    15.00    25.00  40.00 
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JLLINS,  Mari«n,  9,272  fam.,  79.1%  radio, 
V,334  radio  fam. 

I AY,  Ikw-D,  1280kc 

SB        IM      5M      15M     30M  1  H 

3.00     3.50     9.00    18.00    27.00  45.00 

RTLE  BEACH,  Horry,  16,720  fam.,  79.6% 
adio,  13,309  radio  fam. 
KRA,  250w,  1450kc,  McGillvra 

3.00     3.00     6.00    12.00    21.00  30.00 

3.00     3.00     6.00    12.00    21.00  30.00 

IWBERRY,   Newberry,  8,881,  82.8%  radio, 
',353  radio  fam. 
irKDK,  250w,  1240kc,  MBS,  Conlan 

I;      5.00     5.00    12.00    24.00    36.00  60.00 

il      5.00     5.00    12.00    24.00    36.00  60.00 

IrANGEBURG,  Orangeburg,  18,983  fam., 
78.3%  radio,  14,863  radio  fam. 


*  * 


WRNO,  250w,  1450kc,  MBS 

SB        IM      5M      15M     30M  1  Hr 

D       4.00     4.00      8.00    18.00    25.00  35.00 

N  5.00  5.09  10.00  20.00  30.00  50.00 
WTND,  Ikw-D,  1270kc 

D       4.50     4.50    10.00    20.00    30.00  50.00 

ROCK    HILL,    York,    19,991,    85.9%  radio, 

17,172  radio  fam. 
WRHI,  250w,  1340kc,  MBS 

D       4.50     5.00     9.00    17.00    30.00  50.00 

N      4.50     5.00     9.00    17.00    30.00  50.00 

WRHI-FM,  Chan.  248,  97.5mc,  9.4kw,  Bonus 
WTYC,  Ikw-D,  1150kc,  Continental 

D       6.00      8.00    12.00    24.00    36.00  60.00 

SENECA,  Oconee,  10,898  fam.,  84.8%  radio, 

9,241  radio  fam. 
WSNW,  Ikw-D,  1150kc 

D      4.00     4.00     9.00    18.00    30.00  60.00 


SPARTANBURG,  Spartanburg,  41,309,  88.5% 
radio,  36,558  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M     30M  1  Hr 

D       6.75      6.75    13.50  27.00    40.50  67.50 

N       9.75     9.75    16.25  39.00    58.50  97.50 


WORD,  250w,  1400kc,  ABC,  Hollingbery 
D  5.00  5.00  10.00  20.00  30.00  50.00 
N  7.00  7.00  17.50  28.00  42.00  70.00 
WDXY(FM),  Chan.  263,  lOO.Smc,  12kw,  ABC 
D  3.00  3.00  5.50  11.25  18.75  30.00 
N  3.00  3.00  5.50  11.25  18.75  30.00 
WSPA,  5kw,  950kc,  CBS,  Blair,  BMB,  Hooper 
D  8.50  8.50  17.00  34.00  51.00  85.00 
N  12.50  12.50  25.00  50.00  75.00  125.00 
WSPA-FM,  Chan.  255,  98.9mc,  4.85kw,  Bonus 


*  ^  $ 


SUMTER,  Sumter,  16,020  fam.,  78.6%  radio, 

12,591  radio  fam. 
WFIG,  250w,  1340kc,  MBS,  McGillvra 

SB        IM      5M       15M     30M  1  Hr 

D      5.00     5.00    10.00    18.00    28.00  40.00 

N      6.00     6.00    14.00    24.00    30.00  50.00 

UNION,    Union,    8,731    fam.,    84.4%  radio, 

7,368  radio  fam. 
WBCU,  Ikw,  1460kc,  MBS 

D       4.00      4.00      8.00    16.00    24.00  40.00 

N      6.00     6.00    12.00    24.00    36.00  60.00 

WAITERBORO,  Colleton,  7,891    fam.,  77.3% 
radio,  6,099  radio  fam. 

WALD,  250w,  1490kc,  MBS 

D                5.00    15.00    25.00    40.00  60.00 

N                5.00    15.00    25.00    40.00  60.00 


*  * 


SOUTH  CAROLINA  RADIO  MARKET  DATA  BY  COUNTIES 


lOunty 


1950 
Population 

22,468 
53,135 
1 2,475 
90,618 
17,605 
17,174 
26,941 
30,478 
14,789 

159,838 
34,913 
32,571 
36,121 
32,221 
28,251 
50,003 
30,936 
22,498 
16,608 
21,791 
78,928 
31,426 

166,855 
41,467 
18,153 
59,858 
10,985 
32,233 
37,112 
46,923 
23,168 
43,636 
9,571 
33,194 
31,728 
31,796 
39,016 
67,962 
40,053 

141,883 
15,954 

147,888 
57,354 
31,259 
43,810 
71,570 


1940 
Population 

22,931 
49,916 
1 3,040 
88,712 
18,643 
20,138 
22,037 
27,128 
16,229 

121,105 
33,290 
32,579 
35,963 
31,500 
26,268 
45,198 
29,625 
19,928 
17,894 
24,187 
70,582 
26,352 

136,580 
40,083 
17,465 
51,951 

n,oii 

32,913 
33,542 
44,185 
24,908 
35,994 
10,367 
30,107 
33,281 
33,577 
36,512 
63,707 
37,111 

104,843 
17,192 

127,733 
52,463 
31,360 
41,011 
58,663 


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1  si  Qtr. 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  (SOOe) 

6,275 

5,032 

80.2 

7,898 

9,213 

2,598 

1,459 

14,842 

1 2,467 

84.0 

19,762 

17,337 

8,577 

4,394 

3,484 

2,721 

78.1 

3,966 

4,149 

838 

277 

25,312 

21 ,844 

86.3 

47,848 

52,475 

1 9,029 

9,817 

4,917 

3,791 

77.1 

8,093 

7,703 

1 ,585 

597 

4,797 

3,727 

77.7 

6,581 

5,1 26 

789 

277 

7,525 

5,764 

76.6 

7,947 

9,727 

1 ,61 2 

604 

8,513 

6,708 

78.8 

6,1 10 

6,890 

1 ,599 

499 

4,131 

3,205 

//  .o 

5,638 

4,155 

863 

275 

44,647 

36,610 

1 22,594 

1 1 2,776 

1 3,694 

9,752 

8,41 5 

1  o,o/o 

1 4,639 

5,734 

2,680  .', 

9,098 

7,660 

1 6,562 

7,094 

3,677  j 

10,089 

8,222 

81  5 

1 3  309 

1 5  424 

0  OOl 

1 , 1 3^ 

9,000 

6,948 

77.2 

9',278 

8,901 

1,020 

356 

7,891 

6^099 

77.3 

10,450 

11,659 

2,265 

725 

13,967 

11,271 

80.7 

22,639 

25,113 

7,003 

3,828 

8,641 

6,973 

80.7 

12,077 

12,975 

1,322 

757 

6,284 

5,027 

80.0 

7,637 

8,679 

1,722 

620 

4,639 

3,711 

80.0 

6,143 

6,315 

1,667 

744 

6,086 

4,850 

79.7 

8,319 

7,531 

3,160 

1,390 

22,046 

17,967 

81.5 

46,102 

50,099 

7,647 

3,100 

8,778 

6,943 

79.1 

12,383 

14,723 

4,773 

2,476 

46,607 

41,573 

89.2 

130,119 

132,545 

48,067 

26,629 

11,582 

9,891 

85.4 

29,800 

30,672 

16,859 

9,031 

5,070 

3,954 

78.0 

4,534 

5,878 

2,r7<) 

870 

•  16,720 

13,309 

79.6 

25,757 

28,695 

3,423 

1,338 

3,060 

2,399 

78.4 

2,015 

3,543 

879 

274 

9,003 

7,112 

79.0 

12,073 

13,527 

3,568 

1,587 

10,366 

8,997 

86.8 

15,422 

19,607 

7.538 

3,998 

13,106 

11,035 

84.2 

20,673 

21,654 

8,899 

4,807 

6,471 

4,905 

75.8 

9,068 

6,527 

498 

187 

12,188 

10,371 

85.1 

12,678 

16,605 

4,037 

1,535 

2,673 

2,079 

77.8 

2,746 

2,753 

1,187 

433 

9,272 

7,334 

79.1 

16,231 

16,510 

2,663 

1,083 

8,862 

7,036 

79.4 

13,601 

13,670 

2,992 

1,294 

8,881 

7,353 

82.8 

17,405 

17,002 

6,479 

3,066 

10,898 

9,241 

84.8 

13,471 

15,379 

3,599 

1,375 

18,983 

14,863 

78.3 

30,380 

30,782 

5,852 

2,433 

11,187 

9,900 

88.5 

15,373 

16,870 

8,110 

3,858 

39,632 

34,242 

86.4 

123,948 

119,138 

29,304 

14,359 

4,456 

3,591 

80.6  ■ 

3,624 

4,282 

944 

284 

41,309 

36,558 

88.5 

94,098 

101,265 

37,793 

20,049 

16,020 

12,591 

78.6 

33,931 

28,230 

8,053 

3,386 

8,731 

7,368 

84.4 

16,819 

14,962 

7,609 

4,032 

12,237 

9,324 

76.2 

12,058 

14,726 

1,799 

599 

19,991 

17,172 

85.9 

34,311 

44,208 

15,139 

8,242 

'Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


ONLY 


WFBC 


gives  you  40%  to  100%  B.M.B. 


circulation  in  South  Carolina's  richest 
market  area,  the  8 -county 

"PIEDMONT  CORRIDOR 

with  RETAIL  SALES  of  $359,280,000 

THE  ONLY  MEDIUM  WHICH  CAN  GIVE  YOU  THIS  ONE-THIRD 
OF   SOUTH    CAROLINA'S   RETAIL    SALES  IS  


/  GREENVILLE 
SPARTANBURG 
ANDERSON 
>  LAURENS 
ABBEVILLE 
PICKENS 
OCONEE 
GREENWOOD 


WFBC  -THE  NEWS-PIEDMONT  STATION,  GREENVILLE,  S.  C. 
NBC    for    Greenville,    Spartanburg,    Anderson   Markets.    Represented    by  Avery-Knodel 
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SOUTH  DAKOTA 


SPOT  RATE  FINDER 


ABERDEEN,  Brown,  9,090  fam.,  97.9%  rodio, 
8,899  radio  fam. 

KSDN,   Ikw,   930kc,  MBS,  Weed,   Conlan  & 
BMB 

SB  IM  5M  15M  30M  1  Hr 
D  5.50  5.50  11.00  22.00  33.00  55.00 
N       8.00      8.00    16.00    32.00    48.00  80.00 

OEADWOOD,    Lawrence,  4,573   fam.,  96.4% 
radio,  4,408  radio  fam. 

KDSJ,  250w,  1450kc,  Clark,  LBS 

D       5.00      6.00      9.00    18.00    27.00    45  00 

N      6.00      7.00    10.00    20.00    30.00  50.00 


HURON,    Beadle,   5,874  fam., 
5,656  radio  fam. 


96.3%  radio. 


KIJV,  250w,  1340kc,  MBS,  Lawson 

D       2.40      4.00      9.60    19.20    28.80  48.00 

N       3.00     5.00    12.00    24.00    36.00  60.00 

MITCHELL,  Davison,  4,593  fam.,  96.4%  radio, 
4,427  radio  fam. 

KORN,  250w,  ]490kc,  MBS 

D       3.75     5.00    10.00    20.00    30.00    50  00 

N       4.50      6.00    12.00    24.00    36.00  60.00 

PIERRE,  Hughes,  2,256  fam.,  96%  radio,  2,165 
radio  fam. 

KGFX,  200w-D,  630kc,  Continental,  BMB 

0  2.50    10.00    25.00    36.00  60.00 

RAPID  CITY,   Pennington,  9,450  fam.    95  5% 
radio,  9,024  radio  fam„ 

KOTA,  5kw,  1380kc,  CBS,  Johns,  Hooper 

D       7.50    10.00    15.00    30.00    50.00  80.00 

N      9.00    12.50    20.00    45.00    65.00  100.00 

KOTA-FM,    Chan.   232,   94.7mc,    16kw  (Rates 
not  available) 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


SIOUX  FALLS,  Minnehaha,  19,656  fam.,  97.5% 
radio,  19,164  radio  fam. 


2  AM  afpliates,  average  1-time  rate. 

SB        IM      5M       15M      30M     1  H 
D       7.50      8.00    15.00    30.00    45.00  75.00 
N     11.50    12.50    22.00    44.00    66.00  110.03 


2  AM  non-affiliates,  average  1-time  rate 

D       4.50      5.75    11.50    23.00    34.50  57.50 

N       6.00     8.20    17.75    32.00    48.00  80.00 

KEJ.O,  5kw,  1320kc,  NBC,  Pearson,  Conlan 

D     10.50    10.00    18.00    36.00    54.00  90.00 

N     15.00    15.00    26.00    52.00    78.0D  130.00 

KIHO,  Ikw,  1270kc,  MBS,  Raymer 

D       5.00      6.00    12.00    24.00    36.00  60.00 

N       8.00    10.00    18.00    36.00    54.00  90.00 

KISD,  250w,  1230kc,  Cooke,  Conlan 

D       4.00      5.00      8.00    16.00    24.00  40.00 

N       6.00      8.40    17.50    28.00    42.00  70.00 

KSOO,  5kw,  1140kc,  Avery-Knodel 

D       5.00      6.50    15.00    30.00    45.00  75.00 

N       6.00      8.00    18.00    36.00    54.00  90.00 


WATERTOWN,  Codington,  5,280  fam.,  96.8% 
radio,  5,111  radio  fam- 

KWAT,  Ikw,  950kc,  Walker,  Lawson 

D       3.70      5.00    10.80    16.90    32.00  56.70 

N      4.25      6.35    12.35    20.00    37,50  66.50 


YANKTON,  Yonkton,  4,690  fam.,  95.3%  radio, 
4,328  radio  fam. 

WNAX,  5kw,  570kc,  ABC,  MBS,   Katz,  BMB, 
Diary 

D  14.00  21.00  26.00  52.00  78.00  130.00 
N     18.00    27.00    37.50    75.00  140.00  275.00 


MARKET  INDICATORS  FOR  SOUTH  DAKOTA 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population   650,025  '50  642,961  '40 

%  of  U.S   0.43%  '50  0.49%  '40 

Families    181,571  '50  163,580  '40 

Percent  Radio   95.9%  '49  91.4%  '46 

Radio  Families    174,126  '50  137,700  '46 

Retail  Sales   $  666,592,000  '49  618,827,000  '48 

Retail  Trade  Employes    29,240  '48  17,798  '39 

Wholesale  Sales  Volume   $    792,828,000  '48  133,400,000  '39 

Wholesale  Trade  Employes  . .  8,030  '48  4,984  '39 

Employment  (Mid-March)   ..  71,819  '48  67,606  '47 

Taxable  Payrolls  (1st  quarter)  $     36,620,000  '48  30,060,000  '47 

Income    $  963,000,000  '48  242,000,000  '40 

Percent  distribution    0.47%  '48  0.32%  '40 

Per  Capita  Income    $1,577  '48  376  '40 

Percent  of  national  per  capita 

income    112%  '48  65%  '40 

New  Construction  (Private)  . .  $     39,400,000  '47  9,000,000  '39 

Residential      $    12,100,000  '47  2,500,000  '39 

Non -Residential   $      6,500,000  '48  1,300,000  '39 

Value  added  by  Manufacture  $    51,398,000  '47  19,619,000  '39 

Automobile  Registration   272,545  '49  249,659  '48 

Telephones    163,500  '49  101,000  '45 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


5000 

WATTS 


MIDCONTINENT    BROADCASTING    CO.,  INC. 

SIOUX      FALLS.     SCrUTH  DAKOTA 

selling/  ^..ncc  <;tates 

THE  RICHEST  CORNER  OF  THREE  STATES 
THE  MAT.O.  S  GREAT  FARM  MARKET 

SOUTHWESTERN  MINNESOTA 
NORTHWESTERN  IOWA-SOUTH  DAKOTA 


REPRESENTED  Nationally  BY  THE  JOHN  E.  PEARSON  CO, 
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I 


HERE'S  WHY 
On  WNAX  S70 


Big  Aggie  Land,  267  BMB  counties  in  Minnesota,  the  Da- 
kotas,  Nebraska  and  Iowa,  is  served  only  by  WNAX.  In 
this  world's  richest  agricultural  area,  405,210  families  listen 
to  WNAX  .  .  .  80%  of  them  three  to  seven  times  every  week. 

In  1949  folks  in  Big  Aggie  Land  enjoyed  a  buying  income 
of  $3,855,970,000  —  greater  than  San  Francisco,  Phila- 
delphia, or  Washington,  D.  C.  Retail  sales  in  Big  Aggie 
Land  totaled  $2,931,783,000  —  greater  than  Los  Angeles, 
Detroit  or  St.  Louis.* 

*Compiled  from  1950  Sales  Management 
Survey  of  Buying  Power. 

On  the  basis  of  a  one-time  Class  A  chain  break,  4.4c  buys 
1,000  BMB  radio  homes.  $1.00  gets  you  22,512  radio  homes. 


No  conflict  with  TV  —  no  need  to  buy  several  stations  to 
assure  complete  market  coverage.  WNAX  alone  delivers 
this  Major  Market  in  one  big,  low-cost  package.  See  your 
Katz  man. 


WNAX-570 
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BROADCASnN^^»TElECASTlNG 

MARKETBOOK  MAP 
SOUTH  DAKOTA 


ID    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(D  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 


MAP  e  ;  WALTBt  p.  BURN,  MIDDLEeUKY,  VBtMOMT 

©  19S0.  Broadcasting  Publications.  Inc. 


SOUTH  DAKOTA  RADIO  MARKET  DATA  BY  COUNTIES 


1950  1940  1950  1950  %  Radio 
County                                                Population          Population            Families  Radio-Families 

Aurora                                                            5,008  5,387  1,398  1,315  94.1 

Beadle   21,032  19,648  5,874  5,656  96.3 

Bennett                                                           3,394  3,983  948                     847  89.4 

Bon  Homme                                                    9,437  10,241  2,636  2,506  95.1 

Brookings   17,799  16,560  4,971  4,826  97.1 

Brown   32,543  29,676  9,090  8,899  97.9 

Brule                                                              6,073  6,195  1,696  1,612  95.1 

Buffalo                                                            1,607  1,853  448                     410  91.7 

Butte                                                           8,091  8,004  2,260  2,169  96.0 

Campbell                                                        4,036  5,033  1,127  1,067  94.7 

Charles  Mix   15,304  13,449  4,274  3,987  93.3 

Clark                                                              8,368  8,955  2,337  2,255  96.5 

Clay   10,989  9,592  3,069  2,970  96.8 

Codington   18,904  17,014  5,280  5,111  96.8 

Corson                                                         6,150  6,755  1,717  1,648  96.0 

Custer                                                         5,491  6,023  1,533  1,428  93.2 

Davison   16,444  15,336  4,593  4,427  96.4 

Doy   12,258  13,565  3,424  3,297  96.3 

Deuel                                                              7,687  8,450  2,147  2,076  96.7 

Dewey                                                         4,907  5,709  1,370  1,278  93.3 

Douglas                                                          5,626  6,348  1,571  1,487  94.7 

Edmunds                                                         7,253  7,814  2,025  1,935  95.6 

Fall  River   10,368  8,089  2,896  2,736  94.5 

Faulk                                                              4,741  5,168  1,324  1,280  96.7 

Grant   10,225  10,552  2,856  2,790  97.7 

Gregory                                                          8,456  9,554  2,362  2,217  93.9 

Haakon                                                           3,165  3,515  884                     846  95.8 

Hamlin                                                          735  7,562  1,965  1,892  96.3 

Hand                                                              7,139  7,166  1,994  1,930  96.8 

Hanson                                                        4,876  5,400  1,362  1,302  95.6 

Harding                                                          2,257  3,010  630                     589  93.5 

Hughes                                                             8,079  6,624  2,256  2,165  96.0 

Hutchinson   11,423  12,668  3,190  3,030  95.0 

Hyde                                                           2,801  3,113  782                   753  96.3 

Jackson                                                           1,764  1,955  492                     462  94.1 

Jerauld                                                           4,459  4,752  1,245  1,197  96.2 

Jones                                                          2,274  2,509  635                   604  95.2 

Kingbury                                                         9,962  10,831  2,782  2,670  96.0 

Lake   11,650  12,412  3,254  3,153  96.9 

Lawrence   16,373  19,093  4,573  4,408  96.4 

Lincoln   12,760  13,171  3,564  3,460  97.1 

Lyman                                                            4,563  5,045  1,274  1,209  94.9 

McCook                                                       8,799  9,793  2,457  2,353  95.8 

McPherson                                                       7,062  8,353  1,972  1,841  93.4 

Marshall                                                         7,797  8,880  2,177  2,092  96.1 

Meade   11,515  9,735  3,216  3,016  93.8 

Mellette                                                          3,032  4,107  846                     763  90.3 

Miner                                                              6,260  6,836  1,748  1,676  95.9 

Minnehaha   70,371  57,697  19,656  19,164  97.5 

Moody                                                            9,253  9,341  2,584  2,511  97.2 

Pennington   33,834  23,799  9,450  9,024  95.5 

Perkins                                                            6,765  6,585  1,889  1,790  94.8 

Potter                                                         4,681  4,614  1,307  1,259  96.4 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families, 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March 
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Taxable  Pay- 
rolU-UtOtr. 
1948  (SOOO) 

53 
1,879 
M 
181 
601. 
2,701 
167 
1 

45: 
7i 
23; 
121 
27< 
1,621 
51 
23!] 
1,55: 
30> 

s; 

5'' 
7 
12 
30 
7 
39 
12 
8 
12 
14 
3 
2 

25 
6 
3 
12 
3 
21 
3£ 
2,3: 
2: 

1; 
1 

V 
2( 

1 
U 

10,8: 

1! 

3,01 
1' 
11 

BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Salt 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commeri 


1949 
Retail  Sales 

1948 
Retail  Sales 

if.  3.  ^9vUUJ 

Employment 
Mid-March 
1948 

3,158 

3,002 

161 

26,801 

24,090 

3,686 

1,856 

2,276 

120 

7,023 

8,016 

526 

20,315 

16,677 

1,379 

46,939 

46,118 

5,332 

6,538 

7,027 

433 

398 

186 

8 

1 2,879 

10,664 

912 

1,855 

1,807 

74 

6,670 

10,335 

663 

5,831 

6,177 

346 

8,705 

7,334 

718 

30,967 

26,201 

3,119 

3,159 

2,966 

146 

6,031 

3,831 

543 

28,320 

26,941 

3,243 

11,840 

10,982 

761 

4,639 

4,097 

251 

3,135 

2,963 

141 

3,712 

3,398 

187 

4,352 

5,290 

312 

7,864 

7,755 

770 

3,622 

3,949 

213 

8,218 

7,151 

793 

6,207 

5,965 

377 

3,578 

3,748 

231 

4,971 

5,207 

355 

5,346 

6,481 

386 

2,275 

1,817 

126 

1,437 

1,285 

54 

10,780 

10,342 

885 

8,306 

9,609 

643 

3,049 

3,028 

147 

1,966 

2,169 

79 

3,976 

3,476 

293 

2,166 

2,329 

93 

8,969 

9,326 

569 

13,188 

11,043 

930 

22,384 

14,305 

3,705 

9,058 

10,441 

610 

3,29] 

2,895 

112 

6,031 

6,184 

478 

3,909 

5,077 

290 

7,974 

6,707 

359 

7,974 

6,976 

527 

1,347 

1,118 

40 

4,088 

4,760 

249 

108,685 

86,305 

17,581 

7,357 

6,201 

458 

51,004 

43,457 

5,850 

5,435 

8,065 

505 

4,484 

5,797 

270 

BROADCASTING 


Telecastin 


unty 

rerts  

-  30rn  

:nnon  *  

nk  

nley  

<iy  

dd  

1PP  •  

rner  

lion  

□  I  worth  

ashabaugh  

inkton  

4 back  

*  Consolidated  with  Washington  County  in  1943. 


1949 

1948 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  Qtr. 

Poputotion 

Populotion 

Rfldio^pQ  m  1 . 16S 

1 943 

194S  fSOOO'i 

14,896 

15,887 

4,160 

3,985 

95.8 

11,487 

10,146 

726 

245 

5,120 

5,754 

1,430 

1,354 

94.7 

3,579 

3,657 

262 

106 

5,623 

7,155 

1,570 

1,365 

87.0 

1,436 

612 

45 

14 

12,168 

12,527 

3,398 

3,313 

97.5 

10,426 

10,646 

962 

366 

2,043 

1,959 

570 

548 

96.2 

1,236 

893 

60 

27 

2,697 

2,668 

753 

719 

95.6 

1,459 

2,133 

105 

41 

4,759 

5,714 

1,329 

1,178 

88.7 

1,591 

742 

26 

8 

9,114 

9,937 

2,545 

2,412 

94.8 

10,095 

10,448 

766 

331 

12,084 

13,270 

3,375 

3,253 

96.4 

8,660 

9,666 

603 

216 

10,773 

11,675 

3,009 

2,903 

96.5 

8,616 

8,276 

570 

213 

7,629 

7,274 

2,131 

2,064 

96.9 

7,467 

9,092 

709 

273 

1,548 

1,980 

432 

405 

93.8 

308 

171 

16,791 

16,725 

4,690 

4,328 

95.3 

15,331 

17,852 

1,893 

894 

2,601 

2,875 

726 

670 

92.3 

839 

1,147 

34 

11 

[T    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
iX  Number  of  FM  Broadcastino  Statiofta 
4i    Number  of  Telecasting  Stations 


SPOT  RATE  FINDER 

iBirHENS,  McMinn,  8,925  fam.,  87.1%  radio. 


7,773  radio  fam. 


tAR,  250w,  1450kc 


SB 

2.50 
3.00 


IM 

3.00 
4.00 


5M 

5.00 
8.00 


15M      30M     1  Hr 


9.00 
18.00 


16.00 
32.00 


30.00 
60. OC 


■X  ISTOL  (also  see  Bristol,  Va.),  Sullivan,  26,- 
j[j530  fam.,  91.2°'o  radio,  24,195  radio  fam. 

■   OPI,  25Cw,  1490kc,  NBC,  Burn-Smith 


5.46 
7.80 


5.46 
7.80 


13.65 
17.55 


21.84 
27.30 


32.76 
46.80 


54.60 
78.00 


rilOPI-FM,  Chan.  245,  96.9  mc,  18.5kw,  Burn- 
^j^mith 

d      2.00     2.00  6.00  12.00 

yi     2-50     2.50  7.50  15.00 

liif 

I'^HAnANOOGA,     Hamilton,  57,894 
y;i90.1"5o  radio,  52,162  rodio  fam. 

3m1 

£%AM  affiliates,  average  1-time  rate 


24.00 
30.00 


fam.. 


8.12 
14.12 


9.00 
15.00 


12.62 
24.75 


26.00 
52.00 


39.00  65.00 
78.00  130.00 


5.00 
8.00 


rfiAGC,  250w,  1450kc,  MBS,  Rambeou,  Hooper 
33 

se 

2iAPO,  5kw-D,  Ikw-N,  llSOkc 
ley-Reed,  Hooper,  Conlon 

1"  10.00 
\M  18.00 
Jl 

■f 
III 

jjj'DEF,  5kw-D,  Ikw-N,  1370kc,  ABC,  Branham, 
'  Hooper,  Con  Ian 


6.00 
10.00 


10.00 
18.00 


10.00 
18.00 


14.00 
28.00 


20.00 
40.00 


28.00 
56.00 


30.00  50.00 
60.00  100.00 


NBC,  Heod- 


42.00  70.00 
84.00  140.00 


,  APO-FM,  Chan.  234,  94.7mc,  37.2kw,  Bonus 
1370kc,  ABC, 


151- 


7.50 
12.50 


10.00 
14.00 


12.50 
25.00 


28.00 
56.00 


42.00  70.00 
84.00  140.00 


•]'ofe:    All  Rates  one-time.    Sources;  Families 
id  radio  families  estimated  from  field  tabu- 
.i;itions  of  1950  U.  S.  Census.     Percent  radio 
yri^B.  For  complete  explanation  see  foreword. 

[Broadcasting  •  Teieca 


WDOD,  5kw,  1310kc,  CBS,  Roymer 

SB         IM       5M       15M  30M 


1  Hr 


D  10.00  10.00  14.00  28.00  42.00  70.00 
N     18.00    18.00    28.00    56.00    84.00  140.00 


WDOD-FM,  Chan.  243,  96.5mc,  44kw,  Bonus 
WDXB,  250w,  1490kc,  Forjoe,  Conlan 


MARKET  INDICATORS  FOR  TENNESSEE 


5.00 
5.00 


6.00 
6.00 


11.05 
11.05 


21.45 
21.45 


35.75 
35.75 


61.75 
61.75 


WVUN  (FM),  Chan.  251,  98.1mc,  4.2kw 


1.57 
2.10 


1.57 
2.10 


3.15 
4.20 


6.30 
8.40 


11.25 
15.00 


18.75 
25.00 


CLARKSVILIE,     Montgomery,  12,377 
85.1%  radio,  10,532  radio  fam. 

WJZM,  250w,  1400kc,  MBS,  Conlan 


4.00 
4.00 


4.00 
4.00 


7.00 
7.00 


12.50 
12.50 


24.00 
24.00 


far 


40.00 
40.00 


CLEVELAND,    Bradley,    8,974    fam.,  88.7% 
radio,  7,959  radio  fam. 


WBAC,  250w,  1340kc,  MBS 
D       4.50      5.00      7.50  12.50 


4.50     5.00  7.50 


22.50 
12.50  22.50 


40.00 
40.00 


COLUMBIA,  Moory,  11,256  fam.,  87.4%  radio, 
9,837  radio  fam. 


WKRM,  250w,  1340kc,  MBS 


2.40 
3.20 


3.00 
4.O0 


4.20 
5.60 


8.40 
11.20 


14.40 
19.20 


24.00 
32.00 


COOKEVILLE,    Putnam,    8,331    fam.,  83.6% 
radio,  6,964  rodio  fam. 

WHUB,  250w,  UOOkc,  CBS,  Continental 

D  3.00  3.00  6.00  12.00  18.00  30.00 
N      3.00     3.00     6.00    12.00    18.00  30.00 

(Continued  on  page  196) 
sting 


CLASSIFICATIONS 

FIGURES 

YR. 

FIGURES 

YR. 

Population   

3,280,575 

'50 

2,915,841 

'40 

%  of  U.S  

2.19% 

'50 

2.22% 

'40 

Families   

916,361 

'50 

714,420 

'40 

Percent  Radio  

87% 

'49 

79.2% 

'46 

Radio  Families   

797,234 

'50 

610,000 

'46 

Retail  Sales  

§1,895,116,000 

'49 

2,074,189,000 

'48 

117,724 

'48 

76,897 

'39 

Wholesale  Sales  Volume  .... 

$3,406,328,000 

'48 

839,500,000 

'39 

Wholesale  Trade  Employes  . . 

40,813 

'48 

23,742 

'39 

Employment  (Mid-March)   . . 

582,941 

'48 

561,633 

'47 

Taxable  Payrolls  (1st  quarter) 

$ 

301,446,000 

'48 

274,450,000 

'47 

Income   

$3,036,000,000 

'48 

927,000,000 

'40 

Percent  distribution  

1.47% 

'48 

1.22% 

'40 

Per  Capita  Income  

S955 

•48 

317 

'40 

Percent  of  national  per  capita 
income   

68% 

'48 

55% 

'40 

New  Construction  (Private)  . 

$ 

203,100,000 

'49 

42,000,000 

'39 

$ 

74,300,000 

'49 

20,900,000 

'39 

Non-Residential   

$ 

52,200,000 

'49 

9,300,000 

'39 

Value  added  by  Manufacture  § 

957,539,000 

'47 

318,378,000 

'39 

Automobile  Registration  .... 

750,160 

'49 

672,522 

'48 

Telephones   

558,600 

'49 

357,500 

'45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Ketail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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We  knew  it  was  true 
Here's  the  proof  for  You! 


.  .  .  no  other  Memphis  radio  % 
station  can  deliver  this  'TLUS"  audienc^ 

B 
B 
1 


Here's  actual  proof  that  WMC,  with  its  super-power  FM  station, 
WMCF.  delivers  a  plus  night-time  audience  of  60.149  families  in  the 
rich  mid-south  area. 

According  to  a  factual  and  impartial  survey  conducted  by  the  Depart- 
ment of  Business  and  Economics  of  Arkansas  State  College.  23.269c* 
of  families  in  31  counties  in  Arkansas.  Kentucky,  Mississippi,  Tennes- 
see and  Missouri  own  FM  receivers. 

This  is  a  significant  fact. 

ONLY  WMCF  DELIVERS 
A  CONSISTENT  STATIC- 
FREE  NIGHT-TIME  SIG- 
NAL INTO  THESE  MORE 
THAN  60.000  HOMES  IN 
THE  MEMPHIS  AREA. 

This  is  plus  coverage  for 
you  ...  a  bonus  audience 
that  makes  your  advertis- 
ing dollar  much  more  valu- 
able when  it's  placed  on 
WMC,  simultaneously  dup- 
licating its  AM  schedule  on 
WMCF.  In  addition  to 
WMC's  vast  AM  night-time 
audience.  YOU  GET 
WMCF's  60,000  PLUS  FM 
AUDIENCE  AT  THE  SAME 
TIME.  A  PLUS  THAT  NO 
OTHER  MEMPHIS  RADIO 
STATION    CAN  DELIVER. 


want  the  details? 

The  bam  of  estimate  in  com- 
puting WMCF's  FM  set  owner- 
ship in  the  mid-south  area  was 
directed  by  Dr.  Chester  C.  Car- 
rothers,  Head  oj  the  Depart- 
ment oj  Business  and  Econom- 
ics of  Arkansas  State  College. 
Full  details  of  this  survey  and 
supplementary  information  will 
be  gladly  furnished  upon  re- 
quest. 


*Tabulation  shows  FM  receivers  in 
WMCF's  Bonus  Land  .  .  .  31  counties 
beyond  IVMC's,  or  any  other  Mem- 
phis stations'  AM  night-time  cover- 
age, based  on  the  average  percentages 
resulting  from  Dr.  Carrother's  survey. 


County 

Clay 

Greene 

Lawrence 

Ci  aigliead 

Jackson 

Poinsett 

Woodruff 

Monroe 

Phillips 

Mississippi 

Coahoma 


state 

Arkansas 
Arkansas 
Arkansas 
Arkansas 
Aikansas 
Arkansas 
Arkansas 
Arkansas 
Arkansas 
Arkansas 
Mississippi 


Tallahatchie  Mississippi 
Yalobusha  Mississippi 


Lafayette 
Pontotoc 
Union 
Benton 
Tippah 
Alcorn 
Fayette 
Hardeman 
McNairy 
Haywood 
Madison 
Crockett 
Gibson 
Dyer 

Lauderdale 
Obion 
Dunklin 
Pemiscott 


Mississippi 
Mississippi 
Mississippi 
Mississippi 
Mississippi 
Mississippi 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Tennessee 
Missouri 
Missouri 


No.  Of 

WMCF 

Families 

Bonus 

6,400 

1,489 

6.900 

1.605 

5.500 

1.279 

12.700 

2.954 

6,500 

1.512 

8.700 

2,024 

5.400 

1,256 

5.500 

1.279 

13.900 

3,233 

22,100 

5,140 

15.600 

3.629 

8.700 

2,024 

4.500 

1,047 

4.800 

1.116 

4,600 

1,070 

5.000 

1.163 

2.000 

465 

4,200 

977 

6.400 

1.489 

7.100 

1.651 

5,900 

1,372 

4.300 

1,000 

6.900 

1.605 

17,000 

3,954 

4,600 

1,070 

13,200 

3.070 

10.100 

2,349 

6,900 

1,605 

8,400 

1,954 

11.700 

2,721 

13.100 

3.047 

■ 
■ 
■ 


■ 
■ 


■ 
■ 

t 


WMCF 
WMCT 


60,149 

^     Total  Number 
A|       WMCF  Bonus  \ 
Families 


THE  MID-SOUTH'S  MOST 
COMPLETE  BROADCASTING  SERVICE; 


260  KW  Simultaneously  Duplicating  AM  Schedule 
First  TV  Station  in  Memphis  and  the  Mid-South 

National  Representatives,  The  Branham  Company 
Owned  and  Operated  by  The  Commercial  Appeal 


TENNESSEE 

SPOT  RATE  FINDER 

(Continued  from  page  195) 

DYERSBURG,  Dyer,  9,293  fam„  86.8%  radio, 
8,066  radio  fam. 

WDSG,  250w,  1450kc,  MBS 

SB         IM       5M       15M  30M  1  Hr 

D       5.50     6,50    10.00    18.00  36.00  60  00 

N       5.50     6.50    10.00    18.00  36.00  60.00 


ELIZABETHTON,   Carter,   11,786  fam.,  88.8% 
radio,  10,465  radio  fam. 

WBEJ,  250w,  1240ICC,  MBS 

D       3.75      3.75      9.38    17.50  31.25  50.00 

N      3.75      3.75      9.38    17.50  31.25  50.CD 


FAYETTEVILLE,  Lincoln,  7,103  fam.,  86.7%  ra- 
dio,  6,158   radio  fam. 

WEKR,  250w,  1240l<c,  MBS 

D       3.25     3.25     7.50    14.50    26.00  40.00 

N      3.25     3.25     7.50    14.50    26.00  40.03 


GALLATIN,   Summer,   9,350  fam.,  85.6%  ra- 
dio,  8,003   radio  fam. 

WHIN,    lIcwD,  lOlOkc 

D       3.50     7.65    12.10    15.35    29.50  45.00 


GREENEVILLE,    Greene,    11,426   fam.,  85.8% 
radio,  9,803  radio  fam. 

WGRV,  250w,  1340ICC,  MBS 

D       3.75     3.75     9.38    17.50    31.25  50.00 

N      3.75     3.75      9.38    17.50    31.25  50.00 


HARRIMAN,  Roone,  8,824  fam.,  85.9%  radio, 
7,579  radio  fam. 

WHBT,   250w,   1230I<LC,  Continental 

D       5.00      5.00      8.00    15.00    24.00  40.00 

N       5.00      5.00      8.00    15.00    24.00  40.00 


HUMBOLDT,  Gibson,  13,433  fam.,  84.3%  ra- 
dio,  11,324  rodio  fam. 

WIRJ,   250w-D,  740kc 

D       4.00      5.00    12.00    20.00    35.00  60.00 


JACKSON,  Madison,  16,753  fam.,  85.5%  ra- 
dio,, 14,323  radio  fam. 


2  AM  affiliates,  average  1-time  rate. 

D       3.50     5.50     8.00    17.00    27.00  45.00 

N      5.00     7.50    14.00    31.00    46.50  77.50 


WDXI,   5kw-D,    Ikw-N,    1310kc,    MBS,  Burn- 
Smith 

D      3.00     6.00     8.00    18.00    30.00  50.00 

N      4.00     8.00    12.00    30.00    45.00  75.00 

WPLI,  250w,  I490kc,  McGillvra 

D       3.25     4.35     7.25    13.00    23.00  43.00 

N      3.25     4.35     7.25    13.00    23.00  43.00 

WTJS,  Ikw,  1390kc,  ABC,  Branham,  Conlon 

D       4.00     5.00     8.00    16.00    24.00  40.00 

N      6.00     7.00    16.00    32.00    48.00  80.00 

WTJS-FM,  Chan.   264,   lOO.lmc,  50kw,  Bran- 
ham, Bonus 


JOHNSON   CITY,    Washington,    16,687  fam., 
88.7%  radio,  14.801  radio  fam. 

WETB,  Ikw-D,  790kc 

D       3.50      5.00     9.40    18.90    29.60  50.00 

WJHL,  5kw-D,   Ikw-N,  910kc,  ABC,  Peorson, 

Conlan 

D  10.00  10.00  15.00  25.00  50.00  100.00 
N     12.00    12.00    20.00    30.00    60.00  120.00 

WJHL-FM,  Chan.  264,  100.7mc,  0.25kw,  Bonus 


Note;  AH  Rates  one-time.  Sources:  Families 
and  rodio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KINGSPORT,    Sullivan,    26,530   fam.,   91. 5-, 
radio,  24,195  radio  fam. 

WKPT,  250w,  1400kc,  NBC,  Cooke,  Dobsor 

SB  IM  5M  15M  30M  1  nr 
D  5.00  5.00  9.30  18.00  30.00  50.00 
N      7.50      7.50    13.75    27.0a   45.00  75J)C 

WKPT-FM,  Chan.  253,  98.5mc,  44kw,  Bonus 


KNOXVILLE,  Knox,  62,061  fam.,  91.1%  radio, 
56,537  radio  fam. 


4  AM  affiliates,  average  1-time  rate. 

7.66    10.00    15.00    31.50    47.25  78.75 


20.66    17.75    27.50    54.75    89.00  157.a 


WEIR,  250w,  1240kc,  ABC,  Boiling 


7.00  1  0.00  24.00  36.00  60.0! 
9.00    15.00    30.00    60.00  12O.0C 


WBIR-FM,  Chan.  227,  93.3mc,  2.84kw,  BMB 
Hooper,  Bonus 

WIBK,  Ikw-D,  800kc,  Cooke 

D  5.30  5.30  10.20  18.70  29.80  51.00 
N      7.19     7.19    13.80    22.00    40.00  69.00 

■fl!' 

WKGN  250w  1340kc  MBS,  Forjoe,  Hooper 

D     .  6.00      6.00      9.00    20.00    30.00  50.00 
N       8.00      8.00    13.00    25.00    50.00  100.00) 

WNOX  lOkw,  990kc,  CBS,  Branham,  Hoopet  • 
15.00    1  5.00    25.00    50.00    75.00  1  25.JC 


30.00    30.00    50.00  100.00  150.00  250.(|[ 


WROL,  5kw,  620kc,  NBC,  Avery-Knodel,  Cut 
mings 

D     12.00    12.00    16.00  32.00    48.00    80  0. 

N     24.00    24.00    32.00  64.00    96.00  160.a 

WROL-FM,  Chan.  247,  97.8mc,  76kw,  Avei|itj 
Knodel,  Bonus 


LEBANON,  Wilson,  7,335  fam.,  86.2%  radi 
6,322  radio  fam. 

WCOR,  250w-D,  900kc 

D       2.75      3.25      6.50    12.00  25.00  40 


LEWISBURG,    Marshall,    4,954    fam.,  88.1 
radio,  4,364  radio  fam. 

WJJM,     250w,     1490kc,  Continental 

D      3.00     3.00     6.50    11.50    22.50  35, 


MARYVILIE,    Blount,     15,241     fam.,  90.7° 
radio,  13,823  radio  fam. 

WGAP,  250w,  1400kc,  LBS  | 

D  5.00 
N  6.00 


5.00  8.90  14.70  23.60  39.« ! 
6.00    11.90    19.80    35.60  59.1 


McMINNVILLE,   Warren,    6,210   fam.,  84.2 
radio,  5,228  radio  fam. 


WMMT,  250w,  1230kc,  MBS 


3.50 
3.50 


7.50 
7.50 


15.00 
15.00 


25.00  40 
25.00  40 


MEMPHIS,  Shelby,  134,126  fam.,  86.7%  rac 
116,287  radio  fam. 


4  AM  affiliates,  average  1-time  rate 


19.12 
30.25 


23.50 
35.50 


33.87  55.67  91.50  144] 
45.50    80.50  124.50  222. 


2  AM  non-affiliates, 
D       9.50    11.00  19 


average  1  -time  rate;  | 
.00    31.00    46.50  7?} 
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WDIA,  250w-D,  730xc,  Pearson,  Hooper 
D     11.00    11.00    18.00    30.00    45.00  75" 
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^  5kw-D  Ikw-N,  560kc,  MBS,  Weed 

SB        IM      5M       15M  30M     1  H- 

3.50    16.00    21.50    42.70  64.00  106.00 

8.00    24.00    34.00    64.00  96.00  160.00 

ff^  250w,  1340kc,  IMS 

8.00    12.00    20.00    32.00  48.00  80.00 

0.00    15.00    25.00    40.00  60.00  100.00 

M-FM,  Chan.  295,  106.9mc,  18kw,  Bonus 


5kw,  790kc,  NBC,  Branham,  BMB 
0.00    25.00    40.00    56.00  100.00  150.00 
15.00    40.00    50.00    95.00  150.00  280.00 


V   F(FM),     Chan.     259,     99.7mc,  260kv 
inham.  Bonus 


V  T(TV),    Chan.   4,    7.12kw-aur.;  >3.6kw- 

.,  NBC,  Branham 
I  J5.00    30.00    38.00    60.00    90.00  150.00 


S,   lOkw-D,  5kw-N,  680kc,  ABC,  Radio 

DS. 

>3.00    28.00    34.00  68.00  102.00  170.00 

53.00    38.00    48.00  96.00  144.00  240.00 


y  :,  5kw,  600kc,  CBS,  Katz,  BMB 

i   !0.00    25.00    40.00    56.00  100.00  150.00 

I  !5.00    40.00    50.00    95.00  150.00  280.00 


\  RISTOWN,  Hamblen,  6,684  fam.,  84.9% 
lio,  5,674  radio  fam. 


.  N,  250w,  1450kc,  MBS,  Holman 

1    4.00     6.00    16.00    24.00    36.00  60.00 

I   4.00     6.00    16.00    24.00    36.00  60.00 


I -REESBORO,     Rutherford,     11,344  fam., 
8%  radio,  9,733  radio  fam. 


V   3,  250w,  1450kc,  MBS,  Holman 

I    5.00     6.00     9.00    28.80    30.00  50.00 

I   4.00     8.00    16.00    36.40    48.00  80.00 


NASHVILLE,    Davidson,   89,493   fam.,  91.8% 
radio,  82,154  radio  fam. 


4  AM  ofTiliates,  average  1-fime  rate 

SB        IM       5M       15M      30M     1  H 
D     16.77    18.52    32.67    59.10  -89.27  144.00 
N     32.00    35.50    61.75  111.00  167.75  270.00 


2  AM  non-affiliates,  average  1 -time  rate 
D        6.00    6.50    12.25    26.00    39.00  65.00 


WKDA,  250w,  1240kc,  Forjoe,  Hooper 

D      7.00     8.00    16.00    32.00    48.00  80.00 

N     10.00    12.00    24.00    48.00    72.00  120.00 

WLAC,  50kv/,  1510kc,  CBS,  Raymer,  BMB 

D  15.00  15.00  30.00  60.00  90.00  150.00 
N     30.00    30.00    60.00  120.00  180.00  300.00 

WMAK,  5kw,  1300kc,  MBS,  Weed,  Hooper 

D  9.60  9.60  19.20  38.40  57.60  96.00 
N     16.00    16.00    32.00    64.00    96.00  160.00 

WNAH,  Ikw-D,  1360kc,  LBS 

D      5.00     5.00     8.50    20.00    30.00  50.00 


980kc,    ABC,    Katz,  Conlan, 


WSIX,  5kw, 
Hooper 

D     10.00    12.00  24.00    48.00  72.00  120.00 

N     17.00    20.00  40.00    80.00  120.00  200.00 


WSIX-FM,  Chan.  248,  97.5mc,  71  kw 
(No  rates  available) 


650kc,     NBC,     Retry,  BMB, 


WSM,  50kw, 
Hooper 

D     32.50    37.50  57.50    90.00  137.50  210.00 

N     65.00    75.00  115.00  180.00  275.00  420.00 


WSM-FM,  Chan.  277,  103.3mc,  65kw,  Retry 

SB        IM       5M       15M      30M     1  Hr 
D       2.53      2.50      7.50    10.00    15.00  25.00 
N       5.00      5.00     7.50    12.50    20.00  35.00 


WSM-TV  Chan.  4,  7.2kw-aur.;  14.4kv/-vis. 
D  18.00    30.00    48.00    72.00  120.00 

N  30.00    50.00    80.00  120.00  200.00 


OAK   RIDGE,    Anderson,    16,553   fam.,  88% 
radio,  14,566  radio  fam. 


WATO,     250w,     1450kc,  MBS,  Burn-Smith, 
O'Conner 

D       6.00      6.00      9.00  18.00  27.00  45.00 

N       8.50      8.50    14.40  26.00  39.00  65.00 


PARIS,    Henry,    6,640    fam.,    84.4%  radio, 
5,604  radio  fam. 


WTPR,  250V/-D,  710kc,  Holman 

D       3.00      4.00      6.00    12.50    22.50  40.00 


PULASKI,   Giles,   7,521    fam.,   84.4%  radio, 
6,347  radio  fam. 


WKSR,  250w-D,  730kc,  LBS 

D      2.50     2.50     7.50    12.50    21.88  37.50 


SHELBYVILLE,    Bedford,    6,583    fam.,  88.3% 
radio,  5,812  radio  fam. 


WHAL,  250v^,  1400kc,  MBS 

D       3.00      3.00      7.50    13.00    25.00  40.00 

N      3.00     3.00     7.50    13.00    25.00  40.00 


SPARTA,    White,    4,514    fam.,    82%  radio, 
3,701  radio  fam. 


WOST,  Ikw-D,  1050kc 
(No   rates  available) 


SPRINGFIELD,  Robertson,  7,556  fam.,  84.3% 
radio,  6,369  radio  fam. 


WDBL,  lkv/-D,  1430kc 

SB  IM  5M  15M  30M  1  Hr 
D       3.50      3.75      7.50    15.00    30.00  45.00 


TULLAHOMA,  CofFee,  6,426  fam.,  85.5%  ra- 
dio, 5,494   radio  fam. 


WJIG,  250W-D,  740kc,  Continental 

D      3.50     3.50     7.50    17.50    35.00  50.00 


UNION  CITY,  Obion,  8,113  fam.,  88%  radio, 
7,139  radio  fam. 


WENK,  250w,  1240kc,  MBS,  Burn-Smith 

D  4.00  5.00  8.00  13.00  24.00  45.00 
N       5.00     6.00    11.00    25.00    40.00  70.00 


WINCHESTER,    Franklin,    7,108    fam.,  87.1% 
radio,  6,191   radio  fom. 


WCDT,  250w  1340kc,  MBS 

D  3.00  3.00  7.50  14.00  25.00  40.00 
N       3.00      3.00      7.50    14.00    25.00  40.00 


For  Facts  on  the 
Chattanooga  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WAPO 


HERE'S  HOW  YOU  CAN  COVER  THE  NASHVILLE  MARKET  AREA 

Nashville's  RETAIL  TRADE  AREA  compiled  by  the  Research  Department  of  Nashville  Chamber 
of  Commerce  includes  51  counties.  You  can  see  that  WSIX's  audience  map  covers  53  BMB 
counties.    Not  too  much  —  Not  too  little  —  Just  right. 


I 


WSIX  GIVES  YOU 
ALL  THREE 

MARKET  -  COVERAGE  -  ECONOMY 

Advertisers  count  on  WSIX  year  after  year  for  a  big 
share  of  the  money  spent  in  this  rich  TENNESSEE 
VALLEY  MARKET  .  .  .  $719,825,000  spent  in  retail 
stores  alone  in  1948. 


BMB 
Audience  Map 
based  on 
Study  No.  2 
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National  Representative:  The  Katz  Agency,  Inc. 


Figures  in  counties  indicate  the  percent  of  radio 
families  that  comprise  the  station's  weekly  audi- 
ence in  the  county.    Daytime— Spring  1949. 

5000  WATTS  •  980  KC  •  ABC 

and  WSIX-FM    •    71,000  W    •    97.5  MC 
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You  might  expect  a  radio  station  that  originates  16  network  pro- 
grams every  week  to  be  situated  in  New  York  or  Hollywood. 

Or  at  least  in  Chicago.  But,  WSM  is  the  exception.  This  station, 
with  a  talent  staff  of  over  200  entertainers  is  located  down  South. 


Perhaps  you  think  the  world's  largest  studio  audience 
is  found  in  one  of  the  networks  massive  buildings. 
But  no.  The  largest  audience  to  see  any  radio  show — 5,000 
people — watches  WSM's  Grand  Ole  Opry  in  Nashville, 
Tennessee  every  Saturday  night. 


Do  you  have  the  idea  that  all  stations  outside  of  major  production  centers  are 
P  content  to  take  shows  off  the  network  without  regard  for  local  programming? 

Maybe  you'll  lift  a  curious  eyebrow  when  you  are  told  that  WSM  originates 
25  live  talent  programs  every  day! 


Would  you  believe  it — entertainers  on  WSM  are  among  the  biggest 
names  in  the  country.  Stars  like  Red  Foley,  Minnie  Pearl,  Hank 
Williams,  Ernest  Tuhb,  Snooky  Lanson,  Beasley  Smith,  Francis 
Craig  .  .  .  and  200  others.  Talent  which  has  sold  130,000,000 
phonograph  records  and  annually  draws  crowds  of  more  than  a 
half  million  on  nationwide  public  appearances. 
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975,  WHAT? 


In  the  past,  there  have  been  other  entertainers  on  this  station  .  .  .  names  you 
may  remember.  Dinah  Shore,  Phil  Harris,  James  Melton,  Kay  Armen,  to 
name  just  a  few  who  got  their  start  on  the  same  radio  station  here 
in  Nashville. 

That  song  you  were  humming  a  moment  ago?  It  may 
have  been  written  by  a  member  of  WSM's  staff. 
Within  the  past  two  years  this  stations  tunesmiths  have 
produced  such  songs  as  Chattanooga  Shoe  Shine  Boy,  Near  You, 
Beg  Your  Pardon,  Lucky  Old  Sun  and  Old  Master  Painter. 


Some  folks  know  the  phrase,  "Radio  Stations  Everywhere — But  Only  One  WSM." 
Perhaps  these  facts  serve  to  point  up  that  claim.  But  greater  than  our  50,000 
watt  Clear  Channel  signal  which  covers  the  Central  South  is  this  fact:  WSM 
means  something  to  this  region  .  .  .  this  region  means  something  to  WSM. 

This  year  as  we  begin  our  second  25  years  of  radio  broadcasting,  WSM's  new  television  station 
will  make  its  debut.  The  same  programming  for  local  taste  without  regard  for  the  bugaboo  of 
production  costs  will  go  into  this  new  medium.  Meanwhile,  the  radio  station  will  continue  to 
serve  the  vast  Central  South  which  remains  WSM's  listener  family 
of  millions. 

Radio  at  WSM  is  here  to  stay.  And  by  the  time  we  celebrate 
our  Golden  Anniversary  in  1975,  we  hope  to  have  a  great 
deal  to  add  to  this  report  of  radio  progress. 


WSM  Incorporated,  Nashville,  Tennessee 


if  A  S  H  Y  I  L  L  E 
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TENNESSEE  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Anderson  

Bedford  

Benton  

Bledsoe  

Blount  

Bradley  

Campbell  

Cannon  

Carroll  

Carter  

Cheatham  

Chester  

Claiborne  

Clay  

Cocke  

Coffee  

Crockett  

Cumberland.. 

Davidson  

Decatur   

De  Kalb  

Dickson   

Dyer  

Foyette  

Fentress  

Franklin  

Gibson  

Giles  

Grainger  

Greene  

Grundy  

Hamblen  

Hamilton  

Hancock  

Hardeman  

Hardin   

Hawkins.  

Haywood  

Henderson  

Henry  

Hickman  

Houston  

Humphreys  ... 

Jackson  

Jefferson  

Johnson  

Knox  

Lake  

Lauderdale  . 

Lawrence  

Lewis  

Lincoln   

Loudon  

McMinn  

McNoiry  

Macon  

Madison  

Marion   

Marshall   

Maury  

Meigs  

Monroe  


1950 
Population 

59,260 

23,568 

11,411 

8,554 
54,564 
32,128 
34,302 

9,156 
26,150 
42,195 

9,158 
11,152 
24,729 

8,693 
22,972 
23,008 
16,601 
18,830 
320,388 

9,574 
11,667 
18,768 
33,271 
27,504 
14,897 
25,450 
48,091 
26,926 
13,070 
40,907 
12,541 
23,932 
207,264 

9,105 
23,261 
16,890 
30,464 
26,187 
17,156 
23,774 
13,335 

5,312 
10,992 
12,337 
19,637 
12,252 
222,179 
11,631 
24,996 
28,786 

6,069 
25,431 
23,134 
31,954 
20,359 
13,581 
59,977 
20,490 
17,738 
40,297 

6,073 
24,455 


1940 
Population 

26,504 

23,151 

11,976 

8,358 
41,116 
28,498 
31,131 

9,880 
25,978 
35,127 

9,928 
11,124 
24,657 
10,904 
24,083 
18,959 
17,330 
15,592 
257,267 
10,261 
14,588 
19,718 
34,920 
30,322 
14,262 
23,892 
44,835 
29,240 
14,356 
39,405 
11,552 
18,611 
180,478 
11,231 
23,590 
17,806 
28,523 
27,699 
19,220 
25,877 
14,873 

6,432 
12,421 
15,082 
18,621 
1 2,998 
178,468 
11,235 
24,461 
28,726 

5,849 
27,214 
19,838 
30,781 
20,424 
14,904 
54,115 
19,140 
16,030 
40,357 

6,393 
24,275 


1950 
Famifies 

16,553 
6,583 
3,187 
2,389 

15,241 
8,974 
9,581 
2,557 
7,304 

11,786 
2,558 
3,115 
6,906 
2,428 
6,416  - 
6,426 
4,637 
5,259 

89,493 
2,674 
3,258 
5,242 
9,293 
7,682 
4,161 
7,108 

13,433 
7,521 
3,650 

11,426 
3,503 
6,684 

57,894 
2,543 
6,497 
4,717 
8,509 
7,314 
4,792 
6,640 
3,724 
1,483 
3,070 
3,446 
5,485 
3,422 

62,061 
3,248 
6,982 
8,040 
1,695 
7,103 
6,462 
8,925 
5,686 
3,793 

16,753 
5,723 
4,954 

11,256 
1,696 
6,831 


1950 
Radio-Families 

14,566 
5,812 
2,622 
1,947 

13,823 
7,959 
8,249 
2,073 
6,237 

10,786 
2,189 
2,616 
5,814 
1,971 
5,376 
5,494 
3,941 
4,338 

82,154 
2,286 
2,697 
4,450 
8,066 
5,799 
3,337 
6,191 

11,324 
6,347 
2,927 
9,803 
3,012 
5,674 

52,162 
2,011 
5,295 
3,981 
7,283 
5,602 
4,030 
5,604 
3,165 
1,276 
2,588 
2,811 
4,870 
2,812 

56,537 
2,663 
5,725 
6,745 
1,471 
6,158 
5,680 
7,773 
4,719 
3,186 

14,323 
5,036 
4,364 
9,837 
1,429 
5,731 


%  Radio 

88.0 
88.3 
82.3 
81.5 
90.7 
88.7 
86.1 
81.1 
85.4 
88.8 
85.6 
84.0 
84.2 
81.2 
83.8 
85.5 
85.0 
82.5 
91.8 
85.5 
82.8 
84.9 
86.8 
75.5 
80.2 
87.1 
84.3 
84.4 
80.2 
85.8 
86.0 
84.9 
90.1 
79.1 
81.5 
84.4 
85.6 
76.6 
84.1 
84.4 
85.0 
86.1 
84.3 
81.6 
88.8 
82.2 
91.1 
82.0 
82.0 
83.9 
86.8 
86.7 
87.9 
87.1 
83.0 
84.0 
85.5 
88.0 
88.1 
87.4 
84.3 
83.9 


1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employment 
Mid-March 
1943 

27  723 

29,663 

21,886 

1 1  158 

13,553 

3,794 

3  369 

3,678 

312 

1  660 

2,282 

494 

20  451 

27,121 

12,450 

13  423 

18,415 

5,904 

1 1 ,827 

15,157 

3,703 

1,677 

2,605 

345 

8,379 

1 1 ,999 

2,362 

14,014 

20,270 

7,982 

2,521 

3,228 

246 

2,808 

4,245 

775 

4  375 

6,190 

1,899 

1  340 

1,581 

164 

6  018 

8,687 

1,616 

7  310 

12,167 

3,320 

4  677 

6,800 

461 

4  134 

7,478 

1,1 14 

288  392 

276,771 

85,949 

2  283 

'3,482 

726 

3  209 

3,118 

403 

7  455 

8,464 

1,459 

20  823 

25  665 

3,756 

5  443 

7  556 

545 

3  289 

3,921 

915 

8,188 

11,294 

2,080 

1 8  034 

25,773 

5,066 

10  742 

1 2  999 

1,988 

2  329 

2,102 

227 

14  462 

19  535 

3,634 

2,155 

3,094 

1,312 

10  710 

17,249 

4,398 

IRR  Afl6 

1 80  600 

64,332 

1 ,148 

1,279 

111 

6  065 

7  171 

754 

3  687 

5  942 

1,222 

6  655 

8,1 13 

1,357 

8  125 

10  990 

1,142 

5  267 

7  254 

798 

11  318 

12  813 

2,120 

2  825 

4  039 

1,163 

1  341 

1  218 

242 

3  448 

4  570 

968 

2  713 

1  977 

259 

4  645 

6  861 

1,354 

1  932 

3  075 

435 

1 97  938 

192  786 

54  526 

4  532 

6  161 

1,205 

10  105 

12  005 

1,570 

10  232 

13  025 

1,762 

1  916 

2  960 

810 

1 0  503 

1 2  472 

1  843 

7  789 

1 1  372 

2  982 

1 3  728 

1 6  1 27 

4  610 

4  691 

7  476 

1  459 

2  342 

665 

40,104 

43,1 25 

9,494 

6,624 

8,272 

2,442 

8,285 

10,528 

2,392 

23,983 

24,615 

6,027 

574 

934 

237 

5,890 

8,235 

1,383 

rolls-lst  Qtr. 


92 
136 
6,983 
2,539 
1,848 
101 
698 
4,713j 
59 
224 
1,142 
36 
666 
1,302 
144 
383 
45,750 
211 
141 
438 
1,478 
177 
347 
834 
1,945 
876 
65 
1,555 
650 
1,852 
33,728 
16 
173 
414 
525 
369 
251 
742 
519 
57 
2K 
5S 
5C 
Ui 
29,00: 
51( 
48 
56' 

3i; 
72: 

1,03: 

1,70 
48 
17i 
4,21 
1,00 
,1,05 
2,85 
8 
45 

(Continued  on  page  202 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population, 
copyright   1950  "Sales  Management."    Further  reproduction 
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1940  Census;  1950  Families  and  1950  Radio  Families, 
unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale: 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 


BROADCASTING 


Telecastinj 


MEMPHIS  NOW  26TH  CIH  IN  SIZE 

Ten  Years  Have  Made  A  BIG  Difference 


1940 

1950 

%  INCREASE 

POPULATION 

292,942 

394,025 

+  34.5% 

BANK  DEPOSITS 

$198,551,882 

$539,520,919 

+  172% 

DWELLING  UNITS 

83,246 

107,588 

+  29.2% 

NUMBER  OF  TELEPHONES 

59,673 

144,032 

+  141  % 

RETAIL  SALES 

$140,600,000 

$475,800,000 

+  238  % 

''WHOLESALE  SALES 

$435,200,000 

$1,904,100,000 

+  338  % 

WMPS  RADIO  HOMES 

141,400 

677,392 

H-379% 

*Shelby  County 
Census  of  Business 
U.  S.  Dept.  of  Commerce,  1948 


TODAY'S  COST  per  Thousand 
WMPS  LISTENERS  IS  — 


63% 


LESS  THAN 
IN  1940! 


YES  everything's  up  in  Memphis— 

except  the  cost  per  thousand  WMPS  listeners 

WMPS  is  a  better  buy  today  than  at 
anytime  during  its  26-year  history 


iL 


10,000  WATTS  DAY 
5,000  WATTS  NIGHT 
680  KILOCYCLES 


AMERICAN      BROADCASTING  COMPANY 

Represented  by 

RADIO     REPRESENTATIVES,  INC. 


BROADCASTING    •  Telecasting 
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TENNESSEE  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  200] 


County 

Montgomery.. 

Moore  

Morgan  

Obion  

Overton  

Perry  

Pickett  

Polk  

Putnam  

Rhea  

Roane  

Robertson  

Rutherford  

Scott  

Sequatchie  

Sevier  

Shelby  

Smith  

Stewart  

Sullivan  

Sumner  

Tipton  

Trousdale  

Unicoi  

Union  

Van  Buren  ... 

Warren  

Washington.. 

Wayne  

Weakley  

White  

Williamson.... 
Wilson  


1949 

1948 

Employmenf 

laxaoie  rai 

1950 
Population 

1940 
Population 

1950 
Families 

1950 
Radio-Families 

%  Radio 

Rstail  Sales 
(Est.)  ($000) 

Retail  Sales 
U.  S.  ($000) 

Mid-March 
1948 

rolls-lst  Ot 
1948  {$00{ 

,^ 

44,313 

33,346 

12,377 

10,532 

85.1 

lA  IrtA 
\o,  lUO 

22  590 

5,930 

2,1  i 

I 

1 

3,948 

4,093 

1,102 

943 

85.6 

496 

800 

133 

15,703 

15,242 

4,386 

3,741 

85.3 

^,Oi}>>, 

3  348 

964 

31 

4 

29,046 

30,978 

8,1 13 

7,139 

88.0 

17,192 

3,305 

1,27 

17,564 

18,883 

4,386 

3,443 

78.5 

3  209 

4,450 

}JMS 

Z 

5,940 

5,535 

1,659 

1,425 

85.9 

1  772 

1,578 

193 

5,055 

6,213 

1,412 

1,122 

/y.o 

894 

884 

138 

11 

1 4,040 

15,473 

3,921 

3,446 

o/.y 

6  51 1 

5,969 

2,595 

1,6 

29,825 

26,250 

8,331 

6,964 

Oo.O 

8,685 

12,464 

3,728 

9 
& 

16,053 

16,353 

4,484 

3,914 

87.3 

6  559 

6,802 

1,813 

31,593 

27,795 

8,824 

7,579 

85.9 

9  754 

14,800 

4,214 

1,7' 

27,051 

29,046 

7,556 

6,369 

04.0 

10  294 

11,942 

2/456 

7, 

1 

,1 

40,613 

33,604 

1 1 ,344 

9,733 

OO.O 

19  708 

22,236 

3,625 

M. 

i, 
II 

17,368 

15,966 

4,851 

4,016 

82.8 

4  149 

5,018 

1,741 

6 
1 

5,677 

5,038 

1,585 

1,334 

34.2 

927 

1,589 

318 

23,300 

23,291 

6,508 

5,460 

oo.y 

6  129 

9,893 

1,008 

3' 

If 

1 

480,173 

358,250 

134,126 

1 16,287 

oO./ 

459  286 

475,752 

121,523 

66,0 

u 

14,079 

16,148 

3,932 

3,405 

86.6 

4  884 

4,971 

511 

1 

9,160 

13,549 

2,558 

2,215 

QA  A 
OO.O 

2  171 

2,326 

227 

19,2^ 

w 

94,978 

69,085 

26,530 

24,195 

01  0 

63  057 

67,212 

26,506 

s 

33,476 

32,719 

9,350 

8,003 

QK  A 

9  689 

12,229 

3,115 

1,2 

kl 

29,716 

28,036 

8,300 

6,806 

9  720 

14,032 

-  1,552 

6' 

5,51 1 

6,1 13 

1,539 

1,343 

o/  -O 

1  772 

2,184 

231 

15,863 

14,128 

4,431 

3,837 

AA  A 
OO.O 

4  486 

6,489 

1,990 

94 

Ut 

8,665 

9,030 

2,420 

1,965 

O  1  .£ 

1  245 

1,055 

51 

3,979 

4,090 

1,111 

922 

83.0 

oJd 

41 

22,235 

19,764 

6,210 

5,228 

04.Z 

7  391 

11  641 

2,551 

9- 

O  l,OJ  1 

10,00/ 

l4,OU  1 

88.7 

42,058 

44,218 

9,338 

4,7 

13,853 

13,638 

3,869 

3,180 

82.2 

2,505 

4,151 

621 

1* 

27,927 

29,498 

7,800 

6,612 

85.4 

10/614 

11,583 

1,819 

6 

16,162 

15,983 

4,514 

3,701 

82.0 

3/831 

6,142 

818 

1 

24,257 

25,220 

6,775 

5,792 

85.5 

8,573 

9,981 

1,450 

26,261 

25,267 

7,335 

6,322 

86.2 

8,987 

13,577 

2,274 

7- 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale 
copyright  1950  "Sales  Management."    Further  reproduction  unlicensed.    1948   Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc 


I 
I 
I 
I 
I 


More  Listeners  Per  Dollar  .  .  .  . 


in   Modest*  MEMPHIS 


Yes,  modest  Memphis!  Overly  modest 
in  making  claims  about  its  size  and 
buying  power  .  .  .  but  never  shy  in 
piling  up  sales  results  for  WHHM 
advertisers. 


WHHM 
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Independent  But   Not  Aloof 

Where  your  spots  are  Spotlighted 

IN  MEMPHIS,  TENNESSEE 

Paff  McDonaldf  manager 
Representatives:  Independent  Metropolitan  Sales 

August  14,  1950 


BROADCASTING    •  Telecasti 


BiLENE,  Taylor,  17,619  fam.,  92.4%  radio, 
16,279  radio  fam. 

AM  offiliotes,  average  1-time  rate 

SB        IM      5M       15M     30M  1  Hr 

8.25    13.00    24.00    36.00  60.00 

8.25    13,00    24.00    36.00  60.00 


RBC,  5kw-D,  Ikw-N,  1470kc,  ABC,  Pearson, 
|i  J  Hooper,  Conlan 


10.00 
10.00 


10.00 
10.00 


14.00 
14.00 


28.00  42.00  70.00 
28.00    42.00  70.00 


yVKC,  250w,  1340kc,  MBS,  Taylor,  Conlan, 
Hooper 

J              6.50    12.00    20.00  30.00  50.00 

*                6.50    12.00    20.00  30.00  50.00 

*|LICE,  Jim  Wells,  7,772  fam.,  81.6%  radio, 
'/  ^1 6,341  radio  fam. 

Kl,  Ikw,  1070kc,  MBS 

4.50     6.00    10.00    16.00  24.00  40.00 

6.00     9.00    15.00    20.00  36.00  60.00 

IPINE,  Brewster,  2,032  fam.,  80.6%  radio, 
1,637  radio  fam. 
LF,  250w,  1240kc,  Taylor 

4.00     4.00     7.50    12.00  18.00  30.00 

4.00     4.00     7.50    12.00  18.00  30.00 

,,^lMARILLO,  Potter,  22,158  fam.,  95.9%  radio, 
M  21,249  radio  fam. 


AM  affiliates,  average  1-time  rate 

7.62    11.16    18.12    28.50    42.25  73.75 
16.25    17.33    27.75    45.50    72.00  120.00 


iQ,  Ikw-D,  500w-N  lOlOkc,  MBS,  Forjoe 
9.00    10.00    20.00    30.00    50.00  80.00 
9.00    10.00    20.00    30.00    50.00  80.00 
DA,  5kw-D,  1kv/-N,  1440kc,  ABC,  Branham, 
{ f\  Conlan 

10.00    10.00    18.00    28.00    45.00  75.00 
,    15.00    15.00    22.00   40.00   70.00  120.00 
ifDA-FM,  Chan.  262,  100.3mc,  3.4kv/,  Bonus 
GNC,  lOkw,  710kc,  NBC,  Taylor 
«l    13.50    13.50    22.50    36.00    54.00  90.03 
27.00    27.00    45.00   72.00  108.00  180.00 
5NC-FM,  Chan.  282,  104.3mc,  47kw,  Does 
not  sell  time 


lote:  All  Rates  one-time.  Sources:  Families 
hd  radio  families  estimated  from  field  tabu- 
Itions  of  1950  U.  S.  Census.  Percent  radio 
»MB.  For  complete  explanation  see  foreword. 


KLYN,  Ikw,  940kc,  CBS,  Blair 

SB  IM      5M  15M  30M     1  Hr 

D      8.00              12.00  20.00  20.00  50.00 

N     14.00              24.00  40.00  60.00  100.00 

ATHENS,  Henderson,  6,516  fam.,  86.4%  radio, 

5,629  radio  fam. 
KBUD,  250W-D,  1410kc 

D      3.50     4.00     6.00    12.50    20.00  35.00 

AUSTIN,    Travis,   44,799   fam.,    89%  radio, 
39,871  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      6.75     7.50    13.00    23.33    36.00  56.66 

N      7.83    12.66    24.66    43.33    65.00  108.33 

KNOW,  250w,  1490  kc,  ABC,  Pearson,  Hooper 
D  5.25  6.00  12.00  20.00  30.00  40.00 
N  9.00  10.50  20.00  32.00  48.00  80.00 
KTBC,  5kw-D,  Ikw-N,  590kc,  CBS,  Taylor 
D  9.00  9.00  15.00  26.00  42.00  70.00 
N  13.50  13.50  30.00  50.00  75.00  125.00 
KTXN,  Ikw-D,  1370kc 

D      5.75     6.50    10.00    22.00    32.00  55.00 
KVET,  Ikw,  1300kc,  MBS,  Forjoe 
D      6.00     7.50    12.00    24.00    36.00  60.00 
N     11.00    14.00    24.00    48.00   72.00  120.00 

BALLINGER,    Runnels,    4,669    fam.,  89.3% 

radio,  4,169  radio  fam. 
KRUN,  250w,  1400kc 

D  3.10  5.18  8.64  14.40  24.00  40.00 
N  3.10  5.18  8.64  14.40  24.00  40.00 
BAY  CITY,  Matagorda,  5,984  fam.,  82.4% 

radio,  4,930  radio  fam. 
KlOX,  Ikw,  1270kw,  MBS,  Girard 
D      4.00     5.50     8.00    18.00    30.00  50.00 
N      4.00     5.50     8.00    18.00    30.00  50.00 
BAYTOWN,  Harris,  223,790  fam.,  92.5%  ra- 
dio, 207,005  radio  fam. 

2  AM  non-affiliates,  average  1-time  rate 
D      4.75     5.70    11.40    22.80    33.25  57.00 

KRCT,  250w-D,  650kc,  McGillvra 

D      5.00     6.00    12.00    24.00    35.00  60.00 

KREL,  Ikw,  1360kc,  Conlan 

D      4.50     5.40    10.80    21.60    31.50  54.00 

N      6.00     7.50    13.00    26.00    39.00  65.00 

KREL-FM,  Chan.  221,  92.1  mc,  250w,  Bonus 


BEAUMONT,   Jefferson,   54,227   fam.,  91.1% 
radio,  49,400  radio  fam. 

3  AM  non-affiliates,  average  1-time  rate 

SB  IM  5M  15M  30M  1  Hr 
D  4.75  6.41  10.00  18.66  25.66  47.50 
N      6.00     7.25    11.25    24.00    36.00  60.00 


KFDM,  5kw,  560kc,  ABC, 

per,  BMB 
D      8.00    10.00  18.75 
N     15.00    18.00  37.50 
KPBX,  Ikw-D,  1380kc 
D      4.25     6.75  11.00 
KRIC,  250w,  1450kc,  Bra 
D       5.00     6.00  9.00 
N      6.00     7.00  10.00 
KRIC-FM,  Chan.  258,  99 
KTRM,  Ikw,  990kc 
D      5.00     6.50  10.00 
N      6.00     7.50  12.50 


Free  &  Peters,  Hoo- 

28.00  42.00  70.00 
56.00    84.00  140.00 

18.00  30.00 

nham 
18.00    27.00  45.00 
20.00    30.00  50.00 

5mc,  4.5kw,  Bonus 

20.00  30.00  50.00 
28.00    42.00  70.00 


BEEVILLE,    Bee,    5,057    fam.,  83.4%  radio, 

4,217  radio  fam. 
KIEL,  250 w,  1490kc 

D      3.83     5.10    10.20    16.32  24.48  40.40 

N      3.83     5.10    10.20    16.32  24.48  40.40 

BIG   SPRING,    Howard,   7,443  fam.,  90.7% 

radio,  6,750  radio  fam. 
KBST,    250w,    1490kc,    ABC,    Pearson,  BMB, 

D      5.00     5.00     9.00    18.00  27.00  45.00 

N  5.00  5.00  9.00  18.00  27.00  45.00 
KTXC,  lOOw,  1400kc,  LBS 

D      3.00     4.25     7.00    15.00  25.00  45.00 

N      3.00     4.25     7.00    15.00  25.00  45.00 

BONHAM,  Fannin,  8,701  fam.,  89.9%  radio, 

7,822  radio  fam. 
KFYN,  250W-D,  1420kc 

D      3.05     3.90     6.50    14.30  21.45  35.75 

BORGER,  Hutchinson,  8,789  fam.,  94.4%  ra- 
dio, 8,296  radio  fam. 
KHUZ,  250w,  1490kc,  MBS,  Girard,  Crossley 

D      2.50     4.00    10.00    15.00  25.00  40.00 

N      3.50     5.00    12.00    18.00  27.00  48.00 

BRADY,  McCulloch,  3,255  fam.,  87.5%  radio, 

2,848  radio  fam. 
KNEL,  250 w,  1490kc 

D      3.00     3.00     6.00    15.00  25.00  50.00 

N      3.00     3.00     6.00    15.00  25.00  50.00 

BRECKENRIDGE,  Stephens,  2,953  fam.,  89.5% 

radio,  2,642  radio  fam. 
KSTB,  Ikw-D,  1430kc 

D      4.20     5.00    15.00    25.20  42.00  70.00 

BRENHAM,  Washington,  5,723  fam.,  78.2% 

radio,  4,475  radio  fam. 
KWHI,  Ikw-D,  1280kc 

D      4.20     5.00    15.00    25.20  42.00  70.00 


BROWNFIELD,  Terry,  3,651   fam.,  87.8%  ra- 
dio, 3,205  radio  fam. 
KTFY,  250w-D,  lOSOkc,  LBS,  Continental 

SB  IM  5M  15M  30M  1  Hr 
D      3.60     3.60     7.50    16.50    25.00  40.00 

BROV/NSVILIE,  Cameron,  34,869  fam.,  78.6% 

radio,  27,407  radio  fam. 
KBOR,  Ikw,  1600kc,  LBS,  Best 

D       6.50     8.50    12.50    25.00  37.50  62.00 

N     11.00    13.75    22.00    44.00  66.00  110.00 

KVAL,  250w,  1490kc,  ABC,  Free  &  Peters 

D      5.00     6.25    10.00    20.00  30.00  50.00 

N     10.00    12.50    20.00    40.00  60.00  100.00 

BROWNWOOD,    Brown,   7,949    fam.,  88.8% 

radio,  7,058  radio  fam. 
KBWD,  Ikw-D,  SOOw-N,  1380kc,  MBS,  Walker 
D       3.25      6.25      9.00    18.00    27.Q0  43.00 
N      5.00    10.00    13.50    20.00    38.50  65.00 

BRYAN,  Brazos,   10,688  fam.,  84.7%  radio, 

9,052  radio  fam. 
KORA,  250w,  1240kc,  MBS 

D       1.78      3.90      8.32    13.65  20.48  32.50 

N       2.30     7.15    10.93    19.11  27.30  44.83 

CEMTER,   Shelby,  6,540   fam.,  82.1%  radio, 

5,369  radio  fam. 
KDET,  Ikw-D,  930kc,  Best 
D      6.00     6.00    12.00    24.00    36.00  60.00 

CHILDRESS,  Childress,  3,370  fam.,  88.6%  ra- 
dio, 2,985  radio  fam. 
KCTX,  250w,  ISlOkc,  MBS,  Girard 
D      2.50     3.50     7.00    12.00    21.00  35.00 
N      2.50     3.50     7.00    12.00    21.00  35.00 
CLEBURNE,  Johnson,  8,689  fam.,  89.3%  ra- 
dio, 7,759  radio  fam. 
KCLE,  250w-D,  1120kc 

D  3.90  5.20  8.45  16.25  22.75  39.00 
KCLE-FM,  Chan.  232,  94.3mc,  330kw,  Bonus 

days  only  

N      3.00     4.00     6.50    12.50    17.50  30.00 

COLEMAN,  Coleman,  4,303  fam.,  88.8%  ra- 
dio, 3,821  radio  fam. 
KSTA,  250w-D,  lOOOkc 

D      3.00     5.00     9.00    18.00    30.00  50.00 
COLLEGE    STATION,    Brazos,    10,688  fam.. 
84.7%  radio,  9,052  radio  fam. 

^'^lJ'"9%"l'5.0l  24.00  36.00  60.00 
COLORADO  CITY,  Mitchell,  3,027  fam.,  86.3% 

radio,  2,612  radio  fam. 
KVMC,  500w  D,  1320kc 

(No  rates  available) 

(Continued  on  page  204) 


firsj...  in  listeners  all  day-every  day 

F  I  RST— in  Lubbock  Network  Radio  .  .  .  ABC 
FIRS  T — station  on  the  Texas  South  Plains  .  .  .  est.  1932 
FIRS  T — radio  buy  in  the  Lubbock  Market. 

Lubbock   County  — -metropolitan  area — largest  populated  county  in  W.  Texas 
between  El  Paso,  Ft.  Worth  and  San  Antonio  ^ 

LUBBOCK   COUNTY.  .  .  91st  in  National  Farm  Income* 


i 


t  Conlan 
■f  U.  S.  Census  (1950) 
*  Sales  Management 


LUBBOCK. 
LUBBOCK. 
LUBBOCK. 
LUBBOCK. 


11th  city  in  Texas  population^ 

10th  city  in  Texas  Retail  Sales  * 

8th  city  in  Texas  General  Merchandise  Sales  * 

6th  city  in  Texas  Drug  Sales  * 


LUBBOCK,  TEXAS 

250  WATTS  •  1340  KC 

ABC  •  LONE  STAR  CHAIN 
0.  L  Taylor  Co.^  Natl  Rep. 
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Yes,  taking  both  cost  and 
Hooperating  into  considera- 
tion, KNUZ  is  Houston's  Best 
Dollar  Buy. 


The  KNUZ 

Market  Offers: 

1,049,673  people  in  251,- 
600  radio  homes  —  who 
spend : 

$1,080,540,000  on  retail  sales 
236,862,000  on  food 
33,332,350  on  drugs 
84,387,459  on  apparel 
59,599,500  on  home  fur- 
nishings 
181,374,000    on  automo- 
biles 

123,205,250  on  hardware 
105,965,200  on  food  and 
drink  sales 


KNUZ  Offers: 

Morning  Hooper  Share,  8 
a.  m.  to  12  noon,  Mon. 
thru  Fri.  19.4* — No.  2  in 
Houston. 

Afternoon  Hooper  Share, 
12  noon  to  6  p.  m.,  Mon. 
thru  Fri,  15.3* — No.  2  in 
Houston. 

Yes,  for  50  hours  per 
week  KNUZ  ranks  No.  2  in 
Houston  for  share  of  audi- 
ence. 

'fHooper  Index,  April-May  1950) 


Buy  Fabulous 
Houston 
Buy  KNUZ 


CALL,  WIRE  OR  WRITE 

FORJOE:  NAT.  REP. 
DAVE  MORRIS,  MGR. 
CE-8801 

k-nuz 

(KAY-NEV.'S) 

9th  Floor  Scanlan  BIdg. 

HOUSTON,  TEXAS 
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TEXAS 

SPOT  RATE  FINDER 

(Continued  from  page  203) 

CORPUS  CHRISTI,  Nueces,  46,013  fam.,  85.2% 
radio,  39,203  radio  fam. 


4  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M     30M  1  Hr 

D       6.62     7.47    13.50  25.50    38.50  65.00 

N     11.40    12.95    23.00  41.00    67.00  112.50 


1140kc,  CBS,  Taylor, 


KEYS,  Ikw-D,  500w-N, 
Hooper 

D       6.00     7.20    12.00    24.00  36.00  60.00 

N  12.00  14.40  24.00  48.00  72.00  120.00 
KRIS,  Ikw,  1360kc,  NBC,  Free  &  Peters 

D       6.00     7.20    12.00    24.00  36.00  60.00 

N  12.00  14.40  24.00  48.00  72.00  120.00 
KSIX,  250w,   1230kc,  ABC,  Forjoe 

D       7.00      7.00    10.00    18.00  30.00  50.00 

N  10.00  10.00  18.00  30.00  48.00  80.00 
KUNO,  lOOw,  1400kc,  MBS 

D       7.50      8.50    20.00    36.00  52.00  90.00 

26.00    48.00  76.00  130.00 


N  11.60  13.00 
KWBU,  50kw-D, 

Hooper 
D      15.00  15.00 


1030kc,  LBS,  Branham, 
25.00    50.00    75.00  125.00 


CORSICANA,  Navarro,  11,098  fam.,  86%  ra- 
dio, 9,544  radio  fam. 
KAND,   250w,    1340kc,  Branham 
D       2.50      3.10    10.90    17.65    29.40  49.00 
N       2.50     3.10    10.90    17.65    29.40  49.00 

CROCKETT,   Houston,  6,352  fam.,  79.7%  ra- 
dio, 5,062  radio  fam. 
KIVY,  250V/-D,  1570kc 

D        .60     2.60     4,30     7.80    15.00  30.00 

CUERO,  De  Witt,  6,400  fam.,  81.7%  radio, 

5,228  radio  fam. 
KCFH,  500w-D,  1600kc,  LBS,  Biddick,  Best 
D       3.83      5.10      8.50    13.60    20.40  34.00 


DAIHART,   Hartley,  531 

494  radio  fam. 
KXIT,  500w-D,  1410kc 
D       2.70     3.30  7.50 


fam.,   93.1%  radio. 


DALLAS,  Dallas,  171,033  foi 
159,915  radio  fam. 


15.00    27.00  45.03 
93.5%  radio. 


4  AM  affiliates,  average   1-time  rate 

D     18.50    24.00    38.50    70.50  105.75  176.25 

N     36.50    46.50    75.00  137.00  205.50  342.50 

3  AM  non-affiliates,  average  1-time  rate 
D       6.33      9.00    16.00    28.66  46.66 

KIXL,  Ikw-D,  1040kc,  McKinney 
D       9.00    12.00    24.00    38.00  60.00 
KIXL-FM,  Chan.  283,   104.5mc,  34kw,  McKin- 
ney 

(Rates  on  request) 
KLIF,  Ikw,  1190kc,  Pearson,  Hooper 
D  5.00  7.50  12.00  24.00  40.00  66.00 
N  7.50  10.00  17.00  34.00  51.00  85.00 
KRLD,  50kw,  lOSOkc,  CBS,  Branham,  Hooper 
D  25.00  30.00  45.00  90.00  135.00  225.00 
N  50.00  60.00  90.00  180.00  270.00  450.00 
KRLD-FM,  Chan.  223,  92.5mc,  46kv/,  Branham, 

Bonus 

KRLD-TV,    Chan.    4,    8kv/-aur.,  15.8kw-vis., 

CBS,  Branham 
D  12.00    30.00    40.00    60.00  100.00 

N  36.00    90.00  120.00  180.00  300.00 

KSKY,  Ikw-D,  660kc 
D       5.00      7.50    12.00    24.00  40.00 
KYBS  (FM),  Chan.  300,  107.9mc,  90kw 
D       1.75      2.25     3.50     7.00    13.00  25.00 
N       2.00      2.50      4.00      8.00    17.50  35.00 
WFAA,  5kw,  570kc,  ABC,  Petry 
D      13.50    18.00    25.00    48.00    72.00  120.00 
N     27.00    36.00    50.00    96.00  144.00  240.00 
WFAA,   50kw,   820kc,    NBC,  Petry 
D     27.50    36.00    60.00    96.00  144.00  240.00 
N     55.00    72.00  120.00  192.00  288.00  480.00 
WFAA-FM,  Chan.   250,  97.8mc,  43kw,  Petry, 

Bonus 

WFAA-TV,  Chan.  8,   13.5kv/-aur.;  27kw-vis., 
Young 

D  18.00  18.00  35.00  48.00  70.00  120  00 
N  37.50  37.50  62.50  100.00  150.00  250.00 
WRR,  5kw,  1310kc,  MBS,  Blair 
D  9.00  12.00  24.00  48.00  72.00  120  00 
N  14.00  18.00  40.00  80.00  120.00  200.00 
WRR-FM,  Chan.  266,  101. Imc,  68kw,  Bonus 

DEL  RIO,  Vol  Verde,  4,624  fom.,  77%  radio, 

3,560  radio  fom. 
KDLK,  250v/,  1230kc 

D  2.00  3  00  6.00  10.00  18.00  30.00 
N       2.00      3.00     6.00    10.00    18.00  30.00 

DENISON,  Grayson,  19,587  fam.,  91%  radio 

17,824  radio  fam. 
KDSX,  Ikw-D,  1220kc 

D       3.50     3.50     7.00    14.00    21.00  35.00 

DENTON,   Denton,    11,520   fam.,   91%  radio, 

10,483  radio  fom. 
KDNT,  250v/,   1450kc,  Best 
D       4.00     6  00    10.00    15.00    25.00  40.00 
N       4.00      6.00    10.00    15.00    25.00  40.00 
KDNT-FM,  Chan.  291,   104.9mc,   Ikw,  Bonus 


Note:  All  Roles  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explonation  see  foreword. 


MARKET  INDICATORS  FOR  TEXAS 


CLASSIFICATIONS  FIGURES  YR. 

Population    7,677,060  '50 

%  of  U.S   5.12%  '50 

Families    2,144,430  '50 

Percent  Radio    88.5%  '49 

Radio  Families   1,897,820  '50 

Retail  Sales   $6,248,075,000  '49 

Retail  Trade  Employes   345,834  '48 

Wholesale  Sales  Volume  ....  $8,054,864,000  '48 

Wholesale  Trade  Employes  . .  115,041  '48 

Employment  (Mid-March)   . .  1,454,418  '48 

Taxable  Payrolls  (1st  quarter)  $  814,310,000  '48 

Income   $8,788,000,000  '48 

Percent  distribution    4.27%  '48 

Per  Capita  Income    $1,192  '48 

Percent  of  national  per  capita 

income    85%  '48 

New  Construction  (Private)  .  $1,039,000,000  '49 

Residential    $  494,600,000  '49 

Non-Residential    $  203,800,000  '49 

Value  added  by  Manufacture  $1,727,464,000  '47 

Automobile  Registration   2,568,491  '49 

Telephones    1,537,500  '49 


FIGURES  YR. 

6,414,824  '411 

4.86%  '4^ 

1,698,220  '41 

81.3%  '40 

1,500,000  'it 

6,485,971,000  'il 

222,120  '3J 

2,041,000,000  '3< 

70,206  '31 

1,347,276  'i', 

685,228,000  '4; 

2,652,000,000  '4( 

3.50%  '4( 

413  '41 

72%  '41 

199,400,000  '3! 
96,200,000 
41,300,000 
448,523,000 
2,301,638 
984,300 


Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproductioi 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


DUMAS,  Moore,  3,715  fom.,  97%  radio,  3,603 
radio  fam. 

KDDD,  250w  D,  SOOkc 

SB  IM  5M  15M  30M  1  Hr 
D       3.00      4.00    10.00    15.00    25.00  40.00 

EDINBURG,  Hidalgo,  44,691  fom.,  76.6%  ra- 
dio, 34,233  radio  fom. 


KURV 
D 


250w-D,  710kc 
5.00  10.00 


20.00    30.00  50.00 
KURV-FM,  Chan.  285,  104.9mc,  Ikw,  Bonus 

EL  CAMPO,  Wharton,  10,045  fom.,  85%  ra- 
dio, 8,538  radio  fom. 

KULP,  500w-D,  1390kc,  LBS,  BMB 

D       5.00     7.50    13.35    20.00    36.00  50.00 

ELECTRA,  Wichita,  27,384  fom.,  91.9%  radio, 
25,165  radio  fom. 

KELT,  250w-D,  lOSOkc 

D       2.65     4.10      7.95    15.90    23.85  37.25 

EL  PASO,  El  Paso,  55,281  fam.,  88.4%  radio, 
48,868    radio  fam. 


4  AM  affiliates,  overage  1-time  rate 

D       8.00      8.12    12.70    23.40    35.62  61.62 

N     11.25    11.25    20.75    38.50    60.75  101.25 


KCHC,  500w-D,  860kc 
(No  rates  available) 
KELP,  Ikw-D,  920kc,  Pearson 

D       3.60     6.00    10.00    20.00  30.00  50.00 

KEPO,  5kw,  690kc,  ABC,  Bloir 

D       6.00     6.00    10.80    21.60  32.00  54.00 

N       9.00      9.00    18.00    36.00  54.00  90.00 

KROD,  5kw,  600kc,  CBS,  Taylor 

D      13.00    12.00    20.00    32.00  48.00  80.03 

N     18.00    18.00    30.00    48.00  72.00  120.00 

KSET,  250w,  1340kc,  MBS 

D       4.50      6.00     7.50    15.00  22.50  37.50 

N      9.00      9.00    15.00    30.00  45.00  75.00 

KTSM,  Ikw-D,  500w-N,  1380kc,  NBC,  Holling- 
bery 

D       8.50      8.50    12.50    25.00  40.00  75.00 

N     10:00    10.00    20.00    40.00  72.00  120.00 


FORT  WORTH,  Tarrant,  100,323  fam.,  92.6<! 
radio,  92,899  radio  fom. 

3  AM  affiliates,  average  1-time  rate 

SB        IM      5M       15M     30M  1  H 

D      16.66    22.00    36.33    64.00    96.00  160.C 

N     32.00    42.00    70.00  122.66  150.66  306.d 


4  AM  non-affiliates,  average  1-time  rote 
D       6.85      8.77    17.50    37.20    55.80  93.( 
N      9.30    11.95    25.00    50.00    75.00  1  25.( 


KCNC,  250w-D,  870kc 
D  6.40  8.00  15.00  32.00  48.00  80.( 
KCUL,  5kw-D,  Ikw-N,  1540kc 
D  4.15  5.75  11.00  28.80  43.20  72.t 
N  5.60  7.90  18.00  36.00  54.00  90.( 
KFJZ,  5kw,  1270kc,  MBS,  Bloir,  Hooper 
D  9.00  12.00  24.00  48.00  72.00  120.( 
N  14.00  18.00  40.00  80.00  120.00  200.1 
KWBC,  Ikw-D,  970kc,  Rombeoo 
D  9.35    20.00    40.00    60.00  100.' 

KXOL,  Ikw,  1360kc,  Pearson,  Hooper,  LBS 
D  10.00  12.00  24.00  48.00  72.00  120.' 
N  13.00  16.00  32.00  64.00  96.00  160. 
Combinotion  rotes  with  KLIF  Dallas,  Tex. 
WBAP,  50kw,  820kc,  NBC,  Free  &  Peters 
D  27.50  36.00  60.00  96.00  144.00  240. 
N  55.00  72.00  120.00  192.00  288.00  480.' 
WBAP,  5kw,  570kc,  ABC,  Free  &  Peters 
D  13.50  18.00  25.00  48.00  72.00  120. 
N  27.00  36.00  50.00  96.00  144.00  240. 
WBAP-FM,  Chan.  263,  lOO.Smc,  50kw,  Free 

Peters,  Bonus 
WBAP-TV,  Chan.  5,  8.2kw-aur.;  17.6  kw-vi 

NBC,  ABC,  Free  &  Peters 
D     18.00    18.00    37.50    60.00    90.00  150. 
N     36.00    36.00    75.00  120.00  180.00  300. 

FREDERICKSBURG,     Gillespie,     2,931  for 

84.4%  radio,  2,473  radio  fom. 
KNAF,  250w,  1340kc,  MBS 
D       2.00      3.00     7.00    11.00    18.00  31 
N      2.00     3.00     7.00    11.00    18.00  31 

GAINESVILLE,  Cooke,  6,161  fam.,  89.9% 

dio,  5,538  radio  fam. 
KGAF,  250w  D,  1580kc,  BMB,  Joy 
D       3.60      5.00    10.00    15.00    22.00  40 

(Continued  on  page  206) 


BROADCASTING 


Telecastii 


DOUBLE  COVERAGE 

for 

DALUS  -  FT.  WORTH ! 

12ill  Market  in  the  U.S.* 


1950  Census: 

971,475 
population 


i 


s-t-r-e-t-c-h 


that  Dollar! 


I    ^       Make  it  do  double-duty  in  a  billion  dollar 
'         nnarket  with  the  famous  WRR-KFJZ  combina- 
tion ...  over-lapping  coverage,  simultaneous  or 
separate  schedules,  at  a  single,  economical  price! 


KFJZ— FORT  WORTH 


W  R  R— DALLAS 


NEW  YORK 


NATIONAL  REPRESENTATIVE  — JOHN  BLAIR  8,  CO. 
CHICAGO  •  DETROIT  •  ST.  LOUIS  •  LOS.  ANGELES  .  SAN  FRANCISCO 
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GALVESTON,  Galveston,  31,348  fam.,  92.3% 

radio,  28,934  radio  fam. 
KGBC,  Ikw-D,  250W-N,   1540kc,  Conlan 

SB  IM  5M  15M  30M  1  Hr 
D  4.50  4.50  8.00  16.00  24.00  40.00 
N  5.50  5.50  10.00  20.00  30.00  50.00 
KLUF,  250w,  1400kc,  MBS,  Rambeau 
D  4.15  4.25  6.50  13.00  19.50  32.50 
N  8.30  8.50  13.00  26.00  39.00  65.00 
KLUF-FM,  Chan.  259,  98.7mc,  3kw,  Bonus 
GIADEWATER,    Gregg,    17,025    fam.,  89.0% 

radio,  15,152  radio  fam. 
KSIJ,  Ikw-D,  1430kc 

D  5.25  3.50  7.00  14.00  21.00  35.00 
GONZALES,    Gonzales,    5,865    fam.,  81.8% 

radio,  4,797  radio  fam. 
KCTI,  250w,  1450i<c,  Grant,  Cooke 
D       1.90     3.15     4.35      8.95    15.00  24.80 
N       1.90     3.15      4.35      8.95    15.00  24.80 
GRAHAM,   Young,  4,678  fam.,  90.1%  radio, 

4,214  radio  fam. 
KSWA,  500W-D,  1330kc 

D       3.00     4.00     7.00    14.00    20.00  34.00 
GREENVILLE,  Hunt,  11,900  fam.,  90.3%  ra- 
dio, 10,745  radio  fam. 
KGVL,  250w,  1400kc,  MBS 
D       3.50      4.50     9.00    18.00    27.00  45.00 
N      3.50     4.50      9.00    18.00    27.00  45.00 
HAMILTON,  Hamilton,  2,970  fam.,  87.8%  ra- 
dio, 2,637  radio  fam. 
KCLW,  250W-D,  900kc 

D  2.10  3.25  7.50  10.80  20.00  35.00 
HARLINGEN,  Cameron,  34,869  fam.,  78.6% 
radio,  27,407  radio  fam. 

KGBS,  250w,  1240kc,  CBS,  Ra-Tel,  Conlan 
D       4.00      6.00    10.00    16.00    24.00  40.00 
N      6.00    10.00    15.00    24.00    36.00  60.00 
KSOX,  50kw,  1530kc 
(No  rates  available) 

HENDERSON,  Rusk,  11,797  fam.,  86.5%  radio, 

10,204  radio  fam. 
KGRI,  250V/-D,  lOOOkc 

D  3.00  4.50  8.50  15.00  26.00  40.00 
HEREFORD,  Deaf  Smith,  2,524  fam.,  92.1% 

radio,  2,324  radio  fam. 
KPAN,   250V/-D,  860kc 

D  3.50  6.00  9.50  15.00  25.00  45.00 
HILLSBORO,   Hill,  8,701    fam.,  87.3%  radio, 

7,595  radio  fam. 
KHBR,  250V/-D,  1560kc 

D       3X0      4.50     7.00    15.00    28.00  45.00 
HOUSTON,  Harris,  223,790  fam.,  92.5%  ra- 
dio, 207,005  radio  fam. 

4  AM  affiliates,  average  1-time  rate 

D     16.00    18.62    32.87    53.50    87.75  146.25 

N     32.00    37.25    65.75  108.00  175.50  292.50 

4  AM  non-affiliates,  average  1-time  rate 

D       6.96    11.72    19.85    31.54    59.72  83.07 

N      8.43    16.69    24.18    38.42    61.19  102.19 

KATL,  5kv/,  1590kc,  IMS 

D  5.64  9.40  15.66  26.10  43.50  72.50 
N     11.27    18.79    31.32    52.20    87.00  145.00 


17.40  29.48 
,  Young 
28.00  40.00 
28.00  40.00 


Conlan 
47.40  79.80 
49.77  83.79 


60.00  100.00 
60.00  100.00 
Hooper 

48.00  80.00 
48.00  80.00 
Hooper,  BMB 
90.00  150.00 
180.00  300.00 


KCOH,  Ikw-D,  1430kc,  Hooper, 

D       4.62     9.90    16.57  28.08 

N       4.85  10.40 

KLEE,  5kw,  610kc, 

D       9.60  16.00 

N      9.60  16.00 

KNUZ,  250v/,  1230kc,  Forjoe,  H 

D       8.00    11.60    19.20  32.00 

N      8.00    11.60    19.20  32.00 

KPRC,  5kw,  950kc,  NBC,  Retry, 

D     20.00    20.00    37.50  54.00 

N     40.00    4e.00    75.00  108.00 

KPRC-FM,  Chan.  275,  102.9mc,  57kw,  Transit 
Radio  (See  Transit  Radio  Listing) 

KPRC-TV,  Chan.  2,  8.5kw-aur.;  16kw-vis. 

D     24.00    24.00    45.00    60.00    90.00  150.00 

N     48.00    48.00    67.50    90.00  135.00  225.00 

KTHT,  5kw,  790kc,  MBS,  Avery-Knodel,  Hoop- 
er, Conlan 

D  10.00  12.00  24.00  42.00  72.00  120.00 
N  20.00  24.00  48.00  84.00  144.00  240.00 
KTRH,  50kw,  740kc,  CBS,  Blair,  Hooper,  BMB 
D  20.00  25.00  42.00  70.00  105.00  175.00 
N  40.00  50.00  84.00  140.00  210.00  350.00 
KTRH-FM,  Chan.  266,  101. Imc,  33kw,  Bonus 
KXYZ,  5k  w,  1320kc,  ABC,  Free  &  Peters, 
Hooper 

D  14.00  17.50  28.00  48.00  84.00  140.00 
N  28.00  35.00  56.00  96.00  168.00  280.00 
KXYZ-FM,  Chan.  243,  96.5mc,   15kw,  Free  & 

Peters,  Bonus 
HUNTSVILLE,  Walker,  3,334  fam.,  83.6%  ra- 
dio,  2,720  radio  fam. 
KSAM,  250v/,  1490kc,  MBS 
D       3.00      4.50     7.50    12.00    18.00  30.00 
N      4.50      6.00    10.00    16.00    24.00  40.00 
JACKSONVILLE,  Cherokee,  10,782  fam.,  83.3% 

radio,  8,981   radio  fam. 
KEBE,  250w,  UOOkc,  BMB 
D      3.00     6.00    12.00    18.00    36.00  60.00 
N      3.00      6.00    12.00    18.00    36.00  60.00 
JASPER,    Jasper,    5,587    fam.,    82.2%  radio, 

4,592  radio  fam. 
KTXJ,  250v/,  1240KC 

D       3.00  5.00    ICOO    15.00  25.00 

N       6.00  10.00    20.00    30.00  50.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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KERMIT,  Winkler,  2,794  fam.,  90.6%  radio, 

2,531  radio  fam. 
KERB,  Ikw-D,  600kc 

SB        IM      5M      15M  30M  1  Hr 

D      7.50     7.50    16.50    33.00  44.00  66.00 

KERRVIILE,  Kerr,  3,897  fam.,  89.1%  radio, 

3,472  radio  fam. 
KEVT,  250w,   1230kc,  LBS 

D       1.60      2.50     5.70     9.50  15.15  26.65 

N      1.60     2.50     5.70     9.50  15.15  26.65 

KILGORE,  Gregg,  17,025  fam.,  89.0%  radio, 

15,152  radio  fam. 
KOCA,  250w,  1240kc 

D       2.50      3.00     6.00    17.50  28.75  55.00 

N      2.50     3.00     6.00    17.50  28.75  55.00 

KINGSVILLE,  Kleberg,  6,120  fam.,  84.2%  ra- 
dio, 5,153  radio  fam. 
KINE,  Ikw-D,  1330kc 

D       4.50     6.00    15.00    24.00  36.00  60.00 

LAMESA,  Dawson,  5,323  fam.,  87.2%  radio, 

4,641  radio  fam. 
KPET,  250w-D,  690kc 

D       3.00      4.50     7.50    12.00  18.00  30.00 

LAMPASAS,    Lampasas,    2,758  fam.,  86.9% 

radio,  2,396  radio  fam. 
KHIT,  250 w,  1450kc 

D       3.10     5.18      8.64    14.40  24.00  40.00 

N       3.10     5.18      8.64    14.40  24.00  40.00 

LEVELLAND,  Hockley,  5,703  fam.,  89.8%  ra- 
dio, 5,121    radio  fam. 
KLVT,  250w,  1230kc 

D       3.00     4.00     9.00    15.00  24.00  40.00 

N      3.00     4.00     9.00    15.00  24.00  40.00 

IITTLEFIELD,  Lamb,  5,573  fam.,  88.4%  radio, 

4,926  radio  fam. 
KVOW,  250v/,  1490kc 

D                 4.50      7.50    12.00  18.00  30.00 

N                 4.50     7.50    12.00  18.00  30.00 


LONGVIEW,  Gregg,  17,025  fam.,  89.0%  ra- 
dio, 15,152  radio  fam. 
KFRO,  Ikw,  1370kc,  ABC,  Cooke,  BMB,  Con- 
SB  IM  5M  15M  30M  1  Hr 
D  6.00  7.20  12.00  24.00  36.00  60.00 
N  12.00  14.50  24.00  48.00  72.00  120.00 
KLTI,  Ikw-D,  1280kc 

D  4.50  6.60  H.25  22.50  35.00  56.00 
KLTI-FM,  Chan.  290,  105.9mc,  lOkw,  Bonus 

LUBBOCK,  Lubbock,  28,101   fam.,  92  0%  ra- 
dio, 25,852  radio  fam. 

2  AM  affiliates,  overage  1-time  rate 

D       7.31      8.25    12.62    23.00    34.50  57.50 

N     10.12    12.00    18.25    32.00    48.00  80.00 

KCBD,  Ikw,  1590kc,  MBS,  Pearson,  Conlan 

D       9.00     9.00    14.00    28.00    42.00  70.00 

N      9.00     9.00    14.00    28.00    42.00  70.00 

KFYO,  250w,  1340kc,  ABC,  Taylor 

D       5.62     7.50    11.25    18.00    27.00  45.00 

N     11.25    15.00    22.50    36.00    54.00  90.00 

KSEL,  Ikw-D,  500w-N,  950kc,  Holman 

D  9  00    14.00    25.00    40.00  75.00 

N  9.00    14.00    25.00    40.00  75.00 

LUFKIN,  Angelina,  10,048  fam.,  86.2%  radio, 

8,661   radio  fam. 
KRBA,  250w,   1340kc,  Continental 

D       5.00     6.00     8.00    17.50    27.00  45.00 

N      6.60     7.20    12.00    24.00    36.00  60.00 

KRBA-FM,  Chan.  238,  95.5mc,  2.9kw,  Bonus 
KTRE,  Ikw,  1420kc,  MBS,  Taylor,  Conlan 

D       5.00     5.00    10.00    20.00    30.00  50.00 

N      7.50     7.50    15.00    30.00    45.00  75.00 

MARSHALL,    Harrison,    12,767    fam.,  81.4% 

radio,  10,392  radio  fam. 
KMHT,  250w,  1450kc,  MBS 
D       3.50     4.90      8.00    16.00    24.00  40.00 
N      3.50     4.90     8.00    16.00    24.00  40.00 


McALLEN,  Hidalgo,  44,691  fam.,  76.6%  r< 
dio,  34,233  radio  fam. 

KRIO,  Ikw,  910kc,  ABC,  MBS,  Weed,  BM 
Conlan 

SB        IM      5M      15M  30M  1  H 

D      5.00     6.00    12.00    24.00  36.00  60.( 

N      6.00    10.00    20.00    32.00  48.00  80.( 

McKINNEY,  Collin,  11,590  fam.,  90.0%  rodi 
10,431  radio  fam. 

KMAE,  Ikw-D,  1600kc,  BMB 
D      5.50     8.00    11.00    20.00    30.00  50. 


MIDLAND,  Midland,  7,156  fam.,  88.4%  r 
dio,  6,325  radio  fam, 

KCRS,  5kw-D,  Ikw-N,  550kc,  ABC,  Pearson 
D  10.00  10.00  16.00  28.00  48.00  70. 
N     10.00    10.00    16.00    28.00    48.00  70. 


MINERAL   WELLS,    Palo    Pinto,   4,755  fat^ 
91.8%  radio,  4,365  radio  fam. 

KORC,  250w-D,  1140kc,  Best 
D      2.20     3.70     6.15    14.00    24.00  40.; 


MONAHANS,  Ward,  3,702  fam.,  89.5%  i 
dio,  3,313  radio  fam. 

KVKM,  250w,  1340kc,  MBS,  LBS,  Best,  Conli 
D  4.00  4.00  7.50  12.00  18.00  30. 
N      4.00     4.00     7.50    12.00    18.00  30 


MT.    PLEASANT,    Titus,    4,822   fam.,  85.1 
radio,  4,103  radio  fam. 

KIMP,  Ikw-D,  960kc 

D      2.30     3.50     9.00    13.00    22.00  36 

(Continued  on  page  208) 
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TEXAS  STATE  SO.U  CONSERVATION  BOARD 

TEXAS    ^l/^'  „o  nENMAN  BUILDING 

SECOND  FUOOR  DENMAN  b 

TEMPLE 


May  29,  1950 


m  vrnfser  General  Manager 
Mr.  Tom  Kntser,^^'^ 


Radio  Station  KGNU 
Amarmo,  Texas 


Dear  Kr.  Kiltser:  ,,fon.ation,  the  resets  of 

+nv  completed  a  survey  for  our 
We  Interest  to  you.  ^^^^ 

.laich  naght  be  ^^^^  ,Cerf  a^d  ranchers 

^=    Tot^erstltlons  47-06 

^•nvorite  farm  programs?    25.56% 

"  Si"  =:  £S:-V»-;/r «-  : : :  S:S 

K-r-wr's  Wes  Izzard  -  -   32. 

Xr  stations'  programs    -  - 

.therinfonnation  do  you  rely  upon  most.  . 
3)    What  source  for  weather_xni__  ^^^^^^^ 

Answer:    Radio  -  -  -   2.85 

 Magazines 

Newspapers    -  '  infonnation? 

^    .rnn  relT  upon  most  lor  wec^ 
^^    If  radio,  «tich -station  do_you_rely^P^^ 

Answer:    KGNG  -   ll.W 

Other  stations  -  ranchers,  I  feel 

, .      aad  daily  contacts  with  f^^^-^^ttS  a^d  'agriculture 
personal  °l^-«^^^f,\Sc  l^doing  more  for  soil  oonsen. 
jStified  in  saying  ^Ijf^^^^ation  in  tlris  area. 

in  general  than  any  other  ^^^^^        continued  success, 

I^uis  Dawkins 

S^o^treUion  Board 


TEXAS 

SPOT  RATE  FINDER 

(Continued  from  page  204) 

NACOGDOCHES,    Nacogdoches,    8,446  fom., 
84.5°b  radio,  7,136  radio  fam. 

2  AM  non-affiliates,  average  1 -time  rate 

SB  IM  5M  15M  30M  1  Hr 
D       3.62     4.12    10.12    20.00    35.10  58.50 


KOSF,  250w,  1230kc 
D       3.50     4.50     9.00  18.00 
N      3.50     4.50     9.00  18.00 
KSFA,  Ikw-D,  860kc,  Girard 
D       3.75     3.75    11.25  22.00 


27.00  45.00 
27.00  45.00 


43.20  72.00 


NEW  BRAUNFELS,  Comal,  4,559  fam.,  86.0% 

radio,  3,920  radio  fam. 
KGNB,  Ikw-D,  1420kc 

D       3.75     7.50    15.00    20.00    30.00  50.00 

ODESSA,   Ector,   11,717  fam.,   91.7%  radio, 
10,744  radio  fam. 

2  AM  affiliates,  average  1-time  rote 

D      6.37     7.87    1  3.12    21.00    31.50  52.50 

N      7.50     9.00    15.00    24.00    36:00  60.00 

KECK,  Ikw-D,  500w-N,  920kc,  Conlon 

D       7.50    11.25    18.75    30.00    45.00  75.00 

N      9.35    14.05    23.45    37.50    56.25  93.75 

KOSA,  250w,  1230kc,  CBS,  Taylor 

D       6.75      6.75    11.25    18.00    27.00  45.00 

N      9.00     9.00    15.00    24.00    36.00  60.00 

KRIG,   Ikv/,  1410kc,  MBS,  Conlan 

D       6.00     9.00    15.00    24.00    36.00  60.00 

N      6.00     9.00    15.00    24.00    36.00  60.00 

ORANGE,  Orange,  2,214  fam.,  86.8%  radio, 

1,921  radio  fam. 
KOGT,  Ikw,  1600kc 

D      2.00     2.00     6.00    12.00    18.00  30.00 

N       2.00      2.00     8.00    16.00    24.00  40.00 

PALESTINE,  Anderson,  8,868  fam.,  84.3%  ra- 
dio, 8,362  radio  fam. 
KNET,  250w,  1450kc,  Ra-Tel 

D       4.50     6.00    10.00    16.00    24.00  40.00 

N      6.00      9.00    15.00    24.00    36.00  60.00 

PAMPA,  Gray,  6,877  fam.,  94.6%  radio,  6,505 

radio  fam. 
KPAT,  250w,  1230kc,  fCP) 

(No  data  available) 
KPDN,  250w,  1340kc,  MBS,  Girard,  Sears  & 

Ayer 

D       4.50     6.65     9.25    18.50    28.00  46.50 

N      4.50     6.65     9.25    18.50    28.00  46.50 

PARIS,    Lamar,    12,010    fam.,    86.6%  radio 

10,400  radio  fam. 
KFTV,  500v/  D,  1250kc,  LBS 

D  1.60  3  00  8.00  16.00  24.00  40  00 
KPLT,  250w,  1490kc,  ABC,  Pearson,  Conlan 

D                 5.00      9.00    18.00    27.00  45.00 

N                 5.00     9.00    18.00    27.00  45.00 

PASADENA,  Harris,  223,790  fam.,  92.5%  ra- 
dio, 207,005  radio  fam. 
KLVL,   Ikw-D.  1480kc 

D       7.50      9.38    13.50    30.00    45.00  75.00 

PECOS.    Reeves.   3,226   fam.,    83.2%  radio, 

2,717  radio  fam. 
KlUN,  250v/,  1400kc,  MBS,  Taylor 

D       4.00     4.00     7.50    12.00    18.00  30.01 

N       4.00      4.00     7.50    12.00    18.00  30.00 

PERRYTON,  Ochiltree,  1,680  fam.,  95.9%  ra- 
dio, 1,611   radio  fam. 
KEYE,  250w-D,  1400kc,  MBS 

D       3.00      4.00    10.00    15.00    25.00  40.00 

PIAINVIEW,  hale,  7,803  fam.,  91.7%  radio, 

7,155  radio  fam. 
KPLW,  250w-D,  1570kc 

(No  rates  ovailable) 
KVOP,  250w,  1400kc,  MBS  • 

D       3.00      4.50     7.50    12.00    18.00  30  01 

N       3.00      4.50     7.50    12.00    18.00  30.00 

PORT  ARTHUR,  Jefferson,  54,227  fam.,  91.1% 

radio,  49,400  radio  fam. 
KOLE,    250v/,    1340kc,    Friedenberg,  Hooper, 

Conlan 

D       3.42      3.60     6.00    14.76    25.20  38.41 

N  3.95  4.15  7.00  17.00  29.00  45.00 
KPAC,  5kw-D,  Ikw-N,  1250kc.  MBS.  Hooper 

D                 8.00    15.00    25.00    40.00  65.00 

N                13.00    25.00    45.00    65.00  IIO.OO 

ROSENBERG,   Fort  Bend,  8,401   fam.,  82.7% 

radio,  6,947  radio  fam. 
KFRD,   Ikw-D,  980kc 

D       3.00      4.00      9.00    18.00    27.00  45.00 
SAN    ANGEIO,    Tom    Green,    16,369  fam., 
89.7%  radio,   14,682  radio  fam. 

2  AM  affiliates,  averaae   1-time  rate 

D       8.25      8.25    13.00    24.00    36.00  60.00 

N       8.25      3.25    13.00    24.00    36.00  60.00 

KGKL,  5kv/-D,   Ikw-N,  960kc,  ABC,  Pearson, 

Conlan,  BMB 

D      10.00    10.00    14.00    28.00    42.00  70.00 

N     10.00    10.00    14.00    21..00    42.00  70.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  forev/ord. 
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KTXL,   250w,   1340kc,  MBS,  Taylor 

SB        IM      5M       15M      30M  1  Hr 

D       6.50     6.50    12.00    20.00    30.00  50.00 

N       6.50      6.50    12.00    20.00    30.00  50.00 

SAN  ANTONIO,  Bexar,  138,338  fam.,  88.8% 
radio,  122,844  radio  fam. 

4  AM  affiliates,  average  1-time  rote 

D      19.23    22.17    31.00    48.15    76.72  120.37 

N     36.85    42.46    44.57  104.50  156.75  261.25 

4  AM  non-affiliates,  average  1-time  rate 

D       5.53      8.00    16.66    29.87    45.75  58.33 

N       8.40    13.00    25.00    49.50  80.50 

KABC,  50kw-D,   10kv/-N,  680kc,  ABC,  Blair, 
Hooper 

D     21.42    25.20    35.00    53.20  97.80  133.00 

N     36.41    42.84    70.00  112.00  168.00  280.00 

KCOR,  5kw  D,   Ikw-N,   1350kc,  McKinnev 

D       5.55      9.00    24.00    48.00  75.00 

N     11.00    18.00    38.00    75.00  125.00 

KEYL(TV),    Chan.    5,    9kw-aur.;  17.9kw-vis., 
DuMont 

D  13.50    20.00    40.00    60.00  100.00 

N  20.00    40.00    80.00  120.00  200.00 

KITE,   Ikw-D,  930kc,   IMS,  Hooper 
D       5.50      8.00  22.50    35.00  50.00 

KIWW,   250v/  D,   1540kc,  McGillvro 
D       4.50      7.0C  14.00 
KMAC,  5kw,  630kc,  MBS, 
D       9.00    12.00  20.00 
N     18.00    24.00  40.00 


25.00  37.00  65.00 
Peorson 

40.00    60.00  100.00 

80.00  120.00  200.00 


KISS(FM),  Chan.  258,  99.5mc,  170kw 

(No  rates  available) 
KONG,  5kw,  860kc,  Forjoe,  Hooper,  BMB 

SB  IM  5M  15M  30M  1  Hr 
D  5.60  3.00  12.00  24.00  36.00  60.00 
N  5.60  8.00  12.00  24.00  36.00  60.00 
KONO-FM,  Chan.  225,  92.9mc,  3kw,  Forjoe. 

Bonus 

KTSA,  5kv/,  550kc,  CBS,  Free  &  Peters,  Hooper 
D  19.00  19.00  28.20  45.00  67.50  112.50 
N  38.00  38.00  56.30  90.00  135.00  225.00 
KTSA-FM,  Chan.  268,  101. 5mc,  18kw,  Free  & 

Peters,  Bonus 
WOAI,    50kw,    1200kc,    NBC,    Petry,  BMB, 

Hooper 

D  27.50  32.50  40.80  54.40  81.60  136.00 
N  55.00  65.00  102.00  136.00  204.00  340.00 
WOAl-TV,  Chan.  4,  10.8kw-aur.;  21.6kw-vis., 

ABC,  NBC,  CBS,  Petry,  Hooper 
D     28.13    28.13    37.50    75.00  112.50  187.50 
N     37.50    37.50    50.00  100.00  150.00  250.00 

SAN  MARCOS,  Guadalupe,  7,077  fam.,  82.7% 

radio,  5,352  radio  fam. 
KCNY,  250V/-D,  1470kc,  LBS 
D       3.00     4.50      9.00    18.00    27.00  45.00 

SEGUIN,  Guadalupe,  7,077  fam.,  82.7%  ra- 
dio, 5,852  radio  fam. 
KWED,  250w-D,  1580kc 

D       1.90     3.15     4.35     8.95    15.00  24.80 
SHAMROCK,  Wheeler,  2,875  fam.,  90.1%  ra- 
dio, 2,590  radio  fom. 
KEVA,  250w-D,  1580kc,  MBS 
D       2.70      3.75     6.00    12.00    22.50  45.00 


*         4:  * 

SHERMAN,  Grayson,  19,587  fam.,  91.0%  i 

dio,  17,824  radio  fam. 
KRRV  (Dennison),  Ikw,  910kc,  MBS,  Pears 
SB        IM      5M      15M     30M  1 
D      7.50     7.50    12.50    18.00    30.00  50 
N     10.00    10.00    15.00    21.60    36.00  60 
KTAN,  250w-D,  1500kc 
D        4.00     5.00    7.00    14.00    21.00  36 
SNYDER,   Scurry,   6,316  fom.,   87.7%  rod 

5,539  radio  fam. 
KSNY,  500w-D,  1280kc 
D      5.00     7.50    12.50    20.00    30.00  50 
KVPH,  250w-D,  1220kc 

(No  rates  available) 
STAMFORD,  Jones,  6,165  fam.,  89.5%  roc 

5,517  radio  fam. 
KDWT,  250w,  1400kc,  MBS,  Conlan 
D      2.50     4.00     9.00    18.00    27.00  45 
N      2.50     4.00     9.00    18.00    27.00  45 
STEPHENVIILE,  Erath,  5,132  fam.,  86.7% 

dio,  4,449  radio  fam. 
KSTV,  250w-D,  ISlOkc 
D       1.85     2.50     6.90    13.80    20.70  32 
SULPHUR    SPRINGS,    Hopkins,    6,543  fo 

87.2%  radio,  5,705  radio  fam. 
KSST,  250w,  1230kc,  MBS 
D       1.95      2.93      6.24    12.48    18.72  31 
N       1.95      2.93      6.24    12.48    18.72  31 
SWEETWATER,  Nolan,  5,529  fam.,  89.6% 

dio,  4,953  radio  fam. 
KXOX,  250w,  1240kc,  MBS 
D       2.50     4.00      9.00    18.00    27.00  45 
N       2.50      4.00      9.00    18.00    27.00  45 

(Continued  on  page  210) 
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OfflciaTpubUcTtionoftheSan^^^ 

 TUF    S&N  ANTONIAN 


iTATPopuiation  Increases  60Per  Cent 


Bank  Deposits 
Indicate  No 
Summer  Slump 

San  Antonio's  usual  summer  bus- 
iness slow-down  failed  to  material- 
ize judging  by  deposits  in  San  An- 
tonio banks.  , 

The  total  deposits  in  the_ 
eral  banks  here  as  of  ]'■"" 
ed  ?397,632,85<),  mo: 
million  above  the 
on  the  same  date 
This  situatioi/ 
summer  trend. *Cener 
have  dropped  from  tj }°  gg, 
lion  between  the  D/31  i^H  Jnm 
30  reporting  dates  /ving  to  a  quiet- 
er business  pictu/ during  summer. 

The  figure  for  mid-year,  1  iU, 
came  within  less  than  $2'/^  million 
of  equalling  the  postwar  high  mark 
of  $400,096,455,  set  on  Dec.  31, 
1945  This  record  included  more 
than  $47  million  in  government  de- 
posits, since  withdrawn- 


S.  A.  to  Have 
Medical  Unit 
Of  Texas  U- 

Establishment  of  a  vast  medical 
center  in  San  Antonio  was  a  step 
nearer  realization  this  week  follow- 
ine  the  announcement  a  division  ot 
thl  postgraduate  school  of  medicine 
of  the  University  of  Texas  would 
be  established  here  immediately. 

Approval  of  the  project  was  an- 
nounced at  Austin  last  Saturday 
by  the  University  of  Texas  board 
of  regents. 

Financing  of  the  training  center 
will  be  made  possible  through  the 
San  Antonio  Medical  Foundation 
Robert  B.  Green  Memorial  Hospital 
will  be  the  headqtJarters  .^he 
division  with  Brooke  Army  Medical 
Center  cooperating  in  the  project. 

Dr  James  A.  Bethea,  who  has 
been  named  dean  of  the  umt,  ex- 
pects to  have  the  program  fuHy  de- 
veloped by  the  first  of  next  year. 


Approve  Trade  Zone 
As  Shippins  Point 

North  Loop,  Tex.,  now  has  been 
approved  by  all  railroads  as  a 
freight  shipping  point  for  San  An- 
tonio's new  foreign  trade  zone,  the 
Chamber  of  Commerce  tra  fic  com- 
mittee was  advised  at  a  luncheon 
meeting  Thursday. 

E  A  Holn-.green,  Jr..  committee 
chairman,    pointed    out    rates  on 
specific  commodities  will  be  ap 
for  as  the  need  a»is^ 

C.  T.  Cramp/in^hani  _ 

sel.  fJ^*'^   '"^  recent 
CoiiTmi^on  heai 
mio  and  Harlln'jcn 
crn    Pacific's  applicati-j 
abandon  Its  passen 
tween  here  and  sk:^ 
also  announced 
Vfe  rcMcscntei-  - , 
\'y*^/ng  at  Columbus. 
dav/>fl$^*«n  the  Southern  Pac 
fic's*fppllcation  to  suspend  Trains 
7  and  8  between  San  Antonio  and 
Houston. 

Holmgreen   reported   there  ^ 
no  hope  of  a  repeal  or  reductio 
ihe  Federal  Transportation  la^n 
of  the  outbreak  of  hostil/fiej 


Percentage  Gain  Tops  All  Major 
Texas  Cities,  Census  Official  Says 


Census  officials  finished  counting 
noses  here  this  week  and  when  it 
was  all  over  found  SJ«  Antomo  ^^ 
population  had  jumfydfto  ■ 
a    whopping  incre/^ 
over  thci94t  w -mw  r  T 

'  "^"^^^J^supervisor.  the  new 
"oui't  uTves  SanJ^ntonio  an  approx- 


H  increase  over 
^percentaet^ 


'cities  of 


Southc 


H 

would 

missi 

day 


Trom 

an  in- 


In  Korea. 


Ahead  of  194 

Buildins  permits  J^ed  in  San 
Vntonio  for  the  Ijj^s.x  months  of 
1950  showed  a/Tlue  of  $26. 189, 164 
ompared  $16,196,771  for  the 

same  peryf  last  year,  according  to 
an  ana^^ncement  by  Milton  J. 
.andyf.  building^nspector___^^^ 


imate  60 
1940.  ths 
among 

Be^r  County 
sul- 

338,176 

crease  ofir  per  cenL 

l_vj*<a    new    Department  ot 
Commerce   ruling,   the   figure  for 
,ar   Coumy   now   becomes  the 
■  ulatioji   for    the  metropolitan 
'      ilplLjtore  ta^ak  °f  ^he  coun- 

'tv^tt^iaJ^''^^'^'''"'^'''  from 
^etroVr^Tan  ai^  totals,  , 
an    AntonloV'phenomenal  in- 
rr,.ase  is  exna^d  to  move  its  na- 

^[o::^;;,*^- 36^^  to  25th  pos. 

^^^t^iht  basis  of  preliminary  re- 
u.rns,  San  Antonio  appears  to  have 
passed  the  following  cities: 
"^  Memphis,  394,025,  Oakland, 
37W22;  Columbus  373,821;  Louis- 
ville, 371,859;         ^"dq  0^^«'., 
009-  Rochester,  331,292;  Atlanta, 
396  962-  St.  Paul,  310,155;  Toledo 
35l,372';  Jersey  City,  300,447,  and- 
Birmingham,  298,747. 

Wha?  is  equally  important,  not 


a  single  city  passed  San  Antonio 
during  the  lO-jfear  period. 

^-  beiM^/Cmirmerce  President 
/ia|j7New  Year's  Day 
hajK^in  Antonio  would 
bKimi  a 'pojim^on  gain  of  150,000 
for  the  past  decade  almost  hit  the 
official  figure  on  the  nose, /t  was 
~led  Thursday.  ^ 

vcar-eM^  ij^iew^ot  san 

of  TTTis  year, 

rf^w^creciarea: 

"It  is  safe  to  predict  San  Antonio 
wiil  have  grown  by  150,000  when 
the  1950  Federal  census  figures  are 
released.  , 

On  this  basis,  the  1950  popula- 
tion would  have  been  403,8,4.  Of- 
ficial figures  released  Wednesday 
by  Tames  W.  Stroud,  area  census 
supervisor,  in  Mayor  Tack  White  s 
office  at  the  City  Hall,  places  the 
count  at  406,811.  Jersig's  predic- 
tion was  2,957  less  than  this  figure. 

Expressing  jubilation  over  the 
announcement  San  Antonio  regis- 
tered the  largest  percentage  gain 
in  population  among  major  iexas 
cities,  Tersig  said: 

"It  is  certain  that  manufacturers 
and  businessmen  throughout  the 
country  will  sit  up  ;irid  take  notice 
when  our  sensational  growth  be- 
comes generally  known." 

Tersig  believes  news  of  the  popu- 
lation Increase  will  give  a  highly 
important  spurt"  to  busmess,  and 
will  aid  materially  in  bringing  new 
(Contimieil  on  page  2) 


Vote  As  You  Please  But  Please  Vote! 

100  per  cent  of  those  ehgible  voted. 

'  Irr^ine,  but  in  the  past  far  too  many  P"^^;;;j^;^^j!f^ 


Predicts  Record 
Sales  Volume 

Prediction  San  Antonio  retail 
sale  w  1  reach  the  $400,000,000- 
r^ark  in  1950  was  made  Tuesday 
Lr  J.  V.  McGoodwin,  execuji 
"Tfice-presldent  andgeM 
If  the  Cha 


thelN^ferences. 

United  States, 


funny 
(^uld 


c  H  fl  n  n  E  L  4 


Represented  Nationally  By 

Edward  Petry  &  Company,  Inc. 
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TEXAS 

SPOT  RATE  FINDER 

(Continued  from  page  208) 

TAYLOR,  Williamson,  10,810  fam.,  86%  ra- 
dio, 9,296  radio  fam. 
KTAE,  Ikw-D,  1260l<c 

SB  IM  5M  15M  30M  1  Hr 
D       5.00     7.50    10.00    20.00    30.00  50.00 

TEMPLE,    Bell,    20,718    fam.,    87.9%  radio, 

18,211   radio  fam. 
KTEM,  250w,  1400kc,  MBS 

D  3.95  5.65  9.00  15.75  27.00  45.00 
N  4.65  6.65  10.00  17.50  30.00  50.00 
KTEM-FM,  Chan.  298,  107.5mc,  1.9l<w,  Bonus 

TEXARKANA,  Bowie,  17,256  fam.,  85.9%  ra- 
dio, 14,822  radio  fam. 

2  AM  affiliates,  average  1-time  rate 

D       4.20     5.20    11.00    22.00    35.50  60.00 

N       5.20     6.20    13.00    26.00    41.50  70.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword 

*       *  * 


KCMC,  250w,  1230kc,  ABC,  Taylor,  BMB,  Con- 
Ian 

SB        IM      5M       15M     30M     1  Hr 
D       4  00     6.00    12.00    24.00    36.00  60.00 
N      6.00      8.00    16.00    32.00    48.00  80.00 
KCMC-FM  Chan.  251,  98.1  mc,   40kw,  Taylor, 
Bonus 

KTFS,  250w,  HOOkc,  MBS,  Conlan 

D       4  40      4.40    10.00    20.00    35.00  60.0" 

N       4.40     4.40    10.00    20.00    35.00  60.00 

TEXAS  CITY,  Galveston,  31,348  fam.,  92.3% 

radio,  28,934  radio  fam. 
KTLW,  Ikw-D,  920kc 

D       3.00     5.00      6.50    12.00  20.00  40.0C 

TYLER,    Smith,    20,798    fam.,    87.9%  radio, 

18,281    radio  fam. 
KGKB,  250w,  1490kc,  MBS,  Grant 
D       4  00      4.00    10.00    20.00  40.00 
N       4.00     4.00    10.00    20.00  40.00 
KGKB-FM,  Chan.  268,   101. 5mc,  lOkw, 
KTBB    500w-D,   600kc,   Tavlor,   Conlan,  BM3 
D       6.00     6.00    12.00    24.00    36.00  60.00 

UVALDE,   Uvalde,  4,461    fam.,   80.6%  radio, 

3,595  radio  fam. 
KVOU,  250w,  1450kc,  MBS 

D  2.50  3.50  Sm  14  00  7A  35  0^ 
N       2.50      3.50      8  00    14.00    21.00  35.00 


70.0n 
70.00 
Bonus 


VERNON,  Wilbarger,  5,732  fam.,  90.4%  ra- 
dio, 5,181   radio  fam. 
KVWC,  250w,  1490kc,  MBS,  Clark 

SB  IM  5M  15M  30M  1  Hr 
D  3.60  4.50  7.50  15.00  26.25  45.00 
N  3.60  4.50  7.50  15.00  26.25  45.00 
KVWC-FM,  Chan.  254,  98.7mc,  8kw,  Bonos 

VICTORIA,  Victoria,  8,707  fam.,  89%  radio, 

7,749  radio  fam. 
KNAL,  500w-D,  1410kc 

D       5.00     7.50    13.35    20.00    36.00  50.00 

KVIC,  250w,   1340kc,  MBS,  Conlan   

D       3  83      5  10      8.50    13.60    20.40  34.00 

H       SJO     7:65    12.75    20.40    30.60  51.00 

WACO,  McLennan,  35,775  fam.,  88.6%  radio. 
30,981  radio  fam.   

2  AM  affiliates,  average  1-time  rate 

D       5.25      6.50    10.00    17.00    27.00  45.00 

N      7.50      9.50    15.00    29.50    48.00  80.00 


1,691  fam.,  76.6%  ti- 


WESLACO,  Hidalfli,  44,( 
dio,  34,233  rocJIb  torn. 
KRGV,  5kw,  1290llt,  NBC,  Taylor 

SB        IM      5M       15M     30M  1 
D       6  00    10.00    15.00    24.00    36.00  60.00 
N     12.00    20.00    30.00    48.00    72.00  120.00 

WICHITA  FALLS,  Wichita,  27,384  fam.,  91.9% 
radio,  25,165  radio  fom.  |i 


KWTX,  250w,  1230kc,  MBS,  McKinney 

D       4  50      6.00    10.00    16.00    24.00  40.00 

N       6.00      9.00    15.00    24.00    36.00  60.00 

WACO,  Ikw,   1460kc,  ABC 

D       6  00     7.00    10.00    18.00    30.00  50.00 

N      9^00    10.00    15.00    35.00    60.00  100.00 


3   AM  affi!ia>e-,,  averoge   1-time  rate 

D       8  73      8.73    15.33    29.00    45.66  78.33 

N     13.60    13.60    22.66    45.33    71.33  121.<jj 

KFDX    lOkw,  990kc,  ABC,  Taylor,  Conlan 
D       8  00      8.00    12.00    24.00    36.00  60.M 
N     13.00    13.00    20.00    40.00    60.00  lOO.OC 

KTRN,  5kw-D,  Ikw-N,  1290kc,  MBS,  Pearson, 

D  ^°"5°20  5.20  12.00  24.00  36.00  60.0t 
N      7.80     7  80    18.00    36.00    54.00  90.0( 

KWFT  5kw,  620kc,  CBS,  Blair,  Conlan,  BMI 
D  13  00  13.00  22.00  39.00  65,00  115.01 
N  20.00  20.00  30.00  60.00  100.00  175.01 
KWFT-FM,  Chan.  260,  99.9mc,  lOkw,  Blai 
Bonus 


TEXAS  RADIO  MARKET  DATA  BY  COUNTIES 


1950 
Population 


1940 
Popu'a*ion 


1950 
Families 


1950 
Radio-Families 


County 

Anderson  

Andrews  

Angelina  

Aransas  

Archer  

Armstrong  

Atascosa  

Austin  

Bailey  

Bandera  

Bastrop  

Baylor  

Bee  

Bell  

Bexar  

Blanco  

Borden  

Bosque  

Bowie  

Brazoria  

Brazos  

Brewster  

Briscoe  

Brooks  

Brown  ,  

Burleson  

Burnet  

Caldwell  

Calhoun  

Callahan  

Cameron  

Camp  

Carson  

Cass  

Castro  

Chambers  

Cherokee  

Childress  

Clay  

Cochran  

Coke  

Coleman  

Collins  

Collingsworth  

Colorado  

Coma!  

Comanche  

Concho   

Cooke  

Coryell  

Cottle  

Crane  

Crockett  

Crosby  ,  

Culberson    -  ■  ^       .  .  ,  o< 

(Continued  on  page  21 

qo.irr^,.  19-5(1  Ponulation  field  reports  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sal. 
Sources.  1950  ''°P"|°'^g"'„ 'l^^,'"^   Manogernent.''    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerc 


31,749 

37,092 

8,868 

8,362 

4,985 

1,277 

1 ,392 

1  OOQ 

35,972 

32,201 

10,048 

o,oo  1 

4,139 

3,469 

1,156 

1  ,005 

6,837 

7,599 

1,909 

1  "771 

2,205 

2,495 

615 

573 

20,016 

19,275 

5,591 

4,606 

14,631 

17,384 

4,086 

3,379 

7,578 

6,318 

2,116 

1,883 

4,385 

4,234 

1,224 

1,078 

19,561 

21,610 

5,463 

4,452 

6,849 

7,755 

1,913 

1 ,675 

18,107 

16,481 

5,C57 

4,217 

74,172 

44,863 

20,71 8 

18,21 1 

495,252 

338,176 

138,338 

122,844 

3,771 

4,264 

1,053 

930 

1,100 

1,396 

307 

269 

11,782 

15,761 

3,291 

2,981 

61,777 

50,208 

17,256 

14,822 

46,332 

27,069 

12,955 

11,478 

38,266 

26,977 

10,688 

9,052 

7,278 

6,478 

2,032 

1,637 

3,520 

4,056 

983 

883 

9,170 

6,362 

2,561 

2,061 

28,460 

25,924 

7,949 

7,058 

1 2,953 

18,334 

3,618 

2,963 

10,333 

10,771 

2,886 

2,574 

19,263 

24,893 

5,380 

4,465 

8,971 

5,911 

2,505 

2,191 

9,060 

1 1 ,568 

2,530 

2,277 

124,834 

83,202 

34,869 

27,407 

8,711 

10,285 

2,433 

1,958 

6,840 

6,624 

1,910 

1,837 

26,646 

33,496 

7,443 

6,252 

5,401 

4,631 

1,508 

1,396 

7,843 

7,511 

2,190 

1,960 

38,603 

43,970 

10,782 

8,981 

12,065 

12,149 

3,370 

2,985 

9,866 

12,524 

2,755 

2,473 

5,909 

3,735 

1,650 

1,470 

4,035 

4,590 

1,127 

979 

15,407 

20,571 

4,303 

3,821 

41,495 

47,190 

1 1 .590 

10,431 

9,422 

10,331 

2,631 

2,281 

17,519 

17,812 

4,893 

4,119 

16,322 

12,321 

4,559 

3,920 

15,458 

19,245 

4,317 

3,816 

5,063 

6,192 

1,414 

1,266 

22,058 

24,909 

6,1 61 

5,538 

16,221 

20,226 

4,531 

3,710 

6,068 

7,079 

1,694 

1,463 

3,956 

2,841 

1,105 

1,051 

3,963 

2,809 

1,106 

987 

9,548 

10,046 

2,667 

2,440 

1,814 

1,653 

506 

434 

1949 
Retail  Sales 

1948 

Emolovment 

Taxable  Pay 

'o  Radio 

Retail  Sales 

Mid-March 

rolls-lst  Qti 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

84.3 

18,113 

18,716 

(13)  7,747 

(13)  3,01i 

93,3 

936 

2,925 

(14)  3,703 

(14)  1,78 

86.2 

17,962 

25,296 

7,794 

4,31 

87.0 

1,843 

2,499 

(1)  9,913 

(1)  3,94 

92.9 

3,524 

3,056 

(15)  883 

(15)  35 

93.2 

1,315 

1,193 

(2)  6,937 

(2)  3,91 

82.4 

6,380 

9,193 

(16)  2,309 

(16)  76 

82.7 

7,742 

10,602 

(3)  6,421 

(3)  3,03 

89.0 

3,658 

6,279 

(17)  6,877 

(17)  3,21 

88.1 

1,558 

2,826 

(18)  2,451 

(18)  98 

81.5 

8,089 

9,832 

(19)  4,592 

(19)  1,60 

87.6 

5,458 

5,938 

(20)  5,464 

(20)  2,27 

83.4 

13,139 

13,411 

(1) 

n 

87.9 

36,993 

44,010 

(21)  7,723 

(21)  2,97 

88.8 

403,958 

388,431 

88,389 

42,74 

88,4 

2,480 

2,919  ' 

(22)  4,405 

(22)  1,55 

87.8 

59 

(23)  5,220 

(23)  2,53 

90.6 

6,487 

7,474 

(24)  3,506 

(24)  1,3; 

85.9 

39,995 

35,732 

7,738 

3,04 

88,6 

18,867 

34,958 

8,248 

5,56 

84.7 

22,361 

28,683 

(4)  10,341 

(4)  3,71 

80.6 

5,549 

5,794 

(25)  4,515 

(25)  2,0! 

89.9 

2,223 

2,536 

(2) 

(; 

80.5 

3,991 

7,504 

(26)  2,232 

(26)  9i 

88.8 

27,836 

22,086 

(27)  6,192 

(27)  2,5^ 

81.9 

6,033 

6,933 

(4) 

(' 

(2; 

89.2 

5,261 

5,501 

(22) 

83.0 

16,102 

15,278 

(19) 

87.5 

2,963 

5,460 

(1) 

(1 

90.0 

5,519 

4,478 

(5)  13,969 

(5)  6,6; 

78.6 

62,475 

81,192 

14,578 

6,1 ; 

80.5 

3,689 

4,082 

(28)  4,809 

(28)  2,0 

96.2 

4,929 

5,362 

(2) 

( 

84.0 

13,622 

1 4,778 

2,424 

7: 

92.6 

2,525 

3,327 

(29)  2,156 

(29)  9 

89.5 

5,352 

5,231 

541 

2 

83.3 

19,262 

21,823 

(13) 

(1 

88.6 

10,748 

1 2,51 1 

(30)  2,739 

(30)  i,i: 

89.8 

5,505 

5,327 

(15) 

(1 

89.1 

1,798 

4,749 

(17) 

(1 

86.9 

1,709 

2,273 

(31)  490 

(31)  1 

88.8 

10,598 

11,822 

(27) 

(2 

90.0 

22,588 

25,424 

(32  )  3,684 

(32)  1,£ 

86.7 

6,288 

7,290 

(30) 

(3 

84.2 

11,581 

16,871 

(3) 

( 

86.0 

10,357 

14,811 

(33)  5,883 

(33)  2,^ 

88.4 

6,334 

9,705 

(27) 

C 

89.6 

3,327 

3,491 

(34)  2,779 

(34)  1,1 

89.9 

16,116 

18,453 

(6)  12,515 

(6)  5,1 

81.9 

7,212 

7,793 

(21) 

(2 

86.4 

5,413 

5,507 

(7)  7,355 

(7)  3,^ 

95.2 

2,479 

■  3,000 

(8)  12,955 

(8)  7,; 

89.3 

3,251 

3,739 

(25) 

C 

91.5 

5,443 

7,558 

(7) 

( 

85.8 

1,906 

2,017 

(35)  468 

(35) : 
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BROADCASTING 


T  e  1  e  c  a  s  t  i  n 


f4e 1950 C&f^ 

County  Population  612,5/8,  Rus^ 
Up  53. 6  Per  Cent  From  1940M 


KRLD 

Consistently  and 
Predominantly. 


Attested  by  Hooper  Meas- 
urements, KRLD  is  consis-^ 
tently  FIRST  in  3-out-ot-5 
standard  time  bracke+Sx 
and  often  as  not,  4-out-of- 
5,  for  Dallas. 


9  out  of  10  of  the  Nation's 
highest  rated  network  pro- 
grams (CBS)  are  regulars 
on  KRLD,  according  to  the 
latest  Nielsen's  survey.  Re- 
cently, a  survey  showed 
KRLD  to  be  the  SECOND 
HIGHEST  RATED  STA- 
TION in  the  United  States 
in  cities  where  four  net- 
works were  surveyed. 


KRLD 
50,000  Watts 


Saturates  the  Gigantic 
SOUTHWEST  EMPIRE  .  .  . 
1,530,990  radio  homes  in 
328  counties,  night-time 
and  1,370,320  radio  homes 
in  235  counties  day-time 
.  .  .  BMB  Survev,  1949. 


Owners    and  Operators 

KRLD-TV 

Channel  4 


By  DICK  MASS 

pBlUs  County'*  1950  population 
b  «12.3U,  a  .VJ  &-p«r-cent  IncruM 
over  the  1940  toUI,  Jamei  W. 
Stroud,  area  censua  »up*rvlaor, 
mnnounc«d  Saturday, 


cenaua.  PrellmlnAry  totaU  tor 
ISOO  and  Increuea  for  tb«  lO-yur 
period  are: 

Univeralty  Park.  23jn,  a  g*\n 

of  9.3«5  or  64.8  p*r  ctnt  over  th« 

1»40  total  of  I4.4». 


Irvinf,  2,575  comparpd  to  1,(W9. 
an  iacreue  af  1,4M  or  IM  per 


Scaj^oville.  1,928.  up  1,181  ' 
per  cent  over  7fl0. 


Highland  Park.  11.307,  up  8.437  Meaqultf.  1,884,  a  81.1  per  cent 
or   75  S   per   cent  over   ila    IWO   Increase  over  1.045,  a  fain  of  889. 


Carrollton,  1.801,  up  880  or  73,8 


Continued  on  Pajie  Flfteea 


251  Texas  Counties 
:Show  851,232  Gain 
Over  1940's  Census 


The  new  figure  ia  a  gain  of  213.- 1  fij^jre  of  fl.iJT. 
754  over  lha  1940  county  total  of,     L«nraflter,  Z.ftTT,  up  1,478  or  128 
}S8  584.  M^""  ''^^ 

CMher  figure*  announced  by  the 
census  nffKial  put*  Grand  Prairie 
•nd  Garland  in  the  lead  for  titles 
as  the  »Ute"s  fasteat  growing  ci- 
ties and  gave  Greater  Dallaa  an 
estimated  population  of  490,434. 

Greater  DnHaa  Includes  Dalli 
proper.   432.ft05:    HiRhland  Park, 
J1.M7;    University    Park,  23,823: 
And  Weit  r>«llas. 

Because  Went  ralla.i  Is  not  In- 
eorporated.  Hi  total  was  not  cnm- 

puted   in  the   preliminary  count  t^^^Tt'^  TV^L'    bi^^r^i  ^       «  34?»  269   today,   according   to   |a  , 


Hnwever  the  borminsr  river  bot 
torn  nrcA  wan  e-iimatpd  mrlirr  by 


cnunllra    "UH    unrpportrd,  cpnjius 
'  flgurra  for  251  of  Ihe  itate  a  254 
Charlie  W.  RusaHl.  d.«trict  ""P^^: ;  ,o\intic.  Bhoued  a  lotal  population 


•viartr.    to  have 


population  of 


labulatlona.  I , 

Thi«  I'ltal  rfproaentu  a  gain  of  ■ 
813,232  over  the  5^-;^7  perao'^ 
llvlnff  in  these  f  /  ^"^^MO/' 
The  toUL- 


STATION 


KRLD 


DALLAS 


THE  CBS  STATION 

for  the  SouthwesV s 

LARGEST  URBAN  MARKET 

DALLAS  and  FORT  WORTH 
NOW  PRESENTS  THE 


DALLAS  MARKET 

1950    612,318 

1940   •..  398,564 


in  Dallas  Radio  History 

59%  Mie 

FORT  WORTH  MARKET 

1950    359,157 

1940    225,521 


Comparisons  based  on  Dallas  and  Tarrant  Counties 
KRLD  advertising  rates  haVe  increased  nnoderately  during  the  ten-year  period,  but 
the  percentage  of  increase  is  in  no-wise  connparable  to  the  tremendous  increase 
in  market  potential. 


this  is  ivhy 


KRLD 


is  your  best  buy 


AM  ...  FM  ...  TV 
THE  TIMES  HERALD  STATION 

THE  BRAHHAM  OOMPANY,  REPRESENTATIVES 
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TEXAS  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  210 


County 

Dallam  

Dallas  

Dawson  

Deaf  Smith 

Delta   

Denton   

De  Witt  

Dickens  

Dimmit  

Donley  

Duval   

Eastland  

Ector  

Edwarcis  

Ellis   

El  Paso  

Erath   

Foils   

Fannin   

Fayette  

Fisher  

Floyd  

Foard   

Fort  Bend  

Franklin   

Freestone  

Frio   

Gaines   

Goiveston  ... 

Garza   

Gillespie  

Glasscock  ... 

Goliad  

Gonzales  

Gray   

Grayson   

Gregg   

Grimes   

Guodalupe.- 

Hale   

Hall   

Hamilton  

Hansford  .... 

Hardeman... 

Hardin   

Harris  

Harrison   

Hartley  

Haskell   

Hays  

Hemphill   

Henderson... 

Hidalgo   

Hill  

Hockley  

Hood   

Hopkins  

Houston   

Howard  ,  ., 

Hudspeth  .... 

Hunt   

Hutchinson 

Irion  

Jack  

Jackson   

Jasper  

Jeff  Davis  . 

Jefferson   

Jim    Hogg  .. 

Jim  Wells  . 

Johnson   

Jones   

Karnes  

Kaufman  

Kendall   

Kenedy   

Kent   

Kerr 

Kimble 

King   

Kinney   

Kleberg   

Knox   

Lomor  

Lamb   

Lampasas  .. 
Lo   Sal'e  ... 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population 
copyright   1950  "Sales  Management."    Further  reproduction 
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%  Radio 

91.1 

93.5 

87.2 

92.1 

89.6 

91.0 

81.7 

90.1 

81.9 

93.1 

83.8 

88.1 

91.7 

89.7 

37.6 

88.4 

36.7 

82.3 

89.9 

81.8 

89.2 

91.0 

89.8 

82.7 

88.8 

82.5 

76.6 

89.1 

92.3 

92.4 

84.4 

94.1 

82.0 

81.8 

94.6 

91.0 

89.0 

78.4 

82.7 

91.7 

86.8 

87.8 

94.2 

89.9 

85.6 

92.5 

81.4 

93.1 

87.8 

84.0 

91.5 

86.4 

76.6 

87.3 

89.8 

86.2 

87.2 

79.7 

90.7 

84.5 

90.3 

94.4 

88.4 

88.9 

84.0 

82.2 

83.5 

91.1 

85.1 

81.6 

89.3 

89.5 

81.3 

85.5 

86.9 

82.4 

88.4 

89.1 

89.5 

86.2 

76.5 

84.2 

89.1 

86.6 

88.4 

86.9 

71.3 


,  1940  Census;  1950  Families  and  1950  Radio  Families, 
unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 


1950 

1940 

1950 

1950 

Population 

Population 

Families 

Radio-Families 

7  604 

6,494 

2,124 

1,934 

61 2  301 

398  564 

171,033 

159,915 

1 9  058 

15  367 

5,323 

4,641 

9  037 

6  056 

2,524 

2,324 

8  953 

12  858 

2,500 

2,465 

41  243 

JO 

1 1 ,520 

10,483 

22,91 2 

24  935 

6  400 

5,228 

7  139 

7  847 

1,994 

1,796 

1  \J,300 

8  542 

2,957 

2,421 

A  om 
o,zu  1 

7  487 

1,732 

1,612 

1 3,3oz 

20  565 

4,352 

3,646 

20  345 

6,335 

5,845 

1 5  051 

1 1  717 

10,744 

1  900 

2  933 

810 

726 

45,51 7 

47  733 

12  714 

11,137 

1 97,906 

131  067 

55  281 

48,868 

1 8,376 

20  760 

5  132 

4,449 

26,582 

35  984 

7  425 

6,1 10 

31,1 52 

41  064 

8,701 

7,822 

24, 1 26 

29  246 

6  739 

5,512 

1 0,985 

1 2  932 

3  068 

2,736 

10,154 

10  659 

2  936 

2,671' 

4,21 2 

5  237 

1,176 

1,056 

30,078 

32  963 

3  401 

6,947 

A  '3,41 

8.378 

1,743 

1,547 

1 5  644 

21  138 

4,369 

3,604 

1 Q  337 

9  207 

2,887 

2,211 

8  882 

8  136 

2,481 

2,210 

112  226 

81 ,173 

31,348 

28,934 

6  264 

5,678 

1,749 

1,616 

1 0  494 

10,670 

2,931 

2,473 

1  090 

1,193 

304 

218 

6  202 

8,798 

1,732 

1,420 

21  000 

26  075 

5,865 

4,797 

24  623 

23,91 1 

6,877 

6,505 

70  1 22 

69  499 

19,587 

17,824 

60  951 

58  027 

17,025 

15,152 

14  937 

21,960 

4,172 

3,270 

25  337 

25,596 

7,077 

5,852 

27  938 

18,813 

7,803 

7,155 

1 0  882 

12  1 17 

3,039 

2,637 

1 0  634 

13,303 

2,970 

2,637 

4  1 68 

2,783 

1,164 

1,096 

1 0  1 85 

1 1,073 

2,844 

2,556 

1 9  507 

15,875 

5,448 

4,663 

801  169 

528  961 

223,790 

207,005 

45  709 

50,900 

12,767 

10,392 

1  901 

1,873 

531 

494 

1 3  691 

14  905 

3,824 

3,357 

17  794 

15,349 

4,970 

4,174 

4  095 

4,170 

1,143 

1,045 

23  330 

31 ,822 

6,516 

5,629 

1 59  994 

160,059 

44,691 

34,233 

31  1 52 

38  355 

8,701 

7,595 

20  420 

1 2,693 

5,703 

5,121 

5  273 

6  674 

1,472 

1,268 

23  424 

30  274 

6,543 

5,705 

ZZ,/4J 

31  137 

6  352 

5  062 

OA  AAI 

20  990 

7  443 

6  750 

4  276 

3  1 49 

1,194 

1,008 

42  605 

48  793 

1 1  900 

10,745 

J  1  ,*tOo 

1 9  069 

8  789 

8  296 

1  582 

1  963 

441 

389 

7  712 

10  206 

2,154 

1,914 

1 2  886 

1 1  720 

3  599 

3  023 

20  002 

17,491 

5,537 

4,592 

2  084 

2  375 

582 

485 

1 94  1 36 

1 45  329 

54,227 

49,400 

5  369 

5  449 

1  499 

1 ,275 

27  825 

20  239 

7  772 

6  341 

31  108 

30  384 

8  689 

7  759 

22  072 

23  378 

6  165 

5  517 

1 7  088 

19  248 

4  773 

3  880 

o  (  ,  1  1  / 

oo,0Uo 

8  691 

7  430 

D,o/  1 

5  080 

1  500 

1  303 

629 

700 

175 

1 44 

2  460 

3  413 

687 

607 

1 3,953 

1 1  650 

3  897 

3  472 

4  587 

5  064 

1  281 

1  1 46 

868 

1,066 

242 

208 

2,648 

4,533 

739 

565 

21,911 

13,344 

6,120 

5,153 

10,048 

10,090 

2,806 

2,500 

42,998 

50,425 

12,010 

10,400 

19,953 

17,606 

5,573 

4,926 

9,875 

9,167 

2,758 

2,396 

7,472 

8,003 

2,087 

1,488 

1949 

1948 

Employment 

Retail  Sales 

Retail  Sales 

Mid-Mirch 

(Esv.)  ($000) 

U.  S.  (SOOO) 

1948 

7,212 

9,897 

(9)  11,876 

759,244 

708,545 

202,754 

12,169 

18,562 

(14) 

7,196 

10,105 

(29) 

4,279 

4,960 

(36)  2,154 

23,418 

29,859 

3,575 

17,085 

20,741 

(10)  7,401 

6,183 

6,218 

-  (7) 

2,858 

4,188 

(37)  3,026 

5,004 

4,970 

(2) 

10,266 

7,186 

(38)  6,666 

19  459 

22,507 

(39)  5,520 

44,033 

42,735 

(8) 

1315 

1  279 

(40)  3,547 

26  049 

30  7^2 

4,121 

1 59  279 

159,718 

33,206 

10  432 

13,398 

(41 )  1,691 

1 4  1 05 

17,786 

(42)  3,503 

16  314 

16,091 

1,950 

13,153 

16,912 

(4) 

4,808 

5,970 

(43  )  4,468 

7,241 

9,015 

(7) 

2,934 

3,216 

(20) 

20  002 

24,080 

2,864 

2,858 

2,941 

(28) 

8,240 

7,996 

(44)  1,231 

3,689 

5,397 

(16) 

8  662 

9,777 

(14) 

1 17,009 

1 15,898 

33,723 

4,491 

4,889 

(7) 

7,498 

9,295 

(22) 

289 

297 

(45)  6,245 

3,310 

3,545 

(1) 

10,886 

21,459 

(10) 

28,272 

29,842 

(2) 

58,914 

54,992 

(6) 

72,719 

73,369 

(11)  18,323 

8,513 

8,879 

(46)  7,791 

11,626 

16,354 

(33) 

20,304 

35,101 

(7) 

8,330 

9,866 

(2) 

7  591 

8,349 

817 

3  460 

4,875 

(9) 

7  651 

7,529 

(20) 

8  466 

10,288 

1,510 

857  581 

81 1,198 

239,175 

28,800 

28,328 

(47)  7,916 

545 

453 

(9) 

7,196 

7,848 

(48)  817 

8,330 

10,294 

(19) 

4  052 

3,850 

(9) 

13,064 

14,018 

(49)  3,847 

54  474 

87,214 

15,064 

17,265 

19,809 

(24) 

7  408 

19,197 

(17) 

2  433 

3,464 

(41) 

15  134 

12,837 

(36) 

1 0  463 

1 1,534 

(50)  3,526 

27  274 

28,684 

(23) 

1  722 

(35) 

30  813 

31  155 

4,466 

26  246 

26,765 

(9) 

nAi 

880 

(31) 

5  331 

(51 )  2,815 

3,0OZ 

7,647 

(1 ) 

8  482 

13,834 

(52)  3,119 

726 

720 

(25) 

212  908 

192,816 

56,031 

4  1 42 

3,162 

(53)  725 

15  981 

21,679 

(38) 

17  961 

21,336 

(54)  5,244 

15  920 

19,416 

(5) 

9  056 

1 1 ,966 

(10) 

17  538 

1 9,653 

2,225 

3,720 

4,515 

(18) 

59 

(26) 

1,271 

1,045 

(48) 

12,760 

14,729 

(18) 

3,657 

3,325 

(55)  1,013 

545 

224 

(7) 

1,889 

1,299 

(40) 

9,934 

15,279 

(38) 

5,791 

6,693 

(20) 

29,351 

29,296 

4,837 

12,473 

17,962 

(17) 

6,364 

7,861 

(22) 

3,161 

3,994 

(37) 

Taxable  Pay 

roils— Isf  Q 
1948  (SOOCi 

(9)  7,527 
120,369 
( 

(29 
(36,  9 

i,--:. 

(10)  2,6'.; 

(37)  1  C- 

(38)  3, 1  . 

(39)  2,443 

(8i 

(40)  1.32S 
1,56; 

17,37; 

(41 1  6;; 

(42)  1,22; 

(43)  2,2c 

(2C 

i,3i: 

(28 
(44)  39 
(16 
(  14 
18,00: 

(21 

(45)  4.o: 


n 

1 2: 
s; 

153,0'' 
(47)  2,9" 


(< 


(48) 


(49)  1,3:^ 
5,91 

'ri 
(l.j 

l3 

(50)  1,2 

(2< 
(3-- 
1,8 

(3 

(51)  1,1  I 

(52)  1,1 

(2 
39,8 
(53)  2 

(2 

(54)  2,1 
(1 

e 

(1 

(2 


(55)  - 

(• 
C 
(• 
1, 


(Continued  on  page  21 
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BROADCASTING    •  Telecisti 


Celebrating  25  Years  In  Houston 

FIRST  station  in  Houston  .  .  .  and  still  FIRST 


KPRC-TV 


Houston's  First  — and  ONLY  TV  Station 

The  same  high  standards  that  have  distinguished 
KPRC  for  25  years,  and  The  Houston  Post  for  66 
years,  now  brought  into  the  field  of  television 
through  KPRC-TV  .  .  .  Houston's  pioneer  television 
station. 

KPRC  ★  KPRC  -TV 

JACK  HARRIS,  General  Manager 
Lamar  Hotel,  Houston 
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TEXAS  RADIO  MARKET  DATA  BY  COUNTIES  (Continued  from  page  212; 


1949 

1948 

Employment 

Taxable  Pay« 

County 

1950 
Population 

1940 
Population 

1 950 
Families 

1950 
Radio-Families 

%  Radio 

Retail  Sales 
(Est.)  ($000) 

Retail  Sale; 

U.  J.  [^Wvl 

Mid-March 
1948 

ro.ls— 1  St  Qtr. 
1948  (SOOO) 

  22,122 

25,485 

6,179 

5,079 

82.2 

9,449 

9,852 

(10) 

'  ' 

Lee  

  10,117 

12,751 

2,825 

2,310 

81.8 

4,355 

6,278 

(4) 

(44, 

Leon  

  11,988 

17,733 

3,348 

2,735 

81.7 

6,152 

4,901 

(44) 

Liberty  

  26,685 

24,541 

7,453 

6,327 

84.9 

17,010 

22,280 

(46) 

(461 

Limestone  

  25,112 

33,781 

7,014 

5,905 

84.2 

13,273 

12,836 

(42) 

(42) 

Lipscomb  

  3,638 

3,764 

1,016 

960 

94.5 

2,858 

4,399 

(9) 

(91 

Live  Oak   

  9,025 

9,799 

3,520 

3,069 

87.2 

4,097 

5,119 

(56  J  854 

(56  J  371 

5,337 

5,996 

1,490 

1,285 

86.3 

4,052 

4,792 

(22) 
(8) 

(22j 

m 

9,13j 

  227 

285 

63 

106 

Lubbock  

  100,603 

51,782 

28,101 

25,852 

92.0 

90,170 

115,699 

17,962 

Lynn  

  10,971 

11,931 

3,064 

2,812 

91.8 

8,753 

7,565 

(17) 

(17) 

  11,653 

13,202 

3,255 

2,848 

87.5 

10,492 

10,168 

(34) 

(34) 

McLennan   

  128,076 

101,898 

35,775 

30,981 

86.6 

104,814 

114,285 

23,691 

1 1 ,697 

McMollen  

  1,184 

1,374 

330 

269 

81.6 

303 

256 

(56) 

(56 

MacJison  

  7,966 

12,029 

2,225 

1,824 

82.0 

6,684 

5,970 

(50) 

(50 

Marion  

  10,132 

11,457 

2,830 

2,204 

77.9 

4,520 

4,419 

(47) 

(47 

Martin  

  5,521 

5,556 

1,542 

1,390 

90.2 

3,054 

2,417 

(14) 

(14  1 

Mason   

  4,922 

5,378 

1,374 

1,239 

90.2 

3,946 

3,382 

(22) 

(22 

MatagorcJa  

  21,426 

20,066 

5,984 

4,930 

82.4 

1 4,998 

19,330 

2,852 

1,19 

Maverick  

12,246 

10,071 

3,420 

2,527 

73.9 

5,791 

9,651 

(37) 

(37 

Medina  

16,106 

4,744 

4,084 

86.1 

6,092 

8,652 

(16) 

(16) 

Menard  

4,521 

1,161' 

1,040 

89.6 

3,780 

3,985 

(55) 

(55) 

Midland  

11,721 

7,156 

6,325 

88.4 

38,687 

25,662 

(45) 

(45)  1 

Milam  

33,120 

6,550 

5,462 

83.4 

12,366 

15,767 

(4) 

(*). 

Mills  

7,951 

1,668 

1,472 

88.3 

3,841 

3,625 

(22) 

(22| 

Mitchell  

12,477 

3,027 

2,612 

86.3 

8,331 

9,865 

(23) 

(23) 

Montague  

20,442 

4,748 

4,201 

88.5 

10,689 

12,535 

1,739 

77! 

Montgomery  

  24,440 

23,055 

6,826 

5,740 

84.1 

12,625 

.14,881 

(46) 

(46)  i 

Moore  

4,461 

3,715 

3,603 

97.0 

3,885 

9,500 

(9) 

(9  i 

Morris  

9,810 

2,631 

2,207 

83.9 

3,416 

4,242 

(28) 

Motley  

4,994 

1,102 

980 

89.0 

3,206 

3,580 

(7) 

Nacogdoches  . 

35,392 

8,446 

7,136 

84.5 

18,505 

18,444 

(57)  7,933 

(57)  2,87 

Navarro 

51,308 

11,098 

9,544 

36.0 

26,140 

27,407 

5,051 

2,18:  [ 

Newton 

13,700 

3,022  . 

2,450 

81.1 

3,387 

3,299 

(52) 

(52  1 

Nolan   

17,309 

5,529 

4,953 

89.6 

16,313 

19,642 

(43) 

(43  1 

Nueces  

92,661 

46,013 

39,203 

85.2 

130,333 

140,279 

34,058 

1 8,38  1 

Ochiltree  . 

4,213 

1,680 

1,611 

95.9 

5,443 

9,196 

(9) 

(9 

Oldham  

1,385 

465 

445 

95.8 

1,164 

1,270 

(29) 

(29 

Orange  

17,382 

2,214 

1,921 

86.8 

9,841 

26,712 

7,824 

4,77. 

Palo  Pinto   

18,456 

4,755 

4,365 

91.8 

11,581 

13,031 

(51) 

(51 

Panola  . 

22,513 

5,365 

4,420 

82.4 

5,972 

9,800 

(47) 

(47 

Parker  

20,482 

5,999 

5,219 

87.0 

9,843 

14,213 

(54) 

(54| 

Parmer  

5,890 

1,612 

1,513 

93.9 

3,900 

4,391 

(29) 

(29 

Pecos   

8,185 

2,758 

2,391 

86.7 

7,771 

8,520 

(25) 

(25  1 

Polk  

20,635 

4,500 

3,811 

84.7 

10,069 

9,423 

(58)- 5,571 

(58)  2,00  1 

Potter  

54,265 

22,158 

21,249 

95.9 

110,040 

110,438 

(12)  21,555 

(12)  12,7a  1 

Presidio  

10,925 

2,046 

1,587 

77.6 

5,835 

5,573 

(25) 

(25  i 

Rains  .  .  . 

7,334 

1,189 

1,022 

86.0 

1,119 

1,324 

(59)  1,759 

(59)  59' j 

Randall  

7,185 

2,027 

1,921 

94.8 

4,143 

7,392 

(12) 

(12 

Reagan  

1,997 

867 

832 

96.0 

1,603 

3,948 

(25) 

(25'  1 

Real   

2,420 

691 

590 

85.5 

832 

1,014 

(40) 

(40  ' 

Red  River  

29,769 

6,089 

5,096 

83  7 

10,567 

10,072 

(28) 

(28 

Reeves  .. 

8,006 

3,266 

2,717 

83.2 

10,235 

12,464 

(8) 

(8 

Refugio  

10,383 

2,815 

2,451 

87.1 

8,800 

7,397 

(1) 

(1 

Roberts  

1,289 

287 

273 

95.2 

1,224 

725 

(9) 

(9 

Robertson  

25,710 

5,522 

4,533 

82.1 

9,450 

11,303 

(4) 

(4 

Rockwall ... 

7,051 

1,708 

1,514 

88.7 

2,827 

3,438 

(32) 

(32 

Runnels  .... 

18,903 

4,669 

4,169 

89.3 

12,988 

12,652 

(34) 

(34 

Rusk  

51,023 

11,797 

10,204 

86.5 

28,030 

26,136 

(11) 

(n 

Sabine  ... 

10,896 

2,388 

1,972 

82.6 

3,326 

2,839 

(57) 

(57 

San  Augustine  . 

12,471 

2,463 

1,963 

79.7 

4,385 

4,341 

(57) 

(57 

Son  Jacinto  ...  . 

9,056 

2,000 

1,528 

76.4 

1,602 

1,584 

(58) 

(58 

San  Patricio  

28,871 

9,969 

8,493 

85.2 

21,530 

21,335 

2,955 

1,26 

Son  Saba   

11,012 

2,409 

2,076 

86.2 

5,305 

6,499 

(22) 

(22 

Srhleicher 

3,083 

792 

710 

89.7 

1,558 

2,141 

(55) 

(55 

Scurry 

11,545 

6,316 

5,539 

87.7 

15,842 

9,315 

(43) 

(43 

Shackelford 

6,211 

1,392 

1,298 

93.3 

3,794 

3,981 

(5) 

(5 

Shelby  

29,235 

6,540 

5,369 

82.1 

1 1 ,098 

11,445 

(57) 

(57 

Sherman  

2,026 

677 

648 

95.8 

1,694 

3,537 

(9) 

(9 

69,090 

20,798 

18,281 

87.9 

68,686 

62,773 

13,024 

6,66 

Somervell 

3,071 

707 

604 

85.5 

1,074 

1,422 

(41) 

(41 

Starr  

13,312 

3,882 

3,004 

77.4 

3,311 

4,696 

384 

E 

Stephens  

12,356 

2,953 

2,642 

89.5 

10,371 

11,159 

(39) 

(39 

Sterling  

1,404 

355 

331 

93.5 

1,466 

1,203 

(31) 

(31 

Sionewoll 

5,589 

1,024 

908 

8S.7 

1,603 

1,648 

(48) 

(48 

Sutton   

3,977 

1,057 

993 

94.0 

3,900 

3,680 

(55) 

(5; 

Sv/tsher  .... 

6,528 

2,299 

2,177 

94.7 

5,004 

7,783 

(29) 

(25 

Tarrant  

225,521 

100,323 

92,899 

92.6 

432,292 

401,503 

96,488 

56,98 

Taylor  

44,147 

17,619 

16,279 

92.4 

59,711 

66,766 

(5) 

(J 

  3,171 

2,952 

885 

761 

86.0 

2,388 

2,342 

(25) 

(25 

  13,074 

11,160 

3,651 

3,205 

87.8 

8,770 

13,296 

(17) 

(17 

Throckmorton  

  3,611 

4,275 

1,008 

910 

90.3 

1,860 

2,275 

(60)  2,851 

(60)  1,25 

Titus   

  17,266 

19,228 

4,822 

4,103 

85.1 

10,418 

1 1 ,403 

(28) 

(28 

  58,602 

39,302 

16,369 

14.682 

89.7 

60,549 

62,528 

14,842 

7,80  ' 

  140,381 

111,053 

44,799 

39,871 

89.0 

155,377 

137,393 

25,605 

11,85| 

  10,013 

13,705 

2,796 

2,141 

75.6 

6,078 

7,001 

(58) 

(56 

Tyler  

  11,275 

11,948 

3,149 

2,667 

84.7 

4,913 

6,657 

(58) 

(5£ 

Upshur 

20,763 

26,178 

5,799 

4,911 

84.7 

9,056 

10,103 

(11) 

(11 

(Continued  on  page  216 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale 
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THE  STAR-TELEGRAM  STATION 


Rocketing  Ahead  With 
A  MILLION  PEOPLE  AND  OVER 


$1  BILLION  IN  RETAIL  SALES 


1950  —  Population 
971,475 


i948  —  Retail  Sales 
Over  $  I  Billion 


1940  —  Population 
520.255 


1939  — Retail  Sales 
$265,880,000 


7  j^;,: 


PORT  WORTH 


DALLAS 


(In  Tarrant  (Fort  Worth)  a/rid  Dallas  Counties  Alone) 


Jr  ioneer  Radio  and  Television  Station  WBAP  delivers 
best  the  most  tempting  advertising  dish  south  of  the  Mason- 
Dixon  Line — the  Fort  Worth-Dallas  area  ....  by  population 
and  retail  sales,  the  South's  NUMBER  ONE  MARKET. 

Fort  Worth,  home  of  WBAP,  is  the  nation's  fastest  grow- 
ing retail  sales  market.  Dallas,  served  by  WBAP  for  more 
than  a  quarter  century,  is  in  fifth  place.' 

Tarrant  (Fort  Worth)  and  Dallas,  the  two  major  counties 
in  WBAP's  coverage  area  have  a  combined  population  of 
971,475.^ 

There's  more,  though  ....  130  additional  booming  counties 
on  WBAP-570  (5,000  watts,  ABC)  163  counties  more  on 
WBAP-820  (50,000  watts,  NBC)  and  14  counties  more  on 
WBAP-TV  (Channel  5,  ABC,  NBC). 

Productionwise,  WBAP  offers  the  most  modern  facilities 
housed  in  one  of  the  most  modern  plants  in  the  nation  .... 
completely  equipped  to  deliver  your  most  exacting  needs. 

We  urge  you  to  compare  coverage  and  ratings.  It's  WBAP 
in  Fort  Worth-Dallas  where  the  boom  is  on.  Contact  the  sta- 
tion direct  or  Free  &  Peters  for  availabihties. 

•Fori  Worth,  297%  increase  in  volume  1939-194S;  Dallas,  262%.  Source:  V.  S. 
Bureau  of  Census  preliminary  Census  oj  Business  figures  released  June,  1950. 
-U.  S.  Bureau  of  Census  1950  population  figures. 


WBAP  -  AM  -  FM  -  TV 


f-=^Q)  

Free  &  Peters,  inc. 

Exclusive  National  Representatives 


AMON  CARTER,  President 
HAROLD  HOUGH,  Director 


GEORGE  CRANSTON,  Manager 
ROY  BACUS,  Commercial  Mgr. 


3900  BARNETT  ST.  FORT  WORTH.  TEXAS 

TELEPHONES:  FORT  WORTH  LO-I98I       DALLAS  TR-9757 
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TEXAS  RADIO  MARKET  DATA  BY  COUNTIES 


(Continued  from  page  214) 


County 


Upton  -  -- 

Uvalde  

Vol  Verde 
Von  Zondt  . 

Victoria  

Walker  

Waller  

Ward  

Washington.. 

Webb  

Wharton  

Wheeler  

Wichita  

Wilbarger  .... 

Willacy  

Williamson... 

Wilson  

Winkler  

Wise  

Wood  

Yoakum  

Young  

Zapata  

Zavala  


1 949 

1948 

Employment 

Taxable  Pay- 

1950 

Population 

1  o^n 

1950 

1 950 

o/q  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  Qtr. 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  (SOOO) 

1948 

1948  ($000  i 

5,288 

4,297 

1,477 

1,367 

92.6 

6,1 84 

4  733 

(7*^  \ 
\  i-j } 

15,972 

13,246 

4,461 

3,595 

80.6 

1 0,022 

1 3  488 

(40 1 

1 6,557 

15,453 

4,624 

3,560 

77.0 

1 1 ,067 

12  511 

(Ml 

: ,'  ^ 

22,549 

31,155 

6,298 

5,630 

89.4 

1 2,321 

1 1  642 

f  49  1 

if 

31,174 

23,741 

8,707 

7,749 

89.0 

O'i  Ol  Q 
A-i,7  \  0 

28  522 

n  J 

20,168 

19,868 

5,633 

4,709 

83.6 

O  T07 

y,/y/ 

11315 

(S0\ 
y-jv ) 

1 1 ,938 

10,280 

3,334 

2,720 

81 .6 

7  328 

-llT 

■u 

13,256 

9,575 

3,702 

3,313 

89.5 

1 0,552 

1 1  760 

(8) 

■u 

20,489 

25,387 

5,723 

4,475 

78.2 

1 2,035 

13  242 

(4) 

55,904 

45,916 

15,615 

1 1 ,492 

73.6 

40, 1 48 

38  776 

7  213 

2,698 

} 

35,964 

36,158 

1 0,045 

8,538 

85.0 

oi  Ai  <; 

Z J,0  1  0 

28  605 

(3j 

•t 

10,296 

12,41 1 

2,875 

2,590 

90.1 

9, 1 92 

9  850 

(30) 

98,036 

73,604 

27,384 

25,165 

91 .9 

90  209 

21  762 

11,716  1 

20,521 

20,474 

5,732 

5,181 

90.4 

1 7  478 

19  361 

(20j 

20,891 

13,230 

5,835 

4,609 

79.0 

0,4.1 4 

1 3  365 

(26) 

38,700 

41,698 

10,810 

9,296 

86.0 

n  000 
£.0,77/. 

27  758 

3  607 

1,408  1  \ 

14,641 

17,066 

4,089 

3,361 

82.2 

5,941 

6  951 

(33j 

10,005 

6. 141 

2,794 

2,531 

90.6 

8,286 

9  1 80 

\^) 

(8J 

■lo 

1 6,092 

1  o  r\7  A 

4,494 

3  977 

88.5 

7,741 

9,398 

(54) 

(54) 

Tf 

21,218 

24,360 

5,926 

5,125 

86.5 

10,568 

14,292 

(59) 

(59j 

4,332 

5,354 

1,210 

1,101 

91.0 

2,283 

2,315 

265 

122  !  ' 

1 6,748 

19,004 

4,678  . 

4,214 

90.1 

17,840 

16,643 

(60) 

(60) 

r 

4,306 

3,916 

1,202 

915 

76.2 

332 

747 

(53) 

(53) 

11,171 

1  i  ,603 

3,120 

2,165 

69.4 

3,568 

5,083 

(37) 

(37) 

(1)   Includes  Arenas,   Bee,  Calhoun,  Goliad,  Jackson,   Refugio  and  Victoria  Counties.     (2)  Includes  Armstrong,  Briscoe,  Carson,   Donley,  Gray  and  Hall  Counties.     (3}    Includes  Austin, 
Colorado,   Waller   and   Wharton   Counties.     (4)    Includes   Brazos,   Burleson,    Fayette,   Lee,   Milam,  Robertson  and  Washington  Counties.     (5)   Includes  Callahan,  Jones,  Shackelford  and  Taylor 
Counties.     (6)  Includes  Cooke  and  Grayson  Counties.     (7)   Includes  Cottle,  Crosby,  Dickens,  Hoyd,  Garza,  Hale,  King  and  Motley  Counties.     (8)  Includes  Crane,  Ector,  Lovmg,  Reeves,  Ward 
and  Winkler  Counties.     (9)    Includes  Dallam,  Hansford,   Hartley,   Hemphill,  Hutchinson,   Lipscomb,  Moore,  Ochiltree,  Roberts  and  Sherman  Counties.     (10)   Includes  DeWitt,  Gonzales,  Karnes  _ 
and   Lavaca  Counties.     (11)   Includes  Gregg,  Rusk  and   Upshur  Counties.     (12)    Includes   Potter   and   Randall   Counties.      (13)    Includes   Anderson   and    Cherokee   Counties.      (14)  Includes 
Andrews,  Dawson,  Gaines  and  Martin  Counties.     (15)   Includes  Archer  and  Clay  Counties.     (16)  Includes  Atascosa,  Frio  and  Medina  Counties.    (17)  Includes  Bailey,  Cochran,  Hockley,  Lamb, 
Lynn  and  Terry  Counties.  (18)  Includes  Bandera,  Kendall  and  Kerr  Counties.  (19)  Includes  Bastrop,  Caldwell  and  Hays  Counties.     (20)  Includes  Baylor,  Foard,  Hardeman,  Knox  and  Wilbarger 
Counties.     (21)   Includes  Bell  and  Coryell  Counties.     (22)   Includes  Blanco,  Burnet,  Gillespie,  Lampasas,   Llano,  Mason,   Mills   and   San   Saba   Counties.     (23)    Includes    Borden,    Howard  one 
Mitchell  Counties.     (24)    Includes  Bosque   and  Hill   Counties.     (25)    Includes   Brewster,   Crockett,  Jeff  Davis,   Pecos,   Presidio,   Reagan,   Terrell   and    Upton   Counties.      (26)    Includes  Brooks 
Kenedy    ond    Willacy    Counties.    (27)    Includes    Brown,    Coleman    and    Comanche    Counties.     (28)    Includes  Camp,   Franklin,  Morris,   Red   River  and   Titus  Counties.     (29)    Includes  Castro 
Deaf   Smith,   Oldham,   Parmer  and    Swisher   Counties.      (30)    Includes   Childress,    Collingsworth    and   Wheeler  Counties.     (31)    Includes   Coke,    Iron   and   Sterling   Counties.      (32)  Includes 
Collin  and  Rockwall  Counties.     (33)    Includes  Comal,  Guadalupe   and  Wilson  Counties.     (34)   Includes  Concho,  McCulloch  and  Runnels  Counties.     (35)    Includes  Culberson   and  Hudspetl- 
Counties.     (36)    Includes   Delta,  and   Hopkins   Counties.    (37)    Includes   Dimmit,    La   Salle,    Maverick   and   Zavala   Counties.      (38)    Includes   Duvol,    Jim   Wells   and    Kleberg   Counties.  (39,i 
Includes  Eastland  and  Stephens  Counties.  (40)   Includes  Edwards,  Kinney,  Real,  Uvalde  and  Vol  Verde  Counties.     (41)  Includes  Erath,  Hood  and  Somervell  Counties.     (42)   Includes  Falls  and 
Limestone  Counties.    (43)  Includes  Fisher,  Nolan  and  Scurry  Counties.     (44)  Includes  Freestone  and    Leon    Counties.     (45)    Includes   Glasscock   and 'Midland    Counties.    (46)    Includes   Grimes,  ; 
Liberty  and  Montgomery  Counties.     (47)    Includes   Harrison,  Marion   and   Panola  Counties.     (48)    Includes  Haskell,  Kent  and  Stonewall  Counties.     (49)   Includes  Henderson  and  Van  Zandt 
Counties.     50)    Includes   Houston,  Madison  and  Walker   Counties.     (51)    Includes   Jack  and   Palo   Counties.      (52)    Includes   Jasper   and    Newton    Counties.      (53l    Includes   Jim    Hogg  and 
Zapata   Counties.     (54)    Includes  Johnson,   Parker  and   Wise   Counties.      (55)    Includes    Kimble,  Menard,  Schleicher  and  Sutton  Counties.     (56)    Includes  Live  Oak  and  McMullen  Counties. 
(57)  Includes  Nocogdoches,  Sabine,  San  Augustine  and  Shelby  Counties.     (58)   Includes  Polk,  San  Jacinto,  Trinity  and  Tyler  Counties.     (59)  Includes  Rains  and  Wood  Counties.     (60)  IncludesL 
Throckmorton  and  Young  Counties.  , 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales. 

copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1943    Retail  Sales;  Employment,  Mid-March  1943  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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MARKET  INDICATORS  FOR  UTAH 

CLASSIFICATIONS 
opulation   

%  of  U.S  

"amilies   

•ercent  Radio   

iadio  Families   

detail  Sales   

detail  Trade  Employes   

Ivholesale  Sales  Volume  

Vholesale  Trade  Employes  .  . 
Lmployment  (Mid-March)  .  . 
iTaxable  Payrolls  (1st  quarter) 
ncome   

Percent  distribution   

*er  Capita  Income   

'ercent  of  national  per  capita 

income   

.'ew  Construction  (Private) 

Residential   

Non-Residential   

alue  added  by  Manufacture 
lutomobile  Registration  .... 

elephones   

tfote:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
tnlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


FIGURES 

YR. 

FIGURES 

YR. 

686,842 

'50 

550,310 

'40 

0.46% 

'50 

0.42% 

'40 

191,855 

'50 

139,440 

'40 

98.5% 

'49 

95.9% 

'46 

188,977 

'50 

159,800 

'46 

575,575,000 

'49 

577,133,000 

'48 

31,961 

'48 

20,397 

'39 

$ 

741,904,000 

'48 

194,200,000 

'39 

11,874 

'48 

6,915 

'39 

lie  Qnc 
115,oUo 

4  i 

$ 

71,810,000 

'48 

63,744,000 

'47 

$ 

825,000,000 

'48 

265,000,000 

'40 

0.40% 

'48 

0.35% 

'40 

$1,231 

'48 

480 

'40 

87% 

'48 

83% 

'40 

$ 

72,000,000 

'49 

18,200,000 

'39 

s 

38,000,000 

'49 

9,900,000 

'39 

s 

13,200,000 

'49 

2,400,000 

'39 

128,298,000 

'47 

43,341,000 

'39 

223,763 

'49 

208,908 

'48 

174,000 

'49 

116,200 

'45 

Seal ,/  mL 


•lOAOCAjniM^^mKAStlHC 

MARKETBOOK  MAP 

UTAH 

a    Location  o(  City  and  number  ot 

Standard  (AM)  Broadcasting  Stations 
(|)  Number  o(  FM  Bfoadca^ling  Stations 
A    Number  ot  Telecasting  Stations 


i\ 

mGHAM  CITY,  Box  Elder,  5,588  fam.,  98.8% 
radio,  5,520  radio  fam. 
BUH,  250w-D,  800kc,  Continental 

SB        IM      5M       15M      30M     1  Hr 
3.70     7.50    15.00    22.00  36.00 

«EDAR  city.  Iron,  2,709  fam.,  98.1%  radio, 

!|  2,657  radio  fam. 

I  SUB,  Ikw,  590kc,  CBS 

I       6.00      6.00     7.50  15.00    25.00  50.00 

i:      6.00      6.00      7.50  15.00    25.00  50.00 

'bCAN,    Cache,   9,356   fam.,   99.0%  radio, 

9,262  radio  fam. 
|VNU,   Ikw,  610kc,  MBS,  Avery-Knodel 
'[      4.50      5.00     8.00    13.50    21.50  32.50 
jl      5.00      6.00     9.50    14.50    23.00  40.00 

■iuRRAY,    Salt    Lake,    76,594    fam.,  98.8% 
;  radio,  75,674  radio  fam. 
MUR,  250w,  1230kc 
1       3.00      3.00  6.75 
3.50     3.50  9.00 
jiGDEN,   Weber,  23,165 
;  fam.,  22,863  radio  fam. 

J   

tf,  AM  non-afFiliotes,  averaoe  1-time  rates 

2.00     2.67      8.65      8.45    15.50  26.50 


SPOT  RATE  FINDER 


12.25  21.50  34.00 
16.00  24.00  40.00 
fam.,  98.7%  radio 


ote:  AM  Rates  one-time.  Sources:  Families 
id  radio  families  estimated  from  field  tabu- 
tions  of  1950  U.  S.  Census.  Percent  radio 
MB.  For  complete  explanation  see  foreword. 


KLO,  5kw,  1430kc,  MBS,  Avery-Knodel 

SB  IM  5M  15M  30M  1  Hr 
D  8.45    13.00    26.00    39.00  65.00 

N  13.00    20.00    40.00    60.00  100.00 

KOPP,  Ikw-D,  730kc 

D       1.00      1.50      3.00      5.00    10.00  18.00 
KOPP-FM,   Chan.   280,    103.9mc,    Ikw  (Bonus 
daytime) 

(For   night  rates   consult  station  manager) 
KVOG,  250w,  1490kc 

D  3.00  3.85  6.30  11.90  21.00  35.00 
N       3.50      4.40      7.20    13.60    24.00  40.03 

PRICE,    Carbon,    7,242    fam.,    96.9%  radio, 

7,017  radio  fam. 
KOAL,   250w,    1230kc,   MBS,  Avery-Knodel 
D       3.00     3.75      6.00    12.00    18.00  30.00 
N      3.00     3.75     6.00    12.00    18.00  30.00 

PROVO,    Utah,    22,616    fam.,    98.8%  radio, 
22,344  radio  fam. 

2   AM   non-affiliates,  overage   1-time  rates 
D       1.87      2.37      3.55      7.10    11.90  21.50 
N       2.37      3.02     4.85      9.75    15.70  28.00 

KCSU,  250w,  1400kc,  Biddick 

D       2.00      2.50      4.60      9.20  13.80  23.00 

N  3.00  3.80  7.20  14.50  21.50  36.00 
KNEU,  250w,  1450kc 

D       1.75      2.25      2.50      5.00  10.00  20.00 

N  1.75  2.25  2.50  5.00  10.00  20.00 
KOVO,   Ikw,  960kc,  MBS,  Avery-Knodel 

n       3.31      3.31      5.52    11.04  17.66  27.60 

N       5.00      5.00     7.60    14.80  23.20  40.00 


RICHFIELD,  Sevier,  3,371   fam.,  98.3%  radio, 

3,313  radio  fam. 
KSVC,   Ikw-D,  960kc,  Avery-Knodel 

SB        IM       5M       15M      30M  1  Hr 

D      3.90     3.90     6.00    12.00    18.00  30.00 

SALT   LAKE    CITY,    Salt   Lake,   76,594  fam., 

98.8%  radio,  75,674  radio  fam. 

4  AM  affilia'es,  averoqe  1-time  rates 

D     17.33    16.25    26.37    46.00    72.50  108.75 

N     33.66    31.00    46.75    82.50  126.75  198.75 

KALL,  Ikw,  910kc,  MBS,  Avery-Knodel 
D  8.50  8.50  17.50  30.00  50.00  80.00 
N  15.00  15.00  25.00  45.00  72.00  125.00 
KDYL,  5kw,  1320kc,  NBC,  Blair  BMB,  Hooper 
D  18.50  18.50  25.00  50.00  75.00  110.00 
N  36.00  36.00  50.00  100.00  150.00  220.00 
KDYL-FM,  Chan.  254,  98.7mc,  9kw  (Bonus) 
KDYL-TV,  Chan.  4,  2kw-aur.;  4kw-vis.,  NBC, 
Blair-TV 

D  17.00  17.00  25.00  40.00  60.00  100.00 
N     30.00    30.00    50.00    80.00  120.00  200.00 


1280kc,  IMS 
15M  30M 
20.00  30.00 
24.00  36.00 
Radio  Sales 
65.00  100.00  150.00 


1  Hr 
50.00 
60.00 


KNAK,    Ikw-D,  500w-N, 

SB         IM  5M 
D       4.00      5  00  12.50 
N       5.00      6.00  15.00 
KSL,  50kw,  1160kc,  CBS, 

D     25.00    25.00  40.00   

N     50.00    50.00    80.00  130.00  200.00  300.00 
KSL-FM,  Chan.  262,  100.3mc,  5.9kw 
D  11.25    18.00  30.00 

N  15.00    24.00  40.00 

KSL-TV,    Chan.    5,    9.6kw-aur.;  18.4kw-vis., 

ABC.  CBS,  DuMont,  Radio  Sales 
D     15.00    18.00    22.50    36.00    54.00  90.00 
N     25.00    30.00    37.50    60.00    90.00  150.00 
KUTA,      5kw,      570kc,      ABC,  Hollingbery, 

Hooper 

D  13.00    23.00    39.00    65.00  95.00 

N  23.00    32.00    55.00    85.00  150.00 

VERNAL,    Uintah,   2,865   fam.,   96.4%  radio, 

2,761   radio  fam. 
KJAM,  250w,  1340kc,  Grant 
D       3.50      4.50     7.50    12.00    18.00  30.00 
N       3.50      4.50      7.50    12.00    18.00  30.00 


UTAH  RADIO  MARKET  DATA  BY  COUNTIES 
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1950 
Population 

4,851 
20,007 
33,496 
25,928 
362 
30,771 
8,105 
6,295 
4,122 
1,392 
9,701 
5,971 
2,299 
9,365 
2,517 
1,904 
1,664 
274,209 
5,293 
13,867 
1 2,070 
6,703 
14,577 
10,257 
80,967 
5,563 
9,810 
2,202 
82,932 


1940 
Population 

5,014 
18,832 
29,797 
18,459 
564 
15,784 
8,958 
7,072 
5,253 
2,070 
8,331 
7,392 
2,561 
9,613 
2,611 
2,203 
2,028 
211,623 
4,712 
16,063 
12,112 
8,714 
9,133 
9,898 
57,382 
5,754 
9,269 
2,394 
56,714 


1950 
Families 

1,355 
5,588 
9,356 
7,242 

101 
8,595 
2,263 
1,758 
1,151 

528 
2,709 
1,667 

642 
2,615 

703 

531 

459 
76,594 
1,478 
3,873 
3,371 
1,872 
4,071 
2,865 
22,616 
1,553 
2,740 

515 
23,165 


1949 

1948 

Employment 

Taxable  Pay- 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Qtr. 

3-Families 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000) 

1,308 

96.6 

3,149 

3,221 

313 

128 

5,520 

98.8 

12,638 

16,714 

1,495 

663 

9,262 

99.0 

24,777 

27,979 

3,241 

1,553 

7,017 

96.9 

20,620 

21,241 

4,833 

3,741 

88 

87.5 

170 

103 

16 

4 

8,526 

99.2 

7,770 

15,781 

1,473 

847 

2,177 

96.2 

3,707 

5,518 

400 

167 

1,721 

97.9 

1,923 

2,058 

1,209 

1,242 

1,106 

96.1 

1,535 

1,846 

320 

179 

500 

94.7 

1,318 

951 

162 

98 

2,657 

98.1 

10,670 

1 1 ,987 

1,029 

532 

1,633 

98.0 

4,668 

4,930 

702 

311 

629 

98.1 

1,442 

1,453 

134 

57 

2,567 

98.2 

6,142 

7,250 

465 

194 

684 

97.4 

1,364 

1,854 

244 

147 

517 

97.4 

1,072 

601 

51 

19 

447 

97.5 

511 

684 

46 

15 

75,674 

98.8 

300,217 

266,776 

65,244 

41,316 

1,356 

91.8 

1,272 

1,345 

75 

25 

3,822 

98.7 

7,476 

8,470 

519 

198 

3,313 

98.3 

9,041 

11,250 

925 

410 

1,780 

95.1 

4,716 

4,069 

563 

339 

3,993 

98.1 

6,360 

8,870 

1,491 

1,025 

2,761 

96.4 

4,731 

7,073 

644 

321 

22,344 

98.0 

51,273 

57,839 

12,642 

7,691 

1,528 

98.4 

3,863 

4,616 

648 

448 

2,613 

95.4 

5,289 

6,468 

690 

289 

599 

97.4 

387 

693 

56 

22 

22,863 

98.7 

77,474 

75,493 

11,514 

6,438 

purees:  1950 
copy 


I  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
right   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 
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VERMONT  RADIO  MARKET  DATA  BY  COUNTIES  ij 

1949  1  948  Employment  Taxable  Pay-  I 

1950                   1940                    1950                    1950                         %  Radio              Retail  Sales  Retail  Sales  Mid-March  rolls— 1  st  Otr. 

County                                                   Population          Population             Families          Radio-Families                                          (Est.)  ($000)  U.  S.  ($000)  1948  1948  ($000, 

Addison                                                    19  382                17,944                 5,413                 5,066                       93.6                   12,180  13,540  1,871  829  f 

Bennington                                                    23,873                 22,286                  6,668                  6,447                        96.7                    19,440  21,630  5,431  2,970" 

Coledonio                                                      24,003                 24,320                  6,704                  6,395                        95.4                    23,250  23,166  4,629  2,457 

Chittenden                                                      61,673                 52,098                 17,227                 16,813                        97.6                    56,969  61,239  12,058  6,539  , 

Essex                                    ...                    6,242                  6,490                  1,743                   1,633                        93.7                      2,453  2,915  1,701  958; 

Franklin                                                        29,932                 29,601                   8,360                  8,025                        96.0                    20,938  24,527  3,803  1,891 

Grand  Isle                                                     3,385                  3,802                     945                     900                        95.3                      1,560  1,866  155  66  ^ 

Lamoille                                                        11,375                 11,028                  3,177                  3,005                        94.6                     6,474  7,514  1,553  702 

Orange                                                         17,004                 17,048                  4,749                  4,402                        92.7                    11,203  11,669  1,708  864, 

Orleans                                                        21,160                 21,718                  5,910                  5,638                        95.4                    17,323  17,757  2,777  1,262 

Rutland                                                         45,828                 45,638                 12,801                 12,250                        95.7                    44,466  46,855  9,888  5,382 

Washington                                                   42,715                 41,546                 11,931                  11,429                        95.8                    38,838  38,479  9,559  5,468; 

Windham                                                      28,658                 27,850                  8,005                  7,652                        95.6                    29,574  27,953  6,894  3,727 

Windsor                                                        40,557                 37,862                 11,328                 10,863                        95.9                    34,876  35,799  10,533  6,629 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales, 
copyright   1953  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 

Is 


MARKET  INDICATORS  FOR  VERMONT 

CLASSIFICATIONS  FIGURES  YR.  FIGURES  YR. 

Population    375,786  '50  359,231  '40 

%  of  U.  S   0.25%  '50  0.27%  '40 

FamiUes    104,968  '50  91,880  '40 

Percent  Radio    95.7%  '49  93.6%  '46 

Radio  Families   100,454  '50  82,900  '46 

Retail  Sales    §  319,544,000  '49  334,959,000  '48 

Retail  Trade  Employes    15,918  '48  12,174  '39 

Wholesale  Sales  Volume    $  167,809,000  '48  57,100,000  '29 

Wholesale  Trade  Employes  . .  3,128  '48  2,364  '39 

Employment  (Mid-March)   .  .  74,832  '48  75,974  '47 

Taxable  Payrolls  (1st  quarter)  $    41,138,000  '48  38,380,000  '47 

Income    §  446,000,000  '48  187,000,000  '40 

Percent  distribution    0.22%  '48  0.25% 

Per  Capita  Income   Sl,229  '48  521  '40 

Percent  of  national  per  capita 

income    87%  '48  91%  '40 

New  Construction  (Private)  $    15,600,000  '47  6,600,000  '39 

Residential    $      4,900,000  '47  2,300,000  '39 

Non-Residential    $      6,400,000  '48  1,800,000  '39 

Value  added  by  Manufacture  $  149,685,000  '47  48,741,000  '39 

Automobile  Registration    114,729  '49  111,603  '48 

Telephones    96,500  '49  70,100  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 

unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


SPOT  RATE  FINDER 


BRATTLEBORO,  Windham,  8,005  fam.,  95.6% 

radio,  1,652  radio  fam. 
WTSA,  250w,   1450kc,   Yankee,  MBS 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  5.00  10.00  20.00  30.00  50.00 
N  5.00  5.00  10.00  20.00  30.00  50.00 
BURLINGTON,  Chittenden,  17,227  fam.,  97.6% 

radio,  16,813  radio  fam. 

2  AM  affiliates,  average   1-time  rate 

D       7.00     7.00    12.50    25.00    37.50  62.50 

N     11.25    11.25    18.50    40.00    60.00  100.00 

WCAX,  5kw,  620kc,  CBS,  Weed 
D       9.00      9.00    15.00    30.00    45.00  75.00 
N     15.00    15.00    25.00    50.00    75.00  125.00 
WJOY,   250w,    1230kc,   ABC,   Rambeau,  Con- 
Ian 

D       5.00     5.00    10.00    20.00    30.00    50  00 
N      7.50      7.50    12.00    30.00    45.00  75.0C 
MONTPEIIER-BARRE,       Washington,  11,931 
fom.,  95.8%  radio,  11,429  radio  fam. 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WSKI,  250w,  1240kc,  Grant,  Kettell-Carter 

SB  IM  5M  15M  30M  1  Hr 
D  4.50  4.50  8.00  16.00  24.00  40.00 
N       5.70      5.70    12.00    24.00    36.00  60.00 

RUTLAND,  Rutland,  12,801  fam.,  95.7%  radio, 

12,250  radio  fam. 
WHWB,  Ikw  D,  lOOOkc 

D  6.00  6.00  12.00  25.00  36.00  60.00 
WSYB,  Ikw,  1380kc,  MBS,  McGillvra,  Bannan 

D       2.00      3.00     6.00    12.00  18.00  30.00 

N       4.00      5.00    12.00    18.00  36.00  60.00 

ST.  ALLANS,  Franklin,  8,360  fam.,  96%  radio, 

8.025  radio  fam. 
WWSR,    Ikw-D,    1420kc,   Walker,  Bannan 
D  6.00    12.00    24.00    36.00  60.00 

ST.   JOHNSBURY,     Caledonia,     6,704  fam., 

95.4%  radio,  6,395  radio  fam. 
WTWN,  250w,  1340kc,  McGillvra 
D       3.00      4.00      8.00    15.00    22.50  35.00 
N       5.00      5.50    10.00    20.00    30.00  50.00 

WATERSURY,  Washington,  11,931  fam.,  95.3% 

radio,    11,429    radio  fam. 
WDEV,  Ikw,  550kc,  MBS,  Walker,  Bannan 
D       8.00      8.00    12.00    24.00    36.00  60.00 
N       8.00     8.00    12.00    24.00    36.00  60.00 


VIRGINIA 


SPOT  RATE  FINDER 


ALEXANDRIA  (Independent  city),  17,207  fam., 
95.9%  radio,  16,501  radio  fam.;  Arlington 
county,  37,776  fam.,  97.3%  radio,  36,756 
radio  fam. 

WPIX,  Ikw-D,  730kc 

SB         IM       5M       15M      30M     1  Hr 

D       7.00    10.50    14.00    28.00    42.00  70.00 

ARLINGTON,  Arlington,  37,776  fam.,  97.3% 
radio,  36,756   radio  fom. 

WARL,   Ikw-D,  780kc,  IMS 

D       8.00    12.00    20.00    45.00    70.00  100.00 

WARL-FM,  Chan.  286,  105.1  mc,  3kw,  IMS, 
Bonus 


WEAM,  5kw,   1390kc,  MBS,  Cooke 

SB        IM      5M       15M      30M  1  Hr 

D       9.00    12.00    20.00    40.00    60.00  100.00 

N     19.00    30.00    48.00    96.00  144.00  240.00 

BEDFORD,   Bedford,   8,185  fam.,  84%  radio, 

6,875  radio  fam. 
WBLT,  250w,  1490kc,  MBS 

(No   rates  available) 
BLACKSTONE,    Nottoway,    4,342    fam.,  85% 

radio,  3,690  radio  fom. 
WKLV,  250w,  1490kc,  MBS 

D       2.00      3.00      6.00    15.00    25.00  40.00 

N       2.00      3.00     6.00    15.00    25.00  40  00 
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BRISTOL     (Independent     city),     4,440  fam., 
91.8%   radio,  4,075  radio  fom.;  Washing- 
ton   county,    10,455    fom.,    87.8%  radio, 
9,179  radio  fam.    Also  see  Bristol,  Tenn. 
WCYB,   lOkw-D,   690kc,   Boiling,  BMB 

SB        IM      5M       15M      30M     1  Hr 
D       5.29     6.79    10.15    20.35    28.80  50.90 
WFHG,  Ikw-D,  860kc,  MBS,  O'Connor 
D       1.85      3.05     7.60    12.00    18.00  36.00 
CHARLOTTESVILLE    (Independent   city),  7,237 
fam.,  89.6%  radio,  6,484  radio  fam.;  Al- 
bemarle county,  7,416  fam.,  87.3%  radio, 
6,474  radio  fam. 
WCHV,  250w,   1240kc,  ABC,  McGillvra 
Ian,  BMB 

D       4.00      5.00      8.00    16.00  24.00 
N       5.00     7.00    10.00    20.00  30.00 
WINA,   Ikw  D,  1280kc 
D       3.60      4.80      6.00    16.00  24.00 
COVINGTON,  Alleghany,  6,553  fam., 

radio,  6,041    radio  fam. 
WKEY,  250w,  1340kc,  ABC 
D       4.00      5.00     7.00  15.00 
N       5.50      6.00      8.00  18.00 
CREWE,    Nottoway,  4,342  fam 

3,690    radio  fam. 
WSVS,   Ikw-D,  650'<r,  Conlan 
D       4.50      6.00     12.75    24.00    37.50  69.00 
284 


20.00 
24.00 
85% 


Con- 


40.00 
50.00 


40.00 
92.2% 


30.00 
45.00 
radio. 


WSVS-FM,  Chan 
daytime  only 
N       4.50      6.00  12.75 


104.7mc,  14kw,  Bonus 
24.00    37.50  69.00 


CULPEPER,  Culpeper,  3,690  fam.,  86.7%  r 

dio,  3,199  radio  fom. 
WCVA,  250w,  1490kc,  MBS 

SB        IM       5M       15M      30M  1 
D       3.50      3.50      7.00    15.00    22.50  35 
N       3.50      3.50      7.00    15.00    22.50  35 
DANVILLE    (Independent    city),    9,647  fa 

86.0%    radio,    8,296    radio    fam.;  Pitts 

vanio   county,    18,375   fom.,   86.0%  rod 

15,802   radio  fam. 


2  AM  affiliates,  average  1-time  rate 
D       5.75      6.75    11.00    22.00  33.00 
N       8.75    10.75    16.25    32.00  50.00 


WBTM,  5kw-D,  Ikw-N,  1330kc,  ABC,  Hollir; 
bery 

D       6.00      7.00    12.00    24.00  36.00  60 

N     10.00    12.50    20.00    40.00  60.00  100 

WBTM-FM,  Chan.  250,  97.9mc,  32kw,  Boi 
WDVA,   5kw-D,    Ikw-N,    1250kc,  MBS,  Bu 

Smith,  BMB 

D       5.50      6.50    10.00    20.00  30.00  50 

N       7.50      9.00    12.50    24.00  40.00  75 

FAILS  CHURCH,  Fairfax,  27,427  fam.,  94.: 

radio,  25,973   radio  fom. 
WFAX,  250w-D,  1220kc 

D       3.60      4.80    10.80    16.80  28.80  48 
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Telecastii 


fkRMVILLE,  Prince  Edward,  4,294  fam.,  82% 
radio,  3,521   radio  fam. 
FLO,   Ikw-D,  870kc,  Clark 

SB        IM      5M      15M     30M     1  Hr 
6.00    14.00    24.00    30.00  50.00 

EEDRICKSBURG    (Independent    city),  3,391 

fam.,    96.5%    radio,    3,272    radio  fa.n., 
Spotsylvania  county,  3,324  fam.,  92%  ra 
dio,  3,058  radio  fam. 
FVA,  250w,  1230kc,  ABC,  Conlan 

4.00     5.00    10.00    17.50    22.50  40.00 

4.00     5.00    10.00    17.50    22.50  40.00 


tONT  ROYAl,  Warren,  4,127  fam.,  89.7% 
radio,  3,701  radio  fam. 
FTR,  250w,  1450kc,  MBS 

3.00  4.00  10.00  20.00  32.00  54.00 
3.00     4.00    10.00    20.00    32.00  54.00 

I^IaIAX,  Grayson,  5,931   fam.,  86.2%  radio, 

|5,112   radio  fam. 

5  BOB,  250w,  1400kc,  MBS 

4.00     5.00     7.50    15.00  22.00  36.01 

4.00     5.00     7.50    15.00  22.00  36.00 

'KmPTON    (Independent    city),    1,663  fam., 
190.9%  radio,   1,511    radio  fam.  Elizabeth 
jCity    county,    15,186    fam.,    93.8%  radio, 
|14,244  radio  fam_ 
fVEC,  250w-D.  1050kc 

!     3.00     4.00     6.00    11.00    18.00  30.00 

KRRISONBURG  (Independent  city),  3,006 
fam.,  93.5%  radio,  2,810  radio  fam.; 
iRockingham  county,  9,768  fam.,  89.8%  ra- 
jdio,  8,771  radio  fam. 
^VA,  Ikw,  550kc,  NBC,  BMB 
,1  7.50  7.50  10.00  20.00  30.00  50.0T 
15.00  15.00  20.00  40.00  60.00  100.00 
ISVA-FM,  Chan.  264,  100.7mc,  6kw,  Bonus 

pPEWELL    (Independent   city),    2,844  fam.; 
|Prince  George  county,  5,485  fam.,  90.6% 
radio,  4,969  radio  fam. 
flAP,  250w,  1340kc 

4.00  5.00  10.00  25.00  40.00  60.00 
4.00     5.00    10.00    25.00    40.00  60.00 

XINGTON,  Rockbridge,  6,507  fam.,  89.3% 

radio,  5,810  radio  fam. 

REL,  250w,   1450kc,  MBS 

l|     2.25      3.25     7.25    14.40  24.00  40.00 

ll     2.40     4.00     8.50    16.20  27.00  45.00 

[nCHBURG  (Independent  city),  13,306  fam., 
.89.7%  radio,  11,935  radio  fam.;  Campbell 
icounty,  8,116  fam.,  88.2%  radio,  7,158  ra- 
jdio  fam. 

AM  affiliates,  average  1-time  rate 

7.50  7.50  11.00  24.00  36.00  60.00 
I  10.00    20.00    40.00    60.00  100.00 

,kvA,  Ikw,  590kc,  ABC,  Hollingbery,  BMB 

I     7.50     7.50    12.00    24.00    36.00  60.00 
'    10.00    10.00    20.00  -40.00    60.00  100.00 
llVA-FM,  Chan.   248,  97.5mc,  3.7kw,  Hoi 
lingbery.  Bonus 

WOD,  Ikw,  1390kc,  MBS,  Walker 

7.50      7.50    10.00    24.00    36.00  60.00 

10.00    20.00    40.00    60.00  100  00 

WOD-FM,  Chan.  261,  100. Imc,  250w, 
Walker,  Bonus 

ftRION,   Smyth,  8,407  fam.,   86.9%  radio, 
|7,305  radio  fam. 
;MEV,  Ikw-D,  lOlOkc 

5.00     6.00    12.00    24.00    40.00  60.00 

RRTINSVILLE  (Independent  city),  4,568  fam., 
iB6.4%  radio,  3,946  radio  fam.  Henry 
icounty,  8,711  fam.,  87.6%  radio,  7,630 
radio  fam. 

iMVA,  250 w,  1450kc,  NBC 

3.00  4.00  8.00  16.00  24.00  40.00 
.i  3,50  5.00  10.00  20.00  30.00  50.00 
jwVA-FM,  Chan.  242,  96.3mc,  2.70kw,  NBC, 
jiBonus 

j:WPORT  NEWS  (Induendent  city),  11,612 
fam.,  89.1%  radio,  10^346  radio  fam.;  War- 
wick   county,    10,943    fam.,    90.1%  radio, 

:?,859  radio  fam. 

pH,  5kw,   1310kc,  ABC,   Free  &  Peters 
8.00    12.00    16.00    32.00    48.00  80.00 
16.00    24.00    32.00    64.00    96.00  160.00 
IbH-FM,  Chan.  243,  96.5mc,  38kw,  Fr^e  & 
peters.  Bonus 
IHYU,  Ikw-D,  1270kc 

2.50     4.00     6.00    14.50    27.00  48.00 

DRFOLK  (Independent  city),  50,943  fam., 
i5i9l.3%  radio,  46,510  radio  fam.;  Norfolk 
!;,':ounty,  27,776  fam.,  90.8%  radio,  25,220 

■adio  fam.  Norfolk  county  also  Includes 
ndependent     city     of     Portsmouth— 19,91^ 

.=am.,  89.7%  radio,  17,862  radio  fam.— and 

South  Norfolk-2,903  fam. 


Ji^M  non-affiliates,  average  1-time  rate 
5.01      6.83    12.70    23.83    36.40  60.66 
8.40    12.60    19.90    39.80    61.00  101.66 


itAV,  Ikw-D,  850kc,  Burn-Smith 

"     7.50    10.00    14.00    28.00    42.00  70.00 

12.00  18.00  28.00  56.00  84.00  140.00 
OW,  Ikw,  14l0kc,  Forjoe 

3.00     4.00    15.00    24.00    36.00  60.0". 

8.00    12.00    20.00    40.00    60.00  100.00 


MARKET  INDICATORS  FOR  VIRGINIA 

CLASSIFICATIONS                   FIGURES  YR.  FIGURES  YR. 

Population                                       3,247,781  '50  2,677,773  '40 

%  of  U.  S                                         2.17%  '50  2.01%  '40 

Families                                             907,201  '50  632,100  '40 

Percent  Radio                                     89.5%  '49  81.4%  '46 

Radio  Families                                  811,944  '50  589,000  '46 

Retail  Sales                             §2,026,658,000  '49  2,221,246,000  '48 

Retail  Trade  Employes                       123,593  '48  79,147  '39 

Wholesale  Sales  Volume  ....  $1,987,432,000  '48  627,600,000  '39 

Wholesale  Trade  Employes  . .             39,013  '48  33,131  '39 

Employment  (Mid-March)   ..           581,230  '48  554,251  '47 

Taxable  Payrolls  (1st  quarter)  $  306,118,000  '48  271,484,000  '47 

Income                                     $3,326,000,000  '48  1,127,000,000  '40 

Percent  distribution                         1.61%  '48  1.49%  '40 

Per  Capita  Income                              $1,159  '48  450  '40 

Percent  of  national  per  capita 

income                                               82%  '48  78%  '40 

New  Construction  (Private)  .  .  $  292,600,000  '49  86,900,000  '39 

Residential                             $  163,800,000  '49  53,900,000  '39 

Non-Residential                     $    54,400,000  '49  16,000,000  '39 

Value  added  by  Manufacture  $  874,036,000  '47  376,259,000  '39 

Automobile  Registration                     858,522  '49  769,010  '48 

Telephones                                         601,000  '49  412,900  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WNOR,  250w,  1230kc,  Conlan,  Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  4.55  6.50  9.10  19.50  31.20  52.00 
N  5.20  7.80  11.70  23.40  39.00  65.03 
WRVC{FM),  Chan.  273,  102.5mc,  7kw,  Radio 

Sales  (FM  Affiliate  of  WRVA  Richmond,  Va.) 
WTAR,  5kw,  790kc,  NBC,  Retry,  BMB 
D     11.25    15.00    20.00    40.00    60.00  100.00 
N     22.50    30.00    40.00    80.00  120.00  200.00 
WTAR-FM,  Chan.  247,  97.3mc,  50kw,  Retry, 

Bonus 

WTAR-TV,  Chan.  4,  12.25kw-aur.;  24.5w-vis., 
NBC,  Retry 

D  15.00    25.00    40.00    60.00  100.00 

N  30.00    50.00    80.00  120.00  200.00 

NORTON,  Wise,   15,709  fam.,  87.4%  radio, 

13,729  radio  fam. 
WNVA,  250w,  1450kc,  MBS,  BMB 
D      3.50     5.00    10.00    20.00    35.00  60.00 
N      3.50     5.00    10.00    20.00    35.00  60.00 
ORANGE,   Orange,  3,556  fam.,  87%  radio, 

3,093  radio  fam. 
WJMA,  250w,  1340kc,  MBS 
D      3.00     3  00     6.00    12.00    18.00  30.00 
N      3.00     3.00     6.00    12.00    18.00  30.00 

PETERSBURG  (Independent  city),  9,762  fam., 
85.0%  radio,  8,297  radio  fam.;  Dinwiddle 
county,  5,257  fam.,  84.0%  radio,  4,415  ra- 
dio fam. 

WSSV,  250w,  1240kc,  MBS,  Burn-Smith 

D      4.20     7.00    12.00    20.00    45.00  75.00 

N       4.20     7.00    12.00    20.00    45.00  75.00 

PORTSMOUTH  (Independent  city),  19,914  fam., 
89.7%   radio,    17,862   radio   fam.;  Norfolk 
county,  27,776  fam.,  90.8%  radio,  25,220, 
radio   fam.     Norfolk  county  also  includes 
independent   city  of   Norfolk— 50,943  fam., 
91.3%  radio,  46,510  radio  fam.— and  South 
Norfolk-2,903  fam. 
WSAP,  250w,   1490kc,  MBS,  Ra-Tel 
D       4.50     7.50    12.00    24.00    36.00  60.00 
N      7.00    11.00    24.00    48.00    72.00  120.00 
WSAP-FM,  Chan.  259,  99.7mc,  lOOkw,  Bonus 

PULASKI,  Pulaski,  7,717  fam.,  89.1%  radio, 

6,875  radio  fam. 
WPUV,  250w,  1230kc,  MBS,  Sears  &  Ayer 
D       3.00      4.00      8.00    16.00    24.00  40.01 
N       3.50      5.00    10.00    20.00    30.00  50.00 

RADFORD  (Independent  city),  1,111  fam.; 
Montgomer/  county,  8,354  fam.,  90.6%  ra- 
dio, 7,568  radio  fam. 

WRAD,  250w,  1340kc,  LBS 

D       3.50      5.00    10.00    20.00    30.00  50.00 

N       4.00      6.00    12.00    24.00    36.00  60.00 

RICHMOND  (independent  city),  64,219  fam., 
93.2%  radio,  59,852  radio  fam.;  Henrico 
county,  15,968  fam.,  93.7%  radio,  14,962 
radio  fam. 

4  AM  affiliates,  average   1-time  rate 

D      13.75    17.50    24.50    49.00    72.25  116.50 

N     26.25    32.75    45.00    90.00  132.50  212.50 

WLEE,  250w.  1450kc,  MBS,  Forjoe 
D  6.50  10.00  14.00  28.00  42.00  70.m 
N  10.00  16.00  28.00  56.00  84.00  140.00 
WLEE-FM,  Chan.  275,  102.9mc,  21kw,  Bonus 
WMBG,  5kw,  1380kc,  NBC,  Blair,  Conlan 
D  18.00  18.00  25.00  50.00  70.00  100.00 
N  36.00  36.00  50.00  100.00  140.00  200.00 
WCOD(FM),  Chan.  251,  98. Imc,  47kw,  Blair, 

WTVR(TV),  Chan.  6,  6.4kw-aur.;  12.6kw-vis., 

NBC,  Blair— TV 
n  30.00  40.00  78.75  101.25  135.00  225.00 
N  50.00  60.00  105.00  135.00  180.00  300  00 
WRNL,  5kw,  910kc.  ABC,  Retry,  Hooper,  BMB 
D  8.00  14.00  19.00  38.00  57.00  96.0T 
N  14.00  24.00  32.00  64.00  96.00  160.00 
WRNL-FM,  Chan.  271,  102.1mc,  50kw,  Bonus 
WRVA,  50kw,  1140kr,  CBS,  Radio  Sales,  Pul=e 
0  22.50  28.00  40.00  80.00  120.00  200.00 
N  45.00  55.00  70.00  140.00  210.00  350.00 
WRVB(FM),  Chan.  233,  94.5mc,  25.5kw,  Radio 

Sales,  Bonus 


WXGI,  Ikv 
SB 

D  5.00 


-D,  950kc,  IMS 
IM       5M  15M 
8.00  23.00 


30M 
34.50 


1  Hr 
57.50 


ROANOKE  (Independent  city),  25,438  fam., 
93.8%  radio,  23,860  radio  fam.;  Roanoke 
county,  11,645  fam.,  93.8%  radio,  10,932 
radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D      6.50     7.75    13.16    26.33    39.66  66.33 

N       9.16    11.33    21.66    43.33    65.00  108.33 

WDBJ,  5kw,  960kc,  CBS,  Free  &  Peters 
D       7.50      9.50    15.00    30.00    45.00  75.03 
N     11.00    14.00    25.00    50.00    75.00  125.00 
WDBJ-FM,  Chan.  235,  94.9mc,  41  kw.  Free  & 

Peters,  Bonus 
WROV,  250w,  1240kc,  MBS,  Burn-Smith 
D       4,25      5.25    10.50    21.00    32.00  54.00 
N      6.50     8.00    16.00    32.00    48.00  80.00 
WROV-FM,  Chan.  279,  103.7mc,  Ikw,  Bonus 
WSLS,  Ikw,  610kc,  ABC,  Weed 
D       7.75      8.50    14.00    28.00    42.00  70.00 
N     10.00    12.00    24.00    48.00    72.00  120.00 
WSLS-FM,  Chan.  256,  99.1  mc,  4.7kw,  Bonus 

SOUTH  BOSTON,  Halifax,  11,580  fam.,  80.2% 

radio,  9,287  radio  fam. 
WHLF,  250w,  1400kc,  ABC 
D  3.50      7.25    14.50    20.50  35.00 

N  3.50      7.25    14.50    20.50  35.00 

STAUNTON  (Independent  city),  5,554  -^cim., 
93.4%    radio,    5,187   radio   fam.;  Augusta 

county,  9,436  fam.,  91.0%  radio,  8,585 
radio  fam. 

WTON,  250w,  1400kc,  ABC 

D       2.52      3.15      6.30    12.60  18.90  31.50 

N       3.60     4.50      9.00    18.00  27.00  45.00 

SUFFOLK  (Independent  city),  3,432  fam., 
88.0%  radio,  3,020  radio  fam.;  Nansemond 
county,  7,046  fam.,  85.3%  radio,  6,010 
radio  fam. 

WLPM,  250w,  1450kc,  ABC,  Sears  &  Ayer 
D       4.00      6.00      8.00    12.50    25.00  50.00 
N       4.00      6.00      8.00    12.50    25.00  50.03 
WLPM-FM,  Chan.  299,  107.7mc,  3kw 
(No  rates  available) 

WARSAW,  Richmond,  1,726  fam.,  83.7%  ra 

dio,  1,444  radio  fam. 
WNNT,  250w-D,  690kc 

D       3.50      5.25    10.00    20.00    30.00  50.00 


WAYNESBORO,    Augusta,    9,436  fam., 

radio,  8,586  radio  fam. 
WAYB,  250w,  1490kc,  MBS,  Cooke 
D       2.25      3.25      7.25    14.40  24.00 
N       2.40      4.00      8.50    16.20  27.00 


91% 


40  03 
45.00 

WINCHESTER  (Independent  city),  3,845  fam., 
94.7%  radio,  3,641  radio  fam.  Frederi-I' 
county,  4,885  fam.,  92.3%  radio,  4,503 
radio  fam. 

WINC.  250w,   1400kc,  ABC,   BMB,  Conlan 
D       3.50      3.50    10.00    17.00    22.50  30.00 
N       3.50      3.50    10.00    17.00    22.50  30.00 
WRFLfFM),  Chan.  223,  92.5mc,  14kw 
D       ?.50      3.50      4.00      5.00    10.00  20.03 
N       3.50      3.50      4.00      5.00    10.00  20.00 

WYTHEVILLE,  Wythe,  6,489  fam.,  89.5%  ra- 
dio, 5,807   radio  fam. 
WYVB,  Ikw-D,  1280kc 

D       5.00      8.00    15.00    24.00    40.00  60.00 


For  Facts  on  the 
Seattle  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

KOL 


READY 

BUYING 

POWER* 


UJRnL 


MORE  SALES 
THAN  EVER 
IN  RICHMOND 

Your  advertising  dollars  go  further 
end  sell  rrore  on  WRNL.  That's 
vitally  important  in  this  Rich  Rich- 
mond trading  area,  where  progres- 
sive industry,  established  farming 
and  sound  economics  make  for  lots 
of  Ready  Buying  Power. 

COMPLETE 
COVERAGE 

That's  the  key  to  success  on  WRNL. 
Modern  Facilities,  simultaneous  FM 
Broadcasting  and  ever  increasing 
eager-to-buy  audiences  mean  more 
sell  from  WRNL. 


ll  R  O  A  D  C  A  S  T I N  G 


Telecasting 


5000  WATT 
910  KC 
ABC  AFFILIATE 
RICHMOND,  VA. 


ftepresenfed  by 
EDWARD  PBTRT  &  CO..  Inc. 
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BROADCASTIN^^^TELECASTING 

MARKETBOOK  MAP 
»/ 

VIRGINIA 

®    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(S)  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

Seal. ,/  m> 

50.  15. 


fE0ERlCK7 

Winchester'' 

LOUDOUN 

FArRFA)^|^[2j3)  ARLINGTON 

Front  Roy.1  FallsCliurchQ]  M3.Alex.rKlria 

HENANDOAyV,^  ^  FAUOUIEb\ 


VIRGINIA  RADIO  MARKET  DATA  BY  COUNTIES 


1949 


1948 


Employment 


1950  1940 
County                                                      Population  Population 

Accomoc     33,836  33,030 

Albemarle   26,550  24,652 

Alleghany   23,462  22,688 

Amelia                                                     .  7,909  8,495 

Amherst   19,612  20,273 

Appomattox   3,662  9,020 

Arlington   135,240  57,040 

Augusta   33,782  42,772 

Both   6,251  7,191 

Bedford   29,305  29,687 

Bland   6,428  6,731 

Botetourt   15,734  16,447 

Brunswick   20,110  19,575 

Buchanan   35,403  31,477 

Buckingham   12,274  13,398 

Campbell   29,056  26,048 

Caroline   12,349  13,945 

Carroll   26,856  25,904 

Charles  City   4,667  4,275 

Charlotte   13,934  15,361 

Chesterfield   39,791  31,183 

Clarke   7,050  7.159 

Craig   3,455  3,769 

Culpeper   13,212  13,365 

Cumberland   7,253  7,505 

Dickenson   23,117  21,622 

Sources:  1950  Populotlon,  field  reports,  1950  Census;  1940  Population, 
copyright   1950  "Soles  Management."    Further  reproduction 


1950 

Families 

9,451 
7,416 
6,553 
2,209 
5,478 
2,419 

37,776 
9,436 
1,746 
8,185 
1,795 
4,394 
5,617 
9,889 
3,428 
8,116 
3,449 
7,501 
1,303 
3,892 

11,114 
1,966 
965 
3,690 
2,025 
6,457 


1950 
Radio-Famiiies 

8,354 
6,474 
6,041 
1,742 
4,694 
2,041 

36,756 
8,586 
1,578 
6,875 
1,570 
3,915 
4,583 
8,405 
2,738 
7,158 
2,893 
6,278 
1,056 
3,094 

10,313 
1,775 
865 
3,199 
1,609 
5,565 


%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

(Est.)  ($000) 

U.  S.  (SOOO) 

1943 

88.4 

10,777 

18,991 

2,544 

87.3 

(1)  48,598 

(1)  45,927 

(1)  9,310 

92.2 

(2)  22,993 
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2,450 

431 
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559 
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1 943  ($001^ 

8' 
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(2)  3,4" 

{ 
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(3)'l4,3 
(4)  7,7 


1,1 


2.i 
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(5)  13,1 


1a 

(23)  1, 


1940  Census;  1950  Families  and  1950  Radio  Families, 
unlicensed.     1948    Retail  Sales;  Employment,  Mid-March 


BROADCASTING 
1948  and  TaxabI 


estimate;  Percent  Radl< 
e  Payrolls,  Ist-Quarter 


1,  BMB:  1949  Retail  Salcfy 
1948,  Dept.  of  Commer( 


lol 


Now/  U  ^ours  a  Vis^iff 

MUSIC        •        NEWS        •  SPORTS 


8S0 


K.C. 


1000  WAHS 


NORFOLK'S  MOST  POWERFUL  INDEPENDENT 
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o,ooz 
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z,/  00 

39  177 

9  248 

10  943 
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/ Ol  ^  QO  onn 
yAl  )  Oj,ZUU 

/  0  1  \  01  70P 

yAi)  aD,/70 

/'oi%  17  1/n 

\aI )    I  /  ,  1 4U 

37  432 

38  197 

1 0  455 

9  179 

87  8 
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2  344 
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0  ^A7 
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0,OJU 

P71 
0/0 

oon 

ZJU 

56,240 

52,458 

15,709 

13,729 

87.4 

27,532 

33,363 

10,031 

5,501 

23,233 

22,721 

6,489 

5,807 

89.5 

11,196 

15,097 

2,990 

1,365 

11,589 

8,857 

3,237 

2,877 

88.9 

2,419 

2,858 

(25)  445 

(25)  177 

61  604 

33  523 

17  207 

1 6  501 

95  9 

10  Ol  Q 

oj,y  1 0 

7n  OO  1 
/u,yz  1 

(  0  I 

I  J  } 

15  897 

9  768 

4  440 

4  075" 

91  8 

17  OOI 
1  /,ZZ  1 

on  Q,4A 
ZU,04o 

(22) 

(22 ) 

5  21-9 

4  335 

1  457 

4,492 

(18) 

(la  I 

25  90? 

19  400 

7  237 

6  484 

89  6 

41  356 

OO  OQA 

jy,  joo 

\  < ) 

(  1  1 

5  769 

6  461 

1611 

6,969 

(2) 

( 2 ) 

34  537 

32  749 

9  647 

8  296 

86  0 

>(7  1  CO 

4/, loy 

51,991 

(15) 

(15) 

12  143 

10  066 

3  391 

3  272 

96  5 

22  337 

OA  7A7 
Z4,/  O/ 

(20 ) 

5  957 

5  898 

1  663 

1  511 

90  9 

1 6  692 

1 4  663 

(' ) 

/  7  \ 
( /  ) 

10  764 

8  768 

3  006 

2  810 

93  5 

OA  ROR 
Z4,0J0 

23,482 

(19) 

(19) 

10  184 

8  679 

2  844 

ID) 

1 0,628 

(16) 

(16) 

47  639 

44  541 

13  306 

1 1  935 

QO  7 

oy ./ 

59,676 

60,032 

(5) 

(5) 

1 6  356 

10  080 

4  568 

3  946 

QA  A 

1 9,682 

2 1 ,282 

(10) 

( 10) 

41  571 

37  067 

11  612 

in  lAA 

QO  1 

oy.  1 

74,437 

71 ,717 

(21) 

(21 ) 

182,377 

144,332 

50,943 

46,510 

91 .3 

220,491 

232  277 

t  ^A\ 

\  I**) 

( 14  1 

34,948 

30,631 

9,762 

8,297 

95.0 

44,937 

40,566 

(6) 

(6) 

71,294 

50,745 

19,914 

17,862 

89.7 

65,330 

65,720 

(14) 

(14) 
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VIR^JINIA  RADIO  iyiARKEJ.Dl^TA  BY  CpUNTIfS 


(Continued  from  page  22t)\ 


County 

Radford  

Richmond  City 
Roanoke  City.. 
South  Norfolk 

Staunton  

Suffolk  

Williamsburg... 
Winchester  


1950 
Population 

3,979 
229,906 
91,070 
10,393 
19,884 
12,287 

6,726 
13,766 


1940 
Population 

6,990 
193,042 

69,287 
8,038 

13,337 

11,343 
3,942 

12,095 


1950 
Families 

1,111 
64,219 
25,438 
2,903 
5,554 
3,432 
1,878 
3,845 


1950 
Radlo-Fami'.ies 


59,852 
23,860 


5,187 
3,020 

3,641 


%  Radio 


93.2 
93.8 

93.4 
88.0 

94.7 


1949 
Retail  Sales 
(Est.)  ($000) 

(C) 
368,825 
124,707 
(D) 
27,178 
18,984 
(E) 
21,688 


1948 
Retail  Soles 
U.  S.  ($000) 

9,540 
317,579 
117,384 
8,428 
23,271 
21,874 
8,024 
27,987 


Employment 
Mid-March 
1948 

(12) 
(9) 

(17) 

(14) 
(4) 

(13) 
(24)  (25) 
(8) 


Taxable  Poy- 
rolls-Ut  Qtr. 
1948  ($000) 

(12 
f9 

(17, 

(14, 
(4, 

(13, 
(24)  (25 

(8: 


with  inaependent  city  ot  Alexandria.     ^'^i  Mug^^^^^^  y      Elizabeth  City  County  combined  with   independent  city  P*^,  """^P'""-  .,J°'f  Martinsville      (11)  James  City  County  combined  with 

(A)    Included    with    Rockbridge   County.      (B)    Included   with    Prince   George   County.      (C)    Included    with    Montgomery    County.  (D) 
with  Jomes  City  County. 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  19.f„Ce,"="V948^°RetaiT  Soles- 
•  ight   1950   "Sales   Management."    Further   reproduction   unlicensed.     1948    Ketail  Soles, 


(21)  Warwick  County  combined 
^:c^lX"°cT;rr;s'o;y■Go"u7t7and=New  ^ent  County.     (24)  Includes 

Included    with    Norfolk    County.    (P)  included 


,  n  J-    c     -I-  c   RPnAnCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Soles 

.s°"Emllfyml°t°MirM<;::h  19?8^ond  Tax'tPble  ls,-Quarter  1948,  Dept.  of  Commerce 


copyri 


WASHINGTON 


SPOT  RATE  FINDER 


ABERDEEN,     Grays     Harbor,     14,874  fam., 

96.9%  rodio,  14,412  radio  fam. 
KBKW,  250w,  1450kc,  LBS 

SB         IM       5M       15M      30M     1  Hr 
D       3  15      4.20    11.20    14.00    19.60  28.00 
N      4.20      5.60    14.00    16.80    27.00  42.00 
KXRO,    Ikw,    1320kc,   MBS,   Grant,  Keating, 
BMB 

D       5.25     5.25    10.50    14.00    21.00  35.00 
N      7.50     7.50    15.00    20.00    30.00  50.00 
BEILINGHAM,  Whatcom,  18,524  fam.,  98.3% 
radio,  18,209  radio  fam. 


2  AM  affiliates,  average  1 -time  rote 
D  8.00  8.00  12.25  18.00  27.00 
N     10.00    10.00    15.50    24.50  38.00 


43.00 
60.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KPUG,  Ikw,  1170kc,  MBS,  Cooke 

SB         IM       5M       15M      30M  1  Hr 

D       8  00     8.00    12.00    16.00    24.00  36.00 

N  10.00  10.00  16.00  24.00  36.00  60.00 
KVOS,  Ikw,  790kc,  ABC,  McGillvra,  Keating, 

D  ^""s'oO      8.00    12.50    20.00    30.00  50.00 

N     10.00    10.00    15.00    25.00    40.00  60.00 

BREMERTON,  Kitsap,  20,502  fam.,  98.7%  ra- 
dio, 20,235  radio  fam. 
KBRO,  250w,  1490kc,  Keating 

D       4.15      5.50      6.00     9.95    16.60  27.60 

N      4.95      6.65      7.25    11.95    19.90  33.10 
KGIB,  Ikw-D,  1540kc 
(No  rates  available) 

CENTRALIA-CHEHALIS,  Lewis,  12,168  fam., 
97.7%  radio,   11,881   radio  fam. 

KELA,  Ikw,  1470kc,  MBS,  Grant,  Keating, 
Crossley 

D       5.50      5.50     8.40    14.00    21.00  35.00 

N      7.00     7.00    10.00    20.00    30.00  50.00 


■lllll-t^^arket 


YAKIMA  COUNTY.  WASHINGTON 


UP  36.1%  in  Population 

1950  U.  S.  census  report. 

UP  to  5th  Place 


of  all  U.  S.  Counties  In  gross  farm  income. 


'  Hooper  Station  Audience  Indei  (Share  o<  Audience  Report] 


Monday 
Thru  Friday 

Morning 
8-12  A.M. 

SETS 
In  Use 
25.0 

KIMA 
37.9 

Station 
■  B 
36.6 

Station 

c 

21.6 

Monday 
Thru  Friday 

Afternoon 
12-6  P.M. 

26.1 

44.5 

26.1 

25.3 

Sunday 
Thru  Saturday 

Evening 
6-10  P.M. 

38.5 

41.3 

26.2 

24.4 

*  December,  1949 
Yakima,  Wash. 
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98.6%  radio. 


30M  1  Hr 
26.00  36.00 
26.00  36.00 


10.00 
fam.. 


20.00 
fam.. 


13.50 
13.50 


20.00 
97% 


30.00 
98% 


20.50 
20.50 


40.00 
40.00 
radio. 


50.00 
radio. 


34.00 
34.00 


COLFAX,  Whitman,  9,022  fam., 

8,895  radio  fam. 
KCLX,  250w,  1450kc  ^ 

SB  IM  5M  15M 
D  4.00  5.00  9.00  18.00 
N  4.00  5.00  9.00  18.00 
ELLENSBURG,  Kittitas,  6,187  fam.,  97.5%  ra 

dio,  6,032  radio  fam. 
KXLE,   250w,   1240kc,  Tracy-Moore 
D       5.00     7.00      8.00    10.00  20.00 
N      5.00     7.00  8.00 
EPHRATA,    Grant,  6,775 

6,571  radio  fam. 
KULE,  250W-D,  730kc 
(No  rates  available) 

EVERETT,  Snohomish,  31,051  fam.,  98%  radio, 

30,429  radio  fom. 
KRKO,  Ikw,  1380kc,  MBS,  McGillvra,  BMB 
D       5  50      5.50      8.40    14.00    21.00  35.00 
N      7.00     7.00  10.00 
KELSO,    Cowlitz,  14,841 

14,544  radio  fam. 
KELS,   250w,  1490kc 
D       5.00      5.00  10.00 
N      5.00     5.00  10.00 
KENNEWICK,  Benton,  14,286  fom.,  97.7%  ra 

dio,  13,957  radio  fam. 
KWIE,  250w,  1230kc 

(CP  Ikw,  610kc} 
D       2.40     3.25    10.00  16.00 
N       2.40      3.25    10.00  16.00 
KIRKLAND,  King,  202,803  fom., 

198,143   radio  fam. 
KRKL,  250W-D,  1050kc,  Grant 
D       4.00      6.00    12.00  18.00 
LONGVIEW,  Cowlitz,  14.841  fom.,  98%  radio, 

14,544  radio  fam. 
KWLK,   250w,   1400kc,  MBS,  Grant,  Conlan, 

BMB 

D  5.25  5.25  10.50  14.00  21.00  35.00 
N  7.50  7.50  14.25  19.00  30.00  50.00 
KWLK-FM,  Chan.  280,  103.9mc,  0.41kw 

(Does  not  sell  time) 
MOSES  LAKE,  Grant,  6,775  fam 

6,571  radio  fom. 
!(5EM,  250w,  1450kc,  Cooke 
D       4.05      4.50      6.75  12.00 
N       4.05      4.50     6.75  12.00 
M7.   VERNON,   Skagit,  12,012 

rcdio,   11,783  radio  fam. 
KSRC,  500w,  1430kc,  Keating 
D       4.50      4.50     7.00  12.00 
N       5.50     5.50      8.50  14.00 
CLYMPIA,    Thurston,  12,359 

radio,  12,136  radio  fam. 


25.50  46.00 
25.50  46.00 
97.7%  radio, 

24.00  42.00 


KGY, 


97%  radio. 


18.00  30.00 
18.00  30.00 
fom.,  98.1% 


18.00  30.00 
21.00  35.00 
fom.,  98.2% 


250w,  1240kc,  MBS,  Grant,  Conlan 
SB  IM  5M  15M  30M  1  Hr 
D  5.25  5.25  10.50  14.00  21.00  35.00 
N  7.50  7.50  15.00  20.00  30.00  50.00 
OMAK,  Okanogan,  8,108  fam.,  96.6%  radio, 
7,832  radio  fom.  I 
KOMW,  Ikw-D,  680kc,  Keating  I 
D  6.00      9.6a    24.00    42.00  66.00 

PASCO,  Franklin,  3,755  fom.,  96.1%  radio, 

3,608  radio  fam. 
KPKW,  250w,  1340kc,  ABC   Keating,  Griffith 
D      .3.50      4.50      9.75    16.10    28.50  47.50 
N       3.50     4.50     9.75    16.10    28.50  47.5 
PORT  ANGELES,  Clallon,  7,323  fam.,  97.1 

radio,  7,110  radio  fam. 
KONP,  250w,  1450kc,  Keating,  Conlan 
D       3  00     4.00      5.00     9.00    15.00  25.0C 
N      4.00      5.00      6.00    10.00    18.00  30.0C 
PULLMAN,  Whitman,  9,022  fam.,  98.6%  ro 

dio,  8,895  radio  fam. 
KBKH,  Ikw-D,  1150kc 
D       2.40      3.60  8.00 
RENTON,  King,  202,808 

198,143  radio  fom. 
KXRN,  250w-D,  1220kc 
D  7.20  12.00 

RICHLAND,  Benton,  14,286  fam 

dio,  13,957  radio  fom. 
KALE,  Ikw-D,  900kc,  LBS,  Grant  f 
D  5.50    12.50    19.00    27.50  47.51 

KALE-FM,  Chan.  280,  103.9mc  ' 
(CP) 

SEATTLE,  King,  202,808  fam.,  97.7%  radio 

198,143  radio  fom. 
4  AM  affiliates 
D  20.72 
N  43.75 


16.00  24.00  40.0C 
fam.,  97.7%  radio 


24.00 


38.40  72.01 
.,  97.7%  ra 


average  1-time  rate 
30.25    36.37    60.75    91.12  151.8' 
62.00    70.75  121.50  177.25  303,7 


90.00  150.04s 
15kw,  Blair 

18.95kw-vis" 


4  AM  non-afRliates,  averoge  1 -time  rate.  | 
D       9.25    13.50    18.85    31.75    49.00    83.7  ( 
N     12.33    16.57    22.50    38.13    58.00  96.6 
KING,  50kw,  1090kc,  Blair,  Hooper,  Ward 
D     15  00    22.50    30.00    60.00    90.00  150.0 
N     15.00    22.50    30.00  60.00 
KING-FM,  Chan.  251,  98.1mc, 
Bonus 

KING-TV,  Chan.  5,  9.79kw-aur.; 

ABC,  CBS,  NBC,  DuMont,  Bloir-TV 
D  22.50  27.50  35.00  70.00  105.00  ^75.C: 
N  45.00  55.00  70.00  140.00  210.00  350.C 
KIRO,  50kw,  710kc,  CBS,  Free  &  Peters  , 
D  26.00  41.00  50.00  75.00  112.50  187.; 
N  55  00  78.00  92.00  150.00  225.00  375.1 
KIRO-FM,  Ch.  264,   100.7mc,  5.7kw,  Free 

Peters 
Bonus 

(Continued  on  page  224) 


MARKET  INDICATORS  FOR  WASHINGTON 


CLASSIFICATIONS 
Population   

%  of  U.  S  

Families   

Percent  Radio  

Radio  Families  

Retail  Sales  

Retail  Trade  Employes   

Wholesale  Sales  Volume   

Wholesale  Trade  Employes  . . 
Employment  (Mid-March)  . . 
Taxable  Payrolls  (1st  quarter) 
Income   

Percent  distribution   

Per  Capita  Income   

Percent  of  national  per  capita 

income   

New  Construction  (Private)  . . 

Residential   

Non-Residential   

Value  added  by  Manufacture 
Automobile  Registration  .... 
Telephones   

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduct; 
unlicensed.  1948  Retail  Sales.  Dept.  of  Commerce,  1948  Census  of  Business. 


FIGURES 

YR. 

2,361,261 

'50 

1.58% 

'50 

659,570 

'50 

97.8% 

'49 

645,059 

'50 

$2,305,488,000 

'49 

104,760 

'48 

§ 

2,576,417 

'48 

44,710 

'48 

503,982 

'48 

S 

355,016,000 

'48 

$3,578,000,000 

'48 

1.74% 

'48 

$1,453 

'48 

103% 

'48 

$ 

292,600,000 

'49 

$ 

144,700,000 

'49 

$ 

75,600,000 

'49 

$ 

874,036,000 

'47 

858,522 

'49 

677,600 

'49 

FIGURES 
1,736,191 
1.31% 
542,420 
94.5% 
713,720 
2,206,766,000 
69,771 
767,700,000 
29,062 
485,040 
306,563,000 
1,100,000,000 
1.45% 
632 

110% 
49,600,000 
24,900,000 
11,400,000 
267,716,000 
791,226 
474,600 


Yl 
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ADD  WASHINGTON  STATE  MARKET  DATA 

BMB  Station  Audience  Report  —  Study  No.  2  —  Spring,  1949 


[|R0*     Seattle,  Washington 


1 


AREA  COVERAGE  INDEX  -  RADIO 


Mathod:  Mail  Bollol 
Doyi:  Sunday  thru  Saturday       Period:    Spring,  1950 


tl>f«o:  Erao  -  17  Counties 
|<idlo  Homw;  liS1.570> 


%  OF  RAD/O  MBNTIONS 


i  STATIONS 

MORNING 

AFTERNOON 

EVENING 

6  AM-8  AM, 

6  AM-Noon 

Noon-3  PM 

3  PM-6  PM 

b  PM-IO  PM 

10  PM-MiJ 

KIRO  Seattle 

21% 

21? 

26? 

33? 

22? 

Station  A,  Seattle 

10% 

13? 

21? 

18? 

23? 

15? 

Station  B,  Seattle 

2k% 

10? 

9? 

12? 

lU? 

19? 

,      Station  C,  Seattle 

9% 

10? 

lU? 

13? 

n 

15? 

i      Station  D,  Seattle 

1% 

IS? 

8? 

10? 

11? 

8? 

1      Station  E,  Seattle 

St 

6? 

8? 

7? 

r 

1? 

,      Station  F,  Seattle 

2% 

2? 

h% 

h% 

2? 

5? 

Station  G,  Seattle 

2% 

2? 

3? 

1? 

LT 

3? 

I      Station  H,  Tacoma 

3? 

2? 

1? 

1? 

LT 

3? 

Station  I,  Belllnghaa 

2% 

1? 

1? 

1? 

LT 

1? 

Station  J,  Aberdeen 

2% 

1? 

LT 

LT 

LT 

LT 

Station  K,  Aberdeen 

1? 

1? 

1? 

LT 

LI 

LT 

Station  L,  Tacoma 

LT 

LT 

2? 

LT 

T 

t 

Station  H,  Astoria, Ore 

1« 

LT 

LT 

LT 

LT 

LT 

1  OrriERS 

n 

6? 

8? 

6? 

6? 

7? 

,    •    191)9  BKB  estimate 

T    Does  not  broadcast  throug 

".out  this  day-part. 

CAUTION:  IndKtl  cir« 

dtvaloptd  v« 

ilhin  lubitlt 

tollon'i  area 

only  (!••  map)  and 

ihould  net  bt  conftru«d  ai  applying  to  area  of 

ony  othtr  " 

nnllonad"  si 

AREA  SURVEYED:  17  Counties  Served  by  KtRO 

AulKonty  (or  Arcs:         KIRO  -  SeaUJ*.  Waihlnston 
Rad^o  Hom«.  in  Are.:  461,570' 
Total  PopuUtion  of  Kt»t.  I,60l.655l 


C  Ji  N  A  0  A 


> 


■  BMB  *>b<Mt* 


The  Hooper  Area  Coverage 
Index,  Spring,  1950,  covers  the 
16  counties  of  Western  Wash- 
ington and  the  area  of  Oregon 
showing  50%  or  better  BMB 
Day  and  Night.  Total  popula- 
tion* of  the  area  NOT  surveyed 
and  in  which  KIRO  has  10% 
to  50%  BMB  is  421,300.  To- 
tal radio  homes  in  this  area, 
136,370. 

*  Sales  Management  Survey  of 
Buying  Power  1949. 


The  'Area  Coverage  Index -Radio"  is  conputed  from 
the  "Station  Mentiwis"  secured  from  the  answers  tc 
the  question:  "To  what  stations  do  you  and  your 
family  listen  MOST  nSEQUENTLY  or  THE  MC6T  TIME?" 


se  Indexes  show  "%  of  Radio  Mentions",  (no 
d  of  Television),  this  is  a  measure  of  the 
ibution,  not  the  size,  of  the  aixiiences  to 
jspective  stations. 


The  Pacific  Northwest's  Number  One  Radio  Station 


SEATTLE    •  TACOMA 


REPRESENTED  NATIONALLY  BY  FREE  &  PETERS 


CBS 
50.000 
WATTS 

710  KG 
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WASHINGTON 

SPOT  RATE  FINDER 

(Continued  from  page  222) 


KISW  (FM),  Chan.  260,  99.9mc,  2.1  kw 


1  Hr 
21.00 
30.00 
BMB, 


35.00    56.00    84.00  140.00 
70.00  112.00  168.00  280.00 
1300kc,    Headley-Reed,  Hooper, 


SB  IM  5M  15M  30M 
D  2.25  3.50  5.50  9.00  13.00 
N  3.50  5.00  7.50  12.50  18.00 
KJR,  5kw,  950kc,   ABC,  Avery-Knodel, 

Hooper 
D      18.00  25.00 
N     35.00  60.00 
KOL,  5kw, 
BMB 

D     10.00    10.00    16.00    24.00    36.00  60.00 
N     18.00    18.00    26.00    40.00    60.00  100.00 
KOMO,   50kw,   lOOOkc,   NBC,   Petry,  Hooper, 
BMB 

D  25.00  35.00  37.50  72.00  108.00  180.00 
N  60.00  70.00  75.00  144.00  216.00  360.00 
KOMO-FM,  Chon.  225,  98.9mc,  14.4kw,  Petry 

Bonus  all  broadcasting  hours. 
KRSC,   Ikw,  1150kc,  Young,  Hooper 
D       5.00    11.52    14.40    18.00  30.00 
N       4.00      9.22    11.52    14.40  24.00 
KTW,   Ikw-D,    1250kc,  ST-KWSC 
D  16.00  24.00 

N  ftime  sold  only  to  religious  broadcasters) 
KVI,  5kw,  570kc,  MBS,  Don  Lee,  Hollingbery, 

Hooper,  BMB 
D     12.50    20.00  23.00 
N     25.00    40.00  46.00 
KXA,  Ikw,  770kc 

D       7.00    10.00    15.00    25.00    40.00  75.00 
SPOKANE,  Spokane,  61,516  fom.,  97.7%  ra- 
dio, 60,101   radio  fam. 


50.00 
40.03 


40.00 


40.00  60.00  100.00 
80.00  120.00  200.00 


4 

AM  affiliates,  averoge 

1  -time 

rate 

D 

12.37 

15.00  21.25 

36  87 

55.62  96.25 

N 

24.75 

30.00  42.50 

73.75 

111.25  192.50 

2 

AM  non 

-affiliates,  average  1 

-time  rate 

D 

4.50 

5.50  9.50 

15.50 

24.50 

N 

8.00 

8.00  16.00 

26.00 

39.00 

KFIO,  250w,  1230kc 

D       4.00      6.00    10.00    15.00    25  00 

N      6.00      8.00    14.00    20.00  30.00 

KGA,  50kw,  1510kc,   ABC,  Petry 

D      12.50    17.5T    25.00    48.00    72.00  120.00 

N     25.00    35.00    50.00    96.00  144.00  240.00 

KHQ,  5kw,  590kc,  NBC,  Katz,  BMB 

D      16.50    20.00    27.50    44  00    66.00  110.00 

N     33.00    40.00    55.00    83.00  132.00  220.00 

KNEW,  5';w,  790kc,  M?S,  Hol'ingbery.  Hooper 

D       8.00    10.00     15.00    28.00    42  00  70.00 

N     16.00    20.00    30.00    56.00    84.00  140.00 


MARKETBOOK  MAP 

WASHINGTON 


±.    Location  of  City  and  number  of 

Standard  (AM)  Broadcastinfl  Station» 
T  Number  o\  FM  Broadcasting  Ststion$ 
^    Number  of  Telecasting  Stations 

MAT  BT  WAlia  r.  ftUKK.  MfOMBUIT.  VBUMMfT 

£  '950,  BfoaticasUng  Publicabons,  Inc. 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


KREM,  250w,  1340kc,  Forjoe,  Hooper 

(CP,   Ikw,  970«) 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  5.00  9.00  16.00  24.00  40.00 
N  10.00  10.00  18.00  32.00  48.00  80.00 
KXLY,  5kw,  920kc,  CBS,  Walker 
D  12.50  12.50  17.50  27.50  42.50  85.00 
N  25.00  25.00  35.00  55.00  85.00  170.00 
SUNNYSIDE,    Yokima,    37,767    fam.,  97.6% 

radio,  36,860  radio  fam. 
KREW,  250w-D,  lOSOkc,  Forjoe 
D  4.C0      6.00      8.00    15.00  25.00 

N  5.00      8.00  10.00 

TACOMA,  Pierce,  76,737  fam.,  98.1%  radio, 

75,278  radio  fam. 
2  AM  non-affiliates,  average  1-time  rate. 
D       7.35      7.35      9.70    24.00    36.00  60.00 
N     11.00    11.00    22.00    37.50    55.00  95.00 

KMO,  5kw,  1360kc,  McGillvra,  Scott,  Keating, 

Hooper,  Conlan 

D       7.20      7.20    14.40    24.00  36.00  60.00 

N     12.00    12.00    24.00    40.00  60.00  100.00 

KTBI,  Ikw-D,  810kc,  IMS,  Gene  Grant 

D      7.50      7.50    15.00    24.00  36.00  60.00 

N     10.00    10.00    20.00    35.00  50.00  90.00 


KTNT(FM),  Chan.  247,  97.3mc,  lOkw 
(see  Transit  Radio  FM  listing  for  rates) 
VANCOUVER,  Clark,  23,697  fam.,  98.3%  ra- 
dio,  23,294  radio  fom. 
KVAN,  Ikw,  910kc,  Keating 

SB         IM       5M       15M      30M      1  Hr 
D       5.00      6.00    12.00    24.00    36.00  60.00 
N       6.25      7.50    15.00    30.00    45.00  75.00 
WALLA  WALLA,  Walla  Walla,   11,161  fam., 
97.7%  radio,  10,904  radio  fom. 

2  AM  affiliates,  average  1-time  rale. 

D       6.25  11.10    19.20    28.80  48.00 

N      8£0  16.00    28.00    42.00  70.00 

KUJ,  5kw,  1420kc,  MBS,  Grant,  Keating,  BMB 
D       7.50      9.00    15.00    24.00    36.00  60.00 
N     10.00    12.00    20.00    32.00    48.00  80.00 
KWWB,  250w,  1490kc,  ABC,  McHugh 
D        5.00  7.20    14.40    21.60  36.00 

N       6.00  12.00    24.00    36.00  60.00 

WENATCHEE,    Chelan,    10,923    fam.,  97.9% 

radio,  10,963  radio  fam. 
2   AM  affiliates,  average   1-time  rate. 
D       6.50      6.50    11.25    18.00    32.00  45.00 
N      7.50      7.50    12.50    20.50    37.00  50.00 


1  Hr 
50.01 
60.01  ^ 

40.01 
40.0, 


WASHINGTON  RADIO  MARKET  DATA  BY  COUNTIES 


KPQ,   Ikw,   560kc,   ABC,  McGillvra,  Keating 

Conlan,  BMB 

SB  IM  5M  15M  30M 
D  8.00  8.00  12.50  20.00  30.00 
N  10.00  10.00  15.00  25.00  40.00 
KWNW,  250w,  1340kc,  MBS,  Biddick 
D  5.00  5.00  10.00  16.00  34.00 
N      5.00      5.00    10.00    16.00  34.00 

YAKIMA,  Yakima,  37,767  fam.,  97.6%  radic 

36,860  radio  fam. 

3  AM  affiliates,  average  1-time  rate 

D       7.53      8.19    12.33    19.73    29.60  49.3 

N      9.66    10.33    16.66    27.33    42.66  66.6! 

KIMA,   Ikw-D,  500w-N,   1460:<c,  CBS,  Weec 

Hooper 

D       8.00    10.00    12.50    20.00    30.00  50.C:  ^ 

N  9.00  11.00  15.00  25.00  40.00  60.C'  ' 
KIT,  5kw-D,  Ikw-N,  1280kc,  ABC,  McGillvr<- 

Hollingbery,    Keating,  Conlan 

D       9."C0      9.00    12.00    19.20    28.80  48.C 

N     12.00    12.00    20.00    32.00    48.00  80.( 
KYAK,  250w,   1400kc,  MBS,  Grant 

D       5.59      5.59    12.50    20.00    30.00  50.P 

N      8.00      8.00    15.00    25.00    40.00  60.( 


1950  1940 
County                                                       Population  Population 

Adams                                                                6,568  6,209 

Asotin  .,   10,831  8,365 

Benton   51,146  12,053 

Chelan   39.105  34,412 

Clallam   26,218  21,848 

Clark   84,836  49,852 

Columbio                                                            4,817  5,549 

Cowlitz   53,132  40,155 

Douglas    10,788  8,651 

ferry                                                                   4,086  4,701 

Franklin   13,444  6,307 

Garfield                                                              3,191  3,383 

Grant   24,255  14,668 

Grays  Horbor   53,250  53,166 

Island   10,987  6,098 

Jefferson    11,520  8,918 

King   726,055  504,980 

Kitsap   73,398  44,387 

Kittitas   22,151  20,230 

Klickitat   11,927  11,357 

Lewis    43,564  41,393 

Lincoln    10,741  1 1,361 

Mason    14,907  1 1,603 

Okanogan    29,029  24,546 

Pacific    16,411  15,928 

Pend  Oreille                                                       7,366  7,156 

Pierce                                            .  274,722  182,081 

San  Juan                                                             3,192  3,157 

Skagit    43,006  37,650 

Skomonio                                                            4,774  4,633 

Snohomish   111,163  88,754 

Spokane   220,228  164,652 

Stevens                                                               18,488  19,275 

Thurston    44,248  37,285 

Wahkiakum                                                         3,816  4,286 

Walla  Wolla  -  39,957  30,547 

Whatcom   _   66,316  60,355 

Whitman   32,302  27,221 

Yakima   ;   135,206  99,019 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Populotion, 
copyright   1950  "Soles  Management."    Further  reproduction 


1950 

Families 

1,834 
3,025 

14,286 

10,923 
7,323 

23,697 
1,345 

14,841 
3,013 
1,141 
3,755 
891 
6,775 

14,874 
3,068 
3,217 
202,808 

20,502 
6,187 
3,331 

12,168 
3,000 
4,163 
8,108 
4,584 
2,057 

76,737 
891 

12,012 
1,333 

31,051 

61,516 
5,164 

12,359 
1.065 

1 1,161 

18,524 
9,022 

37,767 


1950 

Rodlo-Families 

1,800 
2,964 

13,957 

10,693 
7,110 

23,294 
1,305 

14,544 
2,964 
1,087 
3,608 
876 
6,571 

14,412 
3,003 
3,120 
198,143 

20,235 
6,032 
3,221 

11,881 
2,946 
4,046 
7,832 
4,455 
1,987 

75,278 
865 

1 1 ,783 
1,294 

30,429 

60,101 
4,988 

12,136 
1,045 

10,904 

18,209 
8,895 

36,860 


%  Radio 

98.2 

98.0 

97.7 

97.9 

97.1 

98.3 

97.1 

98.0 

98.4 

95.3 

96.1 

98.4 

97.0 

96.9 

97.9 

97.0 

97.7 

98.7 

97.5 

96.7 

97.7 

98.2 

97.2 

96.6 

97.2 

96.6 

98.1 

97.1 

98.1 

97.1 

98.0 

97.7 

96.6 

98.2 

98.2 

97.7 

98.3 

98.6 

97.6 


1949 
Retail  Sales 

(Es;.)  (SOOO) 

1948 
Retail  Sales 
U.  S.  (SOOO) 

Employment 
Mid-March 
1948 

6,733 

8,750 

547 

3,415 

4,225 

434 

47,434 

44,799 

19,843 

43,780 

44,174 

5,676 

20,736 

26,617 

5,376 

55,758 

58,264 

14,238 

4,283 

4,117 

711 

45,466 

49,793 

14,370 

4,046 

5,000 

279 

2,165 

1,252 

249 

16,181 

20.074 

2,437 

3,569 

3,389 

321 

11,184 

16,259 

1,867 

57,049 

58,753 

15,949 

3,105 

5,190 

346 

6,294 

7,199 

1,375 

875,221 

749,464 

206,016 

57,541 

60,008 

6,988 

21,355 

23,128 

2,953 

8,886 

8,869 

1,587 

36,298 

42,338 

6,699 

13,015 

13,409 

1,030 

9,909 

11,344 

3,768 

18,845 

18,348 

2,972 

13,659 

14,082 

3,501 

4,995 

4,180 

1,075 

230,761 

217,520 

45,474 

1,808 

1,980 

366 

35,192 

41,948 

7,019 

2,212 

1,792 

563 

89,036 

94,182 

17,167 

247,189 

221,364 

48,015 

10,529 

11,351 

1,828 

38,543 

41,257 

9,097 

2,106 

1,646 

666 

48,336 

45,626 

5,963 

60,588 

64,268 

10,822 

29,540 

30,016 

2,808 

118,726 

130,761 

16,859 

Taxable  Pa 
ro!ls-1st  Q 
1948  ($00. 

3 
1 

18,0 
3,4, 
3, 

10, 

10,i 


148, 
4, 
1 

4, 

2, 
2 


32 


a 


1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  S< 
unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Comme 
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WEST  VIRGINIA 


BROADCASTING. 


SPOT  RATE  FINDER 


MARKETBOOK  MAP 
WEST  VIRGINIA 


93.4%  radio. 


1  Hr 
38.75 
50.00 
KBS 
28.90 
41.25 


!KIEY,  Raieigh,  26,824  fam. 

[5,053  radio  fgm.  

affiliates,  average  1-time  rate 
,    SB        1M      5M      15M  30M 
I    4  JO      4.50      7.75    15.00  23.00 
'    6.25     6.25    10.00    20.00  30.00 
:FC(FM),  Chan.  267,   101. 3mc,  35kw, 
3.60     4.20     5.80    11.55  17.50 
5.25      6.00      8.25    16.50  24.75 
LS,  Ikw-D,  500w-N,  560kc,  CBS,  Weed 
5.00      5.00     7.50    14.00    22.50  37.50 
7.50     7.50    10.00    20.00    30.00  50.00 
LS-FM,  Chan.  258,  99.5mc,  31.7kw,  Bonus 
■/NR,    Ikw-D,   500W-N,   620kc,  MBS,  Mc- 
Sillvra 

4.00     4.00      8.00    16.00    24.00  40.00 
5.00     5.00    10.00    20.00    30.00  50.00 
lEFIElD,  Mercer,  20,917  fam.,  92.7%  ra- 
il o^_J9^390_radio_faiTK  

iiM  affiliates,  overage  1-time  rote 
5.25      5.75    11.50    23.00  34.50 
7.25     8.00    16.00    32.00  48.00 


57.50 
80.00 


IIS,  5kv/,  1440kc,  NBC,  Katz 

7.50      7.50    15.00    30.00    45.00  75.00 
10  00    10.00    20.00    40.00    60.00  100.00 
OY,  250v/,  1240kc,  MBS 

3.00      4.00      8.00    16.00    24.00  40.00 
4.50     6.00    12.00    24.00    36.00  60.0C 
ARIESTON,  Konov/ha,  66,185  fam.,  93.6% 

udio,  61,949  radio  fam.  

L41AM  affiliates,  average  1-time  rate 

8.65  9.68  12.80  32.10  46.90  50.97 
]3)  11.48  12.59  23.20  45.65  68.47  114.12 
■^'"AW,  250v/,  1400kc,  McGillvra 

3.75      5.50    10.00    20.00    30.00  50.00 
3.75      5.50    10.00    20.00    30.00  50.00 
>  :HS,  5kw,  580kc,  CBS,  Branham,  Hooper, 
!MB 

:■■  12.10  14.52  24.20  48.40  72.60  108.90 
■t  16.94  19.36  36.30  72.60  108.90  181.50 
oKV,  250w,  1490kc,  NBC,  Meeker,  Hooper 
-i:  8.00  8  00  12.00  30.00  40.00  60.00 
11.50  11.50  21.50  40.00  60.00  lOO.Or 
•■■;KV-FM,  Chan.  253,  98.5mc,  5kw,  Bonus 
■  CNA,  5kw-D,  Ikw-N,  950kc,  ABC,  Weed, 
,-3-BM3 

9.00     9.75    15.00    30.00    45.00  75.00 
•I    12.00    13.00    25.00    50.00    75.00  125.00 
:IJNA-FM,  Chan.  248,  97.5mc,  3kw,  Weed, 
Bonus 

IVUP.  250w,  1240kc,  MBS,  Forioe,  Hooper 
11;     5.50      6.50    10.00    20.00    30.00  50.00 
5.50     6.50    10.00    20.00    30.00  50.00 
ARKSBURG,  Harrison,  23,731   fam.,  93.4% 

•gdio,  22,164  radio  fam.  

AM  affiliates,  average  1-time  rate 
Ptpi     3.37     4.00     7.00    14.00  21.00 


4.75      5.75    11.00    22.00  32.00 


32.5T 
55.00 


45.00 


12.00 
19.00 


45.00 
2kw 


45.00 
75.00 


20.01 
35.00 


75.00 


leMSLK,  250w,  UOOkc,  NBC,  Branham 
5.00      6.00    10.00    20.00  30.00 
'£     7.00     8.00    15.00  30.00 
•  HAR,  250v/,  1340kc,  MBS 
,i      1.75      2.00     4.00  8.00 
'f     2.00     3.50     7.00  14.00 
i4''DX,  Ikw-D,  750kc 
iji     6.00      7.50    12.00  25.00 
j.j'»r)X-FM,  Chon.  236,  95.1  mc, 

I'Rates  upon  request 

IxiNS.  Randolph,  8,538  fam., 
!j|j7,778  radio  fam. 

■ijite:    All  Rates  one-time.    Sources:  Families 
od  radio  families  estimated  from  field  tabu- 
i^Vions  of  1950  U.  S.  Census.     Percent  radio 
-Ai.  For  complete  explanation  see  foreword. 


91.1%  rodio. 


WDNE,  250w,  1240kc,  MBS 

SB        IM      5M       15M      30M     1  Hr 
D       3.25     4.50      8.00    15.00    24.00  40.00 
N       4.50      7.00    12.00    20.00    32.00  55.00 
FAIRMONT,  Marion,  19,953  fam.,  94.1%  ra- 
dio ^18^775radiofarn^  

2  AM  affiliates,  overage  1-time  rote 
D  6.75  7.50  14.50  27.00  44.00  67.50 
N  10.50  12.00  22.50  42.50  67.50  110.00 
WMMN,  5kw,  920kc,  CBS,  Katz,  BMB 
D  9.00  9.00  18.00  36.00  54.00  90.00 
N  15.00  15.00  30.00  60.00  90.00  150.00 
WWW,  250w,  1490kc,  MBS,  Boiling,  Conlan, 

ABC,  Cooke 
D      4.50     6.00    11.00    18.00    30.00  45.00 
N      6.00     9.00    15.00    25.00    45.00  70.00 
WJPB-FM,  Chan.  222,  92.3mc,  lOkw,  Bonus 
HUNTINGTON,   Cabell  Wayne,   10,789  fom., 
87%  radio,  9,386  radio  fam. 


2  AM  affiliates,  average  1-time  rate 
D       6^00      tTsO    14.49    24.75    40.87  68.12 
N       9.45    11.25    23.81    44.75    65.40  1 1 1 .87 
WHTN,  Ikw-D,  SOOkc,  Conlan 
D      5.00     7.00    12.00    18.00    30.00  50.00 
WHTN-FM,  Chan.  263,  100.5mc,  53kw,  Bonus 
WPLH,   250w,   1450kc,  MBS,  Conlan,  BMB 
D       4.00      5.00    10.00    15.00    30.00  50.00 
N      6.40     8.00    16.00    32.00    48.00  80.00 
WPLH-FM,  Chan.  273,  102.4mc,  41kw,  Transit 

Radio,  Walker,  Bonus 
WSAZ,  5kw-D,  Ikw-N,  930kc,  ABC,  Branham, 

BMB,  Conlan 
D       8.00    10.00    18.98    34.50    51.75  86.25 
N     12.50    14.50    31.63    57.50    82.80  143.75 
WSAZ-TV,    Chan.    5,   8.6kw-aur.;  12kw-vis., 

NBC,   DuMonf,  Kotz 
D     24.00    24.00    37.50    60.00    90.00  150.00 
N     24.00    24.00    37.50    60.00    90.00  150.00 
LOGAN,   Logan,   21,570  fam.,  91.3%  radio, 

19,693  radio  fom. 
WGYA,  5kw,  1290kc 

(No  rotes  available) 
WLOG,  250w,  1230kc 

D  6.00  6.00  9.60  12.00  21.00  36.01 
N  6.00  6.00  9.60  12.00  21.00  36.00 
WLOG-FM,  Chan.  277,  103.3mc,  Ikw,  Bonus 
MARTINSBURG,   Berkley,   8,419  fam.,  93.1% 

rod'o,  7,833  rodio  fam. 
V/EPM,  250w,   1340kc,  Burn-Smith,  BMB 
D       3.15      4.50      9.00    18.00    27.00    45  00 
15.00    30.00    45  00  75.01 
232,    94.3,    0.66kw,  Burn- 


N  5 '5  7.50 
WFPM-FM,  Chan. 

STi'^h,  Bonus 
MONTGOMERY.  Fayette,  22,997  fam.,  93.1% 

radio,    21.410    radio  fam. 
WMON.  ?50w.  1340kc.  MBS.  Conlan 
D       5.00      6.00      8.00    15.00    24.00  40.00 
N       6.00     7.50    10.00    20.00    35.00  60.01 
MORRANTOWN,    Monongalia,    16,948  fom., 

93.7%   radio,   15,795  rodio  fam. 
WAJR.   750W.   1730kc,   MBS.  Conlcn. 
n       4.50      6  00    10.00    16.00    24  00  /fll'^ 
N       6  01      9  00    ISOO    24.00    36.00  61.00 
WAJR-FM,  Chon.  257,  99.3mc,  Ikw,  Bonus 
MOUNDSVILLE,  Marshall,  10,298  fom.,  93% 

radio,  9,577  radio  fam. 
WMOD,  Ikw-D,  1470kc 

D       4.50      6.00    10.50    15.00    30.00  45.00 


MARKET  INDICATORS  FOR  WEST  VIRGINIA 

CLASSIFICATIONS                   FIGURES  YR.  FIGURES  YR. 

.DpiUation                                       1,998,536  '50  1,901,974  '40 

.,  %  of  U.  S                                        1.33%  '50  1.45%  '40 

amiUes                                             558,250  '50  440,200  '40 

.ercent  Radio                                       92%  '49  85.8%  '46 

adio  FamiUes                                  513,590  '50  387,000  '46 

.!  etail  Sales                               $1,156,328,000  '49  1,281,291,000  '48 

.  letail  Trade  Employes                         67,598  '48  44.942  '39 

:  Tiolesale  Sales  Volume            $1,039,743,000  '48  284,200,000  '39 

Tiolesale  Trade  Employes  . .  .             17,008  '48  11,837  '39 

.  mployment  (JVUd-March)  ...           445,657  '48  416,620  '47 

axable  Payrolls  (1st  quarter)  $  292,480,000  '48  251,787,000  '47 

icome                                     $2,166,000,000  '48  760,000,000  '40 

Percent  distribution                          1.05%  '48  1%  '40 

..  er  Capita  Income                              $1,133  '48  398  '40 

J  jercent  of  national  per  capita 

;  income                                              80%  '48  69%  '40 

.€W  Construction  (Private) .  .  $  112,700,000  '47  40,800,000  '39 

Residential                            $    38,600,000  '47  18,800,000  '39 

Non-Residential                    $    34,400,000  '48  8,400,000  '39 

:  alue  added  by  Manufacture.  $  663,903,000  '47  213,284.000  '39 

(utomobUe  Registration                    438,493  '49  406,147  '48 

.  elephones                                        321,500  '49  211,900  '45 

j-jOte:  1949  Retail  Sales,  copyright  1950  "Sales' Management."  Further  reproduction 
^jnlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 

iifRO  AD  CASTING    •  Telecasting 


OAK  HILL,  Fayette,  22,997  fam.,  93.1%  ra- 
dio,  21,410    radio  fam. 
WOAY,  Ikw,  860kc,  BMB 

SB  IM  5M  15M  30M  1  Hr 
D  6.00  6.00  12.00  24.00  36.00  60.00 
N  6.00  6.00  12.00  24.00  36.00  60.00 
WOAY-FM,  Chan.  231,  94.1  mc,  20kw,  Bonus 

(60%  of  AM  rates  after  AM  sign-off) 
PARKERSBURG,  Wood,    18,518   fam.,  94.6% 
radio,  17,518  radio  fom. 


S    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
®  Number  of  FM  Broadcasting  Stations 
^   Number  of  Telecasting  Stations 

^       50,  15. 


tU^f  BT  WAITBI  P.  aim,  MIODLBUtr,  VBtMOHt 

©  19S0,  BroadcisUng  Publications,  Inc. 


2  AM  affiliates,  average  1-time  rate 

SB        IM      5M  15M  30M  1  Hr 

D       5.00      6.00    10.00  20.00  30.00  45.00 

N      7.00     3.00    15.00  30.00  45.00  75.00 

WCOM,  250w,  1230kc,  ABC,  McGillvra 

D      5.00     6.00    10.00    20.00    30.00  45.00 

N      7.00     8  00    15.00    30.00    45.00  75.00 

(Continued  on  page  226) 


WTRF 

BIG 

CITY  ZONES 


Families   75,895 

Radio  Families   72,048 

%  Radio  Homes   94.93% 

Total  Retail  Sales.  ...  $184,890,000 

Food   55,262,000 

Gen'l  Merchandise  25,556,000 

Drug   4,561,000 

You  don't  have  to  pay  high  rotes  fo  sell  this  excep- 
tionol  market.  WTRF  gives  you  top  network  programs 
plus  high-rated  local  shows  which  have  put  WTRF 
listener  ratings  hot  on  the  heels  of  She  number  one 
station  in  the  market. 
HERE'S  HOW  THEY  COMPARE: 

Average  Hooper — 4  time  periods  of  day 

Class  B  Tim* 

Station  A   29.7       50,000  W.        $200  hour 

WTRF   24.5         1,000  W.  70  hour 

Station  B    22.5  250  W.  60  hour 

Per  dollar  promotion  Is  greater  on  WTRF.  You  com- 
pletely cover  the  two  big  city  zones  of  Wheeling  and 
Bellaire  and  the  immediate  counties  surrounding  West 
Virginia's  most  stable  market. 

.  Morke/  Dofo  from  J 949-50  SRDS  Co 


and  6 

RICH 

GOUNTIESi 


INDUSTRY-Here  are  just  a  few 
of  the  long-established  industries 
lending  diversity  to  this  market: 
Glassware 
tin  cans 

proprietary  medicines 
enamelwore 
tools 
coal 

iron  and  steel  costings- 
tobacco 
metal  toys 
textiles 
chemicals 
steel 

If  you'r  going  into  Wheeling  .  ,  , 
it  costs  LESS  to  go  by  WTRF, 
nsumer  MorJcefs 


WIRF-FM 


1000  Watts-1290  Kc.  •  20,000  Watts-100.5  Meg. 

r/ie  Ohio  Valley  Skyline  Stations  •  A  Mutual  AfRliale 
Mailing  Addresses: 
1.  The  Skyline,  Bellaire,  Ohio  (Phone  1515— through  Wheeling) 
2.  Box  928,  Wheeling,  W.  Va. 

Represented  Nationally  by  The  Walker  Company 


August  14,  1950 


Pase  225 


WEST  VIRGINIA 

SPOT  RATE  FINDER 

(Continued  from  page  225) 


WPAR,  250w,  1450kc,  CBS,  Branham 

SB         IM       5M       15M      3DM      1  Hr 
6.00    10.00    20.0D    30.00  45.00 
S.OO    15.00    30.00    45.00  75.00 
293,   106.5mc,  4kw, 


Bran- 


D  5.00 
N  7.00 
WPAR-FM,  Chan 

ham.  Bonus 
J>INEV1LLE,    Wyoming,    10,474    fam.,  90.6°b 

radio,  9.489  radio  fam. 
-WWYO,  Ikw  D,  970kc 

D       5.00      8.00    12.00    24.00    36.00  60.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  tamilies  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
£MB.  For  complete  explanation  see  foreword. 


County 

Barbour  

Berkeley  

Boone   

Braxton  

BrooKe  

Cabell  

Calhoun  

Clay  

Doddridge... 

Fayette  

Gilmer  

Grant  

Greenbrier.. 
Hampshire.. 

Hancock  

Hardy  

Harrison  

Jackson  

Jefferson  

Kanawha.... 

Lewis  

Lincoln  

Logan  

McDowell  --. 
Marion  


PRINCETON,  Mercer,  20,917  fam.,  92.7%  ra- 
dio, 19,390  radio  fam. 
WLOH,  250sv,  1490kc 

SB  IM  5M  15M  30M  1  Hr 
D  3.50  4.00  10.00  20.00  30.00  50.00 
N  3.50  4.00  10.00  20.00  30.00  50.00 
RCMCEVERTE,  Greenbrier,  10,944  fam.,  90.7% 

radio,  9,926  radio  fam. 
WRON,  250w,  1400kc,  MBS,  McGillvra,  BMB 
D       4.00     4.00      8.00    16.00    24.00  40.00 
N       6.00     6.00    12.00    24.00    36.00  60.00 
WEIRTON,   Hancock,  9,649   fam.,   97.7°b  ra- 
dio, 9,427  radio  fam. 
WEIR,  Ikw,  1430kc 

D  4.90  7.00  14.00  28.00  42.00  70.00 
N  7.00  10.00  20.00  40.00  60.00  100.00 
WELCH,  M:Dowell,  27,504  fam.,  92.9°b  ra- 
dio, 25,551  radio  fam. 
WERW,  250w,  1340kc,  MBS,  BMB 
D  3.00  3.75  7.50  18.00  27.00  45.00 
N       4.50      6.00    12.75    28.50    42.75  67.50 


WELC,  Ikw-D,  1150kc,  McGillvra 

SB  IM  5M  15M  30M  1  Hr 
D       4.00      4.00      8.00    16.00    24.00  40.00 

WESTON,    Lewis,    5,879   fam.,   91.2%  radio, 
5,361  radio  fam. 

WHAW,  250w,  1450kc,  MBS,  Cooke 

D       2.50      3.50    10.00    20.00    30.00  40.00 

N       3.00      4.50     15.00    25.00    35.00  50.00 

WHEELING,  Ohio,  19,903  fam.,  96.3%  radio, 
19,166  radio  fam. 


2  AM  affiliates,  average  1-time  rate 

D      16.50    17.50    30.00    48.00    78.00  130.0:) 

N     30.00    31.25    57.00    94.00  140.00  250.00 


WHLL,  Ikw  D,  1600kc 

D       9.00    10.00    15.00    25.00    40.00  70.00 


1950 

1940 

1950 

1950 

Population 

Population 

Families 

Radio-Fomi! 

19,751 

19,869 

5,517 

4,904 

30,143 

29,016 

8,419 

7,838 

33,149 

28,556 

9,259 

8,351 

18,021 

21,658 

5,033 

4,227 

26,866 

25,513 

7,504 

7,196 

107,803 

97,459 

30,112 

27,823 

10,203 

12,455 

2,851 

2,443 

14,913 

15,206 

4,165 

3,527 

8,995 

10,923 

2,512 

2,220 

82,332 

80,628 

22,997 

21,410 

9,727 

12,046 

2,717 

2,336 

8,729 

8,805 

2,438 

2,391 

39,181 

38,520 

10,944 

9,926 

12,590 

1 2,974 

3,516 

3,132 

34,545 

31,572 

9,649 

9,427 

10,013 

10,813 

2,796 

2,407 

84,958 

82,911 

23,731 

22,164 

15,231 

16,598 

4,254 

3,798 

17,151 

16,762 

4,790 

4,435 

236,945 

195,619 

66,185 

61,949 

21,048 

22,271 

5,879 

5,361 

22,431 

22,886 

6,i65 

5,137 

77,221 

67,768 

21,570 

19,693 

98,467 

94,354 

27,504 

25,551 

71,435 

68,683 

19,953 

18,775 

WKWK,  250w,  1400kc,  ABC,  Weed,  BMB 

SB  IM  5M  15M  30M  1  H 
D  8.00  10.00  15.00  24.00  36.00  6O.0 
N     10.00    12.50    24.00    40.00    60.00  1OO.0 

WKWK-FM,  Chan.  247,  97.3mc,  16kw,  Bom 

WTRF,  Ikw-D,  1290kc  | 
{See   Bellaire,  Ohio   Listing)  '  I 

WWVA,  50kw,  1170kc,  CBS,  Retry,  BMB  ' 
D  25.00  25.00  45.00  72.00  1  20.00  200X 
N     50.00    50.00    90.00  144.00  240.00  400 

WWVA-FM,  Chan.  254,  98.7mc,  30kw,  Pet 
Bonus 

WILLIAMSON,  Mingo,  13,213  fam.,  87.7%J 
dio,  11,587  radio  fam. 

WBTH,  250w,  1400kc,  MBS,  Gene  Grant,  B/ 
D  5.00  5.00  12.00  24.00  36.00  60" 
N       5.00      5.00    12.00    24.00    36.00  60, 


Taxable  Pa  i 
rolls— 1  St  Q  ' 
1 948  (SOO 

1,1 
3,2 
4,9 
2 
4,3 


\  BY 

COUMTSES 

- 

1 949 

1  O^Q 
1  7lO 

cm  ploy  in  en  t 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

88.9 

5,873 

6,569 

2,112 

93.1 

18,032 

20,836 

6,978 

90.2  - 

11,999 

17,027 

7,063 

84.0 

5,114 

5,740 

648 

95.9 

11,698 

13,042 

6,609 

92.4 

100,740 

101,049 

30,080 

85.7 

2,677 

2,063 

254 

84.7 

3,847 

3,755 

1,343 

88.4 

2,865 

3,105 

334 

93.1 

46,059 

54,351 

20,575 

86.0 

2,565 

2,423 

361 

98.1 

3,023 

5,545 

567 

90.7 

17,538 

■  24,209 

6,710 

89.1 

4,054 

4,743 

564 

97.7 

18,126 

19,298 

20,364 

86.1 

2,976 

4,231 

758 

93.4 

60,207 

73,768 

26,471 

89.3 

4,845 

6,527 

879 

92.6 

6,998 

10,060 

1,923 

93.6 

1 83,789 

203,992 

65,842 

91 .2 

10,070 

10,106 

2,694 

82.0 

4,227 

5,819 

1,113 

91.3 

41,398 

52,400 

21,085 

92.9 

60,155 

61,417 

28,253 

94.1 

50,591 

51,454 

20,322 

(Continued  on  page  221 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sal. 

copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commer< 


in  Charleston 


irgsnia 


ONE  GETS  YOU  MORE  THAN  ALL  THE  OTHER  FOUR! 


BMB  REPORTS  ON  DAYTIME,  6  OR  7  DAYS  PER  WEEK . . . 


STATION  A 
27150 


STATION  B 
I9,260 


STATION  C  /iV 
18,360 


I  TOTAL  ALL  FOUR 

STATOND^  72^340 


6  or  7  days  night-time  .  . 


Station  "A" 

Station  "B" 

Stotion  "C" 

Station  "D" 


19,040 
12,790 
14,890 
5,060 


4-Station   Total  51,790 
WCHS  night  total  66,480 

WCHS  gives  28%  more  listeners 
at  nite— 15%  more  listeners  in  the 
daytime  than  the  other  FOUR 
stations  combined! 

580  KC  5KW  CBS 


WCHS 


In  the  well-to-do  Charleston  market,  where  average 
income  is  high,  WCHS,  the  area's  oldest  and  largest  station,  has  quantity 
and  quality  leadership.  Its  audiences  are  larger,  they  cost  less  to  reach. 
The  figures  shown  here  are  the  latest  BMB's,  and  they  apply  to  the 
"regular  listeners".  In  this  rich  market,  WCHS  gives  more  listeners  at 
lower  cost  than  all  the  other  four! 

CHARLESTON,  WEST  VIRGINIA 
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County 

Marshall  

Mason  

Mercer  

Mineral  

Mingo  

Monongalia.. 

Monroe  

Morgan  

Nicholas  

Ohio  

PencJIeton  

Pleasants  

Pocahontas... 

Preston  

Putnam   

Raleigh  

Randolph  

Ritchie  

Roane  

Summers  

Taylor  

Tucker  

Tyler  

Upshur  

Wayne  

Webster  

Witzel  

Wirt  

Wood  

Wyoming  


WEST  VIRGINIA  RADIO  MARKET  DATA  BY  COUNTIES 

1949 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Population 

Population 

Families 

Radio-Families 

36  867 

40  1 89 

}  0  298 

9  577 

93.0 

15,529 

23  506 

22  270 

6  565 

5  678 

86.5 

5,511 

74  886 

68  289 

20  917 

19  390 

92.7 

50,181 

22  241 

22  215 

6  212 

5  764 

92.8 

10,463 

47  305 

40  802 

13  213 

1 1  587 

87.7 

22,068 

60  674 

51  253 

16  948 

15  795 

93.2 

39,905 

1  O/  1 U/ 

13  577 

3  661 

3  265 

89.2 

3,024 

8  274 

3  743 

2  311 

2  158 

93.4 

2,627 

27  660 

24  070 

7  726 

6  659 

86.2 

6,190 

71  253 

73  1 1 5 

19  903 

19  166 

96.3 

92,106 

9  281 

10  884 

2  592 

2  262 

87.3 

2,628 

6  325 

6  692 

1  766 

1  668 

94.5 

3,308 

1 2  458 

1 3  906 

3  479 

3  064 

88.1 

4,907 

31  615 

30  416 

8  831 

7  939 

89.9 

9,135 

20  996 

19  511 

5  864 

5  201 

88.7 

5,795 

96  032 

86  68/ 

26  824 

25  053 

93.4 

56,269 

30  567 

30  259 

8  538 

7  778 

91.1 

16,116 

12  526 

15  389 

3  498 

3,134 

89.6 

5,002 

1 8  393 

20  787 

5  137 

4  443 

86.5 

6,016 

19  140 

20  409 

5  346 

4,709 

88.1 

7,456 

1 8  398 

19  919 

5  139 

4,681 

91.1 

8,834 

10  578 

13  173 

2  954 

2  699 

91.4 

4,654 

10  528 

1 2  559 

2  940 

2  646 

90 .0 

5,225 

19,208 

18,360 

5^365 

4737 

88.3. 

6,854 

38,628 

35,566 

10,789 

9,386 

87.0 

5,888 

17,776 

18,080 

4,965 

4,344 

87.5 

5,368 

20,080 

22,342 

5,608 

5,007 

89.3 

9,148 

5,147 

6,475 

4,410 

3,779 

85.7 

1,221 

66,297 

62,399 

18,516 

17,518 

94.6 

51,880 

37,499 

29,774 

10,474 

9,489 

90.6 

13,504 

(Continued  from  page  22{ 


1948 
Retail  Sales 
U.  S.  ($000) 

15,446 

8,248 
54,502 

9,581 
33,775 
44,557 

4,015 

2,921 
11,222 
87,682 

2,602 

3,287 

4,257 
1 2,933 

4,809 
61,555 
16,088 

4,624 

6,236 

8,523 

8,588 

4,544 

4,087 

8,595 

7,346 

6,945 
10,275 

1,027 
52,479 
17,013 


Employment    Taxable  Pc 
Mid-March     rolls-l  »t  Ql 
1948  1  948  ($M 


7,032 
2,115 

15,054 
1,826 
8,548 

14,659 
331 
1,343 
2,999 

27,529 
390 
1,025 
1,003 
3,990 
2,267 

1 8,992 
4,643 
995 
1,206 
1,157 
2,473 
1,186 
762 
1,416 
2,472 
1,991 
3,300 
136 

19,009 
5,650 


4,1 
1.0 
9,3 
8 

5,8  ' 

9,; 

16,51 
I 

t 


2, 


1,; 
1,: 

10,i 
3,1 


Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  So 
copyright   1950  "Sales   Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  ot  tommei 


WISCONSIN 


SPOT  RATE  FINDER 


Between 
CHICAGO 

and  the 
TWIN  CITIES 

"most  people" 

listen 
"most  often"  to 

>^  K  B  // 

NBC 


ANTIGO,  Langlade,  6,133  fam.,  97.2%  radio, 

5,961  radio  fam. 
WATK,    250w-D,  900kc 

SB        IM      5M       15M     30M  1  Hr 

D                 3.25     5.50    12.00    20.00  35.00 

APPIETON,  Outagamie,  22,783  fam.,  98.2% 

radio,   22,372  radio  fam. 
WHBY,  250w,  1230kc,  MBS,  McKinney 
D       5.75      5.75    13.00    22.00    35.00  60.00 
N      8.75      8.75    16.00    32.00    48.00  80.00 

ASHLAND,  Ashland,  5,413  fam.,  95.8%  radio, 
5,185  radio  fam. 

WATW,  250w,  1400kc,  MBS,  Walker,  O'Con- 
nor 

D       3.00     4.50     9.00    18.00    27.00  45.00 

N      4.50     6.00    15.00    30.00    45.00  75.00 

BELOIT,    Rock,    25,878    fam.,    98.1%  radio, 

25,386  radio  fam. 
WBEL,  Ikw-D,  1380kc 

D  6.00  6.00  10.00  20.00  36.00  60.00 
WGEZ,  250w,   1490kc,  MBS,  Rambeau 

D                 4.80    12.00    19.20    28.80  48.00 

N                 6.00    15.00    24.00    36.00  60.00 

EAU  CLAIRE,  Eau  Claire,  15,149  fam.,  97.1% 
radio,  14,709  radio  fam. 

2  AM  affiliates,  average   1 -time  rate 

D       3.62      4.02     7.67    13.82    27.12  49.00 

N      7.12     7.12    12.37    26.25    50.00  90.00 


5,000  W 

1410  KC 

La  Crosse, 

Wisconsin 

For  Deta 

Is,  Write 

Howard  Dahl,  Manager 

or 

The  O.  L.  TAYLOR  CO. 

(NATIONAL  REPRESENTATIVES) 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


WBIZ,  250w,  1400kc,  ABC,  MBS 

SB        IM      5M      15M  30M 
D       2.00      2.80     5.35      9.65  19.25 
N      4.25     4.25      8.25    17.50  30.00 
WEAU,  5kw,  790kc,   NBC,  Ra-Tel,  Bui 
Johnson 

D  5.25  5.25  10.00  18.00  35.00 
N  10.00  10.00  16.50  35.00  70.00 
WEAU-FM,  Chan.  231,  94.1mc,  60kw, 

Bulmer  &  Johnson 
D  5.25  5.25  10.00  18.00 
N  10.00  10.00  16.50  35.00 
WRFW,  Ikw-D,  lOSOkc,  Forjoe 
D  3.50  3.50  7.50  13.55 
N       4.90     4.90    10.35  18.45 


35.00 
70.00 


26.95 
37.10 


1  Hr 
33.00 
60.00 
mer  & 

65.00 
120.00 
Ra-Tel, 

65.00 
120.00 

46.25 
63.00 


WKTY,  Ikw,  580kc,  ABC,  Weed,  Conlon  | 
SB        IM      5M       15M      30M     1  , 
D       5.50     7.00    10.00    20.00    30.00  SCi 
N      9.00    12.00    20.00    40.00    60.00  lOCj 

WLCX,  250w,  1490kc,  ABC,  MBS  I 
D       4.95      6.60      8.50    17.00    25.50  45 
N      8.00    10.00    17.00    34.00    51.00  St 

lADYSMITH,  Rusk,  4,682  fam.,  95.2%  rai 

4,457  radio  fam. 
WLDY,  250w,  1340kc,  Clark 
D      3.60     3.60     5.20    11.20    16.80  3£ 
N       4.50     4.50      6.50    14.00    21.00  3; 


GET  YOUR  SHARE 
A  Million  Dollars 

every  week  paid  to 
Kenosha  Industrial  Workers 

?M[LWAUKEE  m 
COVER  THIS  AREA  M 

KENOSHA 

OVER  300,000  FAMILIES 
CHICAGO 

Kenosha  Industrial  Payroll 
Average  $73.00  per  week 
HIGHEST     IN  WISCONSIN 

National  Representatives 
EVERETT-McKINNEY 
New  York,      Chicago,      San  Francisco 


FOND  DU   LAC,    Fond  du   Lac,   18,902  fam., 

97.9%  radio,  18,505  radio  fam. 
KFIZ,  250w,  1450kc,  MBS,  Conlan 
D  6.00    10.00    20.00    30.00  50.00 

N  7.00    14.00    28.00    42.00  70.00 

GREEN  BAY,  Brown,  27,352  fam.,  97.9%  ra- 
dio, 26,777  radio  fam. 

2  AM  affiliates,  average  1-time  rate. 

D  6.75  8.50  10.00  22.50  36.00  60.00 
N     10.75    14.75    18.50    43.50    66.50  110.00 

WBAY,  5kw,  1360kc,  CBS 

D       7.50     9.00    10.00    25.00    42.00  70.00 

N  12.50  17.50  21.00  50.00  85.00  140.00 
WDUZ,  250w,  1400kc,  ABC,  Taylor 

D       6.00      8.00    10.00    20.00    30.00  50.00 

N  9.00  12.00  16.00  32.00  48.00  80.00 
WJPG,  Ikw-D,  810kc,  Ra-Tel 

D       5.00      4.00    12.50    27.50    40.00  50.00 

N      5.00      5.00    15.00    35.00    45.00  60.00 
WJPG-FM,  Chan.  266,  101. Imc,  14.4kw,  Ra- 
Tel,  Bonus  daytime  only 

N                          5.00    10.00    15.00  25.00 

JANESVILLE,  Rock,  4,682  fam.,  98.1%  radio, 

4,457  radio  fdm. 
WCLO,  250w,  1230kc,  MBS,  Rambeau 
D       5.60     5.60    14.00    22.40    33.60  56.00 
N      7.00      7.00    17.50    28.00    42.00  70.00 
WCLO-FM,   Chan.    260,  99.9mc,    15kw,  Ram- 
beau, Bonus 

KENOSHA,  Kenosha,  20,993  fam.,  99%  radio, 

20,783  radio  fam. 
WLIP,  250w-D,  lOSOkc,  McKinney 
D       8.75      8.75    10.00    19.00    30.00  50.00 

LACROSSE,  LaCrosse,  18,881   fam.,  98%  ra- 
dio, 18,503  radio  fam. 

3  AM   affiliates,   average   1-time  rate. 

D  5.35  7.03  9.50  19.00  28.50  47.50 
N      8.66    11.33    19.00    38.00    57.00  95.00 

WKBH,  5kw,  1410kc,  NBC,  Taylor,  Conlan 
D       5.60     7.50    10.00    20.00    30.00  50.00 
N      9.00    12.00    20.00    40.00    60.00  100.00 


For  Facts  on  the 
Milwaukee  Market 
Contact 

HEADLEY-REED 

Representatives  of 
Radio  Station 

WEMP 


A  BETTER  Than  Ever 
METROPOLITAN 
MARKET 

MADISON.  WIS. 

Now  over  100,000  populatio 
Served  best  for  25  years  by 

WIBA 

PLUS  WIBA-FM 

5000  WATTS 
T310  KC 
NBC 

AUDIENCE  PROOF 
BY  BMB,  HOOPER 
AND  CONLAN 

Represented  By 
AVERY-KNODBL,  INC. 
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Telecast 


WTiere  Bossy  Is  Queen 
WKOW  Reigns  Supreme 


Only 

WKOW 


gives  you  ALL  the  cream  of 
"America's  Dairyland 


9^ 


-  X  7 


Wisconsin's  only  10,000  watt  station  reaches  this  dairyland  (9  of 
the  200  richest  farm  counties  in  the  nation)  with  its  steady 
income.    The  half  millivolt  area  includes: 


•  256,700  Farmers  With  An 
Average  Income  of  $6,324  Per 
Family  (They  make  up  40% 
of  Wisconsin's  total  farm  buy- 
ing power) 

In  addition,  WKOW  gives  you  a  valuable  "honus" — a  large,  responsive 
audience  throughout  most  of  Wisconsin.  (Ask  us  to  show  you  the 
evidence — if  surprised  even  u^!) 


•  874,000  People  Who  Spent 
§875,000,000  in  1949  (13,279 
retail  sales  per  family  — 
248,500  radio  homes) 


MADISON,  Dane,  47,068  fam.,  98.7%  radio, 
46,456  radio  fam. 


3  AM  afFiliates,  average  1-time  rate. 

SB  IM  5M  15M  30M  1  Hr 
D  7.52  7.52  14.66  26.08  46.00  76.66 
N     12.83    12.83    25.00    45.00    80.00  133.33 


WFOW(FM),  Chan.  285,  104.9mc,  930w 


.85 
1.25 


1.00 
1.75 


2.00 
3.00 


4.50  8.00  15.00 
5.50    12.00  20.00 


WIBA,    5l<w,     1310'<c,     NBC,  Avery-Knodel, 
Hooper,  Conlan,  BMB 

D  9.00  9.00  18.00  31.50  54.00  90.00 
N     15.00    15.00    30.00    52.50    90.00  150.00 


WIBA-FM,  Chan.  268,  101. 5mc,  45kw,  Avery- 
Knodel,  Bonus 


Wise,  Ikw,  1480kc,  ABC,  Arrowhead,  Ra-Tel 

D  4.75  4.75  8.00  17.25  30.00  50.00 
N       8.50      8.50    15.00    32.50    60.00  100.00 


WISC-FM,   Chan.   251,   98.1mc,    Ikw,  Ra-Tel, 

Bonus 


WKOW,  lOkw-D,  5kw-N,  1070kc,  CBS,  MBS, 
Headley-Reed 

D       9.00      9.00  18.00    30.00    54.00  90.00 

N     15.00    15.00  30.00    50.00    90.00  150.00 


MANITOWOC,  Manitowoc,  18,605  fam.,  98.4% 
radio,  18,307  radio  fam. 


WOMT,  250w,  1240kc,  MBS,  Ra-Tel.  Conlan 

D  5.50  6.50  11.00  18.50  31.00  52.00 
N      6.50     7.50    15.00    26.00    43.00  72.00 


MARINETTE,    Marinette,    9,976   fam.,  96.6% 
radio,  9,636  radio  fam. 


WMAM,  250W-D,  lOOw-N,  570kc,  NBC,  Meeker 

D  6.00  6.00  13.00  22.00  35.00  60.00 
N      8.00     8.00    16.00    32.00    48.00  80.00 


MARSHFIELD,  Wood,  14,112  fam.,  97%  radio, 
13,688  radio  fam. 


WDLB,  250w,  1450kc 

D      3.60     6.00     9.00    17.00  25.00  42.00 

N      4.20     7.00    14.00    28.00  42.00  70.00 

WDLB-FM,  Chan.  280,  103.9mc,  250w,  Bonus 


MEDFORD,  Taylor,  5,151   fam.,  94.2%  radio, 
4,852  radio  fam. 

WIGM,  250w,  1490kc,  MBS,  Continental 

SB        IM      5M       15M      30M  1  Hr 

D       1.50     4.25      6.00    10.50    18.50  28.50 

N       1.50      4.25      6.00    10.50    18.50  28.50 


MERRILL,    Lincoln,  6,194  fam.,  95.1%  radio, 
5,890  radio  fam. 

WLIN,  Ikw-D,  730kc 

D       4.50      4.50     7.50    15.00    35.00  50.00 

N       6.00     6.00    12.50    25.00    40.00  70.00 

WLIN-FM,  Chan.  264,  100.7mc,  9.7kw,  Bonus 


MILWAUKEE,      Milwaukee,      240,565      fam  , 
98.7%  radio,  237,437  radio  fam. 


3  AM  affiliates,  average  1-time  rate 

D     23.25    30.25    37.50    64.33    98.58  156.66 

N     45.72    58.50    70.00  125.33  190.50  313.33 


4   AM    non-affiliates,   overage    1-time  rate 
D      10.43    10.12    16.22    32.50    52.50  83.33 
N     12.75    12.33    21.66    41.66    70.00  100.00 


WEMP,  250w,  1340kc,  Headley-Reed,  Hooper 
D     10.80    12.00    15.00    30.00  60.00 
N     13.50    15.00    25.00    45.00  90.00 


WEMP-FM,  Chan.  231,  94.1  mc,  35kw,  Head- 
ley-Reed, Bonus 

WFOX,  250w-D,  860kc,  Ra-Tel 

D                 8.00    16.00    32.00  48.00  80.00 

N                10.00    20.00    40.00  60.00  100.00 


WISN,  5kw,  1150kc,  CBS,  Katz 

D     23.25    23.25    45.00    60.00    93.75  150.00 

N     46-50    46.50    90.00  120.00  187.50  300.0I1_ 


WISN-FM,  Chan.  275,  i62.9mc,  3kw,  Katr, 
Bonus 


WMAW,  5kw,  1250kc,  ABC,  Avery-Knodel 
D      15.00    15.00    30.00    45.00    70.00  100.00 
N     30.00    30.00    50.00    80.00  120.00  200.00 


WMIL,  Ikw-D,  1290kc,  Forjoe,  Hooper 

D     12.00    12.00    20.00    40.00    60.00  100.00 


WOKY,  Ikw,  920kc,  Weed 

D       8.50      8.50    14.00    28.00    42.00  70.00 

N     12.00    12.00    20.00    40.00    60.00  100.00 


WTMJ,  5k w,  620kc,  NBC,  Retry 

D     31.50    52.50  88.00  132.00  220.00 

N     60.66    99.00  176.00  264.00  440.00 

(Continued  on  page  230) 


WKOW— Wisconsin's  Most  Powerful 
Station— Now  CBS! 

MADISON,  WISCONSIN 

Represented  by  Headley-Reed 
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WISCONSIN 

SPOT  RATE  FINDER 

(Continued  from  page  229) 

WTMJ-FM,  Chan.  227,  93.3mc,  50kw,  Bonus 
WT/AJ-TV,  Chan.  3,  10.2kw-aor.;  16.1kw-vis., 
ABC,     CBS,     NBC,     DuMont,  Harrington, 
Righter,  Parsons 

SB  1M  5M  15M  30M  1  Hr 
D  40.00  40.00  56.25  90.00  135.00  225.00 
N  80.00  80.00  112.50  180.00  270.00  450.00 
NEENAH,   Winnebago,    25,093   fom.,  98.2% 

radio,  24,641    radio  fam. 
WNAM,  Ikw,  1280kc,  BMB 
D      4.50     6.00    10.00    30.00    50.00  70.00 
N      4.50     6.00    10.00    30.00    50.00  70.00 
WNAM-FM,  Chan.  253,  98.5mc,  3.2kw,  (Store- 
casts) 

OSHKOSH,  Winnebago,  25,093  fam.,  98.2% 

radio,  24,641  radio  fam. 
WOSH,  250w,  1490kc,  ABC,  Cooke,  Conlan 
D       6.00     6.00    13.00    22.00    35.00  60.00 
N       8.00     8.00    16.00    32.00    48.00  80.00 
WOSH-FM,  Chan.  225,  92.9mc,  3.5kw,  Cooke, 

Bonus 

POYNEnE,  Columbia,  9,475  fam.,  97.4%  ra- 
dio, 9,228  radio  fam. 
WIBU,  250w,  1240kc 

D  4.50  4.50  9.00  18.00  24.00  36.00 
N  5.00  5.00  11.00  19.00  30.00  48.00 
WWCF  (FM),  Chan.  235,  94.9mc,  37kw,  Bonus 
RACINE,    Racine,   30,476   fam.,   99%  radio, 

30,171    radio  fam. 
WRAC,  500w-D,  1460kc 

D  9.00    15.50    28.00    42.00  70.00 

WRJN,  250w,  UOOkc,  ABC,  Walker,  BMB 
D     10.00    13.00    20.00    37.00    55.00  92.00 
N     10.00    13.00    20.00    37.00    55.00  92.00 
WRJN-FM,  Chan.  264,  100.7mc,  15kw,  Walker, 
Bonus 

RHINEIANDER,   Oneida,   5,727  fam.,  95.6% 

radio,  5,475  radio  fam. 
WOBT,   250w,    1240kc,  MBS 
D       4.00     4.00     6.00    12.00    18.00  30.00 
N      6.00     6.00    10.00    20.00    30.00  50.00 
RICE  LAKE,   Barron,  9,687  fam.,  96.4%  ra- 
dio, 9,338  radio  fam. 
WJMC,  250w,   1240kc,  MBS,  Ra-Tel,  Bulmer- 
Johnson 

D  2.95     5.70    12.10    24.15  39.80 

N  3.95      7.60    16.10    32.20  55.20 

WJMC-FM,    Chan.   242,   96.3mc,   4.4kw,  Ra- 
Tel,  Buimer  &  Johnson,  Bonus 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 
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Now  you  can  Cover 

SOUTHWESTERN  WISCONSIN 

AT 

LOCAL  RATES  !  ! 


LQ€)  K  AT  THE  MAP  .  .  . 
LOG  K   AT  OUR  RATES  . 

.  .  .  then  buy  WRCO 


RICHLAND  CENTER,  WISCONSIN 


1  450  KILOCYCLES 


250  WATTS 


MARKET  INDICATORS  FOR  WISCONSIN 


CLASSIFICATIONS 

ifpulation   

1%  of  U.  S  


imilies   

ircent  Radio 


FIGURES  YR. 
3,417,372  '50 
2.28%  '50 

954,573  '50 

97.7%  '49 


^dio  Families   932,617  '50 

i 

?tail  Sales   $3,440,207,000  '49 

ptail  Trade  Employes   169,917  '48 

holesale  Sales  Volume   $2,747,009,000  '48 


holesale  Trade  Employes 


tnployment  (Mid-March) 


iK        *  * 


:HLAND    center,    Richland,    5,373  fam., 
95.9%  radio,  5,152  radio  fam. 
RCO,  250w,  1450kc 

SB        IM      5M      15M     30M  1  Hr 

3.50     4.00     6.00    12.00    18.00  30.00 

5.00     6.00    10.00    20.00    30.00  50.00 

'  AWANO,  Shawano,  9,831  fam.,  95.9%  ra- 
dio, 9,427  radio  fam. 
TCH,  Ikw-D,  960kc 

5.00     6.25    13.50    26.50    42.00  38.00 

iBOYGAN,  Sheboygan,  22,462  fam.,  98.5% 
:idio,  22,125  radio  fam. 
HBL,  Ikw-D,  250w-N,  1330kc,  ABC,  Taylor, 
Tonlan,  BMB 

6.00     6.00    16.00    24.00    36.00  60.00 
10.00    10.00    24.00    36.00    54.00  90.00 
-BL-FM,  Chan.  262,  100.3mc,  15kw,  Bonus 

EVENS  POINT,  Portage,  9,733  fam.,  95.9% 
adio,  9,333  radio  fam. 
TWT,  250W-D,  lOlOkc,  Holman 

5.70     5.70    11.45    22.85    34.30  57.45 


40,476  '48 


819,815  '48 


FIGURES  YR, 

3,137,587  '40 

2.39%  '40 

826,940  '40 

95.5%  '46 

814,000  '46 

3,231,155,000  '49 

111,028  '39 

825,000,000  '39 

27,182  '39 

791,486  '47 


For  Facts  on  the 
Madison  Market 
Contact 

HEADLEYREED 

Representatives  of 
Radio  Station 

WKOW 


SUPERIOR,  Douglas,   12,975  fam.,  97%  ra- 
dio, 12,585  radio  fam. 

WDSM,   5kw,   710kc,    ABC,    Free   &  Peters, 
Hooper 

SB  IM  5M  15M  30M  1  Hr 
D  6.00    10.00    20.00    30.00  50.00 

N  10.00    20.00    40.00    60.00  100.00 

WATERTOWN,  Jefferson,  12,027  fam.,  98.1% 
radio,  11,798  radio  fam. 

WTTN,  250w-D,  1580kc 

D      4.00     5.00     9.00    14.00    26.00  50.00 

WAUKESHA,  Waukesha,  3,900  fam.,  99%  ra- 
dio, 3,736  radio  fam. 

WAUX,  250w-D,  1510kc,  Ra-Tel 

D  6.00    11.00    18.00    36.00  70.00 

WAUX-FM,  Chan.  231,  95.3mc,  lOOw,  Ra-Tel, 
Bonus 

WAUSAU,  Marathon,  22,439  fam.,  96.6%  ra- 
dio, 21,676  radio  fam. 
WSAU,  250w,  1400kc,  NBC,  Meeker 
D      6.00     6.75  14.00    24.00  40.00 

N      8.00     9.00  24.00    36.00  60.00 

WISCONSIN    RAPIDS,   Wood,    14,112  fam., 
97%  radio,  13,688  radio  fam. 

WFHR,  250w,  1340kc,  MBS,  Crossley 
D      6.00     6.00     9.00    17.00    25.00  42.00 
N      7.00     7.00    14.00    21.00    28.00  70.00 
WFHR-FM,  Chan.  277,  103.3mc,  2kw,  Bonus 
8,480  radio  fam. 


Taxable  Payrolls  (1st  quarter)  $  526,720,000  '48  456,013,000  '47 

Income                                    $4,763,000,000  '48  1,622,000,000  '40 

Percent  distribution                        2.31%  '48  2.14%  '40 

Per  Capita  Income                            $1,443  '48  516  '4* 

Percent  of  national  per  capita 

income                                           102%  '48  90%  '40 

New  Construction  (Private) . .  $  297,100,000  '49  81,700,000  '39 

Residential                           $  136,100,000  '49  40,400,000  '39 

Non-Residential                    $    81,800,000  '49  14,700,000  '39 

Value  added  by  Manufacture.  $2,260,574,000  '47  681,970,000  '39 

Automobile  Registration                  1,124,641  '49  1,042,035  '48 

Telephones                                      909,000  '49  676,800  '45 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 
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WISCONSIN  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Adams  

Ashland  

Barron  

Bayfield  

Brown  

BufFalo  

Burnett  

Calumet  

Chippewa  

Clark  

Columbia  

Crawford  

Dane  

Dodge  

Door  

Douglas  

Dunn  

Eau  Claire  

Florence  

Fond  du  Lac. 

Forest  

Grant  

Green  

Green  Lake.... 

Iowa  

Iron  

Jackson  

Jefferson  

Juneau  

Kenosha  

Kewannee  

La  Crosse   

Lafayette  

Langlade  

Lincoln  

Manitowoc  

Marathon  


1949 

1948 

Employment 

Taxable  Pay 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls— 1st  Oti 

Population 

Population 

Families 

iladio-FamilidS 

(Est.)  ($000) 

U.  S.  ($000) 

1948 

1948  ($000 

7,897 

8,449 

2,205 

2,072 

94.0 

3,154 

3,997 

287 

9 

19,380 

21,801 

5,413 

5,185 

95.8 

20,532 

19,050 

3,024 

1,42 

34,683 

34,289 

9,687 

9,338 

96.4 

27,806 

34,775 

3,417 

1,48 

13,715 

15,827 

3,831 

3,658 

95.5 

8,414 

6,660 

1,040 

44 

97,922 

83,109 

27,352 

26,777 

97.9 

119,535 

97,567 

23,109 

14,47 

14,698 

16,090 

4,105 

3,957 

96.4 

9,156 

8,617 

1,017 

3? 

10,199 

11,382 

2,848 

2,711 

95.2 

5,433 

5,905 

558 

20, 

18,797 

17,618 

5,250 

5,139 

97.9 

12,574 

15,991 

2,458 

1,35 , 

42,671 

40,703 

11,919 

11,454 

96.1 

32,404 

36,201 

4,644 

3,5J  1 

32,380 

33,972 

9,044 

8,582 

94.9 

21,690 

25,405 

2,396 

1,U 

33,924 

32,517 

9,475 

9,228 

97.4 

31,684 

35,073 

4,597 

17,661 

18,382 

4,933 

4,745 

96.2 

10,143 

1 1,184 

1,739 

/I' 

168,504 

130,660 

47,068 

46,456 

98.7 

199,396 

172,737 

38,019 

21,£{ 

57,503 

54,280 

16,062 

15,724 

97.9 

39,944 

42,558 

9,161 

5,2ir 

i,oj 

20,690 

19,095 

5,779 

5,588 

96.7 

16,925 

18,573 

2,040 

46,453 

47,119 

12,975 

12,585 

97.0 

51,406 

39,699 

6,367 

3,41, 

27,245 

27,375 

7,610 

7,328 

96.3 

18,176 

20,519 

2,526 

1,3' 

54,236 

46,999 

15,149 

14,709 

97.1 

61,463 

53,022 

15,655 

11,01 

3,737 

4,177 

1,043 

998 

95.7 

1,957 

1,996 

135 

1 

7,7^ 

67,671 

62,353 

18,902 

18,505 

97.9  ~ 

68,131 

67,836 

13,464 

9,408 

11,805 

2,627 

2,500 

95.2 

6,573 

5,811 

1,199 

... 
6. 

41,541 

40,639 

11,603 

11,162 

96.2 

33,033 

36,429 

3,205 

1,3S  ■ 

24,125 

23,146 

6,738 

6,562 

97.4 

24,902 

29,464 

3,063 

1,4!  ; 

14,738 

14,092 

4,116 

3,971 

96.5 

13,372 

15,775 

2,069 

19,555 

20,595 

5,462 

5,265 

96.4 

11,928 

12,641 

1,174 

48., 

8,677 

10,049 

2,423 

2,340 

96.6 

7,029 

.  6,428 

1,778 

1,11  , 

16,033 

16,599 

4,478 

4,227 

94.4 

11,017 

11741 

1,074 

4\ 

43,059 

38,868 

12,027 

11,798 

98.1 

44,239 

44,589 

8,542 

4,7r 

18,911 

18,708 

5,282 

5,033 

95.3 

12,384 

14,613 

1,298 

75,157 

63,505 

20,993 

20,783 

99.0 

75,902 

73,588 

24,057 

16,4:' 

17,347 

16,680 

4,845 

4,675 

96.5 

10,523 

12,226 

2,704 

1,4  < 

67,597 

59,653 

18,881 

18,503 

98.0 

74,863 

69,333 

18,175 

11,1.>  I 

18,115 

18,695 

5,060 

4,898 

96.8 

12,954 

14,717 

997 

3':  ; 

21,959 

23,227 

6,133 

5,961 

97.2 

20,381 

20,734 

2,584 

1,2;  „ 

22,176 

22,536 

6,194 

5,890 

95.1 

17,436 

19,913 

3,803 

1,9:, 

66,607 

61,617 

1 8,605 

18,307 

98.4 

70,251 

59,975 

17,258 

9,9  -  - 

80,332 

75,915 

22,439 

21,676 

96.6 

65,023 

68,992 

15,215 

9,2'  * 

Sources:  1950  Population,  field  reports,  1950  Census;  1940  Population, 
copyright  1950  "Sales  Management."    Further  reproduction 


1940  Census;  1950  Families  and  1950  Radio  Families, 
unlicensed.    1948   Retail  Sales;  Employment,  Mid-March 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sale 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerci 


Win  With  A  Winner 


I: 


1.  High  Hoopers*  — 6th  Highest  Hooperated  Inde- 
pendent in  the  Nation  between  6:00  and  10:00  P.M.  In 
Milwaukee  consistently  No.  3  Morning,  Afternoon  and 
Evenings.  No.  1  on  individual  program  ratings  competi- 
tive to  National  Network  Shows. 


3.  Top  Programming —  24  Hours  of  Music,  News 
and  Sports.  Continuous  popular,  familiar  music  native 
to  Milwaukee,  interrupted  only  by  clear,  concise  5  min. 
newscast  and  leading  play-by-play  Sports  broadcasts. 


IP 


2.  tower  CosfS  —  No  other  station  in  Milwaukee  de- 
livers audience  at  a  lower  cost  per  1000.  At  the  250ti 
frequency,  $9.75  buys  a  Nighttime  minute  —  $7.80  a 
daytime  minute. 


4.  Personnel  —  Highest  Paid  Program  Staff  with  ex- 
ception one  Network  Station.  Air  Salesmen  —  not 
announcers.    Full  time  local  news  staff. 

Based  on  Dec-April  Hooperatings  and  May-June  Index 


WE 


24  Hours  of  Music,  News  and  Sports 


HEADLEY  REED,  Nat'l.  Reps. 


HUGH  BOICE,  Gen'l.  Mgr. 
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unty 

larinette  

rquette... 
ilwaukee.. 

jonroe  

Iconto  

Ineida  

lutagamie  . 

jzaukee  

\p>n  

erce-  

■"ilk  

■prtage  

fJice  

J3cine  

hiand  

hck  

Msk  

\.  Croix  .  . 

|iuk  

.iiwyer  

"tawano  


tieboygan  

I^ylor  

^empealeau.. 

jlernon  

ilas  

.Calworth  

/ashburn  

f  ashington... 

f  L^Vaukesha  

tj'aupaco  

^I'aushara  

nnebago.... 
I'ood  


'Sit 


j^iources:  1950  Population,  field  reports,  1950  Census; 
'  copyright   1950  "Sales   Management."  Furth 


1950 
Population 

1940 
Population 

1950 
Families 

1950 
Rodio-Families 

%  Radio 

1949 
Retail  Sales 
(Est.)  ($000) 

1948 
Retail  Sales 
U.  S.  ($000) 

Employnrtent 
Mid-March 
1948 

Taxable  Pay- 
rolls-lst  Qtr. 
1948  ($000) 

35,716 

36,225 

9,976 

9,636 

96.6 

29,536  , 

28,699 

6,215 

3,652 

8,811 

9,097 

2,461 

2,355 

95.7 

5,584 

6,025 

572 

214 

861,226 

766,885 

240,565 

237,437 

98.7 

1,104,853 

921,287 

324,556 

225,073 

31,175 

30,080 

8,708 

8,246 

94.7 

22,147 

20,918 

2,346 

996 

26,212 

27,075 

7,321 

7,042 

96.2 

14,151 

17,369 

2,363 

1,122 

20,505 

18,938 

5,727 

5,475 

95.6 

22,680 

21,825 

3,530 

2,124 

81,564 

70,032 

22,783 

22,372 

98.2 

84,785 

78,434 

18,980 

11,679 

23,302 

18,985 

6,508 

6,390 

98.2 

18,368 

21,308 

4,611 

2.892 

7,430 

7,897 

2,075 

1,996 

96.2 

5,965 

6,166 

549 

220 

21,409 

21,471 

5,980 

5,764 

96.4 

16,848 

17,190 

1,706 

737 

24,880 

26,197 

6,949 

6,719 

96.7 

17,855 

21,430 

2,074 

841 

34,845 

35,800 

9,733 

9,333 

95.9 

26,972 

26,157 

5,273 

3,007 

16,338 

18,467 

4,563 

4,321 

94.7 

13,031 

12,677 

1,808 

1,044 

109,105 

94,047 

30,476 

30,171 

99.0 

115,014 

114,783 

36,521 

26,396 

19,236 

20,381 

5,373 

5,152 

95.9 

12,555 

16,404 

1,390 

596 

92,644 

80,173 

25,878 

25,386 

98.1 

107,170 

98,487 

26,219 

18,391 

16,762 

17,737 

4,682 

4,457 

95.2 

11,739 

12,696 

1,182 

569 

25,890 

24,842 

7,231 

7,057 

97.6 

19,165 

21,432 

2,013 

997 

38,088 

33,700 

10,639 

10,266 

96.5 

31,207 

34,640 

3,707 

1,698 

10,275 

11,540 

2,870 

2,697 

94.0 

8,244 

8,042 

650 

228 

35,198 

35,378 

9,831 

9,427 

95.9 

22,071 

23,409 

2,955 

1,388 

80,415 

76,221 

22,462 

22,125 

98.5 

83,573 

76,050 

20,672 

13,132 

18,441 

20,105 

5,151 

4,852 

94.2 

10,219 

11,672 

1,690 

900 

23,623 

24,381 

6,598 

6,327 

95.9 

15,783 

17,471 

1,616 

650 

27,879 

29,940 

7,787 

7,421 

95.3 

16,698 

17,872 

2,281 

890 

9,255 

8,894 

2,585 

2,460 

95.2 

10,409 

10,208 

883 

403 

41,413 

33,103 

11,567 

11,347 

98.1 

42,527 

45,580 

6,414 

3,491 

11,629 

1 2,496 

3,248 

3,118 

96.0 

8,585 

9,295 

882 

349 

33,881 

28,430 

9,463 

9,273 

98.0 

23,819 

31,116 

7,293 

4,359 

85,683 

62,744 

23,933 

23,693 

99.0 

68,768 

67,527 

13,831 

8,800 

34,986 

32,614 

9,772 

9,439 

96.6 

28,795 

35,606 

5,564 

2,816 

13,962 

14,268 

3,900 

3,736 

95.8 

8,473 

10,673 

801 

272 

89,833 

80,507 

25,093 

24,641 

98.2 

97,920 

87,936 

28,988 

18,858 

50,524 

44,465 

14,112 

13,688 

97.0 

42,965 

46,432 

12,053 

8,182 

1940  Population 
er  reproduction 


1940  Census;  1950  Families  and  1950  Rad 
unlicensed.     1948    Retail  Sales;  Employment, 


io  Families, 
Mid-March 


BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Soles, 
1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce. 


WYOMING 


18.00 
30.00 


18.00 
30.00 


18.75  35.00 
96.6%  radio. 


I  SPOT  RATE  FINDER 

ASPER,  Natrona,  8,743  fam.,  97.0%  radio, 
8,480  radio  fam. 

AM  affiliates,  average  1 -time  rate 

SB         IM       5M       15M      30M  1  Hr 

3.50      3.50      6.65    10.90    18.00  30.00 

5.00      5.00    11.00    18.00    30.00  50.00 

SPR,  Ikw,  1470kc^  MBS,  Sears-Avery,  Inter- 
I  mountain  Net,  Conlan 

3.50     3.50      6.50  10.80 

5.00      5.00    11.00  18.00 
VOC,  250w,  1230kc,  ABC 
I       3.50      3.50      6.80  11.00 
1      5.00      5.00    11.00  18.00 
HEYENNE,  La'omie,  13,270  fam.,  98.2%  ra- 
'  dio,  13,031   radio  fam. 

IFBC,  250w,  1240kc,  ABC,  McGillvra,  Conlan 
J  4.00  4.00  7.50  15.00  26.25  45.00 
ft  6.00  6.00  12.50 
KDDY,  Park,  4,241  fam. 

radio  fam. 
ODI,  250w,  1400kc 
2.75      3.75  6.00 
2.75      3.75  7.50 
^NDER,   Fremont,  5,441 

5,163  radio  fam. 
;PVE,  250w,  1230kc,  MBS 

3.50      3.00      5.00  9.00 
4.50     3.50      6.00  10.00 
URAMIE,  Albany,  5,293  fam., 

5,128  radio  fam. 
lOWB,  250w,  13<i0kc,  MCS,  Grant 

4.50  6.00  8.00  16.00  24.00  40.00 
ji  6.00  7.50  11.00  22.00  33.00  55.0G 
jlDWELL,  Pork,  4,241  fam.,  96.6%  radio, 
V  4,096  radio  fam. 

^OW,  Ikw,  1260kc,  MBS,  Avery-Knodel 

;       4.00     4.00     7.50    15.00    26.00  45.00 

4.00  4.00  7.50  15.00  26.00 
AWLINS,  Carbon,  4,325  fam.,  95.8% 

4,143  radio  fom. 
,«AL,  250w,  1240kc,  ABC,  McGillvra 
H      2.75      2.75      6.00    12.00  18.00 
!(      4.00      4.00      8.00    16.00  24.00 


12.00 
15.00 
fam.. 


20.00 
25.00 
94.9% 


30.00 
50.00 


30.00 
50.0D 


60.00 
4,096 


32.00 
40.00 
■adio. 


16.00  27.50 
18.00  30.00 
96.9%  radio. 


45.00 
radio. 


30.00 
40.00 


IVERTON,  Fremont,  5,441  fam., 
dio,  5,163  radio  fam. 


94.9%  ro- 


'lote:  All  Rates  one-time.  Sources:  Families 
md  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
MB.  For  complete  explanation  see  foreword. 


BROADCASTIN^^TELECASTING 

MARKETBOOK  MAP 


WYOMING 


®    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
<i)  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  Br  WALTS  P.  BUflN,  MIDDIEBURT,  VBMOHT 

©  1950.  Broadcasting  Publications,  Inc. 


Scat,  of  Wit, 


KWRL,  250w,  1450kc 

SB         IM       5M       15M      30M  1  Hr 

D       3.00      4.00     7.00    15.00    25.00  40.00 

N       3.00      4.00      7.00    15.00    25.00  40.0D 

ROCK    SPRINGS,    Sweetwater,    6,127  fam., 

97.1%  radio,  5,949  radio  fam. 

KVRS,   Ikw-D,   500w-N,    1360kc,   MBS,  Inter- 

mountain  Net.,  Avery-Knodel,  BMB 

D       5.00      5.00    10.00    18.50    27.50  45.00 

N      7.50     7.50    12.50    25.00    37.50  60.00 


SHERIDAN,  Sheridan,  5,459  fam.,  97.3%  ra- 
dio, 5,311    radio  fam. 

KWYO,  Ikw-D,  500w-N,  1410kc,  MBS,  Avery- 
Knodel,  BMB 

SB         IM       5M       15M      30M     1  Hr 

D       3.75      3.75      7.50    15.00    26.2.')  45.00 

N       5.00      5.00    10.00    20.00    35.00  60.00 

TORRINGTON,    Goshen,    3,515    fam.,  97.6% 
radio,  3,430  radio  fam. 


KGOS,  250w,  1490kc 

SB  IM  5M 
D  2.50  3.00  7.50 
N       2.50      3.00  7.50 


15M  30M  1  Hr 
15.00  25.00  40.00 
15.00    25.00  40.00 
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WORLAND,  Washakie,  2,026  fam.,  96.6°o  ra- 
dio,  1,957  radio  fam. 
KWOR,  250w,  1490kc 

D  3.00  4.00  7.00  15.00  25.00  40.00 
N       3.00      4.00      7.00    15.00    25.00  40.00 
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MARKET  INDICATORS  FOR  WYOMING 


CLASSIFICATIONS  FIGURES 

Population    288,707 

%  of  U.  S   0.19% 

Families    80,644 

Percent  Radio    97.1% 

Radio  FamiUes   78,305 

Retail  Sales   $  360,031,000 

Retail  Trade  Employes   14,159 

Wholesale  Sales  Volume   $  147,903,000 

WTiolesale  Trade  Employes  . . .  2,137 

Employment  (Mid-March)  . . .  47,671 

Taxable  Payrolls  (1st  quarter)  $  29,619,000 


YR. 

FIGURES 

YR. 

'50 

250,742 

'40 

'50 

0.19% 

'40 

'50 

69,220 

'40 

'49 

91.4% 

'4S 

'50 

66,800 

'46 

'49 

307,161,000 

'48 

48 

O  fit  Q 

'48 

37,000,000 

'39 

'48 

1,204 

'39 

'48 

44,363 

'47 

'48 

25,472,000 

'47 

Income   

Percent  distribution   

Per  Capita  Income  

Percent  of  national  per  capita 

income   

New  Construction  (Private) . . 

Residential   

Non-Residential  

Value  added  by  Manufacture. 

Automobile  Registration  

Telephones  


426,000,000 

'48 

151,000,000 

•40  4 

0.21% 

'48 

0.20% 

'40 

OU«J 

'in 

lUoTo 

'AS 

1 1 ,6UU,UUU 

^  i 

1  ^  1  nn  nnn 

Xo,XUv,UUU 

'QQ  ■ 

n  AAA  AAA 

D,UUU,UUU 

'/I  T 
1  i 

0,DUU,UUU 

OU 

er  QAA  AAA 

1  snn  nnn 

OO 

34,957,000 

'47 

15,336,000 

'39 

114,206 

'49 

101,635 

'48  ; 

66,400 

'49 

44,100 

'45  |. 

Note:  1949  Retail  Sales,  copyright  1950  "Sales  Management."  Further  reproduction 
unlicensed.  1948  Retail  Sales,  Dept.  of  Commerce,  1948  Census  of  Business. 


WYOMING  RADIO  MARKET  DATA  BY  COUNTIES 


County 

Albany   

Big  Horn   

Campbell   

Carbon   

Converse   

Crook   

Fremont   

Goshen   

Hot  Springs  

Johnson   

Laramie   

Lincoln   

Natrona   

Niobrara   

Park   

Platte   

Sheridan   

Sublette   

Sweetwater   

Teton   

Uinta   

Washakie   

Weston   

Yellowstone  National  Park 


1949 

1943 

Employment 

Taxable  Pay- 

1950 

1940 

1950 

1950 

%  Radio 

Retail  Sales 

Retail  Sales 

Mid-March 

rolls-lst  Qtr. 

Population 

Population 

Families 

Radio-Families 

(Est.)  ($000) 

U.  S.  (SOOO) 

1948 

1948  ($000) 

18,952 

1 3,946 

5  1 28 

96.9 

22,748 

18,340 

2,567 

1,227 

13,188 

1 2,91 1 

o,OoO 

3  583 

97.3 

1 2  038 

10,307 

1,263 

712 

r 

4,849 

6,048 

1,354 

1,320 

97.5 

5,720 

5,764 

385 

167 

15,485 

12,644 

4,325 

4,143 

95.8 

20,496 

15,291 

2,036 

1,134 

5,852 

6,631 

1,634 

1,593 

97.5 

7,754 

6,406 

625 

333 

4,738 

5,463 

1,323 

1,262 

95.4 

2,944 

3,507 

281 

103^ 

19,480 

16,095 

5,441  ' 

5,163 

94.9 

16,031 

17,907 

1,348 

653;' 

12,586 

1 2,207 

3,515 

3,430 

97.6 

10,203 

12,596 

1,014  . 

451 

1 

5,207 

4,607 

1,454 

1,411 

97.1 

5,036 

5,799 

767 

449 1 

4,725 

4,980 

1,319 

1,275 

96.7 

5,188 

4,752 

356 

1441: 

47,509 

33,651 

13,270 

13,031 

98.2 

60,829 

46,425 

7,502 

4,274 

8,973 

10,286 

2,506 

2,458 

98.1 

9,635 

8,094 

1,586 

969 

31,300 

23,858 

8,743 

8,480 

97.0 

54,324 

40,767 

6,491 

4,107 

4,684 

5,988 

1,308 

1,273 

97.4 

7,203 

5,828 

1,250 

941.., 

15,185 

10,976 

4,241 

4,096 

96.6 

19,985 

19,305 

2,039 

1,25; 

t 

7,883 

8,013 

2,201 

2,126 

96.6 

8,760 

8,374 

902 

sn] 

19,546 

19,255 

5,459 

5,311 

97.3 

29,773 

23,097 

2,752 

1,44; 

1 

2,450 

2,778 

684 

661 

96.7 

2,622 

2,044 

182 

75 

21,938 

19,407 

6,127 

5,949 

97.1 

31,283 

24,205 

4,709 

3,04; 

2,538 

2,543 

708 

680 

96.1 

3,553 

3,643 

213 

10: 

7,295 

7,223 

2,037 

1,973 

96.9 

8,932 

7,918 

781 

36/ 

7,255 

5,858 

2,026 

1,957 

96.6 

7,734 

8,981 

667 

34( 

6,703 

4,958 

1,872 

1,812 

96.8 

5,472 

5,611 

561 

29C 

344 

416 

96 

96 

100.0 

1,768 

2,200 

17 

Sources:  1950  Population,  field  reports,  1950  Census.;  1940  Population,  1940  Census;  1950  Families  and  1950  Radio  Families,  BROADCASTING  estimate;  Percent  Radio,  BMB;  1949  Retail  Sales 
copyright   1950  "Soles  Management."    Further   reproduction   unlicensed.     1948    Retail  Sales;  Employment,  Mid-March  1948  and  Taxable  Payrolls,  Ist-Quarter  1948,  Dept.  of  Commerce 


ALASKA 


Population** 

127,000 

'50 

72,524 

'39 

Families 

35  474 

'50 

Retail  Sales* 

$97,500,000 

'49 

$  85,000,000 

'48 

Employment  (Mid-March) 

14,451 

'48 

15,716 

'47 

Taxable  Payrolls  (1st  quarter) 

$12,167,000 

'48 

$  11,204,000 

'47 

Per  Capita  Income* 

$1,650 

'49 

$1,604 

'48 

*  Copyright  "Sales  Management." 
licensed. 

**  Census  Bureau  estimate. 


Further  reproduction  un- 


SPOT  RATE  FINDER 


ANCHORAGE,  19,500,  1949  population 


2  AM  affiliates,  average  1-time  rate 

SB       IM       5M  15M     30M      1  Hr 

D       6.25     8.75    12.50  25.00    37.50  62.50 

N      9.50    14.02    22.50  37.50    60.00  100.00 


KBYR,  250w,  1240kc,  Cooke 


8.40  14.00  21.00  35.00 
10.00    20.00    30.00  50.00 


KENI,  5kw,  550kc,  ABC,  MBS,  NBC,  Young 
D       5.00     7.00    10.00    20.00    30.00  50.00 
N       7.00    11.25    18.00    30.00    45.00  80.00 
(Combination  with  KFAR,  Fairbanks,  Alaska) 

KFQD,  5kw,  790kc,  CBS,  NBC,  Pan  American, 
Scott 

D       7.50    10.50    15.00  30.00    45.00  75.00 

N     12.00    16.80    27.00  45.00    75.00  120.00 


Note:  All  Rates  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tabu- 
lations of  1950  U.  S.  Census.  Percent  radio 
BMB.  For  complete  explanation  see  foreword. 


Page  234 


FAIRBANKS,  9,000,  1949  population* 


2   AM  affiliates  average    1-time  rate 

SB       IM       5M       15M      30M  1  Hr 

D       5.50      8.00    12.12    22.00    33.00  55.00 

N       8.00    11.62    18.50    31.00    50.00  90.00 


KFAR,    lOkw,   660kc,    ABC,    Don    Lee,  NBC, 
Young 

D  6.00  9.00  14.25  24.00  36.00  60.00 
N      8.00    12.00    19.00    32.00    50.00  100.00 

KFRB,   Ikw,   1290kc,  CBS,  NBC,  Pan  Ameri- 
can, Scott 

D       5.00     7.00    10.00    20.00  30.00  50.00 

N       8.00    11.25    18.00    30.00  50.00  80.00 

JUNEAU,  7,000,  1949  population  * 

KINY,   5kw,    1460kc,   CBS,   NBC,   Pan  Amer- 
ican, Scott 

D       6  25      8.75    12.50    25.00    37.50  60.00 

N     10.00    13.60    22.50    37.50    60.00  100.00 


BROADCASTING 


MARKETBOOK  MAP 

»/ 

ALASKA 

S    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
(|)  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

Scai.  of  WlL 

100,  200, 


MAP  BY  WALTS  P.  BUftN,  MIDDLEBURY,  VBMOHT 

©  1950,  Broadcasting  Publications,  Inc. 


KETCHIKAN  7,000,  1949  population* 
KTKN,    Ikw,  930kc,   CBS,   NBC,   Pan  Ameri- 
can, Scott 

SB  IM  5M  15M  30M  1  Hr 
D  5.00  7.00  10.00  20.00  30.00  50.00 
N       8.00    11.25    18.00    30.00    50.00  80.00 

SEWARD 

KIBH,  250w,  1340kc,  CBS,  NBC,  Pan  Ameri- 
can, Scott 

D  3.75  5.25  7.50  15.00  22.50  40.00 
N       6.00     8.50    15.00    25.00    40.00  60.00 


Ji 


TELECASTING 


SITKA,  2,500,  1949  population* 
KALA,  250w,  1400kc 

(No  rates  available) 
KIFW,  250w,  1230kc,  CBS,  NBC,  Pan  Ame 

icon,  Scott 

SB       IM       5M       15M  30M      1  H 

D       3.75     5.25     7.50    15.00  22.50  40.( 

N       6.00     8.50    15.00    25.00  40.00  60.( 


*  Copyright  1950  "Sales  Management 
Further  reproduction  unlicensed. 


August  14,  1950 


BROADCASTING 


Telecastin 


!  jopulation 
amilies 
etail  Sales* 
Vholesale  Sales* 
mployment  (Alid-March) 
.axable  Payrolls  (1st  quarter) 


HAWAII 


493,437 

'50 

423,330 

'40 

137,831 

$382,400,000 

'49 

8424,940,000 

'4S 

$209,846,000 

'49 

$242,355,000 

'48 

89,046 

'48 

84,399 

'47 

$58,335,000 

'48 

854,343,000 

'47 

*  Copyright  1950  "Sales  Management." 
nlicensed. 


SPOT  RATE  FINDER 


ILO 

HBC,    Ikw,    970kc,    CBS,    Free    &  Peters 
Combined  rates  with  KGMB,  Honolulu) 
SB       IM       5M       15M      30M      1  Hr 
12.00    15.00    16.50    33.00    49.50  82.50 
2^.00    30.00    33.00    66.00    99.00  165.00 


Further  reproduction 


( 

;1PA,  Ikw, 
3.25 
6.50 

1 

»ONOLULU, 

population 


lllOkc,  Aloha,  Walker 

3.90     6.88    13.00    19.50  32.50 

7.80    13.00    26.00    39.00  65.00 

355,036    Honolulu   County  1949 


ote:    All  Rates  one-time.    Sources:  Families 
nd  radio  families  estimated  from  field  tabu- 
5|iitions  of  1950  U.  S.  Census.     Percent  radio 
•  MB.  For  complete  explanation  see  foreword- 


4  AM  affiliates,  overage  1-time  rate. 

SB         IM      5M       15M      30M  1  Hr 

D       8.80    11.18    13.82  26.38    39.77  89.03 

N     17.60    22.12    27.63  52.77    78.78  144.31 

KGMB,    5kw,    590kc,    CBS,    Free    &  Peters, 
Hooper 

D  10.20  12.75  14.03  28.05  42.08  70.13 
N     20.40    25.50    28.05    56.10    84.15  140.25 

KGU,  2.5kw,  760kc,  NBC,  Katz 

D       7.50    10.00    12.50    20.00    32.00  51.00 

N     15.00    18.00    25.00    40.00    61.00  102.00 

KHON,  5kw,  1380kc,  Aloha,  Walker,  Hooper 
D  5.00  7.50  10.00  20.00  30.00  50.00 
N     10.00    15.00    20.00    40.00    60.00  100.00 


HONOLULU 


/ 
/ 


BROADCASTIN^^^TELECASTING 

MARKETBOOK  MAP 

"f 

HAWAII 

S    Location  of  City  and  number  of 

Standard  (AM)  Broadcasting  Stations 
®  Number  of  FM  Broadcasting  Stations 
A    Number  of  Telecasting  Stations 

MAP  BY  WALTB  P.  BUKN,  MIDDLSUKT.  VGUAONT 

©  T950,  Broadcasting  PublicaUons,  Inc. 


KPOA,  5kw,  630kc,  MBS,  Hollingbery 

SB         IM       5M       15M      30M      1  H 

D       7.50    10.00    13.75    27.50    40.00  67.50 

N     15.00    20.00    27.50    55.00    80.00  135.00 


KULA,  10:;w,  690kc,  ABC,  Avery-Knodel 
D      10.00    12.50    15.00    30.00    45.00  100.00 
N     20.00    25.00    30.00    60.00    90.00  200.00 
LIHUE 

KTOH,  250w,   1490kc,  Aloha,  Walker 


SB  IM  5M  15M  30M  1  Hr 

D       3.75  4.50  6.00  12.00  18.00  30.00 

N       7.50  9.00  12.00  24.00  36.00  60.00 

WAILUKU 

KMVl,  Ikw,  550kc,  Aloha,  Walker 

D       3.60  5.40  7.20  14.40  21.60  36.00 

N       8.10    10.80  14.40  28.80  43.20  72.00 


*  Copyright  1950  "Sales  Management" 
Further  reproduction  unlicensed. 


PUERTO  RICO 


Population 

""amilies 

Retail  Sales* 

•er  Capita  Income* 


2,205,398 
616,032 
$505,100,000 
$282 


'50 
'50 


1,869,255  '40 


*  Copyright  1950  "Sales  Management." 
inlicensed. 


'49  $535,000,000  '48 
'49  8285  '48 

Further  reproduction 


SPOT  RATE  FINDER 


tQUADlUA 

VABA,  250w,  1240kc 
iNo  rates  avaiioble) 


kRECIBO,  33,900,   1949  population 


fVCMN,   Ikw,  1280kc 

'        SB       IM       5M  15M      30M      1  Hr 

I      2.50     3.00  7.50    12.50  20.00 

J<      3.00     4.00      5.00  12.50    25.00  40.00 

'•VKUM,  lOkw,  1070kc 
(No  rates  available) 


lAYAMON 

VENA,  250w,  1560kc 
'       1.00  3.75 
•J       1 .50  5.00 


6.50 
12.50 


12.50 
25.00 


ICAGUAS,  29,200,  1949  population* 

WjFR,  250w,  1240kc 
I   (No  rotes  ovoiloble) 


WR\A.  250w,  1450kc 
»i  1.75  3.00 


2.50  5.00 

iWJP,  250w,  inOkc 
(No  rates  available) 


AJARDO 

>VMDD,  250w,  1490kc 
3      3.00      2.00  3.25 
,M      5.00      3.00  4.50 


7.00 
10.00 


5.00 
8.75 


13.00 
19.00 


10.00 
17.50 


25.00 
50.03 


25.00 
37.50 


20.00 
35.00 


Note:  All  Rotes  one-time.  Sources:  Families 
and  radio  families  estimated  from  field  tobu- 
^otions  of  1950  U.  S.  Census.  Percent  radio 
jJMB.  For  complete  explanation  see  foreword 

jBROADCASTING    •  Telecasting 


eUAYAMA 

WXRF,  Ikw,  1590kc 

SB       IM  5M 
D       1.50  2.50 
N       2.50  5.00 


15M  30M  1  Hr 
5.00  9.00  17.50 
12.50    25.00  50.00 


MAYAGUEZ,   63,800,   1949  population 


WAEL, 

D 

N 


250w,  1400kc 

1.13  2.53 
2.03  4.69 


5.06 
9.38 


10.13 
18.75 


20.25 
37.50 


WKJB,   Ikw,  710kc,  Inter-American 

SB        IM       5M       15M      30M  1  Hr 

D       1.30      1.50     2.50     6.25    12.50  25.00 

N       2.25      2.50      3.75      9.38    18.75  37.50 

WORA,  Ikw,  1150kc,  Guzman 

D       1.30      1.25     3.38      6.75    11.25  22.50 

N       2.50      2.25      6.38    12.75    21.25  42.50 

WPRA,    lOkw,   990kc,  Continental 

D                 2.00      5.00      7.50    12.50  25.00 

N                 4.00    10.00    15.00    25.00  50.00 


PONCE,  77,100,  1949  population  * 
WPAB,  5kw,  1370kc 

D       4.00                5.00    10.00  18.00  35.00 

N       5.00                7.00    13.00  25.00  50.00 

WPRP,  5kw,  910kc,  Guzman 

D      2.00     4.00     5.00    10.00  18.00  35.00 

N      2.50     5.00     7.00    13.00  25.00  50.00 


RIO  PIEDRAS,  27,100,  1949  population  * 

WRIO,  Ikw-D,  500w-N,  1140kc 

D  2.50  7.50    13.75  25.00 

N  5.00  15.00    27.50  50.00 

WWWW,  250w,  1520kc 
(No  rates  available) 


SAN  JUAN,  241,500,  1949  population* 

3  AM  affiliates,  average   1-time  rate. 

D  7.23    14.43    26.66  50.00 

N  14.43    28.90    53.33  100.00 


[ZlSan  Juan 


2  AM  non-affiliates,  average   1-time  rote. 

SB  IM  5M  15M  30M  1  Hr 
D  14.75    18.37  36.25 

N  20.50    40.00  75.00 

WAPA,  lOkw,  680kc,  ABC,  MBS 

D  7.50    15.00    27.50  50.00 

N  15.00    30.00    55.00  100.00 

WIAC,  5kw,  580kc,  Guzman 

D  7.75    13.00    25.00  50.00 

N  15.00    25.00    50.00  100.00 


WITA,  250 w,  1400kc 

D 

N 


6.50  11.75  22.50 
16.00    30.00  50.00 


WKAQ,  5kw,  620kc,  CBS,  Inter-American 
D  6.70    13.30    25.00  50.00 

N  13.30    26.70    50.00  100.00 

WNEL,  5kw,  860kc,  NBC,  Weed 

D  7.50    15.00    27.50  50.00 

N  15.00    30.00    55.00  100.00 


SANTURCE 

WIBS,  lOkw,  740kc,  Pan  American 

D'  7.50    15.00    27.50  50.00 

N  15.00    30.00    55.00  100.00 


*  Copyright  1950  "Soles  Management.  ' 
Further  reproduction  unlicensed. 


I     R    G     I  N 


BROADCASIlN^^^mECASTlNG 

MARKETBOOK  MAP 
PUERTO  RICO 


[H    Location  of  CKy  and  number  of 

Standard  (AM)  Broadcasting  Stations 
<2,<  Number  of  FM  Broadcasting  Stations 
^    Number  of  Telecasting  Stations 

MAP  BY  WAITEB  r.  BURN.  MIOOLEBUIY.  VBMOMT 

^  1950.  BroadcBsUng  Publicati^s,  Inc. 


10  20 


An  git  St  14,  1950 
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EXCLUSIVE 


IN 


-  SAN  FRANCISCO  - 

LONG  ESTABLISHED 
FOREIGN  AUDIENCE  PROGRAMS 


IN 


ITALIAN 

SPANISH 

CHINESE 

GREEK 

FRENCH 


*  175,000 
85,000 
40,000 
25,000 
25,000 


Source  of  population  figures: 

U.S.  Census  Bureau 
SF  Chamber  of  Commerce 

KS  AN 


DOMINATES  THE  FOREIGN 
AUDIENCE  IN  ONE  OF  THE 
NATION'S  RICHEST  MARKETS 


Affiliated  with 
The  Foreign  Language  Network 

K  S  AN 

SAN  FRANCISCO! 


Foreign  Language  Broadcasting  in  Major  U.  5  C  itiesi 


ALABAMA 


BIRMINGHAM 

WKAX,  Ikw-D,  900kc 
Long. 
Greek 


Listeners 

ARIZONA 


CLIFTON 

KCLF,  250w,  UOOkc 
Spanish 

DOUGLAS 

KAWT,  250w,  1450kc 
Spanish 

GLOBE 

KWJB,  250w,  1240kc 
Spanish 

MESA 

KTYL,  Ikw,  1310kc 
Spanish,  French,  Jew- 
ish, Yugoslavian 

NOGALES 

KNOG,  250w,  1340kc 

Spanish 

PHOENIX 

KIFN,  250W-D,  860kc 

Spanish 

PRESCOTT 

KYCA,  250w,  1490kc 

Spanish 

SAFFORD 

KGLU,  Ikw,  1480kc 

Spanish 

TUCSON 

KCNA,  250w,  1340kc 
Spanish 

KOPO,  250w,  1450kc 
Spanish 

KTKT,  250w,  1490kc 

Spanish 

Italian 

KTUC,  250w,  1400kc 
Spanish 

KVOA,  Ikw,  1290kc 
Spanish 


Mins.  Wkly. 
30 


840 


17,400 
15% 

60,000 
50,000 


150 


240 


1080 


1680 


65,000  Total  Schedule 
2,000  180 


5,000 

25,000 
36,000 
15,000 


25,000 


130 


360 
975 


780 
30 


180 
1470 


Number  of  listeners  is  station  estimate.  For 
source  write  direct  to  station  manager. 


---next  to  MEXICO  CITY 

LOS  ANGELES 

Has  The 
LARGEST 
Mexican  Population 
in  the 
WORLD  ! 


CONTACT 
THIS 


Eddie  Rodriguez 


HALF-MILLION  MARKET 

THROUGH 

''Buenos  Dias"  the  only  Spanish  lan- 
guage PROGRAM  BY  A  LOS  ANGELES  STATION 
COVERING 
SOUTHERN  CALIFORNIA 

-The  Center-Dial  Station 
IN  LOS  ANGELES 


KFVD 


REPRESENTED  BY 

Joseph  Hershey  McGillvra,  Inc. 


CALIFORNIA 


AUBURN 

KDIA,  250w,  1490kc 

Lang. 

Spanish 

BANNING 

KPAS,  250w,  1490kc 
Spanish 

BARSTOW 

KWTC,  250w,  1230kc 
Spanish 

BERKELEY 

KRE,  250w,  UOOkc 
Italian  &  Portuguese 

BLYTHE 

KYOR,  250w,  1450kc 
Spanish 

BRAWLEY 

KROP  Ikw,  1300kc 
Spanish 


BURBANK 

KWIK,  250w,  1490kc 

Spanish 

Jewish 

CAIEXICO 

KICO,  250w,  1490kc 
Spanish 

CORONA 

KBUC,  500w,  1370kc 
Spanish 


Listeners 
5,000 


4,000 


4,000 


250,000 


>lns.  Wkly. 
90 


180 


123,000-Mex. 
31,000-U.S. 


450,000 
250,000 


160,000 


72,000 


DELANO 

KCHJ,  Ikw-D,  lOlOkc 
Spanish   

OINUBA 

KRDU,  250w,  1240kc 

Spanish  15,000 

Armenian 

Swedish   

German   

FORT  BRAGG 

KDAC,  250w,  1230kc 

Italian  10% 

FRESNO 

KGST,  Ikw,  1600kc 
Spanish,  Portugese, 

Italian,  Armenian, 

German,  Japanese 

&  Chinese  450,000 

KYNO,  Ikw,  1300kc 

Spanish  25,000 

HANFORD 

KNGS,  Ikw,  620kc 
Spanish,  Portugese, 

Italian  50% 

LODI 

WCVR,  Ikw-D,  1570kc 
Spanish,  Portuguese   


LOS  ANGELES 

KFVD,  5kw,  1020kc 

Spanish  500,000 

MERCED 

KYOS,  5kw,  1480kc 
Spanish,  Italian  & 

Portuguese   


MODESTO 

KMOD,  Ikw,  1360kc 
Spanish  & 

Portuguese  30,000 

MONTEREY 

KMBY,  250w,  1240kc 
Spanish,  Portuguese  & 

Italian  10,000 

MOUNT  SHASTA 

KWSD,  250w,  1340kc 

Italian  10% 

NAPA 

KVON,  500w,  1440kc 

Italian  30,000 

NEEDLES 

KSFE,  250w,  1340kc 

Spanish  25% 


360 


780 


180 


6  Days 


1200 
150 


2520 


120 


420 


600 
60 
15 
15 


30 


420 


720 


300 


360 


720 


30 


195 


60 


150 


OAKLAND 
KROW,  Ikw,  960kc 
Lang. 
Itotian 

KWBR,  Ikw,  1310kc 
Spanish,  Portuguese  & 
Italian 

ONTARIO 

KOCS,  250w,   151  Ike 


Listeners  Mins.  Wkly. 
130,000  180 

1080 


Ita'ian 

PASADENA 

KALI,  Ikw-D,  1430kc 
Spanish 


PETALUMA 

KAFP,  25Qw,  1490kc 
Italian 


PITTSBURG 

^ECC,  Ikw,  990kc 

Spanish 

Ita.ian 


POMONA 

KPMO,  500w,  1600kc 
Italian  &  Spanish 


PORTERVILLE 

.<T1P,  .250w,  1450kc 
Spanish 

RIVERSIDE 

\PRO,  Ikw,  1440kc 
Spanish 


30,000 


400,000 


28,700 
63,500 


10,000 


69,000 


182,000-U.S. 
120,000-Mex. 


Portuguese,  Italian, 
Greek  &  Spanish 


SAN  JOSE 

KEEN,  Ikw,  1370kc 

Spanish  &  Italian  45,000 

KSJO,    Ikw-D,  500w-N, 

1590kc 
Spanish,   Italian  & 

Portuguese  110,000 

SAN  RAFAEL 

KTIM,    Ikw-D,  1510kc 
Portuguese  100,000 
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SANGER 

KSGN,  Ikw-D,  900kc 
Spanish 

SANTA  ANA 

KVOE,  Ikw,  1480kc 
Spanish 

SANTA  BARBARA 

KIST,  250w,  1340kc 
Spanish 

KTMS,   Ikw,  1250kc 
Italian 
Spanish 

SANTA  CRUZ 
KDON,   5kw,  1460kc 
Spanish  &  Portuguese 

SANTA  MARIA 

KCOY,  250w,  UOOkc 
Spanish  &  Mexican 
KSMA,  250w,  1240kc 
210  Spanish 

BROADCASTING  • 


25,000 


25,000 


30,000 


15,000 

10,000 
10,000 


90 


1895 


150 


90 
60 


1300 


210 


315 


SALINAS 

■ 

.<SSW,  Ikw,  1380kc 
Mexican 

8,000 

330 

» »• 

SAN  BERNARDINO 

KCSB,  500w,  1350kc 
Spanish 

50,000 

lU 

900 

KFXM,  Ikw,  590kc 
Mexican 

40,000 

» 

420 

KITO,  5kw,  1290c 
Spanish 

25,000 

510  Mr 

KRNO,  250w,  1240kc 
Spanish  &  Greek 

25,000 

600     1'  ^ 

SAN  FERNANDO 

'  )» 

KGIL,  Ikw,  1260kc 
Spanish 

35,000 

420  )U| 

SAN  FRANCISCO 

m 

p  lar 
t 

KSAN,  250w,  U50kc 
French,  Chinese, 

1200 


420 


840 


150 


1200 


255 


450 


60 
60 


60 


60 
30 


Telecastin 


(*NTA  MONICA 

OWL,  5kw-D,  1580kc 

:,ng.  Listeners      Mins.  Wkly. 

ddish,  Spanish,  Kolo, 
Hungarian,  German, 
Italian,  Japanese, 
Armenian,  Scandina- 
vian   1800 


iiNTA  ROSA 

|(SRO,   Ikw,  1350kc 

brtuguese 

ralian 


rOCKTON 

3DM,  5kw,  lUOkc 
vanish,    Italian  & 
Portuguese 

STN,  Ikw,  1420kc 
Danish   &  Filipino 


15,000 
60,000 


60 
45 


195 


5,000-Filip.  160 
6,000-Sp. 


840 


fTKR,  500w-D,  I3l0kc 
Danish 

1 

55,000 

LlLARE 

COK,  Ikw,  1270kc 
jsrfuguese 

3,500 

LlRLOCK 

TUR,  Ikw,  1390kc 
Drtuguese  &  Spanish 

5,000-Port. 
10,000-Sp. 

SENTURA 

jvEN,  250w,  1450kc 
'l^anish 

yvc,  Ikw,  1590kc 
ponish 

jlSALIA 

)kIN,  250w,  1400kc 
■taanish  &  Portuguese 


^ATSONVILLE 

IHUB,  250w,  1340kc 
'prtuguese,  Spanish, 
li  Jugo   &  Slav 


UBA  CITY 

UBA,  500w,  1600kc 
panish 


30,000 
35% 


4,000 


10,000 


COLORADO 


:LAMOSA 

GIW,  250w,  1450kc 
panish 

ENVER 

iMYR,  250w,  1340kc 
Ipanish  &  Italian 


24,000 


43,000-Sp. 
41,000-ltaI. 


iTLN,  Ikw-D,  990kc 

Ipanish  150,000 


.  COLLINS 

COL,  Ikw,  1410kc 

jpanish  15,000 


IT.  MORGAN 

FTM,  500w-D,  1260kc 
oerman  &  Spanish  12,000 

ii 

SREELEY 

'FKA,   Ikw,  1310kc 

jpanish   

,5erman   

j:YOU,  250w,  1450kc 
wanish   

i 

lA  JUNTA 

COKO,  250w,  1400kc 
Spanish 


210 


720 
480 


450 


120 


280 


420 


735 


690 


18b 


60 


30 
30 


225 


LAMAR 

KLMR,  250w,  1340kc 

Long. 

Spanish 

lONGMONT 


KLMO,  250w-D,  1050kc 
Spanish 


MONTROSE 

KUBC,  250 w,  1240kc 
Spanish 


Listeners      Mins.  Wkly. 
5,000  30 


PUEBLO 

KCSJ,  Ikw,  590kc 

Spanish 

Italian 


2,000 


100,000 
100,000 


KDZA,  250w,  1230kc 

Spanish  20,000 

Italian  10,000 


KGHF,  5kw-D,  Ikw-N, 

1350kc 
Soanish 
Slovenian 


SALIDA 

KVRH,  250w,  1340kc 
Spanish 


TRINIDAD 

KCRT,  250w,  1240kc 

Italian 

Spanish 


WALSENBURG 

WPHC,  250w,  1450kc 
Spanish 


12,000 
10,000 


3,000 


5,000 
6,500 


10,000 


CONNECTICUT 


BRIDGEPORT 

WLIZ,  Ikw-D,  1300kc 
Hungarian,  Italian  & 

Albanian  52,000 


BRISTOL 

WBIS,  500w-D,  1440kc 
Italian 


DANBURY 


WLAD,  250w,  800kc 
Arabic 


MERIDEN 


6,000 


WMMW,  Ikw-D,  1470kc 
Polish  200,000 


MIDDLETOWN 

WCNX,  500w-D,  1150kc 
Italian  34% 
Polish  15% 


NEW  BRITAIN 

WKNB,  Ikw-D,  840kc 

Polish  81,481 

Italian  169,689 


30 


75 


60 
60 


210 
30 


60 
60 


252 
390 


360 


510 


60 


30 


30 
30 


180 
180 


NEW  HAVEN 

WAVZ,  Ikw-D,  1260kc 
Jewish,    Italian  & 

Polish  28,000-Jewish  150 

60000-ltalian 
3,140-Polish 

WNHC,  250w,  1340kc 

Italian  85,000  1515 


5,000  210 
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NEW  LONDON 

WNLC,  250w,  1490kc 

Polish  &  Italian  20,000 


NORWALK 

WNLK,  500w,  1350kc 

Italian  175,000 

Hungarian  80,000 

Polish  35,000 


120 


360 
60 
60 


33% 
18% 

5,000 


NORWICH 

WICH,  250w,  1400kc 

Lang.  Listeners 

Polish,  Italian  8.  French  20% 

TORRINGTON 

WLCR,  Ikw-D,  990kc 
Italian 
Polish 

WTOR,  250w,  I490kc 
Polish 

WATERBURY 

WWCO,  250w,  1240kc 
Italian,  Polish  & 

Lithuanian  40% 


DELAWARE 

WILMINGTON 

WTUX,  500w-D,  1290kc 
Polish  &  Italian 


Mins.  Wkly. 
480 


240 
60 


25,000-ltal. 
20,000-Pol. 


60 


240 


360 


D.  C. 


WASHINGTON 

WINX,  250w,  1340kc 
Spanish 


30,000 


FLORIDA 

CLEARFIELD 

WTAN,  250w,  1340kc 

Greek  5,000 

FT.  LAUDERDALE 

WBRD,  250W-D,  1580kc 
Spanish   

HOLLYWOOD 

WINZ,  Ikw,  940kc 

Italian  &  Spanish  20% 

JACKSONVILLE 

WJPH,  5kw,  1320kc 

Greek   


45 


60 


15 


60 


30 


KEY  WEST 

WKWF,  500w,  1600kc 

Lang.  Listeners      Mins.  Wkly. 

Spanish  10,000  105 


MIAMI 

WFEC,  250W-D,  1220kc 
Italian 
Hungarian 
Jewish 


65,000  (com- 
bined) 


60 
30 
60 


WIOD,  5kw,  610kc 

Spanish    65 

WTVJ  (TV),  Chan.  4,  2.2kw-yis.;  1,  Ikw-aur. 
Spanish                           40,000  30 


MIAMI  BEACH 

WKAT,  5kw-D,  Ikw-N,  1360kc 
Spanish  30,000 
WMBM,  Ikw-D,  800kc 
Jewish  50,000 
Polish 

Spanish  50,000 
Hungarian  5,000 


TAMPA 

WALT,   Ikw  D,  lllOkc 

Spanish  50,000 
WEBK,  Ikw-D,  1590kc 

Spanish  &  Italian  40,000 


GEORGIA 

ATLANTA 

WATL,  5kw,  1380kc 

Greek  75,000 


60 
30 
60 
30 


630 
420 


60 


IDAHO 


COEUR  d'  ALENE 

KVNI,  250w,  1240kc 
Swedish 


15,000 


105 


(Continued  on  page  238) 


KOWL 


The  Most  Powerful 
FOREIGN  LANGUAGE 
STATION  in  the  WEST 

KOWL  is  the  only  station  in  Los  Angeles  majoring  in 
language  programs  that  completely  covers  Southern 
California. 

KOWL  therefore  gives  you  exclusive  coverage  of 

1.  City  of  Los  Angeles 

2.  Los  Angeles  County 

3.  Son  Diego  in  Orange  County 
WITH  A0»5  MV  SIGNAL 

Unlike  New  York  and  Chicago  there  is  no  large  concentra- 
tion of  any  language  group  in  the  city  of  Los  Angeles. 
Foreign  language  groups  are  scattered  throughout  Los 
Angeles  County  and  Southern  California  and  to  reach 
them  it  is  essential  to  have  POWER  AND  PROGRAMMING. 
KOWL  has  both  I 

Owned  and  Operated  by  Art.  Croghan 

5000 
WATTS 

Clear  Channel 

LOS  ANGELES  -  SANTA  MONICA,  CAL. 

-[ 


KOWL 


ONLY  JOE  ADAMS,  ON  KOWL,  REACHES  ALL  NEGROES  I 
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(Continued  pom  page  237) 
ILLINOIS 


CHICAGO 

WEDC,  250 w,  1240kc 

Lang.  Listeners 

Polish,  Bohemian,  Itolion,   

Russian,  Greek,  Ukronion 

WGES,  5kw,  1390kc 

Polish,  Lithuanian,   

German,  Italian,  Jew- 
ish, Swedish,  Jugoslav, 
Hungarian,  Ukranian, 
Croatian,  &  Spanish 


Mins.  Wkly. 


WSBC,  250w,  1240kc 

Italian 

375,000 

630 

Polish 

720,000 

240 

German 

700,000 

180 

Czech-Slovak 

200,000 

180 

Jewish 

430,000 

240 

Greek 

100,000 

180 

Swedish 

220,000 

30 

Number  of  listeners  is  station  estimate.  For 
source  write  direct  to  station  manager. 


CICERO 

WHFC,  250w,  1450kc 

Long.  Listeners      Mins.  Wkly. 

Czech    660 

Polish    840 

Lithuanian    435 

Jewish    180 

Greek                            ,    210 

Spanish    30 

Italian    300 

EAST  ST.  LOUIS 

WTMV,  250w,  1490kc 

Polish  1,400,000  120 

ELMWOOD  PARK 

WLEYfFM),  Chan.  296, 

107.1mc,  Ikw 
Polish,  Italian, 

Bohemian  1,000,000  720 

GALESBURG 

WGIL,  250w,  1400kc 

Swedish  10%  30 

JOLIET 

WJOL,   250 w,  1340kc 

Croatian  &  Slovak  15%  120 


WGES 

BLANKETS 


THE 


FOREIGN  LANGUAGE  MARKET 


IN 


CHICAGO 


^^QES  ^g''66s  with  Abraham  Lincoln  .  .  . 
"God  must  love  the  common  man  because  he 
made  so  many"  .  .  .  WGES  is  not  a  Gold  Coast 
station. 

• 

broadcast  to  the  so-called  mi- 
nority groups  for  18  years. 

• 

We  think  it  is  a  whale  of  a  market— Polish, 
Italian,  Lithuanian,  German,  Swedish,  Jugo- 
slav, Spanish,  Hungarian,  Ukranian  and 
Croatian. 

• 

^^GES  ^^^^  Chicago  to  sell 

the  better  than  400,000  Negroes  in  this  metro- 
politan area. 


WGES 

In  the  Heart  of  Chicago 

1390  KG  5000  WATTS 


MARION 

WGGH,  500w-D,  1150kc 

long.  Listeners 

Italian  10,000 


MOLINE 

WQUA,  250w,  1230kc 
Swedish 


PEORIA  . 

WWXL,  Ikw,  1590kc 
Itolian 


ROCKFORD 

WROK,  Ikw-D,  500w-N, 
1 440kc 

Italian  2,000 


INDIANA 


GARY 

WWCA,  Ikw,  1270kc 
Polish,  Croatian,  Ser- 
bian, Greek  100,000 


HAMMOND 

WJOB,  250w,  1230kc 

Polish 

Slovak 

Spanish 

Hungarian 

MICHIGAN  CITY 

WIMS,    Ikw-D,  1420kc 

Polish 


SOUTH  BEND 

WHOT,  250w,  1490kc 

Polish 

Hungarian 

WSBT,  5kw,  960kc 

Polish 

Hungarian 


20,000 
5,000 

30,000 
15,000 


IOWA 


AMES 

KASI,  Ikw-D,  1430kc 
Norwegijan  15% 


CEDAR  RAPIDS 

KCRG,  5kw,  1600kc 
Czechoslovakion 

KWCR,  250w,  1450kc 
Czechoslovakion 


DES  MOINES 

KWDM,  Ikw,  llSOkc 
Italian  & 
Scandinavian 


IOWA  CITY 

KXIC,  Ikw-D,  800kc 
Czechoslovakion 


9,749 
30,000 


11,000 
70,000 


100,000 


KANSAS 


LEAVENWORTH 

KCLG,  500w-D,  1410kc 
French 


LOUISIANA 


ALEXANDRIA 

KALB,  5kw-D,  Ikw-N, 

i80kc 
French 


100,000 


KVOB,  Ikw,  970kc 

French  30,000 


CROWLEY 

KSIG,  250w,  1450kc 

French  70% 


Mins.  Wkly. 
15 


60 


90 


30 


300 


150 
60 
30 
90 


60 


180 
30 


50 
35 


30 


120 
180 


390 


90 


870 


25 
60 


380 


HOUMA 

KCIL,  250w,  1490kc 

Lang.  Listeners 

French  57,712 

LAFAYETTE 

KLFY,  2.50W-D,  1390kc 
French  450,000 
KVOL,  Ikw,  1330kc 
French  (Acadian) 


LAKE  CHARLES 

KPLC,  5kw-D,  Ikw-N, 

1470kc 
French 


45,000 


35% 


NEW  ORLEANS 

WJMR,  250w-D,  990kc 
Spanish  67,000 


OPELOUSAS 

KLSO,  250 w,  1230ke 
French 


SHREVEPORT 

KCIJ,  5kw,  980kc 
Spanish   &  French 


85% 


Less  than 
1% 


MAINE 


BIDDEFORD 

WIDE,  250w,  1400kc 

French 


LEWISTON 

WCOU,  250w,  1240kc 
French 

WLAM,  5kw,  1470kc 
French  (Canadian) 


WATERVILLE 

WTVL,  250 w,  1490kc 
French 


60% 
70,000 


25,000 

MARYLAND 


ANNAPOLIS 

WASL,  250w-D,  SlOkc 
Greek 


BALTIMORE 

WBMD,  Ikw-D,  750kc 

Italian  60,000 

German,  Polish,  Greek   

&  Lithuanian 

WCBM,  lOkw-D,  5kw-N, 
680kc 

Polish  60,000 

Italian  90,000 

Czech  30,000 

Yiddish  50,000 
WSID,  Ikw-D,  1570kc 

Polish  &  Itolian  50,000 

BETHESDA 

WBCC,  250w  D,  n20kc 
Greek  20,000 

CUMBERLAND 

WDYK,  250w,  1230kc 

Italian  2,000 

SILVER  SPRING 
WGAY,   Ikw-D,  lOSOkc 
Greek  25,000 


Mins.  Wkly. 
90 


120 
315 


180 


30 


400 


360 


120 
675 


30 


510 
(Combined) 


60 


90 


60 


lllMlullllllllllllllllllllillllllllllllllllilllllllllllllllliiiiHlnl 

For  24  Years 

Chicago's  Most  Popular 
Foreign  Language  Station 

WEDC 

Featuring  Programs  in: 
POLISH  GREEK 
BOHEMIAN  RUSSIAN 
ITALIAN 

EMIL  DENEMARK,  INC. 

3860  W.  Ogden  Avenue 
Chicago 

liiliiliiliilHllliniii 
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T  e  1  e  c  a  s  t  i  1 


MASSACHUSETTS 


JSTON 

BMS,  Ikw-D,  1090kc 

ing.  Listeners 

Ihuanian,  Greek,  Italian 

>lish,  Jewish   

MEX,  5kw,  15)0kc 

blian  120,000 
VOM,  5kw,  1600kc 

olian   

reek   

Ibantan   

andinavian   

-menian   

olish   

?wish   


?OCKTON 

'BET,  Ikw-D,  990kc 

thuanian 


7,750 


Mins.  Wkly. 

240 

765 

1380 
555 

30 

60 
165 

90 
265 

30 


HICOPEE 

ACE,  Ikw  D, 
Dlish  &  French 


730k<: 


107,321-Pol. 
109,541-Fr. 


780 


ML  RIVER 

■ALE,  250w,  1400kc 
ench  &  Portuguese 

TCHBURG 

FGM,  Ikw-D,  1580kc 

ench 
nnish 
□  Man 

^AMINGHAM 

'KOX,  Ikw-D,  n90kc 
olian,  Polish  & 
Lithuanian 

ARDNER 

'HOB,  250w,  1490kc 
ench,  Finnish  & 
Polish 


GREENFIELD 

fHAi,  250w,  1240ke 

olish 

AVERHILL 

I'HAV,  250w,  1490kc 
'alian  &  Arabic 

OLYOKE 

/HYN,  Ikw,  560kc 
-ench  &  Polish 


30%  each  300 


20,000 
15,000 
5,000 


1,722-Fr. 
930— Finn. 
640-Pol. 


10% 


YNN 

/LYN,  SOOw-D,  1360kc 

alian  &  Greek  240,000-ltal. 

30,000-Gr. 


120 
30 
30 


90 


150 


120 


150 


300 


675 


iEW  BEDFORD 

'NBH,  250w,  1340kc 
■ench  &  Portuguese 

ORTH  ADAMS 

'NAW,  250W-D,  860kc 
olish 

ITTSFIELD 

''BEC,  250w,  1490kc 
alian 

'BRK,  250 w,  1340kc 
olish 

PRINGFIEID 

!/SFL,  5kw-D,  1600kc 
Dlish,  French,  Italian 
Greek  &  Jewish 
'SPR,  Ikw,  1270kc 
olish  &  Italian 


60,00  each  120 


6,000 

7,000 
8,000 


45 


90 
30 


1020 
105 


TAUNTON 

WPEP,  Ikw-D,  1570kc 
Lang. 

Portuguese 
WARE 

WARE,  Ikw  D,  1250kc 
French 

W.  SPRINGFIELD 

WTXL,  250w,  1490kc 

Polish 

Italian 

WORCESTER 

WAAB,  5kw,  1440kc 
Swedish 


Listeners 
14,300 


135,000 


50,000 
50,000 


50,000 


Mins.  Wkly. 
75 


105 


30 
30 


150 


MICHIGAN 


ADRIAN 

WABJ,  250w-D,  ISOOkc 
Polish 

ANN  ARBOR 

WPAG,  Ikw-D,  1050ke 
Polish,  Greek,  Czech 


Serbian 

1,050,000 

BAY  CITY 

WGRO,  500w-D, 

1260kc 

Polish 

20,000 

DETROIT 

WDET  (FM),  Chan.  270,  101 .9mc, 

Ukranian 

125,000 

WJLB,  250w,  1400kc 

Polish 

350,000 

Italian 

125,000 

Roumanian 

22,000 

Jewish 

110,000 

Hungarian 

69,000 

Greek 

30,000 

German 

190,000 

Syrian 

20,000 

Ukranian 

15,000 

Armenian 

10,000 

Lithuanian 

40,000 

Baltic 

Spanish 

28,000 

FLINT 

WMRP,  250w-D, 

1510kc 

Hungarian 

2,000 

GRAND  RAPIDS 

WFRS  (FM),  Chan.  223,  92.5mc., 

Polish 

35,000 

WGRD,  Ikw  D, 

1410kc 

Polish 

30,000 

15 


555 


30 


HOUGHTON 

WHDF,  250w,  1400kc 
Finnish 

IRONWOOD 

WJMS,   Ikw,  630kc 
Finnish  &  Polish 

ISHPEMING 

WJPD,  250w,  1240kc 

Finnish 

Swedish 

MUSKEGON 

WKNK,  Ikw,  1600kc 
Polish 


10,000 


53,000 


20,000 


WYANDOTTE 

WJJW  (FM),  Chan.  276,  103. Imc, 
Polish  45,000 


1290 
660 
30 
180 
60 
375 
225 
30 
30 
30 
45 
30 
30 


15 


75 
60 


150 


150 


60 
15 


30 


Ikw 
480 


(Continued  on  page  240) 


V^\NCA 


GARY,  INDIANA 


I 


.  advef*'s\"9 
TVie    o"'"'  serving 

ana  'f."'"?ca\"'".^! 
'P«^'°%0000  t°->?n- 

\ongv°f '    ruro\  ''^ 
austriol. 
^eners- 


1 


n  „  n.  Coe 

Dee  Manager 
•  J  «t.Genera>  "*"oi71 

Ho'«Vep°e'eo»ed  bV 
Ha\  Holn^on^ 


K  S  T  L 

The  ALL  LANGUAGE  STATION  of  St.  Louis 

St.  Louis  is  the  8th  market  in  the  nation — 
KSTL  is  the  only  Radio  Station  in  the  area 
carrying  foreign  language  programs. 


I  T  A  L  I 
GERM 


1000  Watts 


A  N 
A  N 


C  Z 
P  O 


E  C 
L  I  S 


H 
H 


KSTL 


Non  Directional      -  Daytime 
at  690  kc. 

Write,  wire  or  phone:  Wm.  E.  Ware,  Pres.,  St.  Louis  1,  Mo. 


DIRECT  IMPACT! 

INCREASED  SALES! 

★ 

WSBC 

SELLS    Chicago's  Foreign  Lan- 
guage market  MORE  effectively 
at  LOWER  cost! 

ONE 

low    rate    buys    NINE  Major 
Markets:  Polish,  Italian,  Jewish, 
Bohemian,  German,  Slovak,  Swed- 
ish, Greek,  Negro. 

REACH 

this    responsive,  economically- 
sound,  basic  market  successfully, 
directly! 

★ 

WSBC 

ihs  low  coAi  mGjduim  in  (^hicjoup 

2400  W.  Madison  Street          MOnroe  6-9060 

Forjoe  &  Co.,  Nat'l  Reps. 
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FOREIGN  LANGUAGE 

(Continued  from  page  239) 
MINNESOTA 

ALEXANDRIA 

KXRA,  250w,  1490l<c 

Long.  Listeners  Mins.  Wkly. 
French    30 

CROOKSTON 

KROX,  Ikw,  lOSOkc 
Norwegian  50,000 

DULUTH 

WREX,  lOkw-D,  5kw-N, 
lOSOkc 

Finnish  35,000 
FAIRMONT 

KSUM,  Ikw,  1370kc 
Swedish   


30 


45 


FERGUS  FALLS 

KGDE,  250w,  1230kc 
Norwegian  Vs  Pop. 

GRAND  RAPIDS 

KBZY,  250w,  1490kc 

Finnish  5,000 


30 


30 


60 


MINNEAPOLIS 

KEYD,  5kw  D,  1440kc 
Scondinovion  1/2  Million 

WDGY,  50kw-D,  25kw-N, 
n30kc 

Polish  &  Swedish  25,000 — Pol.  120 

80,000-Swed. 


150 


Number  of  listeners  is  station  estimate.  For 
source  write  direct  to  station  manager. 


Listeners  Mins.  Wkly. 
100,000  45 


NEW  ULM 

KNUJ,  Ikw-D,  860kc 
Lang. 
German 

THIEF  RIVER  FALLS 

KTRF,  250w,  1230kc 

Swedish  &  Norwegian  50,000  90 
VIRGINIA 

WHLB,   250w,  1400kc 
Finnish  25% 


30 


WADENA 

KWAD,  Ikw,  920kc 

Finnish  5,000 


MISSISSIPPI 

McCOMB 

WSKB,  5kw-D,  SOOw-N, 
1250kc 

Spanish  10,000 


MISSOURI 


ST.  LOUIS 

KSTL,  Ikw-D,  690kc 

Italian 

German 

Czech 

Polish 


50,000 
100,000 
20,000 
36,000 


MONTANA 


BUTTE 

KXLF,  5kw,  1370kc 
Scandinavian 


15 


105 


60 
60 
60 
30 


60 


NEBRASKA 


COLUMBUS 

KJSK,  Ikw-D,  900kc 

Lang. 

Czech 

NORTH  PLATTE 

KODY,  250w,  1240kc 
Spanish 

SCOTTSBLUFF 

KNEB,  Ikw-D,  970kc 
Spanish 


Listeners      Mins.  Wkly. 
  30 


8,000 


30 


10,000  30 

NEW  HAMPSHIRE 


BERLIN 

WMOU,  250w,  1230kc 

French  1 2,000 

MANCHESTER 

WFEA,   5kw,  1370kc 

French,  Polish  &  Greek  77,000 

WKBR,  250w,  1240kc 

French  50% 

NASHUA 

WOTW,  Ikw-D,  900kc 
French,  Greek, 
Polish,  Arabic 

&  Portuguese  200,000 


PORTSMOUTH 

WHEB,  Ikw,  750kc 
Greek 


10,000 


ROCHESTER 

WWNH,  Ikw-D,  930kc 

French  40% 


Repeat  Performance 


For  seven,  ten,  fifteen  years  a  large  number  of  the  fore- 
most national  advertisers  have  regularly  renewed  their 
contracts  on  Station 


5000 
Watts 


1330 
K.C. 


Nighttime  ENGLISH  —  Daytime  JEWISH 

This  measure  of  confidence  is  born  of  direct  and  tangible  results  obtained  in 
one  of  the  best  paying  markets  in  the  country  — 

THE  JEWISH  MARKET 
OF  METROPOLITAN  NEW  YORK 

In  the  most  concentrated  population  area  in  the  world,  WEVD  serves  the  major 
portion  of  more  than  600,000  Jewish  families  —  a  population  in  excess  of 
two  million  five  hundred  thousand  —  larger  than  the  city  of  Philadelphia,  and 
larger  than  the  cities  of  Boston,  Pittsburgh  and  Cleveland  combined. 

Distinctive  adult  programming  and  a  loyal,  responsive  audience  of  far  higher 
than  average  income  are  the  WEVD  combination  which  big  national  adver- 
tisers have  found  so  effective  and  economical  in  maintaining  a  consistent 
position  of  dominance. 


Send  for  a  Copy  of 

WHO'S  WHO  ON  WEVD ' 

Henry  Greenfield,  Managing  Director 


W  E  V  D  -  1 17-119  West  46th  Street,  New  York  19,  N.  Y. 


30 


120 
180 


360 


30 


30 


NEW  JERSEY 

ATLANTIC  CITY 

WFPG,  250w,  1450kc 
Lang.  Listeners      Mins.  Wkly  ' 

Itolian  4,000 
WMID,  250w,  I240kc 

Italian  6.2%  360 

CAMDEN 

WCAM,  250w,  1310kc 

Italia.n  20,000  120 

WKDN,  Ikw-D,  800kc 
Polish,  German 

&  Greek  50,000-Gr.  120 

100,000-Pol. 

125,000-Ger. 


VINELAND 

WWBZ,  Ikw-D,  1360kc 
Italian 


NEW  MEXICO 

ALBUQUERQUE 

KGGM,  5kw,  610kc 

Spanish    .  150,000 

KVER,  250w,  1340kc 

Sponish  250,000 

ARTESIA 

KSVP,  250w,  1450kc 

Spanish  10,000 

CARLSBAD 

KAVE,  250w,  1240kc 

Spanish  5,000 

CLOVIS 

KICA,  Ikw,  980kc 

Spanish  20,000 

LAS  CRUCES 

KOBE,  250w,  1450kc 

Spanish  65% 

LAS  VEGAS 

KFUN,  250w,  1230kc 

Spanish  37,500 

ROSWELL 

KGFL,  250w,  1400kc 
Spanish 

KSWS,  250w,  1230kc 
Spanish 

SANTE  FE 

KVSF,   Ikw,  1240kc 
Spanish 


115 


540 
1680 


90 


120  :li 


150 


5,000 
9,500 


344,600 


630 


720 


90 
10 


720 


(1)  ENGLISH 

Entire  English  Speaking  Popula- 
tion. 

(2)  YIDDISH 

2,350,000  Jewish  Speaking  Per-  . 
sons. 

(3)  GERMAN 

1,236,000  German  Speaking  Per- 
sons. ■ 

(4)  ITALIAN 

2,103,737  Italian  Speaking  Per-  ^ 
sons. 

Thus,  WBNX,  New  York's  four-star 
station,  fits  the  needs  of  all  listeners 
.  .  .  reaches  all  the  people  you  want 
to   sell   in  this   multi-language  area. 


5000  WArrs  dikectionju.  over  new  york 
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NEW  YORK 


Amsterdam 

IvCSS,  250w,  1490kc 
Lang. 

polish,  Italian  & 
Lithuanian 


Listeners 
25,000 


^INGHAMTON 

^KOP,  Ikw-D,  500w-N, 
I  1360kc 

Italian  18,000 

Buffalo 

I^VNVOL,  Ikw-D,  1120kc 
I'olish,  Italian,  German, 

&  Ukranian  350,000 

lUFFALO-KENMORE 

IVXRA,  Ikw-D,  lOSOkc 

'olish  260,000 

:ORNING 

>VCBA,  Ikw-D,  1350kc 

talian   


3UNKIRK 

IWFCB,  500w,  1410kc 
"olish  &  Italian 

^UlTON 

IVOSC,  Ikw-D,  1300kc 
(■olish 

HORNELL 

LEA,  Ikw-D,  1320kc 


35,000 


20% 


|//IE 
Ital! 


25,000 


talian 

lAMESTOWN 

lA'JTN,  250w,  1240kc 
Swedish 

<INGSTON 

//KNY,  250w,  1490kc 
folish 

LIBERTY 

i-VVOS,  250 w,  1240kc 

Jewish  33  1/30/^ 

NEWBURGH 
*VGNY,  Ikw  D,  1220kc 
talian  42,000 

NEW  YORK  CITY 

//BNX,  5kw,  1380kc 

German  1,531,600 

"alian  1,624,950 

[ewish  2,357,680 
Polish 
-'rench 
3reek 


1//EVD,  5kw,  ]330kc 


lewish 
'talian 

•VHOM,  5kw,  1480kc 
i' talian 
°olish 
Spanish 
3erman 
ewish 
{Russian 

//LIB,  Ikw-D,  n90kc 
'olish,  German,  Spanish 
&  Jewish 

//OR,  50kw,  710kc 
talian 

//OV,  5kw,  1280kc 
I  talian 


3,000,000 
900,000 


2,103,737 


WEW    YORK  (WOODSIDE) 

^ifAVRL,  5kw,  1600k 
■Spanish 


360,000 
57,624 
51,400 
875,116 
33,169 
820,855 
144,041 
53,286 
123,188 
464,665 
53,253 
412,543 
17,559 


38,036 
55,324 


Izechoslcvak 
Jkranian 
Russian 
-ithoanian 
-jerman 
Scandinavian 
'^rench 
Hungarian 
>ish 
Sreek 
°olish 
;5yrian 

Iniagara  falls 

WhLD,  5k w,  1270kc 
°olish 
talian 
■  Jkraninian 

iVJJL,  Ikw-D,  1440kc 
•'olish 

•EEKSKILL 

•VLNA,  500w-D,  1420kc 
talian 


•OUGHKEEPSIE 

■VEOK,  Ikw  D,  1390kc 

talian  44,172 

»/KIP,  250w,  1450kc 

Italian  19,000 

tOCHESTER 

VRNY,  250w-D,  680kc 

•talian  100,000 


200,000 


Mins.  Wkly. 
45 


45 


1965 


360 


60 


360 


30 


60 


30 


45 


240 


375 
900 
300 
120 
180 
195 

2880 
420 

3990 
1170 
960 
465 
300 
60 


60 
3600 


2070 
480 
60 
150 

55 
1105 

55 

90 
120 

15 
240 
120 

60 


995 

(Combined) 


600 


30 


75 


60 


(Continued  on  page  242) 


WHOM 


MORE  ITALIANS  LISTEN  TO 


WHOM 


W 
H 
O 
M 


TO  ANY  OTHER 


ITALIAN  LANGUAGE 
STATION  IN  NEW  YORK!!! 

Based  on  a  study  of  listening 
habits  in  5,000  Italian  homes 
prepared  by  Robert  S.  Conlan 
and   Associates,  Incorporated 

(Summary  of  survey  available  on  request) 


w 

H 
0 
M 


TAT^PfiOGRBSSO  STATION 

1460  OA/  YOUR  D/Al '  5000  WATTS 


136  WEST  52nd  Street 
New  York  19,  N.  Y. 


Telephone: 
Circle  6-3900 


WHOM 
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(Continued  from  page  241) 

ROCHESTER 


250w,  1450kc 


WSAY,  Ikw,  1370kc 
Lang. 
Italian,  Polish, 

Jewish  &  German 
WVET,  5kw,  1280kc 
Italian,  Ukraniar  & 
Polish 

ROME 

WKAL, 
Polish 
Italian 

SCHENECTADY 

WSNY,  250w,  1240kc 
Polish 
Italian 

SYRACUSE 

WNDR,  5kw,  1260kc 
Italian,  Polish  & 
Jewish 

UTICA 

WIBX,  5kw,  950kc 

Polish 

Italian 

WRUN,  5kw  D,  Ikw-N, 

nSOkc 
Italian  &  Polish 

WATERTOWN 

WWNY,  Ikw,  790kc 
Italian  &  Polish 


Listeners      Mins.  Wklv 


80,000 


50,000 
50,000 


24,000 
36,000 


25,000 
35,000 


19,000-ltal. 
18,000-Pol. 


45,000-ltal. 
5,000-Pol. 


NORTH  DAKOTA 

MINOT 

KLPM,  5kw-D,  Ikw-N, 
1390kc 

Norwegian   

OHIO 

ASHTABULA 

WICA,  5kw-D,  Ikw-N, 
970kc 

Finnish  50,000 
BELLAIRE 

WTRF,  Ikw-D,  1290kc 
Bohemian,  Polish  & 

Italian  60,000 

CANTON 

WAND,  500w-D,  900kc 
Italian   

CLEVELAND 

WDOK,  5kw,  1260kc 
Hungarian,  Italian, 

German,  Czech, 

Polish,   Slovak  & 

Slovene  469,000 
WERE,  5kw,  1390kc 
Hungarian,  Polish, 

Italian,  Bohemian  & 

Slovak  160,000 
WJMO,  Ikw-D,  1540kc 
German,  Slovak, 

Hungarian,  Czech, 

Polish,    Italian  & 

Slovene 


62% 

90,500 
95,000 
85,800 
25,000 
20,000 
8,000 
20,000 


11% 


WSRS,  250w,  1490kc 
Italian 
Czech 
Polish 
Hungarian 
Lithuanian 
Greek 
German 

ELYRIA 

WEOL,  Ikw,  930kc 
Hungarian 

FREMONT 

WFRO,  500w-D,  900kc 
Hungarian 

STEUBENVILLE 

WEIR,    Ikw,  1430kc 
Italian 
Slovak 

WSTV,  250w,  1340kc 
Italian   &  Polish 

TOLEDO 

WSPD,  5k w,  1370kc 

Hungarian  10% 

WTOD,   Ikw,  1560kc 

Polish,  German  82,000-Po. 

Czech  8.  Greek  10,000-Cz. 

WARREN 

WHHH,  5kw,  1400kc 


15,000 
15,000 


45,000 


Greek 


30,000 


OREGON 


PORTLAND 

KWJJ,  lOkw,  lOBOkc 
Italian  &  Swedish 
KXL,  ISkw,  750kc 
SconcJinavian 


30°/; 
180,000 


300 


60 
60 


60 
60 


210 


130 
15 


240 


60 


30 


1500 


165 


30 


240 


150 


210 
210 
210 
90 
30 
30 
60 


60 


60 


30 
30 


90 


60 
360 


45 


165 
55 


Number  of  listeners  is  station  estimate.  For 
source  write  cJirect  to  station  manager. 
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PENNSYLVANIA 

ALLENTOWN 

WHOL,  250w,  1230kc 
Lang.  Listeners 
Penna-German  (Dutch)  100,000 

ALTOONA 

WJSW,  Ikw-D,  500w-N, 
1290kc 

Italian  16,250 
APOLLO 

WAVL,  Ikw-D,  910kc 
Slovak   


Mins.  Wkly. 
30 


30 


BRADDOCK 

WLOA,  Ikw-D,  1550kc 
Hungarian 
Jewish 
Ukrainian 
Yugo-Slav 
Slovene 
Polish 
Slovak 
Croation 
Italian 

BUTLER 

WBUT,  500w-D,  1580kc 
Italian 

CHARLEROI 

WESA,  250w  D,  940kc 

Italian 

Hungarian 


68,000 
19,000 
31,000 
83,000 
28,000 
122,000 
96,000 
79,000 
16,000 


1/3 


35,000 
(combinecJ) 


CHESTER 

WPWA,  Ikw,  1590kc 

Italian  &  Polish  462,000 

DUBOIS 

WCED,  250w,  1230kc 

Polish  25,000 

ERIE 

WERC,  5kw,  1260kc 

Italian  15% 

WLEU,  250w,  1450kc 

Polish   

Itolion   

HAZLETON 

WAZL,  250w,  1490kc 
Ukrainian  &  Slovak  50,000 

HOMESTEAD 

WHOD,  250w-D,  860kc 
Italian,  Polish, 

Hungarian,  Croatian, 

Jewish,  Slovak, 

Greek  Lithuanian  & 

Arabic  2,673,000 

McKEESPORT 

WEDO,  Ikw  D,  810kc 


POTTSVILIE 

WPPA,  Ikw  D,  500w-N, 

1360kc 
Polish 

ROCHESTER 

WRYO,  250w-D,  1050kc 
Italian,  Greek  &  Czech 

SUNBURY 

WKOK,  250w,  1240kc 
Penna.  Dutch 

UNIONTOWN 

WMBS,  Ikw,  590kc 
Italian,  Slovak  &  Polish 


15 


30 
10 
30 
15 
30 
30 
90 
180 
15 


30 


90 
90 


180 


60 


60 


60 
15 


30 


3780 


Ukrainian 

300,000 

30 

WMCK,  Ikw,  1360kc 

Slovak,  Croatian, 

Lithuanian  &  Polish 

125,000 

180 

MORRISViLLE 

WBUD,  250w,  1490kc 

Hungarian  &  Polish 

35,000 

540 

NANTICOKE 

WHWL,  Ikw-D,  730kc 

Polish 

60 

OIL  CITY 

WKRZ,  250w,  1340kc 

Polish 

40,000 

30 

PHILADELPHIA 

WD  AS,  250w,  1400kc 

Jewish 

335,000 

720 

Greek 

25,000 

60 

Spanish 

20,000 

30 

WHAT,  250w,  1340kc 

Italian,  Spanish, 

Jewish  &  Lithuanian 

1500 

WJMJ,  Ikw-D,  1540kc 

Italian 

500,000 

1710 

Polish 

200,000 

330 

WTEL,  250w-D,  860kc 

Polish 

250,000 

510 

German 

400,000 

300 

Yiddish 

325,000 

150 

Lithuanian 

25,000 

120 

Ukralni?;n 

25,000 

60 

Hungarian 

20,000 

45 

Greek 

20,000 

90 

Albanian 

5,000 

30 

Slovak 

5,000 

30 

15 


90 


WARREN 

WNAE,  Ikw  D,  ISlOkc 
Lang. 
Italian 

WASHINGTON 

WJPA,  250w,  1450kc 
Polish,  Italian  & 
Hungarian 

WILKES-BARRE 
WERE,  250w,  1340kc 
Italian 

V/ILK,  250w,  1450kc 

Polish 

Lithuanian 


Listeners 
10,000 


Mins.  Wkly. 
30 


360 


120,000 


1 24,726 
27,526 


345 


270 
30 


RHODE  ISLAND 

NEWPORT 

WRJM,  Ikw-D,  1540kc 

Portuguese  5,000   

PAWTUCKET 

WPAW,  500w-D,  1380kc 

French  225,000  955 

Polish    (Combined) 

Syrian   

Portuguese 

Italian  200,000 

PROVIDENCE 

WDEM,  500W-D,  1290kc 

Italian  185,000  450 

WRIB,  250w  D,  1220kc 
Italian,  French,  Por- 
tuguese, Polish  & 

Yiddish  75,000  1440 
WESTERLY 

WERI,  250w,  1230kc 

Italian,  Polish    300 

WOONSOCKET 

WWON,  250w,  1240kc 

French  50,000  525 

Italian  5,000  90 

Polish  5,000  60 


TEXAS 

ABILENE 

KRBC,  5kw-D,  Ikw-N, 
1470kc 

Spanish  10,000 
ALICE 

KBKI,  Ikw,  1070kc 

Spanish  120,000 

ALPINE 

KVLF,  250w,  1240kc 

Spanish  12,000 

AUSTIN 

KTXN,  Ikw-D,  1370kc 
Spanish  85,000 

KVET,  Ikw,  1300kc 

Spanish  50,000 

BALLINGER 

KRUN,  250w,  1400kc 

Spanish   

BAYTOWN 

KRCT,  250w-D,  650kc 
Spanish   

KREL,   Ikw,  1360kc 

Spanish  150,000 

BEAUMONT 

KRIC,  250 w,  1450kc 

French  50,000 

BEEVILLE 

KIBL,  250 w,  1490kc 

Spanish  40% 

BIG  SPRING 

KTXC,  Ikw,  1400kc 

Spanish  5,700 

BRADY 

KNEL,  250 w,  1490kc 

Spanish  10,000 

BROWNSVILLE 

KBOR,  Ikw,  1600kc 

Spanish  150,000 

BRYAN 

KORA,  250w,  1240kc 

Spanish  &  Czech  30,000 

COLEMAN 

KSTA,  250w-D,  lOOOkc 
Spanish  25,000 

CORPUS  CHRISTI 

KEYS,  Ikw-D,  500w-N, 
1440kc 

Spanish  35% 

KUNO,  lOOw,  1400kc 
Spanish  75,000 

KWBU,  50kw-D,  1030kc 
Spanish  1,000,000 

CUERO 

KCFH,  500w,  1600kc 
Spanish  15,000 


15 

1620 

360 

3600 
405 

270 

240 
210 

30 
1110 
360 

75 
840 
180 

90 

525 
1190 
1500 


DALLAS 

KLIF,  Ikw,  1190kc 
Lang. 
Spanish 

DEL  RIO 

KDLK,  250w,  1230kc 
Spanish 

EDINBURG 

KURV,  250W-D,  710kc 
Spanish 

EL  CAMPO 

KULP,  500w-D,  1390kc 

Spanish 

Czech 

EL  PASO 

KEPO,  5kw,  690kc 
Spanish 

FT.  WORTH 

KWBC,  Ikw-D,  970kc 
Spanish 

GALVESTON 

KGBC,  Ikw-D,  250w-N, 

1540kc  . 
Spanish  &  Czech 


Listeners 
25,000 


30,000 


200,000 


13,543 
31,439 


150,000 


50,000 


Mins.  Wkly. 
840 


1440 


150,000-Sp. 
20,000-Cz. 


GALVESTON 

KLUF,  250w,  1400ke 

Spanish   

GONZALES 

KCTI,  250w,  1450kc 

Spanish  50,000 

HARLINGEN 

KGBS,  250w,  1240kc 

Spanish  100,000 

HOUSTON 

KATL,  ,5kw,  1590kc 

Spanish  40,000 
KCOH,  Ikw-D,  1430kc 

Spanish  50,000 

KINGSVILLE 

KINE,  Ikw-D,  1330kc 
Spanish  90,000 

LAMESA 

KPET,  250W-D,  690kc 

Latin  American  4,000 

LAMPASAS 

KHIT,  250w,  1450kc 

Spanish   

LEVELLAND 

KLVT,  250 w,  1230kc 
Spanish   

LUBBOCK 

KSEL,  Ikw-D,  500W-N, 
950kc 

Spanish  10,000 
McALLEN 

KRIO,  Ikw,  910kc 

Spanish  50% 

MIDLAND 

KCRS,  5kw-D,  Ikw-N, 
550kc 

Spanish  10,000 

MONAHANS 

KVKM,  250w,  1340kc 
Spanish  25% 

NACOGDOCHES 

KSFA,  Ikw-D,  860kc 

Spanish   

NEW  BRAUNFELS 

KGNB,   Ikw-D,  1420kc 
Spanish  300,000 

ORANGE 

KOGT,  Ikw,  1600kc 

French   

PASADENA 

KLVL,   Ikw-D,  1480kc 
Spanish  210,412 

PECOS 

KlUN,   250w,  1400kc 
Spanish  8,000 

PORT  ARTHUR 

KOLE,  250w,  1340kc 

French  40% 

ROSENBERG 

KFRD,  Ikw-D,  980kc 

Czech  &  Spanish  250,000 

SAN  ANGELO 

KTXL,  250w,  1340kc 
Spanish 

SAN  ANTONIO 

KCOR,  5kw-D,  Ikw-N, 


15,0.00 


1350kc 
Spanish 


407,973 


SAN  MARCOS 

KCNY,  250W-D,  1470kc 
Spanish  30,000 

SEGUIN 

KWED,  250w-D,  1580kc 
Spanish  30% 


720 

BROADCASTING 


Tele 


1380 


180 
180 


145 


900 


300 


15 


420 


940 


210 
60 


795 


90 


150 


1050 


150 


420 


90 


420 


15 


2270 


270 


180 


960 


420 


60%  of 
time 


780 


420 

c  a  s  t  i  n  J 


IsTAMFORD 

KDWT,  250w,  1400kc 
\  Lang.  listeners      Mins.  Wkly. 

Spanish  3,500 

SWEETWATER 

«XOX,  250w,  1240l«c 
Spanish  10% 

jrAYlOR 

IjKTAE,  Ikw-D,  1260kc 
Spanish  5,000 

I^EXAS  CITY 
toCTlW,  Ikw-D,  920kc 
Spanish   


UVALDE 

KVOU,  250w,  1450kc 
Spanish  6,000 

yrcTORiA 

KNAL,  5d0w-D,  1410kc 
Spanish  500,000 

UTAH 

DGDEN 

KOPP,  Ikw-D,  730kc 

Spanish  50,000 

VICTORIA 

KVIC,  250w,  1340kc 

Spanish  20,000 

WESLACO 

<RGV,  5kw,  1290kc 

Spanish  120,000 

VERMONT 

RUTLAND 

//HWB,  Ikw-D,  lOOOkc 
'talian   


90 


30 


1800 


960 


615 


420 


30 


240 


135 


60 


VIRGINIA 

ALEXANDRIA 

WPIK,    Ikw-D,  730kc 

Lang.  Listeners 

Greek   


Mins.  Wkly. 
90 


WASHINGTON 


ABERDEEN 

KBKW,  250w,  1450kc 
Scandinavian,  Finnish 
&  French 

CENTRALIA 

KELA,  Ikw,  1470kc 
Polish 

RENTON 

KXRN,  250w-D,  1220kc 
Italian 

SEAmE 

KOL,  5kw,  1300kc 
Italian 

TACOMA 

KMO,  5kw,  1360kc 
Italian 

YAKIMA 

KIT,  5kw-D,  Ikw-N, 

1280kc 
Sponish 


1,000 


10,000 


35,000 


3,000 


WEST  VIRGINIA 


CLARKSBURG 

WHAR,  250w,  1340kc 
Italian 


11,000 


FAIRMONT 

WWW,  250w,  1490kc 
Italian  25,000 


105 


15 


60 


180 


30 


30 


45 


60 


MORGANTOWN 

WAJR,  250w,  1230kc 

Lang.  Listeners 

Italian  3,000 

WHEELING 

WKWK,  250w,  1400kc 

Polish  50,000 


WISCONSIN 

LADYSMITH 

WLDY,  250w,  1340kc 

Polish  800 

MEDFORD 

WIGM,  250w,  1490kc 
German  &  Czechoslovak   

MILWAUKEE 

WFOX,  250w-D,  860kc 

Polish   

Jewish   

Spanish   

Swiss   

Slovak   

Greek   

WMIL,   Ikw-D,  1290kc 

German  300,000 

RACINE 

WRJN,  250 w,  1400kc 

Polish  19,408 

Hungarian  5,072 

German  38,709 

SHAWANO 

WTCH,  Ikw-D,  960kc 
German  50,000 

STEVENS  POINT 

WTWT,  250w-D,  lOlOkc 
Polish  23,400 
Scandinavian   

WISCONSIN  RAPIDS 

WFHR,  250w,  1340kc 

Polish  30,000 


Mins.  Wkly. 
30 


60 


15 


150 


420 
60 
30 
30 
30 
30 

60 


360 
60 
30 


75 


165 
30 


120 


WYOMING 

CHEYENNE 

KFBC,  250 w,  1240kc 

Lang.  Listeners 

Spanish  2,500 


HAWAII 


HONOLULU 

KGMB,  5kw,  590kc 
Japanese,  Chinese, 

Filipino  &  Spanish 
KHON,  5kw,  1380kc 
Japanese,  Chinese, 

Filipino  &  Korean 
KPOA,  5kw,  630kc 
Japanese,  Filipino 


50% 

375,000 
225,000 


PUERTO  RICO 

ARECIBO 

WCMN,  Ikw,  1280kc 

Spanish  &  English   

BAYAMON 

WEN  A,  250w,  1560kc 
Spanish  600,00 

FAJARDO 

WMDD,  250w,  1490kc 
Spanish  100% 

MAYAGEUZ 
WAEL,  250w,  1400kc 


Spanish 
WKJB,  Ikw,  710kc 
Spanish  &  English 
WORA,  Ikw,  1150kc 
English 

PONCE 

WPRP,  5kw,  910kc 
Spanish   &  English 


250,000 


50,000 


Mins.  Wkly. 
120 


750 

1245 
1440 


Full  Time 


180 


CBS  TV  NETWORK 

SPOT  RATE  FINDER 

(Continued  from  page  32) 

ROCK  ISLAND,  WHBF-TV 

SB  IM  5M  15M  30M  1  Hr 
P  20.00  20.00  35.00  60.00  90.00  150.00 
^    20.00    20.00    50.00    80.00  120.00  200.00 

INDIANA 

BLOOMINGTON,  WTTV 

a  25.00    37.50    60.00    90.00  150.00 

*^  40.00    62.50  100.00  150.00  250.00 

IOWA 

IMES,  WOI-TV 

25.00    25.00    50.00    80.00  180.00  200.00 


KENTUCKY 


-OUISVILLE,  WHAS-TV 
3    30.00    30.00    47.00    75.00  112.50  187.50 
?    40.00    40.00    62.50  100.00  150.00  250.00 


LOUISIANA 


tfEW  ORLEANS,  WDSU-TV 

D    25.00    25.00    56.25    75.00  112.50  187.50 

H    40.00    40.00    75.00  100.00  150.00  225.00 


MARYLAND 

8ALTIMORE,  WMAR-TV 

2  40.00    45.00    90.00  135.00  225.00 

II  80.00    90.00  180.00  270.00  450.00 


MASSACHUSETTS 

JOSTON,  WNAC-TV 

i|)  60.00  60.00  90.00  160.00  240.00  400.00 
I    70.00    70.00  120.00  240.00  360.00  600.00 


MICHIGAN 


»EXROIT,  WJBK-TV 

a    65.00    65.00    80.00  160.00  240.00  400.00 
100.00  100.00  150.00  240.00  SOO.OO  600.00 

IBAND  RAtroS,  WLAV-TV 

I    45.00    45.00    62.50  100.00  150.00  250.00 

IALAM4ZOO,  WKZO-TV 

»  15.00  30.00  60.00  90.00  135.00  225.00 
r    20.00    40.00    80.00  120.00  180.00  300.00 


|rote:  All  rates  one-time.  For  complete 
.xplanatlOR  see  Foreword. 


MINNESOTA 


MINNEAPOLIS,  WTCN-TV 

SB  IM  5M  15M  30M  1  Hr 
D  37.50  75.00  95.00  150.00  225.00  375.00 
N    50.00  100.00  126.00  200.00  300.00  500.00 


MISSOURI 


KANSAS  CITY,  WDAF-TV 

D    30.00    30.00    39.00    60.00    90.00  150.00 

N     60.00    60.00    78.00  120.00  180.00  300.00 

ST.  LOUIS,  KSD-TV 

D  60.00    80.00  120.00  180.00  300.00 

N  100.00  133.00  200.00  300.00  500.00 


NEBRASKA 

OMAHA,  KMTV 

N    50.00    50.00    62.50  100.00  150.00  250.00 

NEV\^  MEXICO 

ALBUQUERQUE,  KOB-TV 

N    12.00    12.00    30.00    45.00    90.00  150.00 


NEV\^  YORK 


BINGHAMPTON,  WNBF-TV 

D  18.00    24.00    48.00    72.00  120.00 

N  30.00    40.00    80.00  120.00  200.00 

BUFFALO,  WBEN-TV 

D  60.00  60.00  75.00  120.00  180.00  300.00 
N    80.00    80.00  100.00  160.00  240.00  400.00 

NEW  YORK,  WCBS-TV 

D  250.00  250.00  450.00  600.00  900.00  1500.00 
N  350.00  350.00  800.00  1200.00  2000.00 

ROCHESTER,  WHAM-TV 

D  30.00  30.00  50.00  80.00  120.00  200.00 
N    45.00    45.00    75.00  120.00  180.00  300.00 

SCHENECTADY,  WRGB 

D    30.00    30.00    43.75    70.00  105.00  175.00 

N    60.00    60.00    87.50  140.00  210.00  350.00 

SYRACUSE,  WHEN 

D  32.00  32.00  40.00  64.00  96.00  160.00 
N    50.00    50.00    66.00  106.00  158.00  265.00 

UTICA,  WKTV 

D  20.00  20.00  35.00  40.00  60.00  100.00 
N    24.00    24.00    37.50    60.00    90.00  150.00 


NORTH  CAROLINA 

CHARLOTTE,  WBTV 

D  27.00  27.00  40.50  54.00  81.00  135.00 
N    45.00    45.00    67.50    90.00  135.00  225.00 


3RO  ADCASTING 


Telecasting 


GREENSBORO,  WFMY-TV 

SB  IM  5M  15M  30M  1  Hr 
D  18.00  18.00  27.00  48.00  72.00  120.00 
N    30.00    30.00    45.00    80.00  120.00  200.00 


OHIO 


CINCINNATI,  WKRC-TV 

D  20.00  20.00  5D.00  85.00  130.00  210.00 
N    50.00    50.00    75.00  140.00  210.00  350.00 

CLEVELAND,  WEWS-TV 

D    34.00    40.00    64.32    96.00  144.00  240.00 

N    85.00  100.00  160.00  240.00  360.00  600.00 

DAYTON,  WHIO-TV 

D  25.00  25.00  45.00  72.00  108.00  180.00 
N    40.00    40.00    75.00  120.00  180.00  300.00 

TOLEDO,  WSPD-TV 

D  30.00    50.00    80.00  120.00  200.00 

N  60.00  100.00  160.00  240.00  400.00 


OKLAHOMA 


OKLAHOMA  CITY,  WKY-TV 

N    50.00    60.00    87.50  140.00  210.00  350.00 


TULSA,  KOTV 

D  21.00  28.00 
N    30.00  40.00 


43.75  70.00  105.00  175.00 
62.50  100.00  150.00  250.00 


PENNSYLVANIA 

ERIE,  WICU 

D  38.00  38.00  65.75  105.00  157.50  262.50 
N    50.00    50.00  105.00  140.00  210.00  350.00 

JOHNSTOWN,  WJAC-TV 

D    15.00    15.00    22.50    36.00    54.00  90.00 

N    22.50    22.50    37.50    60.00    90.00  150.00 

LANCASTER,  WGAL-TV 

D  25.00  25.00  45.00  72.00  108.00  180.00 
N    40.00    40.00    75.00  120.00  180.00  300.00 

PHILADELPHIA,  WCAU-TV 

D  60.00  60.00  78.75  126.00  189.00  315.00 
N   100.00  100.00  131.25  210.00  315.00  525.00 

PITTSBURGH,  WDTV 

D  15.00  45.00  67.50  108.00  162.00  270.00 
N    25.00    75.00  112.50  180.00  270.00  450.00 


RHODE  ISLAND 

PROVIDENCE,  WJAR-TV 

D  40.00  40.00  65.00  lOO.OO  150.00  250.00 
N    40.00    40.00    65.00  100.00  150.00  250.00 


TENNESSEE 


MEMPHIS,  WMCT 

SB  IM  5M  15M  30M  1  Hr 
N    25.00    30.00   38.00    60.00    90.00  150.00 


TEXAS 


DALLAS,  KRLD-TV 


12.00  30.00  40.00  60.00  100.00 
36.00    90.00  120.00  180.00  300.00 


HOUSTON,  KPRC-TV 

D    24.00    24.00    45.00    60.00  90.00  150.00 

N    48.00    48.00    67.50    90.00  135.00  225.00 

SAN  ANTONIO,  WOAI-TV 

D    28.13    28.13    37.50    75.00  112.50  187.50 

N    37.50    37.50    50.00  100.00  150.00  250.00 


UTAH 

SALT  LAKE  CITY,  KSL-TV 

D    15.00    18.00    22.50    36.00    54.00  90.00 

N    25.00    30.00    37.50    60.00    90.00  150.00 


VIRGINIA 


NORFOLK,  WTAR-TV 

D              15.00    25.00    40.00  60.00  100.00 

N              30.00    50.00    80.00  120.00  200.00 

RICHMOND,  WTVR 

D    30.00    40.00    78.75  101.25  135.00  225.00 

N    50.00    60.00  105.00  135.00  180.00  300.00 


WASHINGTON 

SEATTLE,  KING-TV 

D  22.50  27.50  35.00  70.00  105.00  175.00 
N    45.00    55.00    70.00  140.00  210.00  350.00 

WEST  VIRGINIA 

HUNTINGTON,  WSAZ-TV 

D  24.00  24.00  37.50  60.00  90.00  150.00 
N    24.00    24.00    37.50    60.00    90.00  150.00 


WISCONSIN 


MILWAUKEE,  WTMJ-TV 

D    40.00    40.00    56.25    90.00  135.00  225.00 
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ALABAMA 


BIRmNGHAM,  WBRC-TV 

SB      IM  5M      15M  30M     1  Hr 

D    20.00    20.00  37.50    60.00  90.00  150.00 

N    20.00    20.00  37.50    60.00  90.00  150.00 


ARIZONA 


PHOENIX,  KPHO-TV 

D  16.00  16.00  20.00  40.00  60.00  100.00 
N    24.00    24.00    30.00    60.00    90.00  150.00 

CALIFORNIA 

LOS  ANGELES,  KTSL 

N    60.00  100.00  125.00  200.00  300.00  500.00 
SAN  FRANCISCO,  KPIX 
D    26.00    26.00    46.00    72.00  108.00  180.00 
N    52.00    52.00    92.00  144.00  216.00  360.00 

CONNECTICUT 

NEW  HAVEN,  WNHC-TV 

N    30.00    30.00    50.00  100.00  150.00  250.00 

DELAWARE 

WILMINGTON,  WDEL-TV 

D  25.00  25.00  45.00  72.00  108.00  180.00 
N    40.00    40.00    75.00  120.00  180.00  300.00 

DISTRICT  OF  COLUMBIA 

WASHINGTON,  WTTG 

D  30.00    50.00    96.00  144.00  240.00 

N  60.00  100.00  160.00  240.00  400.00 

FLORIDA 

JACKSONVILLE,  WMBR-TV 

D  22.50  22.50  37.50  60.00  90.00  150.00 
N    30.00    30.00    50.00    80.00  120.00  200.00 

IVHAMI,  WTVJ 

D  38.00  38.00  56.00  90.00  135.00  225.00 
N    50.00    50.00    75.00  120.00  180.00  300.00 


GEORGIA 


ATLANTA,  WAGA-TV 

D  31.00  31.00  48.50  78.00  117.00  195.00 
N    52.00    52.00    81.00  130.00  195.00  325.00 


ILLINOIS 


CHICAGO,  WGN-TV 

D  52.50  52.50  93.75  150.00  225.00  375.00 
N  105.00  105.00  187.00  300.00  450.00  750.00 

ROCK  ISLAND,  WHBF-TV 

D  20.00  20.00  35.00  60.00  90.00  150.00 
N    20.00    20.00    50.00    80.00  120.00  200.00 


INDIANA 


BLOOMINGTON,  WTTV 

D  22.00  22.00  31.25  60.00  90.00  150.00 
N    22.00    22.00    31.25    60.00    90.00  150.00 

INDIANAPOLIS,  WFBM-TV 

D  25.00    37.50    60.00    90.00  150.00 

N  40.00    62.50  100.00  150.00  250.00 


IOWA 


AMES,  WOI-TV 

N     25.00    25.00    50.00    80.00  180.00  200.00 


KENTUCKY 


LOUISVILLE,  WAVE-TV 

D  37.50  37.50  47.00  75.00  112.50  187.50 
N    50.00    50.00    62.50  100.00  150.00  250.00 


LOUISIANA 


NEW  ORLEANS,  WDSU-T'' 

D  25.00  25.00  56.25  75.00  112.50  187.50 
N    40.00    40.00    75.00  100.00  150.00  225.00 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 


MARYLAND 


BALTIMORE,  WAAM 

SB  IM  5M  15M  30M  1  Hr 
D  67.50  135.00  202.50  337.50 

N  90.00  180.00  270.00  450.00 


MASSACHUSETTS 

BOSTON,  WNAC-TV 

D  60.00  60.00  90.00  160.00  240.00  400.CO 
N     70.00    70.00  120.00  240.00  360.00  600.00 


MICHIGAN 


DETROIT,  WJBK-TV 

D  65.00  65.00  80.00  160.00  240.00  400.00 
N   100.00  100.00  150.00  240.00  360.00  600.00 

GRAND  RAPIDS,  WLAV-TV 

N    45.00    45.00    62.50  100.00  150.00  250.00 

KALAMAZOO,  WKZO-TV 

D  15.00  30.00  60.00  90.00  135.00  225.00 
N    20.00    40.00    80.00  120.00  180.00  300.00 

LANSING,  WJIM-TV 

D  20.00  25.00  40.00  60.00  95.00  120.00 
N     30.00    35.00    50.00    80.00  120.00  200.00 


MINNESOTA 

ST.  PAUL,  WTCN-TV 

D  37.50  75.00  95.00  150.00  225.00  375  00 
N    50.00  100.00  126.00  200.00  300.CO  500.00 


MISSOURI 


KANSAS  CITY,  WDAF-TV 

D  30.00  30.00  39.00  60.00  90.00  150.00 
N     60.00    60.00    78.00  120.00  180.00  300.00 

ST.  LOUIS,  KSD-TV 

D  60.00    80.00  120.00  180.00  300.00 

N  100.00  133.00  200.00  300.00  500.00 


NEBRASKA 

OMAHA,  KMTV 

N    50.00    50.00    62.50  100.00  150.00  250.00 

NEW  MEXICO 

ALBUQUERQUE,  KOB-TV 

N     12.00    12.00    30.00    45.00    90.00  150.00 


OHIO 


NEW  YORK 


BINGHAMTON,  WNBF-TV 

D  18.00    24.00    48.00    72.00  120.00 

N  30.00    40.00    80.00  120.00  200.00 

BUFFALO,  WBEN-TV 

D  60.00  60.00  75.00  120.00  180.00  300.00 
N    80.00    80.00  100.00  160.00  240.00  400.00 

NEW  YORK,  WABD 

D  150.  150.  375.  600.  900.  1500. 
N      350.      350.      500.      800.    1200.  2000. 

ROCHESTER,  WHAM-TV 

D     30.00    30.00    50.00    80.00  120.00  200  00 

N    45.00    45.00    75.00  120.00  180.00  300.00 

SCHENECT.iDY,  WRGB 

D     30.00    30.00    43.75    70.00  105.00  175.00 

N    60.00    60.00    87.50  140.00  210.00  350.00 

SYRACUSE,  WHEN 

D  32.00  32.00  40.00  64.00  96.00  160 --O 
N     50.00    50.00    66.00  106.00  158.00  265.00 

UTICA,  WKTV 

D  20.00  20.00  35.00  40.00  60.00  100.00 
N    24.00    24.00    37.50    60.00    90.00  l;:0.00 


NORTH  CAROLINA 

CHARLOTTE,  WBTV 

D     27.00    27.00    40.50    54.00  81.00  135.00 

N     45.00    45.00    67.50    90.00  135.00  225.00 

GREENSBORO,  WFMY-TV 

D     18.00    18.00    27.00    48.00  72.00  120.00 

N     30.00    30.00    45.00    80.00  120.00  200.00 


CINCINNATI,  WCPO-TV 

SB  IM  5M  15M  30M  1  Hr 
D  32.50  37.50  50.00  100.00  150.00  250.00 
N    65.00    75.00  100.00  200.00  300.00  500.00 

CLEVELAND,  WXEL 

D    32.00    32.00    53.00    80.00  120.00  200.00 

N    80.00    80.00  134.00  200.00  300.00  500.00 

COLUMBUS,  WTVN 

D     35.00    35.00    50.00    85.00  130.00  210.00 

N     55.00    65.00    90.00  140.00  210.00  350.00 

DAYTON,  WHIO-TV 

D    25.00    25.00    45.00    72.00  108.00  180.00 

N    40.00    40.00    75.00  120.00  180.00  300.00 

TOLEDO,  WSPD-TV 

D              30.00    50.00    80.00  120.00  200.00 

N              60.00  100.00  160.00  240.00  400.00 


TENNESSEE 


MEMPHIS,  WMCT 

SB  IM  5M  15M  30M  1  Hr 
N    25.00    30.00    38.00    60.00    90.00  150.00 

NASHVILLE,  WSM-TV 

D  18.00    30.00    48.00    72.00  120.00 


N 


30.00    50.00    80.00  120.00  200.00 


OKLAHOMA 


OKLAHOMA  CITY,  WKY-TV 

N     50.00    60.00    87.50  140.00  210.00  350.00 

TULSA,  KOTV 

D  21.00  28.00  43.75  70.00  105.00  175.00 
N    30.00    40.00    62.50  100.00  150.00  250.00 


PENNSYLVANIA 

ERIE,  WICU 

D  38.00  38.00  65.75  105.00  157.00  262.50 
N     50.00    50.00  105.00  140.00  210.00  350.00 

JOHNSTOWN,  WJAC-TV 

D  15.00  15.00  22.50  36.00  54.00  90.00 
N    22.50    22.50    37.50    60.00    90.00  150.00 

LANCASTER,  WGAL-TV 

D    25.00    25.00    45.00    72.09  108.00  180.00 

N    40.00    40.00    75.00  120.00  180.00  300.00 

PHILADELPHIA,  WFIL-TV 

D  80.00  80.00  140.00  224.00  336.00  560.00 
N  100.00  100.00  175.00  280.00  420.00  700.00 

PITTSBURGH,  WDTV 

D  15.00  45.00  67.50  108.00  162.00  270.00 
N    25.00    75.00  112.50  180.00  270.00  450.00 


RHODE  ISLAND 

PROVIDENCE,  WJAR-TV 

D  40.00  40.00  65.00  100.00  150.00  250.00 
N    40.00    40.00    65.00  100.00  150.00  250.00 


TEXAS 

DALLAS,  WFAA-TV 

D  18.00  18.00  35.00  48.00  70.00  120.00 
N    37.50    37.50    62.50  100.00  150.00  250.00 

HOUSTON,  KPRC-TV 

D  5.64  9.40  15,66  26.10  43.50  72.50 
N    11.27    18.79    31.32    52.20    87.00  145.00 

SAN  ANTONIO,  KEYL 

D  13.50    20.00    40.00    60.00  100.00 

N  20.00    40.00    80.00  120.00  200.00 

UTAH  ! 

SALT  LAKE  CITY,  KSL-TV 

D    15.00    18.00    22.50    36.00    54.00  90.00 

N    25.00    30.00    37.50    60.00    90.00  150.00 


VIRGINIA 


NORFOLK,  WTAR-TV 

D  15.00    25.00    40.00    60.00  100.00 

N  30.00    50.00    80.00  120.00  200.00 

RICHMOND,  WTVR 

D  30.00  40.00  78.75  101.25  135.00  225.00 
N    50.00    60.00  105.00  135.00  180.00  300.00 


WASHINGTON 

SEATTLE,  KING-TV 

D  22.50  27.50  35.00  70.00  105.00  175.00 
N    45.00    55.00    70.00  140.00  210.00  350.00 


WEST  VIRGINIA 

HUNTINGTON,  WSAZ-TV 

D    24.00    24.00    37.50    60.00    90.00  150.00 

N    24.00    24.00    37.50    60.00    90.00  150.00 


WISCONSIN 


MILWAUKEE,  WTMJ-TV 

D    40.00    40.00    56.25    90.00  135.00  225.00 

N    80.00    80.00  112.50  180.00  270.00  450.00 


NBC  TV  Network 


SPOT  RATE  FINDER 


ALABAMA 


BIRMINGHAM,  WBRC-TV 

SB      IM  5M      15M  30M    1  Hr 

D    20.00    20.00  37.50    60.00  90.00  150.00 

N    20.00    20.00  37.50    60.00  90.00  150.00 


CALIFORNIA 


LOS  ANGELES,  KNBH 

D  141.00  225.00  338.00  563.00 

N  188.00  300.00  450.00  750.00 

SAN  DIEGO,  KFMB-TV 

D  32.00  32.00  50.00  80.00  120.00  200.00 
N    32.00    32.00    50.00    80.00  120.00  200.00 

SAN  FRANCISCO,  KPIX 

D    26.00    26.00    46.00    72.00  108.00  180.00 

N    52.00    52.00    92.00  144.00  216.00  360.00 


CONNECTICUT 

NEW  HAVEN,  WHNC-TV 

N    30.00    30.00    50.00  100.00  150.00  250.00 


DELAWARE 

WILMINGTON,  WDEL-TV 

D     25.00    25.00    45.00    72.00  108.00  180.00 

N     40.00    40.00    75.00  120.00  180.00  300.00 

DISTRICT  OF  COLUMBIA 

WASHINGTON,  WNBW 

D  38.00  38.00  47.00  75.00  113.00  188.00 
N     75.00    75.00    94.00  150.00  225.00  375.00 


FLORIDA 


JACKSONVILLE,  WMBR-TV 

SB      IM  5M      15M      30M    1  Hr 

D     22.50    22.50  37.50    60.00    90.00  150.00 

N    30.00    30.00  50.00    80.00  120.00  200.00 

MIAMI,  WTVJ 

D     38.00    38.00  56.00    90.00  135.00  225.00 

N    50.00    50.00  75.00  120.00  180.00  300.00 


GEORGIA 


ATLANTA,  WSB-TV 

D  24.00  24.00  37.50  60.00  90.00  150.00 
N    40.00    40.00    62.50  100.00  150.00  250.00 


ILLINOIS 


CHICAGO,  WNBQ 

D  63.00  63.00  94.00  150.00  225.00  375.00 
N  125.00  125.00  188.00  300.00  450.00  750.00 


INDIANA 

INDIANAPOLIS,  WFBM-TV 

D  25.00    37.50    60.00    90.00  150.00 

N  40.00    62.50  100.00  150.00  250.00 


IOWA 

DAVENPORT,  WOC-TV 

D    20.00    20.00    30.00    60.00    90.00  150.00 

N    20.00    20.00    40.00    80.00  120.00  200.00 

(Continued  on  page  246) 
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BROADCASTING    •  Telecasting 


Tehvision  set  ownership  is  growing  at  a 
phenomenal  rate.  Every  day  televisiop  is  paying 
off  more  .  .  .  to  more  advertisers. 

Even  the  time  when  networking  breaks 
into  the  black  is  very  near.  That's  why  it  is 
extra  important  now  to  remember 
certain  things  about  television:  — 


In  the  beginning  .  .  .  there  was  Du  Mont. 
Yes,  Du  Alonf  did  it  first  — built  the  first 
^         network  between  its  New  York  station 
•        WABD  and  its  Washington  station  WTTG. . 
Now  the  Du  Mont  Television  Network 
contains  54  stations  from  coast  to  coast. 


As  for  coverage,  Du  Mont  gets  'em  all— 
99%  of  the  nation's  telesets  are 
within  reach  of  the  Du  Mont  signal. 
(And  don't  forget  that  Du  Mont  signals  ' 
are  just  as  good  as  anybody's.) 

With  no  vested  interest  in  other  media,  . 

Do  Mont  concentrates  —  gives 

its  undivided  attention  to  televison. 

Du  Mont  believes  in  television  — 

with  a  young-minded  singleness  of 

purpose  that  bodes  the  best  for  sponsors. 

Du  Mont  continuous  program  research  pioneers  i 
the  way  to  larger  audiences,  smaller  budgets.  J"  ^ 
Du  Mont  cuts  the- cost  of  television—  P  j, 

labors  to  deliver  more 
viewers  per  dollar.eAnd 
that's  only  part  of 
the  reason  why  — 


Large  advertiser  or  small,  there  is  Du  Mont  time 
vj  o  ^  fjfjfj  falenf^  Du  Mont  programs  and  spots 

The  Nation's  Window  on  the  World  ^^jf^^  ^^^f  ^f^^^  _ 

515  Madison  Avenue,  N.Y.  22,  N.Y.  wn/e,  wire,  pW  or  run  over  to; 

A  Division  of  Allen  B.  Du  Mont  Laboratories,  inc. 
Copyright  1950,  Allen  B.  Du  Mont  Laboratories,  Inc.  .  jj^jg    Uy  MONT    TELEVISION  NETWORK 
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NBC  TV  NETWORK 

SPOT  RATE  FINDER 

(Continued  ti'om  page  244) 
KENTUCKY 

LOUISVILLE,  WAVE-XV 

SB  IM  5M  15M  30M  1  Hr 
D  37.50  37.50  47.00  75.00  112.50  187.50 
N    50.00    50.00    62.50  100.00  150.00  250.00 


LOUISIANA 

NEW  ORLEANS,  WDSU-TV 

D    25.00    25.00    56.25    75.00  112.50  187.50 

N    40.00    40.00    75.00  100.00  150.00  225.00 


MARYLAND 


BALTIMORE,  WBAL-TV 

D  40.00  40.00  45.00  90.00  135.00  225.00 
N    80.00    80.00    90.00  180.00  270.00  450.00 


MASSACHUSETTS 

BOSTON,  WBZ-TV 

D  100.00  100.00  140.00  210.00  315.00  525.00 
N  125.00  125.00  175.00  280.00  420.00  700.00 


MICHIGAN 


DETROIT,  WWJ-TV 

D  110.00  110.00  138.00  220.00  330.00  550.00 
N  160.00  160.00  200.00  320.00  480.00  800.00 

GRAND  RAPIDS,  WLAV-TV 

N    45.00    45.00    62.50  100.00  150.00  250.00 


MINNESOTA 


MINNEAPOLIS,  KSTP-TV 

D  75.00    95.00  150.00  225.00  375.00 

N  100.00  126.00  200.00  300.00  500.00 


MISSOURI 


KANSAS 

D  30.00 
N  60.00 


CITY,  WDAF-TV 

30.00  39.00  60.00  90.00  150.00 
60.00    78.00  120.00  180.00  300.00 


ST.  LOUIS,  KSD-TV 

D  60.00    80.00  120.00  180.00  300.00 

N  100.00  133.00  200.00  300.00  500.00 


NEBRASKA 


OMAHA,  WOW-TV 

D  30.00  30.00  38.00  60.00  90.00  150.00 
N    40.00    40.00    50.00    80.00  120.00  200.00 


NEW  MEXICO 

ALBUQUERQUE,  KOB-TV 

N     12.00    12.00    30.00    45.00    90.00  150.00 


NEW  YORK 


BUFFALO,  WBEN-TV 

D     60.00    60.00    75.00  120.00  180.00  300.00 

N    80.00    80.00  100.00  160.00  240.00  400.00 

NEW  YORK   CITY,  WNBT 

D  133.50    133.50    188.    300.  450.  750. 

N  400.00    400.00    500.    800.  1,200.  2,000. 

ROCHESTER,    WHAM- TV 

D    30.00    30.00    50.00    80.00  120.00  200.00 

N    45.00    45.00    75.00  120.00  180.00  300.00 

SCHENECTADY,  WRGB 

D     30.00    30  00    43.75    70.00  105.00  175.C0 

N    60.00    60.00    87.50  140.00  210.00  350.00 

SYRACUSE,  WSYR-TV 

D     27.00    35.00    45.00    72.00  108.00  180.00 

N     45.00    60.00    75.00  120.00  180.00  300.00 

UTICA,  WKTV 

D     20.00    20.00    35.00    40.00  60.00  100.00 

N     24.00    24.00    37.50    60.00  90.00  150.00 


NORTH  CAROLINA 

CHARLOTTE,  WBTV 

D  27.00  27.00  40.50  54.00  81.00  135.00 
N    45.00    45.00    67.50    90.00  135.00  225.00 

GREENSBORO,  WFMY-TV 

D     18.00    18.00    27.00    48.00    72.00  120.00 

N    30.00    30.00    45.00    80.00  120.00  200.00 


OHIO 


Note:  All  rates  one-time.  For  complete 
explanation  see  Foreword. 
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CINCINNATI,  WLWT 

SB  IM  SM  15M  30M  1  Hr 
D  30.00  30.00  68.75  110.00  165.00  275.00 
N     70.00    70.00  137.50  220.00  330.00  550.00 


CLEVELAND, 

D 

N 


WNBK 

50.00  80.00  120.00  200.00 
100.00  160.00  240.00  400.00 


COLUMBUS,  WLWC 

D     20.00    20.00    47.00  75.00  112.50  187.50 

N     50.00    50.00    93.75  150.00  225.00  375.00 

DAYTON,  WLWD 

D     10.00    20.00    47.00  75.00  112.50  187.50 

N    18.75    50.00    93.75  150.00  225.00  375.00 

TOLEDO,  WSPD-TV 

D               30.00    50.00  80.00  120.00  200.00 

N              60.00  100.00  160.00  240.00  400.00 


OKLAHOMA 


OKLAHOMA  CITY,  WKY-XV 

N    50.00    GO.OO    87.50  140.00  210.00  350.00 

PENNSYLVANIA 

ERIE,  WICU 

D  38.00  38.00  65.75  105.00  157.50  262.50 
N    50.00    50.00  105.00  140.00  210.00  350.00 

JOHNSTOWN,  WJAC-TV 

D  15.00  15.00  22.50  36.00  54.00  90.00 
N    22.50    22.50    37.50    60.00    90.00  150.00 

LANCASTER,  WGAL-TV 

D    25.00    25.00    45.00    72.00  108.00  180.00 

N    40.00    40.00    75.00  120.00  180.00  300.00 

PHILADELPHIA,  WPTZ 

N  70.00  70.00  105.00  168.00  252.00  420.00 
N  150.00  150.00  175.00  280.00  420.00  700.00 

PITTSBURGH,  WDTV 

D  15.00  45.00  67.50  108.00  162.00  270.00 
N    25.00    75.00  112.50  180.00  270.00  450.00 


RHODE  ISLAND 

PROVIDENCE,  WJAR-TV 

D  40.00  40.00  65.00  100.00  150.00  250.00 
N    40.00    40.00    65.00  100.00  150.00  250.00 


TENNESSEE 


MEMPHIS,  WMCT 

N     25.00    30.00    38.00    60.00    90.00  150.00 


TEXAS 


FORT  WORTH,  WBAP-TV 

D    18.00    18.00    37.50    60.00  90.00  150.00 

N    36.00    36.00    75.00  120.00  180.00  300.00 

HOUSTON,  KPRC-TV 

D    24.00    24.00    45.00    60.00  90.00  150.00 

N    48.00    48.00    67.50    90.00  135.00  225.00 

SAN  ANTONIO,  WOAI-TV 

D    28.13    28.13    37.50    75.00  112.50  187.50 

N     37.50    37.50    50.00  100.00  150.00  250.00 


UTAH 


SALT  LAKE  CITY,  KDYL-TV 

D  17.00  17.00  25.00  40.00  60.00  100.00 
N    30.00    30.00    50.00    80.00  120.00  200.00 


VIRGINIA 


RICHMOND,  WTVR 

D  30.00  40.00  78.75  101.25  135.00  223.00 
N    50.00    60.00  105.00  135.00  180.00  300.00 


WASHINGTON 

SEATTLE,  KING-TV 

D  22.50  27.50  35.00  70.00  105.00  175.00 
N    45.00    55.00    70.00  140.00  210.00  350.00 


WISCONSIN 


MILWAUKEE,  WTMJ-TV 

D  40.00  40.00  56.25  90.00  135.00  225.00 
N    80.00    80.00  112.50  180.00  270.00  450.00 


Regionals  and  Other  Groups 


SPOT  RATE  FINDER 


Airline  Network 

Radio  Park,  P.  O.  Box  2553,  Birmingham,  Ala., 
Rep.  Headley-Reed  Co.,  Sales  Mgr.  Julian  A. 
Flint.  WSGN  Birmingham,  WHBS  Huntsville, 
Ala. 

SB  IM  5M  15M  30M  1  Hr 
D  20  00  20.00  36.00  48.00  72.00  120.00 
N     32.00    32.00    72.00    96.00  144.00  240.00 


Alaska  Broadcasting  System 

830  Securities  BIdg.  Seattle,  Wash.  Manager: 
William  J.  Wagner.  KFQD  Anchorage,  KFRB 
Fairbanks,  KIBH  Seward,  KINY  Juneau, 
KTKN  Ketchikan,  KIFW  Sitka.  For  combina- 
tion rates,  contact  network.  For  complete 
network,  rates  are: 

D  20.20  28.25  40.40  80.75  121.50  199.50 
N     32.30    44.85    72.70  121.15  199.50  323.00 


The  Aloha  Network 

p.  O.  Box  1380,  Honolulu,  Hawaii.  Manager: 
R.   M.    Fitkin.    KHON    Honolulu,   KlPA  Hilo, 
KMVI  Wailuku,  Maui,  KTOH  Lihue,  Kauai. 
D       8.75    13.13    17.50    35.00    52.50  87.50 
N     17.50    26.25    35.00    70.00  105.00  175.00 


Arizona  Broadcasting 
System 

Heard   BIdg.,    Phoenix,   Ariz.,    Rep.   Paul  H. 

Raymer  Co.,  Mgr.  Dick  Lewis. 

KTAR  Phoenix,  KVOA  Tucson,  KYUM  Yuma, 

KAWT  Douglas-Bisbee,  KYCA  Prescott,  KGLU 

SafFord,  KWJB  Globe-Miami. 

D     24.00  32.00    64.00    96.00  160.00 

N     48.00  64.00  128.00  192.00  320.00 


Arizona  Network 

836-838  N.  Central  Ave.,  Phoenix,  Ariz.,  Rep. 
John  Blair  &  Co.,  Mgr.  Albert  D.  Johnson. 
KOY  Phoenix,  KSUN  Bisbee,  KTUC  Tucson. 
D     17.25  23.00    46.00    69.00  115.00 

N     34.50  46.00    92.00  138.00  230.00 


Arkansas  Network 

Comprising  KARK  Little  Rock,  and  all  other 
stations  in  the  State  of  of  Arkansas.  Two  or 
more  stations  may  be  used;  one  or  more 
outlets  in  multiple-station  cities.  Costs  are 
combined  station  time  and  line  charges. 


Arrowhead  Network 

WEBC  BIdg.,  Duluth  2,  Minn.,  Rep.  Ra-Tel 
Representatives  Inc.,  General  Mgr.  Walter  C. 
Bridges.  WEBC  Duluth-Superior,  WMFG  Hib- 
bing,  Minn.,  WHIB  Virginia,  Minn.,  WEAU 
Eau  Claire,  Wis.,  WJMC  Rice  Lake,  Wis., 
Wise  Madison,  Wis. 

D  21.38  21.38  33.32  70.42  131.79  241.31 
N     37.44    37.44    60.77  127.41  246.50  434.52 

Broadcasting  Corp. 
of  America's 
Rural  Network 

p.  O.  Box  987,  Riverside,  Calif.,  Manager 
Forrest  Wallace,  KPRO  and  KPRO-FM  River- 
side and  San  Bernardino,  KROP  Brawley  and 
El  Centro,  KREO  Indio  and  Palm  Springs, 
KYOR  BIythe. 

D  15.00  17.50  30.00  40.00  60.00  100.00 
N     20.00    25.00    40.00    60.00    90.00  150.00 

California  Group 

1213  N.  Highland  Ave.,  Hollywood,  Calif., 
Rep.  Western  Radio  Sales  of  Los  Angeles, 
John  E.  Pearson  Co.  (East  Coast).  Basic  three 
stations:  KYNO  Fresno,  KCOK  Tulare-Visalia, 
KAFY  Ba.kersfield.  Rates  available  from  net- 
work. 


California  Northern  Group 

p.  O.  Box  431,  RedblufF,  Calif.,  Manager 
Arvo  Haapanen,  KBIF  Red  Bluff,  KSUE  Susan- 
ville,  KSYC  Yreka. 

D  4.00  4.00  7.00  14.00  21.00  35.00 
N       4.00     4.00     7.00    14.00    21.00  35.00 


Columbia  Pacific  Network 

Columbia  Square,  Los  Angeles  28,  Calif., 
Rep.  Radio  Sales,  Pacific  Coast  Sales  Man- 
ager Wayne  R.  StefFner,  KNX  Los  Angeles, 
KCBS  San  Francisco,  KCBQ  San  Diego,  KFRE 
Fresno,  KGDM  Stockton  (bonus),  KROY  Sacra- 
mento, KCMJ  Palm  Springs  (bonus),  KOIN 
Portland,   KIRO  Seattle,   KXIY  Spokane. 

SB    IM         5M      15M       30M  IHr 
D  2 1 1 .00  422.00    635.00  1 ,057.00 

N  422.00  844.00  1,266.00  2,1 10.00 


Columbine  Network 

1626  Stout-  St.,  Denver  2,  Col.,  Soles  Mgr.' 
E.  E.  Koepke,  KMYR  Denver,  KCOL  Ft.  Col- 
lins, KYOU  Greeley,  KBOL  Boulder,  KRDO 
Colorado  Springs,  KCSJ  Pueblo,  KEXO  Grand 
Junction. 

D  24.00  28.00  35.00  70.00  140.00  200.00 
N     40.00    46.00    60.00  120.00  210.00  300.00 


Connecticut  State  Network 


i'i. 


555  Asylum   St.,   Hartford,   Conn.,   President  sw 


C.  Glover  DeLaney. 


1?: 


81.00  156.00  234.00  390.00 
136.00  272.00  411.00  660.00  -if- 


Cotton  Beit  Group 

409V2  State  Line  Ave.,  Texarkana,  Tex., 
Manager  David  M.  Segal,  RTFS  Texarkana, 
Tex.,  KDMS  El  Dorado,  Ark.,  WGVM  Green- 
ville, Miss. 

D  15.00  15.00  30.00  50.00  90.00  150.00 
N     15.00    15.00    30.00    50.00    90.00  150.00 


Dairyiand  Network 


Radio   City,    Minneapolis,   Minn.,    Rep:  Free 
&    Peters.    KWIM    Willmar,    Minn.,    KWNO  ijll 
Winona,    Minn.,    WTCN    Minneapolis,  Minn. 
Contact  network  for  rates. 


;3i 


Don  Lee  Broadcasting 
System 

Don  Lee  BIdg.,  1313  N.  Vine  St.,  Hollywood 
28,  Calif.,  Rep.  John  Blair  &  Co.;  Chairman 
of  the  Board,  Lewis  Allen  Weiss;  President, 
Willet  H.  Brown;  Vice  President  in  Charge 
of  Sales,  Ward  D.  Ingrim.  KHJ  Los  Angeles, 
KGB  San  Diego,  KDB  Santa  Barbara,  KFXM 
San  Bernardino,  KFRC  San  Francisco,  KMYC 
Marysville,  KYNO  Fresno,  KSBW  Salinas- 
Monterey,  KVOE  Santa  Ana,  KCOK  Tulare- 
Visalia,  KXO  El  Centro,  KAFY  Bakersfleld, 
KVEC  San  Luis  Obispo,  KPRL  Paso  Robles, 
KIEM  Eureka,  KHSL  Chico,  KVCV  Redding, 
KYOS  Merced,  KXOA  Sacramento,  KXOB 
Stockton  (all  in  Calif.);  KRNR  Roseburg, 
KPOJ  Portland,  KFJI  Klamath  Falls,  KORE 
Eugene,  KBND  Bend,  KOOS  Coos  Bay,  KWIL 
Albany,  KAST  Astoria,  KUIN  Grants  Pass, 
KSLM  Selena  (all  in  Oregon);  KATO,  Reno 
Nev.,  KVI  Seattle-Tacoma,  KYAK  Yakima, 
KNEW  Spokane,  KXRO  Aberdeen,  KGY 
Olympic,  KELA  Centralia,  KRKO  EVerett, 
KWLK  Longview,  KUJ  Walla  Walla,  KPUG 
Bellingham,  KWNW  Wenatchee  (all  in  Wash- 
ington); KRLC  Lewiston,  KWAL  Wollace-Kel- 
logg,  KVNI  Coeur  d'Alene. 
D  800.00  1,200.00  2,000.00 

N  1,200.00  1,800.00  3,000.00 

Georgia  Association  of 
Local  Stations 

Atlanton  Hotel,  Decatur,  Go.,  Agency,  Director 
Tom  Carr.  WDEC  Americus,  WGAU  Athens, 
WGLS  Atlanta-Decatur,  WBBQ  Augusta, 
WLBB  Carrollton,  WBHF  Cartersville,  WGAA 
Cedartown,  WMJM  Cordele,  WMOC  Cov- 
ington, WBLJ  Dalton,  WDWD  Dawson, 
WMLT  Dublin,  WBHB  Fitzgerald,  WDUN 
Gainesville,  WKEU  Griffin,  KIBB  Macon, 
WFOM  Marietta,  WMVG  Milledgeville,  WMGA 
Moultrie,  WGIG  Brunswick,  WFRP  Savannah, 
WWNS  Statesboro,  WSFT  Thomaston,  WKTG 
Thomasville,  WWGS  Tifton,  WLET  Toccoa, 
WRQN  Vidalio,  WAYX  Waycross,  WRID 
West  Point. 

D  or  N      70.00  150.00  282.00  420.00  696.00 


lilli, 

c 

TOW! 


Georgia  Trio 


Rep.  Katz  Agency.  WAGA  Atlanta,  WMAZ 
Macon,  WTOC  Savannah. 

D  34.00  40.38  67.58  111.78  175.10  292.40 
N     53.13    63.75  104.98  175.10  280.50  467.50 


BROADCASTING 


Telecasting 


•fill 

* 
% 


Granite  State  Network 

55  Front  St.,  Manchester,  N.  H.,  Rep.  Boll- 
ng  Co.,  Bertha  Bannan,  Boston,  President 
krthur  Newcomb.  WKBR  Manchester,  WOTW 
lashua,  WWNH  Rochester,  WTSV  Claremont, 
^^A,  Brattleboro,  Vt. 

SB  IM  5M  15M  30M  1  Hr 
i  19.00    38.00    76.00  114.00  190.00 

M  19.00    38.00    76.00  114.00  190.00 


Great  Lakes  Network 

iadio  BIdg.,  117  W.  Genesee,  Saginaw, 
(Mch.  WSAM  &  WSAM-FM  Saginaw  (Key 
itation),  WLEW  Bad  Axe,  WFYl  Alma 
VOAP  &  WOAP-FM  Owosso.  Availoble  as  a 
gional  network  for  simultaneous  program 
luplication  keyed  from  WSAM-FM  Saginaw. 

Great  Northern 
Broadcasting  System 

!07  First  Ave.  N.W.,  Mandan,  N.  D.,  Rep. 
jrville  Lowson  and  Assoc.,  Sec.  &  Treas.  M. 

Reichert.  KDIR  Devils  Lake,  N.  D.,  KGDE 
ergus  Falls,  Minn.,  KNOX  Grand  Forks,  N. 
>.,  KGCU  Bismarck-Mandon,  N.  D.,  KLPM 
rtinot,  N.  D.,  KVOX  Moorhead,  Minn., 
:GCX  Sidney,  Mont.,  KOVC  Valley  City, 
J.  D.,  KWHL  Marshall,  Minn.,  KWLM  Wilmar, 
Amn. 

Ise  station  Spot  Rate  Finder  for  each  station, 
hen  apply  the  following  discounts: 
0%  if  three  of  the  stations  are  used. 
i5%  if  five  of  the  stations  ore  used. 
f0%  if  all  stations  are  used. 

Great  West  Network 

ep.  Forjoe  and  Co.,  Gen.  Mgr.  William  T. 
emp.  KVER  Albuquerque,  KSVP  Artesia, 
1.  M. 

6.50  8.50 


Guy  Gannett  Broadcasting 
System 

Sannett  BIdg.,  390  Con  gress  St.,  P.  O.  Box 
731,   Portland,   Me.,   Rep.   Paul    H.  Raymer 
,  President  Guy  P.  Gannett. 
16.20    16.20    25.20    50.40    75.60  126.00 
:l    32.40    32.40    50.40  100.80  151.20  252.00 


The  Hoosier  Network 


,42  Wrigley  BIdg.,  Chicago,  III.  Manager: 
d  E.  Hale,  WCNB  Connersville,  WFMU  Craw- 
irdsville,  WCTW  New  Castle,  WMRI  Morion, 
7SRK  Shelbvville,  WFML  Washington,  WRSW 
("arsow.    All  in  Indiana. 

24.50    42.10    99.00    166.00  280.00 
:l  24.50    42.10    99.00    166.00  280.00 


i  Intermountain  Network 

>46  South  Main,  Salt  Lake  City,  Utah,  Rep. 
'very-Knodel,  Inc.  Vice-President  in  Charge 
f  Sales,  Lynn  L.  Meyer.  KALL  Salt  Lake  City, 
ilO  Ogden,  KOVO  Provo,  KVNU  Logan, 
-OAL  Price,  KSVC  Richfield,  KSUB  Cedar  City, 
[ill  in  Utah);  KEYY  Pocatello,  KID  Idaho  Falls, 
fVMV  Twin  Falls,  KFXD  Nampa-Boise  (all  in 
Haho);  KVRS  Rock  Springs,  KOVE  Lander, 
OWB  Laramie,  KSPR  Casper,  KPOW  Powell, 
WYO  Sheridan  (all  in  Wyoming);  KBMY 
1  Mings,  KRJF  Miles  City,  KPRK  Livingston, 
OPR  Butte,  KFDW  He'ena,  KMON  Great  Falls, 
XIO  Lewistown,  KIYI  Shelley,  KAVR  Havre 
II  in  Montana);  KRAM  Las  Vegas,  Nevada. 
72.47  72.47  117.84  235.67  358.88  589.2? 
110.96  110.96  176.99  352.04  532.90  894.60 


Iowa  Tallcorn  Network 

II  Garver  BIdg.,  Des  Moines,  Iowa.  Mana- 
Max  M.  Friedman.  KWCR  Cedar  Rapid!, 
«0S  Clinton,  KSWl  Council  ElufFs,  KS!5 
eston,  KSTT  Davenport,  KDEC  Decorah, 
DTH  Dubuque,  KVFD  Fort  Dodoe,  KOKX 
;okuk,  KFJB  Marshalltown,  KRiB  Mason 
tv,  KWPC  Muscatine,  KCOM  Sioux  City, 
'CD  Spencer.  For  rates  see  individual  station 
j  tings. 


Keystone  Network 


(H 

,30  Fifth  Ave.,  N.  Y.  Eastern  Sales  Mgr., 
:;il|(oel  Rhys.  Ala.:  WCTA  Andalusia,  WJLD 
sssemer,  WEBJ  Brewton,  WKLF  Clanton, 
••'KUL  Cullman,  WMSL  Decatur,  WXAL  De- 
opolis,  WOOF  Dothan,  WULA  Eufaula, 
•MFT  Florence,  WBHP  Huntsville,  WWWB 
iser,  WJHO  Opelika,  WFEB  Sylacauga, 
•HTB  Talladega,  WTBF  Troy,  WTBC  Tusca- 
osa.  Alaska:  KFQD  Anchorage,  KFRB 
ijirbanks,  KINY  Juneau,  KTKN  Ketchikan, 
JBH  Seward.  Ariz.:  KTYL  Mesa.  Ark.: 
IVRC  Arkadelphia,  KAMD  Camden,  KGRH 
(ayetteville,  KXJK  Forrest  City,  KFFA  Helena, 


KHOZ  Harrison,  KXAR  Hope,  KWFC  Hot 
Springs,  KBTM  Jonesboro,  KDRS  Paragould, 
KOTN  Pine  BlufF,  KXRJ  Russellville,  KUOA 
Siloam  Springs,  KWAK  Stuttgart.  Calif.: 
KCVR  Lodi,  KMBY  Monterey,  KPRL  Paso 
Robles,  KTIP  Porterville,  KVEC  San  Luis 
Obispo,  KSWIA  Santa  Maria,  KVVC  Ventura. 
Col.:  KGIW  Alamosa,  KRLN  Canon  City, 
KUBC  Montrose,  KVRH  Salida,  KGEK  Ster- 
ling, KCRT  Trinidad.  Conn.:  WNOC  Nor- 
wich. Fla.:  WSWN  Belle  Glade,  WDHL 
Bradenton,  WTAN  Clearwater,  WCNU  Crest- 
view,  WINK  Fort  Myers,  WJVB  Jacksonville 
Beach,  WKWF  Key  West,  WLBF  Leesburg, 
WNER  Live  Oak,  WTMC  Ocala,  WDLP  Panama 
City,  WPLA  Plant  City,  WTRR  Sanford, 
WTNT  Tallahassee.  Ga.:  WGAU  Athens, 
WBBQ  Augusta,  WMGR  Bainbridge,  WMOG 
Brunswick,  WLBB  Carrollton,  WBHF  Carters- 
ville,  WGAA  Cedartown,  WMJM  Cordele, 
WMOC  Covington,  WBLJ  Dalton,  WMLT 
Dublin,  WTJH  East  Point,  WSGC  Elberton, 
WGGA  Gainesville,  WKEU  GrifRn,  WBGR 
Jesup,  WMVG  Milledgeville,  WMGA  Moultrie, 
WLAQ  Rome,  WWNS  Statesboro,  WTWA 
Thomson,  WLET  Toccoa,  WVOP  Vidalia,  WAYX 
Woycross,  WRLD  West  Point.  Ida.:  KGEM 
Boise,  KBIO  Burley,  KIFI  Idaho  Falls,  KEIO 
Pocatello,  KPST  Preston,  KSPT  Sandpoint, 
KLIX  Twin  Falls,  KWAL  Wallace,  KWEi 
Weiser.  III.:  WMRO  Aurora,  WYBS  Canton, 
WROY,  Carmi,  WDWS  Champaign,  WEBQ 
Harrisburg,  WJPF  Herrin,  WJOL  Joliet,  WKAI 
Macomb.  Ind.:  WTOM  Bloomington,  WTRC 
Elkhart,  WTCJ  Tell  City.  Iowa:  KSIB  Creston. 
Kan.:  KARE  Atchison,  KAYS  Hays,  KGNO 
Dodge  City,  KTSW  Emporia,  KlUL  Garden 
City,  KWHK  Hutchinson,  KIND  Independence. 
Ky.:  WLBJ  Bowling  Green,  WCTT  Corbin, 
WZIP  Covington,  WHIR  Danville,  WHIN 
Harlan,  WHOP  Hopkinsville,  WOMI  Owens- 
boro.  La.;  KVOB  Alexandria,  WIKC  Boga- 
lusa,  WIHL  Hammond,  KVOL  Lafayette, 
KWCJ  Natchitoches,  KSLO  Opelousas,  KRUS 
Ruston.  Me.:  \WAGM  Presque  Isle.  Md.: 
WASA  Havre  de  Grace.  Mass.:  WOCB  Cape 
Cod-W.  Yarmouth,  WESX  Salem.  Mich.: 
WATZ  Alpena,  WGRO  Bay  City,  WATT 
Cadillac,  WHDF  Calumet,  WTVB  Cold  Water, 
WDBC  Escanaba,  WMRP  Flint,  CKFI  inter- 
national Falls,  WMIQ  Iron  Mountain,  WIKB 
Iron  River,  WJMS  Ironwood,  WKLA  Luding- 
ton,  WDMJ  Marquette,  WKNK  Muskegon, 
WMBN  Petoskey,  WHLS  Port  Huron,  WSOO 
Sault  Ste.  Marie,  WTCM  Traverse  City. 
Minn.:  WXLT  Ely,  KBZY  Grand  Rapids,  KTRF 
Thief  River  Falls.  Miss.:  WGCM  Biloxi-Gulf- 
port,  KCHI  Chillicothe,  WROX  Clarksdale, 
WCJU  Columbia,  WCBI  Columbus,  WJPR 
Greenville,  WGRM  Greenwood,  WNAG 
Grenada,  WFOR  Hattiesburg,  WKOZ  Kos- 
ciusko, WAML  Laurel,  KMMO  Marshall, 
WAPF  McComb,  WMOX  Meridian,  WMIS 
Natchez,  KNEM  Nevada,  WHOC  Philadel- 
phia, WELO  Tupelo,  WQBC  Vicksburg, 
WROB  West  Point,  WAZF  Yazoo  City.  Mo.: 
KDMO  Carthage,  KREI  Farmington,  KWOS 
Jefferson  City,  KWOC  Poplar  Bluff,  KTTR  Rolla, 
KSGM  Ste.  Genevieve,  KDRO  Sedalia,  KWPM 
West  Plains.  Mont.:  KBMY  Billings,  KAVR 
Havre,  KXLO  Lewiston,  KPRK  Livingston, 
KRFJ  Miles  City,  KIYI  Shelby,  KGCX  Sidney. 
Neb.:  KHAS  Hastings,  KGFW  Kearney,  KPRL 
McCook,  KODY  North  Platte.  Nev.:  KRAM 
Las  Vegas,  KATA  Reno.  N.  H.:  WMOU 
Berlin,  WLNH  Laconia.  N.  J.:  WSNJ  Bridge- 
ton.  N.  M.:  KSVP  Artestia,  KWEW  Hobbs, 
KCHS  Hot  Springs,  KGFL  Roswell,  KTNM 
Tucumcari.  N.  Y.:  WMBO  Auburn,  WGBB 
Freeport,  WWSC  Glens  Falls,  WHUC  Hudson, 
WJOC  Jamestown,  WICY  Malone,  WALL 
Middletown,  WSLB  Ogdensburg,  WHDL 
Olean,  WNBZ  Saranac  Lake.  N.  C:  WABZ 
Albemarle,  WBBB  Burlington,  WEGO,  Con- 
cord, WCKB  Dunn,  WCNC  Elizabeth  City, 
WBBO  Forest  City,  WGNC  Gastonia,  WHNC 
Henderson,  WHKP  Hendersonville,  WHKY 
Hickory,  WHPE  High  Point,  WLOE  Leaks- 
ville,  WJRI  Lenoir,  WBUY  Lexington,  WTSB 
Lumberton,  WMAP  Monroe,  WFRC  Reidsville, 
WCBT  Roanoke  Rapids,  WCEC  Rocky  Mount, 
WSTS  Southern  Pines.  N.  D.:  KDIX  Dickin- 
son, KNOX  Grand  Forks,  KOVC  Valley  City. 
Ohio:  WMOA  Marietta,  WJEL  Springfield. 
Okla.:  KADA  Ada,  KWHW  Altus,  KVOS 
Ardmore,  KWCO  Chickasha,  KSEO  Durant, 
KCHE  El  Reno,  KASA  Elk  City,  KTAT  Fred- 
erick, KTJS  Hobart,  KTMC  McAlester,  KHBG 
Okmulgee,  KVLH  Pauls  Valley,  WBBZ  Ponca 
City.  Ore.:  KWIN  Ashland,  KAST  Astoria, 
KEKR  Baker,  KBND  Bend,  KWRO  Coquille, 
KRUL  Corvallis,  KASH  Eugene,  KLBM  La 
Grande,  KMCM  McMinnville,  KOCO  Salem, 
KODL  The  Dalles,  KTIL  Tillamook.  Pa.: 
WISR  Butler,  WCDL  Carbondale,  WLXW  Car- 
lisle, WESA  Charleroi,  WCED  DuBois,  WHUN 
Huntington,  WDAD  Indiana,  WMCK  McKees- 
port,  WKRZ  Oil  City,  WWIAJ  State  College. 
R.  I.:  WRJM  Newport.  S.  C;  WACA  Camden, 
.  WGCD  Chester,  WOLS  Florence,  WFGN  GofF- 
ney,  WLBG  Laurens-Clinton,  WMRA  Myrtle 
Beach,  WKDK  Newberry,  WRHI  Rock  Hill. 
S.  D.:  KDSJ  Deadwood,  KGFX  Pierre,  KWAT 
Watertown.  Tenn.:  WLAR  Athens,  WOPI 
Bristol,  WJZM  Clarksville,  WKRM  Columbia, 
WHUB  Cookeville,  WDSG  Dyersburg,  WHBT 
Harriman,  WDXI  Jackson,  WETB  Johnson 
City,  WIBK  Knoxville,  WGAP  Maryville, 
WMMT  McMinnville,  WTPR  Paris,  WENK 
Union  City,  WJIG  Tullahoma.  Tex.:  KVLF 
Alpine,  KRUN  Bollinger,  KlOX  Bay  City, 
KRCT  Bayton,  KNEL  Brady,  KSTB  Brecken- 
ridge,  KWHI  Brenham,  KBWD  Brownwood, 
KAND  Corsicona,  KDNT  Denton,  KELP  El 
Paso,  KGAF  Gainsville,  KLUF  Galveston, 
KVGL  Greenville,  KSAM  Huntsville,  KEBE 
Jacksonville,  KOCA  Kilgore,  KPET  Lamesa, 
KHIT  Lampasas,  KFRO  Longview,  KRBA  Luf- 
kin,  KMHT  Marshall,  KORC  Mineral  Wells, 
KVKM  Monahans,  KOSF  Nacogdoches,  KNWT 


Palestine,  KlUN  Pecos,  KVOP  Plainview, 
KTAN  Sherman,  KDWT  Stamford,  KSTV 
Stephenviile,  KSST  Sulphur  Springs,  KXOX 
Sweetwater,  KTEM  Temple,  KTFS  Texarkana, 
KTLW  Texas  City,  KGKB  Tyler,  KVOU  Uvalde, 
KVWC  Vernon,  KVIC  Victoria.  Utah:  KVNU 
Logan,  KOPP  Ogden,  KOAL  Price,  KJAM 
Vernal.  Vt.;  WSYB  Rutland,  WTWN  St. 
Johnsbury.  Va.:  WKEY  Covington,  WSVS 
Crewe,  WCVA  Culpeper,  WFVA  Fredericks- 
burg, WBOB  Galax,  WVEC  Hampton,  KREL 
Lexington,  WMVA  Martinsville,  WNVA  Nor- 
ton, WPUV  Pulaski,  WHLF  South  Boston, 
WLPM  Suffolk,  WAYB  Waynesboro,  WINC 
Winchester.  Wash.:  KXRO  Aberdeen,  KELA 
Centralia-Chehalis,  KWLK  Longview,  KSEM 
Moses  Lake,  KGY  Oympia,  KONP  Port 
Angeles,  KWWB  Walla  Walla.  W.  Va.: 
WCFC-FM  Beckley,  WHAR  Clarksburg, 
WDNE  Elkins,  WLOG  Logan,  WAJR  Morgan- 
town,  WLOH  Princeton,  WRON  Ronceverte, 
WBRW  Welch,  WHAW,  Weston.  Wis.: 
WATW  Ashland,  WDLY  Ladysmith,  WDLB 
Marshfield,  WIGM  Medford,  WIBU  Poynette, 
WRJN  Racine,  WOBT  Rhinelonder,  WTTN 
Watertown.  Wyo.:  KSPR  Casper,  KOVE 
Lander,  KPOW  Powell,  KRAL  Rawlins,  KVRS 
Rock  Springs,  KWYO  Sheridan. 

IM       5M       15M         30M       1  Hr 
D       741.00  1,495.00  2,288.00  3,432.00  5,720.00 
N      741 .00  1,495.00  2,704.00  4,056.00  6,760.00 


Lone  Star  Chain  Inc. 

1714  M  &  W  Tower,  Dallas,  Tex.,  Manager, 
Howord  H.  Dunavan.  WBAP  F'^-t  Worth, 
KOSA  Odessa,  KFDM  Beaumont,  KGNC  Ama- 
rillo,  KTBC  Austin,  KEYS  Corous  Christi,  KTRE 
Lufkin,  KFYO  Lubbock,  KTSA  San  Antonio, 
KTBB  Tyler,  KWKC  Abilene,  KXYZ  Houston, 
KRGV  Weslaco,  KFDX  Wichita  Falls,  KTXL  San 
Angelo,  KROD  El  Paso. 

D  269.96    452.70       692.55  1,15<.25 

N  472.77    783.00    1,196.10  1,993.50 


Long  Ri^dio  Enterprises 

p.  O.  Box  1391,  Bay  City,  Tex.,  Manaaing  Di- 
rector, J.  G.  Long.  KlOX  Bay  City,  KVIC  Vic- 
toria, KSAM  Huntsville,  KTLW  Texas  City,  Tex. 
Contact  network  for  rotes. 

Maine  Broadcasting  System 

157    High    St.,    Portland,    Me.    Rep.  Weed, 
Bannan,   Manager   William   H.    Rines.  WCSH 
Portland,  WRDO  Augusta,  WLBZ  Bangor 
D     23.75    23.75    36.10    72.20  108.30  180.50 
N     47.50    47.50    72.20  144.40  216.60  361.00 

McClatchy  Beeline 

911  Seventh  St.,  Sacramento,  Calif.,  Rep.  Ray- 
mer, Director  of  Sales  Leo  O.  Ricketts.  KFBK 
Sacramento,  KWG  Stockton,  KMJ  Fresno, 
KERN  Bakersfield,  KOH  Reno. 
D  43.35  43.35  66.60  125.80  188.70  314.50 
N     85.00    85.00  129.20  251.60  377.40  629.00 


The  Mid  South  Network 

Gilmer  Hotel,  Columbus,  Miss.  Manager:  Bob 
McRaney.  WCBI  Columbus,  WROB  West  Point, 
WEIO  Tupelo,  WNAG  Grenada,  WMOX  Me- 
ridian, WMOX-FM,  Meridian,  WSSO  Stark- 
ville.    All  in  Mississippi. 

D  20.80  20.80  32.50  88.40  130.60  221.00 
N     20.80    20.80    32.50    88.40  130.60  221.00 


New  England 
Regional  Network 

26  Grove  St.,  Hartford,  Conn.,  Weed,  Chair- 
man Paul  W.  Morency.  WBZ  Boston,  WTIC 
Hartford,  Conn.,  WJAR  Providence,  R.  I., 
WCSH  Portland,  Me.,  WLBZ  Bangor,  Me.. 
WRDO  Augusta,  Me. 

D  164.00    308.00    462.00  770.00 

N  328.00    616.00    924.00  1,540.00 


Northern  Network 

p.  O.  Box  17,  Sault  Ste  Marie,  Mich.,  Mon- 
ager  Stanley  R.  Pratt.  WMIQ  Iron  Mountain, 
WDMJ  Marquette,  WSOO  Sault  Ste  Marie. 
D      13.50    13.50    22.50    36.00    54.00  90.00 
N      18.00    18.00    31.50    54.00    81.00  135.00 


Northwest  Network 

3415  University  Ave.,  St.  Paul,  Minn.  Mana- 
ger: K.  M.  Hance.  WEBC  Duluth,  WMFG  Hib- 
bing,  KYSM  Mankato,  KROC  Rochester,  KFAM 
St.  Cloud,  WHLB  Virginia  (all  in  Minnesota); 
KFYR  Bismarrk,  WDAY  Fargo,  N.  D.,  WEAU 
Ecu  Claire,  WJMC  Rice  Lake,  Wis. 
(Rates  on  application) 


jROADCASTING    •  Telecasting 


Oklahoma  Group 
Broadcasters 

Plaza  Court,  Oklahoma  City,  Okla.,  Rep. 
Walker,  Manager  M.  H.  Bonebrake.  KSED 
Durant,  KWOE  Clinton,  KCRC  Enid,  KSPI  Still- 
water, KTMC  McAlester,  KMUS  Muskogee, 
KOCY  Oklahoma  City,  KHBG  Okmulgee, 
WBBZ  Ponco  City,  KGFF  Shawnee,  KAKC 
Tulsa. 

SB  IM  5M  15M  30M  1  Hr 
D  161.00    256.15  416.40 

N  191.75    305.80  500.60 

Oklahoma  Network 

2004  Apco  Tower,  Oklohoma  City,  Okla.,  Rep. 
Toylor-BorrofF,  Manager  Robert  D.  Enoch. 
KAOA  Ada,  kVSO  Ardmore,  KCRC  Enid, 
KSWO  Lowton,  KTMC  McAlester,  KBIX  Mus- 
kogee, KGFF  Shawnee. 

D  36.00    62.50    100.00    150.00  250.00 

N  42.00    73.65    118.00    117.00  295.00 


Oregon  Trail  Network 

p.  O.  Box  110,  Baker,  Ore.,  Manager  Lee  W. 
Jacobs.  KBKR  Baker,  KSRV  Ontario,  KLBM  La 

D°"  9.56  9.56  14.03  27.41  45.90  76.50 
N      9.56     9.56    14.03    27.41    45.90  76.50 


PcscifEC  Regional  Network 

6540  Sunset  Blvd.,  Hollywood,  Calif.  Mana- 
ger: ClifF  Gill.  Northern  Calif.:  KHUM  Eureka, 
KDAC  Fort  Braog,  KYNO  Fresno,  KNGS  Han- 
ford,  KCVR  Lodi,  KWSD  Mt.  Shasta,  KVON 
Napa,  KDAN  Oroville,  KTIP  Por'erville,  KBLF 
Red  Bluff,  KYA  Son  Francisco,  KSGN  Sanaer, 
KEEN  San  Jose,  KDON  Santa  Kruz,  KSRO 
Santa  Rosa,  KROG  Sonora,  KSUE  Susanville, 
KCOK  Tulare,  KTUR  Turlock,  KGYW  Valleio, 
KUBA  Yuba  City,  KSTN  Stockton,  KXOA  Sac- 
romento.  Southern  Calif.:  KICO  Calexico, 
KAFY  Bokersfield,  KYOR  BNthe.  KROP  Brow- 
lev,  KWIK  Burbank,  KBUC  Coro^^o,  KREO 
l-ri;r>,  KFOX  Long  Bea'K.  KFWB  Hollywood, 
"BRL  Paso  Rob'es,  KPMO  Pomon'i.  KPRO 
Riverside.  KITO  San  Bernnrdino,  K'«nO  Son 
Dieoo,  KVFC  San  luls  Ob-"o.  "'VOE  .Santo 
A-o.  KSMA  .Sinfa  Maria,  KSPA  Santa  Paula. 
"TKR  Taft,  KVEN  Ventura.  Minimum  purchase 
is  four  stations.  For  rotes  contact  network 
or  see  individual  station  listings. 

Paul  Bunyan  Network 

Paul  Bunyan  BIdg.,  Traverse  City,  Mich.,  Rep. 
Holman,  Manager  R.  E.  Detwiler.  WTCM  Tra- 
verse City,  WATT  Cadillac,  WATZ  Alpena. 
WMBN  Petoskey 

D  10.50  10.50  20.00  42.50  62.50  105.00 
N  12.50    12.50    25.00    60.00    100.00  150.00 

Radio  Network  of  Arizona 

Adams  Hotel,  Phoenix,  Ariz.,  Rep.  Holling- 
bery.  Asst.  Manager  Miles  Reed.  KOOL 
Phoenix,  KCKY  Coolidge,  KCNA  Tucson, 
KNOG   Nogoles.   Contact   network   for  rates. 

Rebel  Network 

P.  O.  Box  2171,  Jackson,  Miss.,  Rep.  Holling- 
bery.  Business  Manager  Frank  Gentry.  WJDX 
Jackson,     WAML     Laurel,  WGCM  Gulfport, 
WFOR   Hattiesburg,  WTOK  Meridian. 
D  23.60    40.92     74.40    112.80  191.20 

N  36.10    62.75    122.88    192.96  321.60 

Rocky  Mountain 
Broadcasting  System 

29  South  State  St.,  Salt  Lake  City,  Utah. 
Manager:  S.  John  Schile.  KUTA  Salt  Lake 
City,  Utah,  KGEM  Boise,  Ida.,  KIFI  Idaho 
Falls,  Ida.,  KEIO  Pocatello,  Ida.,  KLIX  Twin 
Falls,  Id.:.,  KBIO  Burley,  Ida.,  KVOG  Ogden, 
Utah,  KCSU  Provo,  Utah,  KOPR,  Butte,  Mont., 
KMON  Great  FaMs,  Mont.  For  rotes  see  indi- 
vidual  station   listings  or  contact  network. 

South  Central  Quality 
Network 

Comprising  WMC  Memphis;  KARK  Little  Rock; 
KWKH  Shreveport;  WJDX  Jackson,  Miss.; 
WSMB  New  Orleans.  Special  hookup  of  any 
or  all  available  at  combined  rotes  of  each 
station,  plus  line  charges.  Headquarters,  each 
station. 

The  Southwest  Network 

201-205  Radio  BIdg.,  El  Paso,  Tex.,  Rep- 
Toylor  Co.,  President  Dorronce  D.  Rodereick. 
KROD  El  Paso,  Tex.,  KAVE  Carlsbad,  N.  M.. 
KSIL  Silver  City,  N.  M.,  KOSA  Odessa,  Tex., 
KWEW  Hobbs,  N.  M.,  KGFL  Roswell,  N.  M. 
D  51.50  97.25  148.00  222.00  370.00 
N         69.00    124.50    196.00    294.00  490.00 

(Continued  on  page  248) 
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(Continued  from  page  247) 
Texas  Broadcasting  System 

Herald  Squore,  Dollas,  Tex.,  General  Manager 
Clyde  W.  Rembert.  KRLD  Dallas,  KABC  San 
Antonio,  KTRH  Houston  (Basic  Group). 

SB    IM    5M       15M       30M       1  Hr 
D  241.00    361.50  600.00 

N  457.00    685.50  1,140.03 

Texas  Quality  Network 

Correspondence  or  orders  may  be  addressed 
to  any  of  stations  listed.  Rep.  Retry.  WFAA 
Dallas-Fort  Worth,  WOAI  San  Antonio,  KPRC 
Houston,  KRIS  Corpus  Christi,  KVAl  Browns- 
ville, KTBS  Shreveport,  La. 
D  234.40    360.00  601.00 

N  466.00    717.00  1,195.00 

Texas  State  Network  Inc. 

1201  W.  Lancaster  Ave.,  Fort  Worth,  President 
Gene  L.  Cagle.  KRBC  Abilene,  KNOW  Austin 
KBST  Big  Spring,  KBWD  Brownwood,  WRR 
Dallas,  KFJZ  Fort  Worth,  KGVL  Greenville, 
KTHT  Houston,  KFRO  Longview,  KCRS  Mid 
land,  KRIO  McAllen,  KPLT  Paris,  KGKL  Son 
Angelo,  KMAC  San  Antonio,  KRRV  Sherman, 
KCMC  Texarkana,  WACO  Waco. 
D  321.86    507.38  851.02 

N  481.66    752.99  1,264.25 

Tobacco  Network  Inc. 

p.  O.  Box  1988,  Raleigh,  N.  C,  Rep.  Forjoe, 
Sales  Manager  R.  K.  Scott.  WRAL  Raleigh, 
WTIK  Durham,  WFNC  Fayetteville,  WGNI 
Wilmington,  WHIT  Nev/  Bern,  WGTC  Green- 
ville, WCEC  Rocky  Mount,  WJNC  Jacksonville. 
D*  25.00  40.00  60.00  80.00  120.00  200.00 
*  (Class  A) 


Transit  Radio  Inc. 

250  Park  Ave.,  N.  Y.  Frank  Pellegrin,  Natl.  Class  A 

Sales  Mgr.  Rush  Hrs. 

Bradbury  Heights,  Md.,  WBUZ]FM)    1.44 

Cincinnati,    Ohio,    WCTS   20.00 

Des  Moines,  lov/a,  KCBC-FM   16.20 

Evonsville,  Ind.,  WMLL   5.00 

Flint,  Mich.,  WAJL   5.00 

Houston,  Tex.,   KPRC-FM   14.50 

Huntington,  W.  Yo.,  WPLH-FM   6.40 

Jacksonville,    Fla.,   WJHP-FM   9.00 

Kansas   City,   Mo.,   KCMO-FM   15.60 

Omaha,  Nebr.,  KBON-FM   4.00 

Pittsburgh,   Pa.,  WKJF   5.00 

St.  Louis,  Mo.,  KXOK-FM   22.00 

Tacoma,  Wash.,  KTNT   7.00 

Topeka,    Kans.,   WIBW-FM   2.50 

Washington,  D.  C,  WWDC-FM   18.00 

Wilkes-Barre,    Pa.,   WIZZ   5.00 

Worcester,  Mass.,  WGTR-FM   12.00 


West  Texas  Packaged 
Stations 

p.  O.  Box  850,  San  Angelo,  Tex.,  Rep.  Pear- 
son, Manager  Lewis  O.  Selbert.  KRBC  Abi- 
lene, KGKL  San  Angelo,  KBST  Big  Spring, 
KTRN  Wichita  Falls,  KCRS  Midland,  KCBD 
Lubbock. 

SB  IM  5M  15M  30M  1  Hr 
D  24.16  24.16  39.20  78.40  117.60  196.00 
N     26.24    26.24    44.00    88.00  132.00  220.00 


Wisconsin  Network  Inc. 

Nosh  Block,  Wisconsin  Rapids,  Wis.,  Manag- 
ing Director,  George  T.  Frechette.  WIBU  Modi- 
son-Poynette,  WCLO  Janesville,  WRJN  Racine, 
KFIZ  Fond  du  Lac,  WHBL  Sheboygan,  WHBY 
Appleton,  WJPG  Green  Boy,  WFHR  Wisconsin 
Rapids,  WGEZ  Beloit. 

SB    IM         5M      15M       30M  IHr 
D  44.83    69.00    127.80    194.40  324.00 

N  56.10    86.25    159.75    243.00  405.00 


The  Yankee  Network 


Class  B 

Doily 

21  Brookline  Ave./  Boston  15,  Mass.«  Oeneral 

Shop'g  Hrs. 

Riders 

Manager  Linus  Trovers.  WNAC  Boston,  WFAU 

1.25 

21,957 

Augusta,    WK^C    bnageport,   WKAL  L.oncora, 

10.00 

383,383 

WALE  Fall  River,  WEIM  Fitchburg-Leomlnster, 

9.00 

137,648 

WMAI    (jreentiela,    WVJPIS    narttord,  WHTrl 

3.80 

62,387 

noiyoKe,    w  Lnn    loco  ma,    w^Vi/u  Lewis'on- 

3.50 

132,888 

Auburn,  w LLn,  Lowe ii -  Lawrence,  vvivdk  mon- 

9.50 

419,059 

Chester,  W  iSA  Brattleboro,  WT5v  Ctaremont, 

4.00 

75,906 

WNon  New  Decitora,  wuub  nyannis,  wrin. 

5.00 

116,060 

[New   Lonaon/   wokiv   r^iTTSTieia,   wmi  w  rorT- 

8.10 

301,298 

land,    WIDE    Bidderord,    WHEB  Portsmouth- 

2.00 

58,858 

Dover,    WEAN    Providence,    WWON  Woon- 

O.wU 

54  042 

socket,  WSYB  Rutland,  WDEV  Waterbury,  Vt., 

1 4.UU 

WWCO  Waterbury,  Conn.,  WAAB  Worchester, 

5.00 

77,058 

SB        IM      5M       15M     30M     1  Hr 

1.25 

40,627 

D     155.00*  250.50     501.00     751.50  1,252.50 

10.80 

736,800 

N    310.00*  501.00  1,002.00  1,503.00  2,505.00 

3.50 
8.00 

110,136 
127,269 

*  Per    participating    announcement    in  the 
Yankee   Network  News. 

Z  Net 

Box  1956,  Butte,  Mont.  Manager;  Arne  E. 
Anzion.  KXLF  Butte,  KXLK  Great  Falls,  KXIJ 
Helena,  KXLQ  Bozeman,  KXLL  Missoula.  All 
in  .Montana. 

D  17.00  17.00  30.00  40.00  80.00  160.00 
N    17.00    17.00    30.00    40.00    80.00  160.00 
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BROADCASTING    •  Telecastin?| 


And  on  this  farm  he  has 
need  for  new  implements,  fencing, 
paint  and  electrical  appliances  for  his  home.  Farmer 
MacDonald  also  has  the  money  .  .  .  plus  the  incli- 
nation to  spend. 

Just  where  can  you  find  this  potential  customer? 
Right  in  the  heart  of  WL^^ -Land.  And  there  are 
689,999  other  WLW-Land  farmers  just  like  him.  All 
together,  they  plan  to  spend  $890,000,000  in  1950.* 

It's  the  greatest  farm  market  in  history 

And  the  quickest,  surest  way  to  reach  this  rich 
market  is  via  WLW,  which  attracts  one-sixth — 17.0% 
— of  all  rural  radio  listening  throughout  WLW's 
four-state  area.** 


THE  GREATEST  FARM  MARKET  IN  HISTORY 
THE  GREATEST  SELLING  MEDIUM  IN  THE  MIDWEST 


Of  all  farm  families  in  the  WLW  Merchandise- Able 
Area,  38.7%  listen  to  ^  more  often  than  to  any 
other  station  (with  220  stations  competing  I .  WXW 
reaches  .  . . 

81.7%  of  all  rural  radio  homes  in  four  weeks 

66.5%  of  oil  rural  radio  homes  during  on  average  week 

And,  the  average  rural  home  reached  listens  EIGHT 
HOURS  AND  SIXTEEN  MINUTES  PER  WEEK. 

For  further  information,  contact  any  of  .. 
the  WLW  Sales  Offices  in 
Cincinnati, 
New  York, 
Chicago  or 
Hollytvood. 

*  Special  farm  consumer  survey — now  available 
**  Nielsen  Radio  Index,  Feb-March,  1950 


the  nation's  most  merchandise-able  station 


0 


Do  j/o//  want 
Good  Availabilities 
in  Kansas  City? 

. . .  Send  for 
this 

FREE 

Book! 

...  or  ask  your  John  Blair  Man 

Programs  approved  and  endorsed 
hy  our  Listeners'  Council  of  7100  members  are 
described  in  the  WHB  Show  Book — presenting 
the  "Prize  Winner"  programs  which  constitute 
WHB's  great  line-up  of  news,  music,  service, 
sports  and  network  features  for  the  1950-51 
season.  Most  of  them  are  built  as  spot  carriers. 
A  few  are  available  for  sponsorship.  If  you  plan 
schedules  for  the  Kansas  City  Marketland  this 
fall,  be  sure  you  see  what  WHB  has  to  offer! 


10,000  WATTS  IN  KANS^ 


AUDIENCE 
APPROVED  JOHN  T 
PROGRAMS 


DON  DAVIS  ^ 
SCHILLING  3 


C(N(8Al  MANACfS 


MUTUAL  NETWORK  •  710  KILOCYCLES  •  5,000  WATTS  NIGHT 


BROADCASTING 

TELECASTING 


I950  IOWA  RADIO  SURVEY 
MORE  STARTLING  THAK  EVER! 

More  Iowa  Homes^  Plus  More  Radio  Sets 
Per  Home^  Equal  More  Listenins^! 


FIGURES  from  the  1950  Iowa  Radio  Audience 
Survey  (soon  to  be  released)  confirm  the  rea- 
soning behind  that  headline  —  prove  that  your  Iowa 
radio  dollar  buys  more  today  than  ever.  Here's  the 
evidence,  step  by  step  .  ,  . 

(I)  "More  Iowa  Radio  Homes."  The  following 
chart  shows  the  increase  in  the  number  of 
radio-equipped  Iowa  homes  since  1940  and 
since  1945.  With  more  than  an  8%  increase 
in  the  last  ten  years,  the  number  of  Iowa 
homes  with  radio  is  now  near  100%! 


(3)  "More  Iowa  Radio  Listening."  The  following 
chart  shows  that  more  Iowa  sets  mean  more 
Iowa  listening.  The  1949  Survey  used  a  24- 
hour  recall  method  to  determine  the  amount 
of  simultaneous  listening  in  multiple-set 
homes.  This  year  the  Survey  placed  a  two- 
day  diary  on  a  large  sample  of  multiple-set 
homes.  Both  surveys  found  that  between  I/4 
and  V3  of  all  two-set  families  use  two  sets 
simultaneously  each  day — between  Yz  and  2/^ 
of  all  three-set  families  listen  to  two  or  three 
sets  simultaneously  each  day! 


RADIO-EQUIPPED  IOWA  HOMES 

1940 
Survey 

1945 
Survey 

1950 
Survey 

Percentage  of  all  homes 

owning  radios 

90.8% 

93.6% 

98.9%* 

*Amazing  as  this  increase  in  radio  homes  is,  since  1940,  it 
of  course  does  not  reveal  the  tremendous  increase  in  total 
number  of  Iowa  homes — up  70,000  since  1940! 

(2)  "More  Radio  Sets  Per  Iowa  Home."  The 
following  chart  shows  the  tremendous  increase 
in  the  number  of  Iowa  homes  which  have 
graduated  from  one-set  to  multiple-set  OMTier- 
ship  since  1940  and  1945.  Almost  half  of  aU 
Iowa  radio  homes  now  have  more  than  one 
radio  set! 


FAMILIES  WHO  USE  TWO  OR 
MORE  SETS  SIMULTANEOUSLY  EACH  DAY 

1949  Recall 
Study 

I950  Diary 
Reports 

Reported  Simultaneous  Use: 
Homes  equipped  with  two  sets 
Homes  equipped  with  three  sets 

26.4% 
50.2% 

38.9% 
61.8% 

More  Iowa  radio  homes,  plus  more  radio  sets  per 
Iowa  radio  home,  equals  more  Iowa  radio  listening. 
And  WHO,  of  course,  continues  to  get  the  greatest 
share  of  Iowa's  total  radio  listening. 

Let  us  or  Free  &  Peters  send  you  all  the  facts, 
including  a  complimentary  copy  of  the  new  Survey 
now  on  the  press. 


NUMBER  OF  SETS 
PER  RADIO-EQUIPPED  IOWA  HOME 

I940 
Survey 

1945 
Survey 

1950 
Survey 

Percentage  of  radio 

homes  owning: 

Only  one  set  in  the  home 

Two  sets  in  the  home 

Three  or  more  sets  in  the  home 

81.8% 
13.8% 
4.4% 

61.5% 
29.4% 
9.1% 

51.2% 
35.6% 
13.2% 

100.0% 

100.0% 

100.0% 
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DES  MOINES  .  .  .  50,000  W  ATTS 
Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 


FREE  &  PETERS,  INC. 
National  Representatives 
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nhe  Abbott  Show" 


THE  ABBOTT  SHOW  is  a  television  disc  jockey  program  .  .  . 
casual  and  unorthodox  in  format  .  .  .  built  around  the  personality 
of  colorful  Bud  Abbott.  Sponsors  are  quick  to  appreciate  Abbott's 
rare  ability  of  making  their  participating  commercials  a  part  of 
his  show.  As  top  platter  spinner  in  this  area  (Radio  Best,  1949) 
Abbott  was  a  well-known  "character"'  even  before  his  television 
show  .  .  .  one  reason  his  show  was  a  hit  with  Louisville  viewers 
from  the  start.  30  minute  format. 


"^Square  dance" 

Guitar-playing  Randy  Atcher  sings  and  plays  host  for  this,  one  of 
Louisville's  most  unique  TV  shows.  Formed  around  the  old- 
fashioned  square  dance  now  sweeping  the  country,  the  WHAS-TV 
version  is  good  entertainment  for  the  whole  viewing  family.  Two 
supporting  musicians  complete  the  station  talent  — caller  and 
dancers  are  selected  from  the  many  Kentucky  and  Indiana  square 
dance  groups.  Striking  camera  coverage  is  given  by  a  tower  camera, 
with  second  camera  for  closeups.  30  minute  format. 


''Good  Living" 


Two  nights  a  week  in  the  completely  modern  WHAS-TV  kitchen 
with  Marian  and  Sam  Gififord,  husband  and  wife  team.  Marian 
supplies  the  culinary  know-how;  Sam  provides  the  lighter  mo- 
ments, dipping  like  Dagwood  into  the  stew,  fumbling  awkwardly 
with  the  piping  hot  sauce  pans.  The  other  two  nights  of  the 
show  are  spent  in  the  attractive  living  room  set  where  Marian 
and  Sam  dispense  hints  on  household,  family  and  parental  prob- 
lems. 30  minute  format. 


3  WHAS-TV 
live  tcibitt  productioits 
especially  for 


A  bask  CBS 
Affiliate .  .  - 
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coming 
September  30 
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NOMINATION  and  probable  return  to  Sen- 
ate of  D.  Worth  Clark,  Idaho  Democrat  who 
eked  out  victory  over  left-winger  Glen  H.  Tay- 
lor, means  new  radio  know-how  in  Senate. 
Mr.  Clark  owns  10%  of  KJBS  San  Francisco 
and  has  represented  William  B.  Dolph,  radio 
management  entrepreneur  and  part-owner  of 
several  stations  as  well  as  executive  vice  presi- 
dent of  WMT  Cedar  Rapids,  on  certain  mat- 
ters. Defeated  Taylor  wrested  seat  from 
Nominee  Clark  six  years  ago  largely  through 
popularity  acquired  as  radio  singing  cowboy. 

RTMA  MAY  HAVE  found  its  man  for  perma- 
nent presidency.  Since  R.  M.  Sprague,  presi- 
dent of  Sprague  Electric  Co.,  Boston,  assumed 
interim  presidency  three  months  ago,  he  has 
mended  radio  and  TV  manufacturing  fences 
in  Washington  to  surprising  degree.  He's 
persona  grata  at  FCC,  in  Congress  and  other 
government  places  and  has  won  high  acclaim 
because  of  his  quiet  businesslike  way  of  getting 
things  done. 

AMERICAN  TOBACCO  Co.,  New  York 
(Lucky  Strike  cigarettes)  through  BBDO  New 
York,  planning  big  spot  radio  announcement 
campaign  starting  mid-September  to  promote 
its  new  theme  "Be  Happy,  Go  Lucky." 

IN  TAKE-IT-OR-LEAVE  IT  category  is  re- 
port making  Washington  rounds  that  all  re- 
serve officers  in  all  branches,  both  inactive 
and  active,  will  be  called  within  90  days. 
Thirty-day  period  would  be  allowed  for  defer- 
ments or,  alternatively,  for  physicals,  it's 
whispered. 

DESPITE  denials  from  high  places,  Capitol 
Hill  expects  high  level  Cabinet  changes  in 
not  distant  future.  One  report:  National 
Security  Resources  Board  Director  W.  Stuart 
Symington  to  Secretary  of  Defense,  vice  Louis 
Johnson;  W.  Averell  Harriman,  Special  Assist- 
ant to  the  President,  to  Secretary  of  State, 
vice  Dean  Acheson. 

ASSUMING  FCC  meets  early-September  tar- 
get for  color  TV  decision,  television  freeze- 
lifting  still  looks  like  June  1951  proposition 
at  best.  Necessary  further  hearings,  number 
of  participants  (in  hundreds),  plus  expected 
60-day  invitation  period  for  new  applications 
could  push  it  back  even  further. 

TO  EXPEDITE  home  defense  planning,  Col. 
Howard  L.  Nussbaum  of  National  Security 
Resources  Board,  has  initiated  plan  of  bring- 
ing to  Washington  on  consulting  basis  top 
writers  and  producers  in  radio  and  motion 
pictures  to  review  scripts  for  various  educa- 
tional projects.  Work  being  done  in  advance 
of  promulgation  of  "September  Plan"  cover- 
ing home  defense  operations. 

DEFENSE  officials,  envisioning  wide  use  of 
TV  for  civilian  instruction  in  disaster  tech- 

( Continued  on  page  98) 
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Aug.  21-22:  NAB  District  15,  San  Carlos  Hotel 
Monterey,  Calif. 

Aug.  22:  Government-Industry  Pre-NARBA  Con- 
ference, State  Dept.  Conference  Room,  Wosh- 
ington. 

Aug.  22:  KJBS  Test  Survey  Committee  meeting. 
New  York. 

Aug.  24-25:  Georgia  Assn.  of  Broadcasters,  De- 
Soto  Beach  Hotel,  Savannah. 

Aug.  24-25:  NAB  District  16,  Hollywood-Roose- 
velt Hotel,  Los  Angeles. 

(Other  Upcomings  on  page  78) 


Bulletins 


GROUP  of  28  U.  S.  Senators  asked  President 
Truman  Friday  to  wage  total  psychological 
and  spiritual  offensive  against  Kremlin,  in- 
cluding expansion  of  Voice  of  America 
facilities.  President  was  quoted  as  say- 
ing Senators  would  be  surprised  to  know 
how  far  U.  S.  has  gone  in  this  type  of  plan- 
ning. Among  steps  proposed  Friday  in  de- 
fense agencies  was  use  of  ships  to  transmit 
Voice  programs  in  Communist  countries. 

CRUTCHFIILD  STATES 
CENSORSHIP  POSITION 

THE  following  statement  was  issued  by 
Charles  Crutchfield,  vice  president  and  general 
manager,  WBT  Charlotte,  N.  C,  upon  con- 
clusion of  conference  in  Washington  last  Fri- 
day: 

Since  there  has  been  some  speculation  regarding 
my  possible  appointment  as  Director  of  Censorship  or 
Information,  or  both,  the  following  comment  seems 
in  order. 

The  President  has  stated  that  he  sincerely  hopes 
voluntary  rather  than  Federal  censorship  will 
adequately  cover  this  phase  of  our  security  problem. 
I  believe  that  all  news  disseminating  media  are 
in  complete  agreement  with  Mr.  Truman  on  this 
point. 

If  and  when  the  President  decides  that  the 
establishment  of  a  Federal  Censorship  Bureau  and/or 
War  Information  Office  is  necessary,  and  if  and 
when  he  should  ask  me  to  direct  either,  my  com- 
plete services  will  be  available  in  the  interest  of  the 
overall  effort. 

It  is  my  view  that  the  offices  of  censorship  and 
of  war  information  are  distinct  and  separate  func- 
tions and  I  am  not  in  sympathy  with  proposals  that 
they  be  combined  as  a  single  entity. 


ONE  KEY  TO  BALDPATE 

DR.  LEON  LEVY,  important  CBS  stock- 
holder and  erstwhile  co-owner  of  WCAU 
Philadelphia,  admits  he  would  like  the 
scalp  of  CBS  President  Frank  Stanton. 

"He  has  the  finest  shock  of  blond  hair 
in  radio  (and  plenty  of  grey  matter  un- 
der it)",  Dr.  Levy  told  Broadcasting  Fri- 
day. "Why  shouldn't  I  covet  his  scalp 
in  the  light  of  my  own  rapidly  thinning 
locks?" 


Business  Brie 


GROVE  DUO  •  Grove  Labs.,  St.  Louis 
(Bromo-Quinine)  Sept.  25  starts  Breakfast 
Gang,  Mon.,  Wed.,  Fri.,  7:30-7:45  a.m.  (PST) 
and  Sept.  26  starts  Cecil  Brown  news  Tues., 
Thurs.,  8-8:15  a.m.  (PST)  on  full  Don  Lee 
network,  both  for  26  weeks.  Agency,  Gardner 
Adv.,  St.  Louis. 

OIL  RENEWAL  #  Tidewater  Associated  Oi 
Co.,  New  York,  renews  George  F.  Putnam  h 
Broadway  to  Hollywood  on  DuMont  TV  net 
work  Wed.,  10-10:30  p.m.  Agency,  Lennen 
Mitchell,  New  York. 

HUDSON  DRAMAS  •  Hudson  Motor  Ca 
Co.,  Detroit,  on  Oct.  3  starting  Billy  Rose^ 
Playbill,  dramatizations  of  stories  from  Mr 
Rose's  newspaper  column,  "Pitching  Horse 
shoes,"  on  full  ABC-TV  network,  Tues.,  9-9 :3( 
p.m.  Agency;  Brooke,  Smith,  French  &  Doj 
ranee,  Detroit. 

KELLOGG,  MARS  CANDY 
SIGN  NEW  CONTRACTS 

MARS  INC.,  Chicago  (candy),  will  sponso: 
Falstaff's  Fables,  program  of  children's  classics 
for  52  weeks,  beginning  Sept.  18,  on  ABC  net 
work,  Mon.-Fri.,  5:55-6  p.m.  in  all  time  zones. 

Mars  also  renewed  sponsorship  with  Kellogg 
Co.,  Battle  Creek  (cereals),  of  five-quarter- 
hours  weekly  of  Howdy  Doody  Show,  Mon.-Fri., 
5:30-6  p.m.,  on  NBC-TV  network.  Mars  re- 
newed for  13  weeks,  5:45-6  p.m.  segment  Mon., 
5:30-5:45  p.m.  segment  Wed.,  Fri.,  beginning 
Sept.  4,  on  27  interconnected  and  14  non-inter- 
connected stations  Mon.  and  27  interconnecteq 
stations  Wed.,  Fri. 

Kellogg  renewed  for  52  weeks  5:30-5:45  p.n 
segment  Tues.,  Thurs.,  beginning  Sept.  5  o 
27  interconnected  and  4  non-interconnecte 
stations. 

Leo  Burnett  Co.,  New  York,  is  agency  f( 
all  above  placements. 

Kellogg  will  resume  its  spot  radio  campaij 
for  Pep  in  75  markets  beginning  in  Octobe 
with  Kenyon  &  Eckhardt,  New  York,  as  agencj 

KMPC  ASKS  EXTENSION 

KMPC  Los  Angeles  petitioned  FCC  Friday  foi 
extension  of  completion  date  under  its  night 
time  50  kw  construction  permit  from  Oct.  ] 
until  after  termination  of  FCC's  probe  oi 
news  policies  of  G.  A.  (Dick)  Richards,  chid 
owner  of  KMPC  and  also  WJR  Detroit  anl 
WGAR  Cleveland  (story  page  32).  Petitioi 
said  construction  actually  completed  but  sta 
tion  has  been  unable  to  complete  proof  o; 
performance  and  may  need  to  change  trans 
mitter  site,  which  would  cost  $175,000  to  $225, 
000  in  addition  to  $20,000  already  spent  oi 
studies.  Even  if  proof  completed,  statioi 
doubted  FCC  would  grant  license  whil' 
KMPC's  renewal  proceeding  is  pending 
KMPC  is  on  710  kc,  now  operates  with  50  k-v 
day,  10  kw  night. 
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this  is  why 

KRLD 

is  your  best  buy 


Dallas  County  Census 
1950 — 612,318 


1940  Census 
398,564 


MANY  ADDITIONAL  LISTENERS 
•  ••AT   NO   ADDED  COST 

Today  KRLD,  Dallas,  gives  adver- 
tizers  a  tremendously  expanded 
market  with  greater  intensity  of 
coverage  at  a  lower  cost  per  lis- 
tener than  at  any  time  in  Dallas^ 
radio  history  •  •  • 

53.6%  more  Dallas  market. 
59%  more  Ft.  Worth  market. 


Ft.  Worth  1950 
359,157 


1940 
225,521 


Dallas 


Ft.  Worth 


Based  on  1950  Census  Re- 
ports for  Dallas  and  Tarrant 
Counties. 

Owners  and  Operators 

KRLD-TV 
Channel  4 


• . .  plus  a  gain  of  over  900,000  in 
state  population ... 

KRLD,  with  50,000  watts,  satu- 
rates the  great  Southwest  market 
empire  with  1,530,990  radio 
homes  nighttime  and  1,370,330 
radio  homes  daytime.  (BMB 1949) 

The  CBS  Station 
For  DALLAS  and  FT.  WORTH 

this  is  why  

ItRLD 

is  your  best  buy 

AM  ...  FM  ...  TV 
THE  TIMES  HERALD  STATION 

THE  BRANHAM  COMPANY,  REPRESENTATIVES 
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Advertisement 


From  where  I  sit 
>Sy  Joo  Marsh 


Squint's  Drumming 
For  Fair  Play! 


Squint  Miller^s  mighty  proud  of 
the  big  lot  he  owns  that  fronts  on 
River  Road — ifs  one  of  the  prettiest 
spots  around  here. 

He's  been  in  a  stew  about  it  lately, 
though.  Seems  that  trash-dumpers 
take  one  look  at  his  property,  stop 
their  car  or  truck,  and  out  goes  a  load 
of  rubbish,  spilling  all  over  his  place 
and  the  roadside,  too.  Wouldn't  that 
make  you  mad? 

Last  night  Squint  dropped  by  the 
house.  Over  a  friendly  glass  of  beer, 
he  tells  me  what  he's  done.  "/  put  a 
couple  of  empty  oil  drums  out  there,"' 
he  says,  "with  a  big  sign  reading:  'If 
you  must  dump  trash — use  these — 
/  like  to  keep  my  property  clean!' " 

From  where  I  sit,  Squint's  sign 
should  make  any  would-be  roadside 
trash-dumpers  feel  pretty  darned 
ashamed  of  themselves.  Now  and  then, 
though,  some  folks  just  have  to  be  re- 
minded that  they  ought  to  have  as 
much  regard  for  their  neighbors'  rights 
as  they  do  for  their  own. 
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Two  battles  to  win ! 


We  must  do  everything  humanly  possible  to  win 
the  war.  But  this  means  we  now  have  not  one  job 
to  do— but  two.  A  military  job  and  a  civilian  job. 

And  the  second  is  the  responsibihty  of  every  man, 
woman  and  child  in  America  today.  We  have  to  fight  the 
enemy's  Sixth  Column— inflation  here  at  home! 

How  do  we  do  it? 

1.  We  get  firmly  fixed  in  our  minds  that  this  is  not  a  "living 
as  usual"  situation.  We  tighten  our  belts,  give  up  certain 
things,  make  some  sacrifices. 

2.  We  buy  only  what  we  absolutely  must — for  immediate  needs. 

3.  We  support  everj'  effort  to  cut  to  the  bone  Government 
expenditures  for  non-military  purposes.  We  can't  build 
planes,  guns,  tanks,  ships  and  at  the  same  time  "compete 
with  ourselves"  for  bridges,  dams,  roads  and  social  bene- 
fits we  just  don't  have  to  have  right  now. 


4.  We  recognize  the  need  for  paying  for  every  possible  cent 
of  our  mounting  expenses  out  of  current  income.  The  more 
we  have  to  borrow  now  the  more  we  mortgage  our  future 
and  weaken  the  buying  power  of  our  dollars. 

Let's  be  clear  on  one  thing.  There  are  two  essentials  to  win- 
ning a  war.  One  is  victory  in  the  field.  The  other  is  not  to  let 
ourselves  be  bled  to  death  economically. 

Protecting  the  buying  power  of  the  doUar  is  one  of  the 
most  important  jobs  facing  America  today. 


The  life  insurance  companies  bring  y  ou  this  message  because  of 
its  importance  to  qU_  Americans. 

Institute  of  Life  Insurance 

488  MADISON  AVENUE,  NEW  YORK  22,  N.  Y. 


Keeping  America  Strong  is  Everybodys  Job 
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If  you  don't  have  up-to-date  faas  or  figures  on  any  of  the 
cities  at  the  right,  we'd  certainly  welcome  a  chance  to  be 
helpful.  We  have  or  can  dig  out  the  dope  on  every  recent 
radio  trend  in  those  areas,  on  what  your  competitors  are  do- 
ing, on  what  your  distributors  are  thinking,  or  on  almost 
anything  else  you  need.  We'll  gladly  tackle  any  assignment 
you  give  us.  Interested? 

REE  &  Peters,  inc. 

Pioneer  Radio  and  Television  Station  Representatives 

Since  1932 


ATLAINTA 


NEW  YORK  CHICAGO 
DETROIT  FT.  WORTH  HOLLYWOOD 


SAN  FRANCISCO 


:ORT  WAYNE .  .  .  or  HOUSTON? 


EAST.  SOUTHEAST 


WBZ-WBZA 

Boston-Springfield 

NBC 

50,000 

rJuiialo 

Ccb  . 

5,000 

WMCA 

New  York 

IND. 

5,000 

KYW 

Philadelphia 

NBC 

50,000 

KDKA 

Pittsburgh 

NBC 

50,000 

WFBL 

Syracuse 

CBS 

5,000 

wCSC 

Charleston,  b.  L. 

.  CBS 

5,000 

TVrTC 

wlb 

Lolumbia,  b.  L. 

NBC 

C  f\f\f\ 

5,000 

WGH 

Norfolk 

ABC 

5,000 

WPTF 

T>     1     •  1 

Raleigh 

NBC 

50,000 

WDBJ 

Roanoke 

CBS 

5,000 

MIDWEST,  SOUTHWEST 

WHO 

VV  iXV-/ 

1  IPG  \loinf*G 

NBC 

50  000 

woe 

Davenport 

NBC 

5,000 

WDSM 

Duluth-Superior 

ABC 

5,000 

WDAY 

Fargo 

NBC 

5,000 

WOWO 

Fort  Wayne 

ABC 

10,000 

WISH 

Indianapolis 

ABC 

5,000 

KMBC-KFRM 

Kansas  City 

CBS 

5,000 

WAVF 

VV  -i  i  V  ±_i 

1  on  1  Qvi  1 1  p 

NBC 

5  000 

WTCN 

Minneapolis-St.  Paul 

ABC 

5,000 

KFAB 

Omaha 

CBS 

50,000 

WMBD 

Peoria 

CBS 

5,000 

KSD 

St.  Louis 

NBC  . 

5,000 

KFDM 

Beaumont 

ABC 

5,000 

KRIS 

Corpus  Christi 

NBC 

1,000 

WBAP 

Ft.  Worth-Dallas 

NBC-ABC 

50,000 

KXYZ 

Houston 

ABC 

5,000 

KTSA 

San  Antonio 

CBS 

5,000 

MOUNTAIN  AND  WEST 

KOB 

Albuquerque 

NBC 

50,000 

KDSH 

Boise 

CBS 

5,000 

KVOD 

Denver 

ABC 

5,000 

KGMB-KHBC 

Honolulu-Hilo 

CBS 

5,000 

KEX 

Portland,  Ore. 

ABC 

50,000 

KIRO 

Seattle 

CBS 

50,000 

The  Newest, 
Most  Complete 
AM  Facilities- 
Comparable  to 
the  Nation's  Finest! 


neu)  business 

SIMONIZ  Co.,  Chicago,  approximately  $1  million  account,  appointJ 
SSC&B,  N.Y.,  to  direct  advertising  for  its  car  polish,  floor  wax  anc 
furniture  polish.   Firm  is  heavy  spot  advertiser.    Spots  and  partici 
pation  programs  in  radio  will  be  used  this  fall. 

SKINNER  MFG.  Co.,  Omaha  (macaroni,  spaghetti  products,  Raisirj 
Bran),  names  Bozell  &  Jacobs,  same  city,  to  direct  advertising,  effec  ' 
tive  Sept.  15.  CLETE  HANEY  is  account  executive.  Heavy  regiona  , 
schedules  in  15-state  Midwest  and  South  distribution  area  expected  tcj 
include  radio-TV.  J 

GLENWOOD  RANGE  Co.,  Taunton,  Mass.,  buys  TV  spots  to  run  i; 
weeks  on  WBZ-TV  Boston  and  9  weeks  on  WNHC-TV  New  Haven 
WJAR-TV  Providence  and  WKTV(TV)  Utica,  N.Y.  Agency:  Alley  & 
Richards  Inc.,  Boston. 

GRAND  NATIONAL  LIVESTOCK  EXPOSITION  HORSE  SHOW  4 
RODEO,  S.F.,  Oct.  27  through  Nov.  5,  appoints  Knollin  Adv.  Agency,  S.F; 
for  ninth  consecutive  year.   Radio  will  be  used. 


FA  WICK  FLEXI-GRIP  Co.,  Akron  (golf  club  grips),  appoints  The  Fre 
Bock  Advertising  Co.,  Akron,  as  advertising  agency.  Plans  TV  can 
paign  to  create  consumer  interest. 

PERFUME  GUILD,  N.  Y.,  starting  TV  test  in  N.  Y.  with  possible  na- 
tional  coverage  to  follow.    Agency:  Arthur  Rosenberg  Agency,  N.  \ 

CANADIAN  GOVERNMENT,  DEPARTMENT  OF  DEFENSE,  Ottaw 
(recruiting),  starts  newscasts  on  nearly  all  Canadian  stations  fc 
Canadian  Army,  and  sportscasts  on  about  35  stations  for  Royal  Cans 
dian  Air  Force.  Agencies:  for  Army,  Ronalds  Adv.,  Montreal;  fo 
RCAF,  MacLaren  Adv.  Co.,  Toronto. 


A/etwotk  -(iccounii 


•  From  preliminary  plans  to  proven  performance, 
WDSU's  new  AM  studios  are  the  finest  available... 
wi+h  the  latest  technical  equip- 
ment Including  full  recording 
facilities.  For  local  New 
Orleans  ...  or  for  nation- 
wide  broadcasts  .  .  . 
WDSU  can  successfully 
plan  and  produce  out- 
standing radio  shows! 

CALL  JOHN  BLAIR! 


\ 


CHAMBERLIN  SALES  Corp.,  Chicago  (Chamberlin  hand  lotion),  t< 
sponsor  Cecil  Brown,  newscaster,  on  MBS  Sat.,  7:55-8  p.m.,  beginning 
Sept.  16.  Agency:  BBDO,  N.Y. 

MILLER  BREWING  Co.,  Milwaukee,  renews  Lawrence  Welk  ai 
his  orchestra  in  High  Life  Revue,  ABC  Wed.,  9-9:30  p.m.  CT,  startii 
Oct.  4.  Agency:  Mathisson  &  Assoc.,  Milwaukee.  Number  of  statiof 
will  be  released  later. 

BLOCK  DRUG  Co.,  Jersey  City  ( Amm-i-dent),  will  sponsor  The  AmA 
dent  Mystery  Playhoiise,  starting  mid-September,  Tues.,  10-10:30  p| 
CBS-TV.   Agency:  Cecil  &  Presbrey,  N.Y. 


PAN  AMERICAN  COFFEE  BUREAU,  N.Y.,  renews  Edwin  C.  Hill 
The  Human  Side  Of  The  News,  ABC,  Mon.-Fri.,  7  p.m.,  EDT,  for  add 
tional  39  weeks  beginning  Sept.  4.  Agency:  Federal  Adv.,  N.Y. 

ALSCO  Inc.,  Akron,  Ohio   (aluminum  screen  windows  and  doors), 
sponsor  new  TV  show,   Through   Wendy's   Windoiv,   starring  Wem 
Barrie,  NBC-TV  Wed.,  8:15-8:30  p.m.,  EDT,  beginning  Aug.  23.  Agenc; 
Dubin  Advertising  Inc.,  Pittsburgh. 

LIBBY,  McNeill  &  LIBBY,  Chicago,  Sept.  11  starts  five  weekly  qua  I  i: 
ter-hour  sponsorship  of  The  Breakfast  Gang  on  full  Don  Lee  netwdi 
of  45  stations  Mon.-Fri.,  7:15-7:45  a.m.,  PDT.    Contract  for  13  week 
Agency:  J.  Walter  Thompson  Co.,  Chicago. 


LUTHERAN  LAYMEN'S  LEAGUE  Sept.  24  renews  Li'th-ran  Hour  ( 
full  Don  Lee  network  and  KPOA  Honolulu,  KHBC  Hilo.  T.  H.,  Sui 
10:30-11  a.m.  (PDT),  52  weeks.    Agency:  Gotham  Adv.,  N.  Y. 


SCUDDER  FOOD  PRODUCTS,  L.A.  (peanut  butter,  toasted  nuti 
Sept.  1  starts  sponsorship  of  Bob  Garred  newscasts  on  12  ABC  Cai 
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rKTUL  Serves  OKLAHOMA'S 
BIGGEST  MARKET .  .  .  And 
Gives  You  y4LL  the 
Coverage  You  NEED! 

Population  841,197 

Effective  Buying 

Income  $809,243,000 

Retail  Sales  ....  $592,268,036 
Farm  Income  .  .  .  $141,691,000 


L 


A  Story  of  Leadership 


WHEN  TULSA  HAD  ONLY  THPEE  pa,..« 

'  December  mi  thrr.   ^  T  STATIONS 
'W,.  Apra         HOOPER  RBPORT 


Time 
Morning 

8.00.)  2:00  a.m. 
Afternoon 
'2:00-  6:00  p.n,. 
Evenfng 

<5-00-]0:00  p.m. 


CTUl  Shore 


-'Audience         sH'u^  15-Mm.  Cost  KT<„r 

««'-^'»^)  1,000  Home, 


26.2 
17.4 
26.7 


2,264 
1-932 
5,832 


$24.50 
$24,50 
$49.00 


$10.82 
$12.68 
$  8.40 


TODAY 


'''^^"^"^!^o"cL^^^  FM  RADIO  STATIONS 


Time 

Mornfng 

8:00-12:00  a.m. 
Afternoon 
12:00-  6=00  p.m. 
Evening 

6:00-10:00  p.m. 


KTUl  Shore 
of  Audience 

26.1 
17.7 
33.7 


li^.J^'u""""  t^MS-Min.  Co,, 
"eoched  b,  KTUL 


3,566 
2,669 
7^ 


$28.00 
$28.00 
$56.00 


KTUL  Cosi  Per 
'.000  Home, 

$  7.85 
$10.49 
$  7.42 


Tie  above  are  TVLSA  COUNTV  4- 
Add  the  entire  BMB  Z  ^"^'^^   f'S"'"  ONLY. 

B^JB  cov  erage  tor  the  FULL  story. 

TODAY  KTUL  COSTS  27%  LESS  IKi  tu= 

ZK"  ™"  "H  SHOW         ,MC«„.  ,M  S„„c  OP 


<««f/       Value  of  KTVL  Advertising  is  Growing,  Too! 

KTUL's  BMB  Radio  Families 


1946 

1949 

GAIN 

DAYTIME 

1 06,540 

123,880 

17,340 

NIGHT 

97,860 

116,010 

18,150 

TULSA'S  EXCLUSIVE  RADIO  CENTER 

AVERY-KNODEL,  INC. 
Radio  Station  Representatives 
JOHN  ESAU.  Vice  Pres.  &  Gen.  Mgr. 


Eastern  Oklahoma's  only  CBS  Station 
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"^^ON  THE 

WASHINGTONSCREEN 


I 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

'^American  Research  Bureau  TV  Survey,  July  8-15,  1950. 

Tomorrow's  NEWS  Pictures 
on  Your  TV  Screen  ioniie  f 


when  WMAL-TV  HAS  the  AUDIENCE! 

During  the  Last  IS-Minutes  of  WMAL-TV 
Programmingf  Monday  thru  Saturday 

(immediately  preceding  ihese  New  5-Minute  Programs) 

half-a-million  people 

are  watching  WMAL-TV 

16  J%  more  sets 

are  tuned  to  WMAL-TV 
than  the  other  3  stations  combined! 

26%  more  viewers 

are  watching  WMAL-TV 
than  the  other  3  stations  combined! 

WMAL-TV     Total  Rating*    Viewers  Per  Set 


Day 

Time 

Rating  * 

Other  3  Stations 

WMAL-TV 

Mon. 

11:00-11:15 

PM 

27.1 

15.5 

3.0 

Tues. 

11:30-11:45 

PM 

34.3 

14.4 

3.1 

Wed. 

10:45-11:00 

PM 

23.3 

8.6 

2.9 

Thur. 

11:00-11:15 

PM 

7.4 

25.5 

3.2 

Fri. 

10:45-11:00 

PM 

14.7 

11.9 

2.7 

Sat. 

11:00-11:15 

PM 

11.8 

25.7 

2.7 

Five  minutes  of  the  LATEST  headline 
news  with  Acme  Telephoto  pictures.  Up- 
to-the-minute  news  and  pictures  pre- 
pared locally  on  strip  film.  Complete 
coverage  pictures  of  TODAY'S  IMPOR- 
TANT NEWS  STORIES!  5  Minutes— Mon. 
thru  Sat. 

The  latest  scores  and  action  pictures  of 
today's  day  and  night  games,  with  fresh, 
amusing  cartoons  showing  final  scores 
while  announcer  details  hits,  runs,  and 
errors.  5  Minutes — Mon.  thru  Sat. 

A  complete  U.  S.  Weather  Map  enabling 
viewers  to  see  weather  conditions  through- 
out the  nation.  Special  close-up  map 
of  the  weather  picture  in  the  Washington 
area  .  .  .  projected  forecasts  and  car- 
toon drawings  illustrating  weather  con- 
ditions.  5  Minutes — Mon.  thru  Sat. 


Represenfed  Nationally  by  ABC  Spot  Sales 

WMAL-TV 


THE  EVENING  STAR  STATION  IN  WASHINGTON,  D.:C. 
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OWARD  M.  PAUL,  assistant  radio  director  BBDO,  Chicago,  to 
Strauchen  &  McKim,  Cincinnati,  as  radio-TV  director,  effective 
Aug.  21.    Was  with  WLS  Chicago,  WTMJ  Milwaukee, 
WLW  Cincinnati,  and  W.  D.  Lyon  Adv.,  Cedar  Rapidg,  j 
Iowa. 


WADE  BARNES,  Thesaurus  and  syndicated  sales  man- 
ager RCA  Recorded  Program  Service,  to  Foote,  Cone 
&  Belding,  Houston,  as  account  executive. 

FRANKLIN  SCHAFFNER,  CBS-TV,  to  Kenyon  & 
Eckhardt,  N.Y.,  as  director  Ford  Theatre  program  on 
CBS-TV.  ROBERT  PEYSON,  CBS-TV,  to  K&E  as 
production  manager  for  show.  GARTH  MONTGOM- 
ERY,  head  of  TV  for  agency,  named  executive  pro- 
ducer for  program,  and  LOIS  JACOBY,  writer,  ap- 
pointed script  editor. 


Mr.  Paul 


JAMES  BACHARACH,  Ruthrauff  &  Ryan,  N.Y.,  to  Victor  A.  Ben 
nett,  N.Y.,  in  copy  department. 

TOM  JOHNSTON,  promotion  manager  U.S.  Camera  Magazine,  to  Cec: 


on  all  accounts 


SPUTTERING  through  a  comic 
Dutchman  routine,  Phil  Bow- 
man kids  radio  affectionately, 
but  is  serious  when  he  says:  "Tele- 
vision won't  necessarily  kill  it,  but 
radio  sure  can  commit  suicide!" 

A  radio  and  television  director 
who  hasn't  forgotten  radio,  Phil 
works  at  Young  &  Rubicam,  Chi- 
cago, with  the  firm  conviction  that 
AM  broadcasters  need  a  continuing 
supply  of  new  program  ideas.  "And 
by  that  I  don't  mean  new  giveaway 
gimmicks!" 

Lending  his  talents 
and  ideas  to  some  of 
Y&R's  top  clients, 
the  accounts  he 
works  on  include 
Rath  Packing  Co., 
local  shows  and 
spots;  Purity  Baker- 
ies (Grennan  Cakes, 
Taystee  Bread),  the 
agency's  biggest 
spot  account; 
O'Cedar  Mop,  na- 
tional TV  spot; 
Schlitz  Beer,  nation- 
al radio  and  TV,  and 
The  Borden  Co.,  lo- 
cal radio  and  TV. 

Phil's  life  is  chock- 
full  of  ideas.  He 
first  applied  his  ad-  PHIL 


A  wayfarer  from  away  back.  Phi 
roamed  for  three  years  before  en 
tering  college.  In  Rockford,  h 
toiled  as  a  trucker  in  an  electri 
fan  factory  and  studied  accountin; 
and  typing  at  business  college  "be- 
cause his  step-father  owned  it.' 
For  seven  months  he  rode  as  a  cow  - 
hand in  western  Colorado  on  i 
6,000-acre  ranch.  The  wester: 
glamour  faded,  and  he  returned  Ic 
Rockford  as  assistant  county  aud- 
itor. 

A  county  forester 
with  whom 
swapped  stories  aii 
chomped  tobacco  a 
vised  him  to  go 
college,  and,  in 
turn,  promised  sun 
mer  jobs  as  assis' 
ant  forester  in  neai 
by  Winnebag 
County.  Phil 
rolled  at  Beloit,  mi 
jored  in  political  sc 
e  n  c  e,  speech  ar 
joui'nalism,  becan' 
editor  of  the  scho( 
paper  and  was  elec 
ed  to  Delta  Sigm 
Rho,  forensic  fratei 
nity. 

He  says  now  thi 
television  is  as  coi 


61 


venturesome  and  creative  spirit  to 
radio  when  he  joined  WROK  Rock- 
ford, 111.  (then  KFLV)  in  the  de- 
pression year  of  1930.  He  turned 
to  broadcasting  in  his  home  town, 
(where  he  was  reared  after  being 
born  in  Chicago),  when  he  was 
graduated  from  Beloit  College  in 
Beloit,  Wis. 


fusing  as  his  early  days  in  radi 
and  that  radio  then  was  "just  aboi 
as  mixed  up"  as  his  life  in  the  Ta 
Kappa  Epsilon  fraternity  hous 
His  brothers  were  kept  in  a  eoi 
stant  turmoil  because  they 

(Continued  on  page  58) 
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&  Presbrey,  N.Y.,  to  direct  promotion  and  publicity  on  two  new  agency 
shows,  The  Amm-i-Dent  Mystery  Playhouse  and  Sylvania  Electric's  Beat 
the  Clock,  both  on  CBS-TV. 

RICHARD  ESPEY  to  account  staff  Waldie  &  Briggs,  Chicago,  from 
Glenn,  Jordan  &  Stoetzel,  Chicago. 

WINSTON  O'KEEFE,  producer  Ford  Theatre  on  CBS-TV  for  Kenyon  & 
Eckhardt,  N.  Y.,  last  year,  to  Ruthrauff  &  Ryan,  N.  Y.,  as  executive  pro- 
ducer on  New  Dodge-sponsored  American  National  Theatre  &  Academy 
Show,  starting  Oct.  1  on  ABC-TV. 

WALTER  SELOVER,  Table  Products  Co.,  S.F.,  to  Foote,  Cone  &  Beld- 
ing,  S.F. 


il 

i 

JEAN  PAGE  named  assistant  to  EDMUND  J.  SHEA,  radio-TV  director, 
ilj  James  Thomas  Chirurg  Co.,  N.Y. 

MARC  DANIELS,  Kenyon  &  Eckhardt  TV  director,  to  director,  Nash  Air 
Flight  series  on  NBC-TV,  Wed.,  9:30-10  p.m.  Agency:  Geyer,  Newell  & 
Ganger,  N.  Y. 

GAEL  DOUGLASS  to  Long  Adv.  Service,  San  Jose,  Calif. 

JOHN  VAN  HORSON,  vice  president  and  treasurer  Kaster-Chesley- 
Farrell  &  Clifford,  N.Y.,  to  Blow  Co.,  N.Y.,  as  vice 

i  president  and  account  supervisor  working  with  Proc- 

!  ter  &  Gamble  brand  group. 

WILLIAM  McNAMEE,  Continental  Can  Co.,  to  Amer- 
ican Assn.  Adv.  Agencies,  N.Y.,  as  member  of  exec- 
utive  staff  and  assistant  to  KENNETH  GODFREY,  |  f 
'senior  executive  in  charge  of  media  operations  and 
research. 


! JOSEPH  HOFFMAN  to  McCann-Erickson,  Chicago, 
as  senior  copywriter.  Was  with  Henri,  Hurst  &  Mc- 
Donald and  BBDO,  also  Chicago. 


Mr.  Van  Horson 


■NORMAN  MALONE  &  Assoc.,  Akron,  Ohio,  elected  to  American  Assn. 
'of  Advertising  Agencies. 

FRANK  BRUGUIERE,  Biow  Co.,  S.F.,  resigns.  No  future  plans  an- 
inounced. 

iiRICHARD  SPLITORF,  Sawyer-Ferguson-Walker  Co.,  S.F.,  to  U.  S. 
Marines  as  1st  Lieut. 

Network  Accounts 

(Continued  from  page  10) 

fornia  stations,  Mon.-Sat.,  7:30-7:40  a.m.,  PDT.  Contract  for  52  weeks. 
Agency:  Davis  &  Co.,  L.A. 


FRANK  H.  LEE  Co.,  Danbury,  Conn,  (hats),  renews  sponsorship  Rob- 
ert Montgomery  newscasts  on  ABC  starting  Aug.  24  for  42  weeks. 
?^gency:  Grey  Adv.,  N.Y. 


3ARNUM  COOLIDGE,  advertising  manager  Goebel  Brewing  Co.,  De- 
troit, appointed  assistant  to  FRITZ  C.  HYDE  Jr.,  vice  president  in 
liharge  of  company's  West  Coast  operation.  ARNOLD  C.  GRAHAM, 
lissociate  director  advertising,  public  relations  Liebmann  Breweries  Inc., 
1^.  Y.,  succeeds  Mr.  Coolidge,  effective  Sept.  1. 

CVILLIAM  L.  DYE,  account  executive.  Young  &  Rubicam,  Chicago,  to 
jjiebmann  Breweries  Inc.,  N.Y.,  as  advertising  manager. 

aW^rRED  S.  McCarthy,  sales  promotion  director,  Jones  &  Frankel  Co., 
V  producers,  to  Westinghouse  Television  and  Radio  Division  as  adver- 
|ising  and  sales  promotion  manager. 

OHN  a.  drake,  manager  market  research  Norge  Division,  Borg- 
jVarner  Corp.,  to  director  of  marketing;  GLENN  T.  THOMPSON,  Hot- 
oint  Inc.,  to  manager  market  analysis  for  B-W. 


"■i^— ""ON  THE— 

WASHiNGTON  SCREEN 

WMAL-TV  ^QPSlHEMAlU 

In  Cumulative 
listings. 


More  Sets  Are  Tuned  to 

WMAL-TV 

than  any  other  Washington  Station 

TOTAL  RATINGS  -  6  to  11  P.M.* 

WMAL-TV  Si-ation  X  Station  Y  Station  Z 


MONDAY 

★372.0 

204.6 

153.5 

53.0 

TUESDAY 

★378.6 

314.6 

98.8 

105.0 

WEDNESDAY 

★289.2 

265.1 

70.5 

198.4 

THURSDAY 

274.4 

169.4 

★387.6 

97.0 

FRIDAY 

211.3 

206.9 

★259.8 

89.5 

SATURDAY 

★371.1 

145.2 

116.8 

131.6 

SUNDAY 

62.9 

★444.5 

63.7 

247.8 

TOTAL 

★1959.5 

1750.3 

1150.7 

922.3 

American  Research  Bureau  TV  Survey — July  8-15,  1950 


ON  TV 

vi'iih  her  own 
Participation  Show! 


Wpdmn  Wcnncm 

beginning 

Monday  October  2 

Monday  thru  Friday 
3  to  3:30  p.m. 


KOI  imiaanmunciiiiiim  maau 
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Represented  Nationally  by  ABC  Spot  Sales 

WMAL-TV 


THE  EVENING  STAR  STATION  IN  WASHINGTON,  D. 
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(One  at  a  time  or  any  comUnation) 


Bill  Herson 


Conducts  "Your  Timekeeper"  from 
6:00-9:30  AM  Monday  thru  Saturday. 
A  consistent,  hard-hitting  salesman. 
Top-drawer  listening  and  selling 
power  for  years. 


Nancy  Osgood 

Outstanding  women's  director  on  the 
air  in  the  nation's  capital.  Nancy's 
doily  mid-morning  audience  and  spon- 
sor loyalty  means  "sales  power"  for 
your  product. 


Charley  Batters 

Conducts  "Batters'  Platters"  a  new  and 
novel  participation  program  heard 
nightly  from  7:30-7:55  PM,  Monday 
thru  Friday.  Choice  time  and  choice 
programming. 


ilRST  in  WASHINGTON 


\\  feature  of  the  lueeli 


DURING  the  287  days  of  World 
War  II  combat  he  spent  in  Europe 
as  a  tank  sergeant,  Gene  Amole 
gained  an  intimate  knowledge  of 
the  continent.  Putting  that  knowl- 
edge to  use,  Mr.  Amole  came  up 
with  an  idea  for  an  unusual  experi- 
ment by  a  small  broadcasting  sta- 
tion— 250  w  KMYR  Denver. 

As  conceived  by  Mr.  Amole,  m.  c. 
of  KMYR's  Man  on  the  Street 
show,  the  experiment  was  a  three- 
ply  success  story.  It  let  the  "man 
on  the  street"  in  Denver  know  what 
the  "man  on  the  street"  in  18  for- 
eign countries  was  thinking  about; 
brought  new  business  to  a  savings 
and  loan  association,  and  also 
stepped  up  the  firm's  prestige. 

Mr.  Amole  discussed  his  idea  of 
a  trip  abroad  with  Al  Meyer,  man- 
ager of  KMYR,  and  they  then  con- 
ferred with  MacGruder-Bakewell- 
Kostka  Inc.,  one  of  Denver's  lead- 
ing ad  agencies.  The  agency  took 
the  plan  to  its  client.  Empire  Sav- 
ings &  Loan  Assn. 

It  was  decided  to  sponsor  Mr. 
Amole  daily,  Monday  through  Fri- 
day, for  some  60  recorded  programs 
that  were  to  be  airmailed  to  Den- 
ver from  abroad.  In  addition,  more 
programs  were  to  be  locally  pro- 
duced on  Mr.  Amole's  return,  from 
material  gathered  on  the  trip. 

Leaving  in  mid-May,  Mr.  Amole 
took  with  him  a  tape  recorder  and 
the  barest  essentials. 

Two  v/eeks  after  he  left,  KMYR 
began  airing  his  efforts  at  6:45 
p.m.  each  weekday  evening.  Station 


-■4.    London    hoaseicife    gives  Mr. 
Amole  her  views  on  inflation. 

spots,  newspaper  ads,  radio  log 
listings  and  taxi  bumper  cards  were 
used  to  plug  the  show.  In  addition, 
Mr.  Amole  started  producing  a 
series  of  weekly  articles  on  his  ex- 
periences for  the  Sunday  feature 
section  of  the  Denver  Post. 

Combination  of  the  show's  un- 
usual idea,  plus  the  heavy  drum- 
beating,  fulfilled  all  expectations. 

KMYR  and  the  advertising 
agency  officials  reported  mail  re- 
sponse indicated  a  higher  listener 
percentage  on  KMYR  despite  the 
small  local  station's  competition 
with  four  network  outlets.  Not- 
withstanding the  show's  expense, 
it  was  branded  an  unqualified 
success  by  Bal  F.  Swan,  president 
of  Empire  Savings,  and  Joseph  W. 
Palmer,  radio  director  for  Mac- 
Gruder-Bakewell-Kostka. 


strictly  business 


DON 

SELLING  deep  freezers  to  Es- 
kimos  may  qualify,  theoret- 
ically at  least,  as  the  toughest 
conceivable  chore  in  a  salesman's 


book,  but  Donald  Ralph  Cooke  once 
"sold"  radio  to  a  bakery  which 
had  long  closed  the  door  on  agency 
staffmen  who  tried  to  open  a  wedge 
on  behalf  of  the  medium. 

Don  converted  the  bakery  into 
a  satisfied  radio  client  about  six 
years  ago — "certainly  the  most 
gratifying  deal  I  have  ever  made" 
— while  on  the  staff  of  W.  E.  Long 
Co.,  Chicago,  which  later  embarked 
on  a  campaign  to  specialize  in 
bakery  accounts. 

Don  himself  moved  into  the  sta- 
tion representative  field  with  Wil- 
liam G.  Rambeau  Co.,  and  in 
March  1946,  together  with  his 
brother,  Jack,  established  the  rep- 
resentative firm  which  today  bears 
his  name — Donald  Cooke  Inc. 

This  was  selling  "on  the  ground 
floor" — it  augured  representation 
of  Canadian  radio  stations  in  the 
U.  S.  for  the  first  time.  Today, 
with  headquarters  in  New  York 
(Continued  on  page  18) 


IF  YOU 
WANT 
N.  B.  C. 


(Affiliate) 


WITH  A 

TERRIFIC 


Best 

M 
Bu 


o  n  e  y 


THEN  BUY 


W 
B 
R 
E 


Wilkes-Barre,  Pa. 

WBRE  Is  the  first  Station  in  Pennsyl- 
vania's Third  Largest  Market  Area 
(Wyoming  Valley)  and  nighttime  is 
first  station  in  northeastern  Penn- 
sylvania! 

Write  or  Call  Collect 
for  Details 
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in 

Charleston 
west  Virginia 

one 
will 
get 
you 
more 
than 
all 
the 
other 
four 


wehs 


In  Northern  California 


KNBC  delivers  28  markets 


the  largest  newspaper  delivers  8 


California  now  ranks  second  in  population  in  America,  up 
from  fifth  place  in  only  ten  years.  The  1950  U.  S.  Census 
confirms  that  California  is  America's  fastest  growing  state. 
It's  the  number  two  state  in  any  advertiser's  national 
planning. 

Among  all  advertising  media  in  northern  California,  only 
one  outlet  delivers  every  city,  every  county,  every  rural  com- 
munity. That  outlet  is  radio  station  KNBC,  San  Francisco. 

In  the  28  individual  markets  of  10,000  population  or  more 
in  Northern  California,  KNBC  delivers  25%  or  more  of  all 
the  families  in  every  single  city.  The  largest  newspaper  in 
the  area  delivers  25%  or  more  of  the  families  in  only  eight 
markets.  In  every  city  at  least  tivice  as  many  people  listen 
to  KNBC  as  read  the  largest  newspaper. 

To  reach  all  the  northern  markets  in  America's  number  two 
state,  your  only-  choice  is  KNBC. 


NEW  YORK  •  CHICAGO  •  CLEVELAND  •  SAN  FRANCISCO  •  HOLLYWOOD 


SPOT  SALES 


**Source  for  KNBC  penetration:  BMB  Study  No.  2  March 
19i9.  Percentage  of  total  families  in  city  listening  to  KNBC. 
tSource  for  newspaper  penetration:  Aiidit  Bureau  of  Cir- 
culations. September  I9i9.  Percentage  of  total  families  in 
city  reading  this  neivspaper. 


For  similar  market  penetration  comparisons  of 
the  areas  served  by  seven  major  radio  stations, 
write  NBC  Spot  Sales,  New  York  20,  N.  Y. 
You  will  find  that  stations  represented  by 
NBC  Spot  Sales  deliver  more  markets 
with  deeper  penetration  than  any  other  ad- 
vertising medium. 


INFORMATION    AVAILABLE   ON:  SERVED  BY: 

Metropolitan  New  York  and  New  Jersey   wnbc.  New  York 

Illinois,  So.  Wisconsin  and  No.  Indiana   wmaq,  Chicago 

Northern  Ohio  and  N.  W.  Pennsylvania   wtam,  Cleveland 

Washington,  D.  C,  Maryland  and  No.  Virginia  •  .  .  WRC,  Washington 

No.  California   knbc,  San  Francisco 

Colorado,  Wyoming,  W.  Kansas  and  W.  Nebraska  .  .  koa,  Denver 

Eastern  New  York  and  Western  New  England  .  .  .  wgy,  Schenectady 


e Atone  A 


►  When  radio  fii'st  began  to  make 
its  impact  felt  25  years  ago,  Wal- 
ter (Red)  W.  McCoy,  now  chief 
engineer  of  WJAS-CBS  Pittsburgh 
and  WHJB  Greensburg,  Pa.,  both 
owned  by  Pitts- 
burgh Radio  Sup- 
ply House,  joined 
the  engineering 
department  of 
WJAS.  Since 
then  "Red"  Mc- 
Coy has  been  in- 
strumental in  see- 
ing that  the  tech- 
nical end  of 
WJAS  and 
WHJB  fits  re- 
quirements of  the  modern  radio  era. 


Mr.  McCoy 


He  was  made  chief  engineer  in 
1929.  Celebrating  his  25th  year 
(Sept.  12)  with  the  stations,  Mr. 
McCoy  is  busily  engaged  in  the 
study  of  television  which  he  can 
put  to  use  when  WJAS  adds  TV 
operation  to  its  activities. 

►  Bill  Henry,  veteran  MBS  news- 
man, celebrates  his  28th  year  on 
the  air  today  (Aug.  21).  A  news 
broadcaster  since  August  1923,  he 
has  won  the  National  Headliners' 
Club  award  both  in  newspaper  and 
in  radio.  The  radio  awai~d  came  last 
year  for  his  broadcasts  of  summer 
Olympics  in  England. 


►  Jim  Alderman,  head  of  the  WRR 
Dallas  news  department  and  mem- 
ber of  the  staff  for  the  past  seven 
years,  has  entered  his  21st  year  as 
a  newscaster.  He  entered  radio  in 
1929  at  KFJZ  Fort  Worth  and 
later  served  at  WCKY  and  WLW, 
both  Cincinnati. 

►  MBS'  Count  of  Monte  Crista 
celebrated  its  sixth  year  on  the  air 
Aug.  15. 

►  WPAD  Paducah,  Ky.,  celebrated 
its  20th  anniversary  on  Sunday 
(Aug.  20).  Highlights  included  sev- 
eral CBS  network  shows  saluting 
the  station  and  a  party  given  for 


*  *  ./%w  COST 


"Second  Low  In  Cost  Per  Inquiry  .  . 

"It  gives  me  a  great  deal  of  pleasure  to  be  able 
to  tell  you  that  in  the  recent  Robin  Hood  mail  pull, 
the  offer  of  a  picture  and  a  poem  for  10c,  KTBS 
ranked  sixth  in  a  list  of  tv/enty-one  stations.  Of  the 
five  stations  ahead  of  you,  four  were  50,000  watts 
in  power. 

"On  the  basis  of  cost  per  piece  of  mail  received, 
KTBS  was  the  second  low  station.  The  only  one  with 
a  better  record  based  on  cost  was  a  50,000  watt 
station  nationally  known  for  its  widespread  moil 
audience." 

Jim  Anderson,  CROOK  ADVERTISING  AGENCY 
Dallas,  Texas 

Nearly  A  Million  Baby  Chicks  Sold 

"We  wish  to  take  this  opportunity  to  thank  all  of 
you  at  KTBS  for  the  fine  cooperation  and  the 
splendid  selling  job  you  have  done  for  our  Mason's 
Baby  Chicks. 

"We  find  that  your  station  has  sold  982,800  baby 
chicks  at  a  cost  per  hundred  chicks  that  rates  No.  4 
among  our  120  radio  stations  used  throughout  the 
country." 

Ruth  Mason  ,  President,    MASON'S  CHICKS,  INC., 

South  Plainfield,  N.  J. 


THE  LOUISIANA  PURCHASE 
SHREVEPORT,  LOUISIANA 

10,000  WATTS  710  KC 


(5,000  NIGHTS) 

AFFILIATED  WITH  NBC  AND  TEXAS  QUALITY  NETWORK 
REPRESENTED  BY  EDWARD  RETRY  &  COMPANY,  INC. 


the  staff  and  friends  at  the  Whit« 
House  Club. 

►  KMTV  (TV)  Omaha  will  cele 
brate  its  first  birthday  Sept.  1. 


Strictly  Business 

(Continued  from  page  lU) 

and  other  offices  in  Chicago,  Lo; 
Angeles,  Cleveland  and  Detroit 
the  organization  numbers  Ameri 
can  and  Canadian  outlets  amon^ 
its  not  inconsiderable  list  of  clients 
It  was  perhaps  inevitable  tha- 
Don  should  take  bhe  initiative  alonj 
this  line.  He  was  born  in  Montreal 
Quebec,  on  Aug.  19,  1917,  moving 
to  Toronto,  Ont.,  a  year  later.  E( 
won  the  Canadian  Intercollegiat(  i 
Boxing  Championship  at  collegt 
with  sparring  qualities  which  pre- 
sumably have  stood  him  in  goot 
stead  in  bouts  with  recalcitrani ' 
clients-to-be. 

Sold  the  Hard  Way 

He  tackled  selling  the  proverbia 
hard  way — door-to-door — "a  fair- 
ly confusing  situation"  considerin 
he  encountered  both  French  an 
English  speaking  people,  he  recall: 

Don  attended  college  at  Wester 
U.  in  London,  England,  then  joint 
the  Canadian  Army  for  three  year 
service  with  the  rank  of  first  liei 
tenant.  After  his  discharge 
1944,  he  came  to  the  U.  S.  an 
joined  WELL  Battle  Creek,  Mich 
as  a  commercial  salesman. 

Three  months  later  he  went  1 
Chicago  where  he  became  affiliate 
with  W.  E.  Long  Co.  and  eng 
neered  the  bakery  firm  deal.  Tl 
client  certainly  got  his  worth  i 
weight  (of  talent),  not  to  mentio 
sales  value.  Don  prevailed  on  thi; 
bakery  to  sign  up  Dick  "Two-Ton' 
Baker,  a  Chicago  piano-and-patte: 
favorite,  who,  to  put  it  mildly 
"tips"  the  scale.  The  show  wa 
promptly  used  as  a  test  on  KBU^ 
Burlington,  Iowa. 


Client  'Impressed' 


f( 


The  client  was  "impressed"  wi 
the  quarter-hour  show  Don  aud 
tioned  for  him  and  decided  to  gi> 
radio  a  "chance."  That  "baptisu 
took  place  some  six  years  ago  ai 
today  the  client  is  one  of  radio 
most  consistent  sponsors. 

Leaving  the  agency,  Don  work( 
for  William  G.  Rambeau  Co 
about  10  months  before  joinii 
brother  Jack  in  the  radio  represen 
ative  venture.  The  organizati( 
represents  well  in  excess  of 
U.  S.  stations,  in  addition  to  tl 
25-plus  station  Quebec  French  R 
dio  Group. 

Don  is  a  member  of  the  Amei 
can  Television  Society  and  Rad 
Executives  Club  of  New  York 
is  fond  of  music  and  collec 
records,  and  is  an  avid  boxing  ai 
baseball  fan,  interests  cultivate 
through  television.  Don  and 
wife,  Mae,  have  a  son,  Don  Jr.,  4^ 


KFXD  Nampa,  Idaho,  has  complet 
256-seat  radio  theatre  addition  to 
building  at  1024  12th  Ave.  S. 
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DO  YOU  HAVE  SOMETHING 

TO  SELL  TO  THE  RADIO  INDUSTRY? 


and  company 


jBROAae^flNC 


Avery-Knodel,  Inc. 


\  - 


IILUMBIA  RECORDING  CORP. 


ABC -TV 


WBAL  WOi-TV  WWVA  KCBC 

WCBM  WiCC  WKNE  WFAS 

WTRY  WELI  WJBK  WOR 

WSYR  WMMN  WBT  WROL 

WAKR  WSPD  WGTM  HOME 


(Among  those  who  have  been  served 
by  O'Brien  &  Dorrance,  Inc.) 


ya 


If.  SO,  you'd  never  send  out  a  salesman  who  didn't 
know  the  market  — and  thoroughly  — would  you? 

Consider  this.  There  is  no  advertising  agency 
throughout  the  length  and  breadth  of  America 
that  knows  broadcasting  so  intimately,  so  thoroughly 
as  O'Brien  &  Dorrance.  There  is  no  other 
advertising  agency  whose  principals  have  been 
station  managers,  broadcast  engineers,  network 
promotion  directors,  radio  trade  association 
officials,  successful  radio  executives. 

There  is  only  one  agency  that  has  helped 

in  the  growth  of  Broadcast  Advertising  Bureau. 

There  is  only  one  agency  that  has  the  greatest 

number  of  station  and  radio  rep  clients. 

There  is  only  one  agency  that  is  best  geared 

to  bring  greater  profits  to  equipment  manufacturers, 

regional  networks  and  individual  stations. 

Competition  is  rough  today  — and  getting  rougher. 
If  you  aren't  advertising,  the  odds  are  against  you. 
If  you  are  . . .  then  you  need  the  hardest-hitting, 
best  equipped  agency,  skilled  in  radio  promotion, 
merchandising,  trade  ads,  publicity. 

In  two  words,  you  need  . . . 


O'BRIEN  &  DORRANCE,  inc. 

160  EAST    56TH    STREET,  NEW   YORK   22,  PLaza  9-5120 


ADVERTISING 
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open  mike 


With  28  years  of  top  flight  sales  effort 
on  behalf  of  America's  leading  ad- 
vertisers, WGY  continues  to  domi- 
nate the  vast  Northeastern  market 
covering  upper  New  York  State  and 
western  New  England. 


Here  are  the  facts  :* 

WGY's  total  weekly  audience  is  2Vi  times  greater  than 
the  next  best  station  day  and  night. 

WGY  has  40%  more  total  audience  than  a  combination 
of  the  ten  top  rated  stations  in  the  area. 

WGY  covers  54  counties  daytime  —  51  at  night.  The 
next  best  station  covers  14  day  —  13  night. 

WGY  has  almost  twice  as  many  counties  in  its  primary 
coverage  as  any  other  station  in  the  area  has  in  its 
entire  coverage. 

WGY  has  9  counties  in  its  primary  area  which  are  not 
reached  at  all  by  any  other  Capital  District  station. 

WGY  —  and  only  WGY  —  can  deliver  audiences  in  21 
major  metropolitan  markets  with  coverage  in  5  north- 
eastern  states. 

*  Source  Broadcast  MeaBurement  Bureau  Study  #2,  Spring  1949. 


All  in  all,  your  best  dollar  for 
dollar  value  is  WGY  covering 
more  markets — more  audience 
— with  more  power  than  any 
station  in  its  area — at  lower 
cost  than  any  combinaton  of 
those  stations  to  reach  the  21 
markets. 
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Marketbook  ScoresAgain 

EDITOR,  Broadcasting: 

To  me  the  Marketbook  has  be- 
come the  buyer's  bible.  Your  latest 
one  belongs  with  the  classics — the 
most  complete  compendium  of  in- 
formation in  the  business. 

Carlos  Franco 

General  Executive 

Kudner  Agency 

New  York 


EDITOR,  Broadcasting: 

Features  I  find  indispensable  in 
the  Marketbook  are  many,  but  the 
main  ones  are  the  map,  which  I  use 
each  year  to  complete  buying  for 
our  football  network;  the  metro- 
politan area  figures,  more  com- 
plete than  other  statistics  which 
give  only  city  population  rather 
than  that  of  the  entire  trading 
area;  the  maps  in  front  of  state 
section,  and,  of  course,  the  Spot 
Rate  Finder,  which  makes  it  pos- 
sible for  us  to  give  fast  quotations. 

Kay  Kennelly 

Media  Director 

Oliayi  Advertising 

Chicago 

Sj:        ^  ^ 

EDITOR,  Broadcasting: 

Many  thanks  for  the  Broadcast- 
ing Marketbook. 

We  use  this  constantly  because 
it  summarizes  all  of  the  latest  sta- 
tistics necessary  for  station  cover- 
age. 

Lloyd  George  Venard 
The  Taylor  Co. 
New  York 

*  * 

EDITOR,  Broadcasting: 

We  have  always  thought  the 
Broadcasting-Telecasting  Mar- 
ketbook was  terrific,  and  this  year 
it  is  even  better  than  previous  is- 
sues. The  first  day  I  got  it  I  was 
in  a  tight  spot  for  some  availabili- 
ties and  found  the  information  I 
wanted  in  the  Spot  Rate  section. 
That  will  save  us  a  lot  of  time. 

Scott  Keck 

Radio-TV  Director 

Henri,  Hurst  &  McDonald 

Chicago 

*  *  * 

EDITOR,  Bboadcasting: 

I  didn't  think  it  was  possible  to 
improve  the  1949  Broadcasting 
Marketbook  and  Rate  Finder  but 
I'm  amazed  to  see  the  1950  one  is 
much  better. 

Stanley  Pulver 

Timehuyer 

Dancer-Fitzgerald-Sample 
New  York 

EDITOR,  Broadcasting: 

Here's  something  [Marketbook 


1950]  that  belongs  on  my  desk.  Ji 
puts  at  the  fingertips  all  the  infer 
mation  we  need  in  placing  a  cam 
paign. 

William  F.  Sigmund 
President,  Wash.  Ad  Club 
Creative  Director 
Henry  J.  Kaufman  &  Assoc 
Washington 

*  •  *  ■  * 

EDITOR,  Broadcasting: 

The  Marketbook  again  this  yea: 
is  swell.  It  saves  me  a  lot  of  timi 
which  I  used  to  need  to  colleg 
various  data.  It's  a  fine  job. 

Mildred  Dudley 

Media  Director 

LeValley  Agency 

Chicago 

*  *  * 

EDITOR,  Broadcasting: 

I  consider  the  Marketbook^ 
vei-y  handy  reference  work.  Aj 
matter  of  fact,  when  I  first  open( 
it  I  found  the  answer  to  a  proble 
regarding  some  of  our  statioi 
which  had  been  puzzling  me  for  i 
days.  That  answer  will  result 
some  business  for  us.  The  breal 
down  on  spot  rates  is  very  usefi 
as  buyers  can  get  a  quick  pictui 
of  a  station's  rate  structure,  pow(  [ 
and  the  rep. 

Tom  Peterson 

Chicago  Manager 

The  Taylor  Co. 


EDITOR,  Broadcasting: 

Your  Marketbook,  with  its  ne\ 
1950  figures  on  all  of  the  countie 
across  the  country,  has  been 
inestimable  value  to  us  in  layii 
out  our  national  county-by-coun 
sample,  according  to  latest  pop 
lation  shifts. 

The  population  and  radio  fami 
data,  combined  with  the  Individ] 
state  maps,  give  us  the  mate 
in  exactly  proper  form  for 
purposes. 

Congratulations  on  a  very 
ful  and  up-to-date  job. 
James  W.  Seiler 
Director 

American  Research  Bur 
Washington 


EDITOR,  Broadcasting: 

Have  not  yet  had  a  chance  to  t 
the  new  Marketbook,  however, 
my  first  examination  it  looks  li 
the  usual  comprehensive  and  th( 
ough  job  that  Broadcasting  I 
done  in  the  past. 

Frank  Silvernail 

Chief  Timebuyer 

BBDO 

New  York 


EDITOR,  Broadcasting: 

The  Marketbook  offers  excellt 
statistical  matter  which  will  be 
(Continued  on  page  97) 
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Its  impossible..^ 


...you  can't  cover  California s  Bonansa  Beelme 

without  on-the-spot  radio 

Are  you  leaving  a  3-billion-dollar  market  behind  you?  One 
with  more  people  than  Los  Angeles  .  .  .  greater  food  sales 
than  Philadelphia  . . .  twice  the  total  retail  sales  of  Cleveland?* 
You  are,  if  you  expect  to  cover  the  Beeline  with  San  Fran- 
I  Cisco  or  Los  Angeles  radio.  Because  the  Beeline  —  California's 
vast  inland  plus  western  Nevada  —  is  geographically  inde- 
pendent of  the  Coast.  And  Beeliners  naturally  prefer  their 
own,  on-the-spot  stations  to  remote  Coast  stations. 

Make  sure,  then,  you  schedule  the  five  BEELINE  stations. 
.s*c**''****'**        Each  of  these  on-the-spot  stations  gives  you  top  coverage  in 
its  own  rich  part  of  the  Beeline.  Together,  they  blanket  the 
whole  market.  Choose  best  availabilities  on  each  station  with- 
out line  costs  or  clearance  problems.  Combination  rates. 

'Sales  Management's  1950  Copyrighted  Survey 

Here's  what  you  should  know  about  KFBK 
The  Sacramento  Bee  Station 

(50,000  watts  — ABC) 


.STOC' 


o 


Delivers  solid  coverage  of  v/hole  21 -county  billion-dollar  Sacramento 
>f*^^        market.    New  BMB  shows  KFBK's   1946-49  audience   increase  as 
49.3%  daytime,  49.2%  at  night,  with  32.5%  growth  in  radio  families. 
Has    /owesf  cost  per /isfener    in  its  area. 


McClatchj  Broadcasting  Oompany 

SACRAMENTO,  CALIFORNIA     •     PAUL  H,  RAYMER  CO.  National  Representative 


KFBK 

Sacramento  (ABO 
50.000  watts  1530  kc. 


KOH 


Reno  (NBC) 
5000  watts,  day;  1000  watts,  night 
630  kc. 


KERN 

Bokersfield  (CBS) 
1000  watts    1410  kc. 


KWG 


Stockton  (ABC) 
250  watts     1230  kc. 


Fresno  (NBC) 
5000  watts  580  kc. 
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Spot  Boomlet;  Nets  Steady 


A  SAMPLING  of  authorita- 
tive opiBion  among  networks, 
station  representatives  and 
advertising  agencies  in  New 
York,  business  capital  of  the 
radio  industry,  last  week 
turned  up  universal  optimism 
!  about  the  immediate  future 
of  I'adio. 

A  survey  of  business  pros- 
jpects  by  Broadcasting  showed  that, 
1  over-all,  radio  advertising  volume 
.this  fall  is  destined  to  equal  and 
jiprobably  exceed  the  levels  of  last 
jyear. 

'  Broadcasting  talked  with  scores 
of  industry  leaders  whose  combined 
; opinions  add  up  to  the  forecast  that 
■  spot  business  this  fall  will  definitely 
be  bigger  than  it  was  in  the  autumn 
|of  1949  —  by  probably  10%  — 
nand  that  network  volume  promises 
•to  match  last  year's  level  and  per- 
haps better  it. 

A  compilation  of  fall  business 
that  had  actually  been  sold  by  the 
four   national   networks   by  mid- 
August  showed  that  the  networks 
ias    a    group    were    within    10  Tc 
(of  reaching  the  volume  of  advertis- 
i'ling  actually  on  the  air  in  October 
fl949.   With  a  month  and  a  half  to 
it  go  before  the  fall  season  w-as  full 
upon  them,  the  netw^orks  were  vir- 
tually assured  of  selling  enough 
accounts    to    overcome    the    10  9(: 
diiference  and  perhaps  to  rise  above 
the  1949  volume. 

Spot  Record  Seen 
Among  both  buyers  and  sellers 
of  time  there  was  an  agreement 
that  spot  broadcasting  w^as  headed 
for  a  record  level.  If  the  forecasts 
proved  coi'rect,  1950  would  turn  out 
be  the  biggest  year  in  the  his- 
:  ry  of  spot  radio,  exceeding  last 
year's  total  of  S112  million  net  time 
sales  by  an  appreciable  margin. 

It  w^as  doubted  that  anything 
short  of  full-scale  w^ar  would  dis- 
•rupt  the  predictions  for  a  period  ■ 
lof  high  revenue  immediately  ahead. 
I  Indeed  the  spot  radio  business 
'lespecially  had  profited  by  the  sud- 
iden  turn  in  the  international  situ- 
lation.  News  programs,  which  be- 
fore the  events  in  Korea  had  some- 
•times  been  a  drug  on  the  market, 
were  in  sudden  demand  by  sponsors. 

Station  representatives  in  New 
York  reported  renewed  client  in- 
terest in  buying  news  programs  on 
la  spot  basis,  and  they  anticipated 


heavy  investments  in  such  shows  bv 
fall. 

Audience  rating  figures  in  the 
period  since  the  Korean  interven- 
tion show  that  radio  listening,  even 
in  television  areas,  has  increased 
considerably  not  only  to  news  pro- 
grams but  to  other  shows  as  well. 
As  an  executive  of  one  advertising 
agency,   historically   a   heavy  in- 


vestor in  television,  put  it:  ".  .  . 
The  Korean  War  has  given  radio 
a  second  chance.  .  .  .  Present  in- 
dications are  that  radio  ^vill  re- 
main a  powerful  instrument  for 
some  time  to  come." 

An  executive  of  another  agency 
said:  "Because  of  the  uncertain  in- 
ternational situation  our  radio 
prospects  are  stronger  than  they 


AURAL  RADIO  time  sales  are  on  the  upgrade  and  will  set  new  records 
this  fall  and  winter,  according  to  the  vast  majority  of  agency,  adver- 
^tiser,  broadcaster  and  associated  industry  leaders. 
Rounding  up  sentiment  in  all  timebuying  centers.  Broadcasting's  news 
bureaus  from  coast-to-coast  report  that  optimism  is  the  prevailing  theme 
as  a  summer  marked  by  war  fears  goes  into  the  waning  weeks. 

Here  and  there  can  be  found  executives  who  are  concerned  over  the 
impact  of  war  uncertainty  on  broadcasting  stations  and  networks.  And 
there  are  some  who  wonder  about  the  drain  of  TV  on  aural  time  selling. 
These  are  exceptions,  the  annual  autumn-winter  business  forecast  shows. 
If  anything,  the  consensus  of  those  who  spend  dollars  for  radio  time 
seems  to  be  that  radio  is  here  to  stay.  At  least,  say  the  pessimists,  it  is 
getting  a  second  chance,  despite  TV,  because  of  war-stimulated  interest  in 
listening. 

Brightest  spot  in  this  optimistic  autumn-winter  roundup  is  spot  broad- 
casting. Spot's  gain  over  last  year's  record  will  be  at  least  10%  and  some 
observers  look  for  an  even  higher  figure. 

Networks,  too,  face  a  relatively  cheerful  season.  As  early  as  mid-August 
the  networks  had  sold  within  10%  of  their  mid-October  level  in  1949  and 
still  had  a  good  month-and-a-half  of  selling  time  remaining.  Their  total 
sales  will  match  last  year,  at  least,  and  chances  are  good  that  total  1950 
network  business  will  be  handsomely  above  that  of  1949. 

TEMPERING  all  the  cheery  forecasts,  however,  is  the  possibility  that  full- 
scale  war  might  upset  the  whole  broadcost  advertising  cart.  Prophets  are 
rare  who  will  belittle  this  danger  but  at  the  same  time  most  of  those  who 
watch  the  broadcast  advertising  business  feel  reasonobly  confident  that  panic 
is  not  imminent. 

Main  effect  of  the  international  crisis  has  been  to  stimulate  listening  to 
most  types  of  programs,  particularly  newscasts.  Even  in  TV  areas  there  are 
plenty  of  signs  that  listening  is  on  the  upgrade. 

At  the  time  of  this  nationwide  roundup  it  appeared  that  the  rate-reduction 
campaign  of  the  Assn.  of  National  Advertisers  has  not  caused  any  adver- 
tiser to  quit  buying  air  time.  If  the  ANA  effort  has  hit  anywhere,  the  evi- 
dence was  not  uncovered. 

All  talk  about  fall  and  winter  business  returns  inevitably  to  spot.  Repre- 
sentatives report  thot  there  was  no  serious  summer  slump  in  spot.  They  add 
that  spot  prospects  for  the  coming  months  are  unusually  good,  judging  by 
the  buying  already  under  way.  Such  products  as  cold  remedies,  cigarettes, 
candy  and  foods  are  actively  hunting  availabilities  and  signing  contracts. 
Even  automotive  interest  is  apparent  despite  war  fears. 

NEW  YORK  is  generally  optimistic  (this  page).  So  is  Chicago,  though 
signs  of  a  tightened  economy  are  noted  in  some  quarters  (page  25). 
As  usual  the  West  Coast  is  cheerful  and  some  prophets  go  so  far  as  to 
predict  1951  will  be  even  better  than  1950  .  The  appliance  industries  cause 
the  most  worry  on  the  Coast  (page  26).  In  the  Pacific  Northwest  the  outlook 
is  bright  aside  from  war  uncertainty  (page  27).  And  in  the  Southwest  radio 
is  believed  to  be  heading  into  a  fail  and  winter  boom  (page  25). 

Everywhere  business  appears  to  be  good  as  people  spend  heavily  and  indus- 
tries turn  out  their  products  in  unprecedented  quantities.  Many  broadcast 
stations  indicate  they  are  breaking  all-time  sales  records.  This  goes  for 
areas  that  have  TV  stations,  with  TV  appearing  to  draw  much  new  money 
into  the  electronic  advertising  field. 
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normally  might  have  been ;  particu- 
larly there  is  more  interest  in  news 
shows." 

With  the  general  levels  of  radio 
listening  up,  radio  broadcasters 
were  provided  with  another  load 
of  ammunition — not  that  a  whop- 
ping supply  was  not  already  on 
hand — in  their  defense  against  the 
campaign  launched  a  month  ago  by 
the  Assn.  of  National  Advertisers 
for  a  reduction  of  radio  rates. 

The  strong  evidence  that  adver- 
tisers would  spend  as  much  money 
in  radio  this  fall  as  they  had  last 
year  —  perhaps  more  —  indicated 
that  the  ANA's  campaign  was  not 
being  supported  in  the  way  that 
would  be  most  effective:  The  wnth- 
drawal  of  advertising  expenditures 
in  radio. 

May  Surpass  '49 
The  overall  network  outlook  for 
fall  is  that  the  total  volume  of 
business  may  equal  or  perhaps  even 
surpass  last  fall's  total.  A  com- 
parison of  commercial  programs 
actually  broadcast  by  the  four  na- 
tionwide networks  in  October  1949 
with  business  signed  by  mid-Au- 
gust of  this  year  for  airing  this 
October  shows  an  advantage  for 
last  year,  but  not  such  a  large  one 
that  it  cannot  be  overcome  by  hard 
selling  in  the  weeks  ahead. 

Records  (tabulated  on  page  25) 
show  a  total  of  137  advertisers  al- 
ready contracted  to  sponsor  245 
network  programs  during  October 
1950,  compared  with  166  advertis- 
ers who  sponsored  293  network 
programs  in  October  1949.  Total 
number  of  sponsored  hours  aired 
by  the  four  networks  in  an  October 
week  last  year  was  215  hours  and 
42^2  minutes.  Sponsored  time  al- 
ready signed  for  this  October  adds 
up  to  194  hours  and  42^/2  minutes. 

These  time  totals  do  not  include 
either  the  World  Series,  which  is 
an  annual  one-week  only  event,  nor 
political  business,  whose  volume 
in  this  Congressional  election  year 
should  far  exceed  last  year's  total. 
Neither  do  they  include  such  busi- 
ness as  Texas  Co.'s  sponsorship  of 
the  Metropolitan  Opera  broadcasts 
on  ABC  which  is  already  under  con- 
tract but  which  will  not  begin  until 
the  opening  of  the  opera  season  in 
November  and  so  could  not  properly 
be  included  in  an  October  tabula- 
tion. 

Individually,  the  networks  show 
(Continued  on  page  2i) 
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Fall  Business 

(Continued  from  page  23) 

considerable  variance  in  their  1949- 
50  comparisons  of  October  busi- 
ness, it  always  being  remembered 
that  these  comparisons  may  be  ap- 
preciably changed  in  this  year's 
favor  by  the  time  October  1950  has 
ended  and  its  network  volume  en- 
tered in  the  records.  CBS  alone 
shows  a  gain  in  the  number  of  com- 
mercial programs  and  the  amount 
of  sponsored  time;  the  other  three 
networks  have  to  date  lined  up 
fewer  commercial  shows  for  less 
time  than  they  broadcast  last  Oc- 
tober.  Figures  are : 

No.  of 


Net-  Sponsored 


Amount  of. 


work 

Prog 

rams 

Sponsored  Time 

1949 

1950 

1949  1950 

ABC 

70 

41 

51:00  28:30 

CBS 

95 

99 

73:02</2  80:27>/2 

MBS 

38 

31 

22:25  20:00 

NBC 

89 

74 

69:15  65:45 

Even  if  no  new  business  were 
signed  by  the  networks  between 
now  and  October,  the  differences  in 
dollar  volume  from  last  year  to  this 
would  be  appreciably  less  than  the 
above  time  comparisons  indicate. 
Dollar  volume  is  based  on  the  num- 
ber of  network  stations  used  as 
well  as  the  amount  of  time,  and 
the  average  size  of  the  networks 
being  used  by  sponsors  this  fall  is 
well  ahead  of  last  year's  average. 

In  spot  broadcasting,  an  average 
of  the  forecasts  by  station  repre- 
sentatives indicated  volume  this 
fall  would  be  10%  bigger  than  it 
was  last  year. 

Station  representatives  generally 
reported  that  this  summer's  busi- 
ness, contrary  to  the  record  of  the 
summer  of  1949,  showed  no  ap- 
preciable slump,  and  the  jump  to 
fall  business  from  this  higher 
springboard  was  expected  to  reach 
new  altitudes. 

Among  products  whose  fall  in- 
vestments in  spot  promise  to  be 
heavy  are  cold  remedies  which  have 


already  begun  their  buying  for  fall 
[Broadcasting,  July  24]. 

Station  representatives,  who  for 
a  while  feared  that  possible  sugar 
shortages  or  increases  in  sugar 
prices  would  adversely  influence 
candy  and  gum  advertising,  noted 
last  week  that  sizeable  orders  were 
coming  in  from  Baby  Ruth, 
Chuckles,  Peter  Paul  and  Ameri- 
can Chicle. 

A  substantial  increase  in  spot 
advertising  by  cigarettes  was  also 
noted.  Among  those  mentioned 
were  Lucky  Strike,  which  has 
bought  spot  schedules  in  20  big 
markets,  Kools,  Pall  Malls  and 
Spuds. 

Coffee  brands,  both  regular  and 
instant,  were  reported  to  be  show- 
ing increased  spot  activity.  Food 
products  generally  were  said  to  be 
in  line  to  maintain  high  spot 
volume. 

One  of  the  businesses  from  whom 
national  representatives  expect  a 
unique  windfall  is  magazine  pub- 
lishing. The  representatives  have 
been  advised  that  publishers  intend 
to  use  spot  widely  this  fall  to  pro- 
mote circulation  and  thus  justify 
the  recent  advertising  rate  in- 
creases many  of  them  have  an- 
nounced. 

Automobile  Plans 

Some  doubt  has  prevailed  as  to 
the  advertising  plans  of  automo- 
bile manufacturers  who  face  pos- 
sible curtailment  of  passenger  car 
production  in  the  event  of  an  ex- 
panded rearmament  program.  But 
Pontiac  just  bought  announcements 
in  numerous  markets  for  Septem- 
ber and  October,  and  other  motor 
makers  reportedly  are  considering 
spot  campaigns. 

Station  representatives  were 
careful  to  point  out  that  the  antici- 
pated increase  in  total  volume  of 
spot  business  did  not  mean  that 
every  station  would  experience  sim- 
ilar increases  in  its  spot  revenue. 
Some  radio  stations  in  television 
markets  may  suffer  decreases,  it 
was  said,  although  in  even  the 
(Continued  on  page  SU) 


Drawn  for  Broadcasting  by  Sid  Hix 

"The  strategy  of  a  modern  army  is  maneuver-ability.  You  may  be  called 
on  to  march  as  much  as  20  miles  a  day,  to  keep  up  with  the  troops." 
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Network  Clients  for  October  1950 

Wif/i  Comparison  Against  Placements  in  October  7949 


Gross  Time 
Charges 
October 


Net- 


No.  of 
Stations 


Hours 
per  wetl 


Sponsor 

PROGRAM 

1949 

work  1949 

1950    1949  1951 

Aa3.iii  na.t  &tor6s 

!  41,397 

ABC 

273 

273 

Alberts  Products  Co. 

T^ppf*     i'Vl  P     TVTl  CC11  c 

i*X  v7  VT  L       L 1 X  C       i*X  X  3  o  U  S 

2*305 

CBS 

13 

— 

y* 

Allic           ™  1  »v»    »•  I?  TK/lter 

1^  d  L  X     fax  XXX     06     Em,  KJ  tXX  1^ 

Hour 

41,453 
20,046 

NBC 

164 

165 

Vz 

Vz\ 

.                         _    -        .  „ 

/ui!icric3.ti  £53.K6ries  i^o< 

Lone  Ranger 

ABC 

36 

37 

Vz] 

4     IT     f\f  T 

j\,  r .  oi  Lit 

C  0  mm  e  nt  ator  s 

MBS 

— 

168 

— 

/4.iiicrii.d.u  nuiiic 

Products 

Hollywood  Star 

TfipatTP 

X  lICctLl  C 

77  205 

NBC 

129 

— 

Vz 



Just  Plain  Bill 

63^336 

NBC 

59 

128 

V/a\ 

V./IXX     \jiaL  ouxiuajr 

86  090 

CBS 

159 

173 

1% 

VA 

IVIr.  Keen 

66,2 16 

CBS 

152 

152 

Harry  Babbitt 

CBS 

— 

12 

— 

Vz\ 

Helen  Trent 

91,571 

CBS 

166 

173 

1^4  ! 

Front  Page  Farrell 

62,748 

NBC 

58 

127 

m-\ 

Radio  Warblers 

-  1,346 

MBS 

9 

25 

VaI 

Telephone  Hour 

81,405 

NBC 

153 

155 

% 

Vz, 

/viiit;ricd.ii  jiuudi-cu  ^^u« 

Your  Hit  Parade 

83,025 

NBC 

164 

167 

yz 

Vz 

Big  Story 

66,420 

NBC 

163 

172 

yz 

Vz 

Light  Up  Time 

232,470 

NBC 

163 

— 

m 

Jack  Benny 

93,015 

CBS 

180 

173 

yz 

Vz 

Leave  It  to  Joan 

70,524 

CBS 

174 

— 

rxlil  III  Ul     XilC  > 

Gabriel  Heatter 

MBS 

— 

27 

Va 

Stars  Over  Holly- 

wood 

26,106 

CBS 

168 

168 

yz 

Vz 

Next  Dave  Garroway  — 

NBC 

— 

133 

VVa\ 

A  I'm  c+rATi  tr   f  m*lf    f  rt 
/A.rillal'l  vug    v-Ul  K  ViUi 

X>ipatrp   Af  TArtav 
xxxccXL'XC    vx  A-\j\xa,jf 

43,180 

CBS 

166 

166 

Vz 

Vz- 

Assn.  Amcr. 

Railroad  Hour 

82^545 

NBC 

165 

165 

yz 

Vz 

T  aura  T.aiip'htnn 

109,639 
70,665 

NBC 

135 

58 

m 

V/a 

David  Harum 

CBS 

55 

— 

m 

Nona  From  Nowhere 

CBS 

— 

149 

IVa 

I 

Dtf  n  1X13    V  all    oc    o  liUl  cLg  tr 

Hollywood  Music 

Hall 

5,424 

CBS 

13 

13 

yz 

Vz 

TUrt/*!*  Til* AC    TrtTiapPA  f^A 

Fishing  &  Hunting 

I 

Pliili  nf  thp  Air 

29,702 
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— 
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— 
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— 
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— 
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Song  Shop 
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— 

62 

74 
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Break  the  Bank 
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NBC 
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— 
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(Name  not  set) 
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— 
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/J 
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1/4 

vz 

McConnell 
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NBC 

162 

162 

Vz 

OI  U  WIL    OC     W  lUldUloUXl 

Tobacco  Co. 

rcopic  .fire  K  uiiiij 

66,420 

NBC 
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People  Are  Funny 

12  150 

NBC 

17 

72 

Vz 

iA 

72 

Chance  of  a 

j..iXX  ct/Xxxxcr 
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ABC 
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Vz 
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Solitaire  Time 

10,160 

NBC 

20 

20 

% 
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f  XX  3  l>      J.^  Xg  XXli^X 
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62 

Vz 

\^XLXU       f  XXIjC:C7XX 

CBS 

155 
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1% 

^74 

Ei U  W d.1  U.  Xv.  iTi ixx  X  WW 

166,352 
160,178 

CBS 

153 

1% 

Double  or  Nothing 

NBC 

132 

132 

ZVz 

5 

Rocky  Jordan 

8,210 
94  755 

CBS 

26 

Vz 

Carnation  Co* 

U'OiiLeiiLtf Q  nuux^ 

CBS 

175 

174 

Vz 

Vz 

Family  Party 

3  585 

CBS 

14 

95 

Vz 

Vz 

Aunt  IVIary 

12  369 

NBC 

26 

23 

1% 

iVi 

I'll  P^PllFATl  P"!!      TVTf  C        f  A 

Flmer  Peterson 

6',072 
67  392 

NBC 

12 

12 

% 

% 

Dr.  Christian 

CBS 

157 

157 

Vz 

K  raiiK  v3ro»s 

CBS 

12 

Cliamberlain  Sales  Corp. 

MBS 

500 

5  mi 

f^VinTVi'AiAA  QAaFlf  T^lnfff^A 

RoU  CaU 

21  864 

ABC  238 

246  5  nun. 

5  mj 

f^nrtf^r  T^rArtiipfc 

Jimmie  Fidler 

ABC 

86 

Vi 

Sing  It  Again 

CBS 

123 

141 

Va 

Va 

I'^liT'ic'f'i  f3  n    1?  P  f  AT*tvi  p«1 

Back  to  God  Hour 

25,394 

MBS 

287 

290 

Vz 

Vi 

f  lirvclpt*    f  AT*TI 

Hit  the  Jackpot 

70,044 

CBS 

172 

Vz 

You  Bet  Your  Life 

NBC 

165 

V 

Ci^lPC     Cpf*T7ir>p    i^il  i^rk 

Band  of  America 

60,270 

NBC 

82 

90 

Vz 

Vi 

\^  XU,U  .t\.l  UIII  •   X^x  UU  UL  La   ^  U. 

Club  Time 

11,144 

ABC 

69 

61 

% 

y 

^^oc<t-i^oia  ^o. 

Morton  Downey 

85,548 

NBC 

148 

% 

Morton  Downey 

CBS 

174 

% 

Charlie  McCarthy 

96,795 

CBS 

180 

174 

Vz 

V2 

Co 

Sports  News  Reel 

42,168 

NBC 

139 

76 

Va 

Vi 

Judy  Canova 

65,088 

NBC 

144 

145 

Vz 

V-\ 

Your  Stand  In 

5,922 

CBS 

8 

Va 

Mr.  &  Mrs.  North 

67,440 

CBS 

151 

150 

Vz 

V 

Dennis  Day 

65,088 

NBC 

144 

145 

Vz 

% 

Our  Miss  Brooks 

77,860 

CBS 

152 

150 

Vz 

V 

CIO 

Strike  It  Rich 

CBS 

36 

zv 

Steel  Strike  Talk* 

11,740 
62,391 

MBS 

265 

Va 

Continental  Baking  Co. 

Grand  Slam 

CBS 

48 

48 

IVa 

Columbia  Records 

Record  Parade 

CBS 

75 

Cream  of  Wheat  Corp. 

Let's  Pretend 

34,932 

CBS 

154 

152 

Vz 

V. 

Cudahy  Packing  Co. 

Nick  Carter 

58,391 

MBS 

308 

317 

Vz 

Dawn  Bible  Students 

Frank  &  Ernest 

13,185 

ABC 

175 

175 

Va 

% 

pIo  Txr  o  i<p    Sr    k-l  iirl  c  r\ 

i^cid. wdi c  <K  niiason.  l^u. 

D&H  Miners 

4,720 
15,503 

NBC 

13 

13 

Va 

V4 

Doubleday  &  Co. 

Sydney  Walton 
Doubleday  Quiz 

MBS 

59 

Va 

Club 

46,460 

MBS 

60 

IVa 

Doubleday  Music 

Shop 

5,654 

ABC 

55 

Va 

E.  I.  duPont  deNemours 

Cavalcade  of 

&  Co. 

America 

64,620 

NBC 

152 

152 

Vz 

V- 

Wm.  Edris  Co. 

Frank  Goss,  News 

4,154 

CBS 

12 

12 

% 

% 

Electric  Auto-Lite  Co. 

Suspense 

74,724 
84,270 

CBS 

169 

167 

Vz 

v 

Elec.  Cos.  Adv.  Program 

Corliss  Archer 

CBS 

163 

163 

Vz 

M 

Emerson  Drug  Co. 

Inner  Sanctum 

84,525 

tBS 

157 

Vt 

Hollywood  Star 

CBS 

157 

Equitable  Life 

Playhouse 

¥: 

¥. 

Assur.  Soc. 

This  Is  Your  FBI 

70,318 

ABC 

265 

281 

Vz 

Eversharp  Inc. 

Take  It  or  Leave  It 

83,025 

NBC 

165 

Vt 

*One  Time 
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Mr.  Rorke 


3IIDWEST  CLIENTS  are  playing  a  short-run  advertising  game  because 
of  fluctuating  elements  in  the  industry  itself  and  unstable  factors  in  the 
tightening  U.  S.  economy,  both  complicated  by  rising  temperatures  in  the 
"cold  war." 

Watching  and  waiting  again  this   ■  

I  year,  advertisers  are  planning 
i  media  schedules  for  the  balance  of 
,1950  and  the  first  quarter  of  1951, 
-jonly  occasionally  up  to  June  of 
I  next  year. 

Short-run   schedules   are  being 
.  placed  in  broadcasting  media  be- 
'  cause   (1)   TV  continues  its  fast 
I  growth  though  threatened  with  an 
extension  of  the  freeze  and  limita- 
-ion  of  facilities;  (2)  TV  program 
and  spot  time  is  grabbed  up  by 
--  agencies  as  soon  as  it  becomes  avail- 
■+  able;  (3)  AM  networking,  affected 
-   adversely  by  television  in  major 
■  markets,  is  giving  way  to  national 
spot  in  many  instances;  (4)  good 
'i  AM  spot  availabilities   are  rare, 
;  especially  news  show  adjacencies. 
,  These  are  reflections  of  the  internal 
1  workings  of  the  industry. 

'  Other  Questions 

Outside  the  advertising  realm  are 
I  additional  factors  which  concern 
:  advertisers  and  their  agencies:  (1) 
possible    governmental     levy  of 
higher  corporate  taxes;    (2)  the 
"  oft-proposed  control  of  prices  and 
profits,    along    -nath    wages;  (3) 
^  growing  shortages  in  supplies  of 

.-1  basic  goods — steel,  grain,  sugar, 
zinc,  copper;  (4)  continued  raids  on 
food  and  appliance  stocks  by  con- 
sumers, despite  nationwide  efforts 

^.ito  stop  hoarding;  (5)  soaring  liv- 

ji'iing  costs,  which  inevitably  lead  to 

!  more  careful  buying  on  the  con- 
sumer level. 
Although   radio   and  television 

^contracts  span  a  shorter  period 
this  year  than  last,  aggregate  bill- 

^ing  is  expected  to  better  1949  fig- 

yures.      AM-wise,    Midwest  radio 

jppeople  predict  spot  business  will 
skyrocket.  Advertisers  presumably 

M  are  turning  even  more  to  spot  radio 

i;fbecause  (1)  it  offers  a  comprehen- 

?  isive    coverage    pattern  nowhere 

li'equalled  by  TV;    (2)   AM  avail- 

'  ■'.abilities  are  easier  to  get  on  key 

i 'Stations;  (3)  advertisers  can  choose 

j  jspot  time  and  get  it,  whereas  they 

,1  jcan't  on  TV;  (4)  some  network  ad- 
vertisers  are   switching   to  spot, 

'!^claiming  lowered  listening  and  high 

Kcost  on  the  networks,  and  (5)  spot 
proponents  term  it  flexible,  cheap 
and  vastly  effective. 

Radio  Families  Rise 

' "  Chicagoans  surveyed  say  an  in- 
-■-creasing  number  of  radio  sets  are 

being  sold,  the  number  of  radio 

jfamilies  is  on  the  upswing,  radio 

jlistening  has  jumped  anywhere 
I'from  25%  to  80%  because  of  keen 
'  'interest  in  world  and  national  news, 
1  land  stations  are  beginning  to  con- 

i2entrate  more  on  daytime  program- 
•  -ming,  especially  in  TV  markets. 
Station   men   unanimously  are 

drawing  up  plans  for  intensified 

jsales  and  programming  campaigns 
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on  local  levels.  They  want  to 
devise  show  fonnats  which  do  not 
directly  compete  with  popular  net- 
work or  video  features,  but  which 
will  build,  hold  and  sell  local  audi- 
ences. In  line  with  sponsors'  de- 
mands, station  men  will  merchan- 
dise and  promote  products  heavily 
on  the  local  level. 

Price  Uncertainty 
Many  advertisers,  still  fearing 
prices  of  video  shows,  plan  to  stay 
in  AM  for  a  long  time  to  come. 
They  are  looking,  however,  for 
idea  shows  with  imaginative  pro- 
duction, rather  than  for  giveaway, 
gimmick  and  quiz  programs.  Mid- 
west clients,  despite  uncertainties 


Southwesterners  Voice  Opinions . . . 
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RADIO  in  the  Southwest  is  riding  into  a  fall  and  wintertime 
boom  that  may  take  on  record  proportions  before  it's  over. 

That's  the  picture  these  hot,  busy  late-August  days  in  Texas  and 
surrounding  points  as  developed  in  comments  and  forecasts  by  those 

 '.   in  a  position  to  know,  .regionally 

and  beyond. 

In  the  Southwest,  AM  radio  is 
still  the  thing,  although  accompa- 
nied by  a  rising  curve  of  interest 
in  TV. 

0.  L.  (Ted)  Taylor,  president  of 
Taylor  Radio  &  Television  Corp., 
owner  of  WRGV  Weslaco,  Tex., 
KTOK  Oklahoma  City  and  KANS 
Wichita,  said:  "If  the  fall  increase 
is  proportionate  to  the  summer  in- 
crease, it  looks  like  a  banner  year 
for  AM  radio.  We're  ahead  of  last 
year,  and  the  outlook  is  far 
brighter." 

Martin  Campbell,  manager  of 
WFAA-AM-FM-TV  Dallas,  said: 
"I'm  extremely  optimistic.  The  sum- 
mer slump  is  supposed  to  be  on. 
But  where  is  it?" 

Clyde  Rembert,  managing  direc- 
tor of  KRLD-AM-FM-TV  Dallas, 
and  NAB  district  director  for 
Texas,  concurred:  "All  in  all,  it 
looks  very  promising.  I'm  very  opti- 
mistic. Unless  something  tragic 
happens  from  an  economic  stand- 
point, this'll  be  one  of  the  finest 
years  radio  stations  have  had." 

New  Records 

Optimism  Was  the  word  in  the 
Southwest  last  year,  but  now  the 
same  people  say  they  are  optimistic 
in  a  much  greater  degree  in  ap- 
proaching 1950-51  business. 

Summarizing  the  situation  is  this 
comment  by  Frank  Brimm,  man- 
ager of  the  Dallas  office  of  The 
Katz  Agency:  "From  all  indica- 
tions, it's  going  to  be  an  exceptional 
fall  both  on  AM  and  TV.  We've 
been  getting  worlds  of  requests  for 
availabilities  over  the  last  60  days, 
and  a  lot  have  signed  up  in  the 
past  two  or  three  weeks.  The  fall 
outlook  is  much  better  than  last 
year." 

As  to  TV-vs.-AM,  Mr.  Brimm  re- 
marked: "We  had  a  little  scare 
early  in  the  year  that  TV  would 
take  away  all  the  AM  business. 
But  that  hasn't  developed  at  all." 

And  Joe  Evans,  Fort  Worth  man- 
ager of  Free  &  Peters,  added: 
"Overall,  this  fall  and  winter  will 
be  the  best  in  AM-TV  history  from 
the  standpoint  of  expenditure  in 
these  mediums  by  Southwestern  ac- 
counts." He  said  Southwestern  ad- 
vertisers "are  still,  and  apparently 
will  continue,  spending  a  major 
portion  of  their  budgets  iji  AM 
radio." 

Perhaps  George  Cranston,  man- 
ager of  WBAP-AM-FM-TV  Fort 
Worth,  best  summed  up  the  general 
attitude  on  war  conditions  in  rela- 
tion to  radio: 

"While  we  don't  want  to  use  war 
as  a  means  for  gauging  how  busi- 
(Continued  on  page  80) 
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in  manufacturing,  advertising  and 
selling,  are  not  trimming  their  ad- 
vertising budgets.  A  few  are  be- 
ginning to  ask  for  war  clauses  in 
their  contracts. 

Representative  of  national  spon- 
sors in  the  Midwest  are  S.  C. 
Johnson  &  Son  (wax  products). 
General  Mills,  Miles  Labs  (Alka- 
Seltzer,  One-A-Day  vitamins),  and 
Pabst  Brewing  Co.  L.  E.  Wadding- 
ton,  radio-television  director  for 
Miles  Labs,  says  his  company's  ad- 
vertising allocations  will  be  higher 
this  year  because  of  two  new  prod- 
ucts, Tabcin  and  Bactine. 

"If  business  stays  on  the  current 
(Continued  on  page  83) 


Upswing  Unabated 
In  Bay  Area 


Far  West 


Los  Angeles'  Optimisn- 
Typifies  Area  Outlook 


the  past,  are  contracting  for  large 
blocks  of  time  on  a  steadier  basis. 

Western  breweries  have  devel- 
oped into  one  of  Northern  Cali- 
fornia's most  active  users  during 
the  past  couple  of  years.  To  a  large 
extent  this  can  be  attributed  to 
television,  although  some  of  the 
more  established  beers  have  been 
steady  radio  users  for  years.  But 
with  advent  of  TV  in  San  Francisco 
many  non-radio  users  entered  the 
television  field  heavily  and  have 
since  spread  to  radio. 

Gallo  Wine,  one  of  the  largest 
in  the  area,  has  used  radio  in  the 
past,  is  presently  without  an  ad- 
vertising agency  and  is  looking 
for  one  to  handle  its  account.  Once 
signed  with  an  agency  the  com- 
pany plans  a  heavy  schedule  of 
both  radio  and  TV  advertising. 

Bank  of  America,  largest  in  the 
world,  a  casual  user  of  radio  in 
the  past  and  a  recent  entry  in  the 
television  field,  is  now  buying  size- 
able amounts  of  air  time  and  indi- 
cations are  its  schedule  will  con- 
tinue to  be  increased. 

Local  merchants  in  almost  every 
field  are  showing  new  interest  in 
I'adio  advertising.  This  report 
comes  particularly  from  the  smaller 
independents  who  depend  on  local 
advertisers  for  a  larger  percentage 


THE  UPWARD  swing  of  business  that  has  been  an  almost  unbroken 
trend  in  the  San  Francisco  Bay  Area  for  the  last  10  years  will  continue 
upward  this  fall  and  next  year.  This  is  the  consensus  among  the  best 
informed  people  in  the  Northern  California  radio  field. 

The  optimism  with  which  radio 
people  in  this  area  look  forward 
to  the  coming  fall,  winter  and 
spring  seasons  is  unmatched  by 
any  previous  year  despite  the  un- 
certainties of  the  Korean  war. 
These  are  the  same  people  who 
predicted  1948  would  be  radio's 
peak  year,  and  it  was — the  best 
Northern  California  had  ever  real- 
ized. 

They  said  1949  would  top  the 
1948  peak  of  business.  And  it  did. 
And  now  they're  saying  1950  will 
end  up  better  than  either  of  the 
previous  two  years  and  1951  is 
likely  to  be  the  best  of  all. 

In  previous  years,  when  the  area 
was  facing  the  troubled  readjust- 
ment to  peacetime  economy,  there 
was  an  occasional  trace  of  uncer- 
tainty in  the  predictions.  This 
year,  with  possible  return  to  war 
economy,  none  of  this  hesitation  is 
noticeable. 

Expect  Banner  Year 
A  Broadcasting  survey  of  opin- 
ion in  the  area  brought  comments 
on  1950-51  possibilities  ranging 
from  "as  good  or  slightly  better" 
to  "extremely  good,"  "excellent," 
and  a  "banner  year."  The  network 
stations  and  larger  independents 
were  more  optimistic  in  their  pre- 
dictions than  the  smaller  independ- 
ents. The  advertising  agencies  and 
station  reps  were  no  less  cautious 
and  the  larger  advertisers  gave 
support  to  the  predictions  with  an- 
nouncements of  continued  heavy 
use  of  radio. 

Most  advertisers  seemed  in- 
clined to  make  no  change  in  their 
present  budgets,  at  least  until  the 
results  of  the  action  in  Korea  take 
more  definite  shape.  But  there 
were  many  signs  of  new  interest 
in  radio  among  several  large  com- 
panies that  heretofore  have  been 
light  users  of  the  medium  or  have 
ignored  it  altogether. 

Only  in  such  fields  as  appliances, 
automobiles  and  other  hard  goods 
was  there  any  talk  of  curtailed 
advertising  budgets.  While  there 
were  few  announcements  or  other 
indications  from  these  industries 
themselves,  it  was  generally  felt 
by  radio  people  that  an  expansion 
of  the  Korean  war  would  bring 
both  curtailed  production  and  lower 
budgets  in  this  field. 

The  most  active  fields,  it  was 
believed,    would    be    beer,  bread, 
jewelry,  clothing  (unless  .shortages 
develop)    and   some   other  food- 
stuffs.   Banks,  which  have  been 
light  users  of  radio  in  the 
past,  are  readying  big  cam- 
paigns for  the  immediate 
future.     Some  of  the 
large  wineries  in  the 
area,   which  have 
used  ladio 
heavily  but  er- 
ratically in 


DESPITE  a  few  doubts,  feeling  of  optimism  generally  permeates  th< 
western  radio  advertising  spectrum  for  the  next  six  months.  Over-al 
picture  is  one  of  calm-waiting  and  business-as-usual. 

With  prevailing  world  conditions,  buyers  and  sellers  of  radio  timt 

are  equally  agreed  that  no  one  i: 
able  to  chart  the  broadcasting  in 
dustry  course  this  autumn.  Toi 
many  conflicting  elements  ente; 
into  the  picture. 

Cross  section  of  opinions  fron 
broadcasters,  advertisers,  agencj- 
account  executives  and  timebuyer; 
and  station  representatives  reflect ; 
variance  of  views. 

Optimistic  are  station  operator: 
and  their  sales  staffs.  They  bas. 
this  on  business  on  hand  and  in 
quiries  for  fall  and  winter  avail 
abilities.  Station  representatives 
too,  are  cheerful. 

Although  there  is  some  hesitatio; 
as  to  future  plans  by  many  adver 
tisers  who  are  awaiting  develop 
ments  in  the  Korean  war  situatior, 
agency  executives  report  few  cana 
cellations  or  changes  in  schedules 
Others  report  advertising  client, 
increasing  appropriations  for  spo 
radio  and  adding  money  for  telei 
vision.  Several  announced  slashes  ii 
radio  budgets  with  money  divertei 
to  video. 

Agency  people  are  optimistic, 
a  whole.  Exception  is  in  th 
electrical  appliance  industry  whic: 
already  has  made  cancellations  fel 
where  cooperative  sponsorship 
concerned. 


of  their  billings.  Jewelry  stores 
are  especially  active  although  they 
seem  more  inclined  to  TV  where 
their  sparkling  merchandise  can  be 
shown  to  advantage. 

The  big,  steady  and  old  radio 
users  have  shown  no  sign  of  cut- 
ting back — Standard  Oil  of  Cali- 
fornia, with  its  Standard  Hour, 
Standard  School  Broadcast  and 
numerous  news  shows;  Tide  Water- 
Associated  Oil  Co.,  with  its  very 
heavy  annual  schedule  of  sports 
reports;  Skippy  Peanut  Butter, 
with  its  Skippy  Hollywood  Theatre; 
Langendoi-f  United  Bakeries,  with 
its  Red  Ryder  seiial,  baseball  casts 
and  dozens  of  local  shows  and  spot 
schedules  on  the  coast. 

This  is  just  a  sprinkling  of  the 
reasons  for  the  optimistic  outlook 
in  Northern  California. 

KNBC,  the  pace  setter  for  Bay 
Area  radio  stations  (its  rates  are 
highest)  describes  its  business 
propects  as  "excellent."  John  W. 
Elwood,  KNBC  general  manager, 
said  this  prediction  holds  for  both 
national  spot  and  local  business. 
"Conti-acts  for  fall  and  winter 
business  are  being  signed  about  a 
month  earlier  than  usual,"  he  said, 
"and  requests  for  availabilities  are 
running  very  heavy.  A  few  ad- 
(Continued  on  page  33) 
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Changes  Possible 

As  the  government  puts  restric 
tions  on  credit  buying  and  critica 
materials  and  as  industries  turn  t 
war  work,  all  expect  that  change 
are  possible.  Majority  feel  th, 
changes  will  come  in  copy  approac, 
as  well  as  in  volume. 

Uncertainty  of  prices,  costs  an, 
incomes  stands  as  a  serious  bloc 
to  continuance  of  the  present  hig- 
level  of  business  activity,  according 
to  some  industry  figures.  Withoi^ 
readjustments,  marketing  and  aC 
vertising  procedures  will  be  ur 
certain. 

Most  station  representatives  n 
port  that  business  is  good  and,  wit: 
knowledge  of  campaigns  in  th 
making,  present  indications  poirf 
to  a  rise  curve  for  spot  during  fa- 
and  winter.  The  present  war  scar 
and  increasing  mobilization  of  ir 
dustry  were  given  by  many  sourcf 
as  basic  factors. 

Several  representatives  believ 
that  more  national  advertisers  wi 
pick  spot  radio  on  wider  schedule 
as  the  newsprint  shortage  increase' 
and  puts  newspaper  and  magaziii 
space  at  a  premium.  It  was  fui- 
ther  pointed  out  that  many  networ 
advertisers  who  have  cancelled  fc 
television  will  be  using  spot  radi 
this  fall  in  selected  markets.  Flex 
bility  of  spot,  which  need  not  t 
(Continued  on  page  96) 
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EXCEPT  for  war  uncertainty,  Pacific  Northwest  prospects  for  busi- 
ness generally  and  radio  in  particular  are  bright,  according  to  almost 
every  advertiser,  agency  and  station  executive  consulted  by  Broad- 
casting. 

With  Seattle  not  only  a  major 
port  of  embarkation  and  trade 
gateway  to  the  Orient  but  also  the 
home  plant  city  of  Boeing  Airplane 
Co.  (now  employing  18,000  workers 
and  expecting  to  hire  additional 
thousands  soon),  the  entire  area  is 
acutely  sensitive  to  the  possible  ex- 
tension of  the  Korean  conflict. 

As  a  result,  station  and  agency 
executives  alike  are  loath  to  make 
firm  predictions  of  fall  and  winter 
trends,  even  on  their  own  estab- 
lished accounts.  As  Lincoln  W. 
Miller,  executive  vice  president  of 
KXA  Seattle,  put  it:  "I'd  need  a 
crystal  ball  twice  as  big  as  last 
year's.  The  situation  is  about  com- 
parable to  that  of  World  War  II 
in  its  uncertainty." 

Although  he  reported  KXA's 
business  better  than  last  year's  as 
of  mid-August,  with  increase  in 
both  local  and  national  volume, 
there  is  what  Mr.  Miller  described 
as  "a  legitimate  state  of  indeci- 
sion." 

The  view  of  most  agency  execu- 
tives is  typified  by  the  comment  of 
Wallace  J.  Mackay,  partner  in  the 
Wallace  Mackay  Co.,  who  observed 
that  certain  clients  of  the  Seattle 
agency  are  faced  with  allocation  of 
materials  and  will  have  to  cut  back 
production  if  it  comes.  They  may, 
however,  do  institutional  advertis- 
ing. Mr.  Mackay  summarized:  "Our 
whole  policy  will  be  determined  by 
12  guys  sitting  around  a  table  in 
Moscow." 
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Shortage  EfTects 

The  possible  shortage  of  raw 
material  affects  appliance  dealers, 
and  several  large  local  retailers — 
a  number  of  them  substantial  users 
of  radio  in  the  past — have  delayed 
settling  their  long-range  plans.  Al- 
locations of  steel,  glass,  sugar,  etc., 
would  also  affect  food  processors,  a 
major  industry  in  Washington 
State. 

Despite  the  uncertainty,  however, 
some  radio  leaders  look  forward 
confidently  to  a  good  season.  J. 
Archie  Morton,  general  manager  of 
KJR  Seattle,  sounded  the  theme  of 
optimism. 

"The  outlook  for  both  national 
spot  and  local  business  looks  good 
for  the  1950-51  season  in  the 
Seattle,  T  a  c  o  m  a  and  Western 
Washington  market,"  he  said.  "Na- 
tional advertisers  and  their  agen- 
cies seem  impressed  by  this  area's 
population  growth  as  shown  in  the 
1950  Census  for  example,  where 
Seattle  shows  as  the  nation's  17th 
city.  They  also  are  impressed  by 
the  high  per  capita  buying  income 
available  throughout  this  area. 

"Local  advertising  volume  should 
continue  in  increasing  volumes  be- 
cause of  increased  payrolls  occa- 
sioned by  defense  contracts  in  ad- 
dition to  the  normal  business  caused 


by  increased  population.  Evidences 
of  the  confidence  of  local  retailers 
are  the  improvements  and  addi- 
tions of  many  retail  organizations 
such  as  Frederick  &  Nelson's  new 
five-story  addition,  Bon  Marche's 
Northgate  store,  MacDougall- 
Southwick's  improvements,  etc. 
Certainly  from  KJR's  viewpoint, 
the  outlook  is  good." 

More  succinctly,  but  with  equal 
optimism,  Loren  B.  Stone,  station 
manager  of  KIRO  Seattle,  com- 
mented that  "prospects  look  swell." 

Aside  from  the  anticipated  vol- 
ume of  commercial  business.  North- 
west radio's  coffers — and  to  some 
extent  those  of  television  as  well — 
will  be  swelled  this  fall  with  sub- 
stantial orders  growing  out  of  the 
hotly  contested  elections. 

Political  Radio 

Warren  E.  Kraft,  vice  president 
and  Seattle  manager  of  Honig- 
Cooper,  indicated  that  all  the  candi- 
dates who  had  retained  his  agency 
for  advertising  and  promotion  serv- 
ices would  be  using  radio  heavily 
both  before  the  primaries  and  for 
the  general  elections. 

Similarly,  Irving  E.  Stimpson, 
partner  in  Frederick  E.  Baker  & 
Assoc.,  forecast  an  increase  in  radio 
business  volume  this  fall  as  a  re- 
sult of  the  political  campaign.  Can- 
didates of  the  Baker  agency,  he 
said,  plan  to  use  one-minute  spots 
almost  entirely.  Candidates  also 
are  beginning  to  think  about  tele- 
vision as  a  possible  campaign  me- 
dium, though  no  plans  have  been 
made  definitely  yet,  according  to 


RADIO  business  is  good  everywhere  in  Canada.    The  SRO  sign" 
is  out  in  many  major  market  stations;  selective  or  spot  business  has^ 
leaped  ahead;  networks  will  have  about  the  same  amount  of  commercial' 
shows  as  last  year;  local  business  continues  to  increase;  more  agencies^B 
—   are  doing  radio  business,  and  the 


Mr.  Stimpson. 

Alaska  Steamship  Co.,  another 
Baker  account  handled  by  Mr. 
Stimpson,  is  not  only  continuing 
its  three-a-week  newscasts  on  five 
stations  in  Alaska  but  is  using 
radio  to  explain  its  stand  with 
regard  to  pending  anti-trust  actions 
brought  against  the  company  by 
the  Justice  Dept.  D.  E.  Skinner, 
company  vice  president  and  general 
manager,  has  been  stumping  major 
cities  in  Alaska,  speaking  on  the 
issue,  and  the  talks,  transcribed, 
are  being  aired  later  on  local  sta- 
tions. 

Baker  Outlook 

The  report  by  Peter  Lyman,  ra- 
dio and  television  director  for  the 
Baker  agency,  is  somewhat  more 
spotty.  The  agency's  biggest  radio 
account,  Riach-Central  Oldsmobile, 
will  complete  its  current  sponsor- 
ship of  one-half  of  the  Seattle 
Rainier  baseball  games  on  Oct.  10, 
and  has  no  plans  at  this  time  for 
using  radio  after  that  date.  An- 
other automobile  dealer,  client  of 
the  agency,  however,  will  be 
using  TV  more  heavily  than  in  the 
past.  Peoples  National  Bank,  which 
has  just  launched  a  series  of  TV 
spots,  will  continue  its  radio  efforts 
at  the  same  level  as  heretofore. 

Substantial  prospects  are  in 
sight  for  new  business  in  the 
months  ahead.  Greater  Seattle  Inc., 
a  recently  organized  civic  booster 
organization,  spent  $3,000  in  local 
radio  in  preparation  for  the  first 
Seattle  Seafair,  conducted  Aug.  11- 
(Continiied  on  page  87) 


BEFORE  opening  of  the  Democratic  State  Convention  in  Hartford,  Conn.,  July 
28,  Bernard  Mullins  (r),  manager  of  special  programs  for  WTIC  Hartford, 
interviews  top  party  dignitaries:  (I  to  r)  U.  S.  Sens.  William  Benton  and  Brien 
McMahon,  Gov.  Chester  Bowles  and  State  Democratic  Chairman  John  M. 
Bailey.  Gov.  Bowles  and  Sen.  Benton,  founders  of  Benton  &  Bowles  Inc.,  New 
York,  and  Sen.  McMahon,  were  renominated  at  the  convention,  portions  of 
which  were  broadcast  by  WTIC. 


international  situation  has  not  yet 
affected  Canadian  radio  business. 

This  is  the  summary  of  a  survey 
made  in  Toronto  from  agencies, 
stations,  station  representatives, 
networks  and  transcription  distrib- 
utors. Business  is  good.  There 
have  been  a  few  delays  caused  by 
the  Korean  war  situation,  a  few 
American  imported  network  shows 
will  not  appear  in  Canada  this  sea- 
son because  of  a  switch  in  spon- 
sors, but  a  number  of  new  Cana- 
dian sponsors  are  appearing  on 
networks. 

Canada  has  not  felt  the  impact 
of  TV  because  there  are  no  TV  sta- 
tions in  Canada  as  yet,  and  Ca- 
nadians living  along  the  interna- 
tional border  are  the  only  ones  who 
can  look  in  on  TV  programs  from 
U.S.  stations.  Nevertheless,  the 
growth  of  TV  has  had  one  effect 
already  in  Canada:  There  is  more 
use  of  spot  programs,  or  as  Ca- 
nadians like  to  call  them,  selective 
programs.  The  transcription  dis- 
tributors of  American  shows  are 
doing  a  land-office  business,  and 
there  is  some  slight  increase  in 
Canadian  transcribed  shows,  par- 
ticularly small  quiz  shows. 

Radio  Expansion 

More  and  more  agencies  that  had 
only  dabbled  in  selling  sponsors  on 
radio,  now  have  full  fledged  radio 
departments.  Station  men  and  for- 
mer station  representative  sales- 
men are  now  in  agency  radio  de- 
partments. One  agency,  Walsh 
Adv.,  Toronto,  has  printed  a  small 
booklet  with  testimonials  from 
stations  all  over  Canada  on  the 
successful  use  of  the  medium  in 
selling  capital  consumer  goods. 

These  new  agencies  in  the  field 
of  radio  are  bringing  new  clients 
to  the  stations,  a  number  with  test 
campaigns  or  small  spot  and  flash 
campaigns  but  primarily  clients 
who  go  after  the  few  availabilities 
on  most  stations.  A  number  of  ac- 
counts which  have  not  been  on  the 
air  for  some  years  are  reported  by 
agencies  as  coming  back  this  fall. 
Even  the  Canadian  banks,  which 
have  been  very  stand-offish  to  ra- 
dio to  date,  are  reported  as  prac- 
tically aboard  the  medium,  some 
banks  having  gone  as  far  as  pick- 
ing program  vehicles. 

Banks  that  have  already  formu- 
lated plans  are  understood  to  be 
interested  mainly  in  institutional 
shows,  with  a  limited  amount  of 
commercials  on  their  services. 
Canadian  bank  advertising  in  gen- 
eral has  had  a  great  change  inso- 
far as  humanizing  the  institutions 
in  the  public  eye.  Radio  fits  into 
this  public  relations  job,  thev  now 
feel. 

While  a  few  big  U.  S.  network 
(Continued  on  page  42) 


BROADCASTING    •  Telecasting 


August  21,  1950    •    Page  27 


HIGGINS  TO  BAB 


Named  Interim  Director 


WHILE  NAB  was  starting  to  carry 
out  board  orders  to  set  up  a  super- 
BAB  with  a  potential  million-dollar 
budget,  William  B.  Ryan,  NAB 
general  manager,  reinforced  the 
existing  industry  sales  agency  by 
appointing  Hugh  M.  P.  Higgins, 
vice  president  and  general  manager 
of  WMOA  Marietta,  Ohio,  as  in- 
terim director  of  BAB. 

Mr.  Higgins  will  take  office  Sept. 
1.  The  new  and  expanded  BAB 
set  up  at  the  NAB  board's  special 
meeting  early  this  month  [Broad- 
casting, Aug.  14]  will  operate  in- 
dependent of  NAB  itself,  with  offi- 
cers to  be  selected  by  this  new 
corporation's  directors. 

The  Higgins  appointment  is 
made  with  the  understanding  that 
the  new  corporation  will  be  free  to 
select  its  own  director,  as  well  as 
other  officers.  The  new  BAB  cor- 
poration is  to  have  a  president  in 
overall  charge,  NAB's  board  hav- 
ing recommended  that  this  post  be 
filled  by  one  of  the  biggest  names 
in  the  industry. 

At  BAB  Mr.  Higgins  succeeds 
Maurice  B.  Mitchell,  who  last  week 
joined  the  NBC  sales  organization. 
Assistant  directors  at  BAB  are  Lee 
Hart  and  Meg  Zahrt. 

Details  of  the  proposed  BAB  cor- 
poration, slated  to  go  into  opera- 
tion April  1,  were  explained  to  the 
NAB  District  17  meeting  at  Seattle 
last  week  by  Robert  D.  Swezey, 
WDSU  New  Orleans,  NAB  board 
member  for  TV  and  chairman  of 
the  board's  BAB  Committee  (see 
story  page  29).    This  committee, 

HERBERT  NAMED 

To  NBC  Executive  Post 

JOHN  K.  HERBERT,  vice  presi- 
dent and  general  manager  of 
Hearst  Magazines  Inc.,  will  join 
NBC  as  assistant  to  the  president 
on  Sept.  5,  it  was  announced  last 
week  by  Joseph  H.  McConnell,  NBC 
president. 

Mr.  Herbert's  appointment  is  the 
second  this  year  to  the  position  of 
assistant  to  the  president.  Earlier, 
Edward  Madden,  who  headed  the 
American  Newspaper  Advertisers 
Network,  was  appointed  with  the 
same  title. 

Mr.  Herbert  has  been  associated 
with  Hearst  Magazines  Inc.,  since 
1938,  serving  both  as  New  England 
manager  and  as  Eastern  advertis- 
ing manager  of  Good  Housekeeping. 
He  represented  Hearst  Magazines 
on  the  Periodical  Publishers  Assn., 
the  Magazine  Advertising  Bureau, 
the  Advertising  Council,  and  the 
National  Assn.  of  Magazine  Pub- 
lishers. 

His  earlier  associations  were 
with  the  Socony  Vacuum  Oil  Corp., 
the  brokerage  firm  of  Jones,  Gard- 
ner &  Beal,  and  Esquh  z  magazine. 
From  1943-45  he  served  in  the 
Marine  Corps,  which  he  left  with 
the  rank  of  captain. 


which  drew  up  the  new  BAB  plans 
under  Mr.  Swezey's  chairmanship, 
was  reappointed  at  the  recent  NAB 
board  meeting. 

Incorporation  papers  for  the  new 
BAB,  with  its  proposed  million- 
dollar  budget,  are  being  prepared 
by  Don  Petty,  NAB  general  coun- 
sel. The  board  project  contemplates 
a  $200,000  budget  starting  next 
April,  compared  to  the  present 
$168,000.  For  the  first  year  30% 
of  NAB  dues  will  go  to  BAB  but 
after  April  1,  1952,  BAB  is  to  be 
a  completely  independent  corpora- 
tion. 

Joins  Central  States 
Mr.  Higgins'  first  important  ra- 
dio job  was  at  Central  States 
Broadcasting  System  (KFAB- 
KFOR  Lincoln,  Neb.,  KOIL  Omaha) 
in  1938-40.  At  the  same  time  he 
directed  public  relations  at  Creigh- 
ton  U.,  where  he  had  received  a 
B.A.  degree  in  1930.  In  1940  he 
moved  to  NBC  in  Washington  as 
sales  promotion  director. 

Two  years  later  he  joined  the 
Army  Air  Force  serving  in  the 
United  States  and  China-Burma- 


India  theatre  as  a  lieutenant.  He 
now  holds  the  rank  of  lieutenant 
colonel  in  the  reserves. 

After  the  war  Mr.  Higgins  was 
named  by  NAB  as  assistant  direc- 
tor of  the  Broadcast  Advertising 
Dept.  under  Frank  E.  Pellegrin, 
then  director.  Mr.  Pellegrin,  who 
had  been  considered  as  an  appointee 
to  the  BAB  vacancy  but  was  un- 
available, is  national  sales  director 
of  Transit  Radio  Inc. 

In  1948  Mr.  Higgins  left  NAB 
to  become  vice  president  and  gen- 
eral manager  of  WMOA,  of  which 
William  G.  Wells  is  president  and 
principal  owner. 

At  the  1949  NAB  convention  in 
Chicago  Mr.  Higgins  was  one  of  a 
small  group  of  broadcasters  who 
staged  a  hot  floor  fight  on  behalf  of 
a  separate  advertising  bureau  for 
NAB.  The  fight  had  been  simmer- 
ing in  corridor  discussions  and 
broke  out  at  the  end  of  a  five-hour 
session  after  most  of  the  delegates 
had  left  the  theatre. 

Many  board  members  heard  the 
fireworks  and  helped  steer  the  proj- 
ect through  the  board  two  days 
later.  The  advertising  bureau  advo- 


Mr.  HIGGINS 

cates  were  represented  in  a  board 
appearance  by  Mr.  Higgins  and  Mr. 
Pellegrin;  William  Maillefert,  then 
of  WVET  Rochester,  N.  Y.,  and 
now  with  Edward  J.  Petry  repre- 
sentative firm;  Simon  R.  Goldman, 
WJTN  Jamestown,  N.  Y.,  and  Mar- 
shall Pengra,  WATO  Oak  Ridge. 

In  the  Ohio  Assn.  of  Broadcast- 
ers Mr.  Higgins  is  a  member  of  the 
employe-employer  relations  com- 
mittee and  chairman  of  the  educa- 
tion committee. 
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Shown  in  Whan  Survey 


IMPORTANT  extra  listening  to 
broadcasts  in  multiple-set  homes, 
not  shown  in  research  covering  the 
radio  audience,  is  revealed  in  the 
annual  survey  of  Kansas  set  own- 
ership and  use  conducted  for 
WIBW  Topeka  by  Dr.  Forest 
Whan,  of  the  U.  of  Wichita. 

With  Kansas  set  ownership  near 
saturation  —  97.4%  of  all  homes 
compared  to  84.8%  in  1940 — the 
study  shows  that  the  multiple 
ownership  is  increasing  and  that 
extra  sets  are  used  simultaneously 
in  a  sizable  segment  of  homes. 

The  greater  the  number  of  sets 
owned,  the  greater  the  probability 
of  the  family  using  sets  simul- 
taneously on  an  average  weekday, 
it  was  found.  Two-fifths  (39.9%) 
of  Kansas  families  have  more  than 
one  set  in  the  home,  over  a  fourth 
(27.7%)  have  two  sets  and  9.6% 
have  three  or  more  sets. 

Auto  Set  Ownership 

Half  (49.6%)  of  all  families 
have  an  auto  set  compared  to 
16.8%  a  decade  ago,  or  57.7%  of 
all  car  owners  compared  to  20.8% 
in  1940.  On  farms  with  barns, 
7.9%  have  a  radio  in  the  barn. 

According  to  the  survey,  the 
average  home  with  more  than  one 
radio  uses  two  sets  simultaneously 
between  two  and  three  quarter- 
hours  a  day,  with  urban  homes 
making  greater  use  of  sets  than 
farm  homes. 

"This  additional  half-hour  to 
45  minutes  of  listening  on  the  part 
of  the  37.3%  of  Kansas  homes 
owning  more  than  one  set  repre- 
sents 'extra  listening'  not  usually 


measured  by  radio  audience  re- 
search limited  to  analysis  of  the 
use  of  the  'family  set',"  accord- 
ing to  the  survey.  "It  represents 
a  sizable  audience  which  should  not 
be  ignored  in  the  future,  an  audi- 
ence with  increases  in  direct  pro- 
portion to  the  increase  in  number 
of  sets  in  the  home." 

In  the  four  out  of  10  homes  that 
have  multiple  sets  that  are  used 
simultaneously  over  a  half-hour  a 
day,  two  times  out  of  three  the  sets 
are  tuned  to  competing  programs, 
according  to  the  survey.  This  is 
described  as  a  matter  "of  grave 
concern  to  all  radio  research." 

Analysis  of  Kansas  listening  to 
car  radio  shows: 

Better  than  6  of  10  women  and  3  of  4 
men  (owning  radio-equipped  cars)  ride 
in  these  cars  each  weekday. 

Men  are  more  likely  to  ride  than 
\Yomen;  urban  owners  more  likely  to 
ride  than  farm  owners. 

Approximately  half  of  the  women  and 
two-thirds  of  the  men  riders  use  the 
radio  each  day  while  driving,  with 
younger  riders  more  likely  than  older 
to  use  the  car  radio. 

About  one-third  of  the  women  and 
nearly  half  of  the  men  use  the  car 
radio  within  the  first  five  miles. 

Nearly  6  of  10  women  and  2  of  3 
men  riders  use  the  car  radio  within  the 
first  25  miles.  * 

Better  than  3  of  4  riders  use  the  car 
radio  within  the  first  100  miles  on  a 
given  day. 

This  high  daily  use  of  the  auto 
radio  represents  increased  darily  lis- 
tening over  pre-war  years,  when 
relatively  few  Kansas  families  had 
car  radios,  it  is  stated.  This  is  un- 
measured listening  in  most  radio 
research,  it  is  added,  and  repre- 
sents "plus  listening"  over  station 
ratings  given  in  the  1950  Kansas 
study. 

Five  per  cent  of  Kansas  farmers 


use  the  radio  in  the  barn  while 
milking,  it  was  found.  Of  these,  a 
third  of  the  women  and  half  of  the 
men  believe  radio  is  "a  help"  at 
Tnilking  time.  A  fourth  of  the  i 
women  and  a  third  of  the  men  be- 
lieve it  results  in  an  increased, 
amount  of  milk. 

Planned  listening  was  studied 
carefully  by  Dr.  Whan  in  the  Kan- 
sas survey.  It  was  found  that 
fewer  adults  in  1950  actually  plan, 
their  daytime  work  in  order  to. 
hear  a  program  than  was  the  case 
in  1945,  but  more  adults  are  able, 
to  plan  their  work  to  hear  radid-, 
than  was  the  case  during  1945 

Planned  Listening 

About  the  same  amount  of 
planned  listening  takes  place  each 
weekday,  with  much  less  planning 
on  Saturday  and  still  less  on  Sun- 
day. Farm  women  are  more  likely 
than  urban  women  to  plan  their 
work  in  order  to  hear  certain 
broadcasts,  it  was  found.  Women< 
who  have  never  attended  high, 
school  are  more  likely  than  col- 
lege trained  women  so  to  plan  their' 
daytime  work.  '• 

The  Kansas  data  show  that  both 
women  and  men  were  less  likely 
in  1950  than  in  1945  to  "try  to  bei 
home"  to  hear  certain  programa 
and  that  adults  are  more  likely  in' 
1950  than  in  1945  to  find  it  possible 
to  stay  home  to  listen  to  the  radio 
About  the  same  proportion  stay 
home  to  hear  programs  Monday. 
Tuesday  and  Wednesday,  but  fewer 
try  to  be  home  on  the  other  eve- 
nings of  the  week.  Friday  and 
Saturday  draw  fewest. 
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SUPPORTS  SUPiR-BAB 


Plans  Endorsed  by  NAB  District  17 


THE  NEW  and  much  larger  Broad- 
cast Advertising  Bureau  projected 
by  the  NAB  board  at  its  special 
August  meeting  [Broadcasting, 
Aug.  14]  last  week  drew  enthusi- 
astic support  from  NAB  District 
17  members,  opening  the  annual 
series  of  sessions  at  the  Benjamin 
Franklin  Hotel,  Seattle. 

Unanimous  support  also  was 
given  to  the  board's  program  for 
broadcast  participation  in  the  na- 

jtional  defense  program. 

I    H.  Quenton  Cox,  KGW  Portland, 

j  long  active  in  national  and  regional 
NAB  affairs,  was  elected  District 

j  17  director  to  succeed  Harry  R. 
Spence,  KXRO  Aberdeen,  Wash., 
who  was  ineligible  to  run  again. 
Mr.  Spence,  winding  up  an  11-year 

I  board  career,  was  presented  with 

!  a  wrist  watch  in  appreciation  of 

I  his  services. 

j    With  one  exception  the  Monday- 

1  Tuesday  meeting  was  marked  by 
peace  and' harmony  as  a  group  of 

;  NAB  officials  launched  the  17-meet- 
ing  schedule.  NAB  President  Jus- 
tin Miller  had  to  cancel  his  appear- 
ance at  the  last  minute  because  of 
defense  activity  in  Washington. 
William   B.   Ryan,   NAB  general 

I  manager,  also  was  unable  to  take 

:  part. 

Swezey  Reviews  BAB 

Robert  D.  Swezey,  WDSU-TV 
New  Orleans,  presented  the  BAB 
project  to  the  district  at  the  Tues- 
day luncheon,  appearing  as  chair- 
man of  the  NAB  board's  BAB  Com- 
mittee. He  gave  up  his  vacation  to 
attend  several  district  meetings  on 
behalf  of  BAB.  Ralph  W.  Hardy, 
director  of  NAB's  Government  Re- 
lations Dept.,  described  NAB's 
operations  and  plans  for  a  mem- 
bership drive.  Lee  Hart,  BAB  as- 
sistant director,  conducted  a  sales 
clinic.  Charles  A.  Batson,  NAB  TV 
Dept.  director,  conducted  a  tele- 
vision clinic.  Richard  P.  Doherty, 
director  of  the  NAB  Employe-Em- 
ployer Relations  Dept.,  discussed 
labor  and  station  operation  prob- 
lems. 

Resolutions  adopted  by  District 

17  were: 

Endorsing  the  plan  for  a  new  super- 
BAB  and  commending  it  for  favorable 
action  by  other  broadcasters, 
j    Endorsing  an  immediate  NAB  mem'- 

■I  * 


SPEAKERS  and  program  leaders  at  opening  of  NAB  District  17  meeting  at 
Seattle  (I  to  r):  seated,  H.  Quenton  Cox,  KGW  Portland;  Harry  R.  Spence, 
KXRO  Aberdeen,  retiring  district  director;  Lee  W.  Jacobs,  KBKR  Baker; 
standing,  Richard  P.  Doherty  and  Ralph  W.  Hardy,  NAB;  J.  Archie  Morton, 
KJR  Seattle,  host  committee  chairman. 


berslup  campaign. 

Adopting  "without  reservation"  the 
NAB  board's  resolution  on  radio's  role 
in  national  defense. 

Expressing  appreciation  for  the  serv- 
ices of  Messrs.  Spence,  Swezey  and 
Doherty,  and  the  host  Seattle  broad- 
casters. 

Arthur  E.  Gerbel,  commercial 
manager  of  KJR  Seattle,  was  chair- 
man of  the  Resolutions  Committee. 
Serving  with  him  were  Richard 
Brown,  KPOJ  Portland,  and  L.  W. 
Trommlitz,  KERG  Eugene. 

Sentiment  of  the  delegates  in 
favor  of  the  new  BAB  was  so  strong 
following  the  presentation  by  Mr. 
Swezey  that  on  motion  of  Rogan 
Jones,  KPQ  Wenatchee  and  KVOS 
Bellingham,  the  group  unanimously 
endorsed  the  plan  without  waiting 
for  the  business  session. 

Haas  Endorses 

Before  the  vote,  Saul  Haas,  pres- 
ident of  KXRO  Seattle,  called  the 
plan  "a  splendid  step  in  the  right 
direction,"  but  indicated  that  until 
details  are  received  he  could  not 
do  more  than  endorse  it  in  prin- 
ciple. Mr.  Spence  and  Mr.  Swezey 
explained  this  was  all  the  board 
sought  at  this  time. 

Mr.  Swezey  prefaced  his  talk 
with  the  observation:  "There  are 
rumors  that  I  am  interested  in  a 


job  with  the  new  BAB.  Just  for  the 
record,  such  is  definitely  not  the 
case." 

Later  in  his  presentation,  he  read 
a  telegram  from  NAB  General 
Manager  Ryan,  announcing  that 
Hugh  M.  P.  Higgins,  WMOA  Mari- 
etta, Ohio,  had  been  appointed  BAB 
director  (see  story  page  28).  Mr. 
Higgins  takes  office  Sept.  1,  and 
Mr.  Swezey  described  the  appoint- 
ment as  an  "interim"  one,  explain- 
ing that  Mr.  Higgins  will  fit  into 
the  new  corporation  as  the  new 
BAB  board  may  decide. 

'Timely'  Proposal 

Mr.  Swezey  called  the  proposal 
for  a  new  and  larger  BAB  "timely" 
and  "big  enough  for  us,  but  not  too 
big."  Tracing  the  thinking  of  the 
board  in  recent  months,  leading  to 
the  latest  decision,  he  reported: 
"We  felt  we  could  get  industry  sup- 
port for  the  big  deal." 

The  BAB  committee  has  agreed 
that  the  budget  should  be  larger 
than  in  the  past,  and  that  member- 
ship should  not  be  held  down  to 
the  NAB  membership,  but  rather 
should  be  open  to  all  concerned 
with  selling  radio.  He  cited  the 
difference  between  the  broadcast- 
ing industry  at  the  present  time. 


characterized  by  what  he  called 
"intramural  bickering,"  and  the 
publishing  industry,  which  is  busy 
"selling  newspapers." 

The  threat  of  television  to  radio, 
he  declared,  "isn't  quite  as  big  as 
we  make  it.  We've  been  scared  out 
of  our  wits,  thrown  off  our  bal- 
ance, by  television." 

Noting  that  radio  is  now  in  the 
doldrums,  Mr.  Swezey  urged  radio 
men  to  "pull  ourselves  together  and 
come  out  fighting."  Right  now,  he 
declared,  "radio  is  the  soft  under- 
belly of  media."  While  the  Assn. 
of  National  Advertisers'  report  is 
vulnerable,  in  his  opinion,  it  is  sig- 
nificant that  ANA  proceeded 
against  radio  initially. 

"Why  do  they  pick  on  us?  Be- 
cause we're  not  prepared  to  defend 
ourselves.  What  we've  got  to  have 
is  a  big,  man-sized  corporation 
that's  in  there  working  every  day — 
planning,  selling,  selling,  selling 
radio." 

Cites  Big  Job 

In  response  to  a  question  Mr. 
Swezey  said  that  one  of  the  big- 
gest jobs  of  the  proposed  new  cor- 
poration will  be  to  do  direct  selling 
of  radio  to  the  home  offices  of  ma- 
jor national  companies. 

The  one  dissident  note  of  the 
sessions  was  sounded  Monday  after- 
noon by  Rogan  Jones  who  spoke 
from  the  floor  following  Mr.  Doher- 
ty's  presentation  to  declare  that 
NAB  "needs  to  be  torn  down  and 
rebuilt."  Charging  that  the  asso- 
ciation has  lost  its  grass-roots 
support,  he  referred  to  the  present 
NAB  leaders  as  "cookie  pushers" 
who  are  running  "a  political  march- 
ing and  chowder  club  instead  of  a 
sales  organization."  Mr.  Jones  also 
characterized  BMI  as  "a  colossal 
error." 

An  effective  trade  association 
needs  a  philosophy,  Mr.  Jones  as- 
serted, and  NAB  should  be  pri- 
marily interested  in  sales.  "Let's 
liken  it  to  the  NRGDA  rather  than 
the  British  Embassy,"  he  recom- 
mended. "Instead  of  a  new  brass- 
hat  called  a  general  manager  we 
need  a  philosophy." 

Rising  in  immediate  response, 
(Continued  on  page  40) 


GROUP  of  delegates  at  NAB  District  17  meeting  (I  to  r):  seated,  Lou  Gillette, 
„  KMCM  McMinnville,  Ore.;  Dick  Newman,  RCA;  Dick  Brown,  KPOJ  Portland; 
Kay  Cronin,  CJOR  Vancouver,  B.  C;  Harry  Buckendahl,  KOIN  Portland;  Dick 
Dunning,  KHQ  Spokane. 

Standing:  Harry  R.  Spence,  KXRO  Aberdeen;  Lewis  Teegarden,  Standard 


Radio;  Walt  Davison,  Lang-Worth;  Ray  Boker,  KOMO  Seattle;  Jim  Murphy, 
KIT  Yakima;  Birt  F.  Fisher,  KXLE  Ellensburg,  Wash.;  C.  O.  Chatterton, 
KWLK  Longview,  Wash.;  John  W.  Kendall,  Portland  attorney;  Chet  Wheeler, 
KWIL  Albany,  Ore.;  Ted  Cooke,  KOIN   Portland;  Jimmy  Dunlevy,  KYJC 

Medford,  Ore. 


RADIO'S  DEFENSE  ROLE 


Officials  Confer 


KOLE  of  communications  in  the 
nation's  home-front  mobilization 
pi'ogram  was  pursued  anew  in  dis- 
cussions among  government  agency 
officials  last  week.  City  and  civil 
defense  organizations  turned  their 
attention  to  formulating  specific 
plans  on  local  levels  pending  re- 
ceipt of  a  more  detailed  NSRB 
blueprint  next  month. 

In  an  effort  to  work  out  the  spe- 
cific role  independent  government 
agencies  should  take  in  the  mobi- 
lization, President  Truman  last 
Wednesday  conferred  a  half-hour 
with  several  commission  chairmen. 
They  included  Wayne  Coy,  FCC 
Chairman;  Oswald  Ryan,  acting 
chairman.  Civil  Aeronautics  Board; 
Thomas  Buchanan,  acting  chair- 
man, Federal  Power  Commission; 
James  M.  Mead,  Federal  Trade 
Commission,  and  James  Reynolds, 
acting  secretary.  Securities  Ex- 
change Commission. 

The  chairmen  are  to  report  back 
to  the  President  within  a  week, 
with  recommendations  on  their 
functions  in  case  of  emergency. 

Meanwhile,  the  Senate  prepared 
today  to  take  up  the  Defense  Pro- 
duction Bill,  the  partial  economic 
mobilization  measure  which  most 
obsei-vers  regard  as  the  key  to 
future  operating  scope  of  the  Na- 
tional Security  Resources  Board, 
which  now  advises  th€  Chief  Ex- 
ecutive on  communications  and 
other  phases. 

New  Developments 

Out  of  the  week's  communica- 
tions studies  came  these  develop- 
ments : 

#  Speculation  was  revived  that 
the  old  Defense  Communications 
Board  may  be  re-created  to  co- 
ordinate frequency  operations. 

O  A  Defense  Dept.  official  said 
the  Air  Force  is  progressing  rapidly 
on  a  permanent  radar  control 
system  to  replace  the  present 
emergency  network  of  "obsolete" 
equipment  which  technically  may 
lend  itself  to  conflict  with  tele- 
vision frequencies. 

9  NSRB  and  defense  officials 
indicated  a  heavier  emphasis  on 
the  need  for  data  relating  to  sta- 
tions possessing  standby  power 
sources — looking  toward  selection 
of  key  monitoring  stations  in  the 
event  of  an  all-out  emergency. 

Talk  that  the  Defense  Communi- 
cations Board  may  be  revived,  if 
necessary,  stemmed  from  FCC's 
participation  Wednesday  in  the  con- 
ference with  President  Truman. 
That  agency  became  the  War  Com- 
munications Board  late  in  1941 
following  the  advent  of  war  with 
Japan. 

There  was  no  indication  that 
such  a  board  is  an  imminent  pos- 
sibility; but  its  creation  probably 
would  materialize  in  the  event  of 
full-scale  war,  some  observers 
thought. 

Need  for  suppleme.ital  power 
generators  or  standby  power  for 
key  stations  in  each  city  was  ac- 
cented by  both  Leighton  Peebles, 
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NSRB  communications  chieftain, 
and  Col.  A.  B.  Pitts,  Defense  Dept. 
Air  Force  officer. 

Facilities  would  be  used  in  con- 
junction with  contemplated  "filter 
centers"  located  in  cities  which, 
from  the  standpoint  of  telephone 
service,  are  the  best  locations  for 
prompt  reception  of  calls  from 
observation  posts  in  the  face  of  ap- 
proaching air  raids. 

NAB  staff  officials  conferred  last 
week  with  Charles  Jackson,  as- 
sistant to  John  R.  Steelman,  of 
President  Truman's  office,  on  plans 
to  publish  regular  defense  bul- 
letins for  guidance  of  broadcasters 
in  public  service  programming. 

Mr.  Jackson's  office  is  to  make 
available  information  which  NAB 
will  process  in  its  bulletins  to  aid 
stations  in  the  emergency. 


It  was  understood  NAB  Presi- 
dent Justin  Miller  and  General 
Manager  William  B.  Ryan  had  con- 
ferred on  appointments  to  the 
Broadcasters  Defense  Council,  an 
organization  first  suggested  to 
NAB  by  the  White  House.  The 
NAB  board  has  approved  appoint- 
ment of  the  council,  which  would 
represent  various  industry  ele- 
ments. 

The  defense  bulletin  project 
probably  would  be  coordinated 
with  work  of  the  Advertising  Coun- 
cil. Two  NAB  board  members — ■ 
Edgar  Kobak,  WTWA  Thomson, 
Ga.,  and  Paul  W.  Morency,  WTIC 
Hartford — are  members  of  the  Ad- 
vertising Council  board. 

NAB  board  members  have  satis- 
fied themselves,  in  conferences 
with  government  officials  [Broad- 


SUBURB  GROWTH 


Revealed  in  Latest 
Census  Report 


RAPID  suburban  expansion  in  the  nation's  12  largest  metropolitan 
centers,  exceeding  the  growth  of  central  city  areas,  is  reflected  in  pre- 
liminary tabulations  of  the  1950  population  count  and  the  1948  business 
census.  This  fact  was  revealed  in  a  comparison  of  data  on  population 
growth  and  retail  trade  expansion  ★  


made  public  Friday  by  Census  Di- 
rector Roy  V.  Peel. 

Of  the  total  population  gain  the 
last  decade  of  6,524,834  in  the  na- 
tion's 12  largest  metropolitan  areas, 
28%  or  1,834,997  took  place  in  the 
dozen  largest  central  cities  and  72% 
(4,689,837)  in  their  suburban  met- 
ropolitan areas. 

Combined  1950  population  of 
those  cities — New  York,  Chicago, 
Los  Angeles,  Philadelphia,  Detroit, 
Boston,  San  Francisco,  Pittsburgh, 
St.  Louis,  Cleveland,  Washington 
and  Baltimore  —  is  23,039,449  or 
55%  of  the  12  metropolitan  areas. 


The  total  for  the  remainder  of  the 
suburban  areas  outside  these  12 
cities  was  45%,  or  18,937,744,  of 
the  whole  area.  In  1940  the  ratio 
was  roughly  60% -40%. 

Preliminary  census  figures  also 
showed  that  of  the  nation's  1948 
retail  sales  volume  of  $130.5  bil- 
lion, 32%  or  $41.9  billion  was  han- 
dled by  stores  in  the  12  top  metro- 
politan areas.  Using  the  same 
cities,  the  12  accounted  for  64%  of 
their  metropolitan  area,  while 
stores  in  suburban  centers  handled 
36%.  The  ratio  in  1939  was  67% 
to  33%. 


POPULATION  AND  RETAIL  SALES  GAINS 


Metropolitan  Area 

New  Jersey  Area  . . . . 
New    Jersey  Area 

New    York    City    .  . . 

Remainder  of  Area  . 
Chicago  Area   

Chicago  City   

Remainder  of  Area 
Los    Angeles    Area     .  .  .  . 

Los   Angeles   City    .  . 

Remainder  of  Area 
Philadelphia  Area   

Philadelphia  City 

Remaincfter  of  Area 
Detroit  Area   

Detroit  City   

Remainder  of  Area 
Boston  Area   

Boston  City   

Remainder  of  Area 
San    Francisco   Area    .  .  .  . 

Son   Francisco  City 

Remainder  of  Area 
Pittsburgh    Area  .   

Pittsburgh  City 

Remainder  of  Area 
St.  Louis  Area   

St.    Louis    City    .  .  .  . 

Remainder  of  Area  . 
Cleveland  Area   

Cleveland   City    . . . . 

Remainder  of  Area 
Washington  Area   

Washington  (D.  C.) 

Remainder  of  Area 
Baltimore  Area   

Baltimore  City   

Remainder  of  Area 


Popu 

lotion 

Retail  Sales 

(add  000) 

1950 

1940 

1948 

1939 

Preliminary 

Census 

Preliminary 

Census 

Number 

Number 

Dollars 

Dollars 

12,838,143 

11,660,839 

12,618,982 

4,875,169 

12,838,143 

11,660,839 

12,618,982 

44,875,169 

7,841,610 

7,454,995 

8,000,012 

3,192,594 

4,996,533 

4,205,844 

4,618,970 

1,682,575 

5,494,129 

4,825,527 

5,970,537 

1 ,996,204 

3,631,835 

3,396,808 

4,336,330 

1,514,829 

1,862,294 

1,428,719 

1,634,207 

481,375 

4,330,962 

2,916,403 

4,689,586 

1,364,609 

1,954,036 

1,504,277 

2,340,388 

782,842 

2,376,926 

1,412,126 

2,349,198 

581 ,767 

3,651,730 

3,199,637 

3,335,541 

1,156,425 

2,057,210 

1,931,334 

2,108,988 

766,622 

1,594,520 

1,268,303 

1,226,553 

389,803 

2,997,417 

2,377,329 

3,002,039 

904,391 

1,837,617 

1,623,452 

2,074,923 

665,565 

1,159,800 

753,877 

927,116 

238,826 

2,353,368 

2,177,621 

2,217,037 

941,269 

788,552 

770,816 

1,078,972 

490,396 

1,564,816 

1,406,805 

1,138,065 

450,873 

2,213,484 

1,461,804 

2,361,192 

749,436 

760,381 

634,536 

1,576,743 

564,419 

1,453,103 

827,268 

784,444 

185,017 

2,192,870 

2,082,556 

1,967,604 

697,016 

673,700 

671,659 

871,194 

337,312 

1,519,170 

1,410,897 

1,096,410 

359,704 

1 ,674,428 

1,432,088 

1,556,067 

515,733 

852,523 

816,048 

978,298 

353,860 

821,905 

616,040 

577,769 

161,873 

1,457,559 

1,267,270 

1,520,224 

524,073 

909,546 

878,336 

1,175,139 

420,426 

548,013 

388,934 

345,085 

103,647 

1,452,349 

967,985 

1,480,835 

482,503 

792,234 

663,091 

1,107,732 

402,768 

660,115 

304,894 

373,103 

79,735 

1,320,754 

1,083,300 

1,225,746 

422,500 

940,205 

859,100 

1,051,564 

380,103 

380,549 

224,200 

174,182 

42,397 

CASTING,  Aug.  14],  that  televisio 
would    not   interfere   with  rada 
operation    unless    obsolete  Worl 
War  II  equipment,  which  operates 
on  frequencies  affected  by  TV,  is 
used  during  an  emergency. 

The  confusion  was  somewhat 
clarified  last  week  by  an  Air  Force 
official  who  said  that  the  present 
emergency  radar  network  would  be' 
utilized  only  until  a  permanent  one 
is  completed,  and  that  it  is  possible 
that  television  has  had  some  effect 
on  current  operation  involving 
what  may  soon  become  obsolete' 
material. 

The  new  proposed  network, 
which  will  cost  the  Air  Force  an' 
estimated  $50  million  for  facilities^  ' 
and  sites  alone  and  millions  of 
dollars  for  the  overall  project,'' 
presumably  will  entail  use  of  either 
VHF  or  UHF  frequencies  designed 
not  to  conflict  with  TV  operation.  1 1 

The  present  network,  consisting 
of  two  defense  rings,  extends  alonjc 
the  Canadian  border  and  at  least 
halfway  down  the  Atlantic  and 
Pacific  Coasts,  and  also  protect? 
specific  industrial  cities  in  the 
Northeast,  Central  and  Northwest,  ii 

Interference  Scored  * 

Question  of  interference  also 
has  been  scored  by  Col.  Pitts,  who 
thought  is  possible  that  the  Navy 
may  have  encountered  instances 
where  TV  conflicted  with  its  naviga- 
tion aids  and  fire  control. 

He  said  it  was  common  knowl- 
edge what  frequences  were  used 
during  World  War  II  and  felt  that 
most  of  the  equipment  while  par-j 
tially  in  use  now,  would  be  consid- 
ered outmoded  in  modern  warfare 
save  only  for  extreme  emergency 
purposes. 

With  respect  to  the  Air  Force 
Aircraft  Warning  System,  Col. 
Pitts  felt  that  high-power  AM  sta- 
tions would  comprise  the  contem-J 
plated  key  warning  networks  "be- 
cause of  coverage,"  but  added  that 
FM  facilities  had  not  been  ruled 
cut  as  "possibilities."  Television's, 
line-of-sight  transmission  also  was,l 
mentioned  as  a  vital  factor. 


STEFFNER  RESIGNS 

To  Form  Firm  With  Oxarari 

WAYNE  R.  STEFFNER,  sales 
manager  of  KNX  Hollywood  and 
Columbia  Pacific  Network,  resigns 
effective  Sept.  1.  He  will  join  • 
Frank  Oxarart  who  leaves  Huni 
Foods,  Los  Angeles,  as  advertising 
manager  on  that  date  to  form 
Oxarart-Steffner  Productions  Inc, 
New  firm  will  create  and  package 
radio  and  television  shows. 
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Robert  C.  Smith 

ROBERT  CLANDISH  SMITH,  97, 
dean  of  the  Canadian  advertising 
fraternity  and  head  of  R.  C.  Smith 
&  Son,  Toronto  advertising  agency, 
died  at  Toronto  Aug.  14  after  a 
long  illness.  He  is  survived  by  his 
widow,  two  daughters  and  two 
sons,  one  of  whom,  Adam,  carries 
on  the  agency. 
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House  Action  Uncertain 


PROSPECTS  of  early  House  action 
:in  the  Senate-passed  McFarland 
iBill  (S  1973)  appeared  uncertain 
jast  week,  though  Chairman  Dwight 
jL.  Rogers  (D-Fla.)  of  the  House 
ipommerce  Committee's  radio  sub- 
rommittee  said  his  group  hopes  to 
:iegin  consideration  of  the  measure 
Ihis  week. 

Rep.  Rogers  saw  "a  possibility" 
that  work  on  the  bill  may  be  corn- 
Dieted  in  time  to  report  it  to  the 
-kouse  by  early  September,  current 
target  date  for  House  recess.  Other- 
wise, he  conceded,  there  could  be 
;no  hope  for  action  unless  the  House 
should  decide  to  take  up  business 
Rt  some  time  during  the  "recess." 

Observers  believed,  however,  that 
Sen.  E.  W.  McFarland  (D-Ariz.), 
: sponsor  of  the  bill,  would  re-intro- 
duce it  in  the  next  session  if  it 
should  be  allowed  to  die  in  this 
one.  The  bill,  realigning  FCC  pro- 
cedures, has  already  been  passed 
twice  by  the  Senate.  Its  House 
backers  reportedly  include  the 
leadership — another  factor  which 
might  expedite  action  at  the  cur- 
,-ient  session. 

The  House  committee  staff  mean- 
iwhile  was  at  work  attempting  to 
econcile  diflFerences  between  the 
Ibill  and  the  views  expressed  by  its 
(opponents — primarily  the  FCC. 

'  Amendments  Needed 

'  Sen.  McFarland  in  a  letter  re- 
leased by  Rep.  Robert  Crosser 
(D-Ohio),  chairman  of  the  House 
Interstate  and  Foreign  Commerce 
Committee,  asserted  belief  that 
'amendments  to  the  1934  Communi- 
cations Act  are  "long  overdue,  and 
■that  some  of  them  are  particularly 
essential  now  in  the  face  of  our 
'defense  effort." 

He  told  Rep.  Crosser  he  did  not 
jfeel  the  bill  should  be  regarded  as 
"particularly  personal  to  me."  Its 
'provisions  "almost  without  excep- 
tion, are  the  end  product  of  some 
110  years  of  hearings  and  studies 
.conducted  by  both  your  own  House 
jCommittee  and  our  committee,"  he 
(said. 

■     "I  hope  and  I  know  that  your 
"able  committee  will  give  the  matter 
,the  careful  and  speedy  considera- 
tion it  deserves  and  will  come  out 
iAvith  the  right  answer,"  Sen.  Mc- 
Farland observed.   His  letter  was 
,  sent  when  other  developments  made 
jjit  impossible  to  accept  Rep.  Cros- 
ser's  invitation  to  appear  person- 
,ally  before  the  committee. 

House  Hearings  Complete 
The  House  hearings — held  before 
the  full  committee  but  with  Rep. 
Rogers    designated   by  Chairman 
Crosser  to  preside — were  completed 
Monday   after   two    sessions  the 
previous  week  [Broadcasting,  Aug. 
3  14].  Virtually  all  of  the  sessions 
'were  devoted  to  testimony  by  FCC 
Chairman  Wayne  Coy  detailing  the 
'  Commission's  objections  to  most  of 
'  the  basic  provisions  of  the  measure. 
'    In  addition  to  Chairman  Coy's 
testimony,  however,  the  committee 
heard  or  received  written  state- 


ments from  the  following  in  addi- 
tion to  statements  filed  the  preced- 
ing week: 

•  NBC  and  CBS  approved  the 
measure,  reiterating  the  endorsements 
they  gave  during  Senate  committee 
hearings  in  1949  [BROADCASTING, 
June  20,  1949]. 

•  Gordon  P.  Brown,  owner  of 
WSAY  Rochester  and  a  perennial  cam- 
paigner for  stricter  control  over  net- 
works, urged  combination  of  the  Mc- 
Farland legislation  with  the  pending 
Sheppard  Bill  (HR  7310),  which  would 
license  networks.  He  particularly 
urged  that  stations  be  allowed  to 
negotiate  with  advertisers  for  permis- 
sion to  rebroadcast  their  network 
programs — another  feature  of  the 
Sheppard  Bill. 

Justice  Objects 

•  The  Justice  Dept.  repeated  its 
opposition,  also  expressed  during  the 
Senate  hearings,  to  sections  of  the 
McFarland  Bill  which  it  felt  would 
remove  existing  deterrents  to  "mo- 
nopolistic" activities  and  tendencies. 

•  On  behalf  of  the  Federal  Com- 
munications Bar  Assn.,  Washington 
Attorney  Arthur  W.  Scharfeld  re- 
newed its  prior  support  of  the  bill, 
particularly  its  provision  limiting  the 
right  of  Commissioners  to  consult 
with  staff  members  about  contested 
cases  except  in  "open  court." 

•  Former  FCBA  President  Guil- 
ford Jameson,  who  presented  FCBA's 
views  in  the  Senate  hearings,  said  his 
1949  suggestions  had  been  adopted 
by  the  Senate  and  accepted  by  FCC, 
and  that  he  could  "go  along  with 
FCC"  on  deletion  of  portions  of  the 
bill  banning  review  of  examiners'  in- 
termediate reports  by  anyone  except 
Commissioners  and  their  legal  assist- 
ants. He  suggested,  however,  that  his 
original  language  be  employed  to 
insure  that  the  examiners  make  their 
initial  decisions  independently. 

FCC  Chairman  Coy,  under  fur- 
ther questioning  at  Monday's  wind- 
up  session,  meanwhile  told  the 
committee  that  FCC  is  not  con- 
cerned with  a  station's  commercial- 


sustaining  ratio,  so  long  as  the  sta- 
tion serves  the  needs  of  its  com- 
munity. 

He  said  a  station's  programming 
might  be  90%  or  95%  commercial, 
for  example,  and  still  serve  com- 
munity needs  "quite  well,"  while 
another  might  be  only  30%  com- 
mercial and  do  a  "lousy"  job.  In' 
fact,  he  added,  a  station  whose 
programming  is  only  30%  com- 
mercial creates  concern  for  its  abil- 
ity to  finance  adequate  community 
service. 

Attitude  Appreciated 

Committeeman  Harris  Ellsworth 
(R-Ore.),  part  owner  of  KRNR 
Roseburg,  Ore.,  said  he  had  been 
"disturbed"  by  a  feeling  that  FCC 
regarded  sustainers  as  always 
"right  and  pure,"  and  that  he  was 
glad  to  see  the  chairman  had  the 
"proper"  attitude. 

Rep.  Ellsworth  questioned  the 
philosophy  of  government  which 
calls  for  a  commission  to  decide 
what  is  in  the  public  interest  for 
any  given  community. 

Chairman  Coy  replied  that  the 
Communications  Act  makes  FCC 
responsible  for  regulating  the  field 
in  the  public  interest,  and  that  the 
final  judgment  must  be  made  by 
the  Commission. 

Cites  News  Need 

He  said  FCC  has  found  that  some 
stations  devote  no  time  to  news  or 
to  discussion  of  controversial  is- 
sues, both  of  which  he  considered 
essential  elements  of  one  of  the 
"fundamentals"  of  public  service — 
"that  the  people  be  informed." 

He  told  the  committee  that  per- 
sonally he  thought  it  might  be  a 
good  idea  for  FCC  to  require  each 
applicant  to  list  the  10  principal 
public  issues  which  he  considered 
most  likely  to  arise  in  his  commu- 


nity in  the  ensuing  three  years,  and 
to  report  what  his  station  planned 
to  do  about  them. 

Referring  to  the  McFarland  Bill's 
limitations  on  Commissioners'  con- 
sultations with  the  staff  about  con- 
tested cases — which  was  a  major 
target  of  Chairman  Coy's  attack — 
Rep.  John  W.  Heselton  (R-Mass.) 
asked  for  examples  of  cases  in 
which  review  staff  recommenda- 
tions had  been  over-ruled. 

Chairman  Coy  told  him  the  per- 
centage of  such  cases  was  not  high 
but  included  "some  important 
cases";  that  it  was  hard  to  find 
unanimity  even  among  the  staff 
members,  and  that  to  supply  "ex- 
amples" would  be  difficult  because 
the  staff  recommendations  gener- 
ally are  made  in  the  course  of  oral 
discussions  rather  than  in  wi'iting. 

CBS's  endorsement  of  the  Mc- 
Farland Bill  was  extended  in  a 
letter  by  Executive  Vice  President 
Joseph  H.  Ream,  who  also  sub- 
mitted copies  of  the  statement  filed 
by  Columbia  during  the  Senate 
hearings. 

Notes  Major  Changes 

Mr.  Ream  emphasized  "two 
changes  of  importance"  which  the 
bill  would  make  aside  from  "pro- 
viding for  administrative  improve- 
ments." First,  he  noted,  it  would 
"substantially  remove  the  double 
jeopardy  in  which  broadcasters 
find  themselves  with  respect  to  the 
anti-trust  laws,"  while  leaving  the 
courts  with  the  right  to  revoke 
licenses  for  anti-trust  violations. 
Second,  he  said,  its  provision  for 
cease-and-desist  procedures  "will 
accomplish  complete  compliance 
with  the  law  and  regulations  with- 
out the  extreme  penalty  of  loss  of 
license  in  the  first  instance." 

NBC's  approval  of  the  measure 
was  expressed  by  President  Joseph 
H.  McConnell  in  a  letter  which 
called  attention  to  NBC's  state- 
ment to  the  Senate  committee  "com- 
(Continued  on  page  36) 


ELECTRONIC  NEEDS 


Weighed  at  Pentagon  Meet 


INDUSTRY'S  capability  of  meet- 
ing present  electronics  require- 
ments and  the  need  for  balancing 
and  coordinating  total  military  and 
civilian  needs  were  weighed  at  a 
meeting  of  the  Electronics  Equip- 
ment Industry  Advisory  Committee 
and  key  government  procurement 
officials  last  Monday  at  the 
Pentagon. 

The  committee,  headed  by  Fred 
Lack,  Western  Electric  Co.  vice 
president,  convened  in  an  all-day 
session  with  officials  of  the  Muni- 
tions Board,  National  Security  Re- 
sources Board,  Joint  Chiefs  of 
Staff,  Dept.  of  Commerce,  Budget 
Bureau  and  the  three  military 
services. 

Highlights  of  the  conference, 
third  to  be  called  involving  partici- 
pation of  the  industry  representa- 
tives, most  of  whom  are  members 
of   Radio-Television   Mfrs.  Assn., 


were  discussions  on  these  subjects: 

#  Electronics  requirements  for 
critical  components  and  products 
mix  of  the  combined  military  de- 
partments. 

%  Electronics'  industrial  capac- 
ity to  meet  present  requirements; 
its  possible  potential  capacity;  ac- 
tion needed  to  gear  production  with 
present  requirements;  and  sum- 
mary of  critical  deficiencies. 

Plan  'Task  Groups' 

#  Plans  to  set  up  subcommit- 
tees and  "task  groups"  as  may  be 
necessary  to  "solve  some  of  the 
major  problems  and  the  most 
urgent  ones." 

^  Ratio  of  military  to  civilian 
requirements  and  means  of  effect- 
ing a  balance  and  coordination 
among  them. 

The  meet  concluded  with  a  gen- 
eral discussion  of  ideas  and  re- 
actions to  the  government  planning 
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program. 

Industry  representatives  were 
thought  to  have  come  away  from 
the  meeting  with  the  understand- 
ing that  radio  and  television  manu- 
facturers would  not  be  required  to 
divert  more  than  the  previously 
estimated  20%  or  25%  of  cur- 
rent civilian  output  to  military 
channels. 

Marvin  Hobbs,  chief.  Munitions 
Board  Electronics  Division,  led  the 
discussion  on  electronics  require- 
ments for  critical  components, 
which  included  background  on  pre- 
fabricated parts  and  their  impor- 
tance in  defense  materiel. 

The  balance  between  civilian  and 
defense  output  was  covered  by 
Leighton  Peebles,  communications 
specialist  of  the  National  Security 
Resources  Board. 

The  advisory  group  was  under- 
stood to  have  assured  procurement 
(Continued  on  page  97) 
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RICHARDS  CASE 


FCC  May  Wind  Up  Aug.  31 


NEARING  the  end  of  the  ninth 
week  of  FCC's  hearing  on  the  news 
policies  of  G.  A.  (Dick)  Richards, 
FCC  General  Counsel  Benedict  P. 
Cottone  last  Thursday  set  Aug.  31 
as  target  date  for  completion  of  the 
Commission  staff's  presentation. 

Examiner  James  D.  Cunningham 
said  he  planned  to  authorize  only 
one  day's  recess  between  comple- 
tion of  the  FCC  case  and  com- 
mencement of  the  case  for  Mr. 
Richards,  unless  there  is  a  special 
showing  that  more  time  is  needed. 
Mr.  Cottone  noted  that  completion 
of  the  FCC  presentation  on  Aug. 
31  would  give  counsel  for  Mr. 
Richards,  chief  owner  of  KMPC 
Los  Angeles,  WJR  Detroit,  and 
WGAR  Cleveland,  the  long  Labor 
Day  weekend  to  get  ready  to  pro- 
ceed on  Sept.  5. 

Examiner  Cunningham  also  dis- 
closed he  would  rule  Wednesday 
morning  (Aug.  23)  on  whether  to 
enforce  a  subpena  to  require  Mr. 
Richards  to  testify.  If  the  owner 
is  required  to  appear,  he  said,  "I 
will  want  him  to  api  ear  on  Wed- 
nesday afternoon." 

This  announcement  followed  dis- 
closure by  counsel  for  Mr.  Richards 
that  Dr.  H.  B.  Steinbach,  Detroit 
specialist,  and  also  other  medical 
experts  will  testify  Tuesday  on  the 
status  of  Mr.  Richards'  health. 
Earlier  testimony  for  the  station 
owner  indicated  the  strain  of 
testifying  might  cost  him  his  life, 
due  to  a  heart  condition,  but  Ex- 
aminer Cunningham  expressed 
doubts  after  hearing  testimony  of 
an  expert  presented  by  FCC  coun- 
sel. 

Other  Witnesses 

Mr.  Cottone  said  his  remaining 
witnesses  include  Frank  Mullen, 
board  chairman  of  Jerry  Fairbanks 
Inc.  and  former  president  of  the 
Richards  stations;  Oren  Mattison, 
KMPC  auditor;  and  John  Baird, 
station  program  supervisor. 

Meanwhile,  background  of  KMPC 
operations  was  the  focal  point  of 
most  of  FCC's  interrogations  dur- 
ing last  week's  sessions  of  the  hear- 
ing, being  held  in  Los  Angeles. 

Mr.  Richards  is  accused  of 
having  ordered  KMPC  staffmen 
to  slant  news  according  to  his  own 
personal  vi  e  w  s,  particularly 
against  members  of  the  late  Pres- 
ident Roosevelt's  family  and  ad- 
ministration, and  against  certain 
minority  groups. 

Rowena  Geraghty,  secretary  to 
KMPC  Vice  President  and  General 
Manager  Robert  0.  Reynolds,  told 
FCC  General  Counsel  Benedict  P. 
Cottone  that  "there  must  have  been 
many  times"  when  Mr.  Richards 
gave  her  messages  for  Mr.  Rey- 
nolds with  respect  to  things  to  be 
done  on  newscasts. 

Miss  Geraghty  testified  that  she 
and  John  Baird,  now  program 
supervisor  of  KMPC,  prior  to 
March  18,  1948,  spent  t<ie  evenings 
of  several  weeks  putting  news- 
scripts  into  chronological  order  to 


facilitate  future  handling.  She 
said,  however,  that  they  neither 
checked  the  content  of  the  news- 
casts nor  took  excerpts  for  Mr. 
Reynolds'  information. 

She  testified  that  she  prepared 
a  list  of  missing  scripts  for  Mr. 
Reynolds,  dated  March  18,  1948, 
which  Mr.  Cottone  claimed  did  not 
agree  with  a  list  prepared  by  E.  Z. 
Dimitman  in  his  report  on  the 
station's  newscasts. 

Under  cross-examination  by  Jos- 
eph Burns,  associated  with  Hugh 
Fulton  as  trial  counsel  for  Mr. 
Richards,  Miss  Geraghty  asserted 
that  after  FCC  investigators  ex- 
amined scripts  and  other  docu- 
ments in  the  station's  file  room, 
"it  looked  like  a  mild  cyclone  had 
hit  it,"  with  drawers  ajar  and 
"news  scripts  dripping  out  of  the 
edges  of  them  and  other  files." 

In  an  attempt  to  show  the 
whereabouts  of  Mr.  Richards  dur- 
ing certain  of  Mr.  Roberts'  com- 
mentaries or  at  times  when  other 
newsmen  "ignored"  the  owner's 
alleged  instructions,  Mr.  Cottone 
offered  a  list  of  dates  purporting 
to  show  times  when  Mr.  Richards 
was  in  Los  Angeles  and  times 
when  he  was  away.  Counsel  for 
the  owner  reserved  decision  as  to 
whether  they  would  accept  the 
dates  offered  by  Mr.  Cottone. 

General  Manager  Reynolds  ap- 
peared briefly  at  the  Tuesday  ses- 
sion with  the  "missing"  original 
statement  written  by  Eddie  Lyon, 
former  KMPC  newscaster-news 
editor,  relating  to  an  affidavit  he 
made  to  FCC  investigators.  A 
continued  search  for  the  document 
had  been  requested  when  Mr.  Rey- 
nolds appeared  under  subpena  Aug. 
8  and  testified  he  had  been  unable 


to  locate  it  [BROADCASTING, 
Aug.  14]. 

Under  re  -  direct  examination 
Wednesday,  Mr.  Reynolds  said 
KMPC's  Report  from  Congress 
series  in  1947  was  not  controver- 
sial even  though  almost  all  speak- 
ers were  Republicans.  The  program 
idea,  he  said,  grew  out  of  discus- 
sion or  correspondence  between  Ed 
Ingle  of  the  Republican  National 
Committee  and  Mr.  Richards. 

Mr.  Cottone  offered  an  original 
letter  dated  May  18,  1944,  sent  to 
Mr.  Reynolds  over  the  alleged  sig- 
nature of  Mr.  Richards,  which 
noted  the  approaching  elections 
and  called  for  the  exercise  of  care 
to  observe  FCC  rules  on  contro- 
versial issues.  Attached  was  a 
copy  of  FCC  rules  and  regulations. 
Notations  indicated  the  document 
had  been  circulated  among  KMPC 
department  heads. 

Refuses  to  Accept 

The  FCC  general  counsel  re- 
fused to  accept  Mr.  Reynolds'  tes- 
timony that  the  signature  was  that 
of  Mr.  Richards.  Mr.  Burns  ob- 
jected to  Mr.  Cottone's  efforts  to 
have  the  witness  compare  the  sig- 
nature with  other  handwriting  of 
Mr.  Richards,  and,  when  Examiner 
James  D.  Cunningham  upheld  the 
objections,  Mr.  Cottone  said  he 
would  not  offer  the  letter  in  evi- 
dence. 

Mr.  Cottone  went  into  detail 
about  KMPC  participation  in 
Brotherhood  Week.  He  claimed  the 
station  made  a  great  deal  of  show 
about  time  devoted  to  Jewish 
causes  and  organizations  promot- 
ing tolerance,  but  that  "prior  to 
the  Commission  order  of  investi- 
gation, there  was  not  this  great 
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concern  on  behalf  of  these  causes 

Earlier,  during  the  final  day 
his  cross-examination  (Monday 
Mr.  Roberts  conceded  that  he  ecu 
not  recall  any  KMPC  broadca 
that  was  "false  per  se,"  but  to 
Mr.  Fulton  that  "if  you  mean  [an, 
thing]  contrary  to  the  true  pictu', 
— ye£."_  •  ! 

He  cited  a  broadcast  by  Act< 
Adolphe  Menjou  opposing  Day 
Lilienthal's  appointment  to  tl 
Atomic  Energy  Commission 
"an  example  of  stacking  facts  c 
one  side  and  elimination  of  fac 
on  the  other  side  that  produce '. 
results  contrary  to  the  t  r  u 
picture." 

Mr.  Reynolds'  questioning  v/t,i 
interrupted    Thursday    for    test  j 
mony  of  Charles  Teas,  commerciif 
manager  of  KOB  Albuquerque,  v/ll- 
said   that   when    employed    as  ] 
KMPC  newscaster  in  1945-47  hp; 
received  "numerous  phone  calls,j; 
from    Mr.    Richards    on   how  } 
"wanted     various     news  storit 
handled." 

Mr.  Teas  said  he  read  newspape 
editorials  on  newscasts  withor 
labelling  them  as  such. 

When  he  complained  to  static 
executives  about  Mr.  Richards'  ir 
structions,  Mr.  Teas  said,  he  wa 
sometimes  told  to  "ignore"  ther 
except  when  Mr.  Richards  was  pai 
ticularly  insistent.  He  said  Mi 
Reynolds  always  told  him  to  preseii 
well-balanced  newscasts. 

"I  sincerely  felt  I  would  be  firei 
if  I  didn't  carry  out  Mr.  Richards 
orders,"  he  told  Defense  Attorne; 
Burns  during  cross-examination 
He  said  he  eventually  was,  bu 
didn't  know  whether  it  was  by  or 
der  of  Mr.  Reynolds  or  M^|(i; 
Richards. 

Mr.  Teas  said  he  could  not  r 
member     broadcasting  anythin}|j 
"false  or  deceptive,"  but  that  h<i 
considered  some  of  the  broadcast; 
misleading.  | 


SECURITY 


SECURITY  curbs  on  release  of  in- 
formation from  the  Far  Eastern 
Command — and  on  radio  and  press 
reports  on  the  home  front — elicited 
attention  of  top-level  officials  of 
radio,  Defense  Dept.  and  National 
Security  Resources  Board  last  week 
amid  fresh  demands  that  the  mili- 
tary impose  all-out  censorship  in 
the  Korean  war  zone. 

The  controversial  issue  also  was 
being  studied  by  President  Truman 
and  his  closest  advisors,  particu- 
larly with  respect  to  military  curbs 
in  the  Tokyo  and  Korean  zones. 

There  were  strong  indications, 
however,  that  neither  the  Chief 
Executive  nor  NSRB,  which  serves 
as  a  consulting  body  to  the  Presi- 
dent, would  press  for  home-front 
censorship  controls  at  this  time.  It 
also  was  believed  that  Gen.  Doug- 
las MacArthur  would  not  impose 
full-scale  censorship  within  his 
command. 

Board  spokesmen  said  last  Thurs- 
day that  the  agency  has  no  "cen- 


Information  Curbs  Are  Studiec 


sorship  plan"  under  study  for  the 
present,  and  pointed  out  that  the 
President  already  had  indicated  in- 
formation curbs  were  not  necessary 
in  the  present  situation  by  omis- 
sion of  any  such  request  in  the 
Defense  Production  Bill  now  before 
Congress.  Instead,  study  of  censor- 
ship will  be  pursued  on  a  voluntary 
basis  pending  a  severe  deteriora- 
tion of  international  relations. 

Tuesday  Session 

The  matter  was  taken  up  in  that 
light  last  Tuesday  at  a  luncheon 
meeting  called  by  NSRB  Chairman 
W.  Stuart  Symington  and  attended 
by  members  of  NAB  and  the  Amer- 
ican Society  of  Newspaper  Editors. 
The  off -the -record  session,  de- 
scribed as  exploratory  and  in- 
formal, was  devoted  almost  wholly 
to  censorship  problems. 

NAB  President  Justin  Miller, 
armed  with  authority  from  the 
NAB  board,  has  promised  to  draft 
an  outline  of  the  radio  industry's 
position   on   censorship   which  he 


will  submit  to  Mr.  Symington.  Tl 
ASNE  committee  is  prepared  to  i 
likewise,  though  it  had  no  direc 
authorization  Tuesday  to  act  fo 
the  society. 

Judge  Miller  will  go  on  recorc 
in  his  letter  to  Mr.  Symington,  ai 
favoring  voluntary  industry  co 
operation  in  censorship — on  th 
same  basis  as  during  World  War  I 

Representing  NAB  at  Tuesday'i 
luncheon  session  were: 

Judge  Miller;  Robert  K.  Richards 
NAB  public  affairs  director;  J.  Harol( 
Ryan,  vice  president  of  Fort  InduS' 
try  stations  and  wartime  radio  censor 
and  Edgar  Kobak,  radio  consultant 
and  owner  WTWA  Thomson,  Ga.  Tec 
Koop,  CBS  Washington  news  chief 
also  was  present.  Attending  foi 
ASNE  were  Jack  Lockhart,  ScrippS' 
Howard  newspaper  executive;  B.  M 
McKelway,  Washington  Evening  Star 
(WMAL-AM-FM-TV)  ;  J.  Russell  Wig- 
gin,  Washington  Post  (WTOP-AM- 
FM-TV) ;  Walter  Lippmann,  column- 
ist; and  Virginius  Dabney,  Richmond 
News-Leader  (WRNL-AM-FM) . 
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San  Francisco 

(Continued  from  page  26) 

vertisers  who  have  never  used  ra- 
dio before  are  making  inquiries. 
These  are  good  signs  and  there  is 
'  eveiy  indication  that  KNBC  will 
liset  a  new  record  high  in  sales  dur- 
jjing  1950." 

'l  At  midyear  California  civilian 
'  employment  was  the  highest  ever 
recorded  and  the  Korean  war  has 
since  brought  a  resurgence  of 
activity  in  the  Bay  Area's  many 

"military  and  port  facilities. 

Retail  business  continues  to 
boom  with  an  increase  in  dollar 
volume  of  sales  of  230%  in  the 
past  10  years.  Bay  Area  stores  do 
an  average  annual  business  of 
$97,476,  compared  to  the  national 

'average  $73,745. 

Arthur  Hull  Hayes,  CBS  vice 
president  and  general  manager  of 
KCBS,  was  cautious  in  predictions 
of  what  effect  the  Korean  fighting 
is  likely  to  have  on  business.  But 
he  was  not  hesitant  in  saying  that 

1, business  prospects  for  his  station 
"look  extremely  good." 

"Our  business  has  been  excellent 
and  has  increased  steadily  since 
we  came  into  the  market,"  he  said. 
He  believes  that  KCBS'  new  pro- 

'gramming  policies  have  helped 
bring  new  business  to  the  station 
and  that  the  station's  impending 
power  increase  to  50  kw  will  keep 
the  flow  of  new  business  incoming. 
Gayle  Grubb,  general  manager 

'  of  KGO-AM-TV,  said  he  is  looking 
foi-ward  to  a  "banner  year"  in 
both  radio  and  TV  and  expressed 
no  fear  that  his  TV  operations,  or 
any  TV  operations,  would  seriously 
cut  into  his  radio  billings. 

"Although  many  have  expressed 
doubts  about  the  future  of  radio," 

'he  said,  "it  is  our  contention  and 

1  attitude  that  AM  radio  has  carved 

'■s.  permanent  niche  in  the  habits  of 
the  American  family." 

I       Lasky  Echoes  Sentiments 

Another  AM-TV  general  mana- 
ger, Philip  G.  Lasky,  head  of  KSFO 
land  KPIX  (TV),  expressed  similar 
Confidence  for  AM  radio.  Though 
his  enthusiasm  for  TV  prospects 
^\m  the  coming  year  seemed  the 
[{greatest,  he  said: 

"AM  advertising  this  year  far 
.exceeded  last  year.    And  judging 
from    commitments    already  in, 
;1950  will  end  up  the  biggest  of  the 
last  10  years.    There  is  no  indica- 
'tion  of  advertisers  letting  up  in 
radio  advertising." 

Sales  Manager  Merwyn  McCabe, 
-peaking  for  KFRC,  said  business 
at  his  station  this  fall  was  about 
the  same,  possibly  slightly  higher, 
•'than  last  fall's  peak  season.  He 
believed  next  year  will  see  no  de- 
crease in  the  current  high  level  of 
'business. 

'  Of  the  possible  effects  of  war  on 
radio  advertising,  he  said:  "If  the 
Korean  war  expands  there  prob- 
ably will  be  an  increase,  not  a  de- 
crease in  advertising." 

Other  representatives  of  the  in- 
dustry also  expressed  belief  that 
advertisers  who  curtailed  budgets 
when  supply  ran  short  in  the  last 
.war  found  at  war's  end  they  had 
i  suffered  in  prestige  and  popularity 


as  a  result  and  are  not  likely  to 
make  the  same  mistake  in  case  of 
another  war. 

Stanley  Breyer,  commercial  man- 
ager of  KJBS,  expressing  the  views 
of  several  independent  stations  in 
the  Bay  Area,  said  all  indications 
point  to  a  "very  satisfactory"  fall 
and  winter. 

"It  is  obvious,  of  course,"  Mr. 
Breyer  said,  "that  national  and  in- 
ternational conditions  can  dras- 
tically upset  the  best  of  plans.  But 
business  for  the  independents  is 
good  now  and  most  stations  feel 
it  will  continue  so."  He  also  pre- 
dicts continued  advertising  by  firms 
even  if  supply  or  production  is 
curtailed. 

Gil  Paltridge,  manager  of  KYA, 
while  expressing  confidence  in 
future  business  conditions,  said 
there  was  a  certain  indecision  and 
confusion  among  local  advertisers 
immediately  after  war  broke  out. 

This  hesitation,  he  said,  was  not 
noticeable  among  advertisers 
handled  by  agencies  but  only  among 
the  smaller  local  advertisers  who 
place  their  business  direct. 

"But  in  the  last  week  or  10 
days,  the  indecision  has  virtually 
vanished  and  things  are  looking 
up  again,"  he  said.  "Advertisers 
became  more  optimistic  as  they 
realized  the  area's  buying  power 
will  continue  to  increase  and  im- 
mediate shortages,  at  least  are  not 
likely  in  most  lines." 

Radio-TV  High 

Llew  Jones,  media  director  for 
Foote,  Cone  &  Belding,  said  his 
agency  plans  to  buy  more  radio 
and  TV  time  for  its  accounts  dur- 
ing 1950-51  than  at  any  time  in  the 
past.  As  an  example  he  cited  S&W 
Coffee,  a  non-user  for  more  than 
two  years,  which  recently  signed 
52-week  contracts  for  both  media. 

Alden  Nye,  of  McCann-Erickson, 
said  that  while  there  is  a  definite 
trend  to  TV,  the  big  advertisers 
haven't  forgotten  radio,  the  AM 
medium  still  is  very  important  to 
them  and  is  likely  to  continue  so 
for  some  time. 

Gore,  Diamond  &  Ewing,  one  of 
the  smaller  and  newer  Bay  Area 
agencies  active  in  radio  and  one 
dealing  heavily  in  local  accounts, 
reported  no  apparent  indication  on 
the  part  of  local  advertisers  to  cut 
down  on  radio  advertising. 

Don  Stahley,  head  of  the  San 
Francisco  office  for  Katz  Agency, 
representative,  said  radio  budgets 
so  far  haven't  been  hurt  by  TV 
and  the  outlook  for  fall  and  winter 
is  "good,  normal,  healthy." 

W.  S.  Grant,  head  of  the  agency 
bearing  his  name,  said  activity  in 
secondary  mai'kets  continues  good 
and  strong  and  he  feels  very  opti- 
mistic for  1951. 

There  is  some  lessening  of  acti- 
vity in  the  appliance  field,  he  said, 
but  other  fields  are  increasing. 
Beer  and  bread  accounts,  which 
are  very  important  to  secondary 
markets,  have  increased  radio 
usage  a  great  deal  due  to  the  com- 
petitive situation.  He  believed  a 
war  would  bring  cuts  in  both  these 
lines  as  the  budgets  would  be  de- 
voted more  completely  to  protect 
their  major  markets. 


Mr.  Borroff 


Mr.  Swartley 


Mr.  Young 


Mr.  Conley 


NAME  BORROFF 


Westinghouse  Stations 
Sales  Head 


EDWARD  R.  BORROFF,  radio  veteran  of  more  than  a  quarter-century, 
has  been  named  general  sales  manager  of  the  Westinghouse  Radio 
Stations,  according  to  Walter  E.  Benoit,  WRS  vice  president. 

Mr  Borroff  is  located  in  Philadelphia  until  Westinghouse  has  com- 
pleted the  projected  move  of  its  *  


headquarters  offices  to  Washington. 
He  is  in  charge  of  both  radio  and 
television  sales  at  WRS  stations, 
taking  over  duties  formerly  handled 
by  the  late  B.  A.  McDonald. 

In  joining  the  WRS  six-city 
group  Mr.  Borroff  brings  extensive 
sales  experience  that  has  ranged 
fi'om  high  station  and  network 
executive  responsibility  to  experi- 
ence in  the  national  representation 
field.  Some  two  decades  ago  he 
had  sales  and  programming  posts 
at  the  old  KYW  Chicago  before  the 
station  was  moved  to  Philadelphia. 

After  service  at  WENR  Chicago 
he  moved  into  the  NBC  Central 
Division  office  and  eventually  be- 
came sales  manager  in  that  region 
for  the  Blue  Network,  now  ABC. 
Later  he  was  promoted  to  vice 
presidency  of  the  ABC  Central  Di- 
vision, a  position  he  held  several 
years. 

Two  years  ago  Mr.  Borroff  re- 
signed from  ABC  to  join  O.  L. 
(Ted)  Taylor  in  the  station  repre- 
sentation firm  of  Taylor-Borroff. 
Last  January  he  sold  his  interest 
in  the  firm  to  Mr.  Taylor  and 
resigned  as  president,  moving  to 
KPHO-TV  Phoenix,  of  which  he  is 
part  owner.  He  had  become  inter- 
ested in  the  KPHO  property  sev- 
eral years  ago  while  lining  up  the 
station  for  the  Blue  Network.  Last 
March  he  sold  his  interest  in  KPHO 
to  the  other  owners. 

The  Westinghouse  radio  and  tele- 
vision plans  include  assignment 
of  J.  B.  (Steve)  Conley,  formerly 
WRS  general  manager,  to  KEX- 
AM-FM  Portland,  Ore.  W.  C. 
Swartley  continues  as  station  man- 
ager at  WBZ  -  WBZA  Boston- 
Springfield  and  WBZ-TV  Boston, 
with  C.  S.  Young,  former  manager 

Red  Grange  Signs 

RED  GRANGE,  radio  and  TV 
sportscaster  and  former  U.  of  Il- 
linois all-America  football  star,  has 
been  signed  to  a  five-year  record 
contract  by  Green  Assoc.,  Chicago. 
He  will  appear  in  the  transcribed 
Red  Grange  Show,  to  be  written 
by  Bill  Ray  and  produced  by  Lew 
Green. 


of  WBZ-WBZA  who  has  been  head- 
ing the  Portland  operation  since 
1945,  returning  to  Boston  where  he 
again  will  be  associated  with  the 
WRS  stations  in  that  city. 


KINTNER  SALARY 

Receives  $25,000  Raise 

A  FIVE-YEAR  contract  increas- 
ing the  salary  of  Robert  E.  Kint- 
ner,  president  of  ABC,  to  $75,000 
per  annum  effective  Sept.  1,  was 
signed  last  July  10,  Broadcasting 
learned  last  week. 

Should  the  corporation's  consol- 
idated income,  before  taxes,  exceed 
$1  million,  Mr.  Kintner  is  to  re- 
ceive additionally  $5,000  for  each 
$250,000  of  such  excess  income,  up 
to  a  $100,000  annual  maximum. 

Mr.  Kintner's  salary  under  the 
old  contract  dated  Dec.  6,  1948,  of 
$50,000  is  to  continue  until  Sept.  1. 
The  new  contract  expires  Aug.  31, 
1955. 

The  contract  provides  for  Mr. 
Kintner's  services  exclusively  with 
ABC  and/or  other  corporations  in 
which  ABC  has,  or  acquires,  an 
interest. 


KRAFT  FOODS 

Buys  Two  NBC  Shows 

KRAFT  FOODS  Co.  has  bought 
sponsorship  of  The  Great  Gilder- 
sleeve,  Wednesday,  8:30-9  p.m.,  and 
The  Falcon,  Sunday,  4-4:30  p.m., 
both  on  NBC. 

Kraft  sponsorship  of  Gildersleeve 
begins  Sept.  6  and  of  The  Falcon 
on  Sept.  3.  Agency  is  J.  Walter 
Thompson  Co.,  New  York. 
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ABC  INCOME 

Nets  $180,000  After  Taxes 

ABC  last  week  reported  net  income 
after  federal  income  taxes  of  $180,- 
000  in  the  first  half  of  1950.  The 
network  suffered  a  net  loss  of 
$46,141  in  same  half  last  year. 

The  net  for  the  January-June 
period  of  1950  was  equal  to  lid  a 
share  on  the  1,689,017  shares  of 
common  stock  outstanding. 

August  21,  1950    •    Page  33 


Fall  Business 

(Continued  from  page  2U) 

strongest  television  areas  some  ag- 
gressive radio  stations  are  known 
to  be  enjoying  increased  billings. 

A  reason  which  many  gave  for 
the  promising  spot  advertising  fu- 
ture was  that  all  business  in  gen- 
eral was  good.  Americans  were 
producing  more,  buying  more  than 
they  ever  had  before. 

Business  was  good,  but  it  was 
also  competitive  and  hence  was 
spending  more  money  for  adver- 
tising, they  pointed  out. 

Typical  predictions  for  fall  busi- 
ness by  industry  leaders  are  the 
following: 

Rod  Erickson,  manager  of  radio 
and  television  department,  Young 
&  Rubicam,  New  York:  "Because 
of  the  uncertain  international  situ- 
ation our  radio  prospects  are 
stronger  than  they  normally  might 
have  been — particularly  there  is 
more  interest  in  news  shows.  Also 
certain  decisions  to  substitute  tele- 
vision for  radio  may  be  indefinitely 
deferred." 

Adrian  Samish,  vice  president  in 
charge  of  radio  and  television, 
Dancer-Fitzgerald-Sample,  New 
York:  "Television  will  be  the  great- 
est medium  for  advertising  that 
the  world  has  ever  seen.  We  plan 
to  have  six  major  television  shows 
on  the  networks  during  the  coming 
season.  Radio  is  status  quo  at  our 
shop.  At  present  none  of  our  ra- 
dio programs  are  affected  by  tele- 
vision nor  do  we  believe  that  they 


ROBERT  E.  KINTNER 
ABC  PRESIDENT 


Mr.  Kintner 


"CURRENT  affairs  sharply  focus 
attention  on  radio  broadcasting 
and  its  importance  to  Americans. 
The  war  in  Korea,  the  delibera- 
t  i  0  n  s  of  the 
United  Nations, 
the  actions  of  the 
Congress  and 
their  impact  upon 
American  indus- 
try and  m  a  n - 
power  all  have 
tended  to  increase 
radio  listening 
and  to  intensify 
radio's  role  as  the 
foremost  medium 
for  reaching  people  by  the  millions. 

"Recent  surveys  show  that  radio 
listening  since  the  start  of  the 
Korean  crisis  has  registered  an  in- 
crease of  approximately  15%. 

"Ratings  of  news  and  commen- 
tary programs  have  increased 
sharply  as  world  tension  has 
mounted  The  increased  listenership 
thus  engendered  brings  a  con- 
comitant advantage  to  all  radio 
programs  as  more  people  keep 
their  sets  tuned  not  only  to  the 
news  but  also  for  those  in  adjacent 
time  periods. 

"It  is  clear  as  we  go  into  the  fall 
and  winter  seasons  that  radio  is 
the  most  important  source  of  in- 
foimation  to  most  Ai.iericans  in 
these  anxious  times.  We  mean  to 
meet  the  great  obligation  which 
this  situation  thrusts  upon  us." 
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will  be." 

Al  Scalpone,  vice  president  and 
director  of  radio  programs,  Mc- 
Cann-Erickson :  "Radio  is  far  from 
dead.  We  plan  to  continue  to  re- 
mind and  convince  our  clients  that 
it  is  still  the  greatest  low  cost  mass 
medium." 

Harry  B.  Cohen,  president, 
Hary  B.  Cohen  Agency,  New  York: 
"Our  clients'  business  is  good. 
Budgets  are  being  increased.  All 
our  products  are  buying  more  ra- 


FRANK  STANTON 
CBS  PRESIDENT 


Dr.  Stanton 


"AM  BUSINESS  on  CBS  this  fall 
is  healthier  than  it  ever  has  been. 
To  begin  with,  let's  take  a  look  at 
our  audience: 

"The  new  season  finds  CBS  with 
more  total  circulation,  more  total 
transmitting  power,  more  programs 
in  the  top  20  nighttime,  and  the 
top  15  daytime, 
than  any  other 
network.  The  ar- 
ray of  talent  and 
programs  on 
which  such 
achievement  rests 
continues  unsur- 
passed. CBS  be- 
lieves there  can 
be  no  saturation 
point  in  the  build- 
ing of  outstand- 
ing new  programs  (and  in  the 
addition  of  established  ones)  for 
its  roster.  The  fall  line-up,  for 
example,  will  see  such  additions 
as  Truth  or  Consequences,  Frank 
Sinatra,  Hopalong  Cassidy,  Hal 
Peary  and  Morton  Downey,  as  well 
as  inclusion  of  a  number  of  brightly 
promising  house-built  packages. 

"Now  as  to  billings:  CBS  en- 
ters the  season  as  the  only  network 
whose  radio  billings  during  the 
current  year  have  shown  gains, 
and  substantial  ones.  For  the  first 
six  months  of  1950,  CBS'  gross 
time  sales  are  7.5  greater  than 
the  comparable  1949  period,  and 
the  sales  picture  for  the  fall  is 
hardly  conducive  to  a  state  of 
mourning  at  485  Madison  Ave. 

"Daytime  network  availabilities 
are  completely  booked,  Monday 
through  Friday,  from  10  a.m.  to 
4:30  p.m.  On  Saturdays  all  the  day- 
time periods  from  10  a.m.  to  2:30 
p.m.  are  committed.  Three  nights 
a  week  this  fall,  Sundays,  Mon- 
days and  Thursdays,  CBS  radio 
will  have  no  availabilities  what- 
ever. The  other  four  nights  con- 
tain a  total  of  only  five  hours  of 
available  time.  Most  of  these  are 
being  spoken  for  at  this  writing. 

"Is  all  this  an  accident,  or  'the 
breaks  of  the  game?'  Not  likely, 
especially  in  view  or  recent  Nielsen 
data  showing  that  all  daytime  and 
nighttime  radio  listening  this  year 
is  ahead  of  1949's.  And  the  sharp 
upswing  of  interest  in  news  broad- 
casts during  the  past  weeks  has 
strengthened  this  trend. 

"CBS  finds  its  fall  outlook  espe- 
cially gratifying  because  it  could 
not  have  been  realized  without  the 
company's  continued  steadfast  faith 
in  the  future  of  AM  broadcasting." 


dio  this  year  and  also  adding  tele- 
vision." 

Reggie  Schuebel,  radio  director, 
Duane  Jones  Co.,  New  York:  "Fall 
plans  at  our  agency  in  radio  are 
exactly  the  same  as  they  were  last 
year.  Our  radio  billing  is  status 
quo." 

Jack  Wyatt,  director  of  tele- 
vision, radio  and  motion  pictures, 
Grey  Adv.,  New  York:  "Recent 
radio  research  tells  us  that  the 
Korean  war  has  given  radio  a  sec- 
ond chance.  In  the  largest  metro- 
politan markets  radio  research  re- 
cently showed  substantial  losses 
in  listenership  as  a  result  of  tele- 
vision viewing.  Present  indica- 
tions are  that  radio  will  remain  a 
powerful  instrument  for  some  time 
to  come.  Those  clients  of  Grey  who 
used  radio  last  year  will  continue 
to  do  so  until  such  time  as  studies 
indicate  radio's  coverage  no  longer 
economic  and  as  long  as  it  remains 
a  better  buy  than  another  medium 
for  the  advertiser's  specific  selling 
problems." 

Walter  Craig,  vice  president  in 
charge  of  radio  and  television  for 
Benton  &  Bowles,  New  York:  "Our 
radio  outlook  is  just  as  strong  as 
last  year's  and  not  at  the  expense 


of  television.  As  for  TV,  it  ha! 
tripled  in  billings  this  year." 

Dave  Lyon,  vice  president  ii 
charge  of  radio  and  television 
Cecil  &  Presbrey,  New  York:  "Th(i 
advertising  pattern  seems  to  b< 
shaping  up  thusly,  nightime  tele- 
vision and  daytime  radio.  Naturally 
everyone  is  concerned  about  pos- 
sible curtailment  in  set  production 
However,  if  it  does  not  occur,  ther 
television  will  zoom  as  an  advertis 
ing  and  selling  medium. 

"The  unavailability  of  televisior 
network  time  poses  a  serious  prob 
lem  to  advertisers  who  are  not  yel 
in.  I 


"As  soon  as  practical  the  tele 
(Continued  on  page  36) 


JOSEPH  H.  McCONNELL 
NBC  PRESIDENT 


FRANK  WHITE 
MBS  PRESIDENT 


"WE  find  that  this  fall  is  different 
from  any  other  fall  in  the  history 
of  network  broadcasting — because 
of  something  very  basic. 

"Let's  face  it.  The  romance  (by 
which  some  may  mean  prestige)  is 
out  of  AM  radio.  There  is  a  new 
attraction  across  the  street  called 
TV. 

"Where  does  this  leave  AM  and 
Mutual  as  the  one  network  con- 
centrating its  efforts  on  AM? 

"Not  too  badly  off,  thank  you. 
Business  signed  already  equals  last 
fall  in  commercial  hours — and  the 
average  hookups  are  10%  larger. 
And  cooperative  program  business 
at  Mutual  is  at  a  new  high,  with 
over  4,500  current  clients. 

"Here's  why.    Network  radio  is 
now  being  used  for  the  most  fun- 
damental reason  of  all:  Straight 
merchandising, 
straight  selling. 
And  for  a  long 
time  now,  we've 
been  building  just 
the  sort  of  'dif- 
ferent' network 
which  these  times 
seem  to  call  for. 

"Today's  radio 
advertisers  are 
looking   for  two 
things.  First, 
they    insist  that 
each  dollar  in  time  and  talent  de- 
liver maximum  audience.    An  sec- 
ond, these  advertisers  demand  the 
kind  of  radio  buy  that  will  give 
them  dominance  in  non-TV  areas. 

"Add  to  this  the  present  upsurge 
in  listening  to — and  sponsorship  of 
— Mutual  news  and  sports  pro- 
grams and  you'll  understand  why 
we  (and  our  clients)  are  par- 
ticularly glad  'the  difference  is 
Mutual'." 


"NETWORK  Badio's  unmatche( 
ability  to  reach  the  greatest  num- 
ber of  people  at  the  lowest  possibh 
cost  assures  us  another  successful 
business  season  this  fall.  The 
steadily  increasing  competition  ol 
the  forthcoming  business  perioc 
points  up  more 
than  ever  net- 
work radio's  econ- 
omy and  effective- 
ness in  moving 
goods  and  pro- 
ducts into  the 
hands  of  con- 
sumers. 

"Successful  ad- 
V  e  r  t  i  s  e  r  _s  will 
again  this  fall,  as 
in  the  past,  con-  Mr.  McConnel 
tinue  to  recognize 
the  unsurpassed  advantages  of 
fered  by  radio.  The  tremendous 
population  growth  of  recent  years 
as  well  as  the  substantial  rise  ir 
living  standards  offer  advertisers^ 
a  bigger,  richer  and  broader 
market.  Network  radio  today  is 
still  the  only  advertising  medium 
as  big  and  far-flung  as  the  nation 
itself  and  hence  the  only  trulj 
basic  national  advertising  mediurm 
"The  number  of  radio  homej 
available  for  an  evening  radio  proj 
gram  in  the  1950-51  season  will  be 
in  excess  of  35  Million.  Radio's 
coverage  will  blanket  95%  of  the 
nation  and  penetrate  every  market. 
The  wide  variety  of  new  and  excit- 
ing programs  planned  for  the  fall 
and  the  return  of  the  old  favorites 
will  again  be  translated  into  radio 
listening  in  fabulous  numbers. 

"Our  business  picture  for  the  fall 
at  NBC  is  extremely  bright.  In 
the  daytime  virtually  all  available 
network  time  has  been  sold.  The 
nighttime  situation  continues 
strong  and  we  are  confident  that 
we  will  equal  or  excel  our  record 
of  last  year  when  we  had  less  open 
time  by  far  than  any  other  net- 
work. 

"Indications  are  also  that  we 
will  have  a  tight  if  not  completely 
sold  out  position  on  Sunday  after- 
noons. The  large  number  of  NBC 
package  programs  which  we  have 
sold  to  our  advertisers  will  give 
our  fall  program  schedule  new 
strength  and  stability." 
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Mr.  White 


WCBM 


best  daytime  coverage 

%  sixth  , 
10,000  watts 
680  liilocycles. 


represented  nationally  byi 


WCBM 

Baltimore,  Maryland 
10,000  watts  (day) 
5,000  watts  (night) 
680  kilocycles 
Mutual  Network 


New  York  •  Chicago  •  Boston  •  Detroit  •  Atlanta  •  San  Francisco  •  Hollywood 
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New  Yorkers  View  Fall  Business . . . 


Network  Clients  for  October 

( Continued  from  page  2U ) 


Mr.  Titterton  Mr.  Erickson  Mr.  Scalpone     Mr.  Lyon      Mr.  Keesely 


Fall  Business 

(Continued  from  page  3i) 
vision  freeze  should  be  lifted. 
Meantime,  if  nightime  radio  dies, 
one  of  the  factors  contributing  to 
its  death  will  be  the  drying  up  of 
creative  thinking  in  radio.  There's 
a  normal  obsolescence  in  radio  pro- 
gram ideas.  There  hasn't  been  a 
new  'block  buster'  program  idea 
since  Stop  the  Music.  Where  are 
all  the  bright  young  boys  who  used 
to  develop  and  submit  new  pro- 
gram ideas?  If  something  is  not 
done  more  creatively  in  radio,  sets 
in  use  are  bound  to  go  down  and 
nightime  radio  will  slide  into  an 
unimportant  advertising  medium." 

Nick  Keesley,  vice  president  in 
charge  of  radio  and  television, 
Lennen  &  Mitchell,  New  York: 
"From  where  I  sit,  it  looks  as 
though  both  radio  and  television 
can  come  in  for  a  record  breaking 
share  of  the  advertising  dollar  for 
1951.  In  radio  Lennen  &  Mitchell 
will  continue  to  be  very  active  in 
both  network  and  spot  business 
and  each  is  qualified  to  do  an  effec- 
tive job  for  advertising. 

"In  television,  here  too  both  net- 
work, shows  and  extensive  spot  cam- 
paigns will  be  brought  into  full 
play  by  our  clients  making  the  com- 
ing year  the  biggest  yet." 

Lewis  H.  Titterton,  vice  presi- 
dent, radio  and  television  produc- 
tion, Compton  Advertising  Inc., 
New  York:  "Radio  remains  a  very 
valuable  medium  for  those  of  our 
clients  who  are  using  it.  The 
Lowell  Thomas  program,  as  well 
as  the  six  daytime  serials  of  Proc- 
ter &  Gamble,  produced  for  them 
by  Compton,  will  all  be  aired  in 
1950-51.  Our  old  friend  Ralph  Ed- 
wards and  the  Truth  or  Conse- 
quences show  will  continue  to  be 
heard  by  radio  but  under  new  spon- 
sorship." 


McFarland  Bill 

( Continued  from  page  31 ) 
pletely"  endorsing  the  adminis- 
trative and  appellate  provisions 
but  taking  no  position  on  sections 
dealing  with  FCC's  internal  or- 
ganization, which  "are  matters 
with  which  the  Congress  and  the 
Commission  can  best  deal." 

Mr.  Brown,  reiterating  his  plea 
for  more  stringent  network  con- 
trols, told  the  committee  that  por- 
tions of  the  hearing  seemed  to 
"make  a  molehill  out  of  a  moun- 
tain" and  that  what  specifically  is 
needed  is  a  guarantee  that  stations 
can  negotiate  with  advertisers  for 
the  rebroadcast  of  their  network 


programs.  Sponsors  are  willing  to 
do  so  but  are  prevented  by  the 
networks,  he  asserted. 

He  said  WOPT-AM-FM  Oswego, 
N.  Y.,  announced  over  the  week- 
end that  they  were  going  off  the 
air.  The  reason,  he  said,  was 
financial.  He  charged  that  they 
would  have  been  able  to  continue 
operating  if  they  had  been  allowed 
to  negotiate  for  rebroadcast  of  net- 
work sponsors'  programs. 

Mr.  Brown  said  that  his  own 
WSAY  had  lost  $50,000  but  could 
make  $300,000  a  year  if  permitted 
to  rebroadcast  such  shows. 

Mr.  Brown's  statement  empha- 
sized his  opposition  to  the  Mc- 
Farland Bill's  deletion  of  the  so- 
called  "double  jeopardy"  provision 
of  the  present  law,  which  he  said 
"has  the  only  potential  sting  which 
the  radio  network  chains  of  this 
country  fear." 

The  Justice  Dept.'s  statement 
against  the  McFarland  measure 
was  directed  primarily  against  sec- 
tions which,  it  argued,  "would  alter 
the  long-established  Congressional 
policy  designed  to  protect  the  pub- 
lic from  private  restraints  and 
monopolies  in  the  communications 
field." 

Chief  targets:  (1)  Changes 
which  would  require  FCC  to  grant 
renewals  in  accordance  with  the 
same  considerations  affecting  the 
grant  of  original  applications,  and 
which,  in  renewal  proceedings, 
would  give  FCC  the  burden  of 
showing  that  a  renewal  should  not 
be  granted;  (2)  removal  of  the 
double-jeopardy  provision  with  re- 
spect to  anti-trust  violations. 

Mr.  Scharfeld's  statement  for 
the  FCBA  emphasized  the  desir- 
ability of  provisions  of  the  Mc- 
Farland Bill  "embracing  the  es- 
sential viewpoint  of  administrative 
practice  that  personnel  engaged  in 
investigation  and  prosecution  shall 
not  consult  or  advise  with  those 
who  preside  at  hearings  unless  all 
parties  participate,  and  that  those 
who  decide  cases  after  hearing, 
whether  an  examiner  or  a  com- 
missioner, shall  act  only  upon  the 
record  and  evidence  available 
equally  to  all  participants  without 
reliance  on  any  ex  parte  repre- 
sentations either  from  the  agency 
staff  or  outside  parties." 

Provisions  authorizing  FCC  to 
issue  cease-and-desist  orders,  Mr. 
Scharfeld  said,  would  help  in  en- 
forcement of  the  Act,  while  changes 
with  respect  to  renewal  proceed- 
ings "should  terminate  .  .  .  the  use 
of  renewal  proceedings  as  a  substi- 
tute for  revocation  proceedings. 


Sponsor 
Faultless  Starch  Co. 

Ferry-Morse  Seed  Co. 
Firestone  Tire  & 

Rubber  Co. 
First  Church  of  Christ 

Scientist 

Fruehauf  Trailer  Co. 

General  Candy  Corp. 

General  Conference  of 
7th-Day  Adventists 

General  Foods  Corp. 


General  Mills 


General  Motors 
Gillette  Safety  Razor  Co. 


Glen  Alden  Coal  Co. 
Gold  Seal  Co. 
Goodyear  Tire  & 

Rubber  Co. 
Gospel  Bcstg.  Assn. 

Greyhound  Corp. 

Greystone  Press 

Grove  Labs 
Gruen  Watch  Co. 
Gulf  Oil  Corp. 


Hall  Bros. 

Hamm  Brewing  Co. 
H.  J.  Heinz  Co. 
Helbros  Watch  Co. 
Dr.  Hiss  Shoe  Stores 
George  A.  Hormel  &  Co. 

Household  Finance  Corp. 
Illinois  Watch  Case  Co. 
Inland  Steel  Co. 
International  Harvester 
Inst,  of  Religious  Science 

Andrew  Jergens  Co. 

Johns-Manville  Corp. 
S.  C.  Johnson  &  Son 

Kellogg  Co. 

Kaiser-Frazer  Corp. 
Langendorf -United 

Bakery 
Frank  H.  Lee  Co. 

Lee  Pharmacal  Co. 
Lever  Bros.  Co. 


Lewis-Howe  Co. 
Libby,  McNeill  &  Libby 
Liggett  &  Myers 
Tobacco  Co. 


Longines-Wittnauer 
Watch  CO. 


PROGRAM 
Fautless  Starch 

Time 
Garden  Gate 
Voice  of  Firestone 


Gross  Time 
Charges 
October 
1949 

6,275 
3,563 
76,125 


No.  of 

Net-  Stations 
work  1949  1950 


Hours 
per  weelf 
1949  1950 


*  One  time  only 


Monitor  Views  the 

News  25,008 

Healing  Ministry  4,637 
This  Changing 

World  15,808 
True  Detective 

Mysteries  53,688 

Voice  of  Prophecy  30,364 
Voice  of  Prophecy  22,658 
Juvenile  Jury  26,237 
Hopalong  Cassidy  — 
Second  Mrs.  Burton  54,831 
When  a  Girl  Marries  68,565 
Gangbusters  61,065 
My  Favorite  Hus- 
band 59,802 
Aldrich  Family  54,294 
House  of  Mystery  39,353 
Portia  Faces  Life  69,510 
Father  Knows  Best  53,910 
Wendy  Warren  98,616 
The  Goldbergs  55,110 
Hopalong  Cassidy  — 
Today's  Children  59,387 
Light  of  the  World  59,387 
Breakfast  Club  81,678 
Lone  Ranger  150,696 
Sam  Hayes  6,197 
Sam  Hayes  15,120 
Live  Like  a  Mil- 
lionaire — 
Betty  Crocker  95,484 
This  Woman's  Secret  9,744 
Jack  Armstrong  80,127 
Henry  J.  Taylor  58,080 
Friday  Night  Fights  67,332 
World  Series*  142,207 
Give  &  Take  41,453 
Nora  Drake  114,075 
Arthur  Godfrey  27,788 
The  Shadow  7,908 
Arthur  Godfrey  122,997 

Greatest  Story  35,033 
Old-fashioned  Re- 
vival Hour  61,835 
Romance  of  the 

Highways  2,040 

Mrs.  Fixit  12,144 

Mr.  Fixit  17,990 

The  Shadow  32,787 

Hollywood   Calling  77,629 

We  the  People  51,060 

We  the  People  — 

Lanny  Ross  — 

Hallmark  Playhouse  67,008 

Edward  R.  Murrow  — 

Ozzie  &  Harriet  52,512 

Quick  As  a  Flash  60,197 

Flying  Feet  — 

Hormel  Girls  Corps  41,555 

Hormel  Girls  Corps  — 

Chet  Huntley  5,681 

You  Bet  Your  Life  68,544 

Steel  Strike  11,764 

Harvest  of  Stars  62,659 
This  Thing  Called 

Life  2,400 
Jergens-Woodbury 

Journal  58,240 

Bill  Henry,  News  99,124 
Fibber  McGee  & 

Molly  70,596 
Mother  Knows  Best  4,540 

Mark  Trail  — 

Walter  Winchell  59,554 

Zeke  Manners  5,544 
Robert  Montgomery 

Speaking  34,740 

Arthur  Godfrey  27,585 

Big  Town  63,108 

j\.rthur  Godfrey  — 

Aunt  Jenny  96,747 

Lux  Radio  Theatre  159,575 

Junior  Miss  43,540 

Amos  'n'  Andy  84,675 

Bob  Hope  68,436 
Godfrey's  Talent 

Scouts  76,453 

My  Friend  Irma  79,535 

Fanny  Brice  61,656 

My  True  Story  87,442 
Chesterfield  Supper 

Club  55,454 

Bing  Crosby  71,490 
Arthur  Godfrey  194,712 

Tales  of  Fatima  6,996 

Bob  Hope  — 

Dragnet  52,190 

Symphonette  47,617 

Choraliers  48,802 
(Continued  on  page  38) 
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How  to  spend  money 
in  Colorado-Wyoming 


Ever  think  of  a  Colorado-Wyoming  vacation? 
Before  you  take  off,  chances  are  you'll  carefully  plan  every 
day  and  every  hour  .  .  .  and  before  you  take  off.  you'll  know 
uliere  you're  going  to  spend  every  dollar  of  that  vacation 
budget. 

Before  your  client  "takes  off''  to  sell  the  Colorado-Wyoming 
aiarket.  you'll  want  to  plan  every  day  and  every  hour  of 
his  schedule  . . .  and  you'll  want  to  spend  every  dollar  of  his 
budget  to  accomplish  results  . . .  sales. 


There  is  only  one  source  available  that  offers  you  the  com- 
plete story  of  radio  listening  in  Colorado-Wyoming.  It's  the 
recently-released  COLORADO-WYOMING  DIARY 
STUDY,  a  gold  mine  of  bountiful  facts  for  the  progressive 
time-buyer.  Program-by-program  the  COLORADO-^^^  O- 
MING  DIARY  STUDY  shows  the  complete  two -state  audi- 
ence and  its  characteristics  by  location,  economic  status,  sex 
and  age.  \ou  can't  afford  to  be  without  it.  May  we  send  you 


a  copy 
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Network  Clients  for  October 

(Continued  from  page  36) 


Sponsor 
P.  Lorillard  Co. 


Los  Angeles  Soap  Co. 
Lutheran  Church 

M  &  M  Ltd. 
Manhattan  Soap  Co. 

Maritime  Milling  Co, 

Mars  Inc. 

Mennen  Co. 
Metropolitan  Life 

Insurance  Co. 
Miles  Labs 


Miller  Brewing  Co. 
Minute  Maid  Corp. 
Minnesota  Valley 

Canning  Co. 
John  Morrell  &  Co. 
Philip  Morris  &  Co. 


PROGRAM 


Gross  Time 
Charges  No.  of  Hours 

October  Net-    Stations  per  week 

1949       work  1949  1950  1949  1950 


Original  Amateur 

Hour 
Stop  the  Music 
Dr.  L  Q. 
Elmer  Peterson 
Lutheran  Hour 
Lutheran  Hour 
Joe  DiMaggio 
We  Love  &  Learn 
Frank  Goss 
Allan  Jackson,  News 
Confidential  Closeups 
Curtain  Time 
Dr.  L  Q. 

Frank  Goss,  News 


82,688 
99,260 

2,530 
43,058 
40,592 
11,846 
113,757 

6,775 
13,460 
63,804 
47,475 
5,967 

38,619 
212,201 
106,657 
61,931 
9,429 
89,880 
79,233 


Murine  Co. 


Natl.  Assn.  of  Mfrs. 
National  Biscuit  Co. 


National  Dairy  Products 
Corp. 


Norwich  Pharmacal  Co. 
Noxema  Chemical  Co. 


Dave  Vaile,  News 
News  of  the  World 
Queen  for  a  Day 
Quiz  Kids 
Fred  Beck,  News 
Curt  Massey  Time 
Hilltop  House 
Ladies'  Fair 

One  Man's  Family  — 
Lawrence  Welk  Show  18,960 

This  is  Ring  Crosby  — 

Fred  Waring  40,283 
Lassie  27,635 
This  is  Your  Life  63,276 
Truth  or  Conse- 
quences — 
One  Man's  Opinion  7,762 

Ladies  Be  Seated  40,760 

Crime  Photographer  65,724 

Horace  Heidt  87,555 

Against  the  Storm  48,682 

Queen  for  a  Day  53,987 
John  B.  Kennedy, 

News  26,591 

America  Needs  You  17,482 
Arthur  Godfrey  122,997 

Straight  Arrow  63,735 

Straight  Arrow  56,172 

Dorothy   Dix  54,705 

Marriage  for  Two  94,206 

Great  Gildersleeve  68,904 

The  Falcon  — 

The  Fat  Man  61,998 

Gabriel    Heatter  25,808 
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74 
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1/4 
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Vz 

NBC 

12 

13 

74 

Va 

74 

MBS 

440 

Va 
72 

Va 
/Z 

ABC 

187 

/2 

CBS 

16 

v> 

72 

NBC 

162 

163 

^  /4 

CBS 

15 

% 

CBS 

63 

5  min. 

NBC 

60 



% 



NBC 

145 



Vz 

 . 

NBC 

135 



Vz 



CBS 

15 

16 

% 

% 

CBS 

22 

26 

Wa 

VA 

NBC 

145 

148 

iVa 

MBS 

427 

434 

m 

IV* 

NBC 

162 

161 

Vz 

Vz 

CBS 

12 

114 

CBS 

142 

148 

l'/4 

lii 

CBS 

130 

134 

114 

114 

MBS 

441 

114 

NBC 

147 

114 

ABC 

43 

Va 

Vz 

CBS 

g 

VA 

NBC 

149 

— 

Vz 

— 

NBC 

164 

Va 

NBC 

144 

Vz 



CBS 



150 



Vz 

ABC 

219 

219 

25 

25 

min. 

min. 

ABC 

225 

228 

ZVz 

'iVz 

CBS 

149 

149 

Vz 

Vz 

CBS 

172 

172 

Vz 

Vz 

MBS 

363 

1^4 

MBS 

388 



Wi 



MBS 

476 

5  min. 

ABC 

261 

Vz 

CBS 

173 

172 

IVi 

VA 

MBS 

288 

Vz 

MBS 

350 

340 

1 

1 

NBC 

77 

154 

NBC 

146 

1% 

NBC 

145 

149 

Vz 

T./a 

NBC 

145 

Vz 

ABC 

217 

Vz 

MBS 

84 
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N  D  1 


1—                     — --- 

The  DETROIT  Area's 

Greater 

Buy! 

—  at  the  lowest  rate 

of  any  n 

fiajor 

station  in  this 

region! 

CKLW  with  50,000  watt  power  is  hitting  an  au- 
dience of  17,000,000  people  in  a  5  state  region. 
This  mighty  power,  coupled  with  the  LOWEST 
RATE  OF  ANY  MAJOR  STATION  IN  THIS 
REGION  means  that  you  get  more  for  every 
dollar  you  spend  in  this  area  when  you  use 
CKLW — plan  your  Fall  schedule  on  CKLW  now ! 

Adam  J.  Young,  Jr.,  Inc. 
National  Rep. 


J.  E.  Campeau 
President 
• 

Guardian  Building 
Detroit  26 


CKLUJ 


Sponsor 


Pabst  Brewing  Co. 
Pan-Am  Coffee  Bureau 
Pan-Am  South.  Corp. 
Pac.  Coast  Borax  Co. 
Pac.  West.  Oil  Corp. 
Pepsi-Cola  Co. 

Pal  Blade  Co. 
Pet  Milk  Co. 


Peter  Paul  Inc. 

Petri  Wine  Co. 

Philco  Corp. 

Phillips  Petroleum  Co. 

Pillsbury  Mills 


Political 

Procter  &  Gamble  Co. 


PROGRAM 


Gross  Time 
Charges 
October 
1949 


Prudential  Insurance  Co. 


Pure  Oil  Co. 

Quaker  State  Oil  Co. 
Quaker  Oats  Co. 


Radio  Bible  Class 
RCA 

Radio  Offer  Co. 
Ralston  Purina  Co. 


Reddi-Wip  Inc. 

Regal  Amber  Brew.  Co. 

Revere  Camera  Co. 
Rexall  Drug  Co. 


R.  J.  Reynolds 
Tobacco  Co. 


Rhodes  Pharmacal  Co. 
Richfield  Oil  Corp. 


P.  J.  Ritter  Co. 
Roman  Meal  Co. 
Ronson  Art  Metal  Works 

Rosefield  Packing  Co. 

S  &  W  Fine  Foods 
Safeway  Stores 
Schenley  Industries 
Schlitz  Brewing  Co. 
Sealy  Inc. 
Seeman  Bros. 


R.  B.  Semler  Inc. 
Serutan  Co. 


Shulton  Inc. 
Sinclair  Oil  Co. 

Smith  Bros. 

South.  Baptist  Conven. 
Speidel  Corp. 


105, 
39, 


126, 
76. 


808 
,564 

,460 
,600 

,300 

,683 

,905 
864 

,330 
,211 
,705 

590 

416 

307 


Modern  Romances  25 

Life  of  Riley  60, 
Human  Side  of  News 
Edward  R.  Murrow 

The  Sheriff  36, 

Alex  Drier  15, 
David  Harding, 

Counter-Spy 
Rod  &  Gun  Club 
Mary  Lee  Taylor 
Fibber  McGee  & 

Molly 

Vic  Damone  Show  76 

Frank  Goss  9 
Edward  R.  Murrow 

Sherlock  Holmes  27 

Breakfast  Club  130 
National  Barn  Dance  24 
Rex  Allen 
Houseparty 
Arthur  Godfrey 
Galen  Drake 
Houseparty 
Surprise  Package 

Cedric  Adams   

Grand  Central 

Station  39,785 

Speeches*  10,376 

Speeches*  12,295 

Speeches*  9,275 

Young  Dr.  Malone  48,980 

Road  of  Life  76,919 
Pepper  Young's 

Family  76,961 

Lowell  Thomas  100,536 

Rjght  to  Happiness  76,541 

Big  Sister  56,684 
F.B.I,  in  Peace  & 

War  65,724 
Beulah  131,600 
Welcome  Travelers  139,446 
Guiding  Light  50,248 
Truth  or  Conse- 
quences 78,795 
Edward  R.  Murrow 
Brighter  Day 
Rosemary 
Jack  Smith 
Ma  Perkins 
Perry  Mason 


Net-  Stai 
work  1949 

ABC  — 

NBC  154 
ABC  — 
CBS  — 

ABC  160 
NBC  26 
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1,920 

Life  Can  Be  Beautiful  76,789 
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CBS 
CBS 
CBS 


82 
68 
84 


88, 
111, 
55, 
49, 
35, 


657 
605 
120 
595 


Red  Skelton 
Lorenzo  Jones 
Jack  Berch 
Family  Hour  of 

Stars 
Kaltenborn,  Hark- 

ness 

Edward  R.  Murrow 
Man  on  the  Farm 
Grady  Cole  &  The 

Johnson  Family 
Lou  Childre 
Man  on  the  Farm 
Talk  Your  Way  Out 

of  It 
Roy  Rogers 
Challenge  of  the 

Yukon 
Challenge  of  the 

Yukon 
Radio  Bible  Class 
$64  Question 
William  Lang 
Tom  Mix 
Checkerboard 

Jamboree 
Godfrey  Digest 
Sports  Show 
Take  It  Easy  Time 
Name  the  Movie 
Phil  Harris-Alice 

Faye 
Richard  Diamond 

Bob  Hawk 
Jimmy  Durante 
Vaughn  Munroe 
Screen  Guild  Players 
The  Fat  Man 
Grand  Ole  Onry 
Gabriel  Heatter 
Leseuer  &  CoUing- 

wood 
Richfield  Reporter 
Richfield  Reporter 
Betty  Clark  Sings 
Night  Editor 
Johnny  Desmond 
Twenty  Questions 
Skiopy  Hollywood 

Theatre 
Harry  Babbitt  Show 
Boston  Blackie 
Duffy's  Tavern 
Halls  of  Ivy 
Chet  Huntley,  News 
Monday  Morning 

Headlines 
Allan  Jackson,  News 
Gabriel  Heatter 
Victor  H.  Lindlahr 
Unannounced 
Unannounced 
High  Adventure 
Richfield  Sports 

Reporter 
Stop  the  Music 
Baptist  Hour 
Stop  the  Music 

(Continued  on  page  i2) 
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KSO 


announces  the  appointment 

of 


I 

.ill 


jUfT 


I 


JJll 

as  national  sales  representatives 


Offices  of  Edward  Retry  &  Co.,  Inc. 
are  located  in 

New  York   *   Chicago   *    Los  Angeles 
Detroit    *    St.  Louis    *    Son  Francisco 
Atlanta   *  Boston 


KSO 


CBS  for  Central  Iowa 

Klngsley  H.  Murphy,  President 

DES  MOINES,  IOWA      S.  H.  McGovern,  Manager 
5000  Watts  1460  Kilocycles 
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Supports  Super-BAB 

(Continued  from  page  29) 

Carl  Haverlin,  as  president  of  BMI, 
traced  the  history  of  BMI,  observ- 
ing that  it  was  formed  in  response 
to  a  need,  rather  than  in  a  vacuum. 
"There  is  no  broadcaster  here,  and 
none  in  the  United  States,"  he  said, 
"who  is  not  better  off  as  a  result 
of  BMI.  To  attack  BMI  and  NAB 
is  not  to  attack  the  staffs  of  these 
organizations,  but  the  directors, 
who  are  broadcasters  and  elected 
by  broadcasters." 

The  Tuesday  morning  session 
opened  with  a  presentation  by  Mr. 
Batson,  who  declared:  "The  com- 
petitive factor  between  radio  and 
television  has  been  vastly  overem- 
phasized. Television  offers  a  threat 
to  the  printed  media  as  great  as  or 
greater  than  its  effect  on  radio." 

Cites  TV  Progress 

Television,  he  asserted,  can  now 
be  stopped  in  its  rapid  progress 
only  by  capricious  action  of  the 
FCC,  by  another  war,  or  by  a  crip- 
pling depression.  With  half  of 
the  people  in  the  United  States 
living  within  the  range  of  a  tele- 
vision transmitter,  one  in  four 
within  this  range  already  has  a 
set,  he  said.  Unless  the  interna- 
tional situation  becomes  consider- 
ably more  serious  than  it  now  is, 
Mr.  Batson  predicted  that  TV  sets 
will  shortly  reach  the  9-to-lO  mil- 
lion mark.  No  new  stations  are  in 
sight,  he  said,  with  the  possible 


exception  of  Portland,  Ore.,  and 
Denver,  if  national  authorities  de- 
cide that  facilities  would  be  valu- 
able in  those  areas  for  civil  de- 
fense and  other  national  purposes. 

Mr.  Doherty  supplied  figures  on 
the  average  expenses  of  video  sta- 
tions throughout  the  country  (see 
article,  page  61). 

In  the  ensuing  discussion,  Hugh 
M.  Feltis,  stations  manager  of 
KING  Seattle,  reported  the  total 
operating  cost  of  KING-TV  this 
year  is  not  far  from  the  $l,000-a- 
day  average  cited  by  Mr.  Doherty 
for  the  country's  video  outlets. 
Costs  are  increasing  as  the  Seattle 
station  continues  on  the  air,  Mr. 
Feltis  said. 

The  manager  of  the  Pacific 
Northwest's  only  TV  outlet  ex- 
plained that  KING-TV  started 
with  heavy  network  programming 
but  since  the  first  of  the  year 
more  emphasis  has  been  placed  on 
local  station  production.  "^When 
your  cameras  are  operating,"  he 
said,  "you're  on  your  full  card 
rate,  and  can  better  meet  operat- 
ing expenses." 

Lee  Schulman,  KING-TV  pro- 
gram director,  reported  that  the 
station's  local  programming  con- 
sists of  15%  film,  with  the  remain- 
ing 85  ?p  live  studio  and  remote 
shows. 

Concluding  the  Tuesday  morning 
session.  Miss  Hart  advised  broad- 
casters to  "tell  your  local  retailer 
how  you  can  create  interest,  cu- 
riosity and  excitement  about  his 
sale."  She  emphasized  the  need  for 


SEATTLE  STATION  group  at  NAB  District  17  meeting  (I  to  r):  Ted  Bell, 
KRSC;  J.  Archie  Morton,  KJR;  O.  W.  Fisher,  KOMO;  Mrs.  Earl  T.  Irwin, 
KVI;  Hugh  M.  Feltis,  KING;  Lincoln  W.  Miller,  KXA. 


continuity  of  sales  efforts  and  for 
specially-angled  programming  to 
gain  fullest  promotion  results  for 
retail  departments. 

Mr.  Hardy  said  NAB  has  used  a 
"direct,  straightforward  approach, 
on  a  service  basis,"  in  contacting 
the  White  House  and  other  national 
agencies  concerned  with  defense, 
and  by  taking  the  initiative  "has 
gained  new  respect  for  the  industry 
in  government  councils."  He  found 
broadcaster  support  around  the  na- 
tion for  the  plan  to  set  up  a  cen- 
tral information  agency  at  NAB  to 
clear  defense  projects,  and  said 
some  demand  has  been  voiced  for 
regional  treatment  topics. 

Taking  up  the  new  NAB  color 
slide  film,  "NAB  and  You,"  Mr. 
Hardy  emphasized  the  film's  theme 
that  NAB  has  kept  pace  with  indus- 
try progress  over  the  years.  The 
film  was  prepared  under  direction 
of  Robert  K.  Richards,  NAB  public 
affairs  director,  and  Jack  Hardesty, 


assistant  director. 

In  an  aside,  Mr.  Hardy  observed 
that  in  talking  to  Senators  and 
Congressmen  he  had  found  only 
four  who  realized  that  broadcasting 
stations  must  renew  their  licenses 
every  three  years. 

Questions  from  members,  after 
the  showing,  centered  around 
NAB's  position  in  the  rate-reduc- 
tion campaign  of  Assn.  of  National 
Advertisers;  NAB-BAB  and  NAB- 
FCC  relationships;  NAB's  budget 
situation  and  NAB's  stand  in  the 
FCC  hearing  involving  the  Rich- 
ards stations. 

Answering  a  query  by  Loren 
Stone,  KIRO  Seattle,  Mr.  Hardy 
said  the  whole  NAB  staff  works 
directly  with  the  FCC.  He  said 
Judge  Miller  has  chosen  to  be  firm 
in  the  decisions  and  actions  of  NAB 
with  regard  to  the  FCC,  "but  this 
has  not  closed  doors  against  the  in- 
dustry or  the  association."  He 
cited  NAB's  role  in  helping  defeat 


Reorganization  Plan  No.  11  to  re- 
organize the  FCC. 

He  conceded  to  questioners  that 
XAB  staff  role  was  "pretty  low  for 
a  while"  but  said  it  is  "on  the  up- 
grade and  in  most  cases  excellent." 

In  opening  the  meeting  Monday 
Director  Spence  read  a  telegram 
from  Judge  Miller  regretting  he 
could  not  take  part  because  NAB 
"has  assumed  as  its  immediate 
assignment  the  task  of  cooperating 
with  the  President  of  the  United 
States  in  every  possible  way  to  in- 
sure that  broadcasting  shall  meas- 
ure up  to  the  exigencies  of  our 
nation's  emergency."  Judge  Miller 

I  asked  support  of  the  BAB  project. 

I 

j         Explains  Richards  Stand 

'  Mr.  Spence  explained  that  NAB's 
stand  in  the  case  of  the  Richards' 
stations  was  taken  on  a  matter  of 
principle,  "not  to  help  Richards 
but  to  help  all  broadcasters." 

Carl  Haverlin,  BMI  president, 
said  that  in  its  10  years  BMI  has 
gained  great  strength  here  and 
abroad  and  added  it  hoped  to  an- 
nounce acquisition  of  important 
new  music  rights. 

Mr.  Doherty  summarized  find- 
ings of  the  NAB's  survey  of  sta- 
tion operating  costs  [Broadcast- 
ing, Aug.  14]. 

Breaking  down  1949  station  ex- 
penditures, he  found  general  ad- 
ministrative costs  comprise  34. 35*^1/ 
of  the  total;  progi-am  expenses, 
34.209c;  technical,  17.70<"c  and 
selling  13.75""<:. 

Of  sales  expenditures,  salaries 


ase  up  9.55%  and  other  items  in- 
cluding promotion  consume  4.20% 
of  the  total  expense  dollar.  Sales 
salaries,  by  station  groups,  follow: 

Below  $50,000,  7.17%;  $50,000-$75,- 
000,  9.69%;  $75,000-$100,000,  10.29%; 
§100,000  -  §125,000,  11.12%;  $125,000- 
$150,000,  10.67%;  $150,000-$200,000, 
10.51%;  §200,000  -  $350,000,  9.06%; 
$350,000-$l,000,000,  8.06%;  over  $1,- 
000,000,  5.30%. 

Other  sales  expenses,  inclnding  pro- 
motion, were:  Below  $50,000,  2.60%; 
S50,000-§100,000,  2.31%;  S75,000-$100,- 
000,  3.13%;  $100,000-S125,000,  4.01%; 
$125,000-$150,000,  4.30%;  $150,000- 
$200,000,  4.36%;  $200,000  -  §350,000, 
5.56%;  $350,000  -  $1,000,000,  7.43%; 
over  $1,000,000,  6.66%. 

Salaries  comprised  13.85%  of 
technical  expense,  with  stations  be- 
low $50,000  having  the  highest 
technical  salary  ratio,  18.23%  of 
all  operating  costs.  Similarly,  pro- 
gram salaries  ran  higher  at  small 
income  stations. 

Average  1949  income  of  stations 
in  the  Northeast,  Mr.  Doherty's 
figures  showed,  was: 

Local,  $119,057;  regional,  $279,830; 
clear,  $1,395,503;  all  stations,  $307,821. 

Southeast — Local,  $97,559;  regional, 
$194,010;  clear,  $706,046;  all  stations, 
$195,348. 

North  Central— Local,  $119,315;  re- 
gional, $282,635;  clear,  $1,216,826;  all 
stations,  $277,633. 

South  Central— Local,  $75,889;  re- 
gional, $164,053;  clear,  $662,092;  all 
stations,  $168,939. 

Mountain-Pacific  —  Local,  $90,652; 
regional,  $192,877;  clear  (inadequate 
data) ;  all  stations  $177,448. 


Dist.  17  Registration 


Mark  Knight,  Associated  Press;  K.  A. 
Jadassohn,  SESAC;  Harry  R.  Spence, 
KXRO  Aberdeen,  Wash.;  Dick  Brown, 
KPOJ  Portland;  Bill  Gartland,  RCA 
Thesaurus;  John  Kendell,  attorney 
Walla  Walla;  Don  Thomas,  KUJ  Walla 
WaUa;  Keith  Patterson,  KONP  Port 
Angeles,  Wash.;  Ray  Hamilton,  Black- 
burn-Hamilton; Tom  Becker^-  -KNPT 
Newport,  Ore.;  Chet  Wheeler,  KWTL, 
Albany,  Ore.;  James  J.  Dunlevy,  KWIL, 
Medford,  Ore.;  Ed  Malone  and  Jack 
Swert,  KUIN  Grants  Pass,  Ore.;  Wal- 
lace Fisher,  KOMO  Seattle;  Jack 
Barton,  Capitol  Records;  H.  Quenton 
Cox,  KGW  Portland;  Ted  Cooke,  KOIN 
Portland;  Bob  Davies,  KRKL  Kirkland, 
Wash.;  Arthur  Gerbel  Jr.,  KJR  Seattle; 
Bruce  Eells,  Bruce  Eells  &  Assoc.; 
Harry  Buckendahl.  KOIN  Portland; 
George  Chandler,  CJOR  Vancouver,  B. 
C;  Kay  Cronin;  Don  Laws. 

Harvey  Wixson,  KGA  Spokane;  L.  G. 
Dix,  KALE  Richmond,  Wash.;  Jim 
Thain,  KWNW  Wenatchee,  Wash.;  Hugh 
Feltis.  KING  Seattle;  Stanley  M.  Goard, 
KPFM  Portland;  J.  Archie  Morton, 
KJR  Seattle;  Douglas  Craig,  Graybar 
Co.,  Seattle;  Lee  Bishop,  KORE  Eu- 
gene, Ore.;  Lee  Jacobs,  KLBM  La 
Grande,  Ore.;  Charlie  Chatterton, 
KWLK  Longyiew,  Wash.;  Burt  Porter, 
Magncord;  Jim  Murphy.  KIT  Yakima, 
Wash.;  Joe  Chytil,  KELA  CentraUa, 
Wash.;  L.  W.  Trommlitz,  KERG  Eu- 
gene, Ore.;  Dick  Newman,  RCA  San 
PYancisco;  Archie  Taft  Jr.,  KOL  Seattle; 
Tex  Lawson,  KBKW  Aberdeen,  Wash.; 
Vemice  Irwin,  KVI  Seattle;  Eldon  Barr, 
KWSC  Pullman,  Wash.;  Carl  Downing, 
Washington  State  Radio  News  Bureau; 
Hi  Jackson  and  Irwin  Adams,  KGON 
Oregon  City;  Ralph  W.  Hardy,  NAB; 
Walter  Davison,  Lang-Worth. 

Lincoln  Miller,  KXA  Seattle;  Birt 
F.  Fisher,  KXLE  EUenburg,  Wash.; 
Dick  Dunning,  KHQ  Spokane;  Ted 
Bell,  Bill  Simpson  and  H.  E.  Riddalls, 
KRSC  Seattle;  James  McLoughlin,  John 
Keating;  Lewis  Teegarden,  Standard 
Radio;  Don  Bennett,  KSEM  Moses  Lake, 
Wash.;  Lou  Gillette,  KMCM  McMinn- 
ville.  Ore.;  Henry  Owen  and  Mrs.  Scott 


Bullitt,  KING  Seattle;  Saul  Haas,  Loren 
Stone  and  Kenneth  Yeend.  KIRO 
Seattle;  Loring  Schmidt,  KOCO  Salem, 
Ore.;  Carl  Haverlin  and  Glen  Dolberg, 
BMI;  Fred  Chitty,  KVAN  Vancouver; 
Lee  Hart,  BAB,  New  York;  H.  J. 
Quin^am.  JCTBI  Tacoma;  Don  Seeley. 
KWIE  Kennewick,  Wash.;  Dave  O'Neil, 
PT&T;  Leo  Beckley,  KBRO  Bremerton, 
Wash. 

Tom  Olson.  KGY  Olympia,  Wash.; 
Charles  Batson,  NAB;  Robert  McCaw, 
KYAK  Yakima;  Joe  Kendall,  KXLE 
EUenburg.  Wash.;  Jack  Bladine.  KCMC 
McMinnville.  Ore.;  Fred  Green,  United 
Press;  Robert  D.  Swezey,  WDSU  New 
Orleans;  Rogan  Jones,  KP^  Wenatchee, 
Wash.;  Ray  Rhodes,  Paul  Raymer  Co., 
San  Francisco;  Mac  McKenzie,  KMO 
Tacoma;  Paul  Walden,  KODL  The 
Dalles.  Ore.;  John  P.  Riley  Jr.,  RCA, 
Seattle;  R.  Lee  Black,  KIMA  Yakima; 
Don  McCutcheon,  KUGN,  Eugene,  Ore.; 
William  E.  Walsh,  KWRO  CoquiUe, 
Ore.;  Bill  Taft.  KRKO  Everett;  S.  J. 
Paul  and  Leopold  Lippman,  BROAD- 
CASTING -TELECASTING . 


CBS  Signs  Peary 

HAROLD  PEARY,  who  for  years 
has  played  the  main  role  in  The 
Great  Gilder  sleeve,  has  been  signed 
to  an  exclusive  radio  and  television 
contract  by  CBS.  Mr.  Peary  will 
star  in  a  new  show,  Honest  Harold, 
to  be  broadcast  on  CBS  radio  this 
fall. 


Patterson  Joins  C&P 

WILLIAM  C.  PATTERSON,  for- 
mer program  manager  and  director 
at  WCBS-TV  New  York  has  joined 
Cecil  &  Presbrey,  New  York,  as 
assistant  director  of  television. 
Previously  he  was  a  producer  at 
NBC  and  before  that  program  man- 
ager of  WBEN-TV  Buffalo. 


oiinas... 


. . .  with  32%  more  listeners  in  North  and  South  Carolina 
combined  than  the  next  largest  Carolina  station.* 


try  WBT  for  size ! 


Jefferson  Standard  Broadcasting  Company  •  50,000  watts 

Charlotte.  I\.  C.  ■  Represented  fey  Radio  Sales 
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KDAL's  51%  BMB 
INCREASE  PLUS 

Higher-  Than-Average 

TUNE-IN  -ma^ 
Continual  SALES 
GROWTH 


NG  TEST 


Group  Not  Acceptable, 
Roslow  Says 


■iim^ 


Says  Harold  Schafer,  President" 

.  ^'-^SS  WAX"  before  introduc- 
ing /t  nationally,  we  knew  the 
kind  of  results  we  could  expect 

Arthur  Godfrey  show, 
"'n  recent  checking  with  the 
agency  they  have  been  showing 
me  figures  indicating  a  51%  in 
crease  in  BMB  families  in  the 
morning  when  our  "GLASS 
WAX  show  IS  on  . . .  radio  tune 
m  situation  in  Duluth-Superioris 
IHf.^f''  than  the  average 
ot  CBS  stations  in  Hooper  rated 
cities.  These  are  a  lot  of  fancy 
figures  and  don't  mean  a  lot  to 
the  Gold  Seal  Company,  perhaps 
mostly  because  we  don't  under- 
stand them  thoroughly  .  .  .  BUT 

nfr;ii?'^t>'^  ^^'"'^'^  figures 
Of  bold  Seal  Company's  products 
namely  "GLASS  WAX'"  "Wood 
Cream  '  and  Self  Polishing  Wax 
in  the  Duluth  market  area  ii 
northern  Minnesota  and  Wiscon 
sin  and  the  one  thing  that  I  do 
know,  and  it  means  a  lot  at  our 
desk  when  we  work,  is  that  our 
sales  have  shown  a  continual 
nice  growth  in  that  market 

^^^^ 


KDAL 

DULUTH. SUPERIOR 
5000  WATTS 
ON  610 


DR.  SYDNEY  ROSLOW,  director  of  The  Pulse  Inc.,  threw  a  complica- 
tion into  the  projected  impartial  clinical  test  of  Hooper  and  Pulse  survey 
methods  when  he  declared  on  the  eve  of  a  meeting  by  the  six-man  ad- 
visory committee  that  the  group  is  not  acceptable  to  him. 

The  advisory  group,  of  which 
Dr.  Roslow  is  a  member,  is  to  meet 
in  New  York  Tuesday.  The  ses- 
sion was  called  by  Dr.  Kenneth  H. 
Baker,  NAB  research  director,  at 
the  request  of  Fred  Manchee, 
BBDO,  New  York,  temporary 
chairman  named  by  Stanley  Breyer, 
KJBS  San  Francisco  [Broadcast- 
ing, Aug.  7,  14]. 

Representing  agency,  advertiser, 
broadcaster  and  station  representa- 
tive interests  as  well  as  heads  of 
Hooper  and  Pulse  survey  firms,  the 
committee  is  to  decide  how  to  un- 
dertake the  proposed  clinical  test. 
The  showdown  became  a  matter  of 
national  interest  when  it  was  -pro- 
posed by  KJBS  in  an  advertisement 
in  the  July  3  Broadcasting. 

Dr.  Roslow  wrote  Mr.  Breyer 
Aug.  15  that  he  will  meet  with  the 
committee  unofficially.  He  sug- 
gested the  group  serve  "only  to 
nominate  and  invite  a  committee 
acceptable  to  both  Hooper  and  my- 
self." 

In  reply  to  Dr.  Roslow  Mr. 
Breyer  recalled  that  the  committee 
"was  appointed  primarily  to  estab- 
lish beyond  any  question  that  the 
San  Francisco-Oakland  test  survey 
be  handled  'objectively,  capably 
and  on  the  highest  ethical  plane'." 
He  reminded  that  on  July  20,  10 
days  before  the  committee  was 
named,  Dr.  Roslow  had  written 
that  he  would  serve  as  the  Pulse 
representative. 

Mr.  Breyer  asked  Dr.  Roslow  to 
specify  what  individual  or  organi- 


zation he  found  unacceptable.  Or- 
ganizations represented  include 
NAB,  American  Assn.  of  Advertis- 
ing Agencies,  National  Assn.  of 
Radio  Station  Representatives  and 
Assn.  of  National  Advertisers. 

Committee  members,  besides 
Messrs.  Manchee,  Baker  and  Ros- 
low, are  Lewis  H.  Avery,  of  Avery- 
Knodel,  as  NARSR  president;  A. 
Wells  Wilbor,  director  of  Market 
Analysis  Dept.,  General  Mills,  for 
ANA;  C.  E.  Hooper,  president  of 
C.  E.  Hooper  Inc. 

Unofiicial  appearance  at  the  com- 
mittee meeting,  Mr.  Breyer  wrote 
Dr.  Roslow,  "makes  possible  the 
straddling"  of  the  vital  test.  He 
said  the  matter  is  completely  in  the 
hands  of  the  committee,  adding  that 
other  committee  members  had  ac- 
cepted appointment  "to  select  a  re- 
search organization  to  ccmduct  a 
house-to-house  coincidental  sur- 
vey; to  observe  original  field  rec- 
ords; working  material;  interview- 
ers' instructions;  tabulating  pro- 
ducers and  observe  10 -/c  of  the  in- 
terviewing." 

KJBS  means  business  and  has 
"support  in  enthusiasm  and  volume 
far  beyond  anything  anticipated," 
Mr.  Breyer  told  Dr.  Roslow. 

"If  necessary,  and  with  the  com- 
mittee's approval,  KJBS  will  be 
responsible  for  finding  financial 
support  for  50%  of  the  survey 
costs,  the  remaining  50%  having 
been  agreed  to  by  Mr.  Hooper." 


Network  Clients  for  October 

(Continued  from  page  38) 


Sponsor 

Standard  Oil  Co.  of 
Calif. 


Standard   Oil  Co.  of 
Indiana 

Sterling  Drug  Co. 


Program 


Gross  Time 
Charges  No.  of  Hours 

October   Net-    Stations  per  week 

1949       work  1949  1950  1949  1950 


Studebaker  Corp. 
Sun  Oil  Co. 
Swift  &  Co. 


Sylvania  Products  Co. 
Tex-O-Kan  Flour  Mills 

Tide  Water  Oil  Co. 
Trimount  Clothing  Co. 
United  Electrical  Mach. 

Workers  of  Amer. 
U.   S.  Govt. 
U.  S.  Steel  Co. 
U.  S.  Tobacco  Co. 

Waltham  Watch  Co. 
Wander  Co. 

William  R.  Warner  &  Co. 
Wildroot  Co. 
Wesson  Oil  &  Snowdrift 
Western  Stove  Co. 
Westinghouse  Electric 
Corp. 

William  Wrigley  Jr.  Co. 


The  Whistler  7,590 

School  Broadcast  3,498 

Standard  Hour  15,775 

Carnegie  Hall  31,398 

Edward  R.  Murrow  — 

Mr.  Chameleon  51,620 

Sing  It  Again  — 

American  Album  86,025 

Lorenzo  Jones  70,179 

Bride  &  Groom  162,513 

My  True  Story  45,520 

Young  Widfler  Brown  70,179 
Mystery  Theatre  60,404 
Backstage  Wife  70,179 
Stella  Dallas  70,179 
Sam  Hayes  11,960 
Three  Star  Extra  84,832 
Breakfast  Club  180,278 
Special  Program  3,899 
Sky  King  59,967 
Sky  King  — 
Game  of  Week  — 
Light  Crust  Dough- 
boys 12,952 
Football  16,976 
Stop  the  Music  — 

Arthur  Gaeth  35,336 

Game  of  the  Week  41,408 

Theatre  Guild  134,613 

Martin  Kane  41,418 

Man  Next  Door  8,148 

Share  the  Wealth  13,313 

Captain  Midnight  34,416 

Walter  Winchell  — 

Arthur  Godfrey  63,327 

Noah  Webster  Says  1,392 

Zeke  Manners  — 

Ted  Malone  58,549 

Gene  Autry  88,200 
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Canada 

(Continued  from  page  27) 

shows  will  not  be  heard  on  Cana- 
dian chains  this  season  the  over- 
all balance  between  Canadian  and 
American  sponsors  of  network 
shows  will  be  about  the  same,  ac- 
cording to  the  commercial  depart- 
ment of  the  Canadian  Broadcasting 
Corp.  All  prcgi-ams  for  the  fall 
have  not  yet  been  signed  up;  there 
has  been  some  switching  of  pro- 
grams and  program  times  among 
Canadian  sponsors,  and  there  has 
been  some  delay  in  lining  up  final 
dates  due  to  uncertainties  among 
U.  S.  sponsors  of  piped-in  pro- 
grams. 


NEW  RADIO  ERA 

Predicted  by  Stolzoft 

"RADIO,  has  entered  a  new  era," 
said  J.  S.  Stolzoif,  vice  president, 
The  Cramer-Krasselt  Co.,  Milwau- 
kee, in  an  address  last  Thursday 
before  the  Racine  (Wis.)  Advertis- 
ing Club.  "There  are  many,  and 
I  am  among  them,"  he  continued, 
who  believe  that  radio's  new  era 
will  be  more  productive,  more  chal- 
lenging and,  in  a  sense,  more  prof- 
itable for  "everyone  concerned  with 
this  giant  industry."  ; 

No  discussion  of  radio  in  1950l 
can  ignore  television,  he  said,  as| 
many  have  used  and  found  tele-' 
vision  productive.    But,  he  added, 
"the  power  of  television  shouldn't 
blind  us  to  the  power  of  radio." 

Many  advertisers  who  have 
looked  into  the  situation  as  it  ex- 
ists today  and  have  seen  which 
way  radio  is  heading  are  using 
radio  in  ways  that  it  has  rarely 
been  used  before  and  with  interest- 
ing results,  said  Mr.  Stolzoff.  As 
examples,  he  cited  Ford,  General 
Mills  and  Wrigley  Gum. 

"To  advertisers  who  are  using 
new,  fresh  approaches  to  radio, 
this  media  has  become  if  anything, 
a  stronger  factor  in  their  promo- 
tional plans  than  at  any  time  in 
the  past,"  Mr.  Stolzoff"  said. 


'LITTLE'  SERIES 

NBC  Covers  Final  Game- 

TED  HUSING  will  broadcast  the 
final  game  of  the  Little  League 
World  Series  at  Williamsport,  Pa., 
Aug.   26,   3-4   p.m.,    EDT,  exclu- 
sively over  126  NBC  network  sta- 
tions,   unsponsored,    it    was  an- 
nounced   last    week    by    Emerson  1 
York,  Little  League  coordinator  for  ' 
radio,    TV    and    motion  pictures. 
Ford  Frick,  president  of  the  Na-  ■' 
tional  League,  will  broadcast  high- 
lights  of  the  game.  } 
Little   League   Baseball  Inc.,   a  • 
non-profit  organization  open  to  all  j 
American    boys    under    12    years  I 
through    locally-sponsored    teams,.  ' 
annually  brings  the  champions  to 
Williamsport   '  headquarters  for 
their  own  "World  Series."  Any 
community   may   obtain  informa- 
tion by  writing  the  league  at  Wil- 
liamsport. 
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Have  your 


Salt  Lake  City  Sales 


jumped  up  232%? 


They  should  have  bounced  way  up  and  stayed 
there.  Because  retail  sales  in  the  entire  Salt  Lake 
City  wholesale  distribution  area  (which 
coincides  almost  exactly  with  KSL's  primary 
listening  area)  are  now  232%  higher  than  they 
were  ten  years  ago.  A  whopping  $761,645,000! 


Retail  sales  are  not  only  way  up  in  Inter- 
mountain  America,  they're  going  up  faster 
(at  a  14.8%  higher  rate  of  increase)  than  the 
rest  of  the  nation.  And  so  is  population. 
Today  more  than  a  million  people  live  in 
KSL  territory  ...  25  %  more  than  a  decade  ago. 
And  still  more  are  moving  in  twice  as  fast 
as  the  average  national  rate  of  growth.  J  


If  your  sales  have  not  jumped  as  high  as  they 
should  in  Intermountain  America,  the  thing 
to  do  is  to  buy  5 0,000- watt  KSL,  the  one  and  only 
station  you  need.  For  all  week  long,  KSL 
delivers  many  more  listeners  than  any  other 
Intermountain  America  station  or  regional 
network.  And  can  SELL  them  for  you  at  the 
LOWEST  COST  per  customer!      i  I 


KSL 


SALT  LAKE  CITY 
50,000  WATTS  _ 
CBS 


REPRESENTED  BY  RADIO  SALES 
All  sources  available  on  request 
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AFRA  PACTS 


Renewal  Talks  Next  Month 


NEGOTIATONS  will  open  with  the  networks  in  September  for  re- 
newal of  four  American  Federation  of  Radio  Artists  contracts  which 
expire  Oct.  31.  Contracts  involve  salaries  of  (1)  artists  performing  on 
network  shows,  regardless  of  origination  point,  (2)  staff  announcers 
employed  at  AFRA-org-anized  sta- 
tions in  the  four  major  production 
centers,  Chicago,  New  York,  Los 
Angeles  and  San  Francisco,  (3) 
actors,  singers,  announcers  and 
sound  effects  men  who  are  repre- 
sented in  the  transcription  code, 
and  (4)  actors,  singers  and  free- 
lance announcers  with  commercial 
and  sustaining  classifications. 

This  was  revealed  at  the  close  of 
the  four-day  AFRA  convention  in 
Chicago,  which  met  Aug.  10-13 
at  the  Sheraton  Hotel  [Broad- 
casting, Aug.  14].  Although  all 
sessions  were  private  and  for  dele- 
gates only,  it  was  reported  that  the 
minimum  salary  which  will  be 
asked  for  staff  announcers  in  the 
four  cities  will  be  $135  weekly. 

Revision  in  the  transcription 
code,  which  followed  demands  of 
locals  in  all  parts  of  the  country, 
is  understood  to  provide  for  a 
weekly  repeat  fee  on  electrical 
transcriptions  instead  of  an  addi- 
tional fee  after  six  months.  This 
is  provided  under  terms  of  the  last 
such  contract,  which  went  into  ef- 
fect in  1946.  All  existing  network 
contracts  were  signed  in  1946,  and 


the  only  change  in  wage  payments 
since  then  was  a  general  cost  of 
living  increase  in  1948,  one  spokes- 
man said. 

Progress  of  Television  Author- 
ity, established  by  Associated 
Actors  and  Artistes  of  America 
last  November  and  given  full 
jurisdiction  over  television  per- 
formers in  April,  was  outlined  by 
TVA  National  Executive  Secretary 
George  Heller,  former  executive 
secretary  of  AFRA.  Mr.  Heller 
helped  set  up  the  TVA  organiza- 
tion last  year  while  on  loan  from 
AFRA. 

He  reported  on  the  jurisdictional 
dispute  between  Television  Author- 
ity and  Screen  Actors  Guild.  SAG 
claims  jurisdiction  over  talent  ap- 
pearing in  films  used  on  television, 
and  Television  Authority  presum- 
ably takes  the  stand  that  its  au- 
thorization by  the  4A's  as  the  ex- 
clusive television  agency  gives  it 
power  for  negotiation  in  all  video 
matters,  live  or  film.  Screen  Ac- 
tors Guild  is  a  division  of  the  4A's. 

Television  Authority  plans  to 
begin  negotiations   shortly  for  a 


WE'VE  GOT  SOMETHING 
TO  CROW  ABOUT 

In  Just 
6  Short  Weeks 

WE  RECEIVED 
.  \   MORE  THAN 


120,000 

Contest  Registrations 

on  KVLC's 

Liberty  Market  Basket* 

Liberty  Market  Basket  is  the  name  of  tine  program.  It  SELLS 
nationally  advertised  food  products  for  a  local  chain  of 
independently  owned  food  stores.  It  can  also  sell  YOUR 
products  in  the  fast-growing  Arkansas  market.  A  limited 
number,  of  program  participations  are  still  available.  For 
further  information.  .  .  . 

CALL    •     WIRE     •  WRITE 

YOU  Can  Sell  On  Arkansas' 

Power  Packed  -  Promotion  Minded  -  Audience  Getter 

because,  in  Arkansas'  first  market  it's 

K  V  L  C 

1050  K.C.  1050  K.C. 

L!TT£  mU,  ARKANSAS 


master  contract  similar  to  that 
under  which  AFRA  functions  with 
the  networks.  Mr.  Heller's  speech 
Saturday  afternoon  was  followed 
by  a  floor  resolution  calling  for 
staff  announcers  at  radio  stations 
with  TV  affiliates  to  get  the  mini- 
mum AM  station  salary  for  work  at 
the  video  affiliate. 

Convention  delegates  approved 
the  board's  proposal  for  an  author- 
ized government  agency  to  broad- 
cast "truths  about  the  Communist 
•party"  and  its  techniques.  The 
board  has  suggested  a  series  of 
regular  broadcasts  in  which  "facts" 
about  communism,  including  goals, 
methods  and  results,  would  be  re- 
vealed. The  board  agreed  to  waive 
fees  of  AFRA  members  taking  part 
in  such  broadcasts. 

Communism  Stand 

Delegates  also  approved  a  resolu- 
tion against  communism  and  all 
forms  of  totalitarianism,  and  au- 
thorized the  board  to  find  some 
method  by  which  any  Communists 
in  AFRA  would  be  barred  or  ex- 
pelled from  membership. 

Indirectly,  the  board  found  a 
way  to  bar  Communists  from  mem- 
bership in  AFRA  when  it  approved 
a  constitutional  amendment  for  the 
Pittsburgh  local.  (The  national 
board  approves  all  such  amend- 
ments.) The  Pittsburgh  local  sought 
an  amendment  providing  that  its 
members  sign  non-Communist  affi- 
davits or  be  expelled  from  mem- 
bership. 

The  complete  amendment  reads: 
No  person  shall  remain  a  member 
of  this  local  who  is  a  Communist  or 
who  is  affiliated  with  the  Communist 
party  or  any  other  party  or  group 
which  advocates  or  fosters  the  over- 
throw of  the  U.  S.  government  by 
force,  or  by  any  other  illegal  or  un- 
constitutional means.  Every  member 
of  this  local  shall  be  required  to  make 
an  affidavit  that  he  is  not  a  member 
of  the  Communist  party,  or  affiliated 
with  such  party  and  that  he  is  not  a 
member  of  or  supports  any  organiza- 
tion that  advocates  or  fosters  the 
overthrow  of  the  U.  S.  government 
by  force  or  any  illegal  or  unconsti- 
tutional methods.  No  person  shall 
remain  a  member  of  this  local  who 
fails  or  refuses  to  make  such  an  affi- 
davit unless,  in  the  opinion  of  this 
local  board,  such  failure  or  refusal  is 
due  to  justifiable  means. 

No  Further  Interpretation 

It  was  not  explained  what  "justi- 
fiable means"  might  include. 

Because  possible  freezing  of 
wages  by  the  government  as  a 
result  of  the  international  situation 
would  call  a  halt  to  network  nego- 
tiations for  wage  increases,  AFRA 
delegates  authorized  a  meeting  be- 
tween union  and  management  rep- 
resentatives to  study  possible  non- 
inflationary  fringe  benefits  (such 
as  health  and  life  insurance, 
longer  vacations,  shorter  work 
week,  a  welfare  plan).  Possible 
suggestions  were  a  welfare,  or  in- 


surance or  health  fund. 

New  AFRA  officers  for  the  next 
year  are  Knox  Manning,  president; 
five  vice  presidents,  Alan  Bunce, 
Jack  Arthur,  Bert  Buzzini,  Frank 
Nelson  and  Pierre  Pavlin;  secre- 
tary, Vinton  Hayworth,  and  treas- 
urer, -Janet  Baumhover. 


W.  VA.  SESSION 

Meet  Changed  to  Sept.  2-3 

WEST  VIRGINIA  Broadcasters 
Assn.  will  hold  its  fall  meeting  at 
White  Sulphur  Springs,  W.  Va., 
Sept.  2-3,  instead  of  Sept.  8-9,  as 
originally  planned,  according  to 
George  Clinton,  WPAR  Parkers- 
burg,  president  of  WVBA. 

On  Sept.  2,  Oliver  Gramling,  AP 
assistant  general  manager,  will  ad- 
dress the  West  Virginia  AP  Radio 
Assn.,  slated  to  meet  during  the 
WVBA  sessions.  He  also  will  be 
principal  speaker  at  a  luncheon  of 
the  WVBA  Sept.  3.  Mr.  Clinton  is 
chairman  of  association. 

Registration  for  the  meeting  will 
be  Sept.  2  with  business  sessions 
Sept.  3.  All  features  of  the  two-day 
program  will  be  held  as  previously  J 
announced,  Mr.  Clinton  said,  de-  If 
spite  the  advance  of  six  days  in  the 
schedule. 


F&P  EXPANDS  ill 

Adds  Three  in  Chicago  ' 


Mr.  Kieling 


Mr.  Weimers 


1 

XV 


THREE  additions  to  the  staff  of 
Free  &  Peters  Inc.,  in  line  with 
expansion  plans 
for  the  firm's  Chi- 
cago office,  have 
been  announced 
by  Lloyd  Griffi 
vice  president- 

William  B! 
Wiemers  Jr.,  for- 
merly with  Unit- 
ed Stove  Co.,  and 
Richard  F.  Kiel- 
ing, formerly 
with  Mars  Inc. 
(candy) ,  will  spe- 
cialize in  televi- 
sion sales.  John  E.  Erickson  Jr., 
for  the  past  five  years  associated 
with  media  sales  for  the  Chicago 
Herald  American  and  Philadelphia 
Inquirer,  has  been  assigned  to  AM 
radio  sales. 


Mr.  Erickson 


Phiico  Sales  Up 

PHILCO  Corp.'s  sales  in  the  first 
six  months  of  1950  totaled  $147,- 
012,000  and  net  income  was  $6,672,- 
000,  which  was  equivalent,  after 
preferred  dividends,  to  $3.86  per 
common  share,  according  to  Wil- 
liam Balderston,  president. 
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Truck  drivers  are  taught  .  .  .  and  urge  you: 


TO  BE  SAFE,  DRIVE 
"WAY  AHEAD  OF  YOURSELF" 


HERE'S  HOW  TO  DO  IT«.TOLD  BY  SOME  OF  THE  WORLD'S  SAFEST  DRIVERS 


The  men  who  spend  their  lives  on  the  highways,  America's 
truck  drivers,  don't  kid  themselves  when  they  get  behind 
the  wheel. 

They  know,  that  no  matter  how  many  safety  features  are  in 
today's  cars  and  trucks— /^e  driver  is  the  greatest  safety  factor 
of  all.  He's  the  one  who  decides  whether  his  vehicle  will  be 
a  quick,  safe  form  of  transportation.  Or  one  of  destruction. 

It's  not  surprising,  then,  to  find  that  truck  drivers  have  a 


super-safe  highway  code  of  their  own.  "Drive  ahead  of  your- 
self," for  instance,  is  a  precaution  every  driver  can  heed! 

Keep  a  safe  distance  .  ...  be  on  the  alert  for  anything  that 
■might  unexpectedly  happen  at  least  of  a  mile  ahead  .  .  .  b& 
ready  at  a  split-second's  notice  to  avert  tragedy. 

Simple.'  Yes  — and  it  makes  a  whale  of  a  lot  of  sense!  So  take 
this  tip  from  your  "Big  Brothers  of  the  Highways,"  and 
help  make  the  highways  and  streets  — REALLY  SAFE! 


This  message  may  be  reprinted 
in  whole  or  in  part  without 
permission,  upon  notifying 
American  Trucking  Associa- 
tion, Washington,  D.  C. 


AmericanTrucking 


INDUSTRY 


AMERICAN  TRUCKING  ASSOCIATIONS,  WASHINGTON  6,  O.  C. 
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SCHEIDT  SIGNS 

5-Yr.  WFIL-AM-FM-TV  Pact 

A  HALF-MILLION-DOLLAR  five- 
year  radio  and  television  contract 
has  been  signed  by  Adam  Scheidt 
Brewing  Co.  (Valley  Forge  Beer 
and  Ramshead  Ale)  with  WFIL- 
AM-FM-TV  Philadelphia.  Contract, 
eifective  Sept.  11,  is  said  by  the 
station  to  be  the  largest  ever  placed 
by  a  Philadelphia  advertiser  with 
a  single  outlet. 

The  52-weeks  a  year  contract, 
announced  jointly  by  Roger  W. 
Clipp,  WFIL  and  WFIL-TV  gen- 
eral manager,  and  William  R.  Far- 
rell,  vice  president,  Ward  Wheelock 
Co.  (Scheidt  agency),  calls  for 
yearly  renewal  options  at  the  then 
prevailing  rates  on  both  AM  and 
TV. 

Scheidt  will  sponsor  Valley  Forge 
Jamboree,  11  p.m.  to  midnight, 
Monday-Saturday,  featuring  Bob 
Horn,  popular  local  disc  jockey,  on 
AM.  Its  television  sponsorship  will 
be  a  quarter  hour  sports  program, 
also  Monday  through  Saturday, 
featuring  Sportscaster  George 
Walsh  as  host  of  George  Walsh 
Looks  'Em  Over.  Mr.  Horn,  whose 
disc  shows  have  had  ll-years 
steady  sponsorship,  will  be  aired 
over  WFIL  on  an  exclusive  basis. 
Mr.  Walsh,  station  claims,  held  the 
highest  rating  of  all  Philadelphia 
TV  sports  commentators  in  the 
latest  American  Research  Bureau 
survey. 

The  brewing  company  and  the 
stations  will  conduct  a  full-scale 
promotion  campaign  among  dealers, 
distributors  and  the  general  public. 


James  H.  Cooper 

JAMES  H.  COOPER,  63,  WBNS 
Columbus,  Ohio,  newscaster,  died 
Aug.  9  after  a  long  illness.  Mr. 
Cooper  had  been  a  news  commen- 
tator for  the  station  since  1934. 
Before  entering  radio,  he  was  ac- 
tive in  vaudeville  and  theatrical 
stock  companies.  Mr.  Cooper  is  sur- 
vived by  his  wife,  Maude,  and  a 
daughter,  Patti  Cooper  Johnson. 


NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.S.  AREA,  INCL.  SMALL-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

EXTRA  WEEK  JULY  9-15,  1950 


Current 

Rating 

Current  Previous 

Homes 

Rank  Rank 

Programs 

% 

EVENING,  ONCE-A-WEEK 

1  1 

Walter  Winchell  (ABC)   

2  11 

11.1 

3  9 

Mr.  District  Attorney  (NBC)   

10.0 

4  6 

Big  Story  (NBC)   

9.3 

5  40 

6  24 

8.8 

7  36 

Hollywood  Star  Playhouse  (CBS)  . . 

8.6 

8  5 

8.6 

Current 
Rank 


Previous 
Rank 


Programs 


Current 
Rat'-nq 
Hornet 
% 


9  42  Big   Towrn    (NBC)    8.3 

10  4  Richard  Diomond,  Private 

Detective  (NBC)    8.2 

Copyright  1950  by  A.  C.  NIELSEN  CO. 
NOTE:   Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 
RATING"    (%)    to  40,700,000 — the    1950   estimate   of   Total  United 
Staes  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  port  of  the  program,  except  for 
homes  listening  only  1  to  5  minutes. 


JENKINS  CLIENTS 

14  Using  Radio-TV  Time 

RAY  C.  JENKINS,  president  of 
the  newly  formed  Ray  C.  Jenk^'ns 
Advertising  Agency  Inc.,  Minneap- 
olis [Bro.\dcasting,  Aug.  14],  has 
announced  a  list  of  14  accounts  be- 
ing serviced  for  clients  using  radio 
or  television  time,  or  both.  Ac- 
counts are  as  follows : 

Beloved  Rings  Inc.;  Despatch 
Laundry;  Forman,  Ford;  Gedney 
Co.;  La  Belle  Safety  Storage  & 
Moving  Co.;  Minneapolis  Auto 
Dealers;  Marquette  National  Bank; 
Motor  Sales;  Patsey  Motors; 
Spark-O-Liner  Corp.;  Schlampp 
Furs;  Trojan  Inc.;  White  Way 
Cleaners  and  Western  Oil  &  Fuel 
Co. 


WFOB  Stock  Issue 

SENECA  Radio  Corp.,  licensee  of 
WFOB  (FM)  Fostoria,  Ohio,  is 
seeking  authority,  in  an  applica- 
tion filed  with  the  Ohio  secretary 
of  the  state,  to  issue  $40,000  pre- 
ferred stock,  station  has  reported. 
Money  derived  from  sale  of  stock 
will  be  used  for  erection  of  a  higher 
and  modern  tower  atop  the  First 
National  Bank  Bldg.  in  Fostoria 
and  to  finance  an  AM  station  of 
1  kw  when  grant  and  channel  as- 
signment are  made  by  FCC.  Sta- 
tion has  obtained  option  on  a  tract 
of  land  near  Bascom,  Ohio.  Ar- 
rangements were  made  at  an  Aug. 
8  meeting  of  shareholders  in  Sen- 
eca Radio  Corp.,  which  operates 
WFOB  (FM)  on  Channel  288 
(105.5  mc)  with  0.45  kw.  Andrew 
Emerine  is  president  of  the  cor- 
poration. 


P.Y.I. 


(for  your  infonnation).. . 


cities  grow  'out'  not  'up.' .  .  .  Not  reflected  In  population  figures  are  the 
hundreds  upon  hundreds  of  nev/  dwellings  and  miles  of  longstanding  fac- 
tory and  residential  areas  unannexed  by  the  City  of  Terre  Haute,  so  it's 
a  radio  market  of  over  100,000  people,  ail  potential  listeners  to 
WTHI,  CBS  plus  top-flight  local  programming. 
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EELLS  ADDITIONS 

52  on  Tape  Network 

ADDITION  of  52  affiliates  on  its 
program  library-tape  network  was 
announced  last  week  by  Bruce  Eells 
&  Assoc.  Inc.  List  of  new  sub- 
scribers follows: 

WLIO  E.  Liverpool,  Ohio;  KATL 
Houston;  KVEC  San  Luis  Obispo, 
Calif.;  WCOP  Boston;  KRCO  Prine- 
ville  Ore.;  WDEF  Chattanooga,  Tenn.; 
WPLA  Plant  City,  Fla.;  KIUP  Durango, 
Col.;  WTYC  Rock  Hill,  S.  C;  KBYR 
Anchorage,  Alaska;  KRKL  Kirkland, 
Wash  ;  KXGN  Gl endive,  Mont.;  KLPR 
Oklahoma  City;  WKLY  Hartwell,  Ga.; 
KBOA  Kennett,  Mo.;  KHON  Honolulu. 
T  H  ■  WOOF  Dothan,  Ala.;  WNGO 
Mayfield,  Ky.;  KWIE  Kennewick, 
Wash.;  KRUN  Ballinger,  Tex.;  WCFL 
Chicago;  KCKN  Kansas  City,  Mo.; 
KTUR  Turlock,  Calif.;  KLX  Oakland, 
Calif.;  KOFO  Ottawa,  Kan. 

Also,  WCEN  Mt.  Pleasant,  Mich.; 
WGPA  Bethlehem,  Pa.;  KSMN  Mason 
City.  Iowa;  WIBW  Topeka,  Kan.; 
KUGB  Great  Bend,  Kan.;  KVOO  Tulsa, 
Okla  •  WEGO  Concord,  N.  C;  WNAX 
Yankton,  S.  D.;  KNEB  Scottsbluff. 
Neb  •  WJIG  TuUahoma,  Tenn.;  WOKY 
Milwaukee;  WIBG  Philadelphia; 
WDOK  Cleveland;  WBLJ  Dalton,  Ga.; 
WATN  Watertown,  N.  Y.;  WLIL  Le- 
noir City,  Tenn.;  KRIZ  Phoenix;  KHIT 
Lampasas,  Tex.;  WKAB  Mobile,  Ala.; 
WIRJ  Humboldt,  Tenn.;  WVET  Roches- 
ter. N.  Y.;  WMID  Atlantic  City,  N.  J.; 
KCOL  Fort  Collins,  Col.;  WALT  Tam- 
pa, Fla.;  WDWD  Dawson,  Ga.;  WGRA 
Cairo,  Ga.,  and  stations  under  construc- 
tion in  Lebanon,  Ore.,  and  Fort  Valley, 
Ga. 


New  Volume  Goes  to  Press 

INFORMATIVE  as  well  as  docu- 
mentary, Journalism  at  the  Mid- 
Century,  a  collection  of  principal 
speeches  delivered  before  special 
conferences  at  the  Henry  W.  Grady 
School  of  Journalism,  U.  of  Georgia, 
will  be  published  Sept.  15,  the 
school  announced  last  week. 

Edited  by  Dean  E.  Drewey,  of 
the  journalism  school,  who  writes 
an  editor's  preface  giving  bio- 
graphical data  on  each  speaker 
and  other  information,  the  book 
will  be  issued  both  as  a  University 
Bulletin  and  a  University  Press 
edition.  Included  among  speeches 
are  "The  Place  of  Radio  in  Telling 
Industry's  Story"  by  John  A.  Rea- 
gan Jr.,  advertising  and  public 
relations  manager,  Sonoco  Products 
Co.,  Hartsville,  S.  C;  "Radio  and 
TV — Today  and  Tomorrow,"  by  Sol 
Taishoff',  editor  and  publisher, 
Broadcasting-Telecasting;  "Tel- 
evision's Hypnotic  Effects,"  by 
Edward  Weeks,  editor,  Atlantic 
Monthly  and  chairman,  George 
Foster  Peabody  Radio  and  Tele- 
vision Awards  Board. 


ARONOW  RECALLED 

KIYI  Co-Owner  To  Marines 

LT.  CEDOR  B.  ARONOW,  half 
owner  of  KIYI  and  president  of 
Montana  Broadcasters  Inc.,  state 
association,  has  been  called  to  ac- 
tive duty  with  the  U.  S.  Marine 
Corps,  according 
to  William  Mur- 
phy, manager  of 
KIYI. 

Mr.  Aronow, 
who  has  been  ac- 
tive in  the  broad- 
cast industry  for 
about  five  years, 
was  largely  in- 
strumental in 
having  an  active 
Marine  reserve 
unit  located  in 
Shelby,  Mont., 
and  is  vice  commandant  of  the 
national  Marine  Corps  League.  He 
is  a  representative  to  the  state 
legislature  from  his  county  and  was 
responsible  for  enactment  of  legis- 
lation favorable  to  radio  in  Mon- 
tana. Upon  his  departure,  Lt. 
Aronow  and  his  company  received 
"sincere  greetings  and  best  wishes" 
from  Gov.  John  W.  Bonner  of 
Montana. 


(  ! 


Lt.  Aronow 


KEPQ  TRANSFER 

Approved  by  FCC 

CONSENT  has  been  granted  by 
FCC  to  assignment  of  license  of 
KEPO  El  Paso,  Tex.,  from  KEPO 
Inc.  to  KWFT  Inc.,  licensee  of 
KWFT  Wichita  Falls,  Tex.  'Own- 
ership of  both  firms  is  "virtu- 
ally the  same,"  FCC  said,  and  no. 
monetary  consideration  is  involved. 

The  Commission,  however,  stated 
the  transfer  grant  "is  not  to  be 
construed  as  final  approval"  of  the 
qualifications  of  H.  J.  Griffith,  prin- 
cipal stockholder,  in  view  of  FCC's 
current  study  of  the  effect  of  %aola- 
tion  of  Federal  laws  other  than  the 
Communications  Act  [Broadcast- 
ing, May  1].  Mr.  Griffith,  who 
held  52%  interest  in  KEPO  Inc. 
and  owns  47%  of  KWFT  Inc.,  was 
adjudged  guilty  in  a  1948  anti-trust 
proceeding  before  the  U.  S.  Su- 
preme Court  (U.  S.  V.  Griffith  et 
al,  334  U.  S.  100),  FCC  stated. 

Operation  of  both  stations  by 
one  corporate  entity  would  permit 
greater  economy  of  operation  and 
ease  of  administration,  FCC  was 
told  in  the  transfer  applications. 
KEPO  is  assigned  5  kw  fulltime  on 
690  kc,  directional. 
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MAGAZINE  RATES  UP  '"Sf/"' 

NEARLY  a  score  of  national  magazines  have  announced  advertising 
rate  increases  -n-ithin  the  past  fortnight,  many  of  them  without  increasing 
circulation  guarantees. 

In  most  instances  the  publishing  companies  have  explained  that  rising 

costs  have  obliged  them  to  raise  *  

their  rates. 


Among  magazines  announcing 
rate  increases  were  all  the  Curtis 
publications.  Holiday,  beginning 
Februai-y  1951,  will  raise  black- 
and-white  page  rates  from  |3,925 
to  $4,075  and  four-color  page  rates 
from  S5,760  to  §5,980  although  no 
increase  of  circulation  was  claimed. 

The  Saturday  Evening  Post, 
starting  Feb.  3,  1951,  will  raise 
black-and-white  page  rates  from 
811,200  to  §11,760  and  four-color 
page  rates  from  $16,000  to  $17,000 
without  claiming  larger  circula- 
tion. Country  Gentleman,  starting 
February  1951  will  advance  line 
rates  from  §10.25  to  $11.00  with 
no  guarantee  of  additional  circu- 
lation. Ladies  Home  Journal,  in 
February  1951  will  boost  black- 
white  page  rates  from  $12,255  to 
§12,745  and  four-color  page  rates 
from  $16,625  to  §17,460,  circula- 
tion remaining  unchanged. 

American  Home  magazine,  ef- 
fective February  1951,  hikes  black- 
and-white  page  rates  from  §8,665 
to  $9,100  but  is  increasing  its  cir- 
culation guarantee  by  100,000. 
Woman's  Home  Companion  in  Feb- 
ruary increases  black-white  page 
rates  from  §10,250  to  $10,850  and 
says  the  average  net  paid  circula- 
tion will  be  up  an  additional  100,- 
000  by  then.  Collier's,  beginning 
next  month,  raises  black-and-white 
page  rates  from  §8,000  to  $8,600 
but  shows  a  circulation  increase 
of  200,000. 

'Time'  Boosts  Rates 
Tivie  on  Feb.  5,  1951,  increases 
its  basic  rate  from  §5,700  to  §6,200 
but  will  have  a  100,000  circulation 
increase. 

Esquire,  commencing  with  the 
Januai-y  1951  issue,  ■nill  increase 
classified  by  75  cents  a  line,  and  is 
increasing  the  circulation  guaran- 
tee by  50,000  as  of  that  date.  To- 
day's Woman,  beginning  in  Janu- 
arj-  1951,  boosts  black-white  page 
rates  §250,  without  guaranteeing 
any  additional  circulation.  Wom- 
an's Day,  effective  March  1951, 
raises  basic  page  rate  from  $8,250 
to  §9, -330,  but  guarantees  an  addi- 
tional 300,000  circulation. 

McCalls  magazine,  starting  next 
February,  increases  its  basic  page 
rate  from  §10,000  to  $10,400  with- 
out any  change  in  circulation. 
American  Family  magazine,  with 
the  November  issue,  hikes  its 
black-white  page  rates  from  §1,200" 
to  §1,500,  but  offers  a  net  paid  cir- 


129  Local  Accounts 
21  Regional  and  National  Accts. 
2781  Pieces  of  Mail  for  May  '50 
News  —  Accent  on  LOCAL 
Mnsic  — Smarts  —  Special  Events 


culation  increase  of  100,000. 

Child  Life  next  month  advances 
its  basic  page  rate  $140,  and  offers 
ABC  circulation  inci-ease  of  12,864. 
Movie  Life  and  Movie  Stars  Pa- 
rade in  the  near  future  increase 
from  $1,080  to  $1,200. 

The  Hillman  Periodicals  group 
moves  its  rates  from  $750  to  $1,250. 


NARBA  MEET 

Advance   Parley  Maps  Plans 

FURTHER  preparations  for  the 
Sept.  6  resumption  of  the  NARBA 
conference  are  slated  to  be  made 
tomorrow  (Tuesday)  at  a  govern- 
ment-industry conference  called 
last  week  by  FCC  in  cooperation 
with  the  State  Dept. 

The  conference  will  start  at  10 
a.m.  in  the  State  Dept.  Conference 
Room  at  1778  Pennsylvania  Ave., 
NW,  Washington,  D.  C.  As  in  the 
case  of  a  similar  conference  last 
July,  FCC  said,  "any  licensee  or 
other  person  associated  with  or  in- 
terested in  standard  band  broad- 
casting and  its  international  regu- 
lation is  invited  to  attend  and  par- 
ticipate." 

FCC  Comr.  Rosel  H.  Hyde,  chair- 
man of  the  U.S.  NARBA  delega- 
tion, is  expected  to  preside. 

In  the  meantime  Cuba — whose 
still  unresolved  differences  with 
the  U.S.  were  the  chief  stumbling- 
block  at  the  first  NARBA  sessions 
in  Montreal  last  fall — was  reported 
to  have  taken  steps  in  another  field 
which,  observers  felt,  may  sub- 
stantially limit  the  coimnercial  op- 
erations of  her  stations. 

As  a  result  of  a  Presidential  de- 
cree, the  stations  were  reported  to 
be  considering  the  idea  of  eliminat- 
ing all  political  programs — hitherto 
a  financial  mainstay  in  Cuban 
radio. 

The  Presidential  decree,  some- 
what similar  to  the  equal-time  pro- 
visions of  U.S.  radio  laws,  gives 
reply  rights  to  any  individual  who 
considers  that  he  has  been  slan- 
dered or  libeled  in  a  broadcast. 
The  stations  must  grant  reply  time 
or  face  the  penalty  of  loss  of 
license. 

Cuban  stations  are  protesting 
that  it  is  a  function  of  the  courts, 
not  the  government  Radio  Bureau, 
to  decide  when  a  person  has  been 
libeled.  They  also  contend  that  ra- 
dio time  which  already  has  been 
sold  cannot  legally  be  cancelled, 
which  gave  rise  to  the  idea  that  in 
the  future  they  may  curtail  or  elim- 
inate political  programs. 

President  Goar  Mestre  of  the 
CMQ  network  asserted  that  sta- 
tions are  "perfectly  willing  to  per- 
mit anyone  to  reply  to  attacks  on 
our  broadcasts,  and  we  have  made 
it  a  habit  to  grant  such  time."  His 
protest,    he    said,    was  directed 


Taking  their  turn  at  the  nv'  — 
ing  the  opening  ceremonies  of 
WSGW  are  Arthur  Treanor  (I), 
50%  owner  of  WFDF  Flint,  Mich., 
and  Mr.  Booth. 

against  the  use  of  an  administra- 
tive body  to  decide  questions  of 
law  which  should  be  handled  in  the 
courts. 

In  Washington,  meanwhile,  Mex- 
ican Telecommunications  Director 
Miguel  Pereyra  conferred  last  week 
with  FCC  and  State  Dept.  authori- 
ties in  informal  discussions  re- 
portedly centering  on  border  TV  al- 
locations (not  a  NARBA  subject) 
as  well  as  preparations  for  the 
NARBA  conference  itself  [Broab- 
CASTING,  Aug.  14].  The  NARBA 
sessions  will  be  held  in  Washing- 
ton, commencing  Sept.  6. 

U.  S.  Chairman  Hyde  told 
Broadcasting  the  conversations 
with  the  Mexican  official  should 
prove  helpful  in  the  accomplish- 


WSGW  SAGINAW 

New  Booth  Outlet  Opens 

WSGW  Saginaw,  Mich.,  owned  and 
operated  by  Booth  Radio  &  Televi- 
sion Stations  Inc.,  began  operations 
Aug.  11  with  a  dedicatory  program 
including  addresses  by  Mayor 
Koepke  and  John  L.  Booth,  presi- 
dent of  the  Booth  organization. 

In  his  message,  Mr.  Booth  termed 
radio  as  "the  greatest  means  of 
news  dissemination  the  world  has 
ever  known."  He  further  stressed 
that  WSGW  looked  upon  good  ra- 
dio as  "our  opportunity  and  re- 
sponsibility." In  conclusion,  Mr. 
Booth  told  of  the  station's  appli- 
cation to  the  FCC  for  television 
facilities  in  Saginaw. 

The  new  MBS  outlet's  general 
manager  is  Robert  W.  Phillips,  who 
is  also  vice-president  and  director 
of  the  Booth  enterprises.  Other 
staff  personnel  include:  Vincent 
Picard,  sales  manager;  Eugene  El- 
lerman,  commercial  manager;  Jack 
Travers,  chief  engineer. 

WSGW  operates  with  1  kw  on 
790  kc  fulltime.  Mr.  Booth  also  is 
president  and  sole  o\\Tier  of  WJLB- 
AM-FM  Detroit  and  WBBC  Flint. 

ment  of  a  successful  conference. 
Participation  of  the  Mexican  dele- 
gation, he  asserted,  should  remove 
some  of  the  uncertainties  which 
existed  in  the  Montreal  proceed- 
ings when  that  nation  found  it 
impossible,  because  of  other  com- 
mitments, to  be  present. 


•  No  Need  to  Buy  Costly  Additional  Arms  and  Equalizers 

•  Operates  through  your  present  9-A  Switch  &  Filter 

•  Replace  Diamond  or  Sapphire  Points  yourself  in  a  few  minutes 

•  Better  Fidelity — Less  Needle  Scratch — Higher  Output 

This  G.  E.  RELUC- 
TANCE HEAD  and 
ADAPTER  is  Inter- 
changeable with  any 
standard  9-A,  which 
can  continue  to  be 
used  for  Vertical  or 
Lateral  transcriptions. 
Impedances  are 
matched.  Available 
also  In  MICRO- 
GROOVE  type  if  de- 
sired. 


Sapphire  point  $2.10  add'! 
— Diamond   also  available 


BROADCAST  SERVICE  CO, 

334  Arcade  BIdg.  St.  Louis,  Mo 
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Cars  keep  rolling  off  line 
when  parts  ^^fly"  to  the  iob 


Increased  production  at  a  West  Coast  assembly  line  caused  a  parts 
shortage.  Shipment  in  transit  was  located  at  St.  Louis  in  late  afternoon 
and  Air  Expressed  to  coast.  Delivered  5  A.M.  next  morning.  Speed  Uke  this 
keeps  production  rolling,  lets  you  meet  every  delivery  date.  The  cost? 
Shipping  charge  for  50-lb.  carton:  §24.56. 


You  get  door-to-door  serv- 
ice included  in  the  low  rate. 
This  makes  the  world's  fast- 
est transportation  method 
convenient  and  easy  to  use. 
Specify  it  regularly  to  keep 
customer  service  high — and 
high-cost  inventories  low. 


Shipments  go  on  all  Sched- 
uled Airline  flights.  Speeds 
up  to  5  miles  a  minute — 
dependable  service,  experi- 
enced handhng.  For  fastest 
shipping  action,  phone  Air 
Express  Division,  Railway 
Express  Agency.  (Many 
low  commodity  rates  in 
effect.  Investigate.) 


Only  Air  Express  gives  you  all  these  advantages: 

World's  fastest  transportation  method. 
Special  door-to-door  service  at  no  extra  cost. 
One-carrier  responsibility  all  the  way. 

1150  cities  served  direct  by  air;  air-rail  to  22,000  off-airline  points. 
Experienced  Air  Express  has  handled  over  25  million  shipments. 


Rates  Include  pick-up  and  delivery  door 
to  door  in  all  principal  towns  and  cities 


A  service  of 

Railway  Express  Agency  and  the 


SCHEDULED  AIRLINES  of  the  U.S. 


CBS  FALL  PLANS 

Western  Radiomen  Confer 

SOME  50  CBS  station  and  network 
executives  from  the  western  states 
and  Alaska  gathered  at  KCBS  San 
Francisco  Aug.  7  for  their  annual 
Program  Promotion  Clinic.  Exec- 
utives reviewed  CBS'  fall  campaign 
plans  and  discussed  individual  and 
cooperative  promotion  techniques, 
with  Louis  Hausman,  CBS  sales 
promotion  and  advertising  vice 
president,  presiding,  and  Arthur 
Hull  Hayes,  CBS  vice  president 
and  general  manager  of  KCBS, 
serving  as  host  to  the  group. 

Meeting  was  given  over  mainly 
to  round-table  discussion  and  spe- 
cial talks  by  Mr.  Hausman,  Jules 
Dundes,  sales  manager  of  KCBS, 
and  John  Cowden,  of  CBS.  Mr. 
Hausman  also  met  to  discuss  sta- 
tion problems  with  individual  per- 
sonnel of  the  stations. 

In  attendance  at  the  two-day  session 
were:  E.  S.  Mittendorf,  KOPO  Tucson; 
Eugene  T.  Flaherty,  KSCJ  Sioux  City, 
Iowa;  John  F.  Connors,  KLZ  Denver; 
John  Asher,  Ralph  Taylor  and  William 
Tankersley,  KNX  Los  Angeles;  George 
Ketcham,  KTUL  Tulsa;  Frank  Webb, 
KFH  Wichita;  R.  Lee  Black,  KIMA 
Yakima,  Wash.;  Paul  R.  Bartlett,  KFRE 
Fresno;  Graham  Moore,  KCBQ  San 
Diego;  Dorothy  Fanning,  KCMJ  Palm 
Springs,  Calif.;  Sherrill  Taylor,  KSL 
Salt  Lake  City;  Loren  B.  Stone,  KIRO 
Seattle;  Arthur  L.  Wilde,  CBS;  Edith 
Smith,  KGDM  Stockton,  Calif.;  Bill 
Ratcliffe.  KROY  Sacramento;  F.  E. 
Lackey,  WHOP  Hopkinsville,  Ky.;  Jim 
Manning,  KXLY  Spokane;  A.  J.  Mosby, 
KGVO  Missoula,  Mont.;  Dave  McKay, 
KOLO  Reno;  James  D.  Russell,  KVOR 
Colorado  Springs;  William  T.  Wagner, 
Alaska  Broadcasting  Co.;  John  Speer, 
WJEF  Grand  Rapids,  Mich.;  Charles  H. 
Garland,  KOOL  Phoenix;  John  Cowden, 
Louis  Hausman  and  Irving  Fein,  CBS; 
Don  Quinn  and  Neil  Mclntyre,  KXOC 
Chico,  Calif.;  Arthur  Hull  Hayes,  Jules 
Dundes,  Walter  Conway,  Evelyn  Clark, 
Hank  Basayne  and  Ann  Dudley,  all  of 
KCBS. 


BOSTON  U.  COURSES 

Radiomen  Named  to  Teach 

NINE  Boston  radiomen  will  be 
among  the  instructors  who  will 
teach  students  of  daytime  and  eve- 
ning courses  at  Boston  U.'s  School 
of  Public  Relations  during  the  com- 
ing academic  year  beginning  Sept. 
18.  Operation  of  WBUR  (EM), 
which  devotes  broadcasts  to  clas- 
sical music  and  educational  pro- 
gramming, will  be  one  of  the  stu- 
dent activities,  according  to  Dr. 
Daniel  L.  Marsh,  university  presi- 
dent, and  Prof.  Samuel  B.  Gould, 
director  of  radio  speech  and  the- 
atre. 

Broadcasters  appointed  for  the  1950- 
51  year  include:  Ronald  Cochran,  news 
editor,  WCOP;  Harold  Dorschug.  chief 
engineer,  WEEI;  Avner  Rakov,  music 
director,  WBZ-AM-TV;  Gene  King, 
program  manager,  WCOP;  John  Wil- 
koff,  promotion  manager,  WCOP;  Col- 
ton  (Chick)  Morris,  special  events 
director,  WBZ-AM-TV;  Fred  Garrigus, 
public  affairs  director,  WEEI;  John 
Maloy,  former  program  director,  WCOP 
and  WEEI;  Henry  Lundquist,  produc- 
tion manager,  WCOP.  Kelsey  Sweatt, 
radio  director,  Massachusetts  State 
Dept.  of  Education,  and  three  others — 
a  Boston  attorney,  newspaper  drama 
critic,  and  professional  makeup  artist 
— also  will  serve  as  instructors. 


WCSI  (FM)  Columbus,  Ind.,  pre- 
sented special  award  of  Bartholomew 
County  Foundation  for  Youth  honor- 
ing station's  services  in  promoting 
summer  youth  camp  sponsored  by 
foundation. 


HOW  LONG  A  WAIT? 

Coy  Cites  Application  Work 

HOW  LONG  can  an  applicant 
nowadays  expect  to  be  kept  waiting 
for  FCC  action  on  his  application? 
FCC  Chairman  Wayne  Coy  gave 
the  latest  official  estimate  in  his 
testimony  on  the  McFarland  Bill 
[Broadcasting,  Aug.  14]  when  he 
said : 

At  the  present  moment,  under  ex- 
isting Commission  procedure,  it  is 
estimated  that  the  standard  broad- 
cast radio  applications,  which  are  be- 
ing filed  at  the  rate  of  approximately  t 
30  to  40  per  month,  can  be  acted  upon 
either  by  a  grant  without  hearing  or 
by  designation  for  hearing  within  a 
period  of  six  to  eight  months,  depend- 
ing upon  whether  or  not  such  appli- 
cations involve  complicated  engineer- 
ing problems  requiring  extensive  con- 
sideration by  the  Commission's  engi- 
neering staff. 

If  a  hearing  is  required  an  addi- 
tional delay  of  six  months  or  more 
results. 

The  period  of  time  for  considera- 
tion of  FM  applications  is  consider- 
ably less. 

However,  it  is  expected  that  with 
the  resumption  of  processing  of  ap- 
plications for  television  stations 
there  will  be  a  great  many  such  ap- 
plications, most  of  which  will  require 
a  hearing,  and  that  while  such  hear- 
ings can  be  designated  within  a  com- 
paratively short  period  of  time  after 
the  filing  of  the  application,  the  large  ' 
number  of  hearings  required  will  re- 
sult in  inevitable  delay  in  reaching 
the  final  conclusion  and  additional 
periods  of  time  may  be  inevitable  if 
the  Commission's  appropriation  for 
employing  staff  personnel  is  reduced 
below  present  levels. 

...  It  must  also  be  kept  in  mind  ; 
that  the   Commission  must  perform  . 
other  important  functions  in  addition  | 
to  passing  on  individual  applications, 
such  as  rule-making  and  other  regu- 
latory functions.  ... 


REGION  REPORT 


Nielsen  Corrects  Percentages 

A.  C.  NIELSEN  CO.  research  as 
of  May  1  shows  that  the  North- 
eastern states  share  of  all  radio 
radio  homes  is  279!:,  and  that  in 
this  territory  26.8%  of  all  radio 
homes  have  TV  sets.  The  Nielsen 
Co.  made  this  report  to  correct  a 
previous  report  by  regions  [Broad- 
casting, July  31]. 

The  East  Central  states  share  of 
all  radio  homes  is  219^,  and  179<- 
of  the  radio  homes  have  TV.  The 
West  Central  share  of  all  radio 
homes  is  179r  and  in  this  area  6% 
of  all  radio  homes  have  TV.  The 
Southern  territory's  share  of  all 
U.  S.  radio  homes  is  22%  and  in 
this  area  49'f  of  radio  homes  have 
TV.  The  Pacific  area's  share  of  all 
U.  S.  radio  homes  is  13%,  and  in 
this  area  12.39c  of  the  radio  homes 
have  TV. 


Why  buy  2  or  more... 
do  1  big  sales  job  \ 

on  "RADIO  BALTIMORE  '  ^ 

IE%  IVBAL 
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HERE  is  notable  G-E  design  progress  over  earlier  Lighthouse 
Types  GL-2C38  and  GL-2C39,  which  in  turn  originated  in  the 
laboratories  of  General  Electric  Company  as  the  fruition  of  many 
years  of  tube  pioneering  work. 

Newest,  most  efficient  of  planar  types  that  make  real  the  vast  possi- 
bilities of  the  microwave  regions,  the  GL-2C39-A  combines  physical 
compaaness  (2%  by  1%  inches)  with  excellent  characteristics  as  a 
power  amplifier,  oscillator,  or  frequency  multiplier. 

Important  fields  of  use — where  the  GL-2C39-A's  suitability  is  so 
marked  that  designers  are  making  this  fine  tube  their  first  choice- 
include: 

%  Aircraft  traffic  and  location  controls 

#  Broadcast  relay  equipment 

#  Microwave  test  apparatus 
0  Military  communications 

#  Utility  telemetering  and  communication  systems 

On  these  .  .  .  and  other  .  .  .  applications,  General  Electric  tube  en- 
gineers will  be  glad  to  work  closely  with  you,  and  with  the  men  at 
your  drawing-boards  who  handle  the  details  of  circuit  design.  G-E 
experience  with  u-h-f  types  that  goes  back  nearly  two  decades,  and 
includes,  countless  individual  applications,  is  yours  for  the  asking. 

Phone,  wire,  or  write  for  immediate  response  to  your  inquiry 
about  the  price  of  the  GL-2C39-A,  or  for  performance  facts  beyond 
those  given  in  the  right-hand  column.  Address  Electronics  Depart- 
ment, General  Electric  Company,  Schenectady  5,  New  York. 


GL-2C39-A 

ELECTRICAL 
*tHARACTERISTICS 

Cathode  coated  unipotentlal 

Heater  voltage  6.3  v 

Heater  current  1.0  amp 

Amplification  factor,  average  100 
Direct  interelectrode 

capacitances,  average: 
Grid-plate  1.95  |i(ifd 

Grid-cathode  6.50  (ijifd 

Plate-cathode  0.035  pi  (ifd 

Transconductance,  average 
(lb  =  70ma,  Eb  =  600  v) 

22,000  jimhos 

MAX  RATINGS,  R-F  POWER 
AMPLIFIER  SERVICE 

Class-C  FM  Telephony  or  Telegra- 
phy, key-down  conditions,  perlube. 

D-c  plate  voltage  1,000  v 

D-c  cathode  current  125  ma 

D-c  grid  voltage  — 150  v 
Peak  positive  r-f  grid 

voltage  30  v 
Peak  negative  r-f  grid 

voltage  — 400  v 

Plate  dissipation  100  w 

Grid  dissipation  2  w 


GENERAL 


ELECTRIC 
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Here's  the  World's  Champ  hypo  for 


For  further  details  on 


tello-test 


consult  the  radio  stations  below,  or  get  in 


touch  with  America's  "hep"  radio  representatives  who  know  that  tello-test 
hypos  ratings,  and  is  a  fertile  field  for  national  spot  business. 

For  tfillO-tfiStS  SUCCESS  STORY,  wrife  Walter  Schwimmer,  Pres. 
Radio  Features,  Inc.,  75  E.  Wacker  Drive,  Chicago  1. 


tello-test  Stations 


(by  the  time  this  goes  to  press,  we  will  most  likely  have  added  a  dozen  more!) 


Albany,  N.  Y  WROW 

Allentown,  Pa  WKAP 

Altoona,  Pa  WJSW 

Ames,  Iowa  KASI 

Asbury  Park,  N.  J  WJLK 

Asheville,  N.  C  WWNC 

Atlanta,  Ga  WAGA 

Atlantic  City,  N.  J  WMID 

Augusta,  Ga  WGAC 

Augusta,  Maine  WRDO 

Austin,  Minn  KAUS 

Baltimore,  Md   .WITH 

Bangor,  Maine  WLBZ 

Battle  Creek,  Mich  WELL 

Beaumont,  Texas  KPBX 

Beckley,  W.  Va  WWNR 

Benton  Harbor,  Mich  WHFB 

Biddeford,  Maine  WIDE 

Biloxi-Gulfport,  Miss  WLOX 

Binghamton,  N.  Y  WENE 

Birmingham,  Ala  WSGN 

Bloomsburg,  Pa  WCNR 

Boston,  Mass  WNAC 

Bridgeport,  Conn  WiCC 

Bristol,  Tenn  WOPI 

Buffalo,  N.  Y  WKBW 


Cartersville,  Ga  WBHF 

Casper,  Wyoming  KVOC 

Cedar  Rapids,  Iowa  KCRG 

Charleston,  So.  C  WUSN 

Chicago,  III  WGN* 

Chicago,  III  WGN 

Cincinnati,  Ohio  WKRC 

Cleveland,  Ohio  WJW 

Cloquet,  Minn  WKLK'' 

Columbus,  Ga  WGBA 

Concord,  N.  C  -. . .  WEGO 

Crookston,  Minn  KROX 

Dayton,  Ohio  WING 

Denver,  Colo  KFEL 

Des  Moines,  Iowa  KRNT 

Detroit,  Mich  WJBK 

Duluth,  Minn  WDSM 

Durango,  Colo  KlUP 

Eau  Claire,  Wis  WBIZ 

Elizabeth  City,  N.  C  WGAI 

El  Paso,  Texas  KTSM 

Evansville,  Ind  WJPS 

Fargo,  N.  D  WD  AY 

Flint,  Mich  WBBC* 

Flint,  Mich  WTAC 

Fort  Wayne,  Ind  WKJG 


Fulton,  N.  Y  WOSC 

Gainesville,  Fla  WRUF 

Grand  Forks,  N.  D  KILO 

Grand  Rapids,  Mich  WFUR* 

Grand  Rapids,  Mich  WOOD 

Green  Bay,  Wis  WDUZ 

Greenville,  S.  C  WMRC 

Honolulu  KPOA 

Hattiesburg,  Miss  WHSY 

Hayes,  Kansas  KAYS 

Horneli,  N.  Y  WWHG 

Hudson,  N.  Y  WHUC 

Hartford,  Conn  WONS 

Indianapolis,  Ind  WIBC 

Jackson,  Miss  WRBC 

Johnstown,  Pa  WCRO 

Kansas  City,  Mo  WHB 

Kingston,  N.  Y  WKNY 

Kittanning,  Pa    WACB 

Knoxville,  Tenn  WROL 

LaCrosse,  Wis  WLCX 

Lafayette,  La  KVOL 

Las  Vegas,  Nevada  KLAS* 

Laurel,  Miss  WLAU 

Lewistown,  Pa  WMRF 

Liberty,  N.  Y  WVOS 


broadcasting  tune-test,  the  show  that  gives  tello-test  a  terrific  run  for  the  money! 
"I"  Don  Lee  Network. 
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TIME-BUYERS  ABOUT  TO  PLACE 
SPOT  RADIO  BUSINESS  FOR  FALL- 


30t  radio 


results ! 


lello-test 


syndicated  on  over  250 
radio  stations  coast-to-coast,  is  the  radio  show  with  America's  top 
listenership  ratings,  plus  a  record  for  sales  results  that  will  knock 
your  eye  out! 

TELLO-TEST  is  the  granddaddy  of  all  telephone  quizzes— the  show 
that  started  the  craze  for  give-aways. 

I  If  you  are  buying  spot  radio  programs  or  spot  announcements  for 

fall— check  the  following  radio  stations  first  before  you  complete 
your  schedules.  If  there  are  availabilities  in  TELLO-TEST  in  any  of 
these  markets,  you're  lucky  .  .  .  and  your  sales  will  hit  the  jackpot! 


Little  Rock,  Arkansas  KARK 

Lock  Haven,  Pa  WBPZ 

Logansport,  Ind  WSAL 

Los  Angeles,  Calif  KHJf 

Louisville,  Ky  WKLO* 

Louisville,  Ky  WLOU 

Lebanon,  Pa  WLBR 

Macon,  Ga  WNEX 

Madison,  Wis  WISC 

Marion,  III  WGGH 

Martinsburg,  W.  Va  WEPM 

Memphis,  Tenn..  WMPS 

Merrill,  Wis  WLIN 

Miami,  Fla  WGBS 

Michigan  City,  Ind  WIMS 

Milwaukee,  Wis  WISN 

Minneapolis,  Minn  KSTP 

Minot,  N.  D  KLPM 

Moline,  III  .  WQUA 

Montgomery,  Ala  WMGY 

Montreal,  Canada  CFCF 

Mt.  Carmel,  III  WVMC 

Muskogee,  OkIa  KBIX 

Nashville,  Tenn  WLAC 

Neenah,  Wis  WNAM 

Newburgh,  N.  Y  WGNY 


New  Orleans,  La  WDSU 

Newport  News,  Va  WGH 

New  York,  N.  Y  WOR 

Ogden,  Utah  KOPP 

Oklahoma  City,  OkIa  KOMA 

Ottumwa,  Iowa  KBIZ 

Oneonta,  N.  Y  WDOS 

Orangeburg,  So.  C  WRNO 

Peoria,  III  WIRL 

Philadelphia,  Pa  WIP 

Pine  Bluff,  Ark  KOTN 

Pittsburgh,  Pa  KDKA 

Portland,  Maine    WCSH 

Portland,  Oregon  KGW* 

Portland,  Oregon  KPOSf 

Pottsville,  Pa  WPAM 

Poughkeepsie,  N.  Y  WKIP 

Providence,  R.  I  WEAN 

Reading,  Pa  WRAW 

Roanoke,  Va  WSLS 

Rochester,  N.  Y  WHAM 

San  Francisco,  Calif  KFRCt 

St.  Louis,  Mo  KXOK 

Saginaw,  Mich  WSAM 

Salt  Lake  City,  Utah  KUTA 

Savannah,  Ga  WTOC 


Seattle,  Wash  KVIf 

Shamokin,  Pa  WISL 

Sheboygan,  Wis  WHBL 

Shreveport,  La  KTBS 

Sioux  City,  Iowa  KSCJ 

Sioux  Falls,  So.  D  KSOO 

Spokane,  Wash  KHQ 

Springfield,  Mo  KITS 

Springfield,  Ohio  WIZE 

Steubenville,  Ohio  WSTV 

Syracuse,  N.  Y  WSYR 

Topeka,  Kansas  WREN 

Tulsa,  OkIa  KTUL 

Valley  City,  N.  D  KOVC 

Victoria,  Texas  KNAL 

Vineland,  N.  J  WWBZ 

Warsaw,  Indiana  WKAM 

Washington,  D.  C  WWDC 

Washington,  D.  C  WWDC* 

Watertown,  N.  Y  WAIN 

Wheeling,  W.  Va  WWVA 

Wichita,  Kansas  KFH 

Worcester,  Mass  WAAB 

York,  Pa  WSBA 

Youngstown,  Ohio  WFMJ 

Zanesville,  Ohio  WHIZ 


plus  complete  Don  Lee  Network. 
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Business,  As  Usual 

DESPITE  the  fact  that  some  people  have 
counted  radio  out  or  at  least  wobbling,  there 
is  every  indication  that  broadcasting  is  headed 
for  a  record  volume  this  fall. 

The  nationwide  report  appearing  in  this 
issue  forecasts  favorable  times  ahead  for  AM. 

There  is  unanimous  belief  that  spot  broad- 
casting this  fall  will  exceed  the  levels  of  last 
year.  And,  although  network  advertising  vol- 
ume so  far  sold  for  October  is  about  90%  of 
the  business  that  was  actually  on  the  air  in 
October  of  1949,  the  chances  are  good  that 
within  the  next  month  and  a  half  new  sales 
will  make  up  the  difference.  The  chances  are 
almost  as  good  that  network  volume  in  Octo- 
ber will  exceed  that  of  October  1949. 

These  do  not  seem  to  be  the  measurements 
of  an  expiring  medium. 

One  factor  of  uncertainty  that  exists  in 
radio,  as  in  most  other  businesses,  is  the  na- 
tion's semi-war  status.  So  far  the  effects  of 
increased  government  buying  in  the  shift  to- 
ward a  war  economy  have  been  almost  negli- 
gible so  far  as  radio  advertising  is  concerned. 

Television  and  the  war  notwithstanding, 
radio  business  looks  fine. 


Gross  Up;  Net  Down 

THERE'S  a  lesson  in  simple  economics  to  be 
gleaned  from  the  new  Dolierty-Baker  study  of 
station  operations  last  year.  Station  income 
was  up,  but  high  onerating  costs  reduced  prof- 
its before  taxes  to  the  lowest  point  in  history. 

Richard  P.  Doherty,  NAB  Employe-Employer 
Relations  director,  is  telling  this  story  graph- 
ically to  broadcasters  attending  the  current 
series  of  district  meetings.  Overhead  absorbed 
85.3%  of  revenue  of  average  stations  in  the 
black,  leaving  14.7%  as  the  margin  before 
taxes.    Previous  high  was  83%  in  1938. 

Nearly  one-third  of  the  stations  on  the  air 
in  1949  were  in  red  ink.  Not  all  of  them  were 
post  World  War  II  newcomers.  About  17% 
had  been  on  the  air  10  or  more  years. 

These  figures  probably  come  as  no  surprise. 
Well-managed  stations,  using  stringent  cost 
control,  have  suffered  no  serious  reverses. 

The  future,  however,  is  not  easily  predicted. 
It  is  impossible  to  ascertain  what  the  war- 
time economy  will  bring.  Man-power  shortages 
are  ahead.  Overhead  items  may  go  higher. 
But  wind-fall  business  should  increase — if 
business  follows  the  pattern  of  World  War  II. 

The  printed  media  many  months  ago  aban- 
doned the  traditional  "circulation"  yardstick 
as  the  basis  for  pegging  space  rates.  They 
have  resorted  to  operating  costs  as  the  de- 
nominator. Numerous  consumer  publications 
have  announced  substantial  rate  increases. 
Newspapers  are  following  suit. 

Radio,  on  the  other  hand,  finds  itself  battling 
the  organized  national  advertisers  against  a 
rate  decrease.  Radio  points  not  only  to  in- 
creased overhead,  but  to  increased  circulation. 
Ten  million  new  receivers  will  have  rolled  off 
the  production  lines  by  the  year's  end,  as 
against  six  million  TV  receivers. 

It  seems  preposterous — a  campaign  for  de- 
creased radio  rates,  while  the  competitive 
printed  media  increase  theirs,  so  far  without 
a  murmur  of  complaint.  That's  because  the 
newspapers  and  magazines  have  sold  them- 
selves in  the  post-war  years,  while  radio  has 
coasted.  Radio's  story  is  expanded  circulation 
and  results.    The  story  cannot  tell  itself. 
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Blunt  Weapons 

THERE  ARE  many  conspicuous  weak  points 
in  the  argument  advanced  by  the  Assn.  of 
National  Advertisers  in  its  drive  to  depress 
radio  rates.  The  weakest,  perhaps,  is  that  it 
hasn't  sold  its  own  membership  on  the  validity 
of  its.  case.  One  national  account,  which  must 
remain  nameless,  laments  the  use  of  "blunt 
weapons"  by  its  parent  association.  Says  this 
important  national  advertiser: 

It  is  a  fact  that  radio  reaches  more  con- 
sumers per  dollar  than  any  other  good 
medium  I  have  encountered  during  years 
in  the  advertising  business. 
Nowhere  did  ANA  mention  any  comparison 
of  radio  costs  with  those  of  other  media.  It  is 
hard  to  believe  that  this  was  accidental. 

A  study  made  by  NBC  in  the  Boston  market 
last  May  is  illustrative  of  the  trouble  the  ANA 
would  have  borrowed  if  it  had  ventured  into 
the  ticklish  discussion  of  the  relation  of  radio 
costs  to  those  of  newspapers,  magazines  and 
TV.  Cost-per-thousand  listeners  to  radio  or 
TV  or  noters  of  a  printed  ad  in  Boston  was 
$1.82  for  radio,  $3.33  for  TV,  $3.43  for  Life 
magazine,  $3.59  for  This  Week  magazine  and 
$3.95  for  the  Boston  Post.  A  survey  by  KTUL 
in  Tulsa  produced  corresponding  results. 

If  it  had  considered  these  statistics,  the 
ANA  committee  would  have  found  it  impos- 
sible to  justify  the  20%  cut  proposed  in  night 
rates  on  NBC's  affiliate  in  Boston.  A  100% 
increase  would  have  been  more  like  it. 

ANA's  obvious  reluctance  to  compile  statis- 
tics comparing  radio  with  other  media  should 
encourage  broadcasters  to  speak  up  to  this 
point  as  often  and  as  vehemently  as  they  can. 

This  ANA  campaign  may  teach  broadcast- 
ers (networks  and  stations  alike)  a  lesson 
not  yet  learned.  They  may  discover  the  value 
of  their  medium,  and  charge  accordingly. 


UN's  Inside  Story 

RADIO  ACTION  speaks  louder  than  its  words. 
This  has  been  demonstrated  these  past  three 
weeks  in  the  broadcasts  and  telecasts  of  the 
United  Nations  Security  Council. 

The  spontaneous  reaction  has  been  tremen- 
dous. Newspapers  which  have  berated  radio 
and  TV  for  their  programming  have  ac- 
claimed networks  and  stations  • —  both  AM 
and  TV — in  bringing  to  the  nation  the  spec- 
tacle of  Security  Council  debates  under  the 
gavel  of  Russian's  truculent  Jacob  Malik. 

Millions  of  Americans,  to  whom  interna- 
tional affairs  always  have  been  remote,  ether- 
eal power  politics,  have  acquired  a  new  and 
appalling  concept  of  world  intrigue.  They 
know  now  that  the  Soviets  are  the  great  threat 
to  world  peace  and  that  unless  they  are 
checked  a  third  World  War  is  inevitable. 
They  know  now  the  difficulties  which  have 
confronted  the  United  States  in  its  foreign 
policy  with  Russia  since  the  days  of  Yalta. 

The  aroused  public  opinion  resulting  from 
the  UN  radiocasts  may  not  sway  the  Kremlin. 
But  they  have  gone  a  long  way  toward  con- 
vincing America  and  the  non-Red  world  that 
Russia  does  not  want  peace. 

Radio  and  TV,  perhaps  unwittingly  at  the 
outset,  have  performed  probably  the  most  out- 
standing public  service  in  history.  If  radio 
had  been  at  the  peace  table  in  1945,  the  spectre 
of  another  war  might  not  confront  us  today. 

If  there  were  trigger-happy  militarists,  who 
at  the  outset  of  the  Korean  war,  felt  that  TV 
and  perhaps  radio  would  be  expendable  in  a 
war  economy,  they  doubtless  have  now  altered 
their  concepts.  Never  has  there  been  a  more 
powerful  demonstration  of  radio's  prowess  as 
a  weapon. 


jf-our  respects  to: 


KLAUS  LANDSBERG 


WHEN  the  history  of  television  is  chron- 
icled, the  name  of  Klaus  Landsberg  is 
certain  to  figure  prominently.  Pro- 
gram-wise and  technical-wise,  TV  in  the 
United  States  and  Europe  owes  a  great  deal 
to  the  man  who  now  bears  the  title  of  vice 
president  of  Paramount  Television  Productions 
Inc.,  and  general  manager  of  KTLA  (TV)  Hol- 
lywood. 

Though  only  in  his  middle  30's,  Mr.  Lands- 
berg is  recognized  as  a  pioneer  in  the  industry, 
having  been  actively  engaged  in  video  for  more 
than  16  years.  Besides  many  technical  inven- 
tions and  improvements,  credits  list  direction 
and  production  of  more  than  2,000  separate 
telecasts,  including  over  300  remotes. 

Mr.  Landsberg  lays  claim  to  many  video 
"firsts."  With  Jack  0.  Gross,  president  and 
general  manager  of  KFMB-TV  San  Diego,  he 
inaugurated  the  West  Coast's  first  video  net- 
(Continued  on  page  57) 


Static  and  Snow 

By  AWFREY  QUINCY 

BETWEEN  the  dark  and  the  daylight  as  the 

toilers  homeward  scour 
There  used  to  be  a  segment  long  known  as  the 

CHILDREN'S  HOUR. 
Once  it  was  Injuns  and  cowboys,  monkey-men, 

pirates  and  planes; 
Burglars,  brigands  and  decoys,  hoodlums  and 

cops  matching  brains. 
Atoms,  missiles  and  rockets,  space  ships  to 

Venus  and  Mars 
Constantly  stretching  their  dockets  to  take  in 

all  planets  and  stars. 
Somehow  the  appetite  jaded,  somewhere  the 

thrill  ran  out, 
As  juvenile  interest  faded  and  taste  took  a 

turnabout. 

A  most  surprising  transition,  as  the  pendulum 
rapidly  swung 

And  kid  thrillers  got  competition  from  pro- 
grams not  meant  for  the  young. 

Programs  of  mystery  and  murder,  vivid,  ab- 
normal and  chill, 

Bizarre,  absurd  and  absurder,  as  writers 
reached  limits  of  skill. 

There  was  gnashing  of  teeth  and  wailing  that 
morals  had  hit  the  skids 

But  most  of  those  doing  the  flailing  never  both- 
ered to  raise  any  kids. 

For  while  millions  of  youngsters  were  listen- 

(Continued  on  page  55) 
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LOCAL  ADVERTISERS 

BUY  ^^^^ao/^^fo^^i^^/ 

Top  automobile  dealer  and  giant 
department  store  choose  WFAA-created 
programs  for  television  advertising 

Because  of  WFAA's  reputation  for 
knowmanship  in  creating  programs  that 
sell,  its  locally  produced  shows,  "The 
Early  Birds"  and  "Webster  Webfoot," 
were  first  choice  of  the  Earl  Hayes  Chev- 
rolet Company  and  Sanger  Bros.,  Dallas, 
for  televising. 

Sanger  Bros,  bought  the  5:30-6:00  spot, 
Monday  through  Friday,  for  talking  duck 
"Webster  Webfoot,"  and  Earl  Hayes  who 
sponsors  "The  Early  Birds,"  radio's  oldest 
breakfast-time  variety  show,  now  pre- 
sents them  on  television  six  nights  a  week. 


820KC-N8e  »  S70iCC-ilBC 

TEXAS  QUALITY  NETWORK 
Rodio  Service      fhe  DALLAS  MORNING  NEWS 

REPRESENTED  NATIONALLY  BY   EDWARD  PETRY  &  CO.,  INC. 


WHERE     YOUR     ADVERTISING     DOLLAR     BUYS     MORE  . 


WFA  A 


Mortin  Bj  CampbelJ^  General  Monager 

C  H  A  N  N  ELEIGHT... 

Du Mont,  Paramount  'network  offUiotions  now  .  .  .  NBC,  ABC  soon 

jjj^^^^  WHERE  SEEING  IS  SELLING 
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OHN  E.  SURKICK,  sales  director  WFIL-AM-TV  Philadelphia,  to 
WFBR  Baltimore,  Md.,  as  vice  president  and  general  manager. 


DUDLEY  TICHENOR,  WKBW  Buffalo,  N.  Y.,  sales  manager,  to  KANS 
Wichita,  Kan.,  as  general  manager. 


BOYD  PORTER  Jr.,  commercial  manager  KIOX  Bay 
City,  Tex.,  to  KVRH  Salida,  Col.,  in  similar  position. 

WXRA  and  WXRC(FM)  Buffalo,  N.Y.,  appoint  Wm. 
G.  Rambeau  Co.  as  national  spot  representative  for 
Niagara  Frontier  market. 


R.  J.  MEYERS,  director  of  national  sales  WKY  Okla- 
homa City,  to  assistant  to  manager  KLRA  Little 
Rock,  Arkansas.  CLARA  LOUISE  PRUESS,  traffic 
manager  WKY  to  KLRA  as  secretary  to  manager. 


Mr.  Tichenor 


LEW  STERNS,  salesman  Radio  Specialties  Co.,  L.A.,  and  EDMUND 
LYTLE,  West  Coast  manager  Wm.  G.  Rambeau  Co.,  to  KECA  and 
KECA-TV  Hollywood,  respectively,  as  account  executives.  Mr.  Sterns 
was  with  KXLA  Pasadena,  and  KOWL  Santa  Monica,  as  account  exec- 
utive. Mr.  Lytle  was  with  KTKN  Ketchikan,  Alaska,  as  general  man- 
ager, and  WHAM  Rochester,  N.Y.,  as  supervisor  of  announcers.  He 
replaces  OWEN  JAMES,  resigned. 


front  office 


CLINT  NOEL,  KDYL  Salt  Lake  City,  to  KTED  Laguna  Beach,  Calif., 
sales  department. 

ARDELL  GARRETSON,  WKY-TV  Oklahoma  City  sales  department, 
named  local  sales  manager.  JACK  HAUSER  transferred  from  WKY-TV 
production  staff  to  commercial  department. 

ROBERT  MEEKER  Assocs.,  N.Y.,  appointed  national  sales  representa- 
tive for  WKNY  Kingston,  N.Y.,  effective  Aug..  24. 

KENDALL  CRANE,  professor  of  radio  writing  and  production  Duquesne 
U.,  Pittsburgh,  named  manager  WDUQ  (FM),  school's  outlet,  in  addition 
to  present  duties.    Succeeds  REV.  J.  A.  LAURITIS. 

ED  BROWNING,  CBS,  to  sales  department  WSSB  Durham,  N.  C. 


DICK  WELLS,  manager  Upper  Michigan-Wisconsin  Broadcasting  Co. 
(owner  WATW  Ashland,  Wis.,  WJMS  Ironwood,  Mich.),  to  WLBK  De- 
Kalb,  111.,  as  general  manager.  Was  network  announcer  NBC  Chicago. 


JOSEPH  J.  BURTON,  promotion  director  Washington  Daily  News,  to 
WWDC-FM  Washington  as  account  executive.  MANUEL  MIKELSON, 
WWDC  continuity  editor,  to  account  executive,  WWDC-FM. 


PAUL  W.  COLLIN,  assistant  sales  manager  WJBC  Bloomington,  111., 
to  WMAW  Milwaukee  as  account  executive.  Was  traffic  manager  ABC 
Central  Division  Chicago. 


LEONARD  P.  FRANKEL,  sales  manager  WEW  St.  Louis  for  past 
seven  years,  resigns.   No  future  plans  announced. 


BILL  TRADER,  L.A.  agency  and  broadcasting  account  executive,  and 


EDWARD  M.  GUSS  promoted  to  station  director  WGVM  Greenville, 
Miss. 

JIM  HARVEY,  new  to  radio,  to  KWTC  Barstow,  Calif.,  as  commercial 
manager. 

ROBERT  L.  BALFOUR,  general  manager  Forjoe  &  Co.,  Chicago,  Aug. 
14  reported  for  active  Navy  duty  in  S.F.  as  lieutenant  commander. 
Was  vice  president-general  manager  Booth  radio  stations  in  Michigan 


a  stick  on 


a  picket  fence,.. 


Static  and  Snow 

( Continued  from  page  52) 

ing,  disaster  somehow  never  came, 
And   as   innocent  eyes   were   glistening  the 

country  went  on  just  the  same. 
Meanwhile,  TV  had  begun  major  efforts  to 

make  children  jolly 
And  furnishing  juvenile  fun  was  Kukla,  Fran 

&  Ollie. 

Ollie  just  reeking  with  bluster,  Kukla  so  eerie 
and  fey. 


The  glamorous  Fran  shedding  luster  on  all  that 
motley  array. 

A  program  which  keyed  its  appeal  to  growing 

girls  and  boys, 
To  whom  the  puppets  seemed  real,  sharing 

their  sorrows  and  joys. 
Came  now  an  aspect  amazing,  far-reaching  in 

its  results. 

As  suddenly  oldsters  went  gazing,  at  programs 

not  meant  for  adults. 
Fond  parents,  uncles  and  aunts,  in  flight  from 


melancholy. 

Found   whimsy   which  thrills   and  enchants, 

watching  Kukla,  Fran  &  Ollie. 
So  emerges  a  strange  situation  unbalanced, 

confusing  and  queer, 
Defying  classification,  most  difficult  to  make 

clear. 

For  with  puppets  amusing  the  grown,  while 

murder  and  mystery  still  flower, 
The  Thin  Man,  Sam  Spade  or  Malone  couldn't 

find  that  CHILDREN'S  HOUR. 


and  general  manager  WBBC  Flint,  Mich.  WILLIAM  WYATT,  Forjoe, 
N.Y.  office,  succeeds  him  in  Chicago. 

JIM  BLACK,  time  salesman,  to  WCPO-AM-FM-TV  Cincinnati,  from 
WMPS  Memphis. 

L.  D.  (Bill)  LARIMER,  ABC  Western  Division  account  executive,  named 
sales  manager  ABC  Hollywood  and  National  Spot  Sales  of  network's 
Western  Division.  Continues  to  report  to  ROBERT 
LAWS,  general  sales  manager  ABC  Western  Division. 
Prior  to  joining  ABC  in  1948  Mr.  Larimer  vs^as  with 
CBS  Chicago  Radio  Sales,  as  account  executive,  and 
before  that  with  CBS  Hollywood  as  manager  Radio 
Sales. 

RICHARD  EDWARD  DRUMMY  Jr.,  WOW  Omaha 
TV  representative,  to  Dallas  office  Edward  Petry  & 
Co.  as  radio-TV  time  salesman. 

JOHN  MARKEY,  Charles  Ross  Adv.,  L.A.,  to  KNBH 
(TV)  Hollywood  as  account  executive. 


Mr.  Larimer 


RICHARD  A.  CARROLL,  commercial  manager  WOKZ  Alton,  111.,  to 
sales  staff  WIL  St.  Louis.  Was  with  WFRL  Freeport,  111.,  and  WEAU 
Eau  Claire,  Wis. 

EDWARD  BROWNSTEIN  to  sales  executive  WKRC-TV  Cincinnati. 
Was  with  WHAS  and  WKLO  Louisville. 

PAUL  H.  RAYMER  Co.  moves  Detroit  office  to  2949  Penobscot  Bldg., 
effective  Sept.  1. 

VERN  LINDBLADE,  for  13  years  KFAC  Los  Angeles  account  execu- 
tive, to  KFVD  same  city  as  commercial  manager. 


STAN  SIEVERS,  station  supervisor  WDGY  Minneapolis,  to  KCNI  Broken 
Bow,  Neb.,  as  manager  and  program  director.  VIRGIL  CUCKLER, 
former  manager  KCNI,  returns  to  U.  of  Nebraska. 

J^etionaLi  •  •  • 

WILLIAM  T.  KEMP,  president  and  general  manager  KVER  Albu- 
querque, N.  M.,  and  president  Great  West  Co.,  applicant  Cheyenne, 
Wyo.,  named  chairman  business  division  to  raise  $1  million  for  new 
wing  at  Southwestern  Presbyterian  Hospital,  Albuquerque.  .  .  .  EDGAR 
B.  STERN  Jr.,  partner  WDSU-AM-FM-TV  New  Orleans,  father  of  boy, 
July  28.  .  .  .  CHARLES  COWLING,  director  national  sales,  KMPC  Hol- 
lywood, on  three-week  business  trip  visiting  representatives  of  national 
agencies  in  N.Y.,  Chicago,  Detroit  and  Cleveland.  .  .  .  LAMAR  A.  NEW- 
COMB,  general  manager  WFAX  Falls  Church,  Va.,  father  of  girl,  Doris 
Nell. 

BILL  SCHROEDER,  general  manager  WOOD  Grand  Rapids,  Mich., 
father  of  girl,  Sally,  Aug.  13.  .  .  .  ANGUS  D.  PFAFF,  vice  president 
and  general  manager  WNMP  Evanston,  111.,  named  deputy  supervisor 
Chicago's  north  observation  post,  aircraft  warning  service.  .  .  .  FRANK 
MURRAY,  salesrnan  H.  N.  Stovin  &  Co.,  Toronto  station  representa- 
tive, father  of  boy,  Aug.  10. 

GEORGE  E.  STERLING,  FCC  Commissioner,  tentatively  slated  to 
address  banquet  meeting  of  Institute  of  Radio  Engineers  West  Coast 
Convention  Sept.  15  at  Long  Beach,  Calif.  .  .  .  EDWARD  LAMB,  owner 
WICU  (TV)  Erie,  Pa.,  WTVN  (TV)  Columbus,  Ohio  and  WTOD  Toledo, 
in  Europe  to  report  on  conditions  in  Germany,  France,  England,  Italy 
and  Portugal.  He  will  send  film  back  to  U.  S.  for  showing  on  his  TV 
stations.   Also  publisher  Erie  (Pa.)  Dispatch. 


Remember  the  staccato  clatter  of  a  stick,  drawn  along  a  picket 
fence  on  a  quiet  Sunday  afternoon?  Not  exactly  melodious, 
was  it?  But  melodious  or  workaday,  sound  is  a  continuous 
phenomenon  of  our  lives.  It  can  be  as  trivial  as  the  rata-tat  on 
a  picket  fence  or  historic  as  a  declaration  of  war.  Preserving 
sound,  in  any  of  its  billions  of  combinations,  is  the  job  of 
PRESTO  recorders.  They  achieve  it  with  an  accuracy,  dependa- 
bility and  fineness  no  other  recording  equipment  ever  built 
can  surpass. 

Disk  or  tape,  presto  superiority  is  logical.  For  no  other  re- 


cording instrument  is  designed  so  skilfully,  machined  with 
such  exactness,  as  presto.  When  you  entrust  your  recording 
assignments  to  a  presto,  you  have  called  wisely  upon  the 
best  there  is. 


RECORDING  CORPORATION 

PARAMUS,  NEW  JERSEY 


In  Canada:  Walter  R  Downs,  Ltd.,  Dominion  Square  Bldg.,  Montreal,  Quebec 
Overseas:  M.  Simons  Company,  Inc.,  25  Warren  Street,  New  York,  N.  Y. 


JOHN  KEYS,  assistant  manager 
NBC  press  department  for  seven 
years,  to  manager  advertising 
and  promotion  for  WMAQ  (AM)  and 
WNBQ  (TV),  NBC  O  &  0  outlets  in 
Chicago.  Succeeds  HAROLD  A. 
SMITH,  manager  network  advertis- 
ing and  promotion  at  NBC  Chicago. 

BOB  RIERSON,  production  manager 
WBT  Charlotte.  N.  C,  named  assistant 
program  manager, 
working  under 
KEN  TREDWELL, 
program  manager. 
Has  been  with  sta- 
tion for  two  years. 

BOB  EVANS,  con- 
tinuity editor 
AVSSB  Durham, 
N.  C,  to  program 
director.  PAT 
.MILLER,  W  B  T  M 
Danville.  Va.,  to 
WSSB  as  disc  jock- 
ey. GERALD  HAR- 
RIS named  music  librarian.  JIMMY 
CLARK  appointed  chief  announcer. 

GREG  GARRISON,  ABC-TV  producer 
in  Chicago,  to  NBC-TV  New  York 
next  month  as  staff  director.  Expected 
to  handle  Kate  Smith  video  series. 
He  now  directs  Super  Circus. 

JOHN  TANSEY,  production  manager 
WRVA  Richmond,  Va.,  to  newly 
created  assistant  program  manager 
post.  WILLIAM  R.  PRESTON,  pro- 
gram and  production  manager  WRVA- 
FM,  named  production  manager. 

DON  OTIS,  KLAC-TV  Los  Angeles 
disc  m.c,  tomorrow  (Aug.  22)  starts 
new  hour  weekly  show  on  station 
emanating  from  Hollywood  Palladium. 
Band  currently  playing  at  dance  hall 
will  be  featured  on  show. 

MAX  HUTTO,  NBC  producer-director. 


air-casters 


Mr.  Rierson 


named  producer  NBC  Fibber  McGee 
&  Molly,  going  on  air  Sept.  19  for 
Pet  Milk. 

CARL  LIVINGSTON,  program  director 
KTRY  Bastrop,  La.,  to  WGVM  Green- 
ville, Miss.,  in  similar  capacity. 
CHUCK  ALLEN,  WJMB  Brookhaven, 
Miss.,  to  WGVM  program  department. 
DAVE  CHAPMAN,  KCMC  Texarkana, 
Tex.,  to  KTFS  Texarkana,  as  program 
manager  replacing  LES  EUGENE,  re- 
tired from  radio. 

CHARLOTTE    MORRIS,    Photo  and 
Sound,  S.F.,  to  production  staff  KPIX 
(TV)  San  Francisco. 
EARL  POPP,  Ithaca  (N.  Y.)  College 
Radio  Workshop  graduate,  to  W.HUM 
Reading,  Pa.,  as  announcer. 
RICHARD  J.  GOGGIN,  senior  TV  di- 
rector ABC  Hollywood,  takes  leave  of 
absence  to  join  teaching  staff  U.  of 
California  Extension,  L.  A. 
GLEN  STUTZMAN,  program  director 
KCNI  Broken  Bow,  Neb.,  to  National 
Guard,    expecting    regular  military 
service  soon. 

LOU  GOLSON,  graduate  American  U., 
Washington,  to  announcing  staff 
WFAX  Falls  Church,  Va. 
JAMES  ROBERTSON,  WWDC  Wash- 
ington music  librarian,  to  continuity 
editor,  replacing  MANUEL  MIKEL- 
SON  (see  Front  Office).  PHYLLIS 
ROLAND,  traffic  manager  WWDC, 
resigns  from  radio.  Succeeded  by 
MILDRED  SCHELLINGER. 


SERVING 
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SAGINAW  BROADCASTING  CO. 
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THE  GREAT  LAKES  NETWORK 

"Coverage  That  Counts" 

WOAP  AM-FM       WLEW       WSAM  AM-FM  WFYC 
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MONETTE  SHAW,  women's  editor 
KABC  San  Antonio,  joins  cast  Your 
TV  Shopper,  Thurs.,  2:30-2:4.5  p.m., 
KEYL  (TV)  same  city,  in  addition 
to  present  position. 

BOB  AMSBERRY,  conductor  KEX 
Portland,  Ore.,  children's  show,  called 
to  active  duty  in  U.  S.  Marine  Corps. 

ROD  MITCHELL  to  assistant  program 
director  WCBS-TV  New  York.  He 
joined  CBS  in  1941  as  announcer  and 
producer  of  shortwave  programs,  was 
program  manager  WLAN  Lancaster, 
Pa.,  for  three  months,  returning  to 
CBS  as  assistant  director  of  network 
television  shows. 

EDGAR  G.  WILL  Jr.,  WACO  Waco, 
Tex.,  announcer,  to  radio  department 
Miami  U.,  Oxford,  Ohio.  Work  will 
include  teaching  and  supervision  of 
campus  AM-FM  stations. 

PHIL  SCOTT,  KRUX  Phoenix,  Ariz., 
to  KTED  Laguna  Beach,  Calif.,  as  disc 
jockej'  and  staif  man. 

EARL  W.  STEIL  to  program  director 
WARC  Rochester,  N.  Y.  Was  with 
CBS  New  York,  KMOX  St.  Louis  and 
WCCO  Minneapolis. 

BETTY  BLIGH,  singer,  signed  for 
KNBH  (TV)  Hollywood  Club  Celebrity. 

PATRICIA  SHEERAN,  WKLA  Luding- 
ton,  Mich.,  staff,  to  WLWT  (TV) 
Cincinnati  continuity  staff.  Was 
"Terry  Lee,"  night  disc  jockey,  at 
WJLS  Beckley,  W.  Va. 

DWIGHT  CAPPEL,  conductor  Collec- 
tor's Corner,  WWSW  Pittsburgh, 
named  director  of  record  library. 

-FRED  HECKMAN,  Ithaca  (N.  Y.) 
College  Radio  Workshop  graduate,  to 
WENE  Endicott,  N.  Y.,  as  announcer. 

ARCHIE  REAVES,  traffic  department 
WRVA  Richmond,  Va.,  father  of  girl, 
Faye  Carole. 

VIRGIL  ROYER,  staff  announcer 
WCSI  (FM)  Columbus,  Ind.,  and 
Deloris  Harms  announce  their  mar- 
riage. 

DON  McLEOD,  disc  jockey  WJBK 
Detroit,  father  of  girl,  Carol  Ann, 
July  31. 

MEREDITH  WILLSON,  composer, 
musical  director  and  star  of  Fal  staff 
Brewing  Corp.  transcribed  series. 
Sociables,  named  musical  director  of 


Korea  Report 


WHEN  George  Grim,  news- 
caster -  analyst  for  WCCO 
Minneapolis  and  columnist 
for  the  Minneapolis  Tribune, 
appeared  in  the  city's  Pow- 
derhorn  Park  a  fortnight  ago, 
20,000  people  gathered  to 
hear  him  report  on  his  ex- 
periences as  correspondent  on 
the  Korean  front.  Speaking 
from  the  bandstand,  Mr. 
Grim  told  his  audience  of  the 
obstacles  American  troops  are 
facing  in  Korea  and  urged 
all-out  support  on  the  home 
front.  Powderhorn  Park  au- 
thorities said  it  was  the  big- 
gest crowd  in  the  park's  his- 
tory. 


California     Centennials  Commission 
The  California  Story,  Sept.  8-12. 

W.  BARRY  CASSELL  Jr.,  staff  an- 
nouncer WAAM  Baltimore,  father  of 
boy,  W.  Barry  III,  Aug.  10. 

PAT  ST.  CLAIR,  assistant  in  ABC 
Chicago  press  department,  and  Jack  ■ 
McLaughlin  announce  their  marriage. 

A/eu^i  •  •  • 

GENE  WHITAKER,  disc  jockey  WSSB 
Durham,  N.  C,  named  news  editor 
and  INS  news  correspondent  for  area. 

EWING  CANADAY,  WKY  Oklahoma 
City  news  department,  named  news 
room  supervisor,  succeeding  BRUCE 
PALMER,  resigned  to  become  public 
relations  manager  for  local  oil  firm. 

RAY  WALTERS,  recent  graduate 
Rutgers  -U.  and  newscaster  WRSU 
there,to  news  staff  WMTR  Morris- 
town,  N.  J. 

PATRICK  J.  McGUINNES,  news  and 
sports  director  WATL-AM-FM  At- 
lanta, Ga.,  resigns  to  enter  public 
relations  in  Miami,  Fla.  No  successor 
named. 

KAY  MARTIN,  local  news  editor 
WTMA  Charleston,  S.  C,  resumes  her 
duties  after  attending  NBC-North- 
western U.  Summer  Radio  Institute, 
Chicago. 

WALLY  AUSLEY,  program  and  sports 
director  WSSB  Durham,  N.  C,  to 
WBTM  Danville,  Va.,  sports  depart- 
ment. 

JAY  HARRINGTON  to  WDAF-TV 
Kansas  City,  Mo.,  as  sportscaster- 
announcer.   Graduate  Northwestern  U. 

MARK  WEAVER,  newscaster  WKY 
Oklahoma  City,  to  news  director  KLRA 
Little  Rock,  Ark. 

LEON  DORAIS,  CARL  F.  RANDALL, 
HARRY  FISS,  FRANCIS  HARR, 
WALTER  T.  MILLS  and  C.  T.  ANSON, 
all  from  N.  Y.,  Hollywood  and  S.  F. 
stations  and  newspapers,  to  KCBS 
San  Francisco  to  handle  expanded  news 
operation. 

HARRY  W.  FLANNERY,  KLAC-TV 
Hollywood  newscaster,  named  first 
vice  president  American  -  Christian 
Palestine  Committee,  L.  A. 
BOB  LINDSAY,  news  editor  WKOW 
Madison,  Wis.,  leaves  Sept.  15  for 
active  duty  in  organized  Marine  Corps 
Reserve. 

CHARLES  A.  FRANDOLIG,  Galveston, 
Tex.,  News  Tribune,  to  WOAI  San 
Antonio  news  staff. 

ROBERT  TRUERE,  news  director 
WCSC  Charleston,  S.  C,  father  of; 
girl,  Joyce  Rosalyn,  Aug.  3.  | 
HARVEY  CHESTER,  newscasteJ 
WLAW  Lawrence,  Mass.,  father  of  girl/ 
Sandra  Marie,  •'^i?-  9- 
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work  when  on  May  16,  1948,  direct 
program  pick-up  service  between 
that  station  and  KTLA  began. 

First  West  Coast  video  tran- 
scription service  was  started  by 
Mr.  Landsberg  on  March  4,  1949, 
and  KTLA  still  syndicates  many 
programs. 

The  Landsberg  story  started  in 
Germany.  Born  in  Berlin  on  July 
7,  1916,  Klaus  Landsberg's  interest 

?!  in  radio  was  quite  apparent  as  a 
boy  of  9  years  old.    Most  of  his 

j  spare  time  was  spent  building  radio 

^  sets  from  everything  imaginable. 

j  At  16  he  amazed  science-minded 
Germans  by  building  the  most  ef- 
fective shortwave  receiver  set  ever 

i  conceived,  using  then  less  tubes 
than  ever  before  thought  possible. 

;  For  this  achievement,  he  won  first 
prize  at  a  national  exhibition. 

He  celebrated  his  18th  birthday 
by  becoming  assistant  to  Professor 

:  Faerber,  European  pioneer  and  di- 

!  rector  of  one  of  the  first  TV  lab- 

;  oratories  in  the  world. 

;i     It  was  during  this  association 

!  with  Prof.  Faerber  in  Czechoslo- 
vakia that  the  youthful  Landsberg 
designed  mechanical  and  early 
cathode-ray  tube  TV  equipment. 
He  also  lectured  throughout  Europe 
on  video  principles  and  gave  many 
of  the  first  demonstrations  of  such 
equipment  during  this  time. 

Obtained  Two  Degrees 

Despite  his   many   activities  in 
'  radio  and  TV,  education  and  cul- 
tural training  were  not  neglected. 
'  He    obtained   two    degrees — Elec- 
trical  Engineer  and  Communica- 
I  tions    Engineer  —  from  Polytech- 
nical  Institute  in  Czechoslovakia  in 
I  1936.    Prior  to  that  he  had  studied 
in  various  colleges  of  Holland  and 
i  Germany.  He  later  took  post-grad- 
uate work  at  the  U.  of  Berlin. 
Mr.    Landsberg    combined  still 
I  another    activity    into    his  busy 
1:  schedule.    He  learned  to  play  four 
musical  instruments — violin,  piano, 
accordion  and  drums.    He  also  be- 
I  came  such  a  proficient  skiier  that 
j  he  was  featured  in  exhibition  skiing 
in  several  European  movies. 

Having  become  a  recognized  au- 
thority on  video.  Mr.  Landsberg 
was  called  upon  in  1936  to  assist 
in  the  history  making  telecast  of 
the  Berlin  Olympic  Games,  an 
event  that  marked  TV's  rounding 
of  one  of  the  proverbial  corners. 

It  was  a  year  later  that  he  was 
appointed  laboratory  engineer  and 
assistant  to  Prof.  Dr.  Arthur  Korn, 
inventor  of  picture  telegraphy. 
During  this  association  the  young 
engineer  created  many  new  elec- 
tronic devices.  Most  outstanding 
was  an  electronic  aid  to  navigation 
and  blind  landings,  considered  so 
vital  that  the  Third  Reich  declared 
it  a  military  secret.  But  Mr.  Lands- 
berg was  determined  to  destroy  it 
as  a  Nazi  weapon,  and  he  did. 

This  basic  radar  principle  in  1937 
became  Klaus  Landsberg's  pass- 
port to  America — a  story  in  itself 
which  has  the  dramatic  impact  of 
a  thriller.  He  became  a  citizen  of 
the  United  States  on  Jan.  8,  1943. 


Farnsworth  Television  Inc.  hired 
Mr.  Landsberg  as  television  devel- 
opment engineer  in  Philadelphia  in 
1938,  shortly  after  his  arrival  in 
the  United  States.  A  year  later 
he  shifted  to  NBC  New  York  TV 
division.  And  it  was  during  this 
period  that  Mr.  Landsberg  helped 
NBC  make  possible  the  first  public 
TV  demonstrations  in  the  United 
States  at  the  New  York  World's 
Fair. 

Recognizing  his  qualifications, 
Allen  B.  DuMont  signed  him  as 
television  design  and  development 
engineer  for  the  New  York  Du- 
Mont Laboratories,  pioneer  TV  or- 
ganization. There  he  supervised 
technical  operations  of  the  televi- 
sion unit  at  U.  S.  Army  maneuvers 
in  Canton,  N.  Y.,  and  put  in  readi- 
ness WABD  (TV)  New  York, 
owned  and  operated  by  Allen  B. 
DuMont  Labs  Inc.  He  also  as- 
sisted in  producing  the  first  pro- 
grams for  this  station. 

Made  Next  Move 

Paramount  Pictures  Corp.,  Du- 
Mont stockholder  and  Mr.  Lands- 
berg's next  move,  was  a  natural 
culmination  of  his  two  years  activ- 
ities with  the  latter  firm.  He  was 
sent  to  Hollywood  in  late  summer 
of  1941  to  organize  W6XYZ  (now 
KTLA),  the  Paramount  Pictures 
TV  station. 

W6XYZ  operated  five  years  on 
an  experimental  basis  before  it  be- 
came KTLA  in  January  1947,  Los 
Angeles'  first  commercial  TV  sta- 
tion and  now  a  profitable  opera- 


tion— in  the  black  [Telecasting, 
Feb.  20]. 

Mr.  Landsberg  knows  no  sched- 
ule for  himself  and  he  constantly 
keeps  his  fingers  on  the  pulse  of 
KTLA  activity.  He  can  work 
around  the  clock  without  a  stop 
and  has  done  it  many  times.  In 
addition  to  duties  entailed  as  gen- 
eral manager  of  KTLA  and  vice 
president  of  Paramount  Television 
Productions,  he  personally  pro- 
duces and  directs  many  KTLA  pro- 
grams, all  special  events  and  most 
of  the  station's  remote  telecasts. 
Many  Honors  Conferred 

Many  are  the  honors  conferred 
upon  Mr.  Landsberg  as  general 
manager  of  KTLA.  In  1944  he  was 
given  the  Television  Broadcasters 
Assn.  award  for  adaptation  of  mo- 
tion picture  technique  to  TV;  1945 
brought  the  American  Television 
Society  award  for  continued  excel- 
lence in  TV  production;  TBA  again 
honored  him  in  1946  with  the  Gold 
Medal  for  outstanding  public  serv- 
ice contribution  to  TV.  When 
Academy  of  Television  Arts  & 
Sciences  made  its  first  annual 
"Emmy"  awards  for  1948,  Mr. 
Landsberg  and  KTLA  received  the 
lion's  share.  Similar  honors  were 
conferred  on  him  and  KTLA  by 
that  same  group  for  1949.  Various 
national  publications  have  also  pre- 
sented him  with  awards. 

Television  is  his  hobby  as  well  as 
his  vocation,  Klaus  Landsberg 
says.  Recreations  include  skiing, 
ice  hockey  and  sailing,  but  he  ad- 


Awaiting  Harvest 

WLIN  Merrill,  Wis.,  has  a 
good  reason  for  temporarily 
postponing  erection  of  a 
tower  to  conform  with  its 
newly  assigned  550  kc — 
there's  a  nice  stand  of  oats 
growing  on  the  plot  where 
the  tower  is  to  be  placed. 
WLIN,  owned  by  Rep.  Alvin 
E.  O'Konski  (D-Wis.),  now  is 
1  kw  daytime  on  730  kc.  It 
will  be  on  fulltime  after  the 
oats  are  harvested  and  con- 
struction is  completed. 


niits  having  little  spare  time. 

Club  activities  are  limited  these 
days,  too,  but  he  maintains  mem- 
bership in  Los  Angeles  and  Holly- 
wood Ad  Clubs,  Los  Angeles  Press 
Club,  Society  of  Motion  Picture  & 
Television  Engineers,  and  Ameri- 
can Television  Society.  He  is  a 
member  of  the  executive  branch  of 
the  Academy  of  Motion  Picture 
Arts  &  Sciences  and  past  president 
of  the  Society  of  Television  Engi- 
neers. He  chairmaned  the  organ- 
ization committee  for  the  Televi- 
sion Broadcasters  Assn.  and  is 
active  in  that  organization. 

Mr.  Landsberg  met  Evelyn  D.  A. 
Ashlin  of  Rio  de  Janeiro,  Brazil, 
when  she  was  touring  Paramount 
studios  one  day  in  1944.  On  April 
2,  1945,  she  became  Mrs.  Klaus 
Landsberg.  With  their  4% -year- 
old  son,  Ronald  Cleve,  the  Lands- 
bergs  reside  in  Hollywood. 


PLUS''' rrujJkjbCi  I  GATES 


★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 

★ 
★ 
* 
★ 
★ 


GATES  SA-50 

DUAL  CONSOLE 


There  is  always  a  ready  circuit  available  if  you  choose  the  Gates  SA-50  Dual  Console 
for  your  aural  or  video  needs.  Without  question  the,  most  complete  console  made  today. 
For  example:  4  high  level  amplifiers,  9  mixing  channels,  all  preamplifiers  are  two  stages 
and  transformer  in  and  out,  complete  input  and  output  circuit  selection  of  all  amplifiers 
plus — dozens  more  of  the  extras  found  only  in  Gates  equipment,  the  quality  line  in  the 
broadcast  field.  We  will  gladly  forward  more  detail  on  Gates  SA-50  just  for  the  asking. 
Oh  yes,  do  you  have  a  Gates  audio  catalog?  Yours  for  the  asking. 
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Warner  BIdg.,  Washington,  D.  C. 
2700  Polk  Ave.,  Houston,  Texas 
Canadian  Marconi  Company,  Montreal 
Rocke  international.  New  York  City 
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r<ftf£^  DEPARTMENT   — 

RADIO  CORPORATION  of  AMERICA 


HARRISON.  N.J. 


On  All  Accounts 

(Continued  from  pagfe  12) 

Phil,  as  house  president,  the  ut- 
most respect.  However  Phil,  as 
dining  room  steward,  w-as  tradi- 
tionally the  butt  of  all  jokes.  The 
problem  wasn't  solved  until  he  was 
graduated. 

At  KFLV  he  worked  90  hours 
weekly.  In  addition  to  announcing, 
he  wrote  a  three-a-week  dramatic 
show,  playing  all  parts,  and  a 
radio  column  for  the  local  paper. 
From  Eockford  he  went  to  WAAF 
Chicago,  remaining  a  year  and  a 
half  when  he  was  hired  as  a  mem- 
ber of  the  first  staff  of  KIEV  Glen- 
dale,  Calif. 

Di\'iding  himself  iiito  an  arith- 
metical impossibility,  he  recalls  "I 
was  a  whole  program  director,  a 
half  station  manager  and  a  third  of 
an  announcer."  This  job  was  only 
part  of  the  reason  he  considers 
California  his  No.  1  jinx.  After 
money  problems  (""personal  and 
professional"),  he  was  rising  above 
water  level  when  the  bank  holiday 
was  declared.  Surmounting  this,  he 
found  himself  in  the  middle  of  an 
earthquake.  "That  was  my  cue — 
off  stage!" 

Back  in  Chicago,  Phil  was  hired 
by  the  Edgewater  Beach  Hotel  as 
m.c.  and  radio  announcer  in  its 
Marine  dining  room.  His  enthu- 
siasm subsided,  though,  because 
"the  job  was  seven  days  a  week, 
and  those  were  night."  Offered  a 
WBBM  (CBS)  Chicago  announcing 
job,  he  stayed  seven  and  a  half 
years. 

Bridge  to  Bride 

To  celebrate  the  hiring,  he  mar- 
ried the  former  Sara  Kinsey.  Both 
were  bridge  devotees,  and  they  met 
on  a  blind  date  arranged  by  a 
mutual  friend  who  taught  bridge 
via  the  airwaves.  The  Bowmans 
have  two  children,  David  John,  14 
next  fall,  and  Virginia  Judith,  10. 

Phil  left  WBBM  in  1941  as  pro- 
duction manager,  responsible  for 
all  sustainers.  Joining  Blackett- 
Sample-Hummert  as  supervisor  of 
commercial  production,  he  re- 
mained after  the  split  to  Dancer- 
Fitzgerald-Sample,  working  on  the 
Procter  &  Gamble  and  General 
Mills  accounts.  He  later  freelanced 
as  a  producer,  handling  3/a  Pe  - 
kins  (on  bot'i  NBC  and  CBS^ 
The  Betty  Crocker  (ABC)  and 
Fact  and  Fiction  (ABC). 

A  freelancer  until  early  1947, 
Phil  then  joined  Young  &  Rubi- 
cam,  Chicago,  as  radio  and  tele- 
vision director. 

Phil's  completed  fall  plans  per- 
tain only  to  himself — he'll  rejoin 
Chicago  Television  Council  col- 
leagues at  weekly  lunches,  trot 
across  the  street  from  his  Evans- 
ton  home  each  Saturday  for  North- 
western U.  football  games,  and 
continue  his  job  of  "heroic  main- 
tenance" on  the  house  he  bought 
May  1. 

He's  also  going  to  bribe  the  kids 
to  give  up  their  rightful  claim  to 
the  playhouse  in  the  backyard. 
"Papa's  gonna  have  some  neigh- 
borhood square  dances." 


W.  EICKELBERG 

L.  A.  Firm  Partner  Dies 

WILBUR     EICKELBERG,  .5.3, 
partner,  Keenan  &  Eickelberg,  Los 
Angeles  radio  representative,  died 
in  his  sleep  Aug.  13  of  a  heart 
attack.  Funeral  services  were  held 
Aug.  16  at  the  Little  Church  of  the 
Recessional,  followed  by  cremation. 
Prior  to  forming  the  Keenan- 
Eickelberg  part- 
ship  in  194.5,  Mr. 
Eickelberg    w  a  s 
account  executive 
with    MBS  in 
New  York.  From 
1939-42    he  was 
general  sales 
manager  of  Don 
Lee  Network.  He 
left  there  to  re- 
join  the  Marine 
Mr.  Eickelberg  Corps    in  an 
active  capacity 
as  captain  in  World  War  II,  after 
having   seen   active   service  with 
that  branch  in  World  War  I.  He 
held  two  silver  stars  for  gallantry 
in  action.     He  was  a  member  of 
both  tl-:e  Los  Angeles  and  Holly- 
wood Advertising  Clubs,  American 
Legion  Post  No.  8  and  Military 
Order  of  World  Wars. 

Besides  his  widow,  Sibyl,  he 
leaves  a  brother  and  a  sister. 


E.  P.  SHURICK  SR. 

Retired  Radio  Veteran  Dies 

EDWARD  P.  SHURICK  Sr.,  60, 
veteran  Twin  City  broadcaster, 
died  Aug.  11  at  Sunflower  Village. 
Kan.,  following  a  long  illness.  He 
had  retired  from  active  radio  work 
in  1942. 

Funeral  services  were  held  in 
Minneapolis  last  Thursday.  He  is 
survived  by  his  widow,  two  sons — - 
E.  P.  J.,  CBS  market  research 
counsel.  New  York,  and  William  P. 
of  Minneapolis — three  daughters 
and  a  sister. 

Mr.  Shurick  was  born  in  St.  Paul 
and  attended  school  there.  He  en- 
tered advertising  through  the  di- 
rect mail  field  and  was  Minneap- 
olis manager  of  KSTP  St.  Paul 
during  its  early  days.  Later  he 
served  as  general  manager  of 
WDGY  Minneapolis  and  w^as  iden- 
tified with  the  establishment  of 
WLOL  in  that  city. 


Price  Up  on  Sets 

WESTINGHOUSE  Radio  and  Tel- 
evision Division  last  week  an- 
nounced price  increases  on  eight 
models  of  its  TV  line  and  on  five 
radio  models.  TV  rises  ranged  from 
S10-S30  and  S1-S30  for  certain  ra- 
dio models.  Models  with  the  12 
and  14-inch  TV  tube  were  not  af- 
fected. Price  increases  of  $5  to 
S20  for  television  and  receivers 
were  announced  by  Majestic  Radio 
&  Television,  Inc.  The  increase 
ranged  from  $5  for  one  12%-inch 
TV  model  to  $20  for  a  16-inch 
model. 
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ALL  STAR  TRIO 


IN  THE  LONE  STAR  STATE 

In  Dallas   WFAA-TV 

In  Houston  KPRC-TV 

In  San  Antonio  WOAI-TV 


WSB-TV  Atlanta  These  stations  spell  television  in  the  three 

WBAL-TV  Baltimore  biggest  Texas  markets  —  markets  that 

WNAC-TV  Boston  gather  in  45  cents  out  of  every  retail  dollar 

WFAA-TV  Dallas  in  the  state. 

KPRC-TV  Houston 

,     .     ,  These  are  the  Texas  TV  stations  vs^hich 

KFI-TV  Los  Angeles 

...  put  the  muscles  behind  television's  fabu- 

WHAS-TV  Louisville 

lous  sales  punch. 

KSTP-TV  M'p'l's-St.  Paul 

WSM-TV  Nashville  Whether  you  spot  your  television  cam- 

WTAR-TV  Norfolk  paign  into  one  market  or  many,  turn  first 

KPHO-TV  Phoenix  to  the  profit-packed  regions  served  by  the 

WOAI-TV  San  Antonio  profit-producing  stations  listed  here. 

REPRESENTED  BY 

EDWARD  PETRY  &  CO.,  INC. 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
DETROIT  •  ST.  LOUIS  •  SAN  FRANCISCO  •  DALLAS  •  ATLANTA 


FROM  NO  W  ON,  WW  J-  TV's 

advertisers  can  take  audience 
for  granted.  With  the  number 
of  sets  now  well  beyond  the 
quarter-million  mark,  television 
in  the  booming  Detroit  market 
has  emerged  completely  from  the 
experimental  stage  and  reached 
the  age  of  full  productivity. 


WWJ-TV  supports  its  belief 
in  the  stability  of  television  in 
Detroit  with  its  new  rate  card 
(#8)  which  is  guaranteed  to 
advertisers  for  one  full  year! 


FIRST  IN  MICHIGAN 


Owned  and  Ofterated  by  THE  DETROIT  NEWS 


Nation.-.l  Representatives:  THE  GEORGE  P.  IIOLLINGBERY  COMPANY 
ASSOCIATE  AM-FM  STATION  WWJ 


NBC  Television  Network 
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STATION  INCOME  IMPROVING 


HkB  Studys  Operating  Cost 


By  RICHARD  P.  DOHERTY 

DIRECTOR 
EMPLOYE-EMPLOYER  RELATIONS 
NAB 

THE  TOTAL  operating  costs  of 
the  average  TV  station,  which 
operated  during  the  full  year  of 
1949,  were  approximately  $47,000 
per  month.  This  fact  was  deter- 
mined in  a  recently  completed  study 
conducted  by  the  Research  Dept. 
and  the  Employe-Employer  Rela- 
tions Dept.  of  the  NAB. 

While  a  few  of  these  TV  stations 
(on  the  air  prior  to  January  1949) 
managed  to  show  a  small  profit, 
the  overall  summary  for  all  TV 
stations  (for  the  full  year  1949) 
showed  that  the  average  monthly 
income  ran  at  a  rate  of  approxi- 
mately 50%  of  total  expenses. 
However,  a  considerable  number  of 
TV  stations  experienced  progres- 
sively improved  results  as  the  year 
passed  and,  consequently,  these 
stations  operated  "in  the  black" 
during  the  last  few  months  of  1949. 

Economic  Facts 
Some  salient  economic  and  finan- 
cial facts  about  the  television  in- 
dustry during  1949  were: 

(1)  The  average  TV  station 
maintained  a  staff  of  approximately 
60  persons. 

(2)  For  such  station  (for  the 
full  year's  operation  1949)  the 
distribution  of  total  expenses  was 
as  follows:  (a)  29%  for  the  tech- 
nical department;  (b)  35%  for  the 
program  department;  (c)  6%  for 
selling  and  30%  for  general  and 
administrative. 

(3)  While  the  monthly  cost  of 
running  the  average  TV  station 
was  nearly  $47,000  there  were  some 
operations  (for  the  full  year  1949) 
which  were  conducted  on  a  cost 
basis  of  $1,000  a  day  or  $30,000  or 
less  per  month.  On  this  point  it 
is  interesting  to  note  that  in  its 
Television,  A  Report  on  the  Visual 
Broadcasting  Art,  Chapter  •  Three 
entitled  "Basic  Economics:  Operat- 


BENCHMARK  fig-'res  on  the  cost  of 
operating  TV  stations,  whieh  will 
provide  basis  for  comparison  for  many 
years  as  the  TV  industry  develops, 
are  provided  in  this  analysis  by  Mr. 
Doherty.  It  is  based  on  data  com- 
piled by  the  NAB  Research  Dept. 
Broadcasting  asked  Mr.  Doherty  to 
review  findisigs  in  the  TV  study,  con- 
ducted along  lines  similar  to  the  sec- 
ond onni^al  broadcast  station  cost 
survey  in  the  Aug.  14  issue. 


ing  Costs,"  NAB  suggested  that 
there  could  be — and  would  be — TV 
stations  which  would  .not  cost  in 
excess  of  $1,000  per  day  to  operate. 

(4)  Wages  and  salaries  for 
technical  and  programming  em- 
ployes absorb  relatively  more  of 
the  total  operating  costs  of  TV 
stations  than  is  true  of  AM  sta- 
tions. However,  selling  costs  and 
general  administrative  expenses 
were  relatively  lower  for  TV  than 
for  AM. 

The  above  comment,  concerning 
the  apportionment  of  television 
operating  costs,  apparently  needs 
some  explanation,  especially  with 


regard  to  administrative  expenses 
and  with  a  less  degree  to  selling 
expenses.  It  is,  undoubtedly,  true 
that,  in  most  cases,  TV  operations 
were  not  made  to  carry  their  full 
proportionate  charge  where  TV 
was  affiliated  with  an  AM  station. 

For  example,  administrative 
salaries  amounted  to  only  approxi- 
mately 5%  for  all  TV  stations 
costs  whereas  in  AM  operations 
such  administrative  salaries  ag- 
gregated 11%  of  total  station 
costs.  In  most  such  TV  stations 
(affiliated  with  AM  stations)  the 
tendency  is  to  charge  TV  with  only 
15%  to  25%  of  the  total  salary 


paid  to  the  general  manager  and 
certain  other  top  TV  station  ex- 
ecutives and  administrative  em- 
ployes. Similarly,  it  is  apparent 
that  AM  operations  were  being 
made  to  absorb  a  fair  portion  of 
the  selling  expenses  actually  de 
voted  to  television.  On  the  other 
hand,  depreciation  amounted  to 
167c  of  total  TV  station  costs;  in 
AM  operations  depreciation  aver- 
aged about  5%  of  total  station  ex- 
penses for  the  past  year. 

(5)  Among    the    TV  stations 
which  came  on  the  air  after  Jan- 
( Continued  on  page  76 ) 


N.Y.-CHICAGO  RELAY     Se.  to  open  Sept.  1 


AS  REPRESENTATIVES  of  the 
four  TV  networks  last  week  con- 
tinued their  attempts  to  achieve  an 
equitable  distribution  of  the  new 
video  network  facilities  which 
AT&T  will  make  available  this  fall, 
telephone  company  engineers  were 
giving  final  checks  to  the  New 
York-Chicago  radio  relay  system. 
The  relay  will  go  into  regular  serv- 
ice Sept.  1,  providing  practically 
fulltime  TV  program  service  for 
each  network  across  the  northeast- 
ern and  central  states  and  relieving 
the  network  negotiators  of  what 
had  formerly  been  a  major  alloca- 
tions headache. 

As  the  second  week  of  their  delib- 
erations drew  to  a  close,  the  TV 
network  executives  were  more 
optimistic  of  an  early  completion 
of  their  allocation  tasks  than  they 
had  been  a  week  earlier.  Then, 
they  had  feared  that  it  would  be 
the  end  of  August,  perhaps  even 
into  September,  before  agreement 
could  be  reached.  Late  last  week 
they  looked  for  an  earlier  conclu- 
sion, perhaps  before  the  end  of  this 
week. 

Main  stumbling  block  is  reported 
to  be  a  difference  of  basic  philos- 
ophy as  to  the  method  of  dividing 
t'me  on  facilities  inadequate  to 
provide  all  four  networks  with  as 
much  program  service  time  as  they 
would  like.  One  faction  is  said  to 
urge  a  division  on  the  basis  of  re- 
quirements, the  network  with  the 
largest  requirements  getting  the 
largest  share  of  the  time,  etc.  Op- 
posing this  is  the  theory  of  others 

( Continued  on  page  76) 


In  Service:- 


Bell  System  Television  Routes 

Planned   for  1951: 


(Not  shown  on  this  map  is  the  link  between  Los  Angeles  and  Sa)i  Fi-au 
Cisco,  planned  for  this  year). 
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I  # « « « V  I) » 


ON  THE  evening  of  June  15, 
1948,  New  York's  Mayor 
William  O'Dwyer  stepped 
out  of  his  official  limousine  into  a 
flood  of  kleig  lights  at  the  entrance 
of  the  News  Bldg.,  was  whisked  by 
special  elevator  to  the  10th  floor 
and  ushered  into  the  brand  new 
studios  of  WPIX  (TV)  New  York 
to  join  other  celebrities  in  wel- 
coming the  video  station  of  the 
New  York  Neivs  to  the  city  and  to 
the  air. 

Two  years  later,  on  the  evening 
of  June  15,  1950,  Mayor  O'Dwyer 
again  faced  the  WPIX  cameras 
and  microphones,  again  on  official 
business,  again  at  an  inaugural. 
This  time  it  was  not  a  new  station 
but  a  new  program  that  was  taking 
to  the  air,  a  bi-weekly  series  sched- 
uled for  8-8:30  p.m.  every  other 
Thursday  under  the  title.  At  the 
Mayor's  Desk,  believed  to  be  the 
first  time  a  mayor  had  turned  to 
TV  as  a  means  of  making  regular 
reports  to  citizens  on  civic  matters. 

Firsts  are  no  longer  a  novelty 
at  WPIX.  From  the  outset  the  sta- 
tion's program  planners  have 
stretched  their  ingenuity  to  the  ut- 
most to  win  the  attention  of  New 
York's  sophisticated  video  audience 
in  competition  with  six  other  sta- 
tions, including  the  key  stations 
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The  'Daily  News'  Outlet  WPIX  (TV)  Streamlines  Its  News 
And  Pictorial  Format  to  Gotham's  Video  Tastes 


originating  most  of  the  programs 
of  the  four  TV  networks. 

A  few  of  the  innovations  proved 
to  have  little  to  recommend  them 
beyond  novelty  and  quickly  folded. 
Others  have  become  permanent 
parts  of  the  WPIX  schedule,  such 
as  Night  Owl  Theatre,  feature  film 
program  starting  at  approximately 
11  each  evening  except  Sunday,"  and 
Ted  Steele  Show,  running  from 
2:30  to  5:30  all  afternoons  except 
Sunday  and  baseball  days.  These 
shows  have  produced  revenue  as 
well  as  audience  for  WPIX,  Night 
Oivl  Theatre  being  completely 
sponsored  and  Ted  Steele  Show 
having  35  participating  advertisers. 

Stresses  News 

As  might  have  been  expected  of 
a  TV  station  affiliated  with  a  news- 
paper noted  for  its  picture  news 
coverage,  WPIX  has  specialized  in 
news  and  currently  includes  some 
50  news  telecasts  in  its  weekly 
schedule,  amounting  to  seven  hours  . 
of  air  time.  In  March  WPIX  re- 
ceived the  first  DuPont  award  ever 
given  to  a  TV  station  for  its  "out- 
standing public  service  through  the 
presentation  of  current  news  and 
events." 

A  full-scale  WPIX  sports  sched- 
ule, which  currently  includes  tele- 
casting all  home  games  of  the  New 
York  Giants,  wrestling,  boxing  and 
stock  car  racing,  with  football,  bas- 
ketball and  hockey  coming  in  at 
their  appropriate  seasons,  will  be 
expanded  starting  Oct.  15  with 
pick-ups  of  a  varied  schedule  of 
events  from  Madison  Square  Gar- 
den five  nights  a  week,  Sunday 
through  Thursday.  Chevrolet  Div. 
of  General  Motors  Corp.  will  spon- 
sor half  the  coming  winter's  Gar- 
den telecasts  on  WPIX;  Webster 
Cigar  Co.  has  signed  for  another 


25%  and  sponsorship  of  the  re- 
maining quarter  is  expected  to  be 
signed  momentarily. 

This  sports  schedule  is  rounded 
out  with  a  daily  quarter-hour  pro- 
gram of  sports  news  and  gossip 
conducted  by  Jimmy  Powers,  sports 
editor  of  the  News.  Danton  Walker, 
Broadway  columnist  far  the  paper, 
presents  a  half-hour  program  on 
Friday  nights;  Lowell  Limpus  does 
a  45-minute  Sunday  Voice  of  the 
People  show  and  other  News  by- 
liners  appear  frequently  on  WPIX. 

From  the  outset,  WPIX  has  con- 
sidered films  as  an  important  part 
of  its  programming.  Its  first  major 
film  deal  was  made  in  1948  for  the 
TV  rights  to  24  feature  pictures 
produced  by  Sir  Alexander  Korda, 
which  were  syndicated  to  26  other 
TV  stations  as  well  as  broadcast 
by  WPIX  in  New  York. 

The  station  also  had  syndication 
plans  for  its  TelePIX  Newsreel, 
but  the  costs  of  preparing  and  dis- 
tributing a  national  daily  newsreel 
proved  beyond  the  scope  of  most 
TV  stations'  budgets  in  1948  and 
WPIX  revamped  the  newsreel  for 
its  own  exclusive  use,  majoring  in 
New  York  news. 

Cites  Many  'Beats' 

Now  broadcast  twice  daily,  at 
6:30  and  11  p.m.,  with  an  early 
afternoon  reprise  the  following 
day,  this  10-minute  newsfilm  pro- 
gram has  scored  many  TV  news 
beats,  such  as  Anna  Kosenkina's 
dramatic  "leap  for  freedom"  from 
the  Russian  Consulate,  which 
WPIX  had  on  the  air  within  two 
hours  of  its  occurrence. 

The  WPIX  story  actually  started 
some  nine  years  before  its  pro- 
gramming debut.  In  1939  the 
News,  which  had  never  gone  into 
radio  station  operation,  had  a  sur- 


vey made  for  a  TV  station.  The 
paper's  video  plans  were  delayed 
by  the  war  but  not  forgotten  and 
early  in.  1947  the  News  received 
its  video  construction  permit  from 
the  FCC.  In  December  of  that  year 
Robert  L.  Coe,  engineering  vice 
president  of  the  St.  Louis  Post 
Dispatch  stations  (KSD-AM-FM- 
TV),  moved  to  New  York  as  gen- 
eral manager  of  WPIX  and  began 
the  task  of  erecting  the  station 
and  simultaneously  building  an  op- 
erating staff. 

$500,000  Outlay 

Before  WPIX  went  on  the  air  in 
June  the  News  had  spent  more 
than    $500,000   to    construct  and 
equip  its  studios  in  the  News  Bldg. 
and  its  transmitting  tower  on  the  , 
roof,  had  assembled  a  station  staff  • 
of  175  employes  and  was  all  set  toj 
reap  the  profits  that  TV  was  sure  I 
to  produce.  But  it  didn't  work  out 
just  that  way. 

"Those  of  us  who  organized 
WPIX  more  than  two  years  ago 
knew  very  little  about  radio,  tele- 
vision or  show  business,"  F.  M. 
Flynn,  president  and  general  man- 
ager of  the  News  and  president  of 
WPIX,  told  Telecasting  last  week. 
"We  put  together  what  we  believed 
to  be  a  competent  television  crew 
and  no  crew  ever  worked  harder  to 
do  a  job." 

He  continued: 

We  made  mistakes.  We  spent  much 
time  and  money  toying  with  the  idea 
of  competing  with  the  key  network 
stations  on  their  terms.  We  were 
misled  into  thinking  we  might  become 
a  part  of  a  syndicate  or  group  opera- 
tion of  newspaper  owned  TV  stations. 

We  soon  learned  we  would  go  broke 
trying  to  buck  the  big  networks. 
Seeing  our  error,  we  switched  back 

(Continued  on  page  70) 
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VERICOLOR     CBS,  Remington  Rand  Complete  Pact 


CBS  and  Remington  Rand  have 
completed  an  agreement  for  pro- 
duction and  distribution  of  color 
television  equipment  for  non-broad- 
cast use,  the  companies  announced 
last  week. 

Remington  Rand,  manufacturer 
\    of  business  machines  and  industrial 
ij    equipment,  will  produce,  sell  and 
!|    install    CBS  -  designed  television 
units. 

The  units  include  a  color  camera, 
,  a  control  unit  with  a  monitor  and 
!  as  many  other  color  monitors  as 
1  may  be  needed.  The  camera  was 
I  exhibited,  although  not  demon- 
strated, at  a  CBS  news  showing  of 
';    color  developments  in  New  York 

several  months  ago. 
1  The  equipment  will  operate  on 
standards  which  CBS  has  proposed 
ij  for  industry-wide  adoption  by  the 
I  FCC.  The  trade  name  "Vericolor" 
will  be  given  to  the  units  manu- 
!   factured  by  Remington  Rand. 

According   to    last    week's  an- 
nouncement, the  two  companies  ex- 
'   pect  the  Vericolor  units  will  be 
principally  used  in  medical  instruc- 
j!   tion  and  in  dangerous  industrial 
\  processes,  like  atomic  production 
'i   and  research,  where  the  hazards  to 
observers  would  be  eliminated  if 
;    they  could  watch  at  a  distance  by 
television. 

The  joint  announcement  said  the 
arrangement  to  manufacture  the 
i  Vericolor  units  was  an  outgrowth 


TV  AUTHORITY 

'  Meets  With  Networks 

I  TELEVISION  AUTHORITY  is  re- 
,1  ported  to  have  proposed  the  reopen- 
ing of  negotiations  with  the  net- 

J  works  at  a  meeting  in  New  York 
last  week. 

Although  no  report  of  the  meet- 
ing was  made  public,  it  is  under- 
i  stood    that    TVA  Administrator 
^     George  Heller  asked  network  rep- 
resentatives to  negotiate  for  TV 
;     performers  on  live  shows  and  on 
(     kinescope  recordings  used  on  a  de- 

i   layed  basis, 
t        The    networks    reportedly  are 

I I  studying  the  matter  before  reply- 
I  ing.  Although  the  Screen  Actors 

Guild  has  disclaimed  jurisdiction 
'  over  live  shows,  the  kinescope  re- 
cordings may  be  another  matter. 
And  the  networks  are  understood 
to  be  in  a  cautious  mood  for  fear 
of  being  charged  with  an  "unfair 
labor  practice"  should  they  proceed 
to  bargain  in  an  area  which  subse-. 
quently  turns  out  to  be  in  dispute. 

I  Meanwhile,  it  is  believed  that  a 
i  rough  plan  for  settling  portions  of 
j  the  complex  TVA-SAG  controversy 
developed  from  a  meeting  last 
week  between  Mr.  Heller,  TVA 
Counsel  Henry  Jaffe,  Kenneth 
I  Thomson,  TV  administrator  for 
I  SAG,  and  Herman  Gray,  SAG  coun- 
sel. The  plan  is  understood  to  be 
only  tentative,  and  is  to  be  referred 
back  to  the  respective  organiza- 

;f  tions. 


of  CBS  showings  of  medical  televi- 
sion in  cooperation  with  Smith, 
Kline  &  French  Labs.  These  demon- 
strations have  been  performed  at 
numerous  medical  conventions  in 
the  past  year. 

James  H.  Rand,  board  chairman 
and  president  of  Remington  Rand, 
said  the  interest  aroused  in  medical 
circles  by  the  television  demonstra- 
tions "insure  a  ready  market  for 
this  new  equipment." 

Frank  Stanton,  CBS  president, 
said:  "We  are  particularly  happy 
about  this  arrangement  because  of 
Remington  Rand's  long  and  suc- 
cessful record  in  the  field  of  busi- 
ness and  industrial  equipment.  The 
Remington  Rand  experience  in 
manufacture,  and  the  fact  that  it 
already  has  a  widespread  sales  and 
service  organization  throughout 
the  world,  will  act  as  a  tremendous 
stimulus  to  the  employment  of 
color  television  in  many  fields." 

The  camera  used  in  the  new  sys- 
tem is  one-fifth  the  size  of  average 


RESULTS  of  the  two-year  tele- 
vision study  of  TV  films  and  pro- 
gramming by  the  U.  S.  Dept.  of 
Agriculture  are  summarized  in  the 
first  of  a  series  of  three  reports 
just  released.  Other  reports  will 
cover  visual  aids  and  program 
methods. 

The  film  repoi't  was  prepared  by 
Tom  Noon  and  Maynard  A.  Speece, 
TV  information  specialists,  and 
Kenneth  M.  Gapen,  assistant  direc- 
tor of  information  for  radio  and 
TV.  Copies  are  available  at  the 
USDA  Radio  &  TV  Service,  Wash- 
ington 25,  D.  C. 

Extensive  research  in  the  adapt- 
ing of  films  for  TV  shows  was 
carried  on  by  the  department. 
Other  phases  of  the  film  study 
cover  packaging'  TV  shows  in  film, 
tailoring  new  film  to  fit  TV  needs 
and  distribution  and  uses  of  film  on 
TV. 

Clearances  Discussed 
A  chapter  on  clearances  combines 
results  of  extensive  research  by 
the  USDA  TV  specialists  and  the 
USDA  legal  staff.  Included  are 
sections  covering  right  of  manu- 
facture, right  of  performance, 
agents  and  right  of  privacy. 

General  rules  suggested  by  the 
USDA  solicitor  for  exhibition  of 
films  on  TV  follows : 

The  department  must  have  from  the 
copyright  holder  of  all  music  performed 
in  the  sound  track  a  license  extensive 
enough  to  cover  the  type  of  use  con- 
templated. 

The  department  should,  as  far  as 
possible,  obtain  sufficient  rights  from 
any  musicians  who  might  be  involved. 

The  right  of  privacy  of  persons  ap- 
pearing in  the  film  would  not  appear 
to  be  violated  by  telecasting  the  film, 
unless  they  specifically  forbid  such  use 
at  the  time  the  film  is  made.  This  also 
applies  to  a  person  whose  voice  or 
likeness  was  obtained  under  contract. 

Where  USDA  films  are  used  in  a 
telecast,  such  use  would  constitute  a 


black-and-white  TV  cameras  and 
weighs  32  pounds.  Only  one  man 
is  needed  to  operate  each  Veri- 
color unit. 

Remington  Rand  will  supply  the 
capital  for  the  joint  venture,  it 
was  learned.  CBS'  part  in  the  ar- 
rangement is  to  supply  the  design 
and  to  test  the  equipment. 

Remington  Rand's  existing  manu- 
facturing and  distribution  facil- 
ities will  be  used.  Production  of 
the  Vericolor  units  is  to  begin  at 
once,  and  deliveries  are  promised 
for  fall. 


Mull  P&G  Daytime  TV 

ALL  PROCTER  &  GAMBLE  New 
York  agencies  have  submitted  rec- 
ommendations on  daytime  TV  plans 
for  the  soap  company.  The  com- 
pany likely  will  make  definite  de- 
cisions sometime  in  October,  W.  N. 
Ramsey,  director  of  radio  for 
P&G  in  Cincinnati,  told  Tele- 
casting. 


"performance  for  profit"  in  the  mean- 
ing of  the  law,  even  though  the  broad- 
cast were  in  no  way  commercial. 

Copyright  licenses  obtained  for  pro- 
duction of  the  film  for  "normal"  use 
are  not  sufficient  to  cover  televising 
of  the  film  as  well.  A  separate,  specific 
license  must  be  secured. 


RAMS  FOOTBALL 

Admiral  Sponsors  on  KNBH 

ADMIRAL  Corp.,  Chicago  (TV 
sets,  refrigerators),  will  sponsor 
telecasts  of  all  Los  Angeles  Rams 
National  League  professional  foot- 
ball games  and  two  pre-season  con- 
tests on  KNBH  (TV)  Hollywood. 
The  $656,900  agreement  was  signed 
last  week  by  Admiral,  KNBH  and 
the  Rams. 

Contract,  placed  direct,  calls  for 
the  telecasting  of  a  total  of  15 
games,  the  first  to  be  played  Aug. 
23  against  the  Chicago  Cardinals. 
Nine  of  the  telecasts  will  be  live 
and  a  road  game  with  the  San 
Francisco  49ers  will  be  carried  over 
the  new  microwave  relay  between 
San  Francisco  and  Los  Angeles. 
Six  other  road  games  will  be  on 
film. 

Calling  for  an  attendance  guar- 
antee of  $575,000  for  eight  home 
games,  the  contract  gives  Admir- 
al's share  up  to  a  maximum  guar- 
antee of  $151,000,  the  remainder 
to  be  assumed  by  KNBH.  If  attend- 
ance reaches  the  guarantee  figure, 
it  was  pointed  out,  the  average  for 
the  eight  home  games  would  be 
15%  higher  per  game  than  the 
team  netted  last  year  when  the 
total  was  $371,000  for  six  home 
games. 

A  sliding  scale  of  payments 
pegged  on  gate  receipts  makes  it 
possible  for  the  station  and  sponsor 
to  present  the  games  at  little  or 


CBS'  color  camera,  contrasting  in 
size  with  the  standard  black-and- 
white  camera  (I),  is  held  by  Patty 
Painter,  the  network's  "Miss  Color 
Television." 


SPORTS  GATE 

RTMA  Issues  Jordan  Report 

COMPLETE  survey  of  television's 
long-range  eff'ect  on  attendance  at 
sports  events,  showing  the  visual 
medium  does  not  hurt  the  gate, 
was  published  last  week  by  Radio- 
Television  Mfrs.  Assn.  The  survey 
was  conducted  by  Jerry  N.  Jordan 
while  a  student  at  Princeton  and 
U.  of  Pennsylvania  graduate  school, 
and  its  findings  have  attracted 
nationwide  attention  [Telecasting, 
May  15,  22]. 

In  publishing  the  112-page  vol- 
ume, most  comprehensive  of  its 
sort  ever  prepared,  Robert  C. 
Sprague,  RTMA  president,  ex- 
plained the  association  neither  in- 
itiated nor  financed  the  study  but 
was  publishing  it  "because  of  the 
considerable  light  it  casts  on  a 
complex  and  controversial  issue." 

The  findings  were  confirmed  re- 
cently in  a  supplemental  study  by 
Mr.  Jordan  [Telecasting,  July 
24]. 

Mr.  Sprague  said  an  RTMA 
board  committee  carefully  ana- 
lyzed the  Jordan  findings  last  May 
and  unanimously  recommended 
that  it  be  published  and  widely 
distributed  among  colleges,  sports 
organizations  and  other  interested 
groups. 

Main  findings  are : 

1.  The  length  of  time  a  person  has 
owned  a  television  set  directly  influ- 
ences his  and  his  family's  attendance 
at  sports  events. 

2.  'When  he  first  buys  a  set,  attend- 
ance goes  down  temporarily.  Later— = 
after  one  season  in  most  sports^ 
attendance  returns  to  normal. 

3.  After  one  to  two  years  of  owner.; 
ship,  the  T'V  owner's  attendance  rate 
is  higher  than  that  of  non-owners.  It 
is  difficult  to  determine  how  much  of 
this  increase  can  be  attributed  to  the 
greater  interest  in  sports  stimulated  by 
T'V.  Sports  fans  were  among  the  first 
to  buy  T'V  sets,  so  we  would  expect 
this  group  to  have  a  somewhat  higher 
rate  of  attendance. 

4.  TV  owners  take  other  members  of 
their  family  out  to  games  more  fre- 
quently than  non-owners. 


no  financial  outlay,  it  was  said, 
Arinouncement  of  the  agreement 
was  made  by  Dan  Reeves,  presi- 
dent, Rams;  Thomas  B.  McFadden. 
manager,  KNBH;  Ray  Cox,  vice 
president  and  general  manager, 
Herbert  H.  Horn,  Inc.,  Southern 
California  distributor  for  Admiral. 


USE  OF  FILM  ON  TV 

Agriculture  Dept.  Winds  up  2-Yr.  Study 
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F.  E.  MAGENHEIMER  (r),  secretary-advertising  mgr..  Mason,  Au  &  Magen- 
heimer  Confectionery  Mfrg.  Co.,  sets  firm's  sponsorship  of  Chester,  the  Pup 
program  on  ABC-TV.  Helping  make  it  official  are  Fred  Thrower  (I),  ABC 
V.  p.  in  charge  of  spies,  and  Franklyn  Dyson,  v.  p..  Turner,  Leach  Co.  Inc. 


CONTRACT  to  sponsor  two  weekly 
TV  sports  programs  on  KTTV  (TV) 
Los  Angeles  is  arranged  by  Earle 
T.  Bumpous  (seated),  v.  p.,  Jarman 
Shoe  Corp.,  Nashville.  Looking 
on  are  (I  to  r)  Tom  Harmon,  com- 
mentator on  show;  Steve  McGaw, 
Jarman  adv.  mgr.;  Bill  Graham,  acct. 
executive,  Noble-Dury  &  Assoc. 


IT'S  a  deal  as  E.  A.  Norwitt  (seated), 
pres.,  Norwitt  Motors  (Kaiser-Frazer 
dealer),  Richmond,  Calif.,  contracts 
for  one-hour-plus  show  on  KRON-TV 
San  Francisco.  Approving  the  ar- 
rangement are  Robert  Bateman  (I), 
sales  promotion  adv.  mgr.,  H.  J. 
Kaiser  Motors,  and  Fred  Becker,  TV 
dir.,  Umland  &  Co. 


ARRANGEMENT  for  Ford  dealers' 
sponsorship  of  Roller  Derby  on  KGO- 
TV  San  Francisco  is  set  by  (I  to  r) 
Gayle  V.  Grubb,  general  manager  of 
KGO-AM-FM-TV;  Earl  Dahlem,  presi- 
dent, Richmond.  Ford  Dealers  Adver- 
tising Assn.,  and  Vic  Armstrong,  ac- 
count executive,  J.  Walter  Thompson 
Co.,  accounts  agency. 


DEAL  for  film  telecast  of  10  SMU 
football  games  on  KRLD-TV  Dallas 
this  season  is  closed  by  (I  to  r): 
seated,  H.  H.  (Rusty)  Russell,  SMU 
head  coach;  W.  O.  Bankston,  Bank- 
ston-Hall  Motors,  Dallas  Ford  Dealer, 
sponsor;  standing,  W.  A.  (Bill) 
Roberts,  coml.  mgr.,  KRLD-AM-FM- 
TV;  Jim  Huff,  Huff  Adv. 


INAUGURAL  telecast  of  the  52-week  across-the-board  sponsorship  of  Webster 
Webfoot  on  WFAA-TV  Dallas  by  Sanger  Bros.,  Dallas  department  store,  is 
discussed  by  (I  to  r)  Alex  Keese,  WFAA  local  sales  manager;  Vivian  Smith, 
WFAA  sales  dept.;  Chris  Kelly,  public  relations  director,  Sanger  Bros.; 
"Webster,"  and   Jimmv   Weldon,   "Webster's"  rreator. 


TV  SET  TAX 

Senate  Unit'  Hears  Protest 

THE  TELEVISION  industry  last 
Thursday  presented  its  view  before 
the  Senate  Finance  Committee  on 
the  proposed  10%  federal  excise 
tax  on  television  sets  at  the  manu- 
facturing level. 

The  meeting,  called  in  answer  to 
an  industry  request,  was  held  be- 
hind closed  doors  in  executive  ses- 
sion. Testimony  was  heard  during 
the  brief  session  from  Dr.  Allen  B. 
DuMont,  Allen  B.  DuMont  Labs 
Inc.  president  and  Radio-Television 
Mfrs.  Assn,  excise  tax  committee 
chairman.  A.  M.  Freeman,  RCA 
Victor,  vice  chairman,  and  David 
Graham,  DuMont  Labs,  RTMA 
committee  member,  accompanied 
him. 

Dr.  DuMont  was  heard  as  the 
Senate  committee,  which  early  this 
month  approved  the  TV  set  tax 
proposal  [Telecasting,  Aug.  7], 
Avound  up  its  study  of  the  House- 
approved  "interim"  tax  revision 
measure.  Hearing  was  called  in 
response  to  protests  filed  Aug.  4  by 
NAB  and  RTMA. 

Dr.  DuMont  told  the  committee 
the  Treasury  Dept.'s  proposal  to 
tax  TV  sets  10%  would  be  con- 
trary to  the  public  interest  and 
would  fall  a^  a  burden  on  a  new 
industry. 

As  a  defense  and  war-time  train- 
ing medium,  Dr.  DuMont  said,  tel- 
evision can  not  be  equalled  for  its 
visual  training  value  nor  for  itg 
effect  as  a  public  morale  booster. 
He  added  that  the  industry  is  in 
a  state  of  "flux"  with  technological 
changes  continually  taking  place. 

Dr.  DuMont  also  called  atten- 
tion to  operating  losses  both  to 
many  stations,  restricted  by  the 


PHILCO  ON  ABC 

To  Sponsor  McNeill  Show 

PHILCO  CORP.,  Philadelphia,  will 
sponsor  the  full  hour  of  the  Don 
McNeill  TV  Club  on  ABC-TV, 
starting  Sept.  13,  James  H.  Car- 
mine, executive  vice  president  of 
the  Philco  Corp.,  has  announced. 

Last  week  the  show  was  sched- 
uled to  be  sponsored  for  a  half 
hour  by  Speidel  Watchbands  but 
at  the  last  moment  Philco  picked 
up  its  first  option.  Meanwhile, 
Speidel  has  bought  another  time 
on  another  network  to  start  Sept. 
18.  The  program,  as  yet  undecided, 
will  be  presented  Monday,  8-8:30 
p.m.  on  NBC-TV.  Sullivan,  Stauf- 
fer.  Col  well  &  Bayles,  New  York, 
is  the  agency  for  Speidel. 

The  Don  McNeill  TV  show  will 
originate  in  ABC's  Civic  Theatre  in 
Chicago.  It  will  utilize  the  radio 
program  formula  of  Breakfast 
Club.  Along  with  Mr.  McNeill, 
Sam  Cowling,  "Aunt  Fanny," 
Johnny  Desmond  and  Patsy  Lee, 
plus  Eddy  Balantine  and  his  14- 
piece  orchestra,  will  be  featured. 
Hutchins  Adv.,  New  York,  is  the 
agency  for  Philco. 


FCC  freeze  on  new  construction, 
and  to  television  networks.  Manu- 
facturers, he  continued,  also  have 
a  big  investment  in  TV  research 
and  development  to  make  up. 

While  the  Finance  committee 
concluded  its  chapter-by-chapter 
consideration  of  the  tax  revenue 
bill  and  voted  to  report  the  bill 
without  dissent  on  Thursday,  com- 
mittee members  agreed  to  take  a 
final  look  at  the  completed  report 
when  it  will  be  drafted  about  the 
middle  of  this  week.  Chairman 
George  said  he  expected  the  bill  to 
be  in  shape  for  Senate  debate  by 
Wednesday  or  Thursday. 


CUBAN  NETWORK 

Gets  RCA  TV  Equipment 

A  FULL  complement  of  TV  sta- 
tion equipment  was  shipped  by  air 
last  week  to  Havana,  Cuba,  for  use 
by  the  Union  Radio  Network  of 
Cuba,  RCA  has  announced.  Two 
National  Airlines  C-46  transports 
were  used  to  carry  the  RCA  ship- 
ment from  Philadelphia  Interna- 
tional Airport. 

Ceremonies  were  held  at  the  air- 
port prior  to  the  flight  on  Aug.  15 
with  Cuban  Consul  (jreneral  Nicolas 
E.  Meneses,  RCA  executives,  and 
National  Airlines  chiefs  taking 
part.  Transcription  of  speeches 
made  was  flown  to  Cuba  with  the 
shipment. 

It  is  understood  that  URN  will 
use  the  equipment  for  its  key  sta- 
tion in  the  Cuban  TV  network. 
Antonio  Zamorano,  representing 
Humara  y  Lastra,  Cuban  distribu- 
tor of  RCA  products,  disclosed  that 
the  network,  one  of  the  largest  in 
Cuba,  plans  to  launch  extended  TV 
program  schedules  this  fall.  Exten- 
sive baseball  and  other  sports  cov- 
erage are  being  planned. 

Equipment  sent  weighed  more 
than  22,000  lbs.  Included  in  the 
shipment  were  an  8,000  lb.  5  kw  TV 
transmitter,  transmitter  console 
and  antenna,  complete  field  mobile 
unit,  microwave  relay  equipment, 
three  TV  cameras,  film  projection 
equipment  for  16mm,  35mm  and 
slide  operation  and  other  studio  fa- 
cilities. 


DuMONT  DIVIDEND 

Declared  on  Class  A,  B  Stock 

AN  INTERIM  dividend  of  25  cents 
per  share  on  DuMont  Class  A  and 
B  common  stock,  payable  Sept.  20 
to  stockholders  of  record  Sept.  6, 
was  declared  last  week.  Also,  a 
regular  quarterly  dividend  on  pre- 
ferred stock  outstanding  was  de- 
clared, payable  Oct.  1  to  stock- 
holders of  record  Sept.  15,  of  25 
cents. 

DuMont  directors  also  announced 
that  before  the  end  of  the  year, 
when  a  more  complete  review  of  the 
year's  operations  could  be  made, 
a  further  dividend  would  be  con- 
sidered. For  the  24  weeks  ending 
June  18,  earnings  after  taxes  and 
charges  were  $2,797,000. 
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HE  OUTDRAWS  'EH  ALL! 


. . .  He's  done  it  year  in 
and  year  out  on  radio, 


movie  screens,  records  and 
personal  appearance  tours.  Now  Gene  Autry, 
greatest  cowboy  of  them  all,  brings  his  phenomenal 
drawing  power  to  television ! 

He's  got  a  sure-fire  show.*  First  film  series  made 
expressly  for  TV  by  a  top  Western  movie  star,  it's 
loaded  with  action . . .  features  Gene  and  his  horse 
Champion,  Pat  Buttram,  Sheila  Ryan,  the  Cass 
County  Boys  and  all  the  Autry  hands. 

In  the  words  of  Variety:  "Autry  indicates  that  he 
can  hold  his  own  on  video.  He's  transplanted  his 
screen  personality  to  this  medium  in  a  manner 
that  will  continue  to  hold  a  high  degree  of  favor." 
New  York  Daily  News:  "Typical  Autry  entertain- 
ment, a  compound  of  action  and  good  humor." 
The  New  York  Times:  "Snappy  horse  opera." 

Want  to  put  your  brand  on  it?  Just  call  your 
nearest  Radio  Sales  representative.  He'll  give  you 
complete  information— and  tell  you  whether  it's 
still  available  in  your  area. 


*A  CBS-TV  Syndicated  Film  series  of  half-hour  Western  films,  each  a 
complete  drama.  Represented  exclusively  by  Radio  Sales  — New  York, 
Chicago,  San  Francisco,  Detroit,  Memphis,  Los  Angeles. 


Television's 
TOP 
Sales 

Opportunity 

WILMINGTON 

—first  in  income  per 
family  among  all  U  S 
"metropolitan  centers 
of  100,000  or  over 

^^Jes  Management 
j9S0  Survey  of 
buying  Power. 

°^        ,  figuJ'e^ 
,  7/2/50. 


The  only 
Television  station  in 
Delaware  —  if  delivers 
you  this  buying 
audience, 

if  you're  on  Television  — 

WDEL-TV 

is  a  must. 

Represented  by 

ROBERT  MEEKER 

Associates 
New  York  San  Francisco 

Los  Angeles  Chicago 


telestatus 


School  Children's 
Reaction  to  TV 

(Report  125) 


TWO  SURVEYS  covering  the  effect 
of  television  on  school  children 
were  released  within  the  last  fort- 
night. In  Evansville,  111.,  70%  of 
the  school  children  surveyed  on 
television  habits  said  TV  does  not 
help  them  in  their  studies,  and  48% 
of  their  teachers  reported  dissatis- 
faction with  the  medium.  Among 
the  parents  surveyed,  55%  of  those 
owning  TV  sets  approved  of  chil- 
dren's programs  in  general. 

In  an  attempt  to  measure  the 
comparative  educational  effective- 
ness of  radio  and  television,  Don 
Lyon  and  Lawrence  Myers,  both  of 
the  Syracuse  U.  Radio  and  Tele- 
vision Center,  report  that  grammar 
school  students  seem  to  have  devel- 
oped a  critical  sense  about  radio 
but  none  as  yet  for  television.  They 
also  are  more  interested  in  tele- 
vision and  seem  to  be  able  to  recall 
more  information  from  it  than 
from  radio. 

Although  Messrs.  Lyon  and  My- 
ers point  out  that  their  tests  are 
far  from  conclusive,  they  do  feel 
that  some  trends  appear  to  be  in- 
dicated. They  found  students  to  be 
highly  favorable  in  their  comments 
on  a  test  TV  program.  When  asked 
what  they  liked  about  a  special 
radio  program,  they  responded  in 
terms  of  specific  dislikes. 

Data  in  the  Evanston  survey  was 
collected  by  Prof.  Paul  A.  Witty, 
Northwestern  U.  faculty  member 
in  education,  for  a  conference  on 
developmental  reading  in  elemen- 


tary and  secondary  schools. 

"The  almost  universal  appeal  of 
TV  to  children  offers  an  unpai-al- 
leled  opportunity  for  influencing 
children  in  positive  ways."  The 
teacher  said  TV  becomes  "a  real 
problem  or  liability  chiefly  in  homes 
where  parents  permit  it  to  become 
one."  He  explained  that  there  is 
among  parents  a  "curious  mistrust 
of  their  own  ability  to  deal  with 
problems  created  by  TV." 

Parents  and  teachers  of  school 
children  were  divided  sharply  as 
to  their  approval  or  disapproval  of 
television.  Almost  half  of  the  teach- 
ers (48%)  expressed  dissatisfac- 
tion, decrying  "the  low  standard  of 
the  educational  offering  and  the 
poor  quality  of  entertainment." 
More  than  a  fourth  (27%)  admit- 
ted some  "serious"  limitations,  but 
recognize  TV's  promise  and  poten- 
tial as  an  educational  force.  Twen- 
ty-five percent  expressed  indiffer- 
ence. 

55%  Approve  Programs 
When  surveying  parents,  Prof. 
Witty  found  that  55%  of  those 
ov/ning  TV  sets  approve  of  chil- 
dren's programs  in  general,  25% 
like  certain  programs  only  and  14% 
do  not  approve  of  children's  shows. 
Among  non-TV-owning,  parents, 
only  16%  approved  of  children's 
shows  on  television. 

Many  parents  said  they  approved 
of  the  medium  because  it  keeps 
youngsters  at  home.  Others  said 


TV  relaxes  children  "in  the  diffi- 
cult period"  before  dinner.  Many 
of  the  parents  believe  TV  shows 
stimulate  thought  and  imagination, 
and  widen  interests  of  children. 
Parental  disapproval  stemmed  , 
from  a  conviction  that  shows  in  | 
general  "are  too  violent,  too  sensa- 
tional, too  stimulating  and  include 
too  many  westerns." 

John  Meek  Surveys 
Set  Owners 

TV  SET  OWNERS  report  quality 
of  sound  reproduction  will  be  al- 
most as  important  as  picture 
sharpness  when  they  choose  their 
next  television  set.  This  was  re- 
ported by  John  Meek  Industries 
last  week  after  a  survey  among 
almost  200  families  in  the  Chicago 
area.  Viewers  owned  TV  sets  an 
average  of  15.1  months. 

The  survey  allowed  10  points  for 
a  first  choice  in  factors  which  would 
determine  selection  of  the  next  TV 
set  in  the  home,  nine  for  the  second 
and  so  on  in  descending  order  to 
determine  the  top  10  influences. 
Results  follow,  with  the  number  of 
points  for  each  factor. 

Sharpness  of  picture  1,258 

Quality  of  sound  reproduction  1,158 

Reputation  of  the  manufacturer  943 

Cabinet  style,  appearance  922 

Price  882 

Brand  name  682 

Inclusion  of  FM  radio  at  added  cost  313 

Recommendations  of  neighbors,  friends  290 

C Continued  on  page  76) 
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City 

Albuquerque 

Ames 

Atlanta 

Baltimore 

Binghamton 

Birmingham 

Bloomington 

Boston 

BufFalo 

Charlotte 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas, 

Ft.  Worth 
Davenport 


Outlets  On  Air 

KOB-TV 

WOl-TV 

WAGA-TV,  WSB-TV 

WAAM,  WBAL-TV,  WMAR-TV 

WNBC-TV 

WAFM-TV,  WBRC-TV 
WTTV 

WBZ-TV.  WNAC-TV 

WEEN-TV 

WBTV 

WBKe,  WENR-TV,  WGN-TV,  WNBQ 
WCPO-TV,  WKRC-TV  WIWT 
WEWS,  WNBK  ,WXEL 
WBNS-TV,   WLWC,  WTVN 


KRID-TV, 
WOC-TV 


WFAA-TV,  WBAP-TV 


Number  Sets 
3,550 
12,298 
49,263 
191,515 
18,650 
17,500 
7,600 
447,005 
110,251 
19,210 
536,895 
153,000 
260,185 
86,000 

65,681 
16,218 


Quad  Cities  Include  Davenport,  Moline,  Rock  Island,  East  Moline 


Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntington- 
Charleston 

Indianapolis 

Jacksonville 

Johnstown 

Kalamazoo- 
Battle  Creek 

Kansas  City 

Lancaster* 

Lansing 

Los  Angeles 


WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 


WBAP-TV, 
W  LAV-TV 
WFMY-TV 
KPRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 


KRLD,  WFAA-TV 


106,000 
282,000 
37,650 

65,681 
43,055 
15,458 
32,633 

16,380 
62,500 
12,000 
26,500 


WKZO-TV  34,048 
WDAF-TV  42,107 
WJIM-TV  54,435 
WGAl-TV  28,500 
KECA-TV,  KFI-TV,  KLAC-TV,  KNBH,  642,897 
KTLA,  KTSl,  KTTV 
'Lancaster  and  continguous  areas.  Total  Markets  on  Air  62 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  fr 
and  manufacturers.     Since  many  an  compiled  monthly,  some  may 
necessarily  approximate. 


City 

'Outlets  On  Air 

Number  Sets 

Louisville 

WAVE-TV,  WHAS-TV 

39,075 

Memphis 

WMCT 

44,319 

Miami 

WTVJ 

31,400 

Milwaukee 

WTMJ-TV 

129.068 

Minn. -St.  Paul 

KSTP-TV,  WTCN-TV 

105,100 

Nashville 

300 

New  Haven 

WNHC-TV 

90,000 

New  Orleans 

WDSU-TV 

30,800 

New  York 

WABD.  WCBS-TV,  WJZ-TV, 
WOR-TV,  WPIX 

WNBT 

1,500,000 

Newark 

WATV 

Inc.  in  N.  Y.  estimate 

Norfolk 

WKY-TV 

23,420 

Ol^lrahoma  City 

WKY-TV 

36,900 

Omaha 

KMTV,  WOW-TV 

28,009 

Philadelphia 

WCAU-TV,  WFIL-TV,  WPTZ 

540,000 

Phoenix 

KPHO-TV 

14,800 

Pittsburgh 

WDTV 

108,000 

Portland,  Ore. 

945 

Providence 

WJAR-TV 

71,800 

Richmond 

WTVR 

38,925 

Rochester 

WHAM-TV 

45,926 

Rock  Island 

WHBF-TV 

16,218 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island, 

East  Moline 

Salt   Lake  City 

KDYL-TV,  KSL-TV 

21,000 

San  Antonio 

KEYL-TV,  WOAI-TV 

23.436 

San  Diego 

KFMB-TV 

48,500 

San  Francisco 

KGO-TV,  KPIX,  KRON-TV 

65,650 

Schenectady 

WRGB 

90,500 

Albany-Troy 

Seattle 

KING-TV 

33,100 

St.  Louis 

KSD-TV 

162,500 

Syracuse 

WHEN.  WSYR-TV 

49,384 

Toledo 

WSPD-TV 

51,000 

Tulsa 

KOTV 

32,150 

Utica-Rome 

WKTV 

20,300 

Washington 

WMAL-TV,  WNBW,  WTOP-TV,  WHO 

150,325 

Wilmington 

WDEL-TV 

40,081 

Stations  on  Air  106 

Sets  in 

Use  7,097,697 

om  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
main   unchanged  in  successive  summaries.     Total  sets  in  all  areas  is 
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more 

and 

more 

and 

more 

and 

more 

and 

more 

and 

more 

and 


'iS 


More  and  MORE  advertisers  in 


if 


Greater  Miami  are  learning  that 
32,000  television  families,  (125,- 
M  000  viewers)  tuned  to  Miami's 
only  TV  Station-WTVJ  just  can't 
^  be  equalled  by  any  one  AM  sta- 
l>  tion  of  the  13  bidding  for  the 
pi  audience  in  121,000  radio 
homes.  That's  why  more  and 
1^  MORE  advertisers  are  using 

Qf^j  WTVJ,  Florida's  first  and 

Miami's  only  Television 
Station  


more 

and 


i 


1 


More  and  more  advertisers 
are  switching  to  WTVJ.  45 
national  spot  and  program  ad- 
vertisers and  152  local  advertis- 
ers are  setting  sales  records  with 
Television  in  Miami.  Now 
programming  eight  hours  daily, 
WTVJ  presents  the  best  shows  of 
all  four  networks,  plus  top  local 
talent  from  Florida's  Gold  Coast 
—recreation  center  of  the  Nation! 
Smart  advertisers  sell  more  on 


Channel   4  —  WTVJ,  Miami 


more 

!     advertisers  are 
using 


CHANNEL  4 

On  the  Florida  Gold  Coast 

M  I  A  M 

FREEa^  PETERS- Na^i?.  'Re^'issentdivei 
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General  Electric's  Great  New  Air-Cooied  TELEVISION  TRANSMITTER 


Point-By-Point  Comparison  Shows  Overwhelming  G-E  Advantages! 


Characteristic 

G.  E.  TT-IO-A 

Manufacturer  A 

Manufacturer  B 

Manufacturer  C 

Tube  Cost  (1  set) 

$1200 

$3300 

$1500 

$1400 

Power  Required  (average  picture) 

14  kw 

25  kw 

23  kw  (approx.) 

25  kw 

Size 

12'5"  L 

17'4"  L 

1741"  L 

16'7"  L 

84"  H 

84"  H  > 

78"  H 

83"  H 

34"  D 

38"  D 

36"  D 

40"  D 

Air  Cooled 

Yes 

No 

Yes 

Yes 

Self  Contained 

Yes 

No 

Yes 

No 

Direct  Crystal  Control  of 

Yes 

No 

No 

No 

Aural  Transmitter  Frequency 

Low  Level  Modulation 

Yes 

No 

No 

No 

Vestigial  Side  Band  Filter 

Not  Required 

Required 

Not  Required 

Required 
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o  o  o 

as 


COMPLETELY  SELF-CONTAINED  UNIT  FOR  CHANNELS  2-6  .  .  .  CUTS 
ANNUAL  POWER  COST  UP  TO  $1,000. .. REQUIRES  ONLY  14  KW  INPUT 


A  spectacular  transmitter  development, 
two  years  in  the  making  at  Electronics  Park, 
now  brings  to  broadcasters  the  lowest  initial 
tube  cost,  lowest  operating  cost,  and  lowest 
power  consumption  in  the  industry! 

The  figures  tell  the  story.  Examine  the 


comparison  chart  under  the  photograph  at 
left.  Measure  these  dollars-and-cents  advan- 
tages against  any  television  transmitter  on 
the  market  today.  In  addition,  here's  what 
the  General  Electric  TT-IO-A  offers  in  new 
design  features: 


tow  Power  Modulator  using  low  cost  receiver-type 
tubes  saves  you  money.  The  most  expensive  modulator 
tube  is  a  1614  costing  only  $2.05. 

Built-in  Clamp  Circuits  eliminate  the  usual  type  of  low 
frequency  video  distortion  found  in  many  input  signals. 

Completely  Self  Contained  and  Air  Cooled.  This 
transmitter  occupies  up  to  37%  less  floor  space  than 
competing  makes.  Requires  no  external  equipment, 
such  as  transformers,  blower  or  water  pumps. 

Saves  Time— Quick  Tube  Change, Every  stage,  includ- 
ing finals,  equipped  with  plug-in  sockets. 

Adjustable  White  Clipper  keeps  predetermined  modu- 
lation  depth  from  being  exceeded. 

Increased  Safety.  High  voltage  interlocks  and  ground- 
ing switches  on  all  cubicles. 

For  more  details  on  this  new  transmitter,  call  the  tele- 
vision representative  at  the  General  Electric  office  near 
you,  or  write:  General  Electric  Company,  Electronics 
Park,  Syracuse,  New  York, 


I  '; 


For 


COo, 


'*0/ 


»4I 


9 


GENERAL 


ELECTRIC 
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Te!efile:WPiX 

(Continued  from  page  62) 

to  our  original  idea  of  developing  a 
strictly  local  station.  We've  put  aside 
for  the  time  being  any  ideas  of  de- 
veloping programs  suitable  for  a  na- 
tional audience.  We're  staying  where 
we  belong  with  our  New  York  friends. 
We  believe  more  firmly  than  ever 
that  WPIX  will  become  a  major  factor 
in  New  York  television  as  New  York's 
own  good  looking  TV  station.  .  .  . 

When  our  budget  will  permit,  we 
expect  to  spend  more  money  on  public 
service  and  entertainment  program- 
ming. It  is  doubtful  we  will  soon 
attempt  the  big  budget  shows  now 
on  the  networks. 

The  entire  television  industry  is 
booming.  There  is  now  some  prospect 
that  broadcasters  may  look  forward 
to  getting  back  a  part  of  their  invest- 
ments. Thus  far  all  others  in  the 
industry  have  had  good  profits  out  of 
television  while  broadcasters  carried 
the  load.  A  change  is  due.  It  ap- 
pears to  be  under  way. 

The  second  birthday  of  WPIX  was 
a  reasonably  happy  one.  G.  Bennett 
Larson,  general  manager  of  the  sta- 


tion [who  succeeded  Mr.  Coe  in  Janu- 
ary 1950],  and  all  of  his  associates 
are  to  be  congratulated.  The  program 
department  under  Warren  Wade  has 
performed  near  miracles.  The  engi- 
neering staff  under  Tom  Howard  has 
performed  miracles.  The  sales  staff 
under  Walter  Duncan  [who  joined 
WPIX  in  February  1950]  is  rapidly 
developing  a  miraculous  touch. 

We  expect  our  third  birthday  will 
be  a  truly  happy  one,  with  a  solid 
spot  in  the  New  York  television  field, 
additional  facilities  under  way,  and  a 
strong  signal  covering  the  metropol- 
itan audience  from  the  new  Empire 
State  transmitter  tower. 

Indicative  of  the  station's  growth 
in  •  the  past  two  years  is  its  ex- 
tended hours  of  operation,  from  169 
hours  and  14  minutes  in  July  1948 
(first  full  month  of  operation),  to 
228  hours  and  30  minutes  in  May 
1949  and  to  374  hours  and  2  min- 
utes in  May  1950. 

Perhaps  a  more  significant  rec- 
ord of  progress  is  shown  by  -the 
number  of  sponsored  hours  for 
those  months  —  15  hours  and  30 
minutes  (97o  of  the  total  air  time) 


in  July  1948;  80  hours  and  15  min- 
utes (34%)  in  May  1949;  203 
hours  and  24  minutes  (55%  in  May 
1950). 

Currently  the  WPIX  programs 
are  33.7 %-  live  studio  shows,  21.3% 
remotes  and  44.9%  films.  Commer- 
cial time  is  54.4%-  ;  sustaining 
45.6%r.  The  commercial  hours  are 
divided  into  73.3  %r  fully  sponsored 
and  26.7 %c  participating. 

While  programming  and  sales 
have  expanded  over  the  past  two 
years,  the  station  organization  has 
been  streamlined  as  is  shown  in  the 
following  table : 

WPIX  Personnel 


1948 

1950 

Film 

41 

Special  Events 

25 

Engineering 

47 

52 

Program 

41 

50 

Soles 

9 

21 

Public  Relations 

4 

General  and 

Administrative 

9 

13 

176 

136 

Program  absorbed  Film  and  Special  Events. 
Sales  absorbed  Public  Relations. 


From  a  sheaf  of  WPIX  success 
stories,  the  following  are  typical: 


L.  Sonneborn  Sons  sponsored  tele- 
casts of  midget  auto  races  for 
Amalie  Motor  Oil,  used  TV  only 
and  substantially  exceeded  the  sales 
quota  set  for  the  campaign.  L.  R. 
LaViez,  sales  manager,  said:  "Tel- 
evision provided  a  sales  impact 
that  was  much  greater  and  more 
successful  than  any  other  media..." 

Esquire  Novelty  Co.,  using  a  one- 
minute  participation  on  the  Satur- 
day Six  Gun  Playhouse  Western 
film  program,  offered  a  sheriff's 
badge  for  10  cents  to  anyone  writ- 
ing for  it,  drew  more  than  3,500 
replies  and  renewed  for  13  weeks. 
A  sample  of  Stoppette  deodorant 
was  offered  for  10  cents  by  a  live 
announcement  in  connection  with  a 
60-second  film  commercial.  Eight 
announcements  in  a  four-week  pe- 
riod drew  2,275  letters  and  dimes. 

MacLevy  Slenderizing  Salons 
drew  350  telephone  calls  with  a 
one-minute  announcement  on  the 
Ted  Steele  Show,  signed  up  65  peo- 
ple for  the  $50  slenderizing  course, 
total  sales  of  S3, 150  for  an  adver- 
tising cost  of  $100.  Threee  one-min- 
ute participations  for  Revel  Shawn 
Perfume  on  the  same  program 
pulled  1,000  orders  for  $2  bottles 
of  the  perfume — $2,000  in  sales  for 
an  advertising  cost  of  $300. 

More  than  5,000  raincoats  at 
$2.98  each  were  sold  by  mail 
through  announcements  on  the  Ted 
Steele  and  Night  Owl  Theatre  pro- 
grams. Lee  Motors  sold  its  entire 
stock  of  1950  used  cars,  valued  at 
over  $100,000,  with  daily  announce- 
ments on  the  Jimmy  Powers  pro- 
gram for  13  days. 

Base  Rates 

Base  rates  of  WPIX  under  Rate 
Card  No.  2,  effective  in  March: 

$1,200  for  a  Class  A  hour,  7-10  p.m.; 
$720  for  a  Class  B  hour,  5-7  p.m.  and 
10-11  p.m.,  and  $480  for  all  other 
times.  Announcements  of  20-second 
length  are  $150  in  Class  A  time,  $112 
in  Class  B  time  and  $75  at  other 
times;  eight-second  announcements 
are  $90  in  Class  A  time,  $67  in  Class 
B  time  and  $45  at  other  times.  Fre- 
quency discounts  range  from  2^/2% 
for  13  times  to  20%  for  260  times, 
within  one  year. 

WPIX  has  three  studios  in  the  j 
News  Bldg. :  No.  1  measures  46  by 
28  feet  and  is  equipped  with  two 
cameras;  No.  .2  is  31  by  35  feet, 
with  two  cameras;  the  news  studio 
is  15  by  21  feet,  with  one  camera. 
The  projection  room  has  two  35mm 
projectors  and  two  16mm  projec- 
tors, three  slide  projectors,  two 
opaque  projectors. 

WPIX  has  two  mobile  units,  each 
equipped  with  three  cameras  and 
three  sets  of  microwave  equipment. 
The  transmitter  is  an  RCA  TT-5. 
All  equipment  is  RCA  except  the 
two  35mm  projectors,  which  are 
Simplex,  modified  by  Rex  Cole.  Sta- 
tion's total  investment  in  plant 
and  equipment  runs  to  about  $1,- 
500,000. 

This  fall  the  WPIX  transmitter 
will  move  from  the  News  Bldg.  to 
the  Empire  State  Bldg.,  New 
York's  highest  tower,  where  WPIX 
will  join  WCBS-TV,  WJZ-TV, 
WNBT  (TV)  and  WABD  (TV). 
The  station  is  now  installing  a  new 
TT-5  transmitter  in  the  new  loca- 
tion in  preparation  for  the  move. 


CHANNEL  4  OKLAHOMA  CITY 

OWNED  AND  OPERATED  BY  THE  OKLAHOMA  PUBLISHING  CO. 
WKY,   OKIAHOMA   CITY  —  THE  DAILY  OKLAHOMAN 


Represented  by  THE  KATZ  AGENCY,  INC. 
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lULi  i3t  13^"   

S.  A.  Population  Increases  60  Per  Cent 


Bank  Deposits 
Indicate  No 
Summer  Slump 

San  Antonio's  usual  summer  bus- 
iness slow-down  failed  to  triaterial- 
ize  iudginR  by  deposits  m  San  An- 
tonio banks. 

The  total  deposits  in  the  U 
cral  banks  here  as  of  June  '  - 
ed  $3')7,632,85<).  moj 
million  above  the 
on  the  same  date 
This  situatioi/ 
summer  trend. ^ener; 
have  dropped  from 
lion  between  the  D 
30  reporting  dates /ving  to  a  quiet- 
er business  pictu/ during  summer 

The  figure  for  mid-year, 
came  within  less  than  HVi  million 
of  equalling  the  postwar  high  mark 
of  $400,096,45  5,  set  on  Dec.  31, 
1945.  This  record  included  more 
than  $47  million  in  government  de- 
posits, since  withdrawn. 

S.  A.  to  Have 
Medical  Unit 
Of  Texas  U. 


Approve  Trade  Zone 
As  Shippins  Point 

North  Loop,  Tex.,  now  has  been 
approved  by  all  railroads  as  a 
freisht  shipping  point  for  San  An- 
tonio's new  foreign  tr.ade  zone,  the 
Chamber  of  Commerce  traffic  com- 
mittee was  advised  at  a  luncheon 
mcetinc  Thursday. 

E.  .'V.  Holmgreen,  Jr..  committee 
chairman,    pointed    out  rates 
specific  commodities  will  be  jp 
for  as  the  need  a^s^ 

C    1.  Cramp/in^ha  _ 

iscl.  fJU^'^   '"^  recent 
CorfffCSlon  heal 

 jnio  and  l-!arrm'!en 

Southern  Pacific's  applicatitj 
,ib.indon  its  ^:x'..',m, 
tween  here  and  skid 
He  also  announc 
would  "ift  rcaicscnte  , 
missi.yi'j<!^/ng  at  rolumbus^  ^ 
davV&nSri*«n  the  Southern  Paci- 
fic'supplication  to  suspend  Trams 
7  and  8  between  San  Antonio  and 
Houston. 

Holmgreen   reported   there  ^ 
no  hope  of  a  repeal  or  reductio 
the  Federal  Transportation  Aix/tn 
view  of  the  outbreak  of  hosfl*""^ 
in  Korea. 

Buifcb'ng  PermUs 
Ahead  of  I94J 


Percentage  Gain  Tops  All  Major 
Texas  Cities,  Census  Official  Says 


Establishment  of  a  vast  medical 
center  in  San  Antonio  was  a  step 
nearer  realization  this  week  follow- 
ing the  announcement  a  division  ol 
thi  postgraduate  school  of  medicme 
of  the  University  of  Texas  would 
be  established  here  immediately. 

Approval  of  the  project  was  an- 
nounced at  Austin  last  Saturday 
by  the  University  of  Texas  board 
of  regents. 

Financing  of  the  training  center 
will  be  made  possible  through  the 
San  Antonio  Medical  Foundation 
Robert  B.  Green  Memorial  Hospital 
will  be  the  headquarters  for  .the 
division  with  Brooke  Army  Medical 
Center  cooperating  in  the  project. 

Dr  James  A.  Bethea,  who  has 
been  named  dean  of  the  unit,  ex- 
pects to  have  the  pro.gram  fully  de- 
veloped by  the  firsf~of  next  year. 


Buildini:  permits  i^ed  in  San 
.\ntonio  for  thej>»«  six  months  of 
1050  showed  a/?lue  of  $26,189,164 
compared  xylT  $16,196,771  for  the 
same  per>ff  last  year,  according  to 
an  anaCuncement  by  Milton  J. 
L.indyT  building  inspector.  


Census  officials  finished  counting 
noses  here  this  week  and  when  it 
was  all  over  found  Sjfl  ^ntonio  s^ 
population  had  jumn/d^io  4Ui<*^l  • 
a    whoppine  incre, 
over  the^.^  m  im  r         ^  -r 

frejy&riJr  supervisor,   the  new 
iim'f 'ivcs  San  Antonio  an  approx- 
imate 60  I>li»^t  increase 
1940,  tho/fargesypercenta^e 
amongyie  majpir  cities  of 

Be^r  County 
r3tl76iny)^o't/4<^090,''  an  in 
crease  ofJT  per  cent. 

y^ftTi  new  Department  ot 
Commerce  ruling,  the  figure  for 
,ar  County  now  becomes  the 
■ulatioji  for  the  metropolitan 
ifore  m*«t  of  the  coun- 
■tyy»fptiQ^<vas  licluded  from 
letroj^ntan  ac^  totals. 
fin  Antonio^^henomenal  in- 
crease is  e.xa|,*<£d  to  move  its  na- 
tional rjj»i<<TVom  36th  to  25th  posi- 

tion^^^  ,       ,.  ■ 

yCn  the  basis  of  preliminary  re- 
turns, San  Antonio  appears  to  have 
passed  the  following  cities: 
•^Memphis,  394.025;  Oakland, 
378  322-  Columbus,  373,821  ;  Louis- 
ville, 371,859;  Portland  Ore.,  j71,- 
009  Rochester,  331  292;  Atlanta 
326  962;  St.  Paul,  310,155;  Toledo 
30l',372;  Jersey  City,  300,447,  and 
Birmingham,  298,747. 

What  is  equally  important,  not 


single  city  passed  San  Antonio 
ring  the  lO-vcar  period. 

'    ■  'onimerce  President 

.s'ew  Year's  Day 
.an  .'\ntonio  would 

, ,,,  ion  gam  of  150,000 

f,ir  ihe  pa  it  decade  almost  hit  the 
official  fieure  on  the  nose.  it  was 


Vote  As  You  P/eose  But  Pfease  Vote.' 


■It  is  safe  to  predict  San  Antonio 
wiii  have  grown  by  150.000  when 
the  1950  Federal  census  figures  are 
released. 

On  this  basis,  the  1950  popula- 
tion would  have  been  403,854.  Of- 
ficial figures  released  Wednesday 
by  James  W.  Stroud,  area  census 
supervisor,  in  Mayor  lack  Whites 
office  at  the  Citv  Hall,  places  the 
count  at  406,811  lersig's  predic- 
tion was  2,957  less  than  this  figure 
Expressing  jubilation  over  the 
announcement  San  Antonio  regis- 
tered the  largest  percentage  gam 
in  population  amons:  major  Texas 
cities,  lersig  said: 

"It  is  certain  that  manufacturers 
and  businessmen  throughout  the 
country  will  sit  up  and  take  notice 
when  our  sensational  growth  be- 
comes generally  known." 

Jersig  believes  news  of  the  popu- 
lation increase  .will  gi«  a  "highly 
important  spurt"  to  business,  and 
will  aid  materially  in  bringing  new 
(Continued  on  page  2) 


Russia  had  an  election  in  March  of  this 
only  one  choice— Joe's  name  was  at  the  ttj 
100  per  cent  of  those  eligible  voted, 

San  Antonio  h.is  an  election  coming  up| 
jf  local  citizens  will  take  the  trouble^ 

termine,  but  in  the  past  far 
thc^ireferences 

It  wS«^dn't  be  funny  if 
United  States?>»»j_could  hap| 


Represented  Nationally  By 

Edward  Petry  &  Company,  Inc. 


FIRST  TELEVISION  STATION 
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SUPER  THEATRE 

WBAL  Adds  Space  to  Arena 

METHOD  by  which  it  can  expand 
present  theatre  facilities  for  even- 
tual large-scale  television  produc- 
tions was  announced  last  week  by 
WBAL-TV  Baltimore.  It  entails 
the  turning  over  of  a  sizeable  por- 
tion of  the  station's  second  floor 
business  quarters  as  an  addition 
to  its  ''open  air  theatre." 

Result,  according  to  the  station, 
will  be  to  permit  an  enlarged  work- 
ing area  for  such  big  productions 
as  variety  shows,  sports  events 
(boxing,  wrestling,  etc.),  with  the 
stage  accommodating  the  audience. 
By  reversing  the  procedure,  WBAL 
points  out,  the  stage  may  be  util- 
ized for  a  production  demanding 
its  use  and  the  "working  area" 
transformed  into  a  theatre  capa- 
ble of  seating  400  persons.  This  is 
accomplished  by  adding  2,320  sq.  ft. 
to  available  space  and  giving 
greater  mobility  to  seating  ar- 
rangements. 

WBAL's  "super  air  theatre"  is 
under  the  supervision  of  John  S. 
Wilner,  station's  TV  director  of 
engineering. 


Would  Bar  Films 

SENATE  Commerce  Committee 
last  week  approved  a  Senate  reso- 
lution, sponsored  by  Chairman  Ed 
C.  Johnson  (D-Col.),  calling  upon 
the  U.  S.  to  bar  the  importation 
of  motion  pictures  produced  or 
directed  by  former  active  members 
of  the  Italian  Fascist  Party,  the 
German  Nazi  Party,  fascist  col- 
laborators, members  of  the  Com- 
munist Party  or  those  who  espouse 
Communist  ideologies.  Action  of 
this  kind  would  automatically  keep 
such  films  from  TV  screens. 

AS  'LARGEST' 

WHO  Offers  Shrine  Theatre 

NBC-TV  announcement  that  it  has 
leased  the  Center  Theatre,  3,000 
seats  capacity  and  located  in  New 
York's  Rockefeller  Center,  with 
reference  to  it  by  Joseph  H.  Mc- 
Connell,  NBC  president  as  the 
"world's  largest  legitimate  theatre" 
[Telecasting,  Aug.  14]  brought 
forth  a  challenge  from  WHO-NBC 
Des  Moines  last  week. 

In  a  telegram  to  Mr.  McConnell, 
WHO  Vice  President  and  Resident 
Manager  Paul  A.  Loyet,  said:  "It 
grieves  me  to  tell  you  that  Amer- 
ica's largest  legitimate  theatre  is 
in  Des  Moines.  The  Shrine  Audi- 
torium, 4,200  seats,  stage  110  by 
60  feet,  was  home  of  famous  WHO 
Ba.rn  Dance  Frolic,  the  Middle 
West's  biggest  and  best  weekly 
musical  variety  show  for  many 
years.  Acquired  by  Cowles  inter- 
ests a  few  years  ago,  auditorium 
was  re-named  KRNT  [Des  Moines] 
Theatre." 

As  an  afterthought.  Mr.  Loyet 
said:  "We  have  understood  that 
world's  largest  is  in  Moscow,  which 
we  are  not  particularly  anxious  to 
disclose,  but  know  NBC  will  not 
publicize." 


M.  C.  WATTERS,  vice  president  and  general  manager  of  WCPO-TV  Cin- 
cinnati, has  first-hand  access  to  station  affairs  with  this  Prairie  Schooner 
trailer  which  he  is  using  as  his  temporary  office.  Trailer  is  parked  under 
WCPO-TV's  560-ft.  television  tower.  Mr.  Wotters  was  forced  to  relinquish 
his  city  office  in  Carew  Tower  due  to  the  rapid  growth  of  WCPO-TV  operation 
on  "Television  Kill."  Until  expansion  of  the  present  building  is  completed, 
Mr.  Watters  will  handle  appointments  in  his  trailer. 


BRAZIL  VIDEO 

First  Station  On  Air 

BRAZIL'S  first  television  station 
went  on  the  air  from  Sao  Paulo 
last  week,  it  was  announced  by 
Meade  Brunet,  RCA  vice  president 
and  managing  director  of  RCA 
International  Division. 

Owned  and  operated  by  Brazil's 
largest  radio  network,  Emissoras 
Associadas,  the  new  station  oper- 
ates from  Sao  Paulo's  highest 
building,  520-foot  State  Bank  Bldg., 
with  studios  in  Sumare,  a  suburb 
[Telecasting,  Aug.  7]. 

RCA  equipment,  which  was  used 
throughout,  includes  a  3-bay  super- 
turnstile  antenna,  520  feet  above 
the  street;  a  5  kw  transmitter  op- 
erating on  Channel  3,  and  complete 
studio  facilities  and  mobile  pickup 
units.  Programs  originating  at 
Sumare  are  carried  by  microwaves 
to  the  main  transmitter. 

Contract  for  the  installation  was 
made  through  RCA's  associated 
company  in  Brazil,  Victor  Radio 
S.  A.,  and  the  director  general  of 
Emissoras  Associadas,  Dr.  Assis 
Chateaubriand. 

The  Brazilian  network,  Mr. 
Brunet  said,  has  purchased  11  RCA 
radio  transmitters  within  the  past 
four  years,  including  two  50  kw 
transmitters  for  the  ports  of  Bahia 
and  Porto  Alegre. 


Nurse  Recruitment 

TV  NETWORKS  of  ABC,  CBS 
and  NBC  last  week  began  a  pro- 
gram of  intensive  message-support 
of  student  nurse  recruitment,  in 
cooperation  with  the  Advertising 
Council.  In  the  first  major  appli- 
cation of  the  council's  new  Tele- 
vision Allocation  Plan,  8  to  10  live 
sustaining  shows  on  each  network 
v.^ill  plug  recruitment  for  a  full 
week,  it  was  announced.  Sponsored 
programs  will  join  in  as  soon  as 
the  fall  season  opens,  it  was  said.. 


'Mo'  Gets  TV 

PRESIDENT  Truman's  in- 
terest in  television  has  re- 
sulted in  the  battleship  Mis- 
souri being  the  first  of  the 
U.  S.  Navy  to  have  a  TV  set. 
Manufactured  by  the  Trad 
Television  Corp.  of  Asbury 
Park,  N.  J.,  the  installation 
on  the  "Big  Mo"  is  the  Giant 
Tradiovision  projector  set 
with  a  four-foot  by  three-foot 
screen.  Although  it  was  not 
disclosed  that  the  Navy  in- 
tended to  adopt  a  policy  of  in- 
stalling TV  sets  on  all  of  its 
largest  ships,  Victor  Trad, 
president  of  Trad  Co.,  said 
"discussions  are  currently  be- 
ing held  with  Naval  officials 
in  Washington  relating  to 
mass  purchases  of  Tradio- 
vision sets." 


F/LM  MAKING 

U.  S.  Product  Better—Katz 

FILMS  for  television  can  be  made 
better  and  more  reliably  in  this 
country  than  in  Europe  and  the 
U.  S.  should  not  depend  on  Eu- 
ropean sources  for  new  films  on 
TV,  according  to  Aaron  Katz,  pres- 
ident of  Official  Films  Inc. 

Mr.  Katz  made  these  observa- 
tions after  returning  from  a  six- 
weeks  tour  of  western  European 
film  capitals.  Based  on  his  find- 
ings in  Europe,  entirely  new  film 
will  be  made  here  rather  than  in 
Europe,  Mr.  Katz  having  directed 
an  increase  in  the  capitalization 
of  Official  Films. 

"The  European  films  I  screened 
in  the  past  few  weeks — and  I  saw 
many — can  in  no  way  compete  with 
the  American  product,"  Mr.  Katz 
said.  "The  best  programs  for  tele- 
vision are  not  merely  imitations 
of  the  theatre  or  feature  films.  TV 
is  a  new  medium.  As  such  it  re- 
quires new  technique — new  kinds 
of  entertainment." 


AUTHORS  LEAGUE 

TV  Bargaining  Sought 

BARGAINING  negotiations  for 
TV  writers  within  30  days  were 
requested  last  week  in  New  York 
of  ABC,  CBS  and  NBC  by  the 
National  Television  Committee  of 
the  Authors  League  of  America. 

Enclosed  with  the  NTC  letter  to 
the  networks  was  a  statement  by 
Authors  League  President  Oscar 
Hammerstein  II  setting  forth 
NTC's  asserted  right  to  represent 
7,500  writers  in  the  Authors,  Dra- 
matists, Radio  Writers  and  Screen 
Writers  Guild  and  in  the  Televi- 
sion Writers  Group.  The  latter's 
status  is  disputed  within  the 
league,  and  NTC  was  formed  to 
permit  collective  bargaining  until 
such  time  as  the  dispute  is  settled. 

Terms  to  be  sought  from  the 
networks  were  not  disclosed.  How- 
ever, at  least  the  present  radio 
writer  minimums  are  expected  to 
be  demanded,  subject  possibly  to 
adjustments  in  return  for  reser- 
vation to  writers  of  all  secondary 
rights^ 

NTC's  action  followed  discus- 
sions in  New  York  between  John 
Larkin,  national  representative  of 
the  western  branch  of  the  league, 
and  Richard  Lewine  and  Olive  H. 
P.  Garrett,  chairmen  respectively 
of  the  eastern  and  western 
branches  of  NTC. 


WNBQ  (TV)  EXPANDS 

Win  Add  Five  Hours 

IN  LINE  with  client  demands  for 
more  available  time,  WNBQ  (TV) 
Chicago,  NBC  0  &  0  outlet,  plans 
to  extend  week-day  programming 
five  hours  daily  before  the  end  of 
the  year.  Station  is  now  on  the  air 
week  days  from  4  p.m.  until  mid- 
night, Saturdays,  6  to  11:30  p.m. 
and  Sundays,  3:30  until  11  p.m. 

TV  Manager  Jules  Herbuveaux 
will  program  backwards  from  2 
p.m.  this  fall,  when  Comedian  Ran- 
som   Sherman,    now    filling  the 
Kukla,  Fran  &  Ollie  (five-a-week, 
6  to  6:30  p.m.)  moves  to  network 
time.  Show  is  expected  to  be  tele- 
cast from  2  to  3  p.m.  with  another  i 
network    hour    following.  Hours! 
from  11  a.m.  until  2  p.m.  will  be' 
filled  locally. 
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Mars,  Kellogg  Renew 

MARS  INC.,  Chicago  (candy), 
and  Kellogg  Co.,  Battle  Creek  (rice 
krispies,  cereals),  have  renewed 
five  quarter-hour  segments  of 
Howdy  Doody  on  NBC-TV  through 
Leo  Burnett  Agency,  Chicago. 
Kellogg  renews  the  4:30-4:45  p.m. 
CDT  portion  of  the  half-hour,  five- 
a-week  show  on  Tuesday  and 
Thursday  on  27  cable  and  four  non- 
cable  stations  from  Sept.  5  for  52 
weeks.  Mars  will  sponsor  three 
quarters,  4:45-5  p.m.  Monday  and 
4:30-4:45  p.m.  Wednesday  and 
Friday,  from  Sept.  4  for  13  weeks, 
on  27  cable  and  14  non-cable  out- 
lets Monday  and  26  interconnected 
stations  the  other  two  days. 

Telecasting    •  BROADCASTING 


(formerly  WOW  } 


The  Washington  Post-CBS  Television  Station 
for  the  Nations  Capital 
announces  the  appointment  of 


Radio  and  Television  Stations  Representative .  .  MBS 
as  its  national  sales  representative 
(This  appointment  became  effective  July  28, 1950) 


WORLD  SERIES 

Bids  Reach  $700,000 

BIDDING  for  tele^•ision  rights  to 
the  World  Series  reached  a  whop- 
ping 8700,000  on  the  eve  of  the 
deadline  for  submission  of  bids. 

The  price  offered  for  the  rights 
reached  that  unprecedented  level 
as  a  result  of  spirited  bidding  by 
DuMont  Television  Network,  which 
reportedly  has  Chevrolet  backing 
it,  and  by  Gillette  Safety  Razor  Co., 
which  has  a  contract  with  organ- 
ized baseball  guaranteeing  it  first 
refusal  to  both  television  and  radio 
rights  to  the  games. 

The  negotiations  centered  in 
Detroit,  headquarters  of  both 
Campbell-Ewald,  the  agency  for 
Chevrolet  (and  for  DuMont  Labs.) 
and  Maxon  Inc.,  agency  for  Gillette. 

Under  Gillette's  basic  agreement 
^^ith  baseball,  the  razor  company 
is  guaranteed  both  television  and 
radio  rights  to  the  World  Series 
providing  it  matches  any  rival  bids. 
Radio  rights  already  have  been 
assigned  to  Gillette  at  a  reported 
price  of  .$175,000.  The  radio  ver- 
sion of  the  games  will  be  broad- 
cast on  Mutual,  with  which  Gillette 
has  a  contract  covering  both  radio 
and  television  broadcasts  of  games. 

As  of  last  Friday  morning  Du- 
Mont had  boosted  its  bid  to  S700,- 
000  and  Gillette  had  matched  it. 
The  deadline  for  a  counter  bid  by 
DuMont  was  Saturday,  Aug.  19. 
At  press  time,  it  could  not  be 
learned  whether  DuMont  intended 
to  continue  bidding. 


SPECIAL  SECTIONS 

Herald  WKZO-TV  Telecasts 

WHEN  WKZO-TV  Kalamazoo, 
Mich.,  began  regularly  scheduled 
programming  last  month,  three  of 
the  area's  newspapers  printed  spe- 
cial television  sections  heralding 
the  event.  Full  coverage  was  given 
by  The  Kalamazoo  Gazette,  The 
Grand  Rapids  Herald  and  The  Bat- 
tle Creek  Enquirer  and  Neivs. 

WKZO-TV  first  opened  June  1 
[Telecasting,  May  29].  Owned 
and  operated  by  Fetzer  Broadcast- 
ing Co.,  the  outlet  is  licensed  for 
Channel  -3  (60-66  mc). 


Phiico  TV  Spots 

A  SERIES  of  spots,  one  60-second 
and  four  20-second,  has  been  pro- 
duced for  Phiico  television  by 
Murphy-Lillis  Inc.,  New  York, 
through  Hutchins  Advertising  Co., 
New  York,  for  use  by  the  local 
Phiico  distributors.  Latter  firms 
use  the  spots  on  a  local  basis. 


UHF  Grant 

NEW  experimental  UHF  mobile 
TV  station  has  been  granted  to 
Phiico  Corp.  by  FCC.  As.iigned  call 
of  KG2XCW,  the  station  will  oper- 
ate on  517-52.3  mc  and  700-706  mc 
aural  power  of  5  w. 
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film  report 


NATIONAL  TELEVISION  PRO- 
DUCTIONS, new  firm  established 
in  Hollywood,  is  filming  television 
commercial  shorts.  Also  doing 
nautical  serial  for  1951  release. 
.  .  .  Bill  Harmer,  formerljr  car- 
toonist and  special  artist  for  Air 
Force,  named  art  director  for 
series  of  52  TV  film  shorts  to  be 
produced  by  Courneya  Productions, 
Los  Angeles. 

Atlantic  Television  Corp.,  New 
York,  has  acquired  six  Dr.  Chris- 
tian feature  films  with  Jean 
Hersholt.  New  features  purchased 
by  company  include:  "Li'l  Abner" 
(Al  Capp  United  Feature  comic), 
"Flying  Deuces"  (Laurel  and 
Hardy),  "Pride  of  the  Bowery" 
(East  Side  kids)  and  "Arizona 
Thoroughbred"  (wild  horse  film). 
Firm's  plan  for  European  one  reel 
opera  shorts  featuring  famous 
arias  to  be  announced  soon. 

Washington  Video  Productions 
has  moved  to  new  quarters  at  1905 
Fairview  Ave.,  N.  E.,  Washington, 
D.  C.  New  phone  Lawrence  6-6525. 
Temporary  phone  number  Lincoln 
4-2335  .  .  .  Filmcraft  Productions, 
Hollj^^ood,  signed  by  ABC-TV  to 
produce  52  half-hour  TV  films 
based  on  "Mandrake  the  Magician" 
comic  strip. 

Harry  S.  Goodman  Productions, 
New  York,  introducing  two  new 
lines  of  television  film,  one  series 
of  syndicated  spots  for  bakeries, 
jewelry  stores,  banks,  etc.,  and  one 
15-minute  dance  instruction  film 
titled  "You  Can  Dance,"  featuring 
Joe  and  Libby  Champagne.  Dance 
series  has  been  sold  in  Rochester, 
N.  Y.,  through  Charles  Rumrill 
Adv.  Agency  to  local  wine  account. 
Book  of  instructions  can  be  given 
away  by  sponsor  as  special  promo- 
tion or  sold  to  viewers. 

Jerry  Fairbanks  Productions, 
Holly^vood,  planning  production 
of  series  of  26  half-hour  TV  pro- 
grams What  Ever  Happened  to — , 
featuring  former  famous  personali- 
ties in  "then  and  now"  story.  Firm 
has  acquired  films  from  newsreels 
and  old  motion  pictures  to  show* 
former  headliners  at  height  of  suc- 
cess. New  footage  will  show  same 
personalities  today.  Harry  W. 
Flannery,  radio  news  analyst,  will 
act  as  commentator  and  inter- 
viewer. Firm  recently  completed 
two  half-hour  pilot  films  for  Spike 
Jones  and  partner  Ralph  Wonders, 
featuring  Mr.  Jones  and  orchestra. 

John  Reinhardt  Productions 
formed  in  Los  Angeles  by  John 
Reinhardt,  motion  picture  director, 
and  Betsy  Brown  to  produce  puppet 
films  for  TV.  Films  titled  Zamj 
from  Mars  to  be  half -hour  feature 
for  both  adult  and  child  consump- 
tion. Production  of  series  to  start 
soon.  Firm's  new  studios  are  at 
3779  N,  Cahuenga  Blvd.  Agency 


handling  sale  and  distribution, 
Paul  Kohner  Inc.,  Hollywood. 

Ziv  Television  has  arranged  with 
Grant  Realm  Inc.,  Hollj^vood,  to 
handle  five-year  distribution  of  26 
half-hour  TV  film  series  Story 
Theatre,  produced  by  firm.  Plans 
underway  to  produce  second  series. 
.  .  .  Telefilm  Inc.,  Hollywood,  pro- 
ducing series  of  one-minute  and 
10-second  spots  for  Stokely-Van 
Camp  Inc.,  Oakland  (Honor  brand 
frozen  foods)  using  Sportsman's 
Quartet.  Agency:  Kelso  Norman 
Advertising,  San  Francisco. 

M  &  A  Alexander,  Los  Angeles, 
acquires  rights  to  16  Range  Buster 
western  film  series,  from  George 
Weeks,  creator  and  producer  of 
series  for  Monogram  Pictures 
Corp.  Series  to  be  divided  into  32 
half-hour  TV  programs.  Plans  to 
produce  other  films  based  on  main 
characters.  .  .  .  Super-Projectall, 
manufactured  by  Tressel  Televi- 
sion Productions,  Chicago,  announce 
price  increase  of  20  ^r.  President 
George  Tressel  said  increase  will 
not  affect  leasing  price  of  instru- 
ment. Six  stations  have  leased  new- 
model,  most  recent  WSM-TV 
Nashville  and  WOC-TV  Davenport. 
INS  distributes  and  services  Super- 
Projectall. 

Trio  Pictures,  Los  Angeles,  com- 
pleted filming  of  first  five  half- 
hour  dramatic  programs  for  TV, 
Stars  Over  Hollywood,  based  on 
CBS  radio  show.  Armour  &  Co., 
Chicago,  to  sponsor  series  on  NBC- 
TV,  starting  in  September.  Agency: 
Foote,  Cone  &  Belding.  Same  fii'm 
has  developed  new  multi-camera 
projector  called  Cinemultigraph. 
Machine  shows  four  or  five  film 
strips  on  screen  simultaneously  in 
coordination  with  sound  tracks, 
used  for  rushes  as  well  as  for 
cutting. 

New  low  cost  television  advertis- 
ing possible  for  car  dealers  re- 
ported. Technique  takes  advantage 


GROUCHO  MARX 


Filmcraft  To  Shoot  Shows 

FIRST  39  of  Groucho  Marx  tele- 
vision shows  starting  in  the  fall 
on  NBC  will  be  filmed  by  Filmcraft 
Productions,  Hollj^ood.  Filming 
of  shows  to  be  done  on  35mm  simul- 
taneously with  taping  of  the  AM 
show.  Hour  of  performance  will  be 
shot  and  edited  to  half-hour  pro- 
grams. Seven  TV  cameras  to  be 
used.  DeSoto-Plymouth  will  spon- 
sor both  AM  and  TV  programs 
through  BBDO. 

Filmcraft  is  headed  by  Isidore 
Lindenbaum,  president;  J.  M.  Al- 
kow,  secretary  -  treasurer ;  Ferenz 
Fodor,  chief  engineer,  who  hold 
same  positions  in  Filmtone. 


of  station's  ability  to  superimpose 
over  film,  cards  with  dealers' 
names,  addresses  and  prices  while 
local  announcer  gives  names  of 
dealers  offering  service  advertised. 
Series  comprise  nine  one-minute 
films,  concentrating  on  services 
motorists  buy  from  dealer.  Films 
cover  cooling  system,  appearance 
reconditioning,  engine  tune-up  etc. 
Video  Films  Detroit,  producer  of 
motion  pictures  for  TV,  uses  new 
technique  in  series  of  commercials 
for  Pontiac  Dealers  through  Mc- 
Manus,  John  &  Adams  advertising 
agency.  Pontiac  offers  identical 
film  to  dealers  throughout  country. 


V/PTZ  (TV)  SALES 

All-Time  High  Expected 

AN  ALL-TIME  commercial  mark 
is  expected  to  be  reached  by  WPTZ 
(TV)  Philadelphia  this  year.  Com- 
mercial Manager  Alexander  W, 
Dannenbaum  Jr.  has  reported.  He 
said  new  highs  for  spot  and  partici- 
pation business  at  WPTZ  soon  may 
find  all  time  available  for  participa- 
tion programs  sold. 

Mr.  Dannenbaum  also  said  that 
this  fall  wall  see  more  sponsored 
program  hours  than  WPTZ  had  air 
time  less  than  a  year  ago.  As  a 
consequence  of  the  rising  business 
tide,  he  said,  WPTZ  is  expanding 
operating  hours  to  accommodate 
regular  sustaining  features,  edu- 
cational series,  public  service  pro- 
grams, etc.  By  the  end  of  day- 
light saving  time,  Mr.  Dannenbaum 
continued,  it  will  be  nearly  im- 
possible to  buy  program  time  on 
the  station  between  2  p.m.  and 
midnight. 

"Every  locally  sponsored  pro- 
gram carried  by  WPTZ  last  sea- 
son has  renewed,"  Mr.  Dannenbaum 
said,  adding,  "1950  will  see  WPTZ 
hitting  the  all-time  commercial 
mark  in  its  11  years  of  operation. 
Sponsors  are  showing  increased 
interest  in  daytime  television  and 
this  will  result  in  even  better  day- 
time TV  programs." 


WSM-TV  CARNIVAL 

Five-Day  Event  Is  Hel 


HERALDED  by  an  "all-out"  news 
paper  promotion,  WSM-TV  Nash 
ville  last  week — Aug.  13-17 — held 
what  the  station  claims  to  be  the 
world's  first  television  caniival. 

In  cooperation  with  16  TV  set 
distributors,  WSM-TV  presented 
the  show  in  two  huge  tents  at  State 
Fairgrounds.  More  than  100  WSM 
personalities  appeared  before  the 
TV  cameras  during  the  five-day 
show  and  10  television  receivers 
were  given  away,  two  each  night. 
Latest  model  sets  were  displayed 
in  a  tent  300  feet  long. 

On  Aug.  13,  opening  day  of  the 
carnival.  The  Nashville  Tennessean 
published  a  60-page  television  sec- 
tion, belie%red  by  WSM-TV  officials 
to  be  the  largest  ever  to  appear  in 
a  newspaper. 
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ANOTHER  WGN-TV  EXCLUSIVE! 

The  Only  Television  Station  with  Studios  at  the  Chicago  Fair 


WGN's  Television  Center  at  the  Chicago  Fair 


Hundreds  watch  through  glass  wall  as  WGN-TV's  Crowds  see  modern  television  equipment  and  the 

programs  are  telecast  from  the  Chicago  Fair  Studios  latest  model  television  sets  in  action 


Chicago's  top  TV  station  again  blazes  the  way.  The  studios  at  the  Chicago  Fair  represent  one  of 
the  greatest  joint  civic  enterprises  ever  attempted.  Another  reason  why  WGN-TV  gets  results. 
Another  reason  why  WGN-TV  has  more  spot  business  than  any  other  station  in  the  nation. 


®t)E  Chicago  tribune  ^Kelebigion  Station 
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Telestatus 

(Continued  from  pafce  66) 

Inclusion  of  AM  radio  at  added  cost  281 

Dealer's   recommendation  247 

inclusion  of  phonograph  at  added  cost  234 
Inclusion  of  a  plug-in  space  for  outside 

phonograph  166 


Godfrey  Leads 
July  Videodex 

JAY  &  GRAHAM  Organization, 

Chicago,  has  released  the  top  10 
network  shows  for  July  in  its  latest 
Videodex  report: 


Poinfers  for  Parents 
On  TV  Viewing 

RATHER  than  disrupt  the  family 
in  the  home,  television  can  serve  it, 
according  to  an  article  on  TV 
printed  in  the  September  issue  of 
Better  Homes  &  Gardens.  Co- 
authors Dorothy  Diamond  and 
Frances  Tennebaum  point  out  that 


it  is  the  parents  who  can  make 
television  an  added  incentive  to 
learning  or  they  can  contribute 
toward  the  child's  delinquency.  TV, 
the  article  brings  out,  has  merits 
which  outweigh  disadvantages.  The 
authors  stress  that  parents  often 
set  the  example  in  viewing  and 
that  when,  even  after  taste  is  main- 
tained in  selecting  TV  fare,  the 
programs  are  "bad,"  adult  viewers, 
by  making  their  judgments  known, 
"have  the  chance"  to  shape  TV's 
future. 


No.  Cities 

16 
16 
15 
16 
16 
16 
12  - 
17 
11 
9 
12 


Hakim  Joins  DuMont 

GEORGE  M.  HAKIM,  account  ex- 
ecutive for  the  George  Kahn  Ad- 
vertising Agency,  New  York,  has 
joined  the  Allen  B.  DuMont  Labs 
as  assistant  advertising  manager 
in  charge  of  cooperative  advertis- 
ing. Before  joining  the  Kahn 
agency,  he  had  his  own  advertising 
firm. 


PRIOR  to  leaving  for  the  Far  East  to 
cover  the  war  in  Korea,  Sandy  Spill- 
man  (center),  program  director,  KPiX 
(TV)  San  Francisco,  and  Forrester 
Mashbir  (r),  production  supervisor, 
discuss  the  situation  with  Philip  G. 
Lasky,  vice  president  and  general 
manager,  KSFO  KPIX  San  Francisco. 
Station  says  its  reporters  were  the 
first  TV  men  accredited  to  cover  the 
conflict. 


Station  Income 

(Continued  from  page  61) 

uary  1949  and  which,  therefore, 
had  less  than  a  full  year  of  opera- 
tion, the  approximate  average 
monthly  operating  cost  was  $24,- 
000.  Such  stations  employed  a  staff 
of  about  24  persons. 

The  apparent  indications  are 
that  the  financial  outlook  of  tele- 
vision broadcasting  will  continue 
to  improve  during  1950.  An  in- 
creasing number  of  stations  will, 
undoubtedly,  be  "in  the  black" 
when  the  year  end  results  are 
calculated. 

However,  the  television  broad- 
casting industry — as  a  composite 
whole — will,  undoubtedly,  present 
a  "red  ink  picture"  for  1950  even 
though  the  relationship  between  in- 
come and  expenses  will  naturally 
improve  over  last  year. 


RCA  TRADE  NAMES 

Cancels  4  Registrations 

RCA  has  requested  the  U.  S. 
Patent  Office  to  cancel  its  registra- 
tion of  "Iconoscope,"  "Kinescope," 
"Orthicon"  and  "Acorn,"  and  thus 
permit  those  trade  names  to  be- 
come part  of  the  public  domain,  it 
was  announced  last  week  by  RCA 
President  Frank  M.  Folsom. 

The  "Iconoscope"  was  the  first 
electronic  "eye"  of  the  television 
camera,"  the  "Kinescope"  a  picture 
tube  of  TV  receivers,  the  "Orthi- 
con" and  improved  TV  pick-up 
tube,  and  the  "Acorn"  a  tiny  radio 
tube  for  portable  sets. 

Mr.  Folsom  said  that  now  with 
television  having  become  estab- 
lished, "RCA  finds  gratification  in 
the  fact  that  the  industry  uses 
these  names  in  a  generic  and  de- 
scriptive maner.  In  relinquishing 
our  registrations  for  the  benefit  of 
the  industry,  we  are  following 
RCA's  traditional  policy  of  stimu- 
lating progress  in  the  radio  and 
electronic  fields." 


KRON-TV  San  Francisco  will  increase 
programming  to  seven  days  weekly 
beginning  in  September. 


N.  Y.-Chicago  Relay 

( Continued  from  page  61 ) 

that  where  there  are  not  enough 
facilities  to  go  around  they  should  , 
be  split  evenly,  each  network  re- 
ceiving 25%  of  the  available  time. 

That  and  other  basic  differences 
of  thought  have  turned  out  to  be  Ij 
less   serious  than  was  originally  | 
feared  and  last  week's  consensus 
was    definitely    inclined  toward 
optimism  that  as  fair  a  solution 
as  is  possible  under  the  admittedly 
difficult     circumstances     will     be  j 
reached  promptly  and  amicably.  | 

World's  longest  radio  relay  sys- 
tem, 838  miles  and  built  at  a  cost 
of  approximately  |12  million,  the 
New  York-Chicago  system  will  aug-  i 
ment  present  coaxial  cable  facil- 
ities, providing  four  fulltime  west- 
bound TV  channels  and  three  east- 
bound,  ample  for  the  video  net- 
work's present  needs,  in  addition 
to  many  more  telephone  circuits. 

By  the  end  of  September,  AT&T 
expects  to  place  into  service  sev- 
eral new  links  of  intercity  TV 
transmission  facilities,  moving 
steadily  toward  the  goal  of  coast- 
to-coast  video  networks  by  the  end 
of  next  year.  From  Richmond, 
which  will  have  three-channel  serv- 
ice from  Washington,  two  south- 
bound coaxial  cable  channels  will 
be  available  to  carry  video  pro- 
grams on  to  Charlotte,  with  a  single 
southbound  channel,  also  coaxial 
cable,  extending  from  Charlotte  to 
Jacksonville,  Atlanta  and  Birming- 
ham. ' 

Dayton-Indianapolis  Link 

At  the  same  time,  two  westbound 
radio  relay  circuits  will  link  Day- 
ton and  Indianapolis  and  a  coaxial 
cable   connection   will   be   opened  i 
south  from  Indianapolis  to  Louis- 
ville, providing  a  single  TV  chan-  ' 
nel  immediately  and  two  channels  I 
at  the  end  of  the  year. 

Sept.  30  also  will  see  the  inaugu- 
ration of  two  eastbound  radio  relay  i 
channels  from  Chicago  to  Des  ^ 
Moines  via  Rock  Island  and  Dav- 
enport, with  two-channel  coaxial  . 
service  from  Des  Moines  to  Minne-  j 
apolis  and  single  -  channel  radio  I 
relay  sei-vice  from  Des  Moines  to  I 
Ames,  and  Des  Moines  to  Omaha,  I 
and  an  Omaha-Kansas  City  cable.  \ 

Meanwhile,  two  northbound  radio  / 
relay  circuits  from  Los  Angeles 
to  San  Francisco  will  begin  trans- 
mitting   TV    programs  between 
those  two   California   cities,  first, 
link  in  a  West  Coast  TV  network 
installation.    Construction  of  the 
radio  relaj?  system  from  Chicago 
to   Omaha  is  complete  and  ex-  | 
haustive  tests  of  this  458-mile  link  8 
are  now  being  made.  Construction  | 
of  the  Omaha-Denver  section  was  I 
begun  in  April  and  installation  of  | 
the  microwave  radio  relay  equip-  I 
ment  vdll  begin  soon.    Tests  for  i  I 
relay  paths  from  Denver  to  the  I 
coast  have  been  finished  and  the  y 
radio   relay   stations   across  the  Oj 
Rockies,     Sierra     Nevadas    and  ij 
Coastal   Ranges  are  now  in  the  1 1 
initial  stage  of  construction.  Serv-  f  \ 
ice  over  this  final  link  of  the  cross-  '  J| 
country  radio  relay  system  is  an- 
ticipated before  the  end  of  1951. 


nothing  but  smiles 


KALAMAZIO 


uiinu 

CHANNEL  7  "  GRAND  RAPIDS 

ONE  YEAR  OF  SOLID  SERVICE 

Represented  by  John  Pearson 


Rating 

No.  TV  Homes  Reached 

Program 

(thousands) 

1. 

Godfrey  and  Friends 

37.0 

1657.3 

2. 

Toast  of  the  Town 

35.4 

1680.6 

3. 

Phiico  TV  Playhouse 

34.7 

1483.9 

4. 

All  Star  Game 

27.0 

1175.3 

5. 

Original  Amateur  Hour 

26.7 

1271.7 

6. 

Kraft  TV  Theatre 

26.3 

1260.8 

7. 

The  Big  Story 

24.1 

903.9 

8. 

Stop  the  Music 

23.7 

1155.3 

9. 

Break  the  Bank 

22.5 

868.2 

0. 

Your  Hit  Parade  and 

22.3 

826.7 

wrestling  (DuMont) 

22.3 

881.7 

Videodex  reports  cover  17  cable  markets  and  Los  Angeles. 
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News  that  reaches 

you  in  less 
than  a  second! 

How  mobile  television  vans  flash 
pictures  from  the  field 

No.  8  in  a  series  outlining  high 
points  in  television  history 

Photos  from  the  historical  collection  of  RCA 

•  A  fire  starts  somewhere  miles  away  from  your  home,  yet 
you  are  on  the  scene  in  a  jrSy— perhaps  as  fast  as  tlie  firemen's 
first  hook  and  ladder ! 

This  is  tele\dsion  reporting— virtually,  by  any  practical  meas- 
urement, instantaneous  —  and  making  all  other  methods  of  news 
coverage  seem  slow.  Behind  it  are  basic  research  developments 
from  RCA  Laboratories. 

"Eyes"  of  the  mobile  tele\dsion  vans  which  gather  spot  news 
are  supersensitive  RCA  image  orthicon  television  cameras, 
which  "see"  in  the  dimmest  hght.  This  sensitivity,  since  the 


Bowl-shaped  antennas  at  the  parent  television  station  pick  up  the 
microwave  beam  from  the  remote  mobile  van. 

]  
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i 


Mobile  television  van  operating  "in  the  field"— note  complete  camera 
facilities,  and  microwave  relay  apparatus. 


light  at  a  news  event  is  usually  outside  human  control,  is  a 
definite  must. 

Developed  by  RCA  scientists  on  principles  uncovered  by  its 
parent  the  iconoscope,  an  image  orthicon  pick-up  tube  is  essen- 
tially tln-ee  tubes  in  one.  A  phototube  first  converts  the  visual 
image  into  an  electron  image.  This  is  then  "scanned"  bv  the 
electron  beam  of  a  cathode  ray  tube— creating  a  radio  signal. 
An  electron  multiplier  next  takes  the  signal  and  amplifies  its 
strength  for  the  trip  through  circuits  to  the  transmitter. 

Such  compactness  is  characteristic  of  every  operation  that 
goes  on  inside  a  mobile  television  van,  and  RCA  engineers  have 
designed  television  equipment— which  might  fill  entire  rooms 
in  a  standard  studio— to  fit  tlie  limited  space  of  a  truck.  Yet 
ever)'  studio  facility  is  present,  even  monitoring  equipment 
and  cameras  that  can  swing  quickly  from  a  wide-angle  view 
to  a  close-up. 

Interesting,  too,  is  the  technique  by  which  these  mobile  vans 
flash  what  the  camera  sees  back  to  the  point  of  telecast.  Sharply 
focused  directional  radio  beams  are  used  to  carry  the  signal 
with  a  minimum  loss  of  power. 

More  and  more,  as  tele\  ision  spreads  across  tlie  countrv,  yon 
may  expect  it  to  play  a  larger  part  in  getting  news  to  the  public 
fast.  And  you  may  expect,  from  RCA  Laboratories,  develop- 
ments which  will  continue  to  increase  tlie  effectiveness  of 
mobile  television  vans. 


Radio  Corporation  of  America 

WORLD  LEADER  IN  RADIO— FIRST  IN  TELEVISION 
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ATLANTA  MERGER 


ANI  TV  Decision 
Deadline  Set 


FCC  RULED  last  week  that  Atlanta 
with  the  merger  of  the  Atlanta  Jo 
newspaper  properties,  must  elect  by 
Joiirncd's  WSB-TV  or  the  Constitiiti 

ANI  was  given  notice  Thursday 
in  a  letter  responding  to  its  request 
for  authority  to  operate  WCON-TV 
(Channel  2)  experimentally  for  six 
months  or  more  with  effective 
radiated  power  of  50  kw  visual  and 
26.3  kw  aural  in  order  to  make 
propagation  measurements  in  co- 
operation with  the  National  Bureau 
of  Standards  and  FCC's  engineer- 
ing research  division.  The  proposal 
also  contemplated  use  of  WSB-TV, 
which  is  providing  a  regular  TV 
service  on  Channel  8,  in  the  test 
measurements. 

In  its  letter  the  Commission 
noted  that  Atlanta  Newspapers 
had  said  that,  after  the  merger,  it 
would  give  up  one  of  the  stations — 
probably  WSB-TV  on  Channel  8 


Newspapers  Inc.,  new  firm  formed 
urnal  and  Constitution  radio  and 

Sept.  8  whether  it  will  retain  the 
on's  WCON-TV. 

★  

— in  accordance  with  FCC's  duop- 
oly rule;  that  apparently  WCON- 
TV's  construction  has  been  com- 
pleted though  it  has  operated  with 
test  pattern  only,  and  that  accord- 
ingly ANI  must  decide  which  of 
the  stations  it  wishes  to  retain. 

The  Commission  conceded,  how- 
ever, that  the  planned  tests  are  de- 
signed to  secure  tropospheric  prop- 
agation and  other  data  "which 
should  be  of  value  to  the  Commis- 
sion." But  it  claimed  WCON-TV's 
use  of  50  kw  power  is  inconsistent 
with  FCC  rules,  "since  it  involves 
an  increase  in  the  power  and  serv- 
ice area  of  a  commercial  television 
station  which  might  unduly  compli- 
cate any  changes  in  the  television 


allocation  plan  arising  out  of  the 
pending  proceedings." 

FCC  suggested  therefore  that  if 
ANI  wishes  to  conduct  its  experi- 
ment using  WCON-TV's  pres- 
ent power  and  antenna  height, 
then  the  Commission — after  ANI 
has  elected  which  of  the  two  sta- 
tions it  wishes  to  retain — "would 
consider"  granting  a  special  tem- 
porary authorization  to  make  the 
tests  using  "the  facilities  of  the 
station  you  have  surrendered." 

Spokesmen  for  ANI,  however, 
claimed  FCC's  letter  reflected  at 
least  three  flaws. 

FCC  'Erred' 

First,  they  said,  the  Commission 
erred  in  concluding  that  WCON- 
TV  is  in  readiness  for  an  applica- 
tion for  regular  license.  Its  an- 
tenna system  is  not  working 
properly,  they  asserted,  and  an 
extended  period  of  time  is  needed 
to  put  it  in  order. 

Further,  they  said,  FCC  mis- 
construed its  duopoly  rules.  They 
pointed  out  that  only  WSB-TV  is 


The  ^  TELOP  makes  PROFITS  GROW  for  TV  Stations 

DUAL  PROJECTION 

SUPERIMPOSITION,  LAP  DISSOLVE  or  FADE-OUT 

with  NO  KEYSTONING 


The  Gray  TELOP  projects  from 
FOUR  optical  openings:  photos,  art  work,  transparencies, 
strip  material  or  small  objects.  SOLVED  is  the  problem 
of  low  budget  yet  visually  exciting  TV  commercials ! 
News  flashes,  news  photos,  temperature  and  time 
announcements,  slides  for  lecture  illustration,  for  station  and 
sponsor  identification  . . .  are  efficiently  composed  for 
direct  televising  or  with  accompanying  sound  and 
commentary.  Packs  interest  and  profit  into 
every  minute  of  your  TV  schedule! 


THE  GRAY  TELOP  AND  ACCESSORIES  ARE  WIDELY  USED  BY  NETWORKS  AND  INDEPENDENT  TV  STATIONS 


MULTIPLEXER 


Enables  operation  of  pairs  of 
projectors  simultaneously  into  a 
single  TV  camera  or  individually 
into  two  separate  cameras.  PRO- 
TECTS AGAINST  CAMERA 
CHAIN  FAILURE  BY  QUICK 
THROW- OVER  TO  STANDBY 
CHAIN. 


TV  CAMERA  TURRETS 


^0 


Enable  a  single  camera  to 
several  projectors.  Dependin 
size  and  optical  throw,  as 
many  as  eight  projectors 
can  be  used.  Rotate  360° 
on  heavy  precision  bear- 
ings with  exact  positioning. 
2  models:  #556  and  #430 


Ask  for  Gray  TV  Catalog  describing  above  equipment. 


G  R  AY   RESEARCH  and  Development  Co.,  Inc. 


24  Arbor  St.,  Hartford  1,  Conn. 

Division  of  Th«  GKAY  MANUFACTURING  COMPANY '  Originators  of  the  Gray  Tehphone  Pay  Station  and  the  Gray  Audograph 


in  licensed  operation;  that  WCON- 
TV  will  not  be  a  "station"  within 
the  meaning  of  the  rules  until 
licensed  for  regular  commercial 
operation,  and  has  not  been  op- 
erated at  all  since  the  merger. 

Third  flaw  was  seen  in  FCC's 
reasoning  that  experimental  op- 
eration of  WCON-TV  with  in- 
creased power  "might  unduly 
complicate"  pending  allocation 
plans.  They  claimed  the  purpose 
of  the  proposed  experimentation 
was  to  determine  what  effect  the 
increased  power  might  have  on 
allocations,  and  that  FCC's  lan- 
guage therefoi'e  implied  a  fear 
that  use  of  50  kw  would  show  up 
defects  in  the  allocation  proposal 
which  FCC  is  considering. 

In  directing  ANI  to  choose  be- 
tween WSB-TV  and  WCON-TV, 
FCC  said  decision  to  retain  WSB- 
TV  should  be  followed  by  sub- 
mission of  the  WCON-TV  con- 
struction permit  for  cancellation 
by  Sept.  8.  If  WCON-TV  is  to  be 
retained,  ANI  was  told  that  by 
Sept.  30  it  must  file  an  application 
for  license  and  a  request  for  per- 
mission to  commence  program 
tests  not  later  than  Oct.  10,  and 
surrender  the  WSB-TV  license  for 
cancellation  effective  with  WCON- 
TV's  commencement  of  program 
tests. 

Pending  ANI's  decision  on  these 
points,  FCC  said  it  would  hold  in 
abeyance  the  pending  applications 
for  extension  of  completion  date  of 
WCON-TV  and  for  the  requested 
experimental  authority. 

Atlanta  Newspapers  was  formed 
upon  the  merger  of  the  Journal 
and  Constitution  properties,  and 
is  controlled  by  the  James  M.  Cox 
interests,  which  previously  owned 
the  Journal  and  WSB  [Broadcast- 
ing, April  3,  10,  May  22]. 


NAB  District  Meetings 

Aug.  21-22:  Dist.  15,  San  Carlos  Hotel, 
Monterey,  Calif. 

Aug.  24-25:  Dist.  16,  Hollywood-Roose- 
velt Hotel,  Los  Angeles. 

Sept.  7-8:  Dist.  13,  Plaza  Hotel.  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel. 

Glenwood  Springs,  Col. 
Sept.    14-15-:    Dist.    8.    Lincoln  Hotel, 

Indianapolis. 
Sept.    18-19:    Dist.    7,    Terrace  Plaza 

Hotel,  Cincinnati. 
Sept.  21-22:  Dist.  9,  Northernaire  Hotel, 

Three  Lakes.  Wis. 
Sept.  25-26:  Dist.  11,  St.  Paul  Hotel, 

St.  Paul. 

Sept.  28-29:  Dist.  10,  Chase  Hotel,  St. 
Louis. 

Oct.  2-3:  Dist.  12,  Tulsa  Hotel,  Tulsa. 

Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel, 
Bedford,  Pa. 

Oct.    9-10:    Dist.  1, 
Boston. 

Oct,    12-13:   Dist.  2, 
Albany,  N,  Y. 

Oct.   26-27:   Dist.  6, 
New  Orleans. 

Nov.  2-3:  Dist.  4,  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At- 
lanta. 


Somerset  Hotel. 
Ten  Eyck  Hotel. 
Roosevelt  Hotel, 


Aug.  28-30:  Canadian  Assn.  of  Broad- 
casters directors  meeting,  Jasper  Park 
Lodge,  Jasper,  Alta. 


Page  78     •     August  21,  1950 


Telecasting    •  BROADCASTING 


T  V  in  OMAHA 


DIRECT  NETWORK  STARTS  SEPT.  30 

65  HOURS  A  WEEK  ON  WOW-TV 


TH 


Good  Spot  Buys  Scarce—  But  Still  Available! 

With  TV  Set  sales  crowding  30,000  — and 
50,000  expected  by  year's  end  —  it'll  be  a  great 
year  for  WO,W-TV,  Omaha. 

65  to  70  Hours  —  mostly  NBC  and  Dumont  — 
is  all  set!  —  Also  all  Cornhusker  Football 
games,  World's  Series,  Boxing,  Wrestling  and 
Local  features. 

Wire  or  Telephone  now  your  nearest  John  Blair  man  or  WEbster  3400  at  Omaha 


CHANNEL  SIX 


Owned  And  Operated  By  Radio  Station  WOW,  Inc. 

OMAHA,  NEBRASKA 
FRANCIS  P.  MATTHEWS,  President  JOHN  BLAIR  &  CO.,  Representatives 

LYLE  DeMOSS,  Atting  General  Alanager. 
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Southwest 

( ContinuedL  from  page  52) 

ness  will  be,  we  remember  that  dur- 
ing the  last  years  in  wartime  we 
had  more  business  than  we  could 
handle.  It's  just  a  natural  trend. 
I'm  optimistic." 

Here  and  there,  while  conceding 
that  war  ordinarily  is  accompanied 
by  business  expansion,  some  South- 
west radio  people  predicated  the 
rosy  outlook  on  the  absence  of  any 
adverse  effect  on  the  domestic  econ- 
omy. But  such  reservations  were 
more  in  the  nature  of  the  knoek- 
on-wood  afterthought. 

James  Kirksmith,  director  of  sta- 
tion relations  of  Liberty  Broadcast- 
ing System,  Dallas,  with  231  affili- 
ated stations  coast-to-coast,  said 
"business  looks  very  good."  He 
added:  "Things  have  improved  in 
the  last  three  months.  Due  to  the 
war  situation,  TV  is  going  to  slow 
up  and  AM  is  going  to  speed  up  as 
a  medium  of  advertising.  Outlook 
is  certainly  brighter  this  fall  than 
last.  More  people  have  more  money 
to  spend." 

Mr.  Kirksmith  voiced  his  view 
that  the  smaller  stations  would, 
come  in  for  a  larger  share  of  na- 
tional business. 

Backing  up  the  optimism  of  Tex- 
ans  in  the  business  of  selling  time 
are  the  plans  and  programs  of 
those  buying  the  time — the  spon- 
sors. 

Take  the  Frito  Co.,  Dallas,  for 


W  E  R  D 

Atlanta 

860  Kcs  1,000  Watts 

THE  shortest  route  to  the 
hearts  and  ears  of  200,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 

According  to  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 


Network  Station  A  26.0?fc 

INDEPENDENT  WERD  17.5% 

Network  Station  B  16.0% 

Network  Station  C  13.09^^ 


WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  .  . . 

NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers,  Inc. 

NEW  YORK  •  CHICAGO  •  DETROIT 


example.  This  company  sells  its 
product  heavily  in  its  home  region 
of  the  Southwest,  but  also  across 
the  country.  Says  Ray  K.  Glenn, 
president  of  Glenn  Advertising, 
Fort  Worth,  Dallas,  Los  Angeles 
and  Tyler,  Tex.,  handling  Fritos: 
"We'll  be  using  more  radio  this  fall 
than  ever  before,  and  all  across  the 
country." 

Including  radio  and  TV,  Mr. 
Glenn  estimated  the  Frito  organi- 
zation, which  also  sells  Cheetos  and 
Tatos  in  addition  to  the  familiar 
Fritos  (corn  chips),  will  have  a 
budget  50%  higher  for  the  coming 
season  over  the  previous  year. 

Among  markets  where  Frito  will 
be  in  evidence  both  in  AM  and  TV 
will  be  not  only  the  major  Texas 
cities  but  Minneapolis-St.  Paul, 
Chicago,  Los  Angeles,  New  York, 
Washington,  Pittsbui'gh,  San  Diego, 
Phoenix,  St.  Louis,  to  name  several. 

Mr.  Glenn's  overall  comment  was 
that  "business  is  looking  very 
good." 

Clients  Fare  Well 

Philip  L.  McHugh,  director  of 
radio  and  television  of  Tracy-Locke 
Co.,  Dallas,  which  handles  the  Bor- 
den account  in  a  five-state  Southern 
Division  and  Burrus  Mill  and  Ele- 
vator Co.  (Light  Crust  flour)  on 
167  Mutual  stations,  among  others, 
states  the  situation  in  these  con- 
vincing terms: 

"Everyone  of  our  clients  is  doing 
about  the  best  business  they've 
done.  We  think  the  outlook  is  very 
good.  We'll  probably  expand  in  TV, 
and  don't  intend  to  cut  down  any 
on  AM." 

Borden's  has  a  campaign  running 
through  next  spring  in  26  markets 
in  Texas,  Oklahoma,  Arkansas, 
Louisiana  and  Mississippi. 

Light  Crust's  Monday,  Wednes- 
day, Friday  show  on  Mutual  will 
go  on,  and  will  be  used  this  fall  for 
a  big  contest  plugging  industry  in 
the  South.  Details  will  be  announced 
in  a  few  weeks. 

Among  other  Tracy-Locke  ac- 
counts, also  using  radio,  will  be 
Mrs.  Baird's  Bread,  Resistol  Hats, 
and  Imperial  Sugar  Co. 

"We're  doing  an  awful  lot  of 
spot  this  fall,"  Mr.  McHugh  added. 

Other  clients  have  plans  for 
breaking  into  TV,  or  expanding,  in 
a  fairly  substantial  fashion. 

Continental  to  Increase 
Continental  Bus  System,  operat- 
ing coast-to-coast  and  said  to  be 
the  country's  largest  independent 
bus  operation,  is  also  possibly  the 
largest  user  of  radio  for  selling  bus 
transportation.  ■ 

This  company,  with  headquarters 
in  Dallas,  has  been  consistently 
using  radio  through  the  year  in  23 
states  and  about  120  markets,  rang- 
ing roughly  from  Raleigh,  N.  C,  on 
the  east  to  San  Francisco  on  the 
west,  to  Kansas  City,  St.  Louis, 
Denver,  on  the  north,  and  south  to 
Miami. 

"We  anticipate  a  heavier  sched- 
ule for  Continental  Trailways  this 
fall,  roughly  10%  higher,"  says  Bob 
Stuart,  radio-TV  director  of  Lan- 
nan  &  Sanders,  for  the  account. 


INKING  the  first  contract  between 
WOR-AM-FM-TV  New  York  and 
IBEW  —  covering  radio  and  TV 
technicians — are  J.  R.  Poppele  (I), 
WOR  vice  president  in  charge  of 
engineering,  and  Charles  Calame, 
business  manager.  Local  1212,  IBEW. 
The  pact  became  effective  Aug.  7  and 
will  run  through  March  1952  [Broad- 
casting, Aug.  14]. 


Continental  is  also  contemplat- 
ing a  dip  into  TV,  at  least  experi- 
mentally. The  company  is  using  all 
kinds  of  radio  programs,  and  is 
test-minded. 

Listeners  in  many  parts  of  the 
country  will  be  hearing  new  offer- 
ings in  the  singing  jingle  series. 

Bewley  Mills,  Fort  Worth,  again 
will  be  using  8  or  10  key  and  leg 
stations  of  the  Lone  Star  Chain  in 
Texas  markets  with  its  Western 
Chuck  Wagon  Gang. 

Globe  Labs,  Fort  Worth,  has 
plans  for  heavy  use  of  radio  to 
reach  the  rural  market  with  its 
animal  health  products. 

Taylor  Sees  Good  Prospects 

Elaborating  on  his  remarks,  Ted 
Taylor,  who  also  is  president  of  the 
Taylor  Co.,  New  York,  found  busi- 
ness brighter  not  only  on  his  own 
Southwestern  stations  but  on  other 
stations  his  firm  represents. 

He  estimated  total  billings — 
local,  regional  and  national — on  his 
fiiree  Taylor-owned  and  operated 
stations  to  be  12%  to  14%  higher 
this  summer  than  last. 

"Things  are  very  active  for  fall 
and  winter  placement,"  said  Mr. 
Taylor.  "Last  year  it  was  touch 
and  go.  This  year,  timebuyers  are 
buying  in  advance,  and  issuing  def- 
inite commitments." 

As  to  TV,  Mr.  Taylor  said  adver- 
tisers still  "have  a  tremendous 
proven  medium  in  AM.  They  still 


have  goods  to  sell,  and  AM  is  th 
medium  to  do  it.  Big  areas  ai 
still  not  reached  by  TV  down  her 
(in  the  Southwest)." 

On  this  point,  Mr.  Brimm  re- 
marked from  the  representative's 
viewpoint:  "Conditions  in  the 
Southwest  are  different  from  the 
big  eastern  markets,  for  example. 
Out  here  the  saturation  point  in 
sets  hasn't  got  to  the  point  where 
it  hurts  AM  at  all." 

Again,  discussing  the  war  pic- 
ture, Mr.  Campbell  had  this  view- 
point by  way  of  a  footnote  to  his 
general  optimism:  "We  don't  know 
about  the  international  situation, 
and  how  to  take  it  into  considera- 
tion. 'During  the  war  years  radio 
made  "its  greatest  gains.  Don't 
know  if  that'll  be  true  again.  I'm 
no  prophet.  We're  going  into  the 
fall  with  excellent  prospects  for 
AM  and  TV." 

Mr.  Campbell  added  that  AM 
schedules  for  his  stations  were 
running  ahead  of  last  year,  spot 
business  was  holding  up  well,  and 
network  prospects  "very  good." 
WFAA-AM  operates  on  two  fre- 
quencies, sharing  with  WBAP-AM 
network  affiliations  with  both  ABC 
and  NBC  for  the  Fort  Worth-Dal- 
las 1  million-population  radio  mar- 
ket. 

No  Favoritism 

Speaking  of  the  TV  picture  in 
relation  to  AM,  Mr.  Rembert  said,; 
"TV  is  extremely  promising.  But 
we're  not  favoring  TV  over  AM. 
We  still  love  AM."  Mr.  Rembert, 
who  is  a  member  of  CBS  affiliates' 
advisory  board  and  the  NAB  board,, 
directs  Dallas-Fort  Worth's  newest 
TV  outlet,  KRLD-TV,  as  well  as 
the  AM  unit. 

Mr.  Cranston,  of  WBAP-AM-TV 
added:  "Our  TV  has  not  affected 
our  AM.  There  is  definitely  more 
activity  in  both  AM  and  TV  this 
season  than  1949." 

And  Joe  Evans  again :  "If  we  car 
escape  a  domestic  economy  up-, 
heaval,  both  AM  and  TV  curves 
in  the  Southwest  will  continue  up-; 
ward  in  1951." 

Without  a  dissenting  vote,  the 
verdict  from  the  Southwest  for 
fall-winter  '50-'51  stands,  on  al? 
accounts:  "It's  going  to  be  a  big 
j^ear  for  radio — possibly  a  record- 
breaker." 


THE  ONLY  STATION 

THAT  ACTUALLY  DELIVERS 


Hi|IIIJH:TT:TKn'Jl 


COUERRGE 

In  the  Nation's 
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Market 

^  i|M  PORTLAND 
U  WW  OREGON 

ON  THE  EFFICIENT  620  FREQUENCY 
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REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 
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CARD   DISTRIBUTION     •  # 

WDAK  Columbus,  Ga.,  issues  pro- 
motion piece  in  form  of  sign,, 
"Please  don't  disturb  .  .  .  listenin' 
to  WDAK  .  .  .  1340  on  every  dial." 
Red  card  shows  reclining-  figure  of 
cotton  picker  listening  to  radio. 
Gold  card  attached  for  easy  hang- 
ing on  radio  dials. 

UNIFICATION  •   •  • 

WMGB  Richmond,  Va.,  presented 
half-hour  program  on  which  re- 
cruiting officers  of  four  branches  of 
armed  forces  appeared.  Latest  re- 
cruiting information  of  respective 
branches  discussed  by  officers  in 
order  that  prospective  enlistments 
might  have  all  facts  presented  at 
one  time  with  no  partiality  being 
shown.  Show  was  public  interest 
activity  by  WMGB. 

MORE  MAPS  •  • 

KGW  Portland,  Ore.,  WNAX  Yank- 
ton, S.  D.,  and  KTED  Laguna 
Beach,  Calif.,  sending  maps  of 
Korea  to  interested  listeners.  All 
stations  announce  venture  has  met 
with  overwhelming  success. 

'HELLO  MOM'  •   •  6 

WAVZ  New  Haven  keeps  mothers 
informed  on  children  away  at  sum- 
mer camps.  Daniel  W.  Kops,  vice 
president  and  general  manager  of 
station,  also  chairman  of  Camp 
Committee  of  New  Haven  Council 
of  Social  Agencies,  recorded  mes- 
sages from  children  to  their  moth- 
ers with  assistance  of  staff  reporter 
George  Duffy.  Messages  broadcast 
every  hour  to  mothers  alerted  be- 
forehand to  tune  fn  WAVZ. 


FARM  PROGRAM 


•   •  • 


WBAA  Lafayette,  Ind.  sends  in- 
formative program  list  to  trade 
and  public.  Composed  as  monthly 
schedule,  services  to  farmers  and 
homemakers  are  divided  into  mar- 
kets, weather,  news,  forum  topics 
and  shows  of  interest  to  mothers. 
Day  and  time  are  given,  as  well  as 
specific  matters  to  be  discussed. 
Included  also  are  Purdue  U.  school 
of  the  air  shows. 

SPOT  INTERVIEWS     •    •  • 

WOOD  Grand  Rapids,  Mich.,  con- 
ducts five  weekly,  15-minute  show 
direct  from  Michigan  National 
Guard  encampment  at  Grayling. 
Accompanying  126th  Infantry  Reg- 


programs  promotion 


premiums 


iment  from  Grand  Rapids,  An- 
nouncer Eddie  Chase  taped  inter- 
views with  guardsmen  on  firing 
range,  at  K.  P.,  in  bivouac,  along 
line  of  march,,  at  obstacle  course 
and  on  other  military  activities. 

BABY  CONTEST  #    •  • 

WBRD  Ft.  Lauderdale,  Fla.,  took 
the  air  this  month  accompanied 
by  Baby  Personality  Contest.  Chil- 
dren competed  according  to  age, 
with  winners  in  each  group  weekly, 
and  grand  awards  given.  Contest 
began  in  late  June.  Additional  pro- 
motion by  station  was  distribution 
of  pink  and  blue  cards  to  be  at- 
tached to  listener's  radio  sets. 
Cards  bear  station's  call  letters 
and  show  its  "top"  position  in  list 
of  local  stations'  frequencies. 

SERIES  MAILED          •    #  • 

WRFD  Worthington,  Ohio,  sends 
series  of  post  cards  to  trade,  each 
bearing  data  concerning  station's 
progress.  Increases  in  listenership, 
clearness  of  signal,  improvement 
of  programming  and  business  are 
proclaimed. 

SPONSORS  PLUG        •   •  • 

WPTR  Albany,  N.  Y.,  Aug.  10  be- 
gan series  of  station  identifications 
using  voices  of  station's  sponsors 
tying  in  local  business  angle.  Spon- 
sors introduce  themselves,  make 
station  break,  then  plug  their  fa- 
vorite WPTR  programs. 

UN  SESSIONS  •    •  • 

WFIL  Philadelphia  as  public  serv- 
ice for  nighttime  listeners  sched- 
ules delay  broadcasts  of  United 
Nations  Security  Council  sessions 
aired  earlier  in  day  by  ABC,  its 
network  affiliation.  Four  daytime 
broadcasts  rescheduled  for  10  p.m. 
in  first  week  following  Soviet  re- 
turn to  Council.    Others  planned. 

'MISS  OMAHA'  •    •  • 

KMTV  (TV)  Omaha,  Neb.,  telecast 
eliminations  for  "Miss  Omaha  of 
1950"  competition.    Entire  contest 


HOWARD  J.  McCOUISTER 


Regional  Representatives 
10660  BELtAGIO,  LOS  ANGELES  • 


was  telecast  from  studios;  includ- 
ing competition  Aug.  5  for  "Miss 
Nebraska"  title. 

WCCO  GRAPHS  •   •  • 

WCCO  Minneapolis-St.  Paul  circu- 
lates three-page  graph  showing  (1) 
Hooper  April  1950  average  evening 
rates,  (2)  effect  of  TV  on  stations 
in  area,  based  on  BMB  March  1949 
survey  and  (3)  costs  per  thousand 
families  reached  in  half-hour  eve- 
ning time,  giving  WCCO  rates  as 
compared  with  other  area  stations. 

★  ***★*★★ 

'OLD  HANDSOME' 
WTWA  Thomson,  Ga.,  pub- 
lishes occasional  ads  in  Mc- 
Diiffie  Progress,  weekly  news- 
paper in  Thomson.  First  ad 
showed  Edgar  Kobak  Jr.,  sta- 
tion's manager,  at  age  of  16  in 
high  school  baseball  uniform. 
Copy  informed  readers,  "This 
man  is  available  .  .  .  That's 
right — Old  Handsome  is  avail- 
able for  any  and  all  pitching 
engagements  ...  If  you  char- 
acters don't  have  anything  else 
to  do  you  can  hear  this  Won- 
derful, Lovable  Person  .  .  ." 
Show  time  and  station's  call 
letters  followed.  Next  ad  read, 
in  part,  "Sorry  Folks,  we're 
NOT  going  to  print  a  picture 
of  Old  Lovable  this  week.  Too 
many  women  swooned  the  last 
time."  Readers  are  urged  to 
tune  in  to  the  "Great,  Hand- 
some Lovable  .  .  .  One  and 
only  Kobak." 

TRANS-ATLANTIC  QUIZ  #  • 

WCOP  Boston  completing  arrange- 
ments with  BBC  for  trans- Atlantic 
quiz  series  for  fall  broadcast  over 
WCOP  and  Light  Program  Service 
of  BBC.  Program,  titled  Intena- 
tional  Quiz,  will  pit  British  col- 
lege students  against  Hub  collegi- 
ate via  shortwave. 

MARKET  PICTURE      •   •  • 

KCKN  Kansas  City  releases  at- 
tractive market  folder  bearing  slo- 
gan :  "For  a  brighter  market  fu- 
ture .  .  .  look  to  Greater  Kansas 
City  .  .  .  high  in  buying  power 
.  .  ."  Showing  by  map,  effective  day 
and  night  coverage,  KCKN's  folder 
gives  data  on  counties,  population, 
radio  homes,  buying  income,  retail 
sales. 


FAIR  COVERAGE 


•    •  • 


he  will  cover  this  year.  Transcribed 
interviews  with  state  officials,  dig- 
nitaries, visitors,  exhibitors,  prize 
winners,  etc.,  heard  following 
morning  on  WBBM's  Country 
Hour. 

TRACK  SPONSORS  •  •  • 
WBNS-WELD  (FM)  Columbus, 
Ohio,  sponsors  1950  Central  Ohio 
Junior  Olympics  supervised  by  Co- 
lumbus Recreation  Dept.  WBNS 
broadcast  track  and  field  events 
show  Aug.  11-12  from  Ohio  Sta- 
dium. Station  presented  medal  to 
first,  second  and  third  place  win- 
ners in  each  event. 

BIRTHDAY  PARTY      •    •  • 

WTVB  Coldwater,  Mich.,  Aug.  7 
celebrated  first  anniversary  of  serv- 
ice to  tri-state  area.  During  spe- 
cial 20-minute  broadcast,  some  300 
children  and  grownups  gathered 
at  local  ice  cream  parlor  were 
served  ice  cream  and  individual 
iced  WTVB  cakes. 

ADVERTISING  FOIL   •   •  • 

WEAW  (FM)  Evanston,  111.,  mail- 
ing trade  promotion  piece  featur- 
ing rolled  packages  aluminum  foil 
used  in  miscellaneous  household 
tasks.  Mailing  label  suggests  re- 
cipient "take  this  aluminum  foil 
home.  It's  wonderful  for  wrapping 
leftovers."  Continuing,  message 
sug^gests  prospective  clients  wrap 
advertising  problems  in  "nice,  neat 
and  inexpensive  package,"  by  using 
WEAW. 


SOFT  DRINKS'- 


B  R  04705 


Shows  with  a  Hollywood  l+eritoge  ★  Member  N-A-B* 


WBBM  Chicago  Farm  Director 
Harry  Campbell  reported  events  di- 
rectly from  Illinois  State  Fair  at 
Springfield  last  week.  Visit  to  Illi- 
nois Fair  first  of  three  state  fairs 


LANG-WORTH 

FEATURE  PROGRAMS,  Inr. 
113  W.  57th  ST.,  NEW  YORK  19.  N,,ife 


,\ctuvrk  Calibre  Prcigrams  at  JCm!  Slalicit  C:  ' 


BROADCASTING    •  Telecasting 


August  21,  1950    •    Page  81 


I 


SPECIAL  OFFER  TO 
NEW  SUBSCRIBERS 


^^-e  1950 

BROADCASTING 

MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

"...  the  most  valuable 
tool  for  evaluating  mar- 
kets, rad'to-tv  time  buying 
in  years." 

SELLS  SEPARATELY  FOR  $1.00 
This  250-page  MARKET- 
BOOK  will  be  sent  free 
to  new  BROADCAST- 
ING subscribers  upon 
receipt  of  order. 

Here  in  one  complete 
book  are  all  the  essen- 
tial facts  and  spot  rate 
figures  for  buying/sell- 
ing AM  FM  TV  time. 
Three-color  25"  x  35" 
radio-tv  map  included 
with  each  MARKET- 
BOOK. 


TO  NEW  SUBSCRIBERS 

For  a  limited  time  a  regular  $7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 
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870  NATIONAL  PRESS  BIDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
52  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

□  $7  enclosed      □  please  bill 


NAME 
COMPANY 
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allied  arts 


GEORGE   G.    DIETRICH,  director 
media     and     station  relations 
Young  &   Rubicam  Inc.,  Holly- 
wood, to  Calif.  Transit  Adv.  Inc.,  L.  A., 
as  account  executive. 

HARRY  O.  BERGKAMP,  ASCAP  dis- 
trict manager  in  Phila.  office,  recalled 
as  Lt.  in  U.  S.  Navy.  WILLIAM 
VINCENT  of  same  office  will  act  as 
manager   during  his  absence. 

JERRY  ALBERT,  United  World  Films 
(subsidiary  Universal  Pictures)  direc- 
tor of  advertising  and  public  relations, 
takes  on  additional  duties  as  associate 
director  of  TV  operations.  He  will 
work  with  NORMAN  GLUCK,  re- 
cently-appointed TV  sales  director. 

MILDRED  BEACH,  TV  producer, 
named  secretary  Academy  of  Television 
Arts  &  Sciences,  Hollywood,  replacing 
DANA  DODD,  resigned.  Academy 
moves  to  6047  Hollywood  Blvd. 

AL  BLOME  from  A.  J.  Henderson  As- 
soc., Detroit,  to  Vogue  Wright  Studios, 
Chicago,  TV,  motion  pictures,  as  pro- 
duction supervisor. 

EDDISON  von  OTTENFELD,  presi 
dent  Vonna  Records  Inc.,  Hollywood, 
and  recording  consultant  Allied  Record 
Mfg.  Co.,  same  city,  awarded  doctorate 
in  music  by  U.  of  Montreal  for  sym- 
phonic choral  composition,  "Genesis," 
composed  in  1938. 

HARVEY  L.  POKRASS,  president 
Tele-King  Television  Co.,  named  chair- 
man of  TV  committee  N.  Y.  State  Dis- 
abled American  Veterans'  first  annual 
benefit. 

EDWARD  PAUL,  musical  director 
Jerry  Fairbanks  Productions,  Holly- 
wood,  father    of   boy,   Frank  Allan. 


ALFRED  S.  BACKUS,  General  Elec- 
tric Co.,  G.E.  Mycalex  Div.,  Pittsfield, 
Mass.,  to  Mycalex  Corp.  of  America 
(FM,  TV  Facsimile),  N.  Y.,  as  plant 
manager  of  Clifton,  N.  J.,  factory. 
G.  A.  HUNKELE,  Thomas  A.  Edison 
Inc.,  West  Orange,  N.  J.,  to  plant 
comptroller  and  head  of  purchasing 
dept.,  Mycalex  Corp.  of  America. 

G.  E.  BURNS  named  General  Electric 
field  sales  manager  in  replacement 
tube  sales  organization.  Was  district 
radio-TV  receiver  sales  representative 
in  Atlanta.  W.  C.  WALSH,  disti-ict 
sales  representative  Salt  Lake  City, 
to    western    regional    sales  manager. 

JOSEPH  KATTAN,  vice  president 
Emerson  Radio  Export  Corp.,  an 
Emerson  subsidiary,  appointed  dis- 
tribution manager  Emerson  Radio  and 
Phonograph  Corp.  He  will  be  in 
charge  of  sales,  advertising  programs 
and  budgets. 

THE  JAMES  KNIGHTS  Co.,  Sandwich, 
111.,  announces  improved  broadcast 
stabilized  unit,  the  JK57MT,  featuring 
unique  and  more  positive  method  of 
varying  gap,  firm  reports. 

SOUND  APPARATUS  Co.,  Stirling, 
N.  J.,  redesigns  Model  FR,  Frequency 
Response  Recorder.  Literature  mailed 
upon  request. 

ARTHUR  E.  AKEROYD,  represent- 
ative for  radio  parts  and_  electronic 
equipment  manufacturers,  named  agent 
for  Regency  Booster  in  six  New  Eng- 


land states  by  I.  D.  E.  A.,  Indianapolis. 
F.  W.  TIETSWORTH  named  commer- 
cial engineer  Eastern  sales  region 
General  Electric's  Tube  Divisions.  With 
that  branch  since  1944,  he  headquarters 
in  Schenectady,  N.  Y. 

JERROLD     ELECTRONICS  Corp., 

Philadelphia,  issues  detailed  catalog 
on  Jerrold  Mul-TV  System  providing 
information  on  installation  and  opera- 
tion for  use  in  multi-unit  buildings  as 
well  as  TV  dealer  stores.  Illustrations 
in  12-page  catalog  depict  methods  of 
installation. 

D.  W.  ONAN  &  Sons  Inc.,  Minneapolis 
(electric  generating  plants),  release 
folder.  When  Power's  Off  .  .  .  You're 
Safe,  explaining  methods  of  continu- 
ing activities  following  power  failures. 


"Tacknical  • 


JOHN  J.  BUBBERS,  studio  supervisor 
for  eight  years  at  WOV  New  York, 
to  WLIB  New  York  as  chief  engineer. 

BILL  NIELSEN,  chief  studio  engineer 
KRON-TV  San  Francisco,  resigns  to 
work  for  Army  Radar  in  Europe. 
HAL  SIMPSON,  KRON-TV  engineer, 
succeeds  him.  DAVID  ROSEN,  KPIX 
(TV)  same  city,  to  KRON-TV  engi- 
neering staff. 

JOHN  SERAFIN,  ABC-TV  mainte- 
nance engineer,  recalled  for  military 
duty.  Was  Air  Force  captain  and 
radar  technician  during  last  war. 

JOHNNY  KELLY,  WEEI  Boston  engi- 
neer, father  of  girl,  Susan. 

BROOKS  SMITH  to  engineering  de- 
partment WSSB  Durham,  N.  C. 

RADIO  AMATEUR  magazine,  publica- 
tion of  Radio  Magazines  Inc.,  N.  Y., 
sold  to  Cowan  Publishing  Co. 

GENERAL  ELECTRIC  Co.,  Syracuse, 
N.  Y.,  announses  two  new  regulated 
power  supplies  for  TV  station  applica- 
tions. Units,  types  TP-12-A  and  TP- 
13-A,  feature  single-phase  input,  high 
current  capabilities  and  low  ripple. 
Further  details  available  from  G-E 
Commercial  Equipment  Div.,  Syracuse. 


WJAS  Pittsburgh  announces  inaugura- 
tion of  series  public  service  programs 
broadcast  Sun.  4-4:15  p.m.  Produced 
by  Institute  of  Democratic  Education. 


O'CONNOR  PLANS 

Tenn.  SurYoy  Firm  Expands 

IN  line  with  expansion  plan.s,  the 
O'Connor  Survey  Co.  Inc.,  Knox- 
ville,  Tenn.,  operator  of  O'Connor 
Radio  Surveys,  has  announced  it 
will  move  into  new  offices  in  the 
Vester  Bldg.,  Knoxville,  on  or  about 
Sept.  1. 

Firm  also  announced  the  appoint- 
ment of  Virginia  Anderson  as  as- 
sistant to  Bernice  M.  O'Connor, 
president.  Miss  Anderson  is  a  re- 
cent graduate  of  the  U.  of  Tennes- 
see's College  of  Business  Adminis- 
tration. Further  additions  to  the 
staff  will  be  announced  later,  the 
president  said. 

O'Connor  Radio  Surveys  has  been 
in  operation  for  the  past  three 
years  and  has  conducted  surveys 
both  by  the  coincidental  telephone 
and  diary  methods. 


KID  GRANT 


Remanded  to  Examiner 

INITIAL  decision  to  grant  KID 
Idaho  Falls,  Idaho,  change  in  facil- 
ities from  5  kw  day,  500  w  night 
on  1350  kc  to  5  kw  day,  1  kw  night 
on  590  kc  has  been  set  aside  by  the 
FCC  and  remanded  to  the  hearing 
examiner  for  further  proceeding. 
Action  was  requested  in  petitions  by 
WOW  Omaha  and  FCC's  general 
counsel. 

The  petitions  contended  that  the 
KID  technical  presentation  was 
based  on  transmission  values  and 
a  site  assumed  for  KSUB  Cedar 
City,  Utah,  which  since  have  been 
proven  inaccurate.  Hence  this 
would  affect  the  interference  WOW 
might  expect  from  the  proposed 
KID  operation,  FCC  said. 

FCC  ordered  the  further  hearing 
to  receive  "appropriate  evidence  as 
to  the  populations  and  areas  now 
receiving  service  from  stations 
KSUB  and  WOW  which  would  re- 
ceive interference  from  the  op- 
eration of  station  KID."  The  in- 
itial grant  had  been  made  in 
February  [BROADCASTING,  Feb.  13]. 


KXO  El  Centre,  Calif.,  has  reported 
l5Vr  increase  in  billings  for  first  six 
months  of  1950  over  same  period  last 
year. 
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Midwest 

(Continued  from  page  25) 

high  level,  we  will  continue  our 
usual  radio  and  TV  schedule.  If 
we  find  ourselves  limited  in  prod- 
ucts to  produce,  we  will  have  to 
withdraw  from  heavy  schedules,  as 
we  did  during  World  War  II,"  he 
said. 

Mr.  Waddington  noted  a  "soften- 
ing, attributable  to  less  radio  listen- 
ing, in  larger  markets  like  New 
York,  Chicago,  Philadelphia  and 
Baltimore."  He  said  Miles  would 
like  to  use  more  spot  radio  to  sup- 
plement campaigns  in  specific  mar- 
kets, "but  we  have  been  unable  to 
find  availabilities." 

Miles  Labs  Plans 

Miles  Labs  sponsors  seven  net- 
work radio  shows:  Quiz  Kids 
(NBC),  Hill  Top  House  (CBS), 
Curt  Massey  Time  (CBS),  News  of 
the  World  (NBC),  One  Man's 
Family  (NBC),  Ladies'  Fair 
(MBS),  and  Queen  for  a  Day 
(MBS).  In  the  fall  the  client  ex- 
pects to  order  a  radio  spot  cam- 
paign in  60  markets  for  Nervine. 
Miles  also  sponsors  a  TV  version 
of  Quiz  Kids  on  NBC-TV. 

The  agency  for  Miles,  Wade  Ad- 
vertising, Chicago,  buys  30-minute 
square  dances  each  Saturday  on 
Chicago,  Minneapolis,  Des  Moines 
and  Yankton  radio  stations  for 
Murphy  Products  (feeds). 

Radio  must  be  relied  on  in  non- 
TV  markets,  according  to  Nate 
Perlstein,  advertising  manager  of 
Pabst  Brewing  Co.  "Radio  is  also 
needed  to  reach  the  many  persons 
in  large  cities  who  are  habitual 
radio  listeners  and  have  not  de- 
serted the  medium  for  television," 
he  said.  "It  is  unwise  to  say  that 
radio  is  going  down  and  TV  up. 

i  Both  fill  a  vital  need  in  the  life  of 

i  every  American." 

Pabst  Policy 

Mr.  Perlstein  noted  that  Pabst 
advertising  has  always  been  of  the 
public  interest-institutional  type. 
"If  the  world  crisis  flares  into  an 
^11-out  war,  we  will  continue  with 
this  advertising  policy,"  he  said. 

General  Mills  expects  to  carry  all 
of  its  present  radio  properties 
through  June,  said  Lowry  Crites, 
]  vice  president  in  charge  of  media. 
"Both  radio  and  television  will 
probably  be  up,"  he  predicted. 
Tatham-Laird,  Chicago,  one  of  Gen- 
eral Mills'  four  agencies,  buys 
Today  in  Hollywood  (ABC)  and  a 
portion  of  the  Breakfast  "  Club 
(ABC)  for  Kix. 

The  agency's  radio  and  television 
supervisor,  George  Bolas,  reports 
'  increased  billing  for  both  media — 
for  radio  "because  we  have  found 
'  a  few  more  places  where  it  fits  the 


client's  particular  picture  and  is 
more  effective  than  other  media." 
Bear  Brand  (hosiery),  through 
T-L,  is  organizing  a  four-to-six- 
week  AM  spot  campaign,  in  spite 
of  yarn  shortages. 

S.  C.  Johnson  &  Son  will  con- 
tinue to  advertise,  "even  if  we  have 
to  scratch  for  raw  materials  and 
can't  get  our  products  out  in  vol- 
ume," acccording  to  Will  Connolly, 
advertising  manager.  In  the  event 
of  an  emergency,  "we  will  support 
various  patriotic  drives  and  play 
down  our  product  sale,"  he  said. 
Referring  to  television,  Mr.  Con- 
nolly said  Johnson  has  been  in  it 
"on  too  modest  a  scale  to  compare 
it  with  our  radio  success." 

Melvin  Brorby,  vice  president  of 
Needham,  Louis  &  Brorby,  which 
handles  the  Johnson  account,  said 
the  international  situation  in  Korea 
has  aff'ected  only  one  of  the  agency's 
clients.  That  advertiser  cancelled 
plans  for  an  AM  show  because  of 
metal  shortages. 

An  all-time  high  in  billing  for  the 
Chicago  office  of  Foote,  Cone  & 
Belding  was  predicted  for  fall  by 
Fairfax  Cone,  board  chairman.  "We 
will  have  a  tremendous  expansion 
in  both  radio  and  television  this 
fall,"  he  predicted. 

Full  Schedules 

Agreeing  that  availabilities  are 
tight,  Mr.  Cone  said  last  week, 
"I  think  we  have  just  bought  the 
last  two  TV  availabilities  in  town, 
and  radio  is  just  about  filled  up, 
too!"  Terming  television  the 
"greatest  medium  ever  developed," 
Mr.  Cone  added :  "You  can't  substi- 
tute it  100%  for  radio,  though, 
because  of  its  regional  nature."  He 
disagreed  with  some  reports  that 
the  trend  is  toward  national  spot, 
saying  "there  is  more  network  out 
of  our  Chicago  office  than  ever 
before." 

Among  FC&B's  placements  are 
three  AM  shows  for  the  Toni  Co. 
which  go  off  ABC  Sept.  15.  They 
are  Carol  Douglas  Show,  Quick  As 
a  Flash  and  a  portion  of  Chance  of 
a  Lifetime.  Spot  campaigns  are 
being  prepared  now  for  Toni,  Ar- 
mour's Chiffon  flakes  and  Dial 
soap.  AM  network  shows  for  fall 
will  include  Armour's  Stars  Over 
Hollywood  (CBS)  and  Next,  Dave 
Garroway  (NBC),  Hallmark  Play- 
house (CBS)  for  Hall  Bros.,  and 
This  Is  Nora  Drake  (CBS)  and 
Give  and  Take  (CBS)  for  Toni. 

TV  business  includes:  Two  Bob 
Hope  network  shows  (probably 
NBC)  in  September  and  on  Thanks- 
giving Day  for  Frigidaire;  Toni 
Twin-Time  for  the  Toni  Co.  on 
CBS,  Wednesday,  9-9:30  p.m. 
(EST);  Armour's  Stars  Over 
Hollywood  on  NBC,  Wednesday, 
10:30-11  p.m.  (EST),  and  local 
video  shows  in  Chicago  for  First 
National  Bank,  Beatrice  Foods  and 
Marshall  Field  and  Co. 

Leo  Burnett  agency,  which 
marked  its  15th  anniversary  Aug. 
5,  has  bought  seven  network  AM 
shows  and  six  network  TV  shows 
for  fall  sponsorship  by  its  clients. 
The  agency  reports  radio  and  TV 
billings  account  for  25%  of  its  $22 


KMOX  Exclusive 

WHEN  a  wildcat  transporta- 
tion strike  in  St.  Louis  was 
called  off  early  last  Monday 
morning  (Aug.  14),  News  Di- 
rector Rex  Davis  of  KMOX 
not  only  scored  a  newsbeat 
but  he  gave  his  outlet  an  ex- 
clusive over  every  other 
medium  in  the  city,  station 
reports.  Mr.  Davis  was  awak- 
ened at  2:20  a.m.  by  a  union 
official  with  a  statement  call- 
ing an  end  to  the  strike,  fol- 
lowed by  a  statement  from 
the  union  attorney.  Since 
KMOX  is  on  a  24-hour  sched- 
ule, Mr.  Davis  immediately 
filled  the  air  with  announce- 
ments that  transportation 
would  be  restored. 


million  annual  gross. 

Al  Eisenmenger,  chief  time- 
buyer,  reports  "lines  pretty  well 
set  for  fall,  indicating  a  shifting  of 
funds  with  a  slight  overall  increase 
for  AM  and  TV.  We  try  to  main- 
tain a  flexibility  of  schedules  for 
greater  balance  of  media,"  he  ex- 
plained. 

Reporting  no  serious  develop- 
ments in  the  movement  of  consumer 
goods,  but  tightening  TV  avail- 
abilities, Mr.  Eisenmenger  called 
this  a  period  "for  more  economical 
buying.  This  means,  to  us,  stronger 
evaluation  of  markets  when  we 
buy." 

Burnett  Accounts 

AM  business  out  of  Leo  Burnett 
includes  Arthur  Godfrey,  House 
Party  and  Grand  Cent7-al  Station 
on  CBS  for  Pillsbury,  Mark  Trail 
on  Mutual  for  Kellogg,  and  a  five- 
minute  strip  on  ABC  for  Mars, 
still  unannounced.  Kellogg  spon- 
sors two  quarter-hour  portions  of 
Howdy  Doody  on  NBC-TV,  Mars 
has  three  quarter  hours  on  the 
same  show;  Green  Giant,  Open 
House  on  ABC-TV,  and  Pure  Oil 
Co.,  Who  Said  That?  on  16  or  18 
NBC-TV  stations  on  a  cooperative 
basis. 

More  radio  and  television  is  go- 
ing to  be  added  this  fall  by  J. 
Walter  Thompson  but  Hal  Rorke, 


radio  and  television  director,  says 
most  of  the  planning  is  still  in  the 
discussion  stage.  One  AM  sponsor 
is  thinking  of  both  a  regional  and 
a  network  show,  and  several  clients 
plan  extensive  use  of  spots. 

Mr.  Rorke  sees  in  JWT  clients 
"a  certain  disposition  to  show  cau- 
tion about  long-term  future  com- 
mitments because  of  the  Korean 
situation.  Manufacturers  are  look- 
ing askance  at  that  part  of  buying 
described  as  hoarding,  because  this 
tends  to  upset  their  planning  for 
the  future  even  though  business 
is  good  now,"  he  said. 

Clients  are  watching  the  course 
of  domestic  consumer  reaction  as 
well  as  that  of  international  affairs, 
Mr.  Rorke  said.  "Our  commitments 
for  advertising  remain  the  same, 
but  we  can't  look  ahead  to  the  fu- 
ture with  any  conviction." 

Television  business  will  include 
Kraft  TV  Theatre  on  NBC  for 
Kraft  Foods,  spots  for  Elgin  and 
several  Swift  products,  and  Gene 
Autry  films  in  14  markets  for 
Brach  candy. 

Scott  Cites  Increases 
Schwimmer  &  Scott  billing  is  up 
30  7f  over  last  year,  and  all  sched- 
ules have  increased  "materially," 
reports  R.  J.  Scott,  president  and 
treasurer.  This  increase  is  attribut- 
able to  more  advertising  placed, 
because  the  number  of  accounts  is 
the  same,  he  said.  "Many  of  our 
clients  (Realemon,  Salerno  butter 
cookies,  Hawthorne-Melody  milk, 
NuEnamel)  have  been  built  up 
from  small  accounts,"  Mr.  Scott 
said. 

The  agency's  40  radio  and  tele- 
vision accounts  are  divided  equally 
among  radio,  TV  and  a  combination 
of  both.  No  S&S  account  is  trim- 
ming appropriations  for  advertis- 
ing, Mr.  Scott  said.  Food  product 
accounts  (30  in  all)  have  all  had 
increased  sales  because  of  "many 
things,  including  the  prospect  of 
war."  The  agency,  which  probably 
bills  more  radio  and  television  busi- 
ness than  any  other  strictly  local 
agency  in  the  country,  pioneered 
in  Midwest  radio  in  1934,  at  a  time 
when  most  agencies  were  treating 
the  medium  as  a  sideline. 

Mr.  Scott  plans  to  intensify  tele- 
(Continued  on  page  84) 
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Midwest 

(Continued  from  page  83) 

vision  activity  in  the  fall,  after 
"holding  some  accounts  back  a  bit  to 
keep  them  from  plunging  heavily 
and  prematurely."  One  piece  of  new 
business  planned  is  two  one-hour 
programs  five-times  weekly  during 
the  day,  to  be  telecast  in  Chicago. 

Although  reasons  given  are  di- 
verse, a  shortage  of  steel  was  re- 
ported to  be'  one  of  the  main  con- 
siderations in  International  Har- 
vester's cancellation  of  Harvest  of 
Stars  on  NBC,  effective  Sept.  17. 
Its  agency,  McCann-Erickson,  has 
a  hea^^'^  Standard  Oil  of  Indiana 
AM  lineup  for  fall.  Business  will 
•  include  180  newscasts  weekly  in 
14  Midwest  states,  SO's  distribu- 
tion area;  70  football  games  with 
teams  from  the  universities  of 
Michigan,  Wisconsin,  Iowa,  Ne- 
braska, Colorado,  Minnesota  and 
Kansas,  and  12  professional  foot- 
ball games  of  the  Chicago  Bears, 
plus  two  pre-season  Bears  games. 

Swift  &  Co.  will  continue  with  a 
portion  of  the  Breakfast  Club  on 
ABC-TV,  and  Hyde  Park  beer  plans 
both  radio  and  TV  spot  campaigns. 
Advertising  for  Ray-O-Vac  batter- 
ies has  been  cancelled  for  the  time 
being,  because  zinc  and  brass  used 
in  manufacture  are  being  bought 
by  the  government  for  armament 
production.  Allied  Van  Lines, 
which  has  used  spot  radio  in  the 
past,  may  sponsor  some  video  com- 
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mercials.  Major  TV  business  at  Mc- 
Cann  is  renewal  of  the  Wayne  King 
Show  on  an  NBC  split  network.  It 
returns  to  the  air  Aug.  31  for  44 
weeks. 

Jim  Shelby,  radio  and  television 
director,  finds  McCann-Erickson 
clients  still  talking  TV  because  the 
public  interest  "hasn't  diminished. 
I  think  TV  will  still  be  the  big 
thing,  despite  possible  governmen- 
tal requisition  of  tubes  and  com- 
ponents which  would  mean  a  scar- 
city of  sets  and  parts." 

"AM  is  very  definitely  down,  in 
all  cases,"  observed  Irwin  A.  Olian, 
president  of  Olian  Advertising. 
"TV  is  positively  it,  and  radio  will 
play  a  secondary  part.  The  trend 
in  markets  such  as  Chicago  and  St. 
Louis  is  for  clients  to  divert  part 
of  the  money  in  other  media — in- 
cluding radio — for  television.  Re- 
gional daytime  advertisers  have  to 
use  radio,  though,  but  they  are  all 
anxious  to  get  into  TV." 

News  Upswing 

Mr.  Olian  reported  a  dozen  TV 
accounts  this  fall,  compared  with 
three  last  year.  He  said  one  buyer 
of  sports  packages,  for  example, 
has  diverted  his  advertising  money 
to  television  and  billboards  in  the 
summer  and  is  using  regional  radio 
and  television  in  the  winter. 

"Clients  are  very  interested  in 
buying  TV  news,  even  though  it  is 
costly,"  he  said.  "I,  personally,  do 
not  think  viewers  will  turn  off  their 
sets  and  go  back  to  hearing  news 
on  the  radio.  More  and  more  TV 
news  shows  will  be  developed." 

All  Olian  clients  are  making  a 
strong  bid  for  business,  and  none 
reports  material  shortages  yet. 
"They  seem  to  have  the  idea  they're 
going  to  continue  to  make  an  adver- 
tising effort  until  they  can't  any- 
more," Mr.  Olian  said,  "A  few, 
however,  are  asking  for  war  clauses 
in  their  contracts." 

Although  Young  &  Rubicam 
clients  have  ordered  "a  lot  more" 
TV  business  for  fall,  "radio  has 
been  busy  too,"  observes  Timebuyer 
Marion  Renter.  She  reports  spot 
radio  is  still  heavy,  but  that  radio 
money  has  not  been  cut  so  more  can 
be  added  to  TV  budgets.  "New 
clients  to  whom  we  have  recom- 
mended television  are  a  bit  cautious 
because  of  the  international  scene," 
she  explained. 

Purity  Continues  Pace 

The  agency's  biggest  spot  radio 
account  in  the  Midwest,  Purity 
Bakeries  (Taystee  bread,  Gren- 
nan  cakes),  continues  its  activity 
in  both  media.  AM  spots  will  be 
used  in  24  Taystee  markets  and  12 
Grennan.  Television  announce- 
ments are  being  used  in  all  video 
markets  where  either  product  is 
distributed.  Rath  Packing  Co.  will 
use  sporadic  AM  spots  in  the  Mid- 
west. 

Largest  user  of  broadcast  adver- 
tising through  the  agency  is  Schlitz 
Brewing  Co.,  which  returns  Halls 
of  Ivy  to  NBC  Sept.  13  for  a  half- 
hour  once  a  week,  begins  the  Pulit- 
zer Prize  plays  show  on  ABC-TV, 
and  continues  with  sponsorship  of 
a  half-hour  musical  program  six 


nights  weekly  on  WHOM  Newark 
for  the  New  York  audience. 

Another  large  local  agency,  Mal- 
colm-Howard Advertising,  reports 
a  heavy  television  schedule.  Art 
Holland,  owner,  says  at  least  five 
accounts  will  use  television  next 
month.  "Radio,  which  was  down 
in  billing,  has  increased  somewhat, 
and  radio  schedules  will  probaby 
go  up  this  fall  because  of  greater 
listener  interest  in  news  (provid- 
ing a  larger  radio  audience)  and 
the  fact  that  TV  spots  are  unavail- 
able and  good  spots  can  still  be 
had  in  AM." 

Mr.  Holland  noted  that  TV  ap- 
pears to  have  helped  to  lower  talent 
costs  in  radio  and  "that  station 
men  are  more  willing  to  listen  to 
reason."  He  recommends  AM  spot 
buying  because  time  periods  are 
better  and  there  are  more  of  them. 

"Some  of  our  advertisers  are 
showing  a  slight  reluctance  to  place 
schedules,  but  even  the  hard  goods 
manufacturers  seem  to  be  going 
ahead,"  he  said.  "They  are  all  tak- 
ing a  short-range  view,  however. 
We — and  they — are  planning  for 
the  balance  of  this  year  and  the 
beginning  of  next.  A  year  from 
now  is  too  far  away." 

Studebaker  Example 

News,  "on  the  way  out  before," 
is  approaching  its  former  popular- 
ity because  of  interest  in  world 
events,  according  to  Phil  Stewart, 
radio  and  television  director  of 
Roche,  William  &  Cleary.  As  to 
effects  of  the  Korean  war,  he  said: 
"Our  Studebaker  account  is  a  good 
barometer,  and  cars  are  still  coming 
through  on  schedule!" 

Studebaker,  which  is  looking  for 
a  national  video  program,  buys  AM 
spots  in  97  markets.  The  Milwau- 
kee Road  begins  its  eighth  year  of 
15-minute  radio  newscasts  in  26 
markets  along  the  railroad's  right- 
of-way,  Fleecy  White  (bluing) 
plans  spot  AM  announcements  in 
24  markets,  and  Stewart  &  Ashby 
Co.  renews  Paul  Harvey  and  the 
Neivs  for  the  third  year  locally  on 
WENR  Chicago. 

Many  advertisers  who  have  never 
used  radio  but  have  been  "bitten 
by  the  glamor  of  TV,"  are  finding 
the  medium  too  expensive  and  have 
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settled  for  AM,  reports  Scott  Keck, 
radio  and  television  director  of 
Henri,  Hurst  &  McDonald.  "We 
have  always  had  outstanding  re- 
sults in  television,  however,"  he 
said. 

Most  of  the  agency's  broadcast- 
ing accounts  are  concentrated  on 
television,  but  Skelly  Oil  Co.  car- 
ries news  on  28  stations,  and  Bal- 
lard &  Ballard  (biscuits)  is  extend- 
ing its  radio  spot  schedules  to  50 
more  markets  than  last  year,  bring- 
ing the  total  to  150.  The  firm, 
which  tested  TV  commercials  in 
Louisville  last  year  and  is  now  in 
St.  Louis,  plans  to  add  other  mar- 
kets shortly. 

Weatherbird  Shoes  carries  alter- 
nate-weelc  sponsorship  of  a  half- 
hour  of  Super  Circus  on  ABC-TV 
in  42  areas  this  year  instead  of  13, 
while  Poll  Parrot  Shoes  sponsors 
a  quarter-hour  strip  portion  of 
Howdy  Doody  via  NBC-TV  in  50 
cities.  Poll  Parrot  formerly  spon- 
sored the  show  in  32  markets  live, 
but  has  added  18  to  carry  the 
kinescope. 

"Television  isn't  doing  as  much 
in  Chicago  as  we  thought  it  would, 
and  it's  still  too  costly,"  said  Carol 
Perel  Colby,  timebuyer  at  Arthur 
Meyerhoff.  "Telvision  isn't  stack- 
ing up  with  radio  among  retailers 
who  have  to  move  consumer  goods. 
One  big  objection  is  that  surveys 
we've  seen  show  only  a  10%  tune- 
in  on  television  before  4  p.m." 

None  of  Meyerhoff's  clients  is 
cutting  ad  budgets,  "but  they  are 
all  beginning  to  worry  about  possi- 
ble shortages  of  merchandise,  es- 
pecially the  food  packers,"  Mrs. 
Colby  said. 

Modeling  Spots 

Patricia  Stevens  (modeling 
school)  is  continuing  with  quarter- 
hour  participation  shows  on  four 
Chicago  AM  stations,  along  with 
shows  and  spots  on  three  Chicago 
video  outlets.  Particia  Stevens  will 
probably  move  into  more  radio,, 
however,  as  afternoon  television 
"isn't  a  good  buy  because  there  isn't 
a  high  enough  listening  ratio," 
Mrs.  Colby  said. 

William  Wrigley  Jr.  Co.  returns 
to  CBS  in  the  fall  with  Life  With  . 
Luigi,  and  Kyron  (dietary  supple- 
ment) is  planning  to  spot  announce- 
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In  Mississippi  total  income  pay- 
ments showed  a  spectacular 
261  per  cent  increase  between  1940 
and  1948.  No.  1  market  in  Mississippi 
is  Jackson,  where  WJDX  is  the  top 
station  .  .  .  indicated  by  both  BMB 
and  Hooper  reports.  May  we  tell  you 
more? 
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knents  on  Detroit  AM  participation 
shows. 

t  Quaker  Oats  Co.,  through  Sher- 
jtaan-Marquette,  has  three  upcoming 
|AM  network  shows:  Roy  Rogers 
ibn  MBS,  for  oats;  Challenge  of 
fhe  Yukon,  three  MBS  half-hours 
jkveekly  for  Puffed  Wheat  and 
Puffed  Rice,  and  Man  oyi  the  Farm, 
fyfBS  for  the  company's  feeds. 
I  Oscar  Mayer  (meat  products) 
has  ordered  quarter-hour  strips  in 
Chicago,  Madison,  Wis.,  and  Phila- 
;ielphia,  one  station  in  each  market. 

Agency  men,  agreeing  that 
blients  are  more  vocalh'  interested 
(.n  television  than  in  radio,  never- 
theless believe  there  is  a  definite 
reed  and  demand  for  radio  shows. 
This  is  the  opinion  of  Chicago  pack- 
igers  also,  among  whom  are  Walt 
?chwimmer,  president  of  Radio 
Features,  and  Cy  Wagner,  nian- 
iger  of  the  television  and  radio 
lepartment  of  Mutual  Entertain- 
iient  Agency.  Both  firms  package 
■adio  and  tele%'ision  shows,  and 
vlutual  also  books  its  own  talent. 

Mr.  Schwimmer  asserts:  "The 
rend  has  to  be  off  the  beaten  path 
n  radio  packaging.  Stations  need 
.  show  that  is  different  from  the 
letwork  and  the  TV  pattern  in 
•rder  to  gain  and  keep  an  audience. 
;hows  should  incorporate  the  basic 
undamentals  upon  which  radio  is 
ased,  and  which  it  used  so  suc- 
essfully  15  years  ago." 

Schwimmer  Packages 

Mr.  Schwimmer,  who  packages 
^ello-Test,  broadcast  on  more  than 

00  U.  S.  stations,  believes  another 
how  he  syndicates,  Behind  the 
tory  with  Marvin  Miller,  is  an 
xample  of  his  radio  theories.  An- 
'ther  plus  in  favor  of  a  show  based 
n  the  fundamentals  of  radio  is  its 
:»w  cost,  he  said.  "AM  packages, 
(b  sell,  will  have  to  be  extremely 
reasonable,  and  they  will  have  to 
,ain  a  good,  solid  local  audience 
Dr  the  station." 

Radio  Features  also  syndicates 
ae  Dee  JUS  TayJor  Conce'i~t  for  radio 
nd  two  new  video  packages,  Miss 
'.  S.  Television  of  1950,  and  Photo- 
ii'iz,    a   television   adaptation  of 

ello-Test  which  is  being  aired  now 

1  Chicago.  Within  three  years 
Ir.  Schwimmer  plans  to  release 
V  packages  on  film. 

Mr.  Wagner,  who  manages  the 
levision  and  radio  department 
hich  was  founded  by  Vice  Presi- 
tnt  Jack  Russell,  concurs  in  the 
:-ed  for  radio  package  shows,  es- 
I  cially  those  designed  for  dajirime 
ring.  Interest  in  nighttime  radio 
down,  but  da3i;ime  shows  can  be 
-Qgrammed  effectively  and  inex- 
■nsively.  "In  radio,  as  in  televi- 
3n  packaging,  the  essence  of  a 
ow  can  be  creative  scripting  and 
;:aginative  production,  with  em- 
jiasis  on  the  idea  rather  than  on  a 
ime  star,"  he  said. 
Although  "few  agencies  want  to 
j:k  radio,  and  usually  do  so  only 
her  satisfying  demands  of  their 
'ents  who  want  television,"  too 
|E.ny  are  ignoring  radio  too  much, 
^r.  Wagner  said.  Radio's  circula- 
on  is  still  "mammoth"  and  many 
.  oadcasters  are  just  beginning  to 
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ON  behalf  of  the  adjutant  general's 
office,  U.  S.  Army,  Col.  Charles  W. 
Christenberry,  chief  of  Army  re- 
cruiting publicity,  presents  to  James 
C.  Petrillo,  president  of  the  American 
Federation  of  Musicians  (AFL),  a 
certificate  "in  grateful  appreciation" 
of  years  of  cooperation  by  AFM  with 
Army-Air  Force  recruiting  radio  pro- 
grams. 

real'ze  the  potential  of  the  daj'time 
market,  he  feels. 

Radio  is  holding  up  "admirably," 
in  the  opinion  of  I.  E.  Showerman, 
vice  president  in  charge  of  NBC 
Chicago  and  manager  of  WMAQ 
and  WNBQ  (TV).  "This  fall, 
however,  because  of  the  tremendous 
popularity  of  television  in  Chicago, 
our  radio  activity  will  be  imple- 
mented by  a  stronger  local  sales 
pitch,"  he  said. 

Mr.  Showerman,  with  other  sta- 
tion and  network  executives,  is 
concerned  about  the  possibility  of 
technical  personnel  being  recalled 
to  duty  in  the  armed  services.  "We 
have  many  men  qualified  for  im- 
portant assignments  in  service,  but 
all  we  can  do  is  hope  they  won't 
be  called,"  he  said.  To  alleviate 
the  possible  loss  among  TV  staffers, 
Mr.  Showerman  has  asked  NBC 
New  York  for  authorization  to  hire 
another  crew. 

Norton's  Viewpoint 

Radio  has  been  "overshadowed 
completely"  for  several  months  by 
the  "tricks  and  glamor"  of  televi- 
sion, according  to  John  H.  Norton 
.Jr.,  ABC  Central  Division  vice 
president.  He  believes  there  is  a 
"decided  trend  back  to  normal  and 
intelligent  thinking,  and  the  indus- 
try will  experience  by  fall  a  re- 
surgence in  popularity  of  what  has 
been  the  greatest  medium  that  we 
have  had  up  to  the  present  time." 

He  termed  the  reaction  to  radio 
during  the  past  year  "emotional, 
but  now  that  it  is  again  becoming 
intellectual,  I  think  we  will  see 
quite  a  comeback  by  our  'old  star'.  " 
Terming  radio  business  still  "ter- 
rific" in  the  spot  field,  Mr.  Norton 
said  WENR  Chicago's  local  and 
national  spot  revenues  are,  "and 
constantly  have  been,  ahead  of  last 
year's,  although  slightly  behind  the 
peak  year  of  1948.  I  am  cex-tain 
this  will  remain  true  for  the  1950- 
'51  season." 

"Good  AM  stations"  are  still 
much  in  demand,  in  spite  of  televi- 
sion, said  Harold  R.  Murphy,  Chi- 
cago manager  of  Blackburn-Hamil- 
ton   Co.,    radio    station  brokers. 


"And  an  amazing  number  of  quali- 
fied buyers  are  looking  for  AM 
properties,"  he  added.  "Of  course, 
there  are  always  more  buyers  than 
sellers,  but  now  the  number  seems 
to  be  larger  than  usual,  indicating 
that  few  experienced  radio  men  are 
afraid  of  television.  Incidentally, 
prices  are  firm  in  AM." 

Spot  radio  activity  experienced 
in  August  indicates  spot  will  be 
better  this  fall  and  winter  than  a 
year  ago,  concludes  William  A.  Mc- 
Guineas,  commercial  manager  of 
WGN-AM-TV  Chicago.  He  re- 
ported no  cancellations  because  of 
international  politics,  but  said  some 
advertisers  are  "hesitating"  before 
maljing  up  their  minds  about  fall 
advertising.  Mr.  McGuineas  de- 
plored the  advertising  status  of 
Chicago  department  stores,  which 
are  "still  behind  the  parade  in 
radio  and  TV." 

Noting  that  the  recent  radio 
rates  survey  of  the  Assn.  of  Na- 
tional Advertisers  was  based  on  a 
comparison  of  1949  and  1950  rates, 
Mr.  McGuineas  pointed  out  that 
WGN  had  no  general  rate- increase 
between  1945  and  1950.  Two  fac- 
tors entered  into  establishment  of 
new  AM  rates,  he  said:  (1)  there 
are  many  more  radio  families,  and 
(2)  radio  listening  is  greater  now 
than  it  was  five  years  ago. 

Bright  Outlook 

WJJD  Chicago  billings  this  fall 
will  surpass  those  of  last  fall,  "and 
there  was  nothing  wrong  with  last 
fall,"  said  Station  Manager  Art 
Hai're,  who  reports  "a  great  num- 
ber of  our  advertisers  who  left  to 
use  television  are  now  back  with 
us."  He  concludes  that  TV  is  "lev- 
elling off  after  its  first  terrific 
impact." 

"The  independent  AM  station 
will  still  outpull  the  independent 
TV  station,"  he  continued.  "Because 
overhead  is  so  much  smaller  for  in- 
dependent AM  as  compared  with 
independent  TV,  the  radio  station's 
margin  of  profit  will  be  much 
greater." 

Rov  McLaughlin,  commercial 
manager  of  WENR-AM-TV,  ABC 
O&O  stations,  said,  "radio  will  by 
no  means  die,  even  with  the  busy- 
ness of  tele%'ision.  No  good  me- 
dium ever  destroyed  another  good 
one,  and  there  is  and  will  be  a 
definite  place  for  radio.  Radio  •«dll 
still  fill  a  need,  but  it  may  fill  it  in 
a  different  waj'."  Mr.  McLaughlin, 
terming  television  essentially  an 
entertainment  medium,  said  radio 
offers  entertainment  plus  enlight- 
enment and  education.  He  believes 
panel  discussion  and  news  shows, 
for  example,  are  not  adaptable  to 
TV. 

"Radio  can  still  mold  public 
opinion  because  it  moves  with  the 
tides  of  human  emotion,  and  has 
flexibility,  ease  and  rapidity  which 
video  cannot  equal,"  he  said.  "So 
much  can  be  done  by  radio,  because 
— as  much  as  it  has  done — that  still 
is  only  a  small  part  of  what  radio 
can  do.  There  has  been  a  great 
diversification  of  radio's  techniques, 
and  some  phases  were  slighted. 

"In  spite  of  the  popularity  of 
television,  there  is  still  enough  va- 


riance in  public  opinion,  and  enough 
freedom  of  selection,  for  radio  pro- 
grams to  command  huge  audiences, 
with  television  doing  the  same. 
The  habit  of  radio  is  a  part  of  liv- 
ing and  of  life." 

Intensified  interest  in  the  Korean 
war  and  foreign  affairs  has  in- 
creased the  size  of  radio  audiences, 
Mr.  McLaughlin  said. 

Radio  and  tele%asion  station  rep- 
resentatives anticipate  increased 
billings  this  year  in  both  media. 
George  W.  Clark,  midwestern  sales 
manager  for  the  John  E.  Pearson 
Co.,  believes  smaller  markets  will 
get  more  of  the  advertising  dollar 
than  ever  before.  Small  markets, 
in  non-TV  areas,  are  attracting  in- 
terest of  agencies  and  clients  "be- 
cause they  do  not  conflict  with 
clients'  TV  areas."  Many  adver- 
tisers who  experienced  steel  short- 
ages during  the  last  war  are  tight- 
ening advertising  allocations  "until 
they  know  exactly  where  the3^  are 
going,"  Mr.  Clark  said.  He  referred 
especially  to  breweries  and  radio 
and  television  receiver  manufac- 
turers. 

Blair  Pleased 
Business  now  on  the  books  of 
John  Blair  &  Co.  indicates  "our 
midwestern  volume  this  year  will 
exceed  that  of  the  past  few  years 
in  almost  the  same  proportion  as 
our  national  volume,  discounting 
the  substantial  spot  accounts  from 
this  area  which  have  moved  East 
during  the  past  few  years,"  Mr. 
Blair  said.  "We  are  delighted  to 
see  that  certain  midwestern  adver- 
tisers who  have  eliminated  net- 
work radio  because  of  television 
competition  are  channelling  a  sub- 
(Continued  on  page  86) 


Caroline  Ellis 


Caroline  Ellis,  talented  15-year 
veteran  radio  personalit}%  directs 
the  KMBC-KFRM  "Happy  Home" 
women's  commentary  program. 
Gifted  with  a 
wonderful 
voice  and  a 
rich  back- 
ground,  Caro- 
line Ellis  is  one 
of  the  best 
known  woman 
broadcasters. 
Repeatedly, 
her  program 
has  the  highest  rating  of  any  wo- 
man's program  in  the  Kansas  City 
Primary  Trade  area. 

Caroline  is  sponsored  by  the 
Celanese  Corporation  of  America, 
and  has  just  completed  a  success- 
ful campaign  in  behalf  of  a  re- 
gional advertiser,  with  seasonal 
business. 

Contact  us,  or  any  Free  &  Peters 
"CoIonel"on  her  two  availabilities! 

'Available  Tuesday  and  Thursday.  J 
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stantial  proportion  of  this  money 
into  the  national  spot  field." 

AM  "certainly  looks  good"  to 
Fred  C.  Brokaw,  partner  in  Paul  H. 
Eaymer  Co.  "It  is  running  ahead 
of  last  year  between  8^<-  and  10'~'f 
nationally,  but  the  funnelling  of  a 
lot  of  big  accounts  from  Chicago 
to  New  York  has  put  Chicago 
slightly  behind,"  he  said. 

Reporting  that  time  availabilities 
for  fall  busines  are  good,  but  may 
tighten  up  before  long,  Mr.  Brokaw 
added,  "Several  new  national  spot 
accounts  are  directly  traceable  to 
abandonment  of  networks  in  favor 
of  television.  Then,  on  second 
thought,  the  clients  turn  to  spot 
for  fear  TV  will  fail  to  provide  full 
coverage. 

"In  view  of  the  war  situation, 
there  is  always  the  possibility  of 
newsprint  shortages,  which  will 
help  spot  radio  materially,"  Mr. 
Brokaw  said. 

Fall  business  is  destined  to  be 
good,  says  Jerry  Glynn,  Chicago 
manager  of  the  Walker  Co.,  be- 
cause there  has  been  little  or  no 
slack  in  business  this  summer,  "con- 
trary to  the  general  summer  trend." 
He  also  reports  many  advertisers 
"seem  to  be  looking  at  national 
campaigns  with  the  war  situation 
and  possible  excess  profits  taxes  in 
mind."  Commenting  that  "99 '/c  of 
TV  spot  time  for  fall  is  gone,"  he 
believes  advertisers  without  time 
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options  or  contracts  will  turn  to 
AM. 

Although  radio  spot  billing  will 
be  good,  it  may  not  top  last  year's 
figures,  Mr.  Glynn  said.  Because 
the  best  AM  availabilities  are  diffi- 
cult to  buy,  especially  news  adja- 
cencies, Mr.  Glynn  sees  a  trend 
among  AM  stations  to  extend  time 
generally.  Purposes  are  twofold — 
to  make  more  time  available  and 
to  collect  additional  revenue  be- 
cause time  rates  are  difficult  to  in- 
crease outright. 

He  finds  that  new  advertisers  to 
broadcasting  this  year  are  buying 
radio  where  television  is  sold  out. 
"If  the  TV  freeze  continues,  as  I 
think  it  will,  manufacturers  .will 
have  to  sell  merchandise  and  will 
not  be  able  to  wait  for  TV  time 
slots  to  open,"  he  declared.  "They'll 
buy  AM." 

Stations  getting  spot  radio  busi- 
ness, however,  are  those  that  do 
good  merchandising  and  promo- 
tion jobs,  said  Mr.  Glynn.  He  ad- 
vised them  to  conduct  a  strong  fol- 
low -through  to  programming, 
whether  it  is  paid  by  the  sponsor 
or  offered  free  by  the  station.  Ad- 
vertisers need  this  and  are  demand- 
ing such  services  for  their  products, 
he  concluded. 

John  North,  Chicago  manager  of 
Radio  Representatives  Inc.,  also  has 
seen  national  network  advertisers 
switch  to  spot  radio.  He  thinks 
radio  will  benefit  from  the  fact 
that  TV,  more  than  AM,  is  facing 
a  major  personnel  problem  because 
of  the  war.  "Because  a  lot  of 
trained  personnel  may  be  lost,  the 
medium  won't  progress  as  fast  as 
it  normally  would,"  he  said. 

Lineup  Expands 

Thus,  television  that  took  busi- 
ness away  from  radio  spot  will 
eventually  lose  it  back  to  spot,  Mr. 
North  predicted.  He  added  that 
Radio  Representatives  had  a  six- 
station  lineup  last  fall,  15  now. 

In  the  advertising  agency  busi- 
ness, "awfully  good  since  the  war," 
George  P.  Hollingbery,  president  of 
the  company  of  the  same  name, 
sees  "both  the  big  ones  and  the 
small  ones  tightening  their  belts 
to  look  for  the  most  profitable  me- 
dium. They  eventually  find  that 
spot  advertising  is  the  most  prof- 
itable from  the  agency  standpoint. 

"Our  company  has  shown  a  gain 
in  Chicago  every  month  this  year, 
and  we  think  the  second  six  months 
will  be  on  a  par  with  the  first  half 
of  1950,"  Mr.  Hollingbery  said. 
"One  of  the  most  encouraging  signs 
for  spot  radio  is  that  newspaper 
advertisers  who  have  been  lured 
into  television  find  there  are  mar- 
kets which  cannot  be  covered  and 
have  turned  to  spot  radio." 

Lloyd  Griffin,  Chicago  manager 
of  Free  &  Peters,  says  "more  ad- 
vertisers and  account  executives  are 
learning  how  to  use  spot  on  a  na- 
tional basis  and  how  to  concentrate 
in  selected  sales  areas."  He  also 
finds  many  accounts  coming  into 
spot  are  new  to  either  radio  or  tele- 
vision. Mr.  Griffin  predicts  spot 
program  sales  will  reach  a  new  all- 
time  high  in  the  Midwest  this  year, 


and  this  fall  will  be  the  "biggest 
in  spot  radio's  history." 

Despite  the  number  of  Midwest- 
ern accounts  "now  being  placed  out 
of  New  York,"  Burt  Sears,  partner 
in  Sears  &  Ayer,  foresees  an  in- 
creased volume  of  business  this  fall 
and  winter.  "Inquiries  and  orders 
received  for  fall  schedule  indicate 
manv  midwestern  advertisers  who 
used  networks  exclusively  are  now^ 
diverting  their  expenditures  to  spot 
radio." 

A  hike  of  3!i''"f  in  billings  for  the 
first  six  months  at  the  Chicago  of- 
fice of  the  Taylor  Co.  was  reported 
bv  Manager  Tom  Peterson,  "We 
think  this  will  continue,"  he  said. 
"Spots  are  very  active  in  non-tele- 
vision cities,  and  automobile  nlan- 
ning  is  going  forward.  Most  of  the 
companies  we  have  contacted  are 
coming  out  with  new  cars  in  spite 
of  the  war  scare." 

Blink  Confident 

In  the  transcription  field.  Milt 
Blink,  vice  president  of  Standard 
Radio  Transcription  Services  and 
manager  of  the  Chicago  office,  said: 
"We  confidently  expect  our  busi- 
ness to  hold  its  own  during  the 
next  year,  despite  war,  taxes,  tele- 
vision, free  phonographs  or  what 
have  you."  He  reported  Standard 
stations  are  receiving  "more  and 
more  revenue"  from  sale  of  the 
firm's  eight  star  shows,  musical 
weather  jingles  and  special  re- 
leases. 

William  M.  Mertz  Jr.,  foi-mer 
midwest  manager  of  MacGregor 
Transcription  C'^.  and  now  Chicago 
director  of  MGM  Radio  Transcrip- 
tions, reports,  "Regional  adver- 
tisers todav  are  looking  for  the 
most  effective  selling  tool  at  the 
lowest  cost — and  that's  transcribed 
shows."  He  has  observed  more  re- 
gional advertisers  entering  radio. 

Because  cooperative  funds  in 
some  cases  are  dropning  off  for 
automotive  and  appliance  firms, 
Mr.  Mertz  says  some  of  these  firms 
are  turning  to  transcriptions  for 
institutional  rather  than  direct 
sales  advertising.  Because  trans- 
criptions are  "flexible,"  they  can 
"work  wonderfully  in  non-TV  mar- 
kets and  in  markets  where  shows 
aren't  bucking  heavy  TV  competi- 
tion." 


NEWS  CLEARANCE 

Senate  Considers  Bill 

SENATE  Finance  Committee  Aug. 
8  approved  a  House-passed  bill 
(HR  8726)  to  aid  clearance  of 
overseas  news  recordings  and 
tabbed  it  for  Senate  consideration. 
A  similar  bill  to  exempt  State 
Dept.  Voice  of  America  recordings 
from  import  duty  (HR  8514)  was 
signed  by  President  Truman  on 
Aug.  4  [Broadcasting,  July  31, 
June  17]. 

The  recordings  measure  cleared 
by  the  Senate  committee  would 
eliminate  much  of  the  delay  ex- 
perienced by  broadcasters  at  cus- 
toms in  clearing  incoming  tape  and 
disc  recordings  made  by  news  cor- 
respondents abroad. 


TRANSIT  RADIO 

Riders'  Assn.  Drops  Action. 

COURT  appeal  again.st  Capital! 
Transit  Co.,  Washington,  an  i 
Transit  Radio  Inc.  and  WWDC-FJl 
Washington  has  been  withdrawn, 
formally  by  Transit  Riders  Assn., 
it  was  announced  last  week. 

The  Association,  in  dropping  the 
action,  explained  that  two  Wash-,, 
ington  attorneys — Guy  Martin  andj 
Franklin  PoUak — have  a  petitiort 
pending  before  the  U.  S.  Court  of,; 
Appeals  for  review  of  a  U.  S.- 
District  Court  decision  that  radio-" 
equipped  vehicles  in  the  District  of 
Columbia  do  not  violate  "the  pub- 
lic convenience,  comfort  and 
safety."  ' 

Continued    court    action  would 
merely  "duplicate"  the  efforts  oi 
the  two  attorneys,  whose  petitior 
anteceded  the  transit  association';''^ 
suit,  it  was  pointed  out.   TRA's  de- 
mand that  FCC  terminate  WWDC' 
FM's  license  and  those  of  othej 
transit  radio  outlets  is  not  affected" 
they  added.     The  attorneys  alsc 
have  a  petition  before  the  Commis- 
sion charging  that  the  service  viO'^ ' 
lates  Commission  rules  and  regula 
tions. 


RADIO  POWER 

NCCM  Expresses  Confidence 

CONTINUED  confidence  in  radio': 
power  as  a  mass  communication: 
medium  has  been  expressed  by  th( 
radio  executive  committee  of  thi 
National  Council  of  Catholic  Men 
Stewart  Lynch,  president  of  thi 
council  and  radio  committee  chair 
man,  issued  the  statement  follov 
ing  the  radio  committee's  semi 
annual  meeting  in  Washington. 

He  also  stated  that  the  commit 
tee  explored  ways  and  means  fo- 
further  expanding  the  work  bein; 
done  in  the  radio  field  by  the  counci 
and  local  Catholic  groups  through 
out  the  country.  "While  we  ar 
fully  aware  of  the  powerful  an^ 
important  strides  being  made  b; 
television,  and  while  we  fully  in 
tend  to  enter  this  new  field  at  th 
earliest  opportunity,  we  recogniz, 
that  radio  is  still  one  of  the  mos.  ^ 
potent  media  of  mass  communica 
tion  in  our  country,"  Mr.  Lyni 
said. 
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j  Northwest 

(Cottinued  from  page  27) 

■|,  and  with  the  city's  centennial 
:lebration  due  to  start  in  1951, 
Talter  Van  Camp,  managing  di- 
»ctor  of  the  organization,  told 
Iroadcasting  there  will  be  addi- 
bnal  radio  expenditures  in  con- 
jiction  with  forthcoming  events, 
'jot  radio  also  may  be  used  re- 
lonally  or  nationally.  Pacific 
ational  Advertising  Agency  has 
'jen  handling  the  account. 
I  Other  national  accounts  placed 
om  Seattle  are  the  Washington 
tate  Apple  Commission  and  I.  P. 
allison  &  Sons,  Seattle.  The  Apple 
f)mmission  probably  will  use  more 
both  radio  and  television  nation- 
ly  in  the  marketing  season  ahead, 
cording  to  Floyd  Flint,  account 
lecutive  at  J.  Walter  Thompson 
^).,  Seattle,  although  the  decision 
^(11  not  be  made  until  the  Com- 
'ission's  officials  meet  at  Yakima, 

■  ash.,  the  end  of  this  month. 
;The   Callison  firm  recently  ac- 
.  ired  a  botanical  drug  business  in 
i-oria,  111.,  and  contemplates  rein- 
joduction  of  the  household  insecti- 

le  to  the  national  market.  As  a 
?t,  the  company,  through  Spencer 
.  Curtiss  Agency,  Seattle,  is  using 
ain  breaks  on  WJBO  Baton 
luge.  La.,  as  well  as  some  news- 

:per  space  in  the  same  area, 
rough  the  month  of  August.  If 
e  test  is  successful  it  will  revive 

^  important  advertiser  who  is  new 

■  radio,  according  to  Dave  Pol- 
ek,  account  executive. 

3 

j  Recent  Innovation 

.A  recent  innovation  in  Seattle 
9dio  has  proved  so  successful  in 
1=  past  few  months  that  the  pat- 
•n  is  being  extended.  Scandia 
'■  Km  Dance,  the  weekly  local  live 
<  &w  on  KOMO  Seattle  which  won 
^  h  honors  at  the  annual  conven- 
-Ti  of  the  Advertising  Assn.  of 
y  •?  West,  is  now  running  under  a 
'  'ar's  contract  from  March  1950 
1  ■''d  will  continue  indefinitely,  ac- 
'  '-ding  to  Frank  Taskett  of  the 
:  I  skett  Advertising  Agency,  which 
■  Jght  the  show  for  six  co-sponsor- 
members  of  the  Northwest  Food 
rs.  Assn. 

.Meanwhile,  other  association 
mbers,  pleased  with  the  effec- 

_eness    of    the    Scandia  show, 

"ided  together  earlier  this  month 
sponsor  the  new  Hobnail  Square 
itce,  aired  Tuesday  9-9:30  p.m. 
•r  KOMO,  and  the  association  is 

j  sidering  television  time  under 
same  group-sponsorship  format. 
Speaking  of  Scandia  Barn  Dance, 
Iwether  of  the  trend,  the  agency 
's:  "It  is  certainly  doing  a  job 
the  small  food  manufacturers, 
o  join  in  merchandising  the 
w  as  well  as  sponsoring  it.  This 
•gram  gives  the  sponsors  a  type 
radio  the  30  association  mem- 
s  could  not  afford  separately.  It 
low  the  best-known  food  manu- 
turers  show  for  grocers  in  the 
a." 

Station  executives  -with  equally 
eific  news  on  the  bright  side 
lude  Earl  T.  Irwin,  commercial 
S  inager  of  KVI  Seattle,  and  Roger 

^  j  OADCASTING 


Rice,  national  sales  manager  of 
KING  Seattle. 

Mr.  Irwin  forecast  that  his  sta- 
tion's business  will  beat  last  year's, 
with  network,  national  spot  and 
local  business  all  up.  He  also  re- 
ported the  station  has  sold  practi- 
cally all  its  cooperative  programs. 

National  business  is  up  60 at 
KING,  according  to  Mr.  Rice,  and 
local  business  is  also  well  above 
last  year..  The  station  recently  sold 
a  schedule  of  six  five-minute  news- 
casts daily,  six  days  a  week,  on  a 
one-year  contract  to  Ford  Motor 
Co.,  through  J.  Walter  Thompson 
Co.,  San  Francisco. 

Although  Frederick  &  Nelson, 
Seattle  department  store  affiliated 
with  the  Marshall  Field  Co.,  will 
continue  its  17-year-old  sponsor- 
ship of  the  daily  Concert  Hour  on 
KRSC  Seattle,  the  store  is  holding 
extensive  radio  and  television  plans 
in  abeyance  at  least  until  spring, 
it  was  reported  by  C.  J.  Byrne, 
sales  promotion  manager.  Current 
multi-million  dollar  physical  expan- 
sions, however,  will  eventually  re- 
sult in  bigger  promotion  through 
all  major  media,  he  indicated. 

Business  To  Increase 

On  the  basis  of  transcriptions 
currently  on  order  at  the  John 
Keating  Recording  Studio,  regional 
and  national  radio  business  coming 
out  of  Seattle  will  be  up  about  15 -Tr, 
according  to  James  A.  McLaughlin, 
Seattle  manager,  who  also  noted 
that  accounts  in  the  area  are  be- 
coming much  more  interested  and 
active  than  ever  before  in  explor- 
ing the  use  of  Northwest  radio. 

With  Keating  also  representing 
41  stations  in  Washington,  Oregon 
and  Idaho,  Mr.  McLaughlin  com- 
mented: "Regional  and  national 
business  has  leveled  off  after  a 
period  of  indecision.  There  is  every 
indication  that  radio  business  will 
be  more  solid  and  stronger  than 
ever  before." 

He  reported,  too,  that  the  Wash- 
ington State  Grange  will  renew  its 
Grange  Forum,  long-running  quar- 
ter-hour discussion  program  heard 
on  seven  Washington  stations, 
starting  the  first  week  in  October. 

Several  station  and  agency  exec- 
utives have  noted  an  increasing 
interest  in  newscasts,  growing  out 
of  the  tense  international  situation. 
Largest  tangible  evidence  is  the  ex- 
clusive contract  signed  by  Shell  Oil 
for  Dick  Keplinger's  services  as 
newscaster  on  KJR,  on  a  full-year 
contract. 

Sports-wise,  the  picture  is 
clouded  in  Seattle  as  w^ell  as 
throughout  Washington.  KRSC  has 
received  exclusive  rights  for  radio 
coverage  of  high  school  athletic 
events  from  the  Seattle  School 
Board,  and  discussions  are  under 
way  with  other  school  officials 
around  the  state. 

The  Washington  State  Assn.  of 
Broadcasters  and  many  of  its  mem- 
bers have  had  repeated  alterca- 
tions with  the  Seattle  School  Board 
and  the  Washington  State  High 
School  Athletic  Assn.,  and  indica- 
tions are  that  the  question  of 
whether  a  school  system  has  the 


right  to  sell  radio  rights  on  an  ex- 
clusive basis  will  not  be  settled 
around  the  conference  table.  The 
decision  of  Judge  Theodore  Turner 
in  King  County  Superior  Court 
against  Bruce  Bartley,  owner  of 
KBRO  Bremerton  and  WSAB  attor- 
ney, in  his  case  against  the  Seattle 
School  Board,  is  still  subject  to 
■appeal. 

Carl  Downing  of  Olympia,  secre- 
tary of  WSAB,  told  Broadcasting, 


TRAVELING  FAN 

Canadian  Visits  WHAS 


Host  Walton  greets  his  Canadian 
visitor  before  a  WHAS  microjyhone . 

*    *  * 


AN  ONTARIO  woman  proved  she 
is  a  daily  WHAS  Louisville 
fan  by  appearing  at  the  station  in 
person.  She  traveled  all  the  way  by 
bus  early  this  month  to  see  Ken- 
tucky in  1950,  the  state's  Home- 
coming Year.  And,  of  course,  to 
visit  WHAS  and  its  radio  person- 
alities. 

A  listener  to  WHAS  since  1923 
and  an  avid  daily  fan  of  Jim  Wal- 
ton's Fair  Weather  Hour  (10:30- 
11:30  p.m.  Mon.-Sat.),  Mrs.  Frank 
Schrader  of  Woodstock,  Ont.,  heard 
Mr.  Walton  read  one  of  her  letters 
over  the  air  and  his  suggestion  that 
she  visit  the  state. 

Nobody  was  more  surprised  than 
Mr.  Walton,  the  station  reports, 
when  Mrs.  Schrader  put  in  her  ap- 
pearance at  the  studios.  Her  desires 
— to  see  WHAS  and  its  stars  and 
to  tour  Frank  Fehr  Brewing  Co., 
sponsors  of  Fair  Weather  Hour — 
were  fulfilled.  As  an  added  treat, 
she  saw  her  first  TV  show,  Walton 
Calling,  with  Mr.  Walton  the  host. 


however,  that  the  association's 
main  reliance  will  be  on  action  in 
the  State  Legislature  when  it 
meets  next  January.  Whatever  the 
outcome,  it  will  have  significant 
implications  for  radio  business  in 
the  state,  for  high  school  athletics 
represent  an  important  area  of 
listener  interest. 

Because  the  Pacific  Northwest 
still  has  only  one  television  outlet 
—KING-TV  Seattle— the  radio-vs- 
video  conflict  is  not  as  acute  as  in 
other  sections  of  the  country. 
Nevertheless,  advertisers  and 
agency  officials  have  kept  abreast 
of  natio7ial  TV  developments. 

The  consensus  is  that  by  and 
laige  television  will  not  hurt  radio 
in  the  Northwest;  certainly  it  has 
not  so  far.  Accounts  moving  into 
television  in  most  cases  are  main- 
taining their  radio  budgets  as  well, 
or  at  least  cutting  them  no  more 
than  other  media.  The  exceptions, 
while  important  individually,  are 
minor  in  the  aggregate. 


CANADA  RATINGS 

U.S.  Shows  Top  July  List 

LIST  of  national  ratings  for  Can- 
ada in  July  has  been  reported  by 
EUiott-Haynes  Ltd.,  showing  five 
evening  programs,  all  American 
originations.  They  are  Pause  That 
Refreshes,  12.6;  Tiventy  Questions, 
12.3;  Aldrich  Family,  11.5;  Mys- 
tery Theatre,  9.6,  and  Contented 
Hour,  9.6.  Thirteen  daytime  pro- 
grams, topped  by  five  American 
originations,  showed  Big  Sister, 
with  11.6;  Ma  Perkins,  11.6:  Right 
to  Happiness,  10.3;  Pepper  Ynunci's 
Family,  10.1,  and  Life  Can  Be 
Beautiful,  9.4. 

Three  French-language  evening 
and  10  daytime  programs  also  were 
listed  by  the  firm  for  July.  Evening 
category  found  Jouez  Double  with 
13.9;  La  Route  Enchantee,  11.8, 
and  Cafe  Concert,  10,  while  the 
leading  five  daytimers  were  Jeu- 
nesse  Doree  with  19.3;  Rue  Princi- 
pale,  19.2;  Tante  Lucie.  15.3;  Ma- 
man  Jeanne,  14.9;  and  Grande 
Soeur,  14.3. 


FOUR  World  Issues  At  Mid-Century 
forums,  conducted  by  Boston  U., 
beamed  by  WBZ  Boston  and  World- 
wide Broadcasting  Foundation  to  Eu- 
rope, via  WKUL  Boston. 
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August  8  Decisions 


ACTIONS  ON  MOTIONS 
By  Commissioner  Hyde 

Rollins  Bcstg.  Inc.,  Georgetown,  Del. 
— Granted  leave  to  amend  application 
to  specify  change  in  ant.  system. 

KSFE  Needles,  Cal.— Granted  dis- 
missal of  application  for  renewal  of 
license  KSFE. 

Floral  City  Bcstg.  Co.,  Monroe,  Mich. 
— Granted  petition  to  dismiss  applica- 
tion. 

WHIT  New  Bern,  N.  C. — Denied  peti- 
tion of  WHIT  insofar  as  it  requests 
dismissal  without  prejudice  of  appli- 
cation, but  granted  petition  insofar 
as  it  requests  dismissal  of  application. 

By  Commissioner  Jones 
Door  County  Radio  Co.,  Sturgeon 
Bay,  Wis. — Dismissed  as  moot  petition 
requesting  that  Commission's  action 
in  designating  for  hearing  application 
be  reconsidered  and  application  granted 
without  hearing.. 

By  Examiner  J.  D.  Bond 

WRUX  and  WRUW  Boston,  Mass.— 
Granted  continuance  of  hearing  in  the 
matter  of  Docket  8716  et  al,  now  sched- 
uled to  commence  in  Boston  on  Aug. 
15;  said  hearing  was  continued  without 
date  to  await  such  further  action  as 
may  be  deemed  appropriate  by  Com- 
mission in  view  of  pending  petition  for 
reconsideration  and  grant. 

WELS  Kinston,  N.  C— Granted  con- 
tinuance of  consolidated  hearing,  from 
Aug.  9  to  Sept.  19,  in  Washington. 

KELT  Electra,  Tex.— Granted  exten- 
sion of  time  to  Sept.  29  within  which 
to  file  proposed  findings  in  matter  of 
consent  to  assignment  of  CP. 

KSOK  Arkansas  City,  Kan.— Granted 
continuance  of  hearing  presently 
scheduled  for  Aug.  7,  without  date,  to 
await  such  action  as  may  be  deemed 
appropriate  by  Commission  after  con- 
sideration of  proposed  pleadings  seek- 
ing clarification  of  issues  herein. 

Midwest  Bcstg.  Corp.,  Montevideo, 
Minn. — Granted  continuance  of  hearing 
from  Aug.  2  to  Sept.  13. 

By  Examiner  Leo  Resnick 
KRMG  Tulsa,  Okla.— Granted  leave 
to  amend  application,  (1)  to  change 
type  number  of  trans,  and  (2)  to 
make  changes  in  nighttime  DA  pat- 
tern, and  (3)  for  further  hearing;  said 
hearing  for  presentation  of  evidence 
in  support  of  proposal  shall  commence 
Aug.  23  in  Washington,  and  record 
shall  remain  open  until  completion  of 
this  further  hearing. 

KSD  St.  Louis,  Mo.— Granted  in- 
definite continuance  of  hearing  sched- 
uled for  Aug.  16. 

WJOC  Air  Waves,  Inc.,  Jamestown, 
N.  Y. — Ordered  further  hearing  shall 
commence  on  Aug,  2  in  Washington. 

By  Examiner  Basil  P.  Cooper 
KGDE  Fergus  Falls,  Minn.— Granted 
leave  to  amend  application,  so  as  to 
reduce  requested  nighttime  power  from 
1  kw  to  500  w;  and  application  as 
amended  was  removed  from  hearing 
docket. 

Winter  Garden  Bcstg.  Co.,  Crystal 
City,  Tex.  and  KUNO  Corpus  Christi, 
Tex. — Granted  petitions  of  Winter 
Garden  and  KUNO  as  requests  recon- 
sideration of  their  applications,  and 
both  application  were  removed  from 
hearing  dockets  and  returned  to  proc- 
essing line  for  further  study  and  con- 
sideration. 

WRFC  Athens,  Ga.  and  KMA  Shen- 
andoah, la. — Upon  petition  of  KMA 
continued  hearing  in  re  application  of 


FCC  actions 


m  0 


AUGUST  8  TO  AUGUST  17 

CP-construction  permit  ant.-antenna 

DA-directional  antenna  D-day 

ERP-effective  radiated  power  N-night 

STL-studio-transmitter  link  aur.-aural 

synch,  amp.-synchronous  amplifier  vis.-visual 


cond. -conditional 
LS-local  sunset 
mod. -modification 
trans.-transmitter 
unl. -unlimited  hours 
ST  A -special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilifies,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


WRFC  presently  scheduled  for  Aug.  9 
to  Sept.  12,  at  Washington. 

By  Examiner  Fanney  N.  Litvin 
WHDH  Boston,  Mass.;  KOA  Denver, 
Col.;  WXKW  Albany,  N.  Y.— Ordered 
that  further  hearing  in  re  petitions  of 
WHDH  and  KOA  in  re  application  of 
Champlain  Valley  Bcstg.  Corp.,  Albany, 
N.  Y.  be  scheduled  in  Washington, 
Sept.  5. 

By  Examiner  Jack  P.  Blume 
Parish  Bcstg.  Corp.,  Minden,  La.  and 
The  Ashley  County  Bcstg.  Co.,  Crossett, 
Ark. — Granted  petitions  of  Parish 
Bcstg.  Corp.  and  The  Ashley  County 
Bcstg.  Co.,  to  amend  their  respective 
applications  and  to  reduce  operating 
power  from  250  w  to  100  w  and  both 
applications  removed  from  hearing 
dockets. 

By  Examiner  Elizabeth  C.  Smith 
KSET  El  Paso,  Tex.— Granted  joint 
petitions  by  Sunland  Bcstg.  Co. 
(Assignor)  and  Rio  Grande  Bcstg.  Co. 
(Assignee),  for  continuance  of  hearing 
from  Aug,  14  to  Aug,  29  at  El  Paso,  in 
re  applications  for  renewal  of  license 
and  assignment  of  license  of  KSET. 

AugEJSt  S  AgjpiSisofSoirts  .  .  . 

ACCEPTED  FOR  FILING 
AM— 710  kc 
Western     Bcstg.     Assoc.,  Modesto, 
Calif. — CP  new  AM  station  710  kc  1  kw 
D  AMENDED  to  request  1  kw  unl.  DA. 

Modification  of  CP 
WASH  Washington,  D.  C— Mod.  CP 
new  FM  station  for  extension  of  com- 
pletion date. 

License  for  CP 
License    for    CP    new    FM  station: 
WCTA-FM  Andalusia,  Ala.;  WJBK-FM 
Detroit. 

Modification  of  CP 
WJIM-TV  Lansing,  Mich.— Mod.  CP 
new  commercial  TV  station  for  exten- 
sion of  completion  date  to  12-21-50, 

TENDERED  FOR  FILING 
AM— 580  kc 

KOPR  Butte,  Mont.— CP  new  AM  sta- 
tion to  change  from  550  kc  1  kw  unl. 
DA-N  to  580  kc  5  kw-D  1  kw-N  DA-N. 

Asjgust-  9  Applications  .  .  . 

ACCEPTED  FOR  FILING 


AM— 580  kc 
KOPR  Butte,  Mont.— CP  AM  station 
to  change  from  550  kc  1  kw  unl,  DA-N 
to  580  kc  5  kw-D  1  kw-N  DA-N. 

License  for  CP 
WFPA  Fort  Wayne,  Ala. — License  for 
CP  to  change  frequency,  power  etc. 

Modification  of  CP 

KULE  Ephrata,  Wash.— Mod.  CP  new 
AM  station  for  extension  of  comple- 
tion date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WSGN-FM 
Birmingham,  Ala.;  KFSA-FM  Fort 
Smith,  Ark.;  KRON-FM  San  Francisco. 

License  for  CP 

License  for  CP  new  noncommercial 
FM  station:  WUSV  Scranton,  Pa.; 
WHWC  Scranton,  Pa. 

License  Renewal 
KWGS  Tulsa,  Okla.— Request  for  li- 
cense renewal  noncommercial  educa- 
tional FM  station. 

TENDERED  FOR  FILING 
AM— 920  kc 
KLMR  Lamar,  Col.— CP  AM  station 
to  change  from  1340  kc  250  w  unl.  to 
920  kc  1  kw-D  500  w-N  DA-N. 

AM— 970  kc 
WVOP  Vidalia,  Ga.— CP  AM  station 
to  change  from  1450  kc  250  w  unl.  to 
970  kc  1  kw  D. 

AM— 1460  kc 
WOKO  Albany,  N.  Y.— Mod.  CP  AM 
station  to  change  from  using  DA-2  to 
DA-N  on  1460  kc,  5  kw  unl. 

August  10  Applications  .  .  . 

ACCEPTED   FOR  FILING 
Modification  of  License 
KXLQ  Bozeman,  Mont. — Mod.  license 
to  change  main  studio  location. 

AM— 1240  kc 
Ashley  County  Bcstg.  Co.,  Crossett, 
Ark.— CP  new  AM  station  1240  kc  250 
w  unl.  AMENDED  to  request  100  w  unl. 

AM— 920  kc 
KLMR  Lamar,  Col. — CP  AM  station 
to  change  from  1340  kc  250  w  unl.  to 
920  kc  1  kw-D  500  w-N  DA-N. 

AM— 1240  kc 
Parish  Bcstg.   Corp.,  Minden,  La. — 

CP  new  AM  station  1240  kc  250  w  unl. 
AMENDED  to  request  100  w  unl. 

License  for  CP 

WMPM  Smithfield,  N.  C— License 
for  CP  new  AM  station. 

License  Renewal 
KREO  Indio,  Calif.— Request  for  li- 
cense renewal  AM  station. 

Modification  of  CP 

Mod,  CP  new  FM  station  for  exten- 
sion of  completion  date:  WMFD-FM 
Wilmington,  Del.;  WSPD-FM  Toledo, 
Ohio:  WWSW-FM  Pittsburgh,  Pa.; 
WDBO-FM  Orlando,  Fla.;  WCAL-FM 
Northfield,  Minn. 

KXEL-FM  Waterloo,  la.  —  Mod.  CP 
FM  station  to  change  ERP  from  540  kw 
to  l'ii,5  kw,  ant,  to  62  ft.  from  875  ft. 

License  for  CP 
WPEN-FM  Philadelphia— License  for 
CP  new  FM  station. 

FM — 89.3  mc 
WFPL  Louisville,  Ky. — CP  to  change 
noncommercial    education   FM  station 
from  ERP  10  w  to  250  w. 

Modification  of  CP 
WSM-TV  Nashville,  Tenn.— Mod.  CP 


new  commercial  TV  station  for  exte? 
sion  of  completion  date  to  11/5/50. 

TENDERED  FOR  FILING  | 
AM— 1090  kc  ij 
KTHS  Little  Rock,  Ark.— CP  AM  sta-1 
tion  to  change  from  1090  kc  10  kw-lJj 
1  kw-N  to  1090  kc  50  kw  unl,  DA-N.  ^ 

AM— 1010  kc 
WHUN  Huntingdon,  Pa.— CP  AM  sth 

tion  to  change  from  1400  kc  250  w  ur 
to  1010  kc  1  kw  D, 

APPLICATION  RETURNED 
WSIC  Statesville,  N.  C— RETURNEri 
Aug,  10  CP  AM  station  to  change  frorri 
1400  kc  250  w  unl,  to  1190  kc  1  kw  unl 

August  14  Decisions  .  .  . 

BY  THE  COMMISSION 
Modification  of  CP 
WLEE  Richmond,  Va.— Granted  modi. 
CP  to  change  hours  of  operation  froni, 
unl,  to  ST  with  WBBL.  T 

;||5 

-Modification  of  License  Ij 
WBBL  Richmond,  Va.— Granted  mod 
license  to  change  from  1450  to  1480  kc 
increase  power  from  250  w  to  5  kw  • 
change  hours  of  operation  from  SH  tiik 
ST  with  WLEE  using  WLEE's  trans 
mitting  equipment. 


BY  THE  SECRETARY 
KJBC  Midland,  Tex.— Granted  licensi^i, 

new  AM  station;  1150  kc,  1  kw.  daytimel  - 
WATC   Gaylord,   Mich.— Granted  lii> 

cense  new  AM  station;  900  kc,  1  kw  - 

daytime. 

KPBM  Carlsbad,  N.  M.— Granted  li 
cense  new  AM  station;  740  kc,  1  kw 
daytime. 

WATS  Sayre,  Pa. — Granted  license 
for  new  station;  1470  kc,  1  kw,  daytime 

WDBL  Springfield,  Tenn.— Granted  11 
cense  new  station;  1430  kc,  1  kw,  day 
time. 

KENA  Mena,  Ark. — Granted  licens 
new  AM  station;  1450  kc,  250  w,  unl 

WKTV  Utica,  N.  Y.— Granted  licens 
for  new  TV  station,  and  for  change  ii 
studio  location;  visual  operating  power  ■ 
2,25  kw;  aural  1.12  kw. 

The  Colgren  Bcstg.  Co.,  Hudson,  N.Y 
— Granted  license  for  new  remote  pick 
up  KA-5508, 

Twin  Cities  Bcstg.  Corp.,  Minneapolis  ; 
Minn. — Granted  license  for  new  remot 
pickup  KA-6973. 

Radiophone  Bcstg.  Station  WOP 
Inc.,  Bristol,  Tenn. — Granted  license  fo 
new  STL  KIB-99.  t. 

KCRK  Cedar  Rapids,  la. — Granted  lit 
cense  new  FM  station;  Chan.  24  f 
(96.9  mc);  50  kw,  ant.  320  ft.  i- 

WCTA  Andalusia,  Ala. — Granted  11 
cense  mount  FM  ant,  on  side  of  A- 
tower, 

KWKW  Pasadena,  Calif.— Granted  1 
cense  install  new  trans. 

WKMH  Dearborn,  Mich.— Granted  1 
cense  increase  in  day  power  to  5  kw 
LS,  change  DA  for  day  and  night  usi 
and  install  new  trans, 

KMHT   Marshall,    Tex.— Granted  1 
cense  install  new  trans, 

KIUN  Pecos,  Tex, — Same,  _ 

KPHO  Phoenix,  Ariz. — Granted  CP  t;  - 
install  old  main  trans,  as  aux,  at  pre^  f 
ent  site  of  main  trans,  on  910  kc  250  t_  * 
for  aux,  purposes  only,  . 

WPFB  Nr.  Middletown,  Ohio — Granf  ' 
ed  CP  to  install  alternate  automatic  fr^f- 
quency  control  unit. 

KROW   Oakland,   Calif.   —  Grante' 
mod.   CP  to  extend  completion  daf  us 
to  2-24-51.  ?  Is 

KZYZ  Redlands,  Calif. — Granted  moj 
CP  for  approval  of  ant.,   trans.  arjlC? 
studio  locations. 

WATA  Boone,  N.  C. — Granted  moi 
CP  for  approval  of  ant.  and  trans,  loc 
tion  and  snecify  studio  location. 

WARC  Rochester,  N.  Y.  —  Grante 
mod.  license  to  change  studio  locatior 

WHP  Inc..  Harrisburg,  Pa. — Grante 
CP  and  license  new  remote  picku 
KGB-402. 

Marshall  Electric  Co.,  Marshalltowi. 
la.— Granted  CP  new  remote  picku 
KA-7453. 

Westinghouse  Radio  Stations  Inc 
Boston,  Mass.— Granted  authority  1 
cancel  license  for  remote,  pickup  KA 
5603. 

Westinghouse  Radio  Stations  Inc. 
Philadelphia,  Pa.— Same  KA-5600-1-2, 

Pinellas  Bcstg.  Co.,  St.  Petersbur; 
Fla. — Granted  authority  to  cancel  1: 
cense  and  delete  remote  pickup  KA' 
5549. 

On  the  Air  Inc.,  Evansville,  Ind. 

Granted  authority  to  cancel  licensi 
and  delete  remote  pickups  KA-5538- 
WJIM-TV  Lansing,  Mich.  —  Grante 
mod.  CP  extension  completion  date  ' 
2-21-51. 

Following  granted  extension  of  con, 
pletion  dates  as  shown:  KFSA-FM  F 
Smith.  Ark  to  12-1-50;  KRON-FM  Sa 
Francisco  to  12-3-50;  WSGN-FM  Bi 
mingham,  Ala,  to  2-12-51;  WEIR  Wei 
ton,  W,  Va.  to  10-27-50  (cond.);  WGE 
Louisville,    Ky.,    to    10-15-50  (cond. 


i 
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E.  K.  HARTENBOWER  (r),  KCMO 
^ansas  City  general  manager,  ac- 
cepts Army  certificate  from  Maj. 
John  R.  Barton,  U.  S.  A.  Certificate 
was  awarded  the  station  in  acknowl- 
edgement of  sustained  programming 
!n  behalf  of  the  Army.  KCMO  is  one 
I    of  the  few  stations  so  honored. 

WWBZ  Vineland,  N.  J.  to  11-8-50 
icond.). 

WSAZ  Inc.,  Nr.  Mt.  Joy,  Ohio— 
Granted  CP  for  new  Exp.  TV  relay 
KQB-82. 

WSAZ  Inc.,  Nr.  Macon,  Ohio — Same 
i!:<QB-83-84. 

i  WSAZ  Inc.,  Nr.  Mt.  Joy,  Ohio— Same 
!kQB-81. 

J  Bremer  Bcstg.  Corp.,  Newark,  N.  J. 

^Granted  CP  and  license  for  new  exp. 
elay  TV  station  KEB-53. 

WJLK  Asbury  Parlf,  N.  J.— Granted 
icense  change  trans,  location  and 
:hange  studio  location. 

WCNT-FM  Centralia,  111.— Granted  li- 
:ense  new  FM  station;  (96.5  mc)  Chan. 
;43;  2.45  kw;  200  ft.  ant. 

WAVU-FM  Albertville,  Ala.— Grant- 
ed license  new  FM  station;  (105.1  mc) 
Zhan.  286;  4.5  kw;  360  ft.  ant. 

KIC-67  Charlotte,  N.  C— Granted  CP 
and  license  for  new  exp.  TV  relay 
:<;iC-67. 

The  Conestoga  TV  Assn.  Inc.,  Lan- 
oaster.  Pa.— Granted  mod.  CP  KG2XB1 
'.vhich  authorized  reinstatement  of  new 
5xp.  TV  station  to  change  trans,  loca- 
ion. 

,  The  Conestoga  TV  Assn.  Inc.,  Salis- 
bury Twnsp.,  Pa.— Granted  mod.  CP 
iaKG2XBl  for  extension  of  completion 
pate  to  9-30-50. 

WASH  Washington,  D.  C— Granted 
nod.  CP  for  extension  of  completion 
date  to  2-3-51. 

WWWW  Rio  Piedras,  P.  R.— Granted 
icense  for  new  AM  station;  1520  kc, 
250  w,  unl. 

KNEW  Spokane,  Wash.— Granted  li- 
cense change  frequency,  install  new 
DA  for  day  and  night  (DA-2),  change 
trans,  equipment  and  chang  trans,  loca- 
tion (Geographic  coordinates  only); 
790  kc,  5  kw,  DA-2,  unl.  time;  condi- 
tions . 

WHDH  Boston,  Mass.— Granted  li- 
:ense  covering  change  in  directional 
antenna  from  DA-1  to  DA-2;  condition. 

KMYR  Denver,  Col.— Granted  CP  to 
nstall  new  vertical  ant.  and  change 
trans,  and  studio  locations. 

KASM  Albany,  Minn. — Granted  mod. 
CP  for  approval  of  ant.,   trans,  and 


studio  locations.  Cond. 

WVEC  Hampton,  Va.— Granted  mod. 
CP  for  approval  of  ant.  and  trans,  and 
studio  locations,  subject  to  condition 
that  program  tests  will  not  be  author- 
ized until  WSAP  Portsmouth,  Va.  has 
ceased  operation  on  1490  kc. 

WELC  Welch,  W.  Va.— Granted  mod. 
CP  to  change  type  of  trans. 

WHBS-FM  Huntsville,  Ala.— Granted 
mod.  license  to  change  studio  location 
and  waived  Rule  3.205  so  that  station 
may  continue  to  announce  Itself  as 
located  in  Huntsville,  Ala. 

Granted  mod.  CP  for  extension  of 
completion  dates  as  shown:  WLWT 
Cincinnati,  Ohio  to  3-4-51;  WRFD-FM 
Worthlngton,  Ohio  to  2-1-51;  WHO-FM 
Des  Moines,  la.  to  11-1-50;  KULE 
Ephrata,  Wash,  to  8-30-50;  KWBW 
Hutchinson,  Kan.  '  to  3-1-51;  WCAP 
Lowell,  Mass.  to  3-21-51. 
Forrest  Bcstg.  Co.  Inc.,  Hattiesburg, 
Miss. — Granted  license  new  remote 
pickup  KA-7161. 

August  14  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 
WSID  Essex,  Md.— License  for  CP  to 
change  frequency. 

AM— 1250  kc 
KGDE  Fergus  Falls,  Minn. — CP  AM 

station  to  change  from  1230  kc  250  w 
unl.  to  1250  kc  1  kw  unl.  DA-N 
AMENDED  to  request  1  kw-D  500  w-N. 

AM— 1520  kc 
WKBS  Oyster  Bay,  N.  Y.— CP  AM 
station  to  change  from  1520  kc  250  w 
unl.  to  1520  kc  1  kw  unl.  AMENDED  to 
request  250  w  local  sunrise  to  IVz  hrs. 
after  sunrise  and  IV2  hrs.  before  local 
sunset  to  sunset  and  1  kw  from  IVz 
hrs.  after  local  sunrise  to  IV2  hrs. 
iDefore  local  sunset. 

AM— 730  kc 
Beckley  Newspapers  Corp.,  Beckley, 

W.  Va. — CP  new  AM  station  on  1450  kc 
250  w  unl.  AMENDED  to  request  730 
kc  250  w  D. 

Modification  of  CP 

Mod.  CP  FM  station  for  extension  of 
completion  date:  WCUM-FM  Cumber- 
land. Md.;  WXRC  BufTalo,  N.  Y.; 
WSYR-FM  Syracuse,  N.  Y. 

WJWL-FM  Georgetown,  Del. — Mod. 
CP  new  FM  station  to  change  ant.  to 
338  ft. 

TENDERED   FOR  FILING 
AM— 1480  kc 
WBBL  Richmond,  Va. — Mod.  license 
to  change  from  1450  kc  250  w  SH  to 
1480  kc  5  kw  ST  with  WLEE. 

AM— 1480  kc 
WLEE  Richmond,  Va.— Mod.   CP  to 
change  from  1480  kc  5  kw  unl.  DA-2  to 
SH  with  WBBL  except  Sun.  from  11 
a.m.  to  12:15  p.m.  and  8  p.m.  to  9  p.m. 

APPLICATION  RETURNED 
KULE    Ephrata,   Wash.— RETURNED 

Aug.  14  application  for  license  to  cover 
CP. 

August  15  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1330  kc 
WEDR  Birmingham,  Ala.— CP  AM 
station  to  change  from  1220  kc  1  kw  D 
to  1330  kc  1  kw-D  500  w-N  DA-N  and 
change  studio  location  from  Birming- 
ham to  Fairfield,  Ala. 

AM— 1090  kc 
KTHS  Hot  Springs,  Ark.— CP  AM  sta- 
tion to  change  from  1090  kc  10  kw-D 
1  kw-N  to  50  kw  unl.  DA-N  and  change 
studio  location  to  Little  Rock,  Ark. 

AM— 1280  kc 
Lee  E.  and  Jeanne  F.  Baker,  Clinton, 
Mo.— CP  new  AM  station  1280  kc  1  kw  D 
AMENDED  to  change  name  of  applicant 
to  David  M.  Segal,  Jeanne  E.  and  Lee 
E.  Baker  d/b  as  Clinton  Bcstg.  Co. 

License  for  CP 
WLBR  Lebanon,  Pa. — License  for  CP 
to  change  power,  install  DA  etc. 

Modification  of  CP 
WOKO  Albany,  N.  Y.— Mod.  CP  AM 
station  to  change  from  using  DA-DN  to 
DA-N. 

WCBM  Baltimore,  Md.— Mod.  CP  to 
change  frequency,  increase  power  etc. 
for  extension  of  completion  date. 

AM— 1480 

WBBL  Richmond,  Va. — Mod.  license 
to  change  from  1450  kc  250  w  SH  to 
1480  kc  5  kw  ST  with  WLEE. 

AM— 1480  kc 
WLEE  Richmond,  Va.— Mod.   CP  to 
chang«  from  1480  kc  5  kw  unl.  DA-2  to 
SH  with  WBBL  except  Sun.  from  11 
a.mfl  to  12:15  p.m.  and  8  p.m.  to  9  p.m. 


Modification  of  CP 
WHBF-TV  Rock  Island,  111.— Mod.  CP 
new  commercial  TV  station  to  change 
ERP  from  13.6  kw  vis.,  7.6  kw  aur.  to 
1  kw  vis.,  5.5  kw  aur. 

TENDERED  FOR  FILING 
AM— 1190  kc 
WSIC  Statesville,  N.  C— CP  AM  sta- 
tion to  change  from  1400  kc  250  w  unl. 
to  1190  kc  1  kw  unl. 

APPLICATION  RETURNED 
AM— 970  kc 
WVOP    Vidalia,    Ga.  —  RETURNED 

(Continued  on  page  95) 


KNEA  OPENING 


Set  for  Sept.  1 

WITH  a  tentative  opening  set  for 
Sept.  1,  plans  for  KNEA  Jones- 
boro,  Ark.,  are  virtually  complete, 
acording  to  Dick  Crane,  manager. 

In  addition  to  Mr.  Crane,  for- 
merly at  KFI  Los  Angeles,  person- 
nel of  the  new  outlet  includes: 
Neal  Bunn,  program  director;  Har- 
old Gregson,  sales  manager;  Phill 
Moss,  announcer;  Wesley  Bell, 
chief  engineer;  Gerald  Johnson, 
technician;  Doris  Birkahn,  account- 
ant and  traffic  manager;  Murry 
Funk,  receptionist;  Charles  Quin- 
ton,  continuity.  KNEA  is  author- 
ized for  1  kw  daytime  on  970  kc. 


WFTM  to  MBS 

AN  affiliation  contract  between 
WFTM  Maysville,  Ky.,  and  MBS 
was  announced  last  week  by  Earl 
C.  Johnson,  MBS  vice  president  in 
charge  of  station  relations.  WFTM 
is  owned  and  operated  by  Standard 
Tobacco  Inc.,  and  operates  on  1240 
kc  with  250  w. 


CRAMER-KRASSELT 

7  Clients  Buy  Radio-TV 

NEW  or  expanded  radio-television 
plans  are  being  launched  by  seven 
clients  of  The  Cramer-Krasselt  Co., 
Milwaukee  agency,  according  to  J. 
S.  Stolzolf ,  vice  president  in  charge 
of  radio-TV. 

To  promote  sale  of  their  gas  con- 
version burners,  A.  O.  Smith  Corp., 
Milwaukee,  is  conducting  a  three- 
market  test  using  radio  and  TV  on 
WIL  and  KSD-TV  St.  Louis, 
WEMP  WMIL  and  WTMJ-TV  all 
Milwaukee  and  WERE  Cleveland. 
First  Federal  Savings  &  Loan,  Mil- 
waukee, has  purchased  a  satura- 
tion schedule  using  every  local  sta- 
tion. Rolfs,  division  of  Amity 
Leather  Products,  West  Bend,  Wis., 
has  bought  one-minute  or  20-sec- 
ond  announcements  on  48  outlets. 
Kaukauna  Dairy  (Kaukauna  Klub 
Cheese),  Kaukauna,  Wis.,  is  test- 
ing a  premium  offer  on  four  Mil- 
waukee outlets. 

Milwaukee  Gas  Co.  will  sponsor 
Cramer-Krasselt's  package  show 
The  Milwaukee  Newsreel  on 
WTMJ-TV.  The  Golden  Rule  de- 
partment store  in  St.  Paul  is  plan- 
ning a  fall  daytime  shopper  show 
on  KSTP-TV  St.  Paul,  and  More- 
house-Martens,  Columbus  depart- 
ment store,  will  begin  a  similar 
program  on  WLWC  (TV)  Colum- 
bus, Ohio. 


SPECIAL  plaque  presented.  WICC 
Bridgeport,  Conn.,  by  U.  S.  Army  and 
Air  Force  for  special  service  program, 
The  Voice  of  the  Army,  which  station 
is  carrying  for  one  year. 


The  stars  of 
today  and 
tomorrow 


Allen  Roth, 
his  chorus,  strings,  and  orchestra 

The  new  Thesaurus  brings  you  bigger 
and  better  programming  packages  w  ith 
top  sponsor-appeal . . .  top  name  artists! 
You  get  comprehensive  programming, 
promotion,  publicity,  tie-ins,  cross- 
plugs,  sound  elfects  ...  a  steady  flow 
of  current  tunes  and  material  ,  .  .  net- 
work-quality production.  Wire  or  write 
today  for  full  details! 


recorded 


program 
semce's" 


Radio  Corporation  of  .America 
RCA  Victor  Division 


120  East  23rd  Street 
New  York  10.  N.  Y. 
Chicago  •  Hollywood 
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ANTI-HOARDING  DRIVE 


Radio-Television  Continue  Campaign 


RADIO  and  television's  anti-hoard- 
ing campaign  has  gained  additional 
enlistees  [Broadcasting,  Aug.  7] 
in  the  face  of  the  international 
crisis.  Typical  of  moves  to  thwart 
"panic  buying"  reported  to  Broad- 
casting were  the  following: 

With  20  announcements  each  day, 
plus  tags  at  the  end  of  each  15- 
minute  segment,  WJKB  Detroit  is 
stressing  the  needlessness  of  stock- 
piling items  such  as  foods,  soaps 
and  nylon  products.  Supporting 
the  government's  sentiments 
against  hoarding,  Richard  E. 
Jones,  WJKB  managing  director, 
said  that  the  station  also  would 
refuse  to  accept  any  advertising 
which  might  encourage  panic  or 
unnecessary  buying. 

In  Southern  California  and  Ari- 
zona, General  Electric  Supply 
Corp.  (Hotpoint  distributor)  has 
inaugurated  a  new  TV  advertising 
program  to  discourage  scare  buy- 
ing and  lay  the  foundation  for  a 
continuing  advertising  and  public 
relations  program  during  emerg- 
ency economy.  Adopted  initially 
for  the  firm's  major  video  pro- 
grams in  Los  Angeles,  San  Diego 
and  Phoenix,  the  campaign  was  set 
up  for  GE  by  Ross,  Gardner  & 
White,  Los  Angeles.  First  an- 
nouncement of  the  new  campaign 
was  made  on  Hotpoint  Five-Star 


Theatre  on  KPHO-TV  Phoenix,  the 
second  over  KTLA  (TV)  Holly- 
wood. 

WPTZ  (TV)  Philadelphia  an- 
nounced it  has  banned  all  "scare" 
advertising  and  buy-it-while-it-lasts 
copy  on  the  station.  Alexander  W. 
Danenbaum  Jr.,  commercial  man- 
ager, said  that  all  copy  is  being 
checked  to  make  certain  that  "no 
misleading  advertising  connota- 
tions" are  used  in  connection  with 
the  Korean  war.  He  also  pointed 
out  that  in  any  case  where  the  ex- 
pressions like  "buy  now  before  the 
price  goes  up"  and  "while  they  are 
available"  are  used  in  connection 
with  materials  that  should  be  in 
fairly  normal  supply  the  station 
will  request  the  advertiser  to 
change  his  copy.  Should  the  ad- 
vertiser refuse,  he  declared,  ap- 
propriate action  will  be  taken  by 
the  station. 

On  KMBC  Kansas  City,  Mo., 
Nancy  Goode,  the  station's  Hajjpy 
Kitchen  director,  has  been  pointing 
out  the  disadvantages  of  hoarding 
and  shortage  buying  on  her  pro- 
gram for  the  past  few  weeks.  Fort- 
night ago,  she  took  a  further  step 
by  going  direct  to  the  purchaser. 
She  is  conducting  a  slogan  contest 
with  Savings  Bonds  and  other  cash 
prizes.  A  little  serious  thought  in 
connection  with  the  slogan  contest 


Soups  up 
your  signal 


.  .  .  adds  to  your  coverage 


Collins  26W-1 
Limiting  Amplifier 

Both  AM  and  FM  broadcasters  can  employ  the  Collins  26W-1 
limiting  amplifier  to  their  very  great  advantage. 

In  AM  transmitter  applications  it  limits  loud  audio  passages,  thus 
preventing  overmodulation  and  the  accompanying  distortion  and 
adjacent  channel  interference.  This  limiting  action  permits  a  higher 
average  modulation  level,  and  consequently  a  stronger  transmitted 
signal. 

In  EM  applications  the  26W-1  is  necessary  to  prevent  excessive 
transmitter  swing  which  produces  distortion  at  the  receiver  due  to 
the  inability  of  the  average  discriminator  to  handle  frequency  swings 
greater  than  150  kc.  In  FM  systems,  wide  range  audio  makes  such 
distortion  very  noticeable. 

Write  your  nearest  Collins  representative  for  further  information. 


COLLINS  RADIO  COMPANY 

Cedar  Rapids,  Iowa 


1 1  W.  42nd  St. 
NEW  YORK  18 


2700  W.  Olive  Ave. 
BURBANK 


Dogwood  Road,  Fountain  City 
KNOXVILLE 


417  Rosalyn  Ave. 
DAYTONA  BEACH 

1330  N.  Industrial  Blvd. 
DALLAS  2 


will  go  a  long  way  to  impress  the 
housewife  of  the  importance  of 
avoiding  scare  buying,  she  added. 

On  Monday,  Aug.  7,  WFIL 
Philadelphia  broadcast  a  15-minute 
program  to  help  combat  the  hoard- 
ing of  food.  Entitled  Don't  Be 
Your  Own  Worst  Enemy,  the  show 
was  produced  in  cooperation  with 
the  A&P  Stores.  It  was  tran- 
scribed at  one  of  the  food  firm's 
supermarkets  in  suburban  Bryn 
Mawr  and  was  aired  at  8:45  p.m. 
Members  of  the  WFIL  special 
events  staff  interviewed  spokesmen 
for  the  food-store  chain.  Also  in- 
cluded in  the  broadcast  were  state- 
ments of  shoppers. 

On  every  station  break,  WGBF 
Evansville,  Ind.,  and  its  affiliate 
WMLL  (FM)  aired  a  series  of  anti- 
hoarding  spot  announcements. 
Samples  of  spots,  preceded  by  sta- 
tions' call  letters,  included:  "If 
you  iTiust  hoard,  hoard  U.  S.  sav- 
ings bonds.  .  .  .  American  hoarding 
helps  Communist  killing  .  .  .  the 
only  worthwhile  things  to  hoard 
are  U.  S.  savings  bonds." 

WSYR-AM-TV  Syracuse,  N.  Y., 
sponsored  an  anti-hoarding  slogan 
contest.  First  prize,  Westinghouse 
combination  radio-phonograph-tele- 
vision console,  was  won  by  Syracuse 
housewife  with  slogan,  "If  hoard- 
ing stuff  affords  you  pleasure, 
hoard  Savings  Bonds — they're  real 
treasure!"  Contest  brought  12,441 
entries.  Winning  slogans  will  be 
used  on  air  during  the  stations' 
anti-hoarding  campaign. 


EMERGENCY  PLAN 

WMCK  Offers  Blueprint 

OFFICIALS  of  WMCK  McKees- 
port.  Pa.,  are  setting  up  an  emer- 
gency blueprint  outlining  the  serv- 
ices of  the  station  for  use  during 
any  type  of  disaster,  the  station 
has  reported.  The  plan  will  be  of- 
fered to  civil  defense  leaders,  com- 
munity officials  and  the  American 
Red  Cross  for  use  during  fire,  flood, 
storm,  air  raids  and  atomic  at- 
tack. 

Gene  Kline,  general  manager  of 
WMCK,  said  he  is  urging  other 
radio  stations  throughout  western 
Pennsylvania  to  take  similar  action 
and  then  collaborate  on  a  master 
plan  for  mutual  cooperation  during 
any  emergency. 


AS  PART  of  Pittsburgh's  observance  of 
National  Radio  &  Television  Week, 
Pittsburgh  Radio  &  Television  Club, 
Electric  League  of  Pittsburgh  and 
Carnegie  Museum  will  sponsor  "History 
of  Radio"  room  in  museum,  beginning 
Oct.  30. 


WLIZ  Bridgeport,  Conn.,  spearheads 
the  antf-hoarding  campaign  in  Con- 
necticut as  Philip  Merryman  (stand- 
ing), president  and  general  manager 
of  the  station,  presents  an  anti- 
hoarding  petition  to  Mayor  Jasper 
McLevy  in  behalf  of  WLIZ  employes 
who  voluntarily  signed  the  pledge 
against  hoarding  "because  it  is 
un-American." 

GE  OUTPUT 

Can  Double  for  War — Wilson 

GENERAL  ELECTRIC  Co.  will  bei 
able  to  double  its  output  during 
World  War  II  in  the  event  an  all- 
out  mobilization  develops,  accord- 
ing to  Charles  E.  Wilson,  G-E 
president. 

With  postwar  expansion  com-' 
pleted  and  current  production  at' 
record-breaking  levels,  Mr.  Wilson  ; 
said,  the  firm  is  "far  better  pre- 
pared" than  at  any  other  time  in 
its  peacetime  history  to  meet 
Armed  Service  requirements.  About 
20%  of  General  Electric's  present 
business  is  defense  work,  he  added. 

This  percent  corresponds  approx- 
imately with  early  estimates  of 
maximum  civilian  production  cut- 
backs predicted  for  fall  by  re- 
sponsible electronics  -  communica- 
tions officials,  including  members 
of  Radio-Television  Mfrs.  Assn.,  it  _ 
is  recalled. 

Describing  the  company's  mobili- 
zation planning,  the  GE  executive " 
pointed  out  that  his  company  had 
established  a  Defense  Projects 
Committee  as  early  as  March  1948, 
and  has  participated  in  the  overall 
plan  initiated  by  the  Munitions 
Board  at  that  time  on  a  company- 
wide  basis.  GE  has  about  100  key 
officials  exercising  responsibility 
for  such  planning  which  will  enable 
it  to  convert  immediately  to  manu-  ■ 
facture  of  required  equipment  or 
step  up  output  of  those  items  al- 
ready in  production,  Mr.  Wilson 
stated. 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1131    VannonI   Ava.,   Wash.  5,   D.  C. 
STarlins  3«2« 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Enginaar  On  Duty  AH  Night  Evary  Night 

PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  Mo. 
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JANSKY  &  BAILEY 

Executive  Offices 

NaHonal  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE' 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member.  AFCCE* 


A  JtS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE' 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.         Dl.  1319 

WASHINGTON,  D.  C. 
PORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLEH 

AND  ASSOCIATES 
982  NATL  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Metnber  AFCCE* 


RUSSELL   P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE' 


Dixie  B.  McKey  &  Assoc. 

1820  JefiFerson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  RufFner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 
HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


Of.  VI  3iiUr 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Co7isultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 

FCC   &   FIELD  ENGINEERING 

1    Riverside   Road  —  Riverside  7-2153 
Riverside,  III. 

(A    Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  Nev/  Rochelle,  N.  Y. 
New  Rochelle  6-1620 


Member 
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PAYABLE  IN  ADVANCE — Checks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20c  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


Sales  promotion  manager  wanted  by 
5000  watt  network  affiliate  North 
Dakota.  Must  be  experienced,  have 
knowledge  merchandising.  Send  refer- 
ence, salary  desired,  photo  first  letter. 
Box  901F,  BROADCASTING. 


Salesmen 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 

Experienced,  aggressive  salesman  for 
midwest  network  affiliate.  Full  details 
with  first  letter.  Box  115G,  BROAD- 
CASTING. 

Wanted,  young  experienced  time  sales- 
man to  join  staff  of  NBC  affiliate  in 
California.  Must  have  car.  Give  edu- 
cation, age,  references,  photo  and  mili- 
tary status.  Box  124G,  BROADCAST- 
ING. 

Attention  salesmen.  Pennsylvania,  New 
Jersey,  Maryland.  An  above  average 
opportunity  exists  on  the  staff  of  1000 
watt  progressive  Pennsylvania  inde- 
pendent. We'll  pay  $60  to  start  with 
commission.  Must  have  car.  Box  127G, 
BROADCASTING. 

Experienced  salesman-announcer.  Em- 
phasis on  sales.  Good  market.  Must 
understand  small  station  operation. 
Salary  and  commission.  KSRV,  Ontario, 
Oregon. 

Experienced  salesman  with  ABC  affili- 
ate in  market  where  $11  million  is  be- 
ing spent  on  railroad  project  and  five 
manufacturing  plants  are  being  erected. 
Good  opportunity  to  advance  in  grow- 
ing city.  Personal  interview  required. 
Contact  WCLI,  Corning,  N.  Y. 

Salesman  wanted  for  1000  w  daytime 
independent,  in  market  over  200,000. 
Must  have  car.  Salary  and  commission. 
Write  to  Sol  Robinson,  WLIZ,  Bridge- 
port. Conn. 


Announcers 


Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING. 

Carolina  Mutual  station  has  opening  for 
combination  man  with  or  without  ex- 
perience.   Box  29G,  BROADCASTING. 

Network  station  in  southeast  needs 
married,  sober,  combination  man.  Write 
qualifications,  salary  expected.  Box 
79G.  BROADCASTING. 

Wanted  —  Personality  announcer  for 
man-on-street  type  program  by  pro- 
gressive southeastern  Michigan  station. 
Send  disc  of  program  and  full  details 
to  Box  lOOG,  BROADCASTING. 

Experienced  news  man.  Rewrite,  re- 
porting, announcing.  Some  experience 
in  sports  writing,  play-by-play.  5  kw 
midwest.  Box  151G,  BROADCASTING. 

Announcer-copywriter.  Man  or  woman 
with  good  commercial  voice,  able  to 
write  saleable  copy.  Excellent  oppor- 
tunity. $55.00  to  start.  Communicate 
immediately  KCFH,  Cuero,  Texas. 

Experienced  combination  man  with  first 
ticket.  Send  details,  audition,  salary 
required.    KISD,  Sioux  Falls,  S.  D. 

Announcer  immediately.  Experienced 
staff  man  who  knows  board.  Young, 
livewire  with  good  training.  Air  mail 
audition,  photo,  complete  information 
or  appear  for  audition.  WBRM,  Marion, 
N.  C.  

Experienced  announcer  for  top  ranking 
network  affiliate  to  fill  immediate  va- 
cancy. Details,  picture,  audition  disc, 
WFDF,  Flint,  Michigan. 


Help  Wanted  (Cont'd) 


Announcer:  Experienced,  pleasant  de- 
livery, knowledge  of  popular  music. 
Send  disc,  photo,  salary  to  Ed  Penney, 
Program  Director,  WFGM,  Fitchburg, 
Mass. 

Experienced  combination  man.  Empha- 
sis on  announcing.  Audition  necessary. 
WOND  in  Pleasantville.  New  Jersey. 

Experienced  staff  announcer.  Must  be 
strong  on  baseball,  football,  basketball 
play-by-play.  Tell  all  in  first  letter. 
Send  disc  of  play-by-play,  sports  news, 
disc  jockey  and  commercials.  State 
salary.   WTPR,  Paris,  Tennessee. 

Experienced  announcer-engineer  for 
250  watt  network  affiliate.  Immediate 
opening.  Send  disc,  photo.  Write 
WWNS,  Statesboro,  Ga. 

Technical 

Opening  available  in  midwest  station 
for  engineer  with  license  and  control 
room  experience.  Must  be  good  audio 
production  man.  Exceptional  oppor- 
tunity for  right  man  to  grow  into 
combination  AM-TV  operation.  State 
salary,  experience,  send  photo  first  let- 
ter. Reply  Box  78G,  BROADCASTING. 

250  w  daytime  indie  wants  experi- 
enced engineer-announcer,  emphasis  on 
practical  engineering  abilities.  Ingenu- 
ity and  talent  to  work  with  minimum 
of  supervision  required.  Box  109G, 
BROADCASTING. 

Television 


Technical 


TV  technician  wanted:  Experienced 
with  RCA  equipment  to  head  operating 
crew.  Must  be  able  to  repair  troubles 
quickly.  Salary  dependent  on  qualifi- 
cations. Box  18G,  BROADCASTING  • 
TELECASTING. 

Situations  Wanted 


Managerial 


Managing  director,  long  experience, 
available  for  revitalizing  station  opera- 
tions not  now  profitable.  Knows  every 
phase  of  station  management  from  A 
to  Z.  Good  judge  of  personnel.  Will 
accept  remuneration  on  percentage  of 
increased  profits,  a  straight  fee,  or  a 
combination  of  both.  Only  interested  in 
1  kw,  or  more,  fuUtime.  Box  132G, 
BROADCASTING. 

College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,  12  years  broadcasting.  Box 
657F,  BROADCASTING. 

Station  manager.  Presently  employed 
manager  fulltime  network  station. 
Twenty  years  experience  at  agencies, 
network  and  stations.  Family  man, 
aged  42,  desires  buy  and  manage  small 
station  midwest  area  or  enter  partner- 
ship or  syndicate  with  interest  to  man- 
age station.  Reply  Box  921F,  BROAD- 
CASTING. 

Can  you  top  this?  Took  lowest  station 
in  market,  tripled  billing,  cut  expenses 
one  third.  Veteran,  yoimg,  college 
eraduate  with  proven  radio  experience. 
Desire  tough  market  with  opportunity 
to  buy  half  Interest  and  take  over  man- 
agement.  Box  937F,  BROADCASTING. 

Manager  (with  investment) :  Thor- 
oughly experienced  manager,  definitely 
sales  minded  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING. 

Manager.  Eighteen  years  experience. 
Midwest  or  west  only.  Box  28G, 
BROADCASTING. 


Situations  Wanted  (Cont'd) 

Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man,  two  children.  Draft  exempt.  Box 

37G,  BROADCASTING.  

Manager  who  has  pulled  present  em- 
ployers station  out  of  red  under  adverse 
circumstances  now  seeking  employment 
with  station  with  good  potential.  Pre- 
fer new  small  market  station  that  can 
use  a  packaged  manager-announcer 
salesman-program  director.  Can't  do  it 
all  alone,  but  can  do  some  of  all  of  it 
if  necessary  for  productivity  with  econ- 
omy. It  will  cost  you  only  three  cents 
for   detailed   information.    Box  102G, 

BROADCASTING.  

General  manager  available  September 
first.  18  years  experience  all  phases. 
Family  man,  sober,  reliable  and  a  top 
record  of  production.  Will  invest.  South 
only.  Box  HOG,  BROADCASTING. 
Capable,  aggressive  manager  with 
proven  ability.  Married,  responsible, 
civic  minded.  Currently  managing 
profitable  net  affiliate.  Can  furnish 
excellent  references.  Not  afraid  of 
difficult  situation  if  opportunities  look 
favorable.  Write  Box  129G,  BROAD- 
CASTING^  

Mr.  station  owner.  Tired  of  hot-shot 
promoters?  Good  managers  are  more 
than  salesmen.  I  have  14  years  "through 
the  mill"  experience.  Young,  versatile, 
dependable  family  man.  Willing  to 
start  as  assistant  to  get  more  sales  and 
business  experience.  Now  top  air  per- 
sonality major  market.  Will  take  in- 
come drop  at  start  for  opportunity  in 
management  small  market.  Box  140G, 

BROADCASTING.  

News  announcer -program  director  with 
outstanding  network  and  independent 
station  experience  in  all  phases  of  radio 
from  news  announcing,  with  accent  on 
casual  delivery,  to  sales  and  promo- 
tional work,  seeks  permanent  affilia- 
tion with  a  progressive  station.  Due  to 
world  conditions  and  renewed  emphasis 
on  salable  news  programming,  the 
above  experience  should  prove  valu- 
able. Write  Box  144G,  BROADCAST- 
ING^  

Present  position  includes  seven  years 
sales  experience  in  Chicago  with  well- 
known  50,000  watt  station.  Three  years 
sales  in  TV.  Interested  in  station  man- 
agement or  station  representation.  Box 

155G.  BROADCASTING.  

Manager,  of  two  radio  stations.  Experi- 
enced  in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and  salary 
are  right.  Robert  D.  Williams,  1842  N. 
Lorraine,  Wichita,  Kansas. 

Salesmen 

Young  married  man,  3  years  radio  sales, 
draft  status— vet— disabled  (does  not  af- 
fect selling).  Prefer  Carolinas,  Va., 
but  will  accept  right  prooosition  any 
place.  References.  Ready  tp  eo  to 
work  now.  Box  75G.  BROADCASTING. 
With  nearly  a  quarter  century  broad- 
casting experience  I  left  the  field.  It 
did  not  work  and  now  my  wish  is  to 
return  to  radio  through  a  station  in  an 
industrial  area  where  sound  basic  prin- 
ciples or  steadying  influence  in  sales  or 
management  are  needed.  Well  schooled 
in  the  national  field  with  outstandmg 
contacts.  Have  at  times  accomplished 
the  impossible  but  am  not  interested  in 
the  hopeless  type  of  station.  Box  117G, 

BROADCASTING.  

614  years  experience,  wonderful  sales 
record,  married.  Over  3V2  years  on 
present  job.  Excellent  references.  Alert 
and  progressive.  Would  prefer  southern 
California,  but  all  offers  considered. 

Box  121G,  BROADCASTING.  

Salesman.  Middlewest,  young  aggres- 
sive. Station  sales,  or  national  TV  film 
or  AM  show  productions.  Box  134G, 

BROADCASTING.  

Salesman  would  like  to  employ  six 
year  background  of  sales,  program- 
ming, copy,  announcing  to  do  good  sell- 
ing job  for  you.  Opportunity  for  perma- 
nent position  important.  Box  152G, 
BROADCASTING.  

Announcers 

Gridiron  gloom?  Experienced  sports- 
caster,  currently  employed,  seeks  week- 
end play-by-play  assignment.  $45  per 
game  plus  expenses,  within  travel 
distance    of    New    York.    Box  146G, 

BROADCASTING.  

Major  league  baseball  announcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.   Box  910F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Thoroughly  experienced  sportscaster 
desires  football  and  basketball  play-by- 
play. Available  at  end  of  August.  Have  i 
done  college  basketball  and  football 
over  regional  network  in  one  of  coiin- 
try's  leading  conferences.  Air  check 
available.  Highest  recommendations 
Box  935F,  BROADCASTING. 

Football  play-by-play.  Experienced  ai; 
sports-staff  work.  College  graduate 
Box  993F,  BROADCASTING. 

Announcer  with  engineer's  ticket.  3Va 
years  experience  all  phases.  Staf! 
news,  sports,  d-jaying,  all  types,  inter- 
views and  radio  dramatics.  Combe 
man  ABC  affiUate  presently  but  prefer 
production  and  programming,  to  en- 
gineering. Well  schooled  programming 
and  continuity.  References.  Car.  Box 
19G,  BROADCASTING. 

FM  announcer-writer  desires  change  to 
AM.    Strong  news,  sports.    Excellent  X 
commercial  man.    Veteran.    Available  X 
two  weeks.    Disc,  photo  on  request. 
Box  30G,  BROADCASTING. 


Experienced  news  announcer-continu 
ity   writer.     5-A    draft  classification, 
Presently  employed.   Will  furnish  disc, 
tape,  perfect  references,  picture,  sam-  , 
pies,  etc.    Box  32G,  BROADCASTING. 
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Announcer,  3  years  experience  an- 
nouncing, program,  local  news,  24 
years,  draft  exempt.  Box  38G,  BROAD- 
CASTING. 

Announcer — Two  years  experience,  am- 
bitious, versatile,  desires  permanent 
position  in  moderate  size  community. 
Top  references.  Box  96G,  BROAD- 
CASTING. 

Staff  announcer  specialty  news  5  years 
metropolitan  experience  including  TV 
Available  immediately.  Prefer  south- 
southwest.  Married.  Box  97G,  BROAD- 
CASTING. 

No    jack-of-all-trades.     But   excel  in 
radio  and  television  announcing  and 
performing,  singing,  acting  and  emcee-i 
ing;  backed  by  four  years  experience,  [ 
good  education  (New  England)  and  ex- 
cellent appearance.    Diligent,  depend- 
able, married,  veteran,  27.  Presentlyl 
employed  but  unhappy.    Disc,  photos f 
and  background  upon  request.  Box  99G, 
BROADCASTING. 

Experienced.  Presently  employed.  Seek 
opportunity  in  larger  market.  Strong  on 
news.  Experienced  and  proficient  in  all 
phases  of  AM  operation  except  tech- 
nical, but  prefer  announcing.  Will  con- 
sider any  combination  work  that  doesn't 
require  first  class  license.  Will  send 
whatever  you  ask  for.  $65.00  per  week. 
Box  103G,  BROADCASTING. 

Draft  exempt!  Experienced,  seek  per- 
manent job  competent  organization. 
Accounting,  announcing.  Box  107G, 
BROADCASTING. 

College  graduate,  English  major,  three 
years  radio  announcing  and  dramatics.  [I 
One  year  announcing  for  quiz  show ; 
station  WHB.  Single,  age  27.  Veteran.  - 
Box  108G,  BROADCASTING. 

My  delivery  is  the  easy  going  confiden- 
tial type  appealing  to  both  sexes.  My 
morning  record  shows  have  attracted 
many  listeners  and  are  easy  to  sell.  I 
have  also  had  large  followings  on  other 
type  record  shows  and  on  TeleTest.  Can 
give  sports  in  a  convincing  manner,  my 
newscasts  are  free,  flowing  and  under- 
standable. My  seven  years  experience 
includes  a  CBS  outlet,  MBS  outlet  and 
independent  stations.  Perfect  timing  on 
spots.  Have  disc,  photo  and  more  in- 
formation ready  for  you  who  are 
interested  in  an  experienced,  well  edu- 
cated and  mature  staff  announcer.  Box 
112G,  BROADCASTING. 


Announcer,  veteran,  25,  college  back- 
ground, reliable.  Wants  fuUtime  30b 
announcing.  East  or  south  only.  Write, 
Box  113G,  BROADCASTING.  j 

Demotion  desired!  Chief  announcer  li 
kw  indie  will  accept  staff  position  with; 
progressive  station,  city  of  30,000  or: 
more.  Young,  married,  draft  proof!  1 
Deep  resonant  pipes,  eye  out  for  night 
owl  stanza.  Prefer  north  central  or 
southwestern  location.  Tape  available, 
write  Box  116G,  BROADCASTING. 

Announcer,  1st  phone.  Experienced  all 
phases,  including  play-by-play.  Box 
120G,  BROADCASTING. 

Announcer,  one  year  experience  at  DJ, 
news,  commercials,  MC,  special  events. 
Good  reference,  draft  exempt.  Good 
voice,  not  afraid  to  work.  Box  125G. 
BROADCASTING. 
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Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


For  Sale  (Cont'd) 


;:xperienced  WOR  (Mutual)  producer- 

-  nnouncer.  Imaginative,  friendly  disc 
hows,  authoritative  newscasts,  top 
light  staff  man.  Age  30,  married,  two 
hildren.  Looking  for  position  with 
■omfortable  base  salary  and  opportun- 

^y  to  better  myself  in  ratio  to  ability 
D  produce  for  you.  College  background, 
.  husic  major,  speech  and  dramatics 
i  [t  Columbia  University.  Excellent  ref er- 
'  nces.  Available  October.  Disc  on  re- 

■  uest.  Box  122G,  BROADCASTING. 
-jtaff  announcer,  5  kw  experience.  Col- 
lege education.  26,  single.  Consider  only 

lid,  well-established  station.  Disc, 
ihoto,  details  on  request.  Box  131G, 

iSROADCASTING.  

'lorning  man.  Combined  services.  Com- 
nercially  minded.  Thoroughly  experi- 
enced farm  coverage,  A.M.  DJ.  Tested 
eatures,  original  ideas  (humor,  poetry, 
arm-family  interviews,  guest  shots, 
inimal  clinic,  barter  shed  etc.)  proved 
: -ession  definitely  saleable.  Write,  pro- 
';luce  own  show.  Agricultural,  musical 

■  kckground.  Family  man.  Draft  free, 
'ermanent.  Personal  interview.  Sample 
ormat,    photo,    brochure.    Box  133G, 

3ROADCASTING.  

announcer,  one  year  in  eastern  thou- 

i-tind  watter  doing  all  type  programs. 

■'^J,  news,  remotes.  Good  straight  man. 

(ingle.  Box  136G,  BROADCASTING, 
-innouncer,  continuity  writer,  veteran, 

6,  married.  Two  and  one-half  years 
-xperience,    DJ,    news,    general  staff, 

onsole  operation.  Extremely  interested 

n  production.  Desire  change  to  pro- 
i-ressive    station.    Absolutely    not  a 

-  oater.  Disc  and  photo  available.  Box 

■  37G,  BROADCASTING.  

^ir  salesman,  proven  results,  mature, 

'  ersatile  voice.  Experienced,  write, 
reate  own  shows,  news,  public  events. 
3.  married,  college.  Presently  employed 

-E  Mutual  affiliate,  desire  more  metro- 
olitan  area.  $75  minimum.  Box  139G, 

■ROADCASTING.  

lorning  man.  Top  Hooperating,  major 

_iarket.  Must  move  southwest.  Might 

-ell  own  time  with  right  proposition. 

;  ox  141G,  BROADCASTING.  

■  hree  years  commercial  experience 
'1th  nets  and  independents.  College 

-raduate.  AM  presently  employed,  but 

-  esire  work  with  more  progressive 
utfit.    Do  all  type  programs  including 

-.  oorts  color.  Can  build  audiences.  Per- 
onal  interview  200  miles  Newark.  Will 
rove  I  will  be  an  asset  to  your  organi- 
ation.  Box  143G,  BROADCASTING. 
portscaster-announcer,  college  grad, 
-ingle,  draft  deferred,  strong  all  sports. 

-iox  150G,  BROADCASTING.  

\niiouncer-writer,  news  editor,  three 
llears  experience  top  mail  pull,  west  or 
jtidwest.  Box  153G,  BROADCASTING. 
>nnouncer,  steady,  reliable.  Good 
oice,  some  experience.  Strong  com- 
.lercial  sell,  good  news,  relaxed  DJ. 
ivailable  two  weeks.  Disc,  photo  on 
equest.  Box  156G,  BROADCASTING. 

xperienced  sports  announcer.  Football, 
lajor  and  minor  football.  All-round 
.;aff  man.  Disc  jockey.  High  school, 
,jllege.  Anywhere.  Best  references, 
JSC  available.  Box  157G,  BROADCAST- 
'NG.  

I'raft  exempt  announcer,  some  experi- 
Ince.  Jim  Baker,  1708  Prospect,  Kansas 
-i  Ity,  Missouri  .■ 

-  nnouncer  —  Experienced  all  phases 
3dio.  1st  class  ticket.  Versatile,  de- 

iendable,  conscientious.  Available  Sep- 
;mber  1st.  Will  forward  photo,  disc 
ad  letter  on  request.  Bill  Carr,  63-10 
lOth  St.,  Forest  Hills,  N.  Y.  

ports  announcer  —  Several  years  ex- 
srience  —  play-by-play  major  sports, 
,  riter,  sports  commentator,  authority 
5  5  official  and  competitor.  Press  serv- 
.  e  correspondent -magazine  writer.  Ref- 
.-ences  major  advertising  agencies- 
.  ank-sports  authorities.  Also  special 
:  >  ents-news.  Successful  early  morning 
•low  and  DJ.  Veteran  World  War  II — 
:ver  draft  age.  Lee  George,  2706  Ren- 
J-k,  St.  Joseph,  Missouri. 

xperienced  announcer  desires  position 
1  California  station.  R.  L.  Hutchinson, 
305  W.  6th  Street,  Los  Angeles,  Cali- 
jrnia. 


xperienced  announcer,  31,  versatile, 
mbitious,  available  immediately  for 
ermanent  position.  Larry  Pribyl,  212 
.  Beloit,  Salina,  Kansas. 

lenty  of  radio  school  training,  news, 
nnouncing,  writing,  acting.  Excellent 
oice  and  diction.  Steadfy,  reliable 
amily  man,  30.  Disc,  picture  available. 
'iU  travel.  Ralston  Smith,  6502  S.  W. 
ermont  St.,  Portland  19,  Oregon. 

ombination  work  or  straight  engineer- 
3g.  Supply  disc,  good  voice.  First  class 
cense.  Radio  school  graduate.  Age  19. 
-J experienced,  aggressive.  Willing  to 
?arn.  References.  Write  Joseph  Stavas, 
jOlumbus,  Nebraska. 


Technical 


Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F, 
BROADCASTING.  

Engineer,  2V2  years,  transmitter,  re- 
motes, taperecorders,  3  years  army  ra- 
dio. Graduate  leading  radio  school. 
Willing  to  travel.  Box  904F,  BROAD- 
CASTING. 


Chief  engineer,  15  years  intensive  ex- 
perience all  phases  AM  and  FM  engi- 
neering includes  setting  up  6  element 
directionals.  Ready  for  TV.  Manage- 
ment minded  with  excellent  personnel 
relations.  References  include  top  broad- 
cast consultants  and  executives.  Box 
983F,  BROADCASTING. 


Engineer,  tech  graduate,  vet.,  6  months 
experience  AM,'  FM,  and  asjociated 
equipment.  Desire  permanent  position 
southeastern  U.  S.  Box  36G,  BROAD- 
CASTING. 


Engineer,  three  years  experience,  active 
ham  20  years,  car,  married.  Prefer 
transmitter  job.  Available  immediately. 
Box  114G,  BROADCASTING. 


Engineer,  sober,  young,  hardworking, 
veteran  now  employed  as  chief  engi- 
neer wishes  to  change  to  more  progres- 
sive station  as  staff  or  chief  engineer. 
Prefer  south.  Box  135G,  BROADCAST- 
ING. 


Engineer,  1st  class  telephone,  seeking 
engineer  or  combination  position,  in- 
experienced. Box  145G,  BROADCAST- 
ING. 


First  phone,  married,  desires  to  break  in 
on  up-and-coming  organization.  Box 
147G,  BROADCASTING. 


Engineer,  first  phone,  broadcast  trans- 
mitter experience,  single,  car,  will 
travel.  Box  148G,  BROADCASTING. 


Experienced   engineer   in  AM  &  FM 

transmitter  and  console  operation. 
Young,  single,  do  not  smoke  or  drink. 
Have  car.  Eugene  Brown,  Alden,  Iowa. 


Experienced,  250  w  to  50  kw,  first 
phone.  Operation  and  maintenance 
transmitters,  studio,  remotes,  tape- 
recorders.  Car,  23,  single,  sober,  never 
fired,  will  travel.  Presently  employed. 
Available  after  8th  September.  Earl 
Ladendorf ,  Route  1,  Box  39,  Des  Plaines, 
Illinois.   Phone  VA  4-5292. 


Have  1st  class  license,  seeking  engineer- 
ing or  combination  position.  No  experi- 
ence, but  willing.  Age  19,  single,  disc 
on  request.  Kenneth  E.  Larson,  Hud- 
son, S.  Dak. 


Would  like  engineering  job.  First 
phone.  Graduate  ERTI,  915  Douglas  St., 
Omaha,  Nebraska.  If  interested  write 
Douglas  Ryan,  Eckert,  Colorado. 


First  phone  license,  experienced  trans- 
mitter operator.  James  Turner,  6609 
Avenue  T,  Brooklyn,  N.  Y. 


1st  phone  (1950) — No  broadcast  experi- 
ence. 18  years  Coast  Guard  radio.  Draft 
exempt.  Good  voice  for  combo.  W.  E. 
Waddell,  Box  232,  Jacksonville  Beach, 
Florida. 


Production-Programming,  others 


Newscaster.  A  reporter,  not  an  an- 
nouncer. Gather,  write,  deliver.  News- 
paper background.  Prefer  newspaper- 
affilisted  station.  Box  894F,  BROAD- 
CASTING. 


Program  director,  six  years  experience 
programming,  production,  announcing, 
sales,  and  copy.  Married,  dependable, 
excellent  references,  disc  and  ad- 
ditional information  on  request.  Box 
35G,  BROADCASTING. 


Young,  thoroughly  experienced  radio 
man  with  excellent  qualifications,  de- 
sires small  market  program  director's 
position.  Presently  doing  announcing- 
production  large  city.  Box  89G, 
BROADCASTING. 


Newsman — 25,  married,  BA,  employed, 
also  some  experience  newspaper,  public 
relations,  radio  continuity.  Seeks  posi- 
tion eastern  station.  Asks  only  living 
wage,  job  with  future.  Box  105G, 
BROADCASTING. 


Capable  male  copywriter,  20;  console; 
traffic;  4  months  experience.  Box  106G, 
BROADCASTING. 


Sports  director,  experienced  play-by- 
play, staff.  Top  promotional  record, 
college  grad,  will  travel.  Let  disc, 
background  tell  story.  Box  119G, 
BROADCASTING. 


Have  three  loves:  wife,  radio,  money, 
not  necessarily  in  that  order.  Offer  2 
years  experience  all  phases  radio,  14 
months  as  PD,  hard  work,  stability  and 
sincerity  for  position  with  future  in 
pleasant  surroundings.  Will  go  as  PD- 
announcer  or  newsman.  Box  123G, 
BROADCASTING.  

News  editor-program  director,  7  years 
experience.  Available  for  personal  in- 
terview.  Box  126G,  BROADCASTING. 

Livewire  young  personable  college 
graduate,  executive  secretary,  radio 
background  seeks  position  production, 
continuity,  radio,  TV.  Available 
September.  Write  Box  128G,  BROAD- 
CASTING. 


Woman  continuity  writer,  now  em- 
ployed, 22,  AB,  English  major,  16 
months  well-rounded  experience  at 
250  w,  including  air  work.  Desire  posi- 
tion, progressive  station,  any  power. 
Box  130G,  BROADCASTING.  

Program  -  production,  manager  -  writer 
with  showmanship.  AM  or  AM-TV 
setup  with  future.  12  years  same  sta- 
tion. Best  references.  Draft  exempt. 
Write  result  -  getting  commercials. 
Scripts  sold  to  nets.  Successful  director 
Little  Theaters  4  years.  Know  staging, 
camera  angles,  lighting,  direction. 
Available  September.  Details,  personal 
interview  arranged.  Box  142G,  BROAD- 
CASTING^^  

News  editor.  NARND  member,  family 
man,  age  29,  seven  years  of  radio  news. 
Presently  employed,  seeking  perma- 
nency. Bob  Edell,  1311  4th  Ave.,  Ster- 
ling,  Illinois.  

Situation  wanted  —  Young  woman  de- 
sires position  in  program  and  traffic  in 
northeastern  state.  Trained  in  continu- 
ity writing,  typing  and  production  of 
women's  and  children's  programs.  Miss 
Dorothy  Guyle,  15  Spencer  Street, 
Lyons,  New  York.  


Television 


Salesmen 


Experienced  salesman  can  double  on 
production  crew.  Three  years  radio  and 
TV  sales.  Director,  cameraman,  boom- 
man.  Can  do  any  station  production 
job.  References.  Car.  Box  138G, 
BROADCASTING    •  TELECASTING. 

Technical 


Engineer,  first  phone,  graduate  SRT- 
TV,  single,  car,  available  immediately. 
Box  149G,  BROADCASTING  •  TELE- 
CASTING. 


For  Sale 


Stations 


Profitable  south  Atlantic  network  affili- 
ate— For  sale  at  $145,000.00  which  is 
value  of  physical  assets  and  real  estate. 
Box  lOlG,  BROADCASTING. 


Radio  station,  only  one  in  thriving  Ala- 
bama town.  1000  watts.  Offers  fine  op- 
portunity for  highly  satisfactory  earn- 
ings. Very  moderately  priced,  a  true 
bargain.  Address  all  inquiries  to  P.  O. 
Box  1643,  Birmingham,  Alabama. 


Equixjment,  etc. 


Presto  recording  console  complete  with 
two  75A  recording  turntables  including 
recording  heads  and  playback  arms. 
And,  one  87-C  amplifier.  Original  cost 
$1050  in  1945.  Has  been  used  very  little 
and  has  many  recording  hours  left  in  it. 
Also  RCA  limiting  amplifier  type  86. 
Will  sell  for  best  cash  offer.  WCHV, 
Box  631,  Charlottesville,  Virginia. 


One  W.  E.  model  llOA,  $75.  One  Brush 
BK403  tape  recorder  recently  factory 
overhauled,  new  motors.  $100.  Station 
KSEK,  Pittsburg,  Kansas. 


Raytheon  RA-250  transmitter,  250  watt 
with  two  crystals  for  1580,  two  sets 
tubes.  Two  years  old,  excellent  condi- 
tion. Going  one  kw.  KWED,  Seguin, 
Texas. 


Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 


Have  several  used  guyed  Winchargei 
towers  will  sell  erected.  Tower  Con- 
struction Co..  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Wanted  to  Buy 


Stations 


Want  AM  station  in  medium  or  smaller 
non-television  market.  Advise  price, 
terms,  earnings-price  ratio.  Box  98G, 
BROADCASTING. 


Experienced  manager  will  buy  all  or 
part  of  station  now  losing  money.  Write 
Box  lllG,  BROADCASTING. 


Experienced  broadcasters  interested  in 
purchasing  all  or  part  of  coastal  or 
mountain  station  and  actively  manag- 
ing. Box  118G,  BROADCASTING. 


Equipment,  etc. 


250  or  1000  FM  transmitter  with  moni- 
tors, coax.  Cash  if  cheap.  Particulars. 
Box  40G,  BROADCASTING. 


Wanted:  Good  used  1  kw  AM  trans- 
mitter, frequency,  modulation  monitors, 
limiting  amplifier,  audio,  other  neces- 
sary components  for  new  installation. 
Give  complete  details,  condition,  price 
in  first  letter.  Box  55G,  BROADCAST- 
ING. 

( Continued  on  next  page) 


FOR  SALE! 

RCA  lA  1000  WATT 
BROADCAST  TRANSMITTER 
AS  IS 

COMPLETE  —  EXCELLENT  C05SSDITI0N 
FIRST  $1,000  CHECK  RECEIVED  GETS  IT! 

WIRE,  WRITE 

NiANAGER,  WKY 

OKLAHOMA  CITY,  OKLAHOMA 


Miscellaneous 


Situations  Wanted  (Cont'd) 


Investment.  I  have  a  successful  record- 
ing business  and  radio  school,  have 
finest  equipment  and  studios  ready  for 
broadcasting,  have  excellent  frequency 
and  attorney  and  engineer  assurance 
of  no  contest  for  station,  need  twenty 
thousand  dollars  from  one  or  more  ex- 
perienced radio  people  who  will  assume 
active  part  in  station.  One  thousand 
watts  daytime  and  one  million  people 
in  broadcast  area.  Box  25G,  BROAD- 
CASTING. 

Edward  Fridgen,  contact  John,  KWJJ, 
Portland.    Good  news. 


Help  Wanted 


Salesman 


$10,000  JOB  OPEN 

One  of  the  country's  best  radio 
stations  is  looking  for  a  man 
to  understudy  its  Vice  President 
in  charge  of  sales  and  to  direct 
its  promotion.  Must  be  under 
36,  must  have  outstanding 
record  of  selling  radio  locally 
and  nationally.  Must  prove 
ability  to  sales  manage  and 
direct  promotion  for  middlewest 
property  that  tops  million  mark 
annually  and  should  surpass 
million  and  a  half  in  next  three 
years.  Starting  salary  is  $10,000 
with  excellent  opportunity  for 
advancement.  Send  complete 
details  to 

BOX  10G, 
BROADCASTING 


Situations  Wanted 
Managerial 


AVAILABLE 

Prominent  broadcaster-agency  executive. 
Twenty-five  years  experience  all  phases 
of  radio  management- sales -prograniming- 
production. 

Recently  disposed  of  own  agency  and 
station    interests.  ■ 

Leader  in  community  life  serving  as  City 
Councilman  in  one  of  America's  leading 
cities.  Headed  department  with  five 
hundred  employees  and  a  yearly  budget  of 
1.5   million  dollars. 

Recently  defeated   for   Governor  of  home 

state. 

Special  events  for  one  of  the  major  net- 
works. 

Veteran  Army  Air  Force-Public  Rela- 
tions officer  and  Military  Intelligence. 

Aggressive,  personable,  forty  two,  mar- 
ried. Permanent. 

Personal    interview  arranged. 

BOX  154G,  BROADCASTING 


Announcers 


Attention  midwest  stations.  Necessary  locate 
in  permanent  position  in  midwest  area  im- 
mediately. 8  years  experience;  ■2V2  in  ^Vashing- 
ton.  D.  C.  market.  Network  deliyery,  strong 
on  news,  production,  programming.  $85  mini- 
mum weekly  base.  Experienced  all  phases  of 
radio.  Transcription  upon  request.  Bos 
104G.  BROADCASTING. 


For  Sale 


Equipment,  etc. 


For  Sale 

One  complete  General  Electric 
10,000  watt  FM  transmitter. 
This  equipment  has  seen  only 
two  years  service  except  for  the 
250  watt  exciter  which  has  been 
in  service  three  years.  Excel- 
lent condition.  This  equipment 
priced  to  sell. 

BOX  933F, 
BROADCASTING 


COMPLETE    XEW  RECORDING 

EQriP:NrEXT  at 

BIG  DISCOrXT 
Magnecorder.  Rek-O-Kut  Challenger.  44- 
BX  mike  with  new-type  airbrake  boom 
stand.  Auxiliary  items.  Plans  for  use 
mist-arried.  For  complete  details  write 
or    call    B.     K.     Davidson.  Brookhaven. 


WFLA  MOVED 


New  Studios  Opened 

WFLA-AM-FM  Tampa,  Fla  ,  be- 
gan broadcasting  Aug  9  from  new 
studios  in  The  Tribune  Bldg. 
Owned  and  op?rated  by  The  Tamp-i 
Tribune,  the  outlets  previously  were 
in  the  Seminole  Bldg. 

Installation  includes  three  new 
studios,  newsroom,  record  library 
and  music  room.  Charles  G.  Bas- 
kerville,  general  manager,  pointed 
out  that  television  studios  also  will 
be  built  when  and  if  the  FCC  lifts 
its  freeze  on  new  TV  construction. 


Southeastern  Network 
OpportunitT  -  $75,000.00 

a  successful  fulltime  network  facility  located  in  one 
of  the  south's  important  markets,  this  station  is  showing 
consistent  profits  and  gross  is  increasing.  Valuable  real 
estate  is  included  at  this  very  realistic  price. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY,  INC. 

RAD/O  STATION  AND  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackbu.  n 
Wuhlneton  Bldg. 
SterUne  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 
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KPFA  (FM)  CLOSES 

Caused  by  Operating  Deficits 

KPFA  (FM)  Berkeley,  Calif.,  an 
experiment  in  non-commercial  radio 
and  one  of  the  few  "listener-spon- 
sored" stations  in  the  nation,  went 
off  the  air  last  week  after  a  15- 
month  struggle  against  operating 
deficits. 

But  the  listener  sponsors,  who 
supported  the  station  with  $10 
yearly  subscriptions  and  other  do- 
nations, were  still  holding  meetings 
last  week  in  efforts  to  raise  funds 
to  meet  the  deficits  and  get  the 
station  back  in  operation. 

KPFA,  operaing  under  the  corpo- 
rate name  of  Pacifica  Foundation, 
had  been  declared  a  non-profit  edu- 
cational corporation  by  the  Federal 
Government,  thus  making  the  lis- 
tener contributions  tax  exempt.  It 
had  gathered  an  imposing  list  of 
prominent  Northern  Californians 
as  sponsors. 

The  station,  which  operated  on 
100.1  mc,  Channel  261,  with  1  kw, 
was  headed  by  Lewis  Hill,  general 
manager,  with  Eleanor  Moore  as 
program  director.  Many  of  the 
staff  members  worked  for  nominal 
salaries. 


NBC-N.U.  AWARDS 

Link  'Most  Outstanding' 

JACK  LINK,  program  director  of 
KCID  Caldwell,  Idaho,  has  re- 
ceived $100  cash  as  the  most  out- 
standing student  attending  the 
NBC-Nortl;western  U.  annual  sum- 
mer radio  institute.  He  was  pre- 
sented the  money,  and  two  of  12 
special  awards  for  outstanding 
work  in  institute  courses,  at  a 
banquet  a  fortnight  ago  closing  the 
six-week  session  of  professional 
radio  and  TV  training  in  Chicago. 

Other  award  winners,  with  their 
classifications : 

Announcing,  Donald  Parcher,  WBBW 
Youngstown.  Ohio;  Continuity.  James 
Doyle,  South  Bend,  Ind.:  Directing. 
Herbert  True,  Carter  Advertising 
Agency,  St.  Louis:  Music.  Kenneth 
Richards,  production  manager,  Michi- 
gan State  College  station,  WKAR  East 
Lansing,  Mich.;  News.  Carrol  D. 
Houser,  neves  editor,  WLBK  DeKalb, 
111.:  Production,  Harry  J,  Rennk,  as- 
sistant program  director,  N.  U.  sta- 
tion. WNUR  Evanston.  111.:  Publicity. 
Marv  Katherine  Martin,  news  writer 
and  editor,  WTMA  Charleston,  S.  C; 
Promction,  Mary  Nan  Doney,  assist- 
ant program  (jirector,  KPRC  Houston: 
Public  Service,  Francis  Wescoat  Hunt, 
announcer  and  assistant  producer, 
KSLH  (FMl  St.  Louis:  Station  Man- 
agement, Richard  D,  Johnson,  Atlanta, 


WKRC  Sends  Newsman 

WKRC  Cincinnati,  in  cooperation 
with  its  newspaper  affiliate,  The 
Cincinnati  Tinies-Star,  has  sent 
Newsman  Nixon  Denton  to  inter- 
view Cincinnati  area  servicemen  in 
the  Korean  war,  according  to  Hul- 
bert  Taft  -Jr.,  executive  vice  pres- 
ident. Radio  Cincinnati  Inc.  Wire 
and  tape  recorded  interviews  by 
the  correspondent  will  be  aired 
twice  weekly. 


KIEV  Glendale,  Calif.,  reports  July 
was  biggest  income  month  in  station's 
17  year  history.  Previous  high  was 
reached  in  July  1947. 


WNJR  Vs.  Malik 

PROPAGANDA  speeches  be- 
fore the  United  Nations  by  [ 
Russia's  Jacob  Malik  are  be-  ] 
ing    countered    by    WNJR  ,i 
Newark,   N.   J.   Using  sta- 
tion breaks,  WNJR  stresses 
the   difference   between  life 
in  America  and  the  rest  of 
the    world.    A    typical  an- 
nouncement :  "This  is  WNJR,  "| 
reminding  you  that  you  are 
an  American  and  that  under 
any  other  form  of  govern- 
ment, you  would  not  be  per-  , 
mitted  to  hear  this  program." 


NARND  AWARDS 

Committee  of  Five  Name 

A  COMMITTEE  of  five  has  bee! 
named  to  judge  the  annual  radi^j 
television  news  awards  of  the 
tional  Assn.  of  Radio  News  Dire 
tors,  according  to  Ted  Koop,  direo 
tor  of  CBS  news  and  public  affaii 
in  Washington,  chairman  of  tl* 
awards  committee. 

Committee  is  comprised  of  Robei 
K.  Richards,  NAB  director  of  publ?  j 
affairs;  Erwin  D.  Canham,  editor  d' 
the  Christian  Science  Monitor;  £j( 
Taishoff,  editor  and  publish«|.' 
Broadc.-^sting  -  Telecasting;  Arth  l! 
Stringer,  former  NAB  staff  direct  it 
and  recipient  of  the  1949  NARK 
award  for  individual  contribution  |^ 
the  progress  of  radio  news;  ai  j 
Arthur  M.  Barnes,  editor  of  tl  1 
NARND  Keios  Bulletin. 


WDSM  Boosts  Coverag 

INCREASE  in  listening  audience  ■ 
claimed  by  WDSM  Superior,  Wis 
following  a  boost  in  power  froi, 
250  w  to  5  kw  fulltime  and  a  chang 
in  dial  position  from  1230  to  7] 
kc.  Also  announced  by  Carl  Bloon 
quist,  general  manager,  is  the  a] 
pointment  of  a  fulltiine  promotio^jii 
manager,  Gordy  Robinson, 
keeping  with  the  improved  facilitieli 
and  expanded  program."  WDSIV, 
maintaining  studios  in  Dulutr 
Mich.,  as  well  as  Superior,  sul 
scribes  to  AP  news,  has  an  RC. 
transmitter  and  is  represented  n£ 
tionally  by  Free  &  Peters.  It  i:: 
affiliated  with  the  Dulufh  Herat 
&  News-Tribune.  r 
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Docket  Actions  .  .  . 

INITIAL  DECISION 
Pioneer  FM  Co.,  Madison,  Ind. — An- 
nounced initial  decision  by  Examiner 
Leo  Resnlck  to  grant  Pioneer  FM  Co., 
new  Class  A  FM  station,  Chan.  252 
(98.3  me)  ERP  320  w.  Initial  decision 
Aug.  11. 

OPINIONS  AND  ORDERS 
KUNO     Corpus     Christi,     Tex.— By 
order  dismissed  application  of  KUNO 
for  SSA  on  1400  kc,  200  w  fuUtime  for 
period  of  47  days.  Order  Aug.  17. 

WKVM  Arecibo,  P.  R.;  WABA  Aqua- 
dilla,  P.  R. — By  order  denied  joint 
petition  requesting  WKVM  be  granted 
temporary  authority  to  operate  on  1070 
kc,  1  kw  or  other  relief  and  denied 
request  for  SSA  on  1070  kc  1  kw.  Order 
Aug.  17. 

WRIO  Rio  Piedras,  P.  R. — Issued 
opinion  and  order  denying  petition 
of  WRIO  for  reconsideration  and  grant 
without  hearing  of  application  for  CP 
to  change  from  1140  kc,  1  kw  day,  500 
I  w  night  to  1320  kc  1  kw  fuUtime.  Order 
Aug.  17. 

WFRC  and  ReidsviUe  Bcstg.  Co.  Inc., 
Reidsville,  N.  C. — By  memorandum 
opinion  and  order  denied  petlon  of 
WFRC  requesting  application  of  Reids- 
ville Bcstg.  Co.  be  designated  for  hear- 
ing; granted  application  of  Reidsville 
Bcstg.  Co.  Inc.  for  new  station  on  1220 
kc,  250  w  day.  Applicant  is  permittee 
of  WREV  FM  outlet  in  Reidsville. 
Estimated  construction  cost  ?4,925. 
Order  Aug.  17. 

Non-Docket  Actions  .... 

AM  GRANTS 
Libby,  Mont. — Lincoln  County  Bcstrs. 
Inc.,  granted  new  AM  station  1230  kc, 
250  w  fulltime.  Estimated  construction 
cost  $5,475.  Principals  include:  Oliver 
G.  Coburn,  ex-chief  engineer  KBYR 
Anchorage,  Alaska  and  co-owner  Co- 
burn  Electronics,  199  sh.;  Mary  Eliza- 
beth Coburn,  co-owner  Coburn  Elec- 
tronics, 601  sh.;  Rogan  Jones,  president 
and  general  manager  KVOS  Belling- 
ham  and  president  KPQ  Wenatchee, 
Wash.,  1  sh.;  James  W.  Wallace,  vice 
president  and  general  manager  KPQ, 
}  1  sh.  Radio  KVOS  Inc.,  398  sh.  Granted 
Aug.  17. 

KNAL  Victoria,  Tex. — Granted  switch 
in  facilities  from  1410  kc  500  w  day 
to  500  w  fulltime,  directional  night. 
Granted  Aug.  17. 

WIBR  Baton  Rouge,  La.— Granted 
switch  in  facilities  from  1?20  kc  250 
w  day  to  1300  kc,  1  kw  unlimited,  di- 
rectional. 


FCC  Actions 

(Continued  from  page  89) 
Applications  Cont.: 

Aug.  15  CP  AM  station  to  change  from 
1 1450  kc  250  w  unl.  to  970  kc  1  kw  D. 


August  76  Decisions 


j         BY  COMMISSION  EN  BANC 

i Request  Denied 
Sarkes  Tarzian,  Bloomington,  Ind.— 
I  Denied  request  for  temp,  authority  to 
j  operate  equipment  previously  licensed 
J  as  developmental  station  KS2XAP  for 
1  purpose  of  making  recordings  during 
thunderstorms. 


'August  17  Decisions  .  .  . 

i  BY  COMMISSION  EN  BANC 
SSA  Granted 
WNYC  New  York— Granted  exten- 
jsion  of  SSA  for  a  period  of  6  mos. 
Ifrom  Sept.  2,  or  until  such  time  as 
final  determination  has  been  made  in 
Clear  Channel  hearing  to  operate  sta- 
tion WNYC  additional  hours. 

Granted  Mod.  License 
KPOF   Denver,    Col. — Granted  rtiod. 
license    to    operate    during  specified 
hours. 


RCA  INSTITUTES,  INC. 


One  of  the  leading  and 
oldest  schools  of  Radio 
Technology  In  America,  oftera  Us 
trained  Radio  and  Television  tech- 
nicians to  the  Broadcasting  In- 
dustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES,  INC. 
A  Service  of  Radio  Corporation 
of  America 
360  W.  4th  St.,  New  York  14,  N.  T. 


fCC  roundup 

New  Grants,  Transfers,  Changes,  Applications 


SUMMARY  TO  AUGUST  17 


fax  ScotQ 

Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Total 

Class                            On  Air  Licensed  CPs 

AM  stations   !              2,169           2,142  175 

FM  stations                             686              501  220 

TV  stations                             106               51  58 

*One  on  the  air. 


Cond'l 
Grants 


1* 


Appli- 
cations 
Pending 

275 
21 
355 


In 

Hearing 
261 
13 
182 


NEW  CALL  ASSIGNMENTS:  KBIS  Bakersfield,  Calif.  (Marmat  Radio  Co.,  970 
kc,  1  kw  unlimited,  directional);  KBMX  Coalinga,  Calif.  (Pleasant  Valley  Radio 
Co.,  1470  kc,  500  w  day);  KSEY  Seymour,  Tex.  (William  C.  Moss,  1230  kc,  100  w 
unlimited);  KTYL-FM  Mesa,  Ariz.  (Sun  Valley  Bcstg.  Co.  Inc.,  (104.7  mc)  Chan. 
284);  WBND  Belleville,  111.  (Belleville  News-Democrat,  1260  kc,  1  kw  unlimited); 
WCSI  Columbus,  Ind.  (Syndicate  Theatres  Inc.,  1010  kc,  250  w  day);  WCSI-FM 
Columbus,  Ind.  changed  from  WCSI  (Syndicate  Theatres  Inc.);  WGNR  New 
Rochelle,  N.  Y.  (New  Rochelle  Bcstg.  Service  Inc.,  1460  kc,  500  w  day);  WGNR- 
FM  New  Rochelle,  N.  Y.  changed  from  WGNR  (New  Rochelle  Bcstg.  Service  Inc.); 
WLCK  Campbellsville,  Ky.  (Taylor  County  Bcstg.  Co.  Inc.,  1450  kc,  250  w  un- 
limited); WNCC  Barnesboro,  Pa.  (North  Cambria  Bcstrs  Inc.,  950  kc  500  w  day), 
WTOP-fv  Washington,  D.  C.  changed  from  WOIC  (TV)  (WTOP  Inc.);  WORL 
Boston,  Mass.  (Pilgrim  Bcstg.  Co.,  950  kc,  5  kw  day);  WPIN  Clearwater,  Fla., 
changed  from  WCLE  (Florida  West  Coast  Bcstrs.  Inc.). 

:ji  *  * 


OPERATIONS  SUSPENDED 

WILA  Woodstock,  111.— Granted  ex- 
tension to  Sept.  5  to  remain  silent 
pending  reorganization.  Action  Aug.  16. 

WIZZ  Wilkes-Barre,  Pa.— Granted 
authority  to  remain  silent  for  90  days 
to  correct  antenna  system  and  effect 
financial  reorganization.  Action  Aug.  16. 

WMFM  North  Adams,  Mass.— Grant- 
ed further  extension  to  remain  silent 
to  Oct.  1.  Action  Aug.  16. 

KPHC  Walsenburg,  Col.— Granted  re- 
quest to  remain  silent  for  additional  60 
days  from  July  28.    Action  Aug.  17. 

KCHE  El  Reno,  Okla.— Granted  au- 
thority to  remain  silent  for  60  days 
pending  financial  reorganization  and 
procurement  of  new  studio  space.  Ac- 
tion Aug.  17. 

TRANSFER  GRANTS 

KWBB  Wichita,  Kan.— Granted  as- 
signment of  CP  from  Louis  Levand, 
Max  Levand  and  John  Levand  d/b  as 
Wichita  Beacon  Bcstg.  Co.  to  new 
corporation  Wichita  Beacon  Bcstg.  Co. 
Inc.,  composed  of  same  partners  with 
same  relative  interests  as  held  in  part- 
nership. No  monetary  consideration. 
KWBB  is  assigned  1  kw  day  on  1410 
kc.  Granted  Aug.  14. 

WTBC  Tuscaloosa,  Ala. — Granted  as- 
signment of  license  from  Thomas  H. 
Todd,  Bertram  Bank,  Lamar  Branscomb 
and  Jeff  Coleman  d/b  as  Tuscaloosa 
Bcstg.  Co.,  licensee,  to  same  partners, 
with  exception  of  Mr.  Todd,  who  retires 
and  sells  his  25%  interest  to  remaining 
partners  for  $25,000.  WTBC  is  assigned 
1230  kc,  250  w  fulltime.  Granted  Aug.  14. 

WNOW-AM-FM  York,  Pa.— Granted 
assignment  of  licenses  from  H.  J. 
Williams,  M.  E.  Cousler,  Lowell  W. 
Williams  and  Edward  C.  Hale  d/b  as 
Helm  Coal  Co.,  licensee,  to  same  part- 
ners with  exception  of  Mr.  Hale,  who 
sells  his  interest  for  $18,000  to  re- 
maining partners.  WNOW  is  assigned 
1  kw  day  on  1250  kc.  Granted  Aug.  16. 

KXOC  Chico,  Calif.— Granted  as- 
signment of  license  from  Sacramento 
Bcstrs.  Inc.,  licensee,  to  KXOC  Inc.,  in 
which  Lincoln  Dellar  is  still  100% 
stockholder  as  he  is  in  transferor. 
KXOC  is  assigned  5  kw  fulltime,  di- 
rectional on  1150  kc.  Granted  Aug.  14. 

WHBO  Sulphur  Springs,  Fla.— Grant- 
ed assignment  of  license  from  Harold 
A.  Dunlap  and  Harry  J.  Dunlap, 
partnership  d/b  as  Sulphur  Springs 
Bcstrs.  to  Harold  A.  Dunlap.  Harry 
Dunlap  is  returning  to  his  home  in 
Ohio  and  sells  his  50%  interest  for 
$25,000.  WHBO  is  assigned  1050  kc,  250 
w  day.  Granted  Aug.  16. 

WBUZ  (FM)  Bradbury  Heights,  Md. 
— Granted  transfer  of  control  in  Chesa- 
peake Bcstg.  Co.  Inc.,  licensee,  from 
A.  C.  Connelly  to  Leslie  L.  Altman.  Mr. 
Altman,  president  and  general  man- 
ager WBUZ  buys  22.24%  for  a  consid- 
eration of  $1,300.  WBUZ  operates  on 
Chan.  244  (96.7  mc).  Granted  Aug.  14. 

KMMO  Marshall,  Mo.— Granted  as- 
signment of  license  from  Harold  T. 
Fisher  and  Carl  T.  Fisher  d/b  as  Mis- 
souri Valley  Bcstg.  Co.,  licensee,  to 
William  Courtney  Evans.  Considera- 
tion $42,500.  Mr.  Evans  was  formerly 
owner  WDOV  Dover,  Del.  KMMO  is 
assigned  1300  kc,  500  w  day.  Granted 
Aug.  16. 

WHIZ  Zanesville,  Ohio  —  Granted 
transfer  of  stock  in  Southeastern  Ohio 


Bcstg.  System  Inc.,  licensee,  to  Zanes- 
ville Pub.  Co.  Clay,  Orville  B.  and 
Arthur  S.  Littick  own  100%  of  stock 
in  Southeastern  Ohio  Bcstg.,  and  each 
owns  V3  interest  in  Zanesville  Pub.  Co., 
and  they  desire  to  consolidate  inter- 
ests. Consideration  is  $69,000.  WHIZ  is 
assigned  250  w  fulltime  on  1240  kc. 
Granted  Aug.  14. 

WTSA  Brattleboro,  Va. — Granted  As- 
signment of  license  from  Granite  State 
Bcstg.  Co.  Inc.  to  Granite  State  Bcstg. 
Corp.  The  former  is  a  New  Hampshire 
corporation.  For  accounting  and  tax 
purposes  it  is  desired  to  operate  as  a 
Vermont  corporation  with  two  Vermont 
directors  each  holding  one  sh.  of  stock, 
elected  to  conform  with  Vermont 
statutory  requirements.  WTSA  is  as- 
signed 250  w  fulltime  on  1450  kc. 
Granted  Aug.  14^  


Deletions  .  .  . 

Two  FM  authorizations  reported  deleted 
last  week  by  FCC.  Total  to  date  since 
Jan.  1:  AM  30;  FM  87;  TV  3. 

WNLC-FM  New  London,  Conn. — 
Thames  Bcstg.  Corp.  CP  Aug.  8.  World 
conditions  and  lack  of  interest  in  FM. 

WBMY  (FM)  Worcester,  Mass.— Wor- 
cester Bcstg.  Co.  CG  Aug.  8.  One  of 
partners  now  in  Europe. 

TRANSFER  REQUESTS 

KPAN  Hereford,  Tex.;  KSNY  Snyder, 
Tex. — Assignment  of  Ucense  from  Map- 
shall  Formby  and  John  Blake  d/b  as 
Hereford  Bcstg.  Co.,  (KPAN)  licensee, 
to  Marshall  Formby  and  assignment  of 
license  from  John  Blake  and  Marshall 
Formby  d/b  as  Blake-Formby  Bcstg. 
Co.,  (KSNY)  licensee,  to  John  Blake. 
Mr.  Formby  and  Mr.  Blake  each  own 
50%  KPAN  and  Mr.  Blake  owns  75% 
and  Mr.  Formby  25%  KSNY.  Transfer 
is  requested  so  that  each  may  com- 
pletely own  and  control  one  station 
and  abolish  partnership  reports  to  tax 
organizations  and  to  better  facilitate 
operations.  Mr.  Formby  sells  his  25% 
interest  in  KSNY  plus  $9,750  to  Mr. 
Blake  for  his  50%  interest  in  KPAN. 
KSNY  is  assigned  1280  kc,  500  w  day; 
KPAN  is  assigned  860  kc,  250  w  day. 
Filed  Aug.  16. 

KCMO-AM-FM  Kansas  City,  Mo.— 
Transfer  of  control  in  KCMO  Bcstg. 
Co.,  licensee,  to  Lester  E.  Cox  and  Tom 
L.  Evans  by  purchase  of  200  sh.  stock 
from  C.  C.  Payne  for  $200,000.  There  are 
presently  600  sh.  of  stock  issued  and 
outstanding  and  Mr.  Payne's  200  sh. 
will  be  retired,  reducing  issued  stock 
from  600  to  400  sh.  KCMO  is  assigned 
50  kw  day,  10  kw  night,  directional,  on 
810  kc.  Filed  Aug.  15. 

KSIL  Silver  City,  N.  M. — Assignment 
of  CP  from  Dorrance  D.  Roderick, 
permittee,  to  A.  Carl  Dunbar  for  con- 
sideration of  $90,000.  Mr.  Dunbar  is 
general  manager  of  KSIL.  Mr.  Rode- 
rick wishes  to  withdraw  because  of 
the  distance  from  El  Paso  to  Silver 
City  where  his  other  business  interests 
are  located.  KSIL  is  assigned  250  w 
fulltime  on  1340  kc.  Filed  Aug.  14. 

WELS  Kinston,  N.  C— Assignment 
of  CP  from  Commonwealth  Bcstg. 
Corp.,  to  Farmers  Bcstg.  Service  Inc., 
in  which  transferees  are  same  as  trans- 
ferors. Purpose  of  transfer  is  to 
simplify  and  facilitate  corporate  busi- 
ness transacted  in  North  Carolina. 
WELS  is  assigned  1  kw  day  on  1010  kc. 
Filed  Aug.  9. 


The  Answer  to  o 


by 


It  it  now  possible  to  minimize  the  chance  for  human  error  in  program 
control  work.  The  Daven  Company  has  once  again  pioneered  in  the  field  of 
audio  communications  controls,  and  developed  a  foolproof  Miniature 
Switch.  This  type*,  SW-1000,  is  a  notably  compact,  low  voltage,  low 
current  control.  It  is  a  cam  operated  single  pole  double  throw  switch,  with 
an  OFF  position  in  the  center.  An  outstanding  feature  of  the  SW-1000  is 
that  if  may  be  obtained  on  standard  Daven  attenuators  without  increasing 
the  overall  dimensions. 


This  switch  may  be  used  to: 


®  Operate   a    relay   vyhich   can   start   a  turntable 
motor. 

*  Function   as  a  cueing  control, 
c  Control  indicator  lamps. 

This  switch  is  rated  at  1  Amp. — 48  Volts. 

Available  on  Daven  LA-350  Series  of  20  Step  ladder  Attenuators 

For  further  information  write  to  Dept.  BD-3 


*PAT.  PEND 
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Los  Angeles 

(Continued  from  page  26) 
taken  on  long-term  contract,  also  is 
attractive  at  this  time. 

But  regardless  of  the  dips, 
curves  and  uncertainties  that  pre- 
vail, radio  business  on  the  vi^estern 
slope  has  been  sound.  From  re- 
ports gleaned  along  the  way  by 
Broadcasting,  spot  business  and 
regional  networks  held  their  own 
during  the  past  season  and  for  the 
next  six  months  at  least  will  provide 
a  bright  spot  in  the  sales  picture. 

Although  TV  cut  into  nighttime 
radio  in  San  Diego,  Los  Angeles, 
San  Francisco  and  their  adjacent 
areas,  there  wasn't  the  anticipated 
bogging  dovm  of  radio  business 
this  summer. 

Some  brief  unseasonal  slumps 
were  noted  in  late  June  and  July, 
ascribed  to  scare  buying  by  con- 
sumers. Majority  of  independents 
in  the  Los  Angeles  area  maintained 
their  high  level  of  income  through 
"lead  deal"  and  "per  inquiry"  busi- 
ness. 

KFAC  Peak 

Highest  sales  peak  in  its  19  years 
of  existence  was  reached  in  May 
of  this  year  by  KFAC  Los  Angeles, 
according  to  Calvin  J.  Smith,  gen- 
eral manager. 

KIEV  Glendale,  reports  billing 
for  the  first  half-year  as  30.1% 
higher  than  the  same  period  in 
1949,  and  an  all-time  high  in  the 
station's  17-year  history.  Cal  Can- 
non, general  manager,  stated  July 
was  the  biggest  income  month  in 
the  station's  history,  thus  con- 
tradicting traditional  belief  that 
summer  is  a  time  of  sales  slump  in 
radio. 

Billings  for  first  half  of  1950  are 
reported  15%  above  the  same  period 
in  1940  and  higher  than  any  six- 
months  period  in  its  24-year  history 
by  KXO  El  Centro.  Usual  sum- 
mer drop  in  business  in  all  desert 


areas  is  absent  this  year  in  his 
market,  said  Riley  Gibson,  general 
manager. 

One  station  outside  the  Los  An- 
geles TV  viewing  area  said  there 
has  been  a  business  increase  of 
22%  this  past  summer  over  that  of 
last  year,  another  reported  drop  in 
gross  receipts  but  more  solid  in 
net. 

New  advertisers  are  being  signed 
as  fall  spot  users.  Some  who  were 
considered  strictly  local  advertisers 
are  now  expanding  to  other  mar- 
kets outside  the  Los  Angeles  area. 
Two  food  product  manufacturers 
with  Southern  California  distribu- 
tion are  making  inquiries  into  the 
Texas  market.  Regional  network 
users  are  supplementing  coverage 
in  secondary  markets  with  news- 
casts or  transcribed  programming. 

One  dominant  market  fact  stands 
out  in  the  West.  Having  success- 
fully absorbed  its  World  War  II 
population  increase,  it  is  para- 
doxically both  a  buyer's  market 
and  a  seller's  market. 

Manufacturers  and  distributors 
of  toiletries  continue  to  recognize 
the  importance  of  the  Far  West. 
Supplementing  national  advertising 
regionally  are  pharmaceutical  and 
drug  accounts.  Although  petroleum 
companies  are  including  TV  in  their 
advertising  and  promotion  cam- 
paigns, they  continue  to  be  consist- 
ent users  of  West  Coast  local  and 
regional  radio  network  time,  with 
no  decrease  in  appropriations. 

Stimulated  markets  exist  for 
soap  products,  detergents  and 
cleaners  as  well  as  distributors  of 
other  grocery  store  items.  Many 
budgets  also  call  for  television. 

Beer,  a  heavy  user  of  local  West 
Coast  radio,  has  added  consistent 
TV  schedules  which  are  expected  to 
continue  through  the  next  several 
months. 

Reflecting  the  regional  sales  pic- 
ture enthusiasm  are  observations 


for  "TOPS  IN  SPOTS" 

Confacf  our  neoresf  office 

Chicago  185  N.  Wabash  Avenue 

Atlanta  Rhodes-Haverty  Building 

Baltimore  2104  N.  Charles  Street 

San  Francisco  68  Post  Street 

Los  Angeles  684  S.  Lafayette  Park  Place 

New  York    366  Madison  Avenue 

Execuf/ve  Office 


by  West  Coast  network  executives. 

Giving  the  viewpoint  of  Colum- 
bia Pacific  Network  and  KNX, 
Wayne  R.  Steffner,  sales  manager, 
said : 

"Summer  sales  activity,  which 
has  been  our  best  barometer  of 
fall  and  winter  business  prospects, 
has  been  higher  this  summer  than 
ever.  On  this  basis,  the  fall  and 
winter  picture  on  Columbia  Pacific 
Network  will  at  least  hold  to  its 
high  1949  level.  Interest  in  day- 
time radio  has  increased. 

Speaking  for  Don  Lee  Broad- 
casting System,  Ward  Ingrim,  vice 
president  in  charge  of  sales  de- 
clared: "We  anticipate  an  excep- 
tionally good  fall.  Business  pros- 
pects not  only  auger  well,  they  are 
here,  already  on  the  record.  A  good 
summer  brought  us  such  substan- 
tial accounts  as  Colgate-Palmolive- 
Peet  Co.,  Studebaker  Corp.  and 
Libby,  McNeil  &  Libby.  These  ac- 
counts, new  to  Don  Lee  Network, 
will  continue  through  fall. 

"In  addition,  we  have  definite 
orders  and  starting  dates  for 
Murine  Co.,  Grove  Labs  and  Wild- 
root  Co.  The  foregoing  are,  of 
course,  in  addition  to  repeat  re- 
newals from  such  regulars  as  Lan- 
gendorf  United  Bakeries  Inc.,  J.  A. 
Folger  Co.  (coffee)  and  Los  An- 
geles Soap  Co.  (White  King)." 

NBC  Sold  Out 

NBC  is  virtually  sold  out  in  re- 
gional periods.  Having  no  owned 
Los  Angeles  outlet  in  the  AM  field, 
NBC  has  no  local  sales  problems 
except  in  relation  to  KNBH  (TV), 
its  Hollywood  television  station. 

Business  at  the  network's  West- 
ern Division  headquarters  contin- 
ues to  be  normal,  according  to 
Sidney  N.  Strotz,  administrative 
vice  president. 

"Although  there  are  many  intan- 
gibles, most  of  them  point  to  bet- 
ter business  for  radio  in  the  1950- 
51  season,"  he  said. 

Robert  Laws,  ABC  western  divi- 
sion sales  manager,  reports  that 
business  prospects  for  fall  are 
"better  than  they  have  been  at 
any  time  in  the  history  of  the 
company." 

KGO  San  Francisco  and  KECA 
Los  Angeles,  both  owned  and  oper- 
ated by  ABC,  are  considerably 
ahead  of  1949  and  1948  in  both 
local  and  national  spot  billing.  Mr. 
Laws  reported.  From  business 
signed  and  inquiries  received,  he 
believes  that  increased  activity  in 
local  radio  will  continue  in  both 
markets. 

New  Pacific  Regional  Network, 
consisting  of  California  independ- 
ent stations,  is  contacting  adver- 
tisers and  agencies  for  business. 
Cliff  Gill,  general  manager,  re- 
ported prospects  "terrific."  He  said 
several  accounts,  including  food 
and  hard  goods,  are  signed  for 
September  and  other  advertisers 
have  indicated  interest. 

Because  of  week  to  week  situa- 
tions, some  agency  executives  are 
reluctant  to  discuss  client  plans. 
All  radio  clients  of  Raymond  R. 
Morgan  Co.  are  holding  to  budgets, 
according  to   Robert   C.  Temple, 


executive  vice  president,  who  an- 
ticipates increases  rather  than 
cuts. 

Having  found  TV  productive, 
some  clients  will  increase  their 
video  budgets.  New  agency  busi- 
ness also  calls  for  use  of  radio  as 
well  as  television. 

Spot  radio  and  television  activ- 
ity will  be  substantially  increased 
this  fall  by  clients  of  Foote,  Cone 
&  Belding's  Los  Angeles  office,  ac- 
cording to  Eugene  Duckwall,  busi- 
ness manager. 

Clients  who  have  not  used  these 
media  heretofore  are  also  express- 
ing interest.  "Some  of  these  ac- 
counts  will  doubtless  include 
limited  use  of  radio  and  television 
in  their- fall  and  winter  advertising 
program,"  he  said. 

The  trend  is  upward  in  TV  and 
daytime  radio  for  all  clients  of 
Mogge-Privett  Inc.,  according  to 
Norton  W.  Mogge,  agency  presi- 
dent. He  said  the  agency  has  17 
advertisers  who  are  radio  and  TV 
users.  Besides  local  and  regional, 
some  are  national  accounts.  Ad- 
ditionally, he  said,  five  or  six  other 
major  clients  are  considering  radio 
and  television  in  fall  and  spring 
advertising  campaigns  that  will 
carry  them  into  new  markets. 

Although  he  could  not  divulge 
client  plans  at  this  time,  Don 
Breyer,  vice  president  and  general 
manager  of  Brisacher,  Wheeler  & 
Staff,  Los  Angeles  office,  said 
agency  business  for  the  next  six 
months  looks  "wonderful."  i 

"Billing  in  radio  and  TV  this 
fall  will  exceed  any  previous  fall, 
with  accounts  from  this  office  in- 
creasing approximately  15%,"  he 
said. 

Where  last  year  Scholts  Adv. 
Service  clients  supplemented  radio 
budgets  with  additional  money  for 
TV,  it  is  a  different  story  now,  ac- 
cording to  Tom  Scholts,  radio-tele- 
vision director.  ^ 

Predicts  Radio  Cuts  jL 

"Television  can  now  deliver  audi-p  6 
ence  and  as  a  result  there  will  be 
cuts  in  radio  appropriations  up  to  |a 
30%  depending  upon  conditions," 
he  said.  "Cuts  will  be  in  nighttime  :  m 
radio.  More  money  will  be  spent  3  in: 
for  video  time  in  Los  Angeles  and 
San  Diego." 

Emphasis  is  on  TV  with  account: 
of  The  Mayers  Co.,  said  Forres' 
Dolan,  vice  president.  Some  clients 
will  be  directing  their  radio  adver- 
tising dollars  to  video,  by-passing 
former  media.  A  couple  of  radio- 
using  clients  are  increasing  adver- 
tising appropriations  but  diverting: 
that  money  to  spot  television. 

Frank  Bull,  president  of  Smith 
&  Bull  Adv.,  declares  it  difficult 
to  anticipate  at  the  moment  what!' 
effect  unsettled  world  affairs  will  \ 
have  on  advertising  but  feels  that; 
in  most  instances  budgets  will  be  ; 
increased  in  lines  where  supply  is : 
not  curtailed  tremendously. 

"Appliances,  automobiles  and 
clothing  will  suffer  if  there  are 
shortages,  but  with  increased  taxes 
many  corporations  will,  as  they  did 
in  World  War  II  spend  tax  money 
to  keep  their  trade  name  before  the 
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ublic.  I  view  the  future  with 
ptimism,"  he  said. 

With  an  annual  billing  of  ap- 
jroximately  ^IVz  million,  some  50% 
)f  the  agency  clients'  money  is 
^pent  on  radio  and  television. 

Erwin  Wasey  &  Co.'s  Los  Angeles 
iffice  is  watching  television  and  do- 
ng  experimental  work  in  that 
jiiedium.  "We  still  regard  radio 
IS  the  most  economical  and  effective 
vay  to  reach  the  mass  market," 
laid  Whitney  Hartshorne,  general 
jbedia  director.  "In  the  near 
iuture,  with  impending  possibilities 
if  lowering  of  various  controls,  we 
■Relieve  radio  may  be  an  even  more 
attractive  buy  than  at  this 
»ioment." 

Charles  Coleman,  vice  president 
f  Buchanan  &  Co.,  doesn't  expect 
ny  increase  in  clients'  radio  ad- 
ertising  budgets  for  this  year.  He 
nticipates  no  cutbacks.  Radio  will 
e  used  at  the  same  level  in  1951  as 
uring  this  year,  with  "perhaps 
slight  increase,"  he  stated.  More 
elevision  will  be  used  as  the  audi- 
Ijnce  develops,  and  thus  more  money 
jnll  be  spent  in  that  medium. 

1     Expects  'Seller's  Market' 

Walter  McCreery,  president  of 
i*" alter  McCreery  Inc.,  believes  that 
nsettled  conditions  will  result  in 
iiortages   of   some   kind   vdth  a 
t'^sultant  "seller's  market." 
•  "As  was  the  case  during  World 
^i^ar  II,  this  will  lead  to  a  greater 
ke   of   radio   as   an  advertising 
.  edium,"  he  said.     "Even  prior 
jj>  the  action  taken  by  North  Korea, 
idications  pointed  to  a  very  pros- 
ugrous  fall  and  winter  for  radio 
i  Southern  California." 

"Now  that  the  public  is  begin- 
■jing  to  see  the  futility  of  so-called 
';ock-pile  buying,  we  believe  that 
'dvertisers  in  general  will  accel- 
irate  budgets  to  provide  additional 
't'&rmal  buying,"  said  W.  F.  Card- 
er, president  of  Allied  Advertis- 
g  Agencies  Inc.,  primarily  a  local 
^■ency.    "This  is  already  evident 
fall  budgets  now  being  prepared. 
»{ "Many  manufacturers  who  felt 
lat  due  to  scarcities  and  govern- 
ent  controls  it  would  be  neces- 
jtry  to  withdraw  cooperative  ad- 
jsrtising,  are  now  reversing  their 
cisions.   Some  are  even  increas- 
g  budgets  to  insure  a  steady  mar- 
rather   than    spasmodic  and 
mic  purchasing. 

"We  have  found,"  Mr.  Gardner 
ntinued,  "no  great  decrease  in 
M  sales  in  favor  of  TV.  Rather, 
<e  success  of  television  advertis- 
g  has  come  as  a  bonus  to  accounts 
at  were  limited  to  AM  advertis- 
We  feel  that  this  is  a  def- 
ite  trend  and  will  continue  for 
me  time  to  come." 
Healthy  increase  in  radio  billing 
reported  by  Hilly  Sanders,  vice 
esident  in  charge  of  radio  and 
evision  for  Dan  B.  Miner  Co., 
10  said  current  schedules  with 
ssible  additions  will  continue 
irough  1950  and  into  early  sum- 
Br  of  next  year  depending  upon 
l^rtime  restrictions. 
"We  have  always  carried  a 
jalthy  radio  schedule  for  our  va- 
d  clients,"  she  said.  "Increased 


ROGERS  &  SMITH 

Promote  Coy  and  Boris 


Mr.  Boris 


Mr.  Coy 


JAMES  W.  COY,  account  execu- 
tive and  vice  president  in  charge 
of  the  Kansas  City  office  of  Rogers 
&  Smith,  advertising  agency,  has 
been  elected  to  its  board  of  di- 
rectors, and  Edward  Boris  has 
been  named  a  vice  president.  Pro- 
motions were  announced  by  Walter 
E.  Smith,  agency  president,  in  Chi- 
cago. 

Mr.  Coy,  who  has  a  wide  adver- 
tising background,  has  served  with 
KMBC  and  KCMO  Kansas  City, 
and  with  WNEW  and  NBC  New 
York.  He  also  was  associated  with 
Merritt  Owens  Agency,  Kansas 
City,  and  was  named  vice  president 
of  Rogers  &  Smith  in  1947.  Mr. 
Boris  was  with  advertising  agen- 
cies in  New  York  and  Philadel- 
phia for  many  years  and  two  years 
ago  left  New  York  to  become  art 
director  of  Rogers  &  Smith,  which 
operates  offices  in  Dallas,  Chicago 
and  Kansas  City,  the  latter  where 
Messrs.  Coy  and  Boris  will  remain. 


billing  is  mostly  due  to  new  clients 
rather  than  increased  budgets  of 
old  ones. 

"Almost  without  exception  client 
budgets  have  been  increased  to  add 
television  and  no  radio  appropria- 
tion has  been  cut  to  add  video." 

Radio's  dollar  volume  will  be  up 
a  healthy  percentagee  over  last 
year  with  some  accounts  in  the 
western  area  increasing  by  one- 
third,  depending  upon  government 
restrictions  and  control  of  essential 
materials,  some  agency  men  pre- 
dict. 

Spot  radio  is  due  to  reflect  a  con- 
siderable gain  this  year  as  partial 
result  of  a  drop  in  network 
budgets,  they  declare.  Although 
many  of  those  advertisers  an- 
nounced that  money  is  going  for 
video,  the  astute  ones  will  ear- 
mark a  good  portion  for  the  highly 
competive  West,  they  reason. 

Spot  Advantage 

One  agency  executive  noted  that 
radio  programs  on  a  spot  basis 
would  allow  the  advertiser  to  cover 
essential  markets  in  campaigns  de- 
signed to  protect  these  markets 
during  product  shortages  which  are 
certain  to  come  with  government 
control. 

Hard  hit  will  be  used  car  dealers, 
who  are  in  the  process  of  readjust- 
ing advertising  budgets.  With  radio 
the  less  expensive  media,  it  is  ex- 
pected that  cuts  will  come  first  in 
video  appropriations. 


'ONf  NATION' 

CBS  Show  Views  War  Role 

THE  VIEWS  of  prominent  Amer- 
icans on  America's  role  in  the 
Korean  war  and  its  aftermath  are 
the  subject  of  One  Nation  Indivis- 
ible, new  CBS  Sunday  night  pro- 
gram, 10:30-11  p.m.,  EDT,  which 
started  yesterday  (Aug.  20). 

Invitations  have  been  extended 
by  CBS  President  Frank  Stanton 
to  17  prominent  persons: 

Dean  Acheson,  Secretary  of  State; 
Bernard  M.  Baruch;  Omar  N.  Brad- 
ley, Chairman  of  the  Joint  Chiefs  of 
Staff;  Charles  F.  Brannan,  Secretary 
of  Agriculture;  Dr.  Vannevar  Bush, 
president  of  the  Canegie  Institute  of 
Washington;  Gen.  Dwight  D.  Eisen- 
hower, president  of  Columbia  U.; 
Herbert  Hoover;  Maj.  Gen.  Lewis  B. 
Hershey,  U.  S.  Director  of  Selective 
Service;  Louis  Johnson,  Secretary  of 
Defense;  Gen.  Douglas  MacArthur; 
Gen.  George  C.  Marshall,  president 
of  the  American  National  Red  Cross; 
Donald  M.  Nelson,  former  War  Pro- 
ductions Board  Chairman;  Mrs. 
Franklin  D.  Roosevelt;  Charles  Saw- 
yer, Secretary  of  Commerce;  John  W. 
Snyder,  Secretary  of  the  Treasury; 
W.  Stuart  Symington,  Chief  of  the 
National  Security  Resources  Board; 
and  Maurice  Tobin,  Secretiary  of 
Labor. 

In  announcing  the  invitations, 
Mr.  Stanton  said :  "In  these  broad- 
casts we  feel  it  is  important  to 
discuss  the  conditions  which  the 
American  people  must  face  as  our 
country  prepares  itself  for  an  in- 
definite period  of  partial  or  total 
mobilization  and  the  sacrifices  that 
they  must  make  in  order  to 
strengthen  themselves  for  this  or- 
deal." 


Electronic  Needs 

( Continued  from  page  31 ) 

officials  that  industry  will  give  gov- 
ernment orders  top  priority  on 
present  orders  involving  electronics 
production,  which  some  authorities 
have  placed  between  $1  billion  and 
$1.5  billion  covering  procurement 
for  the  next  15  months — or  until 
December  1951.  Total  orders  up  to 
$2.4  billion  are  expected.  This 
would  account  for  approximately 
25%  of  overall  output. 

Heavy  demand  for  sets  this  year 


Open  Mike  ' 

(Continued  from  page  20) 

great  help  to  both  agency  and  sta- 
tion representative  people.  I  am 
especially  impressed  vnth  the  com- 
bined market  analysis  and  Broad- 
cast Measurement  Bureau  data. 
The  fact  that  a  lot  of  needed  facts 
are  under  one  cover  will  be  a  tre- 
mendous aid. 

George  Clark 

Chicago  Manager 

John  Pearson  Co. 


EDITOR,  Broadcasting: 

The  new  figures  on  metropolitan 
areas  and  radio  markets  provide 
an  excellent  tool  for  advertisers 
in  preparing  their  fall  and  winter 
campaigns. 

James  Rotto 

Sales  and  Publicity  Dir. 
The  Hecht  Co. 

Washington  ' 


EDITOR,  Broadcasting: 

I  just  got  the  Marketbook  and 
haven't  had  a  chance  to  really 
scrutinize  the  material  it  includes. 
From  what  I  have  read  thus  far, 
however,  I'm  sure  the  data  will  be 
most  useful  in  our  office. 

Ed  Fitzgerald 

Timebuyer 

J.  Walter  Thompson  Co. 
Chicago 


EDITOR,  Broadcasting: 

The  new  market  data  issue  is 
easily  one  of  the  most  helpful  time- 
buying  compilations  this  agency 
has  ever  seen. 

Alvin  Q.  Ehrlich 

V.  P.  Charge  of  Radio-TV 

Kal,  Ehrlich  &  Merrick 

Washington 


and  number  of  tubes  contained  in 
receivers  rather  than  military 
orders  are  cited  as  reasons  for  the 
scarcity  of  sets — both  radio  and 
TV.  Original  estimates  had  placed 
TV  output  at  about  4%  million 
sets.  The  average  TV  set  contains 
about  20  tubes,  it  was  pointed  out. 


7(/^  BMI 

Another  BMI  ^Pin  Up-  Hit— Published  by  Beacon 

DADDY'S  LITTLE  BOY 

Recorded  by 

Dick  Todd..  Rainbow  40055 

"Picked"  by  Billboard  .  .  .  "has  every- 
thing DADDY'S  LITTLE  GIRL  had,  and 
then  some." 
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JUDGES  SELECTED 
FOR  'VOICE'  CONTEST 

JUDGES  announced  Friday  by  chairman  of 
Voice  of  Democracy  Committee,  Robei't  K. 
Richards,  as  plans  for  1950  high  school  con- 
test were  drafted  by  NAB,  Radio-Television 
Mfrs.  Assn.  and  U.  S.  Junior  Chamber  of 
Commerce.  Contest  to  reach  climax  during 
National  Radio  &  Television  Week  (Oct.  29- 
Nov.  4),  with  four  national  awards  to  be  pre- 
sented Feb.  22. 

Judges  are  Erwin  D.  Canham,  Christian 
Science  Monitor;  Rabbi  Norman  Gerstenfeld, 
'Washington ;  Frieda  Hennock,  Commissioner, 
FCC;  H.  V.  Kaltenborn,  news  analyst;  Corma 
Mowrey,  president,  National  Education  Assn.; 
Frank  Pace  Jr.,  Secretary  of  the  Army;  W.  L. 
Spencer,  president,  National  Assn.  of  Second- 
ary School  Principals;  Lowell  Thomas,  news 
analyst. 

Manual  on  contest  to  be  sent  Sept.  1  to 
principals  of  28,000  high  schools,  all  stations, 
Jr.  C.  of  C.  chapters  and  radio  dealers.  Tran- 
scriptions to  be  sent  stations  as  guides  for 
student  entrants.  Contest  last  year  drew  mil- 
lion entries. 

WiNCHELL  HEADS  NIELSEN 
WEEKLY  PROGRAM  LIST 

WALTER  WINCHELL  heads  evening  radio 
programs  in  Nielsen  ratings  for  week  of  July 
16-22,  followed  by  Big  Story,  Crime  Photogra- 
pher, Break  the  Bank,  Mystery  Theatre, 
Jergens  Woodbury  Journal,  Satan's  Waitin', 
Vaughn  Monroe,  Mr.  District  Attorney  and 
Mr.  Chameleon.  Leading  multi-weekly  evening 
programs  are  Lone  Ranger,  One  Man's  Family 
and  News  of  the  World,  in  tfiat  order. 

Top  weekday  daytime  programs  are  Arthur 
Godfrey,  Romance  of  Helen  Trent,  Ma  Perkins, 
Our  Gal  Smiday,  Arthur  Godfrey  (Nabisco), 
My  True  Story,  Wendy  Warren,  Rosemary, 
Aunt  Jenny  and  Big  Sister.  Sunday  daytime 
leaders  are  True  Detective  Mysteries,  Shadoiv 
and  Martin  Kane,  Private  Eye.  Saturday  day- 
time leaders  are  Armstrong  Theatre,  Grand 
Central  Station  and  Stars  Over  Hollywood. 

TV  programs  (%  of  TV  homes  reached) 
rated  by  Nielsen  in  this  order :  Philco  TV  Play- 
house, Toast  of  the  Town,  Ed  Wynn  Shoiv, 
Original  Amateur  Hour,  Stop  the  Music 
(Lorillard),  Clock,  Godfrey  &  Friends,  Lone 
Ranger,  Kraft  TV  Theatre  and  Ford  Star 
Revue. 

AEC  DISASTER  PLANS 

PRELIMINARY  emergency  plans  of  Atomic 
Energy  Commission  at  Oak  Ridge,  Tenn., 
project  include  use  of  WATO  Oak  Ridge  for 
warnings  and  other  emergency  contacts  with 
public.  Plans  were  drawn  up  by  Richard  W. 
Cook,  manager  of  operations  for  ABC  in  Oak 
Ridge  area.  WATO  would  have  emergency 
power  supply  available  in  case  of  power  shut- 
down, with  signals  picked  up  on  auto  and 
battery  sets. 

COTTINGTON  TO  NEW  YORK 

C.H.  COTTINGTON,  vi-e  president  of  Erwin, 
Wasey  &  Co.,  Los  Angeles,  transferred  to  New 
York  headquarters  effective  Aug.  21  to  head 
radio  and  TV  department. 


FREQUENCY-USE  FEES 
STUDIED  BY  SENATE  GROUPS 

LICENSE  fees  for  use  of  radio  and  TV 
frequencies,  patterned  after  Canadian  system, 
under  study  and  may  be  introduced  in  next 
Congress  if  Commission  regards  "favorably," 
Chairman  Edwin  C.  Johnson  (D-Col.)  of 
Senate  Interstate  Commerce  Committee  has 
informed  FCC  Chairman  Wayne  Coy.  He 
stated  there  is  "considerable  merit"  in  system 
where  service  is  for  benefit  of  "special  inter- 
ests and  not  the  general  public"  but  stressed 
importance  of  assuring  procedures  are  "not 
unduly  burdensome  on  licensees,  particularly 
smaller  operators." 

In  reply,  culminating  exchange  of  letters  be- 
tween Chairman  John  L.  McClellan  of  Senate 
Executive  Expenditures  Committee  and  Sen. 
Johnson,  Chairman  Coy  said  Commission  will 
"prepare  material"  for  submission  to  com- 
mittee but  added  that  FCC  reorganization  (1) 
makes  "heavy  demands"  upon  staff  which 
would  explore  fee  proposal  and  (2)  would 
make  it  "difficult  to  determine  .  .  .  cost  of  per- 
forming numerous  services." 

Sen.  Johnson  thought  Commission  might 
more  easily  obtain  annual  apprapriations  if  it 
"brought  in  considerable  revenue  to  the  Treas- 
ury." He  added  there  is  little  hope  for  ac- 
tion this  session. 

Sen.  McClellan  said  the  group  was  making 
a  general  recommendation  that  "policy- 
determining"  committees  of  Congress  "make 
further  studies."  He  felt  authority  for  such 
a  fee  system  may  be  developed  when  it  is 
"clearly  established"  services  are  for  benefit 
of  "special  interests." 

WASHINGTON  TRANSIT 
OFFERS  DEFENSE  PLAN 

FACILITIES  of  Washington  Transit  Radio 
Inc.  offered  Friday  to  newly-created  District 
of  Columbia  Civilian  Defense  Committee  by 
Ben  Strouse,  vice  president  and  general  man- 
ager, WWDC-FM  Washington,  transit  FM 
outlet.  He  pointed  out  450  vehicles  of  Capital 
Transit  System  will  be  radio-equipped  by  Oct. 
1,  and  that  system  is  "only  means  of  reaching 
riders  .  .  .  during  an  emergency." 

Mr.  Strouse  added:  ".  .  .  In  the  event  special 
emergency  stations  are  set  up  .  .  .  it  might  be 
possible  to  include  experienced  radio  engineers 
from  our  staff  and  others  to  act  as  standby 
operators  for  the  disaster  stations  on  the 
same  voluntary  basis  that  air  raid  wardens 
and  other  civilian  organizations  work." 

WPIX  APPOINTMENT 

L.  A.  HOLLINGS WORTH  named  public  rela- 
tions director  of  WPIX  (TV)  New  York  to 
succeed  Frank  Young,  resigned.  Mr.  Hollings- 
worth  has  been  account  executive  with  Allied 
Public  Relations  Assoc.,  New  York,  and  for- 
mer New  York  AP  and  UP  staffer. 

WOLFE  JOINS  AGENCY 

RALPH  L.  WOLFE,  president  Wolfe-Jickling- 
Conkey,  Detroit,  to  Geyer,  Newell  &  Ganger, 
Detroit,  as  account  executive  on  Kelvinator 
account. 


Closed  Circuit 

(Continued  from  page  U) 

niques,  expected  to  produce  within  fortnighll 
rough  outline  of  plan  to  train  20  million  per- 
sons in  first  aid  and  related  emergency  duties 

WORLD  Radio  Corp.  planning  network  oli 
commercial-religious  stations  in  Haiti  [Broad- 
casting, July  10;  Closed  Circuit,  June  26], 
has  reorganized  directorate  and  plans,  is  cur- 
rently negotiating  with  Voice  of  America,  foi 
purchase  of  50  Or  of  its  time.  It  has  dropped 
temporarily  at  least,  plan  for  500  kw  AM 
station,  will  concentrate  on  shortwave  (100  kw 
and  10  kw)  with  single  10  kw  AM. 

WHILE  no  more  formal  word  was  forthcoming 
following  last  week's  censorship  discussion  witb 
NSRB  Director  Symington  (see  page  32) 
there  was  meeting  of  minds  on  one  point:  That 
civilian  censorship  director  should  be  one 
versed  in  both  newspapers  and  radio  and  that 
there  should  be  no  discrimination  as  between 
media.  Sept.  1  is  talked  about  as  probable  time 
for  establishment  of  formalized  office. 

AMONG  top  flight  industrialists  called  to, 
Washington  in  present  emergency  for  frequent 
consultation  is  Brig.  Gen.  David  Sarnoff,  RCA 
chairman.  As  Signal  Corps  reserve  officer,  he 
confers  often  with  Maj.  Gen.  Spencer  B.  Akin, 
on  communications  planning  and  development. 
Latest  visit  was  last  week. 

GENERAL  MILLS,  through  Dancer-Fitzger- 
ald-Sample, New  York,  looking  for  availabili- 
ties for  15-minute  strip  across  board  on  40 
ABC  and  Keystone  network  stations  in  four 
southwestern  states. 

WITH  National  Radio  and  Television  Week 
(Oct.  29-Nov.  4)  this  year  falling  on  30th 
birthday  of  pioneer  KDKA,  established  in 
Pittsburgh  Nov.  2,  1920,  Pittsburgh  Radio  & 
Television  Club  planning  big  things,  including 
Carnegie  Museum  exhibit  of  historical  radio: 
gear  and  banquet  featuring  one  of  nation's 
outstanding  public  figures. 

OFFICIAL  FILMS  Inc.,  TV  syndicate  under- 
written by  Philadelphia's  Levy  brothers,  has 
just  acquired  all  available  episodes  of  Owr 
Gang  comedies  of  two  decades  back. 

P.  LORILLARD  Co.,  New  York,  planning 
heavy  television  spot  announcement  campaign 
for  its  Muriel  cigars  starting  Sept.  11  and  for 
Old  Gold  cigarettes  starting  Sept.  25. 

OWEN  LATTIMORE,  whom  Sen.  McCarthy 
(R-Wis.)  tried  unsuccessfully  to  label  as  Com- 
munist, can  be  counted  among  ex-stockholders  i 
in  radio.  With  10  shares  each,  he  and  wife  were 
among  70-plus  stockholders  of  original  WQQW  I 
Washington,  former  "Blue  Book"  station,  be- 
fore it  changed  hands  and  policies. 

I 

MAGNAVOX  Inc.,  Fort  Wayne,  whose  tele- 
vision budget  had  been  resigned  by  Maxon  Inc., 
has  notified  Kenyon  &  Eckhardt,  New  York, 
it  would  like  K  &  E  to  produce  its  hour-long  , 
alternate-week  TV  show  on  CBS-TV.  Latter 
agency  services  another  TV  manufacturer  and 
is  currently  trying  to  get  clearance. 

CBS  President  Frank  Stanton  sounding  out 
government  departments  for  appearances  of 
top  officials  on  new  interview-type  program  \ 
studied  by  network.  Series  mulled  in  view 
of  unconfirmed  report  that  ban  on  government 
speeches  is  "off"  again.  Mr.  Stanton,  who 
may  make  announcement  this  week,  reportedlyi; 
angling  for  Defense  Secretary  Louis  Johnson; 
to  open  series.  Secretary  has  remained  mum' 
to  radio  and  press  since  Korean  outbreak,  andi 
would  be  "prize"  intei-viewee  commitment/ 
both  CBS  and  Defense  Dept.  feel. 


Page  98    •     August  21,  1950 


BROADCASTING    •  Telecasting 


And  on  this  farm  he  has 
need  for  new  implements,  fencing, 
paint  and  electrical  appliances  for  his  home. 
Farmer  INIacDonald  also  has  the  money  .  .  .  plus 
the  inclination  to  spend. 

Just  where  can  you  find  this  potential  customer? 
Right  in  the  heart  of  WLW-Land.  And  there  are 
689,999  other  WLW-Land  farmers  just  like  him. 
All  together,  they  plan  to  spend  $890,000,000  in 
1950.* 

It's  the  greatest  farm  market  in  history 

And  the  quickest,  surest  way  to  reach  this  rich 
market  is  via  WLW,  which  attracts  one-sixth — 
17.0 %^of  all  rural  radio  listening  throughout 
WLW's  four-state  area.** 

THE  GREATEST  FARM  MARKET  IN  HISTORY 
THE  GREATEST  SELLING  MEDIUM  IN  THE  MIDWEST 


Of  all  farm  families  in  the  WLW  Merchandise- 
Able  Area,  38.7%  listen  to  WLW  more  often  than 
to  any  other  station  (with  220  stations  compet- 
ing) .    WLW  reaches  .  .  . 

81.7%  of  all  rural  radio  homes  in  four  weeks 

66.5%  of  all  rural  radio  homes  during  an  average  week 

And,  the  average  rural  home  reached  listens 
EIGHT  HOURS  AND  SIXTEEN  MINUTES 
PER  WEEK  to  WLW. 

For  further  information,  contact  any  of 
the  WLW  Sales  Offices  in 
Cincinnati, 
New  York, 
Chicago  or 
Hollywood. 

*  Special  farm  consumer  survey — now  available 
**  Nielsen  Radio  Index,  Feb. -March,  1950 


WLW 


the  nation's  most  merchandise-able  station 


RADIO . . . 

after  1973,  WHAT? 

You  might  expect  a  radio  station  that  originates  16  network  programs  every  week  to  be 
situated  in  New  York  or  Hollywood.  Or  at  least  in  Chicago.  But,  WSM  is  the  exception. 
This  station,  with  a  talent  staff  of  over  200  entertainers  is  located  down  South. 


Perhaps  you  think  the  world's  largest  studio  audience  is  found  in  one  of  the 
networks'  massive  buildings.  But  no.  The  largest  audience  to 
see  any  radio  show— 5,000  people— watches  WSM's  Grand  Ole  Opry  in 
Nashville,  Tennessee  every  Saturday  night. 


Do  you  have  the  idea  that  all  stations  outside  of  major  production 
p  centers  are  content  to  take  shows  off  the  network  without  regard  for  local 

programming?  Maybe  you'll  lift  a  curious  eyebrow  when  you  are  told  that  WSM 
originates  25  live  talent  programs  every  day! 


Would  you  believe  it— entertainers  on  WSM  are  among  the  biggest 
names  in  the  country.  Stars  like  Red  Foley,  Minnie  Pearl,  Roy  Acuff,  Hank  Williams 
Ernest  Tubb,  Snooky  Lanson,  Beasley  Smith,  Francis  Craig  .  .  .  and  200  others. 
js  ^  Talent  which  has  sold  130,000,000  phonograph  records  and 

"     annually  draws  crowds  of  more  than  a  half-million  on  nationwide  public  appearances. 

Inthe  past,  there  have  been  other  entertainers  on  this  station  .  .  .  names  you 
may  remember.  Dinah  Shore,  Phil  Harris,  James  Melton,  Kay  Armen,  to  name  fust 
a  few  who  got  their  start  on  the  same  radio  station  here  in  Nashville. 

That  song  you  were  humming  a  moment  ago?  It  may  have  been  written  by  a 
member  of  WSM's  staff .  Within  the  past  two  years  this  station's 

tunesmiths  have  produced  such  hits  as  Near  You,  Beg  Your  Pardon, 
Lucky  Old  Sun  and  Old  Master  Painter. 

Some  folks  know  the  phrase,  "Radio  Stations  Everywhere— But  Only  One  WSM."  Perhaps 
these  facts  serve  to  point  up  that  claim.  But  greater  than  any  of  these 
amazing  talent-production  figures  about  WSM,  greater  than  our  50,000  watt 
Clear  Channel  signal  which  covers  the  Central  South  is  this  fact: 
WSM  means  something  to  this  region  .  .  .  this  region  means  something  to  WSM. 


This  year  as  we  begin  our  second  25  years  of  radio  broadcasting,  WSM's  new  television  station 
will  make  its  debut.  The  same  programming  for  local  taste  will  go  into  this  new  medium.  At  the 
same  time  the  radio  station  will  continue  to  serve  the  vast  Central  South  which  remains  WSM's 
listener  family  of  millions. 


Radio  at  WSM  is  here  to  stay.  And  by  the  time  we  celebrate 
our  Golden  Anniversary  in  1975,  we  hope  to  have  a  great 
deal  to  add  to  this  report  of  radio  progress. 


NASHVILLE! 


WSM  Incorporated,  Nashville,  Tennessee 
Broadcasting  Service  of 
THE  NATIONAL  LIFE  &  ACCIDENT  INSURANCE  COMPANY 
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WLEE 


IN  RICHMOND  NOW 


WATTS 


More  power!  More  listeners !  More  value  for  every  advertising 
dollar!  Our  success  stories  prove  that  WLEE  has  always 
produced  fast,  low-cost  results  for  its  advertisers.  Now  WLEE's 
new  power  gives  a  more  dominant  signal  in  Richmond,  and 
brings  in  thousands  of  new  listeners  from  outside  the  city. 
Results  will  be  faster,  more  profitable  than  ever!  Get  the 
whole  stor>'  from  your  Forjoe  man  today. 


TOM  TINSLEY:  President 


IRVIN  G.  ABELOFF,  Genera/ Manager 


FORJOE  &  CO.,  Representatives 


HOW  TO 

HIT  THE  BULLSEYE 


IN  VIRGINIA 


The  marksman  who  wins  the  prize  is  the  one  who 
hits  dead  center  with  every  shot. 
The  bullseye  in  Virginia  is  the  area  some  75  miles 
around  fast-growing  Richmond 

And  this  is  the  area  where  Havens  &  Martin  stations, 
radio  and  television  both,  are  fully  appreciated  and 
faithfully  tuned.  These  First  Stations  of  Virginia, 
pioneer  outlets  for  NBC,  are  tailor-made  for  top 
advertising  results  throughout  Virginia's  first  market. 
Your  nearest  Blair  representative  will  tell  you 
about  WMBG,  WTVR.  and  WCOD,  how  they  tie  in 
with  your  picture. 


Havens  &  Martin  Stations  are  the  only 
complete  broadcasting  institutions  in  Virginia. 


Pioneer  NBC  outlets  for  Virginia's  first  market. 
Represented  nationally  by 
John  Blair  &  Company. 


HEADLEY-REED  COMPANY 

THE  OPENING  OF  A 

NEW  ORLEANS 

OFFICE 

ADDING  to 


New  York  •  Chicago  •  Detroit  •  Atlanta  •  San  Francisco  •  Hollywood  •  New  Orleans 
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Closed  Circuit 


COLOR  TV  decision,  best  kept  secret  in  FCC 
history,  may  be  out  this  week  or  next.  Though 
verdict  won't  be  reached  until  FCC's  final 
meetings  are  over  (they're  due  to  start  today 
or  Tuesday) ,  process  of  elimination  led  specu- 
lation to  this  estimate  at  weekend:  (1)  Door 
won't  be  closed  against  late  developments  (if 
they're  good  enough),  which  could  mean  fur- 
ther proceedings  and  no  hard  and  fast  stand- 
ards now;  (2)  it  won't  be  RCA  or  CTI  system 
at  this  time;  (3)  it  won't  be  multiple  stand- 
ards. Big  question:  What  will  FCC  do  with 
CBS  system? 

SEVEN  AM  STATIONS,  all  clients  of  leading 
national  representative  firm,  preparing  new 
rate  cards  which  in  each  instance  will  raise 
radio  rates.  Several  stations  situated  in  tele- 
vision markets.  Stations  and  their  representa- 
tive believe  higher  rates,  fully  justified  by  au- 
dience figures,  still  will  keep  radio  prices  well 
below  those  of  rival  media,  particularly  since 
widespread  recent  increases  of  other  media 
rates.  Some,  and  possibly  all,  will  raise  night 
as  well  as  day  rates. 

HER  DEMANDS  apparently  not  much 
changed  from  those  advanced  at  1947  Havana 
engineering  conference,  Mexico  understood 
angling  for  continued  use  of  540  kc  and  rights 
to  three  additional  channels  below  1000  kc 
when  NARBA  negotiations  resume  Sept.  6. 
She  would  be  disposed  to  swap  rights  on  higher 
channels  for  rights  on  lower  ones,  or  to  "share" 
lower  ones. 

WHEN  Secretary  of  Commerce  Charles  Saw- 
yer activates  his  new  defense  production  or- 
ganization— ^probably  this  week  (see  page  85) 
— look  for  appointment  of  well-known  indus- 
trial public  relations  man  on  high  level 
advisory  capacity.  He's  expected  to  serve  di- 
rectly under  Maj.  Gen.  Wm.  H.  Harrison, 
IT&T  president,  slated  for  top  assignment — 
probably  as  Undersecretary. 

FRESH  ACTIVITY  by  FCC  staff  on  question 
of  broadcasting  horse-race  information  was 
touched  off  by  Post  Office  ruling  last  week,  in 
letters  to  Denver  Post  and  Rocky  Mountain 
News,  that  advertisements  of  pari-mutuel  bet- 
ting are  not  mailable  under  postal  anti-lottery 
law.  FCC  lawyers  are  pondering  possible  ef- 
fect on  radio,  which  has  its  own  lottery  ban, 
in  connection  with  general  survey  of  horse-race 
broadcast  questions. 

CAMPBELL-EWALD  signing  big  name  stars 
for  nationwide  Chevrolet  campaign  in  October 
using  three-minute  transcriptions. 

RESULTS  OF  upcoming  agency  survey  on  de- 
partment store  advertising  in  TV  markets  may 
show  some  surprising  results.  Instead  of  tak- 
ing biggest  bite  out  of  radio,  indications  are 
survey  will  show  that  in  some  markets,  depart- 
ment stores  already  cutting  newspaper  display 

(Continued  on  page  86) 


Aug. 28-30:  Canadian  Assn.  of  Broadcasters 
Board  of  Directors,  Jasper  Park  Lodge,  Jasper, 
Alta. 

Sept.  2-3:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs,  W. 
Va. 

Sept.  6:  NARBA  Conference,  State  Dept.,  Wash- 
ington. 

Sept.  7-8:  NAB  District  13,  Plaza  Hotel,  San 
Antonio. 

(Other  Upcomings  on  page  71) 


Bulletins 

ROBERT  H.  HINCKLEY,  ABC  vice  president, 
leaves  for  Europe  Sept.  2  in  capacity  as  mem- 
ber of  Economic  Cooperation  Administration's 
public  advisory  board.  He  will  study  Western 
Europe's  broadcasting  efforts  to  counteract 
Communist  propaganda. 

DAVIDSON  TAYLOR,  former  CBS  vice  pres- 
ident, to  join  State  Dept.  as  special  consultant 
in  developing  department's  truth  campaign. 
Mr.  Taylor  has  just  returned  from  four  months 
in  Italy  where  he  was  consultant  to  UNESCO 
delegation. 

CONTINUING  RATE  STUDY 
SUGGESTED  BY  RYAN 

DEVELOPMENT  of  proposed  industry  rate- 
circulation  study  covering  aural  radio  into 
continuing  project  proposed  Friday  by  William 
B.  Ryan,  NAB  general  manager.  Project  would 
supply  answer  to  attacks  against  aural  radio 
rates  and  circulation  (see  early  story  page  22). 

Format  of  project  can  best  be  determined  by 
NAB  board  and  its  Broadcast  Advertising 
Bureau  Committee,  working  with  NAB  man- 
agement, Mr.  Ryan  suggested.  Immediate  ob- 
ject of  proposed  study  is  to  provide  answer 
to  rate-cutting  demand  of  Assn.  of  National 
Advertisers. 

MBS  FOOTBALL  CO-OPS 

BROADCASTS  of  college  Saturday  football 
"Game  of  the  Week"  will  be  offered  to  MBS 
affiliates  on  cooperative  sponsorship  basis  be- 
ginning Sept.  23  with  Oregon  State  vs.  Mich- 
igan State.  Two  other  weekly  programs  will 
be  offered  cooperatively.  Tomorrow's  Foot- 
hall,  Fri.,  7:15-7:30  p.m.,  beginning  Sept.  22, 
will  feature  interviews  of  leading  sports  writ- 
ers and  coaches;  and  football  results  Sat., 
7-7:15  p.m.,  beginning  Sept.  23. 

NEW  BAB  SALES  PITCH 

NEW  Broadcast  Advertising  Bureau  desk-top 
presentation  promoting  radio  news  programs 
released  to  stations  at  $7.50  per  copy.  Presen- 
tation, "Radio — America's  Star  Reporter  and 
Supersalesman,"  is  second  in  series  being  pro- 
duced by  BAB.  First  was  "Radio's  Feminine 
Touch,"  issued  several  months  ago. 


Business  Briefly 

WILDROOT  MYSTERY  9  Wildroot  Co., 
Buffalo,  will  sponsor  agency-created  program 
titled  Charles  Wild,  Private  Eye  in  its  Sun., 
5:30-6  p.m.  period  on  NBC  starting  Sept.  24. 
Agency,  BBDO,  New  York. 

FLORSHEIM  FOOTBALL  •  Florsheim 
Shoe  Co.,  Chicago,  begins  sponsorship  of  show 
tentatively  titled  Red  Grange  Predicts  on  nine 
ABC-TV  network  stations  Sept.  21  Thurs., 
10-10:15  p.m.  (CDT)  after  Roller  Derby  for 
minimum  of  13  weeks.  Agency,  Gordon  Best 
Agency,  Chicago. 

ANA  RATE  DEMANDS 
HIT  BY  NAB  DISTRICT  16 

DELEGATES  at  NAB  District  16  meeting  in 
Hollywood  (early  story  page  22)  denounced 
Assn.  of  National  Advertisers  demands  for  re- 
duced aural  radio  rates  in  TV  cities  as  "unjust, 
unwarranted  and  tending  to  involve  both  in- 
dustries in  violation  of  law."  District  endorsed 
plan  proposed  by  William  B.  Ryan,  NAB  gen- 
eral manager,  for  NAB  and  Broadcast  Adver- 
tising Bureau  to  undertake  industrywide  study 
to  show  unsoundness  of  ANA  proposals. 

At  closing  day's  session  District  16  urged 
support  of  plan  for  new  and  expanded  BAB; 
approved  NAB  board's  plan  for  defense  role 
but  asked  fair  1-epresentation  for  western 
states;  endorsed  plan  for  NAB  board  to  study 
integration  of  state,  local  and  national  broad- 
caster associations  within  NAB ;  voted  thanks 
to  NAB  staff  members  who  take  part  in  meet- 
ing, along  with  District  Director  Calvin  J. 
Smith,  KFAC  Los  Angeles,  and  Robert  J. 
McAndrews,  managing  director  of  Southern 
California  Broadcasters  Assn. 

DAVID  LEVY  Y&R  V-P 

DAVID  LEVY,  for  12  years  with  Young  & 
Rubicam,  New  York,  named  vice  president  in 
charge  of  talent  and  new  programming  for 
agency's  radio  and  television  department.  He 
will  head  group  assigned  to  originate  new 
ideas. 

KFI  REORGANIZATION 

KEVIN  SWEENEY,  sales  promotion  man- 
ager, named  general  sales  manager  of  KFI  and 
KFI-TV  Los  Angeles  effective  Sept.  1.  He  will 
have  complete  control  over  department.  James 
Bradley,  salesman,  named  assistant  general 
manager  reporting  to  Mr.  Sweeney. 

AVERY-KNODEL'S  AGENCY 

AVERY-KNODEL  Inc.,  national  station  rep- 
resentatives, appoint  O'Brien  &  Dorrance,  New 
York,  as  advertising  agency. 

MAGNAVOX  APPOINTS  K&E 

KENYON  &  ECKHARDT,  New  York,  named 
to  produce  Magnavox  hour-long  dramatic  show 
alternate  Friday  nights  on  CBS-TV  [Closed 
Circuit,  Aug.  21]. 
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KCMD 


RESULTS 


One  does 

ONE  station 

ONE  rate  card 

ONE  spot  on  the  dial 

ONE  set  of  call  letters 


18  to  1  Sales  Ratio 

An  expenditure  of  $3000  resulted  in 
the  sale  of  $54,000  in  merchandise  .  .  . 
in  3  months  .  .  .  for  one  sponsor  of 
HILLBILLY  HIT  PARADE.  Orders 
came  from  270  counties.  (See  Map  1 
at  right).  Dal  Stallard  emcees  this 
1 1/2-hour  Hillbilly- Western  record 
show  every  Saturday  morning.  There 
are  no  special  offers,  no  write-in  gifts 
.  .  .  just  hard  selling. 


50,000  WATTS 


DAYTIME 


810  k(. 


1  0,000  WATTS 
NIGHT 


National  Representative: 
John  E.  Pearson  Company 


Miracle  for  a  Miracle  Drug 

A  schedule  of  5  announcements  for  1 
week  on  START  THE  DAY  RIGHT, 
early  morning  live  talent  participat- 
ing show — 7:15  A.M.  to  7:45  A.M. — 
Monday  through  Friday — produced 
3,426  pieces  of  mail  in  response  to 
Hadacol  Mystery  Tune.  (See  Map  2). 

Write  KCMO  for  specific  program 
information  for  your  products. 


KANSAS   CITY   6,  MISSOURI 

Basic    A  B  C    for  Mid-America 


jB  R  OA  DCASTING 


Telecasting 
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Here's  the  Sensational 

LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station! 
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REPORTS 


SENSATIONAL  PROMOTION 

CAMPAIGN 
.  .  ,  From  buttons  to  guns 
—is  breaking  traffic  recordsl 

LOW  PRICED! 
'/j-Hoor  Western  Adventure 
Program  .  .  Available: 
1-2-3  times  per  week.  Tran- 
scribed for  local  and  regionol 
sponsorsliip. 
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Model  Dairy,  of  Owensboro, 
Kentucky,  hired  "Cisco  Kid"  as 
a  milk-products  salesman. 
Against  tough  competition  —  in 
three  months  —  their  sales 
showed  a  300 "/o  increase! 
"Cisco  Kid's"  merchandising 
program  pulled  over  7,000  re- 
quests for  Model  Dairy  in  a  few 
weeks'  time!  Dealers  phoned 
.  .  .  demanding  Model  Dairy 
milk!  Youngsters  crowded  the 
company's  office  for  "Cisco 
Kid"  giveaways. 

"Cisco  Kid"  can  do  a  great 
selling  job  for  your  sponsor. 
Write,  wire,  or  phone  for  de- 
tails. It's  a  TERRIFIC  story! 
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BROADCASTING    •    Telecast  in 


This  is  CBS 
in  1950... 

address 


of  radio's 


greatest 
stars 


CBS 


6:00  PM 


lAIUOE] 


ABC 


SUNDAY 

-CfiS  ,  MBS 


Adam  Hats 
Drew  Pearson 


Main  St. 
Music 
— Hall — 


Roy  Roters 


Catho'ic  Hour 
 S  


MONDAY 


ABC 


(Not  in  Service) 


Metro.  Lite  Ins 
Allan  Jackson 

 w  


MB.S 


Repeat  of 
Kid  Strips 


NBC 


News 
Bob  Warren 


ABC 


(Not  in  Service 


Metro.  Life  Ins 
)  Allan  Jackson 

—m — 


TUESDAY 

CBS      ^  MBS 


Repeal  ol 
Kid  Strips 


NBC 


News 
Bob  Warren 
 S  


( Not  in  Service 


"ml 

Alt' 


6:15 


Seeman  Bros. 
Mon.  Headlines 

 iimJt  


You  and  — 


Clem  McCarthy 
t:tS-6:20  S 


You  And  — 


Clem  McCarth] 
8:15-6:20  S 


6:30 


Speaking 
of  Song 


C-P-P,  Our 
Miss  Brooks 
(IS?)  R  


Cudahy  Packing 
Nick  Carter 
_4ai5  


Tex 
Williams 


No  Network 


Sketches  in 
Melody 


No  Network 


Sketches  in 
Melody 


6:45 


P  S  G  Ivory 
Lowell  Thomas 


Sun  Oil  Co. 
3-St3r  Extra 

m 


P  &  G  Ivory 
Lowell  Thomas 
424)-£ 


Sun  Oil  Co. 
3-Star  Extra 


7:00 


Voices 
That  Live 
 S  


Amer.  Tob.  Co. 

Jack  Benny 
 (JMMI  


Affairs  of 
Peter  Salem 


SIOOO 
Reward 


Co-op 
Headline  Edition 
4S3)- 


P  S  G  Dreft 
Beulah 
 (8?)  R 


Co-o; 
Fulton  Lewis  jr. 
(311?) 


Miles  Labs. 
One  Man's  Fam 
 (W)  H  R 


Co-op 
Headline  Edilioi 
-03)- 


P  &  G  Drelt 

Bsulah 
(8?)  R 


Fulton  Lewis  jr 


Miles  Labs. 
One  Man's  Fam 
(HD  H  R 


Co-op 
Headline  Editioi 


7:15 


Co-op 
Elmer  Davis 

-m- 


P  S  G  Oxydol 
Oxydol  Show 
(8il)  R 


Miscellaneous 
Program 


Miles  Labs. 
News  ol  World 


Co-op 
Elmer  Davis 

— m — 


P  &  G  Oxydol 
Oxydol  Show 


Miscellaneous 
Program 
-S. 


Miles  Labs. 
News  of  World 


Co-op 

Elmer  Davis 


P  8 
Ol 


Amazing 
Mr.  Malone 
 S  


Hit  The 
Jackpot 


Under 
Arrest 
— S — 


The  Saint 
S 


Genera!  Mills 
Lone  Range' 
(17S)  B — 


Campbell  Soup 
Club  15 
(155)  B 


Noxzema 
Gabriel  Heatter 

-m- 


Echoes 
From  Tropics 


Counter-Spy 
(274) 


Campbell  Soup 

Club  15 
 (155)  B 


Rhodes  Pharm. 
Gabriel  Heatter 

— im- 


Echoes 
From  Tropics 


General  Mills 
Lone  Ranger 
 (H*)  


Can 


E< 


7:45 


American  Oil 
Ed.  Murrow 

-m- 


I  Love 
A  Mystery 
 S  


Pure  Oil  Co. 
Kaltenborn 

■m- 


American  Oil 
Ed.  Murrow 


I  Love 
A  Mystery 


Pare  Oil  Co. 
Kaltenborn 
(27)  RR 


Slop  the  Music 
S 


Coca-Cola 
Percy  Faith  & 
Ofcb,  (180 


Singing 
Marshal 


Wildroot  Co. 
Adv.  ol  Sam 


Inner  Sanctum 


Bromo  Seltzer 
Hollywood  Star 


B-Bar-B 
Riders 


A  A  of  RH's 
Railroad  Hour 

— m  


Paul 
Whiteman 
Prpspnts 


Sterling  Drug 
Mystery  Theater 
 (Ul^JB. 


Count  of 
Monte  Cristo 
 S  


duPont 
Cavalcade  of  Am 

 042; 


Dr.  I.  Q. 

(55) 


T 


8:15 


Slop  the  Music 
(196) 


:30 


Clippercraft 
Stop  the  Music 


P  g  G  Tide 
Red  Skelton 
 (iiO)  


Enchanted 
Hour 


U.  S.  Steel 
Theatre  Guild 

— (m — 


General  Motors 
Henry  Taylor 

— (m — 


Lever- Lipton 
Godfrey  Talent 


8:30-8:55 
Crime  Fighters 


Firestone 
Voice  Firestone 

— <m — 


Gentlemen 
of  the  Press 
 S  


C-P-PT'thPwdr. 

Mr.  i  Mrs. 
M^'th  ris><  B 


Official 
Detective 
 S  


Lewis-Howe 

Starlight 
Cnnnprt  (IBS) 


Cliche  Club 
Walter  Kiernar 


8:45 


Old  Gold 
Stop  the  Mus  c 


Joe  Hasel 
S 


TBTf 
It  LI 
Bi 


Richard  Hudnul 
Walter  Winchell 


Electric  Cos. 
Corliss  Archer 
 OM)  


Opera 
Concert 


Tex  Beneke 


Lever-Lux 
Lux  Radio 


Murder  By 

Experts 
__S  


Bell  Telephone 
Telephone  Hour 
 (153)  R 


Co-op 
Town  Meeting 
 (S£)- 


Wm.  Wrigley 
Liie  with  Luigi 
 UID  


John  Steele 
Adventurer 


Gen.  Mills 
Penny  Singleto 

Shni.  Mi3l 


Detour 


9:15 


Andrew  Jergens 
Louella  Parsons 

— im — 


9:30 


Cross  Roads 


Philip  Morris 
Horace  Heidi 

— m — 


Gabriel 
Heatter 
 S  


Bayer  Aspirin 
Am.  Album  Fam. 

MiKir  nu) 


Solo 
Soliloquy 
 S  


Murder  at 
Midnight 


Cities  Service 
Band  ol  America 

 m  N 


Chr.  Sc.  Monito 
Views  the  New 
iL 


Philip  Morris 
Truth  or  Conse- 
quences  (149) 


Mysterious 
Traveler 


Pet  Milk 
Fibber  McGee 
Molly  ri481 


Chandu 


Lift 
AB(k  11 


9:45 


War 
Review 


Fine  Arts 
Quartet 


10:00 


Ginny  Simms 
Show 


Carnation  Oa 
Contented  Hour 

— am  


This  Is 
Europe 


RCA 
Take  II  or 
Leave  II  (166) 


United- 
or  Not? 


Lvr.-Pepsodent 
My  Frient  Irm 
 Oli)  


A.  F.  ol  L. 

Commentators 

 tm  


Night  Beat 


Time  For 
Defense 
 S_ 


Straw 
Hat 
Concert 


A.  F.  of  L. 
Commentators 
(146) 


Lever  Bros 
B  g  Town 
(134) 


Lawrence  Welk 
(26) 


10:15 


Jimmy  Blaine 


Start:  9/10 


Co-op 
Newsreel 


Co-op 
Newsreel 


R.J.Reynolds 
Bob  Hawk 
 tUD  


Dance 
Orchestra 


First  Piano 
Quartet 


Chamber  of 
Commerce, 
h  Our  Town 


Thii 


Dance 
Orchestra 


Dance 
Orchestra 


Brown  &  Wmsn 
PeopleAreFunn 
Start:  a.  18  (166 


On  Trial 
 S  


AFofL 
As  We  See  It 


D  A  Y  T  I 


MONDAY  -  FRIDAY 

££15   MBS 


NBC 


Age 


SATURDAY 

CBS   MBS 


NBC 


ABC 


Co-op 
News 


Co-op 
Robt.  Hurleigh 


Red  Foley 
S 


No  School 

Today 
 S  . 


Co-op 
News 


(Ne'work  Opens 
10  A  M) 


Down  Homers 


1:30 


National  itk 
Vespers  liii 

— i— H 


Barnyard  Follies 

 s  


Co-op 
Tell  Your 
Neighbor 


Barnyard 
Follies 

 s  


1:45 


Tennessee 
Jamboree 


Clevelandaires 


TBA 


2:00 


Around  thi-  l« 


World 


1  lie 


Phiico  Corp. 
BreaklastClub 

(24) 


Garden  Gate 


TBA 


2:15 


National 
Radio  Pulpit 
S 


Sterling  Drug 
My  True  Story 
(204)  B 


Lever-Rinso 
A.  Godfrey 
(173)  R 


Co-op 
Cecil  Brown 

(30) 


P  &  G,  Welcome 
Travelers 
(142) 


Carnation 
Family  Party 
(125)  R 


Miscellaneous 
Program 
S 


TBA 


Co-op 


Mr  Preside-  W 


10:15 


Pillsbury  S 
Wildroot.  Arthur 
Godfrey  (172)  R 


Faith  Our  Time 
S 


TBA 


2:45 


10:30 


Negro  College 
ChoTS 
S 


Voice  of 
Prophecy 
(281) 


Art  of 

Living 
S 


General  Mills 
Betty  Crocker 
(191)  R 


Gold  Seal 
Arthur  Godfrey 
(175)  R 


Say  It  with 
Music 


Campbell  Soup 
Double  or 
Nothing  (32) 


Look 
Your  Best 


News 


Pet  Milk 
Mary  Lee  Tay!( 
(ISO) 


3:00 


Hormel 
Girls  Corp  i 


10:45 


Church  of  Air 
S 


Morning 
Serenade 
S 


Serutan 
John  B. 
Kennedy  (69) 


National  Biscuit 
Arthur  Godlrey 
(173)  R 


Helen 
Hall 


3:15 


11:00 


Foreign 
Reporter 
S 


Newsmakers 
S 


Chrstian  Ret. 
Church,  Back  To 
God  (266) 


Faultless  Starch 
Starch  Time 
(50) 


Modern 
Romances* 


Liggett  &  Myers 
Arthur  Godirey 
(184)  R 


Co-op 
Behind  the 
Story 


Haskell  Co. 
Report  From 
Pentagon  ♦ 


Junior 
Junction 
S 


Cream  of  Wheal 
Let's  P'elend 
(154)* 


U.  S.  Marine 
Band 


Mind  Your 
Manners 
S 


3:30 


Lihrn  Laym 
Lutheran  Hi 
(HO) 


11:15 


Dawn  Bible 
Studinis,  Frank 
8  Ernest  '179) 


Howard  K. 
Smith 
S 


The  UN  Is 
My  Beat 


Co-op 
G.  Healter's 
Mallbag 


3:45 


11:30 


Hour  of  Faith 
S 


Salt  Lake  City 
Tabernacle 
S 


N'weslern  U 
Review 
S 


News  Hilites 
S 


Quick  as  a  Flash 

(206) 


Contn'l  Baking 
Grand  Slam 
(48) 


Bob  Poole 


Prudential  Ins 
Jack  Berch 
(139) 


At  Home 
With  Music 
S 


Lever-Rayve 
Junior  Miss 
(173) 


Hoosier 
Hotshots 


Brown  Shoe 
Ed  McConnell 
(163) 


4:00 


Gospel 
Broadcastit 
Co 


11:45 


Campana 
Solitair  Time 

(20) 


PSG 
Rosemary 
(137) 


Bob  Poole 


Babbitt 
David  Harum 

(58) 


4:15 


12:00  N 


Festival 
of  Music 


Invitation  To 
Learning 
S 


College  Choirs 


American 
Forum  of  the 
Air  S 


Philip  Morris 

Ladies  Be 
Sealed  (209)  • 


General  Foods 
Wen^y  Warren 
(150) 


Co-op 
Kate  Smith 
Speaks 


No  Network 

Service 


tOl  Ranch  Boys 
S 


Armrlron;  Cork 
Th23ter  ofT'day 
(174) 


Man 
On  Farm 


Barriault 
Washington 
News 


4:30 


12:15  P^ 


Lever  Bros. 
Aunt  Jenny 
(83) 


Gulf  Oil 
Lanny  Ross 


No  Net.T-Th.-F 
Echoes  Tropics 
S  Mon-Wed 


Public  Affairs 
S 


4:45 


12:30 


Piano 
Playhouse 


People's 
Platform 
S 


Mutual 
Chamber  Music 
S 


The  Eternal 
Light 


Out  ol  Service 


Wliltehall 
Helen  Trent 
(160) 


Miscellaneous 
Program 


Music 


American 
Farmer 


Plllsbury  M'l!s 
Grand  Cen  Sla 
(153) 


Dance 
Orches.ra 


U.S.  Treasury 
Luncheon  wl!h 
Lopez 


Milton 
Cross 


12:45 


Whilehall 
Our  Gal  Sunday 
(161) 


Burrus,  LI. 
Crust  Dough 
(MWF) 


5:15 


1:00 


Sammy  Kaye 
Sunday 
Serenade  S 


Richfield 
C.  Collingwood 

(32) 


News 


The  First 
Freedom 
S 


Co-op 
Baukhage 

(92) 


PSG' 

Big  Sister 
(141) 


Co-op 
Cedric  Foster 


Luncheon 
with  Lopez 
S 


Navy  Hour 
S 


Armour 
Stars  Over 
Hollywood  (181 


News 
S 


Allis-Chaimers 
Natl.  Farm  S  H 
Hour  .(165) 


5:30 


Think  Fa:  j 


1:15 


Elmo  Roper 
S 


Organ 
Moods 


Co-op 
Nancy  Craig 
(11) 


— PTTS — 
Ma  Perkins 
(145) 


Harvey 
Harding 


Armour  K  Co. 
Garroway 
(140) 


Jerry  S  Skye 


5:45 


N  C 


SDAY 

THURSDAY 

ARr               rRS               MBS  NBC 

FRIDAY 

ABC              CBS              MBS  NBC 

SATURDAY 

ARC                 rR<;                 MRS  NRC 

Be^t  of 
Kid  Stiiis 

News 

MB  VflsrrcB 
 s  

Metro.  Ufe  Ins 
Allan  Jackson 
 1^  

Repeat  of 
Kid  Strips 

News 
Lionel  Rieas 

(Not  in  Serriee 

Metro.  Life  las. 
Allan  Jackson 
ill', 

Repeat  of 
Kid  Strips 

News 

Lionel  Ricau 

HlUCIt  TTdlDCl 

News 

BdUCIUII 

s 

Harnoiy 
Rangers 

News 

6:00  PM 

Clem  McCarthy 
i:1S-S:20  S 

Yog  And  — 
S 

Clem  McCarthy 
E:1S-S:20  S 

You  And  — 

S 

WICm  nlbUdKllj 

Cliff 
Cameron 

Correspondents 

scraicn  rao 
  S.- 

On  the  Line 
Bob  Considine 

..  & 

6:15 

Sketches  in 
Melsdy 
1 — tiH.8;<i  t 

Ma  Matwitrk 

no  neiworK 

Sketches  in 
Melody 

i-.lhi-M  S 

No  Network 

Sketches  in 

mciOOy 

fi-?0.fi-45  S 

Harry 
Wismer 

Red  Barber 
Sports 

HI  neiier 

Living 

1930 

6:30 

Son  Oil  Co. 
3-Star  Eitra 
1  (-Mi  

P  &  G  (very 
Lowell  Thoinas 

h — — 

Son  Oil  Co. 
3-St3r  Extra 

HP 

P  &  G  Ivory 

Lowell  Thomas 
(781  R 

Suo  Oil  Go. 
(32) 

Remember 

Richfield 
L.  Leseuer 

(37) 

MUSIC 

Voices  & 
Events 
S 

6:45 

•u 

Itoa  Lewis  jr. 
(J91) 

Miles  Ljbs. 
One  Man's  Fam. 
— (UT)  H  » 

Co-op 
Headline  cdiuOB 

— ^ — 

P  &  G  Dreft 
Beulah 
 *-B  

Fulton  Lewis  jr. 

(291) 

Miles  Labs. 
One  Man's  Fatn. 
,H7i  H  B 

Co-op 
Headline  Edition 
I.i3,i 

P  &  G  Dreft 
Beulah 
(SljJi. 

Fulton  Lewis  jr. 
.291) 

Miles  Labs. 
One  Man  s  Fam. 
(1i7,l  H  R 

Dell  Trio 

1  DA 

Hawaii  Calls 
 .i 

7:00 

'  Miseetiuedis 
>  Progran 
 ;  

Miles  Ubs. 
News  of  World 

Co-op 
Elmer  Davis 
 1^  

P  &  G  Oxydol 
Oxydo!  Show 
..  MaJt  

Miscellaneous 

11  ug  Id  III 

,  ._S  

Miles  Labs. 
News  ol  W^rld 

,19li, 

Co-op 
Elmer  Davis 

P  8  G  Oxydol 
Oxydol  Show 

-iiit  R 

Miscellaneous 
Program 

Mil3s  Labs. 

Npw<:  of  WnrlH 
iiCna  ui  vTUIIil 

— Oisj — 

Co-op 
Bert  Andrews 

7:15 

Gabriel 
Heatler 
 S  

1  :Ht) 

Daoce 
Orchestras 
 S  

Connter-Spy 
;274) 

Campbell  Soup 
Club  15 
 Oifc-B  

Gabriel 

ncaiici 

 s —  . 

The 
Playboys 

General  Mills 
Lone  Ranker 
,1751° 

Campbell  Soup 
Club  15 
 (.155,1  R 

Gabriei 
Heatter 
s 

Dance 
Orchestras 
S 

Buzz 
Adiam 

R  J.  Reynolds 
Vaughn  Monroe 

— (m — 

Comedy  of 
1  7;30.7:55  

Joe  Di  Maggio 
Show 
 S  

7:30 

'     1  Uve 
A  Mystery 

Pore  Oil  Co. 
KalteoborD 
 ^  

American  Oil 

FA  Miirrnw 
kUi  rnuiiun 

 m  

1  Love 
A  Mystery 

Pure  Oil  Co. 
Kaltenborn 

tt  « 

American  Oil 
Ed.  Murrow 

(.73) 

1  Love 
A  Mystery 

Pure  Oil  Co. 
Kaltenborn 

7:55-8  Kennedy 
S 

7:45 

Tbe  Hidden 
1  Trath 

■!  s  

Sehiitz 

Hatic  nf  lv¥ 

nans  oi  ivy 

— — . 

Screen  Guild 
Players 

P  S  G  Lava 
F.B.I. 

Califoriiia 
Caravan 
s 

Gen.  Foods 
Aldrich  Family 
.  iUlX, 

Fat  Man 

(.135 1  R 

Philip 
Marlowe 

Bandstand 
U.S.A. 

S 

stars  and 
Starters 
s 

Dixieland 
Jazz  Bands 

Wrigley 
Geoe  Autry 
(1711) 

Ronson  Metal 
20  Questions 

— tail — 

Dance 
Bands 
S 

8:00 

1 

8:15 

1  Inteniatitial 
'  Airrtrt 

Kraft 
Gildersiccve 
 ^4*^  

Whitehall 

— okuB  

'  Mr. 
Feathers 

Gen.  Foods 
Father  Knows 
Best  (1611 

Eouitable  Life 
This  Your  FBI 
i221l  R 

Up  For 
Parole 

Masic 

Gulf  Refining 
We  the  People 
(115) 

Hollywood 
byline 

Gen.  Foods 
Hopalong  Cas- 
sidv  (110)  R 

Take  A 
Number 

8:30 

8:45 

\\  tlHPiBS 

Brslel  Myers 
Weak  iiie  oanK 
 lWSj  

CId  Gold  Orig 

AlDStSUT  HoDf 

(173) 

Electric  Auto- 
Lite,  Suspense 

.  (,17fi,i 

Limerick 
Show 
S 

L&MFatima 
Dragnet 

(MS)  R 

Heinz 
Thin  Man 
(207) 

Songs 
For 
Sale 

Air  Force 
Hour 

s 

TBA 

Norman 
Brokenshire 

Shtn 

Gen.  Foods 
Gangbusters 

noO)  R 

True  or  False 
S 

Amer.  Tob.  Co. 
Your  Hit  Parade 
fits)  R 

9:00 

9:15 

1 

ia 

nily  Theatre 

Bristol  Myers 
Disl.  Attorney 
.  (IliE) 

Philip  Morris 
Crime  Phota'. 

(m\ 

Vincent  Lopez 
Show 
S 

Blatz  Brewing 
Duffy's  Tavern 
(lESl 

Pac.  C.  Borax 
The  Sheriff 
(191) 

Co-oa 
Meet  the 
Press 

Jack  Lalt 
Confidential 

Music  By 
Bovero 

Gen.  Foods 
My  Favorite 
Husband  (154) 

Lombardo 
USA 
S 

TBA 

9:30  { 

Ue  Hats 
Robert 
Mnntfompry 

Ch.Sparl(Plug 
Roil  Call 
'215 

9:45  1 

e 

A.  F.  o!  L. 
ommentalors 
'1IS1 

Am.  Ci°.  S  C';. 

The  Rl3  Slarv 

'172) 

Aathar 
Msets  Criti's 

s 

Hall  Bros. 
Hallmark 

Playtitass  1.9' 

A.  F.  of  L. 

Comtnenta'ors 

TBA 

Steel  Pier 

Phillips  Petro. 
Rex  Alien  Show 
(63) 

A.  f.  ol  L. 
Commentators 
(146) 

Wanted 
S 

Martinique 
Orchestra 

Sing  It  Again 
S 

Chicago  Theatre 
of  the  Air 
S 

Basin 
Street 
S 

10:00  1 

Dt-tf 

Newsreel 

Co-op 

Newsreet 

Co-op 

Newsreel 

10:15  1 

■031IIE  - 

Orchestra 
S 

Reull 
Rich.  Diamond 

— (m- 

Paul  Harvey 
S 

 HohelielJ — 

Skjppy  Holly- 
wood Theater 

Dance 
Orchestra 

Sen.  Mills 
Sarah's  Private 
Caoer  i138i 

Claremont 

Capitol  Cloak 
Room 
S 

Dance 
Orchestra 

Col.-Palm.-Peet 
Sports  Newsreel 

(76) 

Saturday 
At  the 
Shamrock 

Carter  Prod. 
Sing  It  Again 
(140) 

R.J.Reynolds 
Grand  Ole  Opry 

(159) 

10:30  1 

Rei  Maupin 

 m — 

Pro  g  Coo 
S 

Sing  It 
Again 
S 

10:45  1 

licrds 
de 


4iivitt. 

fliers 


UNDAY 

MRS 


Lutheran 

Hour 
(Luthoran) 


-1' 


— 


II 


fe 


Music 
wifi 
Trnndlitr 


U  of  Chicago 
Round  Table 
 S  


Co-op 

Bill  CunnisghaiB 



Vetersn  Wants 

to  Know 
 i  


T.-easry 
Variety  S!uw 


Hashknife 
Hartley 


General  Foods 

Hopalen; 
Cassidy  (482) 


U.S.  lonacco 
Wn  Ga'fan 
P'ivaie  Inveslgr 


Grove  Labs'4:0) 
Th?  Shadow 


Williamson 
True  Dete:tive 
Mysteries  '472 


NBC 

Theatre 
 S  


The  Truitls 
S 


Miles  Labs. 
Quiz  Kids 
(161) 


KraH 
The  Falcon 
(149) 


Shulton 
High  Adventure 
Start:  9  24 


The  Big 
S 


Guy 


lat'i  Harvester 
Harvest  of  Stars 
LP  9,17 


.ML. 


MONDAY  -  FRIDAY 


(Not  in  Senriee 


Co-op 
Art  Baker's 
Nnlfhuk 


Co-op 

Welcome  to 
Hr'lYwcod 


Chance  of 
Lifetime 


Bride  &  Groom 
(221) 


Hannibal 
Cobb 


Green  Spot 

Surprise 
Package  '88 


Surprise 
Package 
S 


Conv.  with 
Casey 


Ted  Malone 
S 


Fun  House 


(See  Footnotes 


P8G 
Dr.  Malone 
 Lm  


PSG 

Guidin;  Light 
 OiL  


Gen.  Fds.-Jello 
Mrs.  Burton  (68 
Oaaker  '34 


P  &  G 
Perry  Mason 
(147) 


Toni  Co. 
Nora  Drake 
(158) 


PSG 

Brighter  Day 

(106' 


Babbitt,  Nona 
From  Nowhere 

(144' 


Miles  Labs. 
Hillloi  House 
(139! 


Pillsbury 
House  Party 
(151 


Co.-Palm.-Peel 
Strike  It  Rich 
(38)  R 


Treasury 
Bandstand 


Music 


Ralston 
Checkerboard 
 Jamboriif;  


Miles  Labs 
Ladies'  Fair 
 (438) 


Also  Baseball 
until  4  p.m.) 


Miles  Labs, 
Queen  for  A 
Day  (431 ) 


Bob  Poole 
Show 


Miscellaneous 
Programs 


BSD 

Chu'.klewagon 


4:55-5  News 


M-T-W 
The  Chicagoan: 

Thur.-F-i. 
SI.  Louis  Mat. 


Top  Tune 
Time 


Miles  Labs. 

Curl  Massey 

Time   HI  R 


NBC 


Co-op  News 
George  Hicks 


Manhattan  Soap 
We  Love  and 

''6?' 


Camibell  Soup 

Double  0." 
Nothing  !l32i 


General  Mills 
Live  Like  A 
Millionaire  (74) 


PSG 

Life-Beautiful 
(152) 


PSG 
Road  ol  Life 
(152) 


PSG 
Pepper  Young 

(1551 


PSG 
Right  to  Happi- 
ness '152) 


Sterl  ng  Drug 
Backstage  Wife 
(146) 


Sterling  Drug 
Stella  Dal.as 
(146) 


PSG 

Lorenzo  Jones 
(144) 


Sleriing  Drug 
Y.  Widder 
Brown  (146) 


McrTs 
Record  Adv. 
M-F  .Ihr. 


National  Biscuil 
Tnes.-Thurs 
S  Arrow  (543) 


B  Bar  B* 
M.T.Th.F. 


Genera!  Foods 
When  Girl 
Marries  (83) 


Genera!  Foods 
Portia  Faces 
Life  (92) 


Wh^tihall 
Just  P'ain  Bill 
(61) 


Whitehall 
Front  Ps-e 

FjTcll  60 


ABC 


Gridiron  Frolics 
S 


Operetta 
Matinee 
S 


Concert  of 
American 
Jazz 


Where 
There's  Music 
S 


Old,  New,  Bor- 
rowed, Blue 
S 


Horse  Races 
S 


Treasury 
Bands 
S 


Teas 
Crumpets 
S 


Club  Aluminum 

Club  Tims 


SATURDAY 

CBS   MfiS- 


Toni  Co. 
Give  and  Take 

 ijisn  


Hormel  S  Co 
Music  with  H. 
Giris  (98) 


Gen  Foods 
Baseball 

(7S, 


2:30-5  A  lernate 
Weeks 
Dance  Music 


Report  From 
Overseas 


Adventures 
in  Science 


CBS  Farm 
News 


Dance 
Music 


Horse 
Races 


Dance 
Music 


Dance 
Orchestra 


Make  Way 
for  Youth 


Barn  Dance 
S 


Bands  for 
Bonds* 


Dunn 
On 
Discs 


Caribbean 
Crossroads 


Sports 
Parade 
S 


True  or 
False 


Radie  Harris 
(Dowey) 

(50^ 


Twin  Views 
ol  News 


NBC 


TBA 


TBA 


U.S.  Army 
Band 
S 


Hollywood 

Bowl 
Concerts 


TBA 


Slim  Bryant 


Herman 
Hickman 


Palst 
Sportscast 
(150) 


Explanatory:   Listings  in  order:  Spons 
name  of  progranv  number  ol  stations;  S  sii 
taining:  R  rebioadcast  west  coast;  TBA  to  be 
announced.   Time  is  EDT. 


tll-H:30  AM  Tues.  and  Tnurs.,  Modern  Ro- 
mances,   Norwich  Pharmacal. 

|i2:25-12:30  PM  Mon.-Fri..  Toni  on  225  stations 

3:30-3:35  PM  Mon.-Fri..  Philip  Mo  .  )v  w  ,H. 
Kiernan's  One  Man's  Opu 

5:30-6  PM  M-  •    Wed..  Sup. 

S:30-6  P.  rhur..  Spa. 

9:30-6  PM  Jrii..  Green  Hornet. 

7  Sn-R  PM  M-\V-F     ,^1.  .'I  i.-.m  11 


ll  1-11:05  AM  Sat.,  Seeman  Bros..  Bill  Shadel 
News,  170  stations. 

,3:35-4  PM  M-F.,  Pillsbiirv  Mills  Inc.,  Cedric 
Adams,  153  stat' 


MBS 

^9  PM  Mon.-Fri..  Bill  Henry  &  tbe  News. 
lohns-Manville,  374  stations. 

,  2-4  PM  Sat..  Baseball  Game  of  the  Day  heard 

in  Midwest. 

-6  PM  Wed.,  Challenge  of  'Vukon. 


[8-3:15  AM  Mon.-Fri.,  Alex  Drier.  Skelly  Oil 
Co.,  25  stations 


IS  AM 


.  rming  Business. 

Damme 


BROAD^STINC 

Tlia  N«wsv4oJ^^I  Radio  end  TiUv  i  r 

T^CASTINC 

at  28 


FREE 


TO  NEW  SUBSCRIBERS 

1950 

BROADCASTING 
MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

"...  the  most  valuable 
tool  for  evaluating  mar- 
kets, radio'tv  time  buying 
in  years." 

SELLS  SEPARATELY  FOR  $1.00 

Just  out,  this  250-page 
MARKETBOOK  will  be 
sent  to  new  subscribers 
upon  receipt  of  order. 

Here  in  one  complete  book 
are  all  the  essential  facts  & 
spot  rate  figures  for  buy- 
ing/selling AM  FM  TV 
time.  Three  color,  25"  x 
35"  radio-tv  map  included 
with  each  copy. 


SPECIAL  OFFER  TO 
NEW  SUBSCRIBERS 


$ 


For  a  limited  time  a  regular  $7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 


Broadcasting  •  Telecasting 

870  NATIONAL  PRESS  BLDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
52  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

□  $7  enclosed  □  please  bill 
~  NAME 


COMPANY 


STREET 


CITY 


ZONE  STATE 


CITIZEN'S  AUTO  INSURANCE,  Salt  Lake  City,  appoints  Ross 
Jurney  &  Assoc.,  same  city,  to  direct  all  advertising.  Extensive 
use  of  radio  planned  in  Rocky  Mountain  region,  TV  in  Salt  Lake 
City.    Ralph  D.  Herbert,  account  executive. 

CHESEBROUGH  Mfg.  Co.,  N.  Y.  (Vaseline  Cream  Hair  Tonic),  renews 
Greatest  Fights  of  the  Century  over  KTLA  (TV)  Los  Angeles,  WDSU- 
TV  New  Orleans  and  KING-TV  Seattle  for  39  weeks  beginning  first 
week  in  September.  Program  carried  also  by  NBC-TV  following 
Friday  night  fight  telecasts.  Agency :  Cayton  Inc.,  N.  Y. 

CALGON  Inc.,  Pittsburgh  (packaged  water-conditioner),  starts  one- 
minute  announcements  over  WDTV  (TV)  Pittsburgh  in  fall.  Further 
expansion  contemplated.  Agency:  Ketchum,  MacLeod  &  Grove  Inc., 
Pittsburgh. 

TOMAT-O-PEP  Co.,  San  Jose  (canned  tomato  juice),  names  Lon  Adv. 
Service,  same  city.  Radio  and  TV  will  be  used. 

CHARRINGTON  &  Co.,  N.  Y.  (beer  and  ale),  names  Victor  A.  Bennett 
Co.,  N.  Y.,  to  direct  marketing  plans  in  U.  S.  Media  not  yet  determined. 

GLAMOUR  PRODUCTS  Co.,  L.  A.  (Vitrex),  starting  two-minute  video 
announcements  on  WNBT  (TV)  WPIX  (TV)  WABD  (TV)  all  New 
York,  with  expansion  into  other  eastern  markets  planned  for  fall. 
O'Brien  &  Dorrance,  N.  Y.,  handles  firm's  eastern  advertising. 

ZOOMER  Corp.,  N.  Y.  (Zoomer  television  and  newsreel  lens),  names 
McLaren,  Parkin,  Kahn  Inc.,  N.  Y.,  to  direct  advertising.  Media  plans 
currently  being  made. 

WHITE  ROCK  BOTTLERS  Co.,  L.  A.  (Welchade),  appoints  Davis  &  Co. 
L.A.,  to  direct  advertising.  TV  to  be  used. 


SEALY  MATTRESS  Co.,  L.A.,  renews  thrice-weekly  sponsorship  Chet 
Huntley  newscasts  on  six  Columbia  Pacific  Network  California  stations, 
Tues.,  Thurs.,  Sat.,  5:30-5:45  p.m.,  PDT.  Contract  for  52  weeks.  Agency: 
Alvin  Wilder,  L.A. 

GILLETTE  SAFETY  RAZOR  Co.,  Boston,  renews  Fri.  evening  boxing 
bouts  for  sixth  consecutive  year  over  ABC  at  10  p.m.,  beginning  Sept.  15. 
Agency:  Maxon  Inc.,  N.  Y.  Company  also  sponsors  fights  on  NBC-TV, 
same  time. 

RCA  VICTOR,  Camden,  N.  J.  (45  rpm  player),  signs  Jack  Parr  ag  m.c. 
of  NBC  Take  It  Or  Leave  It,  under  new  title,  $6Jt  Question,  effective 
Sept.  10.  RCA  takes  over  sponsorship  from  Eversharp.  Contract  for 
13  weeks.  First  six  weeks  from  N.Y.,  last  seven  originate  in  Hollywood. 
Agency:  Blow  Co.,  Hollywood. 

MURINE  Co.,  Chicago  (eye  wash),  starts  Sam  Hayes  newscasts  Tues., 
4:45-5  p.m.,  PDT.,  and  Sat.,  5:45-6  p.m.,  PDT.,  on  full  Don  Lee  network 
of  45  stations  plus  three  Arizona  affiliates  (KOY  Phoenix  KTUC  Tucson 
KSUN  Bisbee)  and  27  Mutual  intermountain  stations.  Contract  for  13 
weeks.    Agency:  BBDO,  Chicago. 

TINTAIR  Inc.,  N.  Y.  (home  hair  dyes),  to  sponsor  Frank  Sinatra, 
Sun.,  5-5:15  p.m.  over  CBS,  beginning  Oct.  22.  Agency:  Cecil  &  Presbrey 
Inc.,  N.  Y.  Firm's  CBS-TV  show.  Conflict,  originally  scheduled  for  Wed., 
9:30-10,  changed  to  Wed.,  9-9:30  p.m. 

EXQUISITE  FORM  BRASSIERE,  N.  Y.,  to  sponsor  15-minute  variety 
series.  Bobbins  Nest,  featuring  Disc  Jockey  Freddie  Robbins,  over  ABC- 
TV,  11-11:15  p.m.,  beginning  Sept.  29.    Agency:  Branford  Adv.,  N.  Y. 


e  • 


F.  T.  MINCOLLA,  Montgomery  Ward  &  Co.,  named  merchandise  man- 
ager for  Lone  Ranger  products  by  Trendle-Campbell  Enterprises,  Detroit, 
producer  of  radio-TV  programs. 


in  Dollar  Value 


NASHVILLE 

*BecauAe 

mm 


J 


((•presented  By 
FORJOE  &  CO.,  INC. 
T.  t,  •oker,  Jr.,  Genera/  Manager 
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KEITH  B.  SHAFFER,  KMBC  Kansas  City,  to  Erwin,  Wasey  &  Co., 
N.Y.,  as  director  of  radio.    RICHARD  L.  EASTLAND  to  director 
of  TV,  with  RAY  SIMS  continuing  as  timebuyer  for  radio-TV. 
All  work  under  C.  H.  COTTINGTON  [Broadcasting,  Aug.  21]. 

VIRGINIA  RUSSETT,  from  Schwimmer  &  Scott,  Chicago,  radio-TV 
department,  to  J.  Walter  Thompson,  also  Chicago,  as  assistant  in  time 
buying  department  headed  by  Ed  Fitzgerald. 

FRANK  McKIBBEN,  vice  president  and  account  executive,  Hal  Stebbins 
Inc.,  L.  A.,  to  McCann-Erickson,  that  city,  as  account  executive. 

TOM  HICKS,  radio-TV  program  director,  Fletcher  D.  Richards  Inc., 
N.  Y.,  to  Geyer,  Newell  &  Ganger  Inc.,  N.  Y.,  as  executive  producer. 

SHERWIN  L.  TOBIAS,  secretary  and  media  director  Simmonds  &  Sim- 
monds  Inc.,  Chicago,  to  manager  St.  Louis  branch.  SHELDON  WAS- 
SERMAN,  production  manager,  to  media  director. 

FREDERICK  ASHER  Inc.,  20  N.  Wacker  Dr.,  Chicago  6,  established. 
FREDERICK  ASHER,  advertising  manager  Consolidated  Book  Publish- 
ers, president;  CHARLES  E.  COMPTON,  account  executive  CBS  Radio 


When  you're  making  out  that  schedule  for  the 
Southwest  don't  overlook  this  sales-winning  pair  of  CBS 
stations.  For  availabilities  and  rates,  write,  phone  or 
wire  our  representatives. 

National  Representatives 

JOHN  BLAIR  &  CO. 


on  all  accounts 


IF  Dick  Dumit  should  be  asked 
what  was  the  most  interesting 
account  he  handled,  he'd  prob- 
ably say  the  spot  teaser  campaign 
that  helped  sell  housing  sidewalls 
by  the  thousands.  And,  Dick  will 
be  quick  to  add  that  his  biggest 
headache  was  handling  a  Western 
band  for  a  client.  Among  other 
eccentricities,  the  piano  player 
wiggled  his  ears. 

Director  of  all  radio  copy  and 
programs  originating  from  the 
A  y  1  i  n  Advertising 
Agency  in  Houston, 
Dick  uses  the  two 
instances  to  illus- 
trate the  versatility 
needed  in  handling 
accounts  success- 
fully. 

That  he  has  and 
does  handle  such  ac- 
counts successfully 
is  shown  by  a  list  of 
some  of  the  clients 
now  under  his  direc- 
tion at  the  Aylin 
agency.  These  in- 
clude Angly  Lumber 
Co.,  Arrow  Mills, 
Barbour's  Profes- 
sional Opticians, 
Black-Brollier  con- 
crete tile,  Schroeder 
Lumber  Co.,  Temple  Lumber  Co., 
Foxworth-Galbraith  Lumber  Co., 
the  Henke  &  Pillot  grocery  chain, 
Johnston  Motor  Co.  and  James 
Bute  Co.,  all  of  them  leading  Hous- 
ton concerns. 

Richard  Ray  Dumit  was  born  in 
Tulsa,  Okla.,  on  Feb.  1,  1918.  He 
stayed  around  Tulsa  long  enough 


DICK 


to  make  his  bow  into  the  business 
world  as  a  sports  writer  for  the 
Tulsa  Tribune. 

Then  came  the  war  and  Dick, 
glasses  and  all,  was  among  the  first 
to  be  drafted.  Tiring  of  KP  duty, 
he  decided  to  try  and  put  his  news- 
paper training  into  use  in  a  job  on 
the  camp  newspaper  at  Camp 
Barkley,  Tex.  Later  he  helped 
originate  the  Camp  Barkley  radio 
station  along  with  Bill  King,  now 
a  radio  man  in  Savannah,  Ga.  The 
pair  padded  the 
walls  with  G.  I. 
blankets  and  got  Bill 
Mauldin  to  decorate 
one  wall  with  a  mu- 
ral showing  an  artil- 
lery piece  about  to 
be  fired  in  front  of 
a  microphone. 

Later  in  his  Army 
career,  Dick  was 
shipped  to  Fort 
Smith,  Ark.,  where 
he  met  Norine  Pray- 
tor,  later  to  become 
Mrs.  Dumit.  He 
went  overseas  with 
the  6th  Armored  Di- 
vision as  an  artil- 
lery forward  observ- 
er. After  the  Ger- 
m  a  n  s  surrendered, 
he  broke  his  leg  and  smashed  a 
cheek  in  a  jeep  accident.  Shipped 
back  to  the  states,  he  decided  to  get 
in  on  the  "glamour"  of  advertising 
life. 

Dick  spent  his  last  leave  looking 
for  connections  in  Houston  and,  in 
early  1946,  he  joined  a  Houston 
C Continued  on  page  US) 
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Sales,  vice  president;  ROBERTA  MILLER,  secretary,  and  EGON  UN- 
GAR,  art  director.  Firm  will  handle  radio  and  TV  advertising. 

GEORGE  IRWIN,  head  George  W.  Irwin  Co.,  Beverly  Hills,  Calif.,  in 
N.  Y.  till  end  of  month  in  connection  with  Columbia  Air  Coach  account. 

JERRY  VERLEN,  head  of  his  own  agency,  to  Walter  Weir,  N.  Y.,  as 
account  executive.  Will  also  work  with  firm's  planning  committee. 

5  JAMES  R.  LARGE,  vice  president  Jenkins-Large  Inc.,  L.A.,  in  Chicago 
•to  set  up  agency  office  to  facilitate  expanding  client  growth,  particularly 
jin  TV.  Firm  also  planning  to  appoint  N.  Y.  representative. 

;M.  S.  BROOKMEYER  to  vice  president  S.  R.  Leon  Co.,  N.Y.  With  com- 
pany for  14  years. 

WALLACE  RIGBY  to  Ruthrauff  &  Ryan,  N.  Y.,  as  account  executive. 
Was  with  Young  &  Rubicam  and  Kroger  Co. 

"KEVIN  FARRELL,  N.  Y.  staff  J.  Walter  Thompson  Co.  international 
department,  to  Paris  staff. 

I  JACK  LANDT  to  N.Y.  staff  George  R.  Nelson  Inc.,  as  associated  TV 
producer  for  Mohawk  Showroom,  NBC-TV. 

\ 

JULIAN  GERARD  to  account  executive  Buchanan  &  Co.,  N.Y.  Was  in 
publicity  in  fashion  and  cosmetic  fields  as  head  of  own  firm. 

HOWARD  GOSSAGE,  Charles  Stuart  Adv.,  S.  F.,  to  Consolidated  Adv. 
Agency,  S.  F.,  as  account  executive. 

HERMINIO  TRAVIESAS,  CBS-TV  sales  service  manager,  to  BBDO, 
jN.  Y.,  in  administrative  capacity  in  agency's  TV  department. 

WILLIAM  BONYUN,  president  Daggett  &  Ramsdell,  Newark,  N.  J. 
(toilet  articles),  to  O'Brien  &  Dorrance  Inc.,  N.Y.,  as  marketing  and 
sales  consultant  on  cosmetic  and  drug  accounts. 

br.  A.  MacTAGGART,  account  executive  J.  J.  Gibbons  Ltd.,  Toronto,  to 
Walsh  Adv.  Ltd.,  Toronto. 

FRANCES  YOUNG,  head  of  radio-TV  department  J.  Walter  Thompson, 
S.  F.,  married  Frank  G.  Austin  Jr.,  Dept.  of  Justice,  S.  F.,  July  16. 

HAL  WALKER,  Rhoades  &  Davis,  S.  F.,  to  Garfield  &  Guild,  same  city,  as 
Icreative  director. 

ASSOCIATED  ADVERTISING  AGENCY  Inc.,  Wichita,  Kan.,  elected 
to  American  Assn.  of  Advertising  Agencies. 

New  Addresses:  WADE  Adv.,  L.  A.,  moves  to  6233  Selma  Ave.,  Holly- 
wood, about  Sept.  23.  BUTLER  EMMETT  Adv.,  Portland,  Ore.,  to  207 
Concord  Bldg.    Phone  remains  ATwater  8327. 


I 


'OUR  of  the  10  New  York  advertising  agency  judges  who  selected  "Miss 
•Voshington  of  1950"  in  a  beauty-talent  contest  sponsored  by  WWDC  Wash- 
ngton,  congratulate  the  winner  after  the  recent  finals.  L  to  r:  Eugene 
-itt,  Kenyon  &  Eckhardt;  Genevieve  Schubert,  Ted  Bates  &  Co.;  Sandra  Stahl 
"Miss  Washington");  Fred  Stoutland,  BBDO,  and  Arthur  Pardoll,  Sullivan, 
Stauffer,  Colwell  &  Bayles. 


No  Other  News 
Tops  WBEN  News 


This  is  a  conservative  statement. 

WBEN  news  has  consistently  and 
conclusively  topped  all  other  news 
programs  and  news  commentators  heard 
in  the  BUFFALO  market.    That  includes 
networks  as  well  as  local. 

Reason  why  is  simple: 
WBEN  news  is  complete.  It  is 
backed  by  three  leading 
wire  services  plus  the 
complete  facilities  of  one 
of  America's  great  newspapers: 
The  BufiEalo  Evening  News. 

WBEN  news  is  consistent. 
It  runs  a  full  quarter- 
hour  and  occupies  the 
same  periods  year  in  and 
year  out.    WBEN  news 
is  edited  by  a  staff  of 
radio-trained  writers 
who  work  in  Buffalo's 
news-gathering 
center — the  editorial 
rooms  of  The  Buffalo  Evening  News 

WBEN  news  is  sold  out, 
but  the  WBEN  news-story 
is  one  that  every  time- 
buyer  should  know  as  it  is 
representative  of  the 
overall  WBEN  operation. 


WBEN  Is  the  Buffalo  Station 
Most  People  Listen  to 
Most  oi  the  Time 

Basic  NBC     •     5000  Watts 
mPRESENTED  NATIONOLLY  BY  PETRY 
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PUSH-BUTTON  CONTROL  puts  tape  recording 
facilities  at  your  fingertips. 


Miffh-Fiiieiiiy  Tape 
-'iha  fiaesi  money  ean  buy  I 


Remote  Control  Unit,  MI-H948.  Available  extra. 


T 

Xhis  is  the  world's 
foremost  professional 
tape  recorder,  the  one 
recorder  that  has  every- 
thing— accurate  timing, 
low  wow  and  flutter,  plus  quick  starting.  All  operations 
are  push-button  controlled.  All  functions— including 
cueing — can  be  extended  to  remote  positions. 

Designed  for  applications  where  operating  TIME 
and  RELIABILITY  are  prime  factors,  the  new  Type 
RT-llA  Recorder  offers  a  number  of  exclusive  features. 
For  example,  you  can  start  or  stop  the  tape  in  0.1  second. 
You  can  jockey  the  tape  back  and  forth  for  cueing  with- 
out stopping.  You  can  rewind  a  standard  10V2-inch  reel 
in  one  minute! 

A  synchronous  capstan  makes  it  practical  to  hold 
recording  time  to  =^21/2  seconds  in  a  30-minute  run. 


And  with  synchronizing  equipment  .  .  .  for  which  pro- 
vision is  made  .  .  .  timing  can  he  held  to  0.3  second  on 
any  length  program! 

Many  more  important  features,  too. 

Self-centering  "snap-on"  hub  adaptors  assure  perfect 
reel  alignment  with  either  RMA  or  NAB  reels.  A  com- 
plete system  of  control  interlocking  virtually  eliminates 
the  possibility  of  accidentally  erasing  a  program — makes 
it  impossible  to  snarl  or  "spill"  the  tape.  "Microswitch" 
control  stops  the  machine  if  the  tape  is  severed— applies 
reel  brakes  instantaneously.  The  tape  automatically  lifts 
free  and  clear  of  heads  during  fast  forward  runs  or  re- 
winds. Tape  alignment  over  the  heads  is  held  precisely 
by  a  floating  casting.  Starting  wow  is  reduced  to  the 
vanishing  point. 

BY  ALL  MEANS,  call  your  RCA  Broadcast  Sales 
Engineer  for  complete  details.  Or  mail  the  coupon. 


AUDIO  BROADCAST  EOUIfMEMT 

RAD  to  CORRORATtOM  of  AMERICA 

eMOINeSRINO  PRODUCTS  DERARTMEMT.  CAMDEM.  N.J. 
In  Canada:  RCA  VICTOR  Company  limited,  Montrool  . 


RCA  Engineering  Products, 
Department  19  GO, 
Camden,  New  Jersey 

Send  me  more  information  (including  price  and  delivery)  on 
your  new  De  Luxe  Tape  Recorder,  Type  RT-llA. 

NAME  

ADDRESS  

STATION  OR  FIRM  


CITY. 


STATE. 
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Leif  Eid's  astute  observa- 
tions in  the  national  and 
international  news  scene 
have  long  been  recognized 
as  must  listening  in  the 
Capital  area. 

Eid's  timely  ten  minutes 
each  Monday  thru  Satur- 
day from  6:05-6:15  pro- 
vides peak  listening  for 
your  product  message. 

This  program  is  available 
on  Tuesday,  Thursday  and 
Saturday  nights,  only. 

The  natural  appeal  of  this 
time  segment  alone  is 
enough  to  merit  your  care- 
ful thought.  The  program 
immediately  follov/s  five 
minutes  of  late  news  bulle- 
tins, while  Eid  enjoys  an 
unparalleled  reputation  for 
what  newsmen  call  a  'tight 
story.' 

WRC  or  National  Spot  Sales 
can  provide  further  details 
...  all  of  them  solid  facts 
for  your  consideration. 

IN  THE  HATIOH'S  CAPITAL 


YOUR  BEST  BUV  IS 


r 


FIRST  in  WASHINGTON 


5000  Watts  -  980  KC  | 

pro  anted  by  NBC  SPOT  SALtS 


feature  of  the  lueek 


A  THIRD  generation  of  the  Convey 
family  is  now  participating  in 
operation  of  KWK  St.  Louis. 

Employed  by  his  father,  Robert 
T.  Convey,  president  of  the  MBS 
outlet,  Robert  Jr.,  13,  has  been 
serving  as  assistant  page  boy  dur- 
ing his  summer  vacation  from 
Country  Day  School  in  St.  Louis. 

Robert  is  carrying  on  the  tradi- 
tion established  by  his  grandfather, 
Thomas  P.  Convey,  who  founded 
KWK  back  in  1927.  Before  putting 
KWK  on  the  air,  the  pioneer  broad- 
caster of  the  Convey  family  had 
formed  the  "Voice  of  St.  Louis 
Inc.,"  a  corporation  operating 
KMOX  under  a  unit  plan.  Later,  he 
took  over  KFVE,  the  present  KWK, 
which  took  the  air  on  St.  Patrick's 
Day,  a  day  always  held  in  rever- 
ence by  the  Conveys. 

About  the  time  he  took  over 
KWK,  Thomas  Convey's  15-year- 
old  son  began  his  radio  career  as 
announcer  in  the  budding  enter- 
prise. On  the  air  he  was  known  as 
"Bob  Thomas." 

Today,  the  same  "Bob  Thomas" 


Two  Conveys,  Robert  T.  (I)  and 
Bob  Jr.,  discuss  the  day's  business. 

is  KWK's  president,  and  against 
this  background  of  early  entrance 
into  broadcasting,  Robert  Jr.  con- 
tinues the  Convey  pattern. 

The  youngest  Convey  has  man- 
aged to  get  his  start  at  an  even 
earlier  age  than  did  his  father — 
beating  his  dad's  entrance  in  radio 
by  two  years. 


strictly  business 


MR.  PERLSTEIN 

"RADIO  and  television  are  effec- 
tive media  because  they  reach  the 
largest  number  of  people  while 
they  are  at  home  relaxing." 

This  statement  was  made  by 
Pabst  Blue  Ribbon's  director  of  ad- 
vertising, Nathan  N.  Perlstein,  who 
added : 

"We  like  to  contribute  to  that 
relaxation  by  means  of  subtle  com- 
mercials, rather  than  to  repeatedly 
slap  the  listener  down  with  annoy- 
ing plugs. 

"In  the  broader  sense,  aside  from 


its  value  as  a  commercial  medium, 
radio  is  the  backbone  of  America. 
It  gives  enjoyment  in  the  home, 
keeping  the  family  together.  It  is 
an  important  part  of  our  American 
democracy." 

These  are  the  views  of  a  man 
whose  firm  spends  more  than  $5 
million  per  year  in  advertising, 
with  a  major  portion  allocated  for 
radio  and  television. 

Nathan  Perlstein  started  his  ad- 
vertising career  with  Meyer,  Both 
Advertising  Co.,  a  syndicate  house. 
After  several  years  with  them  he 
joined  the  advertising  agency  of 
Matteson,  Fogarty  &  Jordan,  Chi- 
cago. During  the  Chicago  World's 
Fair  in  1933  and  1934  he  was  in 
charge  of  publicity  and  promotion 
of  the  Pabst  pavilion. 

As  producer  of  the  Ben  Bernie 
show,  he  became  the  world's  young- 
est radio  producer.  At  this  time 
the  agency  name  was  changed  to 
Morris,  Windmiller  &  Enzinger 
and  his  title  was  radio  and  promo- 
tion director.  Later  the  agency 
was  again  changed  to  Morris, 
Schenker  &  Roth. 

In  1938  Mr.  Perlstein  joined 
Pabst  as  merchandising  manager 
and  later  on  became  advertising 
manager.  In  1948  his  title  again 
was  changed  to  director  of  adver- 
tising, both  for  Pabst  Sales  Co.  and 
(Continued  on  page  hU) 


ON 


TO  MORE  PEOPLE 
IN  FLORIDA'S 
FASTEST  GROWING 
METROPOLITAN 
MARKET  .  .  AND 
ITS  RICHEST 
TRADE  AREA  .  . 
WHERE  DIVERSIFIED 
INDUSTRY, 
AGRICULTURE 
AND  BUSINESS 
PROVIDE  STEADY 
BUYING  POWER 
RIGHT  AROUND 
THE  CALENDAR. 


leuttfiA  ^liiciHC  Stat^H^ 


SOUTHEASTERN  REPRES€NTATI 
HARRY  E  CUMMINGS 
JACKSONVILll.  fLORlOA 
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BAAB  reports  the 
Charleston,  West  Vu-gmia 
Market  .... 


As  the  latest  BMB  figures  below  prove,  WCHS  audiences 
are  larger  and  cost  less  to  reach  than  those  of  all  the  other  four 
Charleston  stations  combined. 


%A/^|IC    has   28%    MORE   night-time   listeners  than 
W  V«  ll  4^   the  combined  listener  total  of  the  other  four 
stations. 


%A/^LJQ   has  15%  MORE  daytime  listeners  than  the 
V  V  V*  I  I  w   combined  listener  total  of  the   other  four 
stations. 


\Ai ^  LJ  C  rate  is  LESS  than  half  of  the  combined  rates 
V  V  V*  B  I  w   of  the  other  four  stations  . .  .  daytime  or  night.* 

*  260  Time  chalnbreak  rate  as  published  SRDS 


\A  #  ^  LJ  ^  6  or  7  days  per  week  radio  family  total  83,500 

YY  Four  station  total  72,340 

%A/^*  LJ  ^  6  or  7  nights  per  week  radio  family  total  66,480 

Y  Y  ^  n  O  Four  station  total  51,780 

WCHS 

Charleston,  West  Virginia 

580  Kc  5000  W  Full  Time 

CBS 

Represented  by  The  Branham  Company 


More  North  Carolinians  Listen  To 
WPTF  Than  To  Any  Other  Station. 

North  Carolina  Rates  More  Firsts 
In  Sales  Management  Survey  Than 
Any  Other  Southern  State. 
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FALL  TIME  SALES  SOAR 


ly  Sets^^w  Records,  AM  Increasing 


TELEVISION  time  sales  are  soar- 
ing upward  at  a  pace  unprece- 
dented in  media  history  as  the  fall- 
winter  season  approaches,  with  in- 
terest in  AM  unabated,  according 
to  a  nationwide  survey  by  Broad- 
I  casting-Telecasting. 

Like  aural  radio,  TV  will  set 
i  new  records  during  the  coming 
!  season,  in  the  opinion  of  practi- 
j  cally  all  agency,  advertiser,  repre- 
!  sentative,  station  and  network 
j  executives  contacted  in  a  coast-to- 
I  coast  roundup  by  Broadcasting- 
Telecasting  news  bureaus  [aural 
survey  in  Aug.  21  Broadcasting]. 

The  aural  survey  indicated  that 
national  spot  alone  would  be  at 
least  10%  up  from  the  $112  mil- 
lion 1949  figure. 

The  relatively  infant  visual  me- 
I  dium,  however,  will  more  than 
double  sales  of  last  autumn  and 
winter  whereas  aural  radio  is  ex- 
pected to  maintain  the  rising  curve 
that  has  marked  its  30-year  his- 
tory according  to  the  thinking  of 
industry  leaders. 

Of  dramatic  interest  is  the  fact 
that  the  dominant  share  of  tele- 
vision advertising  money  is  new 
money,  not  drained  off  radio 
budgets. 

SRO  Signs  Out 

In  many  TV  cities  the  "standing 
room  only"  sign  is  starting  to  ap- 
pear as  clients  buy  up  all  available 
video  time.  Good  time  is  becoming 
hard  to  find  and  in  some  areas  ad- 
vertisers and  agencies  are  briskly 
competing  for  whatever  availabil- 
I  ities  they  can  find  as  stations  keep 
increasing  their  operating  hours. 

Even  the  surge  of  rate  increases 
in  TV  stations  has  failed  to  halt 
the  demand,  though  temporary 
easing  off  has  appeared  in  some 
cases.  These  increases  are  based 
on  the  sharp  growth  of  the  TV 
audience.  Overall,  the  number  of 
video  sets  is  nearly  triple  the  fig- 
ure just  one  year  ago. 

Naturally  the  men  who  spend 
;  advertising  dollars,  and  those  who 
sell  time,  are  concerned  about  pos- 
sible impact  of  the  war  emergency. 
At  worst,  however,  they  feel  that 
TV's  circulation  would  level  off  in 
case  of  all-out  war  because  set 
production  might  be  halted  en- 
tirely. There  appeared  no  sign  that 
an  important  segment  of  adver- 
tisers would  abandon,  in  case  of 
deepened  world  troubles,  the  me- 


dium they  love  so  fervently  at  this 
time. 

Everyone  in  and  around  televi- 
sion exudes  joy  at  the  medium's 
prospects  and  at  the  cash  register 
results  that  it  is  producing.  Suc- 
cess stories  abound,  stories  that 
match  and  sometimes  surpass  those 
of  the  older  aural  broadcast  in- 
dustry. 

These  stories  of  profitable  tele- 
casting demonstrate  strikingly  the 
impact  of  the  combined  aural- 
visual  message  on  the  fast-grow- 
ing audience  and  they  provide  im- 
pressive answer  to  the  charge  that 
rates  are  high,  according  to  adver- 
tisers and  agency  executives. 

Network  business  is  fine,  those 
who  sell  television  time  declare. 
Late  August  evidence  points  to  a 
doubling  of  last  year's  business. 
With  over  a  month  of  selling  time 
left  before  the  season  is  in  full 
swing,  networks  have  signed  120 
advertisers  who  will  sponsor  158 
programs  totaling  96  hours  a  week. 

Last  season  there  were  74  net- 
work TV  advertisers  sponsoring  93 
programs  totaling  59  hours  a  week. 

Most  of  these  advertisers  are 
using  more  stations  and  paying 
more  money  to  reach  the  vastly 
expanded  audience. 

Spot,  too,  is  going  higher  and 
higher  despite  slowdowns  here  and 
there  as   station  rates  were  ad- 


justed upward  along  with  the  rapid 
pace  of  receiving  set  installations. 

National  representatives  with 
TV  clients  have  been  selling  the 
new  medium  hard,  aided  by  a 
somewhat  confused  network  affilia- 
tion situation  centering  around  the 
multiple  network  tieups  in  cities 
with  fewer  than  four  visual  sta- 
tions. 

TV  stations  generally  show  a 
fondness  for  spot  contracts  be- 
cause they  derive  more  revenue 
from  this  business  than  they  de- 
rive from  network  programs.  How- 
ever, spot  users  are  concentrating 
in  many  cases  on  cities  with  75,000 
or  more  TV  sets. 

Local  Business  Up 

Local  TV  business  is  excellent. 
Many  local  business  firms  that 
figured  TV  was  too  rich  for  their 
blood  have  found,  after  taking  a 
fling,  that  the  new  medium  is  a 
good  buy  on  a  cost-per-impression 
basis. 

Nowhere  is  TV  enthusiasm  more 
intense  than  in  New  York,  which 
thinks  of  itself  as  the  heart  of 
television.  The  enthusiasm  of  ad- 
vertisers and  agencies  isn't  damp- 
ened by  the  fact  that  good  time  is 
hard  to  find  (see  page  53). 

In  New  England  the  SRO  sign 
is  appearing  and  rates  are  rising. 


though  some  spot  and  local  clients 
have  stepped  aside  momentarily  to 
make  up  their  minds  about  the 
higher  time  charges  (see  page  54). 

Chicago's  advertising  fraternity 
is  amazed  at  television.  Stations 
are  turning  down  accounts  by  the 
dozen  and  spreading  schedules  over 
morning  and  late-night  hours.  Con- 
viction is  growing  that  entertain- 
ment shows  are  good  daytime 
audience  getters,  dispelling  the  oft- 
heard  theory  that  only  kitchen  and 
home  economics  programming 
should  be  used  before  dinner  (see 
page  54). 

Television  "is  becoming  big  busi- 
ness in  the  Southwest,  with  avail- 
abilities scarce.  AM  interest  con- 
tinues unslackened  (see  page  58). 

Record  activity  is  noted  in  Los 
Angeles,  which  expects  to  have  a 
million  TV  sets  by  yearend.  The 
market  has  seven  stations  but  time 
is  scarce  and  hours  are  being  in- 
creased. Many  advertisers  like  to 
use  both  television  and  radio  cam- 
paigns (see  page  55). 

Prospects  are  fine,  too,  in  San 
Francisco,  which  had  a  late  tele- 
vision start.  Completion  this  year 
of  the  San  Francisco-Los  Angeles 
radio  relay  link  is  expected  to  help 
the  Golden  Gate  area  (see  page 
55). 

All  around  the  nation  television 
(Continued  on  page  7U) 


MtDIA  DOIilUNANCE^'^"^^  Lead  seen  in  50 


NATIONAL  broadcast  advertising 
(TV  included)  at  least  equalled  the 
1949  totals  of  newspapers  and 
magazines  and  likely  will  lead 
other  media  in  1950,  according  to 
compilations  by  the  National  Assn. 
of  Radio  Station  Representatives. 

Though  it  is  difficult  to  draw 
exact  media  comparisons  because 
of  lack  of  uniformity  in  basic 
formulas,  NARSR  has  adjusted 
these  elements  in  an  effort  to  pro- 
duce fair  totals  for  1949.  The 
NARSR  estimate  of  national  ad- 
vertising expenditures  for  1949 
follows : 

Broadcast  national  ad- 
vertising, time  and 
talent,  including  na- 
tional rated  as  local 
(TV  included)  $475,000,000 

Magazine  advertising, 
space  and  prepara- 
tion, net  after  quan- 


tity discounts    475,000,000 

Newspaper  national  ad- 
vertising,  space  and 
preparation,  including 
national  at  local  rates, 
excluding    retail  ad- 
vertising of  national 
brand  products,  net  460,000,000 
In  submitting  these  estimates  to 
members,  NARSR  Managing  Di- 
rector T.  F.  Flanagan  said  the  day 
is  not  far  distant  when  broadcast 
advertising  will  be  far  out  in  first 
place.  He  cited  ''the  healthy  grovsi;h 
of  radio  in  1950"  and  "the  sensa- 
tional growth  in  television"  along 
with     the     "spectacular  annual 
gains"  of  newspapers. 

"Fortunately  it  doesn't  make 
much  difference  which  is  first,  sec- 
ond or  third  among  these  three 
media,"  Mr.  Flanagan  said.  "All 
three  are  running  into  the  hun- 
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dreds  of  millions  dollars,  all  three 
have  served  and  are  serving  adver- 
tisers and  the  national  economy 
very  well  indeed.  Regardless  of  the 
individual  gains  of  the  three  media, 
the  total  amount  of  money  spent 
for  consumer  advertising  in  the 
foreseeable  future  is  bound  to  con- 
tinue its  spectacular  growth." 

Since  the  Bureau  of  Advertising 
of  the  American  Newspaper  Pub- 
lishers Assn.  and  the  Magazine  Ad- 
vertising Bureau  are  promoting 
their  "leadership"  in  national  ad- 
vertising, Mr.  Flanagan  said, 
"There  is  no  reason  why  we 
shouldn't  step  into  this  battle  of 
the  figures,  since  we  can  show  that 
this  is  probably  the  last  year  in 
which  either  magazines  or  news- 
papers can  even  claim  the  leader- 
ship. Broadcast  advertising  has 
either  taken  the  lead  already  or 
(Continued  on  page  74) 
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LEE  SALE 


Specifications  To  Be 
Released  Soon 


SPECIFICATIONS  to  govern  projected  sale  of  Thomas  S.  Lee  Enter- 
prises, embracing  the  Don  Lee  Network,  KTSL  (TV)  Los  Angeles  and 
automotive  and  real  estate  properties,  will  be  released  about  Labor  Day 
by  Ben  H.  BrouTi,  Los  Angeles  Public  Administrator,  it  was  learned 
last  week. 

Mr.  Brown  in  Washington  last 
Wednesday  w-ith  County  Attorney 
Ernest  Purdum,  conferred  with 
FCC  Chairman  Wajme  Coy  and 
Acting  General  Counsel  Harry 
Plotkin  regarding  status  of  the 
projected  sale. 

They  left  for  Detroit  following 
the  FCC  session  to  confer  with 
General  Motors'  executives  regard- 
ing disposition  of  Cadillac  agencies 
held  by  Thomas  S.  Lee  Enterprises. 
They  did  not  plan  to  return  to  Los 
Angeles  until  the  month's  end. 

Principal  prospective  bidders  are 
understood  to  include  CBS;  Edwin 
S.  Pauley,  west  coast  industrialist; 
Liberty  Broadcasting  Co.;  General 
Tire,  owners  of  the  Yankee  Net- 
work, and  a  syndicate  of  Don  Lee 
executives  headed  by  Board  Chair- 
man Lewis  Allen  Weiss  and  Presi- 
dent Willet  Brown. 


estimated  as  being  worth  between 
$4  million  and  $10  million  depend- 
ing upon  tax  aspects.  The  proper- 
ties are  being  offered  for  sale  upon 
direction  of  R.  D.  Merrill,  83,  uncle 
and  sole  heir  of  Thomas  S.  Lee. 
Possible  litigation  growing  out  of 
claims  of  relatives  are  being  held 
in  abeyance  pending  sale  of  the 
properties.  Mr.  Lee,  who  was 
killed  in  a  fall  from  a  building  on 
Jan.  13,  owned  all  of  the  stock  of 
Thomas  S.  Lee  Enterprises. 


Mr.  FOGARTY 


Brown  Plans 

While  no  definite  conclusions 
have  been  reached,  it  is  indicated 
that  Public  Administrator  Brown 
has  in  mind  specifying  bids  for  the 
capital  stock  of  Thomas  S.  Lee 
Enterprises  and  is  not  disposed  to 
accept  bids  for  individual  proper- 
ties. Originally,  CBS  was  in- 
terested only  in  KTSL  and  the  new 
Don  Lee  headquarters  building, 
while  the  Weiss-Brown  syndicate 
and  Liberty  were  reported  in- 
terested only  in  the  Don  Lee  net- 
M'ork  and  broadcasting  properties. 
Mr.  Pauley  was  reported  prepared 
to  bid  for  all  of  the  properties. 

It  was  presumed  that  the  prin- 
cipal bidders  will  be  CBS  and  Mr. 
Pauley.  Speculation  centered  upon 
possible  disposition  of  the  AM 
properties  by  the  successful  bidder. 

Factors  to  be  covered  in  speci- 
fications will  include  terms  of 
sale  and  whether  cash  payment 
would  be  required  along  with  in- 
heritance tax  factors,  both  state 
and  federal.  Taxes  might  run  at 
least  50°o  of  the  sales  price,  it  was 
thought.  Tentative  decision  has 
been  reached  to  sell  the  capital 
stock,  largely  because  of  tax 
reasons. 

The  property  has  been  variously 


N.y.  AD  COURSE 

Streibert,  Kobak  Speakers 

THEODORE  C.  STREIBERT, 
president,  WOR  New  York  and 
board  chairman  of  MBS,  and 
Edgar  Kobak,  business  consultant 
and  former  MBS  president,  are 
among  speakers  scheduled  for  the 
27th  annual  advertising  and  selling 
course  offered  by  the  Advertising 
Club  of  New  York. 

Scheduled  to  run  from  Oct.  9  to 
March  19,  1951,  the  course  will  in- 
clude 27  lecturers,  six  clinic  ses- 
sions in  six  specialties:  Radio  and 
TV,  copy  writing,  sales  promotion, 
advertising  production,  better  sell- 
ing, sales  and  advertising  research. 
Clinics  are  round  table  discussions 
with  specialists  in  each  field.  Cost 
of  the  course  is  $25. 


RENDELL  NAMED 

Heads  ABC  Far  East  Staff 

RICHARD  RENDELL  last  week 
was  appointed  chief  of  the  ABC 
Far  Eastern  news  staff,  it  w-as  an- 
nounced by  Thomas  Velotta,  ABC 
vice  president  in  charge  of  news 
and  special  events. 

Mr.  Rendell,  a  veteran  Washing- 
ton newsman  and  broadcaster,  will 
leave  by  plsne  this  week  for  Tokyo, 
where  he  will  establish  headquar- 
ters and  coordinate  the  reporting 
of  ABC  Correspondents  Jimmy 
Cannon,  Ray  Falk  and  John  Rich. 
On  the  news  staff  of  WMAL  Wash- 
ington for  the  past  two  years,  Mr. 
Rendell  previously  was  chief  of 
the  Washington  bureau  of  the  Chi- 
cago Si(n-Ti)nes  and  served  on  the 
capital  staffs  of  AP  and  Newsweek. 


LeGear  Plans  Drive 

DR.  L.  D.  LeGEAR  Medicine  Co., 
St.  Louis  (stock,  poultry  and  dog 
remedies),  begins  a  national  radio 
spot  campaign  in  the  fall  through 
Simmonds  &  Simmonds,  Chicago. 
Phil  W.  Tobias  is  account  execu- 
tive. •Specific  plans  are  being  de- 
cided now  as  to  starting  date, 
duration  and  markets. 


Ziv  Names  Griffith 

APPOINTMENT  of  Robert  C. 
Griffith  as  New  York  sales  repre- 
sentative of  the  Frederic  W.  Ziv 
Co.,  New  York,  was  announced  last 
week.  Mr.  Griffith,  an  advertising 
consultant  before  his  appointment, 
has  been  associated  with  Deboth 
Features,  New  York,  and  with 
WOR  New  York. 


OVERALL  NAMED 

To  MBS  Sales  Post 

APPOINTMENT  of  John  R.  Over- 
all to  succeed  Duncan  R.  Buckham, 
who  resigned  as  sales  manager  of 
the  eastern  division  of  MBS,  was 
announced  last  week  by  Adolf  N. 
Hult,  vice  president  in  charge  of 
sales. 

Mr.  Overall  joined  the  MBS  sales 
department  in  1935-1936,  after  a 
five-year  period  with  NBC  sales 

Mr.  Buckham,  who  h;  s  not  an- 
nounced his  future  plans,  has  been 
associated  with  radio  since  1926, 
and  with  MBS  since  1945. 


Drawn  for  Broadcasting  by  Sid  Hix 
"Now  don't  get  angry  dear,  I  just  read  in  Broadcasting  that  your  fall 
business  will  be  very  good!". 


FOGARTY  NAMED 

Is  wow  General  Manager 

FRANK  P.  FOGARTY,  young 
Omaha  business  executive,  has  been 
named  general  manager  of  WOW 
Omaha  by  the  board  of  directors  of 
WOW  Inc.  He  succeeds  the  late 
John  J.  Gillin,  Jr.  Announcement 
was  made  by  Francis  P.  Matthews, 
Secretary  of  Navy,  who  succeeded 
Mr.  Gillin  as  president  of  WOW. 
The  corporation  operates  WOW- 
AM-TV  and  KODY  North  Platte, 
Neb. 

Simultaneously,  the  resignations 
of  Joe  Herold,  technical  director 
of  WOW  Inc.  and  general  manager 
of  WOW-TV,  and  Russ  Baker, 
production  manager  of  WOW-TV, 
were  announced. 

Lyle  DeMoss  was  elected  assist- 
ant general  manager  by  the  board. 

Mr.  Fogarty  resigned  as  vice 
president  of  Paxton  &  Gallagher 
Co.,  Omaha  coffee  concern,  assum- 
ing his  WOW  post  Monday.  He  is 
currently  president  of  the  Omaha 
Rotary  Club,  a  councillor  in  the 
Knights  of  AK-SAR-BEN,  and  a 
past  president  of  the  Omaha  Mfrs. 


Assn. 


Creighton  Graduate 


A  native  Omahan,  Mr.  Fogarty 
holds  a  B.A.  degree  from  Creighton 
U.  After  his  graduation  he  served 
three  years  in  charge  of  Creighton 
publicity  and  graduate  organiza- 
tional work.  In  1929  he  was  ap- 
pointed manager  of  the  Omaha 
Chamber  of  Comm.erce  Convention 
&  Publicity  Bureau.  Seven  years 
later  he  became  general  manager 
of  the  Chamber,  resigning  in  1944 
to  accept  the  Paxton  &  Gallagher 
post. 

Mr.  Fogarty  is  married  and  has 
three  children.  He  lives  at  4914 
Webster  St.,  Omaha. 

Mr.  Herold  was  with  WOW  for 
approximately  21  years.  He  has 
served  as  an  engineer,  control 
supervisor  and  technical  director. 
He  inaugurated  the  WOW-TV  per- 
sonnel training  program  in  coopera- 
tion with  Creighton  U.  in  1946 
and  was  made  manager  of  WOW- 
TV  on  May  1,  1949.  He  also 
designed  and  supervised  the  in- 
stallation of  the  WOW-TV  technical 
equipment  and  building  and,  under 
the  direction  of  the  late  Mr.  Gillin, 
set  up  organization  of  the  WOW- 
TV  staff. 

Mr.  Baker,  production  manager 
of  WOW-TV  since  its  opening  in 
August  1949,  has  been  with  the 
WOW  orgaization  since  1934  w-ith 
the  exception  of  two  years  spent 
in  the  theatre  and  radio  in  New 
York  and  four  years  in  the  Army. 


Matthews  Joins  D-F-S 

BASIL  MATTHEWS,  formerly 
with  Sherman  &  Marquette,  New 
York,  has  joined  Dancer-Fitz- 
gerald-Sample, same  city,  as  vice 
president.  He  will  be  in  charge  of 
the  Procter  &  Gamble  account  for 
the  agency. 
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TEST  SURVEY    ^^^^'^^^^^^  ChappeU  to  Committee 


SPECIAL  test  survey  committee 
recruited  by  Stanley  G.  Breyer, 
commercial  manager,  KJBS  San 
Francisco,  to  resolve  the  confusion 
arising  from  differing  ratings  re- 
sulting from  Hooper  and  Pulse  sur- 
veys in  that  city  [Broadcasting, 
July  3- Aug.  21]  held  its  first  meet- 
ing last  Monday  in  the  BMB  board 
room  in  New  York. 

First  act  of  the  new  committee 
was  to  enlarge  its  membership 
from  six  to  eight  by  the  addition 
of  Lawrence  Deckinger,  director  of 
research,  The  Blow  Co.,  New  York, 
and  Matthew  W.  Chappell,  head  of 
the  psychology  department,  Hofstra 
College.  Both  newcomers  were 
selected  from  the  membership 
roster  of  the  New  York  Radio 
and  Television  Research  Council,  of 
which  Dr.  Deckinger  is  president. 

Committee  members  in  addition 
to  Dr.  Chappell  and  Dr.  Deckinger 
are:  Kenneth  H.  Baker,  director  of 
research,  NAB,  elected  chairman  of 
the  special  test  survey  committee; 
Lewis  H.  Avery,  president,  Avery- 
Knodel  Inc.,  and  president  of  Na- 
tional Assn.  of  Radio  Station  Rep- 
resentatives; C.  E.  Hooper,  presi- 
dent, C.  E.  Hooper  Inc.;  Fred  Man- 
chee,  executive  vice  president, 
BBDO;  Dr.  Sydney  Roslow,  direc- 
tor. The  Pulse  Inc.;  A.' Wells  Wil- 
bor,  director  of  marketing  research. 
General  Mills  Inc. 

Chappell  Background 

Dr.  Chappell  formerly  was  asso- 
ciated with  the  Hooper  organization 
and  was  co-author  with  Mr.  Hooper 
of  a  volume  on  radio  research. 
Since  leaving  Hooper,  Dr.  Chappell 
has  been  associated  with  the  Psy- 
chological Corp.  and  remains  as 
consultant  with  that  organization 
in  addition  to  his  faculty  duties  at 
Hofstra  College. 

Appointment  of  the  new  commit- 
tee members  answered  the  objec- 
tions voiced  by  Dr.  Roslow  in  corre- 
spondence with  Mr.  Breyer.  When 
he  accepted  the  invitation  to  par- 
ticipate in  a  test  to  determine  the 
accuracy  of  Pulse  audience  meas- 
urements in  the  San  Francisco- 
Oakland  area  in  direct  comparison 
with  those  of  C.  E.  Hooper  Inc., 
Dr.  Roslow  had  stipulated  that  the 
committee  named  to  supervise  the 
study  be  satisfactory  to  him. 

When  Mr.  Breyer  announced  his 
committee  appointments.  Dr.  Ros- 
low objected  that  he  had  not  been 
given  an  opportunity  to  pass  on  the 
committee  members  in  advance  and 
furthermore  observed  that  Mr. 
Breyer  had  not  followed  his  origi- 
nal plan  of  including  a  Pulse  sta- 
tion subscriber  and  a  Hooper  sta- 
tion subscriber  in  the  committee's 
membership.  Fact  that  BBDO  and 
General  Mills  are  both  subscribers 
to  Hooper  services  but  not  to  those 
of  Pulse  aggravated  rather  than 
relieved  the  situation. 

With  committee  agreement  to  ex- 
pand its  membership  and  the 
prompt  acceptance  of  Dr.  Chappell 


and  Dr.  Deckinger  to  join  the 
group,  the  apparent  impasse  was 
removed  and  the  members  got  down 
to  their  appointed  task  of  drafting 
plans  to  insure  an  accurate  com- 
parison of  the  two  rating  services. 

.  Data  Asked 

The  committee  requested  Mr. 
Hooper  and  Mr.  Roslow  to  submit 
data  on  their  surveys  in  the  San 
Francisco-Oakland  area  to  permit 
more  direct  comparison  than  is 
currently  possible.  Pulse  calls  will 
be  tabulated  into  telephone  and 
non-phone  families  within  the  five- 
cent  phone  call  zone  and  Hooper 
calls  will  be  tabulated  for  the  same 
area. 

In  this  way,  differences  due  to 
the  inclusion  of  non-phone  homes 
by  Pulse  and  their  exclusion  by 
Hooper  can  be  eliminated,  as  can 
differences  due  to  variations  in  the 
area  surveyed  by  each  service. 
With  these  out  of  the  way,  the 
committee  will  then  be  in  a  better 


By  HERBERT  M.  CLARK 

BUENOS  AIRES 

THE  PERON  regime  is  revealed 
to  be  the  largest  single  owner  of 
broadcasting  facilities  in  Argen- 
tina by  documents  reaching  this 
correspondent  through  informed 
sources. 

The  documents  also  suggest  that 
President-General  Juan  Peron  has 
moved  across  frontiers  and  become 
the  owner  of  two  shortwave  trans- 
mitters in  Uruguay  and  one  in 
Paraguay. 

Circumstantial  evidence  simul- 
taneously gives  new  strength  to  the 
general  belief,  which  has  survived 
all  denials,  that  the  Peron  regime 
actually  controls  every  transmitter 
in  the  country. 

The  government  has  always  in- 
sisted that  radio  is  a  private  indus- 
try and  that  it  cannot  control 
anything  but  its  own  state  radio 
station — LRA — and  its  shortwave 
transmitter. 

The  most  important  and  detailed 
statement  of  that  official  conten- 
tion was  made  just  12  months  ago 
in  reply  to  a  United  States  Em- 
bassy protest  against  restrictions 
imposed  on  freedom  of  information 
in  the  field  of  radio.  The  Argentine 
answer  was  that  the  government 
obviously  could  not  impose  restric- 
tions since  it  had  no  connection  at 
all  with  radio. 

The  documents  obtained  today 
demonstrate  that  when  that  reply 
was  delivered,  the  government  had 
already  purchased  16  "independ- 
ent" longwave  and  six  shortwave 
transmitters.  Coincidental  estab- 
lishment of  federal  control  over 
nine  municipal  stations  had  thus 
given  Peron  26  of  Argentina's  54 
longwave  transmitters  and  seven 


position  to  determine  what  varia- 
tions in  Hooper  and  Pulse  ratings 
are  due  to  differences  between  the 
coincidental  telephone  technique 
used  by  Hooper  and  the  personal 
interview  recall  method  used  by 
Pulse. 

The  two  audience  researchers 
have  agreed  to  prepare  the  desired 
tabulations  and  have  them  ready 
for  submission  to  the  committee  at 
its  next  meeting  on  Aug.  31.  Group 
will  discuss  the  tabulations  then 
and  will  decide  on  the  next  step  in 
the  testing  program. 

Problem  Foreseen 

A  problem  foreseen  but  not  yet 
met  by  the  committee  is  that  of 
broadening  the  experiment  to  in- 
clude meter  and  diary  audience 
measurements  as  well  as  the 
Hooper  coincidental  telephone  sys- 
tem, the  Pulse  personal  interview 
method  and  the  coincidental  per- 
sonal interview  survey  which  Mr. 
Hooper  and  Dr.  Roslow  have  agreed 


of  the  10  existing  shortwave  trans- 
mitters. 

The  telling  documents  come  from 
the  1947  files  of  the  Institute  Ar- 
gentine para  Promocion  del  Inter- 
cambio — the  Argentine  Trade  Pro- 
motion Institute  known  by  its 
initials  as  lAPI. 

Resolution  C-220  of  that  state 
trading  monopoly,  dated  Oct.  16, 
1947,  authorized  "the  purchase, 
through  the  Telecommunications 
Dept.,  of  the  physical  properties  of 
Radio  Belgrano  and  the  Premier 
Argentine  Broadcasting  Network, 
and  stations  LSIO  and  LR2  in 
Buenos  Aires  and  LV4  in  Men- 
doza."  The  price  of  2  million  pesos 
was  then  worth  roughly  half  a 
million  dollars. 

Composition   of  Network 

The  "Premier"  network  includes 
12  longwave  and  three  shortwave 
transmitters  in  Argentina  plus  two 
shortwave  stations  in  Uruguay  and 
one  in  Paraguay.  There  is  nothing 
to  indicate  that  those  foreign  sta- 
tions have  been  sold  since. 

Resolutions  "C-221  and  C-222  ex- 
panded the  program  to  include  pay- 
ments for  good-will  and  acquisition 
of  title  to  station  LV12  in  Tucu- 
man. 

Resolution  C-223,  noting  that 
3,166,666  pesos  had  already  been 
laid  out,  authorized  "the  expendi- 
ture of  an  additional  8,833,334 
pesos  to  complete  purchasing  .  .  ." 

The  funds  were  drawn  from  the 
Banco  de  la  Nacion,  the  official  in- 
stitution which  has  many  of  the 
functions  of  the  Federal  Reserve 
Bank,  as  shown  on  the  detailed 
balance  sheet  for  1947  in  a  nota- 
tion recording  "an  advance  to  lAPI 
of  12  million  pesos  for  the  purchase 


TWO  of  the  seven  tuna  he  caught 
during  his  recent  vacation  are  dis- 
played by  Bernard  Howard,  Eastern 
sales  manager  of  Forjoe  &  Co.  Inc., 
station  representative.  These  fish 
tipped  the  scales  at  16  and  15 
pounds,  respectively. 


to  underwrite.  If  the  committee 
should  conclude  that  inclusion  of 
other  survey  techniques  is  desir- 
able the  question  of  fund-raising 
to  finance  these  expanded  tests  will 
immediately  arise. 


Largest  Broadcaster 


of  various  broadcasting  stations." 

S^'gnificantly,  that  entry  figures 
only  on  the  detailed  balance  sheet 
prepared  for  officials  and  does  not 
show  on  the  published  report. 

That  evidence,  to  most  observers, 
lends  added  importance  to  a  recent 
series  of  studio  shifts  beginning 
when  Radio  Belgrano  moved  into 
new  headquarters  in  the  Alvear 
Palace  Hotel,  now  believed  to  be 
owned,  through  dummies,  by  Ma- 
dame Eva  Duarte  de  Peron,  Argen- 
tina's "first  lady."  Belgi-ano's  old 
studios  were  ceded  to  Radio  Splen- 
did, key  to  another  11-station  net- 
work believed  to  belong  to  the 
government,  and  Splendid  in  turn 
handed  its  former  building  to  the 
State  Radio  Dept. 

Argentina's  only  other  chain  is 
the  16-station  network  based  on 
Radio  El  Mundo,  part  of  the 
Haynes  Publishing  Co.  properties. 
Those  were  sold  in  1948  to  a  group 
whose  acting  president.  Major 
Cax'los  Aloe,  is  Peron's  executive 
secretary  at  the  Casa  Rosada,  Ar- 
gentina's pink  "white  house." 


Don  Lee  Signs  Kirkwood 

JACK  KIRKWOOD,  comedian,  last 
week  was  signed  by  Don  Lee 
Broadcasting  System  to  a  five-year 
contract  calling  for  a  five  weekly 
half-hour  show.  The  show  is  set 
to  start  Oct.  16  and  is  a  package 
of  Century  Artists  Ltd.,  Holly- 
wood. Signing  for  the  agency  was 
Ben  Benjamin.  Donn  B.  Tatum, 
vice  president  and  general  counsel, 
Don  Lee,  signed  for  the  network. 
Total  value  of  the  package  plus 
network  production  costs  is  ap- 
proximately $500,000. 


PERON  REGimi  ^12^ 
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MfD/A  RATE  FACTS         nab  Proposes  Study 


AURAL  RADIO'S  rate-circulation 
structure  will  be  matched  against 
those  of  competing  media  if  a  plan 
proposed  by  NAB  is  taken  up  by 
the  industry. 

Stung  by  suggestion  of  Assn.  of 
National  Advertisers  that  broad- 
casters should  make  drastic  rate 
cuts,  NAB  General  Manager  Wil- 
liam B.  Ryan  last  week  proposed 
that  the  true  facts  of  media  rate 
structures  be  pitted  against  each 
other. 

Mr.  Ryan  made  the  suggestion 
last  Tuesday.  A  few  hours  later 
NAB  District  15,  meeting  in  Mon- 
terey (see  story  page  23),  adopted 
a  resolution  endorsing  the  idea. 
Similar  action  was  expected  at  the 
District  16  meeting  in  Los  Angeles 
(see  story  this  page). 

Special  survey  designed  to  show 
the  actual  state  of  the  broadcast 
audience  would  be  taken,  under  the 
NAB  plan,  with  the  entire  industry 
underwriting  the  project. 

In  announcing  the  idea,  NAB 
said  it  is  designed  "to  provide  the 
true  facts  concerning  the  rate 
structure  of  all  radio  stations  with 
reference  to  circulation  as  they 
compare  with  other  advertising 
media  and  to  evaluate  the  relation 
of  station  rates  to  station  operat- 
ing costs. 

"It  will  not  presume  to  determine 
individual  station  rates  but  rather 
to  develop  basic  information  to 
enable  station  operators  realis- 
tically to  evaluate  the  competitive 
position  of  their  own  medium  and 
in  turn  to  determine  for  themselves 
their  individual  rates  with  reference 
to  all  competitive  media  as  well  as 
in  the  light  of  their  own  station 
operating  costs." 

All  stations  will  be  asked  "not 
to  yield  to  pressures  from  oi'gan- 
ized  groups  of  buyers  pending  the 


completion  of  the  survey."  NAB 
hopes  for  quick  action  so  the  sur- 
vey can  get  under  way  soon  and 
be  completed  by  next  March  1. 

NAB  suggests  that  the  board's 
Broadcast  Advertising  Bureau 
Committee,  which  recently  drew  up 
a  plan  to  separate  BAB  from  NAB 
and  nurse  it  into  a  million  dollar 
corporation,  would  be  well  qualified 
to  take  over  organization  details  of 
the  survey. 

Thus  far  the  project  is  merely  in 
the  suggestion  stage,  aside  from 
the  two  district  meeting  resolu- 
tions. The  ANA  rate  -  cutting 
scheme  was  discussed  informally 
at  the  last  NAB  board  meeting  but 
no  formal  action  was  taken.  In- 
stead the  board  acted  on  the  long- 
range  plan  to  set  up  a  BAB  that 
will  match  the  costly  advertising 
bureaus  maintained  by  newspapers 
and  magazines. 

Key  Questions 

Unanswered  at  the  weekend  were 
several  key  questions:  Who  would 
raise  the  money?  How  much  would 
be  needed?  How  do  NAB  board 
members  feel  about  the  idea?  How 
do  stations  feel? 

Offsetting  the  two-district  ap- 
proval of  the  idea  was  a  suggestion 
that  the  ANA  gesture  was  uneth- 
ical and  in  bad  taste,  and  should  be 
allowed  to  die  quietly.  Another 
prominent  broadcaster  who  didn't 
want  to  be  quoted  thought  NAB 
merely  would  dignify  the  ANA  fig- 
ures, described  as  full  of  holes,  by 
taking  major  steps  to  answer  them. 
These  were  only  random  comments, 
however.  Industry  opinion  has  not 
had  a  chance  to  jell. 

NAB  already,  has  a  reservoir  of 
data  and  sales  material  that  can 
serve  as  a  basis  for  development 
of  up-to-date  factual  arguments  in 


answer  to  ANA's  proposal.  Along 
with  audience  and  sales  devices  de- 
veloped by  BAB,  the  association 
has  access  to  BMB  figures  and  rate 
card  compilations,  as  well  as  such 
weapons  as  the  "How  Much  for 
How  Many"  bulletin  drawn  up  in 
1946. 

One  suggestion  would  bring  to- 
gether a  small  group  of  station, 
network,  representative  and  re- 
search officials  familiar  with  the 
national  industry  picture.  By  pool- 
ing their  material  and  adapting  it 
to  current  situations,  it  is  con- 
tended, the  committee  could  come 
up  quickly  with  suitable  answers  to 
ANA.  These  could  be  followed  by 
new  research  material  supplied  by 
firms  not  connected  with  broad- 
casting and  concededly  neutral  in 
their  attitude. 

No  NAB  board  meeting  is  sched- 
uled until  November,  but  board 
votes  are  sometimes  taken  by 
phone,  telegraph  or  mail. 

The  survey  proposal  may  conie 
before  NAB's  AM  committee,  which 
meets  Oct.  23-24  in  Washington 
with  Hugh  B.  Terry,  KLZ  Denver, 
as  chairman.  The  NAB  TV  com- 


IN  APPRECIATION  for  11  years 
sarvica  as  district  director,  NAB  Dis- 
trict 17  presented  a  watch  to  Harry 
R.  Spence  (r),  KXRO  Aberdeen,  retir- 
ing director.  H.  Quenton  Cox,  KGW 
Portland,  successor  on  the  board, 
makes  the  presentation  [Broadcast- 
ing, Aug.  21  ]. 


mittee,  headed  by  Robert  D. 
Swezey,  WDSU-TV  New  Orleans, 
meets  Aug.  31-Sept.  1  in  Washing- 
ton. .  He  also  is  chairman  of  the 
board's  BAB  Committee  which 
drew  up  the  BAB  expansion  plan 
and  has  appeared  at  the  three  West 
Coast  district  meetings  to  explain 
the  BAB  project. 


UNITED  ACTION 


Urged  by  NAB  District  16 
For  Competition 


UNITED  industry  action  to  meet  competition  of  other  media  was  urged 
at  the  NAB  District  16  meeting,  which  opened  Thursday  at  the  Hollywood 
Roosevelt  Hotel  in  Hollywood.  Sparking  this  move  to  expand  industry 
sales  promotion  was  Robert  D.  Swezey,  WDSU  New  Orleans,  chairman 
of  the  NAB  board's  BAB  Commit- 
tee, who  has  appeared  at  the  three 
NAB  West  Coast  meetings  (see 
District  15  story  page  23). 

Though  the  business  session  was 
not  scheduled  until  Friday,  the  dis- 
trict endorsed  the  greater  BAB 
project  at  the  end  of  Mr.  Swezey's 
talk.    Motion  to  approve  the  plan 


THIS  group  at  the  National  Assn.  of  Radio  Station 
Representatives'  Spot  Clinic  luncheon  held  at  New  York's 
Biltmore  Hotel  Aug.  1  includes  (I  to  r):  seated,  T.  F. 
Flanagan,  managing  director,  NARSR;  Edmund  John- 
stone, executive  vice  president  of  Dowd,  Redfield- 
Johnstone,  guest;  Fred  Hague,  George  P.  Kollingbery  Co.; 
Georg3  E.  Abrams,  advertising  manager  of  Block  Drug 
Co.,  guest;  Mort  Bassett  and  Bob  Eastman,  both  of  .lohn 
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Blair  &  Co.;  standing,  Nick  Madonna  and  Tom  White, 
Avery-Knodel  Inc.;  Jim  McMonus  and  Tom  Campbell, 
The  Branham  Co.;  Robert  D.  C.  Meeker,  Robert  Meeker 
Assoc.  Inc.;  Knox  LaRue,  George  P.  Hollingbery  Co., 
San  Francisco;  Jim  LeBaron,  RA-Tel  Representatives  Inc.; 
Les  Pierce,  KWFT  Wichita  Falls,  Tex.;  Ron  Litteral, 
KLYN  Amarillo,  Tex.  The  luncheon  is  a  monthly  event 
sponsored  by  NARSR. 


was  submitted  by  William  J.  Bea- 
ton, KWKW  Pasadena. 

With  Calvin  J.  Smith,  KFAC  Los 
Angeles,  presiding  as  district  di- 
rector, the  BAB  discussion  fea- 
tured the  opening  day's  program. 
Referring  to  competitive  battles 
between  stations,  Mr.  Swezey  said, 
"While  we  have  been  engaged  in 
fighting  and  knifing  each  other,  the 
newspapers,  magazines  and  other 
media  directly  competitive  to  radio 
have  been  constantly  and  effective- 
ly plugging  their  wares  against 
us." 

In  reviewing  TV's  rapid  growth, 
which  he  described  as  having  "a 
very  unsettling  effect  upon  the 
radio  business,"  he  said  broadcast- 
ing still  provides  the  most  effective 
advertising  channel  for  many  spon- 
sors and  products.  "Radio  is  here 
to  stay,"  he  assured  the  delegates, 
although  it  will  naturally  have  to 
make  adjustments  since  all  media 
have  undergone  revisions  periodic- 
ally." 

Mr.  Swezey  referred  to  the  re- 
cent ANA  report  calling  for  radio 
rate  cuts  in  TV  markets  and  said 
broadcasting  is  singled  out  as  the 
"goat."  Support  of  the  BAB  proj- 
ect "will  be  worth  every  dime  and 
every  hour  and  every  ounce  of 
energy  put  into  it,"  he  said. 

Other  speakers  at  the  two-day 
meeting  included  NAB  President- 
Justin  Miller,  discussing  defense 
developments;  Carl  Haverlin,  BMI 
president;  Lee  Hart,  BAB  assistant 
director;  and  NAB  staff  members. 
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CHICAGO  SITE 

For  NAB  '51  Conveni'ion 

CHICAGO,  overwhelming  choice  of 
the  membership,  will  be  the  scene 
of  the  1951  XAB  convention.  A 
mid-April  date  will  be  announced 
later.  The  Stevens  Hotel  again  will 
be  convention  site. 

With  most  of  the  local  details 
solved,  the  NAB  board's  Conven- 
tion Sites  &  Policy  Committee 
awaits  results  of  an  industry  sur- 
vey covering  programming  pref- 
erences. The  committee  is  headed 
by  Eugene  S.  Thomas,  WOR-TV 
New  York.  Other  members  are 
Harold  TSTieelahan,  WSMB  Xew 
Orleans,  and  James  D.  Shouse, 
WLW  Cincinnati. 

The  time  of  the  1951  meeting 
win  be  selected  after  a  program 
format  is  approved.  Under  serious 
study  is  a  proposal  to  hold  the 
Management  Conference  and  En- 
gineering Conference  at  the  same 
time,  cutting  the  convention  week 
schedule  from  seven  days  to  per- 
haps four. 

Exhibitors  would  be  among  those 
who  would  approve  a  four-day  con- 
vention schedule,  many  of  them 
claiming  that  only  the  technical, 
exhibits  drew  attention  during  the 
Engineering  Conference.  Total  cost 
to  exhibitors  would  be  reduced,  it 
is  pointed  out. 

In  the  board  committee's  poll  'if 
the  membership  569  of  the  1,004 
ballots  mailed  were  returned.  First 
choice  votes  of  leading  cities  were: 
Chicago  184,  Xew  York  9-3,  Wash- 
ington 50,  X^ew  Orleans  -35,  San 
Francisco  30,  Miami  27,  Los  An- 
geles 19,  Houston  18,  St.  Louis  13, 
Atlantic  City  11,  Cleveland  10. 

Chicago  and  X^ew  York  were  tied 
for  second  place  with  104  and  Chi- 
cago had  69  voles  for  third  place 
compared  to  63  for  X'^ew  York. 

Total  votes  (first,  second  and 
third  choice  combined)  Avere:  Chi- 
cago 357,  X'ew  York  260,  Washing- 
ton 116,  X'ew  Orleans  86,  St.  Louis 
75,  Los  Angeles  67,  San  Francisco 
55,  Miami  49,  Houston  47,  Cleve- 
land 43,  Denver  38,  Atlantic  City 
35,  Dallas  28,  Kansas  City  27, 
Philadelphia  24,  Detroit  20,  Atlanta 
18,  Boston  14,  Cincinnati  10. 


GROUP  OF  DELEGATES  at  NAB  District  15  meeting 
(I  to  r):  seated,  James  Oliver,  KSBW  Monterey;  John 
Elwood,  KNBC  San  Francisco;  Lincoln  Dellar,  KXOA  Sac- 
ramento; Philip  Lasky,  KSFO-KPIX  (TV)  San  Francisco; 
Charles  A.  Batson,  NAB;  standing,  Maynard  Marquardt, 
World  Broadcasting  System;  Jack  Frost,  RCA;  C.  V.  Berlin, 


KSCO  Santa  Cruz;  William  Oates,  KSBW  Salinas;  W.  C. 
Gartland,  RCA  Program  Service;  David  Sandenburg,  Avery- 
Knodel;  Paul  Bartlett,  KFRE  Fresno;  Edward  L.  Terry, 
KSGN  Sanger;  Ray  V.  Hamilton,  Blackburn-Hamilton; 
Dr.  H.  Morgan,  KSBW.  Meeting  was  held  in  the  San 
Carlos  Hotel,  Monterey. 


^ledges  BAB,  Rate  Study  Support 


PROPOSED  industrjT^vide  study  of 
radio  rates  and  media  costs,  de- 
signed to  supply  answers  to  the 
AXA  contention  that  aural  rates 
are  too  high,  (see  story  page  22), 
was  unanimously  approved  by  XAB 
District  15  at  its  Aug.  21-22  meet- 
ing held  at  the  San  Carlos  Hotel, 
Monterey,  Calif. 

The  district  "repudiated"  the 
AXA  demands  as  "unjust  and  un- 
warranted" in  supporting  a  proj- 
ect launched  by  XAB  General  ^lan- 
ager  William  B.  Ryan.  It  pledged 
full  support  to  the  X"AB  board's 
Broadcast  Advertising  Bureau 
Committee  in  its  separation  of 
BAB  from  the  association  and  its 
expansion  into  a  million-dollar 
media  promotion  agency. 

Delegates  agreed  the  new  setup 
would  allow  "a  more  positive  and 
aggressive  sales  promotion  for  the 
industry"  and  urged  other  districts 
to  take  similar  action. 

Presiding  at  the  district  meet- 
ing, second  of  the  1950  summer- 
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Anderson,  Sheldon,  KCOK  Tulare; 
Bailev,  Howard.  KWG  Stockton;  Bart- 
lett. Paul.  KFRE  Fresno;  Barton.  Jack 
L.,   Capitol  Records  Inc.,  Hollj^vood; 

'  Batson.  Charles  A..  NAB.  Washington; 

-  Bavmiller.  G.  V..  and  Butler.  Lawrence. 
KDOX  Santa  Cruz;  BerUn,  C.  V.,  KSCO 
Santa  Cruz;  Bowerman,  Dan,  United 
Press;  Brown,  Hal.  KMJ  Fresno;  Che~ 
nault.    Gene.    KYISTO   Fresno;  Collins, 

:  Keith,  KFBK  Sacramento. 

Davison.  Walter  B..  Lang-Worth.  New 
York:  Dellar.  Lincoln.  KXOA  Sacra- 
mento: Dohertv.  Richard  P.  NAB, 
Washington;  Dolberg,  Glenn.  BMI, 
New  York;  Elwood.  John.  KNBC  San 
Francisco;  Finley,  Mrs.  E.  L.  and  Fin- 
ley,  Robert  W..  KSRO  Santa  Rosa; 
Gartland,  W.  C.  RCA.  Record  Program. 
SerA-lce.  Holl^-^vood:  Goodnight,  Clyde 
L.,  KLTBA  Yuba  City;  Hamilton,  Ray 
v.,  Blackburn-Hamilton  Co..  San 
Francisco;  Hamlyn.  John,  McClatchy 
Broadcasting  Svstem.  Sacramento; 
Hardv  Ralph  W..  NAB.  Washington; 
Hauser.  Carroll.  KHLTM  Eureka;  Hav- 
erlin.  Carl.  Bill.  New  York. 

Kees.  Hugh.  KOH  Reno,  Nev.:  Kelly. 
Ewing  C,  KCRA  Sacramento:  Knight. 


Mark.  Associated  Press;  Laskv,  Philip 
G..  KSFO-KPIX(TV)  San  Francisco; 
Litfin.  Richard.  United  Press,  San 
Francisco;  MacFarland,  J.  C,  KECC 
Pittsburg,  Calif.;  Mallory,  Charles  F., 
KSJO  San  Jose;  Marquardt.  MajTiard, 
World  Broadcasting  Svstem,  HolhT.vood; 
Marshall.  M.  D..  KECC  Pittsburg, 
Calif.;  McClatchy.  Eleanor.  McClatchy 
Broadcasting  System.  Sacramento; 
Miller,  Justin.  NAB.  Washington;  Mi- 
ner, L.  John.  KHBY  Monterey:  Mor- 
gan. D.  H..  KSBW  Salinas;  Newman, 
Dick.  RCA  Victor.  San  Francisco. 

Oates.  Bill,  KSBW  Salinas;  O'Hara, 
William  D..  KMBY  Monterev;  Oliver, 
Jim,  KSBW  Salinas;  Person.  Evert  B.. 
KSRO  Santa  Rosa:  Rider.  John.  SESAC 
Inc..  New  York;  Scott.  Chas.  P..  KSRO 
Santa  Rosa:  Shaw,  Glenn.  KLX  Oak- 
land; Sims,  Bartley.  KUKI  Ukiah;  Tee- 
garden,  Lewis.  Standard  Radio.  Holly- 
wood; Terrv,  Edward  L..  KSGN  Sanger. 
Calif.;  Torbet.  Alan  L  .  KROW  Oakland; 
UUom,  Chester  V.,  KUBA  Yuba  City; 
Voigt.  George  R.,  Broadcasting,  San 
Francisco;  Wagner,  Jack  R.  KSYC 
Yreka,  Calif. 


fall  series,  was  Glenn  Shaw,  KLX 
Oakland,  district  director. 

The  BAB  resolution  was  passed 
following  discussion  of  board  plans 
by  Robert  D.  Swezey,  WDSU  Xew 
Orleans,  XAB  board  member  and 
chairman  of  the  board's  BAB  com- 
mittee. 

Two  questions  were  put  to  Mr. 
Swezey  from  the  floor:  "Why  is  it 
felt  BAB  cannot  operate  as  effec- 
tively inside  XAB  as  out  of  it?" 
and  "Under  the  new  reorganiza- 
tion with  its  increased  cost  to 
subscribers  are  we  assured  BAB 
will  undertake  a  truly  aggressive 
and  positive  campaign  of  sales  pro- 
motion— as  aggressive  as  the  news- 
paper association  does?" 

Mr.  Swezey  answered  "definitely 
yes"  to  the  second  question.  To 
the  first  query  he  replied  that  a 
separate  BAB  would  permit  a 
larger  budget  without  increased 
cost  to  X^AB ;  would  be  free  to  pur- 
sue sales  promotion  in  every  pos- 
sible field,  and  would  open  the 
service  to  a  larger  number  of  sub- 
scribers. 

Appearing  for  the  first  time  at 
the  current  series  of  meetings, 
.Judge  Justin  Miller,  X^'AB  presi- 
dent, outlined  what  will  be  ex- 
pected of  radio  and  what  the  in- 
dustrj'  can  expect  in  the  defense 
crisis. 

Defense  Role 
He  said  he  thinks  of  XAB's 
overall  activities  "in  terms  of  our 
national  constitution — in  terms  of 
forming  a  perfect  union,  of  pro- 
viding for  the  common  defense  and 
promoting  tranquility  in  our  in- 
dustry." He  called  the  district 
meetings  "X^AB's  most  important 
educational  activity." 

The  industry  faces  two  import- 
ant problems  that  should  not  be 
compromised.  Judge  Miller  said — 
status  of  XARBA  and  the  newlv 


won  right  to  editorialize.  He  said 
most  industry  executives  recognize 
the  importance  of  XARBA  but  few 
seem  to  appreciate  the  editorial 
privilege. 

In  his  recent  discussions  with 
government  leaders,  he  said,  he 
was  impressed  with  the  respect  the 
government  has  for  newspaper 
editors  and  the  lack  of  respect  for 
radio  opinion.  He  said  this  was 
based  on  the  fact  that  newspapers 
have  long  had  and  used  their  right 
to  editorialize. 

Hardy  Speaks 

Ralph  W.  Hardy,  X^AB  govern- 
ment relations  director,  called  the 
right  to  editorialize  "radio's  big 
stick,  the  biggest  stick  anyone  has 
ever  had." 

"Too  many  broadcasters  are  in- 
clined to  say,  'All  right,  we  can 
editorialize,  so  what',"  Mr.  Hardy 
said.  "If  you  don't  know  so  what, 
then  you've  got  an  awful  lot  to 
learn." 

The  subject  of  SESAC  rates  was 
(CGntinued  on  page  85) 


KEY  FIGURES  at  NAB  15th  District 

session  were    NAB    President  Justin 
Miller  (I)  and  Glenn  Shaw,  KLX  Oak- 
land, district  director. 
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Jlocal  /IcuAia  Baaiii. 


Bohoy's 
Appliance  Sales 


FURTHER  radio  plans  are  discussed  informally  over  a  cup  of  coffee.  Bob 
Hergonson  (I),  general  manager  of  WCBA  Corning,  N.  Y.,  singles  out  progress 
to  dafe  on  the  successful  campaign  waged  by  Mike  Bohoy  (r),  appliance 
dealer.   In  six  months,  Bohoy  sales  have  climbed  to  a  record  high. 


RADIO  trail  blazing  by  Appli- 
ance Dealer  Mike  Bohoy  has 
his  colleague  tradesmen  in 
the  Corning,  N.  Y.  area  thinking  in 
terms  of  sponsorship  and  timebuy- 
ing.  But  far  from  considering 
himself  a  pioneer  in  small  town 
radio  advertising,  Mr.  Bohoy  feels 
he  found  his  best  advertising  me- 
dium when  it  was  needed  most. 

The  Bohoy  store's  sales  chart 
speaks  for  its  owner's  radio  effort. 
Already  this  summer,  Bohoy  has 
gone  over  the  1950  selling  quota 
despite  heightened  competition  in 
the  appliance  business. 

The  remarkable  chapter  in  the 
Bohoy  radio  success  story  is  the 
fact  that  before  1949  the  medium 
was  a  stranger  in  Mike  Bohoy's  ad- 
vertising plans.  For  15  years  he 
hewed  to  the  traditional  line  of 
advertising  his  appliances  in  news- 
papers only. 

A  year  ago,  the  appliance  dealer 


decided  to  dabble  in  radio.  He 
purchased  spots  to  push  special 
sales  and  occasionally  sponsored  a 
ball  game. 

But  this  flirtation  did  not  last 
long.  In  .January  this  year,  sales 
at  Bohoy  sagged  and  Mike  Bohoy 
looked  around  for  a  selling  punch. 
He  asked  radio  if  it  had  a  quick 
answer.  When  WCBA  Corning,  a 
1  kw  station,  entered  the  scene  with 
cold  logic,  the  Bohoy  battle  was 
half  won. 

WCBA  came  up  with  a  survey 
which  showed  most  of  the  large 
Polish  population  in  a  50-mile  ra- 
dius of  Corning  would  be  receptive 
to  a  program  which  beamed  selected 
polka  music.  For  the  Bohoy  cam- 
paign, WCBA  suggested  a  12:05- 
12:20  p.m.  Polka  Party,  sand- 
wiched between  the  noon  news  and 
the  station's  Farm  Journal. 

That  was  the  turning  point  for 
Bohoy.    The  program  was  put  on 


the  air  three  days  a  week,  Monday, 
Wednesday  and  Friday.  Reaction 
was  swift  on  the  all-telling  sales 
chart.  Customer  activity  climbed 
immediately.  And  Mr.  Bohoy  in- 
creased Polka  Party  to  a  seven-day 
week  aflfair,  with  a  half-hour  de- 
voted to  the  show  on  Sunday. 

By  the  end  of  April,  the  Bohoy 
store  sold  its  1950  quota  of  appli- 
ances and  had  set  a  new  sales 
record.  Radio  was  not  only  selling 
Mr.  Bohoy's  wares  but  it  was  sell- 
ing itself  to  Mr.  Bohoy. 


SINCE  Polka  Party  has  been  on 
the  air,  WCBA  has  had  to  fol- 
low up  a  deluge  of  requests  and 
comments  from  listeners  by  pur- 
chasing a  complete  record  library 
of  all  types  of  polkas.  The  station 
now  writes  out  the  music  format 
six  months  in  advance  to  avoid 
duplication.  This  list  is  approved 
by  Mike  Bohoy  himself. 

In  conjunction  with  the  pro- 
gram, the  Bohoy  store  has  agreed 
to  use  "as  advertised  over  V/CBA" 
signs  for  its  merchandise  adver- 
tised over  the  air.  Items  through- 
out the  store  are  tagged  as  "radio 
specials." 

With  radio  pushing  the  sales 
curve  ever  upward,  Mr.  Bohoy's  re- 
spect for  radio  has  risen  propor- 
tionately. In  late  spring,  Mr.  Bohoy 
decided  to  sponsor  one  Midget 
League  baseball  game  a  week  in 
Corning.     A  special  broadcasting 


booth  built  at  Midget  Field  carries 
the  legend  "Bohoy  suggests  that 
you  support  the  Midget  Teams  by 
attending.  If  you  can't,  listen  over 
WCBA."  WCBA  sponsors  a  team 
in  the  league  called  "The  WCBA- 
1000  watters."  As  added  promo- 
tion, pictures  of  the  team  are  dis- 
tributed to  each  member  with  the 
compliments  of  Bohoy  and  WCBA. 

Shortly  after  this  participation, 
the  Bohoy  store  received  letters 
from  parents  thanking  Mike  Bohoy 
for  making  it  possible  for  them  to 
hear  their  childi'en  play  in  the 
league.  This  program,  it  was  noted, 
touched  a  very  special  type  of  au- 
dience and  contributed  a  good  dose 
of  goodwill  as  well  as  sales. 

Still  another  program  was  spon- 
sored over  the  station  by  Bohoy. 
Called  The  Bohoy  Juke  Box  Review, 
the  show  used  the  request  type 
format  coupled  with  the  playing  of 
a  "mystery  vocalist"  recording  each 
night.  The  hour  show  was  placed 
Tuesday  through  Friday. 

Since  appliances  are  the  products 
advertised  by  Bohoy,  all  the  pro- 
grams are  on  a  co-op  basis.  At 
first,  distributors  in  the  area  were 
worried  about  all  the  time  and  va- 
riety being  sponsorecj  by  Bohoy. 

But  the  results  of  Bohoy's  cam- 
paign have  changed  all  that.  The 
answer  is  given  by  one  of  the  dis- 
tributors who  said:  "The  more  ap- 
pliances Bohoy  sells,  the  more  ap- 
pliances we  sell.  If  Bohoy  wants 
variety,  let  him  have  it." 


A  TYPICAL  Midget  League  team,  whose  games  are  aired  by  WCBA  under 
Bohoy  sponsorship.  Photos  of  the  ball  clubs  are  distributed  to  each  team 
member  with  the  compliments  of  Bohoy  and  WCBA. 


Page  24 


August  28,  1950 


Other  Articles  On  Appliances  Dealers'  Successes  in 
BROADCASTING-TELECASTING 

Crosley  Dealers  Solve  Selling  Problems  by  Using  TV — A  feature,  Aug.  7,  1950. 
Thor  Teaches  Owners  of  Gladirons  on  TV — News  story,  July  17,  1950. 
General  Electric  Supply  Co.  Grows  Up  with  L.  A.  Video — A  feature.  May  1, 
1950. 

Selling  Power  in  TV  Moves  Crosley  Products — News  story,  April  24,  195C 
Mizerany  Appliance  Co.'s  First  Radio  Use  Booms  Sales — A  feature,  April  10| 
1950. 

Sunset  Appliance  Stores  Credit  100%  Sales  Gains  to  WPIX  Sports — A  fee 
turette,  June  6,  1949. 
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I950  IOWA  RADIO  SURVEY 
MORE  STARTLING  THAN  EVER! 

More  Iowa  Homes^  Plus  More  Radio  Sets 
Per  Home^  Equal  More  Listening! 


Pj^IGURES  from  the  1950  Iowa  Radio  Audience 
Survey**  (soon  to  be  released)  confirm  the 
reasoning  behind  that  headline — prove  that  your 
Iowa  radio  dollar  buys  more  today  than  ever.  Here's 
the  evidence,  step  by  step  .  .  . 

(I)  "More  Iowa  Radio  Homes."  The  following 
chart  shows  the  increase  in  the  ntunber  of 
radio-equipped  Iowa  homes  since  1940  and 
since  1945.  ith  more  than  an  8%  increase 
in  the  last  ten  years,  the  number  of  Iowa 
homes  with  radio  is  now  near  100%! 


RADIO-EQUIPPED  IOWA  HOMES 

I940 
Survey 

1945 
Survey 

I950 
Survey 

Percentage  of  all  homes 

.  .owning  radios  . 

90.8% 

93.6% 

98.9%* 

*Amazing  as  this  increase  in  radio  homes  is,  since  1940,  it 
of  course  does  not  reveal  the  tremendous  increase  in  total 
number  of  Iowa  homes — up  70,000  since  19401 

(2)  "More  Radio  Sets  Per  Iowa  Home."  The 
following  chart  shows  the  tremendous  increase 
in  the  number  of  Iowa  homes  which  have 
graduated  from  one-set  to  multiple-set  OMTier- 
ship  since  1940  and  1945.  Almost  half  of  all 
Iowa  radio  homes  now  have  more  than  one 
radio  set! 


NUMBER  OF  SETS 
PER  RADIO-EQUIPPED  IOWA  HOME 

I940 
Survey 

1945 
Survey 

I950 
Survey 

Percentage  of  radio 

homes  owning: 

Only  one  set  in  the  home 

Two  sets  in  the  home 

Three  or  more  sets  in  the  home 

81.8 
13.8 
4.4 

% 
% 
% 

61.5% 
29.4% 
9.1% 

51.2% 
35.6% 
13.2% 

100.0% 

100.0% 

100.0% 

(3)  "More  Iowa  Radio  Listening."  The  foUo^ving 
chart  shows  that  more  Iowa  sets  mean  more 
Iowa  listening.  The  1949  Survey  used  a  24- 
hour  recall  method  to  determine  the  amount 
of  simultaneous  listening  in  multiple-set 
homes.   This  year  the  Survey  placed  a  two- 


day  diary  on  a  large  sample  of  multiple-set 
homes.  Both  surveys  found  that  between 
and  Yz  of  two-set  families  use  two  sets 
simultaneously  each  day — between  Yl  2/^ 
of  all  three-set  families  listen  to  two  or  three 
sets  simultaneously  each  day! 


FAMILIES  WHO  USE  TWO  OR 
MORE  SETS  SIMULTANEOUSLY  EACH  DAY 

1949  Recall 
Study 

1950  Diary 
Reports 

Reported  Simultaneous  Use: 
Homes  equipped  with  two  sets 
Homes  equipped  with  three  sets 

26.4% 
50.2% 

38.9% 
61.8% 

More  Iowa  radio  homes,  plus  more  radio  sets  per 
Iowa  radio  home,  equals  more  Iowa  radio  listening. 
And  WHO,  of  course,  continues  to  get  the  greatest 
share  of  Iowa's  total  radio  listening. 

Let  us  or  Free  &  Peters  send  you  all  the  facts, 
including  a  complimentary  copy  of  the  new  Sur\^ey 
now  on  the  press. 

*  *The  1950  Iowa  Radio  Audience  Survey  is  the  thirteenth 
annual  study  of  radio  listening  habits  in  Iowa.  It  is  a 
"must"  for  every  advertising,  sales  or  marketing  man 
who  is  interested  in  radio  in  general,  and  the  Iowa  market 
in  particular. 

The  1950  Edition  was  again  conducted  by  Dr.  F.  L.  Whan 
of  Wichita  University  and  his  staff.  It  is  based  on 
personal  interviews  with  9,215  Iowa  families,  scientifically 
selected  from  Iowa's  cities,  towns,  villages  and  farms. 

WHO  will  gladly  send  a  copy  of  the  1950  Surv-ey  to  any- 
one interested  in  the  subjects  covered. 

*for  Iowa  PLUS  Hh 

Des  Moines  .  .  .  50,000  WaUs 

Col.  B.  J.  Palmer,  President 
P»  A.  Loyet,  Resident  Manager 


FREE  &  PETERS,  INC 
National  Representatives 


Sponsors  Set  '50  Plans 


TOP  SPONSORS  of  football  al- 
ready are  lining  up  for  a  1950  sea- 
son of  complete  radio  and  televi- 
sion coverage.  Mentioned  in  re- 
ports that  started  to  come  in  last 
week  were  such  traditional  sports 
advertisers  as  Chevrolet,  Standard 
Oil,  Atlantic  Refining,  Gillette. 

A  rundown  of  advertisers  and 
stations  signing  contracts  for  this 
year's  pigskin  parade  found  an  Ivy 
League  schedule  in  the  East  set 
for  Atlantic  sponsorship  on  WBZ- 
TV  Boston.  Focus  there  will  be  on 
Harvard  U.  which  opens  its  home 
season  against  Columbia  U.  on  Oct. 
7  and  ends  with  the  classic  Yale 
game  on  Nov.  25.  To  round  out  this 
eight  game  coverage,  Atlantic  also 
will  bring  WBZ-TV  viewers  the  U. 
of  Pennsylvania's  contest  with  the 
U.  of  Virginia  on  Sept.  30,  and  the 
station  will  carry  the  Army-Navy 
game  on  Dec.  2.  Gillette  Safety 
Razor  Co.  sponsors  the  West  Point- 
Middies  game. 

Atlantic  also  is  expected  to  at 
least  duplicate  its  wide  and  thor- 
ough radio  and  television  coverage 
of  last  year,  although  details  have 
not  yet  been  released. 

WRNL  Schedule 

Virginia  U.  and  professional 
games  of  the  Philadelphia  Eagles 
are  being  lined  up  by  WRNL-ABC 
Richmond.  All  10  games  of  the 
collegiate  schedule  will  be  broad- 
cast. They  are  to  be  sponsored  by 
Virginia  Chevrolet  Dealers  Assn. 
and  fed  to  a  23  station  network  in 
the  state. 

Eagles  games  sponsored  by  Cli- 
max and  Tru-Ade  Beverages,  be- 
ginning the  end  of  this  month  will 
be  broadcast  weekly  until  the  sec- 
ond week  of  December  on  WRNL. 
Also  on  station's  agenda  is  the  an- 
nual Thanksgiving  Day  meet  be- 
tween Virginia  Militai-y  Institute 
and  Virginia  Polytechnic  Institute 
at  Roanoke.  This  state  classic  is 
to  be  sponsored  by  C.  F.  Sauer  Co. 
of  Richmond. 

Fall  program  for  WHAS  Louis- 
ville is  in  the  making.  The  station 
will  carry  broadcasts  of  all  11  U. 
of  Kentucky  games  with  The  Rey- 
nolds Metal  Co.  picking  up  the  tab. 
Sportscaster  Phil  Sutterfield  will 
handle  play-by-play.  On  WHAS- 
TV,  an  hour-long  football  program 
on  Tuesday  will  discuss  movies 
shown  of  the  previous  Saturday's 
college  contest  with  the  univer- 
sity's coach,  Paul  Bryant,  and  Mr. 
Sutterfield,  the  experts. 

In  Chicago  12  Bears  professional 
games  and  nine  Northwestern  U. 
tilts,  as  well  as  all  adjacent  shows 
and  spots,  have  been  "sold  out"  at 
WIND  that  city.  Dodge  Dealers  of 
Greater  Chicago,  through  Ruth- 
rauff  &  Ryan,  will  sponsor  the 
N.  U.  games.  Standard  Oil  of  In- 
diana, through  McCann-Erickson, 
contracted  for  the  station's  exclu- 
sive coverage  of  Bears  home  and 
away  games,  starting  Sept.  17. 

WIND  also  reports  Peter  Hand 
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Brewing  Co.  (BBDO)  signed  for 
Football  Scoreboard  to  follow  N.  U. 
broadcasts,  Ray  Eddy  Plymouth- 
Dodge  Dealer  (Arnold  Isaccs)  for 
the  identically  named  program  to 
follow  Bears  contests;  R-H  Tele- 
vision (Walter  Rubens  agency)  for 
Football  Review  prior  to  N.  U. 
broadcasts,  Peter  Hand  again  for 
program  with  same  name  to  come 
before  Bears  games. 

Spots  to  be  aired  in  advance  of 
both  games  sold  to  Household  Fi- 
nance Corp.  (LeVally)  ;  spot  after 
N.  U.  games  to  Citation  Hat  Co. 
(Jones-Frankel)   and  after  Bears 


games  to  Raytheon  TV  (Henri, 
Hurst  &  McDonald). 

In  Ohio,  WBNS-TV  Columbus 
reports  an-angements  completed 
for  full  film  coverage  of  Ohio  State 
U.'s  fall  schedule.  Official  univer- 
sity films  of  play-by-play  will  be 
augmented  by  special  pre-game 
"color"  shots  filmed  by  station's 
motion  picture  department.  A 
running  commentary  will  tie-in 
plays. 

Sponsoring  the  film  showings  is 
Columbus  Chevrolet  Dealers.  Pro- 
duction will  be  handled  by  Edward 
Kennedy    of    Knight  Advertising 


WWJ  DISPUTE 


NABET  Negotiations 
Resumed 


WWJ-AM-FM-TV  Detroit  and  NABET  resumed  negotiations  last  week 
after  the  union  had  thrown  the  station  off  the  air  a  few  hours  before  the 
WWJ  30th  anniversary  program,  interfered  with  work  at  the  affiliated 
Detroit  News  and  tussled  with  newspaper  unions  that  objected  to  picket 
lines.  *  

The  WWJ  aural  stations  were 
off  the  air  only  two  hours  but  the 
TV  station  lost  over  two  days  of 
operating  time.  Supervisory  per- 
sonnel produced  the  elaborate  an- 
niversary program. 

The  WWJ-NABET  contract  ex- 
pired last  Feb.  1  and  negotiations 
have  been  going  on  since  that  time. 
The  union  filed  notice  of  a  dispute 
July  14  and  Federal  conciliators 
entered  the  picture.  The  parties 
were  close  to  an  agreement  many 
times  only  to  have  NABET  recess 
or  become  silent,  according  to  the 
WWJ  management.  Two  recess 
periods  taken  by  NABET  lasted  60 
days  each,  according  to  the  station. 

Claims  Highest  Scale 

WWJ  declares  its  scale  for  en- 
gineers is  one  of  the  highest  of  any 
independent  in  the  country.  Most 
of  the  difi'erences  dealt  with  fringe 
matters  after  WWJ  ofl'ered  a  $1.50 
weekly  increase. 

Three  weeks  ago  NABET  nego- 
tiators submitted  a  new  set  of  de- 
mands, including  a  $9  increase, 
according  to  the  station,  ignoring 
all  the  understanding  reached  dur- 
ing negotiations.  Rumors  were 
heard  of  a  strike  vote.  Saturday 
morning,  Aug.  19,  NABET  asked 
WWJ  for  a  meeting  at  11  a.m. 
Monday.  The  station  agreed.  A 
half-hour  later,  according  to  WWJ, 
the  NABET  negotiator  said  he 
couldn't  control  his  men  until  Mon- 
day and  demanded  an  immediate 
offer,  a  demand  turned  down  by  the 
station. 

At  eight  seconds  past  noon  Aug. 
19  NABET  engineeers  took  the 
station  off  the  air  in  the  middle  of 
an  announcement,  according  to  sta- 
tion officials. 

Harry  Bannister,  general  man- 
ager of  the  WWJ  stations,  issued 
this  statement  after  supervisory 
personnel  had  put  aural  transmis- 
sions back  on  the  air  two  hours 
later : 

The  two-hour   interruption  would 


never  have  taken  place  if  we  had  not 
kept  faith  in  our  bargaining  with  the 
union.  We  could  very  easily  have  had 
supervisory  personnel  ready  to  take 
over  the  engineers'  jobs  if  they  struck. 
But  negotiations  were  on,  and  we  did 
not  consider  such  a  step. 

As  a  result  of  our  good  faith,  we 
were  caught  totally  unprepared. 

Mr.  Bannister  added: 

NABET  officials  in  organizing  other 
stations  and  in  negotiations  with 
other  stations  throughout  the  United 
States  have  invariably  pointed  to  the 
WWJ  contract  as  an  ideal  one.  It  is 
so  regarded  throughout  the  industry. 
The  NABET  action  comes  as  a  sur- 
prise and  shock  to  the  station  man- 
agement. 

After  NABET  threw  WWJ  off 
the  air,  picket  lines  were  set  up  in 
front  of  the  WWJ  building,  the 
Detroit  News  building  across  the 
street,  a  TV  studio  entrance  and 
the  Detroit  baseball  park  where  a 
mobile  TV  unit  had  been  stationed 

(Continued  oii  page  k2) 


'WWJ  Day' 

Marks  30-Yr. 


Anniversary 


WITH  the  declaration  of  Aug.  20 
as  "WWJ  Day"  by  Mayor  Albert 
E.  Cobo,  WWJ  Detroit  celebrated 
its  30th  birthday.  The  station  was 
set  up  in  a  corner  of  the  editorial 
room  of  the  Detroit  News  on  Aug. 
20,  1920. 

Good  wishes  poured  in  from  all 
over  the  country  as  WWJ  observed 
the  anniversary  with  an  hour  and 
a  half  program  featuring  memories 
of  various  "firsts"  the  station  in- 
stituted. Early  listeners  were  in- 
terviewed on  their  reactions  to 
hearing  the  new  medium  in  the 
crystal  set  days. 

A  television  salute  to  WWJ  from 
its  affiliate,  WWJ-TV,  on  Sunday 
was  cancelled  by  the  NABET 
strike  against  the  station  which 
caused  the  cancellation  of  all  local 
and  network  shows  on  WWJ-TV. 


Agency.  Because  of  the  Big  Ten 
football  ruling,  Ohio  State  U.  films 
will  be  telecast  on  Sunday,  one  day 
after  the  game  is  played. 

WERE  Cleveland  launched  its 
fall  football  season  by  covering  the 
Cleveland  Browns  vs.  Green  Bay 
Packers  professional  game  in  To- 
ledo's Glass  Bowl  on  Aug.  12.  Bob 
Neal,  who  handled  the  game,  will 
describe  all  of  the  Browns  games, 
home  and  on  the  road.  Assisting 
him  is  Don  Cordray.  Plans  are  set 
by  WERE  to  feature  hour  and  a 
quarter  of  pre-game  shows  includ- 
ing music  and  commentary.  Other 
programs :  Pigskin  Parade  with 
John  Saunders  and  Bill  Reid  at 
8:30,  followed  by  Marianne  Wulff 
with  Fan  Fair,  8:45  p.m.,  and  On 
the  Sidelines  with  Bob  Neal  at 
9:15  p.m.,  all  Saturday  night. 

Standard  Oil  on  KG  A 

KOA  Denver  broadcasts  all  U.  of 
Colorado  football  games  this  fall. 
Lloyd  E.  Yoder,  KOA  general  man- 
ager, said  broadcasts  of  the  10 
games  on  the  schedule  will  be  spon- 
sored by  Standard  Oil  of  Indiana, 
making  this  the  fourth  straight 
season  that  the  advertiser  and  sta- 
tion have  teamed  up  for  U.  C. 
games.  Play-by-play  will  be  han- 
dled by  Starr  Yelland.  News  and 
Special  Events  Manager  Bill  Day 
is  in  charge  of  production. 

Reportedly  the  first  venture  of  a 
railroad  into  sports  sponsorship 
comes  from  KSEK  Pittsburg,  Kan. 
Thad  Sandstrom,  station's  general 
manager,  reported  the  sale  of  all 
Pittsburg  State  College  football 
games,  home  and  away,  to  the 
Kansas  City  Southern  Lines.  Rail- 
road will  use  the  broadcasts  for 
public  relations  purposes  as  well 
as  promoting  its  "thriftup"  fares 
from  Pittsburg  to  Kansas  City. 
Sale  arranged  through  Cecil  Tay- 
lor, CBS  advertising  manager,  and 
Ed  Warner,  account  executive, 
Potts,  Calkins  &  Holden  agency, 
Kansas  City. 

WTMJ,  the  Milwaukee  Journal 
station,  will  air  a  total  of  23  Green 
Bay  Packers  and  U.  of  Wisconsin 
(Continued  on  page  Ji.2) 


THE  PAGES  of  radio  history  were 
turned  back  exactly  30  years  on  Aug. 
20,  when  Ty  Tyson  spoke  the  same 
words  that  opened  the  first  regular 
broadcast  of  WWJ  Detroit  on  Aug. 
20,  1920.  Further  realism  was  added 
to  the  ceremony  through  use  of  the 
old-fashioned  carbon  mike. 
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How  stations  rank 
in  Colorado-Wyoming 


The  Colorado -Wyoming  Diary  Study,  the  first  complete  sur- 
vey of  listening  habits  in  these  two  wealthy  states,  has  the 
answers : 

•  KOA  leads  every  station  in  both  states  53%  of  the 
time  day  and  night 

•  In  the  morning  KOA  reaches  an  average  of  2.9%  of 
the  total  population  of  both  states  with  each  quarter- 
hour  program.  (Sta."B"  reaches  2.9%;  Sta."C"  1.1%; 
Sta."D"0.5%) 

•  In  the  afternoon  KOA  reaches  an  average  of  3.6%  of 
the  total  population  of  both  states  with  each  quarter- 
hour  program.  (Sta."B"  reaches  1.3%;  Sta."C"  0.8%; 
Sta.  "D"  1.3%) 


•  In  the  evening  KOA  reaches  an  average  of  7.2%  of 
the  total  population  of  both  states  with  each  program. 
(Sta."B"  reaches  4.5%;  Sta."C"  2.1%;  Sta."D"  0.8%) 

These  and  hundreds  of  other  revealing  facts  are  contained 
in  the  recently  released  Colorado- Wyoming  Diary  Study.  To 
be  absolutely  certain  that  your  dollars  are  buying  the  best 
audience  for  your  client  in  this  essential  area,  consult  the 
Colorado -Wyoming  Diary  Study.  Its  wealth  of  heretofore 
unavailable  information  on  the  Colorado-Wyoming  audience 
and  its  characteristics  will  be  invaluable  to  you.  A  postcard 
will  bring  your  free  copy  by  return  air  mail. 


D  IB 


.or  SPOT  SALES 
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COMMUNISTS  RIGHTS  f /ect/ons  increase  Problems  | 


MOUNTING  concern  over  the 
question  of  selling  radio  time  to 
Communist  or  fellow-traveler  or- 
ganizations— a  question  which  may 
attain  problem  propox'tions  before 
this  fall's  elections — was  evidenced 
last  week  amid  indications  that 
FCC  and  one  of  its  former  chair- 
men are  at  loggerheads  on  the 
issue. 

On  the  basis  of  its  Port  Huron 
decision,  the  Commission  is  ex- 
pected to  hold  to  the  position  that 
stations  are  required  by  law  to 
sell  time  to  any  legally  qualified 
candidate — Communists  included — ■ 
or  else  refuse  time  to  all  other 
candidates  for  that  office. 

FCC  Chairman  Wayne  Coy  was 
understood  to  have  reiterated  this 
view  in  a  sharp  reply  to  a  prom- 


MBS  FACES  SUIT 

By  'Meet  the  Press'  Owners 

MBS  FACES  a  $1,250,000  suit  for 
cancelling  Meet  the  Press  in  al- 
leged violation  of  contract  and  for 
replacing  it  with  Reporters  Round- 
up, according  to  an  announcement 
last  week  by  Martha  Rountree  and 
Lam-ence  E.  Spivak,  co-owners  of 
the  cancelled  show. 

Saying  instructions  to  file  the 
suit  Aug.  27  in  the  New  York 
County  Supreme  Court  had  been 
given  their  attorney,  Maurice 
Smith  of  New  York,  Miss  Rountree 
and  Mr.  Spivak  also  said  they 
would  "add  our  voice  to  the  many 
others  already  urging  the  FCC  to 
re-examine  the  whole,  overripe 
question  of  program  protection." 

Specifically  MBS  was  charged 
with  cancelling  a  contract  that  had 
two  years  to  run  and  which  "spe- 
cifically acknowledged  the  original 
and  unique  nature  of  the  program 
and  the  retention  of  all  rights,  title 
and  interest  in  the  program  by  Mr. 
Spivak  and  Miss  Rountree";  with 
"appropriating  not  only  the  basic 
format  of  Meet  the  Press  but  even 
using  regular  participants  on  the 
latter  program  (Reporters  Round- 
up)"; and  with  "unfair  competi- 
tion and  breach  of  faith  by  pre- 
senting a  'substitute  progi-am'  the 
week  following  cancellation  of 
Meet  the  Press." 

Following  the  announcement, 
Frank  White,  MBS  president,  said: 

"MBS  has  received  no  papers  in 
connection  with  any  legal  action  re- 
lating to  its  program,  Reporters 
Roundup  and  is  therefore  in  no 
position  to  make  any  comment.  We 
know  of  no  basis  for  any  claim 
against  this  public  service  pro- 
gram." 

Meet  the  Press  was  sold  coopera- 
tively. It  is  believed  that  the  dis- 
satisfaction of  Mutual  affiliates, 
which  are  understood  to  have  felt 
that  the  television  version  of  Meet 
the  Press,  a  separate  program  over 
NBC-TV,  had  been  taking  the  play 
away  from  the  radio  version, 
caused  Mutual  to  drop  the  show. 
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inent  eastern  station  which  notified 
the  Commission  it  was  refusing  a 
speech  of  a  Progressive  Party  can- 
didate for  the  U.S.  Senate  because 
it  considered  the  speech  "treason- 
able." 

Former  FCC  Chairman  Paul  A. 
Porter  meanwhile  asserted  his 
opinion  that  a  station  would  be 
justified  in  denying  time  to  Com- 
munist candidates  and  that  FCC 
would  not  prosecute  those  which 
do  so. 

Porter's  Views 

Mr.  Porter,  of  the  Washington 
law  firm  of  Arnold,  Fortas  &  Por- 
ter, outlined  his  views  at  the  re- 
quest of  Sen.  William  Benton 
(D-Conn.),  who  had  been  queried 
on  the  subject  by  Philip  Merryman, 
president  and  general  manager  of 
WLIZ  Bridgeport,  Conn.  Mr. 
Merryman  expressed  concern  over 
WLIZ's  responsibility  under  the 
Communications  Act  (Sec.  315) 
and  FCC  rules  (Sec.  3.190),  and 
asked  for  an  interpretation  or  re- 
medial action. 

"I  think  any  commission  which 
undertook  to  penalize  a  licensee  be- 
cause he  denied  his  facilities  to  a 
qualified    Communist  candidate 


CONNECTICUT  race  for  one  of  the 
two  seats  in  the  U.  S.  Senate  was 
shaping  up  in  a  battle  royal  along 
radio-television  row  last  week  as 
the  two  nominees — Sen.  William 
Benton,  Democrat,  and  Prescott  S. 
Bush,  Republican — mapped  plans 
for  the  forthcoming  Congressional 
campaign. 

Heavy  use  of  both  radio  and 
video  was  strongly  indicated  by 
spokesmen  for  the  two  candidates, 
each  of  whom  has  shared  more 
than  just  a  passing  interest  in 
sound  broadcasting  and  the  ad- 
vertising fields. 

Mr.  Bush,  a  CBS  director,  in- 
creased his  financial  interest  in 
the  network  in  May  1949  when,  ac- 
cording to  the  Securities  Exchange 
Commission,  he  purchased  an  ad- 
ditional 200  shares  of  Class  A  and 
300  shares  of  Class  B  stock  to 
augment  his  previous  holdings  of 
210  and  300,  respectively. 

Mr.  Bush  will  siphon  a  sub- 
stantial chunk  of  his  campaign 
funds — possibly  as  much  as  75% — 
into  television  spots  and  some  pro- 
grams, with  the  remainder  going 
into  radio. 

Details  of  his  radio-TV  cam- 
paign have  not  been  fully  evolved, 
but  it  was  learned  last  week  that 
his  managers  have  contracted  for 
between  $8,000  and  $10,00  in  TV 
time  alone  thus  far  on  WNHC-TV 
New  Haven,  Conn.,  where  they 
have  set  numerous  commitments. 
Other  TV  contracts  may  be  set. 

Sen.  Benton,  staunch  advocate  of 


would  be  in  plenty  of  hot  water," 
Former  Chairman  Porter  asserted. 

"In  this  particular  period,"  he 
continued,  "I  believe  a  radio  station 
manager  would  be  justified  in  deny- 
ing his  facilities  to  a  Communist 
candidate  for  office  on  the  grounds 
that  such  a  broadcast  would  incite 
the  community  and  that  even 
though  the  state  laws  permitted 
Communists  access  to  the  ballot, 
the  licensee  could  not  thereby  con- 
clude that  a  Communist  was  a  'bona 
fide'  candidate,  but  was  merely 
undertaking  to  exploit  the  Com- 
munications Act  and  the  radio  sta- 
tion involved  for  purposes  of  con- 
fusion unrelated  to  the  merits  of 
the  election  issues  facing  the 
voters." 

Porter  Assurance 

Mr.  Porter  assured  Sen.  Benton 
that  he  would  not  hesitate  to  de- 
fend Mr.  Merryman  if  his  refusal 
to  sell  time  to  Communist  candi- 
dates during  election  campaigns  re- 
sulted in  FCC  action  against  the 
station. 

The  question  of  selling  time  to 
Communists  also  is  raised  by  a 
complaint  filed  with  FCC  by  a 
listener  to  a  program  which  until 
mid-August  was  sponsored  by  the 


Communist  Party  on  WSAR  Fall 
River,  Mass.  WSAR  has  notified 
FCC  it  discontinued  the  program 
Aug.  13.  , 

Spokesmen  for  WSAR  said  the 
weekly  program  had  been  carried  | 
for  several  years,  having  been 
started  before  the  present  owner, 
Fall  River  Herald-News,  acquired 
the  station.  The  newspaper  owners 
considered  dropping  the  program 
when  they  acquired  WSAR,  but  de- 
cided not  to  do  so,  the  spokesman 
said. 

He  attributed  the  decision  par-  ' 
tially  to  a  desire  to  offset  FCC's 
announced  feeling  that  newspaper 
ownership    of    stations  generally 
tends  toward  concentration  of  con-  i 
trol  over  the  dissemination  of  in-  | 
formation  to  the  public.    He  also 
pointed   out  that  the  newspaper 
had  kept  government  agencies,  in- 
cluding the  FBI,  informed  of  the 
Communist  Party's  sponsorship  of 
the  program. 

The  complaint  to  FCC  was  di- 
rected against  a  speech  by  Joseph 
Figuerito  on  one  of  the  programs. 
Notification  that  the  series  had 
been  discontinued  was  sent  to  FCC 
by  WSAR  last  Monday. 
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international  radio,  co-founder  of 
Benton  &  Bowles  advertising 
agency,  and  former  Assistant 
Secretary  of  State  for  Public  Af- 
fairs in  charge  of  Voice  of  America, 
is  also  known  to  be  kindly  disposed 
to  both  media,  on  which  he  has 
made  highly  impressionable  ap- 
pearances from  time  to  time. 

His  program  last  week  appeared 
to  center  equally  between  radio  and 
TV  participations  involving  spot 
announcements  of  varying  lengths. 
Connecticut  stations  which  will 
carry  them  had  not  been  set. 

No  Totals  Revealed 

Headquarters  spokesmen  for  both 
parties  were  reluctant  to  reveal  the 
size  of  radio-video  budgets  for  the 
fall  campaign  on  grounds  that 
estimates  would  forecast  strategy. 
But  this  hesitancy  did  not  mini- 
mize the  interest  in  the  broadcast- 
ing campaign  to  be  waged  by  both 
candidates,  and  Mr.  Bush's  con- 
firmed decision  to  concentrate  on 
television. 

The  CBS  director,  it  was  under- 
stood, is  pursuing  TV  largely  on 
the  recommendations  of  associates 
at  CBS  and  New  York  agencies, 
who  point  out  that  this  will  be  the 
medium's  first  full-fledged  opera- 
tion in  an  off-year  Congressional 
race,  and  that  television  has  proved 
tremendously  effective  in  political 
circles. 

Mr.  Bush's  TV  campaign  will  get 
underway  on  WNHC-TV,  only  video 
outlet  in  Connecticut,  with  spot  an- 


nouncements preceding  a  football 
game  Sept.  23.  He  also  has  res- 
ervations for  spots  preceding  and 
following  World  Series  telecasts  if 
WNHC-TV  carries  them,  as  well 
as  for  wrestling  breaks  on  pro- 
grams from  Chicago,  Wednesday 
and  Saturday,  beginning  Sept.  20 
if  the  station  obtains  clearance 
from  ABC-TV. 

Throughout  the  Sept.  23-Nov,  6 
period  are  commitments  for  one, 
five  and  15  minute  spots  and  pro- 
grams, with  many  announcements 
slated  before  and  after  women's 
participation  programs.  Break- 
down, according  to  James  Milne, 
station  rrtanager,  shows:  13  15- 
minute  Class  A  programs,  21  five- 
minute  Class  A  programs  and  36 
Class  A  one-minute  spots.  Also 
committed  is  a  one-hour  telecast  j 
on  election  eve,  from  11-12  p.m. 

Mr.  Bush's  commitments  on 
WNHC-AM  are  expected  to  ap- 
proximate around  $2,000,  according 
to  Mr.  Milne.  It  also  was  reported, 
but  not  confirmed,  that  Mr.  Bush 
has  contracted  for  time  on  the 
regional  Connecticut  State  Net-  ^| 
work. 

Lester  Fossel  of  Mr.  Bush's  head- 
quarters office  told  Broadcasting 
that  the  TV  campaign  would  utilize 
live,  film  and  "split"  announce- 
ments and  programs.  One-minute 
spots  will  be  primarily  film,  he 
said,  prepared  by  Paul  Defur,  an 
independent  producer  who  handles 
work  for  the  Maxwell  Sackheim 
(Continued  on  page  7U) 
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POLITICAL  RULES 


Definition  Controversy 


FCC  FOUND  itself  facing  a  con- 
troversy last  week  over  a  proposal 
to  enlarge  its  definition  of  a  politi- 
cal candidate  to  include  not  only 
the  candidate  himself  but  also  any- 
one else  who  is  authorized  to 
speak  for  him. 

Westinghouse  Radio  Stations 
offered  the  proposal  in  connection 
with  FCC's  plan  to  make  the  pres- 
ent AM-FM-TV  political  broad- 
cast rules  applicable  to  non-com- 
mercial educational  FM  stations 
too.  FCC  invited  comments  [Broad- 
casting, July  24]. 

When  the  comments  were  tallied 
last  Monday — the  deadline — the 
CIO,  WIBG-AM-FM  Philadelphia, 
and  F.  S.  Siebert  of  the  U.  of 
Illinois  were  on  Westinghouse's 
side,  while  NAB  and  the  Chicago 
Federation  of  Labor  (WCFL)  were 
opposed. 

The  WRS  petition  cited  a  court 
decision  involving  Westinghouse  in 
which  a  federal  district  court  held 
that,  in  the  equal-time  provision  of 
the  Communications  Act,  the  "use" 
of  radio  facilities  by  a  candidate 
applies  not  only  to  the  candidate 
himself  but  also  to  any  authorized 
representative  or  sponsor  of  that 
candidate. 

Re-definition  Suggested 

Accordingly,  Westinghouse  sug- 
gested that  FCC  re-define  "legally 
qualified  candidate"  to  include  "any 
individuals  specifically  authorized 
by  the  candidate  to  speak  for  him 
or  authorized  by  the  appropriate 
campaign  or  finance  committee  act- 
ing under  general  authorization  for 
the  candidate." 

The  CIO,  in  a  statement  by  Gen- 
eral Counsel  Arthur  J.  Goldberg 
and  Assistant  General  Counsel 
Thomas  E.  Harris,  approved  the 
proposal  and  asked  that  it  be  put 
into  effect  immediately,  "so  that 
the  public  may  have  the  benefit 
of  it  in  the  election  campaigns  this 


Piummer  Named 

COLONEL  WILLIAM  E.  PLUM- 
MER,  partner  in  Glenn  D.  Gillett 
&  Assoc.,  consulting  radio  engineer- 
ing firm,  Washington,  D.  C,  has 
been  granted 
leave  of  absence 
to  accept  an  ap- 
pointment with 
Staff  of  the  Pres- 
ident's Communi- 
cations Policy 
Board.  Colonel 
Piummer  joined 
the  Glenn  D.  Gil- 
lett firm  as  senior 
engineer  in  1933. 
He  entered  active 
duty  as  a  First  Lieut,  in  World 
War  II,  in  May  1941.  He  attained 
the  rank  of  Colonel  befoie  termina- 
tion of  his  war  service  in  April 
1946,  when  he  rejoined  the  engi- 
neering firm. 


fall."  CIO  also  said : 

While  the  best  practice  of  radio 
chains  and  stations  is  at  present  in 
accord  with  the  Westinghouse 
proposal,  some  stations  do  take  ad- 
vantage of  the  personal  unavailability 
of  a  candidate  to  deny  time.  The  right 
to  equal  use  of  radio  facilities  should 
not  depend  upon  such  adventitious 
circumstances  as  the  personal  avail- 
ability of  a  candidate. 

Seaboard  Radio  Broadcasting 
Corp.,  licensee  of  WIBG-AM-FM, 
gave  its  endorsement  of  the  pro- 
posal in  a  brief  statement  by  Vice 
President  John  Morgan  Davis,  filed 
through  the  Washington  law  firm 
of  Dow,  Lohnes  &  Albertson. 

Siebert's  Idea 

Mr.  Siebert,  director  of  the  U. 
of  Illinois'  Institute  of  Communica- 
tions Research,  suggested  that 
FCC's  rules  be  amended  to  make 
the  equal-time,  no-censorship  pro- 
vision applicable  not  only  to 
speeches  by  candidates  and  their 
authorized  representatives,  but  also 
to  "broadcasts  by  individuals  or 
groups  supporting  a  candidate  but 
not  specifically  authorized  by  the 
candidate."    Additionally   he  sug- 


gested that  the  rules  be  changed  to 
show  that  broadcasts  which  are  pri- 
marily for  other  purposes,  but 
which  include  incidental  "plugs" 
for  a  candidate,  are  exempt  from 
the  requirements  regarding  polit- 
ical broadcasts. 

NAB,  on  the  other  hand,  argued 
that  Westinghouse's  proposal 
should  be  denied.  The  court  case 
cited  by  Westinghouse — Felix  vs. 
Westinghouse  —  "is  not  authority 
for  the  Commission  to  issue  rules 
and  regulations  concerning  politi- 
cal broadcasts,"  according  to  the 
NAB  brief,  filed  by  Attorney  Don 
Petty  and  Vince  Wasilewski.  In- 
deed, NAB  contended,  another  case 
putting  "an  entirely  different  con- 
struction" on  the  equal-time  re- 
quirements "is  still  the  highest 
judicial  authority"  on  the  subject. 

Referring  to  the  decision  cited 
by  Westinghouse,  NAB  said : 

Its  interpretation  of  the  law  was 
to  relieve  the  station  of  a  duty — that 
of  compensating  an  individual  for  the 
damages  resulting  from  defamation. 
This  decision  should  not  be  the  basis 
for  a  regulation  imposing  a  new  duty 
on   a   broadcasting   station — that  of 


ARKANSAS  MEET 


Members  Protest 
NAB  Actions 


SOME  two  dozen  members  of  the  Arkansas  Broadcasters  Assn.  aren't 
too  happy  about  the  NAB  and  have  instructed  ABA  President,  Sam  W. 
Anderson,  of  KFFA  Helena,  to  tell  the  national  association  how  they  feel. 

Meeting  at  Hot  Springs  Aug.  18,  spokesmen  for  22  stations  told  Presi- 
dent Anderson  "it's  high  time  to  let  .  


Col.  Piummer 


the  NAB  know  how  things  stand  in 
Arkansas.  In  a  discussion  led  by 
Fred  Stevenson,  KGRH  Fayette- 
ville,  a  number  of  stations  reported 
they  had  resigned  from  NAB  and 
others  said  their  future  member- 
ship was  in  doubt. 

Principal  source  of  complaint 
was  NAB's  position  in  the  Ar- 
kansas tax  case,  in  which  two  Little 
Rock  stations  were  denied  U.  S. 
Supreme  Court  hearing  on  a  state 
ruling  upholding  radio  privilege 
taxes.  Several  small  stations  com- 
plained present  NAB  membership 
fees  are  too  high. 

Rules  governing  broadcasting  of 
high  school  playoff  games  in  foot- 
ball and  basketball  were  discussed 
by  G.  A.  Stubblefield,  El  Dorado 
school  superintendent  and  presi- 
dent of  the  Arkansas  Athletic 
Assn.,  and  Johnny  Burnett,  execu- 
tive secretary.  They  defended 
charging  of  fees  for  rights  to  state 
championships.  Broadcasters  were 
invited  to  send  a  delegate  to  the 
association's  next  meeting  to  pre- 
sent their  side. 

In  a  discussion  with  the  Ar- 
kansas Medical  Society's  auxiliary, 
the  stations  indicated  they  would 
accept  health  broadcasts  as  public 
service  but  make  uniform  charges 
for  programs  discussing  controver- 
sial issues. 

Representatives  of  Southwestern 
Bell  Telephone  Co.  outlined  the 
company's  improvement  program 
and  its  increasing  use  of  radio  as 


a  public  relations  medium. 

The  program  included  talks  by 
Leon  Sipes,  KELD  El  Dorado,  on 
"Radio's  Role  in  the  War  Effort"; 
Julian  Haas,  KARK  Little  Rock, 
and  Emil  Pouzar,  KXLR  North 
Little  Rock,  on  "Policies  Governing 
Political  Broadcasts";  Jack  Wol- 
ever,  KTHS  Hot  Springs,  on  "Han- 
dling Free  Time  Requests." 

Arrangements  for  the  meeting 
were  made  by  Mr.  Wolvere  and  Ted 
Rand,  KDRS  Paragould,  ABA  sec- 
retary-treasurer. 

In  attendance  were: 

Sam  W.  Anderson,  KFFA  Helena; 
William  Fogg,  KXJK  Forrest  City;  Leon 
Sipes.  Wilford  McKinney,  KELD  El 
Dorado;  Russ  Horne,  Leon  Bryan, 
KXRJ  RussellviUe;  Melvin  P.  Spann, 
KWAK  Stuttgart;  Walcott  Wyllle, 
KBRS  Springdale;  David  M.  Segal, 
KTFS  Texarkana;  Ted  Wood,  Chet 
Blackwood,  KOSE  Osceola;  Jack  Wol- 
ever,  Jon  Karber,  KTHS  Hot  Springs; 
L.  B.  Tooley,  Wes  Ninemire,  KXAR 
Hope;  Adrian  L.  White,  KPOC  Poca- 
hontas; Ray  Dexter.  Ted  Rand,  KDRS 
Paragould;  S.  C.  Vinsonhaler,  KGHI 
Little  Rock;  David  Crockett,  KAMD 
Camden;  W.  B.  Hutt,  KLRA  Little 
Rock;  William  R.  Smith,  KBTA  Bates- 
ville:  Frank  Browne,  Bob  Choate. 
KWFC  Hot  Springs;  Juhan  Haas,  KARK 
Little  Rock;  Emil  Pouzar,  KXLR  North 
Little  Rock;  Hugh  Murphy.  KWEM 
West  Memphis;  John  England,  KFPW 
Fort  Smith;  John  M.  Moore,  KVRC 
Arkadelphia;  Jay  P.  Beard,  KBTM 
Jonesboro;  Fred  Stevenson,  KGRH 
Fayetteville. 

J.  R.  Anderson,  H.  R.  Mason,  Asso- 
ciated Press;  Bill  Stubblefield,  Capitol 
Transcriptions;  John  Divine,  Standard 
Transcriptions;  Bill  Davies,  RCA 
Thesaurus;  Dorsey  Owings,  BMI;  David 
R.  Milsten,  Tulsa,  SESAC;  Joe  Carle- 
ton,  Doyle  Bates,  Carleton  Radio  Sup- 
ply, Little  Rock;  M.  R.  Paglee,  RCA; 
Frank  Parton,  Frederic  W.  Ziv  Co. 


making  its  facilities  available  to  spon- 
sors as  well  as  to  candidates. 

This  same  problem  was  considered 
by  Congress  [in  1934]  and  discarded. 

NAB  also  pointed  out  that  in 
the  Houston  Post  case  a  federal 
three-judge  statutory  court  ex- 
amined FCC's  Port  Huron  decision, 
which  held  that  broadcasters  may 
not  censor  political  broadcasts  but 
expressed  the  opinion  that  they 
would  not  be  held  liable  for  libel 
contained  in  such  speeches.  The 
court's  decision  "went  so  far  as  to 
question  whether  this  Commission 
could  properly  issue  rules  and  regu- 
lations relating  to  political  broad- 
casts," NAB  asserted.  Its  brief 
continued : 

The  NAB  believes  it  desirable  that 
the  broadcasters  be  relieved  of  liabil- 
ity growing  out  of  the  use  of  their 
stations  under  Sec.  315  [of  the  Com- 
munications Act].  However,  unfor- 
tunately, in  the  absence  of  a  U.  S. 
Supreme  Court  interpretation  of  Sec. 
315,  each  federal  and  state  court  will 
interpret  it  as  it  sees  fit.  And  since 
the  weight  of  authority  is  contrary 
to  the  Felix  case  [mentioned  by  West- 
inghouse] it  seems  most  unwise  for 
the  Commission  to  adopt  the  dicta 
of  that  decision  as  the  basis  for 
imposing  an  added  obligation  on 
station  licensees. 

In  this  connection,  the  language  of 
the  court  in  the  Houston  Post  case  . .  . 
is  particularly  apropos,  for  "if  it 
should  be  determined  that  the  Com- 
mission's guess  as  to  the  law  was 
wrong,  it  ought  not  be  held  to  have 
the  power  to  subject  the  owner  under 
sanction  to  the  hazards  of  its 
wrong  guessing."  Broadcasters  in  a 
number  of  states  still  remain  on  the 
horns  of  a  dilemma  as  far  as  the 
political  broadcast  section  of  the 
Communications  Act  is  concerned, 
and  it  is  respectfully  urged  that  the 
burdens  thereof  not  be  increased  as 
proposed  by  the  Westinghouse  peti- 
tion. 

Coy  Quoted 

NAB  also  noted  that  FCC  Chair- 
man Wayne  Coy  had  been  quoted  by 
a  House  Select  Committee  as  say- 
ing in  1948,  with  reference  to  the 
Port  Huron  decision,  that  "for  the 
time  being,  at  least  until  the  matter 
is  settled,  the  honest  and  conscien- 
tious broadcaster  who  uses  ordinary 
common  sense  in  trying  to  prevent 
obscene  and  slanderous  statements 
from  going  out  over  the  air  needs 
not  fear  any  capricious  action." 

The  Chicago  Federation  of  La- 
bor, licensee  of  WCFL  Chicago, 
also    opposed    the    Westinghouse , 
proposal,  asserting  that  Westing- ' 
house  was  trying  to  do  by  rule- 
making "that  which  Congress  in  I 
1947  refused  to  do  when  it  failed  to 
enact  ...  the  [White  Bill]." 

CFL's  brief,  submitted  by  Wash- 
ington Attorney  Eugene  L.  Burke, 
contended  that  changes  in  the  defi- 
nition of  "candidate"  should  be 
made,  if  at  all,  by  amendments  of 
existing  law  and  not  by  changes 
in  FCC's  rules.  If  the  general 
problems  raised  in  the  political 
section  are  to  be  considered,  the 
brief  continued,  they  should  be 
approached  in  separate  proceed- 
ings. 

FCC  may  call  for  oral  argument 
on  the  question. 
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6:30-7:30 

FACTORY  WORKER 


7:30-9:30 

WHITE  COLLAR 


9:00-5:30 

SHOPPERS 


4:30-7:00 

HOME  BOUND  WORKERS/ 

 k 


TRANSIT  RADIO  ALONE  OFFERS  THESE  FOUR  SALES  ADVANTAGES 


A  SELECTED  AUDIENCE  . 

A  COUNTED  AUDIENCE 

A  LOW  COST  AUDIENCE 
A    HOME    AUDIENCE  . 


.  .Breakdown  of  men  and  women  riders,  inbound  and  out- 
bound. Audience  composition  breakdowns,  by  hours  of  the 
day — you  can  choose  exactly  the  type  of  audience  you  want. 

.  .by  half-hour  periods.  You  know  exactly  how  many  people 
your  sales  message  reaches.  No  "guesstimates,"  no  surveys 
necessary. 

.  .With  this  precise  information  and  Transit  Radio's  low  rates, 
you  can  see  at  a  glance  your  guaranteed  cost-per-thousand. 

.  .Because  of  their  unique  "music  and  news"  program  structure. 
Transit  Radio  Stations  capture  the  bulk  of  FM  home  listeners 
.  .  .  with  highest  hours-per-day  average.  Check  the  FM 
listening  reports. 


AND  REMEMBER,  TRANSIT  RADIO  GETS  RESULTS! 

Call  TODAY  for  the  fact-full  story  from 

New  York:  250  Pork  Ave., 

TRANSIT  RADIO,  INC.  "^^^.l^zl^  woc^e. 

Fin=  6-4281 

And  in  CINCINNATI,  OHIO 


IS 


Times-Star  Bidg. — GA  1331 
AfFiliated  with  WKRC,  WKRC-TV  and  the  Cincinnati  Times-Star 


TRANSIT  RADIO  IS  AVAILABLE 
IN  ALL  THESE  MARKETS  .  .  . 

(And  coming   soon   in  scores   of  others): 

Bradbury  Heights,  Md.  WBUZ 

(and  suburbs  of  Wash.,  D.  C.) 
Cincinnati,  O.,  and  Covington,  Ky.  WKRC-FM 

Des  Moines,  Iowa  KCBC-FM 

Boston  (North),  Mass.  WLYN-FM 

WHAV-FM 

Evansville,    Ind.  WMLL 

Flint,  Mich.  WAJL-FM 

Houston,  Texas  KPRC-FM 

Huntington,  W.  Va.  WPLH-FM 

Jacl<sonville,  Fla.  WJHP-FM 

Kansas  City,  Mo.  KCMO-FM 

Minnepolis-St.  Paul,  Minn.  WMIN 

Omaha,  Nebr.  KBON-FM 

Pittsburgh,    Pa.,   Suburbs  WKJF 

St.  Louis,  Mo.  KXOK-FM 

Tacoma,  Wash.  KTNT 

Trenton,  N.  J.  WTOA 

Washington,  D.  C.  WWDC-FM 

Wilkes-Barre,  Pa.  WIZZ 

Worcester,  Mass.  WGTR-FM 
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G.  A.  RICHARDS  !CcymN-l^ 


FCC  Actions 

ONE  NEW  AM  station  and 
two  noncommercial  FM  out- 
lets were  granted  by  the  FCC 
last  week.  Initial  decision  to 
grant  application  of  KEYY 
Pocatello,  Ida.,  renewal  of  li- 
cense and  final  decision 
granting  WRIB  Providence, 
R.  I.  change  in  facilities  is- 
sued. These  and  other  FCC 
actions  may  be  found  in  Ac- 
tions of  the  FCC  beginning 
on  page  81  and  FCC  Round- 
up on  page  84. 


FCC  EXAMINER  James  D.  Cun- 
ningham ruled  last  week  that  he 
would  not  enforce  a  subpena  to 
require  G.  A.  (Dick)  Richards  to 
testify  in  the  hearing  on  his  news 
policies,  but  made  clear  that  he 
thought  the  station  owner's  testi- 
mony "is  necessary  to  complete  this 
record." 

His  ruling  came  Wednesday  in 
the  10th  week  of  FCC's  hearing 
on  charges  that  Mr.  Richards,  chief 
owner  of  KMPC  Los  Angeles, 
WGAR  Cleveland  and  WJR  De- 
troit, ordered  staff  members  to 
slant  news  according  to  his  own 
personal  views.  Three  doctors 
testified  that  Mr.  Richards'  heart 
condition  is  such  that  requiring 
him  to  testify  might  cost  his  life. 

"Two  things,"  Mr.  Cunningham 
said,  "are  clearly  established:  (1) 
That  testimony  of  Mr.  Richards 
is  necessary  to  complete  this 
record;  (2)  I  am  convinced  that  the 
appearance  of  Mr.  Richards  would 
jeopardize  his  health.  Whatever 
doubts  I  may  have  held  were  com- 
pletely dispelled  by  listening  to 
these  doctors.  It  is  clear  that  Mr. 
Richards  is  a  very  sick  man.  I  am 
therefore  going  to  relieve  him  from 
appearance  under  the  subpena." 

The  examiner  said,  however, 
that  he  thought  the  submission  of 
written  questions  to  Mr.  Richards, 
which  he  could  answer  at  his  lei- 
sure, would  not  jeopardize  his  life 
and  that  accordingly,  since  the 
owner's  testimony  is  needed,  he 
would  "entertain  a  request  for  an 
interrogatory  to  be  submitted  to 
him." 

FCC  General  Counsel  Benedict 
P.  Cottone,  who  has  sought  con- 
sistently to  get  Mr.  Richards  into 
the  witness  chair  for  questioning 
about  alleged  correspondence  and 
telephone  "instructions"  regarding 
the  handling  of  KMPC  news,  in- 
dicated he  doubted  the  value  of  an 
interrogatory.  Hugh  Fulton,  chief 
trial  counsel  for  Mr.  Richards,  said 
he  would  consider  such  a  course  but 
that  in  view  of  Mr.  Cottone's  op- 
position it  would  be  "purely  aca- 
demic." 

Not  Criminal  Case 

Examiner  Cunningham  said  he 
had  considered  Mr.  Cottone's  sug- 
gestion that  an  impartial  medical 
board  be  appointed  to  examine  Mr. 
Richards,  but  that  he  didn't  want 
to  be  a  party  to  such  procedure. 

"This  is  not  a  criminal  case  and 
Mr.  Richards  is  not  to  be  treated 
like  a  criminal,"  he  asserted. 
"Nonetheless,  the  responsibility  is 
his  to  establish  that  the  renewal 
of  the  licenses  [of  his  three  sta- 
tions] would  be  in  the  public  in- 
terest. That  responsibility  has 
never  shifted." 

Dr.  H.  B.  Steinbach,  Detroit 
specialist;  Dr.  Behneman,  and  Dr. 
Percy  Albert  Staley,  internist  of 
Palm  Springs,  agreed  tnat  forcing 
Mr.  Richards  to  appear  might  be 
fatal. 

Mr.  Cottone  questioned  Dr.  Stein- 
bach at  some  length  as  to  Mr. 


Richards'  hours  and  social  life, 
such  as  card  playing,  attending 
sports  events,  and  other  activities. 
The  physician  said  Mr.  Richards 
led  a  very  inactive  life  for  three  or 
four  years  and  "then  I  told  him  he 
could  do  a  little  more." 

Asked  if  these  activities  were 
included  in  "doing  a  little  more," 
Dr.  Steinbach  replied  that  "in  treat- 
ing people,  in  trying  to  keep  them 
living,  you  have  to  let  them  take 
on  activities  up  to  the  point  of 
pain  or  fatigue.  Unless  he  does 
things,  he  might  as  well  be  dead." 

He  pointed  to  a  physical  exami- 
nation of  Mr.  Richards  on  Monday 
as  an  example  of  bringing  on  fati- 
gue or  pain  (angina  attacks.). 

Cites  Activities 

Mr.  Cottone  wanted  to  know 
whether  Mr.  Richards'  continued 
survival  of  the  range  of  his  activ- 
ities wasn't  good  indication  that 
he  has  "a  good  cardiac  reserve." 

"No,"  the  physician  replied. 
"There  is  no  disease  more  treach- 
erous than  the  cardiac  disease.  He 
may  seen  perfectly  fine  and  drop 
dead." 

Dr.  Steinbach  said  he  was  first 
called  to  attend  Mr.  Richards  in 
1938,  and  that  the  station  owner 
"was  having  an  acute  coronary  oc- 
culsion  at  that  time." 

Asked  by  Examiner  Cunningham 
whether  it  would  be  dangerous  to 
give  Mr.  Richards  a  list  of  ques- 
tions to  be  answered  at  his  leisure, 
the   witness   said   he   couldn't  be 


NBC  LAST  WEEK  launched  its 
fall  promotion  campaign,  which 
will  include  heavy  cooperative  ex- 
penditure in  newspaper  advertising 
with  the  network 


and  its  affiliates 
splitting  the  cost 
50-50. 

The  campaign 
began  Aug.  21 
with  five-second 
network  cue  an- 
nouncements and 
20-second  an- 


nouncements in- 
Mr.  Wallace  serted  in  all  sus- 
taining network 
shows.  In  the  first  week,  described 
as  the  teaser  phase  of  the  cam- 
paign, 175  network  cues  and  60 
sustaining  announcements  were  to 
be  broadcast. 

The  fall  promotion  campaign  is 
under  the  direction  of  George  Wal- 
lace, NBC  manager  of  radio  adver- 
tising and  promotion. 

Over-all,  the  campaign  involves 
on-the-air  promotion,  cooperative 
newspaper  advertising,  additional 
newspaper  space  to  be  bought  in- 
dividually by  the  stations  and  10 
pages  in  Look  magazine. 

The  basic  theme  of  the  campaign 
seeks  to  capitalize  on  what  NBC 


"sure,"  though  he  thought  it  would 
be  harmful. 

Following  the  testimony  of  the 
three  physicians,  Mr.  Cottone  told 
Examiner  Cunningham  that  their 
evidence  "has  not  altered  the  posi- 
tion I  took  following  testimony  of 
Dr.  Roy  E.  Thomas,"  who  appeared 
earlier  in  behalf  of  Mr.  Richards 
but  failed  to  convince  the  general 
counsel  [Broadcasting,  July  31]. 

"The  evidence  is  that  the  exami- 
nations Monday  were  of  the  most 
cursory  kind,"  he  asserted.  "Ap- 
parently from  the  testimony,  we  are 
now  dealing  with  a  condition  which 
has  placed  Mr.  Richards'  life  in 
constant  danger  for  the  past  22 
years." 

Examiner  Cunningham  mean- 
while reported  that  presentation  of 
Mr.  Richards'  case  would  definitely 
start  Sept.  5  [Broadcasting,  Aug. 
21].  If  FCC's  presentation  is  not 
completed  by  the  Aug.  31  target 
date,  sessions  may  be  held  over  the 
Labor  Day  weekend. 

In  sessions  preceding  the  medical 
testimony,  Robert  Horn,  a  WFIL 
Philadelphia  disc  m.c.  who  formerly 
was  a  KMPC  newscaster,  support- 
ed the  testimony  of  earlier  FCC 
witnesses  that  Mr.  Richards  fre- 
quently telephoned  instructions  and 
suggestions  for  news  handling. 

When  the  station  owner  was  in 
town,  he  said,  "he  called  me  on  an 
average  of  four  times  every  mor- 
ning." 

Mr.  Horn  said  he  appealed  to 
Chester    (Tiny)    G.   Renier,  then 


describes  as  "the  nation's  only  au- 
dible trademark,"  its  well-known 
chimes.  The  slogan  adopted  for 
the  campaign  is  "Three  Chimes 
Mean  Good  Times  on  NBC." 

NBC  stars  will  appear  in  re- 
corded announcements  plugging  the 
return  to  the  air  of  not  only  their 
own  shows  but  also  others.  These 
announcements  will  be  broadcast 
on  the  network  and  also  on  affil- 
iates throughout  their  own  sched- 
ules. 

Promotion  Announcements 

About  250  promotion  announce- 
ments will  be  aired  by  the  network 
each  week  and  an  equal  number,  it 
is  hoped,  on  every  affiliated  station. 

The  cooperative  newspaper  cam- 
paign starts  Oct.  15,  after  the  fall 
program  schedule  is  in  full  swing. 
It  will  use  two-column,  125-line  in- 
sertions, each  of  which  will  pro- 
mote a  block  of  shows  for  an  entire 
evening,  with  one  devoted  to  Sun- 
day afternoon  programs. 

The  size  of  the  cooperative  news- 
paper schedule  could  not  be  esti- 
mated last  week.  The  network  was 
still  awaiting  replies  from  some 
stations  as  to  whether  they  would 
participate. 

In  an  official  announcement  last 


KMPC  program  director,  and  was 
told  that  "if  the  boss  wants  it,  it 
was  to  be  done." 

He  said  newscasters  were  briefed 
on  Mr.  Richards'  likes  and  dislikes 
among  people,  labor  organizations, 
political  parties  and  minority 
groups  and  on  how  they  should  be 
treated  in  the  news.  He  testified 
that  in  addition  to  clipping  and  us- 
ing newspaper  items  in  newscasts, 
he  broadcast  editorials  without 
labeling  them  as  such. 

Under  cross-examination,  Mr. 
Horn  said  KMPC  Vice  President 
and  General  Manager  Robert  0. 
Reynolds  did  not  agree  with  the 
owner's  news  policies  but  "had  no 
control  over  the  news  department." 

Joseph  Burns,  associate  counsel 
for  Mr.  Richards,  undertook  to 
delve  into  Mr.  Horn's  marital  and 
private  life  in  an  effort  to  impeach 
his  testimony,  but  this  questioning 
was  stricken  from  the  record  on 
motion  of  FCC  Attorney  Fred 
Ford  on  grounds  that  its  value  for 
(Continued  on  page  J^O) 


week  the  network  said  the  total 
value  of  the  newspaper  and  Look 
insertions  would  be  about  $1  mil- 
lion. This  figure  included  an  esti- 
mate of  what  stations  would  spend 
on  individual  newspaper  advertis- 
ing. 

The  campaign  in  Look,  it  was 
learned,  was  arranged  on  a  space-; 
for-time  reciprocal  trade  deal,  like 
that  which  CBS  entered  into  with 
Look  for  its  magazine  campaign; 
for  fall  [Broadcasting,  Aug.  7].  j 

Although  its  magazine  campaign 
is  not  completely  planned,  NBC  will 
use  a  total  of  10  pages  in  Look, 
part  of  the  space  appearing  in  the 
Sept.  26  issue.  CBS,  which  an- 
nounced its  fall  promotion  plans 
four  weeks  ago,  will  use  eight  half- 
pages  in  five  consecutive  issues  of 
Look  beginning  the  same  date, 
Sept.  26. 

Promotion  material  sent  to  sta- 
tions by  NBC  includes  portfolios 
for  every  fall  program.  Each  port- 
folio contains  glossy  and  mat  pic-  j 
tures  of  the  stars  of  the  show, 
biographical  material,  suggested 
spot  announcements  to  promote  the 
show,  and  advertising  mats  of  vari- 
ous sizes  for  the  stations'  use  in 
buying  newspaper  space. 
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Here's  what  the) 


DOCTORS'  RADIO  CAMPAIGN 


Th 


.HE  force  of  radio  advertising  will  be  brought  to 
bear  in  October  by  the  American  Medical  Association 
in  a  peak  effort  of  its  National  Education  Campaign 
to  defend  the  American  voluntary  system  against  the 
threat  of  creeping  Socialism. 

An  intensive  two-week  spot  announcement 
campaign  will  open  October  8  over  more  than 
1,000  stations  covering  every  State,  Hawaii 
and  Alaska.  The  campaign  will  affirm  the 
doctors'  support  of  Voluntary  Health  Insur- 
ance and  opposition  to  Socialized  Medicine. 

CHAIN  REACTION— FREEDOM  STYLE 

The  basic  issue  is  Freedom  versus  Compulsion  in 
America.  More  than  10,000  publicly  responsible 
organizations,  representing  many  millions  of  Amer- 
icans emphatically  have  endorsed  the  side  of  Freedom. 
Here  are  just  ten  of  the  10,000  now  on  record 
against  Compulsory  Health  Insurance: 

General  Federation  of  Women's  Clubs 
National  Association  of  Insurance  Agents 
Catholic  Hospital  Association 
American  Protestant  Hospital  Association 
National  Association  of  Retail  Grocers 
American  Legion  and  Legion  Auxiliary 
National  Association  of  Retail  Druggists 
National  Retail  Dry  Goods  Association 
Veterans  of  Foreign  Wars 
American  Farm  Bureau  Federation 

In  every  community,  individual  citizens,  busi- 
ness enterprises  and  other  organizations  will 
want  to  augment  the  doctors'  radio  schedule 
with  tie-in  advertising  announcements  of 
their  own— based  on  the  theme:  "The  Vol- 
untary Way  is  the  American  Way^' 


Every  radio  station  may  expect  tie-in  adver- 
tising in  substantial  volume  during  the  period 
of  the  doctors'  campaign.  To  assist  stations  in 
serving  effectively  the  tie-in  market,  special  kits  of  tie- 
in  copy  and  sales  materials  are  being  prepared  and  will 
be  mailed  early  in  September  to  stations  carrying  the 
A.M.A.  announcements. 

A  MANIFESTO  OF  FREEDOM 

Be  on  the  lookout  for  your  tie-in  advertising 
kit.  Use  it.  It  will  aid  your  station  in  serving  all 
those  of  your  community  who  will  wish  to  participate 
in  this  crusade  to  reaffirm  the  basic  principles  of 
American  freedom— principles  deeply  cherished  by 
millions  of  Americans. 

The  Voluntary  Way  is  the  American  Way! 


AT  A  TIME  WHEN  AMERICANS  ARE 
DEFENDING  FREEDOM  from  aggresive 
outside  attack,  the  doctors  of  America 
believe  it  is  the  occasion,  too,  for  an 
outspoken  defense  of  freedom  on  the 
home  front. 

AMERICAN  DOCTORS  BELIEVE  the 

Voluntary  Way  is  the  American  Way 
to  solve  problems  of  medical  care,  cost 
and  service  —  and  America's  progress 
and  world  leadership  in  medical  affairs 
prove  that  conviction. 

MILLIONS  AGREE  -  but  Compulsory 
Health  Insurance— Socialized  Medicine 
—the  proven  forerunner  of  a  completely 
Socialized  State  —  remains  an  active 
enemy  of  American  voluntary  action! 


Address  correspondence  on  tie-in  advertising  to 

Russel  M.  Seeds  Company 
919  North  Michigan  Ave.,  Chicago  11,  Illinois 


National  Education  Campaign 

AMERICAN  MEDICAL  ASSOCIATION 

Chicago  2,  Illinois 
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SFL 


Over  Korean  War  Plan 


DISSENSION  in  the  Eastern  Re- 
gional Council  of  the  Radio  Writers 
Guild,  Authors  League  of  America 
Inc.,  over  the  proposal  to  organize 
writers  for  the  present  Korean 
emergency  appeared  but  slightly 
abated  last  week  despite  the  east- 
ern council's  having  finally  en- 
dorsed the  proposal. 

James  A.  Stabile,  national  and 
eastern  region  executive  secretary 
and  eastern  counsel,  said  his  re- 
signation "still  goes,"  although  the 
council's  latest  action  leaves  him 
"in  accord  on  all  matters."  He 
agreed  to  advance  the  effective  date 
of  his  resignation  from  Sept.  15  to 
sometime  in  October,  when  NLRB 
elections  incident  to  RWG's  certi- 
fication as  bargaining  agent  for 
the  freelance  writers  with  agencies, 
independent  packagers,  and  net- 
works are  expected  to  be  completed. 

The  eastern  council's  action  came 
last  week  at  a  meeting  in  New 
York  of  the  national  council  which 
adopted  a  resolution  urging  the 
Authors  League  to  set  up  a  body 
similar  to  the  War  Writers  Board 
of  World  War  II  "to  channel  effec- 
tively the  voluntary  efforts  of  writ- 
ers in  support  of  the  U.  S.  and 
U.  N."  The  eastern  council  en- 
dorsed the  action. 

Addresses  Critics 

At  the  same  meeting  the  eastern 
council  adopted  a  resolution  pre- 
sumably addressed  to  its  critics. 
Citing  the  Guild  constitution  as 
limiting  its  powers  to  "the  promo- 
tion and  protection  of  the  general 
professional  interests  of  (au- 
thors)," the  resolution  took  cogni- 
zance of  public  attacks  "in  cal- 
culated misrepresentation  of  its 
(the  council's)  motives  on  July  25, 
1950  in  tabling  a  resolution,  peti- 
tioning (the  Authors  League)  on 
any  educational  and  non-political 
basis,  to  offer  to  the  appropriate 
officials  of  the  U.  S.  Government 
the  cooperation  of  (Authors 
League)  in  support  of  the  military 
action  undertaken  by  the  United 
States  on  behalf  of  the  United  Na- 
tions, a  matter  adjudged  by  the 
(Council)  to  be  outside  the  purview 
of  the  Guild's  constitution."  Con- 
tinuing, it  characterized  as  "totally 
false,"  allegations  of  lack  of  pa- 
triotism, prejudice,  or  bias;  and  it 
affirmed  the  Council's  "long  estab- 
lished and  observed  policy  of  ad- 
herence to  the  constitutional  limi- 
tations of  its  powers." 

The  resolution  tabled  July  25,  to 
which  the  Council  referred,  was 
introduced  by  Welbourn  Kelly,  a 
Council  member,  and  read:  "Recog- 
nizing that  writers  in  all  media  are 
of  the  utmost  importance  in  the 
dissemination  of  vital  information 
during  a  time  of  national  crisis, 
now  therefore  be  it  resolved  that 
the  eastern  region  (or  RWG)  urges 
the  (Authors  League)  to  offer  to 
the  proper  United  States  officials 
the  League's  fullest  cooperation  in 


any  nonpolitical  or  educational  ca- 
pacity in  which  the  League  or  its 
Guilds  may  be  of  service." 

Although  Mr.  Kelly  reportedly 
said  that  he  had  given  10  days  no- 
tice of  his  intention  to  introduce 
the  resolution  only  six  out  of  20  of 
the  Council  members  were  present. 
When  the  motion  was  tabled,  Mr. 
Kelly  submitted  his  resignation: 
"Finding  myself  associated  with  a 
body — namely  the  eastern  region 
(of  RWG)  which  has  refused  (to 
vote)  for  or  against  cooperation 
with  the  government  of  the  United 
States  in  the  government's  fight 
against  communism;  and  finding 
such  an  association  distasteful,  I 
do  herewith  resign  as  an  alternate 
Council  member  ..." 

Following  the  meeting,  Mr. 
Kelly  wrote  Sheldon  Stark,  eastern 
region  vice  president,  refusing  to 


HOUSE  Appropriations  Commit- 
tee last  Thursday  tendered  its  com- 
plete blessing  for  President  Tru- 
man's program  to  accelerate  the 
U.  S.  foreign  radio  propaganda 
campaign  by  approving  the  full 
budget  supplemental  for  Voice  of 
America  operations  and  sending  it 
to  the  House. 

The  committee  voted  the  sum  of 
$7,602,000  for  radio  broadcasting 
and  additional  outlay  of  $41,288,000 
for  construction  of  six  high  power 
radio  stations. 

"The  committee  is  firmly  con- 
vinced of  the  absolute  and  immedi- 
ate necessity  of  these  appropria- 
tions which  are  so  closely  connected 
with  our  national  defense  and 
security,"  the  committee  stated  in 
its  report,  submitted  to  the  House 
floor  by  Rep.  John  H.  Kerr 
(D-N.  C),  ranking  Appropriations 
committeeman. 

But,  the  group  cautioned  on  the 
other  hand,  "there  must  be  better 
and  closer  coordination  and  a 
closer  check  between  the  activities 
in  New  York  and  the  Washington 
office  directing  the  program."  It 
urged  the  department  to  "spare  no 
effort  in  obtaining  the  best  and 
highest  possible  type  of  security- 
approved  personnel." 

Cites  Responsibility 

The  committee  felt  that  "clear- 
cut  functional  responsibility  at 
both  the  operating  and  policy  levels 
is  sorely  needed." 

This  mild  slap  revived  specula- 
tion in  some  quarters  that  the 
Voice  eventually  may  be  trans- 
ferred to  another  agency  and 
operated  independently  of  the 
government  [Closed  Circuit,  Aug. 
14].  It  would  thus  be  able,  some 
government  officials  feel,  to  operate 
without  the  normal  restraints  of 
State  Dept.  policy. 

The  committee  also  took  a  dim 
view  of  a  $7  million  item  for  ac- 


reconsider  his  resignation  as  Mr. 
Stark  had  requested.  The  letter, 
which  reportedly  "leaked"  to  the 
press,  said  in  part  that  his  (Mr. 
Kelly's)  actions  had  resulted  from 
attacks  at  the  meeting  "on  the 
American  Legion  (of  which  I  am  a 
member)  and  the  Catholic  Church 
(of  which  I  am  not  a  member)  sim- 
ply because  they  were  attacking 
communism."  It  is  believed  that 
some  RWG  members  criticized  the 
American  Legion  and  certain  Cath- 
olic publications  for  circulating  the 
Anti-Communist  newsletter  Coun- 
terattack. 

Three  days  later,  Daisy  Amoury, 
another  Council  member,  resigned, 
saying  only  that  she  disagreed 
with  Council  policies.  Subsequent 
meeting  were  held  at  which  the 
Council  discussed  the  resolution. 

On  August  10,  a  substituted  re- 


quisition by  the  General  Services 
Administration  of  a  building  in 
New  York  to  house  broadcasting 
and  other  information  personnel. 
It  pared  the  sum  to  $3  million 
contending  a  "suitable  building" 
can  be  obtained  for  half  the  orig- 
inal funds  requested. 

The  overall  information  program, 
for  which  the  committee  approved 
a  sum  of  $62,655,850,  makes  pos- 
sible "a  greatly  strengthened  and 
intensified  campaign  of  truth  to 
offset  the  Communists'  malicious 
efforts  abroad  to  discredit  the 
U.  S.,"  the  committee  pointed  out. 
"Dissemination  of  truth  is  the  one 
powerful  method  of  overcoming 
the  hate,  slander,  and  aggression 
of  the  Communists." 

Sarnoff  Plan 

The  committee  also  approved  in 
full  an  expenditure  of  $2,860,257 
for  purchase  and  distribution  of 
radio  receiving  sets  in  Communist 
and  critical  areas  of  the  world  as 
advocated  by  Brig.  Gen.  David 
Sarnoff,  RCA  board  chairman,  and 
other  prominent  officials  [Broad- 
casting, Aug.  7]. 

Once  approved  by  both  houses  of 
Congress,  the  money  requested  for 
radio  facilities — the  $41  million-plus 
sum — will  provide  for  "construction 
and  improvement  of  facilities  required 
to  assure  delivery  of  programs  to 
present  and  proposed  relay  bases"  and 
(1)  medium  wave  coverage  of  first  and 
second  "priority"  areas;  (2)  greatly 
improved  shortwave  coverage  of  other 
areas;  (3)  necessary  studio  and  sup- 
porting facilities  for  originating  ex- 
panded language  programs  and  (4) 
necessary  communications  for  control 
of  the  network  "under  conditions  of 
jamming,"  including  eventual  delivery 
of  "basic  and  finished  program  ma- 
terial" to  relay  bases  for  broadcast 
origination. 

In  approving  Voice  funds,  com- 
mittee members  obviously  were 
very  much  impressed  with  Secre- 
tary of  State  Dean  Acheson's  sup- 
port for  additional  Voice  facilities. 

Soviet  Russia's  propaganda  cam- 
paign, "now  bordering  upon  open 
psychological  warfare,"  is  a  "major 


solution  was  approved  by  the  Coun- 
cil which  was  unsatisfactory  to 
Mr.  Stabile,  who  submitted  his  re- 
signation on  Aug.  17.  His  state- 
ment read  in  part:  "I,  among 
others,  pleaded  with  the  Council 
to  take  a  forthright  stand  on  the 
resolution,  which  called  for  the 
formation  of  a  writers'  group 
through  which  writers  in  all  media 
could  volunteer  their  services  to 
our  country  during  this  crisis.  In- 
stead, the  Council  adopted  a  re- 
solution which  in  my  considered 
judgment  qualifies  the  positive  and 
forthright  action  that  the  situation 
called  for." 

At  last  week's  meeting,  the  east- 
ern council  also  adopted  a  resolu- 
tion censuring  Mr.  Kelly  for  "false 
charges  of  religious  prejudice  and 
lack  of  patriotism  against  the 
Council  (or  RWG),  which  .  .  .  can 
divide  our  Guild  and  bring  discredit 
to  our  Council." 

As  yet  the  Authors  League  of 
America  has  made  public  no  reac- 
tion to  the  dispute. 


threat"  to  U.  S.  foreign  policy 
objectives  and  should  be  combatted 
with  construction  of  new  American 
high  power  radio  stations.  Secre- 
tary Acheson  had  informed  a  Con- 
gressional subcommittee. 

Engineering  details  relating  to 
these  new  stations  to  magnify  the 
Voice  of  America  already  have 
been  "worked  out"  and  the  com- 
panies designated,  but  "they  ought 
to  get  started  on  transmitters 
right  away"  to  enable  the  U.  S.  to 
filter  "obstructions  that  we  have 
not  been  able  to  get  through,"  he 
asserted. 

Questions  Barrett 

Question  of  whether  the  Voice 
should  be  retained  in  the  State 
Dept.  had  arisen  during  subcom- 
mittee sessions  last  month.  Rep. 
Daniel  Flood  (D-Pa.)  wanted  re- 
action of  Edward  Barrett,  Assistant 
Secretary  of  State,  Public  Affairs, 
to  a  hypothetical  proposal  which 
would  set  up  a  cabinet  position 
of  Secretary  of  Information  to 
deal  with  "all  propaganda  and  all 
public  information." 

Secretary  Barrett  thought  the 
work  "important  enough"  to  justify 
creation  of  such  a  post,  but  also 
felt  it  should  remain  within  the 
State  Dept.  because  the  informa- 
tion program  "is  an  integral  part 
of  our  foreign  policy." 

Foy  D.  Kohler,  chief.  Interna- 
tional Broadcasting  Division,  told 
the  subcommittee  that  the  State 
Dept.  had  given  a  great  deal  of 
thought  to  furnishing  low-cost  re- 
ceivers to  foreign  listeners  ■ —  a 
project  which  he  felt  would  "pay 
rich  dividends." 

"Most  of  our  American  com- 
panies have  put  in  a  considerable 
amount  of  money  at  our  suggestion 
to  develop  the  prototype  of  a  cheap, 
easy-to-use,  practically  indestruct- 
ible   radio    receiver,"    he  stated, 

(Continued  on  page  UO) 
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BROADCASTING    •  Telecasting 


YOU  MIGHT  LAND  A  12  8 
BLACK  MARLIN  — 


/  / 


BUT . . . 


YOU  NEED  WKZO-TV 


TO  CATOH  VIEWERS  ^ 


IN  WESTERN  MICHIGAN! 


If  you  want  to  get  your  story  into  the  60,000 
Western  Michigan  and  Northern  Indiana 
homes  now  equipped  with  TV,  WKZO-TV  can 
do  it  for  you,  effectively  and  inexpensively  I 

WKZO-TV  is  CBS  Basic  Network  (via  inter- 
city relay).  Channel  3.  We  propose  to  make 
it  one  of  the  most  productive  and  effective 


television  stations  in  the  world,  just  as  WKZO 
and  WJEF  have  achieved  that  reputation  in 
radio. 

WKZO-TV  is  starting  its  fourth  month  on  the 
air.  Good  availabilities  are  getting  scarcer. 
Get  all  the  facts  from  Avery-Knodel,  Inc., 
today ! 


"In  1926  Laurie  Mitchell  got  one  this  long,  weighing  976  pounds,  in  Bay  of  Islands,  New  Zealand. 


WJEF       WKZO-TY  WKZO 

/MpAiN  GRAND  RAPIDS  WESTERN  MICHIGAN  ,„  KALAMAZOO 
 —                 AND  NORTHERN  INDIANA  — 


AND  KENT  COUNTY 


(CBSl 


AND  GREATER 
WESTERN  MICHIGAN 
(CBS) 


ALL    THREE    OWNED    AND    OPERATED  BY 


FETZER   BROADCASTING  COMPANY 

AVERY-KNODEL,   INC.,   EXCLUSIVE   NATIONAL  REPRESENTATIVES 


NLRB  FINDING 

On  AFRA  Vs.  WGBS  Case 

INTERMEDIATE  findings  involv- 
ing a  complaint  filed  last  year 
against  WGBS  Miami  and  The 
Fort  Industry  Co.  by  the  Miami 
local  of  American  Federation  of 
Radio  Artists  were  issued  last 
Tuesday  by  an  NLRB  trial  ex- 
aminer. 

WGBS  was  charged  with  engag- 
ing in  certain  unfair  labor  prac- 
tices by  "discouraging  member- 
ship" in  the  labor  union  and  with 
"discriminating"  against  two  an- 
nouncers whom  the  station  dis- 
missed in  January  1949.  The 
order,  issued  by  Trial  Examiner 
A.  Bruce  Hunt,  recommended  that 
WGBS  "cease  and  desist"  from 
"interrogating"  its  employes  on 
union  affiliations  and  activities. 

Intermediate  Report 

Officials  of  The  Fort  Industry 
Co.  pointed  out  that  this  is  merely 
the  intermediate  report  and  recom- 
mendations of  a  trial  examiner. 
Such  recommendations,  according 
to  the  company,  are  completely  at 
variance  with  the  facts  regarding 
the  discharge  of  Paul  Kingsley  and 
William  Murphy  and  inconsistent 
with  the  record  made  in  the  hear- 
ing itself.  The  company  plans  an 
immediate  appeal  to  the  National 
Labor  Relations  Board  in  Wash- 
ington and,  if  necessary,  will  carry 
the  matter  to  the  courts. 

Station  officials  told  Examiner 
Hunt,  during  hearings  held  last 
January  and  February,  that  WGBS 
had  dismissed  the  announcers 
but  denied  engaging  in  such 
practices.  They  charged  that  Mr. 
Murphy  had  used  "derisive  words, 
tone  and  attitude"  in  handling  a 
public  service  announcement,  and 
that  Mr.  Kingsley  was  "incompe- 
tent" to  handle  newscasts  because 
of  certain  speech  impediments. 

Hunt  Conclusion 

Examiner  Hunt  concluded  the 
employes  were  dismissed  "because 
of  their  union  activities"  and  rec- 
ommended that  WGBS  "offer" 
them  "immediate  and  full  rein- 
statement to  their  former  or  sub- 
stantially equivalent  positions"  and 
restoration  of  back  pay. 


ARMY  AD  BUDGET 


Expected  To  Be  Set 
This  Week 


INDICATIONS  that  the  joint  Army-Air  Force  advertising  budget  for 
the  new  fiscal  year  beginning  last  July  1  may  crystallize  sometime 
this  week  loomed  in  Washington  last  week  as  Congressional  conferees 
on  the  omnibus  1950-51  appropriations  bill  completed  study  of  differences 


CROSS  NAMED 


To  U.  S.  NARBA  Post 

CAPT.  JOHN  CROSS,  assistant 
chief  of  the  State  Dept.'s  Tele- 
communications Policy  Staff,  has 
been  named  vice  chairman  of  the 
U.  S.  delegation  to  the  overall 
NARBA  treaty  conference  which 
resumes  in  Washington  Sept.  6. 
FCC  Comr.  Rosel  H.  Hyde  is  chair- 
man. 

Announcement  of  Capt.  Cross' 
appointment  was  made  last  Tues- 
day at  a  government-industry 
meeting  to  continue  planning  for 
the  conference.  Approxi.nately  30 
industry  representatives  and  10 
FCC  and  State  Dept.  authorities 
participated. 
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over  Defense  Dept.  funds  requests 
in  the  Senate  and  House  approved 
versions. 

Army  and  Air  Force  advertising- 
recruiting  officials  remained  silent 
on  allocation  of  their  requested  $1,- 
591,600  ad  budget,  pending  final 
approval.  But  at  the  same  time 
they  promised  that  radio  would  re- 
ceive "fair  consideration"  when  the 
budget  is  divided  between  the  vari- 
ous media. 

They  termed  the  $100,000  spot 
announcement  campaign,  held  May 
15-June  15,  as  a  substantial  suc- 
cess [Broadcasting,  May  8].  An- 
other drive,  which  began  July  15, 
has  been  completed.  Total  of  752 
stations  were  used  in  the  latter, 
according  to  Lt.  Col.  Donald  J. 
Wilkins,  head  of  joint  advertising 
recruitment  for  the  two  services. 

While  he  could  give  no  figures, 
he  said  spot  announcements  and 
newspaper  space  were  purchased 
out  of  a  "special  fund"  created  in 
the  1949-50  budget.  It  was  believed 
that  the  outlay  approached  the 
$50,000  figure  on  the  basis  of  the 
first  program. 

40%  to  Radio-TV 

Reports  that  radio  and  television 
would  draw  about  $636,400— or 
roughly  40% — of  the  approximate 
$11/2  million  ad  budget  this  fiscal 
year  were  held  by  Col.  Wilkins  to 
hinge  on  final  Congressional  action 
on  Capitol  Hill.  He  indicated  that 
if  advertising  funds  were  to  be 
increased  along  with  general  De- 
fense outlays,  now  currently 
sought,  the  figure  probably  would 
reach  the  estimated  40%  or  more 
predicted  by  Army  officials  before 
a  House  Appropriations  subcom- 
mittee earlier  this  year  [Broad- 
casting, Feb.  27]. 

House  was  to  have  taken  up  the 
bill  Thursday.  For  both  Army  and 
Air  Force  overall  funds,  the  Senate 
voted  substantial  boosts  over  sums 
recommended  by  the  House,  which 
cut  funds  of  both  services,  prior  to 
the  Korean  war,  substantially  be- 
low budget  estimates. 

Col.  Wilkins  said  he  felt  that 
radio  was  proportionately  respon- 
sible for  success  of  the  May-June 
drive,  which  he  attributed  largely 
to  outbreak  of  Korean  hostilites. 

He  said  the  Army-Air  Force  re- 
cruiting department  had  made  no 
"special  check"  on  radio's  effective- 
ness in  spurring  high  school  and 
college  students  to  enlist,  but  felt 
the  department  had  received  its 
worth  from  use  of  the  medium. 

Col.  Wilkins  also  pointed  out  that 
of  the  $400,000  set  aside  for  place- 
ment by  local  agencies  in  the  six 
Army  areas  during  the  year  ended 
June  30,  radio  was  earmarked  for 
fully  50%  of  funds  divided  60%- 
40%  between  the  Army  and  Air 
Force,  respectively.   Total  of  $1,- 


600,000  was  approved  for  the  past 
fiscal  year  for  advertising  needs. 

The  second  drive,  which  got 
underway  July  15,  was  directed  at 
enlistment  of  former  servicemen 
possessing  specialties  in  such  fields 
as  radar,  communications,  elec- 
tronics, etc.  Because  it  was  or- 
dered before  June  30,  Col.  Wilkins 
said,  it  was  considered  part  of  the 
1949-50  budget. 

Once  Congress  has  finally  ap- 
proved Defense  appropriations,  the 
Army  and  Air  Force  are  expected 
to  better  advise  Grant  Advertising 
Inc.,  which  handles  both  accounts, 
on  ad  needs  for  the  current  year 
ending  June  30,  1951.  Grant  places 
all  national  business  for  the  two 
services. 

Expenditure  Procedure 

It  was  understood  that  expendi- 
tures for  Army-Air  Force  adver- 
tising would  be  channeled  largely 
to  radio  and  television  stations  for 
time  consumed  rather  than  to  pro- 
duce programs  for  public  service 
use. 

The  revised  policy  to  channel  ad 
funds  as  payments  for  use  of  radio 
time  is  largely  the  result  of  a 
storm  of  protests  by  industry,  led 
by  NAB  and  BAB,  over  donations 
of  free  time,  and  a  series  of  con- 
ferences between  radio  industry 
leaders  and  officials  of  the  two 
services.  Army-Air  Force  spokes- 
men previously  had  defended  the 
practice  of  a  "compromise"  to  ob- 
tain the  "most  coverage"  out  of 
limited  budget  [Broadcasting, 
March  6,  Feb.  27,  13,  6]. 


NEWS  RECORDINGS 

Senate  Eases  Clearance 

SENATE  passed  and  sent  to  the 
White  House  last  Wednesday  legis- 
lation which  would  ease  clearance 
of  overseas  news  recordings  for 
both  radio  and  television  use. 

The  legislation,  already  ap- 
proved by  the  House,  would  correct 
a  situation  that  has  been  holding 
up  news  recordings  for  customs 
clearance.  At  present,  each  record- 
ing must  be  evaluated  and  an  im- 
port duty  assessed.  Two  bills  (HR 
7747  and  HR  8726),  as  cleared  by 
the  Senate,  would  simplify  customs 
collections  on  sound  recordings  for 
radio,  television  and  news  broad- 
casts, while  exempting  the  latter 
from  the  customs  duty. 

Chief  effect  of  the  corrective 
legislation,  which  amends  the  Tariff 
Act  of  1930,  would  be  to  speed  up 
incoming  news  tape  and  disc  re- 
cordings from  radio  correspondents 
abroad.  HR  8726  was  introduced 
in  the  House  by  Rep.  Aime  J. 
Forand  (D-R.  I.)  at  the  urging  of 
A.  A.  Schechter,  MBS  vice  pres- 
ident in  charge  of  news,  special 
events  and  publicity  [Broadcast- 
ing, June  19]. 


FUNDS  BILL 

FCC  Budget  Not  Hard  Hit 

FCC  FOUND  some  degree  of  sol- 
ace last  week  in  the  reporting  of  , 
the  S32  billion  omnibus  appropria-i 
tions  bill  by  a  joint  Senate-House  | 
conference  committee. 

Chief  change  in  the  overall  funds 
bill  was  deletion  of  an  economy 
amendment  which  would  have 
placed  a  flat  10%  cut  on  operating 
funds  this  fiscal  year  for  non^ 
defense  agencies,  including  the 
FCC.  It  had  been  estimated  that 
this  percentage  slice  would  have 
pared  FCC's  budget  for  1951  some 
10-12  7c  [Broadcasting,  Aug.  7]. 
The  amendment  also  would  have 
required  the  cuts  to  be  applied  to 
such  items  as  personnel,  travel  and 
services. 

Since  FCC  operations  are  nearly 
totally  made  up  of  these  items,  the 
10%  cut  would  have  placed  a  harsh 
burden  on  the  agency.  An  esti- 
mated 256  out  of  the  present  1,756 
persons  employed  probably  would 
have  been  affected,  it  was  reported. 

However,  the  picture  changed 
substantially  late  last  Thursday  as 
a  result  of  the  ironing  out  of  dif- 
ferences between  the  Senate  and 
House  versions  of  the  omnibus  bill. 
Conferees  agreed  upon  a  $550  mil- 
lion cut  to  be  spread  among  all 
agencies,  defense  or  non-defense, 
by  the  Bureau  of  the  Budget  so 
long  as  the  defense  effort  is  not 
impaired. 

Only  Light  Hit  Seen 

Thus,  it  was  FCC's  assumption 
that  its  recommended  $6,625,000 
budget  for  1951  would  not  be  hit 
hard.  It  is  believed  that  most  sav- 
ings by  the  Budget  Bureau  will 
be  made  in  such  items  as  construc- 
tion and  thus  lighten  cuts  on  per- 
sonnel, travel  and  personal  services. 

One  change  in  the  conference  re- 
port would  be  to  reduce  the  Federal 
Trade  Commission's  proposed  oper- 
ating budget  only  slightly  to  $3,- 
891,695,  a  cut  of  $25,000. 

The  committee  also  recommended 
that  the  State  Dept.'s  international 
information  program,  encompass- 
ing the  Voice  of  America,  receive 
$32.7  million.  The  conferees  also 
would  authorize  $100,000  to  be 
made  available  for  radio  broadcasts 
behind  iron  curtain  countries.  (See 
Voice  story,  page  34.) 


Kratokvil  Named 

FRANK  KRATOKVIL,  chief  of 
the  monitoring  branch  of  FCC's 
Field  Engineering  &  Monitoring 
Division,  was  promoted  to  assistant 
chief  of  the  division  last  week, 
succeeding  the  late  L.  C.  Herndon. 
In  government  radio  service  since 
1928,  he  was  supervisor  of  the 
Atlanta  Region  of  FCC's  Radio 
Intelligence  Division  during  World 
War  II,  and  previously  served  at 
Detroit,  Buffalo,  Dallas  and  other 
field  offices  of  the  Commission. 
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TheEnemys 
SIXTH  Column  is 

INFLATION 


Nobody  knows  how  many  billions  must  be  spent  to 
keep  freedom  alive  at  home  and  abroad. 

But  one  thing  is  certain:  the  expenditures  for 
defense  will  be  even  greater  if  the  enemy's  Sixth 
Column — inflation— is  not  checked. 

Naturally  we  must  have  the  money  to  provide 
our  armed  forces  with  all  they  need.  And  we  must 
also  have  money  for  vital  civilian  needs. 

So  now,  more  than  ever  before  in  the  history  of 
our  country,  protecting  the  buying  power  of  the  dollar 
is  essential. 

To  protect  the  value  of  the  dollar,  we  must 
make  sure  that  our  Government  isn't  called  upon  to 


tax,  borrow  or  spend  a  single  cent  for  things  that  are 
unnecessary  at  this  time.  And  certainly  unnecessary 
spending  by  anybody,  including  government,  has 
absolutely  no  excuse  in  times  Uke  these. 

Let's  be  clear  about  one  thing:  There  are  two 
essentials  to  winning  a  war  these  days.  One  is  win- 
ning the  victory  in  the  field.  The  other  is  making 
sure  our  economy  is  not  being  bled  to  death. 
•       *  * 

The  life  insurance  companies  bring  you  this  message 
because  of  its  importance  to  all  Americans. 

Institute  of  Life  Insurance 

488  MADISON"  AVENUE,  NEW  YORK  22,  N.  Y. 


Keeping  America  Strong  is  Everybodys  Job 
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WBT  LABOR  CASE 


IBEW  Complaint 
Upheld 


REINSTATEMENT  of  nine  of  the  10  technicians  discharged  in  Septem- 
ber 1949  by  WBT  Charlotte,  N.  C,  in  the  heat  of  its  lengthy  dispute 
with  IBEW,  was  recommended  in  an  intermediate  report  issued  last 
Wednesday  by  NLRB  Trial  Examiner  Alba  B.  Martin. 

The  dispute  grew  out  of  a  com-  *  

plaint  filed  last  September  by  the 
International  Brotherhood  of  Elec- 
trical Workers  (AFL)  Local  1229, 
charging  that  the  station  engaged 
in  unfair  labor  practices  and  sum- 
marily dismissed  10  technicians  on 
or  about  Sept.  3,  1949  without 
cause.  The  complaint  was  sub- 
stantially upheld  by  the  NLRB 
examiner. 

Charles  Crutchfield,  vice  pres- 
ident and  general  manager  of 
WBT-AM-FM  and  WBTV  (TV), 
issued  this  statement:  "The  report 
.  .  .  seems  to  be  a  thoroughly 
one-sided  proposition.  The  com- 
pany, of  course,  intends  to  appeal 
his  ruling  in  an  effort  to  obtain  an 
unbiased  decision  at  higher  levels." 

Statement  was  issued  through 
the  company's  attorney,  Whiteford 
Blakeney,  in  Charlotte. 

Mr.  Crutchfield  told  Broadcast- 
ing that  initially  oral  hearing  be- 
fore the  full  board  would  be 
sought.  He  indicated  appeal  to  the 
U.  S.  Circuit  Court  of  Appeals  if 
the  board  sustains  the  decision. 

Mr.  Crutchfield  singled  out  what 
he  termed  "inconsistencies"  in  Ex- 
aminer Martin's  findings  involving 
collective  bargaining  rights.  The 
trial  examiner,  he  noted,  found  that 


WBT  had  not  refused  to  bargain 
in  good  faith  with  respect  to  the 
discharges,  and  that  there  was  no 
evidence  that  it  "sought  to  under- 
mine the  authority  of  the  union." 

On  the  other  hand,  the  WBT 
official  pointed  out.  Examiner  Mar- 
tin charged  that  the  station  had 
engaged  in  "unfair  labor  prac- 
tices" by  discharging  the  men  after 
they  had  passsed  out  handbills 
while  picketing  the  station.  Such 
action,  he  ruled,  was  "retaliatory" 
and  without  good  cause. 

Some  of  WBT's  technicians  be- 
gan picketing  last  July  but  were 
permitted  to  remain  on  their  jobs, 
averaging  $98.50  per  week,  calling 
for  three  weeks'  vacation  with  pay, 
unlimited  sick  leave  with  pay,  and 
other  benefits  [Broadcasting,  Oct. 
17,  1949]. 

One  technician,  Sterling  L. 
Hicks,  business  manager  of  Local 
1229,  IBEW,  asked  FCC  to  revoke 
WBT's  TV  license,  on  grounds  it 
was  "not  utilizing  .  .  .  full  facili- 
ties." 

In  his  intermediate  findings.  Ex- 
aminer Martin  suggested  that  Mr. 
Hicks  "ordinarly  would  be  entitled" 
to  reinstatement  rights  too,  save 
for  the  fact  "of  his  conviction  on 


KVLC 

KVLC-FM 

LITTLE  ROCK,  ARKANSAS 

announced 
tke  appointment 

Radio  Representatives 


INCORPORATED 


NEW  YORK  CHICAGO 
LOS  ANGELES      SAN  FRANCISCO 


March  24,  1950  ...  of  the  mis- 
demeanor of  conspiracy  to  damage" 
WBT's  property.  He  urged,  how- 
ever, that  Mr.  Hicks  be  given  "back 
pay  from  the  date  of  the  dis- 
crimination against  him  until  Jan. 
12,  1950,  the  date  of  the  misde- 
meanor. .  .  ." 

The  "misdemeanor"  involved 
charges  of  conspiracy  against  Mr. 
Hicks  for  the  attempted  dynamit- 
ing of  WBT's  429-ft.  radio  tower 
for  which  the  IBEW  union  official 
was  indicated  by  a  grand  jury  in 
Mecklenburg  County,  N.  C.  [Broad- 
casting, March  13,  Feb.  6]. 

WBT  should  be  required  to  re- 
instate Mr.  Hicks  in  the  event  the 
labor  board  is  presented  with  evi- 
dence "that  a  court  of  last  resort 
has  reversed  the  conviction,"  Ex- 
aminer Martin  recommended.  The 
station  also  was  asked  to  review 
Mr.  Hicks'  technical  qualifications 
— "satisfactory  or  unsatisfactory" 
— for  the  period  September  1944 
until  August  1949  and  so  inform 
the  FCC  as  to  its  endorsements. 

Crux  of  the  trial  examiner's  re- 
commended order  evolved  around 
circulation  of  the  handbills  contain- 
ing adverse  comments  on  WBTV's 
operation.  Handbills  were  written 
by  Mr.  Hicks  and  a  representative 
of  the  international  union,  accord- 
ing to  NLRB. 

The  handbills.  Examiner  Martin 
wrote,  "were  an  integral  part  of 
the  union's  efforts,  including  the 
picketing,  to  prevail  upon  (WBT) 
to  agree  on  a  discharge  clause  sat- 
isfactory to  the  union,  and  thereby 
to  achieve  a  contract." 

Crutchfield's  Letter 

Mr.  Crutchfield  in  his  letter  ac- 
companying notice  of  discharge 
last  September  noted: 

While  we  are  struggling  to  expand 
and  develop  into  a  new  field,  and  in- 
cidentally losing  large  sums  of  money 
in  the  process,  you  are  busy  trying  to 
turn  customers  and  the  public  against 
us  in  every  possible  way,  even  hand- 
ing out  leaflets  on  the  public  streets 
advertising  that  our  operations  are 
"second-class,"  and  endeavoring  in 
various  ways  to  hamper  and  totally 
destroy  our  business. 

Certainly  we  are  not  required  by 
law  or  common  sense  to  keep  you  in 
our  employment  and  pay  you  a  sub- 
stantial salary  while  you  thus  do  your 
best  to  tear  dov/n  and  bankrupt  our 
business. 

Examiner  Martin  also  scored 
"several  partially  or  wholly  inac- 
curate statements  and  inferences" 
contained  in  the  union  handbills. 

The  union  had  charged  that 
dealers  had  stocked  their  show- 
rooms with  TV  receivers,  but  were 
"unable  to  move  them  due  to  the 
fact  that  the  general  public  is  com- 
plaining about  the  program  ma- 
terial now  being  presented."  WBTV 
began  operation  July  14,  1949. 

Examiner  Martin  added,  how- 
ever: 

".  .  .  But  there  was  no  evidence 
that  the  union  in  writing  it  and 
distributing  it  had  any  intent  to 
falsify  or  maliciously  to  injure 
(WBT).  .  .  Stroupe  (president  of 
the  local)  and  Hicks  appeared  to 
me  to  be  honest  witnesses  .... 
There  was  a  complete  absence  of 
any  evidence  that  (they)  ...  or 
any  members  of  the  executive  com- 
mittee ...  or  anyone  who  distrib- 
uted it  .  .  .  did  not  believe  it  to  be 
completely  truthful." 


HAITI  NETWORK 

'Voice'  May  Buy  Time 

WORLD  RADIO  Corp.  authorities 
reported  last  week  that  they  were 
negotiating  with  the  State  Dept.'s 
Voice  of  America  for  purchase  of 
50%  of  the  broadcast  time  on  the 
religious-commercial  network  they 
propose  to  establish  in  Haiti 
[Closed  Circuit,  Aug.  21]. 

They  also  reported  at  least  tem- 
porary abandonment  of  earlier 
plans  to  include  a  500  kw  longwave 
station  in  their  proposed  network 
[Broadcasting,  July  10],  saying 
they  expect  instead  to  concentrate 
on  shortwave  operations.  Plans 
now  include  operation  of  two  short- 
wave outlets — one  100  kw  and  one 
10  kw — and  one  10  kw  longwave 
station. 

Religious  Director  Jimmie  Bell 
disclosed  the  change  in  plans, 
which  he  said  was  based  on  advice 
from  experienced  U.  S.  broadcast- 
ers, and  also  reported  formation  of 
a  completely  new  board  of  directors 
of  World  Radio. 

He  said  conferences  had  been 
held  with  Charles  M.  Hulten,  gen- 
eral manager  of  the  Voice,  with  re- 
spect to  the  Voice's  possible  pur- 
chase of  50%  of  the  network's 
time;  that  technical  briefs  had 
been  submitted  to  the  State  Dept., 
and  that  further  conferences  were 
scheduled  with  Voice  engineering 
authorities.  He  said  he  also  had 
scheduled  a  meeting  with  Salvation 
Army  officials  to  discuss  the  possi- 
bility of  their  participating  in  the 
network's  activities. 

Board  of  Directors 

The  new  board  of  directors  is 
composed  of  three  men  but  may  be 
expanded.  Mr.  Bell  identified  the 
members  as  follows:  Board  Chair- 
man S.  E.  Ramseyer,  a  Baptist 
minister  for  28  years,  a  songwriter 
and  evangelist;  Treasurer  Jesse 
Outlaw,  president  of  the  Houston 
Gideons,  and  Dr.  Charles  McClain, 
president  of  the  Houston  Minis- 
terial Assn. 

He  said  Robe  White,  a  former  as- 
sistant secretary  of  labor,  had  been 
named  executive  secretary,  and 
that  Dr.  Clyde  W.  Taylor,  executive 
secretary  of  the  National  Assn.  of 
Evangelicals,  Washington,  D.  C, 
had  been  appointed  to  the  firm's 
advisory  board. 

Through  World  Radio  Corp.,  Dr. 
Taylor  has  notified  the  State  Dept. 
that  the  National  Assn.  of  Evan- 
gelicals has  a  service  constituency 
of  some  5,000  missionaries  and 
25,000  native  workers  in  103  coun- 
tries whose  services  will  be  avail- 
able to  distribute  shortwave  sets 
if  the  Voice  buys  half  of  the  net- 
work's time,  Mr.  Bell  said. 

In  connection  with  a  fund-rais- 
ing campaign  several  weeks  ago 
World  Radio  said  it  had  received 
Haitian  government  approval  of 
its  network  project.  Its  principal 
objectives,  officials  reported,  are  to 
spread  religious  doctrine  and  to 
combat  communism.  It  maintains 
offices  at  7501  S.  Main  St.,  Hous- 
ton, Post  Office  Box  1662. 
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GpR  incofflmends 

the  NEW 

MAGNETIC  TAPE  RECORDING 
AND  PLAYBACK  MACHINES 


High  fidelity  is  combined  with  portabihty  and  maximum 
tape  useabiHty  in  this  newest  addition  to  the  famed 
Ampex  hne  of  recording  and  sound  equipment. 

This  versatile  instrument,  the  Ampex  Series  400,  brings 
you— in  one  popular  priced,  compact  unit- 
many  of  the  operating  features  previously 
obtainable  only  in  more  expensive  models, 
PLUS  these  additional  outstanding  features : 

•  Two  full  hours  of  program  material  on  a 
single  ten-inch  reel. 

•  Half-track  recording  at  TVa  inches  per 
second  with  performance  that  equals 
many  15-inch  recorders. 

•  4  to  1  saving  in  tape  cost  over  any  15-inch 
recorder  with  comparable  program 
quality. 

•  Furnished  in  a  sturdy,  portable  case  with 
removable  front  panel  and  cover  for  easy 
access  to  controls.  Weighs  only  62 
pounds,  complete. 


Get  all  the  facts.  Send  for  the  new  4-page 
Bulletin  AX- 19  which  completely  describes 
the  new  Ampex  400.  Or,  better,  ask  your 
near-by  Graybar  Broadcast  Equipment 
Representative  for  up-to-the-minute  infor- 
mation. 


Graybar  has  everything  you  need  in 
broadcast  equipment  .  .  .  PLUS  everything 
for  wiring,  ventilating,  signaling,  and  light- 
ing for  your  entire  station  and  grounds! 
Whatever  your  requirements  —  to  get  the 
most  suitable  items  most  quickly,  call  your 
nearest  Graybar  Broadcast  Equipment  Rep- 
resentative. Graybar  Electric  Company,  Inc. 
Executive  offices:  Graybar  Building,  New 
York  17,  N.  Y.  ;o78 


Technical  Highlights 
of  the  Ampex  400 

Tape  Speed  —  15  inches  per  second  and  7.5 
inches  per  second,  with  motor-speed  change 
and  equalization  switches  conveniently 
located. 

Frequency  Response-At  15  ±  2  db.,  50-15,000 
cycles.  At  71/2  ±  4  db.,  30-15,000  cycles. 
Signal-to-Noise  Ratio  —  Over  55  db.  at  both 
71/2  inches  per  second  and  15  inches  per  sec- 
ond, as  defined  by  the  proposed  N.  A.  B. 
standards. 

Starting  Time  —  Instantaneous. 
Playback  Timing  Accuracy 


Distributor  of  fVestem  EkctHc  products 


EVERYTHING  ELECTRICAL 


KEEP 


Graybar  Brings  You  Broadcasting's  Best  .  .  . 

Amplifiers  (1,21) 
Antenna  Equipment  (21) 
Attenuators  (7) 
Cabinets  (14) 
Consoles  (21) 

Loudspeakers  and  Accessories  (1,21,23) 

Microphones,  Stands  and  Accessories  (1,12,13,16,21,23) 

Monitors  (11) 

Recorders  and  Accessories  (2,8,18,20) 
Speech  Input  Equipment  (21) 
Test  Equipment  (1,7,1 1,22) 
Towers  (Vertical  Radiators)  (3) 
Tower  Lighting  Equipment  (6,10) 
Transmission  Line  and  Accessories  (5) 
Transmitters,  Broadcast  (21) 
Tubes  (10,15,21) 

Turntables,  Reproducers,  and  Accessories  (8,18,21) 
Wirina  Suooiies  and  Devices  f4,9,l 0,1 2,1 7,1 9,23) 


Manufactured  By  .  . . 

(1 )  Altec  Lansing 

(2)  Ampex 

(3)  Blaw-Knox 

(4)  Bryant 

(5)  Communication  Products 

(6)  Crouse-Hinds 

(7)  Daven 

(8)  Fairchild 

(9)  General  Cable 
(10)  General  Electric 
{111  General  Radio 

(12)  Hubbell 

(13)  Hugh  Lyons 

(14)  Karp  Metal 

(15)  Machlett 

(16)  Meletron 

(17)  National  Electric  Products 

(18)  Presto 

(19)  Triangle 

(20)  Webster  Electric 

(21)  Western  Electric 

(22)  Weston 

(23)  Whitney  Blake 


There  are  Graybar  offices  in  over  100  principal  cities.  These 
are  the  Disfricf  Graybar  Broadcast  tquipment  Representatives  in 
19  Key  Cities. 


ATLANTA 

E.  W.  Stone,  Cypress  1751 
BOSTON 

J.  P.  Lynch,  Kenmore  6-4567 
CHICAGO 

E.  H.  Taylor,  Canal  6-4100 
CINCINNATI 

W.  H.  Hansher,  Main  0600 
CLEVELAND 

W.  S.  Rockwell,  Cherry  1-1360 
DALLAS 

C.  C.  Ross,  Central  6454 


DETROIT 

P.  L.  Gundy,  Temple  1-5500 
HOUSTON 

R.  T.  Asbury,  Atwood  8-4571 
JACKSONVILLE 

W.  C.  Winfree,  Jacksonville  6-7611 

KANSAS  CITY,  MO. 

R.  B.  Uhrig,  Baltimore  1644 

LOS  ANGELES 

R.  B.  Thompson,  Angelas  3-7283 

MINNEAPOLIS 

W.  G.  Pree,  Geneva  1621 


NEW  YORK 

F.  C.  Sv/eeney,  Watkins  4-3000 

PHILADELPHIA 

G.  I.  Jones,  Wolnut  2-5405 

PITTSBURGH 

R.  F.  Grossett,  Allegheny  1-4100 
RICHMOND 

E.  C.  Toms,  Richmond  7-3491 

SAN  FRANCISCO 

K.  G.  Morrison,  Market  1-5131 

SEATTLE 

D.  I.  Craig,  Mutual  0123 
ST.  LOUIS 

J.  P.  Lenkerd,  Newstead  4700 
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'Voice'  Plea 

(Continued  from  page  SJ^) 
pointing  out  pictures  of  sets  de- 
veloped by  RCA.  The  sets,  in  mass 
quantities,  can  be  bought  for 
"roughly  $15  or  $16"  and  possibly 
be  scaled  down  eventually  in  price, 
he  thought.  RCA  indicated  a  virill- 
ingness  to  engage  in  the  project, 
it  was  testified. 

During  hearings.  Rep.  Clarence 
Cannon  (D-Mo.)  expressed  interest 
in  three  specific  areas  relating  to 
the  Voice.  Inquiring  for  Rep.  Can- 
non, who  was  absent.  Rep.  John  J. 
Ronney  (D-N.  Y.)  wanted  to  know 
about  an  "allegation"  that  the 
Voice  devotes  "considerable  moneys 
to  FM  and  FM  is  unknown  in 
Russia  or  the  satellite  countries." 
No  FM  Activity 

Charles  Hulten,  general  manager 
for  information  and  exchange  ac- 
tivities, replied:  "FM  has  a  lim- 
ited horizon  and  we  cannot  work 
with  a  limited  horizon  in  anything 
we  do.  I  know  of  no  FM  activity 
whatsoever." 

Secretary  Barrett  reported  that 
the  Voice  had  partly  overcome 
Soviet  jamming,  particularly  the 
past  month,  by  "massing  our  trans- 
mitters with  the  British  to  broad- 
cast at  the  same  time."  He  said 
the  Italian,  French  and  Greek  gov- 
ernments also  have  joined  in  the 
mass  broadcasts  entailing  Russian- 
language  programs.  But  even 
then,  he  added,  only  between  15% 

W  E  R  D 

Atlanta 

860  Kcs  1,000  Watts 

THE  shortest  route  to  the 
hearts  and  ears  of  200,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 

According  to  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 


Network  Station  A  lUfc 

INDEPENDENT  WERD  17.5% 

Network  Station  B  M.H 

Network  Station  C  13.0% 


WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  . . . 

NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers,  Inc. 

NEW  YORK  •  CHICAGO  •  DETROIT 


and  25%  of  Voice  transmissions 
are  getting  through. 

Secretary  Barrett  placed  the 
number  of  radio  receiving  sets  in 
Russia  at  about  4  million,  with 
about  3  ¥2  million  equipped  with 
shortwave  facilities.  He  estimated 
that  about  4  million  sets  are  cap- 
able of  hearing  the  Voice  of  Amer- 
ica throughout  the  world.  Topping 
the  list  of  countries  with  short- 
wave receiving  sets  are  Germany, 
France,  Russia,  Italy  and  Poland 
in  that  order,  according  to  State 
Dept.  estimates. 

Mr.  Kohler  told  the  group  that 
while  "we  do  not  have  in  most 
countries  effective  Gallup  polls  and 
Hooper-Nielsen  ratings  for  radio 


open  milie 


Cites  TV  Section 

EDITOR,  Broadcasting: 

...  I  am  reading  it  [Broadcast- 
ing] with  increasing  interest,  es- 
pecially your  section  on  television 
which  I  would  like  very  much  to 
see  you  enlarge. 

Arthu}'  C.  Beck  Jr. 

Director  of  Research  & 
Media 

Lindsey  &'Co.  Inc. 

Richmond,  Va. 

* 

We  Wrote  in  Circles 

EDITOR,  Broadcasting: 

To  be  100%  wrong,  Kaltenborn 
would  have  to  be  180°  out  of  phase 

270" 


180°  360" 


90° 


— not  360°.  Looks  like  you're  180° 
wrong  too. 

Dave  Baltimore 

WBRE  Wilkes-Barre,  Pa. 

[EDITOR'S  NOTE:  Mr.  Baltimore  refers 
to  our  editorial  in  the  Aug.  7  issue 
in  which  we  said  Mr.  Kaltenborn  was 
"360°  wrong  on  the  presidential  elec- 
tions"].. 

Urges  'Big  Stick' 

EDITOR,  Broadcasting: 

Please  accept  my  sincere  con- 
gratulations on  the  forceful  edi- 
torial in  the  Aug.  7  issue  of 
Broadcasting  magazine  entitled : 
"Rates   Can   Wait:    War  Can't." 


programs,"  there  are  many  other 
indications  as  to  the  Voice's  ef- 
fectiveness. Specifically  he  singled 
out  attacks  on  the  Voice  by  Soviet 
and  satellite  broadcasts  as  reflected 
in  a  continuous  study  by  the  Rus- 
sian research  center  at  Harvard  U. 
He  cited  other  surveys  by  the  U.  S. 
military  government  in  Germany, 
and  by  the  Gallup  poll  in  Sweden 
and  Finland  the  past  few  years. 

Figures  on  comparative  program 
hours,  according  to  Mr.  Kohler, 
revealed  that  as  of  June  1950  the 
USSR  programmed  502  hours  per 
week  (832  hours  with  its  European 
satellites)  compared  to  209  for  the 
Voice,  465  by  BBC,  212  by  France 
and  53  by  UN. 


I  hope  you  will  continue  to  carry 
a  "big  stick"  on  behalf  of  the 
present  AM  rate  structure  as  the 
kind  of  service  for  which  Broad- 
casting magazine  is  distinguished. 

Lewis  H.  Avery 
President 
Avery-Knodel  Inc. 
President,  National  Assn. 
of  Radio  Station 
Representatives 
New  York 

*  *  * 

Laud  'Marketbook' 

EDITOR,  Broadcasting: 

I  want  to  compliment  you  upon 
the  current  issue  of  the  Market- 
book  of  which  I  have  just  now, 
for  the  first  time,  seen  a  copy. 

I  want  to  particularly  compli- 
ment you  upon  the  map  enclosed 
with  this  issue — I'm  having  it 
framed  and  it  shall  hang  in  an  im- 
portant spot  in  these  offices. 

E.  C.  Mills 

KFI-AM-FM-TV  Los  Angeles 

*  *  * 

EDITOR  Broadcasting: 

Thank  you  for  permission  to  see 
your  outstanding  Marketbook  for 


G.  A.  Richards 

(Continued  from  page  32) 

impeachment  purposes  was  doubt- 
ful. 

Cross-examination  attempting  to 
show  that  an  affidavit  which  Mr. 
Horn  made  to  FCC  was  the  source 
of  a  March  1949  news  story  in  the 
Los  Angeles  People's  World,  and 
that  parts  of  the  information  in 
the  affidavit  were  used  a  week  later 
in  a  broadcast  by  Mrs.  Eleanor 
Roosevelt,  also  was  stricken. 

Mr.  Ford  contended  the  informa- 
tion was  carried  in  The  Nation 
magazine  in  February  and  could 
have  been  the  source  from  which 
the  People's  World  and  Mrs.  Roose- 
velt obtained  it.  Mr.  Horn  said  a 
Philadelphia  newsman  was  present 
when  he  made  the  affidavit  and 
that  the  newsman  obtained  a  copy 
of  it. 


broadcasting  and  telecasting. 

It  is  with  real  delight  and  sat- 
isfaction that  I  observe  the  re- 
markable progress  made  by  your 
magazine.  It  is  a  magnificent  con- 
tribution to  American  industry  and 
to  our  country. 

As  a  member  of  the  KSL  board 
of  directors  I  am  in  close  touch 
with  all  phases  of  broadcasting  and 
television. 

Congratulations ! 

Earl  J.  Glade 
Mayor 

Salt  Lake  City,  Utah 


KCiM  TAKES  AIR 

New  Fulltime  Iowa  Outlet 

KCIM  Carroll,  Iowa,  owned  and 
operated  by  the  Carroll  Broadcast- 
ing Co.  with  1  kw  fuUtime  on  1380 
kc  went  on  the  air  July  27.  During 
the  third  day  of  operation,  station 
officials  reported,  a  doctor  credited 
the  station  with  saving  a  woman's 
life  when  14  volunteers  answered 
a  blood  transfusion  emergency  call. 

With  a  staff  of  17,  KCIM's  of- 
ficials include:  C.  Everett  Bliss, 
general  manager;  Bill  Parker, 
formerly  of  KSO  Des  Moines,  pro- 
gram director;  Bernard  Neher, 
formerly  of  KSO,  chief  engineer; 
Clarence  Fritts,  commercial  man- 
ager. 


North  Jersey 
Reportingf/ 


.  .  .  MORE  POWER  .  .  .  MORE 
LISTENERS  .  .  .  MORE  PEOPLE  .  .  . 
MORE  LOCAL  INTEREST  AND  NEWS 
PROGRAMS.  FOR  YOUR  REPORT 
ON  THIS  QUALITY  MARKET  CALL 
MORRISTOWN  4-5700. 


Qjjft 


WMTR 


studio: 

NOW  1000  WATTS  morristowm, 

N.J. 
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ad. 


The  WISL  Service-Ad*  illustrated  at  the  right,  appears  in  the  SRDS  monthly 
Radio  Section,  It  offers  the  services  of  a  successful  independent  radio  station 
as  an  advertising  medium.  It  uses  simple,  straight-forward,  down-to-earth 
selling  copy  that  worked  so  well  in  the  early  days  of  AM  Radio  .  . .  and  works 
equally  well  today.  It  offers  a  program  ...  an  audience  with  proved  will- 
ingness to  buy  .  .  .  tells  what  it  costs  to  use  the  program  .  .  .  and  where 
to  buy  it. 

Radio  Station  Operators: — You  too  can  harness  the  influence  of 
SRDS  and  make  it  work  for  you  to  increase  national  spot  time  sales, 
by  telling  Your  Station's  sales  story  in  the  SRDS  Radio  Section. 


...has  a  way 
with  women! 

We've  thrown  surveys 
out  of  the  window! 

WHY?  Beia.ise  we  don't  o«<l 
iliem  lo  pruvc  this  program.  We've 
dieckcd  cash  registers  instefld  .  .  . 
cash  registers  of  local  accounis  that 
have  iheir  finger  on  the  pulse  of 
iheir  adveriising. 

On  ilie  program  we  have  enthusi- 
,i^ic  local  and  najional  accounU  who 
>*ani  10  rearh  Mr^.  Housewife  who 
wanis  TO  know  about  local  eveniB, 
lashiona.  foods,  and  outstanding  per- 
sonages who  \isit  the  area. 

Ai  11:30  every  morning.  Mooday 
ihrougb  Friday.  Doitie  Ward  upealte. 
in  a  down  io-eanh  manner  about 
many  things  and  products  and  gets 
a  fine  response. 

Success  stories?  Ceniunlyt  But 
why  take  your  lime  .  .  .  ?  The  low 
cost  allows  you  to  eiperiment  in  a 
market  that  likes  good  things. 

Our  local  family  Retail  S*le4  Fig- 
ure for  1948  was  $4,512.00.  Thw 
buys  more  than  peanuti. 

COST:  Only  $25.00  per  week  of 
5  days — local  and  oalional  accouou, 
Bame  rate.  Sold  on  weekly  baai*  onJy. 
Minimnm  order — 13  weelu. 

WISL 

ROCK  AND  SUNIUBT  STtBTS 

SHAMOKIN,  PENNA. 


STANDARD  RATE  &  DATA  SERVICE 

The  National  Authority  J  Walter  E.  Botthof 

Serving  the  Media-Buying  Function  /  Publisher 

333  North  Michigan  Avenue,  Chicago  1,  Illinois 

NEW  YORK    •     LOS  ANGELES 


*  Service-Ads  ore  ads  that  supplement  list- 
ings in  SRDS  with  information  that  sells  by 
helping  buyers  buy. 
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Football  Lineup 

( Continued  from  -page  26) 

games  both  home  and  on  the  road. 
First  broadcast  was  Aug.  16  when 
Green  Bay  played  the  Chicago 
Cardinals  in  an  exhibition.  Station 
reports  this  year  to  be  the  22d  for 
coverage  of  Packer  and  Wisconsin 
games.  New  sponsor  this  year  is 
the  Miller  Brewing  Co.  (Mathisson 
&  Assoc.),  sponsoring  14  Green 
Bay  games  and  Standard  Oil  of 
Indiana  (McCann-Erickson)  sign- 
ing for  the  nine  Wisconsin  games. 
WTMJ-TV,  barred  by  Big  Ten  and 
professional  rules  from  telecasting 
home  games  this  season  of  both 
Green  Bay  and  Wisconsin,  will 
carry  network  Saturday  telecasts 
of  college  games. 

It  also  was  announced  last  week 
that  all  U.  of  Maryland  football 
games  this  fall  will  be  aired  on  a 
10-station  regional  network.  An- 
nouncement was  made  by  Ben 
Strouse,  vice  president  and  general 
manager  of  WWDC  Washington, 
which  will  serve  as  originating 
outlet. 

Chevrolet  Dealers  throughout 
Maryland,  Delaware,  West  Vir- 
ginia, and  the  District  of  Columbia 
will  pick  up  the  tab  for  broadcast 
rights  on  the  regional  hookup  to 
the  complete  schedule  of  Terrapin 
honie-and-away  games  beginning 
Sept.  23. 

Bob  Wolif,  WWDC  and  DuMont 
TV  Network  (WTTG  Washington) 


sportscaster  who  has  covered  Mary- 
land pigskin  contests  the  past  two 
years,  has  been  signed  to  handle 
play-by-play  of  the  games,  which 
will  involve  such  traditional  favored 
teams  as  Navy,  Michigan  State, 
Duke,  North  Carolina  and  North 
Carolina  State. 

Other  stations  comprising  the 
regional  network  are:  WITH  Bal- 
timore, WANN  Annapolis,  WFMD 
Frederick,  WARK  Hagerstown, 
WBOC  Salisbury,  WCEM  Cam- 
bridge, WAS  A  Havre  de  Grace  (all 
Maryland)  ;  WDOV  Dover,  Del., 
and  WEPM  Martinsburg,  W.  Va. 

WKY-TV  Oklahoma  City  has  re- 
ceived telecast  rights  to  the  home 
football  games  of  the  U.  of  Okla- 
homa this  season,  P.  A.  Sugg,  sta- 
tion manager,  has  announced.  The 
five-game  schedule  will  be  spon- 
sored by  the  Oklahoma  Ford  Deal- 
ers. The  games  will  be  telecast 
from  Norman,  about  20  miles  south 
of  Oklahoma  City. 

Increased  stations'  radio  cover- 
age of  U.  of  Tennessee  games  is 
reported  as  a  result  of  the  success 
met  last  year  when  a  cooperafive 
format  was  introduced  by  the  Vol 
Network,  operated  by  the  Athletic 
Assn.  of  the  university.  WROL 
Knoxville  Sportscaster  Lindsey 
Nelson  is  in  charge  of  network  ar- 
rangements. He  also  will  handle 
the  play-by-play.  The  Vol  Net- 
work's programming  allows  from 
12  to  16  cut-aways  for  local  com- 
mercials during  each  game. 

stations  in  Tennessee  already  affiili- 
ated  for  the  coming  season:  WKGN 
Knoxville;  WAPO  Chattanooga;  WMAK 
Nashville;  WMPS  Memphis;  WCYB 
Bristol;  WETB  Johnson  City;  WTJS 
Jackson;  WGAP  Maryville;  WATO 
Oak  Ridge;  WCRK  Morristown;  WDSG 
Dyersburg;  WTPR  Paris;  WIRJ  Hum- 
boldt. Out  of  state  stations  signing 
with  the  sports  network  include  WNVA 
Norton,  Va.;  WMIK  Middlesboro,  Ky.; 
WQXI  Atlanta;  WORD  Spartanburg 
and  WSNW  Seneca,  S.  C;  WHPE  High 
Point,  N.  C,  and  WKLX  Lexington,  Ky. 


NETWORK  MOVE 

'Yankee  Kitchen'  to  CBS 

A  NEW  ENGLAND  fixture,  called 
The  Yankee  Kitchen  featuring  Ken 
and  Carolyn  and  which  has  been  on 
the  Yankee  Network  for  the  past 
decade,  moves  Sept.  11  to  a  number 
of  CBS  stations  and  one  ABC  affil- 
iate. 

The  radio  show  is  usually  spon- 
sored by  approximately  20  adver- 
tisers, five  times  weekly.  Among 
the  regular  advertisers  are  the  fol- 
lowing: Birdseye  Frozen  Foods, 
Fleischmann's  Yeast,  American 
Home  Products,  Flako  Products, 
Pit  Dyes  and  Westchester  Devil 
Chicken. 

The  program  will  be  on  WTAG 
Worcester,  WDRC  Hartford, 
WGAN  Portland,  Me.,  WGUY 
Bangor,  WLAW  Lawrence,  WHDH 
Boston  and  WPRO  Providence. 
Show  will  originate  from  the  Bos- 
ton studies  of  WLAW.  Merchan- 
dising will  be  increased  with  the 
additional  territory.  The  show  is 
owned  and  managed  by  James 
Murley,  of  Broadcast  Advertising, 
Boston  which  also  represents  Mar- 
jorie  Mills  on  NBC. 


Ted  Bates,  Again 

FOR  the  second  consecutive 
year  the  baseball  team  of 
Ted  Bates  &  Co.,  New  York, 
has  won  the  championship  of 
the  Publishers-Advertisers 
Softball  League.  Other 
League  members  include 
Time  Inc.,  SSC&B,  Geyer, 
Newell  &  Ganger,  and  War- 
wick &  Legler. 


FREE  EUROPE 

'Crusade'  Radio  Drive  Sef 

ROGER  BROWN  will  head  Cru- 
sade for  Freedom's  radio  and  tele- 
vision committee  in  a  national  cam- 
paign beginning  Labor  Day,  Sept. 
4,  for  supporters  and  funds,  it  has 
been  announced  by  Gen.  Lucius 
Clay,  chairman  of  the  crusade. 

Mr.  Brown,  president  of  Roger 
Brown  Inc.,  New  York  and  Chicago 
public  relations  firm,  will  be  as- 
sisted by  Alton  Kastner,  account 
executive  of  the  same  firm.  Offices 
will  be  at  40  East  49th  St.,  New 
York. 

The  campaign  will  begin  with  an 
address  over  all  networks  by  Gen. 
Dwight  D.  Eisenhower.  A  nation- 
wide appeal  for  signers  of  a  decla- 
ration affirming  belief  in  freedom, 
and  contributions  for  a  giant 
"Freedom  Bell"  and  expansion  of 
Radio  Free  Europe,  will  follow. 
The  "Freedom  Bell"  will  be  in- 
stalled behind  the  Iron  Curtain, 
probably  in  Berlin,  in  ceremonies 
planned  to  set  bells  ringing  over  all 
the  free  world. 

Funds  also  are  needed  to  acquire 
four  additional  transmitters  for 
Radio  Free  Europe,  now  broadcast- 
ing six  hours  a  day  and  seven  days 
a  week  to  five  "target"  nations,  in 
as  many  languages.  The  radio's 
one  transmitter,  however,  permits 
only  one  hour  of  broadcasting  for 
each  country  per  day,  since  pro- 
grams must  fit  the  language  and 
cultural  pattern  of  each  "target." 
Additional  transmitters  would 
mean  provision  for  a  full  broad- 
casting day  for  each  nation. 

The  Advertising  Council  has 
pledged  cooperation  and  soon  will 
begin  a  campaign  on  behalf  of  the 
Crusade  for  Freedom. 


WWJ  Dispute 


1 


McFARLAND  BILL 

Marks  Time  in  Committee 

NEW  DELAY  was  seen  last  week 
in  possible  House  consideration  of 
the  Senate-passed  McFarland  Bill 
(S  1973)  on  which  the  House  Com- 
merce Committee's  radio  subcom- 
mittee has  completed  hearings 
[Broadcasting,  Aug.  14,  21]. 

Chairman  Dwight  L.  Rogers  (D- 
Fla.),  who  had  predicted  prelimin- 
ary discussion  of  the  bill  by  his 
group  last  week,  said  contemplated 
meetings  on  the  communications 
measure  have  been  advanced  to  this 
week.  He  said  a  log-jam  of  legis- 
lation which  the  Commerce  unit  is 
trying  to  clear  up  was  responsible. 


(Continued  from  page  26) 
prior  to  the  ball  game. 

News  truck  drivers  at  first  re- 
fused to  cross  the  line  but  later 
went  across,  with  deliveries  de- 
layed somewhat.  Printers  and 
pressmen  hesitated  and  then  went 
to  work  as  did  station  musicians 
and  stagehands.  Some  AFRA 
members  crossed,  with  others  wait- 
ing until  the  pickets  left  for  the 
night  and  sleeping  at  the  station 
so  they  could  work  Sunday. 

Monday  morning  printers  and 
press  m  e  n  refused  to  cross 
NABET's  News  building  picket 
line,  forcing  it  to  suspend  publica- 
tion. All  14  newspaper  unions 
were  represented  at  a  morning 
meeting,  after  which  the  picket 
line  suddenly  disappeared.  The 
newspaper  unions  returned  to  work 
but  named  a  joint  representative 
to  sit  in  on  the  NABET  negotia- 
tions. 

George  Maher,  national  execu- 
tive secretary  of  NABET,  issued 
a  statement  at  time  of  the  strike: 

The  Detroit  chapter  of  NABET 
struck  WWJ-AM-FM-TV  at  noon 
Saturday  Aug.  19  after  the  break- 
down of  negotiations  over  wages, 
working  conditions  and  jurisdiction. 
The  union  has  been  trying  to  nego- 
tiate a  contract  with  management 
since  Feb.  1. 

During  that  time  only  a  token  of- 
fer of  $1.50  per  week  for  radio  and 
television  engineers  and  $1  per  week 
for  TV  assistants  has  been  received, 
with  firm  and  repeated  "no's"  on  all 
other  issues. 

The  union  has  requested  an  $8.50 
weekly  increase  and  believes  this  a 
very  modest  request  in  view  of  the 
rising  cost  of  living  and  the  enormous 
profits  of  the  Evening  News  Assn. 

WWJ  engineers,  under  the  contract, 
receive  a  starting  wage  of  $80  weekly 
and  progress  to  $116.50  at  the  end  of 
six  years.  TV  assistants  start  at  $41 
and  go  to  $65  after  five  years.  Only 
11  men,  exclusive  of  group  leaders, 
receive  $116.50  out  of  a  total  of  56 
engineers. 

WJBK-AM-FM-TV  and  WJLB-AM- 
FM  also  have  contracts  with  the  De- 
troit chapter  of  NABET,  and  have  the 
same  wage  scale  as  WWJ,  in  spite 
of  the  fact  that  these  two  .stations 
are  only  250w  AM,  as  compared  to 
WWJ's  5,000  w,  basic  NBC  outlet  sta- 
tion in  this  area. 

NABET  is  available  for  meetings 
with  the  management  of  WWJ  at  any 
time,  and  if  necessary,  is  prepared 
for  a  long  strike. 


WQXR-FM  Network 

THE  FM  network  fed  by  WQXR- 
FM  New  York  will  be  extended 
Sept.  1  to  WFLN  (FM)  Philadel- 
phia and  WTOA  (FM)  Trenton, 
N.  J.,  bringing  the  total  stations  to 
16  covering  an  area  from  Niagara 
Falls  to  Philadelphia  and  for  the 
first  time  including  a  New  Jersey 
station.  | 


WSRS 

CLEVELAND 

.  .  .  ."The  Family  Station" 
serving  Clevelanders  and 
all  the  local  nationalities 
in  the  3rd  most  densely 
populated  metropolitan 
district  in  the  U.  S.  A.  .  .  . 
covering  336  sq.  miles. 

.  .  .  .  Ask  Forjoe  for  the 
power-packed  selling 
facts  about  the  effective 
WSRS  domination  and 
local  impact.  Hooper 
rating  up  .  .  .  WSRS  cost 
per  thousand  lowest  in 
town,  thus  the  best  buy  in 

CLEVELAND 

WSRS 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE  ' 


C  c  t  o  c  f 
f  D  WARD 
RETRY  CO. 


MM 
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GREAT  LAKES 

Form  New  Michigan  Group 

NEW  REGIONAL  radio  network 
to  serve  Central  and  Northeastern 
Michigan  has  been  announced  by 
Jack  D.  Parker,  director  of  opera- 
tions, Saginaw  Broadcasting  Co. 
(WSAM-AM-FM  Saginaw  and 
WLEW  Bad  Axe).  Four  station 
group  will  be  called  the  Great 
Lakes  Network. 

Key  station  will  be  WSAM  which 
will  originate  programs  and  special 
features  from  its  modern  studios 
in  the  Radio  Bldg.  at  Saginaw  to 
the  network  group  comprised  of 
WOAP-AM-FM  Owosso;  WLEW; 
WFYC  Alma. 

The  new  station  group,  which 
Mr.  Parker  pointed  out  will  provide 
"a  more  complete  coverage  of  area 
events,"  was  organized  with  the 
cooperation  of  Melvin  Wirth, 
WOAP  general  manager;  Robert 
Cessna,  WFYC  general  manager, 
and  Milton  L.  Greenebaum,  Sag- 
inaw Broadcasting  Co.  president. 


'FACTS  IN  FOCUS' 

Reprints  Ordered 

A  THIRD  printing  of  "Facts  in 
Focus"  has  been  announced  by 
Sindlinger  &  Co.,  Philadelphia. 
The  report  claimed  that  television 
is  not  killing  radio.  Data  was  com- 
piled through  Radox,  the  firm's  in- 
stantaneous electronic  radio  and 
television  measurement  system, 
which  will  be  back  in  operation  by 
Oct.  1  [Broadcasting,  Aug.  7]. 

Sindlinger  firm  asserted  that  de- 
mand for  its  report  has  increased 
"since  the  release  of  the  recent 
ANA  findings  which  conclude  that 
the  advertiser  might  just  as  well 
forget  that  evening  radio  ever  ex- 
isted after  a  family  buys  a  tele- 
set."  New  significance  in  the  re- 
port, the  company  said  lies  in  the 
fact  that  "ANA  findings  show 
Philadelphia  to  be  the  TV  market 
of  greatest  magnitude.  The  ANA 
suggested  radio  rate  revisions  in 
Philadelphia  as  high  as  55%." 


'  FOR  sustained  programming  of  Voice 
of    the    Army    show,    WMLL  (FM) 

,  Evansville,  Ind.,  cited  by  U.  S.  Army 
and  U.  S.  Air  Force. 


SOUTH  CAROLINA'S 

SUPERMARKET' 


w 


HAS 


36% 


OF  SOUTH  CAROLINA'S 

GASOLINE  SALES 


Tfie  News-Piedmonf  Station 
^linfi  For  Greenville-Andersc 
WDw    Spartanburg  Markets 
Represented  by  Avery-Knodel 


EDITORIALIZING 


FCC  Dismisses  Dempsey 
Case  Against  KOB 

FORMER  New  Mexico  Gov.  John  J.  Dempsey's  long-pending  com- 
plaint against  KOB  Albuquerque  has  been  dismissed  by  FCC,  but  with 
an  admonition  to  KOB  to  "re-read"  the  Commission's  New  Mayflower 
Decision  on  editorializing. 

The   Commission  re-emphasized  *  

that  stations  which  devote  time  to 
one  side  of  controversial  public 
issues  have  "an  affirmative  duty  to 
seek  out,  aid  and  encourage  the 
broadcast  of  views  on  the  other 
side." 

Mr.  Dempsey  had  himself  re- 
quested withdrawal  of  his  four- 
year-old  complaint,  on  grounds 
that  the  health  of  KOB  Owner 
T.  M.  Pepperday,  who  also  is  pub- 
lisher of  the  Albuquerque  Journal, 
was  such  that  he  might  suffer 
"serious  or  possibly  permanent 
disability"  if  subjected  to  the  emo- 
tional strain  of  testifying.  Prior 
to  Mr.  Dempsey's  request  for  with- 
drawal, filed  in  March  1949,  the 
scheduled  hearing  had  been  post- 
poned several  times  because  of  Mr. 
Pepperday's  health. 

The  complaint,  filed  in  March 
1946,  accused  KOB  of  carrying  a 
series  of  15-minute  programs  which 
contained  "false,  defamatory  and 
scurrilous"  charges  against  then- 
Gov.  Dempsey  and  other  state  of- 
ficials. The  programs  were  broad- 
casts by  Larry  Bynon,  editor  of 
the  New  Mexico  State  Record.  The 
petition  asked  FCC  to  investigate 
the  character  and  qualifications  of 
Mr.  Pepperday  and  to  terminate 
KOB's  license. 


KOB's  Claim 

KOB  claimed  that  Mr.  Bynon's 
broadcasts  were  of  interest  to  the 
public  and  were  not  instigated  by 
Mr.  Pepperday;  that  in  only  one 
instance  did  Mr.  Pepperday  know 
in  advance  what  Mr.  Bynon  was 
going  to  say  on  his  broadcast ;  that 
on  at  least  one  occasion  Mr.  Bynon 
attacked  a  political  candidate  sup- 
ported by  Mr.  Pepperday;  that 
reply  time  had  been  available  to 
Mr.  Dempsey,  and  that  KOB  had 
not  violated  legal  principles  gov- 
erning operation  of  broadcast 
stations. 

The  Commission's  dismissal  of 
the  complaints  was  explained  as 
follows  in  a  letter  sent  to  KOB 
Aug.  16: 

The  Commission  has  reviewed  the 
history  of  the  complaints  against 
your  station  and  has  considered  care- 
fully your  replies  and  explanations. 
On  the  basis  of  your  statements  to 
the  Commission  and  our  independent 
examination  of  the  facts,  and  in  view, 
further,  of  Mr.  Dempsey's  request  to 
withdraw,  we  are  today  dismissing 
the  latter's  petition  and  terminating 
the  proceedings.  .  .  . 

In  its  letter  the  Commission  took 
occasion  to  "urge  you  to  re-read  the 
Commission's  Report  in  the  matter 
of  Editorializing  by  Broadcast  Li- 
censee [New  Mayflower  Decision]." 
FCC  noted: 

You  have  on  several  occasions  af- 
firmed your  intent  to  be  fair  and 
diligent  in  discharging  your  public 
trust,  but  your  apparent  disposition 
to  rest  on  the  KOB  policy  of  making 


time  available  for  "the  other  side" 
does  not  fully  probe  the  recesses  of 
licensee  responsibility. 

We  pointed  out  in  our  Editoriali- 
zation  Report  that  a  licensee's  obli- 
gation to  serve  the  public  interest 
cannot  be  met  merely  through  adop- 
tion of  a  general  policy  of  not  re- 
fusing to  broadcast  opposing  views 
where  a  demand  is  made  of  the  station 
for  broadcast  time.  A  licensee  has 
an  affirmative  duty  to  seek  out,  aid 
and  encourage  the  broadcast  of  views 
on  the  other  side. 

We  trust  that  a  reappraisal  of 
station  EOB  policies  will  result  in 
a  fuller  appreciation  of  the  high 
responsibility  with  which  you,  as 
the  controlling  stockholder  of  a 
broadcast  licensee,  have  been  en- 
trusted. .  .  . 

With  its  letter  FCC  sent  the 
station  copies  of  its  earlier  letter 
to  WLIB  New  York  emphasizing 
the  need  for  affirmative  efforts  to 
present  both  sides  [Broadcasting, 
April  17],  and  of  one  to  WWJ 
Detroit  asserting  that  one  side's 
refusal  to  present  its  views  should 
not  be  a  bar  to  presentation  of  the 
other  side  [Broadcasting,  May  1]. 

FCC  said  action  on  KOB's  re- 
newal application  would  still  be 
withheld  pending  resolution  of  the 
controversy  between  KOB  and  New 
Mexico  A.  &  M.  College,  former 
owner,  over  the  reservation  of 
broadcast  time  by  the  college  when 
it  sold  the  station.  This  contro- 
versy, stemming  from  FCC's  adop- 
tion of  a  rule  governing  such  time 
reservations,  is  currently  before  a 
U.  S.  court  in  New  Mexico. 

Mr.  Dempsey,  a  Democratic  nom- 
inee for  election  to  the  U.  S.  House 
of  Representatives  this  fall,  is  rep- 
resented by  his  son,  William  J. 
Dempsey  of  the  Washington  law 
firm  of  Dempsey  &  Koplovitz.  KOB 
is  represented  by  the  Washington 
firm  of  Pierson  &  Ball. 


ALASKA  NETWORK 

Sets  3  Spot  Contracts 

THE  Alaska  Broadcasting  System 
has  announced  national  spot  con- 
tracts with  Pillsbury,  Budweiser 
and  Best  Foods  through  its  New 
York  representative,  the  Pan 
American  Broadcasting  Co. 

The  Pillsbury  contract  is  for  a 
15-minute  Sunday  newscast 
(started  Aug.  27)  over  the  ABS 
northern  group — KFQD  Anchor- 
age, KPRB  Fairbanks  and  KIBH 
Seward.  Agency  is  Irwin  Vladimir, 
New  York. 

Budweiser  has  contracted  for 
one-minute  spots  on  all  ABS  sta- 
tions beginning  Oct.  2.  Agency  is 
D'  Arcy  Advertising  Agency,  St. 
Louis. 

Best  Foods'  Nucoa  renewed  its 
contract  until  June  30,  1951,  on 
all  six  stations  of  ABS. 


On  All  Accounts 

(Continued  from  page  12) 

agency.  A  half  year  later  he  moved 
to  Aylin  agency  as  radio  director 
and  has  been  at  that  job  since. 

In  addition  to  his  agency  duties, 
Dick  is  a  nighttime  instructor  at 
U.  of  Houston.  He  also  finds  time 
to  be  active  in  the  Junior  Chamber 
of  Commerce,  Houston  Advertising 
Club,  Society  of  Associated  Indus- 
trial Editors,  Houston  Golf  Assn. 
and  Touchdown  Club. 

As  for  sports,  he  describes  him- 
self now  mainly  as  an  onlooker,  but 
lists  as  hobbies  fishing  in  the  Gulf, 
golf,  raising  tropical  fish  and  play- 
ing bridge. 


WABB  STRIKE  ENDS 

Technicians  Set  Contract 

CONTRACT  ending  a  strike  of 
union  technicians  at  WABB  Mobile, 
Ala.,  was  signed  Aug.  12  after  an 
agreement  reached  by  direction  of 
NLRB  officials. 

The  strike  started  last  October 
[Broadcasting,  Oct.  31,  1949]  and 
was  in  its  11th  month  when  the 
contract  was  completed  by  D.  H. 
Long,  WABB  manager,  and  the 
International  Brotherhood  of  Elec- 
trical Workers,  AFL.  WABB, 
owned  and  operated  by  The  Mobile 
Press  Register  Inc.,  operated 
throughout  the  strike. 


F.  Y.  I. 

(for  your  information). 
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Cities  grow  'out'  not  'op.' .  .  . 
Not  reflected  in  population  figures 
are  the  hundreds  upon  hundreds  of 
new  dwellings  and  miles  of  long- 
standing factory  and  residential 
areas  unannexed  by  the  City  of 
Terre  Haute,  so  it's  a  city  of  over 
100,000  people,  with  298,700  in 
the  area,  all  potential  listeners  to 
WTHI,  CBS  plus  top-flight  local  pro- 
gramming. 


WTHI 

m  HRUTt.  IND. 
R[p.  B^— BOILING  CO. 
Newborn  •ChicaEO-HollKWOod 
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NEW  LAW  FIRM 

Fletcher  &  Midlen  Formed 

RADIO  attorneys  Frank  U. 
Fletcher  and  John  H.  Midlen,  both 
Washington,  D.  C,  last  week  an- 
nounced the  formation  of  a  new 
law  firm,  Fletcher  &  Midlen,  with 
offices  in  the  Munsey  Bldg.,  Wash- 
ington. Both  men  have  been  active 
before  the  FCC  and  the  courts  for 
a  number  of  years. 

Mr.  Fletcher,  part-owner  of 
WARL-AM-FM  Arlington,  Va., 
was  admitted  to  the  North  Caro- 
lina bar  in  April  1932  and  joined 
the  law  staff  of  the  FCC  in  1934. 
From  1939  to  1942,  Mr.  Fletcher 
practiced  in  radio  communications 
with  Stephens,  Spearman,  Sykes 
&  Roberson,  Washington.  He  held 
subsequent  positions  of  law  staff 
member  of  the  Alien  Property  Cus- 
todian and  the  Army  Oi'dnance 
department.  From  1945  to  the 
present  date,  Mr.  Fletcher  has 
been  engaged  in  private  radio  law 
practice,  particularly  with  mat- 
ters before  the  FCC.  He  is  an  FM 
member  of  the  NAB  board. 

Mr.  Midlen,  a  Washington  lawyer 
since  1935,  has  been  specializing 
in  radio  and  communications  for 
the  past  five  years.  In  1941,  Mr. 
Midlen  was  assigned  to  the  Judge 
Advocate  General's  office  in  the 
Army  Dept.  and  later  served  with 
the  office  of  the  Secretary  of  War. 


CKY  Winnipeg  has  moved  to  580  kc 
from  1080  kc,  with  5  kw. 


THE 

LONG  ISLAND 

STORY 

WHLI 

reaches  more  homes* 
in  Nassau  County 
6  or  7  days  a  week 
than  any  other  New 
York  or  Long  Island 
Independent  Station 
*  B  M  B  Study  #  2 


Nassau  County  is  a 
$602,218,000.00 
retail  market!* 

•Standard  Rate  &  Data's  1950-51 
Consumer  Markets. 

Represented  by 

RAMBEAU 


Am\^  H  L  I  FM 

HEMPSTEAD,  LONG  ISLAND,  N.Y.  J 


Mr.  Midlen 


Mr.  Fletcher 


JACK  R.  EDMUNDS 

KPRC  Executive  Dies 

FUNERAL  was  held  last  week  for 
Jack  R.  Edmunds,  41,  program  di- 
rector at  KPRC-AM-TV  Houston, 
Tex.,  who  died  Aug.  19  of  a  heart 
attack.  Mr.  Edmunds,  who  joined 
the  station  this  past  January,  was 
on  his  way  to  the  studios  when  he 
succumbed.  He  had  been  in  radio 
20  years. 

The  radio  official  went  to  Hous- 
ton in  1946  and  served  with  KXYZ 
and  KTHT,  both  Houston.  He  for- 
merly was  program  director  for 
ABC  Washington  during  World 
War  II.  Mr.  Edmunds  is  survived 
by  his  widow  and  one  daughter, 
Gail. 


AUDIENCES  UP 

Hooper  Surveys  Radio-TV 

SIGNIFICANT  increases  in  total 
audiences  of  radio  and  TV  in  the 
past  year  have  been  reported  by 
C.  E.  Hooper  Inc. 

In  seven  cities  where  television's 
share  of  the  broadcast  audience 
exceeds  50%  in  evening  hours. 
Hooper  found  the  percentage  of 
homes  using  either  radio  or  TV 
averaged  25%  higher  than  the  per- 
centage a  year  ago.  The  figures 
appear  in  the  current  Hooperatings 
chartbook  now  being  distributed  to 
subscribers. 

The  increases  in  percentage  of 
homes  using  either  radio  or  TV  in 
evening  hours  this  year  as  com- 
pared with  last  ranged  up  to  44%, 
with  the  average  increase  at  25%. 
The  cities  included  New  York,  Phil- 
adelphia, Baltimore,  Boston,  Provi- 
dence, Chicago  and  Dayton. 


Strictly  Business 

(Continued  from  page  16) 

Hoffman  Beverage  Co.,  a  subsidiary 
of  Pabst  and  maker  of  soft  drinks. 

Mr.  Perlstein  is  one  of  the  few 
advertising  men  in  the  country  who 
"trouble  shoots"  his  markets.  That 
is,  he  calls  on  salesmen  and  dis- 
tributors all  over  the  country 
straightening  out  local  problems 
with  an  eye  to  the  national  picture. 

Recently  he  flew  to  Puei-to  Rico 
to  discuss  advertising  plans  with 
the  Pabst  distributor  there.  He  is 
constantly  on  the  move  and  knows 
his  markets  well  because  he  makes 
it  his  business  to  check  them  on  the 
spot. 


EUAS  LGOOOFSKY  Prc.-.denf 


KNUZ  Houston  presented  plaque  of 
merit  for  "outstanding  work  in  inter- 
est of  safety"  by  fire  prevention  and 
safety  committee,  Houston  Chamber 
of  Commerce. 


'TRUTH'  DRIVE 

Urged  by  Sarnoff,  Benton 

BRIG.  GEN.  DAVID  SARNOFF, 
chairman  of  the  board  of  RCA,  and 
U.S.  Sen.  William  Benton  (D.- 
Conn.)  last  week  urged  an  imme- 
diate U.S.  counter-attack  and 
world-wide  psychological  offensive 
against  Communist  propaganda. 

Explanation  of  America's  peace- 
ful intentions  is  not  enough.  Gen. 
Sarnoff  said.  The  U.S.  should  now 
begin  "to  take  the  whiskers  off 
Uncle  Joe"  by  broadcasting  to  Rus- 
sian and  satellite  peoples  what 
Stalin  is  really  like. 

Gen.  Sarnoff  and  Sen.  Benton, 
with  Professor  Harold  D.  Lasswell 
of  Yale  U.  Law  School,  appeared 
on  University  of  Chicago  Roxind 
Table  over  NBC  to  discuss  "Can 
We  Defeat  the  Propaganda  of  In- 
ternational Communism?" 

Sen.  Benton  proposed  that  spe- 
cial commissions  from  every  coun- 
try in  the  world  be  invited  to  this 
country  to  study  the  truth  of  the 
Communist  claim  that  the  U.S.  is 
a  "war  monger,  imperialist  and 
exploiter."  Prof.  Lasswell  urged 
an  American  foreign  policy  state- 
ment comparable  to  Woodrow  Wil- 
son's 14  points,  as  the  basis  for  the 
U.S.  message. 


PROPAGANDA  UNIT 

Psychological  War  Board  Set 

A  NATIONAL  Psychological  War- 
fare Board,  comprising  officials  of 
the  State  Dept.,  Dept.  of  Defense 
and  other  government  departments 
and  headed  by  Edward  Barrett, 
Assistant  Secretary  of  State  for 
Public  Affairs,  was  set  up  by  the 
State  Dept.  Aug.  17  to  help  co- 
ordinate strategy  involving  the 
U.  S.  propaganda  program  abroad. 

The  board,  which  also  will  in- 
clude representatives  of  the  Central 
Intelligence  Agency  and  Joint 
Chiefs  of  Staff,  will  handle  plans 
for  meeting  problems  that  arise  in 
Korea  and  other  areas  where  more 
than  one  government  agency  main- 
tains activities.  In  Korea  it  is  ex- 
pected to  help  weld  together  propa- 
ganda programs  with  actions  of 
the  Defense  Dept.  and  Economic 
Cooperation  Administration. 


News  Staff  Data 

IN  RECOGNITION  of  the 
recent  increase  in  news  in- 
terest among  radio  and  tele- 
vision audiences,  CBS  has 
prepared  a  special  press 
information  package  contain- 
ing pictures  and  biographical 
material  on  its  news  staff. 
The  package,  prepared  under 
the  direction  of  George  Cran- 
dall,  CBS  director  of  press 
information,  also  includes 
background  information  on 
the  organization  and  function 
of  the  CBS  news  staff. 


LEGAL  ADVERTISING 

Coe  Suggests  Using  Radio 

USE  of  broadcast  stations  for  legal 
advertising  by  state  governments 
was  advocated  by  Earl  Coe,  Wash- 
ington Secretary  of  State,  in  a 
letter  submitting  to  stations  a  se- 
ries of  announcements  designed  to 
stimulate  voting. 

"Radio  is  one  of  our  greatest  me- 
diums whereby  our  registration  and 
voting  information  can  reach  the 
public,"  he  said.  "In  fact,  I  am 
looking  forward  to  the  time  when 
our  state  laws  will  recognize  radio 
as  a  factor  for  legal  advertising  of 
initiatives  and  referendums."  Sec- 
retary Coe  recalled  "the  great  pub- 
licity job"  the  Assn.  of  Washington 
Broadcasters  did  for  the  registra- 
tion and  vote  campaign  held  in  con- 
junction with  the  1948  presidential 
and  state  elections. 


Peter  Borras 

PETER  BORRAS,  60,  Washington 
restaurateur,  died  of  a  heart  attack 
last  Monday  (Aug.  21)  at  his  home 
in  Arlington,  Va.  His  wife,  Mrs. 
Gladys  Murphy  Borras,  is  ad- 
ministrative assistant  to  Frank 
M.  (Scoop)  Russell,  NBC  Wash- 
ington vice  president.  Mr.  Borras 
was  president,  manager  and 
founder  of  the  Madrillon  Restau- 
rant. Surviving  besides  Mrs.  Bor- 
ras are  three  brothers. 


THE  OLD  SEA-HORSE  SAYS: 


^YOU   AIN'T  SEEN 
NOTHIN'  UNTIL  YOU'VE 
LOOKED    UP  THE 
STORY  ...  " 
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J J.  FLANAGAN  to  president  and  genei-al  manager  KITO  San  Ber- 
nardino.   Replaces  GEORGE  LINDMAN,  resigned  to  become  man- 
•  ager  KPOA  Honolulu. 

WALTER  A.  CALLAHAN  to  WKAT  Miami,  Fla.,  as  vice  president  in 
charge  of  sales.  Was  with  WSAI  Cincinnati  as  general 
manager,  and  was  former  manager  Chicago  office  WLW 
Cincinnati. 

INDEPENDENT  METROPOLITAN  SALES  appointed 
N.  Y.  and  L.  A.  representative  WXGI  Richmond,  Va. 
MARTIN  J.  McGEEHANS  named  Chicago  representa- 
tive. 

BENJAMIN  MARGOLIS,  assistant  to  CBS  controller, 
appointed  sales  service  manager  for  CBS-TV,  succeed- 
ing Herminio  Traviesas,  resigned  (see  Agency  Beat). 
Mr.  Callahan 

BOB  MAYNARD,  assistant  manager  and  news  com- 
mentator WSVS  Crewe,  Va.,  resigns  to  join  Lawyers 
Title  Insurance  Corp.,  Richmond.    He  will  do  public  relations  work  from 
home  office.    Was  member  NAB  Unaffiliated  Stations  Committee. 

GLENN  J.  MANLEY,  radio-TV  freelance  writer,  to  sales  manager  WEW 
St.  Louis  U.  outlet,  St.  Louis. 

LARRY  ROBERTSON,  program  director  KOME  Tulsa,  Okla.,  named 
account  executive. 

HOMER  GRIFFITH,  coordinator  of  national  sales  California  Group 
:  (KYNO  Fresno,  KAFY  Bakersfield,  KCOK  Tulare),  on  leave  of  absence. 

i 

ICFPA  Port  Arthur,  Ont.,  appoints  James  L.  Alexander,  Toronto,  as  na- 
jtional  representative,  effective  Sept.  1. 

JEROME  M.  ALPER,  Securities  &  Exchange  Commission,  and  ROGER 
H.  MUZZALL  to  Washington  law  firm,  Roberts  &  Mclnnis,  whose 
practice  includes  broadcasting  and  communications  fields. 

i  EDWIN  H.  ESTES,  general  manager  WGWD  Gadsden,  Ala.,  to  general 
manager  WETO  same  city.    WETO  will  take  the  air 
Sept.   15.     Mr.   Estes'   application  for  half  interest 

I  in  station  accepted  for  filing  by  FCC. 

iIlOU  hummel,  drug  division  WLW  Cincinnati  mer- 
'chandising  department,  to  WLWT  (TV)  sales  staff. 

} 

iIkFAM-AM-FM  St.  Cloud,  Minn.,  appoints  John  E. 
Pearson  Co.  as  national  representative.  Orville  Lawson 
&  Assoc.  named  representatives  in  Minnesota. 


DONALD  A.  NORWOOD,  staffman  WLAW  Lawrence, 
Mass.,  to  account -executive  for  Boston  sales  offices 
of  station. 


Mr.  Estes 


BILL  TODD,  salesman  CJOY  Guelph,  Ont.,  to  national  sales  staff  CKEY 
Toi'onto. 


WCTC  STAFF 


WEVD 

  117119  W.  46  SL 

HENRY  GREEHFIELD,  Me.  Director  N.Y.19 


Four  Appoinhed  to  Post's 

FOUR  changes  in  the  executive 
personnel  of  WCTC  New  Bruns- 
wick, N.  J.,  owned  and  operated  by 
the  Chanticleer  Broadcasting  Co., 
have  been  announced  by  James  L. 
Howe,  president. 

Ted  Webbe,  sales  manager  since 
last  March,  takes  over  the  newly 
created  post  of  industrial  relations 
director.  James  M.  Vogdes,  mem- 
ber of  the  sales  department,  has 
been  named  sales  manager.  David 
A.  Moss,  program  director,  moves 
to  the  sales  department,  and  Don- 
ald V.  Meaney,  formerly  news  di- 
rector at  WNJR  Newark,  becomes 
program  director. 


front  office 


KIFN  Phoenix,  Ariz.,  and  XEAC  Tia  Juana,  Mex.,  appoint  Harlan  G. 
Oakes  &  Assoc.,  L.  A.,  representative. 

GEORGE  (Bill)  ROHN,  promotion  manager  KSOO  Sioux  Falls,  S.  D., 
to  station  manager.  Has  been  with  outlet  since  1937. 


ROBERT  D.  MARTIN  to  manager  personnel  depart- 
ment Edward  C.  Lobdell  Assoc.,  N.  Y.  (management 
consultants).  Was  with  WHAY  New  Britain,  Conn., 
WFTR  Front  Royal,  Va. 

CLIFF  W.  BOWERS,  sales  manager  WESC  Greenville, 
S.  C,  to  WAYS  Charlotte,  N.  C,  as  sales  executive. 
Was  sales  promotion  director  WDOD  Chattanooga, 
Tenn. 


Mr.  Rohn 


LIBERTY  BROADCASTING  SYSTEM  establishes  na- 
tional and  N.  Y.  office  at  299  Madison  Ave.,  headed  by  MORGAN  RYAN, 
national  sales  manager. 

WILLIAM  PHREANIER  to  KSMA  Santa  Maria,  Calif.,  as  manager, 
replacing  WALLY  SEIDLER,  resigned  to  become  Oxnard  manager 
KVEN  Ventura,  Calif. 

PAUL  MULVIHILL,  sales  manager  Northern  Broadcast  Sales,  Toronto, 
to  James  Alexander,  Toronto  station  representative,  Sept.  1. 


y^ationaU  •  •  • 


GARDNER  COWLES  (owner  KRNT  Des  Moines,  WNAX  Sioux  City, 
Iowa,  and  principal  stockholder  WCOP  Boston)  and  his  wife,  Fleur 
Cowles,  to  be  awarded  "Oscars  of  the  fashion  industry"  for  contributions 
through  "magazines,  newspapers  and  radio,"  to  fashion.  Award  will  be 
given  Sept.  4  at  Neiman-Marcus  Mid-Century  of  Fashion  Exposition, 
Dallas  ....  DICK  JOY,  vice  president  KCMJ  Palm  Springs,  Calif.,  will 
emcee  California  State  Fair  Fashion  Show,  Sacramento,  Sept.  7-8  ...  . 
VICTOR  A.  SHOLIS,  vice  president  and  director  WHAS-AM-FM-TV 
Louisville,  father  of  boy,  Aug.  19. 

EDWARD  G.  THOMAS,  vice  president  and  general  manager  WKJG  Ft. 
Wayne,  Ind.,  back  at  his  desk  following  serious  operation.  .  .  .  PAUL  F. 
HARRON,  president  WIBG  Philadelphia,  in  England  to  inspect  radio 
warning  systems  and  wired  line  installations  in  bomb  shelters.  Will 
return  in  early  Sept.  .  .  .  HAAN  J.  TYLER,  manager  KFI-TV  Los  An- 
geles, elected  to  board  of  directors  Southern  Calif.  Broadcasters  Assn., 
succeedings  JENNINGS  PIERCE,  resigned.  ALAN  COURTNEY,  acting 
manager  public  service,  station  and  guest  relations  for  NBC  Western 
Div.,  succeeds  Mr.  Pierce  as  chairman  SCBA  education  committee. 


the  KOKOMO 

market  is  rich! 


Distribution  of  Listening  Homes 


74,210  ft302,329,000^ 

RETAIL  SAUE.  SALES         FOOD  SALES 


I  $181,967, 000 

NO.  FOOD  STOR.es 


$46,980,000 


DR.UG  SALeS 


Latest  Conlan  Figures  . 
WIOU  .  .  .  67.0% 


591 


$6,539,000 

NO.  ORUO  STORES         FARM  ^ 


77 


$65,07ipOO^ 
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editorial 


Facts  Vs.  ANA  Fsction 

THERE  ARE  encouraging  indications  that 
radio  is  licking  its  inferiority  complex,  appall- 
ingly exposed  when  the  Assn.  of  National  Ad- 
vertisers put  on  its  bite  for  rate  reductions. 

The  emergence  from  Milquetoastism  is  re- 
flected in  the  general  demeanor  of  broadcast- 
ers. They  take  heart  in  the  trend  among 
magazines  and  newspapers  to  increase  rates, 
based  on  increased  operating  overhead  rather 
than  expanded  circulation.  They  find  strength 
in  the  realization  that  many  advertisers  feel 
that  they  are  getting  a  better  return  from 
radio  than  from  competitive  media. 

This  metamorphosis  in  the  making  is  re- 
flected in  the  wholehearted  support  for  the 
super-BAB  at  the  NAB  district  meetings  held 
during  the  last  fortnight.  Bob  Swezey,  of 
WDSU  New  Orleans,  who  is  doing  a  voluntary 
Minute  Man  job,  is  goading  broadcasters  into 
a  fighting  spirit.  His  apt  description  of  radio 
as  the  "soft  underbelly  of  media"  has  aroused 
station  owners. 

NAB  now  comes  forward  with  a  survey 
project,  to  be  underwritten  by  radio,  to  build 
radio's  rate  case.  It  has  set  a  rather  late  tar- 
get of  March  1,  1051,  and  asks  that  stations 
hold  the  rate  line  until  this  job  is  done.  By 
that  time  we  have  no  doubt  there  w'll  be  amnle 
evidence  to  justify  substantial  increases.  In- 
deed some  stations  already  have  done  so. 

If  such  basic  research  had  been  done  months 
ago,  radio  would  not  have  been  singled  out  for 
attack.  The  record  already  is  replete  with 
evidence  repelling  the  argument  that  radio 
alone  suffers  from  the  incursions  of  TV. 

This  fiction  can  be  answered  with  solid  fact. 


'Officer  of  tSue  Air' 

J,  IT  BEHOOVES  all  of  us  to  keep  abreast  of 
'•   signs  of  these  semi-war  tinged  radio  times. 
'.       The  other  day  an  important  eastern  station 
refused  to  permit  the  Progressive  Party  can- 
didate to  use  its  microphone  because  the  man- 
agement considered   the   copy  "treasonable." 
The  management  notified  the  FCC  of  its  action, 
i.i      The  council  of  the  Radio  Writers  Guild  re- 
I  j  cently  refused  to  vote  for  or  af>:ainst  a  resolu- 
tion supporting  our  action  in  Korea.    Keep  in 
mind  that  the  RWG  can  control  the  wording 
of  the  scripts  that  go  on  the  air  via  the  net- 
works.   The  Radio-Television  Directors  Guild 
L.   can  control  interpretation  of  those  words, 
j.       We  have  no  doubt  that  the  vast  majority  of 
I'  the  members  of  these  guilds  are  loyal  Amer- 
icans.    We  cannot  fathom  how  t'^at  majority 

■  possibly  could  be  swayed.  Even  Henry  Wal- 
'   lace  couldn't  stomach  the  Progressive  Party's 

stand  on  Korea. 
;      The  eastern  station  which  rejected  the  Pro- 
"  gres.sive  candidate's  script  may  possibly  be  in 

■  technical  violation  of  the  law.  We  have  read 
the  script.  We  believe  the  station  acted  wisely 
and  patriotically. 

The  FCC  may  be  expected  to  hold  that  Sec- 
tion .315  of  the  Communications  Act  requires 
stations  to  give  equal  time  to  qualified  can- 
didates for  public  office,  irrespective  of  party 
label.  This  despite  the  fact  that  the  New 
York  Circuit  Court  recently  held  Communism 
•  constitutes  a  "clear  and  present  danger"  within 
.  the  meaning  of  the  Constitution. 

If  the  FCC  attempted  to  penalize  a  station 
because  it  refused  to  carry  Communistic  prop- 
aganda, we  doubt  whether  a  single  court  in 
the  nation  would  allow  the  judgment  to  stand. 


We  believe  that,  in  these  times,  the  wise 
maxim  to  follow  is:  When  in  doubt,  don't. 
Lest  we  forget: 

The  announcer  said:  "The  Men  from  Mars 
are  invading  New  Jersey!"  It  was  only  make- 
believe,  but  thousands  were  thrown  into  panic. 
Ten  years  later  the  same  thing  was  done  in 
France  and  Peru.    Lives  were  lost. 

In  1947,  G-Man  Hoover  said  the  Communist 
Party  "has  departed  from  depending  upon  the 
printed  media  .  .  .  and  has  taken  to  the  air. 
Its  members  and  sympathizers  have  not  only 
infiltrated  the  airways  but  are  now  persistently 
seeking  radio  channels."  Within  the  past  few 
weeks,  Mr.  Hoover  said  they  have  as  their  ob- 
jective the  "control  of  communications  facili- 
ties in  the  event  of  an  emergency." 

There  must  be  no  malicious  make-believe 
about  "The  Men  from  Moscow." 

Every  individual  working  in  radio  and  TV 
has  a  resjjonsibility  above  and  beyond  that  of 
the  ordinary  c'^tizen.  Just  as  every  lawyer  is 
an  officer  of  the  court,  every  broadcaster  is  an 
officer  of  the  air.'  It  is  his  responsibility  to 
make  certain  that  the  most  vulnerable  spot  in 
American  communications — a  place  before  the 
microphone — is  never  available  to  a  traitor, 
actual  or  potential. 


To  Wm  Minds  of  Men 

WE  ARE  running  a  bad  second  in  the  prop- 
aganda war. 

In  the  current  news  are  demands  for  a 
stepped  up  "Voice  of  America,"  launching  of 
a  peace  offensive  to  reach  the  average  Soviet 
Ivan  Ivanoff,  and  floating  stations  to  pierce  the 
Iron  Curtain.  The  National  Psychological 
Strategy  Board  just  formed  by  the  State  Dept. 
is  belated  recognit"on  of  the  need  for  coordina- 
tion in  the  fight  for  the  minds  of  men. 

Because  of  its  very  nature,  a  democracy  is 
cumbersome  in  psychological  warfare.  In  a 
totalitarian  nation,  like  the  Soviet,  there's  di- 
rect action,  and  extraordinary  flexibility.  Our 
offensive,  such  as  it  has  been,  has  emanated 
from  the  State  Dept.,  which  at  all  times 
watches  its  diplomatic  P's  and  Q's,  with  one 
ear  cocked  toward  Congress  and  the  other 
toward  the  White  House. 

As  we  see  the  new  Strategy  Board,  it  would 
coordinate  only  those  agencies  of  government 
identified  with  the  war  effort — real  and  psy- 
chological. It  would,  in  effect,  be  the  same 
people  talking  to  themselves. 

There's  a  big  job  to  be  done.  The  question 
is  how  best  to  do  it. 

The  answer  could  be  a  separate  agency,  re- 
porting to  the  President.  The  Strategy  Board 
might  be  only  part  of  it.  There  should  be  an 
advisory  board,  made  up  of  the  leading  pub- 
licists of  the  nation — men  who  have  made  their 
mark  in  public  relations,  in  advertising  and 
merchandising.  Men,  perhaps,  like  Edward 
Bernays,  Steve  Hannegan,  Ben  Sonnenberg. 
Men  like  David  Sarnoff,  Bill  Paley,  Frank 
Stanton,  Jack  Strauss  and  Ed  Noble.  Top  in- 
dustrialists versed  in  public  relations,  labor 
leaders,  creative  agency  executives  whose 
stock-in-trade  is  selling  to  the  people. 

The  American  story  is  easy  to  dramatize. 
It  is  an  honest  story.  It  should  be  told  by 
radio,  by  pamphlet,  by  pictures,  and  by  word- 
of-mouth.  It  should  be  told,  bereft  of  stiff- 
collars  and  boiled  shirts.  The  Polish  coal 
miner,  earning  more  in  America  than  the 
feudal  lords  of  his  ancestry,  should  return  to 
his  homeland  to  tell  that  story.  The  Negro 
to  Africa,  the  Chinaman  to  his  rice  paddy. 

Psychological  warfare  is  brain  rather  than 
brawn  warfare.  It  needs  the  genius  of  men  of 
imagination,  zeal  and  enterprise,  of  those  who 
are  not  hemmed  in  by  convention,  regulation  or 
precedent.  There  is  no  precedent  that  fits  our 
kind  of  democracy. 


•  our  respects  to: 


GEORGE  PHILLIPS  HOLLINGBERY 


YOUNG  MEN  of  modest  means  dream  of 
achieving  success  in  long  strides  as  did 
George  Hollingbery. 
An  aggressive  salesman  even  while  working 
his  way  through  Kansas  U.,  the  president  of 
George  P.  Hollingbery  Co.,  station  representa- 
tive, sailed  into  his  first  salaried  job  with  such 
vigor  that  his  employer  never  let  him  get  away 
until  he  formed  his  own  firm  13  years  later. 

The  one  employer  in  Mr.  Hollingbery's  career 
was  William  Randolph  Hearst. 

The  tale  of  why  Mr.  Hollingbery  finally  left 
the  top  advertising  position  at  Hearst's  Chi- 
cago Herald-Examiner  to  become  a  representa- 
tive of  radio  stations  should  interest  all 
broadcasters.  During  a  brief  period  in  the  life 
of  the  Herald-Examiyier,  spot  announcements 
on  KYW  Chicago,  which  was  leased  to  the 
paper  by  Westinghouse,  went  gratis  to  display 
advertisers.    Mr.  Hollingbery  noted  that  the 

( Continued  on  page  50) 


Static  and  Snow 

By  AWFREY  QUINCY 

NOTE  to  radio  corpus  delicti:  Move  over  and 
make  room  for  rate-increasing  national  maga- 
zines.   ANA  anathema  due  anaday. 

*    *    *  * 

Like  wildcats,  some  engineers  are  wild, 
others  are  wilder.  In  St.  Louis,  a  public 
utility  engineer  became  so  enraged  by  Transit 
Radio  commercials  during  his  daily  bus  ride 
t^at  he  retaliated  by  ripping  the  seat  covers. 
Miraculously,  without  even  getting  mad  at  us, 
our  engineers  daily  rip  our  commercials  to 
pieces  with  push-buttons  and  plugs.  Come  to 
think  of  it,  we're  always  having  to  replace  the 
seat-covers  in  Main  Control.  Must  be  lead 
poisoning. 

The  latest  entry  in  the  program  "rating" 
business  is  planning  to  get  coincidental  data 
by  Western  Union.  Although  Western  Union 
is  a  most  efficient  organization,  it  still  has  to 
rely  on  the  well-known  human  element,  and  we 
can  visualize  Humphrey  Humhpries  getting 
one  of  those  telephoned  singing  birthday 
greetings  by  WU  at  just  about  the  time  that 
the  WU  coincidentaller  happens  on  Humph's 
name  in  the  telephone  book.  Result: 

Happy  birthday  to  you 

Is  your  radio  in  view 

Happy  birthday,  dear  Humphrey 

Tell  me  who  you're  tuned  to. 
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Every 
word 

true! 


FLASH!  MIDWEST  DEALER  SPENDS  $600  FOR 
RADIO  CAMPAIGN,  GETS  TWICE  THE  RESULTS 
BROUGHT  BY  $3,000  CAMPAIGN  IN  ANOTHER 
MEDIUM. 

FLASH!  PACIFIC  NORTHWEST  STORE  FINDS  RADIO 
DEVELOPS  TWICE  THE  STORE  TRAFFIC  DELIVERED 
BY  COMPETING  MEDIUM,  MEASURED  ON  DOLLAR- 
FOR-DOLLAR  BASIS. 

FLASH!  40%  OF  STORE  CUSTOMERS  NAME  RADIO 
ADVERTISING  AS  REASON  FOR  COMING  TO 
STORE.  NEXT  BEST  MEDIUM,  21%. 

FLASH!  RADIO  ADVERTISING  ACCOUNTS  FOR 
54%  OF  DOLLAR  VOLUME  OF  SALES  IN  STORES 
CHECKED.  NEXT  BEST  MEDIUM,  20%. 


. . .  ant/ wrfi/esa/'c 


Have  you  noticed  the  many  exciting  case  histories  currently  pubhshed  on  the 
effectiveness  of  spot  radio? 

All  this  evidence  of  success  makes  wonderful  reading  —  but  it's  an  old. 
Story  to  advertisers  on  Westinghouse  stations! 

Just  to  check  the  record,  v\'e  reviewed  our  files  and  found  a  gold  mine  of 
confirming  evidence.  Recent  examples,  already  published  elsewhere: 


On  Pittsburgh's 
KDKA,  one  Farm 
Hour  advertiser  spent 
S500  on  time,  got 
$20,000  worth  of  or- 
ders. ( Reported  Au- 
gust 17.  1949.) 


Using  KYW  as  the 
on//  advertising  me- 
dium in  Philadelphia, 
a  diaper  manufacturer 
saw  sales  jump  52^ 
in  nine  weeks.  ( Re- 
ported June  1,  1949.) 


On  Portland's  KEX, 
one  announcement  for 
dressed  poultry  sold 
*wo  tons  of  assorted 
birds.  ( Reported  Feb- 
ruary 1,  1950.) 


Thanks  to  Boston's 
WBZ,  writes  a  berry 
grower,  "radio  in- 
creased my  revenue 
over  50%."  (Report- 
ed July  27,  1949.) 


With  four  short  mes- 
sages on  Fort  Wayne's 
WOWO.  a  hardware 
company  tripled  sales 
of  power  mowers, 
selling  hundreds.  ( Re- 
ported May29.  1950.) 


What's  more,  we're  helping  other  advertisers  write  comparable  case  histories 
right  now!  To  boost  'your  sales  in  six  of  the  nation's  leading  markets,  look  into 
the  program-building  and  audience-building  capacities  of  Westinghouse  stations. 
Ask  the  man  from  Free  &  Peters! 

WESTINGHOUSE  RADIO  STATIONS  Inc 
KDKA  •  KYW  •  KEX  •  WBZ  •  WBZA  •  WOWO  •  WBZ-TV 

National    Representatives,    Free   &   Peters,    except  for  WBZ-TV;  for  WBZ-TV,  NBC    Spot  Sales 
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Respects 

(Continued  from  page  US) 

spots  outdrew  the  printed  notices, 
and  decided  radio  was  here  to  stay. 

But  he  wasn't  sold  overnight  on 
joining  forces  with  the  aural  med- 
ium. It  took  several  visits  from 
one  Vernon  H.  (Bing)  Smith  of 
WREN,  then  located  in  his  home 
town  of  Lawrence,  Kan.,  to  con- 
vince Mr.  HoUingbery  that  he 
should  desert  black-and-white  and 
start  soliciting  national  business 
for  broadcasting  stations — starting 
with  WREN. 

With  the  Herald-Examiner  on 
wobbly  legs  anyway,  Mr.  HoUing- 
bery acquiesced  in  1936.  He  opened 
shop  at  307  N.  Michigan  Ave.,  Chi- 
cago, where  he  headquarters  today. 
WREN  was  his  first  station,  closely 
followed  by  WWJ  Detroit.  During 
his  first  year  he  signed  16  others, 
and  of  his  original  18  stations,  he 
still  has  17. 

Only  son  of  a  Lawrence  real 
estate  man,  George  Phillips  Hol- 
lingbery  was  born  June  25,  1902 
and  developed  his  rugged  good 
looks  in  the  Kansas  wheat  fields 
and  on  section  gangs  of  railroads. 
At  Lawrence  high  school  he  par- 
ticipated in  sports,  but  at  Kansas 
U.  found  that  several  campus  en- 
terprises kept  him  too  busy  for  the 
usual  extra-curricular  activities. 

In  partnership  with  Classmate 
James  E.  O'Bryon  (now  director  of 


publicity  for  Mutual)  he  prospered 
in  a  "sign,  sticker,  and  button" 
business.  Mr.  O'Bryon  was  the 
artist-designer  and  Mr.  HoUingbery 
the  salesman.  For  several  years 
they  handled  all  the  poster  work 
for  college  parties  and  athletic  con- 
tests on  the  Kansas  U.  campus. 
More  than  two  million  of  their 
"Jayhawk"  stickers  have  been  used 
on  windows  and  automobile  wind- 
shields. During  a  Missouri-Kansas 
football  week-end  in  the  early  '20s 
they  disposed  of  some  40,000  cellu- 
loid "Jayhawk"  buttons. 

Joins  Newspaper 

After  graduating  from  Kansas' 
School  of  Journalism  in  1924,  Mr. 
HoUingbery  applied  for  work  in 
the  Herald-Examiner's  classified 
advertising  department.  He  was 
hired  at  $22.50  weekly,  but  in- 
creased his  earnings  to  $100  within 
six  weeks.  He  soon  moved  into  local 
display,  then  national,  and  in  his 
rise  to  advertising  manager  held 
the  positions  of  both  local  and  na- 
tional advertising  manager. 

Mr.  HoUingbery  has  a  rich  store 
of  humorous  anecdotes  about  his 
experiences  on  the  now  defunct 
Herald-Examiner,  but  none  is  fun- 
nier than  the  story  of  his  first 
meeting  with  Mr.  Hearst  and  his 
famous  columnist,  Arthur  Bris- 
bane. He  was  introduced  to  these 
journalistic  greats  by  Merrill  C. 
Meigs,  head  man  for  Hearst  in  Chi- 
cago, who  described  Mr.  HoUing- 


bery as  the  Herald-Examiner's 
"best  salesman."  He  felt  he  had 
really  arrived.  But  his  moment  of 
glory  was  cut  short  when  Mr.  Bris- 
bane, well  aware  of  the  newspaper's 
mounting  indebtedness,  remarked: 
"This  is  interesting.  I  didn't 
know  the  Her-Ex  had  any  salesmen 
at  aU." 

Mr.  HoUingbery's  company  was 
known  during  its  first  few  months 
as  Craig  &  HoUingbery.  Norman 
Craig,  who  represented  a  few  sta- 
tions in  the  East,  handled  the 
firm's  New  York  business.  When 
Mr.  Craig  died  before  the  partner- 
ship was  a  year  old,  Edward  Spen- 
cer, previously  with  Westinghouse 
and  NBC,  became  manager  of  New 
York  operations  of  the  George  P. 
HoUingbery  Co.,  a  position  he  holds 
today.  Mr.  Spencer  had  been  sales 
manager  of  KDKA  Pittssburgh, 
and  when  NBC  took  over  manage- 
ment of  Westinghouse  stations,  he 
went  to  the  network  as  New  York 
sales  manager  of  its  O&O  outlets. 

Another  HoUingbery  staff  man 
who  joined  the  firm  its  first  year  is 
Fred  Hague,  New  York  sales  man- 
ager. He  had  been  with  a  station 
in  Winston-Salem.  A  third  charter 
employe  is  Frank  McCarthy,  Chi- 
cago manager,  who  had  handled 
food  advertising  at  the  Her-Ex 
under  Mr.  HoUingbery. 

Steady  Expansion 

From  four  salesmen  and  an  office 
staff  of  four,  the  company's  roster 
has  grown  to  32.  There  are  36  AM 
and  3  TV  stations  on  its  list. 

Mr.  HoUingbery  recently  tripled 
his  ofiice  space  at  500  Fifth  Ave., 
New  York,  to  accommodate  in- 
creased AM  and  TV  business.  While 
he  has  added  one  TV  man  in  recent 
weeks,  he  in  no  wise  subscribes  to 
the  opinion  that  AM  is  being  hurt 
by  the  newer  medium. 

"In  the  national  field,  not  one 
nickel  has  been  lost  to  TV  by  our 
AM  stations,"  he  says.  "For  ex- 
ample, last  year  WWJ  Detroit 
gained  $100,000  in  AM  while  buUd- 
ing  up  its  TV  business.  With  the 
increased  number  of  AM  receivers, 
sound  radio  is  a  better  buy  today 
than  a  year  ago,  even  in  major  TV 
markets.  Television  is  a  new  busi- 
ness. Eighty  per  cent  of  its  adver- 
tisers never  used  spot  radio." 

Mr.  HoUingbery  anticipates  that 
1950  will  be  "the  biggest  year  in 
our  history."  During  the  first  five 
months,  national  spot  was  18% 
ahead  of  the  same  period  in  1949. 
He  notes  that  although  April  and 
November  usually  are  his  peak 
months,  May  stood  out  this  year 
with  a  43.2%  increase  over  May 
of  last  year. 

Strong  on  personal  contacts  with 
advertisers,  as  well  as  agencies, 
the  company's  salesmen  are  spend- 
ing more  than  50%  of  their  time 
these  days  with  manufacturers. 

"Our  formula  is  quite  simple," 
says  Mr.  HoUingbery.  "We  just 
point  out  how  much  faster  a  dollar 
in  radio  and  television  moves  goods 
than  the  same  amount  spent  in 
printed  media." 

Mr.  HoUingbery's  wife  is  the 
former  Elizabeth   Sifers  of  lola. 


Kan.,  whom  he  met  at  Kansas  U. 
There  are  three  daughters  and  one 
son.  Mary  Elizabeth,  21,  was 
graduated  from  Pine  Manor  Junior 
College  at  Wellesley,  Mass.,  and 
now  is  studying  art  at  her  parents' 
alma  mater;  Anne,  18,  attends 
Skidmore  College  at  Saratoga 
Springs,  N.  Y.;  Deborah,  14,  will 
enter  New  Trier  high  school  in 
Winnetka,  111.,  next  fall;  and 
George,  Jr.,  12,  attends  grade  school 
in  Glencoe,  111.,  where  the  family 
resides. 

Their  home  overlooks  the  9th 
hole  of  Skokie  Country  Club,  one 
of  the  sportiest  courses  on  Chi- 
cago's North  Shore,  where  Mr. 
HoUingbery  has  a  14  handicap. 

In  addition  to  Skokie,  Mr.  Hol- 
lingbery  is  a  member  of  Chicago's 
University  Club.  He  also  belongs 
to  the  Chicago  Radio  Management 
Club  and  the  Radio  Executives 
Club  of  New  York.  His  college 
fraternity  is  Phi  Kappa  Psi. 


CITIES  SERVICE 

NBC  Show  Has  Active  Summer 


ACTIVE  summer  of  broadcasting 
and  special  appearances  has  fea- 
tured the  Cities  Service  Band  of 
America,  heard  year-round  on  NBC 
and  seen  on  NBC-TV  as  a  simul- 
cast last  season. 

Series  of  five  center-spread  ad- 
vertisements, promoting  the  band's 
summer  appearances  and  its  stimu- 
lation of  interest  in  band  music, 
has  appeared  in  Quick  magazine. 
Creator  of  the  show,  M.  H.  Ayles- 
worth,  first  NBC  president,  con- 
tends the  brass  band  is  a  typical 
American  institution  that  stirs  the 
heart  of  every  citizen. 

The  Band  of  America  broadcast 
July  17  from  the  "Frontiers  of 
Freedom"  pageant  at  the  Chicago 
Fair.  It  has  presented  a  series  of 
guest  artists  this  summer,  includ- 
ing George  M.  Cohan  Jr.,  W.  C. 
Handy  of  "St.  Louis  Blues"  fame, 
and  others.  Summer  appearances 
include  an  audience  of  32,000  at 
Bridgeport  and  large  audiences  at 
Cleveland  and  Buffalo. 


Kenneth  M.  Burton 

KENNETH  M.  BURTON,  51,  di- 
rector of  NBC's  The  Railroad  Hour 
and  Father  Knows  Best  for  Benton 
&  Bowles,  died  last  Monday  (Aug. 
21)  in  his  home  in  Hollywood  fol- 
lowing a  heart  attack.  Mr.  Burton 
was  head  of  West  Coast  radio  pro- 
duction for  B&B.  He  was  a  Navy 
veteran  of  both  World  Wars.  Sur- 
viving is  his  widow,  Betty. 


^   129  Local  Accounts 

21  Regional  and  National  Accts. 

2781  Pieces  of  Mail  for  May  '50 
News  —  Accent  on  LOCAL 
Masic  —  Sports  —  Specia I  Events 


now  available 


mm.1  MARKEIS 


Based  on  the  known  needs  of  na- 
tional advertisers  and  agencies  for 
comprehensive,  reliable  state, 
county  and  city  market  facts,  the 
new  edition  of  CONSUMER  MAR- 
KETS provides  a  range  of  informa- 
tion you  would  otherwise  have  to 
gather  from  many  sources. 

Its  retail  sales  estimates  project  the 
current  1  948  Census  of  Business  fig- 
ures. It  reports  comparative  figures 
(1940  vs.  1949)  so  that  you  can  see 
any  local  market's  growth  at  a 
glance.  It  reports  complete  statis- 
tics for  all  states,  all  counties,  all 
cities  of  5,000  and  over.  Special 
market  mops  cover  all  states,  U.  S. 
Possessions,  and  cities  of  250,000 
and  over. 

See  and  use  the  1950-51  CON- 
SUMER MARKETS  to  appreciate  its 
value  in  consumer  market  and 
media  research.  Send  for  a  copy 
today  on  5-days  free  examination. 
Only  $5.00  if  you  decide  to  keep  it. 


Typical  agency  report  on  CM: 
"Used  by  Research,  Account 
and  Media  Executives  in  an- 
alyzing old  and  new  markets 
for  clients'  products,  primarily 
number  of  outlets  of  types  de- 
sired and  populations  of  cities, 
counties  and  rural  areas," 
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NEW  YORK  _ 
DAYTIME  TELEVISION 
VIEWERS  UP  350%! 


. .  .  and  83.5%  of  all  TV  viewers  questioned 
said  tliey  turned  to  WABD  (Du  Mont)  for  one 

or  more  programs  between  1 2:00  and  1 :30  P.  M. 
Yes,  the  Daytime  Television  Audience  is  going  up 

like  a  rocket.  Take  it  on  the  rising  curve. 
Take  it  on  Du  Mont,  which  has  the  lion's  share 

of  the  audience.  On  Du  Mont  —  where  Daytime 
began  —  covering  99%  of  America's  telesets  — 

where  programs  pay  their  way  in  quick  sales  — 
where  a  slim  budget  gets  a  fat  result. 
Network  or  local,  Du  Mont  was  first. 

"The  Television  Audience 
of  Today,"  June,  1950, 
Adverfesf  Research 

The  Nation's  Window  on  the  World 

60  Stations 

N    ^  III  U 

Two" 

A  Division  of  the  Allen  B.  Du  Monf  Laboratories,  Inc. 

515  Madison  Avenue,  New  York  22,  N.  Y. 

Phone:  MUrroy  Hill  8-2600 
Copyright  1950, 


Very  Important  People  — they  make  today's  news- 
start  today's  fads— control  today's  audiences. 
At  KTTV  we  collect  "em  like  stamps.  Our  VIP  lineup  of  stars 
and  shows... whether  the  best  from  CBS-TV  or  our 
own  impressive  roster... sponsored  by  the  largest  national 
advertisers  as  well  as  local  sellers. ..gives  us  a  VIP  audience, 
the  Very  Important  Public  of  Southern  California, 
second  greatest  in  the  nation.  Happily,  you  don  t  have  to 
spend  a  million  to  make  an  impression  with  KTTV"s  VIP  lineup. 
But  you're  in  good  company ...  you  get  seen 
and  heard  a  lot... you  can  sell  a  lot.  You  can  reach  that  \ery 
Important  Public  on  KTTV.  Ask  us  or  Radio  Sales. 


National  Press  Bldg. 
Washington  4,  D.  C. 


AUGUST  28,  1950 


BROADCASTING,  Telecasting 
$7  annually,  25c  weekly 


BILLINGS  MOUNT 

(See  story  page  19;  Regional  forecasts  07i  subsequent  pages) 

THE  PRESIDENT  of  a  frozen  foods  company,  which  this  fall  will  spend 
$40,000  a  week  in  television,  last  week  came  up  with  a  complaint  about 
the  medium. 

He  told  Telecasting:  "The  only  flaw  we've  found  with  television  is 
the  difficulty  of  turning  up  good     *  • 


Top  Last  Fairs  Business  By  60% 


time  to  buy." 

The  food  merchant's  statement 
just  about  summed  up  the  situa- 
tion that  U.  S.  telecasting  faces  in 
the  fall  of  1950.  Barring  unfore- 
seen disaster,  a  whopping  share  of 
total  telecasting  time  will  be  sold 
out. 

Authoritative  sources  estimated 
that  by  October  there  would  be  at 
least  750  accounts  using  national 
spot  television.  In  October  of  1949, 
according  to  N.  C.  Rorabaugh  Co. 
records,  there  were  399. 

Network  television  business  al- 
ready sold  for  October  is  far  ahead 
of  last  year.  In  mid-August,  with 
some  six  weeks  of  selling  still  to 
go  before  October,  the  four  TV 
networks  reported  October  busi- 
ness already  on  the  books  was  60% 
bigger  than  the  volume  of  last  Oc- 
tober. 

More  network  advertisers  —  120 
this  October  to  74  a  year  ago — are 
sponsoring  more  programs — 158  to 
93 — for  more  commercial  network 
hours — 96  to  59 — this  fall  than  last, 
and  on  more  stations. 

Rush  Buying 

The  rush  by  clients  to  buy  tele- 
vision time  before  the  choice  peri- 
ods were  disposed  of  was  feverish. 
As  one  executive  of  an  advertising 
agency,  which  this  year  has  five 
clients  using  TV,  as  compared  with 
two  last  year,  put  it:  "We  think 
television  will  continue  to  progress 
until  there  is  no  time  available, 
and  that  could  easily  occur  before 
1951." 

Another  agency  executive  said: 
".  .  .  From  here  on  competition 
among  television  advertisers  will 
be  a  battle  of  wits  more  sharp  than 
has  ever  existed  in  advertising." 

An  inevitable  result  of  the 
scramble  for  television  time  was 
the  universal  planning  by  networks 
and  stations  to  expand  their  broad- 
casting day.  All  networks,  except 
ABC,  were  known  to  be  intending 
to  start  afternoon  schedules  by  fall 
and  some  had  notions  of  beginning 
morning  programs  before  the  year 
is  over. 

Experiments  by  stations  with 
daytime  programming  in  the  last 
year  had  supplied  the  answer  to 
the  question  frequently  raised  in 

Telecasting    •  BROADCASTING 


the  early  development  of  television : 
Would  their  be  a  daytime  audience 
big  enough  to  pay  off  an  advertiser? 
The  answer  was  an  emphatic  Yes. 

Despite  the  enthusiasm  expressed 
last  week  in  New  York,  capital  of 
television  development,  it  was  plain 
that  television  as  yet  has  some 
growing  pains  to  suffer. 

The  upsurge  in  TV  advertising 
would  not  be  felt  equally  in  all 
television  markets.  A  sampling  of 
opinion  among  national  station 
representatives  showed  that  gen- 
erally the  markets  with  small  dis- 
tribution of  receiving  sets  would 
find  the  going  tougher  than  those 
where  television  has  reached  the 
proportions  of  a  mass  medium. 

National  advertisers,  placing 
spot  schedules,  were  confining  their 
principal  investments  to  markets 
having  75,000  or  more  television 
sets. 

As  one  station  representative 
said:  "In  markets  with  more  than 
75,000  TV  homes,  the  rep's  main 


job  is  servicing;  in  markets  with 
less  than  75,000  TV  homes,  it's 
selling." 

One  factor  contributing  to  the 
confinement  of  many  spot  accounts 
to  large  television  concentrations 
was  said  to  be  recent  rate  increases 
by  stations  in  markets  where  set 
distribution  has  grown  signifi- 
cantly. Advertising  appropriations 
are  not  always  elastic  enough  to 
accommodate  rate  increases  in  big 
TV  markets  and  continuation  or 
launching  of  schedules  in  smaller 
circulation  areas  as  well. 

Pattern  Different 

The  patterns  of  television  time 
buying  are  still  not  established, 
but  one  thing  seems  assured:  They 
will  not  be  identical  with  the  pat- 
terns of  radio. 

Station  representatives,  thi'ough 
their  National  Assn.  of  Radio  Sta- 
tion Representatives,  are  embark- 
ing on  a  campaign  to  sell  pro- 
grams on  a  spot  basis  to  an  extent 
not  heretofore  realized. 

They  see  an  opportunity  to  in- 
crease spot  program  sales  because 
of  the  television  network  situation, 
which  differs  from  that  in  radio. 

Pending  the  lifting  of  the  FCC 
television  freeze,  the  number  of 


TV  Network  Clients  for  October  1950 

With  Comparison  Against  Placements  in  October  J  949 

Gross  Time 


Charges 

No.  Of 

Hours 

October 

Net- 

Stations 

per 

week 

Sponsor 

Program 

1949 

work 

'49 

'50 

'49 

'50 

Admiral  Corp. 

Stop  the  Music 

$1S,673 

ABC 

27 

29 

Vz 

Lights  Out 

NBC 

53 

¥2 

Alsco  Inc. 

Through  Wendy's 

Window 

NBC 

34 

Vi 

Aluminum  Cooking 

Homemakers  Ex- 

change 

CBS 

18 

1  min. 

American 

Bakeries  Co. 

Lone  Ranger 

2,250 

ABC 

4 

7 

% 

Vz 

American 

Dairy  As$n. 

TV  Teen  Club 

ABC 

10 

Vz 

American 

Home  Prod- 

ucts 

Homemakers  Ex- 

change 

CBS 

18 

1  min 

American 

Jewish  Con- 

gress 

Democratization  of 

Germany  * 

1,485 

ABC 

3 

1/2 

American 

Tobacco  Co. 

Football  Games 

52,800 

NBC 

11 

3 

Big  Story 

12,780 

NBC 

33 

49 

l/4t 

This  Is  Show 

Business 

CBS 

53 

14 

Your  Lucky  Strike 

Theatre 

NBC 

29 

Vzt 

Your  Hit  Parade 

NBC 

20 

Vz 

American 

Safety  Razor 

Corp. 

Sugar  Bowl 

ABC 

23 

V4f 

Show  Goes  On 

CBS 

23 

V: 

Anchor   Hocking  Glass 

Corp. 

Broadway  Open  House  — 

NBC 

35 

5 

Anheuser- 

Busch  Inc. 

Ken  Murray  Show 

CBS 

1 

t  >4   hour    every  other 

t  1 

hour 

every  other 

*  One  timer 


week 


week 
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markets  having  fewer  than  four 
stations  far  exceeds  the  number 
having  four  or  more.  As  a  result, 
multiple  network  affiliations  are 
common,  a  situation  that  gives 
stations  considerable  bargaining 
power  in  negotiating  network 
agreements,  certainly  more  than 
most  radio  network  affiliates  enjoy. 

NARSR  members  believe  that 
because  of  this  fact  and  also  be- 
cause stations  get  more  revenue 
from  selling  a  spot  program  than 
taking  a  network  commercial,  the 
opportunity  to  develop  a  big  busi- 
ness in  spot  program  sales  is  at 
hand. 

Fall  business  volume,  both  spot 
and  network,  promises  to  increase 
over  last  year's  levels  in  much 
greater  proportion  than  television 
facilities  have  grown.  Last  Octo- 
ber there  were  87  stations  on  the 
air  in  56  markets.  This  October 
there  will  be  107  stations  in  63 
markets. 

Compare  Networks 

The  individual  network  compar- 
ison of  commercial  programs  and 
hours  for  last  October  and  for  that 
month  this  fall  follows: 

No.  Commer-    Amount  of 


Net- 

cial TV 

Commercial 

work 

Programs 

TV  Time 

'49 

'50 

'49 

'50 

ABC 

19 

31 

11:30 

14:20 

CBS 

36 

55 

19:40 

31:04 

DuMont 

5 

13 

5:00 

11:45 

NBC 

33 

59 

22:45 

38:50 

Total 

93 

158 

58:55 

95:59 

Not  included  in  the  above  table 
are  the  15  DuMont  network  co- 
operative programs  which  are 
available  for  local  sponsorship  on 
individual  DuMont  aflSliates.  These 
co-ops  range  from  15-minute  strips 
to  two-hour  wrestling  and  boxing 
telecasts,  adding  up  to  a  total  of 
18  hours  and  15  minutes  of  net- 
work time  each  week. 

Neither  do  the  tabulated  com- 
mercial time  totals  include  the 
World  Series  telecasts  which  this 
year  are  expected  to  augment 
income  appreciably,  unlike 
fall  when  bidding  among  the 
video  networks  for  the  series , 
reached  a  point  at  which^ 
the  sponsor  was 


;h  this 
It  TV's^ 
last^fl 
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BOSTON-CnCAGO 


mmfW  Hub  TV 

HHuir  Booming 

IKyBUSINESS  is  booming 

M^r  on  the  television  front  in 
Boston. 

^  While  the  war  in  Korea 
and  sharp  rate  increases  by 
the  two  Hub  TV  stations  are 
causing  concern  for  the  fu- 
ture, the  story  at  the  moment 
is  one  of  sponsors  waiting  in 
line  for  availabilities. 

Informed  sources  among  the 
buyers  and  sellers  of  time  told 
Telecasting  that  successful  use  of 
the  medium  in  special  campaigns 
has  built  enthusiastic  acceptance 
by  sponsors,  many  of  whom  are 
substantially  increasing  their  ac- 
tivity in  TV  while  still  others  are 
entering  the  field  for  the  first  time. 
In  general,  clients  are  not  cutting 
their  radio  budgets  but  are  rebuild- 
ing their  entire  media  set-up  to 
make  room  for  television. 

Agency  executives  were  practi- 
cally unanimous  in  the  belief  that 
steep  rate  hikes  within  the  past 
couple  of  months  would  also  cause 
some  local  and  small  business 
clients  to  back  out.  An  increase 
•of  67%  for  a  one-minute  spot  in 
Class  A  time  on  one  station  and  a 
110%  boost  for  a  corresponding 
spot  on  the  other  station  in  a  late- 
summer  adjustment  of  rates  re- 
flected an  increase  of  more  than 
134%  in  TV  receivers  in  the  area 
since  the  end  of  last  year.  The 
present  set  count  is  approximate- 
ly 447,000. 

Successes  Tell  Story 
Typical  of  the  sentiments  ex- 
pressed were  the  views  of  Barbara 
TCeane,  radio  and  TV  director  for 
Alley  &  Richards,  who  said:  "Tele- 
"vision  is  big  here.  We're  recom- 
mending it  more  and  more  as  we 
see  the  vastly  successful  results  for 
clients  who  have  used  it  upon  our 
recommendation.  So  far,  every 
time  we've  used  it  our  clients  have 
had  wonderful  results." 

Miss  Keane  felt,  however,  that 
the  rate  increases  "might  wipe  out 


Te— Ve 


Dianii    for    Telecasting    by    John  Ziegler 

"Well,  you  have  to  admit — it's  a 
twist!" 
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Miss  Keane  Mr.  Pitman 


some  small  business  accounts,"  al- 
though she  added  that  it  might 
also  bring  about  a  further  realiza- 
tion of  the  value  of  television  and 
that  such  clients  might  try  to  make 
the  money  come  from  some  source 
in  order  to  stay  in  the  medium. 

Stressing  the  value  Alley  &  Rich- 
ards places  in  video,  she  pointed 
out  that  the  agency  has  started 
publishing  a  monthly  bulletin,  TV 
Takes,  which  is  sent  to  sponsors 
and  TV  prospects.  Among  agency 
accounts  new  to  television  this  fall 
is  Kennedy's,  Boston,  which  has 
retail  stores  throughout  New  Eng- 
land. Kennedy's  is  using  five- 
weekly  live  spots  in  a  participation 
program  and  will  continue  indefi- 
nitely. Although  in  the  past  the 
firm  was  a  heavy  radio  buyer,  it 
has  been  using  it  only  spasmod- 
ically the  last  couple  of  years.  Haf- 
fenreffer,  Boston,  for  Pickwick 
Beer  and  Ale,  has  expanded  from 
three  to  seven  TV  spots  weekly. 
Glenwood  Range  Co.  has  bought 
one-minute  film  spots  in  Boston 
which  will  be  extended  to  Provi- 
dence, New  Haven,  and  Utica  after 
Labor  Day. 

Newcomb  Cites  Enthusiasm 
Harvey  P.  Newcomb,  radio  and 
TV  director  at  Harry  M.  Frost 
Co.,  said :  "Everyone's  enthusiastic 
over  TV,  particularly  since  the  way 
results  have  been  coming  in.  Sev- 
eral of  our  clients  are  interested  in 
women's  participation  programs 
that  will  give  them  a  chance  for 
live  demonstrations.  With  the  way 
rates  have  been  going  up,  though, 
it's  beginning  to  get  expensive  for 
the  small  advertiser  although  in- 
creased circulation  should  make  it 
worthwhile."  Accounts,  he  said,  did 
not  appear  to  be  dropping  radio 
but  were  rebuilding  their  whole 
media  schedules  in  order  to  fit 
in  TV. 

Increased  video  activity  at  the 
Frost  agency  includes  a  saturation 
campaign  by  General  Electric  Sup- 
ply Corp.  for  GE  TV  sets,  which 
consists  of  a  six-week  TV  and  radio 
spot  drive;  spots  for  Barbo  Furni- 
ture Co.,  Stoneham;  spots  for  Dur- 
kee-Mower,  Lynn,  which  consist- 
ently uses  radio  as  well;  Boston 
Nash  Dealers  film  sportscast; 
Gentle's  Baking  Co.,  Mattapan, 
going  into  its  52d  week  and  con- 
tracted through  the  end  of  the  year. 
While  Gentle's  isn't  using  radio 
now,  it  has  in  the  past  and  is  con- 
templating it  again  this  fall. 

Voicing  concern  about  the  effect 


of  the  Korean  conflict  and  rate 
boosts  in  the  area,  Jan  Gilbert, 
radio  and  TV  director  at  Harold 
Cabot  &  Co.,  declared:  "Much  will 
depend  on  the  trend  the  war  takes. 
Several  of  our  accounts  anticipate 
shortages  and  will  back  away  from 
TV  and  radio.  They're  waiting  for 
developments." 

Cabot  Clients 

Thus  far,  Harold  Cabot  clients 
have  increased  their  use  of  TV 
without  cutting  down  on  radio,  one 
of  the  largest  regional  television 
buys  being  the  five  15-minute 
weekly  shows  purchased  by  H.  P. 
Hood  &  Sons,  Boston  (milk  and  ice 
cream),  in  three  New  England 
markets  —  Boston,  Providence  and 
New  Haven.  A  children's  puppet 
show  on  film.  Time  for  Beany,  the 
series  started  in  June  and  will  con- 
tinue through  next  summer.  The 
company  is  still  continuing  its  five- 
minute  daily  radio  weather  shows 
in  addition  to  announcements 
throughout  New  England.  Adams 
&  Swett,  Boston  rug  cleaner,  has 
increased  its  TV  schedule  and  a 
long-time  TV  user,  Boston  &  Maine 
Railroad,  which  is  off  television  at 
the  moment,  is  expected  back  in  the 
fall  with  a  15-minute  film  program. 
The  railroad  also  uses  announce- 
ments and  programs  on  radio. 

Time  Scarce 

"Business  is  so  good  it's  next  to 
impossible  to  get  TV  time,"  accord- 
ing to  T.  B.  Pitman  Jr.,  radio  and 
TV  director  of  John  C.  Dowd  Inc. 
"A  great  deal  more  advertisers  are 
using  the  medium  this  fall  than 
last  year,  and  radio  has  not  fallen 
off  any  either." 

Mr.  Pitman  did  not  concur  with 
others  about  factors  which  might 
adversely  affect  time  purchases.  "I 
don't  think  the  war  has  affected  TV 
in  this  area  so  far  and  I  don't  think 
it  will  for  some  time  to  come.  As 
to  the  rate  increases,  I  believe  small 
advertisers  will  feel  they're  getting 
their  money's  worth  because  of  the 
great  amount  of  sets  in  their 
market  area." 

Dowd's  New  Business 

New  TV  business  out  of  the 
Dowd  agency  will  include  a  half- 
hour  weekly  show  in  the  fall  for 
the  First  National  Stores,  Somer- 
ville  (grocery  chain),  in  coopera- 
tion with  George  S.  McGinniss 
Homemakers'  Service,  New  York. 
First  National  Stores  also  has 
bought  nine  one-minute  film  spots 
weekly  on  four  stations  in  New 
England  for  52  weeks.  The  grocery 
chain  is  continuing  its  30-minute 
weekly  Guy  Lomhardo  Show  on 
radio  in  addition  to  radio  spots. 

Among  numerous  Dowd  accounts 
which  will  be  using  TV  are  Grove- 
ton  Paper  Co.,  for  Vanity  Fair 
tissues  and  Blue-Ribbon  Napkins; 
McGowan  Educator  Co.,  Lynn,  for 
Crax  on  four  New  England  sta- 
tions; Ring-Clear  Hosiery,  Boston; 
(Continued  on  page  68) 


Midwest  Video 
Zooming 

CHICAGOANS  are  goggle- 
eyed  about  television,  and  not 
from  watching  it,  either. 
Astounded  by  the  consumer 
impression  the  medium  con- 
tinues to  make,  Midwest  agen- 
cy men,  broadcasters,  spon- 
sors and  packagers  predict 
"an  unpredictable  growth"  for 
the  video  giant. 

Increased  Time 

This  fall,  sponsors  ranging  from 
owners  of  $3.98  hat  shops  along 
State  St.-  to  corporations  with  mil- 
lion-dollar-plus advertising  budgets 
are  clamoring  for  video  time.  The 
demand  exceeds  supply,  and  sta- 
tion and  network  executives  are 
regretfully  turning  down  accounts 
by  "the  dozens." 

Because  much  business  cannot  be 
accommodated,  and  there  is  the 
other  subsequent  threat  that  adver- 
tising dollars  will  flow  back  into 
other  media,  TV  stations  are  mak- 
ing rapid  moves  to  extend  their 
time  schedules.  One  eastern  station 
plans  a  telecast  week  of  114  hours, 
starting  at  6  a.m.  and  programming 
continuously  until  1  a.m.  On  week- 
ends, it  will  telecast  24  hours 
daily. 

All  four  Chicago  video  outlets 
are  upping  their  schedules,  work- 
ing backward  to  as  early  as  9  a.m. 
and  adding  hours  at  night.  One 
station  is  planning  to  sell  a  straight 
15-minute  news  show  across  the 
board  at  midnight  to  a  jeweler. 
The  news  format,  unusual  enough 
for  such  a  sponsor,  would  include 
institutional  commercials  for  dia- 
monds only.  "And  we'll  sell  zillions 
of  diamonds  at  a  time  which,  until 
this  summer,  the  industry  con- 
sidered long  past  bedtime,"  the 
station  manager  said. 

War  Concern 

Chicagoans  nevertheless  are  con- 
cerned about  the  international 
situation  and  how  it  may  effect  the 
medium.  Some  of  the  questions 
they  pose  —  Will  the  already  ex- 
tended FCC  freeze  on  TV  licenses 
and  construction  be  continued  until 
the  international  crisis  lets  up? 
When  will  the  "crisis"  be  solved  or 
levelled-off?  What  about  the  short- 
ages of  basic  materials?  Will  firms 
continue  to  advertise,  as  they  did 
during  World  War  II,  if  excess 
profits  taxes  are  levied  on  corpora- 
tions? Will  consumer  spending 
tighten-up?  Will  wages  and  prices 
be  controlled?  If  no  more  video 
(Continued  on  -page  66) 
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Wor  Only  Barrier 
Feels  Bay  Area 

TELEVISION,  a  late  starter 
in  San  Francisco  and  a  dark 
horse  during  1949,  has  been 
running  like  a  manner  in  1950 
and  the  experts  haven't  the 
slightest  fear  it  will  be  stopped 
even  by  an  all  out  wai\  But  they 
do  feel  it  could  be  slowed  down  by 
a  number  of  possible  developments 
in  the  global  situation. 

Curtailment  of  TV  set  produc- 
tion could  put  a  freeze  on  the  now 
rapidly  gi-owing  audience  in  the 
Bay  Area.  Curtailment  of  produc- 
tion in  certain  hard  goods  lines 
could  put  a  freeze  on  advertising 
budgets  in  those  lines.  A  mobiliza- 
tion of  electronics  experts  could 
bring  a  damaging  shortage  of  key 
personnel. 

But  if  none  of  this  happens,  tele- 
vision vnW  be  off  at  a  pace  seldom 
equalled  in  business  history,  the 
experts  say.  And,  with  the  usual 
optimism  of  radio-television  people, 
they  are  inclined  to  plan  for  a 
brisk  1951  even  as  they  talk  of  the 
war  threats  and  refuse  to  be  quoted 
on  flat  predictions. 

Philip  Lasky,  vice  president  and 
general  manager  of  KSFO  and 
KPIX  (TV)  who  pioneered  the 
field  by  starting  San  Francisco's 
first  television  station  in  December 
1948,  seems  less  cautious  than  most. 

"San  Francisco  television  is 
moving  into  the  boom  stage.  In  the 
fall  of  1950  we  will  see  an  unin- 
hibited increase  of  TV  homes,"  he 
said.  "Despite  curtailment  of  TV 
set  manufacture,  we  are  informed 
that  an  ample  supply  will  be  avail- 
able for  this  market.  KPIX  al- 
ready is  oversold  for  evening  hours 
for  the  1950-51  season  with  net- 
works competing  for  time.  To  ac- 
commodate local  advertisers  the 
station  is  expanding  its  hours  in 
the  late  night,  early  afternoons  and 
to  a  seven-day-week."  He  does  not 
foresee  in  the  immediate  future 
any  leveling  out  of  business. 

Effect  of  Controls 

Charles  Thieriot,  assistant  gen- 
eral manager  of  the  San  Francisco 
Chronicle  as  well  as  general  man- 
ager of  KRON-TV  and  a  business- 
man of  wide  experience,  suggested 
the  threat  of  restrictive  govern- 
ment controls  may  bring  an  imme- 
diate increase  in  advertising 
budgets.  "Because  of  this  possi- 
bility," he  reasoned,  "it  is  also  pos- 
sible that  advertisers  will  begin  to 
increase  their  present  budgets  now 
before  any  such  freeze  goes  into 
effect. 

"Locally,  when  the  Korean  war 
started,  there  was  a  two  or  three- 
week  lull  as  advertisers  hesitated 
to  move  one  way  or  another.  Those 
on  the  verge  of  entering  TV  hesi- 
tated to  commence  and  those  al- 
ready on  hesitated  about  dropping. 
Now  the  lull  seems  to  be  over  and 
business  is  increasing." 

KRON-TV  mil  go  on  a  seven- 
day-week  schedule  next  month,  the 
first  San  Francisco  station  to  do 
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so,  and  Mr.  Thieriot  said  fall  busi- 
ness prospects  are  such  the  station 
should  have  no  trouble  selling  its 
additional  time. 

Gayle  Grubb,  general  manager  of 
KGO-AM-TV,  said  his  station  has 
signed  TV  business  in  excess  of 
$50,000  during  the  past  three  weeks 
alone  and  approaches  1951  with  ex- 
tensive plans  for  operation  expan- 
sion despite  war  threats. 

"A  look  at  recent  billings  indi- 
cates that  television  has  indeed 
become  a  fixture  in  the  San  Fran- 
cisco-Oakland Bay  Area,"  Mr. 
Grubb  said.  He  believes  1951  will 
be  a  "banner  year"  for  both  radio 
and  TV.  KGO-TV,  which  recently 
extended  programming  into  the 
early  afternoon  hours,  is  planning 
further  expansions  into  morning 
hours,  he  said. 

Optimism  Prevails 

Reports  from  advertising  agen- 
cies and  Bay  Area  advertisers, 
supported  the  general  optimism. 

Alden  Nye,  who  handles  TV  ac- 
counts for  McCann-Erickson,  said 
the  trend  among  advertisers  is 
definitely  to  television.  While  the 
big  advertisers  haven't  begun  to 
forget  radio,  he  said,  there  is  at 
present  much  more  of  a  "jam  up" 
on  TV  availabilities  than  radio. 

Frances  Young  Austin,  radio-TV 
timebuyer  for  J.  Walter  Thompson 
Co.,  said  business  in  all  lines  is  on 
a  "steady  upsurge"  and  shouldn't 
be  hurt  by  the  Korean  war.  She 
said  indications  are  both  radio  and 
TV  advertising  for  the  1950-51  sea- 
son will  be  "substantially  in- 
creased" over  current  expenditures, 
with  advertisers  frequently  estab- 
lishing new  budgets  to  cover  TV 
advertising  rather  than  taking  the 
money  from  radio.  She  believes 
radio  is  in  a  more  favorable  posi- 
tion than  TV  in  case  of  war  be- 
cause sponsors  become  more  inter- 
ested in  news  shows  and  TV  cannot 
give  on  the  spot  coverage  of  a 
war  as  radio  can. 

A  similar  analysis  was  presented 
by  Llew  Jones,  media  director  for 
Foote,  Cone  &  Belding.  He  cited 
specifically  S&W  Coffee,  which  has 
been  a  non-user  for  more  than  two 
years  and  is  not  likely  to  have  any 
trouble  selling  all  available  sup- 
plies of  its  product  if  the  Korean 
action  expands  into  war  on  a  larger 
scale.  S&W  has  signed  52-week 
contracts  for  both  radio  and  TV. 

Don  Stahley,  Bay  Area  repre- 
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sentative  for  Katz  Agency  Inc., 
whose  15  TV  stations  give  it  claim 
as  the  largest  TV  representatives 
firm  in  the  country  outside  of  net- 
works, described  as  "good,  normal 
and  healthy"  the  outlook  for  the 
coming  fall  and  winter. 

So  far,  he  said,  there  is  no  indica- 
tion in  San  Francisco  of  war  cut- 
backs in  any  line  and  interest  in 
TV  seems  to  be  increasng  steadily. 
He  said  many  accounts  that  have 
used  radio  in  the  past  are  moving 
into  TV  and  showing  a  greater  in- 
terest in  the  newer  medium.  But 
they  are  not  cutting  their  radio 
budgets  to  do  it,  he  said,  finding 
the  money  elsewhere  and  setting  up 
separate  TV  budgets. 

Richard  St.  John,  advertising 
manager  of  Langendorf  United 
Bakeries,  said:  "We  are  paying 
more  attention  to  TV  in  the  future. 
It  is  difficult  to  say  how  much  if 
any  radio  will  suffer  because  of 
this.  We  will  definitely  keep  buy- 
ing radio  time  although  Ave  believe 
TV  will  become  increasingly  im- 
portant." 

He  indicated  the  radio  budget 
might  be  sufficiently  increased  so 
the  shift  of  emphasis  to  TV  would 
not  actually  mean  a  cut  in  radio 
billings. 

Another  large  advertiser.  Stand- 
ard Oil  of  California,  has  indicated 
an  intention  of  entering  TV  with- 
out cutting  back  its  heavy  radio 
schedule. 

Gallo  Wineries,  a  large  account 
currently  searching  for  an  agency, 
announced  it  would  be  in  both  TV 
and  radio  in  1951. 

Biow  Plans 

Blow  Co.  in  San  Francisco  an- 
nounces that  one  of  its  large  bread 
accounts,  a  major  radio  user,  will 
be  in  TV  this  fall  and  indications 
are  the  account  will  increase  its 
advertising  budget. 

Gore,  Diamond  &  Ewing,  one  of 
the  smaller  agencies  in  the  Bay 
Area  that  has  been  building  a 
heavy  stab'le  of  radio-TV  using  ac- 
counts on  the  local  level,  reports 
TV  schedules  on  the  increase  for 
the  fall  and  1951. 

"Advertisers  are  increasing 
budgets  for  entry  into  TV,"  Ted 
Hill,  GD&E  account  executive  re- 
ported, "and  we  expect  still  further 
increases  in  the  immediate  future. 
Gross  billings  have  never  been  so 
high,  we  have  had  no  reductions  in 
schedules  for  either  radio  or  TV 
and  we  expect  none." 


New  Records  Imminent 
Says  Los  Angeles 


ADVERTISERS,  their  agen- 
cies and  telecasters  on  the 
West  Coast  all  agree  that  the 
1950-51  fall  and  winter  sea- 
son will  reach  a  high-water 
mark. 

In  the  Los  Angeles  area,  where 
telecasters  have  a  minimum  of  .$15 
million  invested,  the  present  set  in- 
stalled figure  of  close  to  700,000 
may  reach  a  million  by  year  end. 

This  increasing  market  and  pro- 
jected microwave  connection  be- 
tween it  and  San  Francisco  vrill 
enable  advertisers  to  increase  cov- 
erage at  a  smaller  cost-per-thou- 
sand. 

Agencies  generally,  despite  world 
unsettled  conditions,  feel  that  this 
fall  will  see  keen  competition 
among  local  and  regional  accounts 
for  availabilities.  They  cite  in- 
creased number  of  national  com- 
mercial kinescoped  programs 
booked  for  fall,  an  increase  in  part 
due  to  the  improvement  in  quality 
of  recording,  as  eliminating  many 
prime  times  on  network  operated 
or  affiliated  stations  from  the  ad- 
vertisers' plans. 

Network  owned  or  affiliated  sta- 
tions as  well  as  independents  are 
expanding  programming  time  to 
keep  up  with  the  steadily  increas- 
ing demand  from  advertisers. 

Expansion  Seen 

In  face  of  impending  excess  prof- 
its legislation,  station  and  many 
agency  executives  look  for  expand- 
ed advertising  budgets  from  cur- 
rent TV  sponsors  as  well  as  new 
appropriations  from  advertisers 
not  yet  in  video. 

Many  advertisers  are  going 
ahead  with  expanded  and  intensive 
advertising  programs  while  keep- 
ing an  eye  for  government  controls 
that  might  change  their  plans. 

Television's  poor  servicing  and 
merchandising  activities  as  com- 
pared with  radio  on  the  West  Coast 
will,  advertisers  hope,  be  conquered 
this  fall.  They  point  to  the  fierce 
competition  between  seven  Los  An- 
geles stations,  all  with  proven  sales 
stories  to  tell,  as  the  major  factor 
for  this  hoped-for  improvement. 

KLAC-TV,  first  Los  Angeles  sta- 
tion to  announce  itself  as  operating 
in  the  black,  reports  summer  busi- 
ness "way  ahead  of  last  year,"  with 
"wonderful"  fall  prospects.  Da\nd 
E.  Lundy,  sales  manager,  said  the 
majority  of  KLAC-TV  sponsors  are 
local,  but  the  last  month  has  seen 
gi-eatly  increased  activity  on  the 
part  of  national  advertisers.  "Busi- 
ness, with  our  time  increase  to  109 
hours  weekly,  has  more  than  tripled 
over  last  year  at  this  time,"  he  said. 

Harry  Maynard,  sales  manager 
of  KTLA  (TV)  said:  "Indicatic 
are  that  local  TV  sponsorship 
during  1950-51  season  will  re- 
cord a  new  all-time  high 
from  both  local  and  re- 
gional advertisers."  He 
( Continued  on 
page69) 
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By  FRED  THROWER 
Vice  President  in  Charge  of  Sales, 
ABC 

"THE  1950-51  television  broad- 
casting season  will  get  under  way 
this  fall  with  approximately  double 
the  number  of  TV  shows  that  were 
scheduled  last  year.  This  season 
marks  the  'arrival'  of  television 
as  a  major  adver- 
tising medium — 
delivering  greater 
homes  per  dollar 
efficiency  than 
any  other  medium 
except  radio.  This 
growth  took  place 
in  the  five  years 
since  the  end  of 
the  war,  at  a  pace 
unprecedented  in 
the  development 
of  any  advertising  medium  in  his- 
tory. 

"The  record  shows  that  in  the 
past  few  months,  ABC  has  been 
the  main  force  in  the  growth  of 
TV.  ABC-TV  starts  the  1950-51 
season  with  more  new  business  in 
half  hours  sold  than  each  of  the 
three  other  networks  (who  also 
have  'cream'  time  still  unsold). 

"ABC's  S8  million  television  in- 
stallation, affording  its  advertisers 
the  finest  studios  in  the  world,  and 
transmitting  facilities  second  to 
none,  is  attracting  more  and  more 
advertisers,  as  they  become  aware 
of  the  terrible  impact  of  television 
advertising. 

"TV  is  attracting  advertisers 
who  are  not  in  radio;  only  11  of 
the  35  ABC-TV  advertisers  are  in 
network  radio. 

"Still  other  advertisers  are  in- 
creasingly aware  of  the  necessity 
to  match  the  TV  dollars  of  their 
competitors — not  only  to  stimulate 
sales  but  to  avoid  a  declining  share 
of  the  market." 

*    *  * 

By  J.  L.  VAN  VOLKENBURG 
Vice  President  in  Charge  Network 
Sales,  CBS 

"EXPANSION,  growth  and  devel- 
opment are  the  key  words  in  every 
aspect  of  the  CBS  television  out- 
look for  fall,  1950.  

"The  focus  of 
this  forward 
movement  is  the 
program  schedule 
and  its  contents, 
of  course. 

"Beginning  in 
October,  CBS- 
TV's  network 
broadcasting  day 
will  begin  at  1 
p.m.  instead  of  at 
4  p.m.   and  will 

continue  through  11  p.m.  In  addi- 
tion WCBS-TV  New  York  will 
launch  its  own  morning  schedule 
with  two  and  a  half  hours  from 
10:30  a.m.  to  1  p.m.,  and  will  ex- 
pand toward  the  earlier  morning 
hours  as  new  programs  become 
ready  to  take  the  air. 

"In  all,  over  150  broadcasts  a 
week  will  originate  from  CBS-TV 
New  York  this  fall. 

"The  program  lineup  will  be  en- 
riched by  the  debut  on  CBS-TV  of 
such  potent  broadcasting  person- 
alities as  Jack  Benny,  Burns  & 
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Allen,  Frank  Sinatra,  Perry  Como, 
Horace  Heidt,  and  Ralph  Edwards 
in  a  TV  version  of  Truth  or  Con- 
sequences. Personalities  like  Garry 
Moore,  Alan  Young,  Robert  Q. 
Lewis,  and  Faye  Emerson,  seen 
during  the  spring  or  summer,  will 
also  become  fixed  stars  in  the  CBS 
firmament  this  fall  as  will  Gene 
Autry,  who  made  his  television 
bow  in  July. 

"New  dramatic  programs  such 
as  Big  Town  and  Sure  as  Fate  will 
make  their  appearance,  and  Sing 
It  Again,  highly  successful  in  AM, 
will  become  a  simulcast.  Last  sea- 
son's array  of  headliners  will  re- 
sume their  places  in  the  schedule 
and  in  the  affections  of  the  coun- 
try's TV  viewers,  including  Fred 
Waring,  Toast  of  the  Town,  The 
Ken  Murray  Show,  Arthur  God- 
frey's Talent  Scouts,  Studio  One, 
Ford  Theatre,  Mama,  The  Gold- 
bergs, Man  Against  Crime,  Lucky 
Pup  and  Mr.  I.  Magination. 

Cites  Rates 

"A  clear  index  to  the  fall  outlook 
lies  in  the  new  CBS-TV  rate  card 
(effective  as  of  Oct.  1,  1950).  This 
will  offer  61  stations  at  an  hourly 
rate  of  $27,000,  with  a  total  of 
eight  million  families  affording  cir- 
culation at  a  cost  of  $3.13  per 
thousand.  Last  year's  rate  card 
offered  54  stations  for  $17,250, 
reaching  something  more  than  three 
million  families  at  a  cost  of  $5.71 
per  thousand. 

"Corollary  to  this  vastly  in- 
creased potential  is  the  fact  that 
over  a  nine-month  period  from 
October  1949  to  June  1950  CBS-TV 
programs  have  held  55%  of  the  top 
10  places  in  the  multi-market  tele- 
pulse  survey,  with  the  second- 
ranking  network  holding  33%%  of 
the  places. 

"The  fall  sales  picture  is  highly 
luminous  if  not  downright  brilliant. 
In  the  evening  bracket,  from  7:30 
to  11,  Sunday  through  Saturday, 
there  is  only  one  availability,  and 
that's  in  negotiation.  In  the  1  p.m. 
to  6  p.m.  daytime  bracket,  through- 
out the  week,  a  substantial  number 
of  sales  have  already  been  made, 
and  many  others  are  in  the  making. 
At  CBS,  this  fall,  there'll  be  no 
wistful  humming  of  'Time  on  My 
Hands.' 

"Operationally,  CBS-TV  is  ex- 
panding in  tempo  with  the  growing 
program  schedule  and  its  produc- 
tion requirements.  New  personnel 
has  been,  and  is  being  added,  pri- 
marily in  the  creative  and  technical 
categories. 

"CBS-TV  now  has  13  studios  in 
operation  as  against  last  season's 
nine.  A  new  five-story  building 
has  been  acquired  on  E.  76th  St.  to 
provide  greatly  increased  storage 
space  for  scenery  and  props. 

"CBS-TV's  belt-line  methods  of 
scenery  production  and  storage, 
which  have  resulted  in  substantial 
savings    for    sponsors   since  last 


Mr.  Witting 


year,  will  be  advanced  a  step  far- 
ther in  the  next  month  or  two. 
Instead  of  assembling  a  set  from 
component  units  in  storage,  the 
filing  and  storing  system  will  be 
broadened  to  make  entire  sets 
available  on  demand,  with  a  mini- 
mum expenditure  of  time  and 
money  for  repainting,  repairing 
and  interchange  of  components. 

"If  CBS's  fall  television  outlook 
were  to  be  summarized  in  a  single 
sentence,  it  would  probably  have 
to  be — Television  is  here  to  grow." 


By  CHRIS  J.  WITTING 
General  Manager 
DuMont  Television  Network 

"THE  ANA's  steering  committee, 
PIB  and  advertisers  have  under- 
scored TV's  prospects  for  the  com- 
ing fall  and  winter  and  left  little 
for  a  telecaster  to  say  on  the  sub- 
ject. 

"The  ANA  com- 
mittee has  told 
the  men  who  pay 
national  advertis- 
ing's bills  that 
TV  has  already 
cut  the  heart  out 
of  nighttime  radio 
listening,  al- 
though it  is  scare- 
ly  two  years  old, 
and  a  glance  at 
any  newspaper 
has  already  pushed  many  top  AM 
shows  off  the  air  or  onto  daytime 
schedules. 

"PIB  has  disclosed  that  TV  net- 
work billings  have  jumped  230% 
over  last  year  as  compared  to  gains 
of  9%  and  2%  for  newspapers  and 
farm  magazines,  respectively — the 
only  media  showing  any  improve- 
ment at  all. 

"Advertisers  themselves  have 
offered  more  business  than  net- 
works or  stations  can  handle  with 
facilities  presently  available. 

"DuMont  happily  shares  the  in- 
dustry's strong  position.  This  fall 
will  find  DuMont's  commercial  net- 
work business  up  more  than  100% 
over  the  corresponding  figures  for 
a  year  ago. 

"In  the  month  ahead,  we  intend 
to  continue  some  lines  of  endeavor 
which  we  think  essential  to  the 
progress  of  the  medium.  For  ex- 
ample we  think  it  important  that 
station  operators  make  some  money 
on  the  commercial  programs  that 
they  air.  We  think  it  important, 
too,  that  local  and  regional  adver- 
tisers in  cities  with  DuMont  affil- 
iates be  in  a  position  to  utilize  audi- 
ence-building shows.  For  these 
reasons,  we  intend  to  continue  our 
activity  in  the  co-op  field — and,  at 
the  opening  of  the  season,  plan  to 
have  at  least  15  cooperative  shows, 
suitable  for  programming  18  hours 
of  a  station's  time,  available  for 
local  sponsorship. 

"So,  too,  we  shall  endeavor  to 
vary  the  program  fare  offered  sta- 


tions and  viewers.  For  example, 
in  view  of  the  fact  that  at  least 
two  networks  will  be  providing 
variety  entertainment  on  Saturday 
night,  we  have  elected  to  offer  a 
divertissement  in  the  way  of  a 
sports  show  from  Madison  Square 
Garden  and  wrestling  from  Chi- 
cago. 

"Many  stations  throughout  the 
country  have  followed  WABD's 
[New  York]  lead  in  daytime  pro- 
gramming designed  primarily  for 
women.  We  plan,  in  the  immediate 
future,  to  test  new  formats  which 
we  think  will  make  these  service 
programs  more  helpful  to  house- 
wives and  more  appealing  to  ad- 
vertisers. In  fact,  two  major  de- 
partment stores  are  currently  nego- 
tiating for  their  sponsorship  and 
will  likely  have  them  on  the  air 
within  a  month. 

"Daylight  hours  spell  the  differ- 
ence between  profit  and  loss  for 
many  stations,  so  we  plan  to  sup- 
port their  effort  in  developing  audi- 
ences and  business  by  providing 
afternoon  schedules.  Soon  after 
Labor  Day  we  will  extend  our  12- 
to-2  program  on  to  4  o'clock,  while 
WABD  will  be  on  the  air  from  9:30 
a.m.  straight  through  to  a  late 
evening  sign-off." 


By  EDWARD  D.  MADDEN 
Assistant  to  the  President,  NBC 

"HERE  at  NBC-TV  this  fall  we 
will  more  than  triple  the  records 
of  last  year  in  dollar  revenue  and 
we  will  more  than  double  the  num- 
ber of  sponsored  hours. 

"NBC's  gross  time  sales  for  the 
first  six  months 
of  this  year  are 
more  than  three 
times  our  gi'oss 
for  the  first  half 
of  1949.  Our  total 
is  also  equal  to 
the  combined 
gross  of  ABC, 
CBS  and  DuMont. 
While  we  cannot 
maintain  that  un- 
precedented per- 
centage of  the  business  indefinitely 
— other  video  networks  will  con- 
tinue to  sell  time  after  NBC  is 
sold  out — it  is  a  reasonable  guess 
that  for  the  1950  fall  season  NBC's 
gross  time  sales  will  be  approxi- 
mately 45%  of  the  combined  gross 
of  all  the  TV  networks. 

"We  are  expanding  our  television 
operations  this  fall  into  full-scale 
afternoon  as  well  as  evening  pro- 
grams. The  Ranson  Sherman 
Show,  which  had  such  a  success- 
ful try-out  this  summer  in  the 
Kukla,  Fran  &  Ollie  early  evening 
spot,  will  be  placed  in  the  3-3:30 
p.m.  Monday  through  Friday  time 
followed  by  a  big-name  program 
from  3:30-4  p.m.  which  we  hope  to 
announce  shortly. 

"From  4-5  p.m.  Kate  Smith  will 
star  in  a  huge  daily  variety  show. 
Both  the  Kate  Smith  and  Ranson 
Sherman  programs  will  be  sold  in 
15-minute  and  30-minute  segments, 
making  them  available  to  adver- 
tisers with  budgets  too  limited  to 
underwrite  full  video  schedules  of 
(Continued  on  page  68) 
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KMTV 

OMAHA,  NEBRASKA 


announces  the 
appointment  of 

THE  KATZ  AGENCY,  INC. 

NEW  YORK  CHICAGO       DETROIT  ATLANTA 

KANSAS  CITY         DALLAS         SAN  FRANCISCO         LOS  ANGELES 

as  its 
national 
advertising 
representative, 

EFFECTIVE  SEPTEMBER  1,  1950 


Sales  Increase 
As  Audience  Grows 


TV  WILL  come  to  life  in  the 
Southwest.  Six  stations  are 
on  the  air  in  four  Texas  cities, 
while  Tulsa  and  Oklahoma  City 
each  have  an  outlet. 

Biggest  market  is  the  Dallas- 
Fort  Worth  area,  with  a  concen- 
tration of  WBAP-TV,  WFAA-TV 
(formerly  KBTV)  and  KRLD-TV 
in  the  nearly  1  million-population 
two-city  area.  Fast-moving  set 
sales  are  building  the  kind  of  view- 
ing audiences  that  interest  spon- 
sors. 

Agencies  report  that  mores  and 
more  of  their  local,  regional  and 
national  clients  have  plans  for 
heavy — and  in  many  cases,  initial — 
use  of  TV  this  fall  and  winter. 

"TV  is  big  business  in  this  re- 
gion right  now,"  said  Buell  Her- 
man, manager  of  the  Dallas  office 
of  Edward  Petry  &  Co.,  "and  will 
be  bigger  business  from  now  on. 
The  interest  is  greater  than  I've 
ever  seen  it."  He  described  the 
availability  situation  as  "getting 
very  bad." 

KPRC-TV  Houston,  in  a  one- 
station  TV  market,  has  been  forced 
to  turn  down  a  large  number  of 
network  offerings  because  of  un- 
available time,  according  to  Mr. 
Herman. 

At  WBAP-TV  Fort  Worth, 
whose  second  anniversary  Sept.  29 
also  will  make  television  two  years 
old  in  the  Southwest,  George  Crans- 
ton, manager,  commented:  "TV 
looks  excellent,  looks  like  our  best 
year  since  we've  been  in  operation." 

The  Fort  Worth  station  recently 
began  a  2:30  p.m. -to-midnight  tele- 
cast schedule  Monday-Friday,  add- 
ing considerably  to  the  time  on  air. 
"Now  it  looks  like  we'll  have  to 
make  it  1 : 30  to  get  more  time,"  Mr. 
Cranston  said. 

Local  Advertisers 

Local  advertisers  appear  to  be 
seizing  on  TV  as  a  medium  for 
moving  goods,  supplementing  AM. 
Two  large  contracts  signed  at 
WFAA-TV  Dallas  bring  Sanger 
Bros.  Department  Store  and  Earl 
Hayes  Chevrolet  into  the  picture  as 
daily  sponsors  on  a  52-week  basis. 

Martin  Campbell,  manager  of 
WFAA,  said:  "We've  concentrated 
on  selling  TV  in  the  last  several 
months,  putting  more  active  effort 
behind  it.  We've  had  tremendously 
encouraging  results." 

KRLD-TV  Dallas,  which  will 
mark  its  first  anniversary  Dec.  3, 
also  joins  in  the  chorus  of  opti- 
mism. 

Clyde  Rembert,  managing  direc- 
tor of  KRLD,  said,  "TV  is  ex- 
tremely promising.  Growth  should 
continue.  This  market  is  a  rapidly 
growing  TV  market.  We're  get- 
ting considerably  more  business 
out  of  the  national  field.  Local 
advertisers  are  becoming 
very  interested  in  TV." 
These  TV  stations  all 
agree  that  TV  busi- 
ness is  in  addition 
to  unusually  fine 


Southwest&Northwest 
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AM  billings,  with  interest  in  AM 
unslackened. 

San  Antonio's  two  stations, 
WOAI-TV  and  KEYL  (TV),  both 
on  the  air  less  than  a  year,  are  de- 
veloping business  as  set  disti-ibu- 
tion  begins  to  attain  numbers. 

Joske's,  the  store  "on  the  Ala- 
mo," having  explored  department- 
store  use  of  radio  effectively,  is 
now  determined  to  exploit  TV. 

Southwest  sponsors  with  TV 
plans  for  regional  and  "outside" 
TV  markets  include  such  companies 
as  Dr.  Pepper,  Continental  Bus 
System,  Fritos,  Airmaid  Hosiery, 
Haggar  (slacks)  and  others. 

Through  September  and  October, 
Dr.  Pepper  will  be  making  its  most 
concerted  use  of  TV  to  date  in  all 
Texas  markets  and  others  through- 
out the  country  in  conjunction  with 
local  bottlers. 

Dr.  Pepper  Films 

Film  spots  featuring  football 
star  Doak  Walker  will  promote  a 
Dr.  Pepper  safety  honor  roll  for 
boys  and  girls,  with  many  catchy 
angles  around  a  school  safety  cam- 
paign. 

A.  H.  Caperton,  Dr.  Pepper  ad- 
vertising manager,  described  his 
company  as  enthusiastic  about  its 
plans  for  the  TV  campaign. 

Bob  Stuart,  radio-TV  director  of 
Lannan  &  Sanders,  Dallas  and  Los 
Angeles,  reports  that  Continental 
Trailways,  a  heavy  user  of  AM, 
has  TV  under  study. 

"We  believe  we'll  have  some  ex- 
perimental schedules  in  five  or  six 
markets,"  he  said.  "We're  trying 
to  iron  out  production  problems. 
It's  likely  we'll  experiment  in  Fort 
Worth,  Dallas,  Houston,  San  An- 
tonio, possibly  on  the  West  Coast, 
maybe  in  St.  Louis  and  Kansas 
City." 

Airmaid  Hosiery  Mills,  which  re- 
cently had  an  organizational 
change,  will  accompany  a  heavily 
stepped-up  use  of  AM  with  a  debut 
in  TV  in  a  half-dozen  or  more  mar- 
kets. Frito  Co.,  Dallas,  selling 
corn  chips  nationally,  is  another 
big  AM  user  going  into  TV  in  wide- 
ly scattered  markets. 

Philip  «L.  McHugh,  radio  and 
television  director  of  Tracy-Locke, 
Dallas,  reports  clients  including 
Neuhoff  Bros,  (meat  packer).  King 
Candy  and  TexTan  (belts,  bill- 
folds, etc.)  with  TV  schedules  for 
this  fall. 

Commenting  on  rates  in  the  re- 
gion, Mr.  McHugh  noted:  "At  a 


cost  per  1,000  impressions  basis, 
in  the  Southwest  TV  is  one  of  the 
most  economical  buys  you  can 
make.  On  a  312-time  basis  you 
can  reach  1,000  people  in  Dallas- 
Fort  Worth  area  for  55  cents." 

Grand  Prize  Beer,  Houston,  a 
Howard  Hughes  company,  recent 
heavy  user  of  AM  in  ITexas,  is  also 
entering  TV  in  the  state.  TV  vsdll 
be  used  for  the  first  time  this  fall 
by  growers  in  the  Tyler,  Tex.,  "rose 
capital  of  the  world,"  to  sell  rose 
bushes  direct  by  mail  in  many 
cities. 

Ty-Tex  roses  will  break  a  cam- 
paign the  middle  of  October  to  run 
through  December  in  markets  in- 
cluding Albuquerque,  Richmond, 
Oklahoma  City,  Jacksonville,  Tulsa, 
New  Orleans,  Atlanta,  Dallas-Fort 
Worth,  Houston  and  possibly 
others.  Glenn  Advertising  is  the 
agency. 

Haggar  Co.,  Dallas,  said  to  be 
the  largest  manufacturer  of  slacks 
for  men  and  boys  in  the  country,  is 
working  on  plans  for  starting  a 
large  TV  campaign  in  the  spring, 
possibly  in  20  markets. 

J.  B.  Taylor,  president  of  J.  B. 
Taylor  Inc.,  Dallas,  reports  several 
large  TV  accounts  "in  the  works" 
for  his  clients.  His  agency  has 
set  up  a  production  unit  called 
Taylor  Video,  now  producing  tele- 
vision shows  due  to  break  in  Texas 
TV  markets  in  30  to  60  days. 

Joe  Evans,  Fort  Worth  manager 
of  Free  &  Peters,  observes  that 
while  Southwestern  budgets  are 
still  concentrated  in  AM,  some  ad- 
vertisers "are  exploring  very  rapid- 
ly the  TV  potential  nationally." 

Frank  Brimm,  of  the  Katz  Agen- 
cy, Dallas,  said:  "We've  got  a  lot 
of  new  advertisers  that  are  getting 
into  TV  in  a  small  way.  Dovsti 
here  it's  mostly  spot  film  business. 
Quite  a  few  are  also  getting  to  be 
a  little  professional  in  handling 
TV." 


WOAI-TV  Film 

WOAI-TV  San  Antonio  has 
announced  completion  of  a 
16mm  film,  "The  San  Antonio 
Story,"  prints  of  which  will 
soon  be  distributed  to  key 
points  throughout  the  U.  S. 
for  showing  to  national  ad- 
vertisers. Narrated  by  News- 
caster Henry  Guerra,  the  film 
presents  capsule  versions  of 
live  TV  shows  originating  in 
the  WOAI-TV  studios. 


Business  Boonis  In 
One-Outlet  Market 


ADVERTISERS  and  agencies 
are  bullish  about  long-range 
values  of  TV  in  Pacific  North- 
west though  there  is  only  one  video 
outlet  in  the  area— KING-TV 
Seattle. 

Al  P.  Hunter,  KING-TV  sales 
manager,  predicts  "the  biggest 
year  we've  ever  had,"  at  least  50% 
higher  than  last  winter.  More 
than  twice  as  many  new  advertisers, 
both  national  and  local,  are  com- 
ing into  TV,  he  reported.  As  of 
Aug.  1,  there  were  33,700  sets  in 
the  coverage  areas,  and  Mr.  Hun- 
ter forecast  50,000  by  the  first  of 
the  year,  if  sets  continue  to  be 
available.  The  war  threat  has 
stimulated  the  purchase  of  sets, 
but  has  no  discernible  effect  on 
television  advertising  thus  far,  he 
said. 

The  station  will  carry  all  home 
football  games  of  the  U.  of 
Washington,  under  sponsorship  of 
Hoffman  Television  -  Inc.,  through 
Walter  McCreery,  Los  Angeles. 
Also  in  the  sports  line,  Seattle  high 
school  games  will  be  telecast,  the 
rights  having  been  purchased  from 
the  Seattle  School  Board  by  Fed- 
eral Old  Line  Insurance  Co., 
Seattle. 

Political  business  has  appeared 
at  KING-TV,  with  some  candidates 
scheduling  talks  on  the  theory  that 
this  is  the  closest  approach  to 
visiting  every  voter's  home  per- 
sonally. 

Romig  C.  Fuller  &  Assoc.,  Seat- 
tle agency  long  active  in  radio,  is 
going  heavily  into  TV.  The  agency 
is  placing  five  programs  a  week 
and  the  trend  is  upward. 

Bank  Spots 

Starting  Aug.  22  on  a  26-week 
schedule.  Peoples  National  Bank 
is  running  one-minute  TV  spots 
twice  a  week,  with  a  "friendly 
service"  theme,  prepared  by  the 
bank's  agency,  Frederick  E.  Baker 
&  Assoc.,  Seattle.  "The  interest- 
ing thing  about  this  innovation," 
according  to  Peter  Lyman,  agency 
radio-TV  director,  "is  that  it  rep- 
resents almost  entirely  new  adver- 
tising budget.  Television  is  now 
included  in  addition  to  the  bank's 
regular  budget  for  newspaper, 
radio  and  direct  mail." 

Skyway  Luggage  Co.,  Seattle,  a 
national  account  of  the  Spencer  W. 
Curtiss  Agency,  same  city,  has 
supplied  one-minute  silent  TV 
spots  to  20  dealers  throughout  the 
country.  If  tests  prove  successful, 
Dave  Pollock,  account  executive, 
indicated,  the  plan  will  be  extended. 

H.  0.  Stone,  secretary  of  Pacific 
National  Adv.  Agency,  foresees 
increasing  use  of  television  with 
no  immediate  adverse  effects  on 
radio  schedules.  Linden  Canning 
Kitchens,  a  PNAA  account,  cur- 
rently is  using  two  TV  shows  in 
Los  Angeles,  and  other  accounts 
are  considering  the  California , 
market.   New  to  Seattle  television, ! 

( Continued  on  page  62) 
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TVA  ASK 


In  Petition  Filed 
With  NLRB 


A  TELEVISION  AUTHORITY  petition  to  NLRB,  splitting  jurisdiction 
claimed  into  one  unit  of  networks  and  advertising  agencies  and  another 
unit  of  motion  picture  producers,  was  filed  last  week  in  New  York  [TELE- 
CASTING, Aug.  14]. 

While  the  amending  petition  pre-     *  ' 

sumably  "cures"  certain  legal  de- 
Ij  fects  of  the  original  petition, 
h  NLRB  Trial  Examiner  Sydney 
i  Levy  has  dispatched  procedural 
:  letters  to  the  networks,  agencies 
'  and  film  concerns  involved,  request- 
i  ing  their  individual  statements  as 

to  the  "appropriateness"  of  the  pe- 
1  titioned-f or  units.    Further  NLRB 

action  must  await  replies  to  these 

letters. 

Other  than  smoothing  the  path 
for  settlement  of  the  SAG-TVA 
jurisdictional  controversy  through 
NLRB  channels,  the  petition  is  not 
expected  to  have  any  immediate 
effect  on  the  negotiations  reported- 
ly continuing  outside. 

The  amending  petition  specifical- 
ly excluded  musicians  from  each 
bargaining  unit  claimed.  Employe 
jurisdiction  petitioned  for  in  both 
units  read: 

All  persons  engaged  as  talent  by  any 
of  the  above  employers  on  television 
programs  (whether  live,  filmed,  kine- 
scoped.  taped,  transcribed,  or  utilizing 
any  other  device)  and  whose  perform- 
ances are  rendered  either  orally,  vis- 
ually, or  both. 


fied  NLRB  of  its  wish  to  have 
representation  elections  for  all 
actors  in  motion  pictures,  it  as- 
serted that  this  would  speed  settle- 
ment of  the  current  television  dis- 
pute with  live  talent  unions.  It 
is  the  motion  picture  actors  them- 
selves, the  guild  stated,  who  must 
decide  whether  they  wish  SAG 
or  a  new  union,  TVA,  to  represent 
them  in  their  work  in  telecast 
motion  pictures. 

NLRB  elections  could  be  held 
very  shortly,  the  guild  said,  unless 
TV  Authority  used  delaying  tac- 
tics; in  event  that  the  new  union 
does  intervene,  formal  hearings 
would  be  held. 


jl     The   network-agency  employers 

unit  was  described : 

Television  networks,  television  sta- 
tions afl&liated  with  networks,  adver- 
tising agencies  (as  agents  for  and  in 
behalf  of  sponsors)  and/cr  sponsors 
producing  programs  or  portions  there- 
of (including  commercial  messages) 
for  television  broadcasting  on  a  net- 
work or  on  a  syndicated  or  multiple 
station  basis,  where  such  programs  are 
broadcast  by  television  in  New  York, 
Chicago,  or  Los  Angeles  .  .  .;  or  any 
other  employers  who  are  now  in  or 
may  hereafter  enter  the  television  field 
and  who  may  consent  to  the  unit  herein 
requested.  ("Network"  as  used  herein 
refers  to  two  or  more  television  sta- 
tions.) 

||    Employers  within  the  film  unit 

were  described: 

Producers  of  programs  or  portions 
thereof  (including  commercial  mes- 
sages) for  television  broadcasting;  or 
any  other  employers  who  are  now  in 
or  may  hereafter  enter  the  television 
field  and  who  may  consent  to  the  unit 
herein  requested. 

SAG  in  its  intelligence  report 
issued  to  members  Sunday  (Aug. 
27)  again  reiterated  its  desire  for 
an  NLRB  election  at  the  earliest 
possible  date. 

Stating  that  the  guild  had  notl- 


TALENT  TALKS 

SAG  Approves  Reopening 

SCREEN  Actors  Guild  last' week 
reportedly  indicated  it  would  not 
'  object  to  a  reopening  of  negotia- 
tions between  Television  Authority 
■  and  the  networks  over  talent  on 
•  live  shows,  nor  on  simultaneous 
'  kinescope  recordings  of  such  shows. 
'     Although   none   of  the  parties 
concerned  in  the  negotiations  have 
made  them  public,  it  is  believed 
that  SAG's  approval  has  removed 
the  initial  reluctance  of  the  net- 
works to  negotiate  before  the  jur- 
isdictional dispute  is  settled,  and 
jthat  TVA-network  meetings  will 
begin  some  time  in  September. 


CBS-TV  STAFF 

Expand  Program,  Technical 

WILLIAM  N.  ROBSON,  Alexis 
Thurn-Taxis  and  Jay  Gorney  have 
joined  the  CBS-TV  program  staff, 
Program  Director  Charles  Under- 
bill announced  last  week,  along 
with  a  list  of  other  staff  appoint- 
ments and  promotions. 

Mr.  Robson  has  been  assigned  as 
producer-writer  for  Sure  As  Fate, 
a  dramatic  series.  Mr.  Thurn- 
Taxis  and  Mr.  Gorney  will  be  pro- 
ducers. 

Promoted  to  full  directorial  sta- 
tus were  Lela  Swaft,  Lloyd  Gross, 
Herbert  Hirschman,  Benedict  Mag- 
nes,  Ted  Marvel,  Robert  Bleyer 
and  George  Gould,  a  CBS-TV  tech- 
nical supervisor. 

Newly-appointed  as  associate  di- 
rectors were  lb  Melchior,  Sidney 
Lument,  Richard  Saunders,  Robert 
Mulligan,  Steve  Schuer,  Saunders 
Thomas,  Jay  Martin,  Jack  Lubell, 
Frank  Musiello,  Andrew  McCul- 
lough,  and  Frank  Harms. 

Preparation  for  Fall 

The  staff  was  enlarged  in  an- 
ticipation of  expanded  network  pro- 
gramming this  fall,  it  was  an- 
nounced. 

CBS-TV  technical  operations 
has  added  102  new  employes  to 
handle  the  heavy  fall  program 
schedule,  Henry  Grossman,  direc- 
tor of  plant  operation  and  construc- 
tion for  CBS,  announced.  Among 
those  persons  added  are  camera- 
men, video  men,  audio  men,  main- 
tenance men,  film  men,  boom  men, 
dolly  pushers,  supervisors,  lighting 
and  special  effects  men  as  well  as 
office  workers. 

The  additional  men  will  provide 
the  network  with  six  new  TV  oper- 
ating crews,  which  brings  the  total 
of  such  crews  up  to  16.  A  basic 
crew  consists  of  a  minimum  of  10 
men — 3  cameramen,  2  video  men, 
1  audio  man,  2  boom  men,  1  dolly 
pusher  and  a  crew  supervisor  who 
also  serves  as  the  switcher. 


. . .  and  consider  what  television 
has  done  and  is  doing  in  the 
Memphis  market  area. 


I 


, ,  ,at  the  more  than 
44,000  television 
homes,  ready  to  be 
told  and  sold  by  you, 

iVg^mw  ^    '  line-up  of  big 

m  name  stars  now  being 

telecast  in  Memphis  over  WMCT. 


milTOn^o^)BERlE 


PERRv  como 


KHV  KVSER 


For  availabilities,  see  your  nearest  Branham  representative, 

OTHER  OUTSTANDING  PROGRAMS 


Fred  Waring 
Break  the  Bank 
Arthur  Godfrey 
Roberta  Quinlan 
Hopalong  Cassidy 
Toast  of  the  Town 


Television  Theatre 
Cavalcade  of  Sports 
Show  of  Shows 
Voice  of  Firestone 
This  Is  Show  Business 
Sports  Features 


(These  are  but  a  few  of  the  many  network  and 
local  shows  carried  by  WMCT. ) 


WMC*WMCF*WMCT 


National  Representatives 

The  Branham  Company 
Owned  and  operated  by  the  Commercial  Appeal 

CHANNEL     4  •  MEMPHIS 

AFFILIATED     WITH  NBC 

Also  affiliated  with  CBS,  ABC  and  DUMONT 
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WORLD  SERIES  ^'"^"^^ 


TELEVISION'S  largest  audience 
will  see  the  1950  World  Series  base- 
ball games,  as  a  result  of  Gillette 
Safety  Razor  Co.'s  $800,000  pur- 
chase of  exclusive  rights  to  carry 
the  telecasts  on  MBS  along  with 
aural  coverage. 

Although  the  television  station 
lineup  for  the  games  had  not  been 
set,  it  was  learned  that  Gillette 
probably  would  place  the  telecasts 
on  NBC-TV,  plus  the  three  Mutual 
stockholder  stations. 

It  was  considered  doubtful  that 
there  would  be  a  repetition  of 
last  year's  television  arrange- 
ments. Last  year  Gillette  offered 
the  games  to  all  interconnected  TV 
stations  on  a  pool  basis,  and  most 
of  them  accepted  the  offer  despite 
its  unique  provision  that  Gillette 
paid  not  a  dime  for  time  or  facil- 
ities. 

Resentment  against  the  pool 
operation  on  a  no-pay  no-charge 
basis  was  acute,  however,  and 
many  stations  said  they  would 
never  again  agree  to  participate 
in  giving  an  advertiser  such  a  free 
ride  again.  Gillette  commercials 
were  broadcast  on  all  the  stations, 
despite  the  fact  that  the  stations 
received  no  remuneration.  On  the 
other  hand  telecasters  in  "hot" 
baseball  cities  hoped  to  be  given 
the  opportunity  to  carry  the  series 
because  of  the  tremendous  viewer 
interest.  Stations  not  affiliated 
with  NBC  in  Philadelphia,  Detroit, 
Cleveland  and  other  cities  are  at- 
tempting to  make  arrangements  to 
telecast  the  games. 

Quadruples  '49  Figure 

The  whopping  price  paid  by  Gil- 
lette was  four  times  the  cost  of 
television  rights  to  last  j'ear's  se- 
ries and  more  than  four  times  the 
$175,000  at  which  Gillette  already 
has  bought  radio  rights  to  the  1950 
games.  Gillette  matched  an  $800,- 
000  TV  bid  by  the  DuMont  Televi- 
sion Network,  backed  by  Chevrolet. 

The  combined  price  of  radio  and 
television  rights— $975,000— to  the 
1950  World  Series  exceeds  the  total 
gate  receipts  collected  at  six  of  the 
World  Series  played  in  the  last  two 
decades  and  is  only  about  $150,000 
shy  of  the  total  gate  for  the  five- 
game  series  in  1949. 

For  the  past  two  weeks  the  bid- 
ding by  Gillette  and  DuMont  stead- 
ily boosted  the  television  price  until 
it  reached  the  $800,000  figure.  When 
Gillette,  negotiating  in  conjunction 
with  MBS,  matched  that  bid,  Du- 
Mont, reportedly  with  Chevrolet  in 
tow  as  prospective  sponsor,  bowed 
out  of  the  race. 

Under  a  contract  which  Gillette 
and  Mutual  have  with  organized 
baseball,  the  Gillette-Mutual  combi- 
nation has  first  refusal  rights  to 
radio  and  television  for  the  World 
Series  and  is  therefore  \ssured  of 
getting  the  nod  as  long  as  it  match- 
es any  rival  bid. 

Last  year  every  interconnected 
television  station  in  the  country 


carried  the  games,  although  some 
of  them  did  so  without  receiving 
compensation  from  the  sponsor. 

The  number  of  interconnected 
stations  having  increased  consider- 
ably since  that  time,  it  is  believed 
improbable  that  all  will  carry  this 
year's  series.  Although  Mutual  is 
not  a  television  network,  three  of 
its  stockholders  with  TV  outlets 
will  be  on  the  Gillette  schedule. 
They  are  WOR-TV  New  York, 
WNAC-TV  Boston  and  WGN-TV 
Chicago. 

Video's  Impact  on  Gate 

Telecasting  of  the  1950  World 
Series  will  come  at  the  end  of  a 
season  in  which  the  TV  audience 
has  expanded  rapidly.  Figures  are 
not  available,  of  course,  on  TV's 
impact  on  attendance  at  1950 
major  league  games  but  the  exten- 
sive analysis  by  Jerry  N.  Jordan 
[Broadcasting-Telecasting,  May 
22,  29;  Aug.  21]  shows  that  game 
telecasts  have  not  hurt  crowds. 

The  Jordan  study  shows  that  in 
1949  organized  baseball  had  the 
second  highest  year  ever  recorded. 
Paid  admissions  were  more  than 
doubled  and  gate  receipts  tripled 
those  of  1939  when  baseball  cele- 
brated its  centennial  and  enjoyed 
what  was  then  the  biggest  year  in 


its  history. 

Writing  on  TV's  impact  on  ad- 
missions, Mr.  Jordan  said: 

"Obviously,  the  current  growth 
of  television  has  not  injured  this 
(major  league)  attendance  total. 
Fifteen  out  of  the  16  major  league 
clubs  were  telecast  in  1949 — some 
of  them  for  the  third  straight  year. 
Another  19  minor  league  clubs 
could  have  been  seen  on  video. 
Twenty-one  out  of  the  34  television 
areas  operating  in  April  (1949) 
opened  with  telecasting  of  baseball, 
and  before  the  season  ended  34  of 
the  45  areas  operating  in  October 
carried  some  baseball  television, 
including  the  World  Series. 

"The  only  non-telecast  major 
league  club  (Pittsburgh)  had  a 
drop  in  attendance.  Fifteen  out  of 
16,  including  Pittsburgh,  gained  or 
lost  in  relationship  to  performance. 
Nowhere  is  there  evidence  that  tele- 
vision was  an  important  factor. 
The  theory  that  TV's  effect  is  al- 
most negligible  seems  substantiated 
on  total  attendance  figures." 

Discussing  troubles  of  minor 
league  clubs,  Mr.  Jordan  wrote : 
"Television  did  hurt — but  do  not 
forget  that  the  big  harm  done  to 
minor  attendance  came  when  the 
majors  started  playing  a  lot  of 


night  games.  Before  that  time,  the 
major  league  clubs  did  not  compete 
with  the  minors  for  the  sports  au- 
dience at  night.  The  big  crowds 
drawn  to  major  league  night  games 
(much  larger  than  day  gam.es)  are 
composed  partially  of  fans  who 
formerly  spent  the  evenings  watch- 
ing nearby  minor  league  games. 
That  is  a  much  more  powerful  fac- 
tor even  than  television." 

Summarizing,  Mr.  Jordan  found : 
"There  is  a  slight  drop  in  attend- 
ance among  new  owners  of  TV  sets 
that  is  rapidly  offset  by  longer 
ownership. 

"Minor  league  teams  close  to  ma- 
jor league  telecasts  are  hurt.  This 
is  less  than  3%  of  organized  base- 
ball. 

"In  a  year  of  stable  economic 
conditions,  performance  is  the  main 
determining  factor,  regardless  of 
TV." 


Hits  Propaganda  Films 

SENATE  last  week  passed  a  res- 
olution, s^irnsored  by  Sen.  Ed  C. 
Johnson  (D-CoL),  calling  upon 
U.  S.  film  exhibitors  to  bar  impor- 
tation of  fascist  or  communist  prop- 
aganda movies.  Resolution,  plac- 
ing the  Senate  on  •  record  as 
disapproving  such  exhibition,  would 
apply  indirectly  to  films  used  for 
television  [Telecasting,  Aug.  21]. 


will  further  ask  for  changes  in 
zone  requirements  calling  for 
buildings  to  be  set  back  150  ft. 


VIDEO  IMPACT 

Houston  Ball  Figures  Up 

FURTHER  evidence  tending  to 
disprove  the  old  canard  that  tele- 
vision ipso  facto  has  an  adverse 
effect  on  baseball  box  office  receipts 
has  been  reflected  in  comparative 
1949-50  attendance  figures  issued 
for  the  Texas  League.  In  fact,  TV 
probably  has  helped  at  least  one 
club  which  gave  the  medium  its 
blessing. 

Houston  was  one  of  two  clubs 
showing  increases  at  the  season's 
three-quarter  mark — despite  the 
fact  it  is  the  only  city  in  the  league 
where  all  team  games  were  tele- 
cast and  that  the  club  is  reclining 
in  last  place.  Games  were  telecast 
last  year  when  the  area  boasted 
only  5,000  sets  compared  to  about 
35,000  now,  according  to  KPRC- 
TV,  owned  and  operated  by  the 
Houston  Post  Co. 

The  station  also  pointed  out  that 
largest  attendance  drops  were  re- 
corded for  Shreveport  and  San  An- 
tonio, where  no  baseball  telecasts 
are  permitted.    Tulsa,  which  also 
allows  no  TV,  showed  nearly  a 
30,000    loss.     Fort    Worth  and 
Dallas,  permitting  partial  televi-  , 
sion,  had  losses  of  15,000  and  60,000  ! 
respectively  at  the  three-quarter  ] 
mark. 


CBS'  TV  an 


$35  Millions  Project  in  LA. 


PLANS  for  a  CBS  proposed  television  city  to  be  erected  at  present  site 
of  Gilmore  Stadium  and  Hollywood  Ball  Park  at  Fairfax  Ave.  and 
Beverly  Blvd.,  Los  Angeles  at  estimated  cost  of  $35  million  were  an- 
nounced last  Wednesday  by  Howard  Meighan,  CBS  vice  president  and 
general  executive.  West  Coast. 

Plans  to  be  presented  to  city 
zoning  commission  Sept.  11  call  for 
a  "sandwich  loaf"  structure  con- 
sisting of  three  long  studio  build- 
ings, each  600  ft.  long  and  150  ft. 
wide,  joined  in  middle  by  multi- 
storied  service  building;  a  13  story 
administration  building.  Facing 
Beverly  Blvd.,  650  ft.  long  and  65 
ft.  deep  containing  500,000  sq.  ft.; 
and  four  smaller  office  buildings, 
three  facing  Fairfax  Ave.,  and  one 
facing  Beverly  Blvd.  to  accommo- 
date agents  and  others  allied  with 
the  TV  center.  It  is  estimated  that 
the  center  will  eventually  employ 
3,000  people. 

Block  Purchase  Plan 

The  figure  of  $35  millions  for 
cost  of  its  TV  city  does  not  include 
cost  of  25  acre  Gilmore  area  con- 
tracted for  by  CBS.  Plans  are  to 
purchase  the  area  in  three  blocks: 
first,  15  acres  including  Gilmore 
Stadium;  second,  four  acres;  third, 
six  acres  including  Hollywood 
Stars  Baseball  Park. 

Development  of  center  will  re- 
quire at  least  seven  years,  Mr. 
Meighan  revealed,  since  the  Holly- 
wood ball  club  has  a  seven  years' 
lease  on  area.  It  was  believed  that 
construction  on  the  general  area 
would  get  underway  soon,  however, 
inasmuch  as  the  law  requires  sub- 


stantial progress  within  180  days 
after  a  building  permit  is  issued, 
in  order  to  maintain  the  permit. 
Mr.  Meighan  further  stated  that  it 
was  possible  that  first  studios  might 
be  completed  by  late  1952  or  early 
1953. 

The  network  will  seek  a  zoning 
change  on  Fairfax  Ave.  below 
Beverly  Blvd.  to  allow  construc- 
tions of  buildings  over  45  ft.;  it 

BOYKIN  PRAISE 

Lauds  NBC's  TV  Program 

CONGRESSIONAL  praise  is 
praise  indeed,  especially  when  a 
television  program  is  lauded  by  a 
legislator  as  "captivating"  and  a 
means  of  demonstrating  "truly 
representative  government  in  ac- 
tion." 

Those  were  the  sentiments  of 
Rep.  Frank  W.  Boykin  (D-Ala.) 
who  counted  himself  among  those 
"who  are  fortunate  enough  to  own 
television  sets"  in  a  statement  in- 
serted in  the  Congressional  Record 
Aug.  15. 

The  congressman  pi'aised  NBC's 
Battle  Report,  Washington,  a  se- 
ries of  telecasts  presenting  top- 
fiight  government  officials  speaking 
on  subjects  of  vital  interest. 
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Vayiim 


What's  New 
in  Television  ? 

Take  a  Look  at 
WPTZ  ! 


It's  Healthy, 
Helpful  and  Here! 


OUR  DAYTIME  PULSE*  is  rising  rapidly,  but  our  show 
doctors  say  it's  going  even  higher — and  they're 
delighted  about  it. 

WPTZ's  "Hollywood  Playhouse"  program  now  has  a 
Pulse  rating  over  three  times  higher  than  that  of  any 
regularly  scheduled  daytime  program  on  any  other 
Philadelphia  station.  In  fact,  we  believe  it's  the  highest 
rated  daytime  show  in  television. 

Frankly,  we  expect  it  to  go  even  higher,  for  "Hollywood 
P/ayhor/se"  has  increased  its  Pulse  rating  every  month  it 
has  been  on  the  air,  come  rain,  heat  or  holidays. 

Here  at  WPTZ,  however,  we  didn't  put  all  our  eggs  in 
one  basket.  Although  the  SRO  sign  is  out  for  "Hollywood 
Playhouse"  there  are  other  fine  daytime  shows  still 
available  for  sponsorship. 


For  instance,  an  expertly  produced  script  show  is  all 
filmed  and  waiting  to  go  on  the  air  for  a  smart  sponsor 
who  wants  to  capture  a  large  segment  of  the  women 
buyers  in  Philadelphia.  It's  a  true  television  version  of  the 
serial  shows  which  did  so  much  to  establish  daytime 
radio.  The  cost  is  low,  but  the  ratings  will  be  high. 

We  also  are  readying  other  programs  for  sponsorship. 
Don't  wait  until  the  "sold  out"  sign  goes  up.  Give  us  a 
call  here  at  WPTZ,  or  see  your  NBC  Spot  Sales  repre- 
sentative for  complete  details  about  the  programs  avail- 
able on  WPTZ,  Philadelphia's  first  television  station. 

*Check  any  other  service  as  well. 
The  figures  probably  are  much  higher. 

PHILCO  TELEVISION  BROADCASTING  CORPORATION 
1800  Architects  Building  Philadelphia  3,  Penna. 


WPTZ 


FIRST    IN    TELEVISION    IN  PHILADELPHIA 


NBC 


TV-AFFILIATE 
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WORLDWIDE  TV  PACT  seen  By  State  Dept. 


WORLDWIDE  agreement  on 
standardization  of  television  line 
and  frame  rates,  a  common  "line 
scan  frequency,"  would  be  the  first 
step  toward  international  ex- 
change of  TV  recorded  and  some 
"live"  programs,  and  would  elim- 
inate fear  of  some  nations  that 
standards  may  become  "obsolete" 
in  a  few  years,  an  official  State 
Dept.  report  emphasized  last  week. 

Issuance  of  the  report  came 
shortly  before  an  announcement  in 
London  that  the  first  television 
program  across  the  English  Chan- 
nel— from  Calais  to  London — was 
scheduled  for  Sunday.  A  variety 
show  originating  in  the  French 
city  was  to  be  picked  up  by  a  re- 
ceiver on  a  mast  at  the  British 
port  of  Dover  and  relayed  to  Lon- 
don via  two  mobile  transmitter  sta- 
tions.  Total  distince :  95  miles. 

The  State  Dept.'s  views  on  inter- 
national exchange  of  TV  programs 
were  expressed  by  the  department's 
Office  of  Public  Aifairs  in  the  Au- 
gust review  of  Economic  and  Social 
Problems  in  the  United  Nations, 
which  said: 

"The  tremendous  strides  in  tele- 
vision have  been  accompanied  by 
an  increased  awareness  of  the  ef- 
fectiveness of  this  medium  for  the 
exchange  of  information  on  a 
worldwide  basis.  The  first  step  in 
accomplishing  this  must  be  the 
establishment  of  international  tele- 
vision standards." 

The  State  Dept.  report  traced 
the  history  of  the  International 
Radio  Consultative  Committee 
(CCIR),  a  perinanent  study  group 
(No.  11)  under  the  International 
Telecommunications  Union.  Com- 
mittee currently  is  studying  the 
characteristics  of  the  various  pro- 
posals—for 525,  625  and  819  line 
systems — and  is  slated  to  present 
its  recommendations  to  the  CCIR 
plenary  session  early  next  year. 

U.  S.  Support 

U.  S.  support  for  adoption  of  a 
common  "line  scan  frequency," 
which  would  achieve  compatibility 
between  the  525-line,  30-frame  sys- 
tem of  the  U.  S.,  and  the  625-line, 
25-frame  standard  advocated  by 
most  European  countries,  had  been 
pledged  in  a  CCIR  committee  ses- 
sion in  London  [Telecasting, 
July  10]. 

It  also  was  pointed  out  that 
seven  European  nations  have 
agreed  among  themselves  to  adopt 
a  7-mc  bandwidth  with  625  lines 
and  25  frames  in  their  respective 
countries.  They  were  Belgium, 
Italy,  Denmark,  the  Netherlands, 
Austria,  Sweden  and  Switzerland. 

Meanwhile,  the  State  Dept.  Tele- 
communications Policy  Staff  main- 
tains contact  with  U.  S.  embassies 
in  various  countries  to  keep  abreast 
of  any  changes  which  foreign  gov- 
ernments may  dictate  on  matters 
relating  to  television  stanJards. 

Countries  which  now  are  either 
using,  contemplating  or  conducting 
research  on  525  lines  include,  in 
addition  to  the  United  States,  Can- 


ada, Mexico,  Cuba  and  the  USSR. 

The  Soviet  Union,  according  to 
commercial  and  other  sources,  has 
a  television  system  (probably  based 
on  525  lines)  in  operation  in  Mos- 
cow, but  the  Russians  reportedly 
are  experimenting  with  819  lines. 

The  Canadian  Broadcasting 
Corp.  has  ordered  television  equip- 
ment from  the  United  Kingdom 
for  Montreal  and  Toronto  to  be 
built  to  standards  of  525  lines  and 
30  frames. 

Mexico  City,  which  has  a  new 
TV  broadcasting  outlet  (XHTV), 
plans  to  begin  program  telecasts 
Sept.  1  based  on  standards  of  525 
lines,  30  frames.  Cuba,  which 
adopted  TV  regulations  last  Janu- 
ary, also  has  a  station  in  operation. 

In  Europe  the  United  Kingdom, 
sole  advocate  of  the  405-line,  25 


frame  system,  has  declared  it  will 
not  alter  its  standards,  and  added 
that 'it  has  a  special  arrangement 
with  France  to  exchange  programs 
on  that  system. 

France's  system  of  819  lines,  25 
frames,  was  standardized  by  Pres- 
idential proclamation. 

In  Belgium  there  were  reports 
of  controversy  over  the  625  and 
819  line  standards. 

Italy,  which  backed  the  625-line 
system  at  London,  has  purchased 
two  TV  stations  from  General 
Electric  (for  Turin  and  Milan), 
both  set  for  525  lines  and  now 
operating  experimentally.  Country 
is  expected  to  select  a  system  mo- 
mentarily. Its  officials  have  been 
broached  by  the  United  Kingdom 
and  France  to  adopt  their  stand- 
ards. 


Northwest 

(Continued  from  page  58) 


Mr.  Sandiford  Mr.  Stone 


among  the  Pacific  National  ac- 
counts in  the  year  ahead,  will  be 
Sherman  Clay  (musical  instru- 
ments) and  Bacchus  Luggage. 

Unlike  most  other  agency  ex- 
ecutives in  the  Northwest,  W.  H. 
Sandiford,  account  executive  in 
charge  of  radio  activities  for  Mac 
Wilkins,  Cole  &  Weber,  Seattle- 
Portland,  sees  television  taking 
radio  money  not  only  in  the  future 
but  right  now. 

The  agency  has  stepped  up  its 
use  of  TV  for  clients  about  25% 
over  last  year,  with  Fahey-B  rock- 
man  (men's  clothes)  and  Buchan 
Bread  relatively  new  to  the 
medium,  and  Sunny  Jim  Products 
Co.  (food  processors)  currently 
developing   video  plans. 

Floyd  Flint,  J.  Walter  Thomp- 
son Co.,  Seattle,  account  executive 
for  the  Washington  State  Apple 
Commission,  forecast  tentatively 
that  the  account  will  be  using  more 
radio  and  television  this  fall.  The 
decisions  are  not  definite,  however. 

Among  department  stores,  The 
Bon  Marche  will  continue  to  put 
most  of  its  eggs  in  the  television 
basket,  on  the  same  budget  as  in 
the  recent  past,  with  radio  sec- 
ondary. The  store  would  continue 
its  substantial  advertising  program 
even  if  shortages  develop  in  some 
lines,  according  to  Henry  Ross, 
sales  manager. 

Department  Store  Plans 

Frederick  &  Nelson,  Seattle  af- 
filiate of  Marshall  Field  Co.,  has 
extensive  radio  and  television 
plans  growing  out  of  its  physical 
expansion  program,  but  they  are 
on  the  shelf  at  the  moment  with 
only  the  long-established  Concert 
Hour  on  AM  continuing.  C.  J. 
Byrne,  the  store's  sales  promotion 
manager,  indicated  that  it  would 
be  next  spring  or  later  before  the 
big  promotion  efforts  are  started. 

Seattle  Gas  Co.,  a  client  of 
Honig-Cooper,  Seattle,  recently 
started  participations  on  a  women's 
television  show,  and  Warrren  E. 
Kraft,  agency  vice  president  and 
Seattle  manager,  foresees  other 
accounts  moving  into  the  medium 
in  the  year  ahead. 

That  television  business  gen- 
erally is  bright  is  indicated  by  the 
disclosure  at  the  NAB  District  17 
meeting  in  Seattle  Aug.  15  that 
KING-TV  will  go  to  a  seven-day 
program  schedule  in  the  fall.  At 
the  same  time,  Hugh  M.  Feltis, 
station  manager,  noted  a  shift  in 
emphasis  from  network  film  to 
local  live  programming. 


CANADA  OUTLOOK 


Advertisers  View 
U.  S.  Outlets 


WHILE  THERE  is  yet  no  TV  station  operating  in  Canada,  advertisers 
are  showing  increasing  interest  in  the  new  medium,  some  to  the  extent 
of  taking  time  on  U.S.  TV  stations.  Meanwhile,  plans  for  commercial 
TV  in  Canada  are  not  yet  formulated. 

Commercial  TV  plans  depend  on  *  


two  factors:  First,  Canadian  radio 
industry  is  awaiting  the  report  of 
the  Royal  Commission  on  Arts, 
Letters  &  Sciences,  headed  by  Hon. 
Vincent  Massey,  former  Canadian 
minister  to  Washington.  The  com- 
mission has  been  hearing,  among 
other  subjects,  the  pros  and  cons 
of  commercial  AM,  FM  radio  and 
TV  from  all  kinds  of  people 
throughout  Canada.  The  commis- 
sion has  the  government-appointed 
task  of  recommending  a  broadcast- 
ing and  telecasting  policy  for  the 
next  few  decades.  Its  report  is  due 
in  October  or  November. 

The  second  factor  will  be  the  in- 
terpretation and  legislative  action 
taken  on  the  report  by  the  Can- 
adian Parliament  and  the  subse- 
quent regulations  by  the  Canadian 
Broadcasting  Corp.,  which  under 
present  legislation  rules  all  Can- 
adian broadcasting  and  telecasting. 

Whether  independent  stations 
will  be  given  the  green  light  on  TV 
installations  will  depend  on  the 
Royal  Commission's  recommenda- 
tions. Currently  Parliament  has 
authorized  the  CBC  to  license  inde- 
pendent TV  stations,  but  has  so 
hedged  its  authorization  with  pa- 
ternalism that  no  independent  sta- 
tions are  willing  to  operate  under 
the  plan. 

The  government's  current  plan  is 
to  authorize  one  independent  sta- 
tion in  a  city,  suggesting  that  all 
those  interested  in  TV  pool  their 
resources  for  the  immediate  future 
in  one  station,  and  later  split 
up  to  form  separate  stations.  This 
plan  has  been  turned  down  by  Tor- 
onto station  and  moving  picture 
interests.  It  has  been  given  luke- 
warm reception  by  Montreal  sta- 
tions, but  nowhere  else.  Result  is 
that  no  independent  TV  stations 


have  been  licensed. 

CBC  has  started  building  two 
stations,  one  at  Montreal  and  one 
at  Toronto,  which  are  to  be  ready 
in  September  1951.  It  has  a  staff 
of  producers  and  engineers  on  the 
job  planning  programs.  It  plans 
a  link  transmitter  at  Ottawa,  an- 
other at  Hamilton  where  it  turned 
down  the  application  for  the  only 
channel  applied  for  by  CHML 
Hamilton.  But  CBC  plans  have 
not  yet  jelled  as  far  as  commercial 
TV  is  concerned.  As  one  commer- 
cial division  top  executive  told 
Telecasting:  "We  could  be  sold 
out  on  commercial  programs.  It 
would  need  a  Solomon  to  allot  pro- 
gram time,  according  to  the  num- 
ber of  applications  we  have  for 
time." 

Time  Wanted 

Numerous  Canadian  advertisers 
want  time  on  Canadian  TV.  This 
includes  some  who  have  never  been 
on  radio,  including  some  of  Can- 
ada's big  banks.  Canadian  adver- 
tising agencies  are  being  swamped 
with  inquiries  for  TV  time,  and 
some  have  gone  so  far  as  to  set  up 
TV  departments.  A  couple  of 
Canadian  advertisers  have  decided 
to  take  advantage  of  the  many  TV 
receivers  in  the  border  areas  and 
have  bought  time  on  nearby  U.S. 
stations  to  appeal  to  Canadian  buy- 
ers, as  well  as  American  buyers 
who  come  to  Canada  as  tourists. 
Every  week  some  Canadian  agency 
executive,  station  owner,  or  pro- 
gram executive  is  off  to  New  York 
to  study  TV  developments. 

But  to  date  there  is  no  Canadian 
TV,  though  advertisers  and  view- 
ers are  ready  and  capital  is  just 
waiting  for  the  go  ahead  on  station 
licenses. 
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INTERNATIONAL  TV 

'Voice  and  Vision'  No  Idle  Dream — Sarnoff 


L.A.  PRODUCTiON 

Boyd  Maps  'Leadership'  Role 

IF  HOLLYWOOD  is  to  assume 
video  production  leadership,  despite 
isolation  from  the  coaxial  cable,  it 
must  develop  two  different  kinds 
of  television  program  products,  de- 
clared Nal  Boyd,  partner  in  PRB 
Inc.  (radio-television  packager)  at 
a  meeting  of  the  Hollywood  Adver- 
tising Club  Aug.  21. 

!      "Budgets  must  be  set  up  with  an 

i  eye  to  whether  a  program  is  strict- 
ly local  or  is  a  good  bet  nationally," 
he  stated.    If  the  latter,  the  pro- 

j  gram  should  in  most  cases  be  filmed 
or  sent  East  for  transmission  by 
cable;  if  local,  the  program  should 
have  economical  format,  such  as 
audience  participation,  simple  vari- 
ety or  musical,  rather  than  drama- 

I  tic  which  requires  expensive  sets, 
rehearsals  and  costly  original 
scripts  or  adaptations. 

Established  names,  he  continued, 
j  would  be  "foolish"  to  participate 
1  at  "drastically  low"   salaries  on 
]!  local  programs.     Such  top  talent 
I  must  be  channeled  into  television 
1  film  series  or,  for  the  time  being, 
do  live  shows  from  New  York. 
Similarly,  he  stated  it  is  not 
;  sound  business  management  to  de- 
li velop  in  the  isolated  Los  Angeles 
1  market  TV  adaptations  of  impor- 
tant motion  picture  and  literary 
'  i  properties.      "These     should  be 
j  l  placed  on  permanent  TV  film  series 
ji'  for  national  syndication  or  pro- 
i:  duced  for  growing  audience  of  the 
,  cable." 


SALES  JUMP 

I  300%  Laid  to  DuMont  Show 

'j  AN  INCREASE  of  300%  in  sales 
and  15%  in  retail  outlets  last  week 
was  credited  exclusively  to  a  Du- 
Mont network  show.  Magic  Cottage, 
Mon.,  Tues.,  Thurs.,  Fri.,  6:30-7 
p.m.,  by  the  maker  of  Cocoa  Marsh, 
a  chocolate  syrup. 

Last  April,  after  the  show  had 
been  on  the  air  only  a  month,  ac- 
cording to  Malcolm  T.  Taylor, 
board  chairman  of  Taylor-Reed, 
Glenbrook,  Conn.,  which  makes  the 
syrup,  sales  jumped  250%  as  com- 
pared to  the  monthly  average  for 

'  the  three  preceding  years.  In  the 
five  months  since  then,  he  said, 

I  sales  have  risen  to  300%  and  retail 

'  outlets  15%. 

Mr.  Taylor  explained  the  success 
of  the  show,  which  is  aimed  at  the 
juvenile  market,  by  the  ability  of 

'  the  cast's  Pat  Meikle  to  persuade 

I  her  young  viewers  to  drink  the 
product  along  with  her,  when  she 
drinks  it  as  part  of  the  show.  Par- 
ents are  pleased  to  find  a  method 
for  getting  children  to  drink  milk, 
and  they  boost  it,  he  said. 


i  SYMONDS,  MacKenzie  &  Co.,  Chi- 
cago, has  designed  Smith  "Tele-Lite," 
lamp  for  reflection-free-  illumination 
while  watching  TV. 


INTERNATIONAL  television, 
which  would  expand  State  Dept.'s 
overseas  radio  information  pro- 
gram into  a  Voice  and  Vision  of 
America,  is  "no  idle  dream"  and  is, 
in  fact,  much  nearer  fruition  than 
many  people  realize,  according  to 
Brig.  Gen.  David  Sarnoff,  chair- 
man of  the  board  of  RCA. 

Pointing  out  that  the  U.  S.  al- 
ready knows  the  "scientific  prin- 
ciples for  linking  the  hemispheres 
by  television,"  Gen.  Sarnoff  said 
"this  development  will  prove  to  be 
one  of  the  most  revolutionary  ad- 
vances that  science  has  ever  offered 
mankind." 

The  RCA  board  chairman's  views 
are  expressed  in  a  by-lined  article 
slated  to  appear  in  the  Sept.  12 
issue  of  Look  magazine  under  the 


title,  "Our  Next  Frontier  .  .  . 
Transoceanic  TV." 

Citing  a  proposal  by  Sen.  Karl 
Mundt  (R-S.  D.)  that  the  U.  S. 
establish  a  TV  network  in  Europe 
and  Asia  comprising  community 
TV  receivers,  Gen.  Sarnoff  stated: 

The  range  of  television  signals  is  at 
present  limited.  .  .  .  Several  methods 
for  meeting  this  problem  already  are 
known.  One  is  to  equip  transoceanic 
planes  with  microwave  radio-relay  ap- 
paratus which  could  operate  automat- 
ically. .  .  .This  system  might  be  called 
a  "radio  air  lift." 

Another  method  would  be  to  provide 
a  coaxial  cable  across  the  ocean.  Such 
radio-air  lifts  or  coaxial  cables  could 
carry  not  only  television  programs  but 
many  ordinary  telephone  conversations, 
"ultrafax"  or  high-speed  telegraph 
communications.  .  .  .  All  these  could 
be  transmitted  simultaneously.  While 
such  services  are  not  yet  in  existence, 
I  have  no  doubt  about  their  ultimate 
practicability. 

Gen.  Sarnoff,  appearing  before 


a  Senate  Foreign  Relations  sub- 
committee on  a  resolution  to  ex- 
pand the  Voice  of  America,  testified 
that  he  had  submitted  a  plan  look- 
ing toward  "development  and  es- 
tablishment of  a  radio  bridge"  to 
span  the  oceans  [Broadcasting, 
July  10], 


Red  Feather  Drive 

CHICAGO'S  1950  Community 
Fund  campaign  has  named  a  spe- 
cial television  committee  to  organ- 
ize time  and  talent  in  behalf  of  the 
Red  Feather  Fund  drive.  Hal 
Rorke,  radio  and  television  director 
at  J.  Walter  Thompson  Co.,  is 
chairman  of  the  group,  which  in- 
cludes Jules  Herbuveaux,  TV  man- 
ager at  NBC  Chicago;  Fred  Killian, 
program  director,  ABC-TV;  Ted 
Weber,  WGN-TV  sales;  Irvin  J. 
Wagner,  TV  producer,  and  John 
Mitchell,  manager,  WBKB  (TV). 


CHANNEL  4  OKLAHOMA  CITY 

OWNED  AND  OPERATED  BY  THE  OKLAHOMA  PUBLjSHING  CO. 
WKY,   OKLAHOMA   CITY  —  THE   DAILY  OKIAHOMAN 
OKLAHOMA  CITY"  TIMES  —  THE  FARMER  -  STOCKMAN 
Represented  by  THE  KATZ  AGENCY,  INC. 
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Station  = 


p  M  DALLAS 

THE  LARGEST 
TELEVISION 
MARKET.. 

DALLAS 
FT  WORTH 

Combined  Population 
DALLAS  and  TARRANT 
COUNTIES  ... 

920,500 


NOW  i/iere  are 


The     TIMES  HERALD  Station 
National  Representatives 
THE  BRANHAM  COMPANY 


MORE  THAN  30%  of  TV  fam- 
ilies are  thinlcing  of  buying  a 
second  set  for  their  liomes,  accord- 
ing to  a  survey  conducted  for  John 
Meek  Industries  and  Scott  Radio 
Labs  in  Chicago.  Seven  per  cent 
report  they  will  definitely  buy  an- 
other set,  and  3.6%  already  have 
two  or  more  sets. 

Although  38.5%  of  TV  owners 
have  a  10-inch  tube,  46.1%  said 
they  would  buy  a  16-inch  set  the 
next  time.  Comparisons  of  tube 
sizes  now  owned  and  the  size  want- 
ed in  the  next  set  follow. 


Wanted 

Tube  Size 

Now  Owned 

In  Future 

7-inch 

4.4% 

10-inch 

38.5% 

1 .23% 

12V2-inch 

32.4% 

12.27% 

14-inch 

1.6% 

7.16% 

15-inch  ■ 

1.1% 

16-inch 

17.6% 

46.1% 

17-Inch 

1.64% 

19-inch 

2.75% 

16.3% 

21-inch 

4.1% 

30-inch 

1 .34% 

Projection 

.5% 

No  Answer 

1 .65% 

No  Decision 

9.36% 

Among  families  reporting  they 
do  not  want  to  buy  another  set, 
five  gave  as  the  reason  the  waiting 
period  for  color.  Families  queried 
owned  sets  an  average  of  15.1 
months,  according  to  the  Philip 
Lesly  Co.,  Chicago  public  relations 
firm  which  conducted  the  study. 
*    *  * 

WCBS-TV  Increases 
Basic  Rates  25% 

WCBS-TV  New  York  last  week 
raised  its  basic  rates  25%,  effective 


next  Sept.  1.  Basic  rate  under  the 
new  card  will  be  $2,500  per  night- 
time hour,  compared  with  $2,000 
at  present  rates.  G.  Richard  Swift, 
WCBS-TV  general  manager,  said 
that  television  families  in  the  sta- 
tion's area  had  increased  40%  since 
the  present  rates  were  set  six 
months  ago. 

"Consequently,"  Mr.  Swift  said, 
"rate  card  No.  8  (the  new  one) , 
while  increasing  station  time  rates 
generally,  actually  offers  adver- 
tisers a  lower  cost-per-thousand 
circulation  than  did  rate  card  No.  7 
at  time  of  issuance." 

UN  Council  Attracts 
Large  TV  Audiences 

WITH  ratings  from  10  to  20  for 
United  Nations  Security  Council 
telecasts,  American  Research  Bu- 
reau found  Toast  of  the  Town  at 
the  top  of  August  television  in 
New  York  and  Philadelphia.  Orig- 
inal Amateur  Hour  leads  Chicago 
video  stations. 

Starting  in  October,  ARB  will 
provide  monthly  TV  audience  re- 
ports covering  the  entire  United 
States,  including  both  urban  and 
rural  viewing.  These  will  be  in 
addition  to  regular  city  reports. 

August  TV  survey  shows  Stage 
Coach,  Film  Theatre,  Jack  Haley 
Show  and  Children's  Hour  ranging 
from  second  to  fifth  in  New  York; 


Cavalcade  of  Stars,  Film  Play- 
house, TV  Teen  Club  and  Phillies 
baseball  in  Philadelphia;  Kraft  TV 
Theatre,  Toast  of  the  Town,  Break 
the  Bank  and  Motion  Picture  Acad- 
emy in  Chicago. 

ABC  Contracts 
For  Teiefex  Service 

ARRANGEMENTS  by  ABC  for 
the  use  of  the  Teiefex  rear  screen 
projection  service,  which  provides 
still  or  moving  backgrounds  for 
live  TV  shows,  at  WJZ-TV  New 
York  and  WENR-TV  Chicago  in 
the  fall,  were  announced  last  week 
by  James  McNaughton,  ABC-TV 
art  director. 

The  equipment  contracted  for  in- 
cludes Teiefex  still  projectors.  Bell 
&  Howell  16mm  moving  picture 
projectors,  visual-cast  special  ef- 
fect projectors  9x1  and  12x18  foot 
translucent  screens  and  a  large 
library  of  slides,  process  back- 
grounds and  moving  backgi'ounds. 
Teiefex,  of  Culver  City,  Calif.,  has 
provided  backgrounds  for  298  dif- 
ferent telecasts. 

*    *  * 

Sunbeam  Campaign 

SUNBEAM  CORP.,  Chicago,  for 
its  appliances,  will  begin  a  video 
spot  campaign  in  about  35  markets 
next  month  through  Perrin-Paus 
Agency,  same  city.  Availabilities 
are  being  sought  now. 
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City 

Outlets  On  Air 

Number  Sets 

City 

Outlets  On  Air 

Number  Sets 

Albuquerque 

KOB-TV 

3,550 

Louisville 

WAVE-TV,  WHAS-TV 

39,075 

Ames 

WOl-TV 

12,298 

Memphis 

WMCT 

44,319 

Atlanta 

WAGA-TV,  WSB-TV 

52,325 

Miami 

WTVJ 

33,900 

Baltimore 

WAAM,  WBAl-TV,  WMAR-TV 

191,515 

Milwaukee 

WTMJ-TV 

129,068 

Binghamton 

WNBF-TV 

18,650 

Minn.-St.  Paul 

KSTP-TV,  WTCN-TV 

105,100 

Birmingham 

WAFM-TV,  WBRC-TV 

17,500 

Nashville 

1,500 

Btoomington 

WTTV 

7,600 

New  Haven 

WNHC-TV 

90,300 

Boston 

WBZ-TV,  WNAC-TV 

447,005 

New  Orleans 

WDSU-TV 

30,800 

Buffolo 

WBEN-TV 

110,251 

New  York 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 

1,500,000 

Charlotte 

WBTV 

22,218 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 

536,895 

Newark 

WATV                                     Inc.  in 

N.  Y.  estimate 

Cincinnati 

WCPO-TV,  WKRC-TV,  WLWT 

153,000 

Norfolk 

WTAR-TV 

23,420 

Cleveland 

WEWS,  WNBK,  WXEL 

260,185 

Oklahoma  City 

WKY-TV 

36,900 

Columbus 

WBNS-TV,  WIWC,  WTVN 

86,000 

Omaha 

KMTV,  WOW-TV 

29,217 

Dallas, 
Ft.  Worth 

Philadelphia 

WCAU-TV,  WFIL-TV,  WPTZ 

540,000 

KRLD-TV,  WFAA-TV,  WBAP-TV 

65,681 

Phoenix 

KPHO-TV 

14,800 

Davenport 

WOC-TV 

16,218 

Pittsburgh 

WDTV 

130,000 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island,  East  Moline 

Portland,  Ore. 

945 

Dayton  * 

WHIO-TV,  WLWD 

106,000 

Providence 

WJAR-TV 

71,800 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

282,357 

Richmond 

WTVR 

38,925 

Erie 

WICU 

37,650 

Rochester 

WHAM-TV 

45,926 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

16,218 

Dallas 

WBAP-TV,  KRLD-TV,  WFAA-TV 

65,681 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island,  East  Moline 

Grand  Rapids 

W  LAV-TV 

43,055 

Salt  Lake  City 

KDYl-TV,  KSL-TV 

21,000 

Greensboro 

WFMY-TV 

15,458 

San  Antonio 

KEYL,  WOAI-TV 

24,150 

Houston 

K PRC-TV 

33,679 

Son  Diego 

KFMB-TV 

48,500 

Huntington- 

San  Francisco 

KGO-TV,  KPIX,  KRON-TV 

74,826 

Charleston 

WSAZ-TV 

18,230 

Schenectady 

WRGB 

90,500 

Indianapolis 

WFBM-TV 

69,000 

Albany-Troy 

Jacksonville 

WMBR-TV 

12,000 

Seattle 

KING-TV 

33,100 

Johnstown 

WJAC-TV 

26,500 

St.  Louis 

KSD-TV 

162,500 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

56,227 

Battlq  Creek 

WKZO-TV 

34,04R 

Toledo 

WSPD-TV 

51,000 

Kansas  City 

WDAF-TV 

42.107 

Tulsa 

KOTV 

36,075 

Lancaster  * 

WGAL-TV 

54.43"! 

Uti  co-Rome 

WKTV 

21,500 

Lansing 

WJIM-TV 

28.500 

Washington 

WMAl-TV,  WNBW,  WTOP-TV,  WHO 

150,325 

Los  Angeles 

KECA-TV,  KFI-TV,  KIAC-TV,  KNBH, 
KTLA,  KTSL,  KTTV 

642,897 

1 — .  e-/r-ii-«»-!f  ,<\ 

Wilmington 

WDEL-TV 

40,081 

*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  7,162,586 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  is 
necessarily  approximate. 


Page  64    •    August  28.  1950 


Telecasting    •  BROADCASTING 


0 


o 


Dayton's  FIRST  TV  Station 


What  do  you  mean  'Musical  Chairs'?'' 


•  You  know  .  .  .  the  game  of  musical  chairs? 
Well,  finding  time  for  sponsors  on  WHIO-TV 
this  fall  has  been  something  like  that.  Seems 
we  have  more  advertisers  who  want  to  use 
WHIO-TV  than  we  have  time  available. 
So,  Mr.  TV  Time  Buyer,  if  you  plan  to 


include  WHIO-TV,  Dayton's  FIRST  Television 
Station,  on  your  TV  program  station  list  this 
fall,  may  we  suggest  that  you  make  a  dash 
right  now  for  the  nearest  office  of  our  na- 
tional representative  .  .  .  The  George  P. 
Hollingbery  Company? 


DAYTON,  OHIO 
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Chicago 

(Continued  from  page  54) 

stations  are  authorized,  what  can 
be  done  to  alleviate  the  monopolistic 
position  stations  now  on  the  air 
will  find  themselves  enjoying? 

These  are  just  a  few  of  the  hard- 
to-answer  questions  manufacturers 
are  asking. 

Agencies,  buying  almost  any  kind 
of  availabilities  for  eager  clients, 
show  little  reluctance  to  pay  the 
high  cost  of  television  as  contrasted 
with  radio.  They  are  willing  to 
pay  more  per  impression,  yet  at 
the  same  time  they  see  circulation 
climbing  at  a  fantastic  rate  and 
cost  -  per  -  thousand  going  down. 
Some  clients,  however,  are  sched- 
uling their  advertising  campaigns 
with  less  abandon  than  last  year 
and  few  campaigns  extend  past 
early  1951. 

Advertisers  are  turning  increas- 
ingly to  the  concept  of  all-round 
entertainment  shows  for  daytime 
viewing,  negating  the  theory  that 
only  how-to-do-it  shows  for  women 
are  commercially  feasible  during 
the  day.  Radio,  which  has  had  a 
pretty  clear  field  during  the  day- 
time in  the  past  year,  thus  has 
another  challenge  to  face  this  fall. 
Clients  are  asking  for  idea  shows 
rather  than  humdrum  variety  pro- 
grams, with  formats  built  to  speci- 
fications of  television  and  not  com- 
piled from  entertainment  techni- 
ques used  in  other  forms  of  show 
business. 

Stations  and  networks,  con- 
fronted with  complete  unioniza- 
tion of  television,  are  dreading  the 
complexities  which  will  accompany 
the  advent  of  Television  Authority, 
but  hope  the  group  will  help  bring 
order  out  of  chaos.  Faced  with  the 
loss  of  competent  key  personnel 
because  of  the  war  crisis,  managers 
are  beginning  to  think  of  women  for 
these  jobs,  of  replacing  single  men 
of  draftable  status  with  older  per- 
sons, and  of  doubling  up  on  ex- 
ecutive positions. 

'Greatest  Medium' 

Despite  drawbacks  to  the  im- 
mediate fulfillment  of  television  as 
an  advertising  medium,  "nothing 
can  stop  it  from  becoming  the 
greatest  of  all  media  in  the  history 
of  the  world,"  in  the  opinion  of 
John  H.  Norton  Jr.,  Central  Divi- 
sion vice  president  of  ABC,  which 
operates  WENR-AM-TV. 

"Television  is  hot,  it's  terrific, 
and  there  won't  be  enough  time 
come  Oct.  1.  to  begin  to  satisfy  the 
demand  from  advertisers  and  agen- 
cies. Television  has  everything 
which  any  and  all  other  media 
have,"  he  asserts,  but  predicts  a 
trend  back  to  "normal  and  intelli- 
gent thinking"  regarding  the 
medium.  Anticipating  heavy  bill- 
ings in  the  coming  year  for  na- 
tional and  local  spot,  Mr.  Norton 
said  WENR-TV  in  the  local  TV 
field  "is  setting  new  billing  records 
every  month." 

Although  "radio  is  holding  up 
admirably,"  television  is  "way  up," 
says  I.  E.  Showerman,  vice  presi- 
dent in  charge  of  NBC  Chicago  and 
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manager  of  WMAQ  (AM)  and 
WNBQ  (TV).  "Nobody  dreamed  of 
the  tremendous  growth  of  televi- 
sion in  his  wildest  imagination," 
he  said. 

Mr.  Showerman,  reporting  time 
is  sold  solid  on  WNBQ  from  4  p.m. 
until  midnight,  will  launch  a  day- 
time schedule  for  the  station  "with- 
in 90  days."  WNBQ  will  carry  net- 


Mr.  Showerman 


Mr.  Chartoc 


work  shows  from  2  to  4  p.m.-  and 
block  in  local  programming  back 
to  9  a.m.  before  next  spring.  WNBQ 
may  also  "go  past  midnight,"  Mr. 
Showerman  said,  "as  we  see 
strong  possibilities  for  selling 
shows  between  midnight  and  1 
a.m." 

He  will  continue  to  concentrate  on 
news  shows,  in  both  radio  and  tele- 
vision, "as  we  figure  news  interest 
is  up  75%  at  least  because  of  the 
Korean  war." 

Radio  Still  Needed 

Radio,  "a  habit  which  is  part 
of  living  and  of  life,"  may  fill  a 
different  need  now  because  of  the 
inroads  of  television,  but  it  will 
still  fill  a  need,  in  the  opinion  of 
Roy  McLaughlin,  commercial  man- 
ager of  WENR-AM-TV.  "Tele- 
vision will  have  to  operate  essenti- 
ally as  an  entertainment  medium, 
with  radio  giving  entertainment 
plus  enlightenment  and  education." 
He  believes  panel  discussion  and 
news  shows,  for  example  can  be 
broadcast  to  best  advantages  by 
radio.  "Radio  has  a  flexibility,  an 
ease  and  speed,  which  video  can- 
not equal." 

"By  the  time  the  fall  season  gets 
underway,  there  will  be  no  avail- 
abilities whatsoever  on  WGN-TV," 
reports  William  A.  McGuineas, 
commercial  manager  of  the  Chi- 
cago Tribune  station,  which  is 
affiliated  with  DuMont.  "And  this 
means  daytime  as  well  as  night- 
time." He  deplored  the  fact  that 
Chicago  department  stores  "are 
still  behind  the  parade  when  it 
comes  to  radio  and  television." 

Because  there  is  an  acute  lack  of 
time  on  television,  and  yet  agencies 
and  sponsors  are  clamoring  for 
shows,  the  inevitable  solution  is 
for  stations  to  open  up  program 
periods  according  to  Cy  Wagner, 
manager  of  the  television  and 
radio  department  of  Mutual  Enter- 
tainment Agency.  His  department, 
which  was  founded  by  Vice  Presi- 
dent Jack  Russell,  packages  video 
and  radio  shows  and  also  handles 
talent  for  both  media. 

Another  packager  producing  both 
radio  and  video  shows  is  Walter 
Schwimmer,  president  of  Radio 
Features.  He  sees  "a  real  demand 
for  TV  package  shows,  but  only  in 


major  markets  with  three  or  more 
stations.  Other  areas  are  not 
equipped  to  handle  such  programs, 
because  they  carry  the  full  net- 
work schedule  and  have  little  local 
time  available."  Mr.  Schwimmer 
plans  eventually  to  go  into  pack- 
aging of  television  shows  on  film, 
"but  this  is  still  a  couple  of  years 
away." 

One  of  the  musts  in  video  pack- 
aging is  to  fit  a  show  to  the  client's 
needs,  rather  than  to  sell  any 
packages  to  any  buyer,  in  the 
opinion  of  Shep  Chartoc,  partner 
in  Chartoc-Cole  Productions.  His 
solution  for  the  client  who  cannot 
afford  an  entire  show  locally  is 
development  of  participation  pro- 
grams, or  quarter-hour  segments 
in  a  one-hour  show.  He  sees  a 
bright  future  for  daytime  video 
shows,  based  along  entertainment 
rather  than  "domestic"  lines. 

See  Spot  Increase 

A  sampling  of  station  repre- 
sentatives polled  expressed  the  con- 
viction that  local  and  national  spot 
for  AM  as  well  as  TV  will  have 
increased  billing  this  year.  Many 
representatives  see  television  mor^ey 
being  diverted  to  radio  when  avail- 
abilities are  sold. 

Sam  Digges,  Chicago  sales  man- 
ager for  CBS  Radio  Sales'  TV 
division,  reports  that  "television  is 
a  better  buy  day  by  day,  despite  in- 
creased time,  talent  and  produc- 
tion costs,  because  cost-per-thou- 
sand  is  going  down."  Mr.  Digges 
foresees  the  trend  of  stations  to 
open  up  more  daytime  and  late 
evening  time.  He  reported  hearing 
"some  unbelievable  success  stories 
on  television  shows  aired  after 
midnight." 

Mr.  Digges  believes  daytime 
video  programming  will  center  on 
solid,  all-family  entertainment 
rather  than  on  formats  designed 
primarily  for  the  housewife.  All 
television  time,  he  predicts,  "will 
be  extremely  productive  for  the 
advertiser,  whether  network  or 
local,  spot  or  program." 

One  of  the  main  pointers  to  good 
business  in  the  fall  is  the  fact  that 
"there  have  been  only  a  couple  of 
weeks  this  summer  when  there 
wasn't  a  lot  brewing,"  according 
to  Jerry  Glynn,  Chicago  manager 
of  the  Walker  Co.    Pointing  out 


TV  Aids  Paper 


AIMED  at  expanding  its  pic- 
torial news  coverage,  the 
Baltimore  News-Post,  news- 
paper affiliate  of  WBAL-TV, 
has  installed  a  television  set 
in  its  editorial  department, 
according  to  Aldine  Bird, 
News-Post  radio  and  televi- 
sion editor.  The  paper's  staff 
cameramen  "cover"  out-of- 
town  news  events  by  shooting 
photos  of  images  appearing 
on  the  receiver's  screen. 
When  the  UN  Security  Coun- 
cil resumed  meetings,  the 
paper  used  a  front-page  pic- 
ture of  Jacob  A.  Malik  taken 
from  WBAL-TV's  telecast  of 
the  sessions  from  NBC. 


that  "99%  of  the  TV  time  for  fall 
is  gone"  he  sees  many  clients  with- 
out time  contracts  or  options  di- 
verting their  money  into  national 
radio  spot.  A  local  station,  in  order 
to  get  business,  "will  have  to  do  a 
good  merchandising  and  promotion 
job,"  Mr.  Glynn  observed.  "It 
doesn't  matter  if  this  is  free  or 
paid,  but  the  buying  of  a  program 
or  spots  does  require  a  follow- 
through.  Agencies  and  clients  are 
demanding  this  kind  of  service." 

Business  "now  on  the  books"  of 
John  Blair  &  Co.  indicates  the 
firm's  midwestern  volume  this  year 
"will  exceed  that  of  the  past  few 
years  in  almost  the  same  propor- 
tion as  our  national  volume,"  Mr. 
Blair  said.  "We  are  delighted  to 
see  that  certain  midwestern  ad- 
vertisers who  have  eliminated  net- 
work radio  because  of  television 
competition  are  channelling  a  sub- 
stantial portion  of  this  money  into 
the  national  spot  field." 

Increased  business  was  reported 
also  by  Tom  Peterson,  manager  of 
the  Taylor  Co.  He  said  Chicago 
billings  for  the  first  six  months 
are  up  35%  over  last  year,  "and 
would  be  even  higher  if  we  could 
find  availabilities."  Mr.  Peterson 
said  spots  are  "very  active  in  cities 
without  television,"  and  attributed 
only  one  cancellation  to  the  war. 

This  fall  will  be  "the  biggest 
in  spot  radio's  history,"  said  Lloyd 
Griffin,  Chicago  manager  of  Free 
&  Peters.  He  lauded  advertisers 
and  account  executives  who  "are 
learning  how  to  use  spot  on  a 
national  basis  or  to  concentrate  in 
selected  sales  areas."  He  reported 
many  new  accounts  going  into  radio 
and  TV  spot. 

Hollingbery  Views 

George  P.  Hollingbery,  president 
of  the  company  of  the  same  name, 
commented  that  the  "agency  busi- 
ness has  been  awfully  good  since 
the  war,  but  the  big  ones  and  small 
ones  alike  are  now  tightening  their 
belts  and  looking  for  the  most 
profitable  medium.  They  have  dis- 
covered there  is  a  lot  of  lost  motion 
and  added  work  to  preparing 
black-and-white  advertising,  and 
find  that  spot  advertising  is  the 
most  profitable  from  the  agency 
standpoint." 

Agency  men  continue  in  their 
efforts  to  remain  unbiased  when  it 
comes  to  choice  of  media  for  solu- 
tion to  a  client's  sales  and  distribu- 
tion problems.  Finding  it  difficult, 
however,  to  refute  the  facts  of 
television  and  its  impact  on  con- 
sumers, many  agency  men  have 
gone  all  out  in  favor  of  the  new 
medium. 

Fairfax  Cone,  board  chairman  of 
Foote,  Cone  &  Belding,  terms  TV 
"the  greatest  medium  ever  devel- 
oped." He  qualifies  this,  however, 
saying,  "You  can't  substitute  it 
100%  for  radio  because  of  its  re- 
gional nature."  He  expressed  hope 
the  Korean  war  "would  not  hinder 
television's  expansion  at  a  reason- 
able rate.  Every  one  of  our  adver- 
tisers has  planned  on  the  continu-, 
ing  growth  of  television  homes 
looking  toward  an  approach  to  na- 
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tional  coverage  by  the  middle  of 
1952." 

Mr.  Cone  reported  that  "ahiiost 
all  of  the  money  being  spent  for 
television  is  new  money  to  adver- 
tising, and  is  not  being  taken  away 
from  other  media."  He  said  FC&B 
'  w^ll  see  "a  tremendous  expansion 
in  radio  and  TV  this  fall,  and  bill- 
'iings  for  the  Chicago  office  ■wall  hit 
lian  all-time  high."  He  disagi'eed 
jwith  many  who  believe  the  trend 
lis  toward  national  spot  from  net- 
work, sajdng  "there  is  more  net- 
work out  of  our  Chicago  office  than 
ever  before." 

"TV  is  definitely  it,  and  radio 
will  take  a  secondary  part,"  says 
Irwin  A.  Olian,  president,  Olian 
Advertising.  He  sees  radio  billings 
going  down  "in  all  cases,"  and  re- 
ports more  than  a  dozen  video  ac- 
counts in  his  agency  today,  con- 
trasted with  "two  or  three"  last 
year. 

Mr.  Olian  finds  a  trend  in  mar- 
kets like  Chicago  and  St.  Louis 
(where  the  agency  also  maintains 
an  office)  for  clients  to  divei't  part 
of  the  money  used  in  other  media — 
including  radio — to  television.  Be- 
cause of  incomplete  TV  coverage 
patterns,  however,  "a  regional  day- 
time advertiser  has  to  use  AM,  but 
such  clients  are  all  anxious  to  get 
into  TV,"  he  said. 
I     Both  radio  and  television  will 
I  experience  a  slight  overall  increase 
j  in  billing  this  fall  at  Leo  Burnett 
i  Agency,  said  Chief  Timebuyer  Al 
Eisemnenger.  "Our  lines  are  pretty 
.well  set  for  fall,  and  nothing  seri- 
ous has  developed  in  the  movement 
Df  consumer  goods.   It  is  a  time  for 
ifnore  economical  buying,  which  to 
,as  means  stronger  evaluation  in 
selection  of  markets." 


Because  Roche,  Williams  & 
Cleary,  Chicago,  "has  approached 
TV  cautiously,  without  plunging 
before  knowing  the  depth  and 
ramifications  of  the  medium,  we 
■;an  report  very  gratifying  results," 
;aid  Radio  and  Television  Director 
•,?hil  Stewart.  "The  automobile, 
J'or  example,  is  a  wonderful  product 
.'or  TV  advertising."  Roche,  Wil- 
liams &  Cleary  has  the  Studebaker 
jiccount,  "which  gives  us  a  good 
(:hance  to  see  if  there  is  anj-  slow- 
iiown  because  of  the  war.  There 

sn't,  and  cars   are   still  coming 

•hrough  on  schedule!" 


1 


Nesco  Success 


Mr.  Stewart  has  determined  "ex- 
rellent  response"  to  a  series  of  one- 
jninute  spots  for  Nesco  roasters, 
piamond  T  Trucks,  now  using  spot 
.,)n  WNBQ    (TV)    Chicago  only, 
:<3lans  expansion  to  selected  mar- 
:ets.    Studebaker,  which  has  AM 
.pots  in  97  markets,  is  looking  for 
I   national  video   show.     In  the 
neantime,  local  dealers  are  using 
•pots. 

At  least  17  video  accounts  are 
'j.,3eing  billed  out  of  the  Chicago  of- 
.^i'lce  of  Ruthrauff  &  Ryan.    A.  E. 
'  5taley  Co.   (starch)  began  a  test 
f  22  eight-second  spots  weeklj^  on 
ive   Los    Angeles    stations  Aug. 
7.    Acrobat  Shoe  Co.,  a  division 
f  Genera]  Shoe,  inaugurated  Acro- 
^;at  Ranch  on  ABC-TV  Saturday 
inornings  10:30-11  (CDT)  in  Chi- 
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cago  Aug.  19,  and  Ken-L-Ration 
(division  of  Quaker  Oats)  has 
bought  13-week  spot  schedules  in 
Washington,  Chicago,  Boston  and 
Los  Angeles,  which  will  be  ex- 
tended. Ken-L-Ration  is  also  think- 
ing of  buying  a  network  show. 

Series  of  local  shows  is  being 
considered  by  Dr.  Pepper,  which 
uses  regional  spots  in  its  South  and 
Southwest  distribution  area.  Red 
Top  Beer  orders  participations, 
commercials  and  wrestling  on  the 
Crosley  trio— WLWD  (TV)  Day- 
ton, WLWC  (TV)  Columbus  and 
WLWT  (TV)  Cincinnati.  Sperti 
Sun  Lamps  is  expected  to  begin  a 
series  of  spots  in  October,  and 
Heet  contemplates  winter  spot 
schedules  plus  minute-movies  in 
national  markets.  Baldwin  Piano 
Co.  will  soon  move  into  a  test  of 
video  spot,  and  Krank's  shaving 
cream  continues  its  eight-second 
and  minute  commercials  in  Chicago 
only.  Morris  B.  Sachs,  Chicago 
clothier,  has  a  52-week  contract  for 
simulcasting  of  the  Sachs  Amateur 
Hour  on  WENR-AM-TV  Chicago, 
Sunday,  12  :30  to  1 :30  p.m. 

Sees  Billings  L"p 

Jim  Shelby,  ladio  and  television 
director  of  McCann-Erickson,  be- 
lieves "most  agencies  who  went  into 
television  with  their  feet  on  the 
ground  have  increased  their  TV 
billing  tremendously.  They  are 
more  apt  to  listen  and  plan  care- 
fully before  buying,"  he  said.  Mr. 
Shelby,  who  has  seven  key  men  on 
his  staff',  notes  that  public  interest 
in  television  has  not  diminished 
and  "all  our  clients  are  still  talking 
TV." 

Standard  Oil 
of  Indiana,  the 
agency's  largest 
user  of  broadcast- 
ing media  in  Chi- 
cago, brings  the 
Wayne  K  i  n  g 
Show  back  Aug. 
31  to  an  NBC-TV 
split  network.  The 
firm  will  sponsor 
the  Chicago  Bears 
Quarterback  Club 

on  WBKB  (TV)  Chicago  from  Sept. 
19  for  a  half-hour  weekly,  and  is 
looking  for  other  football  schedules. 
In  radio,  Standard  Oil  has  bought 
180  newscasts  weekly  in  its  14- 
state  Midwest  distribution  area,  70 
university  football  games  and 
games  of  the  Chicago  Bears. 

Swift  &  Co.  continues  with  its 
portion  of  the  Breakfast  Club  on 
ABC,  and  Hyde  Park  Beer  may 
use  radio  as  well  as  video  spot  in 
the  fall.  TV  plans  for  Ray-O-Vac 
batteries  have  been  halted  because 
zinc  and  brass  are  going  to  the 
government  for  war  production. 
Allied  Vans,  which  has  used  radio 
in  the  past,  is  thinking  of  going 
into  TV  spot. 

Because  TV  spot  announcements 
"at  night  are  hard  to  get,  we  grab 
up  availabilities  as  soon  as  we 
hear  of  them,  and  are,  consequent- 
ly, buying  all  the  time,"  said  Mar- 
ion Renter,  timebuyer  at  Young  & 
Rubicam.    She  expects  to  buy  more 
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afternoon  television,  as  was  done 
with  O'Cedar  (mops)  when  night- 
time was  unavailable.  "We  see  a 
lot  more  activity  this  year  in  tele- 
vision, but  radio  has  been  busy 
too." 

Purity  Bakeries,  for  Taystee 
bread  and  Grennan  cakes,  is  the 
agency's  largest  spot  account  out 
of  Chicago.  New  video  markets 
will  be  added  this  fall.  O'Cedar 
will  also  buy  TV.  Rath  Packing 
Co.  will  continue  spot  radio  in  the 
Midwest.  Schlitz  Brewing  Co.  re- 
turns Sept.  13  with  Halls  of  Ivy  on 
NBC,  and  will  begin  its  telecast  of 
Pulitzer  Prize  plays  on  ABC-TV 
this  fall. 

Television  business  is  "up  sub- 
stantially, and  will  continue  to  go 
up,"  in  the  opinion  of  Arthur  Hol- 
land, owner  of  Malcolm-Howard 
Agency.  He  reports  all  of  the 
agency's  clients  are  taking  a  short- 
range  view  when  it  comes  to  length 
of  contracts.  "We  are  planning  for 
the  balance  of  1950  and  early  '51, 
but  certainly  not  beyond  that." 

All  Schwimmer  &  Scott  schedules 
are  "up  materially,  and  our  billing 
is  running  about  30%  ahead  of 
last  year  although  we  have  about 
the  same  number  of  accounts,"  ac- 
cording to  Jack  Scott,  president  and 
treasurer.  S&S,  which  reportedly 
handles  more  radio  and  television 
than  any  other  exclusively  local 
agency  in  the  country,  has  40  radio 
and  television  accounts,  divided 
equally  among  radio,  television  and 
a  combination  of  both. 

JWT  Business 

Most  of  the  fall  radio  and  TV 
business  for  clients  of  J.  Walter 
Thompson  Co.  is  still  in  the  latter 
stage  of  mulling,  reports  Hal 
Rorke,  radio  and  television  direc- 
tor. Actual  business  contracted 
for,  however,  includes  Kraft  Televi- 
sion Theatre  on  NBC-TV  for  Kraft 
Foods,  spots  for  Elgin  and  several 
Swift  products,  and  Gene  Autry 
films  in  14  markets  for  Brach 
Candy  Co. 

Scott  Keck,  radio-TV  director  of 
Henri,  Hurst  &  McDonald,  finds  "a 
tremendous  interest  in  television 
by  all  advertisers."  He  adds,  "We 
have  had  consistently  outstanding 
results."  Weatherbird  Shoes,  which 
sponsors  a  half-hour  of  Super  Cir- 
cus on  ABC-TV  every  other  week, 
expands  the  number  of  outlets  from 
13  to  42.  Poll  Parrot  Shoes  adds 
18  kinescope  markets  to  the  lineup 
of  32  live  stations  for  its  quarter- 
hour  segment  of  Hoivdy  Doody  on 
NBC-TV,  while  Red  Goose  Shoes 
adds  eight  markets  for  hour- 
long  Saturday  morning  movies  for 
children.  Chuckles  (candy),  with 
Bar  5  Ranch  on  WENR-TV  Chi- 
cago, will  place  video  participations 
in  New  York,  Chicago,  Cleveland 
and  Detroit.  Ballard  &  Ballard 
(milling)  has  increased  its  roster 
of  spot  radio  stations  from  100  to 
150,  and  will  place  commercials  for 
its  Oven-Ready  Biscuits  in  several 
areas  after  the  initial  test  last  year 
in  Louisville. 

Miles  Labs,  through  its  agency 
Wade  Advertising,  brings  back 
Quiz  Kids  on  NBC-TV  Friday  eve- 
nings, in  addition  to  its  AM  orders. 


by  all  four 
major  networks 


la  m  I 


^^yOU  CAN 
SELL  MORE 

IN  MIAMI 


August  28,  1950    •    Page  67 


Boston 

(Continued  from  page  54) 

Victor  Coffee,  Boston;  Albany  Car- 
pet Cleaning  Co.  and  Harvard 
Brewing  Co. 

Helen  Horrigan,  media  director, 
Chambers  &  Wiswell  Inc.,  said: 
"Business  looks  very  good  and  the 
Korean  war  hasn't  had  any  effect 
so  far.  The  only  trouble  is  in  get- 
ting decent  spots,  as  the  stations 
seem  to  be  about  all  sold  out."  New 
to  TV  among  the  agency's  accounts 
is  Cain's  Mayonnaise,  Cambridge, 
which  started  this  summer  and  will 
run  to  next  summer  with  chain 
breaks  and  film  spots  on  stations  in 
Boston  and  in  New  York  state. 
Chevrolet  Dealers  Assn.  has  ex- 
tended its  fall  TV  coverage  to  six 
15-minute  sports  and  musical  va- 
riety progj-ams  a  week.  Elm  Farm 
Food  Stores  will  continue  indefi- 
nitely with  Elm  Farm  Show. 

Speaking  for  the  First  National 


Bank  of  Boston,  Raymond  W.  Stan- 
ley, advertising  manager,  said  the 
bank  had  no  plans  for  increased 
use  of  TV  at  this  time.  The  bank 
sponsors  Living  Wonders,  a  20- 
minute  show  weekly  featuring  live 
animals,  and  a  five-minute  sports 
film  on  Sunday  before  the  baseball 
games.  The  First  National  is  con- 
tinuing its  half-hour  sponsorship 
of  Andre  Kostelanetz  recordings  on 
radio. 

Craig  Smith,  vice  president  in 
charge  of  advertising,  Gillette 
Safety  Razor.  Co.,  Boston,  reported 
that  Gillette  "will  go  along  as  it 
has  in  the  past."  The  company  will 
sponsor  the  fights,  World  Series, 
Army-Navy  and  Orange,  Sugar, 
and  Rose  Bowl  games. 

Among  station  representatives, 
Elmer  Kettell,  of  Kettell-Carter. 
forecast:  "TV  in  New  England  has 
a  bright  future  with  four  TV  sta- 
tions ready  to  hang  out  the'SRO 
sign.  But  with  only  four  stations 
to  serve  the  region,  such  areas 


as  Western  Massachusetts,  Ver- 
mont, Maine,  and  New  Hampshire 
remain  pretty  much  out  of  the 
realm  of  television,  making  radio 
a  better  buy  than  ever  because  of 
increased  population,  increased 
sets,  increased  listening,  and  better 
programming." 

Also  giving  the  representative's 
point  of  view.  Bertha  Bannan  de- 
clared: "Television  is  tremendous 
in  New  England.  Clients  have  gone 
for  it  in  a  big  way  and  it  has  pro- 
duced results  for  them  everywhere. 
Once  they  get  on,  they  don't  want 
to  get  off  and  they  want  even  more 
time." 


Andrew  Gets  Contract 

ANDREW  Corp.  of  Chicago  an- 
nounced last  week  it  has  been 
awarded  a  contract  for  develop- 
ment and  construction  of  a  special 
television  transmitting  antenna  for 
WJZ-TV  New  York,  to  be  located 
atop  the  Empire  State  Bldg. 


.Action!      'o""  SU  TV  Cameras 

BALANCED"  TV  TRIPOD 


(Pat.  Pending) 

This  tripod  was  engineered  and  de- 
signed expressly  to  meet  all  video 
camera  requirements. 
Previous  concepts  of  gyro  and  friction 
type  design  hove  been  discarded  to 
achieve  absolute  balance,  effortless 
operation,  super-smooth  tilt  and  pan 
action,  dependability,  ruggedness  and 
efficiency. 

Below: 

3  wheel  portable  dolly 
with  balanced  TV  Tri- 
pod mounted. 


Complete  360°  pan  without  ragged  or 
jerky  movement  is  accomplished  with  ef- 
fortless control.  It  is  impossible  to  get 
anything  but  perfectly  smooth  pan  and 
tilt  action  with  the  "BALANCED"  TV  Tripod. 

Quick-release  pan  handle  adjustment  locks 
into  position  desired  by  operator  with  no 
"play"  between  pan  handle  and  tripod 
head.  Tripod  head  mechanism  is  rust- 
proof, completely  enclosed,  never  requires 
adjustments,  cleaning  or  lubrication.  Built- 
in  spirit  level.  Telescoping  extension  pan 
handle. 

Write  for  further  particulars 


FRANK  C.  ZUCKER 

(7flni€Rfl  €ouipm€nT  (o. 
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Outlook  at  Networks 

(Continued  from  page  56) 

either  of  these  performers.  Some 
segments  of  the  Kate  Smith  show 
have  already  been  taken  for  spon- 
sorship. 

"Two  quarter-hour  juvenile  serial 
shows,  Panhandle  Pete  and  NBC 
Comics,  the  latter  comprising  three  i 
five-minute  strips,  will  go  into  the  n 
weekday  5-5:30  p.m.  period  preced- 
ing Howdy  Doddy. 

"Our  next  expansion  into  morn- 
ing time,  is  not  scheduled  to  occur 
until  the  first  of  the  year.  When 
that  happens,  we  shall  probably  be-  j 
gin  networking  video  programs  in  !| 
the  hours  between  10  a.m.  and  1 
p.m. 

"We  are  not  unmindful  of  the 
compliment  paid  to  television  and  • 
its  effects  on  the  behavior  of  the  [ 
home  audience  by  the  Assn.  of  Na-  ' 
tional  Advertisers,  but  we  believe  ? ' 
their  report  unnecessarily  gilded  ' ' 
the  lily  when  it  reduced  radio  lis- ' ' 
tening  in  TV  homes  to  zero.    We  • 
at  NBC  firmly  believe  that  going' 
into  television  should  not  be  done  ■ 
at  the  expense  of  radio  but  that 
the  advertiser  should  look  at  all 
four  media  to  evaluate  his  needs  - 1 
properly. 

"When  he  does  that,  he  will  find 
television  a  better  buy  on  the  hard 
economic  basis  of  homes  delivered 
per  dollar  than  either  newspapers 
or  magazines,  in  fact,  in  any  other 
medium  than  radio.  And  if  he 
wants  complete  saturation  of  his 
markets  the  electronic  union  of 
radio  and  television  is  the  only  way 
to  secure  it  without  excessively  ex- 
pensive duplication. 

"By  the  first  of  the  year  there 
will  be  about  9  million  TV  homes 
in  the  country  giving  television  a|y 
potential  audience  in  excess  of  30 
million  viewers.  NBC  looks  for-^j 
ward  to  serving  this  vast  audi- 
ence with  the  very  best  in  enter-' 
tainment  and  public  service  pro- 
gramming, while  giving  the  adver- 
tiser his  most  effective  selling- 
force." 


FOOD  STORE  GROUP 

To  Sponsor  DuMont  Show 

FOOD  STORE  PROGRAMS  Corp.,^r 
association  of  13  grocery  groups 
will  sponsor  a  60-minute  musical 
review,  Star  Time,  featuring 
Hollywood  talent,  Tuesday,  10-11 
p.m.  (EDT),  over  the  DuMont  TV 
Network  beginning  Sept.  5.  Fran 
ces  Langford,  Lew  Parker  and 
Benny  Goodman  already  are  signed 
Agency  is  Franklin  Bruck  Adv. 
Agency,  New  York. 

Included  in  Food  Store  Program; 
Corp.  are: 
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Grand  Union,  New  York  City,  Schen 
ectady  and  Binghamton;  Stop  &  Shop 
Boston;  Wrigley's,  Detroit;  Albers,  Cin- 
cinnati; Food  Fair,  Philadelphia,  Balti 
more,  Lancaster,  Wilmington  anc 
Miami,  Thorofare,  Pittsburgh;  Lo. 
blaw's,  Buffalo,  Rochester,  Erie,  Syra 
cuse  and  Utica;  Food  Center,  St.  Louis 
National  Tea,  Chicago,  Milwaukee  ani 
Minneapolis;  Standard,  Indianapolis 
Pick-N-Pay,  Cleveland;  Giant,  Wash 
ington;  Colonial,  Richmond,  Norfoll- 
Atlanta,  Charlotte  and  Greensboro. 

BROADCASTING    •  Telecastinj 
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Los  Angeles 

(Continued  from  page  55) 

added  that  advertisers  in  the  auto- 
motive and  appliance  fields,  which 
expect  to  be  the  first  to  feel  pro- 
duction curtailments,  have  in  some 
cases  reduced  or  cancelled  their  fall 
schedules.  KTLA  prospects  are  so 
good,  however,  that  the  station  has 
announced  the  addition  of  more 
than  40  hours  of  programming  to 
its  weekly  schedule  this  fall. 

•Sales     Manager    Kevin  B. 
Sweeney,  of  KFI-TV,  said  business 
held  up  well  during  the  summer, 
"exceeding  our  expectations,"  and 
prospects  point  to  a  healthy  fall. 
"Our  national  business  increased 
during  the  summer,  and  the  trend 
is  continuing  up,  with  local  busi- 
ness prospects  matching  the  up- 
surge," he  said.    Station  operates 
13    hours    daily,  Monday-Friday, 
,|with  a  slightly  curtailed  schedule 
[I  during  the  weekend.    KFI-TV,  like 
,j  nearly  every  other  Los  Angeles  sta- 
tion, plans  to  increase  Saturday 
I  and  Sunday  operation  to  accom- 
modate prospective  fall  business. 

KTTV  Sold  Out 
KTTV  is  "virtually  sold  out  in 
Class  A  night  time,  beginning  in 
I  late  October,''  according  to  Frank 
JjG.  King,  sales  manager,  who  added 
that  fall  business  will  triple  that 
I*  of  a  year  ago  in  dollar  volume. 
The  Los  Angeles  Times-CBS  sta- 
tion will  add  Saturday  program- 
Wing  during  football  season  begin- 
Ining  in  September  and  expects  to 
start    Sunday    daytime  program- 
ming shortly  thereafter. 

Mr.  King  stressed  that  "client 
interest  is  higher  than  ever,  despite 
'the  fact  that  KTTV  has  the  coun- 
try's highest  rates,  aside  from  New 
3  York  City." 

"To  me,"  he  added,  "this  indi- 
:';cates  that  advertisers  see  this  as 
a  prime  market  to  include  in  their 
television  planning." 

Robert  B.  Hoag,  sales  manager 
of  KTSL  (TV),  said  prospects  for 
fall  are  "real  good."  "We  are  so 
sold  out  that  we're  opening  up 
Saturday  starting  Sept.  16,"  he 
said.  Two  new  automotive  spon- 
sors have  signed  for  the  fall  and 
a  current  automotive  account  has 
renewed  its  schedule  on  the  Don 
Lee  station  which  is  also  affiliated 
^with  DuMont,  he  said. 

"Dollar-wise,  we  have  made  great 
strides  over  last  year,"  said  Thomas 
B.  McFadden,  general  manager  of 
IKNBH  (TV),  owned-and-operated 
NBC  station,  and  he  predicted  it 
I  would  continue  at  an  accelerated 
tempo.   "In  terms  of  sales,  business 
ijis  150%  better  than  last  year  this 
'Itime  and  we  have  a  wonderful  line- 
Tip  of  advertisers  on  our  schedule 
Jpfor   fall.     Television  competition 
here  is  the  most  severe  in  the  coun- 
,try.    It  can  only  result  in  better 
programming  and  better  service  to 
'the  viewers."  KNBH  will  expand 
operation  schedule  starting  in  late 
September. 

Robert  Laws,  ABC  Western  Di- 
vision sales  manager,  declared: 
f'With  network  programs  occupy- 
ling  the  bulk  of  Class  A  time  both 


Mr.  McFadden 


Mr.  Davis 


on  KECA-TV  Los  Angeles  and 
KGO-TV  San  Francisco,  the  two 
ABC-owned-and-operated  stations 
are  planning  an  increase  in  opera- 
tional hours  with  particularly 
strong  commercial  prospects."  He 
foresees  all-out  competition  for  au- 
dience in  the  Los  Angeles  area  and 
says  there  will  be  "drastic"  changes 
in  the  ratings  picture  as  a  result. 

Frank  Rhylick,  radio-television 
director  of  Ross,  Gardner  &  White 
Adv.,  said  it  is  difficult  to  get  good 
TV  spot  availabilities  in  the  South- 
ern California  area.  He  believes 
the  majority  of  advertisers  will 
continue  and /or  increase  video  ap- 
propriations, depending  upon  gov- 
ernment restrictions  and  shortages. 
Expanding  TV  accounts  include 
Sees  candy  stores,  Vimcar  Sales  Co. 
(hardware),  GE  Supply  Corp.  and 
King's  French  Dressing. 

Several  clients  of  Hixson  &  Jor- 
gensen  Inc.  are  increasing  fall 
budgets  to  include  TV,  while  others 
are  standing  pat,  according  to  H. 
D.  Walsh,  vice  president  and  radio- 
television  director.  He  forecast  no 
cuts  in  radio  budgets.  Accounts 
include  General  Controls  Inc.,  W.  J. 
Voit  Rubber  Co.,  Affiliated  Gas 
Equipment  Inc.  and  Richfield  Oil 
Corp. 

Spending  $50,000  per  week  for 
spot  TV  and  radio  for  four  ac- 
counts nationally,  Cowan-Whit- 
more  Adv.  will  increase  the  appro- 
priation to  $100,000  weekly  starting 
in  October  and  continuing  through 
Christmas,  according  to  Harold 
Cowan,  president.  Some  90%  of 
the  budget  is  earmarked  for  video, 
with  the  balance  spot  radio,  he  said. 
Accounts  include  Instant  Foto  Co., 
Morris  Metric  Slicer  Co.,  Magic 
Plastic  Towel  Co.,  Endure  Co. 
(nylon  hosiery  preserver). 

Wynn  Film  Spots 

Wynn  Oil  Co.,  Azusa,  Calif, 
(friction  proofing  oil),  through 
BBDO,  Los  Angeles,  has  TV  film 
spots  on  25  stations  that  will  con- 
tinue into  winter.  This  is  in  addi- 
tion to  spots  on  40  radio  stations. 
Both  are  co-op. 

Louis  Milani  Foods  Inc.  (salad 
dressing)  anticipates  no  changes 
in  budget  plans  currently,  accord- 
ing to  Marketers  Inc.,  servicing  ac- 
count, and  will  continue  TV  spots 
on  11  stations,  with  radio  in  four 
markets. 

Dohrmann  Products  (Dohrma- 
Seal  weather  proofer  and  allied 
products)  has  spot  television  and 
radio  under  consideration  through 
Vick  Knight  Inc.  Newport  Soap 
Co.,  Oakland,  Calif.,  through 
Erwin,  Wasey  &  Co.,  Los  Angeles, 
may  also  include  TV  to  advertise 
a  new  product. 

Several  clients  of  Walter  Mc- 
Creery  Inc.  utilize  TV  station  time 


and  "plans  of  others  call  for  use  of 
the  medium  this  fall,"  according  to 
Mr.  McCreery.  He  believes  unset- 
tled world  conditions  will  lead  to 
a  seller's  market  once  again,  and 
as  result,  "desirable  TV  spots  will 
be  invaluable"  to  clients. 

Hoffman  Television  Corp.  (re- 
ceiver sets),  with  TV  program 
schedules  on  stations  in  10  major 
markets,  on  start  of  Pacific  Coast 
Conference  football  season,  in  addi- 
tion will  sponsor  telecasting  of 
some  30  games  in  Los  Angeles,  San 
Francisco  and  Seattle.  Hoffman 
also  buys  local  spot  radio  on  a 
dealer  co-op  basis. 

Although  Ice  Follies  continues  a 
heavy  buyer  of  local  radio  time  in 
20  cities  during  its  national  tour 
starting  Sept.  7,  Walter  McCreery 
Inc.  estimates  30%  of  its  advertis- 
ing budget  will  be  spent  on  TV. 
National  Fidelity  Insurance  Co.  is 
increasing  TV  film  spot  schedules 
but  will  maintain  local  radio. 

Mogge's  Views 

Greatest  need  in  television  is  a 
single  audience  measurement  serv- 
ice using  a  sample  large  enough 
for  accurate  projection,  according 
to  Norton  W.  Mogge,  president  of 
Mogge-Privett  Inc.  which  has  some 
17  television-radio  using  national, 
regional  and  local  accounts.  Trend 
is  upward  in  TV  and  daytime  radio 
for  clients  of  his  agency,  he  stated. 

Advertising  budgets  of  many 
Davis  &  Co.  clients  have  been  in- 
creased substantially  over  those  of 
last  year  and  AM  spot  radio  users 
are  adding  TV  to  their  schedules, 
according  to  Robert  J.  Davis  Jr., 
television  director.  He  believes  ra- 
dio and  television  can  complement 
each  other. 

Accounts  include  Scudder  Food 
Products,  Pacific  Coast  division  of 
Wilson  &  Co.,  White  Rock  Bottlers 
Co.,  Popcorn  Processors  Inc.  and 
Bluebird  Potato  Chips  Inc. 

"Dollar  for  dollar,  we  are  firm 
believers  in  TV  as  a  sound  produc- 
tive medium,"  said  Hilly  Sanders, 
vice  president  in  charge  of  radio 
and  television  for  Dan  B.  Miner 
Co.  "Results  for  our  clients  have 
been  fabulous."  No  cutbacks  have 
been  made  in  radio  appropriations. 
Miss  Sanders  believes  TV  and  ra- 
dio "wisely  combined  and  used  to- 
gether" can  produce  greater  results 
than  either  medium  alone. 


BLOCK  SPONSORS 

CBS-TV  Mystery 

BLOCK  Drug  Co.,  New  York 
(Amm-i-dent  toothpaste  and  pow- 
der), will  sponsor  Amm-i-dent 
Mystery  Playhouse  on  CBS-TV, 
Tues.,  10-10:30  p.m.  starting  Sept. 
19  [Broadcasting,  Aug.  14].  Mar- 
tin Ritt  and  Yul  Brynner  have 
been  signed  as  producer  and  di- 
rector, respectively. 

The  company  will  continue  to 
sponsor  its  daytime  radio  show 
Quick  As  a  Flash  on  ABC. 

The  combination  replaces  the 
company's  sponsorship  last  year 
of  Buriis  &  Allen  show.  Cecil  & 
Presbrey,  New  York,  is  agency. 


Cable  Television 
comes  to  the 


CAROLIMS 


SEPTEMBER  30th 


CHICAGO 


New  selling  power  for  you  in  the 
Carolinas  is  assured  with  the 
activation  of  the  co-axial  cable. 

August  set  sales,  greatest  In 

the  stations'  1 3-month  history, 

increase  your  audience  potential. 

Direct,  simultaneous  programs 

from  the  four  networks  multiply  ^j^ 

viewer  interest. 


nouj  SERVinc  over 
22,000  TV  roiniEiES 


UIBTV 


CHHRLOTTE,  n.  C. 

Jefferson  Standard  Broadcasting  Company 

Represented  Nalionally  by  Radio  Sales 


(broadcasting    •  Telecasting 
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INTERCITY 


AT&T -Network  Meet 
Recesses 


TV  Network  Clients  for  October 

(Continued  from  page  53) 


MEETINGS  on  TV  intercity  program  transmission  facilities,  in  prog- 
ress on  a  day-after-day  basis  since  the  first  of  the  month,  were  recessed 
Wednesday  when  AT&T  officials  informed  the  committee  of  TV  net- 
work executives  that  they  would  like  time  to  study  their  detailed  pro- 
posals for  the  allocation  of  the  _^  


telephone  company's  limited  TV 
channels  during  the  last  three 
months  of  this  year. 

The  recess  is  "definitely  tempo- 
rary," a  Bell  System  spokesman 
assured  Telecasting.  Agreements 
on  allocation  of  facilities  in  a  num- 
ber of  areas  already  have  been 
worked  out  by  mutual  concession  of 
the  network,  he  said.  As  soon  as 
the  various  plans  have  been  ana- 
lyzed and  studied,  the  group  will  be 
reconvened  in  the  hope  that  the  re- 
maining allocation  problems  may 
also  be  resolved  by  mutual  agree- 
ment. 

Technically,  it  is  up  to  AT&T 
to  allocate  its  facilities  among  ap- 
plicants as  it  sees  fit,  but  to  try 
to  do  so  fairly  among  the  four  TV 
networks  has  been  a  difficult  prob- 
lem. Only  one  or  two  channels  are 
available  for  video  program  trans- 
mission to  certain  cities  to  which 
all  networks  would  like  to  provide 
program  service  and  the  network 
advisory  committee  was  set  up  to 
aid  in  its  equitable  solution. 

Demands  Increase 

Television's  growth  in  the  past 
year  has  increased  the  demands 
of  all  networks  for  more  time 
throughout  the  entire  intei'con- 
nected  network  area,  aggravating 
an  already  difficult  allocation  prob- 
lem and  producing  some  conference 
sessions  that  were  described  by 
participants  as  more  stormy  than 
calm.  A  disagreement  as  to  the 
basic  philosophy  of  the  allocation 
plan — the  networks  with  the  most 
time  sold  wanting  proportionate 
priorities  and  the  others  wanting 
an  opportunity  to  go  on  selling — 
has  further  agitated  the  situation. 

And  there  have  been  numerous 
subsidiary  problems.  For  instance, 
the  two  radio  relay  circuits  avail- 
able for  program  transmission  from 
New  York  to  Boston  have  in  the 
past  been  contracted  for  by  NBC- 
TV  which  has  provided  a  more  or 


RADIO  and  TV  STATIONS 

Profits  Depend  on 

Efficient  Personnel 

Our  Graduates  are 
Checked  for 

Ability  and  Enthusiasm 
Appearance  and  Personality 
Integrity  and  Showmanship 
Trained  bv  .  .  . 

Network  Professionals 
Trained  to  . 

Do  more  than  one  job  well 
Understand  your  operational 
problems 
Trained  with 

Complete  TV  and  Radio 
Commercial  Equipment 
Trained  under 

Actual  Broadcast  Conditions 
for  Promot  Free  Service 
Call,  Write,  or  Wire 
Personnel  Division 

SCHOOL  of  RADIO  TECHNIQUE 

316  West  57  St..  N.  Y  •  PLaza  7  3?1? 


less  exclusive  service  to  WBZ-TV 
Boston,  and  by  WNAC-TV  Boston, 
which  has  received  programs  from 
the  ABC,  CBS  and  DuMont  TV  net- 
works. The  question  has  been 
raised  as  to  whether  WNAC-TV, 
as  a  recipient  rather  than  an  orig- 
inator of  network  TV  programs, 
should  be  allowed  to  purchase  one 
of  the  two  available  channels. 
There  also  has  been  discussion  as 
to  the  propriety  of  the  NBC-WBZ 
video  relationship  and  whether  as 
a  practical  if  not  contractual  ex- 
clusive affiliation  arrangement  it  is 
not  in  violation  of  the  FCC  rules 
against  such  exclusivity. 

The  majority  feeling  has  report- 
edly been  that  such  matters,  im- 
portant though  they  may  be,  are 
not  properly  part  of  the  immediate 
discussion  which  apply  to  tariff 
considerations  rather  than  to  net- 
work-station relationship. 

It  is  understood,  however,  that 
the  possibility  of  an  appeal  to  the 
FCC  has  been  considered  if  the 
final  allocations  are  unsatisfactory 
to  all  networks.  When  the  meet- 
ings broke  up  last  Wednesday,  a 
rumor  quickly  sprang  up  that  this 
already  had  been  done.  But  net- 
work conferees,  in  denying  the 
rumor,  pointed  out  that  no  appeal 
to  the  Commission  can  properly  be 
made  until  AT&T  has  promulgated 
definite  allocations  to  which  one 
or  more  of  the  networks  might 
want  to  object  and  to  try  to  have 
overruled. 

A  report  that  DuMont  had  sent 
a  seven-page  letter  to  the  FCC  was 
similarly  denied  by  that  network, 
which  explained  that  the  rumor 
apparently  stemmed  from  a  three- 
page  confidential  memo  distributed 
to  members  of  the  conference 
group.  An  FCC  observer  at  the 
sessions  received  a  copy  of  this 
memo,  the  DuMont  spokesman  said, 
but  only  for  his  information  and 
not  in  any  sense  as  an  appeal  for 
any  official  action. 


CBC  Governors  To  Meet 

TELEVISION  for  Vancouver,  and 
perhaps  for  other  sections  of  Can- 
ada, and  recommendations  for  TV 
licenses  to  independent  station  op- 
erators, are  expected  to  be  major 
items  of  business  at  the  September 
meeting  of  the  board  of  governors 
of  Canadian  Broadcasting  Corp. 
Meeting  is  being  held  at  Vancou- 
ver, Sept.  19-20,  and  it  is  under- 
stood that  Vancouver  AM  stations 
will  press  for  permission  to  start 
a  TV  outlet  at  Vancouver,  since 
CBC  is  not  planning  such  outlet 
at  present. 


Sponsor  Program 

Armour  &  Co. 
Armstrong  Cork  Co. 
Arnold  Bakers 
Atlantic  Refining  Co. 
Avco  Mfg.  Co. 


Gross  Time 
Charges 
October  Net- 
1949  work 


No.  of  Hours 
Stations   per  week 
'49     '50     '49  '50 


P.  Ballentine  &  Sons 

Barbasol  Co. 
Bell  &  Howell  Co. 
Bendix  Home  Appliances 
Benrus  Watch  Co. 
Best  Foods  Inc. 
Bigelow-Sanford  Carpet 
Co. 

Bloch  Bros.  Tobacco  Co. 

Bonaflde  Mills  Inc. 
Bond  Stores  Inc. 

Block  Drug  Co. 
Bristol-Myers  Co. 

Brown  Shoe  Co. 
Bymart  Inc. 
Campbell  Soup  Co. 
Canada  Dry  Ginger  Ale 
Inc. 

Carter  Products  Co. 
Chesebrough  Mfg.  Co. 

Cities  Service  Co. 
Chrysler  Corp. 


Colgate-Palmolive  -  P  e  e  t 
Co. 


Columbia  Records  Inc. 
Consolidated  Cigar  Corp. 
Congoleum-Nairn 
Drug    Store  Television 
Productions 

Allen  B.  DuMont  Labs 


Electric  Auto-Lite  Co. 

Emerson  Radio  &  Phono- 
graph Corp. 

Esquire  Boot  Polish 

Firestone  Tire  &  Rubber 
Co. 

Food     Store  Programs 

Corp. 
Ford  Motor  Co. 


General  Electric  Co. 
General  Foods  Corp. 


General  Mills 
General  Motors  Corp. 


General  Shoe  Corp. 

A.  C.  Gilbert  Co. 
Gillette  Safety  Razor  Co. 

B.  F.  Goodrich  Co. 

Goodyear  Tire  &  Rubber 
Co. 

Gospel  Broadcasting 
Assn. 


Green  Giant  Co. 
Gruen  Watch  Co. 
Gulf  Oil  Corp. 

Homecraft  Publishing 
Co. 

Household  Finance  Corp. 
Hudson  Motor  Car  Co. 
International  Cellucot- 

ton  Products  Co. 
International  Latex 
International  Shoe  Co. 

International  Silver  Co. 
Ironrite  Ironers  Corp. 

S.  C.  Johnson  &  Sons 
Walter  H.  Johnson  Candy 
Co. 

Kellogg  Co. 


Stars  Over  Hollywood  — 

Circle  Theatre  — 

Robert  Q.  Lewis  — 

Football  Games  — 

This  Is  Show  Business  24,645 

Who  Said  That?  32,400 

Show  of  Shows  — 

Boxing  Bouts  22,800 

Believe  It  or  Not  — 

Week  in  Review  4,900 

Action  Autographs  6,740 
Chance  of  a  Lifetime  — 

Show  of  Shows  — 

Penthouse  Party  — 

Bigelow  Show 
Fishing  &  Hunting 

Club  7,920 

Versatile  Varieties  27,000 

Sport  Highlights  4,894 

Hands  of  Mystery  — 

Mystery  Playhouse  — 

Lucky  Pup  7,424 

Break  the  Bank  15,870 

Smilin'  Ed  McConnell  — 

Una.  — . 

Jack  Carter  Show  — 

Super  Circus  11,208 

Sing  It  Again  — 

Roller  Derby  9,081 

Greatest  Fights  9,760 

Band  of  America  11,925 
Treasury  Men  in 

Action  — 

Groucho  Marx  Show  — 

Howdy  Doody  17,160 

Comedy   Theatre  20,910 

Colgate  Scoreboard  — 

Show  Goes  On  — 

Plainclothesman  — 

Garroway  at  Large  — 

Cavalcade  of  Stars  25,600 

Cavalcade  of  Bands  — 

The  O'Neills  10,920 
Morey  Amsterdam 

Show  21,265 

Suspense  14,665 

The  Clock  — 

Hold  That  Camera  — 

Voice   of   Firestone  20,550 

Star  Time  — 

Toast  of  the  Town  34,850 

Ford  Theatre  9,100 

Ford  Star  Revue  — 

Kukla,  Fran  &  Ollie  — 

Fred  Waring  Show  41,500 

Aldrich  Family  19,800 

Hopalong  Cassidy  — 

Mama  15,780 

The  Goldbergs  18,631 

Lone  Ranger  17,868 

Una.  — 

Inside  USA  12,150 

Football  Games  14,438 

Television  Theatre  32,550 

Roller  Derby  5,250 

CBS  News  20,280 

Fireball  Fun-For-AU  44,950 

Acrobat  Ranch  — 

Roar   of  the   Rails  5,440 

Boxing  Bouts  9,840 

Arthur  Godfrey  — 

Celebrity  Time  20,541 

Celebrity  Time  — 

Whiteman  Goodyear 

Revue  — 

Old-Fashioned  Re- 
vival Hour  — 
Una.  — 
Blind  Date  — 
We,  the  People  14,880 
We,  the  People  — 
Wrestling  Scene  — 
Wrestling  Interviews  — 
People's  Platform  13,260 
Billy  Rose's  Playbill  — 

Fun  for  the  Money  9,048 

Look  Your  Best  — 

Howdy  Doody  9,540 

Super  Circus  — 

Silver  Theatre  30,741 
Hollywood  Screen 

Test  — 

Jack  Carter  Show  — 

Captain  Video  — 

Irene  Wicker  14,280 

Tom  Ranger  — 

Howdy  Doody  — 


NBC 
NBC 
CBS 
NBC 
CBS 
NBC 
NBC 
CBS 
NBC 
CBS 
ABC 
ABC 
NBC 
ABC 


46 
48 


12 
40 
5 
12 


46 
31 


33 

35 
56 


—  2 


l/4t 
V- 


—  10] 


Vz 


26,825    CBS     33  — 


DuM 

NBC 

NBC 

DuM 

CBS 

CBS 

NBC 

NBC 

CBS 

NBC 


6 
36 
16 


11 
18 


36 

—  5 

11 

15 

12 

44 

13 

60 

41 


Vz 

Vz 

min. 


'/4 

Vz 


Vz 
Vz 
54 
Vz 
Vz. 
Vz 
Vs 


ABC 

30 

25 

Vz 

Vz 

CBS 

15 

Vi 

ABC 

10 

Vz 

NBC 

14 

32 

Va 

Va 

NBC 

17 

Vz 

ABC 



62 

Vz 

NBC 



56 

Vz 

NBC 

21 

31 

Vz 

% 

NBC 

21 

58 

Vz 

1 

DuM 

35 

—  10  min. 

CBS 

45 

DuM 

14 

— 

vl 

NBC 

— 

47 

Vz 

DuM 

18 

19 

1 

1 

DuM 

18 

1 

DuIW 

XX. 

1.^ 

— 

DuM 

31 

— 

Vz 

CBS 

16 

23 

Vz 

Vz 

NBC 

31 

— 

DuM 

— 

34 

Vz 

NBC 

18 

34 

Vz 

V" 

DuM 



34 

1 

CBS 

20 

33 

1 

1 

CBS 

11 

30 

Vz% 

Vzi 

NBC 

45 

1 

NBC 



55 

Vz 

CBS 

27 

1 

1 

NBC 

17 

29 

Vz 

Vz 

NBC 

25 

1 

CBS 

14 

Vz 

Vz 

CBS 

15 

— 

Vz 

Vz 

ABC 

26 

Vz 

ABC 

55 

Vz 

CBS 

30 

%t 

DuM 

20 

42 

ZVz 

NBC 

35 

— 

Vz 

ABC 

4 

1 

CBS 

8 

— 

% 

VA 

NBC 

38 

1 

ABC 

40 

Vz 

CBS 

15 

% 

NBC 

24 

54 

Vz 

Vt 

CBS 

47 

Vi 

ABC 

26 

Vz 

CBS 

46 

Vz 

ABC 

41 

Vz 

ABC 

39 

Vz 

ABC 

18 

Vz 

ABC 

26 

14, 

CBS 

20 

Vz 

NBC 

44 

Vz 

DuM 

13 

5  min. 

ABC 

13 

5  min. 

CBS 

11 

15 

Vz 

Ti 

ABC 

59 

Vz 

ABC 

9 

Vz 

CBS 

25 

ZVz 

NBC 

24 

45 

% 

Vi 

ABC 

13 

%t 

CBS 

30 

V" 

ABC 

10 

Vz 

NBC 

30 

Vz 

DuM 

11 

1 

ABC 

13 

Vz 

CBS 

12 

% 

NBC 

31 

Vz 

Una. — unavailable  at  this 
time 


t  1    hour    every  other 
week 
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August  28,  1950 


Vz   hour   every  other 
week 

BROADCASTING    •  Telecasting 


Sponsor 
Kroger  Co. 

Lamont,  Corliss  &  Co. 
Lever  Bros.  Co. 


Libby,  McNeill  &  Libby 
Liggett  &  Myers  Tobacco 


Lionel  Corp. 
P.  Lorillard  Co. 


1  Luden's 
M  i&  M  Ltd. 
Magnavox 

Maiden    Form  Brassier 
Co. 

Manhattan  Soap  Co. 
Mars  Inc. 

C.  H.  Masland  &  Sons 
Mason,   An    &  Magen- 

heimer.  Confectionery 

Mfg.  Co. 
I  Miles  Labs 

Minnesota  Mining  &  Mfg. 
Co. 

Mohawk  Carpet  Mills 
i  Jules  Montenier  Inc. 
Philip  Morris  &  Co. 


I  Nash-Kelvinator  Corp. 


National  Dairy  Products 
Nestles 

Olney  &  Carpenter 
Owens  -  Corning  Fiber- 
glass Corp. 
Pabst  Brewing  Co. 

Packard  Motors 
Pal  Blade  Co. 
Peter  Paul 
Pepsi-Cola  Co. 
Pharma-Craft  Corp. 
Philco  Corp. 

Phillips  Packing  Co. 
Pillsbury 

Procter  &  Gamble  Co. 


Quaker  Oats  Co. 
RCA 

i,R.  J.  Reynolds  Tobacco 


Riggio  Tobacco  Co. 
Ronson  Art  Metal  Works 
Rosefield  Packing_  Co. 
Schenlev  Industries 
Scott  Paper  Co. 
iSeeman  Bros. 

|W.  A.  Shaeffer  Pen  Co. 
SOS  Co. 


Program 


Gross  Time 
Charges 
October 
1949 


Net- 
work 


No.  of 
Stations 
'49  '50 


Hours 
per  week 
'49  '50 


Speidel  Corp. 

Standard  Oil  Co. 
diana 


of  In- 


Standard  Oil  Co.  of  New 
Jersey 


i  Snow  Crop  Marketers 
:  Sterling  Drug  Inc. 

'Sun  Dial  Shoes 
Sylvania  Electric  Co'rp. 
Sun  Oil  Co. 

( Swift  &  Co. 
Stokely-Van  Camp 
Texas  Co. 

Tidewater  Associated 
Oil  Co. 

Time  Inc. 

Trimount  Clothing  Co. 
Unique  Art  Mfg.  Co. 
;U.  S.  Rubber  Co. 
U.  S.  Tobacco  Co. 

Wander  Co. 
Westinghouse  Electric 

Corp. 
Whitman 

Wine  Corp.  of  America 
Wine  Advisorj'  Board 
Wildroot  Co. 
Young  People's  Church 

of  the  Air 
Wm.  Wrigley  Jr.  Co. 


Alan  Young  Show 

CBS 

— 

18 

— 

1/^ 

Mr.  I.  Magination 

CBS 

17 

i^ouirey  s  xaient 

S  couts 

CBS 

8 

38 

Lux  Theatre 

CBS 

29 

Big  Town 

CBS 

— 

29 

— 

Vz 

The  Clock 

28,320 

NBC 

42 

— 

Auction-Aire 

7,080 

ABC 

5 

— 

il 

— 

Godfrey  &  His 

Friends 

47,600 

CBS 

45 

49 

1 

Perry  Como 

— 

CBS 



60 



% 

Supper  Club 

20,970 

NBC 

39 

— 

Joe  Di  Maggio  Show 

NBC 

35 

Vz 

Stop  the  Music 

14,593 

ABC 

27 

52 

14 

Vz 

Original  Amateur 

Hour 

36,200 

NBC 

26 

56 

1 

1 

The  Web 

CBS 

26 

Sing  It  Again 

CBS 

13 

14 

Super  Circus 

— 

ABC 

— 

18 

— 

1/4- 

Magnavox  Theatre 

CBS 

17 

Vz- 

Vanity  Fair 

3,360 

CBS 

3 

Vz 

One  Man's  Family 

NBC 

35 

Vz 

Howdy  Doody 

11,100 

NBC 

22 

41 

V4 

% 

At  Home  Party 

11,320 

CBS 

17 

41 

V4. 

Chester,  the  Pup 

ABC 

12 

Quiz  Kids 

20,700 

NBC 

18 

28 

V2 

Vz 

Show  of  Shows  — 
Mohawk  Showroom  61,540 
What's  My  Line?  — 
Candid  Camera  12,600 
Horace  Heidt  — 
Ruthie  on  the  Tele- 
phone 28,105 
Truth  or  Consequences  — 
Homemakers  Ex- 
change 8,640 
Morton  Downey  — 
Airflyte  Theatre  — 
Kukla,  Fran  &  Ollie  46,350 
Kraft  TV  Theatre  32,200 
Una.  — 
Homemakers  Exchange  — 

Vanity  Fair  — 
Life  of  Riley  27,900 
Boxing  Bouts  — 
Holiday  Hotel  — 
Pal  Headlines  8,115 
Hank  McClune  Show  — 
Faye  Emerson  — 
Sugar  Bowl  — 
Philco  TV  Playhouse  53,100 
Don  McNeill  TV  Show  — 
Lucky  Pup  7,024 
Godfrey  &  His 

Friends  — 
Fireside  Theatre  16,920 
Shubert  Musicals  — 
Beulah  — 
Americana  — 
Kukla,  Fran  &  OlUe  97,245 
Man  Against  Crime  13,260 
Vaughn  Monroe  Show  — 
Camel  News  Caravan  64,160 


Leave  It  to  the  Girls  — 
Twenty  Questions  — 
Captain  Video  — 
Roller  Derby  10,784 
Dione  Lucas  4,400 
Vanity  Fair  3,360 
I  Cover  Times  Square  — 
This  Week  in  Sports  6,080 
Show  of  Shows  — 
Homemakers  Exchange  — 
Ed  Wynn  Show  21,040 
Tele  Theatre  — 


NBC 
NBC 
CBS 
CBS 
CBS 

CBS 
CBS 

CBS 
CBS 
CBS 
NBC 
NBC 
NBC 
CBS 

CBS 
NBC 
CBS 
ABC 
ABC 
NBC 
CBS 
ABC 
NBC 
ABC 
CBS 

CBS 
NBC 
NBC 
ABC 
NBC 
NBC 

CBS 
CBS 
NBC 
NBC 
ABC 
DuM 
ABC 
CBS 
CBS 
ABC 
CBS 
NBC 
CBS 
CBS 
NBC 


—  35 
23  41 

—  33 
9  — 

—  46 

8  — 

—  46  — 


— 10  min. 

Wa  % 

—  Vz 
Vz  — 

—  Vz 

25  min.  — 

Vz 


—  "3 
39  — 


15 


34 
22 


5min.  5min. 

—  Vz 

—  Vz 

1  1 
1  1 

—  Vz 

—  1  min. 

—  10  min. 


—  30 

—  46 
25     —  5  min. 


1 

Vz 


47 
10 

19 

44 
11 

22 


31 
43 
23 
60 
39 


58 
31 
29 
60 
32 
55 

45 
35 
36 
9 
11 
11 
14 


—  Vz 


1  /  A 
—  '■/■%  T 


13 

5  — 
3  — 

—  15 

6  — 

—  35 

—  18 
23  — 

—  42 


1 


IVz 

— 


Vz 

% 

Vz 


V4J 
1 
1 


% 

Vz 
Vz% 
Vz 
Vz 

1 

Vz 
Vz 

Vz 
Vz 
Vz 
Vz 


—  Vz 

%  — 

— 10  min. 

—  1  min. 


Navy-Notre  Dame 

Game* 
Wayne  King  Show 

Tonight  on  Broad- 
way 

Alan  Young  Show 
Football  Games 
Show  of  Shows 
OK  Mother 
Sing  It  Again 
Lucky  Pup 
Beat  the  Clock 
Football  Games 
Football  Highlights 
Super  Circus 
The  Little  Show 


Broadway  to  Holly- 
wood — 
Crusade  in  Europe  20,796 
Amazing  Dr.  Polgar  10,359 
Howdy  Doody  8,520 
Lucky  Pup  8,176 
Martin  Kane,  Private 

Eye  22,230 

Howdy  Doody  — 

Studio  One  43,350 

Show  of  Shows  — 

Can  You  Top  This?  — 

Dione  Lucas  4,440 

Show  of  Shows  — 

Youth  on  the  March  10,289 

Gene  Autry  — 


11,475 

CBS 

7 

3 

5,910 

NBC 

8 

13 

Vz 

Vz 

15,006 

CBS 

13 

Vz 

CBS 

25 

Vz 

CBS 

21 

Z% 

NBC 

47 

Vz 

DuM 

4 

2  I/a 

CBS 

13 

Vz 

CBS 

9 

% 

CBS 

20 

Vz 

26,308 

ABC 

17 

2% 

ABC 

14 

Vz 

5,810 

ABC 

10 

Vz 

NBC 

27 

Vz 

41,200 

NBC 

32 

37 

1 

1 

DuM 
ABC 
CBS 
NBC 
CBS 

NBC 
NBC 

CBS 
NBC 
ABC 
CBS 
NBC 

ABC 
CBS 


—       2  — 


33 
33 
21 
14 

26 


Vz 

25  min.  — 

—  10  min.  — 

—  %  — 

—  14  — 


45 
46 

47 

—  30 

—  23 
5  — 

—  30 


27 


12 


25 
7 


I'z  Vz 

—  Vi 

1  1 

—  10  min. 

—  Vz 
Vi  — 
— 10  min. 

Vz  Vz 

—  Vz 


*  One  Timer 

Vi   hour   every  other 
week 
Una. — Unavailable 


(<BROADCASTING  • 


1  hour  every  other 
week 

Telecasting 


NAB  District  Meetings 

Sept.  7-8:  Dist.  13,  Plaza  Hotel,  San 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 

Glenwood  Springs,  Col. 
Sept.    14-15:    Dist.    8,    Lincoln  Hotel, 

Indianapolis. 
Sent.    18-19:    Dist.    7,    Terrace  Plaza 

Hotel.  Cincinnati. 
Sept.  21-22:  Dist.  9,  Northernaire  Hotel, 

Three  Lakes,  Wis. 
Sept.  25-26:  Dist.  11,  St.  Paul  Hotel, 

St.  Paul. 

Sept.  28-29:  Dist.  10,  Chase  Hotel,  St. 
Louis. 

Oct.  2-3:  Dist.  12.  Tulsa  Hotel,  Tulsa. 
Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel, 

Bedford,  Pa. 
Oct.    9-10:    Dist.    1,    Somerset  Hotel. 

Boston. 

Oct.  12-13:  Dist.  2,  Ten  Eyck  Hotel, 
Albany,  N.  Y. 

Oct.  26-27:  Dist.  6,  Roosevelt  Hotel, 
New  Orleans. 

Nov.  2-3:  Dist.  4,  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At- 
lanta. 


Aug.  30-Sept.  2:  Western  Assn.  of 
Broadcasters,  Jasper  Park  Lodge,  Jas- 
per, Alta. 

Sept.  9:  West  Virginia  AP  Radio  Assn., 
White  Sulphur  Springs. 

Sept.  18-21 :  Financial  Public  Relations 
Assn.  Convention,  Hotel  Statler,  Bos- 
ton. 

Sept.  19-20:  Canadian  Broadcasting 
Corp.  Board  of  Governors,  Van- 
couver. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition,  69th  Regiment 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn. 
of  National  Advertisers,  Drake  Hotel, 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler,  New  York. 

Sept.  30-Oct.  7:  Canadian  Radio  Week. 

Oct.  5:  Second  International  Advertis- 
ing Convention,  Hotel  Plaza,  New 
York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver- 
tising and  sales  promotion  confer- 
ence. Columbus. 

Oct.  9-March  19:  Advertising  &  Selling 
Course.  Advertising  Club  of  New 
York,  New  York. 

Oct.  18-21 :  NBC  Annual  Affiliates'  Meet- 
ing, Greenbrier  Hotel,  White  Sulphur 
Springs,  W.  Va. 

Oct.  22-24:  10th  District  convention  of 
Advertising  Federation  of  America, 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  of 
Broadcasters,  Mid-Pines  Club,  South- 
ern Pines,  N.  C. 

Oct.  30-Nov.  1:  Radio-Television  Mfrs. 
Assn.  and  Institute  of  Radio  Engi- 
neers, Hotel  Syracuse,  Syracuse, 
N.  Y. 

Nov.  16-18:  National  Assn.  of  Radio 
News  Directors  convention,  Hotel 
Sherman,  Chicago. 


WCAU-TV  Serial 

ONE  of  television's  first 
dramatized  daytime  serials 
will  be  launched  next  month 
on  WCAU-TV  Philadelphia, 
according  to  Charles  Vanda, 
vice  president  in  charge  of 
television  for  the  WCAU  sta- 
tions. Mr.  Vanda  said  top- 
grade  motion  picture  films 
will  be  used  and  serialized  by 
cutting  them  into  15-minute 
daily  segments.  The  films 
will  be  scheduled  Mon.-Fri., 
beginning  Sept.  11. 


AT&T  TARIFF 

Files  Charges  With  FCC 

TARIFF  CHANGES  to  provide 
for  interconnection  of  its  network 
television  audio  channels  with  those 
of  private  TV  broadcasters,  and  to 
broaden  its  interconnection  policy 
with  respect  to  intercity  video  chan- 
nels, were  filed  with  FCC  last  week 
by  AT&T. 

Where  the  former  tariffs  pro- 
vided for  interconnection  with 
broadcasters'  intercity  radio  relay 
video  channels  only  at  a  studio  or 
television  broadcasting  transmitter, 
the  new  ruling  permits  intercon- 
nection at  practicable  service  points 
on  existing  telephone  company 
channels,  where  FCC  has  author- 
ized operation  of  a  relay  channel 
by  the  broadcaster.  The  tariff 
stipulates,  however,  that  the  broad- 
caster shall  have  available  equip- 
ment and  personnel  necessary  to 
assure  testing  and  monitoring  at 
the  point  of  interconnection. 

The  provision  for  interconnection 
of  audio  channels  is  in  line  with 
FCC's  requirement  that  AT&T  link 
its  intercity  video  facilities  with 
those  of  private  broadcasters  to 
cover  areas  where  the  telephone 
company  does  not  yet  have  facili- 
ties to  provide  full  service. 


NEW  annex,  adjacent  to  main  build- 
ing, housing  workshop  and  storage 
space  for  sets  and  art  materials, 
added  at  WAAM  (TV)  Baltimore. 


now:.. 

DAILY  TV  SERVICE 
FROM  7:30  AM  'TIL 
AFTER  MIDNIGHT— 
IN  THE  MIDWEST'S 
2ND  LARGEST  TV 
MARKET. 

Choice  participations 
available  in  live  programs 
with  professional  falent. 

Htarting  Sept.  4th 

WLW-TELEVISION 
WLWT  WLW  D  WLW  C 
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fNSPECTiNG  tocation  of  New  Orleans'  first  department  store — D.  H.  hlolmes 
Ltd.,  which  recently  signed  for  one-hour  Shoppers'  Revue  on  WDSU-TV — 
are  (I  to  r):  Howard  Enders,  v.  p.,  Robert  J.  Enders  Adv.;  Edgar  B.  Stern  Jr., 
mng.  partner,  WD3U-TV;  Sidney  Donnaud,  Holmes  soles  prom,  mgr.;  Louis 
Read,  WDSU-TV  coml.  mgr. 


RESTING  between  shooting  of  NBC 
television  film  spots  to  be  used  to 
plug  fall  return  of  Milton  Berle  to 
the  network  are  (I  to  r):  Norman 
Blackburn,  director,  NBC  Western  TV 
operations;  Mr.  Berle,  and  Joseph  A. 
Thomas,  president.  Telefilm  Inc., 
Hollywood,  whose  firm  produced  the 
16  commercials. 


APPEARING  before  the  cameras  at 
WFAA-TV  Dallas,  four-year-old  Jill 
Higgins  runs  a  Pfaff  sewing  machine 
during  Bob  Stanford's  Wrestling 
Warm-up.  Telecast  resulted  in  36 
direct  sales  plus  many  queries  the 
next  day  for  Saxon  Sewing  Machine 
Co.,  Pfaff  distributor  in  nearby  Grand 
Prairie. 


WINNER  of  the  "Best  in  Design  Girl" 
for  television  contest  held  in  New 
York,  Elaine  Stuart  of  Upper  Mont- 
clair,  N.  J.,  is  congratulated  by  Paul 
V.  Galvin,  president  of  Motorola  Inc., 
sponsor  of  contest  in  connection  with 
showing  of  new  1951  TV  line.  Win- 
ner received  TV  console  and  network 
contracts. 


DISCUSSING  production  of  TV  film 
commercials  by  Five  Star  Productions, 
Hollywood,  for  S.  O.  S.  Co.  (scouring 
pads),  are  (I  to  r):  Alden  S.  (Bill) 
Nye,  TV  production  dir.,  McCann- 
Erickson;  Yvette  Reynard,  featured 
player;  Robbins  Milbank,  v.  p.,  M-E. 
S.  O.  S.  will  sponsor  segment  of 
NBC's  Saturday  Night  Revue. 


AT  Luxembourg  ceremonies  in  which  U.  S.  Ambassador  Perle  Mesta  and 
M.  Rene  Peulvey,  dir.  general.  Radio  Luxembourg,  are  presented  American 
Legion  gold  medal  for  distinguished  service  to  veterans,  are  (1  to  r):  M. 
Peulvey;  Lt.  Cmdr.  C.  Denby  Wilkes,  A.  L.;  Madam  Mesta;  Maj.  Benjamin 
Namm,   dir.,  Avco  Corp.,  who   presented   medal,   and   J.   Emelius,  mayor 

of  Luxembourg. 


Billings  Mount 

(Continued  from  page  53) 


able  to  offer  it  to  all  networks  on 
a  pooled  basis  without  making  any 
payment  at  all  for  time. 

Comparison,  advertiser  by  adver- 
tiser, program  by  program,  of  the 
video  commercials  broadcast  in 
October  a  year  ago  and  signed  to 
date  for  airing  in  October  of  this 
year,  is  shown  in  the  table  on  page 
53.  It  should  be  noted  that  the 
number  of  stations  reported  for 
each  commercial  program  for  Octo- 
ber 1950  is  based  on  orders  from 
clients,  not  all  of  which  have  been 
accepted  by  all  of  the  desired  sta- 
tions. Until  the  completion  of  allo- 
cation of  TV  network  facilities 
among  the  four  networks  and  until 
all  station  acceptances  are  in,  a 
final  station  count  is  impossible. 

By  Telecasting  estimates,  there 
were  2,574,486  television  sets  in 
use  in  October  1949.  There  prob- 
ably will  be  about  7,500,000  by 
October  of  this  year. 

The  most  common  fear  held  for 
television's  future  is  that  an  in- 
vigoration  of  the  nation's  rearma- 
ment program  might  arrest  its 
circulation  growth.  The  qualifica- 
tion— ".  .  .  unless  there's  a  worsen- 
ing of  the  international  situation" 
— was  inserted  in  forecasts  by 
many  industry  leaders  with  whom 
Telecasting  talked  last  week. 

War  Threat 

World  war  or  the  threat  of  it,  it 
was  feared,  would  change  the  de- 
velopment of  television  as  it  would 
the  whole  of  the  U.  S.  economy. 
Because  television,  more  than  any 
other  industry,  is  in  the  throes  of 
vast  expansion,  it  would  be  apt  to 
feel  a  belt-tightening  worse  than 
most. 

New  York  agency  men  are  en- 
thusiastic about  the  fall  television 
business.  Typical  opinions  are  ex- 
pressed in  the  following  state- 
ments : 

Lewis  H.  Titterton,  vice  presi- 
dent in  charge  of  radio  and  tele- 
vision production,  Compton  Adver- 
tising Inc.:  "The  Procter  &  Gamble 
Fireside  Theatre  will  very  soon 
complete  its  second  year  on  televi- 
sion and  we  are,  of  course,  antici- 
pating greatly  increased  use  of  this 
medium  as  developments  justify. 
The  films  for  exhibition  during  the 
balance  of  1950  have  already  been 
completed  and  work  is  proceeding 
on  the  films  to 
be  telecast  during 
the  first  six 
months  of  1951. 
A  great  many  of 
our  clients  are  us- 
ing  television 
commercial  spots 
of  varying  length 
with  excellent 
success." 

C.  H.  Cotting- 
ton,  vice  president 
in  charge  of  radio  and  television, 
Erwin  Wasey  &  Co.:  "This  year  we 
have  five  clients  using  TV  as  op- 
posed to  two  last  year.  We  rather 
think  that  television  will  continue 
to  progress  until  there  is  no  time 
available  and  that  could  easily 
occur  before  1951.    It's  the  opinion 


Mr.  Cottington 


also  in  this  shop  that  AM  radio  is 
not  dead  by  any  means  and  barring 
further  war  news,  television  will 
continue  its  up  and  onward  swing." 

Campbell-Ewald  Plans 

Winslow  H.  Case,  senior  vice 
president,  Campbell-Ewald  Co.: 
"As  matters  stand  at  the  present, 
Campbell-Ewald  Co.  plans  to  in- 
crease its  television  programming 
for  the  coming  year.  Of  course, 
war  developments  may  change  the 
picture  at  any  writing." 

Garth  Montgomery,  director  of 
television,  Kenyon  &  Eckhardt: 
"This  fall  we  will  have  Space  Ca- 
dets for  Kellogg,  three  times  a 
week,  one  hour-long  dramatic  show 
each  week  for  two  advertisers  on 
alternate  weeks.  Ford  and  Magna- 
vox,  plus  Toast  of  the  Town  for 
Mercury  Dealers.  This  amounts  to 
two  hours  and  45  minutes  per  week 
aside  from  spot  television  activity 
which  the  agency  will  produce. 
Among  the  latter  are  such  frequent 
spot  advertisers  as  Beechnut  Gum 
and  Hudnut." 

Don  McClure,  supervisor  of  TV 
production,  N.  W.  Ayer  &  Son: 
"Our  TV  billing  is  increasing  at  a 
greater  proportion  than  it  did  a 
year  ago.  We  now  have  20  active 
clients  in  television  and  a  number 
of  other  potential  advertisers  in- 
terested." 

'Powerful  Toor 

Herbert  B.  West,  head  of  tele- 
vision, BBDO :  "During  the  coming 
year  nearly  50  of  BBDO's  clients 
will  be  using  television.  To  us 
television  is  another  powerful  tool 
in  the  agency's  kit  of  methods  to 
create  a  favorable  public  impres- 
sion of  a  client's  goods  or  services. 
Television  has  passed  beyond  the 
stage  where  merely  to  use  it  was 
to  gain  attention  and  create  sales.  - 
Now  it  must  be  used  in  full  aware-  - 
ness  that  misdirected  efforts  can 
prove  as  disappointing  in  television 
as  they  can  in  any  other  medium. 
On  the  other  hand — since  television 
has  such  impact — good  use  of  tele- 
vision can  produce  breathtaking  re- 
sults. From  here  on  competition 
among  television  advertisers  will 
be  a  battle  of  wits  more  sharp  than 
has  ever  existed  in  advertising. 
Television  has  shown  that  it  has 
plenty  of  riches  to  give  to  the  wise." 
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UN  Standby 

TO  insure  viewers  of  up-to-the- 
minute  reports  on  crucial  meetings 
of  the  United  Nations  WAAM 
(TV)  Baltimore  has  arranged  to. 
have  its  network  service  on  standbyfe 
while  running  its  regular  after- 
noon programs.  When  he  deems 
necessary,  Program  Manager  Her- 
bert B.  Cahan  monitors  the  net-:|j| 
work  pool  and  orders  cutins  on 
local  studio  shows. 
BROADCASTING    •  Telecasting 
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film  report 


DRYER  &  WEENOLSEN  PRO- 
buCTIONS  INC.,  New  York,  an- 
j;iounces  acquisition  of  national  dis- 
jtribution  rights  to'  Disc  Jockett, 
'three-minute  silent  film  series  on 
Hsual  themes  to  accompany  com- 
liaentary  and  music  of  disc  jockey. 
[Thirty-two  now  available  in  half- 
hour  packages  of  six  films  on  spot 
basis.  Produced  in  Hollywood  by 
Stellar  Productions. 
I  Eastman  Kodak  Co.  has  new  fil- 
ter technique  to  improve  television 
images  transmitted  from  motion 
picture  film.  Process  uses  filter  of 
mfra-red  absorbing  glass  and  in- 
terference filter  placed  between 
projection  light  which  takes  out 
Infra-red  and  red  wavelengths  of 
N^isible  spectrum.  Results:  Better 
[TV  picture  tone  production  and 
greater  ease  of  operation  of  camera 
quipment,  company  said. 


NBC   contracts  with  Ted  Esh- 
paugh  Studios  Inc.,  New  York,  for 
13  15-minute  TV  films  featuring 
.jlack   Barry    and   Joe  DiMaggio, 
i5ponsorship  Lionel  Trains.  First 
two  series  filmed  immediately  with 
,Phil  Rizzuto  and  Ham  Fisher  as 
guests  of  Ml-.  DiMaggio.  .  .  .  Frank- 
lin Television  Productions,  Holly- 
Wood,  has  completed  first  of  series 
ji)f  hour-long  western  films  for  TV, 
Vidventures  of  the  Texas  Kid. 
I    Consolidated  Television  Produc- 
.fions  Inc.,  Los  Angeles,  granted 
iirights  by  KTTV  (TV)  Los  Angeles 
ti;o  filming  of  Buster  Keaton  Show. 
Shooting  to  start  within  few  weeks. 
i3alf-hour  program  to  be  done  in 
pSmm  sound  and  picture.  Station 
iwill  have  first  refusal  rights.  Mai 
St.  Clair  will  direct  show;  Clyde 
3ruckman  is  writer-producer.  J. 
Bert  Easley  is  president  of  Con- 
solidated. .  .  .  KTTV  (TV)  also  has 
.Purchased  50  feature  length  films 
jTom   Film   Equities    Corp.,  New 
itifork,  for  showing  on  Movie  Gems 
orogram.    Included:  "Little  Men," 
'Moonlight  Sonata,"  "Ellis  Island," 
ind  "Shanghai  Gesture." 


Atlas  Film  .Corp.,  Oak  Park,  111., 
aas  opened  Chicago  branch  sales 
md  screening  office  under  super- 
nsion  of  television  director,  Nor- 
^nan  C.  Lindquist.  Office  located  at 
i28   N.   LaSalle    St.,   suite  1264. 
iltlas  has  made  TV  commercials 
or   Sunbeam   Corp.,  Thor,  Grey- 
t"  'iiound.  Armour,  Swift,  Borden  and 
;5ears.  Roebuck  &  Co.  .  .  .  New 
.)roduction  equipment  has  been  in- 
stalled in  Alexander  Film  Co.'s  tele- 
'ision  division  to  meet  expanded 
i'  ousiness,  according  to  John  Alex- 
>t  iinder,    president    of    firm.  New 
J,  jvlaurer    16mm    Sound  Recorder 
nakes  it  possible  for  company  to 


film  TV  commercials  in  35mm  for 
reduction  to  16mm  with  sound  re- 
corded direct  on  16mm  Maurer 
equipment.  In  addition  to  TV  pro- 
duction facilities,  Alexander  main- 
tains syndicated  library  of  5,000 
current  TV  spot  commercials.  Be- 
cause of  complete  library  Alexan- 
der can  offer  low-cost  film  rental 
service.  Company  presently  doing 
films  for  some  50  national  manu- 
facturers in  U.  S. 


KFMB-TV  Ups  Air  Time 

KFMB-TV  San  Diego  Aug.  21 
started  a  schedule  of  afternoon 
programming,  extending  its  weekly 
programming  to  over  60  hours. 
Taking  up  the  three-hour  afternoon 
time  slot,  2-5  p.m.,  is  Ranch 
House  Varieties  featuring  Smokey 
Rogers,  singer  of  NBC  Western 
Caravan.  Sponsorship  is  on  a 
participating  basis.  Jack  Gross, 
owner-manager  of  KFMB-TV,  an- 
nounced that  the  station  program- 
ming probably  would  be  increased 
to  70  hours  weekly  with  the  advent 
of  winter  shows. 


CABLE  LEAKS 

ABC  To  Use  Radioaci-ive  Gas 

ATOMIC  development  will  benefit 
television  for  the  first  time,  accord- 
ing to  ABC,  when  radioactive  gas 
is  used  to  detect  leaks  in  coaxial 
cables  serving  ABC  transmitters 
in  New  York,  Chicago,  Detroit,  Los 
Angeles  and  San  Francisco. 

Announced  last  week  by  Frank 
Marx,  ABC  vice  president  in 
charge  of  engineering  who  devel- 
oped the  idea  in  cooperation  with 
atomic  researchers,  the  new  process 
solves  a  difficulty  presented  by  TV 
transmitter  installations  atop  the 
Empire  State  Bldg. 

With  almost  two  miles  of  cables 
rising  vertically,  the  old  process 
involving  nitrogen  gas  to  fill  the 
cables  and  soap  suds  to  detect  the 
leaks  would  not  work.  The  invari- 
able leaks  in  the  couplings  of  the 
20-foot  cable  segments  cause  loss 
of  power  and  quality  in  the  telecast 
signal.  The  new  method  of  filling 
the  cables  with  radioactive  gas  and 
then  lowering  a  Geiger  counter 
along  the  cable  permits  immediate 
and  accurate  leak  detection. 

The  gas  is  a  waste  product  of 
A-bomb  production  from  which  the 
destructive  properties  of  radio- 
activity have  been  removed.  It  is 
obtained  from  the  Atomic  Energy 
Commission.  The  new  process  will 
be  used  as  soon  as  ABC  begins 
transmitting  from  the  Empire 
State  Bldg. 


FILM  & 
PRODUCTION 
SERVICES 
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ALEXANDER  FILM  CO. 

(producers  of  short-length 
films  since  1919) 

S.QDO   TDP-OUALITY  COMMERCIALS 

LDW-COST   RENTAL  SERVICE 
COMPLETE   PRODUCTION  FACILITIES 
FDR   ANIMATED   AND   LIVE  ACTION 
COMMERCIALS 

WIRE   OR  WRITE 

COLORADO  SPRINGS 


ATLAS  FILM  CORPORATION 

ESTABLISHED  1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 

1111  SOUTH  BOULEVARD 
Oak  Park,  Illinois 


CHICAGO: 


AUSTIN  7-BS2D 


SARRA.  INC. 

TELEVISION  COMMERCIALS 

MDTIDN  PICTURES 
SOUND  SLIDE  FILMS 

NEW  YORK  -  CHICAGO 
HOLLYWOOD  > 


TELEFILM,  INC. 

COMPLETE  FILM  PRODUCTION 
FOR 

TV  SPOTS-PROGRAMS 

All  Production  Steps 
In  One  Organization 

6039  HOLLYWOOD  BLVD. 
HOLLYWOOD  28.  CALIF. 

HOLLYWOOD  •-7XOB 


BRAY  STUDIOS.  INC. 

EXTENSIVE  LIBRARY  OF 

FILMS 

IINCLUDINO  CARTOON3I 

Available  for  television 

SEND  PGR  CATALOOUE 

729  SEVENTH  AVE.,  NEW  YORK.  19 


TELESCRIPTIONS 

ANIMATED  AND  LIVE  ACTION 
FILM  SPOTS 

lO-SCCONB  AND   I  MINUTK 

823  VICTOR  BUILDING 
WASHINGTON.  0.  C. 

STERLING  4650 


Save  Time! 
low  Cod 


Save  Moneyl 
High  Powered 


FILM  COMMERCIALS 

"Finest  in  Film  Since  1937" 
LABORATORY 
FAST  72  HR.  SERVICEI 
WALNUT  2164 

FILM  ASSOCIATES.  INC. 

440  E.  Schantz  Ave.  Dayton  9,  Ohio 


VIDEO  VARIETIES  CORP. 

TELEVISION  PROGRAM  FILMS 
TELEVISION  COMMERCIALS 
BUSINESS  MOVIES 
SLIDE  FILMS 
-FROM  SCRIPT  TO 

FINISHED  PRINT 
aWNCHe  AND  □PCRATORe  or 
WEST  COAST  SOUND  STUDIO* 
SIO  W.  57TH  STREET.  N.  Y.  C. 

WITH  EXPERIENCED  MANPOWER 
AND  COMPLETE  FACILITIES 

41  E.  50TH  ST..  NEW  YORK 

MURRAY  HILL  8-1162 


GRAY— O'REILLY 

COMMERCIAL  SPOTS 
FOR  TELEVISION 

480  LEXINGTON  AVE. 
NEW  YORK 

PLAZA  3-1  S3 1 


RKO  PATHE,  INC. 

625  MADISON  AVE. 

NEW  YORK.  N.  Y. 

PLAZA  e-aeoo 


BROADCASTING -TELECASTING 

FILM  a  PRODUCTION 
DIRECTORY 
IS    PRINTED  THE 
LAST   ISSUE  DF 
EACH  MONTH 

GUARANTEED  PAID  CIRCULATION 
EXCEEDS  15.000 
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Media  Dominance 

(Continued  from  page  19) 

will  take  it  in  1950.  Magazines 
and  newspapers  can  fight  it  out  for 
second  place." 

He  cited  1949  national  advertis- 
ing expenditures  in  Printers'  Ink, 
which  credits  radio  with  $439,200,- 
000  ($50,000,000  of  this  is  TV), 
newspapers  $465,000,000  and  maga- 
zines (including  national  farm  pa- 
pers) $492,500,000. 

The  NARSR  study  predicts  that 
when  FCC's  1949  figures  are  pub- 
lished they  probably  will  show 
something  like  the  following:  Na- 
tional network  time  sales,  $129,- 
300,000;  regional  and  miscellane- 
ous networks,  $7,529,000;  national 
spot  time  sales,  $118,425,000;  tal- 
ent costs,  network  and  stations 
{Printers'  Ink  formula)  $146,771,- 
050 ;  television  time  and  talent  cost, 
$50,000,000;  total,  $452,025,050. 

(The  Broadcasting  1950  Year- 
book estimated  net  1949  national 
network  time  sales  at  $127,500,000 
and  national  and  regional  non-net- 
work at  $112,000,000,  with  regional 
and  miscellaneous  networks,  $7,- 
500,000.  Adding  $181,900,000  local 
time  sales,  the  total  was  $428,990,- 
000.  TV  time  sales  in  1949  were 
estimated  at  $24,750,000,  consisting 
of  network,  $9,900,000;  spot,  $8,- 
600,000  and  local,  $6,250,000.) 

In  explaining  its  estimated  FCC 
1949  figures,  NARSR  explains  they 
"will  not  be  one-time  theoretical 
card  rates  but  will  be  actual  rev- 
enue to  the  networks  and  stations. 
This  estimate  of  $452,025,050  is 
based  on  NAB  estimates  of  the 
time  costs  in  1949,  plus  a  fair  esti- 
mate for  the  talent  costs  and  tele- 


Rhymaline  Time,  featuring  emcee 
David  Andrews,  pianist  Harry 
Jenks  and  KMBC-KFRM's  cele- 
brated Tune  Chasers,  is  one  of 
the  Heart  of  America's  favorite 


morning  broadcasts.  Heard  each 
weekday  morning  from  7:30  to 
8:15,  Rhymaline  Time  is  a  musi- 
cal-comedy program  that  pulls 
more  mail  than  any  other  current 
"Team"  feature. 

Satisfied  sponsors  have  includ- 
ed, among  others,  Katz  Drug 
Company,  Land-Sharp  Motors, 
I  Jones  Store,  and  Continental 
I  Pharmaceutical  Corp. 
I  Contact  us,  or  any  Free  &  Peters 
L  "Colonel "  for  availabilities! 


vision  time  and  talent.  Talent  costs 
are  figured  on  advertising  agency 
experience  and  trade-paper  esti- 
mates of  talent  costs. 

"So  we  have  actual  corrected 
costs  to  the  advertiser  in  broadcast 
advertising  as  against  theoretical 
one-time  rates  figured  for  news- 
papers and  magazines.  How  much 
the  newspaper  and  magazine  fig- 
ures should  be  discounted  from  one- 
time rates  to  arrive  at  the  actual 
expenditure  for  advertising  is  any- 
body's guess.  The  tendency  is  to- 
ward flat  rates,  but  Life  and  Look 
have  frequency  discounts;  so  does 
the  New  York  Times,  to  mention 
only  a  few  of  the  larger  ones. 

"There  is  one  more  adjustment 
that  should  be  made  as  between 
newspaper  and  broadcast  advertis- 
ing. In  measuring  broadcast  ad- 
vertising there  is  no  guesswork  in 
the  FCC  figures  as  to  what  is  na- 
tional and  what  is  local.  The  broad- 
cast stations  file  with  the  FCC  an 
exact  statement  of  their  network 
income,  national  spot  income  and 
income  from  local. 

Local  Income 

"But  the  income  from  local  com- 
prises a  great  deal  of  automotive- 
dealer  and  county-dealer  organiza- 
tion advertising,  a  great  deal  of 
national  advertising  billed  locally 
to  get  the  local  rate,  and  much  ad- 
vertising of  national  advertisers 
placed  at  the  local  rate  by  local 
branches,  distributors,  retailers, 
etc.  Broadcast  advertising  is  too 
young  to  have  completely  straight- 
ened out  its  relations  in  regard  to 
retail  and  general,  local  and  na- 
tional rates  and  credits. 

"So  when  you  get  down  to  dis- 
counting the  newspaper  and  mag- 
azine figures,  and  adding  to 
broadcasting  the  real  national  ad- 
vertising billed  as  local,  the  infant 
broadcasting  business  has  a  very 
good  case  for  its  claim  to  leader- 
ship." 

The  broadcast  advertising  fig- 
ures do  not  include  transit  or  store 
broadcasting  in  the  radio  and  tele- 
vision total.  In  combining  radio  and 
TV,  NARSR  says  they  "are  at 
least  as  close  as  Sunday  magazine 
supplements  and  daily  newspapers. 
Television  stations  in  many  cases 
are  operated  by  owners  of  AM  sta- 
tions. The  national  networks  are 
both  AM  and  TV  networks. 
NARSR  members  who  represent 
the  stations  for  the  sale  of  national 
spot  time  have  contracts  with  the 
vast  majority  of  the  leading  radio 
stations  and  with  72  television 
stations.  The  two  arts  of  radio  and 
television  are  closely  allied  in  their 
creative,  sales,  talent,  program- 
ming and  most  other  functions." 


Broadcast  on  War  Aims 

BROADCAST  by  Col.  S.  W.  A. 

Marshall,  military  commentator  of 
the  Detroit  News,  on  the  issues  in- 
volved in  the  Korean  war  and  de- 
livered over  WWJ  Detroit  on  Aug. 
7  was  reprinted  in  the  Congres- 
sional Record  last  week  by  Rep. 
Gerald  R.  Ford  Jr.  (R-Mich.). 


Connecticut  Race 

(Continued  from  page  28) 

agency  in  New  York.  He  felt  the 
3-1  ratio  for  television  in  point  of 
time  expenditures  was  a  reasonable 
estimate. 

Some  of  the  programs  will  fea- 
ture well-known  political  personali- 
ties including  Harold  Stassen,  who 
is  backing  Mr.  Bush's  candidacy. 

Radio-wise  four  stations  had 
been  set  last  week:  WTIC  WONS 
Hartford;  WICC  Bridgeport,  and 
WNHC  New  Haven.  It  was  indi- 
cated that  many  other  Connecticut 
AM  stations  also  would  get  por- 
tions of  the  funds  to  be  parceled 
out  by  the  Republican  State  Cen- 
tral Committee.  New  York  sta- 
tions are  not  included  in  his  radio- 
TV  plans  at  present,  authorities 
said,  though  they  may  be  added 
sometime  in  the  future. 

Sen.  Benton,  who  must  compete 
for  the  remainder  of  an  unexpired 
term  that  runs  out  in  1953  under 
rules  governing  his  appointment 
by  Gov.  Chester  Bowles  in  1949,  will 
use  one,  five  and  15-minute  spots 
and  programs  on  radio-TV.  List 
of  stations  currently  is  being 
worked  out,  but  it  is  known  that  a 
heavy  proportion  will  go  into  radio. 

As  a  former  business  associate 
and  close  friend  of  Gov.  Bowles, 
Sen.  Benton  may  elect  to  utilize  a 
formula  for  radio  introduced  by  the 
Connecticut  governor  in  1948. 
Gov.  Bowles  used  15-minute  pro- 
gram slots  for  interviews  instead 
of  speeches  by  politicians.  He 
also  is  credited  with  being  the  first 
to  use  the  one-minute  endorsement. 

Mr.  Bush  lunched  recently  with 
top  radio  executives  in  Hartford, 
outlining  views  on  his  campaign 
and  use  of  radio  and  television. 
Walter  Haase,  manager  of  WDRC 
Hartford,  and  other  station  officials 
attended. 

Also  running  in  Connecticut's 
Senatorial  race  is  Sen.  Brien  Mc- 
Mahon,  Democrat,  for  the  full  six- 
year  term.  His  radio-TV  plans 
have  not  been  set,  but  it  was  ex- 
pected that  he  would  use  as  much 
radio-TV  time,  out  of  funds  al- 
located by  the  Democratic  State 
Central  Committee,  as  Sen.  Benton. 
Gov.  Bowles  also  will  use  both 
media,  it  was  understood,  on  behalf 
of  his  own  campaign. 


CENSUS  REVISIONS 

Made  for  Seven  Cities 

PRELIMINARY  1950  population 
totals  for  certain  metropolitan 
areas  have  been  revised  by  the 
Bureau  of  Census,  Washington. 
Revisions  and  one  new  figure  an- 
nounced change  seven  of  the  pre- 
liminary totals  published  in  the 
Aug.  14  Marketbook.  Following 
are  the  changes  (Mktbk — Market- 
book  figure;  Rev. — Revised  figure 
since  then) : 


1950 

1950 

1950 

Popu- 

Families 

Radio 

lation 

Families 

Ashevilie 

Mktbk. 

112,856 

31,524 

28,308 

Rev. 

122,557 

33,968 

30,503 

Atlanta 

Mktbk. 

663,71 1 

185,394 

165,334 

Rev. 

663,164 

185,228 

163,556 

Baltimore 

Mktbk. 

1,326,259 

370,478 

359,046 

Rev. 

1,320,754 

368,925 

Birmingham 

Mktbk. 

554,393 

154,858 

138,133 

Rev. 

554,186 

154,683 

138,367 

Bridgeport, 

Conn. 

Mktbk. 

(No    metropolitan    area  figures 

available) 

Rev. 

258,361 

72,168 

71,374 

Buffalo 

Mktbk. 

1,081,022 

301,961 

295,284 

Rev. 

1,081,695 

302,149 

296,106 

Political  Policies 

ARKANSAS  Broadcasters  Assn 
announced  last  week  that  it  wants 
a  survey  of  all  other  state  broad 
casters'  organizations  on  policies 
or  regulations  governing  political 
broadcasting  on  Election  Day.  Ted 
Rand,  co-owner  of  KDRS  Para 
gould,  invites  state  secretaries  to 
send  him  such  information. 


.1 


Fall  Time  Sales 

(Continued  from  page  19) 
business  is  enjoying  the  benefits  of 
the  fast  growth  that  marks  its 
brief  history  and  the  generally 
good  state  of  the  nation's  economy^ 
Rearmament  activity  has  hit  some 
of  the  hard  goods  industries  which 
may  cut  advertising  expenditures 
in  some  cases  but  dark  spots  in  the 
coast-to-coast  TV  picture  are  in- 
frequent. 

The  106  TV  stations  now  on  the 
air  will  some  day  be  faced  with  th( 
competition  of  many  new  opera- 
tions after  the  freeze  is  lifted,  bui 
few  industry  observers  expect  tc 
see  this  happen  in  1951  in  vie'w 
of  the  belief  that  the  freeze  wil 
last  until  next  summer. 


THE  ONLY  STATION 

THAT  ACTUALLY  DELIVERS 


Hi|llUH:TT:TMIl 


COUERRGE 

In  the  Nation's 
Fastest  Growing 
Market 

^  ^  PORTLAND 
Www  OREGON 

ON  THE  EFFICIENT  620  FREQUENCY 

AFFILIATED       WITH  NBC 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 


KMBC 

of  Kansas  Qf/ 

KFRM 

for  Rural  Kansas 
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J^AY  NEILAN,  WKNB  Hartford, 
t\  Conn.,  to  program  director,  suc- 
V  ceeding  BERNIE  MOORE,  re- 
ligned.  DAVE  MOHR,  WTWN  St. 
johnsbury,  Vt.,  to  WKNB  as  an- 
iouncer. 

fOBERT  FRYER,  assistant  to  Worth- 
ngton  Miner  in  production  of  several 
"BS-TV  shows,  appointed  casting  di- 
ector  CBS-TV,  succeeding  ELEANOR 
lILGALLEN,  resigned  to  operate  her 
wn  casting  service. 

pEORGE  CARROLL,  assistant  pro- 
jrram  director  WEEU  Reading,  Pa., 
jo  program  director.  NAN  HECK- 
(lAN  to  director  of  station  relations 
nd  women's  programs.  PETE 
-CHOFFSTALL  to  continuity  staff 
VEEU. 


fJAYWOOD  MEEKS,  WRFD  Worth- 
^jngton,  Ohio,  promotion  director,  to 
jVLW  Cincinnati  promotion  depart- 
|aent.  Was  with  WASH  (FM)  Wash- 
igton. 


ICK  J.  LA  FALCE,  assistant  pub- 
licity director  Warner  Bros.  Theatres, 
A,Vashington,  and  head'  of  his  own 
iffice,  to  WTTG  (TV)  Washington  as 
I'lirector  of  publicity  and  promotion. 

►;^LAUDE    EVANS,    chief  announcer 

iOME  Tulsa,  Okla.,  to  program  di-  . 
Jector  for  outlet  succeeding  LARRY 

iOBERTSON    (see    Front  Office). 

CHARLES   CONNER  to   KOME  an- 

iouncing  staff. 

IARCL\.  TILSEN,  Pioneer  Press  Dis- 
.'fitch,  St.  Paul,  to  promotion  depart- 
jnent  WCCO  Minneapolis. 
^pURTIS  L.  WELBORNE  to  program 
|lirector  WGBG-AM-FM  Greensboro, 
il.  C.  H.  MARIE  CRAVEN  to  traffic 
jnd  promotion  manager. 
ijASEEB  S.  TWEEL,  film  director 
?V'SAZ-TV  Huntington,  W.  Va.,  to  pro- 
.uction  manager  for  station.  Was 
|/ith  WLSI  Pikesville,  Ky. 

, HELTON  KELLUM  Jr.,  graduate 
Raleigh  Broadcasting  School,  to  staff 
■nnouncer-disc  jockey  WJNC  Jack- 
jionville,  N.  C. 

■HUL  PIERCE,  CBS  Hollywood  staff 
''Vriter,  named  director  of  program 
i^riting,  Columbia  Pacific  Network,  re- 

lacing  CRAN  CHAMBERLAIN,  re- 
'igned.  Mr.  Pierce  with  CBS  from 
'  940  to  1942  as  program  executive, 
ijiejoining  network  this  year. 

IM  McLEOD,  sportscaster  CKY  Win- 
jipeg,  to  CKCK  Regina  announcing 
Jtaff. 

illARY  IRISH,  WSAY  Rochester,  N.Y., 
J'o  publicity  and  public  relations  di- 

^jjector  WTTM  Trenton,  N.  J. 
;EN  NILES,  of  KECA-TV  Los  Angeles, 

jmJunting  and  Fishing  With  Ken  Niles, 


Constant  service 
OF  Highest  type 
WILL  Net  sponsors 

INCREASED  SaLES  IN 
HALIFAX  NOVA  SCOTIA 

JOS.  WEED  &  CO. 
350  Madison  Ave.,  New  York, 
(Rep.) 

5000  WATTS-NOW! 


air-casters 


signed  for  role  in  Universal  Interna- 
tional Studios  "Fat  Man"  film. 

JOSEPH  RIVIERE,  known  as  Paul 
Riviere,  announcer  WMAL-AM-TV 
Washington,  ordered  to  active  duty 
as  1st  Lt.,  Air  Force  Training  Center, 
Miami  International  Airport. 

TOM  MEEHAN,  PETER  RUSSO  and 
DONALD  McDonald,  g  r  a  d  u  a  te  s 

Broadcasters  Network  Studio,  Holly- 
wood, to  KWOR  Worland,  Wyo.,  as 
announcer-operators. 

GENE  STULTZ,  guitarist  formerly 
with  Artie  Shaw,  to  WFEC  Miami, 
Fla.,  as  disc  jockey. 

BERT  BUZZINL  resigns  as  farm 
editor  KCBS  San  Francisco,  to  be- 
come radio  director  for  California 
Farm  Bureau  Federation. 

ELDON  C.  (Pete)  BARR,  program 
director  KWSC  State  College  of 
Washington,  Pullman,  resigns  to  es- 
tablish program  consulting  services 
firm  under  his  name  in  Yakima.  No 
successor  at  Pullman  will  be  named. 

JOHN  VIDOS,  graduate  Broadcasters 
Network  Studios,  Hollywood,  to 
KROF  Abbeville,  La.,  as  announcer. 

ALAN  THOMPSON,  senior  producer 
Western  Division  CBC,  to  assistant 
program  director  WEW  St.  Louis  U., 
St.  Louis. 

FAYE  STEWART,  star  of  women's 
afternoon  programs  on  KSFO  San 
Francisco,  starts  half-hour  afternoon 
kitchen  program  on  KPIX  (TV)  same 
city. 

MEL  MARTIN,  Philadelphia  free- 
lancer; ERIC  BOSE,  WFKY  Frank- 
fort, Ky.,  announcer,  and  HELEN 
HOUCHEN  to  WCPO-TV  Cincinnati 
staff.  Mr.  Martin  and  Miss  Houchen 
do  9:30  a.m.  Co#ee  Cluh. 

CRAN  CHAMBERLAIN  resigns  as  di- 
rector program  writing,  Columbia 
Pacific  Network,  to  return  to  show 
packaging. 

SY  LEVY,  disc  jockey  WTXL  W. 
Springfield,  Mass.,  to  WREB  Holyoke, 
Mass. 

IRVING  PHILLIPS,  playwright,  joins 
writing  staff  KECA-TV  Los  Angeles 
The  Ruggles. 

DON  KERR,  announcer-producer 
WPAT  Paterson,  N.  J.,  to  program  di- 
rector of  Station.  Was  with  WHK 
Cleveland,  WOR  New  York  and  others. 

Mrs.  JEAN  WINTERS  and  Mrs. 
BETTY  ROETHER  to  music  library 
WCKY   Cincinnati,  Ohio. 

TAL  HOOD,  m.c.  Alarm  Clock  Club 
and  Rhythm  Ranch  WFGM  Fitchburg, 
Mass.,  called  to  active  service  in  Ma- 
rine Reserves. 

NEIL  BAIRD  to  KGWA  Enid,  Okla., 
■  announcing   staff.     TOM  GILMORE, 
KCHE  El  Reno,  Okla.,  to  KGWA  an- 
nouncing staff. 

MRS.  CAROLYN  READ,  UCLA  grad- 
uate, to  KHJ  Los  Angeles  home  eco- 
nomics department  as  assistant  to 
Norma  Young. 

RICK  CAMPBELL,  announcer  CKEY- 
Toronto,  father  of  girl,  Aug.  13. 

MYRTLE  LABBITT,  commentator 
CKLW  Windsor-Detroit,  in  Europe  to 
attend  Assn.  Country  Women  of  the 
World  Conference  at  Copenhagen, 
Denmark,  as  representative  of  Wind- 
sor-Detroit area.    Her  program  will 


continue  via  letters  and  recordings. 

KAREL  PEARSON,  NBC  Hollywood 
program  operations  supervisor,  father 
of  boy,  James  Michael,  Aug.  19. 

MARGARET  BRADFORD,  staff  artist 
CKLW  Windsor,  on  leave  of  absence 
to  take  part  in  "Miss  America"  finals 
at  Atlantic  City,  having  won  "Miss 
Canada"  title. 

JOHN  ZEIGLER,  creator  Te-Ve,  Tele- 
casting cartoons,  is  director-arranger 
for  Varsitone  Quartet,  WLWT  (TV) 
Cincinnati  stars,  who  will  appear  at 
Moonlight  Gardens,  Coney  Island, 
over  Labor  Day. 

ART  MERCIER,  WBBM  Chicago  an- 
nouncer, and  Mrs.  Mildred  Seese 
announce  their  marriage,  Aug.  12. 


announcer. 

CHARLES  M.  ROGERS,  instructor  in 
Speech  &  Drama  at  U.  of  Maryland, 
to.  news  director  WEW  St.  Louis  U., 
St.  Louis. 

HUGH  FINNERTY,  KTOW  Oklahoma 
City,  to  sports  director  KGWA  Enid, 
Okla. 

JIM  McGOVERN,  U.  of  Minnesota 
journalism  graduate,  to  news  staff 
WDGY  Minneapolis. 

PEG  ECK,  news  editor  WMAL  Wash- 
ington, on  seven-week  trip  to  Europe. 
She  will  cover  International  Monetary 
Conference  in  Paris,  and  broadcast 
from  various  European  capitals  for 
ABC. 

JOHN  JEFFERSON,  CBS  New  York 
news  reporter,  working  at  KCBS  San 
Francisco  while  awaiting  transporta- 
tion to  Korea  for  CBS. 


Dr.  BERTRAM  L.  HUGHES  to  news 
director  KXLW  St.  Louis.  Was  with 
WHCU  Ithaca,  N.  Y.,  and  KXOK  St. 
Louis. 

BOB  BROOKS,  Houston  freelance  an- 
nouncer and  newscaster,  to  KNUZ 
Houston  as  news  director. 

GEORGE  ROWE,  Lt.  Commander 
Naval  Reserve,  to  WPCF  Panama 
City,  Fla.,  as  newscaster. 

BOB  FLAHERTY,  KWK  St.  Louis, 
to  WCKY  Cincinnati,  as  newscaster- 


Sarnoff  Speaks 

BRIG.  GEN.  David  Sarnoff,  chair- 
man of  the  board  of  RCA,  will  dis- 
cuss world  conditions  in  an  address 
titled  "America  is  Challenged"  be- 
fore the  banquet  guests  of  the  vet- 
erans of  Foreign  Wars  at  the 
Sherman  Hotel  in  Chicago  today 
(Aug.  28).  The  talk  will  be  broad- 
cast on  NBC,  10-10:30  p.m. 


PROFESSORSHIP  honoring  Charles 
E.  Wilson,  president  General  Electric 
Co.,  established  at  graduate  school  of 
business  administration.  Harvard  U., 
in  recognition  of  Mr.  Wilson's  50 
years  of  service  to  company. 


the  truth  about  our  favorite  subject 


.  .  .  have  the  largest  paid  circulation  of  any  radio  trade 
journal:  over  15,000.  And  more  advertisers  (national 
and  regional):  over  3000.  More  agencies  (national 
and  regional):  over  2400.  More  station  and  network 
people:  over  6400.  More  representatives  and  serv- 
ices: over  850.  Plus  a  big  group  called  "others":  2800. 
Add  'em  up:  paid  circulation  more  than  .  .  . 


total 


1 5,500 


^BROADCASTING  ...  the  largest  paid  circulation  in  the  radio  trade  paper  fielij 
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RADIATIONS 


Dr.  Armstrong  Asserts 
FCC,  RTMA  at  Fault 


DR.  EDWIN  H.  ARMSTRONG,  inventor  of  FM,  asserted  last  week  that 
"FCC  engineering  incompetence"  and  "unsound  commercialism  in  the 
manufacturing  industry  share  the  blame  for  today's  FM  and  TV 
radiating  receiver  problem." 

He   warned   that   Radio-Televi-  *  

sion  Mfrs.  Assn.  "will  find  its 
engineering  being  conducted  for  it 
by  some  government  bureau,  per- 
haps on  a  lower  plane  of  compe- 
tence," unless  RTMA  takes  steps 
"to  see  either  that  [its]  engineer- 
ing is  done  properly,  or  that  the 
facts  about  sound  engineering  be 
so  plainly  presented  that  respon- 
sibility for  their  violation  can  be 
squarely  placed." 

Dr.  Armstrong  presented  his 
views  in  a  letter  to  the  FM  Re- 
ceivers Committee  of  RTMA, 
copies  of  which  he  sent  to  FCC 
Commissioners. 

He  submitted  a  report,  prepared 
a  year  ago,  comparing  the  radia- 
tions of  two  diiferent  makes  of 
FM  sets.  The  measurements  were 
made  50  miles  from  New  York. 
The  set  of  one  manufacturer,  he 
said,  destroyed  reception  of  WCBS- 
FM  New  York  "over  a  radius  of 
one-half  mile  when  the  oscillator 
was  tuned  to  radiate  on  CBS' 
frequency,"  whereas  the  set  of 
another  manufacturer  had  an  in- 
terference radius  of  less  than  500 
feet  under  similar  conditions. 

He  said  Dr.  W.  R.  G.  Baker  of 
General  Electric,  RTMA  director 
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of  engineering,  read  his  letter  at 
an  FM  Receivers  Committee  meet- 
ing and  that  none  of  its  statements 
were  challenged,  "although  repre- 
sentatives of  the  organizations  in- 
volved were  present." 

Dr.  Armstrong  said  that  in  AM 
the  radiating  receiver  problem 
"was  solved  and  has  been  forgot- 
ten" for  20  years,  and  that  its 
appearance  •  in  FM  and  television 
"is  a  disgrace  to  the  engineering 
profession." 

"It  is  the  result  of  the  disregard 
of  rules  of  engineering  that  were 
known  20  years  ago."  he  said.  "In 
both  FM  and  TV  these  rules  have 
been  and  are  now  being  flagrantly 
violated  by  a  large  part  of  the  in- 
dustry, perhaps  to  their  immediate 
profit  but  certainly  to  the  ultimate 
detriment  of  the  public." 

Cites  Interference 

He  reiterated  that  FCC's  trans- 
fer of  FM  from  the  low  to  the  high 
band  "brought  about  the  interfer- 
ence which,  without  the  move,  could 
not  have  existed,"  but  that  this  was 
not  "the  major  error  in  judgment," 
He  continued: 

The  major  error  is  the  allocation 
of  the  frequencies  of  an  air  naviga- 
tion service  to  a  place  within  the 
interference  range  of  FM  and  televi- 
sion sets  where,  with  a  large  number 
of  sets  scattered  about  the  country, 
the  chance  of  something  going  wrong, 
even  with  properly  designed  sets, 
must  be  considered.  Why  some  of  the 
non-vital  types  of  air-communication 
services  were  not  assigned  there  to 
serve  as  a  buffer  region  so  that  all 
services  adjacent  to  safety  of  life 
channels  could  be  under  CAA  super- 
vision, is  something  in  need  of  much 
explanation. 

There  is  likewise  a  second  question 
which  requires  answering:  Why  is  the 
guidance  of  a  ship  and  its  passengers 
entrusted  to  a  transmitter  having  the 
peanut-like  power  of  200  w — just 
about  a  quarter-horsepower,  when 
thousands  of  horsepower  are  em- 
ployed in  the  other  part  of  the  trans- 
portation problem;  that  of  keeping 
the  ship  in  the  air?  Sound  engineer- 
ing judgment  would  dictate  the  use 
of  sufficient  power  from  ground  trans- 
mitters to  over-ride  even  chance  radi- 
ations from  damaged  FM  or  TV  sets 
or  diathermy  sets  out  of  control. 

Equal  lack  of  foresight  came  to 
light  a  few  years  ago  when  planes 
were  provided  with  superheterodynes 
for  instrument  landing  operation  with 
insufficient  image  rejection  against 
FM  transmitters  in  the  center  of  the 
band. 

Dr.  Armstrong  felt  FCC  Chair- 
man Wayne  Coy  should  be  "com- 
mended for  bringing  into  the  open 
a  problem  which  both  the  Commis- 
sion and  the  industry  have  been 
aware  of  for  at  least  two  years." 
But,  he  said,  "this  Commission  .  .  . 
would  inspire  more  confidence  were 
it  to  admit  "the  mistakes  of  the 
former  Commission,  in  whose  ac- 
tions the  basic  responsibility  lies 


allied  arts 


JH.  LLOYD,  producer-director 
,  Video  International  Inc.,  N.  Y. 
package  agencj^,  resigns  to  join 
Radio-Video  Assoc.,  Holywood,  in 
same  capacity. 

JOHN  S.  BROOKS,  on  Chicago  plan- 
ning staff  Jam  Handy  Organization, 
to  firm's  Detroit  office. 

JOE  BIGELOW,  director  The  Story  of 
Dr.  Kildare  for  MGM  Radio  Attrac- 
tions, resigned  for  series,  and  named 
director  The  Hardy  Family.  CAREY 
WILSON  substitutes  for  HOWARD 
DIETZ  as  host  on  MGM  Theatre  of 
the  Air,  during  latter's  vacation. 

WCFM  (FM)  Washington  to  carry 
series  of  political  analyses  by  LOUIS 
H.  BEAN,  election  forecaster.  Open- 
end  transcriptions  also  carried  by 
WFDR  (FM)  New  York,  WCVO  (FM) 
Cleveland,  WDET  Detroit,  WVUN 
(FM)  Chattanooga  and  KFMV  (FM) 
Los  Angeles.  Those  interested  may 
obtain  series  from  WCFM  for  $5  per 
show.  Series  runs  weekly  from  Sept. 
9  to  week  after  election. 

MILTON  D.  KRUEGER,  instructor 
in  journalism,  and  RAYMOND  F. 
STEWART,  research  associate,  to 
Emory  U.  Bureau  of  Communications 
Research,  Atlanta,  Ga. 

FREDERICK  A.  BREWER,  co-author 
Creative  Broadcasting,  to  staff  Ithaca 
(N.Y.)  College  as  instructor  in  radio. 

HOWARD  F.  TODMAN,  business  man- 
ager Mark  Goodson-Bill  Todman  Pro- 
duction.s,  father  of  girl,  Leslie  White, 
Aug.  16. 

ROBERT  C.  HOUGH,  assistant  super- 
intendent Senate  Radio  Gallery,  and 
Anne  Roeder  were  married  Aug.  19. 

VONNA  RECORDS  Inc.,  L.  A.,  has 

completed  12  15-minute  transcrip- 
tions, Navy  Star  Time,  for  Navy  Re- 
cruiting Service.  Shows  feature  lead- 
ing popular  singers.  EDDISON  Von 
OTTENFELD,  president,  produced  se- 
ries; AL  SIMON  wrote  and  directed. 

SESAC  Transcription  Library,  N.  Y., 

ships  26  scripts  for  Mister  Muggins 
Rabbit  to  subscribers.  Promotion  fea- 
tures three-color,  12-page  booklet,  con- 
taining sketches  of  Muggins  and  sell- 
ing tips. 

BACKGROUND     ENGINEERS  Inc. 


formed  in  Hollywood  to  rent  projec- 
tors,   screens,   and    slides   for  show; 
backgrounds.      Principals    are  LEE, 
GREEN    and    WILLIAM  TILLISCH 
Hollywood   commercial   still  photoj 
raphers.    Offices  at  1103  El  Centra 
Firm  organizing  sales  force  to  covei 
all  TV  cities. 

BRIGGS  MFG.  Co.,  Detroit  (house 
hold  utensils),  releases  complete  port 
folio  of  radio  advertising  material  t 
its  500  wholesale  jobbers. 

PASADENA   INSTITUTE   for  Radi( 

moves  to  new  studios  at  5910  Sunset. 
Blvd.,  Hollywood. 

'c 

SPRINGBOK  PICTURES  (Pty.)  Ltdjfj 

Margate,  Natal,  S.  Africa,  publishecfc 
brochure  concerning  Africa  and  pro 
duction  -of  TV  films  underway  there) 


WILLIAM  RICHTER  to  cover  N.  Y 
state  north  of  Westchester  and  Rock 
land  Counties  for  Insuline  Corp.  o' 
America,  Long  Island  City,  N.  Y' 
GERBER  SALES  Co.,  Boston,  as 
signed  New  England  territory. 


RADIO  ENGINEERING  Labs.,  Lon 

Island  City,  N.  Y.,  introduces  RE:. 
Model  720  Remo  receiver,  new  metho 
of  piping  FM  background  music.  %i 


"Tecknlcal  • 


ROBIN  D.  COMPTON,  chief  enginee 
WOIC  (TV)  Washington,  to  NBC 
N.  Y.,  in  TV  engineering  under  Robei 
E.  Shelby.  Mr.  Compton  was  wit 
NBC  from  1934  to  1946. 

FRANK  HAYNES,  engineer-announct 
KANE  New  Iberia,  La.,  to  sta 
WPCF    Panaina    City,   Fla.  1 


HOWARD  P.  COHEN,  graduate  RC:; 
Institute,    to    staff    engineer  WJN:^] 
Jacksonville,  N.  C,  also  handling  pro 
motion  and  publicity. 

BOB  SMITH,  head  electrician  KEC/ 
TV  Los  Angeles,  father  of  boy,  Robe 
Warren,  Aug.  10. 


WIBW 
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fm«  promotion  p,mips  | 


pURRICANE  REPORTS  •  •  • 

rQAM  Miami  and  WLOF  Orlando, 
i'la.,  gave  worried  citizens  re- 
issuring  reports  on  progress  of 
torm  headed  towards  Florida  fort- 
light  ago.  WQAM  sent  Chief  En- 
gineer Gene  Rider  through  eye  of 
(urricane  in  plane,  while  storm 
l/as  200  miles  east  of  Bahamas. 
tVire  recordings  of  reactions  of 
|ien   aboard   plane  to  hazardous 

ight  were  given,  plus  interviews 
dth  pilot,  co-pilot,  navigator,  and 
lerologist.  Records  edited  into  30 
.(linute  show  and  aired  Aug.  17. 
iHr.  Rider  also  reported  on  storm 
■n  ABC's  Headline  Edition  that 
light.  Station  remained  on-the-air 

4  hours  da:ily  during  crisis  bring- 
hg  weather  bulletins  to  listeners. 
VLOF  gave  three  airings  of  speech 
ly  Warren  Johnson,  chief  of  U.S. 
Veather  Bureau,  Lakeland,  at  Ro- 
ary  club  meeting  Aug.  16.  Statis- 
^cs  of  casualties  from  previous 
jtorms  as  well  as  history  of  hur- 
iicanes  were  discussed. 

jl^OLORFUL   MAILING     •  • 

VCUE  Akron,  Ohio,  sends  agen- 
Ses  set  of  vari-colored  folders  pro- 
loting  station's  news,  music,  per- 
.onalities  and  merchandising  fea- 
ures.  Mailings  went  out  at  10-day 
[atervals  to  arrive  in  timebuyers' 
\  ands  before  arrival  in  N.  Y.  of 
.'homas  P.  Egan,  WCUE  merchan- 
is^ng  director,  and  Tim  Elliott, 
ewscaster. 

;JARATOGA  RACES     •   •  • 

tEORGE  R.  NELSON  Inc.,  Schen- 
ctady,  N.  Y.,  sent  invitation  to 
rade  for  Saratoga  Race  Meet  July 
1-Aug.  26.  Folder  resembled 
rack  selection  sheet.  Cover  was 
ireen  with  words  "They're  Off  at 
Saratoga."  Verse  inside  tells  of 
ijpw  days  left  in  which  to  attend. 

ROSS-BORDER  SHOW     •  • 

'  FRA  Ottawa,  Can.  Greetings 
|rom  Potsdam,  nightly  7:30-10 
um.,  July  24-29.  Show  featured 
participation  by  Potsdam  (N.Y.) 
1^1  hamber  of  Commerce,  Merchants 

'l^  ureau  and  Clarkson  College  of 
jechnology.    Theme  was  arousing 

,  It  interest  in  Potsdam  for  Cana- 

j'jians  planning  trips  to  U.S.,  and 
iree  Community  Sales  Days,  held 
a  Potsdam  during  latter  part  of 

Ti'eek.  Sale  promotion  was  directed 


at  persons  in  and  around  Potsdam, 
70  miles  from  Ottawa.  Station 
reports  promotion  of  both  angles 
was  highly  successful. 

*  -A-      ★      *      *      ★  * 

COW  CONTEST 

WEAU  Eau  Claire,  Wis., 
gave  new  twist  to  coverage 
of  district  fair.  At  North- 
ern Wisconsin  District  Fair 
station  sponsored  "cow  per- 
sonality" contest,  open  to 
entries  in  dairy  livestock 
division.  June  Preisser,  mo- 
tion picture  starlet,  and 
state's  "Alice  in  Dairyland" 
judged  five  grand  champion 
dairy  cows  on  basis  of  ap- 
pearance, behavior,  bovine 
charm  and,  of  course,  per- 
sonality. Winner  given  title, 
"Claire  the  Personality  Cow," 
and  will  be  used  as  farm 
trademark  of  WEAU  in  its 
agricultural  promotion.  Con- 
test held  in  front  of  grand- 
stand, with  winner  displayed 
in  special  WEAU  tent  for 
remainder  of  afternoon. 

*  *      *      *  * 
'SAUCER'  REPORTS     •    •  • 

KLRA  Little  Rock  aired  telephone 
interviews  with  eye  witnesses  of 
first  flying  saucer  reported  in  Ar- 
kansas. Mark  Weaver,  news  di- 
rector, obtained  interview  series 
from  witnesses  at  different  points, 
charting  route  of  reported  object 
for  20  miles. 

WFIL-TV  CLAIMS       O   •  • 

WFIL-TV  Philadelphia  releases  to 
trade  brochure  stressing  pull  of 
ABC's  Stop  The  Music  during  11- 
month  period,  amounting  to  over 
two  million  pieces  of  mail.  WFIL- 
TV  claims  it  pulled  294,910  pieces, 
or  15.1%  of  26-market  total. 

'WDSUDAY'  •    •  • 

WDSU  New  Orleans  sponsored 
"WDSU  Day"  at  Pontchartrain 
Beach  Aug.  25.    WDSU  radio  and 


television  celebrities  contributing 
to  program,  including  Cisco  Kid 
and  Dick  Bruce,  WDSU  disc  jockey. 
"Miss  New  Orleans  Television 
Queen"  named  in  WDSU-TV  finals 
of  city-wide  contest.  Souvenir  gifts 
and  "surprises"  given  to  children 
and  other  participants  in  celebra- 
tion. 

SHOWTIME  •    •  • 

ABC-TV,  Showtime,  USA,  Dodge 
Div.,  Chrysler  Corp.,  through 
Ruthrauff  &  Ryan,  N.  Y.  Show  is 
conducted  by  American  National 
Theatre  and  Academy,  with  organ- 
ization's president,  Vinton  Freed- 
ley,  as  producer  and  host.  Howard 
Teichmann,  writer  and  director  of 
ANTA  radio  series,  is  associate 
producer.  Winston  O'Keefe  is  ex- 
ecutive producer  for  agency.  ANTA 
receives  royalties  from  productions 
which  will  be  used  to  further  its 
theatre  promotion  work. 

MAP  STUDY  •   •  • 

COLUMBIA  Pacific  Network  BMB 
maps,  prepared  from  BMB  Study 
No.  2  and  showing  day  and  night 
audience  for  Pacific  Coast  areas 
served  by  14  CPN  stations,  distrib- 
uted by  Radio  Sales,  Radio  and 
Television  Stations  Representa- 
tive, CBS.  Folder  contains  day 
map  and  similar  night  layout  with 
footnotes  summarizing  BMB  find- 
ings. 

TV  CARNIVAL  •   •  • 

WSM-TV  Nashville,  Tenn.,  Aug. 
13-17,  Television  Carnival.  Twenty 
continuous  hours  of  telecasting  fea- 
turing many  entertainers  and  per- 
formers sponsored  by  station. 
Event  was  advance  promotion  for 
station  starting  formal  television 
operations  Oct.  1. 

MIDWAY  D.J.  •   •  • 

KFEL  Denver's  disc  jockey,  Ronnie 
McCoy,  brings  new  twist  to  his 
Kilocycle  Club,  10  p.m.-midnight 
show.  Program  aired  from  Elitch's 
Garden,  amusement  park,  with 
music  from  name  bands  playing  in 
ballroom,  until  10:30.  Interviews 
with  stars  between  records  take  up 
remainder  of  time. 

CARDS  MAILED         •    •  • 

WPEN  Philadelphia  sending  trade 
series  of  6x9  inch  cards.  Utilizing 
results  of  May-June  1950  Pulse  rat- 
ings, illustrated  cards  play  up 
various  angles  of  station's  audience 
and  programming.  One  card  is 
mailed  weekly  for  five  weeks. 

RAILROADING  STORIES  •  # 

WSAT  Salisbury,  N.  C,  Tales  of 
Southern  Railroading,  Sun.,  1:30-2 
p.m.,  started  Aug.  27  to  run 
through  Oct.  1.  Public  service  se- 
ries developed  in  cooperation  with 


Southern  Railroad.  First  15  min- 
utes devoted  to  dramatizations  of 
human  interest  stories  of  railroad- 
ing— special  delivery  dog  which 
meets  train  to  collect  mail;  dis- 
tribution of  old  railroad  bells  to 
churches,  etc.  Last  half  of  show 
uses  transcribed  on-the-spot  inter- 
views from  railroad  shops,  com- 
munication office  and  switching 
yard.  Series  developed  by  W.  F. 
Fleming,  program  director;  George 
Allen,  announcer,  and  Southern 
Railroad  officials.  If  successful  in 
Salisbury,  distribution  to  other  sta- 
tions for  public  service  airing 
planned. 

WFEC  SIGN  •    •  • 

WFEC  Miami,  Fla.,  newly  remod- 
eled studio  displays  sign  covering 
one  entire  outer  wall.  Map  of 
Florida  peninsula  painted  in 
orange,  station  call  letters  on 
banner  painted  in  royal  blue  and 
frequency  are  shown. 

AMATEUR  SHOW       •    •  O 

WBZ-TV  Boston  Aug.  27  inaugu- 
rates programming  in  new  audi- 
torium studio  with  Community  Au- 
ditions, amateur  show  for  local  tal- 
talent  debuting  with  B.  A.  Rolfe 
as  m.  c.  Heard  Sun.,  2:30  p.m., 
winner  is  guaranteed  special  audi- 
tion for  following  Tuesday's  NBC- 
TV  Origitutl  Amateur  Hour.  Elim- 
inations lead  to  scholarship  or  $250 
prize. 


lANG  WORTH 

FEATURE  PR0GR.4MS.  Inc. 
113  W.  57th  ST.,  NEW  YORK  19.  N.  Y. 

yi'tuvri  calibre  Programs  at  Cml  Station  Cost  - 
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Regional  Representatives 

•3660  BEltAGIO,  LOS  ANGELES    .    BR  04705 


Shows  with  a  Hollywood  W^eritage  ★  Member  N-A'B- 
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Help  Wanted 


Managerial 


Experienced  manager  for  kilowatt  day- 
time station  in  medium  sized  metro- 
politan area.  Good  salary.  Reply  Box 
220G,  BROADCASTING  with  refer- 
ences. 


Salesmen 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 

Experienced,  aggressive  salesman  for 
midwest  network  affiliate.  Full  details 
with  first  letter.  Box  115G,  BROAD- 
CASTING. 

Wanted,  young  experienced  time  sales- 
man to  join  staff  of  NBC  affiliate  in 
California.  Must  have  car.  Give  edu- 
cation, age,  references,  photo  and  mili- 
tary status.  Box  124G,  BROADCAST- 
ING.   

5  kw  network  affiliate,  major  New 
England  market,  needs  experienced, 
aggressive  salesman.  Must  have  proven 
sales  record.  Unlimited  possibilities 
for  producer.  Prefer  man  now  selling 
New  England.  Box  169G.  BROADCAST- 
ING.  

Salesman  wanted  for  1000  w  daytime 
independent,  in  market  over  200,000. 
Must  have  car.  Salary  and  commission. 
Write  to  Sol  Robinson,  WLIZ,  Bridge- 
port, Conn. 

Announcers 


Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer -copywriter. 
S('nd  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING^ „  

Experienced  announcer  for  staff,  spe- 
cial events  and  some  sports  work.  Must 
be  able  to  ad  lib  and  do  MC.  Network 
affiliate     in     southeast.     Box  161G, 

BROADCASTING.  

Central  Pennsylvania  station  has  open- 
ing for  all-round  good  announcer  with 
combination  experience.  Right  man  can 
earn  $60.00  to  $70.00  weekly  to  start. 
Give  complete  details  first  letter.  For- 
ward  disc  Box  204G,  BROADCASTING. 
Announcer  immediately.  Experienced 
staff  man  who  knows  board.  Young, 
livewire  with  good  training.  Air  mail 
audition,  photo,  complete  information 
or  appear  for  audition.  WBRM,  Marion, 

N.  C.  

All-round  topflight  announcer  wanted, 
also  exeprienced  farm  director  for 
Springfield,  Illinois'  largest  station. 
Send  all  particulars  and  disc.  WMAY, 

418  Reisch  Bldg.  

Combination  announcer-engineer,  first 
class  ticket.  Virginia  daytime  inde- 
pendent. Living  accommodations  avail- 
able. $240  per  month  start.  Send  disc 
and  letter  giving  reserve  or  draft 
status.  WNNT.  Warsaw.  Virginia. 
Experienced  combination  man  Empha- 
sis on  announcing.  Audition  necessary. 
WOND  in  Pleasantville,  New  Jersey. 


Technical 


Situations  Wanted 


Maiiitfienal 


Sales  manager  with  brilliant  record  of 
achievement  seeks  change  with  equi- 
table returns  for  maximum  billing  all 
year  round.  Box  600F,  BROADCAST- 
CAST^  

Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man,  two  children.  Draft  exempt.  Box 

37G.  BROADCASTING.  

Managing  director,  long  experience, 
available  for  revitalizing  station  opera- 
tions not  now  profitable.  Knows  every 
phase  of  station  management  from  A 
to  Z.  Good  judge  of  personnel.  Will 
accept  remuneration  on  percentage  of 
increased  profits,  a  straight  fee.  or  a 
combination  of  both.  Only  interested  in 
1  kw,   or  more,   fuUtime.  Box  132G, 

BROADCASTING.  

College  community  sought  by  success- 
ful small  market  manager  35,  degree, 
family,    12    years    broadcasting.  Box 

eS^F.  BROADCASTING.  

Station  manager.  Presently  employed 
manager  fuUtime  network  station. 
Twenty  years  experience  at  agencies, 
network  and  stations.  Family  man. 
aged  42,  desires  buy  and  manage  small 
station  midwest  area  or  enter  partner- 
ship or  syndicate  with  interest  to  man- 
age station.  Reply  Box  921F,  BROAD- 
CASTING^  

Manager  (with  investment):  Thor- 
oughly experienced  manager,  definitely 
sales  minded  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING^  

Manager.  Eighteen  years  experience. 
Midwest  or  west  only.  Box  28G, 
BROADCASTING. 


Situations  Wanted  (Cont'd) 

reputable  people.  35  years  old,  mar- 
ried with  two  children.  Will  submit 
photo  and  other  pertinent  information 
to  interested  party.  Require  sufficient 
notice  to  give  present  employer  ade- 
quate time  notice  of  resignation.  Will 
appreciate  and  hold  in  confidence  in- 
formation on  your  situation  offered. 
Write  Box  198G.  BROADCASTING. 

Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and  salary 
are  right.  Robert  D.  Williams,  1842  N. 
Lorraine,  Wichita,  Kansas. 


Combination  engineer  -  announcer 
wanted  immediately.  Excellent  work- 
ing conditions  in  progressive  station 
and  community  of  South  Atlantic 
states   Give  complete  story  first  letter. 

Box  203G.  BROADCASTING.  

Wanted:  Experienced  engineer-an- 
nouncer 250  watt  daytime  station.  Send 
disc,  photo  WEAB,  Greer,  S.  C.  

Production-Programr^ing,  others 


Promotion  man,  announcer,  good  op- 
nortunitv.  some  announcing  necessary. 
Eventually  assume  full  time  promotion 
duties  Immediate  op«>nine.  Call,  wire 
or  write,  Ridley  Bell,  WGBA,  Columbus, 
Georgia. 


Salesmen 


My  daytime  station  only  earned  over 
half -million  net  in  six  years.  Let  me  do 
it  for  you  thru  sales,  programming, 
publicity.  promotion.  Box  601F, 
BROADCASTING. 

Salesman  would  like  to  employ  six 
year  background  of  sales,  program- 
ming, copy,  announcing  to  do  good  sell- 
ing job  for  you.  Opportunity  for  perma- 
nent position  important.  Box  152G, 
BROADCASTING. 


General  manager  available  September 
first.  18  years  experience  all  phases. 
Family  man,  sober,  reliable  and  a  top 
record  of  production.  Will  invest.  South 
only.   Box  HOG,  BROADCASTING. 

Manager,  long  on  experience,  short  on 
capital.  Looking  for  situation  where 
results  will  pay  off  with  stock  in 
company.  Best  background  and  refer- 
ences. Write  Box  160G,  BROADCAST- 
ING.  

Experienced,  versatile  manager,  pres- 
entlv  successfully  employed,  desires 
position  with  good  potential.  Let  me 
tell  you  of  my  abilities,  limitations 
and  history.  Prefer  small  or  medium 
market.  Box  181G,  BROADCASTING. 

Manager,  25  years  in  broadcasting,  engi- 
neering and  ownership  background. 
Executive  ability.  Box  183G,  BROAD- 
CASTING. 

Manager,  presently  operating  250  watts 
in  small  market  area  profitably  since 
inception.  Strong  on  sales,  topnotch 
announcer  all  phases.  Desire  change, 
prefer  midwest.  Box  189G,  BROAD- 
CASTING. 

Combination  manager-chief  engineer. 
Sales  and  economy-minded.  Over  18 
years  in  broadcasting.  Would  like  to 
take  your  CP  or  existing  facility  and 
make  it  a  profitable  operation.  Nori- 
drinker,  draft  exempt,  married.  Avail- 
able on  customary  notice.  My  present 
emolovers  know  of  this  ad.  Box  190G, 
BROADCASTING. 

Salesmanager-manager  successfully  ern- 
ployed  now  and  for  past  ten  years  in 
one  of  the  country's  ten  leading  mar- 
kets desires  position  on  the  west  coast. 
Have  excellent  sales  record  under 
■severest  competition,  references  on 
sales  abilitv  as  well  as  general  ability  on 
entire  radio  operation  available  from 


Salesman,  program  director,  news- 
caster, announcer  looking  for  a  perma- 
nent opportunity  in  Minnesota  or 
adjacent  state.  Better  than  average 
salary  required.  Have  had  twelve  years 
experience.  Write  for  further  details. 
Box  174G.  BROADCASTING. 

Part  time  salesman  with  good  voice, 
plus  continuity,  news  and  programming 
background,  wants  new  position  with 
emphasis  on  sales.  References.  Box 
177G,  BROADCASTING. 

Experienced  salesman-announcer,  38, 
creditable  record  both  fields.  Salary 
and  commission.  References.  Box  210G. 
BROADCASTING,   

Build  the  salesman  you  want.  I  offer  the 
necessarv  material.  Mature,  imagina- 
tive, industrious.  Excellent  record  as 
technician  AM  and  TV.  Box  215G, 
BROADCASTING. 

Announcers 

Maior  league  baseball  announcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.   Box  910F,  BROADCASTING. 

Topflight  college  basketball,  football, 
A  A  baseball  staff  announcer.  Excellent 
recommendations  from  radio,  major 
league  baseball  and  national  adver- 
tising execs.  Seeking  year-round  sports 
and/or  staff  that  pays  right.  Contact 
George  Taylor.  WJLD.  Birmingham, 
Alabama.  Phone  66172  or  Box  179G, 
BROADCASTING, 

Staff  announcer  specialty  news  5  years 
metropolitan  experience  including  TV. 
Available  immediately.  Prefer  south- 
southwest.  Married.  Box  97G,  BROAD- 
CASTING. 

Draft  exempt!  Experi.enced,  seek  per- 
manent job  competent  organization. 
Accounting,  announcing.  Box  107G, 
BROADCASTING. 


Situations  Wanted  (Cont'd)  | 

Announcer,    seven    years    experience.  ' 
Excellent  references.  Veteran,  age  27, 
minimum    $70.    Change    desired.    Box  i 
165G,  BROADCASTING.  I 

Newscaster-commentator  wants  con- 
tact with  alert  independent  station 
desiring  to  improve  program  content 
and  attract  listeners  by  upgrading 
from  listless  parrot-like  reading  frorr; 
ticker.  Capable  mature  man  with  pleas- 
ing voice  well  versed  in  public  affairs 
and  with  high  sense  of  balance  in  the 
general  order  of  things.  Can  go  along 
v/ith  struggling  station.  Box  166G, 
BROADCASTING.   

Attention  badger  broadcasters:  Young, 
experienced  announcer  (one  and  a  half 
years  with  1000  kw  indie)  looking  for 
steady  position  with  progressive  sta- 
tion. Married,  vet.  "In  person"  audi- 
tion for  any  Wisconsin  station.  Tape 
for  neighboring  states.  A-1  references 

Box  167G,  BROADCASTING.  

News  editor-announcer,  young,  but  ex- 
D^rienced.  Fresr^  tiy  employed  station,  h- 
Will  start  $40.  Will  travel.  Box  168G,  - 
BROADCASTING.    »^ 

Attention  stations  in  Pennsylvania,  j 
New  York,  New  Jersey.  Announcer,  t, 
disc  jockey,  morning  man,  emcee, 
interested  in  a  position  with  a  station 
looking  for  a  man  with  five  years  ex- 
perience in  radio,  educated  in  televi- 
sion, married  and  looking  for  a  place 
to  settle  down.  Disc  and  photo  upon 
request.  Write  Box  171G,  BROADCAST-  - 
ING. 


Air  salesman,  proven  results,  mature, 
versatile  voice.  Experienced,  write, 
create  own  shows,  news,  public  events 
33.  married,  college.  Presently  employed 
SE  Mutual  affiliate,  desire  more  metro- 
politan area.  $75  minimum.  Box  139G, 
BROADCASTING. 

Three  years  commercial  experience 
with  nets  and  independents.  College 
graduate.  AM  presently  employed,  but 
desire  work  with  more  progressive 
outfit.  Do  all  type  programs  including 
sports  color.  Can  build  audiences.  Per- 
sonal interview  200  miles  Newark.  Will 
prove  I  will  be  an  a<;set  to  your  oreani- 
zation.  Box  143G,  BROADCASTING. 

Sportscaster-announcer,  college  grad, 
single,  draft  deferred,  strong  all  sports. 
Box  150G,  BROADCASTING.  

Announcer-writer,  news  editor,  three 
years  experience  top  mail  pull  west  or 
midwest   Box  153G,  BROADCASTING. 


Announcer,  steady,  reliable.  Good 
voice,  some  experience.  Strong  corn- 
merclal  sell,  good  news,  relaxed  DJ. 
Available  two  weeks.  Disc,  photo  on 
request.  Box  156G,  BROADCASTING. 

Announcer,  DJ,  presently  large  indie, 
desire  tough  competitive  market.  'Tot) 
rated  shows.  Box  163G,  BROADCAST- 
ING, 


Sports  director  not  just  another  wouldj; 
be  sportscaster.  Now  employed  by  na- 
tional  sponsors  in  major  market.  Ex-, 
cellent    voice.    Brilliant  Play-t>y-play' 
reporting  football,  basketball.  basebaUT: 
based  on  five  years  of  intense  work.  A 
young  man  who  can  provide  you  with 
the    best.    Air    checks    available.    AH  - 
repUes  considered  and  answered.  Box 

175G,  BROADCASTING.  

Top  minor  baseball  announcer,  all 
sports,  staff,  college  grad,  married 
WJLD,  Birmingham-Bessemer  or  Box 

180G,  BROADCASTING.  

Sportsman,  experienced  baseball,  foot- 
ball basketball,  boxing.  Married.  Look- 
ing for  live  station  in  sports  com- 
munity. Excellent  sport  shows.  All 
phases  radio.  Box  184G,  BROADCAST-; 

ING.  ^  

Experienced   announcer.    Three  year; 
staff  and  sports  announcing  and  consolt 
operation.  Completing  refresher  course.: 
at  well  known  radio  school  SeptembeiM 
22    Age   31    family.   Best  references4- 
South  preferred.  Box  191G,  BROAD-iiie 

CASTING.  ^  p; 

Announcer  with  leather  lurigs  ancJ^ 
strong  stomach.  Experienced  m  copyl^ 
console.  Failing  stations  my  specialty  r, 

6ox  192G,  BROADCASTING.  U 

Position  wanted:  Announcer,  experi4- 
enced  operator  control  board,  23^  goo^f  | 
voice,  no  licenses.  Box  194G.  BROAD-*? 

CASTING.  ^  ' 

Available  September  23rd.  Capable  an. 
nouncer,  5  years  experience,  college: 
family,  excellent  programming  ideas 
Will  go  anywhere  to  work  for  progres 
sive  station  offering  chance  for  ad 
vancement.   Box   196G.  BROADCAST 

ING.  ^  

Immediately  available  leading  schooi'. 
grad.  1st  class  phone  familiar  with  turn  a 
tables  and  audio  consoles  Vet,  single  s 
sober  all  offers  considered.  Box  199G  't 
BROADCASTING. 


Early  morning  personality.  12  year 
experience.  Unusual  voice  and  styl 
guaranteed  to  bring  audience  and  sales 
Have  publicity  proof  of  results.  No\  j, 
in  N  Y  area.  Interested  in  midwe^  jj 
or  west.  Disc,  photo,  etc  on  requestL 
Box  201G,  BROADCASTING 


Announcer-newsman,  well-rounde 
background.     Experienced     gathering  ^ 
writing    local    news,    processing   wir  ' 
copy  Also  special  events.  Can  produtf 
saleable  newscasts  in  cornpetitive  mat  • 
ket   Top  references.  Prefer  large  miti 
west  outlet.  Box  202G.  BROADCAST!" 

ING.   .   

Experienced    aimouncer.    3   years  a 
types  programs.  Newscaster  with  diS  Df 
tinctive  voice.    B.  S.  in  Speech.    Pre  =^ 
gramming  experience.  Married  veteran 
Now    employed.    Box    205G,    BROAi.'  ctt 

CASTING.  I 

Available     immediately.     Announce  ' 
program  director.  5  years  experienc 
verlatile  with  excellent  voice.  Fami.  w 
man,  33    desires  position  with  futur  « - 
Northeast  nrpferred.  References,  U^- 

207G.  BROADCASTING.   ^ 

Announcer,    writer,    three    years  e: 
perience,    seeks    permanent    positio.^  m 
Top   disc   show,    veteran   above   dra  .»! 
age   Best  references.  i"o<=t  or  midwes  6. 
Box  208G  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Help  Wanted 


kimouncer-writer,  strong  on  news, 
nusic.  sports.  Good  sell.  Creative  ideas, 
tnagination.  Thorough  knowledge  ra- 
lio.  Veteran.  Will  travel.  Disc,  photo, 
ample  continuity  on  request.  Box 
illG,  BROADCASTING. 


k.nnouncer,  3 '2  years  experience. 
Itrong  on  news,  commercials,  special 
vents.  Box  212G,  BROADCASTING. 


innouncer-wrlter.  Two  years  college. 
Thorough  knowledge  radio.  Strong  on 
!iews.  commercials.  DJ.  Knows  music, 
liperate  console.  Dependable,  hard 
lorker,  top  references.  Veteran,  will 
ravel.  Disc,  photo,  details  available. 
iSox  213G,  BROADCASTING.  

portscaster,  experienced  play-by-play 
11  sports.  Staff,  publicity,  promotion 
xperience,  TV  production  trained, 
eteran,  non-reserve,  college  grad.  Box 
17G,  BROADCASTING. 

innouncer,  network  delivery.  Thor- 
ughly  experienced  all  phases  radio. 
Excellent  recommendations.  Mark  An- 
rews,  3148  Wilson  Ave.,  .  Chicago, 
rving  8-1681.  

nnouncer,  three  years;  solid  back- 
round,  capable,  reliable  family  man; 
isc  and  references.  George  W.  Cardell, 
:t47  W.  Hutchinson,  Chicago  41,  Illinois. 

ell  your  story;  sell  your  story  with 
ob  O'Donnell,  mail  order  announcer 
■ho    can    really    move  merchandise. 

::illbilly  and  pop  DJ.  Disc  available. 

:  eteran.  74  N.  Park  Rd..  La  Grange, 
hnois. 

lenty  of  radio  school  training,  news, 
anouncing,  writing,  acting.  Excellent 
oice  and  diction.  Steady,  reliable 
amily  man,  30.  Disc,  picture  available. 
7in  travel.  Ralston  Smith,  6502  S.  W. 
j  ermont  St.,  Portland  19,  Oregon. 

j  Technical 

j  ngineer,  experienced  transmitter,  re- 
iotes,  console,  maintenance.  Married, 
ill  travel,  have  car.  Box  737F, 
ROADCASTING.  

ngineer,  2V2  years,  transmitter,  re- 
otes,  taperecorders,  3  years  army  ra- 

fio.  Graduate  leading  radio  school, 
"illing  to  travel.  Box  904F,  BROAD- 
■ASTING.  

hief  engineer,  15  years  intensive  ex- 
^rience  all  phases  AM  and  FM  engi- 
;ering  Includes  setting  up  6  element 
rectionals.  Ready  for  TV.  Manage- 
ent  minded  with  excellent  personnel 
,-?lations.  References  include  top  broad- 
est consultants  and  executives.  Box 
13F,  BROADCASTING. 

(tiief  engineer  soon  available  for  con- 
ruction  or  installation.  Consider 
maining  as  chief  if  mutually  advan- 
geous.  Fifteen  years  continuous  ex- 
rrience.  Best  references.  Corres- 
indence  invited.  Box  2G,  BROAD- 
CASTING. 

[  ngineer,  1st  class  telephone,  seeking 
igineer  or  combination  position,  in- 
;perienced.  Box  145G,  BROADCAST- 

:JG. 

-  raduate  leading  midwest  AM-FM-TV 
chnical  school,  1st  phone,  1  year  col- 
ge,  20,  married,  one  child,  desires 
noloyment.  Box  162G,  BROADCAST- 

^^G. 

traft  exempt  chief  engineer.  47  years 
']':  d  with  25  years  communications  and 
:search  experience.  10  kw  FM  and  AM 
ith  four  element  antenna.  Studied 
V.  Prefer  southern  half  U.  S.  Box 
I-3G,  BROADCASTING. 


kperienced  engineer,  41  years  old,  over 
\i  years  in  broadcasting  desires  chief 
figineer's  position  of  group  or  regional 
iiain.  Box  182G,  BROADCASTING. 

Jxperienced  radio  engineer,  presently 
j'lief    250    network    affiliate  desires 
;!  lange.  Will  build  from  ground  up  or 
ork  established  station.  Experienced 
jmbo  man,  too.  Can  build  new  station 
.1  minimum  amount  of  equipment  as 
ii  used  to  restricted  budget.  Will  take 
.  iw    station    on   salary   or  minimum 
,larv   and    part    interest.    Box  185G, 
,  ROADCASTING. 

ngineer.  Presently  employed  250  w 
ation  as  relief  during  vacation  time. 
.  vailable  September  5th  AM  trans- 
iSitter,  remotes;  console,  taperecord- 
'  ig  experience.  Single,  reliable,  vet- 
'an,  23,  references.  Have  car,  will 
*'avel.  Box  186G.  BROADCASTING. 
It" 
£  li- 


cense,  degree    12  years  experience 
engineer.  Box  209G,  BROADCAST- 
ING. 


hief  engineer  available  immediately, 
r  cperienced  construction,  oneration, 
aintenance.  Veteran,  married,  wishes 
;  .  rttle  southwest,   permanent  position. 

lest  references.  Write  Box  214G, 
=  (ROADCASTING. 


Engineer,  1st  phone.  Available  im- 
mediately. 5  years  experience  main- 
taining, operating,  installing  AM  xmtr 
to  5  kw,  FM  to  20  kw,  mastercontrol 
room,  recording,  remotes,  etc.  ^byear 
TV  repair.  Desires  permanent  position. 
P.  O.  Box  5811,  Metro  Station,  Los 
Angeles  55,  California. 

Experienced  engineer  in  AM  &  FM 
transmitter  and  console  operation. 
Young,  single,  do  not  smoke  or  drink. 
Have  car.  Eugene  Brown,  Alden,  Iowa. 


First  phone.  Prefer  middlewest.  Howard 
G.  Fullmer,  215  Dunham  Ave.,  Des 
Moines,  Iowa. 

First  phone  license,  experienced  trans, 
operator,  remotes,  tape,  250  and  1000  w. 
J.  Herman,  338  Lincoln  PI.,  Brooklyn 
17,  N.  Y. 

Experienced,  250  w  to  50  kw,  first 
phone.  Operation  and  maintenance 
transmitters,  studio,  remotes,  tape- 
recorders.  Car,  23,  single,  sober,  never 
fired,  will  travel.  Presently  employed. 
Available  after  8th  September.  Earl 
Ladendorf,  Route  1,  Box  39,  Des  Plaines, 
Illinois.   Phone  VA  4-5292. 

1st  phone  (1950) — No  broadcast  experi- 
ence. 18  years  Coast  Guard  radio.  Draft 
exempt.  Good  voice  for  combo.  W.  E. 
Waddell,  Box  232,  Jacksonville  Beach, 
Florida. 

ProducUon-PYogramming ,  others 

Young,  thoroughly  experienced  radio 
man  with  excellent  qualifications,  de- 
sires small  market  program  director's 
position.  Presently  doing  announcing- 
production  large  city.  Box  89G. 
BROADCASTING. 

Newsman — 25,  married,  BA,  employed, 
also  some  experience  newspaper,  public 
relations,  radio  continuity.  Seeks  posi- 
tion eastern  station.  Asks  only  living 
wage,  job  with  future.  Box  105G, 
BROADCASTING. 

News  editor-program  director,  7  years 
experience.  Available  for  personal  in- 
terview. Box  126G.  BROADCASTING. 

Livewire  young  personable  college 
graduate,  executive  secretary,  radio 
background  seeks  position  production, 
continuity,  radio,  TV.  Available 
September.  Write  Box  128G,  BROAD- 
CASTING. 

Program  -  production,  manager  -  writer 
with  showmanship.  AM  or  AM-TV 
setup  with  future.  12  years  same  sta- 
tion. Best  references.  Draft  exempt. 
Write  result  -  getting  commercials. 
Scripts  sold  to  nets.  Successful  director 
Little  Theaters  4  years.  Know  staging, 
camera  angles,  lighting,  direction. 
Available  September.  Details,  personal 
interview  arranged.  Box  142G,  BROAD- 
CASTING. 

PD,  announcer,  DJ,  original  imagina- 
tive programs.  Now  large  indie;  desire 
tougher,  competitive  market.  Box  164G, 
BROADCASTING. 

Newsman  three  years.  Journalism  grad- 
uate. Present  news  editor  station  where 
organized  successful  news  operation. 
Desire  same  opportunity  with  another 
station  seeking  top  news  coverage  or 
starting  news  department.  Know  spe- 
cial events.  Box  172G,  BROADCAST- 
ING. 

Let  me  send  you  several  pieces  of  my 
copy,  and  you'll  agree  I'm  the  right 
man  for  your  continuity  department. 
Seek  betterment  in  progressive  station, 
western  community  preferred.  Thor- 
oughly experienced.  Age  32,  unlikely 
to  be  drafted.  Samples  and  full  details 
on  request.  Box  178G,  BROADCAST- 
ING. 

Consistent  copy  that  sells  day  after 
-  day.  Experienced  copy,  continuity 
writer;  thorough  knowledge  produc- 
tion; former  announcer,  actor;  wants  to 
locate  with  station  that  offers  a  future. 
Age  26,  married,  veteran.  Box  188G, 
BROADCASTING. 

Continuity  writer  with  creative  pro- 
gramming background,  five  years  ex- 
perience, able  to  do  disc  work  and 
interviews,  etc.  Married  and  looking 
for  a  place  to  settle.  Box  193G,  BROAD- 
CASTING. 

News  and  special  events  man  with  PD 
experience  available  October  first.  Now 
employed  in  Minneapolis.  Prefer  news 
but  also  do  personable  disc  show.  Best 
references.  Draft  exempt.  Box  195G, 
BROADCASTING. 


Program  director  available  immedi- 
ately. Eight  years  experience  pro- 
gramming, promotion,  sports,  news  and 
music.  33  years  old,  married.  Reliable, 
industrious  and  ambitious.  Good  refer- 
ences. Will  consider  any  good  oppor- 
tunity. Box  200G,  BROADCASTING. 

Young  lady.  Master's  Degree,  experi- 
enced script,  newspaper,  public  rela- 
tions, available  September.  Box  206G, 
BROADCASTING. 

For  Sale 

Stations 

Southwest  daytimer,  exclusive,  good 
market,  good  equipment.  Now  grossing 
$50,000  year.  Owner's  "take"  this  year 
will  be  more  than  $16,000.  Priced  for 
quick  sale  at  $35,000.,  down  payment, 
$15,000.  Box  170G,  BROADCASTING. 


Equipment,  etc. 


5  kw  W.  E.  Co.  AM  transmitter  re- 
moved from  service  August  1,  1950.  Also 
frequency  and  modulation  monitors, 
spares,  etc.  Box  197G,  BROADCAST- 
ING. 

Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 

4  KMC  transcription  arms  complete 
with  pickups;  1  portable  Brush  sound- 
mirror;  2  chrome  plated  mike  stands; 
1  RCA  wall  cabinet  with  jack  strip  and 
audio  block;  1  BCS  lA  switching  unit; 
1  RCA  banquet  stand;  2  Gates  pre  amps 
with  power  supply;  2  32  lOwx  Thor- 
darson  amps;  2  RCA  73B  recorders 
complete  with  switching  console,  amps, 
heaters,  vacuum  pump,  microscopes, 
etc.;  3  Shure  #55  multipedance  micro- 
phones; make  offer  for  any  or  all 
equipment,  all  offers  considered.  Con- 
tact E.  G.  Thoms,  General  Manager, 
WKJG,  Fort  Wayne.  Indiana.  

Ten-250  feet.;  nine-220  feet;  five-500 
feet;  six-350  feet;  seven-375  feet.  All 
above  towers  are  new  uniformed  cross 
section,  guyed  type  with  all  necessary 
equipment.  Will  deliver  and  erect  any- 
where in  the  United  States.  Call  3348, 
wire  or  write  Consolidated  Tower  Co., 
Petersburg,  Virginia. 

Have  several  used  guyed  Wlncharger 
towers  will  sell  erected.  Tower  Con- 
struction Co..  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Wanted  to  Buy 


Stations 


Experienced  manager  will  buy  all  or 
part  of  AM  station  now  losing  money. 
Write  Box   lllG,  BROADCASTING. 


Equipment,  etc. 


Two  used  Magnecorders,  portable, 
single  channel  #PT6-JA  tape  recorders. 
Address  replies  and  full  information 
to  W.  H.  Carman,  Chief  Engineer, 
KOAT,  P.  O.  Box  1419.  Albuquerque, 
New  Mexico. 


Miscellaneous 


Salesmen 


Edward  Fridgen,  contact  J  hn,  KWJJ, 
Portland.    Good  news. 


$10,000  JOB  OPEN 

One  of  the  country's  best  radio 
stations  is  looking  for  a  man 
to  understudy  its  Vice  President 
in  charge  of  sales  and  to  direct 
its  promotion.  Must  be  under 
36,  must  have  outstanding 
record  of  selling  radio  locally 
and  nationally.  Must  prove 
ability  to  sales  manage  and 
direct  promotion  for  middlewest 
property  that  tops  million  mark 
annually  and  should  surpass 
million  and  a  half  in  next  three 
years.  Starting  salary  is  $10,000 
with  excellent  opportunity  for 
advancement.  Send  complete 
details  to 

BOX  10G, 
BROADCASTING 


Situations  Wanted 


Announcers 


.  MORNING  MAN 
.  SPORTS  MAN 
.  AIR  SALESMAN 


Presently  employed  Wash- 
ington, D.  C.  Can  build  and  write  top- 
flight, saleable  show.  Desire  locate  mid- 
west or  south.  Dependable,  married  vet. 
Female  station  managers  need  not  apply, 
Disc,  photo,  details. 


•  BOX219G 
BROADCASTING 


(Continued  on   next  page) 


AVAILABLE 
SALES  EXECUTIVE-SALESMAN 


BROAD  EXPERIENCE— CREATIVE  PLANNING,  MANAGE- 
MENT AND  SALES  IN  RADIO  BROADCASTING,  GENERAL 
ADVERTISING   AND  MERCHANDISING. 

Having  recently  completed  the  establishment  of  a  network 
of  selected  franchise  holders  in  forty  major  markets  involving 
an  approximate  capital  investment  of  two  million  dollars, 
this  executive-salesman  is  open  for  immediate  consideration 
of  a  proposition  offering  participation  In  fruits  of  results 
achieved.  He  has  a  highly  creditable  record  in  sales  and 
management  capacities  requiring  enthusiastic,  progressive 
action  and  mature  judgment  in  the  handling  of  sizable 
operations.  Modest  compensation  will  be  acceptable  to 
close  connection  with  an  enterprise  of  promise. 

I 

 ADDRESS  BOX2I6G,  BROADCASTING  


Situations  Wanted  (Cont'd) 


Managerial 


Manager-Commercial  Manager 

Available  Now 

Eleven  years  of  successful  selling  and 
sales  promotion  .  .  .  well  established 
in  midwest  and  eastern  national  markets 
.  .  .  excellent  record  of  organization  and 
sensible  operation.  Top  industry  refer- 
ences. Interested  only  in  major  market 
station. 

BOX  218G,  BROADCASTING 


MANAGER-CHIEF  ENGINEER 

Have  proven  formula  for  low  cost  oper- 
ation your  local  or  daytimer.  Age  40 
with  15  years  experience  management, 
sales,  programming,  announcing,  engi- 
neering. Construction,  maintenance  BA, 
AM.  Fil.  Will  head  your  engineering  one 
to  50  kw.  Finest  references.  Available 
immediately.  Wire  or  write  Box  .  563, 
Hays.  Kansas. 


'SILENCE'  RULE 

FCC  Stiffening  Attitude 

FCC  SIGNIFIED  fortnight  ago 
that  it  may  be  stiffening  its  atti- 
tude toward  the  requests  of  li- 
censees who  want  to  take  their 
stations  off  the  air  temporarily — 
usually  for  financial  reasons. 

In  a  public  notice  the  Commis- 
sion Aug.  17  announced  the  text 
of  a  letter  to  KCHE  El  Reno, 
Okla.,  granting  its  request  to  re- 
main silent  for  60  days  but  mak- 
ing clear  that  the  station  must 
then  resume  operation  or  forfeit 
its  license. 

If  the  proposed  "reorganization" 
results  in  a  transfer  of  control, 
FCC  asserted,  the  appropriate 
transfer  application  should  be  filed 
within  the  60  days'  authorized  si- 
lence. 

In  other  actions  last  week,  how- 
ever, the  Commission  granted  sev- 
eral other  silence  requests.  These 
included  KPHC  Walsenburg,  Col., 
"to  remain  silent  for  an  additional 
period  of  60  days  from  July  28"; 
WMFM  North  Adams,  Mass.,  "fur- 
ther extension  to  remain  silent  to 
Oct.  1";  WILA  Woodstock,  111., 
"extension  until  Sept.  5,  to  remain 
silent  in  order  to  effect  a  reorgan- 
ization"; WIZZ  Wilkes-Barre,  "to 
remain  silent  for  a  period  of  90 
days,  to  correct  the  station's  an- 
tenna system  and  effect  a  financial 
reorganization    of    the  permittee 


corporation." 

The  letter  to  KCHE  asserted: 

The  Commission  has  the  responsi- 
bility of  administering  the  Communi- 
cations Act  of  1934,  as  amended,  so 
that  the  available  channels  of  radio 
transmission  will  be  used  to  serve 
the  public  interest,  convenience  and 
necessity.  The  Commission  is  re- 
quired to  make  assignments  of  li- 
censes, frequencies,  hours  of  opera- 
tion and  power  so  as  to  provide  a 
fair,  efficient,  and  equitable  distribu- 
tion of  radio  service  throughout  the 
U.  S.  The  grant  of  authorizations  to 
remain  silent  for  prolonged  periods 
of  time  is  inconsistent  with  the  effi- 
cient utilization  of  the  radio  broad- 
cast facilities. 

In  view  of  the  foregoing,  the  Com- 
mission is  granting  your  authoriza- 
tion to  keep  Station  KCHE  silent  for 
60  days  from  the  date  of  this  letter. 
If  your  station  is  not  ready  to  resume 
operations  by  the  expiration  of  this 
authorization,  you  will  be  deemed  to 
have  abandoned  your  license  atid  the 
license  will  then  be  cancelled. 

In  the  event  that  the  contemplated 
financial  reorganization  .  .  .  should 
result  in  a  transfer  of  control,  prior 
Commission  approval  must  be  secured 
before  Station  KCHE  resumes  opera- 
tions. You  are  further  advised  that 
if  a  transfer  application  is  found  to  be 
necessary,  it  should  be  filed  within 
the  60-day  period  of  authorized 
silence. 

KCHE,  established  in  1948,  is 
licensed  to  KCHE  Inc.,  owned  by 
Ross  K.  Prescott  and  C.  C.  Wood- 
son. It  requested  the  60-day  silence 
period  "in  order  to  procure  new 
studios,  and  for  the  purpose  of 
refinancing  and  reorganization," 
FCC  said.  It  is  a  daytimer  on  1590 
kc  with  500  w. 

The  Commission  also  made  plain 
that  the  authority  to  remain  silent 
"is  subject  to  the  continued  light- 
ing of  the  antenna  structure  ...  in 
accordance  with  .  .  .  the  Commis- 
sion's rules." 


WWBZ  To  Fulltime 

WWBZ  Vineland,  N.  J.,  owned  and 
operated  by  Community  Broad- 
casting Service  Inc.,  will  begin 
fulltime  operation  soon,  according 
to  Fred  M.  Wood,  general  manager. 
Appointment  of  John  Serra  as 
commercial  manager  also  was  an- 
nounced. WWBZ  is  licensed  for  1 
kw  on  1360  kc. 


S^tatliwest  Network. 
Property  -  $133,000.00 

This  is  one  of  the  well  known  network  facilities  that  has  been 
established  for  more  than  20  years.  It  is  located  in  one  of  the  south- 
west's  important  and  fastest  growing  markets,  is  quite  profitable  and 
billing  is  increasing.  Included  in  the  purchase  price  is  real  estate 
having  an  appraised  value  in  excess  of  860,000.00.  Price  can  be 
reduced  by  that  amount  if  real  estate  is  leased. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Washington  Bldg. 
SterUne  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 


G.  I.  Net-work 

THREE-STATION  network, 
answering  the  Communists' 
"Seoul  City  Sue,"  has  been 
set  up  in  Korea  by  the  U.  S. 
Army's  First  Cavalry  Divi- 
sion. Maj.  Hal  Stewart  of 
El  Paso,  Tex.,  said  world  and 
local  news,  hillbilly  and 
swing  music  will  be  broadcast 
nightly  between  7:30-8  to 
troops  in  and  around  Taegu, 
Pusan  and  Masan. 


HAGUE  MEETING 

Delay  Sustained  by  ITU 

U.  S.  proposal  to  postpone  next 
month's  Radio  Conference  on  fre- 
quency allocations  and  other  points 
has  been  sustained  by  the  Secre- 
tary-General of  the  International 
Telecommunication  Union  in  line 
with  the  American  belief  that  "it 
would  be  impossible  ...  to  obtain 
substantial  agreement  on  any  of 
the  agenda  items." 

Agenda  for  the  conference,  slated 
to  be  held  in  The  Hague,  called  for 
approval  of  an  international  fre- 
quency list,  allocations  for  special- 
ized services  (high  frequency 
broadcasting  and  others),  and  the 
effective  date  and  procedure  for 
the  overall  allocation  list.  Fifty- 
six  countries,  including  the  USSR, 
approved  the  U.  S.  proposal. 

The  U.  S.  further  proposed  that 
work  done  at  Atlantic  City  and  at 
subsequent  conferences  should  not 
be  scrapped  and  that  a  new  con- 
ference should  be  convened  when 
a  "favorable  occasion  arises,"  ac- 
cording to  the  State  Dept.  Mean- 
while the  International  Frequency 
Registration  Board,  created  under 
the  Atlantic  City  Telecommunica- 
tion Convention  and  now  function- 
ing in  Geneva  as  part  of  ITU, 
should  conduct  studies  on  problems 
resulting  from  efforts  to  prepare 
an  international  frequency  list,  the 
U.  S.  feels. 


CLAIM  SETTLED 


WU  Refunds  $14,464  to  LBS 

FCC  has  announced  that  Liberty 
Broadcasting  System's  claim 
against  Western  Union  for  $17,972 
(plus  interest)  in  refunds  for  "un- 
lawful" baseball  service  charges 
[Broadcasting,  May  29]  has  been 
settled  for  $14,464. 

Liberty's  claim  was  the  result  of 
the  FCC  decision  outlawing  the 
special  $2-per-game  fee  which 
Western  Union  had  been  levying 
upon  subscribers  for  each  station 
to  which  they  had  been  furnishing 
the  WU  play-by-play  sports  re- 
ports [Broadcasting,  May  22]. 
Most  of  Liberty's  claim  related  to 
baseball  service,  but  some  portions 
involved  football  and  basketball 
reports.  It  covered  the  period  from 
the  opening  of  the  baseball  season 
in  April  1949  to  the  end  of  April 
1950. 


WRVA-WRVC  CASE 

FCC  Hits  'Automatic  Outlet' 

FCC  NOTIFIED  Larus  &  Bro.  Co., 
operator  of  WRVA-AM-FM  Rich- 
mond and  WRVC  (FM)  Norfolk, 
Va.,  Aug.  17  that  it  will  be  ex- 
pected to  show  "reasonable  efforts" 
to  comply  with  promises  not  to 
make  WRVC  an  "automatic  outlet" 
for  WRVA  programs. 

The  notification  was  given  in  a 
letter  announced  by  the  Commis- 
sion as  sent  to  the  WRVC  per- 
mittee as  result  of  a  1948  complaint 
by  WTAR-AM-FM-TV  Norfolk. 
FCC  wrote: 

We  have  given  careful  considera- 
tion to  the  complaint  and  the  state- 
ments made  by  you  to  the  Commission 
with  regard  to  this  matter.  Upon  the 
basis  of  statements  made  by  the 
complainant,  it  appeared  that  at  the 
time  the  original  complaint  was  filed 
on  Dec.  1,  1948,  WRVC  (FM)  was 
making  practically  all  of  its  station 
announcements  from  Richmond  and 
broadcasting  comparatively  few  Nor- 
folk programs. 

Your  replies  thereto  show  a  ma- 
jority of  station  announcements  are 
made  from  your  main  studios  in 
Norfolk  and  that  yon  are  now  carry- 
ing a  considerably  larger  number  of 
local  live  talent  programs  than  you 
did  originally. 

FCC  pointed  out,  however,  that 
in  connection  with  its  original  ap- 
plication for  WRVC  the  company 
said  its  "ultimate  plans"  contem- 
plated origination  of  local  pro- 
grams in  the  Norfolk  area  plus 
"outstanding  network  programs" 
which  either  are  not  available  there 
through  other  facilities  or  are  of 
sufficient  interest  to  warrant  dupli- 
cation on  WRVA  or  WRVA-FM. 

Additionally,  FCC  said,  the  com- 
pany indicated  as  an  applicant  thatfs 
the  Norfolk  station  would  not  be 
"an  automatic  outlet  for  WRVA 
programs,"  but,  rather,  would  be 
"an  independent  entity  available 
for  the  duplication  of  such  WRVA- 
AM  and  WRVA-FM  programs  as  5^ 
the  Norfolk  audience  may  request 
or  desire." 

The    Commission's    letter  con- 
cluded: 

While  it  is  true  your  original  plans: 
contemplated  the  three  stations  oper- 
ating  together,   we   should   like  tOj 
point  out  that  in  response  to  Com- 
mission inquiry  you  stated  that  it 
was  your  plan  to  operate  the  Norfolk 
station  as  "an  independent  entity"; 
that  every  effort  would  be  made  to 
broadcast  programs  using  local  talent  jj 
in  Norfolk,  and  that  "when  there  are 
no  local  programs   available  or  ac- 
ceptable," that  other  programs  com-^^ 
ing  from  WRVA  in  Richmond  would  4' 
be  used  to  "round  out  a  satisfactory, 
schedule." 

You  are  advised  that  in  connectior 
with  future  applications  which  you 
may  file  in  connection  with  the  sta- 
tion you  will  be  expected  to  sho\^ 
that  reasonable  efforts  have  and  art 
being  made  to  comply  with  thes< 
promises. 


1% 


PHILCO  Corp.  board  of  directors  has 
increased  regular  quarterly  dividen 
on  firm's  common  stock  to  75c  a  share] 
payable  Sept.  12  to  holders  of  recori 
Aug.  29.  Regular  quarterly  dividenc 
of  93  %c  per  share  on  company's  pre 
f erred  3%c  Series  A,  payable  Oct. 
to  holders  of  record  Sept.  15. 
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BROADCASTING    •  Telecastinj, 


kugust  T6  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1190  kc 
WSIC  Statesville,  X.  C— CP  AM  sta- 

on  to  change  from  1400  kc  250  w  unl. 
1  1190  kc  1  kw  unl. 

AM— 1010  kc 
WHUN  Huntingdon,  Pa. — CP  AM  sta- 
3n  to  change  from  1400  kc  250  w  unl,  to 
110  kc  1  kw  D. 

License  for  CP 
KCEtf  CarroU,   la.— License  for  CP 
ew  AM  station. 

Modification  of  CP 
WGBA-FM  Columbus,  Ga.— Mod.  CP 
M  station  to  change  ERP  to  15.9  kw. 
It.  to  46  ft. 

WBAB-FM  AUantic  City,  N.  J.— Mod. 
P  new  FM  station  for  extension  of 
impletion  date. 

FM— 101.1  me 
WCBS-FM  New  York— CP  to  change 
M  station  ERP  to  2.8  kw,  ant.  to  874 

License  for  CP 
KV'OF-FM  El  Paso,  Tex. — License  for 
?    new    noncommercial  educational 
M  station. 

TENDERED  FOR  FILING 
AM— 1540  kc 
WJMO  Cleveland,  Ohio — CP  AM  sta- 
3n  to  change  from  1540  kc  1  kw  D  to 
■40  kc  5  kw  D. 

'  AM— 1450  kc 
•WQAN  Scranton,  Pa. — CP  AM  station 
change  from  630  kc  500  w  D  to  1450 
■  250  w  unl. 

AM— 1400  kc 
'KBRO    Bremerton,    Wash.— CP  AM 
•ation  to  change  from  1490  kc  250  w 
ill.  to  1400  kc. 

1       APPLICATION  RETURNED 
KRCO   Prineville,  Ore.— RETURNED 
Dlication  to  change  from  690  kc  1 
A-  D  to  650  kc  1  kw  unl. 


.ugust  17  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  License 
»VKRM    Columbia,    Tenn. — Mod.  li- 
jiise  to  change  main  studio  location. 

]  AM— 1540  kc 

IVJMO  Cleveland,  Ohio — CP  AM  sta- 
•n  to  change  from  1540  kc  1  kw  D 

!   1540  kc  5  kw  D. 

!■  License  for  CP 

)WSGW  Saginaw,  Mich. — License  for 

I '  new  AM  station. 

I  Modification  of  CP 

'kfel-FM  Denver,  Col.— Mod.  CP  FM 
iTion  to  change  ERP  to  23  kw,  ant.  to 

:58  ft. 

FM— 92.3  mc 
>iVNAE-FM  Warren,  Pa. — CP  FM  sta- 
'n  to  change  from  Class  A  (92.1  mc) 
'H  Class  B  (92.3  mc)  and  change  ERP  to 

'.  '2  kw. 

I 

.1  Modification  of  CP 

I  WSYR-TV  Syracuse,  N.  Y.— Mod.  CP 

l>w  commercial  TV  station  for  exten- 
s^n  of  completion  date  to  9-12-51. 

'^ugust  18  Applications  .  .  . 

accepted  FOR  FILING 


License  for  CP 
fiJjSCLS  Flagstaff,  Ariz. — License  for  CP 
"fw  AM  station. 

E'ilEM  Eureka,  Calif. — License  for  CP 
f  increase  power,  install  DA  etc. 

'  !  AM— 1230  kc 

•^  'ietter  Bcstg.  Co.,  Crescent  City,  Calif. 
*I;P  new  AM  station  1230  kc  250  w 
(ijl.  AMENDED  to  request  100  w. 

AM— 1140  kc 

«  rSFV  Pekin,  ni.— Mod.  CP  AM  station 
«  1  change  from  1140  kc  1  kw  D  to  1150 
1  kw-D  500  w-N  DA-DN  AMENDED 
request  1140  kc  5  kw  D. 


fCC  actions 


AUGUST  16  TO  AUGUST  24 


CP-construction  permit  anu-antenna 

DA-directional  antenna  D-day 

ERP-efiFective  radiated  power  N-night 

STL-studio-transroitter  link  aur.-aural 

synch,  amp.-synchronous  amplifier  vis.-visual 


cond. -conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 
unl. -unlimited  hours 


STA-special  temporary  authorization 


CG-conditional  grant 


Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


AM— 1240  kc 
KAVR  Havre,  Mont.— CP  AM  station 
to  change  from  1240  kc  250  w  unl.  to 
910  kc  5  kw-D  1  kw-N  DA-DN  AMEND- 
ED to  omit  request  to  change  to  910  kc 
5  kw-D  1  kw-N. 

AM— 1450  kc 
WQAN   Scranton,   Pa. — CP  AM  sta- 
tion to  change  from  630  kc  500  w  D  to 
1450  kc  250  w  unl. 

AM— 1400  kc 
KBRO    Bremerton,    Wash. — CP  AM 

station  to  change  from  1490  kc  to  1400 
kc. 

Modification  of  CP 

WMAY  Springfield,  HI.- Mod.  CP  new 
AM  station  for  extension  of  com- 
pletion date. 

Mod  CP  new  FM  station  for  exten- 
sion of  completion  date:  WICMH-FM 
Dearborn:  WJHL-FM  Johnson  City, 
Term.;  KGKB-FM  Tyler.  Tex. 

WBRC-TV  Birmingham,  Ala.  —  Mod. 
CP  new  commercial  TV  station  for  ex- 
tension of  completion  date. 


August  21  Decisions  .  .  . 

By   Commissioner  Hyde 

Easton  Pub.  Co.,  Easton,  Pa,  et  al. — 

Further  hearing  in  re  applications  in 
Dockets  7179  et  al,  was  scheduled  for 
Oct.  11  in  Washington. 

Atlas  Bcstg.  Co.,  Hamtramck,  Mich. — 
Granted  extension  of  time  to  Sept.  11, 
in  which  to  file  exceptions  to  Initial 
Decision  in  re  its  application  and  that 
of  Hamtramck  Radio  Corp. 

So.  St.  Paul  Bcstg.  Co.,  So.  St.  Paul, 
Minn. — Granted  petition  for  indefinite 
continuance  of  hearing  presently  sched- 
uled for  Aug.  30,  re  its  application, 
pending  action  on  petition  for  re- 
consideration and  grant  without  hear- 
ing. 

Door  County  Radio  Co.,  Sturgeon  Bay, 
Wis. — Granted  leave  to  amend  appli- 
cation, so  as  to  specify  1050  kc  250  w  D 
onlv,  in  Ueu  of  1490  kc  100  w  unl. 

WGBF  EvansvUle,  Ind. — Granted  peti- 
tion to  permit  late  filing  of  notice  of 
intention  to  appear  and  participate  in 
oral  argument  on  initial  decision  in  re 
appHcation  of  WMRO. 

Myron  Jones,  Erie,  Pa. — Granted  ex- 
tension of  time  to  Aug.  30  in  which  to 
file  opposition  to  petition  by  WBNY 
to  designate  application  for  hearing. 

KAVR  Havre,  Mont. — Granted  leave 
to  amend  application  so  as  to  specify  1 
kw  unl.  DA-N  on  910  kc.  in  lieu  of  5  kw 
D,  1  kw  N  DA-2  on  910  kc:  and  anplica- 
tion  was  removed  from  hearing  docket. 

By  Examiner  Leo  Resnick 

WPAQ  Mount  Airy,  N.  C. — Granted 
continuance  of  hearing  presently  sched- 
uled for  Aug.  28  to  Oct.  9.  in  re  appli- 
cation and  those  of  WMBD  and  WAGA. 

Sun  Coast  Bcstg.  Corp.,  Miami,  Fla. — 
Granted  petition  requesting  that  cer- 
tain corrections  be  made  on  transcript 
in  proceeding  re  assignment  of  CP  of 
WMIE:  said  corrections  were  accepted 
together  with  two  corrections  to  peti- 
tion requesteci  verbally  by  petitioner. 

By  Examiner  Fanney  N.  Litvin 
KNEB   Scottsbluff,  Neb.  —  Granted 
continuance     of     hearing  presently 
scheduled  for  Aug.  29,  to  Sept.  28  in 
Washinffton. 

KID  Idaho  Falls,  Ida. — Ordered  fur- 
ther hearing  in  matter  re  mod.  CP. 
shall  commence  Oct.  16  in  Washington. 

Midwestern  Bcstg.  Co.,  Toledo,  Ohio 
— Granted  continuance  of  hearing  now 
sheduled  for  Sept.  25  to  Oct.  23,  in  re 
Dockets  8001  et  al. 

By  Examiner  Elizabeth  C.  Smith 
KWKH  Hutchinson,  Kan.  —  Granted 
leave  to  amend  application,  in  accord- 


ance with  revised  engineering  pro- 
posal filed  with  petition. 

KSMI  Wewoka,  Okla. — Granted  con- 
tinuance of  consolidated  hearing  now 
sheduled  for  Aug.  22  at  Hutchinson, 
Kan.,  to  Oct.  23  at  Hutchinson  and 
Oct.  26  at  Wewoka,  Okla. 

By  Examiner  Basil  P.  Cooper 
KMA  Shenandoah,  la. — Granted  leave 
to  take  depositions  re  hearing  issue  no. 
4  in  matter  of  application  of  WRFC 
Athens,  Ga. 

August  21  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  License 
KCLW  Hamilton,  Tex. — Mod.  license 

to  change  studio  location. 

License  Renewal 

Request  for  license  renewal:  KGER 
Long  Beach,  Calif.;  KVOE  Santa  Ana, 
Calif.;  KGNO  Dodge  City,  Kan,;  WLAM 
Lewiston,  Me.;  WHRV  Ann  Arbor, 
Mich.;  KTRE  Lufkin,  Tex.;  WMBG 
Richmond,  Va. 

Modification  of  CP 
Mod.  CP  FM  station  for  extension  of 
completion  date:  WSB-FM  Atlanta,  Ga.; 
WJBC-FM  Bloomington.  lU.;  WSLB- 
FM  Ogdensburg,  N.  Y.;  WKBN-FM 
Youngstown,  Ohio. 

FM— 106.1  mc 
WLET-FM  Toccoa,  Ga.— CP  FM  sta- 
tion to  change  ERP  7.26  kw,  ant.  to  192 
ft. 

Modification  of  CP 
WBNS-TV  Columbus,  Ohio — License 
for  CP  new  commercial  TV  station  to 
change  ERP  to  24.30  kw  vis.,  12.15  kw 
aur. 

TENDERED  FOR  FILING 
AM— 1230  kc 
Flagstaff  Bcstg.  Co.,  Flagstaff,  Ariz. — 
Mod.  CP  new  AM  station  to  change 
from  1450  kc  to  1230  kc. 


August  22  Decisions  .  .  . 

BY  THE  SECRETARY 

WLYC  WiUiamsport,  Pa.  —  Granted 
license  for  new  FM  station;  Chan,  286 
(105.1  mc)  3.2  kw;  1,260  ft.  ant. 

WHLD-FM  Niagara  FaUs,  N.  Y.  — 
Same,  Chan.  253  (98.5  mc)  46  kw,  ant. 
420  ft. 

Following  granted  licenses  for  new 
remote  pickups  —  KA-7118,  WHP  Inc., 
Harrisburg,  Pa.;  KA-7117,  WHP  Inc.: 
KA-5266,  Midland  National  Life  Ins. 
Co.,  Watertown,  S.  D.;  KA-6900,  WCBS 
Inc.,  Springfield.  HI.;  KA-6714  Carib- 
bean Bcstg.  Corp.,  Arecibo,  P.  R.;  KA- 
7077.  Lake  Bcstg.  Co.  Inc.,  Gary.  Ind. 

WSAZ  Inc.,  Portsmouth,  Ky. — Grant- 
ed license  for  new  exp.  TV  relay  KQB- 
77-8. 

WFPL  LoulsvlUe,  Ky.— Granted  CP  to 


make  changes  in  existing  noncommer- 
cial educational  FM  station,  change 
power  from  10  w  to  250  w  and  change 
trans.;  ERP  63  w,  freq.  Chan.  207  (89.3 
mc)  ant.  360  ft. 

KTEC  Oretech,  Ore.  —  Granted  mod. 
CP  to  change  trans,  and  studio  sites  and 
make  changes  in  ant.  system.  Chan. 
201  (88.1  mc)  10  w. 

Redwood  Bcstg.  Co.  Inc.,  Eureka,  Cal. 
— Granted  CP  and  license  for  new  re- 
mote pickup  KA-3560. 

CecU  W.  Roberts,  Farmington,  Mo. — 
Granted  CP  for  new  remote  pickup 
KA-7405. 

Paul  A.  Brandt,  Mt.  Pleasant,  Mich. 

— Granted  CP  to  make  changes  in  ex- 
isting remote  pickup  KA-7159  to  change 
power  to  40  w  and  change  emission. 

Alamance  Bcstg.  Co.  Inc.,  Burling- 
ton, N.  C. — Granted  mod.  license  of 
remote  pickup  KA-5459  to  change  fre- 
quencies to  26.43  mc. 

WSYR-TV  Syracuse,  N.  Y.— Granted 
extension  of  completion  date  to  3-12-51. 

KGMO  Cape  Girardeau,  Mo. — Same 
to  2-14-51. 

WBAB-FM  Atlantic  City,  N.  J.— Same 
to  3-15-51. 

WPEN-FM  Philadelphia,  Pa. — Grant- 
ed license  change  in  existing  FM  sta- 
tion; Chan.  275  (102.9  mc)  20  kw,  310  ft. 
ant. 

WQDI  Quincy,  111. — Granted  license 
for  new  FM  station;  freq.  (Chan.  286) 
105.1  mc  8.9  kw,  280  ft.  ant. 

On  The  Air,  Inc.,  Evansville,  Ind. — 
Granted  authority  to  cancel  license  and 
delete  remote  pickup  KSA-671. 

Minn.  Bcstg.  Corp.,  Minneapolis, 
Minn. — Granted  mod.  license  to  change 
freqs.  to  153.11,  153.23  mc  and  to  be 
used  with  WTCN-AM-FM-TV. 

Following  granted  extension  of  com- 
pletion dates  as  indicated:  WCBM  Bal- 
timore to  11-15-50;  WMFD-FM  Wilming- 
ton. N.  C.  to  12-1-50;  WCAL-FM  North- 
field,  Minn,  to  11-1-50;  WCUM-FM 
Cumberland,  Md.  to  3-13-51;  WWSW-FM 
Pittsburgh  to  2-22-51;  WDBO-FM  Or- 
lando, Fla.  to  3-14-51;  WSPD-FM  Toledo 
to  3-6-51:  WXRC  Buffalo  to  12-2-50; 
WSYR-FM  Syracuse  to  11-1-50. 

KSCJ  Sioux  City,  la. — Granted  CP  to 
install  new  trans. 

WFIU  Bloomington,  Ind.  —  Granted 
mod.  CP  to  change  ERP  from  34  to  33 
kw  (90.9  mc)  300  ft.  ant.  and  make 
changes  in  ant.  system. 

Cornbelt  Bcstg.  Corp.,  Lincoln,  Neb. 
— Granted  CP  new  remote  pickup  KA- 
7474. 

"Show-Me"  Bcstg.  Co.,  Rolla.  Mo. — 
Same  KA-7475. 

Hirsch  Bcstg.  Co.,  Cape  Girardeau, 
Mo.— Same  KA-7476. 

WCFV  Clifton  Forge,  Va. — Granted 
mod.  CP  for  approval  of  trans,  and 
studio  locations  and  ant. 

WJMX  Florence,  S.  C— Granted  li- 
cense change  power  hours  of  operation, 
install  DA-N  and  change  from  one 
guyed  and  two  self -supported  towers 
to  three  guyed  towers;  970  kc,  5  kw-D, 
1  kw-N  unl.  time,  cond. 

WSTA  Charlotte  Amalia,  V.  I.  — 
Granted  license  for  new  AM  station; 
1340  kc  250  w  unl.,  cond. 

WEVC  Evansville,  Ind.— Granted  CP 
new  noncommercial  educational  FM 
station;  Chan.  218  (91.5  mc),  1.9  kw; 
100  ft.  ant. 

KWSC  PuUman,  Wash.— Granted  CP 
to  install  new  trans. 


August  22  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  Renewal 
Request  for  license  renewal  AM  sta- 
tion: WALA  Mobile,  Ala.;  KBUC  Coro- 
na, Calif.:  KYOS  Merced,  Calif.;  KVLH 
Pauls  Valley.  Okla.;  WMRC  Greenville, 
S.  C;  WDEF  Chattanooga,  Tenn.;  KULP 
El  Campo,  Tex.;  KSPR  Casper,  Wyo. 

AM— 1400  kc 
WiUiam    Marvin    Bunker,  Fircrest, 
Wash. — CP  new  AM  station  on  1450  kc 
100  w  unl.  AMENDED  to  request  change 
to  1400  kc  250  w  unl.  and  change  studio 

(Continued  on  page  8i) 
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TRANSIT  SALES 

TOO  Hear  D.  C.  Pitch 

TRANSIT  FM  sales  pitch  was 
beamed  at  over  100  representatives 
of  Washington,  D.  C,  retail  stores 
and  advertising  agencies  by  Tran- 
sit Radio  Inc.  during  a  luncheon 
session  at  the  Hotel  Statler  Aug.  16. 

Advantages  of  direct  point-to- 
point  sales  derived  from  riders  on 
music-equipped  vehicles  en  route  to 
downtown  shopping  districts  and 
stress  on  special  one-day  sales 
pitches  for  selected  department 
store  merchandise  highlighted  re- 
marks of  Hulbert  Taft  Jr.,  chair- 
man of  board  of  Transit  Radio  Inc. 

Ben  Strouse,  vice  president  and 
general  manager  of  WWDC  Wash- 
ington and  Washington  Transit 
Radio  Inc.,  told  retailers  and  agen- 
cy representatives  that  435  vehicles 
— twice  the  present  number — would 
be  radio-equipped  by  next  month. 
Mr.  Strouse  presided  as  chairman. 

Problems  relative  to  the  "grow- 
ing pains"  of  transit  FM  came  in 
for  comment  by  Edgar  Kobak, 
owner  WTWA  Thomson,  Ga.,  and 
consultant  to  Transit  Radio  Inc. 
and  other  firms.  He  also  recalled 
a  visit  to  England  and  conversa- 
tions with  bus  drivers  attesting  the 
value  of  transit  FM  service  as  a 
civil  defense  aid. 


ANA  Directory 

THE  ASSN.  of  National  Adver- 
tisers' research  steering  committee 
announced  last  week  it  was  pre- 
paring a  directory  of  marketing  and 
advertising  research  services.  In- 
cluded in  the  directory  will  be 
companies  which  (1)  use  stand- 
ardized procedure  devised  by  the 
seller,  (2)  include  "standardized 
questions  used  in  repeated  surveys 
usually  with  a  pre-determined  fre- 
quency," and  (3)  offer  a  service 
which  has  been  bought  by  two  or 
more  clients. 


Ray  Rice 


RAY  RICE,  49,  director  of  public 
relations  since  1945  of  the  Ray- 
theon Mfr.  Co.,  died  in  New  York 
Aug.  18,  of  a  heart  ailment.  He  is 
survived  by  a  brother,  Kenneth  W. 
Rice  of  La  Grange,  111. 


PROGRESS  report  on  strides  made  by  Transit  Radio  Inc.  in  its  two-year  exist- 
ence was  delivered  before  100  Washington  retail  and  advertising  agency 
executives  who  attended  a  soles  meeting  there  Aug.  16.  Principal  speakers 
at  the  session  were  (I  to  r):  Edgar  Kobak,  consultant,  who  discussed  problems 
of  new  service;  Ben  Strouse,  vice  president  and  general  manager,  WWDC 
Washington  and  Washington  Transit  Radio  Inc.,  who  presided  as  chairman; 
and  Hulbert  Taft  Jr.,  chairman  of  the  TR  board. 


LICENSE  FEES 


Experts  Lay  Groundwork 
For  Action  in  '57 


EXPERTS  most  directly  concerned  with  plans  to  assess  fees  on  radio- 
TV  commercial  station  licensees  and  on  recipients  of  other  "special" 
government  services  look  to  possible  Congressional  action  next  year. 

That  was  the  consensus  last  week  of  those  on  Capitol  Hill  and  in 
government  who  are  attempting 
to  develop  an  overall  policy  on 
license  fees.  This  feeling  agreed 
with  known  views  of  Sen.  Ed  C. 
Johnson  (D.  Col.)  on  the  subject. 
He  has  indicated  in  a  letter  to  FCC 
Chairman  Wayne  Coy  that  a  "con- 
crete legislative  proposal"  could  be 
made  early  in  the  next  Congress 
because  he  did  not  believe  "there 
is  a  chance  to  do  anything  in  this 
session"  [Broadcasting,  Aug.  21]. 

Sen.  Johnson  also  has  asserted 
that  license  fees  for  use  of  radio 
and  TV  frequencies,  patterned 
after  the  Canadian  system,  were  un- 
der study  by  the  Senate  Commerce 
Committee,  which  he  chairmans. 
While  stressing  the  importance  of 
assuring  methods  which  are  not 
overly  taxing  to  licensees,  par- 
ticularly   smaller    operators.  Sen. 
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Johnson  told  Chairman  Coy  he 
found  "considerable  merit"  in  a 
system  where  service  is  for  the 
benefit  of  "special  interests  and 
not  the  general  public." 

Both  branches  of  Congress  now 
are  very  much  alive  to  the  issue. 
In  the  House,  which  originates 
revenue  legislation,  the  Ways  & 
Means  Committee  has  completed 
its  first  phase  in  laying  the  ground- 
work for  licensee  fee  lawmaking. 

The  committee  has  received  re- 
ports from  the  Treasury  Dept.  and 
the  Bureau  of  the  Budget  on  the 
feasibility  of  legislation  as  sup- 
ported by  Rep.  Cecil  R.  King  (D. 
Calif.)  which  would  direct  a  Treas- 
ury study  on  the  method  of  col- 
lecting fees  and  charges  not  now 
assessed.  While  both  agencies 
favor  such  a  study,  the  Treasury 
suggested  the  President  direct  the 
study,  thereby  giving  it  wider 
latitude. 

This  suggestion  already  has  ap- 
proval of  Rep.  King,  who  reportedly 
will  head  up  a  Ways  &  Means  sub- 
committee when  the  proposals 
gather  momentum.  A  difference 
in  philosophy  has  been  marked  be- 
tween the  Senate  and  the  House 
finance  experts  on  the  licensee  fee 
proposal.  As  expounded  by  Rep. 
King,  license  fees  would  be  assessed 
as  a  "direct  revenue"  measure. 
However,  Sen  John  L.  McClellan 
(D.  Ark.),  Senate  Executive  Ex- 
penditures Committee  chairman, 
regards  the  proposed  fees  only  as 
methods  of  charging  for  govern- 
ment services  rendered  "special  in- 
terests" as  differing  from  "the 
public." 


FLORIDA  GAMES  1 

Rule  Out  Exclusive  Rights 

EXCLUSIVE  contract  for  football  , 
broadcasts  may  be  a  thing  of  the  " 
past  in  Florida  as  a  result  of  action 
taken    by    the    State    of    Florida  4 
Board  of  Control  at  its  August  j 
meeting.     The   board,   striking  a  jl 
new  precedent  in  the  state,  ruled 
out    exclusive    contracts  affecting 
the  broadcast  of  U.  of  Florida  foot- 
ball games. 

Under  this  new  action,  one  or 
more  networks  throughout  the  state 
may  broadcast  the  games.  Previ- 
ously, the  games  were  broadcast! 
exclusively    by    university-owned  J 
WRUF- Gainesville  and  fed  to  a  20 1 
station   network  via  the   Florida  i 
Broadcasting   Co.     A   bulletin   to  ' 
Florida    Assn.    of  Broadcasters 
members   outlined   the  conditions 
as :  ( 1 )  One  or  more  networks  may  | 
broadcast  the  games  on  a  non-ex- 
clusive basis;  (2)  a  network  must 
pay  $3,000  to  the  U.  of  Florida^. 
Athletic  Assn.;  (3)  not  more  than 
15  stations  can  be  included  in  this 
price,  $100  must  be  paid  to  WRUF 
for  the  Athletic  Assn.  for  every, 
station  over  15;   (4)  WRUF  will' 
act  as  agent;  (5)  each  network  will 
be  limited  to  one  station  in  a  com- 
munity and  may  originate  its  own 
broadcasts  if  desired. 

Fight  to  open  up  broadcast  pri- 
vileges was  led  by  Robert  Venn 
WMIE  Miami;  Dolph  Chamberlin 
WGGG  Gainesville;  Robert  Feagin 
WPDQ  Jacksonville;  Reggie  Mar- 
tin, WJHP  Jacksonville  and  Clar-^ 
ence  Bracey,  WHOO  Orlando 
These  broadcasters  already  hav< 
expressed  their  intention  to  form  £j_ 
network,  Mr.  Venn  adding  that  twc 
or  possibly  three  networks  woulc 
be  formed.  It  was  claimed  that  th(' 
controls  board  action  opens  thi 
way  to  local  sponsorship  as  pre 
viously  the  games  had  been  spon 
sored  by  Coca-Cola  Bottling  Co 
over  the  Florida  Broadcasting  Co 


NEW  YORK  Academy  of  Medicin 
presenting  Post  Graduate  Radio  Pro 
gram,  series  of  lectures  concernin; 
latest  medical  developments,  for  bene, 
fit  of  N.  Y.  medical  profession,  ove 
WNYC-FM  New  York,  Thurs.,  9:0 
p.m. 


Used  By  More  Rodio  Stations  Then  All 
Other  Professional  Tope  Recorders 


NEW  PT63-A 

Unit  Construction  permits  portoble  or  rack 
mount  operation.  3  separate  heads  to 
monitor  from  the  tape  1  Prevents  record 
ing  errors  I  New  3  head  unit  also  avail- 
able to  convert  present  PT6  Magnecorder. 
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CONSULTING  RADIO  ENGINEERS 


JANSKY  &  BAILEY 

Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  Bidg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 


A  Jf3-year  background 
— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


Commercial  Radio  Equip.  Co. 

I     Everett  L.  Dillard,  Gen.  Mgr. 
)|  INTERNATIONAL  BLDG.        Dl.  1319 
WASHINGTON,  D.  C. 
PORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


RAYMOND  M.  WILMOTTE 

1469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


RUSSELL   P.  MAY 

i;i  1422  F  St.,  N.  W.        Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


JOHN  CREUTZ 

!   319  BOND  BLDG.      REPUBLIC  2151 
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FCC  Actions 

(Continued  from  page  81) 
Applications  Cont.: 
location  to  Tacoma,  Wash. 

Modification  of  CP 

Mod.  CP  new  AM  station  for  exten- 
sion of  completion  date:  KFMA  Daven- 
port, la.;  KCHN  Chanute,  Kan. 

WSAP  Portsmouth,  Va. — Mod.  CP  AM 
station  to  change  frequency,  power, 
etc.  for  extension  of  completion  date. 

WELS  Kinston,  N.  C— Mod.  CP  new 
AM  station  to  change  studio  location  to 
1400  Vernon  Ave.,  Kinston,  N.  C. 

Modification  of  License 
KOGT  Orange,  Tex. — Mod.  license  to 
change  studio  location  Highway  87  N. 
of  Orange. 

CP  to  Replace  CP 
WKAT-FM  Miami  Beach,  Fla.— CP  to 
replace  expired  CP  new  FM  station. 
WAND-FM  Canton,  Ohio — Same. 

August  23  Decisions  ... 

BY  COMMISSION  EN  BANC 
Hearing  Ordered 
WXLT  Ely,  Minn,  and  KFMA  Daven- 
port, la.  —  Ordered  that  consolidated 
hearing  on  matter  of  revocation  of  li- 
censes of  WXLT  and  KFMA,  be  held  at 
St.  Paul,  Minn.,  on  Sept.  27,  before 
Commissioner  Sterling. 

Hearing  Designated 
KENE  Belen,  N.  M. — Designated  for 
hearing  at  Belen,  application  for  license 
to  cover  CP  on  questions  relating  to 
permittee's  ownership  record,  its  finan- 
cial status,  etc. 

August  23  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1230  kc 

Flagstaff  Bcstg.  Co.,  Flagstaff,  Ariz. 
— Mod.  CP  new  AM  station  to  change 
from  1450  kc  to  1230  kc. 

License  Renewal 

Request  for  license  renewal  AM  sta- 
tion: WMBD  Peoria,  111.;  KASI  Ames, 
la.;  KWBG  Boone,  la.:  KPLC  Lake 
Charles,  La.;  WING  Dayton,  Ohio; 
KFDA  Amarillo,  Tex.;  KFRO  Long- 
view,  Tex. 

Modification  of  CP 

WTTS  Bloomington,  Ind. — Mod.  CP 
to  increase  power  etc.  for  extension  of 
completion  date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  KTSA-FM  San 
Antonio;  WPAR-FM  Parkersburg, 
W.  Va. 

License  Renewal 
Request  for  license  renewal  FM  sta- 
tion: WLEY  Elmwood  Park,  111.;  KALW 
San  Francisco  (NO;  KSUI  Iowa  City, 
(NC)  la.;  WLSU  Baton  Rouge,  (NO 
La. 

TENDERED  FOR  FILING 
AM— 1260  kc 
WTJH  East  Point,  Ga.— CP  AM  sta- 
tion to  change  from  1260  kc  1  kw  D 
to  5  kw  D. 

August  24  Decisions  .  .  . 

BY  A  BOARD 
Hearing  Designated 
KSPA    Santa    Paula,    Calif. — Desig- 
nated for  hearing  application  for  re- 
newal  of   license   for   1400  kc   250  w 
unl  ;  hearing  to  be  held  at  Santa  Paula. 
Vermillion    Bcstg.    Corp.,  Danville, 


111. — Designated  for  hearing  at  Wash- 
ington on  Feb.  5,  1951,  application  for 
new  station  on  980  kc  1  kw  unl.,  DA, 
and  made  KMBC  Kansas  City,  Mo., 
WSIX  NashviUe;  WONE  Dayton  and 
WCFL  Chicago,  parties  to  proceeding. 
Petition  Denied 

WERD  Atlanta,  Ga. — Denied  petition 
requesting  waiver  of  Sec.  3.25(c)  of 
Rules  to  permit  operation  of  station 
WERD  between  midnight  and  local  sun- 
rise, and  dismissed  application. 

Waiver  Granted 

Door  County  Bcstg.  Co.  Inc.,  Stur- 
geon Bay,  Wis. — Granted  petition  for 
waiver  of  Sec.  1.363  (a)  of  Rules,  and 
accepted  application  for  CP  for  a  new 
station  to  operate  on  910  kc,  500  watts, 
daytime  only. 

Extension  Denied 

WPRT,  Prestonsburg,  Ky. — Denied 
application  for  extension  of  completion 
date  to  Oct.  28,  1950  for  new  station 
(BMP-5242)  and  advised  permittee  if 
a  hearing  is  desired,  a  request  therefor 
should  be  made  within  20  days,  upon 
receipt  of  which  the  denial  will  be 
set  aside  and  application  designated 
for  hearing. 

Hearing  Designated 

Scranton  Radio  Corp.,  Scranton,  Pa. — 
Designated  for  hearing  application  for 
new  station  on  1400  kc,  250  w  unl., 
to  be  held  at  Washington  on-  Feb.  6, 
1951,  and  made  WEST  Easton,  Pa., 
party  to  proceeding. 

August  24  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  Renewal 

Request  for  license  renewal  AM  sta- 
tion: WBRY  Waterburv,  Conn.;  WMBR 
Jacksonville,  Fla.;  WEEK  Tampa,  Fla.; 
WTHI  Terre  Haute,  Ind.:  KSO  Des 
Moines,  la.;  KEYS  Corpus  Christi,  Tex. 
License  for  CP 
KAFY  Bakersfield,  Calif.— License 
for  CP  change  frequency  etc. 

WELC  Welch,  W.  Va.— License  for 
CP  new  AM  station. 

TENDERED  FOR  FILING 
SSA — 660  kc 
KFAR  Fairbanks,  Alaska — Extension 
of  SSA  on  660  kc  10  kw  unl.  for  period 
beginning  Sept.  1  to  May  1,  1952. 
AM— 910  kc 
WESC     GreenviUe,     S.     C. — CP  to 
change  from  660  kc  5  kw  D  to  910  kc 
1  kw  unl.  DA-2. 

Modification  of  CP 
WAAA  Wtnston-Salem,  N.  C— Mod. 
CP  to  change  studio  and  trans,  loca- 
tions from  Winston-Salem,   N.  C.  to 
Kernersville,  N.  C. 


Justice  Clark  Named 

TOM  C.  CLARK,  associate  justice 
of  the  U.  S.  Supreme  Court,  has 
accepted  honorary  chairmanship  of 
the  fourth  annual  Voice  of  Democ- 
racy contest,  according  to  Robert 
K.  Richards,  NAB  public  affairs 
director  and  VOD  committee  chair- 
man. Judge  Clark  has  taken  an 
active  part  in  the  contest  since  its 
inception  in  1947.  Sponsoring  the 
contest  are  NAB,  Radio-Television 
Mfrs.  Assn.  and  U.  S.  Junior  Cham- 
ber of  Commerce. 


Another  BMl  '  Pin  Up"  Hit-Published  by  Venice 

PINK  CHAMPAGNE 

On  Records:  Lionel  Hampton  -  Dec.  27164; 
Ralph  Flanagan-Vic.  20-3847;  Bill  Darnel- 
Coral  60287;  Joe  Liggins— Spec.  355. 

On  Transcription:   Alan  Holmes-Associated. 


fCC  roundup 

New  Grants,  Transfers,  Changes,  AppUcation$ 


SUxMMARY  TO  AUGUST 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Total 

Class                             On  Air  Licensed  CPs 

AM  stations                          2,172  2,143  175 

FM  stations                            685  503  216 

TV  stations                             106  51  58 

*One  on  the  air. 


Cond'l 
Grants 


1* 


Appli- 
cations 
Pending 
277 
21 
355 


In 
Hearirj 
262 
13 
182 


Docket  Actions  .  .  . 

FINAL  DECISIONS 

WRIB  Providence,  R.  I. — Announced 
final  decision  to  grant  application  of 
WRIB  Providence  for  mod.  CP  to 
change  from  1220  kc  250  w  day  to  1220 
kc  1  kw  day.  Decision  Aug.  21. 

WCTT  Corbin,  Ky. — Announced  final 
decision  to  grant  application  of  WCTT 
Corbin  CP  to  change  from  1400  kc 
250  w  fuUtime  to  680  kc  1  kw  fulltime, 
DA-N.  Decision  Aug.  21. 

INITIAL  DECISION 
KEYY  Pocatello,  Ida. — Issued  initial 
decision  by  hearing  examiner  Leo 
Resnick  to  grant  application  of  KEYY 
for  renewal  of  license.  KEYY  is  as- 
signed 1240  kc,  250  w  fulltime.  See 
story  this  issue.  Decision  Aug.  23. 

OPINIONS  AND  ORDERS 

Saratoga  Bcstg.  Co.,  Saratoga  Springs, 
N.  Y. — Commission  announced  opinion 
and  order  to  grant  petition  of  Saratoga 
Bcstg.  Co.,  for  review  of  hearing  ex- 
aminer's ruling  of  July  10  which  denied 
petition  requesting  rehearing  in  pro- 
ceeding re  applications  of  Saratoga 
Bcstg.  Co.  and  Spa  Bcstrs.  Inc.,  Sara- 
toga Springs;  examiner's  ruling  set 
aside  and  record  reopened  to  permit 
Saratoga  Bcstg.  Co.  to  present  evidence 
to  support  its  application.  Order  Aug. 
18. 

WHFC  and  WEHS  (FM)  Cicero,  111.— 
Issued  opinion  and  order  to  deny  peti- 
tion of  WHFC  Inc.,  requesting  Com- 
mission to  amend  its  statement  of 
"general  poUcy  regarding  assignment 
and  use  common  call  letters  for  AM  FM 
and  TV  stations"  so  as  to  permit  nse 
of  identical  call  letters  by  AM  and  FM 
stations  under  ownership  in  different 
cities  or  communities  of  the  same 
metropolitan  district;  or  grant  peti- 
tioner exception  to  general  rule  and 
permit  employment  of  common  call 
letters  in  AM  and  FM  operations  in 
Chicago  metropolitan  district.  Order 
Aug.  23. 

Non-Docket  Actions  .  .  . 

AM  GRANT 
Hartford,  Wis. — Kettle-Morame  Bcstg. 
Co.,  1540  kc,  500  w  daytime.  Estimated 
construction  cost  S8,500.  Principals  in 
firm  include:  Sherman  C.  Carr,  engi- 
neer WTMJ  Milwaukee,  president 
221^%;  Leo  M.  Durvil,  employe  West 
Bend  Aluminum  Co.,  vice  president 
2212%;  Walter  G.  Zastrow,  formerly 
50%  owner  King  Machine  Co.,  secre- 
tary-treasurer 45%;  George  J.  Lalkin, 
lawyer  and  formerly  Special  Assistant 
to  Attorney  General  in  Tax  Div.  U.  S. 
Dept.  of  Justice,  Washington,  10%. 
Granted  Aug.  24. 

EDUCATIONAL  FM  GRANTS 
WEVC  Evansville,  Ind.  —  Evansvllle 
College,  granted  CP  for  noncommercial 
educational  FM  station,  Chan.  218  (91.5 
mc)  ERP  1.9  kw,  antenna  100  ft.  Grant- 
ed Aug.  22. 

Dallas,  Tex.— Southern  Methodist  U., 
granted  noncommercial  educational  FM 
station,  Chan.  201  (88.1  mc)  ERP  10  w. 
Granted  Aug.  22. 

WIUC  Urbana,  lU.— Granted  switch 
in  facilities  to  Chan.  210  (89.9  mc)  ERP 
320  w,  antenna  580  ft. 

Deletions  .  .  . 

TWO  FM  authorizations  reported  de- 
leted last  week  by  FCC.  Total  deletions 
to  date  since  Jan.  1:  AM  30;  FM  89; 
TV  3. 

WBEY  Bay  Shore,  N.  Y.  —  Coastal 
Bcstg.  Co.  Inc.  CP  Aug.  22.  Very  few 
FM  receivers  in  area  in  spite  of  heavy 
promotion. 

WBYS  -  FM  Canton,  lU.  —  Fulton 
County  Bcstg.  Co.  License  Aug.  22. 
Lack  of  interest  in  FM. 


TRANSFER  GRANTS 
WRNL-AM-FM     Richmond,     Va.  - 
Granted   assignment   of   license  froi 
Richmond    Radio    Corp.,    licensee,  t 
Richmond  Newspapers  Inc.    Richmon  i 
Newspapers  owns  all  stock  of  Richmon 
Radio,  and  directors  and   officers  ar 
same  for  both.   Richmond  Radio  Cori 
performs  no  useful  function  and  merg  t 
ing  of  all  outstanding  stock  will  facil: 
tate   business   operations.  WRNL 
assigned    5    kw    fulltime    on    910  ki 
Granted  Aug.  22. 

WMRY  New  Orleans  and  KCI 
Shreveport,  La. — Granted  relinqulsl 
ment  of  control  in  Southland  Best 
Co.,  licensee,  from  Joe  Darsky  to  Le 
ter  Kamin,  BiUy  B.  Goldberg  and  P; 
Koon.  WMRY  is  assigned  500  w  da 
600  kc.  KCIJ  is  assigned  5  kw  da 
980  kc.   Granted  Aug.  23. 

New  Applications  .  .  .  |' 

AM  APPLICATIONS 
Taylorville,  HI. — Moyer  Bcstg.  Co 
1410  kc  1  kw  day.  Estimated  constrn< 
tion  cost  $20,000.  Equal  partners  ii 
elude:  Russell  Armentrout,  50%  ownc 
Clark  Theatres  Inc.,  (his  wife  owns  tt 
other  50%)  and  Roger  L.  Moyer,  mai 
ager  Clark  Theatres  Inc.  Filed  Aug.  2 
Sparta,  ni.  —  Hirsch  Communicatic 
Engineering  Corp.,  1230  kc,  250  w  ful 
tune.  Estimated  construction  cost  §11 
065.  Corporation  includes  Oscar  Hirsc' 
owner  KFVS  Cape  Girardeau,  Mc 
owner  WKRO  Cairo,  111.,  majorii 
stockholder  KFMO  Flat  River,  Mo.,  ai 
minority  stockholder  Sikeston  Con 
munity  Bcstg.  Co.,  Sikeston,  Mo 
James  F.  Hirsch,  stockholder  KFM 
and  Geraldine  Hirsch.  Filed  Aug.  2 
Tracy,  Calif.— West  Side  Radio,  7 
kc,  1  kw  day.  Estimated  constructic 
cost  $20,150.  Equal  partners  includ 
Maxon  B.  Sayre,  chief  engineer  KTU 
Turlock,  CaUf.,  and  George  Steva; 
Jr.,  student.    Filed  Aug.  24. 

New  Applications  .  .  . 

AM  APPLICATION 
Malvern,  Ark.— David  M.  Segal,  13 
kc,  1  kw  day.  Estimated  constructi< 
cost  $12,500.  Mr.  Segal's  radio  interes 
include  100%  ownership  KTKS  Te: 
arkana  and  KDMS  El  Dorado  and  51 
interest  WGVM  Greenville,  Miss.,  ai 
pending  application  for  station 
CUnton,  Mo.  Filed  Aug.  16. 

TV  APPLICATION 
Cincinnati,  Ohio — L.  B.  Wilson  In 
new  commercial  television  stati 
Chan.  2  (54-60  mc)  ERP  28.4  kw  vi 
14.2  kw  aur.,  ant.  462  ft.  above  avera 
terrain.  Estimated  construction 
$480,485,  revenue  $250,000.  L.  B.  Wilsc 
applicant,  is  president  and  genei 
manager  WCKY  AM  outlet  Cincinna 
and  96.5%  stockholder.  Filed  Aug. 

TRANSFER  REQUESTS 
WDAS  Philadelphia — Transfer  of  cc 
trol  of  WDAS  Bcstg.  Station  Inc.,  fr< 
WUliam  Goldman  Theatres  Inc.  to  M  i 
M.  Leon.  Mr.  Leon  Is  owner  Who 
Sum  Products  Co.  (candy  manufacti 
ers)  and  operates  and  conducts  afifa 
of  Philadelphia  "Pops"  Corporati( 
non-profit  corporation.  Consideration 
$495,446.89  and  net  quick  assets  tOtaU 
about  $200,000.  Mr.  Goldman  is  retiri 
from  radio  to  devote  more  time  to  ; 
theatre  interests.  WDAS  is  assign 
250  w  fuUtime,  1400  kc.  See  stc 
BROADCASTING  June  12.  FUed  Ai 
24. 

KCHE  El  Reno,  Okla. — Assignment 
license  from  KCHE  Inc.,  licensee, 
LeRoy  and  Dorothy  Bremmer.  Corj 
ration  unable  to  operate  station  ei 
nomically  and  profitably  due  to  i 
sentee  ownership.  The  Bremmer's  v 
assume  the  debts  of  KCHE  Inc.  T 
Bremmer  was  general  manager  KEl 
Kermit,  Tex.  until  July.  KCHE  is 
signed  1590  kc,  500  w  day.  Filed  Aug. 

WKSR  Pulaski,  Tenn.  —  Assignmi 
of  license  from  John  R.  Crowder,  Jan 
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rter  Clark  and  W.  E.  WiUiams  d/b 
IPulaski  Bcstg.  Co.,  to  John  R.  Crow- 
t  and  James  Porter  Clark.  Mr.  Wil- 
ms retires  and  sells  his  10%  interest 
Mr.  Crowder  for  $4,000,  increasing 
Crowder's  holdings  to  80%.  WKSR 
assigned  250  w  day  on  730  kc.  Filed 
,S-  24. 

iVWSO  Springfield,  Ohio — Transfer  of 
litrol  in  Radio  Springfield  Inc.,  licen- 
>,  from  S.  A.  Sisler  Jr.,  to  Eugene 
urneUe.    Mr.  Sisler  sells  his  49^6% 

erest  for  par  value  of  $37,000.  Mr. 
iler  wishes  to  devote  more  time  to  his 
ler  interests.  For  mutual  protection 

nsaction  will  take  form  of  Mr.  Sisler 
St  selling  his  interest  to  Bradley  Kin- 
Id,  presently  i^Ms%  stockholder  and 
W.  Kincaid  in  turn  immediately  sells 
!,Mr.  Pournelle.  WWSO  operates  with 
\\  w  day  on  1210  kc.  Filed  Aug.  23. 
WETO  Gadsden,  Ala. — Assignment  of 
y»  from  Cary  Lee  Graham  tr/as 
■  dsden  Radio  Co.,  permittee,  to  Cary 
e  Graham  and  Edwin  Estes  d/b  as 

dsden  Radio  Co.  Mr.  Estes,  formerly 
^eral  manager  WGWD  Gadsden,  buys 
7c  interest  for  $5,465.  WETO  is  as- 
|ned  1  kw  fuUtime  on  930  kc.  Filed 
Is.  18. 


ALLOCATIONS 


Harrison  May  Head  New 
Commerce  Unit 


.    NAB  District  15 

(.    (Continued  from  page  23) 

r 

•fecussed  after  Mr.  Hardy's  talk, 
'larles  Mallory,  KSJO  San  Jose, 
iiticized  what  he   called  NAB's 

S^parent  approval  of  SESAC  rates. 
|r.  Hardy  said  NAB  has  not  and 
jies  not  approve  the  SESAC  rate 
ijructure.  He  said  NAB  had  merely 
jiked  SESAC  to  submit  some  sort 
I  a  rate  structure  and  the  society 
|esented  a  card  bearing  minimum 
j.A  maximum  rates  charged  sta- 
l^ns.  By  publishing  these  rates 
',AB  in  no  manner  approved  them, 
li  said. 

^Delegates  asked  NAB  to  act  on 
fie  rate  structure  but  Judge  Miller 
|id  NAB  under  its  charter  is 
Ijwerless  and  cannot  bargain 
f  thout  violating  anti-trust  laws, 
iiilip  Lasky,  KSFO-KPIX(TV) 
j^i.n  Francisco,  reminded  that  NAB 
fs  been  helpful  through  BMI  and 
|tier  services  in  keeping  rates 
i  wn. 

'jEwing  C.  Kelly,  KCRA  Sacra- 
l^nto,  suggested  NAB  obtain  re- 
ijirts  from  all  delegates  on  rates 
5d  to  SESAC,  with  broadcasters 
jiitedly  demanding  the  minimum 
Ite.    "If  NAB  has  to  act  like  a 
'?al  group  instead  of  a  business 
j-^oup,"  he   said,  "let's  take  the 
ytion  here  ourselves,  now."  Di- 
ictor  Shaw  suggested  NAB  might 
jhk  into  the  copyright  situation 
Ijid    seek    revision    in  copyright 
'ivs. 

I  NAB  staff  officials  were  unani- 
IfsDUs  in  predicting  good  business 


REPORTS  that  Maj.  Gen.  William  H.  Harrison,  president  of  the  Inter- 
national Telephone  &  Telegraph  Co.,  m.ay  be  chosen  to  head  up  a 
proposed  allocations  and  priorities  unit  in  the  Dept.  of  Commerce  were 
making  the  rounds  in  Washington  last  week  on  the  heels  of  Congressional 

approval  of  the  President's  1950  *  

Defense  Production  Bill. 

President  Truman  said  he  had 
no  knowledge  of  such  reports,  but 
authorities  felt  it  likely  that  Gen. 
Harrison's  appointment  would  be 
announced  momentarily.  At  the 
same  time  he  complained  that  the 
Senate  had  tied  his  hands  in  adopt- 

for  both  radio  and  TV.  Charles  A. 
Batson,  NAB  TV  director,  said 
video  prospects  were  good,  with 
advertisers  "standing  in  line." 
Richard  P.  Doherty,  NAB  employe- 
employer  relations  director,  offered 
his  10-point  plan  for  station  labor 
relations  and  submitted  the  NAB 
analysis  of  operating  costs  [Broad- 
casting-Telecasting, Aug.  14-21]. 
Lee  Hart,  assistant  director  of 
BAB,  conducted  a  sales  clinic.  Carl 
Haverlin,  BMI  president,  said  the 
industry's  copyright  bureau  is  ex- 
panding its  service. 

Members  of  the  Resolutions 
Committee  were  Paul  Bartlett, 
KFRE  Fresno,  chairman;  Alan  L. 
Torbet,  KROW  Oakland;  Jack  R. 
Wagner,  KSYC  Yreka.  Besides  en- 
dorsing BAB  plans  the  district 
pledged  support  to  civilian  and 
military  authorities  and  commended 
Judge  Miller  and  the  board  for 
offering  the  industry's  services  to 
the  nation;  commended  Judge  Mil- 
ler "on  selection  of  our  old  friend 
and  fellow  broadcaster,  Bill  Ryan, 
as  general  manager  of  the  asso- 
ciation and  give  him  our  continued 
confidence  in  the  manner  in  which 
the  affairs  of  NAB  are  being  con- 
ducted." NAB  staff  members  and 
Director  Shaw  were  commended 
for  their  part  in  the  meeting. 


ing  an  amendment  vesting  alloca- 
tions power  in  the  Commerce  Dept. 
rather  than  permitting  the  Chief 
Executive  to  delegate  it. 

The  production  bill,  which  would 
set  up  a  system  of  priorities  and 
allocations  on  critical  and  scarce 
materials,  many  of  them  used  in 
manufacture  of  electronics  equip- 
ment, was  passed  by  the  Senate 
last  Monday.  It  was  being  studied 
late  last  week  by  conferees,  who 
were  attempting  to  resolve  differ- 
ences in  the  Senate  and  House 
versions. 

General  Harrison  probably  would 
be  given  the  rank  of  Under  Sec- 
retary of  Commerce  and  head  a 
so-called  National  Production  Au- 
thority or  Defense  Production  Ad- 
ministration within  the  Commerce 
Dept.,  according  to  reports.  He 
would  have  at  his  command  an  ad- 
visory committee  comprising  some 
members  of  the  department's  Busi- 
ness Advisory  Council  and  the 
Labor  Dept. 

The  IT&T  official  headed  the 
construction  division  of  the  Na- 
tional Defense  Advisory  Commit- 
tee in  1940  and  later  its  successor, 
the  Office  of  Production  Manage- 
ment. He  was  commissioned  a 
Signal  Corps  colonel  in  1942. 


OHIO  AD  MEET 

Conference  Set  for  Oct.  6-7 

LEADING  Ohio  business  execu- 
tives will  deliver  talks  at  the  Ohio 
State  U.  Advertising  and  Sales 
Promotion  Conference  Oct.  6-7,  ac- 
cording to  Dr.  Kenneth  Dameron, 
general  conference  chairman. 

Speakers  and  their  subjects  in- 
clude : 

Benjamin  S.  Katz,  president,  Gruen 
Watch  Co.,  Cincinnati,  "How  Manage- 
ment Can  Use  Advertising  to  Sell 
Higher  Priced  Goods";  Fred  P.  Stas- 
hower  of  Lang,  Fisher  &  Stashower 
Inc.,  Cleveland,  on  retail  advertising 
copy;  Richard  M.  Rairigh,  McCann- 
Erickson  Inc.,  Cleveland,  on  the  prob- 
lem of  keeping  advertising  production 
costs  down.  Other  Ohio  advertising 
and  sales  promotion  executives  also 
are  scheduled  to  take  part,  Mr.  Dam- 
eron said. 

Among  these  are  Franklyn  R.  Haw- 
kins, advertising  director  of  Libbey- 
Owens-Ford  Glass  Co.,  Toledo,  pre- 
siding over  the  session  dealing  with 
national  advertising;  Harry  M.  Nichols 
of  Mumm,  MuUay  &  Nichols,  Colum- 
bus, as  the  same  session's  chairman, 
and  Carl  E.  George,  vice  president  and 
assistant  general  manager  of  WGAR 
Cleveland.  This  year's  conference  was 
organized  in  cooperation  with  AFA's 
Fifth  District. 


WJPB(FM)  Opens 

OPENING  of  WJPB  (FM)  Fair- 
mont, W.  Va.,  was  announced  last 
week  by  J.  Patrick  Beacom,  presi- 
dent of  Fairmont  Broadcasting  Co. 
A  sister  station  of  WWW,  the 
new  outlet  operates  on  Channel 
222  (92.3  mc)  with  a  radiated  pow- 
er of  5  kw.  Norma  Faber  is  sta- 
tion manager.  WJPB  will  tie  into 
the  FM  network  originating 
through  WQXR  New  York,  it  was 
announced. 


KCJB  Joins  CBS 

KCJB  Minot,  N.  D.,  1  kw,  910  kc, 
joins  CBS  as  a  supplementary  sta- 
tion of  the  Northwest  Group  effec- 
tive Sept.  1.  Station  is  owned  and 
operated  by  North  Dakota  Broad- 
casting Co.,  John  Boler  is  presi- 
dent and  general  manager. 
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JULY  NETWORK  SALES 
EXCEED  1949  LEVEL 

GROSS  time  sales  of  four  nationwide  networks 
in  July  totaled  $12,303,409,  according  to  figures 
furnished  Broadcasting  last  week  by  Pub- 
lishers Information  Bureau.  Sum  is  1.8% 
ahead  of  gross  combined  network  time  sales 
of  §12,085,240  for  July,  1949,  first  time  this 
year  that  any  month  has  exceeded  same  month 
last  year. 

For  seven-month  period  network  gross  this 
year  totaled  $109,293,958,  down  3.2%  from 
gross  of  $112,870,545  for  same  period  last  year. 
Network-by-network  radio  tabulation  shows: 

July           July  Seven  Seven 

1950            1949  Mos.  1950  Mos.  1949 

ABC      $  2,275,133  $  2,788,151  $  21,790,145  $  26,253,312 

CBS           4,515,645  3,779,469  40,587,495  37,331,254 

MBS           1  057  200  1,133,315  9,550,844  11,412,589 

NBC           4  455  431  4,384,305  37,365,474  37,873,390 

TOTAL    12,303,409  12,085,240  109,293,958  112,870,545 

Gross  time  sales  of  three  television  networks 

 ABC,  CBS,  NBC  with  DuMont  figure  not 

available— in  July  total  $1,450,254,  according 
to  PIB.  Figure  is  well  over  twice  sum  billed 
by  all  four  TV  networks  in  July  of  last -year. 
Three-network  total  for  first  seven  months  of 
1950  is  $15,428,049,  more  than  three  times 
four-network  total  of  $4,876,505  for  July  1949. 
Individual  TV  network  figures: 

July  Seven  Seven 

1949  Mos.  1950  Mos.  1949 

$119,674  $2,156,194  $470,313 

114,401  4,833,615  1,173,309 

73,714  —  486,487 

317,775  8,438,240  2,746,396 

$625,564  $15,428,049  $4,876,505 


July 
1950 

ABC  $220,466 
CBS  292,784 
DuM  — 
NBC  937,004 
TOTAL  $1,450,254 


WNBT  SALES  LINEUP 

SEPARATION  of  radio  and  television  staffs 
in  NBC's  New  York  stations  completed  Friday 
with  appointment  of  John  H.  Reber,  former 
program  manager  of  WNBT  (TV),  as  sales 
manager  of  WNBT  and  Ivan  Reiner,  former 
production  supervisor,  as  program  manager. 
Two  salesmen,  Francis  F.  Sanford  and  James 
C.  Hirsch,  will  report  to  Mr.  Reber.  Five 
directors,  William  Harbach,  Dick  Schneider, 
John  Chapin,  Dwight  Hemion  and  Alfred  M. 
Scott,  vdll  report  to  Mr.  Reiner.  All  have  been 
in  NBC  employ.  Radio  counterparts  on  sales 
and  program  staffs  of  WNBC,  NBC  radio  out- 
let in  New  York,  announced  several  weeks  ago. 

WPIX  (TV)  RAISES  RATES 

OVERALL  increase  in  rates  of  25%  above 
present  levels  announced  by  WPIX  (TV)  New 
York  Friday  in  new  rate  card  No.  3  effective 
Sept.  1.  In  new  card  station's  Class  A  time, 
formerly  7-10  p.m.  Sunday  through  Saturday, 
extended  to  include  10-10:30  p.m.  period.  Pres- 
ent sponsors  as  well  as  those  renewing  con- 
tracts before  Sept.  1  will  be  given  rate  protec- 
tion of  26  weeks. 

KATZ  AGENCY  SELECTED 

KATZ  AGENCY  ln\  appointed  national  rep- 
resentative by  KMTV  (TV)  Omaha  effective 
Sept.  1.  KMTV  is  owned  by  May  Broadcast- 
ing Co.,  Owen  Saddler  general  manager  and 
Howard  O.  Peterson  commercial  manager. 
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RADIO  TUBE  SALES  SOAR; 
PARTS  SHORTAGE  DENIED 

SALES  of  radio  receiving  tubes  for  new  sets 
to  manufacturers  in  first  seven  months  of  1950 
totaled  149,276,662  units,  passing  total  of  147,- 
298,436  for  entire  year  1949,  according  to 
Radio-Television  Mfrs.  Assn.  Overall  radio 
tube  sales  through  July  totaled  191,503,938 
units  compared  to  198,753,295  for  12  months 
of  1949.  Tube  shipments  in  July  totaled 
21,128,017  units  of  which  14,600,533  were  sold 
to  manufacturers  for  new  sets. 

RTMA  President  Robert  C.  Sprague  said 
Friday  there  is  no  immediate  threat  of  a  seri- 
ous shortage  of  replacement  parts  to  service 
radio  and  TV  receivers.  He  made  statement 
after  spot  check  in  New  York  where  shortage 
had  been  reported.  He  said  some  distributors 
are  allocating  tubes,  resistors,  antennas,  TV 
tubes  and  condensers  to  prevent  hoarding  by 
small  percentage  of  dealers  and  servicemen. 

In  city-by-city  analysis,  RTMA  found  2,612,- 
000  TV  sets  were  shipped  to  dealers  in  first 
six  months  of  year,  including  38  states.  RTMA 
production  in  same  period  totaled  3,114,000 
sets,  difference  of  503,000  sets  representing 
inventories  and  sets  in  transit. 

WKULTEST  DROPPED 

WKUL  Cullman,  Ala.'s  court  test  of  FCC 
hands-off  policy  toward  possible  competitive 
effects  of  granting  "too  many"  stations  in  a 
community  [Broadcasting,  April  10]  was  re- 
ported Friday  to  be  in  process  of  withdrawal 
at  WKUL's  request.  Station  was  seeking  dis- 
missal of  its  appeal  which  asked  U.S.  Court  of 
Appeals  for  D.C.  to  set  aside  FCC  grant  for 
new  Cullman  AM  outlet  on  grounds  that  Cull- 
man can't  support  both  and  that  lowered  pro- 
gram standards  would  result. 

HOUSE  ADOPTS  FUND  BILL 

CONFEREES'  compromise  on  omnibus  appro- 
priations bill,  containing  funds  for  FCC,  State 
Dept.,  Voice  of  America  and  other  government 
branches  (see  story  page  36),  adopted  Friday 
by  House  of  Representatives  in  Washington. 

PETTIT  HEADS  COMMITTEE 

L.  E.  PETTIT,  manager  of  advertising  divi- 
sion of  electronics  department,  General  Elec- 
tric Co.,  appointed  chairman  of  Advertising 
Committee  of  Radio-Television  Mfrs.  Assn.  He 
succeeds  Stanley  H.  Manson,  Stromberg-Carl- 
son  Co.,  Rochester,  who  resigned.  Mr.  Pettit 
has  been  vice  chairman.  During  his  chairman- 
ship Mr.  Manson  directed  RTMA  participation 
in  Voice  of  Democracy  contest  in  cooperation 
with  NAB  and  U.  S.  Jr.  Chamber  of  Commerce 
and  before  that  headed  RTMA  "Radio-in- 
Every-Room"  campaign. 


Closed  Circuit 

(Continued  from,  page  h) 

space  in  favor  of  TV.  Results  expected  thi 
fall.  .j| 

ONE  OF  nation's  cream  retail  drug  accounts- 
Peoples  Drug  Stores,  operating  outlets  in  D.C 
Maryland,  Virginia  and  Ohio — goes  to  newl  i 
formed  William  D.  Murdock  Adv.  Agency  to  b  | 
established  in  Washington  by  Sept.  15  b 
former  sales  manager  of  WOIC  (TV)  Wasli 
ington.  It's  expected  company,  which  heretc 
fore  has  placed  direct,  will  buy  saturation  fiv( 
minute  newscasts  on  radio  starting  promptlj 
in  Washington  market.  TV  later.  Agenc 
shortly  will  announce  four  other  accounts. 

PRACTICALLY  all  large  radio-TV  manufai 
turers  have  from  government  agencies  so-calle 
"phantom"  orders  for  electronic  gear  an 
equipment.  These  are  simply  standby,  awai' 
ing  clearance  of  appropriations  and  authorizi 
tions.  Then  contracts  can  be  released  by  teli 
gram  rather  than  through  tedious  negotiatio: 
Meanwhile  manufacturers  are  continuit 
"business  as  usual"  processing,  except  in  cas(^ 
where  certain  items,  such  as  resistors  and  T 
picture  tubes,,  are  in  short  supply. 

WARD  BAKING  CO.,  New  York,  through  .j 
Walter  Thompson  Co.,  New  York,  plannir 
radio  spot  campaign  for  eight  weeks  startii 
Oct.  1  in  its  plant  cities  for  Brown-n-Ser"- 
rolls. 

BEST  BET  for  1952  NAB  convention  at  th 
point  is  New  York,  which  lost  to  Chicago  f 
1951  meeting  to  be  held  in  April  (see  page  23 

SIGNS  of  concern  noted  among  set  make 
over  threat  of  FM  operators  to  start  campaij 
branding  non-FM  receivers  obsolete.  Board 
Radio-Television  Mfrs.  Assn.  to  discuss  subje 
at  mid-September  meeting. 

LENNEN  &  MITCHELL,  New  York,  pla 
ning  heavy  spot  campaign  for  Lehn  &  Finl 
Lysol  disinfectant  to  start  Sept.  18  using  fi; 
to  10  spots  weekly  on  each  station. 

WORST  prophets  of  year  are  radio  manuff 
turers,  whose  6  million  TV  set  forecast  i 
1950   is  taking  beating   as   production  h 
fantastic  peaks.    Last  fortnight  output  is 
rate  of  9  million  per  year. 

IN  WORKS  at  NBC  is  ambitious  hour-lo 
five-a-week  radio  series  tentatively  set  j 
10-11  p.m.  Thursdays  through  Mondays,  to 
sold  to  six  sponsors,  each  getting  one  comm^ 
cial  per  night.  Different  programs  for  each 
five  nights  per  week  scheduled,  with  Arti 
Toscanini  and  NBC  Symphony  probably 
cupying  one  night  and  musical,  variety  a 
dramatic  shows  others.  Importance  NBC 
taches  to  project  seen  in  fact  Niles  Tramm 
NBC  board  chairman,  personally  in  charge 
sales  campaign. 

CBS  LEASES  THEATRE 

CBS  has  leased  Mansfield  Theatre,  New  Yc 
for  five  years  as  television  studio.  When 
tered  for  TV,  theatre  will  seat  850,  will 
used  principally  for  variety  and  musical  sho 


NBC  PROGRAM  PROMOTIONS        NAMED  BY  TWO  STATIONS 


PROMOTIONS  in  NBC  Program  Dept.  of 
Leslie  Harris,  Robert  Wamboldt  and  Grant 
Tinker  announced  by  Charles  C.  Barry,  vice 
president  in  charge  of  programming.  Mr. 
Harris  becomes  eastern  program  manager; 
Mr.  Wamboldt  becomes  eastern  production 
manager  and  Mr.  Tinker  supervisor  of  pro- 
gramming operations. 


H-R  REPRESENTATIVES  INC.  appoin 
national  representative  for  WONS  Hartfc 
Conn.,  effective  Sept.  1,  and  for  WFBG 
toona,  Pa.,  effective  Sept.  9. 

GREY  ADV.,  New  York,  preparing  fall  ra 
campaign  using  women's  participation  sh< 
for  Admiracion  shampoo. 

BROADCASTING    •  Telecast! 


THE  KANSAS  CITY  MARKET 

Does  Mff  Raff /n  C/'rc/es/ 


O  0 
O  0 


Dayiime  half-millivolt  confours  shown  in  black. 

The  spring  1950  Kansas  City  Primary  Trade 
Area  Survey  —  a  coincidental  survey  of  over 
146,000  telephone  interviews  in  one  week  by 
Conlan— just  off  the  press— shows  The  KMBC- 
KFRM  Team  even  further  ahead  of  its  nearest 
competitor  than  a  year  ago! 


and  Only  The  KMBC-KFRM  Team 
Covers  It  Effectively 
and  Economically! 

It's  one  of  the  most  comprehensive  listener 
studies  ever  made,  and  one  of  the  most  reveal- 
ing. It  provides  irrefutable  proof  of  The 
Team's  outstanding  leadership  .  .  .  current 
proof.  .  .  not  moth  ball  evidence.  Contact 
KMBC-KFRM,  or  any  Free  &  Peters  "Colonel" 
for  complete  substantiating  evidence. 


GOING 'ROUND  IN  CIRCLES? 


If  you're  running  your  feet  off  trying  to  keep  up  with  sales  conditions  in  your 
major  markets,  cheer  up.  For  Radio  Sales  has  already  done  most  of  your  legwork 
for  you.  Your  Radio  Sales  Account  Executive  can  tell  you  (and  he'll  be  talking 
about  things  he's  seen  and  learned  from  on-the-spot  study)  all  you  want  to  know 
about  13  of  your  most  important  markets.  He  can  provide  you,  too,  with  a 
wealth  of  research  on  how  to  sell  your  customers  effectively  in  each  of 
these  sales  areas.  What  it  amounts  to  is  that  you  can  be  in  13  different  places 
at  the  same  time  (profitably!)  without  ever  leaving  your  office.  Thanks  to... 

Radio  Sales  Radio  and  Television  Stations  Representative . . .  CBS 


Representing  radio  stations 

WCBS,  WBBM,  KNX,  WCAU, 
WCCO,  WEEl,  KMOX,  KCBS,  WBT, 
WRVA,  WTOP,  KSL,  WAPI 

and  the  Columbia  Pacific 
Network ;  TV  stations  WCBS-Tvi' 

WCAU-TV,  KTTV,  WBTV, 
KSL-TV,  WAFM-TV,  WTOP-TV 
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WITH  ABAIN  1st 
IN  RADIO  AUDIENCE 


RATES  FOR  125  WORD  SPOT 
ANNOUNCEMENT,  CLASS  A,  ONE  TIME: 


WITH 


23.8 


STATION  A  23.6  (NETWORK) 


$16 


$55 


STATION  B  21.4  (NETWORK) 


$50 


STATION  C  15.5  (NETWORK) 


$70 


STATION  D  9.6  (NETWORK)  \  $30 


COMPARE!  COMPARE!  COMPARE! 

W-I-T-H,  the  BIG  independent  in  Baltimore,  had  a  BIGGER 
audience  than  any  other  station  in  town,  including  all  four  network 
stations!   At  W-I-T-H's  low,  low  rates — what  a  bargain! 
For  full  details,  call  your  Headley-Reed  man  today. 


*  HOOPER  RADIO  AUDIENCE  INDEX,  JUNE-JULY  1950;  TOTAL  RATED  TIME  PERIODS 


50,000  WATTS      *      1-A  CLEAR  CHANNEL     *      840  KILOCYCLES 


NCORPORATED    •    ESTABLISHED  l?22 


The  only  radio  station  serving  and  selling 
all  of  the  rich  Kentuckiana  Market 


VICTOR  A.  SHOLIS,  Director         •         NEIL  D.  CLINE,  Sa/es  Direcfor 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  AND  CO.    •    ASSOCIATED  WITH  THE   COURIER-JOURNAL  &  LOUISVILLE  TIMES 


/4f^zm  YANKEE  demoK^tn^ztc^  ct^ 

Home- town  Station 


The  Yankee  Network  News  Service  —  a  habit  in  New  England  honnes 
since  1934  for  consistent,  accurate  reporting  of  local,  national  and 
world  events  —  presents  its  latest  study  in  home-town  listening. 

The  Pulse  Incorporated  has  nnade  this  study*  of  Yankee  Network 
News  Service  editions  in  15  home-town  markets  not  regularly  covered 
in  survey  studies.  Here  are  the  results: 


AVERAGE  NETWORK 

RATINGS 

8:00  A.M. 

9:00  A.M.  VI 

n  P.M. 

6:00  P.M. 

10.0 

9.0 

9.9 

11.6 

Your  Retry  Man  will  show  you  the  complete,  comparative  study  mar- 
ket by  market.  It  confirms  once  more  our  contention  that  the  effective 
way  to  reach  New  England  listeners  is  through  the  local  impact  of 
Yankee  home-town  stations.  It  demonstrates  again,  and  conclusively, 
that  the  Yankee  Network  News  Service  is  daily  habit  listening  in  New 
England  homes. 

*May,  1950 

/4ccc^lt<i«tce  U  THE  YANKEE  NETWORK'S  'poUHcUtcCM 

The  Yankee  Network,  Inc. 

Member  of  ffie  Mufua/  Broadcasting  System 
21  BROOKLINE  AVENUE,  BOSTON  15,  MASS.  Represented  Nationally  by  EDWARD  PETRY  &  CO.,  INC. 

'ublished  every  Monday,  S^rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington  4,  D.  C. 
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FCC  FAVORS  CBS  C 


Splits  on  Time;  Delays  Finale 


HANDING  DOWN  its  long-await- 
ed color  television  "decision," 
which  provides  no  definitive  stand- 
ards now,  FCC  announced  Friday 
it  will  adopt  CBS  color  system 
unless  manufacturers  cooperate  in 
freezing  "compatibility"  problem 
so  that  new  developments  and 
others  questions  relating  to  all 
systems  can  be  explored  [Closed 
Circuit,  Aug.  28]. 

Commission  divided  4-2-1.  Chair- 
man Wayne  Coy,  Vice  Chairman 
Paul  A.  Walker,  and  Comrs.  George 

E.  Sterling  and  E.  M.  Webster 
formed  majority.  Comr.  Frieda  B. 
Hennock  agreed  with  them  that 
more  time  is  needed  if  compati- 
bility problem  can  be  kept  in 
status  quo,  but  felt  final  decision 
should  be  deferred  until  next  June 
30  with  the  development  of  a  com- 
patible system  being  given  "every 
encouragement"  in  the  meantime. 
Comrs.  Rosel  H.  Hyde  and  Robert 

F.  Jones  favored  adoption  of  CBS 
standards  now,  Comr.  Hyde  issuing 
"separate  views"  and  Comr.  Jones 
issuing  "separate  opinion  dissent- 
ing in  part." 

FCC  simultaneously  set  Oct.  2 
for  commencement  of  hearings  on 
general   TV   issues — Stratovision, 


Polycasting,  reservation  of  chan- 
nels for  noncommercial  educational 
stations,  etc. 

To  keep  problem  of  color  com- 
patibility of  existing  sets  from 
worsening  pending  further  studies 
and  final  decision.  Commission  pro- 
posed to  adopt  "bracket  standards" 
for  black-and-white  and  -  asked 
manufacturers  to  report  by  Sept. 
29  whether  they  will  incorporate 
them  in  their  new  monochrome  re- 
ceivers, thus  making  sets  com- 
patible with  both  existing  525-line 
system  and  405-line  standards  pro- 
posed by  CBS. 


If  responses  indicate  "the  great 
majority"  of  sets  will  be  thus 
equipped,  "bracket  standards"  for 
monochrome  will  be  adopted,  final 
color  decision  will  be  postponed, 
and  Commission  will  "propose"  to 
adopt  color  standards  on  basis  of 
CBS  field-sequential  system,  with 
same  "bracket  standards"  appli- 
cable to  color. 

Deadline  for  comments  on  that 
proposal  would  be  Jan.  5;  for  re- 
plies, Jan.  22.  Proponents  of  other 
systems  meeting  "criteria"  spelled 
out  by  FCC  could  submit  proposals 
if,  by  Dec.  5,  they  deliver  repre- 


sentative sets  to  FCC  laboratory! 
for  testing  and  study,  and  if,  alsc 
by  Dec.  5,  they  have  their  systen 
on  air  in  Washington  and  presem 
series  of  demonstrations  to  Com- 


Full  text  of  FCCs 
color  conclusions 
on  page  83. 


RCA,  CTI  Confident; 
CBS  Gratified 

GRATIFIED  by  FCCs  report  on  color  TV,  Frank  Stanton,  CBS  presi- 
dent, announced  Friday  network  would  go  on  air  with  color  20  hours  per 
week  after  "final  decision." 

Mixed  reaction  greeted  FCCs  report  late  Friday,  many  industry 
leaders  telling  Broadcasting  they 


preferred  to  digest  it  first. 

Two  companies  that  competed 
with  CBS— RCA  and  Color  Tele- 
vision Inc. — remained  confident 
they  would  prevail  in  the  end. 

Developer  of  an  "all-electronic" 
color  system,  RCA  observed  that 


FCC  had  issued  merely  a  "first 
report"  and  indicated  company  ex- 
pects to  have  its  "fully  compatible" 
system  finally  approved. 

CTI  was  equally  confident  and 
contended  its  new  Uniplex  tech- 
(Contimied  on  page  86) 


mission  between  Dec.  5  and  Jan.  5 
Decision — actually  titled  "Firs 
Report"  rather  than  decision- 
made  clear  that  if  bracket  stand 
ards  for  black-and-white  canno 
be  adopted  without  hearing,  or  i 
response  from  manufacturers  i 
unsatisfactory,  then  FCC  "will  no 
feel  free  to  postpone  a  decisior 
for  every  day  that  passes  woul 
aggravate  the  compatibility  prot 
lem,"  and  "in  that  event,  a  fins 
decision  would  be  issued  adoptin 
the  CBS  color  standards." 

Commission     held     that  dol 
sequential   system   of  RCA  a  n 
line-sequential  technique  of  Colo 
Television    Inc.,    CBS'    rivals  i 
(Continued  on  page  85) 


Closed  Circuit 


\comini 


NOW  THAT  Federal  court  in  Cleveland  has 
held  that  Lorain  Journal  violated  anti-trust 
laws  when  it  refused  to  accept  advertising 
from  merchants  using  WEOL  Elyria,  Ohio 
(see  page  28),  Dept.  of  Justice  may  shortly 
spring  several  additional  suits  involving  com- 
parable practices. 

WITH  burning  color  decision  out,  FCC 
promptly  will  consider  several  important  mat- 
ters: (1)  policy  on  licensing  of  motion  picture 
companies  in  radio-TV,  in  view  of  anti-trust 
proceedings  forcing  producers  to  divest  them- 
selves of  exhibition  houses;  (2)  what,  if  any- 
thing, to  do  about  revision  of  network  regu- 
lations in  light  of  complaints  filed  with  FCC 
since  present  regulations  became  effective  in 
1941;  (3)  disposition  of  application  of  Drew 
Pearson,  Robert  S.  Allen  for  facilities  of 
Hearst-owned  WBAL  Baltimore,  which  has 
been  hung  up  on  3-3  tie  vote  with  Comr.  Robt. 
F.  Jones  disqualifying  himself. 

BEVERIDGE  COMMITTEE  of  British  Par- 
liament investigating  broadcasting  in  Great 
Britain  to  determine  whether  system  should 
be  changed  after  exniration  of  present  five- 
year  charter  in  December,  has  invaded  U.S. 
to  learn  facts  of  commercial  radio  and  TV  life. 
Selwyn  Lloyd,  M.P.,  and  Mrs.  Mary  Stocks  are 

(Continued  on  page  86) 
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Sept.  6:  NARBA  Conference,  State  Dept.,  Wash- 
ington. 

Sept.  6:  Texas  AP  Broadcasters  Assn.,  Plaza  Hotel, 

San  Antonio. 
Sept.  7-8:   NAB  District   13,   Plaza   Hotel,  San 

Antonio. 

Sept.  8:   Louisiana-Mississippi  AP   Radio  Assn., 
St.  Charles  Hotel,  New  Orleans. 

(Other  Upcomings  on  page  56) 

Bulletins 

SERUTAN  Co.  will  sponsor  news  commen- 
taries of  three  veteran  reporters  over  ABC 
this  fall— Victor  H.  Lindlahr,  Mon.-Fri.,  10:45- 
11  a.m.,  starting  Sept.  11;  Edwin  C.  Hill,  Mon.- 
Fri.,  12:25-12:30  p.m.,  starting  Sept.  18,  and 
John  B.  Kennedy,  Mon.-Fri.,  2:30-2:45  p.m., 
starting  Sept.  18.  Agency,  Roy  S.  Durstine 
Co.,  New  York. 

LOSEE  HEADS  WINS 

WILMOT  H.  LOSEE  named  general  manager 
of  WINS  New  York,  and  WINS  Comptroller 
Kieran  T.  Murphy  reassigned  as  comptroller 
of  Crosley  Broadcasting  Corp.,  in  Cincinnati, 
according  to  James  D.  Shouse,  vice  president 
of  Avco  Mfg.  Corp.,  and  Robert  E.  Dunville, 
president  of  Crosley  Broadcasting  Corp.  W.  A. 
Smith,  Crosley  broadcast  comptroller,  becomes 
comptroller  of  Crosley  Division. 


Business  Briefly 

STATIONS  APPOINT  •  KTLN  Denve 
and  KVLC  Little  Rock,  Ark.,  name  Rad: 
Representatives  Inc.  as  national  representativ 

COLGATE  SEGMENT  •  Colgate-Palmoliv. 
Peet  Co.,  Jersey  City,  to  sponsor  Howd 
Doody  on  NBC-TV  Mon.-Fri.,  5:30-6  p.r 
Agency,  Sherman  &  Marquette,  New  York. 

AUTO-LITE   RENEWS    •    Electric  Aut 
Lite  Co.,  Toledo,  renews  Suspense,  Thurs., 
9:30  p.m.  on  CBS,  effective  Oct  5  for  52  week 
Agency,  Cecil  &  Presbrey,  New  York. 

THREE  NETWORKS  TO  CARRY 
CUT-RATE  WORLD  SERIES 

THREE  television  networks — ABC,  CBS  ai 
NBC — agreed  Friday  to  carry  Gillette-spo 
sored  World  Series  on  pool  basis  at  cut  rat( 
Fourth  network,  DuMont,  rejected  offer 
participate.  Gillette,  which  paid  $800,000  f 
rights  to  series,  understood  to  have  made  de 
with  ABC,  CBS  and  NBC  at  time  costs  w 
below  card  rates,  although  exact  amount 
discount  could  not  be  learned. 

The  series  will  be  carried  by  Mutual's  stoc 
holder  stations.  Many  stations  protested  Ie 
year's  World  Series  pool  which  provided 
revenue  at  all  to  stations  (early  story  pa 
43).  Agreement  for  pool  telecasts  of  19 
games  reached  late  Friday  at  joint  meeti 
of  ABC,  CBS  and  NBC  executives  with  ^ 
ficials  of  Maxon  Inc.,  Gillette  agency. 

BROADCASTING    •  Telecastii 


WDEL  can  sell  your  product  in  this  top-buying 
market — it  blankets  the  entire  area  effectively. 

WDEL  —  Foremost  radio  voice  in  the  area.  For 
years  has  sold  consistently  and  profitably  for 
hundreds  of  national  and  local  advertisers. 


WDEL-TV  —  The  only  television  station  in  Delaware, 
it  has  shown  phenomenal  growth  in  its  fourteen 
months  of  telecasting.  The  only  one  TV  station 
that  reaches  this  top  market. 

Write  nov/  for  information 

Represented  by 

ROBERT    MEEKER  ASSOCIATES 

New  York    •    Los  Angeles    •    San  Francisco    •  Chicago 
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*This  medium-sized  Southern  bakery  (name  on  request)  tested 
"Cisco  Kid"  for  90  days  ...  in  a  market  where  distribution 
was  thin  .  .  .  during  the  summer,  when  bread  sales  are  lower. 

Now  In  2nd  Renewal!  Results  were  so  sensational— 14% 
sales  increase — that  this  bakery  decided  to  sponsor  "Cisco 
Kid"  in  six  additional  markets!  "Cisco's"  performance,  as  a 
record-breaking  salesman  for  many  products  and  services,  is 
ready  for  your  inspection.  Write,  wire  or  phone  for  details.  See 
^he  proof  —  before  you  commit  yourself  on  any  Western! 

Sensational  "Cisco  Kid"  Promotion  Campaign  — 
From  buttons  to  guns — is  breaking  traffic  records. 


LOW  PRICED! 

Vj-Hour  Western  Adventure 
Program  .  .  .  Available  1-2-3 
flmes  per  week.  Transcribed 
for  local  and  regional 
sponsorship. 


^^^^ 


Here's  the  Sensational 


LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station! 
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He  really  doesn't  want  a  whole  critter  on 
the  hoof — not  that  he  wouldn't  like  to  con- 
vert him  into  steaks  and  roasts  for  his 
home  freezer. 

What  "Doc"  does  want  are  certain  parts 
of  the  steer  that  ain't  eatin  meat.  In  the 
meat  industry  they  call  them  by-products. 

Altogether  the  doctor  has  available  more 
than  50  products  of  meat  animal  origin, 
including  insulin,  thyroid,  liver  extract, 
surgical  sutures,  hormones — and  he's  look- 
ing forward  to  several  new  "wonder  drugs" 
that  are  still  in  the  research  stage. 


Making  these  products  generally  avail- 
able is  no  small  order.  The  pancreas  glands 
of  1,500  cattle  or  7,500  pigs,  for  example, 
are  required  to  make  one  ounce  of  insulin. 

The  only  practical  way  of  saving  these 
millions  of  tiny  glands  is  provided  by 
America's  meat  packing  companies. 

Even  healthy  folks,  who  have  no  need 
for  any  of  the  medicines  of  animal  origin, 
gain  by  the  packers'  policy  of  saving 
"everything  but  the  squeal."  Saving  and 
selling  by-products  helps  offset  a  sizable 
share  of  the  costs  of  processing  the 
number-one  product — meat. 


AMERICAN  MEAT  INSTITUTE 

Headquarters,  Chicago    •    Members  throughout  the  U.  S. 
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SPOT  RADIO  ilST 


WSB 

Atlanta 

'  NBC 

WBAL 

Baltimore 

NBC 

WNAC 

Boston  , 

k  MBS 

WICC 

Bridgeport 

MBS 

WBEN 

Buffalo 

NBC 

WGAR 

Cleveland 

CBS 

WFAA 

(Dallas  ) 

NBC 

(Ft.  Worth/ 

ABC 

WJR 

Detroit 

CBS 

KARM 

Fresno 

ABC 

KPRC 

Houston 

NBC 

WDAF 

Kansas  City 

NBC 

KFOR 

Lincoln 

ABC 

KARK 

Little  Rock 

NBC 

KFI 

Los  Angeles 

NBC 

WHAS 

Louisville 

CBS 

WTMJ 

Milwaukee 

NBC 

KSTP 

Mpls.-St.  Paul 

NBC 

WSM 

Nashville 

NBC 

WSMB 

New  Orleans 

NBC 

WTAR 

Norfolk 

NBC 

KOiL 

Omaha 

ABC 

WIP 

Philadelphia 

MBS 

KPHO 

Phoenix,  Arir. 

ABC 

KGW 

Portland,  Ore. 

NBC 

WEAN 

Providence 

MBS 

WRNL 

Richmond 

ABC 

WOAI 

San  Antonio 

NBC 

KOMO 

Seattle 

NBC 

KTBS 

Shreveport 

NBC 

KGA 

Spokane 

ABC 

WMAS 

Springfield 

CBS 

WAGE 

Syracuse 

ABC 

KVOO 

Tulsa 

NBC 

WWVA 

Wheeling 

CBS 

KFH 

Wichita 

CBS 

THE  YANKEE  NETWORK 
TEXAS  QUALITY  NETWORK 


THIS 
IS 

NO  TIME 
FOR 

''Musical  Chairs' 

Certainly  you  remember  that  kid's  game  of 
musical  chairs  where  every  time  the  music 
stopped,  somebody  lost  out. 

It's  that  way  now... as  alert  advertisers  stake 
their  claims  to  the  audience-heavy  news  pro- 
grams in  top  spot  radio  markets.  News  is  the 
programming  that  carries  the  big  plusses. 
Bigger  than  ever  now,  as  war  news  crowds 
out  other  interests. 

Today,  tomorrow  (but  maybe  not  next 
year)  is  your  chance  to  establish  the 
news  program  franchise  that  insures 
your  voice  In  the  market.  Look  into  it 
now.  Call  us  today  about  news  pro- 
grams on  any  of  these  leading  stations 


CHICAGO  •  LOS  ANGELES 


MU  8-0200 


DETROIT  •  ST.  LOUIS  •  DALLAS 
SAN  FRANCISCO  •  ATLANTA 
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WATTS  WACKER,  media  department  BBDO  Detroit,  to  Geyer, 
Newell  &  Ganger,  N.  Y.,  as  media  director. 


ARNOLD  O.  LEEDS,  assistant  TV  director  Moss  Assoc.,  N.  Y.,  to  TV 
director. 

ARTHUR  FARLOW  transferred  to  Chicago  office  J.  Walter  Thompson 
Co.  to  replace  late  WILLARD  LOCKRIDGE  on  Kraft  Foods  account. 
JULIAN  L.  WATKINS  rejoins  JWT,  N.  Y.,  as  account  representative. 
CHARLES  M.  HIGGINS  to  account  executive  Wm.  H.  Weintraub  &  Co., 
N.  Y.  Was  with  MBS. 

DENNIS  KING  Jr.,  NBC  TV  director,  to  Maxon  Inc.,  N.  Y.,  as  radio-TV 
program  producer. 

RANDALL  E.  BROOKS,  Gulf  Publishing  Co.,  Houston,  sales  staif,  to 
Rogers  &  Smith  Adv.,  Dallas,  as  vice  president  and  account  executive. 

FRAN  Van  HARTESVELDT,  past  five  years  producer  NBC  The  Great 
Gildersleeve  for  Needham,  Louis  &  Brorby  Inc.,  Hollywood,  to  Benton  & 
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CBS. 


J   J.  Bernard 

V.Po'ndGenero^^Aono9- 


on  all  accounts 


SURROUNDED  on  every  flank 
by  television,  Sam  Cook 
Digges  is  convinced  the  me- 
dium "is  a  better  buy  day  by  day, 
and  the  greatest  thing  in  the 
world."  As  Chicago  TV  sales 
manager  of  CBS  Radio  Sales,  he 
sells  programs  and  spots  on  seven 
stations  and  supervises  distribu- 
tion of  syndicated  films  owned  by 
the  network.  As  a  husband  and 
father,  he  watches  video  produc- 
tions on  three  sets  spotted  in  his 
son's  room,  the  liv- 
ing room  and  his 
own  bedroom  in  a 
house  in  suburban 
Evanston. 

As  far  back  as 
1942,  Sam  planned 
for  a  future  in  tele- 
vision— although  his 
present  was  then  in 
radio  and  his  past 
in  newspapers.  He 
began  writing  at  the 
age  of  12  in  Colum- 
bia, Mo.,  where  he 
was  born  Jan.  8, 
1916.  As  a  juvenile 
playwright,  he 
scripted  lurid  stories 
of  murder  and  may- 
hem among  the 
Ozark  hillbillies.  His 
plots  were  tempered  somewhat  dur- 
ing four  years  at  the  U.  of  Mis- 
souri, where  he  majored  in  jour- 
nalism and  advertising.  He  was 
a  member  of  Phi  Delta  Theta  social 
fraternity.  Alpha  Delta  Sigma  pro- 
fessional advertising  fraternity, 
and  vice  president  of  the  "J"  school 
student  body. 


SAM 


He  continued  to  write  plays,  this 
time  for  the  University  Workshop, 
and  added  acting  to  his  endeavors. 
"My  most  notable  collegiate 
achievement,  however,  was  becom- 
ing engaged  to  Melba  Slaughter, 
the  gal  I  married  in  1939."  Shef; 
was  a  Kappa  Alpha  Theta  from 
Kansas  City,  Mo.,  and  was  pinned 
by  Sam  after  a  three-week  rushing 
period. 

From  college,  Sam  Digges  went, 
to  Washington,  D.  C,  in  1937  as  a 
salesman  in  the  re-, 
tail  advertising  de- 
partment  of  the 
Washington  Daily 
News.  During  the 
first  18  months,  he 
sold  amusement  ad- 
vertising— theatres, 
night  clubs,  hotels — 
and  wrote  a  night 
club  column  three 
times  weekly  undei 
the  byline  of  Rip  Var 
Winkle.  "I  didn't 
get  20  years  oJ 
sleep,  I  just  wantec 
it,"  recalls  the  Daili 
News  night  watch 
man,  having  scoutec 
the  town  for  new; 
until  3  a.m.  and  re 
ported  back  to  thf 
office  for  advertising  work  at  8:30 
In  the  next  few  years,  he  was  as 
signed  to  handle  almost  every  kinc 
of  retail  classification:  food,  drugs 
men's  clothing,  women's  apparel; 
chain  stores. 

When  the  Blue  and  Red  net 
works  of  NBC  were  separated  ii 
(Continued  on  page  18) 
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'Bowles  Inc.,  as  producer  XBC  Railroad  Hoi 
Succeeds  late  KENNETH  BURTON. 


and  Father  Knows  Best. 


DAVID  FENWICK,  vice  president  Abbott  Kimball  Co.;  L.  A.,  to  Calkins 
&  Holden,  Carlock,  McClinton  &  Smith,  same  city,  as  account  executive. 
Agency  offices  have  been  opened  at  712  S.  Curson  Ave.,  L.  A. 

i' 

ROBERT  L.  SIMPSON,  associate  TV  director  for  CBS,  to  Geyer,  Newell 
&  Ganger,  N.  Y.,  as  executive  TV  producer,  on  Kelvinator's  new 
■^lorton  Doivney  CBS  TV  program. 

Lloyd  W.  DUNN,  %ice  president  Abbott  Kimball  Co.,  L.  A.,  resigns. 

A.L  KABAKER,  manager  Hollj'^vood  office  Dancer-Fitzgerald-Sample  Inc. 
:'or  past  four  years,  named  agency  %ice  president. 

TARLOS  GUTIERREZ  RIANO,  McCann-Erickson,  N.  Y.,  to  Foote,  Cone 
,t  Belding  International  Corp.,  as  creative  head  and  director  of  public 
jirelations  for  Latin  America. 

.^lOBERT  L.  REDD,  free  lance  writer-producer-director,  to  Pacific  Coast 
;adio  director  Erwin,  Wasey  &  Co.,  L.  A.  Assigned  to  CBS  Carnation 
Uontented  Hour.   He  directed  NBC  Martin  &  Leivis  Show  last  season. 

aRGINIA  HERROD,  account  executive  Hirsch  &  Rutledge  Inc..  St. 
louis,  to  executive  vice  president  and  partner  Lindell  Adv.  Agency,  same 
:ity.  She  "will  specialize  in  creative  planning  and  supervise  all  clieht- 
igency  relationships. 

|.rLARK  E.  LOCKE  to  chairman  of  board  Locke-Johnson  Ltd.,  Toronto. 
£LTON  JOHNSON  to  president,  GORDON  J.  HILL  and  JAMES  E. 
.lUMFORD,  vice  presidents,  and  CRAWTORD  U.  HALL,  radio  director, 
.0  dii'ector. 

HAROLD  S.  LONGMAN  to  A.  W.  Lewis  &  Co.,  N.  Y.,  as  copy  chief. 
iTas  held  similar  posts  with  Peck  Adv.  and  Gordon  &  Rudwick  Inc.,  N.  Y. 

'VALLACE  RUGGLES,  radio-TV  producer  Veterans  Administration  for 
=)ast  four  years,  to  Leo  Burnett  Co.,  L.  A.,  in  same  capacity.  ALENE 
SL'TCHER,  onetime  in  Hollj^wood  talent  department  Foote,  Cone  & 
i3elding,  named  script  and  production  aide  Leo  Burnett  Co. 

3 

j'AMES  W.  McGLONE  Jr.,  representative  for  True  Magazine's  midwest 
ffice,  to  Friend-Sloane  Adv.,  N.  Y.,  as  executive  vice  president  in  charge 
'/f  new  business. 

JtV'ILLIAM  WALLACE  Jr.,  account  executive  of  Cockfield,  Bro^STi  &  Co., 
Toronto,  to  Kenyon  &  Eckhardt  Ltd.,  Toronto.  GEO.  B.  MacGILLIVRAY, 
i-ssistant  marketing  director  of  Lever  Bros.,  Toronto,  to  account  execu- 
-ive  K  &  E,  Toronto. 


30TSF0RD,  CONSTANTINE  &  GARDNER  closes  L. 
-ficcounts  being  serviced  from  S.  F. 


|:.  W.  McQUILLIN,  radio  director  Cockfield,  Brown  &  Co.,  Toronto,  to 
:-eneral  chairman  public  relations  committee  of  Canadian  Community 
'  rhests  campaign. 


A.  office,  with 


^ew  Addresses:    KELLY  &  LAMB  Adv.  moves  to  Columbus  Graphic 
fliirts  Center,  897  Higgs  Ave.,  Columbus  12.   New  phone  is  KLondike  3583. 
:.  R.  BAUERLE  Adv.  to  250  Rancho  Ed.,  Sierra  Madre,  Calif.  LOUIS 
I.  SMITH  Co.,  Chicago  agency,  moves  from  360  N.  Michigan  Ave.  to  161 
Grand  Ave. 

s-''.,eVALLY  Inc.,  Chicago,  opens  branch  office  in  Louisville  to  service 
?fYank  Fehi-  Brewing  account.  Located  in  Room  220,  Mai-tin-Brown 
t-ildg..  Fourth  and  Broadway. 

^VALSH  INTERNATIONAL  Adv.  Ltd.,  Toronto,  opens  office  at  801 
^mdustrial  Bank  Bldg.,  Detroit.  JOHN  BALL,  Shutran-Mahlin  Adv.  Co., 
betroit,  to  manager. 


WMBD 


75  the  top  national  spot 
program  outlet  in  Peoriarea 


National  advertisers  buy  more  spot  programs  and  an- 
nouncements on  WMBD  by  far  than  on  any  other 
Peoria  station.  The  following  list  shows  just  a  few: 
Blue  Bonnett  Margarine;  Campbell  Soup;  Colgate 
(Ajax,  Dental  Creme,  Fab,  Halo,  Lustre  Creme  Sham- 
poo, Palmolive,  Vel,  Veto);  Dodge;  GrifFin;  Kools;  Kro- 
ger; Procter  &  Gamble  (Dreft,  Ivory,  Joy,  Lilt,  Spic  & 
Span);  Shinolo;  Standard  Brands;  Tenderleaf  Tea;  etc. 

Naturally  this  dominant  position  is  achieved  by  RE- 
SULTS .  .  .  and  WMBD  produces  results  because: 

WMBD  serves  more  listeners  in  ANY  time 
period  than  the  next  2  stations  combined  at 
a  cost  per  thousand  FAR.  LESS  than  any 
other  Peoria  station. 

What's  more,  WMBD  backs  up  its  advertisers  with  a 
full  scale  promotion  and  merchandising  program.  This 
pioneer  station,  with  23  years  experience,  knows  the 
Peoriarea  audience  and  beams  the  right  show  to  the 
right  people  at  the  right  time  at  the  right  price! 


ASK  FREE  &  PETERS 


PEORIA 
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CBS  Afliliatc  •  SOOO  Watts 

Fi««  &  Peters,  Inc.,  Nat'l.  RecLi 
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MERICAN  SAFETY  RAZOR  Co.,  planning  spot  radio  schedule  in 
scattered  markets  for  fall.    Agency:  Ruthrauff  &  Ryan,  N.  Y. 


WORTHS  Inc.  (women's  apparel  chain,  Missouri  and  Illinois),  names 
Harold  Kirsch  Co.,  St.  Louis,  to  direct  its  advertising.  Extensive  radio- 
TV  campaign  planned. 

REGINA  FURNITURE  Co.  names  Wm.  Wilbur  Adv.,  N.  Y.,  to  direct 
its  advertising.  Radio-TV  to  be  used.  Paul  Kassander  is  account 
executive. 

ESTELLE  COMPTON  MODELS  Institute,  Chicago,  names  Schoenfeld, 
Ruber  &  Green,  same  city,  to  place  its  advertising  schedules.  Radio-TV 
will  be  used  in  Chicago,  N.  Y.  and  L.  A. 

WELCO  SHOE  Corp.,  Waynesville,  N.  C,  names  George  N.  Kahn  Co., 
N.  Y.    TV  will  be  used. 

AUREX  Corp.,  Chicago  (hearing  aid),  considering  TV  tests  with  spots 
in  L.  A.  Results  to  determine  future  use.    Agency:  Paul  Grant  Adv 
Chicago. 

WOMAN'S  GUILD  OF  DETROIT,  Detroit,  Mich.,  names  Broadcast  Pro- 
ductions Inc.,  same  city,  to  direct  all  advertising.  Radio-TV  will  be  used. 
Lucilla  Mack,  account  executive. 

PIUMA  WINERIES,  L.  A.,  appoints  Calkins  &  Holden,  Carlock,  Mc- 
Clinton  &  Smith,  L.  A.,  as  advertising  agency.  Continues  West  Coast 
radio-TV  spot  schedules. 

WM.  SCHAVARTZ  &  Co.,  Phila.  (Twigs  boys'  clothing),  to  Leonard 
F.  Fellman  &  Assoc.,  same  city.  TV  will  be  used.  Mr.  Fellman  is  ac 
count  executive. 

CAMEO  CLEANSER  Corp.,  Chicago,  names  Maxon  Inc.,  same  city,  tc 
direct  its  advertising.  Media  schedules  expected  to  be  set  withm  three 
weeks.   Radio  has  been  used. 


A/eturotk  -^ccounii  •  •  • 

MURINE  Co.,  Chicago,  sponsors  Gabriel  Heatter,  Fri.,  7:30-7:45  p.m. 
MBS.  Agency:  BBDO,  Chicago.  BELTONE  HEARING  AID,  Chicago, 
buys  same  commentator,  Wed.,  same  time,  effective  Sept.  20.  Agency: 
Olian  Ady.,  Chicago. 

LIONEL  Corp.  (toy  trains),  N.Y.,  sponsors  Joe  DiMaggio  Show,  NBC- 
TV,  Sat.,  5:30  p.m.  EDT.   Agency:  Buchanan  &  Co.,  same  city. 

P  LORILLARD  Co.,  for  Old  Gold  cigarettes,  renews  The  Original  Ama 
teiir  Hour,  ABC,  Thurs.,  9-9:45  p.m.,  for  52  weeks.  Agency:  Lennen  & 
Mitchell,  N.  Y. 

PROCTER  &  GAMBLE,  Cincinnati,  renews  Fireside  Theatre,  NBC-T^ 
for  full  fall  season.    Agency :  Compton  Adv.,  N.  Y. 

CHAMPION  SPARK  PLUG  Co.,  Detroit,  renews  Chamvion  Roll  Cal 
sports  program,  ABC,  9:55-10  p.m.,  Fri.,  for  52  weeks.  Agency:  Mc 
Manus,  John  &  Adams  Inc.,  Detroit. 

FARMERS  INSURANCE  GROUP,  L.  A.,  starts  Song  of  Liberty,  Tues. 
8-8:30  p.m.,  PDT,  on  full  Don  Lee  network  of  45  stations.  Contract  fo; 
52  weeks.   Agency:  Bishop  &  Assoc.,  L.  A. 


e  •  •  m 


ROBERT  J.  CANNIFF,  advertising  and  sales  promotion  manager  Servt 
Inc.,  Evansville,  Ind.,  to  director  advertising  and  public  relation! 
CHARLES  F.  PEARSON,  Hotpoint  Inc.,  Chicago,  assistant  sales  pre 
motion  manager,  to  sales  promotion  manager  Servel. 

STERLING  DRUG  Inc.,  N.  Y.,  moves  executive  offices  to  1450  Broadwa: 
All  N.  Y.  operations  consolidated  at  this  address. 
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Here  He  Is 


MISTER 

MUGGINS 
RABBIT! 


The  big-time  KIDDIE  SHOW  for  big-time  profits! 
Now  being  mailed  to  the  hundreds  of  SESAC  library  subscribers. 
26  Mister  Muggins  scripts,  highlighted  by  music  from  the 
SESAC  Transcribed  Library!  NOW — these  quality  half  hour 
productions  can  be  yours.  Here's  a  Kiddie  Show  that's  as 
clean  as  a  whistle  .  .  .  the  kind  that  parents  and  teachers 
endorse  .  .  .  already  acclaimed  in  two  hideaway  test  runs. 
The  delightful  adventures  of  this  rabbit  rascal  will 
capture  the  hearts  of  the  vast  juvenile  audience  in  your 
region.  With  frisky  Mister  Muggins  it's  just  a  hop  and  a 
skip  toSPONSORS  and$  $  $! 

I  — — — — — — 

Please  send  additional  information 
/     about  Mister  Muggins  Rabbit  and  the 

Formore  information  I     SESAC  Transcribed  Library: 

about  this  happy  hare  KlAKAP 

ond*/ie  SESAC  SERVICE     /  ^^^'"^^  

CUP  THIS  COUPON  and    \  ^'^'"^   

MAIL  TO  SESAC  INC.  \  STATION  

\^  LOCATION   

\   

\  :  


SESAC  I N  C. .  475  FIFTH  AVENUE,  NEW  YORK  17,  NEW  YORK 


Copyright  1950  By  SESAC,  INC.,  New  York 
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Here  is  a  Washington 
availability  packing  all  of 
the  prestige  found  in  class 
"A"  time  with  a  name  re- 
porter supported  by  strong 
adjacencies!  All  wrapped 
up  in  a  neat  five-minute 
package  edited  by  Frank 
Bourgholtzer,  it's  known  as 
"WHITE  HOUSE  CORRE- 
SPONDENT." 

Each  Monday  through  Fri- 
day night,  Frank  reports  on 
the  exclusive  and  news- 
packed  White  House  ac- 
tivities. The  seemingly  nar- 
row beat  many  times  spans 
the  world's  headlines  and 
the  men  who  make  them. 

This  program  represents  an 
opportunity  for  a  news- 
wise  client  to  steal  a  walk 
in  the  midst  of  bigger 
sriows.  "WHITE  HOUSE 
CORRESPONDENT"  follows 
Earl  Godwin  and  precedes 
one  of  Washington's  best 
sports  attractions,  "Dutch" 
Bergman. 

Time  for  time  and  dollar 
for  dollar  .  .  .  you  can't 
beat  WRC's  exclusive  White 
House  coverage  in  this 
combination. 


Monday  thru  Friday 
6:30  -  6:35  PM 


r 


IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 

FIRST  in  WASHINGTOnI 


5QQQ  Watts  -  9B0  KC 

Sep  c  Biifed  by  NBC  SPOT  SAt£< 


feature  of  the  meek 


MARKIXG  caiiijHii(/ii  cci  anony :  (I  to  r)  Capt.  William  Ryne,  Philadel- 
phia Accident  Division;  C.  R.  Bird,  president,  Outdoor  Advertising  Assn. 
of  Pennsylvania;  Mr.  Ross;  Nevin  E.  Funk,  Philadelphia  Electric  Co. 
and  chairman,  Highway  Traffic  Board;  Mr.  Gimbel;  Mayor  Samuel  and 
Assistant  Police  Superintendent  Guy  E.  Parsons. 


FORCE  of  station  promotion  that 
can  carry  with  it  a  dramatic  com- 
munity campaign  is  being  demon- 
strated by  WIP-Mutual  Philadel- 
phia. 

The  drive,  featuring  "talking" 
safety  billboards,  opened  with  the 
personal  appearance  of  Lanny 
Ross,  whose  show  is  carried  by 
WIP,  at  a  ceremony  held  in  front 
of  Philadelphia's  City  Hall.  Mr. 
Ross'  likeness  is  on  a  gigantic  bill- 
board which  formed  the  back- 
ground for  the  City  Hall  dedica- 
tion. 

Catchy  inscription  is  borne  by 
the  poster,  from  which  pedestrians 
and  motorists  can  hear  tape  re- 
corded messages  on  traffic  safety: 


"Mutual  Star  Lanny  Ross  says 
enjoy  Moonlight  and  Roses  tonight 
— walk  and  drive  safely  today." 

The  billboard  series  was 
launched  by  WIP  in  cooperation 
with  the  Philadelphia  Highway 
Traffic  Board  which  has  been  wag- 
ing a  year-round  campaign  to  re- 
duce the  city's  traffic  death  and 
injury  toll. 

Mr.  Ross'  appearance  attracted 
a  large  crowd  and  gave  added  im- 
petus to  the  project,  according  to 
Sam  Elber,  WIP  promotion  direc- 
tor. The  singing  star  was  intro- 
duced by  Benedict  Gimbel  Jr.,  WIP 
president  and  general  manager, 
(Continued  on  page  16) 
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strictly  business 


ON  APRIL  2,  1946,  an  estimated 
200,000  women  jammed  the 
"world's  busiest  corner" — Chicago's 
State  and  Madison — for  a  perform- 
ance of  Mutual's  Queen  for  a  Day. 

A  tired,  •  but  happy  young  man 
watched  this  stupendous  demon- 
stration of  radio's  drawing  power 
from  a  vantage  point  as  close  to 
the  microphone  as  a  male  animal 
could  possibly  get  that  memorable 
day. 

This  was  George  Clark's  hour  of 
triumph.  The  present  Chicago 
manager  of  John  E.  Pearson  Co., 
station  representative,  was  the 
MBS  salesman  who  persuaded 
Miles  Labs  to  sponsor  Queen  for  a 
Day.  And  having  sold  the  account, 
it  remained  for  Mr.  Clark  to  do 
much  of  the  legwork  incident  to 
womankind's  greatest  invasion  of 
Chicago's  loop. 

George  (whisper  it!)  Washing- 
ton Clark  is  young  in  years  and 
looks,  but  old  in  experience.  He 
has  been  working  hard  since  he 


was    nine    years    old,    when  his 
mother  died.  His  father  had  passed 
away  a  year  before.    Born  in  River 
(Contiymed  on  page  18) 


Hooperatings  Prove 
Conclusively  That 
WISN  Is  Your  Best 
Buv  in  the  Entire 
Milwaukee  Market. 


1 


nd  WISN  is  the 
Only  Milwaukee  Net- 
work Station  to  Give 
You  a  Nighttime  FM 

BONUS  Audience. 

■  I 
I 


I 


ou'U  Like  Doing 
Business  with  WISN. 


Page  14 


September  4,  1950 


BROADCASTING    •  Telecasting 


KGNC  Originates  Progressive 
.New  Idea  In  Radio 


WALLACE  CLARK 


STATION  INSTITUTES 
CONTINUOUS  ANNOUNCING 
SCHOOL 


KGNC  Is  one  station  In  the  country  that  wants 
constructive  criticlsnn  so  much  that  It  has  employed  a 
Critic-Educational  Director.  Even  tho'  the  venture  is' 
relatively  new — It  is  already  paying  off.  It  has  all  the 
potentialities  of  bringing  widespread  Improvement  not 
only  to  .KGNC,  but  to  the  industry  as  a  whole. 

The  continuous  course  Is  aimed  toward  assisting 
announcers  —  both  by  class-work  and  In  private  Instruc- 
tion—  to  develop  voices  and  personalities.  This  calls 
for  the  instructor  to  monitor  all  programs,  especially  the 
work  of  the  announcer.  Whether  or  not  the  announcer 
holds  the  audience  and  delivers  the  sponsor's  message  in 
an  acceptable  manner.  Is  the  structure  on  which  the 
program  stands  or  falls.  All  the  perfection  of  produc- 
tion, writing,  sales  and  business  efficiency  falls  flat  if 
the  announcer  fails  In  his  presentation. 

DocTor  Wallace  Clark,  Director  of  Music  at  West 
Texas  State  College,  Canyon,  Texas,  has  been  employed 
by  KGNC  to  handle  this  Instructor's  job  —  and  he  is 
eminently  well  qualified. 

Before  going  to  WTSC  In  1917,  Dr.  Clark  was  head 
of  the  Music  Department  at  the  University  of  South 
Dakota,  where  he  had  gone  after  four  years  of  study  in 
England,  which  climaxed  his  training  at  the  University 
of  Wisconsin  and  two  years  of  private  study  in  Chicago. 

Dr.  Clark  has  made  several  trips  to  Important  radio 
centers  investigating  the  possibilities  of  such  a  school. 
Jennings  Pierce  and  Frank  Barton,  both  with  NBC,  hlolly- 
wood,  and  others,  went  all-out  for  the  idea. 


710  KC     10,000  WATTS 

AMARI  LLO,  TEXAS 


May  v/e  work  on  your  show  ? 
Ask  any  Ted  Taylor  Man! 


YOUR    FIRMEST    GRIPON    THE    FABULOUS    GREAT  PLAINS 
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'Grand  Testimony' 

EDITOR,  Broadcasting: 

,  .  .  I've  had  contments  from  all 
over  the  country — which  is  a  grand 
testimony  as  to  your  readership. 

Arnold  Z.  Eosoff 

Arnold  &  Co.,  Inc. 

Boston,  Mass. 

[Editor's  Note:  Mr.  Rosoff  refers  to 
an  "On  All  Accounts"  sketch  of  him- 
self in  the  July  31  issue.] 

4:      «  « 

A  'Business  Must' 

EDITOR,  Broadcasting: 

...  I  too,  am  among  those  who 
never  miss  an  issue  of  Broadcast- 
ing— and  I  find  the  new  layout  of 
the  personal  columns  easier  to  read. 
It's  a  must  for  our  business  and 
often  my  issue  is  in  great  demand 
by  others.  Your  Telecasting  .  .  . 
is  a  favorite.  .  .  . 

Jean  Kerhy 
9  Hobart  Ave. 
Summit,  N.  J. 


open  mike 


Skypiece  Overlooked? 

EDITOR,  Broadcasting: 

Congratulations  on  swell  Mar- 
ketbook!  It  works  right  in  with 
our  classes  in  time  sales,  one  of 
our  most  popular  studies. 

Took  a  trip  recently  to  West 
Coast  passing  a  dozen  or  so  radio- 
TV  stations  situated  along  main 
highways  where  thousands  of  auto 
radios  pass  daily. 

Why  do  so  many  stations  fail  to 
place  identifying  signs  near  these 
imposing  edifices?  A  300-ft.  ver- 
tical radiator  demands  attention. 
Why  not  cash  in  on  this  skypiece 
and  inform  motorists  what  station 


it  is  and  its  dial  location? 

Could  it  be  the  "cost"  of  prepar- 
ing a  simple  signboard,  or  are  we 
"expert"  ad  men  overlooking  other 
media  than  our  own? 

Elbert  Haling 
Institute  of  Radio  Broad- 
casting 
Dallas 

«    *  * 

Cites  Free  Time 

EDITOR,  Broadcasting: 

As  the  tempo  of  our  war  effort 
increases  it  is  inevitable  that  radio 
will  be  asked  to  provide  more  and 
more  free  time  for  the  military  and 


Like  them  air- foam 
^    cushion^^em  ? 


X  ESSIR! — our  Red  River  Valley  hayseeds  buy  the 
biggest  and  best  of  everything!  With  incomes  far  high- 
er than  the  national  average,  fancy  Uving  comes  easy! 

WDAY,  Fargo,  is  the  one  sure-fire  way  to  get  at  all  this 
extra  dough.  Our  well-heeled  farmers  listen  to  WDAY 
about  four  times  as  much  as  to  any  other  station.  Look 
at  these  record-breaking  Hoopers: 


SHARE  OF  AUDIENCE 
(Dec.  '49-Apr.  '50) 

WDAY 

"B" 

"C" 

"D" 

Weekday  Mornings 
(Mon.  thru  Fri.) 

64.2% 

21.1% 

7.3% 

4.8% 

Weekday  Afternoons 
(Mon.  thru  Fri.) 

66.5% 

13.0% 

12.9% 

2.6% 

Evenings 

(Sun.  thru  Sat.) 

64.0% 

15.1% 

9.5% 

8.8% 

A  new  22-county  survey  by  students  at  North  Dakota 
Agricultural  College  shows  that  the  farm  families  in 
these  22  counties  prefer  WDAY  17-to-l  over  the  nex( 
station — 3'/2-to-l  over  all  other  stations  combined! 

Get  all  the  fabulous  facts  today!     Ask  us  or  F&P! 


FARGO.  N.  D. 

NBC  -  970  KILOCYCLES 
5000  WATTS 


other  agencies  in  and  out  of  gov- 
ernment. 

In  our  acceptance  of  these  we 
are  incorporating  the  phrase:  "On 
condition  that  copy  in  other  media 
is  restricted  to  non-paid  space."  If 
stations  across  the  country  would 
do  the  same,  I  believe  it  would  lead 
to  a  much  more  equitable  allotment 
of  advertising  funds. 

L.  O.  Fitzgibbons 
Manager 

WBEL  Beloit,  Wis. 
«    *  * 

WAVE-TV  Claims  'First' 

EDITOR,  Broadcasting: 

We  read  with  interest  "TV 
Enters  Formal  Education  at  WWJ- 
TV-Michigan  U."  in  the  Aug.  7 
issue  of  Telecasting  and  have  two 
claims  to  make  for  WAVE-TV: 

1.  The  U.  of  Louisville  and 
WAVE-TV  presented  "Educa- 
tion by  Television"  a  half  hour 
weekly  classroom  course  in 
British  fiction  last  semester. 
First  of  the  series  began  Feb. 
18,  1950. 

2.  This  was  the  FIRST  college 
course  presented  for  credit 
over  any  television  station  in 
the  world. 

We  extend  best  wishes  for  great 
success  to  WWJ-TV  in  its  new 
advancement  of  education  by  tele- 
vision. However,  we  ask  those 
"WWJ  birds"  to  pull  up  their 
claim  stakes  .  .  . 

Robert  B.  Elverman 
Director,  Publicity  & 

Promotion 
WAVE  Louisville,  Ky. 
*    *  * 

WITH  To  Originate 

EDITOR,  Broadcasting: 

In  your  football  roundup  story 
in  the  Aug.  28  issue  you  state  that 
WWDC  is  the  originating  outlet 
of  a  ten-station  regional  network 
carrying  the  U.  of  Maryland  foot- 
ball games. 

Just  to  keep  the  record  straight, 
the  network  is  being  originated  by 
WITH  Baltimore.  WWDC  will  be 
the  Washington  area  outlet  for  the 
games.  .  .  . 

Ben  Strouse 
General  Manager 
WWDC  Washington 


Pagfc  16 


September  4,  1950 


Feature  of  Week 

(Continued  from  page  H) 

and  given  a  city  welcome  by  Mayor 
Bernard  Samuel. 

Other  personality  billboards,  all 
of  them  maintained  by  General 
Outdoor  Advertising  Co.  without 
cost,  along  with  tape  sound  tracks 
voicing  the  star's  safety  slogans, 
are  being  displayed  until  mid- 
September  when  a  giant  rally  will 
wind  up  the  campaign  with  a  Roy 
Rogers  and  Trigger  poster. 

Keeping  the  campaign  in  the 
public's  mind  is  a  running  air  an- 
noucement  series  over  WIP,  news- 
paper plugs  and  such  special  shows 
as  Mr.  Ross'  appearance  at  WPTZ 
(TV)  Philadelphia.  The  radio  star 
tied-in  his  show's  sponsor  with  this 
slogan :  "Go  the  Gulf  way  and  make 
  it  the  safe  way." 
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VIUST  station  in 
and  sti" 

25lh  Y®"' 


to  Houston 

and  the  gre** 

gulf  coast  area  buy 

FIRST  marUet 


1    f  cpcond  station- 
.  26%  al.eacl  0^;  ;^^^  .ratings 
total  rated  P-f      ^^^^  19r>0 
October  1949  thrulebrnar) 


HOUSTON 

Ir  „a  TON  on  the  Gulf  Coos, 
Represented  Nationally  by 
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SPRING  1950 


CITY  ZONE 


GREENSBORO,  N.  C. 


SHARE  OF  RADIO  AUDIENCE 


8:00  A.M.— 12:00  N. 
Monday  thru  Friday 

12:00  N.— 6:00  P.M. 
Monday  thru  Friday 

6:00  P.M.- 10:00  P.M. 
Sunday  thru  Saturday 


WBIG 

49.7 
39.2 
52.4 


STATION  STATION 


'B" 


32. 


28.3 


18.3 


8.1 


16.1 


13.2 


WBIG 

^Le  JPfCdti^e  Station       tLe  C^aroii 


Gilbert  M.  Hutchison,  President 


CBS  Affiliate 


5000  watts 


EST.  1926 

represented  by  Hollingbery 


On  All  Accounts 

(Continued  from  page  10) 

1942,  Sam  went  to  WMAL  (ABC) 
Washington  as  a  salesman.  A  year 
later  he  shipped  to  sea  with  the 
Merchant  Marine  as  a  radio  officer 
on  the  S.S.  Heywood  Broun  after 
getting  an  engineer's  license  and 
learning  how  to  take  16  words  of 
code  per  minute.  In  20  months  he 
returned  to  WMAL  and  began  pre- 
paring for  the  foreseeable  switch 
to  television  from  AM. 

Before  WMAL-TV  took  the  air 
(October  1947),  Mr.  Digges  lugged 
equipment  for  dry-run  telecasts, 
operated  cameras,  spliced  film  and 
■produced  film  commercials.  "The 
three  months  before  and  after  go- 
ing on  the  air  were  the  shortest 
100  years  that  I've  spent  in  tele- 
vision!" 

He  also  experimented  TV-wise 
at  home,  where  he  finally  got  re- 
ception in  a  downtown  apartment 
building  by  designing  two  receiv- 
ing antennas,  using  a  couple  of  tin 
funnels,  and  stringing  wire  outside 
two  windows  opposite  each  other. 
Station  engineers,  his  wife,  and 
the  landlord  never  quite  under- 
stood Sam's  formula  for  TV  re- 
ception, but  they  had  to  admit  it 
worked. 

Civic  Activities 

Active  also  in  civic  enterprises, 
Mr.  Digges  was  chairman  of  the 
public  affairs  committee  of  the  Ad- 
vertising Club,  campaign  promo- 
tion director  for  the  National  Sym- 
phony Orchestra  (of  which  he  was 
a  board  member),  a  supporter  of 
heart  disease  and  cancer  collec- 
tions, and  chairman  of  the  Com- 
munity Chest  radio  committee.  One 
of  his  major  collections  was  data 
about  the  nation's  capitol,  which 
he  has  incorporated  into  a  novel. 
It  is  being  revised  now. 

In  April  1949,  when  CBS  Radio 
Sales  set-up  a  separate  TV  de- 
partment in  New  York,  Sam  was 
hired  as  a  salesman.  For  a  short 
time  his  beat  "theoretically"  in- 


SPECIAL  citation  for  the  "incisive 
manner  in  which  he  conveys  the  na- 
tional significance  of  daily  events  to 
his  radio  audience"  is  presented  to 
Dwight  Cooke  (r),  CBS  public  affairs 
analyst  and  moderator  of  its  People's 
Platform,  by  Oscar  R.  Ewing,  Federal 
Security  Agency  administrator.  Cita- 
tion was  read  by  Mr.  Ewing  at  the 
closing  session  of  the  Conference  on 
Aging,  in  Washington  last  month. 


eluded  every  agency  in  New  York. 
Last  January,  when  a  branch  was 
opened  in  Chicago,  he  was  trans- 
ferred  there  as  TV  sales  manager. 
Two  and  a  half  months  ago  he 
opened  a  film  syndication  division, 
which  sells  film  packages,  includ- 
ing Gene  Autry,  Strange  Adven- 
ture (formerly  Fireside  Theatre), 
the  Vienna  Philharmonic  Orches- 
tra, 50  British  feature  films  and 
Hollywood  on  the  Line. 

Sam  is  a  member  of  the  Towi^ 
Club  and  Chicago  Television  Coun-j 
cil,  as  well  as  the  league  of  con-i 
fused  parents.  His  son,  Sam  Jr., 
8,  keeps  his  father  on  the  alert  with 
inventions  of  submarines,  rockets 
and  "other  infernal  machines,"  for 
which  he  has  "some  16  million  blue 
prints." 


Strictly  Business 

(Continued  from  page  lU) 

Forest,  111.,  on  July  13,  1913  he 
moved  to  nearby  Wheaton  as  a 
lad  and  began  selling  newspapers 
and  working  in  a  drug  store.  His 
first  job  after  graduating  from 
Wheaton  High  School  was  with 
Radio  Circulation  Builders,  a  prO' 
motional  firm  that  tried  to  do  v/hat 
its  name  implies. 

During  three  years'  tenure  with 
this  company,  he  laid  aside  enough 
capital  to  "pop  the  question"  to 
one  Virginia  Rhoads,  with  whom 
he  had  attended  high  school.  Soon 
after  their  marriage  In  1934,  the 
Clarks  decided  they  wanted  to  see 
the  West,  so  George  got  a  job  sell- 
ing classified  advertising  for  the 
Los  Angeles  Times.  He  later  moved 
to  the  Ontario  (Calif.)  Daily  Re^ 
port  but,  never  intending  to  re 
main  in  California  for  good,  re- 
turned to  the  town  of  his  boyhood 
for  an  advertising  job  on  the 
Wheaton  Daily  Journal. 

Like  many  a  successful  radio 
man,  George  broke  into  broadcast- 
ing on  WLS  Chicago.  Three  years 
of  rugged  sales  training  on  the 
Prairie  Farmer  station  prepared 
him  for  a  higher  paying  job  at 
WLW  Cincinnati's  Chicago  office; 
where  he  was  elevated  to  manager 
in  1943.  A  year  later,  he  was 
transferred  to  WLW's  New  York 
staff,  but  he  disliked  the  East  and 
took  a  position  with  Mutual  in  Chi- 
cago. In  less  than  one  year  with 
MBS,  he  not  only  sold  Queen  for 
a  Day,  but  also  Nick  Carter.  The 
half -hour  weekly  mystery  dram^j 
went  to  Cudahy  Packing  Co.  || 

Mr.  Clark  became  an  account 
executive  at  Grant  Advertising, 
Chicago,  in  September  1946.  He 
handled  such  accounts  as  Atlantic 
Brewing,  American  Bus  Lines  and 
Schwinn  Bicycle.  Ten  months 
after  he  joined  John  Pearson's  Chi- 
cago sales  staff,  he  was  named  ^ 
midwestern  sales  manager — the 
position  he  holds  today. 

The  Clarks  have  a  daughter,  Vir- 
ginia, 13;  a  son,  Billie,  7,  and  two 
springer  spaniels.  They  live  in 
Wheaton. 

George  is  a  member  of  Chicago's 
Radio  Management  Club  and  ths 
Chicago  Television  Council. 


Page  18    •    September  4,  1950 


BROADCASTING    •    T  e  I  e  c  a  s  t  i  ngi  1(( 


*  Canej 


STATION  MAIL 


Solid  day  and 
night  coverage  of 
four  countiea 

Consistent  listener 
mail  response  from 
18  counties  in  4 
states 

Occasional  mail 


250  W 
1230  KC 


KSWM 


CBS  NETWORK  IN  JOPLIN,  MO. 

KSWM  is  doing  a  regional-metropolitan  job 
for  the  great  Joplin  District,  best  diversified 
area  of  the  southwest  among  agriculture,  min- 
ing   and  industry. 

Owned  and  operated  by 
AIR  TIME,  INC. 

1928  West  13th  Street  Telephone  7260 

Austin  A.  Harrison,  President  &  General  Manager 

JOPLIN,  MO. 

NaUonally  Represented  by  WILLIAM  G.  RAMBEAU  CO. 


SourcesiBMB  Radio  Families,  1949;  SROS 
Consumer  Markets,1949-50;Census  of  Popula- 
tion, 1940  ;Censusof  Business,1948;Census  of 
Agriculture,1945;cuiTent  Federal  reports  and 
estimates. Coordination  and  extension  tol949- 
1950  by  Walter  P.  Bum,ft1iddlebury,VermonL 


1950  DATA 


AUDIENCE ,  1350 

PopuJatioii 

In  Conunuiuties 

On  Farms 
Households 

In  Communities 

On  Farms 
Radio  Homes 

In  Communities 

On  Farms 


Wiihin  0  J  MV/M 
Coniour ,  DAY 


WHhio  0.1  MV/M 
Coateur.  DAY 


249,200 
194,300 
5i*,900 
78,350 
64,500 
13,850 
72,500 
59,720 
12,780 

RETAIL  MARKET.  1949,  by  store  dosses.  SOOO 
Food  Stores  38,240 
General  Merchandise  Stores  18,650 
Apparel  Stores  7,800 
Home  Ftimisliings  Stores  8,460 
Automotive  Outlets  46 , 700 

Filling  Stations  10,710 
Building  MlL-Hordwore  11,980 
Eating-Drinking  Places  9,240 
Drugstores  5,370 
AllOtherStores  I5, 70O 

TOTAL  RETAIL  SALES  172,850 

FARM  MARKET.  1949 

Number  of  Farms  13 , 600 

Automotive  Vehicles  22,000 

Cost  of  Feed  Purchased  SOOO  8,670 

Value  of  Products           SOOO  39,600 

SOOO ,  expressed  in  thousands  of  dollars 


446,600 
291,600 
155,000 
138,300 
96,920 
U,380 
127,150 
89,350 
37,800 


59,450 
28,780 
12,360 
13,420 
70,850 
18,800 
27,000 
13,500 
8,900 
32,490 

285,550 


38,730 
57,600 
27,000 
120,800 


616,000 
397,900 
218,100 
191,000 
132,770 

58,230 
175,500 
122,480 

53,020 


86,000 
37,910 
18,300 
19,120 
102,100 
26,itOO 
a, 700 
17,900 
12,380 
47,200 

409,010 


54,270 
82,400 
42,680 
170,700 
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WWL's  Farm  and  Rural  Appeal 
Wins  Multi-State  Audience 

With  50,000-watt  power,  WWL  beams  varied  rural  fare  to 
the  rich  Deep  South  market.  Weather  and  market  reports, 
on-the-scene  rural  broadcasts,  4-H  programs,  herd  improve- 
ment contests — all  build  strong  listener  loyalty. 


In  the  City « on  the  Farm— They  love 
the  South's  Greatest  Salesman 


WWL  proves  you  can  please  everybody.  WWL  does  it  by  giving  folks 
what  they  want — the  best  of  it—when  they  want  it. 

WWL  wins  preference  with  the  CBS  parade  of  stars — with  special  ser- 
vices, such  as  intimate  on-the-scene  reporting  of  local  news  and  events 
.  .  .  with  New  Orleans  talent  that  Southerners  love. 

In  Nev/  Orleans,  WWL's  evening  share-of-audience  equals  that  of  next 
two  stations  combined. 


Soufh's  Greatest  Salesman 


NEW  ORLEANS 


WWL's  Advertisers  get 
Year-round  Listener  Promotion 

WWL's  newspaper  campaign  includes  full  pages — in  color. 
Your  program  benefits  from  colorful  24-sheet  posters, 
streetcar  and  bus  dash-signs,  store  posters,  stack  signs, 
special  displays,  personal  and  mail  promotion  to  key  jobber 
and  dealer  accounts.  WWL  gives  you  more  of  everything. 


50,000  WATTS 
CLEAR  CHANNEL  CBS  AFFILIATE 

DEPARTMENT  OF  LOYOLA  UNIVERSITY 
REPRESENTED  NATIONALLY  BY  THE  KATZ  AGENCY 


1950 


IT  S  EASY. 


WHEN  YOU 
KNOW  how! 


1  HIS  is  KWKH's  twenty-fifth  anniversary — and  here's  the 
proof  that  in  these  25  years  of  broadcasting  experience, 
KWKH  has  buih  an  incomparable  radio  Know-How  in  this 
part  of  the  South: 

The  1 949  BMB  Report  credits  KWKH  with  more 
than  300,000  daytime  radio  families  in  87 
Louisiana,  Texas  and  Arkansas  counties.  64% 
of  these  families  listen  "6  or  7  days  weekly." 
75%  are  "average  daily  listeners!" 

Month  after  month,  year  after  year,  KWKH 
ranks  among  the  nation's  top  CBS  stations  in 
Hooper  City  Audience  Indexes.  The  latest  report 
(Feb.-Mar.,  1950)  shows  KWKH  as  fifth  in  the 
morning,  sixth  in  the  afternoon,  third  at  night. 

Yes,  Know-How  makes  a  difference!  Let  us  or  The  Branham 
Company  show  you  just  how  much  difference  it  makes! 


KWKH  DAYTIME  BMB  COUNTIES 

Study  No.  2  Spring,  1949 


KWKH 


Texas 


50,000  Watts 


CBS 


'  $HREVEPORT< 

f 

LOUISIANA 

The  Branham  Company 

Arkansas  f 

Representatives 

Henry  Clay,  General  Manager 


E 


^ 
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NEWSCASTS  SPUR  LISTENING 


War  Paces  New  Radio  High 


INCREASED  listening  to 
news  programs  has  set  the 
pace  for  a  general  upswing  in 
the  summer  audience,  carry- 
ing it  to  levels  well  above 
those  of  last  year. 

Answers  to  the  charge  that 
radio  listening  has  fallen  off, 
especially  as  a  result  of  TV, 
are  supplied  in  a  special  an- 
alysis prepared  for  Broadcasting 
by  A.  C.  Nielsen  Co.  (see  charts). 
These  figures  support  other  re- 
search material  indicating  an  up- 
ward trend  in  the  audience  for 
newscasts  and  commentaries  as 
well  as  a  general  increase  in  radio 
listening. 

Radio  Use  Up 

Finally,  a  Nielsen  July  analysis 
made  public  last  week  shows  that 
July  radio  usage  is  above  that  of 
the  same  month  in  1949.  This 
"snapping  out  of  seasonal  doldrums 
and  TV  inroads"  was  attributed 
to  heightened  interest  in  news  pro- 
grams because  of  the  Korean  war. 
For  the  first  month  this  year,  the 
July  figures  show,  overall  radio 
listening  is  higher  than  it  was  in 
1949. 

An  average  gain  of  1%  percent- 
age points  in  the  Nielsen  ratings, 
which  are  described  as  projectable, 
"means  that  averagely  an  addi- 
tional 611,000  radio  homes  were 
reached  per  broadcast,  over  and 
above  normal  expectations  for  this 
season  of  the  year,"  according  to 
the  Nielsen  July  analysis, 
j,  Late  August  evidence  points  to  a 
steadily  mounting  demand  on  the 
I  part  of  sponsors  for  news  avail- 
abilities, a  trend  that  started  dur- 
ing June  when  the  international 
situation  became  acute.  This  is  in 
line  with  the  findings  of  Broad- 
casting's news  bureaus  in  a  na- 
tionwide roundup  of  fall  and  win- 
ter business  prospects  [Broadcast- 
ing, Aug.  21]. 

The  Nielsen  compilations  show 
that  while  June  listening  during 
early  evening  hours  (6-8  p.m.)  was 
running  below  that  of  June  1949, 
the  percentage  of  homes  using  ra- 
dio started  upward  when  the 
H  Korean  crisis  exploded.  The  6-8 
I  ,  p.m.  period,  of  course,  is  the  heav- 
I  I  iest  news  segment  of  the  radio  day. 
At  no  time  since  the  Korean  war 
broke  out  has  the  6-8  p.m.  sets-in- 
use  figure  dropped  below  the  1949 
level.    Instead  the  audience  is  well 


AVERAGE  AUDIENCE-SETS  IN  USE  MON.-FRI. 
1950  vs.  1949 

(  Effect  of  Korean  War  News) 
NIELSEN -RATING  BASIS 


6-7  RM. 


ly.b  ly./" 

June  June  June  June  July 
week  I       week  2     week  3      week  4      week  I 


July  July 
week  2      week  3 


above  the  1949  audience.  This 
trend  continued  through  the  third 
week  in  July,  last  period  for  which 
figures  are  available. 

In  addition  to  analyzing  sets-in- 
use  during  early  evening  hours, 


Nielsen  findings  show  increased 
listening  to  average  evening  news 
reports,  compared  to  1949.  Fur- 
thermore, the  average  evening  nev/s 
commentator  has  a  substantially 
larger  audience  than  was  the  case 


a  year  ago. 

The  Nielsen  study  of  trends  in 
listening  to  the  average  evening 
news  commentator  shows  the  April 
1949  audience  well  above  that  of 
the  current  spring.  Following  a 
normal  decline  with  approach  of 
summer,  the  1949  and  1950  curves 
started  to  level  off  the  first  week 
in  June  though  the  late  weeks  in 
May  were  better  than  the  same 
1949  period. 

Trend  Began  in  June 

The  1950  audience  started  up- 
ward the  third  week  in  June — 
sharply  upward.  Before  July  1 
there  was  a  larger  audience  than 
was  the  case  a  year  ago.  This  au- 
dience continued  to  increase  where- 
as the  July  1950  audience  had  about 
leveled  off  for  the  summer,  accord- 
ing to  the  Nielsen  data. 

In  making  the  compilations  on 
commentators  the  Nielsen  firm  se- 
lected a  group  of  programs  unified 
for  each  year.  Similarly  data  com- 
piled for  average  evening  news 
reports  are  based  on  a  unified 
group  of  news  programs. 

At  the  start  of  April  the  1949 
audience  was  slightly  higher  than 
that  of  the  current  year  for  the 
group  of  evening  news  reports.  By 
mid-April  1950  listening  had 
passed  the  1949  level,  holding  the 
superiority  until  nearly  mid-May. 

Then  as  June  arrived,  1950  lis- 
tening caught  up  to  the  1949  figure 
and  has  kept  ahead  ever  since. 
Both  last  year  and  this,  according 
(Continued  on  page  6i) 


MUIR  EXPULSION    Group  to 'Cleanse- Radio,  TV 


(See  Editorial,  page  38) 
A  FULL-SCALE  campaign  to  rid  radio  and  television  of  persons  whom 
they  believe  to  be  pro-communist  was  begun  last  week  by  a  joint  com- 
mittee of  veterans'  groups  and  other  organizations  and  individuals  who 
have  been  in  the  vanguard  of  recent  anti-communist  activity. 

The  campaign's  major  effort  was  *  


opened  with  a  successful  protest 
against  the  appearance  of  Jean 
Muir  in  the  cast  of  the  NBC-TV 
series,  The  Aldrich  Family,  which 
had  been  scheduled  to  begin  Sun- 
day, Aug.  27. 

General  Foods  Corp.  sponsor  of 
the  program,  expelled  Miss  Muir 
from  the  cast  with  the  explana- 
tion that  it  had  received  protests 
from  "a  number  of  groups"  against 
her  appearance. 

Although  neither  General  Foods 


nor  NBC  released  the  identity  or 
number  of  the  pi'otestants,  it  was 
learned  authoritatively  that  be- 
tween 20  and  30  telephone  calls 
and  about  a  dozen  letters  and  tele- 
grams of  protest  were  received. 

Some  of  the  protests,  it  was 
learned,  stated  that  Miss  Muir's 
name  was  listed  in  "Red  Channels," 
a  publication  issued  two  months 
ago  by  Counterattack,  a  news  let- 
ter devoted  to  anti-communism 
subjects. 


The  protests  were  received  over 
a  three-day  period,  beginning  Sat- 
urday, the  day  before  the  scheduled 
premiere  of  the  program,  and  ex- 
tending through  Monday,  after 
Miss  Muir  had  been  eliminated 
from  the  cast  and  the  premiere 
television  cancelled  because  of  the 
impossibility  of  arranging  a  last- 
minute  substitute  for  her. 

Two  days  after  the  Muir  inci- 
dent, the  Joint  Committee  Against 
Communism  in  New  York  an- 
nounced it  had  been  "a  prime  mover 
in  the  Henry  Aldrich-Jean  Muir 
fight"  and  that  it  had  appointed 
a  special  subcommittee  to  "cleanse 
the  radio  and  television  field  of 

(Conti)it(ed  on  page  5S) 
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BUCKALEW  NAMED 

Heads  CBS  Coast  Sales 

EDWIN  W.  BUCKALEW,  man- 
ager of  CBS  Radio  Sales,  San 
Francisco,  became  general  sales 
manager  of  CBS  Pacific  Network 
and  KNX  Hollywood  Friday.  Merle 
S.  Jones,  general  manager  of  CBS 
Pacific  Network  and  KNX,  an- 
nounced the  appointment.  Mr. 
Buckalew  succeeds  Wayne  R. 
Steffner  who  resigned  to  become 
partner  in  program  packaging  firm 
of  Oxarart-Steffner  Inc.  [Broad- 
casting, Aug.  21]. 

Prior  to  heading  up  Radio  Sales 
in  San  Francisco  14  months  ago, 
Mr.  Buckalew  was  CBS  station 
relations  field  manager  on  the 
West  Coast  for  seven  years.  He 
originally  joined  CBS  in  1937  as 
KNX  promotion  manager.  He 
held  that  post  until  1942  when  he 
became  station  relations  field  man- 
ager. Before  joining  CBS,  he  was 
account  executive  with  various 
major  advertising  agencies  in  Los 
Angeles,  San  Francisco  and  Seattle. 


BROWN  AGENCY 

New  Firm  Announces  Staff 

CARL  S.  BROWN,  New'  York, 
newly  formed  agency,  has  appointed 
personnel  as  follows:  Samuel  E. 
Gill,  director  of  research;  Christine 
Petrine,  space  and  timebuyer; 
Bernard  J.  Hanneken,  supervisor 
of  copy;  Gastano  Penna,  art  di- 
rector; Robert  F.  Kirby,  production 
manager;  Mickey  Hart,  office  man- 
ager. All  were  members  of  the 
Sherman  &  Marquette  New  York 
office  with  Mr.  Brown. 

Agency  accounts  include  Sterling 
Drug  Products;  Castoria,  Z.  B.  T. 
baby  powder,  Dr.  Caldwell's  lax- 
ative. 

Radio  plans  for  1950  include  spot 
campaigns  in  southeast,  southwest 
and  middlewest  only.  Agency  opens 
officially  Sept.  5  at  30  Rockefeller 
Plaza. 


Kurie  Named  by  S  &  M 

JOHN  F.  KURIE,  vice  president 
in  charge  of  media  and  research 
for  the  Assn.  of  National  Adver- 
tisers, has  joined  Sherman  &  Mar- 
quette, New  York  as  director  of 
research,  it  was  announced  last 
week.  Mr.  Kurie  will  replace  Sam 
Gill,  who  has  resigned.  Previously 
Mr.  Kurie  was  associated  with 
M&M  Ltd.,  where  he  was  in  charge 
of  advertising;  with  Look  Magazine 
as  director  of  research;  and  with 
the  Econometrics  Institute  as  a 
specialist  in  market  economics. 


^1      '  ^ 

L   kflik 

Mr.  Richards 


Mr.  Patt 


Mr.  Kramer 


GOODWILL  SHIFT 


Paii,  Wort/)  Named; 
Wismer  Quits  WJR 


JOHN  F.  PATT,  vice  president  and  general  manager,  WGAR  Cleveland, 
was  elected  president  of  The  Goodwill  Stations  Inc.  (WGAR,  WJR  Detroit, 
KMPC  Los  Angeles)  last  Thursday.  Mr.  Patt's  position  is  a  newly- 
created  one  and  was  part  of  a  general  realignment  of  station  executives 
announced    by    G.    A.  Richards, 


chairman  of  the  board. 

Also  involved  in  the  change  was 
Worth  Kramer,  assistant  general 
manager,  WJR,  who  was  elevated 
to  vice  president  and  general  man- 
ager of  the  Detroit  station  succeed- 
ing Harry  Wismer,  who  resigned 
earlier  in  the  week. 

Announcements  by  Mr.  Richards, 
chief  owner  of  the  stations,  fol- 
lowed a  regular  quarterly  meeting 
of  the  board  of  directors  in  Detroit. 


Greenwood  on  AAAA 

C.  L.  GREENWOOD,  Knox  Reeves 
Adv.,  Minneapolis,  has  been  elected 
a  member  of  the  board  of  gover- 
nors of  American  Assn.  of  Adver- 
tising Agencies.  He  will  complete 
the  term  of  Raymond  C.  Jenkins, 
formerly  of  Erwin,  Wasey  &  Co.  of 
Minnesota,  who  recently  resigned. 
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In  commenting  on  Mr.  Wismer's 
resignation,  Mr.  Richards  said 
there  were  no  disagreements  or 
differences  between  Mr.  Wismer 
and  himself  except  on  the  question 
of  Mr.  Wismer's  "application  of 
his  time  to  WJR's  activities." 

Many  Activities 
Mr.  Richards  indicated  that  Mr. 
Wismer's  sports  popularity  as  a 
broadcaster  "precluded"  his  giving 


adequate  time  to  the  operation  of 
WJR.  Mr.  Wismer  is  director  of 
ABC's  sports  division. 

Upon  resigning,  Mr.  Wismer  in 
a  formal  statement,  said  he  had 
reached  his  decision  after  "several 
years  of  disagreement  with  G.  A. 
Richards  .  .  .  over  policy,  opera- 
tions and  personnel."  He  said,  "I 
look  with  pleasure  on  the  fact  that 
WJR  has  just  completed  the  most 
successful  four  years  in  its  his- 
tory." It  was  reported  that  Mr. 
Wismer  is  planning  to  devote  all 

'  of  his  time  to  broadcasting,  tele- 
casting and  to  public  relations. 
Goodwill  Veterans 
Messrs.  Patt  and  Kramer  have 
had  long  experience  in  the  radio 
field,  the  former  being  the  oldest 
member  in  point  of  years  of  service 
with  the  Goodwill  stations.  Mr. 
Patt  joined  WJR  in  1926  and  has 
been  vice  president  and  general 
manager  of  WGAR  since  1930.  His 
first  radio  job  was  announcer  and 
radio  editor  at  WDAF  Kansas  City 
in  1922.  He  also  was  the  first  di- 
rector of  KFKU,  the  U.  of  Kansas 
radio  outlet.  Mr.  Patt,  a  U.  of 
Kansas  graduate,  was  first  presi- 
dent of  the  Ohio  Assn.  of  Broad- 
casters and  is  a  former  director 
of  NAB. 

Mr.  Kramer  has  been  associated 
with  WJR  for  the  past  four  years 
and  is  a  director  of  the  Michigan 
Assn.  of  Broadcasters.  For  several 
years  he  was  program  director  of 
WGAR. 


NBC'S  TANDEHl  PLAN  Details  Being  Completed 


TOP  executives  of  NBC,  including 
Chairman  of  the  Board  Niles  Tram- 
mell,  last  week  were  lining  up 
sponsors  for  NBC's  new  Thursday 
through  Monday  "Tandem  Plan," 
a  new  concept  in  network  partici- 
pation programs  [CLOSED  CIRCUIT, 
Aug.  28]. 


At  the  same  time  the  network  is 
developing  a  Sunday  evening  90- 
minute  comedy-variety  series  that 
would  be  worked  into  the  proposed 
tandem  project.  This  Sunday  pro- 
gram is  being  prepared  by  Charles 
(Bud)  Barry,  NBC  vice  president 
in    charge    of    radio  programs 


Drawn  for  Broadcasting  by  Sid  Hix 
"Communist  give-away  better  than  American.    Set  owners  asked  no 
questions.    All  win  free  trip  to  Siberia!" 

BROADCASTING    •  Tclccastin 


[Broadcasting,  Aug.  14]. 

Refusal  of  NBC  to  announce  any 
details  of  its  campaign  to  sell  the 
tandem  programs  was  construed  in 
some  quarters  as  indicating  spon- 
sors are  not  coming  in  as  fast  as 
had  been  anticipated. 

It  was  learned  by  Broadcast- 
ing a  fortnight  ago  that  NBC 
hoped  to  set  up  a  five-a-week  se- 
ries of  hour-long  programs,  Thurs- 
day through  Monday,  selling  par- 
ticipations to  six  sponsors  whos« 
commercials  would  be  rotated  ir 
each  hour  period  through  the 
week.  If  NBC  were  unable  to  sel 
out  the  plan  to  six  sponsors,  it  was 
reportedly  prepared  to  let  somt 
take  less  than  the  full  scheduh 
and  increase  the  number  of  adver 
tisers. 

The  program  lineup  intended  foi 
use  in  the  "Tandem  Plan"  has  no 
been  entirely  set,  but  shows  whicl 
the  network  has  promised  to  in 
elude  are  an  hour -long  perform 
ance  of  the  Symphony  directed  b; 
Arturo  Toscanini,  Monday,  10-1 
p.m.;  the  6:30-7:30  hour  of  th 
new  Sunday  evening  90-minut 
all-star  show  being  prepared  b; 
Mr.  Barry;  Duffy's  Tavern;  Th 
Phil  Harris-Alice  Faye  Show,  an> 
Screen  Director's  Playhouse,  whid 
would  be  expanded  to  an  hour. 

It  was  understood  NBC  was  hop 
ing  to  place  Duffy's  Tavern  an 
the  Harris-Faye  show  back-to-bac 

(Continued  on  page  66) 


LBS  PUNS 

FOUR  weeks  from  today — Mon- 
day, Oct.  2 — Liberty  Broadcasting 

'System  will  expand  to  a  fulltime 
48-state  network,  according  to  its 
backers,  Barton  R.  and  Gordon  B. 
McLendon    [Broadcasting,  June 

jL2]. 

!■  These  multi-millionaire  Texas 
-Itheatre  men  told  Broadcasting 
they  are  \villing  to  put  heavy  cap- 
ital into  Liberty,  which  has  ex- 
jpanded  into  a  hookup  of  240  affil- 
■iates.  They  form  a  father-son 
combination  operating  as  chairman 
'lof  the  board  and  president,  respec- 
•tively. 

President  McLendon  and  his  ex- 
jlecutive  vice  president,  James  Fos- 
ter, said  the  network's  program 


Expands  to  48  States  In  October 


ijBchedule  is  complete  and  telephone 
lines  are  on  order  for  the  Oct.  2 
l^debut  as  the  fifth  nationwide  net- 
jfwork. 

j|    "We    at   Liberty   have  always 
i  iknown  that  no  new  network  could 
suddenly  be  'formed',"  Mr.  McLen- 
don said.    "We  realized  from  the 
'start  three  years  ago  that  any  new 
ilnational  network  would  have  to 
:grow  in  the  same  painful  way  that 
NBC,  CBS  and  ABC  have  grown. 
V  Those  networks  began  with  a  few 
^istations,  expanded  gradually,  ulti- 
mately   encompassed    the  whole 
.country.    Their  growth  was  slow 
and  costly,  but  sound.    The  same 
|has  been  true  of  Liberty.    Like  the 
iDthers,  we  began  humbly  with  a 
■few  stations,  expanded  again  and 
then  again,  and  finally  we  have  ex- 
panded to  our  ultimate  objective — 
•jB  national  network.    No,  we  have 
jnot  suddenly  'formed'  a  fifth  net- 
j«-ork.    That  cannot  be  done.  Lib- 
..  erty  has  become  a  national  network 
:j^in  the  only  way  that  the  fifth, 
sixth,  seventh  or  eighth  network 
ijwill  ever  be  born — ^by  slow,  pain- 
Jful  and  costly  expansion.    No  new 
J|jnetwork  will  ever  be  'formed'." 

Claims  Third  Place 

Mr.  McLendon  went  on  to  point 

Dut  that  Liberty  network  "is  not 

_the  'fifth'  network  but  that  it  is 

j  already  the  third  in  size  with  more 

i  than  240  affiliates." 
a 

L  "We  have  been  referred  to  as 
Jtnore  a  programming  service  than 
[la  network,"  Mr.  McLendon  said. 
["That  is  essentially  correct  and 
again  that  is  the  way  that  any  new 
network  must  begin.    It  also  in  a 


■-.  sense  is  the  way  that  the  present 
iietworks  will  ultimately  turn.-  We 
^'.lave  shown  the  other  networks  the 
^  .vay  in  cooperative  sports  program- 
jj|-ning  and  they  will  eventually  fol- 
'  ow  us  down  the  line  in  our  other 
Ijjsales  approaches. 
jjL    "The  time  is  coming  when  the 
jjjjmphasis   both   in   networks  and 
jj,  ocal  stations  will  be  on  local  sales 
jj.md  not  on  national  sales.  That 
'liiberty  has  prospered  in  local  sales 
s  a  tribute  to  the  listenership  of 
'I'rar  programs.    It  is  at  the  local 
^I'evel,   where  the  local  merchant 
j.juys,  listens  and  inquires,  that  in- 
telligent radio  buying  is  being  done 


today.  The  average  national  time- 
buyer  is  still,  lamentably,  buying 
on  power  and  history. 

"The  case  of  Liberty's  key  sta- 
tion in  Dallas,  KLIF,  is  a  good 
example  even  if  a  remarkable  one. 
We  have  a  tremendous  Hooperat- 
ing  with  our  local  shows  and  Lib- 
erty features.  Do'  we  have  national 
business?  We  have  $30,000  a  month 
in  local  business  and  not  one  cent 
in  national  business.  All  of  the 
national  business  is  bought  from  a 
competitor  with  about  one-third 
our  rating  but  5000  w  to  our  1000 
w.  All  of  the  local  business  goes 
to  us  because  on  the  local  level  the 
merchant  is  listening  and  knows 
what  he  is  buying.  Liberty  sells, 
then,  on  the  local  level — ^the  tough- 
est place  to  sell  and  the  place  where 
the  most  intelligent  buying  is 
done." 

Programming  Is  Key 

"Good  progi'amming,  then,  is  the 
key  to  Liberty's  success  or  failure," 
Mr.  McLendon  said.  "Let's  look  at 
that  programming  and  see  what 
has  made  it  tick  for  stations  and 
what  will  continue  to  make  it  tick. 
We  have  attempted  to  accomplish 
two  things  with  our  cooperative 
programming:  first,  we  attempt  to 
counter -program  the  other  net- 
work and  secondly,  we  always  feed 
programs  that  a  station  cannot  do 
locally. 

"We  are  interested  only  in  feed- 


ing programs  that  will  both  carry 
and  sell.  To  that  end,  we  have 
never  fed  and  will  never  feed  the 
average  flock  of  so-called  'filler 
programs' — programs  which  mere- 
ly pad  a  network's  schedule.  The 
stations  don't  carry  them  and 
therefore  we  don't  carry  them. 
There  are  the  obvious  public  serv- 
ice exceptions  but  for  the  most 
part  we  feed  only  the  programs 
that  can  be  sold  locally — in  "Val- 
dosta,  Ga.,  or  New  York  City. 

No  'Soap  Operas' 

"For  instance,  the  stations  could 
not  sell  soap  operas  if  we  fed  them. 
They  would  have  to  be  programmed 
against  existing  soap  operas,  and 
even  if  they  weren't,  it  takes  a  long 
time  to  establish  a  soap  opera's 
listening  audience  and  even  then  it 
can't  be  done  except  with  a  long 
block  of  them.  The  experience  of 
independent  stations  with  tran- 
scribed soap  operas  has,  for  in- 
stance, been  sad.  So,  no  soap 
operas.  They  are  good  for  NBC 
and  CBS  but  not  for  Liberty  at 
this  late  stage  in  the  radio  network 
picture.  But  our  stations  will  even- 
tually get  something  that  will  beat 
the  soap  operas  at  their  own  game 
— at  least  an  hour  a  day  of  five- 
day,  15-minute  strip  daytime  mys- 
teries— 'mystery  soap  operas'  if 
you  will." 

"There'll  be  no  big-time  comedy 
shows  on  Liberty  yet,  either.  They 


FREEDOMS  Foundation  medal  "for 
outst-anding  achievement  in  bringing 
about  a  better  understanding  of  the 
American  way  of  life,"  is  accepted 
by  Donald  W.  Thornburgh  (r),  presi- 
dent of  the  WCAU  stations,  Philadel- 
phia, from  William  W.  Higgins,  as- 
sociate director  of  Freedoms  Founda- 
tion. WCAU  was  cited  for  a  pro- 
gram entitled  The  Blessings  of 
Liberty,  which  was  broadcast  lost 
fall. 

also  have  to  be  blocked  for  maxi- 
mum effectiveness  and  they  take  a 
good  while  to  establish.  Our  sta- 
tions will  get  some  of  them  later 
on  but  in  the  meantime  we'll 
counter-program." 

Discussing  rates  being  charged 
its  affiliates,  Mr.  Foster  explained 
that  stations  were  charged  on  a 
standard  formula  basis  which  takes 
into  consideration  the  total  retail 
sales  in  a  station's  primary  area, 
the  number  of  radio  families  in 
the  area,  the  income  per  capita  and 
(Continued  on  page  59) 


JUNE  NETWORK  SALES  ^-^^  "-^^r  June  -49 


GROSS  network  time  sales  for 
June  1950  totaled  $15,070,491, 
showing  a  2.9%  decrease  from  June 
1949  figures  of  $15,487,193  as  re- 
vealed by  Publishers  Information 
Bureau  statistics  released  to 
Broadcasting.  However,  the  half- 
year  period  January-June  in  1950, 
saw  a  3.9%  drop  in  time  sales  of 
$96,907,033  from  January-June 
1949  totals  of  $100,838,725,  demon- 
strating that  June  1950  was  better 
than  an  average  1950  month  for 
the  networks.     (Table  I) 

It  can  also  be  noted  that  while 
the  decline  was  evident,  there  were 
substantial  increases  in  the  indivd- 
ual  product  groups. 

Food  Producers  Lead 

In  June  1950,  food  producers 
again  head  the  list  of  product 
groups  advertising  on  the  net- 
works, with  $3,606,879  worth  of 
time  at  gross  rates.  Within  this 
group.  General  Mills  was  tops,  hav- 
ing spent  $751,226.  (Table  II) 
Toilet  goods  manufacturers  pur- 
chased $2,108,067  worth  of  radio 
network  time,  placing  that  group 
second.  Procter  &  Gamble  spent 
$372,555  to  rank  first  in  this  classi- 
fication. Drugs  &  remedy,  smok- 
ing material  and  soap  groups 
ranked  third,  fourth  and  fifth  re- 
(Continued  on  page  65) 


TABLE  I 

GROSS  RADIO  NETWORK  TIME  SALES  FOR  AI\AY  AND  FIRST  QUARTER  1950  COMPARED  TO 
1949,  BY  PRODUCT  GROUPS 


PRODUCT  GROUP 


JUNE  1950 


JAN-JUNE 
1950 


JUNE  1949 


JAN.-JUNE 
1949 


Agriculture   &  Farming 
Apparel,  Footwear  &  Acces 
Automotive,  Auto.  Acces. 

&  Supplies 
Aviation,  Aviation  Acces. 

&  Supplies 
Beer,  Wine  &  Liquor 
Building  Materials,  Equip. 

&  Supplies 
Confectionery  &  Soft  Drinks 
Consumer  Services 
Drugs  &  Remedies 
Entertainment  & 

Amusements 
Food  &  Food  Products 
Gasoline,  Lubricants  & 

Other  Fuels 
Horticulture 
Household  Equip,  & 

Supplies 
Household  Furnishings 
Industrial  Materials 
Insurance 
Jewelry,  Optical 

Goods  &  Cameras 
Office  Equip.,  Stationery 

&  Writing  Supplies 
Political 

Publishing  &  Media 
Radio,  TV  Sets, 

Phonographs,  Musical 
Instruments  &  Acces. 
Retail  Stores 
Smoking  Materials 
Soaps,  Cleaners  &  Polishes 
Sporting  Goods  &  Toys 
Toiletries  &  Toilet  Goods 
Transportation,  Travel  & 

Resorts 
Miscellaneous 

Total 


Source:  Publisher's  Information  Bureau 


$61,745 

536,954 

62,205 

600,968 

81,208 

698,736 

75,162 

700,594 

360,111 

3,009,326 

662,587 

4,252,114 

234,752 

1,483,563 

92,487 

456,438 

105,549 

689,286 

102,754 

667,415 

671,416 

144,948 

3,709,698 

466,091 

3,736,866 

2,092,351 

935,104 

81,217 

870,065 

12,719,255 

1,742,748 

10,481,778 

3,606,879 

23,580,111 

3,660,734 

23,955,357 

390,779 

2,484,158 

408,066 

3,224,148 

105,696 

91,968 

307,181 

1,613,036 

706,590 

4,333,850 

38,750 

240,493 

95,214 

623,773 

172,830 

1,123,096 

174,593 

1,171,573 

242,593 

1,468,336 

328,578 

2,019,956 

127,000 

909,453 

147,874 

1,118,656 

94,768 

814,195. 

149,406 

862,374 

6,360 

23,704 

9,088 

573,759 

37,520 

491,581 

108,551 

613,803 

16,182 

731,545 

1,080 

24,148 

6,870 

34,350 

1,831,164 

12,379,112 

1,961,159 

11,855,945 

1,793,593 

10,813,032 

1,697,559 

10,719,231 

2,108,067 

13,234,909 

2,542,270 

15,821,813 

66,228 

436,770 

71,232 

622,652 

413,500 

2,687,300 

198,095 

1,393,715 

15,070,491 

96,907,033 

15,487,193 

100,838,725 
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Clieseliraigh's  / 


'Not-So-Bafllinf'  Case 


By  FLORENCE  SMALL 

ON  MAY  31  of  this  year, 
the  Chesebrough  Mfg. 
Co.  celebrated  the  600th 
performance  of  its  weekly 
Dr.  Christian  show  on  CBS. 

For  13  years  the  program 
has  had  the  same  sponsor,  ap- 
peared on  the  same  network 
with  the  same  star,  Jean  Hersholt, 
the  same  announcer.  Art  Gilmore, 
and  the  original  producer,  Dorothy 
McCann  representing  the  initial 
agency,  McCann-Erickson. 


But  even  more  remarkable  than 
that  performance  record,  is  the 
record  of  performance  in  sales  reg- 
istered by  the  program. 

Vaseline  Hair  Tonic,  one  of  the 
products  sponsoring  the  show,  has 
in  the  course  of  its  sponsorship  in- 
creased its  sales  from  $5,800,000  to 
more  than  $30,000,000  annually. 

In  dollar  volume  of  sales  it  ac- 
tually exceeds  Petroleum  Jelly, 
whose  very  name  is  generic  in  its 
field. 

Responsibility  for  Chesebrough's 
success  is  due  in  great  measure  to 
the  acumen  of  its  advertising  agen- 


cy, McCann-Erickson,  New  York, 
which  directs  the  company's  ex- 
penditure of  approximately  a  mil- 
lion dollars  in  radio,  with  another 
half  million  channelled  into  televi- 
sion. 

Hair  Tonic  Emphasis 
Suggested  by  Agency 

It  was  the  agency,  as  a  matter  of 
fact,  which  suggested  emphasizing 
the  merits  of  the  hair  tonic,  which, 
up  to  that  time,  had  accounted  for 
only  a  small  part  of  the  firm's 
sales. 


The  relationship  between  spori 
sor  and  agency  is  extremely  close 
The  agency  secured  the  account  i  | 
its  first  year  of  operation,  191'. 
and  subsequently  the  account  bf 
came  the  first  McCann-Erickso 
client  to  enter  national  radio.  0 
Aug.  6, 1928,  they  sponsored  Georg 
Frame  Brown's  Real  Folks  (whic 
had  been  locally  on  WOR  a 
Thompkins  Corners)  on  the  NBC 
Blue  network.  It  was  a  humorov 
small  town  program  and  becan 
immensely  popular.  One  ofFer  ( 
a  copy  of  a  small  town  newspape 
featuring  pictures  of  the  show  ar 
"news"  of  Thompkins  Corner 
brought  the  record  fan  mail  f/ 
those  days  of  227,000  requests. 

Hersholt  Movie  Role 
Inspires  Radio  idea 

Real  Folks  ran  till  Dec.  2 
1931,  and  was  replaced  by  an  ori 
inal  small  town  drama  call 
Friendship  Town  which  was  co 
ceived  by  Mrs.  Dorothy  B.  McCar 
It  ran  for  a  year  till  Dec.  22,  191 
Depression  days  caused  a  genef 
curtailment  in  all  activities  but 
business  conditions  improved,  t 
sponsor  began  again  to  think 
terms  of  radio  promotion.  M' 
McCann  developed  a  radio  progrs 
from  an  idea  brought  to  her  by  c 
of  her  writers,  which  stemnr 
from  Jean  Hersholt's  success  w 
the  quintuplets  in  the  motion  p: 
ture  "The  Country  Doctor." 
that  title  was  not  available  for 
dio  Mrs.  McCann  named  the  p, 
gram  Dr.  Christian.  Incidenta 
the  show  was  sold  on  the  basis, 
idea,  without  an  audition. 

Some  years  ago  Mrs.  McC£ 


'RE-PROGRAM  discussion  is  held  by 
Krthur   B.   Richardson   (I),  president 
if  Chesebrough  Mfg.  Co.,  Mrs.  Mc- 
Cann  and  Mr.  Hersholt. 


ilso  devised  the  Dr.  Christian 
i-ward,  in  which  the  sponsor  puts 
ip  an  annual  prize  of  $2,000  for  the 
>est  script  submitted  by  the  audi- 
ence. Other  prizes  of  $500,  $350 
i.nd  $250  also  were  awarded.  The 
\ward  has  been  offered  in  1950  for 
jhe  ninth  consecutive  year,  making 
r.  Christian  the  only  show  in 
adio  for  which  the  audience  writes 
he  scripts.  Through  the  years, 
"80,000  people  have  written  for  the 
older  of  rules,  70,000  have  sub- 
mitted actual  scripts,  380  award 
icripts  have  been  presented  on  the 
iirogram,  the  work  of  282  writers 
jlpho  have  received  $115,000  in  prize 
noney  for  their  work.  Scripts  not 
•  elected  revert  to  their  owners  and 
ome  have  been  placed  on  other 
irograms. 


% 

\h 


Honfeni-  Thoroughly 
Iphecked  in  Advance 

Before  they  are  presented  on 
(jihe  program  all  Dr.  Christian 
ficripts  are  reviewed  by  a  well 
^cnown  New  York  physician  and 
ijlihecked  for  medical  references,  ter- 
^ninology,  and  ethical  standards. 
J  This  thoroughness  in  preparation 
j^iias  resulted  in  the  perfection  stand- 
^iirds  maintained  through  the  years 
]'|»y  the  Dr.  Christian  program. 
1j  This  show  was  tailor-made  for 
Me  makers  of  Vaseline  brand  prod- 
ucts to  appeal  to  the  wide  family 
jjj.udience  who  are  users  of  moderate 
loriced  drug  items.    The  coverage 

measured  by  Nielsen  shows  an  even 
i  listribution  of  listeners  through 
I'lpper,  middle  and  low  income 
[  :roups,  and  through  metropolitan, 
[medium,  small  and  rural  communi- 
niies.    Nielsen  shows  further  that 

he  audience  for  the  commercials 


very  high  with  an  average  of  2.4 
jljjommercials    (out  of   3   on  each 
3ihow)  received  per  home  reached, 
j  Reason  for  high  listenership  to 
iommercials,  the  agency  feels,  is 
:hat   sincerity,   truthfulness,  •  and 
•ealism  keep  them  in  the  character 
>f  the  show.    Judy  Price,  one  of 
jj;he  most  famous  nurses  in  radio, 
landles    the    Vaseline  Petroleum 
tfelly  commercials  in  an  intimate 
font  professional  manner.    Art  Gil- 
rnore    talks    man-to-man  fashion 
libout  Vaseline  Hair  tonic. 

Rating-wise  Dr.  Christian  is  to- 


ilTTING  in  on  reading  rehearsal  is 
'^I'leii  Regan  (center),  Hollywood  di- 
^«ctor,  flanked  by  Mr.  Hersholt  and 
Aiss  DeCamp.    The  latter  plays  the 
leading  feminine  role. 


day,  more  than  12  years  after  its 
inception,  in  the  best  position  in  its 
history.  Average  audience,  share 
of  audience,  total  audience  and 
Nielsen  rating  increased  in  1949 
over  1948  and  in  the  first  quarter 
of  1950  over  1949.  The  show  is 
consistently  in  Nielsen's  first 
twenty,  attained  a  peak  rating  of 
18  in  February  1950,  delivers  its 
audience  at  the  very  low  rate  of 
$1.07  per  thousand. 

Television  Added 
To  Media  Schedule 

In  its  early  days  the  Dr.  Chris- 
tian progi-am  was  used  to  advertise 
both  Vaseline  Petroleum  Jelly  and 
Vaseline  Hair  Tonic.  As  business 
expanded  two  television  shows  were 
added.  Greatest  Fights  of  the 
Century  which  are  films  of  famous 
prize  fights,  and  a  half  hour  of 
roller  derby  were  selected  as  hav- 
ing a  big  appeal  to  the  young  male 
audience.  Greatest  Fights  follows 
the  Madison  Square  Garden  fights 
on  Friday  night  and  is  telecast 
sometime  between  10:00  and  11:15. 
It  appears  in  32  cities  from  New 
York  to  Los  Angeles  and  is  spon- 
sored by  Vaseline  Cream  Hair 
Tonic.  This  one  show  is  placed 
through  the  Cayton  Agency.  The 
roller  derby  was  sponsored  through 
the  winter  season  1949-50  by  Chese- 
brough on  Thursday  nights  from 
10-10:30  p.m.  and  telecast  in  ten 
cities,  and  advertises  the  regular 
hair  tonic,  through  McCann-Erick- 
son. 

The  history  of  Chesebrough 
dates  back  into  the  19th  century 
and  is  another  chapter  in  the  saga 
of  American  business  history.  It's 
the  story  of  business  acumen  that 
has  brought  the  company  to  its 
present-day  position  of  success  and 
prestige. 

The  Chesebrough  Mfg.  Co.,  was 
among  the  pioneer  manufacturers 
of  oil  products,  making  and  mar- 
keting kerosene  oil  and  sundry 
lubricating  oils.  Robert  A.  Chese- 
brough, one  of  the  firm,  devoted 
much  time  to  experimenting  in  his 
company's  laboratories,  and  in  1870 
he  produced  the  first  petroleum 
jelly.  He  coined  the  word  Vaseline 
and  adopted  it  as  a  trade  mark  or 
brand  for  his  petroleum  jelly. 

The  product  received  the  ready 
endorsement  of  the  medical  pro- 


INTRODUCTORY  roller  derby  gimmick  has  paper-covered  hoop  with  lettering 
"roller  derby"  ripped  asunder  as  girl  skater  comes  through. 


fession,  who  prescribed  it  as  a 
curative  and  soothing  agent  in  it- 
self, and  as  a  base  for  salves  and 
ointments.  Up  to  this  time  com- 
poundings  had  been  made  with  a 
base  of  animal  or  vegetable  matter 
which  often  times  decomposed  or 
became  rancid. 

Foresight  of  Chesebrough 
Prompted  Circulation  Drive 

But  Mr.  Chesebrough  saw  fur- 
ther than  the  endorsement  of  doc- 
tors for  his  product.  He  saw  its 
value  to  every  man,  woman  and 
child.  He  saw,  too,  the  increased 
sales  that  would  come  from  a  re- 
cognition by  the  general  public. 

In  those  days  transportation  fa- 
cilities were  so  primitive  that  in 
order  to  promote  distribution,  Mr. 
Chesebrough  sent  men  out  in  one- 
horse  express  wagons  with  instruc- 
tions to  present  every  woman  they 
met  with  a  bottle  of  Vaseline 
Petroleum  Jelly  wrapped  in  a  de- 
scriptive folder.  Also  they  were  to 
sample  small  homes.  Each  wagon 
went  across  the  country,  being  re- 
filled at  certain  cities.  On  the 
strength  of  this  localized  work, 
dealers  in  the  stores,  were  stocked. 

Mr.   Chesebrough  then  entered 


into  a  contract  with  Samuel  A. 
Colgate,  giving  the  Colgate  com- 
pany the  sole  right  of  sale  in  the 
United  States.  This  arrangement 
still  holds  today. 

There  probably  are  few  other 
household  products  that  enjoy  so 
wide  a  distribution  and  such  ready 
acceptance  as  Vaseline  Petroleum 
Jelly.  It  is  estimated  that  Vaseline 
Petroleum  Jelly  is  found  today  in 
close  to  90%  of  all  homes  in  Amer- 
ica. 


Duty-Free  Discs 

SOUND  recordings  and  other  me- 
dia will  be  able  to  be  imported 
without  duty  by  public  or  private 
organizations  in  any  country  under 
a  new  worldwide  agreement  spon- 
sored by  UNECSO  (United  Na- 
tional Scientific,  Educational  and 
Cultural  Organization)  and  slated 
to  become  efiective  shortly.  Radio 
broadcasting  organizations  would 
be  able  to  take  advantage  of  the 
duty-free  imports.  The  agreement 
becomes  effective  upon  ratification 
by  10  countries.  Only  qualification 
is  that  public  or  private  organiza- 
tions be  approved  by  the  importing 
country. 


LORAIN  JOURNAL'  GUILTY 


Anti-Trust  Suit  Upheld i 


IN  A  RULING  that  may  have 
widespread  repercussions,  a  U.  S. 
district  court  held  last  week  that 
a  newspaper  which  refused  to  carry 
the  advertisements  of  local  radio 
sponsors  violated  the  anti-trust 
law. 

The  decision  was  handed  down 
Tuesday  in  Cleveland  in  the  gov- 
ernment's anti-trust  suit  against 
the  Lorain  (Ohio)  Journal,  the  first 
Sherman  Act  case  involving  a 
newspaper's  practices  in  competi- 
tion with  a  radio  station — WEOL 
Elyria,  Ohio  [Broadcasting,  Sept. 
6  and  Oct.  17,  1949;  March  20]. 

In  his  decision  Judge  Emerich 
B.  Freed  rejected  the  newspaper's 
"free  press"  arguments  and  said: 
"The  Journal  admittedly  has  a 
right  to  select  its  advertisers  for 
good  reason  or  without  reason,  but 
it  has  no  right  in  pursuit  of  a  mon- 
opoly to  require  them  not  to  deal 
with  a  competitor." 

Journal  President  Isadoi'e  Hor- 
vitz  said  the  decision  would  be  ap- 
pealed to  the  U.  S.  Supreme  Court. 

"The  Lorain  Journal  and  its  of- 
ficers are  still  of  the  opinion  that 
the  question  of  what  appears  in  a 
newspaper's  columns  still  is  one  to 
be  decided  by  the  publishers — that 
a  newspaper  may  accept  or  reject 
material  as  it  sees  fit,  regardless 
of  whether  the  material  is  adver- 
tising or  news  matter,"  he  as- 
serted. "We  will  continue  to  defend 
this  constitutional  issue." 

The  court  dismissed  charges  of 
"conspiracy"  to  monopolize,  hold- 
ing that  this  question  was  one  "of 
mere  academic  interest"  since  the 
relief  to  be  granted  for  "attempt" 
to  monopolize  "should  terminate  all 
the  abuses  in  which  the  defendants 
indulged." 

Relations  With  WEOL 
Judge  Freed's  decision  was  based 
on  the  Journal's  competitive  prac- 
tices with  respect  to  WEOL.  The 
Justice  Dept.  had  challenged  the 
newspaper's  practices  with  respect 
to  the  Lorain  Sunday  News  and  the 
nearby  Elyria  (Ohio)  Chronicle- 
Telegram,  but  Judge  Freed  said 
evidence  supporting  these  charges 
was  "too  inconclusive." 

His  decision  pointed  out  that  the 
Journal  is  Lorain's  only  daily  news- 
paper and  that  its  "first  serious 
competitive  cloud"  appeared  in  late 
1948  with  the  opening  of  WEOL- 
AM-FM.  The  paper  was  accused 
of  initiating  "a  plan  designed  and 
intended  to  eliminate  this  threat 
by  the  device  of  refusing  to  pub- 
lish advertisements  for  local  mer- 
chants who  used  the  radio  sta- 
tions." 

Judge  Freed  asserted: 
This  charge  has  been  clearly  estab- 
lished. The  record  reveals  a  story 
of  bold,  relentless,  and  predatory 
commercial  behavior.  The  Journal, 
its  officers  and  employes,  informed 
merchants  who  proposet'  to  advertise 
over  the  radio  stations  that  if  they 
did  so,  their  terminable  advertising 
contracts  with  the  Journal  would  be 
brought  to  an  end  and  would  not  be 
renewed. 


The  Journal  monitored  the  pro- 
grams of  WEOL  to  learn  who  was 
using  the  advertising  facilities  of 
the  radio  station  and  those  who  did 
advertise  over  the  radio  had  their 
contracts  terminated,  and  were  per- 
mitted to  renew  them  only  after 
they  ceased  to  use  WEOL.  Numerous 
Lorain  County  merchants  testified 
that,  as  a  result  of  the  Journal's 
policy,  they  either  ceased  or  aban- 
doned their  plans  to  advertise  over 
WEOL. 

The  Journal  refused  to  carry  the 
program  logs  of  WEOL  as  paid  ad- 
vertisements although  it  prints  the 
logs  of  some  Cleveland  stations  in 
its  news  columns,  and  it  even  refused 
to  publish  an  advertisement  seeking 
employes  to  staflF  the  radio  station. 

'No  Excuse  Offered' 
Judge  Freed  held  that  "no  ex- 
cuse" was  offered  in  many  in- 
stances and  that  in  others  Journal 
officials  explained  it  was  their  pol- 
icy to  require  advertisers  to  give 
radio  "a  'fair' — that  is  an  exclu- 
sive— trial,"  or  that  the  policy  was 
designed  to  "protect"  Lorain  mer- 
chants by  preserving  the  integrity 
of  the  Lorain  market. 

The  decision  noted  that  these 
"same  rationalizations"  were  ad- 


vanced during  the  trial  but  that 
"this  court,  like  the  Lorain  mer- 
chants to  whom  they  were  first 
presented,  is  not  convinced." 

He  said  the  Journal  and  its  of- 
ficers "do  not  in  effect  deny  that 
they  have  attempted  to  monopo- 
lize, but  they  seek  to  avoid  the  ban 
of  the  Sherman  Act  on  the  ground 
that  only  a  local  monopoly  and  not 
a  monopoly  of  interstate  commerce 
was  sought."  He  held,  however: 

The  means  employed  by  the  de- 
fendants to  achieve  their  purpose 
has  not  in  that  sense  restrained  in- 
terstate commerce  [that  is,  by  "re- 
stricting the  freedom  of  a  local  buyer 
to  purchase  in  the  interstate  market 
or  the  freedom  of  the  interstate 
seller  to  sell  in  the  local  market"] 
but  the  ultimate  end  here  is  the 
destruction  of  the  radio  station  in 
all  its  aspects. 

Having  the  plan  and  desire  to  in- 
jure the  radio  station,  no  more  ef- 
fective and  more  direct  device  to 
impede  the  operations  and  to  restrain 
the  commerce  of  WEOL  could  be 
found  by  the  Journal  than  to  cut  off 
its  bloodstream  of  existence — the  ad- 
vertising revenues  which  control  its 
life  or  demise.    And  in  this  court's 


judgment  WEOL  is  engaged  in  inter- 
state commerce  and  therefore  entitled 
to  the  protection  of  the  Sherman 
Act. 

It  is  doubtful  whether  there  exists 
a  purely  "intra-state"  radio  sta- 
tion. .  .  . 

Possible  Local  Aspect 

Judge  Freed  conceded  that  a 
station  whose  programs  originate 
solely  within  one  state  and  whose 
transmissions  never  cross  that 
state's  borders  might  "perhaps"  be 
considered  as  a  "purely  local  busi- 
ness" within  the  meaning  of  the 
Sherman  Act.  Even  so,  he  said, 
WEOL  was  shown  to  have  some 
out-of-Ohio  originations  and  to  be 
capable  of  being  heard  in  Michigan. 

He  continued: 

.  .  .  the  defendants  ignore  the  fact 
that  the  radio  station  may  be  com- 
pletely driven  out  of  existence  by 
depriving  it  of  advertising  revenue. 
A  radio  station,  unlike  a  newspaper, 
does  not  sell  the  news  and  entertain- 
ment it  provides.  Advertising  rev- 
enues support  the  service  provided 
to  the  listening  public.  It  is  not 
necessarily  true  that  local  merchants 
are  indifferent  to  whether  their  ad- 
vertising messages  reach  listeners  in 
(Continued  on  page  AO) 


K JBS  TEST  SURVEY  ^^h-^-l 


Favored 


THE  special  test  survey  committee  formed  by  Stanley  G.  Breyer,  com- 
mercial manager,  KJBS  San  Francisco,  to  find  out  why  Hooper  and  Pulse 
ratings  differed  in  that  city  unanimously  proposed  last  week  that  an 
expanded  study  of  all  kinds  of  local  audience-size  measurements  be 

undertaken.  ★  

In  an  official  statement  issued 
after  a  meeting  last  Thursday  in 
New  York  the  committee  said  that 
it  had  "agreed  that  instead  of  set- 
ting up  any  one  service,  method, 
area  or  time  as  a  standard,  the 
scope  of  the  test  operation  should 
be  broadened  to  include  an  ap- 
praisal of  all  methods  of  producing 
local  audience-size  measurements." 


Interpretations  Mulled 

It  was  learned  that  committee 
members,  upon  giving  thoughtful 
consideration  to  Mr.  Breyer's  or- 
iginal proposals,  had  decided  that 
if  it  undertook  a  comparison  of 
Hooper  and  Pulse  ratings  in  San 
Francisco,  its  conclusions  would 
be  inevitably  interpreted  as  ap- 
plicable to  other  markets. 

The  committee  members  felt 
that  this  would  be  an  undesirable 
consequence  inasmuch  as  its  study, 
as  originally  conceived,  would  be 
confined  to  only  the  two  i-ating 
services  and  only  to  the  San  Fran- 
cisco area.  And  it  decided,  because 
of  that,  that  any  study  it  under- 
took should  encompass  the  gen- 
eral area  of  local  audience-size 
measurements,  by  all  methods. 

The  action  of  the  committee  re- 
lieved C.  E.  Hooper,  president  of 
C.  E.  Hooper  Inc.,  and  Dr.  Sydney 
Roslow,  owner  of  the  Pulse  Inc., 
of  their  agreement  to  finance  the 
test  study  in  San  Francisco  and 
of  future  financial  commitment  to 


any  study  the  committee  under- 
takes. 

Both  Mr.  Hooper  and  Dr.  Ros- 
low, originally  appointed  by  Mr. 
Breyer  as  members  of  the  special 
test  survey  committee,  were  asked 
by  the  committee  to  accept  the 
status  as  observers  now  that  the 
committee  had  decided  to  expand 
its  study. 

At  the  same  time,  the  committee 
adopted  a  resolution  thanking  Mr. 
Breyer  for  his  work.  The  resolu- 
tion read: 

"Resolved:  That  Mr.  Breyer  of  sta- 
tion KJBS  has  made  an  important 
contribution  by  crystallizing  industry 
opinion  concerning  the  need  for  an 
evaluation  of  radio  audience  measure- 
ments." 

The  committee  now  plans  to  out- 
line specifications  for  a  proper 
test  of  local  audience-size  measure- 
ment services,  an  intricate  job 
that  is  expected  to  take  consid- 
erable time. 

With  Mr.  Hooper  and  Dr.  Ros- 
low relieved  of  financial  responsi- 
bility, the  committee  is  now  with- 
out funds  for  any  study.  Its 
members  will  act  on  a  voluntary 
basis  during  the  planning  stage, 
and  they  hope  that  if  they  are 
successful  in  agreeing  on  specifi- 
cations for  a  future  study  of  the 
kind  proposed,  adequate  financing 
may  be  forthcoming  from  the  in- 
industry. 

As  stated  in  the  official  report 


of  the  committee  meeting  last 
Thursday,  the  committee  "proposes 
that  a  study  be  made  of  local 
audience-size  measurements  as 
yielded  by  the  telephone  coinci- 
dental, the  diary,  the  roster-recall, 
the  house-to-house  coincidental, 
the  continuous  mechanical  or  elec- 
tronic methods  and  others  current- 
ly in  use." 

The  committee  said  it  would  ask 
organizations  now  working  in  these 
fields  to  contribute  information  on 
their  operations  for  its  guidance 
in  planning  an  outline  of  the  test. 

Because  of  its  expanded  plans 
the  committee  agreed  to  invite  tvfc 
additional  representatives  of  broad- 
casting to  become  members,  al- 
though the  identities  of  those  tc 
be  asked  were  not  settled. 
Number  Present 

Present  at  last  Thursday's  meet 
ing  in  New  York  were:  Fret 
Manchee,  executive  vice  president 
BBDO;  A.  Wells  Wilbor,  directo 
of  marketing  research.  Genera 
Mills;  Lewis  H.  Avery,  presiden 
of  Avery-Knodel,  station  repre 
sentative  and  also  president  o 
the  National  Assn.  of  Radio  Sta 
tion  Representatives;  Lawrenc 
Deckinger,  director  of  researcl 
The  Blow  Co.;  Matthew  W.  Chap 
pell,  chairman,  department  of  ps\ 
chology,  Hofstra  College;  M: 
Hooper,  Dr.  Roslow,  and  Kennet  | 
H.  Baker,  director  of  researcl 
NAB,  and  chairman  of  the 
mittee. 
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both  Hooper  and  BMB  report 
a  change  in  Houston! 
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SHARE  OF  RADIO  AUDIENCE,  April -May,  1950 


according  to 

C*  E*  Hooper  Inc. 


TIME 

SETS 
IN  USE 

KTRH 

B 

C 

D 

E 

F 

G 

H 

OTHER 
AM  &  FM 

HOMES 
CALLED 

Mon.  thru.  Fri. 
8:00  A.M.  - 
12.00  Noon 

15.1 

22.3 

8.3 

4.3 

2.2 

19.4 

18.3 

5.0 

16.2 

4.0 

2,525 

Sun.-Sat.  Eve. 
6:00  P.M.  - 
10:30  P.M. 

24.1 

27.1 

10.6 

3.5 

10.4 

21.0 

10.4 

14.5 

2.5 

7,769 

SHARE  OF  RADIO  AUDIENCE,  May -June,  1950 

TIME 

SETS 
IN  USE 

KTRH 

B 

C 

D 

E 

F 

G 

H 

OTHER 
AM  &  FM 

HOMES 
CALLED 

Mon.  thru.  Fri. 
8:00  A.M.  - 
12:00  Noon 

15.1 

21.5 

10.4 

6.3 

2.2 

13.0 

17.4 

8.1 

17.0 

4.1 

2,508 

Sun.-Sat.  Eve. 
6:00  P.M.  - 
10:30  P.M. 

21.1 

23.1 

16.4 

4.6 

10.4 

18.4 

10.7 

13.9 

2.4 

7,740 

according  to 
Broadcast 
Measurement 
Bureau  Inc* 


KTRH  showed  an  11.2%  increase  in  1949  BMB  over  Study  No.  1  making  KTRH 
the  leading  station  in  Houston  with  341,940  total  BMB  families.  KTRH  BMB 
coverage  includes  71  Texas  counties  and  Western  Louisiana  parishes  (network  sta- 
tion B  has  23,  network  station  C  has  57.) 

Population-wise,  today  KTRH  serves  2,629,600''' 
people  as  compared  to  a  coverage  population  of 
2,283,700='-  in  1943.    This  increase  of  345,900 
potential  listeners  comes  to  you  at  NO 
INCREASE  IN  RATES. 

KTRH 

HOUSTON 

50,000  lo'affs  •  CBS  •  740  KC 
Represented   Nationally   by   John   Blair   &  Co. 

■'Sales  Management  Survey  of  Buying  Poii^er,  194)   (3  1950 
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RICHARDS'  SIDE  NEXT 


ELEVEN  WEEKS  after  it  started, 
FCC  last  Wednesday  rested  its 
case  in  the  Los  Angeles  phase  of 
its  hearing  on  the  news  policies  of 
G.  A.  (Dick)  Richards,  chief  owner 
of  KMPC  Los  Angeles,  WGAR 
Cleveland  and  WJR  Detroit. 

Presentation  of  the  case  for  Mr. 
Richards  is  slated  to  commence 
tomorrow  (Sept.  5)  when  the  hear- 
ing resumes  after  the  Labor  Day 
weekend.  Mayor  Fletcher  Bowron 
of  Los  Angeles  is  expected  to  be 
the  first  witness  called  on  behalf  of 
the  station  owner. 

Winding  up  the  Commission 
staff's  presentation,  General  Coun- 
sel Benedict  P.  Cottone  hinted  he 
may  take  further  steps  to  get  Mr. 
Richards  on  the  witness  stand,  al- 
though Examiner  James  D.  Cun- 
ningham refused  to  enforce  a  sub- 
pena  after  hearing  medical  ex- 
perts report  that  the  strain  of 
testifying  would  jeopardize  Mr. 
Richards'  life  [Broadcasting,  Aug. 
28]. 

"We  have  taken  the  position  that 
Mr.  Richards  is  part  of  our  direct 
case  and  we  reserve  the  right  to 
pursue  certain  other  steps  to  secure 
his  testimony,"  Mr.  Cottone  said. 
He  did  not  elaborate. 

The  FCC  staff  plans  to  call 
Joseph  H.  Ream,  CBS  executive 


vice  president,  and  Leo  Fitzpatrick, 
board  chairman  of  WGR  Buffalo, 
who  have  been  subpenaed  [Broad- 
casting, Aug.  14],  for  testimony 
in  Detroit  when  the  hearing  moves 
there  upon  completion  of  the  Los 


Mr.  Fitzpatrick        Mr.  Ream 


Angeles  phase.  John  Baird,  KMPC 
program  supervisor,  may  be  called 
during  the  Los  Angeles  phase  if 
counsel  for  the  Richards  stations 
fail  to  put  him  on  the  stand. 

In  the  meantime,  KMPC  Vice 
President  and  General  Manager 
Robert  0.  Reynolds,  recalled  by 
FCC,  denied  that  any  KMPC  news- 
caster— including  former  Public 
Affairs  Director  Clete  Roberts, 
who  is  regarded  as  one  of  the 
principal  FCC  witnesses — ever  ap- 
proached him  with  complaints  that 
Mr.  Richards  had  ordered  news 
slanted.  He  branded  affidavits  filed 


FCC  Ends  Its  Case 


by  former  KMPC  newscasters  as 
"generally  false,"  and  said  he  first 
heard  about  the  charges  when  they 
were  made  public  in  March  1948. 

When  Mr.  Cottone  cited  the 
petition  in  which  Mr.  Richards 
conceded  that  portions  of  the  com- 
plaints against  him  were  true,  Mr. 
Reynolds  said  it  was  his  under- 
standing from  the  station  owner 
that  he  did  this  "against  his  will 
on  advice  of  counsel." 

Statements  Held  Wrong 

"I  take  it"  Mr.  Cottone  said  "that 
it  would  be  your  testimony  that 
Mr.  Richards  would  be  wrong  in 
his  statement  that  there  had  been 
such  errors  in  the  past." 

"Yes,"  the  executive  answered, 
"to  the  extent  of  explanation  con- 
tained in  this  petition." 

Mr.  Reynolds  said  he  could  not 
recall  that  Mr.  Richards  ever  gave 
what  could  be  construed  as  "in- 
structions" about  news  handling. 
He  said  editorials  which  were  read 
on  KMPC  were  labeled  as  such, 
and  that  KMPC  employes  were  told 
always  to  obey  FCC  rules  and  reg- 
ulations. 

He  referred  to  the  E.  Z.  Dimit- 
man  analysis  of  KMPC  newscasts 
and  to  letters  from  various  adver- 
tising agencies  as  indicating  KMPC 
newscasts  were  fair  and  impartial, 


and  said  conversations  with  other 
newsmen  substantiated  his  belief. 
He  listed  several  newsmen  whom 
he  did  not  regard  as  members  of 
the  "clique"  which  filed  affidavits 
with  FCC. 

Mr.  Reynolds  denied  that  the 
station  owner  at  any  time  in- 
structed newsmen  to  give  David 
Lilienthal,  former  Atomic  Energy 
Commission  chairman,  unfavorable 
news  treatment.  He  said  Mr. 
Lilienthal  was  mentioned  12  times 
in  scripts  which  have  been  studied 
and  that  none  of  these  was  un- 
favorable. 

Under  further  FCC  questioning, 
Mr.  Reynolds  said  he  subscribed  to 
the  contents  of  the  24-page  "Pen- 
alty for  Patriotism"  brochure  pub- 
lished and  distributed  by  the 
Richards  stations  in  connection 
with  the  current  hearing.  The 
brochure  in  part  attacks  FCC's 
handling  of  the  case  and  questions 
the  credibility  of  FCC  witnesses 
in  the  original  hearing,  which  was 
terminated  by  the  death  of  the 
then-examiner. 

Role  of  Prosecutor 
He  said  he  concluded  that  "the 
Commission  had  assumed  the  role 
of  prosecutor,"  based  on  what 
counsel  for  Mr.  Richards  had  said 
and  on  FCC's  failure  "either  to 
recognize,  circulate  or  publicize 
good  things  KMPC  stands  for." 

Frank  E.  Mullen,  board  chair- 
man of  Jerry  Fairbanks  Inc.  and 
former  president  of  the  Richards 
(Continued  on  page  32) 
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How  To  Net  a  Profit  in 
New  England 

According  to  Aesop,  a  Fisherman  took  his  net  and  his 
flute  to  the  seashore.  First  he  played  several  tunes,  hoping 
that  the  Fish  would  dance  into  his  net.  (After  all,  there's 
no  law  against  hoping.)  When  this  failed,  he  picked  up 
his  net,  cast  it  into  the  sea,  and  made  an  excellent  catch ! 

This  fable,  we  suspect,  is  a  Fish  story  in  more  ways  than 
one,  but  it  does  point  a  Moral:  USe  the  right  tOOl  for  the 

job.  And  for  getting  a  sales  story  across  to  New  England 
buyers,  50,000-watt  WBZ  is  the  right  tool!  WBZ  gets 
your  message  to  an  eager  and  loyal  audience  in  all  six 
New  England  states.  This  tremendous  coverage  by  a 
single  medium  can  net  you  a  pretty  profit!  For  details, 
check  WBZ  or  Free  &  Peters. 


BOSTON 

50,000  WATTS 
NBC  Affiliate 


WESTINGHOUSE   RADIO   STATIONS  I  n  c 

KDKA    •    WOWO    •    KEX    •    KYW    •    WBZ    •    WBZA    •    W B Z - T V 

National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV.  NBC  Spot  Sales 
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NARBA  SESSIONS 


Re-Open  Wednesday 
In  Washington 


A  NEW  EFFORT  to  negotiate  a  new  North  American  Regional  Broad- 
casting Agreement  which  will  assure  ether  peace  among  North  American 
AM  broadcasters  gets  under  way  in  Washington  Wednesday  (Sept.  6) 
with  resumption  of  the  NARBA  Treaty  Conference. 

The  opening  plenary  conference,  *  


slated  for  3  p.m.  Wednesday,  will 
be  highlighted  by  an  address  of 
welcome  by  Edward  G.  Miller  Jr., 
assistant  secretary  of  state  for 
inter-American  affairs.  It  will  be 
preceded  by  a  meeting  of  the  heads 
of  delegations  from  the  seven  par- 
ticipating nations  Wednesday  morn- 
ing to  settle  on  procedural  plans 
for  the  conference. 

Although  authorities  would  haz- 
ard no  prediction  on  the  amount  of 
time  the  conference  will  consume, 
some  observers  expressed  the  view 
that  agreement  on  a  new  treaty 
should  be  reached  within  six  or 
eight  weeks  if  the  sessions  are  to  be 
fruitful  at  all.  The  last  NARBA 
expired  March  29,  1949. 

The  first  sessions  to  negotiate  a 


new  treaty,  held  at  Montreal  last 
fall  and  winter,  ended  in  stalemate 
due  primarily  to  inability  of  the 
U.S.  and  Cuba  to  resolve  mutual 
allocations  differences.  The  confer- 
ence was  recessed  to  permit  the  two 
nations  to  seek  a  satisfactory  solu- 
tion in  bilateral  discussions,  but 
these,  too,  proved  unsuccessful  al- 
though agreement  at  one  point  had 
seemed  certain. 

In  the  forthcoming  sessions,  Mex- 
ico will  participate  actively  for  the 
first  time.  She  had  observers  on 
hand  for  much  of  the  Montreal 
conference  but  took  no  active  role 
in  the  negotiations,  explaining- that 
her  communications  experts  were 
on  assignment  to  other  interna- 
tional conferences  at  that  time. 


Miguel  Pereyra,  Mexican  direc- 
tor of  telecommunications,  has  con- 
ferred informally  with  FCC  and 
State  Dept.  authorities  in  Wash- 
ington within  the  past  fortnight, 
and  U.S.  officials  are  hopeful  that 
he  personally  will  participate  in  at 
least  a  portion  of  the  forthcoming 
conference  [Broadcasting,  Aug. 
14]. 

Other  nations  slated  to  be  repre- 
sented, in  addition  to  the  U.S.  and 
Cuba,  are  Canada,  Jamaica,  Haiti, 
and  the  Dominican  Republic. 

Edwards  May  Chairman 

The  chaii'manship  of  the  confer- 
ence will  be  decided  when  the  ses- 
sions get  under  way.  It  appeared 
likely  that  Comdr.  C.  P.  Edwards, 
Canadian  deputy  minister  of  trans- 
port, who  was  named  chairman  of 
the  session  at  Montreal,  would  con- 
tinue as  presiding  officer. 

The  U.S.  delegation  is  headed  by 
FCC  Comr.  Rosel  H.  Hyde,  with 
Capt.  John  Cross,  assistant  chief  of 
the  State  Dept.'s  Telecommunica- 
tions Policy  Staff,  as  vice  chairman. 


Membership  of  the  U.S.  delegation 
is  slated  for  announcement  by 
Tuesday.  The  conference  will  be 
held  in  the  State  Dept.  Conference 
Room  at  1778  Pennsylvania  Ave., 
NW,  Washington. 


For  the  Greatest  Radio  Audience . . 


1300  ON  YOUR  DIAL 
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Richards'  Side 

(Continued  from  jjage  30) 

stations,  testified  during  a  brief 
appearance  on  the  stand  that 
when  he  assumed  the  presidency 
of  the  stations  in  July  1948  he  did 
not  regard  the  complaint  against 
Mr.  Richards  as  being  "of  any 
great  moment." 

He  said  that  when  he  became 
president  he  was  in  complete 
charge  of  operations  and  found 
the  KMPC  news  department  ope- 
rating efficiently.  So  far  as  he 
knew  Mr.  Richards  had  no  direct 
dealings  with  the  station's  news- 
men, he  asserted.  He  estimated 
that  95%  of  the  news  carried  by 
KMPC  at  that  time  came  from  wire 
services. 

Mr.  Mullen  said  his  reasons  for 
leaving  the  Richards  stations  after 
one  year  "had  nothing  to  do  with 
this  investigation"  but  were  based 
on  "business  difference  relating  to 
my  contract." 

Most  of  Wednesday's  session  was 
devoted  to  testimony  by  Oren  Mat- 
tison,  KMPC  auditor,  on  book- 
keeping relating  to  political  broad- 
casts. 

From  1944  records  he  testified 
that  on  one  account,  identified 
as  Republican  Committee  -  Gov. 
Bricker,  a  total  charge  of  $292.40 
was  shown  for  12  broadcasts,  with 
$61.20  shown  as  paid.  The  re- 
maining $231.20,  he  said,  was 
charged  to  "reserve  for  bad  debts 
for  doubtful  political  accounts." 

Another  account  listed  as  Demo- 
crats for  Dewey  showed  $771.80 
charged  for  18  broadcasts,  with 
$340  paid  and  $431.80  charged  off 
to  the  reserve  for  bad  debts,  Mr. 
Mattison  said. 

Bad  Debt  Entries 
It  was  noted  that  these  two  en- 
tries took  up  all  but  $10  of  the  spe- 
cial bad  debt  reserve.  Mr.  Cottone 
asked  Defense  Attorney  Hugh 
Fulton  to  find  out  what  effort  was 
made  to  collect  these  accounts 
before  they  were  written  off. 

Mr.  Mattison  said  that  during 
his  tenure  at  KMPC  the  manage- 
ment had  set  up  a  general  reserve 
for  bad  debts  based  on  monthly 
gross  sales  without  special  ref- 
erence to  political  or  other  accounts. 
He  explained  that  although  he  has 
been  auditor  of  the  station  since 
1941  he  was  in  military  service 
from  October  1943  to  October  1945 
and  therefore  had  no  personal 
knowledge  of  the  records  for  the 
1944  election  year. 

Examiner  Cunningham  mean- 
while scheduled  a  conference  with 
counsel  for  Sept.  19  to  discuss 
procedure  for  taking  testimony  re- 
lating to  the  application  in  which 
Mr.  Richards  proposes  to  turn 
control  of  his  stations  over  to  a 
trusteeship.  The  transfer  applica- 
tion and  the  renewal  bids  of  the 
three  stations  are  all  at  stake  in 
  the  hearing  on  his  news  policies. 
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Organizations 


Say  WGN  reaches  more  homes 
than  any  other  Chicago  station! 

^ctdtf  BM6  showed  WGN  reached  more  homes 
than  any  other  Chicago  Station. 

Tt<ua,  the  latest  A.  C.  Nielsen  Co.  report  also  shows 
WGN  reaches  more  homes: 

Homes* 

WGN  ....  4,004,250 
Station  B  .  .  .  3,838,000 
Station  C  .  .  .  3,524,000 
Station  D    .    .    .  3,524,000 

*Nielsen  Radio  Index  Annual  Report  (February-March,  1950) 


More  people  listen  to  WGN  than  to  any  other  Chicago  station 


A  Clear  Channel  Station  . . . 
Serving'  the  Middle  West 


Chicago  11 
Illinois 

50,000  Watts 

720 

On  Your  Dial 


MBS 


Eastern  Sales  Office:  220  East  42nd  Street,  New  York  17.  N.  Y. 


West  Coast  Representatives:  Keenan  and  Eickelberg 
235  Montgomery  St.,  San  Francisco  4    •    2978  Wilshire  Blvd..  Los -\ngeles  5 
710  Lewis  Bldg.,  333  SW  Oak  St.,  Portland  4 
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mmA  CHAUINGID' 


VfW  Hears  Sarnoff 


MARSHALLING  of  the  nation's 
"best  brains  .  .  .  regardless  of 
political  affiliations"  is  needed  to 
mold  a  spirit  of  national  unity  at 
home  and  to  bolster  our  truth  cam- 
paign abroad. 

This  was  the  dramatic  keynote 
struck  by  Brig.  Gen.  David  Sarnoff, 
chairman  of  the  board,  RCA,  in  an 
address  titled  "America  Is  Chal- 
lenged" before  the  Veterans  of 
Foreign  Wars  Aug.  28  at  its  Chi- 
cago encampment.  Gen.  Sarnoff's 
speech,  summarizing  America's  role 
as  the  leader  in  international  af- 
fairs, was  broadcast  over  the  NBC 
network. 

The  United  States'  greatest 
strength  lies  in  the  truth  it  ex- 
pounds. Gen.  Sarnoff  said.  "The 
Communists  smother  the  truth 
with  their  falsehoods.  Through 
radio  and  television,  the  motion 


picture  and  the  printed  word,  we 
have  a  great  opportunity  to  reveal 
the  truth  to  the  rest  of  the  world. 
We  must  expose  [their]  lies  and 
spike  [their]  false  propaganda  " 

In  order  to  achieve  this  goal. 
Gen.  Sarnoff  called  for  immediate 
action  along  these  lines: 

%  Combat  communist  propa- 
ganda which  exploits  hunger  and 
misery,  by  (1)  exposing  and  de- 
nouncing "the  dictators  and  mas- 
ters of  these  betrayed  people,"  (2) 
bring  to  the  people  under  the  heel 
of  communism  "a  clear  message  of 
hope,"  and  (3)  help  the  victims  to 
"unshackle  their  chains  of  slavery 
and  achieve  their  own  liberation." 

#  Strengthen  and  close  up  the 
link  between  "the  brains  of  Amer- 
ica and  the  brawn  of  America." 
Gen.  Sarnoff  reminded  that  "effec- 
tive   propaganda    is  inseparable 


from  effective  national  policy.  The 
Voice  of  America  can  state  but  it 
cannot  create  the  policies  of  Amer- 
ica. The  mind  must  guide  the 
tongue.  If  our  national  policies 
are  hesitant  and  confused,  they  can 
only  convey  a  sense  of  weakness 
and  uncertainty.  Any  lifeline  that 
is  offered  must  be  made  of  stronger 
stuff." 

A  heartening  fact  "in  this  mo- 
ment of  peril,"  Gen.  Sarnoff  said, 
is  the  heights  reached  in  our  econ- 
omy "undreamed  of  even  in  the 
peak  of  production  during  World 
War  II."  Industrial  supremacy  is 
being  maintained  with  a  current 
output  of  goods  and  services  at  the 
rate  of  $270  billion  a  year — an  all- 
time  record,  he  said. 

"The  electronics  industry  is  an 
outstanding  example  of  the  part 
research  plays  in  our  national  se- 
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curity,"  Gen.  Sarnoff  said,  pointing 
to  30  years'  pioneering  in  this  field 
by  scientists.  Evidence  is  the  ex- 
istence today  of  more  than  90%  of 
U.  S.  homes  equipped  with  one  or 
more  radio  sets  and  the  establish- 
ment of  radio  as  one  of  the  nation's 
major  industries,  he  declared. 

Electronic  contributions  greatly 
enhancing  the  industrial  machine 
for  war  and  peace  were  outlined 
by  Gen.  Sarnoff.  He  pointed  to 
the  electronic  tube  as  adding  to 
speed  and  efficiency,  providing  com- 
munications necessary  for  strategy 
and  tactics  in  modern  warfare; 
radar,  which  he  rated  "second  only 
to  the  atom  bomb  as  the  greatest 
scientific  development  during 
World  War  II,"  as  the  strongest 
evidence  of  the  value  of  a  major 
peacetime  industry  to  a  nation  at 
war. 

Expansion  'Phenomenal' 

Expansion  of  radio  and  elec- 
tronic activities  during  and  since 
the  war  has  been  phenomenal,  he 
said.  Number  of  manufacturers 
rose  from  425  in  1940  to  1,200  to- 
day. Value  of  peacetime  products 
was  a  half  billion  in  1939,  now  the 
rate  is  two  and  one  half  billion 
dollars,  an  increase  in  production 
of  500%,  he  pointed  out. 

Gen.  Sarnoff  underscored  tele- 
vision's growth — about  10  million 
TV  receivers  in  as  many  American 
homes  by  the  end  of  this  year,  a 
potential  daily  audience  of  between 
35  and  40  million  persons  mostly 
living  in  large  population  centers. 
This  development  marks  television 
as  a  "powerful  nucleus  for  con- 
certed action  in  time  of  emergency" 
because  of  its  capability  of  dis- 
seminating information,  instruc- 
tion and  training,  he  noted. 

Potential  for  television  as  an 
international  medium  of  propa- 
ganda is  unlimited,  Gen.  Sarnoff 
told  the  audience  of  veterans.  If 
TV  encircled  the  globe  the  whole 
(Continued  on  page  65) 


NEED  FOR  SETS 

Johnson  Looks  at  'Voice' 


SEN.  ED  C.  JOHNSON  (D-Col.), 
Senate  Commerce  Committee  chair- 
man, said  last  week  he  has  little 
"confidence"  in  the  present  day 
"efficacy"  of  the  Voice  of  Americs 
because  of  few  "adequate"  radic 
receivers  in  Russia  and  Iron  Cur 
tain  countries. 

His  comments  came  in  connectioi 
with  the  Senator's  insertion  o 
Brig.  Gen.  David  Sarnoff's  addres 
delivered  before  the  VFW  in  Chi 
cago  in  the  Aug.  29  issue  of  th 
Congressional  Record.  Sen.  John 
son  said  the  Sarnoff  speech  deal 
specifically  "with  the  need  for  mor 
effective  selling  of  our  country  t 
the  people  of  the  world." 

Pointing  out  some  disagreemen 
with  certain  of  Gen.  Sarnoff's  rec 
ommendations,  including  that  0 
immediate  action  on  UMT,  Sei 
Johnson  opined  that  the  U.  S 
"might  do  a  terrific  job  of  sellin 
America"  if  "sets  of  the  righ 
kind"  were  available  in  communisi 
dominated  countries. 
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RADIO  STATION  FOR  SALE 

in 

LOS  ANGELES  COUNTY 


Clear  Channel — High  Wattage 
Yield  25%  on 
Purchase  Price 


Located  in  Los  Angeles  County  this  independent  has  exceptional 
growth  possibilities,  thereby  further  increasing  gross,  net  and  valu- 
ation. 

Built  and  owned  by  a  radio  pioneer  who  due  to  illness  wishes 
to  retire. 

Price  $340,000.  Terms  $140,000  in  escrow.  Balance  on  FCC 
approval.    Brokers  recognized,  but  no  exclusive. 


BOX  236G,  BROADCASTING 


;1 
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. .  o  She  has  won  the  respect  and  affection  of  probably 
more  people  than  any  person  in  show  business, 

• .  .  She  has  received  the  most  imposing  array  of  awards, 
citations  and  honors  of  any  woman  in  entertainment. 


•  • .  She  has  been  called  ''Americans  greatest  salesman.' 


.  o  .  She  was  chosen,  from  among  scores  of  stars, 
for  the  leading  part  in  a  great  new  venture- 
NBC  daytime  television. 


Daytime  television  goes  bigtime  .  . . 

On  September  25,  "The  Kate  Smith  Show"  opens  on  NBC  Television,  Mondays 
through  Fridays,  4  to  5  p.m.  eastern  time. 

Kate  Smith,  of  course,  ^vill  sing.  She  will  introduce  variety  acts  —  interview 
interesting  people  —  present  the  latest  fashion  news  —  devote  a  spot  now  and  then 
to  home  economics  —  talk  with  colorful  people  —  offer  a  weekly  dramatic 
highlight.  Producer  Ted  Collins  Avill  handle  the  news,  and  a  full  orchestra  will 
provide  a  musical  background. 

Kate  Smith  will  do  more  than  mereh'  entertain.  She  will  help  sell  her  sponsors' 
products.  Her  matter-of-fact  sincerity  will  roll  up  big  sales  in  a  short  time  at  a  low 
cost.  Her  merchandising  possibilities  are  endless. 

If  you  have  a  product  on  the  way  up.  here's  a  short  cut  to  the  top.  If  your  product 
is  already  first  in  its  field,  here's  just  the  thing  to  push  it  even  higher. 
Whatever  you  sell,  Kate  Smith  will  bring  you  a  record-breaking  audience  heavily 
loaded  ^vith  your  best  prospects  —  the  women  of  America  —  who  will  buy  what 
you  sell  because  it's  on  "The  Kate  Smith  Show." 

The  Kate  Smith  Shoiv  is  available  for  sponsorship  in  segments  of  15  minutes  or 
30  minutes  once  a  ^veek  or  more.  We  have  a  presentation  giving  more 
facts  —  with  figures  to  back  them  up  —  on  this  big  daytime  buy.  Naturally,  we  want 
you  to  see  it. 


editorial  «J/ 


Free  Speech  Hairline 

MANY  implications  can  be  drawn  from  the  de- 
cision last  week  of  Federal  Judge  Freed  in 
Cleveland,  holding  that  the  Lorain  Journal  had 
violated  the  anti-trust  laws  by  seeking  to  "de- 
stroy" WEOL  Elyria-Lorain,  Ohio,  through 
"bold,  relentless  and  predatory  commercial  be- 
havior." 

It  marks  the  first  time  the  government  has 
invoked  the  anti-trust  statutes  in  a  case  involv- 
ing radio  competition.  Chances  are  there  will 
be  others. 

The  newspaper  hauled  out  the  First  Amend- 
ment, guaranteeing  freedom  of  expression.  The 
court,  however,  brushed  it  aside  as  inapplicable. 
It  held,  in  effect,  that  the  privilege  of  press 
freedom  had  been  abused  by  introduction  of 
unfair  trade  practices.  The  newspaper  had 
refused  to  accept  the  business  of  local  adver- 
tisers which  used  WEOL.  The  same  charge 
had  been  made  as  to  two  competitive  news- 
papers. It  is  significant  that  these  complaints 
were  dismissed  on  inconclusive  evidence. 

The  FCC  had  denied  AM  and  FM  stations 
to  the  Journal  owners  on  grounds  of  alleged 
monopolistic  practices.  The  U.  S.  Court  of 
Appeals  upheld  the  FCC.  It  was  then  the  De- 
partment of  Justice  moved,  not  on  the  basis  of 
the  Communications  Act,  but  the  anti-trust 
laws.  That  was  the  appropriate  procedure. 

Some  broadcasters  may  see  in  this  decision 
bases  for  complaint  against  nev/spapers  which 
refuse  to  publish  program  logs.  Complaints 
have  been  filed  with  the  FCC  on  this  issue. 

We  have  deprecated  newspaper  refusal  to 
publish  logs.  Radio  and  TV  are  newsworthy. 
Newspapers  have  an  obligation  to  serve  their 
readers.  We  have  premised  our  argument  on 
the  acknowledged  finding  that  logs  are  among 
the  best-read  features.  We  have  argued  that 
newspapers  publish  box-scores  of  the  com- 
mercialized baseball  industry  and  blow-by-blow 
accounts  of  the  prize-fight  industry  because 
their  readers  demand  them. 

Never  have  we  argued  that  it  is  illegal  for 
newspapers  to  refuse  publication  of  anything. 
By  the  same  token,  it  is  the  prerogative  of  the 
station  to  program  as  it  pleases  within  the 
limits  of  the  statutes  governing  obscene,  pro- 
fane or  indecent  utterances  and  lottery  laws. 

Freedom  of  the  press  is  in  no  wise  compro- 
mised by  the  Freed  decision.  If  we  thought  it 
was,  we  would  sound  off,  because  we  recognize 
that  radio,  press  and  all  of  the  media  are  in 
the  same  constitutional  boat. 

We  have  no  idea  what  approach  the  eager- 
beaver  lawyers  of  the  FCC  will  take  in  the 
light  of  the  Lorain  decision.  They  would  do 
well  to  leave  the  anti-trust  procedures  to  the 
Department  of  Justice  and  the  courts. 

Broadcasters  should  not  run  to  the  FCC, 
Freed  decision  in  hand,  complaining  that  com- 
petitive newspapers  do  not  publish  their  logs, 
or  choose  to  describe  Jack  Benny  as  a  "studio 
program."  That  is  exasperating,  and  unfair 
to  the  subscribers,  too.  But  it  invites  inter- 
vention of  a  government  agency  in  a  sphere 
that  is  outside  its  domain. 

To  maintain  a  free  press  and  a  free  radio  we 
must  maintain  our  constitutional  privileges. 
We  must  resist  any  encroachment  of  admin- 
istrative agencies  who  thirst  for  the  oppor- 
tunity to  "protect"  us  at  the  price  of  our  basic 
rights. 

Let's  issue  no  engraved  invitations. 
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Radio's  Responsibility 

EVENTS  preceding  and  following  last  week's 
sudden  expulsion  of  Jean  Muir  from  the  cast 
of  The  Aldrich  Family  constitute  an  undeni- 
able mandate  to  broadcasters  to  deal  with  the 
question  of  communism. 

A  review  of  these  events  includes: 

1.  Publication  two  months  ago  of  "Red  Channels," 
a  list  of  actors,  directors,  writers  and  producers 
alleged  to  have  communist  leanings. 

2.  Publication  of  an  American  Legion  pamphlet 
advising  members  to  protest  the  appearance  on 
radio  or  television  of  anyone  suspected  of  being 
pro-communist    [BROADCASTING,   Aug.  14]. 

3.  The  last-minute  elimination  of  Miss  Muir  from 
"The  Aldrich  Family"  cast  by  the  sponsor,  Gen- 
eral Foods,  in  concession  to  some  35  telephone  and 
written  protests,  mostly  based  on  the  fact  she  was 
listed  in  "Red  Channels." 

4.  The  formation  by  the  Joint  Committee  Against 
Communism  in  New  York  of  a  special  committee 
to  "cleanse"  radio  and  television  of  "pro-commu- 
nist actors,  writers,  producers  and  directors."  fCo- 
chairman  of  the  special  committee  is  Theodore 
Kirkpatrick,  editor  of  "Counterattack,"  an  anti- 
communist  news  letter  which  published  "Red  Chan- 
nels."] 

We  do  not  know  whether  Miss  Muir  is  a 
Communist.  We  do  not  know  whether  anyone 
else  whose  name  appears  in  "Red  Channels" 
is  or  is  not  a  Red. 

We  feel  reasonably  sure  that  broadcasters 
over  whose  facilities  some  of  those  named  in 
"Red  Channels"  have  appeared  are  no  better 
informed  than  we  are  as  to  the  political  colora- 
tion of  these  individuals. 

It  is  now  clearly  the  responsibilty  of  broad- 
casters to  improve  their  knowledge  in  this  field. 

The  position  taken  by  NBC  in  the  Muir  case 
was  that  it  was  none  of  the  network's  busi- 
ness because  her  contract  was  with  General 
Foods  and  the  program  was  a  package  owned 
by  Young  &  Rubicam. 

We  concede  that  in  the  circumstances  NBC 
had  no  other  position  to  take.  We  believe, 
however,  that  NBC  and  all  other  broadcasters, 
networks  and  stations  alike,  cannot  continue 
indefinitely  to  operate  under  such  a  policy 
which  would  be  completely  out  of  character 
with  the  record  of  American  broadcasters  who 
have  always  enthusiastically  accepted  the  re- 
sponsibility of  policing  their  own  air. 

In  explaining  its  dropping  Miss  Muir,  Gen- 
eral Foods  said  it  did  not  wish  to  stimulate 
controversy  that  might  jeopardize  its  sales. 
Radio  is  not  the  same  kind  of  enterprise. 
Radio's  responsibility  is  to  the  American  people 
and  in  carrying  it  out  broadcasting  must  on 
the  one  hand  protect  the  people  against  an 
enemy  philosophy  like  Communism  and,  on  the 
other,  provide  protection  of  free  speech. 

What  is  desperately  needed  at  once  is  ma- 
chinery to  sort  the  loyal  from  the  disloyal  in 
radio  and  television.  This  machinery  must  be 
built  by  broadcasters  unless  they  wish  to 
abdicate  their  basic  responsibilities. 


Patt  Answer 

ELECTION  of  John  F.  Patt,  veteran  manager 
of  WGAR  Cleveland,  to  the  presidency  of  the 
G.  A.  Richards  stations  will  win  the  approba- 
tion of  those  legions  who  have  known  the 
eldest  of  the  personable  five  Patt  radio  brothers 
these  past  two  decades. 

Mr.  Patt  now  will  direct  the  destinies  of 
WJR  Detroit  and  KMPC  Los  Angeles,  as  well 
as  WGAR.  Despite  the  tumult  and  agitation 
over  the  operation  of  the  Richards'  stations, 
involving  alleged  news  slanting,  we've  never 
heard  criticism  about  the  direction  of  WGAR. 

Resignation  of  Harry  Wismer  as  WJR  head 
really  comes  as  no  surprise.  For  several  years 
he  has  been  under  pressure  to  choose  between 
his  managerial  activities  and  his  sportcasting. 
It  was  obvious  he  couldn't  do  both  indefinitely. 
Presumably,  he  will  now  devote  his  energies 
to  the  "talent"  rather  than  the  executive  side. 


ff  -  our  respects  to: 


FREDERICK  AUGUST  KNORR 

NOTHING  is  too  good  for  the  listener,  be- 
cause giving  the  listener  what  he  wants 
to  hear  is  the  successful  key  to  any  radio 
operation.  When  an  individual  radio  operator 
thinks  he  would  like  the  listener  to  hear  pro- 
grams based  on  his  own  likes  and  dislikes,  he 
can  many  times  be  far  afield.  In  other  words, 
know  your  listeners  and  give  them  what  they 
want  to  hear. 

For  the  past  13  years  that  has  been  part  of 
Fred  Knorr's  basic  radio  philosophy  which  he 
now  practices  as  president  and  general  man- 
ager of  WKMH  Detroit. 

If  anyone  had  told  Fred  Knorr  13  years  ago, 
when  he  was  an  all-night  disc  jockey  on  a  250  w 
Detroit  station,  that  13  years  later  he  would 
head  up  the  1  kw  independent,  he  perhaps 
would  have  said,  "Let's  quit  this  daydreaming." 
It  was  not  daydreaming,  however,  but  hard 

(Continued  on  page  68) 


Static  and  Snow  i 

By  AWFREY  QUINCY 

OUR  lighting  calculator  has  figured  out  that  if 
the  coming  World  Series  is  a  "quickie"  and 
ends  in  four  games,  the  $800,000  fee  for  televi- 
sion rights  will  mean  that  Gillette  pays  ap- 
proximately : 

$10,000  for  every  hit 

4,000  for  every  put-out  , 
700  for  every  pitch 
AND  $20,000  for  every  "B"  sharp.  Maybe" 
there  won't  be  enough  left  to  buy  a  chisel. 

First  radio  refuses  to  lie  down  and  play 
dead.  Now,  movie  exhibitors  everywhere  are 
reporting  greatly  improved  business  at  a  time 
when  the  summer  lull  should  have  them  in  the 
doldrums.  Could  it  be  that  life  just  goes  on 
and  on,  even  though  it  constantly  changes,  and 
that  in  1970  that  man  being  wheeled  into  a 
studio  still  will  be  Jack  Benny,  still  complain- 
ing about  his  Maxwell  and  still  quavering  his 
scorn  of  Fred  Allen's  comedy? 

****** 

Guy  Lombardo,  appearing  in  Toronto,  gets 
all-time  high  in  dance  orchestral  fees — $25,000. 
Since   radio   and    Lombardo    are  practically 
synonymous,  maybe  radio  rates  are  too  low.  i 
Or,  is  that  just  ANAlogy?  ' 

More  revival  stufiF.    Lucky  Strike  cigarettes,  |  \ 

\  \ 

(Continued  on  page  5^)  j 
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^  -THE  PORTIAND,  OREGON 


mo  MARKET! 


Consult  Portland  major  retail  food  outlets 
using  radio  and  they'll  tell  you  they  use  KOIN 
predominately  because  they  know  KOIN  gets  best 
results  with  its  greater  share  of  audience . . . 

morning,  noon  and  night. 


V 


For  the  top  job  of  selling  in  the  Portland 
market,  use  Portland's  top  station. 


g^^Si^^^  B  mr  Awm  •  'QL  JBI 

ft  K  r 
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'Lorain  Journal'  GuiSty 

(Continued  from  page  28) 
Michigan,  but,  even  if  that  be  true, 
it  would  not  follow  that  those  lis- 
teners are  indifferent  to  the  programs 
they  hear. 

The  decision  noted  that  WEOL's 
income  "is  predominantly  derived 
from  the  advertising  of  local  mer- 
chants," with  16%  of  its  1949 
gross  income  obtained  from  na- 
tional advertisers. 

"While  the  activities  of  the  de- 
fendants may  be  local  in  execu- 
tion," the  decision  asserted,  "the 
very  existence  of  WEOL  is  im- 
periled by  this  attack  upon  one  of 
its  principal  sources  of  business 
and  income. 

"The  Sherman  Act  is  the  founda- 
tion of  economic  freedom  in  inter- 
state commerce  and  to  that  end  it 
sweeps  aside  restrictive  practices 
local  in  setting  which  substantially 
affect  an  interstate  business," 
Judge  Freed  continued.  "This 
Court  is  pressed  to  the  conclusion 
that  radio  broadcasting  in  general, 


and  radio  station  WEOL  in  par- 
ticular, is  entitled  to  the  protection 
the  Act  affords." 

In  answer  to  the  Journal's  "free- 
dom of  the  press"  arguments,  the 
jurist  asserted  that  "the  court  can 
not  conceive  that  the  First  Amend- 
ment renders  it  impotent  to  en- 
join the  defendants'  practices."  He 
said: 

The  right  of  a  newspaper  to  reject 
advertising  arises  from  the  fact  that 
a  free  press  is  also  a  private  business. 
The  defendants  did  not  exercise  this 
right  of  rejection  because  the  ad- 
vertising offered  was  offensive  in 
substance  or  even  because  the  pros- 
pective advertisers  were  not  the  sort 
of  persons  with  whom  they  wished 
to  deal. 

Their  refusal  to  deal  was  based 
solely  on  a  desire  to  force  these 
advertisers  not  to  continue  or  to 
enter  into  relations  with  another 
available  mode  of  communication. 
This  is  a  vice  condemned  by  the 
Sherman  Act  and  the  evil  may.  be 
restrained  without  affecting  the  op- 
erations of  the  Journal  as  an  organ 
of  opinion  and  without  touching  upon 
the  legitimate  conduct  of  its  business 


m  cen 


Yes,  here  is  buying  power  that  will  do  a 
sales  job  for  you  when  you  invest  in  WBNS 
time  because  this  station  is  the  favorite  in 
radio  with  187,980  central  Ohio  families .  . 
Results  are  what  you  want  and  results  are 
what  you  get . . .  This  has  been  proved  again 
and  again  by  WBNS  advertisers. 


WBNS 

PLUS  WELD-FM 


affairs. 

Prior  restraint  on  the  substance 
of  expression  is  one  thing;  injunctive 
relief  against  the  repetition  of  the 
commercial  abuse  proved  here  is  quite 
another. 

It  would  be  strange  indeed  to  per- 
vert the  liberty  proclaimed  by  the 
First  Amendment  into  a  license  for 
the  continuation  of  a  dictatorial 
course  of  action  designed  to  suppress 
another  and  equally  important  in- 
strumentality of  information  and  ex- 
pression. The  purposes  sought  to  be 
served  by  that  amendment  would  not 
survive  many  such  paradoxes. 

Conclusions  Filed 

Judge  Freed  instructed  that  find- 
ings of  fact  and  conclusions  of  law 
be  filed  and  that  the  government 
submit  a  proposed  form  of  decree 
to  be  issued. 

The  Journal  is  owned  by  Isadore 
and  Samuel  A.  Horvitz,  who  also 
own  the  Mansfield  (Ohio)  Journal. 
Both  papers  have  sought  radio 
stations  but  were  denied  by  FCC 
on  grounds  that  the  owners  sought 
in  Mansfield  to  "suppress  compe- 
tition .  .  .  and  to  achieve  an  adver- 
tising monopoly"  [Broadcasting, 
July  19,  1948]. 

Trial  of  the  anti-trust  charges 
was  held  in  Cleveland  last  March. 
The  Justice  Dept.'s  case  was  ar- 
gued by  Victor  Kramer,  assisted 
by  Baddia  Rashid,  Victor  Oltman 
and  Norman  Seidler. 


:s 


SITRICK  NAMED 


Gets  New  'Voice'  Post 

JOSEPH  M.  SITRICK,  formerly 
Congressional  news  editor  for  the 
State  Dept.'s  Office  of  International 
Information,  has  been  named  dep- 
uty to  William  0.  Player  Jr.,  spe- 
cial assistant  to  Edward  W.  Bar- 
rett, Assistant  Secretary  of  State 
for  Public  Affairs.  Mr.  Barrett  is 
charged  with  supervision  of  Voice 
of  America  and  other  information 
and  education  activities. 

In  his  new  position,  Mr.  Sitrick 
will  assist  Mr.  Player  on  Congres- 
sional and  public  relations.  He  has 
been  Congressional  news  editor  the 
past  year  and  prior  to  that  was 
special  events  director  of  Voice  of 
America  Washington  operations. 
Previously  Mr.  Sitrick  worked  on 
the  editorial  staff  of  Broadcasting- 
Telecasting  from  February  1947 
to  September  1948,  during  which 
time  he  covered  Congress  and  the 
State  Dept. 


ASK  JOHN  BLAIR.   

POWER  WBNS  5000  -  WELD  53,000  -  CBS  COLUMBUS,  OHIO 


WORLD  CONTRACTS 

12  New  Affiliations  Set 

WORLD  BROADCASTING  SYS- 
TEM Inc.,  New  York,  last  week  an- 
nounced contracts  with  12  newly- 
affiliated  stations:  WSB  Atlanta, 
Ga.;  WOOL  Columbus,  Ohio;  WILM 
Wilmington,  Del.;  KBKW  Aber- 
deen, Wash.;  WDSU  New  Orleans, 
La.;  KVAS  Astoria,  Ore.;  WSIX 
Nashville,  Tenn.;  WIEL  Elizabeth- 
town,  Ky.;  WCRI  Scottsboro,  Ala.; 
KCOW  Alliance,  Neb.;  CFGP 
Grande  Prairie,  Alberta;  WLDM 
Detroit,  Mich. 

World  also  announced  renewal 
and  extension  of  existing  contracts 
with  50  stations. 


Urged  by  Rep.  Brown 

FCC  should  check  all  broadcasts 
which  contain  subversive  material, 
Rep.  Clarence  J.  Brown  (R-Ohio) 
told  the  House  last  Thursday.  If 
the  agency  is  unable  to  keep  tabs 
on  the  time  sold  to  subversive 
groups,  he  asserted  it  may  be  neces- 
sary for  Congress  to  look  into  the 
matter. 

Rep.  Brown's  address  on  the 
floor  was  stimulated  by  complaints 
from  listeners  in  the  Midwest  and 
New  England  to  the  effect  that  the 
Communist  Party  is  buying  time 
and  putting  on  radio  programs 
"that  are  not  in  the  interest  of  the 
country."  Consequently,  the  Ohio- 
an  asked  the  FCC  for  a  record  of 
the  amount  of  time  the  Communist 
Party  purchased  over  radio  sta- 
tions between  June  15  and  Aug. 
15,  1950. 

Coj'  Answers 

FCC  Chairman  Wayne  Coy  an- 
swered that  the  Commission  does 
not  have  a  complete  file  of  all  pro- 
gram logs  since  the  only  records 
filed  with  the  FCC  are  those  con- 
nected with  applications  for  re- 
newal of  license.  These  come  every 
three  years. 

Chairman  Coy  also  pointed  to 
Section  3.181  (3)  of  the  Com- 
munications Act  which  calls  for 
the  broadcaster  to  maintain  logs 
showing  each  sponsored  program 
"has  been  sponsored,  paid  for,  or 
furnished  by  the  sponsor,"  and  to 
Section  3.190  (d)  which  requires 
each  licensee  keep  a  record  of 
requests  for  broadcast  time  on  be- 
half of  political  candidates  to- 
gether which  charges  made  and 
whether  the  request  is  granted. 

Rep.  Brown  said,  "To  the  credit 
of  many  of  the  radio  stations  of 
the  U.  S.  let  it  be  said  that  they 
have  refused  to  sell  this  time  to 
the  Communists."  Elaborating  on 
this  statement,  Rep.  Brown  told 
Broadcasting  he  realized  the  situ- 
ation the  radio  broadcaster  is  "up 
against  in  a  time  like  this."  Never- 
theless, he  said,  there  must  be  some 
kind  of  check  on  what  time  is  sold 
to  subversive  groups.  "There  is 
the  problem  today  of  how  far  we 
can  go  in  giving  freedom  of 
speech." 

.  The  FCC,  which  he  said  was 
charged  with  the  regulation  of  the 
radio  industry,  "is  in  the  position 
of  having  no  way  of  knowing  or 
checking  what  is  said"  in  stations' 
broadcasts.  Rep.  Brown  asserted. 

Its  -the  f  IfTH 
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CTI'S  NE 


fCC  Petitioned  on  Eve  of  Decision 


ANNOUNCING  a  new  compatible,  "dash  sequential"  system  of  color  tele- 
vision it  termed  "Uniplex",  Color  Television  Inc.  last  week: 

9  Petitioned  FCC  on  the  eve  of  its  momentous  color  decision  to  reopen 
the  proceeding  to  receive  evidence  concerning  Uniplex. 

O  Claimed  its  development  sub- 
stantially has  overcome  all  ills  of 
the  three  major  systems  now  com- 
peting before  the  Commission  for 
commercial  adoption,  including 
CTI's  own  line  sequential  system. 

CTI  President  Arthur  S.  Mat- 
thews told  the  Commission  that 
only  since  the  closing  of  the  color 
hearing  record  on  May  26  his  firm 
"through  continued  research  and 
experimentation  has  invented  a 
wholly-new  method  of  transmitting 
and  receiving  television  signals 
capable  of  producing  television  pic- 
tures in  full  color,  with  accompany- 
ing sound,"  within  a  6  mc  band. 
It  has  not  been  field  tested. 


Details  Just  Completed 

He  explained  certain  details  of 
the  Uniplex  system  were  completed 
only  on  Aug.  26  and  CTI  "has  ex- 
ercised the  utmost  diligence  and 
files  this  petition  on  the  earliest 
date  possible."  Three  days  of 
further  direct  testimony  would  be 
required  for  Uniplex,  CTI  stated. 

While  conceding  that  consider- 
able time  and  eff'ort  have  been  con- 
sumed already  in  the  color  proceed- 
ing, Mr.  Matthews  said  CTI  be- 
lieves the  Uniplex  system  "to  be  of 
such  paramount  importance  in  the 
public  interest"  that  it  is  submitted 
for  FCC's  consideration  before 
making  final  ruling.  If  approved, 
Uniplex  would  save  the  public 
"many  millions  of  dollars,"  CTI 
claimed. 

Meanwhile,  although  no  official 
comment  could  be  obtained,  it  was 
indicated  FCC  may  act  upon  the 
petition  concurrently  with  or  short- 
ly after  the  announcement  of  its 
color  decision. 

It  was  disclosed  last  week  that 
Mr.  Matthews  wrote  Chairman 
Wayne  Coy  Aug.  16  about  Uniplex, 
explaining  CTI  "has  steadfastly 
maintained  that  each  of  the  three 
systems  proposed  in  the  recent 
hearings  was  beset  by  serious  diffi- 
culties. Bearing  this  in  mind,  and 
being  completely  independent  in 
thought  and  action,  the  engineers 
of  Color  Television  Inc.  continued 
research  and  development  work 
even  after  the  hearings  were  closed 
and  all  briefs  had  been  filed." 

Mr.  Matthews  wrote  that  by  vir- 
tue of  this  research  a  solution  has 
been  found  through  Uniplex  "which 
eliminates  most,  if  not  all,  of  the 
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objections  inherent  in  other  meth- 
ods previously  proposed"  for  color 
TV. 

In  a  reply  dated  Aug.  18,  also 
disclosed  last  week,  Chairman  Coy 
reminded  Mr.  Matthews  there  have 
been  other  color  television  develop- 
ments outside  the  record  since  the 
conclusion  of  the  extensive  hear- 
ing, including  General  Electric  Co.'s 
"frequency  interlace"  system  and 
RCA's  progress  report  [Telecast- 
ing, July  31,  Aug.  7]. 

"As  recognized  in  your  letter," 
Mr.  Coy  wrote,  "the  Commission 
must  decide  the  color  issues  upon 
the  basis  of  the  record  before  it." 

"However,"  the  Chairman  wrote, 
"the  Commission  at  all  times  de- 
sires to  keep  abreast  of  develop- 
ment in  the  radio  and  television 
field  and  will  be  glad  to  have  ap- 
propriate members  of  its  staff  dis- 
cuss developments"  with  CTI  offi- 
cials and  engineers.    He  suggested 


CTI  contact  FCC's  chief  engineer, 
Curtis  B.  Plummer,  to  arrange  a 
"mutually  convenient  date."  None 
reportedly  has  been  set  at  this  time. 

In  its  petition  to  reopen  the  color 
hearing  filed  last  Tuesday,  CTI  con- 
tended the  Uniplex  system  "is  fully 
compatible  with  present  black  and 
white  standards"  while  "detail  is 
transmitted  in  all  colors,  with  at- 
tainable resolution  corresponding 
with  black  and  white"  within  the 
4-mc  video  band  of  a  6-mc  TV  chan- 
nel. 

Features  Cited 

"Attainable  color  fidelity,"  CTI 
claimed,  "is  restricted  only  by  the 
limitations  inherent  in  any  three- 
color  system,  and  by  the  character- 
istics of  available  phosphors.  Color 
contamination  presents  no  prob- 
lem." 

CTI  contended  "brightness  should 
be  superior  to  that  of  other  pro- 
posed color  television  systems  using 
the  same  types  of  direct  view  tubes, 
since  the  duty  cycle  of  such  tubes, 
as  used  in  the  Uniplex  system,  ap- 
proaches 1009c."    No  limitation  in 


picture  size  exists,  CTI  stated,  and 
viewing  angles  and  distances  would 
correspond  to  monochrome  TV. 

Uniplex  system  camera,  accord- 
ing to  CTI,  "uses  only  one  standard 
camera  type  image  orthicon  upon 
which  only  one  image  containing 
complete  picture  information  is  pro- 
jected. No  registration  problems 
exist." 

There  is  no  problem  of  line  struc- 
ture in  the  dash  sequential  system, 
CTI  explained,  while  no  modifica- 
tion of  spacing  of  standard  mono- 
chrome sync  pulses  is  required  and 
"no  color  sync  signals  are  added  on 
the  'back  porch'  of  the  sync  signal." 
Color  sync  information  is  trans- 
mitted continuously  during  video 
transmission  and  automatic  color 
phasing  is  provided,  CTI  said. 

The  petition  claimed  no  fringing 
or  color  breakup  can  occur  in  Uni- 
plex while  flicker  is  of  the  same 
order  as  standard  monochrome. 
Inter-carrier  and  multipath  char- 
acteristics wei'e  termed  equivalent 
to  black  and  white  while  the  signal- 
to-noise  ratio  "is  not  degraded  as 
( Continued  on  page  5U ) 


GATE  EFFECT     NCAA,  Networks  to  Study 


SURVEY  of  college  football  gate 
receipts  is  scheduled  this  fall  to 
determine  impact  of  television  on 
attendance,  with  TV  networks  and 
National  Collegiate  Athletic  Assn. 
as  joint  sponsors. 

Preliminary  analysis  of  the  TV- 
football  situation  is  being  made  by 
National  Opinion  Research  Corp., 
U.  of  Chicago,  with  cost  under- 
written by  the  netwox-ks. 

Joint  Financing 

The  autumn  study  of  football 
receipts  probably  will  be  financed 
jointly  by  NCAA  and  the  networks. 
Originally  representatives  of  the 
two  groups  had  planned  an  exten- 
sive study  of  the  whole  subject,  in- 
cluding fan  reaction,  but  this  was 
dropped  when  it  was  felt  the  prob- 
able $30,000  cost  might  not  be 
justified  in  view  of  the  results  it 
could  yield. 

The  TV  sports  problem  was  dis- 
cussed at  length  by  the  NAB  TV 
Committee  at  its  first  meeting,  held 
Thursday-Friday  at  NAB  head- 
quarters in  Washington  with  Rob- 
ert D.  Swezey,  WDSU-TV  New 
Orleans  and  NAB  board  member, 
as  chairman. 

Heading  the  NCAA's  television 


group  is  Tom  Hamilton,  U.  of 
Pittsburgh  athletic  director.  Other 
members  of  the  committee  are 
Ralph  Furey,  Columbia  U.,  and 
Willis  0.  Hunter,  U.  of  Southern 
California. 

While  NCAA,  representing  near- 
ly 300  major  colleges,  is  genuinely 
concerned  over  television  it  is  not 
antagonistic,  according  to  those 
familiar  with  its  problems.  They 
take  the  position  that  colleges 
"must  learn  to  work  with  TV  and 
not  die  because  of  it." 

At  a  recent  NCAA-industry 
meeting  the  whole  problem  was  re- 
viewed at  length.  Representing 
networks  were  Joseph  H.  McCon- 
nell,  NBC  president,  and  Hugh  M. 
Beville  Jr.,  NBC  research  director. 

NCAA  committeemen  made  it 
clear  that  they  want  the  real  facts, 
disclosed  by  a  survey  conducted  im- 
partially and  without  bias. 

They  have  been  warned  of  the 
danger  in  drawing  hasty  conclu- 
sions at  this  stage  in  television's 
development.  Furthermore  they 
have  been  told  that  TV  actually 
builds  sports  fans,  as  shown  by  the 
Jordan  study  [Broadcasting,  Aug. 
21].  Incidental  but  important  bene- 
fits include  promotional  value  of 


interviews  between  game  periods 
and  frequent  announcements  and 
related  programs  prior  to  the  game 
itself. 

Another  phase  of  the  college 
television  situation  centers  in  the 
proposal  by  the  Western  Confer- 
ence to  televise  1951  games  in  thea- 
tres all  over  the  nation.  H.  0. 
(Fritz)  Crisler,  U.  of  Michigan 
athletic  director,  was  quoted  last 
week  by  Associated  Press  as  say- 
ing theatre  television  will  be  tested 
this  fall,  working  in  conjunction 
with  United  Paramount  Theatres 
Inc. 

Theatre  Estimate 

Mr.  Crisler  is  represented  as 
believing  theatres  could  gross  as 
high  as  $6,000  each  per  game,  fore- 
seeing possible  theatre  box  office 
returns  of  $2  million  for  a  single 
football  game. 

The  NAB  TV  Committee  went 
into  this  problem  at  length.  Some 
members  noted  that  TV  stations 
and  theatres  are  directly  competi- 
tive in  televising  sports  events. 

A  new  turn  in  the  college  foot- 
ball situation  developed  with  dis- 
closure that  U.  of  Penn  no  longer 
(Continued  on  page  55) 


BROADCASTING.    •  Telecasting 


WORLD  SERIES 

TV  Pool  Considered 

POSSIBILITY  of  a  repetition  of 
last  year's  pooled  telecasts  of  the 
World  Series  was  reportedly  in  the 
wind  last  week  as  Gillette  Safety 
Razor  Co.,  through  its  agency, 
Maxon  Inc.,  dickered  with  televi- 
sion networks. 

It  was  learned  authoritatively 
that  the  sponsor  and  its  agency 
had  discussed  the  matter  with  all 
four  television  networks  and  that 
one  network,  whose  identity  could 
not  be  learned,  had  proposed  the 
telecasts  be  pooled  again. 

Almost  every  interconnected  TV 
station  in  the  country  carried  the 
World  Series  in  1949,  including 
Gillette  commercials,  without  re- 
ceiving any  payment. 

It  was  also  learned  that  another 
network  last  week  denounced  the 
proposal  for  a  pool  operation  and 
urged  that  Gillette  place  the  series 
with  it  exclusively.  The  identity 
of  this  network  was  not  announced, 
but  was  believed  to  be  NBC. 

At  week's  end,  Maxon  reportedly 
had  not  completely  sounded  out 
the  other  two  television  networks 
as  to  their  feelings  on  the  proposal 
for  a  pool  operation,  although, 
plainly,  the  sponsor  was  hoping 
to  make  the  same  arrangements 
this  year  as  it  made  last. 

Reaction  Awaited 

The  success  of  a  pool  scheduling 
of  the  telecasts,  it  was  pointed 
out,  would  depend  upon  widespread 
station  acceptance  of  such  t  pro- 
cedure. Last  year,  although  most 
TV  stations  accepted  the  pool, 
most  did  so  grudgingly  and  with 
the  comment  they  would  not  par- 
ticipate in  such  a  free  ride  again. 

It  was  considered  doubtful  that 
Gillette  would  participate  in  a 
pool  operation  that  involved  pay- 
ment of  card  rates  to  stations, 
since  plainly  it  could  arrange  a 
single  network  that  would  give  it 
almost  as  much  coverage. 

Under  Gillette's  basic  contract 
with  MBS,  all  Mutual  stockholder 
stations  with  TV  outlets  will  carry 
the  telecasts. 

Meanwhile,  Mutual  was  proceed- 
ing to  line  up  another  whopping 
array  of  radio  stations  to  carry 
the  Gillette-sponsored  games.  Ev- 
ery Mutual  affiliate  will  participate 
as  well  as  stations  in  Canada, 
Latin  America,  and  overseas. 


FIRST  MEETING  of  NAB  TV  Committee  wcs  held  Thurs- 
day-Friday in  Washington.  Present  at  time  photo  was 
taken  (I  to  r):  Victor  A.  Sholis,  WHAS-TV  Louisville; 
George  J.  Higgins,  WISH  Indianapolis;  William  B.  Ryan, 

NAB  TV  SESSION 


NAB  general  managsr;  Robert  D.  Swezsy,  WDSU-TV  New 
Orleons;  Charles  A.  Batson,  NAB  TV  director;  Clair  R. 
McCollough,  WGAL-TV  Lancaster,  Pa.;  Roger  W.  Clipp, 
WFIL-TV  Philadelphia. 


Committee  Has  First  Meet 


At  Buffalo  tube  works,  Jackie  Cole- 
man, Buffalo's  "TV  Tube  Queen", 
and  Dr.  Baker  discuss  television. 


PROTESTS  against  attempts  of 
organized  theatre  owners  to  obtain 
exclusive  rights  to  telecast  college 
football  games  were  made  to  the 
NAB  TV  Committee,  which  held  its 
first  meeting  Thursday-Friday  at 
NAB  Washington  headquarters. 

The  whole  question  of  sports 
telecasting  (see  story  page  42) 
was  reviewed  in  detail  by  the  com- 
mittee under  chairmanship  of  Rob- 
ert D.  Swezey,  WDSU-TV  New 
Orleans  and  NAB  board  member. 

Attending  the  two-day  meeting,  be- 
sides Mr.  Swezey,  were  Roger  W. 
Clipp,  WFIL-TV  Philadelphia;  Clair 
R.  McCollough,  WGAL-TV  Lancaster, 
Pa.;  Victor  A.  Sholis,  WHAS-TV 
Louisville;  George  J.  Higgins,  WISH 
Indianapolis;  Ted  Cott,  WNBT  (TV) 
New  York;  Eugene  S.  Thomas,  WOR- 
TV  New  York.  Representing  NAB 
were  TV  Director  Charles  A.  Baston 
and  other  members  of  the  headquar- 
ters organization. 

While  the  role  of  TV  in  the  de- 
fense picture  took  considerable 
time,  the  committee  went  into  such 

SET  OPERATION 

Dr.  Baker  Sees  Nine  Million 

PREDICTION  that  nine  million 
TV  receivers  will  be  in  operation 
in  the  United  States  by  the  end  of 
1950  was  made  Aug.  16  by  Dr.  W. 
R.  G.  Baker,  vice  president  of  Gen- 
eral Electric  Co.,  when  the  firm's 
one-millionth  picture  tube  rolled 
off  the  Buffalo,  N.  Y.,  tube  works' 
production  lines. 

Speaking  at  ceremonies  marking 
the  Buffalo  achievement.  Dr.  Baker 
said  one  out  of  every  17  persons  in 
the  U.  S.  will  have  a  TV  set  at  that 
time.  He  contrasted  this  with  an 
estimated  50,000  sets  in  use  in  the 
Soviet  Union,  or  one  for  every  4,228 
people. 

Dr.  Baker  pointed  out  that  mod- 
ern American  production  methods 
have  reduced  the  cost  of  TV  re- 
ceivers to  a  point  where  they  are 
lower,  in  terms  of  real  wages,  than 
were  radio  receivers  during  radio's 
comparable  stage  of  development. 
He  stated  that  GE's  new  color  sys- 
tem holds  "great  promise  and  may 
do  much  to  bring  the  advent  of  suc- 
cessful color  television  closer." 


problems  as  labor  relations,  sales 
promotion,  standardization  pro- 
jects including  contracts  and  slide 
sizes,  allocations  and  the  ASCAP 
rate  negotiations. 

Proposed  writing  of  a  TV  code 
paralleling  the  Standards  of  Prac- 
tice for  aural  stations  was  dis- 
cussed by  members. 

Representatives  of  organized 
theatre  interests,  who  had  asked 
for  a  hearing,  appeared  at  the 
Friday  session.  They  included  Rob- 
ert H.  O'Brien,  secretary-treasurer. 
United  Paramount  Theatres ; 
Nathan  Halpern,  TV  Committee 
chairman  of  the  Theatre  Owners 
of  America,  and  Marcus  Cohn, 
TOA  counsel. 

While  the  station  and  theatre 
groups  are  highly  competitive  in 
seeking  rights  to  games  and  pre- 
senting them  to  the  public,  the  dis- 
cussion was  on  a  friendly  basis, 
according  to  word  from  the  com- 
mittee room. 

Richard  P.  Doherty,  NAB  em- 
ploye-employer relations  director, 
analyzed  TV  station  operating  costs 
at  the  Thursday  meeting  [Broad- 
casting, Aug.  21].  Status  of  labor 
problems  and  prospects  of  settling 
these  issues  were  reviewed  by  Mr. 
Doherty,  who  also  outlined  NAB's 
cost  analysis,  personnel  and  other 
services. 

Allocations  Status 

Neal  McNaughton,  NAB  engi- 
neering director,  outlined  the  sta- 
tus of  the  FCC's  allocations  hear- 
ing. He  explained  progress  made 
by  the  NAB  Recording  &  Repro- 
ducing Standards  Committee  in 
standardizing  slides  and  other 
program  material  and  related 
equipment. 

The  committee  is  understood  to 
have  endorsed  work  of  the  all- 
industry  ASCAP  per-program  ne- 
gotiatirg  committee  and  to  have 
approved  proposal  to  raise  funds 
to  finance  further  negotiations. 

Ralph  W.  Hardy.  NAB  govern- 
ment relations  director,  and  Robert 
K.  Richards,  public  affairs  director, 
reported  on  plans  for  an  educa- 
tional policies  commission,  relations 
with  federal  agencies  and  Con- 
gress, and  problems  that  will  arise 
if  the  TV  freeze  is  continued  in- 


definitely. 

Jack  Hardesty,  assistant  public 
affairs  director,  gave  an  analysis 
of  the  sports  telecasting  situation 
and  NAB's  role  in  working  out  a 
solution  with  professional  and 
scholastic  interests. 

Vincent  Wasilewski,  NAB  attor- 
ney, took  part  in  discussion  of  the 
legal  phases  of  sports  telecasting 
pnd  theatre  showings.  Court  de- 
cisions and  state  laws  limiting  the 
granting  of  exclusive  rights  by 
schools  were  cited. 


Telecasting    •  BROADCASTING 


BOB  HOPE  PACTS 

Paramount,  NBC  in  Deal 

UNIQUE  "meshing"  contracts,  de- 
signed to  reduce  television  and  mo- 
tion picture  competition,  are  being 
worked  out  by  Bob  Hope  with 
Paramount  Pictures  Inc.  and  NBC. 

New  contracts  are  designed  to 
schedule  first  run  of  Mr.  Hope's 
motion  pictures  so  they  will  not 
compete  with  the  comedian's  live 
NBC-TV  appearances. 

It  is  expected  similar  deals  will 
be  worked  out  covering  release  of 
earlier  Hope  pictures,  now  unavail- 
able on  television,  when  they  are 
released  for  video  use. 

Radio  and  TV  programs  will  be 
produced  by  Hope  Enterprises  in- 
cluding supplying  talent.  Mr.  Hope 
personally,  however,  will  continue 
under  exclusive  contract  to  NBC 
for  radio  and  video,  with  provision 
made  for  guest  appearances.  His 
Chesterfield  contract  is  for  radio 
only.  The  TV  deal  will  be  worked 
out  later. 

WTMJ-TV  Tubes 

WTMJ-TV  Milwaukee  has 
spent  $37,237  for  tubes  from 
the  start  of  operations  in 
December  1947  up  to  June  1. 
1950,  according  to  L.  W.  Her- 
zog  assistant  general  man- 
agei'  of  radio  for  The  Journal 
Co.,  parent  crganizaticn  of 
the  WTIMJ  stati^ons.  Twenty- 
three  orthicon.  four  icono- 
scope and  six  transmitter 
tubes  added  up  to  an  average 
cost    of    $1.74^3    per  hour. 
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atama. 


AWARD  for  promotion  and  sales  of 
Western-Holly  "CP"  gas  ranges  goes 
to  Zeke  Manners  (center),  star  of 
WJZ-TV  New  York  and  ABC  Pacific 
Coast  network  shows  sponsored  by 
American  Gas  Assn.  and  Western 
Stove  Co.  Looking  on  are  John  F. 
Brembeck  (1),  Western  Stove  adv. 
mgr.;  Charles  W.  Person,  American 
Gas  adv.  dir. 


^^^^^^ 


PRIOR  to  his  final  broadcast  of  At 
the  Mayor's  Desk  on  WPIX  (TV)  New 
York  Aug.  24,  Mayor  William 
O'Dwyer  (1 )  receives  certificate  of 
appreciation  from  Will  Baltin,  ex- 
ecutive secretary-treasurer  of  the 
Television  Broadcasters'  Assn.  for  his 
recognition  of  TV  as  an  instru-^__ 
ment  of  public  service.  ^^^^ 


IN  Fort  Worth  for  a  brief  vacation, 

"visiting  fireman,"  Paul  Whiteman 
(1),  ABC  vice  president,  enjoys  a  get- 
together  with  Bobby  Peters  (center), 
WBAP-TV  Ft.  Worth  star,  and  Harold 
Hough,  WBAP-AM-FM-TV  director. 
Mr.  Whiteman  visited  WBAP  studios 
during  Eiis  s^ay. 


BRIG.  GEN.  J.  E.  Nelson,  Minnesota's 
adjutant-gen.,  pins  "purple  heart" 
on  Dick  Hance,  WSTP-TV  Minne- 
apolis film  dir.,  for  "newsreel  work 
over  and  above  the  call  of  duty"  when 
he  was  knocked  unconscious  by  a 
tank  turret  lid  while  filming  National 
Guard  maneuvers  at  Camp  ^^^^ 
Ripley.  "^^^ 


APPEARING  in  public  for  the  first 
time  after  a  yecr's  stay  in  New 
York,  Mary  PicEiford  is  guest  of 
honor  at  the  Hollywood  Advertising 
Club  as  Mai  Boyd,  hsr  TV-radjo 
partner  and  owner  of  PRB  Inc., 
package  firm,  speaks  on  "The  Fall 
Season:  Rociio-TV  Profile. " 


to  depart  for  a  jaunt  in  this 
Stanley  Steamer  is  G.  Richard  Swift, 
\t\  general  mamcgsr  of  rodio  and 
tslsvision,  WCBS  New  York.  At  the 
v/hsel  of  the  omsient  bat  spick  and 
span  vehicle  is  his  host,  Robert  Wal- 
lach,  president  of  Associated 
Research  &  Development  Co. 


WJAX-TV  CASE 

FCC  Denial  Is  Protested 

THE  CITY  of  Jacksonville,  Fla., 
protested  last  week  that  FCC  went 
against  its  own  precedents  in  deny- 
ing the  city's  first  application  for 
an  extension  of  time  in  which  to 
complete  WJAX-TV  [Telecast- 
ing, Aug.  7]. 

While  FCC  turned  down  WJAX- 
TV's  first  request,  it  has  granted 
an  average  of  5.24  extensions  to 
each  of  100  currently  authorized 
TV  oiatlets  and  "only  three  tele- 
vision stations  have  commenced  a 
regular  program  service  prior  to 
their  being  granted  at  least  one 
extension,"  the  city  asserted  in  a 
petition  for  reconsideration  of  the 
WJAX-TV  denial. 

The  petition  continued: 

Furthermore,  each  and  every  one  of 
the  100  stations  have  received  one  or 
more  extensions  from  the  Commis- 
sion prior  to  filing  an  application  for 
license;  four  permittees  have  been 
granted  10  or  more  extensions;  12 
permittees  have  been  granted  five  or 
more  extensions  .  .  .  prior  to  their 
commencing  any  sort  of  regular  com- 
mercial program  service. 

The  city  asserted  that,  "in  sharp 
contrast  to  its  previous  record," 
FCC  not  only  denied  WJAX-TV's 
initial  extension  request  but  did 
so  "even  after  representations  by 
responsible  city  officials  that  the 
station  would  be  on  the  air  within 
six  months  after  an  extension  was 
granted." 

Other  Cases  Cited 
The  petition,  filed  by  Robert  L. 
Irwin  of  the  Washington  law  firm 
of  Dow,  Lohnes  &  Albertson,  spe- 
cifically cited  FCC's  decision  grant- 
ing additional  time  for  WHAS-TV 
Louisville  as  one  which  requires 
that  WJAX-TV  be  allowed  the  ex- 
tension it  sought. 

It  also  cited  court  and  FCC  de- 
cisions to  support  its  claim  that 
additional  time  should  be  granted 
for  WJAX-TV  because  there  is  no 
other  possibility  of  Jacksonville  se- 
curing additional  television  service 
"until  long  after  the  present  freeze 
on  television  assignments  is  lifted." 

The  city  reasserted  that  "any 
hesitancy  to  expend  funds  already 
allocated  for  the  construction  of  a 
television  station  was  not  because 
of  over-caution.  It  was  sound  busi- 
ness judgment  and  the  assumption 
by  the  permittee  of  the  degree  of 
financial  responsibility  which  the 
Communications  Act  imposed  on 
it." 

Financial  questions  which  arose, 
the  city  said,  related  to  operating 
costs  and  not  to  construction  of  the 
station.  The  amount  of  revenue 
certificates  was  increased  from 
$300,000  to  $500,000— but  this  could 
not  be  done,  the  petition  empha- 
sized, until  the  Legislature  con- 
vened and  passed  an  appropriate 
bill. 

In  the  meantime,  FCC  was  told, 
"the  City  .  .  .  deemed  it  advisable 
not  to  proceed  with  the  construc- 
tion .  .  .  until  it  was  assured  of 
revenue  certificates  in  an  amount 
to  insure  the  construction  and 
operation  of  its  proposed  station 


with  a  television  service  that  would 
benefit  the  people  in  the  service 
area." 

In  the  decision  denying  the  city's 
extension  bid,  Comrs.  Paul  A.  Wal- 
ker and  George  E.  Sterling  dis- 
sented, holding  that  additional  time 
should  be  allowed. 


RTMA  NAMES 

Three  Study  Groups 

THREE  committees  handling  mar- 
ket research,  industrial  relations 
and  membership  were  named  last 
week  by  Robert  C.  Sprague,  presi- 
dent of  Radio -Television  Mfrs. 
Assn. 

Chairman  of  the  Industrial  Rela- 
tions Committee  is  John  W.  Craig, 
Avco  Crosley  Division,  with  Leslie 
E.  Woods,  Raytheon  Mfg.  Co.,  as 
vice  chairman.  The  committee  ar- 
ranges annual  labor  seminars  and 
studies  labor  relations  developments 
affecting  the  industry. 

W.  H.  Rinkenbach,  Capehart- 
Farnsworth  Corp.,  was  named 
chairman  of  the  Market  Research 
Committee.  J.  J.  Kahn,  Standard 
Transformer  Corp.,  heads  the  Mem- 
bership Committee. 

RTMA  last  week  asked  the  Dept. 
of  State  to  seek  a  reduction  in 
Cuban  tariffs  on  TV  receiving 
equipment.  The  subject  will  come  up 
at  an  international  conference  to 
be  held  in  England. 

RTMA  has  asked  the  Dept.  of 
Commerce  to  take  steps  to  prevent 
registration  of  the  trade  mark 
"TV"  in  Brazil,  contending  the  let- 
ters are  widely  used  in  this  country 
and  American  manufacturers  would 
be  embarrassed  were  the  generic 
and  descriptive  term  registered. 


WW  J  STATIONS 

NABST  Pact  Ratified 

NABET  members  emnloved  at 
WWJ-AM-FM-TV  Detroit  last 
Thursday  ratified  wage  increases 
and  work  conditions  following  a 
strike  that  had  thrown  the  stations 
off  the  air  temporarily  [Broad- 
casting, Aug.  28]. 

The  scale  becomes  the  highest  in 
Detroit,  bringing  $1.50  increases 
plus  another  $1.50  next  February 
and  adding  up  to  a  total  of  $5.80 
as  a  result  of  escalator  provisions. 

Immediate  adoption  of  a  five- 
year  escalator  clause  is  provided. 
Radio  and  TV  technicians  receive 
salaries  varying  from  a  starting 
pay  of  $83.50  a  week  to  a  top  of 
$120.  The  contract  runs  until 
Jan.  31,  1952. 

NABET  technicians  had  thrown 
WWJ  off  the  air  Aug.  19  while  the 
station   was   celebrating   its  30th 
anniversary,  pulling  the  switches 
in  the  middle  of  an  announcement. . 
WWJ  management  said  there  was , 
nothing  in  the  final  agreement  that  | 
could  not  have  been   arrived   at  i 
without    interrupting    operations ;. 
and  work.    Negotiations  had  been ; 
going  on  since  last  February,  with  ^ 
NABET  taking  two  separate  60-; 
day  recess  periods. 


This  could  be  a  story  plucked  from  Aesop's  Fables.  But  it  isn't. 
From  the  beginning  of  time  the  Creator  has  been  experimenting 
with  color  vision.  He  has  field  tested  billions  of  experimental 
models,  and  He  has  not  yet  set  any  standards.  With  that  in 
mind  let's  not  be  overly  critical  of  the  FCC,  says  Robert  A.  Fox 
in  the  accompanying  article.  A  self-educated  expert  in  optics, 
Mr.  Fox  has  a  distinguished  background  as  engineer  and  scien- 
tist. A  native  of  Columbus,  Ohio,  he  attended  Ashland  College 
and  studied  for  his  electrical  engineering  degree  at  U.  of  Illi- 


nois. He  entered  radio  in  1925  as  owner-operator  of  WLBP 
Ashland.  From  1942  to  1945  he  served  with  the  scientific  and 
engineering  staffs  of  the  U.  S.  Office  of  Scientific  Research  and 
Development  in  South  America  and  in  the  European  and  Pacific 
war  theatres.  This  year  he  became  chief  engineer  of  WGAR 
Cleveland,  having  joined  the  station  in  1941.  Mr.  Fox  also 
has  served  in  engineering  capacities  with  several  Ohio  telephone 
companies  and  on  the  engineering  staff  of  WHK  another 
station  in  the  Forest  City. 


ROM  the  comments  regarding 
the  current  FCC  color  TV  de- 
cision in  Broadcasting  and 
.other  reports  and  publications,  it 
.  occurs  to  me  that  few  realize  the 
i difficult  position  of  the  FCC  in 
.  making  such  a  decision. 
I  Last  spring  at  the  NAB  conven- 
tion a  group  of  us  were  visiting 
;jone  of  the  TV  equipment  exhibits 
land  making  comments  about  the 
j|bulk  and  complexity  of  TV  cam- 
ieras.  G.  F.  (Fritz)  Leydorf  of 
iWJR  Detroit  made  the  joking  com- 
Jment  that  we  should  build  a  TV 
j!  camera  based  on  the  principle  of 
|ithe  eye,  including  color  features, 
jl  Nature  has  experimented  for  mil- 
j  lions  of  years  and  turned  out  bil- 
'I  lions  of  experimental  models.  Why 
jnot  take  advantage  of  all  this  ex- 
jl  perimentation  and  copy  nature's 
I  color  camera? 

i  Investigation  shows  that  after 
li  millions  of  years  nature  has  not 
'jyet  set  standards  for  vision,  either 
.  in  color  or  black  and  white.  Two 
j  different  types  of  color  systems  are 
i found  in  nature;  one  is  analogous 
'ito  the  CBS  color  system  using  fil- 
jiters,  another  seems  to  favor  RCA's 
1  color  system  using  a  three  color 
'jtube.  The  scanning  scheme  used 
I  in  the  eye  is  not  known. 
J  Nature  also  uses  two  kinds  of 
!  camera  tubes.  One  type  is  similar 
jto  the  iconoscope  using  the  cones 
ihof  the  retina  which  require  high 
y  light  intensity  to  function.  A  sec- 
I  ond  type  resembles  the  image  orthi- 
ji  con  using  the  rods  of  the  retina 
I  which  operates  with  low  light  in- 
i  tensity.    Combinations  of  the  two 

are  found  in  some  cases  with  both 

rods  and  cones. 

Nature  Testing 
Tubes  and  Lenses 

Not  only  has  nature  experi- 
mented with  color  systems  and 
camera  tubes,  but  with  lenses. 
Some  eyes  are  fixed  focus,  as  in 
insects,  with  very  shallow  depth 
of  focus  so  they  can  only  see  ob- 
jects close  to  them.  Other  eyes 
have  lenses  that  resemble  the 
Zoomar  as  in  the  hawk  arid  sea 
gull. 

Color  vision  is  found  only  in  an 
eye  equipped  with  cones — which  is 
also  the  camera  with  the  iconoscope 
since  high  light  intensity  is  re- 
quired. The  eye  also  may  be 
equipped  with  rods  which  are  the 
equivalent  of  the  image  orthicon 
tube  and  operate  with  low  light 
intensity  but  are  not  color  sensitive. 

In  front  of  each  of  the  cones  in 
an  eye  using  color  filters  there  is 
a  small  drop  of  brightly  colored 
fluid.  It  is  so  placed  that  light 
falling  on  the  sensitive  area  of  the 


THE  EYES 


HAVE  IT 

Or  Do  They? 


By  ROBERT  A.  FOX 

CHIEF  ENGINEER 
WGAR  CLEVELAND 


cone  must  pass  through  this  fluid 
which  acts  as  a  color  filter.  Ex- 
amination of  the  retina  of  a  chick- 
en, turtle,  pigeon,  or  certain  other 
birds  and  reptiles  will  show  that 
this  fluid  is  of  three  different 
colors;  red,  orange  and  green.  By 
use  of  these  filters  we  have  a  three 
color  system. 

Before  passing  on,  it  is  interest- 
ing to  note  that  chickens,  pigeons, 
etc.,  are  blind  at  night  and  there- 
fore have  to  go  to  roost  at  sunset. 
They  are  equipped  with  the  icono- 
scope type  of  camera  eye  which  will 
not  function  in  low  light  intensity. 
They  have  only  cones  in  their  re- 
tina— no  rods  for  night  vision. 

Another  type  of  color  vision 
found  in  nature  uses  cones  without 
filters  but  with  the  color  selectivity 
being  resolved  in  the  nerve  cells  to 
which  each  individual  cone  is  con- 
nected, or  to  the  color  sensitive 
pigments  in  the  cone.  There  is 
no  filter;  instead,  the  eye  is  more 
like  a  three  color  tube  using  three 
different  phosphors.  This  is  the 
type  of  eye  found  in  man,  as  well 
as  in  monkeys,  apes  and  some  other 
mammals.  This  is  like  RCA's  three 
color  picture  tube. 

To  give  the  FCC  courage  in  mak- 
ing a  color  decision,  we  should 
point  out  that  man  has  built  a 
much  better  color  corrected  lens 
for  his  cameras  than  nature  has 
for  the  eye.  The  human  eye  is 
poor  in  its  ability  to  focus  all 
colors  at  the  same  place  on  the 
retina  while  man  made  cameras 
of  the  cheapest  sort  have  very  well 
corrected  color  lenses. 

Nature,  to  compensate  for  poor 
color  correction  in  the  ultra-violet 


part  of  the  spectrum,  incorporates 
a  filter  in  the  lens  of  the  eye  to 
remove  the  colors  it  is  unable  to 
focus  correctly.  People  who  have 
had  the  lens  of  the  eye  removed  by 
an  operation  for  cataract  and  the 
lens  replaced  with  a  glass  lens, 
have  excellent  vision  in  ultra-violet 
light  which  leaves  ordinary  people 
entirely  blind. 

Some  Animals 
Like  Monochrome 

Black  and  white  TV  is  still  with 
us  and  has  many  faults.  Nature, 
too,  does  not  seem  entirely  satisfied 
in  the  matter  of  black  and  white 
vision  nor  in  the  matter  of  black 
and  white  vs.  color  and  therefore 
has  equipped  many  living  crea- 
tures only  with  black  and  white 
vision.  Dogs,  cattle,  fish,  insects, 
nocturnal  animals  such  as  possum, 
have  only  black  and  white  vision 
using  the  sensitive  rods  of  the  ret- 
ina. They  seem  to  get  along  very 
well.  It  is  of  interest  to  note  that 
the  animals  which  have  only  black 
and  white  vision  have  an  abundance 
of  rods  in  the  eyes.  This  is  the 
image  orthicon  type  of  camera  and 
operates  with  low  light  intensity 
and  therefore  their  night  vision  is 
excellent  but  resolution  usually 
suffers  in  this  type  of  eye. 

The  eye  of  man  has  a  concen- 
tration of  cones  near  the  center 
of  the  retina  called  the  "fovea." 
In  high  light  intensity,  man  uses 
the  cones  in  the  fovea  for  color 
vision  and  high  definition.  When 
light  diminishes,  the  rods  come  into 
action  since  they  can  absorb  more 
light  than  cones  but  both  color  and 


definition  suffer.  Below  a  certain 
light  level  the  cones  become  useless 
and  vision  is  by  the  use  of  the  rods 
in  the  retina  and  we  have  no  color 
perception.  Thus  under  conditions 
of  low  light  intensity  man  has  only 
black  and  white  vision.  He  may 
be  able  to  tell  a  dog  from  a  cat, 
but  he  cannot  tell  a  yellow  dog 
from  a  brown  dog. 

The  subject  of  color  vision  fills 
many  technical  volumes  and  some 
points  are  still  disputed,  so  it  is 
impossible  to  resolve  the  problem 
here,  but  you  see  the  difficulty  of 
the  FCC  in  deciding  what  kind  of 
color  TV  we  are  to  adopt. 

Standards  Yet 
To  Be  Set 

The  Almighty  in  all  His  wisdom 
has  not  yet  set  standards  for  color 
vision.  For  millions  of  years  the 
experiment  has  been  going  on  and 
billions  and  billions  of  experimen- 
tal models  have  been  field  tested. 
The  Almighty  has  not  decided  that 
some  forms  of  life  are  ready  for, 
or  need,  color  vision  so  these  are 
equipped  only  with  black  and 
white.  No  decision  has  been  reached 
on  the  filter  system,  or  the  three 
color  phosphor  system,  or  even 
whether  it  should  be  a  three  color 
system  since  there  is  evidence  that 
two,  four,  five  and  even  seven  color 
systems  may  exist  in  nature.  Three 
colors  are  sufficient  to  produce  all 
the  shades  the  lens  of  the  eye  will 
pass. 

Let  us  not,  therefore,  find  fault 
and  belabor  the  FCC  on  the  color 
TV  qustion.  Rather  let  us  sym- 
pathize with  them.  After  all,  to 
make  a  decision  that  the  Lord 
Almighty  has  not  yet  made  is  a 
matter  not  to  be  taken  lightly. 


Mr.  FOX 
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NEW  BAB  HEAD 

Higgins  Takes  Office 

HUGH  M.  P.  HIGGINS,  former 
vice  president  and  general  manager 
of  WMOA  Marietta,  Ohio,  assumed 
directorship  of  Broadcast  Adver- 
tising Bureau  Friday,  taking  over 
the  post  vacated  in  mid-July  by 
Maurice  B.  Mitchell,  now  at  NBC. 
With  Mr.  Higgins  at  BAB's  New 
York  headquarters  are  two  assist- 
ant directors,  Lee  Hart  and  Meg 
Zahrt. 

James  L.  Ulmer,  for  several 
years  program  director  of  WMOA, 
was  appointed  by  President  Wil- 
liam G.  Wells  to  succeed  Mr.  Hig- 
gins as  station  manager. 


VIDEO  CARNIVAL 

WSM-TV  Draws  Throng 

HOLIDAY  spirit  prevailed  in 
Nashville  the  week  of  Aug.  13-17 
when  WSM-TV  there  held  its 
"Television  Carnival"  [Broadcast- 
ing, Aug.  28] — a  preview  of  the 
station's  telecasting  operation,  ten- 
atively  scheduled  to  start  in  mid- 
September. 

In  the  true  tent  fashion  of  the 
carnival,  shows  were  assembled  for 
telecast.  The  public — some  112,- 
000  persons  attended  the  five  day 
carnival  series — caught  its  first 
glimpse  of  television  in  the  home 
area.  Despite  a  rain  deluge  the 
first  three  days,  a  total  of  56,000 
attended  the  WSM  shows  under 
the  tents,  according  to  the  station. 

Sixteen  cooperating  distributors 
reported  an  equal  success  in  the 
selling  of  sets  to  potential  viewers. 
A  64-page  TV  section  was  issued 
by  the  Nashville  Tennessean  on 
Aug.  13,  opening  day  of  the  WSM- 
TV  carnival. 


ATAS  Amendment 

AMENDMENT  to  the  constitution 
of  the  Academy  of  Television  Arts 
&  Sciences  in  Los  Angeles,  calling 
for  five  classes  of  membership  in 
the  group,  was  adopted  at  a  recent 
regular  monthly  meeting.  Cate- 
gories include  (1)  active — those  en- 
gaged in  various  phases  of  televi- 
sion industry  as  set  forth  in  the 
amendment;  (2)  honorary — past 
presidents  (life);  (3)  fellowship — 
those  who  have  rendered  distin- 
guished and  N^aluable  service  in 
field  (life);  (4)  benefactor — per- 
son, firm  or  corporation  making  a 
contribution  of  $250  or  equivalent 
in  property  (year)  ;  (5)  associate 
— those  not  eligible  for  any  other 
class  of  membership  and  interested 
in  advancement  of  TV. 


White  House  Callers 

ROBERT  H.  HINCKLEY,  ABC 
vice  president,  and  Frank  Folsom, 
RCA  president,  were  recent  White 
House  callers.  Mr.  Hinckley  con- 
ferred Wednesday  with  the  Presi- 
dent on  his  trip  to  Europe  as  mem- 
ber of  the  public  advisory  board  of 
ECA.  He  will  study  effectiveness 
of  Voice  of  America  broadcasts. 
Mr.  Folsom  visited  President  Tru- 
man Aug.  25. 


AM 
FM 
TV 

*One  on  the  air. 

*  * 


Docket  Actions  .  .  . 

INITIAL  DECISION 
Centinela  Valley  Bcstg.  Co.,  Ingle- 
wood;  Balboa  Radio  Corp.,  Escondido; 
Crescent  Bay  Bcstg.  Co.,  Santa  Monica; 
Oceanside  Bcstg.  Co.,  Oceanside,  all 
Calif. — Initial  decision  issued  by  Hear- 
ing Examiner  Elizabeth  C.  Smith,  to 
grant  applications  of  Centinela  Valley 
Bcstg.  Co.,  new  station  on  1450  kc,  250 
w  fulltime,  at  Inglewood  and  grant  of 
application  of  Balboa  Radio  Corp.,  new 
station  at  Escondido  on  1450  kc,  250  w 
fulltime;  and  to  deny  application  of 
Crescent  Bay  Bcstg.  Co.,  Santa  Monica, 
new  station  on  1460  kc,  500  w  day,  and 
application  of  Oceanside  Bcstg.  Co., 
Oceanside,  new  station  on  1450  kc,  250 
w  fulltime.  Both  grants  subject  to  con- 
ditions.   Decision  Aug.  29. 

OPINION  AND  ORDERS 

KHUM  and  KIEM  Eureka,  CaUf.— 
By  opinion  and  order  denied  petition 
of  KHUM  for  reconsideration  of  Com- 
mission's action  of  March  28,  granting 
without  hearing  application  of  KIEM 
to  increase  power.   Order  Aug.  31. 

WJOL  Joliet,  111. — Adopted  opinion 
and  order  to  grant  renewal  of  license 
on  regular  basis;  denied  petition  of  A. 
J.  Felman  requesting  hearing  on  re- 
newal application,  dismissed  as  moot 
petition  for  extension  of  time  for  com- 
pliance with  Sec.  3.109  of  rules.  Order 
Aug.  31. 


Deletions  .  .  . 

ONE  FM  and  one  AM  authorization 
reported  deleted  last  week  by  FCC. 
Total  to  date  since  Jan.  1:  AM  31; 
FM  90;  TV  3. 

WFIR  Danbury,  Conn.  —  Fairfield 
Bcstg.  Co.    CP  Aug.  24.  Forfeiture. 

V^BMS-FM  Boston,  Mass.  —  WBMS 
Inc.    CP  Aug.  28.  Economic. 


Non-Docket  Actions  .  .  . 

TRANSFER  GRANTS 
KCMO-AM-FM  Kansas  City,  Mo.— 
Granted  transfer  of  control  in  KCMO 
Bcstg.  Co.,  licensee,  to  Lester  E.  Cox 
and  Tom  L.  Evans.  Mr.  Cox  and  Mr. 
Evans  buy  200  sh.  of  stock  held  by 
C.  C.  Payne  for  $200,000.  There  are 
presently  600  sh.  stock  issued  and  pur- 
chased 200  sh.  will  be  retired  to  the 
treasury,  reducing  issued  stock  to 
400  sh.  KCMO  is  assigned  50  kw  day, 
10  kw  night,  directional,  on  810  kc. 
See  story  this  issue.    Granted  Aug.  28. 

KSNY  Snyder,  Tex. — Granted  assign- 
ment of  license  from  Marshall  Formby 
and  John  Blake  d/b  as  Blake-Formby 
Bcstg.  Co.,  licensee,  to  John  Blake. 
Mr.  Formby  sells  his  25%  interest  in 
station  to  Mr.  Blake  for  $9,750.  John 
Blake  to  assign  his  50%  in  KPAN  Here- 
ford, Tex.  to  Mr.  Formby,  applications 
filed  simultaneously.  KSNY  is  assigned 
1280  kc,  500  w  day.    Granted  Aug.  28. 


New  Applications  .  .  . 

AM  APPLICATIONS 

Cape  Girardeau,  Mo. — Cape  County 
Bcstg.  Co.,  1230  kc,  250  w  unlimited. 
Estimated  construction  cost  $10,350. 
Applicant  is  permittee  of  KGMO(FM) 
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outlet  in  Cape  Girardeau.  Filed  Aug.  25. 

Yuma,  Ariz.  —  Southwestern  Bcstg. 
Co.,  1240  kc,  250  w  fulltime.  Estimated 
construction  cost  $7,640.  Principals  in- 
clude: Robert  Henry  Armstrong,  50% 
interest  in  law  firm  Armstrong  &  Spec- 
tor,  80%;  Henry  Chester  Darwin,  man- 
ager KCLF  Clifton,  Ariz.,  20%.  Filed 
Aug.  25. 

Ava,  111.— Ava  Bcstg.  Co.,  1230  kc, 
250  w  unlimited.  Estimated  construc- 
tion cost  $10,200.  Father  and  son  part- 
nership consists  of  Leonard  M.  and 
Leonard  F.  Johnson.  Leonard  M.  John- 
son is  owner  of  The  Ava  Citizen,  news- 
paper (also  job  printing)  and  Leonard 
F.  is  a  journeyman  carpenter.  Filed 
Aug.  29. 

Pontiac,  Mich.  —  John  C.  Pomeroy, 
1470  kc,  500  w  day.  Estimated  construc- 
tion cost  $7,186.  Mr.  Pomeroy,  sole 
applicant,  established  WILS  Lansing, 
Mich.,  with  his  brother  and  is  27% 
owner  that  station.  He  is  also  assistant 
manager,  chief  engineer  and  public 
service  director  WILS.  Filed  Aug.  29. 

TRANSFER  REQUESTS 
WAKE  Greenville,  S.  C. — Assignment 
of  CP  from  Charles  B.  Britt,  Joe  H. 
Britt,  Vardry  D.  Ramseur  and  John 
Arthur,  partnership  d/b  as  Piedmont 
Bcstg.  Co.,  permittee  to  a  corporation 
cf  same  partners.  Piedmont  Bcstg.  Co. 
Inc.  Partners  feel  corporate  form  of 
operation  more  desirable.  WAKE  is 
assigned  250  w  fulltime,  1490  kc.  Filed 
Aug.  22. 

WSAR  Fall  River,  Mass.— Transfer 
of  Fall  River  Bcstg.  Co.  Inc.,  (licensee) 
from  Fall  River  Herald  News  Pub.  Co. 
to  a  Mass.  corporation  Fall  River  Her- 
ald News  Pub.  Corp.  All  outstanding 
stock  of  Fall  River  Herald  News  Pub. 
Corp.,  is  owned  by  Margaret  K.  Kelly, 
Elizabeth  K.  Coakley,  Frances  K.  Shat- 
tuck,  Catherine  K.  Kelly,  Joan  K.  Kelly 
and  Mary  Cornelia  Kelly.  Application 
filed  simultaneously  to  transfer  Fall 
River  Herald  News  Pub.  Corp.,  to  Eliz- 
abeth R.  Kelly,  Frank  W.  Miller  and 
Frank  W.  Miller  Jr.,  as  voting  trustees. 
WSAR  is  assigned  5  kw  fulltime,  di- 
rectional, 1480  kc. 


KPRC-TV  Money 

WHEN  real  money  was 
shown  on  a  commercial  over 
KPRC-TV  Houston,  the  U.  S. 
Secret  Service  challenged  the 
commercial.  General  Man- 
ager Jack  Harris  agreed  not 
to  use  real  currency  until  he 
received  a  ruling.  In  the 
opinion  of  the  Treasury  De- 
partment's legal  counsel,  Mr. 
Harris  was  informed  later, 
"live"  telecasting  of  currency 
is  legal.  Furthermore,  the 
ruling  said  such  telecasting 
does  not  come  within  the 
meaning  of  the  statutes  pro- 
hibiting the  photographing 
of  currency,  etc. 


CRITICAL  JOBS 

Joint  Review  Group  Set 

CREATION  of  a  Joint  Committee 
on  Essential  Activities  and  Critical 
Occupations  to  review  periodically 
classification  lists  for  each  category 
was  announced  last  Thursday  by 
Secretary  of  Commerce  Charles 
Sawyer  and  Labor  Secretary 
Maurice  Tobin. 

Essential  activities  and  critical 
occupations  lists  were  issued  by 
the  two  department  heads  early 
last  month,  with  radio  broadcast- 
ing— AM,  TV,  FM  and  facsimile — 
declared  as  an  "essential  industry." 
Electrical  engineers  who  "design 
and  develop  radio,  telvision,  elec- 
tronic arid  allied  equipment"  were 
adjudged  "critical"  occupations 
[Broadcasting,  Aug.  7]. 

Another  purpose  of  the  new  joint 
committee  will  be  to  make  recom- 
mendations to  the  two  Secretaries 
with  respect  to  business  and  gov- 
ernment requests  for  revisions  and 
modifications  needed  to  assure  ful- 
fillment of  national  defense  re- 
quirements and  civilian  economy 
needs.- 

Secretary  Savs^er  named  H.  B. 
McCoy,  director.  Office  of  Industry 
and  Commerce,  as  Commerce  Dept. 
representative.  Arthur  W.  Motley, 
assistant  director,  U.  S.  Employ- 
ment Service  of  the  Bureau  of  Em- 
ployment Security,  was  appointed 
by  Secretary  Tobin.  Four  officials 
of  other  government  agencies  also 
were  designated  as  committee  ad- 
visors. 

The  committee  will  formulate 
procedures  for  prompt  handling  of 
requests  for  modifications  of  the 
two  lists  and  for  receiving  infor- 
mation in  support  of  such  requests. 


WCAU  PACT 

IBEW-Station  Sign 

SIGNING  of  collective  bargaining 
agreement  covering  all  technical 
employes  of  WCAU-AM-FM-TV 
Philadelphia  was  announced  last 
week  by  IBEW.  Retroactive  to 
Feb.  6,  contract  extends  to  Oct.  1 
1952,  according  to  IBEW  and  pro- 
vides pay  ranging  from  $68.50  per 
week  for  the  first  six  months  to 
$113  after  six  years.  Effective 
next  May  9  the  maximum  is  raised 
to  $115  and  progression  schedule 
shortened  to  five  years. 

Other  provisions,  according  to 
IBEW,  include  three-week  vacation 
plus  five  additional  days  of  paid 
vacation  in  lieu  of  holidays;  sen- 
iority provisions;  daily  and  weekly 
overtime  provision;  military  leave 
of  absence  and  sick  leave.  Pre- 
viously WCAU  technical  employes 
had  been  represented  by  American 
Communications  Assn.,  but  IBEW 
was  certified  last  spring  by  NLRB 
after  an  election. 


Nation  Hears  Truman 

PRESIDENT  TRUMAN  reported 
to  the  nation  Friday  night  on  the 
Korean  war  situation  and  its  af- 
fect on  national  and  international 
affairs.  The  simulcast  was  heard 
at  10  p.m.  on  aural  stations  and 
TV  outlets  on  the  network  links. 


NEW  CALL  ASSIGNMENTS:  KCON  Conway,  Ark.  (Conway  Bcstg.  Co.,  1230  kc 
250  w  unlimited);  KFGR  Forest  Grove,  Ore.  (Irving  V.  Schmidtke,  1570  kc,  250 
w  unlimited);  KHAD  Delano,  Calif.  (George  F.  Haddican,  1340  kc,  250  w  un- 
limited); KMBL  Junction,  Tex.  (Kimble  County  Bcstg.  Co.,  1450  kc,  100  w 
unlimited);  KOLJ  Quanah,  Tex.  (Orville  L.  Jenkins,  1150  kc,  500  w  unlimited); 
KPOO  San  Francisco,  changed  from  KRUZ  (Grant  R.  Wrathall);  WACL  Way- 
cross,  Ga.  changed  from  WJHR  (The  Southeastern  Bcstg.  System);  WBKV-West 
Bend,  Wis.,  changed  from  WPJM  (West  Bend  Bcstg.  Co.);  WMFI  Moorefield, 
W.  Va.  (Lost  River  Bcstg.  Corp.,.  790  kc,  1  kw  unlimited);  WMOK  Metropolis, 
ni.  (Fort  Massac  Bcstg.  Co.,  920  kc,  500  w  unlimited);  WMTW  Manistee,  Mich, 
changed  from  WDLG  (Manistee  Radio  Corp.);  WRAY  Princeton,  Ind.  (M.  R. 
Lankford,  1250  kc,  1  kw  day). 

*  —  
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New  Grants,  Transfers,  Changes,  Applicationf 


HoX   ^COte  SUMMARY  TO  AUGUST  31 

Summary  of  Authorizations,  Stations  On  the  Air,  Applications 

Appli- 

Total  Cond'l  cations 

s  On  Air     Licensed     CPs        Grants   Pending  H^ 

;ations    2,175  2,145  172  280 

ations    685  505  213  1*  20 

itions   106  51  58  355 
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--I'lifii^^ 


PM 


Mvsteries  of  Chinatown 
F  (E-M)  Thru  9/3 
Slage  Two  Bevue 

 O/ln  of  e»q 


Soap  Box  Theatre 
F  (E-M) 


General  Electric  Co. 
Fred  Waring  Show 
Start:  9/24 


Co-op 
They  Stand  Accused 
L  (E-M) 


Philco  Corp. 
Philco  Television 
Playhouse 
T.  IK-M'i 


Marshall  Plan  in  Action 
F  (E-M) 


Goodrich 
John  Daly 

News 


Stoppette 
What's  My  Line 


Arnold 
Robt.  Q. 
Lewis 


Congoleum-Nairn  Inc. 
Garroway  At  Large 
L  (E-M) 


Nestle  Co. 
(Nescafe) 


fy  s 

ts 


I  Show 


Co. 

iilone 


ihatown 


eritics 


if  era 


j'ords 


Double  Feature 
F  (E-M) 


Philip  Morris 
Horace  Heidt 
Start:  10/2 


General  Foods-Sanka 
The  Goldbergs 
Start:  9/25 


Westinghouse 
Studio  One 


Co-op 
Wrestling 
(From  Columbia  Park,  N.  J.) 
L  (E  iM)  .(NI) 


Admiral 
Lights  Out 
L 


Your  Witness 
F  (E-M) 


R.  J.  Reynolds 
Vaughn  Monroe  Show 
Start:  10/10 


American  Tobacco  Co. 
R.  Montgomery,  Lucky  Strike  Theatre 
Alternates  with  Colgat.e-Palmolive-Peet, 


Sports  Camera 
F  (E-M) 


Electric  Auto-Lite 
Suspense 


Drug  Store  TV  Prod. 
Cavalcade  of  Bands 
L  (E-M)  (NI) 


Procter  &  Gamble 
Fireside  Theater 
F 


Your  Witness 

L  (E-M) 
Sept.  6  oidy 


Bvmart 
Start:  10 '18 


Co-op 
Famous  Jury  Trials 
L  (E)  (NI) 


Armstrong  Cork  Co, 
Circle  Theatre 
L  (E-M) 


Philco  Corp. 
begins  9  p.m., 
Don  McNeill  TV  Show 
9/l:^  etseq.  1.  (E-M) 


P.  Lorillard 
Embassy  Cigarettes 
The  Web 


Consolidated  Cigar  Corp. 
Plainclothesman 
L  (E-M)  (NI) 


Kraft  Foods  Co.  TV  Theatre 
.  ,  L  (E-M) 


Arthur  Murray  Show 
L  (E-M)  Thru  9/7 
Packard  Motors,  Holiday 
Hotel  l.(E-M)9/Uetsea. 


Esso  Standard  Oil 

Kroger  Co. 
Alan  Young  Show 
 Start;  9/14  


Morey  Amsterdam  Show 
(DuMont  Telesets) 
L  (E-M)  (NI) 


Blind  Date 
L  (E-M) 


Lever 
Big  Town 
Start:  10/5 


Ford  Dealers  of  America 
Kay  Kyser 
L 


'ler  Derby  Thru  9/8  I 

ABC  Library  of  Arts  Films]  Tin  Pan  Alley 

totball  F  (E-M)  L  (E-M) 

(E-M) 


ids 


'olish 
iiera 

■:M)  (NI) 


Isle 


Ford  Motor — Ford  Theatre 
Magnavox — Magnavox  Theatre 
Alternate  Weeks 


Bond  Clothing  Stores 
Hands  on  Destiny 
L  (E-M)  (NI) 


Bonafide  Mills 
Versatile  Varieties 
L 


Roscoe  Karns, 
Inside  Detective 
L  (E-M)  (NI) 


American  Cig.  &  Cig. 
Big  Story  (alternates 
with  Emerson  Radio 
The  Clock)  L 


nan 
lib 


Roller  Derby 
L  (E-M)  " 


Block  Drug 
Mystery  Playhouse 


Local  Sponsors  (Co-op) 
Who  Said  That 
L  (E-M) 


American  Tobacco  Co. 
Roller  Derby 
L  (E-M) 


TBA 


Food  Store 
Programs  Corp. 
Star-Time 
T.  (F.-M^  (NT^ 


Masland 
At  Home 
Party 


Anchor 
I  locking 
Open  House 
T,  


P.  l  orillard 
Original  Amateur  Hour 
L 


I  Anchor 
Hocking 
Open  House 
I  L 


Co-op 
Wrestling 
L  (E-M) 


Pabst  Sales  Co. 
International  Boxing  Club 
Start:  9/27 


Tidewater  Assoc.  Oil 
Broadway  to  Hollywood 
L  (E-M) 


Bristol-Myers 
Break  the  Bank 
L 


Bolter  Derby 


Philip  Morris 
Truth  or  Consequences 


Armour 
Stars  Over  Hollywood 
F 


"Xnclior^^ 

Hocking 
Open  House 
L 


Blatz  Brewing  Co 
Roller  Derby 


Nash  Motors 
Nash  Airflyte  Theatre 
Start:  9/21 


Boxirifi 
L  (E-M)  (NI) 


U.  S.  Tobacco 
Martin  Kane, 
Private  Eye 
L 


General  Mills,  Lone 
Ranger  (repeat)  Last  9/8 
Best  Foods,  Inc.,  Pent- 
house  Party  L  (E-M) 


Kelvinator 
Morton  Downey 
Start:  9/22 


Standard  Oil  of  Indiana 
Wayne  King 


Mystery  for  .30  Minutes 

'F  (E-M) 
 ■■' 


Sylvania  Electric 
Beat  the  Clock 
Start:  9/29 


Drug  Store  I  V 
Productions 
Cavalcade  of  Stars 
L  (E-M)  (NI) 


Gillette 
Boxing 
L 


Chesebrough 
Greatest 
Fights 
F 


Roller  Derby 


Anchor 
Hocking 
Open  House 
L 


Exquisite 
Form  Bra's 
L(E-M) 
eff.  9/29 


Anchor^^ 

Hocking 
Open  House 
L 


Roller  Derby 
L  (E-M) 
(To  conclusion) 


Frank  Sinatra 


'iljlampbell  S6np,  Whitriian's,  Johnson's  Wax, 
yildroot.  Snow  Crop,  Minn   Mining  &  Mfg., 
SOS,  Benrus,  Cr.osley 
S aturday  Night  R.evue 


Carter 


Ludens  Sterling  Drug 

Sing  It  Again 


Co-op 
Wrestling 
L  (E-M) 
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PRICES  OF 
TELEVISION  SETS 
ARE  GOING  UP 

In  view  of  the  recent  announce- 
ments of  price  increase  of  televi- 
sion sets,  it  may  be  well  to  examine 
the  present  status  of  television  own- 
ership by  economic  levels. 


NEW  YORK 


Highest  level 
Upper  middle 
Lower  middle 
Lowest  level 

CHICAGO 

Highest  level 
Upper  middle 
Lower  middle 
Lowest  level 


%  Owning 
TV  Sets 

42.0 

39.9 
35.6 
28.4 


40.7 
39.0 
34.0 
24.6 


LOS  ANGELES 

Highest  level  40.0 

Upper  middle  36.8 

Lower  middle  3 1 .6 

Lowest  level  25.1 


For  Information  and 
Other  Telefacts 

ASK  THE  PULSE 

THE  PULSE 
INCORPORATED 

15  West  46th  Street 
New  York  19,  N.  Y. 
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Film  Spots  Draw  Throngs 


to 


TTENDANCE  at  River- 
^  ^view  Park,  one  of  the  na- 
tion's largest  amusement 
nters,  on  Chicago's  north- 
west side,  is  swinging  up 
harply  due  to  a  series  of  well- 
laced  film  spots  on  three  Chi- 
ago  television  stations,  park 
fficials  and  account  men  at 
liverview's  agency  report. 

"There's  no  question  about  it, 
■levision  is  doing  a  job  for  us," 
lys  Graeme  Botts,  public  rela- 
ons  director  at  Riverview.  "In 
:ite  of  our  extremely  cool  sum- 
er  in  Chicago,  and  a  hea\^  drop 
:  the  gate  during  one  rainy  week, 
e  anticipate  an  attendance  of  two 
illion  for  the  season.  Last  year 
e  had  only  about  1,500,000  admis- 
ons." 

Before  the  recent  rise  in  tem- 
3ratures  in  the  Chicago  area, 
iverview's  attendance  stood  at 
'I'^c  above  the  same  period  in  1949, 
hile  the  amusement  industry  in 

ijneral  was  experiencing  a  32 
p.    The  warm  spell  brought  out 
lousands  of  fun-seekers  above  the 

SDrm  for  the  first  two  months  of 
le  season  "but  television  had 
ade  its  impact  while  the  going 
as  rough,"  explains  Tom  O'Con- 
ell,  account  executive  ■^^'ith  Chris- 
ansen    Advertising,  Riverview's 

sjency. 

Children  Cite  TV 

"There  has  been  a  noticeable  in- 
■ease  in  the  number  of  children 
rtending,  and  dozens  of  them 
Dlunteer  the  information  they 
iw  'all  about  Riverview'  on  tele- 
.sion,"  Mr.  O'Connell  says. 

The  Christiansen  agency  and 
tlas  Film  Corp.,  Chicago,  col- 
borated  in  putting  Riverview  on 
V.  Early  last  spring  Norman 
indquist,  television  director  at 
tlas,  recalled  having  seen  a  public 
iterest  newsreel  on  Riverview 
-er  WGN-TV,  the  Chicago  Tri- 

ne  video  station.  He  checked 
[ith  Spencer  Allen,  WGN-TV 
:wsreel  editor,  and  learned  that 


since  the  film  had  been  shown 
nearly  two  years  before,  portions 
of  it  now  could  be  purchased  from 
the  station. 

Mr.  Lindquist  bought  250  feet 
of  the  film  showing  some  of  River- 
view's  most  thrilling  rides  and 
other  concessions.  In  league  vnth 
Mr.  O'Connell,  he  approached  park 
officials  with  the  proposal  that  the 
WGN-TV  scenes  be  edited  and 
synchronized  with  sound  eif ects  for 
use  the  week  before  Riverview 
opened.  Then,  with  the  park  sea- 
son underway,  new  film  could  be 
processed  for  subsequent  showing. 

Riverview   officials   went  along 


ALL  SEATS  are  filled  on  the  Bobs, 
famous  mile-a-minute  roller  coaster 
at  Riverview  Park  where  television 
spots  are  helping  to  break  attendance 
records. 


with  the  idea  and  since  May  10 
have  been  using  seven  spots  weekly, 
placed  in  or  near  highly  rated  TV 
shows  with  "kid  appeal."  Three 
of  the  spots  are  20  seconds  long, 
and  the  remainder  1  minute. 

On  WENR-TV,  Chicago's  ABC 
station,  a  spot  is  sandwiched  in  the 
Paddy  the  Pelican  show,  Thursday 
from  6  to  6:15  p.m.;  another,  at 
6:30  p.m.  Saturday,  is  preceded  by 
Ranch  Songs  and  followed  by  Lone 
Ranger;  a  third,  at  3:30  p.m.  Sun- 
day, is  between  Tots  Time  and 
Bronx  Zoo. 

On  WNBQ  (NBC)  a  Tuesday 
5:55  p.m.  spot  comes  between  Pet 


Shop  and  the  humorous  Public  Life 
of  Cliff  Norton;  Wednesday  at 
4:30  p.m.,  a  second  spot  is  pre- 
ceded by  Coming  Attractions  and 
followed  by  Howdy  Doody;  on  Fri- 
day, between  5  and  5:30  p.m.,  a 
third  is  sandwiched  in  a  western 
movie. 

WGN-TV  uses  one  Riverview 
spot  Monday  in  either  the  5:30  or 
6:30  p.m.  slot  (Captain  Video  or 
a  "Western"). 

Riverview's  budget  for  the  1950 
TV  spot  campaign  is  $15,000.  The 
park  also  uses  35  radio  announce- 
ments daily  on  WIND  Chicago, 
spaced  out  between  noon  and  7  p.m. 


GROWING  interest  and  participa- 
tion in  television  by  educational 
institutions  are  pointed  up  by  the 
U.  S.  Office  of  Education,  Washing- 
ton. Data  was  compiled  hy  D. 
Franklin  Dunham,  Chief  of  Radio, 
USOE. 

Mr.  Dunham  reported  45  col- 
leges and  universities  as  well  as 
21  school  systems  and  five  medical 
schools  engaged  in  preparing  TV 
programs  for  the  air.  This  list  was 
made  up  from  a  total  of  more  than 
250  educational  institutions  inter- 
ested in  TV  or  already  ready  to 
produce  television  programs  over 
local  stations  this  fall. 

Acknowledging  the  U.  of  Michi- 
gan-WWJ-TV  Detroit  announce- 
ment of  plans  to  telecast  an  adult 
education  program  series  and  give 
"credit  for  courses  [Telecasting, 
Aug.  7],  Dr.  Dunham  said: 

"[This]  is  one  of  the  most  stim- 
ulating signs  of  the  times  in  the 
development  of  television  progress 
in  our  country."  Crediting  Dr. 
Waldo  Abbott,  radio  and  television 
director  for  Michigan  U.  with  radio 
and  FM  pioneering.  Dr.  Dunham 
added  he  "is  now  about  to  pioneer 
in  another  great  milestone  for  that 
institution." 

Dr.  Dunham  touched  on  high- 
lights of  educational  participation 
in  TV.  Yale  U.,  he  said,  has  taken 


the  lead  in  the  East  for  writing 
and  producing  TV  shows.  He  also 
called  attention  to  Amherst  Col- 
lege whose  theatre  players  pro- 
duced "Romeo  and  Juliet"  over 
NBC-TV  a  year  ago  from  the  stage 
of  the  Folger  Library  in  Washing- 
ton. 

Also  mentioned  were  Johns  Hop- 
kins U.  and  Temple  U.  The  former 
is  continuing  for  the  third  year  a 
science  series  over  WAAM  (TV) 
Baltimore  while  the  latter  has  had 
a  series  running  over  WFIL-TV 
Philadelphia.  American  U.,  Wash- 
ington, has  been  presenting  a  series 
on  WMAL-TV  Washington  called 
District  Viewpoint,  featuring  topic 
discussion  and  an  electronic  voting 
jury,  he  added. 

Syracuse  Gift 

A  $150,000  gift  to  Syracuse  U., 
Dr.  Dunham  said,  was  impetus  for 
that  school  to  set  up  fully  equipped 
studios  and  produce  live  programs 
for  transmission  over  WSYR-TV 
Syracuse.  Cornell  U.,  which  writes 
and  produces  TV  shows  at  its  F'lm 
Center,  oifers  them  for  use  by  sta- 
tions over  the  country. 

The  U.  of  Illinois  has  plans  to 
o\\Ti  and  operate  its  own  TV  sta- 
tion while  conducting  special  re- 
search projects  in  the  medium. 
First  university  to  own  and  operate 


lelecasting    •  BROADCASTING 


Interest  Growing 


a  station  was  Iowa  State  College. 
Its  WOI-TV  Ames  now  carries  pro- 
grams of  the  four  national  tele- 
vision networks.  Dr.  Dunham  ob- 
served. 

Complete  facilities  are  expected 
to  be  installed  on  campus  by  the  U. 
of  Texas  which  already  has  pro- 
duced shows  on  WBAF-TV  Fort 
Worth,  WFAA-TV  Dallas  and 
KEYL  (TV)  San  Antonio,  Dr. 
Dunham  reported.  Alabama  U., 
now  operating  TV  activities  over 
Birmingham  stations  as  well  as 
teaching  TV  production  techniques, 
plans  to  coordinate  its  radio-TV 
services  into  one  center. 

Pioneering  in  the  TV  field  is 
Creighton  U.  (Omaha)  which  has 
been  experimenting  with  many 
types  of  science  programs  over 
WOW-TV  Omaha  for  the  past 
three  years.  He  also  pointed  to  the 
city  school  systems  of  Philadelphia, 
New  York,  Buffalo,  Cleveland,  Cin- 
cinnati, Baltimore,  Detroit  and 
Chicago  which  are  experimenting 
with  use  of  television  for  the  class- 
room. 

Pacific  Coast  TV  programs  are 
being  presented  by  the  U.  of  South- 
ern California,  the  U.  of  Califor- 
nia (Southern  Branch)  and  Loy- 
ola U.  at  Los  Angeles,  Dr.  Dunham 
said.  Stanford  U.  at  Palo  Alto 
(Continued  on  page  54) 
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DURING  the  first  half  of  1950 
the  number  of  advertisers 
sponsoring  programs  on  the 
TV  networks  of  ABC,  CBS  and 
NBC  increased  from  59  in  Janu- 
ary to  79  in  June.  The  number  of 
sponsored  programs  on  these  three 
TV  networks  concurrently  rose 
from  83  in  January  to  103  in 
June.  The  gross  time  costs  mean- 
while increased  from  $1,889,579  in 
January  to  $2,884,273  in  June. 

The  above  figures  were  derived 
by  Telecasting  from  tabulations 
of  individual  advertising  video  net- 
work programs  prepared  by  Pub- 
lishers Information  Bureau  from 
data  provided  by  the  three  TV  net- 
works. DuMont,  fourth  video  net- 
work, does  not  make  its  billing 
figures  available. 

Ford  Motor  Co.  was  the  leading 
TV  network  advertiser  both  in  June 
and  during  the  first  six  months  of 
the  year,  according  to  the  three- 
network  data,  with  gross  TV  net- 
work time  costs  of  $188,585  in  June 
and  $911,681  during  the  six-month 
period.  R.  J.  Reynolds  Tobacco 
Co.  ranked  second  and  National 
Dairy  Products  third  for  both  June 
and  January-June. 

Also  included  in  the  top  10  TV 
network  clients  for  the  month  and 
half-year  (see  Tables  I  and  II)  are 
P.  Lorillard  &  Co.,  General  Foods 
Corp.,  RCA,  Mohawk  Carpet  Mills, 
Xiiggett  &  Myers  Tobacco  Co.  and 
Philco  Corp.  American  Tobacco 
Co.  ranked  eighth  in  June  but  does 


telestdlus 


It 


Network  Sponsors 
Increase 

(Report  127) 


TABLE  III 
Gross  TV  Network  Time  Sales  for 
June  and  First  Quarter  1950 


TABLE  I 


in 


Ten  Top  TV  Network*  Advertisers 
June  1950 

1.  Ford   Motor    Co.   $188,585 

2.  K.  J.  Reynolds  Tobacco  Co.  149,345 

3.  National   Dairy   Products...  131,811 

4.  P.  Lorillard  &  Co   124,125 

5.  General   Foods   Corp.   100,510 

6.  RCA    97,619 

7.  Mohawk  Carpet  Mills   81,173 

8.  American  Tobacco  Co   80,644 

9.  Liggett  &  Myers  Tobacco  Co.  78,155 
10.  Philco  Corp   77,760 


Product  Group 
Apparel 

Automotive,  Auto.  Acces.  &  Equip. 
Beer,  Wine  &  Liquor 
Confectionery  &  Soft  Drinks 
Consumer  Services 
Drugs  &  Remedies 
Foods 

Gasoline,  Lubricants  &  Other  Fuels 
Horticulture 

Household  Equipment  &  Supplies 
Household  Furnishings 

* 

not  appear  in  the  six-month  list  as 
it  ranked  13th  for  that  period. 
General  Motors  Corp.,  conversely, 
is  listed  as  sixth  ranking  TV  net- 
work user  for  the  January-June 
period,  but  is  not  included  in  the 
first  10  for  June,  when  this  com- 
pany ranked  eleventh  in  standpoint 
of  gross  time  charges. 

Breakdown  of  video  network 
time  costs  by  industry  classifica- 
tions (Table  III)  shows  that  to- 
bacco and  smoking  accessory  pro- 
ducers led  all  other  advertisers  by 
buying  $517,144  worth  of  network 

Jj<  * 

TABLE  11 
Ten  Top  TV  Network*  Advertisers 
January-June  1950 

1.  Ford  Motor  Co  $911,681 

2.  R.  J.  Reynolds  Tobacco  Co.  767,155 

3.  National  Dairy  Products  642,482 

4.  Liggett  &  Myers  Tobacco  Co.  566,635 

5.  RCA    525,284 

6.  General  Motors  Corp  511,044 

7.  P.  Lorillard  &  Co.   497,973 

8.  General  Foods  Corp   451,406 

9.  Philco  Corp.    422,645 

10.  Mohawk  Carpet  Mills  405,489 
*ABC,  CBS,  NBC  TV  networks;  Du- 
Mont figures  not  available. 


June 
1950 

$48,270 
428,103 
73,840 
160,019 
22,950 
12,330 
466,904 
107,470 

154,000 
210,153 


Jan. -June 
1950 

$346,883 
2,157,558 
648,501 
505,107 
99,765 
109,800 
1,980,261 
583,710 
1,140 
919,143 
966,019 


Product  Group 
Industrial  Materials 
Jewelry,  Optical  Goods  &  Cameras 
Publishing  &  Media  . 
Radios,  TV  Sets,  Phonographs, 

Musical  Instruments  &  Acces. 
Retail  Stores 
Smoking  Materials 
Soaps,  Cleansers  &  Polishes 
Toiletries  &  Toilet  Goods 
Miscellaneous 

Total 


June 

1950 
75,515 
16,725 
21,765 

293,627 

517,144 
31,635 

225,313 
18,510 


Jan. -June 

1950 
85,213 
43,296 
125,297 

1,475,402 
1,631 
2,551,009 
193,515 
1,143,039 
95,096 


$2,884,273  $14,031,385 


time  in  June  and  $2,551,009,  dur- 
ing the  half-year.  Second-ranked 
in  June  is  the  food  group,  although 
it  falls  third  for  the  January-June 
period.  Automobile  manufacturers, 
third  highest  for  June,  were  second 
for  the  half-year.  Other  heavy 
spenders  are  the  Radio  and  the 
Toilet  Goods  gi-oups,  placing  fourth 
and  fifth  respectively. 

*    *  * 

John  Meek  Cites 
Force  of  Video 

TELEVISION  should  become  "one 
of  the  greatest  forces  for  progress 
in  American  history"  instead  of 
"sort  of  a  sideshow,"  in  the  opin- 
ion of  John  S.  Meek,  president  of 
Meek  Industries  and  Scott  Radio 
Labs. 

Mr.  Meek,  in  a  letter  last  week 
to  the  Television  Broadcasters 
Assn.,  asserted  "we  have  the  great- 
est opportunity  to  contribute  to  the 
people's  welfare  that  has  ever  been 
afforded  to  a  single  industry."  He 
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City 

Albuquerque 

Ames 

Atlanta 

Ealtimore 

Binghamton 

Birmingham 

Bloomington 

Boston 

Buffalo 

Charlotte 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas, 

Ft.  Worth 
Davenport 

Quad  Cities 
Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntinoton- 
Charleston 

Indianapolis 

Jacksonville 

Johnstov/n 

Kalamazoo- 
Battle  Creek 

Kansas  City 

Lancaster  * 

Lansing 

Los  Angeles 


Outlets  On  Air 

KOB-TV 

WOl-TV 

WAGA-TV,  WSB-TV 

WAAM,  WBAL-TV,  WMAR-TV 

WNBF-TV 

WAFM-TV,  WBRC-TV 
WTTV 

WBZ-TV,  WNAC-TV 

WBEN-TV 

WBTV 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 
WCPO-TV,  WKRC-TV,  WLWT 
WEWS,  WNBK,  WXEl 
WBNS-TV,  WLWC,  WTVN 

KRID-TV,  WFAA-TV,  WBAP-TV 
WOC-TV 

Include  Davenport,  Moline,  Rock  island, 
WHIO-TV,  WIWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 

WBAP-TV,  KRLD,  WFAA-TV 

WLAV-TV 

WFMY-TV 

KPRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 

WKZO-TV 
WDAF-TV 
WGAL-TV 
WJIM-TV 

KECA-TV,  KFI-TV,  KIAC-TV,  KNBH, 
KTLA,  KTSL,  KTTV 


Number  Sets 
4,000 
12,298 
52,325 
191.515 
18,650 
21,200 
7,600 
447,005 
110,251 
22,218 
568,063 
153,000 
260,185 
86,000 

65,681 
16,218 
East  Moline 

106,000 
282,357 
37,650 

65,681 
43,055 
15,458 
35,002 

18,230 
69,000 
12,000 
26.500 
34,043 

42,107 
54,435 
28,500 
642,897 


City 

Louisville 
Memphis 
Miami 
Milwaukee 
Minn.-St.  Paul 
Nashville 
New  Haven 
New  Orleans 
New  York 

Newark 
Norfolk 

Oklahoma  City 

Omaha 

Philadelphio 

Phoenix 

Pittsburgh 

Portland,  Ore. 

Providence 

Richmond 

Rochester 

Rock  Island 

Quad  Cities 
Salt  Lake  City 
San  Antonio 
San  Diego 
San  Francisco 
Schenectady 

Albany-Troy 
Seattle 
St.  Louis 
Syracuse 
Toledo 
Tulsa 

Utica-Rome 
Washington 
Wilmington 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 

WNHC-TV 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 
WOR-TV,  WPIX 

WATV  Inc.  in 

WTAR-TV 

WKY-TV 

KMTV,  WOW-TV 
WCAU-TV,  WFIL-TV,  WPTZ 
KPHO-TV 
WDTV 


Number  Sets 
39,075 
49,278 
33,900 
129,068 
105,100 
1,500 
90,300 
30,800 
1,500,000 

N.  Y.  estimate 
23,420 
36,900 
30,026 
540,000 
16,150 
130,000 
978 
71,800 
38,925 
45,926 
16,218 
East  Moline 


WJAR-TV 
WTVR 
WHAM-TV 
WHBF-TV 

Include  Davenport,  Moline,  Rock  Island, 

KDYL-TV,  KSL-TV  21,000 

KEYL-TV,  WOAI-TV  24,781 

KFMB-TV  48,500 

KGO-TV,  KPIX,  KRON-TV  74.826 

WRGB  90,500 

KING-TV  33,100 

KSD-TV  162,500 

WHEN,  WSYR-TV  56,227 

WSPD-TV  51,000 

KOTV  36,075 

WKTV  21,500 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG  150,325 

WDEL-TV  40,081 


*  Lancaster  ond  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  7,207,009 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  is 
necessarily  approximate. 


suggested  that  broadcasters  make 
video  a  force  toward  culture  and 
education  "before  the  patterns  of 
programming  have  become  rigid, 
and  the  cold  hand  of  100%  com- 
mercialism brings  slow  death  to 
this  great  opportunity." 

*    *  * 

ARB  Releases  Three-City 
Program  Ratings 

AUGUST  television  program  rat- 
ings for  New  York,  Philadelphia 
and  Chicago  have  been  released  by 
American  Research  Bureau,  Wash- 
ington. 

For  the.  Aug.  1-7  period,  ARB 
reports  the  following  top-ranking 
programs  in  the  cities  covered: 

NEW  YORK 

1.  Toast  of  the  Town  '"■3 

2.  Stage  Coach  25.9 

3.  Film   Theatre   (WCBS-TV)  24.« 

4.  Jack  Haley  Show  24.% 

5.  Children's  Hour  23.1J 

6.  Beat  the  Clock  22.7| 

7.  Orig.  Amateur  Hour  22.X 

8.  Starlight  Theatre  21.« 

9.  Break  the  Bank  21  .Q 
10.  Garry  Moore  Show  19.^ 

PHILADELPHIA 

1.  Toast  of  the  Town  41.8 

2.  Cavalcade  of  Stars  40.6 

3.  Film  Playhouse  (WFIL-TV)  37.8 

4.  TV  Teen  Club  36.1 

5.  Phillies  Baseball*  35.8 

6.  Stop  the  Music  34.4 

7.  Jack  Haley  Show  33.0 

8.  Orig.  Amateur  Hour  32.5 

9.  The  Big  Story  32.2 
10.  Mystery  Hour  31.3 
*  Average  rating  ^ 

CHICAGO 

1.  Orig.  Amateur  Hour  36.3 

2.  Kraft  TV  Theatre  28.5 

3.  Toast  of  the  Town  28.2 

4.  Break  the  Bank  27.5 

5.  Motion  Pict.  Acad.  27.5 

6.  Four   Star  Theatre  27.2 

7.  The  Big  Story  27.0 

8.  Premiere  Playhouse  25.0 

9.  Community  Theatre  23.6 
10.  Courtesy  TV  Theatre  23.4 
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Videodex  Releases 
August  Chicago  Ratings 

VIDEODEX  television  ratings  for 
Chicago  released  last  week  show 
the  Garry  Moore  Show  as  the  top 
program  in  the  August  reporting 
period.  Top  10  programs  reported 
as  follows: 

Programs  %  TV  Homes 

1.  Garry  Moore  Show  30.2  1 

2.  Original  Amateur  Hour  30.0  I 

3.  Kraft  TV  Theatre  28.7 

4.  The  Big  Story  28.71 

5.  Motion  Picture  Academy  28.5  ( 

6.  Premiere  Playhouse  28.2 

7.  Community  Theatre  25.9 

8.  Stop  the  Music  25.6 

9.  Break  the  Bank  25.4 
  10.  Angel's  4  Star  Theatre  25.0 
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THE  SUNPAPERS  STATIONS 


In  Maryland,  it's  WMAR-TV  for  Remotes 


The  above  slide  flashes  on  the  screens  of  Channel  2 
viewers  everytime  WMAR-TV  crews  complete  an  on- 
the-spot  telecast.  And  as  of  Sunday,  September  3rd, 
WMAR-TV  crews,  using  the  station's  two  remote 
imits,  have  been  responsible  for  783  of  them. 

Since  the  station  went  on  the  air  in  October  of  '47, 
these  remote  telecasts  have  covered  a  multitude  of 
events  in  the  Baltimore  area . . .  the  installation  of  the 
new  Catholic  Archbishop  at  the  Cathedral. .  .the  Johns 
Hopkins  Science  Review  from  the  University  Campus 
,  .  .  the  Maryland  Yacht  Club  and  the  Wilson  Point 
Regattas  .  .  .  The  Eastern  Open  Golf  Tournament  .  .  . 
the  Mad  Hatters  Ball  at  the  Sheraton-Belvedere  .  .  . 
Cooking  School  from  the  Lexington  Building  .  .  . 
Football  Games  from  the  Naval  Academy  and  from 
the  Baltimore  Mvmicipal  Stadivim  ...  139  Wrestling 


Shows  from  the  Coliseum  ...  85  National  Amateiir 
Shows  from  the  stage  of  the  Center  Theatre  .  .  .  The 
Maryland  Hunter  Show  from  Timonivmi  .  .  .  147  days 
,  of  racing  from  Pimlico  and  Laurel  .  .  .  Christmas  Eve 
Services  from  Old  Saint  Paul's  Church . . .  Dance  from 
Polish  Hall  ...  52  Baseball  Games  from  the  Stadi\mi 
...  83  Basketball  Games  .  .  .  Trotting  Races  from 
Baltimore  Raceway  .  ,  .  Soapbox  Derby  .  .  .  4-H 
Parade  .  .  .  Events  in  leading  department  stores  .  .  . 
Political  Banquets  and  Itmcheons  .  .  .  The  Dedication 
of  Friendship  Airport .  .  .  The  Maryland  State  Fair. 

Marylanders  are  accustomed  to  seeing  the  big  buses 
roll  up  at  important  gatherings  of  all  sorts.  They  are 
also  \ised  to  thinking  first  of  WMAR-TV  when  it 
comes  to  remotes.  Why?  Experience  is  the  answer — 
experience  and  the  know-how  that  comes  with  it. 


IN  MARYLAND  MOST  PEOPLE  WATCH 

WMAR-TV 


CHANNEL  2 

REPRESENTED  BY  THE  KAT2  AGENCY,  INC 


NEW  YORK  • 
CHICAGO  • 


DETROIT  •  KANSAS  CITY  •  SAN  FRANCISCO 
ATLANTA       •       DALLAS       •        LOS  ANGELES 


TELEVISION   AFFILIATE   OF   THE   COLUMBIA  BROADCASTmO  SYSTEM 
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CTI's  New  System 

(Co7itinued  from  page  ^2) 
compared  with  black  and  white." 
Although  "mixed  highs"  are  not 
needed  in  Uniplex,  they  can  be 
used,  CTI  said. 

Uniplex  receiver  circuit  require- 
ments are  no  more  critical  than 
for  monochrome  reception,  CTI 
told  FCC,  and  Uniplex  sets  would 
"accurately  reproduce  monochrome 
transmissions."  They  further 
will  "operate  with  any  presently 
disclosed  direct-view  tube,  requir- 
ing therewith  fewer  additional 
tube  sections  over  black-and-white 
than  any  other  color  television  sys- 
tem so  far  proposed,  and  without 
sacrifice  of  fidelity." 

Conversion  of  existing  mono- 
chrome sets  to  receive  Uniplex  was 
termed  practical  "through  the  use 
of  a  single,  small,  inexpensive,  unit 
in  addition  to  a  direct  view  tube." 

CTI  further  claimed  Uniplex 
could  be  coaxial  cabled  without  loss 
of  color,  although  detail  would  suf- 
fer the  same  as  present  mono- 
chrome. 

All  complexities  added  to  the 
standard  monochrome  systems  to 
produce  Uniplex  are  made  at  the 
transmitter,  CTI  explained,  "and 
even  there  are  more  apparent  than 
real.  The  component  assemblies 
are  themselves  well  known  and 
tried,  and  although  highly  accurate 
in  operation  no  high  precision  of 
manufacture  or  assembly  is  re- 
quired beyond  those  inherent  in  all 
television  systems." 

Comment  to  Mr.  Matthews  on 
the  new  Uniplex  system  by  Andrew 


F.  Inglis,  member  of  the  "Washing- 
ton consulting  engineering  firm  of 
Mcintosh  &  Inglis,  was  attached  to 
the  petition  as  an  exhibit.  He  said 
his  reaction  generally  "has  been 
entirely  favorable."  Mr.  Inglis 
stated : 

The  Uniplex  system  is  completely 
compatible,  because  it  employs  a  line 
and  field  rate  identical  to  standard 
black-and-white,  and  the  transmitted 
synchronizing  waveform  is  so  nearly 
the  same  as  for  standard  monochrome 
that  there  seems  little  doubt  but  that 
any  commercial  black  and  white  re- 
ceiver will  be  properly  synchronized 
by  it. 

Insofar  as  can  be  determined  by 
theoretical  considerations,  there  seems 
to  be  no  reason  to  believe  that  prob- 
lems of  co-channel  and  adjacent  chan- 
nel interference,  noise,  oscillator  radia- 
tion, and  the  like  will  be  any  more 
severe  than  with  standard  mono- 
chrome. 

As  compared  with  the  dot  sequential 
system  proposed  by  RCA,  your  Uniplex 
system  has  a  number  of  very  important 
advantages.  The  receiver  will  be  sim- 
pler, cheaper  and  more  reliable,  be- 
cause no  complex  timing  and  sampling 
circuits  are  required.  Considering  the 
investment  of  the  public  involved,  the 
import  of  this  factor  cannot  be  -over- 
estimated. The  method  of  transmitting 
color  information  is  inherently  more 
stable;  consequently  the  color  fidelity 
will  be  superior.  Color  crosstalk  can 
be  substantially  reduced,  as  compared 
with  the  RCA  dot  sequential  system. 
Finally,  although  experimental  proof 
would  be  particularly  desirable  here, 
theoretical  considerations  indicate  that 
interference,  noise,  oscillator  radiation 
and  the  like  would  affect  this  system 
less  than  that  of  RCA. 

As  compared  with  the.  field  sequen- 
tial system  proposed  by  CBS,  your  sys- 
tem has  the  tremendous  advantage  of 
compatibility.  In  addition,  full  geo- 
metric resolution  is  obtainable  on 
black-and-white  receivers  without  the 
addition  of  dot  interlace  or  other  addi- 
tional circuitry. 

In  summary,  I  believe  that  your  new 
Uniplex  system  could  well  be  described 
as  "dash  sequential  system."  As  such, 
it  retains  the  desirable  features  of  the 
dot  sequential  system,  but  because  of 
its  slower  color  switching  rate  very 
real  advantages  are  obtained. 


'Fighting  Phils' 


nothing  but  smiles 
under  our  umbrella! 


UISKEGON 


lOUAMl 


KALAMAZIO 


UlLnU-TU 

CHANNEL  7  -  GRAND  RAPIDS 

ONE  YEAR  OF  SOLID  SERVICE 

Represented  by  John  Pearson 


PHILADELPHIA'S  "fighting 
Phils,"  strong  sentimental 
favorites  to  win  the  National 
League  pennant,  hit  the  road 
recently  with  the  knowledge 
that  the  city  is  backing  them 
to  the  last.  An  ad  placed  in 
the  Philadelphia  Bulletin  by 
Donald  Thornburgh,  presi- 
dent, WCAU  Inc.,  noted  "the 
Phils  are  at  bat  .  .  .  business 
can  wait."  He  called  on  fans 
to  turn  out  in  large  numbers 
for  the  Phils'  last  home  game 
before  embarking  on  their 
final  western  swing.  "For 
those  who  cannot  attend  in 
person  .  .  .  and  we  sincerely 
hope  that  all  of  you  can  and 
will  .  .  .  the  game  will  be  tele- 
vised on  WCAU-TV  at  8 
p.m.,"  Mr.  Thornburgh  added. 


AUTHORS  LEAGUE 

SWG  Approves  TV  Plan 

SCREEN  Writers  Guild  member- 
ship in  Hollywood  last  week  ap- 
proved the  plan  of  the  Authors 
League  of  America  to  ask  for  im- 
mediate negotiations  vnth  a  TV 
network.  Agencies  and  producers 
are  to  establish  a  uniform  contract 
for  writers. 

Major  provisions  sought  by  SWG 
will  include  that  of  enabling  writ- 
ers to  sell  material  on  a  one-time- 
only  basis  with  the  writer  retain- 
ing all  subsequent  rights  and  a 
pay  scale  where  the  writer  will  be 
guaranteed  a  fixed  percentage  of 
the  total  package  price.  In  an- 
other action,  SWG,  opening  con- 
tract talks  with  major  motion  pic- 
ture studios,  indicated  that  it  would 
seek  wide-spread  revisions  of  the 
entire  rights  picture.  It  announced 
that  separation  of  story  rights 
would  be  a  major  goal  and  set  up 
seven  divisions  of  rights,  includ- 
ing one  for  television,  radio  and 
motion  pictures  (theatre  televi- 
sion) . 


Static  &  Snow 

(Continued  from  page  38) 

after  long  lay-off,  now  splurging 
heavily  into  spot  radio,  both  day 
and  night.  So: 

The  cigarette  that  sells  and  sells 
is  the  cigarette  that  tells  and 
tells 

Its  story  to  each  Jill  and  Joe 
from  Kankakee  to  Kokomo, 

From  Broadway  to  the  Golden 
Gate,  to  every  town  and  every 
state. 

Now,  after  wandering  from  the 
fold,  comes  Lucky  Strike  dis- 
pensing gold 

In  quest  of  spots,  both  day  and 
night,  to  set  its  distribution 
right. 

And  radio's  sure  to  stand  the 
test  of  "men  who  know  tobac- 
co best." 


Educators  Eye  TV 

( Continued  from  page  51 ) 

taught  TV  this  summer  at  its  radio 
workshop  and  plans  to  produce  pro- 
grams at  San  Francisco.  State  Col- 
lege of  Corvallis,  Oregon,  has  been 
receiving  programs  originating  at 
KING-TV  Seattle  in  a  unique  relay 
and  booster  system  which  provides 
TV  fare  in  an  area  not  yet  avail- 
able because  Portland  does  not 
have  its  own  outlet.  U.  of  Wash- 
ington, in  addition,  is  producing 
programs  which  are  carried  over 
KING-TV. 

Dr.  Dunham  concluded  that  the 
bulk  of  the  activity  now  underway 
is  the  preparatory  stage  of  "edu- 
cation's effort  to  have  its  own  tele- 
vision facilities  wherever  practica- 
ble." The  government  official  added 
"the  cooperation  of  present  TV 
stations  has  been  one  of  the  most 
significant  acts  of  good  will  toward 
education  and  the  great  potential 
TV  possesses  for  bringing  enlight- 
enment and  understanding  to  a 
great  new  audience  of  our  people." 


NTFC  ELECTION 

Officers  Nominated 

ANNUAL  nomination  and  election 
of  officers  for  the  National  Tele- 
vision Film  Council,  most  of  which 
is  conducted  by  mail,  began  last 
week  with  a  meeting  in  New  York. 

Although  nominations  by  mail  are 
yet  to  be  received,  the  following  were 
nominated  at  the  meeting:  For  presi- 
dent, Andy  Jaeger,  DuMont,  and  J.  A. 
Maurer,  J.  A.  Maurer  Co.;  for  vice 
president,  Paul  White,  International 
Video;  Andy  Jaeger;  John  Mitchell, 
United  Artists;  Ed  Carroll,  DuMont; 
Helen  Buck,  WCAU  Philadelphia;  for 
secretary,  Jack  Kopstein,  Atlantic 
Television;  Connie  Lazaar,  Film 
Equity  Corp.;  William  Black;  for 
treasurer,  Ed  Evans,  RKO  Pathe  Tele- 
vision; Burt  Hecht,  Bill  Strum  Stu- 
dios; William  Black. 

For  Board  of  Directors,  Robert  Pas- 
kow,  WATV  Newark;  Melvin  L.  Gold, 
National  Screen  Service;  Waldo  Mayo, 
Mayo  Video;  William  Holland,  Hyper- 
ion Film;  Sally  Perle,  Mesal  Organi- 
zations; Ed  Carroll;  Ed  Evans;  Joe 
Seiden,  Cinema  Service  Corp.;  Andy 
Jaeger;  Elaine  Philips,  WSPD-TV  To- 
ledo; Helen  Buck;  Eugene  Scharin, 
Scharin  Productions;  Jeles  Bricken, 
Columbia  Television;  Paul  White; 
Jack  Kopstein;  Nicholas  Farkas,  Far- 
kas  Productions;  Dick  Strome,  Dick 
Strome  Productions,  Philadelphia, 
and  Frank  Freeman. 

Election  results  will  be  an- 
nounced Sept.  27  at  an  all-day 
meeting  in  New  York  at  which  the 
sixth  quarterly  forum  will  also  be 
held. 


Insurance  Spots 

NATIONAL  Board  of  Fire  Under- 
writers has  produced  three  televi- 
sion spot  announcements,  each  20 
seconds  long,  for  use  by  insurance 
agents  placing  time  on  local  TV  sta- 
tions. Films  intended  to  be  used  in 
30-second  segment,  leaving  10  sec- 
onds for  local  agent's  announce- 
ment. 
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film  report 


[TODDY  PICTURES  CO.,  723  Sev- 
enth Ave.,  New  York,  producer  of 
Negro  pictures,  has  released  six  of 
jits  outstanding  Negro  features  for 
television.  Included  are:  musical 
"Harlem  on  the  Prairies";  "Prison 
Bait,"  starring  Louise  Beavers  in 
^  drama  on  reform  schools,  and 
f'Bronze  Venus"  with  Lena  Home 
and  other  stars. 

*    *  * 

Television  Cartoons  Inc.,  155  W. 
ft6th  St.,  New  York,  has  produced 
tor  Harrison  Mfg.  Co.,  Norwalk, 
ilConn.,  two  one-minute  TV  commer- 
bials  for  PREEN,  floor  cleaner  and 
,lvvax.  Films  to  debut  in  Philadel- 
phia, Baltimore  and  Syracuse. 
jAgency:  J.  M.  Mathes,  New  York 
I  .  .  Ted  Byron,  formerly  N.  W. 
jAyer  &  Son  Inc.  script  and  pro- 
duction supervisor  in  motion  pic- 
ture and  TV  department,  joins 
fMPPRO  Inc.,  Los  Angeles  (film 
It)roducers),  as  director  of  newly 


TV's  Gate  Effect 

(Continued  from  page  i2) 

is  granting  exclusive  TV  rights  to 
!its  gridiron  schedule.  Originally 
llPenn  had  signed  a  long-term  exclu- 
jsive  contract  with  WPTZ  (TV) 
^Philadelphia.   It  was  learned,  how- 
|ever,  that  high  university  officials 
felt  an  institution  partly  supported 
(by  public  funds  should  not  limit 
jits  telecasting  privileges, 
j   ABC    is    understood    to  have 
.signed  a  contract  with  Penn  for 
jifights  to  the  games   on   a  non- 
■bxclusive  basis.    Price  is  said  to 
ihave  been  $75,000  plus  incidentals 
jpringing  the  total  to  $100,000.  Thus 
far  ABC  has  not  announced  sale 
'bf  the  games  to  a  sponsor.  Others 
'  desiring  to  carry  the  games  can 
still  acquire  rights,  according  to 
iphe  contract  terms. 
\    Growing    sentiment  against 
■granting  of  exclusive  rights  for 
'theatre  television  of  games  is  de- 
i^eloping.     Protest     against  the 
j' Western   Conference  project  was 
[aiade  by  Lyle  DeMoss,  assistant 
g'eneral    manager    of  WOW-TV 
.Omaha,  in  a  letter  to  NAB  Pres- 
jident  Justin  Miller, 
i    "This  is  unfair  at  the  outset," 
Mr.  DeMoss  wrote,  "something  in 
the  nature  of  restraint  of  trade. 
'Here  we  find  that  a  university  sup- 
j'lPorted  by  taxpayers'  money  has 
Usuddenly  decided  against  television 
]and  broadcasting  and  has  placed 
certain  restrictions  upon  this  in- 
dustry that  are  sometimes  hard  to 
I  magine,  and  yet  vdthout  fear  of 
joeing  tramped   on   in   any  way, 
I  shape  or  form,  has  given  over  its 
facilities  to  theatre  television." 


WSAZ-TV  Relay 

BARRING  unforeseen  circumstance 
WSAZ-TV  Huntington,  W.  Va., 
planned  inauguration  of  network 
service  between  Huntington  and 
Cincinnati  Sept.  3  (yesterday). 
Completion  of  the  relay  was  ex- 
pected with  the  erection  of  the 
'Mumber  3  tower  last  Friday,  ac- 
cording to  a  station  announcement 
sarlier  last  week. 


established  TV  commercials  de- 
partment. 

Filmakers,  Hollywood  motion 
picture  producer,  has  signed  with 
PRB  Inc.,  New  York  and  Holly- 
wood radio  and  TV  package  firm, 
to  promote  special  television  ex- 
ploitation of  three  new  films.  PRB 
Inc.  will  launch  campaign  in  key 
cities  after  market  analysis  of  net- 
works and  independent  stations  and 
in  addition  study  will  be  made  of 
one,  two,  three  and  five-minute  spot 
trailers  and  cartoons. 

Phil  Bloom  joins  Snader  Tele- 
scriptions  Corp.,  Hollywood,  as 
talent  buyer.  Diana  Lynn  and 
Count  Basie  recently  signed  for 
firm's  three-minute  musical  films 


.  .  .  William  Perillo,  assistant  tele- 
vision coordinator.  Cascade  Pic- 
tures, Los  Angeles,  joins  TV  Ads 
Inc.,  same  city,  as  general  sales 
manager. 

Border  Productions,  6533  Holly- 
wood Blvd.,  Hollywood,  has  com- 
pleted first  in  series  of  13  quarter- 
hour  Western  films  titled  Men  In 
Black.  Ed  Paul  Phillips,  associate 
producer;  Wallace  Crissell,  director. 
Principals  in  firm  are  Russ  White- 
man,  Dorothy  N.  Raison  and  J. 
Henry  Kruse. 

Mutual  Television  Productions 
Inc.,  new  firm,  producing  series  of 
TV  films.    Located  at  9118  Sunset 


Blvd.,  Hollywood,  telephone  Crest- 
view  4-6233.  First  of  series  will  be 
These  Are  Our  Children,  based  on 
stories  from  Children's  Home  So- 
ciety, California  adoption  society. 
President  of  firm  is  Edward  M. 
Gray;  vice  presidents,  Rudolph 
Monter  and  Sig  Neufeld;  William 
Cane,  treasurer;  Victor  Mindlin, 
secretary. 

*    *  ❖ 

Television  Features  Inc.,  New 
York,  division  of  Larry  Gordon 
Studios,  has  appointed  Hartman 
Adv.,  Syracuse,  as  regional  rep- 
resentative in  central  New  York 
Area.  .  .  .  INS-Telenews  weekly 
newsreel  review  to  be  sponsored 
in  three  new  markets,  and  sports 
reel  on  WJAR-TV  Providence, 
sponsored  by  Narragansett  Brew- 
ing Co.  Agency,  Standish,  same 
city.  Weekly  review  on  WBNS-TV 
Columbus,  sponsored  by  Hudson 
dealers;  on  WDSU-TV  New  Or- 
leans, sponsored  by  Graybar  Elec- 
tric Co.,  and  on  WDTV  (TV)  Pitts- 
burgh, by  Disco  coal. 


The  ^  TELOP  makes  PROFITS  GROW  for  TV  Stations 


DUAL  PROJECTION 

SUPERIMPOSITION,  LAP  DISSOLVE  or  FADE-OUT 

with  NO  KEYSTONING 


THE 


TELOP 


GIVES  YOU 
EASY,  LOW  COST 
^  COMMERCIALS 


The  Gray  TELOP  projects  from 
FOUR  optical  openings:  photos,  art  work,  transparencies, 
strip  material  or  small  objects.  SOLVED  is  the  problem 
of  low  budget  yet  visually  exciting  TV  commercials! 
News  flashes,  news  photos,  temperature  and  time 
announcements,  slides  for  lecture  illustration,  for  station  and 
sponsor  identification . . .  are  efficiently  composed  for 
direct  televising  or  with  accompanying  sound  and 
commentary.  Packs  interest  and  profit  into 
every  minute  of  your  TV  schedule! 


THE  GRAY  TELOP  AND  ACCESSORIES  ARE  WIDELY  USED  BY  NETWORKS  AND  INDEPENDENT  TV  STATIONS 


MULTIPLEXER 


Enables  operation  of  pairs  of 
projectors  simultaneously  into  a 
single  TV  camera  or  individually 
into  two  separate  cameras.  PRO- 
TECTS AGAINST  CAMERA 
CHAIN  FAILURE  BY  QUICK 
THROW- OVER  TO  STANDBY 
CHAIN. 


TV  CAMERA  TURRETS 


Enable  a  single  camera  to  serve 
several  projectors.  Depending  on 
size  and  optical  throw,  as 
many  as  eight  projectors 
can  be  used.  Rotate  360° 
on  heavy  precision  bear- 
ings with  exact  positioning. 
2  models:  #556  and  #430 


Ask  for  Gray  TV  Catalog  describing  above  equipment. 

GRAY  RESEARCH.nd d.  velopment  Co.,  Inc. 

24  Arbor  St.,  Hartford  I,  Conn. 

Divnlon  of  Th*  GRAY  MANUFACTURING  COMPANY '  Originalort  of  fhe  Gray  Telephon*  Pay  Station  and  fh«  Gray  Audograph 
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NEW  YORK  AUDIENCE 


Pulse  Shows  732,000  'Out-of-Home'  Viewers 


WOR-TV  New  York  last  week  re- 
leased an  analysis  of  a  Pulse  Inc. 
survey  which  indicates  there  is  an 
average  daily  total  audience  of 
732,400  "out-of-home"  television 
viewers  in  the  New  York  area. 

The  survey  was  described  by  the 
station  as  the  first  serious  effort 
to  count  the  "bonus"  TV  audience 
which  consists  of  people  who  do 
not  own  sets  of  their  own  as  well 
as  members  of  TV-owning  families 
watching  television  in  places  other 
than  their  own  homes. 

Of  the  total  daily  out-of-home 
audience  of  732,400,  78.4%  were 
people  who  did  not  own  sets.  The 
balance  were  members  of  TV 
families. 

During  the  average  quarter 
hour,  from  noon  to  midnight,  out- 
of-home  viewing  accounted  for  a 
12.89f  increase  in  the  total  TV 
audience.  The  average  quarter 
hour  out-of-home  viewing  between 
8  and  11  p.m.  added  16.4%  to  the 
home  audience,  such  viewing 
throughout  the  entire  night — 6-11 
p.m. — added  14.1%,  and  in  the 
afternoon — 12  noon  to  6  p.m. — ad- 
ded 9.7%. 

Most  of  the  bonus  audience  did 
its  TV  viewing  while  visiting  in 
homes  other  than  its  own — 69.1% 
of  the  total  at  nighttime  and  61.5% 
in  daytime. 

The  audience  watching  TV  in 


"WSYR-TV 

has  come  in  good" 


Chateaugay  # 


>b9 


-^'wSYR-TV 

160  MILES  AWAY! 

News  item  from  page  1  of  the 
Chateaugay  Record  of  May  26, 
1950:  "Television  reception  in 
Chateaugay  that  most  thought 
would  not  be  an  accomplished 
fact  for  many  years  became  a 
reality  this  week.  Ray  Lucia  .  .  . 
now  is  enjoying  televised  pro- 
grams nightly  at  his  Lake  Street 
home  .  .  .  WSYR-TV  has  come 
in  good.  Ray  reports  that  when  he 
was  down  in  Syracuse  last  week 
the  experts  down  there  just 
couldn't  believe  television  would 
carry  this  far." 

Chateaugay  is  160  air  miles 
from  Syracuse.  Yes,  WSYR-TV 
really  covers  the  great  Central 
New  York  Market  —  and  points 
north,  south,  east  and  west. 


ACUS£ 


channel 


NBC  Affiliale  in  Central  New  York 
HEADLEY-REED,  National  Representatives 


bars  and  grills  accounted  for  20.7% 
of  the  total  out-of-home  audience 
at  night  and  32.4%  in  the  daytime. 
In  the  survey,  the  rest  of  the  view- 
ing was  done  in  "other  public 
places." 

The  WOR  report  was  prepared 
under  the  direction  of  Robert  Hoff- 
man, station  research  director,  and 
based  on  a  Pulse  Inc.  survey  of 
12  counties  in  metropolitan  New 
York  July  5  through  July  11. 


EDUCATORS  MEET 

TV- Radio  Coyered 

THE  nation's  three  journalism  edu- 
cation associations  last  week  voted 
to  become  the  Assn.  for  Education 
in  Journalism,  effective  Jan.  1, 
1951. 

Meeting  at  a  joint  convention  on 
the  U.  of  Wisconsin  campus  in 
Madison,  delegates  elected  as  of- 
ficers of  the  new  organization  the 
following:  Ralph  0.  Nafziger,  U. 
of  Wisconsin,  president;  J.  Edward 
Gerald,  U.  of  Minnesota,  first  vice 
president;  Donald  Burchard,  Texas 
A&M,  second  vice  president;  Elmer 
J.  Beth,  U.  of  Kansas,  secretary- 
treasurer  1951  convention  to  be 
held  during  next  summer  at  U.  of 
Illinois. 

The  convention's  council  on 
radio  journalism  re-elected  as 
chairman  Prof.  Floyd  K.  Baskette 
of  the  U.  of  Colorado,  and  Robert 
K.  Richards,  public  affairs  director 
of  NAB,  secretary-treasurer.  Mr. 
Richards  and  Karl  Koerper,  vice 
president  and  general  manager  of 
KMBC  Kansas  City,  Mo.,  were  the 
only  industry  representatives  at  the 
meeting. 

The  importance  and  problems  of 
television  news  were  highlighted 
during  the  radio  journalism  coun- 
cil's panel  discussion.  Participants 
included  Prof.  Baskette,  Mr.  Rich- 
ards, Mr.  Koerper,  Prof.  Mitchell 
V.  Charnley  of  the  U.  of  Minnesota 
and  Prof.  Baskett  P.  Mosse  of 
Northwestern  U. 


Sells  Dogs 

WTVJ  (TV)  Miami,  Fla.,  has 
a  new  twist — and  a  profitable 
one — on  "going  to  the  dogs." 
Station  reports  the  Alec  Gib- 
son Show,  five-a-week  after- 
noon disc  jockey  program, 
sold  out  a  kennel  in  two  five- 
minute  "pitches."  The  dogs 
were  shown  by  a  kennel  mis- 
tress on  the  program  during 
which  Mr.  Gibson  quoted  the 
prices  and  gave  the  studio's 
phone  numbers.  Phones  start- 
ed to  ring  immediately.  For 
the  $42.50  the  two  announce- 
ments cost,  the  kennel  took 
in  $625.  Only  one  dog  had 
been  sold  in  four  days  of 
newspaper  advertising,  the 
kennel  mistress  told  Mr. 
Gibson. 


SAFETY  PROGRAM 

Dr.  Pepper  Sets  TV  Drive 

IN  a  campaign  now  breaking  in 
Texas  and  other  cities,  the  first 
concerted  use  of  TV  by  Dr.  Pepper 
is  accompanying  the  soft  drink 
company's  "Back-to-School"  safety 
promotion. 

Sound-on-film  spots,  featuring 
football  star  Doak  Walker,  will  be 
used  in  TV  markets  in  many  parts 
of  the  country.    Spots  will  include 


Safety  promotion  is  discussed  by 
(I  to  r)  A.  H.  Caperton,  advertising 
manager,  Dr.  Pepper  Co.;  Mr. 
Walker,  and  Roger  Bacon,  Dallas 
office,  Riithrauff  &  Ryan. 

bids  for  kid  viewers  to  sign  a 
"Safety  Honor  Roll"  and  become 
members  in  the  "Dr.  Pepper  Safety 
Legion." 

Safety  jingles  will  be  aired,  such 
as: 

"Jack  Woke  Up  A-Seein'  Stars 
Got  Hit  Running  'Tween  Parked  Cars" 
or 

"Here  Lies  Daring  Dwight 
Crossed  the  Street  Against  the  Light." 

National  Safety  Council  is  co- 
operating with  Dr.  Pepper. 


VIDEODEX  EXPANDS 

National  Survey  Prepared 

JAY  &  GRAHAM  Research  Inc., 
Chicago,  announced  last  week  the 
expansion  of  its  Videodex  to  a  na- 
tional television  audience  survey. 

The  new  Videodex  national  re- 
port will  cover  individual  market 
ratings  of  all  interconnected  TV 
cities  and  a  62-market  supplement 
report,  the  combination  of  the  two 
producing  a  national  rating  cover- 
ing all  TV  markets.  Videodex  is 
a  diary  service  based  on  a  sample 
of  8,500  homes.  Information  it 
will  provide  nationally  includes 
figures  on  sets  in  use,  ratings, 
share  of  audiences  and  numbers  of 
men,  women  and  children  per  set. 


CANASTA  FILMS 


Offered  to  TV  Stations 

FILM  showing  how  to  play  canasta 
will  be  produced  and  offered  "free- 
of-charge"  to  television  stations,  if 
they  are  interested,  according  to  a 
c^'rcular  letter  sent  TV  program 
directors  by  H.  Wilson  Lloyd,  ex- 
ecutive secretary  of  the  Assn.  of 
American  Playing  Card  Mfrs.,  420 
Lexington  Ave.,  New  York  17. 

Mr.  Lloyd's  letter  states  that  the 
association  represents  the  card 
manufacturing  industry  in  general. 


NAB  District  Meetings 

Sept.  7-8:  Dist.  13,  Plaza  Hotel,  Sari 
Antonio. 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 
Glenwood  Springs,  Col. 

Sept.    14-15-:    Dist.    8,    Lincoln  Hotel. 
Indianapolis. 

Sept.    18-19:    Dist.    7,    Terrace  Plaza 
Hotel,  Cincinnati. 

Sept.  21-22:  Dist.  9,  Northemalre  Hotel. 
Three  Lakes,  Wis. 

Sept.  25-26:  Dist.  11,  St.  Paul  Hotel, 
St.  Paul. 

Sept.  28-29:  Dist.  10,  Chase  Hotel.  St. 
Louis. 

Oct.  2-3:  Dist.  12.  Tulsa  Hotel,  Tulsa. 

Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel, 
Bedford,  Pa. 

Oct.    9-10:    Dist.    1.    Somerset  Hotel, 

Boston. 

Oct.   12-13:  Dist.  2,  Ten  Eyck  Hotel. 
Albany,  N.  Y. 

Oct.   26-27:  Dist.   6,   Roosevelt  Hotel, 
New  Orleans. 

Nov.  2-3:  Dist.  4,  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At- 
lanta. 


Sept.  18-21:  Financial  Public  Relations 
Assn.  Convention,  Hotel  Statler,  Bos- 
ton. 

Sept.  19-20:  Canadian  Broadcasting 
Corp.  Board  of  Governors,  Van- 
couver. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition,  69th  Regiment 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn. 
of  National  Advertisers,  Drake  Hotel, 
Chicago. 

Sent.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler,  New  York. 

Sept.  30-Oct.  7:  Canadian  Radio  Week. 

Oct.  5:  Second  International  Advertis- 
ing Convention,  fiotel  Plaza,  New 
York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver- 
tising and  sales  promotion  confer' 
ence,  Columbus. 

Oct.  9-March  19:  Advertising  &  Selling 
Course,  Advertising  Club  of  New 
York,  New  York. 

Oct.  18-21:  NBC  Annual  Affiliates'  Meet 
ing,  Greenbrier  Hotel,  White  Sulphur 
Springs,  W.  Va. 

Oct.  22-24:  10th  District  convention  of 
Advertising  Federation  of  America, 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  ot 
Broadcaster.^;.  Mid-Pines  Club,  South 
ern  Pines,  N.  C. 

Oct.  30-Nov.  1:  Radio-Television  Mfrs. 
Assn.  and  Institute  of  Radio  Engi- 
neers, Hotel  Syracuse,  Syracuse, 
N.  Y. 

Nov.  16-18:  National  Assn.  of  Radio 
News  Directors  convention.  Hotel 
Sherman,  Chicago. 
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SAG  Members  Warned 

DECLARING  many  contracts  do 
not  restrict  the  use  of  film  to  TV, 
Screen  Actors  Guild  board  of  di- 
rectors has  cautioned  members  on 
signing  personal  service  pacts  with 
producers  before  thoroughly  in- 
vestigating such  deals. 

"Even  though  the  producer  states 
verbally  that  the  film  is  being  made 
only  for  television,"  the  board  said 
in  a  directive,  "there  is  nothing  tc 
prevent  such  film  from  being  shown 
in  theatres  and  elsewhere  unless 
you  insist  on  a  special  clause  in  the 
contract,  limiting  the  picture's  us« 
to  television.  If  the  producer  has 
signed  the  guild's  basic  contract 
the  actor  is  protected." 

Telecasting    •  BROADCASTING 


seASousrW^ 


U.  S.  STEEL  HOUR 


again  presents  radioes  award-winning 


Another  big  year  of  outstanding  stage  and 
screen  hits!  Coming  up  this  season:  The  Third  Man; 

Come  Back,  Little  Sheba;  The  Fallen  Idol; 
There  Shall  Be  No  Night;  Edward,  My  Son; 
A  Farewell  to  Arms...  and  many  more! 


Tulsa  Income 
Per  Family  Is 
Above  Average 

^'  City  a  'Rich  Market' 
in  INalional  Surveys 
on  Purchasing  Wealth 

NEW  YORK,  Aug.  12— 
Tulsa  stands  out  as  a  rich 
market,  with  income  an 
spending  'at  a  level  above 
that  of  most  other  cities  in 
the  United  States 

This  is  brought  out,  in  a  new, 
copyrighted  survey  of  buying  power, 
prepared  by  Sales  Management. 

The  high  standard  of  living 
prevailing  in  Tulsa  is  indicated  by 
the  volume  of  retail  business  done 
in  the.  past  year.  The  local  stores 
registered  a  sales  total  of  S225,835.- 
000.  uhlch  was  above  the  city's 
.quota. 

The  ability  of  local  families 
^  to  spend  more  was  made  possible 
f  by    better    incomes.    The  64,100 
families  in  Tulsa  attained  a  net 
income,  after  deductions  of  per- 
sonal taxes,  of  .$323,598,000 

Dividing  one  by  the  other  yields 
per  f.imily  average  income  of 
$.?,04R,  wliich  was  higher  than  the 
$4,474  n.itional  figure  and  than  the 
.'53.626  PHrned  per  fsmilv  in  the  West 
South  Central' States.  In  Oklahoma, 
it  TJ3S  $3,20fl. 

These  are  arithmetical  av 
it  is  noted,  and  are  substantially 
ji^her  than  the  'Jpedian'!» 


erages.  J 
ntially  i 


Yes,  the  Tulsa  market  is  above  aver- 
age, the  Tulsa  market  area  market  is 
the  No.  1  Market  in  Oklahoma.  With 
a  concentrated  34.8%  of  Oklahoma's 
land  area  this  Tulsa  market  area  has 
47%  of  the  slate's  population;  45%  of 
the  retail  sales;  46%  of  the  effective 
buying  power;  and  47%  of  the  bank 
deposits. 

AND  KVOO  ALONE 
BLANKETS  THE  TULSA 
MARKET  AREA 

The  1949  BMB  report  shows  each  of 
the  30  counties  In  the  Tulsa  Market 
Area  of  Northeast  Oklahoma,  plus  13 
counties  in  Kansas,  Missouri,  and 
Arkansas  within  KVOO's  50-100%  day- 
time area.  KVOO  also  has  the  highest 
overall  Hooper  rating  in  Tulsa. 

50,000  Watts  Day  &  Night 

KVOO 

Edward  Petry  &  Cc  ,  Inc., 
National  Representatives 


Muir  Expulsion 

(Continued  from  page  23) 
pro-communist  actors,  writers,  pro- 
ducers, and  directors. 

The  Joint  Committee  against 
communism  said  it  had  "a  con- 
stituency of  two  million  members," 
including  state  commanders  of  the 
American  Legion,  Catholic  War 
Veterans,  Veterans  of  Foreign 
Wars,  and  Amvets,  and  leaders  of 
such  other  groups  as  the  Sons  of 
the  American  Revolution  and  the 
American  Jewish  League  Against 
Communism  Inc. 

The  special  subcommittee  on 
radio  appointed  last  week  was 
announced  by  Rabbi  Benjamin 
Schultz,  coordinator  of  the  joint 
committee.  Its  co-chairmen  are 
Theodore  Kirkpatrick,  editor  of 
Counterattack,  and  Stephen  C. 
Chess,  Queens  County  commander 
of  the  Catholic  War  Veterans. 

"Hester  McCullough  was  ap- 
pointed an  associate  member  of 
the  Radio  Committee,  although  she 
lives  in  Connecticut,"  Rabbi  Schultz 
announced. 

Mrs.  McCullough,  it  was  re- 
called, was  recently  sued  for  libel 
by  Larry  Adler,  harmonica  virtuoso, 
and  Paul  Draper,  dancer,  on  the 
grounds  that  she  had  falsely  ac- 
cused them  of  pro-communist 
activities.  The  suit  ended  in  a 
hung  jury. 

It  was  learned  authoritatively 
that  Mrs.  McCullough  was  one  of 
those  who  telephoned  a  protest 
over  Miss  Muir  to  NBC. 

To  Watch  Networks 

According  to  Rabbi  Schultz's  an- 
nouncement, "the  radio  committee 
will  watch  national  networks  even 
though  The  Joint  Committee 
Against  Communism  in  New  York 
consists  primarily  of  New  York 
state  residents.  It  has  already 
been  assured  the  assistance  of  local 
patriotic  organizations  from  coast 
to  coast." 

Commenting  on  the  incident  in- 
volving Miss  Muir,  Rabbi  Schultz 
said: 

In  a  way,  it  is  unfortunate  that 
Miss  Muir's  name  was  singled  out. 
Of  course,  that  had  to  be,  because  the 
Aldrich  program  was  imminent.  But 
there  are  others  on  radio  and  tele- 
vision who  are  just  as  bad  and,  as 
yet,  untouched. 

The  Radio  Committee,  in  coming 
months,  expects  to  be  of  assistance 
to  networks  and  stations  in  spotlight- 
ing the  records  of  certain  personali- 
ties. A  pro-Communist  uses  his  radio 
prestige,  always,  to  entice  people  into 
subversive  organizations. 

He  said  a  meeting  of  the  Radio 
Committee  would  be  held  this  week. 

Miss  Muir  described  the  accusa- 
tions that  had  been  leveled  against 
her  as  "most  unfair  and  most  un- 
just."   She  said: 

I  am  terribly  shocked  and  heartsick 
about  the  whole  thing,  ...  I 
can  only  repeat  what  I  said  before, 
that  I  am  not  a  Communist,  have 
never  been  one  and  believe  that  the 
Communists  represent  a  vicious  and 
destructive  force  and  am  opposed  to 
them. 

It  seems  unbelievable  that  an  ac- 
tress can  have  such  a  setback  to  her 
livelihood  and  career  based  on  noth- 
ing more  than  unsubstantiated  accu- 
sations made  over  the  telephone  and 
by  telegram.  General  Foods  Corp.  it- 


self makes  clear  in  its  statement  that 
they  have  not  gone  into  the  truth  of 
the  charges  and  in  no  way  support 
them  or  believe  them  true.  That  their 
action  was  based  on  threats  and  pres- 
sure which  they  thought  might  pos- 
sibly be  harmful  to  the  sales  of  their 
products  is  further  proved  by  the  fact 
that  I  am  being  paid  in  full  for  my 
18-week  contract  which  could  have 
been  legally  cancelled  if  the  charges 
were  true.  All  this  seems  most  unfair 
and  unjust. 

In  its  statement  General  Foods 
said  it  "wishes  it  understood  that 
it  is  in  no  way  passing  judgment 
on  the  merits  of  these  protests  it 
has  received." 

General  Foods  Policy 

Its  policy,  the  sponsor  said,  was 
as  follows: 

One  of  the  fundamental  objectives 
of  General  Foods  advertising  is  to 
create  a  favorable  and  receptive  atti- 
tude toward  its  products  among  the 
largest  possible  number  of  consum- 
ers. The  use  of  controversial  person- 
alities and  the  discussion  of  contro- 
versial subjects  in  our  advertising 
may  provoke  unfavorable  criticism 
and  even  antagonism  among  sizeable 
groups  of  consumers. 

Such  reactions  injure  both  accept- 
ance of  our  products  and  our  public 
relations.  General  Foods  advertising, 
therefore,  avoids  the  use  of  material 
and  personalities  which,  in  its  judg- 
ment, are  controversial. 

NBC  refrained  from  all  comment 
on  the  explusion  of  Miss  Muir.  The 
network  took  that  position  that 
her  contract  was  with  General 
Foods  and  thus  none  of  the  net- 
work's business. 

Miss  Muir  is  the  wife  of  Henry 
Jaffe,  legal  counsel  for  the  Ameri- 
can Federation  of  Radio  Artists. 
AFRA,  at  its  Chicago  convention 
three  weeks  ago,  adopted  a  strong 
anti-communist  resolution  directing 
that  communists  be  barred  or  ex- 
pelled from  membership. 

The  technique  used  in  protesting 
Miss  Muir's  appearance  on  The 
Aldrich  Family  was  that  which  re- 
cent American  Legion  pamphlet 
has  recommended  [Broadcasting, 
Aug.  14]. 

The  pamphlet  urged  readers  to 
protest  to  sponsors  rather  than  to 
radio  and  television  broadcasters. 

"You  pay  for  the  show  by  buying 
their  products,"  the  pamphlet  said, 
"and  you  have  the  right  without 
necessity  of  any  explanation  for 


objecting  to  any  entertainer  ju£ 
as  you  have  the  right  to  hoot  a  bar 
off  the  stage."  . 

The  pamphlet  added:  "Don't  letj 
the  sponsor  pass  the  buck  back  toi 
you  by  demanding  'proof  of  com-J| 
munist  fronting  by  some  characte ' 
about  whom  you  have  complainec 
You  don't  have  to  prove  anything 
You  simply  do  not  like  so-and-s 
on  their  programs  and  will  sto 
buying  their  products  and  listenin, 
to  their  shows  until  he  or  she  i 
removed." 


KCMO  CONTROL 

Payne's  1/3  Interest  Retirecj^j' 

CONSENT  was  granted  by  FCC 
last  week  to  voluntary  acquisitio 
of  control  of  KCMO-AM-FiN 
Kansas  City,  Mo.,  by  Tom  L.  Evan- 
and  Lester  E.  Cox  through  retire 
ment  of  a  one-third  interest  in  th 
station  by  Clive  C.  Payne.  Con 
sideration  involved  is  $200,000.  f 

Mr.  Payne  sold  his  200  shares*-',' 
in  KCMO  Broadcasting  Corp.,  li.'^ 
censee  of  the  stations,  to  the  firm'^f 
The  stock  is  to  be  retired  as  treas-'  ^ 
ury  stock.  KCMO  is  assigned  81^'" 
kc  with  50  kw  daytime,  10  kw' 
nighttime,  directional.  It  is  ai«^ 
ABC  outlet. 

Messrs.  Evans  and  Cox  alsd 
have  each  held  200  shares  ir 
KCMO,  but  as  part  of  the  transac- 
tion each  transfers  two  shares  tc 
his  son,  Richard  W.  Evans  anc 
Lester  L.  Cox  respectively.  Ton 
Evans  is  president  of  KCMO  whik 
Lester  E.  Cox  is  vice  president  anc 
Richard  Evans  is  secretary-treas 
urer. 

In  addition,  the  transfer  in 
volves  a  voting  trust  agreement 
between  Lester  E.  Cox  and  Ton 
Evans  whereby  the  latter  will  ac1 
as  voting  trustee  for  the  stock  ol 
the  former  for  the  sole  purpose  ol 
causing  a  board  of  directors  to  b< 
elected  at  the  stockholders'  annua! 
meeting.  Mr.  Evans  will  nominatt* 
three  of  the  five  board  member; 
while  Mr.  Cox  will  nominate  thfe 
other  two. 

In  addition  to  his  KCMO  inter- 
est, Lester  L.  Cox  is  treasurer  anc. 
36.5%  owner  of  KOAM  Pittsburg; 
Kan.  He  has  a  number  of  other 
non-radio  Interests. 
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Vo(/  Cm  CALL 

ON  THE 


YO(/K  SHOTS 


To  cover  the  rich  dairyiand 
markets  of  Wisconsin;  the  in- 
dustrial centers  of  Northern  Min- 
nesota .  .  .  use  the  Arrowhead  Net- 
work. You're  interested  in  sales — and 
that's  what  we  deliver! 

lARROWHEAbjl  NETW^I^K 


WJ^^cl  i#   IwEAU  I  wise 


Rapreientad  natianolt/  ky  RA-TEL  Raps.,  Inc  and  rcfiwioRy  by 

 BUIMER-JOHNSON.   Inc.  Mpls. 
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LBS  Plans 

(Continued  from  page  25) 

he  income  per  family  in  the  pri- 
piary  area,  the  power  and  fre- 
juency  of  the  station  and  the 
ttumber  of  competitors  in  the  area 
Its  well  as  whether  or  not  the  sta- 
non  is  a  fulltime  operation. 
Through  the  use  of  these  factors 
|n  combination  with  a  basic  curve 
^Indicating  monetary  quantities 
ivailable  for  luxury  expenditures 
It  various  family  income  levels  a 
iprice  is  arrived  at  which  will  en- 
ible  the  station  to  use  Liberty  as 
In  extremely  profitable  tool,  both 
iiinancially  and  audiencewise. 
ij  Liberty  is  simultaneously  taking 
jption  on  time  periods  such  that 
;|ts  present  expanding  sales  efforts 
[|hould  more  than  absorb  the 
jiharges  to  the  stations  and  put  the 
(itations  on  a  money  receiving  basis 
,|vithin  a  year  to  18  months,  he 
aid.  Morgan  Ryan,  Liberty's  na- 
ional  sales  director,  formerly  a 
ales  executive  with  ABC,  is  build- 
ing his  New  York  staff  in  Liberty's 
ffices  in  that  city.  Working  with 
J^im  is  Liberty's  West  Coast  opera- 
ij^ons  vice  president,  Benton 
aschall. 

Six  Regional  Groups 

I  The  nature  of  Liberty's  line  setup 
p  such  that  regional  as  well  as 
iational  sales  are  to  be  handled, 
(.nd  the  country  is  at  present  di- 
'Uded  into  six  regionals  for  this 
purpose.  This  flexibility  of  opera- 
&on  will  provide  a  better  revenue 
y^or  the  stations  and  at  the  same 
'jme  enable  the  national  advertiser 
|o  purchase  areas  where  his  prod- 
'tce  needs  a  shot  in  the  arm,  or 
Vhere  he  desires  a  test  campaign, 
J|r  where  he  wants  to  use  a  sec- 
Jonal  promotion,  network  officials 
'lelieve. 

Liberty's  regionals  are  put  to- 
ether  on  the  basis  of  sectional 
iOverage  of  areas  with  like  habits, 
ndustry  and  ideas,  tailored  to  do 
.  job  for  national  advertisers  on 
;.  full-time  basis. 

i  In  the  realm  of  programming, 
^uiberty  has  offered  new  ideas  that 
ire  described  as  successful.  Mr. 
''oster  said  the  Liberty  minstrel 
ihow  is  an  entirely  new  concept  in 
adio  in  that  a  full-scale  musical 
nd  comedy  show  will  be  aired  in 
lihe  mornings.  Our  feeling  is  that 
uch  counter-programming  will 
Tovide  a  vastly  enlarged  audience 
OT  our  stations  and  at  the  same 
Sme  provide  local  sponsors  with 
vehicle  that  will  enable  them  to 


sell  with  marked  effect  against  any 
national  sponsor  who  might  be  on 
another  station  at  the  same  time. 
The  Liberty  Minstrels  will  be  a 
daily  hour  of  old-fashioned  min- 
strel lore  with  a  quartet,  16-piece 
band  and  four  end  men. 

Liberty's  Disc  Jockey  Round- 
table  is  a  brand  new  show.  Each 
day  for  an  hour  LBS  will  air  a  top 
disc  jockey  from  a  different  city. 
The  dry  humor  of  the  midwest 
will  match  wit  and  wisdom  with  the 
philosophy  and  comedy  of  New 
England.  West  Coast  sharpies 
from  Los  Angeles  will  be  offered 
for  the  listeners  comparison  with 
the  back  fence  chatter  of  a  Miami 
platter  spinner. 

Claimed  Traffic  Getter 

Cross  Words  and  Sweet  Music 
is  described  as  a  top  flight  sponsor 
getter  because  it  produces  store 
traffic.  Every  day  in  every  city  in 
America  millions  of  cross  word 
nuzzles  go  into  American  homes. 
Forms  for  playing  the  games  are 
picked  up  at  the  sponsor's  outlet 
and  the  hints  as  to  the  words  to 
fill  in  the  blanks  are  in  the  form 
of  musical  numbers. 

Great  Days  in  Sports  is  another 
LBS  program.  Every  day  Liberty 
will  offer  its  affiliates  a  re-creation 
of  a  great  sporting  event  of  the 
past.  A  daily  15-minute  program 
direct  from  Lake  Success  will  be 
included  in  news  and  public  serv- 
ice coverage.  Liberty's  news  cov- 
erage will  feature  up-to-the-minute 
newscasts  from  Washington. 

From  New  York  each  day  Eloise 
McElhone,  longtime  television  and 
radio  star,  will  provide  Liberty 
listeners  with  the  latest  in  New 
York  gossip  along  with  an  around- 
the-town  coverage  of  the  latest  in 
radio,  stage  and  other  entertain- 
ment media.  Supplementing  her 
coverage  will  be  a  Hollywood  col- 
umnist. Nightly  the  network  will 
offer  its  listeners  top  sporting 
events. 

Football  Coverage 

Liberty  claims  its  football  cov- 
erage will  surpass  that  of  any 
other  network.  Saturdays  will 
kickoff  with  the  Army  games  fea- 
turing Ted  Husing,  followed  by  a 
West  Coast  game-of-the-day  with 
Pacific  Coast  announcers.  Louisi- 
ana State  games  featuring  Gordon 
McLendon  will  follow  as  the  night- 
cap of  this  triple-header  Saturday 
football  schedule. 

To  top  off  this  sports  weekend 
Liberty  will  offer  the  New  York 
Yanks  games  featuring  Gordon 
McLendon,  and  the  New  York 
Giants  games  featuring  Ted  Hus- 
ing. The  two  teams  will  provide 
on  approximately  alternate  Sun- 
days, coverage  of  an  eastern  game 
and  then  following  this  Liberty  will 
offer  a  West  Coast  Professional 
game. 

Liberty  believes  its  coverage  of 
sports  and  news  combined  with  its 
outstanding  weekday  programming 
offers  a  major  threat  to  the  other 
networks  as  an  audience  puller. 
Programming  tailored  to  mass 
America  is  the  aim  of  Liberty's 
staff. 
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ELECTRONICS  NEEDS 

ELECTRONICS  staff  of  the  Munitions  Board  currently  has  under  way 
30-60  day  study  program  to  explore  the  military  requirements  for  fabri- 
cated component  parts,  it  was  revealed  last  week.  The  study  is  being 
carried  out  by  communications  and  electronics  specialists  of  the  Defense 


Dept. 

This  development  is  the  out- 
growth of  a  recent  meeting  of  de- 
fense, NSRB  and  board  officials 
with  industry  representatives  com- 
prising the  Electronics  Industry 
Advisory  Committee  headed  by 
Fred  Lack,  vice  president  of  West- 
ern Electric  Co.,  and  including 
members  of  Radio-Television  Mfrs. 
Assn.  [Broadcasting,  Aug.  21]. 

Government  officials  also  are  cur- 
rently eyeing  a  $10  billion  defense 
supplemental  bill  now  before  Con- 
gress, which  includes  an  outlay  of 
$2,646  billion  for  electronics,  artil- 
lery and  other  major  procurement. 
Funds  to  be  channeled  eventually 
to  electronics  will  go  largely  into 
so-called  "end"  equipment. 

Another  result  of  the  Aug.  14 
session  at  the  Pentagon  was  the 
appointment  of  a  five-man  electron- 
ics subcommittee  under  the  chair- 
manship of  H.  J.  Hoffman,  vice 
president,  Machlett  Labs  Inc.  to 
explore  availability  of  radio  trans- 
mitting tubes  in  the  industry. 

Other  members,  according:  to  Mar- 
vin Hobbs,  chief  of  the  Munitions 
Board's  electronics  division,  are:  C.  E. 
Burnett,  RCA-Victor;  Sam  Norris, 
Amperex  Electronics  Corp.;  G.  W. 
Kenyan,  General  Electric  Co.;  and 
J.  A.  McCulIoug-h,  Eitel-McCullough 
Inc. 

Other  subcommittees  also  will  be 
named,  from  time  to  time,  to  study 
other  equipment  phases  of  indus- 
trial mobilization  and  procurement, 
according  to  Mr.  Hobbs. 

But,  the  board  added,  the  prices 
will  provide  "an  incentive  for  effi- 
cient performance  by  establishing 
an  adequate  margin  of  profit.  .  .  ." 
Effect  of  the  policy  will  be  to  con- 
serve limited  manpower,  materials, 
facilities  and  other  controls. 

Additionally,  a  revision  in  stock- 
piling buying  policy,  as  laid  down 
by  John  R.  Steelman,  special  assist- 
ant to  the  President,  would  permit 
payments  above  market  prices  to 
domestic  producers  in  special  cases 
where  necessary  to  stimulate  out- 
put of  "highly  essential  material 


and  scarce  materials." 

On  the  manufacturers'  front, 
distributors  have  advised  Radio- 
Television  Mfrs.  Assn.  that  they 
have  had  to  allocate  certain  com- 
ponent parts  because  of  "unusual 
demands"  by  dealers  since  the 
Korean  outbreak.  Some  dealers  re- 
portedly were  trying  to  hoard  some 
components  in  short  supply,  with 
result  that  receiving  tubes,  resist- 
ors, antennas,  TV  tubes  and  con- 
densers are  being  allocated  by  parts 
distributors  in  the  New  York  area. 

Robert  C.  Sprague,  RTMA  presi- 
dent, stated,  however,  that  there  is 
no  immediate  threat  of  serious 
shortages  of  replacement  parts  for 
servicing  TV  and  radio  receivers 
[Broadcasting,  Aug.  28]. 


de  WOLF  NAMED 

U.S.  Delegate  to  Geneva 

FRANCIS  COLT  de  WOLF,  U.  S. 
delegate  to  the  Administrative 
Council  of  the  International  Tele- 
communication Union  and  chief  of 
the  State  Dept.'s  Telecommunica- 
tions Policy  Staff,  will  represent 
the  U.  S.  government  at  the  Coun- 
cil's fifth  session,  which  got  under- 
way in  Geneva  last  Friday. 

Assisting  Mr.  de  Wolf  as  advisors 
will  be  John  M.  Gates  Jr.,  acting 
officer  in  charge  of  UN  Cultural 
and  Human  Rights  Affairs,  State 
Dept.,  and  Helen  G.  Kelly,  special 
assistant  to  the  telecommunica- 
tions chief. 


Smith  to  WOR  Sales 

APPOINTMENT  of  Louis  A. 
Smith  as  manager  of  the  western 
sales  office  in  Chicago  of  WOR  New 
York,  effective  tomorrow  (Sept.  5), 
was  announced  last  week  by  R.  C. 
Maddux,  vice  president  in  charge 
of  sales.  Formerly  with  the  Chi- 
cago office  of  Edward  Petry  &  Co., 
Mr.  Smith  for  the  past  three  years 
operated  his  own  advertising  agen- 
cy in  Chicago. 
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CuiHIKAUl  arranging  inougurat-ion  of  q  new  two-port,  30-minute  radio  show, 
Homemaker's  Holiday,  sponsored  by  Henke  &  Pillot's  29  supermarkets  in 
Houston  and  South  Texas,  is  signed  by  M.  I.  Koppel  (seated,  center),  secre- 
tary of  the  grocery  firm.  Also  seated  are  Robert  N.  Aylin  (I),  president  of 
Aylin  Adv.  Agency,  and  Jack  McGrew,  assistant  manager,  KPRC  Houston, 
outlet  carrying  the  show.  Standing  (I  to  r)  are:  the  late  Jack  Edmunds,  KPRC 
program  director  who  died  Aug.  19  [Broadcasting,  Aug.  28];  Jack  Harris, 
KPRC-AM-TV  manager,  and  Bob  Dundas  Jr.,  KPRC,  show  director. 


w'fcHITA  U.  games  on  KFH-AM- 
FM  Wichita,  set  by  (l-r):  Seated, 
Jim  Trimble,  Wichita  athletic  dir.; 
Clark  Smith,  div.  mgr.,  Standard  Oil 
Co.,  sponsor;  Harry  F.  Corbin,  pres., 
Wichita  U.;  standing,  F.  V.  Webb, 
KFH  g.  m.;  Glen  Perkins,  KFH  anncr. 


CHRISTIAN  H.  ZOLLER,  pres.,  C 
Schmidt  &  Sons  Inc.,  brewers,  signs< 
contract  for  evening  news  program 
The  War  Today  on  WCAU  Philadel- 
phia. Looking  on  are  Commentator 
Charles  Shaw  (I)  and  Joseph  T.  Con- 
nelly, WCAU  V.  p.  in  charge  of  radio. 


EDWARD  R.  MuRROW  (I),  CBS  com- 
mentator and  news  analyst,  checks 
script  for  program  sponsored  by  Quak- 
er State  Refining  Corp.  on  CBS  Pa- 
cific Network  Tues.  and  Thurs.,  as 
Don  Maggini,  account  executive, 
Kenyon  &  Eckhardt,  Quaker  State 
agency,  looks  on. 


Di.«wu^:>irS(i  new  program  by  the 
Calif.  Farm  Bureau  Federation  and 
starting  today  (Sept.  4)  on  Don  Lee- 
MB3,  are:  Ray  B.  Wiser  (seated),  bu- 
reau president;  standing  (I  to  r),  Bert 
Buzzini,  show's  director;  H.  H.  Mar 
quis,  West-Marquis  Agency,  and 
Merwyn  McCabe,  Don  Lee. 


ABC  Central  Division's  program  di- 
rector, Leonard  Blair  (r),  makes  it  a 
deal  with  Stonley  Levey,  Chicago 
manager  of  Frederic  W.  Ziv  Co.,  for 
three  transcribed  shows  to  be  aired 
on  WENR  Chicago.  Programs  are 
P-'eos Te  Parade,  Its'  Showtime 
From  Hollywood  and  The  Barry ^——^ 
Wood  Show.  '^^^ 


SETTING  Sparton  Radio  &  Televi- 
sion's sponsorship  of  Big  Joe's  Hap-i 
piness  Exchange  on  WINS  New  Yorki 
are  (I  to  r):  Seated,  C.  W.  Snider, 
Sparton  adv. -sales  promotion  mgr.; 
K.  T.  Murphy,  WINS  co-director; 
standing,  Wilmot  Losee,  WINS 
co-director;  Joe  Rosenf  ield, 
star  of  show. 


'ONGRESS     ^^P^-  Tentative  Closing  Date 


THE  GO  HOME  move  was  on  in 
?ongress  last  week.  Legislators, 
vorking  feverishly  to  conclude  work 
m  suth  financial  "musts"  as  appro- 
priations and  taxes,  looked  to  a 
5nal  chapter  of  law  making  by  mid- 
September. 

Already  completed  by  the  81st 
Tongress  was  the  |32  billion  omni- 
)us  appropriations  bill.  Means  of 
gathering  revenue  to  meet  expendi- 
^.ures,  swollen  by  defense  needs, 
„!vere  hotly  debated  in  the  Senate. 
Special  financing  measures — such 
ts  paying  for  an  expanded  Voice 
.ipf  America — advanced  on  the  legis- 
lative ladder  (see  adjoining  story). 
;  Congressional  leaders  pointed  to 

!i  tentative  tar-get  date — Sept.  15 — 
lor  both  houses  to  go  into  a  con- 
tinuous recess,  subject  to  recall  at 

S|ihe  bidding  of  the  President  or 
as  the  result  of  an  unforeseen  in- 
lernational  development.  Senate 
Majority  Leader  Scott  Lucas  (D- 
11.)  ordered  day  and  night  Senate 
fessions  beginning  tomorrow  (Tues- 
3ay)  in  an  effort  to  wind  up  its 
business  "musts"  by  Sept.  9.  The 
^ouse,  already  in  an  extended  re- 
ess  over  the  Labor  Day  weekend 
[Sept.  1-12),  was  expected  to  con- 
inue  recessing.  On  the  special 
jioney,  tax  and  anti-Communist 
)ills,  the  lower  branch  would  only 
leed  to  provide  a  rule  for  conferees 
.0  be  appointed. 

Slowed  by  Speeches 

But  the  Senate  was  in  its  tradi- 
ional  role  as  a  deliberative  body, 
i-lowed  by  speech  making  and 
engthy  debate  processes.  Senators 
jast  week  wrangled  over  the  tax 
t'evision  bill,  chief  stumbling  block 
,»eing  a  movement  to  write  in  an 
excess  profits  tax  and  to  repeal  tax 
■xemptions  of  cooperatives. 

The  single-package  funds  meas- 
ire,  cleared  a  fortnight  ago 
[Broadcasting,  Aug  28],  , saved 
government  agencies  from  an  econ- 
■my  bloc's  proposed  10%  overall 
ut  by  containing  a  modification 
vhich  would  leave  it  up  to  the  Bu- 
eau  of  the  Budget  to  apply  a  $550 
Pnillion  "fat"  trimming.  This  slice, 
'Tie  Budget  Bureau  indicated  last 
'week,  would  be  applied  mostly  to 
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such  big  moneyed  projects  as  pub- 
lic works  (road  construction,  rivers 
and  harbors,  etc.).  FCC  believed 
last  week  it  would  have  to  make 
only  "very  light"  adjustments  in 
personnel,  travel  and  personal 
services. 

Breakdown  of  funds  for  fiscal 
1951  allotted  under  the  omnibus  bill 
follows: 

FCC  would  receive  $6,625,000, 
some  8289,600  less  than  the  Presi- 
dent's first-of-the-year  estimate ; 
State  Dept's  international  infor- 
mation program,  embracing  Voice 
of  America  operations,  $32.7  mil- 
lion, $1.3  million  less  than  the 
House  recommended  and  nearly  $3 
million  less  than  Mr.  Truman's 
budget;  Federal  Trade  Commis- 
sion, $3,891,695,  some  $433,405  less 
than  the  President's  request;  Bu- 
reau of  the  Census,  $28.5  million 
for  its  17th  Decennial  Census;  Na- 


tional Bureau  of  Standards  alloca- 
tion for  radio  propagation,  $3  mil- 
lion. 

Most  of  the  funds  cut  from  FTC's 
budget  would  have  gone  for  expan- 
sion of  its  anti-monopoly  legal 
work.  The  omnibus  bill  contained 
only  an  initial  outlay  for  Voice  of 
America  and  did  not  include  the 
additional  monies  for  an  expanded 
Voice.  New  appropriations  are 
contained  in  a  separate  measure  not 
yet  passed  by  Congress. 

Tax  Field  Action 

In  the  tax  field,  the  revenue  road 
was  fast  taking  shape.  Barring 
amendments  by  the  Senate  —  to 
write  in  an  excess  profits  levy, 
which  the  administi-ation  wishes  to 
lie  dormant  until  the  first  of  the 
year,  or  to  tack  on  a  new  levy  for 
cooperatives — the  tax  bill  would  do 
the  following  of  interest  to  the 


radio-TV  industry : 

#  Tax  profit  making  business 
enterprises  of  certain  educational 
institutions — including  their  com- 
mercial radio  or  television  stations. 

#  Boost  corporation  income 
taxes  from  which  the  government 
would  gain  some  $1.5  billion  a  year. 

9  Apply  a  10%  federal  ex- 
cise tax  on  television  sets  at  the 
manufacturing  level  to  reap  the 
government  an  estimated  $42  mil- 
lion annually  [Telecasting,  Aug. 
21,  7]. 

9  Give  special  tax  incentives 
as  encouragement  to  industry  re- 
tooling for  defense  production. 

9  Delay  an  excess  profits  tax 
until  1951. 

Other  important  effects  of  the 
proposed  bill:  (1)  Would  re- 
peal 1945  and  1948  individual  in- 
come tax  reductions  and  make  10- 
20%  increases  effective  Oct.  1  to 
be  applied  to  one-fourth  of  the  total 
1950  income;  (2)  would  hold  in 
(Continued  on  page  63) 
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...  for 
SPORTS  FANS  in  the 
PIEDMONT  PLATEAU 

WORD  for  the  second 
year  has  been  ordered  by  the 
American  Oil  Company  to 
broadcast  entire  schedule  of 
Washington  Redskins. 

Last  year  WORD  introduced 
professional  football  in  the 
Piedmont  and  it  went  over 
with  a  bang. 

It  is  a  sports  pioneering  like 
this  which  has  caused  WORD 
to  become  recognized  as.  .  .  . 

"Tfie  Sports  Stations 
of  the  Piedmont"^ 
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VOICE  FUNDS 

RECORD  appropriations  for  1950 
spearhead  the  State  Dept.'s  new 
loomed  brightly  on  Capitol  Hill  last 
marked  time  looking  toward  recess 

In  a  Congressional  session  obvi- 
ously strained  by  increasingly  deli- 
cate international  relations  and  the 
impact  of  the  Korean  war,  most 
legislators  have  agreed  that  the 
United  States  must  speed  up  its 
psychological  warfare  to  counter- 
act Russian  propaganda,  though 
a  few  questioned  the  effectiveness 
of  the  Voice  output. 

If  the  Senate  goes  along  with  the 
House  on  a  proposed  $48,890,000 
supplemental  outlay  for  Voice  op- 
eration and  new  transmitting  facil- 
ities, the  State  Dept.'s  radio  arm 
will  be  tabbed  for  nearly  |60  mil- 
lion, including  regular  fiscal  1950- 
51  expenditures.  This  sum  far 
surpasses  any  previously  voted  by 
any  Congress,  and  contracts  sharp- 
ly with  genuine  doubt  among  many 
legislators  that  the  Voice  was  worth 
the  taxpayers'  money. 

Build  New  Stations 

The  record  Voice  outlay  is  near 
achievement.  The  additional  funds 
— encompassing  $7,602,000  for  ra- 
dio broadcasting  and  $41,288,000 
for  construction  of  six  high  power 
radio  stations — are  now  pending 
before  the  Senate  Appropriations 
Committee  following  House  ap- 
proval Aug.  26.  The  lower  cham- 
ber backed  fully  the  recommenda- 
tions of  the  House  Appropriations 
Committee,  which  urged  the  full 
Budget  request  for  the  Voice, 
though  it  cut  other  information 
activities  [Broadcasting,  Aug.  28]. 

Meanwhile  President  Truman  has 
asked  Congress  to  restore  those 
funds,  covering  operation  of  libra- 
ries and  student  exchanges  with 
other  nations,  to  counteract  "fla- 
grant lies"  being  spread  by  the 
USSR  and  to  get  "the  truth"  across 
to  Iron  Curtain  countries. 

The  Chief  Executive  originally 
has  requested  $89  million,  but  the 
House  Appropriations  Committee 
cut  the  information  program  to 
$62,655,850.  Radio  operations  were 
not  pared,  however. 

The  Voice  also  occupied  the 
critical  attention  of  other  officials, 
legislators  and  even  private  execu- 
tives the  past  ten  days.  Notable 
among  developments,  which  painted 
the  Voice  in  both  favorable  and  un- 
favorable hues,  were  these: 

•  The  President  conferred 
Thursday  with  his  Advisory  Com- 
mission on  Information  to  discuss 
expansion  of  the  new  "Campaign 
of  Truth,"  including  the  Voice,  and 
approved  creation  of  panel  groups 
to  advise  the  commission. 

•  The  House  Foreign  Affairs 
Committee  approved  and  reported 
to  the  House  a  bill  to  establish  a 
Commission  on  Cooperative  inter- 
national Relations,  and  to  explore 
possible  use  of  television  abroad. 

•  Rep.  Karl  Stefan  (R-Neb.) 
proposed  concentration  of  all  gov- 
ernment information  services  into 
one  international  information  serv- 
ice, and  declared  that  the  present 
program  is  "burden — not  a  bar- 


Record  Total  May 
Be  Granted 

51  Voice  of  America  operations  to 
international  propaganda  offensive 
week  as  the  81st  Congress  anxiously 


gain"  and  should  meet  more  rigid 
standards. 

•  Rep.  John  Taber  (R-N.  Y.) 
charged  that  Voice  broadcasts  were 
devoid  of  propaganda  value,  never 
named  Russia  as  the  "aggressor" 
and  consisted  chiefly  of  "poorly 
done"  newscasts.  He  questioned 
the  "competence"  and  "loyalty"  of 
information  employes  handling 
Voice  broadcasts. 

•  NAB  President  Justin  Miller 
will  name  a  broadcasters'  subcom- 
mittee to  advise  on  radio  informa- 
tion activities. 

The  President  met  with  Advisory 
Commission  officials  at  the  White 
House  Thursday  morning.  Com- 
mission members  also  conferred 
later  with  Edward  Barrett,  Assist- 
ant Secretary  of  State  for  Public 
Affairs,  and  his  staff  concerning  in- 
formation strategy  now  being 
planned  with  a  view  to  cutting 
through  confusion  caused  by  the 
Kremlin's  propaganda  machine. 

In  Attendance 

Attending  were  Mark  Ethridge, 
editor,  Louisville  Courier-Journal, 
chairman  of  the  advisory  group; 
Judge  Miller;  Dr.  Mark  May,  di- 
rector. Institute  of  Human  Rela- 
tions; and  Erwin  D.  Canham,  edi- 
tor, Christian  Science  Monitor. 
Philip  D.  Reed,  chairman.  General 
Electric  Co.,  did  not  attend. 

The  President  reportedly  ap- 
proved a  plan  which  would  set  up 
three  specific  panels — for  radio, 
press  and  motion  pictures — to  serve 
as  advisory  committees  to  the  Ad- 
visory Commission.  A  fourth  unit 
would  act  on  a  general  level.  Mem- 
bers would  be  appointed  by  Secre- 
tary of  State  Dean  Acheson,  sub- 
ject to  the  approval  of  the  com- 
mission under  Public  Law  402. 

NAB  President  Miller  will  ap- 
point a  broadcasters  subcommittee 
to  consult  with  the  radio  panel  on 
information  activities.  The  other 
two  major  panels  on  the  press  and 
motion  picture  are  expected  to  name 
similar  groups. 


Mr.  Norton 


NORTON  SWORN  IN 

To  Federal  Reserve  Post 

EDWARD  L.  NORTON,  chair- 
man  of  the  boards  of  the  Voice  of 
Alabama  (WAPI  WAFM  (FM) 
WAFM-TV  Birmingham)  and  the 
Florida  Broad- 
casting Co. 
( WMBR- AM- 
FM-TV  Jackson- 
ville) last  Friday 
was  sworn  in  as 
a  member  of  the 
board  of  gover- 
nors of  the  Fed- 
eral Reserve  Sys- 
tem for  a  14-year 
term.  Mr.  Nor- 
ton is  a  Presi- 
dential appointee,  whom  the  Senate 
confirmed  last  June  2. 

Thad  Holt,  president  of  the 
Voice  of  Alabama,  and  Frank 
King,  head  of  the  Florida  Broad- 
casting Co.,  were  among  those  ex- ' 
pected  to  attend  the  ceremonies, 
held  in  the  Federal  Reserve  board 
room,  with  Thomas  B.  McCabe, 
board  chairman,  slated  to  preside. 

Mr.  Norton  also  is  chairman  of 
the  Coosa  River  Newsprint  Co., 
which  is  owned  by  newspaper  in- 
terests in  the  South  and  Midwest, 
as  well  as  the  New  York  Times, 
which  he  helped  organize. 

In  addition  to  his  commercial 
activities,  he  also  is  chairman  of 
the  board  of  trustees  of  Birming- 
ham Southern  College;  member  of 
the  board  of  trustees  of  the  U.  of 
Alabama,  and  member  of  the  ex- 
ecutive committee  of  the  Rocke- 
feller Foundation.  He  also  serves 
on  the  board  of  trustees  of  Miles 
Memorial  College,  a  Negro  school 
in  Alabama. 


Sterling  Buys  Newscasts 

STERLING  DRUG.  Inc.  (Molle 
shaving  cream)  will  sponsor  Mon- 
day-Thursday newscast  series  by 
John  B.  Kennedy  over  ABC,  10:30- 
10:35  p.m.,  starting  Sept.  18.  Con- 
tract, for  52  weeks,  placed  by  Dan- 
cer-Fitzgerald-Sample, New  York. 


PROTECT  YOURSELF,  yonr  STAFF,  your  ClIENTS 

from  the  daily  hazard  of 

LIBEL,  SLANDER,  INFRINGEMENT  OF 
COPYRIGHT,  INVASION  OF  PRIVACY 

Arising  from  Editorializing,  Speeches,  Newscasts,  Ad  libs,  Financial 
Comment,  Mystery  Plots,  Gossipy  Announcements,  Man-on-tlie-street 
Interviews. 

Hundreds  of  Broadcasters  and  Newspapers  guard  this  continu- 
ous  hazard    with    our   special,    tailored-to-the-risk  Insurance. 

USE  CAUTION-LADY  LUCK  IS  A  DESERTER! 
IT  COSTS  SO  LITTLE  TO  BE  SURE  WITH  INSURANCE. 

For  details,  write  to  the  Pioneer  in  this  line. 
EMPLOYERS  REIIVSURANCE  CORPORATION 
Insurance  Exchange  Bldg.       —       Kansas  City,  Mo. 
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Congress 

(Continued  from  page  61) 

beyance  an  excess  profit  tax  and 
brdered  studies  by  committee  staff 
Looking  toward  such  a  levy  next 
rear;  (3)  action  on  a  tax  levy 
boost  on  cooperatives  would  be  de- 
ferred. 

In  its  report  to  the  Senate,  the 
l^enate  Finance  Committee  had 
T^aid  it  did  not  believe  it  wise  to 
[delay  the  revenue  bill  by  trying  to 
sLnclude  other  revenue  raising  meth- 
jDds,  such  as  the  excess  profits  tax, 
<vhich  would  take  up  time  in  hear- 
■^ngs  and  study.  The  committee 
instructed  its  staff  to  conduct  a 
long-range  study  looking  toward 
an  excess  profits  tax  levy  next 
•year. 

!j  In  the  main,  the  Finance  Com- 
piittee's  action  on  educational  insti- 
'tutions'  "unrelated"  business  activ- 
^ftes  followed  the  path  cleared  by 
■the  House  more  than  a  month  ago 
[Broadcasting,  July  3].  The  House 
In  its  single-package  revenue  bill 
)drew  sharp  distinctions  governing 
'''unrelated"  activities  of  education- 
i^l,  religious  and  charitable  institu- 
^tions.  The  House  specified  exemp- 
tions for  religious  organizations 
■phould  apply  only  to  churches  but 
Mot  to  organizations  under  their 
Jjauspices.  However,  the  Senate  ver- 
sion would  not  exclude  church 
[groups,  as  such.  The  non-exempt 
jtlause  also  would  hold  for  activi- 
kXes  of  charitable  and  educational 
i^oups.  Labor,  agriculture,  re- 
jpearch  and  other  such  groups  also 
avould  be  taxable. 


j     Increase  Proposal  Deferred 

Some  activities  of  cooperatives 
^^re  already  taxed  but  a  proposal 
Ulto  increase  the  level  up  to  the  cor- 
poration levy  was  deferred.  Fur- 
ther staff  study  on  this  phase  was 
ordered  by  the  committee.  Some 
cooperatives  hold  ownership  in 
radio  stations. 

This  committee  recommendation 
on  cooperatives  might  fall  victim 
ijto  a  fight  on  the  Senate  floor  to 
amend  the  provision. 

It  was  understood  that  radio 
stations  owned  and  operated  by 
eligious  educational  colleges  and 
universities  competing  commer- 
cially in  the  broadcast  field  would 
'ibe  subject  to  the  corporate  taxable 
classification.  Non-commercial  sta- 
jtions,  many  operated  by  univer- 
Isities  and  colleges,  apparently  are 
not  affected. 

An  exception  was  tacked  onto  the 
I  House  inserted  provision  on  chari- 


table  institutions.  The  Senate  com- 
mittee knocked  out  that  part  which 
would  have  taxed  a  foundation  or 
trust  on  investment  income  accumu- 
lated and  not  expended  for  chari- 
table purposes.  Instead  it  would 
require  the  organization  to  make 
public  its  investment  income  by 
making  mandatory  the  filing  of  re- 
turns. 

In  its  approval  of  the  Adminis- 
tration's corporate  tax  proposal, 
the  Senate  committee  would  impose 
a  normal  tax  rate  of  25%  and  a 
surtax  rate  of  20%  computed  an- 
nually. 

For  the  current  year  only,  the 
committee  would  increase  the  maxi- 
mum tax  rate  from  38  to  42%. 
The  first  $25,000  of  earnings  would 
be  taxed  at  23%  and  the  top  rate 
would  apply  on  the  remainder. 
The  corporate  tax  would  yield 
about  $700  million  for  the  current 
year. 

Ceiling  on  tax  rate  the  govern- 
ment can  take  from  individuals  in 
high  salaried  brackets  would  be 
lifted  from  present  77%  to  87%. 


TR  RATES  UP 

Increased  In  3  Markets 

TRANSIT  RADIO  is  upping  its 
rates  in  three  markets  from  25  to 
50%  because  of  climbing  circula- 
tion. Stations  effected  are  KXOK- 
FM  St.  Louis,  KCMO-FM  Kansas 
City  and  WWDC-FM  Washington, 
D.  C,  three  of  19  transit  radio 
outlets  coast-to-coast. 

St.  Louis  time  charges  are  going 
up  Oct.  1  about  25%.  Cost  per 
thousand,  quoted  for  the  St.  Louis 
station  to  agencies  as  $1  "or  less," 
will  go  from  33  cents  to  48  cents 
because  of  the  higher  rate.  KCMO- 
FM,  which  went  up  about  50% 
Sept.  1,  had  a  former  rate  based 
on  100  radio-equipped  public  trans- 
portation vehicles.  Since  that 
rate  was  effected,  110  vehicles  were 
added,  and  300  are  expected  to  be 
in  operation  by  Oct.  1.  This  is  a 
200%  increase  in  circulation. 

WWDC-FM  Washington,  which 
adopts  a  new  rate  Oct.  1,  has  seen 
a  100%  circulation  increase.  TR 
rates  are  going  up  there  about 
50%  also.  The  old  rate  was  set 
on  225  equipped  vehicles,  and  there 
are  now  450.  Contracts  placed  with 
the  two  stations  which  have  Oct.  1 
increase  dates  will  be  protected 
for  26  weeks. 

WMIN-FM  Minneapolis-St.  Paul, 
with  which  Transit  Radio  has  a 
special  working  arrangement,  took 
the  air  Sept.  1.  Another  new  TR 
station  is  WTOA  Trenton,  which 
goes  on  the  air  Nov.  1. 


WOWO  Joins  NBC 

WOWO  Ft.  Wayne,  Ind.,  joins  NBC 
Oct.  15  as  a  basic  supplementary 
affiliate.  WOWO,  the  fifth  West- 
inghouse  Inc.  station  to  become 
affiliated  with  NBC,  operates  with 
10  kw  on  1190  kc.  WOWO's  former 
ABC  affiliation  has  been  taken  by 
WGL  Fort  Wayne. 


To  put  your  finger  on  the 
heart  of  this  great 
northeastern 
marlcet . . . 


WGY'S  total  weekly  audience  Is  over 
2V2  times  greater  than  that  of  the 
next  best  station  in  Daytime  and 
at  Night. 

WGY's  daily  audience  is  3  times  greater 
than  that  of  the  next  best  station 
— 191%  greater  In  Daytime,  211% 
greater  at  Night. 

WGY  has  36%  more  audience  In  Day- 
time and  45%  more  at  Night  than 
a  combination  of  the  ten  top-rated 
stations  In  Its  area.  (WGY  weekly 
audience:  428,160  Daytime;  451,- 
230  Night.)  (10-station  weekly 
audience:  313,080  Daytime;  310,- 
970  Night.) 

WGY  has  the  la  rgest  audience  In  every 
single  county  In  the  area  at  Night 
and  in  all  but  one  county  In  Day- 
time. 

WGY  has  in  Its  primary  area.  Day  and 
Night,  23  counties  to  Sta.  B's  5 
counties,  Sta.  C's  3  counties,  Sta. 
D's  3  counties. 

WGY  has  almost  twice  as  many  counties 
in  its  primary  area  as  any  other 
station  In  the  area  has  in  Its  entire 
area. 

WGY  has  8  counties  in  its  Daytime  area 
and  9  In  its  Nighttime  area  which 
are  not  reached  at  all  by  any  other 
Capital  District  station. 


Your  best 


radio  buy 
is  WGY 


Represented  Notionaliy  by  NBC  Spot  Sales 


atfiliatei!  with  |^^^ 


WGY 

I  CE«EI«l  ClECTlie  tmiM 
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YEAR -AGO  COMPARISONS  OF  TREND 
THE  AVERAGE  EVENING  NEWS  COMMENTATOR 

(  Based  on  a  Group  of  Programs  Unified  for  Each  Year) 
NIELSEN  -  RATING  BASIS 
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YEAR -AGO  COMPARISONS  OF  TREND 
AVERAGE  EVENING  NEWS  REPORTS 

(  Based  on  a  Unified  Group  of  Evening  Programs ) 
NIELSEN  -  RATING  BASIS 
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Newscasts  Spur  Listening 


( Continued  fr 
to  the  data,  average  evening  news 
listening  fell  off  in  the  first  half 
of  June.  But  by  mid-June  1950 
the  audience  had  started  to  in- 
crease whereas  the  downward  trend 
in  1949  wasn't  checked  until  July. 

This  growth  in  the  audience  for 
news  is  reflected  in  the  interest 
shown  by  advertisers  and  agencies, 
along  with  station  representatives. 


THE 

LONG  ISLAND 

_  STORY 

WHLI 

reaches  more  homes* 
in  Nassau  County 
6  or  7  days  a  week 
than  any  other  New 
York  or  Long  Island 
Independent  Station 
'  B  M  B  Study  #  2 


Nassau  County  is  a 
$602,218,000.00 
retail  market!* 

♦Standard  Rate  &  Data's  1950-51 
Consumer  Markets. 

Represented  by 

RAMBEAU 


WHLI 


om  page  23) 
Availabilities  have  been  grabbed 
up  everywhere.  Many  of  these 
news  programs  had  been  hard  to 
sell  prior  to  the  Korean  outbreak. 

Buyers  of  radio  time  in  many 
cases  have  pointed  to  this  increased 
listening  as  the  answer  to  those 
who  predict  TV  will  drain  off  sub- 
stantial portions  of  the  radio  au- 
dience. The  entire  radio  industry 
has  enjoyed  a  surprisingly  active 
summer,  with  overall  advertising 
volume  expected  to  reach  alltime 


highs  this  autumn. 

Increase  in  the  overall  summer 
radio  audience  was  noted  several 
weeks  ago  by  Arthur  C.  Nielsen, 
president  of  the  research  company 
[Broadcasting,  Aug.  8].  At  that 
time  he  said  that  radio  usage  for 
the  entire  day  was  above  that  of 
last  year,  reversing  losses  earlier 
in  the  year.  Nighttime  listening  is 
on  a  par  with  that  of  a  year  ago,  he 
noted,  whereas  it  had  fallen  off  10% 
to  15%  in  the  early  part  of  1950. 
Morning  and  afternoon  listening  is 
running  about  5%  above  1949,  he 
said. 

Nielsen  ratings  for  News  of  the 
Wo7-ld,  Lowell  Thomas  and  Edward 


WBT'S  LABOR  DISPUTE 

LABOR  dispute  between  WBT  Charlotte,  N.  C,  and  IBEW  Local  1229 
hung  in  the  balance  last  week  pending  appeal  by  station  management 
from  the  preliminary  findings  by  an  NLRB  trial  examiner  [Broadcast- 


Crutchfield 
To  Appeal 


AlVI 


FIVI 


EMPSTEAD,  LONG  ISLAND,  N.Y. 
EUAS  tGODOFSKY  P,„id^nt 


ING,  Aug.  28]. 

Charles  Crutchfield,  vice  pres- 
ident and  general  manager  of 
WBT-AM-FM  and  WBTV  (TV), 
has  promised  to  appeal  recommen- 
dations of  Examiner  Alba  Martin, 
who  ruled  the  station  should  re- 
instate nine  of  the  10  technicians 
it  had  discharged  in  September 
1949. 

Exceptions  Due  Soon 

A  statement  of  exceptions  to  the 
findings  had  not  been  filed  with 
NLRB  as  of  last  Thursday.  The 
station  has  20  days  to  file  excep- 
tions from  date  of  released  find- 
ings, Aug.  23,  or  until  midnight 
Sept.  12. 

Meanwhile,  NLRB  issued  a  cor- 
rected or  "erratum"  report  which 
included  previously  omitted  data 
with  respect  to  the  intermediate 
report. 

While  charging  that  WBT  had 
"unlawfully  coerced  and  re- 
strained" employe  rights  by  dis- 
charging the  10  technicians.  Ex- 
aminer Martin  noted  that  it  had 
bargained  "in  good  faith"  and  felt 
there  was  no  evidence  indicating 
that  WBT  "sought  to  undermine 
the  authority  of  the  union." 


Sterling  Hicks,  one  of  the  10 
technicians,  would  receive  back 
pay  until  Jan.  12,  1950,  date  of 
his  conviction  involving  charges  of 
conspiracy  in  an  attempt  to  dyna- 
mite the  station's  radio  tower.  Mr. 
Hicks  was  indicted  earlier  this 
year  by  a  grand  jury.  Station  also 
was  asked  to  review  again  his  tech- 
nical qualifications  and  so  inform 
the  FCC,  and  to  reinstate  him  if 
any  court  should  reverse  his  pre- 
vious conviction. 

According  to  additional  data 
supplied  last  week.  Examiner  Mar- 
tin observed  that  Jefferson  Stand- 
ard Broadcasting  Co.,  license  of  the 
AM-FM-TV  operation,  had  labeled 
Mr.  Hicks'  service  as  "unsatisfac- 
tory" from  September  1944  to  Aug. 
20,  1949. 

Examiner's  Finding 

"In  the  performance  of  his  tech- 
nical duties  during  the  two-year 
period  just  prior  to  the  expiration 
of  his  five-year  license,"  the  NLRB 
examiner  found,  "(Mr.)  Hicks 
committed  certain  errors  in  action 
and  in  judgment  which  were  spread 
upon  the  record  in  considerable  de- 
tail.   For  some  of  these  he  was 


R.  Murrow,  for  example,  averaged 
about  40%:  above  "normal"  in  July, 
according  to  Nielsen  data. 

When  television  enters  the  home, 
"total  attention  to  broadcast  media 
is  greater  than  ever  before,"  the 
report  states.  A  television  index 
analysis  made  by  the  firm  reveals 
the  average  television  home  "con- 
tinues its  daytime  listening  at  a 
high  level,  but  at  night  viewing  is 
almost  double  the  previous  amount 
of  radio  listening."  Nielsen  esti- 
mates total  attention  to  broadcast 
media  is  about  60%:  greater  after 
a  video  set  is  installed. 

Homes  with  persons  who  are 
"light"  listeners  also  have  "light" 
viewers,  the  television  index  indi- 
cated. Heavy  listening  homes  tend 
to  be  heavy  viewing  homes.  The 
total  of  viewing  and  listening  for 
both  groups  "is  greater  than  was 
radio  listening  alone."  After  tele- 
vision is  added,  the  amount  of  radio 
listening  was  "at  about  the  same 
level  in  both  groups." 


cautioned,  for  some  corrected,  but 
it  does  not  appear  that  for  any  of 
these  he  was  warned.  .  .  .  The  only 
error  shown  to  have  been  com-i 
mitted  with  any  frequency  by 
(Mr.)  Hicks  was  committed  with 
equal  frequency  by  the  other  tech- 
nicians .  .  ." 


Roy  Thompson 


W 
R 
T 
A 


25  years  of  radio  axpari- 
ence  and  perional  partici- 
pation in  hit  communlty't 
projects  and  services  hov* 
made  Roy  Thompson  a 
household  word  in  industri- 
ally -  rich  Altoona.  WRTA, 
the  Roy  Thompson  Station, 
will  assure  you  a  loyal,  buy- 
ing audience  throughout  the 
listening  hours. 


ABC 


1240  KC 


Altoona,  Pa 

Rsprasanted  by 
ROBERT  MEEKER  ASSOCIATES 
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TABLE  II 

TOP  NETWORK  ADVERTISERS  FOR  EACH  PRODUCT  GROUP  IN  JUNE  1950 


[griculture   &   Farming   Allis  Chalmers  Mfg.  Co.  ...533,193 

Ipparel,   Footwear  &  Acces  Adorn  Hot  Stores  Inc   33,226 

lutomotive.  Automotive 

Equip.  &  Supplies  Electric   Auto-Lite    95,265 

Ivlatlon,    Aviation  Equip. 

&  Access    

Eer,  Wine  &  Liquor   Pabst  Breviring  Co   78,235 

lldg.  Mat.  Equip.  &  Fixtures  ....Johns  Monviile   Corp  105,549 

onsumer   Services   Electric  Co.'s  Adver.  Prog.  ..  67,843 

rugs  &  Remedies   Miles   Lobs   744,989 

50d  &  Food  Products   General    Mills    751,225 

asoline,   Lubricants  & 

Other  Fuels     Sun  Oil  Co   88,832 

orticulture  

Tiusehold  Equip.  &  Supplies   .  .  .  Phiico  Corp  136,803 

ousehold    Furnishings   Armstrong   Cork   Co   35,034 

idustriol  Materials   U.  S.  Steel  Corp  103,210 

^surance   ...Prudential   Insurance  Co. 

of    America   116,930 


Jewelry,   Optical  Goods  & 

Cameras   Longines-VVittnauer 

Watch  Co  

Office   Equip.,  Writing 

Supplies,  Stationery  &  Acces.  .  .  Evershorp  Inc.   

Political   Stote  Committee  for  Warren 

Publishing  &  Media   First  Church  of  Christ 

Scientists:  Christian 
Science  Monitor   

Radios,  TV  Sets,  Phonographs, 

Musical   Instruments,   &  Acces.. Radio  Corp.  of  America  .... 

Retail  Stores  &  Direct  Mail   Dr.  Hiss  Shoe  Stores   

Smoking    Materials   Liggett    &    Myers  .... 

Soaps,  Polishes  &  Cleaners   Procter    &    Gamble   l,i 

Sporting  Goods  &  Toys   

Toiletries   &   Toilet   Goods   Procter  &   Gamble  ... 

Transportation,  Travel  & 

Resorts   Assn.  of  American  Railroads 

Misceljareou';   American  Fed.  of  Labor 

Source:  PubPsher's  Information  Bureau 


86,092 

66,588 
2,846 


9,088 

82,995 
1,080 
438,260 
071,394 


372,555 


66,228 
112,766 


June  Network 

(Continued  f)-om  page  23) 

pectively.  The  half-year  period 
aw  the  same  leaders. 

Indi\idually,  Procter  &  Gamble 
etained  its  long-held  position  as 
>ading  AM  advertiser  with  expen- 
•itures  of  81,593,258.  General  Mills 
;eplaced  Sterling  Drug  as  second 
anked  network  client  with  time 
urchases  totaling  8751,226.  Miles 
,abs  climbed  to  third  place,  with 
nerling  Drug  falling  to  fourth. 
'  eneral  Foods  Corp.  in  fifth  posi- 
'  on,  was  followed  by  Campbell 
oup  Co.,  Lever  Bros.,  Liggett  & 
lyers,  and  newcomer  American 
'^ome  Products,  respectively,  %^ith 
L  hilip  Morris  Co.  in  tenth  place. 


IJR  COMMENDED 

MAB  Issues  Resolution 

iESOLUTION  commending  WJR 
'etroit  for  "its  fairness  and  inte- 
rity  or  operations"  has  been  re- 
■ased    by    the  directors    of  the 

.lichigan  Assn.  of  Broadcasters. 
For  "outstanding  support  of  pa- 
rotic projects  and  Americanism 
fograms,"  WJR  also  was  voted 
distinguished  service  citation  by 
le  American  Legion  State  conven- 

_on  in  Grand  Rapids,  Mich.,  Aug. 
7.    WJR  officials  pointed  out  that 

'  was  the  fifth  time  in  the  past 
'?ar  that  the  station  has  been  cited 

l»r  its   "exceptional"  cooperation 

•'ith  veteran  groups  in  patriotic 
rograms. 


TOP    10    NETWORK   ADVERTISERS    IN  JUNE 
1950 

1.  Procter  &   Gamble  51,593,258 

2.  General  Mills  751,226 

3.  MMes   Labs  744,989 

4.  Sterling  Drugs  716,582 

5.  General  Foods  670,359 

6.  Campbell  Soup  602,899 

7.  Lever  Bros.  550,456 

8.  Liagett  &  Myers  438,260 

9.  ^  — erican  Home  Products  403,380 
10.  Philip  Morris  401,605 


'America  Challenged^ 

(Continued  from  page  3U) 

world  could  then  see  what  millions 
of  American  televiewers  could  see 
— "the  wonder  of  the  UN  sessions 
at  Lake  Success  .  .  .  the  arrogant 
filibuster  of  President  Malik.  .  .  ." 

Should  the  need  arise  for  a  full 
scale  war  production,  American 
industries — of  which  radio  and 
electronics  are  a  part — know  how 
to  convert  their  products  into  the 
necessary  weapons  of  war.  Gen. 
Sarnoff  said. 

Delving  into  the  need  of  unity 
both  at  home  and  in  our  formula- 
tion of  a  foreign  policy.  Gen.  Sar- 
noff had  the  following  suggestions 
to  make  for  the  U.  S.  international 
role : 

(1)  Permit  and  assist  the  re- 
armament of  Japan  and  West  Ger- 
many subject  to  suitable  controls 
and  practical  safeguards. 

(2)  Establish  immediately  Uni- 
versal Military  Training  at  home. 

(3)  Protect  the  country  against 
sabotage  "which  could  prove  worse 
than  a  battle  lost." 

(4)  Develop  promptly  a  compre- 
hensive system  of  civilian  defense. 


F.Y.I. 


(for  your  infonnation).. . 


Cities  grow  'out'  not  'up.'  .  .  .  Not  reflected  in  population  figures  are  the 
hundreds  upon  hundreds  of  new  dwellings  and  miles  of  longstanding  fac- 
tory and  residential  areas  unannexed  by  the  City  of  Terre  Haute,  so  it's  a 
city  of  over  100,000  people,  with  298,700  in  the  area,  all  potential  listeners 
to  V/THI,  CBS  plus  top-flight  local  programming. 


ifWTHI 


TERRE  HAUTE 
INDIANA - 


REPRESENTED  BY 
THE  BOILING  CO. 

HvwforV  '  Chicago 
Hollywood 


SMITH  PLAN 

Includes  'Voice  of  Freedom' 

ON  THE  CREST  of  mounting  in- 
terest on  Capitol  Hill  in  the  State 
Dept.'s  Voice  of  America,  Sen.  H. 
Alexander  Smith  (R-N.  J.)  last 
Thursday  called  for  a  "world-wide 
spiritual  offensive  for  freedom," 
bolstered  by  a  recharged  overseas 
information  program  which  he 
would  rename  "The  Voice  of  Free- 
dom." 

By  elevating  the  Voice  of 
America  to  be  the  freedom  voice. 
Sen.  Smith,  a  Republican  member 
of  the  Senate  Foreign  Affairs  Com- 
mittee, would  have  the  broadcasts 
carried  not  only  to  peoples  over- 
seas but  also  to  this  country.  In 
Sen.  Smith's  eyes,  the  freedom 
voice  would  be  "the  main  weapon 
in  our  great  peace  offensive  .  .  ." 

LE  the  Voice  was  thus  elevated, 
Sen.  Smith  said,  "we  would  not 
have  to  leave  the  Voice  of  America 
as  it  is  today  a  second-hand  sup- 
port for  our  military  operations, 
but  we  could  raise  it  to  the  position 
of  dignity  that  the  battle  for  the 
minds  of  men  deserves." 

Says  'Voice'  Is  Weak 

The  Voice  of  America  program, 
Sen.  Smith  declared,  has  not  been 
satisfactory  in  its  progress  to 
date.  As  a  collorary  to  our  mili- 
tary effort,  he  said,  the  Voice  "has 
been  relatively  ineffective."  While 
some  measure  of  its  failure  might 
be  blamed  on  its  small  size  in 
comparison  with  other  undertak- 
ings, Sen.  Smith  said,  a  chief  rea- 
son is  "we  have  not  shown  enough 
vision  and  have  not  seen  with  suf- 
ficient clarity  that  our  central 
theme  must  be  nothing  less  than 
the  theme  of  human  freedom." 

The  Senator's  remarks  were  in 
conjunction  with  the  "Crusade  for 
Freedom,"  a  program  financed  by 
a  group  of  prominent  citizens, 
headed  by  Gen.  Lucius  D.  Clay. 
The  movement  is  part  of  the  acti\i- 
ties  of  the  National  Committee  for 
Free  Europe,  chairman  of  which  is 
former  Ambassador  Joseph  C. 
Grew.  The  committee  is  support- 
ing the  Radio  Free  Europe  [Broad- 
casting, Aug.  28]  which  broadcasts 
to  nations  behind  the  iron  curtain. 


PUBLICITY  Club  of  N.  Y.  sponsoring 
publicity  workshop  course,  starting- 
Sept.  28,  for  10  Thursdays,  Hotel 
Delmonico,  N.  Y.    Fee  is  $20. 


A  B  C 

....CAN 
I  N 


1080 


Kilocycles 


BALANCED  PROGRAMING 

for  better  listening., 
more  listeners 

WK^IO 


Louisville,  Ky. 

JOt    EATON,  MGR. 
Represented  Nationally  by 
JOHN    BLAIR   &  CO. 


Mr.  Al  Schmale 
Youing  and  Rubicam 
New  York  City 

Dear  Al : 

Ytih  reelly  bought  sumpthin'  when 
yuh  decided  ter  use  WCHS  in  Charles- 
ton, West  Vir- 
ginny!  Yessir, 
Al,  WCHS  is 
a  real  bargain, 
an'  I  don't 
mean  perhaps! 
Th'  latest  BMB 
figgers  on  th' 
boss's  desk 
s  h  0  s  t  h  e  t 
WCHS  audi- 
ences are  larg- 
er and  cost 
less  then  those 
of  all  the  other 
four  Charles- 
ton stations 
combined !  No'J] 
yuh  just  cain't 
beat  thet  fer  a 
bargain!  Yes- 
sir,  th'  one  yuh 
bought  gits  yuh 
more  then  all 
the  other  four! 
Keep  thet  in 
mind.  Al,  'jjhcn 
yi'h  has  more 
buyiii'  tcr  do! 
Yrs. 
Algy 


WCHS 

Charleston,  W.  Va. 
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SECURITY 


Mandatory  Sponsor  Identification  Asked 


SPIRITED  debate  on  communism  and  its  political  role  enlivened  House 
debate  last  Tuesday  as  the  lower  chamber  overwhelmingly  approved  a 
security  control  measure,  354-20,  and  sent  it  to  the  Senate. 


The  far-reaching  bill  (HR  9490), 
Ga.),  chairman  of  the  House  Un- 
American  Activities  Committee, 
would  require  Communist  "action" 
groups  specifically  to  identify  in 
advance  sponsorship  of  radio  and 
television  programs,  and  also  to 
register  with  the  Attorney  Gen- 
eral's office,  among  other  provi- 
sions. It  also  would  set  up  a  sub- 
versive activities  control  board  to 
carry  out  the  plan. 

The  Wood  bill  was  offered  as  a 
substitute  for  the  original  proposal 
authored  by  Rep.  Richard  Nixon 
(R-Calif.),  who,  along  with  Sens. 
Karl  Mundt  (R.-S.D.),  Homer  Fer- 
guson (R-Mich.)  and  Olin  D.  John- 
ston (D-S.  C),  drafted  initial  Com- 
munist-control legislation. 

Limit  Radio  Activity 

Measures  imposing  similar  re- 
strictions on  Communist  "action" 
groups'  radio-TV  activities  is  slated 
to  be  taken  up  by  the  Senate  some- 
time this  week.  The  upper  cham- 
ber will  debate  four  bills — an  ad- 
ministration proposal  (S  4061),  an 
omnibus  measure  (S  4037)  offered 
by  Sen.  Pat  McCarran  (D-Nev.), 
the  0  r  i  g  in  a  1  Mundt-Ferguson- 
Johnston  plan  (S  2311),  and  the 
new  House-approved  Wood  bill. 
Only  the  administration  plan  em- 
bodies no  provisions  covering  radio 
and  television  programs. 

Heated  debate  marked  House  de- 
bate on  security  legislation.  Rep. 
E.  E.  Cox  (D-Ga.)  felt  the  Wood 
bill  "does  not  go  far  enough"  but 
felt  it  "is  a  step  in  the  right  direc- 
tion." But  Rep.  Emanuel  Celler 
(D-N.  Y.)  branded  the  measure  as 
"inept,  foolish,  unrealistic,  and  un- 
constitutional." He  said  it  would 
not  stop  communism,  help  catch 
spies  and  saboteurs  or  protect  in- 
ternal security  but  would  "punish 
men  for  their  thoughts"  and  "for 
expressing  ideas."  The  Wood  pro- 
posal also  would  deny  Communists 
jobs  in  defense  plants  and  in  the 
government,  as  well  as  passports. 

"Registration  cannot  be  made  a 
condition  precedent  for  expression 


sponsored  by  Rep.  John  Wood  (D- 

*■  — — 

for  assembly,  for  formation  of  a 
party,  for  exercise  of  rights  under 
the  Constitution,"  Rep.  Celler 
warned.  He  noted  that  "certain 
sanctions  and  penalties"  are  pro- 
vided for  violations,  including  fail- 
ure of  Communist  action  groups  to 
label  radio  and  TV  broadcasts,  with 
maximum  of  a  $10,000  fine  and/or 
five  years'  imprisonment  set  for 
each  violation  of  the  proposed  act. 

Substitute  Amendment 

Rep.  Celler  introduced  a  substi- 
tute amendment,  taken  from  his 
own  bill  (HR  9502),  which -would 
tighten  present  laws  with  relation 
to  espionage  and  security  of  de- 
fense information.  The  amendment, 
which  contained  provisions  dealing 
with  the  "gathering,  transmitting 
or  losing  of  defense  information," 
was  rejected  by  the  House,  153-64. 

These  developments  marked  con- 
fusion on  Capitol  Hill  growing  out 
of  President  Truman's  request  for 
tighter  security  curbs  but  substan- 
tially less  stringent  than  those 
recommended  by  Sens.  Mundt  and 
Ferguson  whose  plan  has  been  lan- 
guishing on  the  Senate  calendar 
since  early  this  session. 

The  President  had  warned 
against  legislation  "so  broad  and 
vague  in  its  terms  as  to  endanger 
the  freedoms  of  speech,  press,  and 
assembly"  guaranteed  under  the 
First  Amendment.  By  implication 
he  characterized  the  Mundt-Nixon 
plan  as  "unnecessary,  ineffective, 
and  dangerous." 

Provisions  of  the  latter  bill,  now 
incorporated  in  the  new  McCar- 
ran omnibus  measure,  also  would 
call  for  all  political  groups,  includ- 
ing Communist,  to  precede  all  radio 
and  television  broadcasts  with  the 
statement  that  the  program  is 
sponsored  by  "a  Communist  organi- 
zation," and  require  them  to  regis- 
ter with  the  Justice  Dept. 

Specifically  President  Truman 
had  urged  that  Congress  remedy 
"certain  defects"  in  language  of 


THE  ONLY  STATION 

THAT  ACTUALLY  DELIVERS 


COUERRGE 

In  the  Nation's 
Fastest  Growing 
_  _  Market 

-  -  Jff  PORTLAND 
WWV  OREGON 

ON  THE  EFFICIENT  620  FREQUENCY 

AFFILIATED       WITH  NBC 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 


existing  laws  governing  espionage, 
registration  of  foreign  agents  and 
security  of  national  installations. 
At  the  same  time  he  told  Congress 
that  radio  and  press  have  a  respon- 
sibility to  conduct  themselves  in 
such  a  manner  as  "to  reinforce  and 
not  undermine  our  internal  secu- 
rity and  our  basic  freedoms." 

Earlier  administration  support- 
ers had  drawn  up  legislation  to 
carry  out  the  Truman  proposal, 
which,  the  President  said,  seeks  to 
avoid  imposing  severe  penalties  for 
"normal  political  activities"  on  the 
part  of  Communists  and  party- 
liners. 

Sen.  McCarran's  proposal  is 
prefaced  with  the  qualification  that 
nothing  in  his  bill  "shall  be  con- 
strued to  authorize,  require,  or 
establish  military  or  civilian  cen- 
sorship or  in  any  way  to  limit  or 
infringe  upon  freedom  of  the  press 
or  of  speech.  .  .  ." 

The  bar  on  Communist  secrecy 
with  respect  to  sponsorship  of 
radio-TV  broadcasts  also  is  con- 
tained in  a  similar  measure  spon- 
sored in  the  House  by  Rep.  John 
Rankin  (D-Miss.). 

In  offering  the  substitute  bill 
Rep.  Wood  noted  that  the  language 
had  been  altered  to  read  "Com- 
munist Action"  rather  than  "Com- 
munist political"  groups. 


PBS  PLANS 

Net  Would  Open  Nov.  15 

INCORPORATED  at  $1.5  million, 
Progressive  Broadcasting  System 
will  be  privately  financed  with 
"public  stock  sale,"  Larry  Finley, 
president,  stated  in  announcing 
Nov.  15  as  the  starting  date  of 
operation. 

Financial  backers  of  the  pro- 
posed network  will  be  revealed 
"within  the  next  15  or  20  days," 
he  said,  and  listed  Bernard  Fleisher 
as  vice  president  and  Morris  A. 
Hazel  as  secretary-treasurer  of  the 
corporation.  Mr.  Fleisher  was  iden- 
tified as  a  financier  and  business- 
man. Mr.  Hazel  is  said  to  be  a 
stockholder  in  several  radio  sta- 
tions. 

With  700  applications  for  affilia- 
tion reportedly  received  to  date, 
Mr.  Finley  said  he  expects  a  mini- 
mum of  300  will  be  signed  by  the 
starting  date.  He  has  already  con- 
tracted for  UP  and  INS  news  serv- 
ices, with  tickers  to  be  installed  at 
PBS  studios  in  Hollywood,  Chicago 
and  New  York. 

Although  no  actual  negotiations 
have  been  started  for  transconti- 
nental lines,  executives  of  the  pro- 
posed network  have  made  inquiry 
as  to  the  cost  and  service.  Broad- 
casting was  reliably  informed. 


NBCs  TancJem  Plan 

(Continued  from  page  2i) 

on  Friday,  assuming  Mr.  Harris 
and  Miss  Faye  agreed,  and  present? 
two  mystery  half -hours  in  sequence' 
in  a  Thursday  evening  period. 

Meanwhile  Mr.  Barry  announced, 
in  Hollywood,  details  of  his  big- 
name  Sunday  evening  program. 

Stating  that  "radio  has  been 
scared  by  television  and  as  a  re- 
sult has  done  itself  more  harn 
than  television  ?ias,"  Mr.  Barr; 
said  television  needs  to  offer  more 
choice  in  entertainment,  pointing 
out  that  "people  can't  just  look  at 
triple  features  every  night  of  tht 
week."  He  stressed  his  hope  that 
the  new  radio  series,  starting  Oct. 
15,  Sun.,  6:30-8  p.m.  (EST)  and 
utilizing  nearly  every  star  name  on 
NBC  roster,  would  embody  the  ag- 
gressive, exciting  programming 
which  he  feels  is  radio's  best  an- 
swer to  television's  inroads  upon 
its  audience.  He  further  stated, 
radio  and  TV  must  stand  side  by 
side,  each  offering  its  very  best  andf^ 
each  thus  earning  its  share  of  the ' 
total  available  audience. 

One  Obstacle 

One  hurdle  still  in  the  path  of  the 
new  series,  said  to  be  price-tagged 
at  $1,800,000  and  available  for  sale 
in  half-hour  segments,  is  that  the 
Phil  Harris-Alice  Faye  series  has 
not  yet  accepted  a  proposed  Friday  i 
evening  time  slot  and  still  has  first! 
claim  to  the  final  half -hour  timei 
period  for  the  proposed  Sunday 
program. 

While  Mr.  Barry  would  not  defi-ff 
nitely  confirm  it,  he  implied  Tallu- 
lah  Bankhead  will  m.c.  the  Sunday 
90-minute  show.  Ed  Wynn,  Jimmy 
Durante,  Fred  Allen,  Eddie  Cantor,!: 
Dean  Martin  and  Jerry  Lewis,  Dave. 
Garroway,  Henry  Morgan  and  Sid 
Caesar  are  among  NBC  names  gen- 
erally set  for  series. 

Twelve  minute  dramatic  inter-Ae 
ludes  by  film  stars  will  be  included^; 
In  addition  there  will  be  Perry 
Como  and  other  NBC  singers  and 
orchestras. 


Neally  To  New  Post 

ANDREW  J.  NEALLY,  BBDO  Los. 
Angeles,  has  been  elected  chairman 
of  the  Southern  California  chaptei 
of  American  Assn.  of  Advertising 
Agencies.  He  succeeds  Robert  B 
Shirey  who  was  recently  trans- 
ferred from  the  Los  Angeles  office, 
of  J.  Walter  Thompson  Co.  to  its 
New  York  office.  - 


cm  Hue  FifTccwTh 


U.  OF  CALIFORNIA  Extension,  L.  A., 
expanding  list  of  courses  in  radio-TV. 
Program  will  include  study  of  radio- 
TV  dramatics,  writing  and  production. 
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'(Mr.  Wilner 


OHN  T.  WILNER,  engineering  director  WBAL-AM-TV  Baltimore,  to 
vice  president  in  charge  of  engineering  Hearst  Radio  Inc.,  N.  Y. 
Was  engineer-in-charge  CBS  TV  development,  and  has  designed 
and  invented  numerous  video  circuit  refinements. 


DICK  CRANE  to  KNEA  Jonesboro,  Ark.,  as  general 
manager.  Was  with  KFI  Hollywood  and  WBAP  Fort 
Worth  Texas.  HAROLD  GREGSON,  KBTM  Jonesboro, 
to  KNEA  sales  staff. 

JAMES  WILDMAN,  sales  representative  WEEI  Bos- 
ton, to  active  service  as  Lt.  in  Navy. 


VINCENT  CALLAHAN,  sales  director  WQQW  Wash- 
ington, takes  leave  of  absence  from  station  to  handle 
;-ocurement  work  for  Government  Bid  Service.  M.  ROBERT  ROGERS, 
'QQW  vice  president  and  general  manager,  will  serve  as  sales  director 
aring  Mr.  Callahan's  absence.  CECIL  (Lud)  RICHARDS  to  local  sales 
anager. 

HIL  BALDWIN,  merchandising  department  CKNW  New  Westminster, 
'^i  C,  to  director  of  national  advertising. 

°  H.  SEROPAN  to  sales  manager  KLX-AM-FM  Oakland,  Calif.  Was 
ith  NBC  and  CBS  as  sales  representative. 

i 

ftRT  FAIRCLOTH  returns  to  WINX  Washington,  as  salesman.  BO 
i^ifiRMER  to  sales  department  WINX. 

UDLEY  FAUST,  since  1949  CBS  assistant  Western  Network  sales 


lATIONAL  GUARD 


7,500  Outlets  To  Give 
kecruting  Time 


';VEE  1,500  AM  stations  throughout  the  country  have  agreed  to  carry 
J  newly-produced  National  Guard  Show  as  a  public  service  feature  dur- 
g  the  guard's  national  recruiting  campaign  to  bring  all  units  up  to  full 
irength,  Maj.  Gen.  Kenneth  F.  Cramer,  chief  of  the  National  Guard 

riareau,  announced  last  week.  *  

[  A  transcribed  series  of  15-min- 
le  programs  featuring  Mindy 
arson,  NBC  and  RCA  Victor 
^nging  star,  and  Bill  Stern,  na- 
ipnally  known  sportscaster,  will 
available  for  broadcast  begin- 
mg  Sept.  11.  Programs  are  being 
'epared  in  three  cycles  of  13 
teeks  each  by  General  Artists 
pi-p.  in  cooperation  with  NBC. 
jbert  W.  Orr  &  Assoc.  handles 
le  NG  account. 


Using  Class  A  Time 

All  standard  stations  in  areas 
ith  guard  units  were  offered  the 
ow  and  a  majority  of  the  1,500 
cepting  have  indicated  they  will 
r  the  programs  in  Class  A  time 
•riods,  Gen.  Cramer  said.  The 
!500  represent  well  over  a  90% 
ceptance  for  number  of  outlets 
ked  to  carry  the  public  service 
iature,  according  to  bureau  offi- 
als. 

In  addition  to  the  new  radio 
ow,  the  bureau  will  supply  other 
omotional  material  to  aid  sta- 
ins in  presenting  the  show,  to  be 
^med  at  the  17-34  age  groups. 
In  making  the  announcement,  Gen. 


129  Local  Accounts 
21  Regional  and  National  Accts. 
2781  Pieces  of  IVIail  for  May  '50 
ews  —  Accent  on  LOCAL 
osic  —  Smarts  —  Special  Events 


lAfTTlkl  WATERTOWN. 


Cramer  stated:  "We  are  deeply  grate- 
ful for  the  splendid  cooperation  we 
have  always  received  from  stations  in 
scheduling  the  National  Guard  show 
each  week  as  a  public  service  feature. 
They  are  to  be  congratulated  for  of- 
fering this  generous  support  to  our 
recruiting  program  at  a  time  when  our 
country  urgently  needs  additional  se- 
curity." 

Schedules  of  paid  radio  spot  an- 
nouncements also  are  in  effect  in 
Vermont,  Rhode  Island,  Connecti- 
cut, Oklahoma  and  Southern  Cali- 
fornia in  support  of  guard  divi- 
sions and  regimental  combat  teams 
called  to  federal  service,  according 
to  Gen.  Cramer. 

More  Funds 

The  guard  currently  hopes  to 
siphon  additional  money  from  a 
supplemental  fund  into  paid  spots 
on  stations  airing  the  new  public 
sei-vice  feature,  according  to  Maj. 
Ernest  L.  Smith,  chief  of  the  NG 
information  office.  The  service  al- 
lotted between  $45,000  and  $50,000 
to  radio  out  of  its  fiscal  1949-50 
fund,  with  spots  aired  on  some 
1,700  stations.  In  addition,  a  dra- 
matic series  produced  by  C.  P. 
MacGregor  was  carried  by  800 
stations  without  charge  [Broad- 
casting, Dec.  12,  Sept.  12,  1949]. 

Based  on  regular  and  supple- 
mental requests  for  fiscal  1950-51 
now  before  the  President  and  Con- 
gress, respectively,  guard  officials 
predict  that  radio  expenditures  will 
at  least  approximate  that  $50,000 
figure.  Overall  ad  recruiting  funds 
for  past  fiscal  period  were  $298,- 
000. 


front  office 


manager,  to  account  executive  N.  Y.  office  CBS  network  sales.  Was  with 
WBBM  Chicago. 

G.  C.  BLACKWELL,  one  time  assistant  secretary  of  Federal  Radio  Com- 
mission and  veteran  of  23  years  in  radio,  to  general 
manager  WDNE  Elkins,  W.  Va.  He  succeeds  Col. 
AMBROSE  F.  WHITE,  U.  S.  A.  retired,  who  resigned 
in  contemplation  of  returning  to  military  service. 

RAYMOND  R.  MORGAN  Jr.,  Raymond  R.  Morgan  Adv., 
Paris,  to  sales  staff  WDSU-AM-TV  New  Orleans. 

EARL  BRADLEY  WLW  Cincinnati  salesman,  and 
CHARLES  T.  DIEBEL,  TV  director  Strauchen  &  Mc- 
Kim  Adv.,  Cincinnati,  to  WKRC-TV  same  city,  as 
salesmen. 

ALLAN  HAMMOND,  member  staff  CFCF  Montreal 
since  1940,  to  manager  succeeding  GORDON  F.  KEE- 
BLE  [see  Allied  Arts]. 


Mr.  Blackwell 


PIERCE  ROMAINE,  vice  president  Paul  H.  Raymer  Co.,  N.  Y.,  to  Avery- 
Knodel,  same  city,  as  account  executive,  effective  Sept.  15. 

BERT  ADAMS,  NBC  station  relations,  to  join  Harrington,  Righter  & 
Parsons,  N.  Y.,  television  station  representative,  as  salesman. 

FORD  BILLINGS,  midwestern  broadcaster,  to  sales  staff  WMAW  Mil- 
waukee. 

JACK  SHORTREED  to  sales  manager  CJGX  Yorkton. 

RALPH  KELLEY,  account  executive  Advertising  Pub.,  Chicago,  to  WOKZ 
Alton,  111.,  as  account  executive. 

SID  W.  SLAPPEY,  program  manager  WCFM  (FM)  Washington,  to 
commercial  manager. 

KENNETH  LAUGHLIN,  with  Alaska  Broadcasting  System  since  1935, 
most  recently  as  regional  manager,  to  commercial  manager,  headquarters 
in  Seattle. 


l^etionaLi  •  •  • 

HAROLD  E.  FELLOWS,  general  manager  WEEI  Boston  and  director 
CBS  operations  in  New  England,  to  visit  Midwest  this  week  headquarter- 
ing in  Chicago  with  CBS  Radio  Sales  executives.  .  .  .FRANK  BURKE 
Jr.,  manager  KFVD  Los  Angeles,  named  chairman  annual  golf  and  ban- 
quet Whingding  of  Southern  Calif.  Broadcasters'  Assn.,  Sept  22. 

HOWARD  L.  EMICH,  commercial  manager  WMAN  Marinette,  Wis., 
elected  deputy  district  governor  Lions  International  for  Upper  Mich. 
.  .  .  FRANK  SAMUELS,  ABC  Western  division  vice  president,  L.  A., 
in  Honolulu  two  weeks  for  vacation. 
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(ContiniLcd  from  page  38) 

work  that  enabled  this  to  come 
to  pass. 

It  was  in  September  of  1946,  af- 
ter a  competitive  and  hard  fought 
hearing  before  the  FCC,  that  he 
realized  his  conviction  that  Detroit 
could  sustain  another  station.  The 
resultant  WKMH  was  the  first  new 
standard  broadcast  station  that  had 
been  granted  in  the  Detroit  area  in 
18  years. 

A  native  Detroiter,  Frederick 
August  Knorr  was  born  on  July  9, 
1913.  He  spent  12  years  attending 
the  Detroit  schools  and  then  en- 
tered Hillsdale  College.  Four  years 
later,  in  1937,  he  graduated  with  a 
Bachelor  of  Arts  degree  and  im- 
mediately entered  the  field  of  ra- 
dio. 

As  a  youngster  he  sold  newspa- 
pers but  at  the  same  time  put  in 
two  hours  a  day  practicing  at  the 
piano.  He  was  thankful  for  his 
parents  enforcing  the  two-hour  rule 
because  at  the  age  of  15  he  got 
himself  a  job  playing  piano  with  a 
theatre  orchestra.  A  year  later 
he  formed  his  own  dance  band 
which  was  disbanded  when  he  en- 
tered college. 

The  depression  was  at  its  peak 
when  Mr.  Knorr  began  his  college 
studies  and  the  debts  he  accumu- 
lated were  many.  He  thereupon 
decided  to  form  another  dance  or- 
chestra. The  band  became  a  col- 
lege favorite  practically  overnight 
and  when  Fred  graduated  he  had 


a  new  automobile,  over  a  $1,000  in 
the  bank  and  no  debts. 

It  was  while  with  his  orchestra 
that  Fred  acquired  a  yen  he  has 
never  lost  for  the  field  of  broad- 
casting. He  had  the  opportunity 
of  producing,  planning  and  an- 
nouncing many  radio  shows  fea- 
turing his  orchestra  on  local  sta- 
tions, and  finally  on  the  networks. 

Upon  graduation  he  again  dis- 
banded his  orchestra  and  after 
making  the  rounds  of  many  radio 
stations  was  hired  as  an  all-night 
disc  jockey  by  WJBK  Detroit. 
Two  years  later,  in  1939,  he  joined 
the  staff  of  newly  opened  WHLS 
Port  Huron,  Mich.,  as  program  di- 
rector. There  he  did  sports  an- 
nouncing, handling  play-by-play 
broadcasts  of  football,  baseball  and 
hockey. 

Felt  Detroit's  Need 

In  1941  Mr.  Knorr  joined  the 
staff  of  WMBC  Detroit,  now 
WJLB,  as  assistant  to  the  presi- 
dent. A  short  time  later  he  became 
convinced  in  his  own  mind  that  the 
Detroit  market  could  support 
another  station. 

The  particular  type  station  he 
had  in  mind  was  one  that  would 
feature  sports,  news  and  music,  as 
no  other  station  was  operating  with 
that  program  formula  at  the  time. 
He  then  began  the  formation  of  a 
corporation  to  make  application 
for  the  new  station. 

On  Dec.  29,  1946,  WKMH  began 
operating  as  a  daytime-only  outlet 
on  1540  kc  with  1  kw. 

Less  than  a  month  after  WKMH 
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went  on  the  air  an  application  for 
change  to  fulltime  on  1310  kc  was 
filed  with  FCC.  After  the  applica- 
tion was  approved,  WKMH  shifted 
frequencies  between  sign-off  one 
day  and  sign-on  the  next,  moving 
the  transmitter  eight  miles  over- 
night [Broadcasting,  Aug.  30, 
1948.] 

April  of  1950  saw  Fred  Knorr's 
dream  of  a  still  more  powerful  sta- 
tion come  true  when  WKMH  was 
granted  permission  to  operate  with 
5  kw  daytime  and  1  kw  nighttime, 
retaining  the  same  frequency  of 
1310  kc. 

Long  before  WKMH  ever  went 
on  the  air,  Mr.  Knorr  and  two 
salesmen  canvassed  the  area  for 
business.  In  spite  of  competition 
from  six  other  stations  in  the  mar- 
ket, and  due  to  the  three  men's  un- 
tiring efforts,  WKMH  was  operat- 
ing in  the  black  from  the  time  it 
began  operation. 

Originally  staffed  by  12  persons, 
WKMH  today  has  a  staff  of  40.  Mr. 
Knorr  points  out  that  the  big  prob- 
lem among  his  salesmen  nowadays 
is  finding  a  schedule  of  availabili- 
ties. The  same  Knorr  formula  is 
still  used — sports,  news  and  music. 
WKMH  carries  all  the  major  sports 
in  the  Detroit  area  including  De- 
troit Tiger  baseball.  Red  Wings 
hockey,  Michigan  State  football, 
basketball  from  Michigan  State, 
Michigan  U.  and  U.  of  Detroit,  and 
racing  from  Detroit's  two  major 
tracks. 

The  Client  Wanted  Proof 

WKMH  has  many  successful  ad- 
vertising campaigns  to  its  credit 
but  the  one  Mr.  Knorr  likes  most 
to  relate  concerns  the  time  a 
WKMH  promotion  affected  tele- 
phone service  over  the  entire  De- 
troit area. 

One  of  the  station's  salesmen 
called  Mr.  Knorr  one  day  and  told 
him  he  had  a  client  who  wanted 
proof  of  performance.  The  client 
had  declared  radio  couldn't  do  a  job 
for  him,  that  he  had  just  cancelled 
a  contract  with  a  competitive  sta- 
tion. 

Mr.  Knorr  immediately  started 
the  wheels  rolling.  An  offer  was 
made  on  the  air  giving  five  gallons 
of  gasoline  to  the  first  50  persons 
calling  the  prospective  sponsor.  So 
heavy  was  the  response  that  the 
Michigan  Bell  Telephone  Co.  ad- 
vised the  station  that  calls  num- 
bered in  the  thousands.  Fifteen 
minutes  after  the  offer  was  made, 
WKMH  begged  listeners  to  stop 
calling.  That  was  proof  enough 
for  the  client  and  WKMH  got  the 
account. 

These  days,  Fred  Knorr  is  look- 
ing for  wider  fields  to  conquer. 
WKMH  Inc.  has  applied  for  a  sta- 
tion to  be  located  in  Jackson,  Mich. 
This  is  in  line  with  his  belief  in  the 
future  of  AM  radio,  despite  belief 
of  many  radio  people  that  TV  will 
eventually  become  the  sole  broad- 
casting medium. 

Active  in  civic  affairs  in  his 
community,  Mr.  Knorr  recently 
ended  a  year  as  general  chairman 
of  the  Red  Cross  drive  covering  22 
Michigan  cities.  He  also  serves  on 
the  board  of  trustees  of  Oakwood 


Hospital,  with  the  Dearborn  Boy'ajj 
Club  and  Chamber  of  Commerce  . 
He  is  past  president  of  both  th  ■ 
Alpha  Tau  Omega  alumni  associi- 
tion  and  Detroit  Alumni  Assn.  of 
Hillsdale  College.    He  also  belongs  ; 
to  Rotary  International,  Dearborn'^ 
Country    Club    and    the  Detroit 
Yacht  Club. 

For  hobbies,  when  he  can  spare 
the  time,  Mr.  Knorr  goes  in  for  golf 
or  fishing.    He  says  his  most  im- ' 
portant  hobby  is  his  seven-year-old 
daughter,  Nancy  Lou. 

He   is   married  to   his  college 
sweetheart,  the  former  Nellie  Marie 
Welch,  whom  he  wed  on  Nov.  29,11 
1941. 


TAYLOR  ASSIGNED 

Truth,  Research  Projects 

APPOINTMENT  of  Davidson  Tay- 
lor,  former  CBS  vice  president,  as,|n 
a  special  consultant  for  its  newr^ii 
Campaign  of  Truth  project,  has]' 
been  formally  announced  by  the^P 
Dept.  of  State  [Broadcasting,  Aug,  !  ' 
28]. 

Mr.  Taylor  will 
represent  Edward  | 
■■iaj      W.    Barrett,  as-|f 
^^^^^S     sistant  Secretarj* 
I  1     of  State  for  Pub- 

lic Affairs,  in 
initiating  and  co- 
ordinating direc- 
tion of  research 
and  development 
projects  in  con- 
nection with  ex-  i 
pansion  of  thi'' 
Voice  of  America  and  other  U.  S. 
information  programs. 

The  former  CBS  vice  president 
will  devote  his  efforts  particularly' 
to  finding  "new  and  improved 
means  of  getting  the  truth  intc 
areas  of  the  world  from  which  ii 
is  now  partly  or  wholly  excluded, 
the  State  Dept.  explained. 

Mr.  Taylor,  who  resigned  as  a| 
CBS  vice  president  and  public  af- 
fairs director  last  Jan.  1,  is  ex<4t| 
pected  to  work  along  with  th( 
newly-created  National  Psychology 
cal  Strategy  Board  which  will  co-. 
ordinate  propaganda  needs  oi 
various  government  agencies. 


Mr.  Taylor 


WELM  Joins  CBS 

WELM  Elmira,  N.  Y.,  joins  CBf 
as  basic  supplementary  af!iliat( 
Jan.  21,  1951.  Operating  with  25i 
w  on  1400  kc  and  owned  by  Cornini 
Leader  Inc.,  station  becomes  191si_ 
CBS  affiliate.  Walter  Valerius 
general  manager. 


•  NAME  MERCHANDISE 

•  $3  to  $100  RETAIL  VALUE 

•  Wide  Choice  from  Catalog 

•  Prompt  Delivery  from  Stock 


SELECTIVE 

P PRIZES 
FOR  YOUR  SHOWS  J 


Richard  S.  Robbins 

551  5th  Ave..  N.  Y.  17  •  MU  7-038' 


Page  68    •    September  4,  1950 


BROADCASTING    •  Tclecas 


m 

tin||lt( 


nRED  BARR,  program  director 
^  WWRL  New  York,  named  station 
program  manager.  MAX  WES- 
ELS,  German  language  announcer 
id  m.e.  WWRL,  named  director  of 
srman  programs. 

taAL  BUNN,  program  director  KBTM 
nesboro.  Ark.,  to  same  position 
\EA  Jonesboro.  PHIL  MOSS,  WAPI 
irmingham,  Ala.,  and  BILL  COMBS, 
;GFW  Kearney,  Neb.,  to  announcing 
Hff  KNEA.  MURRAY  FUNK  and 
ipRIS  BIRHKAHN  to  station  as  re- 
j)tionist  and  bookkeeper. 

HOMAS  LOEB,  director  Foote,  Cone 
;  Belding,  N.  Y.,  to  NBC-TV  in  pro- 
^iction. 

sITA  WHELAN,  WAAB  Worcester, 
jass.,  traffic  department,  to  traffic 
anager  WEEI  Boston,  succeeding 
LEANOR  GIANNOTTL  resigned  to 
married. 

(ERNON  GIELOW,  KROS  Clinton, 
iwa,  to  program  director  KJCK  Junc- 
■pn  City,  Kan. 

iTS.  IMOGENE  PUTNAM,  director  of 
ecial  events  WCFM  (FM)  Washing- 
n,  to  program  director  for  station, 
places  SID.  W.  SLAPPEY  (see 
iONT  Office). 

EX  KOLENSKY,  N.  Y.  talent  sales- 
jan,  to  production  staff  WKY-TV 
jjclahoma  City.  MARJORIE  ANNE 
"HMID,  graduate  NBC  Institute, 
Dllywood,  to  continuity  staff  WKY. 
Jias  with  KWHW  Altus,  Okla.,  and 
JLPR  Oklahoma  City. 

UWES  KOVACH,  manager  program 
lerations  for  NBC  radio,  to  opera- 
5ns  coordinator  TV  Production  Serv- 
"3S  Dept. 

1 

-ARTY  PEARS  ALL,  continuity  edi- 
WBNI  Wilmington,  N.  C,  to  WBT 
aarlotte,  as  hostess  What's  Cookin'? 
low. 

pDIE  W.  FADAL,  chief  announcer 
td  head  of  newscasting  KWBU  Cor- 
dis Christi,  Tex.,  to  announcing  staff 
'RLD  Dallas.  Is  Southwest  Confer- 
'■ce  (football)  representative  for  ABC 
torts  division. 

p  STERLING,  CBS  Hollywood  staff 
titer,  to  U.  S.  Army  40th  Division. 

3BERT  WRIGHT  and  GEORGE 
3RREST  to  DuMont  Network  as  pro- 
bers of  Star  Time,  Tues.,  10-11  p.m. 
lath  are  MGM  songwriters. 

J.  McPHERSON,  farm  commenta- 
^  Canadian  Broadcasting  Corp.,  To- 
nto,  to  director  of  publicity,  Ontario 
5partment  of  Agriculture,  Toronto. 

jARREN  F.  REDDEN,  commercial 
Dvie  producer,  to  CBS-TV  as  as- 
stant  manager  of  film  service  opera- 
5ns    department,    reporting    to  H. 
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GRANT  THEIS,  department  manager. 

NICHOLAS  FREYBERG  resigns  as  di- 
rector of  sales  promotion  and  advertis- 
ing WNEW  New  York,  reportedly  be- 
cause of  illness. 

BILL  ASHWORTH,  promotion  manager 
WDVA  Danville,  Va.,  to  WSLS  Roa- 
noke, Va.,  as  pro- 
motion and  produc- 
tion manager. 
Elected  first  vice 
commander  of 
American  Legion 
Post  325.  HERB 
HODGE  Jr.,  WBTM 
Danville  writer-an- 
nouncer, succeeds 
Mr.  Ashworth  at 
WDVA. 

Mr.  Ashworth       ROBERT  L. 

WEAVER,  WINZ 
Miami,  Fla.,  to  WTVJ  (TV)  same  city, 
as  announcer  and  assistant  news  edi- 
tor. IRENE  CAROL  MONACO, 
WAGE  Syracuse,  N.  Y.,  to  office  man- 
ager WTVJ.  CELIA  JOY  ROSS  to 
station's  production  department.  LEE 
WALLER  returns  to  WTVJ  as  traffic 
chief  replacing  Mrs.  FRAN  EMLER, 
resigned.  MYRON  B.  WEIL  Jr.,  sta- 
tion cameraman,  to  producer. 

VIVIAN  BALFOUR  to  WINX  Wash- 
ington as  traffic  manager,  replacing 
SYLVIA  WILDER,  resigned.  RHODA 
COHEN,  new  to  radio,  to  WINX  con- 
tinuity department. 

JERRY  WHITE,  freelance  radio  and 
TV  announcer,  to  WHLI  Hempstead, 
N.  Y.    Continues  freelance  work. 

MARGARET  McDONALD,  KFDA 
Amarillo,  Tex.,  women's  editor,  to 
homemaking  editor  WBAP-TV  Ft. 
Worth,  Tex. 

GENE  WHITAKER,  chief  announcer 
WSSB  Durham,  S.  C,  guested  as  fea- 
tured disc  jockey  on  The  ABC's  of 
Music,  CBS,  Aug.  30. 

G.  GILMER  TOTTEN,  continuity  edi- 
tor WKRC  Cincinnati,  to  assistant 
director  of  public  relations.  EDWARD 
HILLMAN,  WNOP  Newport,  Ky.,  suc- 
ceeds as  continuity  editor.  BYRON 
TAGGART,  station  personality,  to  as- 
sistant program  director. 

BARBARA  HOGUE  to  traffic  manager 
KTHT  Houston,  Tex.,  succeeding  MAR- 
CEL GAU,  resigned.  PAT  APTHORP, 
Paul  Raymer,  N.  Y.,  to  assistant  traf- 
fic manager.  GLORENE  GRIFFITH, 
receptionist,  to  auditing  department. 
EARL  SCHOLTON,  radio  auditor,  re- 
tires.   Replaced  by  HUGH  CARWILE. 

JERRY  LEIGHTON,  chief  announcer 
and  assistant  program  director  WKIC 
Hazard,  Ky.,  to  announcing  staff 
WSAZ-AM-TV  Huntington,  W.  Va. 

EDDIE  PHELAN  to  WJXN  Jackson, 
Miss.  Was  with  WDLP  Panama  City, 
Fla.,  and  chief  announcer  WULA 
Eufaula,  Ala. 

CAROLYN  MOORE,  WACA  Camden, 
S.  C,  to  continuity  staff  WIS  Colum- 
bia, S.  C. 

ALAN  FISCHLER,  national  trade  pub- 
lication staff  writer,  to  KNBH  (TV) 
Hollywood  as  coordinator  of  daytime 
programs. 

PAUL  SIMPKINS,  program  director 
WAPP  McComb,  Miss.,  to  WJDX 
Jackson,  Miss. 

WARREN  CLARK,  KGHI  Little  Rock, 
casting 


Ark.,  to  announcing  staff  WOW-AM- 
TV  Omaha. 

DALE  SHEETS,  Los  Angeles  Mirror 
circulation  department,  to  supervisor 
guest  relations  KTTV  (TV)  Holly- 
wood. 

GENE  FROMHERZ  to  writing  staff 
WBBM  Chicago.  Was  timebuyer 
Blackett,  Sample  &  Hummert  and 
J.  Walter  Thompson,  both  Chicago. 

GEORGE  NEMETT,  KWIK  Burbank, 
Calif.,  announcer,  to  KALI  Pasadena 
in  same  capacity. 

ARTHUR  MARTIN,  program  director 
WING  Dayton,  subject  of  "Personality 
Sketch"  in  Jaycee  Pilot,  publication  of 
Dayton  Jr.  Chamber  of  Commerce. 

JOHN  KEYS,  advertising  and  promo- 
tion manager  WMAQ  and  WNBQ  (TV) 
Chicago,  father  of  a  boy,  Aug.  23. 

ED  DRISCOLL,  film  director  WHAS- 
TV  Louisville,  Ky.,  leaves  station  for 
active  duty  USMC.  LIBBYE  HIG- 
GINS,  Mr.  Driscoll's  assistant,  assumes 
his  duties. 

HERBERT  FONTAINE,  program  di- 
rector WCOU-AM-FM  Lewiston,  Me., 
father  of  boy,  Howard  Bruce. 

MARIE  THERESE  LEAHY,  known  to 
WFAA  Dallas  audiences  as  Terry  Lea, 
songstress,  was  married  July  28  to 
James  Edward  Jenkins. 

KENN    HAVEN,    program  director 


WTCM  Traverse  City,  Mich.,  returns 
to  station  after  ten-week  leave  to 
undergo  brain  surgery. 

LEONARD  J.  PATRICELLI,  program 
manager  WTIC  Hartford,  Conn.,  pre- 
sented hand-lettered  citation  for  "dis- 
tinguished service"  by  American  Can- 
cer Society. 

JEAN  CARSON  BROWN,  publicity 
director  WBT  WBTV  (TV)  Charlotte, 
N.  C,  and  Howard  Merry,  staff  writer 
for  Charlotte  Observer,  have  announced 
their  marriage,  Sept.  2. 


SAM  LINN,  newsman  WMOA  Marietta, 
Ohio,  to  news  editor  WOKZ  Alton,  111. 

Gen.  W.  H.  T.  GALLIFORD,  USMC 
retired,  to  WLOW  Norfolk,  Va.,  as 
news  analyst. 

ROBERT  GILMORE,  sports  director 
WRYO  Rochester,  Pa.,  to  WCPO  Cin- 
cinnati staff  as  play-by-play  an- 
nouncer, effective  Sept.  5. 

GEORGE  HERMAN,  with  CBS  as 
newsman  since  1944,  to  news  corre- 
spondent, assigned  to  Japan  and  Ko- 
rea, replacing  BILL  DOWNS,  who  will 
return  to  Washington. 

BILL  CORUM,  sports  writer  and  com- 
mentator, to  m.c.  on  Blue  Ribbon  Sport 
of  Kings,  NBC,  Sat.,  4-4:30  p.m. 

H.  W.  MASCHMEIER,  program  direc- 
tor WPTR  Albany,  N.  Y.,  to  director 
of  news,  special  events  and  special 
broadcasts. 

PAT  GOOLSBY,  retired  from  radio, 
does  two  news  programs  daily  for 
KHOZ  Harrison,  Ark.,  over  regional 
network. 


the  truth  about  our  favorite  subject 


.  .  .  have  the  largest  paid  circulation  of  any  radio  trade 
journal:  over  15,000.  And  more  advertisers  (national 
and  regional):  over  3000.  More  agencies  (national 
and  regional):  over  2400.  More  station  and  network 
people:  over  6400.  More  representatives  and  serv- 
ices: over  850.  Plus  a  big  group  called  "others":  2800. 
Add  'em  up:  paid  circulation  more  than  .  .  . 


total 


15,500 


^BROADCASTING  ...  the  largest  paid  circulation  in  the  radio  trade  paper  Mi 
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WPEN  LABOR  CASE 

NLRB  Acts  on  IBEW  Charge 

RECOMMENDATION  that  Wil- 
liam Penn  Broadcasting  Co.,  li- 
censee of  WPEN-AM-FM  Philadel- 
phia, "withdraw"  recognition  and 
"other  support"  of  American  Com- 
munications Assn.  (CIO)  as  repre- 
sentative for  its  technical  employes 
was  contained  in  an  intermediate 
report  filed  by  NLRB  Trial  Ex- 
aminer Hamilton  Gardner  Aug.  23. 

The  recommendation  stemmed 
from  a  complaint  filed  last  Feb- 
ruary by  the  International  Brother- 
hood of  Electrical  Workers 
(IBEW-AFL)  that  William  Penn 
had  entered  an  agi-eement  with  the 
CIO  union  despite  IBEW's  petition 
last  year  raising  the  question  of 
representation.  Such  action,  IBEW 
charged,  constituted  unfair  labor 
practice  by  depriving  employes  of 
"exercise  of  their  rights."  The 
pact  went  into  effect  Feb.  3. 

The  trial  examiner  found  "no 
evidence  ...  of  direct  violation"  of 
the  Labor-Management  Relations 
Act,  but  merely  that  the  station 
had  given  "other  support"  to  ACA. 
Mr.  Gardner  urged  that  the  station 
withdraw  such  support  and  recog- 
nition, and  cease  dealings  with  the 
ACA  on  matters  pertaining  to 
wages,  grievances  and  other  condi- 
tions. Complaint  against  William 
Penn  was  lodged  May  17.  If  no 
exceptions  are  filed  to  the  report, 
recommendations  may  be  adopted 
as  by  NLRB. 


allied  arts 


JULES    V.    SCHWERIN,  indepen- 
dent distributor  TV  films,  to  Of- 
ficial Television  Inc.,  N.  Y.,  in  pro- 
gramming and  production  department. 

GORDON  F.  KEEBLE,  manager  CFCF 
Montreal,  to  manager  S.  W.  Caldwell 
Ltd.,  Toronto,  transcription  distribut- 
ing firm. 

LEN  HEADLEY,  radio  recording  man- 
ager RCA-Victor  Ltd.,  Toronto,  to 
chairman  national  radio  committee 
for  forthcoming  Canadian  Community 
Chests  campaign. 

EUGENE  S.  ALLEN  Jr.,  appointed  to 
production  staff  Video  Films,  Detroit 
(motion  pictures  for  TV  advertising). 

Mrs.  BERTHA  BIGGS  appointed  by 
CKNW  New  Westminster,  B.  C,  to 
conduct  one-month  training  course  for 
all  announcers. 

KJR  SEATTLE  names  Western 
Agency,  same  city,  to  direct  its  ad- 
vertising. Jim  Miller,  account  execu- 
tive. 

MARKETS  Unlimited,  L.A.  (TV  pro- 
ducers), offering  TV  sports  show,  Bob 
TVaterfield's  Football  Digest,  in  either 
quarter-hour  or  half-hour  segments. 

PACIFIC  REGIONAL  Network  pur- 
chases from  Cardinal  Co.,  L.  A.,  Pa- 
cific Coast  broadcasting  and  transcrip- 
tion  rights  to   The  Johnson  Family, 


i 


Spot  time 
buying  made 


easier. 


so  YOU'RE  THINKING  OF 

SOUTH 
ICAROUNA? 


"Suppose  I  go  into  a  new  mar- 
ket," soys  a  well-known  Time  Buy- 
er. "]  turn  first  to  STANDARD 
RATE  to  size  up  the  stations  in 
that  market:  their  affiliations,  their 
power,  their  rates.  Then  I  want 
to  know  their  coverage.  I  try  to 
determine  which  would  give  us  the 
most  for  our  money." 

The  WIS  Service-Ad  shown  here 
is  an  example  of  how  many  sta- 
tions are  helping  buyers  of  time 
get  information  they  want  when 
they're  deciding  which  stations  to 
use. 

Last  year  the  monthly  issues  of 
SRDS  carried  Service-Ads  of  278 
station  and  network  AM,  FM,  and 
TV  advertisers,  supplementing  the 
regular  SRDS  station  listings  with 
much    additional    information  that 


Ccortia  nHl  NorUi  Carolini 


turn 


COLUMBIA,  S.C. 

NtC'560KC-5CI00WATTS 


FREE  S  PETERS,  tNC 


helps  buyers  buy:  information 
about  coverage,  audience,  pro- 
grams, station  service. 

Check  the  Service-Ads  as  well  as 
the  listings  when  you're  using 
SRDS. 

Note  to  Broadcasters:  The  SPOT 
RADIO  PROMOTION  HANDBOOK 
describes  the  sort  of  station  infor- 
mation that  makes  it  easier  for 
buyers  of  spot  time  to  buy  what 
you  have  to  sell.  Copies  are  avail- 
able from  us  at  $1. 


STANDARD  RATE  &  DATA  SERVICE 

The  National  Authority  I  Walter  E.  Botthof 

Serving  the  Media-Buying  Funchoi.  /  Poblijher 

333  North  Michigan  Avenue,  Chicago  1,  Illinois 

NEW  YORK    •     lOS  ANGELES 


quarter-hour  comedy-drama,  broadcast 
five  times  weekly  starting  Sept.  11. 
Cardinal  distributes  program  nation- 
wide outside  California. 

PENN  College,  Cleveland,  sets  up 
audio-visual  communications  center  at 
school.  Motion  pictures,  film  strips, 
slides  will  be  used  to  supplement  books 
and  lectures  as  part  of  new  center's 
equipment. 


ROBERT  D.  MERRILL  named  director 
of  sales  All  America  Cables  &  Radio 
and  subsidiaries,  The  Commercial 
Cable  Co.  and  Mackay  Radio  &  Tele- 
graph Co. 

RAYMOND  W.  AYERS  elected  vice 
president  Frederick  Hart  &  Co., 
Poughkeepsie,  N.  Y.  (electronic  sound 
recorders  and  precision  mechanisms), 
subsidiary  of  ATF  Inc.,  Elizabeth, 
N.  J. 

EDWIN  WEISL  Jr.,  district  manager 
Radio  &  Television  Retailing  maga- 
zine, to  advertising  manager  Tele- 
King  Corp.,  N.  Y.,  TV  manufacturers. 

IRA  D.  LeFEVRE,  late  comptroller 
General  Electric  Co.,  subject  of  pri- 
vately printed  biography,  free  copies 
of  which  are  available  by  writing  L. 
W.  Mosher,  I.  D.  LeFevre  Memorial 
Committee,  General  Electric,  Syracuse, 
N.  Y. 

WARREN  FREBEL,  formerly  purchas- 
ing director  Meek  Industries  Inc., 
named  purchasing  agent  Majestic  Radio 
&  Television  Co.,  Brooklyn. 

ROY  W.  AUGUSTINE,  engineering 
pioneer,  named  to  engineering  staff 
The  Muter  Co.,  Chicago,  TV  compo- 
nents manufacturer. 

WILCOX-GAY  Corp.,  Charlotte,  Mich., 
acquires  Majestic  Radio  &  Television 
Inc.,  Brooklyn,  and  Garod  Radio  Corp., 
Majestic  subsidiary. 

GENERAL  ELECTRIC  Co.,  Syracuse, 
N.  Y.,  announces  new  double-ended 
beam-power  amplifier  tube  (6  CD6-G), 
designed  for  use  as  horizontal-deflec- 
tion amplifier  in  TV  receivers. 

RCA  VICTOR,  Camden,  N.  J.,  pro- 
duces new  relay  power  supply  for 
AM,  FM,  or  TV  studios,  Model  BX-4A. 

REK-O-KUT  Co.,  Long  Island  City, 
N.  Y.,  announces  continuously  vari- 
able-speed turntable,  of  broadcast 
quality,  playing  without  wow  from 
20-100  rpm. 

RAYTHEON  Mfg.  Co.,  Waltham,  Mass., 
announces  ofT-the-line  TV  monitor  for 
use  in  viewing  programs  in  control 
rooms,  film  rooms,  clients'  and  an- 
nouncers' booths  and  executives'  offices. 


"Technical  • 


WESLEY  BELL,  KBTM  Jonesboro, 
Ark.,    and    GERALD    JOHNSON  to 

KNEA  Jonesboro,  as  chief  engineer 
and  technician,  respectively. 

WILLIAM  J.  KOTERA  to  chief  engi- 
neer WOW  Inc.,  Omaha,  Neb.  (WOW- 
AM-TV  KODY  North  Platte)  GLENN 
FLYNN  to  assistant  chief  engineer. 
Both  are  longtime  WOW  employees. 
Mr.  Kotera  replaces  JOE  HEROLD,  re- 


signed [Broadcasting,  Aug.  281. 

DAVE  HALE  and  GEORGE  WATKIN^ 

to  engineering  department  KTH 
Houston,  Tex.   "SKIPPER"  JOHNSO. 

named  supervisor. 

BILL  GARCIA,  WE  AW  Evanston,  II : 
to  WOKZ  Alton,  111.,  as  chief  enginee 

WALTER  QUINN,  engineer  and  can 
eraman  WHAS-AM-TV  Louisville,  K\ 
re-enlists  in  USMC. 

MANNING  CARRINGTON,  recording 
engineer  WDNC  Durham,  N.  C,  called 
to  active  duty  with  Navy. 


fCfyy  RENEWAL 

Seen  in  Initial  Decision 

INITIAL  DECISION  to  grant  thei 
application  of  KEYY  Pocatello,  [ 
Idaho,  for  renewal  of  license  on| 
1240  kc,  250  w  fulltime,  has  been'^ 
reported  by  the  FCC. 

Hearing  Examiner  Leo  Resnick 
ruled  that  there  was  no  transfer 
of  control  involved  in  a  manage- 
ment option  contract  between  F. 
M.  Bistline,  president  of  applicant 
corporation,  and  Louis  Haller,  with 
respect  to   Mr.   Haller  becoming 
general  manager  replacing  Calvin 
L.  Hale.    Mr.  Haller  was  offered 
a  salary,  plus  an  opportunity  tc, 
earn  bonus  from  profits  and  to:  i 
acquire   a   stock  interest   in   th€  ' 
station.  '  ■■ 

To  the  question  as  to  whethei; 
licensee  had  operated  the  station' 
in  the  public  interest,  Examinei, 
Resnick  found  "a  certain  careless 
ness  on  the  part  of  the  applicant 
in  reporting  on  program  service 
as  indicated  by  the  apparent  failure 
to  read  or  comprehend  the  Com 
mission's  definition  of  educational 
programs,  and  as  indicated  by  the 
discrepancies  between  the  amounts 
of  time  attributed  to  agricultural 
and  live  commercial  programs  ir 
written  program  analyses  and  the 
amounts  of  time  devoted  to  these 
programs  which  representatives 
the   applicant   could  substantiate 
upon  cross-examination. 

"On  the  other  hand  this  revie\^ 
shows  a  comprehension  on  the  pari 
of  the  applicant  of  its  responsibil- 
ities for  meeting  the  needs  of  thi 
community  for  religious,  news,  ag 
ricultural,  discussion  and  educa 
tional  programs  and  opportunities^ 
for  self  expression,  even  thougl: 
this  responsibility  has  not  beei  ■ 
fully  discharged.  .  .  .  We  are  ol| 
the  opinion  that  the  applicant  has 
met  minimum  standards  for  serv- 
ing the  needs  of  the  community  anc 
the  public  interest." 


Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE" 


I 


Contoct 
EDWARD 
RETRY  CO 


WBAL 
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:OBBY  COMMITTEE 


House  Critics 
Increase 


:|MID  signs  that  the  House  Select  Lobbying  Committee  was  drawing 

3  last  breath  as  an  entity  in  the  81st  Congress,  critics  have  again 
iounted  attacks  against  the  committee's  investigative  techniques. 

Leading  the  opposition  were  two  outspoken  opponents  who  in  the  past 

,ve  blasted  the  committee,  and 

;  chairman,  Frank  Buchanan  (D- 
a).    They  were  Reps.  Clare  E. 
itjofFman  (R-Mich.)  and  Eugene  E. 
px  (D-Ga.). 

In  answer  to  committee  critics, 
hairman  Buchanan  has  pointed 
at  that  Washington  newsmen 
jiave  been  careful  to  check 
Se  facts"  when  reporting  on  the 

ouse    unit's    hearings.     He  re- 
acted allegations  that  either  he, 
any  member  of  his  committee, 
attempting  to  restrict  rights  of 
:?tition,  political  action,  free  speech 
•  the  free  press. 

Rep.  Hoffman  had  charged  the 

5mmittee  with  attempting  to  sup- 

l  ess  publications  of  certain  organ- 

ations  which  he  said  are  in  oppo- 

tion  to  the  "New  Deal  and  the  in- 

rnationalists."  He  also  intimated 
'lat  the  press  and  radio  have  been 

;trangely  indifferent"  to  the  com- 

ittee's  alleged  efforts  to  abridge 

right  of  free  speech,  a  free  press, 

le  right  of  petition." 
Rep.  Cox  had  called  upon  the 

ouse  group  to  disclose  whether  it 

ad  information  which  reportedly 
.Dinted  to  the  Civil  Rights  Con- 
fess as  the  group  which  put  up 

and  for  Gerhardt  Eisler.  The 

itter   jumped   bond   leaving  the 

»untry  on  the  Batory,  and  is  now 
'aief  propagandist  for  the  Soviets 
the  Russian  zone  of  Germany. 

Union's  FM  Holdings 
Rep.  Cox  pointed  out  that  the 
^RC's  check  was  drawn  on  the 

malgamated  Bank  of  New  York, 

hich  the  Congressman  added  is 

vned  by  the  Amalgamated  Cloth- 
j^g  Workers  Union,  "which  also 

!vns    and   operates    many  other 

mmercial  businesses  .  .  .  includ- 

jg  a  chain  of  four  FM  radio  sta- 

pns  licensed  by  the  FCC."  Mr. 

px  said:  "A  few  years  ago,  that   

lion    represented    to    the  FCC 

NEV/  ABC  SHOWS 

Bid  For  Sat.  Night  Audience 

ABC's  BID  for  listnership  on  Sat- 
urday night  will  depend  on  four 
audience  participation  shows  fea- 
turing such  stars  as  Gypsy  Rose 
Lee,  Bud  CoUyer,  Jimmy  Blaine 
and  Peter  Donald. 

On  Sept.  16,  Shoot  the  Moon  with 
Bud  Collyer,  starts  8-8:30  p.m.,  fol- 
lowed by  Marry-Go-Roiavd,  with. 
Jimmy  Blaine,  and  four  couples 
who  are  out  on  a  date.  At  9-9:30 
p.m.  Gypsy  Rose  Lee  will  make  her 
debut  on  radio  in  the  What  Makes 
You  Tick  program.  From  9:30-10 
p.m.  Peter  Donald  will  emcee  the 
Can  You  Top  This  show. 

The  next  half-hour  will  be  filled 
by  a  variety  show  called  Saturday 
At  the  Shamrock,  10-10:30  p.m. 
and  closing  10:30-11  p.m.  will  be 
Dixieland  Jambake,  a  jazz  program 
originating  in  New  Orleans. 


.  .  .  that  its  commercial  con- 
cerns represented  investments  of 
more  than  $81  million." 

In  his  statement,  Rep.  Cox  said: 
"One  of  the  union's  FM  stations — 
WFDR  of  New  York  City— has  a 
working  arrangement  with  a  Wash- 
ington, D.  C,  FM  station,  namely, 
WCFM,  the  officials  and  stockhold- 
ers of  which  have  somewhat  ques- 
tionable backgrounds  and  connec- 
tions for  being  in  the  radio  busi- 
ness." 

Contacted  by  Broadcasting,  the 
committee  staff  said  that  it  had 
gathered  the  facts  concerning  the 
Eisler  case  and  that  they  were  be- 
ing incorporated  in  its  reports. 
"These  facts  have  been  known  and 
have  been  made  public,"  a  staff 
member  said.  He  added  that  refer- 
ences to  the  ACWU's  radio  owner- 
ship also  were  well  known. 

Industry  Testimony 

It  appeared  last  week  that  it 
would  be  a  case  of  whether  time 
would  run  out  befox^e  NAB's  Justin 
Miller  and  other  representatives  of 
the  radio  industry  would  appear 
before  the  committee  to  testify  in 
behalf  of  equal  treatment  for  radio 
with  the  press  which  is  exempted 
under  the  Lobby  Registration  Act. 

Chairman  Buchanan  said  that  if 
the  committee  is  out  of  existence 
by  the  time  the  radio  question  comes 
up,  the  matter  will  be  referred  to 
the  House  Judiciary  Committee 
"which  would  have  jurisdiction." 

It  was  admitted  by  committee 
staff  workers  that  the  committee's 
demise  was  being  hastened  by  the 
critical  international  situation 
which  would  appear  to  block  any 
efforts  to  bolster  depleting  opera- 
tional funds  and  any  need  for  the 
continuance  of  the  committee  as  a 
select  group. 


Used  By  More  Radio  Stations  Than  All 
Other  Professional  Tape  Recorders 


PT6. 

Greatest  professional  recording  value  on 
the  marketl  Portable  high  fidelity  re- 
corder and  amplifier — as  low  as  $499.50 


INC. 

360  N.  Michigan  Ave. 
Chicago  1,  III. 


Advertisement 


From  where  I  sit 
Joe  Marsh 


Ought  To  ''Polish  Up 
Her  Traffic  Manners! 


Spent  most  of  yesterday  over  at  the 
Court  House.  "Tiny''  Fields,  the  big- 
gest and  fastest-talking  of  our  three 
policemen,  was  holding  forth  about 
his  traffic  troubles. 

"Women  drive  just  as  good  as  men 
do,"  Tiny  said,  "and  just  as  bad.  For 
instance — a  girl  in  a  convertible  to- 
day. She  started  a  three-block  tie-up 
all  by  herself. 

"She's  creeping  down  Main  Street 
— left  hand  stuck  out  and  sort  of  wav- 
ing around.  Never  turns  right  or  left, 
never  stops.  But,  of  course,  everyone 
behind  her  thinks  she's  signaling  about 
something.  Nobody  dares  to  pass. 
When  I  stop  her  and  ask  what's  up, 
she  smiles  sweetly  and  explains  she's 
drying  her  nail  polish!" 

From  where  I  sit,  that  girl's  typical 
of  certain  folks  who  are  so  wrapped 
up  in  themselves,  they  never  notice 
they're  not  being  fair  to  others.  Our 
neighbor  has  a  right  to  drive  in  safety 
— just  as  he  has  a  right  to  enjoy  a 
glass  of  beer.  Let's  all  respect  the 
other  fellow's  rights. 


Copyright,  1950.  United  States  Breivers  Foundation 
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TO  NEW  SUBSCRIBERS 

1950 
BROADCASTING 
MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

"...  the  most  valuable 
tool  for  evaluating  mar- 
kets, radio-tv  time  buying 
in  years." 

SELLS  SEPARATELY  FOR  $1.00 

Just  out,  this  250-page 
MARKETBOOK  will  be 
sent  to  new  subscribers 
upon  receipt  of  order. 

Here  in  one  complete  book 
are  all  the  essential  facts  & 
spot  rate  figures  for  buy- 
ing/selling AM  FM  TV 
time.  Three  color,  25"  x 
35"  radio-tv  map  included 
with  each  copy. 

SPECIAL  OFFER 

TO  NEW  SUBSCRIBERS 

For  a  limited  time  a  regular  $7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 
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870  NATIONAL  PRESS  BIDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
S2  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

Q  $7  enclosed  please  bill 
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RTDG  BOARD 


Votes  Defense  Role;  Scores  SDG 


A  RADIO  and  Television  Directors 
Guild  resolution  offering  its  serv- 
ices in  the  present  crisis,  and  an 
election  realigning  officers  for  a 
"national  war"  with  the  Screen 
Directors  Guild  of  Hollywood,  high- 
lighted the  annual  meeting  of 
RTDG's  National  Board  in  New 
York  last  week. 

The  resolution,  passed  unani- 
mously, read:  "The  RTDG  is  an 
important  force  in  our  nation's 
pattern  of  communication.  It  has 
a  long  and  active  record  of  support 
of  our  government  and  its  respon- 
sible agencies  in  times  of  national 
emergency.  It  is  unalterably  op- 
posed to  Communism  and  any  other 
form  of  totalitarianism.  Accord- 
ingly, in  the  present  national  crisis, 
it  is  resolved  that  we  offer  the 
services  of  the  RTDG  to  the  Na- 
tional Security  Resources  Board, 
Department  of  Defense,  the  Presi- 
dent's Committee  on  Religion  and 
Welfare  in  the  Armed  Forces,  the 
National  Psychological  Strategy 
Board,  and  to  the  recently  organ- 
ized all-inclusive  Broadcasting  In- 
dustry Council." 

Dick  Macke  of  Hollywood  was 
elected  international  president  of 
the  guild,  along  with  a  slate  of  vice 
presidents  without  local  offices  and 
free  for  the  battle  vdth  the  SDG 
of  Hollywood.  Traditionally,  a 
New  Yorker  is  elected  to  the  pres- 
idency, and  vice  presidents  are 
drawn  from  among  local  presidents. 

Other  measures  included  ap- 
pointment of  Newman  H.  Burnett, 
executive  secretary,  to  a  newly- 
created  position  of  national  execu- 
tive director;  and  a  decision  to 
dispense  with  a  national  attorney 
and  obtain  legal  advice  in  each 
locality. 

Statement  Also  Issued 

The  board  also  issued  a  state- 
ment prompted  presumably  by  the 
recent  appearance  in  New  York  of 
Joseph  Mankiewicz,  president  of 
the  SDG  in  Hollywood  and  20th- 
century  Fox  director,  to  publicize 
his  organization's  recently-opened 
New  York  offices  with  Wallace 
Worsley  in  charge,  and  to  invite 
all  working  TV  directors  in  the 
East  to  join  up. 

Mr.  Mankiewicz,  while  planning 
no  membership  campaign,  said  his 
guild's  long  film  experience  quali- 
fies it  best  to  represent  TV  di- 
rectors, the  growth  of  whose 
medium  is  paralleling  that  of  early 
films.  The  West  Coast  SDG,  which 
has  no  connection  with  the  SDG 
in  the  east,  is  not  a  union  and  is 
not  primarily  concerned  with  work- 
ing hours  or  salaries,  he  said.  In- 
stead it  intends  to  secure  the 
authority  and  control  on  stage  nec- 
essary for  TV  directors  if  they 
are  to  produce  high-quality  shows'. 
To  this  end,  it  will  bring  big-name 
directors  to  negotiations  and  will 
fight  for  such  authority,  whether 
with  unions,  stations,  or  advertis- 


ing agencies,  he  said. 

The  RTDG  statement  set  forth 
"RTDG's  record  of  real  service  to 
AM  and  TV  directors,  associates, 
and  floor  managers,"  in  contrast 
to  what  it  called  "the  glamorous 
promises  of  SDG."  "TV  men  will 
choose  a  truly  democratic  union  in 
which  they  can  have  a  share  in  their 
destiny  rather  than  a  second-class 
citizenship  in  a  screen  union  dom- 
inated by  big-time  Hollywood  di- 
rectors, who,  in  many  cases,  are 
themselves  management-partners, 
stockholders  in  film  companies,  and 
subject  to,  at  the  very  least,  di- 
vided loyalties." 

RTDG  Will  Fight 

Mr.  Burnett,  who  issued  the 
RTDG  statement,  said  that  RTDG 
will  "naturally  fight  for  the  au- 
thority and  working  conditions  re- 
quired for'high  quality  production" 
and  that  "whatever  similarity  there 
may  be  between  television  and  mo- 
tion picture  development,  TV  is 
growing  up  in  a  new  environment 

CONGRESS  REPORTS 

Solon's  Radio  Use  Urged 

RADIO  reports  from  Congressmen 
to  their  home  districts  "go  a  long 
way  toward  dispelling  the  idea  in 
people's  minds  that  government  is 
some  kind  of  an  impersonal  ma- 
chine which  they  are  helpless  to 
control,  instead  of  what  it  is — the 
voice  and  will  of  the  people,"  ac- 
cording to  Jack  Sivert,  program 
director,  KUIN  Grants  Pass,  Ore. 

His  comment  was  contained  in  a 
letter  to  Rep.  Harris  Ellsworth 
(R-Ore.),  part-owner  of  KUIN  who 
had  concluded  his  Report  From 
Congress  series  over  the  station. 
The  letter  was  printed  in  the  Aug. 
29  issue  of  the  Congressional  Rec- 
ord by  Rep.  Ellsworth.  Mr.  Sivert 
said  the  country  "would  be  a  lot 
better  off"  if  more  members  of 
Congress  "would  do  the  same  kind 
of  off-the-cuff  broadcasts  and  pre- 
sent them  to  the  folks  back  home." 


with  today's  problems,  and  not 
yesterday's." 

RTDG  elected,  in  addition  to  the 
president,  Oliver  W.  NicoU,  N.  Y., 
1st  vice  president;  Arthur  Hanna, 
N.  Y.,  2nd  vice  president;  Hal  Mil- 
ler, Chicago,  3rd  vice  president; 
Charles  Powers,  N.  Y.,  secretary; 
and  Lester  O'Keefe,  N.  Y.,  treas- 
urer. 


RRN  AWARDS 

Dinner  Set  For  Sept.  U 

CASH  prizes  totaling  $1,700  and 
three  special  citations  will  be  di- 
vided among  the  nine  winners  oi 
100  small  community  newspapers 
competing  in  New  York  state  and 
northern  Pennsylvania  for  the 
WHCU  Ithaca  "Press  Leadership 
Awards."  The  weekly  newsmen  and 
newswomen  will  be  honored  at 
press-radio  dinner  on  Sept.  16  at 
Statler  Hall,  Cornell  U. 

The  dinner,  marking  the  awards 
as  well  as  the  resumption  of  Radio 
Edition  of  the  Weekly  Press  car- 
ried by  WHCU  and  the  13-statioii 
Rural  Radio  FM  Network  (5:30- 
p.m.  Sun.),  will  be  host  to  par- 
ticipants in  the  cooperative  show, 
Only  those  newspapers  which  co 
operate  in  the  production  of  th< 
weekly  radio  program  are  eligible 
for  the  competition,  it  was  ex- 
plained. 

Awards  are  made  annually  on 
the  basis  of  quality  and  for  "con- 
sistent and  aggressive  leadership'' 
in  the  promotion  of  community  ac- 
tion on  local  problems.  Members 
of  the  judges  panel,  who  will  be  tht 
featured  speakers,  are: 

Eric  Sevareid,  CBS  newscaster  anc 
analyst;  Alexander  F.  (Casey)  Jones 
managing  editor,  the  Syracuse  Herald- 
Journal;  Katherine  and  Henry  Pringle 
free  lance  writers;  Dr.  William  I.  Myers 
dean  of  New  York  State  College  o: 
Agriculture  (at  Cornell);  Michael  R 
Hanna,  general  manager,  WHCU  ant 
RRN. 


RECORD  enrollment  of  50  students  a 
fifth  annual  Summer  School  of  Chris 
tian  Radio,  Aug.  14-25,  announced  b; 
Moody  Bible  Institute.  School  wa 
sponsored  by  World  Missionary  Fel 
lowship.  ; 


m  REMOTE  for  S^goo 


Entirely  new — th 
Gates   SA  -  13 
amplifier  may  b 
used  as  a  remot 
amplifier,  preoir 
plifier,  line  onr 
plifier  or  isolatic 
amplifier.  Already  hundreds  in  us 
A  quality  product  through  and  through  and  priced  lo 
because  of  mass  production.  Stock  availability. 

THE  GATES  RADIO  COMPANY,  Quincy,  III.,  U.S./ 
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RCA-8D2 1 ,  used  in 
5-kw  TV  transmitters 


RCA-5592,  used  in 

50-kw  FM  transmitters 


RCA-5671,  has  thoriated-tungsten  Jilament, 
used  in  50-kw  AM  transmitters 


fir/ae  8eyo^^Pr/ce 


The  three  tubes  illustrated  are  striking  examples  of 
RCA's  pioneering  in  modern  tube  development  .  .  .  the 
kind  of  engineering  leadership  that  adds  value  heyond price 
to  the  RCA  tubes  you  buy. 

The  RCA-8D2 1  employs  advanced  principles  of  screen- 
ing, cooling,  and  electron  optics  as  revolutionary  as 
television  itself.  The  RCA-5592,  with  its  "metal  header" 
construction,  requires  no  neutralization  in  grounded-grid 
circuits.  The  high-power  tube  RCA-5671  successfully  em- 
ploys a  thoriated-tungsten  filament  that  draws  60%  less 
filament  power  than  similar  tungsten-filament  types.  This 
tube  is  establishing  exceptional  records  of  life  performance. 


RCA's  unparalleled  research  facilities,  engineering  back- 
ground, and  manufacturing  experience  contribute  to  the 
quality,  dependability,  and  operating  economy  of  every 
RCA  tube  you  buy.  This  unusual  combination  of  research, 
engineering,  and  manufacturing  leadership  explains  why 
RCA  tirf^es  are  accepted  as  the  Standard  of  Comparison 
in  broadcasting. 

The  complete  line  of  RCA  tubes  is  available  from  your 
local  RCA  tube  distributor,  or  direct  from  RCA. 


The  world's  most  modern  tube  plant . . . 

RCA,  LANCASTER,  PA. 


THE  FOUNTAINHEAD  OF  MODERN  TUBE  DEVELOPMENT  IS  RCA 


RAD  to  CORPORATtOM  of  AMERtCA 


ELECTRON  TUBES 


HARRISON,  N.J. 
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WCAR  REMOVAL 

UAW-CIO  Revives  Dispute 

THE  DISPUTE  between  WCAR 
Pontiac,  recently  authorized  to 
move  to  Detroit  [Broadcasting, 
Aug.  7],  and  the  UAW-CIO  Broad- 
casting Corp.  of  Michigan  was 
back  before  the  FCC  again  last 
week. 

UAW-CIO  protested  that  the 
Commission's  decision  permitting 
WCAR  to  move  represented  a  vic- 
tory of  thi-ee  FCC  members  over 
the  expressed  views  of  four.  WCAR 
countered  with  a  motion  to  dismiss 
the  protest,  claiming  UAW-CIO 
"lacks  the  requisite  status  to  file 
the  said  petition." 

The  union  subsidiary,  which  lost 
a  bid  for  the  use  of  WCAR's  fre- 
quency at  Detroit  in  the  same  pro- 
ceeding, told  FCC  its  decision  also 
was  an  open  invitation  to  stations 
to  move  "to  the  big  cities  where  you 
can  make  the  most  money.  .  .  ." 

Its  petition  asked  the  Commis- 
sion to  hear  reargument  on  the 
question  of  WCAR's  move.  It  did 
not  challenge  the  denial  of  its  own 
application  or  the  grant  of  im- 
proved facilities  to  WCAR — from 
1  kw  daytime  to  50  kw  day  and  10 
kw  night  on  1130  kc— but  served 
notice  that  if  WCAR's  move  is  dis- 
allowed it  will  re-file  its  own  appli- 
cation later. 

UAW-CIO  pointed  out  that 
FCC's  final  decision  was  issued  on 
a  3-2  vote.  The  proposed  decision 


NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.  AREA,  INCLUDING  SMALL-TOWN,  FARM  AND  URBAN  HOMES — and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

EXTRA-WEEK  JULY  23-29,  1950 


Time  Buyers,  NOTE! 

NO  TV 

Stations  within 
60  miles  of 

YOMGSTOWN,  0. 
Ohio's  3rd 

Largest  Trade  Area 

Buy 

WFMJ 

The  Only  ABC 
Station  Serving 
This  Market 

5000 

WATTS 

CALL 

Headley-Reed  Co., 

National  Representatives 


Current 
Rating 

Current    Previous  Homes 

Rank        Rank  Program  % 

EVENING,  ONCE-A-WEEK 

1  1  Walter   Winchell   (ABC)    12.6 

2  9  Mr.  District  Attorney  (NBC)    9.9 

3  3  Crime  Photographer  (CBS)    9.1 

4  5  Mystery  Theatre  (CBS)    9.0 

5  10  Mr.    Chameleon    (CBS)    9.0 

6  7  Satan's  Waitin'  (CBS)    8.2 

7  21  Broadway  is  My  Beat  (CBS)    8.1 

8  23  Romance    (CBS)     8.0 


Current  Previous 


Curr  - 
Rat 
Hor 


Rank        Rank  Program 

9  12  Yours  Truly,  Johnny  Dollor  (CBS)    7 

10  17  Mr.  Keen  (CBS)    7 

Copyright  1950  by  A.  C.  NIELSEN  COMPANY 
NOTE:   Number  of  homes  is  obtained  by  applying  the  "NIELSEN 
RATING"    (%)    to   40,700,000— the    1950   estimate   of   Total  Unite 
States  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  excel 
for  homes  listening  only  1  to  5  minutes. 


had  been  3-2  against  both  WCAR 
and  UAW-CIO.  The  difference, 
UAW-CIO  claimed,  lay  in  the  fact 
that  two  of  the  three  who  originally 
voted  against  WCAR  did  not  hear 
oral  argument  and  therefore  did 
not  vote  on  the  final  decision. 

"In  other  words,"  the  petition 
said,  "a  minority  of  three  members 
.  .  .  has  decided  a  question  of  great 
importance  in  direct  opposition  to 
the  expressed  views  of  four  mem- 
bers .  .  .,  two  of  whom  expressed 
those  views  in  the  proposed  deci- 
sion and  two  of  whom  expressed 
themselves  in  dissent  from  the  final 
decision." 

The  majority  in  the  final  decision 
consisted  of  Comrs.  Rosel  H.  Hyde, 
who  did  not  vote  on  the  proposed 
decision,  and  George  E.  Sterling 
and  Robert  F.  Jones.  They  pointed 
out  that  WCAR,  operating  as  a 
Class  2  station  at  Detroit,  would 
increase  its  service  areas  and 
thereby  "improve  its  present  util- 
ization of  the  frequency";  would 
continue  to  serve  residential  Pon- 
tiac, and  would  continue  to  carry 
Pontiac  public  service  programs 
from  auxiliary  studios  there. 

Cites  Need 

In  dissent.  Chairman  Wayne  Coy 
(who  did  not  vote  on  the  proposed 
decision)  and  Comr.  Paul  A.  Wal- 
ker contended  that  Pontiac,  with 
no  other  station,  needs  WCAR  more 
than  Detroit  needs  a  sixth  outlet. 
Comrs.  E.  M.  Webster  and  Frieda 
B.  Hennock,  both  of  whom  opposed 
WCAR  in  the  proposed  decision, 
did  not  vote  on  the  final. 

UAW-CIO  petition  was  filed  by 
law  firm  of  Rauh  &  Levy. 

WCAR  responded  with  a  motion 
to  dismiss  the  petition,  asserting 
UAW-CIO  "has  never  had  legal 
standing"  in  the  case  and  would  not 
have  been  allowed  to  participate 
"if  the  Commission  had  not  been 
misinformed  with  respect  to  the 
transmitter  site"  specified  in  its 
application. 

The  station  also  noted  that 
UAW-CIO  "expressly  states  that 
it  does  not  seek  a  re-hearing  of 
the  denial  of  its  own  application," 
and  that  accordingly  FCC's  grant 
to  WCAR  is  "irrelevant  to  the  in- 
terests of  UAW-CIO." 

As  to  UAW-CIO's  assertion  that 
it  may  re-file  its  own  application 
at  a  later  time,  WCAR  claimed  the 
petition  amounted  to  a  request  that 
FCC  consider  the  WCAR  grant  as 
"adverse  to  a  state  of  mind  of  the 
UAW-CIO."  The  motion  to  dis- 
miss was  submitted  by  Washington 
Attorney  Arthur  W.  Scharfeld. 


COTTON  GROOP 

Network  Starts  Sept.  18 

COTTON  BELT  GROUP,  owned 
and  operated  by  the  Cotton  Belt 
Broadcasting  Co.,  will  start  opera- 
tion with  regular  line  facilities  on 
Monday,  Sept.  18,  according  to 
David  M.  Segal,  general  manager. 

The  regional  network  is  com- 
prised of  KTFS  Texarkana,  Tex.; 
KDMS  El  Dorado,  Ark.,  and 
WGVM  Greenville,  Miss.,  with 
KTFS  as  the  key  station.  First 
regularly  scheduled  group  pro- 
gram will  be  Uncle  Dudley's  Coun- 
try Store,  morning  show  rural  in 
scope  sponsored  partially  by  the 
State  Finance  Co.  Additional  sta- 
tions will  be  added  to  the  network 
within  the  next  few  weeks,  it  also 
was  announced. 


Chilean  Studies 

RADIO  and  television  program 
techniques  in  Chicago,  New  York, 
Washington  and  New  Orleans  cur- 
rently are  being  studied  by  Ricardo 
Vivado  Orsini,  president  of  the 
Chilean  Broadcasting  Assn.  and 
owner  of  Radio  del  Pacifico,  sta- 
tion at  Santiago,  Chile,  who  ar- 
rived in  the  United  States  Aug.  15. 
Mr.  Vivado,  recipient  of  a  grant- 
in-aid  under  State  Dept.'s  ex- 
change-of -persons  program,  has 
cooperated  for  many  years  with 
the  Inter-American  Broadcasting 
Assn.  He  also  is  a  member  of 
the  committee  created  to  draft  reg- 
ulations governing  Chilean  broad- 
casting operations. 


CANADA  RR  STRIKA 

Radio  Little  Affecte^ 

WITH  few  changes  in  schedul 
Canadian  radio  networks  and  ne'.> 
services  were  reported  last  wee 
to  be  continuing  in  operation  : 
the  face  of  Canada's  railway  ar 
telegraph  strike  which  starte 
Aug.  22.  Canadian  networks  d 
pend  on  the  Canadian  National  ar 
Canadian  Telegraph  systems  to  co; 
nect  the  stations  across  the  d 
minion. 

A  week  before  the  strike  brol ; 
out,  Canadian  Broadcasting  Corj 
with  cooperation  of  the  union 
was  able  to  set  up  its  o-v\ti  di-v 
sional  quarters  at  Toronto,  Ottaw 
Montreal,  Winnipeg  and  Va 
couver,  giving  an  inflexible  lii 
network  for  the  Trans-Canad 
Domihion  and  French  networks 

Instead  of  relying  on  telegrai 
operators  to  throw  the  switchc 
CBC  reported,  this  is  now  del 
from  CBC  operating  rooms  ai 
stations  are  cut  in  or  out  for  cor 
mercial  as  well  as  sustaining  shoM 
Although  a  few  sustaining  shoi 
have  been  dropped  or  change 
officials  pointed  out  that  no  coi 
mercial  programs  piped  in  fro 
the  U.  S.  have  had  to  be  cut  as  y( 
Advertising  wise,  the  strike  w 
reported  to  have  brought  a  certa 
amount  of  spot  announceme 
business  to  stations.  The  spc 
advised  people  not  to  use  long  d: 
tance  phones  unnecessarily  a 
from  bus  and  truck  companies 
regai'ding  changes  in  schedules  a 
emergency  services. 


MADISON,  WISCONSIN 

A  Metropolitan  City  Zone  of 

1 1 3,201  ""^^"^ 

Dominated  Day  and  Night  by 


E 


WIBA 


NBC 
5000  WATTS 
1310  KC 


40,000  WATTS 
101.5  MC 


and  WIBA-FM 

Represented  by  A  VER  Y-KNODEL,  INC.  - 
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BEER  a  >W»»*!; 


LANG  WORTH 

FEATURE  PROGRAMS,  Inc. 
113  W.  57th  ST..  NEW  YORK  19.  N.  Y. 

J^etwork  Calibre  Programs  at  Cocal  Station  Cost 


!RSONALIZED  SHOW     #  # 

?IM  Carroll,  Iowa,  presented  to 
jening-day  listeners  half-hour 
"Icumentary  dramatizing  station's 

velopment.  Previously  taped 
low  answered  listeners'  questions 
;  operation,  staff  members  and 

eparations  for  getting  on  air. 
3cal  angle  stressed  in  show  writ- 
ip  by  Don  Anderson,  continuity 
i^eetor. 

hiTOP  CARD  •   •  • 

L'TOP-CBS  Washington  releases 
w  rate  card  with  rider  attached 

)  effect  station's  rates  not  in- 
eased  nor  changes  made  in  basic 
te  structure  "despite  fact  that 
TOP  now  has  more  listeners  than 
er  before  .  .  ."  New  card  gives 
tings  of  new  participation  pro- 
lams  and  one-minute  announce- 
ent  rates  not  listed  in  previous 


:hi  extension 


mi  Chiilicothe,  Mo.,  inaugurates 
ily  KCHI  Extension  Service  of 
e  Air.  Program  has  dual  role  of 

)tering  to  farm  audience  and  pro- 
oting  station  in  various  counties 
rrounding  KCHI  home  county, 
ith  tape  recorder  and  coopera- 

^•n  of  County  Extension  service, 
•ogram  Director  Jack  D.  Funk 
:ords  four  interview-visit  shows 
th  citizens  of  different  county 

'ch  week. 

.kPER  x>IAILED         •    •  • 

^CW  Moncton,  N.  B.,  sent  trade 
ioies  of  Moncton  Times  &  Tran- 

•ipt,  jubilee  edition  of  newspaper 
viimemorating   60th  anniversary 

Moncton's  incorporation  as  city. 

pies  accompanied  by  flyer  ex- 
,essing  compliments  of  "Lionel," 
"tlet's  trade-mark  lobster. 


^iRENTS  LEARN 


•    •  • 


KY-TV  Oklahoma  City,  Report 
parents,  5-5:30  p.m.,  Aug.  28- 
\  Four  reports  in  series  covered 
''roUment  procedures ;  public 
hool  policies  and  procedures; 
leve  the  money  in  the  system 
les,  and  discussion  of  student  per- 
jaal  problems  by  guidance  special- 


' SUCCESS 


■SB-TV  Atlanta,  during  city's 
msit    strike,    cooperated  with 


Pfosrams  promotion 


premiums 


Rich's  department  store  in  present- 
ing A  Televised  Catalogue,  showing 
diversified  merchandise  demon- 
strated by  store's  personnel.  Sell- 
outs in  some  merchandise  resulted. 
Illustrated  promotion  pieces  giving 
pictorial  report  of  ideas  effect  is- 
sued by  station  and  department 
store  for  trade. 

PROGRAM  BOOKLET  •   •  • 

E.  M.  TRIKILIS  &  Assoc.,  Cleve- 
land, publishes  illustrated  booklet 
describing  TV  progi-am  format  for 
King  Kiviz  show.  Copies  available 
to  interested  parties  by  writing 
firm  in  818  United  Bank  Bldg., 
Cleveland. 

★  ★★★★★ 

CONSTRUCTION  BLUEPRINT 

KBON  Omaha  issues  to 
trade  17"x22"  blueprint  list- 
ing plans  for  new  afternoon 
disc  show.  Blueprint  uses 
construction  terminology 
along  with  radio  terms  in 
describing  n  e  w  program. 
KBON  program  department 
is  listed  as  "architect"  for 
show  described  as  "blueprint 
for  good  listening,  top  rat- 
ings and  sales  results." 

★  ★★★★★ 

TV  BEAUTY  •    •  • 

WAAM(TV)  Baltimore,  Miss  Bal- 
timore TV  contest.  The  American 
Brewery  Co.  Station  carried  con- 
test to  select  Miss  Baltimore  TV 
who  was  sent  by  WAAM  to  Chi- 
cago to  compete  in  Miss  U.S.  TV 
contest.  Station  carried  elimina- 
tions for  six  weeks.  Winner  was 
Georgia  Reed.  WCPO-TV  Cincin- 
nati ran  similar  contest  which  was 
won  by  Nancy  Blythe. 

ANTI-HOARDING         •    •  • 

KFRD  Rosenberg,  Tex.,  series  of 
tape-recorded  programs  giving  rea- 
sons for  not  hoarding.  Station  in- 
terviewed prominent  business  men, 
such  as  bankers,  shop  owners  and 
automobile  salesmen.    Each  makes 


HOWARD  J.  McCOLLISTER 


Regional  Representatives 
10660  BEllAGIO,  LOS  ANGELES     .     BR  04705 


Shows  with  a  Hollywood  tteritage  *  Member  N-A-B- 


'^OADCASTING    •  Telecastinj 


statement  concerning  large 
amounts  of  materials  readily  avail- 
able, and  warns  against  scare-buy- 
ing. Narration  ties  diversified  com- 
ments together  and  emphasizes 
theme. 

PROVOCATIVE  FOLDER  #  • 

WCCO  Minneapolis  sends  brochure 
to  trade  entitled  "What  makes  a 
radio  station  great?"  Leading 
questions,  such  as,  "Is  it  power? 
Is  it  local  favorites?"  are  answered. 
Rating  of  local  and  network  shows, 
graphs  on  audience  and  informa- 
tion on  station  programs  are  in- 
cluded. Separate  sheets  are  held 
together  with  brads. 

MARKET  BROCHURE  •   •  • 

WVDA  Danville,  Va.,  sends  bro- 
chure to  trade  showing  tables  of 
buying  power  and  other  market 
data  concerning  station's  coverage 
area.  BMB  maps  are  included,  as 
well  as  program  log,  identifying 
sponsored  programs  over  station. 
Additional  feature  is  short  biog- 
raphies of  Dick  Campbell,  program 
director,  and  Frank  Raymond, 
farm  service  director. 

COLD  CASH  •    •  • 

WJAR-TV  Providence,  R.  I.,  in 
cooperation  with  Autocrat  Coffee, 
same  city,  sponsored  15-minute  in- 
terview program  concerning  $1  mil- 
lion. Arrangements  were  made  with 
Providence  National  Bank  to  de- 
liver actual  cash  to  studio  under 
heavy  guard.  Due  to  government 
laws  concerning  photographing  of 
money,  extra  care  had  to  be  used 
in  setting  up  camera  angles. 

HOLD  TOURNEY         •    •  • 

WSTC-AM-FM  Stamford,  Conn., 
supported  second  annual  City  Am- 
ateur Golf  Championship  held 
on  local  Hubbard  Heights  Golf 
Course  Aug.  27.  Winner  of  36-hole 
tournament  received  three-foot 
trophy  with  name  engraved. 

PRAYERS  AIRED        •    •  • 

WWPB  Miami,  Fla.,  schedules 
through  September  Family  Rosary 
Hour  sponsored  by  Miami  Council, 
Knights  of  Columbus.  Each  week- 
day evening  Catholic  family  from 
Miami  area  is  invited  to  recite  Ros- 
ary on  air.  Prayers  are  offered 
for  conversion  of  Russia. 

PROGRESSIVE  DANCING  •  • 

KSTP-TV  Minneapolis  -  St.  Paul 
launches  Monday  8-8:30  p.m. 
Square  Dance  Party,  designed  pri- 
marily to  teach  square  dancing  to 
interested  studio  participants  and 
televiewers.  Premiere  attracted 
some  50  first  nighters  and  16  square 
dancers  volunteered  from  audience 
to  perform  on  show.  More  difficult 
dances  planned  as  show  advances. 


Nancy  Goode 


The  Happy  Kitchen,  one  of  the 
Midwest's  oldest  and  best  liked 
women's  programs,  is  conducted 
by  Nancy  Goode. 

This  9:15 
a.  m.  week-day 
feature  has 
been  on  the  air 
for  almost  15 
years.  The  pro- 
gram is  deftly 
handled  by 
Nancy  Goode, 
homemaker, 
mother  and 
active  clubwoman.  Her  recipes, 
food  and  household  hints  are  of 
great  interest  to  KMBC-KFRM 
listeners.  Nancy  also  conducts  a 
weekly  demonstration  before  an 
audience. 

Fleischmann's  Yeast  and  K.  C. 
Power  &  Light  are  current  spon- 
sors,but  additional  participations 
are  now  available! 

Promotion  and  merchandising 
aids  are  also  a  part  of  the  partici- 
pation. Contact  us,  or  any  Free  & 
Peters  "Colonel"  for  details! 


of  Kansos  City 

KFRM 

for  Rural  Kansas 
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August  25  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 
KIEM  Eureka,  Calif.— License  for  CP 
AM  station  to  increase  power  etc. 

WLEE  Richmond,  Va. — License  for 
CP  AM  station  change  frequency,  in- 
crease power  etc. 

License  Renewal 
Request  for  license  renewal  AM  sta- 
tion: WBGR  Jesup.  Ga.;  KHON  Hon- 
olulu; WVJS  Owensboro,  Ky.;  KAUS 
Austin,  Minn.;  WHEC  Rochester,  N.  Y.; 
WLTC  Gastonia,  N.  C. 

AM— 1260  kc 
WTHJ  East  Point,  Ga.— CP  AM  sta- 
tion to  change  from  1260  kc  1  kw  D  to 
1260  kc  5  kw  D. 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  KRNT-FM 
Des  Moines.  la. 

KOCY-FM  Oklahoma  City,  Okla— 
Mod.  CP  FM  station  to  change  ERP  to 
57  kw. 

License  for  CP 

WWJ-FM  Detroit— License  for  CP 
make  changes  FM  station. 

WLBR-FM  Lebanon,  Pa.— Same. 

WJPB  Fairmont,  W.  Va. — License  for 
CP  FM  station. 

Modification  of  CP 

KRLD-TV  Dallas,  Tex. — Mod.  CP  new 
commercial  TV  station  for  extension 
of  completion  date  to  1-1-51. 

August  28  Decisions  .  .  . 

BY   THE  SECRETARY 
WMRY  New  Orleans,   La. — Granted 

license  AM  station;  600  kc  500  w  D  and 

specify  studio  location. 

KMYR  Bcstg.   Co.,   Denver,   Col.  — 

Granted  license  for  new  remote  pickup 

KA-6131. 

Brownsville  Bcstg.  Co.,  Brownsville, 
Tex. — Granted  CP  and  license  to  make 
changes  in  remote  pickup  KA-3540. 

Kinston  Bcstg.  Co.,  Kinston,  N.  C. — 
Granted  CP  for  new  remote  pickup 
KA-7526. 

Voice  of  The  Rockies  Inc.,  Colorado 
Springs,  Col.— Same  KA-7527. 

Delta  Bcstg.  Co.,  Escanaba,  Mich.  — 
Granted  CP  and  license  for  new  remote 
pickup  KA-7402. 

Following  granted  extension  of  com- 


W  E  R  D 


Atlanta 


860  Kcs  1,000  Watts 


THE  shortest  route  to  the 
hearts  and  ears  of  200,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 


According  to  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 


Network  Station  A  26.0% 

INDEPENDENT  WERD  17.5% 

Network  Station  B  16.0% 

Network  Station  C  13.0% 


WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  . . . 


NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers,  Inc. 

NEW  YORK  •  CHICAGO  •  DETROIT 
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FCC  actions 


AUGUST  25  TO  AUGUST  31 

CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-efifective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.-visual 

STA-special  temporary  authorization       CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 


pletion  dates  as  shown:  KTSA-FM  San 
Antonio  to  1-15-51;  WPAR-FM  Parkers- 
burg.  W.  Va.  to  12-12-50;  WJBC-FM 
Bloomington,  111.  to  3-14-51. 

WSID  Essex,  Md.  —  Granted  license 
change  freq.  to  1010  kc,  1  kw  D. 

WKY  Oklahoma  City,  Okla.— Granted 
license  to  use  old  main  trans,  as  an 
aux.  trans,  with  power  of  5  kw. 

The  WFMJ  Bcstg.  Co.,  Youngstown, 
Ohio — Granted  authority  to  cancel  CP 
and  delete  remote  pickup  KA-5183. 

WBNY  Buffalo,  N.  Y.— Granted  CP 
to  install  alternate  main  trans,  on  1400 
kc  250  w. 

WTTS  Bloomington,  Ind.  —  Granted 
mod.  CP  for  extension  of  completion  ' 
date  to  1-1-51,  cond. 

WPAR  Parkersburg,  W.  Va.— Granted 
mod.  CP  for  extension  of  completion 
date  to  12-12-50. 

Josh  L.  Home,  Rocky  Mount,  N.  C. — 
Granted  license  new  remote  pickup 
KA-7345. 

WJW  Inc.,  Cleveland,  Ohio — Granted 
license  change  existing  remote  pickup 
KA-4741. 

WJBK-FM  Detroit  —  Granted  license 
new  FM  station;  Chan.  226  (93.1  mc); 
30  kw;  440  ft.  ant. 

WRVB  Richmond,  Va. — Same  except 
Chan.  233  (94.5  mc);  25  kw;  460  ft.  ant. 

WHWC  Madison,  Wis.— Granted  li- 
cense new  noncommercial  educational 
FM  station;  (88.3  mc)  50  kw;  ant.  740  ft. 

WKBH  Inc.,  Lacrosse,  Wis.— Granted 
license  new  remote  pickup  KA-7195. 

WORL  Boston,  Mass. — Granted  mod. 
CP  for  approval  of  ant.  and  trans,  and 
cliange  type  of  trans.,  cond. 

WKCT  Bowling  Green,  Ky.— Granted 
mod.  CP  to  install  new  trans.,  cond. 

KBMX  Coalinga,  Cal.— Granted  mod. 
CP  for  approval  of  ant.  and  trans,  loca- 
tion. 

WCSI  Columbus,  Ind.— Granted  mod. 
CP  to  change  type  of  trans. 

KAPA  Raymond,  Wash.  —  Granted 
mod.  CP  to  make  changes  in  trans, 
equipment,  for  approval  of  ant.,  trans, 
and  studio  locations,  cond. 

KWED  Seguin,  Tex. — Granted  mod. 
CP  to  change  type  trans. 

WJON  St.  Cloud,  Minn.  —  Granted 
mod.  CP  to  install  new  trans. 

WLET  Toccoa,  Ga.  —  Granted  mod. 
CP  to  install  new  trans,  and  mount  FM 
ant.  on  side  of  AM  tower,  cond. 

WTOB  Winston-Salem,  N.  C— Grant- 
ed mod.  CP  to  install  new  trans.,  cond. 

KIDO  Boise,  Ida.— Granted  mod.  CP 
to  change  trans. 

KBTA  Batesville,  Ark. — Granted  mod. 
CP  to  change  type  of  trans. 

National  Bcstg.  Co.  Inc.,  San  Fran- 
cisco—Granted mod.  license  KA-5189 
to  delete  freq.  152.99  mc. 

Rockford  Bcstrs.  Inc.,  Rockford,  111. 
— Granted  authority  to  cancel  license 
and  delete  remote  pickup  KA  5563. 

WMCA  Inc.,  New  York — Granted  au- 
thority to  cancel  license  and  delete 
remote  pickup  KA-3080. 

Agr.  Bcstg.  Co.,  Chicago  —  Granted 
authority  to  cancel  license  and  delete 
remote  pickups  KA-4704-6. 

KFGQ  Boone,  Iowa— Granted  CP  to 
replace  expired  permit  which  author- 
ized install,  of  FM  ant.  on  AM  tower. 

WCCM  Lawrence,  Mass. — Granted  CP 
to  install  new  trans. 

WMAY  Springfield,  III.— Granted  mod. 
CP  for  extension  of  completion  date  to 
11-15-50.  cond. 

KCSF  San  Francisco— Granted  STA 


for  waiver  of  Sec.  3.261  of  Rules,  to 
remain  silent  on  Sundays  for  period 
ending  in  no  event  later  than  30  days. 

WFPA  Ft.  Payne,  Ala.— Granted  li- 
cense change  freq.,  decrease  power, 
change  hours  of  operation  and  install, 
of  new  trans.;  1400  kc  250  w  unl. 

KELD  El  Dorado,  Ark. — Granted  li- 
cense install,  new  trans,  and  changes 
in  ground  system. 

WMBI  Chicago — Granted  license  in- 
stall, new  trans. 

WIBC  Indianapolis — Granted  license 
install,  old  main  trans,  to  be  used  for 
aux.  purposes  for  daytime  only,  em- 
ploying DA.  Also  granted  license  for 
alternate  main  trans,  for  nighttime  use 
employing  DA,  cond. 

KELY  Ely,  Nev. — Granted  license  new 
station;  1230  kc  250  w  unl. 

WFVG  Fuquay  Springs,  N.  C— Grant- 
ed license  install,  new  trans. 

WKNK  Muskegon,  Mich.  —  Granted 
mod.  CP  to  change  type  trans. 

WAKE  Greenville,  S.  C.  —  Granted 
mod.  CP  for  approval  ant.,  trans,  and 
studio  location  and  change  type  trans. 

KXLQ  Bozeman,  Mont.  —  Granted 
mod.  license  to  move  main  studio  to 
existing  trans,  site  outside  of  city  limits. 

Following  granted  mod.  CP's  for  ex- 
tension of  completion  dates  as  shown: 
WJHL-FM  Johnson  City,  Tenn.,  to  1-1- 
51;  KGKB-FM  Tyler.  Tex.,  to  3-14-51; 
WKMH-FM  Dearborn,  Mich.,  to  11-28- 
50;  WSLB-FM  Ogdensburg,  N.  Y.,  to 
3-19-51;  WKBN-FM  Youngstown,  Ohio, 
to  11-15-50. 

NBC  Hollywood,  Calif.— Granted  au- 
thority to  cancel  licenses  and  dismiss 
applications  for  renewal  of  license  and 
delete  remote  pickups  KA-4810-4813. 

Same — Cleveland,  Ohio — Granted  au- 
thority to  cancel  license  and  delete  re- 
mote pickups  KA-5482.  3,  5. 

Carl  E.  Haymond,  Tacoma,  Wash. — 
Granted  authority  to  cancel  license  and 
delete  remote  pickup  KA-2249. 

Textile  Bcstg.  Co.,  Greenville,  S.  C. — 
Granted  authority  to  cancel  license  and 
delete  remote  pickup  KA-5580. 

Augyst  28  AppliscstDoms  .  .  . 

ACCEPTED  FOR  FILING 

AM— eeo  kc 

KFAR  Fairbanks,  Alaska — Extension 
SSA  on  660  kc  10  kw  unl.  beginning 
3  a.m.  EST  Sept.  1  to  3  a.m.  EST  May  1. 

AM— 1260  kc 
KWHK   Hutchinson,   Kan.  —  CP  AM 

station  to  change  from  1190  kc  1  kw  D 


to  1260  kc  1  kw  unl.   DA-2  AMENDE'' 
to  request  1260  kc  1  kw-D  500  v  - 
DA-2. 

AM— 910  kc 
WESC  Greenville,  S.  C— CP  AM  stj, 
tion  to  change  from  660  kc  5  kw  D  ♦ 
910  kc  1  kw  unl.  DA-2. 

AM— 920  kc 
KFNF  Shenandoah,  la. — CP  AM  tl 

tion  to  change  studio  and  trans,  loc. ; 
tions  from  Sycamore  St.,  Shenandoa 
la.  to  63rd  and  South  Sts.,  Lincoln,  i|i 

License  Renewal 

Request  for  license  renewal  AM  st/'''' 
tion:  WAPX  Montgomery,  Ala.;  KIN 
Juneau,     Alaska;     WONS     Hartfor  u 
Conn.;    WROX  Rockford,   m.;  WGrP' 
Grand   Rapids,   Mich.;   KLPM  Mint 
S.    D.;    WISL   Shamokin,   Pa.;  WFti. 
Providence,  R.  I.;  KTXN  Austin,  TeiT 
WSFA  Montgomery,  Ala.;  WLAN  Lai 
caster.  Pa.  I 

License  for  CP 

Licejise    for   CP    new    AM  stati 
KRMO   Monett,   Mo.;    WGET   Gett . 
burg.  Pa. 

WKNK  Muskegon,  Mich. — License  f 
CP  to  increase  power  etc. 

Modification  of  CP 
WPRA  Mayaguez,  P.  R.— Mod.  CP  i 
crease  power,  install  DA-1  for  extensi« 
of  completion  date. 

Mod.  CP  new  FM  station  for  extei 
sion  of  completion  date:  KFVS-F 
Cape  Girardeau,  Mo.;  WEPM-FM  Ma 
tinsburg,  W.  Va.;  KSFH  San  Francisct" 
KGDM-FM  Stockton,  Calif.;  WLEE-F 
Richmond,  Va.  , 


License  for  CP  1 
License    for    CP    new   FM  statio-i,, 
KWFM  San  Diego,  Calif.;  WJPB  Fan 
mont,  W.  Va.  I 

Modification  of  License 
WTHS  Miami,  Fla.— Mod.  license  no 
commercial  educational  FM  to  chan;  ~ 
name    from    Technical    High  Schoc 
Dade  County  Board  of  Public  Instrii 
tion    to    Lindsey   Hopkins  Vocation 
School,  Dade  County  Board  of  Pul 
Instruction. 

WAAM  (TV)  Baltimore,  Md.— M 
license  to  change  name  commercial  " 
station  from  Radio-Television  of  Ba, 
more  Inc.  to  WAAM  Inc. 

Modification  CP 
WWJ-TV  Detroit— Mod.  CP  new  cot 
mercial  TV  station  for  extension 
completion  date. 

TENDERED  FOR  FILING 
AM— 910  kc 
WORD  Spartanburg,  S.  C— CP  a4- 

station  to  change  from  1400  kc  250 
unl.  to  910  kc  1  kw  unl.  DA-2. 

August  29  Decisions  .  .  . 


ACTIONS  ON  MOTIONS 
By  Commissioner  Hyde 

WHOM  Jersey  City,  N.  J.— Grant 
petition  to  accept  late  appearance 
re  application  for  mod.  license. 

KVAN  Astoria,  Ore. — Granted  lea 
to  amend  application  so  as  to  speci 
1230  kc  250  w  unl.,  in  lieu  of  1240  ' 
250  w  unl.;  and  application  as  amend 
was  removed  from  hearing  docket. 

Pyramid  Radio  Bcstg.  &  Televisi 
Co.  Inc.,  West  Frankfort,  111.— Grant 
leave  to  amend  application,  so  as 
specify  1300  kc  1  kw  D,  in  lieu  of  1 
kc  1  kw  D;  and  application  as  amend 

(Continued  on  page  82) 


SERVICE  DIESCTORY 


Custom-Buiit  Equipment 

U.  S,  RECORDING  CO. 

1131    Varmonl    Av«.,    Wash.    i.    0.  C 
Starring  3626 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENT 
Engineer  On  Duty  All  Night  Every  Nigl 


PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  M( 


CLARENCE  R.  JACOBS 

Studio  Consultants 
Planning  •  Design  -  Acoustics 


Rox  69  ■  Princeton.  Illinois  •  Tel.  No  4200 


*  VACANCY 

rOUR  FIRM'S  NAME  in  this  "voconcy' 
wilt  be  teen  by  15.500  reoden— 
station  owners  and  managers  chief 
engineers  and  technicians— opplicantt 
for  AM.  FM,  Telaviiien  and  factimil* 
facilities 


BROADCASTING    •    Telecast  iilC 


.   GIVES  YOU  TWICE  AS  MUCH  ■ 
D  n  uu  [  D  r:  A  I  Ki  D  c  D  n  rt  I  I  A  D  I  > 


1 

CONSULTING  RA. 

DIO  ENGINEERS  | 

1      JANSKY  &  BAllEY 

ixecutive  Offices 

National  Press  Building 

jHRces  and  Laboratories 
li             1339  Wisconsin  Ave.,  N.  W. 
|Vashington,  D.  C.          ADams  2414 
Jl               Member  AFCCE* 

eL  J 

McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.    1407  Pacific  Ave. 
Washington  4,  D.C.    .   Santa  Cruz,  Cal. 

Member  AFCCE* 

A  AS-year  background 
— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montcloir,  N.  J. 
MOntclair  3-3000 
Laboratories            Greet  Notch,  N.  J. 

veORGe  C.  DAVIS 

501.514  Munsey  BIdg.— Sterling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Commercial  Radio  Equip.  Co. 

fveret<  L.  Dillard,  Gen.  Mgr. 
NTERNATIONAL  BLDG.        D1.  1319 

WASHINGTON,  D.  C. 
>ORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLEn 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


RAYMOND  M.  WILMOTTE 

469  CHURCH  ST.,  N.  W.      DE.  1232 
WASHINGTON  5,  D.  C. 


Nrussell  p.  may 

422  F  St.,  N.  W.  Kellogg  BIdg. 
iVashington,  D.  C.        REpublic  3984 

Member  AFCCE* 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING   DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  Ruffner 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


LYNNE  C.  SMEBY 

Registered  Professional  Engineer" 
^.20  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
Executive  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


Of.  X  3iiUr 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside  Road  —  Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grond  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 


'hilip  Merryman  &  Associates 
I  •  114  State  Street 

,  *  Bridgeport  3,  Conn. 

*  Bridgeport  5-4144 

IRADIO  CONSULTANTS 


Member 
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Help  Wanted 


Managerial 


Manager,  prefer  man  now  employed  in 
managerial  capacity  west  or  midwest. 
State  salary  desired.  Box  257G,  BROAD- 
CASTESTG. 

Manager  for  250  watt  MBS  affiliate  in 
southern  Ohio.  Must  be  strong  on 
programming  that  sells  and  cost  con- 
trol. Excellent  opportunity.  State 
salarv,  age.  Qualifications.  Box  258G, 
BROADCASTING. 

Wanted:  Assistant  Manager  for  high 
Hooper  250  watt  mutual  affiliate  in 
city  of  150,000.  AbOity  to  handle  some 
air  work  and  supervise  programs  and 
traffic  desirable,  but  not  essential.  Must 
have  ability  as  salesman  and  sales 
supervisor  in  highly  competitive  mar- 
ket. Write  to  Box  262G,  BROADCAST- 
ING. 

Commercial  manager,  salesman  for 
new  250w  daytimer  in  Pennsylvania 
small  market  opening  November.  News, 
writing,  or  announcing  experience 
helpful.  Send  photo,  experience  and 
salarv  desired  in  first  reply.  Box  267G, 
BROADCASTING. 

Wanted:  Manager,  strong  on  sales  to 
open  new  fulltime  250  watter  in  Ohio. 
Single  market.  Salary,  commission. 
Full  details  first  letter.  Box  303G, 
BROADCASTING. 

Salesmen 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  Incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 

Experienced,  aggressive  salesman  with 
good  sales  record  for  1000  w  daytimer. 
progressive  New  England  market  over 
100,000.  Established  territory.  Excellent 
opportunitv.  Send  full  details,  photo 
first  letter.  Box  232G,  BROADCAST- 
ING. 

Attention  .  salesmen — Above  average 
sales  position  open  on  staff  of  northern 
Ohio  network  station  for  aggressive, 
experienced  man.  Good  salary  plus 
bonus  arrangement.  Send  all  details 
including  photograph  in  first  letter. 
Box  235G,  BROADCASTING. 

Salesman.  Sam  got  him.  Fifteen  per- 
cent against  drawing.  Go-getter  can 
get  it  here.  Contract.  No  high  pres- 
sure. Background  of  airwork  and  sales. 
1000  watt  independent,  southeast.  Must 
have  ear  and  low  draft  status.  Age 
25  to  30.    Box  265G,  BROADCASTING. 

Salesman  wanted  for  Minnesota  net- 
work station.  Prefer  man  who  has  had 
experience  doing  sports  announcing. 
Hard  worker  will  earn  good  monev. 
Must  have  car.  Box  276G,  BROAD- 
CASTING. 

Salesman,  in  midwest  market,  must 
have  experience  in  competitive  sales. 
Top  salary  and  commission  paid.  Write 
to  KRIB.  Mason  City,  Iowa. 

Experienced  air  salesman,  some  sports. 
Opportunity  grow,  with  expanding  on- 
erations  income.  Commensurate  abil- 
ity. Send  details,  photo,  disc,  salarv 
required.  Manager,  KTFY,  Brovwifield, 
Texas. 

Wanted  immediately,  energetic  sales- 
man with  experience  looking  for  per- 
manent connection  who  has  good  pro- 
gram ideas  as  well  as  sales  ability. 
Send  qualifications,  photo,  references, 
salary  requirements,  etc.  Radio  Station 
KWOS,  Jefferson  City,  Missouri. 


Wanted:  Experienced  salesman.  Salary- 
commission.  Network  station  in  good 
market.  First  class  ticket  an  asset  but 
not  essential.  Send  complete  story, 
photograph,  military  status  to  Radio 
Station  KXEO,   Mexico,  Missouri. 


Help  Wanted  (Cont'd) 


Announcers 


Network  afUiate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  detaUs  with 
first  letter.  Box  909F,  BROADCAST- 
ING^  

Immediate  opening;  fulltime  DJ,  $225 
monthly  or  announcer-writer  $180. 
Play-by-play  or  color  and  other  talent 
fees  available.  Disc,  resume.  Box  256G, 

BROADCASTING.  

Experienced  announcer  with  first  class 
license  for  new  250w  Pennsylvania  day- 
timer  opening  November.  Send  disc, 
photo  and  experience  in  first  reply. 
Box  266G,  BROADCASTING.  

Need  aggressive  personality  type  an- 
nouncer immediately,  all-round  an- 
nouncing duties.  Send  disc,  photo  and 
first  letter  with  complete  background 
information.  Box  283G,  BROADCAST- 
ING^  

Wanted:  Announcer  with  first  class 
ticket.  Must  have  minimum  of  one 
year  experience.  Network  station. 
Send  complete  story  with  photograph, 
salary  expected  to  Radio  Station  KXEO 

in  Mexico,  Missouri.  

Experienced  announcer-engineer  to 
serve  as  program  director  for  fulltime 
250  watt  network  affiliate.  Starting 
salary  $65.00  week.  Air  mail  audition, 
photo,  complete  information  Ed  Ander- 

son,  WBBO,  Forest  City,  N.  C.  

Announcer  immediately.  Experienced 
staff  man  who  knows  board.  Young, 
livewire  with  good  training.  Air  mail 
audition,  photo,  complete  information 
or  appear  for  audition.  WBRM,  Marion, 

N.  C.  

All-round  topflight  announcer  wanted, 
also  experienced  farm  director  for 
Springfield,  Illinois'  largest  station. 
Send  all  particulars  and  disc.  WMAY, 

418  Reisch  Bldg.  

Wanted,  announcer  with  ticket.  Possibly 
young,  single  man.  Emphasis  on  an- 
nouncing. No  accent.  Job  starts  at  $55.00 
per  week  with  salary  increases  if  you 
can  produce.  Send  a  disc  and  all  to 
Chick  Catterton,  General  Manager, 
WMMB,  Melbourne,  Florida. 


Technical 


Opening  available  in  middlewest  sta- 
tion for  engineer  with  license  and  con- 
trol room  experience.  Must  be  good 
audio  production  man.  Exceptional  op- 
portunity for  right  man  to  grow  into 
combination  AM-TV  operation.  State 
salary,  experience.  Send  photo  first 
letter.  Reply  Box  284G,  BROADCAST- 
ING,  

Wanted:  Combination  engineer-an- 
nouncer. Georgia.  Network  affiliate. 
Only  applicants  with  southern  experi- 
ence considered.  Send  audition  disc, 
qualifications.  Box  296G,  BROAD- 
CASTING^  

Production-Programming,  others 

Independent  station  in  southern  town 
needs  bookkeeper  with  other  abilities 
such  as  salesmanship,  continuity  writer 
or  announcer.  Salary  in  keeping  with 
versatility.  Box  240G,  BROADCAST- 
ING^  

Program  director  to  take  complete 
charge  of  department.  Requires  abil- 
ity, ideas,  hard  work.  Pay  according  to 
what  you  produce  starting  at  $65.00. 
Congenial  staff,  new  plant,  best  work- 
ing conditions.  ,Send  full  details  first 
letter.  250  watt,  long  established,  mid- 
west,   network    affiliate.     Box  263C3-, 

BROADCASTING.  

Wanted:  Experienced  writer,  announcer 
with  first  class  ticket.  Emphasis  on 
writing,  commercial  copy,  news.  Send 
complete  story,  salary  expected  to 
Radio  Station  KXEO  in  Mexico,  Mis- 
souri,  

Situations  Wanted 


Managerial 


Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man,  two  children.  Draft  exempt.  Box 
37G,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

station  manager.  Presently  employed 
manager  fulltime  network  station. 
Twenty  years  experience  at  agencies, 
network  and  stations.  Family  man, 
aged  42,  desires  buy  and  manage  small 
station  midwest  area  or  enter  partner- 
ship or  syndicate  with  interest  to  man- 
age station.  Reply  Box  921F,  BROAD- 
CASTING. 

Manager  (with  investment);  Thor- 
oughly experienced  manager,  definitely 
salesminded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.'  Box  980F, 
BROADCASTING. 

Manager.  Eighteen  years  experience. 
Midwest  or  west  only.  Box  28G, 
BROADCASTING. 


General  manager  available  September 
first.  18  years  experience  all  phases. 
Family  man,  sober,  reliable  and  a  top 
record  of  production.  Will  invest.  South 
only.   Box  HOG,  BROADCASTING. 

Managing  director,  long  experience, 
available  for  revitalizing  station  opera- 
tions not  now  profitable.  Knows  every 
phase  of  station  management  from  A 
to  Z.  Good  judge  of  personnel.  Will 
accept  remuneration  on  percentage  of 
increased  profits,  a  straight  fee,  or  a 
combination  of  both.  Only  interested  in 
1  kw  or  more,  fulltime.  Box  132G, 
BROADCASTING. 


Manager,  25  years  in  broadcasting,  engi- 
neering and  ownership  background. 
Executive  ability.  Box  183G,  BROAD- 
CASTING. 


Manager,  presently  operating  250  watts 
in  small  market  area  profitably  since 
inception.  Strong  on  sales,  topnotch 
announcer  aU  phases.  Desire  change, 
prefer  midwest.  Box  189G,  BROAD- 
CASTING. 


You  can't  get  blood  out  of  a  turnip, 
but  a  manager  who  is  experienced  in 
radio  from  the  ground  up  can  make 
almost  any  situation  pay  off.  Have 
ability,  good  references,  experience  in 
all  phases  of  station  operation.  Write 
Box  226G.  BROADCASTING. 


General  manager,  technical  director, 
AM-TV.  Experienced  station  operator, 
veteran  broadcaster.  Tops  manage- 
ment, reorganization,  sales,  promotion, 
production,  civic  affairs,  engineering 
both  AM  and  TV.  Thoroughly  experi- 
enced all  phases  FCC  forms,  reports, 
rules,  regulations.  Not  subject  military 
call.  Would  consider  investing.  If  you 
have  CP,  can  build,  put  station  on  air 
record  time.  Available  immediately. 
Box  269G,  BROADCASTING. 

Sales  manager,  can  sell,  manage,  do 
sales  promotion.  East  or  midwest. 
Available  now.  Box  280G.  BROAD- 
CASTING. 

FM  losing  money?  Manager-consultant 
team  has  put  four  FM's  into  black. 
Two  by  straight  selling,  two  by  com- 
bines of  trans-radio,  background  music 
and  storecast.  No  ivorv  tower  but  basic 
sales  and  promotional  results.  If  you 
want  the  unbiased,  inside  operating 
sacks  on  all  FM  specialized  services  be- 
fore you  invest,  our  experience  with 
all  three  can  be  related  to  your  market 
to  determine  storecast,  and/or  back- 
ground music  are  for  you.  If  another 
plan  shows  promise,  or  your  FM  is 
hopeless,  we  show  you  why.  If  already 
engaged  In  some  form  of  specialized 
service,  you  can  probablv  use  our  sales 
"knowhow".  Does  vour  FM  or  AM  need 
lis?    Box  305G,  BROADCASTING. 

Manager,  of  two  radio  stations.  Experi- 
enced in  all  phases  of  broadcasting. 
Writer,  director  and  promotion  for  net- 
works. Manager,  announcer,  director, 
writer  for  local  stations.  Television 
writing  and  directing.  Never  fired  from 
a  position.  Would  consider  program 
directorship  if  opportunities  and 
salary  are  right.  Robert  D.  Williams, 
1842  N,  Lorraine,  Wichita,  Kansas. 

Salesmen 

Working  salesman,  newscaster,  inter- 
ested in  morning  news  with  sales  to 
follow.  Professionally  experienced  both 
fields.  Salarv  and  commission.  Refer- 
ences.   Box  288G,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Television   salesman    available.  K. 
employed  at  TV  station  and  have  i, 
excellent  volume  of  business.  Fully  t> 
perienced  with  more  than  a  year  w  t 
pioneer  station.    Have  sold  a  score  ' 
programs  both  live  and  film,  dayti 
and  nighttime.     Efficient,  cooperat 
and   a   guaranteed  moneymaker  \v 
long  term  contracts.  Background 
four  years  in  AM,  not  subject  to  c 
in  service.     Box  301G,  BROADCAS 
ING. 


Announcers 


Major  league  baseball  announcer  A 
sports.  Staff.  College  graduate.  Mi 
ried.    Box  910F.  BROADCASTING. 

Draft  exempt!  Experienced,  seek  pei 
manent  job  competent  organizatici 
Accounting,  announcing.  Box  107  C 
BROADCASTING. 

Experienced  WOR  (Mutual)  produce 
announcer.  Imaginative,  friendly  d 
shows,    authoritative    newscasts  t 
flight  staff  man.  Age  30,  married  t 
children.     Looking  for  position  w:l 
comfortable  base  salary  and  opportui 
ity  to  better  myself  in  ratio  to  abilii 
to  produce  for  you.  College  backgrour^ 
music  major,  speech  and  dramatics  . 
Columbia  University.    Excellent  refe 
ences.  Available  October.  Disc  on  n 
quest.  Box  122G,  BROADCASTING 

Topflight  college  basketbaU,  footbaJ 
AA  baseball  staff  announcer.  Excellei 
recommendations  from  radio,  maj( 
league  baseball  and  national  adve 
tising  execs.  Seeking  year-round  spor 
and/or  staff  that  pays  right.  Contai 
George  Taylor,  WJLD,  Birminghai)  f  ^ 
Alabama.  Phone  66172  or  Box  179('ij 
BROADCASTING.  J. 

Announcer-writer,  news  editor,  thxA 
years  experience  top  mail  puU,  west  <( 
midwest.  Box  153G,  BROADCASTINC  ] 

Newscaster-commentator  wants  -coi 
tact  with  alert  independent  static 
desiring  to  improve  program  contei 
and  attract  listeners  by  upgradir 
from  listless  parrot-like  reading  froi-l- 
ticker.  Capable  mature  man  with  plea." 
ing  voice  well  versed  in  public  affai! 
and  with  high  sense  of  balance  in 
general  order  of  things.  Can  go  alor 
with  struggling  station.  Box  166i 
BROADCASTING. 


'4  la 

10  * 


Sports  director  not  just  another  woui 
be  sportscaster.  Now  employed  by  ni 
tional  sponsors  in  major  market.  E 
cellent  voice.  Brilliant  play-by-pli 
reporting  football,  basketbaU,  baseba 
based  on  five  years  of  intense  work 
young  man  who  can  provide  you  wil 
the  best.  Air  checks  available.  A 
replies  considered  and  answered.  Be 
175G,  BROADCASTING. 


Top  minor  baseball  announcer,  £ 
sports,  staff,  college  grad,  marrie 
WJLD,  Birmingham-Bessemer  or  Be 
180G,  BROADCASTING. 


Announcer  with  leather  lungs  ar* 
strong  stomach.  Experienced  in  copi 
console.  Failing  stations  my  specialt 
Box  192G.  BROADCASTING. 


Position  wanted:  Announcer,  expei 
enced  operator  control  board,  23.  go( 
voice,  no  licenses.  Box  194G  BROAI 
CASTING. 


Announcer,  writer,  three  years  e' 
perience,  seeks  permanent  positio 
Top  disc  show,  veteran  above  dra 
age.  Best  references.  West  or  midwe; 
Box  208G.  BROADCASTING. 


Announcer-writer,  strong  on  new 
music,  sports.  Good  sell.  Creative  ides 
imagination.  Thorough  knowledge  r 
dio.  Veteran.  Will  travel.  Disc,  phot 
sample  continuitv  on  request.  B( 
211G,  BROADCASTING. 


Announcer,  31,2  years  experienc 
Strong  on  news,  commercials,  speci' 
events.  Box  212G,  BROADCASTING 


Announcer-writer.  Two  years  colleg 
Thorough  knowledge  radio.  Strong  ( 
news,  commercials.  DJ.  Knows  musi 
operate  console.  Dependable,  ha! 
worker,  top  references.  Veteran,  w 
travel.  Disc,  photo,  details  avaUabl 
Box  213G,  BROADCASTING. 


Experienced  staff,  DJ.  25,  2V2  yea 
commercial  radio.  College  BA  Degre 
Permanent.  Will  travel.  Box  225' 
BROADCASTING. 


Sports  announcer,  2^2  years  expei 
ence  play-bv-play  baseball,  boxii 
basketball.  Disc  on  request.  Hold  fii 
class  license.  Box  302G,  BROADCAS' 
ING. 


1:1 


Situations  Wanted  (Cont'd) 


lOuncer-Deejay,  now  employed  de- 
s  position  as  announcer.  Now  farm 
;ctor,  which  is  not  work  I  am 
ined  for.  One  year  experience.  Can 
rate  console.  Radio  school  grad- 
e.  Travel  midwest.  Single.  Disc 
photo  available.  Box  228G,  BROAD- 
STING. 

louncer  —  Two  years  experience, 
sently  employed.  No  drifter,  non- 
iker,  draft  exempt.  Am  not  a  per- 
ality  "hotshot,"  but  a  good  depend- 
e  staff  announcer.  Details,  disc, 
ito  upon  request.  All  inquiries 
.jivered.    Box    229G,  BROADCAST- 


'S announcer-disc  jockey.  Presently 
joloyed.    Single,    25,    draft  exempt. 

berienced  in  alF  phases  of  announc- 
and  console  operation.  Desire  mid- 

,t  or  east.  Disc,  photo  available.  Box 

HJ,  BROADCASTING. 

jjiressive    sports    for  sportsminded 

r'iion.  Have  built  two  stations'  sports. 

•I'ee  years  play-by-play  Big  Ten 
hball,  basketball;  class  A  baseball, 
htly  sports  completely  rewritten, 
-lefed.  Have  BS,  MS  in  journalism 
,vork  news  and  special  events  ex- 

rience;     newspaper     training.  23, 

"jle,     permanently     draft  exempt. 

ijLdy  for  football.  Top  references, 
fcs    available.    Box    237G,  BROAD- 

':$TING. 

nbination  man.  Dependable,  ex- 
ienced,  graduate  of  leading  school. 

r  ailable     immediately.     Box  246G, 

iiOADCASTING. 

Mfiouncer,  writer,  single.  Strong  on 

-js  and  news  interpretations.  Have 
iplete  and  thorough  knowledge  of 
ular  and  jazz  music.  Have  program 

-3S  that  are  certain  success.  Have 
e  radio  writing.  College  background. 

lift  exempt.  Box  247G,  BROADCAST- 


jnblnation  announcer-engineer  with 
t    phone    license.    Curtailment  of 

>'>nty-four  hour  operation  forces  re- 

ue  at  present  station  September  7. 

I  dition  available.  Single,  will  travel 
where.     No     floater.     Box  250G, 

liOADCASTING. 

^iioiuicer-salesman.  Thoroughly  train- 
all  phases.  Travel  anywhere,  own 
,  single.  Strong  commercial,  news, 
■ellent  DJ,  remotes.  Work  board, 
•te  own  copy.  Photo,  disc  on  request. 
251G,  BROADCASTING. 

Jhouncer,  seeking  change,  currently 
'h  1000  watt  AM  &  FM  station  in 
.'iwest.  Would  like  western  location. 
C  trained,  married,  3  years  college, 
jiume.  disc,  photo  upon  request.  Box 
"5,  BROADCASTING. 

rioiincer,  25,  single,  all-round  staff 
n.  Professional  background.  More 
n  interested  in  TV.  Familiar  with 
:s.   Box   254G,  BROADCASTING. 

[  ^  

:ent  graduate  of  Stanford-NBC  Ra- 

3  Institute,  desires  job  in  western 
jes.  Combination  man,  announcer, 
irried.  Start  modest  salary.  Disc  sent 

4  request.  Production  and  program- 
Jig.  Box  260G,  BROADCASTING. 

-Bitional  revenue  and  additional  serv- 
belong  to  the  station  with  a  local 
-.'s  bureau.    Listener  appreciation  in 
50  thousand  marketing  area  very 
jh.     One  man,  newscaster,  legman 
fl!  re-writeman  serving  that  area  with 
years  metropolitan  newspaper  ex- 
ience.     Also    announcer   and  con- 
lity  writer.    Single,  will  travel.  Box 
,  BROADCASTING. 


'jao 


ouncer,    15    years    experience  all 
ses.    Over  draft  age,  married.  Will 
»  anywhere.    Former  NBC  staff.  All 
r  lies  answered.    Box  268G,  BROAD- 
STING. 

<iouncer,  over  five  years  of  experi- 
'le.  Good  writer.  Married,  presently 
oloyed.  Wants  position  as  an- 
incer  or  program  director.  Box 
-r,  BROADCASTING. 

louncer,   3V2   years   experience  all 
ses,  mainly  news  and  DJ.  Top  mail 
I.    Single,  veteran,  not  in  reserve, 
floater.    Box  275G,  BROADCAST- 


(■vscaster,  announcer.    6  years  expe- 
lace.   Prefer  midwest.   Married.  Box 
BROADCASTING. 

od,  dependable  announcer  with  ex- 
ience  desires  job  with  small  station. 
|lege  grad.  Disc  on  request.  Box 
~  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Young,  single,  fine  voice,  seeking  staff 
announcing  position.  Some  experience. 
Trained  in  all  phases  radio  at  Radio 
City.  Will  travel.  Disc  available.  Also 
fully  trained  in  TV.  Box  286G,  BROAD- 
CASTING.  

Background  in  show  business.  Single, 
veteran,  personality.  Prefer  disc  or 
participation  shows.  Box  292G,  BROAD- 
CASTING^  

Newsman,  announcer,  four  years  com- 
mercial experience,  25,  degree,  married. 
Authoritative  news  delivery,  local  re- 
porting, rewrite.  All  phases  staff  work. 
Box  294G,  BROADCASTING.  

Topflight  sportscaster'  available.  Foot- 
ball, college  and  high  school.  Baseball, 
major  and  minor;  basketball,  college 
and  high  school.  Excellent  air  sales- 
man for  sponsor  and  selling  the  game. 
Experienced,  all-round  staff  man.  Ex- 
cellent sports  references.  $60.00  mini- 
mum.   Box  295G,  BROADCASTING. 

Announcer,  3  years  experience  inde- 
pendent, network,  disc  jockey,  news, 
sportscaster,  commercials.  Strong  on 
record  shows.  Control  board  opera- 
tion. Prefer  middlewest.  Box  298G, 
BROADCASTING. 

Almost  20  years  experience  announcer, 
newscaster,  special  events  man,  copy- 
writer, producer.  Draft  exempt.  Have 
worked  on  all  types  stations.  250  watts 
to  50  kw.  Congenial,  capable,  edu- 
cated. Neat  appearance,  rich  resonant 
voice,  best  references.  Available  now. 
Box   300G,  BROADCASTING. 

Announcer,  network  delivery.  Thor- 
oughly experienced  all  phases  radio. 
Excellent  recommendations.  Mark  An- 
drews, 3148  Wilson  Ave.,  Chicago, 
Irving  8-1681. 

Sportscaster,  disc  jockey,  will  travel 
anywhere.  Frank  Brightman,  5  Graham 
Street,  Jersey  City  7,  N.  J. 

Announcer,  experienced.  All-round 
newscaster,  dee  jay  and  sports.  Will 
go  anywhere.  Disc  and  photo  avail- 
able. Robert  James,  513  Emmett  St., 
Palatka.  Florida. 

Combination  man,  with  experience. 
Prefer  employment  with  station  in  New 
York  State.  Available  immediately.  Call 
or  write,  Al  Korabek,  Boston  Spring- 
ville  Road,  Boston,  New  York. 

Announcer,  26,  single,  hard  worker.  No 
regional  accent.  Strong  on  news,  music, 
continuity.  Graduate  best  radio  school. 
Data,  disc,  photo.  Ray  Maurine,  30  W. 
Chicago  Ave.,  Chicago,  Illinois. 

Does  your  station  need  a  shot  in  the 
arm?  I'm  loaded  with  talent  and  all- 
round  announcing  experience.  Specialty 
— comedian  type  DJ.  Single.  Sober. 
Age  25.  Will  travel.  Disc  available. 
Why  wait,  you  fool  you !  Frank  Mizerka, 
3636  South  54th  Ave.,  Cicero,  Illinois. 

Trained  announcers,  writers,  operate 
Gates  and  RCA  boards.  Start  forty  and 
forty  five  week.  Pathfinder  School 
of  Radio,  1222  Oak,  Kansas  City,  Mis- 
souri. 

Plenty  of  radio  school  training,  news, 
annoiincing,  writing,  acting.  Excellent 
voice  and  diction.  Steady,  reliable 
family  man,  30.  Disc,  picture  available. 
WiU  travel.  Ralston  Smith,  6502  S.  W. 
Vermont  St.,  Portland  19,  Oregon. 

Experienced  two  men  team  as  disc 
jockeys,  all-round  sports  and  news  an- 
nouncers also  knowledge  of  control 
board.    E.  Zalick,  322  E.  89  St.,  NYC. 

Mr.  Station  Manager — Are  you  looking 
for  a  young,  married  announcer  with 
5  years  experience  (DJ,  musical  clock, 
news,  staff,  etc.)  who  can  ad-lib  com- 
mercials, handle  board,  splice  wire, 
change  teletype  ribbon,  be  corrected, 
leave  liquor  alone  and  is  looking  for 
advancement  and  permanence  in  the 
southwest?  Then  please  write  or  wire 
C-7,  4260  Chestnut  St.,  Philadelphia  4, 
Pa.  Available  Sept.  15.. 

Technical 

Immediately  available  leading  school 
grad.  1st  class  phone,  familiar  with 
turn-tables  and  audio  consoles.  Vet, 
single,  sober,  all  offers  considered. 
Box  199G,  BROADCASTING. 

Engineer,  experienced  transmitter,  re- 
motes, console,  maintenance.  Married, 
will  travel,  have  car.  Box  737F,  BROAD- 
CASTING. 

Engineer,  2V2  years,  transmitter,  re- 
motes, taperecorders,  3  years  army  ra- 
dio. Graduate  leading  radio  school. 
Willing  to  travel.  Box  904F,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 

Experienced  engineer,  41  years  old,  over 
25  years  in  broadcasting  desires  chief 
engineer's  position  of  group  or  regional 
chain.  Box  182G,  BROADCASTING. 

License,  degree  12  years  experience 
as  engineer.  Box  209G,  BROADCAST- 
ING.  

Chief  engineer  available  immediately, 
experienced  construction,  operation, 
maintenance.  Veteran,  married,  wishes 
settle  southwest,  permanent  position. 
Best  references.  Write  Box  214G, 
BROADCASTING.  

Engineer  first  phone,  married,  veteran, 
experienced  transmitters,  remotes, 
taperecordings,  RCA  graduate.  Car, 
will  travel.  Box  227G,  BROADCAST- 
ING^  

Experienced  combination  engineer-an- 
nouncer, 27  months  experience — four- 
teen of  which  have  been  as  an  an- 
nouncer-engineer. Desire  permanent 
position  with  progressive  station  in 
the  east.  Available  for  personal  inter- 
view.  Box  231G,  BROADCASTING. 

I'm  making  $6000  a  year.  But  I'm  work- 
ing two  jobs  to  make  it.  I  want  a  job 
with  security  and  chance  for  advance- 
ment that  pays  at  least  $5000  to  start. 
Eight  years  broadcast  engineering,  five 
years  communications  radio.  Hold  first 
phone,  second  telegraph  and  class  A 
amateur  licenses.  Age  26,  married  with 
family,  dependable,  best  references. 
Box  233G,  BROADCASTING.  

Thoroughly  experienced  combo  man 
looking  for  employment  in  southern 
California  area.  Presently  employed  as 
chief  engineer  and  held  same  position 
at  two  other  stations.  Have  written 
copy  and  worked  net.  Single,  de- 
pendable and  conscientious  worker. 
Box  234G,  BROADCASTING.  

Engineer,  1st  phone,  specialist  in  audio, 
plenty  theory,  no  experience.  I  am  28, 
single,  draft  exempt  and  have  car. 
Box  253G,  BROADCASTING. 

Engineer.  First  phone.  Four  years  AM 
&  FM  transmitters,  control  room,  re- 
motes, recording.  Also  factory  testing 
and  trouble-shooting.  Desire  position 
with  station  operating  or  planning  DA 
installation.  Prefer  upstate  New  York. 
Veteran,  age  32.  single,  business  trained 
Box  261G,  BROADCASTING. 

Engineer,  first  phone,  one  year  experi- 
ence all  phases.  References,  veteran. 
Box  271G,  BROADCASTING. 

Chief  engineer  looking  for  permanency 
with  an  established  station.  Have  all 
that  it  takes  to  operate,  maintain,  de- 
sign and  construct  any  size  AM,  FM 
or  TV  operation.  Top  references. 
Box  274G,  BROADCASTING. 

Announcer:  School  of  Radio  Technique 
graduate,  trained  all  phases  of  radio. 
10  years  experience  in  show  business. 
Travel  anywhere.  Box  281G,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 

Chief  engineer  seeks  permanent  career 
job.  Fifteen  years  experience,  includ- 
ing directionals.  Understand  importance 
close  cooperation  with  sales,  program 
departments.  Married,  best  references. 
Box  285G,  BROADCASTING. 

Engineer,  1st  phone,  just  completed 
summer  relief.  Now  looking  for  posi- 
tion in  Northeast.  Have  background 
for  copy  and  sales.  Box  287G,  BROAD- 
CASTING. 

First  phone,  married,  desires  to  break 
in  on  up-and-coming  organization. 
Box  291G,  BROADCASTING. 


Engineer,  some  experience  5  kw  xmit- 
ter,  disc,  Magnecorder.  Veteran,  age 
26,  married.  Graduate  radio  school, 
reliable,  first  phone,  will  travel  any- 
where.    Box  304G,  BROADCASTING. 

Engineer,  1st  phone.  Available  im- 
mediately. 5  years  experience  main- 
taining, operating,  installing  AM  xmtr 
to  5  kw,  FM  to  20  kw,  mastercontrol 
room,  recording,  remotes,  etc.  V2  year 
TV  repair.  Desires  permanent  position. 
P.  O.  Box  5811,  Metro  Station,  Los 
Angeles  55,  California. 

Chief  engineer,  engineer,  constructor, 
announcer.  R.  C.  Barritt,  1200  Sus- 
quehanna, Pittston,  Penna. 

Graduate  of  V.  T.  I.  One  year  broad- 
cast experience.  Transmitter,  studio, 
remotes  and  recording.  Six  months 
taxi  radio  maintainance.  27,  married, 
free  to  travel.  Ben  Trolson,  6  Williams 
Street,  Hammond,  Indiana. 

First  phone  license,  experienced  trans- 
mitter operator.  James  Turner,  6609 
Avenue  T,  Brooklyn,  N.  Y. 

Have  1st  class  license  seeking  engineer- 
ing or  combination  position,  no  experi- 
ence, willing,  age  19,  single.  Disc  on 
request.  Fred  W.  Warner,  St.  Edward, 
Nebraska. 

Production-Programming,  others 

Young,  thoroughly  experienced  radio 
man  with  excellent  qualifications,  de- 
sires small  market  program  director's 
position.  Presently  doing  announcing- 
production  large  city.  Box  89G, 
BROADCASTING. 

News  editor-program  director,  7  years 
experience.  Available  for  personal  in- 
terview. Box  126G,  BROADCASTING. 

Livewire  young  personable  coUege 
graduate,  executive  secretary,  radio 
background  seeks  position  production, 
continuity,  radio,  TV.  Available 
September.  Write  Box  128G,  BROAD- 
CASITNG. 

(Continued  on  next  page) 


FOR  SALE! 

RCA  lA  1000  WATT 
BROADCAST  TRANSMITTER 
AS  IS 


COMPLETE  —  EXCELLENT  CONDITION 
[TFIRST  $1,000  CHECK  RECEIVED  GETS  IT 

WIRE,  WRITE 

MANAGER,  WKY 

OKLAHOMA  CITY,  OKLAHOMA 


I 


Situations  Wanted  (Cont'd) 

Top  radio-TV  producer  seeks  change; 
now  department  head,  account  execu- 
tive medium-sized  New  York  agency; 
co-ordinate  complete  campaigns;  want 
active  agency  production;  station  pro- 
gramming. 28,  mature,  married:  MA 
Degree.  Box  238G,  BROADCASTING. 

Experienced  women's  commentator, 
special  events,  interviews,  fashion 
shows.  Program  director.  Box  239G, 
BROADCASTING. 

Woman  continuity  writer  desires  some 
air  work  also.  References,  copy,  disc, 
photo  sent  on  request.  Midwest  only. 
Box  242G,  BROADCASTING. 

Program  director,  sportscaster,  experi- 
enced in  all  phases  of  station  operation. 
Promotions,  sales,  etc.  Box  243G, 
BROADCASTING. 

TV  writer,  vet,  young,  intelligent,  con- 
scientious and  very  promising,  desires 
opportunity  to  make  himself  useful 
to  ad  agency,  station  or  package  outfit. 
Box  244G,  BROADCASTING. 

Successful  program  director,  4  years 
experience.  Young,  energetic,  tested 
ideas  that  sell  and  maintain  high 
Hoopers;  topflight  executive;  full 
knowledge  production,  announcing, 
music,  copy.  Will  submit  brochure  of 
past  experience.  Box  248G,  BROAD- 
CASTING. 

Young  woman,  22,  desires  position  in 
radio.  Experienced  radio  news  re- 
porter, some  broadcasting  and  sales 
work,  plus  training.  Interested  chiefly 
in  women's  programming  and/or  disc 
shows.  References.  Box  255G,  BROAD- 
CASTING. 

Developer  of  new  business,  research 
man,  copy  chief,  program  director, 
desires  opportunity  in  active  sales 
small  market.  Fulltime  station.  Mar- 
ried, ex  GI.  No  mitch,  just  pitch.  Box 
259G,  BROADCASTING. 

Woman  commentator,  writes  3  shows. 
Hollywood  news,  disc  jockey,  program 
for  shut-ins.  13  years  in  radio,  6 
months  TV  films.  Write  Box  270G, 
BROADCASTING. 

Idea-minded  women's  director  desires 
production  job  in  established  station 
or  agency.  Two  years  commercial  ex- 
perience. College  graduate.  Box  278G, 
BROADCASTING. 

Program  director  thoroughly  experi- 
enced in  programming,  announcing, 
news  and  continuity  writing;  top  refer- 
ences, character  and  ability.  Presently 
employed.  Box  279G,  BROADCAST- 
ING. 

Help!  Some  people  need  it.  I  offer  it! 
Assistant  program  director,  announcer. 
Excellent  AM-TV  training.  Available 
for  GI  on  job  training.  Box  289G, 
BROADCASTING. 

N.  Y.  U.  grad.  (male)  radio  broad- 
casting major  seeking  steno,  secty  posi- 
tion in  radio,  will  travel.  Start  rock 
bottom.    Box  290G,  BROADCASTING. 

Capable  young  woman,  single.  Four 
years  experience  in  traffic,  continuity. 
Sample  copy,  other  information  at  your 
request.  Will  travel.  Box  293G, 
BROADCASTING. 


Television 


Help  Wanted 


Announcers 


staff  announcer  network  owned-oper- 
ated  AM-TV  station  seeks  position 
other  AM-TV  or  TV  station.  Single,  24, 
4-F,  university  graduate.  Experienced 
all  phases  announcing  both  mediums. 
Box  245G,  BROADCASTING  •  TELE- 
CASTING. 


For  Sale 


Stations 


Station  in  Los  Angeles  County.  See  Ad 
Page  35. 

Profitable  south  Atlantic  thousand  watt 
daytime  in  community  of  nine  thou- 
sand, industrial,  farming,  timber.  Box 
241G,  BROADCASTING. 


Equipment,  etc. 


For  sale:  5  kw  composite  AM  transmit- 
ter, Doherty  circuit,  originally  Western 
Electric  linear,  operating,  available 
January  1.  Two  343 A,  two  212E,  four 
321A  tubes  new.  Best  offer.  Box  297G, 
BROADCASTING. 

For  sale:  RCA  86-A-l  limiting  ampli- 
fier, $195.00.  RCA  69-B  distortion 
meter,  $165.00.  Southeast  Audio  Com- 
pany,., 112  West  Union,  Jacksonville, 
Florida. 

Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM. 
Wilmington,  Delaware. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted:  Complete  equipment  for  250 
watt  AM  broadcast.  List  equipment 
and  quotations  in  first  letter.  Box 
272G,  BROADCASTING. 

Need  immediately — Collins  212-B-2  or 
Collins  212-B-l  console  or  RCA,  type 
76-B-5  console.  Wire  collect  Henry  J. 
Keyes,  Chief  Engineer,  KOVO,  Provo, 
Utah. 

Transcription  player  for  auditioning 
vertical  recordings.  State  price  and 
full  details..  WLIP,  Kenosha,  Wiscon- 
sin. 


Miscellaneous 


RADIO  ACCOUNTING  SERVICES 

COMPLETE  OPERATIONS  COVERAGE 

Includes  all  required  FCC  and  income 
tax  information  and  reports. 


J.  R.  Hoffman  &  Associates 
1319  F  St.,  N.W.,  Suite  505 
Washington,  D.  C. 


Executive  9788 


los  Angeles  County  Independent 

$340,000.00 

This  Los  Angeles  County  independent,  clear  regional 
channel,  high  wattage,  built  by  radio  pioneer.  Retiring 
due  ill  health.  Currently  yielding  25%  on  invested  sales 
price.    TV  proof. 

Terms  $140,000.00  escrow,  balance  relatively  soon  after 
FCC  approval. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN -HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 

WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO 

James  W.  Blackburn         Harold  R.  Murphy  Ray  V.  Hamilton 


Washington  Bldg. 
Sterling  4341-2 


360  N.  Mich.  Ave. 
Randolph  6-4550 


235  Montgomery  St. 
Exbrook  2-5672 


Production — Programming,  Others 


PROGRAM  DIRECTOR  WANTED 


•  WEST  COAST 
REGIONAL  (major  network) 
station  interviewing  applicants 
for  top  programming  job 
which  will  lead  to  overall 
Station  Manager.  Success- 
ful applicant  must  prove  un- 
questioned ability  to  build 
top  Hooper  ratings  morning 
and  afternoon.  Right  man 
must  be  able  to  earn  re- 
spect of  entire  staff,  hire  and 
fire  a^  program  personnel. 
Responsibility  covers  Farm 
Department,  Women's  Depart- 
ment, Sport's  Department, 
News  Department,  Western 
and  straight  Disc  Jockeys, 
Announcers  and  Continuity 
Writers,  Must  be  a  natural 
leader  and  above  all  have 
ability  to  prove  to  a  strong 
Sales  Department  that  his 
programming  will  build  top 
competitive  Hoopers.  Let's 
not  kid  ourselves.  To  bat 
300  in  our  league  you  should 
not  be  over  35,  have  two 
young  children,  still  married 
to  the  FIKST  WIFE,  and 
own  an  automobile.  Don't 
tell  us  how  many  years  you've 
worked  for  a  network.  Do  tell 
us  how  many  years  you've 
worked  for  a  Strong  Inde- 
pendent. Tell  about  your 
programming  successes.  Tell 
about  your  ability  to  hire  the 
right  people  and  emphasize 
your  experience  in  getting 
along  with  a  hard  hitting 
Sales  Department.  Remember 
we  are  not  hiring  an  An- 
nouncer. We're  hiring  a 
Program  Director  who  has 
sense  enough  to  operate  the 
same  way  the  Managing  Edi- 
tor of  a  good  newspaper  func- 
tions. We  must  increase  our 
circulation  and  we  must  ren- 
der a  public  service.  No 
TV  competition — but  we  do 
have  a  potential  exceeding 
150.000  BMB  Radio  Homes. 
We'll  pay  a  reasonable  start- 
ing Salary  and  if  you  can't 
e£u-n  your  first  raise  in  six 
months  you  can  expect  to  be 
fired.  If  you  are  in  East, 
Middlewest,  or  South,  a  per- 
sonal interview  will  be  ar- 
ranged between  September  15 
and  October  15.  If  you're  on 
Coast  interview  will  be  ar- 
ranged immediately.  Tour  re- 
ferences will  be  thoroughly 
checked  and  we'  11  take  a 
good  look  at  you  and  In- 
sist that  you  take  a  good  look 
at  us  before  a  mutual  agree- 
ment is  reached.  To  protect 
your  present  job,  your  appli- 
cation will  be  kept  in  strict 
confidence.  Get  your  infor- 
mation to  us  promptly.  BOX 
299G,  BROADCASTING. 


Situations  Wanted 


Production — Programming,  Others 

News  Editor-newscaster  available.  8  years 
experience  in  all  phases  of  radio  news. 
31  years  old,  married.  Presently  at  50  kw 
in  large  midwest  market.  Minimum 
salary  considered  $100  weekly. 


BOX  249G,  BROADCASTING^ 


WIAC  Dispute 

NLRB  has  approved  a  stipulation 
agreement  settling  a  dispute  be- 
tween WIAC  Santurce,  P.  R.,  and 
Asociacion  de  Radio  Locutores  y 
Controles  de  Puerto  Rico,  a  CIO 
union,  over  representation  of  sta- 
tion's employes  by  the  labor  or- 
ganization. WIAC  was  ordered  by 
NLRB  not  to  "discourage  member- 
ship" in  the  CIO  or  any  other  labor 
union  "by  discharging  or  refusing 
to  reinstate  any  of  its  employes," 
or  to  othervsdse  "I'estrain  or  coerce" 
them.  WIAC  valued  equipment  and 
material  used  in  its  operation  in 
excess  of  $100,000,  and  testified 
that  it  rebroadcasts  daily  news 
items  from  the  U.  S. 


KARK  EXTENSION  ! 

Given  to  Dec.  7  by  FO 

FCC  has  given  KARK  Little  Rod 
Ark,  until  Dec.  1  to  comply  wit 
its  1949  rules  governing  the  resei  i 
vation  of  broadcast  time  as  part  c ,( 
a  station's  sales  price,  and  serva  j 
notice  that  "no  further  extensi  j 
of  time  will  be  granted  except  t 
unusual    circumstances    not  no 
foreseeable  which  render  delay  ui 
avoidable." 

KARK   had   asked  that  it 
given  an  unspecified  period  of  tir  ; 
beyond  Sept.  1,  the  expiration  dat 
of  the  station's  present  tempora 
extension  of  license.  The  Comm 
sion  pointed  out  that  four  exter 
sions  Jiad  been  granted  already  a. 
though  no  proposal  has  been  sull^ 
mitted  to  FCC  looking  toward 
solution  of  KARK's  contractual  dii 
pute,  which  is  the  Church  of  th 
Nazarene. 

FCC's  rules  (Sec.  3,109),  whic 
became  effective  Feb.  15,  1949,  foij 
bid  licensees  to  reserve  time  a 
part  of  the  sales  price  when  the, 
sell  stations,  and,  with  respect  t 
such  contracts  which  were  alread 
in  existence,  require  renegotiatio 
within  limits  set  by  the  Commi 
sion.  FCC  pointed  out  that  tY 
Supreme  Court  has  upheld  legalit 
of  the  rules. 


I! 
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PROPAGANDA  WAR 

America  Not  Losing — Barret' 

AMERICA  is  not  losing  the  prr 
paganda  war  with  Soviet  Russi; 
despite  a  popular  defeatist  att 
tude  in  many  circles,  and  is,  i 
fact,  "capitalizing  on  s  t  u  p  i 
errors"  made  by  USSR  and  sate 
lite  propagandists,  Edward  V 
Barrett,  Assistant  Secretary 
State  for  Public  Affairs,  told  tl 
Overseas  Writers  in  Washingtc 
last  Tuesday.  He  spoke  at  a  luncl^ 
eon  in  the  Willard  Hotel. 

"The  time  is  now  ripe  for  us 
intensify  our  psychological  offei; 
sive — to  wheel  out  our  big  gui. 
and  capitalize  on  the  reputatiq, 
for  integrity  which  has  been  t 
painstakingly  earned  by  the  wor' 
ers  of  the  U.  S.  Information  Ser 
ices,  by  the  Voice  of  America,  V' 
the  BCC  and  by  others,"  Secretai^ 
Barrett  asserted. 


NORTHWEST^ 
BROADCASTING 
SCHOOL 

531   S.  W.   12th  .  PORTLAND,  ORIGON 


VAL  CALL  SIGN 

I       FCC  Upholds  Decision 

\c   HAS   REFUSED   to  relax 
"general  policy"  forbidding  use 
common  basic  call  letters  by 
I-FM-TV    stations    which  are 
3er  common  ownership  but  are 
kted  in  different  communities. 
I^he  refusal  came  in  an  opinion 
i  order  denying  a  petition  of 
[IFC   Inc.,   licensee   of  WEHS 
SM)  Chicago  and  WHFC  Cicero, 
|i  seeking  permission  to  identify 
WHFC  and  WHFC-FM. 
^he  company  pointed  out  that 
ero  is  located  geographically  in 
approximate  center  of  the  Chi- 
o    metropolitan    district;  that 
:HS    duplicates    WHFC  pro- 
'|.ms  33%  hours  per  week;  that 
J  of  common  call  letters  would 
je  listeners  a  clearer  impression 
'the  relationship  between  the  two 
tions,  would  make  listeners  and 
'jential  advertisers  realize  that 
*i  FM  station  is  closely  identified 
ih  an  old,  experienced  station, 
"1^  would  enhance  the  prestige  of 
^FC  and  promote  times  sales  on 
stations. 

avoid  confusion  or  deception, 
company  pointed  out,  the  FM 
ilet  would  still  be  identified  as  a 
jcago  station  and  the  AM  station 
?|ild  continue  to  be  announced  as 
Wed  in  Cicero.    But  FCC  ruled: 
!he  Commission  adopted  [its]  gen- 
A  policy  ...  in  order  to  eliminate 
h  confusion  and  uncertainty  caused 
i^licensees  employing  common  call 
jiers  for  stations   under  common 
jliership   but   located   in  separate 
Imnnities  in  the  same  general  area, 
jpecifically,  the  use  of  the  same 
Ic  call  letters  by  AM  and  FM  sta- 
'»s  under  common  ownership  but 
ited  in  different  cities  of  the  same 
ropolitan  area  inevitably  results 
certain  amount  of  bewilderment 
confusion — in  spite  of  individual 
[graphical  delineation  for  each  of 
!two  stations  in  the  station-identi- 
tion  announcement, 
jior  even  though  the  call  letters 
each  station  is  linked  in  the  an- 
incement  with  its  respective  city, 
simple  mention,  in  the  same  brief 
ouncement,  of  a  common  call  for 
two  stations  may  leave  the  aver- 
listener  in  doubt  as  to  the  true 
utity  and  location  of  both  stations, 
sequently,  in  such  cases,  an  op- 
tunity  exists  for  a  licensee  to  gain 
infair  trading  advantage  or  to  sub- 
|-ge  the  individual  interests  of  one 
liOhe  communities  it  was  authorized 
serve. 


gncel  Canada  Meets 

b STERN  ASSN.  of  Broadcast- 
convention  which  had  been 
jeduled  Aug.  30-Sept.  2  at  Jas- 
Alta.,  and  board  of  directors 
eting  of  Canadian  Assn.  of 
)adcasters,  Aug.  28-30,  at  Jas- 
were  cancelled  due  to  the 
,iiadian  railway  strike. 


DEFENSE  MATERIALSaS:  S 

SELECTIVE  use  of  excise  taxes  on  products  which  consume  special  ma- 
terials, manpower  or  facilities  required  for  military  production  should 
be  authorized  by  Congress  to  finance  military  rearmament,  the  Research 
and  Policy  Program  unit  of  the  Economic  Development  Committee  as- 


serted last  Monday. 

In  a  broad  statement  on  "Eco- 
nomic Policy  for  Rearmament" 
the  program  committee  noted  that 
the  present  tax  bill  does  not  in- 
clude any  excise  increases  except 
for  television  sets  and  deep  freezes 
and  proposed  "rates  high  enough 
to  cut  down  buying  and  definitely 
limited  to  the  duration  of  the  em- 
ergency." 

The  program  committee,  speak- 
ing within  the  framework  of  policy 
adopted  by  its  parent  Research 
and  Policy  Committee,  expressed 
conviction  that  the  task  of  increas- 
ing rate  of  military  expenditures 
is  "not  very  big"  in  terms  of  over- 
all reduction  that  will  be  required 
in  supply  of  goods  for  civilian  use. 

"The  increase  in  military  output 
would  be  6%  to  8%  of  the  rate  of 
non-military  production  before  the 
Korean  attack,"  the  committee 
said.  "We  should  be  able  to  in- 
crease our  total  output  6%  and 
possibly  8%  in  the  next  year,  by 
re-employing  some  of  the  unem- 
ployed, increasing  the  hours  of 
work,  normal  growth  of  popula- 
tion, increase  of  productivity,  and 
entrance  of  more  women  and  older 
workers  into  the  labor  force.  Thus 
we  can  probably  carry  though  the 
present  program  with  little  reduc- 
tion in  total  overall  civilian  sup- 
plies." 

The  committee  felt  that  "a 
larger  than  average  cutback  will 
be  required  in  civilian  supplies  of 
certain  hard  goods  using  metals  or 
other  scarce  materials"  (such  as 
the  electronics  industry) ,  but 
added  that  "even  in  those  fields  the 
kinds  of  cutbacks  in  sight  will 
leave  the  civilian  economy  adding 
to  its  already  large  stock  of  dura- 
ble goods  at  a  rapid  rate." 

Government  Restraints 

Calling  on  the  government  to 
restrain  "non-military  demand," 
the  committee  said  that  it  may  be 
necessary  "in  particular  cases"  to 
invoke  industry  cooperation  and 
mandatory  production  or  distribu- 
tion controls  to  assure  availability 
of  materials,  manpower  and  facil- 
ities. 

The  committee  also  felt  that 
credit  restrictions  governing  civil- 
ian demands  for  durable  goods 
also  are  indicated  and  noted: 

.  .  .  There  may  still  be  particular 
cases  in  which  civilian  demand  is  too 
large  for  speedy  military  procurement. 
There  may  still  be  particular  plants 
that  are  overloaded  with  civilian  or- 
ders and  particular  materials  that  are 
flowing  too  largely  to  civilian  uses. 
Many  of  these  situations  could  be  han- 
dled by  voluntary  cooperation  between 
the  government  and  the  industries  con- 
cerned. But  still  it  may  be  necessary 
on  some  occasions  to  attach  priorities 
to  military  orders,  to  allocate  materials, 
to  limit  non-military  production  and  to 
requisition  needed  materials. 

But,  the  committee  added,  wage 
and  price  controls  or  rationing 
"are  not  only  unnecessary  now  but 
would  actually  impede  the  nation's 


efforts  to  build  up  its  military 
force,  prevent  inflation  and 
strengthen  our  economy. 

With  respect  to  credit  controls, 
the  committee  felt  that  increased 
down  payments  and  shortening  of 
repayment  periods  on  hard  goods 
purchases  would  not  only  force  a 
release  of  resources  from  civilian 
output  but  also  reduce  inflationary 
pressure. 

An  adequate  policy  of  curtailing 
civilian  demand,  the  CED  group 
said  further,  will  "clear  the  way 
for  the  military  program."  To  this 
end,  it  suggested,  "the  military 
procurement  agencies  must  decide 
what  they  want,  how  much  they 
want  and  when  they  want  it,  as 
quickly,  definitely  and  far  in  ad- 
vance as  possible." 

Need  for  Integration 

Their  plans  must  be  "integrated 
to  avoid  competition  for  the  same 
facilities  and  for  manpower  in  the 
same  areas,"  the  committee  stated. 

The  new  poliry  statement  was  is- 
sued by  CED  officials  at  a  news 
conference  at  the  Statler  Hotel  in 
Washington.  Members  of  the  CED 
Program  Committee  include  Gard- 
ner Cowles,  Des  Moines  Register 
and  Tribune  and  president,  Cowles 
Broadcasting  Co.,  licensee  of 
KRNT  Des  Moines;  Philip  D. 
Reed,  chairman  of  the  board,  Gen- 
eral Electric  Co.;  and  Marion  Fol- 
som,  Eastman  Kodak  Co.,  chairman 
of  the  board  of  trustees,  CED. 


WARA  OPERATION 

September  Opening  Is  Set 

WARA  Attleboro,  Mass.,  ovvoied 
and  operated  by  the  Attleboro 
Radio  Assn.,  will  commence  opera- 
tion the  latter  part  of  September, 
according  to  Keith  S.  Field,  man- 
ager. 

In  addition  to  Mr.  Field,  person- 
nel will  include  the  following: 
William  A.  Dawson  Jr.,  sales  man- 
ager;  Henry  Felix,  program  di- 


Contract  for  simulcasts  of  U.  of 
Nebraska  football  games  on  WOW- 
AM -TV  and  KODY  is  signed  by 
F.  W.  Hoffman,  president  of  Cudahy 
Packing  Co.  Looking  on  are  Mr. 
Dooley  (I)  and  John  W.  Christian, 
vice  president  and  general  sales 
manager  of  the  packing  firm. 


CUDAHY  SIGNS 


For  Nebraska  Football 

SPONSORED  simulcasts  of  all 
U.  of  Nebraska  football  games  on 
WOW-AM-TV  Omaha  and  KODY 
North  Platte,  Neb.,  licensed  to 
WOW  Inc.,  was  assured  last  week 
as  Cudahy  Packing  Co.  signed  a 
$35,000  contract  through  Grant  Ad- 
vertising Inc.  with  Robert  Dooley, 
WOW  Inc.  national  sales  manager. 

Present  plans  call  for  Cudahy  to 
use  institutional  copy  calling  atten- 
tion to  the  opening  of  an  Omaha 
office,  which  will  serve  as  national 
headquarters.  Contract  covers  di- 
rect simulcasts  of  five  U.  of  Ne- 
braska home  games  at  Lincoln  and 
filmed  versions  of  four  road  con- 
tests to  be  telecast  on  a  delayed 
basis  on  succeeding  Monday  eve- 
nings. Tip  Saggau,  WOW-AM-TV 
sports  director,  will  handle  the 
series.  Contract,  reportedly  one  of 
the  largest  AM-TV  sports  packages 
to  be  signed  in  the  Midwest,  was 
consummated  after  General  Elec- 
tric dropped  broadcast  rights  be- 
cause of  anticipated  merchandise 
shortages. 

rector;  Stanley  S.  Emery,  chief 
engineer;  Prof.  Samuel  Gould,  pro- 
fessor of  radio  at  Boston  U.,  con- 
sultant. A  fulltime  independent, 
WARA  is  authorized  for  1  kw  on 
1320  kc. 


IJOE  ADAMS 

REACHES  ALL 

[NEGROES 

(IN     LOS  ANGELES 
I  1^  ^  m  jk  a  I  5000  WATTS 

IIVVi/W  L      CLEAR  CHANNEL 
OS  ANGELES  -  SANTA  MONICA,  CALIF. 
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CALIF.  OUTLETS 

2  Recommended  by  FCC 

NEW  LOCAL  standard  stations 
were  recommended  for  Inglewood 
and  Escondido,  Calif.,  in  an  initial 
decision  issued  last  week  by  FCC. 
Bids  for  outlets  at  Santa  Monica 
and  Oceanside,  Calif.,  would  be 
denied. 

Hearing  Examiner  Elizabeth  C. 
Smith,  on  the  basis  of  Sec.  307(b) 
of  the  Communications  Act  which 
requires  equitable  distribution  of 
broadcast  facilities,  proposed  to 
grant  the  application  of  Centinela 
Valley  Broadcasting  Co.  at  Ingle- 
wood and  the  bid  of  Balboa  Radio 
Corp.  at  Escondido.  Both  stations 
would  operate  on  1450  kc  with  250 
w  fulltime. 

The  application  of  Crescent  Bay 
Broadcasting  Co.  for  500  w  day- 
time on  1450  kc  at  Santa  Monica 
was  found  to  be  in  default  for 
failure  to  complete  presentation  of 
evidence  at  the  hearing. 

'False  Representation' 

The  examiner  found  that  Ocean- 
side  Broadcasting  "failed  to  dem- 
onstrate sufficient  fitness  to  justify 
a  grant"  of  its  application.  The 
decision  stated  this  conclusion  was 
reached  "in  view  of  the  false  rep- 
resentations made  in  the  applica- 
tion with  respect  to  the  bank 
account  of  the  applicant,  the  con- 
tradictory, evasive  and  ambiguous 
testimony  of  the  partners,  the 
failure  of  the  applicant  to  make 
full  disclosure  to  the  Commission 
in  its  application  for  construction 
permit  with  respect  to  the  par- 
ticipation of  others  in  the  promo- 
tion of  the  station  and  the  pre- 
paration of  the  application,  as  well 
as  the  general  lack  of  knowledge 
of,  and  familiarity  of  the  partners 
with,  the  requirements  of  the  Com- 
munications Act  and  the  rules  and 
regulations  of  this  Commission." 

The  examiner  also  indicated  she 
could  not  condone  the  failure  of 
Balboa  Radio  to  file  an  agreement 
for  option  which  would  give  Fred 
J.  Steinmetz  conditional  oppor- 
tunity to  acquire  stock  in  the  firm 
if  he  dismissed  his  competitive  ap- 
plication and  Balboa  were  to  be 
approved,  nor  the  falure  of  Balboa 


to  construct  and  operate  AM  and 
FM  stations  previously  gi'anted  for 
San  Diego.  However,  the  con- 
clusion stated  that  these  facts, 
"viewed  in  the  light  of  the  sur- 
rounding circumstances  are  not 
sufficient  to  disqualify  the  ap- 
plicant." 

Ownership  of  the  applicants: 

Centinela  Valley  Broadcasting  Co., 
Inglewood — Grantee  of  Class  A  FM  sta- 
tion there.  Principals:  Edwin  W.  Dean, 
editor-publisher  Inglewood  Daily 
News,  president  250  sh;  Carl  F.  Fossette, 
executive  secretary  West  Basin  Water 
Assn.,  vice  president-general  manager 
250  sh;  Frank  H.  Afton,  owner  local 
Studebaker  agency,  treasurer  125  sh; 
Vernon  P.  Spencer,  attorney,  secre- 
tary 125  sh;  Kenneth  H.  Kraft,  retired 
Highland  Park,  111.,  businessman,  di- 
rector 250  sh. 

Balboa  Radio  Corp.,  Escondido  — 
Emil  Klicka,  San  Diego,  retired  Bank 
of  America  vice  president,  president 
26%;  Charles  T.  Leigh,  retired  vice 
president  Consolidated  Vultee  Aircraft 
Corp.,  vice  president  26%;  J.  A.  Don- 
nelley, San  Diego  attorney,  secretary 
17.7%;  Joseph  W.  Brennan,  retired  San 
Diego  port  director,  assistant  secre- 
tary 26%;  Burton  D.  Wood,  San  Diego 
attorney,  director  4.3%. 

Oceanside  Broadcasting  Co:,  Ocean- 
side — Partnership:  Elmer  Glaser,  mer- 
chant, general  partner  23%;  Ray  A. 
Wilcox,  real  estate  interests,  former 
mayor  of  city,  limited  partner  45%; 
David  Rorick  Jr.,  auto  agency  owner, 
limited  partner  20%;  Hyman  Glaser, 
merchant,  limited  partner  6%;  Max 
Glaser,  merchant,  limited  partner  6%. 


JOHNSTON  LAW  FIRM 

Set  Up  in  Washingt-on 

EVERETT  D.  JOHNSTON,  who 
has  been  engaged  in  communica- 
tions work  in  Washington  for  al- 
most 20  years,  has  resigned  from 
the  law  firm  of  Kirkland,  Fleming, 
Green,  Martin  &  Ellis  to  open  his 
own  law  practice,  specializing  in 
radio,  effective  last  Friday. 

His  offices  are  at  1038  Washing- 
ton Bldg.,  Fifteenth  St.  and  New 
York  Ave.,  NW,  Washington. 

Mr.  Johnston,  who  received  his 
AB  and  LLB  degrees  from  George 
Washington  U.  in  Washington, 
entered  the  radio  field  with  the 
old  Federal  Radio  Commission, 
where  he  was  assistant  chief  of  the 
docket  section. 

He  subsequently  joined  the  Wash- 
ington firm  of  Dow,  Lohnes  &  Al- 
bertson,  and  later  the  Washington 
offices  of  Kirkand,  Fleming,  Green, 
Martin  &  Ellis,  with  which  he  has 
been  associated  for  the  past  seven 
years.  He  is  a  native  of  Findlay, 
Ohio. 
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BASEBALL  CAMP 

KRNT  Co-Sponsors  Tryouts 

THIRD  ANNUAL  KRNT  Des 
Moines-Chicago  Cubs  baseball  try- 
out  camp  for  youths  from  9  to  21 
years  old  was  held  this  month  by 
KRNT  Sports  Director  Al  Couppee. 
Mr.  Couppee  promotes  and  man- 
ages the  project  each  year  in  Des 
Moines  in  cooperation  with  Chicago 
Cubs'  traveling  coach-scouts. 

The  camp  is  one  of  the  summer's 
biggest  events  for  players  in  Iowa, 
and  one  of  the  biggest  non-commer- 
cial baseball  schools  in  the  country. 
Additionally,  the  project  is  a  good 


Mr.  Couppee  demonstrates  hat  grip 
for  youthful  baseballers  at  KRNT- 
Chicago  Cubs  third  annual  tryout 
camp. 


vehicle  for  helping  combat  juvenile 
delinquency,  according  to  KRNT, 
the  Des  Moines  Register  and  Trib- 
une station. 

The  camp  is  located  in  Pioneer 
Memorial  Park,  home  of  the  Cubs- 
owned  Des  Moines  Bruins,  where 
Mr.  Couppee  promotes,  organizes 
and  handles  enrollment,  as  well  as 
managerial  and  administrative  de- 
tails. Five  states  were  represented 
in  the  enrollment  of  over  1,200 
would-be  baseball  players  with  60 
finalists  receiving  awards.  Mr. 
Couppee  is  a  former  Iowa  U.  foot- 
ball player  and  all-around  athlete. 


AIR  RAID  WARNING 

N.  Y.  Stations  Focal  Point 

NEW  YORK  radio  and  television 
stations  are  the  focal  point  of  the 
city's  air  raid  warning  system  in 
plans  announced  last  week  by  Sey- 
mour N.  Siegel,  general  manager 
of  WNYC  New  York,  city-owned 
station,  and  director  of  Civil  De- 
fense Communication.  Prepared  in 
cooperation  with  a  23-station  radio 
and  TV  committee,  the  plan  calls 
for  a  push-button  activated  net- 
work of  all  New  York  stations. 
The  stations  will  receive  the  flash 
simultaneously  for  transmission  to 
the  listening  public. 

Radio  and  television,  under  the 
plan,  will  be  used  also  to  train  ra- 
diological defense  volunteers,  air 
raid  wardens  and  spotters,  control 
and  report  center  personnel  and 
first-aid  workers.  Installation  of 
TV  receivers  in  precinct  station 
houses  and  fire  stations  is  proposed. 


FCC  Actions 

(Continued  from  page  76) 
Decisions  Cont.: 

was  removed  from  hearing  docket.. 

Rollins  Bcstg,  Inc.,  Georgetown,  Dc 
— Denied  petition  to  advance  date 
hearing  presently  scheduled  for  i , 
22,  1951,  in  re  application  Rollins  ; 
that  of  Elizabeth  Evans,  Seaford,  L 

WCLI  Corning,  N.  Y.— Granted  le 
to  amend  application,  to  submit  f 
intensity  measurements  and  new  er 
neering  report  based  upon  analysit 
measurements;  and  application 
amended  was  removed  from  hear, 
docket. 

Western  Mass.  Bcstg.  Co.,  Great  Ba 
rington,    Mass. — Granted    dismissal    j  '■ 
application. 

Beacon  Bcstg.  Co.  Inc.,  Boston,  Ma! 

— Granted  to  dismiss  without  prejudi 
application  for  FM  station. 

KXRN  Renton,  Wash.— Granted  pe 
tion  to  accept  petitioner's  later  appea 
ance  in  re  application  in  Docket  9746. 

FCC  Bar  Assn.  Committee  on  Pra 
tice  and  Procedure — Granted  reque 
for  extension  to  Sept.  10  within  whi 
to  file  comments  in  matter  of  Amen 
ment  of  Subpart  C  of  Part  3  of  Ruli 

By  Commissioner  Webster 
KWIK  and  Leslie  Bowden  Trust( 
Burbank,  Calif. — Granted  extension 
time  to  Sept.  13  within  which  to  f 
exceptions  to  Initial  Decision  in  matt 
of  Revocation  of  License  of  statL 
KWIK. 

By  Hearing  Examiner  Fanney  Litvi 
WHDH  Boston,  Mass.,  WXKW  Chai1  = 
plain  Valley  Bcstg.  Corp.,  Albany,  N.  5 
— Dismissed  petition  of  WHDH  for  cotj]; 
tinuance  of  hearing  scheduled  for  Se); 
5.  in  matter  in  Docket  9227  et  al;  c 
dered  that  hearing  in  proceeding 
continued  from  Sept.  5  to  Sept.  6 
Washington;  and  that  upon  completi 
of  further  direct  testimony  of  WXK 
commencing   Sept.   6,   further  heari 
in   this   proceeding   is   scheduled  1 
Oct.  3. 

Carl  H.  Meyer,  Streator,  111. — Grant 
continuance  of  hearing  from  Aug. 
to  Sept.  27,  in  re  his  application. 

By  Hearing  Examiner  Jack  P.  Bliu 

Twin  City  Radio  Dispatch,  Inc., 
Paul,  Minn. — Granted  petition  insoi 
as  it  requests  that  record  in  re  applic 
tions  not  be  closed  as  of  Aug.  21;  a 
further  ordered  that  further  heari 
herein  be  scheduled  for  Sept.  18 
Washington. 

By  Hearing  Examiner  Basil  P.  Cooi 
Paris  Bcstg.  Corp.,  Paris,  111. — Grant 
petition  for  continuance  of  heari 
from  Aug.  25  to  date  to  be  announc 
by  Commission  after  action  has  be 
taken  on  applicant's  presently  pendi 
petition  to  reconsider  and  grant  wit 
out  hearing. 

By  Examiner  Elizabeth  C.  Smith^ 
KXLR  No.  Little  Rock,  Ark.— Granl'i 
leave  to  amend  application  in  ore 
to  establish  financial  qualifications 
bringing  up  to  date  financial  data 
file. 

August  29  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  for  CP 
WERH   Hamilton,   Ala. — License 
CP  new  AM  station. 

WCBM  Baltimore,  Md. — License 
CP  to  change  frequency  etc. 

AM— 1050  kc 
Door    County   Radio    Co.,  Sturg^ 
Bay,  Wis. — CP  new  AM  station  1490  ' 
100  w  unl.    AMENDED  to  request  1 
kc  250  w  D. 


License  Renewal 
Request  for  license  renewal  AM  s 
tion:    woe    Davenport,    la.;  WS: 


RCA  INSTITUTES,  INC. 


One  of  the  leading  and 
oldest  schools  of  Radio 
TochnolcBy  In  America,  offers  it» 
trained  Radio  and  Television  tech- 
nicians to  the  BroadcaatlnK  In- 
dustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES,  INC. 
A  Service  of  Radio  Corporation 
of  America 
360  W.  4th  St.,  New  York  14,  N.  T. 


BROADCASTING    •  Telecasti 


TEXT  OF  FCC  CONCLUSIONS  RELATIVE  TO  COLOR  TELEVISION  — RELEASED  SEPT.  1 


(See  Story  Page  4) 


A.  GENERAL 

BO.  The  testimony  and  demonstra- 
is  in  these  proceedings  leave  no 
m  for  doubt  that  color  is  an  im- 
[tant  improvement  in  television 
jadcasting.  It  adds  both  apparent 
nition  and  realism  in  pictures.  It 
.ns  up  whole  new  fields  for  effective 
jadcasting,  rendering  life-like  and 
|i  exciting  scenes  where  color  is  of 
|j  essence — scenes  which  in  black  and 
!  te  television  are  avoided  or,  if  tele- 
!;,  have  little  appeal. 
21.  Because  color  is  such  a  funda- 
lital  improvement  in  television,  the 
imission  is  of  the  opinion  that  in 
iblishing  standards,  a  system  must 
chosen  that  produces  a  satisfactory 
or  picture  and  is  capable  of  operat- 
through  apparatus  that  is  simple  to 
Irate  in  the  home  and  is  cheap 
ugh  in  price  so  as  to  be  economically 
liable  to  the  great  mass  of  the  Amer- 
1  purchasing  public.    The  Commis- 

jji  is  of  the  firm  opinion  that  it  would 
be  in  the  public  interest  to  estab- 
a  television  system   where  only 

Jbk  and  white  receivers  are  cheap 
|ugh  for  the  great  mass  of  the  Amer- 
,  people  and  color  television  is  avail- 
to  those  who  can  afford  to  pay  lux- 

rt  prices. 

jp.  In  order  for  a  color  system  to  be 
fsidered  eligible  for  adoption,  it  must 
'\>t  the  following  minimum  criteria: 
It  must  be  capable  of  operating 
within  a  6-megacycle  channel  allo- 
I  cation  structure. 

It  must  be  capable  of  producing 
a  color  picture  which  has  a  high 
quality  of  color  fidelity,  has  ade- 
quate apparent  definition,  has  good 
picture  texture,  and  is  not  marred 
by  such  defects  as  misregistration, 
line  crawl,  jitter  or  unduly  promi- 
nent dot  or  other  structure. 
The  color  picture  must  be  suffi- 
ciently bright  so  as  to  permit  an 
adequate  contrast  range  and  so  as 
to  be  capable  of  being  viewed  un- 
der normal  home  conditions  with- 
out objectionable  flicker. 
It  must  be  capable  of  operating 
through  receiver  apparatus  that  is 
simple  to  operate  in  the  home,  does 
not  have  critical  registration  or 
color  controls,  and  is  cheap  enough 
in  price  to  be  available  to  the  great 
Si  mass  of  the  American  purchasing 
public. 

It  must  be  capable  of  operating 
through  apparatus  at  the  station 
that  is  technically  within  the  com- 
petence of  the  type  of  trained  per- 
sonnel hired  by  a  station  owner 
who  does  not  have  an  extensive  re- 
search or  engineering  staff  at  his 
disposal  and  the  costs  of  purchase, 
operation,  and  maintenance  of  such 
equipment  must  not  be  so  high  as 
unduly  to  restrict  the  class  of  per- 
sons who  can  afford  to  operate  a 
television  station. 
It  must  not  be  unduly  susceptible 
to  interference  as  compared  with 
the  present  monochrome  system. 
It  must  be  capable  of  transmitting 
color  programs  over  inter-city  re- 
lay facilities  presently  in  existence 
or  which  may  be  developed  in  the 
foreseeable  future. 
23.  It  should  be  noted  that  the  above 
leria    do    not    include  compatibil- 
I     The  Commission  is  of  the  opin- 
!  that  if  a  satisfactory  compatible 
jtem  were  available,  it  would  cer- 
|(ily  be  desirable  to  adopt  such  a  sys- 
li.     Compatibility    would  facilitate 
the  broadcaster  the  transition  from 
|:k  and  white  broadcasting  to  color 
adcasting  and  would  reduce  to  a 
limum  the  obsolescence  problem  of 
sent  receivers.   However,  as  will  be 
eloped  more  fully  later  on  in  this 
|3ort,  no  satisfactory  compatible  sys- 

ll  .  

Jiedo,  Ohio;  KMED  Medford,  Ore.; 
iGT  Orange,  Tex. 

Modification  of  CP 
'ii'BCA  Schenectady,  N.  Y.— Mod.  CP 
station  for  extension  of  completion 

Jlod.  CP  for  extension  of  completion 
t\e:  WAVE-TV  Louisville,  Ky.; 
,(YL-TV  Salt  Lake  City,  Utah. 

j     APPLICATION  RETURNED 
I  License  for  CP 

CULE  Ephrata,  Wash.— RETURNED 
'!g.  24  Application  for  license  to  cover 
AM  station. 

FCC  Roundup 
on  Page  46 


J;em  was  demonstrated  in  these  pro- 
ceedings and  the  Commission  is  of  the 
opmion,  based  upon  a  study  of  the  his- 
tory of  color  development  over  the  past 
ten  years,  that  from  a  technical  point 
of  view  compatibility,  as  represented 
by  all  color  television  systems  which 
have  been  demonstrated  to  date,  is  too 
high  a  price  to  put  on  color.  In  order 
to  make  these  systems  compatible,  the 
alternatives  have  been  either  an  unsat- 
isfactory system  from,  the  standpoint  of 
picture  quality,  or  a  complex  system, 
or  both.  A  complex  color  system  will 
have  such  formidable  obstacles  in  its 
path  that  there  is  no  assurance  it  would 
be  acceptable  to  the  American  public. 
The  Commission  is  compelled  to  reach 
the  conclusion  that  no  satisfactory  com- 
patible color  system  has  been  developed. 

124.  The  receiver  aspect  of  compati- 
bility, moreover,  is  merely  a  temporary 
problem  which  will  decrease  progres- 
sively each  year  once  receivers  are 
built  incorporating  new  standards. 
Based  upon  an  assumption  of  7,000,000 
sets  in  the  hands  of  the  public  at  the 
present  time,  the  problem  of  compati- 
bility would  be  diluted  each  year  de- 
pending on  the  annual  rate  of  produc- 
tion. It  is  not  possible  to  forecast  what 
the  annual  rate  of  production  would  be, 
but,  by  way  of  illustration,  if  sets  were 
continued  to  be  manufactured  at  the 
present  rate  of  production  (e.g.  five  to 
six  million  sets  a  year)  then  one  year 
after  the  adoption  of  an  incompatible 
system  approximately  40%  of  the  re- 
ceivers in  the  hands  of  the  public 
should  be  capable  of  receiving  these 
signals  without  any  change  whatsoever 
— they  will  have  been  built  that  way.^t 
The  percentage  will  become  progres- 
sively larger  each  year.  So  far  as  own- 
ers of  existing  receivers  are  concerned, 
if  they  make  no  change,  they  will  still 
be  able  to  receive  programs  broadcast 
in  accordance  with  present  monochrome 
standards— there  will  undoubtedly  be 
such  for  several  years  after  a  decision— 
or  they  can  spend  the  relatively  minor 
amount  of  money  necessary  to  adapt 
their  sets  and  thus  be  able  to  receive 
all  programs  in  black  and  white  or  they 
can  spend  a  slightly  larger  amount  and 
get  color  programs  in  color.  It  would 
not  be  in  the  public  interest  to  deprive 
forty  million  American  families  of  color 
television  in  order  to  spare  the  owners 
of  seven  million  sets  the  expense  re- 
quired for  adaptation. 

Convertibility  or  Adaptability 

125.  The  criteria  set  forth  in  Para- 
graph 122  likewise  do  not  include  any 
reference  to  convertibility  or  adap- 
tability. Much  of  the  reasoning  appli- 
cable to  compatibility  applies  likewise 
to  convertibility  or  adaptability.  While 
there  is  some  doubt  as  to  whether  some 
of  the  color  systems  proposed  here 
meet  the  test  of  adaptability  and  con- 
vertibility (as  defined  in  Paragraph 
103)  contained  in  our  Notice  of  July 
11,  1949,  no  objection  was  raised  by 
the  Commission  or  any  of  the  parties 
to  the  consideration  of  any  of  the  color 
systems  proposed  herein  and  no  objec- 
tion is  raised  in  any  of  the  Proposed 
Findings  or  Replies.  Accordingly,  the 
three  systems  are  considered  on  the 
merits. 

126.  During  the  hearing  evidence  was 
introduced  to  show  the  patent  position 
which  is  held  by  RCA  in  the  television 
field,  arid  one  of  the  parties  urged  the 
Commission  to  reject  the  RCA  system 
in  order  to  encourage  competition  and 
avoid  monopoly.  The  Commission  rec- 
ognizes that  if  a  monopolistic  patent 
position  exists  in  the  radio  field,  it 
would  tend  to  discourage  fundamental 
research  by  other  companies  and  would 
tend  to  foster  concerted  action  on  the 
part  of  the  patent  licensor  and  its 
licensees,  which  could  result  in  con- 
trol of  receivers  sold  to  the  public. 
However,  on  the  record  in  these  pro- 
ceedings we  do  not  believe  that  we  are 
called  upon  to  make  a  decision  as  to 
whether  RCA  does  have  a  monopolis- 
tic position  in  the  radio  field,  as  urged 
by  some,  or  merely  one  of  leadership, 
as  contended  by  RCA,  because  the 
decision  as  to  whether  the  RCA  sys- 
tem should  or  should  not  be  adooted 
is  based  solely  on  a  consideration  of  the 
system  on  the  merits.  If  the  Com- 
mission should  find  that  a  monopolistic 
situation  does  exist  or  such  a  situation 


31  The  Commission  is  aware  that  some 
manufacturers  expressed  a  reluctance 
to  build  sets  for  an  incompatible  sys- 
tem if  it  is  approved  by  the  Commission. 
We  believe  that  an  informed  public 
would  demand  receivers  that  are  ca- 
pable of  getting  programs  from  all 
television  stations  in  the  area  and  that 
the  manufacturers  would  build  such 
receivers. 


should  develop,  appropriate  proceed- 
ings can  be  instituted  under  the  anti- 
trust laws  or  the  Commission  can  seek 
from  Congress  legislation  to  prevent 
the  building  of  monopolistic  patent 
structures  in  the  radio  field,  or  both. 

B.  THE  CTI  SYSTEM 

127.  The  Commission  is  of  the  opin- 
ion that  the  CTI  system  falls  short  of 
the  criteria  we  have  established  for 
a  color  system.  In  the  first  place,  the 
quality  of  the  color  picture  which  the 
CTI  system  produces  is  not  at  all  satis- 
factory. There  is  a  serious  line  crawl 
problem  and  the  picture  texture  is  not 
satisfactory.  These  defects  were  clear- 
ly evident  at  the  demonstrations  on 
the  record  at  the  low  levels  of  illumina- 
tion there  used.  With  the  higher  il- 
luminations that  would  be  required  for 
home  viewing,  the  defects  would  be 
more  pronounced.  Improvements  in 
apparatus  will  in  all  probability  not 
eliminate  these  defects  since  they  ap- 
pear to  be  inherent  in  the  CTI  line 
sequential  system. 

128.  In  the  second  place,  there  is 
great  doubt  as  to  whether  CTI  even 
qualifies  on  what  it  claims  to  be  one 
of  its  principal  advantages — compati- 
bility. There  is  a  serious  degradation 
in  quality  of  the  black  and  white  pic- 
tures which  existing  receivers  get  from 
CTI  color  transmissions.  While  the 
Commission  would  not  rule  •  out  an 
otherwise  satisfactory  color  system 
merely  because  some  degradation  re- 
sulted in  the  black  and  white  pictures 
which  existing  sets  would  receive  from 
the  color  transmissions,  a  serious  prob- 
lem would  be  presented  where  the  deg- 
radation is  as  substantial  as  in  the 
case  of  the  CTI  system. 

129.  In  the  third  place,  the  equipment 
utilized  by  the  CTI  system  is  unduly 
complex.  At  the  receiver,  image  regis- 
tration control  is  so  critical  that  it  is 
entirely  unlikely  that  the  average  per- 
son could  successfully  operate  it.  At 
the  station  end,  the  equipment  is  like- 
wise so  complex  that  even  though 
trained  personnel  would  be  available, 
it  is  most  doubtful  that  they  could 
maintain  the  equipment  in  the  precise 
operating  condition  that  is  necessary 
for  the  system  for  a  regular  broadcast 
operation.  This  difficulty  will  be  par- 
ticularly onerous  in  the  case  of  out- 
door pickup  equipment  which  is  sub- 
ject to  much  harder  use  and  rougher 
handling  than  studio  equipment.  CTI 
did  not  demonstrate  any  outdoor  pick- 
up equipment. 

130.  In  the  fourth  place,  CTI  did  not 
offer  sufficient  evidence  on  which  a 
finding  could  be  based  as  to  whether 
the  system  is  unduly  susceptible  to 
interference.  While  the  evidence  in- 
troduced does  indicate  that  the  system 
has  approximately  the  same  suscepti- 
bility to  interference  as  the  present 
monochrome  system  so  far  as  normal 
operation  is  concerned,  no  evidence 
was  offered  concerning  offset  carrier 
operation  and  there  is  reason  to  believe 
that  the  CTI  system  would  not  derive 
as  much  benefit  from  offset  carrier 
operation  as  the  present  monochrome 
system  or  the  other  two  color  systems. 

131.  So  far  as  networking  is  concern- 
ed. CTI  color  transmissions  are  capable 
of  being  relayed  over  both  coaxial 
cable  and  microwave  relays. 

C.  THE  RCA  SYSTEM 

132.  The  RCA  system  also  falls  short 
of  the  criteria  set  forth  above.  In  the 
first  place,  the  color  fidelity  of  the  RCA 
picture  is  not  satisfactory  and  it  would 
obviously  not  be  in  the  public  interest 
to  adopt  as  standard  a  color  system 
which  does  not  produce  a  satisfactory 
color  picture.  At  none  of  the  demon- 
strations on  the  record  could  RCA 
consistently  produce  pictures  with  ade- 
quate color  fidelity.  The  inability  ac- 
curately to  reproduce  skin  tones  is  a 
particularly  serious  handicap.  There 
appears  to  be  no  reasonable  prospect 
that  these  difficulties  in  the  RCA  sys- 
tem can  be  overcome,  because  of  mis- 
registration, mixed  highs,  cross  talk 
between  picture  elements,  and  critical- 
ness  of  color  control  implicit  in  a  sys- 
tem where  a  time  error  of  1/11.000,000 
of  a  second  results  in  color  contamina- 
tion. 

133.  In  the  second  place,  the  texture 
of  the  color  picture  is  not  satisfactory. 
At  all  of  the  demonstrations  the  quality 
of  the  picture  was  marred  by  mis- 
reg'stration  and  also  to  a  certain  ex- 
tent by  dot  structure.  Indeed,  even 
on  the  score  of  compatibility  the 
Duality  of  black  and  white  pictures 
which  existing  sets  receive  from  RCA 
color  transmissions  is  somewhat  de- 
graded because  of  dot  structure  and 
misregistration   at  the   camera;  how- 


ever, the  black  and  white  picture  re- 
mains of  reasonably  good  quality. 
Moreover,  the  RCA  color  picture  has 
a  "soft"  quality,  probably  due  to  the 
difficulty  in  maintaining  contrast,  par- 
ticularly in  small  areas.  It  is  difficult 
to  see  how  these  defects  can  be  eUrti- 
inated.  Correcting  misregistration  in 
the  RCA  system  is  an  exceedingly 
difficult  task  as  has  already  been  in- 
dicated. Smoothing  out  the  dot 
structure  can  mean  losing  resolution 
or  contrast,  or  both.  Poorness  of  con- 
trast, particularly  in  small  areas,  ap- 
pears to  be  the  price  of  mixed  highs, 
cross  talk,  and  dots  which  are  larger 
than  single  picture  elements. 

134.  In  the  third  place,  the  receiving 
equipment  utilized  by  the  RCA  system 
is  exceedingly  complex.  The  Com- 
mission would  certainly  not  consider 
adopting  a  system  which  was  limited 
to  receivers  of  the  dichroic  mirror 
type  demonstrated  on  the  record. 
These  receivers  are  so  bulky,  so  com- 
plicated, so  difficult  to  operate,  and 
so  expensive  that  it  is  inconceivable 
that  the  public  would  purchase  them 
in  any  quantity.  RCA  did  demon- 
strate a  receiver  using  a  direct  view 
<^r' -color  tube  towards  the  end  of  the 
hearing  but  the  Commission  is  not 
satisfied  that  the  tube  solves  the  prob- 
lem of  complex  receivers.  The  tube 
was  not  demonstrated  until  late  in  the 
nvop'-edings  and  has  had  very  little 
field  testing.  It  has  not  been  available 
to  other  parties  or  the  Commission's 
laboratory  for  the  purpose  of  check- 
ing its  operation.  As  demonstrated, 
the  tube  had  an  inadequate  number 
of  dots,  nroduced  insufficient  Illumina- 
tion, and  had  a  serious  moire  pattern 
in  it.  There  is  no  assurance  that  the 
tube  will  not  be  unduly  exoensive.  for 
while  an  RCA  witness  testified  that  the 
tube  would  cost  50  to  100  percent  more 
than  black  and  white  tubes  of  cor- 
responding size,  no  data  were  submitted 
in  support  of  this  estimate.  Finally, 
even  though  the  tube  is  developed, 
there  is  no  assurance  that  the  receivers 
will  not  continue  to  be  undulv  com- 
nlex  and  difficult  to  ooerate.  Since  a 
time  error  of  1/11,000.000  of  a  second 
r'^'^iilts  in  color  contamination,  it  is 
difficult  to  see  how  color  control  can 
be  simplified  to  a  suflncient  extent  for 
home  use. 

Complexity  of  Equipment 

135.  In  the  fourth  place,  the  equip- 
ment utilized  at  the  station  is  exceed- 
ingly complex.  There  is  no  assurance 
that  satisfactory  commercial  type 
equipment  can  be  built  because  at  not 
a  single  demonstration  on  the  record 
was  accurate  registration  maintained 
throughout  the  demonstration.  More- 
over, there  is  such  great  difficulty  in 
maintaining  the  equipment  in  the  pre- 
cise operating  condition  which  the 
system  entails  that  it  is  extremely  un- 
likely that  the  job  could  be  done  by  an 
organization  that  does  not  have  an 
extensive  staff  of  research  personnel 
and  engineers  at  its  disposal.  The  type 
of  trained  personnel  which  is  generally 
available  to  the  average  station  could 
hardly  be  expected  to  handle  such  a 
difficult  job.  The  above  difficulties 
will  be  particularly  onerous  in  the 
case  of  outdoor  pickup  equipment 
which  is  subject  to  much  harder  use 
and  rougher  handling  than  studio 
equipment.  RCA  did  not  demonstrate 
any  outdoor  pickup  equipment. 

136.  In  the  fifth  place,  the  RCA  color 
system  is  much  more  susceptible  to 
certain  kinds  of  interference  than  the 
present  monochrome  system  or  the 
other  two  color  systems.  A  demon- 
stration of  oscillator  radiation  such  as 
would  be  received  from  other  tele- 
vision receivers  not  only  caused  severe 
interference  to  the  picture  but  under 
certain  conditions  upset  color  synchro- 
nization so  that  color  control  was  lost. 

137.  So  far  as  networking  is  con- 
cerned, RCA  color  transmissions  can 
be  handled  by  inter-city  relays  with 
4-megacycle  capacity  but  there  is  not 
adequate  assurance  on  this  record  that 
color  pictures  can  be  transmitted  over 
the  2.7  megacycle  coaxial  cable  facili- 
ties. On  this  point,  the  common  carriers 
who  testified  at  the  hearing  indicated 
that  they  are  progressively  increasing 
the  percentage  of  their  inter-city  facili- 
ties which  are  represented  by  micro- 
wave relays.  Moreover,  the  coaxial 
cable  is  capable  of  being  modified  to 
accommodate  4  megacycle  television 
transmissions.  The  Commission  expects 
the  common  carriers  to  have  4  mega- 
cycle facilities  for  all  television  pro- 
grams as  soon  as  possible  so  that  the 
public  will  not  be  required  to  accept 
network    programs    which    are  sub- 
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stantially  degraded  in  horizontal  res- 
olution. 

RCA  Field  Testing 

138.  Finally,  the  RCA  system  has  not 
met  the  requirements  of  successful 
field  testing.  The  system  introduces 
entirely  new  techniques  into  broad- 
casting, principally  dot  sampling  and 
the  use  of  mixed  highs.  Extensive  field 
testing  is  required  before  a  final  answer 
can  be  given  as  to  the  value  of  these 
techniques.  The  Commission  is  still  of 
the  same  view  today  as  it  was  in  March 
1947  when  it  rejected  the  former  CBS 
color  system — a  much  simpler  system 
and  one  which  had  more  field  testing 
than  the  RCA  system.  At  that  time, 
it  stated: 

"Before  approving  a  new  system  of 
television  it  is  indispensable  that  there 
be  an  adequate  program  of  field  test- 
ing. Receivers  and  transmitters  must 
be  subject  to  numerous  tests  over  a 
long  period  of  time  and  at  a  diversified 
set  of  locations  and  operating  con- 
ditions so  that  operation  under  average 
home  conditions  is  closely  approxi- 
mated. Without  such  field  testing, 
there  is  no  assurance  that  all  funda- 
mental defects  have  been  eliminated. 
There  is  a  great  difference  between  the 
performance  of  a  system  in  a  laboratory 
with  trained  personnel  and  its  opera- 
tion in  the  home  by  the  average  citi- 
zen. In  the  history  of  electronics  there 
have  been  developments  which  looked 
promising  in  theory  and  even  in  opera- 
tion in  the  laboratory  but  which  re- 
vealed such  fundamental  defects  when 
subjected  to  adeauate  field  testing  that 
they  had  to  be  abandoned  entirely." 

RCA  has  not  successfully  shown  that 
its  eauipment  is  simple  enough  to  be 
operated  by  the  average  individual: 
the  testimony  of  a  trained  expert  that 
it  can  be  done  is  not  a  satisfactory 
subsitute. 

139.  In  ruling  out  the  RCA  system, 
the  Commission  has  not  overlooked 
the  testimony  of  the  many  radio  manu- 
facturers who  directly,  and  through 
their  trade  association,  endorsed  the 
dot  sequential  system.  The  Commis- 
sion is  aware  that  of  necessity  it  must 
rely  to  a  great  extent  upon  industry 
experts  for  data  and  expert  opinion  in 
arriving  at  decisions  in  the  field  of 
standards:  our  own  facilities  are  too 
limited  to  gather  much  of  the  data. 
However,  the  responsibility  for  decision 
is  that  of  the  Commission  and  we  can- 
not feel  bound  to  accent  recommenda- 
tions and  expert  opinions  when  we  find 
from  a  study  of  the  record  that  the  rec- 
ord supports  different  conclusions. 
Moreover,  the  testimony  of  many  of  the 
parties  wa.s  not  based  on  field  testing 
conducted  bv  them  or  unon  an  analysis 
of  field  testing  made  bv  others  but 
were  simnly  recommendations  and  ex- 
pert oninions  of  a  general  nature.  In 
weighing  these  recommendations  and 
exnert  opinions  we  cannot  overlook 
the  fact  that  many  of  these  same  parties 
offered  recommendations  and  expert 
opinions  of  the  same  kind  as  the  basis 
of  their  advocacy  in  the  1946-19^7  hear- 
ing of  the  simultaneous  svstem — a 
system  which  never  survived  field 
testing. 

D.    The  CBS  System 

140.  This  leaves  for  consideration  the 
CBS  system.  In  the  Commission's 
opinion,  the  CBS  system  produces  a 
color  picture  that  is  most  satisfactory 
from  the  point  of  view  of  texture, 
color  fidelity  and  contrast.  The  sev- 
eral demonstrations  on  the  record  in- 
cluded a  wide  variety  of  subject  matter 
both  in  the  studio  and  out  of  doors 
and  the  picture  which  resulted  was  in 
each  case  entirely  suitable  for  home 
viewing  purposes. 

141.  Recivers  and  station  equipment 
are  simple  to  handle.  They  have  been 
subjected  to  use  in  widely  diversified 
circumstances  and  no  difficulty  has  been 
encountered.  The  receivers  are  simple 
and  when  produced  on  a  mass  market- 
ing basis,  should  be  within  the  econ- 
omic reach  of  the  great  mass  of  pur- 
chasing public. 

142.  The  susceptibility  to  flicker  in 
the  CBS  system  is  greater  than  in  the 
present  monochrome  system  but  in 
the  Commission's  view  the  brightnesses 
that  have  been  achieved  on  disc  re- 
ceivers are  adequate  for  home  use  and 
the  evidence  concerning  long  persis- 
tence phosphors  shows  that  there  is 
a  specific  method  available  for  in- 
creasing brightness  on  non-disc  re- 
ceivers with  no  objectionable  flicker. 
The  CBS  system  is  subject  to  color 
fringing  or  color  breakup)  under  cer- 
tain circumstances.  This  is  not  a 
serious  obstacle  for  two  reasons.  In 
the  first  place,  many  viewers  after 
awhile  tend  not  to  S'_e  these  defects. 
This  is  evident  from  a  comparison  of 
thp  little  amount  of  comment  on  this 
subject  in  this  hearing,  compared  to 
the  1946-1947  hearing.  In  the  second 
place,   these  effects  occur  rather  in- 


frequently and  many  of  them  can  be 
minimized  by  programming  techniques. 
When  they  do  occur,  they  are  no  more 
annoying  to  the  viewer  than  strobo- 
scopic  effects  in  motion  pictures. 

143.  The  CBS  system  has  less  geo- 
metric resolution  than  the  present 
monochrome  system  but  the  addition 
of  color  more  than  outweighs  the  loss 
in  geometric  resolution  so  far  as  ap- 
parent definition  is  concerned.  Of 
course,  owners  of  receivers  which  have 
adapters  but  which  are  not  built  for 
color  will  receive  only  a  black  and 
white  picture  from  CBS  color  trans- 
missions— a  picture  which  will  not 
have  color  to  compensate  for  the  loss 
in  resolution.  However,  this  is  a  mat- 
ter of  choice  for  the  viewer;  he  can 
have  color  if  he  so  desires.  Moreover, 
the  black  and  white  picture  he  receives 
from  CB.S  color  transmissions  is  still 
an  acceptable  picture;  the  degradation 
is  of  the  order  involved  when  black 
and  white  pictures  are  transmitted 
over  the  coaxial  cable.  There  appears 
to  be  no  alternative  to  some  degrada- 
tion in  the  quality  of  the  black  and 
white  picture  from  color  transmissions 
since  even  the  so-called  compatible 
systems  suffer  from  the  same  failing. 

1214  Inch  Size 

144.  At  the  present  time,  the  CBS 
system  is,  as  a  practical  matter,  limited 
to  projection  receivers  or  direct-view 
tubes  of  no  greater  size  than  12  V2 
inches  (which  can  be  magnified  to  16 
inches).  Projection  receivers  have  not 
had  widespread  public  acceptability 
and  the  trend  in  direct-view  receivers 
is  to  tube  sizes  larger  than  12I2  inches. 
The  tri-color  tube  demonstrated  by 
RCA  is  not  limited  to  12'2  inches  and 
RCA  witnesses  as  well  as  other  wit- 
nesses agreed  that  the  tri-color  tube 
could  be  utilized  on  the  field  sequential 
system.  The  Commission  has  no  doubt 
that  this  is  so,  if  the  tube  is  success- 
fully developed.  However,  at  the  one 
demonstration  on  the  record  when 
such  a  tube  was  shown — the  RCA  dem- 
onstration of  April  6,  1950 — the  pictures 
were  not  in  correct  registration.  It 
was  not  possible  to  determine  whether 
the  registration  difficulties  were  at  the 
camera  or  in  the  tri-color  tube,  or  both. 
Since  accurate  registration  has  proved 
exceedingly  difficult  to  afchieve  at  the 
receiver  as  well  as  at  the  camera  in 
the  RCA  system,  the  Commission  is 
unable  to  conclude  on  the  basis  of  this 
record  that  a  successful  tri-color  tube 
has  been  devised  with  correct  regis- 
tration built  into  it.  Moreover,  the 
RCA  tube  as  demonstrated  had  in- 
adequate resolution,  insufficient  bright- 
ness, and  a  serious  moire  pattern  in 
it.  Finally,  we  are  not  certain  that  the 
color  fidelity  of  a  tri-color  tube  is  of 
sufficiently  high  quality  for  a  broad- 
cast service. 

145.  Since  there  was  no  demonstra- 
tion on  the  record  of  a  direct  view 
tri-color  tube  on  the  CBS  system,  the 
record  does  not  contain  a  definitive 
answer  as  to  whether  direct-view  tubes 
larger  than  12V2  inches  are  possible 
with  the  CBS  system.  Thus  two 
difficult  courses  of  action  are  open  to 
the  Commission.  The  first  course  of 
action  is  to  reopen  the  record  and  to 
have  a  demonstration  on  the  record 
wherein  a  tri-color  tube  or  other  tech- 
nique for  displaying  large  size  direct- 
view  pictures  could  be  tried  out  on 
the  CBS  system.  The  second  course 
of  action  is  to  adopt  a  final  decision 
now  promulgating  color  standards  on 
the  basis  of  the  CBS  system  with  the 
confidence  that  since  the  radio  in- 
dustry has  succeeded  in  creating  much 
larger  tube  sizes  than  those  demon- 
strated in  1941  when  standards  for 
black  and  white  television  were 
adopted,  they  would  succeed  in  build- 
ing apparatus  that  would  eliminate 
the  present  limitation  in  the  CBS  sys- 
tem as  to  size  of  direct-view  tube. 


Advantages  Cited 

146.  The  advantage  of  the  first 
course  of  action  is  that  the  Commis- 
sion would  not  be  compelled  to  spec- 
ulate as  to  an  important  basis  for  its 
decision  but  would  have  a  definitive 
answer  on  the  basis  of  which  to  act. 
The  disadvantage  is  that  it  would  post- 
pone a  final  decision  and  hence  would 
aggravate  the  compatability  problem. 
The  time  already  devoted  to  this  hear- 
ing has  magnified  the  problem.  The 
advantage  of  the  second  course  of 
action  is  that  it  would  bring  a  speedy 
conclusion  to  the  matters  in  issue  and 
would  furnish  to  manufacturers  a  real 
incentive  to  build  a  successful  tri- 
color tube  as  soon  as  possible.    A  real 


competitive  advantage  would  accrue 
to  the  company  that  succeeded  in 
bringing  out  such  a  tube.  The  dis- 
advantage is  that  the  Commission's 
determination  on  an  important  part  of 
its  decision  would  be  based  on  specula- 
tion and  hope  rather  than  on  demon- 
strations. 

147.  Three  other  matters  present 
the  Commission  with  the  same  difficult 
choice  between  the  two  courses  of 
action  referred  to  above.  Two  develop- 
ments were  demonstrated  in  this  hear- 
ing which  hold  real  promise  for  In- 
creasing definition  both  in  color  and 
black  and  white  pictures.  One  is 
horizontal  interlace  and  the  second  is 
the  efficacy  of  long  persistence  phos- 
phors in  reducing  flicker,  thus  provid- 
ing the  means  for  decreasing  the  field 
rate  and  increasing  the  number  of  lines 
in  the  picture.  Both  of  these  tech- 
niques require  further  testing  and,  if 
successful,  may  make  desirable  ad- 
ditional changes  in  the  field  and  line 
repetition  rate. 

148.  The  third  matter  we  refer  to  is 
the  possibility  of  new  color  systems 
and  improvements  in  existing  color 
systems  which  have  been  informally 
called  to  our  attention  since  the  hear- 
ings closed.  Of  course,  these  are  not 
matters  of  record  and  cannot  be  relied 
on  in  reaching  a  decision  unless  the 
record  is  reopened.  In  considering 
these  developments  the  Commission  is 
aware  that  the  institution  of  these  pro- 
ceedings stimulated  great  activity  in 
the  color  field  and  that  since  funda- 
mental research  cannot  be  performed 
on  schedule,  it  is  possible  that  much 
of  the  fruit  of  this  research  is  only  now 
beginning  to  emerge.  On  the  other 
hand,  the  Commission  cannot  overlook 
the  obvious  fact  that  one  of  the  easiest 
methods  of  defeating  an  incompatible 
system  is  to  keep  on  devising  new 
compatible  systems  in  the  hope  that 
each  new  one  will  mean  a  lengthy 
hearing  so  that  eventually  the  mere 
passage  of  time  overpowers  the  in- 
compatible system  by  the  sheer  weight 
of  receivers  in  the  hands  of  the  public. 


Factors  Involved  in  Choice 

149.  The  answer  as  to  which  course 
of  action  to  choose  depends  on  whether 
a  method  exists  for  preventing  the 
aggravation  of  the  compatibility  situa- 
tion if  a  final  decision  is  postponed. 
If  there  is  no  method  to  accomplish 
this,  the  Commission  believes  that  a 
final  decision  should  not  be  delayed 
and  that  the  CBS  color  system  should 
now  be  adopted.  This  would  be 
consonant  with  our  action  in  launch- 
ing black  and  white  television  in 
1941.  On  the  basis  of  this  record, 
the  CBS  color  system  is  at  least  as 
fully  developed  as  was  the  black 
and  white  system  in  1941.  How- 
ever, if  there  is  a  method  whereby 
aggravation  of  the  compatibility  prob- 
lem can  be  avoided,  we  would  feel 
more  confident  in  postponing  a  de- 
cision so  that  a  definitive  resolution 
could  be  had  of  the  matters  set  forth 
in  the  preceding  paragraphs. 

150.  The  answer  to  this  question 
rests  with  the  radio  manufacturing  in- 
dustry. Existing  television  receivers 
are  built  to  operate  on  transmission 
standards  that  have  a  horizontal 
synchronizing  rate  of  15,750  and  a 
vertical  synchronizing  rate  of  60.  As 
a  practical  matter,  the  oscillators  on 
receivers  that  accomplish  the  syn- 
chronization are  built  so  that  this 
response  is  broader  than  the  specific 
figures  set  forth  above.  For  example, 
if  the  horizontal  synchronizing  rate 
were  15.0P0  or  16.000,  the  receiver  could 
accommodate  itself  to  the  change; 
there  are  controls  on  the  front  or  back 
of  the  receiver  that  can  be  adjusted  to 
operate  on  any  figure  within  the  as- 
sumed bracket  15,000  to  16,000.  The 
same  is  true  for  the  vertical  oscillator. 
It  is  obvious  that  if  the  bracket  within 
which  the  receiver  could  operate  were 
as  high  as  29,160  for  the  horizontal 
oscillator  and  144  for  the  vertical  oscil- 
lator,2-  it  would  be  capable  of  receiving 
CBS  color  transmissions  in  black  and 
white  simply  by  the  adjustment  of  con- 
trols already  on  the  receiver.  More- 
over, such  a  receiver  would  be  capable 
of  handling  the  different  synchronizing 
rates  that  might  be  later  adopted  by  the 
Commission  for  modification  of  the  ex- 
isting black  and  white,  or  CBS  field 
sequential  color,  or  both,  as  a  result 
of  further  tests  with  horizontal  inter- 
lace and  long  persistence  phosphors. 


See  Paragraph  42. 


FCC  Issuing  Notice 

151.  In  order  to  accomplish  this  ja^ 
pose,   the   Commission  simultaneo  i ; 
with  the  release  of  this  Report  is 
suing  a  Notice  of  Proposed  Rule  ' 
ing   providing   for   bracket   stand^j  ■ 
in   the    present   monochrome   syste  1 
These  bracket  standards  provide  : ' 
a  television  composite  video  signa'.  ) 
substantially  the  type  and  propor^i  ■ 
now    employed    in   monochrome,  I 
with  the  number  of  lines  variable  fn  I 
15,000  to  32,000  per  second,  and  nun-.l  1 
of  fields  ranging  from  50  to  150  1 
second.^  Receivers  built  to  incorpor.  > 
such     bracket    standards    would  . 
equipped  with  a  manual  or  automa 
switch   to   select   instantaneously  I ' 
tween   two   sets   of  standards  falli . 
within  the  above  ranges,  one  of  wh  ' 
will  be  the  present  monochrome  star ) 
ards,  and  the  other  the  CBS  propc , 
standards.   The  receiver  would  prodi 
pictures  of  equivalent  size,  geometri 
linearity  and  brightness  on  each  of  ■ 
two  positions  of  the  switch.  Interesr' 
persons  are  given  until  September  - 
1950  to  submit  comments.    In  additi^ 
manufacturers  are  requested  to  subi 
a  statement  as  to  whether  if  the  bracli 
standards    are    adopted    they  wou 
commencing  with  the  effective  date 
the  order  adopting  the  bracket  star 
ards  as  final — 30  days  after  publicat 
of  the  order  in  the  Federal  Registe 
build  all  their  television  receivers 
as  to  be  capable  of  operating  wit: 
the  above  brackets.    If.  on  the  basis 
the  comments  submitted,  the  Comn  , 
sion  is  able  to  adopt  the  bracket  stai 
ards  as  final  without  a  hearing  and  , 
the    Commission    receives  assuran 
from  a  sufficient  number  of  manuf 
turers  to  insure  that  such  bracket  sta: 
ards  will  be  incorporated  in  the  gr- 
majority  of  television  receivers.  tl= 
we  will  be  in  a  position  to  postpi'' 
a  decision  in  this  proceeding  since 
will  have  the  time  to  explore  m 
fully  the  matters  set  forth  above,  c  ■ 
fident  in  the  knowledge  that  adequ 
provision  has  been  made  to  prev 
aggravation  of  the  compatibility  qi; 
tion.    If  the  bracket  standards  can 
be  made  final  without  a  hearing  o 
assurances   are   not   received  from' 
sufficient    number    of  manufactui 
concerning  their  plans  for  incorporat 
bracket  standards  in  their  receivi- 
the  Commission  will  not  feel  free' 
postpone  a  decision,  for  every  day  t 
passes  would  aggravate  the  comp; 
bility  problem.    In  that  event,  a  fi 
decision  would  be  issued  adopting 
CBS  color  standards. 

152.  One  of  the  proponents  of  a  c( 
system  in  these  proceedings  is  a  s 
stantial  manufacturer  of  television 
ceivers.  One  of  the  companies  wh 
has  informally  advised  the  Commiss 
that  it  has  developed  a  new  color  s 
tem  is  also  a  substantial  manufactv 
of  television  receivers.  Two  ot 
parties  in  this  proceeding  are  in 
same  category.  Finally,  the  Radio  . 
Television  Manufacturers  Associatioi 
party  in  these  proceedings,  is  a  tr 
association  whose  membership  comt- 
hends  a  very  large  part  of  the  televi;, 
mariufacturine  capacity  in  this  coun 
Within  this  group  lies  the  answer 
to  whether  the  status  quo  on  comn 
bilitv  will  be  maintained  if  the  C( 
mission  postpones  the  issuance  o 
final  decision  at  this  time.  The  Ci 
mission  proooses  to  afford  this  gr 
an  opportunity  to  indicate  to  the  Ct 
mission  this  answer  by  means  of 
procedure  set  forth  in  the  previ 
paragraph. 

Second  Notice  Basis 

153.  If.  pursuant  to  the  procec 
set  forth  in  Paragraph  151,  bra( 
standards  are  adopted  as  fi.nal  an 
decision  as  to  the  color  phase  of  tl 
proceedings  is  postponed,  the  Comr 
sion  will  is.sue  a  second  Notice 
Proposed  Rule  Making  nroposing  ' 
color  standards  be  adopted  on 
basis  o-f  the  CBS  field  seouential  : 
tem.  The  same  bracket  standards 
forth  for  black  and  white  teievisioi 
the  previous  paragraph  would  also 
proposed  for  color  television.  In  ar 
tion.  interested  nersons  would  be 
vited  to  conduct  field  tests  with  resi 
to  horizontal  interlace  for  use  in  \ 
black  and  white  and  color  televi; 
so  that  specific  proposals  based  u 
such  field  testing  could  be  preset 
to  the  Commission  for  its  considerat 
Also,  provision  would  be  made  for 
person  to  propose  a  color  system  dif 
ent  from  the  field  sequential  color  : 
tem  proposed  in  the  Notice  by  C. 


^  The  Notice  provides  that  if 
brackets  are  adopted,  television  br< 
casters  will  continue,  until  further 
der  of  the  Commission,  to  broadcas 
accordance  with  present  standar 
15,750  lines  per  second  and  60  fi, 
per  second. 
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■month-old    color  proceeding, 
ill  short"  of  color  criteria  laid 
A'n  in  decision.   Columbia's  sys- 
ti  meets  those  criteria  if  a  de- 
lion  has  to  be  made  now,  FCC 
d.    It  held  that  one  must  be 
.de  now  unless  aggravation  of 
mpatibility    problem    for  out- 
inding    receivers    can    be  pre- 
'kted,  but  that  Commission  ma- 
iifity  would  like  to  consider  four 
^bcific  questions  further: 
i|(l)  Use  of  direct -view  tubes 
,'  ger  than  12 1/2  inches  with  CBS 
item,  which  heretofore  has  pri- 
'  rily    employed    rotating  color 


'ing  with  the  procedure  set  forth  in 
'i-agraph  154. 

ji4.  A  special  procedure  would  be  es- 
lished  with  respect  to  submission  of 
'iments  addressed  to  the  second  No- 
>.    Any  person  desiring  to  submit 
■riments  in  favor  of  or  in  opposition 
Jthe  Notice,  or  who  desired  to  sub- 
\  proposed  amendments  could  do  so 
:  January  5,  1951.    Opposition  or  re- 
r!S   could  be  filed  by  January  22, 
I.     If  any  person  desired  to  pro- 
lie  a  color  system  different  from  the 
'j  sequential  color  system  described 
'  the  Notice,  he  would  be  required 
1!  deliver  representative  receiver  ap- 
atus  to  the  Commission's  laboratory 
Laurel,  Maryland,  by  December  5. 
''5,  and  by  that  same  date  he  would 
,  required  to  have  a  signal  on  the 
in  Washington,  D.  C,  for  the  pur- 
Ae  of  demonstrating  his  system.  He 
Lid  also  be  required  to  conduct  a 
lies   of   demonstrations   during  the 
iod  from  December  5,  1950  to  Janu- 
5,  1951  to  which  the  Commission 
?jld  be  invited.     No   color  system 
jld  be  considered  eligible  for  any 
'[sideration  by  the  Commission  un- 
'b    all    of    the    above  requirements 
.be  strictly  complied  with  and  unless 
'1  tests  conducted  during  the  period 
jU  December  5.  1950  to  January  5, 
\  showed  to  tbe  Commission's  satis- 
!  tion  that,  in  its  judgment,  the  sys- 
i  1  had  a  reasonable  prospect  of  sat- 
!  'ing  all  of  the  criteria  for  a  color 
•vision  system  set  forth  in  Para- 
ph 122. 

55.  It  is  apparent  that  the  procedure 
\  cribed  in  Paragraphs  151-154  could 
1  essitate  a  reopening  of  the  record. 
-  s  would  be  done  if  CBS  desired  to 
raonstrate  its  system  with  a  direct 
!lW  tri-color  tube  or  other  technique 
i  displaying  large  size  direct  view 
hures.  In  that  event  the  Commis- 
"i  would  be  prepared  to  give  CBS 
hry  assistance  possible  in  securing 
\  use  of  tubes  or  other  equipment 
I'e  Commission  would  not  expect 
t>t  at  the  demonstration  CBS  should 
P'w  a  commercial  type  of  equipment 
Lequipment  that  was  fully  developed. 
R  at  would  be  expected  would  be  a 
jiailed  description  of  the  equipment, 
J  opportunity  for  the  Commission  s 
joratory  to  examine  such  equipment, 
\\  a  demonstration  that  w?s  sufn- 

ntlv  successful  so  as  to  form  the 
1  is  for  a  reasonable  judgment  that 
,  wnnld   be    possible    to    havp  color 

turps  of  adequate  color  fidelity  and 
|.,:oiution  with  no  artificial  limitation 
[Ji  the  s'7°  of  direct  view  tubes. 
i|56.  A  hearing  could  also  be  required 

Ian  appropriate  proposal  were  made 
I  earning  horizontal  interlace  or  if 

,;olor  system  were  proposed  which 

ily  meets  the   conditions   set  forth 

I  the  previous  paragraphs.  If  the 
lord  is  reopened  for  any  one  or 
tre  of  the  above  purposes,  the  Com- 
I'lsion's  order  will  specificallv  pre- 
:ibe  the  issues  as  to  which  further 
;  dpnce  will  bp  taken  and  no  evidence 
)1  be  received  concerning  any  other 
fitter. 

57.  Simultaneously  with  the  is- 
ance  of  this  report,  the  Commission 
also  issuing  a  Notice  of  Proposed 
,le  Making  providing  for  bracket 
Vidards  in  the  present  monochrome 
tem  and  a  notice  setting  the  date 
i  October  2,  1950  for  commencement 

II  hearings  with  respect  to  the  gen- 
■;1  issues  in  these  proceedings. 

Ill,       FEDERAL  COMMUNICATIONS 
\-  COMMISSION* 
T.  J.  Slowie 
[I  Secretary 
ibpted:  September  1,  1950 
teased:  September  1,  1950 
=  )mmissioners    Hyde    and  Hennock 
ting  separate  views  and  Commis- 
aer  Jones  dissenting  in  part. 


wheel  on  receiver,  resulting  in  lim- 
itations on  screen  size  above  12 
inches  or  16  inches  with  enlarger; 
(2)  use  of  horizontal  interlace  (to 
improve  horizontal  detail)  in  both 
monochrome  and  color;  (3)  use 
of  long-persistence  phosphors;  (4) 
development  of  new  compatible 
systems  or  improvements  in  com- 
patible systems  w.hich  have  been 
reported  since  color  hearing  was 
completed.  These  would  be  taken 
up  in  conjunction  with  "proposal" 
to  adopt  CBS  system  if  industry 
accepts  "bracket  standards"  con- 
cept. 

FCC  conceded  its  proposals  may 
make  further  hearings  necessary. 
This  would  be  true,  for  example,  if 
CBS  should  wish  to  demonstrate 
tri-color  tube  or  other  means  of 
achieving  large-size  direct-view 
pictures — in  which  case  FCC  said 
it  "would  be  prepared  to  give  CBS 
every  assistance  possible  in  secur- 
ing the  use  of  tubes  or  other  equip- 
ment." (RCA  has  developed  tri- 
color tube  vsfhich  officials  say  can 
be  used  with  CBS  system,  but  FCC 
said  it  was  not  yet  convinced  that 
"successful"  tube  has  been  devel- 
oped. Paramount  Television  Pro- 
ductions also  has  tri-color  tube 
which  it  says  would  be  useful  with 
field-sequential  system.) 

Further  Hearings  Possible 

Proposals  for  other  systems 
meeting  FCC's  color  criteria,  or 
for  use  of  horizontal  interlace,  also 
would  call  for  further  hearings. 

RCA,  CTI,  General  Electric,  and 
Hazeltine  Corp.  are  among  those 
which  have  reported  substantial 
improvements  or  new  systems  (see 
early  story,  page  42).  RCA,  which 
has  spent  an  estimated_  $3  to  $4 
million  on  color  work,  reportedly 
is  prepared  to  devote  that  much 
more  to  further  development.  Both 
RCA  and  CTI,  among  others  are 
expected  to  push  for  consideration 
of  their  developments. 

FCC's  proposed  "bracket  stand- 
ards," understood  to  have  been  sug- 
gested by  .  FCC  Chief  Engineer 
Curtis  B.  Plummer,  would  involve 
increasing  the  scanning  rate  toler- 
ances of  receivers  so  as  to  cover 
range  including  both  existing 
standards  and  those  advanced  by 
CBS.  FCC  authorities  estimated 
unofficially  that  it  should  involve 
a  relatively  minor  increase  in  re- 
tail set  costs. 

Commission  felt  "if  a  satisfac- 
tory compatible  system  were  avail- 
able, it  would  certainly  be  desirable 
to  adopt  such  a  system."  But  on 
basis  of  color  history  it  thought 
that  "from  a  technical  point  of 
view,  compatibility,  as  represented 
by  all  color  television  systems 
which  have  been  demonstrated  to 
date,  is  too  high  a  price  to  put  on 
color." 

CBS  system,  FCC  said,  "is  at 
least  as  fully  developed  as  was 
the  black-and-white  system  in 
1941."    Its  picture  is  "most  satis- 


factory from  the  point  of  view  of 
texture,  color  fidelity,  and  con- 
trast"; record  demonstrations  pro- 
duced pictures  "entirely  suitable 
for  home  use";  its  receivers  and 
station  equipment  "are  simple  to 
handle"  and  sets  produced  on  mass- 
marketing  basis  "should  be  within 
the  economic  reach  of  the  great 
mass  of  purchasing  public,"  FCC 
asserted. 

FCC  noted  that  estimated  costs 
of  new  CBS-system  sets,  including 
regular  monochrome,  approximated 
$200  for  7-inch  receiver  (effective 
10-inch  picture)  and  $300  for  10- 
inch  set  (effective  12%-inch  pic- 
ture), and  that  adapting  and  con- 
verting existing  7-inch  set  to  re- 
produce 10-inch  CBS  color  picture 
would  cost  $95  to  $130. 

Hyde's  Views 

Comr.  Hyde,  in  separate  state- 
ment of  views,  outlined  reasons  for 
favoring  establishment  of  CBS 
standards  now.  He  argued  it  isn't 
essential  to  see  CBS  system  work 
with  tri-color  tube  before  making 
decision;  that  "definitive  action 
now"  would  minimize  "such  dis- 
location and  inconvenience  as  will 
necessarily  be  caused  by  the  intro- 
ducton  of  a  color  system,"  and 
would  also  "obviate  the  risk  of 
unnecessarily  delaying  color."  He 
concurred  "especially"  with  imposi- 
tion of  "stringent  limitations  on 
the  reopening  of  the  record"  and 
scope  of  any  further  proceedings. 

Comr.  Hyde  was  in  "full  agree- 
ment" with  majority's  view  that 
"one  of  the  easiest  methods  of  de- 
feating an  incompatible  system  is 
to  keep  on  devising  new  compat- 
ible systems  in  the  hope  that  each 
new  one  will  mean  a  lengthy  hear- 
ing so  that  eventually  the  mere 
passage  of  time  overpowers  the 
incompatible  system  by  the  sheer 
weight  of  receivers  in  the  hands 
of  the  public."  He  continued: 

However,  despite  our  differences 
[between  himself  and  FCC  majority] 
as  to  methods  to  be  used  to  achieve  our 
aim,  I  am  confident  that  all  the  Com- 
missioners and  the  responsible  members 
of  the  industry  are  as  eager  as  I  to 
terminate  these  proceedings  with  the 
adoption  of  a  system  meeting  all  of  the 
mentioned  criteria  set  forth  in  Para- 
graph 122  of  the  Conclusions,  and  to 
expedite  the  use  and  enjoyment  of  color 
television. 

Accordingly,  I  hope  that  the  fears 
expressed  by  the  majority  and  by  me 
will  not  be  realized,  and  that  industry 
will  cooperate  with  the  Commission  in 
reaching  the  goal  by  not  requesting  un- 
necessary or  unwarranted  delays.  Such 
delaying  tactics  would  receive  the  short 
shrift  they  merit  at  the  hands  of  the 
full  Commission,  in  accord  with  avowed 
views  of  the  majority  as  specifically  set 
forth  in  Paragraphs  154  to  156  of  the 
Conclusions. 

Time  Need 

Comr.  Hennock  agreed  with  ma- 
jority that  more  time  is  needed  to 
make  decision  and  with  proposal 
to  issue  "bracket  standards."  But 
she  felt  adoption  of  non-compatible 
system  would  have  "very  serious" 
effects  on  present  TV  service,  rais- 
ing problems  for  both  broadcasters 
and  set  owners.  She  disagreed 
with  decision  of  majority  to  "pro- 
pose" CBS  standards  if  "bracket 
standards"  are  adopted  to  minimize 


compatibility  question,  saying  such 
proposal  would  be  "premature." 
She  thought  industry  should  be 
given  more  time  to  develop  com- 
patible system,  with  final  decision 
delayed  until  June  30,  1951.  If  no 
"significant  change"  has  occurred 
by  that  time,  she  said,  "I  would 
vote  for  the  adoption  of  the  field- 
sequential  system." 

Emphasizing  problems  arising 
from  adoption  of  non-compatible 
system,  Miss  Hennock  said: 

The  most  direct  effect  of  the  adoption 
of  incompatible  color  standards  on  the 
present  set  owner  would  be  an  im- 
mediate or  eventual  diminution  of  tele- 
vision service,  or  alternatively,  the 
necessity  of  making  an  additional  ex- 
penditure to  maintain  the  usefulness  of 
his  set.  To  the  extent  that  the  pro- 
posed field  sequential  stanidards  are 
utilized  the  present  set  owner  would 
be  unable  to  make  use  of  his  receiver. 

I  feel  that  there  is  a  moral  obliga- 
tion on  this  Commission  to  insure  that 
valuable  programming  service  will  con- 
tinue to  be  rendered  to  present  set  own- 
ers, both  day  and  night,  for  a  reason- 
able period,  e.g.,  three  to  five  years, 
without  the  necessity  for  making  any 
expenditure  to  change  their  sets.  .  .  . 

...  I  do  agree  with  my  colleagues 
in  their  evaluation  of  the  present  state 
of  the  relative  development  of  the  vari- 
ous proposed  systems  so  that  if  by 
[June  30,  1951]  no  significant  change 
has  occurred,  I  would  vote  for  the 
adoption  of  the  field-sequential  system. 

Jones'  Dissent 

Comr.  Jones  issued  3% -page  dis- 
sent accompanied  by  80-page 
"study  of  the  disgraceful  treatment 
of  the  field-sequential  system  by 
the  industry  from  1940  to  date" 
and  account  of  color  TV  develop- 
ments. He  argued  CBS  system 
should  have  been  standardized  by 
FCC,  and  charged  that  "funda- 
mental difference"  between  himself 
and  majority  is  that  "I  am  for  color 
now"  while  majority's  action  "is 
most  certainly  against  color  now." 
Majority  decision,  he  protested, 
"lets  the  television  industry  decide 
whether  we  will  have  field-sequen- 
tial color  30  days  from  now  or 
whether  we  will  wait  until  January 
1951,  or  perhaps  throw  the  system 
out  completely." 

He  concluded: 

Had  the  Government  thrown  its 
weight  against  the  public's  desire  to 
buy  and  play  with  crystal  sets,  against 
receivers  with  morning  glory  loud 
speakers  and  howling  signals,  on  the 
theory  that  radio  should  not  be  com- 
mercialized until  superheterodyne  and 
FM  were  invented,  the  tycoons  of  tele- 
vision would  be  dwarfs  today  and  the 
radio  industry  would  be  but  a  feeble 
voice  in  America. 

Today  we  have  a  color  system  that 
has  long  since  passed  the  howling 
speaker  and  crystal  set  stage.  All  of 
the  Commissioners  have  agreed  that 
the  field  sequential  system  is  as  good 
as  black  and  white  was  in  1941  when 
commercial  standards  were  set.  Every 
proceeding  must  come  to  an  end  some- 
time. 

The  Commission  has  tested  the  opin- 
ions of  the  whole  industry  in  the  cruci- 
ble of  exhaustive  public  hearings.  It 
has  determined  those  positions  that 
have  been  unsound,  lacking  in  imagina- 
tion, and  based  upon  fear  of  competi- 
tion of  color  with  black  and  white  tele- 
vision. The  impurities  of  engineer- 
ing and  economic  thought  have  been 
burned  out  by  the  findings  and  conclu- 
sions to  which  I  adhere.  The  industry 
should  examine  carefully  the  refined 
ore  so  that  it  may  align  itself  with  the 
public  interest.  The  Commission,  on 
the  other  hand,  should  by  final  deci- 
sion now  cut  the  Gordian  knot  which 
has  bound  color  television  for  ten  years. 
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NORTON   SWORN  IN 

PROMINENT  radio,  Congressional  and  gov- 
ernment officials  Friday  attended  ceremonies 
swearing  in  Edward  L.  Norton,  board  chair- 
man of  Voice  of  Alabama  (WAPI  WAFM  (FM  ) 
WAFM-TV  Birmingham)  and  Florida  Broad- 
casting Co.  (WMBR-AM-TV-FM  Jacksonville) 
to  board  of  governors  of  Federal  Reserve  Sys- 
tem for  14-year  term  (see  early  story  page 
62).  Mr.  Norton  took  oath  administered  by 
U.  S.  Supreme  Court  Justice  Hugo  Black. 

Representing  radio  industry  were  Frank 
Stanton,  president,  and  Earl  Gammons,  vice 
president  in  charge  of  Washington  operations, 
CBS;  Thad  Holt,  president,  Voice  of  Alabama; 
Justin  Miller,  NAB  president,  and  others. 
Cabinet  officials  included  Commei'ce  Secretary 
Charles  Sawyer,  president  of  Great  Trails 
Broadcasting  Corp.  (WING  Dayton)  and  Radio 
Voice  of  Springfield  Inc.  (WIZE  Springfield, 
Ohio)  and  John  Snyder,  Secretary  of  Treasury. 
Sens.  John  J.  Sparkman  (D-Ala.)  and  Lister 
Hill  (D-Ala.)  among  Capitol  Hill  contingent. 

REP.  A.  L.  BULWINKLE 

REP.  ALFRED  L.  BULWINKLE  (D-N.  C), 
67,  member  of  House  Interstate  &  Foreign 
Commerce  Committee,  died  Thursday  night  at 
his  Gastonia,  N.  C,  home.  Rep.  Bulwinkle 
was  titular  head  of  House  Commerce  commu- 
nications subcommittee,  though  he  saw  little 
sei'vice  because  of  prolonged  illness  past  two- 
and-a-half  years.  He  served  14  terms  in 
House  of  Representatives — during  67th  to 
70th   Congress,   and   72d   to   81st,  inclusive. 

RCA  DECLARES  DIVIDEND 

RCA  directors  Friday  declared  dividend  of 
S7V2  cents  per  share  on  $3.50  cumulative  first 
preferred  stock  payable  Oct.  2  to  stockholders 
of  record  at  close  of  business  Sept.  11.  Divi- 
dend is  for  period  from  July  1  to  Sept.  30. 


NAB  FORMS  MOVIE  GROUP 

SUBCOMMITTEE  to  keep  in  touch  with 
theatre  TV  developments  formed  by  NAB  TV 
Committee  at  final  session  Friday  (early  story 
page  43).  Members  are  Ted  Cott,  WNBT  (TV) 
New  York,  chairman;  Victor  A.  Sholis, 
WHAS-TV  Louisville,  and  Charles  A.  Bat- 
son,  NAB. 

Committee  recommended  NAB  retain  prom- 
inent sports  authority  as  TV  sports  adviser 
and  urged  preparation  of  TV  sales  manual. 
Plan  to  be  set  up  to  inform  public  service 
agencies  on  broadcast  procedure.  Clair  R. 
McCollough,  WGAL-TV  Lancaster,  Pa.,  pre- 
sided Friday  when  Robert  D.  Swezey,  WDSU- 
TV  New  Orleans,  was  called  from  meeting 
because  of  illness  in  family.  Admission  of  TV 
film  producers  in  NAB  as  associate  members 
favored  by  committee. 

GAINES  ELECTED  NBC  V-P 

JAMES  M.  GAINES,  director  of  NBC  owned 
and  operated  stations,  elected  vice  president 
Friday.  Mr.  Gaines  has  been  one  of  three 
top  operational  chiefs  of  network  since  reor- 
ganization into  operating  divisions  of  radio 
network,  TV  network,  and  owned  and  operated 
stations.  He  ioined  NBC  in  1942,  became  man- 
ager of  WNBC  (then  WEAF)  and  WNBT  (TV) 
New  York,  NBC  stations,  in  1946,  and  director 
of  all  o.&o.  stations  in  1947. 

CHARLOTTE  AM  GRANT 

NEW  AM  station  at  Charlotte,  N.  C,  on  930 
kc  with  5  kw  day,  1  kw  night  directional,  pro- 
posed in  initial  decision  reported  by  FCC  Fri- 
day for  Surety  Broadcasting  Co.  WRRF 
Washington,  N.  C,  would  be  granted  switch 
from  5  kw  day  only  to  5  kw  day,  1  kw  night 
directional,  on  930  kc.  Surety  is  licensee  WIST 
(FM)  Charlotte. 


( Continued  from  page  U)  ■• 

in  New  York  on  networks  tour  and  will  be 
Washington  Sept.  6  for  session  with  FCC  a 
well  as  inspection  of  large  and  small  statio: 
operations.  Question,  as  usual  each  five  year; 
is  whether  British  radio  shall  remain  star 
controlled  under  BBC,  function  as  dual  gov 
ernment-private  system,  or  go  American  pla 
all  the  way. 

AT  LEAST  TWO  large  department  store 
going  into  television  are  financing  project  b 
reducing  newspaper  advertising.  One  fin 
has  reduced  Sunday  display  space  .$.500  pe 
week  and  another  is  increasing  its  1951  T' 
budget  by  withdrawing  $800  weekly  froi 
newspapers. 

WHAT  MOTIVATED  resignation  of  Harr 
Wismer  as  WJR  Detroit  general  managei 
Sportscaster  said  it  was  because  of  policy  dii 
agreement  with  G.  A.  Richards.  From  WJ 
sources  comes  word  that  it  stemmed  from  desii 
to  have  Mr.  Wismer  quit  his  sports  activit; 
Moreover  situation  festered  because  of  pui 
lished  report  that  Mr.  Wismer  was  slated  f( 
presidency  of  WJR  and  its  sister  statioi 
WGAR  Cleveland  and  KMPC  Los  Angeles,  pa 
to  which  John  F.  Patt  was  elected  la; 
Wednesday  (see  story  page  24). 

BRISTOL-MYERS,  having  abandoned  spoi 
sorship  of  nighttime  radio  version  of  Bno 
the  Bank,  will  probably  buy  Mon.-Wed.-Fi 
segments  of  11-11:30  a.m.  Break  the  Bar. 
daytime  production  on  NBC.  Company  vn 
continue  to  sponsor  nighttime  TV  version  i 
same  show  on  NBC-TV. 

WITH  ELEVATION  of  John  F.  Patt  to  pre 
dency  of  G.  A.  Richards'  stations  (WJR  I 
troit,  WGAR  Cleveland,  KMPC  Los  Angelei 
it's  expected  his  successor  as  general  manaj 
of  Cleveland  outlet  will  be  Carl  F.  Geori 
now  vice  president  and  assistant  general  mi 
ager. 

LONG-AWAITED  broadcasting  defense  cox 
cil,  held  up  by  intra-industry  jockeying,  d 
to  be  named  this  week  by  NAB  Preside 
Justin  Miller.  Council  slated  for  dual  rola 
defense  coordinating  and  participation  | 
work  of  President  Truman's  Advisory  Cor 
mission  on  Information. 


Color  Comment 

( Continued  from  page  U) 

nique  is  superior  to  CBS  color  or 
any  other  system  yet  proposed. 

Dr.  Allen  B.  DuMont,  president 
of  Allen  B.  DuMont  Labs,  observed 
that  FCC  apparently  agrees  that 
color  is  not  sufficiently  developed 
for  commercial  operation. 

Sen.  Edwin  C.  Johnson  (D- 
Col.),  chairman  of  the  Senate  In- 
terstate &  Foreign  Commerce  Com- 
mittee, posed  question  of  manufac- 
turers' attitude  and  added  that 
Condon  color  TV  committee  should 
be  continued. 

Mr.  Stanton  said: 

"The  FCC's  color  television  re- 
port is  a  gratifying  victory  for  the 
CBS  color  system.  The  Commission 
has  given  unqualified  approval  to 
the  excellence  and  practicality  of 
the  CBS  system  and  has  found  it 
clearly  superior  to  uhe  other  sys- 
tems considered.  We  had  hoped 
that  the  decision  would  be  final 
today  and  we  agree  with  the  two 


Commissioners  who  expressed  the 
opinion  that  such  a  course  would 
have  been  better. 

"Despite  extensive  research  and 
experimentation  over  a  consider- 
able period  of  time,  the  Commis- 
sion has  found  that  the  other  sys- 
tems in  the  hearing  were  unable 
to  approach  the  excellence  of  CBS 
performance.  This  is  the  best  in- 
dication that  no  superior  system 
will  be  forthcoming  during  the 
period  which  is  being  afforded  for 
one  last  look  before  final  estab- 
lishment of  CBS  standards. 

"Since  the  Commission  has  taken 
such  a  long  step  toward  the  final 
adoption  of  CBS  standards,  we  are 
proceeding  promptly  with  plans 
for  broadcasting  CBS  color  tele- 
vision programs  to  the  public.  We 
plan  to  be  on  the  air  with  20  hours 
per  week  of  color  television  pro- 
grams within  30  days  after  the 
Commission  makes  its  final  deci- 
sion. 

"The  Commission's  report  is  a 
tribute  to  Dr.  Peter  C.  Goldmark 
and  his  CBS  laboratory  associates, 


who  not  only  originated  the  field 
sequential  system  of  color  television 
but  also,  with  tremendous  energy, 
ingenuity  and  courage  developed  it 
to  the  state  of  excellence  which  has 
been  so  clearly  recognized  by  the 
Commission  today." 

RCA  issued  this  statement: 
"Commenting  on  FCC's  failure 
to  adopt  a  final  decision  on  the 
question  of  color-TV,  RCA  today 
stated  that  when  a  final  decision 
is  reached,  it  is  confident  that  the 
RCA  all-electronic,  fully-compat- 
ible system  will  be  approved.  RCA 
added  that  the  FCC's  lengthy 
'First  Report'  will  require  detailed 
study." 

Allen  B.  Du  Mont  said:  "We  have 
not  had  an  opportunity  to  study 
the  decision,  but  from  preliminary 
examination  it  looks  as  if  the  FCC 
agrees  with  our  premise  that  color 
is  not  ready  commercially  at  the 
present  time." 

"We  will  win  in  the  last  lap  of 
the  color  video  race,"  Arthur  S. 
Matthews,  president  of  Color  Tele- 


vision Inc.,  San  Francisco,  pr 
dieted.  "The  Commission  has  le 
the  door  open  for  CTI  to  demo 
strate  its  completely  new  Unipli 
system  between  Dec.  5,  1950,  a' 
Jan.  5,  1951,"  he  said.  "We  w 
build  our  equipment  and  be  pi 
pared  to  demonstrate  a  color  tel 
vision  system  definitely  superi 
to  the  CBS  or  any  other  syst« 
thus  far  proposed  to  the  FCC 
He  said  new  system  is  fully  coi 
patible  and  added  FCC  decisi 
indicated  color  problem  is  far  frc , 
solved.  I 

Sen.  Johnson  said:  "What  if  t| 
manufacturers  don't  agree?  I  waj 
to  study  the  decision  thorough.'! 
including  the  minority  finding!! 

Asked  if  he  had  any  assignmer 
for  the  Condon  color  TV  comm 
tee,  he  said:  "We  can't  let  t 
committee  feel  its  work  ends  wi 
its  report.  Perhaps  it  should  c 
erate  as  a  continuing  agency 
keep  Congress,  this  committee  a 
the  public  informed  on  new  co 
TV  developments." 
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•  •  •  dominated  by 

WLW 


Today,  farmers  and  farm  families  have 
more  spendable  dollars  than  any  other 
group  in  the  U.  S. 

There  are  many  ways  of  covering  this  rich, 
ready-to-buy  market.  But  any  way  you  try 
in  WLW-land  will  cost  you  more  than  WLW. 
It's  as  simple  as  this  — 

WLW  reaches  a  greater  rural  audience  in 
WLW-land  —  at  less  cost  —  than  any  single 
medium  or  any  combination  of  media. 


Here's  why  — 

Of  all  farm  families  in  the  WLW  Merchan- 
dise-Abie Area,  38.7%  listen  to  WLW 
more  often  than  to  any  other  station,* 
with  216  stations  competing. 

WLW  reaches  81.7%  of  all  rural  radio 
homes  in  four  weeks,  66.5%  in  an  average 
week.  And  the  average  rural  home  reached 
LISTENS  TO  WLW  EIGHT  HOURS  AND 
SIXTEEN  MINUTES  PER  WEEK.** 

For  furfher  informafion,  contact  any  of  the 
WLW  Sales  Offices  in 


CINCINNATI 


CHICAGO 


NEW  YORK 


HOLLYWOOD 


the  nation's  most  merchandise-able  station 


CROSLEY    BROADCASTING  CORPORATION 


*  People's    Advisory    Council  Survey 

Nielsen    Radio    Index,    Feb. -March,  1950 


New  RCA  overseas  teleprinter  service  by  radio,  first  open  to  the  public,  now  links  New  York  and  HoUa 


You  are  familiar  with  teleprinter  service  which 
delivers  a  typed  message,  by  wire,  at  high 
speed.  Now  this  useful  service  takes  to  the  air 
on  a  person-to-person  basis,  and  is  spanning 
the  Atlantic  Ocean  by  radio ! 

This  new  achievement,  called  TEX,  was  de- 
veloped by  RCA  engineers  working  with  Euro- 
pean experts.  Its  heart  is  an  amazing  machine  that 
thinks  in  code,  automatically  detects  errors  which 
may  have  come  from  fading  or  static— and  auto- 
matically insists  on  a  correction! 


If,  when  RCA's  "TEX"  is  at  work,  a  letter  becomes 
distorted,  the  receiving  instrument  rejects  the  char- 
acter and  sends  back  a  "Repeat,  please"  signal  in  frac- 
tions of  a  second  — then  repeats  it  until  a  correct  signal 
is  received.  Like  other  RCA  advances  in  radio,  tele- 
vision, and  electronics,  RCA's  TEX  system  helps  make 
radio  waves  more  useful  to  all  of  us— and  in  more  ways! 


See  the  newest  in  radio,  television,  and  electronics  at 
RCA  Exhibition  Hall,  36  West  49th  St.,  N.  Y.  Radio 
Corporation  of  America,  Radio  City,  N.  Y.  20. 


RCA  Research  and  pioneering  provid 
firm  basis  for  the  superiority  of  F 
Victor  home  television  receivers— the  !: 
buy  on  the  1950  television  market. 


l/l/or/c/  Leac/er  /n  'R(7c//o  —  T^'rsf  in  Te/e^^/s/on 
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here  are  more  WOR  facts  that  mean  dollars  and  cents  to  you— 

a.  WOR's  daily  audience  is  greater  than  the  weekday 
circulation  of  any  newspaper  in  America. 

b.  In  Metropolitan  New  York,  WOR's  daily  audience  each 
night  is  greater  than  the  combined  circulation  of  Life, 
Look,  The  Saturday  Evening  Post,  Collier's, 

Time  and  Newsweek. 

C.  During  the  day  and  during  the  night,  WOR  brings  its 
advertisers  into  the  homes  of  more  families  at  a  lower  cost- 
per-thousand  than  any  other  station  heard  in  Metropolitan 
New  York. 


frankly  —  how  can  you  not  buy 


WOR 


—  that  power- full  station? 


Cow  BELLS  ring  .  .  .  and  thousands  of  Midwest  fami- 
lies sit  back  every  Saturday  night  to  relax  and  listen 
to  the  WLS  NATIONAL  BARN  DANCE.  From  groups 
of  all  ages  and  walks  of  life  come  the  huge  family  of  lis- 
teners to  whom  the  cow  bell  is  symbolic  of  this  program. 

For  twenty-six  years  WLS  has  been  broadcasting  the  reg- 
ular Saturday  night  NATIONAL  BARN  DANCE.  Nearly 
two  million  people  have  paid  to  see  the  program  aired 
from  Chicago's  Eighth  Street  Theatre.  It's  a  revue  —  a  pres- 
entation of  all  popular  station  acts  on  one  program  built 
around  the  barn  dance  theme— old  fashioned  entertainment, 
friendliness  and  informality.  NATIONAL  BARN  DANCE 


CLEA 


listeners  feel  the  entertainers  are  their  friends,  and  in  this 
friendliness  and  informality  lies  the  secret  of  the  outstand- 
ing success  of  this  show. 

Commercially  successful,  too.  Present  WLS  NATIONAL 
BARN  DANCE  advertisers  have  sponsored  portions  of  the 
five-hour  program  for  an  average  of  14  years.  There  are 
additional  availabilities  — and  there  are  Nielsen  figures  to 
prove  extensiveness  of  popularity.  Call  your  John  Blair 
man  or  write  WLS  direct  for  details  on  how  the  symbol 
of  the  cow  bell  can  be  put  to  work  for  you. 


Barn  Dance 


890  KILOCYCLES,  50,000  WATTS,  ABC  NETWORK- REPRESENTED  BY 


JOHN  BLAIR  &  COMPANY 


a  job  well  done! 


WHBS 


BMB  STUDY  NO.  2— DAYTIME 


mm 

BIRMINGHAM 

ABC 
610  kc-5000W 


MOBILE 
NBC 
1410  kc-5000W 


MONTGOMERY 

NBC 
1440  kc-IOOOW 


these  four  stations  cover 

•  92%  of  Alabama's  Radio  Families 

•  94%  of  Alabama's  Retail  Sales 

•  More  than  half  of  Alabama's  Retail 
Sales  ill  counties  with  better  than 
80%  BMB  penetration. 


HUNTSVILLE 

ABC 
14.90  kc-250W 


Nationally  Represented 
By 

HEADIEY-REED  COMPANY 

NEW  YORK 
CHICAGO 
DETROIT 
ATLANTA 
SAN  FRANCISCO 
HOLLYWOOD 
NEW  ORLEANS 
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WHILE  NAB  committee  hasn't  yet  despaired 
of  landing  Niles  Trammell  to  spearhead  new 
million  dollar  Broadcast  Advertising  Bureau 
project  as  board  chairman,  preliminary  con- 
versations indicate  his  unavailability.  He  is 
strong  for  project,  but  his  commitments  to 
NBC,  and  desire  of  his  family  and  friends 
that  he  should  do  less  rather  than  more,  be- 
lieved to  preclude  acceptance  even  on  temporary 
basis.  Quest  continues  for  big  name  active  in 
radio. 

WHY  THAT  deafening  silence  on  what  manu- 
facturers will  do  on  FCC  ultimatum  that  they 
signify  intention  of  manufacturing  "bracket" 
sets  which  also  would  accommodate  CBS  color 
TV?  With  Sept.  29  deadline  upcoming,  not 
single  major  producer  has  yet  indicated  positive 
intentions.  One  reason,  according  to  informed 
opinion,  may  be  that  if  organized  group,  such 
as  RTMA,  turned  thumbs  down,  there  might 
be  open-shut  anti-trust  action. 

ALTHOUGH  THERE'S  dearth  of  comment 
on  outcome  of  color  situation,  whispered 
speculation  abounds.  Telecasters — save  those 
tied  closely  into  CBS — are  insistent  nothing 
but  compatability  will  do.  There's  talk  that 
at  least  one  and  possibly  more  top  independent 
manufacturers  will  go  for  CBS  under  forced 
draft.  And  there's  question  what  CBS  system 
would  do  with  RCA  tri-color  tube  or  with 
Lawrence-Paramount  electronic  color  tube. 

FLORIDA  CITRUS  COMMISSION  early  this 
week  expected  to  confirm  extensive  radio  and 
television  spot  campaign  which  its  agency  J. 
Walter  Thompson,  New  York,  recommended. 

THAT  Jean  Muir  incident  might  not  have 
happened  had  it  been  handled  through 
charted  channels.  Although  you  can't  get 
anyone  to  say  so,  it's  learned  authoritatively 
that  subordinate  at  Young  &  Rubicam,  filling 
in  for  responsible  executive  unavailable  at 
time,  handled  matter  as  routine  talent  shift, 
after  receiving  initial  complaints.  When  story 
hit  headlines,  account — General  Foods  Corp. — 
was  forced  to  back  up  action. 

ALTHOUGH  Muir  incident  has  been  played 
up  as  spontaneous  development,  it's  no  secret 
networks  have  been  concerned  about  possible 
explosion  for  more  than  year,  and  not  because 
of  "Red  Channels"  alone.  They  have  tried  to 
avoid  "black  list"  but  have  found  personnel 
screening  extremely  difficult  problem  because 
of  talent  buying  done  by  agencies  and  accounts. 
They're  hopeful  of  evolving  effective  affirma- 
ti'-e  policy  soon. 

TX  THINKING  STAGE  within  President's 
temporary  Communications  Policy  Board  is 
nossibility  of  recommending  creation  of  high- 
level  communications  policy  agency  within 
government  on  permanent  basis.  Idea  was 
subject  of  discussion  at  two-day  Washing- 
ton meeting  which  ended  Friday,  is  due  for 
further  study  when  board  meets  a  grain  Oct. 
10.  Board  is  headed  by  Former  FCC  Comr. 
(Continued  on  page  9i) 
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Sept.  11-12:  Dist.  14,  Colorado  Hotel,  Glenwood 
Springs,  Col. 

Sept.  14-15:  Dist.  8,  Lincoln  Hotel,  Indianapolis. 
Sept.18-20:  Financial  Public  Relations  Assn.  Con- 
vention, Hotel  Statler,  Boston. 

(Other  Upcomings  on  page  72) 

Bulletins 

JACK  BENNY  signed  to  four  60-minute  CBS- 
TV  New  York  shows  beginning  Oct.  29  for 
American  Tobacco  Co.,  his  radio  sponsor. 
Variety  format  being  completed  for  programs, 
to  be  spaced  eight  weeks  apart.  Mr.  Benny's 
Hollywood  program  to  be  tape-recorded  in  ad- 
vance to  permit  him  to  appear  on  telecasts. 

PRESIDENT  Truman  Friday  signed  bill  (HR 
8726)  exempting  sound  recordings  used  in 
radio-TV  newscasts  and  newsreels  from  import 
duty.  Legislation  introduced  by  Rep.  Aime 
J.  Forand  (D-R.  I.)  at  request  of  Abe  Schech- 
ter,  MBS  special  events  director. 

ECONOMIC  mobilization  bill  containing  wage- 
price-rationing  powers  signed  Friday  by  Presi- 
dent Truman  (see  early  story  page  34). 

PABST  ACQU I  RES  RIGHTS 
TO  SERIES  OF  FIGHTS 

PABST  BEER  has  bought  radio  and  television 
rights  to  Joe  Louis-Ezzard  Charles  heavy- 
weight championship  fight  at  Yankee  Stadium, 
New  York,  Sept.  27  and  will  sponsor  bout 
over  CBS  radio  and  television  networks.  Pabst 
reportedly  paid  $125,000  for  rights. 

All  CBS  radio  and  TV  affiliates  expected  to 
carry  broadcast.  Non-interconnected  TV  affili- 
ates will  present  it  later  by  film  recording.  War- 
wick &  Legler,  New  York,  is  Pabst  agency. 

Pabst  also  completed  negotiations  to  present 
Wednesday  night  fights  from  New  York,  Chi- 
cago, Detroit  and  St.  Louis  over  CBS-TV  on 
weekly  basis,  for  34  weeks. 

ANA  RADIO  DISCUSSION; 
WAYNE  COY  ON  AGENDA 

ONE  of  hottest  topics  scheduled  for  discussion 
at  41st  annual  meeting  of  Assn.  of  National 
Advertisers,  Sept.  25-27  in  Chicago,  will  be 
Radio  &  TV  Steering  Committee  report  urging 
reduction  of  radio  rates  in  TV  markets. 

Subject  will  be  reviewed  by  William  Brooks 
Smith,  advertising  director  of  Thomas  J.  Lip- 
ton  Inc.  and  chairman  of  ANA  radio  and  tele- 
vision group,  during  first  day  of  sessions. 
Wayne  Coy,  FCC  chairman,  also  scheduled  to 
speak.  ANA  meeting  will  be  held  at  Chicago's 
Hotel  Drake. 

LATHAM  HEADS  WKRC-TV 

U.  A.  (JAKE)  LATHAM  appointed  general 
manager  of  WKRC-TV  Cincinnati  by  Hulbert 
Taft  Jr.,  executive  vice  president  of  Radio 
Cincinnati  Inc.  which  also  operates  WKRC- 
AM-FM  and  transit.  Position  formerly  held 
by  Mr.  Taft.  Mr.  Latham  has  been  general 
sales  manager.  He  joined  WKRC  in  1935,  was 
named  local  manager  in  1941,  and  joined 
WKRC-TV  in  1949. 


Business  BrieR 

MAGAZINE  SPOTS  #  Ladies  Home  JoM 
nai   planning   spot   announcement  campaigj 
starting   Sept.  27  in  18  markets.  Agenc 
BBDO,  New  York. 

P&G  MAY  EXTEND  •  Procter  &  Gamble 
Cincinnati,  understood  planning  to  expand  spo 
campaign  for  Joy  detergent  into  eight  mor 
cities.    Agency,  Biow  Co.,  New  York. 

PRUDENTIAL  PROJECT  #  Prudential  Ir 
surance  Co.  of  America,  through  Calkins  i 
Holden,  Carlock,  McClinton  &  Smith,  Nei 
York,  understood  to  be  readying  sponsorshi 
of  hour-long  dramatic  show  on  CBS-TV,  8- 
p.  m.,  Tuesdays.  Show  which  will  be  opposit 
Milton  Berle  on  NBC-TV,  will  probably  star 
mid-October,  to  coincide  with  company's  75t 
anniversary. 


KSO  TO  PETRY  #  Edward  Petry  &  Co.  la 
week  announced  its  appointment  as  exclusiv 
national  representative  of  KSO  Des  Moines 
CBS  affiliate. 

REVERE  FORUM  #  Revere  Copper  < 
Brass,  New  York,  to  sponsor  television  versio 
of  Meet  the  Press  starting  Oct.  8  on  NBC-T' 
Sun.,  4-4:30  p.m.  Agency,  St.  Georges  &  Keyes 
New  York. 

DEVENY  NAMED  #  Deveny  &  Co.,  Ne' 
York,  announces  its  appointment  as  statio 
representative  for  WCNX  Middletown,  Conn 
and  WHYU  Newport  News,  Va. 

SUPER-BAB  CALLED  ANSWER 
TO  CRACKING  BIG  ACCOUNT 

WELL-FINANCED  Broadcast  Advertisin 
Bureau  supported  1007c  by  industry  can  crac 
big  radio  accounts  and  supply  answers  to  con 
peting  media  and  claims  of  Assn.  of  Nationi 
Advertisers,  Allen  M.  Woodall,  WDAK  Colun 
bus,  Ga.,  and  NAB  District  5  director,  to. 
NAB  District  13  meeting  Friday  at  Sa 
Antonio  (early  story  page  20). 

Mr.  Woodall,  as  member  of  NAB  board 
BAB  Committee,  called  on  industry  to  ado] 
attack  as  best  defense  in  media  battle.  Li 
Hart,  BAB  assistant  director,  urged  statioi 
to  exploit  retail  trend  toward  coordinate 
advertising.  Charles  A.  Batson,  director  • 
NAB  TV  Dept.,  reported  on  progress  of  T 
stations. 

Friday  resolutions  endorsed  BAB  proje( 
urged  prosecution  of  Broadcast  Audien 
Measurement  and  full  development  of  i 
dustry-owned  rating  service. 

TRUMAN  TELECAST  FROM  DES 

FOR  first  time  in  history  President  of  Unit 
States  was  scheduled  to  speak  to  the  peoi 
Saturday,  Sept.  9,  by  radio  and  television  frc 
his  personal  desk  in  White  House  Executi 
Offices.  Previous  pickups  have  been  frc 
motion  picture  projection  room  or  Oval  Roc 
in  White  House.  President  was  to  report 
nation  and  world  on  controls  to  be  applied 
economic  mobilization  program.  Progrt 
scheduled  10:30-11  p.m.  Friday  of  previc 
week  President  Truman  had  addressed  peo] 
on  Korean  war. 
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KGGM  Albuquerque 

WGAC  Augusta 

KIRO    Bakersfield 

WKBW  Buffalo 

WAYS  Charlotte 

WJJD  Chicago 

WSAI  Cincinnati 

WMSC  Columbia 

KDAL   Duluth-Superior 

KFRE  Fresno 

KILO  Grand  Forks 

WJEF  Grand  Rapids 

WCOG  Greensboro 

WFBC  Greenville 

KULA  Honolulu 

KTHT  Houston 

WMBR  Jacksonville 

WKZO  Kalamazoo 

WROL  Knoxville 

WLOK  Lima 

WIBA    Madison 

WMAW    .  Milwaukee 

WDGY  Minneapolis 

KOMA  Oklahoma  City 

WIRL  Peoria 

KOIN    Portland 

WFCI  Providence 

WHBF  Rock  Island-Quad  Cities 

KROY    Sacramento 

KALL    Salt  Lake  City 

KVSF  Santa  Fe 

KJR    Seattle 

KMA  Shenandoah 

KSOO  Sioux  Falls 

KTUL      Tulsa 

WRUN  Utica-Rome 

WBRY  Waterbury 

KXEL  Waterloo 

»«fBI  Wichita 

WILK  Wilkes-Barre 

INTERMOUNTAIN  NETWORK 

WMBR-TV    Jacksonville 

WKZO-TV   .  .  Kalamazoo 

Battle  Creek,  Grand  Rapids 
WHBF-TV   .  Rock  Island-Quad  Cities 


:     The  secret  is  out.  AVERY-KNODEL 

is  5  YEARS  OLD  on  the  15th  OF 
j  SEPTEMBER. 

J      Five  years  of  representing  one  of  the 

I      greatest  group  of  stations  in  the  country 
is  not  much,  chronologically.  But, 
A-K  is  awfully  proud  of  the  growth  of 

I      those  stations  and  the  part  it  has 

i      had  in  that  growth. 

I      Five  years  of  serving  America's  time- 
i      buying  agencies  is  not  a  long  time. 

But  length  of  service  is  not  as  important 
I      as  quality  of  service.  And  agencies  in 
!      all  parts  of  the  country  have  rated 
i     AVERY-KNODEL  among  the 

leading  station  reps. 

Five  years  is  a  deceptive  figure  if 
measured  in  average  performance.  But, 
AVERY-KNODEL  is  never  satisfied 
with  average  performance. 
E      That's  why  some  of  the  country's 
I      smartest  stations  are  turning  to  . . . 

Avery- Knodel,  inc. 

New  York  •  Chicago  *  Atlanta 
L        San  Francisco  •  Los  Angeles 


Here's  the  Sensational 

LOW-PRICED 
WESTERN 

That  Should  Be  On  Your  Station! 


IIIIIIIIIIIIIIIIIIIlM 


AMERICA'S 
GREATEST  SALESMAN! 

Pays  off  with  the  very 
first  broadcast! 


Most  Sensational  Success  Story 
Ever  Offered  for  Local  Sponsorship! 

Interstate  Bakeries  (Annual  Gross  Sales:  Over 
$58,000,000)  say:  "The  CISCO  KID  has  certainly 
sold  a  lot  of  bread  for  us.  We  have  never  seen  our  sales 
force  more  enthusiastic.  This  applies  to  our  grocers  also. 
Enclosed  find  our  renewal  for  6  additional  years."  — Roy 
L.  Nafziger,  Pres. 

Sensational  Promotion  Campaign— from  buttons  to 
guns  —  is  breaking  traffic  records! 

This  low-priced 
Vz-Hour  Western 
Adventure  Program 
is  available:  1-2-3 
times  per  v/eek. 
Transcribed  for  lo- 
cal and  regional 
sponsorship.  Write, 
wire  or  phone  forj 
details. 


iiiiiiiiiiiiiiiiiin^^ 
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THE  NEWSWEEKLY  OF  RADIO  AND  TELEVISION 

Published  Weekly  by  Broadcasttng  Publications.  Inc. 
Executive,  Editorial,  Advertiting  and  Circulation  OfRcei: 

870  National  Preit  BIdg. 
Washington  4,  D.  C.  Telephone  ME  1023 


IN  THIS  BROADCASTING 


Record  Billings  Assured  in  Grid  Schedules   

Political  Football  Erupts  in  Oklahoma   

WFAA,  KABC  Rejoin  NAB   

NARBA  Negotiations  Are  Resumed   

Bert  Howell  Gives  the  Nod  to  Radio   

RWG  and  Kelley  Continue  Feud   

Muzak  Revives  Narrowcasting  Plan  for  FM   

McCarran  Security  Bill  Faces  Veto   

Voice  Expansion  Urged  by  Benton  and  Others  .  .  . 

Revisions- for  1950  Marketbook   

KMPC  Public  Service  Is  Praised   

Is  Your  Tower  a  Hazard — By  Vincent  T.  Guccione  . 

Veterans  Hospital  Radio  Guild  Formed   
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ABC 
SPOT  SALES 


AVERY-KNODEL, 
INCORPORATED 


passes 

$112,000,000 


If  those  digits  dance  like 

spots  before  your  eyes — 

well  that's  it — the  volume 

of  national  spot  last  year. 

(In  1950  it's  going  to  be  10%  up). 

It's  the  business  sold  to  astute 
advertisers  by  those  Evangel- 
ists of  the  Ether,  those 
Paragons  of  the  Presentation — ■ 
the  station  representatives.  (Cable 
Address:  Sta-Rep) .    To  those 
advertisers  who  require  flexibility, 
ubiquity,  tailored  coverage  to 
fit  any  distribution  picture,  your 
Sta-Rep  has  the  answer. 

Your  Sta-Rep  is  a  specialist 
in  this  post  Chic  Sale  era. 
He   can  recite  those  BMB's  for 
his  list,  county  by  county, 
hamlet  by  hamlet.    He  knows  the 
number  of  radio  homes  in  each 
square  mile  of  each  station's 
territory.   He  knows  how  many 
of  those  homes  have  inside 
plumbing. 

And  he  knows,  as  well  as  he 
knows  your  rate  card,  or  the  story 
about  the  farmer's  daushter.  .  .  . 


BURN-SMITH 
COMPANY 


GEORGE  P. 
HOLLINGBERY 
COMPANY 


ROBT  MEEKER 
ASSOCIATES 


WM.  G. 

RAMBEAU 
COMPANY 


DONALD  COOKE, 
INCORPORATED 


H-R  REPS, 
INCORPORATED 


RA-TEL  REPS., 
INCORPORATED 


Spot  announcement 
on  back  page 


O.  L.  TAYLOR 
COMPANY 


THE  WALKER 
COMPANY 


JOHN  BLAIR 
&  COMPANY 


ROLLING 
COMPANY 


BRANHAM 
COMPANY 


FREE  &  PETERS 
INCORPORATED 


HARRINGTON, 

RIGHTER  & 
PARSONS,  INC. 


HEADLEYREED 
COMPANY 


I 


INDEPENDENT 
METROPOLITAN 
SALES 


THE  KATZ 
AGENCY 


JOS.  HERSHEY 
McGILLVRA 


JOHN  PEARSON 
COMPANY 


EDWARD 
PETRY 
&  COMPANY 


RADIO  SALES 


PAUL  H. 
RAYMER 
COMPANY 


WEED 
&  COMPANY 


SEARS  &  AYER, 
INCORPORATED 


ADAM  J.  YOUNG 
INCORPORATED 


.  .  .  farmer ^8  daughter 

that  consistent  display  space  in  BROADCASTING  •  TELECASTING  by  the 
stations  he  represents,  opens  nearly  all  portals  to  nearly  all  agencies 
and  advertisers  in  the  sale  of  spot — notably  in  this  transomler- 

conditioned  era. 

And  that's  why  nearly  all  of  llw  Stu-Rvps  advertise  almost  t  xrlu- 
sively  in  the  pages  of  Rroaik  \s||\«,  •  Tri  Fr \»5Ti\(; — in  fael.  morr  than 
in  all  other  trade-pajx  i  roniltinrd 
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Maury  Long,  Business  Manager 
Winfield  R.  Levi,  Ass't.  Adv.  Mgr. 

S.  J.  Paul,  Advertising  Director 
Eleanor  R.  Manning 

William   L.   Thompson,  Manager 


HOLLYWOOD  OFFICE 

Taft  Building 
Telephone:  Hempstead  8181 


David  Glickman,  West  Coast  Mgr. 


m  business 


SILICONE  PRODUCTS  OF  AMERICA,  Cleveland  (furniture  and  auto 
polish),  names  Palm  &  Patterson,  same  city,  to  direct  advertising. 
I       Radio  wall  be  used. 

j^AISEY-BRISTON  SHOE  Co.,  Rochester,  N.  Y.,  names  Storm  Adv., 
^ame  city.  TV  will  be  used. 

Campbell  soup  Co.,  New  Toronto  (canned  soups),  starts  five  day- 
iime  half -hour  transcribed  programs  weekly  for  39  weeks  on  12  Canadian 
:.tations.  Agency:  Cockfield  Brown  &  Co.,  Toronto. 

AMERICAN  TELEVISION  Inc.,  Chicago,  names  Turner  Adv.,  same 
■ity;  to  direct  advertising.   Radio-TV  to  be  used. 

I»VARING  BLENDER  (mixer)  planning  TV  test,  to  go  nationwide 
if  successful.    Agency:  Grant  Adv.,  N.  Y. 

\TLAS  PRAGER  BREWING  Co.,  Chicago,  sponsors  complete  Chicago 
[Cardinals  schedule  on  WCFL  same  citj^  Station  carries  games  exclusive. 

riRCUS  Corp.  (fruit  punch)  appoints  H.  W.  Kastor  &  Sons,  Chicago,  to 
lirect  advertising.  Test  campaigns  underway  in  Indianapolis,  Columbus, 
jrand  Rapids  and  Detroit.  Radio  being  used.  National  campaign 
olanned  for  1951. 

VISEMAN'S  APPLIANCES,  Richmond,  Calif.,  appoints  Bill  Vernor 
\dv.  Agency,  S.  F.  Radio-TV  will  be  used. 

MAPLE  LEAF  MILLING  Co.,  Toronto  (Monarch  flour),  starts  local 
luiz  programs  ranging  from  five  minutes  to  quarter  hour,  and  from 
hree  to  five  weekly  on  about  30  Canadian  stations.  Agency:  Cock- 
leld  Bro'wn  &  Co.,  Toronto. 

A/etwotk  -^ccounti  •  •  • 

L'.  S.  COAST  GUARD  resumes  series  from  Coast  Guard  Academy,  New 
London,  Conn.,  NBC,  Sat,  1:30-2  p.m.  GEORGE  F.  FOLEY  jr.  will 
Droduce  and  JAMES  LISTER  will  direct.  Agency:  Cecil  &  Presbrev, 
\T.  Y. 

NATIONAL  ASSN.  OF  RETAIL  DRUGGISTS  sponsors  Cavalcade  of 
Stars,  DuMont  TV,  Sat.,  9-10  p.m.,  effective  Oct.  1.  Agency:  Product 
\dv.  Corp.,  N.  Y. 

rUDAHY  PACKING  Co.  (Old  Dutch  Cleanser),  renews  for  fourth  year, 
VfcA;  Carter,  half -hour  program,  Sun.,  6:30  p.m.,  MBS.  Agency:  Grant 
^dv.,  Chicago. 

\RNOLD  BAKERS,  Rochester,  N.  Y.,  will  sponsor  Life  Begins  at  80  on 
A.BC-TV  Wed.,  8-8:30  p.m.,  beginning  Oct.  4.  Agency:  Benton  &  Bowles, 
J^.  Y. 

jENERAL  MILLS,  Minneapolis,  starts  Armstrong  of  the  SBI  (Scientific 
Bureau  of  Investigation),  ABC,  Tues.,  Thurs.,  6:30-6:45  p.m.,  CST. 
A.gency:  Knox  Reeves,  Minneapolis. 

WILLIAMSON  CANDY  Co.  (0  Henry  bars),  Chicago,  renews  True 
[Detective  Mysteries,  Sun.,  5:30-6  p.m.  over  512  MBS  stations.  Agency: 
|Aubrey,  Moore  &  Wallace  Inc.,  same  city. 

^'ACIFIC  COAST  BORAX  Co.  renews  for  52  weeks  The  Sheriff,  dramatic 
lalf  hour  program,  Fri.  9:30  p.m.,  ABC.   Agency:  McCann-Erickson  Inc. 

BROWN  &  WILLIAMSON  TOBACCO  Corp.  (Raleigh  cigarettes  and  pipe 
Tobacco),  renews  Tues.  9:30-10  p.m.  CDT  time  period  on  NBC.  Life  In 
Your  Hands,  now  aired,  to  be  replaced  Sept.  19  with  People  Are  Funny. 
Firm  also  orders  recorded  repeat  on  Sat.,  7:30-8  p.m.,  EST,  for  eastern 
MBC  network.   Agency:  Russel  M.  Seeds,  Chicago. 

CALIFORNIA  FARM  BUREAU  FEDERATION  signs  for  15-minute, 
ive-weekly,  52-week  farm  service  show  on  California  stations  of  Mutual- 
Don  Lee  Network.  Agency:  West-Marquis  Inc.,  S.  F. 

3HESEBR0UGH  Mfg.  Co.  (Vaseline  cream  hair  tonic),  adds  three 
stations  to  those  already  carrying  TV  series.  Greatest  Fights  of  the  Cen- 
\  (Continued  on  page  17) 
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TAKE  A  TIP 

FROM  THE  NATIVES.. 

There's  no  jumping  in  over  your  head  to 
draw  blanks  when  you  buy  WGST — The 
station  preferred  by  Atlanta's  smart  busi- 
nessmen. WGST  has  more  local  business 
than  any  other  Atlanta  station.  Top  ABC 
shows  plus  "home  town"  programming 
puts  the  "Pearl  of  the  South"  in  your 
basket.  Better  get  your  share  now! 

5000  WATTS  AT  920  K.C. 
ABC  IN  ATLANTA 

FORSYTH  BUILDING    •    ATLANTA.  GEORGIA 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR, 
IN    THE    SOUTHEASTBY    CHARLES   C.  COLEMAN 
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"Richard  Harkness  and  the 
News"  a  fifteen  minute  lote 
evening  roundup  is  avail- 
able for  sponsorship  in  this 
news  conscious  market  be- 
ginning next  week.  Dis- 
cerning timebuyers  need 
only  know  that  it's  HARK- 
NESS, Monday  through 
Friday,  11:15  PM. 

This  availability  represents 
an  opportunity  to  establish 
a  product  name  with  a 
name  news  man,  long  re- 
spected in  national  news 
commentary. 

This  Monday  through  Fri- 
day position  represents  a 
brand  new  availability  on 
WRC. 

Harkness'  reputation  for 
hard  news  and  hard  sell- 
ing demands  your  consid- 
eration. Call  WRC  —  or 
National  Spot  Sales. 


MONDAY  THRU  FRIDAY 
11:15-11:30  PM 


IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 


[first 


5,000  Watts  -  980  KC  | 

epres-'ated  by  NBC  SPOT  SALIS 


(-f  feature  of  fhe  meek 


UTAH'S  expansion  and  production 
problems  and  private  enterprise's 
role  in  developing  the  West's  in- 
dustrial frontier  are  being  brought 
to  radio  listeners  by  the  Industrial 
Relations  Council  of  Utah. 

Comprised  of  two-score  major 
manufacturing,  mining  and  dis- 
tribution firms,  the  council  is  util- 
izing nightly  quarter-hour  news 
commentaries  featuring  Paul  Sul- 
livan and  originating  on  KALL 
Salt  Lake  City.  The  program  also 
is  heard  over  the  other  Intermoun- 
tain  Network  outlets — KLO  Ogden, 
KOVO  Provo,  KVNU  Logan  and 
KOAL  Price. 

In  the  five  months  he  has  pre- 
sented the  program  for  his  indus- 
trial sponsors,  Mr.  Sullivan  has 
taken  a  tape  recorder  or  his  note- 
book to  such  spots  as  the  Ken- 
necott  open  pit  copper  mine  at 
Bingham,  the  Salt  Lake  Refining 
Co.'s  oil-tank  "farm"  in  Salt  Lake 
City,  stock-yards,  railroad  offices, 
power  plants,  foundries  and  fabri- 
cating and  machine  shops  on  the 
city's  industrialized  west  side. 

Mr.  Sullivan  also  has  interviewed 
Gov.  J.  Bracken  Lee,  city  health 
officers,  farmers,  mine  superinten- 
dents, smeltermen,  shopkeepers  and 
housewives.  In  all  instances  he  has 
stressed  industry's  impact  on  the 
pocketbook  of  what  was  once  chiefly 
a  farming  and  retailing  region. 

Though  he  gives  full  coverage  to 
the  Korean  war,  world  and  nation- 
al news,  Mr.  Sullivan  does  so  in 
the  light  of  the  impact  the  day's 
events  have  on  the  economy  and 
welfare  of  the  region  centering 
around  Utah. 


Mr.  Sullivan  (r)  discusses  produc- 
tion problems  with  Joseph  Rosen- 
blatt, president  of  Eimco  Corp. 

He  and  Jack  Goodman,  Inter- 
mountain  Network  news  editor, 
prepare  all  scripts  and  handle  all 
interviews.  Commercial  messages, 
provided  for  the  council  by  Salt 
Lake  City's  Gillham  Advertising 
Agency,  are  institutional  in  nature. 
The  messages  point  out  free  com- 
petitive industry's  role  in  present- 
day  America. 

The  general  public,  as  well  as 
industrial  leaders  and  state  offi- 
cials, have  responded  heartily  to 
the  nightly  broadcasts,  according  to 
George  C.  Hatch,  network  presi- 
dent. Also  commenting  on  the 
broadcasts,  Leon  Hampton,  man- 
ager of  the  Industrial  Relations 
Council,  said:  "The  general  public 
is  developing  a  new  awareness  of 
the  role  private  enterprise  plays  in 
furnishing  jobs  and  the  good  things 
of  life." 


strictly  business 


Mr.  CUMMINGS 


"PROMISE  only  what  you  intend 
to  do.  And  be  sure  to  do  what  you 
promise."  That  is  the  philosophy 
of  Harry  Emmett  Cummings, 
Southeastern  Radio  Representa- 
tive, Jacksonville,  Fla.  He  believes 
his  good  foi'tune  to  hold  many  ac- 
counts continuously  can  be  attribut- 
ed to  that  philosophy. 

Born  in  Peoria,  111.,  April  3, 
1890,  Harry  was  only  four  years 
old  when  his  mother  died.  He  spent 
the  next  12  years  with  relatives 
in  Illinois  and  Texas.  Lacking  pa- 
rental guidance,  he  terminated  his 
education  with  two  years  of  high 
school.  At  that  time  he  left  the 
home  of  an  "aunt  and  from  then  on 
was  "on  his  own." 

His  business  experience  has  been 
varied.  His  first  job  was  working 
(Continued  on  page  UU) 


—and  you'll  discover 
you  dorit  have  to 
pay  the  High  Dollar 
to  cover  Detroit.  On 
WEXL  you  hit  99.6% 
of  Motor  City  listen- 
ers— at  a  low  subur- 
ban rate.    Plus  .  .  . 

\/  WEXL  reaches  over 
1/2  the  population  of 
the  State  of  Michigan 

V  WEXL  is  Michigan's 
First  Independent 
Station    (26  years) 

^y  WEXL  programs 
Music  -  News  -  Sports 
ivhen  you  want  them 

Better  "look  on  the  oth- 
er side"  for  High-Class 
Low-Cost  Sell  ...  on 


Phone  Jordan  4-6523 
National 
Representatives 

HIL  F.  BEST 

DETROIT 
MICHIGAN 


Page  12     •     September  11,  1950 


BROADCASTING    •  Telecasting, 


i 


TO  LIBERTY... 


EVERYBODY  DOES! 


From  coast  to  coast . . .  everybody  is 
listening  to  LIBERTY ...  the  fast- 
est growing  network  in  America! 
They're  Hstening  to  the  top  talent, 
the  kind  of  top  programming  that 
is  building  more  listenership  every 
hour  of  every  day.  THIS  FALL . . . 
they'll  hear  the  top  sports  announc- 
ers on  the  air  with  the  nation's  best 
collegiate  and  pro  football  games 
...they'll  hear  and  talk  about  the 
most  unusual  and  exclusive  fea- 
ture, news  and  music  programs  on 
the  air! 


These  are  just  a  few  of  the  top  programs  available 
to  your  station  through  LIBERTY  .  .  .  giving  you  the 
biggest  listenership  ot  the  lowest  cost  in  the  nation. 

GET  ON  THE  LIBERTY  BANDWAGON  NOW  .  .  . 
AND  ROLL  INTO  THE  BIGGEST  YEAR 
OF  YOUR  HISTORY! 


LOOK ...  at  this 
LIBERTY  LINE-UP 


LIBERTY  LINE-UP  ^^^^^ 

Exclusive!  NEW  YORK  YANKEE  and 
NEW  YORK  GIANTS  FOOTBALL 

The  plums  of  pro  football!  No  other  sports 
on  Sunday  af  ternoons  . . .  and  Gordon  Mc- 
Lendon,  the  Old  Scotchman,  at  the  mike 
with  the  Yanks — Ted  Husing  with  the 
Giants! 

ixclusive!  DOAK  WALKER'S  FOOT- 
BALL FORECAST 

Famous  three-time  Ail-American  giving  foot- 
ball forecasts  every  Friday  evening  for  10 
weeks! 

Exclusive!  ARMY  FOOTBALL 

A  Liberty  ten-strike!  Husing  and  the  Army 
games  give  you  the  most  sensational  foot- 
ball package  ever  offered  for  cooperative 
sale! 

Exclusive!  LSU  FOOTBALL 

Only  major  college  football  on  Saturday 
nights! 

Exclusive!  CROSS  WORDS  AND  SWEET 
MUSIC 

Crossword  puzzles  with  music.  Local  spon- 
sors, local  prizes.  A  network  show  on  a  local 
level,  already  selling  like  hotcakes! 

Exclusive!  DISC  JOCKEY'S  ROUND- 
TABLE 

Top  disc  jockeys  throughout  America  com- 
peting with  each  other  for  the  most  amazing 
and  hilarious  show  on  the  air! 

Exclusive!  LIBERTY  MINSTRELS 

A  full  hour,  5  days  a  week  with  top  all-star 
cast^ — 16  piece  live  orchestra.  First  morning 
minstrel  show  ever  presented! 

LIBERTY  BROADCASTINC  COMPANY 


■■■I 


AMERICA'S  THIRD  LARGEST  NETWORK 
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THCBeU  SYSTEM'S  TV  MCTWORKS 


pplllllpl^^ 

I 


i 


MONITORING  POSITIONS  in  the  new  TV  network  control  center 
ot  the  headquarters  building  of  the  Long  Lines  Dept.,  A.  T.  &  T.  Co., 
Ne-<ii^^b^dea  and  sound  equipment  at  each  position  provide 
finger-tip  iramrai  of  the  network  channels  interconnecting  Man- 
hattan's studios  with  Bell  System's  inter-city  TV  networks.  The 
picture  monitors  are  RCA! 


use  44  RCA  Picture  Meniiorsi 


3^ 


RCA  Picture 
Monitor,  TM-5A. 
Provides  complete 
supervision  of 
composite  picture 
signals  at  every 
stage  of  video 
transmission. 


12  in  New  York,  8  in  Phila- 
delphia, 1  in  Detroit,  3  in 
Baltimore,  4  in  Boston,  5 
in  Chicago,  1  in  Buffalo, 
6  in  Washington,  2  in 
Albany,  1  in  Toledo,  1  in  Milwaukee. 

And  the  Bell  System  is  moving  right  ahead.  By  the 
end  of  1950,  network  routes  will  include  15,000  TV- 
channel  miles — reach  more  than  40  cities — provide 
TV  program  facilities  to  areas  with  populations  add- 
ing up  to  57,000,000  people! 

RCA  takes  pride  in  supplying  many  of  the  picture 


monitors  for  this  vast  network  of  coaxial  lines  and 
radio  relays— the  system  that  makes  network  tele- 
vision practicable. 

•  •  • 

When  you  get  ready  to  expand  your  operations,  look 
to  RCA  for  everything  in  the  "specs"— complete  sta- 
tion studios,  fully-equipped  transmitter  rooms,  film 
projector  rooms,  all  field  equipment  gear,  entire  con- 
trol rooms,  "tailored"  antenna  systems. 

Your  RCA  Broadcast  Sales  Engineer  is  at  your  serv- 
ice. Call  him.  Or  write  Dept.  19-IB,  RCA  Engineering 
Products,  Camden,  New  Jersey. 


TELEVISION  BROADCAST  EOUIPMEMT 

RADIO  CORPORATION  of  AMERICA 

ENGINEERING  PRODUCTS  DEPARTMENT,  CAMDEN.  N.J, 

Ijl  Canada:  RCA  VICTOR  Company  limited,  MontreaL 


I 


To  a  sponsor's  wife 

who  doesn't  ^'know  a  thing 

about  advertising,  but..." 


Darling,  when  you  throw  a  party  you  know 
just  where  to  look  to  rent  a  canopy  (under 
"Tents,"  of  course) .   Mr.  Billingsley's  electric 
eye  at  the  Stork  opens  automatically  when 
your  entourage  turns  into  53rd  street.  Pancho 
at  the  Pierre  gives  you  his  old  guitar  strings. 
You  understand  The  Cocktail  Party  and 
wouldn't  be  caught  dead  without  tickets  to 
the  next  Hammerstein  opening.  But  when 
your  spouse  talks  about  markets  and  you're  in 
there  cat  quick  telling  him  to  advertise  only 
in  the  big  cities,  that's  the  time  for  you  to 
samba  back  to  Tiffany's. 

Because,  sister,  big  city  markets  exclude  Iowa 
and  that's  unhealthy  for  your  husband's 
business,  whether  he  makes  money  bags  or 
publishes  text  books.    The  nation's  best 
customers  grow  on  Iowa  farms.    In  72  of 
Iowa's  99  counties,  farm  families  spend  at  least 
50%  more  money  than  the  national  average. 
That's  the  heaviest  concentration  of  big- 
spending  farm  counties  in  the  U.  S.  And, 
in  the  book  department,  Iowa's  literacy  rating 
of  99.2%  ranks  first  in  the  nation. 

But  agricultural  Iowa  is  only  half  the  story. 
Industrial  Iowa  accounts  for  almost  half  of 
the  state's  $4-billion-plus  annual  income  of 
individuals. 

Why  tell  you  these  things?    Shucks,  honey, 
unless  you  happen  to  be  from  Eastern  Iowa 
you  might  not  know  what  a  fat  job  WMT 
does  hereabouts.    And,  bless  your  cute  litde 
heart,  somebody  has  to  pay  your  bills.  We're 
just  trying  to  help  you  make  it  easy  for  Papa. 


m  m  m- 


R 


OBERT  L.  MOBLEY  to  Detroit  staff  Ross  Roy  Inc.  as  account 
executive  in  charge  of  Chrysler  Motor  Parts  Corp.  account. 


JIMMY  BLAIR,  senior  director-producer  WOIC  (TV)  Washington,  to 
Lamb  &  Keen  Inc.,  Phila.,  in  TV  department. 

RICHARD  R.  DUMIT,  director  of  radio  copy  and  programs  Aylin  Adv., 
Houston,  forms  Dumit  Adv.  Agency,  603  Avondale,  Houston  6.  Phone  is 
JA  1368. 

FRANK  BRUGUIERE,  copy  department,  Blow  Co.,  S.  F.,  to  copy  staff 
Brisacher,  Wheeler  &  Staff,  S.  F.  Was  partner,  Avery  &  Bruguiere,  S.  F 
ALEX  EVANS,  account  executive  BW&S,  S.  F.,  becomes  vice  president 
and  manager  at  L.  A.,  succeeding  DONALD  A.  BREYER,  resigned  tc 
join  Ted  H.  Factor,  same  city,  as  executive  vice  president. 

O'NEILL  RYAN  Jr.,  vice  president  and  director  J.  Walter  Thompsor 
Co.,  N.  Y.,  resigns  to  devote  full  time  to  Rystan  Co.,  Mt.  Vernon,  N.  Y. 
of  which  he  is  president  and  a  director. 

CARL  WILKIN  S,  advertising  and  sales  promotion  manager  Gerbei 
Products  Co.  in  Michigan,  to  Rhoades  &  Davis,  S.  F.,  as  vice  president 

DICK  PARKER,  writer-producer,  to  Smith  &  Bull  Adv.,  Hollywood,  a: 
radio  and  TV  director.    Succeeds  DICK  GARTON,  resigned  to  devoti 


on  all  accounts 


BASIC  COLUMBIA  NETWORK 


WILLIAM  H.  EYNON,  newly 
appointed  director  of  radio 
and  television  for  Dowd- 
Redfield  &  Johnstone,  advertising 
agency.  New  York,  started  in  ra- 
dio as  a  salesman  at  the  Yankee 
Network  in  1930  after  several  years 
as  a  civil  engineer  with  numerous 
power  companies. 

Five    years    later    he  bought 
WBSO  Needham,  Mass.,  moved  the 
station  to  Boston  and  changed  the 
call  letters  to  WORL.    As  operator 
of  WORL  he  intro- 
duced to  Boston  the 
format  of  broadcast- 
ing   popular  music 
for  55  minutes  and 
then  five  minutes  of 
news,  every  hour  on 
the  hour.   Two  years 
later    he    sold  the 
station  and  returned 
to  the  Yankee  Net- 
work as  assistant  to 
Linus  Travers,  vice 
president   and  gen- 
eral manager. 

In  1943  he  joined 
the  H.  B.  Humphrey 
Co.,  Boston,  as  radio 
director.  Subse- 
quently he  moved  to 
the  agency's  New 
York  office  as  vice 
president  in  charge  of  radio  and 
television. 

While  with  that  agency  Bill  sold 
network  shows  to  the  following: 
The  Christian  Science  Monitor,  The 


First  Church  of  Christ  Scientist 
The  Employers  Group  Insuranci 
Companies  of  Boston,  Walthan 
Watch  Co.  and  The  National  Coun 
cil  of  the  Protestant  Episcopa 
Church.  In  television,  Mr.  Eynoi 
created  the  Saks  34th  Street  Tele 
vision  Shojyper  show. 

Two  months  ago  he  joined  thr 
newly  merged  agency — Dowd,  Red 
field  &  Johnstone  in  New  Yori 
Among  the  active  radio  and  tele 
vision  accounts  that  Mr.  Eynon  wil 
supervise  are  Blocl 
Drug  Co.,  Jame. 
Art  Gi-eeting  Care 
Stahlmeyer  Meats 
Bell-Ans  and  Colo 
nial  Airlines. 

Mr.  Eynon  is  mar 
ried  to  the  forme:' 
Natalie  Peterson 
They  have  f  o  u : 
daughters,  Deborah 
16;  Betsy,  14;  Con 
stance,  11;  Susan 
nah,  8.  The  famih 
live  in  Cape  Cod  ii 
a  year  round  honi' 
of  their  own.  Mi 
Eynon  commute 
weekends.  D  u  r  i  n  i 
the  work-week  b 
lives  in  a  Manhattai 
^ILL  apartment. 

His  hobbies  are  fishing  in  sal 
water,  hunting  ducks  and  sailinj 
in  his  own  sailboat. 

He  is  a  member  of  the  Cap' 
Cod  Surf  Casters  Assn. 
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3|5fulltime  to  KTLA  (TV)  Hollywood  appearances. 

1 

feERBE-PENN  ADV.  Co.,  Santuice,  P.  R.,  opens  with  JOHN  ZERBE,  vice 
ijresident  and  general  manager  WKAQ  San  Juan,  as  president;  RICHARD 
!?ENX,  agency  man  in  X.  Y.,  and  past  manager  Colgate-Palmolive-Peet 
pranches  in  P.  R.  and  Brazil,  vice  president.  Address  is  P.  0.  Box  3686, 
Avenida  Fernandez  Juncos  1264.  Telephone  2-1242. 

EVELYN  WIGGINS,  Roy  S.  Durstine  Inc.,  L.  A.,  to  Guild,  Bascom  & 
Bonfigli,  S.  F.,  as  office  manager. 

1:HUCK  SHIELDS,  continuity  department  KRNT  Des  Moines,  to  copy 
and  script  writer  Bozell  &  Jacobs,  Omaha. 

'JAMES  H.  DAVIS,  of  agency  bearing  his  name,  to  Wyckoff  Agency, 
^.  F.,  as  account  executive. 

BRADFORD  COLLINS,  account  executive  McCann-Erickson,  S.  F.,  to 
';Brisacher,  Wheeler  &  Staff,  S.  P.,  in  same  capacity.  Change  effective 
Sept.  15. 

^«3|L  WALTER  THOMPSON  Co.  opened  Florida  office  Sept.  1  to  handle 
(Florida  Citrus  Commission  account.    JOHN  H.  FORSHEW  heads  office, 
ocated  at  711-12  Marble  Arcade,  Lakeland. 

J  GARFIELD  &  GUILD,  S.  F.,  changes  firm  name  to  SIDNEY  GARFIELD 
&  Assoc.    Address  remains  45  Second  St.    Associates  in  new  reorgan- 
4  zation  include  BILL  MORRISON  and  JERRY  SCHUEPBACH. 

HENRY  QUEDNAU  Inc.,  Tampa,  Fla.,  elected  to  membership  American 
lAssn.  of  Advertising  Agencies. 

FORD  SIBLEY,  vice  president  Foote,  Cone  &  Belding,  S.  F.,  to  head 
publicity  committee  for  this  year's  Community  Chest  fund  drive  in 
Northern  California. 

HENRY  P.  RITZ,  partner  in  Schultz  &  Ritz,  Portland,  Ore.,  to  George 
•McXutt  Adv.,  Oakland,  as  account  executive. 

CONSOLDATED  ADV.  AGENCY  Inc.,  S.  F.,  changes  name  to  RICHARD 

'N.  MELTZER  Inc.    Address  remains  785  Market  St. 

;i 

^\DVERTISING  Assn.  of  the  West  moves  headquarters  to  425  Bush 

"St.,  S.  F.  Telephone  remains  Garfield  1-6868. 

I 

*  


Network  Accounts 

(Continued  from  page  11) 


^tv.ry.  WTCN-TV  Minneapolis-St.Paul,  will  carry  it  Wed.  evenings; 
,KPIX  (TV)  San  Francisco,  Sat.  nights  following  w-restling,  and  KRLD- 
,TV  Dallas-Ft.  Worth,  Tues.  night,  10  p.m.  This  makes  total  of  seven  spot 
■markets  for  series  in  addition  to  Fri.  NBC-TV  network  program.  Agency: 
Cayton  Inc.,  N.  Y, 

^ELECTRIC  Go's.  Adv.  Program  renews  Meet  Corliss  Archer,  Sun.  9- 
,9:30  p.m.,  CBS,  effective  Oct.  1.  Agency:  N.  W.  Ayer  &  Son  Inc.,  N.  Y. 
i 

PET  MILK  SALES  Corp.,  St.  Louis,  renews  Mary  Lee  Taylor  Shoiv 
from  Oct.  21,  and  Fibber  McGee  and  Molly  from  Oct.  24  on  NBC.  Fibber 
McGee  and  Molly  returns  Sept.  19  on  Tues.,  8:30-9  p.m.,  replacing 
Pet  Milk's  Bob  Crosby  Show,  Sun.,  9:30  p.m.  Taylor  show  originates  in 
St.  Louis  Sat.,  9:30-10  a.m.  Agency:  Gardner  Adv.,  St.  Louis. 

HOUSEHOLD  FINANCE  Corp.  returns  People's  Platform  to  CBS-TV 
Sun.,  6:30-7  p.m.  CDT.  Agency:  LeVally,  Chicago. 

FAULTLESS  STARCH  Co.,  Kansas  City,  renews  Faiiltless  Starch 
Time,  NBC,  Sat.,  10-10:15  a.m.,  CST,  for  52  weeks  from  Oct.  24.  Show 
originates  at  WLW  Cincinnati  on  NBC  split  network  of  53  stations. 
Agency:  Bruce  B.  Bremer  &  Co.,  Kansas  City. 

ANIMAL  FOUNDATION  Inc.,  Sherburn,  N.  Y.  (Hunt  Club  Dog  Food), 
'■will  sponsor  Bill  Shadel  and  the  News,  five-minute  Sunday  newscast 
!over  CBS,  beginning  Sept.  24.   Agency:  Moser  &  Cotins,  N.  Y. 
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SPOT  BUYERS 

no  matter  what 
yardstick  you  use 


WHAM  is  your  best  buy 
— for  Western  New  York 


Reasons-v/hy  are  legion.  Here  are  just  four, 
answering  the  most  important  questions  that 
any  time  buyers  will  ask  about  a  market  and 
its  coverage. 


PENETRATION 


WHAM's  50,000  watts  on  a  clear  channel 
provide  BMB  primary  coverage  of  15  coun- 
ties— dominant  superiority  over  any  other 
Rochester  station.  And  if  you  want  only  the 
smaller  Rochester  Trading  Area,  WHAM  still 
offers  dominant  BMB  superiority  over  any 
other  Rochester  station! 


LISTENER  LOYALTY 

WHAM  has  been  covering  this  area  for  28 
years,  longer  than  anybody  else!  We  know 
our  audience;  they  know  us.  A  whole  gen- 
eration has  grown  up  listening  to  WHAM! 
To  many  a  home,  radio  and  WHAM  are  one 
and  the  same! 


PROGRAMS 


The  powerful  NBC  line-up,  plus  exclusive 
WHAM  franchises  to  such  participation 
shows  as  "Cinderella  Weekend,"  "Tello- 
Test,"  the  "Answer  Man,"  etc.— ideal  for  spot 
campaigns. 

And  it's  the  only  clear  channel  upstate  sta- 
tion with  early  morning  and  noontime  pro- 
grams beamed  directly  at  the  prosperous 
farmers,  fruit  growers,  and  dairymen  in  this 
rich  farming  area. 


= — ^PRESTIGE 


8 


WHAM's  Rochester  Radio  City  is  a  showplace 
drawing  more  than  120,000  studio  visitors 
yearly.  When  people  in  this  area  speak  of 
leadership  in  radio,  they  speak  of  WHAM 
— first  to  bring  AM,  FM,  and  TV  to  Rochester! 


ROCHESTER,  N. Y. 

Basic  NBC    .    30. 000- Watts    .    Clear  ChanntI 
1 180  KG 

Owned  and  Oper'ted  by  Stromberg-Carlson  Co. 
REPRESENTED  BY 
GEORGE  P.  HOLLINGBERY  COMPANY 
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WITH  AGAIN  1ST 

IN  RADIO  AUDIENCE 


WITH 


23.8 


RATES  FOR  125  WORD  SPOT 
.       ANNOUNCEMENT,  CLASS  A,  ONE  TIME: 

 $16 


STATION  A  23.6  (NETWORK) 


STATION  B  21.4  (NETWORK) 


STATION  C  15.5  (NETWORK) 


STATION  D  9.6  (NETWORK) 


$50 


$70 


$30 


COMPARE!  COMPARE!  COMPARE! 

W-I-T-H,  the  BIG  independent  in  Baltimore,  had  a  BIGGER 
audience  than  any  other  station  in  town,  including  all  four  network 
stations!   At  W-I-T-H's  low,  loiv  rates — what  a  bargain! 
For  full  details,  call  your  Headley-Reed  man  today. 


*  HOOPER  RADIO  AUDIENCE  INDEX,  JUNE-JULY  1950;  TOTAL  RATED  TIME  PERIODS 
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llEAVY  GRID  SCHEDULES  SOLD 


Record  Billings  Assured 


FOOTBALL  billings  promise 
jto  set  alltime  records  as  spon- 
sors all  over  the  nation  are 
completing  schedules  that  will 
bring  leading  college,  profes- 
.jsional  and  high  school  games 
'to  weekend  radio  and  televi- 
sion audiences. 

Despite  spirited  bidding  for 
'rights  to  games  and  increas- 
ng  efFoi-ts  by  schools  to  get  more 
money  out  of  sponsors,  the  fall 
radio  campaigns  will  include  most 
bf  the  major  college  contests. 

Customary  last-minute  juggling 
knd  dickering  by  timebuyers  was 
(it  a  peak  last  week  but  another 
:ew  days  will  find  sponsors  ready 
:;o  announce  complete  schedules. 

Still  noticeable  was  an  increased 
trend  to  sports  networking  by  spon- 
sors through  independents  and  re- 
gional station  groups  [Broadcast- 
!;ng,  Aug.  28  football  roundup]. 

Coast-to-coast,  the  highlights  in 
';he  fall  football  scene  look  about 
ike  this : 

#  Atlantic  Refining  Co.  plans 
■greater  radio-TV  budget,  setting 
ts  sights  on  extensive  coverage  in 
i:he  East. 

%  Tidewater-Associated  Oil  Co. 
announces  a  full  radio  schedule, 
vith  TV  arrangements  still  pend- 
ing, in  the  West. 

9  Networks  apparently  holding 

,;iNCLAIR  dealers  (Gary,  East  Chi- 
cago and  Indiana  Harbor,  Ind.) 
'onclude  arrangements  for  Big  Ten 
soverage  over  WWCA  Gary.  L  to  r  are 
Sill  Sykes,  dealers'  general  manager; 
[omes  P.  Fitzgerald,  WWCA  account 
ixecutive;  Hal  Holman,  WWCA  na- 
ional  representative;  V.  L.  Brophy, 
iinclair's  midwest  merchandising  ex- 
ecutive, and  his  assistant,  J.  E. 
Bardone. 


their  own.  CBS'  weekly  roundup 
of  college  games  will  be  sponsored 
by  a  national  advertiser  this  year. 

0  Reappearance  this  fall  of 
Chevrolet  Dealers,  Standard  Oil  of 
Indiana,  and  other  traditional  foot- 
ball sponsors. 

9  Sponsorship  of  Notre  Dame 
games  by  American  Trust  Co.  with 
feeds  to  more  than  15  stations  in 
the  East  and  Midwest.  More  pick- 
ups, radio  and  TV,  probably  will 
be  made  of  Fighting  Irish  games 
than  of  any  other  college  schedule. 

DuMont  TV  will  telecast  Notre 
Dame  games  again  this  year. 
Chevrolet  Motor  Division  of  Gen- 
eral Motors  will  sponsor  all  home 
games  over  23  stations.  Network 
still  has  an  eye  open  for  sponsors 
of  Yale-Princeton,  Yale-Columbia 
games  which  are  fill-ins  for  gaps 
created    by    Notre    Dame  games 


played  away.  After  games,  Col- 
gate-Palmolive-Peet  will  sponsor 
Football  Chat,  a  10-minute  sum- 
mary. 

CBS  again  will  carry  its  three- 
hour  weekend  roundup  of  leading 
college  football  games  with  a  spon- 
sor. Beginning  Oct.  7,  R.  J.  Reyn- 
olds Co.  (Camels)  sponsors  the  20- 
game  series.  Price  for  the  package 
was  about  a  quarter  million  dol- 
lars. Connie  Desmond  will  handle 
description. 

On  television,  Esso  Standard  Oil 
Co.  will  sponsor  18  Army,  two  Navy 
and  one  Columbia  games  over  21 
CBS  stations.  Red  Barber,  CBS 
sportscaster,  will  handle  games  on 
TV. 

MBS  reports  co-op  sponsorship 
of  games  from  all  over  the  country 
with  Ohio  State's  schedule  pre- 
dominating.   Mutual  also  plans  a 


SOONERS'  GRID  ROW  »r 

A  POLITICAL  tempest  erupted  in  Southwest  radio  and  sports  circles 
last  week  as  the  U.  of  Oklahoma  board  of  regents  balked  at  plans  calling 
for  broadcast  rights  to  its  football  games  under  sponsorship  of  the 
Oklahoma  Democratic  Party. 

After  several  days  of  conferences 
and  political  party  maneuvering, 
Joseph  Bernard,  vice  president  and 
general  manager  of  KOMA  Okla- 
homa City,  told  Broadcasting  he 
believes  the  Democratic  party  will 
release  KOMA  from  its  contract  if 
the  university's  regents  formally 
reject  the  party  as  a  sponsor. 
KOMA  may  offer  an  alternate 
sponsor,  he  said,  adding  that  the 
station  has  no  intention  of  par- 
ticipating in  any  squabbles  between 
the  university  and  the  political 
parties. 

Dr.  George  L.  Cross,  university 
president,  stated  that  "broadcasts 


of  university  activities  under  politi- 
cal sponsorship  will  not  be  permit- 
ted by  the  regents."  He  added  that 
the  university's  overall  contract 
with  KOMA  was  a  "tentative"  one 
subject  to  approval  by  the  board. 

Station  officials  later  wrote  to 
Dr.  Cross  and  requested  a  meeting 
to  resolve  the  dispute,  which  drew 
strong  demands  from  Republican 
officials  "for  equal  time."  Floyd 
Carrier,  State  Republican  chair- 
man, had  promised  the  protest  will 
be  carried  "all  the  way  up  to  the 
FCC  if  necessary." 

James  H.  Arrington,  Democratic 
Party  chairman,  said,  however, 
(Continued  on  page  93) 


pickup  of  the  Michigan-Army  game 
to  be  played  at  Yankee  Stadium. 
Network  reports  Gillette  Razor  Co. 
probably  will  pay  the  bill  for  ex- 
clusive Army-Navy  game  coverage 
although  the  contract  is  yet  to  be 
signed.  R.  J.  Reynolds  Co.  also 
will  sponsor  five-minute  roundups 
before  and  after  the  Game  of  the 
Week  series.  All  Mutual  stations 
will  be  fed. 

NBC  radio  football  coverage  has 
not  yet  been  set.  NBC-TV  report- 
edly plans  a  three-pronged  coverage 
of  Eastern  football.  Home  games  of 
Pennsylvania  at  Philadelphia;  Har- 
vard at  Cambridge,  Mass.,  and 
Princeton  at  Princeton,  N.  J.,  total- 
ing 21  contests,  are  expected  to  be 
covered  by  NBC  cameras.  To  facili- 
tate handling,  regional  relays  prob- 
ably will  be  set  up  with  some  games 
carried  into  the  Midwest.  Some  16 
stations  will  carry  the  telecasts, 
sponsored  by  Atlantic. 

Sylvania  Products  Co.  sponsors 
football  on  ABC  radio,  starting 
Sept.  30  with  the  North  Carolina- 
Notre  Dame  tilt.  Schedule  includes 
outstanding  games,  according  to 
pre-season  estimates. 

ABC-TV  as  yet  has  to  obtain  a 
sponsor  for  its  coverage  of  Penn's 
seven  home  games.  On  Sundays, 
Sun  Oil  Co.  foots  the  bill  for  Na- 
tional League  pro  football 
games,  beginning  Sept.  16.  Net- 
work's hour  long  film  Thursday 
(Continued  on  page  80) 

STANDARD  Oil  of  Indiana  again 
sponsors  all  Colorado  U.  football 
games  for  KOA  Denver  for  fourth 
year  in  a  row.  L  to  r  are  T.  J.  Wolfe, 
firm's  Colorado  division  manager; 
Ward  Egbert,  firm's  assistant  gen- 
eral manager;  Starr  Yelland,  KOA 
sportscaster;  Duncan  McColl,  KOA 
sales  manager. 


WFAA,  KABC  REJOIN  NAB 


NAB'S  current  series  of  district 
meetings  hit  a  high  spot  in  San 
Antonio  Thursday  and  Friday 
when  Clyde  W.  Rembert,  KRLD 
Dallas  and  District  13  director,  told 
the  district's  annual  meeting  in 
San  Antonio  that  two  50  kw  Texas 
stations  had  returned  to  member- 
ship. The  stations  are  WFAA  Dal- 
las [Closed  Circuit,  Apr.  24]  and 
KABC  San  Antonio. 

With  the  association  plannning 
a  nationwide  membership  drive,  the 
return  to  the  fold  of  these  outlets 
was  hailed  as  a  highly  favorable 
portent. 

A  disturbing  exodus  of  larger 
stations  had  taken  place  in  the  last 
year  -  and  -  a  -  half,  including  such 
stations  as  WOAI  San  Antonio; 
WBAL  and  WFBR  Baltimore; 
KTBS  Shreveport,  La.;  WNEW 
WOV  and  WQXR  New  York;  WIP 
Philadelphia;  KPRC  Houston; 
WTMJ  Milwaukee;  WWJ  Detroit; 
WKY  Oklahoma  City  and  KVOO 
Tulsa. 

On  top  of  that  CBS  and  ABC 
withdrew  as  associate  members 
last  spring  and  then  pulled  out 
their  O&O  stations. 

With  fewer  than  507c  of  stations 
enrolled  as  active  members,  NAB 
has  been  planning  a  campaign  to 
swell  its  ranks.  During  the  dis- 
trict meetings,  board  members  have 
been  contacting  members  and  ac- 
quainting them  with  association 
services.  William  B.  Ryan,  NAB 
general  manager,  is  planning  to 
take  several  quick  trips  to  contact 
key  non-members. 

In    announcing    the    return  of 


BANKHEAD  SUIT 

Settled  for  $5,000 

TALLULAH  BANKHEAD,  wTo 
flew  into  a  million-dollar  rage  a 
year  ago  because  she  claimed  Proc- 
ter &  Gamble  had  insulted  her 
shape — as  galling  an  insult  as  you 
can  throw  at  Miss  Bankhead — last 
week  had  cooled  ol¥  to  such  a  low 
simmer  that  she  settled  her  suit 
for  $5,000. 

Miss  Bankhead  in  March  1949, 
sued  Procter  &  Gamble,  Benton  & 
Bowles,  CBS  and  NBC,  for  $1  mil- 
lion on  the  grounds  she  had  been 
outraged  by  a  singing  commercial 
advertising  Prell,  a  P  &  G  shampoo. 

According  to  her  suit,  filed  in 
New  York  State  Supreme  Court, 
Miss  Bankhead  was  "particularly 
aggravated"  by  the  personification 
of  "a  tube  as  plaintiff." 

The  four  defendants  last  week 
arranged  a  settlement  with  Miss 
Bankhead  for  $5,000.  A  spokesman 
for  Procter  &  Gamble  emphasized 
that  the  jingle  was  withdrawn  from 
the  air  some  time  ago  but  that  "the 
discontinuance  was  in  no  way  an 
admission  on  the  part  of  the  defend- 
ants that  the  claims  (of  Miss  Bank- 
head)  were  valid." 

"Miss  Bankhead  :  igned  the 
(settlement)  agreement  and  ac- 
cepted payment  with  that  under- 
standing," the  spokesman  said. 


WFAA  and  KABC  to  NAB,  Di- 
rector Rembert  told  114  Texas 
broadcasters  at  the  Plaza  Hotel, 
San  Antonio,  that  he  had  invited 
.non-members  to  attend  for  the  ex- 
plicit purpose  "of  demonstrating  to 
them  why  they  should  be  members 
of  this  association." 

"I  know  NAB  has  not  been  a 
perfect  association,"  Mr.  Rembert 
continued,  "but  we  are  certainly 
making  every  effort  to  make  it  the 
kind  of  trade  association  you  want. 
I  want  to  see  this  state  of  Texas 
1007r  in  NAB." 

NAB  Highly  Regarded 

Favorable  reaction  to  NAB  has 
been  noted  at  all  the  current  dis- 
trict meetings,  headquarters  offi- 
cials explain,  with  many  members 
declaring  they  have  been  impressed 
by  the  sales  presentation  slide  film 
prepared  by  the  Public  Affairs 
Dept.  under  direction  of  Robert  K. 
Richards,  director,  and  Jack  Hard- 
esty,  assistant  director. 

This  film  is  described  as  the  first 
direct  effort  of  NAB  to  promote 
its  services  to  the  members  and 
acquaint  them  with  the  associa- 
tion's operations. 

Mr.  Rembert  has  been  particu- 
larly active  in  membership  work  in 
his  capacity  as  chairman  of  the 
NAB  board's  membership  commit- 
tee. 

Mr.  Rembert  presided  at  his  final 
district  meeting,  his  term  expiring 
at  the  1951  NAB  convention.  A 
new  director  will  be  elected  by  mail 
in  January,  since  Mr.  Rembert  is 
ineligible  after  two  consecutive 
terms  of  service. 

A  resolution  was  adopted  late 
Thursday  voicing  "rousing  support 
for  the  NAB  program  and  leader- 
ship in  the  present  critical  period." 

Mr.  Rembert  was  lauded  by  the 
district  for  his  "tireless  efforts" 
on  behalf  of  the  industry.  He  called 
for    support   of   President  Justin 


Miller  and  General  Manager  Ryan, 
terming  them  "a  great  team." 

Several  resolutions  were  adopted 
Thursday,  with  others  scheduled  for 
Friday  action.  Approval  was  voiced 
for  NAB's  proposal  for  an  industry- 
wide study  of  radio  rates  and 
media  costs,  designed  to  answer 
the  report  by  Assn.  of  National 
Advertisers  calling  for  radio  rate 
reductions  because  of  TV  audience 
inroads.  Other  resolutions  en- 
dorsed NAB's  board  for  pledging 
the  industry's  support  of  the  na- 
tional defense  program  and  "heart- 
ily commended"  appointment  of 
Mr.  Ryan  as  general  manager. 

Members  of  the  resolutions  com- 
mittee were  Charles  Jordan,  KFJZ 
Fort  Worth;  Ray  Herndon,  KTRH 
Houston,  and  Frank  Punell,  KCBD 
Lubbock. 


AMA  SPOT  DRIVE 

To  Use  1,600  Stations 

IN  FURTHERANCE  of  its  volun- 
tary health  insurance  drive,  the 
American  Medical  Assn.  may  use 
spots  on  1,600  stations  covering 
the  48  states,  Alaska  and  Hawaii, 
it  was  reported  at  Russel  M.  Seeds 
Co.,  AMA  agency.  Theme  of  the 
campaign,  which  will  begin  Oct. 
8  and  extend  nearly  two  weeks, 
will  be  "the  voluntary  way  is  the 
American  way." 

AMA  also  plans  to  use  up  to 
12,000  daily  and  weekly  news- 
papers, 30  nationally  circulated 
magazines,  Sunday  supplements  in 
more  than  150  newspapers  and  a 
score  of  trade  publications,  ac- 
cording to  Lockwood-Shackelford 
Advertising  Agency,  assigned  to 
handle  printed  media. 

Executives  at  AMA  in  Chicago 
reported  that  the  number  of  radio 
stations  to  be  used  in  the  campaign 
has  increased  as  state  medical 
societies  have  recommended  that 
radio  be  widely  used. 


Judge  Miller  reviewed  defense 
activities.  Robert  Burton,  BMI 
vice  president,  said  BMI  "last 
month  broke  down  the  last  majoi 
citadel,  the  movies."  Ralph  W. 
Hardy,  NAB  director  of  govern- 
ment relations,  cited  NAB  serv- 
ices to  members.  Richard  P.  Do- 
herty,  NAB  employe-employer  re- 
lations director,  cited  station  op- 
erating cost  data  for  the  area.  He 
advised  broadcasters  their  work  is 
of  an  "essential"  nature  and  sug- 
gested they  explain  radio's  role  in 
public  education  and  morale  in  time 
of  conflict. 

Hosts  at  a  cocktail  party  Thurs- 
day evening  were  the  San  Antonio 
stations. 

Texas  AP  Broadcasters  Assn., 
meeting  Wednesday  night,  elected 
Pat  Flaherty,  KPRC  Houston,  as 
president.  Other  officers  elected 
were  James  Alderman,  WRR  Dal- 
las, vice  president,  and  Robert  Mc- 
Donald, KRGV  Weslaco,  secretary. 
Oliver  Gramling,  AP  assistant  gen- 
eral manager  for  radio,  attended 
the  meeting. 


LeBLANC  CORP. 

Agrees  To  Stop  Ad  Claims 

LeBLANC  CORP.,  Lafayette,  La., 
heavy  user  of  radio  time  through- 
out the  Southern  states,  has  signed 
a  stipulation  agreement  with  Fed- 
eral Trade  Commission  to  discon- 
tinue certain  representations  con- 
cerning the  therapeutic  properties 
of  Hadacol,  its  tonic  and  vitamin 
compound,  FTC  announced  last 
Tuesday. 

The  stipulation  did  not  specify 
broadcast  continuities  and  was  not 
based  on  any  previous  formal  com- 
plaint, but  commission  authorities 
said  the  agreement  would  cover  ad- 
vertising representations  in  all 
media  including  radio.  The  com-' 
pany  has  advertised  on  as  many  as 
200  stations  throughout  the  South. - 

The  firm,  headed  by  Dudley  J. 
LeBlanc,  agreed  to  cease  claims 
that  its  product  has  "any  thera- 
peutic value  other  than  such  as 
results  from  vitamin  Bl,  B2"  which 
it  supplies;  that  it  has  any  "dietary 
value  except  such  as  may  result" 
from  those  vitamins;  that  it  as- 
sures "good  health,  restores  youth-- 
ful  feeling  and  appearance,  and 
does  not  contain  drugs  or  influences 
health  without  the  use  of  drugs." 

LeBlanc  Corp.  also  has  launched 
a  Hadacol  road  troupe  to  promote 
the  preparation  and  reportedly  has 
an  advertising  budget  of  about 
$400,000  per  month  covering  radio, 
television  and  newspapers.  Agency 
is  Erwin,  Wasey  &  Co. 

A  "free  time"  contest,  held  in 
September  1949,  drew  a  number  of 
station  protests  to  Broadcast  Ad- 
vertising Bureau  that  they  were' 
solicited  to  merchandise  the  prod- 
uct by  airing  spot  announcements 
without  charge  [Broadcasting, 
Sept.  19,  1949]. 


Drawn   for   Broadcasting   by   Sid  Hix 
"I  think  I'm  just  what  you're  looking  for  to  head  the  super-BAB,  Judge!" 
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BROADCASTING    •  Telecasting 


>EADS  of  delegations  to  NARBA  Conference  pose  at  opening  plenary 
ssion  Wednesday  (I  to  r):  Keneth  R.  Ingraham  and  Alan  D.  Hodgson, 
ghamas  and  Jamaica;  Dr.  Miguel  A.  Herrera,  Dominican  Republic;  Dr. 
*se  Ramon  Gutierrez,  Cuba;  Capt.  John  Cross  and  FCC  Comr.  Rosel  H.  Hyde, 


FFORTS  to  devise  a  new  North  American  Regional  Broadcasting 
greement  were  resumed  in  Washington  last  week  as  the  Third  NARBA 
onference  was  convened  for  its  Second  Session  amid  mutual  protesta- 
;i|^,ons  of  friendship  and  assurances  of  cooperation. 

Commander  C.  P.  Edwards,  Ca-  *  


United  States;  Commander  C.  P.  Edwards,  Conference  chairman,  of  Canada; 
Miguel  Pereyra  and  Arturo  Melgar,  Mexico;  G.  C.  W.  Browne,  Canada,  and 
Conference  Secretary  Jean  Millot.     The  further  NARBA  negotiations  are 
being  held  at  the  State  Dept.'s  Washington  offices. 


HARBA  PROBUm  F4C£D  ANEW 


Reconvenes  in  D.  C. 


lidian  deputy  minister  of  trans- 
l)rt,  who  was  Conference  chairman 
Jiiring  the  stalemated  First  Ses- 
on  at  Montreal  last  September- 
lecember,  was  elected  by  acclama- 
on  to  continue  as  presiding  of- 
?er. 

He  told  the  opening  plenary  ses- 
on  Wednesday  that  he  was  "quite 
otimistic"  about  the  prospects  of 

i|-,aching  an  agreement  which 
Duld  stabilize  North  American 
M  operations  for  the  next  five 
;ars — much  more  optimistic,  he 
.id,  than  at  some  points  in  the 

ijf.ast. 

Mexico  Participates 

The  sessions  saw  Mexico  par- 
:ipating  for  the  first  time — she 
as  unable  to  take  an  active  role 
the  Montreal  phase — and  a  new 
.(■awing  put  her  first  in  line  for 
.  nf erence    vice    chairman  when 
tahamas-Jamaica  secured  permis- 
fon  to  give  up  its  own  priority  on 
;  e  office.    Cuba  also  resigned  its 
Ight  to  name  the  chairman  of  the 
j|  1-afting  committee,  giving  Mexico 

5  is  privilege. 
■,  ,  Wednesday's  plenary  session  was 
pi  lowed  by  a  series  of  committee 
'  eetings    designed    primarily  to 
ttle   upon   procedures.     One  of 
ese   was   a   U.    S. -Cuba-Mexico 
eeting  to  work  out  a  starting 
)int  for  the  difficult  problem  of 
;gotiating  channel  allocations. 
U.    S.  -  Cuban    differences  were 
e  principal  stumbling-block  in  the 


3DRESS  of  welcome  at  opening 
enary  session  was  presented  by 
{ward  G.  Miller  (I),  assistant  secre- 
ry  of  stote  for  inter-American  af- 
irs,  shown  here  with  Jean  Millot, 
Conference  secretary. 


Montreal  sessions,  which  were  re- 
cessed last  December  to  permit 
bilateral  conferences  in  search  of 
a  solution.  These  U.  S.-Cuban 
sessions  extended  over  several 
weeks  and  at  one  point  appeared 
near  success,  but  wound  up  in  dis- 
agreement [Broadcasting,  March 
27]. 

In  addition  to  Cuba's  demand — 
which  the  U.  S.  delegation  con- 
sidered too  far-reaching — Mexico 
reportedly  is  seeking  rights  to  four 
additional  channels  below  1000  kc, 
in  accordance  with  the  objectives 
she  indicated  at  the  1947  Havana 
meeting  of  engineers  in  prepara- 
tion for  the  NARBA  conference. 

She  reportedly  is  willing  to  ac- 
cept 540  kc  as  one  of  these  chan- 
nels and  to  exchange  higher-chan- 
nel rights  or  work  out  a  "sharing" 
arrangement  for  the  three  others. 
She  already  is  using  540  kc,  which 
has  been  the  subject  of  U.  S.  pro- 
test, and  seems  certain  to  encounter 
strong  objections  from  U.  S.  sta- 
tions on  the  sharing  proposal. 

Opposition  Seen 

Any  Mexican  effort  to  revive  the 
so-called  Gentlemen's  Agreement — 
whereby  the  U.  S.  has  put  only  day- 
time stations  on  certain  Mexican 
channels — may  be  expected  to  draw 
the  concentrated  fire  of  the  Day- 
time Petitioners  Assn.,  composed 
of  daytimers  who  are  seeking  full- 
time  use  of  these  frequencies. 
DPA  President  Howard  Hayes  of 
WPIK  Alexandria,  Va..  and  Leon- 
ard Marks,  DPA  Washington 
counsel,  were  on  hand  for  the  open- 
ing session. 

In  the  address  of  welcome,  Ed- 
ward G.  Miller,  U.  S.  assistant 
secretary  of  state  for  inter-Ameri- 
can affairs,  expressed  hopes  that 
the  delegates  would  "set  an  ex- 
ample for  the  peaceful,  efficient, 
and  friendly  solution  of  interna- 
tional problems"  and  again  "dem- 
onstrate our  inherent  belief  that  it 
is  possible  for  intelligent  and  far- 
sighted  men  to  resolve  their  dif- 
ferences by  amicable  means." 

He  assured  the  conference  that 


the  State  Dept.  is  "acutely  aware 
of  the  importance  of  the  problems 
of  standard-band  broadcasting  in 
the  pattern  of  our  world  interests." 

Comdr.  Edwards,  conference 
chairman,  conceded  that  though  he 
was  "quite  optimistic"  he  realized 
the  difficulties  in  the  way  of  agree- 
ment. He  said  the  108  AM  fre- 
quencies are  "slices  of  cake"  which 
are  coveted  by  some  3,000  broad- 
casters, but  that  he  felt  the  dele- 
gates should  be  able  to  find  an 
equitable  solution  or  else  go  home 
and  stay  at  home. 

Nations  represented  at  the  con- 
ference are  the  U.S.,  Canada,  Mex- 
ico, Cuba,  the  Dominican  Republic, 
and  Bahamas-Jamaica.  Haiti,  the 
other  NARBA  signatory,  notified 
officials  she  would  not  be  able  to 
participate. 

Treaty  Has  Expired 

The  NARBA  to  be  negotiated 
would  replace  the  treaty  which  ex- 
pired March  29,  1949.  The  First 
NARBA  was  signed  in  1937  and 
became  effective  in  1941,  continuing 
for  five  years,  whereupon  it  was 
extended  for  three  years. 

Delegates  to  the  current  confer- 
ence, based  on  State  Dept.  lists: 

U.  S.— FCC  Comr.  Rosel  H.  Hyde, 
chairman;  Capt.  Johns  S.  Cross,  as- 
sistant chief  of  the  State  Dept.'s  Tele- 
communications Policy  Staff,  vice 
chairman.  Government  advisers: 
James  E.  Barr,  Benito  Gaguine,  H. 
Underwood  Graham,  Joseph  M.  Kitt- 
ner,  Bruce  S.  Longfellow,  Chief  Engi- 
neer Curtis  B.  Plummer,  Ralph  J. 
Renton,  and  Edgar  F.  Vandivere  of 
the  FCC;  Raymond  L.  Harrell,  Miss 
Florence  C.  Kirlin,  Donald  R.  Mac- 
Quivey,  and  Charles  Nolan  of  the 
State  Dept. 

U.  S.  industry  advisers:  George  P. 
Adair,  Washington  consulting  engi- 
neer; William  E.  Benns,  Washington 
radio  consultant;  William  Brennan, 
chief  engineer  of  WVOK  Birmingham: 
Eugene  L.  Burke,  Washington  attor- 
ney; Louis  G.  Caldwell,  Washington 
attorney  and  counsel  for  Clear  Chan- 
nel Broadcasting  Service;  Comdr. 
T.  A.  M.  Craven,  Washington  con- 
sulting engineer;  A.  Earl  Cullum.  con- 
sulting engineer,  of  Dallas;  John  H. 
DeWitt,  WSM  Nashville;  William  F. 
Duttera,  NBC;  R.  Russell  Eagan, 
Washington  attorney;  Andrew  G. 
(Continued  on  page  38) 


MEXICO'S  contingent  included 
Miguel  Pereyra  (center),  director  of 
telecommunications;  Arturo  Melgar 
(r),  and  Jesus  Montes  de  Oca  of  the 
Department  of  Communications. 


BAHAMAS  and  JAMAICA  were  repre- 
sented by  (I  to  r):  Delegate  Alan  D. 
Hodgson;  W.  C.  Thornton  Cran,  an 
observer;  and  Delegate  Keneth  R. 
ingraham. 


REPRESENTING  the  Dominican  Re- 
public were  Dr.  Miguel  A.  Herrera  (I), 
first  secretary  of  the  Dominican  Re- 
public Embassy,  and  Technical  ad- 
viser Francisco  Martinez  Alves. 


CUBAN  representatives  included  (1 
to  r)  Ambassador  Luis  Machado,  a 
familiar  figure  at  past  NARBA  con- 
ferences; Dr.  Jose  Ramon  Gutierrez, 
head  of  the  delegation,  and  Dr. 
Nicolas  Mendoza,  one  of  the  leaders 
in   the   original    NARBA  movement. 


Bed  Howeti 


Gave  The  Nod 
To  Radio . . . 


...And  Touched  off  a  Golden  Decade 
For  Howell  Furniture  Co. 


THERE  HAVE  been  many 
success  stories  written  on  the 
sales  effectiveness  of  radio, 
but  the  story  behind  the 
Howell  Furniture  Co.  of 
Louisville  is  perhaps  one  of 
the  greatest  of  them  all  when 
you  consider  the  progress 
achieved  by  the  company  dur- 
ing 10  years  of  advertising  on 
WAVE  Louisville.  It's  similar  to 
the  story  of  a  man  who  started  out 
on  a  shoe  string  and  before  long, 
thanks  to  his  ingenuity,  became 
owner  of  a  shoe  factory. 

The  man,  in  this  case  responsible 
for  the  advertising  policy  of  the 
Howell  Furniture  Co.,  is  Bert  T. 
Howell,  president  of  the  organiza- 
tion, whose  foresight  and  determi- 
nation for  success  followed  the 
excellent  example  set  forth  by  his 
father,  the  late  Clayton  Howell. 

The  history  of  the  Howell  Furni- 
ture Co.  began  in  May  1933  when, 
in  the  wake  of  the  depression 
period,  a  partnership  was  formed 
between  Clayton  Howell  and  his 
son,  Bert,  marking  the  founding 
of  a  firm  known  as  the  Howell 
Auction  &  Storage  Co.  The  firm 
comprised  a  staff  of  three  employes 
whose  business  was  devoted  to  the 
buying  and  selling  of  merchandise 
at  auction,  the  storage  of  house- 
hold effects,  miscellaneous  goods, 
equipment  and  whatever  else  any- 
one wanted  to  get  rid  of  either  by 
storage  or  sale.  For  approximately 
seven  years  small  progress  was 
made  by  the  company  and  its 
future  did  not  appear  to  offer  any 
assured  change  for  greater  suc- 
cess. Well  aware  of  the  uncertain 
future  of  their  business,  Clayton 
and  Bert  Howell  made  a  decision 
to  begin  dealing  in  new  house 
furnishings.  Name  of  the  firm  was 
changed  to  Howell  Furniture  Co. 

Approached  for  Radio 
In  1940 

In  1940,  soon  after  the  store 
changed  its  name,  a  representative 
of  a  local  radio  station  approached 
the  Howells,  urging  them  to  call 
attention  to  their  line  of  household 
furnishings  by  radio  advertising. 

Bert  Howell  listened  with  keen 
interest,  for  only  a  few  years  be- 
fore he  had  learned  what  could  be 
accomplished  by  radio  advertising 
exclusively.  He  formerly  had 
been  associated  with  Montgomery 
Ward  &  Co.  in  Shenandoah,  Iowa, 
where  he  had  watched  the  amazing 
results  obtained  through  radio 
advertising  by  Henry  Field  Co.  and 
Earl  May  Co.  Bert  Howell  had 
been  convinced  of  radio's  effective 
selling  power  before  the  radio  time 
salesman  began  his  sales  pitch,  but 
it  was  a  matter  of  deciding  what 
type  of  radio  advertising  would 
work  most  successfully  for  their 
business.  A  meeting  with  the  sta- 
tion representative  and  an  adver- 
tising agency  was  arranged  and, 
after  discussing  plans,  it  was  de- 
cided that  they  take  a  trip  to  St. 
Louis  and  study  the  methods  of 
radio  advertising  adopted  there  by 
several  furniture  stores.  From  the 
stores  in  St.  Louis,  which  had  suc- 


cessfully used  radio  for  years,  theyf 
learned  the  most  results  were  oL-'i 
tained  by  using  live  hillbilly  musi-j 
cal  groups. 

With  this  knowledge  they  re- 
turned to  Louisville,  and  upor 
finding  a  program  opening  or 
WAVE,  the  Howell  Furniture  Co 
signed  a  year's  contract  to  sponsoi 
Clayton  McMichen  and  his  Georgis 
Wildcats.  "Cost  of  the  one  yeai 
contract  on  WAVE  was  more  thar 
the  net  worth  of  our  entire  com- 
pany," states  Bert  Howell.  "Anc 
when  we  signed  that  contract  foi 
radio  we  built  a  bandstand  in  oui 
store,  making  it  the  point  of  origir 
for  the  daily  noon  broadcasts." 

Series  Is  Innovation 
In  Louisville  Radio 

It  was  the  beginning  of  some 
thing  new  in  Louisville  radio  inas 
much  as  a  local  company  nevei 
before  had  tried  a  program  of  this 
type  as  the  one  and  only  means  oi 
advertising  merchandise. 

Mr.  McMichen  was  known  foi 
his  work  as  an  entertainer  anc 
showman  in  a  few  remote  areas 
but  he  was  something  new  to  th 
bulk  of  his  Louisville-area  radic 
audience.  He  had  two  problems 
that  faced  him.  First  he  had  t( 
sell  himself  to  the  public  and  thei 
in  turn  sell  his  sponsor's  products 
From  the  start,  his  handling  of  th( 
program  was  informal  and  down 
to-earth  and  the  arrangement; 
of  his  catchy  folk  tunes  quicklj 
won  the  following  of  a  large  anc 
loyal  audience.  Before  long  hi; 
theme  song,  "South,"  an  old  Dixie 
land  number,  was  known  through 
out  Louisville  and  every  rural  towi 
and  hamlet  in  the  WAVE  coverage 
area. 

"Crowds  which  attended  the 
broadcasts  were  tremendous,"  sayi 
Bert  Howell,  "and  many  salei 
were  made  before  and  after  thi 
broadcast.  People  would  comi 
from  many  miles  to  see  the  show 
It  was  interesting  to  us  that  witl 
this  hillbilly  advertising,  65%  o: 
our  sales  were  rural.  Althougl 
we  knew  the  coverage  of  WAV! 
was  approximately  150  miles,  w 
didn't  expect  that  we  would  receiv 
business  that  distant." 

That  was  the  beginning  of  th 


Page  22     •    September  11,  1950 


BROADCASTING  • 


*  *  * 


JEowell  Furniture  Go's,  venture  into 
(ladio.  Clayton  and  Bert  Howell 
liad  "shot  the  works,"  signing  a 
i|  ear's  contract  for  more  than  the 
|j;hole  company's  worth,  but  they 
jidn't  consider  it  a  gamble.  To 
Ihem  it  seemed  to  be  a  good,  secure 
iiavestment,  destined  to  pay  off  in 
Irofits,  and  they  were  right! 
!]  "The  only  advertising  used  by 
lur  firm  was  the  WAVE  program," 
jtates  Bert  Howell,  "and  in  the 
jrst  year  we  increased  our  sales 
!rom  $56,000  the  previous  year  to 
1326,000  and  increased  our  net 
'  /orth  12  times." 

j  The  amazing  success  of  the  first 
I'ear  of  radio  advertising  for  the 
jlowells  confirmed  their  belief  in 
[he  medium  by  far  exceeding  their 
Ireatest  expectations.  They  knew 
,|hat  with  radio,  plus  the  type  of 
iTogram  designed  to  draw  a  maxi- 
,!ium  number  of  listeners,  as  well 
,1s  a  large  daily  store  audience, 
,(hey  could  count  on  equally  pro- 
juctive  years  to  follow.  Year  after 
|ear  they  renewed  their  contract 
jO  sponsor  Mr.  McMichen  on 
'  IV  AVE,  and  several  years  ago 
Supplemented  their  half -hour  noon 
roadcast  with  a  morning  program 
^  n  WAVE,  6-6:45,  with  15  minutes 
Jf  Church  in  the  Wildwood,  15 
iiiinutes  of  hillbilly  records  and  15 
Jiinutes  of  popular  recorded  music. 

i;  ^ 

1 

Jye  Talent  Emphasized 
pn  Howell  Shows 

-  Although  the  Howells  have  added 
ijecorded  music  to  their  sponsored 
i|irograms,  they  are  of  the  strong 
Opinion  that  live  talent  shows  are 

py  far  the  most  productive  for  their 
'  adio  advertising.      The  Clayton 

itlcMichen  program  is  their  con- 
tinual crowd  puller,  bringing  in 
I  armers  from  out  of  town,  visiting 
r  elebrities  who  have  heard  of  the 
iljirogram's  high  rating  and  drawing 

jiower,  and  town  people  who  make 

jt  a  point  to  attend  the  broadcast. 

Commercials  on  the  program  are 

.andled  by  Ed  Kallay,  WAVE  an- 

louncer. 

The  years  that  followed  its  first 
on  tract  on  WAVE  continued  to  be 
ighly  productive  for  the  Howell 
Ji'urniture  Co.  and  in  1948  two 
I  uxiliary  stores  were  opened. 
'  Prior  to  the  use  of  WAVE  adver- 
ising  our  firm  consisted  of  three 
imployes,"  says  Mr.  Howell.  "At 
he  present  time,  we  are  operating 
il  trucks  and  have  81  employes, 
^'he  present  day  sales  are  approxi- 
fiately  $1.5  million,  with  adver- 
ising  expenditures  of  approxi- 
lately  $75,000  a  year." 

When  WAVE-TV  began  its  first 
ommercial  telecasts  in  Louisville, 
iert  Howell  watched  knowingly, 
le  realized  that  with  the  added 
eature  of  demonstrating  and  pic- 
uring  products,  the  great  new 
ledium  could  be  used  successfully 
*)r  selling  his  merchandise.  It  was 
ot  hard  to  decide  on  the  type  of 
(rogram  he  could  effectively  use 
or  television,  because  the  crowds 
hat  came  daily  to  his  main  store 
0  watch  Mr.  McMichen  and  his 
iV^ildcats  supplied  the  answer, 
ihose  same  people,  and  many  more 
rho  perhaps  were  often  unable  to 


see  him  in  person,  would  be  well 
pleased  to  see  their  favorite  on  tele- 
vision. 

On  Feb.  7,  1950,  the  Howell 
Furniture  Co.  and  Mr.  McMichen 
teamed  up  for  a  weekly  Tuesday, 
7-7:30  p.m.,  television  program  on 
WAVE-TV.  Background  for  the 
TV  program  was  a  huge  photo 
mural  of  the  city  of  Louisville  with 
the  Howell  Furniture  Co.  marked 
with  a  white  indicating  arrow.  Mr. 
McMichen  played  in  the  same  style 
he  had  mastered  in  almost  10  years 
on  WAVE  and  his  television  suc- 
cesss  was  immediately  assured. 
Noted  for  his  ad  lib  remarks  and 
original  expressions,  Mr.  McMichen 
has  stated:  "For  every  man  that 
wears  a  soup  and  fish  tail,  there's 
a  hundred  that  wear  overalls.  So 


RWG, 

AN  "urgent  communication"  from 
the  Radio  Writers  Guild  Eastern 
Regional  Council  in  New  York  to 
guild  members  last  week  brought 
a  fiery  reply  from  former  council 
members  Welbourn  Kelley  and 
Daisy  Amoury,  Broadcasting  has 
learned  unofficially. 

The  council  said  Mr.  Kelley  came 
to  its  July  25  meeting  with  three 
documents.  The  first,  a  resolution 
that  the  Authors  League  of  Amer- 
ica, parent  body  of  the  RWG,  be 
urged  to  offer  the  League's  co- 
operation in  any  "nonpolitical  or 
educational  capacity"  to  the  U.  S. 
government,  was  tabled.  The  sec- 
ond, the  Council  said,  read:  "The 
Council  having  refused  to  vote  for 
or  against  cooperation  with  the 
.  .  .  (government),  now  therefore 
be  it  resolved  that  in  the  present 
and  continuing  war  crisis  in  which 
soldiers  of  the  United  States  are 
fighting  communist  forces  in  Ko- 
rea, the  .  .  .  (council)  go  on  rec- 
ord as  opposed  to  any  cooperation 
with  .  ,  .  (government)  if  such 
cooperation  places  the  Guild  or  its 
members  in  opposition  to  commu- 
nism." 

"At  this  point,"  the  council  said, 


by  granny,  I  feel  I'm  in  a  pretty 
good  business." 

To  people  unfamiliar  with  his 
stores,  Bert  Howell  explains:  "The 
fact  that  we  have  hillbilly  adver- 
tising does  not  mean  that  we  sell 
only  low-priced  merchadise.  It  is 
quite  to  the  contrary  and,  surpris- 
ing as  it  may  seem,  we  find  that  we 
cater  to  the  low  middle  and  some 
high  income  groups.  The  majority 
of  our  trade  is  from  the  middle 
income  groups." 

lOth  Anniversary 
Plaque  Awarded 

June  1950  marked  the  10th  An- 
niversary of  the  Howell  Furniture 
Co.'s  exclusive  radio  advertising  on 
WAVE  and  to  celebrate  the  occa- 
sion WAVE  presented  Bert  Howell 


"the  bad  faith  and  lack  of  genuine 
conviction  with  which  Kelley  had 
brought  his  first  resolution  .  .  . 
became  apparent."  The  second  reso- 
lution was  ruled  out  of  order. 
Whereupon  Mr.  Kelley  submitted 
the  third  document,  his  resignation, 
stating  the  council  had  refused  to 
cooperate  with  the  U.  S.  Govern- 
ment and  he  found  such  association 
"distasteful."  Having  tabled  the 
first  resolution  because  of  its  doubt- 
ful constitutionality,  the  council 
continued,  it  rejected  his  resigna- 
tion because  it  "deliberately  mis- 
represented the  actual  proceedings 
of  the  meeting." 

Trade  Press  Report 

Subsequently  a  report  of  the 
meeting  appeared  in  a  trade  paper 
[not  Broadcasting],  the  council 
said,  although  Mr.  Kelley  had 
promised  to  "keep  private  and  con- 
fidential all  reference  to  his  pend- 
ing resignation."  The  report  car- 
ried "allegations  ...  to  the  effect 
that  council  is  anti-Catholic  and 
anti-American  Legion."  Whereas 
"the  fact  is  that  at  a  council  meet- 
ing of  July  11,  1950,  in  connection 
with  reports  by  the  fact-finding 


with  a  bronze  plaque  commemorat- 
ing "10  years  of  progressive  radio 
advertising"  by  the  Howell  Furni- 
ture Co.  The  presentation  was 
made  on  a  special  commemoration 
program  on  WAVE-TV  by  La  Veil 
Waltman,  WAVE  sales  representa- 
tive, and  formerly  announcer  of  the 
McMichen  broadcasts  for  eight 
years. 

Bert  Howell,  proud  of  his  10th 
anniversary,  was  eager  to  pass  on 
special  benefits  to  his  customers 
as  a  tribute  to  their  loyalty 
throughout  the  years.  It  was 
decided  that  a  big  Radio  Anniver- 
sary Sale  be  featured  throughout 
the  month  of  June  with  $1,500  in 
prizes  offered  to  customers  at  each 
of  the  three  Howell  stores.  In 
addition,  each  customer  received  a 
free  autographed  photograph  of 
Mr.  McMichen  and  his  band.  The 
sale  was  given  heavy  on-the-air 
promotion,  and  the  combined  re- 
sults of  WAVE'S  and  Howell's 
efforts  were  rewarding.  Following 
the  June  sale,  the  Howell  Furni- 
ture Co.  stores  reported  a  45% 
increase  in  sales  as  compared  with 
the  corresponding  period  in  1949. 

After  more  than  10  years,  the 
amazing  productivity  of  radio  ad- 
vertising continues  for  the  Howell 
Furniture  Co.,  illustrating  the 
great  selling  power  of  the  medium. 
As  a  result  of  the  firm's  rapid 
growth,  an  advertising  manager 
was  hired  recently  to  work  in  con- 
junction with  the  R.  C.  Riebel  Ad- 
vertising Agency,  the  local  agency 
that  handled  the  Howell  account 
exclusively  for  many  years. 

That's  the  success  story  of  the 
Howell  Furniture  Co.,  and  should 
you  ever  need  a  radio  booster, 
there's  none  greater  than  Bert  T. 
Howell. 


committee  on  blacklists,  certain 
Catholic  and  Legion  publications 
were  cited  for  using  smear  mate- 
rial taken  from  or  similar  to  that 
found  in  Coimter attack.  The  re- 
ports of  the  fact-finding  committee 
were  made  in  accordance  with  the 
Guild's  campaign  to  combat  the 
growing  danger  of  blacklisting  in 
radio  and  television  industries.  This 
cannot  possibly  be  construed  as  an 
attack  on  religion  or  on  vetei-ans' 
organizations." 

Referring  to  the  questionable 
constitutional'ty  of  Mr.  Kelley's 
first  resolution,  the  council  said 
that  "the  Guild  and  the  League 
have  always  kept  themselves  in  a 
position  to  talk  for  all  members  in 
regard  to  working  conditions.  In 
this  way  Guild  and  League  have 
maintained  enduring  national  unity 
of  purpose  within  a  group  of  peo- 
ple of  widely  divergent  political 
and  social  opinions."  Only  one 
member  of  the  council  knew  of  Mr. 
Kelley's  resolution  before  the  July 
25  meeting,  it  said. 

The  council  then  cited  the  reso- 

(Continued  on  page  36) 
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CBS  salesmen  confer  with  WBT  and  WBTV  (TV)  Charlotte  sales  staff  on  visit 
to  stations  during  a  southern  trip.  L  to  r:  Keith  Byerly,  WBT-WBTV 
gen.  sales  mgr.;  Bill  Shaw,  CBS;  Wally  Jorgenson,  WBT-WBTV;  Gil  John- 
son (seated),  CBS;  Jack  Gainey,  WBT-WBTV;  Henry  Untermeyer,  Hal  Davis 
and  Al  Shroeder,  CBS. 


LEO  BURNETT,  president  of  the  Chi- 
cago agency  of  the  same  name,  gives 
his  secretary,  Mary  Keating,  a  sock 
filled  with  15  silver  dollars  on  the 
agency's  15th  anniversary.  Each  em- 
ploye received  the  same  gift  at  the 
agency's  anniversary  party. 


AWARD  of  merit  is  presented  to 
WBAL  Baltimore  for  consistent  pro- 
gramming of  Army  and  Air  Force 
recruiting  show  Voice  of  the  Army. 
Dr.  David  E.  Weglein  (r),  WBAL-AM- 
TV  public  service  counselor,  accepts 
award  from  Capt.  Harry  K.  Rupert, 
Army  public  information  officer. 


DURING  Hollywood  visit,  Edward  G. 
Smith  (r),  radio  program  dir..  Gen- 
eral Mills,  inspects  applause  meter 
used  on  NBC's  Live  Like  a  Million- 
aire, sponsored  by  firm.  Others  are 
(I  to  r)  Jerry  Bowne,  NBC  producer; 
Bob  Morris,  NBC  engineer;  John 
Reddy,  Masterson-Reddy  &  Nelson, 
packager. 


JOSEPH  CURL  (I)  and  Scott  McLean 
(r),  newest  members  of  the  New  York 
sales  staff  of  WLW  Cincinnati,  con- 
fer in  Cincinnati  with  Harry  Mason 
Smith,  vice  president  in  charge  of 
sales  of  the  Crosley  Broadcasting 
Corp.,  WLW  owner.  They  also  will 
represent  WLWT  (TV)  in  New  York. 


AT  luncheon  where  Young  &  Rubi- 
cam's  Chicago  staff  was  thanked  for 
its  work  on  the  Ad  Council's  "Stop 
Accidents"  campaign  are  (I  to  r): 
John  F.  Whedon,  Y&R  v.  p.;  Paul 
Jones,  NSC  public  information  dir.; 
Wesley  I.  Nunn,  adv.  mgr..  Standard 
Oil  of  Indiana. 


JENNINGS  PIERCE  (center)  tries 
out  some  of  the  gifts  presented  him 
at  a  farewell  party  tendered  him  by 
NBC  Hollywood  staff  when  he  left 
the  network  to  become  general  man- 
ager of  KMED  Medford,  Ore.  Assist- 
ing are  Sidney  Strotz  (I),  v.  p.,  NBC 
Western  Div.,  and  Lewis  S.  Frost, 
assistant  to  Mr.  Strotz. 


GEORGE  NAMED 


Succeeds  Patt  at  WGAR; 
Krause  Promoted 


and  civic  activities  are  too  long  to 
list  here.  .  .  ." 

Along  the  same  vein  of  prais( 
for  Mr.  Patt,  the  News  said  "hij 
affable  and  aggressive  radio  historj' 
here  dates  back  two  decades  during 
vi^hich  time  he  has  shown  himsell 
to  be  a  shrewd  judge  of  public ) 
tastes  and  a  vigorous  worker  foi 
civic  projects.  .  .  ." 

Mr.  George  first  learned  radio  at 
WALR  Zanesville  while  still  at 
college.  He  entered  Cleveland  radio 
after  graduation,  joining  WGAE 
in  1934.  He  holds  a  law  degree  f  roin 
Western  Reserve  U.  Law  Schoo' 
and  is  a  member  of  both  the  Ohic 
State  Bar  and  the  Federal  Com 
munications  Bar  Assn. 

Up  from  the  ranks,  Mr.  Georgt 
began  his  radio  work  in  program 
ming.  He  became  program  director 
in  1941;  a  year  later  he  was  made 
director  of  operations;  assistant 
manager  in  1943,  and  in  1948  he 
added  vice  president  to  his  title. 
In  1945,  Mr.  George  served  as  th^ 
station's  correspondent  in  the  Pa 
cific. 

Mr.  Krause,  42,  has  been  a  mem- 
ber of  the  WGAR  staff  since  the 
station's  opening  in  1930.  Account- 
ant and  office  manager,  Mr.  Krause 
in  1948  became  secretary-treasurer] 
During  the  war  he  served  as  a 
major  in  the  Air  Force. 


CARL  E.  GEORGE  was  named  vice  president  and  general  manager  of 
WGAR  Cleveland  last  week  [Closed  Circuit,  Sept.  4].  He  succeeds  Johr 
F.  Patt,  who  was  elected  president  of  The  Goodwill  Stations  Inc.  (WGAR, 
WJR  Detroit,  KMPC  Los  Angeles)  nearly  a  fortnight  ago  [Broadcasting, 
Sept.  4]. 

Although  only  39-years  old,  Mr. 
George   is   a   17-year  veteran  at 
WGAR.  The  ap- 
pointment ele- 
vates   him  from 
vice  president 
and  assistant  gen- 
eral manager.  In 
that  capacity,  Mr. 
George  had  been 
working  closely 
with  Mr.  Patt  as 
head  of  the  sta- 
tion's sales  de-       Mr.  George 
partment. 

Also  moved  up  at  WGAR  was 
Elmer  M.  Krause  from  secretary- 
treasurer  to  station  director.  The 
appointments,  announced  by  Mr. 
Patt  Sept.  5,  were  part  of  a  gen- 
eral realignment  of  executive  per- 
sonnel begun  with  the  election  of 
Mr.  Patt  by  the  stations'  board  of 
directors.  G.  A.  Richards,  chair- 
man of  the  board,  is  the  stations' 
chief  owner.  Election  of  Mr.  Patt 
and  promotion  of  Worth  Kramer 
to  succeed  Harry  Wismer  as  vice 
president  and  general  manager  at 
WJR  had  been  announced  Aug.  28 
by  Mr.  Richards. 

Favorable  editorial  comment  by 
the  Cleveland  News  and  the  Press 
was  registered  following  Mr.  Rich- 
ards' announcement.  The  latter 
paper  said  Mr.  Patt  "had  it  coming. 
He  has  been  one  of  the  city's  most 
potent  workers.  ..." 

Referring  to  FCC  hearings  on 
charges  that  Mr.  Richards  allegedly 
ordered  the  slanting  of  news  pre- 
sented over  the  stations,  the  Press 
said :  "No  breath  of  criticism  ever 
could  be  brought  against  the  fair- 
ness, the  alertness  and  public 
spirit  of  WGAR.  It  [the  appoint- 
ment] is  good  for  Cleveland  because 
in  spite  of  his  promotion,  Patt  will 
remain  here.  His  club,  charitable 


PROCUREMENT 

New  Gov.  Buying  Group  Set 

RESPONSIBILITY  for  purchase 
of  strategic  and  critical  materials 
and  other  emergency  and  special 
procurement  programs  will  be  con- 
centrated in  a  new  buying  organiza- 
tion within  the  General  Services 
Administration,  GSA  Administra- 
tor Jess  Larson  has  announced.  It 
will  be  known  as  the  Emergency 
Procurement  Service. 

A.  J.  Walsh,  deputy  commissioner 
of  the  Federal  Supply  Service,  will 
head  up  the  unit  as  acting  com- 
missioner of  emergency  procure- 
ment, involving  materials  used  in 
manufacture  of  electronics,  com- 
munications and  other  related 
equipment.  GSA  buys  materials  un- 
der directives  of  the  Munitions 
Board,  which  handles  military  re- 
quirements and  the  government's 
stockpiling  program. 


AD  COUNCIL 

Lauds  Media  Cooperatioi 

THE  Advertising  Council  last  wee 
announced  its  biggest  "peacetime" 
year  in  history.  Utilizing  all 
media,  the  Council  reports  out-^ 
standing  results  in  each  of  its  51 
campaigns  of  the  fiscal  year,  1949- 
50. 

Radio  and  television  played  a 
large  part  in  the  campaigns  o| 
such  projects  as  American  Eco^ 
nomic  System,  American  Heritage; 
American  Red  Cross,  Armed 
Forces  Prestige,  CARE,  CommU'j 
nity  Chest,  Stop  Accidents,  United 
Nations  Day,  U.  S.  Savings  Bonds 
and  Forest  Fire  Prevention.  Na- 
tionwide radio  coverage  was  pro- 
vided by  network  advertisers 
through  the  radio  allocation  plan, 
through  sustaining  programs  on 
networks  and  by  local  stations. 
The  advertising  agencies  as  weU 
contributed  their  radio  creative 
talents. 

The  Council  reports  that  total 
listener-impressions  for  the  yeai 
were  15,264,070,000  on  radio  alone. 

Television  support  of  the  coop- 
erative campaigns  has  increased 
as  its  growth  has  boomed.  The 
four  TV  networks,  TV  sponsors 
and  local  stations  have  requested 
and  used  the  information  provided 
in  the  Council's  TV  bulletins.  Fall 
plans  point  to  even  greater  telej 
vision  usage.  J 
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NEW  ANTENNA  MAKES  WHO 
A  FAR  BEnER  BUY  THAN  EVER! 

who's  Potential  Nighttime 
Audience  Increased  92.7%! 


iWHO  ^ill  be  operating  soon  with  two  new  50  kw  transmitters 
(AM  and  F3I) ,  tAvo  new  antennas,  and  a  new  780-foot  tower. 
Representing  a  8400,000  investment,  this  new  equipment 
not  only  improves  WHO's  transmission,  but  also  brings 
two  hundred  thousand  new  people  uithin  W  HO's  .5  milli- 
volt contour  —  nearly  three  million  new  people  within 
who's  nighttime  fading  zone! 

Here  are  the  figures: 


BEFORE 

NOW 

INCREASE 

Area  Inside  .3  Millivolt 
Contour  (Square  Miles) 

84,500 

89,000 

5.3% 

Population  Inside  .5 
Millivolt  Contour 

3,890,000 

4,100,000 

5.4% 

Area  Inside  Nighttime 
Fading  Zone  (Sq.  Miles) 

73,000 

125,300* 

71.6% 

Population  Inside  Night- 
time Fading  Zone 

3,162,400 

6,096,300 

92.7% 

^Area  of  Iowa  is  52,680  sq.  mi. 
Population  figures  based  on  1940  Census. 

NEW  AM  EQUIPMENT 

who's  new  780-foot  tower,  a 
300- degree  vertical- directional- 
ized  antenna,  is  the  result  of 
years  of  research  and  experimen- 
tation by  "V^'HO's  Technical  Re- 
search Laboratory.  Before  the 
equipment  was  actually  built,  a 
small  model  tower  and  antenna 
were  erected  and  operated  at 
ten  times  T^HO's  frequency. 
This  model  test  made  it  possible 
for  HO's  engineers  to  perfect 
the  design  and  to  determine 
exactly  what  the  new  equipment 
would  do  in  terms  of  more  ef- 
fective transmission.    The  new 


antenna's  design  almost  com- 
pletely eUminates  unusable  ra- 
diation above  40  degrees  from 
the  earth  and  returns  this 
energy  to  horizon  levels. 

NEW  FM  EQUIPMENT 

A  new  12-bay  super-gain  FM  an- 
tenna has  been  installed  near 
the  top  of  the  780-foot  tower. 
This  antenna  radiates  400  kw 
effective  radiated  power  and  is 
driven  by  a  new  50  kw  FM 
transmitter.  Space  has  also  been 
prodded  on  the  tower  for  pos- 
sible future  installation  of  a 
super-gain  TV  antenna. 


major  investment  in  new 
AM  and  FM  equipment  makes 
this  station  the  most  modern  50 
kw  operation  in  the  U.S.  —  is 
proof  of  who's  determination  to 
provide  its  listeners  with  topnotch 
radio  service  ...  its  advertisers 
with  outstanding  radio  values. 
The  1950  Iowa  Radio  Audience 
Survey!  gives  further  evidence  of 
who's  leadership  .  .  .  reveals 
that  HO  is  "listened  to  most" 
by  37.5%  of  Iowa's  radio  families, 
daytime  —  43.9%,  nighttime. 

Get  all  the  facts  about  WHO,  in- 
cluding a  complimentary  copy  of 
the  1950  Survey.  Write  direct  or 
ask  Free  &  Peters. 


fThe  1950  Iowa  Radio  Audience  Sur^'ej 
is  the  thirteenth  annual  study  of  radio 
listening  habits  in  Iowa.  It  was  conducted 
by  Dr.  F.  L.  Whan  of  Wichita  University 
and  his  staff.  It  is  Based  on  personal 
interviews  with  9,215  Iowa  families, 
scientifically  selected  from  Iowa's  cities, 
towTis,  villages  and  farms.  It  is  a  "must" 
for  every  advertising,  sales  or  marketing 
man  who  is  interested  in  radio  in  general 
and  the  Iowa  market  in  particular. 

*for  lowo  PLUS  + 

Des  Moines  .  .  ,  50,000  WaUs 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 


FREE  &  PETERS,  INC. 
National  Representatives 


NARROWCASTING 

MUZAK  Corp.  revived  its  FM  subscription  radio  proposal  last  week — 
a  pay-as-you-listen  technique  suggested  and  then  abandoned  by  the 
background  music  firm  five  years  ago  during  FCC's  general  allocation 
proceeding.    Its  new  name  is  "narrowcasting." 

A  distinct,  new,  nationwide  FM     *  ' 


Muzak  Revives  Former  Plan 


service  competitive  to  AM  was  seen 
as  the  potentiality  for  narrowcast- 
ing. 

In  support  of  its  renewed  pro- 
posal, Muzak  explained  FM  broad- 
casting has  failed  to  evolve  as  a 
distinct  new  service  and  nearly  all 
700  of  the  FM  outlets  now  on  the 
air  are  merely  duplicating  AM 
programming.  Lack  of  economic 
support  for  FM  and  continuing 
withdrawal  of  FM  operations  also 
were  cited. 

The  revived  proposal  was  con- 
tained in  a  request  filed  with  the 
Commission  to  amend  an  earlier 
Muzak  petition  seeking  changes  in 


the  FM  rules  which  would  recog- 
nize the  wireless  "piped  music" 
operations  of  some  existing  FM 
stations  and  also  permit  Muzak  to 
abandon  its  telephone  networks 
[Broadcasting,  Jan.  23].  Muzak 
contended  this  "beep"  operation  by 
some  FM  stations — the  furnishing 
of  a  special  non-broadcast  service 
to  paying  customers  via  a  super- 
sonic signal  multiplexed  upon  the 
regular  FM  program — is  of  ques- 
tionable legality  and  hence  seeks 
specific  approval.  Doubtful  legal- 
ity of  transitcasting  and  store- 
casting  also  was  cited  as  requiring 


classification. 

If  Commission  consent  were 
granted,  Muzak  indicated  it  pro- 
posed to  negotiate  with  FM  sta- 
tions to  channel  its  various  back- 
ground music  services  to  paying 
customers  via  the  "beep"  tech- 
nique. Muzak  contended  this  would 
mean  new  revenue  for  FM  sta- 
tions, lower  customer  charges  and 
extended  operations.  Muzak  now 
has  some  75  franchisers  operating 
via  telephone  lines  in  some  200 
cities  in  the  U.  S.  and  abroad. 

Direct  Payment 
Muzak  explained  the  narrow- 
casting  service  "would  be  paid  for 
directly  by  the  listening  public  in- 
stead of  being  paid  for  indirectly 
by  purchasing  advertised  prod- 
ucts."    In  operation,   Muzak  ex- 


#  Hundreds  of  thousands  see^GR  in  action 
at  every  big  event  during  the  year  in  Western 
New  York  ...  at  parades,  sporting  events,  exhibi- 
tions, public  gatherings. 

For  example,  Erie  County's  Fair  ...  the  biggest  in 
New  York  State  .  .  .  keeps  WGR  in  the  public  eye 
before  record-breaking  crowds  of  from  125,000  to 
150,000  persons. 

These  continual  public  appearances  boost 
WGR's  high  Columbia  and  local  broadcast  audi- 
ences ratings  to  levels  which  make  WGR  the  out- 
standing "buy"  for  radio  advertisers  covering  the 
prosperous  Niagara  Frontier. 


RAND  BUILDING,  BUFFALO  3,  N.Y.        Leo  J.  {"Fitz")  Fitzpatrick 


I.  R.  {"Ike")  Lounsberry 


Buffalo's  Columbia  Network  Station 
National  Representative,  Free  &  Peters.Inc. 


plained,  "the  plan  involves  the  use 
of  a  simple,  small  patented  device 
installed  in  the  home  radio  re- 
ceiver to  filter  out  a  sound  super- 
imnosed  upon  the  transmitted  sig- 
nals which  would  'mark'  thf; 
program,  thus  making  it  unavail- 
able to  FM  receivers  not  equippe* 
with  this  patented  device." 

The  unadapted  sets,  when  tuned 
to  the  narrowcast,  would  produce 
a  "pig  squeal"  or  other  garbled 
sound  while  sets  of  subscribers, 
equipped  with  the  patented  device, 
would  reproduce  the  program 
clearly. 

The  proposal  originally  was 
made  by  Subscription  Radio  Inc., 
a  Muzak  subsidiary.  Muzak's  new 
petition  was  filed  by  its  Washing- 
ton counsel,  ex-FCC  Chairman 
Paul  A.  Porter  of  Arnold,  Fortas 
&  Porter.    The  petition  noted: 

It  would  appear  that  the  present  use 
of  FM  frequencies  for  broadcasting  has 
not  developed  a  new  nationwide  serv- 
ice and  that  the  Commission's  acquies- 
cence of  the  use  of  these  frequencies  for 
narrowcasting  in  its  various  forms  and 
to  selected  groups  of  listeners  does  not 
give  promise  of  the  development  of  a 
full-scale  FM  service  which  would  make 
the  maximum  and  most  efBcient  utili- 
zation of  the  frequencies  involved.  In 
brief,  the  present  uncertainties  in  FISI 
operations  if  not  removed  can  onlf 
result  in  a  patchwork  system  in  whic'fl 
the  majority  of  the  licensees  will  con- 
tinue merely  to  duplicate  AM  programs 
and  the  remainder  engage  in  attempts 
to  obtain  supplementary  sources  ol 
revenue  by  methods  of  dubious  legality, 
all  of  which  would  appear  to  contribute 
to  the  continued  degradation  of  the 
service. 

Nationwide  System 

For  this  reason,  Muzak  peti- 
tioned FCC  to  adopt  its  narrow- 
casting  or  subscription  radio  pro- 
posal "in  order  that  one  or  more 
FM  stations  in  the  principa 
markets  will  be  permitted  to  entei 
into  arrangements  with  Muzak  anc 
others  to  employ  such  a  system  or 
a  nationwide  basis.  This  woulc 
afford  the  opportunity  for  Muzal 
and  others  who  desired  to  entei 
the  field  to  promote  actively  thi 
sale  and  distribution  of  FM  re 
ceivers  in  the  homes  as  well  as 
commercial  institutions  and  woulc 
provide  a  new  distinctive  servici 
to  the  public  in  competition  witl 
existing  broadcasting  services  nov 
rendered  by  AM  stations."  Muzal 
contended  only  in  this  manne: 
could  the  development  of  FM  a 
a  nationwide  service  be  assured. 


PER  INQUIRY 


Ex-Sponsor  Makes  Offe. 

PER  INQUIRY  offer  has  been  sub' 
mitted  to  stations  by  Mutual  Bene 
fit  Health  &  Accident  Assn.  of  Oni^' 
aha,  a  former  buyer  of  radio  time 
The  offer  was  submitted  on  behal , 
of  the  company  by  Lon  Shaw  Ad 
vertising,  New  York.  Continuit; 
submitted  by  the  agency  calls  oi 
the  audience  to  ask  for  informa 
tion.  Payment  of  $1.25  net  per  re 
sponse  (mail  or  phone)  is  offered 
It  is  understood  the  company  au- 
thorizes co-op  advertising  for  whitt 
it  pays  one-half.  As  one  static: 
manager  pointed  out :  "Why  shoul 
stations  take  a  chance  on  PI  whe 
the  company  itself  authorizes  co-o; 
advertising?" 
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KOA  leads  every  station  in 
Colorado-Wyoming  53%  of  the  time 


'he  Colorado -Wyoming  Diary  Study*  presents 
ositive  proof  that  KOA  delivers  more  people  more 
ours  each  day  than  any  other  station  in  both  states. 
lere's  the  story: 

»  KOA  leads  every  station  276  quarter  hours  per 
week  (53%  of  the  time). 

♦  KOA's  afternoon  audience  is  almost  three  times 
as  large  as  the  next  station. 

|»  KOA's  evening  audience  is  60%  larger  than  the 
next  station. 


•  KOA  has  a  larger  audience  in  many  periods  than 
all  other  stations  in  Colorado  and  Wyoming 
combined. 

If  you  have  a  client  whose  sales  in  Colorado  and 
Wyoming  are  lagging,  switch  to  KOA.  No  other 
advertising  medium  in  either  state  will  tell  his  story 
to  so  many  people  so  effectively. 


Conducted  by  Research  Services,  Inc.  April,  1950.  Copies 
j-e  available  without  cost  from  Radio  Station  KOA,  Denver, 


.    ,1    bV    NBC    S**^  ,^HC.sco 

R®P'®  CH.^AOO.CUVaAND.HOU 
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ELWOOD  RESIGNS 

Retained  as  NBC  Consultant 

JOHN  W.  ELWOOD,  general 
manager  of  NBC's  owned  and  oper- 
ated KNBC  San  Francisco,  last 
week  announced  his  retirement  ef- 
fective Oct.  1. 

Mr.  Elwood, 
who  is  a  veteran 
RCA  and  NBC 
executive,  will  be 
retained  by  NBC 
as  special  con- 
sultant. 

No  successor 
has  been  named. 

Mr.  Elwood 
joined  NBC  in 
1927  as  assistant 

to  the  president,  after  serving  as 
secretary  of  RCA  for  five  years. 
In  1928  he  became  manager  of  the 
network's  New  York  program  de- 
partment and  two  years  later  was 


elected  a  vice  president. 

In  1933  he  resigned  from  NBC 
and  for  the  next  seven  years  served 
variously  as  director  of  radio  of 
the  Republication  National  Com- 
mittee, as  a  public  relations  coun- 
sel and  secretary  of  the  Will 
Rogers  Memorial  Committee. 

In  1941  he  returned  to  NBC  as 
manager  of  the  International 
Shortwave  Department.  He  was 
assigned  to  the  network's  San 
Francisco  station,  whose  call  let- 
ters were  then  KGO,  in  1942. 


Mr.  Elwood 


Ad  Women  Course 

THE  22d  survey  advertising  course, 
sponsored  annually  by  Advertising 
Women  of  New  York,  will  open  for 
registration  Oct.  4.  Lectures  by 
advertising  authorities  will  begin 
Oct.  9  and  will  be  held  every  Mon- 
day evening  for  24  weeks  at  the 
Waldorf  Astoria  Hotel  Further  de- 
tails of  the  course  will  be  released 
later. 


PLAY  PREDICTOR 

Dr.  Meier  Develops  Method 

AUTHORS,  actors,  directors  and 
other  people  involved  in  the  pres- 
entation of  stage  and  radio  plays 
and  movies  may  be  saved  a  lot  of 
worry  and  expense  in  the  future. 

Dr.  Norman  C.  Meier,  U.  of  Iowa 
psychologist,  said  last  week  he  be- 
lieves he  has  developed  a  scientific 
method  for  determining  whether  a 
proposed  new  production  would  be 
a  hit  or  a  flop.  Reporting  to  the 
annual  meeting  of  the  American 
Psychological  Assn.  at  Pennsyl- 
vania State  College,  Dr.  Meier  told 
of  two  years'  tests  with  a  machine 
he  has  developed  for  studying  audi- 
ence reaction  to  "every  moment" 
of  a  play  or  script  being  tried  on  a 
test  audience. 

Referring  to  the  economy  in- 
volved, he  said  "from  the  experi- 
ments and  test  runs,  it  is  evident 
that  they  [plays]  are  produced  on 
an  expensive  scale." 


Paul  W.  Morency,  Vice-Pres. — Gen.  Mgr.         Walter  Johnson,  Asst.  Gen.  Mgr. — Sales  Mgr. 
WTIC's  50.000  WATTS  REPRESENTED  NATIONALLY  BY  WEED  &  CO. 


ADVISORY  GROUP 

Elected  by  Manufacturers 

FIRST  steps  to  set  in  motion  k 
manufacturers  advisory  service  tf 
work  with  top  government  policy 
officials  in  connection  with  elec- 
tronics production  were  taken  la.sl 
Tuesday  by  the  new  Joint  Elec- 
tronics Industry  Committee  at  a 
meeting  in  New  York. 

Set  up  Aug.  8  by  Radio-Televi- 
sion Mfrs.  Assn.  and  the  Nationay" 
Security  Industrial  A  ssn.,  the  com-n 
mittee  elected  Fred  R.  Lack,  Westl 
ern  Electric  Co.,  as  chairman.  The^ 
committee  originally  had  been  des 
ignated  National  Electronics  Mo-t 
bilization  Committee. 

Other  officers  elected  by  the  com- 
mittee at  its  organization  sessior 
were  H.  G.  Beauregard,  of  Wash- 
ington, secretary;  Commodore  J.  K 
Richards,  executive  director  ol 
NSIA,  treasurer;  Pattersor 
Humphrey,  NSIA,  assistant  treas- 
urer; John  L.  Sullivan,  former  Sec- 
retary of  the  Navy  and  a  membei 
of  the  law  firm  of  Sullivan,  Bernarc 
&  Shea,  counsel.  Headquarters 
will  be  maintained  at  804  Ring 
Bldg.,  Washington. 

Committee  Members 

Besides  Chairman  Lack,  memberf 
of  the  new  joint  committee  are  Ben- 
jamin Abraras,  Emerson  Radio  <S 
Phonograph  Co.;  C.  F.  Adams  Jr. 
Raytheon  Mfg.  Co.;  Dr.  W.  R.  G.  Baker 
General  Electric  Co.;  Max  F.  Balcom 
Sylvania  Electric  Products  Inc.;  Wil- 
liam Balderston,  Philco  Corp.;  W.  J, 
Barkley,  Collins  Radio  Co.;  Harol 
Buttner,  International  Telephone  i\ 
Telegraph  Co.;  John  W.  Craig,  Crosle: 
Division,  Avco  Mfg.  Corp.;  Allen  B 
DuMont,  Allen  B.  DuMont  Labs. 
Harry  A.  Ehle,  International  Resist 
anee  Co.;  Walter  Evans,  Westing, 
house  Electric  Corp.;  Malcolm  P 
Ferguson,  Bendix  Aviation  Corp. 
Frank  M.  Folsom,  RCA,  and  NSD 
chairman;  Paul  V.  Galvin,  Motorol; 
Inc.;  R.  E.  Gilmour,  Sperry  Corp. 
W.  J.  Halligan,  Hallicrafters  Co.| 
H.  L.  Hoffman,  Hoffman  Radio  Corp.' 
J.  J.  Kahn,  Standard  Transforme: 
Corp.;  Arie  Liberman,  Talk-A-Phom 
Co.;  W.  A.  MacDonald,  Hazeltini 
Electronics  Corp.;  E.  F.  McDonak 
Jr.,  Zenith  Radio  Corp.;  A.  D.  Pla 
mondon  Jr.,  Indiana  Steel  Product: 
Co.;  Ross  Siragusa,  Admiral  Corp. 
Ray  F.  Sparrow,  P.  R.  Mallory  &  Co. 
Robert  C.  Sprague,  Sprague  Electrii 
Co. 


Geddes  Honored 

BOND  GEDDES,  who  retired  Aug 
1  as  executive  vice  president  an< 
secretary  of  Radio-Television  Mfrs 
Assn.,  last  week  was  elected  to  lifi 
membership  in  the  Washingtor 
Trade  Executives  Assn.  Mr.  Gedda' 
had  served  with  United  Press  ii 
Washington  and  later  headed  tb 
Associated  Press  bureau  befon 
joining  the  ti-ade  association.  H< 
is  a  charter  member  of  the  Tradr 
Executives  Assn.  in  Washington 
His  contribution  to  the  group  waji 
lauded  at  a  luncheon  held  in  thi' 
Mayflower  Hotel,  Washington,  b;' 
Robert  C.  Hibben,  president.  Mii 
Geddes  continues  as  a  consultan 
to  RTMA. 
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I 

Washington  transit  radio 
kuAime  doubled  by  Oct.  1 


NOW  AVAILABLE  IN  ALL  THESE 
MARKETS  (AND  COMING  SOON 
IN  SCORES  OF  OTHERS) 

Boston  Suburban-WHAV,  WLYN 

Bradbury  Heights,  Md.  WBUZ 

(and  suburbs  of  Washington,  D.  C.) 

Cincinnati,  Ohio  WCTS 
(and  Covington,  Ky.) 

Des  Moines,  la.  KCBC-FM 

EvansviUe,  Ind.  WMLL 

FUnt,  Mich.  WAJL-FM 

Houston,  Tex.  KPRC-FM 

Huntington,  W.  Va.  WPLH-FM 

JacksonviUe,  Fla.  WJHP 

Kansas  City,  Mo.    KCMO-FM  . 

MinneapoUs-St.  Paul  WMIN 

Omaha,  Neb.  KBON-FM 

Pittsburgh,  Pa.    (Suburbs)  WKJF 

St.  Louis,  Mo.  KXOK-FM 

Tacoma,  Wash.  KTNT 

Trenton,  N.  J.  WTOA 

Washington,  D.  C.  WWDC-FM 

Wilkes-Barre,  Pa.  WIZZ 

Worcester,  Mass.  WGTR-FM 


Fb 


ROM  THE  very  day  Transit  Radio  started,  it's  been  the  fastest 
growing  new  advertising  medium  in  America.  And  no  wonder! 

It  delivers  yom*  radio  message  to  street  car  and  bus  riders  at  the 
lowest  cost-per- thousand.  And  you  get  the  home  FM  audience  as  a 
big  plus. 

Transit  Radio  delivers  a  counted  audience.  You  know  exactly  how 
many  people  you're  reaching. 

You  can  buy  a  selected  audience.  Men  and  women  riders;  inboimd, 
outbound;  special  hours — you  buy  precisely  what  you  want. 

On  October  1,  additional  installations  in  Washington  will  bring 
the  total  to  450  vehicles — double  the  previous  number. 

Result  stories  already  in  our  files  are  amazing.  For  full  information 
on  rates,  audience,  availabihties,  call  or  write  Transit  Radio,  Inc., 
250  Park  Avenue,  N.  Y.— Mu.H.  8-3780.  In  Chicago:  35  E.  Wacker 
Drive— Financial  6-4281. 


WWDC  is  Washington's  i  dominant  independent 


WWDC-FM 


WASHINGTON,  D.  C. 
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SECURITY  BlUS 


McCarran  Bill  Faces  Veto 


CHARGES  that  pending  legislation 
advocated  by  the  Republican  wing 
on  Capitol  Hill  would,  if  enacted, 
constitute  "thought  censorship" 
and  would  drive  the  Communist 
Party  underground  were  leveled  in 
the  Senate  last  week  amid  debate 
on  a  number  of  bills  dealing  with 
security  control  legislation. 

At  the  same  time  President  Tru- 
man told  a  news  conference  that  he 
would  veto  the  bill  sponsored  by 
Sen.  Pat  McCarran  (D-Nev.)  if  it 
passes  Congress  in  its  present 
form.  The  McCarran  proposal 
(S  4037)  encompasses  provisions  of 
the  original  plan  drafted  by  Sens. 
Karl  Mundt  (R-S.  D.),  Homer  Fer- 
guson <R-Mich.)  and  Olin  D.  John- 
ston (D-S.  C.)  and  approved  by  the 
Senate  Judiciary  Committee. 

The  President  said  he  favored  a 
new  proposal  introduced  by  Sen. 


Harley  Kilgore  (D-W.  Va.)  and 
backed  by  at  least  five  other  ad- 
ministration supporters.  The  Sen- 
ate was  expected  to  vote  on  secur- 
ity legislation  late  Friday  or  early 
this  week. 

The  House  already  has  passed 
a  security  measure  (HR  9490), 
sponsored  by  Rep.  John  Wood 
(D-  Ga.)  and  patterned  after  the 
old  Mundt-Nixon  bill,  co-drafted 
by  Rep.  Richard  Nixon  (R-Calif.). 
Reps.  Wood  and  Nixon  are  mem- 
bers of  the  House  Un-American 
Activities  Committee,  which  has 
held  lengthy  hearings  on  com- 
munism [Broadcasting,  Sept.  4]. 

The  House-approved  plan  would 
require  Communist  "action"  groups 
to  label  in  advance  all  radio  and 
television  programs  with  the  source 
of  sponsorship.  The  administration 
proposals,   including   the  Kilgore 


substitute  (S  4130)  introduced  last 
Wednesday,  are  designed  to  tighten 
internal  security  by  curbing  espi- 
onage and  sabotage,  and  contain  no 
provisions  requiring  sponsor  iden- 
tifications. 

'Reasonable  Grounds' 

Under  the  Kilgore  proposal  per- 
sons may  be  seized  if  there  are 
"reasonable  grounds"  they  are  sub- 
versives, including  (1)  record  of 
membership  in  the  Communist 
Party  after  Jan.  1,  1949;  (2)  ac- 
tions which  indicate  they  "may" 
commit  or  have  committed  sabo- 
tage or  espionage.  It  would  direct 
a  roundup  of  Communists  in  the 
event  of  an  emergency. 

Meanwhile,  William  M.  Boyle  Jr., 
chairman  of  the  Democratic  Na- 
tional Committee,  urged  Senate 
Democrats  to  support  the  adminis- 


TWO 


CITIES -SOUTH  BEND  AND 
MISHAWAKA  -  ARE  THE  HEART  OF 
THE  SOUTH  BEND  MARKET 


The  city  of  Mishawaka  begins  where  the  city  of 
South  Bend  ends.  They  are  separated  only  by  a 
street.  The  two  cities  form  a  single,  unified  mar- 
ket of  157,000  people. 

Be  sure  to  count  both  cities  when  you  study 
,  this  market.  It  makes  a  big  difference.  Here's 
how:  in  1948,  South  Bend  ranked  90th  in  the 
nation  in  food  sales,  with  a  total  of  $36,129,000. 
But  when  Mishawaka's  1948  food  sales  are  added, 
the  total  becomes  $45,385,000— and  South  Bend- 
Mishaw^aka  jumps  to  69th  place!  A  similar  pic- 
ture is  reflected  in  all  other  sales  categories  in 
this  two-city  market. 

Don't  forget,  either,  that  South  Bend -Misha- 
waka is  only  the  heart  of  the  South  Bend  market. 
The  entire  market  includes  over  half-a-million 
people  who  spent  more  than  hz.\£-3i-billio)i  dollars 
on  retail  purchases  in  1948. 

And  only  WSBT  covers  all  of  this  market. 


5000  WATTS 


960  KC 


CBS 


tration  —  either  the  Kilgore  pro- 
posal or  the  first  initial  Democratic 
measure  introduced  by  Sen.  War- 
ren Magnuson  (D-Wash.)  Aug.  17 
after  President  Truman  had  at- 
tacked the  Mundt-Ferguson  plan. 

"The  need  for  this  effective  leg- 
islation sought  by  the  President  is 
urgent,"  Mr.  Boyle  stated.  "It  is 
equally  important  that  we  avoid 
hysterical  action  which  would  do 
more  harm  than  good.  We  must 
also  be  vigilant  to  protect  the  basic 
liberties  of  law-abiding  citizens." 

Apprised  of  the  President's  in- 
tention to  veto  the  McCarran  meas- 
ure, Sen.  Mundt  declared  Thursday 
that  "either  Congress  can  override 
the  veto  or  the  Communists  can 
override  the  country."  ^ 

Almost  simultaneously,  J.  Edgar  i| 
Hoover,  FBI   director,  asked  thejl 
Senate  Appropriations  Committee 
holding  closed  hearings  on  supple- 
mental requests,  for  more  funds  tc 
keep  a  continuing  check  on  Com- 
munists and  subversives.   He  was 
quoted   as   saying   that   the  FBI 
could  round  up  nearly  12,000  known 
Communists  if  war  is  declared,  and 
that  complaints  of  sabotage  and 
espionage  have  tripled  since  the 
Korean  outbreak. 


Lehman  Challenged 

Challenging  Sen.  Herbert  Leh- 
man (D-N.  Y.)  on  the  Senate  floor, 
Sen.  Mundt  said  that  neither  the 
McCarran  nor  Mundt  bills  would 
lead  to  "thought-policing."  He 
pointed  out  that  the  Communists 
would  retain  "every  single  legiti- 
mate political  privilege  and  free 
dom  to  function"  now  enjoyed  by 
the  Democrats  and  Republicans, 
Referring  to  radio  labeling  of  TV 
and  publication  matter,  he  said 

"There  is  no  thought-policing  in 
the  bill.  There  is  no  censorship 
...  In  fact,  we  would  compel  the 
Communists  to  register  .  .  .  with- 
out censoring  .  .  .  Let  the  Com- 
munists assume  responsibility  for 
their  propaganda.  .  .  ." 

He  scored  the  administration  bill, 
for  failing  to  require  labeling  of| 
all  propaganda  and  for  omission  o 
any  mention  of  Communists  an 
added:  "It  does  not  even  make 
them  identify  their  broadcasts  on 
the  radio.  That  bill  would  perpet- 
uate for  the  Communist  Party  a 
cyclone  cellar  of  concealment, 
which  is  denied  to  the  very  Demo- 
crats who  joined  in  sponsorins 
(it)." 

With  respect  to  a  provision  cov- 
ering communication  by  govern- 
ment employes  with  known  for- 
eign agents  of  certain  information 
"classified"  by  the  President  as 
affecting  U.  S.  security.  Sen. 
Mundt  asserted: 

"If  a  person  is  deliberately  pry- 
ing into  classified  information,  in- 
formation which  he  knows  is  clas 
sified,  that  is  espionage  and  I  do 
not  think  we  ought  to  legalize  such 
action  on  the  part  of  anybody."  ! 

Sen.  Lehman  charged  that  the 
McCarran   bill  would  "endanger' 
our  national  security,  drive  Com- 
(Continued  on  page  32) 
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Tape  recording  helps  the  Hormel  Girls 
put  on  three  shows  at  once! 


•VEEKLY  SHOWS  by  the  traveling  Hormel  Girls'  Corps  are  put  on  before  live 
Audiences  and  recorded  on  tape.  The  tape  is  then  edited  into  a  smooth,  evenly 
)aced  half  hour  show,  "Music  with  the  Hormel  Girls",  broadcast  on  Saturdays  over 
^BS,  Sundays  over  ABC.  This  arrangement  simplifies  scheduling  of  the  live  show 
md  makes  it  possible  for  the  girls  to  participate  in  parades,  conventions  and  pro- 
Tiotions  besides  having  Sundays  free. 


NEW  ARRANGEMENTS,  program  ideas  and  talent 
auditions  for  the  Hormel  show  are  recorded  on  tape 
and  shipped  to  the  sponsor  for  approval.  Tape's  high 
fidelity,  easy  portability  and  instant  playback  make 
all  kinds  of  recording  jobs  simpler.  Editing  is  easy  too — 
just  snip  and  splice  with  "Scotch"  Splicing  Tape. 


REHEARSALS  ARE  TAPED  and  carefully  studied  by  the  Hormel  girls.  Flaws  are 
jasily  caught,  quickly  corrected  this  way.  The  tape  captures  every  note,  every 
.nflection,  reproduces  them  with  matchless  fidelity  There  is  no  needle  scratch, 
:rosstalk,  kinking  or  backlashing.  Recordings  may  be  replayed  thousands  of  times 
iwithout  loss  of  quality,  and  tape  may  be  erased  and  re-used  over  and  over  again. 


IMPORTANT!  There's  more  than  one  brand  of  sound 
recording  tape  on  the  market.  For  quality,  insist  on  the 
"SCOTCH"  brand  in  the  distinctive  plaid-decorated 
box.  Used  exclusively  on  major  networks  and  in  master 
recording  for  top  record  manufacturers. 


Made  in  U.S  A.  by  MINNESOTA  MINING  &  MFC   CO.,  St   Paul  fi,  Minn.,  al.«>  makers  of  "Scotch"  Brand  Preswurc-sensitive  Tapes,  "Underseal" 
Fiubberized  Coating,  "Scolchlilc"  lieMective  Sheeting,  "Safety-Walk"  Non-.Slip  Surfacing.  "3M"  Abrasive;,  ".'5M"  Adhesives. 
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PARTY  BUDGETS 


Radio-TV  Election 
Plans  Still  Pend 


His  Joint  Efforts 

Make  Good  Radio  Connections 

Selling  pipe  joints  directly  isn't  one  of  his  additional 
enterprises — but  it  symbolizes  the  direct  connection  that 
he  lines  up  between  his  sponsors  and  their  customers. 
As  stated  by  the  Empire  Tire  Company  to  KBMY,  both 
of  Billings,  Montana: 

"We  have  found  that  the  prestige  of  an  outstanding 
commentator  has  increased  our  'drop-in'  trade  by  at 
least  300%.  In  addition.  Fulton  Lewis.  Jr.  has  served 
as  an  'introduction'  for  our  salesmen  in  their  calls  on 
business  and  professional  men  in  and  around  Billings. 

"Our  sales  have  shown  a  very  marked  increase  since 
we  started  .  .  .  and  we  have  experienced  at  first  hand 
a  tremendous  amount  of  good  will  arising  from  the 
program.  These  splendid  results  are  most  pleasing 
to  us  and  will  be  the  decisive  factor  in  our  future 
advertising  plans." 

The  Fulton  Lewis,  Jr.  program,  while  currently  sponsored 
on  more  than  300  stations  where  waiting  lists  may  exist, 
presents  opportunities  for  sponsorship  in  other  MBS 
localities.  Since  there  are  more  than  500  MBS  stations, 
many  local  advertisers  may  still  take  advantage  of  the 
ready-made  audience,  the  network  prestige,  and  the  low 
cost  of  this  news  co-op.  Check  your  local  Mutual  out- 
let or  the  Co-operative  Program  Department.  Mutual 
Broadcasting  System,  1440  Broadway,  NYC  18  (or 
Tribune  Tower.  Chicago  11). 


_ 


PARTY  budgets  governing  the  use  of  paid  radio  and  television  air  time 
during  the  forthcoming  Congressional  elections  were  explored  by  Demo- 
cratic and  Republican  campaign  officials  during  the  past  fortnight,  but 
preliminary  details  are  being  withheld  pending  recess  of  Congress. 
Democratic  National  Committee-     ★  —  


men  said  last  week  that  the  party 
is  working  out  plans  for  the  fall 
elections,  but  added  that  details 
would  be  unavailable  until  after 
Congress  recesses  and  until  they 
have  definitely  crystallized.  GOP 
spokesmen  also  declined  comment, 
but  pointed  out  that  radio-TV 
budgets  would  be  determined  large- 
ly by  those  individual  members  of 
Congress  involved  in  the  fall  cam- 
paign. 

Democratic  spokesmen  already 
have  indicated  that  the  national 
committee  may  allocate  between 
$100,000  and  $200,000  for  network 
time  purchases,  while  the  Repub- 
lican National  Committee  felt  the 
GOP  will  "use  more"  radio-TV  than 
it  has  in  the  past,  mostly  on  the 
state  and  local  levels  [Broadcast- 
ing, Aug.  14].  The  national  com- 
mittee will  set  aside  a  $3  million 
fund  for  all  "contingencies." 

Most  of  the  share  earmarked 
for  radio  and  television  presuma- 
bly will  be  spent  on  the  regional 
and  state  levels. 

TV  Will  Have  Role 

For  the  first  time  in  an  off-year 
election,  television  is  expected  to 
assume  its  role,  with  legislators 
utilizing  TV  film  and  live  pro- 
grams to  sway  their  constituents. 
These  would  supplement  the  usual 
transcribed  and  live  broadcasts  by 
members.  Republican  committee- 
men emphasize,  however,  that  far 
more  stress  will  be  laid  on  radio 
because  of  coverage  factors,  and 
that  members  will  not  embark 
heavily  on  TV  excursions  until 
1952. 

Traditionally,  neither  party  al- 
lots as  much  for  purchase  of  net- 
work time  during  a  Congressional 
election  year  as  during  a  Presi- 
dential campaign. 

In  the  1946  Congressional  race, 
the  Democrats  set  aside  about 
$65,000  for  radio  campaigning. 
GOP  radio  expenditures  were  esti- 
mated unofficially  at  about  $30,000, 
with  between  $10,000  and  $15,000 
tabbed  for  transcriptions  alone. 

During  1948's  Presidential  con- 
test, the  Democratic  National  Com- 
mittee ladled  out  well  over  $700,000 
for  air  time.  Republican  figures 
never  were  revealed  by  the  national 
committee. 

In  addition  to  the  committee-dic- 
tated budgets,  other  allied  groups 
are  expected  to  contribute  sums  for 
radio  and  video  time  in  behalf  of 
both  parties.  A  considerable 
amount  of  public  sei-vice  or  "free" 
time  also  can  be  anticipated. 

Heaviest  allocation  of  funds  for 
air  time  probably  will  be  concen- 
trated in  such  key  states  as  Illi- 
nois,   Ohio,    Pennsylvania,  Utah, 


New  York  and  California  where 
hotly-contested  races  are  shaping 
up. 

Whether  President  Truman  will 
play  an  active  radio  role  in  support 
of  Democratic  candidates  this  fall 
apparently  is  still  "wide  open," 
but  William  M.  Boyle  Jr.,  chairman 
of  the  national  committee,  expects 
the  Chief  Executive  to  make  at 
least  a  few  broadcast  speeches 
preceding  the  election.  Whether 
the  President  would  address  the 
nation  from  Washington  or  cam- 
paign actively  in  other  cities  also 
was  a  matter  of  speculation. 

In  any  event,  any  speeches  aired 
by  the  networks  would  fall  in  the 
"paid"  category,  to  be  expended 
from  the  Democratic  National 
Cominittee's  central  fund. 


NARND  MEET 

To  Visit  WTMJ  Newsrooms 

MEMBERS  of  the  National  Assn, 
of  Radio  News  Directors  and  their 
wives  will  view  operations  of  the 
newsrooms  at  WTMJ-AM-TV  Mil- 
waukee on  Nov.  15  —  eve  of 
NARND's  fifth  annual  convention. 
The  convention  will  be  held  in  Chi 
cago,  Nov.  16-18. 

The  pre-convention  visit  to  Mil 
waukee  was  arranged  because  many 
of  the  association's  members  have 
expressed  desires  to  see  WTMJ's 
radio  city,  according  to  Ben  Chat- 
field,  WMAZ  Macon,  Ga.,  first  vice 
president  of  NARND  in  charge  of 
the  convention  program.  Jack 
Krueger,  WTMJ  news  director,  and 
members  of  his  staff  will  explain 
the  stations'  operation  to  the  vis! 
tors.  In  addition,  Mr.  Krueger  said 
Blatz  Brewery  will  be  host  at  a 
luncheon  and  will  take  the  group 
on  a  tour  of  the  brewery. 


Security  Bills 

(Continued  from  page  30) 
munists  "completely  underground," 
and  set  up  as  "criteria  of  guilt  a 
long  series  of  standards  which  are 
so  dangerously  vague  as  to  con 
stitute  ...  a  grant  of  unlimited 
power  to  punish  for  almost  any 
kind  of  unorthodox  thinking.  .  .  .'' 
".  .  .  Good  American  Organiza 
tions — labor  unions,  church  groups 
and  others — could  be  charged  .  .  . 
with  being  Communist  fronts." 
Sen.  Lehman  referred  to  that  sec- 
tion of  the  Mundt-Ferguson  bill' 
which  defines  front  organizations 
as  those  which  "do  not  deviate  froni^ 
those  of  any  Communist  political 
organization.  Communist  foreign 
government,  or  the  world  Com- 
munist movement."  The  bill,  he 
charged  further,  enters  the  field  of 
"determining  whether  a  man  has! 
dangerous  thoughts  or  ideas." 
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A  million  people 
waiting  at  the 
station! 


(STATION  KSL) 


In  Intermountain  America,  you  need  go  no 
further  than  50,000-watt  KSL  to  sell  the  more 
than  a  million  people. 

All  week  long,  inside  Salt  Lake  City,  KSL  is  the 
listeners'  first  choice  with  50%  more  listeners  than 
any  other  station. Throughout  all  Intermountain 
America,  KSL  is  the  listeners'  first  choice  by  more  than 
three  to  one  . . .  captures  the  biggest  audience  in  68.1  % 
of  the  weekly  quarter-hours!** 

And  that's  not  all.  KSL  delivers  its  big  audiences  where  you 
deliver  your  product.  For  KSL's  primary  BMB  listening  area 
matches  the  vast  Salt  Lake  City  Wholesale  distribution  area 
almost  exactly,  county  for  county. 

To  make  your  customers  in  this  750-million-dollar  market  stop 
and  shop  for  your  products,  get  aboard  50,000-watt  KSL.  You'll 
make  headway  with  more  customers  at  less  cost  than  any  other 
station  or  regional  network! 


KSL 


SALT  LAKE  CITY 
50,000  WATTS 

CBS     REPRESENTED  BY  RADIO  SALES 


*Solt  Lake  City  Hooper.  December  1949— April  1950. 
•'From  the  only  complete  stucJy  ever  made  in  the  entire  Salt  Loke 
City   marketing   area  —  Benson  ond   Benson   Diary   Study,  1949. 
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Advance  figures  from  U.S. 
Census  Bureau  show  the 

AUGUSTA,  GEORGIA 
METROPOLITAN  AREA 

HAS 


161,991 

PEOPLE 


IS  FIRST''  IN  MORE  30 
MINUTE  PERIODS  THAN 
ALL   OTHER  AUGUSTA 
STATIONS  COMBINED! 

*  C.  E.  Hooper  December 
1949    thru    April  1950 

AS  A  BONUS  POPULATION 
WRDW  OFFERS  CAMP  GORDON. 
ONE  OF  THE  LARGER  AND 
MORE  IMPORTANT  MILITARY 
ENCAMPMENTS.  WHICH  IS 
BEING  EXPANDED  TO  FULL 
CAPACITY. 


AUGUSTA 
GEORGIA 


CBS  .  5DDD  WATTS 

Augusta's  only  full  time  5000  watt  station 
Represenied  Nationally  by  Headley-Reed  Co. 


DEFENSE 


Radio-TV  Recruiting 
Funds  Studied 


DEFENSE  DEPT.  recruiting  officials  last  week  were  studying  overall 
funds  allocated  by  Congress,  with  an  eye  to  weighing  the  proportionate 
share  to  be  channeled  to  radio,  television  and  other  media  during  the  new 
fiscal  year  commencing  last  July  1. 


President  Truman  signed  the 
1950-51  omnibus  appropriations 
bin  (HR  7786)  last  Wednesday 
after  Congressional  conferees  had 
cleared  the  single-package  measure 
containing  an  approximate  $1,591,- 
600  outlay  for  joint  Army-Air 
Force  advertising  needs  [Broad- 
casting, Aug.  28]. 

Lt.  Col.  Donald  J.  Wilkins,  Air 
Force  official  in  charge  of  recruit- 
ing campaigns  for  the  two  services, 
said  last  week  that  no  expendi- 
tures for  radio  and  television  media 
could  be  set  until  after  Defense 
Dept.  officials  have  thoroughly 
studied  the  department's  allocation 
on  the  basis  of  the  military's  spe- 
cial occupational  needs. 

He  pointed  out  that  this  situa- 
tion probably  would  remain  unset- 
tled throughout  the  current  year 
because  of  the  nature  of  the  Korean 
conflict,  but  emphasized  again  that 
radio-TV  will  receive  a  substantial 
share  of  all  expenditures.  Their 
share  is  expected  to  approximate 
roughly  40%— or  $636,400— of  the 
overall  ad  budget  [Broadcasting, 
Feb.  27]. 

Needs  Are  Variable 

Complicating  the  problem  of 
channeling  funds  to  ditferent 
media.  Col.  Wilkins  said,  is  the  fact 
that  needs  for  different  specialist 
groups  vary  from  month  to  month 
in  line  with  short-term  objectives 
of  the  services,  and  that  certain 
technical  magazines  might  best 
serve  recruiting  interests  in  cer- 
tain instances.  During  the  July- 
August  campaign,  he  noted,  funds 
were  siphoned  to  broadcasting 
media  to  promote  enlistments  of 
communications,  electronics  and 
other  related  specialists  in  the  Air 
Force.  Funds  concentrated  on 
Army  needs  the  previous  month. 

Col.  Wilkins  confirmed  last  week, 
however,  that  the  Army  and  Air 
Force  had  spend  upwards  of  $300,- 
000  for  spot  campaigns  from  May 
15  to  Aug.  15 — an  average  of  about 
$100,000  for  each  30-day  enlist- 
ment drive. 

With  respect  to  ad  funds.  Col. 
Wilkins  noted  that  additional  ap- 
propriations probably  will  stem 
from  the  $10  billion  supplemental 
defense  bill  now  before  the  Senate 
Appropriations  Committee.  Meas- 
ure already  has  passed  the  House. 

Proof  of  Effectiveness 

Furthermore,  effectiveness  of  ra- 
dio and  video  announcements  has 
drawn  the  praise  of  local  recruit- 
ing centers  in  such  cities  as  Bos- 
ton, Washington  and  New  York,  he 
added.  In  the  recent  drive,  752 
stations  were  used. 

In  point  of  concrete  results,  he 
further  observed,  both  the  Army 
and  Air  Force  exceeded  their  en- 
listment objectives  for  the  recent 
July-August  campaign.  The  Army 
had  sought  14,000  enlistments  and 
counted  19,854;  the  Air  Force  had 
set  a  goal  of  11,875  and  numbered 


12,248. 

Total  recruiting  ad  outlay  for 
the  four  major  services — Array, 
Navy,  Air  Force  and  Marine  Corps 
— was  $7,560,102,  as  requested  by 
the  Budget  Bureau.  The  figure 
covers  funds  in  both  the  regular  and 
supplemental  appropriations  bills. 
Only  a  portion  of  the  $7^/2  million 
sum  was  contained  in  the  bill 
signed  by  the  President  last  week. 


WKRC  STAFF 


Two  Get  New  Post 


Miss  Lambert 


Mr.  Stovall 


JOEL  W.  STOVALL,  former  salei 
promotion  manager  of  WKRC  Cin 
cinnati,  has  been  appointed  salei 
manager,  according  to  a  joint  an 
nouncement  by  Hulbert  Taft  Jr 
executive  vice  president  of  Radii 
Cincinnati  Inc.,  and  Herman 
Fast,  WKRC  general  manager. 

Succeeding  Mr.  Stovall  is  Lila  E 
Lambert,  his  assistant  and  a  mem 
ber  of  Radio  Cincinnati's  stal 
since  1947.  Miss  Lambert  pr^ 
viously  served  with  Avco  Mf^i 
Corp.  and  in  1943  became  assistant 
in  Crosley  Corp.'s  internal  rela- 
tions department. 

Mr.  Stovall  joined  WKRC  ia 
1944  as  program  director  aft 
serving  with  KMOX  St.  Lou 
since  1937.  He  was  appointe| 
sales  promotion  manager  in  1946! 
Mr.  Taft  said  both  appointments 
were  effective  immediately. 


D.  M.  Bradham  Named 

DOUGLAS  M.  BRADHAM  h£^ 
been  appointed  manager  of  WTMi 
Charleston,  S.  C,  succeeding 
Robert  E.  Bradham,  who  resigned 
to  operate  a  business  of  his  own 
it  was  announced  last  week 
Douglas  Bradham  formerly  aa 
sistant  manager  and  chief  en 
gineer,  assumed  his  new  dutiffi 
Sept.  1.  He  designed  and  buiB 
WTMA  in  1938.  The  station  wen) 
on  the  air  with  250  w  a  year  later 
He  also  directed  the  station's  eX' 
pansion  program  in  1947-48  whef 
WTMA  went  to  5  kw  daytime,  ! 
kw  nighttime  with  FM  power  oi 
49  kw. 


NATIONAL  Lutheran  Radio 
will  be  observed  from  Oct. 
Nov.  4. 


Wee) 
29  t< 
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TOO  PRECIOUS  TO  WASTE! 


*  *  * 


HERE'S  WHAT  THE 
RAILROADS  ARE  DOING! 

The  railroads  have  moved  rapidly  to  provide  the  nation 
with  the  transportation  it  needs.  They  are  ordering  tens 
of  thousands  of  new  freight  cars  for  early  delivery  and 
will  continue  to  acquire  cars  to  bring  ownership  up 
to  1,850,000.  They  are  stepping  up  their  car  repair  and 
rebuilding  program  to  put  additional  thousands  of  cars 
at  your  service.  In  addition,  the  railroads  have  pledged 
themselves  to  secure  the  utmost  eflBciency  in  the  use 
of  cars.  This  is  being  achieved  by  — 

•  speeding  up  road  haul  and  terminal  movements 

•  heavier  and  faster  loading  and  unloading  of 
company  material 

•  better  handling  of  cars 

•  prompt  embargoes  to  avoid  congestion 


The  needs  of  national  defense,  coming  at  a  time  of  peak 
industrial  production,  have  made  freight  car  space  a 
precious  commodity  .  .  .  too  precious  to  waste ! 

Freight  cars  are  in  the  hands  of  shippers  and  receivers 
of  freight  about  half  the  time  —  in  the  hands  of  the 
railroads  the  other  half.  Anything  that  either  shippers 
or  the  railroads  can  do  to  speed  up  the  movement  of 
freight  cars  and  reduce  the  time  they  are  not  in  use  will 
make  more  cars  available  for  the  movement  of  the 
nation's  traffic. 


HERE'S  WHAT 
SHIPPERS  CAN  DO! 

Shippers  can  help  immeasurably  by  — 

•  loading  and  unloading  cars  quickly 

•  furnishing  bilHng  promptly 

•  loading  cars  as  heavily  as  commercial  requirements 
permit 

•  unloading  cars  completely,  including  bracing 
and  blocking 

Shippers  and  railroads  working  together  have  licked  big 
jobs  before— and,  with  the  same  sort  of  teamwork, 
they  will  do  it  again. 

to  THE  RAILROAD  HOUR 
Every  Monday  evening  on  NBC 


★  ★  ★ 


\.ssociation  of  \meriean  ^k^ailroads  *  * 


WASHINGTON  6,  D.  C. 
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MAGNECORDER 

Professional  Tape  Recorders  Fit 
every  purpose  —  every  purse! 


PT6  SERIES 

—-world's  most  widely 
used  professional  tape 
recorder 


PT63  SERIES 

—  3  heads  to  erase, 
record,  and  monitor 
from  the  tape. 


PT7  SERIES 

—  A  complete  console 
for  ^nly  $950.00. 
Models  for  portable  or 
rock  mount  also  ovail- 
able.  Outstonding  fea- 
tures end  flexibility. 


FOR  FIDELITY 

No  ofher  recorder  offers  such  high  fidel- 
ity at  such  a  low  price!  Frequency  re- 
sponse 50-15  kc  ±  2  db.  Signal-noise 
ratio:  50  db.  Flutter  less  than  0.3%. 
Meets  N.A.B.  standards. 

FOR  FLEXIBILITY 

For  delayed  studio  or  network  broadcasts, 
a  Mognecorder  can  be  mounted  in  a  rack 
or  console  cobinet.  For  remotes,  slip  it 
into  its  really  portable  cases.  Amplifiers 
for  every  purpose — single  or  multi-channel. 

FOR  FEATURES 

Magnecord  sets  the  pace!  New  or  old, 
your  Mognecorder  can  have  3  heads  (sep- 
arate erase,  record,  and  playback  heads) 
to  permit  monitoring  from  the  tape.  3 
speeds  (15",  ZVi"  and  3%"  —  up  to  an 
hour  on  a  7"  reel)  now  available  on  both 
PT6  and  PT63  equipment.  Magnecorders 
are  foil-safe,  sturdy!  Features  to  fit  your 
every  need. 


Write  for  NEW  CATALOG 


MAGNECORD,  Inc.  Dept.  B9 

360  N.  Michigan  Ave.,  Chicago  1,  til. 

Send  me  latest  catalog  of  Magnecord 
equipment. 


Compony.. 


WRITERS  WAR  BOARD  "Cr 

APPROVAL  of  a  writers  war  board  to  assist  in  the  Korean  crisis,  an- 
nouncement of  negotiations  soon  with  the  networks  and  advertising 
agencies,  and  a  vote  of  confidence  in  its  governing  body  and  negotiating 
committee  featured  a  meeting  of  the  Radio  Writers  Guild  membership 
in  New  York  last  week.  *  


Address.. 


City   


-State.. 


Although  hotly  debated,  no  ac- 
tion pro  or  con  is  understood  to 


RWG,  Kelley  Feud 

(Continued  from  page  23) 
lution  for  war-writer-aid  to  the 
government  which  it  passed  week 
before  last  as  "substituted  for  the 
Kelley  resolution,"  and  the  subse- 
quent resolution  in  which  it  cen- 
sured Mr.  Kelley.  "The  guild's  job 
today  is  to  keep  its  membership 
unified  for  the  main  tasks  at  hand: 
certification  under  the  NLRB,  the 
winning  of  the  guild  shop  election; 
signing  of  the  agency-sponsor  con- 
tract; the  renegotiation  of  mini- 
mums  under  the  present  contract 
with  the  networks  and  under  the 
contract  with  the  agencies;  the 
defense  of  the  guild's  members 
against  the  threat  of  blacklist;  the 
fight  against  the  'morals'  clause.'' 
On  Aug.  28,  Mr.  Kelley  and  Miss 
Amoury,  who  resigned  from  the 
council  shortly  after  Mr.  Kelley, 
replied  to  the  council's  Aug.  23 
letter,  according  to  Broadcasting's 
information. 

Hits  Council's  Claim 

Calling  the  Council's  claim  that 
cooperation  with  the  U.  S.  Govern- 
ment was  never  an  issue  during  the 
July  25  meeting  "a  shameful  lie," 
the  reply  stated  that  one  council 
member  said,  "this  (Kelley  resolu- 
tion) is  a  blank  check,  and  I  would 
not  give  this  government  a  blank 
check  on  any  issue."  Another  alleg- 
edly said,  "I'm  against  helping  the 
government  in  Korea  because  I 
have  been  informed  on  good  author- 
ity that  the  principal  U.  S.  policy 
in  Korea  prior  to  the  fighting  was 
to  smash  Korean  labor  unions." 

Mr.  Kelley  and  Miss  Amoury 
continued  "we  are  both  firmly  in 
favor  of  the  pro-U.  S.  resolution 
which  your  council  was  forced  to 
pass.  But  your  council's  Aug.  23 
letter  does  not  tell  you  why  [under- 
lined] it  was  passed,  nor  that  it 
took  your  council  five  [underlined] 
special  meetings  and  three-and-a- 
half  weeks  of  wrangling  to  pass 
it,  nor  that  it  was  not  passed  unan- 
imously." Nor,  they  said,  did  the 
council  mention  that  the  resolution 
finally  passed  was  first  adopted  on 
Aug.  7,  then  recalled,  and  "one  sub- 
stituted which  was  a  watered-down, 
willy-nilly  version. 

"Why  was  the  resolution — which 
does  exactly  what  the  'unconstitu- 
tional' and  'political'  Kelley  resolu- 
tion asked — finally  passed?"  they 
continued.  "Because  it  came  from 
the  Western  region  as  a  must  [un- 
derlined] and  the  council  feared 
more  resignations  if  the  resolution 
was  not  adopted. 

"In  our  opinion  the  (Council's 
letter)  was  an  anonymous  letter. 
Nobody  stood  up  to  be  counted. 
Nobody  signed  his  name." 


have  been  taken  regarding  recent 
censure  by  the  RWG  Eastern  Re- 
gional Council  of  Welbourn  Kelley 
[Broadcasting,  Aug.  28].  The 
question  of  the  guild's  power  to 
censure  a  member  is  expected  to  be 
raised  at  the  next  meeting  of  the 
council  of  Authors  League  of 
America,  parent  body  of  RWG. 
Mr.  Kelley,  who  resigned  from  the 
RWG  council,  remains  a  member 
of  the  league  council. 

Endorsement  of  the  war  writers 
board  resolution  adopted  a  fort- 
night ago  by  the  RWG  councils  i: 
New  York,  Chicago,  and  Hollywooi 
was    voted    "overwhelmingly"  b; 
the  RWG  membership,  it  was  a: 
nounced.     The   resolution,  citinj 
requests  for  writers  throughout  thi 
country  to  provide  materials  usi 
ful  to  the  war  effort,  called  upo:. 
the  Authors  League  to  initiate 
organization  similar  to  the  World 
War  II  Writers  Board. 

After  hearing  plans  for  nego 
tiations  soon  with  the  networks  and 
advertising  agencies  for  "contracts 
covering  an  estimated  95%  of  all 
radio  writers,"  the  statement  said, 
the  following  resolution  was  voted: 

The  membership  of  the  Eastern 
Region  of  the  Radio  Writers  Guild 
hereby  declares  itself  wholeheartedly 
behind  the  program  of  negotiations 
set  forth  in  the  strategy  report  and 
states  its  complete  confidence  in  its 
negotiating  committee  and  council. 

Oflfer  ACLU  Cooperation 

Earlier  last  week  the  RWG 
Eastern  Regional  Council  met  and 
adopted  a  resolution  to  "offer  to 
the  American  Civil  Liberties  Union 
the  immediate  cooperation  of  the 
Guild's  blacklist,  committee  in  anj 
investigation  contemplated  or  in 
progress  by  the  ACLU  on  the  ef- 
fect of  the  current  blacklisting  . . ." 

It  adopted  also  a  resolution  ex- 
pressing "its  sense  of  shock  and 
horror  to  AFRA  and  TVA  over  the 
summary  contract  cancellation  of 
Jean  Muir  in  connection  with  hei 
scheduled  appearance  on  the  tele- 
vision show,  The  Aldrich  Family." 

A  third  resolution,  "in  the  inter- 
ests of  the  professional  security  oi 
all  writers  now  threatened  with  a 
growing  menace  of  blacklist,  anc 
mindful  of  the  broad  implications 
of  censorship  involved  in  sucl 
blacklist,"  urged  the  Authors 
League  "to  call  an  immediate  na- 
tional conference  against  blacklist- 
ing that  the  traditional  right  oi 
all  to  private  opinions  and  th< 
right  of  all  writers  to  employmeni 
on  the  basis  of  ability,  may  be  re- 
affirmed." 

Although  these  resolutions  wer( 
said  to  have  been  discussed  at  th<i 
subsequent  meeting  of  the  member 
ship,  no  vote  was  taken  on  them 
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You  can't  see  Blaw-Knox  engineering — but 
it's  there!  You  can't  see  Blaw-Knox  experi- 
ence in  tower-building — but  ifs  there.  You 
can't  see  efficiency  and  strength  and  dura- 
bility— but  they're  all  there — when  the 
towers  are  built  by  Blaw-Knox. 

...  A  quotation  will  prove  that  there's  no 
premium  on  Blaw-Knox  quadity. 

BLAW-KNOX  DIVISION 

OF  BLAW-KNOX  COMPANY 
2038  Farmers  Bank  Building,  Pittsburgh,  Pa 


BLAW-KNOX 


TOWERS 
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CANADIAN  delegates  Include  (I  to  r,  seated):  W.  B.  Smith,  W.  A.  Caton, 
Gordon  Cox,  G.  C.  W.  Browne,  and  Commander  C.  P.  Edwards,  Conference 
chairman  and  delegation  head;  standing,  G.  C.  Chandler,  J.  W.  Bain,  G.  R. 
Mather,  W.  G.  Richardson,  Donald  Manson,  C.  A.  O'Brien,  and  Miss  Viola 

E.  Fisher. 


NARBA  Problems 


( Continued  fr 
Haley,  Washington  attorney  and 
counsel  for  ABC;  Carl  E.  Haymond, 
Los  Angeles;  C.  M.  Jansky,  Washing- 
ton consulting  engineer;  E.  M.  John- 
son, Mutual;  G.  F.  Leydorf,  WJR  De- 
troit; Leonard  H.  Marks,  Daytime 
Petitioners  Assn.;  Neal  McNaughten, 
NAB;  Dwlght  A.  Myer,  Westinghouse 
Radio  Stations;  James  D.  Parker, 
CBS;  E.  C.  Page,  Washington  con- 
sulting engineer;  Donald  W.  Reynolds, 
KFSA  Ft.  Smith,  Ark.;  Harrison  T. 
Slaughter,  Washington  attorney; 
Louis  Wasmer,  Spokane,  Wash.  Dele- 
gation secretary:  James  Kee,  State 
Dept. 

Mexico — Miguel  Pereyra,  director 
of  telecommunications;  Arturo  Mel- 
gar;  Juan  Buchanan  Cross,  Eleazar 
Diaz  Gutierrez,  Jose  Luis  Fernandez, 
Ruben  Fuentes  Delgado,  Jesus  Montes 
de  Oca,  Carlos  Nunez  Arellano,  and 


om  page  19) 

Jose  Vilar  Munch  of  the  Dept.  of 
Communications.  Mr.  Pereyra  said  he 
must  return  shortly  to  Mexico  for 
other  commitments,  but  would  return 
to  the  conference  later  in  the  negotia- 
tions. 

Cuba — Dr.  Jose  Ramon  Gutierrez  of 
the  Ministry  of  Communications, 
chairman;  Antonio  Marti  Prieto,  Min- 
istry of  Communications;  Nicolas 
Mendoza,  who  was  a  leader  of  the 
original  NARBA  movement;  Dr. 
Ricardo  Sarabasa,  of  the  Cuban  Em- 
bassy; and  Jose  J.  Sentmanat,  di- 
rector of  radio.  Cuban  technical  ad- 
visers: Eduardo  Hector  Alonso,  Fed- 
eraclon  de  Radioemisores;  Lorenzo 
Barquin,  Union  Radio;  Carlos  J. 
Estrada  Castro,  Radio  Progreso; 
Roberto  Garcia-Serra,  Radio  Garcia- 
Serra;    Ventura    Montes  Martinez, 


SOUTHWEST  VIRGINIA'S  PiOHeB/l  RADIO  STATION 


A  card  or  letter  to  us,  or  to  Free  &  Peters,  will 
bring  you  this  WDBJ  BMB  Area  presentation 
which  includes: 

•  Official  BMB  Coverage  Map 

•  Latest  Market  Data— BMB  Counties 

•  Preliminary  1950  Census  Figures 

•  Comparative  BMB  Coverage  Graphs 

Handily  bound  for  filing  and  perforated  for 
three-ring  binder. 


WDBJ 


CBS  .  5000   WATTS  •  960  KC 

Owned  and  Operated  by  the 
TIMES-WORLD  CORPORATION 

ROANOKE.  VA. 


U.  S.  DELEGATION  is  headed  by  FCC  Comr.  Rosel  H.  Hyde  (seated,  second 
from  right)  with  Copt.  John  S.  Cross  of  the  State  Dept.  (seated  at  Comr. 
Hyde's  right)  as  vice  chairman.  Advisers  include  (from  left)  Benito  Gaguine, 
FCC;  Neal  McNaughten,  NAB;  Joseph  M.  Kittner,  James  E.  Barr,  and  H. 
Underwood  Graham,  FCC. 


Circuito  CMQ;  Antonio  de  los  Santos. 

Canada — Comdr.  C.  P.  Edwards, 
deputy  minister  of  transport,  chair- 
man; J.  W.  Bain,  Canadian  Assn.  of 
Broadcasters;  G.  C.  W.  Browne,  con- 
trolled of  radio;  W.  A.  Caton,  chief 
inspector  of  radio;  G.  C.  Chandler, 
CAB;  Dr.  A.  Frigon,  general  manager, 
Canadian  Broadcasting  Corp.;  Don- 
ald Manson,  assistant  general  man- 
ager, CBC;  G.  R.  Mather,  Dept.  of 
Transport;  W.  G.  Richardson,  W.  G. 
Roxburgh,  and  R.  E.  Santo,  CBC;  and 
W.   B.    Smith,    Dept.   of  Transport. 

Bahamas-Jamaica — Alan  D.  Hodg- 
son, former  director-general  of  aero 
telecommunications,  Bridgetown,  Bar- 
bados; Keneth  R.  Ingraham,  director- 
general  of  telecommunications,  Nas- 
sau, both  delegates.  Observer;  W.  C. 
Thornton  Cran,  joint  managing  direc- 
tor of  Broadcasting  Relay  Service 
(Overseas)  Ltd.  and  director  of  Ja- 
maica Broadcasting  Co. 

Dominican  Republic — Dr.  Miguel  A. 
Herrera,  first  secretary  of  the  Em- 
bassy in  Washinirton,  chairman;  Fran- 
cisco Martinez  Alves,  inspector  of  ra- 
dio communications,  technical  adviser. 


FREE  &  PETERS.  INC.,  National  Representatives 


OWNERSHIP 

FCC  Surveys  KSPA,  KENE 

ISSUES  concerning  ownership  de- 
tails were  announced  by  FCC  last 
week  in  hearings  the  Commission 
has  designated  on  applications  of 
KSPA  Santa  Paula,  Calif.,  and 
KENE  Belen,  N.  M. 

License  renewal  application  of 
KSPA,  assigned  250  w  fuUtime  on 
1400  kc.  was  set  for  hearing  Nov. 
27  in  Santa  Paula  while  bid  of 
KENE,  assigned  250  w  on  1230 
kc,  for  license  to  its  construction 
permit  was  set  for  hearing  Nov. 
14  at  Belen. 

FCC  reported  it  had  approved 
a  transfer  of  control  of  KSPA  in 
August  1949  to  Neal  Van  Sooy 
and  associates  "on  the  basis  of 
representations  made  therein  that 
the  actual  transfer  .  .  .  had  not 
been  consummated."  The  Com- 
mission order  indicated,  however, 
it  had  received  evidence  alleging 
that  Mr.  Van  Sooy  "had  been  in 
complete  control  of  Station  KSPA 
since  March  1,  1949."  FCC  wanted 
to  determine  whether  control  had 
been  improperly  transferred  in 
violation  of  its  rules. 

In  its  order  concerning  KENE, 
the  Commission  stated  it  wished 
to  learn  Vv^hether  all  stock  trans- 


TRIX  ITALIA' 

Italy's  Radio  Oscar 

LISTENERS  to  UNESCO  radio 
programs  are  learning  that  Italy 
has  its  own  radio  equivalent  of 
Hollywood's  Oscars,  the  "Prix 
Italia,"  which  broadcasters  confer 
annually  on  the  best  radio  produc- 
tion selected  from  a  host  of  Euro- 
pean and  other  competing  coun- 
tries. 

It  was  on  the  Isle  of  Capri  two 
years  ago  that  Italian  representa- 
tives proposed  to  15  other  broad- 
casting systems  that  the  prize  be 
established  as  an  initial  step  in  a 
permanent  program  exchange  be- 
tween various  countries.  They  de- 
cided, too,  that  it  was  just  as 
important  to  honor  radio  programs 
as  other  established  art  forms — 
"perhaps  even  moi-e  important,"  a 
UNESCO  announcer  told  listeners 
last  month. 

These  limitations  led  to  the  crea- 
tion of  the  Prix  Italia,  which  will 
soon  announce  its  second  series  of 
awards  administered  by  the  Italian 
Radio  System.  Competition  is  open 
to  any  national  broadcasting  sys- 
tem, with  broadcasters  themselves 
putting  up  roughly  $7,000  in  prize 
money.  Member  organizations  are 
Austria,  Belgium,  Brazil,  Egypt, 
France,  Finland,  Great  Britain, 
Italy,  Monaco,  the  Netherlands, 
Portugal,  Sweden,  Switzerland, 
Trieste  and  Vatican  City. 

In  even-numbered  years  the  prize 
goes  to  an  "essentially  musical 
production;"  in  odd  years,  to  dra- 
matic shows.  Last  year's  winner 
was  Frederick  General,  a  play  first 
produced  by  the  French  Radio. 
BBC  and  Monaco  were  runnersup. 
The  award  is  given  to  works ' 
created  especially  for  radio  pre-  ^ 
sentation.  The  1950  awards  are  I 
slated  to  be  announced  this  month,  j 


fers  had  been  properly  reported 
and  to  determine  the  qualifications 
of  the  permittee,  particularly  those 
of  "Donald  H.  Crandal,  executive 
v'ce  president  and  chairman  of  the 
permittee's  board  of  directors,  in 
view  of  his  alleged  conviction,  on 
Feb.  10,  1950,  on  charges  of  en- 
tering false  claims  against  the 
United  States  Government." 
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WHEN  THE  WAR  WAS  CMD 


America's  unceasing  rivers  of  hot,  molten  steel 
are  one  of  her  great  basic  strengths. 

These  rivers  of  steel  were  growing  during  the  cold  war.  They 
are  growing  now.  Many  companies  are  increasing  their 
capacity  to  make  steel.  They  will  add  more  than  6  million 
tons  to  the  flood. 

It  takes  lots  of  steel  to  fight  off  aggressors,  and  it  takes  lots 
of  steel  to  supply  you  the  cars,  home  appliances,  building 
materials  and  many  other  things  which  you  buy  for  your 
daily  comfort  and  safety.  That's  why  we  think  you  will  be 
vitally  interested  in  these  facts  about  the  steel  industry. 

How  much  steel  does  America  pour? 

The  steel  industry  in  the  United  States  is 
one  of  the  fastest  growing  major  industries 
in  the  world.  It  has  successfully  met  an 
increased  demand  of  more  than  40  per  cent 
in  the  past  10  years  . . .  outproduced  all 
other  countries  of  the  world  combined  over 
this  period  . . .  now  has  a  total  annual  ca- 
pacity of  over  100  million  tons. 


How  does  this  compare 

with  iron  Curtain  countries? 


AMERICA'S 


INDUSTRY 


More  than  200  componies  make  up  the  free 
and  independent  steel  industry  of  America. 


3m 


Latest  available  estimates  give  the  Iron 
Curtain  countries  over  30  million  tons  or 
about  one-third  our  annual  production.  We 
have  consistently  poured  far  greater  quan- 
tities of  steel  than  any  police  state,  and 
have  increased  our  capacity  almost  19  mil- 
lion tons  since  1940. 


Why  do  American  companies  outstrip 

entire  governments  in  making  steel? 

It's  not  a  magic  formula  . . .  it's  people  . . . 
people  with  room  to  work  in ...  to  strug- 
gle with  everyday  problems  ...  to  make 
more  products  better ...  to  stand  up  to 
competition  ...  to  profit  from  their  work. 
This  is  the  reason  why  the  steel  industry 
outstrips  any  government  production  plan. 

If  there's  so  much  steel,  why  shouldn't  we 
buy  steel  products  freely? 

Americans  are  being  shot  at!  The  Army, 
Navy  and  Air  Force  need  more  steel.  At  the 
same  time  some  home  folks  are  increasing 
their  buying.  This  is  wrong.  The  defense 
of  your  home  comes  first.  Everybody  will 
have  to  exercise  self  control.  In  effect  you 
increase  America's  supply  of  home -front 
products  when  you  buy  only  those  things 
you  really  need. 


AMERICAN  IRON  AND  STEEL  INSTITUTE 

350  FIFTH   AVENUE  NEW   YORK  CITY 
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NETWORK  BOXSCORE 

Number  of  commerciaf  programs  on  four  nationwide  networks  July  31   199 

Number  of  commercial  programs  starting  on  networks  during  Aug   19 

Number  of  commercial  programs  dropped  from  networks  during  Aug   6 

Number  of  commercial  programs  on  four  nationwide  networks  Aug.  31    212 


SPONSOR 
Quaker  Oats  Co. 

Quaker  Oats  Co. 

Norwich  Pharmacal 
Co. 

Brown  Shoe  Co. 

Dept.  of  Army 

Organized 

Reserve  Corps 
General  Foods 

Corp. 
Thomas  J.  Lipton 

Inc. 
Lever  Bros. 

Lever  Bros. 

Procter  &  Gamble 

Procter  &  Gamble 

Procter  &  Gamble 

Procter  &  Gamble 


AUGUST  ADDITIONS 

PROGRAM       NETWORK  TIME 
Man  on  the  Farm  MBS 


Roy  Rogers  Show 
Modern  Romances 

Smilin    Ed  Mc- 

Connell 
Mindy  Carson 

Sings 

Gangbusters 

Arthur  Godfrey's 
Talent  Scouts 

Lux  Radio 
Theatre 

My  Friend  Irma 

Beulah 

Jock  Smith  Show 

FBI  in  Peace  and 
War 

David  Rose  Show 


MBS 
ABC 
NBC 
NBC 

CBS 
CBS 
CBS 
CBS 
CBS 
CBS 
CBS 
CBS 


Sat.,  12:30  p.m. 
Sun.,  6-6:30  p.n 


AGENCY 
Sherman  & 

Marquette 
Sherman  & 

Marquette 
Benton  &  Bowles 


Tues.-Thurs.,  11- 

11:30  a.m. 
Sat.,  11:30-12  noon    Leo  BurneH 

Tues.-Thurs.-Sat.,        Grant  Adv. 
11:15-11:30  p.m. 

Sat.,   9-9:30  p.m.      Young   &  Rubicam 

Mon.,  8:30-9  p.m.    Young  &  Rubicam 

Mon.,  9-10  p.m. 


Mon.,  10-10:30 

p.m. 
Mon.-Fri., 

7-7:15  p.m. 
Mon.-Fri.,  7:15- 

7:30  p.m. 
Thurs.,  8-8:30  p.m. 


J.  Walter 

Thompson 
Foote,  Cone  & 

Belding 
Dancer-Fitzgera  Id- 
Sample 
Dancer-Fitzgerald- 
Sample 
Biow  Co. 


Sun.,  8:30-9  p.m.      Benton  &  Bowles 


SPONSORS 
Campbell  Soup 

Electric  Auto-Lite 
Electric  Cos.  Adv. 

Program 
Pillsbury  Mills 

Procter  &  Gamble 

Procter  &  Gamble 


Norwich 

Pharmacol  Co. 
General  Mills 

General  Mills 

General  Mills 

General  Mills 
General  Mills 


Fisher  Body  D!v. 
General  Motors 

Not'l  Assoc. 

of  Mfrs. 
General  Motors 


PROGRAM 
Club  15 

Suspense 
Meet  Corliss 

Archer 
House  Party 


NETWORK  TIME 

CBS    Mon.-Fri.,  7:30- 

7:45  p.m. 
CBS    Thurs.,  9-9:30  p.m. 
CBS    Sun.,  9-9:30  p.m. 


CBS    Mon.-Fri.,  3:30- 
3:55  p.m. 

Lowell    Thomas         CBS    Mon.-Fri.,  6:45- 
7  p.m. 

Edward  R.  Murrow    CBS    Mon.-Fri.,  7:45- 
(Regionol)        8  p.m. 

AUGUST  CANCELLATIONS 


The  Fat  Man 
Night  Beat 

Penny  Singleton 

Show 
Sarah's  Private 

Caper 
Dimension  X 
Tales  of  Texas 

Rangers 


ABC  Fri.,    8-8:30  p.m. 

NBC  Mon.,  10-10:30 

NBC  Tues.7'9-9:30  p.m. 

NBC  Thurs.,  10:30- 

11  p.m. 

NBC  Fri.,    9-9:30  p.m. 

NBC  Sot.,  9:30-10  p.m. 


AUGUST  ONE-TIMERS 

Fisher  Body  ABC    Tues.,  Aug.  15, 

Craftsmans  Guild  9:45-10  p.m. 

Awards 

Industry  Mobilizes    ABC    Mon.,   Aug.  14, 
8-8:30  p.m. 

Soap  Box   Derby      CBS    Aug.  13,  Sun., 

4:30-4:45  p.m. 


AGENCY 
Ward  Wheelock 

Cecil  &  Presbrey 
N.  W.  Ayer 

Leo  Burnett 

Compton  Adv. 

Benton  8i  Bowles 


Benton  &  Bowles 

Knox-Reeves 

Knox-Reeves 

Knox-Reeves 

Knox-Reeves 
Knox-Reeves 

Kudner 

Benton  &  Bowles 
Campbell-Ewald 


KMBC  VS.  AFRA 

NLRB  Hears  Oral  Argument 

ORAL  argument  on  an  AFRA 
charge  that  KMBC  Kansas  City, 
Mo.,  had  committed  unfair  labor 
practices  and  on  union  objections 
to  a  trial  examiner's  findings  which 
dismissed  the  complaint  was  held 
last  Thursday  before  the  National 
Labor  Relations  Board  in  Wash- 
ington. A  final  decision  is  expected 
sometime  next  month,  authorities 
said. 

Officials  of  Midland  Broadcasting 


KSWM 

JO  PLI  N,  MO. 

REACHES  446,600 

PERSONS  WHO  SPEND,.. 
$285,55QOOO  ANNUALLY 
IN  TOTAL  RETAIL  SALES/ 


The  small  map  above  shows 
airline  miles  to  nearest  met- 
ropolitan centers,  assuring 
unduplicated  CBS  service  to 
the  KSWM  audience. 

Now  in  its  fifth  year  of  service, 
KSWM  is  an  integral  part  of  all 
community   affairs   and  activities. 


C  B  S  in 

J  O  P  L  I  N,  MO. 

Nationally  Represented  by 
William  G.  Rambeau  Co. 


Co.,  licensee  of  KMBC-AM-FM  and 
KFRM  Concordia,  told  the  board 
that  it  did  bargain  with  the  union; 
that  private  contracts  governing 
use  of  talent  were  modified  to  con- 
form to  AFRA  pacts  and  that  the 
matter  involved  differences  to  be 
settled  on  an  individual  basis  with 
AFRA,  not  before  the  labor  board. 

The  union  charged  that  the  sta- 
tion had  refused  to  bargain  on  the 
limitations  of  private  contracts  ne- 
gotiated through  its  KMBC  Ar- 
tists Bureau,  which  serves  as  a 
talent  clearinghouse,  and  that  the 
private  contracts  "derrogate" 
AFRA  agreements  and  invade  the 
union's  collective  bargaining  field. 
It  was  represented  last  week  by 
Saul  Pryor,  AFRA  national  coun- 
sel. 

Myers  D.  Campbell,  NLRB  trial 
examiner,  ruled  earlier  this  year 
that  the  original  complainant, 
Sherwood  Durkin,  an  announcer, 
did  not  prove  his  allegations 
against  the  station,  and  dismissed 
charges  of  unfair  labor  practices 
[Broadcasting,  Feb.  13].  AFRA 
then  filed  objections  to  the  recom- 
mendations and  requested  oral  ar- 
gument before  the  board.  Hearing 
was  first  held  in  July  1949.  AFRA 
signed  a  contract  with  KMBC  in 
1946. 


Austin  A.  Harrison,  Pres. 
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Move  Law  Office 

WASHINGTON  office  of  Kirkland, 
Fleming,  Green,  Martin  &  Ellis, 
specializing  in  practice  before  FCC 
and  other  governmental  agencies, 
has  relocated  from  the  Na- 
tional Press  Bldg.  to  the  World 
Center  Bldg.,  16th  and  K  Sts.  N.W., 
Washington  6,  D.  C.  New  tele- 
phone is  Sterling  3200.  Associated 
with  the  Washington  office  are 
Louis  G.  Caldwell,  Hammond  E. 
Chaffetz,  Reed  T.  Rollo,  Donald  C. 
Beelar,  Percy  H.  Russell  Jr.,  Kelley 
E.  Griffith,  Perry  S.  Patterson, 
Chauncey  P.  Carter  Jr.,  R.  Russell 
Eagan,  Charles  R.  Cutler,  Herbert 
J.  Miller  Jr.  and  E.  Ladd  Thurston 
Jr.  Main  office  is  at  33  N.  La  Salle 
St.,  Chicago. 


Mr.  Medley 


A  FAIR  SHAKE 

Policy  Aids  Medley  Campaign 

AN  UNCONDITIONAL  offer  of 
free  time  to  his  campaign  oppon- 
ents was  the  policy  of  a  prominent 
Tennessee  radio  man  running  for 
county  judge  in 
Putnam  County. 
And  that  very 
policy  is  being 
cited  by  state 
political  observ- 
ers as  one  big 
reason  for  the 
landslide  victory 
of  Luke  Medley, 
president  and 
general  manager 
of  WHUB  Cooke- 
ville.  Too,  it  marks  the  first  time  in 
32  years  that  a  Republican  has 
held  the  county's  chief  executive 
administrative  post. 

He  won  the  general  election  by 
a  two-to-one  majority  despite  the 
fact  that  Putnam  County  is  pre- 
dominantly Democratic  and  that 
the  Democratic  nomination  is  tan- 
tamount to  election.  Judge  Medley 
reportedly  received  the  largest  ma- 
jority ever  given  a  Putnam  County 
candidate  in  either  a  primary  or 
regular  election.  He  was  sworn 
in  Sept.  1. 

Judge  Medley,  in  offering  the 
free  time,  stated  that  he  believed 
in  "fair  play  in  everyday  life,  busi- 
ness and  politics." 


RCA  FELLOWSHIPS 

16  Awarded  for  '50-51 

RCA  has  awarded  16  fellowships 
for  the  1950-51  academic  year,  Dr. 
C.  B.  Jolliffe,  executive  vice  pres- 
ident in  charge  of  the  RCA  Lab. 
Division,  announced  last  week. 

The  fellowships,  ranging  from 
$1,600  to  $2,700,  are  granted  to 
assist  pre-doctoral  graduate  stu- 
dents who  "display  outstanding 
ability  in  fields  of  study  related  to 
radio,  television  and  electronics," 
RCA  said. 


IRE  COAST  MEET 

Speakers  Are  Listed 

NEW  technical  developments  and 
industry  trends  will  highlight  the 
Institute  of  Radio  Engineers  an 
nual  three-day  West  Coast  re 
gional  convention  in  Long  Beach, 
Calif.,  Municipal  Auditorium,  start 
ing  Wednesday   (Sept.  13). 

Of  major  interest  will  be  two 
talks  on  color  TV.  Dr.  Charles  Wil- 
lard  Geer,  professor  of  physics,  U 
of  Southern  California,  will  discuss 
"The  Geer  Tube  for  Color  TV  Re- 
ception." Robert  T.  Cotellessa  of 
Allen  B.  DuMont  Labs  is  to  talk 
on  "A  Color  Television  System  for 
Industry."  A  technical  paper  by 
John  Hessel  of  the  Signal  Corps 
Engineering  Labs  is  titled  "Signal 
Corps  High-Frequency  Radio  Com- 
munications Research  and  Develop 
ment." 

Dr.  Frederick  E.  Ternan,  dean  of 
engineering  at  Stanford  U.,  will 
give  the  keynote  address  on  the 
opening  day.  Talks  also  are  sched- 
uled by  Dr.  John  R.  Pierce  of  Bell; 
Telephone  Labs,  C.  Veronda  and  V 
Learned  of  Sperry  Gyroscope  Co.,' 
S.  H.  Dodd  of  Massachusetts  In 
stitute  of  Technology,  Dr.  Robert 
T.  Ross,  professor  of  psychology 
at  Stanford  U.,  and  Ernest  H. 
Schreiber,  engineer.  Pacific  Tele- 
phone &  Telegraph  Co.  FCC  Comr. 
George  Sterling  will  be  banquet 
speaker  Friday  night. 


Varians  Cited 

FOR  development  of  the  klystror 
radio  tube  "which  played  a  majoi| 
role  in  World  War  II,"  two  broth- 
ers, Russell  H.  and  Sigurd  F.  Var- 
ian,  will  be  awarded  The  Franklir 
Institute's  John  Price  Wetheril' 
medals  at  ceremonies  in  Philadel- 
phia Oct.  18.  According  to  Dr 
Henry  B.  Allen,  executive  vic( 
president  of  the  institute,  micro- 
wave radar  development  durini 
wartime  would  have  been  quite  dif- 
ferent and  much  slower  if  the  kly- 
stron had  not  been  invented. 
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<rOU  MIGHT  STRIKE  OUT  20  BATTERS 
N  ONE  GAME*— 


BUT  . . . 


m  NEED  THE  FETZER 
STATIONS  TO  WIN  IN 
WESTERN  MICHIGAN! 


X  es,  the  Fetzer  Broadcasting  Company  stations  are 
ar  and  away  your  best  buys  in  Western  ]Michigan! 

iTKZO-TV  is  the  newest  addition  to  the  family.  Beaming 
I  sharp,  Channel-3  picture  to  60,000  TV  sets  in  Western 
♦lichigan  and  Northern  Indiana,  WKZO-TV  offers  the 
ery  best  in  local  and  net^vork  programming — is  just 
:is  outstanding  in  video  as  WKZO  and  WJEF  are  in  radio. 

3n  the  A3I  side  of  the  picture,  WKZO,  Kalamazoo,  and 

iTJEF,  Grand  Rapids,  continue  to  give  advertisers  more 

isteners  for  less  money.   By  projecting  WKZO-WJEF 
poopers  (tops  in  each  city  I)  against  the  number  of 
r'adio  homes  in  the  two  cities,  you  find  that  they  get    Get  all  the  facts,  today!    Write  to  us  or  ask  Avery- 
j^369c  more  listeners  than  the  next-best  two-station  choice    Knodel,  Inc. 

/Maury   McDermott    of    the    Louisville    Colonels   tied    this  American  Association  record  in  a  1949  game  tcith  St.  Paul. 


WKZO-TV  WKZO 

S  IS^A  IN  WESTERN  MICHIGAN  ,„  KALAMAZOO 
AND  NORTHERN  INDIANA              and  GREATER 
  I  WESTERN  MICHIGAN 


— yet  cost  20%  less!  New  BMB  figures  prove  top  cover- 
age in  rural  areas,  too. 


ALL    THREE    OWNED    AND    OPERATED  BY 


FETZER   BROADCASTING  COMPANY 

AVERY. KNODEL,   INC.,   EXCLUSIVE   NATIONAL  REPRESENTATIVES 


VOICE  EXPANSION     U'-ged  by  Benton,  Others 


PLEA  that  the  U.  S.  step  up  its 
psychological  peace  offensive 
through  Voice  of  America  broad- 
casts and  other  activities  to  combat 
Russian  propaganda  was  renewed 
in  the  Senate  last  Tuesday  by  Sen. 
William  Benton  (D-Conn.),  au- 
thor of  a  Voice-expansion  proposal 
and  advocate  of  a  worldwide  radio 
network. 

Earlier  the  House  Foreign  Af- 
fairs Committee,  which  had  ap- 
proved a  bill  to  create  a  Coopera- 
tive International  Relations  Com- 
mission [Broadcasting,  Sept.  4], 
issued  a  report  calling  attention 
to  "the  rapid  development  of  tele- 
vision as  an  information  medium," 
and  urging  exploration  of  possibili- 
ties "in  the  field  of  government  in- 
formation and  educational  activi- 
ties." 

Eisenhower  Quoted 

In  calling  for  a  strengthened 
Voice  of  America,  Sen.  Benton 
quoted  Gen.  Dwight  Eisenhower  as 
stating  that  the  U.  S.  is  falling 
short  of  its  objective  because 
"Communist  stations  overpower  it 
(the  Voice)  and  outflank  it  with  a 
daily  coverage  that  neglects  no 
wave  length  or  dialect,  no  preju- 
dice or  local  aspiration,  weaving  a 
fantastic  pattern  of  lies  and  twisted 
facts." 

This  situation,  Sen.  Benton 
pointed  out,  is  further  evidence 
"that  we  are  not  doing  what  we 
should  be  doing  in  combatting  the 
Communist  propaganda  and  in 
waging  a  powerful  psychological 
peace  offensive  of  our  own." 


Earlier,  Sen.  Benton,  in  a  letter 
to  the  Senate  Appropriations  Com- 
mittee, stressed  the  importance  of 
approving  the  full  budget  sum 
allocated  for  Voice  operations. 
Measure,  now  before  that  group 
after  passing  the  House,  would 
give  the  Voice  an  additional  sup- 
plemental appropriation  of  $48,- 
890,000. 

In  its  report,  the  House  Foreign 
Affairs  Committee  declared: 

The  rapid  development  of  televi- 
sion as  an  information  medium  sug- 
gests considerable  possibilities  in  the 
field  of  government  information  and 
educational  activities.  The  urgency 
of  an  all-out  information  effort  sug- 
gests the  need  for  a  critical  overall 
study  of  existing  activities,  as  to 
substantive  and  technical  adequacy  in 
view  of  new  communication  tech- 
niques and  the  size  of  the  job  to  be 
done.  .  .  . 

.  .  .  An  all-out  information  eflfort 
by  the  United  States  is  vital  now. 
If  our  effort  is  to  be  fully  effective, 
it  must  embody  a  substance  to  deal 
with  today's  problem  and  it  must 
utilize  every  new  technique  and  tech- 
nical development  that  can  serve  a 
useful  purpose. 

The  committee  pointed  out  that 
while  the  President's  U.  S.  Ad- 
visory Commission  on  Information 
has  made  recommendations  for 
strengthening  and  expanding  the 
Voice  and  other  activities,  it  has 
not  been  able  "to  undei-take  the 
responsibility  contemplated  in  this 
bill,"  which,  it  felt,  does  not  "dis- 
turb existing  agencies  or  pro- 
grams." 

The  measure  (HR  9039)  to  set  up 


a  12-member  International  Rela- 
tions Commission  was  sponsored  by 
Rep.  Mike  Mansfield  (D-Mont.) 
and  approved  by  the  House  Foreign 
Affairs  Committee  Aug.  29  without 
hearings.  Plan  is  similar  to  that 
advocated  by  Sen.  Karl  Mundt 
(R-S.  D.)  in  the  Senate,  and  was 
placed  on  the  calendar  of  the 
House  before  it  recessed. 

The  proposed  commission,  com- 
prising two  Senators,  two  House 
members,  two  from  the  executive 
branch  of  the  government  and  six 
persons  from  private  life,  would 
be  authorized  to  "appraise  the 
adequacy  and  effectiveness  of  exist- 
ing programs  .  .  .  particularly  with 
a  view  to  utilizing  new  techniques 
and  facilities,  with  emphasis  on  the 
possible  utilization  of  television 
techniques." 

Sarnoff  Endorsement 

The  proposal  has  been  endorsed, 
in  principle,  by  Brig.  Gen.  David 
Sarnoff,  RCA  board  chairman,  and 
Sen.  Benton,  who  envision  use  of 
TV  as  a  sort  of  "Vision  of  Amer- 
ica" to  supplement  the  Voice. 

The  commission  would  be  em- 
powered to  (1)  devise  more  ade- 
quate methods  of  presenting  Amer- 
ica to  other  peoples;  (2)  encourage 
existing  governmental  departments 
and  agencies  to  "design,  install  and 
utilize"  new  communication  tech- 
niques and  facilities;  (3)  to  out- 
line a  general  program  by  "vigor- 
ous prosecution"  of  all  information 
sources. 

Appointive  powers  would  rest 
with  the  President,  the  Senate 
President,  and  the  House  Speaker, 
each  of  whom  would  select  com- 
mission members.  The  group  would 
report  its  findings  and  recommenda- 
tions "on  or  before  Feb.  1,  1951." 
There  was  no  indication  when  the 
House  would  consider  the  Mans- 
field proposal. 

Earlier,  brickbats  and  bouquets 
had  been  hurled  at  the  Voice  of 
America  in  the  past  three  weeks 
on  Capitol  Hill.  Rep.  Karl  Stefan 
(R-Neb.)  told  colleagues  that  the 
information  program  would  be 
worth  the  overall  $130  million 
sought  if  it  can  immediately  team 
up  with  the  Armed  Services  as 
"effective  and  objective  psychologi- 
cal warfare." 

He  urged  day-to-day  liaison  be- 
tween the  psychological  warfare 
branch  of  the  government  and 
House  members;  evaluation  of  the 
program  by  the  Chiefs  of  Staff  at 
"regular  intervals  so  that  its  ef- 
ficiency can  be  kept  at  top  peak  in 
this,  the  greatest  of  all  our  na- 
tional crises;  examination  of  all 
top  information  personnel  receiv- 
ing $10,000  per  year  or  more; 
strengthening  of  the  Advisory 
Commission  and  other  related 
groups;  and  review  of  the  loyalty 
of  employees." 

"Nobody  should  be  included  in 
this  program  about  whose  loyalty 
there  is  a  single  shadow  of  a  doubt," 
Rep.  Stefan  asserted.  "The  em- 
ployes of  the  psychological  warfare 
programs     must     represent  the 


ideology  of  150  million  Americans. 
All  too  often  in  the  past,  we  in 
the  House  have  found  continuing 
instances  of  people  employed  in 
such  responsible  positions  using 
them  to  exploit  un-Americai 
ideals.  .  .  .  The  personnel  ofRcerj 
.  .  .  will  have  an  awesome  respon- 
sibilitv." 

Rep.  John  Taber  (R-N.  Y.) 
charged  that  "we  have  no  Voice 
whatever  on  the  air"  and  said  th< 
U.  S.  faces  "a  terrible  situation.' 
He  said  he  had  talked  with  Edwarc 
Barrett,  Assistant  Secretary  of 
State  for  Public  Affairs,  and  tolc 
him  he  felt  the  present  organiza 
tion  was  "totally  incompetent." 

Singling  out  Voice  broadcast 
of  June  26,  27,  28  and  July  18 
Rep.  Taber  remarked:  "There  wa: 
not  .  .  .  the  slightest  word  tha' 
could  be  considered  as  propagandj 
on  behalf  of  the  United  State! 
position,  nor  did  any  of  thesi 
broadcasts  name  Russia  as  the  as 
gressor.  All  that  the  broadcas: 
consisted  of  were  newscasts,  an 
these  very  poorly  done. 

"Was  that  because  of  a  poli: 
of  the  State  Dept.  not  to  tell  t. 
world  where  the  United  State 
stood,  or  was  it  because  of  ti 
total  lack  of  competence  and  loyalt. 
on  the  part  of  the  U.  S.  Informa 
tion  Service?" 

Lack  Short  Wave 

He  also  doubted  whether  man;> 
radios  behind  the  Iron  Curtain  ar ' 
equipped  for  shortwave,  an',' 
pointed  out  that  "not  one  radio  ii| 
10  in  the  U.  S."  is  so  equipped. 

Rep.  Taber  called  on  the  Voic, 
to  become  "militant"  and  a  "fight  i 
ing  force  designed  to  get  the  tru  • 
picture  of  the  U.  S.  across  to  th| 
world." 

Rep.   Cliff  Clevenger  (R-Ohio 
told  House  colleagues  he  has  "littl- 
confidence  in  the  material  bein. 
disseminated,  the  people  prepariit 
the  material,  and  our  very  abili^ 
to  get  the  material  through  to  tli 
people  for  whom  it  is  intended. 
He  charged  that  the  administratio: 
failed  to  back  up  its  request  fo 
extra  funds  with  correct  facts  an  \ 
detail  and  labeled  it  a  "familia 
technique"  to  fool  Congress  int 
believing   that   requested  budgei 
are  based  on  certain  requirement! 
He  said :  • 
During    hearings   last   year  suppli 
mental  funds  were  requested  and  ai 
proved    for    additional    antennas  < 
strengthen  our  beam  and  overcome  tl 
Russian  jamming.  At  that  time  we  wei 
piously  told  that  only  2%  of  our  broac  \ 
casts  were  getting  through  the  Iro  ( 
Curtain  and  immediate  action  was  in  r 
perative.  We  now  find  that  none  < 
these  antennas  have  been  built  at  th  ' 
time  yet  we  are  just  as  piously  told  tbl 
25%  of  our  material  is  getting  througl 
Improvements  have  been  made,  we  ai 
told.  Has  anyone  examined  these  St 
ures?  How  are  they  arrived  at?  Wl  ■ 
prepares  them?  Why  do  they  chani 
so  radically  in  such  short  periods  . 
time?  .  .  .  The  truth  is  that  these  nl 
ures  are  pure  guesswork  .  .  .  Figu^ 
don't  lie  but  liars  do  figure.  j 

Rep.  Tom  Steed  (D-Okla.)  note 
that  the  Voice  must  compete  j 
the  market  place  of  advertisii^ 
brains  with  private  industry  "pa 
ing  the  highest  kind  of  salarie 
and  that  the  Voice  does  not  ha 
sufficient  funds.  He  said  Sec 
tary  Barrett  is  constantly  searcl 
ing  for  better  personnel  to  "a( 
vertise"  America  on  the  Voice. 


FIRST  in 

the  QUAD  CITIES 


In  Davenport,  Rock  Island,  Moline  and  East  Moline 
is  the  richest  concentration  of  diversified  industry  be- 
tween Chicago,  Minneapolis,  St.  Louis  and  Omaha.  The  Quad 
Cities  are  the  trading  center  for  a  prosperous  two-state  agricultural 
area.  Retail  sales,  total  buying  and  per  capita  income  rate  higher 
than  the  national  average,  according  to  Sales  Management. 


woc-Am= 


WOC-FM, 


47  Kw. 
03.7  Mc. 


woe  delivers  this  rich  market  to  NBC  Network,  national  spot 
and  local  advertisers  .  .  .  with  70  to  100%  BMB  penetration  in  the 
two-county  Quad  City  area  ...  10  to  100%  in  adjacent  counties. 

WlVVi"!  Y  22.9  Kw.  Video  •  12.5  Kw.  Audio 

On  the  Quad  Cities'  first  TV  station  NBC  Network  (non-inter- 
connected), local  and  film  programs  reach  over  16,000  Quad 
Cities'  sets  .  .  .  hundreds  more  in  a  75  air-mile  radius. 

Basic  NBC  Affiliate 
Col.  B.  J.  Palmer,  President 
Ernest  Sanders,  General  Manager 


DAVENPORT,  IOWA 

FREE  &  PETERS,  Inc. 

Exclusive  National  Representatives 
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is  the  Word  for  this 
WSAM  AM-FM  Masterpiece 

•  This  is  the  tenth  anniversary  of  the  Saginaw 
Broadcasting  Company,  Saginaw,  Michigan.  In  cele- 
bration, this  station  has  completely  modernized  its 
facilities,  including  a  new  Truscon  Self-Supporting 
Tower  with  an  overall  height  of  386  feet. 

This  Truscon  masterpiece  functions  as  a  half-wave 
radiator  in  the  transmission  of  the  250  watt  AM 
power  of  WSAM  on  1400  kilocycles.  A  side  mounted 
Collins  8-bay  antenna  transmits  the  1700  watt  FM 
power  of  WS AM-FM  on  98.1  megacycles.  The  entire 


tower  and  transmitter  house  is  designed  for  future 
television  applications. 

What  are  your  particular  tower  problems  to  best  serve 
your  audience.'  Truscon  can  draw  upon  world-wide 
experience  in  engineering  and  erecting  exactly  the 
tower  you  need— tall  or  small .  .  .  guyed  or  self-support- 
ing .  .  .  tapered  or  uniform  in  cross-section  .  .  .  for 
AM,  FM  and  TV  transmission.  Your  phone  call  or 
letter  to  any  convenient  Truscon  district  ofl&ce,  or  to 
our  home  office  in  Youngstown,  will  bring  you  immedi- 
ate, capable  engineering  assistance.  Call  or  write  today. 

TRUSCON  STEEL  COMPANY 

YOUNGSTOWN   1,  OHIO 

Subsidiary  of  Republic  Steel  Corporation 


m  SELF-SUPPORTING 
f  AND  UNIFORM 

f  CROSS  SECTION  GUYED 


TRUSCON 


TltUSCON  COPPER  MESH  GROUND  SCREEN 
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Page  34,  Col.  3,  Fort  Payne,  Ala.,  WZOB, 
change  facilities  to  read: 


WZOB,  1  kw-D,  1250  kc 


Page  34,  Col.  3,  Gadsden,  Ala.,  change 
families  and  radio  families  for  Etowah 
County  to  read  as  follows: 


GADSDEN,     Etowah,  26,217 
radio,  22,914  radio  fam. 


fam.,  87.4% 


Page  35,  Col.  1,  Etowah  County,  change 
families  and  radio  families  to: 


26,217  fam.,  22,914  radio  fam. 

~Page  37,  Col.  1,  insert  Flagsiajf,  Ariz.   

after  KAWT. 

FLAGSTAFF,    Coconino,    6,635    fam.,    90.6%  page   46,  Col.  4,  Stockton,  Calif.,  San 

radio,  6,011  radio  fam.  Joaquin  County  figures  should  read: 

KCLS,  250  w,  1340  kc,  Ariz.  Net.  .  I  .  

Kern  County  to  read:  Cant.  Listing  snouia  reaa.  

BAKERSFIELD,    Kern,    63,108    fam.,    97.1%  199,414—1950      Population  134.207—1940 

radio,  61,277  radio  fam.  Population,  55,702  fam.,  54,309  radio  fam. 

¥agT'42,~15ol7T,'LodirCalif^~~S~an^  Page  75,  Col.  2,  Crawfordsville,  Ind., 

quin  County  figures  should  read:  WFMU  (FM),  change  rates  to:  

lODI,    San    Joaquin,    55,702    fam.,    97.5%  D       3.75      4.50     7.00    14.50    28.75  57.00 

radio,  54,309  radio  fam.  N       3.75     4.50     7.00    14.50    28.75  57.00 


Revisions  in  1950  Marketbook 

Editor's  Note: 

It  took  more  than  a  million  separate  calculations  to  compute  the  1950 
Broadcasting  Marketbook.  In  so  prodigious  an  operation,  it  was  obvious 
that  there  would  be  some  errors. 

We  made  a  few — the  corrections  are  printed  below.  With  each  is 
printed  the  page,  column  and  place  in  the  column  to  make  it  easy  for  your 
secretary  to  insert  them  over  the  incorrect  lines.  Just  clip  ofif  on  the 
dotted  lines,  then  when  you  find  the  proper  place,  clip  off  the  direction 
line  printed  in  italic. 


KRNT  .  .  . 

THE  STATION  WITH  THE 

FABULOUS  PERSONALITIES 

AND  THE 

ASTRONOMICAL  HOOPERS 

HOOPERATINC 
HIGHER 

•  MORNING 

•  AFTERNOON 

•  NIGHT 

THAN  ANY  OTHER 
STATION  IN 

DES  MOINES 


ANY  KATZ  MAN 
WILL  TELL  YOU  THE  FULL 
FABULOUS  SALES 
RESULTS  STORY! 

*C.  E.  Hooper  Audience  Index,  City  Zone  —  June-July  1950 


Page  143,  Col.  3,  insert  Pleasantville,  N. 
J.  after  WXNJ  (FM). 

PLEASANTVILLE,  Atlantic,  37,100  fam.,  94.2% 

radio,  34,948  radio  fam. 
WOND,  250  w,  1400  kc 

D  6.00  5.00  10.00  25.00  40.00  75.00 
N      6.00     5.00    10.00    25.00    40.00  75.00 

'Page' 'l45'  'c'ol.  '2,' 'Bing'hamton' 'n7 ~ Y ., 
WENE,  facilities  should  read: 

WENE,  250  w,  1450  kc,  (CP  5  kw,  1430  kc), 
ABC,  Radio  Reps,  BMB 

Page  145.  Col.  2,  'Binghamton,  N.  Y., 
delete  the  first  WINR-FM  and  insert 
the  following: 

WINR,  250  w,  1490  kc,  NBC,  Hollingbery 

'PagT'l'5'6~'Col'.'4''winston-Sa~lem^^  C., 
the  WTOB  listing  should  read  as  fol- 
lows: 

WTOB,  1  kw,  1380  kc,  CBS,  MBS,  Taylor 
D       7.50      7.50    15.00    30.00    45.00  75.00 
N     10.00    10.00    20.00    40.00    60.00  100.00 

'Page  174,  Col.  4,  Ponca  City,  Oklahoma, 
WBBZ,  change  rates  to: 


6.00 
6.00 


1.00 
1.00 


12.50 
12.50 


20.00 
20.00 


30.00 
30.00 


50.00 
50.00 


Page  178.  Col.  3,  Salem,  Ore.,  families 
and  radio  families  for  Marion  County 
should  read: 

SALEM,  Marion,  28,038  fam.,  97.9%  radio, 
27,449  radio  fam. 

'Page  '  fss.^  Col.  2,  'Philadelphia,'  Pa., 
WCAU-TV,  insert  the  following  rates: 


70.00  70.00  112.50  180.00  270.00  450.00 
150.00  150.00  225.00  360.00  540.00  900.00 


Page  225,  Col.  2,  Huntington,  W.  Va., 
change  county  data  to  read: 

HUNTINGTON,  Cabell,  30,112  fam.,  92.4% 
radio,  27,823  radio  fam.  For  Huntington 
Metropolitan  Area  figures  see  Page  8. 

'Page''228rc'o'iy2rBeloft7w'is~''WG'E^^^ 
change  facilities  to  read: 

WGEZ,  100  w,  1490  kc,  MBS,  Rambeau 

'Page'  '244,"Col~  '3~'(N'BC'  't'v  '  'Network')', 
San  Francisco,  Calif.,  delete  KPIX  and 
insert  the  following: 

SAN  FRANCISCO,  KRON-TV 

D    28.00    45.50    72.50  108.75  181.25 

N      ....    56.00    91.00  145.00  217.50  362.50 


Strictly  Business 

(Continued  from  page  12) 

in  a  grocery  store,  then  in  the  gen- 
eral offices  of  a  railroad,  followed 
by  work  with  a  construction  com- 
pany, sawmilling  and  the  real  es- 
tate business. 

Mr.  Cummings  went  to  Florida 
in  1921  where  he  traded  in  real  es- 
tate, built  homes,  and  tried  to  sal- 
vage something  from  the  expended 
Florida  boom.  There  he  had  his 
first  brush  with  radio.  Two  of  his 
best  friends  were  the  late  City 
Commissioner  Thomas  C.  Imeson, 
whose  department  handled  the  op- 
eration of  WJAX  Jacksonville,  and 
the  station's  general  manager. 
Jack  Hopkins.  They  introduced 
him  to  the  microphone.  His  first 
opportunity  came  from  Robert  M. 
Smith,  president  of  the  southern 
region  of  the  A  &  P  Co.   He  offered 


Harry  the  role  of  "Colonel  Good- 
body"  on  the  A  &  P  program, 
where  he  took  the  air  as  an  author- 
ity on  preparation  of  foods,  carving 
of  a  fowl  or  roast,  setting  the  table 
and  other  angles  affiliated  with  the 
art  of  eating. 

With  advice  and  coaching  from 
Norman  Craig,  New  York,  one  of 
the  early  station  representatives  in 
the  national  field,  who  had  sug- 
gested he  try  his  hand  as  a  re- 
gional representative,  Mr.  Cum- 
mings made  a  successful  but 
conservative  start.  Another  booster 
was  Jack  Hopkins,  who  built  WJAX 
and  has  been  general  manager  and 
chief  engineer  since  1925. 

Some  -of  his  successful  campaigns 
include  various  types  of  programs 
for  Ward  Baking  Co.,  since  1933, 
through  J.  Walter  Thompson  Co., 
and  through  N.  W.  Ayer  &  Son, 
shows  from  the  studios  of  WJAX 
and  from  the  stage  of  the  Florida 
Theatre. 

Mr.  Cummings  is  especially  proud 
of  a  fishing  program — developed  by 
him  without  any  knowledge  of  fish- 
iner — ;  which  ran  successfully  on. 
WJAX  for  a  number  of  years  under  j 
national  sponsorship  and  for  a 
year  on  WIOD  Miami.  The  pro- 
gram, sponsored  by  Atlantic  Re- 
fining Co.,  was  acclaimed  far  and 
wide  and  gained  recognition  from 
the  Florida  State  Chamber  of  Com- 
merce, the  Junior  Chamber  of  Com- 
merce of  Jacksonville  and  many 
others  including  tackle  manufac- 
turers and  fishing  camp  operators. 

Stars  of  Future 

Two  present  day  celebrities  got 
their  first  tryouts  on  an  amateur 
program  handled  by  Harry  for 
Foremost  Dairies.  The  celebrities 
are  Dorothy  Shay,  who  was 
Dorothy  Sims  of  Jacksonville,  and 
Connie  Haines,  who  was  Yvonne 
Jasme,  also  of  Jacksonville.  A 
golf  instruction  program  for  the 
Atlantic  Ice  &  Coal  Co.,  which  in- 
troduced many  well  known  celebri- 
ties to  the  'mike,'  was  another  of 
Harry's  successes. 

In  1929  Mr.  Cummings  married 
Margaret  Holmes  of  Eastman,  Ga. 
They  do  not  have  any  children.  He 
is  a  member  of  the  Timuquana 
Country  Club  and  the  Ponte  Vedra 
Club  and  is  active  in  many  civic 
clubs  and  community  enterprises. 
Harry's  hobby?  He  says,  "my  busi- 
ness." 


WFAA  DROPS  FM 

Ceased  Operation  Sept.  1 

WFAA  Dallas  has  called  it  quits 
on  FM.  As  of  Sept.  1,  the  station 
discontinued  the  FM  duplication 
of  its  AM  programs  and  began 
dismantling  its  FM  transmitter 
atop  the  Mercantile  Bank  Bldg.  in 
downtown  Dallas. 

Martin  B.  Campbell,  general 
manager,  pointed  out  that  the 
WFAA  820  kc  plant  with  50  kw  and 
WFAA  on  570  kc  with  5  kw,  had 
served  the  FM  area  "perfectly, 
regardless  of  weather."  The  FM 
service  offered  no  original  program- 
ming as  distinct  from  the  AM.  The 
FM  license  wiW  be  surrendered,  it 
was  announced. 


DES  MOINES  —  THE   REGISTER  AND  TRIBUNE  STATION 
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With  high-powered  network  kid  shows. .  and  with 
terrific  local  programs  like  the  "Squirrel  Cage". . 
KEX  has  won  the  highest  juvenile  show  ratings 
in  the  populous  Portland  market  area. 

In  the  "Squirrel  Cage,"  versatile  Merrie  Virginia 
captivates  young  listeners  with  her  delightful  voice- 
characters,  "Sir  Percival  Penguin"  and  "Tinker." 


And  on  KEX,  the  syndicated  "Firefighters"  pro- 
gram achieves  one  of  its  top  records  in  the  nation ! 

If  you  want  to  get  in  solid  with  the  youth  market 
in  the  nation's  fastest-growing  state  (and  how  can 
vou  better  insure  your  business  future?)  tell  your 
story  via  KEX.  For  details,  ask  the  man  from 
Free  &  Peters. 


She's  "Aunt  Merrie"  to  hosts  of  Port-  2,000  Portland  kids  jam  "Firefighters"  meetings, 
land  youngsters!' 
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PORTLAND 

50,000  WATTS 

ABC  AFFILIATE 

WESTINGHOUSE  RADIO  STATIONS  Inc 

KYW  •  KDKA  •  WBZ  ♦  WBZA  •  WOWO  •  KEX  •  WBZ-TV 

National  Representatives,  Free  &  Peters,  except  for  WBZ-TV; 
for  WBZ-TV,  NBC  Spot  Soles 
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McFARLAND  BILL 

Consideration  Doubted 

THERE  is  scant  hope  that  the 
House  will  be  able  to  consider  the 
McFarland  Bill  (S  1973)  this  year. 
In  fact,  it  is  doubtful  that  the 
Senate-approved  bill  will  make  an 
appearance  outside  of  the  House 
Commerce  Committee,  which  com- 
pleted hearings  on  the  measure  last 
month  [Broadcasting,  Aug.  21]. 

A  number  of  factors  are  work- 
ing against  S  1973,  which  would 
realign  FCC's  procedures.  Chief 
among  them  are  the  following: 

#  Anticipated  adjournment  or 
at  least  continuous  recess  of  the 
House  this  month. 

#  Urgency  of  other  legislation 
within  the  committee.  The  Korean 
situation  to  some  extent  affects 
the  agenda. 

#  Lack  of  familiarity  of  com- 
mittee members  with  issues  as  ex- 
pressed in  the  bill  as  written  by 
Sen.  E.  W.  McFarland  (D-Ariz.) 
and  the  Senate  Commerce  Commit- 
tee on  the  one  hand  and  the  FCC 
on  the  other. 

#  A  noticeable  lack  of  constant 
pressure  by  broadcasters  or  indus- 
try groups  to  get  immediate  action 
on  the  bill. 

These  are  the  opinions  ex- 
pressed by  some  committee  mem- 
bers, in  part  by  Rep.  Dwight  L. 
Rogers  (D-Fla.),  acting  chairman 
of  the  committee's  radio  subcom- 


mittee, and  in  part  by  close  ob- 
servers. 

The  last  point  made,  that  of  a 
letdown  in  industry  pressure,  was 
reported  by  an  authority  who  has 
been  keeping  a  detailed  check  on 
the  committee's  attitude  on  the  Mc- 
Farland Bill. 

In  addition,  there  is  a  feeling 
among  many  members  of  the  Com- 
merce group  that  wide  gaps  be- 
tween the  FCC  and  Sen.  McFar- 
land's  thinking  on  the  bill  place 
the  measure  in  the  controversial 
category,  thus  entailing  more  time 
for  study. 

Some  committeemen,  including 
Chairman  Robert  Crosser  (D- 
Ohio),  while  not  agreeing  entirely 
with  FCC  Chairman  Coy's  testi- 
mony delivered  before  the  group, 
are  inclined  to  go  at  least  some  of 
the  way  with  the  Commission. 


S.  F.  AD  SCHOOL 

Fall  Term  Opens  Today 

SAN  FRANCISCO  School  of  Ad- 
vertising, which  opens  its  new  fall 
term  today  (Monday)  with  a 
faculty  of  more  than  100  top 
agency  men  and  women,  this  year 
will  have  the  largest  student  en- 
rollment in  its  history,  John  Hoef er, 
chairman  of  the  school's  advisory 
committee,  announced  last  week. 

Mr.  Hoefer,  partner  in  the  firm 
of  Hoefer,  Dieterich  &  Brown,  said 
courses  will  stress  practical  "how 
to  do  it"  aspects  of  advertising. 
The  school  is  sponsored  by  the  San 
Francisco  Advertising  Club. 


Mapping  details  on  contest  promo- 
tion are  (I  to  r)  John  H.  Hicks  Jr., 
advertising  manager,  Burrus  Mills' 
Light  Crust  Flour;  Clay  W.  Ste- 
phenson, account  manager,  Tracy- 
Lock;  Ruth  Perry,  home  economist, 
director.  Light  Crust  Kitchen.^ 


LATIN  STATIONS 

Facility  Changes  Reported 

CHANGES  in  facilities  of  Mexican 
and  Dominican  Republic  stations, 
reported  in  accordance  with  pro- 
visions of  the  North  American  Re- 
gional Broadcasting  Agreement 
now  being  renegotiated,  have  been 
announced  by  FCC. 

Mexico:  XEAY  Villa  Acuna,  500  w 
day  oil  570  kc,  and  XEQZ  Ciudad  Cho- 
tumal,  are  deleted.  XEFR  Mexico  City, 
1  kw  day,  250  w  night  on  1180  kc,  to 
commence  about  Jan.  1.  XEDX  Sauzal, 
250  w  day  on  1010  kc,  to  commence 
about  Feb.  1.  XEBI  Aguascalientes 
Sept.  15  to  change  from  1360  kc  to  790 
kc,  1  kw  day,  250  w  night.  XENA 
Queretara  Sept.  1  was  to  change  from 
1520  kc  to  1450  kc,  1  kw  day,  250  w 


BURRUS  CONTEST 

Pays  Tribute  to  South 

CONTEST,  offering  $15,000  in 
prizes,  is  being  conducted  through 
the  South  by  the  Burrus  Mill  & 
Elevator  Co.,  Fort  Worth  (Light 
Crust  Flour).  Advance  promotion 
started  Aug.  28  on  the  Light  Crust 
Doughboys  show,  sponsored  by 
Burrus  over  165  MBS  stations  in 
the  South.  Stars  from  the  South 
— such  as  Linda  Darnell,  Victor 
Mature  and  Dana  Andrews— tell 
what  they  like  best  about  Dixie 
and  a  different  Southern  state  is 
saluted  on  each  Doughboy  show. 

Details  of  the  contest  will  be 
announced  today  (Sept.  11).  Other 
promotion  is  being  placed  in  news- 
papers and  magazines  in  the  South 
as  well  as  radio  spots  and  mention 
on  Mutual's  Ruth  Perry  Presents. 
Contest,  on  theme  of  "What  Dixie 
Means  to  Me,"  will  run  to  Oct.  1. 
Plans  for  the  contest  were  assem- 
bled by  Mutual's  promotion  de- 
partment and  Tracy-Locke  Co., 
Dallas,  advertising  agency  for 
Burrus. 


night.  Same  date  XEJX  there  was  to 
switch  from  1450  kc  to  250  w  day  on 
1520  kc.  XEPK  Pachuca  Oct.  16  to 
change  from  1180  kc  to  760  kc,  250  w 
day.  XEMQ  Merida,  on  1240  kc  with 
250  w,  Sept.  1  was  to  boost  power  to 
1  kw  day,  250  w  night. 

Dominican  Republic:  HI9Z  Santiago 
Sept.  1  was  to  boost  power  on  820  kc 
from  500  w  to  1  kw  day,  100  w  night. 
HI3A  there,  250  w  on  1400  kc,  was  to 
commence  Aug.  30. 


I  ROSEFIELD  PLANS 

Radio-TV  Campaign  Set 

AN  extensive  national  spot  and 
program  campaign  in  both  radio 
and  TV  will  be  used  this  fall  .and 
winter  by  Rosefield  Packing  Co., 
Alameda,  Calif.  (Skippy  Peanut 
Butter),  according  to  Guild,  Bas- 
com  &  Bonfigli,  San  Francisco, 
agency  on  the  account. 

The  agency  pointed  out  that  the 
money  to  be  used  in  the  campaign 
heretofore  has  gone  into  production 
of  Rosefield's  Skippy  Hollywood 
Theatre  on  CBS.  The  firm  cancels 
the  CBS  show  effective  Sept.  21 
after  10  years  on  the  air.  The  pack- 
ing company's  other  major  produc- 
tion, Captain  Video,  sponsored  on 
16  eastern  TV  stations,  will  be 
continued  and  already  has  been 
renewed,  it  was  announced. 


LANG-WORTH 


KGGF  UPS  POWER 

Increasing  to  10  kw 

KGGF  Coffeyville,  Kan.,  owned  and 
operated  by  the  Midwest  Broad- 
casting Co.  Inc.,  will  begin  opera- 
tion with  its  increased  power  of 
10  kw  day  5  kw  night,  late  in 
September. 

Established  in  1930  by  H.  J. 
Powell,  KGGF  has  been  broadcast- 
ing with  1  kw  day  500  w  night  on 
690  kc.  Midwestern  Broadcasting 
Co.,  with  R.  M.  Seaton  as  president, 
acquired  the  ABC  outlet  from  Mr. 


BEFORE  taking  off  from  State  Airport 
in  Harrisburg,  Pa.,  to  deliver  some  25 
aviation  speeches  before  various 
clubs  and  organizations,  Russ  Brink- 
ley  (center),  WHP  Harrisburg  night 
news  editor,  is  made  an  "honorary 
captain"  by  Ail-American  Airways. 
Miss  Pat  Robinson  puts  on  Mr. 
Brinkley's  cap  completing  the  cere- 
mony as  Mayor  Claude  Robins  (r) 
looks  on.  Mr.  Brinkley  is  celebrating 
his  30th  year  as  an  aviation  writer 
and  is  the  author  of  a  forthcoming 
book.  Wings  Oyer  Main  Street. 

Powell  in  1947.  New  transmitter 
equipment  is  Westinghouse.  A 
new  building  and  350-ft.  Blaw- 
Knox  towers,  located  12  miles 
northeast  of  Coffeyville,  are  under 
construction. 


Sets  More  Library  Sales 

LANG-WORTH  Feature  Programs, 
New  York,  has  announced  sale  of 
its  8-inch  record  library  to  the  fol- 
lowing 36  stations: 

New  subscribers  are:  WGNS 
Murfreesboro,  Tenn.;  KCBS  San 
Francisco,  Calif.;  WDBL  Spring- 
field, Tenn.;  WMOU  Berlin,  N.  H.; 
WBOC  Salisbury,  Md.;  WRHC 
Jacksonville,  Fla.;  KOMO  Seattle, 
Wash.;  WPEO  Peoria,  111.;  KTLF 
Little  Falls,  Minn.;  KBOK  Owa- 
tonna,  Minn.;  WTVN  Columbus, 
Ohio;  ZNS  Nassau,  Bahamas. 

Subscribers  renewing  contracts 
are:  KSEL  Lubbock,  Tex.;  WIBG 
Philadelphia;  WKAL  Rome,  N.  Y.; 
KVET  Austin,  Tex.;  WKRG  Mobile, 
Ala.;  KXIT,  Dalhart,  Tex.;  WSOO 
Sault  Ste.  Marie,  Mich.;  WGBS, 
Miami,  Fla.;  WWVA  Wheeling,  W. 
Va.;  WMMN  Fairmont,  W.  Va.; 
WSPD  Toledo,  Ohio;  WSAR  Fall 
River,  Mass.;  WMSC  Columbia,  S. 
C;  WEAU  Eau  Claire,  Wise; 
KTEM  Temple,  Tex.;  KODY  North 
Platte,  Neb.;  KLCN  Blytheville, 
Ark.;  WPFB  Middleton,  Ohio; 
WMT  Cedar  Rapids,  Iowa;  WFEA 
Manchester,  N.  H.;  WMRI  Marion, 
Ind.;  WPAT  Paterson,  N.  J. 


SCRIPT  AWAR  D 

Illinois  U.  Sets  Plan 

FOUR  radio  script  awards,  aimed 
at  encouraging  professional  and 
amateur  writers  to  apply  their 
skills  to  educational  broadcasting, 
have  been  established  at  the  U.  of 
Illinois  by  the  Payne  Fund,  accord- 
ing to  Robert  B.  Hudson,  director 
of  university  broadcasting. 

Awards  will  total  $1,000.  First 
competition  is  now  open  to  writers 
of  radio  scripts  of  an  educational 
nature  dealing  with  the  humanities, 
or  with  the  social  or  natural  sci- 
ences. Judging  will  include  consid- 
eration of  original  techniques  and 
methods  as  well  as  significant  sub- 
ject matter.  First  prize  will  be 
$500,  additional  prizes  $250,  $150 
and  $100. 

WILL  and  WCIU  (FM),  Illinois 
U.'s  noncommercial  stations  at 
Urbana,  will  produce  and  broad- 
cast the  four  winning  scripts  and 
transcriptions  will  be  made  avail- 
able free  to  other  noncommercial, 
educational  stations  in  the  U.  S. 
Judges  for  the  contest  are  Erik 
Barnouw,  in  charge  of  radio-TV 
courses  at  Columbia  U. ;  Homer 
Heck,  program  director,  WMAQ 
Chicago;  Wilbur  Schramm,  dean  of 
Illinois  U.  division  of  communica- 
tions, and  Mr.  Hudson. 


AEROVOX  Corp.,  New  Bedford,  Mass., 
issues  40-page  distributor  catalog  as 
addition  to  reference  library  for  radio- 
electronic  workers. 


AMERICAN  Cancer  Society's  1950 
award  for  distinguished  service  made 
to  WSVS-AM-FM  Crewe,  Va. 


IheTwoCiR^olinas... 


. . .  with  32%  more  listeners  in  North  and  South  Carolina 
combined  than  the  next  largest  Carolina  station.* 
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DEFENSE  BOOKLETS 

NSRB  to  Issue 

RADIO-TV  writers  and  producers 
have  been  consulting  in  Washing- 
ton with  Col.  Howard  L.  Nussbaum, 
of  the  National  Security  Resources 
Board,  on  proposed  issuance  of  edu- 
cational booklets  dealing  with  civil 
defense  and  other  topics. 

NSRB,  to  whom  Col.  Nussbaum 
serves  as  special  consultant,  is  ex- 
pected to  issue  "bedside"  booklets 
shortly  after  it  releases  its  "master 
plan"  on  defense  recommendations 
for  the  regional,  state  and  local 
levels  [Closed  Circuit,  Aug.  21]. 
The  booklets  probably  will  be  is- 
sued periodically  by  the  board,  Col. 
Nussbaum  said,  once  defense  plan- 
ning has  crystalized.  Plan  is  still 
in  the  formulative  stage,  he  added. 

Other  writers  and  producers  for 
radio  and  television  may  confer 
from  time  to  time  with  NSRB  offi- 
cials, reviewing  texts  for  the  book- 
lets. They  will  be  sworn  in  under 
security  oaths. 


DENVER  AFRA 


NLRB  Rules  on  KMYR  Case 

CLAIM  that  the  Denver  local  of 
AFRA  no  longer  represents  certain 
employes  of  KMYR  Denver,  Col., 
has  been  dismissed  by  a  three- 
member  panel  of  the  National 
Labor  Relations  Board  comprising 
NLRB  Chairman  Paul  Herzog, 
John  M.  Houston  and  Abe  Murdock. 

In  dismissing  the  petition,  filed 
by  William  T.  Butterfield,  the 
board  pointed  out  that  the  station 
and  union  had  signed  a  collective 
bargaining  contract,  effective  May 
1,  which  "constitutes  a  bar  to  a 
present  determination  of  repre- 
sentatives." The  contract  extends 
eight  months,  with  provision  for 
automatic  renewal  for  one-year  pe- 
riods at  its  termination.  Mr.  But- 
terfield had  sought  a  decertification 
of  a  consent  election  held  on  April 
29,  1949.  According  to  NLRB,  Mr. 
Butterfield's  connection  with  the 
case  was  not  known,  but  it  is  be- 
lieved he  is  an  employee  of  KMYR. 


WJAS  Pittsburgh,  Pa.,  awarded  cita- 
tion by  U.  S.  Army  for  "contribu- 
tion to  manpower  procurement  pro- 
gram. ..." 


AT  NAB  15TH  DISTRICT  meeting  were  five  McClatchy  station  executives 
(I  to  r):  seated,  Howard  Bailey,  KWG  Stockton;  Hewitt  Kees,  KOH  Reno; 
John  Hamlyn,  Sacramento;  standing,  Hal  Brown,  KMJ  Fresno;  Keith  Collins, 
KFBK  Sacramento.  District  15  met  last  month  in  Monterey,  Calif.  [Broad- 
casting, Aug.  28]. 

FACSIMILE  TO  HELP  COTTON  CROPS 

Weather  Forecast  &  Research  Co.  Buys  WMC-FM  Time 


WEATHER  Forecast  &  Research 
Co.  is  buying  time  on  the  facsimile 
channel  of  WMC-FM  Memphis  to 
supply  weather  information  to 
planters  and  others  who  are  inter- 
ested in  the  cotton  crops  in  that 
area.  Service,  started  a  month  ago, 
is  experimental  at  present  with 
reception  on  two  facsimile  record- 
ers which  are  moved  from  place  to 
place  for  demonstration  purposes. 
The  company  has  placed  an  order 
with  Hogan  Labs  for  30  recorders 
for  installation  at  as  many  re- 
ceiving points.  Negotiations  also 
are  under  way  with  General  Elec- 
tric Co.  for  several  hundred  re- 
corders, redesigned  for  simplified 
operation  and  to  sell  at  a  reduced 
cost. 

Headed  by  Albert  H.  Craven,  li- 
censed meteorologist  and  a  former 
forecaster  for  the  U.  S.  Weather 
Bureau,  Weather  Forecast  &  Re- 
search Co.  offers  cotton  growers 
protection     against    their  worst 
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enemy,  the  boll  weevil,  by  letting 
them  know  when  to  dust  their  crops 
with  weevil-killing  spray.  Rain 
falling  within  48  hours  of  the  time 
of  dusting  will  wash  the  spray  away 
before  it  has  completed  its  job  and, 
since  the  cost  of  dusting  is  about 
$2  an  acre,  advance  knowledge  of 
when  rain  is  coming  is  of  appre- 
ciable value  to  the  planter  with 
1,000  acres  or  more  of  cotton  or  to 
the  banker  who  may  have  under- 
written the  cotton  crops  of  many 
such  farmers. 

Service  was  formerly  rendered 
by  telephone  calls  to  the  individual 
subscribers  but  this  became  such 
a  time-consuming  process  that  Mr. 
Craven  approached  WMC  with  a 
query  as  to  whether  the  job  could 
not  be  done  by  facsimile  broadcast 
which  in  addition  to  providing  si- 
multaneous service  to  all  subscrib- 
ers would  also  furnish  them  with 
information.  After  some  discus- 
sion, an  agreement  was  reached  for 
a  series  of  test  facsimile  broad- 
casts, which  started  Aug.  7. 

Buys  Three  Quarter  Hours 

Mr.  Craven  buys  three  quarter- 
hours  a  day  of  multiplexed  facsim- 
ile service — at  8  a.m.,  12:30  p.m.  and 
4  p.m. — broadcast  concurrently  with 
the  regular  audio  service  of  WMC 
and  WMC-FM.  Each  broadcast 
starts  with  the  official  government 
weather  forecast,  followed  by  the 
company's  own  analyses  which  pin- 
point the  information  to  the  indi- 
vidual plantation  areas  of  the  serv- 
ice's subscribers.  Service  oi'iginates 
on  a  facsimile  transmitter  in  the 
offices  of  Weather  Forecast  &  Re- 
search Co.  and  is  transmitted  by 
wire  lines  to  WMC-FM  for  broad- 
cast. Satisfactory  reception  has 
been  achieved  at  points  as  distant 
as    Greenville,   Miss.,    135  airline 


CO-OP  TAXES 

Mason  Hits  'Free'  Status 

BUSINESS  operations  of  coopera- 
tives should  be  considered  on  a  par 
with  those  of  educational  and 
charitable  institutions.  Rep.  Noah 
M.  Mason  (R-Ill.)  declared  last 
week.  He  charged  "inconsistency" 
by  Congress  in  voting  to  equalize 
taxes  on  the  latter  while  "refusing  | 
to  touch  the  sacrosanct  co-ops."  { 
The  House  Ways  &  Means  Com- 
mittee member  pointed  to  a  bill 
(HR5064)  he  has  sponsored  to 
equalize  the  tax  on  cooperatives 
with  that  levied  on  corporations. 
The  omnibus  tax  bill,  now  in  House- 
Senate  conference,  contains  pro- 
visions which  would  tax  "unre- 
lated" business  activities  of  chari- 
table and  educational  institutions 
but  would  not  change  the  present 
status  of  cooperatives  [Broad- 
casting, Sept.  4]. 

Government  Gains 

Estimating  that  the  government 
would  gain  some  $350  million  from 
a  levy  on  co-ops,  Rep.  Mason  said 
"it  is  utterly  unfair  to  consider 
heaping  a  still  greater  tax  burden 
on  one  segment  of  American  busi- 
ness and  let  another  considerable 
part  of  it  go  tax-free.  It  has  beer 
estimated  that  one-third  of  the 
total  wealth  of  America  is  now 
owned  by  tax-free  organizations, 
and  they  are  growing  at  break- 
neck speed." 

Rep.  Mason  criticized  Senate 
action  which  would  defer  further 
taxation  of  cooperatives  pending 
a  study  by  finance  experts.  Some 
cooperatives  have  radio  interests 
which,  under  the  Senate  and  House 
versions  of  tax  revision,  would  not 
be  affected  by  tax  increases  voted 
on  corporations.  However,  "un- 
related" business  activities — in-j 
eluding  commercial  radio  opera- i 
tions — of  charitable  and  educational^ 
groups  would  be  taxed  at  the  same 
rate  as  corporations. 


miles  from  the  WMC-FM  trans- 
mitting antenna. 

17  Subscribers 

Looking  forward  to  regular  con- 
tractual service,  which  is  expected 
to  begin  when  recorders  are  re- 
ceived in   about   six  weeks,  Mr. 
Craven  has  already  signed  up  17* 
subscribers,    cooperative    planter ; 
groups  or  other  local  organizations 
buying  the  service  on  a  commu-i 
nity  basis.  Fee  for  such  combina- 
tion subscriptions  is  $150  a  month,  i 
$75  for  the  broadcast  service  and. 
$75  for  the  rental  and  maintenance ; 
of  the  recorder.    When  the  larger  I 
supply  of  recorders  is  available, 
the  company  will  accept  subscrip- 
tions from  individual  planters  at 
$50  a  month,  likewise  divided  half 
and  half  between  service  fee  andi 
rental  of  receiving  equipment. 


KPRO  (FM')  Riverside,  Calif.,  installs- 
100  kw,  self-contained  250  horsepower 
generator  to  insure  station's  remain-:| 
ing  on  the  air  during  emergency. 
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GraybaR  recommends 


RECORDING  DISCS 


Whether  you  use  disc  or  tape  recorders,  Graybar  is  ready 
to  serve  you  — with  Presto  recording  discs  or  Scotch 
sound  recording  tapes. 

Presto  Green  Label  discs  meet  the  "top-quality"  re- 
quirements of  broadcast  stations,  recording  studios,  and 
transcription  manufacturers.  Use  these  discs  and  you're 
sure  of  low  surface  noise,  adequate  chip  throw,  and 
maximum  number  of  playbacks  with  minimum  wear. 
Extremely  careful  inspection  assures  uniformly  high 
quality. 

Also  available  are  other  grades  and  types  of  Presto 
discs  for  recording  jobs  not  requiring  discs  of  such  high 
quality:  testing,  air  checks,  rehearsals,  recordings  of  short 
duration.  Your  nearby  Graybar  office  also  can  supply 
cutting  stylii  and  playing  needles. 

Because  of  the  increasing  use  by  broadcasters  of  tape 
recording,  Graybar  nationally  distributes  Scotch  sound 
recording  tape.  Scotch  No.  Ill  (A  or  B)  brings  you 
better  frequency  response  at  slow  recording  speeds;  low 
noise  level;  even,  constant  tracking.  Scotch  tape  erases 
clean  with  low  power,  without  a  special  erase  head.  It's 
easily  edited,  doesn't  snarl,  backlash,  or  kink.  The  tape 
is  supplied  on  NAB  hubs. 

In  addition  to  Presto  discs  and  Scotch  recording  tapes, 
Graybar  has  everything  you  need  in  broadcast  equip- 
ment . . .  PLUS  everything  for  wiring,  ventilating,  signal- 
ing, and  lighting  for  your  entire  station  and  grounds! 
Whatever  your  requirements  —  to  get  the  most  suitable 
items  most  quickly,  call  your  nearest  Graybar  Broadcast 
Equipment  Representative.  Graybar  Electric  Company, 
Inc.  Executive  offices:  Graybar  Bldg.,  New  York  1 7,  N.  Y. 

5043 


SOUND  RECORDING  TAPE 


Distributor  of  Western  Electric  products 


EVERYTHING    ELECTRICAL    TO    KEEP    YOU    OK    THE  A 


Graybar  Brings  You  Broadcasting's  Best  .  .  . 

Amplifiers  (1,21) 
Antenna  Equipment  (21) 
Attenuators  (7) 
Cabinets  (14) 
Consoles  (21) 

Loudspeakers  and  Accessories  (1,21,23) 

Microphones,  Stands  and  Accessories  (1,12,13,16,21,23) 

Monitors  (11) 

Recorders  and  Accessories  (2,8,18,20) 
Speech  Input  Equipment  (21) 
Test  Equipment  (1,7,1 1,22) 
Towers  (Vertical  Radiators)  (3) 
Tower  Lighting  Equipment  (6,10) 
Transmission  Line  and  Accessories  (5) 
Transmitters,  Broadcast  (21) 
Tubes  (10,15,21) 

Turntables,  Reproducers,  and  Accessories  (8,18,21) 
Wiring  Supplies  and  Devices  (4,9,10,12,17,19,23) 
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Manufactured  By  .  .  . 

(1)  Altec  Lansing 

(2)  Ampex 

(3)  Biow-Knox 

(4)  Bryant 

(5)  Communication  Products 

(6)  Crouse-Hinds 

(7)  Doven 

(8)  Fairchild 

(9)  General  Cable 
(10)  General  Electric 
(l  1 )  General  Radio 

(12)  Hubbell 

(13)  Hugh  Lyons 

(14)  Karp  Metal 

(15)  Machlett 

(16)  Meletron 

(171  National  Electric  Products 

(18)  Presto 

(19)  Triangle 

(20)  Webster  Electric 

(21)  Western  Electric 

(22)  Weston 

(23)  Whitney  Blake 


There  are  Graybar  offices  in  over  100  principal  cities.  These 
are  r/ie  District  Graybar  Broadcast  Equipment  Representatives  in 
19  Key  Cities. 


ATLANTA 

E.  W.  Stone,  Cypress  1751 
BOSTON 

J.  P.  Lynch,  Kenmore  6-4567 
CHICAGO 

E.  H.  Taylor,  Canal  6-4100 
CINCINNATI 

W.  H.  Hansher,  Main  0600 
CLEVELAND 

W.  S.  Rockwell,  Cherry  1-1360 
DALLAS 

C.  C.  Ross,  Central  6454 


DETROIT 

P.  L.  Gundy,  Temple  1-5500 
HOUSTON 

R.  T.  Asbury,  Atwood  8-4571 
JACKSONVILLE 

W.  C.  Winfree,  Jacksonville  6-7611 

KANSAS  CITY,  MO. 

R.  B.  Uhrig,  Baltimore  1644 

LOS  ANGELES 

R.  B.  Thompson,  Angelus  3-7283 

MINNEAPOLIS 

W.  G.  Pree,  Geneva  1621 


NEW  YORK 

F.  C.  Sweeney,  Watkins  4-3000 

PHILADELPHIA 

G.  I.  Jones,  Walnut  2-5405 

PITTSBURGH 

R.  F.  Grossett,  Allegheny  1-4100 
RICHMOND 

E.  C.  Toms,  Richmond  7-3491 

SAN  FRANCISCO 

K.  G.  Morrison,  Market  1-5131 

SEATTLE 

D.  I.  Craig,  Mutual  0123 
ST.  LOUIS 

J.  P.  Lenkerd,  Newsteod  4700 
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THE  LATEST  WCKY  STORY 


THE   WCKY  JAMBOREE   IS   YOUR  REST  SALESMAN 

TO   COVER  THE  SOCTH! 

WCKY  HAS  MORE   LISTENERS  THAN  ANY  OTHER  50,000 
WATT   STATION   COVERING  THE  SOUTH! 

BMB  PROVES  IT! 

610,790  RMB  FAMILIES  LISTEN  TO  THE  JAMBOREE  3  TO  7 
TIMES  A  WEEK  IN  THESE  SOCTHERN  STATES: 

KENTUCKY 

TENNESSEE 

ALARAMA 

GEORGIA 

MISSISSIPPI 

FLORIDA 

NORTH  CAROLINA 
SOUTH  CAROLINA 
VIRGINIA 
WEST  VIRGINIA 


WCKY  IS  ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY  SEVEN  DAYS  A  WEEK 


INVEST  YOUR  AD  DOLLAR  WCkY'S-LY 


THE  LATEST  WCKY  STORY 


WCKY  HAS  THIS  COVERAGE  AT  A  LOWER  COST  PER  THOU- 
SAND RMR  FAMILIES  (3  to  7  times  per  week  listeniog)  THAX 
ANY  OTHER  50,000  WATT  STATION. 

MINCTE  PARTICIPATIONS  COST  ONLY  $45.00  ON  THE  52 

TIME  RATE. 

IF  YOlJ  WANT  THE  SOLTH  FOR  YOUR  SPOT  CAMPAIGN, 
THEN  WCKY  IS  YOUR  REST  RUY. 


FOR  MORE  DETAILS 

CALL  COLLECT  OR  WRITE: 


Tom  Welstead 
Eastern  Sales  Manager 
53  E.  51st  St.,  New  York 
Phone:  Eldorado  5-1127 
TWX:  NY  1-1688 


WCKY 


C.  H.  "Top"  Topmiller 
WCKY  Cincinnati 
Phone:  Cherry  6565 
TWX:  Ci.  281 


CINCINNATI 


FIFTY     THOUSAND     WATTS    OF    SELLING  POWER 


editorial  ^ 


N  ARBA-Now  or  Never 

THE  LAST  HOPE  of  assuring  peace  in  the 
AM  airways  across  the  North  American  na- 
tions is  presented  in  the  Third  NARBA  Con- 
ference, Second  Session,  which  opened  in 
Washington  last  Wednesday  (story  this  issue). 

The  urgent  need  for  a  new  NARBA  treaty 
is  recognized,  we  think,  by  all  of  the  partici- 
pating countries.  The  need  is  as  multilateral  as 
it  is  urgent.  Continuing  lack  of  a  treaty  can 
be  disastrous  to  the  broadcasting  art  in  all  of 
the  countries  involved.  This  primary  fact 
should  be  the  basis  upon  which  to  proceed. 

It  is  encouraging  that  Mexico,  unable  to 
participate  in  the  opening  sessions  at  Montreal 
last  fall  and  winter,  now  finds  herself  in 
position  to  join  the  common  effort.  Until 
now,  the  chief  roadblocks  have  been  the  differ- 
ences between  the  U.S.  and  Cuba.  With 
Mexico  participating  it  becomes  possible  for 
the  nations  most  critically  involved — Canada, 
Cuba,  Mexico,  and  the  U.  S. — to  work  out 
their  differences  at  the  same  table  at  the  same 
time,  and  thus  avoid  the  need  for  a  series  of 
piecemeal  or  partial  agreements  which  might 
be  tantamount  to  no  agreement. 

The  difficulties  of  the  past  serve  notice  that 
reaching  an  accord  will  not  be  easy.  But  the 
fact  that  at  one  point  the  seemingly  insuper- 
able differences  between  the  U.  S.  and  Cuba 
were  within  a  hairsbreadth  of  settlement 
should  give  encouragement  for  a  new  effort, 
despite  later  breakdown  of  those  negotiations. 

Commander  C.  P.  Edwards  of  Canada,  the 
conference  chairman,  set  a  desirable  note  for 
the  new  sessions  when  he  told  the  plenary 
meeting  Wednesday  that  he  was  "quite  opti- 
mistic" that  ■  the  situation  will  be  stabilized 
for  another  five  years. 

Compromises  are  inevitable.  If  none  were 
expected  now,  the  delegates  might  just  as  well 
have  stayed  at  home.  The  point  is  to  secure 
one  that  will  be  equitable  for  all  nations,  pro- 
viding each  with  channels  and  rights  in  pro- 
portion to  its  needs  while  penalizing  none  un- 
duly. 

Compromises,  of  course,  can  be  pushed  to 
the  point  where  the  result  is  worse  than  hav- 
ing no  agreement  at  all.  We  think  it  would 
be  foolhardy  for  any  delegation  to  insist  upon 
concessions  of  this  sort.  For  then  the  last 
hope  of  agreement  would  become  the  lost  hope. 

Box-Office  Rhapsody 

LOOKING  FOR  new  business?  With  a  tre- 
mendous potential  and  on  your  own  Main 
Street? 

Then  take  a  tip  from  Larry  Woodin,  owner 
of  WCBA  Corning,  N.  Y. 

Mr.  Woodin  comes  from  a  theatrical  family 
(it  celebrated  its  2.5th  anniversary  in  show 
business  in  August)  and  it  is  only  natural 
that  in  addition  to  his  radio  interests  he  is 
manager  of  the  Arcadia  Theatre  Co.,  which 
operates  two  theatres  in  Corning.  Along  with 
the  rest  of  the  motion  picture  business  the 
Corning  theatres  began  to  suffer  box-office  con- 
tractions after  the  end  of  the  war. 

Those  pains  were  symptomatic  of  a  nation- 
wide B.O.  affliction.  Numerous  reasons 
were  advanced,  the  most  often  heard  being  the 
advent  of  television.  Theatre  managers  tried 
numerous  panaceas — many  as  old  as  the  first 
flickers.  Amateur  nights,  bank  nights,  bingo 
and  double  features  have  failed. 

But  Larry  Woodin  had  another  idea.    He  be- 
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lieved  that  the  people  who  "weren't"  filling  his 
theatres  were  at  home  listening  or  looking. 
He  bought  radio  time.  The  ansv/er  is  on  page 
54. 

"I  can  pack  my  theatres  with  saturation 
radio  announcements  combined  with  program- 
ming," says  Mr.  Woodin.  "I  have  found  the 
tremendous  lost  audience  of  the  motion  picture 
industry  through  radio.  .  .  .  There  is  a  gold 
mine  of  revenue  for  radio  in  the  theatres  of 
America,"  Mr.  Woodin  continues.  They  "sim- 
ply need  selling." 

To  paraphrase  Mr.  Woodin:  There's  gold 
in  the  wedding  of  the  whispers  and  the 
shadows. 


Pastel  Color  Decision 

THE  COLOR  TV  battle  royal  is  still  on. 
CBS  is  away  out  front  on  points.  But  there's 
a  round  to  go.  Two  of  the  seven  FCC  judges 
wanted  to  stop  the  fight  with  an  immediate 
CBS  decision.  -One  wanted  to  postpone  it. 
The  other  four  decreed  it  should  continue,  with 
a  decision  upcoming  unless  there's  a  surprise 
knockout. 

That  describes  the  status  of  the  most  im- 
portant TV  issue  with  which  the  FCC  has 
come  to  grips  in  the  post-war  II  era.  What 
effect  this  half-war  will  have  on  the  ultimate 
decision  is  problematical.  But,  in  keeping 
with  administration  policy,  the  FCC  must 
proceed  on  that  "business  as  usual"  thesis,  al- 
though it  takes  only  half  an  eye  to  discern 
that  it  is  watching  events  at  both  ends  of 
Pennsylvania  Avenue,  and  is  listening  raptly 
to  the  Korean  news. 

Whatever  the  partisan  views  of  the  adver- 
saries, there's  general  agreement  that  the 
FCC  has  handled  a  tough  situation  adroitly — 
from  where  it  sits.  It  has  issued  a  "first  re- 
port," which  gives  preliminary  approval  to  the 
CBS  field  sequential  system.  But  it  hasn't 
slammed  the  door  against  others.  There  are 
anguished  reactions  from  others  who  have 
plunged  into  the  color  melee.  And  100-odd 
telecasters  are  confronted  with  a  problem  of 
vast  proportions. 

Manufacturers,  who  haven't  yet  called 
"foul,"  are  on  the  spot.  The  FCC,  despite  its 
lack  of  licensing  control  over  them,  has  tossed 
out  the  ultimatum:  Build  sets  to  accommodate 
CBS  color  with  "bracket  standards"  or  witness 
CBS'  final  victory  by  default. 

There  are  those  who  whisper  that  the  ruling 
is  more  political  than  scientific.  Some  argue 
the  FCC  did  not  meet  the  issue;  that  what  it 
did  is  tantaiiiount  to  another  postponement. 

That  charge  is  premature.  It  will  be  valid 
only  if  the  FCC  again  postpones  the  day — 
after  its  new  time-table  expires.  We  doubt 
whether  it  can  or  will  veer  from  its  committed 
course. 

There  are  many  imponderables  that  could 
change  the  whole  course  of  color  events.  The 
effect  of  the  war  emergency  upon  production, 
for  example.  The  plight  of  FM,  which  has 
moved  at  a  snail's  pace  and  which  was  depend- 
ent upon  manufacturers'  use  of  that  "in- 
compatible" circuit  in  audio  receivers.  The 
possible  use  of  the  tri-color  electronic  tube 
developed  by  RCA  and  claimed  also  by  others, 
with  the  CBS  system.  The  possible  fusion  of 
the  two. 

So  at  this  writing,  the  FCC  is  still  on  the 
spot.  So  are  the  manufacturers.  The  106 
telecasters,  many  of  them  just  emerging  from 
red  ink,  are  in  a  quandary.  The  public  doesn't 
appear  to  be  either  confused  or  too  concerned 
— yet. 

May  the  best  man  win.  Or  will  it  be  a 
team? 


jf  -  our  respects  to: 


PETER  CARL  GOLDMARK 


BECAUSE  a  young  electronics  engineer 
and  his  bride,  concluding  a  winter  honey- 
moon on  the  ski  trails  of  Canada  with 
a  stopover  in  Montreal,  decided  to  drop  in  at 
a  local  movie  to  see  "Gone  With  the  Wind," 
the  course  of  television  history  was  radically 
changed. 

The  time  was  early  in  1940.  The  bridegroom 
was  Peter  Carl  Goldmark,  physicist  and  in- 
ventor who  had  been  born  in  Budapest  Dec.  2, 
1906,  and  educated  at  the  U.  of  Berlin  and  U. 
of  Vienna,  receiving  a  doctorate  in  phj^sics 
from  the  latter  institution  in  1931.  After 
starting  a  TV  research  laboratory  for  Pye  Ra- 
dio Ltd.  in  London,  Dr.  Goldmark  decided  that 
(Continued  on  page  57) 


Static  and  Snow^ 

By  AWFREY  QUINCY 

With  Billy  Rose  and  the  Metropolitan  Opera 
House  both  on  ABC,  maybe  Billy  can  realize 
his  ambition  to  take  over  the  coloraturas, 
tenors,  bassos  and  mezzos,  while  Rudolph  Bing 
pitches  the  horseshoes. 

^        *  * 

After  playing  angel  to  Ethel  Merman's  nev 
show,  soon  to  open,  "Call  Me  Madam,"  rumor 
hath  it  that  NBC  is  about  to  bankroll  a  musical 
version  of  "A  Tree  Grows  in  Brooklyn."  It's 
a  perfect  set-up  for  completing  the  trilogy 
Mith  a  Broadway  adaptation  of  "The  Whistler 
and  His  Dog." 

The   color   "decision,"   inviting  revision 
Is  not  a  decision  at  all 
But  just  a  "report,"  inviting  retort 
And  a  pretty   Donnybrook  brawl. 

*       *  * 

The  shoemaker  sticks  to  his  last,  NEVERTHE- 
LESS, the  networks  are  shouldering  their  way 
into  the  station  representation  business  while 
the  station  representatives  seek  to  retaliate  by 
going  in  for  programming  and  asking  for  op- 
tion time.  To  complete  the  picture — why  not 
put  the  musicians  on  the  street  to  pull  door- 
knobs in  their  out-of-call  time,  have  the  en- 
gineers take  vocal  and  dramatic  lessons  on  their 
off  days,  while  between  standbys  the  announc- 
ers can  wash  windows,  sweep  floors,  empty  ash- 
trays, and  incidentally,  learn  about  nouns, 
verbs,  tenses,  syntax,  etc. 
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Triple 

IS  YOUR  BEST  BET  FOR 
SALES  IMPACT,  COVERAGE 
AND  UNIT  RATE -def/vering 
a  nighttime  audience  of 
971,520  different  people 
weekly." 

The  "Daily  Triple"  provides,  in  a  single  unit 
purchase,  participation  in  WOV's  1280  CLUB, 
PRAIRIE  STARS  and  RAMBLE  IN  ERIN 
PROGRAMS  —  one  broadcast  in  each  program 
daily ...  a  total  unduplicated  audience  of  971,520 
PEOPLE  at  a  cost  of  only  27  CENTS  PER 
THOUSAND  people  reached. 


In  New  York  At  Night... 

^HE  BIG  S>N»NG  IS  TO  // 
THE  INDEPENDENTS // 


i 


Rome  Studios:  Via  del  Bufalo  126 

National  Representative:  JOHN  E.  PEARSON  CO. 


^00 
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FOR  YOUR 
NEW  FALL 
SCHEDULES... 


You  cannot  afford  to 
overlook  Houston, 
Texas,  the  South' s 
Largest  Market,  and 
the  Nation's  Four- 
teenth Largest. 

Nor  can  you  afford 
to  overlook  the  Best 
Dollar  Buy*  In  that 
Market  —  Radio  Sta- 
tion K-NUZ. 

*  Current  Hooper-Cost  Ratio. 


AND,  BY  THE  WAY  .  .  . 

Hats  Off  To 
These  New  K-NUZ 
Advertisers: 

Dentyne 
Ipana 
Trans-Texas  Airways 
Mrs.  Tucker's  Products 
Lone  Star  Fiesta  Ice  Cream 


CALL,  WIRE  OR  WRITE 

FORJOE:  NAT.  REP. 
DAVE  MORRIS,  MGR. 
CE-8801 


k 


>niiz 

(KAY-NEWS) 

9th  Floor  Scanlon  BIdg. 

HOUSTON,  TEXAS 


RADIO  FILLS  THEATRES 


Woodin  Urges  Owners  To  'Saturat-e'  Radio-TV 


RADIO  is  the  medium  that  can 
bring  new  life  into  stalled  activity 
at  theatre  box  offices.  That's  the 
message  hammered  home  to  the  mo- 
tion picture  industry  by  Larry 
Woodin,  owner  of  WCBA  Corning, 
N.  Y.,  and  manager  of  the  Arcadia 
Theatre  Co.,  that  city. 

As  seen  by  Mr.  Woodin,  from 
both  the  broadcaster's  and  theatre 
manager's  viewpoint,  "theatres 
should  awaken  to  the  pulling  power 
of  the  air  channels  and  give  it  some 
thought." 

Pointing  out  a  new  source  of 
revenue  for  radio  (and  television), 
Mr.  Woodin's  message  underlines 
the  oft-repeated  legend  that  there 
are  fields  still  open  to  new  .radio 
selling  ideas.  He  explains  how 
three  media — radio,  TV  and  the 
motion  picture — can  combine  to  do 
a  selling  job. 

Writing  in  the  Motion  Picture 
Herald  last  month,  Mr.  Woodin 
said:  "You'll  find  customers  that 
are  not  in  the  theatres  sitting  in 
front  of  their  radios  or  TV  sets. 
The  best  way  to  get  at  them  is  to 
get  on  the  program  yourself  and 
sell  your  theatre  and  attractions." 

Applies  Theory  to  Practice 

This  is  precisely  what  Mr. 
Woodin  is  doing  on  WCBA.  Prov- 
ing his  thesis  by  actions  and  not 
just  words,  the  broadcaster-theatre 
owner  uses  "saturation  radio  an- 
nouncements combined  with  pro- 
gramming." A  26-week  series  of 
Saturday  afternoon  broadcasts 
from  the  theatre  stage  called  Calla- 
han's  Kiddies  College  was  part  of 
this  campaign,  he  pointed  out. 

Sponsored  by  Callahan,  a  local 
Ford  dealer,  the  program  involved 
spelldowns,  quiz  contests,  song- 
fests,  etc.,  with  fifth  and  sixth 
graders  from  all  over  the  area  par- 
ticipating each  week.  Weekly  win- 
ners competed  each  month  for  cups 
and  monthly  winners  vied  on  the 
last  show  for  a  large  cash  award. 
The  Ford  dealer  now  is  sponsoring 
a  new  nine-weeks  summer  show, 
Callahan's  Vaudeville  Broadcasts, 
based  on  a  local  talent  contest.  Still 
another  program — 15-minute  Hol- 
lyxvoodin,  fireside  chat  type  show 
emceed  by  Mr.  Woodin — is  broad- 
cast direct  from  the  theatre. 

"By  the  trial  method  I  have 
found  that  I  can  pack  my  theatres 
with  saturation  radio  announce- 
ments combined  with  program- 
ming," Mr.  Woodin  told  Broad- 
casting. "...  I  have  found  the 
tremendous  lost  audience  of  the  mo- 
tion picture  industry  through  the 
medium  of  saturation  usage  of  ra- 
dio." 

Urging  the  radio  industry  "to 
awaken  the  16,000  theatres  in  this 
country  to  the  value  of  radio  ad- 
vertising— not  just  a  daily  spot  but 
carefully  planned  usage,"  Mr. 
Woodin  said,  "the  motion  picture 
industry  ...  is  capable  of  becom- 
ing radio's  greatest  customer  be- 
cause   radio    reaches    every  lost 


movie  customer. 

"There  is  a  gold  mine  of  revenue 
for  radio  in  the  theatres  of  Amer- 
ica and  the  producers  of  the  prod- 
uct for  those  theatres.  It  looks  to 
me  like  radio  has  overlooked  a  won- 
derful market.  It  simply  needs 
selling." 

Mr.  Woodin's  advice  to  the  movie 
industry,  as  printed  in  the  Herald, 
carries  a  point  of  warning.  "Plain 
cut-and-dried  spot  announcements 
won't  do  it  (find  customers),  and 
that  seems  to  be  the  trouble  with 
this  industry  when  it  comes  to 
using  radio.  It's  spot-happy,  and 
not  program  conscious.  Via  the 
radio  the  manager  has  a  chance  to 
sit  down  and  talk  to  his  people — a 
sort  of  theatre  fireside  chat — and 
properly  handled  it  will  lure  them 
back  into  the  theatres,  too.  .  .  ." 

Newspaper  advertising  need  not 
be  dropped,  Mr.  Woodin  wrote, 
"but  certainly  it's  time  this  in- 
dustry awakened  to  the  tremendous 
pull  of  radio,  properly  used.  This 
medium  of  exploitation  should  be 
added  to  those  other  mediums  now 
used.  Per  customer,  it's  really 
cheap  to  use." 

This  radio  sales  message  to  the 
motion  picture  industry  is  needed, 
Mr.  Woodin  explains,  because  "the 
entertainment  industry  itself  prac- 
tically is  a  non-user  of  radio  to  sell 
its  wares  .  .  .  figures  show  that  of 
millions  spent  on  radio  advertising 
each  year  the  motion  picture  ''n- 
dustry  spends  only  a  few  thou- 
sands." 


Canadian  Reports 

COVERING  the  summer  listening 
period,  the  first  of  a  new  service  of 
quarterly  reports  on  Canadian  area 
listening  and  ratings  has  been  re- 
leased by  Elliott-Haynes  Ltd., 
Toronto.  The  second  repoi't  is  to  be 
released  in  November  covering  late 
summer  and  early  fall  listening. 
The  reports,  made  by  telephone 
survey,  cover  11  Canadian  areas, 
excluding  cities  on  which  monthly 
rating  reports  are  released. 


HOWARD  N.  SMITH 

Agency  Head  Dies 

HOWARD  N.  SMITH,  44,  chair- 
man of  the  board  of  Rogers  & 
Smith  Advertising  Agency,  Chi- 
cago, died  Aug.  30  in  a  Dallas  hos- 
pital. 

Son  of  Walter  E.  Sm'th,  presi- 
dent of  the  agency,  Howard  Smith 
established  the  Dallas  office  in 
1944.  He  had  held  the  title  of 
executive  vice  .president  for  the 
Chicago,  Kansas  City  and  Dallas 
offices  before  being  raised  to  the 
chairmanship  about  a  month  be- 
fore his  death.  He  had  been  ill 
about  a  year. 

A  Chicagoan,  Howard  Smith 
went  to  Dallas  in  1935.  He  was 
associated  with  Herbert  Rogers 
Co.  there  before  opening  the  Rogers 
&  Smith  office,  which  he  headed. 
His  original  associate  in  the  Dallas 
agency  was  Marie  J.  Callahan, 
who  presently  directs  the  agency's 
radio-television  department. 

Mr.  Smith  leaves  his  widow  and 
six  children,  the  oldest  being 
Howard  Jr.,  a  member  of  the 
agency  production  staff. 


FREEDOM  CRUSADE 

NBC  Show  Carried  Sept.  8 

CELEBRITIES  appearing  for 
"Crusade  for  Freedom"  filled 
simultaneously  both  radio  and  TV 
versions  of  We  the  People  over 
NBC  and  NBC-TV,  last  Friday 
(Sept.  8),  8:30-9:00. 

General  Lucius  D.  Clay,  Joseph 
C.  Grew,  A.  A.  Berle,  Walter 
Reuther,  Raymond  Massey  and 
Alexander  Lewit,  president  of 
Lewit  Corp.  and  1950  Horatio  Alger 
Award  winner,  were  some  of  the 
speakers. 

Described  as  a  "moral  offensive 
for  human  freedom"  by  private 
American  citizens,  the  crusade 
rally  will  be  rebroadcast  over  Radio 
Free  Europe  to  Czechoslovakia, 
Rumania,  Poland,  Hungary,  and 
Bulgaria,  after  the  original  pres- 
entation made  possible  by  the  Gulf 
Oil  Companies  in  New  York. 


DIRECTORS  of  WJR  Detroit  vote 
dividend  of  lOf  per  share  to  be  paid 
Sept.  20  to  stockholders  of  record  at 
close  of  business  Sept.  12. 
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a  COMPLETE  LINE  of  CAA  APPROVED 


TOWER  LIGHTING  EQUIPMENT 


SINGLE  (Type  661  A)  and  DOUBLE  (Type 
662A)  OBSTRUCTION  LIGHTS.  Easy  to 
service,  rugged,  reliable.  To  replace 
burned  out  lamps,  just  loosen  one 
thumb  screw  and  open  the  two  piece 
cast  aluminum  housing. 


Designed  for  Dependability  •  •  . 
Immediate  Delivery  ... 

300  MM  CODE  BEACON,  Type  660.  Sturdily  constructed, 
completely  dependable.  To  provide  steady,  uninter- 
rupted service  for  many  years  of  exposure  to  rigorous 
weather  conditions,  metal  parts  are  made  of  cast 
aluminum  with  hardwear  of  corrosion  resistant 
bronze.  Insects  are  kept  out  by  screens  placed  in 
ventilating  openings. 


ISOFORMERS,  Types  2015  and  2030.  Interlocking 
ring,  air-insulated  lighting  transformers;  partic- 
ularly adapted  for  use  with  towers  that  develop 
a  high  voltage  across  the  base  insulator. 

REPLACEMENT  LAMPS,  for  code  beacons  and  ob- 
struction  lights.  Carried  in  stock  in  variety  of 
filament  voltages. 

LIGHTING  FILTERS,  for  use  with  insulated  towers 
developing  moderate  voltages  above  1  MC. 
Models  available  unhoused  or  in  weatherproof 
steel  housing. 

BURNOUT  INDICATORS,  to  show  lamp  failure. 

PHOTOELECTRIC  CONTROL  SWITCHES,  to  turn  tower 
lights  ON  and  OFF. 

FLASHERS,  for  code  beacons. 

COMPLETE  TOWER  LIGHTING  KITS,  including  con- 
duit, wire,  and  all  fittings  for  towers  of  any 
height. 

Write  for  descriptive  bulletins  or  further  information  — today. 


CORPORATION*, 


*CAA  approvals  cover  only  lighting  fixtures  themselves.  Associated  equipment 
is  not  subject  to  CAA  regulations  but  more  than  meets  all  local  regulations. 


i  

(^^^■■■■^■■■■■■■■■■il^^H     ^^fJLIi  "   Jillllil'   WORLD'S  LARGEST  ANTENNA  EQUIPMENT  SPECIALISTS 

dANSMISSION  LINES  FOR  AM-FM-TV  •  ANTENNAS  •  DIRECTIONAL  ANTENNA  EQUIPMENT  •  ANTENNA  TUNING  UNITS  •  TOWER  LIGHTING  EQUIPMENT  •  CONSULTING  ENGINEERING  SERVtCCS 
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front  office 


BEVERLY  (Bevo)  MIDDLETON  to  partner  in  Radio  Hendersonville 
Inc.  (WHKP  Hendersonville,  N.  C).  He  will  participate  in  station 
operations  as  business  manager.    Was  with  WCBS  New  York  as 
sales  executive,  and  was  founder  and  manager  of  WUSN  Charleston. 

CARL  WARD,  general  sales  manager  WCCO  Minneapolis,  to  assistant 
general  manager.  He  will  continue  as  sales  manager 
in  addition  to  his  new  duties. 

BEN  HOBERMAN,  general  manager  WDET-FM  De- 
troit, to  WXYZ-TV  Detroit  sales  staff  as  special  rep- 
resentative. 

MURRAY  JAY  GREEN,  sales  force  WMGM  New  York, 
to  WTNJ  Trenton.  N.  J.,  as  general  manager  replacing 
FRANKLYN  J.  WOLFF,  retired. 

Mr.  Ward         SELMA  PIERSON,  account  executive  WKNA  Charles- 
ton, W.  Va.,  to  commercial  manager  in  charge  of  local 
and  regional  sales  WCAW  same  city.  Move  is  part  of  overall  reorgani- 
zation plan  on  part  of  WCAW. 

WILLIAM  LOUNSBURY  to  commercial  relations  staff  WIRY  Platts- 
burg,  N.  Y. 

DONALD  R.  FLEMING,  Thompson  &  Holmes  Ltd.,  S.  P.,  to  radio  sales 
representative  staff  of  KGO  there. 


REYNOLDS  on  sales  staff  KRNT  Des  Moines.  Mr.  Reynolds  leav- 
for  sales  manager  post  with  local  heating  firm. 

OLE  MORBY,  assistant  general  sales  manager  CBS  Pacific  Network 
Hollywood,  to  S.  F.  as  head  of  network's  sales  operation  in  that  area 
Succeeds  CLARK  GEORGE,  now  on  active  U.  S.  Navy  duty. 

WALTER  H.  (Bill)  STAMPER,  promotion  manager  WDOD-AM-F-Y 
Chattanooga,  Tenn.,  to  sales  staff  of  stations. 

WPIT-AM-FM  Pittsburgh  names  Forjoe  &  Co.  as  national  representative 

ROBERT  E.  BRADHAM,  general  manager  WTMA  Charleston,  S.  C. 
resigns.    Future  plans  have  not  been  announced. 

TOMMY  FOWLER,  Armour  &  Co.,  Chicago,  to  sales  staff  KTRY  Mon- 
roe, La.,  to  handle  regional  and  local  accounts.  Succeeds  JOHN  J* 
ROHRER,  named  station  manager. 

KEN  CAREY,  account  executive  KWKW  Pasadena,  to  KFAC  Los 
Angeles,  replacing  VERN  LINDBLADE,  now  KFVD  Los  Angeles  com- 
mercial manager. 

l^etionaU  •  •  • 

TOM  WATSON  Jr.,  president  and  general  manager  WSWN  Belle  Glade- 
Fla.,  subject  of  article  in  Florida  Newspaj^er  News  and  Radio  Digest  thi: 
month.  .  .  .  GRANVILLE  WALTERS,  general  manager  WAML  Laurel 
Miss.,  headed  local  delegation  to  Exchange  Club  meeting  in  Washington 

ROBERT  L.  PRATT,  station  manager  KGGF  Coffeyville,  Kan.,  namec, 
general  campaign  chairman  of  1951  Coffeyville  Community  Chest  drive 
.  .  .  EDGAR  KOBAK,  owner  WTWA  Thomson,  Ga.,  spent  several  day; 
in  Thomson  visiting  station  last  week.  .  .  .  HERBERT  J.  PETERSON 
account  executive  WOC-AM-TV  Davenport,  Iowa,  addressed  area  work 
shop  meeting  of  Iowa  Oil  Industry  Information  committee  in  Daven- 
port Aug.  28. 


RONALD  E.  VEDDER  and  ROBERT  MOORE  to  WQUA  Moline,  111.,  Rl  APK  D^D 
as  account  executives.  ULflOIX   Wu.  llUli 


ROBERT  PAUL,  radio  director  local  jewelry  firm,  to  succeed  CARTER 

•  No  Need  to  Buy  Costly  Additional  Arms  and  Equalizers 

•  Operates  through  your  present  9-A  Switch  &  Filter 

•  Replace  Diamond  or  Sapphire  Points  yourself  in  a  few  minutes 

•  Better  Fidelity— Less  Needle  Scratch— Higher  Output 

This  G.  E.  RELUC- 
TANCE HEAD  and 
ADAPTER  is  inter- 
changeable with  any 
standard  9-A,  which 
can  continue  to  be 
used  for  Vertical  or 
Lateral  transcriptions, 
'mpedances 


matched.  Available 
also  in  MICRO- 
GROOVE  type  if  de- 
sired. 


Asks  $74,000  in  Damages 

DEMANDING  $74,000,  a  damage 
suit  has  been  filed  in  Los  Angeles 
Superior  Court  against  Ruthrauff 
&  Ryan  Inc.,  Hollywood,  by  Don 
Black,  writer-producer. 

Charging  the  agency  with  ap- 
propriating a  radio-television  prop- 
erty submitted  on  June  29,  1949, 
damages  were  set  by  Mr.  Black's 
attorney  on  the  basis  of  estimated 
revenue  from  the  program  if  it 
had  been  broadcast  under  sponsor- 
ship. Mr.  Black  in  his  suit  alleges 
the  agency  let  the  idea  lie  dormant 
since  the  script  and  program  pres- 
entation were  submitted  and  re- 
fused to  return  both  to  him  despite 
a  year-long  effort  to  recover  the 
propei'ty.  Titled  Spotlight  on  Youth, 
the  program  involved  broadcasts 
from  high  schools  around  the 
country. 


OH/0  AD  SESSION 

Retailers'  Meet  Is  Sev 

SPECIAL  session  on  retail  adver- 
tising and  sales  promotion, 
prompted  by  retailers  in  Ohio  anc 
adjoining  states,  will  be  held  &' 
Ohio  State  U.'s  annual  conference, 
on  advertising  and  sales  promotior 
Oct.  6-7.  [Broadcasting,  Aug.  28] 

The  special  session  will  be  key 
noted  by  Russell  Brown,  New  York 
advertising  director  of  Allied  Store: 
Corp.,  who  will  speak  on  "Retai' 
Sales  Management."  At  the  sami" 
meeting,  David  Arons,  publicity  di 
rector  of  Gimbel's,  Philadelphia 
will  discuss  "Retailing's  Electronii 
Tool — Television." 

Other  speakers  will  include  Fre( 
P.  Stashower,  Lang,  Fisher  i' 
Stashower,  Cleveland,  and  T.  J' 
Twentyman,  Metropolitan  Stores' 
Dayton,  Ohio.  W.  T.  Kilduff  o: 
H.  &  S.  Pogue  Co.,  Cincinnati,  wil 
serve  as  chairman  of  the  retail  ad 
vertising  session  to  be  held  at  th(' 
Chittenden  Hotel. 
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Sapphire  point  $2.10  add'l 
— Diamond   also  available 


BROADCAST  SERVICE  CO 


334  Arcade  BIdg. 


St.  Louis,  Mo, 


AFA  Dist  10  Meet 

"BALANCED"  advertising  looking 
toward  more  effective  use  of  all 
media  will  afford  the  theme  for 
the  1950  American  Federation  of 
Advertisers  Dist.  10  meeting  to  be 
held  in  Amarillo,  Tex.,  Oct.  22-24. 
Theme  will  be  stressed  "in  the 
light  of  current  national  and  in- 
ternational developments,"  it  was 
announced  by  Ed  Weber,  adver- 
tising m.anager.  Southwestern  Pub- 
lic Service  Co.  and  vice  general 
chairman  of  the  convention  com- 
mittee. Topics  will  include  judi- 
cious use  of  art  work  and  properly 
weighted  copy  for  impact  and 
truthfulness,  according  to  Mr. 
Weber,  an  officer  and  director  of  the 
Amarillo  Advertising  Club. 


Sarnoff  in  'Record' 

FOR  THE  SECOND  time  in  almos,; 
as  many  days.  Congress  wai' 
oriented  to  views  held  by  Brig.  Gen 
David  Sarnoff,  chairman  of  th< 
board,  RCA.  The  Aug.  29  issue  o: 
the  Congressional  Record,  contain 
ing  a  reprint  of  Gen.  Sarnoff'; 
VFW  speech  "America  Is  Chal 
lenged"  [Broadcasting,  Sept.  4] 
was  followed  by  the  insertion  b: 
Sen.  Karl  E.  Mundt  (R-S.  D.)  oi 
Sept.  1  of  the  general's  article,  "Ou:. 
Next  Frontier — Transoceanic  TV,' 
pointing  up  how  a  global  TV  net 
work  could  be  operated.  Sen.  Mund\ 
has  urged  Congress  to  conside:" 
annexing  vision  to  Voice  of  Amer 
ica. 
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Respects 

(Continued  from  page  52) 
he  British  interest  in  television 
7?as  not  intense  enough  to  make  a 
rood  future  for  him  there,  so  he 
noved  on  west  across  the  Atlantic. 
Ee  found  to  his  chagrin  that  Amer- 
can  concern  over  TV,  in  1933,  was 
lilso  considerably  below  the  boiling 
{point. 

'  After  a  couple  of  years  of  free- 
llance  activity  as  a  consultant  and 
contributor  to  technical  publica- 
jtions,  Dr.  Goldmark  joined  the  CBS 
ivideo  research  staff.  Shortly  after- 
jwards  he  was  named  chief  televi- 
sion engineer  for  the  network,  his 
,|title  at  the  time  of  his  chance  visit 
jto  "Gone  With  the  Wind." 
;  Impressed  by  the  effectiveness  of 
Ithe  colored  pictures  on  the  theatre 
jscreen.  Dr.  Goldmark  was  soon 
■ignoring  them  for  even  more  at- 
itractive  images  of  his  own  creation, 
iilevoked  by  his  silent  question: 
'"Why  can't  we  have  color  televi- 
sion?" Before  the  night  was  over, 
he  had  worked  out  the  theory  which 
jforms  the  basis  of  the  CBS  system 
iof  color  television — probably  one  of 
the  most  controversial  theories  ever 
to  confront  the  broadcasting  indus- 
fitry. 

"There  are  only  four  possible 
■jsystems  for  broadcasting  TV  pic- 
tures in  color,"  Dr.  Goldmark  ex- 
^;plained  last  week:  "Simultaneous, 
idot  sequential,  line  sequential  and 
/field  sequential.  With  the  field  wide 
open  and  no  reason  to  make  my 
'choice  on  any  but  purely  technical 
considerations — -the  chief  advan- 
'jtage  of  being  first  in  any  endeavor 
' — I  naturally  selected  the  field 
'Sequential  system.  It's  the  most 
(flexible,  capable  of  using  the  great- 
est variety  of  equipment,  the  least 
expensive  and  the  most  reliable 
way  to  do  the  job." 

First  Demonstration 
!  Back  at  his  CBS  TV  lab  in  New 
jYoi'k,  Dr.  Goldmark  quietly  went 
{  to  work  on  color  with  the  help  of 
'two  or  three  of  his  staff.  Within 
three  months — ^in  the  spring  of 
il940 — they  were  able  to  demon- 
strate their  color  system  to  top 
jlCBS  executives. 

';.  That  summer,  CBS  made  its  first 
out-of-the-family  color  demonstra- 
jtion  to  James  Lawrence  Fly,  then 
ilFCC  Chairman,  telecasting  the 
I  colored  images  on  a  6  mc  channel 
I,  via  the  network's  standard  black- 
and-white  TV  station.  In  the  fall, 
after  a  series  of  enthusiastically 
received  color  showings,  CBS  asked 
the  National  Television  Standards 
Committee,  organized  from  all 
ranks  of  the  electronic  industry,  to 
secure  industry  agreement  on . 
standards  for  commercial  video 
broadcasting  for  submission  to  the 
FCC,  to  consider  the  CBS  color 
system  along  with  black-and-white 
TV. 

"NTSC  didn't  want  to  'mess  up' 
monochrome  with  color,  so  they 
proposed  that  it  be  relegated  to  the 
UHF  region,"  Dr.  Goldmark  re- 
membered. "Some  things  haven't 
changed  much  in  the  last  10  years," 
he  added  dryly.  Early  in  1941  the 
Commission  approved  commercial 
telecasting  in  black-and-white  and 
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authorized  experimental  color  oper- 
ation in  a  6  mc  band  width.  But 
the  advent  of  the  war  halted  fur- 
ther color  work,  while  Dr.  Gold- 
mark  and  his  research  associates 
devoted  themselves  to  military 
problems. 

In  1944,  CBS  proposed  that  tele- 
vision be  moved  into  the  UHF  fre- 
quencies, with  a  16  mc  band  as- 
signed to  each  TV  station,  permit- 
ting color  telecasts  with  the  same 
525-line  definition  that  had  been  set 
as  standard  for  monochrome  trans- 
mission. Following  the  war's  end 
in  1945,  Dr.  Goldmark  and  his  staff 
eagerly  set  about  proving  the  sys- 
tem's practicality.  They  built  one 
color  transmitter  in  their  lab  and 
commissioned  Federal  Telephone  & 
Radio  Corp.  to  build  another  one 
for  them. 

As  soon  as  equipment  could  be 
readied,  CBS  embarked  on  a  prac- 
tically continuous  schedule  of  color 
demonstrations — to  the  Commis- 
sion, broadcasters  both  AM  and 
TV,  receiver  manufacturers,  adver- 
tisers and  advertising  agencies, 
newsmen  and  the  more  quoteworthy 
members  of  the  citizenry. 

FCC's  Rejection 

Meanwhile,  the  network  had  pe- 
titioned the  FCC  to  authorize  com- 
mercial color  TV  broadcasting  with 
the  CBS  system.  This  petition  was 
vigorously  opposed  by  other  indus- 
try interests  and  early  in  1947, 
after  protracted  hearings,  the  FCC 
rejected  the  CBS  petition  and  sent 
color  television  back  to  the  labora- 
tory for  further  development.  Dr. 
Goldmark  still  recalls  this  as  his 
"most  discouraging  turn-down, 
which  would  have  squashed  any  but 
the  most  die-hard  researcher." 

The  unsquashable  Dr.  Goldmark 
and  his  color  staff  "then  went  un- 
derground with  our  research,"  he 
related,  "coming  up  with  color  in 
a  6  mc  band,  an  all-electronic  pro- 
jection receiver  and  pictures  supe- 
rior to  anything  shown  before,  de- 
spite the  narrower  band."  At  about 
the  same  time,  the  U.  of  Pennsyl- 
vania medical  school  and  Smith, 
Kline  &  French,  pharmaceutical 
laboratories,  gave  the  CBS  re- 
searchers a  welcome  boost  in  morale 
by  selecting  their  system  for  use  in 
telecasting  surgical  operations. 

Since  May  1949,  when  the  first 
color  telecast  of  an  operation  was 
made  at  the  U.  of  Pennsylvania 
Hospital,  more  than  100,000  physi- 
cians and  medical  students  have 
watched  operations  by  color  TV  at 
national  and  regional  medical  con- 
ventions and  a  dozen  more  such 
demonstrations  are  scheduled  for 
the  coming  year. 

In  March,  the  university  recog- 
nized Dr.  Goldmark's  contribution 
to  medical  education  by  naming 
him  visiting  professor  of  medical 
electronics.  But  he  is  even  prouder 
of  the  fact  that  today  the  plans 
for  all  new  hospitals  to  be  built  in 
the  nation  call  for  color  TV  equip- 
ment in  place  of  the  traditional 
operating  amphitheaters. 

Earlier,  Dr.  Goldmark's  achieve- 
ments in  electronic  research  had 
been  honored  by  the  Institute  of 
Radio  Engineers.  At  the  IRE  an- 
nual meeting  in  January  1946  he 


was  presented  with  the  Morris 
Liebmann  Memorial  Prize  for  "his 
contribution  to  the  development  of 
television  systems,  particularly  in 
the  field  of  color." 

Born  into  a  musical  family — his 
grand  uncle  Carl  Goldmark  was  a 
noted  Viennese  composer — Peter 
Goldmark  is  himself  an  accom- 
plished cellist.  Dissatisfied  with 
the  quality  of  phonograph  records 
and  with  their  brief  playing  time 
which  introduced  too  many  inter- 
ruptions into  the  reproduction  of 
any  major  musical  work,  he  set  to 
work  in  1945  to  develop  a  new  type 
of  record  that  would  approach  FM 
quality  and  could  contain  an  entire 
symphony  on  a  single  disc.  Begun 
in  his  home  workshop  largely  as  a 
personal  project  to  take  his  mind 
off  the  problems  of  color  television 
which  filled  his  days,  this,  too,  soon 
became  a  major  developmental  pro- 
ject. It  continued  under  his  direc- 
tion for  three  years  until,  in  1948, 
the  CBS  subsidiary  Columbia  Re- 
cords Inc.  introduced  the  Long 
Playing  Microgroove  record,  oper- 
ating at  33%  rpm. 

As  in  television,  where  his  field 
sequential  color  system  was  meet- 
ing bitter  competition  from  the  dot 
sequential  system  developed  by 
RCA,  Dr.  Goldmark's  new  record- 
ing process  also  immediately  in- 
volved him  and  his  associates  in 
another  battle  with  the  same  op- 
ponent. RCA  was  now  introducing 
its  new  records  and  players  oper- 
ating at  45  rpm. 

"It's  the  television  story  all  over 


O'Daniel  Back 

FORMER  U.  S.  Sen.  W.  Lee 
O'Daniel  of  Texas  is  back  on 
the  air  over  stations  of  the 
Lone  Star  Chain  in  an  un- 
usual way.  From  5:30  to  6 
p.m.  Sunday,  he  is  his  own 
sponsor  in  a  program  which 
combines  hymn  singing, 
folksy  mail-order  selling  of 
the  W.  Lee  O'Daniel  Life  In- 
surance Co.  of  Dallas,  plus  a 
political  cx'usade  with  a  "we- 
the-people"  slogan  directed 
against  the  Truman  admin- 
istration and  alleged  Com- 
munist influences  in  Congress 
and    Washington  generally. 


again,"  Dr.  Goldmark  smilingly 
commented.  "I  picked  the  system 
that  seemed  best  technically;  the 
late  comers  had  to  pick  something 
different  for  competitive  reasons." 

Now  CBS  director  of  engineer- 
ing research  and  development,  Dr. 
Goldmark  lives  with  his  wife,  the 
former  Frances  Trainer,  and  their 
three  children — Peter,  9;  Frances, 
8,  and  Christopher,  2 — in  New 
Canaan,  Conn. 

Evenings  when  not  at  work  in 
his  small  but  well  equipped  home 
laboratory,  he  often  spends  playing 
chamber  music  with  his  mother  and 
brother.  His  favorite  outdoor  sport 
at  the  moment  is  water  skiing, 
which  he  first  tried  during  a  recent 
Bermuda  vacation. 
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That's  the  final  count —  12,441  slogans  sub- 
mitted in  WSYR's  Anti-Hoarding  Slogan  Contest. 

A  joint  promotion  of  WSYR-Ai\I  and  WSYR-TV, 
the  contest  ran  two  weeks  — drew  entries  and  interested 
comments  from  all  over  Central  New  York. 

People  in  the  rich  Central  New  York  market  watch 
and  listen  to  WSYR.  It's  a  wonderful  way  to  put  your 
own  piomotion  across. 

ACUSE 

AM  •  FM  •  TV 


The  Only  Complete  Broadcast  Institution  in  Central  New  York 
NBC  Affiliate  —  Headley-Reed,.  Niational  Representatives 
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WILKes-Barre 
It's  WILK 

(ABC) 

I  In  Pennsylvania's 
I  ardMartelj 

New  Transmitter,  now  nearing 
completion,  will  increase 
power  to 

5000 

WATTS  (Daytime) 
1000  Night-time 

w 
I 

L 
K 

Saturates 
the  WilkeS'Barre 
Metropolitan  Area 

391,219  Population  (1950) 
(Exceeded  in  Pennsylvania  Only 
by  Philadelphia  and  Pittsburgh) 

AVERY-KNODEL,  INC. 
^^^m  Naf'l.  Rep.  i^^n 

608  Fifth  Ave.,  New  York  20 

P.S.  —  WILK  Gives  You  a  Plus 
in  Bonus  Coverage  of  Scranton 


air-casters 


RUSSELL  KAISER,  head  of  mer- 
chandising and  promotion  KWK 
St.  Louis,  to  program  coordina- 
tor, succeeding  BESS  DIMPAPAS, 
who  becomes  secretary  to  Robert 
Convey,  president.  FRED  MUELLER, 
publicity  director,  to  director  of 
merchandising  and  promotion.  DEE 
WARNBRODT,  secretary  to  Mr.  Con- 
vey, resigns  to  be  married. 

JOHN  HARPER,  KABC  San  Antonio, 
Tex.,  to  KRLD-AM-TV  Dallas. 

DICK  MILLS,  disc  jockey  WEOK 
Poughkeepsie,  N.  Y.,  to  WPTR  Albany, 
as  m.e.  Dick  Mills  Show,  Mon.-Fri., 
7-9  a.m.,  and  4-6  p.m. 

CLARK  THORNTON,  announcer 
WMAL-AM-TV  Washington,  to  active 
service  with  Army,  804th  Signal  Base 
Depot. 

SMOKEY  SMITH,  western  singing 
disc  jockey,  to  KRNT  Des  Moines, 
Iowa. 

EDNA  LEWIS  MARSHALL,  Red  Cross 
worker  during  World  War  II,  to  WBZ- 
TV  Boston,  as  director  touring  cook- 
ing school  and  Fun  With  Food  show. 

DON  PAINTER  to  ABC's  Central  Di- 
vision production  department  after 
working  as  a  video  producer  and  direc- 
tor in  Hollywood. 

MARTIN  HILL,  production  manager 
five  weekly  CBC  House  Party,  to  di- 
rector of  show. 

TED  WORK,  WEAM  Arlington,  to 
WINX  Washington  announcing  staff 
on  Bandstand  and  Dreamland  shows. 

CLAUDIA  WARREN,  WBRM  Marion, 
N.  C,  to  WINX  as  musical  director 
succeeding  RUTH  FARWELL,  re- 
signed. 

JACK  MAGERRALL,  newscaster  and 
copywriter  WSUI  Iowa  City,  to  KRNT 
Des  Moines  continuity  department, 
succeeding  CHUCK  SHEILDS  (See 
Agency  Beat). 

BRUCE  MAYER  to  producer  Ladies 
Day,  afternoon  show  for  WJBK-TV 
Detroit.  Was  with  CBS  Chicago  and 
ABC-TV  Detroit. 

DAN  SHAPIRO,  writer  at  Universal 
Pictures,  Hollywood,  to  N.  Y.  with  as- 
signment on  NBC-TV  Milton  Berle 
show. 

PAT  WAGNER,  Radio  de  France, 
Paris,  France,  to  E.C.A.  Radio  De- 
partment, Brussels,  Belgium,  as  script 
editor,  assigned  to  Europe  Recovering. 

SAM  PERRIN,  MILT  JOSEFSBERG, 
GEORGE  BALZER,  JOHN  TACKA- 
BERRY,  writing  team  on  CBS  Jack 
Benny  Show  for  past  eight  years,  re- 
sign for  coming  season. 

JOY  LENSING  replaces  DIANA 
MUMBY  as  hostess  on  Backstage  With 
NTG  on  KTSL  (TV)  Hollywood. 

BOB  FALCON,  Washington  area  disc 
m.c,  to  WPIK  Alexandria,  Va.,  as 
morning  man. 

HARRY  L.  KOENIGSBERG,  WFAA 
Dallas  publicity  director,  taken  on 
tour  of  BBC  while  on  recent  visit  to 
London. 

HANK  HOPE  to  KWIK  Burbank, 
Calif.  Starts  six  weekly  60  minute 
disc  program,  originating  from  Bev- 
erly Hills  Tropics  restaurant. 

CARLTON  WINCKLER,  production 
manager  KECA-TV  Los  Angeles,  to 
NBC-TV  New  York  as  producer,  as- 


signed to  Ed  Wynn  Show. 
HAMILTON  KEENER,  head  of  KNX 
Hollywood  transcription  department, 
to  CBS  assistant  director.  RAY 
AGONA  now  in  charge  of  transcrip- 
tion department. 

SHELDON  BREN,  announcer  -  disc 
m.c.  KUTA  Salt  Lake  City,  to  KIDO 
Boise,  Idaho. 

PAT  HEALY,  associate  editor  of  local 
TV  fan  magazine,  to  KTTV  (TV) 
Hollywood  promotion  department. 
HAL  GOLDIN,  WJJL  Niagara  Falls, 
to  Meet  Me  at  the  Stuyvesant  show, 
WEBR  Buffalo,  N.Y.  FRANK  WARD, 
CHVC  Niagara  Falls,  Ont.,  to  WEBR 
staff. 

PAT  ADAMS,  new  to  radio,  to  traffic 
director  KGGF  Coffeyville,  Kan.,  suc- 
ceeding MARY  DODSON,  resigned  to 
be  married. 

RAY  MULLINS,  KDB  and  KIST  Santa 
Barbara,  Calif.,  to  WSRS  Cleveland. 
PHILIP  NORMAN,  producer-director 
McCann-Erickson  Inc.,  N.  Y.,  to  KNX 
Hollywood  as  director  Housewives  Pro- 
tective League,  effective  Sept.  18.  Suc- 
ceeds KNOX  MANNING,  returned  to 
news  broadcasting  and  TV  assign- 
ments. 

BOB  CLAYTON,  WJAS  Pittsburgh 
newscaster  and  announcer,  resigns  to 
enter  stocks  and  bonds  brokerage  busi- 
ness. 

FRANK  LaTOURETTE,  ABC  Western 
division  news  and  special  events  de- 
partment manager,  L.  A.,  father  of 
girl,  Stephanie  Ann,  Aug.  25. 
BETTIE  CUNNINGHAM,  continuity 
writer  at  KRLD  Dallas,  and  Barton 
B.  Church  have  announced  their  mar- 
riage. 

LOUIS  BREAULT,  continuity  editor 
WFAA  Dallas,  called  to  Army  service. 
He  will  return  to  public  relations 
duty  with  his  old  rank  of  captain, 
expecting  to  be  located  at  Fourth 
Army  Headquarters,  Fort  Sam  Hous- 
ton, San  Antonio. 

MARVIN  MILLER,  Hollywood  an- 
nouncer, signed  to  narrate  two-reel 
Warner  Bros,  film,  "The  Wanderers 
Return,"  recently  made  in  Israel. 
AL  LEWIS,  art  director  and  conductor 
musical  review  WCPO-TV  Cincinnati, 
father  of  girl.  Mrs.  WANDA  LEWIS 
sketches  for  station. 
ROSS     McCONNELL,     veteran  an- 


nouncer, to  Mac's  Almanac,  five-a-week 
music  and  chatter  show,  KING  Seat- 
tle, 7:30-8  a.m. 

THEODORE  A.  OKON,  public  rela- 
tions and  publicity  director  WDTV 
(TV J  Pittsburgh,  resigns  to  become 
business  manager  of  Al  Morgan,  star 
Al  Morgan  Show,  DuMont  TV  net- 
work. 

HANK  SYLVERN,  radio-TV  musical 
director,  to  By  Popular  Demand  show, 
CBS-TV,  Fri.,  10  p.m. 

HOMER  GRIFFITH,  coordinator  of 
national  sales  California  Group 
(KYNO  Fresno,  KAFY  Bakersfield, 
KCOK  Tulare)  to  Progressive  Broad- 
casting System,  Hollywood,  as  station 
relations  director,  Oct.  1. 

SAM  BRADLEY,  staff  announcer 
WLDY  Ladysmith,  Wis.,  and  Charlotte 
Bacon  have  announced  their  marriage, 
Aug.  18. 

JEANETTE  COTTINGHAM,  assistant 
promotion  manager  KRNT  Des  Moines, 
elected  vice  president  Des  Moines 
Women's  Advertising  Club. 

MACKIE  QUAVE,  chief  announcer 
WIS  Columbia,  S.  C.,.  father  of  girl, 
Vicki  Lynn. 

VIRGINIA  STEWART,  continuity  di- 
rector and  women's  editor  WOKZ 
Alton,  111.,  elected  president  Interna- 
tional Toastmistress  Clubs  Inc. 

FRAN  PETTAY,  WJR  Detroit  disc 
jockey,  guested  on  ABC's  of  Music, 
Sept.  6  on  CBS. 

Meurd  •  •  • 

MARTIN  D.  MANNIX,  WEAV  Platts- 
burg,  N.  Y.,  newsman  and  commen- 
tator, to  WIRY  same  city  as  director 
of  special  events  and  promotion  man- 
ager. 

LAURANCE  GIBBS,  KMLB  Monroe, 
La.,  to  sports  director  WJXN  Jack- 
son, Miss. 

BOB  WEST,  field  worker  in  WERE 
Cleveland  news  room,  and  MARTY 
WHELAN,  special  reporter  Cleveland 
Press,  to  WERE  as  rewrite  men. 
LARRY  MARTIN,  WHIM  and  WRIB 
Providence,  R.  I.,  to  WPEN  Philadel- 
phia to  do  color  and  commercials  for 
all  1950  Eagles  football  games  and 
Fight  of  the  Week. 
"BLUE"  HOWELL,  1928  Ail-American 
football  player,  to  KFAB  Omaha  sports 
staff  to  do  color  and  analysis  on  U. 
of  Nebraska  broadcasts.  Mr.  Howell 
is  also  city  manager  for  Omaha  for 
Woodmen  of  the  World. 
JIM  WOODS,  sportscaster  WAGA-AM- 
TV  Atlanta,  Ga.,  awarded  trophy  by 
Atlanta  Crackers  baseball  club  for 
"his  fine  telecasting  of  team's  games 
over  WAGA-TV." 
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In  a  Quandary  Over  Sales  Costs? 


Dollars 

get  more 
dialers 
on  Du  Monti 


Say,  if  you're  looking  for  TV,  take  a  look  where 

all  the  looking  began;  Du  Mont — first  in  TV  networking. 

Du  Mont — covering  99%  of  America's  telesets. 

Du  Mont — where  a  small  budget  puts  you  in  TV  in  a  big 

way. ..You  see  Du  Mont  pays  undivided  attention 

to  TV  and  that's  why  TV  pays  handsomely 

to  Du  Mont  Sponsors.  Meaning  you. 


E  V   I  s 


The  Nation's  Window  on  the  World 
— 60  Stations 


Two" 

515  Madison  Avenue,  New  York  22,  N.  Y.  •  Phone  MUrroy  Hill  8-2600 

Copyright  1950,  A  Division  of  the  Allen  B.  Du  Mont  laboratories,  Inc. 
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SEll   MORE   ON  CHANNEL  4 


Represented  nationally  by  FREE  &  PETERS,  INC  New  York,  Chicago,  Detroit,  Atlanta,  Fort  Worth, 

Plollywood.  KRON-TV  offices  and  studios  in  the  San  Francisco  Chronicle  Building,  5th  and  Mission  Sts.,  San  Francisco 


Page  60     •    September  11,  1950 


BROADCASTING    •  Telecasting 


itional  Press  BIdg. 
iasbington  4,  D.  C. 


SEPTEMBER  11,  1950 


BROADCASTING,  Telecasting 
$7  annually,  25c  weekly 


NEW  COLOR  FIGHT  LOOMS 


C6S  R/vo/s  Confident  of  Upset 


RIVALS  of  CBS  in  the  fight  for 
FCC  approval  of  a  color  television 
system  appeared  determined  last 
(week  that  Columbia  will  not  win 
by  default — assuming  that  receiver 
manufacturers  will  meet  FCC's 
conditions  for  prolongation  of  the 
battle  [Broadcasting,  Sept.  4]. 

Whether  the  manufacturers  will 
lor  can  begin  almost  immediately 
(to  make  black-and-white  sets  com- 
patible with  the  CBS  color  system 
— the  condition  specified  by  FCC 
as  the  only  grounds  on  which  it 
will  delay  a  straight-out  verdict 
for  CBS — appeared  to  be  an  un- 
known factor  at  the  weekend  (see 
separate  story  this  page). 

RCA,  Columbia's  principal  oppo- 
nent in  the  color  proceedings  to 
date,  offered  no  comment  on  its 
jown  manufacturing  plans.  But  its 
(expressed  confidence  that  its  own 
'Compatible,  electronic  color  tech- 
jnique  will  win  the  final  verdict  was 
(taken  by  most  observers  as  evi- 
idence  that  it  will  undertake  to  meet 
jlthe  manufacturing  requirements 
faaid  down  by  the  Commission. 

FCC's  Requirements 

Those  requirements:  That  manu- 
Ifacturers  by  Sept.  29  assure  FCC 
Ithat  "the  great  majority"  of  sets 
icoming  off  the  production  lines  in 
(the  future  will  incorporate  "bracket 
standards"  and  either  a  manual  or 
automatic  switch,  making  them 
capable  of  receiving  not  only  pres- 
ent black-and-white  but  also  CBS 
color  in  black-and-white. 

With  this  assurance,  FCC's  deci- 
sion said,  the  final  color  decision 
will  be  delayed  and  adoption  of  the 
CBS  system  will  be  "proposed," 
leaving  the  way  open  for  consider- 
ation of  other  systems  and  devel- 
opments achieved  since  the  color 
hearing  was  completed.  But  if  this 
assurance  is  not  forthcoming,  or  if 
"bracket    standards"    cannot  be 
adopted  without  hearing,  FCC  made 
clear  that  it  intends  to  adopt  the 
ji  CBS  system  immediately. 
I     Its  purpose,  FCC  said,  is  to  make 
ij  sure  that  the  number  of  sets  in- 
capable   of   receiving    CBS  color 
transmissions    in  black-and-white 
without  conversion   does   not  in- 
!  crease  materially  while  the  color 
il  question  is  given  further  study. 
'  Unless  this  compatibility  problem 
Scan  be  retained  in  status  quo,  the 
report  asserted,  color  must  be  au- 
I  thorized  now  on  the  basis  of  CBS 
standards — the  only  system  which 
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FCC  adjudged  ready  for  standardi- 
zation at  this  time. 

If  FCC  is  convinced  that  the 
compatibility  problem  will  not  be 
aggravated  by  the  manufacture 
and  distribution  of  more  sets  capa- 
ble of  receiving  only  standard 
monochrome,  then  non-CBS  sys- 
tems may  be  advanced  for  consid- 
eration— including  RCA's  and  Color 
Television  Inc.'s,  the  other  CBS 
rival  in  the  hearing — if  the  pro- 
ponents (1)  supply  receivers  to  the 
FCC  laboratory  by  Dec.  5;  (2)  have 
a  signal  on  the  air  in  Washington 
by  that  time,  and  (3)  present  a 
series  of  demonstrations  to  the 
Commission  between  Dec.  5  and 
Jan.  5. 

Even  if  they  met  these  tests, 
such  non-CBS  systems  would  have 
to  convince  the  Commission  that 
they  "had  a  reasonable  prospect  of 
satisfying  all  of  the  criteria"  which 
FCC's  report  laid  down  for  a  color 
system  [Broadcasting,  Sept.  4]. 

Without  calling  names,  the  re- 
port noted  that  one  of  the  propon- 
ents of  another  system  (RCA), 
and  a  company  which  has  reported 
a  new  color  system  (General  Elec- 
tric Co.)  are  both  "substantial" 
manufacturers  of  TV  sets.  The 
same  is  true  of  two  other  partici- 
pants in  the  proceeding,  FCC  said. 


presumably  referring  to  Philco 
Corp.  and  Allen  B.  DuMont  Labs. 
The  report  also  pointed  out  that 
Radio-Television  Manufacturing 
Assn.  "comprehends  a  very  large 
part  of  the  television  manufactur- 
ing capacity  of  this  country,"  and 
added  with  reference  to  all  these 
companies  and  RTMA: 

"Within  this  group  lies  the  an- 
swer as  to  whether  the  status  quo 
on  compatibility  will  be  maintained 
if  the  Commission  postpones  the 
issuance  of  a  final  decision  at  this 
time." 

CTI  Is  Hopeful 

While  RCA  did  not  disclose 
manufacturing  plans,  Color  Tele- 
vision Inc.,  which  has  now  devel- 
oped a  new  system  called  Uniplex 
[Telecasting,  Sept.  1],  was  speci- 
fic as  to  its  demonstration  objec- 
tives: "The  Commission  has  left 
the  door  open  for  CTI  to  demon- 
strate its  completely  new  Uniplex 
system  between  Dec.  5,  1950,  and 
Jan.  5,  1951.  We  will  build  our 
equipment  and  be  prepared  to  dem- 
onstrate a  color  television  system 
definitely  superior  to  the  CBS  or 
any  other  system  thus  far  proposed 
to  the  FCC." 

CBS  on  the  other  hand  took 
FCC's  evaluation  of  its  system  to 
be  "the  best  indication  that  no  su- 


perior system  will  be  forthcoming 
during  the  period  which  is  being 
afforded  for  one  last  look  before 
final  establishment  of  CBS  stand- 
ards." 

Skiatron  Corp.,  sponsor  of  a 
subtractive  system  of  color,  mean- 
while signified  intentions  of  giving 
FCC  a  demonstration. 

"We  plan  to  demonstrate  the 
feasibility  of  obtaining  very  large 
TV  pictures  using  the  CBS  color 
filter  wheel  in  conjunction  with 
the  Supersonic  TV  projector," 
Skiatron  told  Telecasting.  The 
company  continued: 

If  the  CBS  system  is  adopted  by 
FCC,  the  Skiatron  Corp.'s  advantage 
in  the  field  of  color  TV  would  be 
heightened,  since  Skiatron's  Super- 
sonic TV  projector  is  the  only  equip- 
ment capable  of  delivering  a  very 
large  color  TV  picture.  With  the  use 
of  newly  developed  light  sources,  in 
fact,  the  Supersonic  projector  could 
give  an  image  up  to  the  full  theatre- 
screen  size.  On  the  other  hand,  using 
a  direct-view  set,  the  largest  picture 
obtainable  with  a  CBS  color  wheel 
is  1214  inches. 

Both  the  CBS  and  RCA  systems, 
however,  are  additive  color  systems. 
In  the  experience  of  the  film  industry, 
additive  systems  have  proved  inferior 
to  subtractive  color,  such  as  Techni- 
color and  Kodachrome.  Skiatron  Corp., 

(Continued  on  page  69) 


SET  MAKERS  PUZZLE 


MANUFACTURERS  still  are 
poring  over  FCC's  color  report 
[Broadcasting,  Sept.  4] ,  with 
first  reaction  to  its  bracket 
standards  ranging  from  sheer 
amazement  to  a  desire  to  do 
what  the  FCC  has  indicated 
would  be  in  the  public  interest. 

A  majority  of  set  makers 
willing  to  comment  at  this 
stage  took  the  position  that  their 
engineers  and  production  experts 
must  have  a  chance  to  work  out 
practical  aspects  of  bracket  stand- 
ards before  they  decide  whether 
they  can  reach  a  mature  decision 
inside  the  FCC's  Sept.  29  deadline. 
Some  felt  they  would  need  several 
months  to  decide. 

William  J.  Halligan,  president  of 
Hallicrafters  Co.,  one  of  the  larger 
TV  set  makers  and  producer  of  pre- 
cision electronic  devices,  believes  it 
will  cost  more  than  FCC  has  esti- 


mated to  incorporate  into  TV  re- 
ceivers a  switch  that  can  receive 
normal  pictures  as  well  as  the 
black-and-white  version  of  CBS 
color.  "Enormous"  time  and  ex- 
pense are  involved,  he  said. 

Color  Not  Ready 

Many  manufacturers  feel  that 
color  is  a  year,  or  two  or  three, 
away  even  if  the  Korean  crisis  and 
defense  armament  don't  upset  the 
electronic  industry's  civilian  pro- 
duction. And  some  who  voice  con- 
cern about  mobilization  point  out, 
off  the  record,  that  they  are 
scrounging  around  store  bins  in 
cities  all  over  the  nation  trying  to 
pick  up  enough  resistors  and  con- 
densers and  other  components  to 
keep  their  production  lines  moving. 

Most  enthusiastic  of  manufac- 
tui'ers  willing  to  comment  was  John 
S.  Meek,  president  of  John  Meek 
Industries  and  Scott  Radio  Labs. 


Time  Need  Felt 


He  said  the  industry  can  make 
technical  changes  in  a  hurry  and 
thought  the  concern  over  technical 
questions  is  overemphasized. 

Radio  -  Television  Mf  rs.  Assn. 
took  no  official  position.  Last 
Tuesday  many  of  its  manufacturer 
members  discussed  the  FCC  report 
informally  prior  to  a  meeting  of 
the  Joint  Electronics  Industry  Com- 
mittee (see  story  on  this  page). 
Few  had  had  a  chance  to  read  the 
report  but  they  were  urged  by 
RTMA  President  Robert  C.  Spra- 
gue  to  study  it  carefully. 

Some  individual  RTMA  members 
were  worried  lest  development  of 
a  running  controversy  over  color 
might  stop  purchase  of  present  re- 
ceivers. Several  set  makers  had 
received  complaints  from  recent 
set  buyers  who  figured  they  had 
paid  out  big  money  for  obsolete 
(Continued  on  page  73) 
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On  tkt  dotted  line 


CONTRACT  for  first  regular  telecast- 
ing of  a  show  from  a  CSi:icago  depart- 
ment store — Let's  Have  Fun  on 
WBKB — is  set  by  (I  to  r):  S.  C.  Quin- 
lan,  WBKB  program  director;  Jim 
Beach,  WBKB  accoiint  executive; 
John  H.  Mitchell,  WBKB  general 
manager,  and  Reuben  Richman,  adv. 
dir.,  Goldblatt  Bros.,  sponsor. 


GIVING  credit  to  WOC-TV  Daven- 
port, lov/a's,  wrestling  telecasts  for 
ijp2}ing  his  new  car  sales  148%, 
Willord  F.  Helms  (r,  seated),  pres., 
Davenport  Hash  Co.,  inks  52-week 
remewa!.  Looking  on  are  (I  to  r): 
Don  BoStI  and  Mark  Wodlinger,  both 
WOC-TV,   and   Tom  Helms, 

Davenport  Nash.  "'^^^ 


COMPLETING  plans  for  bringing  U.  of 
Calif,  and  Stanford  football  games  to 
Northern  California  viewers  are 
(I  to  r):  Philip  G.  Lasky  v.  p. -gen. 
mgr.,  KPIX  (TV)  San  Francisco; 
Les  Hoffman,  pres.,  Hoffman  Radio 
Corp.,  sponsor;  Gayle  Grubb,  gen- 
eral manager,  KGO-TV  San  ^hm^ 
Francisco.  "^^^ 


DEAL  for  sponsorship  of  WNBK  (TV) 
Cleveland's  five-minute  news  show. 
Today's  News,  by  Central  Cadillac 
Co.,  is  arranged  by  (I  to  r):  Seated, 
Gene  Myers,  NBC  sales;  Joe  Fewsmith, 
Meldrum  &  Fewsmith  Agency;  stand- 
ing, Gordon  (Skip)  Word,  WNBK 
announcer;  Lou  Royce,  Acme 
Newspictures. 


MAKING  it  official,  Holland  Gregg  (seated),  advertising  manager  of  P  &  C 
Stores,  with   outlets   in   Syracuse,   Fulton,  Oswego,   Rome,  Oneida,  Utica, 
Auburn  and  Cortland,  N.  Y.,  signs  contract  for  26  half-hours  on  WHEN  (TV) 
Syracuse.  Looking  on  are  Ned  Ryan  (I),  originator  of  "Video"  game  to  j^^a 
be  sponsored  by  P  &  C,  and  Paul  Adanti,  WHEN  (TV)  general  manager.  "^^^ 


PCMCnDCUID  ^PPeo/s  Court  Rejects 
ULllOUKOnir     State  Board  Plea 

STATE  Board  of  Censors  in  Pennsylvania  lost  another  round  with  the 
courts  last  week  in  its  attempt  to  censor  motion  picture  film  used  on 
television.  The  unanimous  decision  by  a  panel  of  three  judges  was 
announced  by  the  Third  U.  S.  Circuit  Court  of  Appeals,  Philadelphia 


[Telecasting,  June  12]. 

The  court  ruled  that  state  cen- 
sorship boards  have  no  right  to 
censor  movie  film  to  be  used  on 
telecasts.  The  decision  upholds 
Federal  District  Judge  William  H. 
Kirkpatrick's  Oct.  26,  1949  ruling 
that  a  regulation  of  the  Pennsyl- 
vania censorship  board  requiring 
all  TV  stations  in  the  state  to  sub- 
mit films  for  clearance  before  tele- 
casting is  invalid. 

Placing  television  in  the  same 
category  as  radio,  the  court  said 
Congress  intended  that  the  FCC 
have  sole  jurisdiction  over  the  field. 
In  its  ruling,  the  court  said: 

We  think  it  is  clear  that  Congress 
has  occupied  fully  the  field  of  tele- 
vision regulation  and  that  that  field 
is  no  longer  open  to  the  states.  Con- 
gress possessed  the  constitutional  au- 
thority to  eff'ect  this  result.  ...  It 
follows  that  the  Commonwealth  of 
Pennsylvania  cannot  censor  the  films 
used  on  the  programs  of  the  plaintiffs' 
stations. 

TV  Group  Sued 

Decision  was  made  in  connec- 
tion with  a  suit  filed  by  Pennsyl- 
vania TV  interests  who  had  con- 
tended that  the  board's  order  was 
not  legal  in  that  it  conflicted  with 
the  Communications  Act  and  was 
outside  of  the  state's  jurisdiction. 

Filing  complaints  were  WDTV 
Pittsburgh  (DuMont);  WPTZ  (TV) 
Philadelphia  (Philco);  WFIL-TV 
Philadelphia;  WCAU-TV  Philadel- 
phia (CBS),  and  WGAL-TV  Lan- 
caster, Pa. 

The  court  also  found  that  pro- 
grams telecast  by  the  parties  peti- 
tioning, were  received  outside  of 
Pennsylvania  in  the  states  of  Dela- 
ware, Maryland,  New  Jersey,  West 
Virginia,  Ohio  and  New  York,  as 

CBS  TV  CITY 

L.  A.  Zoning  Hearing  Set 

CBS'  requested  zoning  changes  to 
allow  construction  of  a  proposed 
television  city  at  Beverly  Blvd.  and 
Fairfax  Ave.  in  Los  Angeles  will 
be  considered  by  the  city's  zoning 
commission  at  public  hearing 
today  (Monday)  [Telecasting, 
Aug.  28]. 

With  clearance  given,  CBS  plans 
to  erect,  over  a  seven  year  period, 
a  set  of  buildings  on  the  25  acre 
tract,  estimated  to  cost  $35  mil- 
lion. Variances  sought  are  for 
construction  of  buildings  higher 
than  45  feet  and  set  back  from 
sidewalks  150  feet. 

Because  ownership  of  the  prop- 
erty has  not  yet  been  acquired 
completely  by  CBS,  petitions  to  the 
city  zoning  commission  are  by  Mrs. 
Elizabeth  Hilty  and  Mrs.  Frances 
Hilen,  daughters  of  Earl  Gilmore, 
Los  Angeles  oilman.  Although 
Mrs.  Hilty  and  Mrs.  Hilen  are 
listed  as  owners,  legal  representa- 
tion at  the  zoning  hearing  today 
will  be  by  the  law  firm  of  Gibson, 
Dunn  &  Crutcher,  retained  by  CBS. 


well  as  in  the  Quaker  State,  itself. 
It  also  pointed  out  that  ,some  of 
the  movie  programs  telecast  by  the 
stations  were  delivered  to  them  "by 
wire  or  radio  relay''  from  stations 
outside  of  the  state. 

These  facts  established  without 
doubt,  according  to  the  court,  that 
"television  broadcasting  is  in  in- 
terstate commerce.  This  is  inherent 
in  its  very  nature." 

While  it  was  not  known  imme- 
diately what  action  the  censorship 
board  would  take,  it  was  reported 
that  the  board  may  consider  tak- 
ing the  case  to  the  United  States 
Supreme  Court. 


RTMA  AGENDA 

Autumn  Meeting  Next  Week 

ANNUAL  autumn  meeting  of  Ra- 
dio-Television Mfrs.  Assn.  will  be 
held  Sept.  18-20  at  the  Roosevelt 
Hotel,  New  York,  with  the  agenda 
dominated  by  two  pressing  prob- 
lems— defense  production  and  the 
FCC's  color  TV  report. 

The  RTMA  board  meets  on  the 
final  day  of  the  three-day  session, 
taking  up  reports  of  divisions  and 
committees  that  meet  on  the  first 
two  days.  In  addition  it  will  have 
a  report  from  the  RTMA  TV  Com- 
mittee, which  meets  Sept.  14  to 
consider  the  FCC's  color  report. 
Chairman  of  this  committee  is  Dr. 
W.  R.  G.  Baker,  General  Electric 
Co. 

Two  new  RTMA  groups  will 
meet.  They  are  the  Sales  Managers 
Committee,  with  Clifford  J.  Hunt* 
of  Stromberg-Carlson  Co.  as  chair- ^ 
man,  and  the  Market  Research  j 
Committee,  headed  by  W.  H.  Rink- 1 
e  n  b  a  c  h  ,  Capehart  -  Farnsworth  I 
Corp.  Both  are  units  of  the  Set  ] 
Division,  which  has  a  knotty  prob- ; 
lem  in  the  FCC  color  report  (see . 
color  stories  starting  page  61). 

The  Sales  Managers  Committee.' 
and  the  Set  Division's  Executive  ! 
Committee  will  consider  a  recom- 
mended code  of  ethics  covering  TV 
set  advertising  and  sales  practices. 

RTMA's  Advertising  Committee ' 
meets  Sept.  19.  A  subcommittee 
will  report  on  progress  of  plans 
for  the  1950  National  Radio-Tele- 
vision Week  Oct.  29-Nov.  4  and 
the  joint  NAB-RTMA-U.  S.  Junior  j 
Chamber  of  Commerce  Voice  of 
Democracy  contest. 

Presiding  at  the  RTMA  board 
meeting  will  be  President  Robert 
C.  Sprague,  Sprague  Electric  Co., 
who  has  served  as  both  board 
chairman  and  president  since  last 
June  when  RTMA  decided  to  start 
looking  for  a  fulltime  paid  pres- 
ident. Mr.  Sprague  has  spent 
much  of  his  time  in  New  York  and 
Washington,  working  on  defense 
matters  as  well  as  advising  with 
James  D.  Secrest,  RTMA  general, 
manager. 

Telecasting    •  BROADCASTING 


Clearer  Pictures ••• 
Finer  Sound 

from  ANY  Film  in  your  Studio 


The  G.P.L.  Model  PA- 100  is  a  heavy- 
duty  studio  film  chain  projector,  for 
use  with  either  iconoscope  or  image 
orthicon,  which  sets  new  standards  of 
ruggedness  and  projection  quality.  The 
professional  sprocket  type  pull-down  is 
quiet  and  trouble  free.  It  provides  a 
vertical  stability  of  better  than  0.2%. 
Tests  show  more  than  1,000  passages 
without  noticeable  film  wear.  The  high 
quality  optical  system  resolves  better 
than  90  lines  per  mm.,  with  the  screen 
so  uniformly  illuminated  that  corner 
brightness  is  at  least  90%  of  center. 

•  The  sound  system  provides  a  fre- 
quency response  truly  flat  to  7,000  cps, 
with  flutter  less  than  0.2%. 

•  An  enclosed,  4,000  foot  film  maga- 
zine provides  for  110  minutes  of  pro- 
jection—an entire  feature. 

•  The  film  gate  and  optical  and  sound 
components  are  instantly  removable. 


TV  Camera  Chains  •  TV  Film  Chains 
TV  Field  and  Studio  Equipment 
Theatre  TV  Equipment 


WRITE,  WIRE  OR  PHONE 
FOR  DETAILS  .  .  . 


A  Portable  that  Pays 

for  Itself  in  the  Field 

The  G.P.L.  General  Utility  Projector 
(PA-101)  works  directly  with  image 
orthicon  studio  or  field  cameras  to  pro- 
vide new  economy  and  convenience  in 
your  operations.  For  the  small  station, 
it  provides  the  same  quality  as  conven- 
tional iconoscope  film  chain  equipment, 
using  regular  studio  cameras.  For  large 
stations,  its  portability  and  high  per- 
formance permit  great  flexibility,  such 
as  picking  up  commercials  at  remotes 
—  games,  sporting  events,  etc.,  without 
requiring  studio  standby  facilities  for 
this  purpose. 

It  has  the  same  performance  features 
as  the  PA- 100  except  that  a  fast  inter- 
mittent shutter  provides  illumination 
in  relatively  broad  pulses  at  120  cycles 
per  second.  This  means  that  the  pro- 
jected picture  may  be  picked  up  by  a 
standard  image  orthicon  camera  with- 
out special  phasing  facilities.  The  pro- 
jector weighs  only  65  lbs.  with  case. 


General  Precision  Laboratory 

INCORPORATED 

PLEASANTVILLE  NEW  YORK 
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WENR-TV's  modern  Civic  Theatre 
^  Studio,  with  a  seating  capac- 
M  ity  of  892. 

*    *  * 

into  the  building's  framework  in 
the  process  of  building  this  unit. 

At  the  time  of  its  premiere, 
WENR-TV  maintained  two  studios. 
The  Pent  House  is  located  on  the 
44th  floor  of  the  Opera  Bldg.  where 
small  intimate  productions  and  in- 
terview   programs    are  telecast. 


WENR-TV 


WHEN  WENR-TV  Chicago 
took  the  air  Sept.  17,  1948, 
the  fanfare  was  second  only 
to  that  attending  the  opening  a 
month  before  of  its  ABC  sister  sta- 
tion, WJZ-TV  New  York.  The 
latter  had  been  hailed  by  critics  as 
among  the  most  brilliant  video  pre- 
mieres of  all  time. 

The  second  of  five  ABC  owned- 
and-operated  television  stations  to 
be  placed  in  service,  WENR-TV 
has  been  followed  on  the  air  by  the 
network's  TV  stations  in  Detroit, 
Los  Angeles  and  San  Francisco. 

Under  the  direction  of  John  H. 
Norton  Jr.,  who  became  vice  pres- 
ident in  charge  of  ABC's  Central 
Division  less  than  four  months  be- 
fore the  inaugural,  WENR-TV's 
staff  operated  on  a  schedule  of  al- 
most 24  hours  a  day  to  meet  the 
September  deadline.  The  premiere, 
held  in  the  station's  "Pent  House" 
studio  high  in  Chicago's  Civic 
Opera  Bldg.,  was  a  five-hour  var- 
iety show  presenting  some  of  the 
most  prominent  figures  in  radio, 
the  theatre,  motion  pictures,  and 
vaudeville,  as  well  as  leaders  in 
midwest  government,  education  and 
religious  circles. 

Unwilling  to  rest  on  the  opening 
night's  laurels,  the  WENR-TV  staff 


Sept.  17  Marks  Two  Years  of  Service 
To  ABC  and  Chicago  Viewers 


established  a  program  schedule  of 
22  hours  weekly  within  three  days 
after  the  inaugural.  More  than 
half  of  this  time  was  fed  to  the 
newly-opened  midwest  TV  network, 
linking  Chicago,  St.  Louis,  Mil- 
waukee, Cleveland,  Toledo,  and 
Buffalo.  During  the  four  months 
preceding  inauguration  of  the  east- 
west  coaxial  cable,  the  station  was 
the  only  midwestern  video  opera- 
tion to  sustain  the  western  string 
of  TV  outposts. 

Granted  in  1946 
ABC  received  its  initial  grant 
for  WENR-TV  in  August  1946. 
Channel  7  (174-180  mc)  with  a 
visual  power  of  30  kw,  an  aural  of 
15  kw  was  authorized  and  an  an- 
tenna height  of  613  ft.,  at  that 
time  the  highest  in  Chicago,  was 
approved.  The  antenna,  installed 
on  the  roof  of  the  Civic  Opera 
Bldg.,  rests  on  a  base  52  ft.  high 
and  weighing  more  than  tons. 
A  gigantic  hole  had  to  be  cut 
through  the  roof  of  the  Opera  Bldg. 
and  a  4,000-lb.  steel  beam  welded 


SUPERVISING  WENR-TV's  programming  are  (I  to  r):  Monte  Fassnaeht,  tech- 
nical supervisor  of  TV  operations;  Fred  Kilian,  director  of  TV  programming, 
and  Phil  Patton,  executive  producer. 


Largest  layout  is  the  ABC-TV 
Civic  Studio,  formerly  known  as 
the  Chicago  Civic  Theatre. 

This  famous  playhouse  was 
leased  on  a  long-term  basis  shortly 
before  the  station's  inaugural  and 
was  completely  revamped  to  meet 
the  basic  requirements  of  broad- 
casting and  telecasting.  Show  peo- 
ple describe  it  as  one  of  the  finest 
theatres  of  its  size  and  type  in  the 
country.  Its  acquisition  by  ABC 
marked  the  first  use  of  a  legitimate 
theatre  in  Chicago  as  a  television 
studio. 

Seats  892 

With  seating  capacity  of  892,  it 
is  believed  to  be  unequalled  from 
the  standpoint  of  acoustics  and 
vision.  Stage  is  72  ft.  wide,  32  ft. 
deep  and  the  height  from  the  stage 
to  the  rigging  loft  is  70  ft.  Pro- 
scenium measures  30  ft.  in  height 
and  34  ft.  in  width. 

As  WENR-TV  grew  in  stature, 
its  management  found  the  Pent 
House  and  Civic  Studio  inadequate 
for   expanding  operations,   so  on 


May  1,  1949,  an  additional  4,00' 
sq.  ft.  was  acquired  in  the  Operj 
Bldg.'s  north  wing.  Leasing  of 
studio  and  engineering  space  on  the 
42d  floor  had  a  nostalgic  twist  as 
the  staff  of  WENR,  the  station's 
AM  affiliate,  recalled  that  it  was 
the  area  which  served  WENR  when 
it  took  the  air  March  1,  1930. 
Many  of  the  old  studio's  features 
were  intact.  Three  months  of  re- 
modeling were  required  to  prepare 
it  for  television  operations. 

Two  additional  .studios  were  set 
up  last  month  in  the  Chicago  Daily 
News  Bldg.,  where  WENR-TV  has 
leased  12,000  square  feet  of  space. 
The  studios  measure  38  x  43  feet 
and  34  x  46  feet.  The  remaining 
area  is  being  used  for  offices,  a  con- 
trol room,  workshop  and  storage 
facilities. 

After  acquiring  the  42d  floor 
footage  in  the  Opera  Bldg.,  WENR- 
TV  announced  it  would  open  video 
recording  operations.  On  Sept.  15, 
1949  two  units  of  the  latest  kine- 
scoping  equipment  were  put  into 
use  under  the  supervision  of  Floyd 
A.  Timberlake.  WENR-TV  is  the 
only  television  station  in  Chicago 
maintaining  such  facilities. 
Sales  Aid 

Use  of  the  tele-transcription  or 
video  recording  equipment  has 
served  to  establish  closer  coopera- 
tion between  the  programming  and 
sales  departments,  enabling  each 
group  to  have  additional  time  and 
tools  to  tackle  their  respective  as- 
signments. 

The  success  of  WENR-TV  as  it 
nears  the  end  of  its  second  yeai 
on  the  air  is  due  to  the  cooperative 
spirit  which  has  existed  between 
management  and  staff.  Mr.  Nor- 
ton, who  went  to  Chicago  from 
New  York  where  he  was  ABC's 
vice  president  in  charge  of  stations, 
seldom  closes  the  door  to  his  office. 
Anyone  within  his  organization  ha; 
an  opportunity  to  discuss  business 
matters  with  him  at  any  time 
Meetings  with  his  departmenl^ 
heads  are  held  weekly  so  that  over 
(Continued  on  page  68) 


HEADING  engineering  operations  at  WENR-TV  are  (I  to  r):  James  M.  Ballon 
tine,  TV  operations  supervisor;   Edward  C.   Horstman,  chief  engineer  foi 
WENR-TV    and    ABC-TV's    Central  Division    operations,    and    Wilbur  hI 
Cummings,  operation  supervisor. 


COAXIAL  T 


NEGOTIATIONS  for  allocation  of 
AT&T  television  network  facilities 
last  week  foundered  anew  and  it 
was  learned  that  the  DuMont  Tele- 
vision Network  had  appealed  to 
the  FCC  to  intervene  in  the  mat- 
ter. 

i,j    AT&T  officials,  it  was  learned, 
[presented  a  schedule  of  proposed 
allocations  to  the  chiefs   of  the 
four    television    networks    at  a 
luncheon  meeting  in  New  York  last 
:  Tuesday.  Although  CBS  and  NBC 
'  were  understood  to  have  viewed 
the   proposals   with    some  favor, 
DuMont  and  ABC  were  said  to  have 
,  been  displeased  with  the  alloca- 
■]  tions  granted  them  in  the  tentative 
plan. 

DuMont,  it  was  reported,  wrote 
a  letter  to  the  FCC  Sept.  1  asking 
the  Commission  to  call  an  informal 
meeting  of  the  networks  and  AT&T 


MADDEN,  GAINES 

Made  NBC  Vice  Presidents 

EDWARD  D.  MADDEN,  who  be- 
came assistant  to  the  president  of 
NBC  last  Feb.  1,  was  elected  an 
NBC  vice  president  last  week  with 
supervision  over  sales  and  opera- 
tions in  the  television  department. 

Mr.  Madden  is  the  second  NBC 
executive  to  be  elected  to  vice 
presidential  rank  in  the  last  fort- 
night. James  M.  Gaines'  elevation 
to  a  vice  presidency  in  charge  of 
owned  and  operated  stations  was 
announced  following  a  meeting  of 
the  NBC  board  Sept.  1  [Broad- 
casting, Sept.  4]. 

Until  his  assignment  last  week, 


Allocations  Still  Deadlocked 


Mr.  Madden 


Mr.  Gaines 


Mr.  Madden  had  performed  a  num- 
ber of  special  jobs,  mostly  in  the 
network's  television  department, 
under  his  position  as  assistant  to 
the  president.  In  his  new  capacity, 
he  will  supervise  sales  and  opera- 
tions, with  George  H.  Frey,  di- 
rector of  television  sales,  and  Carle- 
ton  Smith,  director  of  television' 
operations,  reporting  to  him. 

Mr.  Madden  will  report  to  Syl- 
vester L.  Weaver  Jr.,  vice  president 
in  charge  of  the  television  network. 

Before  joining  NBC  last  Feb- 
ruary, Mr.  Madden  served  as  ex- 
ecutive vice  president  and  director 
of  the  now-defunct  American  News- 
paper Advertising  Network  and  for 
12  years  before  that  was  a  vice 
president  and  director  of  McCann- 
Erickson,  New  York. 


to  discuss  ways  of  settling  the 
allocation  problem. 

Although  no  official  clarification 
was  forthcoming,  it  was  reported 
DuMont  also  had  suggested  the 
possibility  of  the  FCC's  adopting 
rules  of  procedure  for  the  distribu- 
tion of  AT&T  facilities  now  and  in 
the  future.  No  response  from  FCC 
to  the  DuMont  proposal  had  been 
received  as  of  Thursday  night. 

Meanwhile,  a  Thursday  meeting 
of  the  four  network  chiefs — which 
they  had  decided  to  hold  at  their 
Tuesday  meeting — was  cancelled  at 
the  last  moment  because  at  least 
two  network  presidents  had  con- 
flicting dates.  As  of  Thursday  night 
no  other  date  had  been  set  for  the 
further  meeting. 

Meetings  among  representatives 
of  the  four  networks  had  proceeded 
on  a  day-by-day  basis  since  early 
August  until  a  fortnight  ago  when 


they  were  recessed  at  the  sugges- 
tion of  AT&T. 

Last  Tuesday's  meeting  of  the 
four  network  chiefs  was  the  first 
one  held  since  the  recess  and  the 
first  to  include  only  the  top  level 
executives.  Present  were  Robert 
E.  Kintner,  ABC  president;  Frank 
Stanton,  CBS  president;  Mortimer 
Loewi,  director  of  the  DuMont 
Television  Network,  and  Joseph  H. 
McConnell,  NBC  president. 

An  FCC  representative  had  at- 
tended the  earlier  meetings  but  did 
not  participate  in  the  Tuesday  ses- 
sion because,  FCC  authorities  ex- 
plained, they  considered  the  prob- 
lem to  be  one  for  the  networks  and 
AT&T  and  hoped  FCC  would  not 
be  drawn  into  it. 

The  allocations  under  discussion 
are  for  the  last  quarter  of  the  year 
with  present  allocations  expiring 
Sept.  30. 


DUMONT  PACT 

Covers  Technicians 

TWO-YEAR  contract  covering  Du- 
Mont' network  television  tech- 
nicians was  signed  last  week  with 
the  International  Alliance  of  Theat- 
rical Stage  Employes,  AFL,  it  was 
announced  by  Harry  Friedman  who 
negotiated  the  agreement  for  the 
network. 

The  contract,  which  applies  to 
the  three  stations  owned  and 
operated  by  DuMont,  covers  senior 
technicians,  transmitter  engineers, 
production  assistants,  cameramen, 
audio  and  video  control  operators, 
boom  operators,  floor  managers, 
projectionists  and  studio  assistants 
in  studios  and  control  room. 

Included  were  a  union  shop  pro- 
vision and  separate  rate  schedules 
for  each  of  the  stations  which  pro- 
vide overall  average  hourly  rate 
increases  of  about  10  9r.  Provisions 
of  the  old  1945  contract  can'ied 
over  included  company-paid  hos- 
pitalization, medical-surgical  bene- 
fits and  group  life  insurance. 
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IHE  URGEST 
TELEVISION 
MARKET . . 

DALLAS 
FT  WORTH 

Combined  Population 
DALLAS  and  TARRANT 
COUNTIES  ... 

920,500 

HOVtl  tliere  are 


telestdtus 


1 


Rorabaugh's  July 
Report 

(Report  128) 


THERE  WERE  3,733  teTevision 
advertisers  active  in  July,  a  gain 
of  172.7%  over  July  1949,  accord- 
ing to  the  latest  Rorabaugh  Re-port 
011  Television  Advertising,  pub- 
lished by  N.  C.  Rorabaugh  Co. 

On  the  four  national  television 
networks  there  were  65  advertisers 
in  July,  down  42  from  the  107  re- 
ported by  Rorabaugh  for  June. 
National  and  regional  spot  users 
totaled  697  in  July  compared  to 
734  in  June.  In  the  local  field, 
2,971  advertisers  were  reported 
active.  This  is  compared  with 
3,071  shown  by  Rorabaugh  for 
June. 

Network  data  is  supplied  by  the 
networks'  headquarters  and  covers 
the  entire  month  of  July.  Spot 
and  local  material  is  from  the  in- 
dividual stations  and  covers  the 
period  July  2-8.  The  July  report 
covers  99  of  the  105  TV  stations 
operating  commercially  during  the 
check  week. 

WCAU-TV  Philadelphia 
Announces  New  Rates 

WCAU-TV  Philadelphia  has  an- 
nounced new  rates  effective  Sept. 
1.  The  announcement  was  made 
by  John  S.  deRussy,  general  sales 
director  of  the  WCAU  stations. 
He  said  although  the  number  of 
sets  in  the  Philadelphia  market 
has  risen  889'c  since  Rate  Card 
Number  4  went  into  effect,  the  new 
rate  is  only  22%  above  the  old. 

Rate  Card  Number  5  is  based  on 
a  live  Class  A  hour  of  $900,  as  com- 


pared to  $700  on  Rate  Card  4,  Mr. 
deRussy  said.  Film  rates  are 
being  eliminated  from  the  new 
schedule.  Class  A  time  now  in- 
cludes Sun.,  1-10:30  p.m.,  instead 
of  the  foi'mer  6-11  p.m.  Class  B 
time  includes  5-7  p.m.,  Mon. 
through  Fri.,  instead  of  5:30-7  p.m. 
and  the  Sunday  segment  10-11  p.m. 
formerly  Class  A  time.  Announce- 
ment periods  jump  from  $100  to 
$150  each. 

Andrea  Cites  TV 
Defense  Value 

TELEVISION'S  potential  for  main- 
taining home-front  morale  and  as 
a  channel  of  communication  for 
educating  civilians  in  protection 
against  A-bomb  attacks  consti- 
tutes a  vital  factor  in  the  nation's 
mobilization  and  atomic  defense 
program,  Frank  A.  D.  Andrea, 
president  of  Andrea  Radio  Corp., 
Long  Island  City,  N.  Y.,  pointed 
out  in  a  statement  issued  Sept.  1. 

"In  a  conflict  that  is  turning 
more  and  more  toward  attaining 
victory  through  the  capture  of 
men's  minds,"  he  observed,  "the 
visual  presentation  of  ideas — a 
quick  short-cut  to  human  under- 
standing— looms  larger  than  ever 
in  relation  to  other  media  as  a 
tool  for  girding  the  nation  in  this 
and  future  periods  of  emergency." 

Mr.  Andrea  felt  that  the  govern- 
ment's new  guidebook.  Effects  of 
Atomic  Weapons,  could  be  given 
increased  circulation  and  popular 
understanding  if  adapted  for  TV 


presentation  and  telecast  by  the 
major  networks.  Inasmuch  as  TV 
set  owners  are  inclined  to  read 
less  after  acquiring  their  sets, 
video  affords  the  "only  sure  method 
of  reaching  and  influencing  this 
ever-increasing  group,"  he  rea- 
soned. 

*    *  * 

Video  Increases  Total 
Audience — Hooper 

TELEVISION  is  adding  to  the  total 
broadcast  audience  and  not  acquir- 
ing viewers  only  at  the  expense  of 
radio,  C.  E.  Hooper,  president  of 
C.  E.  Hooper  Inc.,  said  last  week. 

Mr.  Hooper  cited  audience  statis- 
tics he  had  accumulated  in  Syracuse 
and  Baltimore  to  illustrate  his  point 
that  "television  is  not  merely  tak- 
ing listeners  away  from  radio  but 
is  adding  significantly  to  the  total 
homes  listening  or  viewing" 

In  Syracuse,  total  homes  using 
radio  or  television  in  January- 
August,  1948,  was  33%;  in  a  simi- 
lar period  of  1949,  the  percent- 
age was  31.4  but  in  January- 
August,  1950,  it  was  35.3%. 

In  Baltimore  the  percentage  in 
January-August  1948  was  28.6%, 
January-August,  1948  was  28.6%, 
and  in  January-August,  1949, 
31.1%,  and  in  January-August, 
1950,  37.7%.  The  total  audience 
has  risen  with  the  growth  of  tele- 
vision in  both  communities. 

The  averages  cited  by  Mr. 
Hooper  were  for  the  6-11:30  p.m. 
periods. 
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City 

Outlets  On  Air 

Number  Sets 

City 

Outlets  On  Air 

Albuquerque 

KOB-TV 

4,000 

Louisville 

WAVE-TV,  WHAS-TV 

Ames 

WOl-TV 

14,285 

Memphis 

WMCT 

Atlanta 

WAGA-TV,  WSB-TV 

52,325 

Miami 

WTVJ 

Baltimore 

WAAM,  WBAl-TV,  WMAR-TV 

191,515 

Milwaukee 

WTMJ-TV 

Binghamton 

WNBF-TV 

20,400 

Minn.-St.  Paul 

KSTP-TV,  WTCN-TV 

Birmingham 

WAFM-TV,  WBRC-TV 

21,200 

Nashville 

Bloomington 

WTTV 

10,600 

New  Haven 

WNHC-TV 

Boston 

WBZ-TV,  WNAC-TV 

447,005 

New  Orleans 

WDSU-TV 

Buffalo 

WBEN-TV 

110,251 

New  York 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 

CharloHe 

WBTV 

22,218 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBO 
WCPO-TV,  WKRC-TV,  WLWT 

568,063 

Newark 

WATV                                     Inc.  in 

Cincinnati 

153,000 

Norfolk 

WTAR-TV 

Cleveland 

WEWS,  WNBK,  WXEl 

260,185 

Oklahoma  City 

WKY-TV 

Columbus 

WBNS-TV,  WIWC,  WTVN 

86,000 

Omaha 

KMTV,  WOW-TV 

Dallas, 

Philadelphia 

WCAU-TV,  WFIL-TV,  WPTZ 

Ft.  Worth 

KRLD-TV,  WFAA-TV,  WBAP-TV 

70,958 

Phoenix 

KPHO-TV 

Davenport 

WOC-TV 

16,218 

Pittsburgh 

WDTV 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island,  Ea 

St  Moline 

Portland,  Ore. 

Dayton 

WHIO-TV,  WIWD 

106,000 

Providence 

WJAR-TV 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

282,357 

Richmond 

WTVR 

Erie 

WICU 

37,650 

P.ochester 

WHAM-TV 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

Dallas 

WBAP-TV,  KRLD-TV,  WFAA-TV 

70,958 

Quad  Cities 

Include  Davenport,  Moline,  Reck  Island, 

Grand  Rapids 

W  LAV-TV 

47,846 

Salt  Lake  City 

KDYL-TV,  KSl-TV 

Greensboro 

WFMY-TV 

19,500 

San  Antonio 

KEYL-TV,  WOAI-TV 

Houston 

K  PRC-TV 

35,002 

San  Diego 
San  Francisco 

KFMB-TV 

Huntington- 

KGO-TV,  KPIX,  KRON-TV 

Charleston 

WSAZ-TV 

20,100 

Schenectady 

WRGB 

Indianapolis 

WFBM-TV 

69,000 

Albany-Troy 

Jacksonville 

WMBR-TV 

15,000 

Seattle 

KING-TV 

Johnstown 

WJAC-TV 

26,500 

St.  Louis 

KSD-TV 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

Battle  Creek 

WKZO-TV 

35,050 

Toledo 

WSPD-TV 

Kansas  City 
Lancaster  * 

WDAF-TV 

42,107 

Tulsa 

KOTV 

WGAL-TV 

54,435 

Utica-Rome 

WKTV 

Lansing 

WJIM-TV 

28,500 

Washington 

WMAl-TV,  WNBW,  WTOP-TV,  WTTG 

Los  Angeles 

KECA-TV,  KFI-TV,  KIAC-TV,  KNBH, 

642,897 

Wilmington 

WDEL-TV 

KTLA,  KTSL,  KTTV 

Number  Sets 
39,075 
49,278 
33,900 
129,068 
105,100 
1,500 
90,300 
30,800 
1,500,000 

N.  Y.  estimate 
23,420 
36,900 
31,296 
540,000 
16,150 
130,000 
978 
71,800 
38,925 
45,926 
16,218 

East  Moline 

25,300 
25,207 
55,000 
74,826 
90,500 

33,100 
162,500 
56,227 
51,0001 
36,073 
22,10q 
160,573 
40,0eM 


*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  7,257,074 
Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  companies 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  i« 
necessarily  approximate.    
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Keeps  'em  on  the  edge  of  their  seats ! 


Nothing  hits  home  like  mayhem  and 
mystery  when  it  comes  to  keeping  audi- 
ences in  a  state  of  suspense . . .  anxious 
to  follow  every  bit  of  the  action . . . 
hear  eyery  word  that's  said.  That's  why 
"Strange  Adventure"  is  a  good  way  to 
get  your  TV  customers  to  sit  up  and 
take  notice  of  your  product. 

This  series  of  52  quarter-hour  dramas* 
(especially  produced  in  Hollywood 
for  television)  has  proved  it  can  hold 
its  own  with  audiences.  It's  been 
sponsored  by  one  of  the  nation's  biggest 
advertisers.  And  hit  the  Top  Ten 
Network  TV  listings  (both  Hooper  and 
Pulse)  for  six  months  in  a  row!** 


And  no  wonder.  "Strange  Adventure" 
includes  adaptations  of  the  great  stories 
of  Chekhov,  Poe,  Balzac,  Stevenson, 
Bret  Harte ...  played  by  such  great  sta'ge 
and  screen  stars  as  Albert  Dekker, 
Rose  Hobart,  Lyle  Talbot,  Karen  Moiiey. 

These  teleplays  are  now  available 
exclusively  through  Radio  Sales . . . 
subject  to  prior  sale  in  each  market.  For 
more  information,  and  a  private 
preview,  just  call  your  nearest 
Radio  Sales  office. 

A  CBS-TV  Syndicated  Film 
Represented  by  RADIO  SALES 

Radio  and  Television  Stations 
Representative . . .  CBS 


»Adaptable  to  26  half-hours 
I  **September  1949  through  February  1950 


by  all  four 
major  networks 
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SILL  MORE 


IN  MIAMI 


Mr.  McLaughlin 


Mr.  Norton 
*       *  4: 


Mr.  Stirton 
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Telefile 

(Continued  from  page  64) 

all  policies  and  activities  of  the 
station  may  be  aired. 

"With  new  business  coming  in 
at  the  rate  of  nearly  $35,000  month- 
ly, with  citations  recently  awarded 
our  Super  Circus  and  Amateur 
Hour  programs,  and  with  an  ex- 
ceedingly good  spirit  on  the  part 
of  the  entire  staff,  I  can  foresee 
only  a  brilliant  future  for  WENR- 
TV,"  he  says. 

No  one  individual  on  his  staff 
can  be  singled  out  as  contributing 
more  to  the  station's  success  than 
another,  Mr.  Norton  asserts.  He 
believes  the  station  was  fortunate 
in  engaging  Fred  Kilian  as  pro- 
gram director.  Mr.  Kilian  had 
served  an  apprenticeship  with  three 
well  known  midwest  radio  stations 
and  was  a  dramatic  producer  at 
WENR  before  his  present  assign- 
ment. Mr.  Norton  also  speaks  high- 
ly of  Monte  Fassnacht,  technical 
supervisor  of  TV  operations,  and 
Phil  Patton,  executive  producer  of 
TV. 

Mr.  Fassnacht  has  been  asso- 
ciated with  the  theatre  since  his 
high  school  days  in  Chicago.  He  is 
regarded  among  midwest  shov/- 
people  as  an  expert  in  lighting, 
properties,  scenery,  makeup,  and 
costuming. 

Mr.  Patton,  with  a  long  record  in 
orchestra,  vaudeville,  and  radio 
work,  has  established  himself  as  a 
top-flight  television  producer  for 
his  handling  of  ABC's  nationally 
popular  Super  Circus. 

Sales  "Lieutenants" 

Sales-wise,  Mr.  Norton  has  two 
lieutenants,  both  with  long  and  out- 
standing records  at  ABC.  James 
L.  Stirton  is  network  sales  man- 
ager for  both  AM  and  TV  opera- 
tions in  Chicago,  and  Roy  Mc- 
Laughlin is  station  and  sales 
manager  of  WENR-TV.  Both  have 
advanced  through  the  ranks  and 
their  imposing  sales  records  in 
dealing  with  such  national  accounts 
as  General  Mills,  Derby  Foods,  In- 
ternational Cellucotton  Products, 
Bell  &  Howell,  and  such  local  ad- 
vertisers as  Marshall  Field  &  Co., 
Morris  B.  Sachs,  Interstate  Baker- 
ies, and  Courtesy  Motors,  leave 
little  to  be  desired. 

Engineering  operations  are  un- 


der the  supervision  of  Edward  C. 
Horstman,  who  has  been  chief  en- 
gineer of  ABC's  Central  Division 
since  January  1942.  Under  his  di- 
rection are  125  TV  engineers  and 
technicians. 

Of  WENR-TV's  60  hours  of  pro- 
gramming per  week,  handled  by  a 
staff  of  50,  Super  Circus  is  a  stand- 
out. Conceived  by  members  of  the 
network's  Central  Division  pro- 
gram department,  this  60-minute 
fun-fest  is  popular  with  young  and 
old  alike  [Telecasting,  March  13]. 

Canada  Dry  Ginger  Ale  Inc.  has 
been  bankrolling  the  first  30  min- 
utes of  the  show  since  April  3, 
1949,  and  Derby  Foods  Inc.,  for  its 
Peter  Pan  Peanut  Butter,  spon- 
sored the  last  half-hour  for  a  26- 
week  period,  before  two  other  spon- 
sors stepped  in  to  pick  up  the  tab  on 
an  alternate  Sunday  basis.  These 
advertisers  were  Peters  Shoe  Co., 
St.  Louis  (Weatherbird  Shoes),  and 
M  &  M  Ltd.,  New  York  (candy). 
The  program  currently  is  carried 
over  the  complete  midwest  and 
eastern  TV  networks  and  is  seen 
in  40  cities. 

Feeds  Network 

In  addition  to  Super  Circus, 
WENR-TV  feeds  the  networks  six 
hours  of  programming  weekly.  In- 
cluded are  Dr.  Fixum,  Carolyn  Gil- 
bert, Majority  Rules,  Tin  Pan 
Alley  TV,  wrestling  and  boxing 
shows.  With  the  exception  of 
Thursday,  there  is  not  a  day  in  the 
week  when  programs  created  by 
ABC-TV  Chicago  are  not  seen  in 
several  cities  throughout  the  na- 
tion. 

Next  Wednesday,  the  Don  Mc- 
Neill TV  Club,  with  the  emcee  of 
ABC's  17-year-old  Breakfast  Club 
as  star,  will  take  the  air  from  8 
to  9  p.m.  (CDT)  from  WENR-TV. 
Gloria  Swanson  will  be  guest  star 
on  the  premiere.  Philco  will  spon- 
sor the  hour-long  weekly  show 
which  will  not  deviate  materially 
from  the  Breakfast  Club  format. 

However,  WENR-TV  has  not 
neglected  its  local  program  sched- 
ule. One  Chicago  critic  has  ac- 
claimed its  "wholesome,  clean,  and 
spirited"  local  offerings  as  having 
"family  interests  at  heart."  Sta- 
tion's management  claims  Channel 
7  has  been  "the  most  tuned-to  spot" 
among  Chicago  TV  viewers  for  the 


past  15  months  with  creations  such 

as  these: 

Bible  Stories  rSun.,  12-12:30  p.m., 
featuring  Kay  Morrow  as  story  teller: 
Morris  B.  Sachs  Amateur  Hour  (Sun 
12:30-1:30  p.m.),  on  AM  since  Augus 
1934  and  simulcast  since  March  1949 
Paddy  the  Pelican  (Men.,  6-6:15  p.m.) 
children's  puppet  program  which  re- 
placed the  popular  Uncle  Mistletoe  and 
currently  is  obtaining  rating  compar- 
able to  those  received  by  the  Marshal 
Field-sponsored  show;  Parade  (Mon. 
7-7:30  p.m.),  talent  quest;  Premiere 
Playhouse  (Mon.,  8-9:30  p.m.),  quality 
films   new  to   Chicagoans,  which  are 
getting  high  ratings  against  top  com- 
petition; Flanagrams  (Mon.-Fri.,  twice 
daily,  6:15-6:30  p.m.  and  at  the  enc 
of  the   day's   telecasting),  featuring 
Sportscaster  Pat  Flanagan  in  a  per- 
sonalized sports  roundup. 

Pa/rs,  Birdies,  and  Eagles  (Tues., 
10:45-11:15  p.m.),  an  instructional 
golf  program  with  professionals  John- 
ny Revolta  and  Jimmy  Hines  as  teach- 
ers; Beulah  Kamey  Show  (Thurs., 
3:30-4  p.m.)  presenting  the  well  known 
broadcaster  and  writer  on  home  eco- 
nomics; Kay  Morrow  Show  (Thurs. 
4-4:30  p.m.),  a  fashion  and  beauty 
show;  Our  Gal  Toni  (Fri.,  9-10  p.m.; 
featuring  Toni  Oilman  chatting  in- 
formally with  stars  of  the  entertain- 
ment world;  Courtesy  Hour  (Fri.,  10- 
11  p.m.),  variety  program  presenting 
stage,  screen  and  radio  attractions. 

Animal  Clinic  (Sat.,  4:15-4:30  p.m.), 
explaining,  under  the  guidance  of  a 
veterinarian,  proper  care  of  household 
pets;  Lois  &  Looey  (Sat.,  5:30-6  p.m.), 
featuring  Lois  Fischer,  authoress  and 
illustrator  of  children's  books;  Boh  & 
Kay  (Mon.-Fri.,  11  a.m.-l  p.m.),  Bob 
Murphy,  radio  personality,  and  Kay 
Westfall,  radio-movie  celebrity,  in  two 
hours  of  midday  entertainment  to  the 
housewife;  Gloom  Dodgers  (Sun.  9-9:30 
p.m.),  comedy-variety  show  starring 
night  club  entertainer  Willie  Shore. 

Local  Advertisers 
Locally,  the  list  of  WENR-TV 
advertisers — both  spot  and  pro- 
gram— has  grown  steadily.  The 
wide  range  of  sponsors  is  shown  in 
the  following  partial  list  of  ac- 
counts : 

Morris  B.  Sachs  (mercantile),  Ban- 
ner Ford  Dealers  of  Chicago,  Inter- 
state Bakeries,  Slavin  Motors,  St. 
Andrews  Golf  Courses,  Campana  Co.' 
(lotions),  Chicago's  Last  Department- 
Store  (suburban),  Central  Ice  Cream; 
Co.,  International  Cellucotton  Co. 
(tissue),  Bell  &  Howell  (cameras), 
Marshall  Field  &  Co.,  Standard  Oil! 
Co.,  Berghofif  Brewing  Co.,  Purity 
Bakery  Co.,  National  Plywood  Inc., 
American  Tobacco  Co.,  Brown  &  Wil- 
liamson, P.  Lorillard,  Hoover  Co.,  Hot- 
point  Inc.,  Libby,  McNeill  &  Libby, 
Hunding  Dairy. 

Moran  Story 

But  WENR-TV's  greatest  sales 
story  at  present  concerns  young 
Jim  Moran,  "the  Courtesy  Man.'" 
Mr.  Moran,  who  this  year  will 
spend  nearly  a  quarter  of  a  million 
dollars  promoting  his  Courtesy 
Motors  (Hudson),  was  sold  WENR- 
TV's  Wednesday  night  wrestling'! 
show  in  February  1949,  by  Station 
Manager  McLaughlin.  When  the  . 
sale  "took,"  Mr.  Moran  bought  a 
Sunday  night  movie  hour  on  an- 
other Chicago  video  station,  but 
last  March  came  back  for  more  at 
WENR-TV. 

His  Friday  night  Courtesy  Hour, 
one  of  the  most  lavish  in  Chicago 
television  history,  was  a  bold  ven- 
ture, but  already  is  paying  oflf.  Jiia 
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'  [oran,  who  emcees  all  Courtesy 
[otors  TV  presentations,  has 
roken  every  sales  record  in  the 
istory  of  Hudson  dealerships  since 
e  entered  %adeo. 

,  WENR-TV  is  promoted  locally 
y  the  Chicago  Daily  News,  al- 
nough  the  newspaper  has  no  finan- 
.al  interest  in  the  station.  A  co- 
perative  agreement  was  reached 
1  January  1949  providing  for  joint 
I'omotion  of  respective  activities. 


New  Color  Fight 

(Continued  from  jjage  61) 
ihich  owns  the  only  snbtractive  color 
T  system  patent,  feels  that  the 
ime  development  will  take  place  in 
K",  and  that  ultimately  additive  color 
till  be  discarded  in  favor  of  a  sub- 
•active  system,  just  as  it  was  in 
Ims. 

Officials  of  Hazeltine  Corp.  and 
-eneral  Electric,  which  had  re- 
orted  major  color  advances,  in- 
icated  no  decision  had  been 
eached  on  their  respective  plans 
3  make  demonstrations  for  the 
'CC.  Communications  Measure- 
lents  Labs.,  which  had  signified 
n  interest  in  the  proceedings,  said 
:  had  no  plans  to  offer  a  demon- 
tration. 

Dr.  Charles  Willard  Geer,  de- 
eloper  of  a  tri-color  picture  tube, 
nd  President  Herbert  T.  Kalmus 
f  Technicolor  Motion  Picture 
■Grp.,  which  bought  the  rights  to 
:,  were  on  vacation  and  could  not 
e  reached  for  statements. 

Schule  Has  System 
Fred  W.  Schule  of  Snow  & 
chule,  Cambridge,  which  had  re- 
orted  "  a  new  invention  for  ob- 
aining  reasonably  satisfactory 
olor  television  transmission  over 
resent  channels,"  told  Telecast- 
n'G  however  that  this  system  would 
e  demonstrated. 

He  called  it  "the  only  satisfae- 
Dry  [system]  known  to  us  which 
ivolves   no   changes   in  existing 
lectronic  circuitry  and  which  is 
uitable  for  any  size  of  receiving 
ube,  present  or  future.     It  will 
ossess  color  fidelity  similar  to  that 
f  the  CBS  sj'stem,  and  will  be 
nexpensive."     Earlier,   the  com- 
\  any  had  told  FCC  that  basic  ad- 
,'antages  of  the  system  were: 
I  (1)  Present  transmission  standards 
re    utilized;    (2)    existing  camera 
qnipment  may  be  used  without  elec- 
ronic    changes;     (3)     any  needed 
hanges   in  receiver   electronic  cir- 
nitry  will  be  minor;    (4)  existing 
Bceivers  would  yield  good  black-and- 
hite  rendition;  (5)  the  mechanical 
canner  is  small,  simple,  safe  and 
lexpensive.  .  .  .  The  novel  feature 
.  .  is  the  utilization  of  small-area 
equential  scan  by  use  of  non-rotat- 
ng  three-color  grids.  .  .  . 

Meanwhile,  Sen.  Ed  C.  Johnson, 
hairman  of  the  Senate  Interstate 
:  Foreign  Commerce  Committee, 
ne  of  Capitol  Hill's  most  persist- 
nt  needier s  of  FCC  on  the  color 
uestion,  wrote  FCC  Chairman 
Vayne  Coy  congratulating  the 
lommission  on  its  decision,  par- 
icularly  its  unanimous  recognition 
hat  "color  is  ...  a  fundamental 
nprovement  in  television."  Ex- 
snding  "my  thanks  and  commen- 
lation  .  .  .  for  a  difficult  job  well 


done,"  Sen.  Johnson  said,  "The  de- 
cision brings  very  close  the  day 
when  this  great  new  improvement 
.  .  .  will  serve  the  American  peo- 
ple."   He  continued: 

The  exhaustive  and  penetrating 
hearings  which  the  Commission  held 
are  a  credit  to  you  and  your  col- 
leagues. The  earnest  and  painstaking 
attention  which  each  Commissioner 
brought  to  bear  upon  the  very  diflS- 
cult  and  extremely  technical  prob- 
lems involved  has  been  most  reassur- 
ing to  members  of  the  Committee  on 
Interstate  &  Foreign  Commerce,  who 
have  followed  the  matter  closely. 

Leaving  the  door  partly  ajar,  afford- 
ing an  opportunity  to  the  Johnny- 
come-latelys,  is  a  challenge  to  them 
to  produce  or  step  aside.  Moreover, 
it  is  in  the  best  traditions  of  Ameri- 
can democracy  and  the  free  enter- 
prise system  since  it  does  not  fore- 
close improvements  and  advances 
which  I  am  sure  our  American  elec- 
tronic science  may  bring  out.  I  am 
sure  the  majority  of  the  Commisison 
will  not  permit  this  desirable  ap- 
proach to  delay  the  commercial  use 
of  color.  This  will  allay  the  fears  of 
those  who  dissent  on  the  grounds 
that  finality  now  is  essential. 

...  I  know  that  every  effort  will  be 
made  to  push  forward  rapidly  the 
allocation  decisions  so  that  tele^^sion 
will  be  made  available  to  many  more 
millions  of  our  citizens  who  are  wait- 
ing impatiently  to  have  television  in 
their  homes. 

FCC  divided  4-2-1  on  its  deci- 
sion. The  majority  was  composed 
of  Chairman  Coy  and  Comrs.  Paul 
A.  Walker,  George  E.  Sterling, 
and  E.  M.  Webster.  Comrs.  Rosel 
H.  Hyde  and  Robert  F.  Jones  felt 
CBS  standards  should  be  approved 
now,  while  Comr.  Frieda  B.  Hen- 
nock  asserted  that  the  industry 
should  have  been  given  until  June 
30,  1951,  to  show  whether  a  satis- 
factory compatible  color  system 
could  be  developed. 

Oct.  2  meanwhile  was  set  as  date 
for  commencement  of  the  hearing 
on  the  general  issues  of  the  overall 
TV  proceeding — Stratovision, 
Polycasting,  reservation  of  chan- 
nels for  noncommercial  educational 
TV  stations,  etc. 


TV  COURSES 


U.  of  Calif.  Offers  Five 

FIVE  courses  in  various  phases 
of  television  will  be  offered  by  U. 
of  California  Extension  Division 
at  Hollywood  TV  studios. 

A  beginning  and  advanced  class  in 
video  writing  starts  tonight  (Sept. 
11)  with  Marvin  Young,  director  of 
television  and  business  manager  of 
Ruthrauff  &  Ryan  Inc.,  in  charge. 

Broadcast  Advertising  will  be 
taught  by  Robert  J.  McAndrews,  man- 
aging director  of  Southern  California 
.  Broadcasters  Assn.,  starting  tomor- 
row night. 

A  course  in  Television  Programming 
and  Station  Operations  is  scheduled 
to  start  tomorrow  under  Richard  J. 
Goggins,  senior  director,  now  on  leave 
of  absence  from  ABC. 

James  T.  Vandiveer,  ABC-TV  pro- 
ducer of  sports  and  special  events, 
will  be  in  charge  of  a  course  in 
Production  of  TV  Programs  starting 
Sept.  20. 

Don  MeNamara,  director  of  tele- 
vision for  Telefilm  Inc.,  will  teach 
Television  Survey  and  Workshop 
starting  Sept.  20. 


THE  LARGEST  INDEPENDENT  RECORDING  STUDIO  IN 
THE  EAST  SAYS:  "We've  been  using  Fairchild  Disc  Recorders 
exclusively  for  many  successful  years.  They  stand  the  test  of 
continuous  operation  with  high  quality  output.  That's  the  inter- 
national reputation  of  the  work  we  turn  out — high  quality!" 

Mr.  C.  L.  Stewart,  Business  Manager, 
Reeves  Sound  Studios 


MERCURY  RECORDS  SAYS:  "Reeves-Fairchild  Thermo-Dyna- 
mic  Margin  Control  represents  an  unbeatable  combination... 
puts  Mercury  Records  at  the  top  in  progressive  recording  tech- 
niques" 


Mr.  David  Hall,  Musical  Director  of  Mercury  Qassicc 


With  Fairchild's  exclusive  features,  you  too  can 
be  successful  in  the  new  markets  for  low  noise 
LP,  TV  and  Theatre  film  sound  track  recording. 

The  FAIRCHILD  STUDIO  RECORDER  with 
pitch-variable-while-recording  is  shown  on  the 
right.  No  lead  screws  or  gears  to  change.  Con- 
tinuous pitch  change  from  80  to  over  500  lines 
per  inch  simply  by  rotating  the  convenient  knob. 
This  is  the  famous  MARGIN  CONTROL  which 
puts  up  to  259c  more  recording  time  in  the  same 
space — without  reducing  top  recording  levels. 

70  db  dynamic  range  on  disc  is  now  made  pos- 
sible with  the  Fairchild  THERMO-STYLUS  and 
MARGIN  CONTROL — "an  unbeatable  combi- 
nation". 


Fairchild  Synclironous  Disc  Recorders 

Accurate  Program  Timing — Synchronous 
direct  to  the  center  gear  drive  for  "shows 
on  the  nose". 

Freedom  From  Wow — No  slippage.  No 
musical  pitch  change  to  make  listeners 
aware  the  show  is  transcribed — extremely 
important  at  55V}  rpm. 

Sound  on  Film  Dubbing — Many  of  the 
motion  picture  sound  tracks  you  hear 
and  enjoy  are  first  recorded  on  Fairchild 
Synchronous  Disc  Recorders. 

Microgroove  and  Standard  Pitch  recording  can  be  done  with  any  of  the 
3  Fairchild  Disc  Recorders:  Unit  523  for  the  finest  fixed  installation, 
Unit  539-K  for  the  small  budget  studio.  Unit  539-G  (shown  above)  for 
console  performance  in  a  portable  case.  Fairchild  "sync-disc"  recorders 
for  standard  and  microgroove  recording  are  made  in  3  models,  from  S715 
(less  cutter  head  and  pickup).  Write  for  illustrated  literature  today. 


WE'RE 
AT  THE 
AUDIO 
FAIR 
OCT.  26-28 

RECORDING  EQUIPMENT  CORPORATION  | 

154TH  ST.  AND  7TH  AVE. 


WHITESTONE,  L.I.,  N.Y. 
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HOOPER  RATINGS     Announce.  12-C„y  S.mce  CROSLEY  SALES 


Partridge,  Feinthel  Named' 


C.  E.  HOOPER  Inc.  last  week  an- 
nounced a  new  television  rating 
service  covering  network  programs 
in  12  New  York  and  Ohio  cities  to 
provide  Hooperatings  on  any  given 
program  and  its  competing  pro- 
grams within  four  days  of  broad- 
cast and  also  to  provide  Hooperat- 
ings for  all  network  shows  once  a 
month. 

The  research  company  is  offer- 
ing a  service  embracing  two  types 
of  reports. 

One  will  be  a  monthly  report  of 
all  network  programs  in  the  12 
cities,  including  a  Hooperating,  a 
sets-in-use  and  share-of-audience 
figure  for  each  based  on  inten'iew- 
ing  during  the  first  week  of  the 
month. 

The  second  will  be  a  weekly  re- 
port covering  specific  programs  in 
which  clients  are  interested.  This 
will  provide  Hooperatings,  sets-in- 
use  and  share  of  audience  figures 
for  the  client's  shows  and  those 
other  programs  that  compete  with 
them.  The  reports  will  be  available 
four  days  after  the  broadcasts. 

Report  Limited 

C.  E.  Hooper,  president  of  the 
firm,  explained  that  his  new  report 
was  confined  to  network  outlets  in 
two  states  because  of  his  agree- 
ment with  A.  C.  Nielsen  Co.,  to 
whom  he  sold  his  national  rating 
services  in  February  1950. 

The  Hooper-Nielsen  sales  con- 
tract prohibits  Hooper  from  engag- 
ing in  ratings  of  regional  network 
programs  before  next  March  1  and 
defines  a  regional  network  as  one 
embracing  more  than  two  states. 

Mr.  Hooper  parried  questions  as 
to  his  plans  for  expanding  his  new 
service  into  more  than  two  states 
after  the  expiration  of  his  guaran- 
tee to  Nielsen  next  March  by  say- 
ing it  was  premature  to  discuss 
the  subject. 

Under  the  Hooper-Nielsen  con- 
tract Hooper  is  prevented  from 
working  in  the  national  rating  field 
for  an  unknown  period,  but  one 
extending  beyond  the  expiration 
date  of  the  regional  network  rat- 
ings clause  in  the  contract. 
Whether  Mr.  Hooper  will  embark 
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on  a  national  rating  venture  after 
he  is  free  to  do  so  under  terms  of 
his  contract  with  the  Nielsen  Co. 
is  also  an  unsettled  question. 

Cities  in  which  the  Hooper  firm 
will  conduct  its  new  TV  popularity 
ratings  are  New  York,  Albany, 
Schenectady,  Syracuse,  Rochester, 
Buffalo,  Cleveland,  Akron,  Cincin- 
nati, Columbus,  Dayton  and  Toledo. 

In  the  surveys  a  base  of  600  TV 
homes  will  be  called  during  each 
half-hour  TV  program,  1,200  per 
one-hour  program  and  1,500  per 
15-minute,  five-times-weekly  pro- 
gram. 

The  weekly  surveys  on  specific 
shows  and  their  opposition  will  be 
offered  at  $150  for  each  half-hour 
or  hour  program  and  $200  for  each 
15-minute,  five-times-weekly  pro- 
gram. 

The  monthly  surveys  including 
all  TV  network  programs  in  the 
12  cities  are  tentatively  priced  at 
$150  for  the  first  program  a  client 
has  on  the  air  plus  $100  for  each 
additional  program,  this  scale  ap- 
plying to  advertisers,  agencies,  tal- 


ent organizations  and  all  those  not 
broadcasters.  The  scale  for  net- 
works has  not  been  announced. 

In  announcing  the  new  service, 
Mr.  Hooper  said  it  was  "not  de- 
signed to  substitute  for  national 
projectable  ratings  but  rather  oper- 
ates in  a  selected  list  of  cities  func- 
tioning as  a  talent-testing  area 
served  by  interconnected  TV  sta- 
tions." 

Basically,  the  television  figures 
will  be  like  those  contained  in 
Hooper  pocketpiece  reports  on  na- 
tional radio  programs  published 
before  the  national  service  was  sold 
to  Nielsen,  except,  of  course,  lim- 
ited to  television  in  only  12  cities. 


Bond  Adds  DuMont 

BOND  STORES  Inc.,  New  York, 
Sept.  8,  starts  sponsorship  of 
Hands  of  Mystery  Fridays,  9-9:30 
p.m.,  on  the  DuMont  Television 
Network.  The  show  is  produced  by 
Trans-American  and  DuMont.  Grey 
Advertising,  New  York,  is  the 
agency. 


DuSAont  Denounces 
Pool  Plan 


SERIES  TELECASTS 

DUMONT  Television  Network,  which  refused  to  participate  in  the  pool 
telecasts  of  the  1950  World  Series,  last  week  denounced  the  pool  as 
"economically  detrimental  to  the  entire  TV  industry." 

The  DuMont  statement  was  issued  after  it  became  known  that  ABC- 
TV,   CBS-TV   and   NBC-TV  had  *  


agreed  to  carry  the  games  on  a  pool 
basis  at  unprecedented  cost  to  them- 
selves. 

Each  of  the  three  participating 
networks  will  pay  Gillette  Safety 
Razor  Co.,  which  bought  television 
rights  from  organized  baseball  for 
$800,000,  $50,000  for  the  privilege 
of  carrying  the  games. 

Gillette's  overall  outlay  repoi'ted- 
ly  may  go  as  high  as  $1.5  million 
when  costs  of  time  charges,  pro- 
motion and  salaries  are  computed. 

Each  network  will  pay  sta- 
tions for  picking  up  the  telecasts. 
Stations  will  be  paid  for  one  hour's 
time  for  each  of  the  first  four 
games — although  it  is  hardly  to  be 
expected  that  any  of  the  games  will 
be  played  within  an  hour.  Stations 
will  carry  without  compensation 
those  parts  of  the  first  four  games 
that  go  beyond  an  hour  and  all  of 
the  games  exceeding  four. 

Gillette  commercials  will  appear 
in  the  telecasts. 

The  pool  operation  for  1950 
differs  from  that  of  1949.  Last 
year  stations  carried  the  telecasts 
without  remuneration.  The  net- 
works paid  line  charges  and  Gillette 
paid  nothing  for  the  telecasts  and 
$200,000  for  the  television  rights 
from  baseball. 

This  year  the  stations  will  re- 
ceive payment  for  four  hours  of 
time.  The  networks  will  pay  line 
charges  and  in  addition  $50,000 
each  to  Gillette.  The  "sponsor" 
only  pays  for  the  rights  from  base- 
ball. 

The   DuMont   network  explain- 


ing its  refusal  to  join  the  pool  said 
it  "believes  it  unsound  for  networks 
to  finance  any  advertiser's  use  of 
the  nation's  entire  television  facili- 
ties to  project  that  advertiser's 
sales  message." 

"The  DuMont  network  believes  it 
unwise  for  a  network  to  collaborate 
with  any  advertiser  in  such  a  way 
as  to  permit  that  advertiser  to 
take  advantage  of  the  public's 
demand  to  see  the  World  Series  and, 
through  respect  for  this  demand, 
vii'tually  force  stations  to  carry,  at 
a  penalty,  the  advertiser's  com- 
mercial message,"  the  statement 
said. 

DuMont  pointed  out  that  it  had 
"bid  actively  for  the  TV  rights  to 
the  World  Series  with  the  under- 
standing that  its  client  would  pay 
the  established  network  rates  for 
telecasting  the  series  along  with 
the  client's  advertising  messages." 

It  was  recalled  that  DuMont, 
backed  reportedly  by  Chevrolet,  en- 
gaged in  spirited  bidding  against 
Gillette  for  the  television  rights. 
Under  a  contract  between  Gillette 
and  organized  baseball,  Gillette  has 
first  refusal  rights.  It  matched 
DuMont's  highest  bid— $800,000— 
and  therefore  was  awarded  the  con- 
tract. 

"The  DuMont  Television  Net- 
work believes  that  participation  in 
such  pool  arrangements  as  have 
been  suggested  for  the  1950  World 
Series  is  economically  detrimental 
to  the  entire  TV  industry,"  the 
DuMont  statment  concluded. 


Mr.  Feinthel 


Partridgi 


APPOINTMENT    of  David 
Partridge  as  general  sales  mai^ 
ager   of   television  activities 
Crosley  Broadcasting  Corp.,  effe? 
tive  Oct.   1,  was  announced 
week  by  R.  E.  Dunville,  presider 

Edward  G.  Feinthel  has  bee 
named  to  succeed  Mr.  Partridg 
as  director  of  sales  promotion. 

Mr.  Partridge  joined  Crosley 
1941  as  assistant  sales  promotio: 
director.  After  wartime  servic 
in  the  Navy,  he  returned  to  becom 
editor  of  Buy-Way,  the  stations 
merchandising  trade  paper.  I 
1946  he  was  named  director  o 
sales  promotion. 

Mr.  Feinthel  went  to  WL^ 
Cincinnati  in  1939  as  a  membe 
of  the  advertising-production  dt 
partment.  In  1944  he  was  name 
assistant  director  of  sales  promc 
tion. 


TV  PRODUCTION 


Schulman  Gives  View 

IN  TELEVISION  productio 
"you've  got  to  make  the  comme: 
cial  come  into  the  home  and  s: 
virtually  in  the  lap  of  the  viewer,' 
Lee  Schulman,  program  directoi 
of  KING-TV  Seattle,  told  the  S> 
attle  Advertising  and  Sales  Clul 
at  the  last  of  its  summer  "brass- 
tacks"  meetings  Aug.  29. 

Discussing  TV  production  prob- 
lems from  the  standpoint  of  selling 
the  advertiser's  product,  Mr, 
Schulman  emphasized  that  sim- 
plicity and  ingenuity  are  the  key- 
notes of  successful  commercials. 
Viewers  do  not  require  elaborate 
stage  sets,  he  said,  since  a  simple 
background  will  be  equally  effec- 
tive. 


Atlanta  Baseball 

CONTRADICTING  claims 
that  television  hui'ts  the  box 
office,  the  Atlanta  Crackers 
drew  a  total  attendance  of 
395,696  for  the  1950  home 
season,  the  third  highest 
figure  in  the  history  of  At- 
lanta baseball.  The  games 
were  carried  exclusively  over 
WAGA-TV  which  also  has 
scheduled  the  World  Series 
beginning  early  in  October. 
Assuring  WAGA-TV  viewers 
of  the  series  games,  the  con- 
necting coaxial  cable  will  be 
installed  by  Sept.  30,  of- 
ficials said. 
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ENERAL  ELECTRIC  TV  UNITS 


0  Q^'^J>»i^' 


Requires 
only  28" 
of  rack  space. 


Total  weight 
in  carrying 
case  35  lbs. 


GENERAL 


SYNCHRONIZING  GENERATOR  TYPE  PG-2-A-B 

IN  TV  station  equipment,  you  need  dependability— kind 
that's  built  right  into  this  entirely  new  G-E  unit.  It  saves  you 
service  time  and  cuts  off-the-air  interruptions  because  it's  factory- 
aligned  for  keeps,  requires  no  periodic  adjustment. 

Normal  variations  in  tube  aging  and  tube  characteristics  do 
not  affect  its  performance.  Designed  to  prevent  receiver  rolling 
and  loss  of  sync,  it  cannot  miscount,  barring  component  failure. 
Same  unit  can  be  rack  mounted  at  studio  or  packed  in  carrying 
case  for  field  use.  This  new  G-E  sync  generator  will  do  more 
for  you  than  any  other  on  the  market!  See  it  now! 

NO  OTHER  SYNC  GENERATOR  GIVES  YOU  ALL  THIS! 


Choracteristic 

G.  E. 

Monufocturer  A 

Manufacturer  B 

Entirely  automatic  counting  circuits 
(no  adjustments) 

Fixed  composition  and  pulse  widths  of 
sync  signal 

RMA  standards — both  portable  and  studio 

2-in-1  unit  (studio  and  field) 

Weight  of  portable  unit 
Single  unit  for  portable  use 

Yes 

Yes 

Yes 

Yes 

35  lbs. 
Yes 

No 
No 

Yes 

Separate 
units  required 

120  lbs. 

No 

No 
No 

No 

Separate 
units  required 

50  lbs. 

Yes 

Dub 


7 


SYNC-LOCK  TYPE  TV-30-A 

And  all  these  advantages/  too: 


In  Local  Commercials  With 
No  Interruption! 

This  new  sync-lock  allows  you  to 
treat  a  remote  signal  as  though  it  were 
being  generated  in  your  own  studio. 
During  network  shows — and  at  your 
own  studio — you  can  insert  local  com- 
mercials by  means  of  montage  super- 
positions, lap,  fade,  or  wipe  dissolve 
...  no  need  for  additional  equipment 
at  the  pick-up  point,  no  need  to  switch 
in  to  the  local  sync  generator  for  each 
commercial. 


^' Will  operate  on  a  noisy  input  signal, 
either  network  or  off-the-air. 

,/  You  can  substitute  clean  sync  for 
noisy  sync — quickly,  easily. 

y  You  can  even  insert  new  blanking. 

y  Simple  knob  adjustment  re-sets 
front  porch  width. 

^  All  clipping  done  automatically  and 
without  adjustment. 


WANT  MORE  DATA? 

The  TV  broadcast  representative  at  your  tiearest  G-E  office 
can  tell  you  more.  Meanwhile,  new  fact  bulletins  on  the 
units  shown  here  are  jree  on  request.  Write  for  bulletins 
X54-016  and  X54-018.  General  Electric  Company,  Section 
290-11,  Electronics  Park,  Syracuse,  New  York, 


ELECTRIC 


MEXICO  CITY  TV 


XHTV  Inaugurates  Regular  Program  Fare 


XHTV  (TV)  Mexico  City,  Latin 
America's  first  television  station, 
was  officially  inaugurated  Sept.  1 
with  a  remote  pickup  telecast  of 
President  Miguel  Aleman  as  he 
delivered  a  message  to  the  Mexican 
people  at  a  joint  session  of  con- 
gress in  the  Chamber  of  Deputies. 

On  the  air  unofficially  since  lat- 
ter July,  XHTV  is  located  in  the 
20-story  National  Lottery  Bldg., 
highest  structure  in  the  capital.  It 
is  licensed  to  Television  de  Mexico 
S.  A.,  an  interest  of  Romulo  O'Far- 
rill  Sr.,  publisher  of  the  newspaper 
Novedades  and  prominent  Mexican 
businessman. 

Manager  of  the  new  TV  outlet  is 
his  son,  Romulo  Jr.,  who  a  fort- 
night ago  visited  the  U.  S.  to  confer 
with  officials  of  the  International 
Road  Federation.  The  O'Farrills 
are  leading  truck  and  auto  distribu- 
tors in  Mexico  in  addition  to  their 
other  interests. 

XHTV  has  scheduled  regular 
programs  5-7  p.m.  weekdays  and 
4-7  p.m.  Sunday  in  addition  to 
covering  bull  fights.  XHTV  also 
has  telecast  feature  jai  alai  games 
and  is  negotiating  for  coverage  of 
other  sports  activities  including 
baseball,  basketball,  wrestling  and 
boxing. 

Although  there  are  only  a  few 
hundred  sets  installed  in  the  area, 
XHTV  estimates  that  some  6,000 


NOW... 

DAILY  TV  SERVICE 
FROM  7:30  AM  'TIL 
AFTER  MIDNIGHT  — 
IN  THE  MIDV/EST'S 
2ND  LARGEST  TV 
AAARKET. 


Choice  participations 
available  in  live  programs 
with  professional  talent. 


WLW-TELEVISION 
WLW-T  WLW-D  WLW-C 

CINCINNATI  DAYTON  COLUMBUS 


receivers  may  be  operating  by  the 
year's  end.  About  40,000  sets  are 
expected  to  be  imported  during  the 
next  12  months.  Mexico  City's 
public  school  system  purchased 
400  sets  which  were  used  for  the 
first  time  Sept.  1  to  receive  the 
President's  address  aired  by  XHTV. 

XHTV  is  conducting  extensive 
talent  auditions  for  its  programs 
with  many'  professional  Mexican 
entertainers  reportedly  making 
their  initial  try  for  TV. 

XHTV's  facilities,  wholly  sup- 
plied by  RCA,  include  a  5  kw 
transmitter  and  associated  studio 
and  mobile  equipment.  Studios 
are  comparable  to  U.  S.  installa- 
tions and  include  a  large  theatre 
on  the  ground  floor  of  the  National 
Lottery  Bidg.  designed  for  pres- 
entation of  telecast  concerts  and 
theatrical  productions. 

Technical  equipment  was  in- 
stalled by  RCA  Victor  Mexicana 
S.A.,  RCA's  associate  company. 
Meade  Burnet,  RCA  vice  president 
and  managing  director  of  the  RCA 
International  Division,  attended 
the  opening  ceremonies  in  Mexico 
City. 

Meanwhile,  CMQ  Havana  is 
planning  to  commence  TV  opera- 
tions in  Cuba  by  November  or  De- 
cember as  the  first  TV  outlet  there. 
Radio  TUPI  Sao  Paulo,  Brazil, 
already  is  on  the  air  with  test  pat- 
tern and  program  service  with  a 
second  station  under  the  same  in- 
terest under  construction  at  Rio  de 
Janeiro  [Broadcasting,  Aug.  7]. 
A  second  station  in  Mexico  City  is 
being  constructed  for  Emilio  As- 
carraga's  radio  interests. 


SET  PRICES 


Increased  by  Six  Firms 

SIX  firms — Crosley,  Hallicrafter, 
Olympic,  Zenith,  Tele-Tone  and  Air 
King — have  announced  television 
set  price  increases. 

The  manufacturers  blamed  the 
price  boosts  on  increased  cost  of 
components  or  materials.  However, 
a  spokesman  for  Crosley  stated  that 
the  new  prices  were  needed  "to 
meet  warranty  charges  under  the 
new  policy  of  guaranteeing  all 
parts  for  one  year."  Crosley's  price 
increases  are  $10  and  $20;  Halli- 
crafter's,  $30  to  $50;  Zenith's,  S2 
to  $55;  Tele-Tone,  $10  to  $30;  Air- 
King,  $10  to  $30. 
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SMPTE  Convention 

THE  68th  Convention  of  the  Soci- 
ety of  Motion  Picture  and  Televi- 
sion Engineers  will  be  held  at  the 
Lake  Placid  Club,  Oct.  16-20.  Wil- 
liam C.  Kunzmann,  society  conven- 
tion vice-president  and  technical 
representative  for  National  Carbon 
Division  of  Union  Carbide  and 
Carbon  Co.,  heads  the  planning 
committee  for  the  convention. 


Mayor  Harta field  signs  the  "Tele- 
vision Week"  proclamation  as 
George  C.  Biggers  (I),  -president 
of  Atlanta  Newspapers  Inc.,  and 
J.  Leonard  Reinsch,  WSB-TV  man- 
aging director,  looks  on. 


'TV  CAPITAL 

Atlanta  Observonce  Set 

PROCLAMATION  of  Atlanta  as 
"Television  Capital  of  the  South" 
and  the  current  week  of  Sept.  9-15 
as  "Television  Week,"  has  been 
made  by  Mayor  William  B.  Harts- 
field. 

In  his  proclamation.  Mayor 
Hartsfield  points  out  the  increas- 
ing importance  of  television  to 
Atlanta — there  being  already  over 
50,000  sets  in  that  city.  The  proc- 
lamation also  states  that  network 
interconnection — set  for  Sept.  30 
— will  further  facilitate  and  speed 
communication  between  our  major 
national  regions.  In  connection 
with  the  "Television  Week"  ob- 
servance, Kukla,  Fran  and  Ollie 
made  a  personal  appearance  on 
WSB-TV  Atlanta  on  a  remote  show 
from  Rich's  Department  Store  last 
Saturday  (Sept.  9). 


BURNS  &  ALLEN 

Signed  by  Carnation  Co. 

CARNATION  Co.  (Evaporated 
Milk),  Los  Angeles,  will  sponsor 
George  Burns  and  Gracie  Allen  for 
a  half-hour,  alternate  weeks,  on 
CBS-TV  starting  in  October.  Bill 
Goodwin,  announcer-comedian,  will 
also  appear  on  the  television  pro- 
gram. Exact  day  and  time  has  not 
been  set.  Erwin,  Wasey  &  Co.,  Los 
Angeles,  is  the  agency. 

The  package  price  for  the  pro- 
gram is  estimated  to  be  $20-25,000. 

This  marks  the  first  television 
entry  for  Carnation  Co.  Three  out 
of  first  13  shows  will  originate  in 
N.Y.,  the  others  to  be  kinescoped  in 
Hollywood  for  release  to  eastern 
network  and  interconnected  sta- 
tions. The  firm  sponsors  two  net- 
work radio  shows,  Carnation  Con- 
tented Hour  on  CBS,  Sunday,  and 
Carnation  Family,  Saturday,  on 
the  same  network. 


NBC  Names  Passman 

LEROY  PASSMAN,  operations 
manager  of  WABD  (TV)  New 
York,  has  been  named  assistant 
production  manager  in  NBC's  tele- 
vision program  department. 


upcoming  ^ 


NAB  District  Meetings 

Sept.  11-12:  Dist.  14,  Colorado  Hotel, 
Glenwood  Springs,  Col. 

Sept.    14-15-:    Dist.    8,    Lincoln  Hote^' 
Indianapolis. 

Sept.    18-19:    Dist.    7,    Terrace  'P\azz\ 
Hotel,  Cincinnati. 

Sept.  21-22:  Dist.  9,  Northemaire  HotelJ 
Three  Lakes,  Wis. 

Sept.  25-26:  Dist.  11,  St.  Paul  Hotel 
St.  Paul. 

Sept.  28-29:  Dist.  10.  Chase  Hotel,  St 
Louis. 

Oct.  2-3:  Dist.  12,  Tulsa  Hotel,  Tulaa 

Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel  fli 
Bedford,  Pa.  |- 

Oct.    9-10:    Dist.    1,    Somerset  HotelX 
Boston. 

Oct.   12-13:  Dist.  2,  Ten  Eyck  Hotel* 
Albany,  N.  Y. 

Oct.  26-27:   Dist.   6,   Roosevelt  Hotel 
New  Orleans. 

Nov.  2-3:  Dist.  4,  WiUiamsburg  Inn  an< 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At 
lanta. 


Sept.  18-21:  Financial  Public  Relatlonr. 
Assn.  Convention,  Hotel  Statler,  BoS' 
ton. 

Sept.  19-20:  Canadian  Broadcasting 
Corp.  Board  of  Governors,  Van-' 
couver. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition,  69th  Regimen' 
Armory,  New  York. 

Sept.  25-27:  41st  Annual  Meeting  Assn 
of  National  Advertisers,  Drake  Hotel 
Chicago. 

Sept.  28-29:  National  Retail  Dry  Good: 
Assn.  Radio-TV  Workshop,  Hote 
Statler,  New  York. 

Sept.  30-Oct.  7:  Canadian  Radio  Week 

Sept.  30-Oct.  8:  National  Television  anc 
Electrical  Living  Show,  Chicago  Coli 
seum. 

Oct.  5:  Second  International  Advertls 
ing  Convention,  Hotel  Plaza,  Nev 
York. 

Oct.  6-7:  Ohio  State  U.'s  annual  adver 
tlsing  and  sales  promotion  confer 

ence,  Columbus. 

Oct.  9-March  19:  Advertising  &  Sellini 
Course,  Advertising  Club  of  Nev 
York,  New  York. 

Oct.  18-21 :  NBC  Annual  Affiliates'  Meeti 
ing,  Greenbrier  Hotel,  White  Sulphlt 
Springs,  W.  Va. 

Oct.  22-24:  10th  District  convention  o- 
Advertising  Federation  of  America: 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  o'; 
Broadcasters,  Mid-Pines  Club,  South 
ern  Pines,  N.  C.  c 

Oct.  30-Nov.  1:  Radio-Television  Mfrs 
Assn.  and  Institute  of  Radio  Engl 
neers,  Hotel  Syracuse,  Syracuse 
N.  Y. 

Nov.  3-4:  Institute  of  Radio  Engineer 
Kansas  City  Section,  Second  annua' 
Regional  Papers  Conference,  Presi 
dent  Hotel,  Kansas  City,  Mo. 

Nov.  16-18:  National  Assn.  of  Radi 
News  Directors  convention,  Hote 
Sherman,  Chicago. 


MARCH  OF  TIME 

Expands  TV  Activitie 

ARTHUR  TOURTELLOT,  direc 
tor  of  "Crusade  in  Europe,"  pro 
duced  by  March  of  Time,  has  beei 
appointed  director  of  March  o: 
Time  Television  Productions,  a  nev 
department  of  the  March  of  Time 
At  the  same  time  it  was  an 
nounced  that  Arthur  Murphy,  gen 
eral  manager  of  Life,  had  been  ap 
pointed  general  manager  of  tb 
March  of  Time  division.  The  nev 
appointments  were  understood  ti 
presage  an  expansion  of  March  o; 
Time's  television  activities. 
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ISUNTHER  SIGNS 

I         Gets  Basketball  Rights 

[eLEVISION  and  radio  rights  to 

lome  games  of  the  Washington 
laps  and  Baltimore  Bullets  basket- 
all  teams  were  acquired  last  week 
the  Gunther  Brewing  Co.,  Bal- 
Imore,  Md.,  from  owners  of  the 
■<  jfcvo  National  Basketball  Assn.  pro- 
essional  teams. 

There  were  indications,  however, 
.hat  the  beer  advertiser  may  en- 
ounter  some  difficulty  in  lining  up 
TV  station  in  the  nation's  cap- 
lal  to  carry  the  telecasts  because 
f  previous  network  commitments, 
he  contract  is  being  handled  in 
j.altimore    through    Ruthrauff  & 
:yan  Inc. 

The  schedule  of  AM-TV  stations 
;ad  not  been  set  last  Thursday, 
Ithough  arrangements  for  the 
ialtimore  games  were  expected  to 
e  consummated  momentarily.  An- 
ouncement  of  contract  for  rights 
D  Caps  contests  was  announced  in 
Washington  by  Bob  Foster,  gen- 
ial manager  of  Uline  Arena.  The 
.M-TV  rights  cover  32  home 
ames. 

When  the  Washington  radio  and 
alevision  picture  is  finally  set,  it 
'ill  mark  the  return,  after  a  year's 
hsence,  of  Caps  games  to  tele- 
ision.  The  team  withdrew  such 
ights  before  last  year  on  grounds 
lat  the  telecasts  hurt  attendance 
t  the  games.  To  the  contrary,  how- 
^'er,  box  office  receipts  hit  a  new 
Dw  last  season.  WTTG  (TV)  Wash- 
igton  aired  the  games  last  season, 
"ith  Steve  Douglas  handling  an- 
ouncing  chores. 

Perry  Walters,  WTTG  commer- 

al  manager,  told  Broadcasting 
ist  week  that  it  appeared  un- 
kely  that  the  station  could  clear 

me  on  Wednesday  and  Saturday 
•ith  the  DuMont  TV  Network  to 
arry  the  contests.  He  pointed  out 
lat  WTTG  carries  programs  from 
ladison   Square   Garden  in  New 

ork  on  those  nights  the  Caps 
lay  at  home.  Other  stations  also 
ppeared  to  have  solid  network 
ommitments. 


ATEST  developments  in  radio-TV 
^nd  electrical  appliances  to  be  exposed 
Electrical  "Wonderland  in  S.  F. 
!ivic   Auditorium,   Sept.   23-Oct.  1. 


ATLAS  FILM  CORPORATION 

ESTABLISHED  1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 

1111  SOUTH  BOULEVARD 
Oak  Park,  lllinsis 

CHICAGO:  AUSTIN  7-B62D 


o   o   o   o   o   o  o 


film  report  , 


RUSS  WHITEMAN  elected  presi- 
dent Border  Productions,  HoUj'- 
wood,  producers  of  new  TV  series 
The  Men  In  Black.  Dorothy  N. 
Raison  is  secretary,  J.  Henry  Kruse, 
treasurer,  and  Max  Gilford,  gen- 
eral counsel.  Firm  has  offices  at 
6533  Hollywood  Blvd.  .  .  .  Her- 
bert Moulton,  formerly  associated 
with  MGM  and  Paramount  Pictures, 
joins  Jerry  Fairbanks  Inc.,  Holly- 
wood, as  production  manager. 

Background  Engineers  Inc., 
Hollywood,  has  sold  services  pro- 
viding projectors,  screens  and 
slides  for  TV  shows  to  KTSL  (TV) 
same  city.  William  Tillisch,  part- 
ner in  firm,  currently  on  three 
weeks  trip  to  New  York,  Chicago 
and  other  major  cities  to  demon- 
strate equipment  to  TV  station 
managers.  .  .  .  Quaker  Oats  Co., 
Chicago,  through  Price,  Robinson 
&  Frank  agency,  same  city,  has 
contracted  for  16  Aunt  Jemina  TV 
spot  commercials  from  Ted  Esh- 
baugh  Studios  Inc.,  New  York. 


Ferenz  Fodor,  chief  engineer, 
Filmcraft  Productions,  has  de- 
veloped 35  mm  magazine  capable 
of  holding  2,000  feet  of  film.  Maga- 
zine developed  to  enable  Film- 
craft  to  work  more  smoothly  on 
Groucho  Marx  TV  shows.  Accord- 
ing to  Mr.  Fodor,  new  magazine 
will  run  20  to  22  minutes  without 
a  break.  Normal  35  mm  camera 
holds  only  1,000  feet  of  film  and 
runs  about  10  minutes.  Filming 
of  Groucho  Marx  program  uses 
seven  cameras.  Four  are  in  action 
at  all  times.  Norman  Colbert  is 
supervising  film  editor  for  show. 

Entire  catalog  of  Warner  Bros. 
Music  Publishing  Holding  Corp. 
and  its  subsidiaries  will  be  made 
available  to  Spader  Telescriptions 
Corp.,  Hollywood,  producers  of 
three-minute  TV  film  spots.  Li- 
cense agreement  calls  for  use  by 
Snader  of  library  of  entire  music 
catalog  of  Witmark,  Harms  Co., 
Remick,  Advanced  Music  artd  New 
World  Music.  Victor  Blau,  Warner 
Bros.,  and  Lou  Snader,  Snader  Tele- 
scriptions, agreed  on  percentage  of 
gross  of  960  Snader  TV  films  per 
year.  Contract  with  Warner  is 
first  rapprochement  between  major 
film  studio  and  TV  production 
.  unit. 

John     Sutherland  Productions, 

HollJ'^vood,  currently  producing  43 
television  film  spots  for  seven  dif- 
ferent firms.  Included  are  19  for 
Crosley  Div.  of  Avco  Corp.  (ap- 
pliances), placed  direct  through 
George  E.  Simons,  director  of  ad- 
vertising; six.  General  Foods  Corp. 
(Postum,  Krinkles),  Foot,  Cone  & 
Belding,  Chicago;  four,  Wildroot 
Co.  (toilet  goods),  BBD&O,  New 
York;  four,  Cream  of  Wheat  Corp. 


(cereal),  BBD&O,  New  York; 
seven,  Kaiser-Frazer  Corp.  (auto), 
William  H.  Weintraub  &  Co.,  New 
York;  two,  Daystromite  Furniture 
Co.,  N.  W.  Ayer  &  Son:  one,  Owl- 
Rexall  Drug  Co.,  BBD&O  Los 
Angeles. 


SAG-TVA  TILT 

Partial  Agreement  Seen 

AGEEMENT  upon  an  election  to 
settle  the  broadcasters-advertising 
agencies  portion  of  the  Screen 
Actors  Guild-Television  Authority 
jurisdictional  dispute  is  believed  to 
be  the  goal  of  a  meeting  set  for 
Sept.  19  in  New  York.  Negotiators 
for  industry,  NLRB  and  the  battl- 
ing unions  will  attend. 

Chances  for  agreement  are  be- 
lieved slim,  but  discussion  of  issues 
raised  by  TVA's  recent  amending 
petition  filed  with  NLRB  [Broad- 
casting, Aug.  28]  is  expected  to  be 
accomplished.  The  petition  in 
question  divided  the  battleground 
into  two  zones,  one  inhabited  by 
broadcasters  and  advertising  agen- 
cies, the  other  by  film  producers. 

To  satisfy  NLRB  procedural  re- 
quirements, SAG  last  week  filed 
with  NLRB  in  New  York  an  inter- 
vening petition  relating  to  the 
broadcasters-advertising  agencies 
zone.  A  petition  filed  last  May 
sei-ved  the  same  purpose  for  the 
film  producers  zone. 

The  reported  consent  by  SAG 
to  negotiations  between  TVA  and 
the  networks  sometime  in  Septem- 
ber [Broadcasting,  Aug.  28]  over 
talent  on  live  shows,  and  simultane- 
ous kinescope  recordings,  may  bring 
quiet  to  a  small  sector  while  the 
larger  conflict  is  continuing. 


PROCKTER  FIRM 


To  Produce  TV  Films 

FORMATION  of  Prockter  Syndica- 
tions Inc.,  to  create,  develop  and 
produce  films  for  television  to  be 
sold  to  local  and  regional  adver- 
tisers, was  announced  last  week  by 
Bernard  J.  Prockter,  president. 

Bernard  Solomon  has  been  ap- 
pointed vice  president  of  the  new 
firm  and  will  be  in  charge  of  dis- 
tribution of  the  films.  Prockter 
Syndications  Inc.  is  a  subsidiaiy  of 
Prockter  Productions  Inc.,  producer 
of  Pall  Mall's  Big  Story  radio-TV 
programs,  Treasury  Men  in  Action 
for  Chrysler  Sales  Div.  on  televi- 
sion, and  the  radio  show,  Quick  As 
A  Flash,  for  Ammident  Tooth 
Powder.  The  firm's  offices  are  lo- 
cated at  221  W.  57th  St.,  New  York. 


KRON-TV  San  Francisco  begins  seven- 
dav  week  programming  Sept.  23, 
KPIX  (TV)  and  KGO-TV  same  city, 
having  expanded  earlier  this  month. 


COiyiMONWEALTH 

Currently  Serving  the 
' Nation's  Leading  TV  Stations. 
Offers  the  Following 

TV  FiLiyi  PACKAGES 


COMPANY 

FE  ATU  RE  PRO  GRAMS 

with  siich  stars  as 


Barbara 
STANWYCK 

Robert 
YOUNG 

Jimmy 
DURANTE 
Claodette 

COLBERT 
Jack 

BENNY 


Paulette 
GODDARD 

Jimmy 
STEWART 

Merle 
OBERON 

Melvyn 
DOUGLAS 
Raymond 

MASSEY 


"westerns 

feaiunng 

THE  RANGE  BUSTERS 
KERMIT  MAYNARD 
SMITH  BALLEW 


Bill  "H„  "or5  o.  ^ 

^"'••■o'  Naish  Tom/in 


t3 


MUSICAL  t 
VARIETIES 

l7'/intin  each  •  feafiiring 

more/ 

AMSTERDAM  'i 


SOVIHD 


For  further  inform- 
otion  ond  complete 
list,  write  to 


Telecasting    •  BROADCASTING 


lommonujEflLTH 

rj^e/m  and  i^c/etti4ion,  r^tir. 

723  Seventh  Avenue,  New  York  19,  N.  Y. 


o   o   o   o   o  o 

September  11,  1950    •    Page  73 


Aifof^er  success  fa/ start  mth 


WHBF-TV 

ROCK  ISLAND,  ILLINOIS 

Another  Television  station  with  an  eye  to  the  future! 
WHBF-TV  now  goes  on  the  air  with  Du  Mont  equipment 
assuring  dependable,  economical  operation  with  all  the 
advantages  of  the  Du  Mont  "Grow  As  You  Earn"  system 
of  equipment  expansion.  Air-cooled  tubes,  finest  TV  trans- 
mitter engineering  and  quality  workmanship  stand  for  low- 
operating  expense  characteristic  of  Du  Mont  TV  transmit- 
ting equipment. 

WHBF-TV  operates  on  Channel  4  in  Rock  Island,  ill.,  cover- 
ing the  Quad  Cities  Area.  We  take  this  opportunity  to 
congratulate  WHBF-TV  and  welcome  it  to  the  ranks  of  the 
ever-increasing  commercial  TV  stations  of  America. 


Remember,  It's  smart  business  to  investi- 
gate Du  Mont  first  —  and  then  compare. 


ALLEN  B.  DU  MONT  LABORATORIES,  INC.,    TELEVISION  TRANSMITTER  DIVISION,  CLIFTON,  N.J 
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Set  Makers  Puzzle 

(Continued  from  page  61) 

Ijuipment.  They  had  been  upset 
published  stories  about  FCC's 
klor  report. 

j  In  off-the-record  conversation,  a 
timber  of  set  makers  said  they 
lere  staggered  by  the  Commis- 
ion's  action.  "How  can  they  do 
lis  to  us,"  one  official  moaned  as 
e  looked  over  cost  sheets  and  re- 
prts  showing  that  his  department 
starting  to  recover  some  of  the 
loney  sunk  in  TV  set  manufacture 
id  distribution. 

With  scarcely  three  weeks  re- 
:aining  before  FCC's  deadline, 
3me  set  makers  were  hoping  they 
!)uld  reach  a  sane  conclusion  dur- 
ig  the  RTMA  autumn  meeting  in 
ew  York  Sept.  18-20.  The  RTMA 
elevision  Committee,  headed  by 
r.  W.  R.  G.  Baker  of  General 
lectric  Co.,  will  meet  Sept.  14  to 
msider  the  FCC  report  and  make 
jcommendations  to  the  RTMA 
)ard. 

Meetings  Next  Week 
RTMA's  division  and  section 
roups  meet  Sept.  18-19,  with  the 
oard  taking  up  their  recommen- 
ations  Sept.  20. 
One  prominent  consulting  engi- 
eer  familiar  with  TV  circuitry 
nd  production  told  BROADCASTING 
e  doubted  if  one-tenth  of  the  TV 
;ts  built  without  bracket  switch- 
ig  would  ever  be  equipped  with 
dapters. 

A  set  maker  further  doubted  if 
lany  of  the  sets  equipped  by  TV 
;rvicemen  with  adapters  would 
Tovide  reliable  service.  On  the 
ther  hand,  he  felt  the  manufac- 
aring  industry  had  performed  mir- 
cles  in  the  past  and  they  could  do 

again,  assuming  no  special  prob- 
2ms  such  as  defense  production 
iterfered  with  design  and  tooling 
perations. 

Here  are  reactions  of  a  number 
f  leading  manufacturers  who  re- 
ponded  to  a  Broadcasting  query 
s  to  their  position  in  the  color 
©ntroversy : 

Philco  Corp.  executives  did  not 
'eveal  any  definite  plans  as  to 
whether  they  would  incorporate 
racket  standards  in  television  sets 
s  suggested  by  the  FCC  in  its 
ecision  on  color  TV. 

However,  a  spokesman  for  the 
ompany  pointed  out  that  while  he 
eels  "color  still  seems  a  long  way 
•ff,  the  gun  now  is  loaded."  He 
'lelieved  that  in  view  of  the  FCC's 
.ction,  Philco  would  have  to  build 
some"  sets  adapted  to  receive  CBS 
in  black-and-white  in  addition  to 
hose  "already  built  in  our  labora- 
ory." 

Officials  at  Philco's  plant  in 
Philadelphia  also  pointed  out  that 
he  company's  primarj^  manufac- 
uring  problem  is  to  balance  its 
lomestic  set  production  demands 
i^'ith  growing  military  require- 
nents. 

William  J.  Halligan,  president  of 
The  Hallicrafters  Co.,  said  "This 
s  certainly  not  a  popular  decision 
jvith  the  manufacturing  industry." 
|Ee  recalled  that  the  Chapin-Rob- 


WITH  a  telefoto  lens  equipped  camera.  Cameraman  Russ  Warren  of  WHAS- 
TV  Louisville  brings  to  viewers  a  spectacular  $60,000  fire  which  hit  the 
Mengel  Co.,  plywood  manufacturer,  ond  part  of  the  Reynolds  Metals  Co. 
WHAS-TV  newsmen  set  up  the  camera  atop  the  seven-story  Courier-Journal 
BIdg.  where  the  station  is  located.  Simultaneously,  WHAS-TV  cameramen 
were  at  the  scene  of  the  fire  making  movies  of  the  blaze  for  the  nightly 
newsreel.  From  the  roof.  News  Director  Dick  Oberlin  described  what  he  saw 
and  read  bulletins  os  they  were  called  in  by  his  staff  at  the  scene  of  the 
fire.  Interrupting  the  normal  schedule  of  news  and  weather,  on  moving 
tape  at  3:50  p.m.,  live  coverage  of  the  blaze  continued  until  about  4:30  p.m. 


erts  switch  was  made  on  a  rela- 
tively high-priced  receiver  and  that 
to  make  the  same  changes  on  pres- 
ent-day lower  cost  sets  would  be 
more  complicated.  To  adapt  the 
CBS  system  would  cost  more  than 
the  FCC's  original  concept.  He 
predicted  it  would  take  an  enor- 
mous amount  of  time  and  expense 
in  engineering  and  tooling  to  make 
the  changes  proposed,  but  he  ex- 
pressed hope  that  when  the  Set 
Division  of  RTMA  convenes  this 
month  manufacturers  will  benefit 
from  an  exchange  of  ideas  on  the 
subject. 

'Confusing'  Decision 

H.  B.  Foulke,  vice  president  and 
general  manager  of  Arvin  Radio 
&  Television  Co.  division  of  No- 
blitt-Sparks  Industries  Inc.,  Colum- 
bus, Ind.,  called  the  decision 
"rather  confusing." 

"The  Commission  is  asking  us 
to  do  something  that  will  take 
a  better  understanding  of  the  prob- 
lems than  most  of  us  now  have. 
We  will  have  to  weigh  the  ques- 
tion carefully.  With  the  slowness 
of  components  and  the  time  taken 
to  get  materials  it  may  be  hard  to 
comply.  Arvin  will  go  along  if 
that  is  the  FCC  program.  Ap- 
parently this  decision  is  the  best 
answer  of  those  who  have  lived  so 
closely  with  the  color  problem." 

John  Sanabria,  vice  president  of 
American  Television  Inc.,  called 
the  decision  "horrible — one  of  the 
most  horrible  blunders  in  the  his- 
tory of  the  Commission.  This  is 
a  case  of  pressurizing  an  industry 
to  come  up  with  a  workable  solu- 
tion when  there  hasn't  been  time 
to  solve  all  the  problems.  The 
CBS  system  has  been  considered 
impractical  of  public  comsump- 
tion."  Mr.  Sanabria  added,  "When 
we  adopt  a  set  of  standards  they 
must  be  flexible."  He  said  FCC's 
ideas  are  easy  enough  to  talk  about 
but  to  put  them  into  execution  is 
a  different  thing. 

Orville  Hill,  assistant  chief  en- 


gineer of  Stewart-Warner  Electric 
Division,  said  "We  have  made  no 
plans  but  are  investigating  whether 
our  present  receivers  will  respond 
to  the  requirements  of  the  CBS 
system.  Most  manufacturers  prob- 
ably will  find  it  difficult  to  adapt 
the  system  to  their  receivers  in  a 
simple  way. 

"I  was  sorry  to  see  that  the  FCC 
feels  the  way  it  does.  It  seems  to 
me  a  short-sighted  decision.  Poten- 
tially the  RCA  system  offers  more 
for  the  future. 

"This  was  a  big  step  for  the 
FCC  to  make  but  now  that  it  has 
been  made,  it  may  be  difficult  for 
the  Commission  to  retrace  its 
course." 

Mr.  Hill  said  that  if  redesigning 
problems  are  not  too  serious  the 
manual  method  might  be  installed 
for  from  $10  to  $12  per  receiver 
and  the  automatic  method  for  $25 
to  $30. 

Robert  M.  Jones,  chief  engineer 
at  Admiral,  said  the  company  is 
not  yet  ready  to  make  an  official 
statement,  but  when  questioned 
Mr.  Jones  said  he  expected  that  in 
adapting  the  color  system  manu- 


facturers would  run  into  different 
problems  on  each  model.  There  is 
a  tremendous  amount  of  work 
ahead  he  said. 

M.  D.  Block,  vice  president  of 
Sentinel  Radio  Corp.,  called  the 
decision  "confusing  and  damag- 
ing." He  said  the  Commission 
should  have  taken  more  time  and 
should  have  thoroughly  advised 
all  segments  of  the  manufacturing 
industry  from  time  to  time. 

"This  decision  was  too  hasty,  too 
abrupt,"  he  said.  "I  don't  see  why 
more  time  would  hurt  anyone." 
Mr.  Block  said  he  was  generally 
in  agreement  with  Comr.  Hennock's 
views. 

Robert  Galvin,  executive  presi- 
dent of  Motorola  Inc.,  said  the 
company  had  no  official  reaction  to 
the  decision  but  he  noted  that  some 
aspects  are  relatively  new  to 
Motorola.  He  observed  that  to 
comment  on  such  an  important  de- 
cision required  considerable  prep- 
aration. 

Leonard  Ashbach,  president  of 
Garod  Electronics  Corp.,  Majestic 
Radio  and  Wilcox-Gay  Corp.,  said: 

"Right  or  wrong,  we  will  go 
along  with  the  FCC.  They  are  the 
public  servants  to  decide  what  the 
public  should  have.  Whether  the 
Commission  made  a  wise  decision 
in  selecting  CBS  color  remains  to 
be  seen,  but  it  still  comes  at  the 
expense  of  the  public. 

Double  Royalties 

"Naturally,  by  having  two  sys- 
tems— RCA  Hazeltine  and  CBS — 
double  royalties  will  have  to  be 
paid.  All  of  this  has  to  be  passed 
on  ultimately  to  the  customer. 

"Having  seen  both  systems,  the 
single  tube  appears  to  be  more 
practical  than  the  scanning  device, 
but  again,  that  is  up  to  the  FCC. 
Had  the  Commission  got  out  a 
questionnaire  to  various  engineers 
it  might  have  gained  more  ex- 
perience than  by  carrying  on  its 
own  experimentation.  I  under- 
stand there  were  some  manufac- 
turers who  volunteered  information 
only  to  be  told  their  advice  was 
not  needed.  So  it  appears  this  de- 
cision is  being  jammed  down  some 
throats. 

"Of  course,  the  higher  priced  the 
set,  the  more  money  the  manufac- 
(Continued  on  page  76) 
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(Continued  from  page  75 J 

turer  makes.  But  our  company 
always  has  tried  to  give  "the  most- 
est  for  the  leastest."  In  any  event, 
we  won't  stop  the  clock  to  save 
time.  We'll  do  what  the  Commis- 
sion tells  us  to  do. 

"We  can  change  our  present 
facilities  to  production  of  color 
television  sets  as  soon  as  the  FCC 
recommends  the  change,"  declared 
Leonard  Ashbach,  president  of 
Majestic. 

"Our  engineering  and  research 
departments  are  well  versed  on  the 
various  color  systems  and  are  pre- 
pared to  take  the  lead  in  the 
eventual  race  to  produce  the  first 
color  TV  sets.  Eventually,  of 
course,  we  expect  to  produce  color 
sets  for  the  sanie  cost  as  a  black- 
and-white  receiver,  but  that's  a 
long  way  off." 

Mr.  Ashbach  reported  peak  pro- 
duction in  both  the  Majestic  and 
Wilcox-Gay  plants  and  reported 
ruefully  that  conversion  to  color 
television  will  of  course  affect  both 
activities. 

Says  Color  Is  Premature 

David  H.  Cogan,  president  of 
Air  King  Products  Co.,  said  that 
although  he  had  testified  for  CBS 
color  months  ago,  the  radical 
change  in  the  whole  scene  caused 
by  Korean  war  developments  has 
brought  him  to  feel  that  a  color 
decision  at  this  time  is  premature. 
He  felt  the  necessity  of  surveying 
the  parts  required  for  adapting, 
along  with  their  schedule  of  avail- 
ability and  cost,  makes  it  "almost 
impossible  for  this  company  to  try 
to  comply  with  FCC's  deadline  of 
Sept.  29." 

Robert  S.  Bell,  executive  vice 
president  of  Packard  Bell  Co.,  Los 
Angeles,  said :  "We  will  do  every- 
thing we  can  to  cooperate  and  im- 
plement the  FCC  decision.  But 
before  any  concrete  plan  of  action 
can  be  announced  it  will  be  neces- 
sary to  have  more  detailed  in- 
formation on  the  switch  arrange- 
ment requested  by  the  FCC  so  that 
its  size  and  cost  in  relation  to  pres- 
ent receivers  can  be  compared  and 
analyzed." 

H.  Leslie  Hoffman,  president  of 
Hoffman  Radio-Television  Corp., 
Los  Angeles,  is  investigating  the 


FCC  color  report  as  it  affects  his 
business  and  said  he  is  in  no  posi- 
tion to  make  definite  statements. 

The  whole  question  of  color  TV 
should  be  put  on  the  shelf  for  a 
couple  of  years,  in  the  opinion  of 
Bernard  Fein,  president  of  Ansley 
Radio  &  Television  Inc.  Ansley 
is  studying  the  FCC  report,  he 
said,  especially  in  relation  to  the 
problem  of  adapting  receivers. 
Merely  to  incorporate  the  switch 
arrangement  in  receivers  would 
require  until  next  spring,  he  added. 

Mr.  Fein  said  the  meaning  of 
the  FCC  report  isn't  clear.  He 
said  the  question  of  what  his  com- 
pany will  do  must  wait  until  it 
knows  just  what  FCC  has  said 
and  until  the  problems  of  adapting 
have  been  explored  and  evaluated. 

John  S.  Meek,  president  of  John 
Meek  Industries  and  Scott  Radio 
Laboratories,  said : 

"The  concern  about  the  tech- 
nical questions  involved  in  the  FCC 
decision  is  over-emphasized.  I  be- 
lieve it  is  most  important  that  the 
FCC  come  out  with  a  definite  de- 
cision and  make  it  stick  whichever 
decision  that  may  be.  The  con- 
fusion and  uncertainty  caused  by 
the  tentative  decision  is  more  seri- 
ous to  the  industry  and  the  public 
than  any  technical  matters  are 
likely  to  be.  The  industry  has 
proved  it  can  make  technical 
changes  speedily,  once  it  knows 
what  is  called  for.  I  hope  the 
FCC  will  quickly  settle  the  ques- 
tion of  standards  and  let  us  go 
full  speed  ahead  in  a  definite  direc- 
tion." 

RCA,  CBS  and  Color  Television 
Inc.  stood  pat  last  week  on  posi- 
tions they  had  taken  Sept.  1  after 
the  report  was  made  public.  RCA 
and  CTI  remained  confident  they 
would  prevail  in  the  end.  CBS 
was  gratified  and  announced  it 
would  go  on  the  air  with  color 
service  30  days  after  a  final  FCC 
decision.  Allen  B.  DuMont,  head 
of  Allen  B.  DuMont  Labs.,  did  not 
elaborate  on  his  early  statement 
that  FCC  apparently  agreed  with 
his  premise  that  color  is  not  ready 
commercially. 


CJLS  Yarmouth,  has  changed  cor- 
porate name  to  Gateway  Broadcasting 
Co.  Ltd.,  operating  with  250  watts 
on  1340  kc. 
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WOR  BREAKS 

Commercial  Time  Increased 

GENERAL  increase  in  time  length 
of  WOR  New  York  night  stations 
breaks  without  additional  charge 
to  advertisers  has  been  announced 
by  R.  C.  Maddux,  vice  president 
in  charge  of  sales.  All  station 
breaks  after  6  p.m.,  except  time 
signals,  he  announced,  will  go  from 
15  seconds  to  20  seconds.  "The 
change  enables  the  advertiser  to 
put  more  'sell'  into  his  station 
break  commercial  on  WOR,"  Mr. 
Maddux  said.  The  former  15-second 
break  permitted  35  words  of  copy, 
he  said,  whereas  the  20-second 
break  will  allow  45  words. 

The  decision  by  WOR  to  length- 
en its  station  break  periods  and 
thus  permit  longer  advertising 
messages  was  understood  to  be 
taken  in  the  hope  of  overcoming 
what  has  been  generally  reported 
by  it  and  other  stations  as  an  in- 
creasing sales  resistance  among 
prospective  advertisers  who  look 
upon  the  shorter  periods  as  inade- 
quate to  accommodate  an  adequate 
message. 

It  is  known  that  some  stations, 
including  WOR,  have  become  con- 
cerned over  repeated  statements 
by  prospective  clients  that  they 
would  prefer  to  spend  a  little  more 
money  to  buy  longer  announce- 
ment periods  rather  than  try  to 
squeeze  a  35-word  message  into  a 
station  break. 


NBC  SHOWS 


Trendex  To  Survey 

NBC  has  named  Trendex  Inc., 
New  York,  newly  formed  broadcast 
audience  measurement  firm,  to  pro- 
vide a  monthly  rating  report  for 
the  NBC  evening  sustaining  shows, 
on  a  continuing  basis. 

Cities  chosen  for  the  survey  are 
those  covered  by  the  four  major 
networks,  and  will  have  an  almost 
equal  degree  of  TV  penetration  as 
a  whole,  to  insure  an  accurate 
measurement  of  radio  and  TV  pro- 
gram popularity,  Trendex  an- 
nounced. Interviews  will  be  made 
from  the  1st  through  7th,  with  the 
report  for  NBC  to  be  completed 
about  the  middle  of  each  month. 


WPIX  Signs  96  in  Aug. 

WPIX  (TV)  New  York  announces 
signing  of  96  advertising  contracts 
during  August,  bettering  the  July 
contract  figure  of  93.  Business 
covers  new  and  renewing  sponsors, 
participations  in  WPIX  packages, 
and  in  live  and  film  TV  spot  sched- 
ules. 


Schlitz  On  ABC-TV 

SCHLITZ  BREWING  Co.,  Mil- 
waukee, will  sponsor  Pulitzer  Prize 
Playhouse,  Friday,  9-10  p.m.,  over 
ABC-TV  beginning  Oct.  6. 


WQQW  PLAN 

Reorganization  Underwa 

A    REORGANIZATION  petitioii 
was  filed  in  U.  S.  District  Court 
Washington  last  week  by  WQQ' 
Washington,  which  said  the  mo- 
was   designed   to   strengthen  tl 
station's  corporate  structure  ar. 
make   ample  funds  available  fo 
future  expansion. 

Chief  Judge  Bolitha  J.  Laws  c 
Thursday  set  Oct.  5  as  date  for  th 
first  reorganization  hearing. 

WQQW  pointed  out  that  FC 
in  passing  on  an  FM  license  appli 
cation,  had  requested  the  static 
to  adjust  its  financial  structure  i 
order  to  reduce  a  mortgage  indebt 
edness  of  $110,000.  This  indebted  ^ 
ness  is  secured  by  amortizing 
notes  and  a  first  deed  of  trust  o: 
the  station's  physical  assets,  th 
notes  having  been  exchanged  fo 
loans  made  by  11  persons  in  1947 
48  before  the  present  directoi 
assumed  control,  WQQW  said. 

Fair  value  of  the  station's  asset 
was  estimated  at  $138,000,  but  th  : 
petition  pointed  out  that  complet  [i 
value  could  not  be  realized  by 
quick  sale.    Station  Attorney  Mon  ,^ 
roe  Oppenheimer  said  the  petitio 
followed  the  failure  of  a  minorit  .. 
of  creditors  to  agree   on  a  sug| 
gested  refinancing  plan.  it 

M.  Robert  Rogers,  vice  presidenJt 
and  general  manager,  said  he  an' 
ticipated  no  difficulty  in  securin,;: 
court  approval  of  a  reasonabl 
plan  and  that  in  the  meantim 
WQQW,  known  as  "the  good  musi' 
station,"  would  continue  to  broad 
cast  "only  the  finest  music  for  1 
hours  a  day."  ? 

Plans  for  linking  WQQW  an. 
WQXR  New  York  via  Philadelphi; 
and  Baltimore  for  network  broad 
casting  of  several  musical  pro 
grams  of  each  station,  plus  specia 
events  from  Washington,  are  no\ 
nearing  completion,  Mr.  Roger 
reported.  He  said  it  was  hope 
that  engineering  arrangement 
will  be  completed  during  Octobei- 


WHHN  STRIKE 


Employes  Still  Ou 

WHHN  Warren,  Ohio,  struck  b' 
announcers  and  engineers  at  1 
p.m.  Aug.  28,  was  still  silent  lat 
last  week. 

A  series  of  negotiating  confei 
ences  failed  to  bring  an  under 
-standing,  according  to  IBEW.  Th' 
union  said  it  asked  $72.50  a  wee'' 
for  engineers  and  announcers,  wh 
were  said  to  receive  $50  per  weeW 
W.  W.  Powell,  Commissioner  of  th 
Federal  Mediation  &  Conciliatio:'"' 
Service,  took  part  in  some  of  th. 
conferences. 

IBEW  said  it  had  been  certifiei 
last  May  18  by  National  Labor  Re 
lations  Boards  for  technical  em 
ployes  and  on  Aug.  16  for  the  an 
nouncer-studio  technicians  uni1 
Union  members  picketed  the  sta 
tion's  studio  and  transmitter. 

The  union  ran  a  paid  ad  in  th 
Warren  Tribune  Chronicle,  license 
of  WHHN,  explaining  its  side  o 
the  dispute  and  comparing  wag 
scales  with  those  in  nearby  Youngs 
town. 


BROADCASTING    •  Telecastin 


A.  (DICK)  RICHARDS  and  his  KMPC  Los  Angeles  were  praised 
^  !«•  "fairness  and  generosity  in  public  service  broadcasts"  last  week  as 
ljunsel  for  the  station  owner  opened  their  presentation  in  FCC's  hearing 
n  his  news  policies.  ★  :  ■  


MPC  LAUDED 


Bowron  Among  Richards  Witnesses 


1  Mayor  Fletcher  Bowron  of  Los 
mgeles  testified  he  had  "never 
nown  of  an  instance  where  the  fa- 
lities  of  KMPC  were  not  avail- 
Die  in  the  public  interest,"  and 
Ided  that  he  knew  of  "no  instance 
'  unfairness"  or  any  broadcast 
!»at  was  "biased  or  prejudiced." 

"No  other  station  in  southern 
alifornia  has  offered  the  City  of 
OS  Angeles  so  much  time  for  pub- 

2  service  programs,"  he  asserted. 
Leo   B.   Tyson,   KMPC  general 

lanager  from  September  1936  to 
ebruary  1941,  said  Mr.  Richards 
as  most  generous  in  granting 
•ee  time  for  public-interest  causes 
id  had  cancelled  a  number  of 
jonsored  programs  even  though 
;  meant  a  financial  loss.  He  de- 
i  ed  Mr.  Richards  ever  instructed 
m  to  slant  news  in  any  way. 
Now  a  personal  business  man- 
iifii'ement  executive,  Mr.  Tyson  said 
)iat  when  he  became  KMPC  man- 
:t|:j:er  half  of  his  salary  was  paid 
H  the  then-owner  and  half  by  Mr. 
ichards.  Under  cross  -  examina- 
ejion  by  FCC  General  Counsel 
enedict  P.  Cottone  he  denied  he 
■j|.  as  hired  by  the  secretary  of  Bev- 
ly  Hills  Broadcasting  Corp.,  then 
icensee,  rather  than  by  Mr.  Rich- 
ds. 

To  Study  Transcript 

Mr.    Cottone,   noting    that  Mr. 
iijiichards  did  not  become  licensee 
iitil  June  8,  1937,  reserved  de- 
i).iled    cross-examination  pending 
1  opportunity  to  study  the  tran- 
4-ript   of   FCC's    December  1936 
({(earing    on    the    application  for 
ansfer  from  Beverly  Hills  Broad- 
^fjisting. 

Sheriff  Eugene  W.  Biscailuz  told 
:CC  Examiner  James  D.  Cunning- 
am    that    KMPC    carried  free 
anouncements  in  support  of  the 
heriffs  Relief  Assn.,  assisted  him 
lils  county  chairman  of  the  March 
jE  Dimes  for  the  past  12  years,  and 
Dntributed  broadcasts  for  civilian 
efense  and  the  County  Disaster 
elief  Committee. 

j  "I  was  repeatedly  told  by  Mr. 
.ichards  and  Robert  Reynolds,  the 
-;:ation  manager,  that  the  facilities 
KMPC  were  always  open  to  us," 
jheriff  Biscailuz  testified.    He  said 
e  had  "never  heard  anything  un- 
1  jair,  biased,  or  prejudiced"  broad- 
cast on  KMPC. 
i|i  Darise  L.  Darsie,  chief  editorial 
Titer  of  the  Los  Angeles  Evening 
J^^erald  and  Express,  testified  that 
lor  more  than  three  years  KMPC 
iroadcast  weekly  instructions  to 
-OS  Angeles  youngsters  for  collec- 
on  of  salvage  needed  in  the  war 
ffort.     At  its  peak,  he  said  the 
Junior  Army"  had  75,000  mem- 
ers  listening  to  the  Junior  Army 
n  the  March  which  he  originated 
3r  the  Herald  and  Express  on 
J  VMPC. 

He  testified  to  KMPC's  reputa- 


tion for  impartial  treatment  of  re- 
ligious, racial  and  political  groups. 
Under  cross-examination  he  said 
this  testimony  was  based  on  "hear- 
say from  persons  who  listened  to 
the  station." 

Vierling  Kersey,  former  superin- 
tendent of  Los  Angeles  city  schools, 
said  KMPC  made  a  "great  deal"  of 
time  available  to  the  public  school 
system  during  his  tenure,  and  listed 
numerous  programs  which  he  said 
were  prepared  for  children  of  all 
ages. 

Under  cross-examination  by  Mr. 
Cottone,  he  said  he  might  feel  that 
Mr.  Richards  had  made  mistakes, 
but  that  "the  reputation  of  a  man 
permits  a  number  of  mistakes." 

Mr.  Richards,  chief  owner  of 
KMPC,  WGAR  Cleveland  and  WJR 

POLIO  EPIDEMIC 

WYVE  Victim  Gives  Account 

LISTENERS  to  WYVE  Wytheville, 
Va.,    a    community    where  polio 


Mr.    Wear   tape-records  program 
telling  of  his  experience  as  a  polio 
victim. 

struck  hard  this  year,  were  able 
to  get  a  first-hand  account  of  the 
disease's  effect  when  one  of  the 
station's  staff  suffered  an  attack. 

One  week  after  coming  down 
with  polio,  Sidney  Tear,  WYVE's 
commercial  manager  and  disc 
jockey,  was  sent  home  from  the 
hospital.  Not  content  to  mark  time 
until  he  returned  to  the  studios, 
Mr.  Tear  requested  the  station  to 
tape  record  his  1280  Klub  program 
at  home. 

Doing  all  of  the  program  except 
the  music,  Mr.  Tear  told  of  his 
reactions  to  polio  and  attempted  to 
relieve  some  of  the  fear  and  hys- 
teria concerning  the  Wytheville 
epidemic.  The  program,  pronounced 
a  success  by  Arthur  M.  Gates  Jr., 
general  manager  of  WYVE,  is 
being  continued  during  the  five 
weeks  Mr.  Tear  will  be  in  bed. 
Later,  he  will  have  to  go  through 
a  rehabilitation  program  for  treat- 
ment of  slight  paralysis  in  one  leg. 
Detroit,  has  been  accused  of  in- 
structing staff  members  to  slant 


newscasts  against  members  of  the 
late  President  Roosevelt's  family 
and  administration  and  certain 
minority  groups,  and  in  favor  of 
Republicans  and  personalities 
whom  he  likes.  The  licenses  of  the 
three  stations  and  his  proposal  to 
transfer  control  to  a  trusteeship 
are  at  stake  in  the  proceedings, 
which  have  been  in  progress  in  Los 
Angeles  since  mid-June. 

Mayor  Bowron's  testimony  was 
marked  by  frequent  clashes  with 
General  Counsel  Cottone,  whom  he 
accused  of  "acting  like  a  prose- 
cutor." 

On  Mr.  Cottone's  objection,  Ex- 
aminer Cunningham  struck  out 
Mayor  Bowron's  "conclusions"  that 
KMPC  had  been  "unusually  gener- 
ous" in  providing  time  for  city  de- 
partments. But  the  examiner  em- 
phasized that  defense  counsel, 
headed  by  Hugh  Fulton,  would  be 
given  full  opportunity  to  bring  out 
all  possible  facts  along  that  line. 

"I  feel  that  these  three  stations 
are  on  trial  for  their  lives,"  Mr. 
Cunningham  said.  "There  is  the 
overall  issue  as  to  whether  the  con- 
tinuance of  the  station  [KMPC] 
is  in  the  public  interest.  I  intend 
to  give  the  applicants  wide  lati- 
tude to  make  their  showing." 

KMPC  Official  Station 

Mayor  Bowron  said  that  during 
World  War  II  KMPC  "more  or  less 
became  the  'official  station'  for 
broadcasting  all  information  to 
civilian  defense  corps  because  it 
was  the  only  one  which  would  as- 
sure us  of  time  at  regular  inter- 
vals." 

Mayor  Bowron  said  Mr.  Richards 
"is  regarded  as  a  very  patriotic 
American  citizen,"  has  a  "good" 
reputation  for  fairness,  and  "is  not 
prejudiced  against  any  race,  creed, 
or  party,  so  far  as  I  have  ever 
heard." 

Mr.  Cottone  wantel  to  know 
whether  his  testimony  would  be 
affected  if  it  were  established  that 
the  station  owner  had  told  news- 
men to  treat  Jewish  persons  un- 
favorably. 

Mayor  Bowron  replied  that 
"everyone  has  been  unfairly  ac- 


cused" at  times,  and  later  added: 
"There  should  be  no  prejudice 
against  any  color  or  creed.  .  .  . 
A  man  can  be  fair  and  still  have 
a  point  of  view.  There  is  a  lot  of 
difference  between  Mr.  Richards' 
personal  bias  and  the  operation  of 
the  station.  Mr.  Richards  is  a 
man  of  deep  conviction.  The  test 
is,  does  this  bias  and  prejudice  get 
over  the  air?  If  he  has  the  good 
sense  to  have  an  organization  that 
would  stop  this,  my  opinion  would 
be  unchanged." 

The  mayor  offered  his  view  that 
"if  any  radio  station  doesn't  slant 
its  news  against  communism,  it 
has  no  right  to  operate  in  this 
country." 

Opinion  as  Listener 

Mayor  Bowron  said  he  knew  Mr. 
Richards  and  had  "talked  to  him 
by  the  hour  at  his  home,"  but  that 
his  appraisal  of  KMPC  operations 
was  based  on  what  he  knew  as  a 
listener  to  the  station. 

Sheriff  Biscailuz  also  said  he 
was  personally  acquainted  with  the 
station  owner.  When  Examiner 
Cunningham  wanted  to  know 
whether  his  impression  of  KMPC 
fairness  was  based  on  his  associa- 
tion with  Mr.  Richards  and  Gen- 
eral Manager  Reynolds  or  on  news- 
casts he  had  heard,  the  sheriff 
replied:  "Both." 

He  thought  that  if  Mr.  Richards 
was  ever  unfair,  it  was  a  result  of 
deep  patriot^'sm. 

Sidney  W.  Fuller,  who  handled 
a  52-week  series  of  newscasts  on 
KMPC  in  1946-47  as  an  employe  of 
the  sponsor  rather  than  the  sta- 
tion, said  Mr.  Richards  never  called 
him  or  gave  him  any  instructions, 
but  conceded  under  cross-examina- 
tion that  he  had  heard  newscasters 
say  "the  boss  called  them  up  and 
gave  them  'whatever'  for  news- 
casts he  didn't  like." 

E.  R.  Hunt,  manager  of  the 
Hollywood  Social  Security  office, 
testified  to  KMPC's  cooperation  on 
requests  for  time  for  public  serv- 
ice broadcasts. 

At  one  point  in  a  verbal  clash 
between  General  Counsel  Cottone 
and  Joseph  Burns,  associate  coun- 
sel for  Mr.  Richards,  Examiner 
Cunningham  told  the  station  own- 
er's attorney  that  "you  are  under 
a  misapprehension  if  you  believe 
the  Commission  is  ignoring  the 
good  things  about  the  station." 


ROADCASTING 


Telecasting 
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IS  YOUR  TOWER  A  HAZARD? 


CAA  Views  Probleirl 


By  VINCENT  T.  GUCCIONE 

AIDS    AND    HAZARDS  SPECIALIST, 
PLANNING  AND  EVALUATION  DIV. 
CIVIL  AERONAUTICS  ADMINISTRA- 
TION 

NEW  YORK  INTERNATIONAL 
AIRPORT 
JAMAICA,  N.  Y. 

THE  Civil  Aeronautics  Adminis- 
tration is  presently  working  in 
close  coordination  with  the  FCC, 
and  upon  request  from  that  agency, 
undertakes  to  investigate  the  aero- 
nautical hazard  which  may  be  pre- 
sented by  a  transmitting  tower 
required  by  an  applicant  for  a 
radio  or  TV  station.  In  this  re- 
gard, the  CAA  is  charged  with  the 
functions  and  responsibilities  for 
determining  whether  a  structure 
will  violate  existing  criteria  or 
procedures  utilized  for  the  safe 
conduct  of  aircraft  operations. 

Normally,  or  when  so  indicated 
by  the  extent  of  potential  aeronau- 
tical hazard  which  may  be  pre- 
sented by  any  structure  applied  for, 
the  proposal  is  circulated  to  all 
aviation  interests  whose  operations 
are  likely  to  be  affected  by  the 
tower,  for  receipt  of  their  com- 
ments on  the  construction.  This 
procedure  requires  that  an  elapsed 
time  of  30  days  be  permitted  for 
receipt  of  comments  from  the  avia- 
tion agencies  contacted. 

The  receipt  of  all  comments  then 
provides  the  Civil  Aeronautics  Ad- 


P.  Y.I. 

(for  your  information)... 


Cities  grow  'out'  not  'up.'  .  .  . 
Not  reflected  in  population  figures 
are  the  hundreds  upon  hundreds  of 
new  dwellings  and  miles  of  long- 
standing factory  and  residential 
areas  unannexed  by  the  City  of 
Terre  Haute,  so  it's  a  city  of  over 
100,000  people,  with  298,700  in 
the  area,  all  potential  listeners  to 
WTHI,  CBS  plus  top-flight  local  pro- 
gramming. 


WTHI 

R[P.  BY— BOLLINE  CO. 
HewYork- Chicago  "ollywood 
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WHEN  the  FCC  releases  its  freeze  on  television  assignments,  developments 
will  occur  which  will  require  close  cooperation  and  coordination  between 
radio  and  aviation  in  order  that  proposed  towers  can  be  located  so  as  to 
present  a  minimum  amount  of  conflict.  These  situations  are  anticipated 
due  to  the  peculiarities  attending  effective  television  transmissions,  requiring 
line-of-sight  coverage  from  the  transmitter  to  the  ultimate  recipient. 

This  condition  will  necessarily  require  tall  transmitting  structures  adjacent 
to  areas  of  concentrated  population,  considered  a  favorable  potential  market 
from  a  radio  standpoint.  As  we  all  know,  areas  of  dense  population  usually 
have  adjacent,  a  terminal  airport  to  provide  aviation  services. 

It  is  the  purpose  of  this  article  to  make  known  to  the  radio  industry  the 
problems  which  must  be  studied  by  the  aviation  interests  in  the  event  tall 
transmitting  structures  are  erected  adjacent  to  airports  or  along  highly 
traveled  civil  airways,  it  is  believed,  too,  that  in  your  knowledge  of  these 
problems,  and  with  the  aviation  industry  recognizing  the  needs  of  the  radio 
interests,  there  will  be  a  greater  likelihood  of  mutual  understanding  be- 
tween the  two,  with  the  result  that  the  site  locotions  proposed  for  television 
transmitting  stations  may  be  so  situated  that  they  will  not  be  deemed  ob- 
jectionable from  an  oeronautical  standpoint,  and  still  provide  the  transmitting 
coverage  required. 

The  Civil  Aeronautics  Administration  is  desirous  of  extending  to  the 
applicant  for  a  radio  station  whatever  assistance  may  be  required  so  that 
the  conditions  mentioned  above  will  be  met.  Such  requests  for  assistance 
may  be  made  of  the  CAA  Regional  Administrator  in  your  locality,  who  will 
offer  you  full  cooperation  leading  to  the  ultimate  accomplishment  of  your 
project. 


ministration  with  a  thorough  cross- 
section  and  blend  of  opinions  as 
expressed  by  the  aviation  interests, 
which  views  are  then  finally  evalu- 
ated in  the  CAA  regional  office  in- 
volved, to  determine  the  position 
to  be  assumed  by  the  CAA  in  the 
matter.  In  some  instances,  where 
disapproval  is  indicated  by  the 
comments  received,  it  is  often  pos- 
sible to  resolve  the  situation 
equitably  by  minor  adjustments  of 
aeronautical  criteria  affected,  or 
slight  relocation  of  the  site  pro- 
posed. 

Many  Factors  Involved 

Many  things  must  be  considered 
in  the  evaluation  of  a  problem  of 
this  type.  It  is  necessary,  for  in- 
tance,  to  determine  the  location  of 
the  construction  site  with  reference 
to  airports  and  airways  in  the 
vicinity.  CAA  investigation  will 
further  reveal  whether  there  are 
existing  structures  of  comparable 
height  in  the  area  which  will  tend 
to  shield  the  proposed  tower.  It  is 
necessary  to  study  the  terrain  in 
the  vicinity  of  the  site,  with  the 
possibility  that  this  will  be  the 
influencing  factor  in  determining 
the  minimum  flight  altitude  or  ap- 
proach altitude  which  is  estab- 
lished for  the  safe  conduct  of 
flights  either  along  an  airway  or 
into  an  airport. 

To  elucidate  this  point:  Com- 
mercial aircraft  flights  are  usu- 
ally cleared  to  follow  civil  air- 
ways which  can  be  compared  to 
highways  in  the  sky.  Along  the 
airways,  the  CAA  maintains  and 
operates  visual  and  electronic  aids 
for  the  use  of  the  airman.  These 
electronic  aids  are  sometimes  used 
as  fixes  for  enroute  traffic,  and 
again  may  be  utilized  in  a  man- 
ner which  may  be  compared  to  a 
traffic  signal  indicating  to  the 
pilot  that  he  is  permitted  from 
that  point  forward  to  descend 
from  his  normal  cruising  altitude 
to  an  altitude  which  would  permit 


a  safe  and  comfortable  approach 
into  the  airport  which  may  be  his 
destination.  Sudden  or  accel- 
erated descents  from  any  point 
will  usually  cause  air  passenger 
discomfort  and  may,  in  fact,  create 
a  definite  danger  for  the  aircraft 
attempting  to  land. 

The  Civil  Airway  can  be  lik- 
ened to  a  highway  system  where 
the  traffic  is  controlled  by  laws 
and  regulations  designed  and  en- 
forced for  the  safety  of  motorists. 
With  the  ever  growing  number  of 
these  air  roads,  it  becomes  in- 
creasingly essential  that  construc- 
tion sites  for  radio  towers  be  so 
located  so  that  they  will  present 
a  minimum  amount  of  potential 
danger  to  the  airplane  traveler. 

A  Technical  Standard  Order 
(TSO  N18)  has  recently  been 
issued  by  the  Administrator  of 
Civil  Aeronautics  which  has  for  its 
subjects  "Criteria  for  Determining 
Obstructions  to  Air  Navigation." 
In  the  standard  order,  an  attempt 
has  been  made  to  provide  a  uni- 
form criteria  for  such  determina- 
tions, and  has  been  developed  by 
the  CAA  in  coordination  with  the 
FCC,  the  Dept.  of  Defense,  and 
appropriate  branches  of  the  avia- 
tion and  radio  broadcasting  in- 
dustries. 

These  criteria  will  be  applied 
by  all  affected  agencies  in  their 
determination  of  when  a  structure 
may  become  an  aeronautical  haz- 
ard. The  investigations  conduct- 
ed by  the  CAA  to  evaluate  a 
potential  aeronautical  danger  pre- 
sented by  a  ground  structure 
must,  of  necessity,  be  individual 
for  each  construction  studied.  In 
one  instance,  a  problem  may  be 
created  for  the  airway  on  which 
the  structure  may  be  situated. 
When  investigating  such  a  case, 
the  air  traffic  along  the  airway  is 
considered  and  the  minimum  en- 
route  instrument  altitudes  which 
have  been  established  for  the  safe 


conduct  of  flights  along  the  airwa;,*^ 
are  reviewed. 

The  minimum  altitudes  are  e 
tablished  by  the  CAA  in  such  ij, 
manner  so  that  under  instrumenl.. 
conditions,  aircraft  will  clear  al' 
ground  obstacles  in  average  te: 
rain  by  at  least  1,000  feet  for  fiv 
miles  either  side  of  the  course  ir 
tended  to  be  flown.    Clearance  ' 
all  ground  structures  by  at  lea; 
2,000  feet  is  considered  necessar 
in  mountainous  areas. 

Instrument  Flight  Aids 

Instrument  flight  is  accomplishe 
by  use  of  radio  aids  when  it  is  in 
possible,   due  to   visibility  cond 
tions,  to  maintain  visual  contac 
with  the  ground.    In  another  cas 
the  tower  may  be  in  such  a  locatic 
with  reference  to  an  airport  as  t  . 
affect  landing  procedures  for  aiu  s 
craft  approaching  the  field  or  man 
be  ■within  the  approach  zones  o 
runways   and   interfere  with  th. 
glide  ratios  in  effect  for  the  rurj 
way  involved.  'J 

Due  to  the  technical  aspects  c^' 
the  criteria  developed  for  detei." 
mination  and  evaluation  of  hai^' 
ards  to  air  navigation,  it  is  nc|" 
considered  feasible  nor  essential  tl: 
include  in  this  article  all  of  th-s- 
factors  that  need  to  be  consideref- 
in  the  over-all  analysis  of  a  prol 
lem  of  this  type.  However,  there  i 
set  forth  herein  an  outline  descrij 
tion  of  the  areas,  critical  from  a 
aviation  standpoint,  which  are  a 
ways   carefully   studied   in  thes 
cases. 

Ground  structures  which  projec 
above  an  aircraft  landing  area  i 
excess  of  the  limitations  to  be  mer 
tioned  later  in  the  article,  shall  t 
considered  obstructions  to  air  nav: 
gation.  The  approach  surface  i 
an  airport  is  an  inclined  plar 
located  directly  above  the  approac- 
area.  The  dimensions  of  the  aj 
proach  area  are  measured  horizoi 
tally  and  vary  slightly  with  th; 
class  airport  involved. 

The  class  of  an  airport  is  deter 
mined  by  the  length  of  runwaj' 
usable  for  take-off  and  landing  c' 
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rcraft,  and  are  classified  and 
kmed  as  follows: 


kondary 
eder 

link  Line 
press  . . . 


Runway  lengths  of 

2,301  to  3,000  ft. 
3,001  to  3,500  ft. 
3,501  to  4,200  ft. 
4,207  to  5,000  ft. 


For  the  purpose  of  this  article, 
I  will  suffice  to  say  that  the  aver- 
se dimension  of  an  approach  zone 
►r  a  non-instrument  runway  is 
0  feet  wide  at  the  runway  end 
lid  flares  uniformily  to  2,500  feet 
a  distance  of  approximately  two 
liles.  The  similar  zone  for  an  in- 
Ijrument  runway  on  civil  airports 
1,000  feet  wide  at  the  end  of  the 
inway  and  flares  to  a  total  width 
'  4,000  feet  at  a  distance  of  ap- 
nijat-oximately  two  miles.    The  slope 
t:  the  approach  zone  for  instrument 
[inways  is  50 :1,  extending  outward 
.^om  the  end  of  the  runway  ap- 
Lijiroximately  two  miles.     For  all 
;;her  runways  not  intended  for  in- 
^rument  operation,  the  slope  de- 
lii'red  to  be  protected  by  the  admin- 
upitration  is  40 :1. 

Permanent  Obstructions 
■  Investigation  of  a  particular 
't"oblem,  of  course,  will  reveal  that 
A  some  instances  these  slopes  are 
,^Dt  practical  because  of  existing 
^rmanent  obstructions  which  will 
bcessarily  restrict  the  glide  ratios 
jentioned  before. 

The  approach  zones  are,  of 
mrse,  most  critical,  and  under  the 
^iBw  Technical  Standard  Order,  an 
jject  more  than  100  feet  above 
round  within  three  miles  of  the 
j  jtinway  and  increasing  above 
ground  in  the  proportion  of  25 
iset  for  each  additional  mile  out- 
!ard  from  the  runway,  but  not  to 
jCceed  250  feet  vdthin  10  miles  of 
iie  runway  end,  is  considered  an 
iDstruction  to  air  navigation. 
j[  Locations  other  than  those  men- 
oned  may  also  present  an  aero- 
autical  problem  because  a  tower 
lay  be  so  located  with  reference  to 
atural  terrain  features  as  to  con- 
;itute  a  hazard  to  the  itinerant 
rivate  pilot,  or  to  local  small  plane 
jjijjPerations. 
I  These  considerations,  taken  into 
pcount  in  the  evaluation  of  any 
articular  case,  merely  give  an 
jdication   as   to   the   many  and 
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varied  aspects  of  an  investigation 
which  must  be  made  by  the  Civil 
Aeronautics  Administration  prior 
to  a  comment  being  forwarded  to 
the  Commission  for  its  ultimate 
decision. 

We  believe  that  it  is  advisable 
for  the  applicant  for  a  new  trans- 
mitting tower  to  investigate  the 
aeronautical  phases  of  his  problem 
prior  to  the  time  that  final  plans  for 
the  project  are  developed.  It  is 
suggested  also  that  an  investigation 
be  made  with  local  building  au- 
thorities having  jurisdiction  over 
the  construction  site  area  to  deter- 
mine if  any  municipal  or  state 
ordinances  exist  which  may  control 
the  erection  of  high  structures  in 
that  particular  locality.  Civil  Aero- 
nautics Administration  representa- 
tives in  each  region  will  be  eager 
to  assist  in  determining  whether 
the  location  and  the  site  of  the 
structure  will  present  an  aero- 
nautical hazard  for  aircraft  operat- 
ing in  the  locality. 

Valuable  Assistance 

You  will  find  that  the  CAA  per- 
sonnel contacted  will  not  treat  your 
problem  arbitrarily,  but  rather  will 
offer  valuable  assistance  in  deter- 
mining whether  the  proposed  con- 
struction will  be  dangerous  to  air 
traffic.  An  earnest  effort  should 
be  made  to  the  end  that  the  loca- 
tion chosen  will  be  least  objection- 
able from  an  aeronautical  stand- 
point, yet  will  adequately  provide 
the  desired  radio  service. 

In  the  past,  it  has  been  found 
that  the  relocation  of  a  site  as 
suggested  by  CAA  personnel  could 
mean  the  difference  between  the 
creation  of  a  severe  menace  to  air 
traffic  and  an  obstruction  which 
when  adequately  marked,  would 
■  not  prove  unduly  dangerous. 

Ground  studies  can  usually  be 
conducted,  and  whenever  necessary, 
flight  checks  of  proposed  sites  will 
be  made.  Thus,  the  applicant  will 
have  reasonable  assurance  that 
his  structure,  when  erected,  will 
not  present  an  excessive  aero- 
nautical danger,  and  he  will  there- 
fore be  safeguarding  the  lives  of  air 
travelers  as  well  as  his  own  in- 
stallation insofar  as  possible. 

In  view  of  these  facts,  it  may 
be  well  for  the  official  of  a  radio 


station  who  expects  to  undertake 
the  construction  of  a  new  tower  to 
utilize  the  following  procedure 
prior  to  preparing  final  plans  for  a 
jiew  transmitting  tower. 

(1)  Determine  which  CAA  re- 
gional office  has  jurisdiction  over 
the  proposed  construction  site  loca- 
tion. 

(2)  Request  informal  advice  from 
the  CAA  and  municipal  authorities 
for  the  construction,  at  the  site 
proposed  and  height  specified  prior 
to  making  final  commitments  for 
the  purchase  of  land,  conducting 
radio  propagation  tests,  etc. 

(3)  Obtain  recommended  hazard 
painting  and  obstruction  lighting 
recommendations  from  the  CAa 
for  inclusion  in  construction  speci- 
fications. 

(4)  Submit  formal  application 
to  the  FCC  for  the  site  desired,  so 
that  official  and  formal  recom- 
mendations can  be  furnished  by 
the  CAA. 

If  it  is  found,  after  aeronautical 
analysis  and  evaluation,  that  a 
degree  of  hazard  will  be  presented 
by  the  tower  to  be  erected,  suitable 
hazard  painting  and  obstruction 
lighting  recommendations  will  be 
offered  to  the  Commission  for  in- 
clusion in  its  construction  permits. 
Here  again,  the  recommendations 
offered  will  not  arbitrarily  be  made, 
but  will  be  based  on  an  intensive 
study  of  the  problem,  and  only  such 
marking  will  be  recommended  as  is 
considered  essential  to  safeguard 
lives  and  property,  both  airborne 
and  on  the  ground. 

Some  Marking  Omitted 

In  certain  instances,  of  course, 
day  marking  may  not  be  required, 
due  to  the  fact  that  the  tower  may 
be  so  located  with  reference  to 
other  structures  that  such  mark- 
ing will  serve  no  useful  purpose. 
The  colors  utilized  should  be  inter- 
national orange  and  white,  since 
these  color  are  recommended  na- 
tional standards  to  denote  hazards 
to  air  traffic. 

The  hazard  lighting  of  a  radio 
tower  may  be  discussed  with  a 
CAA  representative  for  possible 
inclusion  in  construction  contracts 
and  specifications,  but  it  is  well  to 
note  that  only  after  a  formal 
opinion  is  forwarded  to  the  FCC, 
will  such  lighting  be  made  a  part 
of  the  construction  permit  issued 
by  that  agency. 

In  general,  the  CAA  provides 
suggestions  for  marking  and  light- 
ing, based  on  heights  above  ground, 
and  location  on  airways  or  prox- 
imity to  airports.  It  should  be 
recognized,  however,  that  these 
suggestions  must  be  considered  in 
a  more  or  less  general  sense  until 
a  final  evaluation  is  made  by 
physical  study  to  determine  the 
actual  aeronautical  hazard  created. 

The  CAA,  therefore,  feels  that 
standard  marking  specifications 
prescribed  are  not  applicable  to  all 
structures  within  certain  height 
limitations.  For  example,  a  struc- 
ture of  a  particular  height  may  be 
so  situated  as  to  present  such  an 
unusual  hazard  to  aeronautical 
operations,  that  obstruction  mark- 
(Conthiued  on  page  82) 
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IN  Dallas  Sept.  4-5  to  receive  "Oscars  of  the  fashion  industry"  at  the  Neiman- 
Marcus'  Mid-Century  of  Fashion  Exposition,  this  group  appeared  before  the 
microphones  during  a  visit  to  the  WFAA  Dallas  studios.  Gardner  Cowles  (I), 
president  of  Cowles  Broadcasting  Co.  (KRNT  Des  Moines,  WNAX  Sioux  City- 
Yankton,  WCOP  Boston),  registers  amusement  at  the  goings-on  of  (I  to  r) 
Bonnie  Cashin,  American  fashion  designer;  Pauline  Trigere,  Paris  designer; 
Gloria  Swanson,  movie  star;  Fleur  Cowles,  wife  of  Gardner  Cowles,  and 
Julie  Benell,  WFFA  woman's  editor,  on  whose  show  the  visiting  celebrities 
were  interviewed.  Mr.  and  Mrs.  Cowles  were  cited  for  "a  fresh  interpretation 
of  fashion  through  newspapers,  radio  and  magazines." 


Heavy  Grid 

(Continued  from  page  19) 
night,  Game  of  The  Week,  will  be 
sponsored. 

Though  telecasts  of  some  profes- 
sional and  college  games,  such  as 
the  Big  Ten,  are  barred  in  various 
parts  of  the  country,  there  is  every 
indication  that  television  will  find 
a  bigger  football  audience  than 
ever  before.  Atlantic,  for  example, 
will  spend  more  football  money  on 
TV  this  year  than  in  1949. 

Both  Atlantic  and  Tidewater  ex- 
pect their  total  radio-TV  football 
budgets  to  be  fatter  this  year. 
Tidewater,  among  the  West  Coast's 
top  football  sponsors,  launches  its 
24th  straight  year  of  football 
broadcasting  with  over  5,000  hours 
of  airtime  on  some  120  stations  in 
the  western  states,  Alaska  and 
Hawaii. 

Atlantic  hopes  to  work  out  the 
final  details  of  its  extensive  foot- 
ball schedule  in  a  few  days,  accord- 
ing to  Richard  Borden,  advertising 
manager.  The  task  of  building  cus- 
tom hookups  to  provide  local-inter- 
est games  in  Atlantic's  Eastern 
Seaboard  marketing  area  involves 
a  lot  of  work,  he  said  on  the  eve 
of  the  company's  fall  schedule. 

A  few  games  will  be  carried 
Sept.  23,  he  told  Broadcasting, 
but  the  main  schedule  will  get 
underway  Sept.  30. 

Atlantic  is  "pretty  well  set"  on 
game  rights,  according  to  Mr.  Bor- 
den, with  competition  running  stif- 
fer  for  some  games.  Many  of  the 
AM  and  television  stations  have 
been  picked. 

Higher  Budget 

The  total  radio-TV  budget  for 
1950  will  run  a  little  above  the  1949 
total,  he  said.  A  higher  percentage 
of  the  total  will  go  into  TV,  with 
radio  taking  a  corresponding  cut. 

Mr.  Borden  said  Atlantic's  sched- 
ule will  not  be  quite  as  localized  as 
was  the  case  in  the  last  14  years 
of  company  football  sponsorship. 
Where  games  will  have  an  interest 
in  broader  areas,  Atlantic  will  use 
larger  stations.  This  will  mean 
some  curtailment  of  high  school 
games  with  more  emphasis  on  pop- 
ular college  games. 

Long  one  of  the  largest  buyers 
of  radio  sports,  Atlantic  will  have 


a  double  objective  in  its  commer- 
cials. First  the  company,  as  a 
manufacturer,  will  promote  its 
brand  names  and  emphasize  quality 
of  its  gasoline,  oils,  lubrication  and 
related  products.  Second,  the  spon- 
sor will  use  copy  with  more  "sell" 
in  it.  This  will  be  designed  to  in- 
duce people  to  drive  into  Atlantic 
service  stations. 

Mr.  Borden  said  Atlantic  will 
continue  its  dignified  commercial 
format,  avoiding  advertising  that 
is  offensive  to  listeners.  Particu- 
larly, Atlantic's  announcers  are 
cautioned  not  to  let  commercials 
interfere  with  actual  play.  For  ex- 
ample the  company  will  use  20- 
second  commercials  in  30-second 
breaks  to  prevent  any  interference 
with  the  game.  Some  innovations 
are  planned  in  TV  commercials. 

Again  Atlantic  will  substitute 
mid-season  consultations  with  an- 
nouncers for  the  pre-season  train- 
ing courses  it  used  for  more  than 
a  decade.  Mr.  Borden  said  most 
Atlantic  sports  announcers  have 
been  thoroughly  trained  in  the 
company's  sports  techniques  and  do 


not  need  pre-season  coaching.  After 
the  season  is  underway,  he  ex- 
plained, the  lessons  learned  from 
observation  of  each  announcer  will 
provide  material  for  refresher 
courses. 

While  Atlantic  and  N.  W.  Ayer 
&  Son,  its  agency,  will  not  an- 
nounce the  schedule  for  a  few  days 
it  is  known  that  the  lineup  will 
consist  of  regional  hookups  based 
on  regional  interest. 

In  New  England  the  schedule 
will  include  games  of  Harvard, 
Princeton  and  Boston  College  on 
radio  and  TV.  In  addition  Brown 
and  Holy  Cross  games  will  be  cov- 
ered. Dartmouth  and  Yale  are  on 
the  1950  schedule. 

As  already  stated,  a  composite 
Harvard-Princeton  schedule  will  be 
carried  on  part  of  the  NBC  tele- 
vision network. 

New  York  State  hookups  will 
carry  Syracuse  and  Cornell  games. 
The  Eastern  Pennsylvania  situa- 
tion is  unsettled  but  it  is  under- 
stood Atlantic  has  been  negotiating 
for  rights  to  Penn  games.  Franklin 
&  Marshall  games  will  be  carried 
in  the  Lancaster  area. 

In  Western  Pennsylvania  the 
schedule  includes  games  of  Pitt 
and  Penn  State.  For  some  weeks 
Atlantic  has  been  broadcasting  ex- 
hibition games  of  the  professional 
Pittsburgh  Steelers  and  it  will 
continue  through  the  season. 

The  lineup  of  top  gridiron  clas- 
sics includes  Princeton,  Navy, 
Duke,  North  Carolina  and  Ohio 
State.  A  special  hookup  will  carry 
a  composite  schedule  of  Furman, 
South  Carolina  and  Clemson  games. 

In  all,  games  of  about  50  col- 
leges will  be  sponsored  by  Atlantic 
including  away-f rom-home  contests 
of  the  basic  teams  on  the  com- 
pany's list.  A  relatively  small  num- 
ber of  high  school  games  will  be 
sponsored. 

Among  outstanding  games  on  the 
schedule,  judging  by  pre-season 
forecasts,    will    be  Yale-Harvard, 


Princeton  -  Cornell,  Navy  -  Nortl 
westei'n,  Navy-Tulane,  Nav; 
Southern  California.  Ohio  Stat 
Rose  Bowl  winner,  will  be  spor 
sored  in  Cleveland.  \ 

The  season  marks  Atlantic's  15t 
year  of  football  broadcasting  ar 
11th  year  in  TV. 

For   Tidewater,  a  team  of  3 
sportscasters   will   be   utilized  t 
handle  some  95  games  of  16  west- 
ern colleges  and  universities.  Ra- 
dio hookup,  each  year  the  largest 
grouping  of  radio  power  on  th: 
Coast,  including  NBC  Pacific  Coast 
Network  (12  stations);  NBC's  Ari 
zona  group  (seven  stations)  ;  thre 
NBC   outlets   in   Idaho;  Mutual 
Don  Lee  western  network  (45  sta 
tions)  ;    Intermountain  Network 
in  Utah  and  Idaho  (nine  and  fou 
stations  respectively)  ;  Alaska  As 
sociated  Network  (eight  stations) 

Independents    and    other  "de 

tached"  network   affiliates   signet  i 

by  Tidewater: 

KROW    Oakland,    KSFO    and  KYi? 
San  Francisco,  KSJO  San  Jose,  KMPC  , 
Los     Angeles,     KGER     Long  Beach" 
KGNS    Hanford,     KWKW    Pasadena  - 
KWSD     Mt.     Shasta,     KNYC     Yreki  ^ 
KHUM  Eureka,  KSUE  SusanviUe,  al  ': 
CaUfornia;  KDOL  The  Dalles,  KWRC  :t 
Pendleton,  KLBM  Le  Grande,  KWRC  , 
Coquille,  KBKR  Baker,  KSRV  Ontario 
KUGN  Eugene,  all  Oregon;  KDYL  SaU  » 
Lake   City,  Utah;   KRAM  Las  Vegas;  !\ 
KOH  Reno,  both  Nevada;  KBIO  Bur  . 
ley,    KSPT    Sandpoint,    both    Idaho:  i 
KCLX  Colfax,  Wash.;  KGU  and  KHO^,  i 
Honolulu,  KIPA  Hilo,  all  Hawaii. 

San  Bruno  Relay 

Also  in  Tidewater's  plans  is  thi 
feeding  of  games  to  KSBR-FM  Sai 
Bruno,   Calif.,  a   125  kw  statioi 
transmitting  from  Mt.  Diablo  ii 
central  California.    KSBR  has  i 
working  agreement  with  some  2(-  j 
small  AM  and  FM  independents  ii 
the  state  to  service  them  with  pro 
grams.    It  was  undetermined  las  ; 
week  whether  KSBR  would  rela;  ' 
football     broadcasts    under    thi;  " 
agreement.  ^ 

Negotiation  still  was  underwa:  ' 
by  Tidewater  to  add  5-10  more  in  ^ 
dependents  to  the  firm's  sports  net-  i 
works  "to  provide  the  fullest  pos'  ^' 
sible  coverage"  in  the  states  maid'  ^ 
ing  up  the  company's  market  arfea^' 

It  was  explained  that  constan 
realignment  of  stations  in  indivi  ■ 
dual  segments  for  the  reception  o 
games  of  interest  to  the  particula-  • 
home  region  poses  a  season-Ion;  > 
traffic  problem  which  keeps  the  ful  ■ 
staff  of  Tidewater's  advertisin;  " 
and  public  relations  workers  busj  t 

Top  Western  football  classics  ex  - 
pected  to  draw  the  most  listener ' 
and  hence  the  most  stations  ar 
California  vs.   Stanford    (70  sta 
tion   network   and   shortwaved  t  f 
Manila     for     AM  rebroadcast) 
USC-Notre  Dame    (65  stations) 
California  vs.  Oregon  and  USC 
Stanford   (both  to  60  stations). 

Exclusive  rights  held  by  Tide 
water  put  such  big  football  name 
as  California    (in  the  Rose  Bo^^ 
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it  year),  Stanford,  USC,  UCLA, 
\egon  State  and  Oregon  U., 
Washington  State  and  Washington 
i.  Idalio  (all  Pacific  Coast  Con- 
ence  schools)  ;  St.  Mary's, 
K-ola,  Santa  Clara,  Nevada,  U. 
;San  Francisco,  (also  some  Col- 
re  of  Pacific,  San  Jose  State 
hies)  under  its  coverage  wing. 
[The  television  sponsorship  by 
Sewater  is  still  undecided.  As 
[last  week,  the  firm,  which  spon- 
aj-ed  TV  football  in  San  Francisco 
:t  past  two  years,  had  made  no 
ftnite  arrangements  for  telecast- 
r  games  this  year.  However, 
^  door  still  is  open,  it  was  said. 

rights  to  all  games  of  the 
bific  Conference  teams  have 
itn  acquired  by  Hoffman  Radio 
/•^p.  of  Los  Angeles  and  a  Tide- 
liter  spokesman  admitted  his 
Upany  would  be  interested  in 
boasting  some  of  the  non-con- 
aence  games. 

it'ov  three  of  the  games,  Hoffman 
il  lease  two  microwave  relays, 
>  from  Los  Angeles,  the  other 
^jm  San  Francisco.  Cost  report- 
ly  is  about  $1,600  per  micro- 
|ved  game. 

(floffman  will  sponsor  13  home 
jnes  of  California  and  Stanford 
llpectively  on  KPIX  (TV)  and 
;'rO-TV,  both  San  Francisco. 
jLjnder  terms  of  Hoffman  Radio's 
jreement  on  conference  games, 
!  company  guarantees  a  mini- 
um gate  for  every  contest  tele- 

I  Cjt  based  on  the  average  gross 

I I  each  game  over  a  period  of 
1  <ltrs.    If  the  gross  falls  short  of 

average,  Hoffman  will  make 
the  difference — up  to  20  9r  of 
S'  gross. 

'  Admiral  Deal 

Jnder  a  unique  West  Coast  deal, 
"i^BH  (TV)  Hollywood,  Admiral 
fCp.  and  Herbert  H.  Horn  Inc., 

al  distributor,  may  take  a  finan- 

1  loss  because  of  a  minimum  sea- 
j]-al  gate  guarantee  for  the  Los 
i,geles  Rams  professional  teams. 
X^ttendance  at  the  first  two  games 
illjj  nearly  50%  under  the  antici- 
iked  figure.  The  team  is  guaran- 
Id  a  $575,000  gate.  If  the  Rams 
y  .-n  out  to  be  a  pennant  contender 
(|!  guarantee  will  be  topped, 
[jpuld  the  eight-game  total  be 
Hps  than  the  guarantee,  the  sta- 
flii  and  sponsor  will  make  up  the 
jlBt  $180,000.  KNBH  then  will 
Jlke  up  any  remaining  deficit. 
ii!bitrary  quotas  have  been  set  for 
g \th  game. 

jjjjin  the  Midwest,  American  Trust 
South  Bend,  Ind.,  will  sponsor 
ly-by-play  of  the  U.  of  Notre 
me  games  for  the  12th  consecu- 
■e  season.    Games  will  originate 
jllj  WSBT   South  Bend  with  Joe 
land,  the  station's  sports  direc- 
;j  )■,  handling  description.  WSBT 

« ■(  ' 


!  Nation's  Richest  Farm  Market 

3l  Retail  Sales,  1949,  18%  above  M\ 
Nation's    Average — 1950 — higher,  \ 


ON  the  eve  of  his  departure  for  the 
Army  Air  Forces,  for  which  he  volun- 
teered, Donald  Revello  (I),  19,  traf- 
fic clerk  at  WOR  New  York,  shakes 
hands  with  J.  R.  Poppele,  vice  presi- 
dent of  the  MBS  outlet.  A  Yonkers, 
N.  Y.,  resident,  Mr.  Revello  is  the 
first  to  leave  WOR  for  military  serv- 
ice in  the  current  war  crisis. 

also  will  feed  the  schedule  to  more 
than  15  stations  in  the  East  as 
well  as  the  Midwest.  They  in- 
clude: WPBC  Minneapolis,  WCFL 
Chicago,  WGL  Fort  Wayne,  WERE 
Cleveland,  WBBW  Youngstown, 
WQAN  Scranton,  WRYO  Roches- 
ter, WPEN  Philadelphia,  WOKO 
Albany,  WHAY  New  Britain, 
Conn.,  WMCA,  New  York,  WCAV 
Norfolk,  WTNJ  Trenton,  WBMD 
Baltimore. 

Full  10  game  schedule  of  the  Mis- 
souri U.  Tigers  will  be  sponsored 
by  MFA  Mutual  Insurance  Co. 
on  17  stations  on  the  Missouri 
Sports  Network.  Several  other 
stations  may  be  added  if  local 
sponsors  are  obtained,  according 
to  J.  M.  Silvey,  president,  MFA. 
Publicity  for  the  sports  coverage  is 
being  handled  by  MFA's  director 
of  advertising,  W.  Judd  Wyatt. 
Broadcasting  team  will  be  made  up 
again  (this  is  MFA's  second  year) 
of  Mahlon  Aldridge,  general  man- 
ager, KFRU  Columbia  and  Wilbur 
(Sparky)  Stalcup,  Missouri  U. 
basketball  coach. 

stations  in  this  network  are  KFRU 
Columbia,  KHMO  Hannibal,  KFEQ  St. 
Joseph,  KWTOf  Springfield,  KMMO 
Marshall,  KXEO  Mexico,  KIRX  Kirks- 
ville,  KWRE  Warrenton,  KDRO  Sedalia, 
KWOS  Jefferson  City,  KDMO  Carthage, 
KWPM  West  Plains,  KBOA  Kennett, 
KCHI  Chillicothe,  KSGM  Ste.  Gene- 
vieve, KFVS  Cape  Girardeau,  KFSB 
Joplin. 

Brewery  Sponsor 

WCFL  Chicago  will  carry  all 
Chicago  Cardinals  pro  football 
schedule  sponsored  by  Atlas  Prager 
Brewing  Co.  and  also  the  full  Notre 
Dame  schedule.  The  latter  schedule, 
a  favorite  among  a  number  of 
sponsors  and  stations,  also  will  be 
carried  in  sections  by  other  sta- 
tions with  Motorola  paying  the  bill. 

WCCO  Minneapolis-St.  Paul  has 
announced  Standard  Oil  of  In- 
diana's purchase  of  U.  of  Minne- 
sota games  for  the  sixth  straight 
year.  Behind  the  mike  will  be 
Halsey  Hall  and  Stew  MacPherson. 
Also  sold  by  the  station  are  two 
sports  programs,  according  to  Carl 
S.  Ward,  sales  manager.  Juster 
Bros,  clothing  store  (Bozell  & 
Jacobs,  Minneapolis  advertising 
agency)  sponsors  Bernie  Bierman 
Football  Show,  Sundays;  G.  N. 
Coughlan  &  Co.  for  Chimney  Sweep 
(A.  W.  Lewin,  New  York,  agency) 
picks  up  the  tab  for  Time  Out  For 


Sports,  Saturdays. 

Also  announced  in  the  past  fort- 
night were  Standard  Oil's  sponsor- 
ship of  home  and  away  games  of 
the  Chicago  Bears  professionals 
over  WIND  Chicago;  WTMJ  Mil- 
waukee's airing  of  nine  Wisconsin 
U.  games,  and  KOA  Denver  broad- 
casts of  all  U.  of  Colorado  football 
games.  For  the  latter,  KOA  and 
the  advertiser  are  teaming  up  for 
the  fourth  straight  year  to  cover 
Colorado's  contests. 

Another  traditional  sports  spon- 
sor already  injecting  itself  in  the 
sales  picture  is  Chevrolet  Dealers. 
As  reported  by  Broadcasting  the 
following  contracts  have  been 
signed: 

Virginia  U.  over  WRNL-ABC 
Richmond  by  Virginia  Chevrolet 
Dealers  Assn.  Games  to  be  fed  to 
a  23  station  network  in  the  Cavalier 
state. 

Film  coverage  of  Ohio  State  U.'s 
fall  schedule  over  WBNS-TV  Co- 
lumbus, Ohio,  telecast  Sundays 
(because  of  Big  Ten  ruling)  by 
Columbus  Chevrolet  Dealers. 

Full  schedule  of  U.  of  Maryland 
games  to  be  aired  on  a  10-station 
regional  network,  originating  at 
WITH  Baltimore,  by  Chevrolet 
dealers  located  in  Maryland,  Dela- 
ware, West  Virginia  and  Washing- 
ton, D.  C. 

Sylvania  Games 

In  Philadelphia,  Sylvania  Prod- 
ucts Corp.  will  sponsor  a  seven 
top-notch  game  schedule  over 
WIBG  that  city,  according  to  Ed- 
ward D.  Clery,  general  manager  of 
the  independent. 

In  Virginia  the  following  are 
additional  sponsorships  reported  to 
Broadcasting:  American  Oil  Co. 
again  will  add  WLOW  Norfolk  to 
its  pro  football  broadcasting  net- 
work featuring  Washington  Red- 
skins games.  WLOW  is  promoting 
the  games  on  20  billboards  in  the 
city. 

Details  are  set  for  exclusive 
broadcast  rights  of  all  U.  of  Rich- 
mond home  and  away  games  over 
WXGI  Richmond.  Cities  Service 
Gas  products  sponsors  the  10  game 
series.  Contract  was  closed  between 
Graeme  Zimmer,  WXGI  vice  presi- 
dent, and  J.  D.  Lawrence,  manager. 
National  Oil  Co.  (Cities  Service 
distributor). 


A  15-minue  weekly  film  program 
Friday  evenings  begins  for  13- 
weeks  on  WMAR-TV,  the  Sun- 
papers  TV  outlet  in  Baltimore. 
Sponsored  by  Globe  Brewing  Co. 
(Arrow  Beer)  and  called  Dick 
DunkeVs  Football  Forecasts,  the 
show  features  action  shots  of  col- 
lege and  university  football  and 
presents  scientific  computed  rat- 
ings of  strength  and  expectations. 
Agency  is  Joseph  Katz  Agency. 


EISENHOWER 

Backs  World  Radio  Plan 

SUPPORT  for  expansion  of  U.  S. 
radio  abroad — to  fight  Communist 
lies  with  the  truth — was  given  last 
Monday  by  Gen.  Dwight  D.  Eisen- 
hower. 

Speaking  in  the  Denver  city 
auditorium  to  open  the  interna- 
tional Crusade  for  Freedom,  Gen. 
Eisenhower  said,  "We  need  power- 
ful radio  stations  abroad,  operated 
without  government  restrictions, 
to  tell  in  vivid  and  convincing  form 
about  the  decency  and  essential 
fairness  of  democracy." 

"These  stations  must  tell  of  our 
aspirations  for  peace,  our  hatred 
of  war,  our  support  of  the  United 
Nations,"  he  said,  "and  our  con- 
stant readiness  to  cooperate  with 
any  and  all  who  have  these  same 
desires."  General  Eisenhower  ex- 
plained "the  crusade  will  provide 
for  the  expansion  of  Radio  Free 
Europe  into  a  network  of  stations. 
They  will  be  given  the  simplest, 
clearest  charter  in  the  world:  'Tell 
the  Truth'." 

Sees  Need 

General  Eisenhower  indicated 
the  need  for  these  facilities,  and 
his  contempt  of  the  Communist 
propaganda  machine,  as  he  said, 
"Americans  are  dying  in  Korea 
tonight.  They  are  dying  for  ideals 
they  have  been  taught  to  cherish 
more  than  life  itself  .  .  .  But  it 
will  be  written  and  said  tonight  in 
Warsaw,  in  Prague,  in  Moscow, 
that  they  died  for  American  im- 
perialism." 

The  address  was  aired  by  the 
four  national  AM  networks  and 
abroad  via  the  Voice  of  America. 


WIBW 
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Tower  Hazard 

(Continued  from  page  79) 

ing  generally  applicable  to  a  struc- 
ture of  increased  height  should  be 
provided.  Conversely,  a  structure, 
although  of  appreciable  height  and 
in  proximity  to  an  airport  may 
require  no  marking  whatever  if  it 
is  situated  so  that  existing  marked 
obstructions  shield  it.  Hazard 
painting  or  lighting  of  this  struc- 
ture therefore  might,  under  these 
conditions,  be  of  little  or  no  value. 

When  the  FCC  requires  under 
the  terms  of  a  construction  permit 
that  a  flashing  code  beacon  be  in- 
stalled on  the  tower  structure,  the 
CAA  considers  that  such  a  light  is 
a  "true"  aid  to  air  navigation. 
This  facility  may  be  compared  to 
marine  beacons  or  marine  lights 
used  by  the  navigator  to  determine 
his  position  with  reference  to 
shoals.  As  a  consequence,  the  opera- 
tion of  these  lights  although  di- 
rectly within  the  jurisdiction  of  the 
FCC,  is  of  keen  interest  to  the  CAA. 

The  CAA  therefore  is  desirous, 
in  the  discharge  of  its  responsibili- 
ties assigned  by  law,  to  certify  all 
such  lights,  so  as  to  assure  their 
continued  operation  in  marking  the 
aeronautical  hazard  on  which  they 
are  installed.  To  accomplish  this, 
the  owning  agency  of  a  radio  tower 
on  which  such  a  lighting  facility 
has  been  placed,  is  furnished  by 
the  CAA  with  forms  ACA  114 
which  is  an  application  for  a  certifi- 
cation of  a  "true"  aeronautical 
light.    This  application,  when  sub- 


Look  at  the 
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'Picture/ 


Population  up  30%  in  ten  years  and 
increasing  daily!  News — Special  events — 
Music  Programming  guarantee  impact 
.  .  .  Peak  Listener  Ratings  .  .  .  For  our 
side  of  the   picture   call   MTWN  4-5700. 
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mitted  to  the  regional  office  in- 
volved, is  duly  processed  to  the 
Washington  office,  which  then  takes 
the  necessary  action  leading  to  the 
issuance  of  a  certificate  granting 
the  owner  lawful  authority  to  oper- 
ate a  "true  light." 

In  this  regard,  the  CAA  also 
furnishes  the  constructing  agency 
with  forms  ACA  117  which  should 
be  completed  and  forwarded  to  the 
respective  regional  office  involved, 
so  that  the  CAA  will  be  made 
aware  of  the  construction  and  all 
airmen  may  be  advised  of  the  exist- 
ence of  the  structure,  at  such  time 
that  it  is  completed.  This  infor- 
mation is  also  used  to  mark  the 
location  of  the  tower  on  aeronauti- 
cal charts  which  are  used  by  pilots. 

The  CAA  is  a  federal  agency 
and  as  such,  is  charged  with  the 
responsibility  for  providing  a  pub- 
lic service.  It  was  established 
primarily  to  foster  and  encourage 
civil  aviation  and  to  provide  for 
the  advancement  of  safety  in  air 
travel.  You  can  be  assured  that 
your  problem  will  receive  the  most 
careful  consideration  and  that 
equitable  and  logical  decisions  will 
be  rendered  in  each  case. 

When  in  doubt  as  to  the  proced- 
ure to  be  followed,  contact  the  Civil 
Aeronautics  Regional  Administra- 
tor nearest  you,  and  let  him  help 
you  Mith  your  problem.  You  will 
find  him  cooperative  and  he  will 
assign  personnel  on  his  staff  to 
review  your  case  and  furnish  you 
with  whatever  assistance  may  be 
necessary. 

The  addresses  of  the  CAA  re- 
gional offices  in  the  United  States 
are  here  listed  for  your  informa- 
tion: 

Civil  Aeronautics  Administration 
Federal  Bldg. 

New  York  International  Airport 
Jamaica,  N.  Y. 

Civil  Aeronautics  Administration 
84  Marietta  St.,  N.  W. 
Atlanta  3,  Ga. 

Civil  Aeronautics  Administration 
Chicago-International  Airport 
Park  Ridge,  111. 

Civil  Aeronautics  Administration 

P.  0.  Box  1689 

Fort  Worth,  Tex. 

Civil  Aeronautics  Administration 

9th  Floor,  City  Hall  Bldg. 

Kansas  City  6,  Mo. 

Civil  Aeronautics  Administration 

5651  W.  Manchester  Ave. 

Los  Angeles 

Civil  Aeronautics  Administration 
P.  0.  Box  3224 
Seattle  14,  Wash. 


Frank  Graham 

FUNERAL  services  for  Frank 
Graham,  35,  Hollywood  announc- 
er-actor and  program  packager, 
were  held  last  Tuesday  in  Los 
Angeles.  Mr.  Graham  was  found 
dead  in  his  automobile  Sept.  2, 
apparently  a  victim  of  carbon 
monoxide  poisoning.  Star  of  the 
weekly  Jeff  Regan  program  on 
CBS  Pacific  stations,  he  was 
set  to  handle  commercials  on  CBS' 
Our  Miss  Brooks  which  resumed 
Sept.  3  under  Colgate-Palmolive- 
Peet  sponsorship.  Surviving  are 
his  parents,  Mr.  and  Mrs.  Frank 
L.  Graham  of  San  Francisco,  a 
sister  and  a  brother. 


WARM  congratulations  were  extended  to  Edward  L.  Norton,  (second  I)  rod 
executive,  when  he  wos  sworn  in  Sept.  1  to  board  of  governors  of  Feder 
Reserve  System.  Among  those  present  were  (I  to  r):  Joseph  H.  Ream,  CE 
executive  vice  president;  Mr.  Norton;  Supreme  Court  Justice  Hugo  L.  Blac 
who  presided  over  swearing-in  ceremonies;  CBS  President  Frank  Stanton;  or 
Secretary  of  Commerce  Charles  Sawyer,  president.  Great  Trails  Broadcastir 
Corp.  (WING  Dayton,  Ohio)  and  Voice  of  Springfield  Inc.  (WIZE  Springfield 
Mr.  Norton,  who  began  a  14-year  term  [Broadcasting,  Sept.  4],  is  board  chai 
man  of  Voice  of  Alabama  (WAPI  WAFM  (FM)  WAFM-TV  Birmingham)  ar 
Florida  Broadcasting  Co.  (WMBR-AM-TV-FM  Jacksonville).  Other  high-ranI 
ing  cabinet  and  Capitol  Hill  representatives  attended  the  ceremonies  and 
buffet  luncheon,  held  at  the  Federal  Reserve  Bldg. 


WINS'  FUTURE 

Losee  Takes  Over  Reins 

WILMOT  H.  LOSEE  assumed  gen- 
eral management  of  WINS  New 
York  last  week,  [Broadcasting, 
Sept.  4]  confident  that  the  station 
will  "continue  to  go  up  in  the 
world."  He  plans  no  immediate 
change  in  station 
routine  and  pro- 
gramming, how- 
ever, "unless,"  he 
said  with  a 
laugh,  "when 
someone  can  sug- 
gest a  better 
format  for  a  pro- 
fitable operation." 

Plans  are  being 
made,  he  admit- 
ted, for  some- 
thing rather  un- 
usual to  fill  the  gap  left  by  the 
Yankee  games.  But  they  aren't 
sufficiently  advanced  yet  for  dis- 
closure. "When  plans  are  com- 
pleted," he  promises,  "it  will  be 
something  up  to  a  Crosley  opera- 
tion standard." 


Mr.  Losee 


Bartlett  a  Hero 

TOMMY  BARTLETT,  emcee 
of  NBC's  Welcome  Travelers, 
was  a  Labor  Day  hero  when 
he  landed  his  amphibian 
plane  on  Lake  Michigan 
twice  to  rescue  four  persons 
stranded  near  Lake  Calumet, 
17  miles  from  Chicago.  Mr. 
Bartlett  first  took  one  of  the 
four,  an  expectant  mother,  to 
safety,  then  returned  for  the 
others.  Meanwhile  he  radioed 
Chicago's  Midway  Airport  for 
an  ambulance  to  meet  the 
plane  on  arrival  at  Chicago's 
lakefront  landing  strip.  The 
Welcome  Travelers  star  had 
three  passengers  with  him 
when  the  rescues  were  made. 


WNYC-AM-FM  New  York  municipal! 
owned  non-commercial  stations,  broa 
cast  for  12,153  hours  during  19 
stations  report. 


HOWARD  J.  McCOLLISTER 


Regional  Representatives 

10660  BELIAGIO,  LOS  ANGELES 
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Shows  with  a  Hollywood  fteritage  ★  Member  N-A'B- 
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[R-DITORIALS'         •   •  • 

[lYU  Newport  News,  Va.,  Air- 
oi-ials,  spots.  Station  utilizes  its 
ht  to  editorialize  on  subjects  of 
ial  interest,  such  as  city's  rela- 
n  to  Norfolk.  Spots  are  simple 
J  pithy  and,  station  believes,  do 
vice  to  both  community  and  sta- 
rt as  institutional-type  promo- 
n. 


RAIGHT  NEWS 


•   •  • 


rBS  Miami,  Fla.,  features  out- 
or  painted  billboards  on  main 
n-oughfares,  promoting  Fort  In- 
5try  outlet's  campaign  on  news, 
erne,  "Get  it  straight  from 
jBS,"  used  on  newscasts  and  an- 
ancements. 

>>LLEGE  FOOTBALL  •  •  • 

I'OR  Colorado  Springs,  Col.,  to 
^ry  all  games  of  Colorado  Col- 
I'e,  same  city,  football  schedule. 
,padcasts  sponsored  by  local 
jOdbar  firms  of  Colorado  Springs 
,1  kick-oif  with  C.C.  meeting  U. 
Nebraska  Sept.  16. 

{lLY  WILLY'  •   •  • 

^IL  Philadelphia  summarized  its 
-blic  service  activities,  including 
illy  Willy"  traffic  safety  cam- 
Ign,  in  six-page,  two-color  book- 
f  "Philadelphia's  Most  Decorated 
feffic  Cop,"  prepared  by  The  Katz 
rency  Inc.,  N.  Y.  Booklet  sent  to 
i.de. 

SASTER  COVERAGE  •  •  • 

irO  San  Francisco  special  event 
iws  scored  clear  radio  beat  on 
aster  in  S.  F.  Bay  between  hos- 
lal  ship  Benevolence  and  Mary 
ckenbach.  Moments  after  crash 
;tO  manager  of  news  and  special 
ints,  Vic  Reed,  and  his  team  were 
waterfront  airing  interviews 
fh  officers  and  survivors  of  col- 
!on.  Team  accompanied  Board 
Inquiry  on  Coast  Guard  cutter 
1  sunken  hospital  ship  for  addi- 
!nal  direct  broadcasts.  Recorded 
liorts  aired  over  ABC  on  Sunday 
'is  Week  Around  the  World, 
ws  of  Tomorrow  programs,  and 
CC  Pacific  network  via  Bob 
■+Tred's  news  reports. 

jItAPHIC  REPORT      •   •  • 

*JEEI  Boston  sending  trade  folder 
awing  graphs  and  reports  on 
:enership.  Cover  resembles  graph 
per,  with  inside  charts  based  on 
Ise  surveys. 

»LT  WINS  •   •  • 

DLT  Scotts  Bluff,  Neb.,  won  third 
ize  with  float  depicting  white 
t,  station's  symbol,  when  city 
lebrated  50th  anniversary.  Float 
io  plugged  KOLT's  20  years  of 
n/ice. 


P^osrams  promotion 


premiums 


Them."  Riding  float  were  Disc 
Jockey  Tom  Earley  and  Joline 
Huber,  office  secretary. 

***★★★** 

TICKET  GIVEAWAY 

WE  OK  Poughkeepsie,  N.  Y., 
is  giving  away  six  orchestra 
seats  to  any  New  York  Broad- 
way show — or  combination  of 
shows — to  writer  of  best 
statement  telling  why  "ad- 
vertiser should  use  radio  to 
reach  the  500,000  potential 
listeners  in  the  rich  Mid- 
Hudson  valley  area."  Mail- 
ing shows  fallacy  in  think- 
ing market  can  be  covered 
"from  without."  Closing  date 
for  entries  is  Sept.  15  and 
winner  will  be  announced 
Oct.  2  by  mail  to  all  those 
submitting  entries. 

★  *****★★ 


America  offers  book  of  speeches 
presented  at  federation's  46th  an- 
nual convention.  Contained  in  32- 
pages  are  addresses  by  Charles 
Luckman,  Fairfax  M.  Cone,  Walter 
Weir  and  other  advertising  nota- 
bles.   Price  is  50  cents  per  copy. 

'EAGLE'  SPEAKS         •    •  • 

WPEN  Philadelphia,  Eagles'  Nest, 
Mon.-Sat.,  6:45  p.m.,  with  advent 
of  1950  Philadelphia  Eagles  play- 
by-play  broadcasts.  Emceed  by 
Eagles'  Halfback  Bosh  Pritchard, 
show  features  interviews  with  foot- 
ball personalities,  stories  of  game, 
recaps  and  previews.  Sponsored  by 
C.  Schmidt  &  Sons  Inc.,  brewers. 
Agency:  Al  Paul  Lefton,  Phila. 


HANDY  HANDLE 


REPRINT  SHEET 


•    •  • 


WFOB  (FM)  Fostoria,  Ohio,  sends 
trade  postcard  pointing  out  that 
air  is  essential  to  existence,  so 
airing  of  advertising  messages  is 
sensible  and  logical.  Telephone 
number  and  call  letters  conclude 
card.  With  it  is  sent  single  sheet 
on  which  appear  reprints  of  stories 
concerning  station  in  newspapers 
and  Broadcasting,  along  with  let- 
ters commending  station's  service. 

SHOW  TESTS  •   •  • 

CFCF  Montreal,  1,  2,  3  Testing, 
Sun.  evening.  Devoted  to  new  pro- 
gram ideas  designed  to  stimulate 
reaction  from  listening  audience. 
Quarter-hour  period,  conducted  by 
Manager  Gordon  Keeble,  draws  au- 
dience reaction  to  decide  fate  of 
programs  tried  in  series. 


WIBW  Topeka,  Kans.,  releases  to 
trade  brochure  stressing  outlet's 
sales  magic,  coverage,  cost  per  sale. 
Attached  is  plastic  handigrip  for 
carrying  parcels,  tying  in  with  ad- 
vice to  advertisers,  "to  carry  your 
sales  message  to  Kansas  people 
more  profitably,  hire  WIBW." 


DISPERSAL  PLANS 

Government  Funds  Sought 

PLANS  for  the  potential  disper- 
sal of  key  government  agencies  to 
outlying  communities,  in  accord- 
ance with  a  long-range  proposal 
advocated  by  President  Truman, 
were  pending  before  the  Senate 
Appropriations  Committee  last 
week.  Agencies  were  not  identi- 
fied, but  authorities  felt  that  they 
probably  would  consist  of  those 
primarily  in  the  defense  or  "key" 
category,  such  as  the  State  Dept. 
and  Atomic  Energy  Commission. 

In  pressing  Congress  for  $139,- 
800,000  the  President  said  the  pro- 
posed program  "would  initiate  a 
long-range  plan  to  insure  the  con- 
tinuity of  essential  functions  of 
the  goverment  in  the  event  of  em- 
ergency." Sites  would  be  located 
within  commuting  distance  of 
Washington.  A  system  of  com- 
munications facilities  interconnect- 
ing the  agencies  also  is  planned. 

The  decentralization  proposal  re- 
sulted from  a  joint  study  by  the 
National  Security  Resources 
Board,  General  Services  Adminis- 
tration, and  other  departments  and 
agencies. 

Sen.  Brien  McMahon  (D-Conn.), 
in  a  statement  Aug.  31,  said  de- 
struction or  even  temporary  im- 
mobilization of  military  or  civil 
defense  agencies  and  others  would 
be  a  "grave  setback." 


RADIO'S  No.  1  FOOTBALL  SHOW 


11 


PIDALL  ^nUW  ^  ^ 


if 


WSJS  WINNER 


LTY  BONDS' 


•   •  • 


I 


KAP  Allentown,  Pa.,  took  part 
parade  commemorating  Old 
me  Week.  Station  carried  float 
ng  theme,  "Don't  Hoard — Buy 
|inds,"  which  it  also  plugged  on 
Slogans  told  people,  "V/e  Be- 
ve  in  Hoarding — U.  S.  Savings 
nds,"  and  "Savings  Bonds  are 
tting   Scarce,   Time   to  Hoard 

lOADCASTING    •  Telecasting 


WSJS  Winston-Salem,  N.  C,  spon- 
sored contestant  who  will  rep- 
resent Winston-Salem  Cardinals 
for  t'tle,  "Miss  Carolina  League  of 
1950."  Contest  to  pick  baseball 
queen  was  sponsored  by  Winston- 
Salem  Junior   Chamber  of  Com- 


LISTENING  PRISONERS  #  O 

WGBF  Evansville,  Ind.,  and  affil- 
iate WMLL  (FM)  arranged  with 
County  Sheriff  Frank  McDonald 
to  air  programs  for  prisoners  in 
Vanderburgh  County  Jail.  FM  out- 
let, by  arrangement  with  subsid- 
iary Commercial  Music  Inc.,  will 
send  music  over  FM  sets  installed 
in  cells.  Prisoners  also  will  hear 
daily  messages  by  evangelist  on 
WGBF. 

AFA  HIGHLIGHTS      •   •  9 

ADVERTISING   Federation  of 


THE-JiJfi) 
rOOTBALL  SHOW 

WITH  THAT  ALL-TIME  ALL-AMERICAN 

RED"  GRANGE 

•PREDICTIONS 
•HEADLINE  NEWS 
•FEATURE  STORIES 


•  BIG  NAME  GUESTS 

15  minutes  once  a  week  for  13  weeks  during 
football  season,  beginning  week  of  Sept.  17 
and  carrying  through  week  of  Dec.  10.  Record- 
ed weekly  following  big  games  and  expressed 
for  Thursday  or  Friday  broadcasting. 


''LET  RED  GRANGE  CARRY  THE  BALL  FOR  YOU'' 
WRITE  .  .  .WIRE  .  .  .  PHONE 

For  Prices  and  Information 

GREEN  ASSOCIATES 

PHONE— CEntral  6-5593 
360  N.  MICHIGAN  BLVD.       •        •       CHICAGO  1,  ILLINOIS 
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CO-OP'  ADS 

WWYO  Opposes  End 

ERLE  C.  HOWERY,  manager  of 
WWYO  Pineville,  W.  Va.,  has  an- 
nounced that  he  has  sent  letters  to 
every  station  manager  in  the  state 
appealing  for  a  concerted  and 
united  effort  to  forestall  cancella- 
tion of  "co-op"  advertising. 

Mr.  Howery  said  his  move  was 
made  after  talking  with  sources 
close  to  national  manufacturers 
and  advertisers  in  New  York.  "We 
are  informed,"  he  said,  "that  many 
of  these  manufacturers  and  their 
distributors  are  contemplating  a 
complete  cancellation  of  all  50-50 
co-op  advertising." 

No  Real  Shortages 

Declaring  that  at  worst,  90%  of 
the  war-scare  buying  "shortage"  is 
not  a  permanent  situation,  Mr. 
Howery  asserted  there  is  no  real 
shortage  and  it's  still  smart  to  ad- 
vertise cooperatively.  "At  WWYO, 
we  don't  talk  shortage,"  he  went  on. 
"Every  retailer  we  have  talked 
with  wants  co-op  advertising  to 
continue.  The  retailer  is  on  the 
scene  and  he  knows  what  the  situ- 
ation is  locally.  He  spends  just  as 
much  co-op  money  as  the  manu- 
facturers and  he  still  sees  the  good 
sense  of  continued  advertising 
along  these  lines." 


allied  arts 


KXOK  St.  Louis  presented  award  of 
merit  from  U.  S.  Treasury  for  partici- 
pation in  Savings  Bonds  "Independence 
Urive." 


H  E 

LONG  ISLAND 

STORY 


reaches  more  homes* 
in  Nassau  County 
6  or  7  days  a  week 
than  any  other  New 
York  or  Long  Island 
Independent  Station 
*  B  M  B  Study  #  2 
© 

Nassau  County  is  a 
$602,218,000.00 
retail  market!* 

•Standard  Rate  &  Data's  1950-51 
Consumer  Markets. 

Represented  by 

RAMBEAU 


WHLI 


AM 


1  HEMPSTEAD,  LONG  ISLAND,  N.Y. 

i.       ^MtAS  UGODOFSKY  President 
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ARTHUR  W.  RHINOW,  public  re- 
lations director  Federal  Tele- 
phone &  Radio  Corp.,  to  business 
manager  Protestant  Radio  Commis- 
sion, representing  16  major  denomi- 
nations, eight  inter-denominational 
agencies  in  radio-TV  fields. 

CASTING  CONSULTANTS,  TV,  radio 
and  motion-picture  casting  office, 
formed  by  former  CBS  staff  members, 
ELEANOR  KILGALLEN  and  MONI- 
QUE  JAMES,  casting  director  and  as- 
sistant casting  director  respectively. 
Office  opens  Oct.  2  on  24-hour-per-day, 
7  day-per-week  basis  at  595  Madison 
Ave.,  N.  Y. 

ROBERT  ARKIN,  Decca  Records  Inc., 
to  manager  music  operators  depart- 
ment Columbia  Records.  NATT  HALE 
to  popular  record  specialist  for  Middle 
West,  working  from  firm's  Chicago 
offices. 

WALTER  S.  BATES,  WHLI  Hemp- 
stead, L.  I.,  to  Associated  Program 
Service,  N.  Y.,  as  account  executive 
in  station  relations  department  head- 
ing sales  operations  in  Arkansas, 
Iowa,  Kansas,  Louisiana,  Missouri, 
Nebraska,  Oklahoma,  Tennessee  and 
Texas. 

C.  O.  LANGLOIS  Sr.,  president  Lang- 
Worth  Feature  Programs  Inc.,  elected 
to  board  of  directors  of  Bruce  Eells 
&  Assoc.  Move  follows  inauguration 
of  Eells'  Tape  Broadcasting  System 
Inc. 

WWRL  New  York  reappoints  Walter 
Kaner  Assoc.,  same  city,  to  handle 
1951  promotion. 

CHARLES  B.  BROWN,  head  of  Mas- 
terson,  Reddy  &  Nelson,  N.  Y.  office, 
radio  and  TV  packagers,  to  director 
of  TV  sales  for  Crosby  Enterprises, 
Hollywood,  effective  Sept.  15.  Was 
director  of  advertising  for  RCA  Victor. 
Plans  for  production  new  dramatic 
series  are  being  readied  by  firm,  as 
well  as  production  of  The  Fireside 
Series,  being  prepared'  for  local  spon- 
sorship. 

RICHARD  J.  GOGGIN,  senior  TV  di- 
rector, ABC  Los  Angeles,  on  leave  of 
absence  to  complete  book  on  video 
techniques,  Sept.  12  starts  weekly  U. 
of  California  Extension  course  in  TV 
programming  and  station  operations  at 
network's  studios. 

DICK  GERIG,  graduate  Pasadena  In- 
stitute for  Radio,  Hollywood,  to  Bible 
Institute  School  for  Music,  Fort 
Wayne,  Ind.,  as  instructor  in  radio 
and  music. 

U.  S.  DEPT.  of  Agriculture  issues 
series  of  spot  announcements  con- 
tributed by  HOPALONG  CASSIDY 
in  line  with  nationwide  Cooperative 
Forest   Fire   Prevention  Campaign. 


HAROLD  R.  TERHUNE,  RCA  Victor 
for  past  six  years  as  head  of  electrical 
components  standardization,  to  My- 
calex  Tube  Socket  Corp.,  N.  Y.,  as 
vice  president  and  head  of  standards 
department  for  firm  and  affiliated  My- 
calex  Corp.  of  America. 

JAMES  J.  HAGAN,  personnel  director 
Weston    Electrical   Instrument  Corp. 


(measuring  instruments),  Newark, 
N.  J.,  to  assistant  plant  manager. 

L.  E.  RECORD,  supervisor  engineer- 
ing development,  testing  laboratories 
General  Electric  cathode  ray  tube 
division,  to  division  engineer.  G.  F. 
CALLAHAN,  division  engineer,  to' 
staff  assistant  to  K.  C.  DeWalt,  divi- 
sion manager. 

BENJAMIN  OLNEY,  director  research 
Stromberg-Carlson  Co.,  Rochester, 
N.  Y.,  since  1937,  retires.  Expects  to 
continue  as  consulting  acoustical  en- 
gineer for  noise  reduction  and 
acoustical  building  design. 

AMPLIFIER  Corp.  of  America  intro- 
troduces  Magnemaster  Consolette, 
popular-priced  tape  recorder  designed 
for  professional  and  broadcast  use. 
Latest  addition  to  Twin-Trax  recorder 
series. 

NOCTURNE  PRODUCTIONS,  Haw- 
thorne, N.  J.,  syndicated  transcription 
service  operators,  announce  entry  into 
"Music  While  You  Work"  field  with 
hi-fi  tape  recordings  music  designed 
for  FM   and   general  wired  outlets. 

WESTINGHOUSE   ELECTRIC  Corp. 

announces  plans  to  build  new  TV 
plant  at  Metuchen,  N.  J.,  to  nearly 
triple  firm's  TV  manufacturing  capac- 
ity. 

RADIO  SHACK  Corp.,  Boston,  pub- 
lishes 1951  catalog  of  electronic  parts, 
complete  equipment  and  kits.  Dis- 
tributed free  upon  request,  172  pages. 
Address:  167  Washington  St.,  Boston, 
8. 

MARK  SIMPSON  Mfg.  Co.,  Long  Is- 
land City,  N.  Y.,  through  Edward 
Hamburger  Adv.  Co.,  N.  Y.,  announces 
new  line  of  economy  sound  equip- 
ment in  catalog  No.  E-351.  Includes 
individual  amplifiers  and  sound  sys- 
tems from  8  w  to  52  w  for  fixed, 
portable  and  mobile  installations. 
Copies  available  by  writing  firm  at 
32-28  49th  St.,  Long  Island  City  3. 

G.  S.  MARSHALL  Co.,  Pasadena, 
Calif.,  distributors  of  electronic  com- 
ponents, moves  to  365  S.  Fair  Oaks 
Ave.  JACK  HACHTEN  to  sales  staff 
covering  Southern  California  and  New 
Mexico  territory. 

CAPEHART  -  FARNSWORTH  Corp., 

Ft.  Wayne,  Ind.,  division  International 
Telephone  &  Telegraph  Corp.,  intro- 
duces two  movies  on  TV  salesmanship 


and  TV  installation,  primarily  ; 
Capehart  distributor  and  dealer  u 

ALTEC    LANSING     Corp.  throu.- 
Graybar  Electric  Co.  distributes  14' 
series  of  six  amplifiers:  1410A  prea 
plifier,  35  w  A-1420A  power  amplifi 
75   w   A-1430A    power  amplifier, 
1440A  line  amplifier,  1450A  appara' 
unit  and  30A  power  supply. 

\ 

"TQchnlccl  e  •  • 

FRED  OSGOOD  to  technical  supt 
visor  WBZ-TV  Boston,  succeedir 
SIDNEY  V.  STADIG,  recalled  to  actii 
Navy  duty.  ELLIS  H.  GROSSMAN 
transmitter  supervisor  WBZ,  replt 
ing  Mr.  Osgood. 

WILLIAM  A.  WEATHERS,  technic 
director  WBAP-TV  Fort  Worth,  r 
signs  to  enroll  at  Kansas  City  Collefjj! 
of  Osteopathy  and  Surgery. 

ALLEN  B.  DuMONT  LABS  announc 
new  DuMont  Series  T3A  Inputun 
for  reception  of  FM  and  TV  cha 
nels,  designed  for  ready  replacemei 
of  switch-type  TV  tuners.  Availab 
to  jobbers  apd  set  manufacture 
from  Electronics  Parts  Div.  of  Lab 
35  Market  St.,  East  Paterson,  N.  ; 


WJON  OPENING 

Scheduled  for  Sept.  1 

WJON  St.  Cloud,  Minn.,  owned  ar 
operated  by  the  Granite  Sta 
Broadcasting  Co.,  was  scheduled  ' 
go  on  the  air  yesterday  (Sept.  10 
W.  C.  Porsow,  former  comme 
cial  manager  at  WHBY  Appleto 
Wis.,  is  station  manager.  Othi 
staff  members  are  from  Appleto 
St.  Cloud  and  Marshall,  Minn., 
was  announced.  WJON  is  assigni 
250  w  on  1240  kc.  Bulmer  &  Joh: 
son,  Minneapolis,  has  been  a; 
pointed  as  representative. 


Lobby  Hearing  Droppe 

HEARINGS    on    a  proposal 
exempt  radio  from  the  Lobby  Regi 
tration  Act  and  place  it  in  the  sar 
category  as  newspapers  will  not ' 
held  by  the  House  Committee  n 
Lobbying,    Chairman    Frank  Br 
chanan  group  (D-Pa.)  said  Sept 
Instead,   Rep.   Buchanan's  gro^^ 
plans  to  recommend  that  the  How 
Judiciary  Committee  consider  f, 
matter.  Group  investigating  lobb 
ing  activities  had  considered  callii^ 
NAB  President  Justin  Miller  a: 
other  industry  oiRcials  before  t 
committee  for  their  viewpoint 
exemption  proposal. 
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aluable'  Volume 

)ITOR,  Broadcasting: 
i'our  Marketbook  arrived  while 
was  home  on  vacation  and  al- 
mgh  I  should  have  been  really 
;husiastic  and  dug  right  into  it 
.ile  holding  a  fishing  rod  in  one 
nd,  I  left  it  completely  closed 
[til  I  returned  to  the  office. 
It  is  a  volume  of  valuable  in- 
mation  and  we  are  using  all  of 
;  figures  in  it. 

Linnea  Nelson 
J.  Walter  Thompson  Co. 
New  York 


ites  RTDG  Stand 


ITOR,  Broadcasting: 
I  .  .  .  protest  strongly  and  vig- 
lously  the  implication  ...  in 
!ur  editorial  "Officer  of  the  Air" 
j  .  [Broadcasting,  Aug.  28]. 
I  am  .  .  .  concerned  about  your 
sumption  that  the  Radio  and 
ilevision  Directors  Guild  has  the 
bie  attitude  toward  the  Korean 
uation  as  the  Radio  Writers 
jiild.  Not  only  is  the  assumption 
correct  but  the  Radio  and  Tele- 
sion  Directors  Guild  has  taken 
l^ps  in  direct  contrast  to  this  as- 
jimption. 

[May  I . .  .  set  the  record  straight  ? 

I^he  following  telegram  was  sent 

J  W.  Stuart  Symington,  chairman 

!  the  National  Security  Resources 

lard,  on  July  11,  1950: 

behalf  of  the  Radio  and  Tele- 
Directors  Guild,  A.F.L.,  I  should 
I  offer  our  assistance  to  you  in 
^iiatever  way  is  of  most  value.  Please 
'jl  free  to  call  on  me  for  any  assist- 
'ce  you  may  desire. 

This  telegram  was  acknowledged 

I  his  office  on  July  12,  1950. 

"The  National  Board  of  the  Ra- 

D  and  Television  Directors  Guild 
its  annual  meeting  Aug.  26-27, 
SO,   in  New  York,   passed  un- 

imously  the  following  resolution: 

rhe  RTDG  is  an  important  force  in 
r  nation's  pattern  of  communication, 
has  a  long  and  active  record  of  sup- 
rt  of  our  government  and  its  re- 
onsible  agencies  in  times  of  na- 
nal  emergency.  It  is  unalterably 
posed  to  communism  and  any  other 
-m  of  totalitarianism.  Accordingly,  in 
s  present  national  crisis,  it  is  re- 
ived that  we  offer  the  services  of  the 
"DG  to  The  National  Security  Re- 
arces  Board,  Department  of  De- 
Mse.  The  President's  Committee  on 
ligion  and  Welfare  in  the  Armed 
rces,  the  National  Psychological 
rategy  Board,   and  to  the  recently 

!i 


Ipn  b. 
Ition  r 
l|e  to 


open  mike 


organized     all-inclusive  broadcasting 

industry  defense  council. 

Newman  H.  Bumett 
National  Executive  Director 
Radio  and  Television  Direc- 
tors Guild 
New  York 

[EDITOR'S  NOTE:  In  connection  with 
Mr.  Burnett's  letter,  interested  readers 
are  directed  to  the  RTDG  board  resolu- 
tion story  published  Sept.  4,  page  72, 
which  went  to  press  before  his  letter 
was  received.  This  resolution  offers 
services  of  RTDG  in  the  present  crisis.] 


'An  Outstanding  Job' 

EDITOR,  Broadcasting: 

Perhaps  as  an  alumnus  of 
Broadcasting  I  may  be  somewhat 
prejudiced,  but  I  do  sincerely  be- 
lieve that  you  and  your  staff  are 
doing  an  outstanding  job  not  only 
in  covering  the  news  of  the  radio- 
television  industry  but  in  present- 
ing and  defending  its  points  of 
view.    More  power  to  you. 

James  D.  Secrest 

General  Manager 

Radio-Television  Mfrs.  Assn. 

Washington 


'Obsolete'  Is  Good 

EDITOR,  Broadcasting: 

So  the  radio  set  manufacturers 
are  "concerned"!  What  about  the 
FM  station  owners? 

...  A  gentleman  from  the  East 
.  .  .  told  us  of  a  slogan  being  used 
by  an  eastern  station,  "If  your 
radio  does  NOT  have  FM,  it's  only 
half  a  radio,".  .  .  we  have  used  this 
ever  since! 

It  is  to  be  regretted  that  the 
local  dealers  are  unable  to  procure 
an  adequate  stock  of  either  AM- 
FM  combinations  or  the  FM  re- 
ceiver. We  know  we  have  a  good 
listening  audience  to  our  FM  sta- 
tion, but  we  want  more!  Only  by 
the  close  cooperation  between  the 
manufacturer  and  the  dealer,  can 
this  be  brought  about.  We  are  doing 
our  part,  by  promoting  our  FM 
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WASHINGTON,  D.  C, 
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stations  via  our  AM  station.  The 
slogan  we  have  been  and  are  still 
using,  has  done  more  than  we  ever 
dreamed  of!  The  word  OBSOLETE 
is  GOOD! 

George  Roy  Clough 

President 

KLUF  Galveston,  Tex. 

[EDITOR'S  NOTE:  A  Closed  Circuit 
to  which  Mr.  Clough  refers  was  pub- 
lished Aug.  28  and  said:  "Signs  of  con- 
cern noted  among  setmakers  over 
threat  of  FM  operators  to  start  cam- 
paign branding  non-FM  receivers  obso- 
lete. Board  of  Radio  Television  Mfrs. 
to  discuss  subject  at  mid-September 
meeting."] 


'Plenty  of  Courage' 

EDITOR,  Broadcasting: 

...  I  happen  to  be  completely 
without  sight,  and  have  had  three 
years  of  experience  in  the  field  of 
radio  announcing.  .  .  . 

I  have  written  to  the  various  ra- 
dio stations  throughout  the  coun- 
try, but  with  very  poor  results. 
Some  of  them  seem  to  think  that 
blind  and  handicapped  people  can't 
do  this  type  of  work.  But  let  me 
assure  you  that  it  can  be  done  if 
people  are  given  an  equal  oppor- 
tunity. .  .  . 

Many  stations  have  expressed 
their  doubts  as  to  blind  people 
working  in  radio.  Some  have  even 
tried  to  paint  a  very  discouraging 
picture.  But  ...  I  have  plenty 
of  courage  and  determination  and 
will  not  give  up.  .  .  . 

Edgar  Gooch 

Hotel  Somerset 

150  West  27th  St. 

New  York 


G'ill'm  8f  Free  Radio 

EDITOR,  Broadcasting: 

The  late  and  beloved  John  Gillin 
was  a  fighter,  for  many  years,  for 
what  he  termed,  "The  Free  Ameri- 
can System  of  Radio." 

Before  his  untimely  death,  John 
had  discussed  with  Bill  Ryan,  and 
others  at  NAB,  a  proposal  that 
Statue  of  Liberty  replicas  be  made 
available  to  radio  stations. 

John  envisioned  statues  of  the 
Great  Lady  in  the  reception  rooms 
of  all  American  stations.  He  also 
felt  it  would  be  a  wonderful  project 
if  statues  of  some  size  could  be 
established  in  communities  all  over 
the  nation,  particularly  on  the 
lawns  of  radio  stations,  or  in  public 
parks. 

"Each  of  these  statues,  with  the 
proper  inscription,  would  serve  to 
impress  on  the  public  that  Amer- 
ican radio  is  free  and  that  the 
public  should  help  keep  it  that 
way,"  Johnny  said,  shortly  before 
he  died. 

The  purpose  of  this  letter  is  to 
see  if  there  is  enough  interest  in 
the   industry   to   warrant  asking 


NAB  to  make  this  an  official 
project. 

I  would  appreciate  hearing  your 
reactions. 

Bill  Wiseman 
Promotion  Manager 
WOW  Omaha,  Neb. 


Urges  Self-Promotion 

EDITOR,  Broadcasting: 

...  It  is  generally  accepted  that 
radio's  greatest  competitor  is  the 
newspaper.  We  in  radio  also  feel 
that  radio  is  the  better  means  of 
informing  the  people  quicker  and 
in  many  cases  more  accurately. 
Despite  this  fact,  radio  spends 
more  time  publicizing  newspapers 
than  it  does  its  own  medium.  On 
the  network  shows  you  hear  con- 
stantly that  newspapers  are  doing 
great  jobs  in  exposing  crime  rings. 
Not  only  that,  radio  dramatizes 
the  feats  of  newspaper  reporters. 
Does  radio  ever  dramatize  radio's 
great  role  in  presenting  news  and 
campaigning  for  better  civic  gov- 
ernment? .  .  . 

...  I  don't  think  you'll  find 
many  cases  across  the  country 
where  a  newspaper  gives  radio 
much  free  space  praising  the  sta- 
tion's work.  .  .  . 

.  .  .  Let's  start  a  clean-up  cam- 
paign and  start  giving  our  hard 
working  radio  newsmen  a  break  on 
the  nets.  .  .  . 

Ralph  D.  Willey 

Prograyn  Director 

KWCR  Cedar  Rapids,  Iowa 
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WGL  JOINS  ABC 


Becomes  Affiliate  Oct.  15 

WGL  Ft.  Wayne,  Ind.,  joins  ABC 
Oct.  15  as  a  basic  supplementary 
affiliate.  WOWO,  present  Ft.  Wayne 
ABC  affiliate,  joins  NBC  on  the 
same  date  [Broadcasting,  Sept.  4j. 

In  announcing  the  new  ABC  con- 
tract, Capt.  Pierre  Boucheron,  gen- 
eral manager  of  WGL,  said  acquisi- 
tion of  the  new  network  will  make 
it  possible  for  WGL  to  build  local 
shows  and  cover  local  events  un- 
der a  more  flexible  programming 
schedule  to  fit  in  with  the  station's 
policy  of  better  serving  the  local 
community  and  local  merchants. 
These  network  programs  will  be 
supplemented  by  additional  local 
and  national  news  broadcasts  to  be 
programmed  during  all  important 
portions  of  the  day  and  night,  Capt. 
Boucheron  added. 


IRE  UHF  Papers 


UHF  applications  and  techniques 
will  highlight  discussions  at  the 
Institute  of  Radio  Engineers'  sec- 
ond annual  Regional  Papers  Con- 
ference, to  be  held  in  Kansas  City, 
Mo.,  Nov.  3-4  under  auspices  of 
the  IRE  Kansas  City  Section.  Five 
sessions  covering  transmitters,  re- 
ceivers, antennas,  television  and 
test  equipment  are  slated  for  the 
two-day  meet  at  the  President 
Hotel.  -J.  H.  Van  Home  is  chair- 
man of  the  conference  committee. 


/k/fencUtK/ee 

PERFORMANCE 

iotvik  COST 


.  TOWER 
^  LIGHTING 
EQUIPMENT 

H  &  P  lighting  equipment,  consistently 
specified  by  outstanding  radio  engineers, 
is  furnished  as  standard  equipment  by 
most  leading  tower  manufacturers. 

SINGLE  AND  DOUBLE 
OBSTRUCTION  LIGHTS 

Bases  ruggedly  constructed  of  heavy 
aluminum  alloy  castings.  Precision  ma- 
chining insures  proper  light  center 
when  used  with  specified  lamp.  Pris- 
matic globes  meet 
CAA  light  specifica- 
tions. Relamping 
accomplished  with- 
out removing  pris- 
matic  globes. 
Mounting  base  de- 
signed for  standard 
A-21  traffic  signal 
lamps. 

OTHER  H  &  P  PRODUCTS: 
300 MM  Code  Beacons  •  Mercury  Flashers 
Pholo-Electric  Controls  •  Complete  Light 
Kits  for  A-2,  A-3,  A-4  and  A-5  Towers 

PROMPT  SERVICE  and  DELIVERY 

Immediate  Shipment  Out  of  Stock 
WRITE  OR  WIRE  FOR  CATALOG 


FCC  actions 


AUGUST  31  TO  SEPTEMBER  7 


CP-construction  permit  ant.-antenna 

DA-directional  antenna  D-day 

ERP-eflfective  radiated  power  N-night 

STL-studio-transmitter  link  aur.-aural 

synch,  amp. -synchronous  amplifier  vis. -visual 


cond. -conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 
unl.-unlimited  hours 


STA-special  temporary  authorization       CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


August  31  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
License  Renewal 

Following  were  granted  renewal  of 
licenses  for  regular  period:  WKPA  New 
Kensington,  Pa,;  WHAY  New  Britain, 
Conn,;  WAAT  and  aux.  Newark,  N.  J.; 
WMRO  Aurora,  111,;  WWSW  Pittsburgh, 
Pa,;  KOJM  Havre,  Mont,;  WCSI-FM 
Columbus.  Ind,;  WSRS-FM  Cleveland 
Heights,  Ohio;  WHKW  Madison.  Wis,; 
KVOE-FM  Santa  Ana,  Calif,;  WEED- 
FM  Rocky  Mount,  N.  C;  KURV-FM 
Edinburg,  Tex,;  KVRE  Merced,  Calif.; 
WENE-FM  Endicott.  N.  Y.;  WFOB-FM 
Fostoria.  Ohio;  WKBR-FM  Manchester, 
N,  H,;  WT:.BR-FM  Lebanon,  Pa.; 
WMLN  Mount  Clemens,  Mich.;  WOTW- 
FM  Nashua,  N,  H,;  KALW  San  Fran- 
cisco; KCVN  Stockton,  Calif.;  KSUI 
Iowa  Citv,  la,;  KTOY  Tacoma,  Wash.: 
KUSC  Los  Angeles:  KWGS  Tulsa, 
Okla,;  WBEZ  Chicago;  WBKY  Lexing- 
ton, Kv.;  WEVE  Trov,  N,  Y,;  WHRM 
Madison,  Wis,;  WlVC  Urbana.  Ill,; 
WKAR-FM  E,  Lansing,  Mich,:  WLSU 
Baton  Rouge,  La.;  WNYE  Brooklyn; 
WNAD  Norman,  Okla,;  WOI-FM  Ames, 
Iowa;  WPTL  Providence;  WTDS  To- 
ledo; WTHS  Miami,  Fla.;  WUOM  Ann 
Arbor.  Mich,;  KOLO  Reno;  KRAM  Las 
Vegas.  Nev.:  WPRP  and  aux,.  Ponce. 
P.  R.;  KWDM  Des  Moines;  WCNX 
Middletown,  Conn.;  WORA  Mayaguez, 
P,  R,:  KXOC  Chico,  Calif,;  WARC 
Rochester,  N,  Y,;  WBCK  Battle  Creek, 
Mich,;  WHAK  Rogers  City,  Mich,; 
WAVL  Apollo,  Pa.;  WFNS  Burlington, 
N,  C;  WKVA  Lewiston,  Pa,;  WHED 
Washington,  N,  C;  KAKC  Tulsa; 
KELP  El  Paso;  KMA  Shenandoah; 
KROW  Oakland,  Cahf.;  WCEN  Mt. 
Pleasant,  Mich.;  WGL  Fort  Wayne. 
Ind.;  WGOV  Valdosta,  Ga.;  WPAT 
Paterson,  N,  J,;  WSPA  Spartanburg, 
S,  C;  KNAF  Fredericksburg,  Tex,; 
WSKB  McComb,  Miss.. 

Following  granted  temporary  exten- 
sions to  Dec.  1,  1950;  WDEL  Wilming- 
ton,    Del.;     WFMD     Fi-ederick,  Md, 
WJ^R   and   aux..   Providence,   R,  I. 
WJRI  Lenoir.  N.  C;  WNEL  San  Juan 
WPDQ     JacksonviUe;     WSBT  South 
Bend:    KELK    Elko.    Nev.;  KREI-FM 
Farmington,  Mo,;  KVWC-FM  Vernon, 
Tex.;   WAJL  Flint,  Mich,;  WDUN-FM 
Gainesville,  Ga.;  WLEY  Elwood  Park, 
111,;     WMCK-FM     McKeesport.  Pa.; 
WXNJ-FM   Plainfield,    N.    J.:  WKAX 


Used  By  More  Radio  Stations  Thon  All 
Other  Professionol  Tope  Recorders 


Birmingham,  Ala,, 

Licenses  lor  following  stations  v/ere 
further  extended  on  temporal v  basis 
to  Dec.  1;  KGB  and  T  V  Relay 'Station 
KA-3427,  Albuquerque;  WCOC  Merid- 
ian, Miss,;  KMNS  San  Luis  Obispo, 
Calif.;  KFDW  Helena,  Mont,;  WGLS 
Decatur,  Ga.;  WXGI  Richmond,  Va,; 
KSEL  Lubbcck,  Texas;  KPHO  Phoenix; 
WOXF  Oxford,  N.  C;  KFWB  Los  An- 
geles: WGY  &  aux.  Schenectady; 
KVOB  Alexandria,  La,;  KBYR  Anchor- 
age; WNDB  Davtona  Beach;  KVEC 
San  Luis  Obispo.  Caiif,;  KPIX-TV  and 
KA-2086  San  Francisco:  WILA-FM 
Woodstock,  111,;  WWDC-FM  Washing- 
ton, D.  C;  WTAR-FM  Norfolk,  Va,; 
WFMN-FM  Alpine,  N,  J,:  KPMO  Po- 
mona, Calif.;  WGAR  &  aux.  Cleve- 
land; KMPC  Los  Angeles;  WJR  &  aux. 
Detroit;  WTUX  Wilmington.  Del.; 
WBAL  &  aux.  Baltimore;  KEYY  Poca- 
tello,  Idaho:  WSNY  Schenectady; 
KHOZ  Harrison,  Ark.:  KXLR  No, 
L  ttle  Rock;  KWAK  Stuttgart,  Ark,: 
KWEM  West  Memphis,  Ark.;  WINK 
Fort  Myers.  Fla.:  KSET  El  Paso; 
KSVC  Richfield,  Utah;  WJVA  South 
Bend;  KICK  Springfield.  Mo. 

WINX  Washington,  D.  C— Licenses 
for  synchronous  amplifiers  were  further 
extended  on  temp,  basis  to  Dec.  1. 

Licenses  for  following  were  further 
extended  on  temp,  basis  to  Dec.  1: 
(NBC  stations;  KNBC  San  Francisco; 
KOA  Denver;  WMAQ  Chicago;  WNBC 
New  York;  WRC  Washington,  D.  C; 
WNBC-FM  New  York;  WRC-FM  Wash- 
ington, D.  C;  WNBT  &  aux.  New  York; 
WNBW  (TV)  Washington,  D.  C;  (Exp. 
TV  stations);  KA-4832  Area,  Los  Ange- 
les; KA-4833-34  Area,  Washington,  D. 
C;  KA-4835  Area,  Chicgo;  KA-4836  to 
KA-4838  Area,  New  York.  N,  Y,:  KA- 
4839  KA-4840  Area.  Cleveland:  KA-2104 
Area,  New  York,  N.  Y.;  KA-3372  Area. 
Los  Angeles:  (Dev.  Stations);  KE2XCW 
KE2XCX  New  York.  N,  Y,;  (ABC 
stations):  WENR  Chicago;  KGO  San 
Francisco:  WJZ  &  aux.  New  York,  N. 
Y.;  WENR-TV  Chicago;  (Exp.  TV  sta- 
tions), KA-4180  KA-4440  Area.  Los 
Angeles;  KA-4441  Area.  San  Francesco; 
KA-4442  KA-4443  Area,  Chicago:  KA- 
4444  KA-4445  Area,  New  York,  N,  Y,; 
WXYZ-TV  Detr.oit;  (Exp,  TV  stations). 
KA-4865  KA-3136  Area.  Detroit.  (West- 
inghouse  stations);  KDKA-FM  Pitts- 
burgh; KYW-FM  Philadelphia;  WBZ- 
FM  Boston:  WBZA-FM  Springfield. 
Mass.:  WOWO-FM  Ft.  Wayne.  Ind.: 
(Exp.  TV  station),  KA-4858  Boston: 
(General  Electric  stations);  ^VRGB 
Schenectady;  (Exp,  TV  stations),  KA- 
2106-2107,  Schenectadv:  (Dev.  station). 
KE2XCV  Syracuse:  (Allen  B.  DuMont 
Labs,  stations),  WABD  New  York: 
(Exp,  TV  stations),  KCA-61  KE2XDR 
KA-3431  KA-3432  KE2XDN  New  York; 
KA-3433  KA-3434  Area,  Washington, 
D.  C:  KE2XDQ  Passaic,  N.  J.:  KA- 
4448  Pittsburgh,  Pa,;  (Balaban  &  Katz 
stations),  WBKB  Chicago:  (Exp,  TV 
stations),  KA-3428  K  A -3429  Chicago: 
(Paramount  stations),  KA-3436 
KM2XBB  KA-4841  KA-4842,  Los  An- 
geles, 

KGB  Albuquerque,  N.   M.— Granted 


extension   of  time  to  Dec.   1   withi  .« 
which  to   comply  with  Sec.  3.109  ' 
Commission's  rules. 

WNDR-FM  Syracuse,  N.  Y.— Granv 
temporary    extension    of  license 
Oct.  1. 

Hearing  Designated 
WFTC  Kinston,  N.  C— Designated  i' 
hearing    in    consolidated  proceed)' 
with  application  of  WELS  to  be  h^ 
at  Washington  on  Sept,  19,  applicati 
of   WFTC    to    change   facilities  frr 
1230  kc  250  w  unl,  time  to  960  kc  1  1 
unl.  DA-N. 

Extension  Granted 
KSTV   Stephenville,   Tex.  —  Gran- 
extension  of  authority  to  remain  sik 
to  Sept,  20. 

KGB  Albuquerque,  N.   M. — Grant 
extension  of  SSA  to  Dec.  1,  1950, 
770  kc  with  25  kw-50  kw-LS,  unl,  co 
tingent  upon  final  decision  of  heari:. 
on  application  for  regular  license  (  ' 
station  KOB  on  frequency  770  kc.  i 
KFAR  Fairbanks,  .^aska — Granted  c  I 
day  extension  of  SSA.  on  660  kc  wit  I 
10  kw.  unl.  pending  action  on  applj 
cation  .- 

Request  Granted 
KPMG   Pomona,    Calif. — Granted  iJg 
part  request  of  Dean  H.  Wickstrom,  on 
of  the  members  of  applicant  partner;  j 
ship  of  KPMO,  and  continued  withoi;' 
date  oral  argument  now  scheduled  folfl 
Sept.  15,  in  re  application  for  renews 
and  consent  to  assignment  of  license  c 
KPMO,  ^ 

August  31  Applications  .... 

ACCEPTED  FOR  FILING 
Extension  of  Authority 
Burns  Avenue  Baptist  Church,  D« 
troit,  Mich. — Extension  of  authority  t 
transmit  programs  from  Burns  Avenu 
Baptist  Church  to  CKLW  Windsoi 
Ont.,  for  period  beginning  Oct.  1( 
1950. 

License  for  CP 
WERC    Erie,  Pa.— License    for  C 
change  frequency,  increase  power  et( 

Modification  of  License 
WGKY  Milwaukee,   Wis.  —  Mod.  li 
cense  to  change  name  from  WEXT  Ini 
to  Eartell  Bcstrs.  Inc. 

Modification  of  CP 

Mod.  CP  new  FM  station  for  exter 
si  on  of  completion  date:  WDAK-FI 
Columbus,  Ga,;  WFSS  Coram,  L.  I 
N,  Y. 

WFMY  Greensboro,  N.  C— Mod.  C 
for  changes  in  FM  station. 

License  for  CP 
KVTT  Dallas,  Tex.— License  for  C 
new    noncommercial    educational  Fl 
station. 

APPLICATION  RETURNED 
KCHE  El  Reno,  Okla.— RETURNE! 
Aug.  28  request  for  assignment  of  1; 
cense  from  KCHE  Inc.  to  Leroy  an' 
Dorothy  Bremmer. 

APPLICATION  DISMISSED 
AM— 1480  kc 
WBBL   Richmond,   Va.— DISMISSE:- 

CP  to  change  from  1450  kc  250  w  un 
to  1480  kc  5  kw  unl.  DA-2. 

September  1  Applications  . 

ACCEPTED  FOR  FILING 
Glacus  G.  MerrUl,  Ironton,  Ohio- 
CP  new  AM  station  on  1230  kc  250  i 
unl,  AMENDED  to  request  change  c 
studio  and  trans,  location  to  Park  Ave 
Ironton,  Ohio. 

License  Renewal 
Request  for  license  renewal  AM  sta 
tion:  WATL  Atlanta,  Ga.;  KIDO  Boi£< 
Ida.;  WGES  Chicago,  111.;  WGEI. 
Quincy,  ni.;  KANS  Wichita,  Kan^ 
KWK  St.  Louis,  Mo.;  KSWD  Brown 
wood,  Tex. 

Modification  of  CP 
Mod.  CP  new  FM  station  for  exten 
(Continued  on  page  91) 
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SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1111    Varmonf    Av».,    Woih.   S,    D.  C. 
STcrHng  362« 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Nighl 


PHONE  JACKSON  5302 
P.  O.  Box  7037       Kansas  City,  Me. 


HUGHEY  &  PHILLIPS 

TOWER  LrCHTINC  DIVISION 
326  N.  La  Cienega  Blvd. 
Los  Angelas  48,  Calif. 
60  E.  42nd  St.  New  York  17,  N.  Y. 
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JANSKY  &  BAILEY 

Kecutive  Ofrices 

National  Press  Building 
'tffices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Mtmber  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE* 


A  iS-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


ommercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
rlJTERNATIONAL  BLDG.         Dl.  1319 

WASHINGTON,  D.  C. 
DRTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


RUSSELL    P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublie  3984 

Member  AFCCE* 


>ixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublie  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  SI.  4742  W.  Ruffner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING  RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  8-6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublie  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GUY  C.  HUTCHESON 

100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


Of.  H.  3ilUr 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


I- 


GEORGE  P.  ADAIR 

iadio  Engineering  Consultant 

<ecutive  5851  1833  M  STREET,  N.  W. 
:ecuthre  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside  Road  —  Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  New  Rochelle,  N.  Y. 
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Help  Wanted 


Managerial 


Manager  for  250  watt  MBS  affiliate  in 
southern  Ohio.  Must  be  strong  on 
programming  that  sells  and  cost  con- 
trol. Excellent  opportunity.  State 
salary,  age.  qualifications.  Box  258G, 
BROADCASTING. 

Commercial  manager,  only  station 
(CBS)  excellent  market.  Salary  and 
commission.  Rush  photo,  details. 
WDAD,  Indiana,  Penna. 


Salesmen 


Wanted,  experienced  time  salesman 
who  can  seU  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  Incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 

Attention  salesmen — Above  average 
sales  position  open  on  staff  of  northern 
Ohio  network  station  for  aggressive, 
experienced  man.  Good  salary  plus 
bonus  arrangement.  Send  all  details 
including  photograph  in  first  letter. 
Box  235G,  BROADCASTING. 

Wanted:  Experienced  radio  time  sales- 
man or  saleswoman  with  vision  and  am- 
bition. Wonderful  opportunity  for  the 
right  person.  Drawing  account  against 
15"~r  commission.  Photograph  must  ac- 
company application.  Radio  Station 
KPHO.  'Phoenix.  Arizona. 

Salesman,  in  midwest  market,  must 
have  experience  in  competitive  sales. 
Top  salary  and  commission  paid.  Write 
to  KRIB,  Mason  City,  Iowa. 

Wanted  immediately,  energetic  sales- 
man with  experience  looking  for  per- 
manent connection  who  has  good  pro- 
gram ideas  as  well  as  sales  ability. 
Send  qualifications,  photo,  references, 
salary  requirements,  etc.  Radio  Station 
KWOS,  Jefferson  City,  Missouri. 

Announcers 

Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING. 

Need  aggressive  personality  type  an- 
nouncer immediately,  all-round  an- 
nouncing duties.  Send  disc,  photo  and 
first  letter  with  complete  background 
information.  Box  283G,  BROADCAST- 
ING. 

Experienced  combination  man,  good 
salary,  immediate  employment.  Box 
312G,  BROADCASTING. 

Reliable,  some  experience.  Music,  news 
ad-lib.  Alert  voice.  Console  helpful, 
not  essential.  1  kilo  Michigan.  Send 
disc,  full  details.  Box  325G,  BROAD- 
CASTING. 

Combination  announcer  and  engineer, 
1st  class  ticket.  Must  be  experienced 
announcer.  2  position  open  immedi- 
ately; 1  position  to  be  filled  by  ex- 
perienced sportscaster.  40  hour  week. 
Starting  salary  $260  per  month.  Car 
necessary.  Station  well  established  and 
growing.  Anplicant  will  be  hired  only 
by  personal  interview.  Send  audition 
disc  and  plioto  with  first  letter.  Box 
327G,  BROADCASTING. 

Experienced  announcer-engineer 
needed  by  southern  Minnesota  station. 
Must  be  good  announcer.  Must  have 
car.  Send  disc  and  details.  Box  333G. 
BROADCASTING.  

Wanted — Experienced  night  announcer 
with  first  class  ticket  by  progressive 
North  Carolina  network  station.  Top 
salary  for  right  man.  Send  qualifica- 
tions, references,  photo  and  disc.  Box 
369G.  BROADCASTING.  

Engineer-announcer,  emphasis  an- 
nouncing, news,  commercials,  sports, 
send  audition.  Fulltime,  independent. 
KCOG,  Centerville,  Iowa. 


Help  Wanted  (Cont'd) 

Need  announcer,  experienced  combina- 
tion announcer-engineer.  May  lead 
to  chief  engineer's  position.  Send  im- 
mediately, full  information,  salary  ex- 
pected in  first  letter.  KISD.  Sioux 
Falls.  S.  Dakota. 

Announcer  with  ticket.  Must  be  ex- 
perienced and  good.  Modern,  furnished 
apartment  plus  above  average  pay  for 
right  man.  No  floaters.  Tell  all  in 
air  mail  letter  and  send  disc  to  Carl 
Dunbar,  KSIL.  Silver  City,  New 
Mexico. 

Experienced  announcer-engineer  to 
serve  as  program  director  for  fulltime 
250  watt  network  affiliate.  Starting 
salary  $65.00  week.  Air  mail  audition, 
photo,  complete  information  Ed  Ander- 
son, WBBO,  Forest  City,  N.  C. 

Announcer  immediately.  Experienced 
staff  man  who  knows  board.  Young, 
livewire  with  good  training.  Air  mail 
audition,  photo,  complete  information 
or  appear  for  audition.  WBRM,  Marion, 
N.  C. 

Announcer.  One  to  two  years  experi- 
ence. All-round  announcing  prefer- 
able. Operate  board.  Position  open 
around  September  18.  Probably  get 
morning  slot.  Good,  pleasant  voice. 
Send  disc,  salary  requirements,  other 
data.  WEPM,  Martinsburg,  West  Vir- 
ginia. 

Announcer,  experienced,  versatile  staff 
man.  MBS  5  kw  affiliate.  Native 
southeast  preferred.  Send  disc,  photo, 
references,  salary  expected  with  reply. 
WGOV,  Valdosta,  Georgia. 

Combination  announcer-engineer,  send 
complete  details  or  call,  ideal  working 
conditions,  CBS  affihate.  WGWC, 
Selma,  Alabama. 

Technical 

Opening  available  in  middlewest  sta- 
tion for  engineer  with  license  and  con- 
trol room  experience.  Must  be  good 
audio  production  man.  Exceptional  op- 
portunity for  right  man  to  grow  into 
combination  AM-TV  operation.  State 
salary,  experience.  Send  photo  first 
letter.  Reply  Box  284G,  BROADCAST- 
ING,  

Chief  engineer  for  new  1  kw  daytime 
directional  in  southern  major  market. 
Must  have  ability  to  construct  and 
direct  entire  engineering  operation  of 
station.  Settled,  stable,  not  afraid  of 
hard  work.  Give  experience,  back- 
ground, age,  family  status  and  salary 
expected  first  letter.  Starting  date  ap- 
proximated 30  to  45  days.  Box  320G, 

BROADCASTING.  

Immediate  opening  with  1000  watt  in- 
dependent for  combination  man  with 
first  class  ticket.  Must  be  able  to  an- 
nounce.    Box  340G,  BROADCASTING. 

Wanted:  Transmitter  engineer  for  per- 
manent position  with  regional  station. 
Salary  and  full  details  first  letter.  Car 
required.  WGAC.  Augusta,  Georgia. 

Production-Programming,  others 

Program  director  to  take  complete 
charge  of  department.  Requires  abil- 
ity, ideas,  hard  work.  Pay  according  to 
what  you  produce  starting  at  $65.00. 
Congenial  staff,  new  plant,  best  work- 
ing conditions.  Send  full  details  first 
letter.  250  watt,  long  established,  mid- 
west,   network    affiliate.     Box  263G, 

BROADCASTING.  

Wanted  immediately,  experienced  girl 
to  produce,  write,  air  and  sell  woman's 
program.  Give  qualifications  and  sal- 
ary expected.  Box  310G.  BROADCAST- 
ING^  

Home  economics  broadcaster  needed 
for  large  college  radio  station.  Must 
have  college  degree,  home  economics 
trainine.  writing  and  radio  experience. 

Box  332G.  BROADCASTING.  

Program  director.  Rush  disc  of  news 
and  sports.  Send  photo  all  informa- 
tion first  letter.  WDAD.  Indiana, 
Penna. 


Help  Wanted  (Cont'd) 

Tape  editor;  young,  personable.  Strong 
musical  and  production  background 
preferred  over  engineering.  Call  be- 
tween 9:30-11:00  A.M.  Gotham  Record- 
ing Corporation,  2  West  46  Street, 
N.  Y.  C.  

 Situations  Wanted  

Managerial 
Manager  (with  investment):  Thor- 
oughly experienced  manager,  definitely 
.sales  minded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.    Good  references.    Box  980F. 

BROADCASTING.  

General  manager  available  September 
first.  18  years  experience  all  phases. 
Family  man,  sober,  reliable  and  a  top 
record  of  production.  Will  invest.  South 
only.  Box  HOG.  BROADCASTING. 
Managing  director,  available  for  revi- 
talizing station  operations  not  now 
profitable.  Knows  every  phase  of  sta- 
tion management  from  A  to  Z.  Good 
judge  of  personnel.  Will  accept  re- 
muneration on  percentage  of  increased 
profits,  a  straight  fee,  or  a  combination 
of  both.  Only  interested  in  1  kw,  or 
more,  fulltime.  Box  132G,  BROAD- 
CASTING^  

Manager-program  manager,  radio-tele- 
vision. Thirteen  years,  excellent  back- 
ground and  references.  Veteran,  mar- 
ried, family,  no  reserve  status.  Now 
employed,  wants  to  locate  with  station 
presently  operating  or  interested  in 
television.  Box  326G,  BROADCASTING. 
Manager,  available  after  October  first. 
Extensive  background.  Bottom  to  top 
experience.  Now  em.ployed  as  general 
manager.  Know  both  affiliate  and  in- 
dependent operations.  References  and 
information  upon  request.    Box  330G, 

BROADCASTING.  

Station  manager.  18  years  experience 
programming,  public  relations,  sales. 
39  years  old.  Top  radio  references. 
Wife  competent  traffic  and  continuity 
director  plus  successful  commercials 
women's  programs.  Interested  salary, 
salary  and  percentage  or  percentage 
in  small  station  in  good  market.  Not 
afraid     of     competition.     Box  352G, 

BROADCASTING.   

Former  commercial  manager  of  50  kw 
station  going  back  into  radio.  Out  of 
radio  for  two  years  to  be  executive  in 
large  manufacturing  concern.  Experi- 
ence includes  four  years  display  adver- 
tising with  large  daily  and  three  years 
in  farm  magazine  as  advertising  man- 
ager. Solid  citizen  with  small  family 
and  top  level  references.  Can  change 
October  1.  Box  354G,  BROADCAST- 
ING^  

Sales  manager,  ($35,000.00  investment) 
Broad  experience  in  field  of  radio, 
desirous  of  association  with  business 
executives  who  are  planning  or  soon 
contemplating  applying  for  television 
station  in  near  future.  Time  is  the 
essence,  once  the  Federal  Communic=f- 
tions  Commission  releases  the  TV 
freeze.  Would  consider  management 
offer  in  established  radio  station  dur- 
ing interim.  Presently  employed  with 
brilliant  record  of  achievement  in  all 
phases  of  radio  management.  Box 
355G.  BROADCASTING.  

Announcers 

Major  league  baseball  announcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.  Box  910F.  BROADCASTING. 
Topflight  college  basketball,  football, 
AA  baseball  staff  announcer.  Excellent 
recommendations  from  radio,  major 
league  baseball  and  national  adver- 
tising execs.  Seeking  year-round  sports 
and/or  staff  that  pays  right.  Contact 
George  Taylor,  telephone  Effingham. 
Illinois  1098  or  Box  179G,  BROAD- 
CASTING,  

Immediately  available  leading  school 
grad.  1st  class  phone  familiar  with 
turntables  and  audio  consoles.  Vet, 
single,  sober,  all  offers  considered.  Box 

199G.  BROADCASTING.  

Experienced  staff,  DJ,  25,  2V2  years 
commercial  radio.  College  BA  Degree. 
Permanent.    Will    travel.    Box  225G, 

BROADCASTING.  

Aggressive  sports  for  sportsmindecl 
station.  Have  built  two  stations'  sports. 
Three  years  play-by-play  Big  Ten 
football,  basketball;  class  A  baseball. 
Nightly  snorts  completely  revirritten, 
gathered.  Have  BS,  MS  in  journalism 
network  news  and  special  events  ex- 
perience; newspaper  training.  23, 
single,  permanently  draft  exempt. 
Ready  for  football.  Top  references. 
Discs  available.  Box  237G,  BROAD- 
CASTING. 


Situations  Wanted  (Cont'd) 

staff  announcer  network  owned-opt. 
ated  AM-TV  station  seeks  positi  > 
other  AM-TV  or  TV  station.  Single,  2 
4-F,  university  graduate.  Experience 
all  phases  announcing  both  mediur 
Box  245G,  BROADCASTING. 

Top    minor    baseball  announcer, 
sports,    staff,    college    grad,  marrii 
Telephone  Effingham,  Illinois  1098 
Box  180G,  BROADCASTING. 

Announcer,    15    years  experience 
phases.    Over  draft  age,  married.  W 
go  .-inywhere.    Former  NBC  staff. 
replies  answered.    Box  268G,  BROA 
CASTING. 

Newscaster,  announcer.  6  years  exp 
rience.  Prefer  midwest.  Married.  60 
277G,  BROADCASTING. 

Almost  20  years  experience  announce 
newscaster,  special  events  man,  cop 
writer,  producer.  Draft  exempt.  Ha 
worked  on  all  types  stations,  250  wa 
to  50  kw.  Congenial,  capable,  ed 
cated.  Neat  appearance,  rich  resona 
voice,  best  references.  Available  no. 
Box   300G.  BROADCASTING. 

Sports  announcer,  2V2  years  expei 
ence  play-by-play  baseball,  boxir 
basketball.  Disc  on  request.  Hold  fii 
class  license.  Box  302G,  BROADCAST 
ING. 

Western  team,  man  and  wife.  10  yea 
experience.  Now  featured  on  regior 
network.  Man,  maU  order  pitchma 
Pulls  mail.  Guitarist,  top  vocalist.  Ca 
do  disc  shows.  Woman  featured  c 
several  network  shows  as  vocali- 
Plays  bass.  Man  can  work  alone.  Tra 
scription  photo  available.  Box  311 
BROADCASTING. 

Announcer,  well  trained.  Travel  an^ 
where,  single,  strong  on  news,  E 
Excellent  commercials.  Write  cor 
Operate  board,  good  utility  man.  Rf 
erences.  Disc  on  request.  Box  313 
BROADCASTING. 

Have  job,  experience,  versatile  vo: 
with  personality.  Want  opportun: 
more  play-by-play.  Strongest  fie 
sports.  Comprehensive  news.  Tops  w: 
wax.  Car.  Veteran.  Go  anywhere.  B 
316G.  BROADCASTING. 

Want  a  hillbilly  jock?  Thorough  knov 
edge  hillbilly  music.  Eight  years  e- 
perience.  Presently  employed  on 
watt  CBS  outlet  past  four  years.  Moi; 
ing  man.  Other  phases  announcin 
news,  sports,  farm  reporting.  Perm, 
nent.  no  drifter.  E.  T.,  photo  ou  f 
quest.  Box  317G,  BROADCASTING. 

If  you  want  a  treat  instead  of  the  usu 
cruel  treatment — listen  to  my  auditic 
record.  Announcer,  3  years  experienc 
desires  onlv  permanent  connectio' 
Box  324G,  BROADCASTING. 

Carolina  football  play-by-play.  Tv 
well  experienced  announcers,  color  at 
play-by-play,  available  this  faU 
Carolina  stations.  Both  men  with  CB 
affiliates.  V/ill  come  to  your  stati( 
and  do  topnotch  broadcast  of  yoi 
games.  Very  reasonable  cost.  Wri 
Box  328G,  BROADCASTING. 

Morning  man,  deep  voice,  5  year 
Available  now.  $50  minimum.  B( 
331G.  BROADCASTING. 

Staff  announcer  with  two  and  hi 
years  experience  in  all  phases  of  rad 
except  play-by-play  sports,  reachii 
for  that  next  step  up  the  ladder,  1 
chance  for  advancement  in  present  jo 
Write  for  full  particulars  and  disc.  B( 
335G,  BROADCASTING. 


Announcer,  radio  school  graduate  wi 
serious  intent  to  obtain  all-importa 
first  job.  Good  at  news,  commercif 
and  sports.  Salary  secondary.  Di: 
photo  and  resume  on  request.  Br 
336G.  BROADCASTING. 


Announcer,  experienced,  DJ  and  cor 
mercials  specialties,  veteran,  youn 
married.  Disc  and  photo  on  reque; 
Northeast  preferred.  Box  338' 
BROADCASTING. 


NBC  trained  announcer.  Excellent  1 
news  and  commercials.  Veteran.  ! 
single.  East  only.  Box  339G,  BROAl 
CASTING. 


Announcer-engineer,  2  years  expel 
ence,  emphasis  announcing.  Employe 
desire  change.  Box  341G.  BROAl 
CASTING.  

Experienced  announcer,  NBC  traine 
Three  years  general  staff  and  morni: 
man.     Background  violinist-vocali 
Boston  University,  eood  knowledee 
music.  Box  344G,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


For  Sale  (Cont'd) 


tiouncer,  thoroughly  schooled  all 
jes  commercial  readings,  news,  etc. 
iensive  control  board  course.  Hard 
-ker.    Box  346G,  BROADCASTESTG. 

Iff  announcer,  program  directing,  lo- 
iand  network  experience,  will  travel, 
^ft  exempt,  write  effective  copy, 
t  348G.  BROADCASTING. 


ifef  announcer,  experienced.  Capable 
Jt's.  sports.  Top  references,  imme- 
;"ely  available.  Box  349G.  BROAD- 
,ETING. 

ss-sports  editor.  Available  Novem- 
'I  1st.    Topflight  news,  sports,  special 

aits  man.  15  years  play-by-play  all 
-es  special  events.  Thorough  knowl- 
v«  news  handling,  writing,  editing. 
■  ouncing.  Top  references.  Box  350G, 

3ADCASTING. 


louncer,  former  staff  5,000  watt  NBC 
"  iate.  Produced,  sang,  emceed  am- 
•ar  shows  in  Chicago  nite  clubs.  Two 
^Ts  college.  Graduate  oldest  broad- 
;:ing  school  in  country.  CBS  in- 
Uctors  taught  all  phases  of  broad- 
'dng.     Consider   all   offers    on  this 

Ch.     Box    356G.  BROADCASTING. 


louncer.  Friendly  style.  Commer- 
ce, news,  DJ,  inter\'iews,  write  copy, 
■:'to,  disc  on  request.  Married.  Will 
"el  anjnvhere.    Box  357G,  BROAD- 

5  TING. 


^joimcer:  Draft  exempt,  experience 
training.  General  announcing, 
i's,  DJ.  snorts,  continuity  writing, 
-de,  age  30,  references,  disc  avaU- 
e.    Box  360G.  BROADCASTING. 


=  ft  free  veteran.  Two  3'ears  an- 
•ncing  experience  network  and  in- 
■endent.  Dependable  family  man, 
'ling  permanent  position  in  moderate 
;  citv.  Midwest  preferred.  Box 
BROADCASTING. 


.souncer;  good  voice,  neat  appear- 
'e:  looking  for  work  in  up-and-com- 
station;  salarv  secondary  but  fu- 
'»  must  be  good;  willing  to  relocate; 
.?t  exempt  veteran;  college  grad; 
'ition  material  furnished.  Box  364G, 
OADCASTING. 


"  ng  man  returning  west.    28.  Mar- 
.    Five  years  creditable  experience. 
I-iing  permanent   connection.  Box 
BROADCASTING.  

iibination  announcer-engineer.  Good 
:  e.  delivery.  Seventeen  years  ex- 
:  ence  including  positions  as  chief 
-.neer,  newscaster-editor,  program 
-  ctor.  Family.  Box  370G,  BROAD- 
-oTING.  

lOTincer.  Salary  no  ob.iect.  Go 
-where.  Know  RCA  board.  Three 
,iths  experience.  Versatile,  con- 
^ctious  worker.  Night  turn  accept- 
Pleasing  voice  and  nersonality. 
,   371G,  BROADCASTING.  

-ilable  September  30th.  Young  an- 
^ncer-operator,  writer;  with  accent 
.news,  music  and  commercial  copy. 
-iQleting  one  year  course  at  top- 
lit  radio  school.  Excellent  refer- 
'\es,  college  and  newspaper  experi- 
'l^.  Prefer  opportunity  in  New  Eng- 
1.  but  will  consider  all  replies.  Box 
BROADCASTING.  

I:    years    diversified  metropolitan 
'er.     Desires  permanent  prospect. 
.Tied.    Available  immediatelv.  Box 

BROADCASTING.  

=erienced  tonflight  staff  annoimcer 
-1  network  delivery  desires  to  locate 
.1  established  station.  Proven  air 
'sman.  Distinctive,  mature  voice. 
-satUe  all  phases  programming.  Ex- 
;nt  recommendations.  Mark  An- 
vs,  SliiR  V/iison  Avenue,  Chicago, 
'ne;  IRving  8-l'^«i.  

'essionally  trained  inexperienced 
,  nhone  licensee  desires  onportuni'tv 
;»vher°.    Record  and  photo.    G.  H. 

singale.  92  A.  Fairview  Plaza,  Los 
is.  Cali-'o-n'?!. 

ouncer,  26,  single,  hard  worker.  No 
onal  accent.  Strong  on  news,  music, 
inuits'.  Graduate  best  radio  and 
;nsion  school.  Dat=i,  disc,  phn+o. 
Mpiirine.  30  W.  Chicago  Ave.,  Chi- 
.>,  IHinois. 

ned  announcers,   writers,  operate 
;s  and  RCA  boards.   Start  fortv  and 
five    week.     Pathfinder  School 
-iadio,  1222  Oak,  Kansas  City,  Mis- 
i. 


Technical 

•f  engineer  soon  available  for  con- 
ation or  installation.  Consider  re- 
ling  ?s  chief  if  mutually  advanta- 
.is.  Fifteen  years  continuous  exneri- 
i!.  Be<=t  references.  Correspondence 
|ted.   Box  2G.  BROADCASTING. 


Engineer,  tech  graduate,  vet.,  6  months 
experience  AM.  FTM,  and  associated 
equipment.  Desire  permanent  positon 
southeastern  U.  S.  Box  36G,  BROAD- 
CA^STING. 


License,  degree,  12  years  experience 
as  engineer.  Box  209G,  BROADCAST- 
ING. 


Chief  engineer  available  immediately, 
experienced  construction,  operation, 
maintenance.  Veteran,  married,  wishes 
settle  southwest,  permanent  position. 
Best  references.  Write  Box  214G, 
BROADCASTING. 


Engineer,  first  phone,  married,  veteran, 
experienced  transmitters,  remotes, 
taperecordings,  RCA  graduate.  Car, 
will  travel.  Box  227G,  BROADCAST- 
ING. 


Engineer,  1st  phone,  specialist  in  audio, 
plenty  theory,  no  experience.  I  am  28, 
single,  draft  exempt  and  have  car. 
Box  253G,  BROADCASTING. 


Chief  engineer  looking  for  permanency 
with  an  established  station.  Have  all 
that  it  takes  to  operate,  maintain,  de- 
sign and  construct  any  size  AM,  FM 
or  TV  operation.  Top  references. 
Box  274G,  BROADCASTING. 


Experienced  operator-engineer,  first 
phone,  installation,  construction,  con- 
soles, remotes,  transmitter,  3  years  ex- 
perience, permanency  first.  Married. 
Have  car.  Will  travel.  Box  318G. 
BROADCASTING. 


Engineer,  first  phone.  Desire  studio  or 
transmitter  work  in  northeast  area.  18 
months  transmitter,  remotes,  record- 
ings and  console.  Single,  age  26,  have 
car.  Box  321G.  BROADCASTING. 

Engineer-announcer,  accent  on  an- 
nouncing. 2  years  network  and  inde- 
pendent experience.  Married,  age  34. 
Available  immediately.  Box  329G. 
BROADCASTING. 


Available  now.  20  years  experience  to 
5  kw.  directional.  Heavy  on  construc- 
tion, maintenance.  Chief  250,  16  years. 
Best  references.  Box  334G,  BROAD- 
CASTING^  

First  phone  license,  technical  back- 
ground, veteran,  good  voice,  car,  will 
travel.  Box  347G.  BROADCASTING. 


First  phone,  graduate  leading  school, 
all  phases  communications,  need  ex- 
perience, married,  vet,  willing  to 
travel.     Box   358G,  BROADCASTING. 


Engineer  first  phone  license,  twelve 
years  experience  as  engineer,  3  years 
as  station  manager,  age  43  years,  have 
no  car.  Will  go  anywhere.  Give 
salary.     Box  362G,  BROADCASTING. 

Engineer — One  year  experience.  AM- 
FM,  control  room,  tape  and  disc  re- 
cording. Six  months  announcing.  De- 
sire location  in  Georgia,  Alabama  or 
Florida.    Box  372G,  BROADCASTING. 


Pro duetion — Programming ,  Others 


Young,  thoroughly  experienced  radio 
man  with  excellent  qualifications,  de- 
sires small  market  program  director's 
position.  Presently  doing  announcing- 
production  large  city.  Box  89G, 
BROADCASTING. 


Program  director,  sportscaster,  experi- 
enced in  all  phases  of  station  operation. 
Promotions,  sales,  etc.  Box  243G, 
BROADCASTING. 


Capable  young  woman,  single.  Four 
years  experience  in  traffic,  continuity. 
Sample  copy,  other  information  at  your 
request.  Will  travel.  Box  293G, 
BROADCASTING. 


Midwest  attention.  Man  with  2' 2  years 
experience  in  announcing,  news,  farm 
news,  traffic,  promotion,  would  like 
permanent  position  in  your  locality.  In- 
terested in  programming  with  announc- 
ing. Am  24,  married,  child,  veteran. 
Box  314G,  BROADCASTING. 


Sales-continuity,  experienced,  graduate 
first  class  universitv.  Ideas  that  de- 
liver. Write  Box  323G,  BROADCAST- 
ING. 


Attention  midwest  cities  over  35,000 
Woman  continuity  writer,  26  with 
fresh,  selling  copy  interested  in  all 
offers.  Some  air  work  a  must.  Re- 
quest copy,  disc,  references.  Box  337G, 
BROADCASTING. 


For  the  love  of  mike,  not  money,  I've 
spent  two  years  in  AFRS,  four  years 
in  college,  three  years  in  5000  watt  sta- 
tion as  continuity  writer.  Like  to  scend 
the  next  sixty  with  you!  Box  343G, 
BROADCASTING. 


Continuity  writer,  male,  28.  Experi- 
enced in  local,  regional  and  clear  chan- 
nel copy  plus  TV  and  network  script- 
ing. Seeking  position  with  midwestern 
net  station.  Excellent  references.  Pres- 
ently employed  in  continuity.  In  re- 
plying, please  give  information  regard- 
ing station,  staff  and  city.  Also  salary- 
offered.  All  inouires  acknowledged. 
Box  345G,  BROAi3CASTING. 


Program  director.  Thoroughly  versed 
all  phases  programming  and  manage- 
ment. Excellent  references  both  ex- 
ecutive ability  and  air  work  in  news, 
sports,  special  events,  studio  announc- 
ifig.  Need  sufficient  time  for  adequate 
notice  to  nresent  employer.  Box  351G, 
BROADCASTING. 


Young  woman,  9  years  in  program,  pro- 
duction, writing,  music,  metropolitan 
and  small  stations,  wants  challenging 
job  New  York  City.  University  grad- 
uate. Available  interview.  Box  359G, 
BROADCASTING. 


Washington,  D.  C.  metropolitan  area 
stations,  attention!  Young  man  wants 
to  get  back  into  radio.  Experience  on 
west  coast  includes  copywriting,  news 
editing,  control  board  operation  and 
selling.  References?  Naturally!  Avail- 
able? Now!  Box  361G,  BROADCAST- 
ING. 


Experienced.  Want  radio  job  in  or  near 
Chicago,  but  will  consider  other  areas. 
12  years  experience.  Worked  as  PD 
music  director,  copywriter,  announcer 
and  news  ed.  Three  commercial  shows 
with  five  year  sales  record.  College 
ed.  Married.  Will  send  tape  on  re- 
quest.    Box    366G,  BROADCASTING. 


Program  director  presently  emploj'ed, 
age  30,  7  years  experience  network  and 
independent.  Family  man,  seeking  per- 
manency with  strong  station.  Excellent 
references.  Write  Bob  Edell,  1311  4th 
Avenue,  Sterling,  Illinois. 


Television 


Salesmen 


Hard  workiug — Years  of  successful  past, 
mostly  indies,  large  and  small.  Besides, 
I  want  to  really  see  (learn)  how  you 
operate.  You  can  throw  the  book  at 
me,  cause  I'm  a  glutton  for  punish- 
ment. Presently  employed.  Box  322G, 
BROADCASTING  •  TELECASTING. 


Announcers 


Television  sports.  Experienced  Big  Ten 
and  western  conference  football  and 
basketball.  Major  league  baseball 
play-by-play  and  recreations.  Top  box- 
ing, wrestling  references.  Best  pub- 
licity and  promotion  material  to  help 
sell  your  winter  sports  schedule.  Avail- 
able October  15th.  Box  353G,  BROAD- 
CASTING •  TELECASTING. 


Production — Programming,  Others 


Graduate  of  American  Television  In- 
stitute of  Technology  as  production 
cameraman.  Single,  21.  good  health. 
Tried  to  enlist,  rejected  because  of 
poor  left  eye,  no  hindrance.  Desire 
to  further  TV  education.  References, 
travel.  V.  E.  Krieber,  913  Sheridan 
Road,   Chicago  13,  Illinois. 


For  Sale 


Stations 


Radio  station,  only  one  in  thriving  Ala- 
bama town,  1000  watts.  Offers  fine  op- 
nortunitv  for  highly  satisfactory  earn- 
ings. Very  moderately  priced,  a  true 
bargain.  Address  all  inquiries  to  P.  O. 
Box   1643.   Birmingham,  Alabama. 


Equipment,  etc. 


For  sale:  5  kw  composite  AM  transmit- 
ter, Doherty  circuit,  originally  Western 
Electric  linear,  operating,  available 
January  1.  T^vo  343A,  two  212E.  four 
321A  tubes  new.  Best  offer.  Box  297G, 
BROADCASTING. 


Rek-O-Kut  transcription  cutting  table. 
16  inch,  largest  size,  comnlete,  like 
new,  S800.00  value  for  onlv  S600.00.  Box 
315G.  BROADCASTING. 


Make  offer  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New.  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wilmington,  Delaware. 


Two  RCA  93A  frequency  meters  1.5  to 
159  megacycles  accuracy  .005"^.  Bat- 
tery boxes  included.  Make  offer  one  or 
both.  WMAQ,  Chicago,  Illinois. 


Complete  RCA  1  kw  FM  station  equip- 
ment used  £000  hours.  Includes  1  kw 
transmitter.  2  70-D  turntables  with 
preamplifiers,  5  microphones,  106  fool 
tower.  2-section  pylon  antenna  and  1 
portable  3  input  Ilagnccorder  recorder 
To  be  sold  in  complete  package  01 
separately.  Write  or  contact  Charles 
W.  Hoefer,  Aurora,  Illinois,  Beacon- 
News. 


For  sale:  RCA  86-A-l  limiting  ampli- 
fier, $195.00.  RCA  69-B  distortion 
meter,  $165.00.  Southeast  Audio  Com- 
pany,_  112  West  Union,  Jacksonville, 
Florida. 

Wanted  to  Buy 


Equipment,  etc. 

Wanted — Good  used  equipment  for  1 
kw  directional.  Transmitter,  two  261 
foot  towers,  ground  system,  phasing 
equipment,  mikes,  monitors,  console, 
turntables — the  works.  Buy  as  package 
or  individually.  Must  be  in  first  class 
condition  subject  to  rigid  inspection. 
State  price,  age,  condition,  complete 
details  first  letter.  Cash  on  acceptance. 
Box  319G.  BROADCASTING.  

Wanted — 250  transmitter  console  and 
turntables.  Give  full  description  and 
price.    Must  be  good  condition.  Box 

342G,  BROADCASTING.  

Need  immediately — Collins  212-B-2  or 
Collins  212-B-l  console  or  RCA,  type 
76-B-5  console.  Wire  collect  Henry  J. 
Keyes,  Chief  Engineer,  KOVO,  Provo, 
Utah. 


Miscellaneous 


Salesmen:  $$$  for  you.    Need  creative 

ideas;  programs  produced  and  sold  to 
produce  quick  prepaid  cash  revenues 
$1440.35  or  more?  Quote  lowest  rock- 
bottom  local  rates.  Box  365G,  BROAD- 
CASTING. 


Help  Wanted 


Production — Programming,  Others 


PROGRAM  DIRECTOR  WANTED 

•  WEST  COAST 

REGIONAL  (major  network) 
station  interviewing  applicants 
for  top  programming  job 
which  will  lead  to  overall 
Station  Manager.  Success- 
ful applicant  must  prove  un- 
questioned ability  to  build 
top  Hooper  ratings  morning 
and  afternoon.  Right  man 
must  be  able  to  earn  re- 
spect of  entire  staff,  hire  and 
fire  all  program  personnel. 
Responsibility  covers  Farm 
Department,  Women's  Depart- 
ment, Sport's  Department, 
News  Department,  Western 
and  straight  Disc  Jockeys, 
Announcers  and  Continuity 
Writers.  Must  be  a  natural 
leader  and  above  all  have 
ability  to  prove  to  a  strong 
Sales  Department  that  his 
programming  will  build  top 
competitive  Hoopers.  Let's 
not  kid  ourselves.  To  bat 
300  in  our  league  you  should 
not  be  over  35,  have  two 
young  children,  still  married 
to  the  FIRST  WIFE,  and 
own  an  automobile.  Don't 
tell  us  how  many  years  you've 
worked  for  a  network.  Do  tell 
us  how  many  years  you've 
worked  for  a  Strong  Inde- 
pendent. Tell  about  your 
programming  successes.  Tell 
about  your  ability  to  hire  the 
right  people  and  emphasize 
your  e^erience  in  getting 
along  with  a  hard  hitting 
Sales  Department.  Kemember 
we  are  not  hiring  an  An- 
nouncer. We're  hiring  a 
Program  Director  who  has 
sense  enough  fo  operate  the 
same  way  the  Managing  Edi- 
tor of  a  good  newspaper  func- 
tions. We  must  increase  our 
circulation  and  we  must  ren- 
der a  public  service.  No 
TV  competition — but  we  do 
have  a  potential  e5:ceeding 
150.000  B>rB  Radio  Homes. 
We'll  pay  a  reasonable  start- 
ing Salary  and  if  you  can't 
earn  your  first  raise  in  six 
months  you  can  expect  to  be 
fired.  If  you  are  in  East, 
Middlewest.  or  South,  a  per- 
sonal interview  will  be  ar- 
ranged between  September  15 
and  October  15.  If  you're  on 
Coast  interview  will  be  ar- 
ranged immediately.  Your  re- 
ferences will  be  thoroughly 
checked  and  we'll  take  a 
good  look  at  you  and  in- 
sist that  you  take  a  jrood  look 
at  us  before  a  mutual  agree- 
ment is  reached.  To  protect 
your  present  job,  your  appli- 
cation will  be  kept  in  strict 
confidence.  Get  your  infor- 
mation to  us  promptly.  BOX 
299G.  BROADCASTING. 


KOREAN  CHECK 

Akin  to  Study  Communications 

MAJ.  GEN.  SPENCER  B.  AKIN, 
chief  Signal  officer  of  the  Army, 
last  Thursday  Aug.  31  left  the 
United  States  for  a  tour  of  Korean 
combat  signal  communications,  the 
Signal  Corps  has  announced.  He  is 
expected  to  return  early  this  week. 

Gen.  Akin  is  expected  to  bring 
back  a  first-hand  report  on  "les- 
sons" derived  thus  far  in  use  of 
communications  equipment  in  the 
war  zone.  The  information  will  be 
used  subsequently  in  the  Signal 
Corps  research,  development  and 
training  program. 

Accompanying  Gen.  Akin  were  Col. 
James  S.  Willis,  chief  of  the  develop- 
ment branch,  Research  and  Develop- 
ment Div.,  Office  of  the  Assistant 
Chief  of  Staff;  Col.  D.  G.  McBride, 
chief,  Communications  and  Electron- 
ics Div..  Research  and  Development 
Div.,  Headquarters  Army  Field 
Forces;  and  Dr.  Albert  Tradup,  mili- 
tary communications  engineer,  Mili- 
tary Electronics  Dept.,  Bell  Telephone 
Labs. 

The  first-hand  report  also  is  ex- 
pected to  be  discussed  in  future 
sessions  of  the  newly-formed  Sig- 
nal Corps  Advisory  Council,  in 
which  Gen.  Akin  has  played  a  lead- 
ing role.  Presumably  it  also  may 
serve  indirectly  as  the  basis  for 
subsequent  meetings  involving  pro- 
curement, allocations  and  priorities 
planning  by  the  Defense  Dept.  and 
other  agencies. 

Meanwhile,  authorities  confirmed 
that  within  the  past  month  Gen. 
Akin  has  conferred  informally  with 
individual  members  of  the  Signal 
Corps  Advisory  Council  [CLOSED 
CiTicuiT,  Aug.  21].  Among  those 
ivho  have  visited  Gen.  Akin  are 
Brig.  Gen.  David  Sarnoff,  RCA 
boarl  chairmsn,  and  William  H. 
Harrfson,  president,  International 
Telephone  &  Telegraph. 


Radio  Accounting  Firm 

J.  R.  HOFFMAN  &  ASSOC.,  spe- 
cializing in  radio  accounting,  re- 
cently opened  an  office  at  1319  F 
St.,  Suite  505,  Washington,  D.  C, 
telephone  Executive  9788.  John 
R.  Hoffman,  head  of  firm,  was  for 
16  years  comptroller  for  Hershey 
Estates,  Hershey,  Pa.  He  has  been 
in  the  radio  accounting  field  since 
April  1945. 


Mr.  Lewin  (I)  and  Mr.  Gehring 
(r)  interview  a  tank  corps  lieuten- 
ant during  encampment.  ^ 


CBC  BOARD  MEET 

To  Consider  License  Bids 

TWO  REQUESTS  for  new  AM 
stations,  three  for  increases  in 
power  and  one  for  an  experimental 
TV  station  are  on  the  meeting 
agenda  of  the  board  of  governors 
of  Canadian  Broadcasting  Corp. 
set  for  the  Hotel  Vancouver,  Van- 
couver, Sept.  19-20.  New  AM  sta- 
tions are  being  requested  by  Dau- 
phin Broadcasting  Co.  Ltd.,  at 
Dauphin,  Man.,  for  250  w  on  1230 
kc,  and  by  Robert  Stuart  Grant 
for  1  kw  on  1380  kc  at  Kingston, 
Ont.  Experimental  TV  license  is 
being  asked  by  Sparton  of  Canada 
Ltd.,  London,  Ont.,  for  Channels 
2,  6,  7  and  11. 

Power  increases  are  being  asked 
by  CJEM  Edmundston,  from  250  w 
on  1230  kc  to  1  kw  on  1350  kc;  by 
CJNB  North  Battleford,  from  250 
w  on  1240  kc  to  1  kw  on  1460  kc; 
by  CKOV  Kelowna  from  1  kw  day- 
time to  5  kw  day  1  kw  night  on  its 
present  frequency  of  630  kc.  A 
number  of  stations  are  asking  for 
share  transfers.  CKOK  Penticton 
is  asking  for  transfer  of  control 
from  J.  R.  Beattie  to  G.  J.  Rowland 
and  M.  P.  Finnerty.  CKLW  Wind- 
sor is  requesting  an  emergency 
transmitter  license. 


KGVO  Missoula,  Mont.,  has  announced 
installation  of  new  transmitter  build- 
ing housing  RCA  5  kw  transmitter, 
emergency  studio  facilities,  two-car 
garage,  shop  and  storage  space. 


WFDF  TEAM 

Covers  Guard  Maneuvers 


CONCENTRATING  their  atten- 
tion on  the  human  interest  angle, 
Reporter  Jack  Lewin  and  Producer- 
Writer  Don  Gehring  of  WFDF 
Flint  have  returned  from  success- 
ful coverage  of  the  Michigan  Na- 
tional Guard  encampment  at  Camp 
Grayling,  Mich. 

During  their  stay  at  Grayling, 
the  pair  sent  to  WFDF  local  news 
copy  and  tape  recordings.  Copy 
and  recordings  contained  names 
and  addresses  of  Flint  area  guards- 
men along  with  details  of  what  the 
soldiers  were  doing  at  the  two-week 
encampment. 

Skipping  tactics  and  training, 
the  WFDF  team  reported  on  who 
was  waiting  in  line  at  the  few 
available  telephones  to  call  home, 
who  was  eating  the  heartiest,  who 
was  getting  the  best  scores  on  the 
range,  etc.  The  home-town  folks 
were  even  kept  informed  on  who 
answered  sick  call  and  why.  News 
stories  and  recordings  were  aired 
by  WFDF  while  the  encampment 
was  still  in  progress.  Overall  su- 
pervision of  coverage  was  in  charge 
of  General  Manager  Lester  W. 
Lindow,  former  Army  colonel  and 
chief  of  the  Army's  radio  branch. 


WJOL  RENEWED 

Felman  Petition  Denied 

ACTING  to  conclude  extensive  liti- 
gation, FCC  has  granted  regular 
renewal  of  license  to  WJOL  Joliet, 
111.,  and  denied  the  petitions  of  A. 
J.  Felman  for  hearing  in  the  case 
and  for  further  time  to  comply  with 
the  Commission's  rule  (Sec.  3.109) 
restricting  time-reservation  pacts 
in  station  sales. 

Recognizing  that  the  U.  S.  Su- 
preme Court  had  upheld  the  FCC 
policy  in  acting  on  an  appeal  by 
Mr.  Felman,  onetime  owner  of 
WJOL  [Broadcasting,  June  12, 
July  10],  the  Commission  indicated 
it  was  without  jurisdiction  to  set  a 
sum  for  lump  payment  to  Mr.  Fel- 
man in  lieu  of  daily  time  to  adver- 
tise his  department  store.  FCC 
earlier  had  orded  modification  of 
the  sales  agreement. 

Mr.  Felman  had  asked  FCC  to 
settle  the  sum  since  he  and  WJOL 
could  not  agree.  FCC  indicated 
this  might  be  done  by  future  agree- 
ment or  a  "court  of  competent 
jurisdiction"  and  the  renewal  action 
in  no  way  would  jeopardize  the 
rights  of  either  WJOL  or  Mr.  Fel- 
man. WJOL  is  assigned  250  w  full- 
time  on  1340  kc. 


WPRC  Tower  Started 

CONSTRUCTION  of  a  200-ft. 
transmitting  tower  for  WPRC  Lin- 
coln, 111.,  was  started  Aug.  28  and 
erection  of  a  transmitter  building 
and  studios  also  is  underway,  ac- 
cording to  station  officials.  Pro- 
gram tests  are  expected  to  begin 
shortly.  Owned  and  operated  by 
Prairie  Radio  Corp.,  WPRC  is  as- 
signed 500  w  daytime  on  1370  kc. 


GERMAN  FM 

Linx  Cites  Expansio^ 

BY  1952,  the  FM  system  now  bein: 
developed  in  Germany  will  becom 
the  most  important  medium  of  ir' 
formation  and  entertainment  in  th 
U.  S.  Zone,  according  to  Robert  E 
Linx,  engineer  with  FCC. 

Mr.  Linx,  who  has  spent  fou 
weeks  consulting  with  Germa 
broadcasters  and  radio  manufa< 
turers  on  their  FM  plans,  als 
stated  that  the  German  FM  systeij 
compares  favorably  with  that  ( > 
the  U.  S.  He  said  he  was  surprise  1 
at  the  progress  which  has  bee' 
made  and  predicted  that  within  tM 
years  more  people  in  the  area  wi ' 
be  listening  to  FM  broadcasts  tha ' 
to  medium  wave  transmission. 

Mr.  Linx  pointed  out  that  F'. 
broadcasting  was  one  answer  to  tl  ' 
problem  of  Europe's  crowded  ai  ■ 
waves  which  have  caused  interf  e ' 
ence  with  medium  wave  broadcas 
ing  in  Germany.    He  praised  tl 
U.   S.   High   Commission's  Rad 
Branch  for  the  encouragement  ar 
aid  it  has  given  to  the  developmeii 
of  FM  in  the  U.  S.  Zone. 


UNITED  STATES  Coast  Guard  Aca 
emy.  New  London,  Conn.,  announc 
competitive  examinations  for  appoin, 
ment  will  be  held  in  cities  througho 
the  U.  S.  and  territories,  Feb.  19-2 
1951.  Applications  must  be  postmark^ 
not  later  than  Jan.  15,  1951.  Coa 
Guard  Cadets  take  four  year  cour 
of  instruction  leading  to  a  B.  S. 
Marine  Engineering  with  eligibility  f 
commissions  as  ensigns. 


STATION  MANAGERS! 

Need  Trained  Personnel? 

BROADCASTERS! 

Want  a  Refresher  Course? 

BEGINNERS! 


Want  fo  be  a  broadcaster?  ' 

THE  NATIONAL  ACADEMY 
OF  BROADCASTING,  INC. : 

3338  16th  Street,  N.  W.  ^ 
Washington  10,  D.  C. 

NEW  TERM  OPENS  OCT.  2 


NATIONAL  ACADEMY  OF 
BROADCASTING.  Dept.  Ill 
3338— 16th  St.,  N.W. 
Washingron  10,  D.  C. 

Please  send  information  concemin 
□  Correspondence     □  Residence  Courso 

Nome   

Address  

City  State  


Profitable  Florida 
Fulltime  Station  -  $75,000.00 

Located  in  one  of  Florida's  most  desirable  and  rapidly  growing  mar- 
kets, this  fuUtime  facility  presents  an  outstanding  opportunity  to  one 
or  two  investors  who  should  be  active  in  management.  Operating 
conditions  are  unusually  favorable.  Station  operates  in  the  black  every 
month,  including  Summer,  and  Fall  and  Winter  prospects  are  excel- 
lent.   Here  is  a  chance  to  live  in  Florida — and  at  a  profit. 

CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY 

RADiO  STATION  AND  NEWSPAPEk  BROKERS 

WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO 

J3mes  W.  Blackburn  Harold  R.  Murphy  Ray  V.  Hamilton 

Washington  Bldg.  360  N.  Mich.  Ave.  235  Montgomery  St. 
Sterling  4341-2                Randolph  6-4550  Exbrook  2-5672 
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OBILIZATION 


Agencies  Study  New 
Home  Front  Bill 


^ERNMENT  agencies  late  last  week  were  studying  the  ramifications 
he  new  home-front  mobilization  bill  as  President  Truman  prepared 
rsday  to  sign  into  law  the  production  control  bill  giving  him  vastly 
leased  powers  over  the  nation's  economy, 
le  Chief  Executive  was  sched- 


to  outline  some  of  these  con- 
?  to  the  nation  in  a  radio  ad- 
Is  slated  for  Saturday  evening, 
pnouncement  of  the  President's 
ntion  to  address  the  nation  fol- 
rd  reports  during  the  week  that: 
■  W.     Stuart  Symington, 
jirman  of  the  National  Secur- 
Resources  Board,  would  be 
ijned  shortly  to  head  officially 
nation's    mobilization  pro- 
).m,   including   national  civil 
ense  planning. 

9  The  President  would  cre- 

a  new  federal  agency  to  han- 

price-wage-rationing  controls 
iR  9176)  passed  by  Congress, 
would  be  known  as  the  Eco- 
ijnic  Stabilization  Agency. 

The    Federal  Reserve 
ard  would  reinstate  regula- 
!is  governing  time  purchases, 
jne  President,  at  his  news  con- 
•jnce  last  Thursday,  denied  re- 
ijls  pertaining  to  Mr.  Symington, 
j;ending  he  knew  nothing  about 
|i  a  move,  and  those  dealing 
■1  a  proposed  economic  agency, 
jsaid  he  is  not  considering  cre- 
ki  of  such  an  agency  at  present, 
iobservers  felt  that  the  proposal 
I  at  least  in  the  planning  stage 
juse  once  total  mobilization  is 
eed. 

Advisory  Capacity 
r.  Symington  and  his  NSRB 
5  been  functioning  in  an  ad- 
ry  capacity  to  the  President, 
I  not  as  an  "operating  agency." 
is  believed  that  Mr.  Symington 
itually  will  be  armed  with  full 
iiority  to  head  the  nation's  de- 
le  mobilization  program,  either 
lead  of  NSRB  or  possibly  of  an 
acy  yet  to  be  created. 
lUthority  to  establish  a  single 
icy  to  administer  wage  and 
e  controls  and  rationing  re- 
liements  when  he  decides  to  im- 

ilSTOL-MYERS 

\  I  increase  Radio-TV  Budget 

IrWORK  radio  and  television 
'  have  an  increased  share  of 
tol-Myers  advertising  budget 
lans  for  1950-51  season,  Robert 
3rown,  vice  president  and  gen- 
manager,  announced  last  week, 
ewest  development  is  company's 
ch  of  Break  the  Bank  to  day- 
i  radio  [Broadcasting,  Sept.  4] 
'e  times  weekly  on  NBC,  11- 
jO  a.m.,  with  Bud  Collyer  as 

irm's  other  radio  show  is  Mr. 
rict  Attorney  on  NBC  and  its 
dsion  shows  are  Break  the 
■k  with  Bert  Parks  on  NBC-TV 
Lucky  Pup,  one  day  only,  on 
5-TV. 

oherty,  Clifford  and  Shenfield 
he  agency  for  latter  show  and 
\%k  The  Bank.  Young  &  Rubi- 
handles  Mr.  District  Attorney. 
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pose  them  generally  is  clearly  set 
forth  in  the  production  bill  now  be- 
fore the  President.  He  would  be 
required,  however,  to  impose  wage 
controls  at  the  same  time  that 
price  ceilings  are  put  into  effect  in 
any  industry.  The  wage-price-ra- 
tioning provision  expires  next  June. 

The  Chief  Executive  also  has  au- 
thority to  curtail  installment  buy- 
ing through  imposition  of  strin- 
gent credit  restrictions  until  June 
1951. 

Other  provisions  empower  the 
President  to  allocate  scarce  or 
critical  materials,  assign  priorities 
and  make  loans  to  industry  to  spur 
production,  as  well  as  to  requisition 
plants  and  equipment  needed  by 
the  government.  This  power  ex- 
tends to  June  1952. 

Another  provision  in  the  defense 
production  bill,  retained  by  Con- 
gressional conferees  in  line  with 
World  War  II  procedure,  is  that 
exempting  radio  time  rates  from 
any  price  controls  the  President 
may  decide  to  invoke  [Broadcast- 
ing, Aug.  14,  7]. 

In  adjusting  price  ceilings,  the 
President  would  consider  profits  in 
specific  and  related  industries,  and 
would  also  study  wages  in  the 
same  industries. 


AIDS  DEFENSE 


Chase  Is  Sawyer  Advisor 

HOWARD  CHASE,  public  rela- 
tions director  of  General  Foods, 
now  on  leave  of  absence  from  the 
firm,  is  serving  as  special  advisor 
to  Commerce  Secretary  Charles 
Sawyer  on  defense  production  ac- 
tivities [Closed  Circuit,  Aug.  28]. 

Mr.  Chase  is  expected  to  direct 
public  relations  activities  when  a 
defense  production  organization 
materializes  within  the  Commerce 
Dept.  It  is  believed  that  he  will 
serve  under  Maj.  Gen.  William  H. 
Harrison,  president.  International 
Telephone  &  Telegraph  Co.,  who 
has  been  mentioned  for  the  post  of 
Undersecretary  of  Commerce. 

Gen.  Harrison  is  expected  to 
head  the  proposed  defense  alloca- 
tions and  priorities  unit  within  the 
department,  tentatively  slated  to 
be  known  as  a  National  Production 
Authority  or  Defense  Production 
Administration  [Broadcasting, 
Aug.  28]. 


WIRL  Adds  MBS 

WIRL  Peoria,  111.,  an  ABC  affiliate 
for  the  past  two  and  a  half  years, 
today  joins  the  list  of  dual-network 
outlets  by  also  affiliating  with 
MBS.  Announcement  of  the  addi- 
tion was  made  by  Tom  Gavin,  gen- 
eral manager.  MBS  affiliation  be- 
came available  in  Peoria  when 
WMMJ  Peoria  sold  its  holdings  to 
a  new  corporation  which  plans  an 
independent  operation. 


fCC  roundup 

New  Grants,  Transfers,  Changes,  Applications 


Hox  Si 


cote 


SUMMARY  TO  SEPTEMBER  7 


Summary  of  Authorizations,  Stations  On  the  Air,  Applications 


Total  Cond'I 

Class                            On  Air  Licensed  CPs 

AM  stations                          2,175  2,145  172 

FM  stations                            685  505  213  1* 

TV  stations                           106  51  58 

*One  on  the  air. 


Appli- 
cations 


In 


Grants    Pending  Hearing 


282 
20 
355 


262 
13 
182 


Docket  Actions  .  .  . 

INITIAL  DECISION 
Surety  Bcstg.  Co.,  Charlotte,  N.  C; 
WRRF  Washington,  N.  C— Announced 
initial  decision  by  Hearing  Examiner 
J.  D.  Bond  to  grant  application  of 
Surety  Bcstg.  Co.,  new  station  at 
Charlotte,  N.  C.  on  930  kc,  5  kw  day, 
1  kw  night,  directional;  and  to  grant 
application  of  WRRF  to  change  facili- 
ties from  day  to  fulltime  using  5  kw 
day,  1  kw  night,  directional  on  930  kc. 
Both  grants  subject  to  conditions.  See 
story  BROADCASTING  Sept.  4.  Deci- 
sion Sept.  1. 

New  Applications  .  .  . 

AM  APPLICATIONS 
Goldsboro,  N.  C. — Southern  Radio  & 
Television  Corp.,  730  kc,  1  kw  day. 
Estimated  construction  cost  $24,000. 
Applicant  is  permittee  WFMC  FM  out- 
let in  Goldsboro.  Application  is  made 
contingent  on  surrender  of  license  of 
WTIK  Durham.  Filed  Sept.  1. 

Pittston,  Pa.— Radio  Pittson  FM  & 
Television  Co.,  1450  kc,  250  w  fulltime. 
Estimated  construction  cost  $7,550. 
Richard  G.  Evans,  applicant  is  presi- 
dent and  general  manager  WIZZ  Wilkes 
Barre  and  23%  owner.  Mr.  Evans  is 
also  a  management  consultant  on  FM 


ZIV  NAMES  TWO 


Scott,  Gates  Join  Staff 

FREDERIC  W.  ZIV  Co.,  tran- 
scribed syndicated  program  pro- 
ducer, has  appointed  two  new  mem- 
bers to  its  sales  force. 

Coleman  Scott,  general  manager 
of  WGBR  Goldsboro,  N.C.,  will 
represent  the  company  throughout 
Cleveland,  Erie  and  surrounding 
cities  with  headquarters  in  Cleve- 
land. James  Gates,  sales  manager 
of  WIDE  Biddeford,  Me.,  will  cover 
Maine,  Vermont  and  New  Hamp- 
shire with  headquarters  in  Bidde- 
ford. 


station  programming,  management, 
operations,  sales  etc.  Filed  Sept.  1. 

EDUCATIONAL   FM  APPLICATION 

Baltimore,  Md. — Baltimore  Junior 
College,  noncommercial  educational 
FM  station,  on  frequency  to  be  assigned 
by  Commission,  ERP  10  w.  Estimated 
construction  cost  $4,725.  Station  will  be 
operated  by  Board  of  School  Commis- 
sioners represented  by  Dr.  William  H. 
Lemel.    Filed  Sept.  1. 

TRANSFER  REQUESTS 
WBCO  Bessemer,  Ala. — Assignment 
of  license  from  Jesse  E.  Lanier,  Jack 
Warden,  Crawford  J.  Bass  and  Walter 
G.  Petty  Jr.,  partnership  d/b  as 
Bessemer  Bcstg.  Co.  to  Bessemer  Bcstg. 
Co.  Inc.  Messrs.  Bass,  Petty  and 
Warden  withdraw  from  partnership. 
New  corporation  includes:  Jesse  E. 
Lanier,  one  of  original  partners,  presi- 
dent 25%;  E.  B.  Stephens,  50%  owner 
Military  Service  Co.,  (general  sales 
agency)  secretary  treasurer  25%;  O.  S. 
Burke,  general  law  practice,  vice  presi- 
dent 25%;  and  W.  P.  Gewin,  general 
law  practice,  25%.  Consideration  is 
$5,200.  WBCO  is  assigned  250  w  full- 
time  on  1450  kc.  Filed  Sept.  1. 

KSGM  Ste.  Genevieve,  Mo. — Acquisi- 
tion of  control  of  Donze  Enterprises 
Inc.,  licensee,  by  Elmer  Donze.  Elmer 
and  Norbert  Donze  own  Donze  Enter- 
prises Inc.,  which  cover  radio  station 
KSGM,  Gift  Shop  Jewelers,  Donze  Ap- 
pliance Store  and  Donze  Drug  Store. 
Norbert  plans  to  devote  full  time  to  the 
jewelry,  and  appliance  store  and 
Elmer  wishes  to  devote  full  time  to 
operation  of  KSGM  and  drug  store. 
Certain  net  assets  of  jewelry  and  ap- 
pliance store  are  sold  to  Norbert  for 
869!4  sh.  in  KSGM.  Transfer  would 
give  Elmer  Donze  99.8%  ownership  of 
station.  KSGM  is  assigned  250  w  full- 
time  on  1450  kc.  Filed  Sept.  1. 


FCC  Actions 

(Continued  from  page  86) 

Applications  Cent.: 

slon  of  completion  date:  WOAK  Oak 
Park,  111.;  WTCN-FM  Minneapolis. 

APPLICATIONS  RETURNED 
Modification  of  CP 
WPMP  Pascagoula,  Miss.— RETXHINED 
Aug.    29    mod.    CP    AM    station  for 
extension  of  completion  date. 


the  KOKOMO 

market  is  rich! 


Distribution  of  Listening  Homes 


74,210      tt  302, 3  29,000^ 

RETAIL  SAUE.  SP.L6S         FOOD  SALES 


#181,967,000  #46,980,000 


NO- FOOD  STORES 


\  NO-I 


PR.UG  SALES 

$6,539,000 

NO.  DRU&  STORES         FARM  ft 


591 


77 


#65,071,000^ 


Latest  Conlan  Figures 
WIOU  .  .  .  67.0'^ 


WlOU  -i- 

1350  KC 

KOKOMO,  INDIANA 
Columbia  Broadcasting  System 
National  Rep:  Weed  &  Co. 
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VtTS  RADIO  GUILD         Hospital  Unit  Formed 


VETERANS  Hospital  Radio  Guild, 
a  group  of  executives  and  perform- 
ers \^^thin  the  industry,  has  started 
a  campaign  for  $50,000  to  extend 
its  program  of  radio  training  for 
patients  in  VA  hospitals  through- 
out the  country  and  in  Puerto  Rico. 

Called  "Operation  Aftermath," 
the  campaign  is  actively  supported 
by  every  station  in  the  New  York 
metropolitan  area.  Bob  Hope, 
Skitch  Henderson,  Barry  Gray,  and 
Margaret  Arlen  have  given  in- 
augural pushes.  And  soon  it  is 
expected  to  be  rolling  from  coast 
to  coast. 

Underway  Two  Years 

For  more  than  two  years,  VHRG 
teams,  with  only  personal  funds, 
have  pioneered  the  radio  training 
project  in  six  hospitals.  Going  into 
the  wards  and  coaching  patients 
in  radio  techniques,  the  teams  have 
enabled  the  vets  to  operate  their 
own  "Bedside  Network."  These 
"communities  by  radio"  have  be- 
come a  bright,  therapeutic  force 
in  the  hospitals  so  far  reached. 
Medical  staffs,  as  well  as  conva- 
lescing vets  themselves,  have 
lauded  the  effect. 

Late  in  1947,  Jean  Tighe,  radio 
actress  and  singer,  and  Carl  Rig- 
rod,  vice  president  of  Donahue  & 
Coe,  advertising  agency,  were  visit- 
ing Halloran  Hospital,  Staten  Is- 
land, N.  Y.  A  patient's  remarks 
set  them  to  thinking. 

"Professional  shows  are  good 
enough,"  the  patient  had  said,  "but 
when  they're  over,  you're  right 
back  with  yourself  again — think- 
ing of  that  great  future  you  don't 
have."  It  would  be  nice  to  get 
around  the  hospital  and  meet  pa- 
tients in  other  wards,  he  said,  but 
"these  beds  don't  fly  that  far.  Per- 
sonal plans?  Let's  stop  kidding. 
Who's  going  anywhere?" 

Other  patients  were  so  bitter  and 
despairing  that  they  wouldn't 
speak  at  all. 

Yet  there  were  public  address 
systems  in  each  hospital.  And  it 
wasn't  hard  to  visualize  what  hav- 
ing their  own  "radio  station"  might 
do  for  these  men.  So  Miss  Tighe 
and    Mr.    Rigrod    collected  some 


friends  in  the  trade  and  they  all 
went  to  work. 

Frequently  hospitals  were  lo- 
cated beyond  public  transportation. 
The  volunteers  had  to  do  every- 
thing in  their  leisure  time  and  with 


A  team  composed  of  a  group  super- 
visor, producer,  writer,  director, 
actors  and  actresses,  singing  coach, 
pianist  or  other  instrumentalist, 
sound  effects  man,  engineer  and 
speech   instructor   makes  weekly 


VHRG  President  Jean  Tighe,  radio  actress  and  signer,  interviews  John 
StagwUlo,  now  a  "Bedside  Network"  graduate  who  was  elected  to  the 
VHRG  board  and  is  featured  over  WNEW  New  York  in  Stag  Time. 

*       *  • 
Nevertheless,  by     visits  to  the  hosiptal. 


their  own  funds 
valiant  effort  the  VHRG  has  serv- 
iced 3,750  patients.  Programs 
regularly  go  over  the  "Bedside  Net- 
work" and  exactly  as  desired  by 
the  listener-operators.  Patients 
are  the  participants  —  polishing 
scripts,  studying  parts,  rehearsing, 
and  performing  the  many  other  ac- 
tivities of  daily  broadcasting. 

Occasionally,  although  not  its 
purpose,  VHRG  sparkles  up  an 
unusual  talent.  John  Stagwillo, 
for  example.  After  four  years  of 
hospitalization  as  a  paraplegic, 
and  with  the  aid  of  VHRG  and 
the  "Bedside  Network,"  he  is  now 
featured  over  WNEW  New  York, 
Fri.,  9-9:30  p.m.,  EDT,  in  his  own 
show.  Stag  Time.  Other  "alumni," 
including  a  composer  and  a  writer, 
have  been  started  on  their  way. 

Here  is  the  way  VHRG  works: 


Another  BMI  "Pin  Up"  Hit-Published  by  Goday 

GOLDEN  SAILS 


On  Records:    Jerry  Wayne 

CarroU-Mer.    5432;  Le.ghton 


Col.  43890;  Bob 
Noble — Coral 
60281,  S'^^k  Toii-Bainbo**,  V.„ 


Bob  Eberly— World; 


t^orth;  Mindy  Carson 


 Associated. 


(*  soon  to  be  released) 


At  one  bedside  the  script  gets 
professional  attention  by  the  team's 
writer.  A  plot  change  or  dialogue 
twist  may  be  suggested.  Then  it 
is  redrafted,  edited,  and  ready  for 
production. 

A  patient-director  assembles  the 
cast  before  a  hospital  microphone. 
If  one  member  can't  leave  his  bed, 
he  reads  his  part  into  a  tape- 
recorder,  and  it  is  dubbed  in  later. 

All  Take  Part 

As  rehearsal  progresses,  the 
VHRG  teams  coach  their  counter- 
parts in  the  cast,  and  on  the  pro- 
duction staff.  When  the  show  goes 
on  the  air,  bed  patients  receive  it 
through  individual  personal  re- 
ceivers, and  ambulatory  patients 
through  loudspeakers  in  the  game 
room  or  recreation  hall.  Most 
everyone  is  in  the  act,  if  not  before 
the  mike,  then  as  a  listener  with 
an  authoritative  finger  in  the  pro- 
gramming. 

This  story  today  is  limited  to 
Halloran  Hospital,  Staten  Island, 
N.  Y.;  Kingsbridge  at  Beacon, 
N.  Y.;  Livermore  at  Livermore, 
Calif.;  San  Fernando  at  San  Fer- 
nando, Calif.;  and  Barnes  at  Van- 
couver, Wash. 

A  board  of  governors  giving 
"close  support"  to  VHRG  includes : 

Ted  Cott,  (r«>"pral  manager,  WNBC 
and  WNBT  (TV)  New  York;  Thomas 
Luckenbill,  vice  president  in  charge 
of  radio-TV  at  William  Esty  Co.,  and 
Re-d  Wight,  radio-TV  director,  J.  M. 
Mathes  Inc.,  all  co-chairmen;  G. 
Richard  Swift,  general  manager, 
WCBS-AM-TV  New  York;  Carl  Haver- 
lin,  president,  Broadcast  Music  Inc.; 
Charles  Baltin,  vice  president,  WHOM 
New   York;    Sydney   H.   Eiges,  vice 


president  in  charge  of  press,  Nki 
George  Crandall,  director  of  prti 
CBS;  Alan  Brandt,  director  of  pj 
licity,  WNEW  New  York;  Betty  For 
ling,  radio  editor,  Newsweek;  Fru 
Burke,  editor.  Radio  Daily ;  Edwa 
P.  Eagan,  New  York  Boxing  Comn-ii 
sion;  and  Leonard  V.  Harrison,  Cm 
munity  Service  Society. 

Temporarily  housed  at  the  He 
Madison,  New  York,  in  a  f  our-ro . 
suite  donated  by  Bob  Hawk,  tl 
VHRG  has  plans  for  a  paid  exec 
tive  and  field  agent  operating  oi 
of  permanent  headquarters,  ar 
coordinating  a  nationwide  swe( 
of  volunteer  teams. 

VHRG  officers  are : 

President,  Jean  Tighe,  radio  actre 
and  singer;  first  vice  president,  Al 
Kramer,  song  writer;  second  vi 
president,  Hubert  WilHe  of  Roy 
Durstlne  Inc.;  secretary,  Patsy  Cam 
bell,  actress;  and  treasurer,  B 
Brenner,  radio-TV  director  for  A.  ^ 
Lewin  Co. 

Board  of  directors:  Merre  Nort 
rup  of  J.  M.  Mathes  Inc.;  Anne  Pi  I 
niak,  actress;  Catherine  De  Carlo 
Benton  &  Bowles  Inc.,  and  John  Sta 
willo,  radio  actor  and  "Bedside  Ni 
work"  graduate. 

Committee  for  "Operation  Aft( 
math":  Hubert  Willde,  chairma 
Helen  Lee,  campaign  director;  a 
Catherine  De  Carlo,  publicity  cha; 
man.  Sp 

With  pioneering  days  behind  V 
VHRG  now  faces  the  enormcR« 
task  of  reaching  the  129  hospitj 
and  96,000  patients  still  "off  t 
air."  To  paraphrase  the  VHI 
slogan,  "Do  you  know  a  more  si^\ 
isfying  place  for  your  money?'^!J^ 


MALIK'S  VOICE 

Hooper  Drops  as  Russ  Ja 


IN  ITS  continuous  effort  to  dro^ 
out  the  Voice  of  America,  t' 
USSR  inadventently  jammed ' 
speech  by  Jacob  Malik,  its  o-wn  13 
delegate,  during  a  recent  meeti, 
of  the  Security  Council,  the  SU 
Dept.  revealed  Sept.  2. 

Comrade  Malik,  who  also  qu 
ifies  as  TV's  newest  star  by  vir 
of  network  telecasts  of  Secur 
Council  sessions,  was  blotted 
not  only  in  his  native  Russi 
tongue,  but  also  in  English  a,j 
French  as  well,  thanks  to  Russi 
operators  who  thought  they  w( 
jamming  a  Soviet  language  p: 
gram. 

A  Polish  language  broadcast  ^ 
interrupted  Aug.  25  to  make  w 
for  the  UN  broadcast  over  the  sai 
frequencies.  As  chairman  o\ 
council  proceedings,  Mr.  Malik  vs 
speaking  in  Russian  when 
Soviets  applied  their  jammers 
about  45  minutes. 

Eight  minutes  of  his  speech 
the  resulting  English  and  Frei 
translations  were  drowned  out 
his  own  propaganda  machine  s 
the  comrade's  Hooperating  tool 
dive. 


ADDITION  of  two  daily  15-min 
broadcasts  to  its  Far  Eastern  sch 
ule,  including  one  each  in  Korean  J 
Cantonese,  announced  by  Dept. 
State.  New  programs  bring  pres 
Voice  Far  Eastern  output  to  total 
7%  hours. 
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Sooners 

'^Continued  from  page  19) 

"as  far  as  we  know  we  have 
ntract"  with  KOMA,  and  added 
the  party  was  negotiating  for 
jsorship  rights  to  Oklahoma 
M  games  as  well, 
he  party  had  negotiated  for 
[idcast  rights  beginning  with  a 
i:est  Sept.  30  between  the  U.  of 
ahoma  and  Boston  College,  and 
,;ng  around  Nov.  7.  Station  offi- 
said  plans  provided  for  25- 
announcements  at  intervals 
ng  each  game  stressing  the  cit- 
is'  civic  duty  to  vote.  Games 
Id  be  carried  on  a  state-wide 
^ork.  Controversy  was  sparked 
^  huge  billboards  advertising 
,  Democratic  Party's  sponsor- 
1;  of  the  games. 

tnid  the  dispute,  Dr.  Cross  said 
■cnew  that  the  party  originally 

rmed  to  sponsor  the  broadcasts 
■thought  "the  Democrats  agreed 
'ould  not  be  a  good  thing  and 

Jded  to  drop  it."  He  also  noted 
the  university-station  con- 
t  contains  a  clause  permitting 

J  latter  to  "approve  or  reject" 
isors. 

he  clause  was  originally  written 
prohibit  advertising  of  ciga- 
|e  and  beer  companies,  or  any 
iisor  "repugnant  to  the  public 
)e,"  according  to  Pete  White, 
a  advertising  man,  who  re- 
!;edly  conceived  the  plan  and 
in  p  1  e  t  e  d  the  contract  with 
(MA. 

They  certainly  can't  say  the 
locratic  Party  is  repugnant  to 
state  of  Oklahoma,"  he  added, 
ahoma  normally  is  a  Democratic 
e  and  a  heavy  vote  turnout 
jally  favors  the  Democrats, 
lie  Tulsa  Daily  World,  writing 
he  furor,  said  Republicans  were 
•ful  lest  they  hear  broadcast 
ouncements  such  as  these: 
Ian,  look  at  that  Heath  lug  that 
He's  running  like  a  Democrat." 


"Wow,  look  at  him  hit  that  line- 
just  like  a  Democrat  stamping  his 
ballot." 

The  affair  was  touched  off  by  24- 
sheet  billboards  promoting  KOMA's 
broadcasts  of  the  1950  O.  U.  sched- 
ule. Newspaper  writers  used 
statements  such  as,  "The  Jayhawk 
forward  wall  crumbled  like  a  bunch 
of  Republicans  before  that  thrilling 
Democratic  plunge." 

Mr.  White  thereupon  explained 
that  commercials  had  already  been 
written,  that  they  would  have  been 
used  in  non-playing  parts  of  the 
games,  that  none  were  excessively 
long  and  that  none  mentioned 
candidates.  Instead  they  were 
directly  aimed  at  getting  out  the 
Democratic  vote. 

Mr.  Bernard  said  there  was  no 
reason  to  believe  that  vote-getting 
announcements  during  non-playing 
periods  "would  be  any  worse  than 
if  they  came  between  Arthur  God- 
frey and  Ma  Perkins." 

James  Arrington,  Oklahoma 
Democratic  chairman,  told  Mr. 
White  he  was  willing  to  share 
sponsorship  with  the  Republicans 
but  GOP  Chairman  Carrier  rejected 
the  offer,  condemning  any  party 
sponsoring  broadcasts  of  the  activi- 
ties of  a  state-supported  institu- 
tion. 


ASCAP  Navy  Rights 

ASCAP  has  granted  a  free  license 
for  performance  of  members'  music 
on  Pacific  Fleet  Navy  radio  shows. 
Otto  A.  Harbach,  ASCAP  presi- 
dent, announced  last  Thursday.  The 
move  is  in  line  with  the  society's 
policy  of  granting  free  licenses  to 
the  armed  services  for  musical  per- 
formances on  application,  provided 
the  music  is  not  used  for  commer- 
cial purposes.  The  Navy  shows  will 
be  used  by  stations  as  a  public 
service  feature,  with  ASCAP  li- 
censes covering  a  period  of  one 
year. 


ANTI-RED  GROUP 

To  'Spotlight'  New  Cases 

THE  RADIO  subcommittee  of  the 
Joint  Committee  Against  Com- 
munism in  New  York,  formed  a 
fortnight  ago  after  the  successful 
protest  against  television  appear- 
ances of  Jean  Muir,  last  week  an- 
nounced it  would  "spotlight"  other 
instances  of  "subversive  affiliations 
and  activities"  if  necessary. 

After  its  first  meeting  last 
Thursday  night  the  subcommittee 
issued  a  statement  saying  it  was 
gratified  by  the  "increased  aware- 
ness of  the  subversive  influence  in 
the  radio  and  television  field"  and 
that  it  saw  "reason  to  believe  that 
the  industry  will  re-examine  the 
extent  of  this  influence  and  take 
fair  and  vigorous  action." 

The  subcommittee's  statement 
was  issued  under  the  name  of 
Stephen  C.  Chess,  Queens  County 
commander  of  the  Catholic  War 
Veterans,  chairman.  Co-chairman 
of  the  subcommittee  is  Theodore 
Kirkpatrick,  editor  of  Counterat- 
tack, a  newsletter,  and  publisher 
of  Red  Channels,  the  list  of  151 
performers,  writers  and  other 
creative  talent  alleged  to  have  been 
associated  with  the  Communist 
Party  or  its  fronts. 

In  Mr.  Chess'  statement  he  said 
the  subcommittee  had  decided  not 
only  to  "spotlight  specific  instances 
of  subversive  affiliations  and  activi- 
ties" but  also  to  "inquire  into 
repeated  complaints  of  capable 
artists,  writers  and  technicians 
who  have  been-  denied  employment 
because  of  their  anti-communism." 

The  tone  of  the  statement  in- 
dicated the  subcommittee  had  no 
immediate  plans  for  repeating  the 
kind  of  protest  that  resulted  in  the 
dismissal  of  Miss  Muir  from  the 
cast  of  The  Aldrich  Family. 
[Broadcasting,  Sept.  4]. 


DNG  the  broadcasters  from  Arizona,  Nevada  and 
'hern  California  in  attendance  at  the  NAB  District  16 
^iting  in  Hollywood  Aug.  24-25  were  (I  to  r):  Front  Row, 
I  MacMurray,  Pacific  Regional  Network;  Charles  Salik, 
tQ  San  Diego;  Harry  Engel,  KVEN  Ventura;  John 
e,  KALI  Pasadena;  Arthur  H.  Groghan,  KOWL  Santa 
,^onica;  Ray  V.  Hamilton,  Blackburn-Hamilton  Co. 
lind  Row,  Glenn  Dolberg,  BMI;  Kevin  Sweeney,  KFI 
[Angeles;  Riley  Gibson,  KXO  El  Centro;  Alan  D.  Court- 
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riey,  NBC  Hollywood;  Charles  Hamilton,  KFI;  Lawrence 
McDowell,  KFOX  Long  Beach;  Lee  Little,  KTUC  Tucson. 
Back  Row,  Ned  Connor,  KRKD  Los  Angeles;  Hubbard 
Keavey,  AP  Los  Angeles;  Roy  W.  Sinor,  KBUC  Corona; 
Truman  Hinkle,  KRAM  Las  Vegas;  Thomas  Sharp  and 
John  C.  Merino,  KFSD  Son  Diego;  William  J.  Beaton, 
KWKW  Pasadena;  Frank  Burke  Jr.,  KFVD;  and  Cliff  Gill, 
KFMV  Hollywood  and  PRN. 


TO  NEW  SUBSCRIBERS 

*He  1950 

BROADCASTING 

MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

"...  the  most  valuable 
tool  for  evaluating  mar- 
kets, radio-tv  time  buying 
in  years." 

SELLS  SEPARATELY  FOR  $1.00 

Just  out,  this  250-page 
MARKETBOOK  will  be 
sent  to  new  subscribers 
upon  receipt  of  order. 

Here  in  one  complete  book 
are  all  the  essential  facts  & 
spot  rate  figures  for  buy- 
ing/selling AM  FM  TV 
time.  Three  color,  25"  x 
35"  radio-tv  map  included 
with  each  copy. 

SPECIAL  OFFER 

TO  NEW  SUBSCRIBERS 

For  a  limited  time  a  regular  $7.00 
BROADCASTING  subtcription 

includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 


Broadcasting  •  Telecasting 

870  NATIONAL  PRESS  BIDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
32  weekly  Issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

□  $7  enclosed      □  please  bill 


NAME 


COMPANY 


STREET 


CITY 


ZONE  STATE 


September  11,  1950     •    Page  93 


NINE  AM  TRANSFERS 
APPROVED  BY  FCC 

NINE  AM  stations  granted  transfers  of  con- 
trol by  FCC  Friday,  including  $112,500  sale 
of  KRSC  Seattle,  Wash.,  by  P.  K.  Leberman, 
Robert  F.  Priebe  and  John  E.  Ryan  to  J. 
Elroy  McCaw,  northwest  broadcaster  [Broad- 
casting, Aug.  7].    Other  transfers  include: 

KGAK  Gallup,  N.  M. — Assignment  of  license  for 
$8,000  to  Tiiunderbird  Bcstg.  Co..  new  firm  in  which 
Merle  Tucker,  original  one-third  owner,  holds  75% 
interest.  KIBE  Palo  Alto,  Calif. — Assignment  of 
license  from  Millard  Kibbe  and  Donald  K.  Deming 
to  J.  B.  Rhodes  for  $45,000.  KHMO  Hannibal,  Mo.— 
Transfer  control  from  Laura  Lee  to  E.  L.  Sparks  and 
14  others  through  capital  stock  increase.  WHOW 
Clinton,  111. — Transfer  control  from  Keith  Rhea 
et  al  to  J.  R.  Livesay  et  al  through  sale  93% 
interest  for  $3,135. 

WOOD  Grand  Rapids,  Mich.— Transfer  control 
from  Ralph  S.  and  Bertha  G.  Euler  and  F.  R.  Denton 
to  WFBM  Inc.  through  sale  50%  interest  for  $50,000. 
WFBM  Inc.  operates  WFBM  Indianapolis.  KOBK 
Owatonna  and  WKLK  Cloquet,  Minn. — Transfer  con- 
trol WKLK  from  William  F.  Johns  Jr.  and  John  O. 
Vick  to  Victor  J.  Nicholas,  Albert  S.  and  Antonio 
Tedesco,  representing  40%  interest.  Mr.  Johns  ex- 
changes 15%  in  WKLK  for  40%  holding  of  Tedesco's 
in  KOBK.  Mr.  Vick  sells  25%  WKLK  holding  for 
$7,500.  KPAN  Hereford,  Tex.— Assignment  of  license 
to  Marshall  Formby.  Mr.  Formby  sells  25%  holding 
in  KSNY  Snyder,  Tex.,  plus  $9,750  to  John  Blake 
for  latter's  50%  of  KPAN. 

THREE  DAYTIME  STATIONS 
GRANTED  BY  FCC 

THREE  NEW  daytime  AM  outlets  granted  by 

FCC  Friday.    KNCM  Moberly,  Mo.,  granted 

change  from  1220  kc  with  250  w  daytime  to 

250  w  fulltime  on  1230  kc.   New  station  grants: 

New  Orleans — Jules  J.  Paghn,  800  kc,  1  kw  day, 
directional.  Mr.  Paglin,  sales  consultant,  once  held 
4%  in  WJMR  there.  Walton,  N.  Y.— Delaware  County 
Bcstg.  Corp.,  1270  kc,  1  kw  day.  Principals  include 
Elmer  Kellam,  New  York  state  assemblyman,  and 
Hyman  E.  Mintz,  New  York  state  assistant  attorney 
general,  each  25%  owner.  Williamsport,  Pa. — Lycom- 
ing Bcstg.  Co.,  105O  kc,  1  kw  day.  Operates  WLYC 
(FM)  there. 

ECA  BUYING  PRINTED 
ADVERTISING  IN  EUROPE 

PLAN  to  use  printed  advertising  in  Europe  to 
forward  Marshall  Plan  objectives  announced 
yesterday  (Sunday)  by  Theodore  S.  Repplier, 
president,  The  Advertising  Council,  following 
series  of  meetings  of  special  council  committee 
with  ECA  information  specialists.  Radio  time 
not  contemplated  at  present.  Committee  to 
report  to  State  Dept.  overseas  information 
staff. 

Special  committee,  formed  to  consult  and 
advise  on  use  of  advertising  techniques  in- 
cludes: Philip  L.  Graham,  publisher,  Washing- 
ton Post  (WTOP-AM-FM-TV  Washington); 
Edgar  Kobak,  business  consultant  and  owner, 
WTWA  Thomson,  Ga.;  Gardner  Cowles,  pub- 
lisher. Look  magazine  and  Cowles  newspapers 
(KRNT-AM-FM  Des  Moines,  Iowa,  WCOP- 
AM-FM  Boston,  WNAX  Yankton,  S.  D.) ;  Fair- 
fax M.  Cone,  Foote,  Cone  &  Belding;  James 
W.  Young,  consultant,  J.  Walter  Thompson  Co. 
and  past  council  chairman,  and  Mr.  Repplier. 
Samuel  Gale,  vice  president.  General  Mills,  and 
chairman  of  Advertising  Council,  also  is  mem- 
ber. 

ARTHUR  MURRAY  SERIES 

ARTHUR  MURRAY  Dance  Studios,  New 
York,  to  sponsor  Arthur  Murray's  Party  Time, 
variety  show  with  Mrs.  Murray  as  mistress  of 
ceremonies  on  DuMont  TV  Network,  Sundays, 
9-10  p.m.    Agency  not  specified. 
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MILLER  SESAC  CHARGES 
DRAW  QUICK  DENIAL 

SHARP  criticism  of  purported  SESAC  sales 
tactics,  voiced  by  NAB  President  Justin  Miller 
in  letter  to  K.  A.  Jadassohn,  SESAC  general 
manager,  drew  quick  retort  from  copyright 
group. 

Charges  were  based  on  statements  made  by 
SESAC  representative  to  Clair  R.  McCollough, 
general  manager  of  Steinman  stations,  and 
other  broadcasters,  according  to  Judge  Miller, 
who  explained  Mr.  McCollough  questioned 
salesman  carefully  on  his  claims. 

SESAC  representative  is  chai'ged  in  Miller 
letter  with  telling  Mr.  McCollough  NAB  has 
approved  SESAC  rate  structure;  NAB  urges 
its  members  to  sign  contract  on  this  basis; 
broadcasters  cannot  be  good  NAB  members 
if  they  fail  to  sign  with  SESAC  under  this 
structure. 

Nobody  is  authorized  to  make  such  state- 
ments. Judge  Miller  wrote,  since  NAB  has 
nothing  to  do  with  SESAC  rates,  has  not  urged 
members  to  sign  and  has  never  suggested  sign- 
ing was  necessary  if  they  were  to  be  "good 
members." 

Other  broadcasters  have  made  similar  com- 
plaints about  SESAC's  sales  approach,  he  de- 
clared, adding,  "So  far  as  NAB  is  concerned, 
SESAC  and  broadcasters  are  operating  as 
business  men  do,  upon  an  arms-length  basis; 
each  one  working  out  the  best  contract  agree- 
ment he  can.  .  .  .  Under  the  circumstances  it  is 
impossible  for  me  to  avoid  the  conclusion  that 
some  of  your  representatives  have  been  going 
a  little  out  of  bounds."  Judge  Miller  com- 
mented that  Mr.  McCollough  is  an  experienced 
broadcaster  and  is  thoroughly  familiar  with 
such  matters. 

Joint  reply  to  Judge  Miller,  in  absence  of 
Mr.  Jadassohn  from  New  York  office,  sent  Fri- 
day by  W.  F.  Myers  and  R.  M.  Baruch,  of 
SESAC  station  relations.  They  said  Mr.  Mc- 
Collough had  met  with  them  in  SESAC  New 
York  office  to  discuss  renewal  of  SESAC  con- 
tract by  Steinman  stations.  Contract  expires 
Dec.  31,  1950. 

According  to  joint  reply,  Mr.  McCollough 
said  he  would  not  consider  increase  and  pointed 
out  NAB  is  still  interested  in  having  general 
"showdown"  with  SESAC  on  its  rate  structure. 
Proposed  SESAC  renewal  rates  published  in 
May  1,  1950,  issue  of  NAB  Member  Reports. 

SESAC  salesmen  told  Mr.  McCollough,  let- 
ter says,  they  understood  publication  did  not 
constitute  endorsement  since  NAB  obviously 
couldn't  endorse  one  product  over  another. 

SESAC  field  representatives  instructed  to 
keep  within  bounds  set  forth  in  SESAC  state- 
ment in  NAB  bulletin,  letter  says,  asking 
Judge  Miller  to  reconsider  his  statements. 

WJZ-TV  RAISES  RATES  10% 

RATE  increases  of  10%  for  all  time  segments 
of  five  minutes  or  more  announced  Friday  by 
WJZ-TV  New  York,  effective  Sept.  15.  Base 
evening  hour  rate,  for  example,  goes  from 
$2,000  to  $2,200.  Rates  for  announcement 
periods  also  raised. 

CLARKE  A.  SNYDER  RESIGNS 

CLARKE  A.  (Fritz)  SNYDER,  advertising 
director  for  Bulova  Watch  Co.,  New  York,  for 
four  years,  has  resigned  effective  Jan.  1. 


Closed  Circuit 

(Continued  from  page  U) 

Irvin  Stewart,  now  president  of  West  V 
ginia  U. 

COLOR  TV  sidelight:  Weekly  output  of  no 
bracket  TV  receivers  now  in  spitting  dista 
of  200,000,  or  at  rate  of  10  million  per  yt^ 

WRITE  OFF  name  of  Charles  Crutchfield  f 
possible  appointment  to  Office  of  Censorsh 
or  War  Information  if  and  when  either 
established.  It's  learned  that  vice  preside 
and  general  manager  of  WBT  Charlotte,  call 
to  Washington  several  weeks  ago  in  connect! 
with  possible  appointment,  has  asked  \ 
endorsers  to  withdraw  name  "due  to  the  i 
tensity  of  the  controversy  arising  from  t 
rumor."  He  urged  appointment  of  men  wi 
extensive  newspaper  as  well  as  radio  expel 
ence  and  preferably  with  non-partisan  politic 
views  for  both  posts. 

AT  LEAST  ONE  major  spot  radio  progr^ 
sponsor  has  requested  stations  to  guarant 
spot  program  time  against  preemption  by  n« 
works,  with  implication  that  if  such  guarante 
not  forthcoming,  advertiser  may  switch  i 
network  radio.  Advertiser  has  been  placii 
spot  programs  on  nationwide  basis. 

SHORTLY  to  be  announced  is  resignation 
John  R.  Rowland,  since  1939  assistant  to  Pre; 
dent  Eugene  F.  McDonald  of  Zenith  and  f 
past  three  years  in  charge  of  Phonevision.  C 
Rowland  served  in  Signal  Corps  during  Woi 
War  II  and  spent  two  years  overseas. 

AMERICAN  SAFETY  RAZOR  Co.,  throuj 
its  agency,  Ruthrauff  &  Ryan,  New  Yoi 
preparing  spot  announcement  campaign  f 
Silver  Star  blades  in  addition  to  spots  f 
Blue  Star  and  Treet. 

LEWIS  RIGGIO,  son  of  Vincent  Riggio,  chai 
man  of  board  of  American  Tobacco  Co.,  sche 
uled  to  join  Peter  Hilton  Adv.  Agency,  Nf 
York,  as  partner  in  October. 

TELE-VIEWERS  ASSN. 
FORMED  IN  WASHINGTON 

FORMATION  of  Assn.  of  Tele-Viewers,  w 
blocking  of  FCC  approval  of  non-compatif 
color  TV  system  as  first  objective,  was  a 
nounced  in  Washington  Friday.  Announc 
on  heels  of  FCC's  report  favoring  non-coi 
patible  CBS  color  [Broadcasting,  Sept.  4;  al 
see  page  61],  organization  said  it  will  a 
FCC  to  reopen  color  hearings  to  receive  vi^ 
of  set  ovraers.  ' 

ATV  board  of  directors — they  have  not  j 
elected  officers — includes  John  M.  Carmoc 
former  Federal  Works  Agency  administrate 
H.  D.  Cleveland,  retired  industrialist  of  N 
York;  J.  Hobart  Hutchinson,  AFL  union  c 
cial,  of  Evanston,  111.,  and  George  L.  Shiel 
producer,  of  Los  Angeles,  according  to  Chai 
E.  V.  Prins,  public  relations  advisor,  who  s 
he  was  representing  ATV  in  Washington  pei 
ing  establishment  of  headquarters  there  £ 
appointment  of  manager.    He  said  about  1 
membership  requests  had  been  received  in  1 
few  days  and  that  about  100,000  are  expec 
within  few  weeks. 

AFFILIATION  CHANGES 

WEAR  Pensacola,  Fla.,  has  changed  affil 
tion  from  MBS  to  ABC,  effective  Oct. 
Station  replaces  WBSR  which  in  turn  switcli 
to  become  Mutual  affiliate.  Two  stations  ha 
also  been  added  to  ABC  basic  group.  WJC 
St.  Cloud,  Minn.,  now  under  construction,  joi 
network  Sept.  10.  WTTS  Bloomington,  In 
now  in  operation,  affiliates  Oct.  1. 
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THE  KANSAS  CITY  MARKET 

Does  Al^  Rui^J^/rc^^^ 


and  Only  The  KMBC-KFRM  Team 

Covers  It  Effectively  and  Economically 


The  KMBC-KFRM  Team's  leadership  in  the 
Kansas  City  Primary  Trade  territory  has  been 
proved  conclusively  in  Conlan's  recent  coinci^ 
dental  survey  of  146,000  calls. 

With  a  full-time  Farm  department,  plus  com- 
plete news,  sports,  educational  and  women's 


Dayfime  half-millivolf  contours  shown  in  black. 

features,  and  the  largest  and  finest  talent  staff 
in  the  Midwest,  it's  not  surprising  that  The 
Team  leads  the  parade! 

For  better  results  buy  The  KMBC-KFRM  Team 
in  the  Heart  of  America.  Call  KMBC-KFRM,  or 
any  Free  &  Peters  "Colonel"  for  full  information. 


KMBC-KFRMig 


tfTH  OLDEST  CBS  AFFILIATE 


PROGRAMMED  BY  KMBC 


radio^  stations  everywhere 


but  only  one 


If  you  want  to  give  your  advertising  dollar  a  long  and  fruitful 
ride,  climb  onto  the  50,000  Watt  Clear  Channel  Signal  of 
WSM.  You'll  travel  the  highways  and  the  buy  ways  of  the 
fabulous  Central  South,  with  the  backing  and  sales  influence 
of  a  station  which  has  enough  talent  and  talent  good  enough 
to  originate  sixteen  network  shows  weekly,  in  addition  to  reg- 
ular station  business.  Results?  Just  ask  Irving  Waugh  or  any 
Petry  Man  for  case  histories. 


CLEAR  CHANNEL 
50,000  WATTS 


IRVING  WAUGH 

Commerciol  Manager 

EDWARD  PETRY  &  CO. 
Nahonat  Represenlalive 
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It's  become  an  expected 
"of  course"  that  whenever  there's 
a  gathering  of  rural  or  small  to-ts  n  folks  in 
the  Midwest,  WLS  \sill  be  there,  too. 
During  the  summer  and  fall  season,  for  example, 
WLS  will  be  represented  at  some  350  festivals, 
local  county  or  state  fairs  — events  such  as  the 
Jasper  Count)-  (Ind.)  Fair  described  in  the 
newspaper  clipping  reproduced  here  — appear- 
ing before  some  460,000  friends.  This  includeN 
"of  course"  again,  the  Illinois  State  Fair, 
where  this  year  12,000  paid  to  see  the 
5-hour  W'LS  National  Bar  Dance  pre- 
sented as  the  opening  feature. 
Wherever  there's  an  opportunit\-  to 
participate  in  Midwest  acti\  ities;  to 
get  closer  to  its  listeners  in  an\- 
way  that  w  ill  enlarge  its  ser\ice 
to  them— and  build  a  more  re- 
sponsive audience  for  its 
advertisers— "of  course" 
WLS  will  be  there! 


890  KILOCYCLES,  50,000  WATTS,  ABC  NETWORK- RfPRfSENTED  BY 


JOHN  BLAIR  &  COMPANY 


KENTUCKIANA 

1949  RETAIL  SALES:  $2,007,859,000 
1949  FOOD  SALES:  474,196,000 


50,000  WATTS     -k      1A  CLEAR  CHANNEL     ic      840  KILOCYCLES 

Tfye  only  radio  station  serving  and  selling 


all  of  the  rich  Kentuckiana  Market 


Television  in  the  WHAS  tradition 


WHASn 


INCORPORATED    •    ESTABLISHED  .922 


VICTOR  A.  SHOLIS,  Dirvc^or       •       NEIL  D.  CLINE,  So/es  Direcfor 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  AND  CO.    •    ASSOCIATED  WITH  THE   COURIER-JOURNAL  &  LOUISVILLE  TIMES 


WTRY 


TROY,  N.  Y. 


DELIVERS 


More  for  LessS^ 


IN  THE 


ALBANY 
TROY 
SCHENECTADY 


MARKET 


MORE  AUDIENCE 

BMB  Total  Weekly  Audience  in  the  Tri  City  Counties  of 
Albany,  Schenectady,  Rensselaer 

WTRY  (5  kw)  110,690  radio  families 

Station  A  (lOU)   79,510  radio  families 

Station  B  (5-1  kw)   79,430  radio  families 

Station  C  (50  kw)  J  16,390  radio  families 

WTRY  delivers  39%  more  radio  families  than  Station  A  or 
Station  B;  has  approximately  same  audience  as  station  C 


HIGHEST  RATINGS 

Hooper  Ratings  (Oct.   1949-Feb.  1950) 

WTRY's  ratings  are  higher  than 

Station  A  in  15  out  of  20  half  hours 
Station  B  in  19  out  of  20  half  hours 
Station  C  in  14  out  of  20  half  hours 


LOWEST  COST 

Cost  per  M  radio  families  per  half  hour  based  on 
Hooper  Report  (Oct.  1949-Feb.  1950) 

WTRY  has  a  lower  cost  per  M  radio  families  than 

Station  A  in  17  out  of  20  half  hours 

Station  B  in  20  out  of  20  half  hours 

Station  C  in  13  out  of  20  half  hours 


J 

WTRY 


CBS  in  the  Tri-Cities 


5000  watts 


980  kc 


REPRESENTED  BY  HEADLEY-REED 
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Closed  Circuit 


Briefly 


AMERICAN  Newspaper  Publishers  Assn., 
which  went  to  Lorain  (Ohio)  Jounial's  defense 
against  government's  anti-trust  suit,  appar- 
ently undecided  about  its  further  participation 
since  court  has  held  newspaper  guilty  for 
refusing  advertising  offered  by  local  mer- 
chants using  WEOL  Elyria-Lorain  [Broad- 
CASTIXG,  Sept.  4].  Spokesmen  say  course  they'll 
take  won't  be  decided  until  they  see  terms  of 
court's  final  judgment.  Jommal  officials  have 
said  they'll  appeal  to  Supreme  Court. 

TO  COPE  with  heavy  demand  from  candidates 
and  party  workers,  Kenneth  D.  Fry,  Demo- 
cratic National  Committee  radio  director,  has 
produced  confidential  treatise  on  "How  to  Use 
Radio  and  Television."  Mr.  Fry,  ex-network 
executive,  describes  radio  as  "most  powerful 
campaign  weapon  you've  got  which  can  reach, 
move  and  influence  more  people  per  dollar  and 
per  minute  than  any  other  single  medium  or 
method." 

GENERAL  MILLS,  through  Dancer-Fitzger- 
ald-Sample, New  York,  planning  one-minute 
spot  announcement  campaign  in  10  markets 
starting  Oct.  2.  In  addition  firm  will  sponsor 
Hymns  of  All  Churches  on  53  Keystone  sta- 
tions and  Cal  Tinney  on  40  ABC  stations 
starting  Sept.  18. 

CONVINCED  upward  membership  trend  is 
solid,  NAB  about  to  release  analysis  of  station 
lineup.  New  acquisitions,  supplementing 
WFAA  Dallas  and  KABC  San  Antonio,  include 
TV  outlets  of  WSM  Nashville,  WNAC  Boston, 
KING  Seattle,  WOR  New  York. 

AFTER  10  days  of  procedural  ice-skating, 
NARBA  negotiators  (story  page  41)  may 
knuckle  down  shortly  to  main  order  of  busi- 
ness: Trying  to  work  out  agreement  on  North 
American  AM  allocations  and  standards. 
What  starting  point  will  be  used  apparently 
hasn't  been  decided.  One  obvious  possibility 
is  that  it  may  be  something  akin  to  last  offer 
which  U.S.  made  to  Cuba  before  Havana 
negotiations  broke  up  last  March. 

RESIGNATION  of  Louis  Johnson  as  Secre- 
tary of  Defense  and  appointment  of  Gen. 
George  C.  Marshall  as  his  successor  will  likely 
mean  return  to  straight-line  military  informa- 
tion organization  in  military  establishment  in 
lieu  of  present  civilian  super-structure.  It's 
presumed  Maj.  Gen.  Floyd  B.  Parks,  Army 
information  director,  will  head  up  overall 
organization.  There's  speculation  too  about 
return  to  directorship  of  radio-television  branch 
of  Col.  Edwin  M.  Kirby,  who  held  that  status 
during  World  War  II  and  who  recently  has 
returned  to  active  duty. 

STREET  &  SMITH,  publishers  of  Mademoi- 
selle, Charm  and  Living  magazines,  through 
its  agency.  Peck  Adv.,  New  York,  planning 
spot  announcement  campaign  last  10  days 
of  each  month  in  early  morning  time  in  major 
markets. 

FULTON  LEWIS  JR.,  veteran  news  commen- 
( Continued  on  pagre  86) 


Sept.  18-19:  NAB  District  7,  Terrace  Plaza  Hotel, 
Cincinnati. 

Sept.  18-21:  CBS-Owned-and-Represented  Sta- 
tions Meeting,  Carlton  Suite,  Ritz-Carlton 
Hotel,  New  York. 

Sept.  21-22:  NAB  District  9,  Northernaire  Hotel, 
Three  Lakes,  Wis. 

Sept.  25:  National  Electronic  Conference,  Edge- 
water  Beach  Hotel,  Chicago. 

Sept.  25-27:  Assn.  of  National  Advertisers  Con- 
vention, Drake  Hotel,  Chicago. 

(Other  Upcomings  on  page  64) 

Bulletins 

FRIGIDAIRE  DIVISION,  General  Motors 
Corp.  has  bought  every  fourth  Sunday  8-9  p.m. 
period  on  NBC-TV  and  will  present  Bobby 
Clark  and  Bob  Hope  in  alternate  appearances, 
with  Mr.  Clark  opening  series  Oct.  1.  Colgate- 
Palmolive-Peet  is  sponsoring  same  period  in 
cycles  of  three  weeks,  with  fourth  week  now 
sold  to  Frigidaire.  Colgate  Comedy  Hour, 
which  began  Sept.  10,  will  feature  Eddie  Can- 
tor, Martin  &  Lewis  and  Fred  Allen  succes- 
sively. Agency  for  Frigidaire  is  Foote,  Cone 
&  Belding.  Ted  Bates  Inc.  and  Sherman  & 
Marquette  share  Colgate  billing. 

COCA-COLA  Co.  has  signed  Edgar  Bergen  for 
TV  debut  over  CBS  on  special  half -hour  holi- 
day Thanksgiving  program,  initiating  irreg- 
ularly scheduled  series  of  shows  for  star. 
Radiowise,  Coca-Cola  will  return  Morton 
Downey  to  CBS  in  new  musical  show  Refresh- 
ment Time,  10:30-11  p.m.,  Saturday,  begin- 
ning Oct.  7.  Agency,  D'Arcy  Inc.,  New  York. 

RADIO  SET  OUTPUT 
DOUBLE  1949  PACE 

PRODUCTION  of  radio  receivers  in  August 
1950  doubled  that  of  the  same  month  in  1949, 
reflecting  manufacturer  response  to  persistent 
public  demand  for  sets.  Manufacturer  interest 
in  TV,  with  higher  profit  possibilities,  had  led 
to  falling  off  in  aural  radio  output  last  winter 
and  spring. 

August  (four-week)  production  of  radios 
for  entire  industry  totaled  1,203,447  compared 
to  estimated  600,000  in  1949  for  four-week 
period  in  August. 

Radio-Television  Mfrs.  Assn.  supplied  Aug- 
ust 1950  production  estimates.  RTMA  found 
August  1950  television  production  (four 
weeks)  totaled  702,287  sets.  All-time  weekly 
record  set  in  last  week  of  month  when  187,891 
TV  receivers  were  produced,  equal  to  entire 
RTMA-member  company  production  for  five- 
week  August  1949. 

WOOLLEY  TO  JOIN  KDYL 

EASTON  C.  WOOLLEY  resigns  as  director  of 
NBC  radio  station  relations  to  become  exec- 
utive vice  president  and  member  of  board  of 
Intermountain  Broadcasting  &  Television 
Corp.,  owner  and  operator  of  KDYL-AM-FM- 
TV  Salt  Lake  City,  effective  Nov.  1.  Mr. 
Woolley  joined  NB(5  in  1931.  He  is  native  of 
Salt  Lake  City. 


FOOTBALL  SERIES  •  Ford  Dealers  of 
Chicago  to  sponsor  NBC-TV  eastern  football 
games  on  WNBQ  (TV)  Chicago.  Tom  Duggan 
to  handle  half-hour  pre-game  program.  Agency, 
J.  Walter  Thompson  Co.,  Chicago. 

RTMA  GROUP  TO  STUDY 
SET  ADVERTISING  CODE 

NEW  16-man  Radio-TV  Sales  Managers  Com- 
mittee, appointed  Friday  by  RTMA  Set  Divi- 
sion Chairman  Glenn  W.  Thompson,  meets ' 
today  at  New  York's  Roosevelt  Hotel  to  study 
proposed  ethics  code  in  advertising  and  selling 
TV  sets.  Cliflford  J.  Hunt,  Stromberg-Carl- 
son  Co.,  is  chairman. 

Other  members:  Stanley  M.  Abrams,  Emer- 
son Radio  &  Phonograph  Corp.;  A.  A.  Brandt, 
General  Electric  Co.;  William  Dunn,  Belmont 
Radio  Corp.;  V.  C.  Havens,  Crosley  Div.,  Avco 
Mfg.  Corp.;  William  H.  Kelley,  Motorola  Inc.; 
E.  G.  May,  Sentinel  Radio  Corp.;  Allan  Mills, 
RCA  Victor  Div. ;  John  M.  Otter,  Philco  Corp. ; 
Stewart  Roberts,  Magnavox  Co.;  R.  J.  Sher-- 
wood.  The  Hallicrafters  Co.;  Raymond  P. 
Spellman,  Arvin  Industries  Inc.;  Walter  L. 
Stickel,  Allen  B.  DuMont  Labs  Inc.;  E.  L. 
Taylor,  Stewart-Warner  Electric  Div.;  L.  C. 
Truesdell,  Zenith  Radio  Corp.;  J.  F.  Walsh, 
Westinghouse  Electric  Co. 

GRID  NETWORK  EXTENDED 

SPORTS  Broadcasting  Network,  Philadelphia, 
plans  boost  in  total  stations  carrying  pro  foot- 
ball broadcasts  of  Philadelphia  Eagles,  Na- 
tional Leaguers,  from  present  60  to  over  200 
by  early  October,  Sidney  Muskett,  general 
manager,  told  Broadcasting  Friday.  Stations 
can  cut-in  local  sponsors.  Network,  with 
WPEN  Philadelphia  originating  station,  broad- 
casts far  north  as  Upstate  New  York,  south  to 
Florida,  southwest  to  Kentucky. 

NPA  INVENTORY  ORDER 
AFFECTS  SCARCE  SUPPLIES 

FIRST  inventory  control  regulation  issued 
late  Friday  by  new  National  Production 
Authority  less  than  week  after  formation  as 
basic  war  priorities  agency  (see  defense  story 
page  25). 

Adm.  William  H.  Harrison  said  order  covers 
such  scarce  materials  as  metals  and  minerals, 
chemicals,  building  materials,  textiles,  rubber 
materials  and  forest  products.  Only  ultimate 
consumers  buying  for  personal  use  are 
exempted  from  inventory  regulation.  Exten- 
sive inventory  reviews  to  be  made. 

NPA  is  not  yet  ready  to  extend  its  controls 
to  finished  electronic  goods,  through  End 
Products  Division.  At  present  this  division 
exists  merely  on  the  NPA  organizational  chart. 

Signs  of  shortages  have  been  appearing  for 
some  time  in  tube  and  component  field.  Part 
of  this  shortage  is  "ai'tificial"  and  caused  by 
efforts  of  set  makers  to  pile  up  large  stocks 
due  to  fear  of  heavy  military  procurement. 

Military  orders  will  be  issued  in  the  near 
future  for  large  volume  of  electronics  equip- 
ment, according  to  Mai-vin  Hobbs,  chief.  Elec- 
tronics Division  of  Munitions  Board.  Prepara- 
tory planning  completed  on  these  orders,  with 
formal  placement  to  occur  shortly  after  Con- 
g'-ess  supplies  supplemental  appropriation. 
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dollar  for  dollar,  KRLD,  Dallas,  today  presents  com- 
plete coverage  of  the  largest  territorial  area,  the 
richest  dollar  market,  the  greatest  per-family  pene- 
tration, with  the  highest  rated  (Hooper)  listening 
audience,  at  the  lowest  cost  per  listener  in  south- 
west radio  history  ... 


exclusive  CBS  station  for  the  Dallas  and  Fort  Worth 
area  ... 

saturates  the  great  southwest  market  empire  with  50,- 
000  watts,  day  and  night. 


Owners  and  Operators  of 

KRLD-TV 

dliannet  4 
Exclusive  CBS  Outtet 
for  the  Dallas- 
Fort  Wortti  area. 


til  id  id  vult 


is  your  best  buy 

The  Times  Herald  Station 
The  Branham  Co.,  Exclusive  Representatives 
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To  put  your  finger  on  the 
heart  of  this  great 
northeastern 
mM . . . 
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WGY'S  total  weekly  audie  nee  IS  over 
2V2  times  greater  than  that  of  the 
next  best  station  In  Daytime  and 
at  Night. 

WGY'S  dally  audience  is  3  times  greater 
than  that  of  the  next  best  station 
— 191%  greater  In  Daytime,  211% 
greater  at  Night. 

WGY  has  36%  more  audience  in  Day- 
time and  45%  more  at  Night  than 
a  combination  of  the  ten  top-rated 
stations  In  Its  area.  (WGY  weekly 
audience:  428,160  Daytime;  451,- 
230  Night.)  (10-statlon  weekly 
audience:  313,080  Daytime;  310,- 
970  Night.) 

WGY  has  the  la  rgest  audience  In  every 
single  county  in  the  area  at  Night 
and  in  all  but  one  county  in  Day- 
time. 

WGY  has  in  its  primary  area.  Day  and 
Night,  23  counties  to  Sta.  B's  5 
counties,  Sta.  C's  3  counties,  Sta. 
D's  3  counties. 

WGY  has  almost  twice  as  many  counties 
in  its  primary  area  as  any  other 
station  in  the  area  has  In  its  entire 
area. 

WGY  has  8  counties  In  its  Daytime  area 
and  9  in  its  Nighttime  area  which 
are  not  reached  at  all  by  any  other 
Capital  District  station. 


Your  best 


radio  buy 
is  WGY 


Represented  Nationally  by  NBC  Spot  Sales 
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soooo^er-fulwatts 

affillsted  with  ^^(y 


WGY 

I  A  CENERAl  ElECimC  STATION 
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HERES  YDUR  HRMFRESH 
VEGEnUES,  lADir! 

Only  hours  from  farm  to  you! 


OnW  ttucKs- including 

viork  tast  enough  to 

through  to  vou 


Yes,  wherever  you  live,  you  live  better,  thanks  to 
America's  hard-working  trucks  and  trailers. 

Because  one-third  of  America's  8,000,000  trucks  are 
owned  by  farmers  .  .  .  who  could  not  get  their  goods 
to  market  and  to  you  any  other  way. 

That's  why  you  have  fresh  lettuce— fresh  milk— 
fresh  tomatoes— fresh  everything  from  farms.  In  fact, 
everything  you  eat,  buy,  use  or  wear  comes  all  or 
part  of  its  way  to  you,  cheaply  and  efficiently,  in 


trucks  .  .  .  all  kinds  of  trucks. 

Everytime  a  truck  rolls  the  road,  you,  your  family, 
your  business,  your  communit}'  are  directly  benefited. 

And  as  they  roll,  trucks  pay  their  full  share  and 
tnore  of  all  road  building  costs— including  the  park- 
ways that  America's  motorists  use  and  enjoy. 

It  all  adds  up  to  this:  Every  time  you  see  a  truck, 
it's  on  the  way  to  fill  the  world's  most  abundant 
"market  basket"  ...  at  lowest  cost  to  you. 


This  message  may  be  reprinted 
in  whole  or  in  part  without 
permission,  upon  notifying 
American  Trucking  Associa- 
tions, Washington,  D.  C. 


THE 


American  Trucking 


INDUSTRY 


AMERICAN  TRUCKING  ASSOCIATIONS,  WASHINGTON  6,  D.  C. 
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For  a  true,  undistorted  picture  of  Chicago  radio, 
take  a  close  look  at  the  nation's  biggest 
advertisers.  They  know  which  Chicago  station 
has  the  biggest  audiences.  That's  why  10  out 
of  the  "Top  10"  leading  national  advertisers... 
20  out  of  the  "Top  25"*... 38  out  of  the  "Top 
50"*  used  WBBM  locally  during  the  past  year 
alone.  And  Chicago's  local  advertisers  follow 
their  lead.  It's  plain  to  see:  where  you  find  the 
advertisers— that's  where  the  listeners  are! 

★  7/)  ree  of  //le'^Top  25"  ore  nof  accepted  as  radio  advertisers. 

Columbia  Owned  •  Represented  by  Radio  Sales  WBBM 


LETTERS  A  MONTH 

...  on  ONI  program !  * 

And  it's  the  FIRST  month  on  the  air  for  this  program! 

That's  a  lot  of  mail;  a  lot  of  hona-fide  public  acceptance, 
and  a  lot  of  cash  register-ringing  response  for  the  smart 
people  Mho  buy  spots  on  this  program. 

But  this  is  only  one  small  "for  instance"  in  the  long,  24- 
hour  per  day  schedule  of  Station  WDOK,  the  station  that's 
operated  by  radio  men  with  the  "know-how"  to  give  the 
listener  what  he  wants. 

Before  you  buy  time  on  any  station  in  Northern  Ohio, 
look  into  Station  WDOK,  "The  Station  That's  Tuned  to  You." 


night  and 

Its  UJD 


>{;This  program  is  called  "TUNE- 
O"  and  features  valuable  "give- 
away" prizes.  It  runs  five  days 
per  week,  Monday  through  Fri- 
day; 10:30  to  11:00  A.M.  It  is 
participating,  with  spots  selling 
at  $14.00  each. 


LOW  COST  COVERAGE 


serving  Ohio's 
1st  marlcet 
24-hours  I  C'eveland 

a  day!  1260  kc.  5000w. 
•If 


Represenn 
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AVID  S.  WILLIAMS,  assistant  in  media  department  Wade  Adv. 
Agency,  Chicago,  appointed  radio  time  and  space  buyer. 


C.  M.  MORLEY,  EDWARD  T.  PARRACK  and  W.  STANLEY  RED- 
PATH,  senior  account  executives  Ketchum,  MacLeod  &  Grove  Inc.,  Pitts- 
burgh, named  vice  presidents.  They  have  been  with  agency  since  1923, 
1936  and  1944,  respectively. 

Mrs.  E.  J.  KIDD,  vice  president  Lewis  &  Gilnian  Inc.,  Phila.,  resigns. 

WILLIAM  A.  BARTEL,  account  executive  Ellington  &  Co.,  N.  Y., 
named  vice  president  of  agency.   Has  been  with  fii-ni  since  October  1949. 

JOHN  C.  STROUSE,  Dancer -Fitzgerald-Sample,  N.  Y.,  to  Kenyon  & 
Eckhardt,  N.  Y.,  as  account  executive. 

NORMAN  MacAFEE,  American  Stores  Inc.,  Phila.,  to  Lamb  &  Keen 
Adv.,  Phila.,  to  service  accounts  and  woi'k  on  new  business. 

FRED  GOLDEN  and  PHILLIP  SOLOM,  head  of  theatre  department 
and  account  executive,  respectively,  named  vice  presidents  Blaine- 
Thompson  Agency,  N.  Y.,  in  commemoration  of  its  50th  year.  Both 


on  all  accounts 


IN  July  of  1946,  Frederick  R. 
MacLaughlin  walked  out  on 
what  he  calls  "the  springboard 
of  my  desire"  and  established  the 
MacLaughlin  Advertising  Agency. 
Today  the  Buifalo  firm,  a  com- 
parative newcomer  to  the  field, 
services  more  than  300  accounts. 

In  that  period,  and  during  his 
earlier    business    life,    Fred  has 
rounded  out  a  philosophy  on  radio 
which    states,    in   part,   that  the 
medium  has  become  "a  matter  of 
fact    in    our  daily 
lives — just  like  the 
sun  for  that  matter, 
but  what  would  we 
do    without  either 
one." 

Plans  are  now  un- 
derway to  enlarge 
the  agency's  radio 
department  this  fall 
and  winter.  Fred 
only  recently  com- 
pleted contracts  for 
programs  on  WUSJ 
Lockport,  N.  Y., 
WHLD  Niagara 
Falls  and  WBTA 
Batavia — the  latter 
outlet,  his  "alma 
mater."  The  Perry 
Ice  Cream  Co.  Inc. 
of  Buffalo  and  Ak- 
ron, N.  Y.,  consistently  uses  radio 
through  the  agency  and  has  started 
its  second  series  of  100  five-min- 
ute programs  on  WBTA. 

After  spending  his  early  years 
in  and  around  Michigan,  Fred  put 
in  three  years — 1915-17 — in  the  U. 
S.  Army  and  after  that  journeyed 
to  Texas  during  the  peak  of  the 


Burkburnett  oil  boom.  He  nex' 
went  to  Florida  for  a  period,  anc 
then  to  New  York  City,  before 
locating  in  Batavia,  his  presen 
home  address. 

In  1940-41   Fred  was  business 
and  promotional  manager  of  th( 
Batavia  Baseball  Club,  a  membe 
of  the  Pony  League-Class  D  circui 
It  was  while  serving  in  this  capa 
ity  that  he  became  interested  i 
radio — particularly  advertising 
and  joined  the  staff  of  WBTA. 

V/ith   the  adve 
of  World  War  II, 
became  evident  th 
with  merchant 
stocks  being  steadil; 
depleted,  the  effor 
to  obtain  radio  sale' 
contracts  was  dailj 
becoming  g-reater 
Fred  had  first  han 
knowledge    of  thi 
and  armed  with  th 
knowledge,  used 
to  good  stead  in  hi 
next  position,  ass( 
elation  with  a  grou 
of  sports-minde 
promoters. 

Tiring  of  the  coi 
siderable  travelin 

  involved  in  th 

FRED  work,  Fred  decide 

to  go  into  the  business  he  had  d 
sired  for  a  long  time — advertisin;. 

He  points  to  rugged  days  durir 
the  agency's  early  months. 
daylight  hours  were  used  in  callir 
on  prospective  clients  and  tl 
"candlelight"  hours  at  his  hon 
(Continued  on  page  18) 
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ijhave  been  with  firm  since  1929. 

'jAMES  E.  SCHWENCK  and  RICHARD  PORTER  named  vice  presidents 
I  Schwab  &  Beatty,  N.  Y.  Both  have  been  with  agency  since  1930. 

■^^^LLIAM  C.  MATTHEWS,  Foote,  Cone  &  Belding,  N.  Y.,  to  Abbott 
I  Kimball  Co.,  same  city,  as  account  executive. 

I 

PAUL  K.  BROWN,  Young  &  Rubicam,  N.  Y.,  to  Leonard  E.  Sturtz 
iAssoc.  Inc.,  same  city,  as  account  executive. 

;iSTANLEY  M.  CARLSON,  Foote,  Cone  &  Belding,  S.  F.,  to  California 
jDried  Fruit  Research  Institute  to  direct  field  merchandising  on  forth- 
.^coming  dried  fruit  sales  promotion  campaign. 

PBENNETT  MOODIE,  copy  chief  Geare-Marston  Inc.,  Phila.,  to  Geyer, 
1  [Newell  &  Ganger,  N.  Y.,  copy  department. 

r 

JOSEPH  G.  STANDARD  Jr.,  account  executive  with  many  Detroit 
agencies,  to  Kenyon  &  Eckhardt,  Detroit,  as  general  assistant  to  DON 
'BVIILLER,  vice  president  in  charge  of  that  office. 

IIHARRY  L.  MERRICK,  vice  president  Kal,  Ehrlick  &  Merrick  Adv., 
Washington,  presented  scroll  to  Vice  President  Alben  Barkley  on  behalf 
"jof  Kiwanis  Club,  Owensboro,  Ky. 

( 

DONALD  MacRAE,  manager  Bombay  office  Grant  Adv.,  to  merchan- 
;  iising  and  promotion  manager  Doyne  Adv.,  Nashville. 

BROOKE  CLYDE,  editorial  staff  Sail  Francisco  News,  to  Paul  &  Paul, 
3.  F.,  as  partner. 

I  JEROME  F.  SEEHOF,  vice  president  and  copy  chief  Dancer-Fitzgerald- 
3ample,  N.  Y.,  to  Blow  Co.,  N.  Y.,  as  copy  supervisor. 

RICHARD  J.  M.  KING,  sales  staff  CJOB  Winnipeg,  to  radio  department 
Stewart-Bowman-Macpherson,  Winnipeg. 

ALKINS  &  HOLDEN,  CARLOCK,  McCLINTON  &  SMITH  Inc.  an- 
nounces plans  to  open  S.  F.  office. 


ACHT  on  the  Ohio  River  was  the  scene  of  an  informal  sales  and  advertising 
3Ssion  to  plan  strategy  for  fall  broadcasts  of  the  U.  of  Cincinnati  football 
)ames  on  WKRC  Cincinnati.  Station,  agency  and  advertising  executives  on 
'-and  were  (I  to  r — clockwise):  Joe  Ef finger,  factory  representative.  General 
iectric  Corp.,  which  will  sponsor  games;  Paul  Shumate,  WKRC  program 
'rector;  Jack  Taylor,  sales  manager,  radio-TV  division,  and  H.  Ray  Worrell, 
romotion  manager,  GE  Supply  Corp.;  Robert  Acomb,  Acomb  Advertising 
gency;  Hubbard  Wood,  WKRC  sales  executive;  Dick  Bray,  sportscaster  who 
jill  describe  games,  and  his  nephew,  Jerry.  Confab  took  place  on  Mr. 
I  Bray's  yacht. 


  ON  THE   

WASHINGTON  SCREEN 

Two  GREAT  afternoon 
shows  on  WMAL-TV 
beginning  Oct,  16  .  .  . 


HoUywDod  Matinee" 


Monday  thru  Friday  —  2  to  3  PM 

A  full-length  feature  film  each  afternoon  for  the 
housewife,  offering  suspense,  thrilling  love  stories, 
delightful  comedy,  tuneful  musicals.  One  minute 
participations  available  to  advertisers  between 
the  "acts."  The  same  show — the  same  films — that 
have  proved  a  sensation  in  afternoon  program- 
ming in  other  major  markets! 

(pIuA 

"The  Modern  Woman" 


— a  smart,  highly  viewable  half  hour  for  the  housewife. 
Tips  on  how  to  save  money,  time,  work  and  worry  .  .  . 
demonstrations  of  latest  techniques  in  homemaking,  new 
devices,  fashion,  top  personalities  in  current  affairs.  Ad- 
vertisers' products  to  be  completely  demonstrated  by 
one  of  tv's  most  successful  sales  personalities — Ruth 
Crane,  assisted  by  popular  Jackson  Weaver. 

Monday  thru  Friday  —  3  to  3:30  PM 
Call  ABC  Spot  Sales  for  availabilities 


WMAL 


WMAL-TV 


WMAL-FM 


THE  EVENING  STAR  STATIONS 
WASHINGTON,  D.  C 
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'Outstanding  Job' 

EDITOR,  Broadcasting: 

Congratulations  to  you  and  your 
fine  organization  for  the  outstand- 
ing job  you  are  doing  in  keeping 
the  advertisers,  agencies  and  broad- 
casters informed  as  to  the  latest  in 
broadcasting  and  television. 

Rudi  N.  Neubauer 

NBC  Chicago 

Corrects  Date 

EDITOR,  Broadcasting: 

In  your  excellent  sketch  of  Sam 
Digges  [On  All  Accounts,  Broad- 
casting, Sept.  4,  1950]  you  state 

that  "In  April  1949  CBS  Radio 

Sales  set  up  a  separate  TV  depart- 
ment in  New  York  .  .  ." 

We've  been  in  business  longer 
than  that.  The  department  was 
established  Aug.  2,  1948  ... 

George  R.  Dunham  Jr. 

CBS  Radio  Sales 

New  York 


open  mike 


Cites  Public  Benefit 

EDITOR,  Broadcasting: 

...  It  has  been  stated  that  the 
FCC  renders  service  for  the  benefit 
of  special  interests  and  not  the 
general  public. 

Let  us  take  a  look  at  some  of 
the  other  government  agencies  and 
see  just  how  much  the  general 
public  benefits  and  extent  which 
special  interests  benefit.  A  large 
proportion  of  our  tax  dollar  goes 
for  river  and  harbor  improvements, 
which  in  many  cases  benefit  only 
a  few  commercial  ship  concerns  or 
fisheries.  Farm  subsidies  protect 
special  interest  groups  and  keeps 


prices  high  for  taxpayers.  .  .  . 
Newspaper  publishers  can  mail 
their  newspapers  post  free  in  the 
county  in  which  they  are  located. 

A  good  deal  of  taxpayer's  money 
is  being  spent  by  the  CAA  for  the 
service  it  renders  to  commercial 
airlines  and  private  flyers.  .  .  . 

I  wish  some  one  would  show  me 
the  government  agency  where  the 
taxpayer  is  getting  more  for  his 
money  considering  the  very  small 
part  of  the  taxpayer's  dollar  going 
to  the  FCC  and  the  hours  of  free 
radio  entertainment  he  is  receiving 
in  return.  .  .  . 

It  is  my  opinion  that  this  pro- 


MEND  YOUR 
SALES  FENCES 


*■  Kansas  Radio  Audience  '50 


CLEAR  ACROSS 

KANSAS 


If  your  sales  are  slipping  or  competition's  getting 
tough,  you  need  the  sales  help  that  only  WIBW 
can  give  you. 

WTBW  is  the  stale's  No.  1  farm  salesman.  It's  the 
station  most  listened  to  by  farm  families* — the 
folks  who  raised  over  a  billion  dollars  worth  of 
farm  products  last  year.**  So  if  you  want  to 
strengthen  your  sales  fences  or  build  new  ones — 
WIBW  is  the  one  medium  with  the  "pull"  to  do 
the  job  best. 

**  Sales  management  '50 


SERVING  AND  SELLING 

"THE  MAGIC  CIRCLE'' 

WiBW  •  TOPEKA,  KANSAS  ♦  WIBW-FM 


Rep:    CAPPER   PUBLICATIONS,   INC.    •     BEN   LUDY,    Gen.  Mgr.    •    WIBW    •  KCKN 
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posed  fee  system  is  the  first  step 
to  government  operated  radio  sta-  ^ 
tions  patterned  after  England.  , 
Radio  broadcasters  have  a  very 
powerful  political  weapon,  don't 
let  a  bunch  of  politicians  tack  any 
more  control  on  you  than  you 
already  have.  .  .  . 

Homer  M.  Haines 
Chief  Engineer 
WNAE  Warren,  Pa. 

I 

*  *  *  ; 
Hits  'Gypo  Deals' 

EDITOR,  Broadcasting: 

It  is  high  time  the  broadcasting 
industry  .  .  .  put  a  stop  to  the 
ever-increasing  CD's  (gypo-deals) 
that  are  now  trying  to  move  into 
the  legitimate  advertising  market. 

I  speak  of  a  recent  stinging  I 
received  from  a  manufacturer  of  a 
new  "overnight"  brand  of  home 
permanent  .  .  . 

This  company  signed  for  104  an- 
nouncements. The  first  52  were  on 
a  commission  basis  of  15% 
of  dealer  orders  in  our  primary 
Frea.  The  second  block  of  52,  to 
begin  Sept.  6,  was  on  a  published 
rate  basis.  However,  on  Sept.  5  we 
received  a  registered  letter  from 
this  company  expressing  their  "re- 
grets" that  it  was  necessary  to 
csncel  this  order.  We  have  not 
even  received  our  payments  of 
commission  on  the  first  52. 

Don't  do  as  I  did — learn  the  hard 
way  .  .  .  please  ...  be  warned.  .  .  . 

I'll  stick  with  my  local  business 
man  and  the  agency  whose  cash  is 
real — not  imaginary. 

Ted  A.  Smith 
Station  Manager 
KWRC  Pendleton,  Ore. 


it's  No  Joke 

EDITOR,  Broadcasting: 

In  your  remarks  about  the  shoe- 
maker sticking  to  his  last  [Awfrey 
Quincy,  Sept.  11],  you  make  what 
you  probably  consider  a  facetious 
suggestion  about  "announcers  be- 
tween standbys  .  .  .  wash  windows, 
sweep  floors,  empty  ashtrays,  and 
incidentally,  learn  about  nouns, 
verbs,  tenses,  syntax,  etc." 

You  think  maybe  we  don't 
sweep  floors,  etc.?  You  should  see 
some  of  the  stations  where  I've 
announced ! 

Robert  M.  Brown 
601  Chapman  St. 
Madison,  Wis. 


Copywriters  'Important'  ! 

EDITOR,  Broadcasting: 

Congratulations  upon  the  excel-) 
lent  articles  you  have  published 
recently  concerning  the  Schwerin 
report  and  similar  studies.  I  have 
been  waiting  hopefully  for  some  one 
to  carry  them  to  the  obvious  con- 
clusion— emphasizing  the  import 
(Continued  on  page  18) 
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brand-new  survey,  usual  results- 
Pittsburgh  families 
listen  most  to  KDKA 

1 ,600  families  in  Allegheny  County  (Pittsburgh  and  vicinity)  were  asked 
by  Guide-Post  Research  to  name  the  radio  stations  they  listened  to  most. 
Nobody  was  surprised  to  find  KDKA  at  the  top  of  the  Hst.  morning, 
noon,  and  night! 

KDKA's  pre-eminence  in  Allegheny  Count\^  is  traditional,  just  as  is  Alle- 
gheny County's  importance  in  your  sales  picture.  Of  200  leading  counties, 
Allegheny  rates  7th  in  total  retail  sales,  6th  in  food  store  sales,  8th  in 
drugstore  sales. 

Yet  good  old  Allegheny  County  represents  but  a  small  fraction  of  the 
KDKA  market.  .  which  includes  well  over  90  BMB  counties  both  night- 
time and  daytime.  For  details  on  availabilities  and  costs,  check  KDKA  or 
Free  &  Peters. 


T  tc-t-9Wt??.^-PPST  research  ANALYSIS  OF 
LIS  FENING  HABITS  IN  ALLEGHENY  COUNTY 

Station 

Percent  of  Families  Listening  Regularlv 

Some  Time        Each            Each  Each 
Each  Day       Morning       Afternoon  Evening 

KDKA 

Station  B 
Station  C 
Station  D 
Station  E 

73.3%         45.7%         37.8%  61.1% 

66.8             38.3             35.3  46.2 
65.1             34.8             33.2  45.6 
46.1              22.4             26.5  28.5 
36.1              16.6             21.6  21.8 

WESTINGHOUSE   RADIO    STATIONS  I  n  c 

WBZ    .    WBZA    .    WOWO    •    KEX    •    KYW    •     KDKA    .  WBZ-TV 

National  Representatives,  Free  S  Peters,  except  for  WBZ-TV,  for  WBZ-TV,  NBC  Spot  Sales 


KDKA 


PITTSBURGH 

5  0,0  0  0  WATTS 

NBC  AFFILIATE 
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Participation 
lable! 
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•  It's  the  "hit  parade"  of  New  Orleans  . . .  two  solid, 

afternoon  hours  of  the  most  popular  tunes  In  New  Orleans 
(determined  by  actual  local  surveys).  It's  designed 
to  knock  housewives  into  the  nearest  easy-chair 
and  hit  husbands  as  they 
enter  the  front  door 
and  it  does  both! 


•  Write,  wire 
or  phone  your 
JOHN  BLAIR  Man' 


1 
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MORTON  SALT  Co.   (meat  curing  and  trace  mineralized  salts), 
Chicago,  to  sponsor  half-hour  weekly  variety  show  on  30  high- 
powered  rural  stations  starting  at  end  of  October.  Agency: 
Klau-Van  Pietersom-Dunlap  Assoc.,  Milwaukee,  developing  show  now. 

PAUL  F.  BEICH  Co.  (Whiz  candy  bar),  Bloomington,  111.,  to  use  AM 
and  TV  spots  in  17  markets.  Additional  expansion  planned  if  campaign 
successful.    Agency:  The  Biddle  Co.,  Bloomington. 

MILLER  BREWING  Co.,  Milwaukee,  airing  full  schedule  Green  Bay 
Packers  football  team  on  20-station  hookup  in  Wisconsin  and  upper 
Michigan.    Spots  used  for  promotion.    Agency:  Mathisson  &  Assoc 
same  city. 

CEDAR-CREST  Shoe  Corp.,  Nashville,  extends  Cedar-Crest  Jamboree 
originating  at  WSM  Nashville,  to  stations  in  Texas,  Arkansas  and 
Iowa.    Agency:  Noble-Dury  &  Assoc.,  same  city. 

ZENITH-GODLEY,  N.  Y.  (distributor  Cremoland  93  Score  table  butter, 
3-niinute  eggs  and  other  dairy  products),  named  Needham  &  Grohmann 
Inc.,  N.  Y.    Use  of  spot  radio-TV  in  Middle  Atlantic  markets  probable. 

PARK  &  TILFORD  (Tintex),  N.  Y.,  to  use  spot  announcement  campaign 
starting  Sept.  25  in  few  selected  markets.  Contracts  for  7  to  10  weeks, 
Agency:  Storm  &  Klein  Inc.,  N.  Y. 

FELT  &  TARRANT  Mfg.  Co.,  Chicago  (comptometer  adding  and  cal- 
culating machines),  names  Fitzmorris  &  Miller,  same  city,  to  direct 
television  advertising  for  Felt  &  Tarrant  owned-and-operated  comp 
tometer  schools.    TV  film  spots  will  be  used  nationally  in  cities  where 
schools  are  operated. 


A/eiwotk  -^ccounti  •  •  • 

NORTHWESTERN  BIBLE  SCHOOLS,  Minneapolis,  will  sponsor  Dr, 
Billy  Graham  in  half -hour  religious  program  over  ABC,  Sun.,  2:3(] 
p.m.,  beginning  Nov.  5.  Agency:  Walter  F.  Bennett  &  Co.,  Chicago. 

R,  J.  REYNOLDS  TOBACCO  Co.,  Winston-Salem,  N.  C.  Camel  ciga- 
rettes), starts  Frank  Goss  Neivs  Tues.,  Thurs.,  Sat.,  5:45-5:55  p.m.,  PDT 
on  14  CBS  Pacific  stations.  Contract  for  15  weeks.  Agency:  Wm.  Esty 
Co.,  N.  Y.  ^ 

KRAFT  FOODS  Co.,  Chicago  (Parkway  Margarine  and  other  products), 
renews  The  Great  Gildersleeve  on  NBC  for  52  weeks  through  Aug.  29, 
1951.  Show,  aired  Wed.,  9:30-10  p.m.,  CT,  has  been  sponsored  by  Kraft 
since  it  took  the  air  in  1941.  Agency:  Needham,  Louis  &  Brorby, 
Chicago. 

STANDARD  OIL  Co.  of  Calif.,  S.  F.,  renews  for  52  weeks  Let  George  Do 
It,  Mon.,  8-8:30  p.m.,  PDST,  on  full  Don  Lee  network  of  48  stations  and 
10  MBS  Intermountain  Network  stations.  Agency:  BBDO,  S.  F. 


ROBIN  HOOD  FLOUR  MILLS,  Toronto  (flour),  starts  for  39  weeks, 
Robin  Hood  Musical  Kitchen  on  35  Trans-Canada  network  stations,  Mon.j 
Wed.,  Fri.,  1:45-2  p.m.    Agency:  Young  &  Rubicam,  Toronto. 


i 


KROGER  Co.  (grocery  and  meat  products),  Cincinnati,  sponsors  Alan 
Young  Show,  CBS-TV,  Thurs.,  9-9:30  p.m.  Agency:  Ralph  H.  Jones  Co., 
same  city. 

LUTHERAN  LAYMEN'S  LEAGUE  renews  for  52  weeks  The  Lutherv.n 
Hour,  over  ABC.    Agency:  Gotham  Adv.,  N.  Y. 


II 


J.  N.  COOKE,  divisional  vice  president  Sterling  Drug  Inc.,  N.  Y.,  to 
marketing  coordinator  and  chairman  of  marketing  committee. 
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In  San  Francisco 

He  always  g^oes  over 

And  when  KCBS'  Carroll  Hansen  carries  your  product,  you  score  too. 
Because  the  Pulse  of  San  Francisco*  shows  that,  month  after 
month,  Hansen  is  far  and  away  the  most  listened-to  sportscaster 
in  the  Bay  Area.  (And  he's  equally  popular  with  sponsors!) 

No  wonder  he  goes  over  big.  He  tops  off  18  years'  experience  as 
sportscaster-newsman  with  the  cream  of  the  Coast's  sports  assignments 
play-by-play  of  the  leading  football  games . . .  Rose  Bowl  color 
and  commentary ...  the  Citation  vs.  Noor  Handicap  and  many  others 

Huddle  with  Hansen  and  you'll  get  the  biggest  rooting  section 
in  Northern  California.  Just  call  us  or  Radio  Sales  for  information. 
(But  hurry... he's  practically  sold  out!) 

KCBS  •  now  5,000  watts— soon  50,000  watts 

Columbia's  Key  to  the  Golden  Gate 
Represented  by  Radio  Sales 

nuary-June  1950:  "Looking  'Em  Over,"  Monday  through  Friday,  10:15  to  10:30  p.m. 


This  unique  program  avail- 
ability is  a  happy  thing — 
take  it  from  WRC  listeners. 
"DIXIE  BEAT"  can  be  your 
selling  force  in  Washing- 
ton. 

Tailored  musically  and 
script-wise  for  a  loyal 
"Dixie  Land"  audience, 
you'll  find  "The  Dixie  Beat" 
is  more  than  another  news 
show.  It's  backed  by 
strong  promotion,  and 
sound   late -evening  pro- 


"Mac"  McGarry's  deft  style 
at  the  mike  is  a  new  sell- 
ing force  all  its  own  .  .  . 
augmented  by  the  disks 
of  all  the  great  names  in 
Dixieland  music. 

This  Monday  through  Fri- 
day strip  can  lay  down  a 
solid  selling  tempo,  too  .  .  . 
ask  WRC  or  National  Spot 
Sales. 


MONDAY  THRU  FRIDAY 
11:30-11:45  PM 


IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 


5,000  Watts  .   380  KG 

iepmsentva  by  NBC  iPOJ^SAies 


Page  16    •     September  18,  1950 


feature  of  the  meek 


Newly  constructed  WTAR  radio- 
TV  center. 

*  * 

A  MODERN,  million-dollar  radio 
and  television  center  now  graces 
the  city  of  Norfolk,  Va.  The  build- 
ing's formal  dedication  Sept.  20 
will  set  a  high  mark  in  operations 
of  WTAR-AM-FM-TV,  licensed  to 


WTAR  Radio  Corp.,  of  which 
Campbell  Arnoux  is  president  and 
general  manager. 

Under  construction  for  nearly 
two  years,  the  sti'ucture,  located  at 
720  Boush  St.,  houses  all  radio  and 
television  facilities,  including 
studios,  transmitters  and  offices  of 
the  Virginian-Pilot  Ledger-Dis- 
patch stations.  A  round  -  robin 
schedule  of  events  will  be  held  dedi- 
cation week,  which  starts  today 
(Monday). 

First  day  of  the  week  is  set 
aside  for  dealers  and  distributors, 
employes  of  Norfolk  Newspapers 
Inc.  and  chief  engineers  and  radio 
program  managers.  Inspection  of 
the  building  and  cocktail  parties 
will  be  held  throughout  the  week. 
WTAR  staff  members  will  be  spe- 
cial guests  Tuesday. 

Wednesday's  gala  ceremony  to 
be  attended  by  170  notables  will 
feature  laying  of  the  cornerstone, 
(Continued  on  page  73) 


7  ^^-^ 

strictly  business 


IT  IS  my  opinion  that  successful 
campaigns  rarely  are  the  ac- 
complishment of  an  individ- 
ual." Such  modestv  is  character- 
istic of  R.  Stewart  Boyd,  advertis- 
ing manager.  National  Biscuit  Co. 
Nevertheless,  he  is  the  man  behind 
that  very  successful  radio  program 
Straight  Arrow. 

The  program  is  aimed  at  the 
child  audience,  an  audience  capable 
of  a  terrific  product  loyalty  if  it 
is  properly  handled,  according  to 
Mr.  Boyd.  That  Straight  Arrotv  is 
hittins:  home  is  borne  out  by  the 
fact  that  it  is  heard  on  some  300 
stations  over  the  MBS  network. 
Sponsored  nationally  by  the  Na- 
tional Biscuit  Co.,  the  program 
began  in  Febi'uary  1949. 

Stew  Boyd  was  born  in  New  York 
Citv,  Mav  17,  1908.  He  r)ro>^ably 
derives  his  canny  business  instincts 
from  the  strict  upbringing  of  his 
Scotch  family.  He  attended  Morris- 
town  School  and  later  Wesleyan  U. 
at  Middletown,  Conn.  His  first  job 
was  as  a  mill  hand  with  the  United 
Piece  Dye  Woi-ks,  Lodi,  N.  J.  He 
was  nromoted  to  a  dye  machine 
attendant,  only  after  attentive 
listening  to  many  solos,  at  the  home 
of  his  boss. 

In  1935  he  joined  the  ranks  of 
General  Foods  in  Cleveland,  Ohio, 
as  a  salesman,  and  later  transferred 
to  Mansfield,  Ohio,  as  district  repre- 
sentative. Mr.  Boyd  stayed  with 
the  company  until  1942.    At  that 


time  he  was  in  Syracuse,  N.  Y.  He 
left  General  Foods  to  go  to  WSYR 
Syracuse  as  promotion  manager. 
1944  saw  him  back  in  New  York 
City  as  merchandising  executive  for 
Young  &  Rubicam.  His  stint  with 
Y&R  was  followed  by  two  years, 
'46  and  '47,  at  Lennen  &  Mitchell, 
New  York,  as  account  executive. 

Mr.  Boyd  considers  his  present 
position  a  piece  of  "good  fortune." 
He  joined  National  Biscuit  Co.  in 
June  1947  as  assistant  advertising 
manager. 

The  Boyds — he  is  married  to  the 
(Contiuued  on  page  82) 


Mr.  BOYD 
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Wilkes-Barre,  Pa. 


$  WBRE  is  the  first  Station  in  Pennsyi- 

^  vania's  Third  Largest  Market  Area  J 

^  (Wyoming  Valley)  and  nighttime  is  a 
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RESPONSE- ABLE!  A  WGAR- 
produced  live  polka  program, 
"Polka  Champs",  brought  an 
avalanche  of  27,548  pieces  of  mail 
in  a  two- week  period!  That's 
proof  of  WGAR's  popularity  and 
pulling  power!  And  70%  oi  these 
were  official  ballots  picked  up  at 
dealers'.  That's  WGAR  selling 
power! 


EXCHANGING  IDEAS  with  dealers. 
Through  direct  mail  and  personal  calls 
on  outlets,  WGAR  advises  dealers  of 
advertising  campaigns  on  station,  and 
recommends  tie-ins,  displays  and  selling 
methods  to  get  greatest  value  from  air 
schedule.  And  sales  ring  true  with  such 
follow  through! 


i4i^  No\tfveMo  O/Uo.. 


ihe  sparer  SPOT  RADIO 

Write  for  our  ^'Six  Billion  Dollar  Picture'^ 


A  WGAR  SPONSOR.  The  famous 
brother  team  of  the  Clark  Restau- 
rant Company,  Mr.  A.  Y.  Clark 
(left)  and  Mr.'  R.  T).  Clark  (right) 
with  Glenn  Gilbert  ( AE )  of  WGAR. 
Since  1896,  their  15  restaurants  in 
Cleveland,  Akron  and  Erie,  have 
grown  so  popular  that  they  now 
servetenmillion  guests  a  year!  Con- 
vinced that  "today's  children  are 
tomorrow's  customers",  they  have 
sponsored  WGAR-produced 
"Fairytale  Theatre"  for  over 
two  years. 


NOW  AVAILABLE ...  a  din- 
ner hour  sports  round-up  in 
a  sports-minded  town.  Paul 
Wilcox,  WGAR  sportscaster, 
brings  to  Cleveland  and 
Northern  Ohio  listeners  the 
scores  and  sports  returns  of 
the  day  at  6:15  PM.  If  you 
want  to  score  saleswise,  ask 
for  more  information  about 
Paul  Wilcox  and  WGAR. 


WGAR  .  .  .  Cleveland  . 


RADIO  .  .  . 

50,000  watts 


AMERICA'S  GREATEST  ADVERTISING  MEDIUM 


.  CBS 


Represented  Nationally  by  Edward  Petry  &  Company 
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Advertisement 


From  where  I  sit 
Joe  Marsh 


Here^s  An 
Expert'^  Example! 


When  our  Main  Street  parking 
problem  cropped  up  again,  we  an- 
nounced a  strict  one-hour  parking 
policy,  and  swore  in  extra  deputies  to 
enforce  it. 

We  also  sent  over  to  the  State  Capi- 
tol for  a  traffic  expert,  to  give  us 
pointers.  He  turned  out  to  be  real 
helpful — spent  a  whole  afternoon  with 
us  talking  about  zoning  and  such.  And 
when  he  left  the  building  he  found  a 
ticket  on  his  car  for  overtime  parking! 

Could  have  gotten  sore,  I  guess — 
or  asked  us  to  "fix"  the  ticket.  But 
instead,  he  insisted  on  going  over  to 
the  Sheriff's  Office  and  paying  his  fine. 

From  where  I  sit,  it's  good  to  know 
people,  like  that  yoimg  fellow,  who 
refuse  to  be  treated  any  different  than 
anyone  else.  City  people  and  farmers 
— those  of  us  who  prefer  cider  and 
those  who'd  rather  have  a  cool  glass 
of  temperate  beer — we're  all  entitled 
to  the  same  privileges.  That  is,  so  long 
as  what  we  do  doesn't  conflict  with 
the  law  of  the  land. 


Copyright,  1950,  United  States  Brewers  Foundation 


WOR  News  Survey 

ACCORDING  to  a  Pulse  sur- 
vey made  for  WOR  New 
York,  at  least  95%  of  New 
York  men  and  women  tune 
their  dials  to  one  news 
broadcast  a  day,  with  81% 
hearing  two  or  more.  Fifty- 
five  per  cent  listen  to  three 
or  more  newscasts  and  34% 
to  four  or  more.  Study  also 
shows  that  New  Yorkers  are 
listening  to  more  news  pro- 
grams now  than  two  years, 
ago,  since  percentage  of  those 
hearing  four  or  more  news 
programs  jumped  from  29.1% 
in  1948  (similar  study)  to 
34.0%  in  1950. 


Open  Mike 

(Continued  from  page  12) 

tance  of  the  copywriter.  But  so 
far  the  wait  has  been  in  vain.  .  .  . 

The  specific  points  I  .  .  .  put 
forth  are: 

(1)  The  necessity  for  a  greater 
realization  of  the  importance  of 
the  copywriter. 

(2)  The  immediate  and  long- 
range  corrective  measures  which 
can  be  taken  to  improve  quality  of 
writing  and  writers. 

During  the  time  I  have  spent  in 
radio  administration,  I  have  pro- 
cessed hundreds  of  applicants,  most 
of  whom  claimed  to  be  copywriters. 
The  general  lack  of  qualifications 
in  this  field  has  been  mirrored  by 
the  inadequate  training  offered  by 
some  of  the,  leading  radio  schools 
which  have  advised  me  of  their 
study  courses.  .  .  . 

William  A.  Vatighn 
Program  Director 
WDYK  Cumberland,  Md. 


Hits  Phone  Surveys 

EDITOR,  Broadcasting: 

.  .  .  Here  at  WHYU  we  have  a 
large  and  loyal  listening  audience. 
.  .  .  Only  a  small  percentage  of 
homes  in  this  audience  have  tele- 
phones. Only  a  small  percentage 
of  those  who  do  have  telephones 
are  polled  in  telephone  surveys. 

Yet  our  competitors  .  .  .  utilize 
the  results  of  such  highly  inac- 
curate surveys  to  misrepresent  our 
product  customers.  ...  I  believe 
we  have  legal  recourse  against  such 
misrepresentation  when  it  so  vio- 
lently endangers  our  existence  here 
at  WHYU. 

...  I  propose  to  proceed  against 
the  promulgators  of  such  surveys 
and  against  those  who  utilize  them 
to  misinform  the  American  busi- 
nessman in  the  following  ways: 

By  obtaining  injunctions  in  the 
local  courts  against  dissemination 
of  such  tacit  or  open  misrepre- 
sentation; 

To  ask  the  Federal  Trade  Com- 
mission whether  this  is  in  viola- 
tion; 

To  ask  the  FCC  whether  it  is  in 
accordance  with  the  spirit  of  the 
regulations; 

To  determine  whether  the  Dept. 
of    Justice    finds    such  practices 


within  their  jurisdiction. 

.  .  .  I  do  .  .  .  believe  any  such 
type  survey  made  in  accordance 
with  usual  past  practices,  to  be 
mathematically  invalid,  basically 
inconclusive,  and  innately  errone- 
ous. I  therefore  wish  the  practice  of 
using  the  results  of  such  surveys 
to  mislead  the  non-radio  business- 
man and  potential  advertiser  dis- 
continued. .  .  . 

I  do  not,  repeat  not,  use  the  tele- 
phone survey  results  in  selling  radia 
time.  1 

Frederic  F.  Clair 

Station  Manager 

WHYU  Newport  News,  Va. 


Pamela's  Mike  Fright 

EDITOR,  Broadcasting: 

.  .  .  We  think  it's  a  cute  picture. 
Hope  you  agree. 

The  tearful  young  lady  is  four 
year-old  Pamela  Rae  Meyers  of 
McKeesport,  Pa.  Pamela  was  born 
at  8:10  a.m.  on  Aug.  1,  1946 — the 
same  day  WEDO  began  broadcast- 
ing on  810  kc.  In  observance  of 
their  common  birthdays,  Pamela 
visited  the  WEDO  studios  on  Aug. 


1  (this  year)  for  an  interview  .  .  . 
but  alas  and  alack,  she  suffered  a 
common  affliction,  "mike  fright," 
and  instead  of  words,  nothing  came 
out  but  tears.  Pamela  got  her 
birthday  gift  from  WEDO  anyhoW; 
.  .  .  then  went  home  where  a  birth- 
day party  awaited  her. 

Robert  E.  Badger 
Station  Manager 
WEDO  McKeesport,  Pa. 


On  All  Accounts 

(Continued  from  page  10) 

preparing  radio  programs  to  be 
submitted  to  the  prospective  clien- 
tele gradually  being  developed. 

Even  nowadays,  due  to  a  lack 
of  trained  personnel,  Fred  Mac- 
Laughlin  finds  it  necessary  to 
handle  all  contacts  with  adver- 
tisers. 

Although  business  takes  the 
lion's  share  of  his  time,  Fred  does 
have  occasional  opportunities  to 
see  a  baseball  or  hockey  game.  As 
a  hobby,  he  studies  bird  life. 

He  belongs  to  Ismailia  Shrine, 
A.  A.  O.  N.  M.  S.  of  Buffalo,  and 
in  Batavia,  40  miles  away,  where 
he  and  Mrs.  MacLaughlin  reside, 
he  is  a  member  of  Rotary  and  the 
American  Legion. 


3 
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Keeping 


America  Strong  is 
Everybodys  Job 


With  men  dying  in  battle.  It's  time  to  get 
tough  with  ourseivesl 

We  must  pay  for  the  defense  of  freedom... 
and  we  must  stay  strong  at  home  as  well. 

This  two-front  job  makes  it  more  important  now 
than  ever  to  protect  the  dollar's  buying  power  .  .  .  to 
fight  the  forces  of  inflation,  the  enemy's  Sixth  Column 
...to  make  sure  our  soldiers  get  everything  they  need. 

To  do  it  colls  for  tough  minds, 

tough  decisions,  and  tight  belts 

1.  We're  up  against  the  fact  that  piling  arms  pro- 
duction on  top  of  civilian  production  calls  for 
bUHons  of  added  dollars.  For  this  we  need  a  sound 
economy,  £ind  we  cain't  have  a  sound  economy 
without  a  strong  dollar. 

2.  We  must  decide  to  do  away  with  things  that  are 
limiries  in  the  light  of  today's  needs — The  luxury 
of  taking  it  easy ...  of  spending  freely ...  of  letting 


Government  do  for  us  what  we  can  do  for  our- 
selves or  do  without ...  of  Uving  with  the  Govern- 
ment Budget  far  out  of  balance. 
3.  Beyond  this,  we  must  recognize  that  saving  is 
more  important  than  ever.  Greater  saving  is  vital 
in  many  ways:  It  makes  funds  available  for  new 
tools  and  factories  .  .  .  for  the  increased  production 
America  must  have.  It  takes  "extra  money"  out 
of  circulation,  keeps  inflation  from  weakening  the 
nation's  buying  power,  protects  the  value  of  yovir 
present  personal  savings. 

Let's  always  remember:  There  are  two  essen- 
tials to  winning  a  war.  One  is  victory  in  the  field. 
The  other  is  making  sure  ovir  economy  is  not 
being  bled  to  death. 

4f-  *  * 

The  life  insurance  companies  bring  you  this  message 
because  of  its  importance  to  all  Americans. 

Institute  of  Life  Insurance 

488  MADISON  AVENUE,  NEW  YORK  22,  N.  Y. 
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I^o  you  have  tougher  competition  and  harder  going  in 
some  markets  than  in  others?  Of  course  you  do — and  of 
course  Spot  Radio  can  be  your  answer. 

If  you're  eager  to  increase  your  volume  in  any  of  the 
markets  at  the  right,  let  us  see  what  sales  tonic  we  can 
compound  for  you.  You  might  just  possibly  be  amiazed! 

Free  &  Peters,  inc. 

Pioneer  Radio  and  Television  Station  Representatives 

Since  1932 

NEW  YORK  CHICAGO 
ATLANTA  DETROIT  FT.  WORTH  HOLLYWOOD  SAN  FRANCISCO 


AVENPORT ...  AND  DENVER? 


EAST.  SOUTHEAST 

WBZ-WBZA 

WGR 

WMCA 

KYW 

KDKA 

WFBL 

WCSC 

WIS 

WGH 

WPTF 

WDBJ 

MIDWEST,  SOUTHWEST 

WHO 

woe 

WDSxM 
WDAY 
WOWO 
WISH 

KMBC-KFRM 

WAVE 

WTCN 

KFAB 

WMBD 

KSD 

KFDM 

KRIS 

WBAP 

KXYZ 

KTSA 

MOUNTAIN  AND  WEST 

KOR 

KDSH 

KVOD 

KGMB-KHBC 

KEX 

KIRO 


Boston-Springfield  NBC  50,000 

Buffalo  CBS  5,000 

New  York  IND.  5,000 

Philadelphia  NBC  50,000 

Pittsburgh  NBC  50,000 

Syracuse  CBS  5,000 

Charleston,  S.  C.  CBS  5,000 

Columbia,  S.  C.  NBC  5,000 

Norfolk  ABC  5,000 

Raleigh  NBC  50,000 

Roanoke  CBS  5,000 

Des  Moines                           '  NBC  50,000 

Davenport  NBC  5,000 

Duluth-Superior  ABC  5,000 

Fargo  NBC  5,000 

Fort  Wayne  ABC  10,000 

Indianapolis                 ,  ABC  5,000 

Kansas  City  CBS  5,000 

Louisville  NBC  5,000 

Minneapolis-St.  Paul  ABC  5,000 

Omaha  CBS  50,000 

Peoria  CBS  5,000 

St.  Louis  NBC  5,000 


Beaumont                                      ABC  5,000 

Corpus  Christi                                 NBC  1,000 

Ft.  Worth-Dallas  NBC-ABC  50,000 

Houston                                      ABC  5,000 

San  Antonio                                    CBS  5,000 


Albuquerque  NBC  50,000 

Boise  CBS  5,000 

Denver  ABC  5,000 

Honolulu-Hilo  CBS  5,000 

Portland,  Ore.  ABC  50,000 

Seattle  CBS  50,000 


WITH  AGAIN  1st 
IN  RADIO  AUDIENCE 


^1 


RATES  FOR  125  WORD  SPOT 
.       ANNOUNCEMENT,  CLASS  A,  ONE  TIME 


WITH  ESH^^H^^  $i« 


STATION  A  23.6  (NETWORK) 


STATION  B  21.4  (NETWORK)  \  $50 


STATION  C  15.5  (NETWORK)  \  $70 


STATION  D  9.6  (NETWORK)  \  $30 


COMPARE!  COMPARE!  COMPARE! 

W-I-T-H,  the  BIG  independent  in  Baltimore,  had  a  BIGGER  \ 
audience  than  any  other  station  in  town,  including  all  four  network 
stations!   At  W-I-T-H's  low,  low  rates — what  a  bargain! 
For  full  details,  call  your  Headley-Reed  man  today. 

*  HOOPER  RADIO  AUDIENCE  INDEX,  JUNE-JULY  1950;  TOTAL  RATED  TIME  PERIODS 
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TOBACCO  RADIO  BUDGETS  UP 


'Best  Buy  in  Advertising' 


TOBACCO  sponsors,  historically 
among  top  buyers  of  radio  time, 
are  buying  heavily  as  the  autumn 
season  gets  under  way  and  reaffirm- 
ing their  belief  that  the  broadcast 
medium  is  unparalleled  as  a  sales 
stimulant. 

Roundup  of  leading  tobacco  com- 
panies last  week  by  Broadcasting 
indicated  that  fall  placements  will 
again  set  a  record  high  level. 

Dramatic  expression  of  broad- 
cast enthusiasm  came  from  William 
S.  Cutchins,  vice  president  and  ad- 
vertising director  of  Brown  &  Wil- 
liamson Tobacco  Co.,  who  said  radio 
"was  still  the  best  buy  in  the  ad- 
vertising media  field." 

Mr.  Cutchins  said  his  company 
is  spending  "every  dollar — with 
one  or  two  minor  exceptions — of 
our  1950-51  advertising  budget  for 
Raleigh  cigarettes"  in  AM  radio. 

His  thumping  praise  for  radio 
was  delivered  to  NBC  affiliates  in 
a  closed  circuit  broadcast  during 
which  promotion  and  publicity 
plans  for  Raleigh's  programs  were 
discussed. 

"You  know  there  is  a  great  deal 
of  talk  nowadays  about  TV  push- 
ing AM  radio  right  off  the  front 
porch,"  Mr.  Cutchins  said,  "Well, 
I  want  each  and  every  one  of  you 
to  know  that  we  at  Brown  &  Wil- 
liamson do  not  subscribe  to  that 
theory. 

'AM  Still  Best' 

"We  have  the  greatest  admira- 
tion for  TV  and  consider  it  a 
strong  and  important  new  medium, 
but  it  doesn't  take  a  Professor 
Einstein  or  a  comptometer  opera- 
tor to  figure  out  that  AM  radio  is 
still  the  best  buy  in  the  advertising 
media  field. 

"In  my  part  of  the  country,  when 
a  guy  goes  off  the  deep  end  with 
a  statement  such  as  that  I  have 
just  made,  somebody  usually  jumps 
up  and  says,  'put  your  money  where 
your  month  is.'  Friends,  that  is 
just  what  we  at  Brown  &  William- 
son are  doing.  Every  dollar — with 
one  or  two  minor  exceptions — of 
our  1950-51  advertising  budget  for 
Raleigh  cigarettes  is  going  to  be 
spent  with  you,  in  AM  radio." 

The  company,  for  its  Raleigh 
cigarettes,  will  sponsor  People  Are 
Funny,  Tuesday,  10:30-11  p.m.,  on 
NBC  starting  Sept.  19  and  the  same 
show  in  a  second  broadcast,  Sat- 
urday, 7:30-8  p.m.,  starting  Sept. 
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Mr.  CUTCHINS 

23  on  72  eastern  NBC  stations. 

With  the  six  other  top  selling 
cigarette  brands  in  the  country 
at  least  four  are  retaining  their 
present  network  schedules  and 
five  of  the  six  are  spending  more 
this  year  in  spot  radio. 


Broadcasting  estimates  of 
gross  expenditures  for  network 
advertising  for  smoking  mate- 
rials in  1949  totalled  $23,667,403 
[Broadcasting,  April  17]  as  com- 
pared with  $20,323,300  in  1948 
and  $11,668,090  in  1939.  Net  ex- 
penditures for  spot  advertising  in 
1949  were  estimated  on  the  same 
date  at  $3,360,000  as  compared 
with  $3,392,000  in  1948. 

Of  the  two  firms  which  have 
dropped  one  or  two  of  their  net- 
work shows,  one  has  diverted  the 
money  into  spot  radio  and  the 
other  into  television. 

R.  J.  Reynolds  (Camel  cigarettes 
and  Prince  Albert  tobacco)  is  con- 
tinuing to  sponsor  the  Vatighan 
Monroe  Show,  Saturday,  7:30-8 
p.m.  on  CBS,  and  Bob  Hawk,  Mon- 
day, 10:30-11  p.m.  on  CBS.  Ef- 
fective Oct.  6  the  company  will 
add  The  Fat  Man  to  its  list  of  net- 
work shows,  Friday,  8-8:30  p.m. 
on  ABC. 

In  addition,  Camels  will  spon- 
sor the  CBS  Football  Round  Up, 
Saturday,  2:30-5:30  p.m.  The  com- 
pany also  will  continue  sponsor- 
ship of  Grand  Ole  Opry  on  NBC, 


Saturday  nights,  for  its  Prince  Al- 
bert tobacco. 

Although  the  firm  did  drop  two 
network  shows,  The  Jimmy  Du- 
rante Show  and  Screen  Guild 
Players,  it  compensated  for  the 
loss  of  one  of  those  programs  with 
the  purchase  of  The  Fat  Man, 
while  the  money  for  the  other,  it 
is  understood,  was  put  into  TV. 

Big  Ten  Games 

Camel's  local  program  schedule 
includes  the  Big  Ten  football 
games  on  WBBM  Chicago  Satur- 
day afternoons,  the  U.  of  Wiscon- 
sin games  on  the  Wisconsin  Net- 
work Saturday  afternoons  and 
Strictly  Sports  With  Bob  Steele 
on  WTIC  Hartford. 

For  the  last  three  years  Camel's 
coast-to-coast  spot  announcement 
campaign  in  radio  has  remained 
approximately  the  same,  but  this 
fall's  schedule  has  been  increased. 
Currently  the  list  is  said  to  include 
300  stations  with  frequency  of  an- 
nouncements increased. 

In  1949  R.  J.  Reynolds  spent  a 
gross  of  $3,777,544  for  network 
(Continued  on  page  JfO) 


ANTI-RED  PROTESTS 


POSSIBLE  formation  of  a  radio- 
television  committee  representing 
principal  elements  of  the  industry 
to  discuss  ways  of  equitably  han- 
dling anti-communist  protests 
against  performers  on  the  air  was 
seen  last  week. 

The  organization  of  such  a  group 
appeared  to  be  the  probable  out- 
come of  a  resolution  adopted  by 
the  American  Federation  of  Radio 
Artists'  national  board  in  the  East, 
and  referred  to  its  board  in  Chi- 
cago and  Los  Angeles  for  their 
approval. 

The  resolution,  after  acknowledg- 
ing that  the  "summary  dismissal 
of  Miss  Jean  Muir  from  The  Aid- 
rich  Family  television  show  may 
not  be  within  AFRA's  province  .  .  ." 
because  it  happened  in  television, 
stated  that  "it  has  been  shown  or 
threatened  that  such  dismissals 
without  trial  or  redress  are  immi- 
nent in  the  radio  field."  And  it 
was  "therefore  necessary  that 
AFRA  make  its  official  position 
known,  and  take  such  steps  as  are 
necessary  to  implement  its  official 


position  with  regard  to  the  entire 
broadcasting  industry." 

Citing  "AFRA's  avowed  opposi- 
tion to  communism"  as  "repeatedly 
stated,"  and  to  "Communist  meth- 
ods and  tactics  no  matter  who  uses 
them,"  the  resolution  said  that  if 
American  citizens  are  permitted  to 
"be  condemned  without  being  given 
the  opportunity  to  defend  them- 
selves, we  are  throwing  due  process 
of  law  to  the  winds  and  following 
the  Stalinist  pattern." 

Industry  Meet  Urged 

"Whereas  we  deplore  the  action 
of  irresponsible  groups  and  individ- 
uals who  utilize  the  threat  of  boy- 
cott to  deprive  our  members  of  their 
right  to  earn  a  living,  and  believe 
that  the  radio  industry,  including 
AFRA  as  an  integral  part  of  the 
industry,  must  not  ablicate  its  own 
responsibilities  to  outside  groups, 
therefore  be  it  resolved  that  AFRA 
invites  representatives  of  the  four 
major  networks,  sponsors  and  ad- 
vertising agencies  to  meet  with  the 
AFRA  national  board  to  explore 


AFRA  Urges  Study 


methods  of  working  out  within 
the  industry  an  intelligent  solution 
to  the  problem  proposed  by  the 
Muir  case  and  similar  incidents, 
which  will  be  consistent  with  tradi- 
tional American  practices,"  the 
resolution  said. 

A  second  resolution  also  was 
adopted:  "Whereas  many  members 
feel  there  has  been  widespread 
laxity  in  the  past,  therefore  be  it 
resolved  that  a  committee  be  ap- 
pointed that  shall  endeavor  to  peti- 
tion the  cast  sheets  of  directors, 
that  we  may  be  thoroughly  in- 
formed on  the  problem  of  black- 
listing to  be  brought  before  this 
industry  meeting." 

Reaction  to  AFRA's  proposal 
was  not  immediately  evident  in  the 
industry,  although  a  General  Foods 
spokesman  indicated  his  company's 
willingness  to  coopei'ate.  NBC's 
Ernest  de  la  Ossa  said  the  network 
would  "consider  it  seriously,"  if 
and  when  such  an  invitation  were 
received.  The  other  major  net- 
works refused  comment  at  least 
(Continued  on  page  SS) 
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ADVERTISING  LEADERS  discussed  media  role  in  the 
defense  program  at  Tuesday  meeting  of  Secretary  of 
Commerce's  Advertising  Advisory  Committee  [story  on 
opposite  page].  Front  row  (I  to  r):  Paul  B.  West,  Assn.  of 
National  Advertisers;  Phillip  J.  Everest,  National  Assn. 
of  Transportation  Adv.;  Howard  Morgens,  Procter  &  Gam- 
ble Co.;  Secretary  of  Commerce  Charles  Sawyer;  Stuart 
Peabody,  Borden  Co.,  committee  chairman;  Frank  Stanton, 
CBS;  Philip  L.  Graham,  Washington  Post  (WTOP);  Fair- 


fax M.  Cone,  Foote,  Cone  &  Belding.  Back  row:  Charles 
Jackson,  White  House;  Kerwin  H.  Fulton,  Outdoor  Adv.; 
Frederic  R.  Gamble,  AAAA;  George  Van  der  Hoef,  office 
of  Secretary  of  Commerce;  Robert  S.  Peare,  General  Elec- 
tric Co.;  Nelson  Bond,  McGraw-Hill;  A.  E.  Winger,  Crow- 
ell-Coilier  Pub.  Co.;  Clarence  B.  Goshorn,  Benton  & 
Bowles;  W.  Howard  Chase,  special  advisor  to  Secretary 
of  Commerce.  Ralph  W.  Hardy,  NAB,  broadcasting  rep- 
resentative, was  absent,  attending  NAB  Dist.  14  meeting. 


Cancels  Newspapers 
For  MBS  Show 


PAL  BLADE  Co.,  New  York,  has  cancelled  "about  50%  of  its 
newspaper  schedule  in  approximately  70%  of  cities  which  carried  the 
campaign"  in  order  to  sponsor  a  network  radio  show,  Murray  G.  Kushell, 
advertising  and  sales  promotion  manager  of  the  company,  told  Broad- 

 ^  CASTING. 

The  firm  launched  sponsorship  of 
its  first  network  radio  show  Rod 
and  Gun  Club  of  the  Air,  Sept.  7 
on  MBS  Thursday  8:30-8:55  p.m. 

"We  cancelled  the  balance  of  the 
year's  contract  in  the  newspaper 
schedule  and  i-eplaced  coverage  in 
those  cities  with  our  radio  program. 
Instead  of  getting  six  newspaper 
ads  we  are  getting  13  half-hour 
programs — in  other  words  we  are 
getting  13  times  instead  of  six 
times  more  appeal  to  the  consumer 
public  on  a  much  more  intensified 
basis,"  Mr.  Kushell  said. 

"By  using  radio  we  have  a  test 
in  our  mail  pull.  So  far  the  volume 
of  the  mail  has  been  steadily  in- 
creasing and  building  an  audience. 
We  answer  all  our  mail  personally 
and  as  a  matter  of  fact  are  in  the 
process  of  offering  premiums  to 
those  who  write  in  via  the  radio 
program.  We  are  off'ering  such 
premiums  as  hunting  knives,  jack- 
knives  and  steak  sets  made  by  our 
own  cutlery  plant  to  our  listeners," 
he  explained. 

"We  are  sponsoring  the  program 
on  134  stations  and  in  markets 
where  there  is  no  television  compe- 
tition," he  said. 

Pal  Blade  did  sponsor  a  five 
minute  show  for  26  weeks  on  ABC- 
TV  last  year. 

The  Mutual  program  has  been 
requested  by  the  Armed  Forces  for 
rebroadcast. 

"On  the  whole,"  Mr.  Kushell  re- 
vealed, "we  are  very  pleased  with 
our  radio  campaign." 

Al  Paul  Lefton,  New  York,  is 
the  agency  handling  the  account. 


Mr.  Gushing 


GUSHING  NAMED 

Heads  WJR  Public  Affairs 

ASSIGNMENT  of  Vice  President 
George  Gushing  to  greater  respon- 
sibilities at  WJR  Detroit — namely, 
extension  of  the  outlet's  public  af- 
fairs  activities — 
has    been  an- 
nounced by  John 
F.  Patt,  president 
of    the  three 
Goodwill  Stations, 
WJR,    W  G  A  R 
Cleveland,  KMPC 
Los  Angeles. 

Mr.  Gushing, 
who     has  been 
news  editor,  will 
continue  to  su- 
pervise the  news  department  and, 
in  addition,  will  be  in  charge  of 
public  affairs  and  advertising.  He 
will  continue  as  moderator  of  the 
Sunday  In  Our  Opinioyi  half-hour 
when  the  program  returns  to  the 
air  in  October. 

Associated  with  WJR  for  nine 
years,  Mr.  Gushing  is  a  former 
Detroit  newspaperman.  He  later 
served  as  editor  of  The  Detroiter 
for  the  Detroit  Chamber  of  Com- 
merce. He  was  advertising  man- 
ager of  the  Hudson  Motor  Car  Co. 
and  later  was  with  Graham-Paige 
in  a  similar  capacity.  Mr.  Gush- 
ing was  a  partner  in  the  advertis- 
ing agency  that  handled  Ford's 
Model-T  campaign.  Before  join- 
ing WJR  he  was  for  two  years 
chief  of  information  of  the  Na- 
tional Highway  Users  Conference 
in  Washington. 
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HAYMES  SHOW 

World  Reports  New  Sales 

WORLD  Broadcasting  System  Inc. 
reports  new  sales  of  Dick  Haymes 
Sho2v  to  the  following  sponsors  and 
World-affiliate  stations: 

International  Harvester  Co.  over 
WLAW  Lawrence,  Mass.;  First  Street 
Department  Store  over  WEBC  Duluth, 
Minn.;  Barstow  Builders  over  KWTC 
Barstow,  Calif.;  participating  spon- 
sors over  WGAI  Elizabeth,  N.  C; 
Wilkins  Frosted  Foods  &  Ice  Cream 
Co.  over  CJCS  Stratford,  Ont.;  Tscha- 
bold  Motor  Co.  over  WFAH  Alliance, 
Ohio;  Local  Baking  Co.  over  WCAX 
Burlington,  Vt.;  Snow's  Laundry  & 
Dry  Cleaner  over  WJBF  Augusta,  Ga. 

Laviniediere  Furriers  over  CKSF 
Cornwall,  Ont.;   The  Jewelry  Center 


ANA  AGENDA 

Chicago  Schedule  Set- 

FINAL  PLANS  for  the  Assn.  of 
National  Advertisers  41st  meeting 
on  Sept.  25-27  at  the  Drake  Hotel. 
Chicago,  were  formulated  last 
week,  with  four  radio  and  TV  dis- 
cussions on  the  format. 

The  Radio  and  TV  Steering  Com- 
-mittee  of  the  association  will  kick- 
off  Monday  morning  with  Wayne 
Coy,  FCC  chairman,  as  featured 
speaker  at  a  meeting  open  to  all 
ANA  members.  He  is  followed  by 
John  T-.  Cunningham,  executive 
vice  president,  Cunningham  & 
Walsh,  New  York,  reporting  on  the 
overall  effects  of  TV  on  all  media 
and  the  growth  of  television  intern- 
ally. 

Monday  afternoon  the  highly 
controversial  report  of  the  Radio 
and  TV  Steering  Committee  re- 
garding radio  rate  reduction  in 
TV  areas  will  be  spotlighted  in  an 
informal,  round-table  discussion 
headed  by  William  B.  Smith,  ad- 
vertising director  of  Thomas  J. 
Lipton  Inc.,  and  chairman  of  the 
committee  [Broadcasting,  Sept. 
11]. 

F.  B.  Manchee,  executive  vice 
president  of  marketing  and  mer- 
chandising, BBDO,  following  this, 
will  present  a  speech  concerning 
radio  research  and  its  findings. 

over  KEYS  Corpus  Christi,  Tex.; 
participating  sponsors  over  WQAM 
Miami,  Fla.;  Central  Dry  Cleaners 
over  WSFC  Somerset,  Ky.;  Campbell 
Motor  Co.  over  WFTM  Maysville,  Ky.; 
Montecito  Merchants  over  KDB  Santa 
Barbara,  Calif.;  Florida  Flexicore 
Corp.  over  WTSP  St.  Petersburg,' 
Fla.;  Robinson  &  Smith  Laundry  over 
WCSS  Amsterdam,  N.  Y.;  Pearson 
&  Crofts,  building  supplies,  over 
KSVP  Richfield,  Utah;  Antweil's 
Men's  Shop  over  KTFS  Texarkana, 
Tex. 


Drawn 


Broadcasting 


"Do  you  think  we  could  interest  Procter  &  Gamble  in  him  if  we  called 
him  'The  Crisco  Kid'  ?  " 
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MAP  ALL-OUT  DEFENSE  Key  Radlo-TV  Role 


KEY  ROLE  for  advertising  in 
rallying  the  nation  behind  the  gov- 
ernment's all-out  defense  drive  was 
charted  in  preliminary  form  last 
week  as  Washington  started  to  as- 
sume a  wartime  aspect. 

Important  part  in  the  campaign 
to  arouse  support  for  the  emer- 
gency program  will  be  taken  by 
broadcasting,  aural  and  visual, 
judging  by  plans  in  the  drafting- 
stage. 

Formation  of  the  new  National 
Production  Authority  and  imminent 
creation  of  an  Economic  Stabiliza- 
tion Agency  spurred  efforts  to  ac- 
quaint the  public  with  the  gov- 
ernment's effort  to  use  scarce 
materials  efficiently  and  to  prevent 
inflation. 

Advertisers  will  hear  the  emer- 
gency story  straight  from  the  Ad- 
ministration's key  production  offi- 
cial during  the  Sept.  25-27  con- 
vention of  the  Assn.  of  National 
Advertisers  when  Secretary  of 
Commerce  Charles  Sawyer  ad- 
dresses the  meeting. 

Secretary  Sawyer  met  with  ANA 
and  the  American  Assn.  of  Adver- 
tising Agencies  at  their  joint  ses- 
sion last  spring.  At  Chicago  he 
will  tell  what  NPA  expects  from 
those  who  use  advertising  media  to 
contact  the  public.  As  Secretary 
of  Commerce  he  heads  the  whole 
priorities  setup.  Operating  head 
of  NPA  under  Secretary^  Sawyer 
is  William  H.  Harrison,  NPA  ad- 
ministrator on  leave  as  president 
of  International  Telephone  &  Tele- 
graph Corp.  Mr.  Harrison  assumed 
office  last  week. 

Howard  Chase,  on  leave  as  pub- 
lic relations  director  of  General 
Foods,  is  Mr.  Harrison's  chief  aide. 
He  bears  the  title  of  special  coun- 
sel to  Secretary  Sawyer. 

Key  Officials 

Messrs.  Harrison  and  Chase  are 
slated  to  be  key  officials  in  the  al- 
location and  priorities  agency. 
They  will  direct  the  flow  of  mate- 
rials to  industry,  control  inven- 
tories of  basic  supplies  and  perform 
a  function  similar  to  that  of  War 
Production  Board  during  World 
War  II. 

As  now  conceived,  the  emergency 
setup  in  Washington  will  also  have 
a  price-rationing  operation  in  the 
Economic  Stabilization  Agency. 
This  is  still  in  the  early  planning 
stage  and  current  predictions  in- 
dicate it  may  not  be  operating  be- 
fore the  end  of  the  year. 

Last  Tuesday  Messrs.  Harrison 
and  Chase  met  with  the  Advertis- 
ing Advisory  Committee  headed 
by  Stuart  Peabody,  Borden  Co. 
(see  photo  on  opposite  page).  The 
committee  sits  in  an  advisory  capa- 
city with  Secretary  Sawyer. 

The  part  broadcasting  and  other 
media  will  take  in  the  emergency 
effort  was  discussed  Thursday  at 
a  meeting  of  the  Advertising  Coun- 
cil in  New  York.  The  council 
siphons  governmental  causes  to 
media  in  an  orderly  manner,  with 


emphasis  on  more  pressing  proj- 
ects. 

Paralleling  the  Advertising 
Council  campaigns,  in  which  broad- 
casters have  participated  for  nearly 
a  decade,  will  be  a  new  defense  pro- 
gram soon  to  be  completed  by  NAB 
under  direction  of  the  association's 
board.  NAB  is  expected  to  issue 
the  first  of  a  series  of  defense  bul- 
letins Sept.  25.  These  bulletins 
will  tell  broadcasters  how  to  bring 
the  government's  message  to  150 
million  Americans. 

May  Be  Sponsored 

As  was  the  case  during  World 
War  II  and  since  the  war,  the  de- 
fense messages  will  be  suitable  for 
insertion  in  sponsored  programs. 
In  addition,  NAB's  bulletin  will 
contain  suggested  station  breaks 
and  longer  announcements.  These, 
too,  will  be  suitable  for  sponsorship. 

Thus  broadcasters  will  be  able 
to  do  a  double  defense  job  as  they 
cooperate  in  the  Advertising  Coun- 
cil's program  and  utilize  the  mate- 
rial to  be  supplied  by  NAB. 

Jack  Hardesty,  NAB  assistant 
director  of  public  affairs,  conferred 
last  week  in  New  York  with  Ad- 
vertising Council  officials.  It  is 
understood  NAB's  bulletin  will  be 
confined  to  defense  messages  where- 
as the  council  covers  a  wide  range 
of  topics,  including  non-emergency 
causes  in  which  the  government  is 
interested. 

The  impact  of  NPA  on  the  broad- 


casting and  electronic  industries 
was  uncertain  at  the  weekend, 
NPA  being  in  an  early  formative 
stage.  Mr.  Chase  told  Broadcast- 
ing it  is  too  early  to  speculate  on 
NPA's  specific  handling  of  broad- 
cast matters.  "To  the  degree 
broadcasting  is  of  a  military  na- 
ture, its  basic  materials  will  receive 
NPA  priority,"  he  said. 

He  indicated  a  Civilian  Require- 
ments Section  will  be  set  up  within 
NPA.  Its  functions  will  include 
broadcast  and  electronics  matters. 

NPA  will  have  an  Advisory 
Committee  on  Priorities  Adminis- 
tration. This  will  include  repre- 
sentatives of  government  agencies. 
Although  the  official  order  setting- 
up  the  committee  doesn't  mention 
FCC,  its  terms  are  broad  enough 
to  include  FCC  participation  in 
policy  deliberations  when  broad- 
casting or  communications  indus- 
tries are  involved.  In  addition,  the 
committee  is  expected  to  call  in 
industry  groups  to  advise  on  mate- 
rial requirements. 

Control  Supplies 

In  the  allocation  of  supplies  to 
various  industries  NPA  will  have 
an  End  Products  Division  which 
will  control  supplies  of  finished 
goods  on  the  basis  of  critical  needs. 

NPA  named  a  general  counsel 
Thursday,  Manly  Fleischmann, 
Buffalo  attorney.  Mr.  Fleischmann 
was  assistant  general  counsel  of 
WPB  in  World  War  II. 

Secretary  Sawyer  and  Director 


Harrison  conferred  Thursday  with 
President  Truman.  They  promised 
the  President  NPA  would  be  run 
"in  a  workmanlike  manner." 

When  NPA  gets  rolling  in  a  few 
more  weeks  it  is  expected  to  have 
more  than  1,000  employes. 


BROWN  ADDS  POST 

Heads  B-M  Products  Div. 

ROBERT  B.  BROWN,  vice  presi- 
dent of  Bristol-Myers  Co.,  New 
York,  has  been  named  president  of 
the  Bristol-Myers  Products  Divi- 
sion as  well. 

Mr.  Brown,  who  joined  Bristol- 
Myers  in  1936  as  advertising  man- 
ager and  was  subsequently  adver- 
tising director,  is  also  a  past 
chairman  of  the  board  of  the  Assn. 
of  National  Advertisers. 


AGENCY  MERGER 

Hickerson  Heads  New  Firm 

J.  M.  HICKERSON  Inc.,  New  York 
advertising  agency,  has  merged 
with  Albert  Frank-Guenther  Law 
Inc.,  effective  Oct.  1.  Name  of  the 
corporation  will  be  that  of  the  lat- 
ter agency,  with  Mr.  Hickerson 
elected  president  and  director  of 
the  consolidated  firm. 

Emmett  Corrigan,  chairman  of 
the  board,  also  announced  the  elec- 
tion of  Frank  J.  Reynolds,  presi- 
dent of  the  firm  since  1932,  as  vice 
chairman  of  the  board  of  directors. 
Robert  E.  Potter  Sr.  has  been 
named  vice  president  in  charge  of 
consumer  advertising  in  the  Chi- 
cago office. 


joined  KTUL  Tulsa  as  an  account 
executive  in  1938.  He  resigned 
in  1940  to  become  manager  of 
KGGF  and  in  1944  joined  KFOR 
Lincoln,  Neb.,  as  station  manager. 

He  is  familiar  with  NAB  head- 
quarters operations,  having  served 
as  a  member  of  the  Unaffiliated 
Stations  Committee.  He  is  a  past 
president  of  the  Minnesota  Broad- 
casters Assn.,  member  of  Minne- 
apolis Rotary  and  advertising 
clubs  as  well  as  the  Chamber  of 
Commerce  speakers  bureau.  A 
graduate  of  Northwestern  and 
Stanford  universities,  he  married 
the  former  Geraldine  Johnston,  of 
Manhattan,  Kan.  They  have  two 
children — David,  10,  and  Douglas, 
7. 

A  'Definite  Challenge' 

"This  is  more  than  an  oppor- 
tunity— It  is  a  definite  challenge 
to  contribute  to  better  broadcast- 
ing through  development  of  an 
even  stronger  association,"  Mr. 
Drake  said  following  the  announce- 
ment. "My  professional  years  in 
radio  have  heen  spent  with  sta- 
tions that  have  been  association 
members.  I  know  what  the  asso- 
ciation can  contribute  to  members. 
I  look  forward  to  the  assignment 
with  genuine  enthusiasm." 


NAB  NAMES  DRAKE 


Heads  Stations  Relations 


NAB'S  drive  to  bring  a  substantial  majority  of  broadcast  stations  into 
its  ranks  -will  be  handled  by  an  experienced  broadcaster,  Melvin  E.  Drake, 
former  vice  president  and  station  manager  of  WDGY  Minneapolis. 

Mr.  Drake  joins  the  association  in  a  few  days  as  director  of  the  new 

Station   Relations   Dept.   He  was  *  

appointed  last  week  by  William 
B.  Ryan,  NAB  general  manager, 
after  Mr.  Ryan  had  screened  a 
long  list  of  candidates  from  all 
parts  of  the  country. 

The  station  relations  post  be- 
came vacant  in  mid-summer  upon 
the  death  of  B.  Walter  Huffington, 
stricken  by  a  heart  attack  on  the 
fourth  day  of  a  southeastern 
membership  tour.  Mr.  Huffington 
died  July  13  shortly  after  driving 
out  of  Winston-Salem,  N.  C. 
Membership  Drive 

Mr.  Drake  will  devote  full  at- 
tention to  membership  solicitation 
and  field  contact  with  NAB  mem- 
bers, supplementing  similar  ac- 
tivity by  Mr.  Ryan.  He  reports 
directly  to  Mr.  Ryan,  who  said 
the  new  director  will  take  to  the 
road  after  spending  a  month  in 
NAB's  Washington  office. 

Since  resigning  from  WDGY  re- 
cently, Mr.  Drake  had  been  in 
Albuquerque,  N.  M.  He  plans  to 
move  his  family  to  Washington 
shortly.  He  had  been  at  WDGY 
since  April  1946,  the  station  hav- 
ing expanded  from  5  kw  daytime 


Mr.  DRAKE 


to  50  kw  fulltime  during  his  serv- 
ice. 

Entering  radio  at  KGGF  Coffey- 
ville,   Kan.,   in   1933,   Mr.  Drake 
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Dept.  Store  Radio 


A  copyrighted  survey  by  Cramer-Krasselt  Co.,  Minneapolis, 
based  on  58  reports  covering  52.7%  of  all  department 
stores  using  TV  during  July  1950. 


TREND  toward  increased  use  of 
radio  advertising  by  department 
stores  has  developed  since  last 
spring,  reversing  a  downw^ard 
movement,  J.  S.  Stolzoff,  vice  presi- 
dent of  Cramer-Krasselt  Co.,  Mil- 
vi^aukee,  told  the  District  7  conven- 
tion, Advertising  Federation  of 
America,  meeting  in  Mobile,  Ala., 
Friday. 

Based  on  a  study  of  radio  and 
television  advertising  by  large  de- 
partment stores,  Mr.  Stolzoff  found 
that  retailer  interest  in  both  aural 
and  visual  radio  is  on  the  way  up- 
ward; that  a  heavy  share  of  TV 
money  is  "fresh  money,"  and  radio 
is  less  affected  by  TV  than  news- 
papers. 

Mr.  Stolzoff  had  told  the  na- 
tional AFA  convention  in  Detroit 
last  May  31  that  while  radio  has 
become    a    powerful  advertising 
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medium,  its  biggest  achievements 
lie  in  the  future  [Broadcasting, 
June  5].  At  that  time  he  had  based 
his  predictions  of  radio  growth, 
especially  in  the  local  field,  on  an 
extensive  survey  of  advertiser, 
agency  and  broadcast  executives. 

Serves  Many  Stores 

Cramer-Krasselt  serves  as  ad- 
vertising counsel  for  a  large  num- 
ber of  department  stores.  Mr. 
Stolzoff's  new  figures  are  based  on 
replies  from  58  department  stores 
all  over  the  U.  S.,  he  told  the  Mobile 
convention,  adding  they  represent 
over  5290  of  the  department  stores 
that  had  regular  TV  schedules  dur- 
ing July  and  have  TV  budgets  of 
almost  $3  million  per  year. 

Radio's  continued  growth  as  a 
medium  alongside  TV's  upward 
surge  was  illustrated  by  Mr.  Stolz- 


off through  an  observation  by  the 
sales  promotion  director  of  a  $50 
million-a-year  department  store. 

He  quoted  this  executive  as  say- 
ing: "You  know  television  is  the 
most  exciting  new  thing  in  retail- 
ing. The  more  I  listen  to  what 
results  other  stores  are  getting, 
the  more  I  check  on  the  pull  we're 
getting  from  our  television  pro- 
grams— well,  the  more  obvious  it  is 
that  this  beast  television  has  some 
powerhouse  possibilities. 

"But  there's  one  thing  I  can't 
figure  out.  Over  50%  of  the  families 
in  our  city  have  TV  sets.  Listener- 
ship  is  continually  increasing.  In 
spite  of  that  our  two  daytime  radio 
shows  are  doing  a  better  selling 
job  than  ever.  If  television  is  sup- 
posed to  be  replacing  radio,  you'd 
think  it  would  be  showing  up  in  my 
results." 

Misconceptions  Explained 

Mr.  Stolzoff  said  the  "many 
obvious  minor  similarities"  between 
radio  and  television  breed  such 
misconceptions  as,  "If  a  family 
watches  television  for  three  hours, 
then  radio  listenership  is  decreased 
by  three  hours";  "the  money  going 
into  television  is  coming  from 
radio." 

He  declared  department  stores 


are  fast  becoming  the  largest  classi- 
fication of  television  advertisers, 
either  local  or  national.  He  recalled 
that  he  had  told  the  National  News- 
paper  Promotion  Assn.  last  May  \, 
that  station  managers  and  owners 
had  predicted  increased  billings 
for  the  radio  medium,  and  depart- 
ment store  executives  had  shown 
deep  interest  in  television  [Broad- 
casting, May  15]. 

Trend  Has  Reversed 

This    second    department  store 
survey,  he  said,  showed  (Chart  at 
left,  below)  that  last  May  "there 
was  a  definite  trend  towards  re-  ij 
duced  radio  activities  on  the  parish, 
of  department  stores.    That  trend  ' 
has  been  checked  and  is  reversing 
itself.    Only  13  out  of  33  stores 
planned  on  increasing  or  maintain- 
ing their  radio  budget  during  1951. 
Today  37  out  of  57  will  maintain 
or  increase  their  schedules.  Eight 
are  planning  on  definite  increases." 

To  show  that  television's  money, 
generally  speaking,  is  not  coming 
from  present  media,  Mr.  Stolzoff 
submitted  an  analysis  of  the 
sources  of  department  store  TV 
budgets    (Chart,    middle,  below) 

The  video  budgets  are  essentially 
"fresh  money,"  Mr.  Stolzoff  said.  ^ 
"Department  store  management  is^ 
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appropriating  new  funds  for  tele- 
vision. It  brings  to  mind  a  fact 
about  advertising  budgets  that  we 
sometimes  forget.  The  money  for 
any  campaign  should  come  from 
past  profits  or  from  anticipated 
profits. 

"A  worthwhile  campaign  should 
pay  for  itself.  Good  advertising 
makes  profits,  it  doesn't  spend  them. 
If  television  is  a  good  advertising 
buy  for  a  department  store,  the 
profits  it  creates  from  the  mei'- 
chandise  it  sells  will  provide  the 
money  for  continuing  on  TV.  Tele- 
vision advertising  doesn't  have  to 
cause  a  reduction  in  any  other  type 
of  advertising  expenditure.  There 
is  some  duplication  in  this  chart 
because  some  stores  listed  more 
than  one  major  source  of  TV  funds. 

"Bearing  in  mind  that  the  Sep- 
tember sample  is  80%  larger  than 
the  one  last  May :  Of  the  67  men- 
tions, 42  said  'separate  appropria- 
tion.' Vendors  jumped  from  2  to  11, 
pointing  up  the  increasing  number 
of  manufacturers  who  will  co- 
operate on  television.  One  of  our 
clients  has  had  as  many  as  90 
companies  cooperating  simultane- 
ously. Withdrawal  of  funds  from 
newspapers  went  from  3  to  7, 
radio  increased  only  from  6  to  7." 

Future  Funds  Checked 

Looking  into  the  future,  Mr. 
Stolzoff 's  questionnaire  asked  : 
"Where  will  the  bulk  of  (1951) 
funds  come  from  as  television  use 
increases  (See  Chart,  opposite 
page)?" 

Of  58  stores  responding,  49  said 
the  money  will  come  from  increased 
budgets.  "The  number  who  will 
decrease  newspaper  rose  in  about 
proportion  to  the  sample,"  Mr. 
Stolzoff  said.  "Radio  went  only 
from  11  to  12  and  direct  mail  is 
not  enough  of  a  budgetary  factor 
for  most  stores  to  be  really  affected. 
At  the  risk  of  being  repetitious, 
television  funds  are  'fresh  money.' 
They  are  not  being  siphoned  off 
from  other  media." 

Looking  forward  to  the  day 
when  TV  circulation  reaches  80%, 
he  found  that  13%  of  total  publicity 
money  will  be  devoted  to  TV  adver- 
tising by  department  stores  (Chart 
at  lower  left,  above).  This,  80% 
figure  was  used  because  department 
stores  generally  agree  that  in  over 
90%  of  the  major  markets  a  maxi- 
mum of  two  newspapers  will  give  a 
store  80%  circulation  in  the  market. 

Citing  this  13%  of  total  for  TV, 
Mr.  Stolzoff  explained,  "If  you  take 
away  the  personnel,  display  and 
other  non-space  charges  that  enter 
into  the  average  department  store 
budget,  that  means  20  cents  out  of  ■ 
every  $1  of  store  space-advertising 

I  costs  will  go  into  TV.  One  large 
store  estimated  that  40%  of  its 
budget  might  go  into  television, 
and  the  sales  promotion  manager 
added  the  comment :  'It's  the  damn- 
dest sales  puller  I  ever  saw  .  .  . 

I  wait  till  we  get  circulation'." 

j     As  to  the  1951  TV  budget,  51 

,  out  of  58  stores  are  increasing 
their  video  funds  in  1951,  ranging 
from  a  3%  increase  to  a  store  that 
will  go  from  $9,000  to  $65,000 
(Chart  at  top  left,  above). 
Newspapers,  which  Mr.  Stolzoff 


said  "are  the  clearly  dominant  ad- 
vertising medium  for  department 
stores,"  also  will  experience  higher 
budgets  (Chart  at  lower  right 
above ) . 

In  five  months  the  percentage  of 
total  publicity  budget  of  the  stores 
surveyed  has  jumped  from  7.3% 
to  8.9%,  or  from  an  average  of 
$43,000  to  $48,500  a  year  (Chart 
below).  Four  stores  are  spend- 
ing over  $100,000  a  year  in  TV,  Mr. 
Stolzoff  said,  and  one  large  store 
has  earmarked  22%  of  its  budget 
for  TV.  Collectively  the  stores  sur- 
veyed are  using  television  at  the 
rate  of  almost  $3  million  per  year. 

Results  Discussed 

How  about  results?  Here  Mr. 
Stolzoff  asked  what  he  called  a 
"completely  unscientific"  question 
in  an  attempt  to  measure  results 
(Chart  at  upper  right,  above).  A 
tremendous  increase  was  noted  in 
stores  answering  "successful."  On- 


ly three  said  "mediocre"  and  none 
answered  "unsuccessful"  or  "fail- 
ure." 

Programming  Conclusions 

Mr.  Stolzoff  drew  these  general 
conclusions  about  programming: 

The  schedules  of  department  stores 
run  the  gamut.  They  vary  from  foot- 
ball games  in  Seattle  to  eight-second 
station  identification  cards  in  Phila- 
delphia; from  a  6:45  p.  m.  shopper 
type  show  in  St.  Paul-Minneapolis  to 
film  commercials  in  Atlanta,  and  seven 
full  hour  programs  a  week  in  Wash- 
ington, D.  C. 

We  believe  that  generally  speaking, 
a  department  store  should  run  pro- 
grams rather  than  announcements. 
Prestige,  developing  a  television  per- 
sonality, and  actual  sales  results  are 
our  reason. 

We  believe  that  generally  speaking, 
the  best  type  of  program  is  a  shopper 
show  where  the  main  portion  of  the 
program  uses  a  theme,  interesting 
personalities  and  other  devices  to 
literally  bring  the  products  of  a  store 
right  into  the  home. 


We  believe  that  generally  speaking, 
the  best  time  for  a  department  store 
program  is  the  afternoon. 

And  lastly,  we  believe  that  the  most 
fatal  mistake  any  local  advertiser, 
department  store  or  not,  can  make  is 
to  attempt  to  produce  a  network  type 
of  program  on  a  local  type  of  budget. 

So  I  guess  I've  spelled  out  what  we 
believe  is  the  most  effective  type  of 
department  store  television — simply  a 
daytime  shopper  show. 

Does  it  work?  Here  are  a  few  results 
we've  seen  on  one  show,  Schuster's 
Feminine  Viewpoint  which  is  a  half- 
hour  shopper  program,  four  times  a 
week  on  WTMJ-TV  Milwaukee,  spon- 
sored by  Wisconsin's  largest  depart- 
ment store.  They  have  successfully 
sold  from  a  simple  demonstration  such 
items  as: 

Over  600  home  permanent  kits  at 

$2.50. 

Several  hundred  $3.98  doll  houses. 

Their  complete  inventory  of  a  $5 
cook  book. 

On  a  one-demonstration-per-month 
basis  they  tripled  the  volume  on  one 
of  their  best  selling  slippers. 
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USE  EDITORIALS 


Howell  Urges  NAB  Dist.  U 


RADIO  stations  are  "only  second- 
ary" in  the  view  of  many  persons 
in  their  communities,  including  ad- 
vertisers, because  of  failure  to  take 
positions  on  questions  of  the  day, 
Rex  Howell,  KFXJ  Grand  Junction, 
Col.,  told  NAB  District  14  members 
at  their  Monday-Tuesday  meeting. 

William  C.  Grove,  KFBC  Chey- 
enne, Wyo.,  presided  as  district  di- 
rector. The  meeting  was  held  at 
Hotel  Colorado,  Glenwood  Springs, 
Col.  A  hundred  delegates  attended 
from  Colorado,  Wyoming,  Utah, 
Montana,  New  Mexico,  Idaho  and 
South  Dakota.  As  co-owner  of  the 
new  KGLN  Glenwood  Springs,  Mr. 
Howell  was  convention  host. 

"I  doubt  if  1%  of  stations  are 
broadcasting  editorials,"  said  Mr. 
Howell,  for  years  a  leader  in  advo- 
cating editorializing  on  the  air. 
"There  probably  are  a  number  of 
reasons,  principally  the  inherent 
fear  generated  by  the  FCC. 

"Others  feel  they  do  not  have 
adequate  personnel.  Some  do  not 
consider  it  important  to  present 
any  views  of  their  own — some  may 
even  insist,  with  some  degree  of 
stark  relevance,  that  they  have  no 
opinions  of  their  own.  Sheer  inertia 
can  easily  account  for  the  reticence 
of  others." 

Urged  Leadership 

Mr.  Howell  argued  radio  stations 
and  their  owners  usually  are  less 
influential  in  their  communities 
than  leading  newspapers  and  their 
publishers  because  "newspapers 
have  built  up  a  tradition  of  impor- 
tance based  upon  their  sphere  of 
influence." 

On  a  show  of  hands,  three  broad- 
casters indicated  they  had  been 
broadcasting  editorials  since  the 
Mayflower  ban  was  eased  in  1949. 
They  were  William  T.  Kemp, 
EVER  Albuquerque,  N.  M.;  Jim 
Carroll,  KWYO  Sheridan,  Wyo., 
and  Vir  N.  James,  KVRH  Salida, 
Col.  All  three  said  later  they  felt 
editorializing     had  strengthened 


them  in  their  communities.  Like 
Mr.  Howell  they  confined  their  edi- 
torializing to  local  topics. 

Mr.  Howell  played  back  excerpts 
from  his  own  "Radiotorials,"  which 
he  voices  himself  from  time  to  time 
but  not  on  a  regular  basis.  He  con- 
ceded it  takes  considerable  time  to 
develop  editorials.  He  tries  "to 
stimulate  opinion  rather  than  crys- 
talize  it,"  and  invites  opposing 
views. 

At  its  closing  session  Tuesday 
District  14  adopted  a  resolution 
recognizing  Mr.  Howell's  "pioneer- 
ing and  courageous  and  vigorous 
efforts  in  achieving  government 
recognition  of  the  right  of  radio 
stations  to  editorialize  over  their 
air." 

The  district  unanimously  ratified 
the  NAB  board  plan  to  expand 
Broadcast  Advertising  Bureau. 
Justin  Miller,  NAB  president,  re- 
minded delegates  the  BAB  plan  had 
grown  out  of  a  suggestion  made  at 


the  1948  District  14  meeting.  At 
that  time  a  resolution  proposed  by 
Walter  Wagstaff,  KIDO  Boise,  had 
urged  that  a  study  be  made  look- 
ing toward  formation  of  a  radio 
sales  promotion  agency. 

Resolutions  Passed 

In  other  resolutions'  District  14 
endorsed  the  NAB  board's  defense 
program;  approved  appointment  of 
William  B.  Ryan  as  NAB  general 
manager;  advised  expansion  of  the 
Employe-Employer  Relations  Dept. 
under  Richard  P.  Doherty;  voiced 
appreciation  of  the  service  of  Hugh 
B.  Terry,  KLZ  Denver,  who  retired 
last  spring  as  district  director. 

Mr.  Grove  announced  NAB  mem- 
bership applications  had  been  re- 
ceived from  KDZA  Pueblo,  Col.; 
KIUP  Durango,  Col.,  and  KMUR 
Murray,  Utah.  He  demonstrated 
the  low-cost  remote  pickup  equip- 
ment he  has  developed,  using  war 


surplus  materials.  The  equipment 
is  used  by  nearly  200  stations. 

Members  of  the  Resolutions  Com- 
mittee were  John  Bailey,  KVOD 
Casper,  Wyo.,  chairman;  Robert  D. 
Ellis,  KGHF  Pueblo,  Col.;  Franz 
Robischon,  KBMY  Billings,  Mont.; 
Milo  Petersen,  KGEM  Boise,  Ida. 

Judge  Miller  explained  the  de- 
fense role  of  the  industry  and 
urged  stations  to  cooperate  with 
public  officials  in  averting  sabotage. 
He  advocated  fingerprinting  of  sta- 
tion employes  as  a  logical  precau- 
tion. 

District  14  members  showed  in- 
terest in  TV  cost  data  presented  by 
Charles  A.  Batson,  NAB  TV  di- 
rector. Carl  Haverlin,  BMI  presi- 
dent, reviewed  expansion  of  the  in- 
dustry-owned copyright  agency. 
Ralph  W.  Hardy,  NAB  director  of 
government  relations,  discussed  the 
association's  Washington  services 
and  contacts.  Lee  Hart,  BAB  as- 
sistant director,  spoke  on  retail  ad- 
vertising. William  B.  Quarton, 
WMT  Cedar  Rapids,  Iowa,  District 
10  director,  explained  in  detail  the 
plans  for  expansion  of  BAB  into 
(Continued  on  page  Jf2) 


DON!  WEAKEN  NAB 


District  8  Is  Warned 


WARNING  that  development  of 
a  super-Broadcast  Advertising  Bu- 
reau must  not  lead  to  any  weak- 
ening of  NAB  itself  was  voiced 
Thursday  at  the  opening  session 
of  the  District  8  meeting,  held  at 
Lincoln  Hotel,  Indianapolis. 

Presiding  at  the  two-day  NAB 
district  meeting  was  George  J. 
Higgins,  WISH  Indianapolis,  dis- 
trict director.  Some  70  delegates 
attended. 

Milton  L.  Greenebaum,  WSAM 
Saginaw,  Mich.,  and  Lester  W. 
Lindow,  WFDF  Flint,  Mich.,  said 
NAB's  diverse  operations  were 
vital  to  functioning  of  the  broad- 
casting industry  and  they  cau- 
tioned that  enthusiasm  for  BAB 
should  not  interfere  with  NAB 
itself  when  the  sales  agency  is 
completely    separated    from  the 


parent  association. 

Charles  C.  Caley,  WMBD  Peoria, 
111.,  District  9  director  and  mem- 
ber of  the  NAB  board's  five-man 
BAB  Committee,  described  steps 
leading  to  the  greater  BAB  pro- 
ject. 

"We  have  proved  in  the  estab- 
lishment of  BAB  that  all-industry 
sales  promotion  pays  off,"  Mr. 
Caley  said.  "What  we  propose  to 
do  is  expand  that  effort  to  such 
dimensions  that  every  advertiser 
in  America  will  be  exposed  to  the 
superior  selling  capacities  of 
broadcasting." 

Advises  BAB  Divorce 
Urging  that  the  new  organiza- 
tion be  completely  divorced  from 
NAB,  he  said:  "One  of  the  most 
important  reasons  is  the  fact  that 
frequent  efforts  have  been  made 
to  develop  a  broader  horizon  for 
NAB  sales  activity,  but  each  time 
our  attention  was  diverted  to  other 


policy  problems  and  this  vital  ob- 
jective suffered. 

"We  want  a  separate  organiza- 
tion because  we  need  a  separate 
board  and  a  separate  staff  that 
will  devote  their  entire  attention 
to  sales  promotion." 

Mr.  Higgins  commended  work 
of  the  five-man  committee  that 
proposed  the  BAB  expansion  pro- 
ject. "BAB's  performance  under 
very  difficult  circumstances  has 
established  in  the  last  year  that 
we  are  on  the  right  track,"  Mr. 
Higgins  said.  "Now  let's  go  after 
the  big  job.  This  plan  is  some- 
thing concrete,  something  big, 
something  eminently  important  to 
all  of  us  in  this  competitive  era." 

Resolution  proposing  endorse- 
ment of  BAB  was  presented  by 
Joseph  Higgins,  WTHI  Terre 
Haute.  Its  adoption  was  moved 
by  Harry  Bitner,  WFBM  Indian- 
(Continued  on  page  U2) 


FATHER-SON  quartet  at  NAB  District  14  session  (I  to  r):  Elwood  H.  Meyer, 
KYOU  Greeley,  Col.;  Al  Meyer,  KMYR  Denver;  Thomas  Howell,  KFXJ  Grand 
Junction,  Col.;  Rex  Howell,  KFXJ  and  KGLN  Glenwood  Springs,  Col. 
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BETWEEN-MEETING  group  at  NAB  District  14  meeting  (I  to  r):  Paul  Dixon, 
KSL  Salt  Lake  City;  R.  E.  O'Brien,  KIUP  Durango,  Col.;  Frank  Bishop,  KFEL 
Denver;  Tom  Ekrem,  KVOD  Denver;  Franz  Robischon,  KBMY  Billings,  Mont. 

BROADCASTING    •  Telecasting 


AWB  MEET  SET 

Dist.  10  Convenes  Sept.  23 

CONVENTION  of  District  10, 
Assn.  of  Women  Broadcasters,  will 
be  held  Sept.  23  at  the  Savoy  Hotel, 
Des  Moines,  according  to  Doris 
Murphy,  KMA  Shenandoah,  Iowa, 
district  chairman. 

Starting  with  an  8  a.  m.  break- 
fast at  the  Des  Moines  Country 
Club,  the  meeting  will  conclude 
with  an  evening  banquet.  Host  at 
the  breakfast  will  be  the  Des 
Moines  Radio  Council.  After  break- 
fast delegates  will  take  a  conducted 
tour  through  the  plant  of  Meredith 
Pub.  Co.,  publishing  Better  Homes 
&  Gardens. 

At  11:30  a.  m.  the  delegates  will 
attend  a  broadcast  by  Betty  Wells 
at  the  studios  of  KENT  Des 
Moines. 

Speakers  at  the  luncheon,  at 
which  KENT  is  to  be  host,  will  be 
William  B.  Quarton,  WMT  Cedar 
Rapids,  NAB  District  10  director. 
Mr.  Quarton  will  discuss  "The  New 
NAB  and  How  It  Affects  the 
AWB."  Anne  Hayes,  KCMO  Kan- 
sas City,  will  discuss  "Your  Career 
and  You." 

An  afternoon  panel  discussion 
will  be  titled,  "Women  Broadcast- 
ers and  Why  They  Grew,"  with 
Mary  Elizabeth  Marshall,  WOC 
Davenport,  Iowa,  as  moderator. 

Panel  members  and  their  topics : 

Caroline  Ellis,  KMBC  Kansas  City, 
"The  Magic  Book";  Martha  Shorten, 
KDTH  Dubuque,  Iowa,  "The  Market 
Basket  and  Public  Interest";  Martha 
Bohlsen,  WOW-TV  Omaha,  "TV  Tac- 
tics"; Miss  Wells,  "Interviewing  the 
Great  and  Near  Great";  Sandra  Lea, 
WHB  Kansas  City,  "Servicing  and 
Salesmanship";  Edith  Hansen,  Perfex 
Co.,  Shenandoah,  Iowa,  "Broadcasting 
Over  26  Stations  by  Transcription." 

Business  meeting  is  scheduled 
at  4  p.  m.  WHO  Des  Moines  and 
WOC  will  be  hosts  at  the  evening 
dinner.  Speaker  will  be  Richard 
B.  Hull,  radio-TV  director  of  WOI 
Ames,  Iowa.  His  subject  is,  "Some 
Facts   and    Fancies    About  Tele- 


EYES  OF  TEXAS  broadcasters  were  on  Lee  Hart,  BAB 
assistant  director,  during  NAB  District  13  convention. 
Front  row  (I  to  r):  Frank  Myers,  KCMC  Texarkana;  Kenyon 
Brown,  KWFT  Wichita  Falls;  Miss  Hart;  0.  L.  (Ted) 
Taylor,  Taylor  Co.;  Joe  Evans,  Free  &  Peters.  Standing: 

K  BAB  1 00% 

A  WELL-FINANCED  Broadcast  Advertising  Bureau  with  100%  in- 
dustry support  can  crack  large  advertising  accounts  not  now  using  radio, 
Allen  M.  Woodall,  WDAK  Columbus,  Ga.  and  NAB  board  member,  told 
the  NAB  District  13  meeting  in  San  Antonio  Sept.  8  [Broadcasting, 


James  Speck,  KCNC  Fort  Worth;  Sherrill  Edwards,  KEYL 
(TV)  Son  Antonio;  Fred  Nahas,  KXYZ  Houston;  Ken 
Kellum,  KCNC  Fort  Worth;  Ray  Herndon,  KTRH  Houston; 
Jack  Keasler,  WOAI  San  Antonio.  Meeting  was  held 
in  San  Antonio  Sept.  8. 


Sept.  11].  Mr. 
Woodall,  a  mem- 
ber of  the  NAB 
board's  BAB 
committee,  ap- 
peared at  the 
meeting  to  de- 
scribe plans  for 
a  greatly  en- 

([[[^^   J  ^1         "Our  present 
BAB  has  $169,000 
Mr.  Woodall       compared  to  the 
newspaper's  Bu- 
reau   of  Adver- 
tising with  a  budget  over  a  million 
dollars,"  Mr.  Woodall  said.  "The 
newspaper  bureau  empoys  no  less 
than  100  people.    It  has  the  sup- 


port of  more  than  twice  the  num- 
ber of  newspapers  that  belong  to 
American  Newspaper  Publishers' 
Assn. — the  equivalent  of  our  NAB. 

"I  can't  tell  you  what  all  these 
people  do,  but  I  can  tell  you  that 
the  ink  had  scarcely  dried  on  a 
success  story  about  the  sale  of  dia- 
monds in  a  Macy  store  in  Columbus 
by  radio  before  a  man  from  the 
Bureau  of  Advertising  had  the 
manager  of  the  store  in  the  corner, 
trying  to  badger  him  into  denying 
the  story.  He  didn't  succeed — but 
he  tried. 

"Radio  is  the  No.  1  medium — the 
medium  that  can  reach  more  people 
and  sell  more  merchandising  per 


Woodall  Urges  Dist.  13 


dollar.  Why  doesn't  Sears  Roebuck 
use  radio,  other  than  occasional 
spots?  What  comes  from  Chicago 
every  month — a  big  box  of  layouts, 
mats  and  copy  for  newspaper  ads 
for  the  advertising  manager  to  cut 
paper  dolls  from.  Not  a  transcrip- 
tion in  a  carload — not  even  sug- 
gested continuity. 

Sell  Best  Stores  First 
"How  about  Montgomery  Ward, 
J.  C.  Penny.  Why  does  Mr.  Penny, 
whom  I  understand  owns  Fore- 
most Dairies,  use  radio  to  sell  his 
milk  but  decides  it's  no  good  to  sell 
merchandise  from  his  stores? 
What  about  Chevrolet,  A&P,  Pack- 
ard, railroads,  power  companies, 
AT&T?  If  Sears  could  be  cracked, 
Montgomery  Ward  would  follow. 
Get  the  big  boys — the  little  fellows 
will  jump  on  the  bandwagon.  All 
of  us  know  the  best  way  to  sell  the 
second  best  department  store  in 
any  town  is  to  sell  the  first." 


LONE  STAR  group  at  NAB  District  13  meeting  (I  to  r): 
Jack  Volenti,  Humboldt  Oil;  Charles  Jordan,  KFJZ  Fort 
Worth;  NAB  President  Justin  Miller;  William  Michaels, 
KABC  San  Antonio;  Ward  Wilcox,  Thomas  F.  Conroy 


Agency;  Charles  Lutz,  KTSA  San  Antonio;  Charles  Godwin, 
MBS;  George  Cranston,  WBAP  Fort  Worth;  Gene  Cagle, 
KFJZ;  Robert  Burton,  BMI.     Judge  Miller  reported  to 
the  group  on  defense  activities. 


ESSAY  CONTEST 

AFA  Names  Judges 

COMMITTEE  of  judges  who  will 
appraise  the  entries  in  the  fifth 
annual  National  High  School  Essay 
Contest  sponsored  by  the  Advertis- 
ing Federation  of  America,  was  an- 
nounced last  week  by  Elon  G. 
Borton,  AFA  president. 

J.  F.  Oberwinder,  president  of 
D'Arcy  Advertising  Co.,  St.  Louis, 
is  chairman.  Other  committee 
members  are:  Ken  R.  Dyke,  xice 
president,  Young  &  Rubicam;  Dr. 
Charles  M.  Edwards  Jr.,  dean  of 
the  school  of  retailing.  New  York 
U.;  Frank  Stanton,  president,  CBS, 
and  Mrs.  Helen  Valentine,  editor- 
in-chief.  Charm.  Grand  prize  in 
this  year's  contest,  the  subject  of 
which  is,  "What  Advertising 
Means  to  Me,"  is  $500  plus  an  all- 
expense  trip  to  the  federation's 
annual  convention  in  St.  Louis, 
June  10-13,  1951. 


BROADCASTING    •  Telecasting 
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tkc.  doited  line 


WESTINGHOUSE  Electric  Supply  Corp.'s  sponsorship  of  broadcasts  of  the  11- 
game  U.  of  Tennessee  grid  schedule  on  WMPS  Memphis  is  celebrated  by  (I  to 
r)  Charles  DeVois,  WMPS  soles;  Craig  Hull,  Westinghouse  sales;  Gen.  Robert 
R.  Neyland,  athletic  dir.,  Tenn.  U.;  Bill  Rudner  and  Bob  Stevens,  WMPS  sales. 


WILLIAM  J.  GRACE  (seated),  sales 
mgr.,  Danahy-Faxon  Stores  Inc.  (Nu- 
Way  Markets),  hands  contract  to 
Richard  Danahy,  Frederic  W.  Ziv  Co. 
sales,  for  52-week  sponsorship  of 
Ziv's  Meet  the  Menjous  in  Buffalo, 
as  Everett  L.  Thompson,  radio-TV 
dir.,  Baldwin,  Bowers  &  Strachan 
Inc.,  agency,  looks  on. 


DURING  transcription  of  commen- 
taries for  his  new  recorded  series  on 
WQXR  New  York,  Sir  Thomas  Beech- 
am  (center),  conductor,  discusses  the 
program  with  Oliver  W.  Nicol  (I),  v. 
p..  Towers  of  London  Ltd.,  and  El- 
liott M.  Sanger,  executive  v.  p., 
WQXR-AM-FM.  Hovis  Bread  Ltd., 
England,  is  sponsor. 


PHILCO  Distributors,  Chicago,  pur- 
chase of  Edward  R.  Murrow  and  the 
News  on  WBBM  Chicago,  set  to  start 
Sept.  4  (Mon.-Fri.,  6:45-7  p.m.),  is 
negotiated  by  (I  to  r)  Ralph  Goshen, 
WBBM  salesman;  Ward  M.  Caldwell, 
gen.  mgr.,  Chicago  div.,  Phiico  Dis- 
tributors, and  John  M.  Akerman, 
WBBM  asst.  general  manager 


GUY  KIBBEE  (r),  set  to  star  on  Mu- 
tual's  Sportsmen's  Club  of  the  Air, 
starting  Sept.  7  under  sponsorship  of 
the  Pal  Razor  Blade  Co.,  gives  a 
pointer  on  his  favorite  sport — fishing 
— to  (I  to  r)  0.  E.  Kraus,  partner.  Pal 
Co.;  Frank  White,  MBS  president,  and 
Ray  Nelson,  producer. 


SETTING  contract  to  air  all  1950  Marshall  College  football  games  on  WSAZ 
Huntington,  W.  Va.,  are  (I  to  r):  seated,  R.  K.  Van  Zandt,  Van  Zandt  Supply 
Co.,  RCA  distributor,  and  Nester  Logan,  S.  S.  Logan  &  Son,  wholesale  meats, 
co-sponsors;  standing,  Tom  Garten,  WSAZ  sales;  Marshall  Rosene,  gen.  mgr., 
WSAZ  Inc.;  Luther  Poling,  Marshall  athletic  dir.;  Jack  Bradley,  WSAZ  sports 
dir.;  Pete  Pederson,  Marshall  head  football  coach;  Emil  Gugenheim,  WSAZ. 


CBS  MEET 


Owned  and  Represented  Outlets 
To  Convene  Sept.  18-21 

ANNUAL  four-day  meeting  of  Columbia-owned  stations,  and  stations 
represented  by  CBS  Radio  Sales,  will  take  place  in  the  Carlton  Suite, 
Ritz-Carlton  Hotel,  New  York,  Sept.  18-21. 

Purpose  of  meetings  is  to  discuss  mutual  problems  and  future  plans 


for  CBS  stations  and  affiliates. 
This  year  for  the  first  time,  both 
AM  and  TV  matters  will  be  dis- 
cussed, witji  spotlight  on  CBS  color 
TV  system  demonstration  on  Tues- 
day. 

CBS  top  executives  attending 
the  meetings  will  be: 

Frank  Stanton,  president;  Joseph 
H.  Ream,  executive  vice  president; 
Adrian  Murphy,  vice  president  and 
general  executive;  Peter  C.  Goldmark, 
vice  president  in  charge  of  engineer- 
ing research  and  development;  Hub- 
bell  Robinson  Jr.,  vice  president  in 
charge  of  network  programs;  J.  Kelly 
Smith,  vice  president  in  charge  of 
station  administration;  J.  L.  Van 
Volkenburg,  vice  president  in  charge 
of  network  sales;  Louis  Hausman, 
vice  president  in  charge  of  sales  pro- 
motion and  advertising;  Carl  Burk- 
land,  general  sales  manager,  Radio 
Sales;  Edward  Degray,  executive  as- 
sistant to  J.  Kelly  Smith;  Oscar  Katz, 
director  of  research;  Edward  Shurick, 
AM  market  research  counsel;  Arthur 
Duram,  TV  market  research  counsel; 
Edward  Wood,  general  manager  of  the 
Housewive  Protective  League  Program 
Services  Inc. 

Station  Personnel 

Columbia-owned  stations  per- 
sonnel attending  the  sessions  in- 
cludes : 

John  Ackerman,  assistant  general 
manager,  WBBM  Chicago;  E.  H. 
Shomo,  general  manager,  KMOX  St. 
Louis;  Merle  Jones,  general  manager, 
KNX  Los  Angeles,  and  Columbia  Pa- 
cific Network;  Harold  E.  Fellows, 
manager  of  New  England  operations; 
Wilbur  Edwards,  assistant  general 
manager,  WEEI  Boston;  G.  Richard 
Swift,  general  manager,  WCBS-AM- 
TV  New  York;  Arthur  Hull  Hayes, 
vice  president  in  charge  of  San  Fran- 
cisco office  and  KCBS;  Eugene 
Wilkey,  general  manager  and,  Carl 
S.  Ward,  assistant  general  manager, 
WCCO  Minneapolis-St.  Paul;  Edwin 
Buckalew,  general  sales  manager, 
KNX  and  Columbia  Pacific  Network; 
Don  Miller,  sales  manager,  WCBS 
New  York. 

CBS  Radio  Sales  personnel  at- 
tending will  be: 

Fred  Mahlstedt,  general  service 
manager;  Gordon  Hayes,  Western 
Radio  Sales  manager;  Sam  Digges, 
Chicago  TV  sales  manager;  H.  H. 
Holtshouser,  Southern  Radio  Sales 
manager;  William  Shaw,  Eastern 
sales  manager-AM;  George  Dunham, 
Eastern  sales  manager-TV;  Ralph 
Patt,  sales  manager,  Detroit  office; 
Herbert  Carlborg,  manager  of  Radio 
Sales  development,  AM  and  TV. 

Radio  Sales  affiliates  personnel 
attending  will  be: 

Richard  Evans,  general  manager 
and  Frank  McLatchy,  sales  manager, 
KSL-AM-TV  Salt  Lake  City;  Thad 
Holt,  president,  C.  P.  Persons,  sales 
manager,  and  Lionel  Baxter,  program 
manager,  WAPI  and  WAFM-TV  Bir- 
mingham; Joseph  Bryan,  president, 
Charles  Crutchfield,  vice  president 
and  general  manager,  and  Keith 
Byerly,  general  sales  manager,  WBT 
and  WBTV  (TV)  Charlotte,  N.  C; 
Donald  W.  Thornburgh,  president, 
John  de  Russy,  director  of  sales,  and 
Robert  McGredy,   assistant  director 


of  sales,  WCAU-AM-TV  Philadelphia; 
Barron  Howard,  business  manager, 
and  James  Clark,  sales  manager, 
WRVA  Richmond,  Va.;  John  Hayes, 
general  manager,  and  George  Hart- 
ford, sales  manager,  WTOP-AM-TV 
Washington. 


NJBA  INSTITUTE 

Mitchell  Speech  Scheduled 

MAURICE  B.  MITCHELL,  man- 
ager of  new  sales  development  for 
NBC,  will  speak  at  the  third  an- 
nual radio  institute,  sponsored 
jointly  by  the  New  Jersey  Broad- 
casters Assn.  and  Rutgers  U.  at 
Asbury  Park,  Sept.  28-29. 

In  addition  to  Mr.  Mitchell's 
talk,  the  institute  program  wiU  in- 
clude clinics  on  radio  sales,  news 
and  programming  and  a  discussion 
of  the  role  of  New  Jersey  com- 
mercial radio  stations  in  the  state's 
civil  defense  plan. 

Carl  Mark,  president  of  NJBA, 
announced  members  will  hear  a 
report  on  progress  in  linking  their 
stations  to  the  state's  civil  defense 
pi-ogram.  James  Howe,  general 
manager  of  WCTC  New  Bruns- 
wick and  NJBA  civil  defense 
coordinator,  will  report  on  an  FM 
relay  system  geared  to  blanket  the 
state  in  an  emergency.  In  addi- 
tion. Dr.  Elmer  C.  Easton,  dean  of 
Rutgers  college  of  engineering, 
will  speak  on  "Engineering  Re- 
search at  Rutgers."  New  officers 
also  will  be  elected  during  the  two- 
day  meeting. 

DRUG  SALES  PLAN 

Transit  Backs  Campaign 

A  UNIQUE  advertising  and  mer- 
chandising plan,  with  Washington 
Transit  Radio  (WWDC-FM)  and 
the  Washington  drug  trade  par- 
ticipating, will  be  launched  in  the 
capital  next  month. 

Beginning  Oct.  16,  Washington 
Transit  Radio  will  establish  two 
half-hour,  periods  daily,  Monday 
through  Friday,  to  be  known  as 
Your  Dnig  Store  Hour.  Partici- 
pating in  the  program  are  the  Dis- 
trict of  Columbia  Pharmaceutical 
Assn.,  Washington  Transit  Radio 
and  three  drug  wholesalers — The 
Henry  B.  Gilpin  Co.,  The  District 
Wholesale  Drug  Co.  and  the  Wash- 
ington Drug  Exchange. 

During  these  time  periods,  ad- 
vertisers of  drug  products  or  items 
sold  in  drug  stores  are  offered 
participations  and  each  advertiser 
has  an  exclusive  franchise  for  the 
duration  of  his  contract,  it  was  ex- 
plained. In  addition,  the  associa- 
tion announced,  store  members 
have  submitted  written  agreements 
to  the  effect  that  they  will  set  up 
permanent  island  displays  of  all 
Transit  Radio  advertised  products. 
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(FEATURING  MARTHA  BOHLSEN) 


with  the  Hard-selling  4-way 

wow  FEATURE  FOODS 

Mer€handi5ing  Plan 


Now  is  available  to  advertisers  of  acceptable 
non-competing  Products  sold 
in  Foods  stores 

Minimum  Contract  two  participations 
per  week  for  13  weeks. 

Rate  per  participation  —  $46.75 
(with  5%  off  for  4  or  5,  and  10%  off 
for  6  participations,  per  week) . 

DON'T DELA  Y...Get  Full  Information  NOW 


RADIO 


wow 


SALES 


Insurance  BIdg.,  Omaha,  Telephone  WEbster  3400 

FRANK  P.  FOGARTY,  General  Manager 
LYLE  DeMOSS,  Ass't.  General  Manager. 
Any  John  Blair  Office 
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NIELSEN  BLAST 


Charges  Hooper,  Pulse 
'Incompatible' 


BLASTING  basic  techniques  used  by  two  other  radio  survey  organiza- 
tions— Hooper  and  Pulse — A.  C.  Nielsen,  president  of  the  Chicago  market 
research  firm  of  the  same  name,  last  week  asserted  again  an  inherent 
incompatibility  between  the  two  systems.  He  also  deplored  the  fact  that 


many  radio  executives  fail  to  see 
"the  vast  diiference  between  these 
two  yardsticks." 

Prompted  to  comment  on  the 
services  after  the  trade  contro- 
versy on  radio  ratings  which  was 
initiated  by  KJBS  San  Francisco, 
Mr.  Nielsen  released  a  lengthy  let- 
ter to  radio  and  television  publish- 
ers in  which  he  outlined  fallacies 
in  the  proposal  for  a  comparison 
of  the  two  ratings  in  the  area  cov- 
ered by  KJBS. 

In  addition  to  pointing  up  what 
he  believes  to  be  marked  differ- 
ences in  the  systems  which  make 
them  "impossible"  to  compare,  Mr. 
Nielsen  added  that  neither  of  the 
techniques  "can  measure  the  audi- 
ence reached  by  a  station."  Con- 
ceding that  many  industry  persons 
recognize  the  difference  "arising 
from  the  reliance  which  Pulse 
places  on  the  memory  of  one  per- 
son in  each  family  who  is  inter- 
viewed," Mr.  Nielsen  believes  many 
"underestimate  or  neglect  entirely 
certain  vital  factors." 

Cites  Phone  Limitations 

Primary  among  these  are  "the 
limitation  of  Hooper  to  homes  hav- 
ing telephones"  and  the  fact  that 
there  will  "never  be  any  reasonable 
agreement  between  Hooper  and 
Pulse  figures  as  long  as  Hooper 
measures  the  'average'  or  'coinci- 
dental' audience  while  Pulse  meas- 
ures the  'total'  audience."  Mr. 
Nielsen  explained  the  "average" 
measurement  of  Hooper  "is  the 
only  type  possible  with  the  coinci- 
dental system,  and  that  employed 
by  Pulse  is  the  only  type  possible 
with  the  roster  recall  system." 

Nielsen's  research  with  the  Audi- 
meter  over  the  past  10  years  "has 
demonstrated  clearly"  that  tele- 
phone and  non-telephone  homes  are 
"radically  different"  in  working, 
living  and  listening  habits  and  in 
program  preferences,  he  said.  "Dif- 
ferences are  so  great  that  even  in 
cities  where  telephone  ownership  is 
rather  high,  errors  for  many  pro- 
grams are  quite  substantial." 

Explaining  that  Hooper  measures 
the  audience  at  the  average  minute 
during  a  show  while  Pulse  meas- 
ures number  of  homes  that  heard 
any  portion  or  all  of  a  program, 
Mr.  Nielsen  said  "total  audience 
will  generally  be  25  to  75%  higher 
than  average  audience,  with  the 
difference  often  exceeding  100  9'c." 

"Therefore,  Pulse  starts  with  a 
theoretical  level  25  to  75%  higher 
than  Hooper,"  Mr.  Nielsen  said. 
The  "pluses"  are  somewhat  offset 
by  the  loss-of-memory  factor  and 
the  fact  that  Pulse  interviewees 
may  not  know  of  all  the  listening 
done  by  other  members  of  the  fam- 
ily, he  said.  Because  these  two 
offsetting  elements  create  errors 
that  often  vary  widely  from  show 
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to  show,  "it  is  a  mere  coincidence 
when  one  of  these  errors  balances 
the  other  and  results  in  substan- 
tially equal  ratings  for  the  two 
systems." 

Scope  of  Coverage 

Mr.  Nielsen  claims  neither  sys- 
tem can  measure  station  audiences 
to  begin  with  "because  they  can't 
reach  the  entire  area  served  by  the 
typical  station."  To  point  up  the 
fact  that  much  listening  takes 
place  outside  the  metropolitan  and 
suburban  area,  he  noted  the-  case 
of  one  station  in  San  Francisco 
where  only  26%  of  the  daytime 
and  37%  of  the  nighttime  audience 
live  within  a  50-mile  radius. 
Therefore,  "it  is  utterly  impossible 
to  get  a  sound  comparison  between 
stations  from  any  measurement 
which  is  limited  to  the  principal 
city  and  its  suburbs." 

The  president  of  the  market  re- 
search firm  added  that  the  situa- 
tion is  complicated  further  because 
"as  you  move  further  away  from 
the  central  city,  stations  in  that 
city  encounter  more  and  more  com- 
petition from  stations  in  other 
cities,  thereby  getting  lower  per- 
centages of  total  listening." 

Mr.  Nielsen  expressed  surprise 
at  the  "very  few  stations  which  ap- 
preciate the  extent  to  which  they 
are  short-changing  themselves  by 
confining  measurements  to  the 
home  city  and  suburbs." 

"How  they  can  afford  to  do  this 
is  a  mystery  to  me,  because  one  of 
the  great  advantages  of  radio  over 
television  lies  in  the  former's  abil- 
ity to  reach  out  over  a  greater  area. 
Instead  of  taking  advantage  of  this 
quality  of  radio,  most  stations  allow 


-Qu^uAi  Sox.  Scote 

STATUS  of  broadcast  station  authorizations  and  applications  at 
FCC  as  of  August  31  follows: 


Construction  permits   

Conditional  grants   

Total  applications  pending   

Requests  for  new  stations   

Requests  to  change  existing  facilities  . . 
Deletion  of  licensed  stations  in  August 

Deletion  of  construction  permits   

Deletion  of  conditional  grants   


AM 

FM 

TV 

2,315 

715 

109 

2,159 

680 

105 

2,145 

503 

52 

170 

211 
1 

57 

1,000 

137 

407 

281 

16 

354 

246 

35 

19 

1 

2. 

2 

7 
1 

"their  audiences  to  be  measured  in 
the  central  city  and  telephone  home 
areas  where  TV  has  made  the 
greatest  inroads  on  radio. 

"The  sooner  they  wake  up,  the 
better  it  will  be  for  them,  the  radio 
industry  and  the  advertisers  and 
agencies  who  want  the  truth  about 
audiences,"  Mr.  Nielsen  charged. 

For  these  reasons,  he  concluded 
that  any  test  of  audience  measure- 
ment service  which  "is  confined  to 
the  central  city  and  subui'bs  is 
licked  before  it  starts." 


John  Ravenel 

FUNERAL  services  were  to  have 
been  conducted  Saturday  for  John 
Ravenel,  37,  writer  and  producer 
at  McCann-Erickson,  Chicago.  Mr. 
Ravenel  died  Thursday  morning- 
after  a  one-week  illness  with  intes- 
tinal flu.  In  1947  he  came  to  Mc- 
Cann-Erickson as  a  writer  for 
Standard  Oil  of  Indiana,  Bell  & 
Howell  and  International  Harvest- 
er. Early  this  year  he  took  over 
some  production  duties  on  the 
Wayne  King  TV  show  before  tak- 
ing a  three-month  leave  because  of 
illness.  His  wife  and  two  children 
survive. 


AFTER  closing  a  52-week  contracf'  for  Margo  Wines'  sponsorship  of  the 
Radio  Newsreel  on  WWSW  Pittsburgh,  congratulations  ore  exchanged  among 
(I  to  r):  Ben  W.  Muros,  WWSW  president;  Max  Keyser,  Pittsburgh  area  rep- 
resentative of  Margo  Wines,  and  0.  M.  (Pete)  Schloss,  president  and  general 

manager,  WWSW. 


ZENITH  SALES  UP 

McDonald  Cites  Korean  War 

ZENITH  Radio  Corp.,  Chicago,  re- 
ported its  "usual  seasonal  pickup" 
after  Aug.  1  in  radio  and  TV  prod- 
ucts was  intensified  this  year  "by 
the  psychological  effect  of  the 
Korean  war"  and  consumer  in- 
terest in  new  company  develop- 
ments. This  was  revealecl  last 
week  by  President  Eugene  F.  Mc- 
Donald Jr.,  as  he  recorded  esti- 
mated net  consolidated  profits  for 
Zenith  and  its  subsidiaries  during 
the  three  months  ending  July  31 
at  $766,954.  This  is  after  $550,- 
936  income  tax,  depreciation,  ex- 
cise taxes  and  "reserve  for  con- 
tingencies," he  explained. 

Company  plants  "are  operating 
as  close  to  capacity  as  permitted 
by  the  critical  situation  on  some 
scarce  parts  and  components,"  and 
Zenith,  which  is  allocating  radio 
and  TV  set  production,  is  schedul- 
ing operation  in  all  plants  "at  full 
capacity  for  the  next  several 
months,"  Comdr.  McDonald  said. 

Consolidated  sales  for  the  three- 
month  period  were  $17,739,857, 
contrasted  with  $12,603,524  for  the 
same  quarter  last  year. 


OVERSEAS  NEWS 

Recording  Blocks  Erased 

PRESIDENT  Truman's  signature 
on  two  bills  recently  passed  by  Con- 
gress this  session  wiped  away 
blockages  which  have  existed  at' 
customs  for  incoming  overseas, 
news  recordings  for  both  radio 
and  television  use  [Broadcasting, 
Aug.  28].  j 
The  amendments  to  the  1930' 
Tariff  Act  simplify  customs  collec- 
tions on  sound  recordings  tabbed' 
for  radio,  television  and/or  news 
broadcasts,  while  exempting  the 
latter  from  the  customs  duty.  Ef-; 
feet  of  the  new  laws  will  be  to 
speed  up  incoming  news  tape  and 
disc  recordings  from  radio  cor- 
respondents abroad,  particularly 
applicable  now  because  of  the  in- 
creasing importance  of  foreign 
news. 


WOSC  Fulton,  N.  Y.,  Sept.  8  covered 
N.  Y.  State  junior  baseball  finals  at 
Ebbetts  Field,  Brooklyn,  between  Ful 
ton  Kiwanis  team  and  Metropolitan 
New  York  winiiers. 
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KFJI's  new  Collins  212A 
speech  input  console 


New  Collins  21B  L  5  10  kw  AM  transmitter 
installation  at  KFJI,  Klamath  Falls,  Oregon 


28  years'  experience  dictates  Collins 


There  is  a  world  of  significance  in  this  letter, 
recently  received  from  Mr.  Jack  Keating,  Business 
Manager  of  KFJI,  Klamath  Falls,  Oregon: 

"Both  Mr.  W.  D.  Miller,  owner  of  KFJI,  and  my- 
self have  been  pleased  with  the  operation  of  the 
new  21B/L/10  kw  transmitter  which  has  been  in 
operation  in  our  new  Skyline  Studios  since  April 
29  of  this  year.  Our  engineer,  Wm.  P.  Grimes  is 
most  enthusiastic  with  the  ease  of  operation  and 
the  really  surprising  coverage  we  now  have. 

"All  thruout  Central,  Southern  and  Eastern  Ore- 
gon and  in  Northern  California  our  signal  is  excel- 
lent. Much  of  this  area  never  had  satisfactory 
radio  reception  at  any  time.  We  are  receiving  'fan' 


letters  that  have  all  the  spontaneity  of  the  early 
days  of  radio. 

"KFJI  is  one  of  the  oldest  stations  in  the  country, 
having  been  granted  its  license  in  1922.  It  was 
located  in  Astoria,  Oregon,  at  that  time  and  was 
not  moved  to  Klamath  Falls  until  1931. 

"Mr.  Miller  and  I  gave  careful  consideration  to 
the  leading  transmitters  on  the  market  and,  along 
with  Mr.  Grimes,  were  unanimous  in  choosing  the 
Collins  equipment.  Its  excellent  engineering,  the 
ease  of  access  for  servicing  and  its  fine  appearance 
combined  to  make  the  transmitter  we  felt  was  best 
for  us." 

Get  in  touch  with  your  nearest  Collins  office 
regarding  your  equipment  needs. 


r 


FOR    BROADCAST    QUALITY/  IT'S... 


COLLINS  RADIO  COMPANY,  Cedar  Rapids,  Iowa 


1 1  W.  42nd  St. 
NEW  YORK  18 


2700  W.  Olive  Ave. 
BURBANK 


1330  N.  Industrial  Blvd. 
DALLAS  2 


Dogwood  Road,  Fountain  City 
KNOXVILLE 


417  Rosalyn  Ave. 
DAYTONA  BEACH 
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OUTLINE  of  a  Chicago  Ford  Dealers' 
news  show  is  given  by  WBBM  Chi- 
cago Newsman  John  Harrington  (3d 
I),  to  (I  to  r)  Ralph  Brent,  WBBM 
sales  manager;  Ralph  Hirschberg,  Chi- 
cago Ford  dealer  and  chairman  of 
the  local  Ford  Dealers'  Advertising 
Fund,  and  C.  S.  Potter,  account  ex- 
ecutive, J.  Walter  Thompson. 


ON  the  occasion  of  the  2,500th 
broadcast  of  Lawfence's  World  News 
on  WSAZ  Huntington,  W.  Va.,  Mar- 
shall Rosene  (r),  general  manager  of 
WSAZ  Inc.,  congratulates  Sam  S. 
Lawrence,  owner  of  Lawrence's  Drug 
Store  and  sponsor  of  the  show.  The 
news  program  is  presented  t^^i 
daily,  12:55-1  p.m.  '^^T 


CALLED  to  active  duty  with  his  Ma- 
rine Reserve  unit,  George  Winters 
(r),  announcer  and  newscaster  at 
WCKY  Cincinnati,  is  presented  a 
farewell  gift  check  by  Charles  H. 
Topmiller,  manager  of  the  L.  B.  Wil- 
son station.  Mr.  Winters  holds  the 
rank  of  field  music  corporal  and  saw 
Marine  service  during  the  last  war. 


IT  seems  to  be  case  of  deep  affection 
between  Borden's  "Elsie  the  Cow" 
and  Leonard  E.  Nasman,  commercial 
manager  of  WFMJ  Youngstown, 
Ohio,  as  Borden  closed  an  arrange- 
ment to  sponsor  three  quarter-hours 
of  Tello-Test  per  week  (Mon.-Wed.- 
Fri.,    1:30-1:45   p.m.)   on  a 

39-week  contract.  ^^^^ 


THE  news  that  goes  into  Tomorrow's 
News  Tonight,  sponsored  on  WBAL 
Baltimore  by  Bond  Clothing  Store,  is 
discussed  by  Nat  Gilbert  <r).  Bond 
store  manager,  and  Joseph  Croghon, 
WBAL  newscaster  and  sports  expert 
who  has  been  signed  for  the  thrice- 
weekly  series  (11-11:10  p.m.). 


WINNER  of  the  "Mrs.  Connecticut' 
contest  sponsored  by  WLIZ  Bridge- 
port, Conn.,  and  Tri-County  Willys 
Agency,  Mrs.  Frances  G.  Buonanno 
is  congratulated  by  Mayor  Jasper 
McLevy.  Smiling  approval  are  Philip 
Merryman  (I),  pres.,  WLIZ,  and 
Allan    Kaufman,    pres.,  Tri- 

County  Willys  Agency.  ^^^^ 


VOICE  FUNDS 


Quick  Approval  of  Budget 
Is  Indicated 


THE  CONGRESSIONAL  indicator  last  week  pointed  to  speedy  approval 
of  funds  to  pay  for  an  expanded  Voice  of  America. 

The  Senate  Appropriations  Committee  voted  the  full  amount  for  the 
State  Dept.'s  radio  arm  as  spelled  out  in  the  supplementary  appropria- 
tions bill  for  fiscal  1950-51.  The 
Senate  passed  the  measure  late 
Thursday  and  sent  it  to  joint  con- 
ference. 

Enaction  of  the  funds  bill  would 
allot  $48,890,000  for  the  U.  S.'s 
stepped  up  international  radio  of- 
fensive. Combined  with  regular 
expenditures  of  Voice,  the  total 
outlay  would  near  $60  million,  a 
record  appropriation  [Broadcast- 
ing, Sept.  4]. 

At  the  same  time,  the  Senate 
restored  a  previous  cut  made  by 
the  House  of  those  portions  of  the 
State  Dept.'s  international  infor- 
mation program  involving  libra- 
ries, motion  picture  film  and  the 
interchange  of  students. 

The  additional  funds  for  Voice 
earmarlt  $7,602,000  for  radio  broad- 
casting and  $41,288,000  for  con- 
struction of  six  high  power  radio 
stations.  Overall  figure,  close  to 
that  recommended  by  President 
Truman,  is  an  estimated  $97,212,- 
000  for  the  State  Dept.'s  propa- 
ganda effort. 

Action  by  the  upper  chamber 
was  received  in  official  Washing- 
ton as  evidence  that  the  Voice  now 
is  considered  an  essential  weapon 
in  the  war  of  ideas.  Neither  the 
House  nor  the  Senate  unit  altered 
any  item  specifically  designated 
for  the  Voice  of  America  pro- 
gram. 

Awareness  of  Voice 

As  seen  in  the  testimony  de- 
livered before  the  Senate  group  in 
hearings  held  late  this  summer 
and  ending  the  first  week  of  Sep- 
tember, lawmakers  are  becoming 
increasingly  aware  of  the  Voice 
program. 

The  testimony  released  last 
week  revealed  that  Secretary  of 
State  Dean  Acheson  had  under- 
scored the  lag  in  our  Voice  pro- 
gram as  compared  with  radio 
broadcasting  eff'orts  of  the  Rus- 
sians. 

Secretary  Acheson  said:  "Many 
commercial  products  in  this  country 
have  had  more  funds  available  for 
advertising  than  we  have  applied 
to  this  vital  function  of  getting  an 
accurate  picture  of  America  to  the 
people  of  the  world." 

Highlights  of  Secretary  Ache- 
son's  testimony  included  these 
revelations : 

O  Voice  has  been  a  "vital  part" 
in  America's  expanded  effort  to 
assure  psychological  victory  in  the 
Korean  issue.  Words  spoken  at 
the  UN  Security  Council  meeting 
in  New  York  by  the  American  rep- 
resentative, Warren  Austin,  are 
carried  by  38  shortwave  transmit- 
ters to  a  potential  audience  of  300 
million  listeners  all  over  the  world. 
Broadcasts  are  in  24  languages 
including  Russian  and  Korean. 

9  Seventy  Voice  transmitters 
are  pitched  against  more  than  250 
transmitters  being  used  by  Russia 
to  jam  the  broadcasts.  Another 
50  Russian  transmitters  are  em- 


ployed to  carry  Soviet  propaganda. 
Compared  to  200  program  hours  a 
week  r-arried  by  the  U.  S.,  the 
Russians  are  beaming  more  than 
500. 

%  New  funds  for  Voice  will 
permit  it  to  "blast  the  truth 
through  the  barriers  which  have 
been  thrown  up  against  it."  With 
additional  monies  for  broadcasting. 
Voice  will  be  able  to  balance  the 
programming  scales  now  tipped 
heavily  in  favor  of  the  Soviets. 

Questioned  by  Senators  on  a  re- 
ported lack  of  adequate  radio  re- 
ceivers in  Russia  and  other  iron 
curtain  countries.  Assistant  State 
Secretary  for  Public  AflFairs  Ed- 
ward Barrett  declared  that  there 
are  some  4-5  million  sets  in  Russia 
today  capable  of  receiving  Voice 
broadcasts.  These  figures,  he  said, 
were  estimates  from  British  ex- 
perts, BBC  and  others. 

Russian  Reception 

Secretary  Barrett  added  that 
U.  S.  estimates,  based  on  intel- 
ligence, embassy  reports,  and  the 
Russians'  own  commercial  figures, 
show  3.5  million  sets  out  of  4  mil- 
lion can  receive  Voice  messages. 

He  pointed  out  that  radio  is  the 
only  medium  left  for  the  State 
Dept.  to  carry  forward  its  infor- 
mation program  in  "critical  areas" 
and  in  iron  curtain  countries. 

Sen.  Kenneth  S.  Wherry  (R- 
Neb.)  brought  up  the  question  as 
to  what  material  actually  does  get 
behind  the  iron  curtain,  asking 
for  samples  of  radio  scripts  used 
at  the  outbreak  of  hostilities  in 
Korea.  Secretary  Barrett  promised 
to  supply  samples  and  under  fur- 
ther questioning  assured  the  com- 
mittee that  the  State  Dept.  has  a 
monitoring  system  and  other  "safe- 
guards" for  all  material  broad- 
cast. 

Also  revealed  by  Secretary  Bar- 
rett at  the  committee's  hearings 
was  the  availability  of  a  building  in 
New  York  which  would  house  all 
Voice  offices  in  that  city  at  a  cost 
of  $3  million  instead  of  the  S7  mil- 
lion total  previously  estimated. 

On  the  Senate  floor  Wednesday, 
Sen.  William  Benton  (D-Conn.) 
produced  letters  to  show  that  many 
Voice  broadcasts  in  the  Russian 
language  are  aimed  at  the  sophisti- 
cated, intellectual  and  ruling  groups 
in  the  Soviet  Union. 


Nussbaum  Hospitalized 

COL.  HOWARD  NUSSBAUM, 
consultant  to  National  Security 
Resources  Board  Chairman  W. 
Stuart  Symington,  enters  Walter 
Reed  Hospital,  Washington,  today 
(Monday)  for  further  surgery  and 
checkup.  He  had  been  hospital- 
ized following  a  leg  injury  sus- 
tained in  a  military  plane  accident 
in  January  1949  and  left  the  hos- 
pital several  niionths  ago  to  join 
NSRB. 
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WKMH  'Quad-header' 

BY  broadcasting  four  base- 
ball games  in  one  day  a  fort- 
night ago,  WKMH  Dearborn, 
Mich.,  claims  a  record.  In 
the  afternoon,  Frank  Sims 
reconstructed  the  Cleveland 
and  New  York  doubleheader. 
This  was  followed  by  the 
doubleheader  at  night  be- 
tween Detroit  and  Washing- 
ton. Because  of  hot  conten- 
tion for  the  American  League 
pennant,  WKMH  reported 
the  broadcasts  have  attracted 
wide  attention  in  the  Detroit 


WJMR  CHANGE 

FCC  Gives  Initial  Approval 

WJMR  New  Orleans,  250  w  day- 
time outlet  on  990  kc,  would  be 
granted  change  in  facilities  to 
250  w  fulltime  on  1450  kc  accord- 
ing to  recommendation  of  an  initial 
decision  reported  by  FCC  last  Mon- 
day. Competitive  new-station  bids 
of  Royal  Broadcasting  Corp.,  New 
Orleans,  and  Gretna  and  Lower 
Coast  Radio  and  Broadcasting  Co., 
Gretna,  La.,  would  be  denied. 

Hearing  Examiner  Jack  P. 
Blume  preferred  granting  WJMR's 
application  since  it  was  an  existing 
station  seeking  to  improve  its  facili- 
ties and  service  to  the  community. 
Slight  daytime  interference  would 
be  caused  to  WBSR  Pensacola, 
Fla.,  the  record  found. 

The  examiner  found  Gretna  and 
Lower  Coast  Radio  and  Broadcast- 
ing Co.  not  qualified  to  be  a  broad- 
cast licensee  because  of  the  "gen- 
erally careless,  inept  and  unbusi- 
nesslike fashion  in  which  the  af- 
fairs of  this  corporation  have  been 
conducted  since  its  inception."  Vio- 
lation of  certain  state  corporation 
laws  was  cited  by  the  decision  as 
well  as  the  manner  in  which  Gretna 
presented  its  case  to  the  Commis- 
sion. 

Royal  Broadcasting  is  owned 
equally  by  Hugh  M.  Wilkinson,  Sr., 
local  attorney  and  counsel  for 
WNOE  there,  chairman  of  the 
board;  his  sons,  Hugh  M.  Jr.  and 
James  III,  attorneys,  president  and 
secretary  respectively;  Rep.  F.  Ed- 
ward Hebert  (D-La.),  vice  presi- 
dent; Brig.  Gen.  Raymond  F.  Hufft, 
Adjutant  General  of  State  of  Louis- 
iana and  former  vice  president  and 
general  manager  of  WNOE,  treas- 
urer. 

Gretna  and  Lower  Coast  Radio  is 
composed  of  Armand  F.  Truxillo, 
hotel  and  apartment  operator,  pres- 
ident and  40%  owner;  Abraham 
Solomon,  real  estate  investments, 
vice  president  and  40%  owner;  and 
Charles  A.  Schmid,  Gulf  Radio 
School  instructor  and  owner  of  a 
local  wired  music  service,  secretary, 
general  manager  and  20%  owner. 


GOLDMARK  NAMED 

Appointed  CBS  Vice  President 

DR.  PETER  C.  GOLDMARK,  un- 
der whose  direction  the  CBS  color 
television    system    and  Columbia 
Records  Inc.  long-playing  records 
were  developed, 
last  week  was 
^jjjSk^  elected  vice  presi- 

W'^^^'^i',  dent  in  charge  of 
'  %      engineering  re- 

rf^fci'  #  search  and  de- 
^C^M  ***  f       velopment.    D  r  . 

f'?,  "-H*  ,^  Goldmark  has 
ft"^""^  /  been   director  of 

^■^^  CBS  laboratories. 

JHfct  In  announcing 

his  election  a  s 
Dr.  Goldmark  vice  president, 
Frank  Stanton, 
CBS  president,  said  it  was  "not 
only  a  recognition  of  his  outstand- 
ing contributions  in  the  field  of 
electronics.  It  also  takes  cogni- 
zance of  the  fact  that  color  televi- 
sion has  now  reached  a  stage  of 
major  significance  in  the  communi- 
cations field." 

Dr.  Stanton  said  the  Sept.  1 
FCC  report  "was  a  long  step 
toward  the  final  adoption  of  CBS 
color  television  for  broadcasting," 
and  that  "the  recent  arrangement 
concluded  between  CBS  and  Rem- 
ington Rand  for  the  production  of 
color  television  equipment  for  in- 
dustrial use  assures  widespread 
application  of  Dr.  Goldmark's  work 
in  many  other  fields." 

Dr.  Goldmark  joined  CBS  in  1936 
[see  Our  Respects  To,  Broadcast- 
ing, Sept.  11]  and  since  then  has 
been  in  charge  of  the  CBS  labora- 
tory staff. 


KCMO  STUDIOS 

Acquires  Crown  Drug  BIdg. 

PLANS  to  move  KCMO  Kansas 
City  to  new,  larger  quarters  con- 
solidating AM  and  FM  operations 
were  announced  last  week  by  Tom 
L.  Evans,  president  of  KCMO 
Broadcasting  Co. 

KCMO  has  purchased  the  Crown 
Drug  Co.  warehouse  and  office 
building  at  31st  and  Grand  Ave. 
in  which  the  station's  KCMO-FM 
transmitter  presently  is  located, 
Mr.  Evans  said.  Regular  AM 
studios  will  be  moved  to  the  new 
site  after  the  building  is  complete- 
ly modernized  and  equipped.  Cost 
of  the  improvement  was  given  at 
$200,000. 

Remodeling  contract  has  been 
let  with  work  expected  to  start 
about  Nov.  1.  Occupancy  is  ex- 
pected by  April  1  of  next  year. 
The  building  has  about  14,000  sq. 
ft.  of  floor  space. 


WLOU  Louisville  cited  for  "splendid 
cooperation"  in  broadcasting  public 
service  shows  on  recruiting  for  Army 
and  Army  Air  Force. 


Holmes  To  W&L 

ERNEST  A.  HOLMES,  formerly 
research  director  of  Young  &  Rubi- 
cam.  New  York,  joins  Warwick  & 
Legler,  New  York,  as  research  di- 
rector. Harry  Way,  previously  in 
charge  of  research,  is  now  director 
of  media.  Lester  M.  Malitz  con- 
tinues as  vice  president  in  charge 
of  media. 


$1,500  inventory  abolished 
at  a  cost  of  $4.46! 


With  more  than  700  vacuum  tubes  needed  by  industry,  a  tube  dis- 
tributor would  find  profits  consumed  by  100%  inventories.  But  by 
ordering  tubes  as  needed  via  Air  Express,  he  holds  stocks  to  25%. 
Example:  Orders  $1,500  tube  at  9  a.m.  from  supplier  900  miles  away. 
Delivered  to  customer  6  p.m.  same  day.  16  lbs.:  cost,  $4.46. 


Remember,  $4.46  included  speedy 
pick-up  and  delivery  service,  too. 
More  protection,  because  you  get 
a  receipt  for  every  shipment.  Air 
Express  is  the  world's  fastest  ship- 
ping service. 


Your  Air  Express  shipments  go  by 
the  Scheduled  Airlines  direct  to 
1300  airport  cities;  fastest  air-rail 
for  22,000  off-airline  offices.  Ship- 
ments keep  moving  with  'round- 
the-clock  service. 


Facts  on  low  Air  Express  rates 

19  lbs.  of  machine  parts  goes  600  miles  for  S3.54. 
9-lb.  carton  of  new  styles  goes  1400  miles  for  $  3.99. 
(Every  kind  of  business  finds  Air  Express  pays.) 

Air  Express  gives  you  all  these  advantages:  Special  pick-up  and  de- 
livery at  no  extra  cost.  You  get  a  receipt  for  every  shipment  and 
delivery  is  proved  by  signature  of  consignee.  One-carrier  respon- 
sibility. Assured  protection,  too — valuation  coverage  up  to  $50 
without  extra  charge.  Practically  no  limitation  on  size  or  weight. 
For  fast  shipping  action,  phone  Air  Express  Division,  Railway 
Express  Agency.  And  specify  "Air  Express  delivery"  on  orders. 


-4^e7s  mew  ^/^sr  

Rotes  include  pick-up  and  delivery  door 
to  door  In  oil  principal  towns  end  cities 


AIR  EXPRESS,  A  SERVICE  OF  RAILWAY  EXPRESS  AGENCY  AND  THE 

SCHEDULED  AIRLINES  OF  THE  U.S. 
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RICHARDS    CASF       witnesses  Appear  for  KMPC  Cream  of  Crop 

■^^■ml^^#       V^l^b  —  ■   THE  Cisco  Kid.  Fredpi 


MORE  THAN  a  dozen  witnesses  testified  on  behalf  of  G.  A.  (Dick) 
Richards  last  week  in  FCC's  protracted  hearing  on  charges  that  the 
station  owner  ordered  newsmen  to  slant  news  according  to  his  personal 
beliefs.  *  ■  

The  group  included  California's 
lieutenant-governor,  former  news- 
casters and  commentators  on  Mr. 
Richards'  KMPC  Los  Angeles,  ad- 
v.rtising  agency  executives,  a 
World  War  II  admiral  and 
Los  Angeles  civic  leaders.  The 
hearing,  being  held  in  Los  Angeles 
before  FCC  Examiner  James  D. 
Cunningham,  involves  the  license 
renewals  of  the  Richards  stations 
—KMPC,  WJR  Detroit,  and  WGAR 
Cleveland. 

Lt.  Gov.  Goodwin  J.  Knight,  who 
for  several  years  was  moderator 
of  the  weekly  Open  Forum  on 
KFAC  Los  Angeles  and  subse- 
quently KMPC,  testified  Wednes- 
day that  Mr.  Richards  was  pa- 
triotic and  civic  minded  and  that 
his  station  treated  all  religious 
and  racial  groups  fairly  and  im- 
partially. 

Under  questioning  by  FCC  Gen- 
eral Counsel  Benedict  P.  Cottone 
he  said  his  testimony  was  based  on 
"what  I  saw,  what  happened  on 
Oj)en.  Forum,  and  my  personal 
contacts,"  and  that  he  had  no  direct 
knowledge  of  Mr.  Richards'  or 
KMPC's  news  handling. 

Mr.  Cottone  showed  him  a  memo 
from  KMPC  General  Manager 
Robert  0.  Reynolds  to  Mr.  Rich- 
ards which  said  the  station's  policy 
was  to  secure  a  new  administra- 


tion. Mr.  Cottone  wanted  to 
know  whether  this  affected  Mr. 
Knight's  testimony  on  fairness  and 
impartiality.  Mr.  Knight  said  it 
would  not — that  he  thought  a  sta- 
tion had  the  right  to  support  one 
set  of  political  candidates  so  long 
as  the  other  side  was  not  denied 
the  use  of  station  facilities. 

Earlier  Testimony  Cited 

The  general  counsel  cited  earlier 
testimony  of  Vance  Graham,  for- 
mer KMPC  news  editor,  that  he 
had  kept  the  Roosevelt  name  out 
of  KMPC  news  for  a  month  and 
was  complimented  for  it.  If  there 
were  "enough  such  incidents,"  Mr. 
Knight  said,  "my  testimony  would 
be  changed." 

"I  would  know  that  they  made 
a  mistake  if  it  was  shown  to  me 
that  this  was  the  practice,  or  the 
Roosevelt  family  was  damaged — 
then  only  would  I  change  my 
opinion,"  he  asserted. 

As  the  number  of  KMPC  wit- 
nesses mounted,  Mr.  Cottone  of- 
fered numerous  objections  to  the 
"reputation"  testimony  being 
given,  but  was  over-ruled  by  Ex- 
aminer Cunningham.  Although 
Mr.  Richards  is  the  licensee,  he 
said,  the  "station  belongs  to  the 
people  of  the  community"  and  "it 
i?  important  that  the  Commission 


FIRST  in 

the  QUAD  CITIES 


In  Davenport,  Rock  Island,  Moline  and  East  Moline 
is  the  richest  concentration  of  diversified  industry  be- 
tween Chicago,  Minneapolis,  St.  Louis  and  Omaha.  The  Quad 
Cities  are  the  trading  center  for  a  prosperous  two-state  agricultural 
area.  Retail  sales,  total  buying  and  per  capita  income  rate  higher 
than  the  national  average,  according  to  Sales  Management. 


WOC-AM 


5,000  W. 
1420  Kc. 


WOC-FM 


47  Kw. 
103.7  Mc. 


woe  delivers  this  rich  market  to  NBC  Network,  national  spot 
and  local  advertisers  .  .  .  with  70  to  100%  BMB  penetration  in  the 
two-county  Quad  City  area  ...  10  to  100%  in  adjacent  counties. 

WWVV"!  V  22.9  Kw.  Video  .  12.5  Kw,  Audio 

On  the  Quad  Cities'  first  TV  station  NBC  Network  (non-inter- 
connected), local  and  film  programs  reach  over  18,000  Quad 
Cities'  sets  .  .  .  hundreds  more  in  a  75  air-mile  radius. 
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Col.  B.  J.  Palmer,  President 
Ernest  Sanders,  General  Manager 
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be  shown  what  they  think  about 
it." 

This  ruling  came  Thursday  after 
George  Irwin  and  Phil  McHugh, 
former  owners  of  Irwin-McHugh 
Adv.  but  now  operating  separate 
agencies,  testified  on  the  basis  of 
their  personal  experiences  with 
the  station  and  discussions  with 
listeners,  associates  and  clients 
that  KMPC  has  a  good  reputation. 

Mr.  Cottone  wanted  to  know 
whether  their  business  dealings 
with  KMPC  influenced  their  testi- 
mony, and  asked  for  records 
showing  all  compensation  derived 
by  each  of  them  from  KMPC  busi- 
ness. When  they  declined.  Exam- 
iner Cunningham  ruled  that  they 
must  respond  to  subpenas  and 
produce  the  records. 

Barton  A.  Stebbins,  head  of  his 
own  agency,  testified  that  KMPC 
compared  favorably  with  other 
stations  and  newspapers  in  the 
handling  of  news. 

World  War  II  Admiral  Jesse  B. 
Oldendorf,  who  said  he  had  known 
Mr.  Richards  for  25  years,  told 
Examiner  Cunningham  that  the 
station  owner  "is  not  prejudiced 
with  regard  to  any  group,  race, 
or  party,  but  he  is  very  prejudiced 
against  Communists.  At  times  I 
thought  he  overdrew  the  Commu- 
nist picture,  but  subsequent  events 
proved  him  to  be  right." 

Conflict  between  portions  of  the 
personal  testimony  of  one  witness 
and  a  1948  aflidavit  which  he  gave 
to  FCC  investigators  developed 
when  Frank  E.  Hemingway,  who 
broadcast  over  KMPC  in  1945-47, 
testified  that  so  far  as  he  knew 
KMPC  newscasts  were  not  slanted 
when  he  worked  there. 

1948  Affidavit 

General  Counsel  Cottone  pro- 
duced his  1948  affidavit  and  read 
from  it:  "In  my  opinion  in  regard 
to  the  overall  picture  of  the  news 
that  went  out  over  KMPC,  such 
news  was  often  slanted  and  of  a 
bias  nature,  with  result  that  the 
listener  would  receive  a  one-sided 
picture  of  the  news." 

Mr.  Hemingway  said  that  this 
represented  his  impression  "at  the 
time"  and  was  substantially  cor- 
rect, but  did  not  apply  to  his  own 
newscasts.  He  said  it  had  been 
so  long  since  he  made  the  affidavit 
that  he  was  not  able  to  remember 
fully  what  it  contained,  and  that 
if  there  were  inconsistencies  he 
wanted  his  testimony  under  ex- 
amination by  Joseph  Burns,  asso- 
ciate counsel  for  Mr.  Richards, 
to  "prevail." 

When  Mr.  Cottone  wanted  to 
know  whether  his  memory  was 
better  now  than  in  1948,  he  replied 
negatively,  but  said  he  hadn't 
realized  "that  this  affidavit  would 
be  so  important." 

Mr.  Hemingway  said  he  didn't 
think  Mr.  Richards  was  anti- 
semitic,  which  prompted  Mr.  Cot- 
tone to  quote  his  affidavit  saying 
that  "it  seemed  clear  to  me  that 


THE  Cisco  Kid,  Frederic  W. 
Ziv  Co.'s  syndicated  -  tran- 
scribed radio  program,  ap- 
parently h  a  s  a  magnetic 
appeal  to  the  smaller  dairy 
interests  of  the  country,  with 
an  outstanding  number  re- 
ported sponsoring  the  pro- 
gram this  fall.  Company 
reports  at  least  19  dairies 
throughout  the  nation  al- 
ready airing  or  presently  pre- 
paring to  present  the  show. 

Mr.  Richards  was  violently  anti- 
semitic  and  wanted  to  get  that 
across  to  the  public  if  it  was  pos- 
sible." 

He  said  he  was  not  employed  by 
KMPC  but  by  his  sponsor  during 
the  period  of  his  broadcasts  on 
KMPC,  and  that  therefore  he  took 
orders  from  the  sponsor  and  the 
agency  handling  the  account.  He 
said  his  newscasts  were  completely 
unbiased  and  that  Mr.  Richards 
never  told  him  to  slant  news,  but 
conceded  that  his  affidavit  was  ac- 
curate when  it  said  he  had  the  im- 
pression that  Mr.  Richards  wanted 
certain  persons  and  items  "played 
up"  and  others  "played  down." 

Hetherington  Testimony 

Keith  Hetherington,  KMPC  an- 
nouncer for  about  three  and  a  half 
years  ending  in  May  1949,  said  he 
occasionally  broadcast  news  but 
never  received  instructions  about 
"treatment  of  the  news."  He  said 
KMPC  had  a  good  reputation  for 
fairness  and  impartiality,  and  that 
he  had  "no  knowledge  of  Mr.  Rich- 
ards carrying  on  regular  conversa- 
tions with  newscasters." 

Five  other  witnesses  appeared 
at  last  Tuesday's  session  in  sup- 
port of  KMPC,  testifying  to 
KMPC's  cooperation  with  civic 
projects  as  well  as  its  handling  of 
news  and  commentaries.  These 
were : 

Jeanne  Gray,  who  conducted 
Woman's  Voice  on  KMPC  daily  for 
about  two  years  ending  in  Novem- 
ber 1949,  and  who  now  broadcasts 
it  on  KTTV  (TV)  Hollywood; 
Richard  E.  Messer,  head  of  Rem 
Productions,  Hollywood  program 
packagers  and  advertising  agency; 
Doyle  J.  Osman,  former  KMPC  ac- 
count executive  and  now  sales 
engineer  with  Musicast  Corp.; 
Brig.  Gen  Junnius  Pierce  (Ret.), 
world  affairs  commentator  who 
was  heard  on  KMPC  in  1946,  and 
Fred  L.  Slack,  director  of  the 
Hollywood  Boys  Club. 

Mr.  Cottone  showed  the  Heming- 
way affidavit  against  KMPC  news 
handling  to  Mr.  Osman  and  Gen. 
Pierce  and  wanted  to  know 
whether  it  affected  their  testimony 
that  KMPC  was  considered  fair  and 
impartial.    They  said  it  did  not.  ' 

In  an  argument  which  ensued 
when  Mr.  Cottone  showed  the  af- 
fidavit to  Mr.  Osman,  Attorney 
Burns  requested  that  the  hearing 
be  recorded,  on  grounds  that  the 
stenographic  record  could  not 
reflect  the  atmosphere  of  the  ses- 
sions   and   the    attitude   of  FCC 
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counsel.  Mr.  Cottone  retorted  that 
Mr.  Burns'  claim  was  completely 
false. 

Examiner  Cunningham  inter- 
jected that  he  had  observed  at- 
torneys for  both  sides  and  was 
"satisfied  that  neither  has  any  im- 
proper motives  or  has  taken  an 
improper  action.  All  are  zealous 
I  in  behalf  of  their  interest — the 
Commission  counsel  on  behalf  of 
the  public  and  applicant's  counsel 

I  on  behalf  of  the  applicant." 

I 

I  Other  Witnesses 

Others  testifying  in  support  of 
I  the    KMPC    operations  included 
Fleetwood   Lawton,   news  analyst 
j  who  was  heard  over  KMPC  from 
j  December  1946  to  February  1949; 
I  Don    C.    Martin,    former  KMPC 
newscaster,  now  head  of  Don  Mar- 
tin School  of  Radio  Arts,  Holly- 
wood;  Dr.  Carl  Wecker,  general 
1  manager  of  the  Hollywood  Bowl 
{  Assn. ;     George  Harshberger, 
;  1943-46  promotion  manager  for  the 
}  Southern  California  Area  of  the 
I  Treasury    Dept.'s    War  Finance 
Division,  who  is  now  a  Los  Angeles 
!  advertising  agency  executive;  Mrs. 

Kathryn  Alexander,  supervisor  of 
||  radio  and  press  relations  for  the 
Los   Angeles   Metropolitan  Office, 
|:  California  State  Employment  Serv- 
i  ice;  Dean  Simmons,  head  of  his 
own  Hollywood  advertising  agency; 
Howard  TuUis,  head  of  Howard 
Tullis  Co.,  Hollywood  agency. 


Hal  Lamb 

FUNERAL  services  for  Hal  Lamb, 
48,  WCAU-AM-FM-TV  Philadel- 
phia commercial  representative, 
who  died  Sept.  7  in  Graduate  Hos- 
pital, Philadelphia,  were  held  Sept. 
9  at  Chelten  Hills  Cemetery.  Other 
positions  Mr.  Lamb  held  in  the 
past  30  years  in  the  advertising, 
radio  and  television  sales  fields  in- 
cluded posts  with  KYW  Philadel- 
phia, Dorsey  &  Lamb  Agency,  and 
radio  and  TV  director  for  Geare- 
Marston,  Philadelphia  advertising- 
agency.  He  was  a  director  of  the 
Television  Assn.  of  Philadelphia 
which  he  helped  found. 


WAVE  Louisville  recordings  of  Radio 
Moscow,  illustrating  Russian  propa- 
ganda methods,  being  used  by  Thomas 
W.  Bullitt,  Louisville  chairman,  "Cru- 
sade for  Freedom." 


Mr.  HALFF 

*        *  * 

G.  A.  C.  HALFF,  70,  San  Antonio 
radio  and  television  pioneer,  died 
last  Monday  at  a  local  hospital  in 
the  Texas  city  following  a  short 
illness.  Mr.  HaM  was  chairman 
of  the  board  of  Southland  Indus- 
tries Inc.,  which  owns  and  operates 
WOAI-AM-TV  San  Antonio. 

Founder  of  WOAI  in  1922,  Mr. 
Halff  guided  its  development  from 
a  500  w  outlet  to  a  50  kw  clear 

RADIO  AJD 

To  Public  Health  Students 

STUDENTS  training  for  govern- 
ment positions  as  public  health  and 
sanitation  specialists  at  the  U.  of 
Denver  are  required  to  enroll  in 
at  least  one  basic  course  in  radio 
production  or  radio  journalism. 

Milton  Miller,  director  of  the 
public  service  program  at  the 
school,  said  the  training  is  de- 
signed to  give  the  students  a  better 
understanding  of  the  medium  as 
they  may  be  placed  in  positions 
which  require  basic  knowledge  of 
publicity  and  public  relations. 

The  department  head  also  sug- 
gested that  other  educational  pro- 
grams, fitting  students  for  public 
service,  follow  this  procedure. 


KSWM  REACHES  446,600* 

J  O  P  L  i  N  ,  MO.     PERSONS  WHO  SPEND... 

$285,55Q066  ANNUALLY 
IN  TOTAL  RETAIL  SALES/ 


KSWM 


*  This  map  shows  airline 
miles  to  nearest  metropoli- 
ton  centers,  asuring  undu- 
plicated  CBS  service  to  the 
KSWM  audience. 

Now  in  its  fifth  year  of  service, 
KSWM  is  an  integral  part  of  all 
community  affairs  and  activities. 


Austin  A.  Harrison,  President 

n  JO  PLI  N,  MO. 


CBS 

Nationally  Represented  by  WILLIAM  G.  RAMBEAU  CO 


channel  station.  An  NBC  affiliate, 
WOAI  was  the  first  network  sta- 
tion introduced  to  the  city. 

Last  year,  Mr.  HaM  was  in- 
strumental in  establishing  the  first 
TV  station  for  San  Antonio — 
WOAI-TV.  A  pioneer  in  many 
business  fields,  he  worked  in  the 
late  '20s  to  link  the  AM  station 
with  NBC  by  telephone  lines. 
Cables  were  installed  at  his  own 
expense.  The  station  claims  to  be 
the  first  to  have  paid  talent  for 
appearances  on  its  programs. 

Mr.  Halff^,  who  was  born  in  San 
Antonio  Sept.  20,  1879,  was  a  mem- 
ber of  a  family  which  settled  in 
the  Lone  Star  State  in  1842.  He 
was  known  for  widespread  chari- 
table and  civic  endeavor.  His  death 
preceded  by  two  weeks  the  28th 
anniversary  of  WOAI. 

Among  his  business  interests 
were  the  Blanco  Oil  Co.,  the  W.  K. 
Ewing  Co.,  the  South  Texas  Prop- 
erties Co.,  ranching  and  real  estate 
properties.  He  is  survived  by  a 
nephew,  Hugh  A.  L.  Halff,  pres- 
ident and  general  manager  WOAI- 
AM-TV;  a  sister,  Mrs.  Cecile  Son- 
nenthiel.  New  York,  and  five  nieces. 


DISPERSAL  PLAN 

Senate  Kills  Truman  Proposal 

PRESIDENT  TRUMAN'S  proposal 
to  shift  into  high  gear  the  dispersal 
of  key  government  agencies  to 
Washington's  suburbs  met  defeat 
in  Congress  last  week  as  the  Sen- 
ate Appropriations  Committee  re- 
fused to  allot  $139,800,000  for  the 
project  [Broadcasting,  Sept.  11]. 

The  money  was  to  have  been 
used  to  construct  eight  buildings  in 
outlying  areas  at  unspecified  sites. 
Senators  who  voted  against  the 
proposal,  said  the  negative  attitude 
was  taken  because  the  measure 
came  up  when  Congress  was  look- 
ing toward  adjournment. 

Legislators  felt  that  the  dispersal 
idea,  resulting  from  a  joint  study 
by  the  National  Security  Resources 
Board,  General  Services  Adminis- 
tration, and  other  departments  and 
agencies,  needed  additional  deliber- 
ation. Behind  the  proposed  plan  to 
disperse  vital  agencies  is  fear  by 
defense  officials  that  congested 
Washington  would  be  a  prime  tar- 
get area  should  an  enemy  attack 
by  air. 


General  Mills  Show 

GENERAL  MILLS,  Minneapolis, 
for  Red  Band  flour,  will  sponsor 
The  Cal  Tinney  Show,  transcribed 
program  originating  at  NBC 
Washington,  on  an  NBC  split  net- 
work of  11  southeastern  stations. 
Show,  aired  five  days  a  week,  11 :30 
to  11:45  a.m.,  CDT,  starts  today 
(Monday)  for  52  weeks  through 
Knox-Reeves  Agency,  Minneapolis. 


JIMMY  McPHAIL,  winner  of  "Ama- 
teurs of  1950"  competition  conducted 
by  Jackson  Lowe,  WWDC  Washington 
disc  jockey,  booked  into  Washington's 
Howard  Theatre  Sept.  22  to  sing  with 
Duke  Ellington's  band. 


A  BIG  PLUS  FROM 

WIBG 


Car  Cards  .  .  .  Big  eye-catching  post- 
ers publicizing  WIBG  programs — w///i 
sponsor  credit — appear  regularly 
throughout  the  year  on  street  cars 
covering  the  city. 


BILLBOARDS 


Billboards  .  .  .  Over  the  entire  area 
of  the  Philadelphia  Market,  hard- 
hitting, colorful  24-Sheet  Posters  pro- 
mote WIBG  features. 

DIRECT  MAIL 


Direct  Mail  .  .  .  Attractive,  well-de- 
signed broadsides  go  out  regularly 
to  selected  dealer  lists,  spotlighting  a 
specific  sponsor's  campaign  and  urg- 
ing aggressive  store  cooperation. 

ON  WIBG  YOUR  CLIENTS  GET 
A  BIG  BONUS  OF  VIGOROUS 
SPONSOR-PROMOTION! 


DIAL  990 


10,000  WATTS 

PHILADELPHIA'S 
MOST  POWERFUL 
INDEPENDENT 
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Anti-Red  Protests 

(Continued  from  page  23) 

until  the  invitations  were  out.  One 
official  in  the  industry,  who  chose 
not  to  be  identified,  took  the  view 
that  companies  not  facing  the 
i  problem  in  their  "own  yard"  would 
I  -hesitate  before  taking  on  the 
"troubles"  of  others. 

AFRA's  proposal  was  one  of  sev- 
eral developments  in  a  week  of 
heated  discussion  of  the  question 
of  communism  in  radio  and  tele- 
vision. 

1.  ABC  received  a  protest  from 
an  American  Legion  official  in  Chi- 
cago for  hiring  Gypsy  Rose  Lee  to 
star  on  its  forthcoming  radio  pro- 
ductions, What  Makes  You  Tick. 
Protest  was  on  the  grounds  that 
her  name  was  listed  in  Red  Chan- 
nels, the  controversial  publication 
that  has  been  the  basis  for  most 
protests  against  performers. 

2.  Actors  Equity  Assn.  Council, 
meeting  in  New  York,  adopted  a 
resolution  condemning  the  sum- 
mary dismissal  of  performers  on 
the  basis  of  uninvestigated  protests 
and  specifically  deploring  the  action 
of  General  Foods  in  dismissing 
Jean  Muir. 

3.  Ireene  Wicker,  "The  Singing 
Lady"  of  radio  and  television  whose 
contract  with  the  Kellogg  Co.  for 
appearance  over  WJZ-TV  New 
York  was  cancelled  last  Aug.  6, 
announced  that  her  listing  in  Red 
Channels  was  based  on  false  infor- 
mation, and  that  she  had  been  un- 


W  E  R  D 

Atlanta 

860  Kcs  1,000  Watts 

THE  shortest  route  to  the 
hearts  and  ears  of  200,000 
Negroes  in  the  Greater  At- 
lanta Trading  Area 

According  te  the  Hooper  Radio 
Audience  Index  for  June,  8  A.M. 
to  12  Noon  .  .  . 


Network  Station  A  26.0^c 

INDEPENDENT  WERD  17.5% 

Network  Station  B  16.0% 

Network  Station  C  U.H 


WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  . . . 

NATIONAL  REPRESENTATIVE: 

Interstate  United  Newspapers,  Inc. 

NEW  YORK  •  CHICAGO  •  DETROIT 


able  to  obtain  a  correction  from 
the  editors  of  the  book. 

Edward  J.  damage,  Chicago 
florist  and  chairman  of  the  anti- 
subversive  sub-committee  of  the 
Illinois  American  Legion's  Amer- 
icanism Committee,  launched  an  in- 
quiry about  Miss  Lee's  "Communist 
connection"  during  the  group's  an- 
nual convention  in  Chicago  Mon- 
day. He  said  he  had  wired  Robert 
E.  Kintner,  president  of  ABC,  ask- 
ing if  Miss  Lee  was  going  to  be 
permitted  to  appear  on  the  show. 
He  told  Broadcasting  he  reminded 
Mr.  Kintner  that  Miss  Lee's  "affili- 
ations" were  listed  in  Red  Chan- 
nels. 

In  reply.  President  Kintner  sent 
the  following  telegram: 

"Replying  .  .  .  following  is  a 
statement  we  have  received  from 
Miss  Gypsy  Rose  Lee.  If  you  have 
any  evidence  to  the  contrary,  please 
advise  me. 

Lee  Statement 

"  'Gypsy  Rose  Lee,  being  duly 
sworn,  deposes  and  says:  I  am  not 
now  and  never  have  been  a  mem- 
ber of  the  Communist  party,  fellov/ 
traveler,  sympathizer,  or  any  one 
of  the  associated  brand.  My  sympa- 
thies are  completely  and  entirely 
opposed  to  everything  that  the 
Communist  pai'ty  and  their  ilk 
stand  for.  As  an  officer  of  a  large 
trade  union  (AGVA)  I  made  a  loy- 
alty affidavit  which  is  a  matter  of 
public  record.  There  are  no  quali- 
fications to  the  statements  I  made 
under  oath.  I  have  played  hundreds 
of  benefits  under  the  auspices  of 
the  Army,  Navy,  Marines,  Red 
Cross,  war  bond  drives,  salvage 
drives.  Community  Chest,  YMCA, 
etc., — for  Bundles  for  Britain  dur- 
ing the  Hitler-Stalin  pact.  I  abhor 
totalitarians — whether  red,  brovra, 
black — and  their  treacherous  meth- 
ods of  guilt  by  smear  and  without 
trial.  This  way  may  be  all  right  for 
Russia,  but  I  hope  not  for  us.' " 

ABC,  through  a  spokesman,  an- 
nounced that  Miss  Lee  would  go  on 
as  scheduled  Sept.  23.  The  program 
will  be  heard  Saturday,  9-9:30  p.m. 

Gypsy  Rose  Lee  netted  four  men- 
tions in  Red  Channels.  They,  with 
the  name  of  the  allegedly  Commu- 
nist or  Communist-front  organiza- 
tions, activity  and  source  material, 
follow: 

.  .Hollywood  Anti-Nazi  League.  Re- 
ported as  speaker  at  meeting.  "Red 
Decade,"  Eugene  Lyons,  1941,  p.  287. 

Joint  Anti-Facist  Refugee  Commit- 
tee. Sent  greetings.  Dinner  to  honor 
Dr.  Edward  K.  Barsky,  Hotel  Astor, 
New  York  City,  March  20,  1950. 
"Daily  Worker,"  3-23-50,  p.  4. 

New  York  Council  of  the  Arts, 
Sciences  &  Professions.  Entertainer. 
Carnival  and  dance,  Hotel  Capitol, 
3-25-50.  "New  York  Compass,"  3-22-50, 
p.  21. 

League  of  American  Writers:  In- 
ternational Labor  Defense.  Auction- 
eer. Benefit  books  auction  sale. 
"Daily  Worker,"  3-8-42,  p.  8. 

Although  Mr.  Clamage  said 
Thursday  he  had  spoken  before  the 
convention  as  an  individual,  he  pre- 
sented his  statements  at  the  con- 
vention as  chairman  of  the  anti- 
subversive  sub-committee  and  is 
reported  to  have  found  no  opposi- 


WGN  Chicago's  farm  directorship  is 
discussed  by  Norman  Kraeft  (I),  who 
assumed  the  post  Sept.  11,  and  Pro- 
gram Director  Bruce  Dennis.  Mr. 
Kraeft,  a  member  of  WGN's  an- 
nouncing staff  for  more  than  two 
years,  succeeds  Hal  Totten  who  has 
been  named  manager  of  KOKX 
Keokuk,  Iowa. 


tion  from  the  delegates.  His  com- 
mittee was  later  removed  from  its 
sub-classification  to  the  American- 
ism Committee  and  was  set  up  as 
a  separate  unit  of  six  men  with 
augmented  powers. 

He  told  Broadcasting  he  got 
Miss  Lee's  name  from  Red  Chan- 
nels, and  had  mentioned  her  to  the 
convention  because  of  the  immedi- 
acy of  "the  problem"  (show  debut 
was  only  five  days  away).  He  said 
the  Illinois  Legion  had  not  sanc- 
tioned Red  Channels  officially,  nor 
had  the  national  Legion  to  his 
knowledge. 

He  said  he  used  Red  Channels  as 
his  source  because  "it's  the  only 
publication  that  gives  this  type  of 
information.  Nothing  else  was 
available."  Mr.  Clamage  said  "it 
appears  to  be  authentic  because  of 
the  various  sources  from  which  the 
data  is  quoted." 

Miss  Lee's  name  was  introduced 
before  more  than  1,000  state  dele- 
gates during  a  "general  discussion 
of  subversive  activities  and  Com- 
munism," Mr.  Clamage  said.  "We 
may  bring  up  more  names  later, 
but  just  now  our  plans  are  indefi- 
nite. We're  testing  reactions,"  he 
added. 

Although  the  ruckus  about  Miss 
Lee  was  considered  a  local  situa- 
tion in  Chicago,  repercussions  fol- 
lowed along  several  lines.  Broad- 
casting learned,  for  example,  that 


Miss  Lee  was  removed  from  the  I 
roster  of  one  network  TV  show  j 
on  which  she  was  to  have  been  a 
guest  "until  the  whole  thing  sim- 
mers down."  Another  entertainer, 
"active  politically"  was  termed  "the  ; 
reddest  kind  of  Communist"  by  an  t\ 
agency  person  who  called  a  top 
executive    of    a    Chicago  station 
which  carries  the  performer's  show.  ' 

The  Chicago  Sun-Times,  in  com- 
menting editorially  on  "Gypsy  Rose 
and  the  Gossips,"  said:  "Good,  solid 
American  horse  sense  is  galloping 
to  the  rescue  of  the  radio  and  TV 
industi-y  to  save  it  from  the  insid- 
ious activities  of  the  gossip  mongers 
who  are  swinging  so  wildly  at  com- 
munism they  are  knocking  over 
some  important  American  princi- 
ples. .  .  .  The  industry  has  decided 
not  to  be  panicked.  ...  As  we 
pointed  out  when  Miss  Muir  was 
fired,  private  enterprise  rests  on  the 
American  system  of  respect  for 
individual  rights,  this  system  is 
diametrically  opposed  to  any  sys- 
tem in  which  any  person  can  be 
deprived  of  his  rights  or  livelihood 
because  of  a  gossip  campaign." 

Actors  Equity  Resolution  I 

The  Actors  Equity  resolution 
said  that  the  "activities  of  certain 
individuals,  groups,  organizations  j, 
and  publications  are  in  irrespon- 
sible fashion  smearing  the  reputa- 
tion of  actors  to  an  extent  which 
is  becoming  alarmingly  dangerous 
and  prejudicial  to  the  best  inter- 
ests of  the  members." 

While  going  on  record  "firmly 
and  unequivocally  to  condemn  com- 
munism and  fascism  in  all  their 
respective  forms  and  subterfuges," 
the  council  expressed  itself  as 
"fully  convinced  that  the  [govern- 
ment] is  amply  capable  by  and 
through  judicial  process  of  deter- 
mining who  is  subversive,  and  who 
is  not."    It  continued: 

We  stand  completely  behind  our 
government  in  any  and  all  proper 
action  taken,  or  to  be  taken,  by  it 
to  bring  to  justice  persons,  groups 
or  organizations  suspected  of,  or 
found  guilty  of,  any  subversive  ac- 
tivity; and  stand  ready  and  willing 
to  assist  any  duly  authorized  agency 
of  the  government. 
.  We  protest  however  with  equal 
vigor  and  emphasis  the  fact  that 
certain  employers  within  the  enter-  ' 
tainment  field  have  been,   and  are  j 


IF  YOUR  AM-TV-FM  STATION  NEEDS 

promotional  ideas  sold  to  produce  cash 
revenue  of  from  $200  to  $1,000  per  week. 
Wire,  Coll  or  Write 

Edgar  L.  Bill  —  Merle  V.  Watson 

Julian  Montell,  Sales  Manager 

NATIONAL  RADIO  PERSONALITIES 

Peoria,  Illinois    Phone  6-4607 

We    originated    sponsored    Radio    Personalities    Picture    Albums  in 
1938,  many  new  program  features,  and  have  more  soles  records 
and  years  of  experience  in  selling  for  over  300  Radio  and  Television 
Stations  from  Coast  to  Coast  than  any  similar  organization  in  America. 
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allowing  themselves  to  be,  intimidated 
by  a  few  private  individuals,  organi- 
zations and  publications,  who  in  the 
irresponsible  manner  of  vigilantes 
have  improperly  assumed  ,  the  func- 
tions of  government  and  are  thereby 
depriving  members  of  their  good 
names  and  stigmatizing  them  as  dis- 
loyal without  opportunity  for  refuta- 
tion of  such  damaging  insinuations 
and  unsubstantiated  allegations  made 
against  them,  and  are  thereby  pre- 
venting such  members  from  the 
pursuit  of  their  chosen  profession 
and  their  ability  to  gain  a  livelihood 
therein. 

We  specifically  condemn  and  deplore 
the  action  taken  by  General  Foods 
in  the  dismissal  of  our  member,  Jean 
Muir,  solely  upon  the  reported  allega- 
tion that  the  protests  of  a  few  indi- 
viduals make  her  a  controversial  per- 
son, and  therefore  unlit  to  appear 
on  a  television  program. 

Following  publication  of  the 
Equity  resolution,  Managing  Edi- 
tor Theodore  C.  Kirkpatrick  of 
Coimterattack,  which  published  Red 
Channels,  issued  a  reply.  He  said 
the  resolution  was  obviously  aimed 
at  the  anti-communist  newsletter 
and  he  denied  all  its  allegations. 

Actors  Equity  Hit 

Actors  Equity  Assn.,  he  said, 
had  "long  had  a  problem"  of  Com- 
munist infiltration  which  it  had 
been  unable  to  solve.  Its  council 
had  issued  "an  hysterical  smear  of 
anti  -  Communists  organizations 
such  as  ours"  instead  of  factual 
information  of  the  kind  supplied 
by  Counterattack. 

The  council,  he  said,  had  never 
done  anything  to  his  knowledge  to 
combat  the  anti-Communist  black- 
list which  his  publication  knew  to 
exist.  As  a  consequence,  he  said, 
several  Equity  members  had  ap- 
proached his  office  and  requested 
that  it  publish  a  Red  Channels  for 
the  theatre. 

Equity  President  Clarence  Der- 
went  said  no  reply,  if  any  were 
made,  could  be  expected  from  the 
council  until  its  meeting  this  week. 
"I  know  of  no  member  of  our  coun- 
cil whom  I  could  even  suspect  of 
being  a  Communist,"  he  said.  "All 
members  of  the  council,  as  well  as 
every  employe  of  Equity,  have 
taken  a  non-Communist  oath." 

Labor  unions  in  the  entertain- 
ment industry  must  insist  on  clear- 


ing "their  own  house"  of  "political 
subversion  by  Communists,"  ac- 
cording to  Morris  S.  Novik,  New 
York.  They  also  must  protect 
the  civil  rights  of  members,  he 
said.  Mr.  Novik's  protest  against 
"self-appointed  telephone  brigades 
[who]  are  just  as  repulsive  as 
Communist  political  picket  lines" 
was  sent  to  the  Radio-TV  Directors 
Guild,  New  York,  of  which  he  is  a 
member.  His  comment  dealt  with 
the  dismissal  of  Jean  Muir  from 
the  cast  of  The  Aldrich  Family. 

Miss  Wicker,  who  claims  that 
her  listing  in  Red  Channels  was 
based  on  false  information,  is  noted 
in  the  book  only  as  follows : 

Committee  for  the  Re-Election  of 
Benjamin  J.  Davis.  Reported  as  spon- 
sor. Artist  Writers  and  Professional 
Division.  "Daily  Worker"  9-25-45. 

As  told  to  the  New  York  Post, 
Miss  Wicker  said  that  she  had 
never  heard  of  Benjamin  Davis 
until  she  saw  Red  Channels.  She 
protested  to  Mr.  Kirkpatrick,  who 


THE  book  Red  Channels  is  not  a 
publication  to  be  followed  blindly, 
one  of  its  publishers,  Theodore  C. 
Kirkpatrick,  told  a  panel  on  Re- 
porters Roundup  over  MBS  last 
week.  All  the  book  purports  to 
do,  he  said,  is  to  present  informa- 
tion from  the  public  records  such 
as  the  Daily  Worker,  official  Com- 
munist newspaper,  and  reports  of 
the  House  Un-American  Activities 
Committee. 

What  those  records  mean  is  a 
matter  for  the  reader  of  Red 
Channels  to  figure  out,  he  said. 

Questioning  Mr.  Kirkpatrick, 
who  is  managing  editor  of  Couyi- 
terattack,  anti-Communist  news- 
letter, were  James  Wechsler  of  the 
New  York  Post,  Frederick  Wolt- 
man  of  the  New  York  World  Tele- 
gram &  Sun,  Jack  Turcott  of  the 
New  York  Daily  News,  and  MBS 
Moderator  Everett  Holies. 

Information   obtained  from  the 


told  her  the  information  was  pub- 
lished in  the  Daily  Worker,  official 
Communist  organ.  Whereupon  Miss 
Wicker's  attorney  obtained  a  court 
order  to  examine  the  nominating 
petitions  of  Davis  to  see  if  her 
name  had  been  forged  there.  A 
search  through  approximately  30,- 
000  names  failed  to  locate  it,  she 
said.  She  is  considering  legal  ac- 
tion against  publishers  of  the  book, 
she  said. 

When  her  program  was  cancelled, 
she  said  it  had  a  rating  of  15.5, 
one  of  the  highest  for  children's 
programs  in  the  industry.  Since 
cancellation,  no  new  sponsor  had 
sought  the  program,  she  said. 

Miss  Wicker's  only  son  enlisted 
in  the  Royal  Canadian  Air  Force 
with  her  permission  in  1940  when 
he  was  17,  and  was  killed  in  action 
two  years  later.  She  had  just  re- 
turned from  a  private  audience 
with  the  Pope,  from  whom  she 
received  special  papal  blessings  be- 
cause of  her  programs  for  children. 


Daily  Worker,  except  its  edito- 
rials, said  Mr.  Kirkpatrick,  was 
not  checked  for  accuracy.  The 
possibility  of  the  Communist  party 
"planting"  the  name  of  a  prom- 
inent person  there  for  blackmail 
purposes,  he  said,  "doesn't  cross 
my  mind." 

Specifically  he  said  that  the 
name  of  Ireene  Wicker  had  not 
been  checked  to  ascertain  whether 
in  fact  her  name  did  appear  on  a 
petition  for  Benjamin  Davis,  Com- 
munist candidate  for  New  York 
City  Council,  as  the  Daily  Worker 
reported  (see  story  page  23). 

Both  the  American  Legion  and 
the  American  Civil  Liberties  Union 
(which  do  not  often  see  eye-to-eye) 
are  "pro-American"  organizations, 
Mr.  Kirkpatrick  said  in  response 
to  a  question.  The  Civil  Liberties 
Union  announced  two  weeks  ago  it 
would  undertake  an  investigation 
of  Mr.  Kirkpatrick's  Counterat- 
tack. 

Whether  an  employe  is  entitled 
to  a  hearing  before  being  fired  on 
suspicion  of  being  a  pro-Commu- 
nist, he  said,  was  not  for  his  pub- 
lication but  for  the  employer  to 
decide.  Personally  he  felt  an  em- 
ploye was  entitled  to  a  hearing. 

(Jean  Muir,  it  was  recalled,  was 
expelled  from  the  cast  of  the  Aid- 
rich  Family  on  NBC-TV  by  Gen- 
eral Foods  without  a  hearing.) 

Mr.  Kirkpatrick  said  his  organ- 
ization had  been  employed  by  sev- 
eral business  firms  to  investigate 
communism,  and  also  by  the  CIO. 

Of  the  151  persons  listed  in  Red 
Channels,  six  protested  to  the  pub- 
lishers, he  said.  Between  4,000 
and  5,000  copies  of  the  book  have 
been  sold,  he  said,  but  he  refused 
to  give  circulation  figures  on 
Counterattack.  He  said  that  in- 
formation might  be  helpful  to 
Communists. 


CBS 

Plus 

TOP  LOCAL 
PROGRAMMING 
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F.Y.I  •  (for  your  information)... 


Cities  grow  'out'  not  'up.'  .  .  .  Not  reflected  in  population  figures  ore  the 
hundreds  upon  hundreds  of  new  dwellings  and  miles  of  longstanding  fac- 
tory and  residential  areas  unannexed  by  the  City  of  Terre  Haute,  so  it's  a 
city  of  over  100,000  people,  with  298,700  in  the  area,  all  potential  listeners 
to  WTHI,  CBS  plus  top-flight  local  programming. 


WTHI 


TERRE  HAUTE 
INDIANA- 


REPRESENTED  BY 
THE  BOILING  CO. 

New  York  •  Chicago 
Hollywood  J. 
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'RED  CHANNELS'  ON  RADIO  CHANNELS 

Kirkpatrick  Quizzed  on  MBS'  'Reporters  Roundup' 


Tobacco  Radio  Up 

(Continued  from  page  23) 

advertising,  $4,076,436  in  1948,  and 
$1,418,333  in  1939. 

William  Esty  &  Co.,  New  York, 
is  the  agency. 

American  Tobacco  Co.  (Lucky 
Strike  cigarettes)  is  currently 
sponsoring  both  The  Hit  Parade 
on  NBC,  9-9:30  p.m.  Saturday,  and 
The  Jack  Benny  Show,  Sunday, 
7-7:30  p.m.  on  CBS.  Although  the 
tobacco  firm  dropped  Light  Up 
Time,  five  quarter  hours  weekly  on 
NBC  last  year,  it  has  instituted  a 
good  sized  spot  announcement 
campaign  this  fall.  Last  year  radio 
spots  were  not  used.  BBDO,  New 
York,  is  the  agency. 

In  1949  American  spent  a  gross 
total  of  $4,318,658  for  network  ad- 
vertising as  compared  with  $2,- 
600,573  in  1948,  $2,506,141  in  1939. 

American  Cigar  &  Cigarette  Co. 
(Pall  Mall  cigarettes)  continues 
for  the  fifth  year  to  sponsor  The 
Big  Storij  on  NBC. 

Its  spot  campaign  in  radio  is 
approximately  the  same  as  last 
year's.  Sullivan,  Stauffer,  Colwell 
&  Bayles,  New  York,  is  the  agency. 

Liggett  &  Myers  (Chesterfield 
cigarettes)  is  sponsoring  The  Bing 
Crosby  Shoiv,  Wednesday,  9:30-10 
p.m.  on  CBS;  The  Bob  Hope  Shoiv, 
Tuesday,  9-9:30  p.m.  on  NBC,  and 
Arthur  Godfrey  Time,  11-11:30 
a.m.,  five  times  weekly  on  CBS. 
Although  the  client  dropped  Perry 
Como  on  NBC  last  year  and  a  half 


hour  Godfrey  Digest  on  CBS,  the 
money  was  diverted  into  sponsor- 
ship of  The  Bob  Hope  Show.  Cun- 
ningham &  Walsh,  New  York,  is 
the  agency. 

Liggett  &  Myers  spent  a  gross 
of  $5,228,772  for  network  radio  in 
1949  to  lead  the  major  cigarette 
companies.  In  1948  its  total  was 
85,043,752  and  in  1939  $992,032. 

Philip  Morris  Cigarettes, 
through  The  Blow  Co.,  New  York, 
will  sponsor  Crime  Photographer, 
Thursday,  9:30-10  p.m.  on  CBS, 
for  the  second  year  and  Horace 
Heidt,  Sunday,  9:30-10  p.m.  on 
CBS,  for  the  fourth  year.  Another 
network  show.  Truth  or  Conse- 
Saturday,  9:30-10 
added  this  year, 
had  a  gross  net- 
in 
In 


WGBA  PETITION 


Ansy/ers  Charges 
From  WRBL 


quences  on  CBS, 
p.m.,  has  been 
Philip  Morris 
work  expenditure  of  $4,25,934 
1949  and  $3,844,044  in  1948. 


1939  it  spent  $1,216,166. 

P.  Lorillard  &  Co.  (Old  Gold 
cigarettes)  continues  sponsorship 
of  a  15-minute  segment  of  Stop 
the  Music  on  ABC  and  the  Original 
Amateur  Hour  on  ABC.  Firm  also 
sponsors  Dr.  I.  Q.  on  ABC  for  its 
Embassy  cigarettes.  Although 
Old  Gold  did  drop  Party  Time  on 
ABC,  it  was  understood  that  the 
money  went  into  television. 

In  1949  P.  Lorillard  spent  a 
gross  of  $2,122,871  as  compared 
with  $1,164,420  in  1948.  In  1939 
its  gross  total  for  network  radio 
was  $794,014.  Lennen  &  Mitchell, 
New  York,  is  the  agency. 


JUDGE 

o  Station  by 
the  company 
it  keeps 


One  of  the  nation's  leading  insurance  companies,  with  a 
sizable  advertising  budget,  uses  30  radio  stations 
throughout  the  country.  WINS  is  one  of  them,  and  is 
the  only  independent  used  in  metropolitan  New  York. 
Why?  Because  low  rate  per  thousand,  plus  response, 
makes  WINS  the  perfect  radio  buy  in  this  market. 


Call  your  WINS  representative 
him  when  he  calls. 


Buy  WINS . 

it  Sells! 


CROSLEY  BROADCASTING 
CORPORATION 


PLEA  of  WRBL  Columbus,  Ga.,  that  the  application  of  WGBA  Columbus 
for  increased  power  be  set  for  hearing,  was  opposed  Friday  in  a  petition 
filed  with  the  FCC  on  behalf  of  WGBA  by  William  C.  Koplovitz,  of 
Dempsey  &  Koplovitz,  Washington  law  firm. 

The  WGBA  petition  takes  up  in  *  


detail  a  series  of  WRBL  charges 
that  WGBA-AM-FM  and  the  Co- 
lumbus Ledger-Enquirer  interests 
are  misrepresenting  their  owner- 
ship status  and  discriminating 
against  other  Columbus  stations 
[Broadcasting,  Aug.  7]. 

WGBA,  now  on  1460  kc  1  kw  un- 
limited, directional  day  and  night, 
seeks  to  increase  day  power  to  5 
kw  nondirectional.  WRBL  oper- 
ates on  1420  kc  with  5  kw  unlim- 
ited. 

In  answering  clairns  of  cross- 
talk interference  if  WGBA's  power 
were  increased,  the  station  says 
WGBA's  claims  are  vague  and  un- 
founded. 

Going  into  common  ownership 
of  WGBA  and  the  Ledger-En- 
quirer, WGBA  explains  Maynard 
R.  Ashworth  and  A.  H.  Chapman, 
owning  control  in  both,  are  top 
executive  officials  of  both  com- 
panies. 

As  to  WRBL's  charges  of  dis- 
crimination in  refusing  to  publish 
its  radio  logs  free,  WGBA  says  the 
decision  "was  not  made  for  the 
purpose  of  striking  an  unfair  blow 
at  the  radio  stations  but  was  rather 
to  bring  the  treatment  of  radio 
stations  in  line  with  the  treatment 
afforded  other  persons  who  use  the 
newspaper  for  the  purpose  of  pro- 
moting and  furthering  their  busi- 
ness interests." 

Space  Question 

The  Ledger-Enquirer  offers  Co- 
lumbus stations  space  on  favorable 
terms,  WGBA  contends,  and 
WGBA  pays  for  its  space  at  rates 
available  to  competitors.  It  con- 
tends the  newspapers  actually  give 
more  free  publicity  to  competing 
stations  than  to  WGBA.  The  news- 
papers and  WGBA  do  not  have 
package  rates,  it  is  added,  but  com- 
pete in  soliciting  advertising. 

In  reply  to  WRBL's  complaint 
that  the  Ledger-Enquirer  logs  list 
networks  rather  than  stations, 
WGBA  says  many  of  the  news- 
paper's readers  live  in  areas  where 
WRBL  and  WDAK  Columbus  can- 
not be  heard.  AP  logs  are  used, 
it  is  explained. 

WGBA  contends  WRBL  misrep- 
resented facts  about  Cycle,  a 
weekly  published  by  WRBL.  WGBA 
says  it  doesn't  care  to  pay  $1.50 
per  inch  to  a  "throw-away  weekly 
tabloid,  with  a  maximum  initial 
circulation  of  5,000,  when  it  could 
purchase  in  the  daily  Ledger  and 
Enquirer  newspapers,  with  a  com- 
bined circulation  of  approximately 
40,000,  at  a  cheaper  rate."  WRBL 
attaches  exhibits  purporting  to 
show  that  recent  issues  of  Cycle 
contains  only  WRBL  program 
schedules  and  not  any  WDAK  logs. 

Other  WGBA  arguments  deal 
with  a  Ledger-Enquirer  camp  pub- 
lication titled  Bayonet;  writing  off 
by    the    newspapers    of  WGBA 


space  charges  prior  to  October 
1948;  details  of  station  identifica- 
tion in  relation  to  common  news- 
paper ownership ;  purported  hos- 
tility of  WRBL  toward  WGBA, 
with  instances  cited. 


PARTY  SLATES 

Set  for  Nov.  Elections 

MAJOR  party  slates  were  just 
about  completed  in  the  country  last 
week  following  primary  elections 
which  found  two  members  of  the 
Senate  Commerce  Committee  re- 
nominated in  their  home  states. 

They  were  Sens.  Charles  Tobey, 
a  New  Hampshire  Republican,  and 
Walter  Magnuson,  a  Washington 
Democrat. 

As  time  for  pre-election  cam- 
paigning grew  shorter,  the  81st 
Congress  zealously  stepped  up  its 
actions  on  "essential"  legislation 
and  looked  for  at  least  a  respite 
this  month  with  a  probable  return 
after  the  November  elections. 

Delaying  tactics  on  two  meas- 
ures, the  "interim"  tax  bill  and  the 
security  control  package  (see  story 
this  issue),  however,  momentarily 
hampered  the  "go  home"  movement. 

In  a  sudden  action,  the  House, 
taking  the  lead  of  an  insurgent 
group,  called  upon  Congress  to 
start  immediate  study  looking  to- 
ward an  excess  profits  tax.  The 
move  came  after  Speaker  Sam  Ray- 
burn  (D-Tex.)  ruled  out  any  at- 
tempt to  write  in  the  proposed  levy 
while  the  measure  was  in  joint  con- 
ference. The  "interim"  bill  would 
raise  some  $4.5  billion  in  revenue. 

Sen  Tobey,  ranking  minority 
member  of  the  Commerce  commit- 
tee and  active  in  radio  affairs, 
squeezed  through  a  close  election 
with  a  formidable  opponent,  Wesley 
Powell,  former  aide  to  New  Hamp- 
shire's other  GOP  senator.  Styles 
Bridges.  Sen.  Tobey  won  by  a  slim 
margin  of  1,127  votes. 

Following  the  count  of  ballots, 
Mr.  Powell  demanded  a  recount. 
He  had  assailed  Sen.  Tobey  during 
the  campaign  for  the  latter's  "too 
liberal"  policies  and  "Truman  Re- 
publicanism." 

In  the  state  of  Washington,  Sen. 
Warren  Magnuson,  third  ranking 
Democratic  member  of  the  Senate 
committee,  was  unopposed  for  the 
Democratic  nomination. 


WFBR-FM  Closes 

WFBR-FM  Baltimore,  which  began 
operations  Nov.  28,  1948,  suspended 
operations  Sept.  9.  The  announce- 
ment was  made  by  John  E.  Surrick, 
vice  president  and  general  man- 
ager, who  said  the  move  was  dic- 
tated by  lack  of  interest  in  FM  on 
the  part  of  the  public. 


WINS 

k       50KW    New  York 
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NARBA  TALKS 


U.S.  Delegates  Not  Optimistic 


NEGOTIATIONS  for  a  new 
NARBA  treaty  were  still  in  the 
perimeter  stages  late  last  week 
after  a  series  of  informal  con- 
ferences and  committee  meetings 
which  left  U.  S.  delegates  "un- 
optimistic"  about  the  prospects  of 
final  agreement. 

The  week — second  since  the  con- 
ference   resumed    in  Washington 
j  Sept.  6  [Broadcasting,  Sept.  11] — 
was  devoted  to  informal  meetings 
j  among  delegations  of  the  six  par- 
j  ticipating  nations,  plus  a  heavy 
j  round  of  committee  sessions, 
i      The  respective  positions  of  the 
participating   countries   were  ex- 
plored in   the   informal  sessions, 
but  the  heavy  task  of  working  out 
acceptable   engineering  standards 
and  negotiating  satisfactory  alloca- 
jl  tions  of  channels  among  the  vari- 
i  ous  nations  had  not  been  started 

on  a  conference  level, 
jj  The  differences  between  the  U. 
I  S.  and  Cuba,  which  blocked 
achievement  of  a  new  NARBA  at 
the  Montreal  sessions  last  fall  and 
winter  and  could  not  be  resolved  in 
subsequent  bilateral  discussions  in 
Havana  early  this  year,  appeared 
to  many  delegates  to  be  little  nearer 
solution  now  than  they  were  at 
Montreal. 

The     initial     discussions  with 


ABC 

*  ^  1080 

Kilocycles 


Mexican  delegates  indicated,  it 
was  understood,  that  Mexico's  re- 
quests are  substantially  unchanged 
from  those  she  advanced  during, 
and  subsequent  to,  the  1947  pre- 
NARBA  engineering  conference. 
These  reportedly  involve  insistence 
upon  rights  to  four  additional 
channels  below  1000  kc — 540  kc, 
which  she  already  is  using,  and 
three  others  for  which  it  is  believed 
she  might  exchange  existing  higher- 
frequency  rights  or  which  she 
might  accept  on  a  "sharing"  basis 
with  stations  in  the  U.  S. 

Mexican  Cooperation  Seen 

In  what  observers  took  to  be  an 
indication  of  Mexico's  desire  to 
work  out  mutually  satisfactory  ar- 
rangements, Mexican  authorities 
reported,  meanwhile,  that  XENT 
Nuevo  Laredo — whose  operation  on 
1550  kc  had  been  the  subject  of 
official  State  Dept.  protests — has 
been  taken  off  the  air.  The  border 
station's  interference  with  KENT 
Shreveport,  La.,  has  been  singled 
out  for  attacks  by  Rep.  Overton 
Brooks  (D-La.)  in  Congressional 
speeches  [Broadcasting,  Aug.  7]. 

The  Conference's  Juridical  Com- 
mittee, under  the  chairmanship  of 
Jose  Ramon  Gutierrez,  head  of  the 
Cuban  delegation,  undertook  at 
Mexico's  request  to  make  a  para- 
graph-by-paragraph review  of  doc- 
uments previously  adopted  to 
govern  procedure,  and  was  reported 
to  be  progressing  more  swiftly 
than   many    authorities    had  ex- 

WGAR  SALES 

Garfield,  Forker  Named 

JOHN  B.  GARFIELD,  member  of 
the  WGAR  Cleveland  sales  staff 
since  1940,  has  been  named  sales 
manager  of  the  CBS  outlet,  accord- 
ing to  a  joint  announcement  by 
John  F.  Patt,  president,  and  Carl 
E.  George,  vice  president  and  gen- 
eral manager.     It  also  was  an- 


BALANCED  PROGRAMING 

for  better  listening, 
more  listeners 

WK^LO 

Louisville,  Ky. 

JOE    EATON,  MGR. 
Represenfed  Nationally  by 
JOHN    BLAIR   &  CO. 


Mr.  Garfield 

nounced  that  Robert  B.  Forker  has 
been  .appointed  regional  sales  man- 
ager. 

Mr.  Garfield,  oldest  member  of 
the  WGAR  sales  staff  in  point  of 
service,  is  a  native  of  Cleveland 
and  a  graduate  of  Kenyon  College. 
Prior  to  joining  WGAR  he  was 
with  WIBX  Utica,  N.  Y.;  WHK 
Cleveland,  and  WBAX  Wilkes- 
Barre.  He  served  in  the  Navy  and 
OSS  during  the  war. 

Mr.  Forker  also  attended  Kenyon 
College  and  was  with  Cleveland 
newspapers  before  joining  WGAR 
in  1942. 


pected.  Mexico's  desire  to  re-ex- 
amine the  procedural  plans  ap- 
parently stemmed  from  her  non- 
participation  in  the  Montreal  con- 
ference where  they  were  adopted. 

No  further  plenary  sessions  have 
been  scheduled.  The  only  one  t':us 
far  was  that  which  opened  the 
Washington  phase  of  the  confer- 
ence. Commander  C.  P.  Edwards, 
Canadian  deputy  minister  of  trans- 
port, is  conference  chairman,  FCC 
Comr.  Rosel  H.  Hyde  is  chairman 
of  the  U.  S.  delegation.  U.  S. 
spokesmen  in  the  Juridical  Com- 
mittee were  Joseph  M.  Kittner, 
assistant  to  the  FCC  general  coun- 
sel, and  Benito  Gaguine,  legal  as- 
sistant to  Comr.  Hyde. 

The  conference's  Technical  Com- 
mittee, under  Comr.  Hyde,  con- 
vened to  organize  and  make  work 
assignments. 


WICA  SUIT 


Alleges  Contract  Breach 

WICA  Ashtabula,  Ohio,  filed  suit 
against  WWSW  Pittsburgh  and 
WEBR  Buffalo  last  week,  seeking 
$18,425.33  for  alleged  breach  of 
contract. 

WICA  claimed  this  amount  re- 
mains due  under  a  contract  in 
which  WWSW  and  WEBR  agreed 
to  reimburse  WICA  for  the  addi- 
tional cost  of  installing  a  four- 
tower  directional  array  which 
would  permit  all  three  stations  to 
operate  on  970  kc. 

The  contract,  WICA  said,  was 
the  outgrowth  of  a  1946-47  FCC 
proceeding  when  WICA  was  seek- 
ing to  go  from  daytime  to  fulltime 
on  970  kc  and  operate  with  5  kw 
day  and  1  kw  night,  and  the  other 
stations  were  seeking  to  move  to 
970  kc  from  other  frequencies  and 
operate  with  5  kw  fulltime,  direc- 
tionalized.  Installation  of  a  four- 
tower  rather  than  two-tower  array 
by  WICA  was  necessary  to  accom- 
modate WWSW  and  WEBR,  the 
Ashtabula  station  noted. 

WWSW  and  WEBR  agreed  to 
pay  WICA  $25,000  when  all  three 
applications  were  granted  and  in 
addition  to  reimburse  WICA  for 
the  cost  of  its  four-tower  array  in 
excess  of  the  $20,000  estimated  cost 
of  the  two-tower  array  it  had 
planned,  according  to  the  com- 
plaint. 

WICA  said  the  $25,000  was  paid 
after  the  grants  were  made  but 
that  the  stations  had  since  paid 
only  $4,884.92  against  a  total  addi- 
tional expense  of  $23,310.25,  so  that 
$18,425.33  remains  due.  WWSW 
and  WEBR  have  refused  to  arbi- 
trate, the  complaint  charged. 

The  suit  was  filed  by  Eliot 
Lovett,  counsel  for  WICA,  in  the 
U.S.  District  Court  for  the  District 
of  Columbia  last  Wednesday. 
WWSW  and  WEBR  have  20  days 
in  which  to  reply. 


WSJS 


231,480  Radio  Homes  (Day) 
238,680  Radio  Homes  (Night) 

(0.5Mv/M  contours) 


WINSTON-SALEM 

AM.FM 
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TEXAS  QUALITY  NETWORK  group  at  Sept.  7  soles  meeting  (1  to  r):  Martin 
Campbell,  WFAA  Dallas;  Cecil  Beaver,  KTBS  Shreveport;  Hugh  Halff,  WOAI 
San  Antonio;  Jack  Harris,  KPRC  Houston. 


District  8 

(Continued  from  page  28) 

apolis,  and  seconded  by  Mr.  Lin- 
dow.  Mr.  Bitner  retired  last 
spring  as  District  8  director. 

At  the  conclusion  of  the  Thurs- 
day session  Director  Higgins  ob- 
served that  "anything  done  to  kill 
the  injection  of  the  new  spirit  ad- 
ministered by  BAB  last  year 
would  be  disastrous  to  the  in- 
dustry." 

Earlier  in  the  day  NAB  Presi- 
dent Justin  Miller  discussed  NAB's 
defense  role  and  asked  broad- 
casters to  duplicate  "their  mag- 
nificent voluntary  efforts  of  World 
War  II." 

Cites  Progress 

Judge  Miller  said  he  was  im- 
pressed by  two  things  during  the 
current  series  of  district  meetings. 
First,  he  said,  broadcasters  are 
concerning  themselves  with  one 
basic  problem  essential  to  their 
economic  well-being,  the  creation 
of  a  new  and  independent  sales 
organization. 

Second,  he  continued,  for  the 
first  time  in  his  tenure  as  presi- 
dent an  illustrated  summary  of 
NAB's  contributions  to  members 
was  being  presented  at  each  ses- 
sion. He  referred  to  a  slide-film 
presentation  drawn  up  by  Robert 
K.  Richards,  NAB  public  affairs 
director,  and  his  assistant,  Jack 
Hardesty.  The  film  dramatically 
shows  detailed  operations  of  each 


department  and  it  has  been  de- 
scribed as  a  powerful  stimulus  in 
bringing  new  members  into  the 
association. 

Asked  if  NAB  would  take  any 
action  against  pro-Communists  in 
the  industry.  Judge  Miller  said  it 
was  in  anticipation  of  disclosures 
like  those  in  "Red  Channels"  that 
persuaded  NAB  to  contact  the 
Federal  Bureau  of  Investigation. 
Asked  if  broadcast  personnel  can 
be  deferred  from  the  draft  be- 
cause a  station  is  essential,  he 
said:  "For  the  very  reason  a  man 


is  essential  to  you  as  a  broad- 
caster, he  will  be  essential  to  the 
government  in  the  war  effort." 


EARLY  LUNCHEON 

But  NAB  Group  Hears  Organ 


NAB  District  14  delegates  had  an 
early  luncheon  last  Monday  at  their 
Glenwood  Springs,  Col.,  meeting. 

Only  available  electric  organ  was 
borrowed  from  a  local  mortuary 
but  it  had  to  be  returned  for  an 
early  afternoon  funeral.  Lloyd  E. 
Yoder,  KOA  Denver,  needed  the 
organ  for  his  station's  orchestra 
which  provided  luncheon  entertain- 
ment. 

After  the  Eddy  Rogers  orchestra 
had  performed,  the  organ  was 
trucked  back  to  the  mortuary.  Then 
it  was  trucked  back  to  the  Colo- 
rado Hotel  for  KOA's  feed  to  NBC, 
arriving  just  five  minutes  before 
air  time.  The  Rogers  group  also 
played  for  dancing  in  the  evening. 
Rex  Howell  received  permission 
from  Mr.  Yoder  to  put  a  remote 
on  his  new  KGLN  Glenwood 
Springs,  with  William  C.  Grove, 
KFBC  Cheyenne,  Wyo.,  district  di- 
rector, setting  up  the  remote  equip- 
ment. 


Use  Editorials 

(Continued  from  page  28) 

a  separate  service. 

Instead  of  the  usual  two-day  dis- 
trict meeting  agenda,  the  mountain 
station  group  devoted  a  third  day 
to  workshop  sessions  with  A.  G. 
Meyer,  KMYR  Denver,  as  chair- 
man. Mr.  Robischon  offered  a  se- 
ries of  programming  success  stories 
and  Frank  Bishop,  KFEL  Denver, 
told  of  proposals  for  daylight  sav- 
ing time  in  the  district.  Like  other 
speakers,  they  led  delegate  discus- 
sions of  their  assigned  topics. 

James  Russell,  KVOR  Colorado 
Springs,  discussed  legislative  prob- 
lems. George  Cory,  KUBC  Mon- 
trose, Col.,  spoke  on  "University 
and  High  School  Payoffs,"  citing 
the  growing  severity  of  this  prob- 
lem. Douglas  D.  Kahle,  KCOL  Fort 


District  14  Registration 
Glenwood  Springs,  Col. 


Bailey.  John  R.  Jr.,  KVOC  Casper, 
Wyo  :  Bishop,  Frank,  KFEL  Denver; 
Brader.  Charlotte,  KOJM  Havre, 
Mont.;  Bradshaw,  Justin,  KLMR  La- 
mar Col,;  Cain,  Claude  and  Mrs.  Cain, 
KWEI  Weiser,  Ida.;  Carroll,  Jim,  and 
Mrs  Carroll,  KWYO  Sheridan,  Wyo.; 
Clark,  K.,  KBID  Burley,  Ida,;  Clemens, 
Lou,  KLIX  Twin  Falls,  Ida.;  Corey, 
George,  KVBC  Montrose,  Col,;  Crouch, 
Dee  B.,  KDZA  Pueblo,  Col.;  Davison, 
Walter  B.,  Lang-Worth,  Hollywood; 
Dixon,  Paul  S,,  KSL  Salt  Lake;  Do- 
herty,  Richard  P.,  NAB  Washington; 
Dolberg,  Glenn,  BMI  New  York;  Ek- 
rem,  T.  C,  KVOD  Denver;  Ellis,  Bob, 
KGHF  Pueblo,  Col.;  Ernst,  Joe,  KWOR 
Worland,  KWRL  Riverton,  KGOS  Tor- 
rington,  Wyo.;  Ernst,  Mildred  V., 
KWRL  Riverton,  Wyo. 

Fletcher,  Henry  H.  and  Ruthe  A,, 
KSEI  Pocatello,  Ida,;  Gardner,  Flor- 
ence M.,  KTFI  Twin  Falls,  Ida,;  Gart- 
land.  Bill,  RCA,  Hollywood;  Gitz,  Jean, 
KRDO  Colorado  Springs,  Col.;  Goetz, 
Jack,  KFXJ  Grand  Junction,  Cel.; 
Hagenah,  Standard  Radio,  Chicago; 
Hamilton,  Ray  V,,  Blackburn-Hamilton 
Co,,  San  Francisco;  Hamstreet,  James 
L,,  KAVR  Havre,  Mont.;  Hardy  Ralph 
W.,  NAB  Washington;  Hart,  Lee,  BAB 
New  York;  Haslam,  John,  KPRK  Liv- 
ingston, Mont.;  Haverlin,  Carl,  BMI 
New  York;  Hawkins,  Lew,  AP  Denver; 
Hecker,  Con,  KVOD  Denver;  Heyborne, 
Robert  L.,  KSUB  Cedar  City,  Utah; 
Higleer,  Arthur  L,,  KSUB  Cedar  City, 
Utah;  Hilton,  M,  Henry,  KNEV  Provo, 
Utah;  Hinman,  Jack  F.,  KPRK  Living- 
ston, Mont,;  Howell,  Thomas,  Howell, 
Mr.  &  Mrs.  Rex,  KFXJ  Grand  Junction, 
KGLN  Gleenwood  Springs,  Col. 

Jadassohn,  K.  A,,  SESAC,  New  York; 
James,  Clo  B.  and  James,  Vir  N., 
KVRH  Salida,  Col,;  Johnson,  Howard, 
KNAK  Salt  Lake,  Utah;  Johnston, 
George  W.,  SESAC,  New  York;  Kahle, 
Douglas,  KCOL  Fort  Collins,  Col.;  Mc- 
Adam,  Paul,  KPRK  Livingston,  Mont.; 
McAllister,  Bert,  KRPL  Moscow,  Ida.; 
Mclntyre,  Frank  C,  KLIX  Twin  Falls, 
Ida.;  Marquardt,  M.,  World  Broadcast- 
ing System;  Mayer,  Bud,  U.  of  Denver; 
Meyer,  Al  G.,  KMYR  Denver;  Meyer, 
Elwood,  KYOU  Greeley,  Col,;  Mott, 
Bob,  U.  of  Denver;  Newman,  Dick, 
RCA,  San  Francisco;  Nybo,  Ken, 
KBMY  Billings,  Mont.;  O'Brien,  R.  E,, 
and  Mrs.  O'Brien,  KIUP  Durango,  Col. 

Paul,  S.  J.,  Broadcasting,  New  York; 
Peacock,  Frank,  KSVC  Richfield,  Utah; 
Petersen,  Gloria,  KGFM  Boise,  Ida.; 
Petersen,  Harry,  and  Mrs.  Petersen, 
KOTA  Rapid  City,  S.  D.;  Petersen, 
James  A.,  KMUR  Murray,  Utah;  Peter- 
sen, Milo,  KGEM  Boise,  Ida.;  Robis- 
chon, Franz  J.,  KBMY  Billings,  Mont.; 
Robrer,  Joe,  KRDO  Colorado  Springs., 
Col.;  Russell,  Jim,  KVOR  Colorado 
Springs,  Col.;  Samuels,  Rosa  Lee, 
KFXJ  Grand  Junction,  Col.;  Shaf- 
fer. Dorothy  Anne,  KLMR  Lamar,  Col.; 
Shaffer,  Russel,  KBOL  Boulder,  Col,; 
Stevens,  Don,  KLMR  Lamar,  Col. 

Teegarden,  Lewis,  Standard  Radio, 
Hollywood,  Terry,  Hugh  B,,  KLZ  Den- 
ver; Tessman,  Abbott,  KEXO  Grand 
Junction.,  Col.;  Thomas,  E.  Anson, 
KFXJ  Grand  Junction;  Varnum,  Walt, 
RCA  Kansas  City,  Mo.;  Walker,  Le- 
land  E.,  KJAM  Vernal,  Utah;  Ward, 
Lorin  L.,  KID  Idaho  Falls,  Ida.;  War- 
ner, Bill,  KSVC  Richfield,  Utah;  Went- 
worth.  Ralph  C,  BMI,  New  York;  Wil- 
liams A.  N.,  U,  of  Denver;  Yoder, 
Lloyd  E.  and  Mrs.  Yoder,  KOA  Den- 
ver. 


RCA  Unit  Moves 

NEW  YORK  headquarters  of  the 
RCA  International  Div.,  Radio 
Corp.  of  America,  formed  in  1945, 
moves  effective  Sept.  18  from  745 
Fifth  Ave.  to  the  RCA  Bldg.  in 
Radio  City.  New  telephone  will  be 
JU  6-3800. 


Collins,  Col.,  went  into  the  rate- 
cutting  problem.  Mr.  Ellis  handled 
department  stores  and  their  reac- 
tions. Mr.  Kemp's  topic  was  mili- 
tary service  in  relation  to  station 
employes.  Mrs.  Mildred  V.  Ernst, 
KWRL  Worland,  Wyo.,  discussed 
lotteries  and  giveaways. 
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region! 

CKLW  wiih  59,000  watt  power  is  hitting  an  au- 
dience of  17,000,000  people  in  a  5  state  region. 
This  mighty  power,  coupled  with  the  LOWEST 
RATE  OF  AIVY  MAJOR  STATION  IN  THIS 
REGION  means  that  you  get  more  for  every 
dollar  you  spend  in  this  area  when  you  use 
CKLW — plan  your  Fall  schedule  on  CKLW  now! 

Adam  J.  Young,  Jr.,  Inc. 
National  Rep. 


J.  E.  Campeau 
President 
» 

Guardian  Building 
Detroit  26 
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AUDIENCE  MEASUREMENT 


Harvard  Advertising  Study  Issued 


A  "SIGNIFICANT"  method  of 
evaluating-  an  advertising  medium 
is  the  average  audience  it  can  de- 
liver per  dollar  invested. 

This  is  the  salient  point  made  in 
"Measurement  of  Advertising 
Audiences,"  an  article  printed  in 
the  September  issue  of  the  Har- 
vard Business  Review. 

Authors  of  the  article,  which  is 
based  on  their  forthcoming  book. 
Advertising  Psychology  and  Re- 
search, are  Darrell  B.  Lucas,  di- 
rector of  personnel,  McCann-Erick- 
son  Inc.,  and  Steuart  Hender- 
son Britt,  research  consultant  to 
BBDO. 

The  study  of  audience  measure- 
ment is  designed  to  "help  adver- 
tisers understand  the  factual 
claims  which  are  presented  by  the 
various  media  ,  .  ." 

To  accomplish  this  end,  the  au- 
thors present  a  detailed  back- 
ground of  the  measures  of  circula- 
tion, of  media  audiences  and  of 
broadcast  coverage.  They  point 
out  that  early  emphasis  in  the 
radio  industry  was  upon  sale  of 
sets  and  on  areas  of  adequate 
broadcast  signal  strength.  But, 
they  emphasize,  there  is  need  for 
some  procedure  to  provide  infor- 
mation comparable  with  that  of  the 
Audit  Bureau  of  Circulations  which 
appraises  the  circulation  of  publi- 
cations. 

Coverage  Definition 

A  "second  stage  of  media  evalu- 
ation," according  to  the  article  is 
the  definition  of  coverage  of  all 
media  in  terms  of  numbers  of  peo- 
ple— people  who  actually  read  a 
newspaper  or  magazine  and  who 
listen  to  or  view  programs. 

This  discussion  is  followed  by  a 
case  history  of  each  medium's 
progress  along  the  measurement 
path.  Explained  and  analyzed  are 
the  growth  and  development  of  such 
audience  research  firms  as  C.  E. 
Hooper  Inc.,  the  A.  C.  Nielsen  Co. 
and  BMB. 

Upon  evaluating  the  size  of  au- 
diences of  the  various  media,  the 
article  states,  the  advertiser  should 
bear  in  mind  such  related  factors 
as  degree  of  impact  and  the  num- 
ber of  people  that  can  be  im- 
pressed. 

According  to  the  article,  the  field 
in  which  the  most  "progress  is 
needed"  is  in  the  "third  stage  of 
media  evaluation,  in  which  the  ad- 
vertising audience  per  dollar  is 
computed."  While  this  "stage"  is 
the  most  significant,  it  is  also  ex- 
ceedingly complex,  txie  authors  find. 

Problems  of  audience  accumula- 
tion and  duplication — measure  of 
audience  increased  by  each  succeed- 
ing issue  of  a  publication  or  broad- 
cast, overall  audience  increased 
when  one  medium  is  combined  with 
the  other,  total  audience  of  a  spe- 
cific advertisement  or  series,  repe- 
tition of  impressions  exposed  two 
or  three  times — are  posed  as  ques- 


tions in  audience  measurement. 

A  study  of  overlapping  audi- 
ences, applicable  to  most  media, 
would  not  be  practical  in  broad- 
cast media,  the  authors  explain. 
Reason  is  that  "integrated  commer- 
cials cannot  readily  be  separated 
from  the  structure  of  sponsored 
programs."  Furthermore,  spon- 
sored radio  and  television  pro- 
grams also  reflect  valuable  good- 
will to  sponsors — a  value  which 
cannot  be  ignored  in  appraising 
advertising  effectiveness  of  the 
media. 

Suggestion  by  the  authors  is  that 
advertisers  demand  more  work  on 
the  "fundamental  problem  of  size 
of  adversiting  audience." 


HARRE  ELECTED 

Heads  Chicago  Radio  Club 

ARTHUR  F.  HARRE,  general 
manager  of  WJJD  Chicago,  was 
elected  president  of  the  Chicago 
Radio  Management  Club  Wednes- 
day at  the  open- 
ing luncheon  ses- 
sion of  the  1950- 
51  season.  He 
succeeds  Roy  Mc- 
Laughlin, c  o  m  - 
mercial  manager 
of  WENR-AM- 
TV  (ABC). 

Other  officers 
include  Lloyd 
Griffin,  vice  pres- 
Mr.  Harre  ident  in  charge 
of  the  Chicago  office  of  Free  & 
Peters,  first  vice  president;  Russell 
Tolg,  radio  and  television  director, 
BBDO,  second  vice  president;  Kay 
Fisher,  salesman,  John  Pearson 
Co.,  secretary,  and  Lois  Thompson, 
salesman,  Robert  Meeker  &  Assoc., 
treasurer.  Trustees  elected  for 
two-year  terms  are  Carol  Perel 
Colby,  timebuyer,  Arthur  Meyer- 
hoff,  and  Frances  Velthuys,  time- 
buyer,  Price,  Robinson  &  Frank. 

Mr.  McLaughlin,  after  election 
of  officers,  suggested  that  the  radio 
group  and  the  Chicago  Television 
Council  should  merge  because  of 
"common  interests."  Although  this 
suggestion  was  not  made  as  a 
formal  motion,  it  is  expected  the 
proposal  will  be  studied. 


WHHH  Salaries 

ANNOUNCERS  of  WHHH  War- 
ren, Ohio,  were  receiving  $60  a 
week  when  they  went  on  strike 
with  engineers,  according  to  the 
station,  which  was  shut  down 
Aug.  28  when  IBEW  employes 
went  on  strike.  Engineers  had 
been  offered  $60  per  week  three  or 
four  weeks  before  the  strike,  ac- 
cording to  the  station.  In  the 
Sept.  11  Broadcasting  it  was  er- 
roneously stated  that  WHHH  en- 
gineers and  announcers  were  re- 
ceiving $50  a  week. 


the  standard 
of  comparison 
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mm  rODAy  for  "ziv-planned"  selling  aids,  AUDITIi 


OTHER  FAMOUS  ZIV  QUALITY  SHOWS  • 


★  THE  CISCO  KID 

★  CALLING  ALL  GIRLS 

★  PHILO  VANCE 


*  PLEASURE  PARADE 

*  OLD  CORRAL 
if  MANHUNT 


-k  WAYNE  KING  SHOW 

*  KORN  KOBBLERS 

*  LIGHTNING  JIM 


if  BARRY  WOOD  SHOW 
if  DEAREST  MOTHER 
*  FORBIDDEN  DIARY 


*  FAVORITE  STORY 
if  GUY  LOMBARDO  5 
if  BOSTON  BLACKIE 


AMERICA'S  MOST  POPULAR  MR.  &  MRS.  SHOW! 


WSB...5.3''-*-9«-lfl"A, 
WKRC..7.6'  r;.'  1"-1*P, 

Highest  rated  program  in  its  time  period 


*C.  E.  HOOPER 


CONLON 


Reports  Ad-Director  Ruth  Corbett  of 

YOUNKER'S  DEPARTMENT  STORE 

Sioux  City,  Iowa 

"I  thought  'Meet  the  Menjous'  was  good  when  we  decided  to 
use  it  for  the  appliance  department,  but  I  didn't  know  quite  how 
good.  In  the  past  year  we  have  more  than  doubled  our 
volume  for  this  department." 


N  DISCS,  AND  LOCAIR'^- 


EASY  ACES 

*  CAREER  OF  ALICE  BLAIR 

*  SONGS  OF  GOOD  CHEER 


*  SINCERELY,  KENNY  BAKER 

*  SHOWTIME  FROM  HOLLYWOOD 


editorial  «|/ 


Smoke  Gets  In  Your  Ears 

RADIO  this  fall  may  be  going  up  in  smoke,  but 
not  in  the  way  some  of  radio's  decriers  have 
suggested. 

As  is  related  elsewhere  in  this  issue  cigarette 
makers  will  be  spending  whopping  sums  in 
what  one  of  them — Brown  &  Williamson — 
has  described  as  "the  best  buy  in  the  media 
field,"  AM  radio. 

Indications  are  that  other  categories  of  ad- 
vertisers will  be  placing  record  volume  of 
business  on  radio  too.  Spot  volume  this  year 
has  been  estimated  to  surpass  that  of  last 
year  by  at  least  10%.  Network  volume  cer- 
tainly will  hold  its  own. 

These  are  not  the  records  of  a  disintegrating 
medium.  It  looks  as  though  radio  is  destined 
to  live  to  a  ripe  and  solvent  old  age. 


This 


War 


Business 


AMERICA  has  entered  a  new  economic  era. 
It  isn't  as  stringent  as  that  of  those  roaring 
forties  of  World  War  II,  when  price  controls 
covered  virtually  all  consumer  essentials  and 
when  ersatz  was  the  order. 

Consumer  credit  controls  are  here.  If  the 
war  eff'ort  intensifies,  stricter  measures  will  be 
ordained.  President  Truman,  so  far,  has  pre- 
scribed rather  moderate  restrictions  under  his 
new  emergency  powers.  There  will  be  in- 
creased taxes.  A  new  Economic  Stabilization 
Agency  is  formed.  Price  and  wage  controls 
could  come  anytime — but  probably  won't  until 
after  the  November  elections,  and  then  only 
if  the  war  menace  increases  and  if  voluntary 
measures  fail. 

These  events  affect  radio  both  as  a  business 
and  as  a  medium.  During  World  War  II  it 
was  conclusively  established  that  radio  held 
first  place  as  the  news  disseminating  medium. 
President  Truman  used  radio  and  TV  in  a 
simulcast  on  Sept.  9  to  announce  the  first 
moves  toward  wartime  controls.  This  again 
underscores  the  reliance  placed  upon  the  radio 
media  as  the  means  of  reaching  the  collective 
American  fireside. 

Business  men  are  concerned  over  the  tighter 
economy  ahead.  They  see  ominous  visions  of 
the  OPA,  of  material  shortages,  and  perhaps 
of  declining  business  because  of  consumei 
credit  controls.  They  inevitably  think  of  cut- 
ting sales  staffs  and  of  reducing  advertising, 
since  that  which  they  may  have  to  sell  will 
be  in  demand  anyway. 

Actually,  most  businesses  prospered  during 
World  War  II.  Their  fears  were  ill-founded. 
They  learned  that  they  had  to  sell  and  sell  and 
advertise  and  advertise  to  keep  brand  names 
alive. 

The  wise  businessman  will  profit  from  those 
World  War  II  lessons.  He  will  accelerate 
rather  than  decrease  his  advertising.  He  will 
extoll  the  value  of  his  available  products.  He 
won't  be  able  to  feature  the  long-term  credit 
inducement.  He  will  seek  to  maintain  his 
prestige. 

And  the  wise  broadcast?r  and  telecaster  will 
!^ear  himself  for  the  kind  of  selling  approach 
'lictated  by  the  new  economy.  Brand  names 
inust  be  protected.  The  forces  that  always 
work  toward  grade-labelling  whenever  products 
-  re  in  short  supply  must  be  thwarted  again. 
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There  may  be  a  windfall  as  a  result  of  in- 
creased taxes  and  obviously  upcoming  excess 
profits  taxes.  This  business  is  welcome,  but 
not  basic.  Old-line  firms — local  as  well  as  na- 
tional— must  maintain  their  reputations.  The 
broadcaster-telecaster  must  take  care  of  his 
long-time  customers  first,  and  fit  in  the  tax- 
spender  v/here  he  can  accommodate  him  with- 
out pushing  around  the  regular  customer. 

There  are  no  signs  yet  of  over-the-transom 
business.  But  even  if  it  does  come,  the  prudent 
seller,  like  the  prudent  buyer,  will  hit  as  hard 
as  ever  to  keep  his  old-line  business. 


-  our  respects  to: 


Look  Sharp,  Be  Sharp 

THE  World  Series  television  arrangements 
negotiated  by  Gillette  Safety  Razor  Co.  were 
just  about  as  sharp  as  Gillette's  blue  blades 
which,  as  everyone  knows,  have  the  sharpest 
edges  ever  honed. 

As  a  result  of  the  deal,  the  established  rate 
structures  and  standards  of  practice  in  the 
television  field  are  now  cut  and  bleeding. 

The  record  shows  that  Gillette  was  willing 
to  pay  $800,000  cash  to  buy  the  rights  to  the 
Series  from  organized  baseball  but  not  to  pay 
a  thin  dime  for  time  and  facilities  to  telecast 
the  games.  Indeed  Gillette  even  managed  to 
get  three  networks  to  pay  $50,000  each  to 
Gillette  for  the  privilege  of  carrying  the  Series 
and  to  underwrite  all  transmission  costs  as 
well. 

The  further  agreement  by  the  three  partici- 
pating networks  to  reimburse  affiliated  stations 
for  a  total  of  four  hours  of  time  is  of  trans- 
parent motivation.  The  networks  were  aware 
that  a  repetition  of  last  year's  World  Series 
pool,  for  which  stations  were  paid  nothing, 
would  arouse  an  uncomfortable  tumult  among 
affiliates. 

It  is  difficult  to  avoid  the  speculation  that 
the  networks  believed  the  minimum  gesture 
they  could  make  to  assure  an  adequate  number 
of  affiliates  for  the  1950  games  was  to  reim- 
burse them  for  four  hours  of  time,  which,  of 
course,  is  better  than  no  reimbursement  at  all. 

The  question  arising  from  the  precedents 
set  by  the  Gillette  World  Series  deal  is:  What 
is  to  stop  other  sponsors  from  making  similar 
demands? 

Granted  the  World  Series  is  an  event  of 
wide  audience  appeal,  it  still  is  not  so  unique 
as  to  be  in  a  class  by  itself  as  an  advertising 
feature.  Would  it  be  illogical  for  the  sponsor 
of  some  other  highly-rated  television  show — 
say,  Milton  Berle's  Texaco  Star  Theatre — to 
follow  the  Gillette  example  and  request  a  net- 
work not  only  to  carry  the  program  free  of 
charge  but  also  to  contribute  to  its  cost  of 
production? 

At  times  the  ratings  of  the  Berle  show  have 
been  as  high  as  the  ratings  Gillette  can  expect 
to  get  from  the  Series  telecasts;  so  it  could 
be  argued  with  some  consistency  that  Mr. 
Berle  was  an  event  of  unique  public  interest 
too  and  therefore  entitled  to  the  same  consid- 
eration as  the  World  Series. 

Baseball  may  be  the  national  pastime,  but 
it  is  also  a  commercial  enterprise.  When  tele- 
vision rights  to  the  World  Series  are  bought 
by  Gillette  Safety  Razor  Co.  for  the  sole  pur- 
pose of  advertising  its  products,  such  telecasts 
are  certainly  commercial. 

The  accepted  commercial  practices  of  the 
television  medium  should  be  applied  as  strictly 
to  the  Gillette  World  Series  business  as  to  the 
advertising  purchases  of  an  oil  company  that 
sponsors  a  comedian  or  a  soap  maker  that 
sponsors  a  news  show. 

Television  is  a  big  boy  now.  It  ought  to 
be  able  to  shave  without  cutting  itself. 


H  QUENTON  COX 

THE  'MALE'  delivered  to  postmaster  and 
postmistress.  Roy  and  Grace  Cox,  March 
29,  1906,  at  Murdock,  Neb.,  received  a 
hearty  welcome  and  was  promptly  tagged  H 
Quenton  Cox.  Nothing  about  the  little  package 
indicated  that  he  was  slated  to  become  general 
manager  of  KGW  Portland,  Ore.,  the  5  kw, 
NBC  outlet  on  620  kc. 

Now  that  he  is  in  a  position  to  speak  for 
himself,  Mr.  Cox  says,  he  prefers  to  be 
called  just  plain  "Q,"  and  explains  the  H  in 
his  name  (without  the  period)  does  not 
stand  for  Horatio  or  any  other  moniker,  but 
in  postal  jargon  is  just  a  "dead  letter." 

Mr.  Cox  attended  Willamette  U.  at  Salem, 
Ore.,  taking  a  pre-medicine  course  but  forsook 
materia  medica  for  the  fourth  estate.  He  joined 
the  staff  of  the  Oregonian  as  a  classified  sales- 
man. This  position  ended  abruptly  when  young 
Cox  refused  to  accept  a  $2.50  raise  in  lieu  of 
( Continued  on  page  71 ) 

Static  and.  Snour 

By  AWFREY  QUINCY 

Some  Enchanted  Ixnay 

Some  enchanted  Sunday,  Saturday,  or  Monday, 
May  be  in  December,  or  may  be  not  till  June, 
The  dear  FCC  will  split  four  to  three 
And  settle  the  problem  of  color  TV. 

Some   enchanted    Wednesday,    a  get-ofif-the- 
fence  day. 

Frames  will  come  in  color  across  the  crowded 
air. 

In  color,  but  whose?  The  choices  are  three. 
Which  system  will  triumph?  Which  ones  will 
it  be? 

Will  it  be  compatible  designed  to  make  ends 
meet? 

Or  will  it  be  combatible  and  make  things 
ob-so-lete? 

Some  enchanted  Friday  may  be  CTI  day. 
Or  a  flying-high  day  for  all  at  RCA: 
Or  final  success  will  crown  CBS. 
But  when  this  will  happen  is  anyone's  guess. 
"Noise"  will  be  purple,  "ghosts"  will  be  pink, 
"Snow"  will  be  yellow,  BOOKS  IN  SCARLET 
INK. 
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A.  Harris  &  Co.,  outstanding  Dallas  advertiser,  rec- 
ognizes the  programming  dominance  of  WFAA-TV 
and  has  bought  five  quarter  hours  weekly  for  52  weeks 
on  Dallas'  channel  eight  station. 


820ICC-NBe  «  570iCC-Aie 

TEXAS  QUALITY  NETWORK 
Radio  Service  of  the  DALLAS  MORNING  NEWS 


•  REPRESENTED  NATIONAUY  BY   EDWARD  PETRY  &  CO,,  INC. 


!|      W  HERE     YOUR     A  D  V  E  R  TISIN  G 

DOLLAR     BUYS     MORE  .  . 

:  WFAA  1 

Martin  Bi  Campbell,  General  Manager  ^. 

CHANNEL  EIGHT...; 

DuMont,  Paromoont  network  affiliations  now  .  •  .  NBC,  ABC  soon  5 
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GEORGE  RALSTON,  general  manager  WRMN  Elgin,  111.,  to  presi- 
dent Chicago  Perimeter  Broadcasting  Assn.  (WRMN  WJOL  Joliet, 
WJOB  Hammond,  WKRS  Waukegan).    JOSEPH  KIRBY,  general 
manager  WKRS,  to  secretary-treasurer  of  association. 

H.  E.  RIDALLS,  business  manager  KRSC  Seattle,  to  station  manager. 
WILLIAM  L.  SIMPSON,  Frederic  W.  Ziv  Co.,  to  commercial  manager 
KRSC. 

BILL  FAIRLEY,  commercial  manager  KFDA  Amarillo,  Tex.,  to  gen- 
eral manager. 

GRANT  POLLOCK,  manager  KVON  Napa,  Calif.,  to  general  manager 
KXOB  Stockton,  succeeding  KEITH  PINION,  who  moves  to  KXOA 
Sacramento  as  coordinator  in  general  sales.  KXOB  and  KXOA  are 
Dellar  stations. 

JOHN  P.  NEIL,  WOR  New  York,  sales  manager,  taking  six-month 
leave  of  absence,  due  to  asthmatic  condition.  WILLIAM  CRAWFORD, 
account  executive  WOR  sales  department,  will  replace  him,  effective 
Oct.  1. 

BUZZ  HASSETT,  program  director  KROS  Clinton,  Iowa,  to  sales  de- 
partment. 

DONALD  A.  GETZ,  sales  promotion  manager  WGN-AM-TV  Chicago, 
to  sales  service  representative  for  stations,  a  new  post.  CHARLES  A. 
WILSON,  member  sales  promotion  staff  since  1948,  succeeds  Mr.  Getz. 

FELICE  FRAIOLI,  John  E.  Pearson  Co.,  N.  Y.,  to  assistant  account 
executive  to  JOHN  STUART,  account  executive  for  firm. 

BERT  LEBHAR  III,  son  of  Bertram  Lebhar,  general  manager  WMGM 

New  York,  to  KVER  Albuquerque, 
N.  M.,  as  assistant  to  Keith  Tye, 
station  manager. 


MORE  PEOPLE! 
MORE  MONEY! 
MORE  SALES! 

San  Antonio 
Population  Increases 

60% 

Now  Nation's 
25th  City 

The  1950  Census  figures  just 
released  show  San  Antonio  with 
a  population  of  406,811,  a  whop- 
ping increase  of  152,957  over  the 
1940  totals.  This  represents  an 
increase  of  60%,  the  largest  gain 
of  any  major  city  in  the  nation. 
San  Antonio  is  now  the  nation's 
25th  city. 

There  is  no  substitute  in 
the  Southwest  for 


Represented  Nationally  by 

Edward  Petry  &  Company,  Inc. 


New  York  St.  Louis  Atlanta 
Chicago      Detroit  Dallas 


Los  Angeles 
San  Francisco 


JAMES  F.  COX,  sales  manager 
WAVE  Louisville,  to  sales  man- 
ager KPRO  KPOR  (FM)  River- 
side, Calif.  He  will  also  head  na- 
tional sales  department  KREO 
Indio,  KROP  Brawley  and  KYOR 
Blythe  (Broadcasting  Corp.  of 
America  stations).  Also  national 
sales  manager  California  Rural 
Network.  TOM  LEHMAN  to  com- 
mercial department  KPRO  KPOR 
(FM).  BILL  SINOR,  regional 
sales  manager  KREO  Indio  and 
KYOR  Blythe,  Calif.,  to  station 
manager  KROP  Brawley,  replacing 
GLEN  DUNHAM,  resigned.  DU- 
ANE  WANAMAKER  to  office  man- 
ager L.  A.  branch  Broadcasting 
Corp.  of  America.  Newly-opened 
offices  are  at  610  S.  Broadway. 
Phone:  Vandike  9363. 

JOHN  HJORT  to  sales  department 
KGLN  Glenwood  Springs,  Col. 

W.  STANLEY  SMITH,  commercial 
manager  CKOX  Woodstock,  N.B., 
and  part-owner  of  station,  resigns 
to  join  Publicity  Assoc.,  Toronto. 
He  retains  his  financial  interest  in 
station. 


WTIC  Hartford's  NBC  network  broad- 
cast, Mind  Your  Manners,  subject  of 
picture  story  in  current  issue  (Sept. 
26)  Look  magazine. 


MIKE  LAYMAN  to  WSFC  Somerset,  Ky.,  as  general  manager.  Was 
with  WHTN  Huntington,  W.  Va. 

E.  ANSON  THOMAS,  KGFW  Kearney,  Neb.,  to  station  manager  KFXJ 
Grand  Junction,  Col.  JACK  GOETZ,  KRPL  Moscow,  Ida.,  to  sales 
manager  KFXJ.  ROSA  LEE  SAMUELS,  traffic  manager  KFXJ,  to 
assistant  station  manager. 

WILLIAM  B.  MEYERS,  executive  in  aerophysics  department  North 
American  Aviation  Inc.,  to  assistant  general  manager 
KIKI  Honolulu,  T.  H.  Was  manager  of  Armed  Forces 
Radio  Service  in  Aleutians. 

THOMAS  FREDERICK  KINCAID  to  general  manager 
KPLT  Paris,  Tex. 

GEORGE  L.  SUTHERLAND,  executive  vice  president, 
general  and  sales  manager  WAMS  Wilmington,  Del., 
to  sales  manager  WPTR  Albany,  N.  Y. 

JIM  SIGMAN,  sales  manager  WTNS  Coshocton,  Ohio, 
Mr.  Meyers       to  WJMO  Cleveland  sales  staff. 

J.  E.  (Jack)  BROWN,  principal  Lancaster  (Ohio)  High  School,  to  gen- 
eral manager  WHOK  Lancaster.  Was  communications  officer  in  Navy 
during  war.  Succeeds  MORTON  K.  (Rusty)  PARKER,  resigned. 

E.  T.  (Larry)  SHIELDS,  sales  manager  KWRN  Reno,  Nev.,  to  station 
manager.  Succeeds  MERRILL  INCH,  who  becomes  general  manager 
Reno  Newspapers  Inc.,  KWRN  licensee. 

FRANCES  BRENNAN,  secretary  sales  department  KCBS  San  Fran- 
cisco, to  secretary  Pacific  Coast  manager  of  Paul  H.  Raymer  Co.,  sta- 
tion representative. 

KENNETH  L.  WOOD,  commercial  manager  WGWD  Gadsden,  Ala.,  to 
general  manager. 

WILLIAM  S.  PIRIE  Jr.,  director  of  national  sales  WFBR  Baltimore, 
to  director  of  sales. 


l^etionaU  •  •  • 

ERNEST  B.  LOVEMAN,  vice  president  and  general  manager  WPTZ 
(TV)  Philadelphia,  named  member  of  Mayor's  Committee  for  Observ- 
ance of  175th  Anniversary  of  Signing  of  Declaration  of  Independence. 
.  .  .  NORMAN  BLACKBURN,  NBC  West  Coast  director  of  TV,  in 
N.  Y.  for  two  weeks  conference  with  Sylvester  L.  Weaver,  vice  pres- 
ident in  charge  of  TV,  and  to  survey  new  video  shows  for  fall.  .  .  . 
JACK  COOKE,  owner  CKEY  Toronto,  in  London  conferring  with  Brit- 
ish manufacturers  who  are  expanding  their  Canadian  markets. 

GEORGE  BLUMENSTOCK,  general  manager  WSKB  McComb,  Miss., 
appointed  radio  consultant  and  -director  of  publicity  for  Mississippi 
Republican  Committee.  ...  SI  GOLDMAN,  vice  president  and  man- 
ager WJTN-AM-FM  Jamestown,  N.  Y.,  father  of  boy,  Richard  Michael, 
Sept.  6.  .  .  .  HORACE  N.  STOVIN,  owner  H.  N.  Stovin  &  Co.,  Toronto 
station  representative,  touring  Canada's  Atlantic  coast  provinces  after 
recovering  from  serious  illness.  .  .  .  HERBERT  KENDRICK,  president 
WHGB  Harrisburg,  Pa.,  and  Phyllis  Poffenbarger  have  announced  their 
marriage.  .  .  .  GORDON  B.  McLENDON,  president  Liberty  Broadcast- 
ing System,  Dallas,  addresses  Hollywood  (Calif.)  Ad  Club  luncheon- 
meeting  today  (Sept.  18). 


(see  front  cover) 
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(and  save  headaches  and  money) 


^Petry  Simulated  Television 
and  Your  Personal  TV  Workshop 


WSB-TV  Atlanta 

WBAL-TV  Baltimore 

WNAC-TV  Boston 

WFAA-TV  Dallas 

KPRC-TV  Houston 

KFI-TV  Los  Angeles 

WHAS-TV  Louisville 

KSTP-TV  ....Myi's-St.  Paul 

WSM-TV  Nashville 

WTAR-TV  Norfolk 

KPHO-TV  Phoenix 

WOAI-TV  San  Antonio 

REPRESENTED  BY 


Got  0  film  editing  problem?  Trouble  integrating  com- 
mercial with  program?  Or  perhaps:  how  will  that  label 
show  up  on  a  television  screen? 

Perfect  your  TV  productions  before  air  time  and 
before  the  budget  hits  bottom  by  testing  them  in 
the  Simulated  Television  Studios  of  the  Retry  Com- 
pany in  New  York  and  Chicago.  Do  it  as  our  guest 
and  with  the  assistance  of  our  trained  technicians. 

In  these  new  studios,  any  combination  of  film,  slides, 
balop,  live  mike  and  music  can  be  projected  upon  the 
screen  of  a  television  set  to  duplicate  "over  the  ait" 
sound  and  picture  reproduction.  Simutel  is  the  nearest 
thing  there  is  to  a  live  studio  set  up. 

Programs  on  film  can  be  studied,  edited,  analyzed. 
Commercials  can  be  tested,  TV  techniques  studied  at 
leisure,  ideas  thrashed  out  and  refined.  Then  the  com- 
plete product  can  be  shown  in  its  proper  setting  —  on 
the  TV  screen. 

Take  full  advantage  of  these  facilities.  They  were  set 
up  solely  as  a  service  to  you.  Please  call  twenty-four 
hours  or  so  in  advance  so  that  we  can  be  sure  the  facili- 
ties are  reserved  for  you  and  the  services  of  the  tech- 
nician available. 


EDWARD  PETRY  &  CO.,  INC. 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
DETROIT  •  ST.  LOUIS  •  SAN  FRANCISCO  •  DALLAS  •  ATLANTA 


ADVERTISERS:  Now,  you  con  buy  Hollywood-produced,  audience-tested, 
high-Hooperated  TV  shows  on  a  spot  basis  at  prices  you  con  afford! 


Red-blooded  Main  Events  and  Semi-Finols  as 
only  Hollywood  can  stage  them.  Nationally- 
known  mat  stars  in  50-70  minutes  (once-a-week) 
of  bone-crushing  action  and  Gargantuan  hilarity. 
Film-recorded  as  telecast  over  KTLA.  Top  West 
Coast  TV  sports  event  for  1949-50!  Los  Angeles 
Hooper  for  April-May  —  38.8  Teierating,  semi- 
final period.  Now  shown  in  more  than  20  markets. 


An  Most  popular  children's  TV  show  on  West 
Coast!  Whimsical  puppet  adventure  series  (5- 
times-weekly)  featuring  Beany,  a  happy-go-lucky 
youngster;  his  pal  Cecil,  the  seasick  sea  serpent; 
bluff  Uncle-Captain  Horatio  Huff'n'puff;  the  triple- 
dyed  meanie.  Dishonest  John,  and  a  host  of  other 
delightful  puppet  characters.  Highest  rated  multi- 
weekly  TV  show  in  Los  Angeles  for  past  8  months. 
Now  building  audiences  in  22  TV  markets. 


"A  glorious  American  era  recaptured!"  New 
hep-step  revival  of  Mississippi  sidewheeler 
entertainment  (30  minutes  once-a-week)  featuring 
Nappy  LaMare's  Strawhat  Strutters  Orchestra; 
outstanding  guest  stars  and  acts;  the  dancing 
Dixiettes  and  oldtime  minstrel  routines  by  Popcorn 
&  Peanuts.  M.C.'d  by  Captain  Dick  Lane,  movie 
veteran  just  voted  "King  of  Hollywood  TV"  by 
West  Coast  televiewers.  Los  Angeles  Hooper  for 
May-June  —  11.8  Teierating. 


TRANSCRIBED  SHOWS  offer  a  wide  range  of  tested  top-rated  entertainment 
at  a  fraction  of  initial  production  costs.  Programs  are  available  to  advertisers  in  one  or  all  TV 
markets  on  a  spot  basis.  Also  available  to  TV  stations  with  privilege  of  resale  to  local 
advertisers.  V/rite,  wire  or  phone  for  audition  prints. 


Eastern  Sales  Office  •  1501  Broadway,  New  York  18  •  BRyant  9-8700 
KTLA  Studios  •  5451  Marathon  St.,  Los  Angeles  38,  Calif,'  HOIIywood  9-6363 


A  SERVICE  OF  THE  PARAMOUNT  TELEVISION  NETWORK 
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SET  MAKERS  COLOR  QUANDARY 


RlhAk  Weighs  Polky 


ACTING  ON  advice  of  counsel, 
the  Television  Committee  of  the 
Radio-Television  Mfrs.  Assn.,  at 
its  meeting  last  Thursday  in  New 
York,  decided  to  do  nothing  at  this 
time  on  meeting  the  issue  presented 
by  the  FCC's  Sept.  1  ruling  tenta- 
tively approving  the  CBS  color 
system. 

Discussion,  it  was  authoritatively 
learned,  was  confined  to  the  purely 
legal  issue  of  whether  RTMA 
members  could  act  in  concert  with- 
out running  counter  to  the  anti- 
trust laws  [Closed  Circuit,  Sept. 
11].  RTMA  counsel,  it  is  under- 
stood, advised  against  such  action, 
Srid  will  make  that  recommendation 
to  the  RTMA  board  meeting  Wed- 
nesday in  New  York. 

Judge  John  W.  Van  Allen,  RTMA 
general  counsel,  and  former  Sen. 
Burton  K.  Wheeler  and  his  son 
Edward  Wheeler,  special  counsel, 
were  reported  as  of  the  identical 
view  that  action  in  concert  would 
place  the  organization  in  a  vulner- 
,able  position.  The  meeting  was 
adjourned,  with  individual  manu- 
facturers left  to  ponder  the  ques- 
tion. The  committee  will  report  to 
the  RTMA  board  Wednesday. 

Individual  company  attorneys 
among  the  30  present  at  the  ses- 
sion are  reported  to  have  agreed 
with  the  RTMA  counsel  on  their 
legal  premise.  Thus,  the  merits  of 
the  far-reaching  FCC  ruling  were 
not  discussed. 

i       Ultimatum  Poses  Problem 

It  was  generally  agreed  that  the 
FCC's  ultimatum  seeking  commit- 
ments on  the  manufacture  of 
"bracket  sets"  by  Sept.  29  was  the 
most  serious  problem  to  confront 
the  manufacturing  industry  in  its 
history. 

In  some  quarters  it  was  thought 
that  individual  manufacturers,  in 
a  quandary  over  the  FCC's  report, 
might  seek  additional  time — per- 
haps 90  days  to  enable  them  to  fully 
explore  the  problem.  This  would 
precipitate  a  fight  at  the  FCC, 
since  it  is  known  that  certain  mem- 
bers oppose  further  delay. 

In  the  time  that  has  elapsed 
since  the  FCC  issued  its  report 
Sept.  1,  the  view  has  become 
rather  general  among  radio  attor- 
neys and  engineers,  if  not  among 
manufacturers,  that  the  net  effect 
of  the  FCC's  ruling  is  something 
more  than  tentative  approval  of 
CBS,  with  the  door  left  ajar  for 
consideration  of  other  color  sys- 
tems.    The  preponderant  view  is 


that  the  door  was  not  only  closed 
but  locked  through  skillful  word- 
ing of  the  "first  report"  and  that 
nothing  short  of  a  "miracle"  could 
bring  approval  of  any  other  system. 

Manufacturers  figure  that  by 
next  April  or  May,  the  Govern- 
ment will  be  tapping  at  least  50% 
of  the  capacity  of  manufacturing 
plants.  They  lament  the  shortages 
already  developing  for  certain 
components.  They  feel  they  can't 
maintain  capacity  to  take  care  of 
black-and-white  commitments,  let 
alone  tooling  up  for  color. 

Some  manufacturers  in  the  New 
York  area  are  making  a  serious 
effort  to  develop  circuits  capable 
of  handling  CBS  color  in  black- 
and-white,  along  with  conventional 
TV.  At  their  request  WCBS-TV 
New  York  will  start  transmitting 
CBS  color  test  patterns  Monday, 
continuing  through  the  end  of 
September,  the  network  said. 

CBS  refused  to  reveal  the 
identify  or  number  of  manufac- 
turers who  have  requested  the 
color  patterns. 

RCA-NBC's  WNBW  (TV) 
Washington  meanwhile  planned 
this  week  to  return  to  five  daytime 
hours  of  color  programming  weekly, 
employing  the  RCA  dot-sequential 


color  system.  For  maintenance 
purposes,  the  daytime  schedule  was 
cut  to  three  hours  weekly  and 
nighttime  colorcasts  were  dropped 
about  a  month  ago.  Beginning 
this  week  the  station  will  broad- 
cast one  hour  a  day  in  color,  five 
days  a  week. 

First  manufacturer  to  write  FCC 
for  data  on  its  "brackets"  plan  was 
Philco  Corp.,  which  asked  for 
"immediate  clarification"  of  several 
technical  points.  The  query  came 
in  a  letter  from  David  B.  Smith, 
Philco  vice  president  in  charge  of 
research,  who  has  testified  for  com- 
patible standards  but  said  his  com- 
pany would  make  "what  the  public 
demands"  if  the  CBS  system  were 
approved  [Telecasting,  April  17]. 

First  Question 

Mr.  Smith's  first  question  dealt 
with  the  switch  to  be  employed  on 
sets  incorporating  the  proposed 
bracket  standards. 

He  wanted  to  know  whether  the 
switch  is  supposed  to  operate  on 
present  monochrome  standards 
when  it  is  at  one  position,  and,  at 
the  other  position,  whether  it 
should  provide  operation  "specifi- 
cally" on  29,160  lines  and  144  fields 
(CBS  standards)  or  on  "any  value 


of  lines  and  fields  .  .  .  between 
15,000  and  32,000  and  50  to  150, 
respectively"  (the  full  bracket  pro- 
posed by  FCC). 

"You  will  appreciate  that  mod- 
ern receivers  universally  employ 
automatic  frequency  control  to  ob- 
tain adequate  performance,  and 
with  these  circuits  the  range  over 
which  they  may  be  adjusted  is  very 
limited,"  he  wrote.  "A  receiver  to 
operate  over  the  whole  range  of 
frequencies  would  be  rather  differ- 
ent from  one  designed  for  a  specific 
value." 

Mr.  Smith  said  it  was  "not  clear 
as  to  the  precise  form  of  syn- 
chronizing signal  to  be  employed" 
with  standards  other  than  present 
black-and-white.  He  said  FCC  ap- 
parently proposes  to  use  existing- 
engineering  standards  in  this  re- 
gard, but  that  this  is  "somewhat" 
different  from  CBS's  proposal. 

His  letter  also  noted  that  present 
standards  provide  for  a  hum  toler- 
ance of  59c,  and  wanted  to  know 
whether  this  is  to  be  changed. 
"It  is  our  understanding,"  he  said, 
"that  this  is  not  adequate  and  that 
at  this  level  flicker  will  be  observed 
in  the  received  picture  due  to  hum, 
as  occurred  during  some  of  the 
CBS   experimental  broadcasts." 


PROPAGATION 


Dispute  Flares  in  New  Report 


A  NEW,  highly  technical  report 
on  evaluation  of  radio  propagation 
factors  affecting  TV  and  FM  serv- 
ice in  the  VHF  band — vitally  im- 
portant to  FCC's  forthcoming  TV 
allocation  proceedings  and  an  area 
of  scientific  inquiry  which  appears 
to  continue  in  considerable  conflict 
— was  released  last  week  by  the 
Commission. 

The  report  was  Volume  II  of  the 
Ad  Hoc  Committee  of  the  govern- 
ment-industry TV-FM  engineering 
conference  held  in  late  1948,  short- 
ly after  institution  of  the  TV 
freeze,  to  secure  agreement  and  de- 
finition of  basic  propagation  fac- 
tors and  concepts  [Broadcasting, 
Dec.  6,  1948].  These  are  the  tools 
of  measurement  and  calculation 
by  means  of  which  FCC  must  deter- 
mine its  TV  channel  allocation 
policy. 

Volume  II,  along  with  its  sev- 
eral appendices  and  "references," 
augments  technical  findings  pub- 
lished earlier  by  the  committee  as 
Volume  I  which  prepared  the  way 


for  FCC's  revised  reallocation  pro- 
posal of  about  a  year  ago  [Broad- 
casting, June  13,  July  18,  1949]. 
This  earlier  data  resulted  in  the 
Commission's  proposing  that  VHF 
co-channel  separation  be  increased 
from  150  miles  to  about  220  miles 
and  adjacent  channel  separation  be 
upped  from  75  to  110  miles. 

In  large.  Volume  II  offers  four 
suggested  methods  for  evaluating 
TV  service  in  the  presence  of  mul- 
tiple sources  of  interference,  but 
recommends  none  of  them.  The 
Commission,  in  issuing  Volume  II, 
directed  that  the  problem  be  in- 
cluded for  consideration  at  the 
further  reallocation  hearing  com- 
mencing Oct.  2  and  directed  all 
interested  parties  who  wish  to  sub- 
mit pertinent  evidence  to  so  notify 
FCC  by  Sept.  26  [Telecasting, 
Sept.  4,  11]. 

FCC  indicated  it  will  accept  evi- 
dence "concerning  the  effects  of 
multiple  interference  (as,  for  ex- 
ample, interference  resulting  from 
ignition,  diathermy,  oscillators  of 


other  television  receivers,  receiver 
noise,  and  one  or  more  co-channel 
or  adjacent  channel  television  sta- 
tions) on  television  broadcast  serv- 


General  Endorsement 

While  the  majority  of  the  Ad 
Hoc  Committee  endorsed  Volume  II 
in  general,  the  report  was  deplored 
as  "a  mass  of  confused  gobbledy- 
gook  .  .  .  purportedly  relating  to 
radio  propagation"  by  Thomas  J. 
Carroll,  National  Bureau  of  Stand- 
ards physicist  who  criticized  the 
earlier  findings  [BROADCASTING, 
June  13,  1949]  and  who  recently 
attacked  Reference  E  of  Volume  I 
as  technically  vulnerable  [Tele- 
casting, April  3]. 

His  position  was  shared  by  Ches- 
ter H.  Page,  an  NBS  associate 
credited  with  discovering  a  "basic 
error"  in  the  method  of  combining- 
space  and  time  fluctuations  em- 
ployed in  Reference  E,  prepared 

(Continued  on  page  60) 
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TRIED  AND  TRUE  for- 
mulas have  paid  off  hand- 
somely for  Standard  Oil 
Co.  of  Indiana  for  many 
years  in  many  ways.  But 
perhaps  the  most  tried — and 
therefore  the  truest  —  has 
netted  Standard  a  payoff 
which  even  startled  its  sur- 
prise-resistant executives. 

The  Chicago  firm,  which  distrib- 
utes gasoline  and  petroleum  prod- 
ucts and  accessories  from  Michigan 
to  the  Rockies  and  from  Missouri 
to  Canada,  has  used  radio  many 
years  to  build  customer  relations, 
dealer  satisfaction,  good  will,  to 
establish  its  name  and,  of  course, 
to  increase  sales. 

Long  a  user  of  mass  media — ra- 
dio, newspapers  and  posters,  in 
that  order — Standard  has  gained 
its  goals  also  with  sporadic  use  of 
television  —  occasional  Big  Ten 
football  games  and  special  shows 
around  the  Midwest.  It  wasn't 
xintil  just  about  a  year  ago,  how- 
ever, that  Standard's  agency,  Mc- 
Cann-Erickson,  Chicago,  rang  in 
a  "sleeper"  which  opened  SO's 
eyes.  Company  men  had  been 
murmuring  quietly  about  sponsor- 
ing a  network  TV  show  on  a  split 
hookup,  beamed  to  viewers  in  the 
SO  distribution  area.  The  mur- 
murs grew  into  lusty  sanctions 
when  -Jim  Shelby,  radio  and  televi- 
sion director  for  McCann,  made  a 
video  presentation  (which  took 
him  three  months)  to  the  board  of 
directors. 

That  presentation  was  for  the 
Wayne  King  television  show. 
Even  the  agency  was  skeptical  at 


first:  Mr.  King  had  never  done  any 
television.  Costs  on  a  show  with  a 
standing  cast  of  16  orchestra  men, 
two  major  vocalists  and  a  12-voice 
chorus  would  be  astronomical,  es- 
pecially on  just  a  split  network. 
Mr.  King,  an  oldtime  favorite  of 
those  who  were  20  in  the  '20s, 
might  not  have  enough  mass  ap- 
peal. 

Jim  Shelby,  digging  into  copious 
files  and  reports,  found  that  the 
King  following  was  steady  and 
growing — and  had  been  for  more 
than  20  years.  For  example,  two 
songs  recorded  by  "The  Waltz 
King"  in  1929 — 21  years  ago — 
still  sell  a  quarter  million  records 
a  year  each.  They  are  "Josephine" 
and  "The  Waltz  You  Saved  for 
Me."  As  further  proof  of  loyal 
fans,  Mr.  King  gets  an  estimated 
$84,000  yearly  in  record  royalties, 
representing  sale  of  2,700,000  rec- 
ords per  year. 

King's  Popularity 
Mr.  Shelby  also  found  that: 
Wayne  King  gave  96  concerts  all 
over  the  country  in  1948  and  1949, 
playing  most  of  the  time  to  full 
houses;  his  series  of  52  half-hour 
shows  for  Frederic  W.  Ziv  tran- 
scriptions sells  in  all  markets  be- 
cause of  his  "universal  appeal"; 
this  radio  experience  included 
shows  on  NBC  and  CBS,  sponsored 
by  such  national  accounts  as  Lady 
Esther,  Elgin  American,  Rexall 
Drugs  and  American  Tobacco; 
RCA,  with  which  Mr.  King  has 
had  an  exclusive  recording  con- 
tract for  22  years,  reports  steady 
sales,  with  the  greatest  success  in 
the  Midwest — the  area  in  which 


TAe  IVa/fz  King  ancf  71^ 
4re  cr  Sure-Fire 
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Standard  Oil  distributes  its  prod- 
ucts and  services. 

Standard  Oil  was  sold — and 
bought  the  Wayne  King  Show  for 
40  weeks  as  a  half-hour  Thursday 
night  feature  on  an  NBC-isplit 
network  from  Chicago  last  fall. 
Fan  reaction  and  comments  of  deal- 
ers who  favor  the  support  the  show 
gives  them  are  responsible  for  the 
firm  44-week  renewal  of  the  show, 
which  went  back  on  the  air  Aug. 
31.  Standard  has  added  three 
more  stations  this  fall,  bringing 
the  total  to  11,  five  live  and  six 
kinescope.  The  complete  network 
includes  WNBQ  (TV)  Chicago, 
WWJ-TV  Detroit,  WLAV-TV 
Grand  Rapids,  WTMJ-TV  Mil- 
waukee and  KSD-TV  St.  Louis, 
live;  WFBM-TV  Kansas  City, 
KSTP-TV  Minneapolis,  WOW-TV 
Omaha,  WOI-TV  Ames-Des  Moines 
and  WOC-TV  Davenport,  kine- 
scope. 

tfrge  Renewal 

Renewal  was  recommended  by 
the  agency,  Standard  Oil  Adver- 
tising Manager  Wesley  L  Nunn 
and  the  company's  advertising 
committee  to  the  board  of  direc- 
tors. Approval  was  given  despite 
an  estimated  50 '"r  increase  in  the 
budget  for  the  show.  This  is 
caused  by  four  more  shows  this 
fall  (40  last  year),  addition  of 
new  stations  (and  more  to  come), 
higher  talent  fees  because  of  a 
sliding  scale  in  original  contracts, 
and  upped  production  costs.  Mr. 
Nunn,  in  his  report  to  the  adver- 
tising committee  (which  passes  on 
all  advertising  plans  to  the  board), 
pointed  out  that  Standard  Oil  mar- 
keting areas  have  all  had  a  "tre- 
mendous upsurge"  in  TV  penetra- 
tion. 

Mr.  Nunn,  "at  this  point,"  be- 
lieves "We  have  a  winning  combi- 
nation.   We  are  not  making  any 


SPUN  GLASS  CLOUDS,  candystick 
light  posts,  costumed  dancers  and  a 
toy  rocking  horse  were  blended  into 
a  Christmas  fantasy  on  Standard 
Oil's  Wayne  King  Show.  The  12- 
voice  Don  Large  Chorus  doubles 
as  a  dancing  ensemble  on  ^ 
the  show. 


radical  experimentation  and  our 
formula,  right  now,  is  good.  If  we 
wear  out  the  formula,  we'll  get  a 
new  one.  The  change,  however, 
will  always  be  evolutionary  instead 
of  revolutionary." 

That  formula  is  simple.  It  cap- 
italizes on  the  elements  which  have 
made  Wayne  King  popular  for 
three  decades  —  simplicity,  har- 
mony of  mood  as  well  as  music, 
and  sincerity. 

Although  the  main  pitch  of  the 
show  is  to  the  male  motorist,  en- 
tertainment is  designed  for  the 
entire  family.  To  achieve  an  eff'ort- 
lessness  and  informality,  McCann- 
Erickson  studied  the  home  habits 
of  Wayne  King.  They  found  he 
has  25,000  selections  in  his  private 
music  library;  he  owns  700  head  of 
cattle  on  a  feeder  farm  in  Ottawa, 
111.;  he  himself,  is  a  strong  family 
man,  and  he  isn't  a  prima  donna 
and  doesn't  have  to  bathe  in  lime- 
light. 

Mr.  King  has  surrounded  him- 
self with  a  youthful,  zestful  cast. 
His  stars  are  Singers  Gloria  Van, 
Jackie  James  and  Harry  Hall,  who 
take  leads  in  production  numbers. 
Doubling  as  singers  and  dancers  is 
the  12-voice  Don  Large  Chorus, 
six  young  men  and  women,  many 
of  them  still  in  school.  The  chorus, 
(Continued  on  page  62) 
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That  the  People  May  Hear  and  See 


This  week,  WTAR,  Virginia's  pioneer  broadcast- 
ing station,  and  WTAR-TV,  which  began  opera- 
tions last  Spring,  formally  opens  its  new  million 
dollar  radio-television  center  in  Norfolk.  Dedi- 
cated to  service  in  Virginia's  first  market,  WTAR 
marks  another  milestone  in  its  record  of  progress 
with  the  completion  of  this  new  building. 

The  measure  of  a  radio  station's  success  is  its 
popularity  with  listeners  and  advertisers.  For  27 
years  WTAR  has  built  its  audience  with  consist- 
ently good  programs.  As  a  result,  the  WTAR 
habit  is  such  a  strong  one  that  today  this  station 
has  three  times  as  many  morning  listeners,  more 
than  twice  as  many  afternoon  listeners  and  nearly 
one  and  a  half  times  as  many  evening  listeners 
as  its  nearest  competitor. 


Consequently,  WTAR  has  attracted  more  adver- 
tisers, year  after  year,  than  any  other  Tidewater 
Virginia  radio  station. 

And  WTAR-TV  is  off  to  a  good  start.  Despite  the 
fact  that  WTAR  initiated  television  operations 
only  six  months  ago,  set  circulaton  has  soared 
from  a  few  hundred  at  the  time  telecasting  began 
to  29,365  as  of  September  first,  and  this  television 
"beanstalk"  continues  to  climb.  Operating  from 
noon  till  midnight  seven  days  a  week  WTAR-TV 
is  now  "sold  out"  from  5  p.  m.  till  sign  off. 

The  Norfolk  market,  32nd  in  the  U.  S.  in  effective 
buying  income*,  offers  advertisers  unusual  sales 
opportunities.  Ask  any  Petry  representative,  or 
write  for  new  market  folder  and  booklet,  "That 
the  people  may  hear  and  see." 


NORFOLK,  VIRGINIA 

Campbell  Arnoux,  President 


mm 


RADIO  CORPORATION 

John  W.  New,  General  Sales  Manager 
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JOSKE'S  ADDS  TV  sponsoring  Gridcasts 


Setting  Joske's  sponsorship  of  newscasts  on  KTSA  are  (I  to  r) :  Charles 
D.  Lutz,  KTSA  general  manager;  E.  C.  Sullivan,  vice  president  and 
general  manager,  Joske's,  and  Mrs.  Caroline  Shelton,  Joske's  adver- 
tising manager. 
*       *  * 


JOSKE'S  of  Texas,  now  using  a 
big  newscast  schedule  on  radio, 
is  adding  a  major  TV  sponsorship, 
covering  11  Friday  night  telecasts 
of  San  Antonio  high  school  football 
games  over  KEYL  (TV)  San  An- 
tonio. 

As  of  noon  Saturday,  Sept.  9, 
shopping  crowds  in  the  department 
store  on  Alamo  Square  saw  hun- 
dreds of  display  posters  in  all  de- 
partments and  all  floors  announc- 
ing Joske's  football  TV  plans. 

Football  commercials  on  TV  will 
combine  institutional  advertising 
for  Joske's  with  promotion  of 
Frigidaire  and  Hoffman  products. 
Games  begin  at  8  p.m. 

The  new  TV  campaign  comes 
hard  on  the  heels  of  a  pace-set- 
ting Korean  news  push  by  Joske's, 
which  has  been  promoted  in  the 
store,  in  newspaper  ads,  and  in  use 
of  one  of  the  large  store  windows 
as  a  KTSA  San  Antonio  newsroom. 

Joske's  sponsored  newscasts  total 
92  a  week,  on  four  local  AM  sta- 
tions and  WOAI-TV  San  Antonio. 
For  several  weeks,  hundreds  of 
shoppers  viewed  the  window-studio, 
where  a  KTSA  staff  commentator 
broadcast  15-minute  news  round- 
ups at  noon  and  at  5  p.m.,  center- 
ing on  the  Korean  fighting. 

"With  a  teletype  in  the  window 
for  bulletins  and  a  wall  map  of 
Korea,  the  arrangement  kept  the 
KTSA  announcer  on  top  of  the 
news  and  gave  the  sidewalk  listen- 
ers a  visual  aid  to  following  front- 
line situations. 

No  longer  in  the  window,  the 
KTSA  schedule  continues,  along 
with  a  Sunday  10  a.m.  newscast. 

KITE  carries  a  one-minute  sum- 
mary of  news  on  the  hour,  9  a.m. 
to  7  p.m.  for  Joske's.  The  store 
sponsors  ABC's  Martin  Agronsky 
over  KABC  at  7  a.m.  Monday, 
Wednesday  and  Friday.  Also, 
WOAI's  11  p.m.  news,  Monday 
through  Friday,  and  10  p.m.,  Sun- 
day, is  Joske-sponsored. 

Add  WOAI-TV's  Telenews  at 
6:45    p.m.,    Monday,  Wednesday 

%  4= 


Mr.  Michaels       Mr.  Edwards 


Mr.  Balthrope         Mr.  HalfT 
Page  54    •    September  18,  1950 


and  Friday,  and  the  Joske  cover- 
age is  complete. 

Explaining  that  the  news  cam- 
paign is  strictly  institutional,  Mrs. 
Caroline  Shelton,  advertising  di- 
rector for  Joske's,  said  the  store's 
thinking  is  that  "at  this  time  news 
is  what  the  people  want  to  hear." 

Apart  from  mention  of  Joske's 
in  a  general  way,  no  specific  mer- 
chandising is  done  on  the  news- 
casts. At  the  start,  an  anti-hoard- 
ing slogan  was  carried,  but  has 
been  dropped. 

"Most  interesting  in  our  newcast 
campaign,"  said  Mrs.  Shelton, 
"was  the  complete  coordination  of 
all  media.  We  tied  in  our  radio 
with  promotion  of  the  news  pro- 
grams in  our  newspaper  advertis- 


WSAZ-TV  Covers  Fire 

WHEN  WSAZ-TV  Hunting- 
ton, W.  Va.,  was  attempting 
to  initiate  regular  network 
service  on  Labor  Day  with 
a  doubleheader  between  Cin- 
cinnati and  St.  Louis,  some- 
thing more  urgent  and  closer 
at  hand  happened.  One  block 
away,  the  building  housing 
the  West  Virginia  Electric 
&  Supply  Co.  caught  fire 
and  burned  to  the  ground. 
Through  the  quick  thinking 
of  Production  Manager 
Naseeb  Tweel,  cameras  were 
mounted  on  the  14th  floor  of 
a  building  across  the  street. 
With  Program  Director  Jim 
Ferguson  at  the  microphone, 
WSAZ-TV  gave  its  audience 
a  bird's-eye  view  of  the  entire 
catastrophe,  lasting  an  hour 
and  a  half. 


ing,  and  in  interior  display  in  the 
store." 

Sherril  Edwards  is  commercial 
manager  of  KEYL,  which  will 
carry  Joske's  football  telecasts. 
Heading  the  other  San  Antonio  out- 
lets, used  by  Joske's  are  Charles 
Balthrope,  president  and  general 
manager,  KITE;  Hugh  A.  L.  Halff, 
general  manager,  WOAI-AM-TV; 
Bill  Michaels,  station  manager, 
KABC;  Charles  D.  Lutz,  general 
manager,  KTSA. 


21V  FILM  SERIES 

9  Buy  'Story  Theatre' 

ZIV  TELEVISION  Programs  Inc. 
has  sold  Story  Theatre,  syndicated 
half-hour  film  series  recently  ac- 
quired through  Grant-Realm  Inc., 
to  the  following  sponsors: 

Harvard  Beer,  Boston,  over  WNAC- 
TV  through  John  C.  Dowd  Adv.;  Ohio 
Fuel  Gas  Co.,  Toledo,  over  WSPD-TV 
through  Dyer  &  Bowman;  Brown  Shoe 
Co.,  Rochester,  over  W  G  A  M  -  T  V 
through  Hav  Nash  &  Assoc.;  Red  Top 
Brewery,  Columbus  (station  to  be  an- 
nounced); Detroit  Edison  Co.,  through 
Campbell-Ewald  (station  to  be  an- 
nounced); Philadelphia  Savings  Fund 
Society,  Philadelphia,  over  WCAU-TV 
through  Gray  &  Rogers;  Kann's  Depart- 
ment Store,  Washington,  over  WMAL- 
TV  through  Kaufman  Adv.;  General 
Electric  Supply  Corp.,  and  Rosenbaum's 
Dept.  Store,  Pittsburgh,  over  WDTV 
(TV)  through  Wasser,  Kay  &  Phillips. 


To  Name  Martin 

W.  G.  (Gerry)  MARTIN,  director 
of  promotion  and  publicity  and  pro- 
ducer in  the  television  department 
of  William  Esty  &  Co.,  New  York, 
is  scheduled  to  be  named  head  of 
the  television  department  for 
Duane  Jones  &  Co.,  New  York,  ef- 
fective the  end  of  September. 


CBS-TV  CITY  • 

Tentative  Zoning  Okay  Set 

TENTATIVE  approval  for  con- 
struction of  an  estimated  $.35  mil- 
lion CBS  television  city  at  Beverly 
Blvd.  and  Fairfax  Ave.  in  Los 
Angeles  was  given  last  Monday  by 
Huber  E.  Smutz,  city  zoning  ad- 
ministrator, following  a  public 
hearing  [TELECASTING,  Sept.  11]. 
Mr.  Smutz  said  formal  approval 
will  be  given  after  "certain  de- 
tails" have  been  worked  out,  which 
was  expected  to  be  in  the  next  few 
weeks. 

In  asking  the  city  to  change 
zoning  variances  to  permit  con- 
struction of  a  13-story  administra- 
tion building,  Howard  S.  Meighan, 
CBS  vice  president,  also  requested 
property  be  re-zoned  to  permit 
filming  of  television  pictures.  Gil- 
more  Stadium,  now  covering  part 
of  the  property,  will  be  torn  down 
early  next  year  to  make  way  for 
the  project,  he  said. 

Plan  More  Units 

Covering  a  seven-year  period, 
CBS  plans  to  erect  a  set  of  several 
buildings  on  the  25-acre  tract. 
Preliminary  sketches  for  the  proj- 
ect, submitted  by  Architects  Wil- 
liam Pereira  and  Charles  Luck- 
man,  call  for  a  "sandwich  loaf" 
structure  consisting  of  three  long 
studio  buildings,  each  600  feet 
long  and  150  feet  wide,  joined  in 
the  middle  by  a  multi-storied  serv- 
ice building.  In  addition,  a  13- 
story  administrative  building  is 
planned.  There  also  will  be  five 
smaller  office  buildings  to  accom- 
modate agencies,  agents  and  others 
allied  with  TV  industry  and  radio. 
When  completed  the  CBS  television 
city  proper  will  accommodate  some 
3,000  employes. 

In  requesting  zone  changes,  Mr. 
Meighan  indicated  CBS  might  film 
pictures  for  theatre  release  on  the 
property.  Contract  for  purchase  of 
acreage  from  the  present  owners 
contains  a  provision  for  cancella- 
tion if  the  permit  by  the  city  isn't 
granted,  he  said. 

"It  is  thought  by  many  that 
some  pictures  or  shows  might 
eventually  be  made  for  a  dual  pur- 
pose, that  of  distributing  through 
television  channels  and  through 
the  traditional  theatre  channels," 
he  told  the  zoning  administrator. 
"It  is  necessary  that  we  have  a 
specific  understanding  with  the 
city  that  we  may  make  motion 
pictures. 

"Thus  there  is  an  economic  rea- 
son as  well  as  a  show  product 
reason  for  our  requesting  full  per- 
mission of  the  city  to  make  moving 
pictures  on  CBS  property." 


Quaker  Oats  Buys 

QUAKER  OATS,  Chicago,  through 
Ruthrauff  &  Ryan,  same  city,  has 
bought  Zoo  Parade  on  a  34-station 
NBC-TV  network  from  Oct.  1  for 
26  weeks.  Show,  an  NBC  Chicago 
origination,  will  be  telecast  Sun- 
day, 3:30  to  4  p.m.  CDT.  It  is 
a  remote  from  the  city's  Lincoln 
Park  Zoo,  and  features  Jim  Hurl- 
but  as  commentator. 
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hed  the  i3outh  in  ; 


Now  you  can  buy  —  on  on  interconnected 

fretwork  —  5  major  southern  markets 

en^racing  4,100,000  people. 
\ 

Here  iiVone  of  the  nation's  fastest  growing  regiona 
morkets,^^N^ell  established  television  stations 
have  already  "^elected  for  you  an  eager  audience  of 
proved  buying  ^wer.  This  audience,  and  the 
thousands  who  wi'h'  buy  TV  receivers  in  the  next  few 
weeks,  is  looking  forward  to  your  progrom  and  ripe 
for  your  sales  message.  ^ 

Check  the  South  in 
through  television. 


5  MAJOR  SOUTHERN   MARKETS  •  4,100,000  PEOPLE 


Telecasting    •  BROADCASTING 


September  18,  1950     •     Page  55 


General  Electric's  Great  New  Air-Cooled  TELEVISION  TRANSMITTER 


sam  1/01/ as nm 


P    lift  .  lis 


Point-By-Point  Comparison  Shows  Overwhelming  G-E  Advantages! 


Characteristic 

G.  E.  TT-IO-A 

Manufacturer  A 

Manufacturer  B 

Manufacturer  C 

Tube  Cost  (1  set) 

$1200 

$3300 

$1500 

$1400 

Power  Required  (average  picture) 

14  kw 

25  kw 

23  kw  (approx.) 

25  kw 

Size 

12'5"  L 

17'4"  L 

17'11"  L 

16'7"  L 

84"  H 

84"  H 

78"  H 

83"  H 

Air'Cooled 

34"  D 

38"  D 

36"  D 

40"  D 

Self  Contained 

Yes 
Yes 

No 
No 

Yes 
Yes 

Yes 
No 

Direct  Crystal  Control  of 

Yes 

No 

No 

No 

Aural  Transmitter  Frequency 

tow  Level  Modulation 

Yes 

No 

No 

No 

Vestigial  Side  Band  Filter 

Not  Required  | 

Required 

Not  Required 

Required 

i 
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COMPLETELY  SELF-CONTAINED  UNIT  FOR  CHANNELS  2-6  .  CUTS 
ANNUAL  POWER  COST  UP  TO  $1,000... REQUIRES  ONLY  14  KW  INPUT 


Aspectacular  transmitter  development, 
two  years  in  the  making  at  Electronics  Park, 
now  brings  to  broadcasters  the  lowest  initial 
tube  cost,  lowest  operating  cost,  and  lowest 
power  consumption  in  the  industry! 

The  figures  tell  the  story.  Examine  the 


comparison  chart  under  the  photograph  at 
left.  Measure  these  dollars-and-cents  advan- 
tages against  any  television  transmitter  on 
the  market  today.  In  addition,  here's  what 
the  General  Electric  TT-IO-A  ofifers  in  new 
design  features: 


Low  Power  Modulatorusing  low  cost  receiver-type 
tubes  saves  you  money.  The  most  expensive  modulator 
tube  is  a  1614  costing  only  $2.05. 

Built-in  Clamp  Circuitseliminate  the  usual  type  of  low 
frequency  video  distortion  found  in  many  input  signals. 

Completely  Self  Contained  and  Air  Cooled.  This 
transmitter  occupies  up  to  37%  less  floor  space  than 
competing  makes.  Requires  no  external  equipment, 
such  as  transformers,  blower  or  water  pumps. 

Saves  Time— Quick  Tube  Change.Every  stage,  includ- 
ing  finals,  equipped  with  plug-in  sockets. 

Adjustable  White  Clipperkeeps  predetermined  modu- 
latioa  depth  from  being  exceeded. 

Increased  Safety.High  voltage  interlocks  and  ground- 
ing switches  on  all  cubicles. 

For  more  details  on  this  new  transmitter,  call  the  tele- 
vision representative  at  the  General  Electric  office  near 
you,  or  write:  General  Electric  Company,  Electronics 
Park,  Syracuse,  New  York. 


GENERAL 


I 

a 


'^^^^oyo^ou  Will  be 

^'^^ral Electric  c7 
^'<^t ion  280-14  F?  ^P'^'^y' 


ELECTRIC 


Telecasting    •  BROADCASTING 


September  IS,  1950    •     Page  57 


It's  like  a  four-ring  circus — 
having  the  best  shows  from 
all  four  TV  networks — and 
even  more  fun  for  200,000 
viewers. 

No  wonder  Toledoons  ore 
climbing  aboard  at  a  lively 
clip.  Sets  sales  now  stand 
at  ...  . 


vnd— as  an  added  attrac- 
tion, remember  WSPD-TV 
bonus  coverage  in  North- 
western Ohio  and  Southern 
Michigan. 

There's  still  a  spot  for  you. 
Why  not  climb  on,  too? 
Katz  has  the  story.  Get  it 
today. 


WSPD 

TOLEDO,  OHIO 


A  FORT  INDUSTRY  STATION 

\    5000  WATTS  •  NBC 

f        Represented  by 
THE  KATZ  AGENCY,  INC. 


WSPD-TV 

CHANNEL  13 

Nat.  Sales  Hq:  488  Madison  Avenue, 
N^jy  York  22,  ELdorado  5-2455 


telestdtus 


WITH  65  television  network  ad- 
vertisers active  in  July  [Broad- 
casting, Sept.  11],  largest  number 
of  stations  for  any  one  show  was 
bought  by  Philco  Corp.  for  its 
Philco  TV  Playhouse.  The  firm 
used  59  NBC-TV  outlets  for  an 
hour  Sunday  night  prior  to  start- 
ing a  hiatus  in  mid-July,  accord- 
ing to  the  Rorabaiigh  Report  on 
Teleinsion  Advertising,  published 
by  the  N.  C.  Rorabaugh  Co. 

Gillette  Safety  Razor  Co.  spon- 
sored the  All-Star  Baseball  Game 
on  33  NBC-TV  affiliates  on  July 
11,  making  this  the  largest  piece 
of  new  business  shown  for  the 
month  in  number  of  stations  pur- 
chased. Kellogg  Co.  started  back- 
ing two  quarter  hours  of  Howdy 
Doody  on  a  regular  schedule  over 
31  NBC-TV  stations.  Kenyon  & 
Eckhardt,  New  York,  placed  the 
business. 

A  hiatus  schedule  carried  in  the 
July  Rorabaugh  report  shows  that 
a  large  number  of  network  pro- 
grams which  did  not  appear  in  that 
issue  were  slated  to  return  to  the 
air  in  August  and  September. 

Although  most  of  the  new  spot 
accounts  added  in  the  July  report 
were  shown  on  only  one  and  two 
stations,  Thomas  J.  Lipton  Co.  did 
buy  time  on  14  outlets.  Lucky 
Tiger  Mfg.  Co.  started  a  schedule 
of  spots  on  seven  stations  for  its 
hair  tonic  as  the  second  largest 
new  account  shown  by  Rorabaugh. 
There  were  85  new  accounts  re- 


It 


Rorabaugh's  July 
Report 

(Report  129) 


NUMBER  OF  ADVERTISERS   BY   PRODUCT  GROUPS 


1.  Agriculture    &  Farming  

2.  Apparel,  Footwear  &  Access  

3.  Automotive,   Automotive   Equip.   &  Access. 

4.  Beer    &  Wine  

5.  Building  Materials,   Equip.   &  Fixtures.... 

6.  Confectionery  &  Soft  Drinks  

7.  Consumer  Services  

8.  Construction    &  Contractors  

9.  Drugs   &  Remedies  

10.  Entertainment   &  Amusements  

11.  Food  &  Food  Products  

12.  Gasoline,  Lubricant  &  Other  Fuels  

13.  Horticulture   

14.  Household  Furnishings,  Equip.  &  Supplies. 

15.  Industrial  Materials  

16.  Insurance,  Banking  &  Real  Estate  

17.  Jewelry,  Optical  Goods  &  Cameras  

18.  Office  Equipment  &  Supplies  

19.  Publishing    &  Media  

20.  Radios,  TV  Sets,   Phonographs,  Musical 

Instruments   &  Access  

21.  Retail  Stores  &  Shops  

22.  Smoking  Materials  

23.  Soaps,  Cleansers  &  Polishes  

24.  Sporting  Goods  &  Toys  

25.  Toiletries   

26.  Transportation,   Travel  &  Resorts  

Miscellaneous  ...   

TOTAL   


ported  by  Rorabaugh  for  July,  the 
drop  from  June  in  total  spot  adver- 
tisers being  caused,  of  course,  by  a 
greater  number  of  cancellations. 

In  point  of  number  of  stations 
purchased,  Bulova  was  the  largest 
spot  advertiser  shown  in  the  July 
Rorabaugh  report.  The  firm  placed 
business  on  65  reporting  stations. 
Brown  &  Williamson  Tobacco  Co., 
for  Kool  cigarettes,  ran  a  schedule 
of  spots  on  58  stations.  There 
were  seven  accounts  shown  as  each 
spot  on  more  than  45  reporting 
stations. 

The  largest  product  classification 
was  Food  and  Food  Product  adver- 


twork 

Spot 

Local 

Total 

8 

12 

2 

18 

159 

179 

5 

14 

312 

331 

3 

130 

30 

163 

— 

1 

106 

107 

5 

67 

79 

151 



6 

228 

234 



1 

29 

30 

3 

10 

24 

37 

51 

52 

13 

200 

443 

656 

2 

20 

45 

67 

23 

23 

4 

64 

558 

626 

5 

16 

21 

1 

5 

144 

150 

14 

61 

75 

1 

14 

15 

1 

9 

35 

45 

4 

12 

300 

316 

167 

167 

9 

19 

5 

33 

1 

19 

13 

33 

32 

32 

10 

34 

10 

54 

15 

16 

31 

2 

28 

63 

93 

65 

697 

2,971 

3,733 

tisers,  recording  656  active  ac- 
counts during  the  month  (see 
table) .  Advertisers  of  Household 
Furnishings,  Equipment  &  Sup- 
plies were  a  close  second  with  626 
accounts.  The  food  advertisers 
lead  in  total  accounts  in  the  net- 
work and  spot  fields,  while  the 
household  group  v/as  tops  locally. 


KEYU  WHAS-TV 
Issue  New  Rates 

NEW  RATE  structures  have  been 
announced   by   two    stations.  On 
(Continued  on  page  6i) 
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City 

Outlets  On  Air 

Number  Sets 

City 

Outlets  On  Air 

Albuquerque 

KOB-TV 

4,000 

Louisville 

WAVE-TV,  WHAS-TV 

Ames 

WOl-TV 

14,285 

Memphis 

WMCT 

Atlanta 

WAGA-TV,  WSB-TV 

55,000 

Miami 

WTVJ 

Baltimore 

WAAM,  WBAL-TV,  WMAR-TV 

191,515 

Milwaukee 

WTMJ-TV 

BInghamton 

WNBF-TV 

20,400 

MInn.-St.  Paul 

KSTP-TV,  WTCN-TV 

Birmingham 

WAFM-TV,  WBRC-TV 

21,200 

Nashville 

Bloomlngton 

WTTV 

10,600 

New  Haven 

WNHC-TV 

Boston 

WBZ-TV,  WNAC-TV 

447,005 

New  Orleans 

WDSU-TV 

Buffalo 

WBEN-TV 

120,464 

New  York 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 

Charlotte 

WBTV 

22,218 

WOR-TV,  WPIX 

Chicago 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 

568,063 

Newark 

WATV                                     Inc.  in 

Cincinnati 

WCPO-TV,  WKRC-TV,  WLWT 

153,000 

Norfolk 

WTAR-TV 

Cleveland 

WEWS,  WNBK,  WXEL 

287,498 

Oklahoma  City 

WKY-TV 

Columbus 

WBNS-TV,  WLWC,  WTVN 

86,000 

Omaha 

KMTV,  WOW-TV 

Dallas, 

Philadelphia 

WCAU-TV,  WFIl-TV,  WPTZ 

Ft.  Worth 

KRLD-TV,  WFAA-TV,  WBAP-TV 

70,958 

Phoenix 

KPHO-TV 

Davenport 

WOC-TV 

18,373 

Pittsburgh 

WDTV 

Quad  Cities  Include  Davenport,  Moline,  Rock  Island, 

East  Moline 

Portland,  Ore. 

Dayton 

WHIO-TV,  WLWD 

106,000 

Providence 

WJAR-TV 

Detroit 

WJBK-TV,  WWJ-TV,  WXYZ-TV 

306,420 

Richmond 

WTVR 

Erie 

WICU 

38,700 

Rochester 

WHAM-TV 

Ft.  Worth- 

Rock  Island 

WHBF-TV 

Dallas 

WBAP-TV,   KRLD-TV,  WFAA-TV 

70,958 

Quad  Cities 

Include  Davenport,  Moline,  Rock  Island, 

Grand  Rapids 

WLAV-TV 

47,846 

Salt  Lake  City 

KDYL-TV,  KSL-TV 

Greensboro 

WFMY-TV 

19,500 

San  Antonio 

KEYL,  WOAI-TV 

Houston 

K  PRC-TV 

37,152 

San  Diego 
San  Francisco 

KFMB-TV 

Huntington- 

KGO-TV,  KPIX,  KRON-TV 

Charleston 

WSAZ-TV 

20,100 

Schenectady 

WRGB 

Indianapolis 

WFBM-TV 

71,250 

Albany-Troy 

Jacksonville 

WMBR-TV 

15,000 

Seattle 

KING-TV 

Johnstown 

WJAC-TV 

30,175 

St.  Louis 

KSD-TV 

Kalamazoo- 

Syracuse 

WHEN,  WSYR-TV 

Battla  Creek 

WKZO-TV 

38,075 

Toledo 

WSPD-TV 

Kansas  City 
Lancaster  * 

WDAF-TV 

50,542 

Tulsa 

KOTV 

WGAL-TV 

58,884 

Utica-Rome 

WKTV 

Lansing 

WJIM-TV 

28,500 

Washington 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG 

Los  Angeles 

KECA-TV,  KFI-TV,  KLAC-TV,  KNBH, 

693,369 

Wilmington 

WDEL-TV 

Number  Sets 
39,075 
49,278 
35,500 
145,557 
121,400 
1,500 
95,500 
34,348 
1,535,000 

N.  Y.  estimate  ' 
29,365 
42,254 
32,450 
565,000 
16,150 
133,000 
978 
71,800 
39,926  * 
48,631 
18,373 

East  Moline 

25,300 
25,941 
55,000 
74,826 
99,500 

37,800 
165,500 
56,227 
53,000 
40,160 
22,100 
160,575 
42,777 


KTLA,  KTSL,  KTTV 


*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in   Use  7,547,510 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  __companie5 
and  manufacturers.    Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries, 
necessarily  approximate. 


Tota  I  sets 


all  areas 


Page  58     •     September  18,  1950 


Telecasting    •    BROADCASTING  ' 


Affiliated  with 

The  Atlanta  Journal  and 

The  Atlanta  Constitution 


week  in  and  week  out 
more  Atlanta  people  see 
more  programs*  on 
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*Ask  yonr  Petry  mayi  about  any  current  survey 
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Propagation 


by  all  four 
major  networks 


YOU  CAN 
SELL  MORE 
ON 

fN  MfAMI 


FREEa^  PETERS- Nc^.  'Re^n£a&nbdwti 
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(Continued  from  page  51) 

by  Kenneth  A.  Norton  of  NBS  and 
a  group  of  other  Ad  Hoc  Committee 
engineers. 

Although  the  original  Reference 
E  was  never  approved  by  the  com- 
mittee, pertinent  material  from  it 
is  analyzed  and  incorporated  in 
Appendix  B  to  Volume  II.  As 
such  it  constitutes  the  first  sug- 
gested method  of  evaluating  a 
given  service  when  subject  to  in- 
terference from  multiple  sources. 
The  report  states  a  revised  Ref- 
erence E,  in  unpublished  form,  has 
been  prepared  by  Mr.  Norton  and 
Harry  Fine,  FCC  engineer,  with 
the  original  title,  "A  Study  of 
Methods  for  the  Efficient  Alloca- 
tion of  Radio  Frequencies  to 
Broadcasting  Services  Operating 
in  the  Range  Above  50  mc." 

The  second  suggested  method, 
outlined  in  Appendix  C  of  Volume 
II,  is  contained  in  Reference  L, 
"An  Abbreviated  Method  of  Cal- 
culating Multiple  Interference,"  by 
Mr.  Fine.  The  author  explains 
that  while  it  "may  not  be  quite  as 
accurate  an  approximation"  as 
that  by  use  of  revised  Reference 
E,  it  is  "much  more  practical  from 
the  standpoint  of  ease  in  applica- 
tion." 

Third  Technique 

The  third  technique  suggested, 
"The  Log  Normal  Method,"  is  con- 
tained in  Appendix  D.  The  fourth, 
"The  Method  of  Numerical  Inte- 
gration," is  presented  in  Appendix 
E  of  Volume  II. 

The  "significant  conclusions"  of 
Volume  II  were  endorsed  without 
reservation  by  Edward  W.  Allen 
Jr.,  chairman  of  the  Ad  Hoc  Com- 
mittee and  chief  of  FCC's  Tech- 
nical Information  Division;  Mr. 
Fine  and  William  C.  Boese,  FCC; 
Ralph  N.  Harmon,  Westinghouse; 
E.  F.  Vandivere  Jr.,  FCC;  Robert 
P.  Wakeman,  DuMont;  George  V. 
Waldo,  FCC. 

Endorsement  with  reservation 
was  made  by  Mr.  Norton  as  well 
as  by  Stuart  L.  Bailey,  consulting 
engineer;  C.  B.  Jolliffe,  executive 
vice  president  of  RCA  Labs.  Divi- 
sion in  behalf  of  Dr.  George  H. 
Brown;  Albert  F.  Murray,  con- 
sulting TV  engineer;  Raymond 
M.  Wilmotte,  consulting  engineer; 
Frank  G.  Kear,  consulting  engi- 
neer, and  Jay  W.  Wright,  CBS. 
Endorsement  was  declined  by 
Messrs.  Carroll  and  Page  and  Paul 
A.  de  Mars,  consulting  engineer. 

Mr.  Carroll  explained  that  as  a 
physicist  "who  has  been  specializ- 
ing in  the  subject  since  the  middle 
of  1941,  it  is  especially  painful  to 
me  to  see  such  material  put  forth 
in  the  name  of  the  Ad  Hoc  Com- 
mittee as  radio  propagation  data 
on  the  basis  of  which  TV  and  FM 
stations  may  be  allocated." 

Carroll  Comments 

"I  believe  that  I  have  spent  as 
much  time  as  any  member  of  the 
committee,"  Mr.  Carroll  continued, 
"in  trying  to  unravel  this  confused 
tangle  of  bald  assumptions  which 
have  been  mixed  with  a  pitifully 


PERSONAL  appearance  of  the  Kukia,  Fran  &  OIlie  cast  Sept.  9  on  Rich's  In 
Your  Home  program  over  WSB-TV  Atlanta  brought  together  this  luncheon 
group  (I  to  r):  Foreground,  John  M.  Outler  Jr.,  general  manager,  WSB-AM- 
FM-TV,  and  Joseph  Guillozet,  Rich's  Department  Store,  program  sponsor; 
background.  Burr  Tillstrom,  creator  of  the  puppets;  Frank  L.  Pallota,  Rich's; 
Fran  Allison  (Fran);  J.  Leonard  Reinsch,  managing  director,  WSB-AM-FM-TV, 
and  Earl  Yancey  Sr.,  RCA.  KukIa  Fran  and  Ollie's  appearance,  coinciding  with 
"Television  Week"  in  Atlanta,  previewed  the  return  of  the  puppet  show 
to  WSB-TV  Sept.  18. 


few  facts  and  blown  up  into  a 
statistical  crazy-quilt  hitherto  quite 
unprecedented  in  radio  engineer- 
ing." He  indicated  he  was  "con- 
vinced that  an  intelligible  document 
can  be  produced  relatively  quickly 
which  will  be  a  useful  guide  to  a 
flexible  allocation  policy  until  more 
is  known." 

"The  television  industry  deserves 
a  better  fate  .  .  .  than  to  have  its 
allocations  mired  at  the  start  in 
such  a  maze  of  confusion"  as  is 
Volume  II,  Mr.  Carroll  concluded. 

Page  Explains 

Mr.  Page  explained  that  a  report 
such  as  Volume  II  should  be  under- 
standable to  FCC  engineers,  profes- 
sional radio  engineers  and  other 
interested  parties.  But  he  found 
Volume  II  in  its  present  form 
"filled  with  confused  and  confusing 
analyses,  most  of  which  leads  to  no 
results  readily  applied  in  practice." 

Mr.  de  Mars  chiefly  expressed 
concern  as  to  validity  of  the  as- 
sumption of  revised  Reference  E 
and  Reference  C,  the  latter  an  un- 
published report  titled  "Ground 
Wave  Propagation  Over  Irregular 
Terrain  at  Frequencies  above  50 
mc,"  by  Mr.  Norton,  Morris 
Schulkin  and  Robert  S.  Kirby  of 
NBS. 

Several  other  references  aside 
from  those  previously  mentioned 
were  reported  by  Volume  II.  Mr. 
Wilmotte,  in  Reference  I,  "Report 
on  Interference  Caused  by  More 
Than  One  Signal,"  presented  a 
"theoretical  survey  of  the  problems 
of  establishing  the  effect  of  the  in- 
terference from  several  signals,  its 
effect  on  estimating  service  areas 
of  stations  and  some  suggestions 
on  the  solution  of  these  problems." 

Mr.  Fine,  in  Reference  J,  "Com- 
bination of  Several  Interfering 
Signals  in  the  VHF  Range,"  noted 
that  "insufficient  data  is  available 
to  determine  the  exact  mechanism 


WPTZ  Kansas  Viewer 

AN  EXAMPLE  of  how  this 
is  a  small  television  world 
was  provided  in  a  recent 
WPTZ  (TV)  Philadelphia  in- 
cident. Roy  Neal,  who  con- 
ducts Public  Invited,  offered 
a  puppy  to  the  letter  writer 
who  had  the  best  reason  to 
give  the  pet  a  good  home.  An 
offer  was  received  two  days 
later  from  Mrs.  Arthur 
Pearce  of  Gardner,  Kan.,  35 
miles  away  from  Kansas 
City.  Mrs.  Pearce  wrote  that 
WPTZ's  audio  was  excellent 
although  the  picture  wavered 
occasionally.  P.  S.  She  won 
a  puppy. 


for  the  addition  of  interfering 
signals,"  but  discussed  probable 
combinations. 

Volume  II  also  disclosed  two  un- 
published reports  which  are  not 
available  for  distribution  at  this 
time.  One  is  Reference  K,  "The 
Effect  on  Television  Service  of 
Transmitting  Antenna  Height, 
Radiated  Power,  the  Use  of  Off- 
Set  or  Synchronized  Co-Channel 
Carriers,  and  of  Correlation 
Among  the  Radio  Fields  Received 
From  Several  Transmitters,"  by 
Harold  Staras  of  NBS.  The 
other  is  Reference  M,  "A  Statis- 
tical Analysis  of  Multiple  Radio 
Intei'ference  to  Television  Serv- 
ice," by  Mr.  Staras  and  Marvin 
Blum,  also  of  NBS.  i 


WBAP-TV  Fort  Worth  on  air  2:30 
p.m.  to  midnight  Mon.-Fri.,  adding 
eight  to  10  extra  viewing  hours. 
Total  time  is  65-70  hours  weekly,  with 
Sat. -Sun.  schedules  running  evenings 
until  10  p.m. 
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EVERY  DAY  THAT  PASSES 
MEANS  MORE  HAPPY 

WGN-TV  ADVERTISERS 

An  agency  writes  — 

''Although  we  have  mentioned  it  many  times  before, 
we  want  you  to  know  that  everyone  connected  with 
the  program  here  at  the  agency  and  with  the  client 
in  Chicago  is  quite  happy  with  the  outstanding  work 
you  are  doing ...  By  now  we  have  had  experience 
with  a  great  number  of  home  economist  shows  and 
yours  ranks  among  the  very  best  in  the  country ..." 

An  advertiser  said  recently- 

*'  We  experienced  a  considerable  increase  in  our  Chicago 
volume  right  from  the  start— 33  y3%.  Our  sales  are 
still  climbing  and  are  now  50%  ahead  of  last  year. . 


Add  these  to  the  many  other  WGN-TV  result  stories  and  you'll  see  why 
WGN-TV  is  the  nation's  top  Television  station  for  spot  advertisers — Your 
advertising  schedule  isn't  complete  if  you're  not  on  WGN-TV  in  Chicago. 


tKtjE  Chicago  tribune  ^elefaision  Station 
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OPENING  of  Wayne  King's  second  season  on  NBC-TV  finds  these  officials  of 
Standard  Oil  Co.  of  Indiana  and  NBC  television  executives  in  group  attend- 
ing the  premiere  (I  to  r):  A.  W.  Peake,  president  of  Standard;  Jules  Her- 
buveaux,  NBC  Chicago  TV  manager;  Dr.  Robert  E.  Wilson,  chairman  of  the 
board.  Standard,  and  Dan  McGuire,  NBC  account  executive. 
*       *  * 


Television's 

TOP 

Sales 

Opportunity 


If  you're  on  Television  — 


WDEL-TV 

is  a  must. 

Represented  hy 

ROBERT  MEEKER 

Associates 
New  York         San  Francisco 
,  Los  Angeles  Chicago 


Waltz  King 

(Continued  from  page  52) 

organized  in  1937  by  Don  Large, 
then  music  director  of  WJR  De- 
troit, has  been  sponsored  in  radio 
by  the  Ford  Motor  Co.,  Marvel 
Cigarettes  and  Household  Finance. 
Members  are  divided  also  into 
three  other  groups,  The  Grena- 
diers, a  male  sextet;  Meadowlarks, 
three  girls,  and  The  Double-Daters, 
two  couples. 

Mr.  Hall  began  singing  in  Mil- 
waukee, where  he  appeared  in 
night  clubs.  He  had  been  a  guest 
on  many  radio  shows,  including 
that  of  Arthur  Godfrey,  and  was 
discovered  by  Mr.  King  after  an 
appearance  on  the  Breakfast  Club. 
Miss  Van  has  starred  in  numerous 
Chicago  network  and  local,  TV 
shows,  and  Miss  James  just  left 
the  road  company  tour  of  "Lend  An 
Ear,"  in  which  she  had  a  leading 
role. 

Much  of  the  music  played  on  the 
show  is  the  same  kind  which  made 
"The  Waltz  King"  famous — slow, 
easy-going  melodic  selections.  The 
style,  however,  instead  of  just 
bringing  nostalgic  looks  to  parents' 
faces,  seems  to  appeal  equally  to 
their  offspring.  The  latter  are  the 
fans  who  request  studio  passes 
for  50  and  75  persons  at  a  time. 
Although  the  show  has  no  studio 
audience,  visitors  can  watch  from 
an  observation  booth  one  floor  above 
the  studio. 

Rehearsal  Schedule 

The  rehearsal  routine  is  rugged, 
and  takes  place  after  the  chorus 
has  memorized  as  many  as  10  songs 
and  five  dance  routines  per  week. 
Rehearsals,  supervised  by  NBC  Di- 
rector Bill  Hobin  and  McCann- 
Erickson  Producer  Andy  Christian, 
are  called  for  Tuesday  before  the 
Thursday  show.  After  a  9:30  a.m. 
to  5  p.m.  stint,  cast  members  return 
Wednesday  from  9:30  until  12:30. 
On  Thursday,  the  group  rehearses 
on  camera  from  2:30  until  5  and 
from  6:30  until  show  time  (9:30 
p.m.). 

Because  the  show  has  several 
songs  and  two  or  three  production 
numbers  (with  full  cast)  con- 
structed around  a  single  theme 
(vacations,  a  day  on  the  farm, 
mystery  stories),  initial  planning 
before  rehearsals  has  to  be  inten- 
sive and  shai'p.  Dialogue  is  mini- 
mized, and  production  crews  at- 
tempt to  get  a  tone  as  mellow  as 
the  golden  saxophone.  It's  esti- 
mated that  about  31  people  work 
on  the  show,  but  no  one  is  quite 
sure.  Three  cameras  are  used,  and 
as  many  as  10  sets.  Two  dancers, 
apart  from  the  chorus,  are  usually 
featured. 

A  favorite  production  last  season 
was  a  pre-Christmas  feature  on 
Toyland,  which  came  to  life  before 
the  cameras  with  a  rock-candy 
mountain,  peppermint  candy  trees, 
spun-glass  clouds,  a  five-foot  rock- 
ing horse  and  a  three-tiered  wed- 
ding cake  seven  feet  in  diameter. 
Elaborately-costumed  toy  soldiers 
and  dolls  came  to  life  also,  playing 
games  with  a  seven-foot  panda,  toy 


cars  and  fire  engines.  A  snow- 
capped castle  wall  towered  over  a 
tin-soldier  guard  house,  and  huge 
toy  blocks — three  and  two  feet 
square — filled  in  the  background. 
Painters  turned  the  floor  into  a 
giant  checkei'board. 

Mr.  King  insists,  "We  all  take 
bows  for  everything,  and  no  one 
takes  bows  for  anything."  He  is 
sure  television  "is  the  most  wonder- 
ful thing  in  the  world!"  Musically, 
he  prefers  his  concert  tours,  but 
as  a  showman  he  likes  TV  because 
"it  puts  everything  together  that 
I've  learned  from  childhood — and 
adds  a  lot.  It's  the  most  dominat- 
ing medium  I've  found!" 

A  devotee  of  a  rule  which  allows 
only  music  and  entertainment,  "and 
no  tricks,"  Mr.  King  describes 
himself  and  the  show  as  simple. 
"The  pressure  is  to  always  be 
exotic,  but  we  like  it  simple,  melodic 
and  wholesome.  This  is  the  hardest 
combination  to  achieve,  because  we 
must  be  interesting  at  the  same 
time." 

Commercial  Policy 

Although  the  agency  describes 
him  as  a  "soft  but  solid  salesman," 
Mr.  King  rarely  takes  part  in  com- 
mercials. Policy  is  to  keep  com- 
mercial messages  interesting,  in- 
formative and  minus  heavy  sales 
pressure,  although  the  client  insists 
on  good  identification.  Commercials 
tie-in  directly  with  other  advertis- 
ing used,  but  are  often  omitted  in 
favor  of  public  service  plugs  or 
mentions  of  accomplishments  of  the 
Junior  Achievement  Club,  Future 
Farmers  of  America  or  4-H  mem- 
bers. 

The  company  sells  its  name  and 
service,  first  of  all,  and  then  its 
products — gas,  oil,  lubrication  and 
heating  oil,  tires,  batteries  and 
other  accessories.  The  commercial 
schedule,  reviewed  constantly,  is 
made  up  a  month  in  advance  in  an 
effort  to  get  some  of  the  flexibility 
found  in  radio. 

The  show  with  the  big-glittering 
Standard  crown  as  a  trade-mark 
earned  two  first  place  awards  as  a 
musical  TV  program  last  spring — 
one  in  the  Chicago  Federated  Ad- 
vertising Club's  annual  awards 
competition  and  the  other  from  a 


local  video  fan  magazine.  Wes 
Nunn,  who  calls  TV  "captivating 
and  dynamic,"  and  who  finds  "once 
you  get  in  it  there's  no  capacity 
at  all,"  knows  the  medium's  poten- 
tials as  a  social,  economic  and  edu- 
cational force.  "We  all  need  to 
watch  out  for  abuse  of  it  as  an 
entertainment  medium,  though,  and 
one  of  the  greatest  abuses  is  to 
fill  with  too  many  or  too  long  com- 
mercials. That's  why  ours  are 
brief  and  integrated." 


NBC-TV  NETWORK 

Interconnected  To  Add  14 

FOURTEEN  non-interconected  TV 
stations  will  become  interconnected 
with  the  NBC-TV  network  by  Oct. 
1.  NBC  will  then  have  47  stations 
on  its  interconnected  network  and 
16  on  its  non-interconnected  net- 
work, totaling  63  stations. 

Those  joining  the  interconnected 
network,  including  WSAZ-TV 
Huntington,  W.  Va.,  which  affili- 
ated Sept.  1,  are: 

WFMY-TV  Greensboro,  N.  C; 
WBTV  (TV)  Charlotte,  N.  C; 
WMBR-TV  Jacksonville,  F  1  a  .  ; 
WSB-TV  Atlanta,  Ga.;  WBRC-TV 
Birmingham,  Ala.;  WAVE-TV 
Louisville;  WFBM-TV  Indianapo- 
lis; WOC-TV  Davenport,  Iowa; 
KSTP-TV  Minneapolis-St.  Paul; 
WOW-TV  Omaha;  WDAF-TV 
Kansas  City,  Mo.;  WSM-TV  Nash- 
ville, and  WTTV  (TV)  Blooming- 
ton,  Ind. 


Coy  To  Review  Color 

CHICA-GO  industry  people  wiU 
hear  FCC  Chairman  Wayne  Coy 
outline  the  present  status  of  color 
television  at  a  luncheon  Sept.  26. 
Sponsored  by  the  Chicago  Tele- 
vision Council,  which  opens  its  fall 
season  that  day,  Mr.  Coy's  speech 
will  be  heard  also  by  members  of 
the  Chicago  Radio  Management 
Club  as  well  as  Midwest  agency 
executives  and  set  manufacturers. 
The  invitation  was  sent  to  Mr.  Coy 
by  I.  E.  Showerman,  NBC  Chicago 
vice  president  and  president  of  the 
Television  Council.  The  luncheon 
is  tentatively  planned  for  a  private 
dining  room  in  the  Palmer  House. 
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another  first  for  WWJ-The  Detroit  News 


•  ••TV  goes  to  college! 


WWJ-TV  and  the  University  of  Michigan 
have  announced  completion  of  plans  for  a 
series  of  televised  home-study  courses  this 
fall  .  .  .  the  first  venture  into  the  field  of 
university  education  by  any  TV  station. 

The  entire  academic  resources  of  the  uni- 
versity and  the  production  and  transmis- 
sion facilities  of  the  station  were  pledged 
to  its  success.  Initial  plans  call  for  lectures 
on  history,  fine  arts,  music  and  the  funda- 
mentals of  the  natural  sciences  to  be  illus- 
trated with  all  the  visual  aids  employed  in 
undergraduate  instruction.  The  television 
"classes"  will  even  be  taken  into  research 
laboratories,  workshops  and  rare  book  vaults 
usually  barred  to  all  but  a  few  accredited 
students. 

Those  who  enroll  by  the  payment  of  a 
nominal  fee  to  the  university  will  be 
eligible  for  examinations  and  "certificates 
of  recognition." 

Mark  this  up  as  another  in  the  long  list 
of  "firsts"  credited  to  WWJ  during  its  30 
years'  existence.  It  adds  immeasurably  to  the 
prestige  and  community  confidence  which 
WWJ  has  always  enjoyed,  and  which  has 
always  proved  so  beneficial  to  its  advertisers. 


FIRST  IN  NMCHIGAN 


Owned  and  Operated  by  THE  DETROIT  NEWS 


National  Representatives:  THE  GEORGE  P.  HOLLINGBERY  COMPANY 
ASSOCIATE  AM-FM  STATION  WWJ 


NBC  Televiaon  Network 
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Telestatus 

(Continued  from  page  58) 

Sept.  1  KEYL  (TV)  San  Antonio 
issued  Rate  Card  No.  2.  WHAS-TV 
Louisville  started  using  its  Rate 
Card  No.  2  last  Friday  (Sept.  15). 

At  KEYL  the  one-time  rate  for 
a  Class  A  hour  (7  p.m.  to  sign-off 
and  after  2  p.m.  Sunday)  becomes 
$250  for  film  programs  and  $312.50 
for  live  programs.  In  Class  B  time 
(5-7  p.m.,  Monday  through  Satur- 
day) a  one-time  hour  is  set  at 
$187.50  under  the  film  rate  and 
$250  live.  Class  C  time  (before  5 
p.m.  Monday  through  Saturday  and 
before  2  p.m.  Sunday)  is  now  $125 
for  a  one-time  hour  of  film  time 
and  $187.50  under  the  "live"  rate. 

Film  rates  for  a  one-time  minute 
are  listed  on  Rate  Card  No.  2  as: 
Class  A,  $.35;  Class  B,  $27,  and 
Class  C,  $18.  Live  rates  for  one- 
minute  announcements  are  set  at 
$45  in  Class  A  time,  $37.50,  Class 
B,  and  $28  for  Class  C  on  a  one- 
time basis. 

The  new  rate  structure  at 
WHAS-TV  increases  the  hourly 
base  rate  in  Class  A  time  (6:30 
p.m.  to  sign-off,  Monday  through 
Friday;  6  p.m.  to  sign-off,  Satur- 
day and  Sunday)  from  $250  to  $300. 
Other  time  costs  are  increased  pro- 
portionately. 

Time  classifications  also  report- 
edly are  changed  with  Rate  Card 
No.  2.  In  addition  to  Class  A  time. 
Class  B  time  becomes  5-6:30  p.m., 
Monday  through  Friday,  and  12  n.- 
6  p.m.,  Saturday  and  Sunday.  A 


Aces  Still  High 

THE  playing  card  business 
has  not  been  affected  by  tele- 
vision and  spokesmen  for  the 
trade  expect  card  sales  this 
year  to  hit  a  new  high.  This 
statement  was  made  by  repre- 
sentatives of  playing  card 
manufacturers  exhibiting  at 
the  Boston  gift  show  fort- 
night ago.  It  was  pointed  out 
that  in  New  York  City,  metro- 
politan area  where  television 
coverage  is  heaviest  in  the 
country,  sales  of  cards  are 
running  about  20%  ahead  of 
last  year. 


new  Class  C  bracket  applies  to  all 
times  not  covered  by  Class  A  and  B. 


Durable  Goods  Studied 
In  Video  Homes 

ADVERTEST  RESEARCH  last 
week  released  results  of  a  prelim- 
inary investigation  of  "Durable 
Goods  in  TV  Homes."  Although 
there  was  some  evidence  of  tele- 
vision advertising  having  influenced 
the  purchase  of  durable  goods,  the 
firm  points  out  that  the  infrequency 
of  buying  in  this  field  makes  inves- 
tigation difficult.  The  sample  in- 
cluded 764  interviews  in  TV  homes 
within  50  miles  of  New  York  and, 
according  to  Advertest,  "provides 
a  valid  measure  against  which  fu- 
ture studies  of  this  type  can  be 


nothing  but  smiles 
under  our  umbrella! 


KOLUNO 


KALAMAZaO 


UILHU-TU 

CHANNEL  7  -  GRAND  RAPIDS 

ONE  YEAR  OF  SOLID  SERVICE 

Represented  by  John  Pearson 


placed  and  inspective  analyses 
made." 


'Colgate  Comedy  Hour' 
Rated  by  Hooper 

THE  NEW  Colgate  Comedy  Hour, 
NBC-TV's  answer  to  the  CBS-TV 
Toast  of  the  Toivn,  Sunday,  8-9 
p.m.,  had  a  Hooperating  of  31.2  on 
its  premiere  telecast  Sept.  10,  ac- 
cording to  a  special  12-city  survey 
by  C.  E.  Hooper  Inc. 

Toast  of  the  Toivn,  sponsored  by 
Lincoln-Mercury,  was  rated  at  20.2 
the  same  night.  The  rating  for  that 
program  the  previous  week  was 
36.4.  The  special  ratings  were 
among  the  first  issued  in  Hooper's 
new  12-city  popularity  rating  serv- 
ice announced  a  fortnight  ago 
[Telecasting,  Sept.  11]. 


Videodex  Announces 
August  Ratings 

TOP  10  network  shows  in  two 
groupings,  percentage  of  TV  homes 
and  number  of  TV  homes,  were  re- 
leased Friday  by  Videodex  for  Aug. 
1-7  period  covering  a  62-market 
area.  The  Videodex  ratings  were 
shown  as  follows: 

Rank  Show  Pencentage  TV 

1.  Toast  of  Town,  CBS,  34  cities 

2.  Stop  Music,  ABC,  50  cities 

3.  Kraft  TV  Theatre,  NBC,  34  cities 

4.  Ford  Star  Revue,  NBC,  45  cities 

5.  Garry  Moore  Show,  CBS,  19  cities 

6.  Big  Story,  NBC,  32  cities 

7.  Original  Amateur  Hour,  NBC, 
54  cities 

8.  Break  the  Bank,  NBC,  42  cities 

9.  Lone  Ranger  (FrI.),  ABC,  39  cities 
10.  Your  Hit  Parade,  NBC,  18  cities 


Number  TV  homes 

1.  Toast  of  Town,  CBS,  34  cities  1 

2.  Step  Music,  ABC,  50  cities  1 

3.  Ford  Star  Revue,  NBC,  45  cities  1 

4.  Original  Amateur  Hour,  NBC, 
54  cities  1 

5.  Kraft  TV  Theatre,  NBC,  34  cities  1 

6.  Break  Bank,  NBC.  42  cities  1 

7.  Big  Story,  NBC,  32  cities  1 

8.  Lone  Ranger,  ABC,  39  cities  1 

9.  Beat  Clock,  CBS,  34  cities  1 
10.  Cavalrade  of  Stars,  DuMont, 

20  cities  1 


Homes 
37.2 
28.4 
27.5 
26.9 
26.4 
25.6 

25.3 
24.2 
23.9 
23.7 

(000) 
950.9 
738.6 
611.1 

459.4 
447.2 
394.6 
311.6 
280.5 
144.3 

112.8 


S.  F,-L,  A,  RELAY 

Four  Carry  Dedication  Show 

DEDICATION  of  the  San  Fran- 
cisco-Los Angeles  microwave  relay 
last  Friday  night  featured  aJi 
hour-long,  live  variey  show  telecast 
by  four  stations  simultaneously. 
Stations  were  KNBH  (TV),  KTTV 
(TV)  Los  Angeles;  KRON-TV, 
KPIX  (TV)  San  Francisco,  doubl- 
ing up  on  telecasting  from  each 
city.  Art  Linkletter  emceed  the 
show  in  Los  Angeles  and  Ben  Alex- 
ander in  San  Francisco. 

FCC  Comr.  George  Sterling  was 
featured  in  a  short  talk  by  remote 
from  the  Institute  of  Radio  Engi- 
neers annual  West  Coast  regional 
convention  in  Los  Angeles. 

ABC-TV  was  first  to  utilize 
microwave  relay  on  a  pay  basis 
with  a  special  hour  show  last  night 
(Sept.  17),  celebrating  the  first 
anniversary  of  its  KECA-TV  Los 
Angeles.  Show  was  beamed  from 
KECA-TV  to  KGO-TV  San  Fran- 
cisco and  inaugurated  a  seven-day 
per  week  schedule  for  the  latter 
ABC  O&O  station,  in  addition  to 
introducing  the  TV  fall  program 
lineup. 


NAB  District  Meetings 

Sept.    18-19:    Dist.    7,    Terrace  Plaza 

Hotel,  Cincinnati. 
Sept.  21-22:  Dist.  9,  Northernaire  Hotel. 

Three  Lakes,  Wis. 
Sept.  25-26:  Dist.  11.  St.  Paul  Hotel, 

St.  Paul. 

Sept.  28-29:  Dist.  10.  Chase  Hotel.  St. 
Louis. 

Oct.  2-3:  Dist.  12.  Tulsa  Hotel,  Tulsa. 
Oct.  6-7:-  Dist.  3,  Bedford  Springs  Hotel, 

Bedford,  Pa. 
Oct.    9-10:    Dist.    1,    Somerset  Hotel, 

Boston. 

Oct.  12-13:  Dist.  2,  Ten  Eyck  Hotel, 
Albany,  N.  Y. 

Oct.  26-27:  Dist.  6,  Roosevelt  Hotel, 
New  Orleans. 

Nov.  2-3:  Dist.  4,  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At- 
lanta. 


Sept.  18-21:  Financial  Public  Relations 
Assn.  Convention,  Hotel  Statler,  Bos- 
ton. 

Sept.  19-20:  Canadian  Broadcasting 
Corp.  Board  of  Governors,  Van- 
couver. 

Sept.  23:  Assn.  of  Women  Broadcasters 
District  10,  Savoy  Hotel,  Des  Moines. 

Sept.  23-30:  National  Television  &  Elec- 
tronics Exposition.  69th  Regiment 
Armory,  New  York. 

Sent.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio-TV  Workshop,  Hotel 
Statler.  New  York. 

Sept.  28-29:  New  Jersey  Broadcasters 
Assn. -Rutgers  U.  Radio  Institute,  As 
bury  Park,  N.  J. 

Sept.  28-30:  Western  Assn.  of  Broad j 
casters  annual  meeting,  Palliser  Hotel 
Calgary. 

Sept.  30-Oct.  7:  Canadian  Radio  Week 
Sept.  30-Oct.  8:  National  Television  and 
Electrical  Living  Show,  Chicago  Coli' 

seum. 

Oct.  4:  A  AAA  board  of  directors  meet 
ing,  Chicago. 

Oct.  5-6:  AAAA  Central  Council  meet- 
ing. Hotel  Drake,  Chicago. 

Oct.  5:  Second  International  Advertis- 
ing Convention,  Hotel  Plaza,  New 
York. 

Oct.  6-7:  Ohio  State  U.  Advertising  anc 
Sales  Promotion  Conference,  Colum- 
bus. 

Oct.  8-11:  AAAA  Pacific  Council  meeti 
ing.  Hotel  del  Coronado,  Coronado- 
Calif. 

Oct.  9-March  19:  Advertising  &  Sellini 
Course.  Advertising  Club  of  New 
York,  New  York. 

Oct.  18-21 :  NBC  Annual  Affiliates'  Meet 
ing,  Greenbrier  Hotel,  White  Sulphu: 
Springs,  W.  Va. 

Oct.  22-24:  10th  District  convention 
Advertising  Federation  of  America 
Amarillo,  Tex. 

Oct.  23-24:  North  Carolina  Assn.  o 
Broadcasters,  Mid-Pines  Club,  South 
ern  Pines,  N.  C. 

Oct.  26-28:  Audio  Engineering  Societj 
Audio  Fair,  Hotel  New  Yorker,  Ne\^ 
York. 

Oct.  30-Nov.  1:  Radio-Television  Mfrs 
Assn.  and  Institute  of  Radio  Eng: 
neers.  Hotel  Syracuse,  Syracuse 
N.  Y. 

Oct.  31-Nov.  1:  AAAA  Eastern  Confer 
ence.  Roosevelt  Hotel.  New  York. 

Nov.  3-4:  Institute  of  Radio  Engineer: 
Kansas  City  Section,  second  annua 
Regional  Papers  Conference,  Presi 
dent  Hotel,  Kansas  City,  Mo. 

Nov.  9-10:  Ohio  Assn.  of  Broadcaste 
meeting.  Columbus. 

Nov.  16:  AAAA  Michigan  council  meet 
ing.  Hotel  Statler,  Detroit. 

Nov.  16-18:  National  Assn.  of  Radi' 
News  Directors  Convention,  Hote 
Sherman,  Chicago. 


WFBM-TV  Indianapolis  originate, 
telecasts  of  Indiana  State  Fair  activ 
ities  for  first  time  in  history  of  evert 
station  reports.  Special  events  ani 
regularly  scheduled  live  shows  wer 
featured. 
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!  Television  camera 
,  witli  the  eyes 
of  a  cat ! 

Why  an  image  orthicon  camera  can  see 
I  with  only  the  light  of  a  match 

No.  9  in  a  series  outlining 
high  points  in  television  history 

l  Photos  from  historical  collection  of  RCA 

j  •  Show  any  camera  fan  the  things  a  television  camera  is  asked  to 
^  do,  and  you'll  leave  him  gasping ! 

i 

»  The  usual  photographer,  tied  to  the  limitations  of  lens  rating  and 
I  film  speed,  must  depend  on  flash  bulbs,  floodlights,  or  time  exposures 
•i  in  dim  hght.  But  a  television  cameraman  operating  the  RCA  image 
jj  orthicon  camera  gets  sharp,  clear  pictures  — in  motion— in  places 

'  where  lack  of  light  would  paralyze  the  most  costly  "still"  camera. 

ii 

!  The  secret,  of  course,  is  that  the  picture  signals  created  within 
I  the  RCA  image  orthicon  camera  can  be  intensified  millions  of  times 
I  for  transmission. 


Here,  in  a  testing  battery  at  RCA  Tube  Plant  in  Lancaster,  Pa.,  RCA  image 
orthicon  pick-up  tubes  get  the  final  seal  of  approval  from  an  engineer. 
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Although  dramatic  action,  in  television  plays,  is  often  presented  in  the  dim- 
mest light  — no  detail  is  missed  by  the  RCA  image  orthicon  camera. 


Youthful  ancestor  of  this  supersensitive  instrument  is  the  iconoscope 
tube  invented  by  Dr.  V.  K.  Zworykin,  of  RCA  Laboratories.  It  was 
television's  first  all-electronic  "eye"— without  any  moving  parts,  pre- 
senting no  mechanical  problems. 

Basing  their  research  on  principles  uncovered  by  Dr.  Zworykin's 
iconoscope,  RCA  scientists  were  able  to  develop  the  image  orthicon 
pick-up  tube.  Although  simple  \o  operate,  and  virtually  foolproof, 
it  is  one  of  the  most  complex  and  compact  electronic  devices  ever 
developed. 

Within  its  slim  length— not  much  bigger  than  a  flashlight— are 
the  essentials  of  three  tubes,  a  phototube,  a  cathode  ray  tube,  an 
electron  multiplier.  The  phototube  converts  a  light  image  into  an 
electron  image,  which  is  electrically  transferred  to  a  target  and 
scanned  by  an  electron  beam  to  create  a  radio  signal.  The  electi'on 
multiplier  then  takes  the  signal  and  greatly  amplifies  its  strength  so 
that  it  may  travel  over  circuits  leading  to  the  broadcast  transmitter. 

Inside  the  tube,  more  than  200  parts  are  meticulously  assembled. 
There's  a  glass  plate  thinner  than  a  soap  bubble  ...  a  copper  mesh 
pierced  with  250,000  tiny  holes  to  the  square  inch.  A  piece  of 
polished  nickel  pierced  with  a  hole  so  small  you  couldn't  thread 
it  with  a  human  hair! 

The  image  orthicon  television  camera,  as  developed  by  scientists 
at  RCA  Laboratories,  is  now  100  to  1000  times  as  sensiti\"e  as  its 
parent— the  iconoscope  . . .  and  in  the  dark,  sees  ahnost  as  clearly 
as  the  keenest-eyed  cat! 


Radio  Corporation  of  America 

WORLD  LEADER  IN  RADIO— FIRST  IN  TELEVISION 
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ZIV  EXPANDS 

Leases  California  Studios 

IN  A  MOVE  designed  to  enhance 
its  production  of  TV  films,  Frederic 
W.  Ziv  Co.  and  its  affiliate,  Ziv 
Television  Programs  Inc.,  have  ac- 
quired the  lease  to  a  large  segment 
of  the  California  Studios,  in  Holly- 
wood. 

Complete  use  of  studio  facilities 
and  the  administration  building 
becomes  Ziv's,  effective  Oct.  15,  at 
a  cost  of  3100,000  in  cash,  plus  "ad- 
ditional sums"  to  be  paid  over  the 
five-year  period.  The  administra- 
tion building  will  house  the  West 
Coast  offices  of  the  Ziv  Co.,  and  its 
three  affiliates,  Ziv  Television  Pro- 
grams, World  Broadcasting  Sys- 
tem, and  Cisco  Kid  Products. 

John  L.  Sinn,  Ziv  executive  vice 
president,  pointed  out  that  Ziv's 
experience  in  TV  film  producing, 
both  in  Hollywood  and  New  York, 
resulted  in  the  conclusion  that  mo- 


tion   picture    "know-how"  neces-^ 
sarily    produces    the    better  TV'S 
movie.     Proximity  to  talent,  cli- 
matic conditions,  and  space  avail- 
abilities, are  added  factors  in  the 
change. 

Mr.  Sinn  noted  that  the  five-year 
lease  also  signifies  that  Ziv  is  defi- 
nitely committing  itself  to  full-scale 
TV  production  in  films. 


Wander  on  ABC-TV 

WANDER  Co.,  Chicago,  for  Oval- 
tine,  begins  sponsorshop  of  Sandy 
Strong,  marionette  feature,  on  15 
ABC-TV  stations  Sept.  25.  Show 
will  originate  live  at  WENR-TV 
Chicago  and  will  be  carried  by 
kinescope  on  14  other  stations.  It 
will  be  telecast  as  a  five-a-week 
strip,  5:15-5:30  p.m.  CDT.  Grant 
Advertising  is  the  agency. 


TVA-NETWORKS 

First  Negotiations  Reported 

FIRST  of  the  Television  Authority- 
networks  negotiation  meetings  on 
talent  in  live  shows  and  simultane- 
ously-kinescoped  shows  was  held  in 
New  York  last  week,  Telecasting 
learned  unofficially. 

Screen  Actors  Guild  is  under- 
stood to  have  conceded  TVA  juris- 
diction in  the  limited  sphere  cov- 
ered by  the  negotiations,  although 
the  larger  jurisdictional  dispute 
remains  unsettled. 

Some  hopes  are  believed  held  that 
successful  conclusion  of  these  nego- 
tiations may  lead  to  a  larger  over- 
all settlement  with  the  networks 
and  agencies,  if  not  film  producers. 


WCAU-TV  Philadelphia  has  launched 
17-hour  telecast  day. 


AMERICAN  U.,  Washington,  will  offer 
for  academic  credit  TV  workshop  in 
studios  of  WMAL-TV  Washington. 
Workshop  is  directed  by  Van  Beuren 
W.  De  Vries,  producer  for  station. 


The  ^  TELOP  makes  PROFITS  GROW  for  TV  Stations 

DUAL  PROJECTION 

SUPERIMPOSITION,  LAP  DISSOLVE  or  FADE-OUT 

with  NO  KEYSTONING 


TELOP 


THE  ,  . 
GIVES  YOU 

EASY,  LOW  COST 

TV  COMMERCIALS 


The  Gray  TELOP  projects  from 
FOUR  optical  openings:  photos,  art  work,  transparencies, 
strip  material  or  small  objects.  SOLVED  is  the  problem 
of  low  budget  yet  visually  exciting  TV  commercials! 
News  flashes,  news  photos,  temperature  and  time 
announcements,  slides  for  lecture  illustration,  for  station  and 
sponsor  identification ...  are  efficiently  composed  for 
direct  televising  or  with  accompanying  sound  and 
commentary.  Tacks  interest  and  profit  info 
every  minute  of  your  TV  schedule! 


McNeill's  TV  Debut 

ABC  DEBUTED  its  Don 
McNeill  TV  Club  on  the  net- 
work from  Chicago  Wednes- 
day night  with  a  gala  cock- 
tail party-buffet  supper-pre- 
view in  the  Civic  Opera  Bldg. 
headquarters.  Among  some 
300  guests  present  were  top 
executives  of  Philco  Corp., 
which  sponsors  the  hour  show 
once  weekly  (Wednesday,  8-9 
p.m.  CDT)  and  ABC  Vice 
Chairman  Mark  Woods,  Pres- 
ident Robert  Kintner  and 
Central  Division  Vice  Presi- 
dent John  H.  Norton  Jr. 
Opinion  was  divided  as  to  the 
high  spot  in  the  premiere — 
the  fast  patter  of  Screen  Star 
Gloria  Swanson  with  m.c. 
Don  McNeill  or  the  abandon 
with  which  James  H.  Car- 
mine, executive  vice  president 
of  Philco,  tore  up  the  com- 
mercial. 


WENR-TV  MOVE 


Occupies  New  Quarters^ 

NEW  dressing  rooms  and  offices  in 
the  Chicago  Daily  News  Bldg.  are 
being  occupied  this  week  by 
WENR-TV  (ABC)  Chicago  after 
opening  of  its  fourth  studio  last 
week.  Studio  N,  one  of  two  TV 
studios  planned  for  new  quarters 
in  the  Daily  News  Bldg.,  com- 
prises almost  12,000  square  feet 
of  space,  and  is  34  feet  "wide  and 
46  feet  long.  The  second  spot  for 
show  originations,  expected  to  be 
called  Studio  N-1,  will  be  completed 
and  in  operation  by  the  end  of  the 
year.  j 
Other  studios — A,  Penthouse  anc. 
Civic — are  located  in  present  ABC 
headquarters  in  the  Civic  Opera 
Bldg.,  across  the  Chicago  River 
from  the  Daily  News  Bldg.  Shows^ 
which  will  originate  in  Studio  N- 
designed  for  simple  programs  with- 
out complicated  production  tech- 
niques, are  Houseivife's  Holiday- 
Mary  Hartline's  Party,  Adventurt 
Time  and  the  Beulah  Karney  Show 


THF  GRAY  TELOP  AND  ACCESSORIES  ARE  WIDELY  USED  BY  NETWORKS  AND  INDEPENDENT  TV  STATIONS  ;    Petition  Accepted 


MULTIPLEXER 


Enables  operation  of  pairs  of 
projectors  simultaneously  into  a 
single  TV  camera  or  individually 
into  two  separate  cameras.  PRO- 
TECTS AGAINST  CAMERA 
CHAIN  FAILURE  BY  QUICK 
THROW- OVER  TO  STANDBY 
CHAIN. 


I^^TV  CAMERA  TURRETS 


"  Enable  a  single  camera  to  serve 

several  projectors.  Depending  on 
size  and  optical  throw,  as 
many  as  eight  projectors 
can  be  used.  Rotate  360° 
on  heavy  precision  bear- 
ings with  exaa  positioning. 
2  models:  #556  and  #430 


Ask  for  Gray  TV  Catalog  describing  above  equipment. 


IQRAY^  research  and  Development  Co.^  Inc. 
^  24  Arbor  St.,  Hartford  1,  Conn. 

D/vifion  of  1h»  GRAY  MANUFACTUUNC  COMPANY '  Originators  of  »he  Groy  Telephone  Pay  Station  and  the  Gray  Avdograph 


PETITION  of  Michigan  State  Col 
lege,  Lansing,  requesting  permis 
sion  to  file  late  comment  in  FCC 
TV  reallocation  proceeding  so  as  t( 
request  Channel  10  (192-198  mc" 
there,  has  been  granted  by  the  Coni 
mission.  FCC  noted  sufficient  ex 
cuse  for  the  delay  had  been  givei 
and  no  date  has  been  announced  ye 
for  consideration  of  proposed  allO: 
cations. 


TV  section  qf  Society  of  Motion  P 
ture    Art    Directors,    Hollywood,  ha 
started  series  of  semi-monthly  meet 
ings  for  exchange  of  new  ideas  an 
development  m  TV  set  designs. 
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CELANESE  CORP. 

Fall  Promotion  Is  Launched 

FALL  promotion  series  of  the 
Celanese  Corp.  of  America  was 
launched  on  Sept.  10  with  one- 
minute  television  spots  running  on 
25  stations  in  14  markets. 
I  Spots  will  run  for  13  weeks,  five 
I  times  weekly  in  eac?i  market  ex- 
■Icept  New  York,  which  will  have 
jseven  weekly  showings.  Essentially 
ja  merchandising  effort,  the  spots 
lallow  time  and  space  for  insertion 
|by  a  retail  store  outlet  in  each  city. 
IPilms  also  are  available  to  stores 
free  of  charge  for  additional  show- 
ing on  their  own  time.  The  pro- 
ducers of  the  films  have  developed 
a  method  which  combines  fashion 
and  art  work  and  cut-outs  with 
live  action  to  illustrate  the  use 
of  Celanese  fabrics  in  impoi'tant 
new  styles  for  women. 
}  The  series  was  produced  under 
the  direction  of  Albert  S.  Dempe- 
ifcvolff,  advertising  manager  of 
Celanese,  with  Hal  James,  i-adio 
feind  television  director  of  Elling- 
ton &  Co.,  the  company's  adver- 
tising agency,  through  the  facilities 
bf  Wilbur  Streech  Productions. 


(ELDERLY  DANCERS 

I         Couple  on  McNeill  Show 


jtlWHEN  Don  McNeill  was  prepar- 
I!  Ing  his  first  Do?i  McNeill  Televi- 
\f,  fion  Show,  telecast  from  Chicago 
:.ast  Wednesday,  he  remembered 
•jjin  elderly  couple  which  had  ap- 
T  /peared  with  him  on  an  inaugural 
:n  ipelecast  from  WDSU-TV  New  Or- 
li  leans  in  1948. 

sf^:   The  couple,  Mr.  and  Mrs.  Gillis 
sJiA.  Daigle  of  New  Orleans,  so  im- 
i '  Dressed   Mr.    McNeill   with  their 
lancing  on  the  show  that  he  de- 
cided to  try  to  obtain  them  for  the 
rhicago  inaugural. 


With  the  help  of  Jim  Bennett, 


producer  of  ABC's  Breakfast  Club; 
Edgar  Stern  Jr.,  managing  part- 
tier  of  WDSU-AM-FM-TV,  and 
iJiStanley  Holiday,  WDSU  program 
3irector,  the  couple  (he's  73,  she's 
53)  were  located  after  a  city  wide 
edj'oearch  and  were  invited  to  go  to 
Ilhicago  expense-paid  to  appear  on 
:he  program. 


film  report 


iti 


SIDNEY  SKOLSKY,  syndicated 
newspaper  columnist,  signed  by 
TEEVEE  Co.,  Hollywood,  to  star 
in  26  quarter-hour  open-end  TV 
film  series  Hollywood  Beat.  Marc 
Frederic  is  in  charge  of  production, 
slated  to  start  in  late  October. 
Series  set  for  release  on  17  sta- 
tions .  .  .  Norbert  Brodin,  former 
MGM  cameraman,  joins  Filmcraft 
Productions  Inc.,  Hollywood,  on 
Groucho  Marx  TV  show. 


Jerry     Fairbanks  Productions, 

Hollywood,  doing  new  series  of 
one-minute  and  30-second  TV  spots 
for  Oldsmobile  Div.  of  General 
Motors  Corp.,  through  D.  P. 
Brother  &  Co.,  Detroit;  four  live 
action  TV  spots  for  Southwest 
Airways,  Los  Angeles,  through  J. 
Walter  Thompson  Co.,  that  city; 
four  spots  for  Wine  Growers  Guild, 
Lodi,  Calif.  (Guild  wine),  agency 
Honig-Cooper,  San  Francisco;  six 
spots  for  Adam  Scheidt  Brewing 
Co.,  Norristown,  Pa.  (Rams  Head 
Pale  Ale),  agency.  Ward  Wheelock 
Co.,  Philadelphia. 

Nerval  Crutcher  Jr.,  formerly 
with  Allscope  Pictures,  Hollywood, 
joins  Jerry  Fairbanks  Productions, 
in  charge  of  film  distribution,  suc- 
ceeding Hamilton  Warren.  .  .  .  B.  B. 
Robinson,  investment  banker,  made 
vice  president  John  Sutherland 
Productions,  Hollywood,  with  20% 
interest  in  firm.  Mr.  Robinson  will 
supervise  expansion  of  television 
productions.  .  .  .  Eddie  Bracken 
Productions,  Hollywood,  is  West 
Coast  representative  for  Television 
Features,  New  York. 

*    *  * 

Crawford  -  Parmenter  Produc- 
tions, Hollywood,  specializing  in 
TV  commercials  and  training  films, 
has  been  organized  by  Ned  Craw- 
ford and  Frank  Parmenter  at  9172 
Sunset  Blvd.  Firm  has  completed 
30  minute  TV  pilot  film,  "Prowl 
Car,"  semi-documentary,  made  in 
cooperation  with  Los  Angeles  Police 


riEE  and 
rCTERS 
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Department.  Packaged  by  William 
Brighton  for  Manning  O'Connor 
Agency,  film  was  produced  by  Bill 
Bacher  and  narration  by  Bob  Pur- 
cell. 

Filmed  stories  from  KTTV  Hol- 
lywood TV  newsreel  correspondent 
Charles  de  Soria  in  Korea  being 
telecast  on  seven  stations,  KRON- 
TV  San  Francisco,  WGN-TV  Chi- 
cago, WFIL-TV  Philadelphia, 
WMAR-TV  Baltimore,  WBAP-TV 
Fort  Worth,  WKY-TV  Oklahoma 
City  and  KRLD-TV  Dallas. 

Allen-Moore  Productions,  Holly- 
wood, appoints  Paul  Kohner 
Agency,  same  city,  as  agent  for 
How  To  Do,  10-minute  TV  film 
hobby  series,  seven  of  which  are 
now  completed.  Same  agency  under 
direction  of  Walter  Klinger,  pack- 
aging "The  Dream  Workshop,"  TV 
operetta.  .  .  .  Marion  Parsonnet, 
Edward  Lewis  and  Herman  Web- 
ber, recently  organized  Palisades 
Productions  Inc.,  with  headquar- 
ters at  General  Service  Studios, 
1040  N.  Las  Palmas  Ave.,  Holly- 
wood. With  budget  of  $100,000, 
group  completed  initial  series  of  13 
half-hour  films  "A  Hollywood  Af- 
fair." Starred  are  Lee  J.  Cobb  and 
Adele  Jergens. 


G.  R.  GARRISON 


Directs  Michigan  U.  TV 

APPOINTMENT  of  Garnet  R. 
Garrison  as  director  of  U.  of  Mich- 
igan's television  activities  has 
been  announced.  Prof.  Garrison 
also  continues  as  professor  of 
speech  in  charge  of  radio  broad- 
casting and  TV  instruction.  As 
director  of  television,  he  will  co- 
ordinate joint  Michigan-WWJ-TV 
Detroit  adult  education  telecasts 
[Telecasting,  Aug.  7]. 

Prof.  Garrison  is  co-author  of 
Radio  and  Television:  An  Intro- 
duction, which  is  being  published 
this  month  by  Appleton-Century 
Crofts  Inc.  His  writing  partner 
on  the  book,  designed  for  college 
use,  is  Prof.  Giraud  Chester  of 
Queens. 

WMAR-TV  to  Fair 

WMAR-TV  Baltimore,  the 
Sunpapers  TV  outlet,  trans- 
fered  all  of  its  studio  activi- 
ties to  the  Maryland  State 
Fair  at  Timonium,  Md.,  Aug. 
30.  The  project  required 
erection  of  a  special  tent  on 
the  Midway  to  house  televi- 
sion studio  and  benches  for  a 
continuous  audience  drawn 
from  thousands  who  throng 
the  fairgrounds.  In  addition 
to  its  three-hour  Sports  Pa- 
rade, WMAR-TV  covers 
agricultural  exhibits,  live- 
stock judging,  horse  races 
and    4-H     Club  programs. 


RKO  THEATRES 

.  TV  Installation  Planned 

FIRST  of  a  series  of  theatre  tele- 
vision installations  at  key  RKO 
theatres  is  planned  for  RKO  Ford- 
ham  in  the  Bronx,  N.  Y.,  it  was 
announced  last  week  by  Sol  A. 
Schwartz,  executive  vice  president 
and  general  manager  of  RKO  Thea- 
tres Inc.,  and  W.  W.  Watts,  vice 
president  in  chai'ge  of  the  RCA  En- 
gineering Products  Dept. 

Installation  of  a  complete  RCA 
instantaneous  direct-projection 
theatre  TV  system  at  Fordham  will 
begin  within  a  few  weeks  under 
direction  of  Charles  S.  Horstman, 
RKO  supervisor  of  sound  and  pro- 
jection. Mounted  in  the  front  of  the 
balcony,  the  projector  will  provide 
a  throw  of  67  feet  and  a  theatre- 
screen-size  image. 

Indicating  that  this  is  the  first 
of  a  series  of  such  installations  in 
key  RKO  theatres,  Mr.  Schwartz 
said  he  believed  that  "the  day  is 
not  too  far  off  when  the  theatre 
and  television  will  join  forces  for 
their  mutual  benefit.  RKO  theatres 
will  keep  right  in  step  with  the 
trend." 

Barton  Kreuzer,  RCA  manager 
of  theatre,  visual  and  sound  prod- 
ucts, negotiated  the  contract  for 
the  Fordham  installation  with  Mr. 
Schwartz. 


"SHIELD  of  Merit"  plaque  presented 
Children  Should  Be  Heard,  KFI-TV 
Los  Angeles,  by  southern  section,  Cali- 
fornia Teachers'  Assn. 


FFERS  MORE 


POPULATION 

4,051,740 

10th  in  the  Nation 

(1950  U.  S.  Census) 


THAN  ANY  OF  THE  12  STATES 
IN  THE  RICH  GROWING 
SOUTHEASTERN  MARKET 


Here  in  one  state  is  an  economy 
soundly  balanced  between  ag- 
riculture and  industry — a  mar- 
ket with  more  people  with  more 
money  to  spend  on  their  unful- 
filled needs  than  ever  before. 
44  daily  and  156  weekly  news- 
papers, 85  radio  stations  and  2 
television  stations  blanket  this 
market  of  over  4  million  peo- 
ple, with  money  to  spend. 


Department  of  Conservation 
and  Development.  Raleigh 
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W.  VA.  MEET 


News,  Station  Operation 
Among  Topics  Studied 


THE  BATTLE  in  Korea  is  giving  news  an  interest  that  it  hasn't  ex- 
perienced since  World  War  II,  Oliver  Gramling,  assistant  general  man- 
ager of  the  Associated  Press,  told  West  Virginia  Broadcasters  Assn. 
members,  who  met  at  White  Sulphur  Springs,  W.  Va.,  earlier  this  month. 
This   "compelling   interest,"   as  *  


described  by  Mr.  Gramling,  was 
pointed  up  as  instrumental  in  ra- 
dio's resurgence  in  the  media  scene. 

Some  30  broadcasters  attended 
the  business  session  at  which  Mar- 
shall Rosene,  WSAZ-TV  Hunting- 
ton manager,  discussed  the  method 
of  bookkeeping  and  type  of  organ- 
ization that  went  into  the  setting 
up  of  the  Mountain  State's  only 
television  outlet. 


5 
0 
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EL  PASO, 
THE  SOUTHWEST  S 
BEST  MARKET 

■M  ttat  Census  Bureau 
Wou^ted  tte  noses  anJ 
°  1  .       tlie  answer 

SU  W'^"^"*'  'Tat 
tUis  redion  react- 

"        \Z\y  as  KROD. 

inexpensively  a» 


The  broadcasters  named  a  com- 
mittee to  report  on  sports  broad- 
casting in  the  state.  Appointed 
co-chairmen  were  William  Rine, 
WWVA  Wheeling  manager,  and 
George  Gray,  WKNA  Charleston 
manager.  Members  designated  to 
serve  on  the  committee  were  Paul 
White,  WEIR  Weirton,  and  Mel 
Barnette,  WLOH  Princeton.  Other 
members  will  be  added. 

At  the  Sept.  3  meeting,  it  was 
agreed  that  Huntington  would  be 
the  site  for  the  association's  ses- 
sion next  spring. 


Key  Station 
SOUTHWEST  iVETWORK 
eoO-Top  o'  (he  Dial 

RODERICK 
BROADCASTING  CO 

>°-nce  D.  R„de...,t,  p,,,;j^„^ 
-rence,  Vice-P.e..  and  Gen.  M,r. 
Represented  Nationally  hy 

^HE  TAYLOR  COMPANY 
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GELDER  NAMED 

Heads  W.  Va.  AP  Radio  Unit 

JOHN  T.  GELDER  Jr.,  manager, 
WCHS  Charleston,  W.  Va.,  has 
been  elected  president  of  the  West 
Virginia  Associated  Press  Radio 
Assn.  He  suc- 
ceeded George  H. 
Clinton,  WPAR 
P  a  r  k  e  r  s  b  u  r  g 
manager  who  was 
elected  to  one  of 
three  vice  presi- 
dencies. 

Re  -  elected  as 
vice  presidents  at 
the  group's  sum- 
mer meeting  at 
the  Greenbrier 
Hotel,  held  Sept.  2  preceding  the 
opening  of  the  annual  meeting  of 
the  West  Virginia  Broadcasters 
Assn.  (see  story  this  page),  were 
Pat  Flanagan,  WHIS  Bluefield,  and 
J.  Patrick  Beacom  WWW  Fair- 
mont. Joe  L.  Smith  Jr.,  WKNA 
Chax'leston,  was  elected  treasurer 
and  Richard  K.  Boyd,  AP  corre- 
spondent at  Huntington,  was 
named  secretary. 

A  discussion  of  news  coverage  in 
West  Virginia  and  its  adjoining 
areas  was  led  by  Fred  Zimmerman, 
WBLK  Clarksburg,  and  Phil  Vo- 
gel,  WGKV  Charleston.  Associa- 
tion members  were  entertained  at 
a  cocktail  party. 


Mr.  Gelder 


MEMBERS  of  the  board  of  directors 
of  the  West  Virginia  Broadcasters 
Assn.  attending  the  organization's 
fall  meeting  at  Greenbrier  Hotel, 
White  Sulphur  Springs,  W.  Va.,  Sept. 
3,  are  (I  to  r):  Joe  L.  Smith  Jr., 
WJLS  Beckley;  Melvin  Barnette, 
WLOH  Princeton;  Marshall  Rosene, 
WSAZ  Huntington;  Alice  Shein,  as- 
sociation secretary;  George  H-  Clin- 
ton, WPAR  Parkersburg,  association 
president;  William  Rine,  WWVA 
Wheeling,  and  George  Gray,  WKNQ 
Charleston. 


SIREN  BAN 


N.  Y.  Law  Affects  Radio-TV 

PROHIBITION  of  the  use  of  sirens 
in  New  York  under  a  state  civil 
defense  law  effective  last  week  will 
extend  to  network  as  well  as  local 
programming,  BROADCASTING  has 
learned.  Henceforth  if  a  siren  is 
heard  in  New  York  it  will  mean  an 
air  raid  is  expected. 

Siren  noise  will  be  eliminated 
from  all  network  shows,  irrespec- 
tive of  the  fact  that  most  other 
areas  have  no  such  ban.  It  was 
announced  that  Milton  Berle's 
Texaco  Star  Theatre  over  NBC- 
TV  will  substitute  a  fire  bell  for 
the  siren  used  in  the  past  to  open 
and  close  the  program. 


DECCA  RECORDS  Inc.  declares  regu- 
lar quarterly  dividend  of  12%  cents 
per  share  on  capital  stock,  payable 
Sept.  29  to  stockholders  of  record 
Sept.  18. 


WAVE  SURVEY 

Radio  Strength  Reyeale< 


RECENT  attempts  to  reduce  AIV 
time  rates,  on  the  grounds  tha 
radio's  pull  is  weakening,  hav 
been  counterattacked  in  a  surve 
by  WAVE  Louisville,  which  show 
that  the  medium  is  still  on  the  up 
grade.  The  survey  is  representa 
tive  of  85 9f  of  the  city's  popula 
tion. 

WAVE  has  learned  that  multipl  j 
radio  homes  in  Louisville  far  ex 
ceed  the  highest  previous  esti 
mates,  showing  that  69%,  or  almos 
%  of  all  families  surveyed,  hav 
two  or  more  AM  sets  in  the  homt 
The  survey  also  disclosed  tha 
99.5%  of  all  families  covered  hav 
AM  radio  in  the  home. 

WAVE  stresses  the  importanc 
of  automobile  radios  in  such 
survey  by  pointing  out  that  almos 
two-thirds  of  the  families  hav 
radios  in  their  cars. 


U.S.  RELIGION 


Spot  on  Voice  Seei 

PROPOSAL  to  give  Voice  of  Amei 
ica  listeners  a  picture  of  religiou 
worship  in  the  United  States  i 
being  considered  by  the  Stat 
Dept.,  which  plans  to  set  up  a  rel 
gious  advisory  committee  to  pas 
on  suggestions  for  religious  broac 
casts. 

Charles  M.  Hulten,  general  mar 
ager  of  the  Voice,  has  informed  D: 
Alton  Reed,  public  relations  an 
radio  director  for  the  Baptist  Ger' 
eral  Convention  of  Texas,  that  h 
favors  the  idea  of  religious  pre 
grams,  which  Dr.  Reed  reportedl 
brought  to  the  attention  of  th 
State  Dept.  Edward  Barrett,  Ai 
sistant  Secretary  of  State  for  PuH 
lie  Affairs,  also  was  understood  t- 
have  extended  his  approval. 

Both  Mr.  Hulten  and  Dr.  Ree<t 
who  conferred  in  Washington  r(i 
cently,  have  agreed  that  such  prtf 
grams  "would  not  be  just  preacK 
ing,  but  would  show  the  unity  an 
freedom  of  all  religious  groups  i 
the  U.  S."  to  listeners  behind  th 
Iron  Curtain.  The  broadcasts  woul 
be  divided  equally  among  Prote;' 
tant,  Catholic  and  Jewish  groups 
it  was  understood. 
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GOOD  NEWS'  •   •  • 

'\VDVA  Danville,  Va.,  inaugurates 
ive-weekly  five-minute  newscast 
devoted  to  Good  Nexvs.  Contrast- 
:  :ng  with  war  news,  show  features 
human  interest  and  other  stories 
on  brighter  side  of  news  picked 
from  UP  dispatches  by  News  Edi- 
tor Charles  Craig. 

POTATO  TEST  •    •  • 

WHBC  Canton,  Ohio,  sponsored 
first  annual  Potato  Contest,  open 
to  all  farmers  and  city  gardeners 
within  listening  area.  Station 
asked  listeners  to  submit  potatoes 
for  judging  by  water  displacement 
j;  method  in  front  of  WHBC  midway 
'  studio  on  Grange  Day,  Sept.  7. 
Contestant  entering  largest  potato 
received  $25  savings  bond  at  grand- 
stand presentation. 

HOARDER  HARRY      •    •  • 

KITE  San  Antonio  is  cooperating 
with  anti-hoarding  campaign  by 
sponsoring  Harry  the  Hoarder  pro- 
gram starring  Harry,  mythical 
character  who  is  professional 
hoarder.  Harry  gives  valuable 
merchandise  to  listeners  in  effort 
to  discourage  hoarding  by  public. 
Condition  of  award  is  winner's 
pledge  not  to  hoard  and  to  en- 
courage friends  and  neighbors  not 
to  hoard. 


WGAR  SPECIAL 


•    •  • 


WGAR  Cleveland  sponsored  spe- 
cial train  to  carry  Clevelanders  to 
Cleveland  Day  at  Ohio  State  Fair. 
Arrangements  had  been  made  to 
accommodate  400  people,  but  when 
more  than  twice  that  number  re- 
sponded, train  made  two  trips.  Sta- 
tion entertainers  furnished  music 
dui-ing  ride. 


SELF-SELLING 


WASH  (FM)  Washington,  The 
Hour  of  Fidelity,  Sun.,  12  n.,  Delort 
Radio  Engineering  Co.  Promoting 
its  high-fidelity  custom  radio  and 
music  installations,  using  Picker- 
ing diamond  pickup,  sponsor  repro- 
duces long  playing  symphonic  rec- 
ords on  such  a  system.  Superior 
tonal  values  when  heard  by  listen- 
ers will  sell  service,  sponsor  feels. 


WEATHER  VAIN 


•    •  • 


WOAI  San  Antonio,  Tex.,  sent 
special  gift  to  listeners  who  had 


programs  promotion 


premiums 


phoned  in  weather  reports  to 
Henry  Howell;  news  editor.  Gift 
was  aluminum  weather-proof  plate, 
bearing  words,  "I'm  a  special 
Henry  Howell  weather  observer  for 
WOAI  .  .  .  1200  on  every  dial." 
Accompanying  letter  thanked  lis- 
tener for  his  help,  and  urged  him 
to  display  10x6  inch  plate  in  prom- 
inent place  on  his  barn  or  chicken 
house. 

EDITORS  TALK  •    •  O 

WBZ-TV  Boston,  Starring  the  Ed- 
itors, Sun.,  4:30-5  p.m..  Star  Mar- 
kets through  Badger  and  Browning 
&  Parcher,  same  city.  Editors, 
John  H.  Crider,  Boston  Herald; 
John  Griffin,  Boston  Post;  George 
Brady,  Hearst  papers  in  New  Eng- 
land, and  Erwin  D.  Canliam,  Chris- 
tian Sciejice  Monitor,  discuss  news 
of  world-wide  importance,  relating 
major  happenings  to  events  that 
will  influence  lives  of  those  listen- 
ing. Mr.  Canham  is  moderator. 

PURPOSEFUL  SLOGANS  •  # 

WHEB  Portsmouth,  N.  H.,  spot 
announcements  concerning  hoard- 
ing and  careful  driving.  Sample 
slogans  are:  "If  you  hoard — ^you 
strike  the  wrong  chord,"  "With 
boys  and  girls  back  to  school  .  .  . 
Careful  driving  is  the  golden  rule." 

HOSPITAL  PREVIEW  •   •  • 

WLAW  Lawrence,  Mass.,  This  Is 
Greater  Lawrence,  Pacific  Mills. 
Now  in  third  year,  program  on 
Sept.  7  previewed  opening  of  $2 
million  Bon  Secours  Hospital  on 
Mount  St.  Joseph,  Metheun,  Mass. 
Transcription  of  program,  using 
voices  of  Producer  Frederick  P. 
Laffey;  Mother  Donat,  hospital 
administrator,  and  three  of  her 
associates,  was  encased  in  build- 
ing's corner  stone. 

BACK  TO   SCHOOL    •    •  • 

KOIL  Omaha  climaxed  its  "Silver 
Summer"  campaign  pointing  up 
station's  25th  anniversary  by  con- 
centrating on  three-week  "Back  to 
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HOWARD  J.  McCOLLISTER 


COMPANY 


PAUL  W.  McCOLLISTER,  GENERAL  MANAGER 
Regional  Representative 
66  ACACIA  DRIVE,  ATHERTON,  CALIF.  •  DAVENPORT  3-3061 


Shows  with  a  Hollywood  Heritage  ★  Member  N-A-B- 


School"  pi'omotion  (Aug.  14-Sept. 
2).  Shows  highlighted  interviews 
with  youngsters  preparing  for 
school's  opening,  gave  daily  tips  on 
school  clothing,  reported  on  high 
school  and  college  sports  plans  for 
fall.  Contests  were  held  and  win- 
ners announced  Sept.  2. 


★      *      *  * 


ir 


MARIAN  NADEL,  KNEW  Spokane 
traffic  director,  holds  part  of  the 
3,545  requests  received  in  five  days 
for  a  map  of  Korea.  In  the  first 
mall  count  test  since  the  station 
shifted  to  790  kc,  letters  and  cards 
came  from  counties  in  three  states, 
besides  Washington,  and  Canada. 

★  ★*★★★* 
HARE-RAISING  •    •  • 

SESAC  Inc.,  N.  Y.,  distributes 
pink  and  blue  folder  to  trade  ex- 
pounding sales  merits  of  Mr.  Mug- 
gins Rabbit,  children's  show.  Com- 
mentary illustrated  with  pictures 
of  characters  in  series.  Sample 
adventures  are  given.  Last  pages 
mention  other  SESAC  features. 

LIVESTOCK  MARKET  •    •  • 

KMBC  KFRM  Kansas  City,  Mo., 
The  Man  From  the  Stockyards, 
Mon.-Fri.,  6:35  a.m.  Feature  will 
include  general  market  information 
and  at  least  two  interviews  with 
stockmen  and  livestock  experts 
daily.  Questions  from  listeners  are 
invited. 

OUTSIDE  HELP  •   •  • 

WSRS  Cleveland  conducted  ex- 
perimental progi-am,  inviting  35 
members  of  Junior  Chamber  of 
Commerce  to  take  over  station 
operations  for  entire  day.  Group 
of  young  businessmen  took  places 
before  microphone,  announcing, 
programming  shows,  reading  news 
and  planning  six  special  programs. 

WHERE  TO  GO  •   •  • 

WCUE  Akron,  Ohio,  affording  en- 
tertainment index  to  Saturday 
evening  "flings"  on  new  program, 
Touring  the  Toicn,  suggesting  en- 


tertainment spots  to  be  visited. 
Program  co-sponsored  by  Yellow 
Cab  Co.,  which  provides  mythical 
cab  for  Disc  Jockey  Jerry  Crocker 
to  tour  town,  and  local  record  shop, 
which  features  recorded  music 
between  stops.  Program  promoted 
by  extensive  courtesy  announce- 
ment campaign  and  newspaper 
ads. 

N.  Y.  PULSE  •   •  • 

WCBS  New  York  sending  trade 
folder  in  red,  black  and  white 
stressing  morning,  afternoon,  and 
evening  listening.  Message  states 
"New  York  listens  most  to  WCBS," 
giving  appropriate  Pulse  data. 

HILLBILLY'S  PUBLIC  •   •  • 

KMOX  St.  Louis  sends  to  trade 
brochure  stressing  pull  of  Skeets 
Yaney  hillbilly  show.  Brochure 
shows  in  facsimile  feature  article 
on  "Golden-Voiced  Yodeler"  which 
appeared  in  St.  Louis  Globe-Demo- 
crat. 

PROFIT  PROPHET      •    •  • 

KCBS  San  Francisco  sends  trade 
blue  folder  with  picture  of  tur- 
baned  Jim  Grady,  m.c.  This  is  San 
Francisco,  hypnotizing  moifntain. 
In  background,  members  of  boys 
club  are  awaiting  mountain's  ar- 
rival with  jubilation.  Text  explains 
that  club  needed  mountain  for 
camping  trip,  and  received  many 
offers  of  one  after  mention  on  Jim 
Grady's  show. 


SELL  ItV^tLW'. 


LANG  WORTH 

FEATURE  PROGR.\MS,  Inc. 
■  113  W.  57th  ST.,  NEW  YORK  19.  N.  Y. 
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OSCAR  ALAGOOD,  public  service 
director  WKY  Oklahoma  City, 
to  KLRA  Little  Rock,  Ark.,  as 
promotion  manager.    JIM  KEY,  staff 
announcer  WKY  Oklahoma  City,  to 
announcing  staff  KLRA. 

RODERICK  MITCHELL,  assistant 
program  director  WCBS-TV  New 
York,  to  program  director  WKRC-TV 
Cincinnati.  He  replaces  RICHARD 
VON  ALBRECHT,  resigned  to  join 
WGN-TV  Chicago  as  program  co-man- 
ager. 

HANK  DIHLMANN,  chief  announcer 
KROS  Clinton,  Iowa,  to  program  di- 
rector. JOHN  ELLIOTT,  KCRG 
Cedar  Rapids,  and  ED  RODGERS, 
WROK  Rockford,  111.,  to  staff  KROS. 
JACK  THOMSEN,  morning  man,  to 
music  director. 

MARILYN  ANDERSON  to  women's 
director  KGLN  Glenwood  Springs, 
Col.  EARL  DAVIES,  KGLU  Safford, 
Ariz.,  to  chief  announcer  KGLN. 
CHRISTINE  DOLGE  to  traffic  super- 
visor. 

HOMER  VAN  DERWERKER,  director 
of  operations  KXOB  Stockton,  Calif., 
to  similar  capacity  at  KXOA  Sacra- 
mento. EARLE  RUSSELL  succeeds 
him  at  KXOB.  Both  are  Dellar  sta- 
tions. 

GRETA  MORGAN  to  WIND  Chicago 
as  publicity  and  promotion  director 
from  Walker  Co.,  same  city.  Succeeds 
Mrs.  CONSTANCE  KIMBLE,  resigned. 

DON  RUSSELL,  chief  announcer  Du 
Mont  TV  network,  signed  to  exclusive 
three-year  contract  by  network. 

JUNE  LEE  to  director  of  women's 
programs  KFXJ  Grand  Junction,  Col. 
PEG  THOMAS,  program  director 
KGFW  Kearney,  Neb.,  to  continuity 
department  KFXJ.  ED  LEWIS,  chief 
announcer,  to  program  director. 
JACK  PUTER  to  musical  director. 
BILLY  LANDRY,  stenographic  depart- 
ment KFXJ,  to  traffic  and  continuity 
department.  EMMA  HENDERSON, 
bookkeeping  department,  to  assistant 
to  CHARLES  HOWELL,  auditor. 

ROBERT    S.    KELLER    Inc.,    N  .  Y., 

named  sales  promotion  representative 
for  KWAT  Watertown,  S.  D.,  and 
KATL  Houston,  Tex. 

ROLF  ERICKSON,  WEBC  Duluth, 
Minn.,  to  announcing  staff  WOKY 
Milwaukee.  BEN  JONES,  WTNS 
Coshocton,  Ohio,  to  WOKY  announc- 
ing staff. 

WILLIAM  BROWNING  to  announc- 
ing staff  KCBQ  San  Diego,  after  sum- 
mer relief  assignments  on  other  local 
stations. 

BOB  FAULDS,  announcer  CFPA 
Port  Arthur,  to  CKCK  staff. 

JOE    HOLBROOK,    sports  director 
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WPAY  Portsmouth,  Ohio,  to  WBNS- 
TV  Columbus,  Ohio,  as  announcer. 

HELEN  GOULD,  freelance  motion 
picture  feature  writer,  starts  weekly 
Hollywood  Looks  at  You  on  KFI-TV 
Los  Angeles.  Packaged  by  SIGNA- 
TURE PRODUCTIONS,  program  is 
built  around  fashion  and  beauty 
secrets  of  Hollywood  personalities. 

JACK  ROBINSON  and  GENE  STONE 

to  writers  on  CBS  Honest  Harold 
starring  HAROLD  PEARY.  Starts 
Oct.  4. 

JIM  McLEOD,  announcer  CKY'Winni- 
peg,  to  anouncing  staff  CKCK  Regina. 

ERNEST  L.  HALL,  KTBC  Austin,  Tex., 
to  KEYL  (TV)  San  Antonio,  as  staff 
announcer  and  m.c.  of  Nonsensically 
Yours. 

PHIL  WILSON,  announcer-newsman 
WGEM  Quincy,  111.,  to  WIRL  Peoria, 
111.,  in  same  capacity. 

DICK  BENNETT,  NBC  Hollywood 
page  staff,  to  continuity  editor.  Suc- 
ceeds BILL  GIBBS,  resigned  to  be- 
come lighting  director  on  "Red,  White 
and  Blue,"  stage  production  for 
American  Legion. 

LLOYD  (Bud)  ELLINGWOOD,  direc- 
tor WGN-TV  Chicago,  to  U.  S.  Signal 
Corps. 

HUGH  HERBERT,  film  comedian, 
signed  by  Progressive  Broadcasting 
System,  Hollywood,  for  Sunday  night 
half-hour  live  comedy  show,  Hugh 
Said  It,  starting  Nov.  19. 

TONI  SPAULDING,  WPEN  Philadel- 
phia,   and    BILL    GORDON,  WHBQ 

Memphis,  to  WHK  Cleveland,  as  disc 
jockey  and  morning  man,  respectively. 

ROBERT  HAFTER,  CBS  Hollywood 
producer,  named  KNX  Hollywood 
morning  program  director. 

DICK  ASHBY,  announcing  staff  WIBB 
Macon,  Ga.,  to  chief  announcer. 

HELEN  LAYMAN  to  WSFC  Somerset, 
Ky.,  as  conductor  women's  programs. 

REINALD  WERRENRATH  Jr.,  pro- 
ducer NBC-TV  Chicago,  to  active 
duty  with  USN. 

WILLIAM  BASKETT,  program  direc- 
tor KPRO  Riverside,  Calif.,  to  active 
service  in  Army.  RED  BLANCHARD 
rejoins  KPRO  KPOR   (FM)   as  pro- 
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Represented 
individually  and  as  a  group  by 

THE  KAT2  AGENCY,  IMC. 


gram  director.  Named  in  similar  capa- 
city to  California  Rural  Network. 

GORDON  TUELL,  KIRO  Seattle,  takes 
leave  of  absence  for  production  as- 
signment WRGB  (TV)  Schenectady, 
N.  Y. 

JOE  WALTERS  to  Hollywood  an- 
nouncer on  CBS  Truth  or  Conse- 
quences. 

JEAN  COLBERT,  director  of  women's 
activities  WTIC  Hartford,  Conn.,  on 
trip  to  Scandinavian  countries,  France 
and  Holland,  where  she  will  interview 
top  personalities.  Return  broadcast 
will  be  Oct.  2. 

DENNIS  DAY,  star  NBC  A  Day  in 
the  Life  of  Dennis  Day,  awarded 
Transportation  Fraternity's  annual 
Ail-American  award  for  1950  for  con- 
tributing to  "upbuilding  of  morale  in 
our  American   home  life." 

PAUL  B.  MASON,  staff  announcer 
WHAN  Charleston,  S.  C,  returns  to 
station  after  leave  of  absence  during 
which  he  studied  English  at  Harvard 
U. 

KEN  FINLEY,  production  manager 
KEX  Portland,  Ore.,  father  of  girl, 
Nancy  Lynne. 

ART  BROWN,  WWDC  Washington 
disc  jockey,  signed  to  m.c.  Interna- 
tional Assn.  of  Ice  Cream  Mfrs.  vari- 
ety show,  Oct.  19  in  Atlantic  City. 

VELMA  GAVEL,  women's  commenta- 
tor CKCK  Regina,  and  Eric  Mcintosh 


INTERMOUNTAIN 

Cites  'Outstanding  Business' 

BOTH  regional  and  national  sales 
on  the  27-station  Intermountain 
Network  have  resulted  in  "out- 
standing business"  for  1950  with 
every  indication  of  a  continued  up- 
trend, according  to  Lynn  L.  Meyer, 
the  network's  vice  president  in 
charge  of  sales. 

"The  first  three  months  of  our 
fiscal  year  show  an  increase  of 
24.64%  over  the  comparable  1949 
late  summer  and  early  fall  period 
— a  very  real  growth  in  view  of 
television  competition  in  the  Salt 
Lake  City  market  and  reduced 
budgets  in  some  of  the  mountain 
states,"  Mr.  Meyer  said. 

He  reported  a  number  of  52-week 
renewals  by  substantial  accounts. 
New  network  accounts  include 
Studebaker  Corp.,  Murine  Co., 
Wildroot  and  Fram  Corp.  In  addi- 
tion, Ralston  Purina  has  pur- 
chased time  on  KALL  Salt  Lake 
City,  KLO  Ogden  and  KOVO 
Provo;  Highland  Dairy  Assn.  has 
taken  The  Hardy  Family  on  all  of 
IMN's  Utah  stations.  Utah  Refin- 
ing Co.  will  sponsor  broadcasts  of 

10  U.  of  Utah  football  games  and 
42  U.  of  Utah  basketball  games. 
Meanwhile,  Tide  Water  Associated 

011  Co.  has  arranged  to  sponsor 
Pacific  Coast  Conference  football 
games  on  IMN's  Utah  and  Nevada 
groups  [Broadcasting,  Sept.  11]. 


married  Sept.  9. 

ED  CONDIT,  DuMont  TV  staff  an 
nouncer,  and  CONSUELLO  MUNOZ 
NBC  script  department,  announc( 
their  engagement. 

KENNY  McMANUS,  CBS  Hollywoo. 

assistant  director,  father  of  boy 
Sept.  7. 

FREDERICK  P.  LAFFEY,  progran 
manager  WLAW  Lawrence,  Mass, 
presented  Certificate  of  Appreciatioi 
for  his  part  in  station's  airings  o 
Voice  of  the  Army. 

HOWARD  MASCHMEIER,  progran 
director  WPTR  Albany,  N.  Y.,  fathe; 
of  girl,  Martha  Louise,  Aug.  25. 

HARVEY  DAWES,  announcer  CKCI 
Regina,  and  Barbara  Bye  marriei 
Sept.  6. 


A/eu^i  •  •  • 


GENE  CURTIS,  KOA  Denver,  t 
sports  director  KGLN  Glenwoo( 
Springs,  Col.  JOY  BIGGS  to  write 
and  local  news  reporter  for  station 

BOB  PAGE  to  morning  news  edito 
KFH  Wichita,  Kan.  Was  chief  an 
nouncer  and  newscaster  KWTC 
Springfield,  Mo. 

JIM  LOOKABAUGH  to  conducto 
Lookabaugh's  Lookout,  football  pre 
diction  show  WKY  Oklahoma  Citj 
Fri.,  7-7:15  p.m.  Was  Oklahoma  A  &  J 
football  coach. 

PETE  HACKES,  WAKR  Akron,  Ohic 
and  ED  WHITE,  KCRC  Enid,  Okla 
to  WHAS  Louisville,  as  reporter 
newscaster  and  reporter,  respectivelj 

BOB  BRUNER,  news  director  WXLV 
Indianapolis,  to  WIOU  Kokomo. 

TOM  FOY  rejoins  WBBM  Chicago  a 
writer  and  producer  of  sports  pro 
grams  after  two  year  absence. 

LEW  (Lefty)  LOWRY,  sports  direc 
tor  and  disc  jockey  KOOL  Phoeni? 
Ariz.,  father  of  boy. 

DON  HILL,  sportscaster  WAVE  an. 
WRXW  (FM)  Louisville,  winner  o 
American  Assn.  Announcer's  Awar 
for  drawing  largest  crowd  to  Louis 
ville  Colonel  games  on  Radio  Appre 
elation  Night. 

HUGH  WEBSTER  BABB,  WLA^^ 
Lawrence,  Mass.,  sportscaster,  tl 
head  of  radio  department  Endicott  Ji^ 
College.  Will  continue  his  dutie" 
with  station.  ' 

JIM  MURPHY,  newswriter  at  AB( 
Chicago,  to  public  relations  depart 
ment  of  American  Legion  nationa 
headquarters  in  Indianapolis. 


WOAI  Transmitter 

WOAI  San  Antonio  Sept.  7  place, 
in  operation  a  new  50  kw  trans 
mitter  at  nearby  Selma.  A  unifie 
front  enclosure  and  finished  in  two 
tone  gray,  the  transmitter  was  in 
stalled  under  the  supervision  o 
Technical  Director  Charles  I 
Jeffers. 


The  Nation's  Richest  Farm  Market 

Local  Retail  Soles,  1949,  18%  abov* 
the   Nation's  Average — 1950 — higher. 


Vil  Hi 
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(Conthmed  from  page  Jf6) 

the  $5  he  had  asked  for.  Fortun- 
ately, Sherman  Clay  &  Co.  hired 
him  as  piano  stock  bookkeeper  at 
a  $5  boost  in  salary.  That  was  in 
1927. 

The  mundane  existence  of  a  book- 
keeper, however,  soon  forced  him 
to  take  his  first  step  toward  bigger 
and  better  things  and  he  joined 
Meier  &  Frank  Co.,  Portland's 
largest  department  store,  in  the 
capacity  of  assistant  advertising 
manager.  Seven  years  later  he  de- 
cided that  radio  would  be  the 
answer  to  his  desire  to  blend  his 
many  talents  into  a  whole.  Since 
1936,  when  he  became  traffic,  mer- 
chandising and  promotion  manager 
for  KGW,  radio  has  been  his 
bailiwick. 

In  1938  he  was  promoted  to  pro- 
gram director  and  in  1941  he  be- 
came assistant  manager  and  public 
relations  director  of  KGW.  He  suc- 
ceeded Arden  X.  Pangborn,  present 
business  manager  of  the  Oregonian 
Publishing  Co.,  as  general  manager 
of  the  station  in  1946.  Mr.  Cox 
accredits  much  of  his  radio  success 
to  "trial  and  error  method  under 
top-flight  executives  who  never 
tolerated  the  same  mistake  twice." 

Improvement  of  Properties 

There  have  been  important 
changes  at  KGW  since  Mr.  Cox  as- 
sumed that  managership  in  1946. 
The  station  is  now  housed  in  the 
new  Oregonian  Bldg.  and  occupies 
18,169  square  feet  of  floor  space. 
A  great  deal  of  improved  technical 
program  and  engineering  equip- 
ment has  been  added.  In  1949  the 
entire  engineering  plant  was  mod- 
ernized with  a  new  transmitter, 
a  new  tower  and  rebuilt  trans- 
mitter building. 

Managerial  duties  never  inter- 
fere with  Mr.  Cox's  willingness  to 
chat  or  tell  a  good  story.  He 
combines  this  hail-fellow-well-met 
personality  with  executive  adroit- 
ness and  rugged  individualism.  He 
has  a  keen  and  intimate  interest 
in  public  aff'airs  which  never  wanes. 

In  1947-48  he  was  a  member  of 
NBC  Stations  Planning  Advisory 
Committee,  District  8.  He  served 
NBC  affiliate  stations  in  Oregon, 
Washington,    Nevada,  California, 


RADIO  SET  TAX 


VISITING  WGAY  Silver  Spring,  Md.,  for  the  purpose  of  inspecting  the  facilities 
of  a  typical  independent  American  commercial  radio  station,  Selwyn  Lloyd, 
M.  P.  (center),  and  Mrs.  Mary  Stocks,  principal  of  one  of  the  colleges  of 
London  U.,  are  interviewed  by  Joseph  L.  Brechner,  WGAY  general  manager. 
Members  of  a  British  commission  subcommittee  considering  renewal  of  the 
BBC  charter,  Mr.  Lloyd  and  Mrs.  Stocks  also  scheduled  visits  to  the  FCC  and 
members  of  the  radio  industry. 


Hawaii  and  the  Philippines.  He  is 
a  past  official  and  present  member 
of  the  Oregon  State  Broadcasters' 
Assn.,  and  in  August  took  office 
as  Director  of  the  17th  NAB  Dis- 
trict, succeeding  retiring  director 
Harry  Spence,  KXRO  Aberdeen, 
Wash.  He  is  also  on  the  AM  Com- 
mittee of  NAB. 

Since  1940,  when  he  arranged  the 
first  network  broadcast  for  the 
original  Defense  Bond  Drive,  he 
has  served  on  every  Treasury  Dept. 
bond  program.  In  1945  he  was 
made  the  Treasury  Dept.'s  trouble 
shooter,  and  was  later  selected  as 
special  consultant  to  the  radio 
section  of  the  War  Finance  Divi- 
sion of  the  United  States  Treasury. 
"Remembering  my  16-word  title 
was  my  most  difficult  job  in  Wash- 
ington," he  says. 

National  Acclaim 

Mr.  Cox  served  for  three  years 
on  the  board  of  directors  of  the 
Junior  Chamber  of  Commerce, 
acted  as  chairman  of  the  Jaycees' 
Toy  and  Joymakers  Committee 
which  won  national  acclaim  for  its 
yuletide  activities.  He  has  been  a 
member  of  the  Community  Chest, 
Shriners  Crippled  Children  Bene- 
fits, Portland  Symphony,  board  of 
directors  of  the  Infantile  Paralysis 
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Committee,  Kiwanis,  and  many 
others. 

For  several  years  Mr.  Cox 
worked  as  a  member  of  Portland's 
renowned  Rose  Festival  parade 
committee,  and  sei-ved  as  chairman 
of  the  Americana  Fun  Parade  in 
1938.  The  call  of  the  wild  elicited 
his  special  interest  in  a  state-wide 
"Keep  Oregon  Green"  campaign. 
He  is  a  member  of  the  Oregon  Ad- 
vertising Club's  board  of  governors, 
third  district  vice  president  of  the 
Advertising  Assn.  of  the  West,  a 
member  of  the  Cosmopolitan  Club, 
and  a  member  of  the  Multnomah 
Athletic  Club. 

As  an  athlete,  Mr.  Cox  has 
played  baseball  on  several  cham- 
pionship teams,  and  college  foot- 
ball and  basketball.  In  1944  he  and 
his  partner  were  runners-up  in  the 
Oregon  State  badminton  doubles 
championship  play-offs. 

Mrs.  Cox  is  the  former  Helen  B. 
Arpke.  The  hobby  which  Mr.  Cox 
indulges  most  is  Jay,  their  seven- 
year-old  son. 


SOCIAL  RESEARCH 

School  Sets  Radio-TV  Courses 

NEW  School  for  Social  Research, 
66  W.  12th  St.,  New  York,  has 
announced  that  Arno  Huth,  Ph.  D., 
radio  expert,  writer  and  lecturer, 
will  conduct  four  courses  on  radio 
and  television  during  the  school's 
fall  and  spring  terms. 

Participating  in  the  courses  will 
be  leaders  of  public  opinion  and 
specialists  in  the  fields  of  com- 
munication and  international  in- 
formation. Courses  will  cover 
"Radio  and  Television  Today," 
"International  Broadcasting"  and  a 
"Seminar  in  International  Broad- 
casting." Guest  speakers  and  in- 
structors will  include:  Raymond  F. 
Guy,  NBC,  and  president,  In- 
stitute of  Radio  Engineers;  Hon. 
Benjamin  Cohen,  assistant  secre- 
tary-general in  charge  of  public  in- 
formation, UN;  and  John  S.  Hayes, 
vice  president  and  general  man- 
ager, WTOP  Washington. 


Canada  Boosts  Rate  to  15% 

FIRST  NEW  national  defense 
boost  in  Canadian  revenue  was  an- 
nounced at  Ottawa  on  Sept.  7  and 
included  an  increase  from  10  to 
15%  in  the  excise  tax  on  radio  re- 
ceivers. During  World  War  II  the 
excise  tax  on  radios  was  25%.  A 
long  list  of  electrical  appliances 
also  was  increased  from  10  to  15% 
in  excises,  as  well  as  many  other 
commodities  including  automobiles, 
beverages,  candy,  luxuries.  Cor- 
poration taxes  were  boosted  5%. 

Meanwhile,  Radio  Mfrs.  Assn.  of 
Canada  announced  sales  of  radio 
receivers  for  the  first  seven  months 
of  1950  to  be  348,070  sets,  as 
against  345,069  in  the  same  period 
in  1949.  Inventories  of  receivers  in- 
creased during  the  period  from 
149,816  in  1949  to  216,232  in  1950. 
Many  of  these  sets  will  carry  the 
new  15%  tax  when  they  leave  the 
factory.  No  breakdown  on  TV 
receivers  sold  is  available. 


Stevens  Retires 

THOMAS  M.  STEVENS,  radio 
engineer  in  the  marine  division  of 
the  FCC's  Safety  and  Special  Radio 
Service,  retires  from  government 
service  Sept.  29.  He  plans  to  reside 
in  Paradise,  Calif.  Mr.  Stevens 
joined  FCC  in  1942  in  the  Radio 
Intelligence  Division.  Formerly  he. 
was  marine  superintendent  for 
RCA  in  Baltimore,  New  York, 
Boston  and  San  Francisco. 


Mr.  W.  I.  Mackey 
The  Cramer-Krasselt  Co. 
Milwaukee ,  Wisconsin 
Dear  Mack: 

Tliet  there  message  you  see  on  my 
pants  ain't  jest  sumpthin'  thet'H  come 
outen  th'  wash ! 
Nosirree,  hit's 
a  fack!  Th' 
weekly  WCHS 
total  fer  day- 
time lisseners 
is  83,500  'cord- 
in'  ter  th'  lat- 
est BMB  fig- 
gcrs.  an'  th' 
grand  total  fer 
ALL  th'  other 
four  Charles- 
ton stations  is 
72,340  !  Now 
ain't  thet  sump- 
th  in'.  Mack  f 
An'  at  night 
hit's  th'  same 
storv!  IV  CHS 
leads  ALL  th' 
opposition  66.- 
■ISO  tuh  5 1,7 SO! 
T  hct  me  a  n  s 
thet  you  fel- 
lers what's  us- 
in'  WCHS  is 
recly  get  tin' 
yer  money's 
worth,  'cause 
1VCHS  rates 
is  lessen  half 
w  hat  hit  u  d 
cost  yuh  ter 
buy  th'  other 
four!  Thet's 
sumpthin'  fer 
time  buyers 
ter  'member, 
ain't  it  Mackf 

Yrs. 

Algy 


WCHS 
Charleston,  W.  Va. 
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ABC  STATIONS 

Advisory  Meet  Today 

FIRST  1950-51  meeting  of  the  ABC 
Stations  Advisory  Committee  takes 
place  today  (Monday)  at  the  Thou- 
sand Islands  Club,  Alexandria  Bay, 
N.  Y. 

Committee  consists  of  annually 
elected  representatives  of  ABC 
affiliates  in  each  of  the  eight  ABC 
districts.  It  meets  periodically  with 
top  network  officials  for  program 
planning-  and  discussion  of  mutual 
problems. 

Kepresenting  ABC  will  be  Edward  J. 
Noble,  chairman  of  board;  Mark  Woods, 
vice  chairman  of  board;  Robert  E. 
Kintner,  president;  Ernest  Lee  Jahncke 
Jr.,  vice  president  in  charge  of  stations; 
James  Connolly,  director  of  AM  sta- 
tion operations;  Otto  Brandt,  director 
of  TV  station  operations;  John  H. 
Norton,  vice  president  in  charge  of 
Central  Division;  Earl  E.  Anderson, 
vice  president;  Joseph  A.  McDonald, 
vice  president  and  general  attorney; 
Leonard  Reeg.  national  director  of  pro- 
grams, and  Charles  Ayres,  national 
sales  director. 

Members  of  Station  Advisory  Com- 
mittee and  districts  they  represent 
are:  Roger  Clipp,  chairman,  WFIL 
Philadelphia,  District  1;  J.  P.  Williams, 
WING  Dayton,  Ohio,  District  2;  E.  K. 
Hartenbower,  KCMO  Kansas  City,  Mo., 
District  3;  Henry  P.  Johnston,  WSGN 
Birmingham,  Ala..  District  4;  Harold 
Hough,  WBAP  Fort  Worth,  District  5; 
Frank  Carman,  KUTA  Salt  Lake  City, 
District  6;  Archie  Morton,  KJR  Seattle, 
District  7;  Owen  Uridge,  WQAM  Miami, 
Fla.,  District  8. 


NAOB  Graduation 

COMMENCEMENT  exercises  for 
'the  fall  graduating  class  of  the 
National  Academy  of  Broadcasting 
will  be  held  in  Washington  next 
Friday  (Sept.  22).  A  class  of  12 
will  be  awarded  diplomas,  Alice 
Keith,  academy  president,  an- 
nounced. 


Quad-Cities 

Rock  Island,  III.    Moline,  III. 
[ast  Moline,  III.    Davenport,  la. 


Cities^OneMj 

17.5% 
Gain  in  Population 
over  1940 


232,733  (1950  census  met.  area) 
• 

80th  U.  S.  marltet  in 

population 
• 

Highest  Hooperated 
Quad-Cities 
Station  A^2i££>/ 


"Delivering 
More  ListenersK^^ 
at  a  Lower 
Cost" 


AM'FM'TV 

5000  WATTS 
BASIC  ABC 


allied  arts 
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ILL  BOROM,  KABC  San  Antonio, 
forms  Borom  Radio  Personnel 
Service,  703  S.  Vernon,  Dallas, 


Tex. 

A.  B.  SAMBROOK,  Frederic  W.  Ziv 
Co.,  Cincinnati,  to  RCA's  Thesaurus 
and  syndicated  pro- 
grams as  field  sales 
manager. 

SHEPARD  CHAR- 
TOC  -  DON  COLE 
Productions,  Chi- 
cago, retained  as 
TV  consultant  by 
Gordon  Best 
Agency,  same  city. 

JACK     D.  SUM- 
MERFIELD,  na- 
Mr.  Sambrook      tional  president 
Alpha  Epsilon  Rho, 
honorary    radio    fraternity,    to  staff 
Lowell  Institute   Cooperative  Broad- 
casting Council,  Boston,  as  producer. 

Dr.  D.  MORGAN  NEU  to  TV  research 
department,  Daniel  Starch  &  Staff, 
N.  Y.,  to  continue  study  of  TV  com- 
mercials. 

STEPHEN  SLEISINGER  Inc.,  N.  Y., 

announces  TV  rights  to  Red  Ryder 
radio  show  now  available. 

MURPHY-LILLIS  Inc.,  N.  Y.,  pro- 
ducer Chesterfield  and  Firestone  films, 
names  Attitudes  Inc.,  Ho-Ho-Kus, 
N.  J.,  as  public  relations  counsel. 

NEW  INSTITUTE  FOR  FILM  & 
TELEVISION,  N.  Y.,  sponsors  "Six- 
Way"  contest  with  prizes  of  scholar- 
ships totaling  $2,670.  Further  infor- 
mation is  obtainable  from  school  at 
29  Flatbush  Ave.,  Brooklyn  17. 

PENN  McLEOD  &  Assoc.,  statistical 
and  research  organization,  opens  of- 
fices in  Toronto  at  365  Yonge  St.,  with 
J.  D.  PENN  McLEOD  as  manager. 
Toronto  office  will  be  head  office  of 
firm,  with  W.  B.  WATTS,  vice-presi- 
dent, remaining  in  charge  at  Van- 
couver. T.  G.  VATCHER,  formerly 
of  Spitzer  &  Mills,  advertising  agency, 
Vancouver  and  Toronto,  to  Van- 
couver office  of  Penn  McLeod  & 
Assoc. 

BRAND  NAMES  FOUNDATION  Inc., 

N.  Y.,  moves  to  37  West  57th  St. 
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Rear  Admiral  ROY  M.  W.  GRAHAM, 

USN  (Ret.)  named  special  assistant  to 
manager  equipment  sales  division, 
Raytheon  Mfg.  Co.,  N.  Y. 

A.  F.  DOLLAR,  controller  RCA  Inter- 
national Div.,  appointed  director  of 
accounts  and  finance,  and  L.  R. 
SCHORR,  chief  accountant  same  divi- 
sion, will  fill  Mr.  Dollar's  position  as 
controller. 

B.  L.  BETHEL,  Zenith  Radio  Corp.,  to 
vice  president  in  charge  of  purchasing 
for  John  Meek  Industries,  Plymouth, 
Ind. 

CHARLES  BEAUMONT,  USN  (Ret.), 
to  district  sales  manager  Scott  Radio 
Labs,  in  Washington,  D.  C. 

JOHN  M.  MILLER  Jr.,  a  principal  TV 
receiver  engineer  Bendix  Radio  Divi- 


sion, to  chief  engineer  TV  and  radio 
research  and  engineering  department. 

SAM  SPACHNER,  veteran  theatre 
manager,  appointed  house  manager  for 
Ambassador  Playhouse,  N.  Y.,  recently 
acquired  by  DuMont  TV  for  major 
network  attractions. 

CLAUDE  BARRERE,  radio-TV  sales 
program  representative,  returns  to 
fuUtime  activity  in  field  with  ap- 
pointment to  represent  daytime  TV 
show.  The  Market  Basket. 

AL  WARREN,  freelance  specialist  in 
West  Coast  public  service  programs, 
to  L.  A.  County  Chest  X-Ray  Survey 
Foundation  as  director  of  radio-TV. 

DAVEN  Co.,  Newark,  N.  J.,  announces 
availability  of  Type  35-A  distortion 
and  noise  meter  which  provides  rapid, 
accurate  means  of  measuring  distor- 
tion, noise  and  hum  level  in  audio 
frequency  equipment. 

TED     ESHBAUGH     STUDIOS  Inc., 

N.  Y.,  introduces  new  TV  film  comedy 
Bzimps  O'Dazy,  starring  Billy  Gilbert. 
Initial  film  is  in  color. 


'Tecknlcal  • 


JERRY  PARKER,,  KCRG  Cedar 
Rapids,  Iowa,  to  chief  engineer  KROS 
Clinton,  Iowa. 

CARL  Q.  ANDERSON,  KGAK  Gallup, 
N.  M.,  to  chief  engineer  KGLN  Glen- 
wood  Springs,  Col.  JOHN  PASS- 
WATER,  KXOE  Grand  Junction,  Col., 
to  engineer  KGLN. 

RONALD  KREUGER,  film  editor 
WDTV  (TV)  Pittsburgh,  to  active 
service  with  28th  Division,  U.  S.  Army. 

RICHARD  A.  SCHLEGEL,  administra- 
tive assistant  WCAU-TV  Philadelphia, 
to  assistant  operations  manager. 
SYLVIO  MUSCUFO  to  production 
facilities  manager  and  CHARLES 
CAREY  to  nighttime  facilities  super- 
visor WCAU-TV. 

WILLIAM  ROCKAR  and  JACK 
MEYERS,  cameramen  WGN-TV  Chi- 
cago, to  U.  S.  Signal  Corps. 

EDWARD  G.  MURRAY,  sales  depart- 
ment Monogram  Pictures,  to  WPTZ 
(TV)  Philadelphia  as  film  buyer. 

IRA  LOWE,  KCBQ  San  Diego  studio 
engineer,  to  activity  duty  with  Sixth 
Army.  TED  ATHERTON,  summer  re- 
lief, is  replacement. 

TELEVISION  FUND  Inc,  Chicago, 
changes  name  to  Television-Electron- 
ics Fund  Inc. 


Doughton  Not  Quitting 

ONE  of  the  oldest  members  of 
Congress,  Rep.  Robert  L.  Dough- 
ton  (D-N.  C),  spiked  a  story  last 
week  which  claimed  the  chairman 
of  the  House  Ways  &  Means  Com- 
mittee planned  to  retire  and  en- 
dorse a  Statesville,  N.  C,  man  as 
successor  to  his  Congressional  seat. 
The  Congressman,  seeking  his  21st 
term,  said  he  had  no  intentions  of 
resigning  and  if  "for  any  reason 
I  decided  to  quit,  I  would  certainly 
not  try  to  pick  my  successor." 


IRE  AWARDS 

Dr.  Zworykin  Is  CiteiJ 

INSTITUTE  of  Radio  Engineer 
1951  Medal  of  Honor,  highes 
award  bestowed  by  the  organiza 
tion,  will  be  conferred  on  Dr.  Vladi 
mir  K.  Zworykin,  director  of  elec 
tronic  research  and  vice  presiden 
of  RCA  Labs.  Division,  Princetor 
N.  J.,  the  IRE  board  of  director 
announced  last  week. 

Dr.  Zworykin  will  receive  th 
medal  at  the  institute's  annua 
banquet  during  the  IRE  nationa 
convention,  March  19-22  at  Ne-^ 
York's  Waldorf-Astoria  Hotel.  Th 
medal  is  given  annually  in  recogni 
tion  of  "distinguished  service  rend 
ered  through  substantial  and  im 
portant  advancement  in  the  scienc 
and  art  of  radio  communication. 

The  directors  also  announce 
conferring  of  the  grade  of  Felloe 
upon  41  engineers  and  scientists  i 
radio  and  allied  fields.  The  grad 
of  Fellow,  highest  membershi 
classification  in  IRE,  also  will  b 
presented  at  the  annual  banquc 
in  March.  Recipients  of  the  195 
Fellow  Award  are  as  follows: 

Robert  Adler,  Zenith  Radio  Corp 
J.  G.  Brainerd,  U.  of  Pennsylvam£ 
C  G  Brennecke.  North  Carolina  Stat 
College-  R.  D.  Campbell,  AT&T;  R.  V 
DeardorfT,  Pacific  Tel.  &  Tel.  Co.;  Joh 
H  DeWitt  Jr.,  WSM  Nashville;  Harol 
F.  ElUott,  Palo  Alto,  Calif.;  Clifford  C 
Fick  GE;  E.  L.  Ginzton,  Stanford  U 
William  M.  Goodall,  Bell  Telephon 
Labs;  John  T.  Henderson,  National  Rf 
search  Council.  Ottawa;  C.  J.  Hirscl 
Hazeltine  Electronics  Corp.;  William  J 
Jackson,  CAA;  J.  B.  Johnson,  Be 
Telephone  Labs;  A.  G.  Kandoian,  Fee 
eral  Telecommunications  Labs;  C.  I 
Kilgour,  Croslev  Div.,  Avco  Corp 
T  J  Killian,  Office  of  Naval  Researcl 
J  B  Knox,  RCA  Victor,  Montrea 
V  D  Laridon,  RCA  Labs;  George 
Lewis,  IT&T;  Harry  R.  Lubcke,  Do 
Lee  Network;  David  G.  C.  Luck,  RC, 

^J^lin  F.  Morrison,  Bell  Telephon" 
Labs;  G.  A.  Morton,  RCA  Labs;  G.  W 
Olive,  CBC;  O.  W.  Pike,  GE;  L.  I 
Reukema,  U.  of  California;  H.  W.  C 
Salinger,  Farnsworth  Research  Corp> 
Otto  H.  Schade.  RCA  Victor;  Dominj 
F  Schmit,  RCA  Victor;  W.  E.  Shoup]-" 
Westinghouse;  P.  F.  Siling,  RC. 
Frequency  Bureau;  H.  R.  Skifter,  Aii 
borne  Instruments  Labs;  B.  R.  Teai/; 
Jr  Carnegie  Institute  of  Technology 
Gordon  N.  Thayer,  Bell  Telephone 
Labs;  Henry  P.  Thomas,  GE;  Williai; 
C  Tinus,  Bell  Telephone  Labs;  Erns. 
Weber,  Brooklyn  Polytechnic  Institute 
R.  H.  Williamson,  GE;  W.  T.  Wintrmj 
ham.  Bell  Telephone  Labs;  G.  / 
Woonton,  McGill  U. 


Back  Proposal 


AMERICAN  Radio  Relay  Leagu 
last  week  urged  FCC  to  speed  finj, 
adoption  of  the  Commission's  pre 
posed  new  disaster  communication 
service  "in  order  that  the  tradi 
tional  ability  of  the  amateur  radi 
service  to  provide  disaster  con: 
munications  may  be  enhance 
through  liaison  with  other  service 
engaged  in  disaster  communicE, 
tion."  ARRL  generally  endorse 
FCC's  proposal  [Broadcastin<| 
Aug.  7]. 
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(See  story  this  issue) 


STATION  PERSONNEL 

Barnard.  Bruce.  KROD  El  Paso; 
Beaver.  C.  K.,  KTBS  Shreveport,  La.; 
Birdsong.  Lawrence,  KLTI  Longview; 
Bishop,  Ken,  KXIT  Dalhart;  Bostick, 
Buddv.  KWTX  Waco;  Bradner,  Mrs. 
James  W.  Jr..  KGBC  Galveston;  Bright. 
Hay  E.,  KTRH  Houston;  Bradner,  James 
W.  Jr..  KGBC  Galveston;  Brown,  Ken- 
von,  KWFT  Wichita  Falls;  Cagla  Gene 
L..  KTJZ  Fort  Worth;  C»ipbell, 
Martin,  WFAA  Dallas;  Chapman,  R.  W.. 
KSTB  Breckenridge:  Clough,  Charles 
E.,  KWFT  Wichita  Falls;  Cook,  Louis 
R.,  KNOW  Austin;  Cranston,  Geo., 
i  WBAP  Fort  Worth:  Crocker,  J.  W.. 
KRLD-TV  Dallas;  Curtis.  James  R., 
KFRO  Longview;  Dillahunty,  Tom, 
KCMC  Texarkana;  Dorell,  James  C. 
Montgomery  County  Broadcasting  Co., 
Conroe;  Drake,  Dale.  WRR  Dallas; 
Dicken.  N.  J..  KSET  El  Paso;  Edwards, 
Sherrill  E..  KEYL  (TV)  San  Antonio; 
Stter,  A.  C.  KWKC  Abilene;  Fairley. 
Bill.  KFDA  Amarillo;  Fletcher.  Earle. 
KABC  San  Antonio;  Foster,  Sid.  KSTB 
Breckenridge. 

Gibson.  R..  KUNO  Corpus  Christi; 
Glasgow.  R.  Lee.  WACO  Waco;  Hack- 
ney. Leo.  KGVL  Greenville;  Harris. 
Jack,  KPRC  Houston:  Harrison.  C.  E.. 
KHIT  Lampasas:  Hawkins.  Lloyd. 
KLTI  Longview;  Herndon.  Ray.  KTKH 
Houston;  Hicks.  John  A..  KEPO  El 
Paso;  Hill,  Fred  C.  KTRE  Lufkin; 
Hills.  Ted.  KXYZ  Houston:  Hinckle. 
Chuck.  KWYX  Waco;  Hunt,  Ted  R.. 
KROD  El  Paso:  Johnson,  Gene.  KIWW 
San  Antonio;  Jordan,  Charles  B.,  KFJZ 
Fort  Worth:  Kellum.  Kenneth,  KCNC 
Fort  Worth:  Kennedy,  Vann  M..  KSIX 
Corpus  Christi;  Kiel,  Garfield,  KWED 
Seguin;  Kline.  Willard  L..  KEPO  El 
Paso;  Kritser.  Tom.  KGNC  Amarillo; 
Laurie,  Mrs.  Erma,  KNET  Palestine; 
Laurie,  Bill,  KEBE  Jacksonville;  Lewin, 
Richman,  KTRE  Lufkin;  Linsay,  Peggy, 
KUNO  Corpus  Christi;  Litteral,  Ron, 
KLYN  Amarillo;  Manning,  Charles  R.. 
KSIX  Corpus  Christi:  Martin,  Cudell, 
WRR  Dallas:  Mayberry,  J.  H..  KUNO 
Corpus  Christi;  Meeker.  R.  C,  KCOH 
Houston;  Michaels.  Bill.  KABC  San 
Antonio;  Myers.  Frank  O..  KCMC  Tex- 
arkana; McNutt.  J.  B..  KBUD  Athens; 
Nahas.  Fred.  KXYZ  Houston;  Neathery. 
John  W.  Jr..  Conroe;  Nedow.  Ben. 
KECK  Odessa;  Ogle.  Byron  W.,  KRGV 
Weslaco. 

Pierre.  W.  R..  KHIT  Lampasas;  Pink. 
Jack.  KONO  San  Antonio-  Reed.  R. 
Alton.  KYBS  Dallas:  Rembert.  Clyde 
W.,  KRLD  Dallas;  Riklin.  Art,  KTRH 
Houston;  Roberson.  Howard,  KLYN 
Amarillo;  Rogers.  W.  D..  KEYL  San 
Antonio;  Rossi.  John  D.,  KIEL  Beeville; 
Roth.  Bob  and  Roth.  Jack,  KONO  San 
Antonio;  Ruffin,  Homer  K.,  KUNO 
Corpus  Christi;  Speck.  Jim.  KCNC 
Fort  Worth:  Stewart.  Frank.  KTXN 
Austin;  Swanson.  Joel  O.,  KPAC  Port 
Arthur;  Taylor,  Ted.  KRGV  Weslaco: 
Vickers,  Marjorie  R..  KPAC  Port 
Arthur;  Wells,  Melbadean,  KULP  El 
Campo;  Whaley,  Bud,  KEYL  San  An- 
tonio; Worley,  David  R.,  KTFY  Brown- 
field. 

NAB 

Miller.  Justin  and  Hardy,  Ralph  W., 
NAB,  Washington;  Woodall,  Allen  M., 
WDAK  Columbus,  Ga.;  Doherty,  Rich- 
ard P.  and  Batson,  Charles  A.,  NAB, 
Washington. 

PUBLICATIONS   &   NEWS  SERVICES 

Long,     Maury     and     Stag,  Julian, 
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BROADCASTING:  Stine,  Al,  AP,  Kan- 
sas City,  Mo.;  Gale.  Jack,  UP,  Dallas; 
Gramling,  Oliver,  AP. 

ENGINEERING  &  EQUIPMENT 
Andrew.  Victor  J.,  Andrew  Corp., 
Chicago;  Hutcheson,  Guy  C.,  Arlington, 
Tex.;  Shuffler.  Robert  M.  and  Lips- 
comb. Earl.  Earl  Lipscomb  Assoc., 
Dallas:  Marcy,  Wayne  E.,  Gates  Radio 
Co.,  Houston;  Norton,  C.  E.,  Towers 
Emsco.,  Houston. 

TRANSCRIPTION  SERVICES 

Davies,  Wm.  T.  (Bill).  RCA  Victor 
Program  Service.  Dallas;  Davison, 
Walter  B..  Western  Operations,  Lang- 
Worth,  Hollywood;  Devine,  John, 
Standard  Radio:  Hazlett.  Bart,  Harry  S. 
Goodman  western  representative; 
Hogan.  Gene  L.,  MCA-MGM  Radio 
Features.  Dallas;  Meehan,  E.  J.,  RCA, 
Dallas:  O'Brien.  Gerry,  World  Broad- 
casting: Stubblefield,  Bill,  Capitol 
Transcriptions,  Hollywood. 

STATION  REPRESENTATIVES 

Brown,  Clarke  R.,  John  Blair  &  Co., 
Dallas:  Evans,  Joe,  Free  &  Peters, 
Fort  Worth;  Harding,  George  T.,  The 
Branham  Co.,  Dallas. 

NETWORK  REPRESENTATIVES 

Dunavan.  H.  H.  (Pat).  Lone  Star 
Chain,  Dallas;  Godwin,  Charles,  MBS, 
New  York. 

MUSIC  COPYRIGHT 

Burton,  Robert  J..  BMI  New  York; 
Johnston,  George  W.,  SESAC,  New 
York;     McDowell,     Charles,  ASCAP, 


Feature  of  Week 

(Continued  from  j^c-S^  16) 

serving  of  refreshments,  buffet 
dinner  and  entertainment.  Pro- 
gram will  be  simulcast  over 
WTAR's  AM  and  TV  stations. 
Advertisers'  night  will  be  held 
Thursday  to  be  followed  by  public 
inspection  Friday,  Saturday  and 
Sunday. 

Set  with  the  cornerstone  will  be 
a  time  capsule  containing  micro- 
film of  information  and  items  in- 
tended to  give  people  of  the  year 
2050  "a  clear  impression  of  the 
life  and  times  of  the  people  of 
1950."  Material  has  been  gathered 
from  respondents  throughout  the 
area.  Letters  requesting  informa- 
tion and  items  had  been  sent  to 
radio-press  news  editors,  the  White 
House,  Senators,  Representatives, 
governors  of  Virginia  and  North 
Carolina,  and  other  notables  active 
in  public  affairs. 

Advertising  and  promotion  were 
extensive.  Features  pointing  up 
radio's  entrance  in  the  Tidewater 
area  some  27  years  ago  and  other 
articles  connected  with  WTAR- 
TV's  debut  last  April  were  printed 
in  the  newspapers  associated  with 
the  stations. 

Among  the  many  features  of  the 
modern  structure  are:  Auditorium 
studio,  with  accommodations  for  an 
audience  of  70  persons,  a  32  x  48 
staee  big  enousrh  for  a  symnhony 
orchestra,  dressing:  rooms,  lighting 
controls,  viewinsr  room  on  mez- 
zanine; TV  control  room:  film  pro- 
ipction  room:  client's  louna-e  with 
viewing  window,  built-in  kitchen- 
ette: two  larffe  radio  studios  sepa- 
rated by  control  room  containing 
announcers  booth  and  full  broad- 
castin,a:  equipment:  record  and 
transcription  library;  conference 
room;  transmitter  room.  Antenna 
tower  is  located  directly  behind  the 
building. 


Dallas;  Sallar.  Herbert,  ASCAP,  Dallas; 
Wentworth.  Ralph.  BMI,  New  York. 

MISC. 

Hart.  Miss  Lee,  BAB,  New  York; 
Hamilton,  Ray  V.,  Blackburn-Hamilton 
Co.,  Washington. 


WJLS  SALUTE 

Hails  Raleigh  Centennial 

PART  played  by  WJLS  Beckley 
and  the  radio  industry  at  large  in 
the  growth  of  southern  West  Vir- 
ginia is  pointed  up  in  the  August 
issue  of  The  560  News,  a  monthly 
publication  issued  by  WJLS  which 
devoted  its  53  pages  in  a  salute  to 
Raleigh  County,  W.  Va.'s  cen- 
tennial celebration. 

Highlighting  articles  are  a  digest 
of  county  history;  a  look  at  radio's 
future  in  the  area ;  a  reflection  of 
what  happened  to  FM;  a  study  of 
home  television  vs.  theatre  TV;  an 
outline  of  WJLS  history;  back- 
ground sketch  of  Joel  L.  Smith  Jr., 
owner  WJLS,  WKWK  Wheeling, 
WKNA  Charleston,  W.  Va.,  and  a 
breakdown  of  WJLS  departments 
as  well  as  services  performed  by 
CBS,  its  parent  network. 

History  of  WJLS  is  told  in  con- 
nection with  the  growth  of  the 
county,  its  business  and  its  popula- 
tion. Balance  is  attained  with 
equal  emphasis  on  radio,  outlet, 
network  and  country.  Publication 
is  well  interspersed  with  con- 
gratulatory messages  to  the  county 
from  firms  and  institutions. 
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The  new  Thesaurus  brings  you  bigger 
and  better  programming  packages  with 
top  sponsor-appeal . . .  top  name  artists! 
You  get  comprehensive  programming, 
promotion,  pubhcity,  tie-ins.  cross- 
plugs,  soimd  effects  ...  a  steady  flow 
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ELECTRONICS  MEET 


Coy  To  Keynote 
Opening 


FCC  CHAIRMAN  Wayne  Coy  will  keynote  the  opening  of  the  National 
Electronics  Conference  in  Chicago  with  a  luncheon  address  at  the  Edge- 
water  Beach  Hotel  on  Sept.  25.    He  will  be  introduced  by  Dr.  W.  L. 
Everitt,  dean  of  engineering  at  the  U.  of  Illinois. 
The  annual  national  forum 


on 

electronic  research,  development 
and  application  is  sponsored  jointly 
by  the  American  Institute  of  Elec- 
trical Engineers,  Illinois  Institute 
of  Technology,  Institute  of  Radio 
Engineers,  Northwestern  U.  and 
the  U.  of  Illinois  in  cooperation 
with  the  U.  of  Wisconsin  and  the 
Society  of  Motion  Picture  and  Tele- 
vision Engineers.  The  three-day 
conclave,  Sept.  25-27,  will  stress 
highly  technical  subjects  connected 
with  all  fields  of  electronics,  in- 
cluding radio  and  television. 

Technical  sessions  on  Monday 
morning,  opening  day,  will  feature 
presentation  of  papers  on  micro- 
waves and  antennas  and  magnetic 
amplifiers.  In  the  first  classifica- 
tion, Donald  K.  Reynolds  and  Win- 
ston S.  Lucke  of  Stanford  Research 
Institute  will  discuss  "Corrugated 
End-Fire  Antennas";  William  E. 
Good,  Westinghouse  Research 
Labs.,  "New  Techniques  in  Micro- 
wave Spectroscopy,"  and  G.  E. 
Feiker  and  S.  C.  Clark  Jr.,  of  Gen- 
eral Electric  Co.,  "Properties  of 
Longitudinal  Slots  in  Circular 
Waveguides." 

Three  subjects  will  be  presented 
at  the  television  symposium  Tues- 
day morning.  They  are  "Television 
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in  Industrial  Applications,"  J.  A. 
Good,  Diamond  Power  Specialty 
Corp.;  "Stereo  Television  in  Remote 
Control,"  H.  R.  Johnston,  C.  A. 
Hermanson  and  H.  L.  Hull,  Ar- 
gonne  National  Lab.,  and  "The 
Genlock— A  New  Tool  for  Better 
Programming  in  TV,"  John  H.  Roe, 
RCA  Victor  Division. 

The  Tuesday  luncheon  speaker 
will  be  E.  A.  McFaul,  formerly  of 
Northwestern  U.,  discussing  "Is 
the  Engineer  Slipping?"  He  will  be 
introduced  by  Titus  LeClair,  na- 
tional president  of  the  American 
Institute  of  Electrical  Engineers, 
who  is  on  the  staff  of  Common- 
wealth Edison  Co.  The  Wednesday 
luncheon  group  will  be  addressed 
by  John  V.  L.  Hogan,  president  of 
Interstate  Broadcasting  Co.  and 
Radio  Inventions,  and  past  presi- 
dent of  Institute  of  Radio  Engi- 
neers. He  will  talk  on  "What's 
Behind  IRE?"  after  being  intro- 
duced by  Raymond  F.  Guy  of  NBC, 
national  president  of  IRE. 

Displays  of  new  electronic  equip- 
ment, developments  and  compon- 
ents will  be  exhibited  during  the 
meeting.  Exhibitors  will  include 
Boonton  Radio  Corp.,  Concord  Ra- 
dio Co.,  Allen  B.  DuMont  Labs, 
Electro-Voice,  General  Electric 
Co.,  RCA  (R-F  Heating  Division 
and  Tube  Division),  Raytheon  Man- 
ufacturing Co.,  and  Sprague  Elec- 
tric Co. 


STL  Relay  Ruling 

RULES  changes  have  been  made 
final  by  FCC  to  allow  AM  stations 
to  use  studio-transmitter  link  radio 
relays.  These  STLs  have  been  as- 
signed the  925-940-mc  portion  of 
the  industrial,  scientific  and  med- 
ical band  on  a  share  basis.  STLs 
for  FM  stations  continue  in  the 
940-952-mc  band.  Joint  AM-FM 
outlets  in  the  same  city  or  metro- 
politan district  may  use  a  single 
STL  facility,  FCC  ruled.  Change 
is  effective  Oct.  16. 


WMFG 

HI8  BIWG 


BRIGHTEST 


THIS  is  the  artist's  conception  of  the 
709-ft.  tower  KRNT  Des  Moines, 
Iowa,  is  constructing  in  the  city's 
downtown  area.  Completion  of  the 
FM  and  multi-purpose  tower  is  ex- 
pected by  the  first  of  the  year. 
Shorter  tower  is  the  telephone  com- 
pany's 427-ft.  network  TV  relay  unit. 


WJON  STAFF 


Personnel  Is  Announced 

COMPLETE  staff  of  WJON  St. 
Cloud,  Minn.,  ABC  affiliate  which 
went  on  the  air  Sept.  10  [Broad- 
casting, Sept.  11],  has  been  an- 
nounced by  W.  C.  Porsow,  station 
manager. 

In  addition  to  Mr.  Porsow,  per- 
sonnel includes:  Paul  T.  Zahorik, 
commercial  manager;  Wallace  Mac- 
Briar,  program  director;  Robert 
Wayne,  Jerry  Sandstrom,  Russ 
Nelson  and  Don  Neer,  announcers; 
Robert  Muchow,  chief  engineer; 
Herm  Schneider,  sales;  Genevieve 
Truzinski,  receptionist,  and  Marie 
Zima,  continuity.  Owned  and  oper- 
ated by  the  Granite  City  Broadcast- 
ing Co.,  WJON  is  assigned  250  w 
fulltime  on  1240  kc. 


WMSA-FM  Massena,  N.  Y.,  has  affil- 
iated with  13-station  Rural  Radio 
(FM)  Network. 


\  WEBC 

\  DULUTH ; 


%  WEAU 

*   EAU  CLAIRE 


WHLB 

VIRGINIA 


/  WJMC 

/  BICE  tAKE 


WiSC 


VOD  CONTEST 

Promotion  Disc  Preparedly 

FIVE  model  transcribed  talks  bj 
prominent  national  figures  have 
been  cut  for  NAB  member  stations 
to  use  in  promoting  the  fourth 
annual  Voice  of  Democracy  con- 
test. RCA  pressings  will  be  readj  j 
for  station  broadcast  starting' 
Oct.  1. 

Guide  manuals  covering  rules 
for  the  contest  are  being  mailed  al 
NAB  stations,  28,000  high  schools 
and  U.  S.  Junior  Chamber  of  Com- 
merce chapters.  NAB,  the  Chambei 
and  Radio-Television  Mfrs.  Assn 
are  cooperating  again  in  running! 
the  contest. 

Voices  heard  in  the  transcribec^ 
talks  are  those  of  Justice  Tom  C 
Clark,  U.  S.  Supreme  Court;  Sen 
Edwin  C.  Johnson  (D-Col.) ;  NAI  ; 
President  Justin  Miller;   Earl  J' 
McGrath,  U.  S.  Commissioner  o: 
Education;  Rep.  Brooks  Hays  (D 
Ark).  Chairman  of  the  Voice  o: 
Democracy  Committee  is  Robert  K 
Richards,  NAB  public  affairs  di- 
rector. 


FINANCE  MEET 


INCFO  To  Highlight  Radio-TN 

DISCUSSION  on  radio-televisioi 
broadcasting  finance  will  highligh 
the  meeting  of  the  Institute  o 
Newspaper  Controllers  and  Financ^ 
Officers  in  Cleveland,  Oct.  17. 

Cost  to  advertisers  of  the  media' 
special  services  will  be  among  th' 
topics  to  be  introduced.  The  forun 
will  open  with  a  talk  on  the  "Eco 
nomic  Outlook  in  Radio  and  Tele 
vision"  by  James  D.  Shouse 
chairman  of  Crosley  Broadcastinj 
Corp.  Formation  of  a  special  ra 
dio-TV  committee  also  is  planned 
it  was  announced. 


1 


WAB  Convention 

WESTERN  Assn.  of  Broadcaster^ 
will  hold  its  annual  convention  a 
the  Palliser  Hotel,  Calgary,  Sept 
28-30.  The  meeting,  postponed  be 
cause  of  the  recent  Canadian  rail 
way  strike,  was  to  have  been  he! 
at  Jasper,  Alta.,  Aug.  30-Sept.  i 
Problems  affecting  all  Canadia: 
broadcasters  will  be  discussed  a 
the  three-day  meet  under  the  chaii 
manship  of  William  Guild,  CJO<^ 
Lethbridge,  president  of  WAB  an 
chairman  of  the  board,  CAB.  Rc 
ports  on  the  Royal  Commission  o 
Arts,  Letters  and  Science,  on  Wes 
Coast  research,  and  on  rates  an 
frequency  discounts  will  be  hearc, 
and  participation  of  Canadian  in 
dependent  broadcasters  in  the  cui 
rent  NARBA  meet  will  be  dig 
cussed. 


RCA  INSTITUTES,  INC. 


One  of  the  leading-  and 
oldest  schools  of  Radio 
Technology  in  America,  offers  its 
trained  Radio  and  Television  tech- 
nicians to  the  Broadcasting  In- 
dustry. 

Address  inquiries  to 
Placement  Director 
RCA  INSTITUTES.  INC. 
A  Service  of  Radio  Corporation 

.of  America 
350  W.  4th  St.,  New  York  14,  N.  Y. 
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NATIONAL  NIELSEN  RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.  AREA,  INCL.  SMALL-TOWN,  FARM  AND  URBAN  HOMES— and  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 


REGULAR  WEEK  AUG.  6-12,   1950  NIELSEN-RATING 


Current 

_             „  Rating 

Current    Previous  Homes 

Rank         Rank  Programs  % 

EVENING,  ONCE-A-WEEK  (Average  For  All  Programs)  (5.5) 

1  7              Mr.    Keen    (CBS)    10.1 

2  3               Crime    Photographer    (CBS)    9.8 

3  8              Mr.  District  Attorney  (NBC)    9.5 

4  2               Big   Story   (NBC)    9.0 

5  Gene    Autry    (CBS)    8.6 

6  5              Mystery   Theatre   (CBS)    8.5 

7  11              Mr.    Chameleon    (CBS)    7.8 

8  Richard    Diamond    (NBC)    7.2 

9  6              Life    In   Your  Hand   (NBC)    7.2 

10            20              Horace  Heidt  Show  (CBS)    7.0 

EVENING,  MULTI-WEEKLY       (Average  For  All  Programs)  (3.0) 

1  2              One  Man's   Family   (NBC)    5.2 

2  1              Lone  Ranger  (ABC)    5.2 

3  3              News  of  the  World  (NBC)    4.9 

WEEKDAY  (Average  For  All  Programs)  (4.3) 

14             Ma    Perkins    (CBS)    8.5 

2  2  Romance   of   Helen    Trent   (CBS)....  8.4 

3  3              Our  Gal,  Sunday   (CBS)    7.8 

4  14              Big    Sister    (CBS)    7.3 

5  15              Guiding  Light  (CBS)    7.1 


Current 
Rating 

Current  Previous  Homes 

Rank  Rank  Programs  % 

6  11              Right  to  Happiness  (NBC)    7.1 

7  6  Pepper  Young's   Family   (NBC)    ....  7.1 

8  1  Arthur  Godfrey  (Ligg.  &  Meyers)  (CBS)  7.0 

9  7              Aunt   Jenny    (CBS)    6.9 

10  5              Wendy   Warren    (CBS)    6.7 

DAY,  SUNDAY  (Average  For  All  Programs)  (2.4) 

1  1  True   Detective   Mysteries    (MBS) ....  5.7 

2  2              Shadow    (MBS)    4.7 

3  3  Martin  Kane,  Private  Eye  (MBS)   ...  4.0 
DAY,  SATURDAY  (Average  For  All  Programs)  (4.7) 

1  1              Armstrong    Theatre    (CBS)    8.7 

2  3              Stars  Over  Hollywood  (CBS)   8.5 

3  2              Grand   Central   Station    (CBS)    8.2 

NOTE:  Number  of  home  is  obtained  by  applying  the  "NIELSEN- 
RATING"  (%)  to  40,700,000— the  1950  estimate  of  Total  United 
States  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  except 
for  homes  listening  only  1  to  5  minutes. 

Copyright  1950  by  A.  C.  NIELSEN  CO. 


WOW-KCSJ  CASE 

Consolidat'ed  Hearing  Set 

IN  ACCORD  with  the  U.  S.  Court 
of  Appeals  decree  reversing  FCG's 
action  which  denied  WOW  Omaha 
j  opportunity   to   seek   relief  from 

"i  daytime  interference  by  KCSJ 
Pueblo,  Col.,  the  Commission  has 

-  ordered  investigation  of  the  dis- 

'  pute    [Broadcasting,    July  24]. 

■iiFCC,     however,     also  indicated 

'  ,  WOW  must  answer  to  certain  in- 

A  terference  to  KCSJ. 

^  The  Commission  has  set  aside 
previous  actions  granting  renewal 
of  licenses  to  both  WOW  and 
KCSJ  and  has  designated  them  for 
consolidated  hearing  Feb.  26,  1951. 
Both  licenses  have  been  extended 
on  a  temporary  basis  to  March  1. 

As  indicated  by  the  court  in  the 
WOW  appeal,  FCC  set  aside  the 
KCSJ  renewal  and  set  it  for  hear- 

!  ing    on    the    interference  issue. 

'  WOW  earlier  had  petitioned  the 
Commission  to  direct  KCSJ  to  use 
its  night-time  directional  array 
during  the  daytime  as  well  to 
protect  WOW  from  interference  it 
claims  showed  up  after  KCSJ  be- 
gan operations  and  which  had  not 
been  predicted  since  the  Commis- 
sion soil  conductivity  map  was  in 
error.  KCSJ  is  assigned  1  kw  on 
590  kc  while  WOW  operates  with 
5  kw  on  that  frequency. 

Decrees  Right  to  Hearing 

The  court  ruled  WOW  was  en- 
titled to  hearing  on  KCSJ's  re- 
newal application  because  of  the 
newly-found  interference  condi- 
tion, since  the  Communications  Act 
specifies  renewal  bids  are  compar- 
able to  new  applications  in  pro- 
cessing procedure  involving  inter- 
ference conditions. 

Using  the  court's  reasoning,  FCC 
in  turn  noted  WOW  had  admitted 
interference  to  KCSJ  and  hence 
set  aside  WOW's  renewal  grant, 
designating  the  application  for 
hearing  with  that  of  KCSJ.  This 
action  had  been  requested  by  KCSJ 
in  a  petition  filed  prior  to  WOW's 
court  appeal  and  which  pointed 
out  it  was  in  equal  position  with 
WOW  since  the  same  question  of 
interference  was  involved. 

Since  KCSJ  did  not  propose  a 
specific  array  by  which  WOW 
might  reduce  its  interference  to- 


REPRESENTED  BY 

WEED  &  COMPANY 


ward  KCSJ,  the  Commission  al- 
lowed the  Pueblo  station  30  days 
in  which  to  petition  for  enlarge- 
ment of  the  hearing  issues  to  in- 
clude a  definite  proposal. 


AAAA  SCHEDULE 

Fall  Sessions  Set 

AMERICAN  Assn.  of  Advertising 
Agencies  has  announced  the  sched- 
ule for  its  fall  regional  conven- 
tions. 

The  AAAA  Central  Council 
meeting  will  be  held  Oct.  5-6  at 
the  Hotel  Drake,  Chicago,  with 
Henry  Haupt,  BBDO,  Chicago, 
council  chairman  head  of  program 
plans.  The  Pacific  Council  annual 
meeting  takes  place  Oct.  8-11  at 
Hotel  del  Coronado,  Coronado, 
Calif.,  headed  by  George  Weber, 
Mac  Wilkins,  Cole  &  Weber, 
Seattle.  The  Eastern  annual  con- 
ference will  be  held  at  the  Roose- 
velt Hotel,  New  York,  Oct.  31- 
Nov.  1,  with  J.  Davis  Danforth, 
BBDO,  New  York,  as  council  chair- 
man. Meeting  place  for  the  Michi- 
gan Council  annual  meeting  is  the 
Hotel  Statler,  Detroit,  Nov.  16, 
with  J.  L.  McQuigg,  Geyer,  Newell 
&  Ganger,  Detroit,  in  charge  of 
the  program. 

The  national  AAAA  board  of 
directors  will  meet  in  Chicago,  Oct. 
4,  before  the  Central  Council  Con- 
vention. 


'FORWARD  AMERICA' 

Voted  Award  of  Merit 

WORLD  BROADCASTING  SYS- 
TEM, producer  of  transcribed  ra- 
dio series,  has  been  voted  an 
"Award  of  Merit"  for  its  patriotic 
narrative  series.  Forward  America, 
by  the  Veterans  of  Foreign  Wars. 
Citation  applauds  the  series  for 
contributing  toward  national  un- 
derstanding. 

Program  features  voice  of  the 
late  Walter  Huston,  reading  pass- 
ages from  American  speeches  and 
selections  from  outstanding  na- 
tional literature,  with  musical 
backgrovind  and  selections  appro- 
priately Americana. 


AGENCY  CHAIRMEN 

Named  for  Eastern  AAAA 

CHAIRMEN  for  seven  group  meet- 
ings of  the  1950  Eastern  annual 
conference  of  American  Assn.  of 
Advertising  Agencies,  to  be  held 
Oct.  31-Nov.  1,  have  been  named 
by  J.  Davis  Danforth,  BBDO,  con- 
ference chairman. 

The  following  will  preside  at  the 
sessions  to  be  held  at  the  Roose- 
velt Hotel,  New  York: 

Creative — Walter  Weir,  president, 
Walter  Weir  Inc.,  New  York.  Mechani- 
cal Production — Ernest  Donohue,  in 
charge  of  production,  BBDO,  New 
York.  Research — Sherwood  Dodge,  vice 
president  in  charge  of  media  and  re- 
search, Foote,  Cone  &  Belding,  New 
York.  Radio  &  Television  Production — 
Myron  Kirk,  vice  president  and  radio- 
TV  director,  Kudner  Agency,  New 
York.  Management — Fletcher  D.  Rich- 
ards, chairman  and  president,  Fletcher 
D.  Richards  Inc.,  New  York.  Market- 
ing &  Merchandising — Lawrence  Valen- 
stein,  president  and  treasurer.  Grey 
Adv.,  New  York.  Media — Linnea  Nel- 
son, radio-TV  timebuyer,  J.  Walter 
Thompson,  New  York  (for  radio  and 
TV  timebuying)  ;  H.  H.  Kynett,  part- 
ner, the  Aitkin-Kynett  Co.,  Philadel- 
phia (for  buying  of  printed  media). 

The  creative,  mechanical  produc- 
tion and  research  sessions  will  be 
held  simultaneously  Tuesday  morn- 
ing, Oct.  31,  with  afternoon  meet- 
ing on  radio  and  TV  production. 
Management,  marketing  and  mer- 
chandising and  media  sessions  take 
place  Wednesday  morning,  Nov.  1, 
followed  by  a  luncheon  for  agency 
management  executives.  Nov.  1 
afternoon  features  a  general  "town 
meeting"  for  all  AAAA  people 
from  New  York,  New  England  and 
Atlantic  councils. 


Revive  Service 

REACTIVATION  of  the  state 
guard  radio  service  sharing  2726 
kc  has  been  proposed  by  the  FCC 
"because  of  current  developments." 
Used  by  some  30  state  guard  or- 
ganizations during  World  War  II, 
the  service  handles  emergency 
communications  pertaining  to  pro- 
tection of  life  and  property.  Dead- 
line for  filing  comments  on  FCC 
proposal  is  Oct.  16. 


WJIV  Grant  Stands 

SAVANNAH  Radio  Council's  sec- 
ond effort  to  block  commencement 
of  E.  D.  Rivers  Jr.'s  WJIV  Savan- 
nah, Ga.,  has  been  denied  by  the 
FCC.  The  Commission  has  dis- 
missed a  petition  seeking  recon- 
sideration of  an  earlier  FCC  action 
denying  the  council's  request  that 
the  WJIV  grant  be  set  aside  on  the 
grounds  Mr.  Rivers  has  not  oper- 
ated WEAS  Decatur,  Ga.,  in  prop- 
er manner  [Broadcasting,  Aug. 
7].  The  council  is  composed  of 
Savannah  stations  other  than 
WJIV. 


Time  Buyers,  NOTE! 

NO  TV 

Stations  within 
60  miles  of 

\  YOUNGSIOWN,  0.  \ 
Ohio's  3rd 

;      Largest  Trade  Area  | 

Buy 

WFMJ 

I      The  Only  ABC  | 
s         Station  Serving  | 
This  Market  j 

5000  I 

WATTS  i 

s 

CALL  I 
I         Headley-Reed  Co.,  | 

I  National  Representatives  \ 
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September  8  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 

WKAR  East  Lansing,  Mich. — On  peti- 
tion granted  permission  to  file  late 
comment  in  television  proceedings  in 
Docket  8736  et  al.  proposing  that  TV 
Chan.  10  be  allocated  to  Lansing,  Mich. 

KUHF  Houston,  Tex.— Granted  CP 
new  non-commercial  education  FM 
broadcast  station,  to  replace  expired 
CP:  new  CP  to  bear  expiration  date  of 
6  months  from  date  of  grant. 

Twentieth  Century-Fox  Film  Coro., 
New  York — Placed  in  pending  file  appli- 
cation for  CP  for  new  portable  experi- 
mental TV  relay  station  on  6850-6875 
mc  in  area  of  New  York  City,  pend- 
ing determination  of  issues  in  Docket 
9572  (Establishment  of  uniform  poHcv 
to  b'^  followed  in  licensing  of  radio 
bro3dc=)St  stations  in  connection  with 
violations  bv  an  applicant  of  laws  of 
the  United  States  other  than  the  Com- 
munications Act  of  1934.  as  amended). 

Francis  J.  Matraneola,  Wildwod, 
N.  J. — Designated  for  hearing  at  Wash- 
ington on  Feb.  7,  1951.  aoplication  for 
new  station  on  1230  kc.  250  w  unl..  and 
made  WSNJ  Bridgeton,  N.  J.  and  WITH 
Baltimore.  Md..  parties  to  proceeding. 

Phillip  R.  Hurlbut  and  Valley  Bcstg. 
Co.,  Farmington,  N.  M. — Designated  for 
hearing  in  consolidated  proceeding  ap- 
plication of  Hurlbut  and  of  Valley 
Bcstg.  Co.,  both  requesting  new  sta- 
tions on  1240  kc,  250  w  unl.  at  Farm- 
ington. Hearing  to  be  in  Washington 
on  Feb.  12,  1951. 

KUIN  Grants  Pass,  Ore. — On  petition 
waived  Sec.  3.41  of  the  rules  and 
granted  application  for  CP  to  install 
new  trans. 

KEPO  El  Paso,  Tex. — Designated  for 
hearing  at  Washington,  on  Feb.  9.  1951. 
application  for  CP  to  increase  day 
power  from  5  kw  to  10  kw  and  change 
DA  for  daytime  use.  upon  issue  to 
determine  technical  and  other  qualifi- 
cations of  applicant  corporation,  its 
officers,  directors  and  stockholders  to 
operate  KEPO  as  proposed  and  with 
particular  reference  to  aualifications 
of  stockholder  H.  J.  Griffith  in  light 
of  matters  in  issue  in  case  of  U.  S.  v. 
Griffith,  et  al.  334  U.S.  100. 

WISE  Asheville,  N.  C— Denied  re- 
consideration and  grant  without  hear- 
ing of  application  to  change  facilities 
from  1230  kc  250  w  unl..  to  680  kc  1  kw 
DA-2.  and  amended  issue  No.  3  of 
Commission's  order  of  April  13  to 
determine  other  services  available  to 


fCG  actions 


SEPTEMBER  8  TO  SEPTEMBER  14 


CP-construction  permit  ant.-antenna 

DA-directional  antenna  D-day 

ERP-efifective  radiated  power  N-night 

STL-studio-transmitter  link  aur.-aural 

synch,  amp. -synchronous  amplifier  vis.-visual 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 


STA-special  temporary  authorization       CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


proposed  WISE  service  area. 

Radio  Reading,  Reading,  Pa. — Desig- 
nated for  hearing  at  Washington  on 
Feb.  13.  1951,  application  for  new  sta- 
tion unl.  on  1510  kc,  1  kw,  witTi  same 
directional  antenna  day  and  night; 
made  WLAC,  Nashville,  Tenn.,  party 
to  oroceeding. 

WVOK  Birmingham,  Ala. — Designated 
for  hearing  at  Washington  on  Feb.  14, 
1951.  application  for  mod.  CP  to  change 
from  DA  to  non-DA;  made  WWEZ  New 
Orleans,  party  to  proceeding. 

WLBJ  Bowling  Green,  Ky. — Designat- 
ed for  hearing  at  Washington  on  Feb. 
15.  1951.  application  for  mod.  CP  to  in- 
crease daytime  power  from  1  kw  to 
5  kw.  on  1410  kc.  and  install  new  trans.; 
made  WVJS  Owensboro.  Ky.,  and  WIEL 
Elizabethtown,  Ky.,  parties  to  proceed- 
ing. 

WJPR  Greenville,  Miss;  WEDR  Fair- 
field,  Ala.  and  Harold  Ritchie  McBride, 
Birmingham,  Ala. — Designated  for  con- 
solidated hearing  at  Washington  on 
Feb.  16.  1951.  applications  of  WJPR  to 
change  from  1340  kc  250  w  unl.  to  1330 
kc,  500  w  N  1  kw-D  DA-N.  WEDR  to 
change  facilities  from.  1220  kc  1  kw  D  to 
1330  kc  500  w  N  1  kw-D  DA-N,  and 
McBride  for  new  station  on  1320  kc 
1  kw  D. 

Buttrey,  Best.  Inc.,  Billings,  Mont.; 
KFXD  Nampa,  Ida.;  KOPR  Butte,  Mont. 

— Designated  for  consolidated  hearing 


New  Transmission 


fdeasuring  Set 


Daven  Type  11A  Transmission  Meas- 
uring Set  is  fast  proving  itself  a  "must" 
for  FM  and  AM  station  engineers. 
This  instrument  offers  an  ideal  solu- 
tion for  making  measurements  re- 
quired by  FCC  "proof  of  performance" 
regulations. 

For  an  accurate  versa- 
tile gain  set,  at  a  mod- 
erate price  —  specify 
The  Daven  Type  11  A. 

Write  today  for  additional  information.  Dept.  BD-3 


at  Washington  on  Feb.  20.  1951,  applica- 
tion of  Buttrey  new  station  on  580  kc, 
5  kw,  unl.  DA-N;  KFXD  to  increase 
power  from  1  kw  to  5  kw.  unl.  on  580 
kc  with  DA-DN;  and  KOPR  to  change 
from  550  kc,  1  kw,  DA-N,  unl.,  to  580 
kc,  1  kw  night.  5  kw-D.  DA-N,  unl.; 
made  WIBW  Topeka,  Kan.,  party  to 
proceeding. 

Paris  Bcstg.  Corp.,  Paris,  111. — Denied 
petition  requesting  reconsideration  and 
grant  without  hearing  of  application 
for  new  station  on  1420  kc  250  w  D; 
further  ordered  WDWS  Champaign,  111. 
be  made  party  to  proceeding. 

KYUM  Yuma,  Ariz. — On  petition,  re- 
considered and  granted  without  hear- 
ing application  for  mod.  CP  to  change 
trans,  location;  conditioned  to  taking 
care  of  blanketing  situation. 

WJPH  Green  Bay,  Wis.— On  petition 
removed  from  hearing  docket  and 
granted  application  for  CP  to  change 
from  810  kc  1  kw,  D  to  1440  kc  500  w 
N,  1  kw-D  DA-N. 

KBOR  Brownsville,  Tex. — Granted 
mod.  CP  to  correct  minor  errors  in 
nighttime  DA  calculations. 

KXLA  Pasadena,  Calif. — Granted  in 
part,  petition  of  KXLA  requesting  mod. 
and  enlargement  of  hearing  issues  in 
proceeding  on  mod.  license  and  In 
re  Order  to  show  cause  and  struck 
Issues  1,  2  and  3  from  hearing  order 
of  March  6  and  substituted  new  issues. 

Belvedere  Bcstg.  Corp.,  Baltimore, 
Md. — On  Commission's  own  motion  ad- 
vanced date  for  oral  argument  in 
Docket  8996  (application  for  new  sta- 
tion on  1400  kc  250  w  unl.)  from  Sept.  22 
to  Sept.  15. 

BY    THE  SECRETARY 

KTER  Terrell,  Tex.— Granted  mod. 
CP  to  change  type  trans. 

Following  remote  pickups  deleted 
pursuant  to  provisions  of  Section  4.402 
of  the  Commission's  Rules  and  Regula- 
tions: KA-5561  Redwood  Bcstg.  Co.  Inc., 
Eureka.  Calif.;  KA-4628.  KA-4629,  KA- 
4630.  KSA-714.  WGN.  Inc..  Chicago,  111.; 
KA-5535.  News  Sentinel  Bcstg.  Co.  Inc., 
Fort  Wayne,  Ind..  KA-5466.  KA-5467. 
American  Bcstg  Corp.,  Lexington,  Ky.; 
KCA-799  The  Yankee  Network  Inc.,  Bos- 
ton, Mass.;  KA-5522,  KA-5521,  Midland 
Bcstg.  Co.  Inc.,  Kansas  City.  Mo.;  KA- 
5497  Jefferson  Standard  Bcstg.  Co., 
Charlotte,  N.  C;  KA-5614,  KA-5615. 
WHP  Inc.,  Harrisburg,  Pa.;  KA-5565, 
KA-5566,  Scranton  Bcstrs.  Inc.,  Scran- 
ton,  Pa.;  KA-5487  The  Enterprise  Co., 
Beaumont,  Tex.;  KA-4734.  KTRH 
Bcstg.  Co..  Houston,  Tex. 

Granted  renewal  of  licenses  to  fol- 
lowing remote  pickups  on  regular  basis: 
KGB-258  KA-6552  WWSW  Inc.,  Pitts- 
burgh, Pa.;  KA-5699,  Radio  Americas 
Coro.,  Mayaguez,  P.  R.;  KA-5040  Voice 
of  Puerto  Rico  Inc.,  Ponce,  P,  R. 

Granted  renewal  of  license  to  fol- 
lowing remote  pickup  on  regular  basis 
subject  to  change  in  frequency  which 
may  result  from  proceedings  in  Docket 
6651:  KA-6645  News  Sentinel  Bcstg.  Co., 
Inc.,  Fort  Wavne,  Ind. 

Extended  following  remote  pickup 
licenses  on  temporary  basis  to  Dec.  1: 
KMA-765,  KA-3157,  Board  of  Education 
of  the  San  Francisco  Unified  School 
District,  San  Francisco;  KA-7154,  KPIX 
Inc.,  San  Francisco;  KQA-755,  KA-2313, 
KA-4606,  KA-4607,  KA-4608,  WJR  The 
Goodwill  Station  Inc.,  Detroit,  KA- 
4621,  KA-4622,  KA-4623,  General  Elec- 
tric Co..  Schenectady.  N.  Y.;  KAA-994, 
KA-3618.  KA-5606.  WDAY  Inc.,  Fargo, 
N.  D.;  KA-2775,  KA-7065  The  WGAR 
Bcstg.  Co.,  Cleveland,  Ohio, 

Extended  following  remote  pickup 
licenses  on  temporary  basis  to  Dec.  1, 
subiect  to  change  in  frequency 
which  may  result  from  proceeding  in 
Docket  6651:  KA-6512,  KA-6513,  Warner 
Bros.  Bcstg.  Corp.,  Hollywood,  Calif.; 
KA-4552,  KA-4553,  KMPC  The  Station  of 
the  Stars  Inc.,  Los  Angeles,;  KA-7152, 
KA-7153,  KA-7155,  KA-7156,  KPIX  Inc., 
San  Francisco;  KA-2879,  College  of  the 


Pacific,  Stockton,  Calif.;  KA-4605  WJll 
The  Goodwill  Station  Inc.,  Detroit 
KA-3416,  Albuquerque  Bcstg.  Co.,  Al 
buquerque,  N.  M.;  KA-4620,  Genera 
Electric  Co.,  Schenectady,  N.  Y.;  KA 
6481,  WDAY  Inc.,  Fargo,  N.  Dam 
KQA-795.  WGAR  Bcstg.  Co..  Cleveland! 
Ohio;  KA-3407,  WGAR  Bcstg.  Co.  I 
Cleveland,  Ohio;  KA-3625,  WMEli 
Corp..  San  Juan,  P.  R. 

Extended  following  remote  pickuo  li-f- 
cense  on  temp,  basis  to  Dec.  1.  sub,iec 
to  express  condition  that  this  actioi 
shall  be  without  prejudice  to  anj 
action  Commission  may  take  witr 
respect  to  outstanding  authorizations  o 
applications  of  the  grantee  in  light  oJjl 
decision  of  Supreme  Court  in  Unitei 
States  v.  Paramount  Pictures,  Inc.  e 
als,  334  U.  S.  131:  KA-4039.  Allen  B 
DuMont  Laboratories  Inc.,  New  'York 

Extended  following  remote  pickup  li 
censes  on  temp,  basis  to  Dec.  1  subjec 
to  condition  that  this  action  is  withou 
prejudice  to  any  action  Commissio: 
may  take  with  respect  to  any  pendin 
applications  for  renewals  of  license 
of  stations  licensed  to  grantee:  KA-464J 
KA-4643,  American  Bcstg.  Co.  Inc.,  Salt" 
Francisco;  KA-4657.  same,  Chicago;  KA:  fi 
4648,  KA-4653,  KA-4654,  same,  NeV^ 
York;  KA-4815,  KA-4816,  KA-4821,  KA 
5189,  KA-5190,  KA-5191,  KA-5192.  Na 
tional  Bcstg.  Co.  Inc.,  Hollywood,  Calif.dK 
KA-4814,  KA-4818,  KA-5148,  KA-514J 
KA-5150,  KA-5163,  same,  San  Francisco 
KA-4683,  KA-4685,  KA-4fi86,  KA-519cJlo 
KA-5194,  KA-5195.  KA-5196,  same,  Den^ 
ver.  Col.;  KA-5174,  KA-5175,  KA-5176 
KA-5177,  KA-5469,  KA-5470,  KA-547]. 
KA-5472,  KGA-844.  same,  Washingtoi: 
D.  C;  KA-4676.  KA-4680.  KA-5145,  KA 
5146,  KA-5147,  KA-5162,  KSA-720,  same 
Chicago;  KA-4687,  KA-4690,  KA-469] 
KA-4693.  KA-5169,  KA-5170,  KA-517] 
KA-5172,  same,  New  York;  KA-464'h 
American  Bcstg.  Co.  Inc.,  San  Francisco 
KA-4663,  KA-4665,  same,  Chicago;  KA 
4633,  KA-4637,  same.  New  York;  KA 
4823,  KA-4824,  KA-5130,  KA-5131,  KMA 
376,  National  Bcstg.  Co.  Inc.,  Holly 
wood,  Calif.;  KA-4822,  KA-5071.  KA 
5072,  KMA-675,  same.  San  Franciscc 
Calif.;  KA-4675,  KA-5073,  same,  Denvei 
Col.;  KA-5004,  KA-6514,  KA-6515,  samt 
Washington,  D.  C;  KA-4673,  KA-499S 
KA-5000,  same.  Chicago;  KA-4669,  KA 
4670,  KA-5001,  KA-5002,  KEA-650,  same-f- 
New  York. 

Granted  renewal  of  licenses  of  fol 
lowing  STL's  on  regular  basis:  KAA-61 
Iowa  State  College  of  Agriculture  an 
Mechanic  Arts.  Ames.  la.;  KQA-6] 
The  Regents  of  the  U.  of  Michigan,  An:-§- 
Arbor,  Mich. 

WHSY  Hattiesburg,  Miss.— Granted  lit 
cense  install  new  trans.  ' 

KCLS  Flagstaff,  Ariz.— Granted  li 
cense  for  new  AM  station;  1340  k 
250  w  unl. 

WKRM  Columbia,  Tenn. — Grante 
mod.  license  to  change  main  studio  lo 
cation. 

KCLW  Hamilton,   Tex. — G  r  a  n  t  e  . 

mod.   license  to   change  main  studi 
location. 

WHKP  Hendersonville,  N.  C— Grant 
ed  mod.  license  to  change  main  studi 
location. 

KOGT  Orange,  Tex.— Granted  moc"f- 
license  to  change  main  studio  locatior 

WDOD  Chattanooga,  Tenn.— Grante 
CP  to  install  new  trans,  to  be  used  a 
an  aux.  trans,  at  present  location  o 
main  trans,  on  1310  kc,  1  kw,  for  au> 
purposes  only. 

KUTA  Salt  Lake  City,  Utah— Grante 

(Continued  on  page  81) 
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JANSKY  &  BAILEY 

Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Mtmber  AFCCB* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  BIdg.  1407  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 

Member  AFCCE' 


A  4S-year  background 
— Established   1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  AAunsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE' 


Commercial  Radio  Equip.  Co. 

Everett  L.  Dillard,  Gen.  Mgr. 
INTERNATIONAL  BLDG.         Dl.  1319 

WASHINGTON,  D.  C. 
PORTER  BLDG.  LO.  8821 

KANSAS  CITY,  MO. 


A.  D.  RING  &  CO. 

26  Years'  Experience  in  Radio 
Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE' 


There  is  no  substitute  for  experience 

GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE' 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE' 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE' 


RUSSELL    P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE' 


Dixie  B.  McKey  &  Assoc. 

1820  JefFerson  Place,  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  RufFner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE' 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE' 


REAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE' 


A.  EARL  CULLUM,  JR. 

CONSULTING   RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 
WASHINGTON,  D.  C. 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 

ARLINGTON,  TEXAS 


Of.  3UUr 
CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
EXecutiv*  5851  1833  M  STREET,  N.  W. 
Executive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1   Riverside  Road  —  Riverside  7-2153 
Riverside,  III. 

(A   Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

18  Grand  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 
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•Classified  Advertisementsi 

PAYABLE  IN  ADVANCE — Checks  and  money  orders  only.  Situation 
Wanted  10c  per  word — $1  minimum.  Help  Wanted  20c  per  word — $2 
minimum.  All  other  classifications  25c  per  word — $4  minimum.  No 
charge  for  blind  box  number.  One  inch  ads,  acceptable,  $12.00  per  in- 
sertion. Deadline  two  weeks  preceding  issue  date.  Send  box  replies  to 
Broadcasting  Magazine,  870  National  Press  BIdg.,  Washington  4,  D.  C. 
BROADCASTING  is  not  responsible  for  the  return  of  application  material 
(transcriptions,  photographs,  scripts,  etc.)  forwarded  to  box  numbers. 


Help  Wanted 


Managerial 


station  manager,  with  sales  back- 
ground for  network  station  in  Ohio. 
Single  station  in  manufacturing  city 
of  65,000;  also  serves  large  rural  area. 
Give  in  first  letter  actual  station  man- 
agement and  sales  experience;  personal 
and  family  statistics;  reason  for  leaving 
last  two  positions;  references;  photo; 
income  desired.  Station  operating  at  a 
profit,  but  good  management  will  pro- 
duce better  results  for  clients  and 
greater  profit  for  station  and  the  man- 
ager. Box  395G,  BROADCASTING. 

General  manager  for  250  watt  inde- 
pendent midwest  station  city  of  14,000. 
Excellent  opportunity.  Replies  will  be 
kept  confidential.  Box  414G,  BROAD- 
CASTING. 

Experienced  manager  for  local  (250 
watt)  fulltime  station  in  progressive 
east  coast  community  of  15,000.  Op- 
portunity to  buy  up  to  fourth  interest; 
requires  5-7  thousand.  Will  stand  closest 
investigation.  Give  full  details  in  con- 
fidence.   Box  444G,  BROADCASTING. 


Salesman 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING. 

Wanted,  salesman  or  commercial  man- 
ager for  1000  watt  progressive  daytime 
independent  station  in  south.  Excellent 
working  conditions  and  financial  ar- 
rangement, but  highly  competitive  mar- 
ket. Car  preferred.  Rush  photograph, 
historv  and  references.  Box  384G, 
BROADCASTING. 

Top  salesman  wanted:  Commercial 
manager  position  available  if  you  have 
the  stufif.  Ideal  midwest  location.  Write 
P.  O.  Box  628,  Benton  Harbor,  Michi- 
gan. 


Announcers 


Network  affiliate  Rocky  Mountain  area 
has  opening  for  announcer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F,  BROADCAST- 
ING. 

Need  aggressive  personality  type  an- 
nouncer immediately,  all-round  an- 
nouncing duties.  Send  disc,  photo  and 
first  letter  with  complete  background 
information.  Box  283G,  BROADCAST- 
ING. 

Experienced  combination  man,  good 
salary,  immediate  employment.  Box 
312G,  BROADCASTING. 

Combination  announcer  and  engineer, 
1st  class  ticket.  Must  be  experienced 
announcer.  2  position  open  immedi- 
ately; 1  position  to  be  filled  by  ex- 
perienced SDortscaster.  40  hour  week. 
Starting  salary  $260  per  month.  Car 
necessary.  Station  well  established  and 
growing.  Applicant  will  be  hired  only 
by  personal  interview.  Send  audition 
disc  and  photo  with  first  letter.  Box 
327G.  BROADCASTING. 

Announcer,  experience  necessary.  Send 
disc,  photo,  draft  status,  full  informa- 
tion first  letter.  Box  403G,  BROAD- 
CASTING. 


New  station  needs  combination  an- 
nouncer-engineer. Emphasis  on  an- 
nouncing. Send  disc  and  letter.  KBOE, 
Oskaloosa.  Iowa. 

Wanted:  Announcer-engineer.  Em- 
phasis on  announcing.  Free  living 
quarters  to  single  person.  Can  go  places. 
Phone  3733.  KLIC,  Monroe,  La. 

Announcer-operator  wanted.  State  de- 
tails, salary  requirements  etc.  first 
letter.  Personal  interview  necessary. 
WKTY,  La  Crosse,  Wisconsin. 


Help  Wanted  (Cont'd) 

Announcer,  disc  jockey  with  experi- 
ence in  record  shows  slanted  to  the 
listening  housewife.  Must  have  good 
voice;  knowledge  of  records  and  prob- 
lems of  this  "typed  show"  and  have  a 
willingness  for  work.  Not  less  than 
three  years  experience  in  radio  pre- 
ferred. Send  disc,  photo  and  written 
details  as  well  as  salary  expectations, 
WHTN,  Huntington,  West  Virginia. 

Combination  announcer-engineer,  first 
class  ticket,  Virginia  daytimer  inde- 
pendent. Living  accommodations  avail- 
able. Send  disc  and  letter  giving  re- 
serve or  draft  status.  WNNT,  Warsaw, 
Virginia. 

Technical 

Immediate  opening  with  1000  watt  in- 
dependent for  combination  man  with 
first  class  ticket.  Must  be  able  to  an- 
nounce.   Box  340G,  BROADCASTING. 

Need  first  phone  operators  with  phas- 
ing experience,  new  1000  watt  station, 
major  market,  midwest;  state  war 
status  and  full  details  in  first  letter. 
Box  422G,  BROADCASTING. 

Production-Programming,  others 

Wanted  immediately,  experienced  girl 
to  produce,  write,  air  and  sell  woman's 
program.  Give  qualifications  and  sal- 
ary expected.  Box  310G,  BROADCAST- 
ING. 

Home  economics  broadcaster  needed 
for  large  college  radio  station.  Must 
have  college  degree,  home  economics 
training,  writing  and  radio  experience. 
Box  332G,  BROADCASTING.  

Woman  continuity  director.  Some  air 
work.  Rush  photo,  disc  and  copy  sam- 
ples. Larry  Filkins,  KSCB,  Liberal, 
Kansas.  

Wanted  program  director  capable  of 
doing  some  announcing.  No  play-by- 
play, sports  and  little  news.  $60  to 
start.  $75  after  one  month,  if  suitable. 
Do  not  call,  or  send  disc.  Write  or 
wire  Wm.  Kemp,  KVER,  Box  1388, 
Albuquerque,  New  Mexico. 

Wanted:  Permanent  female  copy  writ- 
er for  250  daylight  operation.  Con- 
genial staff.  Contact  Manager,  WCRA, 
Effingham,  Illinois.  Personal  Interview 
required. 

Wanted  at  once:  Replacement  for  re- 
serve army  man  whose  duties  now  in- 
clude: Farm  editor,  announcer,  special 
event  organizer  and  assistant  to  station 
manager.  WTCH  Broadcasting.  107-113 
E.  Green  Bay  St.,  Shawano,  Wisconsin. 


Television 


TV  traffic  opening  for  woman  twenty- 
five  to  forty  interested  in  western  New 
York.  Must  be  experienced  typist  and 
have  writing  ability.  State  education, 
experience,  marital  status  and  salarv 
required.  Box  452G,  BROADCASTING 
•  TELECASTING. 

Situations  Wanted 


Managerial 


Manager  (with  investment);  Thor- 
oughly experienced  manager,  definitely 
sales  minded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING. 

Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man,  two  children.  Draft  exempt.  Box 
37G,  BROADCASTING. 


Situations  Wanted  (Cont'd) 

Managing  director,  long  experience, 
available  for  revitalizing  station  opera- 
tions not  now  profitable.  Knows  every 
phase  of  station  management  from  A 
to  Z.  Good  judge  of  personnel.  Will 
accept  remuneration  on  percentage  of 
increased  profits,  a  straight  fee,  or  a 
combination  of  both.  Only  interested  in 
1  kw,  or  more,  fulltime.  Box  132G, 
BROADCASTING. 

Manager,  available  after  October  first. 
Extensive  background.  Bottom  to  top 
experience.  Now  employed  as  general 
manager.  Know  both  affiliate  and  in- 
dependent operations.  References  and 
information  upon  request.  Box  330G, 
BROADCASTING. 

Former  commercial  manager  of  50  kw 

station  going  back  into  radio.  Out  of 
radio  for  two  years  to  be  executive  in 
large  manufacturing  concern.  Experi- 
ence includes  four  years  display  adver- 
tising with  large  daily  and  three  years 
in  farm  magazine  as  advertising  man- 
ager. Solid  citizen  with  small  family 
and  top  level  references.  Can  change 
October  1.  Box  354G,  BROADCAST- 
ING. 

Sales  manager,  ($35,000.00  Investment) 
Broad  experience  in  field  of  radio, 
desirous  of  association  with  business 
executives  who  are  planning  or  soon 
contemplating  applying  for  television 
station  in  near  future.  Time  is  the 
essence,  once  the  Federal  Communica- 
tions Commission  releases  the  TV 
freeze.  Would  consider  management 
offer  in  established  radio  station  dur- 
ing interim.  Presently  employed  with 
brilliant  record  of  achievement  in  all 
phases  of  radio  management.  Box 
355G,  BROADCASTING. 

Assistant  manager,  program  director. 
Mature,  conscientious,  independent  and 
network  experience.  Want  permanent 
position.  Prefer  west,  but  all  offers 
considered.  Presently  employed.  Box 
396G,  BROADCASTING.  

Sales  manager,  salesman.  Experienced 
all  phases  radio.  Complete  details  and 
record  on  request.  Box  398G,  BROAD- 
CASTING^  

Tried  and  tested  trio.  Successful  man- 
agement, sales,  programming,  an- 
nouncing. Available  usual  notice.  Man- 
ager-commercial manager,  program 
director-announcer  and  staff  announcer. 
Latter  two  excellent  play-by-play 
sports,  news,  DJ  and  general  staff. 
Manager  handle  complete  sales.  Pres- 
ently operating  fulltime  net  in  small 
market.  Good  reason  for  desiring 
change.  All  draft  exempt.  Prefer  sta- 
tion with  opening  for  all  three  Box 
399G,  BROADCASTING.  

Reduce  overhead  with  manager  to  fill 
multiple  jobs;  business  and  promotion 
manager,  sportscaster  with  Mutual  affil- 
iate, three  station  market  of  60,000. 
Desire  like  position  similar  market  or 
station  management  smaller  market. 
Consider  option  purchase  all  or  part. 
Ten  years  experience  radio,  newspaper 
management,  ownership.  Prefer  west. 
Outstanding  references.  Box  419G, 
BROADCASTING.  

Want  to  settle  in  central  Florida.  Have 
sixteen  years  radio  experience;  opera- 
tions, special  events,  announcing, 
programming,  production,  musical  di- 
rection and  public  relations.  Ten  con- 
current years  working  in  production 
of  motion  pictures,  co-ordinating,  writ- 
ing, narrating.  Last  four  years  devoted 
to  preparing  and  carrying  out  radio 
campaigns  for  advertisers  on  both  AM 
and  TV.  Family  man,  aged  42,  veteran. 
Box  421G,  BROADCASTING.  

Salesmen 

Want  man  sized  job  where  original 
ideas,  tireless  energy,  pay  dividends. 
Last  radio  job  on  ABC  basic.  News- 
paper, agency  background.  Draft  ex- 
empt, veteran.  College  trained,  family 
man,  29.  Strong  on  servicing,  sound 
seUing.    Box    405G,  BROADCASTING. 

Experienced  salesman,  mature  family 
man,  wants  permanent  position  with 
progressive  station.  Also  competent 
announcer  with  television  training. 
Good  references.  Box  420G.  BROAD- 
CASTING^  

Topnotch  broadcasting  salesman  and 
salesmanager  for  fifteen  years,  then 
built  successful  publishing  business  as 
50-50%  partner,  now  desires  to  return 
to  radio  field.  Interested  only  in  worth 
while  proposition,  preferably  in  south 
or  southwest.  Available  about  October 
1st.    Box  442G,  BROADCASTING. 

Announcers 

Ma.ior  league  baseball  announcer.  All 
sports.  Staff.  College  graduate.  Mar- 
ried.   Box  910F,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Topflight  college  basketball,  football 
AA  baseball  staff  announcer.  Excellent 
recommendations  from  radio,  majo- 
league  baseball  and  national  adver: 
tising  execs.  Seeking  year-round  sporty 
and /or  staff  that  pays  right.  Contac 
George  Taylor,  telephone  Effingham 
Illinois  1098  or  Box  179G,  BROADCAST 
ING. 


Newscaster,  announcer.  6  years  expe 
rience.  Prefer  midwest.  Married.  Bo: 
277G,  BROADCASTING. 


Staff  announcer  with  two  and  hal 
years  experience  in  all  phases  of  radi 
except  play-by-play  sports,  reachin 
for  that  next  step  up  the  ladder,  n 
chance  for  advancement  in  present  jot 
Write  for  full  particulars  and  disc.  Bo; 
335G,  BROADCASTING. 


Top  minor  baseball  announcer,  a. 
sports,  staff,  college  grad,  married 
Telephone  Effingham,  Illinois  1098  o 
Box  180G,  BROADCASTING. 


Staff  announcer,  experienced.  Capabl 
news,  sports.  Top  references,  imme 
diately  available.  Box  349G,  BROAD 
CASTING. 


Announcer,  former  staff  5,000  watt  NBi: 
affiliate.  Produced, .  sang,  emceed  am' 
ateur  shows  in  Chicago  nite  clubs.  Tw 
years  coUege.  Graduate  oldest  broao 
casting  school  in  country.  CBS  it: 
structors  taught  all  phases  of  broad 
casting.  Consider  all  offers  on  th: 
earth.     Box    356G,  BROADCASTING 


Young  man  returning  west.  28.  Mar: 
ried.  Five  years  creditable  experience' 
Seeking  permanent  connection.  Bo 
367G,  BROADCASTING. 


Topnotch  ice  hockey  play-by-play  ar 
nouncer  trained  for  television,  exper; 
enced  all  phases  of  staff  announcinf 
Single,  draft  exempt,  highest  refei 
ences.  Available  for  coming  seasoi 
Box  380G,  BROADCASTING. 


Announcer  with  4  years  experience  an] 
currently  with  1  kw  large  eastern  mai) 
ket  desires  change.  Tak«n  for  a  J' 
year  old,  but  older  and  exempt  froi 
draft.  Will  furnish  air  check  and  phott 
Travel  anywhere.  Box  383G,  BROAE 
CASTING.  ; 


Announcer,  draft  exempt,  vet,  marriec 
one  child,  experience  plus  schooling,  a 
phases  general  announcing.  Stron 
news,  commercials,  D.  J.  West  or  soutl" 
west,  but  consider  any  offer.  Box  385C 
BROADCASTING. 


Versatile  radio-television  commerci; ' 
announcer,  five  years  radio,  one  ye£' 
television.  In  TV,  have  announced,  pre' 
duced,  directed  and  camera-ed;  1 
radio,  have  specialized  in  special  event 
and  news  preparation  and  broadcas'hi 
ing,  one-time  DJ.  Dependable  workin; 
record;  married,  one  child;  metropob 
tan  city.  Box  386G,  BROADCASTINC; 

Announcer-engineer,  would  like  re 
sponsible  position  with  station  th£ 
can  use  versatility  and  ability.  Si 
years  experience  in  announcing,  wrr 
ing,  programming.  Draft  deferred 
have-  car.  Box  388G,  BROADCASTINC 


Announcer  with  family  wants  perms 
nent  position.  8V2  years  experience  a 
phases  programming,  production,  he' 
work  and  independent  with  some  TA 
If  you  can  offer  congenial  workin 
conditions  and  good  income,  writi 
Box  392G,  BROADCASTING. 


Wlnchell  news  treatment,  Wismt 
sports  treatment,  combination  spor" 
and  news  director  with  very  successfv 
midwest  experience,  newspaper  trainee' 
two  journalism  degrees,  family  mai^ 
31,  veteran,  top  references,  prefer  eas* 
Box  394G,  BROADCASTING. 


Morning  man,  age  29,  two  years  e> 
perience.  Here's  record,  news  an 
sports.  Can  operate  console.  Travi 
anywhere.  Box  397G,  BROADCASTINC 


Mature  veteran,  2  years  college, 
years  drama  and  radio  school  (telev 
sion)..  Singer,  fair  typist,  broad  bad 
ground.  Desires  position  as  announce 
Disc  on  request.  Box  400G,  BROAI 
CASTING. 


Five  years  diversified  metropolita 
staffer.  Desires  permanent  prospec 
Married.  Available  immediately.  Be 
368G.  BROADCASTING. 


Announcer,  24,  single.  Draft  exemp 
All-round  experience,  some  sport 
Prefer  midwest  or  Florida  area  but  wi 
travel  anywhere.  Box  436G,  BROAI 
CASTING. 


Situations  Wanted  (Cont'd) 

lAnnouncer,  veteran,  28,  reliable,  con- 
scientious. Graduate  of  leading  radio 
fechool.     Box  411G,  BROADCASTING. 

[Announcer  with  good  voice.  Excellent 
[on    news    and    commercials.  College 

) trained  in  radio.  Single,  25.  veteran. 
East  only.  Box  412G,  BROADCASTING. 
Disc  jockey.  Announcer.  Service  ex- 
empt. 6  years  experience  and  can  sell 
'  Icommercial.  Intelligent,  single,  30. 
■  Desires  morning,  afternoon  or  evening 
,  show,  permanent  position.  Dependable 
;  [sober  and  progressive.  Excellent  voice, 
"irelaxed  stvle.  All  offers  considered. 
.  Box  413G.  BROADCASTING.  

eI  Staff  announcer,  newlywed,  draft  ex- 
llempt   vet,   age   31,    6-foot-2,    172  lbs., 
:eat.    good    mixer,    college  education 
-US  NBC  Radio  Institute,  can  handle 
iini   programs.     Box  416G.  BROAD- 
^  A  STING.  

.\nnouncer,  experience  plus  training. 
General  announcing,  news,  interviews, 
copwriting.  Age  25,  vet,  strong'  sports, 
DJ.     References,     disc.     Box  417G, 

BROADCASTING.  

!  I  guarantee  nothing.  My  voice  speaks. 
My  copy  delivers.  Two  years  experi- 
ence.    Box  418G,  BROADCASTING. 

.\nnouncer.  Wants  experience,  will 
Travel.  College,  FM  experience,  draft 
exempt.    Box  425G,  BROADCASTING. 

Dependable,  versatile,  experienced  an- 
nouncer. Married.  Available  when 
vou  read  this.  Write  for  disc.  Box 
428G.  BROADCASTING.  

Air  salesman,  with  license.  Proven 
results  on  2  years  experience.  Will  go 
anywhere  in  California,  my  home.  Box 
429G.  BROADCASTING.  

Writer-annoimcer,  handle  sales.  15 
years  network,  newspaper  experience, 
strong  script,  commercial,  public  rela- 
tion, program  production.  Now  em- 
ployed. Locate  near  New  York.  Salary, 
commission.  Box  431G,  BROADCAST- 
ING^  

.\nnouncer,  experience  plus  training. 
General  announcing,  news,  DJ  inter- 
views. Single,  21  years  old.  Refer- 
ences,    disc     available.      Box  435G, 

BROADCASTING.  

News  editor-annovmcer.  Experienced 
enough  to  deal  with  current  news  situ- 
ation, but  not  too  high  falutin  for 
small  or  medium  station.  Favorable 
draft  status,  relocate  any  place  except 
Siberia  to  accept  reasonable  offer. 
Your  idea  of  reasonable  is  the  same  as 
■nine.    Box  439G.  BROADCASTING. 

Experienced  versatile  announcer,  con- 
tinuity writer.  Complete  details  upon 
request.    Box  440G.  BROADCASTING. 

Announcer,  draft  exempt  vet.  Experi- 
ence plus  training.  General  announc- 
ing, DJ,  sports  play-by-play.  College 
sraduate.  Age  26.  References,  disc 
available.  Box  448G,  BROADCASTING. 

Experienced  DJ.  Good  on  ad-lib. 
Knows  board  operation  well.  Present- 
ly employed  but  would  like  change. 
Have  been  at  present  position  for  two 
years.  Married.  Draft  exempt.  Tops 
on    morning    DJ    shows.     Box  450G, 

BROADCASTING.  

Available  October  first.  One  year  ex- 
perience in  announcing  plus  three 
months  "satisfactory"  on  first  class  li- 
cense. Also  some  sales  and  program- 
ming. Write  P.  O.  Box  322,  Evanston, 
Illinois. 

Experienced  topflight  staff  announcer 
with  network  delivery  desires  to  locate 
with  established  station.  Proven  air 
salesman.  Distinctive,  mature  voice. 
Versatile  all  phases  programming.  Ex- 
cellent recommendations.  Mark  An- 
drews, 3148  Wilson  Ave.,  Chicago. 
Phone  Irving  8-1681.  

Young  man  recent  graduate  of  radio 
school,  with  first  class  license  desires 
a  position  as  combination  men  ■  or  en- 
gineer, no  experience  but  willing  work- 
er. Duane  Morgan,  Willow  Lake,  S.  Dak. 

Trained  announcers,  writers,  operate 
Gates  and  RCA  boards.  Start  forty  and 
fortv  five  week.  Pathfinder  School 
of  Radio,  1222  Oak,  Kansas  City,  Mis- 
souri. 

Sports-staff  announcer.  Play-by-play 
experience  football,  basketball,  good 
coverage,  can  write  sports.  2  years 
commercial  announcing,  college  grad. 
Contact  Mike  Wynn,  370  Columbus 
Avenue,  N.  Y.  C,  Phone  TR  7-2617. 

Technical 

Engineer,  tech  graduate,  vet.,  6  months 
experience  AM,  FM,  and  associated 
equipment.  Desire  permanent  position 
southeastern  U.  S.  Box  36G,  BROAD- 
CASTING^  

Immediately  available  leading  school 
grad.  1st  class  phone  familiar  with  turn- 
tables and  audio  consoles.  Vet,  single, 
sober,  all  offers  considered.  Box  199G, 
BROADCASTING. 


Situations  Wanted  (Cont'd) 

License,  degree]  12  years  experience 
as  engineer.  Box  209G,  BROADCAST- 
ING. 

Chief  engineer  looking  for  permanency 
with  an  established  station.  Have  ail 
that  it  takes  to  operate,  maintain,  de- 
sign and  construct  any  size  AM,  FM 
or  TV  operation.  Top  references. 
Box  274G.  BROADCASTING. 


Chief  engineer  seeks  permanent  career 
job.  Fifteen  years  experience,  includ- 
ing directionals.  Understand  importance 
close  cooperation  with  sales,  program 
departments.  Married,  best  references. 
Box  285G,  BROADCASTING. 


Available  now.  20  years  experience  to 
5  kw,  directional.  Heavy  on  construc- 
tion, maintenance.  Chief  250,  16  years. 
Best  references.  Box  334G,  BROAD- 
CASTING. 


Chief  engineer,  twenty  years  broad 
technical  experience  including  con- 
struction of  two  stations.  Presently 
chief  engineer  of  one  kw.  Family.  Box 
381G,  BROADCASTING. 


Available,  experienced  combo  man. 
intelUgent,  hard  worker.  Have  worked 
all  sections  of  country.  Can  handle 
program  director  position.  Box  389G, 
BROADCASTING. 


Chief  engineer,  experienced  all  phases, 
want  change  to  progressive  organiza- 
tion. Possibly  consider  small  announce 
shift.  Can  do  an  efficient  and  economical 
job  of  engineering  your  station.  Not 
eligible  for  draft,  married,  excellent 
references.  Prefer  midwest  or  west 
coast,  but  all  offers  carefully  consid- 
ered. Box  391G,  BROADCASTING. 


Technical:  2  years  experience  all 
phases  of  AM-FM  broadcast.  All  phases 
of  control  room  work,  meter  work, 
remotes,  etc.  Single,  car,  will  travel. 
Prefer  midwest.  All  prospects  consid- 
ered. Sober,  reliable,  energetic.  Grad, 
references.  Presently  employed  until 
October  7.  Box  404G,  BROADCASTING. 


Eng:ineer,  licensed.  Three  years  ex- 
perience transmitter  operation,  main- 
tenance. Studio  controls,  remotes. 
Car,  will  travel.  Box  415G,  BROAD- 
CASTING. 


Vet,  first  phone,  AM  studio  and  trans- 
mitter broadcast  experience,  intensive 
training  on  studio  and  field  television 
equipment  in  courses  at  television  sta- 
tion WPIX  and  Television  Workshop. 
Can  set  up  pictures  on  video  control 
unit,  operate  camera,  switcher,  mike 
boom.     Will     relocate.     Box  424G, 

BROADCASTING.  

Engineer,  1st  phone,  experienced  Gates 
equipment,  transmitter,  studio,  re- 
cording,   east   coast,    car.    Box  427G, 

BROADCASTING.  

1st  phone,  vet,  7  months  combination 
experience,  announce  if  necessary. 
Northeast  preferred.     Box  430G, 

BROADCASTING.  

Straight  engineer.  First  class  phone, 
school   grad.,    vet,   willing   to  travel. 

Box  432G,  BROADCASTING.  

Chief  engineer,  veteran,  married,  ex- 
perienced all  phases  broadcasting,  con- 
struction. Permanent  position,  stable 
station,  available  immediately,  best  re- 
ferences. Write  Box  434G,  BROAD- 
CASTING^  

Engineer,  first  phone,  class  B  amateur. 
Two  years  experience  one  sation,  all 
phases.  Single,  veteran,  23,  have  car, 
available  anywhere.  All  replies  an- 
swered promptly.  Box  438G.  BROAD- 
CASTING^  

Experienced  engineer-announcer  de- 
sires permanent  position  with  oppor- 
tunity. Kansas  or  Nebraska  preferred. 
Box  443G.  BROADCASTING.  

First  phone.  Non  union.  Four  years 
FM  and  AM  transmitter,  control,  re- 
cordings, remotes  plus  factory  testing. 
Desire  permanent  position  with  ad- 
vancement opportunities.  Northeast  or 
Great  Lakes  preferred.  Business  trained 
veteran,  32,  single.  Box  445G,  BROAD- 

CASTING.  

Engineer,  33  years  old,  over  10  years 
experience  AM,  FM,  TV  and  construc- 
tion. Available  immediately.  South  or 
southwest    preferred.     Married.  Box 

446G.  BROADCASTING.  

Engineer,  1  year  control,  transmitter 
experience.  Would  like  progressive 
opportunity.    Box  453G,  BROADCAST- 

ING.  

Available  immediately.  Experienced 
engineer  with  first  phone.  Single,  age 
26.  Prefer  midwest  or  west.  Have  car. 

Eugene  Brown,  Alden,  Iowa.  

Young  man  with  1st  phone,  seeking 
engineering  position.  No  experience 
but  willing  to  learn.  All  replies  an- 
swered, please  do  not  telephone.  Vere 
Wiley,  Craig,  Nebraska. 


Situations  Wanted  (Cont'd) 
Production — Programming,  Others 


Continuity  writer,  male,  26.  Experi- 
enced in  local,  regional  and  clear  chan- 
nel copy  plus  TV  and  network  script- 
ing. Seeking  position  with  midwestern 
net  station.  Excellent  references.  Pres- 
ently employed  in  continuity.  In  re- 
plying, please  give  information  regard- 
ing station,  staff  and  city.  Also  salary 
offered.  All  inquires  acknowledged. 
Box  345G,  BROADCASTING. 


Can  you  use  a  program  director  with 
first  phone  ticket.  Three  years  as  pro- 
gram director,  six  years  as  writer  and 
announcer.  Willing  and  able  to  do 
excellent  work  for  right  salary.  Box 
390G,  BROADCASTING. 


Program,  production  manager:  8  years 
experience  network  and  independent 
with  some  TV.  Family,  draft  exempt, 
29.  News,  special  events,  promotion, 
disc  jockey  and  emcee.  Capable  of 
working  closely  with  everyone.  If  you 
are  interested  in  a  hard  working,  in- 
dustrious radio  man,  write  Box  393G, 
BROADCASTING. 


Two  heads  are  better  than  one!  Male 
writing  team  presently  employed  mid- 
west. Numerous  network  credits  AM 
and  TV,  mystery,  drama,  juvenile, 
comedy.  Available  for  part  or  fulltime 
team  assignments.  Creative,  imagina- 
tive, adaptable.  Box  401G,  BROAD- 
CASTING. 


Program  director,  three  years  experi- 
ence network  and  independent  stations. 
Excellent  voice,  best  references  and 
excellent  qualifications.  Veteran.  Box 
402G,  BROADCASTING. 


PR  man,  experienced  copywriter.  News 
analyst.  Also  announcing.  Draft  exempt. 
Box  406G,  BROADCASTING. 


Producer-director-announcer.  Twenty 
years  experience  local,  regional,  net- 
work and  free  lance.  AM  and  TV. 
References.  Age  42,  would  like  to  work 
in  small  city.  Write  Box  407G, 
BROADCASTING. 


OfiBce  assistant.  Relieve  busy  manager 
many  details.  Vet,  26,  degree  business 
administration  and  grad  radio  school. 
Sales  and  economy  minded.   Box  409G, 

BROADCASTING.  

Production  director  radio.  Twenty 
years  network  experience.  One  year 
television  production.  Want  new  con- 
nection in  Chicago  area.  Presently 
with  agency,  directing  well  known  net- 
work commercial.  Box  410G,  BROAD- 
CASTING^  

Aggressive  administrator.  Experienced 
office  manager,  graduate  NYU.  Colum- 
bia, heavy  training  all  phases  radio  and 
television,  desires  permanent  connec- 
tion with  advertising  agency,  package 
outfit  or  radio-TV.  Station  as  execu- 
tive assistant,  salary  commensurate  to 
position.  Box  423G,  BROADCASTING. 
Jack  of  all  trades.  1st  class  ticket, 
background  of  sales,  copy,  production, 
available  for  fulltime  or  temporary 
work  on  northeast,  single,  car.  Box 

426G,  BROADCASTING.  

Originality  pays!  Woman  continuity 
writer  with  fresh  copy  appeal  available 
for  midwest.  Some  air  work.  Imme- 
diate   replies   with   copy,    disc.  Box 

433G.  BROADCASTING.  

Veteran  newsman,  capable  of  re-writes, 
personalizing  local  news,  announce, 
continuity,  promotion.  Missouri  Uni- 
versity Journalism  graduate.  Available 
immediately.  Box  447G,  BROADCAST- 
ING^  

I  can  write  good  commercial  copy, 
scripts,  handle  all  types  air  work. 
Young  woman.  24,  Northwestern  Uni- 
versity graduate,  two  years  experience 
continuity  director  and  women's  editor 
network  affiliate.  Box  451G,  BROAD- 
CASTING. 


Wanted  \ 


Situations  Wanted  (Cont'd) 


Television 


Managerial 


TV  general  manager-technical  director, 
40.  Trained  top  TV  staff  all  phases. 
Designed,  installed  equipment  and  TV 
building  model  for  industry.  Organ- 
ized most  successful  efficient  TV  opera- 
tion from  scratch.  Resigned  because 
of  change  in  management.  I  can  build 
your  TV  station  and  staff,  aU  phases, 
on  practical  competitive  basis.  Avail- 
able October  1st.  Box  437G,  BROAD- 
CASTING •  TELECASTING. 


Salesmen 


Salesman:  Years  of  independent  back- 
ground. Presently  employed.  Want 
to  advance.  Box  408G,  BROADCAST- 
ING   •  TELECASTING. 


Production — Programming,  Others 


I  want  to  change  to  television.  News- 
writer  with  radio  experience  now  em- 
ployed by  major  newspaper;  college 
graduate.  Write  Box  382G,  BROAD- 
CASTING •  TELECASTING. 


For  Sale 


Stations 


$25,000  buys  35%  or  majority  stock- 
holding in  a  fulltime  high  power  AM 
plus  FM  independent  station.  Currently 
in  black  on  expanding  gross.  Give 
financial  qualifications  in  first  letter. 
Possibility  for  active  or  inactive  in- 
vestment. Box  387G,  BROADCASTING. 


Equipment,  etc. 


For  sale:  5  kw  composite  AM  transmit- 
ter, Doherty  circuit,  originally  Western 
Electric  linear,  operating,  available 
January  1.  Two  343A,  two  212E,  four 
321A  tubes  new.  Best  offer.  Box  297G, 
BROADCASTING. 


Rek-O-Kut  transcription  cutting  table, 
16  inch,  largest  size,  complete,  like 
new,  $800.00  value  for  only  $600.00.  Box 
315G,  BROADCASTING. 


Wincharger  tower,  type  300,350  feet 
high.  Complete  with  A-3  lighting. 
Three  years  old.  Excellent  condition, 
reasonably  priced.  P.  O.  Box  739,  Wins- 
ton-Salem. North  Carolina. 


For  Sale,  Gates  250-C  transmitter; 
type  300,  Wincharger  Tower,  280  feet, 
guyed:  Gates  limiter;  one  set  3-a 
lighting.  Write  Manager,  KSTT,  Daven- 
port, Iowa. 


For  Sale:  Western  Electric  23C  speech 
input  equipment.  Nine  years  old  but 
in  good  operating  condition.  Presto 
dual  turntable  recording  machine.  Best 
cash  offer  for  immediate  shipment. 
WCHV,  Charlottesville,  Virginia. 


Gates  250  watt  transmitter.  Wincharger 
tower  and  accesories  for  both.  Ex- 
cellent condition.  Ready  to  ship.  A 
good  buy.   WDBC,  Escanaba,  Michigan. 


Composite  tower,  4-leg  cross  membered 
square  205'  guyed.  Less  insulators.  $500. 
Available  immediately.  WFTC,  Kins- 
ton,  N.  C. 


250  watt  WE  20A  transmitter,  WE  llOA 
limiter.  RCA  BA2B  ampUfier.  REL 
510B-DI-1000  watt  FM  transmitter,  REL 
600  FM  modulation  and  frequency 
monitor.  All  in  good  condition  com- 
plete with  tubes  and  instruction  books. 
Make  offer,  what  we  accept  may  sur- 
prise you.  WIL,  Chase  Hotel,  St.  Louis, 
Missouri. 

(Continued  on  next  page) 


Immediate  openings 

combination  men 
announcers 
engineers 
copywriters  and 
salesmen. 


Please  reply  via 
livery  giving  full 
send  discs. 

BOROM  RADIO 

703  South  Vernon 


air  mail  special-de- 
particulars.  Do  not 

PERSONNEL  SERVICE 
•      Dallas  8,  Texas 


For  Sale  (Cont'd) 


Make  oSei  FM  WE  506B-2  complete, 
spares,  10  kw  transmitter.  New,  never 
uncrated.  H.  Edwin  Kennedy,  WILM, 
Wibnington,  Delaware. 

Complete  RCA  1  kw  FM  station  equip- 
ment used  8000  hours.  Includes  1  kw 
transmitter,  2  70-D  turntables  witr 
preamplifisrs.  5  microphones,  106  fool 
tower,  2-section  pylon  antenna  and  1 
Dortable  3  input  Magnccorder  recorder 
To  be  sold  in  complete  package  or 
separately.  Write  or  contact  Charles 
W.  Hoefer,  Aurora,  Illinois,  Beacon- 
News. 

Tower,  self  supporting,  325  ft.  (250  ft. 
for  FM)  fabricated  by  Bethlehem.  10 
kw  FM  WE506B2  transmitter  with 
spares.  WE  8  Bay  Clover  Leaf  FM 
antennae.  King  Broadcasting  Company, 
1411  4th  Avenue,  Seattle,  Washington. 

Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co.,  107  Fourth  St.,  Sioux 
City,  Iowa.    Phone  5-6761. 


Help  Wanted 


Wanted  to  Buy 


Equipment,  etc. 


Wanted:  250  w  AM  transmitter,  cash  or 
exchange  250  w  FM  RCA  transmitter 
&  monitor;  above  also  for  sale.  Box 
441G,  BROADCASTING. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted:  Small  console  for  transmitter 
studio.  Prefer  Gates  studioette  or  sim- 
ilar type.  Reasonably  priced.  Give  full 
detaUs.    WRHI,  Rock  Hill,  S.  C. 


Miscellaneous 


RADIO  ACCOUNTING  SERVICES 

COMPLETE  OPERATIONS  COVERAGE 

Includes  all  required  FCC  and  income 
lax  information  and  reports. 


J.   R,   Hoffman   &  Associates 
1319  F  St.,  N.W.,  Suite  505 
Washington,  D.  C. 


Executive  9788 


Situations  Wanted 


Technical 


TECHNICAL  DIRECTOR 
CHIEF  ENGINEER  OR  ASSISTANT 

Proven  ability;  20  years  experience  in  ra- 
dio, television,  FM,  high  frequency,  high 
pov/er.  Strong  on  installation  and  main- 
tenance of  television  equipment.  Degree 
and  advanced  work.  Former  Western  Elec- 
tric engineer.  Networks;  color  television? 
U.  S.  or  South  America. 

BOX  449G,  BROADCASTING 


Production — Programming,  Others 


PROGRAM  DIRECTOR  WANTED 


•  WEST  COAST 
REGIONAL  (major  network) 
station  interviewing  applicants 
for  top  programming  job 
which  will  lead  to  overall 
Station  Manager,  Success- 
ful applicant  must  prove  un- 
uuesiioned  ability  to  build 
top  Hooper  ratings  morning 
and  afiernoon.  Kight  man 
must  be  auie  to  earn  re- 
spect of  entire  staff,  hire  and 
hrn  all  program  personnel. 
Kesponsibility  covers  Farm 
Department,  Women's  Depart- 
ment, Sport's  Department, 
iNews  Department,  Western 
and  straight  Disc  Jockeys, 
Announcers  and  Continuity 
Writers.  Must  be  a  natural 
leader  and  above  all  haTe 
ability  to  prove  to  a  strong 
Sales  Department  that  hia 
programming  will  build  top 
competitive  Hoopers.  Let's 
not  kid  ourselves.  To  b^t 
8UU  in  our  league  you  should 
not  be  over  35,  have  two 
young  children,  still  married 
to  the  if'IKST  Wlf'E,  and 
own  an  automobile.  Don't 
tell  us  how  many  years  you've 
worked  for  a  network.  Do  tell 
us  how  many  years  you>e 
worked  for  a  Strong  Inde- 
pendent. Tell  abuut  your 
programming  successes.  Tell 
about  your  ability  to  hire  the 
right  people  and  empiiasize 
your  experience  in  getting 
along  With  a  hard  hitting 
Sales  Department.  .lUmpmber 
we  are  not  hiring  an  An- 
nouncer. W'e're  hiring  a 
Program  Director  who  has 
sense  enougli  to  operate  the 
same  way  tne  Managing  Edi- 
tor of  a  good  newspaper  func- 
tions. We  must  increase  our 
circulation  and  we  must  ren- 
der a  public  service.  No 
TV  competition — but  we  do 
have  a  potential  esceeding 
loU,UOO  BMB  Kadio  Homes. 
We'll  pay  a  reasonable  start- 
ing Salary  and  if  you  can't 
earn  your  first  raise  in  six 
months  you  can  expect  to  be 
fired.  If  you  are  in  East, 
iiiddlewest,  or  South,  a  per- 
sonal interview  will  be  ar- 
ranged between  September  15 
and  October  15.  If  you're  on 
Coast  interview  will  be  ar- 
ranged immediately.  Tour  re- 
ferences will  be  thoroughly 
checked  and  we'll  take  a 
good  look  at  you  and  in- 
sist that  you  take  a  good  look 
at  us  before  a  mutual  agree- 
ment is  reached.  To  protect 
your  present  job,  your  appli- 
cation will  be  kept  in  strict 
confidence.  Get  your  infor- 
mation to  u3  promptly.  BOX 
299G,  BROADCASTING. 


For  Sale 


Equipment 


Complete  equipment  for  FM  station,  including 
10  kw  transmitter — antenna  I I6A-8  bay  for  94.1 
mc.  Also,  self-supporting  tower  450  feet, 
engineered  against  wind  velocity  125  miles  per 
hour,  available  as  is  or  re-erected  anywhere. 
Priced  for  quick  sale,  Hyman- M ichaels  Com- 
pany. Rai Iway  Exchange  Building.  St.  Louis 
I .    M  issouri . 


Midwest 

$15,000.00 

50%  stock  interest  in  suc- 
cessful independent  making 
remarkable  progress.  Located 
in  an  excellent  market  with 
little  local  competition.  A 
suitable  management  contract 
•will  be  negotiated  with  the 
right  purchaser. 


South 

$60,000.00 

Well  established  fuUtime 
facility  in  one  of  the  south's 
best  rural  markets.  This  sta- 
tion has  always  been  very 
profitable  and  future  prospects 
are  better  than  ever.  100% 
interest  S60.000.00.  Financing 
arranged. 


CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN-HAMILTON  COMPANY 

rad;o  station  and  newspaper  brokers 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Washington  Bldg. 
Sterling  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 


CIVIL  RIGHTS 

WAVZ  Denies  Time  Purchase 

BECAUSE  the  Civil  Rights  Con- 
gress "is  one  of  those  listed  as  a 
Communist  front  by  the  attorney 
general,"  WAVZ  New  Haven, 
Conn.,  has  refused  a  request  from 
the  local  chairman  of  the  Congress 
for  purchase  of  time  to  discuss 
pending  legislation. 

In  announcing  the  station's  stand, 
Daniel  W.  Kops,  vice  president  and 
general  manager,  said:  "We  con- 
sider it  contrary  to  the  public  in- 
terest to  sell  or  give  time  to  any 
organization  in  this  category." 
He  pointed  out  that  this  situation 
is  "particularly  true  now"  because 
our  "civil  liberties  and  civil  rights 
are  threatened  today  from  without 
and  within." 

Mr.  Kops  said  Mrs.  Thelma 
Meites,  New  Haven  chairman  of 
the  Congress,  and  WAVZ  had 
started  preliminary  negotiations 
for  14  five-minute  broadcasts  on 
the  pending  Mundt-Nixon  Bill, 
which  calls  for  registration  of  all 
Communists  in  the  United  States. 
He  stated  that  WAVZ  had  "no  in- 
tention of  having  such  discussion 
funneled  through  an  organization 
labeled  as  a  Communist  front." 


KELO  FARM  TOUR 

Group   to  Visit'  Europe 

TO  enable  Midwest  farmers  to 
study  at  first-hand  agricultural 
conditions  in  Europe,  Midconti- 
nent  Broadcasting  Co.,  operator  of 
KELO  Sioux  Falls,  S.  D.,  is  spon- 
soring a  five-week  "Mid-Century 
Farm  Tour."  The  group  will  leave 
New  York  Oct.  12  by  air  and  return 
to  New  York  Nov.  10. 

Directed  by  Les  Harding,  KELO 
farm  director,  the  tour  will  take  in 
France,  Sweden,  Denmark,  Ger- 
many, Holland,  England,  Switzer- 
land, Spain  and  Portugal. 

The  schedule  will  include  glimps- 
es of  the  Marshall  Plan  in  action, 
a  study  of  farm  production  and 
prices,  in  addition  to  observing  the 
progress  of  economic  and  social 
recovery.  Mr.  Harding  is  in  charge 
of  reservations  for  the  trip. 


.nctf  OP*"         setting.  B 


NORTHWEST 
BROADCASTING 
SCHOOL 

S3I  S.  W.  12th  •  PORTLAND,  OREGON 


WORD  GRIDCASTS 

Set  48  Games  for  AM-F> 

WORD  and  WDXY(FM)  Spa 
tanburg,  S.  C,  will  carry  48  foo 
ball  games  this  fall,  including  pr^ 
fessional,  local  and  national  colleg 
games  and  six  high  school  contest 

All  Washington  Redskins  game 
sponsored  by  American  Oil  Cc 
and  the  top  college  game  of  tl 
week  will  be  handled  by  Han. 
Wismer,  ABC  sportscaster.  Tc 
regional  games  jDlayed  in  the  soutl 
east  and  the  important  gamf 
played  by  Clemson  and  South  Car 
lina  also  will  be  aired. 

All  Woff'ord  College  games  wi 
be  carried  and  also  six  Spartai 
burg  High  School  games.  The  Wo: 
ford  and  regional  games  will  t 
sponsored  by  the  Aug.  W.  Smit 
Co.  and  the  local  Cudd  &  Coa 
Insurance  Co.;  the  high  scho^ 
games  will  be  sponsored  by  Stra 
ford  Motor  Co. 


WWCF  (FM)  Rates 

I  N  Broadcasting  -  Telecasting 
1950  Marketbook,  page  230,  it  we 
erroneously  stated  that  WWC 
(FM)  Poynette,  Wis.,  is  availab: 
as  a  bonus  to  national  advertiser 
buying  time  on  its  AM  affilial 
WIBU.  WWCF  is  not  availab: 
to  WIBU  advertisers  without  ac 
ditional  payment  amounting  1 
50'',  r  increase  in  WIBU  rates. 


STATION  MANAGERS! 


Need  Trained  Personnel? 

BROADCASTERS! 

Want  a  Refresher  Course? 

BEGINNERS! 

Want  to  be  a  broadcaster? 

THE  NATIONAL  ACADEMY 

OF  broaocasti^:g,  inc. 

3338  16th  Street,  N.  W. 
Washington  10,  D.  C. 

NEW  TERM  OPENS  OCT.  2 


NATIONAL  academy  OF 
BROADCASTING.  Dept.  Ill 
3338— 16th  St.,  N.W. 
Washington  TO,  D.  C. 

Please  send  Information  concerning 
□  Correspondence     □  Residence  Courses. 


Name. 


Address. 
City  


 Stale. 


I        FCC  Actions 

(Continued  from  page  76) 

Decisions  Cont.: 

license  install  new  trans. 

WKNE    Keene,    N.    H.— Granted  re- 
quest for  cancellation  of  CP  for  changes 
in  daytime  DA. 
WETO  Gadsden,  Ala. — Granted  mod. 
•jCP  to  make  changes  in  ant.  system. 
WELS  Klnston,  N.  C— Granted  mod. 
CP   to   change   main  studio  location, 
■  make  changes  in  ant.  ground  system 
and  trans,  equipment. 

KRIZ  Phoenix,  Ariz. — Granted  mod. 
CP  to  chanffe  type  trans. 
I  WIAM  Williamston,  N.  C— Granted 
mod.  CP  for  approval  ant.  and  trans. 
'  location,  specify  studio  location,  and 
change  type  trans,  and  ground  system. 

WPRA  Mayaguez,  P.  R.  —  Granted 
mod.  CP  for  extension  of  completion 
,  [date  to  9-18-50. 

1  ;    WEPM   Martinsburg,   w.   Va.— Same 
r  to  11-20-50. 
I    WIPR     Santurce,    P.    R.— Same  to 
M 11-29-50. 

National  Bcstg.  Co.  Inc.,  Cleveland, 
Ohio — Granted  license  KQB-47  for  new 
STL. 

.^ishland  Bcstg.  Co.,  Ashland,  Ky. — 

'Granted  request  for  cancellation  of  li- 
cense KA-5705  and  deletion  of  remote 
pickup. 

WESC-AM-FM    Greenville,    S.  C— 

Granted  request  for  involuntary  trans- 
fer of  control  of  licensee  corp.  from 
Scott  Russell,  deceased  to  Christie  K. 
Russell.  Administratrix  of  Estate  of 
I  Scott  Russell. 

NBC,  Denver,  Cel.— Granted  mod.  li- 
cense KA-4685  to  change  frequencies 
to  26.11,  26.15,  26.25,  26,35  and  26.45  mc. 

Oil  City  Bcstg.  Co.,  Electra,  Tex. — 
Granted  CP  new  remote  pickup  KA- 
7545.  (Condition). 

Robert  F.  Neathery,  West  Plains,  Mo. 
—Granted  CP  and  license  for  new  re- 
mote pickup  KAB-698. 

KFVS-FM  Cape  Girardeau,  Mo.— 
.  Granted  mod.  of  CP  for  extension  of 
.  completion  date  to  3-25-51. 

WEPM-FM  Martinsburg,  W.  Va.— 
Same  to  11-20-50. 

WSB-FM  Atlanta,  Ga.— Same  to  10- 
1-50. 

WATW  Ashland,  Wis.— Granted  li- 
cense install,  new  trans. 

KFEL  Denver,  Col. — Granted  license 
install  aux.  trans. 

KLTF  Little  Falls,  Minn.— Granted 
mod.  CP  for  approval  of  ant.  and 
trans,  location. 

WAGA-TV  Atlanta,  Ga.  —  Granted 
mod.  CP  for  extension  of  completion 
'date  to  2-28-51. 

WBRC-TV  Birmingham,  Ala.— Same 
to  4-1-51. 

WSAP  Portsmouth,  Va.  —  Granted 
mod.  CP  for  extension  of  completion 
date  to  1-1-51. 

ACTION   ON  MOTIONS 

i         By  Commissioner  Sterling 

f  The  Northern  Corp.,  Boston,  Mass  

'Granted  petition  for  dismissal  without 
prejudice  of  application. 
Tul'e  Bcstg.  Co.,  Tulia,  Tex. — Granted 
1  dismissal  without  prejudice  of  applica- 
tion. 

KPLW  Floydada,  Tex.  —  Removed 
from  hearing  docket  application  of 
KPLW. 

KSOO  Sioux  Falls,  S.  D.— Granted 
leave  to  amejid  application  so  as  to 
reduce  nighttime  power  from  10  to  5 
k\v:  application,  as  amended,  was  re- 
rnoved  from  hearing  docket, 

WCAR  Inc,  Pontiac,  Mich.— Granted 
ill  part  petition  filed  Aug.  28  request- 
ing that  time  to  file  an  opposition  to 
merits  of  petition  for  rehearing  filed 
on  Aug.  18,  by  UAW-CIO  Bcstg.  Corp. 
be  extended  for  period  of  ten  days 
subsequent  to  action  on  petition  filed 
by  WCAR  Inc.  on  Aug.  28,  to  dismiss 
oetition  for  rehearing;  time  extended  to 
5ept.  11. 

WHKC  Cleveland,  Ohio— Granted  ex- 
ension  of  time  to  Sept.  14,  in  which  to 

le  Proposed  Findings  of  Fact  in  pro- 
;eeding    upon    applications    of    Afro-  ' 
■American  Bcstg.  System  Inc.,  Hopkins 
=ark.  111.  and  WDZ  Decatur,  111. 

FCC  General  Counsel— Granted  peti- 
ion  requesting  removal  from  hearing 
iocket  of  application  of  WSIV  Pekin, 
11.  and  place  in  pending  file  to  await 
iecisions  in  Dockets  6741  and  8333 — 


Clear  Channel  &  Daytime  Skywave 
issues. 

KXLR  North  Little  Rock,  Ark.  and 
KWAK  Stuttgart,  Ark.— Granted  joint 
petition  requesting  an  indefinite  con- 
tinuance of  hearing  presently  sched- 
uled for  Sept.  25.  at  Little  Rock,  Ark. 
in  proceeding  Dockets  9429  et  al,  pend- 
ing action  on  petitions  for  reconsidera- 
tion and  grant  without  hearing. 

Pratt  Bcstg.  Co.,  Pratt,  Kan.— Grant- 
ed leave  to  amend  application  so  as 
to  specify  1570  kc  250  w  D  in  lieu  of 
1230  kc  250  w  D  and  to  change  program- 
ming and  financial  data;  on  Commis- 
sion's own  motion,  application  was  re- 
moved from  the  hearing  docket. 
By  Examiner  Jack  P.  Blume 

KPET  Lamesa,  Tex.— Granted  peti- 
tion for  leave  to  amend  its  application 
so  as  to  substitute,  as  the  applicant, 
R.  O.  Parker  and  R.  A.  Woodson,  a 
partnership  d/b  as  Lamesa  Broadcast- 
ing Co.,  in  place  of  R.  O.  Parker,  R,  A. 
Woodson  and  K.  S.  Ashby,  a  partner- 
ship d/b  as  Lamesa  Broadcasting  Co. 
By  Examiner  J.  D.  Bond 

Radio  Station  KWOC  Poplar  Bluff, 
Mo. — Granted  leave  to  amend  applica- 
tion so  as  to  change  name  of  applicants 
to  Poplar  Bluff  Bcstg.  Co.  a  corp..  so  as 
to  reduce  proposed  nighttime  power 
from  1  kw  to  500  w  so  as  to  change  DA 
array  and  patterns,  and  so  as  to  include 
necessary  engineering  data  pertinent 
to  foregoing  changes. 

The  Poplar  Bluff  Bcst.g.  Co.,  Poplar 
Bluff,  Mo. — Granted  motion  for  con- 
tinuance of  hearing  re  application  and 
WTAD  Quincy.  111.  from  Sept.  6,  to 
Oct.  24.  at  Washington,  D.  C. 

By  Examiner  Leo  Resnick 

Atascosa  Bcstg.  Co.,  Pleasanton,  Tex. 
— Granted  leave  to  amend  appliction  to 
change  frequency  from  990  kc  to  1380 
kc  so  as  to  remove  question  of  inter- 
ference with  XET  Monterrey.  Nuevo 
Leon,  Mex.  and  by  supplying  new  engi- 
neering data  to  be  incorporated  in 
application;  application,  as  amended, 
is  removed  from  hearing  docket. 

By  Hearing  Examiner  Bond 
Kansas  City  Bcstg.  Co.  Inc.,  Kansas 
City,  Mo.;  Reorganized  Church  of 
Jesus  Christ  of  Latter  Day  Saints, 
Independence,  Mo. — Ordered  that  rec- 
ord in  Dockets  8415  and  8870  be  re- 
opened and  that  transcripts  of  oral 
arguments  before  Hearing  Examiner 
July  10  and  Aug.  2,  and  they  are  hereby 
filed  and  made  part  of  record  and 
record  is  closed;  denied  applicants 
separate  petitions  for  leave  to  amend 
and  for  further  hearing;  ordered  that 
proposed  findings  of  fact  and  conclu- 
sions of  law  particularly  addressed  to 
matters  stated  in  Commission's  remand 
order  of  June  22  be  filed  on  behalf 
of  applicant  Reorganized  Church  and 
on  behalf  of  the  Commission;  and  the 
applicant  Kansas  City  Bcstg,  Co.  is 
granted  leave  to  file  such  proposed 
findings  and  conclusions  upon  stated 
matters  as  it  may  desire;  period  of  30 
days  is  allowed  for  such  filing,  which 
time  shall  be  computed  from  date  of 
public  notice  of  Commission's  action 
upon  review  of  this  order;  if  this 
order  is  not  appealed,  30  days  shall 
commence  on  date  of  this  order;  fur- 
ther ordered  that  record  in  this  pro- 
ceeding be  reopened  to  permit  filing 
of  proposed  findings  and  conclusions 
and  replies  as  directed  and  permitted  in 
the  order  and  upon  expiration  of  time 
prescribed  record  shall  be  deemed  to 
be  closed. 


September  1 1  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  Renewal 

Request  for  license  renewal  AM  sta- 
tion: KVGB  Great  Bend,  Kan.;  WFRC 
Reidsville,  N,  C;  KSLM  Salem.  Ore.; 
WBEL  Beloit,  Wis.;  WKNK  Muskegon, 
Mich,;  KCRV  Caruthersville,  Mo.; 
WCLT  Newark.  Ohio;  KTUL  Tulsa. 
Okla.;  KCNY  San  Marcos,  Tex.;  KUJ 
Walla  Walla,  Wash,;  KIMA  Yakima, 
Wash,;  KWYO  Sheridan,  Wyo. 

AM— 910  kc 
WORD    Spartanburg,    S.    C— CP  to 
change  from   1400  kc,   250  w  unl.  to 
910  kc  1  kw  unl.  DA. 

AM— 1230  kc 
KVAS   Astoria,   Ore.— Mod.   CP  AM 
station  to  change  from  1050  kc  250  w 
D  to  1240  kc  250  w  unl.  AMENDED  to 
request  1230  kc. 

AM— 580  kc 
Lawrenceburg  Bcstg.  Co.,  Lawrence- 
burg,  Tenn. — CP  AM  station  580  kc  1  kw 
D  AMENDED  to  request  500  w  D. 

Modification  of  CP 
KYUM  Yuma,  Ariz.— Mod.   CP  AM 
station  to  change  frequency,  increase 
power  etc.  for  extension  of  completion 
date. 

Mod.  CP  new  FM  station  for  exten- 


sion of  completion  date:  WNAC-FM 
Boston,  Mass.;  WFMZ  Allentown,  Pa,; 
KTRH  Houston,  Tex. 

WARD-FM  Johnstown,  Pa.— Mod.  CP 
new  FM  station  to  change  from  Class 
B  to  Class  A,  change  frequency  to  92.1 
mc,  ERP  to  0.089  kw.  ant.  to  76  ft. 

License  for  CP 

KNX-FM  Hollywood,  Calif.— License 
for  CP  new  FM  station. 

KTRH-FM  Houston,  Tex.— Same. 

KTTV  (TV)  Los  Angeles— License  for 
CP  new  commercial  TV  station  to 
change  ERP  to  30.9  kw  vis.,  15.6  kw  aur. 
and  change  studio  location  to  5746 
Sunset  Blvd. 

TENDERED    FOR  FILING 
SSA— 1380  kc 
WAMS    Wilmington,    Del.— SSA  on 

1380  kc  to  operate  unlimited  hours  for 
period  of  six  months. 

APPLICATIONS  RETURNED 

Transfer  of  Control 

WWSO  Springfield,  Ohio— RETURNED 
Sept.  11  request  for  transfer  of  control 
of  Radio  Springfield  Inc.,  from  S.  A. 
Cisler  Jr.  to  Eugene  Purnelle  through 
sale  of  740  sh.  stock. 

WOOK  Silver  Spring,  Md.— RE- 
TURNED Sept.  11  request  for  license 
renewal  AM  station. 

APPLICATION  DISMISSED 
KSFE  Needles,  Calif.- DISMISSED 
Aug.  31  application  for  assignment  of 
license  from  Oscar  Shelley  tr/as 
Shelley  Radio-Electric  Co.  to  Floyd 
Kenyon  Ree. 

September  12  Decisions  .  .  . 

BY  THE  SECRETARY 
The  Niagara  Falls  Gazette  Pub.  Co., 
Niagara  Falls,  N.  Y. — Granted  license 
for  new  STL. 

KWFM  San  Diego,  Calif.— Granted  li- 
cense for  new  FM  station;  (104.7  mc) 
960  w  Chan.  284,  ant.  minus  60  ft. 

Union  Carolina  Bcstg.  Co.,  Union, 
S.  C. — Granted  request  to  cancel  li- 
cense KIB-759  and  delete  remote  pick- 
up. 

WTHS  Miami,  Fla.— Granted  mod.  of 
license  to  change  name  from  Technical 
High  School,  Dade  County  Board  of 
Public  Instruction  to  Lindsey  Hopkins 
Vocational  School.  Dade  County  Board 
of  Public  Instruction. 

WAAM  Baltimore,  Md.  —  Granted 
mod.  license  to  change  corporate  name 
to  WAAM  Inc. 

KVOL-FM  Lafayette,  La.— Granted 
CP  to  change  trans,  site  and  make 
changes  in  ant.  svstem. 

WGTC  Greenville,  N.  C— Granted 
mod.  CP  to  change  trans,  location  and 
change  studio  location;  conditions. 

KRVN  Lexington,  Neb.  —  Granted 
mod.  CP  to  change  type  trans,  and 
change  trans,  location;  condition. 

Following  were  granted  mod.  CP's 
for  extension  of  completion  dates  as 
shown:  KFRU  Columbia.  Mo.  to  3-1-51; 
KA-3520  Area  Portsmouth,  Va.  to  3- 
30-51;  KA-5793,  KA-5794,  KA-5795,  Para- 
mount Television  Prod.  Inc..  Area 
Hollywood,  Calif,  to  1-13-51;  WWA-200 
San  Juan.  P.  R.  to  11-15-50;  WTCN-FM 
Minneapolis,  Minn,  to  4-5-51;  WFMY 
Greensboro,  N.  C.  to  12-5-50;  WFSS 
Long  Island.  N.  Y.  to  3-13-51:  WDAK- 
FM  Columbus,  Ga.  to  3-30-51;  WBCA 
Schenectady,  N.  Y.  to  3-15-51;  KAHU 
Waipahu,  Hawaii  to  9-15-50  condition; 
KGDM-FM  Stockton,  Calif,  to  12-9-50; 
WLEE-FM  Richmond,  Va,  to  3-17-51; 
KRNT-FM  Des  Moines,  la.  to  3-30-51; 
KRLD-TV  Dallas,  Tex.  to  1-1-51;  KDYL- 
TV  Salt  Lake  City,  Utah  to  4-1-51; 
WWJ-TV,  Detroit  to  12-31-50;  WSM-TV 


Nashville,  Tenn.  to  10-6-50. 

Lehigh  Valley  Bcstg.  Co.,  Allentown, 
Pa. — Granted  CP  and  license  for  new 
remote  pickup  KA-7487. 

WSAZ  Inc.,  —  Granted  mod.  CP 
KQB-81-2  nr.  Mt.  Joy,  Ohio  KQB-83-4 
nr.  Macon.  Ohio  to  change  freqeuncies 
to  2059-2076  mc;  to  change  freqeuncy 
to  897  mc;  to  change  frequencies  to 
2025-2042  mc;   to  895  mc. 

WJR  The  Goodwill  Station,  Inc., 
Detroit,  Mich. — Granted  license  to  make 
changes  in  existing  remote  pickup 
KQA-755;  freqeuncy:  153.05,  153.11, 
152.99  mc;  power  50  w;  Emission:  A3; 
Trans,  location;  Fisher  Bldg. 

WCTA-FM  Andalusia,  Ala.— Granted 
license  new  FM  station;  (98.1  mc)  10.5 
kw.   Chan.  251;   ant.   160  ft. 

WCHI  Chicago  Heights,  ni.— Granted 
license  new  FM  station;  (95.9  mc)  255 
w;  Chan.  240;  ant.  170  ft. 

KVTT  Dallas  Tex.— Granted  license 
change  in  non-commercial  educational 
FM  station;  (91.7  mc)  Chan.  219;  780  w; 
ant.  135  ft. 

KLTI-FM  Longview,  Tex. — Granted 
mod.  license  to  change  studio  location; 
grant  request  for  waiver  of  Sec. 
3.205(a)  of  Commission's  rules  to  permit 
KLTI-FM  to  indentify  itself  as  a  Long- 
view  station. 

Brownsville,  Bcstg.  Co.,  Brownsville, 
Tex. — Granted  CP  to  make  changes  in 
remote  pickup  KKA-796  ant.  system. 
(Condition ) . 

WOPA-FM  Oak  Park,  HI.- Granted 
mod.  CP  to  make  changes  in  ant.  sys- 
tem . 

WLBR-FM  Lebanon,  Pa.— Granted  li- 
cense for  changes  FM  station;  (100.1 
mc)  Chan.  261;  720  w;  ant.  290  ft. 

Aladdin  Radio  &  Television  Inc., 
Denver,  Col.— Granted  request  to  can- 
cel licenses  and  delete  remote  pickups 
KA-3048-9. 

WWJ-FM  Detroit  —  Granted  license 
for  changes  in  FM  station;  (97.1  mc) 
Chan.  246;  48  kw;  ant.  665  ft. 

WNAM  Neenah,  Wis.— Granted  li- 
cense change  hours  of  operation  and 
power  and  install  DA-N  (1280  kc,  1  kw, 
DA-N,  unl.). 

ACTION   ON  MOTIONS 

By  Commissioner  E.  M.  Webster 

FCC  General  Counsel— Granted  ex- 
tension of  time  to  Sept.  13  in  which  to 
file  opposition  to  petition  for  recon- 
sideration, rehearing  and  other  relief 
filed  on  8-21  by  the  City  of  Jackson- 
ville in  proceeding  upon  application 
for  additional  time  in  which  to  com- 
plete construction  of  TV  Station  WJAX- 
TV,  Jacksonville,  Florida. 

WNAV  Annapolis,  Md. — Granted  pe- 
tition to  amend  application  to  revise 
corporate  organization  and  directional 
array,  and  for  removal  of  application, 
as  amended,  from  hearing  docket. 

WHOM  Jersey  City,  N.  J.— Granted 
leave  to  amend  application  so  as  to 
revise  Exhibit  E  attached  thereto. 

UAW-CIO  Bcstg.  Corp.  of  Mich., 
Detroit — Granted  extension  of  time  to 
Sept.  11  to  file  opposition  to  motion 
to  dismiss  UAW-CIO's  petiton  for  re- 
hearing filed  by  WCAR  Inc.  on  Aug.  28. 

KCRA  Sacramento,  Calif. — Granted 
leave  "  to  amend  application  so  as  to 
delete  all  reference  to  change  in  night- 
time operation  and  revise  daytime  DA 
and  for  removal  of  application,  as 
amended,  from  hearing  docket. 

Johnston  Bcstg.  Co.  and  WTNB  Birm- 
ingham, Ala,— Ordered  that  hearing  in 
this  proceeding  presently  scheduled  to 
commence  on  Sept.  11  at  Washington, 
D.  C,  be  continued  indefinitely. 

By  Examiner  J.  D.  Bond 
Midwest   Bcstg.    Corp.,  Montevideo, 

(Continued  on  page  84) 
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EBEE 

TO  NEW  SUBSCRIBERS'^ 


1950 

BROADCASTING 
MARKETBOOK 

featuring 

SPOT  RATE  FINDER 

"...  the  most  valuable 
tool  for  evaluating  mar- 
kets, radto-tv  time  buying 
in  years." 

SELLS  SEPARATELY  FOR  $1.00 

Just  out,  this  250-page 
MARKETBOOK  will  be 
sent  to  new  subscribers 
upon  receipt  o£  order. 

Here  in  one  complete  book 
are  all  the  essential  facts  & 
spot  rate  figures  for  buy- 
ing/selling AM  FM  TV 
time.  Three  color,  25"  x 
35"  radio-tv  map  included 
with  each  copy. 

SPECIAL  OFFER 

TO  NEW  SySSC^IBERS 

*Until  September  30  a  regular  $7.00 
BROADCASTING  subscription 
includes: 

52  weekly  issues 
$1.00  MARKETBOOK 
$5.00  YEARBOOK,  1951 


r" 


Broadcasting  •  Telecasting 

870  NATIONAL  PRESS  BIDG. 
WASHINGTON  4,  D.  C. 

Enter  my  BROADCASTING  sub- 
scription immediately  so  I'll  receive 
52  weekly  issues,  '50  MARKET- 
BOOK,  and  '51  YEARBOOK  next 
January. 

□  $7  enclosed      □  please  bill 


STREET 


CITY 


ZONE  STATE 


SILVER  ANN! 


RSARY 

WELL  Staging  Month-Long  Observance 


Cleaning  up  the  WELL  studios  for  the  next  25  years  are  (I  to  r)  Messrs. 
Jayne,  Owen  and  Stone,  all  20-year  veterans  in  the  radio  business. 


WITH  a  month-long  series  of  spe- 
cial events  planned,  WELL  Battle 
Creek,  Mich.,  is  observing  its  25th 
anniversary  during  September. 

Scene  of  the  silver  jubilee  is  the 
WELL  studios  in  the  Michigan 
National  Bank  Bldg.  Among  the 
anniversary  highlights  planned  are 
special  broadcasts  by  birthday 
guests,  contests,  prizes,  refresh- 
ments and  a  program  re-creating 
the  days  when  WELL  sent  out  its 
first  broadcasts  on  a  5  w  transmit- 
ter. 

Appropriately,  the  walls  of  the 
studios'  entrance  lobby  have  been 
painted  in  silver.  Atop  the  205-ft. 
transmitter  tower  on  the  bank's 
roof,  a  pennant  has  been  mounted 
bearing  the  emblem,  "WELL  25." 

Also  in  keeping  with  the  occa- 
sion, Dan  E.  Jayne,  vice  president 
and  general  manager,  has  invited 
all  married  couples  in  Battle  Creek 
and  the  four  surrounding  town- 
ships, whose  25th  anniversaries 
occur  in  September,  to  visit  the 
studios  and  be  interviewed  by  staif 
announcers,  either  "live"  or  by 
tape. 

In  keeping  with  WELL's  wel- 
come policy  towards  visitors,  lis- 
teners have  been  invited  to  "come 


Strictly  Business 

(Continued  from  page  16) 

former  Evelyn  Power — live  in 
Ridgewood,  N.  J.,  where  Mr.  Boyd 
satisfies  his  hobby  (politics)  in  a 
minor  political  capacity  in  a  local 
Republican  Club. 

Stew  Boyd  gets  first  hand  infor- 
mation as  to  the  likes  and  dislikes 
of  the  juvenile  audience.  Housed 
with  Mr.  and  Mrs.  Boyd  are  a 
daughter,  Lee  Allan,  and  a  son, 
R.  Stewart  Jr.,  a  St.  Bernard 
named  "Mimi,"  a  cocker  spaniel, 
ducks,  hamsters,  finches  and  any 
other  furred  or  feathered  creature 
that  the  children  bring  home. 


up  and  broadcast"  during  Sep- 
tember. Their  voices  will  be  tape- 
recorded  and  later  aired. 

For  early  risers,  free  coflfee 
"and"  is  being  served  each  morn- 
ing between  6  and  7  o'clock.  Dur- 
ing the  same  hour,  Danny  Daniels, 
"The  Old  Brooklyn  Cowboy,"  in- 
terviews some  of  the  visitors  on 
his  program. 

On  four  Saturday  evenings,  9  to 
10  p.m.,  WELL  is  staging  a  Radio 
Talent  of  the  Future  show.  Young 
people  in  the  15-30  class  will  ap- 
pear in  solo  or  group  perform- 
ances. Cash  prizes  will  be  awarded 
and  each  winner  will  be  declared 
eligible  to  enter  the  city-wide  am- 
ateur contest  in  October,  spon- 
sored by  the  Retail  Merchants  in 
connection  with  "Hospitality  Farm 
Week." 

WELL  also  is  sponsoring  a 
jingle  contest.  Some  of  the  most 
appealing  offerings  will  be  read 
over  the  air. 

Inserting  a  touch  of  nostalgia, 
popular  melodies  of  25  years  ago 
will  be  played  on  the  Mon.-Fri. 
Accent  on  Melody  show. 

In  addition  to  Manager  Jayne, 


key  figures  in  preparing  and  stagi 
ing  the  WELL  observance  include 
Forrest  F.  Owen,  public  relation] 
and  program  director;  E.  P.  Mill 
Jr.,  commercial  manager;  Fran^ 
Jayne,  traffic  manager,  and  Eai 
J.  Stone,  chief  engineer. 

An  ABC  affiliate,  WELL  i 
owned  and  operated  by  Federate 
Publications  Inc.  and  is  license 
for  250  w  on  1400  kc.  Its  siste 
station  WELL-FM,  founded  i 
1947,  operates  on  Channel  271  (B 
with  45  kw  on  103.1  mc. 


Graham  Addresses  IRE  Mee 

VIRGIL  M.  GRAHAM,  director  o 
technical  relations  for  Sylvani 
Electric  Products  Inc.,  and  aj 
sociate  director  of  the  Radio-Tele 
vision  Mfrs.  Assn.'s  engineerin 
department,  has  cited  engineerin 
standardization  in  the  radio  ir 
dustry  as  today's  basis  of  outstanc 
ing  advances  in  the  electronic  ari 
Speaking  before  the  West  Coas' 
convention  of  the  Institute  of  Radi-; 
Engineers  in  Los  Angeles  las 
Wednesday  [Broadcasting,  Sep 
11],  Mr.  Graham  gave  a  repo: 
containing  "definitions  of  term 
tests  and  symbols  which  are  c 
interest  to  the  radio  industry  an 
the  institute  today."  Among  oi 
ganizations  he  cited  as  being  acti\'l 
in  establishing  and  promotin 
manufacturing  type  of  standarc 
were  the  Associated  Mfrs.  of  Elec 
trical  Supplies,  later  combine 
with  the  Electric  Power  Club  1 
form  the  National  Electrical  Mfr 
Assn.,  and  the  Radio-Televisic 
Mfrs.  Assn. 


KCJB  ON  AIR 


New  Fulltime  N.D.  Outh! 

NEW  CBS  affiliate,  KCJB  Mino! 
N.  D.,  officially  went  on  the 
Sept.  1,  operating  fulltime  on  91,1 
kc  with  1  kw.  John  W.  Bole^j 
president  and  general  manager  <( 
station,  is  owner.  [■ 
Mr.  Boler  also  owns  KSJJ 
Fargo-Jamestown,  N.  D.  G.  1 
McKinnon  is  commercial  managf 
of  KCJB  and  Linn  Wells  is  spor 
editor. 


THE  ONLY  STATION  ; 
THAT  ACTUALLY  DELIVERS  | 

COmPREHENSlUE  | 
COUERRGE  I 

In  the  Nation's 


Page  82    •    September  18,  1950 


Fastest  Growing 

MMirSfBt  PORTLAND 
WW  OREGON 

ON  THE  EFFICIENT  620  FREQUENCY 

AFFILIATED  WITH  NBC 
REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 
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1ST  CONTROL  BILL 


Passes  Senate 


BELLIGERENT  Senate,  weath- 
rmg  discord  within  its  ranks, 
■assed  a  stiff  omnibus  Communist 

iontrol  bill  last  week.  The  meas- 
ire,  a  broadened  version  of  the 
vIcCarran  Bill  (S  4037),  was  ap- 
)roved  by  70-7  vote  in  an  atnios- 
jjjhere  politically  charged. 
I  With  the  Senate  action  taken, 
[conferees  late  Thursday  sat  down 
jto  sort  out  differences  between  the 
[upper  chamber's  package  security 
jbill  and  the  House-approved  Woods 
Ibill,  sponsored  by  Rep.  John  Wood 
|(D-Ga.). 

The  final  version  to  be  sent  to 
the  White  House  and  possibly 
lacing  a  Presidential  veto  [Broad- 
casting, Sept.  11]  was  expected  to 
contain  the  provision  which  would 
require  Communist  and  Commu- 
nist-front groups  to  label  in  ad- 
jvance  all  radio  and  television  pro- 
I  grams  with  the  source  of  sponsor- 
ship. 

The  author  of  the  Senate  bill. 
Sen.  Pat  McCarran  (D-Nev.),  pre- 
dicted the  President  would  sign 
the  measure  "because  American 
public  opinion  won't  let  him  do 
otherwise."  Sen.  McCarran  was 
appointed  chairman  of  the  joint 
Senate-House  conference  commit- 
tee. 

President  Truman  told  newsmen 
Thursday  afternoon  he  would  have 
to  study  the  new  bill  as  ironed  out 
in  conference  before  committing 
himself.  Earlier,  Mr.  Truman  had 
'varned  he  would  veto  the  original 
VIcCarran  Bill  which  subsequently 
"as  modified.  The  House  version 
.'.vas  essentially  the  old  Mundt- 
xon  bill. 

Provisions  of  Bill 

The  approved  legislation  had  two 
main  provisions:  (1)  The  regis- 
tration of  Communists  by  an  inde- 
pendent Subversive  Activities  Con- 
trol Board,  and  (2)  machinery  for 
the  Attorney  General  to  intern 
Communists  and  other  potential 
saboteurs  in  time  of  war,  invasion 
or  insurrection.  Stricken  from  the 
bill  was  a  proposal  to  arrest  sub- 
versives in  case  of  an  imminent 
invasion  or  when  Congress  and  the 
President  declared  an  internal  se- 

rrity  emergency. 
Supporters  of  the  measure  al- 
ready were  mapping  out  plans  to 
override  a  veto  should  the  Pi-esi- 
dent  decide  to  send  it  back  to  Con- 
gress. At  his  news  conference. 
Thursday,  Mr.  Truman  ruled  out 
any  possibility  that  he  would  apply 
a  "pocket"  veto,  i.  e.,  not  sign  the 
bill  in  a  10-day  period  during 
which  Congress  adjourned. 

The  President  made  it  plain  that 
ke  would  have  flatly  rejected  the 
measure  had  the  Senate  sent  it  to 
him  in  the  form  passed  by  the 
House. 

In  a  topsy-turvy  session  in  which 
Democrats  and  Republicans 
charged  each  other  with  infringing 
upon  Constitutional  rights,  the 
Senate    last    Wednesday  finally 


turned  down  provisions  of  the  Ad- 
ministration-backed security  con- 
trol bill  and  accepted  the  modified 
McCarran  Bill. 

Controversy  on  alleged  "thought 
control"  provisions  of  the  bill, 
which  includes  the  labeling  of  Com- 
munist broadcasts  or  telecasts, 
raged  anew  during  debate.  Sen. 
Herbert  O'Conor  (D-Md.),  deny- 
ing the  bill  had  such  an  aim,  said 
it  was  designed  to  halt  "un-Amer- 
ican acts." 

In  another  move  to  tighten  se- 
curity, the  Senate  passed  and  sent 
to  the  House  a  bill  aimed  to 
strengthen  the  FBI's  hand  in  com- 
batting espionage  and  sabotage. 
The  measure  would  permit  FBI 


agents  to  make  arrests  without  re- 
course to  warrant  for  federal  of- 
fenses committed  in  their  presence. 
It  also  would  allow  such  arrests  if 
the  agent  has  "reasonable  grounds" 
to  believe  a  felony  is  involved. 

The  House  overrode  a  Presiden- 
tial veto  of  a  measure  which  would 
impose  drastic  anti-Communist  re- 
quirements for  obtaining  and  re- 
taining citizenship  in  the  U.  S.  If 
the  Senate  takes  its  cue  from  the 
House,  the  bill  will  become  law. 

The  bill,  as  authored  by  Rep. 
Francis  E.  Walter  (D-Pa.),  would 
prohibit  citizenship  to  any  alien 
who  belonged  to  a  subversive  group 
within  10  years  before  applying 
for  citizenship. 


WNOE  BID 


Seeks  Switch  to  1090  kc 
Made  Available  by  FCC 


WNOE  New  Orleans  last  week  filed  application  with  FCC  for  switch  to 
50  kw  day,  25  kw  night,  directional  fulltime,  on  1090  kc,  the  Class  I-B 
frequency  declared  "available"  by  the  Commission  earlier  this  year 
[Broadcasting,  April  17].  Owned  by  James  A.  Noe,  WNOE  presently 
is  a  Class  II  station  on  1060  kc     ^  i  


with  50  kw  day,  5  kw  night,  direc- 
tional fulltime. 

WNOE  in  effect  is  filing  for  the 
channel  of  John  D.  Ewing's  KTHS 
Hot  Springs,  Ark.,  now  operating 
on  1090  kc  with  10  kw  day,  1  kw 
night.  KTHS  has  pending  an  ap- 
plication for  move  to  Little  Rock 
and  boost  in  power  to  50  kw  full- 
time,  directional  night  [Broadcast- 
ing, Aug.  14]. 

Under  the  North  American  Re- 
gional Broadcasting  Agreement, 
now  being  renegotiated  (see  story 
page  41),  1090  kc  has  been  usable 
in  the  U.  S.  heretofore  only  in 
Arkansas  (KTHS)  and  Maryland 
(WBAL  Baltimore,  50  kw,  direc- 
tional night).  It  was  because  of 
NARBA  that  FCC  had  earlier  de- 
nied KTHS'  bid  to  move  to  West 
Memphis,  Ark.,  and  boost  power 
to  50  kw. 

At  the  same  time  FCC  also  had 
denied  the  competitive  application 
of  C.  E.  Palmer's  Hot  Springs 
Broadcasting  Co.  for  a  new  station 
at  Hot  Springs  on  1090  kc  with  50 
kw  fulltime  as  well  as  KTHS'  sec- 
ond bid  for  a  new  outlet  there  on 
550  kc  with  5  kw  day,  1  kw  night, 
to  replace  the  1090  kc  outlet  were  it 
removed  to  West  Memphis. 

But  on  ruling  in  this  case,  FCC 
declared  it  would  consider  1090  kc 
assignable  in  those  areas  where  it 
might  be  assigned  since  NARBA 
had  expired  after  the  closing  of  the 
record  in  the  proceeding.  The  Com- 
mission further  gave  the  partici- 
pants a  year  in  which  they  might 
file  new  applications,  indicating 
they  thereby  might  compete  on 
equal  terms  "with  any  applicant 
who  may  wish  to  enter  the  lists  for 
use  of  1090  kc  in  accord  with  pres- 
ently existing  considerations." 

In  WNOE's  engineering  state- 
ment, prepared  by  the  Washington 
consulting  engineering  firm  of  Mc- 


intosh &  Inglis,  FCC  was  told 
WNOE  would  use  its  present  trans- 
mitter site  and  relocate  four  of  the 
seven  towers  of  its  directional  ar- 
ray. The  towers  also  would  be  in- 
creased in  height  to  450  ft.  Cost 
of  the  technical  changes  was  esti- 
mated at  $114,000. 

The  application  stated  the  pro- 
posed WNOE  operation  would  pro- 
tect the  secondary  service  areas  of 
WBAL  and  Mexican  station  XERB, 
other  Class  I-B  stations  on  1090 
kc.  KTHS  was  not  mentioned  since 
it  was  indicated  the  two  stations 
would  be  mutually  exclusive  and 
would  require  comparative  hearing. 

Coverage  Detailed 
WNOE  represented  that  its  pres- 
ent 0.5  mv/m  daytime  contour  in- 
cludes 1,272,998  persons  and  18,825 
sq.  mi.  while  its  2.5  mv/m  normally 
protected  nighttime  contour  in- 
cludes population  of  560,350  and 
area  of  1,401  sq.  mi.  The  station 
stated  its  proposed  operation  would 
include  1,358,979  persons  and  24,- 
075  sq.  mi.  within  its  0.5  mv/m 
daytime  contour  and  815,314  per- 
sons and  9,125  sq.  mi.  within  its 
0.5  mv/m  nighttime  contour. 

Concerning  its  proposed  second- 
ary service  area,  WNOE  gave  a 
rural  population  of  1,049,889  be- 
tween its  daytime  0.5  and  0.1  mv/m 
contours.  Rural  population  of  9,- 
321,703  was  given  for  the  nighttime 
0.5  mv/m  50^c  skywave  contour  not 
subject  to  interference  from  other 
Class  I-B  stations. 

Mr.  Noe  in  addition  to  WNOE  is 
100%  owner  of  KNOE  Monroe, 
La.,  and  50%  owner  of  KOTN 
Pine  Bluff,  Ark.  He  and  his  son 
also  each  hold  25%  interest  in 
KJAN  Broadcasting  Co.,  applicant 
at  Baton  Rouge,  La.  Preparation 
of  the  WNOE  application  was  di- 
rected by  James  E.  Gordon,  WNOE 


COMPLETING  details  for  Ford  spon- 
sorship over  KlOA  Des  Moines  of  U.  of 
Iowa  football  games  this  season  are 
(I  to  r)  Bob  Elston,  KlOA  sports- 
caster;  J.  W.  Brauer,  account  execu- 
tive, J.  Walter  Thompson  Co.,  rep- 
resenting Iowa  Ford  Dealers  Commit- 
tee; James  L.  Kelehan,  KlOA  sales 
manager;  Don  O'Brien,  station  sports- 
caster.  Games,  originated  by  KlOA, 
to  be  carried  by  KBIZ  Ottumwa, 
KICD  Spencer,  KGLO  Mason  City, 
KSIB  Creston,  KWWL  Waterloo, 
KVFD  Fort  Dodge,  KBUR  Burlington. 


general  manager. 

There  are  only  three  other  ap- 
plications pending  for  use  of  1090 
kc.  These  include  the  bid  of  Drew 
Pearson  and  Robert  S.  Allen  (Pub- 
lic Service  Broadcasting  Corp.)  for 
the  facilities  of  WBAL;  applica- 
tion of  KAUS  Austin,  Minn.,  to 
change  from  1  kw  on  1480  kc,  di- 
rectional to  10  kw  on  1090  kc,  di- 
rectional night;  and  the  new  sta- 
tion request  of  Roy  Hofheinz, 
Texas  broadcaster,  for  250  w  day- 
time on  1090  kc  at  San  Benito,  Tex. 


The  Happy  Kitchen,  one  of  the 
Midwest's  oldest  and  best  liked 
women's  programs,  is  conducted 
by  Nancy  Goode. 

This  9:15 
a.  m.  week-day 
feature  has 
been  on  the  air 
for  almost  15 
years.  The  pro- 
gram is  deftly 
handled  by 
Nancy  Goode, 
homemaker, 
mother  and 
active  clubwoman.  Her  recipes, 
food  and  household  hints  are  of 
great  interest  to  KMBC-KFRM 
listeners.  Nancy  also  conducts  a 
weekly  demonstration  before  an 
audience. 

Fleischmann's  Yeast  and  K.  C. 
Power  &  Light  are  current  spon- 
sorSjbut  additional  participations 
are  now  available! 

Promotion  and  merchandising 
aids  are  also  a  part  of  the  partici- 
pation. Contact  us,  or  any  Free  & 
Peters  "Colonel "  for  details! 


Nancy  Goode 
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FCC  Actions 

(Continued  from  page  81) 
Decisions  Con't.: 

Minn. — Granted  continuance  of  hear- 
ing in  proceeding  re  application  from 
9-13  to  12-13-50. 

By   Examiner   Jack   P.  Blume 
El  Dia  Bestg.  Co.,  Long  Beach,  Calif. 

— Granted  leave  to  amend  application 
so  as  to  change  facilities  requested  from 
740  kc  1  kw  D  at  Long  Beach,  Calif,  to 
740  kc  10  kw  D  employing  DA  at  Ava- 
lon,  Calif. 

WKMH  Inc.,  Jackson,  Mich. — Granted 
leave  to  correct  record  in  proceeding 
re  application  and  that  of  WKNX 
Saginaw,  Mich.;  denied  petition  re- 
garding one  correction  since  nature  and 
purpose  is  not  clear  (denial  is  without 
prejudice  to  applicant's  right  to  re- 
new request  upon  appropriate  petition 
containing  full  explanation  of  nature 
of  proposed  correction  and  statement  of 
reasons  why  record  should  be  corrected 
in  that  respect). 

By  Examiner  Fanney  N.  Litvin 
KNEB  Scottsbluff,  Neb.  —  Granted 
leave  to  amend  application  so  as  to 
shift  orientation  of  proposed  DA  array 
system  by  1.5  degrees,  reduce  night- 
time RMS  to  123.5  mv/m  at  one  mile, 
propose  monitoring  points  and  radiated 
fields  shown  on  Table  6  attached  to 
and  made  part  of  proposed  amendment, 
and  for  removal  of  said  application,  as 
amended,  from  hearing  docket. 

September  13  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1370  kc 
KEEN  San  Jose,  Calif.— Mod.  license 
to    change    studio    location    from  De 
Anza  Hotel,  San  Jose  to  Wayne  Ave., 
and  Mulpitas  Highway,  San  Jose. 

SSA— 1380  kc 
WAMS    Wilmington,  DeL— SSA  on 
1380  kc,  1  kw  unl.  DA-1  for  period  of 
six  months. 

Special  Authority 
Community    Service    Bcstg.  Corp., 
Amsterdam,  N.  Y. — Authority  to  trans- 
mit programs  to  CKCV  Quebec,  Can. 

License  Renewal 
Request  for  license  renewal  AM  sta- 
tion: KEEN  San  Jose,  Calif.;  KCOL 
Fort  Collins,  Col.;  WDOV  Dover,  Del.; 
WLAK  Lakeland,  Fla.;  KDTH  Dubuque, 
la.;  WAAB  Worcester,  Mass.;  WFMJ 
Youngstown,  Ohio;  WTJS  Jackson, 
Tenn.;  KRBC  Abilene,  Tex.;  KBOR 
Brownsville,  Tex.;  KRIG  Odessa,  Tex.; 
KLO  Ogden,  Utah;  WRAC  Racine, 
Wis. 

Modification  of  CP 

KAHU  Waihapu,  Hawaii— Mod.  CP 
new  AM  station  for  extension  of  com- 
pletion date. 

WRGA-FM  Rome,  Ga. — Mod.  CP  new 
FM  station  for  extension  of  completion 
date. 

W.MIN-FM  St.  Paul,  Minn.— Mod.  CP 
FM  station  to  change  ERP  to  47.608  kw. 

License  for  CP 

KRIC-FM  Beaumont,  Tex. — License 
to  cover  CP  new  FM  station. 

WAER  Syracuse,  N.  Y. — CP  to  change 
noncommercial  educational  FM  station 
ERP  to  1  kw. 

TENDERED    FOR  FILING 
AM— 1090  kc 
WNOE  New  Orleans— CP  AM  station 
to  change  from  1060  kc  50  kw-D  5  kw-N 
DA-2  to  1090  kc  50  kw-D  25  kw-N  DA-2. 

September  14  Decisions  .  .  . 

BY  A  BOARD 
STA  GRANTED 
Zenith  Radio  Corp.,  Chicago — Granted 
STA  to  operate  experimental  TV  sta- 
tion   KS2XBS,    Chicago,    with  visual 
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Docket  Actions  .  .  . 

INITIAL  DECISION 
WJMR  and  Royal  Bcstg.  Co.,  New 
Orleans;  Gretna  &  Lower  Ceast  Radio 
&  Bcstg.  Co.  Inc.,  Gretna,  La. — An- 
nounced initial  decision  by  Examiner 
Jack  P.  Blume  to  grant  application  of 
WJMR  to  change  from  990  kc,  250  w 
day  to  1450  kc,  250  w  fulltime,  subject 
to  WNOE  New  Orleans  being  licensed 
on  1060  kc,  WJMR  shall  not  begin  oper- 
ation until  WNOE  license  has  been  is- 
sued; to  deny  applications  of  Royal 
Bcstg.  Co.,  New  Orleans  and  Gretna  & 
Lower  Coast  Radio  &  Bcstg.  Co.  Inc., 
Gretna  new  stations  on  1450  kc,  250  w 
fulltime.  Initial  Decision  Sept.  11. 

Non-Docket  Actions  .  .  . 

AM  GRANTS 

New  Orleans,  La. — Jules  J.  Paglin, 
granted  new  station  on  800  kc,  1  kw 
day.  Estimated  construction  cost  $27,000. 
Mr.  Paglin,  individual  applicant  is  a 
sales  consultant  and  50%  owner  Sam 
Bonart  uniforms.  He  held  a  4%  interest 
in  WJMR  New  Orleans,  at  one  time. 
Granted  Sept.  8. 

Walton,  N.  Y.  —  Delaware  County 
Bcstg.  Corp.,  granted  new  station  1270 
kc,  1  kw  day.  Estimated  construction 
cost  $20,150.  Principals  include:  Dr.  E. 
Odgen  Bush,  dentist,  president  25%; 
Elmer  Kellam,  Member  of  Assembly  of 
New  York  State,  vice  president  25%; 
Hyman  E.  Mintz,  assistant  attorney  gen- 
eral New  York  State,  secretary  25%; 
Muriel  M.  Kyle,  housewife  and  school 
teacher,  treasurer  25%.  Granted  Sept.  8. 

Crossett,  Ark. — The  Ashley  County 
Bcstg.  Co.,  granted  new  station  on  1240 
kc,  100  w  unlimited.  Estimated  construc- 
tion cost  $7,503.89.  Principals:  T.  Cecil 
Fleet  Sr.,  general  law  practice  70%,  and 
John  H.  Fleet,  chief  engineer  KSTL  St. 


Louis,  Mo.,  30%.  Granted  Sept.  14. 

Menomonie,  Wis. — Capital  City  Bcstg. 
Co.,  granted  new  station  1360  kc,  500  w. 
unlimited.  Estimated  construction  cost 
$18,693.54.  Principals  in  Capital  Bcstg. 
include:  Thornton  G.  Simpson,  George 
L.  Heleniak  and  William  F.  Johns  Jr., 
each  have  33^3%  interest.  Mr.  Johns 
has  extensive  radio  interests  including 
WKLK  Cloquet,  Minn.,  WOSH  Osh- 
kosh.  Wis.  and  WSHB  Stillwater,  Minn. 
Granted  Sept.  14. 

KCNA  Tucson,  Ariz. — Granted  switch 
in  facilities  from  1340  kc,  250  w  unlim- 
ited to  580  kc,  5  kw  day,  500  w  night, 
directional  night.    Granted  Sept.  14. 

KAVR  Havre,  Mont. — Granted  change 
in  facilities  from  1240  kc,  250  w  fulltime 
to  910  kc,  1  kw  fulltime,  directional. 
Subject  to  engineering  conditions. 
Granted  Sept.  14. 

KNCM  Moberly,  Mo. — Granted  switch 
in  facilities  from  1220  kc,  250  w  day  to 
1230  kc,  250  w  fulltime.  No  program 
tests  to  be  authorized  until  KRES  St. 
Joseph,  Mo.,  has  vacated  1230  kc  and 
no  license  to  be  issued  until  KRES  is 
licensed  on  another  frequency.  Granted 
Sept.  8. 

WAGA-TV  Atlanta,  Ga.  —  Granted 
modification  of  CP  to  change  studio 
location  and  change  7RP  to  18  kw  vis., 
9.5  kw  aur,  ant  to  530  ft.  Granted  Sept. 
8. 

WPIX(TV)  New  York— Granted  modi- 
fication of  CP  to  change  ERP  to  3.6  kw 
vis.,  2.5  kw  aur.,  ant.  to  1,405  ft.  Grant- 
ed Sept.  8. 

WHBF-TV  Rock  Island,  HI.- Granted 
modification  of  CP  to  decrease  ERP 
from  13.6  kw  vis.,  7.6  kw  aur.  to  11  kw 
vis.,  5.5  kw  aur.    Granted  Sept.  8. 
ACTION  RESCINDED 

WBYS-FM  Canton,  111.— Fulton  County 
Bcstg.  Co.,  granted  request  to  have  Sec- 
retary's action  of  Aug,  18,  cancelling 
FM  license  and  deleting  call  letters 


ERP  of  5  kw  during  90-day  period  of 
"Phonevision"  tests,  scheduled  to  com- 
mence Oct.  1. 

Hearing  Designated 

WMMB  Melbourne,  Fla. — Designated 
for  hearing  in  Washington,  on  Feb.  19, 
1951,  application  for  change  in  fre- 
quency from  1050  kc  to  1240  kc  and  to 
increase  hours  of  operation  from  day 
only  to  unl.,  with  250  w  power;  made 
WFOY,  St.  Augustine,  Fla.,  party  to 
proceeding. 

WCEM  Cambridge,  Md. — Designated 
for  hearing,  in  Washington,  on  Feb.  20, 
1951,  application  for  mod.  license  to 
increase  nighttime  power  from  100  w 
to  250  w,  while  operating  unl.  time  on 
1240  kc  with  100  w  D. 

September  14  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1300  kc 
Pyramid  Radio  Bcstg.  &  Television 
Co.  Inc.,  W.  Frankford,  m.— CP  new 

AM  station  800  kc  1  kw  D  AMENDED 
to  request  1300  kc. 
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Box  7037       Kansas  City,  Mo. 


License  for  CP 

WGTA  Summerville,  Ga. — License  for 
CP  new  AM  station. 

WDSM  Superior,  Wis. — License  for 
CP  to  change  frequency,  increase 
power  etc. 

WHIM  E.  Providence,  R.  I.— Mod.  li- 
cense to  change  main  studio  location 
from  32  Custom  House,  Providence  to 
115  Eastern  Ave.,  E.  Providence,  R.  I. 

License  Renewal 

Request  for  license  renewal  AM  sta- 
tion: KIEM  Eureka,  Calif.;  KARM 
Fresno,  Calif.;  WCOA  Pensacola,  Fla.; 
KCRG  Cedar  Rapids,  la.;  WVOM 
Brookline,  Mass.;  WBCM  Bay  City, 
Mich,;  KXLF  Butte,  Mont.;  WWRL 
Woodside,  L.  I.;  WAKR  Akron,  Ohio; 
KATL  Houston,  Tex.;  KCOH  Houston, 
Tex.;  WWOD  Lynchburg,  Va. 

Modification  of  CP 

WPMP  Pascagoula,  Miss.— Mod.  CP 
new  AM  station  for  extension  of  com- 
pletion date. 

WARM  Scranton,  Pa. — Mod.  CP  in- 
crease power,  change  frequency  etc. 
for  extension  of  completion  date. 

WFMX  LaSalle-Peru,  HI.- Mod.  CP 
new  FM  station  for  extension  of  com- 
pletion date. 

WWOL-FM  Buffalo,  N.  Y.— Same. 

WBCC-FM  Bethesda,  Md.— Mod.  CP 
FM  station  to  change  ant.  to  328  ft. 

License  for  CP 
WBZA-FM  Springfield,  Mass. — License 
for  CP  new  FM  station. 

License  Renewal 
WRJN-FM  Racine,  Wis.— Request  for 
license  renewal  FM  station. 

APPLICATION  DISMISSED 
Lyle  C.  Treakle  &  Chester  A.  Burn, 
Flagstaff,   Ariz.— RETURNED   Aug.  24 
application  for  new  station  on  1400  kc 
250  w  unl. 


rescinded.   Action  Sept.  12. 

OPERATIONS  SUSPENDED 

KPFA  Berkeley,  Calif.— Granted  n 
quest  of  FM  station  to  remain  silei 
until  Oct.  21  pending  reorganization 
Action  Sept.  14. 

WXNJ  Plainfield,  N.  J.— Granted  ri 
quest  of  FM  station  to  remain  silei 
pending  reorganization,  until  Sept.  30 
Action  Sept.  14. 

WHHH  Warren,  Ohio— Granted  ai 
thority  to  remain  sOent  for  30  daj, 
pending  settlement  of  labor  problems; 
Action  Sept.  14. 


*  All  suspended  operations  on  cone 
tion  that  station  maintains  and  operati 
obstruction  lighting  equipment  of  at 
tenna  structure. 

Deletions  .  .  . 

ONE  FM  authorization  reported  deleft 
last  week  by  FCC.  Total  to  date  sine 
Jan.  1:  AM  31;  FM  91;  TV  3. 

KGAR-FM  Garden  City,  Kan.— Arl 
Valley  Bcstg.  Co.  Inc.,  CP  Sept.  8.  Le 
than  18%  of  radio  audience  have  F; 
receivers. 

TRANSFER  GRANTS 

WKSR  Pulaski,  Tenn.— Granted  a 
signment  of  license  from  John  ] 
Crowder,  James  Porter  Clark  and  W.  ) 
Williams  d/b  as  Pulaski  Bcstg.  Co.  i 
John  R.  Crowder  and  James  Port* 
Clark.  Mr.  Williams  retires  and  sel 
his  10%  interest  to  Mr.  Crowder  f( 
$4,000,  increasing  his  holdings  to  80^ 
WKSR  is  assigned  250  w  day  on  730  k^ 
Granted  Sept.  8. 

WELS  Kinston,  N.  C— Granted  assigi 
ment  of  CP  from  Commonwealth  Best 
Corp.,  permittee,  to  Farmers  Best 
Service  Inc.,  in  which  transferors  ai 
same  as  transferees.  Transfer  simplifif 
and  facilitates  corporate  business  tran; 
acted  in  North  CaroUna.  WELS  is  a; 
signed  1  kw  day  on  1010  kc.  Grants 
Sept.  8. 

WAKE  GreenvUle,  S.  C.  —  Grante 
assignment  of  CP  from  Piedmont  Best: 
Co.,  permittee,  to  Piedmont  Bcstg.  C' 
Inc.,  partners  being  same  in  assign( 
as  in  assignee.  Corporate  form  of  ope: 
ation  deemed  advisable.  WAKE  is  a:J 
signed  250  w  fulltime  on  1490  kc.  Gran 
ed  Sept.  8. 

KSPO  Spokane,  Wash.— Granted  a: 
signment  of  license  from  Spokar 
Bcstg.  Corp.,  licensee,  to  Louis  Wasme 
Mr.  Wasmer  desires  to  conduct  bus 
ness  as  an  individual  rather  than  coj 
poration.  KSPO  is  assigned  250  w  i. 
fulltime  on  1230  kc.    Granted  Sept. 

KGAK  GaUup,  N.  M.— Granted  aa  I 
signment  of  license  from  Rio  Granc: 
Bcstg.  Co.  Inc.,  licensee,  to  Thundei 
bird  Bcstg.  Co.,  new  company,  fc 
$8,000.  Merle  Tucker,  original  stocl 
holder  remains,  increasing  his  holdini 
from  33 '/3%  to  75%.  Bernard  J.  Fitzpa 
rick  has  a  25%  interest.  Mida  Tucke 
and  Louise  Fitzpatrlck  each  hold  oc; 
qualifying  share  with  beneficial  owne) 
ship  vested  in  their  respective  hus 
bands.  Mr.  Tucker's  other  radio  inte': 
ests  include  KOAT  Albuquerque,  KTRj 
Santa  Fe  and  KRSN  Los  Alamos.  KG  A, 
is  assigned  250  w  fulltime  on  1230  ke: 
Granted  Sept.  8. 

KIBE  Palo  Alto,  Calif.— Granted  as 
signment  of  license  from  Millard  Kibt 
and  Donald  K.  Deming  d/b  as  D  &  ! 
Bcstg.  Co.  to  J.  B.  Rhodes  for  a  coi 
sideration  of  $45,000.  Mr.  Rhodes  y. 
president  Associated  Grocers  Co-op.  or 
of  largest  wholesale  food  and  produc 
distributors  in  Pacific  N.W.  KIBE 
assigned  250  w  day  on  1220  kc.  Grants 
Sept.  8. 

WOOD  Grand  Rapids,  Mich.— Gran 
ed  acquisition  of  control  in  Grandwoc 
Bcstg.  Co.,  licensee,  by  WFBM  Inc 
through  purchase  of  125  sh.  or  50%  stoc; 
from  Ralph  S.  and  Bertha  G.  EuleJi, 
and  F.  R.  Denton  for  consideration  <  '• 
$12,500.  WOOD  is  assigned  5  kw  ful 
time,  directional,  on  1300  kc.  Grants 
Sept.  8. 

KRSC  Seattle,  Wash. — Granted  tran;i 
fer  of  control  of  Radio  Sales  Corp.,  Ij 
censee,  from  P.  K,  Leberman.  Robe:' 
E.  Priebe  and  John  E.  Ryan  Jr..  to  i 
Elroy  McCaw.  through  purchase  of  lOO'- 
stock  for  $112,500  plus  or  minus  a 
amount  by  which  current  assets  excee' 
all  liabilities  except  as  capital  as  <i 
June  30.  Mr.  McCaw  has  radio  interes 
including  KELA  CentraUa-Chehali' 
Wash.  50%;  KYAK  Yakima.  Wasl= 
331/3%';  KLZ-AM-FM  Denver  21.5^ 
KPOA  Honolulu  50%;  KILA  Hilo  50  ' 
and  KYA  Palo  Alto  50%.  Mr.  Liberms 
principal  stockholder  is  moving  to  Ne 
York  and  wishes  to  divest  himself  < 
his  radio  interest.  KRSC  is  assigns 
1  kw  fulltime  on  1150  kc.  Grants 
Sept.  8.  ' 

WKLK  Cloquet,  Minn. — Granted  coilf. 
cent  to  transfer  control  in  Cloqu' 
Bcstg,  Co.,  from  William  F.  Johns  J 
and  John  O.  Vick  to  Victor  J.  Tedesc 
Nicholas  Tedesco,  Albert  S.  Tedesc 
and  Antonio  Tedesco,  representing  40' 
of  stock.  Mr.  .Johns  will  exchange  h 
15%  interest  in  WKLK  for  40%  intere; 
of  transferees  in  KOBK.  permittee  < 
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ation  at  Owatonna,  Minn.  Mr.  Vick 
•ill  sell  his  25%  interest  in  WKLK  for 
bnsideration  of  $7,500.  WKLK  is  as- 
tined  250  w  fulltime  on  1450  kc.  Grant- 
Sept.  8.  ^      i  J 

KOBK  Owatonna,  Minn.  —  Granted 
•msfer  of  control  in  Owatonna  Bcstg. 
o  permittee,  from  Nicholas  Tedesco, 
ictor  Tedesco,  Albert  Tedesco  and 
ntonio  Tedesco  to  William  F.  Johns 
a  rough  sale  of  40%  of  stock.  See  trans- 
i-r  above.  KOBK  is  assigned  500  w 
ky,  1390  kc.  Granted  Sept.  8. 
I KPAN  Hereford,  Tax.— Granted  as- 
ignment  of  license  of  Hereford  Bcstg. 
to  licensee,  from  John  Blake  to  Mar- 
hall  Formby.  Mr.  Blake  sells  his  50% 
hierest  to  Mr.  Formby  for  the  latter  s 
5  7,  interest  in  KSNY  Snyder  Tex  , 
Jus  $9,750.  See  BROADCASTING  Aug 
'i  p.  95.  KPAN  is  assigned  860  kc,  250 
r  day.  Granted  Sept.  8.  ^  ^  ^  ' 
I KHMO  Hannibal,  Mo. — Granted  trans- 
■r  of  control  in  Courier-Post  Pub., 
censee,  from  Laura  Lee  to  E.  L. 
parks  and  14  others  through  capital 
fock  increase.  KHMO  is  assigned  5  kw 
lay,  1  kw  night,  directional,  on  1070  kc. 
iranted  Sept.  8. 

jew  Applications  .  .  . 

AM  APPLICATIONS 
Fort  Scott,  Kan.— Fort  Scott  Bcstg. 

0  1420  kc,  250  w  day.  Estimated  con- 
ruction  cost  $10,790.  Principals  in 
jmpanv  include:  John  F.  Shea,  tech- 
ician  WAPI  Birmingham,  51%;  Law^ 
=nce  M.  Dunlap,  technician  WNOE 
'ew  Orleans  17.5%;  Kathryn  Couch 
unlap,  housewife,  7%;  Harry  J.  Hew- 
t  I3  interest  Hewitt  &  Sons  Interior 
lecorators,  24.5%.  FUed  Sept.  11. 

TRANSFER  REQUESTS 
WWNC  Asheville,  N.  C— Transfer  of 
ontrol  in  Asheville  Citizen-Times  Co. 
ic  .  licensee,  through  purchase  by  Don 
Elias  of  125  sh.  of  stock  or  3.12% 
•om  Brandon  P.  Hodges  for  $31,250. 
Ir  Elias  presently  owns  47.95%  of  the 
ock  of  WWNC  and  transfer  would  in- 
rease  his  holdings  to  51.07%.  WWNC 
;  assigned  5  kw  fulltime,  directional 
ight.  on  570  kc.  Filed  Sept.  12. 
KSFT  Trinidad,  Cel.— Assignment  of 
cense  from  Trinidad  Bcstg.  Corp.,  li- 
lensee.  to  James  E.  Blair  for  consider- 
,iiion  of  $10,000.  KSFT  has  been  off  the 
I'lr  pending  financial  reorganization, 
tr.  Blair  is  owner  KWGB  Goodland, 
:an.  KSFT  is  assigned  1  kw  day,  500 
;  night  on  1280  kc.  Filed  Sept.  14. 
WIS-AM-FM  Columbia  and  WSPA- 
M-FM  Spartanburg,  S.  C,  and  WIST 
FM)  Charlotte,  N.  C. — Assignment  of 
cense  of  WIS  and  permit  of  WIS-FM 
-om  Surety  Life  Insurance  Co.,  and 
ssignment  of  licenses  of  WSPA-AM- 
M  and  WIST  from  Surety  Bcstg.  Co., 

1  to  The  Bcstg.  Co.  of  the  South, 
(ockholders  of  parent  firm.  Surety 
ife  Insurance  Co.,  voted  Aug.  4  to 
rparate  insurance  and  radio  interests. 

;  \vo  new  companies  formed.  The 
.uety  Life  Insurance  Co.  and  The 
icstg.  Co.  of  the  South.  Stockholders 
I  old  firm,  69  in  all,  get  interests  in 
V  firms  comparative  to  present  hold- 
's. WIS  assigned  5  kw,  directional 
aht.  on  560  kc;  WSPA  5  kw,  direc- 
;nal  night,  on  950  kc.  Filed  Sept.  11. 


KYW  SALES  CLINIC 


f/O  AM  RATE  CUTS 

Networks  Tell  Johnson 

VIDENCE  las  cropped  up  on 
apitol  Hill  that  two  of  the  major 
idio  networks,  specifically  CBS 
id  NBC,  have  no  intention  at  this 
6  of  cutting  rates  to  timebuyers. 
he  revelation,  disclosed  by  the 
e  of  Sen.  Ed  C.  Johnson  .  (D- 
),  showed  little  inclination  by 
networks  to  follow  along  the 
Htroversial  path  of  AM  rate  cut- 
ag  as  advocated  by  the  Assn.  of 
ational  Advertisers.  ANA's  plans, 
I  )earheaded  by  its  Radio  and  Tele- 
sion  Steering  Committee,  were 
ipulsed  temporarily  by  the  net- 
orks  late  in  July  [Broadcasting, 
ily  31]. 

Rate  cutting  as  an  issue  entered 
16  office  of  radio-minded  Sen. 
)hnson,  chairman  of  the  Senate 
ommerce  Committee,  in  the  form 
'  queries  from  unidentified  affil- 
tes  who  are  concerned  with  re- 
i  )rts  regarding  ANA  and  other 
^  lurces.    As  a  courtesy  and  in  an 
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F&P  Staffers  See  Available  Shows 


Featured  talent  on  KYW  local  programs  line  up  for  clinic's  finale  as 
Mr.  Pyle  (seated)  handles  the  m.  c.  chores. 


TO  acquaint  national  sales  repre- 
sentatives with  its  programs  avail- 
able for  sale,  KYW  Philadelphia 
used  a  theatrical  approach  in  stag- 
ing a  sales  clinic  for  the  New  York 
staff  of  Free  &  Peters  Inc.  a  fort- 
night ago. 

The  presentation  was  in  the 
form  of  a  2% -hour  program  con- 
taining capsule  versions  of  prac- 
tically all  of  KYWs  local  shows, 
complete  with  musical  themes, 
sample  format,  personalities  and 
success  stories.  Each  thumbnail 
program  was  introduced  by  M.  C. 
Jack  Pyle  as  ex-model  Kay  Wylie 
posted  colorful  program-titled  plac- 
ards. 

Supervising  the  sales  clinic  were 
L.  R.  Rawlins,  KYW  station  man- 
ager; Robert  H.  Teter,  sales  man- 
ager; Frank  A.  Tooke,  program 
director,  and  Paul  I.  Woodland, 
promotion. 

To  lend  added  effectiveness  to 
the  clinic,  a  special  studio  was  set 
up  on  the  KYW  auditorium  stage. 
Occupying  half  the  stage,  it  was 
framed  by  a  large  arch  labeled 
"Sound  Investments,"  complete 
with  front  curtain. 

Heralding  the  clinic  was  a  spe- 
cially written  "F  &  P  Bedtime 
Story,"  plus  other  reminders,  which 
were  left  the  previous  night  in 
hotel  rooms  of  those  scheduled  to 
attend. 

The  clinic  started  at  8:30  a.m. 
Presentations  included  the  first  half 
hour   of   KYW'S   Musical  Clock, 

unofficial  capacity.  Sen.  Johnson 
questioned  the  networks. 

According  to  the  Senator's  office, 
the  networks  answered  the  queries 
emphatically  that  (1)  they  are 
not  in  favor  of  cutting  AM  rates 
and  have  no  present  plans  to  do 
so,  and  (2)  in  view  of  increased 
rates  charged  by  other  media,  ra- 
dio time  charges  probably  are  too 
low. 

If  there  are  to  be  any  readjust- 
ments, it  was  indicated,  the  net- 
works would  consider  an  upward 
revision. 

casting 


Anne  Lee's  Notebook  broadcast 
and  condensed  local  shows  with  a 
tour  of  the  studios  sandwiched  in. 
Luncheon  was  served  in  the  build- 
ing, after  which  the  clinic  was  de- 
voted to  station  coverage,  market, 
promotion,  publicity  and  sales  pro- 
motion, and,  finally,  a  sales  talk. 

Attending  were : 

Free  &  Peters  Inc.--H.  Preston 
Peters,  president;  Russel  Woodward, 
vice  president;  Jones  Scovern,  New 
York  sales  manager;  W.  N.  Davidson, 
jack  Thompson,  Robert  R.  Somer- 
ville,  Ewart  M.  Blain,  Martin  L. 
Henry,  Joseph  Amaturo  and  Dan 
Moseley. 

Westing-house  Radio  Stations  Inc. — 
Walter  E.  Benoit,  vice  president; 
Edward  Borroflf,  sales  manager;  Eldon 
Campbell,  sales  representative;  W.  B. 
McGill,  advertising  and  promotion 
manager. 

KYW — L.  R.  Rawlins,  station  man- 
ager; R.  H.  Teter,  sales  manager; 
Prank  A.  Tooke,  program  director; 
I.  N.  Eney,  chief  engineer;  A.  H. 
Bates,  auditor;  C.  R.  Messervey,  Wil- 
liam C.  Kruse,  John  P.  Meagher,  all 
sales  representatives,  and  Paul  I. 
Woodland,  sales  promotion-publicity. 


WRNL  Richmond,  Va.,  planning  series 
on-the-spot  broadcasts  direct  from 
booths  at  fairs  and  expositions  in  area. 


U.  S.  TAX  LAWS 

FCBA  Proposes  Change 

PROPOSAL  to  amend  Federal  tax 
laws  to  remove  hardship  on  broad- 
casters in  accumulating  funds  for 
TV  and  other  facilities  will  be  sub- 
mitted to  the  American  Bar  Assn. 
convention  in  Washington  this 
week. 

Move  on  behalf  of  stations  de- 
veloped within  the  Federal  Com- 
munications Bar  Assn.,  which  is 
represented  in  ABA's  House  of 
Delegates  by  Guilford  Jameson, 
FCBA  past  president.  The  prob- 
lem was  discussed  by  the  ABA  Tax 
Section,  which  opened  a  three-day 
meeting  last  Thursday. 

A  special  committee  on  Section 
102  of  the  code  contends  that  the 
present  procedure  handicaps  sta- 
tions in  withholding  dividends  for 
the  purpose  of  constructing  TV 
facilities  or  otherwise  expanding 
operations.  The  committee  feels 
Section  102  should  be  amended  to 
allow  withholding  of  funds  where 
the  station  can  show  reasonable 
grounds. 

In  recent  broadcast  cases  (KTUL 
Tusla  and  KOMA  Oklahoma  City) 
the  Revenue  Bureau  assessed  addi- 
tional taxes  on  dividends  withheld. 
The  action  was  upheld  on  appeal. 

Copyright  problems  affecting  ra- 
dio and  television  were  discussed 
by  the  ABA  Copyright  Section  at 
a  Saturday  symposium  held  at  the 
Shoreham  Hotel.  ABA  national 
convention  sessions  conclude  Sept. 
20. 


Kaiser-Frazer  Spots 

KAISER-FRAZER  Corp.,  Willow 
Run,  Mich.,  will  promote  its  new 
car,  "The  Henry  J,"  with  an  ap- 
proximate $200,000  spot  announce- 
ment radio  campaign.  Schedule  is 
expected  to  start  the  last  week  in 
September  to  run  for  one  month  in 
markets  throughout  the  country. 
William  H.  Weintraub  Co.,  New 
York,  is  the  agency. 


KNUZ  Houston  began  24-hour  sched- 
ule Sept.  4  with  outlet  to  be  off  air 
from  midnight  Sun.  to  5  a.m.  Blon., 
weekl5\ 


Another  BMI  ''Pin  t/p"  Hit-PrMished  by 
Simon  House 

IT'S  LOVE 

On  Records:  Toni  Arden-Col  38905; 

Denise  Darcel-Lon.  756;  Phil  BrUo- 

MGM  10788. 
On   Transcription:    David  LeWinter— 

Standard. 
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RURAL  NETWORK  ASKS  FCC 
TO  REJECT  MUZAK  PLAN 

EEFUTING  "vigorously"  Muzak  Corp.'s  con- 
tention FM  has  not  developed  into  "new  and 
distinctive  public  service,"  Rural  Radio  Net- 
work Friday  petitioned  FCC  to  reject  Muzak 
proposal  that  "narrowcasting"  of  its  pay-as- 
you-listen  music  service  be  allowed  in  regular 
FM  band  [Broadcasting,  Sept.  11].  RRN  saw 
destruction  of  FM  as  national  broadcast 
service  under  Muzak  plan  rather  than  enhance- 
ment visioned  by  subscription  radio  proponent. 

Filed  by  Washington  counsel,  Marcus  Cohn, 
RRN  petition  cited  extensive,  unique  service  of 
RRN's  FM  network  operation  as  best  refuta- 
tion of  "unsupported  contentions  of  Muzak." 
Although  recognizing  FM  has  had  its  "growing 
pains,"  RRN  pointed  out  AM  did  too  and 
hence  there  is  "no  justification  for  Muzak's 
proposal  for  a  misguided  FM  euthanasia.  The 
way  to  cure  FM's  ills  is  most  assuredly  not 
by  killing  the  service." 

RRN  saw  "obnoxious  nature"  of  narrow- 
casting  "pig  squeal"  emitting  from  sets  to 
prevent  non-subscribers  from  enjoying  Muzak 
programs  without  payment  as  diminishing 
value  of  FM  broadcasting  to  listener.  Possible 
confusion  of  "pig  squeal"  with  static  further 
would  destroy  work  RRN  and  others  have  done 
to  herald  FM  as  static  free,  petition  also  noted, 
as  well  as  adverse  effect  on  potential  FM  set 
purchasers  realizing  cost  of  set  "was  only  a 
license  to  pay  for  further  service." 

TV  PICTURE  TUBES 
MOSTLY  ABOVE  15  INCHES 

RECTANGULAR  TV  picture  tubes  made  up 
47%  of  July  cathode  tube  sales  to  set  manu- 
facturers, RTMA  reported  Friday  in  first 
breakdown  of  circular  and  rectangular  tube 
sales. 

Also  reported  by  RTMA  was  40%  drop  in 
July  tube  sales  from  previous  month  because 
of  vacation  shutdown  by  manufacturing  plants. 
Picture  tube  sales  to  manufacturers  totaled 
.341,940  units,  valued  at  $9,133,745,  in  July 
compared  with  566,942  tubes,  valued  at  $15,- 
054,810  in  June,  RTMA  said.  Data  also  showed 
84%  of  July  sales  were  tubes  16-in.  and  larger. 
Tubes  15-in.  and  less  accounted  for  15%:  of 
that  month's  sales;  19-in.  and  larger  for 
slightly  more  than  11%. 

TV  GROUP'S  FCC  PROTEST 

TV  MANUFACTURERS  ASSN.,  in  letters 
from  President  Michael  L.  Kaplan  to  FCC 
Chairman  Wayne  Coy,  protests  color  decision 
as  "half-baked,"  giving  TV  "black  eye,"  mak- 
ing manufacturers  "whipping  boy"  and  re- 
quests time  limit  be  extended  "until  a  prac- 
tical, compatible  color  system  satisfactory  to 
your  Commission  is  presented." 

PALEY  TO  BE  GUEST 

TO  COMMEMORATE  his  20th  anniversary 
program  Lowell  Thomas  on  Sept.  29  will  have 
William  S.  Paley,  chairman  of  board  of  CBS, 
as  his  guest. 

NAVY  PROMOl  ES  GODFREY 

ARTHUR  GODFREY,  CBS  radio-TV  actor, 
promoted  to  commander  in  Navy  Reserve 
Friday  while  on  two-week  period  of  active 
duty  at  Navy  Air  Training  Command,  Pensa- 
cola,  Fla. 


'NEW  BLOOD'  IN  STATIONS 
URGED  BY  COMR.  HENNOCK 

NEED  for  "new  blood"  in  station  ownership 
seen  Friday  by  FCC  Comr.  Frieda  B.  Hen- 
nock,  who  said  it  would  be  "a  great  stimulus" 
for  better  programming  and  is  essential  in 
TV  "if  we  are  to  prevent  television  from  assum- 
ing the  characteristics  of  our  aural  broad- 
casting system,"  which  she  felt  has  "much 
room  for  improvement." 

Addressing  Washington  meeting  of  National 
Assn.  of  Women  Lawyers,  she  said  she  thought 
"there  would  be  a  great  advantage  in  trying 
to  assure  some  real  diversification  among 
broadcast  licensees,"  and  that  FCC  "should 
make  every  effort  to  introduce,  insofar  as 
possible,  noncommercial  elements  into  the 
broadcasting  picture." 

Broadcasters  and  public  share  "major  bur- 
den" of  improving  programming,  she  said, 
upholding  FCC's  right  to  review  overall  pro- 
gramming in  passing  on  public  interest  ques- 
tions. In  passing  reference  to  FCC  color 
decision,  she  reiterated  her  view  that  "if  neces- 
sary, steps  should  be  taken  by  the  FCC  to  in- 
sure that  present  set  owners  will  continue  for  a 
reasonable  period  to  receive  fine  programming 
at  all  hours." 

Meanwhile,  in  speech  for  delivery  Friday 
night  at  Los  Angeles  session  of  West  Coast 
Convention  of  Institute  of  Radio  Engineers, 
Comr.  George  E.  Sterling  emphasized  that 
seeming  slowness  of  FCC  processes  is  due  to 
FCC's  determination  to  explore  all  questions 
thoroughly  and  hear  all  sides  on  controversial 
questions  in  order  to  reach  final  decisions  which 
will  best  serve  public  interest.  He  discussed 
"Due  Process  and  the  Public  Interest." 

NAB  ENDORSES  BMI 

AT  DISTRICT  8  meeting  of  NAB  in  Indian- 
apolis Friday,  resolution  passed  unanimously 
endorsing  BMI.  At  same  time  vote  of  grati- 
tude extended  to  Roy  Harlow,  director  of  sta- 
tion relations  BMI  (early  story  page  28). 

SUFFERS  HEART  ATTACK 

H.  LESLIE  ATLASS,  CBS  Central  Division 
vice  president,  was  recovering  Friday  from  a 
"mild"  heart  attack  in  Louisville,  where  he  and 
his  family  attended  Kentucky  State  Fair.  Mr. 
Atlass  is  expected  to  return  to  work  this  week. 

DISASTER  SERVICE 

PRAISE  from  stations  and  public  officials 
throughout  Northeastern  Pennsylvania 
directed  to  Dick  Carlson,  general  manager 
of  WCDL  Carbondale,  Pa.,  for  thought- 
ful role  in  feeding  on-the-scene  broad- 
casts from  Ohio  troop  train  wreck  to 
other  outlets.  Train  carried  troops  from 
anthracite  section. 

First  report  of  wreck  received  by 
WCDL  from  2d  Lt.  Rod  Lewis,  former 
WCDL  announcer  who  was  on  ill-fated 
train.  Lt.  Lewis  phoned  Mr.  Carlson 
early  Monday  morning  and  WCDL 
scooped  entire  nation  with  first  report. 
For  two-day  period  Mr.  Carlson  made 
available  phoned  reports  from  wreck  to 
all  stations  in  Scranton  and  Wilkes-Barre 
areas.  Bruce  Wallace,  general  manager 
of  WTNS  Coshocton,  Ohio,  cooperated  in 
feeding  disaster  news. 
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tator  whose  Washington  commentary  is  C( 
operatively  sponsored  on  more  than  300  sts 
tions,  shortly  will  resume  newspaper  columi 
He  has  signed  one-year  contract  with  Kin 
Features  Syndicate  for  column  five  days  pe 
week,  likely  to  appear  in  large  list  of  paper 
probably  including  Hearst  chain. 

WHEN  layman — notably  an  actor — gets  awar 
for  "distinguished  service  to  medicine"  that 
news.  Shortly  to  be  announced  will  be  awar 
to  Jean  Hersholt  for  his  Dr.  Christian  serie 
(CBS,  Wed.  8:30-9  p.m.)  by  District  of  Colun 
bia  Medical  Society  (an  AM  A  chapter)  1 
occur  at  annual  banquet  in  Washington  o 
Oct.  4. 

ATLANTIC  REFINING  fall  sports  schedui 
delayed  by  increasing  difficulty  in  clearing  T' 
time.  With  AM  schedule  complete  N.  \^ 
Ayer,  Philadelphia,  Atlantic  agency,  workin 
furiously  to  complete  TV  contracts  befoi 
season  deadline. 

ERWIN,  WASEY  &  Co.,  New  York,  prepa: 
ing  spot  announcement  campaign  in  Ohio  i 
start  in  October  for  Republican  party's  cand 
date  for  governor,  Dan  Elright. 

SCHWERIN  RESEARCH  CORP.,  New  Yorl 
specialists  in  qualitative  audience  reactio 
measurements,  will  expand  into  regional  radi 
and  television  service^  probably  on  West  Coas 
in  near  future. 

NEW  JERSEY  STATIONS 
OFFER  DEFENSE  HOOKUP 

NEW  JERSEY  Network,  composed  of  22  Al 
and  FM  stations  in  state,  offered  to  governc 
and  state  department  of  defense  for  emergenc 
communications,  according  to  statement  file 
with  FCC  Friday  by  New  Jersey  Broadcastei 
Assn.  indicating  approval  of  Commission's  pre 
posed  disaster  communications  service  [Broai 
CASTING,  Aug.  7].  Network,  including  noi 
NJBA  outlets,  can  be  activated  within  houi 
in  event  of  national  or  local  disasters  sue 
as  "floods,  blizzards,  earthquakes,  hurricane 
explosions  or  the  consequence  of  armed  attack. 

In  addition  to  state  network,  stations  pre 
pose  tie-in  with  local  civil  defense  plans.  Ne" 
work  to  operate  via  off-air  pickup  of  FM  sti 
tions.  Three  originating  keys  are  WTO. 
Trenton,  WAAT  Newark  and  WSNJ  Bridg< 
ton.  Alternate  network  patterns  planned  shou! 
originating  key  become  inoperative,  FCC  we 
told.  Plan  presented  to  state  by  Carl  Mar: 
WTTM  Trenton  general  manager  and  NJB 
president. 

COFFEE  BUREAU  ON  ABC 

AS  PART  of  "most  intensive"  advertisin 
campaign  in  its  history,  Pan-American  Cofff 
Bureau,  New  York,  will  continue  to  sponsc 
Edwin  C.  Hill's  The  Human  Side  of  the  Neu 
thrice-weekly  over  91  ABC  stations,  Theophi 
de  Andrade,  bureau's  president,  announce 
Friday.  Magazine,  newspaper  Sunday  suppl 
ment  and  other  advertising  will  accompar 
drive  to  promote  coffee  as  America's  favorr 
beverage. 

PAGLIARA  JOINS  WIL 

NICK  PAGLIARA,  25-year  radio  veteran  wl 
was  general  manager  of  WEW  St.  Louis  fro 
1940  until  month  ago,  joins  WIL  St.  Louis  i 
national  sales  manager.  Mr.  Pagliara  was  pr 
gram  director  of  West  Virginia  Network  fro 
1935  to  1940.  ; 

MACK  LEAVES  PEPSI-COLA 

WALTER  S.  MACK  Friday  announced  resi:! 
nation  as  chairman  of  board  of  Pepsi-Cola  C 
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Today,  farmers  and  farm  families  have 
more  spendable  dollars  than  any  other 
group  in  the  U.  S. 

There  are  many  ways  of  covering  this  rich, 
ready-to-buy  market.  But  any  v/ay  you  try 
in  WLW-land  will  cost  you  more  than  WLW. 
It's  as  simple  as  this  — 

WLW  reaches  a  greater  rural  audience  in 
WLW-land  —  at  less  cost  —  than  any  single 
medium  or  any  combination  of  media. 


Here's  why  — 

Of  all  farm  families  in  the  WLW  Merchan- 
dise-Able Area,  38.7%  listen  to  WLW 
more  often  than  to  any  other  station,* 
with  216  stations  competing. 

WLW  reaches  81.7%  of  all  rural  radio 
homes  in  four  weeks,  66.5%  in  an  average 
week.  And  the  average  rural  home  reached 
LISTENS  TO  WLW  EIGHT  HOURS  AND 
SIXTEEN  MINUTES  PER  WEEK.** 

For  further  information,  contact  any  of  the 
WLW  Sales  Offices  in 


CINCINNATI 
CHICAGO 


NEW  YORK 


HOLLYWOOD 


the  nQtien's  most  merchandise-able  station 


CROSLEY    BROADCASTING  CORPORATION 


*  People's  Advisory  Council  Survey 
**  Nielsen   Radio-  Jndex,   Feb. -March, 


IripfeTlireaf 
in  Wijinid 


This  fall  Virginia's  TV  viewers  are  seeing 

the  nation's  football  classics  via  WTVR;  its  radio 

listeners  are  hearing  them  over  WMBG  and  WCOD. 

All  three  are  Havens  and  Martin  stations,  known  since 
1926  for  complete  broadcast  service  in  the  Old  Dominion. 

In  Richmond  only  the  Havens  and  Martin  stations  provide 
broadcast  service  to  viewer  or  listener.  This  is  in  line  with 
company  policy,  with  a  record  for  radio  and  TV 
innovations  and  firsts  that  has  few  equals. 

These  First  Stations  of  Virginia  have  provided  complete 
NBC  service  to  a  faithful  audience  for  many  years. 
Whether  you're  interested  in  radio  or  TV,  ask  Blair 
about  the  stations  which  serve  Virginians. 


WMBG  AM 

WTVR  TV 

WCODrM 


Havens  and  Martin  Stations,  Richmond  20,  Va. 
John  Blair  &  Company,  National  Representatives 
Affiliates  of  National  Broadcasting  Company 
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NAB'S  TWIN  conventions  in  April — manage- 
ment and  engineering — to  be  simultaneous  in- 
stead of  sequential.  Both  slated  to  open  Mon- 
day, April  16,  with  separate  meetings  and 
joint  luncheons  likely.  NAB's  Convention 
Committee  expected  to  w^rap  up  basic  format 
in  few  weeks. 

CONFIDENTIAL  specifications  sent  by  Public 
Administrator  Ben  H.  Brown  of  Los  Angeles 
to  prospective  bidders  for  Thomas  S.  Lee 
Enterprises  Inc.,  including  Don  Lee  facilities, 
establishes  Oct.  6  closing  date.  Bids,  to  be  ac- 
companied by  5%  cash,  must  be  for  capital 
stock  with  right  reserved  to  reject.  Trans- 
action, if  any,  will  be  announced  within  10 
days  of  closing.  Bidders  understood  to  in- 
clude CBS;  Edwin  S.  Pauley,  capitalist;  Liberty 
Broadcasting  Co.;  General  Tire  &  Rubber 
(Yankee  Network),  and  group  representing 
present  management  of  Don  Lee. 

SCOTT  &  BOWNE  (Scott's  Emulsion),  Bloom- 
field,  N.  J.,  preparing  radio  spot  announcement 
campaign  in  90  cities,  located  in  smaller  mar- 
kets, starting  Nov.  12  for  20  weeks.  Agency 
is  Atherton  &  Currier,  New  York. 

SATURATION  purchase  of  $100,000  worth  of 
newscasts  on  WWDC  Washington  by  Peoples 
Drug  Stores  (story  page  58)  is  only  beginning 
of  radio-TV  campaign  by  drug  chain  through 
newly  established  William  D.  Murdock  Adv. 
Agency.  News  programs  and  TV  spots  planned 
on  other  Washington  area  stations  with 
schedules  considered  in  Richmond  and  Akron, 
where  Peoples  operates  large  retail  outlets. 
It's  expected  Peoples'  radio-TV  activities  will 
provoke  activity  among  competitive  drug 
chains. 

PABST  SALES  CO.  (Pabst  Blue  Ribbon 
Beer)  through  Warwick  &  Legler,  New  York, 
buying  approximately  50  smaller  supplement- 
ary radio  stations  in  addition  to  full  CBS 
radio  and  television  networks  to  carry  Louis- 
Charles  heavyweight  fight  on  Sept.  27.  Firm 
also  will  renew  sponsorship  of  its  Life  of  Riley 
on  NBC  starting  Oct.  6  although  specific  time 
has  not  yet  been  set. 

NAB  INVITING  group  of  nation's  top  busi- 
ness and  industrial  leaders  to  confer  on  long- 
range  economic  problems  of  broadcasting.  All- 
day  session,  slated  Oct.  16  at  Waldorf-Astoria, 
New  York,  had  originally  been  planned  for  mid- 
summer. 

AMERICAN  SUGAR  REFINING  CO.  (Dom- 
ino) which  dropped  its  spot  announcement 
campaign  in  July  because  of  shortage  scare, 
planning  to  reinstate  schedule  in  eight  markets 
in  South  and  Southwest  starting  Oct.  2.  Ted 
Bates,  New  York,  agency. 

CARTER'S  PILLS  through  Ted  Bates,  New 
York,  planning  to  extend  weekend  spot  an- 
nouncement campaign  from  end  of  September 
to  first  of  year  in  all  major  markets. 

FORD  DEALERS  in  Houston  are  buying  5, 
( Continued  on  page  9U ) 
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Sept.  25:  National  Electronics  Conference,  Edge- 
water  Beach  Hotel,  Chicago. 

Sept.  25-26:  NAB  District  11,  St.  Paul  Hotel,  St. 
Paul. 

Sept.  25-27:  Assn.  of  National  Advertisers  Con- 
vention, Drake  Hotel,  Chicago. 

Sept.  28-29:  NAB  District  10,  Chase  Hotel,  St. 
Louis. 

(Other  Upcomings  on  page  92) 

Bulletins 

AMERICAN  Bird  Products  for  26th  year  will 
broadcast  American  Bird  Warblers  on  Mutual 
network  Sunday,  1-1:15  p.m.  Contract  effective 
Oct.  22.    Weston-Barnet,  Chicago,  is  agency. 

GALVIN  DISCUSSES  'BRACKET' 
STANDARDS  WITH  FCC 

IMPOSSIBILITY  of  meeting  FCC's  deadline 
for  incorporating  "bracket  standards"  in  TV 
sets— FCC  Color  TV  Report's  alternative  to 
prompt  adoption  of  CBS  color  system  [Broad- 
casting, Sept.  4] — was  broached  by  Motorola 
President  Paul  V.  Galvin  Friday  in  90-minute 
conference  with  top  FCC  officials. 

He  reportedly  was  given  no  assurance  that 
FCC  would  brook  delay,  but  it  was  considered 
likely  that  petition  for  postponement  of  dead- 
line would  be  filed  shortly.  Though  he  ap- 
peared only  for  Motorola,  Mr.  Galvin  is  for- 
mer president  of  Radio-Television  Mfrs.  Assn.; 
is  highly  regarded  among  manufacturers,  and 
his  position  was  interpreted  as  bellwether  of 
industry. 

Mr.  Galvin  estimated  Motorola  would  need 
QV2  months  to  get  into  production  on  sets 
capable  of  tuning  only  CBS  standards  in  addi- 
tion to  present  black-and-white,  let  alone  comply 
with  FCC  report's  proposal  that  they  tune  en- 
tire bracket  range  from  15,000  to  32,000  lines 
and  50  to  150  fields  per  second.  Inclusion  of 
CBS  standards  with  manual  (not  automatic) 
switch  would  add  $35  to  present  list  price  of 
receivers,  he  estimated. 

Flanked  by  D.  E.  Nobles,  Motorola  vice  presi- 
dent in  charge  of  research  and  communications 
division,  and  E.  H.  Wavering,  vice  pi'esident 
in  charge  of  consumer  products  division,  Mr. 
Galvin  conferred  with  FCC  Chairman  Wayne 
Coy;  Comrs.  Paul  A.  Walker  and  Robert  F. 
Jones;  Chief  Engineer  Curtis  B.  Plummer,  and 
Assistant  General  Counsel  Harry  M.  Plotkin. 
Conference  was  described  as  exploratory. 

Manufacturers'  replies  to  "brackets"  pro- 
posal are  due  Friday  (Sept.  29).  Under  Color 
TV  Report,  deadline  for  commencing  to  include 
bracket  standards  on  production-line  basis — ■ 
in  order  to  hold  compatibility  problem  in  status 
quo,  thus  enabling  FCC  to  defer  final  color 
decision  pending  study  of  further  developments 
— would  fall  in  early  November. 

FIVE  FIRMS  JOIN  RTMA 

FIVE  new  members  announced  by  Radio-Tele- 
vision Mfrs.  Assn.  last  week  following  board 
meeting  (see  story  page  69).  Additions  to 
membership  list  are  Tele-Tone  Radio  Corp., 
Celco,  General  Ceramics  &  Steatite  Corp.,  Trad 
Television  Corp.  and  Wright-Zimmerman  Inc. 


WBS  SERIES  SOLD  •  World  Broadcast- 
ing System's  new  transcribed  program,  Steam- 
boat Jamboree,  with  Lanny  Ross,  sold  to  22 
local  sponsors. 

WINE  ACCOUNT  •  Wine  Corp.  of  America 
buying  ABC-TV  stations  in  score  of  markets 
for  Can  You  Top  This.     Agency,  Weiss  ( 
Geller,  Chicago. 

SPOT  RADIO  TO  GET 
$235,000  OF  CITRUS  BUDGET 

SPOT  RADIO  to  get  approximately  $235,000 
of  Florida  Citrus  Commission  1950-51  adver- 
tising budget  of  $1.5  million  (earlier  story 
page  20).  Spots  to  run  on  21  stations  in 
eight  markets  east  of  St.  Louis  between  Nov. 
18  and  May  19,  1951.  Heavy  schedule  of  12 
to  20  spots  per  week  planned,  running  15 
seconds  to  one  minute.  Agency,  J.  Walter 
Thompson  Co.,  New  York. 

TV  coverage  set  in  New  York,  Chicago  and 
Baltimore  using  four  stations.  Schedule  calls 
for  one  or  three  spots  weekly  on  each  outlet. 

Number  of  radio  stations  to  be  used  in  each 
market  set  for:  Washington,  2;  Chicago,  3; 
Baltimore,  2;  Boston,  3;  Detroit,  3;  Phila- 
delphia, 3;  Pittsburgh,  4;  Cincinnati,  1  (WLW). 
Two  New  York  television  stations  to  be  used 
and  one  each  in  Chicago  and  Baltimore. 

Copy  to  cover  orange  juice,  grapefruit  and 
tangerines,  stressing  three-way  use — fresh, 
concentrated  and  canned.  Orange  juice 
theme:  "Drink  full  glass  every  day";  grape- 
fruit, "Florida's  bracer  fruit";  tangerine, 
"Florida's  zipper-thin  fruit." 

Other  media  appropriations:  Approximately 
$500,000  for  black-and-white  and  Sunday 
supplement  in  color;  $600,000  for  national 
magazines.  Life  and  Saturday  Evening  Post 
only;  $55,000  to  trade  journals. 

CONGRESS  WINDS  UP  WORK 
PRIOR  TO  TWO-MONTH  RECESS 

COMPROMISE  tax  bill  passed  Congress  Fri-^ 
day  afternoon.  President  Truman  is  expected 
to  sign  compromise  measure  which  will  pro- 
vide $4.5  billion  to  pay  for  Korean  war  by 
boosting  taxes  for  individuals  and  corpora- 
tions. Charitable  and  educational  institutions 
also  will  have  to  pay  taxes  on  profits  they 
make  in  competitive  business  enterprises.  De- 
fense bill  also  passed  Congress  Friday. 

Meanwhile  both  houses  passed  the  $17  bil-' 
lion  emergency  appropriation  bill,  which  in- 
cludes funds  to  expand  State  Dept.'s  Voice  of 
America  operations,  but  conflicts  over  for-' 
eign  policy  matters  delayed  action.  Similarly, 
both  houses  approved  catch-all  anti-subversive 
measure  which  President  Truman  promptly 
vetoed.  Capitol  Hill  sources  forecast  Congress 
would  override  veto.  The  House  overrode 
the  veto  before  recessing  at  5:29  p.m.  Friday. 

NAMED  BY  GENERAL  FOODS 

RICHARD  M.  COMPTON,  formerly  with 
Needham,  Louis  &  Brorby,  has  been  named 
associate  sales  and  advertising  manager  in 
charge  of  grocery  specialties  for  Igleheart 
Brothers  Division  of  General  Foods,  New  York., 
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KATZ  AGENCY 


One  m 


•  ONE  station 

•  ONE  rate  card 

•  ONE  spot  on  the  dial 

•  ONE  set  of  call  letters 


50,000  WATTS 

DAYTIME 


810  kc. 


10,000  WATTS 
NIGHT 


Here's  news  for  advertisers. 

Effective  October  1,  1950,  KCMO  will  be  represented  nationally 
by  the  Katz  Agency,  Inc. 

Katz  offices  are  located  in  New  York,  Chicago,  Atlanta,  Dallas, 
Detroit,  Kansas  City,  San  Francisco  and  Los  Angeles. 

The  nearest  Katz  office  can  give  you  complete  information  on  how 
KCMO  is  consistently  gaining  listeners  in  its  coverage  of  the  Metro- 
politan areas  of  Missouri  and  Kansas  p/us  rural  Mid-America.  Ask 
the  Katz  man  for  specific  program  information  for  your  product. 


New  Naiional  Representative: 

THE    KATZ  AGENCY 


KANSAS     CITY,  MISSOURI 

Basic    ABC   Station    For  Mid-America 
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MORE  THAN 

OF 
ALL 


^  IN  CULLMAN*,  ALABAMA 
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VOTED  FOR 


SENSATIONAL  PROMOTION 
CAMPAIGN 


From  buttons  to  guns — is  breok- 
ing  traffic  records!  V 


LOW  PRICED! 

'^-Hour  Western  Adventure 
Program  .  .  .  Available:  1-2-3 
times  per  v/eek.  Transcribed 
for  local  and  regional 
sponsorship. 


^7 


•Population  (1940  Census)— 5,074 


Do  kids  love  "Cisco  Kid?" 
Klein's  Dairy  says:  "Yes!" 

...  857  kids  (Vs  of  Cullman's 
kid  population)  signed  peti- 
tions saying:  "Please  keep 
Cisco  Kid  on  the  air!  —  we  love 
Cisco  Kid!"  Says  Hudson  Millar 
WKUL  Manager:  "Cisco  Kid  is 
the  best  show  we  have  on 
the  air!" 

Write,  wire  or  phone  for  proof 
of  "Cisco  Kid's"  sensational 
performance.  See  the  factual 
presentation! 


Here's  the  Sensational 

LOW-PRICED  WESTERN 

That  Should  Be  On  Your  Station! 
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WASHINGTON  HEADQUARTERS 


SOL  TAISHOFF,    Editor  and  Publisher 

EDITORIAL:   ART  KING,  Managing  Editor;  J.  Frank 

Beatty,  Kufus  Crater,  Associate  Editors;  Fred  Fitz- 
gerald, News  Editor;  Tyler  Nourse,  Jo  Halley,  Assist- 
ants to  the  News  Editor.  STAFF:  David  Berlyn, 
Lawrence  Christopher,  Mary  Cross,  Tom  Hynes,  John 
Osbon,  Ardinelle  WlUiamson.  EDITORIAL  ASSIST- 
ANTS: Estelle  Dobschultz,  Kathryn  Ann  Jones,  Pat 
Kowalczyk,  Doris  Lord,  Wilson  D.  McCarthy,  Jean 
D.  Statz;  Gladys  L.  Hall,  Secretary  to  the  Publisher. 

BUSINESS:  MAXJRY  LONG,  Business  Manager;  Win- 
field  R.  Levi,  Assistant  Advertising  Manager;  George 
L.  Dant,  Adv.  Production  Manager;  Harry  Stevens, 
Classified  Advertising  Manager;  EHeanor  Schadi. 
Doris  Orme,  Judy  Martin;  B.  T.  Taishoff,  Treasurer; 
Irving  C.  Miller,  Auditor  and  Office  Manager; 
Eunice  Weston. 

CIRCULATION  AND  READERS'  SERVICE:  JOHN  P. 
COSGROVE,  Manager:  Elaine  Haskell,  Grace  Motta, 
Lillian  Oliver,  Allen  Riley,  Warren  Sheets. 


NEW  YORK  BUREAU 


  488  Madison  Ave.,   Zone  22, 

PLaza  5-8355;  EDITORIAL:  Edwin  H.  James,  New 
York  Editor;  Florence  Small,  Agency  Editor;  Pete 
Dickerson,  Gretchen  Groff,  Martha  Koppel. 

Bruce  Robertson,  Senior  Associate  Editor. 

ADVERTISING:  S.  J.  PAUL,  Advertising  Director; 
Eleanor  R.  Manning. 


CHICAGO  BUREAU 


.   360  N.  Michigan  Ave.,  Zone  1, 

CEntral  6-4115;  WiUiam  L.  Thompson,  Manager;  Jane 
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BROADCASTING    •  Telecastim 


This  is  CBS 


in 


the 
stars' 


And  for  the  new  season,  such  established  hits 
as  Truth  or  Consequences,  Morton  Downey.  Harold  Peary 
ioin  the  list  of  the  great  stars  already  on  CBS. 


if©!  ©1 


m 

'••el 


I 
I 


'^no  the  gteat  new  stars,  tlie  best  new  shows  will  continue 
to  come  from  the  CBS  Package  Program  operation, 

most  successful  in  all  radio. 


TO  iTWORILlHflliffl 


CI  1  K.I  r\  A  V 

oUlNUAY 

ABC             CBS             MBS  NBC 

MUinUAY 

ABC              CBS              MBS  hJBC 

TI  1  CC  n  A  V 

1  UtoLJA  T 

ABC              CBS              MBS  NBC 

ABC 

6:00  PM 

Adam  Hals 
Drew  Pearson 
(226)  R 

Rate 
Your  Mate 

Roy  Rogers 

TBA 

(Not  in  Service) 

Metro.  Lite  Ins 
Allan  Jackson 

(2J) 

Repeat  of 
Kid  Strips 

news 
Bob  Warren 

s 

(Not  in  Service 

wieiro.  Lire  ins 
)  Allan  Jackson 

(22) 

Repeat  of 
Kid  Strips 

News 
Bob  Warren 

s 

( Not  In  Service 

6:15 

Seenidil  Ui'l^- 
Mon.  Headlines 
(218)  R 

UuaKer 
Roy  Rogers 
(526) 

■  mm- 

the  World 

e 

Clem  McCarthy 
6:15-6:20  S 

YOU  m 

the  World 
5 

Clem  McCarth] 
6:15-6:20  S 

6:30 

Noritliri 
Brokenshire 
Show 

-  c-P-vriTur 

Miss  Brooks 
(152)  R 

uuaany  racKin; 
Nick  Carter 
(317) 

TBA 

Np  Network 

 SltTttire  

Serenade 

No  Network 

wkyllae 

Serenade 

e.4n  c.dc  e 
0.&U-S.49  d 

6:45 

P  &  a  liiuiy 
Lowell  Thomas 
(102)  R 

— 8UM  811  Cu. 
3-Star  Extra 
W) 

— PSaivui; 
Lowell  Thomas 
(102)  R 

— 3uii  Oil  Cll. 
3-Star  Extra 
(**J 

U 

7.00 

of  Songs 
S 

Aiher.  I'it.  Ci 
Jack  Benny 
(184)  R 

Affairs  of 
Peter  Salem 

— cir-»f  ■■■ 

Headline  Edition 
(53) 

— P  &  G  Drelt 

Beulah 
(109)  R 

 6u-ii; 

Fullon  Lewis  jr, 

(OUI) 

— Pure  Oil  Cu. 
Kaltenborn 

(ill) 

 Ctl^op  

Headline  Editioi 
(**) 

P&6Pielt 

Beulah 

/IRQ  L  D 
VI  OS)  11 

Fullon  Lewis  jr 
\ialf 

— Pure  Oil  Co. 

Harkness 

["1 

Co-op 

Headline  Edition 

(53) 

7:15 

CD  Ojl 
Elmer  Davis 
f46) 

— p-8  G  OxyMl 

Oxydol  Show 

(105)  R 

Dinner  Date 
S 

TBA 

■  -  CD-iir  ■ 

Elmer  Davis 

(45) 

P  t  G  Otyiliil 
Oxydol  Show 
(105)  R 

Dinner  Date 

TBA 

UO-tl 

Elmer  Davis 
(45) 

-r 

7.30 

Cliche  Club 

Lever-Rinso 
Amos  'n'  Andy 

Under 
Arrest 
S 

ismrs'  Mm ' 

Lone  Ranger 
(175)  R 

"CMilllill  SdU|l 
Club  15 
(155j  R 

— Bimreirrj- 

Gabrie!  Heallei 
^84) 

— Miles  Labs. 

News  of  World 

fiA<i\ 

Counter-Spy 
(274) 

CaifijiDeii  Soup 

Club  15 

RtioiforPnsrnr 

Gabriel  Heatter 

— Miles  Labs. 

News  of  World 

GmiM  Mills 
Lone  Ranger 

(1/3) 

-ci 

7:45 

t  • 

-TTTJVP.TSG-H 
Ed.  Murrow 

(161 } 

Mutual 
Newsreel 

ma  Liii. 

One  Man's  Fam. 
(147)  H  R 

A.  ;  .,  P.S.6.,  H 
Ed.  Murrow 

(161) 

Mutual 
Newsreel 

— amxmr 

One  Man's  Fam. 
(147)  H  R 

TP 

8:00 

Slop  Ihe  Music 
S 

i;o:a-i;ola 
C.  M:Carthy 

PL-...         <  1  0  J\ 

Show  (.lo4) 

Singing 
Marshal 

Inner  Sanctum 

Br6MA  SelUer 
Hollywood  Slai 

Prhniica  1  1  iOk  n 

r.1  no'jsc  i,  1  J!)/  r 

B-Bar-B 
Riders 

Railroad  Hour 
^'•') 

 Psni — 

Whileman 

r  1  Cecilia 

■  5I5TIII1J  Druz 
Mystery  Theater 
(150)  R 

COUni  Of 

Monte  Cristo 

■  iiiiPonr 

Cavalcade  ol  Am 

Dr.  1.  Q. 

(55) 

^ 

8:15 

Stop  Ihe  Musi( 
(196) 

" 

8.30 

Cllppercrali 
Slop  the  Musi( 
(171) 

— P  4  G  Tide 

Red  Skelton 
(150) 

Enchanted 
Hour 

— U.  S.  Steel 
Theatre  Guild 

General  Mulutii 
Hen.ry  Taylor 

— Uvyr-Llpiuii 
Godfrey  Talent 

QrAlltc    l^kti\  I 
dCOUIS   VI'V.^  ■ 

8:30-8:55 
Crime  Fighters 

P'le^ieiie 
Uoice  Firestone 

— eeiiileman 
of  Ihe  Press 

s 

■  e-P-PT'lhPwili 
Mr.  &  Mrs. 
North  (152)  F 

— mm — 

Detective 

s 

LuwIii-HuRe 
Baby  Snooks 

TBA 

8:45 

Uld  liold 
Stop  Ihe  Musii 
(173) 

" 

Dell  Trio 
S 

„. 

- 

9:00 

Kicha'rd  HudrlU 
Waller  Winchel 
(272) 

bleclric  tiii. 
Corliss  Archer 
(164) 

Opera 
Concert 

Martha  Lou 
Harp 

Lever-iw  ■ 

Lux  Radio 
1  neairc 

— Murder  By 

Experts 

Bell  TeleiHigne 
Telephone  Hour 
(153)  R 

Go-op 
Town  Meeting 

— Wm.Wilgley 
Lite  with  Luigi 

John  Steele 
Adventurer 

Liggett  &  Myef! 
Bob  Hope 

n53) 

Detour 

9.15 

Mnorew  jergen: 
Lauella  Parson 

(204) 

" 

Paul  Harvey 

9:30 

Cross  Roads 

Philip  mm 

Horace  Heidi 

nnoiie: 
Gabriel  Heatter 

Baym  Aiiplriii 
Am.  Album  Fam 
Music  (li4) 

■Jjtimy 

Desmond 

s 

'  War  Front- 
Home  Front 

Clite!>  Seiulie 
Band  of  Americi 
(90)  N 

Chr.  St.  Wniiiiu' 
Views  the  New 

R 

Philip  Muiiib 
Truth  or  Conse 
quences  (149) 

Mysterious 
Traveler 

 Pel  Milk 

Fibber  McGee  i 
Molly  (148) 

Manhattan 
Maharajah 

-r 

9:45 

War 
Review 

 Fine  Arts 

Quartet 

s 

" 

10:89 

Ginntr  Simms 
Show 

uarnaticn  t'o 
Costenled  Houi 
(161) 

This  Is 
Europe 

 Rca — - 

The  $64 

Question 

United- 
or  Not? 

Lvr.-Peiiiiudehi 
My  Friend  Irm 

 A.  P.  Ul  L. 

Frank  Edwards 

Night  Beat 

 Time  Pai 

Defense 

s 

TBA 

 A.P.ulL. 

Frank  Edwards 
(146) 

— Level  Biub. 
Big  Town 

(134) 

Lawrence  Welk 
(26) 

10:15 

Jimmy  Blaine 

— — 

1  Love  A 
Mystery 

« 

1  Love  A 
Mystery 

10:30 

Co-op 
Jackie  Robinson 

Undines- Win- 
nauer.Choraliers 
(149) 

■■■PlJVDIITBII- 
with 
Flute 

— mm  Me  In 

St.  Louis 
S 

Solo  & 
Soliloquy* 

— R.J.He^nulJs' 
Bob  Hawk 

(163) 

Dance 
Orchestra 

Top  Secret 
S 

Sophisticated 
Rhythm* 

Capitol 
Cloak  Room 

Dance 
Orchestra 

Blown  8  Wmin 
Peopeare  Funn< 
(166) 

On  Trial'* 

10:45 

Sokolsky 
S 

DAY  T  I  A\  E 


ABC 


SUNDAY 

CBS  MBS 


NBC 


ABC 


MONDAY 

CBS 


FRIDAY 

MBS 


NBC 


ABC 


SATURDAY 

CBS  MBS 


NBC 


ABO 


9:00  All 


Milton  Cross 
Opera  Album 


World  News 


Elder  Michaux 
Happiness  Hour 


Co-op 
World  News 
Leon  Pearson 


General  Mills 
BreaklastClub 
(212)  R 


Co-op 
News 


Co-op 
Robt.  Hurleigh 


Red  Foley 
S 


No  School 
Today 
S 


Co-op 
News 


(Ne'work  Opens 
IDA  M) 


Down  Homers 
S 


1:30 


Nation 
Vesper 
S 


9:15 


E.  Power 
S 


Wormwood 
Forest 
S 


Swift  S  Co. 
Breakfast  Club 
(127)  R 


Barnyard  Follies 
S 


Co-op 
Tell  Your 
Neighbor 


Barnyard 
Follies 
S 


1:45 


9:30 


Voice  ot  Proph 
ecy,  V  of  P  Ini 
(85) 


Dixie  4 
Quartet 


Cameos 
of  Music 
S 


Tennessee 
Jamboree 


Clevelandaires 
S 


Coffee  in 
Washington 
S 


2:00 


Around 
World 

(150)  : 


9:45 


Trinity 
Choir 


Healin?  Minis- 
try of  Chris. 
Science 


Hudson  Coa!  Co. 
D.  S  H.  Miners 
(13) 


Phiico  Corp. 
BreaklastClub 
(24) 


Garden  Gate 


2:15 


10:00 


Message  of 
Israel 
S 


Church  of  Air 
S 


Radio  Bible 
Class 
(286) 


National 
Radio  Pulpit 
S 


Sterling  Drug 
My  True  Story 
(204)  R 


Lever-Ri":o 
A.  Godl.ey 
(173)  R 


Co-op 
Cecil  Brown 

(30) 


PSG,  Welcome 
Travelers 
(142) 


Carnation 
Family  Party 
(125)  R 


Miscellaneous 
Program 
S 


Mind  Your 
Manners 


2:30 


Co-op 
Mr  Pres" 


10:15 


PMIsbury  & 
Wildroot,  Arthur 
Godfrey  (172^  R 


Faith  Our  Time 
S 


2:45 


— Cuud-Ou!j 
Refreshment 
Time.  Morion 

Downey  (176) 


10.30 


Negro  College 
Choirs 
S 


Voice  of 
Prophecy 
(281) 


Religion  in 
the  News 
S 


General  Mills 
Betty  Crocker 
(191)  R 


Gold  Seal 
Arthur  Godfrey 
(175)  R 


Say  ft  with 
Music 


Campbell  Soup' 
Double  or 
Nothing  (32) 


News 


Pel  Milk 
Mary  Lee  Taylo 
(150) 


3:00 


Hormc. 
Girls  Co-  si 


National  biscui 
Arthur  Godfrey 
(173)  R 

Liggett  K  Myers 
Arthur  Godfrey 
(184)  R 


10:45 


Church  of  Air 
S 


News  in  the 
Highlights 
S 


Serutan 
Victor 
Lindlahr  (69) 


Helen 
Hall 


3:15 


Go-op 

Behind  Ihe 
Story 

Uo-op 
G.  Healter's 
Mailbag 


Cream  ct  Whea' 
Let's  P-etend 
(154)  • 


Adventures  of 
Archie  Andrew 
S 


LIhrn  Lay. 
Lutheran  L|>< 
(190)' 


11:00 


Foreign 
Reporter 
S 


Salt  Lake  City 
Tabernacle 


Chr  stian  Ref 
Church,  Back  To 
God  (266) 


Morning 
Serenade* 


Modern 
Romances* 


Break  the  Bank 
S 


Junior 
Junction 
S 


U.  S.  Marine 
Band 


3:30 


in 


11:15 


Dawn  Bible 
Students,  Frank 
&  Ernest  (179] 


3:45 


Invitation  lo 
Learning* 
S 


N  western  u 
Review 
S 


utnini  miAi 

Grand  Slam 

(48) 


Pi'ildiAlijl  IHS 
Jack  Berch 
(139) 

Banmtt — 

David  Harum 

(58) 


At  Home 

With  Music 


Lever-Hjyve 

Junior  Miss 
(173) 


Bfown  siite 

Ed  McConnell 
(163) 


 SISJT. 

Broadcas  ' 
Co 


11:30 


Hour  of  Faith 
S 


The  UN  is 
My  Beat 


Quick  as  a  Flash 

(206) 


Bob  Poole 


Hoosier 
Hotshots 


4:00 


uamnana 
Solitair  Tim: 
(20) 


P46 

Rosemary 
(137) 


11:45 


Bob  Poole 


4:15 


Festival 
of  Music 
S 


pniiip  Morns 

Ladies  8e 
Seated  (209)* 


General  foods 

Wen^y  Warren 
(150) 

Level  Bros. 
Aunt  Jenny 

(83) 


— etrsj — 

Kate  Smith 
Speaks 


Armsiiony  Cork 

Theater  of  T'day 
(174) 


Barrlauli 

Washington 
News 


12:00  N 


People's 
Platform 


College  Choirs 


Ame'ican 
Forum  of  the 
Air  S 


No  Network 
Service 


101  Ranch  Boy 
S 


Quaker 
Man  on  Farm 


4:30 


Armour  &  Co. 

Dial  Dave 
Garroway  (142) 


12:15  Pri 


Lanny  Ross 
S 


Public  Affairs 
S 


4:45 


— Mimnt- 
Chamber  Music 


The  Biernal 
Light 


Wliitelijll 
Helen  Trent 
(166) 

Whitehall 


Ainerinn 
Farmer 

•i 


PilliUuii  M'lls 
Grand  Cen  Sla 
(153) 


U.S.  Tieasui; 
Luncheon  with 
Lopez 


12:30 


Piano 
Playhouse 


Howard  K. 
Smith 


Out  of  Service 


Miscellaneous 
Program 


Music 


Dance 
Orchestra 


5:00 


Author  Ml 
Critic!! 


— Rrarttein — 

C.  Collingwood 

(32) 


Durruj,  LI. 
Crust  Dough 
(MWF) 


Lunchien 
with  Lopez 


12:45 


Dawn  Bible 
Frank  &  Ernest 


Our  Gal  Sunday 
(161) 


5:15 


sammy  Ksye 

Sunday 
Serenade  S 


Invliailiin  to 

Music,  10-22 
N.  Y.  Phil.  Sym 


The  first 
Freedom 
S 


— e«-»p — 

Baukhage 

(92) 


PSC 

Big  Sister 
(141) 

P8  C 


 Arimur 

Stars  Over 
Hollywood  (181 


Allii-Ohalmer 
Natl.  Farm  &  K 
Hour  (165) 


1.00 


News 


Co-op 
Cedric  Foster 


Navy  Hour 


News 
S 


5:30 


Greatest 
Ever  Ttff  tt 

i 


 Co-op 

Nancy  Craig 

(It) 


Armour  &  Co. 
Garroway 

(140) 


1:15 


Organ 
Moods 


Ma  Perkins 

(145) 


Harvey 
Harding 


Jerry  S  Skye 
S 


5:45 


ipNESDAY 

f           MBS  NBC 

THURSDAY 

ABC              CBS              MBS  NBC 

FRIDAY 

ABC              CBS              MBS  NBC 

SATURDAY 

ABC              CBS             MBS  NBC 

Ins 

Repeal  of 
Kid  Strips 

News 
Bob  Warren 
S 

(Not  in  Service) 

Metro.  Lite  ins 
Allan  Jackson 

(22) 

Repeat  ot 
Kid  Strips 

News 
Lionel  RIcau 
S 

(Not  in  Service 

meiro.  uiie  ins. 
Allan  Jackson 

(22) 

Repeat  of 
Kid  Strips 

news 

Lionel  Ricau 
S 

Albert  Warner 
S 

News 
Joe  Wershba 
S 

Harmony 
Rangers 

News 

6:00  PM 

Clem  McCarthy 
6:13-6:20  S 

You  and 

the  World 
S 

Clem  McCarthy 
6:15-6:20  S 

— ;: — 

Yuu  mi 
the  World 
S 

Clem  McCarthy 
6:15-6:20  S 

Faith  of 
the  Future 

mm  Um 
Lake  Success 

s 

Herman 
HIchman 

6:15 

SKyiine 
Serenade 
6:20-6:41  S 

No  Network 

 Skyttiie  

Serenade 
6:20-6:45  S 
— 3uu  Oil  Ou. 

No  Network 

 SHyttnt — 

Serenade 
6:20-6:43  S 

Harry 
Wismer 

Saturday 
Review 

Organ  Music 

NBC  Symphony 

6:30 

3$ 

^■m■t>l^co.  ■ 

(33) 

— P&Olvuiy 

Lowell  Tliomas 
(102)  R 

3-Slar  Extra 
(32) 

— P  a  0  Ivory 

Lowell  Thomas 
(102)  R 

— raoDieit 

— Sun  Oil  Cu. — 
3-Slar  *^xtra 
(33) 

Labor- 
Management 

— mmn — 

1      1  ttflillfiT 
la-  IpCSCUCI 

(32) 

6:45 

Fulton  Lewis  jr. 
(291) 

Pure  Uil  Co. 
Kaltenborn 

(31) 

-CB-op 

HesdliiiG  Edition 

(53) 

— P  4  6  Dreli 
Beulah 
(109)  R 

Fulton  Lewis  jr. 
(291) 

PuieOil  Cu. 
-Harkness 
(29) 

 dlTTJp  

Headline  Edition 
(53) 

Beulah 
(109)  R 

Fullon  Lewis  jr. 

(291) 

Puie  Oil  Cu. 
Kaltenborn 

(29) 

Yours  Truly 
Johnny  Dollar 

Al  Heifer 

7:00 

dI 

Dinner  Date 

TBA 

■  ■  -cn-si) 

Elmer  D3vis 
(46) 

P  4  6  OKVIIOl 
Oxydo!  Show 
(105)  R 

Dinner  Date 

TBA 

Cff-Tlp-  - 

Elmer  Davis 
(46) 

Pg  Q  OxyJiil 
Oxydol  Show 

(10j)R 

Dinner  Date 

TBA 

Co-op 
Bert  Andrews 

Twin  Views 

7:15 

IP 

Beltone 
Gabriel  Healler 

Miles  Laos. 
Npwq  nf  World 
(149) 

Counler-Spy 
(274) 

"Cantimeirsiiup 

Club  15 
(ISS)  R 

— Amural  ?m. 
Gabriel  Heatter 

(27) 

— MIIH!.  LdUi.. 
News  of  World 
(149) 

OiiMiilJl  MilU 
Lone  Ranger 
(175) 

Ojuipbell  8uup 
Clui:  15 
(155)  R 

Murine 
Gabriel  Heatter 

— Mlhi!;  Labs:. 
News  of  World 
(149) 

Buzz 
Adiam 

R  J.  Reyneidi 

Vsughn  Monroe 
(164) 

■  camsay  Ot  - 

7:30-7:55 

Joe  DI  Maggto 
Show 

s 

7:30 

IT 

Mutual 
News.eel 

Miles  Labs. 
One  Man's  Fam. 
(147)  HR 

A.U.,  H. 
Ed.  Murrow 
(161) 

Mutual 
News^eel 

' — Miiii!i  Labs. 

One  Man's  Fam. 
(147)  H  R 

A.O.,  P.SQ..  H. 
Ed.  Murrow 

(161) 

Mutual 
Newsreel 

1 — BjiidsLjud — 

Miles  Labs. 
One  Man's  Fam. 
(147)  H  R 

unamoeriain 
Brown 

7:55-8  S 

7:45 

ine  niaaen 
TruUi 
S 

■  Schlilz 
Halls  of  ivy 
(163) 

Screen  Guild 
Players 

■  p  &  G  cava 

F.B.I. 

(149)  R 

1  CatttnrntT 

Caravan 
S 

— Qw.  Fuuds 
Aldrich  Family 
(151) 

Fal  Man 
(136)  R 

Suiigs  

lor 
Sale 

U.S.A. 
S 

Cloak  8  Dagger 
S 

•Sireat  the 

Moon 
S 

— mm — 

Gene  Autry 
(170) 

Honson  Meiai 
20  Questions 
(501) 

Dance 
Bands 

s 

8:00 

Qtn.  Foodi 

Cauilable  Lilt 

8:15 

International 
Airport 

— -Knti — 

Gildcrslecvc 
(149) 

 Whilelidll 

Mr.  Keen 
(151)  R 

— Pdl  Blades 
Rod  &  Gun  Club 

(133)* 

Father  Knows 
Best  (161) 

This  Your  FBI 
(221)  R 

^( 

Music 

TBA 

Marry-Go- 
Round 

Qeii.  Fuuds 
Hopalong  Cas- 
sidy  (140)  R 

Take  A 
Number 

8:30 

"  ♦ 

i<  * 

8:45 

- 

2,000  Plus 
S 

uestit  CM 

You  Bet  Your 
Lite  (166) 

cm  SUM  Ofia 

Amateur  Hour 
(173) 

ElBlltllC  AUtU- 

Lite,  Suspense 
(176) 

 LiiiiuiicK — 

Show 
S 

L  a  M  ralima 
Dragnet 
(145)  R 

 Hiim  

Ozzie  &  Harrie 

(207) 

Up  lor  ' 
Parole 

 Air  Ferte — 

Hour 
S 

Dimension  "X" 

What  Makes 
You  Tick 

— Qeu.  FuuJ^ 
Gangbusters 
(bO)  R 

Hawaii  Calls 

RuKr.  Tolr.  Co. 
Your  Hit  Parade 
(167)  R 

9:00 

Pat.  0.  Bern 

— Bnadwoy'a — • 

Winecnl 

9:15 

Family  Theatre 
S 

Brl'jlul  Mytn 

Dis<.  Attorniiy 
(166) 

 Lae  Hdti, — ' 

— Pliilip  Muiiit 
Crime  Photo;. 
(150) 

Reporter's 
Round-up 

— Gull  lletinin; 
We  the  People 
(115) 

The  ShcriH 
(191) 

My  Beat 
S 

Lopez 
Show 

Jack  Lait 
Confidentiat 

Can  You 
Top  This 

— Dm.  fooUi 
My  Favorite 
Husband  (1]4) 

 LuMibdidu — 

USA 
S 

 C-P-P  Cu. 

Dennis  Day 
(145) 

9:30 

Robert 
Montgomery 

Oh.OparkPlug 
Roll  Call 
(215) 

A.  r.  el  L. 

9:45 

— a.  f.  81 L. 

Frsnk  Edwsrds 
(146) 

flffi.  eig.  &  eig 

The  Bi'  Story 
(172) 

Hollywood 
By  Line 

 HjII  BIU!.. 

Hallmark 
Playhouse  (159) 

 fl.F.gL. 

Frank  Edwards 
(146) 

Cass  Daly  Show 

Steel  Pier 

— Phillips  Pelre. 
Rex  Allen  Show 
(63) 

Frank  Edwards 
(146) 

 P«W  

Life  of  Riley 
(152) 

Saturday  at 
Shamrock 

— Cditei  Piud. 
Sing  !t  Again 
(135) 
 Ludtn'i — 

Chicago  Theatre 
of  the  Air 
S 

— e-p-p  Co. 

Judy  Canovi 
(145) 

10:00 

1  Love  A 
Mystery 

1  Love  A 

ni jdici J 

„ 

« 

1  Love  A 
Mystery 

Gel.  Palm.  Peel 

S'ng  it  Again 
11-4  (ISI) 

10:15 

^ — Bame  

Orchestra 
S 

 Rrotl  

Rich.  Diamond 
(166) 

Rex  Maupin* 

One  Nation 
Indivisible 

Dance 
Orchestra 

 Prestnlin; 

Chas.  Boyer 
S 

Claremont* 

Dance 
Orchestra 

Uance 
Orchestra 

Sports  Newsree 
(76) 

Dixieland 
Jam-Bake 

— Sleiliug  Diug 
Sing  II  Again 
(140) 

R.J.Reyiiulili; 
Grand  Ole  Opry 

(159) 

10:30 

- 

Pro  S  Con 
S 

10:45 

Invitatioi 
#1  Music 
_  N.  Y.  Phil 
fiupliuiiy 


SUNDAY 

CBS  MBS 


NBC 


^nes-Witt- 
uer  Sym 
etie  (146: 


Escape 


Believe 
own 


Lutheran 

Hour 
(Lutheran) 


Music 
wit'i 
Trendler 


Go-op 

Bill  Cunn!!;ghaRi 
(55) 


i/eleran  Wants 
to  Know 


Bobby  Benson 


General  Foods 
Juvenile  Jury 


!irn  Your 
, Vacation 


bdoi-wip 
ley  Digest 
'(175) 


Music 
;    lor  You 

t 

mday  ftl 

he  Chase 


TBA 


U.G. Tibacte 
Wm  Gargan 
Private  Inveslgr 
(380) 


Grove  Labs(4:0 
The  Shadow 


Williduisui 
True  Detective 
Mysteries  (472) 


U  of  Chicago 
Round  Table 
S 


The  Catholic 
Hour 


Voices 
S  Events 


The  Truitts 
S 


Miles  Labs. 
Quiz  Kids 
(161) 


"  Krall 
The  Falcon 
(149) 


^huiion 
High  Adventure 
Start:  9  24 


The  Big  Guy 
S 


WilJiiiut  Co. 
1  0/24 
(166) 


MONDAY  -  FRIDAY 

ABC  CBS  MBS  NBC 


(Not  in  Service 


Co-op 
Art  Baker's 
Notebook 


Co-op 
Welcome  to 
Hollywood 


Serutan 
John  B. 
Kennedy 


Peace  of  Mind 


Chance  o!  a 
Lifetime 
(221) 


Hannibal 
Cobb* 


Talk  Back 


Surprise 
Package 
(68) 


surprise 
Package 


Conv.  with 
Casey 


Ted  Malone 
S 


Waitin'  for 
Wakeley 


(See  Footnotes] 


P&G 

Dr.  Malone 
(139) 


PSG 

Guidin;  Light 
(144) 


Gen.  Fds.-Jello 
Mrs.  Burton  (68 
Quaker  (34) 


P&G 
Perry  Mason 
(147) 


Ton!  Co. 
Nora  Drake 
(158) 


PSG 

Brighter  Day 
(106) 


Babbitt,  Nona 
From  Nowhere 
(144) 


Miles  Labs. 
Hilltoo  House 
(139) 

Pillsbury 
House  Party 
(151)* 


Music 


Bands 
For 
Bonds 


Co-op 
Ladies  Fair 


Miles  Labs. 
Queen  lor  A 
Day  (431) 


Bob  Poole 
Show 


Ud.-Palm.-Peel 
Strike  It  Rich 
(38)  R 


Treasury 
Bandstand 


4:55-5  News 


 — 

The  Chicagoan 

Thur.-F-i. 
St.  Louis  Mat. 


Top  Tune 
Time 


— Miles  Labs. 
Curl  Massey 
Time  (141)  R 


Miscellaneous 
Programs 


B&D 

Chuiklewagon 


Ktlla;; 
Mark  Trail 
M-W-F 


Naiianal  Biscuit 

Tu.-Th.' 
S.  Arrow  (343) 


— Derby 
Sky  King 
Tu-Th 


Co-op  News 
George  Hicks 
S 


Manhattan  Soai 
We  Love  and 
Learn  (162) 


Campbell  Soup 

Double  or 
Nothing  (132) 


General  Mills 
Live  Like  A 
Millionaire  (74) 


P&G 

Life-Beautiful 
(152) 


— fTS— 
Road  of  Life 
(152) 

— ¥inr~ 

Pepper  Young 

(155) 


— fi& 

Right  to  Happi 
ness  (152) 


biering  urug 
Backstage  Wife 
(146) 


!>ieriine  Diuti 
Stella  Dallas 
(146) 


— rsTS — 

Lorenzo  Jones 
(144) 


Merlin;  om 

Y.  Widder 
Brown  (146^ 


■Oe  'eid!  Fuudi 
When  Girl 
Marries  (83) 


Qeueijl  Foods 
Portia  Faces 
Life  (92) 


Wfiitehall 
Just  Plain  Bill 
(61) 


Whitehall 
Frojit  Page 
Farrei  (60) 


ABC 


SATURDAY 

CBS  MBS 


NBC 


Gridiron  Frolic: 
S 


Sylvania 
Electric 
Football 


Tea  & 

Crumpets 
S 


Club  Aluminum 
Club  Time 


Toni  Co. 
Give  and  Take 

(150) 


Hormel  8  Co 
Music  with  H. 
Girls  (98) 


R.J.Reynolds 
Tobacco  Co. 


Football 
Round-up 
(170) 


Dance 
Orchestra 


Barn  Dance 
S 


Co-op 
Football 


Caribbean 
Crossroads 


Sports 
Parade 


True  or 
False 


Ben  Pc:':;!( 
Show 


Coast  Guard 
Cadets  on 
Parade 


Voices  Down 
the  Wind 


U.S.  Army 
Band 
S 


Football  Ganre 


Pohst 


Sportscast 
(150) 


Explanatory:  Listings  in  order:  Sponsor, 
name  of  program,  number  of  stations;  S  sus- 
taining; R  rebroadcast  west  coast;  TBA  to  be 
announced.   Time  is  EDT. 


AI5C 

11-11:30  AM  Tues.  and  Tiiurs.,  Modern  Ro- 
mances, Norwich  Pharmacal. 
12:25-12:30  PM  Mon.-Fri..  Tcui  on  225  stations. 
3:30-3:35  PM  Mon.-Fri.,  Philip  Morris,  Walter 
Kiernan's  One  Man  s  Opinion,  200  stations. 
5:30-6  PM  Mon.  &  Fri.,  Space  Patrol. 

Thur..  Superman. 
Black  Hawk. 
F,  American  Bal 

r,-2  .-t-.tions. 

IJrug.  Edwin  C.  Hill. 


5:30-6  PM  Tues., 
j:30-6  PM  Wed. 
;30-3  PM  M-W 
l.one  Rnngei 
'10.30-10:35  M-F 


1-11:05  AM  Sat..  Seeniaii  Bros,,  Bill  Shadel 
Neivs,  no  stations. 

[:30-35  AM  Sun.,  Animal  Foundation  Inc.. 
Bill  SliHdel  News. 

):55-4  PM  M  F.,  also  Sat  12:55-1  PM,  Pills- 
bury  Mill:-:  Inc..  Cedric  Adam.s,  153  stations. 


8:55-9  PM  Mon.-B'ri., 
Johns-Manville.  3 
:30-6    PM  M-w-r 
Quaker. 


B). 


t-n.la  AM  Mor,,-r 
Co.,  25  stations. 
-8:15    AM  f 

SkcUy  Oil 
:30- 10:45  AM. 
Mills.  12  slLiti,:.., 

-11:15  AM.  Sun.. 

Starch.  srl:r  .-f 

11:20-11 :3< 

Quartt 


Sfdlember  2y 


■<  Drier,  Skelly  Oil 
Farming  Business, 
CalTinney.  Generr.I 
Starch  1 


STING 

Rodlo  ond  TtltvUten 

ASTING 

Copyright  1950 


W.VA. 


An  empire  built  by  WCAU  Radio 

On  the  eastern  seaboard  of  the  United  States  WCAU  has 
built  a  rich  and  prosperous  empire  of  listeners — more  than 
S}/2  million  of  the  wealthiest  people  in  the  world*.  Their 
per  family  income  is  16  per  cent  higher  than  the  nation's 
average;  their  effective  buying  is  greater  than  that  of  any 
one  of  39  states  and  the  District  of  Columbia**. 


With  50,000  watts  surging  out  in  all  directions  beyond 
Philadelphia's  city  limits,  and  reaching  into  56  counties  in 


4  states,  WCAU  has  created  an  empire  of  buyers.  They  are 
by  far  the  largest,  most  constant  group  of  listeners  any- 
where in  Philadelphia  radio.  And  it  is  a  simple  matter  to 
contact  the  subjects  of  this  wealthy  kingdom. 

To  reach  the  prosperous  and  responsive  folk  of  this 
airwave  empire,  contact  the  builder  of  this  listening  mon- 
archy— WCAU.  For  reservations,  call  us  or  Radio  Sales. 

*  BMB    **  Survey  of  Buying  Power 


WCAXJ 


CBS  affiliate— 50,000  uatts 

The  Philadelphia  Bulletin  Station 

Represented  by  Radio  Sales 
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BROADCASTING 


Telecasting 


SPORTS 
NEWS 
MUSIC 
DRAMA 
CIVIC 

COMMUNITY 
INTEREST 
PROGRAMS 


mi 


neiD  business 


H 


ABITANT  SOUP  Co.,  Manchester,  N.  H.,  to  Chambers  &  Wiswell, 
Boston.    Radio-TV  to  be  used. 


PARKER  PEN  Co.,  Janesville,  Wis.  (Flaminaire  lighter),  expected  to 
decide  within  week  if  radio-TV  to  be  used  in  projected  $160,000  Christ- 
mas campaign.  Agency:  Tatham-Laird,  Chicago.  Account  executive: 
V.  T.  MERTZ. 

ASSOCIATED  ENTERPRISES  OF  LOS  ANGELES  appoints  Manhattan 
Adv.,  N.  Y.,  for  its  eastern  TV  campaign. 

HECHT  Bros.,  Washington;  MAY,  STERN  Co.,  Pittsburgh;  L.  FISH 
FURNITURE  CHAIN,  Chicago,  name  Franklin,  Bertin  &  Tragerman 
Inc.,  N.  Y.,  for  TV  promotion.  Norman  Gladney,  account  executive,  is 
buying  full-hour  shows  for  stores. 

NESTLE  CO.  (Nestea)  to  Needham  &  Grohmann  Inc.,  N.  Y.  JOHN 
M.  HANDLEY  is  account  executive. 

FRUZOLA  Co.,  Salt  Lake  City  (Peek-Ade,  Lik-M-Ade,  Fruzola),  to 
Ross  Jurney  &  Assoc.,  same  city.    Radio  will  be  used. 

JOSEPH  WIESNER  ORIGINALS  Inc.,  N.  Y.  (costume  jewelry),  ap- 
points E.  T.  Howard  Co.,  N.  Y.,  to  direct  advertising.   Radio  will  be  used. 

WM.  WRIGLEY  Jr.  Co.  Ltd.,  Toronto  (Spearmint  and  Doublemint  gum), 
renews  twice  weekly  half-hour  transcribed  program,  Cisco  Kid,  Frederic 
W.  Ziv  package,  on  30  Canadian  stations.  Agency:  J.  Walter  Thompson 
Co.,  Toronto. 


A/atwotk  -ficcounti 


DAWN  BIBLE  STUDENTS  Assn.  Oct.  15  starts  Frank  and  Ernest, 
MBS,  Sun.,  12:45-1  p.m.    Agency:  Gleason  &  Co.,  Riverside,  Calif. 

BORDEN  CO.,  N.  Y.,  to  sponsor  Peter  Lind  Hayes  and  Mary  Healey  on 
CBS-TV,  three  times  weekly,  11-11:15  p.m.  Starting  date  and  number 
of  stations  not  yet  determined.    Agency:  Kenyon  &  Eckhardt,  N.  Y. 

FLETCHER  OIL  Co.,  Boise  (Veltex  service  stations),  Sept.  30  starts 
for  seven  weeks  Football  Game  of  the  Week,  on  five  ABC  Idaho  stations, 
KGEM  Boise,  KBIO  Burley,  KIFI  Idaho  Falls,  KEIO  Pocatello,  KLIX 
Twin  Falls,  Sat.,  12  n.-3  p.m.,  MST.  Agency:  Cline  Adv.  Service,  Boise. 

BU-TAY  PRODUCTS  Inc.,  L.A.  (Raindrops  water  softener  and  cleaner), 
starts  CBS  News  Room,  Sunday  Desk,  giving  review  of  week's  news,  on  13 
Columbia  Pacific  Network  stations,  Sun.,  5:30-6  p.m.,  PDT,  for  52  weeks. 
Agency:  Glasser-Gailey,  L.  A. 

BILLY  GRAHAM  EVANGELISTIC  FOUNDATION  buys  half-hour  on 
ABC,  Sun.,  from  Nov.  5  for  52  weeks.  Mr.  Graham  will  deliver  sermons, 
backed  by  choir  and  soloist.  Aired  at  1  p.m.  CST,  2  p.m.  EST,  12  n. 
MST  and  3:30  p.m.  PST.  Agency:  Walter  F.  Bennett  &  Co.,  Chicago. 

GENERAL  FOODS  Corp.,  N.  Y.  (cereals),  Sept.  30  shifts  transcribed 
Hopalong  Cassidy  from  MBS  to  CBS,  Sat.,  8:30-9  p.m.,  EST;  delayed 
West  Coast  repeat,  Sat.,  9-9:30  p.m.,  PST.  Agency:  Young  &  Rubicam 
N.  Y. 

CANADIAN  WESTINGHOUSE  Co.  Ltd.,  Hamilton  (electrical  appli- 
ances), on  Oct.  1  renews  for  26  weeks  Don  Wright  Chorus  originating  at 
CFPL  London,  Ont.,  on  42  Dominion  network  stations.  Sun.,  10:30-11  p.m. 
Agency:  S.  W.  Caldwell  Ltd.,  Toronto. 


SIFTON  FRIEDMAN  appointed  director  of  advertising  Benrus  Watch 
[Co.,  N.  Y. 

BROADCASTING     •  Telecasting 


We  had  some  other  copy  in  here  originally.  It 
told  about  additional  power  . . .  spreading  cov- 
erage . . .  how  we  are  on  the  air  20  hours  a  day, 
etc.,  but  of  more  importance  at  the  moment  is  this: 

Effective  October  1,  1950 
Station  WTTS  becomes  an  Affiliate  of 


THE 


WTTS 


SARKES  TARZIAN  STATIONS 


WTTV 


BLOOMINGTON 
INDIANA 


Represented  Nationally  by 
ROBERT  MEEKER  ASSOCIATES,  INC. 

New  York    •    Philadelphia    •    Chicago    •    San  Francisco 
Los  Angeles  (Tracy  Moore) 
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When  you're  making  out  that  schedule  for  the 
Southwest  don't  overlook  this  sales-winning  pair  of  CBS 
stations.  For  availabilities  and  rates,  write,  phone  or 
wire  our  representatives. 

National  Representatives 

JOHN  BLAjR  &  CO. 
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agency 


THOMAS  K.  DENTON  rejoins  Dancer-Fitzgerald-Sample,  Chicago 
as  vice  president  and  account  executive.    Was  with  Casler,  Hemp- 
stead &  Hanford,  Rochester,  N.  Y.    JOSEPH  G.  BUMGARNER 
added  to  account  staff  to  handle  Consolidated  Products  Co.  account. 

PHYLLIS  DUSKIN,  vice  president  Shop-By-Television  Inc.,  to  Ray- 
Hirsch  Co.,  N.  Y.,  as  director  of  radio-TV. 

JOHN  H.  PINTO,  Music  Corp.  of  America,  and  Mrs.  ADRIAN  BRYAN 
KUHN,  copy  chief  Norman  D.  Waters  &  Assoc.,  N.  Y.,  to  radio-TV  copy 
department  Cecil  &  Presbrey  Inc.,  N.  Y. 

WILLIAM  L.  WERNICKE,  director  of  TV  Stanley-Neal  Productions, 
N.  Y.  and  Hollywood,  to  Morey,  Humm  &  Johnstone,  N.  Y.,  as  TV  di 
rector. 

C.  L.  MacNELLY,  Pedlar  &  Ryan,  N.  Y.,.to  Ted  Bates  &  Co.,  N.  Y.,  as 
account  executive. 

ROY  WINSOR,  freelance  writer  and  producer  in  Chicago,  to  Biov 


on  all  accounts 


SCOTTY  KECK  reports  he 
hasn't  been  on  skates  since  his 
days  as  hockey  manager  at 
Penn  State,  but  he  certainly  has 
needed  fast  rolling  wheels  ever 
since  he  became  radio  and  television 
director  of  Henri,  Hurst  &  Mc- 
Donald Inc.,  Chicago,  last  January. 

John  Scott  Keck  (he  dropped  the 
John  in  college)  heads  a  depart- 
ment responsible  for  the  far-flung 
radio  and  television  activities  of 
the  Chicago  agency.  Working  with 
networks  and  indi- 
vidual stations,  he 
supervises  shows 
ranging  from  the 
nationwide  broad- 
cast and  local  tele- 
cast of  the  Indian- 
apolis Speedway 
race,  for  Perfect 
Circle  piston  rings, 
to  programs  selling 
shoes  and  candy  to 
youngsters,  food  and 
furniture  to  house- 
wives. 

Scotty  keeps  close 
tab  on  three-to-five 
spots  weekly  on  150 
stations  for  Ballard 
&  Ballard  (miller), 
Kroehler  Furniture's 
use  of  radio  and  tele- 
vision, Skelly  Oil's 
news  on  28  Midwest 
NBC-AM  stations.  Chuckles' 
5  Ranch  on  Chicago  TV  and 
ticipation  in  four  other  TV  mar- 
kets for  the  Fred  W.  Amend  Co., 
and  television  activities  for  three 
divisions  of  the  International  Shoe 
Co.— Red  Goose,  Weatherbird  and 
Poll-Parrot.  Red  Goose  sponsors 
Movies  for  Kids  Saturday  morning 


SCOTTY 

Bar- 
par- 


in  nine  markets,  and  plans  to  adc 
more;  Weatherbird  has  alternate 
week  half-hours  of  Super  Circia 
on  ABC-TV,  and  Poll-Parrot,  £ 
quarter-hour  of  Howdy  Doody  oi 
NBC-TV. 

Scotty  has  been  in  radio  anc 
television  more  years  than  he  care; 
to  tell,  and  went  to  Henri,  Hurst  & 
McDonald  from  NBC.  "Televisioi 
holds  today's  top  in  entertainment 
educational  and  selling  potentials,' 
he  says,  "for  it  offer; 
dynamic  proof  of  th( 
old  axiom  'seeing  i;' 
believing.'"  A: 
proof,  he  offers  the 
statistics  that  il 
quarter-hour  o: 
Howdy  Doody  weekl; 
sent  850,000  young 
sters  to  Poll-Parro- 
dealers  in  the  firs 
12  weeks,  and  ove 
two  million  in  th^ 
39-week  period. 

Scotty  was  set  oi 
getting  into  radio  be 
fore  he  was  gradu 
ated  from  P  e  n  i 
State.  All  during  col 
lege  he  spent  sum 
mers  and  holidays  a 
work  as  a  teller  o 
bank  clerk  ii 
Greensburg,  Pa.,  hi 
hometown  and  birthplace.  Inteij 
ested  in  dramatics  from  his  fres' 
man  year,  he  kept  banking,  ho 
ever,  "as  a  sort  of  insurance  policy 
and  majored  in  speech  and  drama 
ics,  economics  and  commerce, 
was  a  Delta,  Tau  Delta. 
He  dropped  the  "policy"  afte| 
(Continued  on  page  8i) 
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I  Agency,  N.  Y.,  in  executive  supervisory  capacity  in  TV  department. 
Currently  producer  of  Sky  Khig  on  MBS  and  A  Day  in  the  Life  of  Cliff 
Norton,  NBC-TV,  he  became  freelancer  three  years  ago  when  he  resigned 
as  radio  director  Dancer-Fitzgerald-Sample. 

PHILIP  A.  YOUNG,  copy  chief  radio-TV  department  N.  W.  Ayer  &  Son, 
N.  Y.,  for  past  14  years,  to  Calkins  &  Holden,  Carlock,  McClinton  & 
Smith,  N.  Y.,  as  copy  v^^riter.  JOHN  M.  CALDWELL,  copy  supervisor, 
succeeds  him  as  N.  W.  Ayer  copy  chief,  effective  Oct.  2. 

WALTER  F.  WIENER  joins  public  relations  and  publicity  department 
Young  &  Rubicam,  N.  Y.  Was  consultant  to  private  clients  and  govern- 
ment agencies,  including  ECA. 

ESTELLE  MENDELSOHN,  Hewitt,  Ogilvy,  Benson  &  Mather,  N.  Y.,  to 
Dancer-Fitzgerald-Sample,  same  city,  as  member  of  copywriting  staff. 

KENNETH  D.  TWYMAN,  director  of  sales  and  advertising  Red  Top 
Brewing  Co.,  Cincinnati,  to  director  brewery  and  beverage  division  Ruth- 
rauff  &  Ryan,  N.  Y. 

BARNEY  CAPEHART,  independent  public  relations  counsel  in  Chicago, 
N.  Y.  and  Washington,  to  Ruthrauff  &  Ryan,  Chicago,  as  director  of 
public  relations. 

WOODRUM,  CARNEY  &  STAFF  Ltd.  incorporated  in  Honolulu  from 
Woodrum  &  Peterson.  DONALD  WOODRUM  is  president;  KEN 
CARNEY,  vice  president  KHON  Honolulu,  vice  president,  general  man- 
ager and  treasurer;  MEYER  CUMMINS,  secretary  and  art  director. 
Mr.  Woodrum  called  to  active  duty  as  Lt.  Comdr.  Naval  Reserve.  Offices 
at  1160  Bishop  St. 

BETTY  ANN  HUDSON,  media  and  publicity  director  Charles  Ross  Adv., 
L.  A.,  resigns  to  go  into  freelance  publicity. 

LYSBETH  TEE  BLANKENSHIP,  William  Esty  Co.,  to  copywriting  staff 
Dancer-Fitzgerald-Sample,  N.  Y. 

TED  ROGERS,  CBS  Hollywood  production  staff,  to  Dancer-Fitzgerald- 
Sample  Inc.,  same  city,  as  assistant  to  AI  Kabaker,  vice  president  in 
charge  of  Hollywood  office. 

JEROME  N.  GLOGEAU,  vice  president  Malcolm  Adv.,  N.  Y.,  resigns. 

MARTIN  W.  JACOBSON,  account  executive  General  Outdoor  Adv.  Inc., 
N.  Y.,  to  vice  president  Moss  Assoc.,  N.  Y. 

DONALD  G.  CUTLER,  Burke  Dowling  Adams  Inc.,  Montclair,  N.  J.,  to 
Chas.  Dallas  Reach  Co.,  Newark,  as  account  executive. 

JACK  VAUGHN  Adv.,  BuAank,  Calif.,  moves  to  larger  offices  at  3100 
W.  Magnolia,  Burbank,  to  accommodate  new  TV  production  unit.  ED 
MARSETT,  KTTV  (TV)  Hollywood,  to  agency  in  charge  of  TV  pro- 
duction. 


J.  WALTER  THOMPSON,  Chicago,  moves  publicity  and  public  relations 
offices  from  619  N.  Michigan  Ave.  to  Wrigley  Bldg.,  400  N.  Michigan  Ave. 

LOS  ANGELES  ADVERTISING  WOMEN  will  hold  annual  "Press 
Night"  dinner  Sept.  28  at  Biltmore  Hotel,  L.  A. 

WADE  Adv.,  L.  A.,  moves  from  411  W.  5th  St.,  to  6223  Selma,  Holly- 
wood.   Phone:  Hillside  7457. 

ARTHUR  G.  RIPPEY  &  Co.,  Denver,  to  membership  American  Assn. 
Adv.  Agencies  Inc. 
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uffalo's 
no  problem: 
ifs  still 
WBEN 


There  aren't  any  presentations 
on  WBEN  sports  on  your  desk 
because  all  12  of  Ralph  Hubbell's 
weekly  shows  have  been 
sold  out  for  years. 

You  don't  hear  much  about 
news  availabilities  on  WBEN, 
because  nearly  all  46  news 
programs  have  been  sponsored 
year  in,  year  out, 
by  the  same  advertisers. 

When  you  want  a  job  done, 
use  a  successful  station  to  do  it. 
You  can  join  the  good  company 
on  WBEN.    Petry  has  an 
availability  list.    Call  him 
and  see  for  yourself. 


NBC  BASIC 


BUFFALO 
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Here's  something  special  in 
the  way  of  a  Saturday  after- 
noon spot  availability!  Johnny 
Batchelder,  popular  Washington 
personality,  MC's  this  two  hour 
session  of  tunes,  scores  and  easy 
chatter. 

Nationwide  score  reports  and 
grid  highlights  will  provide 
Washington  area  listeners  a 
quarter-by-quarter  score  board. 

The  melting  pot  composition 
of  Washington  area  listeners 
will  also  be  interested  in  actual 
play-by-play  reports  from  NBC's 
regular  Saturday  coverage. 

"Batchelder's  Quarters"  got 
underway  this  past  week-end. 
From  all  indications  this  special 
sports  service,  backed  by  good 
music  and  a  name  in  Washing- 
ton radio,  will  be  one  of  our 
best  salesmen  for  you.  Ask  WRC 
about  "Batchelder's  Quarters". 
It's  designed  to  entertain  and 
SELL! 


EVERY  SATURDAY 
3:00-5:00  PM 


IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 


FIRST  m  WASHINGTON 


0  Watts  .  m  KC 


feature  of  the  lueeh 


WARD  Johnstown,  Pa.,  is  plan- 
ning a  "Mrs.  America  Week"  to 
welcome  home  the  station's  favor- 
ite adopted  daughter — petite  and 
blonde  Betty  McAllister,  mother  of 
two  children. 

The  winner  of  the  national  "Mrs. 
America"  contest  finals  on  Sept.  10 
at  Asbury  Park,  N.  J.,  was  spon- 
sored by  WARD  as  "Mrs.  Johns- 
town." Prior  to  her  Asbury  Park 
triumph,  Mrs.  McAllister  had  re- 
ceived a  $1,000  jackpot  of  -prizes 
in  her  home  city.  As  the  title- 
holder,  the  housewife,  who  won 
her  first  contest  entered,  was 
awarded  merchandise  valued  at 
more  than  $6,000  and  will  debut  on 
radio-TV  network  shows  among 
her  scheduled  appearances. 

Second  Year  in  Finals 

This  is  the  second  year  that 
WARD  has  sent  an  entry  to  the 
finals.  The  station  is  preparing  a 
homecoming  which  will  include 
special  radio  salutes,  public  ap- 
pearances and  a  tie-up  with  Johns- 
town's    sesquicentennial  celebra- 


"Mrs.  America"  wins  local  awards 
presented     by     Joe  Cavanaugh, 
WARD. 

*    *  * 

tion.  On  the  eve  of  her  triumph, 
the  new  "Mrs.  America"  was  inter- 
viewed by  ward's  newscaster  on 
long-distance  telephone.  The  10- 
minute  talk  was  broadcast.  The 
winning  beauty  is  the  wife  of  Wil- 
liam W.  McAllister,  advertising 
manager,  Goenner  Brewing  Co. 


strictly  business 


Mr.  VENARD 

LLOYD    GEORGE  VENARD, 
vice  president  of  The  Taylor 
Co.,    station  representative, 
New  York,  was  born  in  Missouri 
and  bred  in  salesmanship. 

He  repeatedly  has  been  referred 
to  as  the  "salesman's  salesman," 
and  that  appellation  expresses  not 
only  his  gifts  as  creative  seller 
but  also  his  unrivalled  loyalty  and 
feeling  for  the  members  of  his 
craft. 

"Lloyd    doesn't   just   help  you 


when  you're  down,"  explained  one 
of  the  recipients  of  his  kindness, 
"he  sells  you  on  the  idea  that  you're 
helping  him  by  letting  him  find  you 
a  job." 

But  beyond  his  reputation  as  un- 
licensed Samaritan,  Mr.  Venard  is 
conceded  to  be  an  industry  author- 
ity in  another  and  somewhat  un- 
related field:  Women.  He  is  an 
adroit  creator  of  women's  per- 
sonality shows  in  radio,  and  con- 
tinually is  being  called  upon  to 
speak  on  the  subject  before  industry 
groups. 

His  First  Job 

Educated  at  the  U.  of  Missouri 
where  he  majored  in  journalism, 
Mr.  Venard's  first  job  as  a  sales- 
man was  with  a  merchandising 
organization  in  St.  Louis.  He  went 
to  the  company  from  a  tour  of 
duty  with  the  Navy  in  World  War 
I.  He  left  for  a  duty  tour  with  a 
bank  advertising  outfit  in  Cleve- 
land. From  there  he  boarded  a 
street  car  firm  in  the  same  city  to 
sell  transit  advertising. 

He  entered  radio  in  1934  as  sales 
promotion  manager  for  WGAR 
Cleveland.  Mr.  Venard's  record 
there  won  him  a  post  as  sales  man- 
ager at  WCKY  Cincinnati. 

He  gravitated  to  the  sales  hub  of 
the  industry,  New  York,  in  1939 
(Continued  on  page  85) 


Spots 
low 


AND  GET  THAT  BIG 


Boniis 


IN  LISTENERS 


WFIA 


DELIVERS  EVERY 
FALL  AND  WINTER 
AT  NO  EXTRA  COST 
IN  THE  BUSY 
TAMPA-ST.  PETERSBURG 
MARKET  AND  ITS 

RICH  TRADE  AREA. 

n<Mi^  Iti^^utc  Statcotu 


SOUTHEASTERN   R EPRISENTATI vt 
HARRY  E  CUMMINGS 
JACKSONVILLE.  FLORIDA 
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Its  impossible... 

...you  cant  cover  California's  Bonanza  Beeline 

without  on-the-spot  radio 


net®** 


'Sales  Management's  1950 
Copyrighted  Survey 


KFBK 

Sacramento  (ABC) 
50,000  watts  1530  kc. 


You're  taking  a  step  in  the  right  direction  when  you  head 
for  the  Bonanza  Beeline.  There's  more  buying  power  there 
than  in  all  Connecticut  .  .  .  higher  total  retail  sales  than 
in  Cleveland  and  Boston  combined.* 

But  you'll  find  your  path  blocked  if  you  try  to  cover  the 
Beeline  with  only  coastal  radio.  Beeliners,  remember,  are 
independent  inlanders.  They  naturally  prefer  to  listen  to 
their  own  stations  .  .  .  stations  right  in  inland  California 
and  western  Nevada. 

So  make  sure  you're  on  the  five  BEELINE  stations. 
On  each  one  you  cover  a  major  Beeline  shopping  center. 
On  all  five,  you  blanket  the  whole  3-billion-dollar  market. 
And  you  choose  best  availabilities  on  each  station  without 
line  costs  or  clearance  problems.  Combination  rates. 

Here's  what  you  should  know  about 
KOH  ...  and  RENO 

Reno's  favorite  stotion  for  22  years.  BMB  home-city  weekly 
audience  overages  85%  daytime,  90%  at  night.  Blankets  18 
counties  surrounding  Reno  —  whose  wholesole  grocery  trading 
area  ranks  2nd  in  entire  country  in  per  capita  retail  food 
sales,  with  a  quality  index  53%  above  U.S.  average. 


McClatchy  Broadcasting  Oompany 


KOH 

Reno  (NBC) 


5000  watts,  day;  1000  watts,  night 
630  kc. 


SACRAMENTO,  CALIFORNIA  • 

KERN 

Bokersfield  (CBS) 
1000  watts    1410  kc. 


PAUL  H.  RAYMER  CO.,  National  Representative 


KWG 

Stockton  (ABC) 
250  watts     1230  kc. 


KMJ 

Fresno  (NBC) 
5000  watts  580  kc. 
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Centering  adjustment  for  h-f  cone 

Centering  adjustment  for  l-f  cone 

Sturdy  die-cast  aluminum  frame 

1 

Shallow  cone  for  smooth  response 
and  greater  angle  of  distribution 

8 

H-f  and  l-f  cones  coaxially-mounti 
mechanically  independent 

H-f  cone.  Diaphragm  diameter 
only  2Vs".  Wide-angle  distributioi 

■  1A  Loudspeaker  Mechanis 
Ml-114n 


The  Famous 
LC-1A  Speaker 


Among  the  great  achievements  of  the  RCA 
Princeton  Laboratories  is  the  development 
of  the  most  advanced  speaker  in  the  world 
— the  RCA  Duo-Cone,  Type  LC-IA. 

Expressly  designed  to  give  sound  its  true 
translation,  this  professional  speaker  is 
matched  by  no  other  high-quality  sound 
reproducer. 

Unique  duo-cone  design  (originated  by 
Dr.  H.  F.  Olson  of  RCA  Princeton  Labs) 
provides  a  smooth  response  from  50  to 
15,000  cycles  —  with  no  resonant  peaks, 
harmonics,  or  transient  distortion.  Full 
power  is  radiated  over  120-degrees  at  15,000 
cycles— makes  it  possible  to  enjoy  high- 
fidelity  sound  any  place  in  the  room! 
Smooth  crossover  response  around  2000 
cycles  eliminates  all  undesirable  interfer- 
ence between  the  high-frequency  unit  and 
the  low-frequency  unit.  Controllable  "roll- 
off"  at  5  and  10  kc.when  used  with  the 
MI- 11707  filter. . .  restricts  the  h-f  distortion 
and  surface  noises  present  in  many  record- 
ings. 

Today,  more  than  3000  of  these  speakers 
are  serving  in  station  control  rooms,  listen- 
ing rooms,  auditioning  booths,  lobbies, 
clients'  offices,  and  private  homes. 
For  more  information,  mail  the  coupon. 


New  Wali«Ceiling  Housing  for  LC-IA 


Ideal  for  sound  reinforcement  in  con- 
trol rooms,  auditioning  booths,  hall- 
woys,  taikbock  positions,  elevators, 


executive  offices.  Port  provided  for 
increasing  bass  response.  Finished 
in  hannonizing  2-tone  umber  gray. 


It's  Eosy  to  mount 

The  Wall-Ceiling  Housing  can  be 
mounted  for  long  or  short  "throws" 
— makes  the  v/all  and  ceiling  a  part 
of  the  acoustical  system. 


I. 


The  LC-I  A 
Monitoring  Speaker, 
with  Console  cabinet  and 
Ml- 11707  filter 

The  finest  reproducer  in  the  business. 
Available  in  a  choice  of  2-tone 
umber  gray  or  walnut  finish. 


AUDIO  BROADCAST  EOUIfMEMT" 

RAD  to  CORRORATtOM  af  AMBRiCA 

EMOIMEERIMG  RRODUCTS  DERARTMEKT.  CAMDEM.  M.J. 
In  Canada:  RCA  VICTOR  Company  limittd,  MenlrMi  , 


Department  19-ID, 

RCA  Engineering  Products 

Camden,  N.  J. 

Send  me  price  and  information  on 

□  LC-IA  Speaker  Mechanism,  MI-11411 

□  LC-5A  Wall-Ceiling  Cabinet,  MI-11406 

□  LC-IA  Speaker  with  Console  Cabinet, 
MI-11411/11401 

Name  — .  

Station  or  firni  _  

Address  


City. 


State. 
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AMERICA'S  SENTINELS:  RADIO,  TV 


By  DAVE  BERLYN 

RADIO-TV  will  assume  the 
role  of  a  modern  Paul  Revere, 
if  and  when  the  United  States 
is  faced  with  an  atomic  attack. 
Designated  the  "nerve  system 
of  civil  defense,"  communica- 
tions last  week  was  given  a 
dual  responsibility  by  civil 
defense  planners : 

9  Inform  and  educate  the  pub- 
j  lie  in  the  meaning  of,  planning  and 
operation  of  civil  defense  in  co- 
operation with  the  proposed  civil 
defense  agencies. 

9  Warn  and  aid  the  populace 
in  the  target  area  when  an  enemy 
attack  is  imminent. 

These  functions  are  outlined  in 
.'.the  masterplan  for  national  civil 
defense  which  was  made  public  in 
Washington  last  week. 

President  Truman's  comprehen- 
I  sive  report,  "United  States  Civil 
Defense,"    a    162-page  document, 
I  was  sent  to  Congress  with  a  sug- 
gestion that  it  be  adopted  as  soon 
as  possible  after  legislators  have 
;  a  chance  to  study  the  plan. 
I     Machinery  for  state  seizure  of 
'  communications  as  well  as  trans- 
portation facilities  in  time  of  emer- 
gency— a  feature  which  broadcast- 
ing observers  viewed  with  concern 
— was  envisioned  in  a  "Model  State 
Civil  Defense  Act"  recommended 
by  the  report. 

Congress  Takes  Action 
Coincident  with  the  plan's  deliv- 
ery on  Capitol  Hill,  measures  to  set 
up  the  far-ranging  project  were  in- 
troduced in  both  chambers.  The 
'  Senate  bill  (S  4162)  was  intro- 
duced  by  Sen.  Brien  McMahon  (D- 
Conn.),  chairman  of  the  Joint 
Atomic  Energy  Committee;  the 
House  bill  (HR  9689)  by  Rep.  Carl 
Durham  (D-N.  C),  vice  chairman 
of  the  joint  committee.  The  bills 
were  referred  to  the  Senate  and 
House  Armed  Services  Committees, 
respectively. 

The  defense  plan  embraces  nearly 
every  facet  of  American  life  and 
labels  communications  as  the 
"nerve  system,"  designed  to  become 
the  key  channel  of  information.  The 
program  sets  up  "guide  posts,"  as 
Mr.  Truman  called  them,  for  the 
federal,  state  and  local  govern- 
ments. 

Mr.  Truman  indicated  he  would 


set  up  a  temporary  Civil  Defense 
Administration  in  a  matter  of  days 
which  would  serve  until  Congress 
acts  to  put  the  suggested  project 
into  full  gear.  The  temporary 
agency  would  be  financed  from  the 
President's  emergency  fund. 

Congress  was  expected  to  scru- 
tinize the  plan  carefully  before  act- 
ing on  the  measure.  Best  estimates 
as  to  when  action  will  be  taken 
hinge  upon  the  timing  of  the  ex- 
pected recess  of  both  houses  for 
the  November  elections.  It  isn't 
likely  that  any  action  will  be  taken, 
barring  an  unforeseen  international 
development,  until  the  first  of  the 
year  when  the  82d  Congress  con- 
venes. 

While  no  figures  are  mentioned 
as  to  what  the  overall  program 
would  cost,  it  was  understood  the 
tab  would  run  into  the  hundreds  of 
millions  of  dollars.  Although  finan- 
cial aid  from  the  federal  govern- 
ment would  be  provided,  the  states 
would  have  to  map  out  individual 
defense  budgets. 

There  was  little  mention  of  who 
would  be  appointed  to  the  civil  de- 


fense post.  Paul  J.  Larsen,  who 
headed  up  the  National  Security 
Resources  Board's  civil  defense 
office,  resigned  on  the  same  day  as 
the  report's  release.  He  worked  on 
the  report,  assisting  W.  Stuai-t 
Symington,  NSRB  chairman.  James 
J.  Wardsworth,  Mr.  Larsen's  dep- 
uty, became  acting  director  of  the 
CD  unit. 

Constant  Operation 

According  to  the  plan,  communi- 
cations, particularly  radio  and  TV, 
would  operate  constantly  during  an 
emergency.  As  viewed  by  the  plan- 
ners, both  media  would  have  as 
much  responsibility  before  an  at- 
tack as  they  would  after  the  bomb- 
ing. 

NSRB  spokesmen  told  Broad- 
casting last  week  that  a  more  tech- 
nical analysis  of  radio-TV's  func- 
tion in  civil  defense  is  under  prep- 
aration and  will  be  forthcoming  as 
part  of  a  series  of  educational,  ad- 
ministrative and  technical  manuals. 
These  also  will  be  distributed  to 
states  and  cities  to  "spell  out  in 
considerable  detail  the  operating 


Pattern  Set 


aspects  of  the  program  and  the 
functions  of  the  various  services 
.  .  .  ,"  according  to  NSRB. 

While  copies  of  the  CD  report 
were  earmarked  for  federal,  state 
and  local  officials,  they  also  can  be 
obtained  by  the  public  from  the 
Superintendent  of  Documents,  U.  S. 
Government  Printing  Office,  Wash- 
ington, D.  C,  at  25(;-  each,  the 
NSRB  explained. 

The  report  points  up  the  need  for 
coordination  on  the  local  level  of 
"all  forms  of  communication  in- 
cluding telephone,  telegraph,  fac- 
simile, AM,  FM,  and  TV,  radio, 
teletype,  messenger  service  .  .  ." 

Key  points  of  the  proposed  civil 
defense  program,  with  stress  on 
the  communications  proposals  (as 
suggested  in  the  report  and  in  the 
model  bills)  are: 

®  Establishment  of  a  Civil  De- 
fense Administration  with  appoint- 
ment of  an  administrator  at  a 
$17,500  per  year  salary,  deputy  ad- 
ministrator at  $16,000,  two  assist- 
ant administrators  at  $15,000  each. 
9  This  federal  civil  defense 
(Continued  07i  page  32) 


UnS  TOP  ANA  AGENDA  ch,c..o 


THE  ASSN.  of  National  Adver- 
tisers' report  on  radio  time  values, 
which  demands  immediate  reduc- 
tions of  radio  rates,  will  be  a  prin- 
cipal subject  of  discussion  at  the 
ANA's  41st  meeting  this  week  in 
Chicago. 

The  report  will  be  discussed  in 
a  round-table  session  headed  by 
William  B.  Smith,  advertising  di- 
rector of  Thomas  J.  Lipton  Inc., 
who  was  chairman  of  the  ANA 
Radio  &  TV  Steering  Committee 
that  prepared  the  controversial  re- 
port on  time  values. 

At  the  time  the  Radio  &  TV 
Steering  Committee  issued  its  re- 
port, at  first  on  a  confidential  basis 
to  ANA  members  only,  it  was 
planned  to  invite  representatives 
of  the  radio  industry  to  attend  the 
ANA  fall  meeting  and  there  air  the 
entire  subject  of  radio  time  rates. 

This  plan  has  been  abandoned  for 
unannounced  reasons,  but  it  is  re- 
called that  the  disclosure  of  tho 
ANA  steering  committee  report 
[Broadcasting,  July  17,  24,  31, 
Aug.   7]   provoked  perhaps  more 


controversey  than  the  steering  com- 
mittee may  have  anticipated. 

Another  original  plan  of  the 
steering  committee  was  to  conduct 
a  preliminary  meeting  with  repre- 
sentatives of  the  four  radio  net- 
works, but  that  fell  by  the  wayside 
too  when  none  of  the  networks  ac- 
cepted the  invitation. 

Only  ANA  members  will  he  ad- 
mitted to  the  round-table  discus- 
sion of  the  Radio  &  TV  Steering 
Committee's  report  and  no  meetings 
between  the  ANA  and  representa- 
tives of  broadcasting  are  scheduled 
during  the  entire  ANA  convention. 

Participating  with  Chairman 
Smith  in  the  round-table  will  be 
two  advertising  agency  representa- 
tives, John  T.  Cunningham,  execu- 
tive vice  president  of  Cunningham 
&  Walsh,  New  York,  and  Fred  B. 
Manchee,  executive  vice  president 
of  marketing  and  merchandising, 
BBDO,  New  York.  They  will  be 
the  only  non-members  of  ANA 
present  at  the  session. 

Mr.  Cunningham  is  scheduled  to 
present  a  report  on  the  effects  of 
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TV  on  all  other  media  at  a  session 
preceding  the  round-table,  and  Mr. 
Manchee  will  talk  on  radio  research 
following  the  round-table. 

The  entire  opening  day  (today) 
of  the  meeting  will  be  devoted  to 
radio  and  television.  Wayne  Coy, 
FCC  Chairman,  will  speak  at  the 
opening  session,  followed  in  the 
morning  by  Mr.  Cunningham.  The 
round-table  is  scheduled  for  this 
afternoon,  followed  by  Mr.  Man- 
chee. 

Sawyer  To  Speak 

At  a  luncheon  meeting  on 
Wednesday,  Secretary  of  Commerce 
Charles  Sawyer  will  speak  on  "Mo- 
bilizing Our  Economy  for  Defense," 
according  to  Program  Committee 
Chairman  Wesley  I.  Nunn  of 
Standard  Oil  (Indiana). 

The  meeting  is  a  three-day  af- 
fair, Sept.  25-27,  and  will  be"  held 
in  Chicago's  Drake  Hotel. 

The  report  by  the  ANA  Radio  & 
TV  Steering  Committee,  a  full- 
dress  document  of  30-odd  pages, 
quoted  data  provided  by  A.  C.  Niel- 
(ContiiiKed  on  page  Sit) 
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ATLANTIC  GRIDCASTS  "  u^r 

A  "COMPREHENSIVE"  regional  network  coverage  by  radio  and  a 
"greatly  expanded"  TV  budget  are  features  of  Atlantic  Refining  Co.'s 
1950  gridiron  schedule,  Richard  Borden,  Atlantic's  advertising  man- 


Drawn  for  Broadcasting  by  Sid  Hix 
"Things  are  always  normal  around  WOF  the  week  they  make  the  shift 
from  daylight  saving!" 

f^lTDIIC  DlinPCT^'°"^°  Group  May  Triple 
III  I  KUO  DUUuL  I       Radio-TV  Money 

THE  FLORIDA  Citrus  Commission  this  year  is  expected  to  triple  its 
expenditures  for  radio  and  television.  J.  Walter  Thompson  Co.,  "New 
York,  appointed  six  weeks  ago  to  take  over  the  Florida  Citrus  Commis- 
sion's $1,500,000  advertising  account,  handled  for  the  past  seven  years 
by  Benton  &  Bowles,  presented  its  ^  


initial  recommendations  on  Florida 
citrus  advertising  for  the  1950-51 
season  at  the  commission's  meet- 
ing last  Friday  in  Lakeland,  Fla. 

J.  Walter  Thompson  executives 
met  Friday  morning  with  the 
Citrus  Commission's  advertising 
committee  and  in  the  afternoon 
with  the  14-member  commission. 

The  commission's  estimated  in- 
come of  approximately  $2  million 
is  derived  from  a  per  box  assess- 
ment on  all  varieties  of  Florida 
citrus,  with  this  season's  crop  ex- 
pected to  be  over  100  million  boxes. 
Three  percent  is  paid  to  the  state 
of  Florida.  Of  the  remainder,  ex- 
penses of  overhead,  administrative 
costs,  etc.,  run  about  $500,000, 
leaving  roughly  $1,500,000  for  ad- 
vertising. 

Radio-TV  Success 
Although  Florida  citrus  adver- 
tising in  the  past  has  run  almost 
entirely  to  display  ads  in  national 
magazines,  the  value  of  television 
and  radio  spots  was  brought  home 
to  the  Citrus  Commission  last  sea- 
son. A  highly  successful  effort 
was  made  in  the  New  York  metro- 
politan area  using  live  television 
participation  shows  and  one-min- 
ute spot  radio  announcements  to 
promote  fresh  Florida  citrus. 
Early  budget  estimates  released 
from  the  commission  indicated  a 
strong  trend  towards  these  media. 

With  the  expected  starting  date 
of  Nov.  15,  the  new  schedule  of  AM 
spot  advertising  will  be  aimed  at 
100%  saturation  of  the  entire  mar- 
keting area  of  Florida  citrus,  fresh 
and  processed. 

Advertising  executives  present 
at  the  Friday  meeting  were:  From 
J.  Walter  Thompson  Co.,  New  York 
— Don  Francisco,  vice  president  and 
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general  supervisor  of  the  Citrus 
Commission  account;  Julian  L. 
Watkins,  account  executive;  David 
Cory,  merchandising  department, 
and  John  H.  Forshew,  Florida  rep- 
resentative. From  the  Florida  Cit- 
rus Commission,  Advertising  Man- 
ager Dawson  L.  Newton. 

Mrs.  Annie  G.  Hull,  formerly 
with  the  Benton  &  Bowles  office, 
is  office  manager  of  the  JWT  Lake- 
land office.  Mr.  Forshew  will  be 
manager  of  J.  Walter  Thompson's 
Florida  office. 


ager,  said  last  Friday. 

In  announcing  Atlantic's  com- 
pleted fall  schedule,  Mr.  Borden 
said  the  regional  coverage  would 
include  a  leading  number  of  college 
squads  in  the  East,  South  and  Mid- 
dle West. 

Earlier  this  month,  Mr.  Borden 
had  revealed  that  Atlantic  is  spend- 
ing more  for  its  total  radio-TV 
football  budget  than  ever  before 
in  its  15  years  of  sports  broadcast- 
ing [Broadcasting,  Sept.  11]. 
Some  of  the  TV  money  is  coming 
out  of  the  outlay  for  radio,  it  had 
been  explained. 

Final  details  on  Atlantic's  sched- 
ule were  held  up  for  some  weeks 
because  of  an  increasing  difficulty 
in  clearing  TV  time,  it  was  learned 
[Closed  Circuit,  Sept.  18]. 

N.  W.  Ayer  &  Son,  Philadelphia, 
which  has  managed  Atlantic's 
sports  broadcasts  since  their  con- 
ception in  1936,  again  is  directing 
this  year's  program. 

Home  Schedules 

Complete  home  schedules  will  be 
broadcast  of  the  following  teams: 
Pennsylvania,  Pittsburgh,  Duke, 
Navy,  Harvard,  Brown,  Boston  Col- 
lege, Holy  Cross,  Syracuse,  Cornell, 
Ohio  State,  Penn  State,  Franklin 
and  Marshall,  North  Carolina, 
Clemson,  Furman  and  Princeton. 

A  staff  of  about  50  announcers 
will  be  used  to  handle  Atlantic's 
1950  schedule,  many  of  them  vet- 
erans who  have  been  on  the  air  for 
the  company  since  the  early  years 
of  its  football  coverage.  They  will 
cover  such  highlight  contests  as 
the  Penn  games  with  Army,  Navy, 
Cornell;  the  Duke  clashes  with 
Georgia,  N.  C;  the  Harvard- Yale 
contest;  Boston  College  vs.  Holy 


ross;  Syracuse-Colgate;  Ohio  State 
against  Michigan,  and  the  Pitt- 
Penn  State  game. 

Atlantic  again  will  sponsor  broad- 
cast of  all  the  12  games  played 
by  the  Pittsburgh  Steelers  Na- 
tional League  professional  foot- 
ballers. A  network  of  stations  in 
Western  Pennsylvania  will  be  used 
for  this  coverage,  with  WWSW 
Pittsburgh,  the  originating  station. 
Also  listed  on  the  Atlantic  foot- 
ball schedule  are  all  games  played 
by  Easton  High  School  to  be  aired 
over  WEST  Easton,  Pa. 

Final  college  broadcasts  to  be 
carried  will  be  the  Fordham-Syra- 
cuse  and  the  Boston  College-Holy 
Cross  tilts  on  Dec.  2;  the  schedule 
ends  on  Dec.  10  with  the  Steelers 
vs.  Chicago  Cardinals. 

In  its  debut  in  the  TV  big-time, 
Atlantic  will  use  stations  on  the 
NBC-TV  network  in  its  marketing 
area  to  cover  "a  combination"  of 
the  games  played  by  Harvard  and 
Princeton.  This  series  begins  Sept. 
30  with  the  Princeton-William  & 
Mary  game  at  Princeton.  Bill 
Slater,  veteran  sportscaster,  will 
handle  all  the  games  but  the 
opener. 

For  the  11th  consecutive  year, 
Atlantic  will  sponsor  telecasts  of 
all  Penn  games  played  at  Franklin 
Field  in  Philadelphia.  They  will  be 
covered  by  WPTZ  (TV)  Philadel- 
phia. These  contests  will  be  an- 
nounced by  Byrum  Saam  and 
Claude  Haring,  also  popular  veter- 
ans of  the  Atlantic  sportscasting 
staff. 

Home  games  of  Boston  College 
will  be  telecast  by  Atlantic  over 
WNAC-TV  Boston.  Les  Smith  will 
announce. 


ABC  STATIONS  Advisory  Commit't'ee  held  its  first  meet- 
ing of  the  1950-51  season  last  week  at  the  Thousand 
Islands  Club,  Alexandria  Bay,  N.  Y.  Those  in  attendance 
included  (I  to  r):  Seated,  E.  K.  Hartenbower,  general 
manager,  KCMO  Kansas  City;  Robert  E.  Kintner,  ABC 
president;  Harold  Hough,  secretary,  WBAP  Fort  Worth; 
Roger  Clipp,  general  manager,  WFIL  Philadelphia;  Mark 
Woods,  ABC  vice  chairman  of  the  board.  Standing,  Otto 
Brandt,  ABC  director  of  TV  station  operations;  Joseph 
A.  McDonald,  ABC  vice  president  and  general  attorney; 


J.  P.  Williams,  general  manager,  WING  Dayton;  Archie 
Morton,  manager,  KJR  Seattle;  Henry  P.  Johnston,  vice 
president,  WSGN  Birmingham;  Owen  Uridge,  manager, 
WQAM  Miami;  Ernest  Lee  Jahncke  Jr.,  ABC  vice  presi- 
dent in  charge  of  stations,  and  James  Connolly,  ABC 
director  of  AM  station  operations.  Others  attending  the 
meeting  were  Edward  Noble,  ABC  chairman  of  the  boord; 
John  H.  Norton,  ABC  vice  president  in  chorge  of  the  Cen- 
tral Division,  and  Frank  Carman,  general  manager,  KUTA 
Salt  Lake  City.    (Also  see  story  page  91) 
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SOHENLEY  Hawaii,  Alaska  Buys  Stir  Speculation 


SCHENLEY  International  Corp., 
New  York,  last  week  bought  time 
on  Alaskan  and  Hawaiian  stations 
to  advertise  whiskies,  a  venture 
that  possibly  portends  widespread 
liquor  advertising  on  the  U.  S. 
domestic  air. 

Commercials  for  hard  liquor  have 
been  virtually  non-existent  in  U.  S. 
radio  since  the  first  few  years  after 
repeal  of  the  18th  Amendment.  The 
purchase  last  week  by  Schenley  was 
by  far  the  largest  single  radio  buy 
by  a  liquor  advertiser  in  many 
years. 

The  Schenley  radio  campaign  in 
Alaska  and  Hawaii  will  unques- 
tionably be  watched  by  broadcast- 
ers and  by  other  liquor  interests 
with  a  view  to  possible  launching 
of  similar  advertising  in  the  U.  S. 

Last  week's  action  by  Schenley 
recalled  that  the  same  concern  pro- 
posed last  year  to  place  a  big  radio 
campaign  in  those  states  which  do 
not  have  dry  laws.  This  proposal 
was  abandoned  reportedly  because 
of  inability  to  clear  time  on  a  num- 
ber of  powerful  stations  that 
Schenley  wanted  to  buy. 

In  Alaska  Schenley  sponsors 
a  five-a-week,  15-minute  live  sports 
program  which  began  Sept.  18  and 
will  continue  for  26  weeks  over  the 
six  stations  of  the  Alaska  Broad- 
casting System,  at  a  total  cost  re- 
ported to  be  $45,000  a  week.  On 
Monday,  Wednesday  and  Friday  the 
company  broadcasts  commercials 
for  Schenley  Reserve,  Schenley 
Cream  of  Kentucky  and  Old  Stag 
— all  whiskies — and  Roma  Wine; 
and  on  Tuesday  and  Thursday 
Blatz  Beer,  a  Schenley  subsidiary, 
has  the  commercials. 

Hawaiian  Schedule 

In  Hawaii,  Schenley  has  bought 
44  spots  per  week  on  KPOA  Hono- 
lulu with  the  commercials,  all  for 
whiskies,  integrated  into  a  musical 
program,  Aromid  the  Town,  six 
times  a  week,  10:30  p.m.-l  a.m. 

The  Alaskan  program,  packaged 
by  Alaska  Broadcasting  System, 
was  sold  by  Charles  Soden,  eastern 
sales  manager  of  the  system.  Wil- 
liam Murphy,  of  McCann-Erickson, 
agency  for  Schenley  International 
Corp.;  Frank  Fox,  of  Kaster,  Far- 
rell,  Chesley  &  Clifford,  for  Blatz, 
and  Stanley  A.  Schottland,  adver- 
tising manager  of  Schenley  Inter- 
national Corp.,  negotiated  the  con- 
tracts. 

A  year  ago  J.  L.  Leban,  presi- 
dent of  Schenley,  said  his  company 
had  temporarily  abandoned  plans 
to  use  radio  and  television  [BROAD- 
CASTING, Sept.  26,  1949],  but  said 
the  company  would  continue  to  ex- 
plore their  possibilities. 

"Except  among  avowed  prohibi- 
tionists, who  wish  to  prohibit  sale 
of  alcoholic  beverages  as  well  as 
advertising,  general  reaction  is 
markedly  different  from  that  of  10 
or  15  years  ago,"  Mr.  Leban  said 
then.  "The  time  is  undoubtedly 
coming  when  distilled  spirits  ad- 


COMPLETING  negotiations  between 
Schenley  International  Corp.  and 
Alaska  Broadcasting  System  are  (I 
to  r):  Charles  Soden,  eostern  network 
sales  manager,  Alaska  Broadcasting 
System;  William  Murphy,  McCann- 
Erickson,  agency  for  Schenley,  and 
Stanley  A.  Schottland,  advertising 
manager  of  Schenley  International. 
*    *  * 

vertising  on  the  major  radio  and 
television  outlets  will  be  accepted 
as  completely  for  our  industry  as 
advertising  in  the  major  magazines 
and  in  newspapers  is  today,"  he 
said. 

Stations  Reluctant 

Although  it  was  not  officially 
stated,  the  report  was  that  Schen- 
ley had  been  unable  to  buy  time 
on  important  stations  in  some  wet 
markets,  despite  a  vigorous  effort 
by  the  Blow  agency,  acting  at  that 
time  for  Schenley,  to  make  up  a  big 
list  of  stations  that  would  accept 
liquor  commercials. 

Some  200  stations,  none  of  them 
identified,  were  known  "  to  have 
agreed  to  take  the  Schenley  adver- 
tising, but  these  were  not  enough 
nor  the  right  ones  to  suit  Schen- 
ley's  plans  at  the  time. 

It  was  obvious  last  week  that  if 
the  Schenley  campaigns  in  Alaska 


MAURICE  B.  MITCHELL  resigned 
last  week  from  the  sales  depart- 
ment of  NBC  to  become  general 
manager  of  Associated  Program 
Service.  He .  had  joined  NBC  a 
month  ago  after  serving  as  director 
of  Broadcast  Advertising  Bureau. 

Although  not  disclosed  either  by 
APS  or  Mr.  Mitchell,  his  salary 
in  his  new  job  reportedly  will  be 
$30,000  a  year. 

Richard  Testut,  who  has  headed 
Associated  Program  Service,  was 
transferred  to  the  administrative 
division  of  Muzak  Corp.,  parent 
company  of  the  library  service,  to 
handle  special  assignments,  accord- 
ing to  an  announcement  by  Harry 
E.  Houghton,  Muzak  president. 

Mr.  Mitchell  joined  NBC  in  the 
radio  network  sales  department 
last  Aug.  15  after  heading  BAB 
since  early  1949.    One  of  the  most 


and  Hawaii  produced  desired  ad- 
vertising results  and  did  not  rouse 
a  significant  amount  of  adverse 
public  reaction,  the  advertiser 
would  probably  cite  its  experiences 
in  those  two  territories  in  support 
of  a  request  to  U.  S.  stations  to 
accept  whisky  commercials. 

The  history  of  liquor  advertising 
is  not  extensive  in  U.  S.  radio. 
After  prohibition  was  repealed, 
there  was  scattered  whisky  adver- 
tising accepted  by  a  number  of  sta- 
tions. Although  no  serious  public 
antagonism  was  ever  apparent, 
other  restraining  factors  prevented 
widespread  liquor  use  of  the  air. 

Fearing  adverse  publicity,  the 
Distillers  Assn.  in  1936  adopted  a 
rule  against  using  network  radio. 
The  networks  themselves,  as  re- 
cently as  last  year  when  the  Schen- 
ley exploration  of  radio  was  in  full 
swing,  decided  against  accepting 
whisky  commercials. 

Except  in  states  which  have  in- 
dividual dry  laws,  there  seems  to 


ZIY  APPOINTS 

Names  Three  to  Sales  Force 

FREDERIC  W.  ZIV  Co.,  producer 
of  transcribed-syndicated  radio  pro- 
grams, has  announced  three  new 
appointments  to  its  sales  force. 

Warren  H.  Bearden,  advertising 
director,  Atlanta  Constitution,  will 
cover  the  sales  territory  of  key 
cities  in  Georgia  and  eastern  Ten- 
nessee, and  headquarter  in  Atlanta. 

Don  Reynolds,  Florida  Power  & 
Light  Co.,  will  headquarter  in 
Charlotte,  N.  C,  and  cover  the 
whole  state. 

G.  W.  P.  (Red)  Atkins,  sales 
manager  of  WRBC-FM  Birming- 
ham, Ala.,  will  headquarter  in  Bir- 
mingham and  cover  Alabama  and 
Chattanooga,  Tenn. 


widely  known  figures  in  Broad- 
casting, Mr.  Mitchell  is  celebrated 
for  "Mitch's  Pitch,"  a  vigorous 
type  of  sales  talk  he  evolved  to 
build  broadcast  advertising. 

In  announcing  Mr.  Mitchell's  ap- 
pointment to  head  Associated  Pro- 
gram Service  Division  of  Muzak, 
Mr.  Houghton  said:  "With  the  APS 
library  becoming  a  more  and  more 
integral  part  in  the  building  of 
radio  and  television  programs,  I 
know  'Mitch'  Mitchell  will  be  in- 
valuable in  aiding  broadcasters  to 
create  additional  sales  and  greater 
profits." 

Before  he  became  director  of 
BAB,  which  he  led  with  conspic- 
uous success  in  its  formative 
period,  Mr.  Mitchell  was  general 
manager  of  WTOP  Washington 
where  he  had  previously  headed 
sales  and  sales  promotion. 


be  no  legal  prohibition  against  the 
acceptance  of  liquor  advertising  by 
radio  or  television. 

Schenley,  other  distillers  and 
broadcasters  themselves  will  un- 
doubtedly watch  the  Alaska  and 
Hawaii  experiment  with  sober  in- 
terest. 


'CISCO  KID' 

New  Contract's  Set 

NUMBER  of  dairy  producers 
signing  for  Frederic  W.  Ziv  Co.'s 
syndicated  production.  The  Cisco 
Kid,  is  rapidly  mounting.  Added 
to  the  19  announced  last  week 
[Broadcasting,  Sept.  18],  are: 

Bridgeman  Creameries  via  KILO 
Grand  Forks,  N.  D.;  Colonial  Dairies 
Inc.  via  WALB  Albany,  Ga.;  Barker's 
Dairy  &  Creamery  via  KRRV  Sher- 
man, Tex.;  Capitol  City  Bakeries 
via  WTAL  Tallahassee,  Fla.;  Heim- 
bach  Baking  Co.  via  WHOL  Allen- 
town,  Pa.;  Longhorn  Creamery  via 
KWKC  Abilene,  Tex.;  North  American 
Creameries  via  KXRA  Alexandria, 
Minn.;  Hudson  Dairy  Co.  via  KBRS 
Paragould,  Ark.;  Diamond  State 
Dairy  via  WDOV  Dover,  Del.;  Roden 
Dairy  Products  via  WGAD  Gadsen, 
Ala.;  Kentucky  Dairies,  Louisville 
(station  unannounced) ;  Sugardale 
Provision  Co.,  Canton,  Ohio  (station 
unannounced),  and  Puritan  Dairy  Co., 
Joplin,  Mo.  (station  unannounced). 

Another  Ziv  production,  Boston 
Blackie,  has  been  sold  to  the  fol- 
lowing advertisers : 

Atlantic  Paint  Co.,  via  WTMA 
Charleston,  S.  C;  Northwestern  Hanna 
Fuel  Co.  via  WOKY  Milwaukee,  Wis.; 
G.  &  H.  Motors  Inc.  via  KLKC  Par- 
sons, Kan.;  Veach's  Furniture  Store 
via  WKRZ  Oil  City,  Pa.;  Quality  Serv- 
ice Dry  Cleaners  via  WAUX  Wau- 
kesha, Wis.;  Merritt  Lumber  Co.  via 
WHOL  Allentown,  Pa.;  Kay  Jewelry 
Co.  via  WPAY  Portsmouth,  Ohio; 
Cohen  Furniture  Store  via  WIKC 
Bogalusa,  La.,  and  to  the  following 
stations:  KIUP  Durango,  Col.;  KOSE 
Osceola,  Ark.;  KAND  Corsicana,  Tex.; 
WHIG  Dayton,  Ohio;  WTVL  Water- 
ville,  Mo.;  WHOS  Decatur,  Ala.,  and 
WRHD  Duncan,  Okla. 


To  Head  APS 


Mr.  MITCHELL 
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MITCHELL  LEAVES  NBC 


CAMPAIGN  TIPS 


Parties  Stress  Radio-TV 


FULL  SCALE  radio  -  TV  cam- 
paigns are  underway  this  fall  by 
candidates  of  both  political  parties, 
who  are  brushing  up  on  their  radio 
and  television  "p's  and  q's,"  ac- 
cording to  Democratic  and  Repub- 
lican National  Committee  spokes- 
men last  week. 

To  give  the  candidates  an  in- 
sight into  the  possible  uses  of  the 
powerful  media,  both  committees 
are  distributing  handbooks  to  can- 
didates and  their  campaign  man- 
agers. 

Just  off  the  press  is  a  confiden- 
tial pamphlet,  "How  to  Use  Radio 
and  Television,"  authored  by  Ken- 
neth D.  Fry,  Democratic  National 
Committee  radio  director  [Closed 
Circuit,  Sept.  18].  Mr.  Fry, 
former  NBC  executive,  calls  radio 
"the  most  powerful  campaign  wea- 
pon you've  got  [to]  reach,  move 
and  influence  more  people  per 
dollar  and  per  minute  than  any 
other  single  medium  or  method." 

The  Republican  committee's  ra- 
dio director,  Ed  Ingle,  also  dis- 
closed that  the  GOP  has  circulated 
a  new  booklet,  entitled  "Radio  and 
TV  as  Tools  in  the  1950  Senatorial 
and  Congressional  Campaign." 

Radio  will  be  used  extensively 
by  the  Democratic  Party,  which, 
for  the  first  time  also  is  going  in 
big  for  television.  Heaviest  radio- 
TV  timebuying  and  activity  by 
candidates  will  be  in  the  "critical" 
Senatorial  and  Congressional 
areas. 

Use  in  Connecticut 
In  Connecticut,  where  Sens. 
Brien  McMahon  and  William  Ben- 
ton face  a  hard  battle,  radio  and 
television  will  be  the  principal  me- 
dium used  by  the  Democratic  can- 
didates. Other  Democratic  "cri- 
tical" states  and  the  candidates: 
Pennsylvania,  Sen.  Francis  Myers 
seeking  re-election;  Illinois,  Sen. 
Scott  Lucas,  re-election;  Utah, 
Sen.  Elbert  D.  Thomas,  also  re- 
election; California,  battle  between 
Rep.  Helen  Gahagan  Douglas  and 
Republican  Rep.  Richard  M.  Nixon; 
Oklahoma,  Rep.  Mike  Monroney's 
bid  for  the  Senate;  Indiana,  Alex- 
ander M.  Campbell,  formerly  As- 
sistant Attorney  General  in  charge 
of  anti-trust  division.  Justice  Dept., 
against  GOP  Sen.  Homer  E.  Cape- 
hart;  Ohio,  attempt  by  Joseph 
Ferguson  to  upset  the  Republican 
seat  held  by  Sen.  Robert  Taft;  and 
Maryland,  Sen.  Millard  E.  Tydings 
seeking  re-election. 

All  of  these  candidates  as  well 
as  the  more  numerous  Congres- 
sional candidates  will  be  using  20-, 
30-  and  60-second  AM  spots.  In 
addition,  the  Democrats  are  plan- 
ning inserts  for  radio  shows  which 
are  being  sent  out  nationwide. 

These  inserts  contain  short  in- 
terviews recorded  in  Washington 
with  various  Cabinet  members  and 
other  officials.  Such  cabinet  mem- 
bers as  Secretary  Maurice  Tobin, 
speaking  on  labor ;  Secretary  Char- 
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les'  Brannan  on  agriculture,  At- 
torney General  J.  Howard  Mc- 
Grath,  on  communism,  are  featured. 

Nationwide  distribution  is  being 
made  of  one-minute  films  for  use 
on  television.  These  feature  such 
Democrat  leaders  as  Vice  President 
Alben  Barkley,  Senate  Floor  Lead- 
er Scott  Lucas  and  others.  Each 
film  contains  an  endorsement  for 
the  party's  candidate. 

Also  being  made  available  is  an 
imposing  half-hour  radio  show  for 
afternoon  placement,  aimed  at  the 
women  voters.  Leading  women 
Democrats  appear  on  the  recorded 
show,  including  Mrs.  India  Ed- 
wards, vice  chairman  of  the  Demo- 
cratic National  Committee  and 
director  of  the  Women's  Division, 
as  moderator;  Mrs.  Franklin  D. 
Roosevelt;  Mrs.  Eugenie  Anderson, 
U.  S.  Ambassador  to  Denmark; 
Mrs.  Perle  Mesta,  U.  S.  Minister 
to  Luxembourg;  Mrs.  Olive  Gold- 
man, UN  Commissioner  on  Status 
of  Women  and  a  U.  S.  member  of 
the  UN  delegation;  Frances  Per- 
kins, U.  S.  Civil  Service  Commis- 
sioner; Mrs.  Nellie  Tayloe  Ross, 
director.  Bureau  of  the  Mint; 
Georgia  Neese  Clark,  Treasurer  of 
the  U.  S.,  and  Frieda  Hennock,  FCC 
Commisisoner. 

On  the  theme  that  women  should 
pay  more  attention  to  public  affairs 
and  vote,  the  recordings  are  avail- 
able for  radio  use  as  a  tie-in  with 
the  Democratic  Women's  Day,  Sept. 
27,  marking  the  31st  anniversary 
of  women's  suffrage.  There  are 
some  150  platters  ready  for  mail- 
ing. 

In  addition,  the  Democrats  will 
place  spot  announcements  on  radio 


urging  people  to  vote.  These  will 
be  on  a  public  service  and  non- 
partisan basis. 

It  is  estimated  that  the  Demo- 
cratic Party  is  spending  at  least 
$100,000  on  radio-TV  production 
alone.  This  figure  does  not  include 
time  purchases. 

Last  Thursday,  William  M. 
Boyle  Jr.,  chairman  of  the  Demo- 
cratic National  Committee,  was 
heard  on  ABC  in  a  15-minute  talk 
on  campaign  issues.  A  fortnight 
ago,  ABC  carried  Guy  Gabrielson, 
who  holds  the  counterpart  position 
in  the  GOP.  Both  broadcasts  were 
in  the  public  interest  and  not  paid 
time. 

Local  Concentration 

While  a  roundup  was  not  avail- 
able from  Republican  headquarters 
in  Washington,  it  was  disclosed 
that  the  GOP  will  concentrate  on 
local  areas  with  candidates  using 
both  free  and  paid  time  on  radio 
and  TV. 

As  a  guide  for  politicians,  the 
parties'  handbooks  contain  recipes 
on  how  to  win  listeners  or  viewers 
and  keep  them.  The  Democrats 
present  explanations  for  the  fol- 
lowing: Types  of  programs,  best 
time  to  buy;  availabilities;  who 
listens  and  when;  choosing  time 
and  stations;  planning  programs; 
radio's  do's  and  don'ts;  how  best 
to  use  television;  TV  availabili- 
ties; how  and  what  to  telecast; 
television's  do's  and  don'ts;  adver- 
tising agencies;  rights  of  political 
parties  and  candidates  under  the 
Communications  Act. 

Radio,  both  booklets  explain, 
means  that  you  are  being  taken 


MRS.  WILLIAM  S.  PALEY  (I),  wife 
of  the  CBS  board  chairman,  makes 
one  of  her  rare  radio  appearances 
with  Margaret  Arlen,  WCBS  New 
York  women's  commentator.  Mrs. 
Paley  spoke  on  behalf  of  a  fund  rais- 
ing for  Long  Island's  North  Shore 
Hospital. 

into  the  voter's  living  room.  The 
talk  must  be  personal  but  must 
hold  the  listener's  attention.  At 
the  same  time,  a  television  talk 
will  tend  to  get  boring  unless  there 
is  some  action — people  introduced, 
interviews,  etc. 

"On  a  practical  average,  tele- 
vision today  costs  about  four  times 
more  per  thousand  people  reached 
than  radio,"  the  Democrats'  pam- 
phlet explains.  However,  it  claims 
that  TV  exerts  much  more  power 
on  its  audience  and  obtains  up  to 
five  or  six  times  more  active  re- 
sponse to  the  type  of  program  the 
candidate  would  present. 

It  is  stressed  in  the  pamphlet 
that  advertising  agencies  can  give 
tremendous  aid  in  mapping  the 
candidate's  radio  and  TV  plan.s. 
"That's  why  the  Democratic  Na- 
tional Committee  has  engaged  The 
Biow  Co.,  New  York,  to  handle  all 
(Continued  on  page  93) 


MANPOWER  DANGER 


Cited  by  NAB  Dist  9 


THE  WAR  emergency  is  starting 
to  take  its  toll  of  station  person- 
nel, NAB  District  9  members  were 
told  Thursday  as  the  district  meet- 
ing opened  at  the  Northernaire 
Hotel,  Three  Lakes,  Wis. 

Several  station  managers  dis- 
closed that  just  in  the  last  few 
days  they  have  lost  executives  and 
staff  employes  to  the  armed  forces. 

Charles  C.  Caley,  WMBD  Peoria, 
111.,  presided  at  the  meeting  as  dis- 
trict director. 

Richard  P.  Doherty,  NAB  em- 
ploye-employer relations  director, 
warned  that  manpower  restrictions 
are  coming  up  along  with  extension 
of  the  military  draft.  He  expressed 
the  opinion  that  deferments  will 
be  granted  only  for  age  and  phy- 
sical unfitness,  with  possibility  of 
no  occupational  deferment  what- 
ever. 

With  tightening  of  the  war  em- 
ergency he  predicted  good  news 
writers  will  be  come  as  indispen- 
able  as  engineers. 

Ralph  W.  Hardy,  NAB  govern- 


ment relations  director,  said  the 
industry's  "self-initiated  move  to 
aid  in  the  defense  effort  is  our 
best  public  relations  move  to  date." 
Mr.  Hardy  described  the  defense 
bulletin  which  NAB  will  publish 
First  issue  was  to  be  distributed 
today  (Monday).  Mr.  Hardy  said 
the  Broadcasting  Defense  Council, 
soon  to  be  announced,  will  guide 
industry  defense  activities. 

Property  Protection  Urged 

Mr.  Hardy  predicted  the  war- 
time seizure  of  materials  used  by 
broadcasters  would  not  exceed  10%. 
He  said  the  FBI  has  recommended 
that  broadcasters  contact  local 
police  on  extent  of  vital  physical 
properties  which  might  be  en- 
dangered and  also  explain  how 
personnel  are  processed. 

Robert  K.  Richards,  NAB  public 
affairs  director,  reviewed  NAB  ac- 
tivities on  behalf  of  the  member- 
ship. He  showed  his  department's 
new  slide  film,  which  for  the  first 
time  depicts  all  of  the  basic  serv- 
ices rendered  by  the  association. 


In  discussing  station  operating 
and  labor  problems,  Mr.  Doherty 
warned  that  "concessions  by  a 
single  station  can  unravel  the 
whole  fabric  of  the  industry's  rela- 
tions with  labor  across  the  coun- 
try." 

He  recommended  that  invest- 
ments in  station  services  "should 
be  tailored  to  your  needs,  and  not 
to  your  whims  and  fancies." 

"As  the  dollars  roll  in  with  your 
present  prosperity,"  he  said,  "don't 
let  your  staff  or  equipment  grow 
too  large.  It  is  better  to  come  out 
of  prosperity  with  a  reserve  rather 
than  with  an  over-developed  physi- 
cal plant." 

'High  Quality  Workers' 

Mr.  Doherty  cautioned  against 
specializing  staff  duties  to  such  an 
extent  that  new  workers  are  re- 
quired for  these  specialities.  He 
urged  managers  to  hire  quality 
workers  who  can  combine  various 
jobs,  thus  eliminating  watered 
positions.  | 
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RADIO'S  WAR  DUTIES 


Sbouse  Cites  Problems 


By  JAMES  D.  SHOUSE  * 

CHAIRMAN  OF  BOARD, 
CROSLEY  BROADCASTING  CORP. 
NAB  DIRECTOR-AT-LARGE 
FOR  LARGE  STATIONS 

ONCE  AGAIN  our  industry  is 
facing  grave  problems — and  in 
view  of  the  recent  FCC  report  on 
color,  the  television  operators 
seem  to  be  in  fori 
more  than  their 
fair  share. 

Actually,  I 
have  sometimes 
thought  that  in 
the  past  the 
broadcasting  in- 
dustry, like  the 
old  maid  looking 
under  the  bed, 
has  been  predis- 
posed   t  0     a  r  d 

finding  trouble  and  perhaps  a  little 
restless  and  disappointed  when  it 
does  not.  And  while  it  seems  that 
our  troubles  are  always  with  us, 
the  potentiality  of  the  trouble  to- 
day is  so  far-reaching  that  it 
makes  some  of  the  issues  of  the 
fairly  immediate  past  seem  pica- 
yune indeed. 

Such  grave  problems  of  the  past 
as  whether  network  programs 
ought  ever  to  be  transcribed,  or 
whether  transcribed  spot  announce- 
ments should  be  labeled  as  such, 
seem  like  the  schoolboy  irritations 
of  the  past,  remembered  by  an 
adult  facing  appalling  and  thor- 
oughly significant  problems  in  the 


Mr.  Shouse 


future. 

I  don't  suppose  any  of  us  can 
forget  for  very  long  the  very  real 
perplexities  presented  to  the  broad- 
casting business  with  the  mush- 
room growth  of  television.  But 
there  are  problems  on  a  scale  vast- 
er by  far  than  even  the  television 
colossus,  and  they  are  being 
worked  out  this  very  day  on  moun- 
tain roads  and  rice  paddies  10,000 
miles  from  the  Terrace  Plaza. 

It  may  be,  and  none  of  us  is 
ignoring  this  possibility  while  hop- 
ing with  all  our  hearts  it  won't 
come  true,  that  the  next  time  the 
7th  District  has  a  meeting  this 
country  could  be  at  war  with  Rus- 
sia. The  impossible  sometimes  has 
a  hideous  way  of  becoming  the 
plausible  and  finally  the  common- 
place fact  in  our  life,  and  if  the 
monstrous  threat  ever  becomes  the 
monstrous  reality,  broadcasting 
will  be  called  on  as  it  never  was 
even  in  the  last  war,  as  the  last 
best  hope  for  healing  the  shat- 
tered bones  of  continents  and  the 
men  who  try  to  dwell  on  them. 

Radio  proved  its  vast  power  in 
the  last  war  in  our  own  country. 


Radio  recruited  men,  sold  bonds 
and  brought  news  of  the  conflict 
into  the  mass  consciousness  of 
those  at  home.  In  countries  oc- 
cupied by  another  enemy,  it  was 
the  voice  not  only  of  hope  but  of 
the  underground  which  was  doing 
a  military  job.  To  soldiers,  this 
radio,  with  all  the  old  familiar 
programs  transplanted  thousands 
of  miles,  was  the  biggest  link  with 
home,  and  the  Jack  Bennys  and 
Fibber  McGees,  incredibly  enough, 
could  be  heard  within  the  sound  of 
machine  gun  fire  and  crumping 
mortar  shells. 

'Voice  of  Truth' 

At  this  very  moment,  this  radio 
is  the  insistent  voice  of  truth  pene- 
trating the  Iron  Curtain  where  all 
else  has  failed,  and  what  it  may  be 
tomorrow  no  man  can  be  auda- 
cious enough  to  predict. 

Whatever  the  task  imposed  on 
it,  this  proved  and  powerful  giant 
of  communications  will  respond. 
It  is  certainly  no  cowardice  to  hope 
that  the  task  will  never  be  put  on 
our  shoulders. 

Sometimes  we  in  broadcasting 


EXPRESSING  their  pleasure  over  the 
recent  debut  of  Memo  from  Molly  on 
Columbia  Pacific  Network  are  (I  to  r): 
John  Harvey,  advertising  manager. 
Lucerne  Milk  Co.,  division  of  Safe-  < 
way  Stores,  sponsor  of  program;  Merle  I 
S.  Jones,  general  manager,  CPN  and 
KNX  Hollywood;  Ole  Morby,  assist- 
ant soles  manager,  CPN. 


wonder  why  we  support  a  trade  as- 
sociation. But  on  sober  reflection 
we  find  it  is  often  the  intangibles 
and  the  imponderables  that  most 
specifically  justify  an  association. 
WLW  Cincinnati  has  paid  more 
than  $100,000  in  supporting  the 
NAB  over  a  period  of  years.  I 
know  this — that  today  WLW  is 
still  able  to  pay  its  dues  and  will 
continue  to  so;  that  it  is  a  free 
radio  station  in  our  economy,  just 
as  your  stations  are  free. 


DISTRICT  7  MEET      stresses  NAB,  BAB  Support 


*  Text  of  opening  remarks  at  NAB 
District  7  meeting  in  Cincinnati. 


CALL  on  non-members  to  join 
NAB  and  support  of  the  plan  for 
a  greatly  enlarged  Broadcast  Ad- 
vertising Bureau  were  voiced  at 
the  NAB  District  7  meeting,  held 
Monday-Tuesday   at   the  Terrace 


SET  OUTPUT 


FM  Tuners  at  High  Peak, 
RTMA  Reports 


PRODUCTION  of  radio  and  TV  receivers  containing  FM  tuners  has 
reached  the  highest  ratio  in  more  than  a  year,  according  to  July  produc- 
tion figures  of  Radio-Television  Mfrs.  Assn. 

Total  July  radio  and  TV  set  output  hit  the  lowest  point  of  the  year, 

due  to  the  annual  RTMA  shutdown  ★  

during  the  first  two  weeks  of  July. 
This  shutdown  delayed  collection  of 
RTMA  production  figures  nearly  a 
month. 

Total  television  production  of 
RTMA  members  in  July  was  only 
253,457  sets  but  it  is  known  that 
in  late  August  the  total  .industry 
output  of  members  and  non-mem- 
bers was  near  200,000  per  week. 

Production  of  radios  by  RTMA 
members  totaled  423,003  sets  in 
July.  This  compared  to  1,054,456 
radio  sets  turned  out  by  members 
in  June,  a  record  figure  for  the 
year. 


Of  the  July  radio  sets  nearly 
25% — 102,037  receivers — contained 
FM  or  FM-AM  tuning.  In  the 
case  of  TV  sets,  45,284  out  of  the 
253,457  produced — 18% — contained 
FM  tuners. 

In  all,  RTMA  members  have 
produced  641,889  FM  and  AM-FM 
radios  in  seven  months  of  1950 
plus  another  270,957  TV  sets  with 
FM,  a  total  of  912,846  sets  con- 
taining FM  tuning. 

Breakdown  of  radio  and  TV  pro- 
duction by  RTMA  members  for  the 
first  seven  months  of  1950  follows: 


TV 

Home  Radio  Sets 
(Incl.  Portables) 

Automobile 
Sets 

All  Sets 

January 
i  February 
!     March  (five  weeks) 

April 

May 

June 

July 

335,588 
367,065 
525,277 
420,026 
376,227 
388.962 
253,457 

470.715 
529.254 
724,691 
648,352 
693,592 
784,108 
332,748 

189,480 
221,139 
255,673 
234,354 
206,464 
270,348 
90.255 

995,783 
1,117.458 
1.505.641 
1.302.732 
1.276.283 
1.443,418 

676.460 

2.666.602 

4.183,460 

1.467.713 

8,317,775 

Plaza  Hotel,  Cincinnati. 

James  D.  Shouse,  WLW  Cincin- 
nati, NAB  director-at-large  for 
large  stations,  presided  Monday  at 
the  opening  of  the  two-day  meet- 
ing in  absence  of  the  District  7 
director,  Gilmore  Nunn,  WLAP 
Lexington,  Ky.  Mr.  Nunn  pre- 
sided   at    the    Tuesday  sessions. 

Detailed  portrayal  of  NAB 
functions  for  the  membership  and 
industry  as  a  whole  was  given  the 
100  delegates  by  Robert  K.  Rich- 
ards, NAB  director  of  public  af- 
fairs. 

In  a  resolution,  District  7  called 
on  non-members  "to  join  with  us  in 
membership  in  an  association 
which  shall  speak  for  all  broad- 
casters in  a  strong  and  united 
voice  that  shall  insure  the  strength 
of  our  own  industry  in  our  search 
for  improved  economic  and  social 
goals,  convinced  that  at  the  same 
time  this  service  will  most  greatly 
advance  each  individual  member." 

Other  resolutions  thanked  asso- 
ciate members  for  their  part  in  as- 
sociation affairs;  thanked  Ralph  H. 
Jones  Adv.  Agency  for  a  cocktail 
party  given  delegates;  praised 
planning  of  the  meeting  by  Mr. 
Shouse  and  the  WLW  staff  and  also 
praised  service  of  Mr.  Nunn  as  dis- 
trict director;  voiced  appreciation 
of  the  BAB  presentation  by  Allen 
M.  Woodall,  WDAK  Columbus,  Ga., 
NAB  District  5  director  and  mem- 
ber of  the  NAB  board's  BAB  Com- 
mittee; congratulated  John  Patt, 
WGAR  Cleveland,  on  his  eleva- 
tion to  presidency  of  the  G.  A. 
Richards  stations;  lauded  partici- 
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pation  of  NAB  President  Justin 
Miller  and  other  staff  members  in 
the  two-day  meeting;  called  for 
support  of  BMI. 

Demand  for  immediate  clarifica- 
tion of  Ohio's  sales  tax  law  with 
respect  to  broadcasters  was  voiced 
at  the  Tuesday  session.  Robert 
Fehlman,  WHBC  Canton,  said 
some  Ohio  stations  have  been  vis- 
ited by  state  tax  officials  "who 
claim  that  the  stations  have  been 
lax  in  fulfilling  all  provisions  of 
the  state's  sales  tax  law." 

Requests  Clarification 

"Since  these  laws  and  our  re- 
sponsibility to  them  have  never 
been  fully  explained,  we  request 
an  immediate  clarification  of  this 
legislation,"  he  said. 

Following  a  conference  of  Ohio 
station  executives,  Carl  George, 
WGAR  Cleveland,  named  a  com- 
mittee to  urge  further  action  and 
a  study  of  the  tax  question. 

President  Miller,  in  his  speech 
explaining  NAB  operations  and 
policies,  referred  to  dynamiting  of 
the  Voice  of  America  tower  at 
Bethany,  Ohio,  citing  the  impor- 
tance of  international  broadcast- 
ing in  the  present  world  crisis  (see 
story  page  44). 

Others  who  took  part  in  the 
meeting  included  Charles  A.  Bai- 
son.  NAB  television  director;  Lee 
Hart.  BAB  assistant  director: 
Robert  Burton,  BMI  vice  presi- 
dent; Richard  P.  Doherty,  NAB 
employe-employer  relations  direc- 
tor. 
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Shoppmg 
WITH  THE  MISSUS 


A MIDWESTERN  dairy 
farmer  decided  20  years 
ago  that  the  average 
housewife  uses  more  cream 
than  she  can  afford.  By  the 
process  of  compounding  evap- 
orated skimmed  milk  and  co- 
coanut  oil,  Charles  Hauser  of 
Litchfield,  111.,  50  miles  from 
St.  Louis,  produced  a  cream 
substitute  that  paralleled  the 
original  in  at  least  one  respect 
— it  whipped. 

Carolene  Products  Co.  chose  the 
product  name  Milnut,  denoting  that 
it  contained  milk  solids  and  cocoa- 
nut  oil.  The  name  was  changed 
from  Milnut  to  Milnot  in  1942 
when  wartime  curtailment  of  cocoa- 
nut  oil  made  it  necessary  for  the 
company  to  substitute  hydrogenated 
vegetable  oil  as  a  major  ingredient. 
It  was  then  that  domestic  vege- 
table oils  were  reiined  to  a  point 
comparable  to  cocoanut  oil. 

Decision  Made 
To  Try  Radio 

Even  with  this  apt  name,  how- 
ever, sales  climbed  only  in  the  area 
surrounding  Litchfield,  due  largely 
to  the  good  name  and  reputation  of 
the  Hauser  family.  In  an  effort 
to  create  regional  appeal,  the  com- 
pany promptly  turned  to  radio  as 
a  "major"  advertising  medium. 

Beginning  with  spots  on  such 
nearby  stations  as  WTAX  Spring- 
field, ill.,  and  KMOX  St.  Louis,  the 
company  later  invaded  Indiana  via 
WFBM  Indianapolis,  and  within 
two  years  found  that  the  increased 
demand  called  for  a  new  and  more 
modern  plant  in  that  state.  This 
new  plant  was  built  at  Warsaw,  in 
north  central  Indiana. 

It  was  then  that  Carolene  Prod- 
ucts bought  announcements  on  one 
of  the  Windy  City's  most  powerful 
stations— 50  kw  WBBM.  There  the 
company  became  program-con- 
scious. 

In  1946,  H.  Leslie  Atlass,  WBBM 
general  manager  and  vice  president 


Milnot,  Shopper  and  Grocer  Meet 
On  WBBM's  Program 


of  CBS,  dreamed  up  Shopping 
With  the  Missus.  Nominating  one 
of  his  most  personable  announcers 
as  m.c,  Mr.  Atlass  proposed  that 
a  daily  program  of  interviews  be 
scheduled  in  every  grocery  store 
within  a  50-mile  radius  of  Chi- 
cago handling  Milnot. 

Informal  Questions 
Asked  of  Shoppers 

The  announcer  would  set  up  his 
mike  in  any  department  of  the 
store  the  grocer  desired,  making  the 
storekeeper  happy,  to  begin  with. 
He  would  then  start  asking  a  suc- 
cession of  women  patrons  the  same 
question — examples :  What's  the 
average  number  of  words  in  a  tele- 
phone conversation?  How  many 
times  does  the  average  woman  open 
the  refrigerator  door  daily?  The 
"Missus"  coming  closest  to  the 
right  number  would  receive  a  "use- 
ful" jackpot  prize — usually  a  house- 
hold appliance  or  table  service — 
but  all  contestants  would  receive 
three  cans  of  Milnot  plus  a  dollar's 
worth  of  grocery  staples. 

Carolene's  agency,  Henri,  Hurst 
&  McDonald,  Chicago,  approved  of 
the  idea,  and  later  Mr.  Hauser, 
working  direct  with  stations,  placed 
a  similar  show  on  KTUL  Tulsa, 


a  news  show  on  KWK  St.  Louis,  a 
telephone  quiz  program  on  KTTS 
Springfield,  Mo.,  and  a  vocalist 
(The  Singing  Pastor)  on  WKY 
Oklahoma  City. 

Meanwhile,  he  increased  the 
WFBM  Indianapolis  allocation  to 
provide  for  a  news  show,  and  put 
additional  cash  into  WTAX  Spring- 
field, 111.,  for  an  audience  partici- 
pation breakfast  show.  By  1948, 
production  facilities  were  set  up  in 
West  Seneca,  Okla.,  and  Seneca, 
Mo. 

Typical  of  the  success  of  Milnot 
programming  is  Shopping  With  the 
Missus,  which  draws  between  300 
and  400  letters  weekly  to  WBBM 
Chicago.  Every  week-day  since 
June  2,  1946,  Jim  Conway,  a  tall, 
blonde,  and  easy-going  former  Navy 
flyer,  has  visited  a  different  Chi- 
cagoland  grocery  store.  His  inter- 
views, always  in  good  taste  and  in 
a  subdued,  conversational  tone,  are 
taped  between  11  and  11:15  a.m. 
"when  the  'Missus'  is  doing  her 
morning  shopping." 

Playbacks  Feature 
Of  Interviews 

Mr.  Conway  has  made  it  a  policy 
to  play  back  all  recordings  while 
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still  in  the  store  so  that  contest- 
ants and  their  friends  can  hear 
their  own  voices.  Shows  are  aired 
the  following  broadcast  day  be- 
tween 8:45  and  9  a.m.,  "when  the 
'Missus'  is  at  home." 

Carolene  Products  makes  every 
effort  to  set  the  stage  properly 
for  each  broadcast.  One  month 
before  the  show  is  to  be  taped,  the 
Chicago  Milnot  broker  sends  a 
salesman  to  get  acquainted  with 
the  store  manager  and  to  discuss 
preliminary  plans.  Ten  days  be- 
fore the  performance,  Milnot  rep- 
resentatives put  up  posters  in  the 
store  heralding  the  forthcoming 
event. 

Prepares  Backlog 
Of  Information 

Meanwhile,  Mr.  Conway  is  ac- 
quainting himself  with  the  store 
manager's  background,  in  anticipa- 
tion of  working  him  into  the  show. 
He  gets  his  material  from  a 
voluminous  file  of  biographical  in- 
formation kept  up  to  date  by 
WBBM.  A  valuable  aide  both  be- 
fore and  during  each  show  is 
Hooper  White,  director  and  pro- 
ducer of  the  program  and  respon- 
sible for  setting  up  prizes. 

Shopping  with  the  Missus  has 
never  missed  a  store  performance 
due  to  inclement  weather  or 
tragedy,  but  on  one  occasion  it 
was  necessary  to  use  a  substitute 
tape  when  the  store  in  which  a 
recording  was  made  the  previous 
day  burned  down  during  the  night. 
WBBM  keeps  several  spare  tapes 
in  readiness  in  case  of  emergency, 
although  it  would  not  be  difficult 
to  make  a  last-minute  store  reser- 
vation since  most  store  managers 
are  anxious  to  have  the  show  re- 
turn at  any  time.  One  grocer  on 
Chicago's  North  Damen  Ave. 
claims  his  volume  has  been  up  $500 
weekly  since  the  program  recently 
was  aired  from  his  store.  The 
broadcasts  have  an  average  of  60 
would-be  participants  and  their 
friends. 

Since  Milnot  was  fortified  with ' 
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vitamins  "A"  and  "D"  12  years 
ago,  the  company  asserts  .  it  is 
healthful  and  wholesome  as  well 
as  economical.  Recent  20-second 
spots  on  television  stations  in 
Chicago,  Indianapolis  and  Bloom- 
ington,  Ind.,  point  up  these  claims. 
At  present,  WBKB  (TV)  Chicago, 
WFBM-TV  Indianapolis,  and 
W  T  T  V  (TV) 
Bloomington  are 
used. 

Company  offi- 
cials attribute 
their  present-day 
success  to  "the 
close  tie-up  be- 
tween advertising 
and  immediate 
sales  afforded  by 
radio  and  televi- 
sion." Sources 
close  to  Carolene 
Products  indicate  that  the  com- 
pany's allocation  for  radio  and  tele- 
vision in  1950  will  be  more  than 
709V  of  its  total  advertising  budget. 

Heading  the  Carolene  organiza- 
tion is  Charles  Hauser,  founder  and 
president  of  the  concern.  Each  of 
Mr.  Hauser's  three  sons  is  an  of- 
ficial of  the  company.  Melvin 
Hauser  is  treasurer  and  in  charge 
of  production;  Martin  is  secretary 
and  handles  sales  and  advertising; 
and  Victor  is  assistant  secretary. 


Mr.  Conway 


Other  Articles  On  Dairies  and 
Dairy    Products    In  BROAD- 
CASTING •  TELECASTING 

Hopalong  Cassidy  Sells  Milk — A  fea- 

turette,  July  24,  7950. 
Marindale's  Plant  That  Budda  Built 

— A  feature.  May  IS,  7950. 
Borden  Clicks  With  'County  Fair' — A 

feature,  Nov.  7,  7949. 


RED  CONTROL 

Truman  Expected  To  Veto 

PRESIDENT  TRUMAN  was  ex- 
pected to  veto  the  Communist  con- 
trol bill  which  was  sent  to  the 
White  House  last  Friday.  Both 
houses  of  Congress  had  approved 
a  measure  (HR  9490)  embodying 
various  House  and  Senate  proposals 
and  wrapped  up  into  a  single  pack- 
age by  a  joint  conference  commit- 
tee [Broadcasting,  Sept.  18]. 

The  bill,  bearing  a  provision  to 
label  all  Communist-sponsored 
radio  and  television  programs,  had 
received  a  substantial  vote  of  ap- 
proval both  in  the  House  and  Sen- 
ate, indicating  that  there  probably 
will  be  enough  votes  to  override  a 
Presidential  veto. 

A  White  House  message  re- 
portedly was  being  drafted  in 
which  Mr.  Truman  was  expected  to 
denounce  the  bill  as  unconstitu- 
tional and  a  threat  to  American 
liberties. 

It  was  agreed  in  conference  to 
insert  a  provision  in  the  bill  to  dis- 
avow that  the  intent  of  any  por- 
tions of  the  control  measure  were 
designed  to  "authorize,  require,  or 
establish  military  or  civilian  cen- 
sorship or  in  any  way  to  limit  or 
infringe  upon  freedom  of  the  press 
or  of  speech  .  .  ." 


FINANCE  FIRMS 

CONSUMER  FINANCE  companies  should  use  "good  advertising,  pitched 
to  hope  and  not  despair,  by  talking  about  budgets  and  making  them  work, 
and  credit  and  what  good  credit  means,"  in  the  opinion  of  Fairfax  M. 
Cone,  board  chairman  of  Foote,  Cone  &  Belding.  Mr.  Cone  spoke  Friday 
morning  at  an  advertising  forum 


Mr.  Cone 


conducted  during 
the  36th  annual 
convention  of  the 
National  Con- 
sumer Finance 
Assn.  at  Chi- 
cago's Edgewater 
Beach  Hotel. 

Appearing  with 
him  were  John  T. 
Snite,  vice  presi- 
dent in  charge  of 
advertising  for 
Imperial  Credit 
Co.,  Chicago,  who  talked  of  radio 
for  the  small  organization,  and  N. 
T.  Schwin,  advertising  director  of 
Household  Finance  Corp.,  Chicago, 
who  discussed  the  consumer  finance 
concern's  use  of  television. 

Mr.  Cone,  reminding  his  audience 
that  "advertising  is  only  a  substi- 
tute for  personal  selling,"  sug- 
gested that  advertising  "could  be 
the  secret  and  the  strength"  of 
consumer  finance  agencies  because 
of  their  volume  of  business.  "Ad- 
vertising is  the  secret  and  strength 
of  mass  selling  that  makes  mass 
production." 

Recommending  "better  selling 
and  better  advertising"  for  finance 
businesses,  Mr.  Cone  said  most 
such  concerns  sell  "emergencies 
rather  than  money,  the  greatest 
commodity  of  all!"  Americans,  as  a 
result,  "have  no  notion  whatever 
of  the  real  and  continuing  service 
that  most  of  you  offer."  Comment- 
ing on  several  newspaper  ads 
placed  by  finance  companies,  Mr. 
Cone  said:  "Not  one  talked  seri- 
ously and  helpfully  to  thousands  of 


people  with  problems  that  most  of 
you  are  set  up  specifically  to  solve, 
or  sold  a  fine  business  way  of  meet- 
ing problems  not  yet  pressing,  or 
told  about  application  of  business 
methods  to  family  financing.  Not 
one  said  a  word  about  building  up 
credit,  or  looking  ahead  to  emer- 
gencies, or  of  the  thousands  who 
regularly  and  happily  use  these 
facilities." 

He  concluded  that  "your  adver- 
tising over  the  years  has  failed  to 
prove  you  are  understanding,  but 
I  happen  to  know  this  is  not  the 
case."  Mr.  Cone  said,  "I  learned 
from  finance  companies  personally 
that  money  is  a  commodity  you 
purchase  for  use  like  any  other. 
You  have  it  to  sell,  on  fair  terms 
to  honest  people,  to  help  them  live 
better." 

Offer  'Vital  Service' 

"I  know  the  personal  finance 
business  offers  a  service  as  vital  as 
insurance,  but  I  believe  it  is  one  of 
the  least  generally  understood  busi- 
nesses in  America  and  is  widely 
held  to  be  only  a  business  of  one- 
sided profit,  and  sometimes  exorbi- 
tant and  unconscionable  profit  at 
that." 

Mr.  Snite  outlined  his  successful 
use  of  radio  in  Chicago  during  the 
past  four  years.  "The  more  experi- 
ence I  have  with  radio,  the  more  I 
am  sold  on  its  ability  to  create  con- 
ditioned reflexes  in  the  minds  of 
people,"  he  concluded.  His  advice 
to  consumer  finance  men: 

"If  you  go  into  radio,  be  sure  you 
are  keeping  accurate  records.  Then 
pick  out  a  radio  station  with  a  large 


Use  'Good  Advertising' — Cone 


enough  audience  potential.  Use 
music  on  records  with  a  personality 
master  of  ceremonies.  Test  out 
your  commercials  to  make  sure 
you're  using  the  appeals  most  ef- 
fective in  your  locality.  Put  those 
commercials  in  the  guise  of  a  reg- 
ular-fellow personality.  Plan  to 
stay  on  at  least  a  year  because  you 
may  be  disappointed  during  your 
first  six  months. 

Finally,  he  cautioned,  "Remem- 
ber, it  works  three  ways :  In  getting 
you  immediate  business;  in  fertili- 
zing the  territory  so  your  other 
forms  of  advertising  do  better,  and 
in  building  up  in  the  minds  of  pros- 
pective customers  those  conditioned 
reflexes  that  immunize  them 
against  competition.  Radio  can  pay, 
if  you  use  it  to  the  fullest." 

Mr.  Schwin  supervises  production 
of  People's  Platform  on  CBS.-TV, 
now  in  its  second  year.  His  firm  is 
believed  to  be  the  only  one  of  its 
kind  on  network  TV. 

Asserting  that  "radio  listening 
during  TV  hours  tends  to  decline 
very  substantially  whenever  tele- 
vision enters  the  picture,"  Mr. 
Schwin  said  the  TV  advertiser  is 
frequently  taking  video  money 
from  other  media  allocations  as  it 
"does  not  always  come  from  new 
advertising  funds  or  special  appro- 
priations." 

Aspects  of  TV 

Aspects  of  TV  which  he  believes 
are  of  "peculiar  interest  to  us  as  a 
finance  company":  (1)  High  spon- 
sor identification,  "higher  than  in 
radio";  (2)  the  40-mile  physical 
limitation,  which  restricts  viewing 
to  area  offices;  (3)  "sets  are  no 
longer  a  rich  man's  toy,  and  are 
sold  widely  in  the  economic  class 
where  consumer  finance  companies 
do  business." 

TV,  however,  "has  been  abused 
by  some  stations  and  advertisers." 
Charging  that  some  stations,  "in 
their  desire  to  get  into  the  black," 
permit  commercials  in  "bad  taste 
or  too  long." 


GUARD  RADIO 


THIS  group  meeting  for  a  between-sessions  discussion  at  the  annual  four-day 
meeting  Sept.  18-21  of  managers  of  Columbia-owned  stations  and  stations 
represented  by  CBS  Radio  Sales  includes  (I  to  r):  E.  H.  Shomo,  general 
manager,  KMOX  St.  Louis;  Harold  Fellows,  manager  of  New  England  opera- 
tions; Arthur  Hull  Hayes,  vice  president  of  San  Francisco  office  and  KCBS; 
John  Akerman,  assistant  general  manager,  WBBM  Chicago;  Hubbell  Robin- 
son Jr.,  vice  president  in  charge  of  network  programs;  Louis  Housman,  vice 
president  in  charge  of  sales  promotion  and  advertising,  and  Donald  T.  Thorn- 
burgh,  president,  WCAU-AM-FM-TV  Philadelphia. 


Fleming  Praises  Stations 

RADIO  was  saluted  last  week  as 
"patriotic"  for  donating  free  time 
over  more  than  1,600  stations  by 
Maj.  Gen.  Raymond  H.  Fleming, 
acting  chief  of  the  National  Guard 
Bureau,  Washington,  D.  C.  Gen. 
Fleming  said  the  stations  donated 
free  time  to  help  build  up  the 
Guard's  national  recruitment  drive. 

"The  patriotic  response  to  the 
National  Guard  request  for  help  is 
heartening  and  reflects  the  readi- 
ness of  the  radio  industry  at  all 
times  to  give  generously  on  behalf 
of  all  worthy  public  and  national 
causes,"  Gen.  Fleming  said. 

Acceptances  from  the  stations 
were  received  for  the  15-minute 
recorded  program.  The  National 
Guard  Show,  which  has  been  of- 
fered to  all  AM  stations  which 
have  Guard  units  in  their  areas. 
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U.  S.  DELEGATES  late  last  week 
were  awaiting  Cuba's  reply  to  their 
proposal,  officially  submitted  Mon- 
day [Closed  Circuit,  Sept.  18], 
that  in  essence  the  final  U.S.  "offer" 
in  the  unsuccessful  Havana  confer- 
ence last  winter  be  made  the  start- 
ing point  in  current  negotiations 
for  a  new  North  American  AM 
treaty  (NARBA). 

The  Cuban  reply,  it  was  assumed, 
would  take  much  the  same  tack  as 
the  counter-offer  which  Cuba  made 
in  the  bilateral  discussions  at 
Havana — and  which  the  U.S.  re- 
jected. 

U.S. -Cuban  differences  heretofore 
have  been  the  primary  bar  to  agree- 
ment on  a  new  overall  NARBA. 
Observers  therefore  felt  the  terms 
of  the  forthcoming  Cuban  reply 
may  serve  as  a  weathervane  indi- 
cating whether  the  conference  will 
achieve  overall  agreement  or  deter- 
iorate into  a  series  of  bilateral 
agreements. 

Besides  reconciling  U.S. -Cuban 
differences,  the  conference  is  slated 
to  evolve  an  agreement  which  is  also 
satisfactory  to  Mexico,  who  did  not 
take  part  in  the  overall  sessions  at 
Montreal  last  fall  and  winter  but 
who  is  now  participating  actively 
in  negotiations. 

If  channel  allocations  satisfac- 
tory to  these  three  nations  can  be 
devised,  observers  thought  it  likely 
—in  the  light  of  negotiations  to 
date — that  arrangements  can  be 
made  which  will  also  be  satisfac- 
tory to  the  other  participating  na- 
tions. These  are  Canada,  Bahamas- 
Jamaica,  Dominican  Republic,  and 
Haiti. 

U.  S.  Assignment  List 

The  station-assignments  list 
which  the  U.S.  proposed  for  use  as 
a  "reference  point"  for  further 
negotiations  was  the  one  which  U.S. 
delegates  submitted  to  Cuban  offi- 
cials under  date  of  Feb.  22,  while 
the  two  delegations  were  attempt- 
ing in  Havana  to  resolve  mutual 
differences  which  had  stalemated 
the  overall  sessions  at  Montreal. 

Under  the  provisions  of  this  list 
[Broadcasting,  March  6, 13],  which 
for  a  time  appeared  to  have  Cuban 
indorsement  "in  principle,"  Cuba 
would : 

•  Give  up  all  operations  not  au- 
thorized by  the  NARBA  which  ex- 
pired March  29,  1949,  or  by  the  new 
agreement ; 

•  Receive  special  rights  on  three 
U.  S.  1-A  clear  channels  on  which 
she  also  had  rights  under  the  expired 
NARBA,  and  give  up  unused  NARBA 
privileges  on  a  fourth  (890  kc — 
WENR-WLS  Chicago).  The  three: 
640  kc  (KFI  Los  Angeles);  670  kc 
(WMAQ  Chicago),  and  830  kc  (WCCO 
Minneapolis). 

•  Receive  Class  2  rights  on  16 
1-B  channels,  most  of  which  are  vari- 
ations of  rights  granted  under  the 
expired  treaty.  The  channels:  680, 
810,  8.50,  1000,  1030,  1060,  1070,  1080, 
1090,  1110,  1130,  1170,  1190,  1520, 
1.5.50  and  1560  kc.  Of  these,  the  old 
NARBA  gave  Cuba  no  rights  on  1070, 
1080,  1520,  and  1550  kc. 

•  Receive    rights    to    use  power 


above  5  kw  on  the  same  number  of 
channels  on  which  she  had  such 
rights  under  NARBA.  These  would 
be:  550,  570,  590,  630,  790,  910,  920, 
950,  980,  and  1150  kc. 

•  Be  granted  "special"  protection 
on  a  "realistic"  basis  from  future 
U.  S.  assignments  on  12  channels: 
550  570,  590,  630,  640,  690,  740,  860, 
920,  980,  1010  and  1560  kc.  On  1010 
and  1560  kc  the  U.  S.  would  continue 
to  afford  1-B  protection  to  Cuba,  but 
would  insist  on  reciprocal  protection 
of  WQXR  New  York  and  KPMC 
Bakersfield,  Calif,  on  1560  kc.  On 
the  other  channels,  the  full  degree 
of  additional  protection  which  Cuba 
had  requested  was  deemed  "incon- 
sistent," but  U.  S.  indicated  willing- 
ness to  grant  a  "greater"  degree  of 
protection  from  additional  U.  .S.  as- 
signments than  that  "previously  rec- 
ognized for  Class  2  and  Class  3 
stations" — provided  it  is  done  "real- 
istically." 

•  Be  permitted  to  operate  with 
1  kw  on  the  1340  kc  local  channel. 

•  Receive  protection  from  future 
U.  S.  regional  assignments  for  Cuban 
250-w  stations  assigned  on  regional 
channels  under  the  agreement. 

•  Operate  a  1  kw  part-time  sta- 
tion on  the  1-A  1160  kc  channel, 
limiting  the  operations  to  protect 
KSL  Salt  Lake  City,  the  U.  S.  dom- 
inant, in  accordance  with  the  expired 
NARBA. 


This  Feb.  22  list  was  proposed  in 
the  current  negotiations  as  a  ref- 
erence point  for  further  delibera- 
tions, not  as  an  "offer"  to  Cuba. 

In  its  "reply"  to  the  Feb.  22  list 
at  Havana — which  was  expected  to 
provide  the  pattern  for  its  reply  in 
the  current  negotiations  —  Cuba 
asked,  among  other  things,  that  the 
U.S.  make  no  future  assignments  on 
550,  570, 590,  630,  690,  730, 740,  860, 
920  and  980  kc  in  Florida  and 
southern  Georgia,  Alabama,  Missis- 
sippi and  Louisiana;  reserved  the 
right  to  make  further  demands  on 
U.S.  channels  in  event  negotiations 
with  Mexico  were  unsatisfactory; 
requested  greater  protection  than 
the  U.S.  indicated  with  respect  to 
other  specific  frequencies;  and 
asked  for  rights  on  any  clear-chan- 
nel frequencies  which  might  be 
broken  down  by  additional  assign- 
ments made  by  either  the  U.S.  or 
other  nations. 

Since  the  U.S.  rejected  this  pro- 
posal at  Havana,  observers  felt 
that  its  re-submission  by  Cuba  now 
would  mean  that  any  hope  for  final 
agreement  between  the  two  coun- 
tries must  necessarily  lie  some- 
where between  these  demands  and 
the  Feb.  22  "offer"  of  the  U.S. 


LATHROP  WILL 


KFAR,  KENI  in  Bequests 
To  Employes,  Friends 


REPUTED  to  have  been  Alaska's  leading  industrialist  and  wealthiest 
man,  the  late  Capt.  Austin  E.  Lathrop  bequeathed  substantial  portions 
of  his  multi-million-dollar  estate  to  relatives,  friends  and  employes  of  his 
many  business  interests,  including  KFAR  Fairbanks  and  KENI  Anchor- 
age. ★  


Details  of  his  will  were  revealed 
last  week  with  filing  of  an  applica- 
tion at  FCC  for  consent  to  involun- 
tary transfer  of  control  of  KFAR 
and  KENI  to  the  executors  of  his 
estate.  Capt.  Lathrop  was  killed 
in  July  when  he  fell  from  a  coal 
car  at  his  Healy  River  Coal  Corp. 
mine  at  Suntana,  Alaska  [Broad- 
casting, July  31].  He  was  84. 

The  estate,  described  as  in  excess 
of  $500,000  when  filed  for  probate 
in  the  Fairbanks  precinct  court,  un- 
officially has  been  estimated  to 
total  $3  million  to  $4  million  or 
more.  Capt.  Lathrop  was  president 
and  95%  owner  of  Midnight  Sun 
Broadcasting  Co.,  licensee  of  KFAR 
and  KENI.  He  also  had  extensive 
mining,  banking,  commercial  and 
publishing  interests  which  were  op- 
erated in  part  under  the  Lathrop 
Co. 

More  Than  50  Named 

More  than  50  relatives,  business 
associates,  employes  and  hospital 
and  educational  institutions  were 
left  gifts  of  stock  in  the  Lathrop 
Co.  while  cash  bequests  were  left 
to  about  100  other  individuals  and 
groups,  including  all  organized 
churches  in  Anchorage,  Fairbanks 
and  Cordova. 

Employes  of  KFAR  and  KENI 
were  willed  from  $400  to  $800  each, 
depending  on  length  of  service, 
while  employes  of  other  Lathrop 


companies  received  similar  gifts. 

Upon  distribution  of  the  initial 
bequests,  according  to  the  will,  the 
residue  of  the  estate,  including 
Midnight  Sun  Broadcasting  Co.,  is 
to  be  held  in  trust  for  five  years  at 
which  time  it  would  be  distributed 
among  the  Lathrop  Co.  stockhold- 
ers in  proportion  to  their  respec- 
tive holdings. 

Executors  of  Estate 

Executors  of  the  estate,  part  of 
whom  also  are  officers  and  minor 
stockholders  in  Midnight  Sun 
Broadcasting,  include:  Miriam  L. 
Dickey,  for  many  years  personal 
secretary  to  Capt.  Lathrop  and  who 
becomes  president  of  Midnight  Sun 
Broadcasting;  Sydney  C.  Raynor, 
Anchorage;  Edward  F.  Medley, 
Seattle,  for  many  years  Capt.  Lath- 
rop's  attorney  and  new  secretary- 
treasurer  of  Midnight  Sun  Broad- 
casting succeeding  Miss  Dickey; 
Harry  J.  Hill,  Anchorage;  Austin 
G.  Cooley,  Capt.  Lathrop's  nephew 
who  is  with  the  Times  Facsimile 
Corp.,  New  York,  and  who  succeeds 
Mr.  Medley  as  vice  president  of 
Midnight  Sun  Broadcasting.  This 
group,  plus  L.  W.  Baker,  Seattle, 
were  named  in  the  will  as  sug- 
gested trustees  of  the  estate. 

Mr.  and  Mrs.  Cooley  were  willed 
200  shares  in  the  Lathrop  Co.  while 
Messrs.  Hill  and  Raynor  and  Miss 
Dicksy  each  got  150  shcres.  Mr. 


Joins  Fort  Industry  Co. 

JOHN  E.  McCOY,  chief  of  the  tele- 
vision branch  of  FCC's  Bureau  of 
Law,  resigned  last  week  to  join  the 
Fort  Industry  Co.  as  staff  attorney 
at  headquarters 
offices  in  B  i  r  - 
mingham,  Mich. 
Joseph  N.  Nel- 
son, attorney  in 
the  Commission's 
TV  law  branch, 
becomes  acting 
chief. 

Fort  Industry 
Co.,  of  which 
George  B.  Storer 
Mr.  McCoy  jg  president,  owns 
and  operates  WSPD-AM-FM-TV 
Toledo  and  WLOK-AM-FM  Lima, 
Ohio;  WWVA-AM-FM  Wheeling 
and  WMMN  Fairmont,  W.  Va.; 
WAGA- AM-FM-TV  Atlanta; 
WGBS-AM-FM  Miami  and  WJBK- 
AM-FM-TV  Detroit. 

Joined  FCC  in  1946 

Mr.  McCoy  joined  FCC  in  March 
1946  as  attorney  in  the  AM  law 
branch  and  was  promoted  to  chief 
of  the  FM  branch  in  December  of 
that  year.  He  became  head  of  the 
TV  branch  in  June  1948  and  in  the 
latter  capacity  has  been  active  in 
the  current  TV  reallocation  pro- 
ceedings before  the  Commission. 

Born  in  Nutley,  N.  J.,  in  1911, 
Mr.  McCoy  was  graduated  in  1934 
from  Dartmouth  College  and  in 
1937  from  Yale  Law  School.  His 
early  legal  experience  was  gained 
with  Cadwalader,  Wickersham  & 
Taft,  New  York,  after  being  ad- 
mitted to  the  New  York  bar  in 
1938.  He  joined  the  Navy  in  1944, 
serving  as  tactical  radar  officer 
with  rank  of  lieutenant  aboard  a 
destroyer  in  the  Pacific.  Later  he 
was  contract  termination  officer 
for  Navy  at  Western  Electric. 

Mr.  Nelson,  who  is  42  and  a  na- 
tive of  New  York,  has  been  with 
FCC's  legal  staff  since  1946.  Prior 
to  that  he  was  with  the  trial  ex- 
amining division  of  the  National 
Labor  Relations  Board  and  a  chief 
counsel  in  the  rent  department  of 
the  OPA.  He  received  his  law  de- 
gree in  1930  from  St.  John's  U., 
New  York. 

Medley  got  75  shares  and  Mr.  and 
Mrs.  Baker  received  25  shares. 
Some  also  got  stock  in  other  Lath- 
rop companies  as  well. 

Alvin  0.  Bramstedt,  KFAR  man- 
ager, received  35  shares  as  did  Au- 
gust Heibert,  KENI  manager  and 
technical  director  of  Midnight  Sun 
Broadcasting.  Gilbert  A.  Welling- 
ton, Seattle,  West  Coast  business 
representative  for  the  stations,  re- 
ceived 35  shares  also.  Stanton  D. 
Bennett,  former  chief  engineer  at 
KFAR  and  now  with  KOMO 
Seattle,  received  20  shares. 

Capt.  Lathrop  reportedly  built 
up  his  interests  from  virtually 
nothing  during  61  years  he  lived  in 
the  Northwest  and  Alaska. 
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NEW  GROUPS  crowded  the  anti- 
Communist  arena  last  week,  as  an 
all-industry  meeting  in  New  York 
to  seek  an  "intelligent  solution" 
to  issues  raised  by  the  dismissal  of 
Jean  Muir  and  others  was  called  for 
Sept.  29  by  the  American  Federa- 
tion of  Radio  Artists. 

Representatives  of  the  major 
networks,  NAB,  AAAA,  ANA,  and 
one  large  independent  firm  were 
invited  to  attend,  it  was  announced 
by  A.  Frank  Reel,  AFRA  national 
executive  secretary.  Replies  to  the 
invitations,  which  were  mailed  last 
Wednesday,  are  expected  this 
week. 

Meanwhile,  the  circle  of  protests 
and  expressed  concern  widened 
throughout  the  radio-TV  commu- 
nity. 

Television  Authority,  in  a  reso- 
lution adopted  by  the  eastern  sec- 
tion of  its  national  board,  called 
upon  the  American  Bar  Assn.  and 
the  Bar  of  the  City  of  New  York 
to  appoint  a  committee  to  prevent 
destruction  of  "basic  individual 
rights."  Text  of  the  resolution 
read: 

Television  Authority  representing 
the  interests  of  more  than  25,000 
members  of  Actors  Equity  Assn., 
American  Guild  of  Variety  Artists, 
American  Federation  of  Radio  Artists, 
American  Guild  of  Musical  Artists, 
Chorus  Equity  Assn.  in  television, 
views  with  great  alarm  the  tendency 
on  the  part  of  sponsors  and  advertis- 
ing agencies  of  succumbing  to  self- 
appointed  pressure  groups. 

The  TVA  board  condemns  commun- 
ism and  abhors  this  vicious  and 
ungodly  ideology  which  has  taken  root 
in  some  parts  of  the  world. 

Caution  Urged 

TVA  believes  that  if  the  United 
States  is  to  remain  an  effective  bas- 
tion against  communism,  it  must 
determinedly  resist  the  efforts  of 
individuals  or  groups  who  in  their 
anti-Communist  zeal,  destroy  basic 
individual  rights  which  have  made 
our  country  great  and  strong. 

One  of  these  rights  is  the  American 
privilege  of  being  considered  innocent 
until  proven  otherwise  and  of  being 
entitled  to  a  hearing  before  being 
condemned.  Certain  individuals  and 
groups  have  recklessly  ignored  these 
American  rights  and,  through  state- 
ments and  publications,  have  irrep- 
arably harmed  the  reputation  and 
livelihood   of  many   loyal  Americans. 

TVA  condemns  such  tactics. 

The  United  States  government  is 
the  only  qualified  body  capable  of 
determining  through  judicial  process 
who  is  and"  who  is  not  loyal,  and  TVA 
stands  ready  and  willing  to  assist 
our  government  in  ferreting  out  dis- 
loyal Americans.  If  our  American 
form  of  government  is  to  survive, 
snoopers  and  fanatics  must  be  ex- 
posed for  what  they  are. 

TVA  stands  ready  to  join  with  the 
broadcasting  industry  to  correct  this 
evil  and  calls  upon  the  American 
Bar  Assn.  and  the  Assn.  of  the  Bar 
of  the  City  of  New  York  to  appoint 
a  committtee  for  this  purpose. 

When  the  AFRA  resolution  to 
call  an  all-industry  meeting  was 
first   announced   a   fortnight  ago 


[Broadcasting,  Sept.  18],  the  Gen- 
eral Foods  Corp.  (which  cancelled 
Jean  Muir's  contract  following 
protests  based  on  her  Red  Chan- 
nels listing)  issued  the  following 
statement:  •  "We  are  in  hearty  ac- 
cord with  any  constructive  efi^ort 
which  may  lead  to  a  solution  of  the 
problem  which  is  facing  sponsors 
of  radio  and  TV  programs,  adver- 
tising agencies,  broadcasters,  and 
entertainers.  We  would  urge  the 
appointment  by  the  major  inter- 
ested groups  of  a  small  committee 
to  study  the  problem  and  recom- 
mend a  solution." 

Authors  League  Hits  Plan 

The  Authors  League  of  Ameri- 
ca Inc.,  apparently  believing  that 
General  Foods  envisaged  a  com- 
mittee to  sit  in  judgment  on  per- 
sonalities, attacked  the  idea: 

The  latest  phase  in  the  grim  farce 
of  red-listings  in  the  radio  field  is 
a  proposal  by  the  General  Foods 
Corp.  to  set  up  a  joint  industry  board 
which  will  pass  upon  "controversial 
personalities."  The  Authors  League 
of  America,  a  strictly  non-political 
organization,  objects  to  this  proposal 
as  a  sorry  plan  for  back-door  censor- 
ship and  we  register  our  strongest 
disapproval. 

We  of  the  Authors  League  still 
stand  solidly  on  the  principle,  possible 
only  in  a  free  democracy,  that  a 
playwright's  audiences,  an  author's 
readers,  are  the  sole  rightful  arbiters 
of  his  works.  We  still  maintain  that 
he  is  entitled  to  be  judged  by  those 
works  alone.  Neither  defending  nor 
condemning  any  of  our  members' 
political  opinions,  we  still  object  to 
the  rating  of  their  life-labors  on  a 
basis  of  hearsay  and  association. 

Interference  with  the  free  expres- 
sion of  ideas  through  any  medium 
is  abhorrent  to  us.  We  must  fight  it 
as  honestly  and  consistently  as  we 
know  how.  In  a  time  of  widening 
hysteria  we  must  fight  it  with  in- 
creasing zeal.     We  so  shall. 

We    particularly    object    to  this 


perilous  method  proposed  by  the 
General  Foods  Corp.  which  would 
process  public  personalities  in  private 
session.  We  can  share  in  no  such 
scheme  of  ideological  control  which 
would  lack  even  the  least  govern- 
mental responsibility.  We  do  not 
believe  in  a  little  censorship,  any 
more  than  in  a  large.  We  do  believe 
that  the  American  people  are  too 
adult  to  want  their  intellectual  and 
artistic  fodder  squeezed  through  a 
screen  of  self-constituted  censors. 
Growths  as  potentially  malignant  as 
Red  Channels  cannot  be  cured  by 
commercial  compromises. 

The  league  so  far  has  not  pub- 
licly recognized  a  struggle  within 
its  affiliate,  the  Radio  Writers 
Guild,  which  last  week  erupted 
anew.  Thirty  RWG  members,  ap- 
parently overriding  the  RWG  East- 
ern Council,  passed  a  resolution 
denouncing  "communism,  the  Com- 
munist Party,  fascism  and  totali- 
tarianism in  all  forms"  and  pledg- 
ing the  organization  to  defend  it- 
self "against  any  manifestations 
of  such  philosophies  within  or  af- 
fecting the  organization." 

The  resolution  also  called  upon 
other  member  guilds  to  join  with  it 
immediately  in  taking  "such  action 
as  may  be  necessary  to  obtain  pas- 
sage of  a  similar  resolution  by  the 
parent  organization.  The  Authors 
League  of  America." 

The  RWG  council  decried  the 
30-members'  resolution  because  the 
RWG  "does  not  and  cannot  under 
its  constitution  uphold  or  denounce 
any  political  point  of  view."  A  res- 
olution of  its  own  was  then 
adopted: 

"No  member  or  group  of  mem- 
bers will  be  allowed  to  use  the 
guild  or  any  of  its  committees  or 
its  council  to  further  any  political 
point  of  view,  whether  Republican, 
Democratic,  Socialist,  Communist, 
Fascist  or  whatever." 

Meantime,    Joseph    L.  Mankie- 


wicz,  president  of  the  Screen  Di- 
rectors Guild,  speaking  in  New 
York,  called  for  the  protection  of 
the  rights  of  a  "new  minority" — 
the  American  liberal.  "As  much 
as  the  Negro  or  the  Jew,  as  much 
as  any  other  minority  in  the  U.  S.," 
it  is  being  "slandered,  libeled,  per- 
secuted and  threatened  with  ex- 
tinction," he  said. 

"The  American  liberal,"  he 
continued,  "is  being  hounded,  per- 
secuted and  annihilated  today — 
deliberately  destroyed  by  an  or- 
ganized enemy  as  evil  in  practice 
and  purpose — and  indistinguishable 
from — the  Communist  menace  that 
fosters  and  encourages  that  de- 
struction. Remember  that  it  is  the 
hope  of  this  new  minority,  too,  that 
this  world  will  some  day  become 
a  world  of  human  beings  and  for 
human  beings  who  live  together  in 
decency  and  dignity.  Let  this  new 
minority  be  destroyed — and  this 
hope  will  die  with  it,"  he  said. 

In  another  phase  of  the  week's 
developments,  the  American  Civil 
Liberties  Union  appointed  Merle 
Miller,  ex-newspaperman,  novelist, 
and  a  member  of  its  board,  to  con- 
duct an  investigation  "of  the  prob- 
lem of  blacklisting  in  the  radio  and 
television  industry." 

Blacklist  Question  Raised 

"We  are  concerned  with  the  gen- 
eral question  of  blacklisting,  from 
whatever  quarter  it  emanates,  and 
our  inquiry  will  cover  every  angle 
that  will  bring  the  true  facts  to 
the  attention  of  the  public," 
Patrick  M.  Malin,  ACLU  executive 
director,  said  in  announcing  the 
appointment.  Saying  that  ACLU 
would  "welcome  the  aid  of  any 
interested  citizen  who  has  informa- 
tion that  can  be  helpful  to  our  in- 
quiry," he  indicated  that  the  report 
would  include  several  recommenda- 
tions that  "can  serve  as  a  guide 
to  industry  in  meeting  this  complex 
issue." 

Mr.  Miller  will  be  assisted  by 
ACLU  Public  Relations  Director 
Alan  Reitman,  Staff  Counsel  Herb- 
ert M.  Levy,  and  "a  large  group 
of  ACLU  volunteers,"  he  said. 

Mr.  Miller's  appointment  fol- 
lowed an  ACLU  letter  to  General 
Foods  a  fortnight  ago,  criticizing 
the  treatment  of  Jean  Muir  and 
urging  the  company  to  "imme- 
diately reconsider  and  reverse  your 
decision." 

Full  text  of  the  ACLU  letter: 

We  are  dismayed  that  one  of  the 
giants  of  American  industry,  grown 
strong  by  serving  the  people  in  their 
basic  need  for  food,  has  let  itself 
be  overcome  by  a  few  individuals 
and  groups  bent  on  suppressing  a 
person  of  whom  they  disapprove.  The 
people  of  this  country  need  freedom 
as  well  as  food,  and  a  powerful 
corporation  is  specially  obligated  to 
take  some  risk  to  help  them  keep  it. 
Some  risk,  not  much. 

Most  of  the  people  of  this  country 
(Continued  on  page  93) 


TAKING  TIME  out  from  their  duties  during  "State  Fair  Week"  in  the  Twin 
Cities  is  this  happy  group  from  WCCO  Minneapolis-St.  Paul  (I  to  r):  Bob 
Sutton,  program  director;  Gene  Wilkey,  general  manager;  Larry  Haeg,  farm 
service  director,  and  Cedric  Adams,  WCCO-CBS  commentator. 
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RADIO  HABITS 

Of  The  Young 
Audience 


By  PAUL  I.  LYNESS,  Ph.D. 

HEAD  OF  RESEARCH  DIV.,  SCHOOL 
OF  JOURNALISM,  STATE  U.  OF  IOWA 

THE  RADIO  tastes  of  girls  differ 
sharply  from  those  of  boys,  accord- 
ing to  a  recent  mass  communica- 
tions study  of  1,418  public  school 
children,  ages  8-17,  in  Des  Moines, 
Iowa. 

Highlights  of  the  radio  section 


of  the  study  were  as  follows: 

9  Girls  showed  a  strong  inter- 
est in  radio  drama  and  popular 
music  earlier  than  boys. 

9  Boys  retained  their  prefer- 
ence for  western  shows  and  adven- 
ture serials  much  longer  than  girls. 

9  Sports  programs  caught  the 
boys'  fancy  in  fifth  grade  and  in- 
creased in  popularity  in  each  suc- 


GRAPH  I 

Favorite  Types  of  Programs 

Percents  are  of  Weighted  1st,  2d,  3d,  and  4th  Chokes 
Boys  Girls 


5th      7th      9th  nth 
Grade  in  School 


5th      7th      9th  nth 
Grade  in  School 


NOTE:  Drawing  less  than  2%  of  the  weighted  choices  at  all  grade  levels  were: 
Forums-talks-discussions,  and  radio  columnists,  in  both  sex  groups;  and  love 
serials  and  religious  programs  among  the  boys. 


ceeding  grade,  whereas  girls  had 
little  interest  in  sports  broadcasts 
until  high  school. 

9  Girls  disclosed  some  interest 
in  love  serials,  while  the  boys  had 
almost  none. 

9  Forums-talks-discussions,  re- 
ligious broadcasts  and  radio  col- 
umnists aroused  the  least  interest 
of  any  programs  among  both  boys 
and  girls. 

O  The  amount  of  time  spent 
listening  to  the  radio  varied  little 
with  age  or  sex. 

The  city  of  Des  Moines  has  six 
AM  radio  stations — four  affiliated 
with  networks  and  two  independ- 
ents. More  than  300  pupils  jn  each 
of  grades  five,  seven,  nine,  and 
eleven,  and  115  third  graders  were 
involved  in  the  study.  They  speci- 
fied: (a)  their  favorite  types  of 
radio  program;  (b)  their  favorite 
programs  by  name;  (c)  the  pro- 
gram types  which  they  listened  to 
regularly;  (d)  the  number  of  days 
per  week  they  listened  to  the  radio, 
and  (e)  the  amount  of  time  they 
spent  in  listening.  The  major  part 
of  the  study  was  financed  by  the 
Des  Moines  Register  and  Tribune. 

Favorite  Types 

Participants  in  all  test  grades 
but  the  third  selected  and  ranked 
their  four  favorite  types  of  pro- 
grams from  a  list  of  15  different 
program  types  (see  Graph  I).  The 
names  of  several  programs  falling 
within  each  category  were  included 
to  help  define  the  category.  The 
illustrative  programs  had  high 
Hooperatings  in  the  city  of  Des 
Moines  at  the  time  of  the  study 


and  represented  the  various  net- 
works and  stations  heard  in  Des 
Moines. 

For  example,  "Western  shows 
like  The  Lone  Ranger,  Roy  Rogers, 
Tom  Mix,  Hopalong  Cassidy,  etc."; 
"Religious  programs  like  Sunday 
Devotionals,  The  Catholic  Hour, 
Vespers,  etc.";  and  "Radio  colum- 
nists like  Jimmy  Fidler,  Louella 
Parsons,  Walter  Winchell,  Sheila 
Graham,  etc." 

In  determining  the  preferences 
of  each  age-sex  group,  the  first, 
second,  third  and  fourth  choices 
for  each  person  were  combined  by 
a  weighting  procedure. 

Outstanding  Changes 

Perhaps  the  most  notable 
changes  in  the  boys'  favorite  types 
of  program,  from  grade  to  grade, 
were  in  their  preferences  for  west- 
ern shows,  adventure  serials  and 
popular  music.  Western  shows 
dropped  "steadily  from  the  number 
one  spot  in  fifth  grade  to  eighth 
place  in  eleventh  grade.  Adven- 
ture serials  declined  steadily  from 
second  place  for  fifth  grade  boys  to 
11th  place  for  eleventh  grade  boys. 
On  the  other  hand,  popular  music 
moved  upward  from  11th  place  in 
fifth  grade  to  third  place  in 
eleventh  grade. ' 

ATnong  the  boys  in  all  four 
grades,  comedy  shows,  mystery 
plays  and  sports  broadcasts  con- 
sistently had  top  ratings.  On  the 
other  hand,  love  serials,  religious 
programs,  forum  s-talks-discus- 
sions,  and  radio  columnists  ap- 
peared at  the  bottom  of  the  list. 

The  girls'  interest  in  western 
shows  dropped  sharply  from  grade 
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Types  of  Programs  Heard  Regularly 
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to  grade — from  first  place  in  fifth 
grade  to  six  place  in  grade  seven 
and  12th  place  in  eleventh  grade. 
A  more  gradual  decline  was  found 
in  the  case  of  quiz  shows,  adven- 
ture serials,  and  old-time  and  west- 
ern music. 

The  girls  in  all  grades  gave  a 
top  rating  to  radio  drama — fourth 
place  in  fifth  grade,  first  place  in 
seventh  and  ninth  grades,  and  sec- 
ond place  in  eleventh  grade. 

Fifth  grade  girls  ranked  popular 
music  in  ninth  place,  but  this  type 
of  radio  fare  climbed  quickly  in 
popularity  reaching  first  place  in 
grade  eleven. 

As  in  the  case  of  boys,  mystery 
plays  and  comedy  shows  ranked 
high  with  the  girls  in  all  grades 
surveyed.  Forums-talks-discussions 
and  radio  columnists  were  the  least 
preferred  categories  in  all  grades. 

Eelatively  few  boys  and  girls  of 
any  age  ranked  radio  news  among 
their  first  four  choices.  The  news 
category  ranked  eighth  among 
eleventh  grade  girls,  but  ninth  or 
lower  in  all  other  age-sex  groups. 

Programs  Heard  Regularly 

Using  the  list  of  15  program 
categories  described  previously,  the 
pupils  checked  the  types  of  pro- 
gram they  listened  to  regularly 
(see  Graph  II). 

As  might  be  expected,  a  certain 
amount  of  correspondence  was 
found  between  the  types  of  pro- 
gram "listened  to  regularly"  and 
the  "favorite  program  types." 
However,  some  interesting  differ- 
ences also  emerged  from  the  an- 
alysis of  the  two  questions.  For 
instance,  a  good  many  boys  and 
girls  (from  22  to  42%)  said  they 
listened  regularly  to  radio  col- 
umnists, whereas  relatively  few 
ranked  radio  columnists  as  a  fa- 
vorite program  type.  Radio  news, 
and  quiz  shows  also  ranked  some- 
what higher  on  the  "listened  to 
regularly"  lists  of  both  sexes  than 
on  the  "favorites"  lists.  Radio 
drama  ranked  higher  with  the  boys 
in  terms  of  regular  listening  than 
in  terms  of  favorite  programs. 

!  Results  Correspond 

The  results  of  the  two  questions 
corresponded  on  the  following:  The 

I  high  ratings  of  comedy  shows  and 
mystery  plays;  the  high  male  in- 
terest in  sports;  the  high  female 
interest  in  radio  drama;  the  de- 
clining interest,  from  grade  to 
grade,  in  western  shows,  adven- 

,  ture  serials,  old-time  and  western 
music,  and  quiz  shows;  and  the 
rising  interest  in  popular  music 
and  sports. 

i  The  third  graders  were  asked  to 
name  as  many  programs  as  they 
could  recall  to  which  they  "usually" 
listened.  Their  replies  were  clas- 
sified into  program  types. 

Of  416  program-mentions  of  the 
third  grade  boys,  32%  were  west- 
ern shows,  22%  were  adventure 
serials,  20%  were  mystery  plays, 
7%  were  comedy  plays,  5%  were 
other  comedy  shows,  4%  were  chil- 
dren's programs,  and  3%  were  quiz 
shows. 

Of  289  program-mentions  of  the 
third  grade  girls,  22%  were  west- 
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ern  shows,  18%  were  adventure 
serials,  17%  were  comedy  plays, 
10%  were  mystery  plays,  9%  were 
children's  programs,  6%  were  other 
comedy  shows,  4%  were  quiz 
shows,  4%  were  popular  music,  and 
3%  were  radio  drama. 

As  a  still  further  check  on  radio 
tastes,  each  boy  and  girl  was  asked 
to  name  his  three  favorite  radio 
programs. 

The  Lone  Ranger  was  the  top 
ranking  program  with  boys  in 
grades  three,  five  and  seven ;  it  was 
also  frequently  mentioned  by  ninth 
and  eleventh  grade  boys  and  girls 
in  third,  fifth  and  seventh  grades. 
The  Lone  Ranger  was  given  as  a 
favorite  by  32  boys  out  of  59  in 
third  grade,  by  81  out  of  160  in 
fifth  grade,  by  52  out  of  162,  in 
seventh  grade  and  by  28  out  of  158 
in  ninth  grade. 

Young  Listeners'  Preference 

Other  top  favorites  among  the 
third  and  fifth  grade  boys  were 
Sky  King,  Cisco  Kid,  Roy  Rogers, 
Jack  Armstrong,  Straight  Arrow 
and  B  Bar  B.  Roy  Rogers  and 
Jack  Armstrong  were  frequently 
mentioned  by  seventh  grade  boys. 
In  fifth  grade,  Tom  Mix,  Bob  Hope, 
Fibber  McGee  &  Mollie,  Gene  Au- 
try,  and  Jack  Benny  were  popular. 

The  girls  in  the  lower  grades 
had  a  number  of  favorites  besides 
The  Lone  Ranger:  Cisco  Kid,  Roy 
Rogers,  and  Jack  Armstrong  in  the 


third  and  fifth  grades;  Lux  Radio 
Theatre,  Baby  Snooks,  Aldrich 
Family,  My  Friend  Irma,  Stop  the 
Music  and  Bob  Hope  in  the  fifth 
and  seventh  grades. 

The  most  often  named  programs 
of  both  sexes  in  the  upper  grades 
were  Lux  Radio  Theatre,  Bob 
Hope,  Suspense,  Crime  Photo- 
grapher, Sam  Spade,  and  Mr.  Dis- 
trict Attorney.  In  addition,  the 
upper  grade  boys  strongly  sup- 
ported Jack  Benny  and  "sports," 
and  the  upper  grade  girls  strongly 
supported  My  Friend  Irma  and 
Curtain  Time.  Lux  Radio  Theatre 
appeared  among  the  favorite  pro- 
grams of  22  girls  out  of  163  in 
fifth  grade,  of  61  out  of  194  in 
seventh  grade,  of  69  out  of  149  in 
ninth  grade  and  of  73  out  of  158 
in  eleventh  grade.  Many  boys  in 
grades  seven,  nine  and  eleven  also 
regarded  Lux  Radio  Theatre  as  a 
favorite. 

Regularity  in  Listening 

To  the  question,  "Do  you  listen 
to  the  radio?"  all  but  four  students 
out  of  the  total  of  1,418  said  "yes." 

When  asked  how  many  days  each 
week  they  listened,  between  80  and 
85%  of  the  fifth,  seventh,  ninth 
and  eleventh  grade  groups  said 
they  listened  "every  day."  A  lesser 
proportion  of  third  graders  claimed 
"every  day"  listening — 62%  of  the 
girls  and  76%  of  the  boys.  An 
additional  15%  of  the  third  grade 
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boys  and  girls  said  they  listened 
five  or  six  days  a  week. 

Estimates  of  the  listening  time 
per  listening  day  covered  a  wid-e 
range  in  all  grades.  No  pronounced 
trend  from  third  through  eleventh 
grades  was  discernible,  although 
third  grade  estimates  were  some- 
what lower  than  those  of  the  other 
grades.  The  differences  between 
boys  and  girls  in  amount  of  listen- 
ing time  were  slight. 

In  grades  five,  seven,  nine  and 
eleven,  from  25  to  30%  said  they 
listened  four  hours  a  day  or  more, 
whereas  in  third  gi-ade,  only  7% 
claimed  four  hours  daily  listening 
time. 

For  the  five  grades,  the  percent- 
age of  those  who  listened  from  1  to 
3%  hours  per  listening  day  ranged 
from  60  to  70%.  From  18  to  22% 
replied  3  to  3%  hours;  from  23  to 
28%  replied  2  to  2%  hours;  from 
16  to  327c  replied  1  to  1%  hours. 

Of  the  third  graders  surveyed, 
20%  said  they  listened  45  minutes 
a  day  or  less,  as  compared  with 
from  6  to  10%  in  the  other  gi-ades. 
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Programming,  Production  Covered 


THIRTY-FIVE  stations  were  represented  last  week  at  the  14th  Broad- 
cast Music  Inc.  Program  Directors  Clinic  held  in  New  York  Monday 
and  Tuesday.  The  station  program  executives  heard  talks  on  program 
and  production  subjects  from  Richard  Pack,  program  director,  WNEW 

New  York;  Dick  Redmond,  WHP  *  

Harrisburg,  Pa.;  Gordon  Graham, 
WCBS  New  York;  Frank  Luther, 
NBC;  David  Randolph,  conductor 
of  musical  programs  on  CBS  and 
WNYC  New  York;  George  Perkins, 
WHDH  Boston;  John  Madigan, 
ABC  national  news  director;  Mur- 
ray Arnold,  WIP  Philadelphia;  Ted 
Cott,  general  manager  of  WNBC 
and  WNBT  (TV)  New  York,  and 
Arnold  Hartley,  vice  president  and 
program  director,  WOV  New  York. 

Linnea  Nelson,  radio  and  tele- 
vision timebuyer,  J.  Walter  Thomp- 
son Co.,  New  York,  talked  on  "How 
to  Dial  in  the  Agencies  for  Better 
Reception."  Miss  Nelson  criticized 
stations  for  failing  to  provide 
agency  buyers  with  either  adequate 
or  exciting  information  about  local 


shows. 

Sydney  Kaye,  vice  president  and 
general  counsel,  BMI,  spoke  on 
copyrights,  and  Carl  Haverlin,  BMI 
president,  presided  at  two  lunch- 
eons, both  held  at  Toots  Shor's 
Restaurant. 

Attend  Clinic 

Present  at  the  clinic  were: 
Jack  Pollie,  CKWS  Kingston,,  Ont.; 
Yvonne  Dorey,  WATT  Newark,  N.  J.; 
Dan  Petix,  WAZL  Hazelton,  Pa.;  Al 
Walker,  WCAW  Charleston,  W.  Va.; 
Barbara  Randall,  WCBS  New  York; 
Harvey  Olson,  WDP.C  Hartford,  Conn.; 
William  A.  Vaugh,  WDYK  Cumber- 
land, Md.;  Dave  Rodman,  WEIM 
Fitchburgh,  Mass.;  Adrian  K.  Knight, 
WERD  Atlanta,  Ga.;  Ed  Bryant, 
WFBL  Syracuse,  N.  Y.;  Ed  Penney, 


WFGMFitchburg,  Mass.;  Helen  Bauer, 
Jack  Steck,  Charles  J.  Keys,  WFIL 
Philadelphia;  Ernie  Tannen  and  E.  F. 
Wilson,  WGAY  Silver  Spring,  Md. 

James  P.  McCourt,  WGCH  Green- 
wich, Conn.;  Carl  L.  Flower,  WHAY 
New  Britain,  Conn.;  Bruce  Blake, 
WHKK  Akron,  Ohio;  Bob  Nelson, 
WHTC  Holland,  Mich.;  Irv  Peiser, 
WMID  Atlantic  City,  N.  J.;  Esther 
Rauch.  WMT  Cedar  Rapids,  Iowa; 
Bob  Yesel,  WMTR  Morristown,  N.  J.; 
Jim  Ryerson,  WMUU  Greenville,  S.  C; 
A.  Richardson,  WNYC  New  York; 
George  Gingell,  WRBL  Columbus,  Ga.; 
Barry  Sherman,  WSCR  Scranton,  Pa.; 
David  Hale,  WSPB  Sarasota,  Fla. 

Wayne  H.  Latham,  Alan  Tindal, 
WSPR  Springfield,  Mass.;  Jack  Ells- 
worth, S.  D.  Joseph,  WVNJ  Newark; 
Frank  Stevens,  WYOM  Brookline, 
Mass.;  John  E.  Hill,  WWJ  Detroit; 
Robert  G.  Holmes,  WWNH  Rochester, 
N.  H.;  James  W.  Higgins,  WWNY 
Watertown,  N.  Y.;  Fred  Daiger, 
WXKW  Albany,  N.  Y.:  E.  Freer  Will- 
son,  WGCH  Greenwich,  Conn.;  Roger 
Wayne,  WHLI  Hempstead,  L.  I. 
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RICHARDS  TRUSTEE  PLAN 


IX  THE  MIDST  of  the  presenta- 
tion of  G.  A.  (Dick)  Richards'  de- 
fense against  charges  of  news 
slanting,  FCC  Examiner  James  D. 
Cunningham  last  week  set  Oct.  15 
as  tentative  date  for  commence- 
ment of  the  hearing  on  Mr.  Rich- 
ards' proposal  to  transfer  control 
of  his  three  stations  to  three  trus- 
tees. 

Counsel  for  the  station  owner  in- 
dicated a  possible  revision  in  the 
lineup  of  trustees  Mr.  Richards 
had  selected — Dr.  John  A.  Hannah, 
president  of  Michigan  State  Col- 
lege; L.  P.  Fisher,  vice  president 
of  Fisher  &  Co.  and  a  director  of 
General  Motors,  and  Harry  J. 
Klingler,  vice  president  of  General 
Motors  and  general  manager  of  its 
Pontiac  Division  [Broadcasting, 
Aug.  1,  1949]. 

Hugh  Fulton,  chief  trial  counsel 
for  Mr.  Richards,  said  there  had 
been  some  re-thinking  by  the  sta- 
tion owner  with  respect  to  trustees, 
particularly  since  Messrs.  Hannah, 
Fisher  and  Klingler  are  not  famil- 
iar with  radio  and  are  engrossed 
in  other  businesses.  He  asked  that 
consideration  be  given  to  John  F. 
Patt,  who  was  recently  elected 
president  of  the  Richards  stations: 
KMPC  Los  Angeles,  WGAR  Cleve- 
land, and  WJR  Detroit  [Broad- 
casting, Sept.  4]. 

Transfer  Question 

Examiner  Cunningham  made 
clear  that  he  did  not  intend  to 
consider  the  transfer  case  until 
completion  of  the  stations'  renewal 
proceedings,  which  is  based  on 
charges  that  Mr.  Richards  ordered 
news  slanted  according  to  his  per- 
sonal views.  He  said  he  had  no 
intention  of  taking  the  prospects  of 
a  transfer  into  consideration  in 
connection  with  the  question  of 
whether  the  three  stations'  licenses 
should  be  renewed. 

When  Mr.  Fulton  protested  the 
Oct.  15  date  for  the  transfer  hear- 
ing on  grounds  that  he  expected  to 
be  still  presenting  renewal  evidence 
in  Los  Angeles  at  that  time,  Exam- 
iner Cunningham  assured  him  that 
"if  you  need  more  time  in  Los 
Angeles,  j'ou'll  have  it." 

Deti-oit  was  set  tentatively  as 
site  for  the  transfer  proceeding. 
Examiner  Cunningham  made  clear 
that  upon  conclusion  of  the  Los 
Angeles  sessions — which  have  been 
in  progress  since  mid-June  —  the 
proceedings  would  not  return  to 
that  city  under  any  circumstances. 

Discussion  of  tentative  plans  for 
the  transfer  hearing  came  Tuesday, 
interrupting  a  week  in  which  coun- 
sel for  the  station  owner  continued 
their  parade  of  witnesses  testifying 
in  support  of  Mr.  Richards'  and 
KMPC's  reputations  for  fairness 
and  public  service. 

The  witnesses  included: 

Alfred  A.  Atherton,  KMPC  account 
executive  from  194.3-45,  now  head  of 
his  own  advertising  agency;  William 


J.  Beaton,  also  a  former  KMPC  ac- 
count executive,  now  general  man- 
ager and  part  owner  of  KWKW 
Pasadena;  Edward  S.  Shattuck,  Re- 
publican nominee  for  attornej"  gen- 
eral of  California;  Harold  A. 
Wagner,  general  manager  of  the  Los 
Angeles  YMCA;  C.  P.  MacGregor, 
head  of  his  own  Los  Angeles  tran- 
scription and  library  service,  who 
packages  the  U.  S.  Army's  PROUDLY 
WE  HAIL  which  has  been  a  weekly 
feature  on  KMPC  since  1947;  Richard 
C.  Francis,  vice  president  and  Pacific 
Coast  manager  of  Campbell-Ewald 
Co. 

Ty  Cobb,  baseball  great;  Christy 
Walsh,  organizer  and  managing  di- 
rector of  the  All-American  Board  of 
Football,  sports  feature  syndicate; 
Fred  Haney,  manager  of  the  Holly- 
wood Stars  baseball  team;  Braven 
Dyer,  sports  editor  and  columnist, 
Los  Angeles  Times;  W.  R.  (Bill) 
Schroeder,  managing  director  of  the 
Helms  Athletic  Foundation,  Los  An- 
geles; Freeman  Lusk,  former  super- 
visor of  information.  Board  of  Edu- 
cation, now  a  TV  program  moderator; 
Van  Newkirk,  former  KMPC  program 
director,  now  head  of  Broadcast  Adv. 
Co.  and  United  Pacific  Network. 

Kenneth  von  Egidy,  executive  di- 
rector of  the  Ice  Follies  and  former 
assistant  manager  of  KMPC;  Larry 
Smith,  onetime  KMPC  director  of 
news  and  special  affairs;  Charles  X. 
Stahl  Jr.,  former  newscaster  on 
KMPC  and  now  head  of  his  own 
advertising  agency;  Hartley  W. 
(Hunk)  Anderson,  line  coach  of  the 
Chicago  Bears  professional  team; 
Mrs.  Lucy  Toberman,  who  is  active 
in  Red  Cross,  Junior  League  and 
Girl  Scout  work  in  Los  Angeles; 
Alan  R.  Cameron,  KMPC  program 
and  production  manager  in  1940-41, 
who  is  now  senior  account  execu- 
tive of   Lockwood-Shackelford  Adv.; 


RAPID  developments  taking  place 
in  radio  and  electronics  makes 
America  the  world  leader  in  re- 
search and  productive  capacity, 
Raymond  F.  Guy,  national  presi- 
dent of  the  Institute  of  Radio  En- 
gineers and  manager  of  radio  and 
allocations  engineering  for  XBC, 
told  the  West  Coast  annual  con- 
vention of  IRE. 

Held  jointly  with  the  Sixth  An- 
nual Pacific  Electronic  Exhibit  of 
West  Coast  Electronic  Manufac- 
turers Sept.  13-15  at  Long  Beach, 
Calif.,  the  IRE  meeting  also  fea- 
tured reading  of  technical  papers 
and  addresses  by  leading  scientists, 
engineers,  educators  and  research- 
ers. More  than  900  members  rep- 
resenting the  11  westeiTi  states  at- 
tended the  sessions. 

Mr.  Guy  estimated  annual  tele- 
vision receiver  production  this  year 
will  total  about  10,000,000  sets,  a 
sharp  contrast  to  the  some  6,000,- 
000  TV  sets  produced  in  1946  fol- 
lowing lifting  of  the  World  War  II 
freeze.  Civilian  radio  alone  in  1950, 
he  believes,  will  spend  nearly  $3 
billion  on  equipment,  about  half  of 
it  for  TV  receivers.   Barring  an- 


Thomas  B.  Blakiston,  former  com- 
mentator on  KMPC  and  now  a  real 
estate  investor. 

President  W.  F.  Gardner  of  Allied 
Advertising  Agencies;  Chairman  W. 
A.  Smith  of  the  Los  Angeles  County 
Board  of  Supervisors;  President  Joe 
Crail  of  the  Coast  Federal  Savings 
&  Loan  Assn.,  and  Irving  Markheim, 
service  ofiicer  of  the  Disabled  Amer- 
ican Veterans,  Highland  Park,  Calif.; 
Lucille  Jones,  assistant  to  Mel  Uhl 
of  L'hl  Service,  advertising  agency 
which  produced  the  OPEN  FORUM 
program  on  KMPC  for  about  two 
years  ending  in  September  1947;  Ar- 
thur L.  Erb,  1942-45  mayor  of  Beverly 
Hills. 

KMPC  Brochure  Hit 

Penalty  for  Patriotism,  a  bro- 
chure prepared  and  circulated  by 
KMPC  in  connection  with  the  hear- 
ing, figured  in  several  exchanges 
between  opposing  counsel.  General 
Counsel  Cottone  contended  it  gave 
a  "completely  distorted  and  false 
version  of  the  case."  When  Exam- 
iner Cunningham  asked  why  copies 
of  the  brochure  and  of  testimony 
of  some  witnesses  had  been  circu- 
lated to  other  witnesses,  Joseph 
Burns,  associate  counsel  for  Mr. 
Richards,  said  the  purpose  was  to 
"save  time  and  see  that  there  is 
no  duplication  of  testimonj'." 

Mr.  Beaton,  testifying  to  KMPC's 
reputation  for  fairness  and  impar- 
tiality in  news  handling,  said  the 
Southern  California  Broadcasters 
Assn.,  of  which  he  is  a  past  presi- 
dent, had  discussed  the  news-slant- 
ing charges  against  Mr.  Richards 
but  had  decided  to  make  no  recom- 
mendation to  FCC  with  respect  to 
them.    Mr.  Cottone  asked  him  to 


other  catastrophic  war  or  indefinite 
continuation  of  FCC's  television 
freeze,  Mr.  Guy  indicated  the  TV 
investment  will  multiply  year  by 
year  for  many  years  to  come. 

Industry  is  "ready,  willing  and 
able"  to  create  the  service,  he 
stated. 

FCC  Comr.  George  E.  Sterling 
delivered  one  of  the  principal 
speeches  at  the  convention  (see 
story  page  36)  and  also  partici- 
pated in  a  panel  discussion  along 
with  James  D.  McLean,  general 
manager  of  Philco  Industrial  Div.; 
Cameron  G.  Pierce,  KECA-TV  Los 
Angeles  manager  of  technical  oper- 
ations; Merrill  A.  Trainer,  manager 
of  television  equipment  sales,  RCA 
Victor  Div.;  Robert  W.  Sanders, 
chief  engineer  of  Hoffman  Radio 
Corp. 

Micro^vave  Relay  Covered 

Ernest  H.  Schreiber,  staff  engi- 
neer, Pacific  Telephone  &  Tele- 
graph Co.,  delivered  a  technical 
paper  on  "Broadcast  and  Multi- 
channel Microwave  Radio  Relay 
System  for  Telephone  and  Televi- 
sion Transmissions"  of  the  type 


produce  results  of  a  membership 
poll  on  the  subject. 

Mr.  Smith,  who  now  operate- 
Travel  Tours  Agency  in  Arcadia 
Calif.,  said  KMPC  policy  during  hih 
tenure  there  was  to  handle  news  ob- 
jectively. He  asserted  that  he  tolc 
a  meeting  of  the  Radio  News  Cluh 
of  Hollywood  —  which  made  the 
initial  accusations  against  Mr 
Richards  —  that  he  thought  tht 
charges  were  "communistic  in- 
spired," but  conceded  he  had  nc 
proof. 

Mr.  Cameron  testified  that  while 
he  was  at  KMPC  in  1940-41  Mr 
Richards  blocked  the  discharge  oi 
a  station  employe  when  informec 
the  employe  thought  he  was  being' 
released  because  he  was  Jewish. 

"Hy  Averbach,  an  announcer,  tolc' 
me  he  had  been  fired  and  under 
stood  it  was  because  he  was  a  Jew,' 
Mr.  Cameron  asserted.  "I  tele 
phoned  Mr.  Richards  and  asked  hin 
about  it.  He  said,  'I  never  hearc 
of  such  a  thing  in  my  life.  We'l 
have  none  of  that  around  here.  H( 
goes  right  back  to  work'." 

Anderson  Testifies 

"Hunk"  Anderson,  who  was  line 
coach  of  the  Detroit  Lions  profes  • 
sional  football  team  in  1939  unde 
Mr.  Richards'  ownership  denied  thi 
station  owner  was  anti-Semitic.  H<' 
testified  that  Mr.  Richards  had  Jew 
ish  plaj'ers  and  a  Jewish  trainer. 

Miss  Jones  testified  that  botl 
James  Roosevelt  and  Rep.  Helei 
Gahagan  Douglas  (D-Calif).  wer< 
invited  repeatedly  to  appear  oi 
Opeti  Forum  on  KMPC  despite  thi 
fact  that  Mr.  Richards  was  said  t<i 
oppose  them  politically.  She  sai(| 
that  although  Mr.  Richards  wa: 
violently  opposed  to  communism  he 
did  not  protest  even  when  Commu  . 
nists  were  asked  to  participate. 


put  into  operation  Sept.  15  betweer 
Los  Angeles  and  San  Francisco. 

The  system,  he  pointed  out,  i; 
designed  for  six  channels  in  eacl 
of  two  directions  and,  if  required 
spurs  to  cities  along  the  route  maj 
be  provided  for  at  any  of  the  re 
peater  stations. 

"Present  indications,"  he  de- 
clared, "are  that  the  system  wili 
provide  at  reasonable  cost  a  verj 
satisfactory  medium  for  handling 
large  blocks  of  telephone  circuit; 
and  television  channels  which  will 
be  highly  satisfactory  with  regarc 
to  quality  and  continuity  of  serv- 
ice." ' 

Dr.  F.  E.  Terman,  dean  of  en- 
gineering, Stanford  U.,  gave  the 
keynote  address  of  the  conventior 
on  major  electronic  development; 
that  have  stemmed  from  the  Wesi 
and  its  future.  j 

He  pointed  out  these  develop 
ments  include  invention  of  tht 
three-electrode  vacuum  tube  by  Le< 
De  Forest;  of  cavity  resonators  bj 
Dr.  W.  W.  Hansen  of  Stanford 
providing  monumental  stimulus  t( 
(Continued  on  page  93) 


[J^£  SI^SSIONS  Electronic  Advances  Outlined 
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W ITH  1ST  IN  RADIO 
AUDIENCE  FOR  3RD 
STRAIGHT  MONTH! 


RATES  FOR  1  MINUTE  E.  T. 


WITH 


25.1 


$16 


STATION  A  22.3  (NETWORK) 


STATION   B  19.7  (NETWORK) 


STATION   C  15.7  (NETWORK) 


STATION  D  9.6  (NETWORK)^ 


$50 


$70 


$36 


COMPARE!    COMPARE!  COMPARE! 

If  ever  there  was  a  great  big  bargain  buy  in  radio,  this  is  it! 
For  three  straight  months,  WITH  has  had  a  BIGGER  audience 
than  any  other  station  in  town — bar  none !  At  WITH's  low,  low 
rates — ^just  think  what  that  means  to  you.  Yes,  WITH  delivers 
more  listeners-per-dollar  than  any  other  radio  ot-  television  sta- 
tion in  Baltimore.  Get  all  the  facts  from  your  Headley-Reed  man. 


*  HOOPER  RADIO  AUDIENCE  INDEX,  JULY- AUGUST  1»5«:  TOTAL  RATED  TIME  PERIODS 


NATIONAL 
OFFia 


REGIONAL 
OFFICE 


STATE  CIVIL  DEFENSE  OFFICE  / 
AND  CONTROL  CENTER, 


CONTROL 

aNTERS 

OF 
ADJACENT 
STATES 


MOBILE 
►  SUPPORT 
COMMUNITIES 


POUCE 
SWViCtS 


DEFENSE  DATA 


TRANSPORTATION 


Communications  pattern  as  outlined  in  the  Truman  Report. 


America's  Sentinels 

(Continued  from  page  19) 

unit  would  coordinate  communica- 
tions activities  of  such  govern- 
mental agencies  as  the  Defense 
Dept.  and  FCC,  and  radio-TV  and 
other  communications  networks. 

0  Authority  for  states  to  enter 
compacts  or  agreements  with  each 
other  for  assistance  subject  to  Con- 
gressional disapproval. 

#  Establishment  of  communi- 
cation centers  as  warning  locations 
in  case  of  an  enemy  air  attack. 

0  Creation  of  and  direction  of 
"secondary"  channels  of  communi- 
cation between  federal,  state,  re- 
gional or  local  civil  defense  centers. 

0  Federal  aid  for  repair  and /or 
temporary  replacement  of  essential 
civil  defense  facilities  including 
communications. 

#  Require,  as  a  security  meas- 
ure, loyalty  oaths  from  all  civil 
defense  personnel. 

#  Grant  aid  to  states  or  polit- 
ical subdivisions  by  furnishing  com- 
munications equipment  and  provid- 
ing for  operation  and  maintenance. 

Pattern  for  States 
In  addition,  the  states  would  fol- 
low this  pattern  under  the  model 
state  bill  recommended  in  the  re- 
port: 

%  Make  available  all  facilities 
in  the  state  to  the  governor  for  use 
in  an  emergency  such  as  an  enemy 
attack.  He  would  be  authorized  to 
"seize,  take  or  condemn"  property, 
such  as  communications  and  trans- 
portation, "for  the  protection  of  the 
public  or  at  the  request  of  the 
President,  the  Armed  Forces"  or 
the  civil  defense  administrator. 

#  Governor  would  appoint  a 
director  to  head  a  state  civil  de- 
fense agency. 

9  Under  the  director,  a  com- 
munications chief  would  be  respon- 
sible for  necessary  surveys,  plan- 
ning and  coordination  of  civil  de- 
fense communications  involving  the 
state  and  its  local  areas. 

%  Communications  centers  and 
equipment  would  be  procured  and 
put  into  operation. 

Basic  steps  to  be  taken  by  all 
civil  defense  units  would  include 
measures  to: 

(1)  Pinpoint  communications 
needs  that  would  exist  in  time  of 
emergency,  considering  volume  and 
type  of  traffic. 

(2)  Make  arrangements  for 
emergency  use  of  existing  facili- 
ties. 

(3)  Provide  secondary  systems 
to  offset  any  loss  of  the  primary 
communications  unit. 

Under  the  master  blueprint,  civil 
defense  would  work  with  the  mili- 
tary on  aircraft  warning.  However, 
control  centers  would  eventually  be 
transferred  from  Air  Force  to  Civil 
Defense  Administration  jurisdic- 
tion. 

In  order  to  fulfill  needs  of  local 
units  to  augment  equipment  sup- 
plies, lists  would  be  coordinated  by 
the  state  agency  and  then  submit- 
ted to  the  national  administrator. 

A  communications  chief  also 
would  be  required  on  the  local  level 


to  direct  communications  in  the 
area,  help  locate  a  control  center 
and  to  aid  in  integrating  this  phase 
with  the  overall  operation. 

In  each  area,  these  actions  would 
be  taken  by  civil  defense  officials: 

9  Place  broadcasting  stations 
in  category  with  services  such  as 
police,  fire,  rescue,  medical,  etc. 
Stations  would  be  in  direct  contact 
with  control  center,  which  is  heart 
of  the  defense  set  up.  Centers 
would  be  located  on  a  national,  re- 
gional, state  and  local  basis. 

9  Emergency  facilities  to  be 
made  available  should  the  regular 
means  of  communications  be 
knocked  out.  These  would  include 
two-way  radio  equipment  and  am- 
ateur radio  services. 

#  Simplification  of  communi- 
cations equipment  at  local  control 
centers,  this  equipment  to  be  capa- 
ble of  maintaining  adequate  opera- 
tions during  an  emergency. 

#  Constant  two-way  communi- 
tion  between  control  center  and 
key  radio  broadcasting  service. 

Specifically,  radio  and  television 
stations  would  be  expected  to  be 
part  of  the  local  area's  means  of 
informing  and  educating  people  to 
what  civil  defense  entails.  Such 
preparation  would  reduce  panic 
and  thereby  keep  losses  of  life  as 
low  as  possible. 

They  also  would  aid  the  populace 
during  and  after  the  emergency  by 
giving  the  location  of  shelters,  and 
advising  on  methods  of  keeping 


transportation  arteries  clear. 

Radio-TV  would  help  the  police 
and  fire  departments,  medical  serv- 
ices and  the  Red  Cross  and  disaster 
crews  as  they  do  today  when  disas- 
ter strikes  an  area. 

To  further  acquaint  officials  and 
the  public  with  what  civil  defense 
would  mean  in  practical  terms,  the 
planners  include  in  their  report  a 
description  of  a  hypothetical  atom 
bombing  on  "City  X." 

Outlines  Procedure 

Presented  in  detail,  the  narra- 
tive cites  how  warnings  were  re- 
ceived and  sounded,  extent  of  losses 
in  life  and  damage  inflicted.  It 
points  out  that  radio  and  the  press 
carried  news  of  cities  "on  other 
side  of  nation"  which  were  at- 
tacked by  underwater  atom  bombs. 
Minutes  after  the  city's 'mayor  re- 
ceived official  notification  that  an 
attack  was  expected  momentarily 
on  "City  X"  and  other  industrial 
centers,  radio  stations  in  all  port 
cities  were  officially  announcing: 

"In  the  event  of  atomic  explo- 
sions, all  persons  would  be  safer  if 
they  remained  indoors,  preferably 
in  their  basements ;  they  should  not 
leave  their  homes  unless  officially 
advised;  those  caught  outdoors 
should  seek  closed  shelter." 

About  a  half-hour  following 
these  announcements,  an  under- 
water atomic  bomb  was  dropped  in 
"City  X's"  port  causing  damage 
and  contaminating  the  area.  Casu- 


NAB  issues  Guide  Bulletin:  i 

ALL  BROADCASTING  station; 
are  to  receive  the  first  of  NAB's 
Defense  Bulletins  today  (Monday) 
to  guide  them  in  planning  pro- 
grams advancing  the  nation's  wel- 
fare during  the  emergency. 

William  B.  Ryan,  NAB  generai 
manager,  said  the  bulletin  will  b€ 
issued  as  frequently  as  necessary 
It  will  contain  defense  informatior 
from  all  federal  agencies,  including 
such  projects  as  recruiting,  anti- 
inflation  campaigns,  bond  selling 
and  similar  programs. 

Factual  material  has  been  mad« 
available  to  NAB  by  the  office  of 
Charles  J ackson,  assistant  to  Dr 
John  R.  Steelman,  assistant  tc 
President  Truman.  Decision  tc 
issue  the  bulletin  followed  an  Apri 
8  meeting  of  the  NAB  board  wit? 
Dr.  Steelman. 

NAB  will  cooperate  with  th( 
Advertising  Council  in  promoting 
public  interest  campaigns.  Tht 
council  will  provide  sample  spo1 
announcements  on  each  campaign 
suitable  for  local  sponsorship.  Sta- 
tions •will  be  given  background  in-i 
formation  on  all  public  servic( 
campaigns,  sources  of  transcrip- 
tions, TV  films  and  other  progranr 
material  will  be  listed. 

Editing  the  bulletin  is  Jack  Har- 
desty,  assistant  to  Robert  K.  Rich- 
ards, NAB  public  affairs  director. 


alties  were  reduced  because  the 
populace  was  indoors.  Some  hours 
later,  a  second  bomb,  this  one  an 
air  burst  a  mile  from  the  city's 
center,  was  dropped.  An  hour  be- 
fore this  attack,  warnings  had 
been  received. 

Effects  of  these  two  bombs  were 
to  cripple  transit  facilities,  de- 
stroy all  communications  facilities 
within  the  heavy  damage  radius  of 
the  air  bursts,  damage  public  util- 
ities, some  seriously.  Radio  sta- 
tions on  the  edge  of  the  city,  inland 
from  the  bursts,  were  not  damaged. 
A  transmitter  near  the  water  front 
was  contaminated,  but  was  put 
into  use  after  radioactivity  had 
subsided  to  a  safe  point.  The  police 
transmitter  was  destroyed.  Two 
taxi  radio  transmitters  were  not 
damaged. 

In  summing  up  the  report  notes: 

"Since  the  City  X  civil  defense 
public  information  and  education 
program  had  been  in  progress  for 
some  time,  there  was  no  panic, 
although  there  were  individual 
cases  of  hysteria." 

NSRB  has  listed  some  140  criti- 
cal target  areas  in  the  nation,  in- 
cluding all  the  big  cities.  Gov- 
ernors are  being  sent  these  lists  of 
areas  in  their  own  states  and  can 
make  them  public  if  they  wish. 

The  report  makes  it  plain  that 
since  there  is  no  absolute  military 
defense,  civil  defense  could  well 
make  the  difference  between  defeat 
of  the  U.  S.  and  its  ability  "to  get 
up  off  the  floor  to  fight  back." 

Emphasis  is  on  an  atomic  bomb 
attack  although  old  "style  bomb- 
ing" and  other  mass  weapons  are 
considered. 
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PRESENT 
HEARING 
DATE 
NOV. 

1 

3 


NEW 

DOCKET  NAME  OF  HEARING 
NUMBER      APPLICANT  DATE 

NOV. 


9696      Radio  Sumter,  Sumter,  S.  C. 
8381      Gila  Bcstg.   Co.,  Winslow, 
Ariz. 

8  9698      The  Leavenworth  Bcstg.  Co. 

(KCLO).  Leavenworth,  Kan. 

9  9699      Champion  City  Bcstg.  Co. 

(WJEL),    Springfield,  Ohio. 
10         9700      Southern  Tier  Radio  Service 
Inc.   (WINR),  Binghamton, 
N.  Y. 

17  9707      Ashbacker  Radio  Corp. 

(WKBZ),  Muskegon,  Mich. 
20  8919       Radio   Station  KRMD 

(KRMD),    Shreveport,  La. 
8714      Lakewood  Bcstg.  Co.,  Dal- 
las Tex. 

24  9545       Tri'-Borough      Bcstg.  Co. 

(WAVL),    Apollo,  Pa. 
24         9710      Marshall  Formby,  Spur,  Tex. 

9711      Dalrad  Assoc., Memphis,  Tex. 
27         9712      Cecil  W.  Roberts  (KREI), 

Farmington,  Mo. 
30         9717      Beloit  Bcstg.  Co.  (WGEZ), 

Beloit,  Wis. 

DEC. 

6  9721      Rock    City    Bcstrs.,  Little 

Falls.  N.  Y. 
9722      Robert  Harvard  Dye,  Herk- 
imer, N.  Y. 

7  9719      East  Penn  Bcstg.  Co.,  Potts- 

town,  Pa. 
9720      Pottstown  Bcstg.  Co.,  Potts- 
town,  Pa. 

12  9733       W.    Wright   Esch  (WMFJ), 

Daytona  Beach,  Fla. 

14         9734      Inland  Radio  Inc.  (KSRV), 
Ontario,  Ore. 
9735      Everett  Bcstg.  Co.  (KRKO), 
Everett,-  Wash. 

18  9736      Cecil  W.  Roberts,  Kewanee, 

111. 


13 


13 


13 
14 


15 


PRESENT 

HEARING  DOCKET 
DATE  NUMBER 

JAN. 

1951 
3 


NEW 

NAME  OF  HEARING 
APPLICANT  DATE 


10 
15 
18 

22 

23 
25 
26 

30 

31 

FEB. 
1951 
5 


9737 

9738 

9746 

9739 

9741 

9742 

9743 

9744 

9745 

9752 
9753 

9561 
9754 

9755 

9756 

9759 

9760 

9496 


Blake  Bcstg.  Co.,  Memphis, 
Tex.  16 
Wharton  County  Bcstg.  Co. 
(KULP).  El  Campo,  Tex.  16 
Interlake  Bcstg.  Corp. 
(KXRN),  Renton,  Wash.  17 
Evangeline  Bcstg.  Co. 
(KVOL),  Lafayette,  La.  20 
Logan  Bcstg.Corp.  (WVOW), 
Logan,  W.  Va.  20 
Sky     Way     Bcstg.  Corp., 
Columbus,  Ohio  20 
Athens  Bcstg.  Co.,  Athens, 
Ohio 

Rollins  Bcstg.  Inc.,  George- 
town, Del.  22 
Elizabeth    Evans,  Seaford, 
Del. 

H.  C.  Young  Jr.,  Nashville  22 
Southern  Bcstg.  Co.,  Nash- 
ville 

Louis  Wasmer,  Pasco,  Wash.  24 
Yakima  Bcstg.  Corp., 
(KALE),  Richland,  Wash. 
Lawton-Ft.  Sill  Bcstg.  Co., 
Lawton,  Okla..  24 
Caddo  Bcstg.  Co.,  Anadarko, 
Okla. 

Mt.  Airy  Bcstrs.  Inc.,  Mount 
Airy,  N.  C.  27 
Paul   A.    Brandt  (WCEN), 
Mt.  Pleasant,  Mich.  27 


Vermilion      Bcstg.  Corp., 
Danville,  111.  29 


PRESENT 
HEARING 
DATE 


DOCKET 
NUMBER 


NAME  OF 
APPLICANT 


NEW 

HEARING 
DATE 


6 

9640 

Scranton  Radio  Corp., 

Scranton,  Pa. 

30 

DEC. 

7 

9787 

Francis  J.  Matrangola,  Wild- 

wood,  N.  J. 

1 

9 

9790 

KEPO  Inc.  (KEPO),  El  Paso, 

Tex. 

1 

12 

9788 

Phillip  R.  Hurlbut,  Farm- 

ington, N.  M. 

4 

9789 

Valley    Bcstg.    Co.,  Farm- 

ington, N.  M. 

13 

9446 

Radio  Reading,  Reading,  Pa. 

4 

14 

9791 

Voice  of  Dixie  Inc.  (WVOK), 

Birmingham,  Ala. 

4 

15 

9792 

Bowling  Green  Bcstg.  Co. 

( w  JLxiJ ) ,  Bowling  Ca-reen,  K.y. 

6 

16 

9793 

Radio  Services  Co.  (WJPR), 

Greenville,  Miss. 

6 

9794 

Harold     Ritchie  McBride, 

Birmingham,  Ala. 

9795 

Magic    City   Bcstg.    Co.  Inc 

(  VvcjLtri) ,  r  airneiu,  Aia. 

19 

9659 

Melbourne     Bcstg.  Corp. 

(WMMB),  Melbourne,  Fla. 

13 

20 

9798 

Shore  Bcstg.  Co.  (WCEN), 

Cambridge,  Md. 

14 

20 

9617 

Buttrey  Broadcast  Inc.,  Bill- 

ings, Mont. 

11 

9618 

Frank  E.  Hurt  &  Son  Inc. 

(KFXD),  Nampa,  Ida. 

11 

9796 

Copper  Bcstg.  Co.  (KOPR), 

Butte,  Mont. 

26 

9785 

Radio    Station    WOW  Inc. 

(WOW),  Omaha,  Neb. 

11 

9786 

Star    Bcstg.    Co.  (KCSJ), 

Pueblo,  Col. 

AM  HEARINGS 


Schedule  Dates  Advanced 
As  Backlog  Lightens 

INDICATING  a  marked  lightening  of  its  backlog  of  new  AM  hearing 
cases,  FCC  last  week  for  the  first  time  ordered  a  wholesale  advancement 
in  the  scheduled  dates  for  41  hearings,  involving  57  applications. 

The  new  calendar  (elsewhere  this  page)  set  November  and  December 
dates  for  all  hearings  which  for- 


merly  had  been  scheduled  in  No- 
vember, December,  January,  and 
February. 

FCC  said  the  stepped-up  calen- 
dar was  possible  because  of  the 
"large  number  of  cancellations" 
arising  from  (1)  continuances,  (2) 
amendments  of  applications  so 
that  hearings  are  no  longer  neces- 
sary, and  (3)  dismissals  of  appli- 
cations. 

Expecting  the  tempo  of  cancel- 
lations to  continue,  the  Commis- 
sion said  the  new  schedule  calls  for 
more  November  hearings  than 
available  personnel  can  handle. 
"From  past  experience,"  FCC  said, 
"it  is  anticipated  that  a  sufficient 
number  of  these  hearings  will  be 
cancelled  to  avoid  any  difficulty 
that  would  ordinarily  be  occasioned 
from  lack  of  personnel." 

Cite  Boom  Years 

The  new  list,  covering  AM  hear- 
ings which  have  been  scheduled  but 
not  started — not  those  which  have 
been  started  but  not  completed — is 
in  substantial  contrast  to  the  cal- 
endars in  the  boom  years  just  after 
the  war,  which  frequently  involved 
hundreds  of  cases. 

Also  unlike  the  early  postwar 
calendars,  which  called  for  hear- 
ings simultaneously  in  Washington 
and  in  the  field,  the  new  schedule 
provides  for  all  proceedings  to  be 
held  in  Washington. 

Officials  were  reluctant  to  con- 
strue the  revised  calendar  as  an 


indication  of  slackened  AM  activ- 
ity, however.  Rather,  they  felt  it 
meant  only  that  "for  the  moment, 
at  least,"  the  number  of  hearing 
cases  is  down.  They  pointed  out 
that  new  filings  have  maintained 
approximately  the  same  level  for 
the  last  12  to  18  months.  Last 
month  they  totaled  47  applications 
— 16  for  new  AM  stations,  and  31 
for  changes  in  the  facilities  of 
existing  stations. 


Rates  Top  ANA  Agenda 

(Continued  from  page  19) 

sen  Co.  and  C.  E.  Hooper  Inc.,  to 
substantiate  its  conclusion  that  in 
television  markets  the  value  of 
radio  had  drastically  declined. 

The  report  said  that  radio  had 
lost  such  large  audiences  to  televi- 
sion as  to  justify  decreases  of  as 
much  as  55%  in  radio  rates  in  some 
markets.  For  the  full  NBC  and 
CBS  radio  networks,  the  report 
claimed,  composite  rate  reductions 
should  amount  to  14.9%  for  each 
network. 

The  conclusion  reached  by  the 
committee  was  that:  "Time  costs 
must  come  down." 

At  first  issued  confidentially  to 
ANA  members,  the  report  was  pub- 


ANNOUNCEMENT  of  the  new  radio  center  and  expansion  plans  for  KCMO 
Kansas  City,  Mo.,  by  Tom  L.  Evans,  president  of  KCMO  Broadcasting  Co., 
brought  this  group  together  (I  to  r):  Richard  W.  Evans,  commercial  manager; 
Tom  L.  Evans;  E.  K.  Hartenbower,  general  manager;  C.  E.  Breazeal,  assistant 
manager,  and  Karl  Troeglen,  technical  director. 


lished  in  detail  in  Broadcasting 
and  the  news  immediately  aroused 
widespread  discussion.  Represent- 
atives of  the  four  networks  were 
invited  to  meet  with  the  steering 
committee  before  they  had  been 
provided  with  copies  of  the  report. 

The  broadcasters  still  had  not  re- 
ceived official  copies  of  the  report 
at  the  time  they  rejected  the  invi- 
tation to  the  ANA  committee  meet- 
ing, but  by  that  time  they  had  been 
authoritatively,  if  unofficially,  ad- 
vised of  the  report's  demands. 

Danger  Seen 

Although  none  of  the  networks 
explained  in  detail  its  reasons  for 
avoiding  the  meeting,  it  was 
learned  that  they  did  so  on  advice 
of  attorneys  who  feared  that  joint 
attendance  at  such  a  gathering 
might  skirt  perilously  close  to  vio- 
lation of  anti-trust  laws. 

Copies  of  the  steering  committee 
report  were  finally  sent  to  broad- 
casters by  Paul  B.  West,  ANA 
piesident,  with  the  explanation: 

"It  is  important,  we  believe,  that 
broadcasters  have  the  benefit  of  the 
ANA  Radio  &  TV  Steering  Com- 
mittee's independent  research  on 
the  subject  of  current  trends  in 
radio  and  the  conclusions  reached 
by  the  ANA  radio  users  based  upon 
this  research." 

Mr.  West  added  that  ANA  had 
no  intention  "to  tell  the  networks 
what  they  should  charge  for  their 
product." 

That  comment,  however,  seemed 
at  variance  with  the  language  of 
the  committee  report,  which  in  one 
part  said:  "Nighttime  radio  rates 
need  to  be  adjusted  downward  right 
now  and  will  need  further  adjust- 
ment as  TV  grows." 

ANA  officials  estimated  last  week 
that  about  700  ■  would  attend  this 
week's  meeting. 
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A  REAL  BEST-SELLER! 


"A  TALE  OF  THREE  CITIES" 

By  C.  E.  HOOPER 

HOW  ONE  RADIO  STATION  DOMINATES 
THE  RICH  AREA  OF 

QUINCY,  ILL.  KEOKUK,  iowa  HANNIBAL,  mo. 

According  to  the  City  Hooperatings 
for  Quincy-Keokuk-Hannibal,  cover- 
ing period  December,  1949  through 
April,  1950: 


WTAD 


WTAD 


WTAD 


DELIVERS  RATINOS  HSSHER  THSN  Wi  OTSIER  STATION 

.  .  .  In  195  out  of  200  quarter-hour  periods,  Monday  through 
Friday,  between  8:00  A.M.  and  6:00  P.M. 

...  In  all  63  half-hour  periods  per  week,  Sunday  through 
Saturday  between  6:00  P.M.  and  10:30  P.M. 


DELIVERS  RATINOS  HIOHER  THAN  ALL  OTHER  STATIONS  C0II3INED 

.  .  .  In  45  of  200  quarter-hour  periods,  Monday  through  Fri- 
day, between  8:00  A.M.  and  6:00  P.M. 

...  In  56  of  63  half-hours,  Sunday  through  Saturday  be- 
tween 6:00  P.M.  and  10:30  P.M. 


DELIVERS  RMINOS  AT  LEUST  DOOBLE  THM  OF  ALL  OTHER  STATIONS  COMBINED 

...  In  22  of  63  nite-time  periods,  Sunday  through  Saturday 
between  6:00  P.M.  and  10:30  P.M. 

Be  sure  to  include  WTAD  on  your  schedule!  Get  complete  de- 
tails and  availabilities  from  your  Weed  representative  or  write 
Walter  J.  Rothschild,  National  Sales  Manager,  Lee  Stations,  Quincy, 
Illinois. 


\J]\J1    ly  llJj^'i^         KC  1000  Watts  • 


MASON  CITY.  IOWA  ,  ^  . 

1300  KC  5000  Watts  •  CBS  Affiliate  IVVLU-rlVI  101.1  MC  ERP  16.000  Watts 


CBS  Affiliate 


WTAD-FM 


99.S  MC  ERP  53,000  Watts 


^.eprGi^niei  By  WEED  &  COMPANY  —  New  York  •  Chicago  •  Detroit  •  Boston  •  Atlanta  •  Hollywood  •  San  Francisco 
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HAVING  SHIFTED  the  heavy 
pressure  from  themselves  to  in- 
dustry via  their  Sept.  1  color  TV 
report  [Broadcasting,  Sept.  4], 
FCC  Commissioners  currently  ap- 
pear to  be  indulging  in  a  let-up 
period  with  an  emphasis  on  speech 
making. 

While  the  Commission  is  main- 
taining a  regular  schedule  of  busi- 
ness sessions,  four  of  its  seven 
members  —  a  majority  —  have  ac- 
cepted speaking  engagements  since 
the  color  decision  was  reached. 
Comrs.  George  E.  Sterling  and 
Frieda  B.  Hennock  appeared  in 
speech-making  roles  Sept.  15 
[Broadcasting,  Sept.  18] ;  Comr. 
E.  M.  Webster  last  Tuesday,  and 
Chairman  Wayne  Coy  is  slated  for 
addresses  today  (Monday)  and 
tomorrow. 

In    at    least    one    of    his  two 


speeches,  both  in  Chicago,  Chair- 
man Coy  is  expected  to  outline  the 
status  of  color  television  as  he 
sees  it.  He  speaks  today  at  the 
opening  of  the  National  Electronics 
Conference,  and  tomorrow  at  a 
luncheon  sponsored  by  the  Chicago 
Television  Council. 

Though  most  of  his  speech  last 
Tuesday  dealt  with  electronic  aids 
to  navigation,  Comr.  Webster 
offered  one  observation  which  ap- 
peared also  to  be  applicable  to 
current  efforts  to  work  out  a  new 
NARBA  covering  North  American 
AM  channel  allocations  (see  story 
this  issue). 

U.  S.  Position 

From  this  point  onward,  he  felt, 
international  communications  nego- 
tiations will  see  the  U.  S.  "trying  to 
hold  on  to  what  we've  got  rather 


than  attempting  to  obtain  addi- 
tional frequencies  from  the  avail- 
able world  supply."  Speaking  in 
New  York  at  a  joint  meeting  of  the 
Institute  of  Navigation,  the  Radio 
Technical  Commission  for  Aero- 
nautics, and  the  Radio  Technical 
Commission  for  Marine  Services, 
he  referred  to  the  acuteness  of  the 
frequency  shortage  and  said: 

The  situation  today  in  regard  to 
the  U.  S.  international  position  on 
frequency  matters  is  anomalous  in- 
deed, as  I  see  it.  Despite  our  leader- 
ship throughout  the  history  of  com- 
munications conferences;  despite  our 
sharing  of  "know-how"  with  other 
countries,  I  feel  that  our  position  at 
the  bargaining  tables  from  here  on 
will  be  one  of  trying  to  hold  on  to 
M'hat  we've  got  rather  than  attempting 
to  obtain  additional  frequencies  from 
the  available  world  supply. 

In  short,  in  the  history  of  inter- 
national communications  negotiations 


For  the  Greatest  Radio  Audience . . 


THE  TOPS 


Your  advertising  dollar  goes  farther  on  WERE! 
Radio  station  WERE  is  TOPS  IN  CLEVELAND  with  a 
27.7  share  of  audience  .  .  .  any  other  Cleveland 
station  costs  you  from  34%  to  174%  MORE  to  reach 
this  market!  The  facts  speak  for  themselves: 
WE'RE  Cleveland's  Best  Radio  Buy! 


our  position,  as  well  as  that  o) 
several  other  large  nations  at  thiE 
time  is  that  of  "have"  nations.  The 
only  way  for  the  "have-not"  nations 
to  expand  their  communications  is  foi 
the  "have"  nations  like  ourselves  tc 
rearrange  their  structure  of  frequencj 
assignments  to  aid  their  development 

Comr.  Sterling,  speaking  in  Loe 
Angeles  at  the  West  Coast  Conven- 
tion of  the  Institute  of  Radio  Engi- 
neers (see  separate  story  this  is- 
sue) ,  stressed  the  "due  process' 
functions  of  FCC  as  essential  tc 
"public  interest"  even  though  they 
sometimes  appear  time-consuming. 

Answering  questions  as  a  mem- 
ber of'  a  panel,  however,  he  was 
confronted  repeatedly  with  queries 
about  color  TV,  and  assured  his 
fellow  engineers  time  and  agair 
that  FCC's  report  on  the  subject 
while  favoring  the  incompatible 
CBS  system,  leaves  the  dooi 
"ajar"  ior  consideration  of  fur- 
ther developments. 

He  made  clear  that  the  reporl 
is  tentative,  and  accordingly  lim- 
ited his  replies  in  many  cases  ir 
order  not  to  "pre-judge"  issues  ye1 
to  be  decided. 

He  reiterated,  however,  that  "w( 
of  the  FCC  feel  that  the  time  has 
come  when  the  American  public 
should  have  all  the  advantages  oi 
color  television,"  and  that  FCC 
"cannot  let  10  million  preseni 
black-and-white  receivers  stand  ir 
the  way  of  possibly  40  million  fu- 
ture color  TV  sets." 

A  panel  member  felt  it  woulc 
be  difficult  to  estimate  the  cost  oJ 
converting  present  sets  to  receivt 
CBS  color  when  the  job  is  done  or 
an  individual  basis,  but  thoughl 
it  might  be  accomplished  for  aboui 
$75. 

When  delegates  expressed  con^ 
cern  about  reduction  of  definitior 
in  the  CBS  picture,  Comr.  Sterling 
observed  that  color  more  thai 
compensates.  He  also  expressec 
confidence  that  a  satisfactory  tri- 
color picture  tube  will  be  devel 
oped,  but  said  that  at  the  presem 
time  he  likes  the  results  achievec 
by  the  CBS  color  disc. 

Asked  about  the  color  systen; 
reported  by  General  Electric  sine* 
the  color  hearings  ended,  he  wa: 
quoted  as  saying  it  was  his  under 
standing  the  GE  system  employ; 
(Continued  on  page  38) 


GOLF  TOURNEY 

Tulsa  Stations  Competi 


1300  ON  YOUR  DIAL 


WORKING  on  the  idea  of  promot 
ing  a  more  friendly  atmosphere 
Tulsa's  six  AM  stations  held  theii 
first  annual  golf  tournament  Sept 
6  with  25  participants. 

Carl  Bove  of  KVOO  won  the 
individual  trophy  donated  by  ont 
of  the  local  sporting  goods  stores 
Other  tournament  prizes  includec 
gift  certificates  and  merchandise 
also  contributed  by  local  merchants 

Stations  represented  in  the  tour 
nament— KAKC  KFMJ  KOMI 
KRMG  KTUL  and  KVOO— votec 
the  tournament  a  success  anc 
agreed  to  make  plans  for  the  Seconc 
Annual  Tulsa  Radio  Stations  Gol: 
Tournament. 
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In  the  great,  prosperous  Midwest  area  blanketed  by  WMAQ, 
over  six  million  pay  checks  are  earned  each  week . . .  more  than 
10  per  cent  of  the  nation's  wages. 

This  vast  area  is  the  home  of  one  out  of  every  10  families  in 
the  United  States . . .  owning  one  out  of  every  10  radios  in  the 
United  States  . . ,  and  spending  one  out  of  every  10  dollars  in  the 
United  States. 

Dominating  this  thriving  region  — /^e  nation's  number  two 
market  — IS  WMAQ,  delivering  a  daily  audience  not  only  larger 
than  that  of  any  other  station,  but  larger  than  that  of  any  other 
advertising  medium  .  ,  .  an  audience  of  almost  1300  thousand 
families. 

Remember  "WMAQ  —  Master  of  the  Lake  Michigan  States 
Market  — ^hen  planning  an  advertising  campaign.  Contact 
WMAQ,  Merchandise  Mart,  Chicago,  or  your  nearest  NBC  Spot 
Sales  Office  now  for  assistance  in  planning  a  schedule  that  will 
mean  greater  sales  of  your  product  in  a  great  market. 


Sources:  Daily  Listening— BMB  Study  No. 
2,  6-7  Days  per  Week;  No.  of  Radios— 
BMB  Study  No.  2  and  Caldwell-Clemenfs 
Publishing  Co.;  All  Other  Statistics  - 
U.  S.  Bureau  of  Census. 
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CBS 

Plus 
TOP  LOCAL 
PROGRAMMING 


Avery-Knodel,  Inc., 
Nat'l  Representatives 


FCC 

( Continued  from  page  36) 

two  sub-oscillators  and  that  use 
of  a  sub-oscillator  generally  is 
subject  to  interference.  He  em- 
phasized, however,  that  further 
hearings  may  be  held  and  that  he 
did  not  want  to  be  put  into  the 
position  of  "pre-judging." 

In  his  prepared  speech  on  "due 
process,"  he  told  the  IRE  mem- 
bers : 

I  am  sure  you  have  often  wondered 
why  it  is  that  the  Commission  seems 
to  take  so  long  in  settling  matters, 
why  it  is  that  we  cannot,  on  the  basis 
of  engineering  factors,  reach  a  con- 
clusion without  months  of  hearings 
and  arguments,  as  witness  the  color 
television  proceeding.  ...  To  under- 
stand the  cause  of  what  may  seem 
undue  delay,  we  must  understand  the 
various  interests  competing  for  Com- 
mission attention  and  the  procedural 
safeguards  the  law  has  evolved  to 
assure  a  fair  hearing  for  all  of  these 
interests.  .  .  . 

Such  laws  [governing  the  pro- 
cedures of  government]  prevent  snap 
judgment  on  all  matters,  including 
those  where  a  decision  would  seem  to 
turn  on  indisputable  technical  in- 
formation. This  is  rightly  so.  For 
technical  matters  are  not  always  so 
clear  as  they  might  seem  at  first 
glance,  nor  do  they  stand  apart  from 
all  the  complexities  of  a  complicated 
society. 

The  rules  of  fair  play  pertaining 
to  the  Commission's  functions  slow  up 
the  game.  But  they  do  not  do  so 
blindly.  On  the  contrary,  they  give 
needed  time  for  a  clear  look  at  the 
technical  data,  so  that  we  may  read 
its  message  and  formulate  policy 
based  upon  it.  .  .  . 

Seek  'Fair  Result' 

"The  Commission's  constant  at- 
tempt to  reach  a  fair  and  practical 
result  is  sometimes  demonstrated 
in  a  way  more  obvious  than  the 
logic  of  an  opinion,"  he  continued. 
He  pointed  out  that  during  his 
tenure  as  Chief  Engineer  the  FCC 
Laboratory  developed  a  diathermy 
machine  to  comply  with  standards 
which  the  Commission  had  proposed 
but  which  industry  claimed  to  be 
impossible  of  attainment. 

Of  the  part  played  by  industry 
engineers  in  FCC  decisions,  Comr. 
Sterling  said: 

Radio  engineers  play  a  major  role 
in  enabling  the  fullest  considera- 
tion of  technical  data  by  the  Com- 
mission, and  in  providing  a  sound 
basis  for  sound  decisions.  They  some- 
times present  their  views  from  a 
purely  disinterested  viewpoint  in  the 
development  of  the  art.  They  also 
participate  in  Commission  hearings 
as  representatives  of  particular 
parties  and  interests.  There  is 
nothing  wrong  with  this. 

So  long  as  the  interest  represented 
does  not  interfere  with  clear  think- 
ing based  on  fair  assumptions  which 
are  made  explicit,  such  representa- 
tion plays  an  essential  part  in  the 
fair  play  of  due  process.  There  are 
many  notable  examples  of  invaluable 
testimony  presented  by  engineers 
representing  the  interests  of  parties 
before  the  Commission. 

Miss  Hennock,  addressing  the 
National  Assn.  of  Women  Lawyers 


TRAINING  camp  guests  of  retired,  undefeated.  Heavyweight  Champion  Joe 
Louis  (2d  r)  whose  championship  fight  with  Ezzard  Charles  on  Sept.  27  will 
be  broadcast  exclusively  over  CBS  by  the  Pabst  Brewing  Co.,  are  (I  to  r) 
Lester  Malitz,  vice  president,  Warwick  &  Legler;  Rudolf  Pabst,  vice  president, 
Pabst  Brewing  Co.  and  president  of  the  Hoffman  Beverage  Co.,  and  Lawrence 
Lowman,  CBS  vice  president  and  general  executive. 


meeting  in  Washington,  saw  a  need 
for  "new  blood"  in  station  owner- 
ship to  improve  programming. 

She  felt  broadcasters  and  the 
public  share  the  "major  burden" 
for  program  improvement,  but  de- 
fended FCC's  authority  to  do  "cer- 
tain things  ...  to  help  achieve 
better  programming"  without  vio- 
lating the  law's  ban  on  censorship. 

Cites  Blue  Book 

Among  these  she  cited  FCC  re- 
view of  overall  program  structure 
in  passing  on  new  applications  and 
renewals;  the  principles  laid  down 
in  FCC's  Blue  Book,  and  the  fair- 
play  doctrine  enunciated  in  the  New 
Mayflower  Decision  on  editorializ- 
ing. In  the  latter,  she  felt,  "the 
application  of  the  concept  of  the 
dedication  of  broadcast  facilities 
to  the  use  of  the  public  received 
its  clearest  expression." 

Miss  Hennock  continued : 
In  my  own  view,  one  of  the  chief 
tools  available  to  the  Commission 
for  the  improvement  of  program 
service  lies  in  its  choice  of  broadcast 
licensees.  In  choosing  those  who  will 
be  privileged  to  exercise  this  public 
trust,  the  Commission  carefully  eval- 
uates their  technical  and  financial 
qualifications.  Just  as  important  are 
the  types  of  programs  which  they  will 
present. 

However,  broadcasting  seems  to 
have  assumed  a  fairly  rigid  pattern. 
The  variations  in  program  proposals 
do  not  for  the  most  part  vary  signifi- 
cantly. One  applicant  may  propose 
5%  more  sustaining  time  than  an- 
other, or  10%  less  local  live  talent 
programming,  but  it  is  diflScult  to 
make  a  significant  choice  between 
applicants  on  such  bases  as  these. 

It  seems  to  me  that  there  would 
be  a  great  advantage  in  trying  to  as- 
sure some  real  diversification  among 
broadcast  licensees.  I  feel  the  Com- 
mission should  make  every  effort  to 
introduce  insofar  as  possible,  noncom- 
mercial elements  into  the  broadcast- 
ing picture.  The  Commission  has 
made  an  effort  along  this  line  in  set- 
ting aside  20  FM  channels  for  the  use 
of  noncommercial  educational  institu- 
tions. 


We  are  now  about  to  allocate  wha< 
is  in  all  probability  the  last  signifi 
cant  piece  of  spectrum  which  will  be 
assigned  for  broadcasting  purposes 
This  is  the  ultra-high  frequency  band 
in  which  the  Commission  will  author- 
ize commercial  television  operationl 
at  the  conclusion  of  hearings  which 
are  now  going  on.  I  have  urged  thai 
a  portion  of  the  frequencies  available 
for  television  be  reserved  for  the  use 
of  noncommercial  educational  insti- 
tutions. 

If  we  are  to  prevent  television  from 
assuming  the  characteristics  of  oui 
aural  broadcasting  system,  and  I  foi 
one  think  there  is  much  room  foi 
improvement,  we  must  introduce  some 
new  blood.  This  would  stimulate  e 
different  type  of  competition  from 
that  we  now  have  and  would,  I  feel 
prove  a  great  stimulus  for  the  pro- 
duction of  better  programs. 

In  a  reference  to  the  color  TV 
decision,  she  said: 

.  .  .  Color  poses  great  problems  ee 
you  cm  easily  see  from  the  CommiS' 
sion's  First  Report.  For  the  Commis' 
sion  is  not  dealing  with  a  passing  noV' 
elty  which  each  person  may  patron' 
ize  or  ignore  at  his  own  whim.  It  it 
rather  dealing  with  a  significant  neM 
development  in  electronics  which  ill' 
volves  the  use  of  valuable  spectrun 
space  and  great  investments  by  th« 
public.  And  in  making  decisions  Ai 
to  this  great  new  development,  the 
Commission  must  lay  a  sound  founda' 
tion  for  the  future. 

Viewed  in  this  light,  the  issue  ol 
paramount  importance  is  to  authorize 
the  system  which  will  give  to  th< 
television  viewer,  present  and  future 
the  most  satisfactory  service,  techni- 
cally, and  at  the  cheapest  total  cost 
This  is  the  Commission's  view,  and  ] 
subscribe  to  it  fully. 

I  am  also  concerned  about  the  pres- 
ent owner  of  a  television  set.  H< 
should  not  needlessly  be  sacrificed  ir 
the  march  of  electronic  progress,  if 
there  is  any  possible  way  of  protect- 
ing him  without  arresting  that  prog- 
ress. As  I  stated  in  my  separate  views 
to  the  Report,  I  sincerely  believe  that 
if  necessary,  steps  should  be  taken  bj 
the  FCC  to  insure  that  present  sel 
owners  will  continue  for  a  reasonable 
period  to  receive  fine  programming 
at  all  hours.  ) 
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To  a  Sponsor  s  Wife 
who  doesn't  ''know  a  thing 

about  advertising^  but . . . 


ft 


Darling,  when  you  throw  a  party  you  know 
just  where  to  look  to  rent  a  canopy  (under 
"Tents,"  of  course ) .   Mr.  Billingsley's  electric 
eye  at  the  Stork  opens  automatically  when 
your  entourage  turns  into  53rd  street.  Pancho 
at  the  Pierre  gives  you  his  old  guitar  strings. 
You  understand  The  Cocktail  Party  and 
wouldn't  be  caught  dead  without  tickets  to 
the  next  Hammerstein  opening.   But  when 
your  spouse  talks  about  markets  and  you're  in 
there  cat  quick  telling  him  to  advertise  only 
in  the  big  cities,  that's  the  time  for  you  to 
samba  back  to  Tiffany's. 

Because,  sister,  big  city  markets  exclude  Iowa 
and  that's  unhealthy  for  your  husband's 
business,  whether  he  makes  money  bags  or 
publishes  text  books.  The  nation's  hest 


customers  grow  on  Iowa  farms.   In  72  of 
Iowa's  99  counties,  farm  families  spend  at  least 
50  %  more  money  than  the  national  average. 
That's  the  heaviest  concentration  of  big- 
spending  farm  counties  in  the  U.  S.  And, 
in  the  book  department,  Iowa's  literacy  rating 
of  99.2  %  ranks  first  in  the  nation. 

But  agricultural  Iowa  is  only  half  the  story. 
Industrial  Iowa  accounts  for  almost  half  of 
the  state's  $4-billion-plus  annual  income  of 
individuals. 

Why  tell  you  these  things?   Shucks,  honey, 
unless  you  happen  to  be  from  Eastern  Iowa 
you  might  not  know  what  a  fat  job  WMT 
does  hereabouts.   And,  bless  your  cute  little 
heart,  somebody  has  to  pay  your  bills.  We're 
just  trying  to  help  you  make  it  easy  for  Papa. 
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RADIO-TV  MUST  PREPARE  NOW  t.     w„,  u.^. 


WHAT  SHOULD  the  radio  industry  do  to  prepare  for  the  all-out  war- 
production  effort  should  it  come?    Mr.  Mcintosh  suggests  the  following: 

1.  Organize  committees  in  or  out  of  government  to  study  requirements 
of  each  major  phase  based  on  curtailed,  minimum  requirements. 

2.  Reduce  power  output  of  TV  and  radio  stations,  perhaps  1  db. 

3.  Cooperate  with  manufacturers  for  standardization  and  minimizing 
of  variations  of  types. 

4.  Cooperate  in  listing  stocks  of  critical  items  to  assist  both  civilian 
and  military  needs.  This  perhaps  is  a  requirement  for  all  distributors. 

5.  Avoid  designing  around  costly  or  short-lived  components  which 
require  critical  materials  or  excessive  amounts  of  manpower. 

6.  Standardize  values  of  components  for  military,  industry  and  civilian 
uses. 

7.  Assign  a  time-table  to  satisfy  requirements  which  are  so  great  as 
to  exceed  the  total  production  facilities. 

8.  Anticipate  requirements  where  possible. 

9.  Constantly   screen  production  schedules  to  avoid  production  of 
obsolete  or  unnecessary  equipment  or  components. 

10.  Minimize  paper  work — assign  self-activity  quotas  to  industries 
and  process  only- the  now  regular  requirements. 

11.  Utilize  voluntary  exchange  of  stocks  between  organizations. 

12.  Establish  means  for  repair  of  tubes  where  this  can  be  established 
as  practical. 


By  FRANK  H.  McINTOSH 
Mcintosh  &  inglis 
consulting  radio  engineers 
washington,  d.  c. 

THERE  is  no  one  who  doubts  the 
need  for  cuitailment  of  civilian 
production  to  make  possible  the 
production  needed  for  war,  and  the 
present  world  situation  suggests  we 
immediately  get  our  house  in  order 
and  begin  thinking  how  we  can 
make  the  necessary  sacrifices  with- 
out destroying  the  things  we  are 
fighting  for. 

Two  extremes  exist  which  are 
perhaps  equally  foolish :  First,  that 
there  will  be  no  civilian  production 
during  the  war  emergency,  or,  on 
the  other  hand,  that  there  will  be 
no  restrictions  on  civilian  produc- 
tion. Fortunately  this  time  we  have 
valuable  experiences  growing  out 
of  the  last  war  which,  if  we  have 
the  gumption  to  use  them,  will  allow 
us  to  avoid  earlier  mistakes  and 
likewise  prevent  unnecessary  harm 
to  the  well  being  and  efficiency  of 
the  people  who  operate  the  produc- 
tion wheels  of  industry  on  the  very 
real  home  front. 

Remarks  here  pertain  primarily 
to  the  electronics  industry  and  re- 
quirements for  both  military  and 
civilian  needs.  It  is  natural,  as 
occurred  on  many  occasions  during 
the  last  war,  for  every  claimant 
to  feel  that  his  was  the  greatest 


need  for  the  production  facilities 
and  products  of  industry.  The 
Army,  the  Navy,  the  Air  Force  all 
found  ample  reasons  why  their 
individual  needs  were  greatest,  and 
due  to  the  fact  that  often  all  re- 
quirements could  not  be  satisfied  in 
the  time  requested,  over-all  consid- 
erations and  relative  priorities  to- 
gether with  the  much-needed  stand- 
ardization became  a  necessity. 


The  civilian  aspect,  of  course, 
became  one  of  sandwiching  its 
most  important  needs  in  such  a 
way  as  not  to  detract  or  interfere 
with  the  war  material  production. 
Under  the  civilian  requirements 
here  referred  to  are  those  not  di- 
rectly served  by  military  procur- 
ment,  including  industrial  equip- 
ment, power  companies,  railroads, 
manufacturing  plants  of  all  kinds, 
restaurants,  radio  stations,  hotels, 
stores  and  homes. 

Essential  Needs 

Essentials  did  and  do  exist  in 
these  and  other  civilian  fields  dur- 
ing a  war.  Furthermore  in  many 
cases  direct  military  production 
depends  on  supplies  obtained 
through  established  civilian  distri- 
bution facilities. 

The  industry  and  military  are  to 
be  complimented  on  the  effective 
cooperation  displayed  during  the 
last  war  in  overcoming  bottlenecks 
and  out-living  red  tape  without 
serious  or  adverse  consequences. 

The  chances  of  doing  an  effective 
job  are  considerably  better  now 
than  during  the  last  war,  if  we  use 


FRANK  H.  McINTOSH  is  well 
qualified  to  appraise  the  electron- 
ics industry's  prospects  in  the  face 
of  a  rapidly  expanding  national 
defense  program,  as  he  does  in  the 
accompanying  article.  A  promi- 
nent radio  engineering  consultant 
with  an  extensive  industry  back- 
ground, he  was  chief  of  the  War 
Production  Board's  Radio  and 
Radar  Division  for  three  wartime 
years  (1942-44).  Through  judicious 
allocations  of  critical  materials,  he 
was  credited  with  keeping  regular 
broadcast  operations  on  an  even 
keel  during  the  most  difficult  days 
of  the  war  production  emergency. 
Here  he  examines  the  present  situa- 
tion and  suggests  steps  which  in- 
dustry may  take  to  prepare  for 
more   intensified   war  production. 


the  experiences  gained  during  that 
interval.  For  one  reason,  all  mili- 
tary requirements  are  being  more 
nearly  coordinated  than  during  the 
last  war.  The  standardization  of 
military  equipment  has  continued 
since  the  war  and  a  great  many 
A  &  N  specifications  are  in  use — 
more  should  be  followed,  of  course. 

Production  facilities,  particularly 
in  electronics,  are  greater  than  they 
were  during  the  last  war.  Tele- 
vision has  saturated  the  production 
capacities  of  many  companies;  in 
fact  that  saturation  is  now  so  acute 
that  a  serious  component  shortage 
exists  in  the  electronic  manufactur- 
ing fields  for  other  than  TV  re- 
ceiver equipment  and  parts  are 
exceedingly  difficult  to  obtain. 

Changeover  Takes  Time 

Nevertheless,  the  capacity  is 
there  for  a  mountain  of  equipment 
when  needed.  Naturally,  the  switch 
from  TV-radio  production  to  mili- 
tary production  cannot  be  made 
instantly  as  quality  requirements 
are  different  and  military  produc- 
tion know-how  will  have  to  be  re-  i 
learned  in  many  cases. 

It  should  not  be  necessary  for 
the 'military  to  purchase  wildly  the 
stocks  of  distributors'  shelves,  nor 
should  it  be  necessary  for  industry 
to  fight  the  prompt  conversions  to 
military  production.  Efficiency  ■ 
should  be  the  keynote — do  not  waste  i 
a  man  hour  or  include  unnecessary  , 
paper   work   or   restrict   without  i 
cause  or  benefit.    Of  course  this  is  ; 
a  large  order;  it  cannot  be  accom- 
plished at  once  and  it  does  require  i 
central  over-all  planning  involving  ; 
a  balanced  consideration  of  all  re- 
quirements by  competent  personnel. 

To  save  manpower.  Civil  Service 
should  consider  quality  as  well  as 
quantity  since  a  man  well  versed 
in  his  subject  may  make  unneces- 
sary 20  or  25  people,  and  therefore 
make  a  real  saving  to  government,  i 
Adequate  ratings  were  not  always  ! 
available  to  compete  with  industry  ; 
for  quality  personnel.  i 

To  form  a  foundation  for  sug- 
( Continued  on  page  ^2)  i 


Mr.  McINTOSH 


TRIBUNE  TOWER     OAKLAND,  CALIFORNIA 

Represented  Nationally  by  Burn-Smith 
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KPRC... 

month  in -month  out 


FIRST... 


IN  THE 
SOUTH'S 
FIRST 
MARKET 

Both  Hooper  and  BMB  dictate 
KPRC  the  BEST  BUY  on  Texas' 
famous  Gold  Coast!  KPRC  —  now, 
as  always-FIRST  IN  THE  SOUTH'S 
FIRST  MARKET. 


950  KILOCYCLES  •  5000  WATTS 

NBC  and  TON  on  the  Gulf  Coast 

Jack  Harris,  General  Manager 

Represented  Nationally  by  Edward  Petry  &  Co. 
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CLIENT  FORCED  to 
ESTABLISH 
BRANCHES  Due 
to  KDAL 
COVERAGE 


Says  Elmer  Tess, 
T  &  T  Party  Service- 
"We  didn't  have  to  look  at  the 
new  BMB  to  know  that  KDAL 
does  an  effective  selling  job  far 
beyond  Duluth-Superior.  BMB 
says  you  have  had  a  51%  in-  4 
crease  in  daytime  families.  But  ^ 
I  can  give  you  some  other  figures  ^ 
you  may  find  equally  interesting.  ^ 

"Four  years  ago  when  we  opened  ^ 
ourT&T  Party  Service  in  Duluth,  ^ 
we  bought  a  participation  in  "The  ^ 
Last  Word."  We  wanted  to  tell  our 
story  in  Duluth-Superior  area. 
"About  18  months  ago  1  realized 
that  KDAL  covered  a  greater  area 
than  I  could  serve  out  of  Duluth. 
Sol  established  "branch  outlets" 
throughout  Northern  Minne- 
sota, Wisconsin  and  Upper  Michi- 
gan and  used  KDAL  to  advertise. 

"Results  have  been  just  as  phe- 
nomenal out-of-town  as  in 
^Duluth ..." 

KDAL 

DULUTH-SUPERIOR 
5000  WATTS 
ON  610 
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gestions  for  civilian  activity,  more 
particularly  the  electronics  field,  a 
review  of  what  happened  from 
1942  to  1945  may  be  helpful. 

First,  in  1942  curtailment  orders 
of  receiver  production  were  en- 
forced, which  made  a  reservoir  for 
military  production.  Some  elements 
of  the  industry  resisted  this  change 
because  for  the  most  part  they 
thought  military  requirements 
would  not  equal  their  present  rates. 
This  certainly  proved  to  be  absurd 
and  likely  will  this  time,  if  the 
country  goes  all  out  for  the  war 
effort.  Even  with  the  nation's 
large  electronics  production  capac- 
ity, the  military,  like  everyone  else, 
is  using  more  electronic  gear  per 
man  than  ever  before. 

Scarcity  Increased 

Second,  civilian  parts  became 
more  and  more  scarce  and  the 
writer  recommended  that  broadcast 
stations  reduce  power  (1  db)  and 
the  FCC  made  this  a  law  for  the 
duration.  This  conserved  materially 
tlie  requirements  for  equipment 
competitive  to  some  extent  with 
military  requirements. 

However,  the  total  requirements 
for  broadcast  stations  and  receivers 
were  small  compared  to  the  vast 
quantities  required  for  military. 
This  is  perhaps  the  main  reason 
that  it  was  possible  to  continue  the 
operation  of  all  broadcast  stations 
and  probably  one  receiving  set  per 
house  on  this  conversion  schedule. 

Civilian  equipment  used  some  700 
different  types  of  tubes;  these  now 
have  finally  been  standardized  to 
75  to  200  types  to  minimize  pro- 
duction facility  requirements.  Con- 
densers were  reduced  from  300  or 
more  variations  to  some  15  or  20 
types  and  all  other  components 
were  similarly  standardized  through 
industry  committees  which  were 
certainly  beneficial  to  say  the  least. 
Shorter  hours  of  operation  of  sta- 
tions were  permitted  during  the 
war  by  FCC,  thereby  saving  further 
on  some  components  and  manpower. 
Most  of  the  information  on  these 
procedures  is  still  available  and 
could  be  used  to  apply  to  the  pres- 
ent situation,  including  the  main- 
tenance of  TV  transmitters  and  re- 
ceivers. 

Self-Regulation  Used 

Self-imposed  regulations  were 
used  by  the  industry  based  on  over- 
all recommendations  by  govern- 
ment, and  industry  proved  most 
effective  in  detecting  violations 
within  its  field.  The  need  for  in- 
dustry cooperation  and  adequate 
enforcement  procedures  cannot  be 
over-emphasized. 

There  is  a  large  and  useful  res- 
ervoir of  products  in  the  hands  of 
distributors  throughout  the  country 
which  will  act  as  a  balance  wheel 
to  satisfy  civilian  requirements  in 
the  broadest  sense.  However,  it 
must  be  remembered  that  during 
the  last  war  many  of  these  distribu- 

(Continued  on  page  Uh) 


0n  iko.  dotted  line 


CONCLUDING  arrangement's  for  Bendix  Radio  &  Television's  sponsorship  of 
the  Fred  Robbins  show,  Robbins  Nest,  WINS  New  York,  are  (I  to  r):  Jack 
Flynn,  WINS  sales;  Walter  Lederer,  adv.  and  sales  mgr.,  Bendix;  Mr.  Robbins; 
M.  D.  Harrington,  Bendix  New  York  merchandiser,  and  Lss  Persky,  producer. 


1 


THIS  trio,  setting  the  contract  for 
Oscar  Mayer  &  Co.'s  (meat  packer) 
sponsorship  of  all  1950  U.  of  Wis- 
consin football  games  on  WIBA  Madi- 
son, are  (I  to  r):  Carl  Mayer,  v.  p. 
Oscar  Mayer  &  Co.;  Ken  Schmitt, 
manager  of  WIBA,  and  John  Fish, 
football  commentator. 


IT'S  a  near  $45,000  deal  putting 
Ziv's  Cisco  Kid  on  WOW-AM-TV 
Omaha  as  Ernest  Hueter  (I),  advertis- 
ing manager  of  Interstate  Baking 
Co.,  Los  Angeles,  sponsor,  and  Bill 
Wiseman,  WOW  sales  prom,  mgr., 
complete  agreement.  Agency  is  R.  J. 
Potts-Calkins  &  Holden,  Kansas  City. 


SETTING  Joplin  Tire  Service  spon- 
sorship of  7:30  a.m.  news  on  KSWM 
Joplin,  Mo.,  for  the  fifth  consecutive 
year,  are  (I  to  r):  Seated,  0.  E.  Oliver, 
pres.,  Joplin  Tire  Service;  Austin  A. 
Harrison,  KSWM  pres.  and  gen. 
mgr.;  standing,  Owen  Smith,  Joplin 
Tire  sales  mgr.;  William  S.  Wood- 
land, KSWM  sales  mgr. 


ARRANGING  Jackson  Brewing  Co.'s 
sponsorship  of  Jax  World  of  Sports 
on  WWL  New  Orleans  are:  (seated), 
Richard  G.  Jones,  Jackson  v.  p. -gen. 
mgr.;  (standing,  I  to  r)  Aubrey  Wil- 
liams, radio  director,  Fitzgerald 
Agency;  Robert  Fabacher,  Jackson 
adv.  mgr.;  Bill  Brengel,  WWL  sports 
director. 


JACK  WEISENBURGER  (I),  former 
Michigan  All-American  football  star, 
and  Don  Mann  (r),  general  manager, 
WKNK  Muskegon,  Mich.,  look  on  as 
Harrison  Friend,  president.  Friend's 
Clothiers,  contracts  to  sponsor  Mr. 
Weisenburger's  sportscasts  on  WKNK. 
Mr.  Weisenburger  is  newly-named 
WKNK  sportscaster. 


LAUNCHING  Pabst  Blue  Ribbon 
Beer  and  Ale's  campaign  on  KXLW 
St.  Louis  are  (I  to  r):  Lee  Cavanaugh 
and  Jim  Booth,  both  St.  Louis  area 
distributors  for  Pabst,  and  S.  E. 
(Art)  Sloan,  general  manager  of 
KXLW.  '  Messrs.  Cavanaugh  and 
Booth  signed  for  a  15-minute  strip 
on  the  Spider  Burks  Show. 


advertise... 
merchandise... 


^^^^  /faz4/i^  ^^^^B 

FOOD  STORE  PRODUCTS  1 

in  the  Philadelphia  Market  ^ 

on  KYW  "FEATURE  FOODS"  ^ 


PHILADELPHIA 

50,000  WATTS 

NBC  AFFILIATE 


KYW  "Feature  Foods"  isn't  just  a  women's  program. .  it's  a  dynamic  new  concept  of 
food  merchandising  that  assures  results  in  this  important  market-area!  It's  a  complete, 
distribution-building  "package"  that  includes  all  four  of  these  essential  factors: 

#  1.  POPULAR  PROGRAMMING  with  Anne  Lee,  Jack  Pyle,  orchestra,  and  vocalists. 
Miss  Lee,  who  became  known  to  legions  of  housewives  as  food  editor  of  Country 
Gentleman,  is  "must"  listening  for  good  cooks  at  1:00-1:30  PM,  Monday  through 
Friday,  and  9:30-10:00  AM  Saturday. 

#  2.  CONTINUOUS  MERCHANDISING  assures  day-after-day  cooperation  of  more  than 
1,000  leading  food  stores  in  the  greater  Philadelphia  area.  An  experienced  corps  of 
full-time  food  merchandisers  calls  on  the  trade  continuously,  ties  up  products  at  point 
of  sale  with  decals,  shelf  strips,  and  other  such- aids. 

#  3.  PIN-POINT  PROMOTIONS  bring  spectacular  results  in  store  and  supermarket 
groups  mentioned  specifically  by  Anne  Lee.  Special  "Recipe  Roundup  Kits"  are  given 
out  in  these  stores  by  the  program's  field  force.  In  a  single  store,  as  many  as  300 
customers  have  personally  requested  these  recipes  during  one  afternoon. 

#  4.  REPORTS  AND  ORDERS  are  forwarded  to  advertisers  regularly  by  the  program's 
field  force.  Cooperating  sponsors  get  firsthand  information  continuously  on  distribution, 
shelf  positions,  exposure,  and  other  sales  points;  in  many  cases,  dealers  place  actual 
orders  with  KYW  personnel. 

Get  full  details  on  Auite  Lee's  Notebook.  .  the  "Feature  Foods"  Pro- 
gram. .  from  KYW  or  Free  &  Peters.  Act  quickly  —  participations  are 
limited  to  food  manufacturers,  and  competing  accounts  will  not  be 
accepted! 


WESTINGHOUSE  RADIO  STATIONS  Inc  kyw  •  kdka  •  wbz  •  wbza  •  wowo  •  kex  •  wbz-tv 

National  Representatives,  Free  i  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 


'    BROADCASTING     •  Telecasting 


September  25,  1950    •    Page  43 


Radio,  TV  Prepare 

(Continued  from  page  ^2) 
tors  sold  their  major  stocks  to  in- 
dustry engaged  in  direct  or  indirect 
war  work  as  well  as  serving,  in  a 
limited  way,  the  civilian. 

It  is  believed  these  people  serve  a 
necessary  purpose  in  the  plans  of 
all-out  effort  as  to  the  taking  care 
of  vast  amounts  of  small  quantity 
orders  from  industry  that  would  be 
most  harassing  to  the  manufac- 
turers of  these  components  should 
they  suddenly  be  faced  with  a  large 
number  of  small-quantity,  nuisance 
orders. 

Suggestions  for  industry  prep- 
aration for  the  all-out  effort,  in 
event  it  comes,  are  offered  on 
page  40. 

It  is  inevitable  that  sacrifices  will 
be  required;  but  it  is  believed  that 
with  proper  use  of  the  present 
facilities  and  adequate  cooperation 
of  industry  and  individuals  alike 


NATIONAL  NIELSEN-RATINGS*  TOP  RADIO  PROGRAMS 

(TOTAL  U.  S.  AREA,  INCLUDING  SMALL-TOWN,  FARM  AND  URBAN  HOMES— <ind  including  TELEPHONE  and  NON-TELEPHONE  HOMES) 

EXTRA-WEEK  AUGUST  13-19,  1950 


EVENING,  ONCE-A-WEEK 
Current 


Current  Previous 


Rank 

Rank 

1 

10 

2 

1 

3 

2 

4 

6 

5 

19 

6 

4 

7 

25 

8 

31 

Rating 
Homes 

Program  % 

Horace  Heidt  (CBS)    10.4 

Mr.  Keen  (CBS)    9.6 

Crime  Photographer  (CBS)    9.1 

Mystery  Theatre  (CBS)    8.6 

This  is  Your  F.B.I.  (ABC)    8.1 

Big  Story  (NBC)    7.7 

Walter   Winchell    (ABC)    7.6 

Adventures  of  Sam  Sj>ade  (NBC)   7.6 


Current 
Rank 
9 
10 


Previous 
Rank 
34 
11 


Current 
Rating 
Homes 
% 
7.5 
7.5 


Program 

Candid  Microphone  (CBS)   

Satan's  Waitin'  (CBS)   

Copyright  1950  by  A.  C.  NIELSEN  COMPANY 

NOTE:  Number  of  homes  is  obtained  by  applying  the  "NIELSEN- 
RATING"  (%)  to  40,700,000— the  1950  estimate  of  Total  United 
States  Radio  Homes. 

(*)  Homes  reached  during  all  or  any  part  of  the  program,  except 
for  home  listening  only  1  to  5  minutes. 


it  will  be  possible  to  provide  for 
the  needs  of  existing  receivers  and 
the  broadcast  and  TV  stations  with 
benefit  to  all  concerned. 


NEW  YORK  State  Federation  of 
Workers  for  the  Blind  has  presented 
plaque  to  WNEW  New  York,  in  ap- 
preciation of  station's  Talking  Maga- 
zine program,  on  which  selected  articles 
from  current  publications  are  read. 


KRNT  ... 

THE  STATION  WITH  THE 

FABULOUS  PERSONALITIES 

AND  THE 

ASTRONOMICAL  HOOPERS 

HOOPERATING 
HIGHER 

•  MORNING 

•  AFTERNOON 

•  NIGHT 

THAN  ANY  OTHER 
STATION  IN 

DES  MOINES 


ANY  KATZ  MAN 
WILL  TELL  YOU  THE  FULL 
FABULOUS  SALES 
RESULTS  STORY! 

«C.  E.  Hooper  Audience  Index,  City  Zone  —  June-July  1950 


VOICE  TOWER 

FBI  Investigates  Blast 

INDICATING  possible  sabotage, 
the  FBI  has  begun  an  investiga- 
tion of  an  explosion  Sept.  17  which 
destroyed  the  165-ft.  tower  sup- 
porting one  of  the  Voice  of  Amer- 
ica antennae  at  the  Bethany,  Ohio, 
transmitting  plant  of  the  Crosley 
Broadcasting  Corp. 

In  Washington,  the  State  Dept. 
also  announced  that  one  of  its  engi- 
neers has  been  detailed  to  check 
the  damage.  Owned  by  the  govern- 
ment, the  Bethany  plant  is  oper- 
ated for  the  State  Dept.'s  Interna- 
tional Broadcasting  Division  under 
contract  by  the  Crosley  Corp.  It 
is  used  to  beam  Voice  of  America 
broadcasts  to  Europe  and  Latin 
America. 

The  transmitter  was  not  on  the 
air  at  the  time  of  the  explosion  and 
the  future  broadcasting  schedules 
will  not  be  affected,  it  was  stated. 
Engineers'  preliminary  estimate  of 
damage  was  $5,000.  The  FBI  also 
was  called  to  Bethany  last  May  23 
when  another  explosion  destroyed 
a  small  battery  switch  house.  No 
evidence  of  sabotage  was  reported 
then. 

Commenting  on  the  explosion, 
NAB  President  Justin  Miller  said: 

Whether  or  not  this  is  sabotage, 
its  occurence  at  this  time  when  our 
forces  in  Korea  are  enjoying  success 
which  should  be  reported  to  the  people 
of  the  world  is  significant  to  all  of  us. 

At  least  it  reminds  us  that  it  can 
happen  here  and  illustrates  again  the 
critical  importance  of  this  fast  sys- 
tem of  international  broadcast  edu- 
cation. 

James  D.  Shouse,  chairman  of 
Crosley's  board,  said  that,  from 
the  standpoint  of  a  layman,  "it 
looks  like  a  professional  job." 

He  pointed  out  there  was  some 
evidence  that  there  had  been  tam- 
pering with  a  cyclone  fence  around 
the  transmitters,  about  30  to  40 
feet  from  the  destroyed  tower. 


Orders  WDSM  Election 

NATIONAL  Labor  Relations 
Board  last  Friday  ordered  an 
election  among  the  announcing 
staff  of  WDSM  Superior,  Wis.,  for 
collective  bargaining  with  Ridson 
Inc.,  owner  and  operator  of  the 
station.  Petitioner  was  the  Inter- 
national Brotherhood  of  Electrical 
Workers,  AFL.  The  election  is 
to  be  held  within  30  days  from 
date  of  the  ruling. 


POPULATION 

Revised  Census  Figures 

ON  THE  BASIS  of  revised  tabu- 
lations by  the  Census  Bureau,  pre- 
liminary population  totals  for  sev- 
eral metropolitan  areas  have  been 
changed  from  the  figures  which 
appeared  in  the  1950  Broadcast- 
ing Marketbook.  The  new  pre- 
liminary population  figures,  along 
with  revised  totals  for  1950  fam- 
ilies and  1950  radio  families,  are 
as  follows: 

(Mktbk. — Marketbook  figures;  Rev. — 
Revised  figures  since  then.) 


1950 

1950 

1950 

Radio 

Population  Families  Families 

Columbus,  Ga. 

Mktbk. 

169,574 

47,366 

39,119 

Rev. 

169,921 

47,462 

39,201 

Columbus,  Ohio 

Mktbk. 

500,935 

139,925 

137,406 

Rev. 

501,882 

140,190 

137,666 

Davenport-Rock 

Island-Moline 

Mktbk. 

242,325 

67,687 

66,346 

Rev. 

233,012 

65,087 

63,795 

Denver 

Mktbk. 

559,494 

156,281 

152,989 

Rev. 

560,361 

156,523 

153,228 

Louisville 

Mktbk. 

578,974 

161,723 

153,227 

Rev. 

547,474 

160,466 

152,034 

Milwaukee 

Mktbk. 

861.226 

240,565 

237,437 

Rev. 

863,937 

241,323 

238,185 

Seattle 

Mktbk. 

726,055 

202,808 

198,143 

Rev. 

731,117 

204,222 

199,524 

Tacoma 

Mktbk. 

274,722 

76,737 

75.278 

Rev. 

275,802 

77,039 

75,575 

Trenton 

Mktbk. 

237,803 

66,425 

64,100 

Rev. 

227,229 

63,471 

61,249 

WLIZ  Bridgeport,  Conn.,  given  U.  S. 
Army  Air  Force  Award  of  Merit  for 
"outstanding  service  to  armed  forces 
in  field  of  advertising  and  public  rela- 
tions." 


FOR  producing  the  transcribed  pro- 
gram. Forward  America,  John  L.  Sinn 
(I),  president  of  the  World  Broad- 
casting System,  accepts  the  Veterans 
of  Foreign  Wars  "Award  of  Merit" 
from  Charles  C.  Ralls,  commander-in- 
chief  of  the  VFW. 


REPRESENTED   BY  THE   KATZ  AGENCY 
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In  the  rich  Shenandoah  Valley 


1000  WATTS  ON  550 

50,080  radio  homes  (BMB,  1949)  •  90%  listen  3-7  days  per  week 

65%  of  WSVA  loyal  listeners  listen  6-7  days  per  week  •   5l^  hours  of  live  programming  daily  (6AM-2PM) 

9  No  television  coverage 


THREE  CHIMES  MEAN  GOOD  TIMES  ON  NBC 

HARRISONBURG,  VIRGINIA 

1000  WATTS  ON  550  FULLTIME  NBC 


FRED  ALLMAN,  PRESIDENT 


R.  B.  HARRINGTON,  COMMERCIAL  MANAGER 


OHIO  TRAIN  WRECK 

Stations  Report  Disaster  Coverage 


BEFORE  the  ill-fated  guardsmen's  train  left  the  Carbondale  railway  station, 
Mr.  Carlson  (2d  r)  interviewed  (I  to  r)  Lt.  Joseph  Walsh;  Maj.  William  L. 
Tyrell,  former  battalion  assistant  commander;  Capt.  Keith  Spangenberg,  and 
Lt.  Lewis,  former  WCDL  announcer,  who  flashed  word  of  the  wreck  to  WCDL. 


ALL-OUT  coverage  of  the  Ohio 
train  wreck  in  which  33  Pennsyl- 
vania National  Guardsmen  from  the 
Wilkes-Barre  area  lost  their  lives 
Sept.  11,  was  reported  by  Ohio 
and  Pennsylvania  outlets. 

As  a  tribute  from  one  media  to 
another,  WTNS  Coshocton,  Ohio, 
was  cited  editorially  for  its  service 
in  covering  the  wreck  by  the  Cos- 
hocton Tribune.  Managing  Editor 
Robert  B.  Wallace  described 
WTNS's  coverage  as  "an  outstand- 
ing example  of  the  service  a  radio 
station  can  perform  in  a  public 
emergency." 

Singled  out  for  plaudits  by  other 
stations  and  his  community  was 
W.  Richard  (Dick)  Carlson  Jr., 
general  manager  of  WCDL  Carbon- 
dale,  Pa.,  first  to  inform  the  public 
of  the  disaster.  Broadcasting  from 
the  scene,  Mr.  Carlson  also  tele- 
phoned every  station  in  the  Wilkes- 
Barre  area  giving  them  authoriza- 
tion to  rebroadcast  his  programs. 
The  result  was  that  blanket  cover- 
age of  the  entire  area  was  made 
possible  [Broadcasting,  Sept.  18]. 

WJER  Dover,  Ohio,  broadcast 
three  reports  from  a  farmhouse  a 
quarter  of  a  mile  away.  Handled 
by  General  Manager  Frank  E. 
Shaifer,  the  reports  were  telephone 
recorded  at  the  station. 

Also  credited  with  helping  give 


the  disaster  blanket  coverage  was 
Rod  Lewis,  former  WCDL  an- 
nouncer and  a  lieutenant  in  the 
109th  Field  Artillery  from  Carbon- 
dale. 

WHIZ  Zanesville,  35  miles  from 
the  scene  of  the  wreck,  rushed  An- 
nouncer George  Peck  to  assist  John 
Terry,  WTNS  program  director,  in 
broadcasting  eyewitness,  first-hand 
descriptions.  These  descriptions 
also  were  broadcast  by  WILK 
Wilkes-Barre  and,  in  turn,  picked 
up  by  nearby  stations  at  Carbon- 
dale  and  Scranton. 

Others  who  relayed  the  hroad- 
casts  were  CBS,  MBS  and  NBC 
networks ;  KQ V  Pittsburgh ;  WSTV 
Steubenville,  Ohio;  WDZ  Decatur, 
111.;  WGAR  and  WTAM  Cleveland; 
WKBN  Youngstown,  Ohio;  the 
Ohio  Network  and  Pennsylvania's 
Keystone  Broadcasting  System. 

Mayor  Luther  M.  Kniffen  of 
Wilkes-Barre,  in  a  telegram  to 
WTNS,  said: 

The  public  officials  and  the  citizens 
in  the  city  of  Wilkes-Barre  and  Wyom- 
ing Valley,  through  me  as  mayor  of 
the  city  of  Wilkes-Barre,  desire  to 
express  our  sincere  thanks  to  you  for 
your  extended  efforts  in  furnishing 
our  people  with  accurate  information 
concerning  the  tragic  accident  on  Mon- 
day, Sept.  H. 

Wilkes-Barre  and  Wyoming  Valley 
are  deeply  grateful  for  all  your  efforts. 
It  is  our  desire  that  you  use  this  tele- 
gram over  the  facilities  of  your  sta- 
tion in  order  that  your  people  might 
be  appraised  of  our  feeling  towards 
you. 


AUTO  DEALERS 

Plan  Week  Oct.  22-28 

RADIO  and  television  are  playing 
leading  roles  in  plans  for  "National 
Automobile  Dealer  Week,"  which 
will  be  held  Oct.  22-28  under  aus- 
pices of  the  National  Automobile 
Dealers  Assn. 

A  32-page  brochure  covering 
radio-TV  aspects  of  the  week's 
activities  has  been  sent  by  NADA 
to  all  radio  and  television  stations, 
it  was  announced.  In  the  brochure 
are  spot  announcements  for  broad- 
cast prior  to  the  week,  five  five- 
minute  interviews  for  local  broad- 
casts, one  15-minute  interview,  and 
program  inserts  for  special  pro- 
grams. Also  included  are  sug- 
gestions for  possible  programs. 

Scripts  in  the  brochure  emphasize 
the  place  of  the  local  dealer  in 
community  life  and  give  little 
known  facts  about  the  automobile 
and  its  place  in  the  American  way 
of  life.  Automobile  safety  is  em- 
phasized in  some  portions  of  the 
scripts. 

Public  Service  Angle 
In  the  brochure's  foreword,  ra- 
dio stations  have  been  urged  to 
arrange  for  package  promotion 
of  National  Automobile  Week. 
"While  there  are  commercial  as- 
pects to  much  of  the  material,"  an 
NADA  spokesman  said,  "there  is 
much  which  radio  stations  will  wish 
to  consider  as  public  service." 

Radio  and  television  stations 
have  been  urged  by  NADA  to 
acquaint  all  dealers  in  the  stations' 
coverage  area  with  complete  plans 
for  radio-TV  coverage  of  the  ob- 
servance. In  addition,  stations 
were  requested  to  assist  dealers  in 
promoting  the  event. 

Conceived  by  NADA's  dealer- 
customer  relations  committee,  Na- 
tional Automobile  Week  was  set 
up  to  "provide  activities  which 
will  make  the  local  public  better 
acquainted  with  the  dealer  and  his 
contribution  to  the  community.  It 


is  also  designed  to  promote  in- 
terest in  better  used  cars  and  new 
models.  It  is  expected  that  the 
week's  observance  will  also  improve 
overall  dealer  service  by  concen- 
trating on  customer-relations  with- 
in each  dealership." 


McBRIDE  TO  ABC 

Signed  to  Long-Term  Pad 

MARY  MARGARET  McBRIDE 
long  with  NBC's  WNBC  New  YorK, 
last  week  was  signed  to  a  long- 
term  contract  by  ABC. 

She  will  broadcast  in  her  ac- 
customed time,  1-2  p.m.,  Monday- 
Friday,  over  ABC's  WJZ  Ne\s 
York,  although  the  starting  date 
has  not  been  set.  In  addition,  ABC 
said,  she  will  be  featured  in  net- 
work radio  and  television  appear- 
ances. 


FARM  service  department  WNAX 
Yankton,  S.  D.,  awarded  annual  South 
Dakota  4-H  Club  citation  for  "out- 
standing contribution  to  club's  work 
at   S.   D.   State  Fair." 


UTAH  OIL'S  sponsorship  of  Utah  U 
football-basketball  games  is  set  b) 
(I  to  r):  Marion  Nelson,  president 
Gillham  Advertising  Agency;  Ashie> 
Badger,  vice  president  in  charge  ol 
marketing,  Utah  Oil,  and  George  C 
Hotch,  president  of  intermountoir 
Network  [Broadcasting,  Sept.  18].  ' 


A  i:.NEED  MORE. 
COVERAGE?" 


KFYR 


550  KC  5000  WATTS 

NBC  AFFILIATE 
BISMARCK,  N.  DAK. 


Deet  your  "listener  impressions  per  dollar"  cetl 
"smell"?  You  need  KFYR  with  its  choice  550  kil- 
ocycle frequency,  and  its  5000  watts  of  power, 
located  in  on  orea  noted  for  its  excellent  ground 
conductivity.  And  also  noted  for  its  farm  income! 
Add  24  years  of  listener  loyalty  to  these  facts, 
and  you'll  see  why  KFYR  is  your  best  buy.  Atk  « 
John  Blapr  mon.  
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YOU  MIGHT  CLEAR  15' 71" 


BUT... 


YOU  NEED  THE  FETZER 


STATIONS  TO  VAULT 
INTO  WESTERN  MICHIGAN! 


AM  or  TV,  the  Fetzer  stations  are  the 
highest-coverage,  lowest-cost  outlets  in 
Western  Michigan — WKZO,  Kalamazoo 
and  WJEF,  Grand  Rapids,  in  radio  .  .  . 
WKZO-TV  in  television! 

WKZO- WJEF  consistently  get  top  Hoop- 
ers in  their  home  cities — such  outstand- 
ing preference,  in  fact,  that  WKZO- 
WJEF  actually  deliver  some  57%  more 
listeners  than  the  next-best  two-station 
choice  in  the  area!  BMB  figures  show 
that  WKZO- WJEF  have  top  coverage  in 
rural  areas,  too.  Yet  you  get  this  CBS 
combination  at  20*^c  less  than  the  next- 


best  two-station  choice  in  Kalamazoo 
and  Grand  Rapids! 

WKZO-TV  is  Channel  3  and  basic  CBS. 
Latest  figures  show  that  as  of  August  1st 
there  were  more  than  70,000  sets  within 
50  miles  of  WKZO-TV.  Five  great  mar- 
kets— a  population  in  excess  of  one  and 
a  quarter  million  with  a  buying  income 
of  more  than  one  and  one-half  billion 
dollars! 

Ask  Avery-Knodel,  Inc.  for  all  the 
proof  of  Fetzer-station  superiority  in 
rich  Western  Michigan. 


^Cornelius  Warmerdam  of  the  San  Francisco  Olympic  Club  set  this  world's  record  on 
May  23,  1942. 


WJEF       WKZO-TV  WKZO 

iMfti  IN  GRAND  RAPIDS  tlTP^      WESTERN  MICHIGAN  KALAMAZOO 

I    AND  KENT  COUNTY        '^^^  NORTHERN  INDIANA  ^      and  GREATER 

  WESTERN  MICHIGAN 

(CBS)  .         .    '^^gt/g/gg/glgmK^^  '  (CBS) 


ALL    THREE    OWNED    AND    OPERATED  BY 


FETZER   BROADCASTING  COMPANY 

AVERY-KNODEL,   INC.,   EXCLUSIVE   NATIONAL  REPRESENTATIVES 
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TEXANS  ALL,  this  group  at  NAB  Districf-  13  meeting 
[Broadcasting,  Sept.  11,  18]  (I  to  r):  Ray  Bright,  KTRH 
Houston;  Charles  Balthrope,  KITE  Son  Antonio;  Lorais 


Cook,  KNOW  Austin;  Byron  Ogle,  KRGV  Weslaco;  Clark 
Brown,  John  Blair  &  Co.;  King  Robinson,  KATL  Houston; 
Al  Stien,  AP;  Charles  McDowell,  ASCAP;  Ron  Litteral, 
KLYN  Amarillo. 


Illlill 


►  WCOP  Boston  celebrated  its 
15th  anniversary  Aug.  26.  Chain- 
breaks  throughout  the  day  called 
attention  to  the  anniversary.  A 
half-hour  program,  Anniversary 
Salute,    was    scheduled   by  Gene 


time  buyer  finds  Service-Ads 


helpful...  icli 


50.000  W4TTS  IN  CHICiGO 
sells "  4+  '  sl3les-8.289  J63  consuirtfs 
in  ihe  qiiiin...i.42l.ll2il  in  semiliii' 


"When  I'm  making  my  initial 
screen  of  stations  in  a  particular 
market  and  getting  the  technical 
data  I  need  from  STANDARD 
RATE,"  says  the  Time  Buyer  in  a 
large  Chicago  agency,  "I  check  all 
the  ads  that  appear,  too." 
Service-Ads,  like  WCFL's,  for  ex- 
ample, are  particularly  useful  to 
Time  Buyers.  They  supplement 
and  expand  station  listings  in 
SRDS  Radio  and  Television  Sec- 
tions and  market  listings  in  SRDS 
CONSUMER  MARKETS  with  ad- 
ditional information  that  helps 
buyers  buy. 

Note  to  Broadcasters :  The  64-page 
SPOT  RADIO  PROMOTION 
HANDBOOK  reports  what  radio 
advertisers  and  agencies  want  to 
know  about  stations  and  where 
they  get  their  information.  A  dol- 
lar a  copy  from  us. 


A  total  of  1 50  stations 
regularly  supplement 
their  listings  in  each 
of  the  monthly  SRDS 
Radio  and  Television 
Sections  with  Service- 
Ads  giving  additional 
information  that  helps 
buyers  buy. 


King,  program  director,  the  pre- 
vious evening. 

►  Peter  Gramba,  transmitter  en- 
gineer for  WJAS  Pittsburgh,  cele- 
brated 18  years  at  the  station 
Sept.  2. 

►  Arthur  F.  Rekart,  chief  engi- 
neer for  KXOK-AM-FM  St.  Louis, 
celebrated  his  25th  anniversary  in 
the  radio  industry  Aug.  25. 

►  WO  SO  Fulton,  N.  Y.,  celebrated 
its  first  anniversary  Aug.  22.  A 
special  program  included  messages 
of  congratulation  from  local  offi- 
cials, responded  to  by  John  J. 
Kesterke,  WO  SO  president.  Also 
featured  was  a  recorded  message 
from  Edward  Noble,  ABC  board 
chairman,  whose  home  is  in  north- 
ern New  York. 

►  Roger  Krupp,  member  of  the 
announcing  staff  at  WCCO  Min- 
neapolis, completed  his  20th  year 
as  an  announcer  Aug.  21.  Mr. 
Krupp,  who  began  his  announcing 
career  at  WRHM,  now  WTCN 
Minneapolis,  joined  WCCO  in  July. 

►  Bill  Kotera,  chief  engineer  at 
WOW-AM-TV  Omaha,  Neb.,  was 
guest  of  honor  at  a  surprise  stag 
party  tendered  by  staff  members 
recently  when  he  celebrated  his 
25th  anniversary  with  the  station. 

►  Sept.  1  marked  first  anniversary 
of  KMTV  (TV)  Omaha.  Station 
celebrated  with  party  on  Penny 
Auction  show,  sharing  cake  with 
more  than  100  persons. 

►  So  It  Can't  Happen  To  You, 
traffic  safety  program  on  KXOK 
St.  Louis,  celebrated  its  11th  anni- 
versary Sept.  16.  Show  was  pre- 
sented certificate  of  award  for 
service  to  safety  by  St.  Louis  Police 
Dept.  that  day. 

►  WOAI  San  Antonio,  Tex.,  ob- 
served its  28th  anniversary  Sept.  25. 


►  Hey  Bob  Show  started  its  third 
straight  year  on  KRNT  Des  Moines 
Sept.  1. 

►  WRMN  Elgin,  111.,  Sept.  10 
celebrated  its  first  anniversary  on 
the  air.  Station  is  licensed  to  the 
Elgin  Broadcasting  Co. 

►  General  Electric  Research  Lab 
celebrates  its  50th  anniversary  dur- 
ing the  week  of  Oct.  9.  The  labora- 
tory's new  home  near  Schenectady 
will  be  formally  dedicated,  accord- 
ing to  Dr.  C.  G.  Suits,  GE  vice 
president  and  research  director. 

►  KDKA  Pittsburgh's  School  of 
the  Air  began  its  sixth  year  Sept. 
18. 

►  More  than  3,000  persons  attend- 
ed the  second  anniversary  celebra- 
tion of  WXLW  Indianapolis. 
Watermelon  feast  and  open  house 
were  sponsored  by  the  station  with 
a  15-minute  portion  of  the  event 
broadcast. 

►  CBS  Carnation  Family  Party 
Sept.  16  celebrated  first  year  on  the 
air. 


NARND  SESSIONS 

Utiey  Talk  on  Agenda 

NBC  Commentator  Clifton  Utley 
will  outline  the  obligations  of  the 
newscaster  to  members  of  the  Na- 
tional Assn.  of  Radio  News  Di- 
rectors at  their  fifth  annual  con- 
vention in  Chicago.  The  group  will 
meet  at  the  Hotel  Sherman  Nov. 
16-18. 

Mr.  Utley,  who  broadcasts  from 
Chicago,  will  appear  with  execu- 
tives of  the  Atomic  Energy  Com- 
mission, the  Air  Force,  office  of 
the  Secretary  of  Defense  and  Civil- 
ian Defense.  Convention  theme  is 
"Radio  news  and  the  part  it  plays 
in  the  war  effort,"  according  to 
Ben  Chatfield  of  WMAC  Macon, 
Ga.,  convention  program  chairman. 

The  NARND  in  five  years  has 
acquired  200  members  in  all  48 
states,  reports  President  Jack 
Shelley  of  WHO  Des  Moines- 


INCREASE  of  .300%  in  number  of 
major  students  revealed  by  U.  of 
Miami,  Fla.,  radio-TV  department. 


dIANUAKU  KAIt  &  UAIA  5tKVIUt 

The  National  Aulhorify  I  Walter  E.  Bofthof 

Serving  the  Media-Buying  Functior.  /  Publisher 

333  Ncth  Michigan  Avenue,  Chicago  1,  Illinois 

NEW  YORK    .    LOS  ANGELES  * 
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rf\C\\   S    D**^  Htled  CoaVs 


Coal's  Critics  say:         down  in  19^9  ••  • 
coal  pvoduct^on  was 

^  t's  very  l^ad. 

,„nsW#.«  *»  tour  P'^f^'JjL.v- 
The  ^49,  coal 


■the  s"^'*  ^yeed-vipw  ' 

winning 

0  the  iactsj.  abroad  are 
Tiiese3l£:gJ^  noise  tbrs  ab  ^^^^^ 

1  but  inescapable  pos 


arW  soon 

Dieselisan  locomotives    ^  ^ern 

panics  anu 

TteieaESJ^-jTiasnt  .rinaqa^^- 
„e\\-erta**^°      We  pnce  ■  •  • 

roeasnic  ot  t  fan  ^'°-^^„or 
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BITUMINOUS  GOAL  INSTITUTE 

A  Department  of  NATIONAL  COAL  ASSOCIATION 
S«vth«rn  tiritdlng,  Wafhlii|t*ii  $,  0.  C 
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The  world  would  sleep  if  things  were  run 
By  men  who  say,  "It  can't  be  done!" 

-PHILANDER  JOHNSON 


SEPTEMBER  1949 — one  year  ago — Lang- Worth  announced  a  revolutionary 
development  that  defied  the  age-old  laws  of  sound  recording.  It  stated  its 
intention  to  provide  broadcasters  with  a  unique  disc  that  would  be  more 
durable,  more  convenient  and  vastly  superior  in  tonal  fidelity. 


THE  BIG  MINDS  of  the  Broadcasting  Industry  openly  shouted  their  approval 
of  such  voluntary  efifort  to  raise  the  standards  of  AM  and  FM  broadcasting. 

THE  LITTLE  MINDS,  envious  and  insecure,  whispered  within  their  little 
world  that  it  couldn't  be  done. 


Thirteen  years  with  Lang- 
Worth  led  us  to  be- 
ieve  that  nothing  could 
be  finer.  However,  your 
new  8-inch  program 
service  tops  everything. 

-FLORENCE  GARDNER 

(13  years  wilh  Lang-Worth) 


KFOX 

LONG  BEACH 
CALIFORNIA 


Your  new  program  ser-  - 
vice  mal<es  us  proud  to 
be  members  of  the  Lang- 
Worth  family.  You've  done 
it  again  and  Lang-Worth 
is  stilt  away  out  in  front. 

-  HAL  NICHOLS 

f  10  yean  whh  Laitg-Worth) 


WTOC 

SAVANNAH 
GEORGIA 


We  consider  your  new 
service  the  greatest  step 
forward  in  the  transcrip- 
tion field  in  several 
years... and  a  real  con- 
tribution to  our  work. 

-DWIGHT  J.  BRUCE 

(14  yeatf  with  Lang-Worth) 
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SEPTEMBER  1950 — within  the  year  just  passed,  two-hundred-and-sixty  work- 
ing days,  Lang-Worth  secured  a  factory,  designed,  buih  and  installed  highly 
specialized  machinery,  and  manufactured  nearly  one  million  critically  perfect 
8-inch  transcriptions. 

THESE  NEW  8-INCH  transcriptions  are  right  now  gracing  the  turntables  of 
650  progressive  broadcasters  in  an  all-out  effort  to  raise  the  program  appeal 
and  commercial  impact  of  AM  broadcasting. 

The  acceptance  of  Lang- Worth's  new  8-inch  transcribed  program  service  is 
universal . . . 


LANG-WORTH  FEATURE  PROGRAMS,  Inc. 
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editorial 


Victory  Thru  Air  Power 

JUST  WEEKS  ago  the  Korean  "incident"  was 
a  "police  action."  It  was  going  to  be  "business 
as  usual."  Even  the  politicians  have  aban- 
doned that  sort  of  legerdemain  these  days. 

There's  no  longer  any  uncertainty.  We're 
creeping  toward  full-scale  wartime  controls. 
Whether  it  becomes  a  full  sprint  depends  upon 
Washington — and  the  Kremlin. 

The  course  of  events  has  changed  the  out- 
look for  all.  Manpower  shortages  can  be  ex- 
pected. A  return  to  allocation  of  essential 
materials  is  beyond  the  drawing-board  stage. 
For  radio,  there  may  be  another  freeze  super- 
imposed upon  the  TV  ice-cap.  As  was  done 
during  the  last  war,  all  new  station  authoriza- 
tions and  even  modifications,  other  than  those 
sanctioned  by  the  military  as  essential  to  home 
defense,  may  be  thrown  into  the  pending  files. 

If  the  pattern  of  World  War  II  is  followed, 
advertising  will  boom.  Excess  profits  taxes, 
now  inevitable,  entice  new  dollars  for  all 
media.  Newsprint  shortages  may  return. 
Pages  can't  be  added  arbitrarily,  if  rationing 
returns.    Nor  hours  to  the  day. 

Radio,  singled  out  as  the  whipping  boy 
among  the  advertising  media  because  it  sat  on 
its  hands  too  long,  will  get  a  respite.  The 
Assn.  of  National  Advertisers,  meeting  this 
week  in  Chicago,  may  go  through  the  motions 
of  presenting  its  purported  case  for  rate  re- 
ductions, notably  in  TV  markets.  But  if  the 
ANA  case  had  any  premise  at  all,  it  cer- 
tainly has  gone  aglimmering.  Radio  listening 
is  at  an  all-time  peak.  TV  is  destined,  for 
the  foreseeable  future,  to  remain  at  100-odd 
stations  in  60-odd  markets. 

The  most  appalling  error  radio  could  make 
at  this  juncture  would  be  to  let  things  ride 
because  the  rate  crisis  appears  to  have  passed. 
Radio  made  that  mistake  during  World  War 
II,  when  business  was  lush,  and  when  there 
were  less  than  1,000  stations. 

During  World  War  II  magazines  and  news- 
papers prepared  for  the  peacetime  economy 
ahead.  They  adopted  radio's  pre-World  War 
II  research  and  promotion  methods.  They  or- 
ganized for  the  competitive  selling  job — and 
primarily  against  radio.  They  hadn't  planned 
on  TV's  spectacular  emergence,  nor  had  radio 
for  that  matter.  But  the  printed  media  profited 
from  their  preparations.  The  advertisers, 
obviously  trying  to  strike  the  best  bargains 
they  could,  hit  at  what  has  been  described  as 
the  "soft  underbelly"  among  the  media. 

Just  before  the  38th  parallel  became  an  in- 
ternational issue,  broadcasters  moved  toward 
the  formation  of  a  selling  agency  for  radio — 
belatedly  to  do  the  job  left  undone  a  decade 
earlier.  The  project  for  a  million-dollar  Broad- 
cast Advertising  Bureau  was  launched.  Then 
— after  the  ANA  crusade — came  the  project  of 
NAB  General  Manager  Bill  Ryan  for  a  "con- 
tinuing study"  of  radio  rates. 

Both  are  "must"  projects.  Radio,  and  TV 
too,  must  have  the  story  to  parry  the  competi- 
tive thrusts  that  are  bound  to  come  with  a 
return  to  a  normal  economy — whether  that  be 
six  months  or  six  years  away. 

Radio  and  TV,  along  with  all  other  media, 
will  turn  all  out  in  the  new  war  effort,  as  they 
did  less  than  a  decade  ago.  As  a  matter  of 
statistical  fact,  the  rac.io  media  have  never 
stopped  in  that  effort. 

But  the  peacetime  planning  should  continue. 
It  behooves  all  in  radio  to  ponder  a  paraphrase 
of  that  military  maxim : 

In  time  of  advertising  peace,  prepare  for  the 
rate  war  ahead. 


FCC  COMR.  Frieda  B.  Hennock  is  unques- 
tionably the  First  Lady  of  Radio.  She  has 
given  the  Commission  glamor  and  the  bene- 
fit of  a  woman's  viewpoint,  as  well  as  the 
viewpoint  of  a  capable  lawyer.  She  writes 
a  forceful  opinion,  and  in  her  address  to  the 
nation's  women  lawyers  a  few  days  ago  she 
demonstrated  again  that  she  is  an  effective 
speech-maker.  We  venture  to  observe,  how- 
ever, that  Radio's  First  Lady  is  out  of  step 
with  the  Nation's  First  Citizen  when  she 
suggests,  as  she  did  to  the  Portias,  that 
radio  needs  "new  blood"  in  its  ownership. 
President  Truman  said  in  1945  that  "Amer- 
ican radio  is  in  good  hands."  Changes  since 
then  have  only  extended  the  diversification 
which  she  deems  so  desirable.  As  one  who 
has  heard  a  lot  about  compatibility  lately, 
she  should  appreciate  the  lack  of  it  in  the 
two  appraisals. 


Atomic  War  &  Radio 

AT  3:30  A.M.  on  Sunday,  Sept.  17,  the  an- 
tenna of  one  of  the  Crosley  shortwave  stations 
at  Bethany,  Ohio,  was  wrecked  by  explosion — 
the  work  of  saboteurs,  according  to  Crosley 
management.  It  was  one  of  the  stations 
leased  to  Uncle  Sam  for  Voice  of  America 
use. 

At  noon  the  following  day,  the  plan  for 
"United  States  Civil  Defense"  was  sent  to 
Congress  by  the  President.  The  Communica- 
tions chapter  of  this  150-page  manual  carries 
this  grim  lead  sentence: 

The  Nerve  System  of 
civil  defense  is  communications. 

There  follows  a  detailed  exposition  of  the 
functions  of  communications  in  the  event  of 
atomic  war.  It  is  a  guide  to  the  state  and 
city  subdivisions  on  how  to  prepare.  From 
the  communications  standpoint,  it  would  bring 
into  play  every  available  facility.  It  entails  co- 
ordination of  federal,  state  and  local  civil  de- 
fense organizations.  It  calls  for  use  of  AM,  FM, 
TV  and  facsimile,  along  with  amateurs,  tele- 
phone, telegraph,  radio,  teletype  and  mes- 
senger service.  The  detailed  blue-print  is 
covered  elsewhere  in  this  issue. 

Broadcasting,  including  TV,  "should  be  util- 
ized as  an  important  medium  to  inform  the 
public  of  its  responsibility  in  civil  defense," 
says  the  NSRB  Handbook.  Responsibility  for 
organization  is  assigned  the  federal  civil  de- 
fense agency,  working  with  the  Defense  Dept., 
the  FCC,  and  other  government  agencies,  as 
well  as  commercial  communications  and  the 
networks.  There  would  be  a  communications 
chief  in  each  state  organization.  There  would 
be  key  stations,  following  the  pattern  of  the 
last  war. 

Frightening  as  it  is  to  contemplate  an  atomic 
war,  it  is  the  duty  of  every  broadcast  exec- 
utive to  familiarize  himself  with  the  communi- 
cation aspects  of  the  NSRB  plan.  There  are 
proposals  that  many  broadcasters  will  not 
like.  For  example,  the  proposed  model  state 
Civil  Defense  Act  would  provide  for  seizure 
of  transportation  and  communication  under  a 
state  of  national  emergency.  Withal,  how- 
ever, it  is  an  exhaustive  and  undoubtedly  an 
essential  plan  at  this  stage. 

We  should  like  to  reiterate  a  suggestion  we 
made  two  years  ago,  when  the  late  Secretary 
Forrestal  submitted  a  Civil  Defense  Plan.  Our 
broadcasters  and  telecasters  are  custodians  of 
a  public  trust.  They  are  willing  to  assume  any 
reasonable  responsibility. 

Why  not  establish  a  civil  defense  reserve 
into  which  each  station  ovraer  or  active  man- 
ager would  be  inducted  ?  He  would  be  subject 
to  military  or  civil  rule,  if  and  when  martial 
law  is  ordered.  He  would  receive  special  train- 
ing for  his  emergency  role. 

This  project,  or  some  variation  of  it,  seems 
to  be  worth  espousing. 


-  our  respects  to: 


JAMES  GEORGE  COMINGS 


WHEN  Norman  W.  Le  Vally  opened  the 
doors  of  Le  Vally  Inc.  three  years  ago 
in  Chicago's  London  Guarantee  Bldg., 
a  vibrant  young  man  in  his  30's  was  right 
behind  him. 

Knowing  how  important  radio  and  tele- 
vision were  to  the  modern  agency,  Mr.  Le 
Vally  had  looked  long  and  hard  for  a  quali- 
fied radio-TV  director.  He  found  in  Jim 
Cominos  a  man  of  such  di'ive  and  persuasive- 
ness in  his  promotion  of  all  forms  of  advertis- 
ing that  today  Mr.  Cominos  is  vice  president 
and  general  manager  of  the  firm. 

But  those  who  have  watched  Jim  Cominos 
work  since  he  entered  the  agency  field  15  years 
ago,  know  he  is  at  his  best  piitting  shows  on 
the  air — be  they  sight  or  sound.  For  12  years 
BBDO  knew  him  as  producer-director  of  many 
of  its  top-rated  radio  programs  (except  for 
three  years  when  he  served  in  the  Marines), 

(Continued  on  page  Qi) 


Static  and  Snow 

By  AWFREY  QUINCY 

WITH  Brown  &  Williamson  now  making  it  a 
point  to  Raleigh  to  the  support  of  AM,  could 
it  be  that  towards  TV  they're  a  bit  Kool? 

*    *    *  * 

Comr.  Hennock  says  radio  needs  "new  blood." 
But,  whose?  And,  what  color?  Or,  What! 
Color? 

Every  day  in  every  way  life  does  get  better. 
The  latest  manual  on  "How  To  Use  Radio," 
issued  by  the  Democratic  National  Committee, 
deals  with  paid  political  time.  The  previous 
such  manual  we  recall  was  put  out  some  years 
ago  by  the  PAC:CIO.  It  instructed  workers 
in  techniques  used  to  chisel  free  time  out  of 
radio  stations  and  it  was  full  of  the  cutest 
stuff,  none  of  which,  as  far  as  we  know,  ever 
worked. 

%    m    *  * 

Nielsen  says  Hooper's  pulse  is  "incompatible." 
Would  an  adapter  help? 

4c       *       •  * 

Advice  to  three  networks!  Come  1951,  look 
sharp,  feel  sharp,  be  sharp,  AND  don't  Gillette 
'em  take  you. 
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In  Washington,  D.  C,  the 
world's  news  capital, 
WTOP's  news  programs 
are  the  most-listened-to'' 


front  office 


,ONALD  WITHYCOMB  to  executive  staff  Progressive  Broadcasting 
System.  At  one  time  was  general  manager  WFIL 
Philadelphia  and  manager  international  division  of 
old  Blue  Network. 

ROBERT  E.  THOMAS,  Buchanan-Thomas  Adv.,  Omaha, 
assistant  radio  director,  to  assistant  manager  WJAG 
Norfolk,  Neb. 

DON  LONG  to  KXO  El  Centro,  Calif.,  as  salesman- 
announcer. 

FRANK  BLAIR,  commercial  manager  WQAN  Scranton, 
Mr.  Withycomb   pa.,    rejoins    WOL    Washington    in    commercial'  de- 
partment. 

JOHN  R.  MARKEY,  merchandise  director  and  account  executive 
Stewart-Lovick  &  MacPherson  Ltd.,  Toronto,  to  KNBH  (TV)  Hollywood 
sales  staff  as  account  executive. 

ROBERT  E.  WOODBURY,  traffic  manager  WCCO  Minneapolis,  named 
sales  service  manager  of  station. 

DEVNEY  &  Co.  named  N.  Y.  City  representative  for 
Cotton  Belt  Group  and  its  affiliates,  KTFS  Texarkana, 
Tex.,  KDMS  El  Dorado,  Ark.,  and  WGVM  Greenville, 
Miss. 

J.  H.  FLEET,  chief  engineer  KSTL  St.  Louis,  to  gen- 
eral manager  new  station  in  Crossett,  Ark.,  owned  by 
himself  and  T.  CECIL  FLEET  SR.,  his  father.  Call 
letters  unassigned  as  yet. 

Mr.  Woodbury 

JACK  PETERSON,  president  CHLO  St.  Thomas,  Ont.,  and  mayor  of 


W  E  R  D 

Atlanta 

860  Kcs  1,000  Watts 


THE  ihorteit  route  to  the 
hearts  aad  ears  of  200,000 
Negroet  in  the  Greater  At- 
lanta Trading  Area 

According  t»  the  Hooper  Radio 
Audience  Index  for  June,  8  AJ^. 
to  12  Noon  .  .  . 

Network  Station  A  26.0r<> 

INDEPENDENT  WERD  173% 

Network  Station  B  n.H 
Network  Station  C  13.0r» 

WERD,  America's  first  and  only 
Negro  owned  radio  station,  offers 
YOU  the  lowest  "cost  per  thou- 
sand" in  the  ATLANTA  AREA  , . . 


NATIONAL  REPRESENTATIVE: 

interstate  United  Newspapers,  inc. 

New  YORK  •  CHICAGO  •  DETROIT 


SAG  Joins  Crusade 

SCREEN  ACTORS  Guild  last 
week  joined  the  Crusade  for 
Freedom  en  masse.  Ronald 
Reagan,  president  of  the 
guild's  board  of  directors, 
telegraphed  the  crusade's  na- 
tional chairman,  Gen.  Lucius 
D.  Clay,  that  "more  than 
8,000  members  ...  of  (SAG) 
are  proud  to  enlist  in  the 
Crusade  for  Freedom  and  to 
take  an  active  part  in  the 
battle  for  men's  minds  now 
being  waged  around  the 
world.  We  offer  you  our  com- 
plete support  in  this  great 
counter  -  offensive  against 
Communist  lies  and  treach- 
ery.   Please  call  on  us." 

AFRA  Strike  Vote 

STRIKE  VOTE  on  behaK  of  an- 
nouncers at  three  Los  Angeles  sta- 
tions, KMPC  KFWB  KLAC,  in  the 
event  current  negotiations  fail, 
was  passed  by  membership  of  the 
American  Federation  of  Radio 
Artists  at  the  annual  meeting  last 
Monday  (Sept.  18).  Based  on  a 
five  day,  40-hour  week,  announcers 
at  KMPC  seek  basic  increases 
from  $90  to  $102.50;  at  KFWB, 
$87.50  to  $100;  KLAC  $87.75  '.o 
$100  base,  plus  $12.50  extra  for 
"platter-spinning"  chores  which 
they  are  often  called  on  to  do. 
Membership  also  voted  full  sup- 
port for  the  Crusade  for  Freedom 
campaign. 


St.  Thomas,  resigns  presidency  of  station  and  joins  as  officer,  Canadian 
UN  Army  force  for  Korea. 

F.  B.  THORNTON,  organizer  of  British  Broadcasting  Corp.  Latin- 
American  service,  to  BBC  Canadian  representative  at  Toronto,  replacing 
JOHN  POLWARTH,  who  returns  to  England  because  of  ill  health. 

KEN  KAPLAN,  sales  department  WKBW  Buffalo,  N.  Y.,  named  sales 
manager. 

JACK  MILLER  to  KPOA  Honolulu,  T.H.,  as  account 
executive.  Was  with  Denman  &  Betteridge  Inc.,  Detroit. 

CARL  ZIMMERMAN,  station  manager  WRAC  Racine, 
Wis.,  to  active  duty  with  radio-TV  branch  Public  In- 
formation Div.,  Pentagon  Bldg.,  Washington. 

BRITISH  BROADCASTING  Corp.,  Washington,  moves 
to  909  National  Press  Bldg.  Phone:  Executive  1465. 

Mr.  Kaplan 

SELVIN    DONNESON,    member    sales  department, 
WWRL  New  York,  appointed  sales  manager. 

HAL  R.  WETTERSTEN  from  WAAF  Chicago  sales  staff  to  local  sales 
at  WENR  same  city. 

WARNER  BAYLOR,  account  executive  WMBG  WCOD(FM)  WTVR  (TV) 
Richmond,  Va.,  to  active  service  as  public  information  officer  in  Navy. 


WILLIAM  H.  SPENCER,  general  manager  WHOT  South  Bend,  named 
public  relations  chairman  of  Community  Chest  1950  Red  Feather  cam- 
paign. .  .  .  BOB  HIX,  sales  manager  KFH-AM-FM  Wichita,  Kan.,  father 
of  girl.  Dotty  Ann,  Aug.  25. 

CLARK  HOWELL,  publisher  Atlanta  (Ga.)  Constitution,  appointed 
chairman  Newspaper  Publishers  Advisory  Committee  for  U.  S.  Savings 
Bonds  division  of  Treasury.  He  is  vice  chairman  of  board  Atlanta 
Newspapers  Inc.,  operator  merged  radio  properties  under  WSB  there 
[Broadcasting,  August  21].  .  .  .  LESLIE  ATLASS,  CBS  vice  president 
in  Chicago,  reported  back  to  work  Monday  after  suffering  what  was 
termed  "mild"  heart  attack  in  Louisville  [Broadcasting,  Sept.  18]. 


NBC  CLUBS 

Add  70  and  20  Year  Members 

TWENTY-FIVE  new  10-year  mem- 
bers and  30  new  20-year  members 
were  inducted  in  the  Ten  and 
Twenty  Year  Clubs  of  NBC  at  the 
network's  annual  outing  last  week. 

The  new  Ten  Year  Club  mem- 
bers are: 

John  Tiedeman,  Victor  Bary,  Joseph 
Costello,  Henrietta  Grice,  Helen  Davis, 
Evelyn  Varian,  Denton  Butt,  James 
Richards,  Julia  Dougherty,  Gordon 
Mills,  Philip  Porterfield,  George  Wal- 
lace, Norman  Cash,  Paul  Knight,  N. 
Frederick  Weihe,  Jean  Smith,  Edwin 


Schabbehar,  Robert  Guthrie,  Robert 
Stanton,  Edward  Whitney,  Arthvir 
Anderson,  Henry  Bomberger,  Howard 
Eitelbach,  Robert  Button  and  Walter 
Law. 

The  new  Twenty  Year  Club  mem- 
bers are : 

John  Royal,  Anna  Valenzano,  Theo- 
dore Zaer,  Roland  Lynn,  Harry  Olsen, 
Magnus  Opsal,  James  Wood,  Hugh 
Beville,  Louis  Anderson,  Joseph  Kier- 
nan,  Margaret  Leonard,  Valerie  Sparks, 
Benjamin  Baer,  Thomas  Baricak, 
Thomas  Belviso,  Ben  Grauer,  Hugh 
Gunn,  Miriam  Hoar,  Isabel  McGeary, 
William  Paisely,  Frank  Surowitz,  WU- 
liam  Young,  Peter  Zalantis,  Frances 
.  Sprague,  Margaret  Hadley,  Charles 
Phelps,  Felix  Ghirlando,  Howard  Gron- 
berg,  Harvey  Gannon  and  Earl  Harder. 


The  use  of  WJDX  is  a 
sure  key  to  sales  success 
in    the    prosperous  Jackson 
market.    You'll  find  an  aud' 
ence  that  is  loyal,  responsive 
and  able-to-buy. 


Page  54    •    September  25,  1950 


BROADCASTING    •  Telecasting 


THE  NEW--'  / 


BC-5B  5000  WATTS 

Ati4  NO  /CuU^M4-^ 


CS          — we  know  life  is  pretty  dull  without  a  few  curves  but  we  are  talking  about 

the  he  man  design  in  five  kilowatt  equipment.  The  new  Gates  BC-5B  transmitter  has 
nearly  eliminated  the  common  technical  reference  to  curves. 

Take  the  response  curve,  for  example.  It's  now  a  straight  line  from  30 
cycles  up  ^^F^ and  the  distortion       Q    curve,  just  as  good  at  50  cycles  and 


without 


massage  too. 


nothing  like  you'll  see  on  Peachtree 


— The  carrier  shift 


curve  Is 

^  I  'l  t 

i' 

in 


but  it's  mighty  good  looking  to  the  engineer's  eye 

There  is  a  sharp  rise ^^y^  '\x\  the  quality  curve  and  a  severe  dip 
the  operating  expense  curve.  With  or  without  inflation  that  means  better  per- 
formance for  less  operating  dollars.  Do  broadcasters  like  our  curves,  

or  should  we  say  lack  of  curves?  '  ^  •  Already  stations  in  Salt  Lake  City; 


Sioux  City;  Muskegon;  Helena,  Arkansas;  Endicott,  New  York;  St.  Joseph,  Missouri; 
and  many  others  are  really  quite  happy — curves  or  no  curves,  whic|>ever  you  prefer. 
We  almost  forgot  the  best  part — the  sales  curve  is  way  up.^'"'^ 
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The  GATES  RADIO  Company 

MANUFACTURING  ENGINEERS  SINCE  1922 

QUINCY,  ILL.,  U.S.A. 

Branches  in  WASHINGTON,  D.  C.  and  HOUSTON,  TEXAS 


Broadcasting's  modern,  up-to-date  five  kilowatt  A.M.  transmitter  is  the 
Gates  BC-5B — entirely  new  in  tube  line-up  and  electrical  design,  if  will 
operate  for  $1000.00  per  year  less  than  older,  less  efficient  models. 
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ATLANTA 

BASIG 
CBS 

Coaxial  Connected 


Represented  by 


WHLI 

reaches  more  homes* 
in  Nassau  County 
6  or  7  days  a  week 
than  any  other  New 
York  or  Long  Island 
Independent  Station 
*BMB  Study  #  2 


Nassau  County  is  a 
$602,218,000.00 
retail  market!* 

'Standard  Rote  &  Data's  1950-51 
Consumer  Markets. 

Represented  by 

RAMBEAU 


amWH  Li  FM 

|~  HEMPSTEAD,  LONG  ISLAND,  N.Y. 
I          ELIAS  LGODOFSKY  Pra<ident 
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ON  NAYLOR,  production  man- 
ager WGST  Atlanta,  Ga.,  to  pro- 
gram director  WAGA  same  city. 

LOU  FLORENCE,  associate  director 
WPIX  (TV)  New  York,  named  di- 
rector. Succeeded  by  DON  GARFEIN, 
member  of  commercial  production 
department. 

AL  MANN,  program  director  and  pro- 
ducer KVER  Albuquerque,  N.  M.,  to 
active  duty  in  Navy  Reserve.  RAQUEL 
MARQUEZ,  Spanish  program  director 
and  secretary  to  WILLIAM  KEMP, 
president,  succeeds  Mr.  Mann. 

DEE  STARK,  salesman  KXIC  Iowa 
City,  to  KBUR  Burlington,  Iowa,  as 
office  manager. 

MARY  BETH  LARRABEE,  special 
features  department  WMAL-AM-TV 
Washington,  to  TV  assistant  to  Ruth 
Crane,  women's  director.  MARTHA 
DeBACKER,  traffic  department,  re- 
places Mrs.  Larrabee. 

DUFF  BROWNE,  production  super- 
visor and  staff  director  WRGB  (TV) 
Schenectady,  N.  Y.,  to  faculty  U.  of 
Miami,  Fla.,  radio-TV  department  as 
teacher  and  supervisor  of  TV  pro- 
duction. 

EDDIE  GALLAHER,  disc  jockey 
WTOP  Washington,  begins  additional 
show  for  WITH  Baltimore,  12  n.- 
1:15  p.m.,  weekdays. 

BARBARA  MACCI  to  KXO  El  Centro, 
Calif.,  as  woman's  editor  and  re- 
ceptionist. 

"HAP"  ADAMSEN  to  WERE  Cleve- 
land as  m.c.  This  Is  Living  show  and 
publicity  director. 

.lOE  H.  BAKER,  promotion  manager 
Inland  Broadcasting  Co.  (KBON 
Omaha),  to  merchandising  manager 
KMTV  (TV)  Omaha. 

STEPIN  FETCHIT,  motion  picture 
"lazy  man,"  to  disc  jockey  WEW  St. 
Louis,  week  days,  10:30-11  a.m. 

TERRY    JOHNSTON    to    m.c.  The 

Morning  Express,  disc  show,  daily, 
7-8:45  a.m.,  WFEC  Miami,  Fla. 

GENE  SPRY,  program  director  WKAI 
Macomb,  111.,  to  announcing  staff 
WMBD  Peoria,  111. 

DALL  WILLIAMS  to  KTSL  (TV) 
Hollywood  announcing  staff. 

JACK  SCOTT,  personnel  director 
WSBT  South  Bend,  Ind.,  to  active  duty 
with  Marine  Corps  at  Camp  Pendleton, 
Calif. 

JOSEPH  ERIC  von  STROHEIM,  as- 
sistant KECA-TV  Hollywood  film  de- 
partment, leaves  for  active  duty  in 
Army  Signal  Corps. 

FRANK  LOVEJOY,  star  NBC  Night 
Beat,  presented  special  award  by 
Southern  California  Chapter,  Theta 
Sigma  Phi  (national  women's  journal- 
istic fraternity),  for  "honest  and  con- 
vincing portrayal  of  newspaper  re- 
porter on  program." 

BOB  ERET  to  NBC  Chicago  press  de- 
partment as  writer  from  news  staff  at 
WWCA  Gary,  Ind. 

PAUL  BRENTSON,  TV  announcer, 
to  WQXR  New  York  announcing  staff. 

LANNY  ROSS,  featured  in  Lanny 
Ross  Show,  MBS,  Mon.-Fri.,  12:15- 
12:.30  p.m.,  signed  by  network  to  ex- 
clusive three  year  contract  covering 
daytime  hours. 


NEWTON  THOMAS,  WXGI  Richmond, 
Va.,  to  WMBG  same  city,  as  announcer, 
replacing  LEE  JACKOWAY,  who  re- 
turns to  U.  of  Miami. 

ED  CASE,  morning  man  WFAX  Falls 
Church,  Va.,  named  m.c.  Let's  Dance, 
2:30  p.m.,  Mon.-Sat. 

CHARLES  HARRISON,  announcer 
WAML  Laurel,  Miss.,  to  active  duty 
with  Air  Force.  Replaced  by  PAUL 
CARLISLE. 

BOB  (Coffee  Head)  LARSEN,  disc 
jockey  WEMP  Milwaukee,  to  be 
guest  on  CBS  ABC's  of  Music,  Sept.  27. 

BILL  DORN,  morning  man  WTMA 
Charleston,  S.  C,  father  of  girl, 
Laurice  Anne. 

DICK  CRENNA,  NBC  Great  Gilder- 
.  sleeve,   and   Joan    Grisham  announce 
their  marriage. 

BETTY  BEUTLER,  Don  Lee  Holly- 
wood accounting  department,  and 
Robert  S.  Satt  married  Sept.  17. 


HUSTIN  V.  McMillan,  managing 
editor  Palm  Beach  (Fla.)  Post,  to 
WJNO  West  Palm  Beach  as  news  edi- 
tor. Succeeds  BOB  DELANEY,  direc- 
tor of  sports  and  special  events,  who 
takes  on  station  promotion  and 
morning  duties. 

BILL  WARD,  sports  announcer 
WSGN-AM-FM  Birmingham,  Ala., 
named  sports  director. 

BERI  MOORE,  sports  announcer 
WCFA  Andalusia,  Ala.,  to  WMOX 
Meridian,  Miss.,  directing  sports 
broadcasts. 

ROBERT  N.  RUNYON,  announcer 
KILO  Grand  Forks,  N.  D.,  to  news 
director  WOOD  Grand  Rapids,  Mich. 

HARRY  SMITH,  local  news  editor 
WDZ  Decatur,  111.,  to  active  duty  with 
U.  S.  Army.  Replaced  by  DAVE  WAT- 
TERS,  local  newscaster  and  reporter 
WBYS  Canton,  111. 

F.  O.  CARVER,  news  director  WSJS 
Winston-Salem,  N.  C,  to  board  of 
directors  National  Assn.  of  Radio 
News  Directors,  succeeding  JOHN 
BILLS,  news  director  WQAM  Miami, 
Fla.,  leaving  radio  to  enter  new  field. 

ROUNDY  COUGHLIN,  sports  column- 
ist Capitol  Times,  Madison,  Wis.,  starts 
The  Roundy  Show,  predictions  for  Big 


Ten  football  games,  KSTP-TV  St. 
Paul-Minneapolis. 

BILLY  LEVY,  sports  editor  Sun  & 
Heights  Press,  Cleveland,  to  show  for 
WERE  same  city,  utilizing  scores  of 
local  high  school  games  and  recorded 
music. 

BOB  SPICER,  new  to  radio,  to  KBUR 
Burlington,   Iowa,   as   news  editor. 

HAROLD  SCHERWITZ,  sports  editor 
San  Antonio  Light,  signed  to  series  of 
weekly  football  predictions  for  KEYL 
(TV)  San  Antonio,  Thurs.,  7  p.m. 


'LUCKY  NUMBER' 

Maif  Advertising  Approved 

USE  of  the  mails  to  advertise  the 
Lucky  Social  Security  Numbers 
program  conducted  by  Azrael  Adv. 
Agency,  Baltimore,  has  been  ap- 
proved by  the  U.  S.  Post  Office 
Dept.  The  program  is  heard  on  a 
large  number  of  stations. 

Question  of  the  program's  postal 
status  arose  when  a  local  post  of- 
fice official  refused  to  accept  copy 
from  WEBR  Buffalo  advertising 
the  program  until  a  ruling  had  been 
made  by  the  department's  solicitor 
in  Washington. 

Frank  J.  Delany,  solicitor,  sub- 
mitted the  department's  ruling  to 
Maurice  Azrael,  president  of  the 
agency  that  developed  the  program 
format.    Mr.  Delany  held: 

Inasmuch  as  this  gift  enterprise  is 
to  be  conducted  exclusively  by  radio 
and  only  an  incidental  use  of  the 
mails  made  in  connection  therewith, 
it  would  appear  that  the  proper  organ- 
ization to  clear  the  enterprise  would 
be  the  FCC. 

If  the  enterprise  is  not  in  violation 
of  the  above-mentioned  commission, 
advertising  material  in  connection 
therewith  would  not  be  refused  trans- 
mission in  the  United  States  mails. 
In  the  final  analysis,  of  course,  your 
client  must  assume  full  responsibility 
for  any  violation  of  law  that  might  be 
involved. 

Since  the  program's  introduction 
last  spring  it  has  not  been  re- 
stricted by  the  FCC,  Mr.  Azrael 
pointed  out. 


MOTOROLA  Inc.  has  voted  to  increase 
regular  quarterly  dividend  on  common 
stock  from  37%  cents  to  50  cents  and 
have  added  extra  dividend  of  50  cents 
per  share  for  third  quarter  ending 
Sept.  30.  Payments  will  be  made  Oct. 
16  to  stockholders  of  record  Sept.  29. 


FREE  am 
METERS 
■  •^rettnlMhiM 


HARRY 
BURKE 
Gen'l.  Mgr. 
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*  NOW  FOR  AM-ONIY 
STATIONS  ALSO 

Operator  License  requirements  ot 
studio  and  transmitter  are  Third- 
Class   Radiophone  Permittee  only. 

SEND  YOUR  PROGRAM  FROM  YOUR  STUDIO  AREA  TO  YOUR 
TRANSMITTER  THE  MODERN  WAY— BY  RADIO  RELAY— 

with  REL  MODEL  707-B 

STUDIO-TRANSMITTER  LINK 

7.  WORLD  LEADER  WITH  RELIABLE  STUDIO-TRANSMITTER  L/NffS— first  with  STL— best  with 

STL — most  with  STL 

2.  EXCLUSIVE  "SERRASOID"  MODULATOR— des\gneci,  developed   and   used  exclusively   by  REL. 

stable — superior  quality — latest  design. 

3.  IMMEDIATE  DELIVERY — REL  707-B  with  antennas  now  in  stock 

4.  HIGH  PERFORMANCE  AVAILABLE — exceeds  all  F.C.C.   Requirements — designed  specifically  for 

STL — More  reliable — more  economical 

5.  COMPLETELY  UNDER  YOUR  OWN  CONTROL— 


The  only  requirement  is  that  a  true  "line  of  sight"  path  exists  between  your  studio  area  and  your 
transmitter  site. 


Check  with  our  sales  engineering  representatives  listed  below.  If  your  area  is  not  represented, 
communicate  with  REL  by  telephone,  telegraph,  or  teletype,  or  write. 


REPRESENTATIVE 

Ahearn  and  Soper  Co.,  Ltd. 
Ottawa  Electric  Building 
Ottawa,  Canada 
Ottawa  3-4068 

Bivins  and  Caldwell 
807  Security  Bank  Building 
High  Point,  North  Carolina 
High  Point  3672 


Territory 


Dominion  of  Canada 


Kentucky,  West  Virginia, 
Maryland,  North  Carolina, 
South  Carolina,  Tennessee, 
Alabama,  Georgia,  Virginia. 


REPRESENTATIVE 

Arthur  H.  Lynch  and  Assoc. 
P.  O.  Box  466 
Fort  Myers,  Florida 
Fort  Myers  1269M 

Earl  Lipscomb  Associates 
4433  Stanford  Street 
P.  O.  Box  8042 
Dallas  5,  Texas 
Logan  6-5097 


Territory 


Florida 


Arkansas,  Oklahoma,  New 
Mexico,  Texas,  Louisiana 


TELEPHONE 

STillwell  6-2101 


TELETYPE 

NY  4-2816 


WU  TELEGRAPH 
L  I  H 


RADIO  ENGINEERING  LABS. 

INCORPORATED 

36-40  37th  STREET,  LONG  ISLAND  CITY  1,  NEW  YORK 


OHIO  U.  MEET 

Ad  Session  Set  for  Oct.  6 

CURRENT  trends  in  advertising 
will  be  discussed  by  four  of  the 
country's  leading  authorities  in 
the  field  at  the  opening  session  of 
Ohio  State  U.'s  advertising  and 
sales  promotion  conference  Oct.  6. 

They  are:  Dr.  Virgil  D.  Reed, 
associate  director  of  research,  J. 
Walter  Thompson  Co.,  New  York; 
Dr.  D.  B.  Lucas,  chairman  of  the 
department  of  marketing.  New 
York  U.;  H.  H.  Dobberteen,  vice 
president  and  director  of  media, 
Benton  &  Bowles,  New  York,  and 
Benjamin  S.  Katz,  president  of 
Gruen  Watch  Co.,  Cincinnati. 

A  discussion  period  will  follow 
the  opening  session  with  William 
T.  Owens  of  Girdler  Corp.,  Louis- 
ville, and  Joel  Burghalter,  Byer  & 
Bowman  Advertising  Agency,  Co- 
lumbus, as  leaders.  The  confer- 
ence will  be  opened  by  Dr.  Kenneth 
Dameron,  general  conference 
chairman.  Theodore  Brown  of 
Perry-Brown  Inc.,  Cincinnati,  gov- 
ernor of  the  Fifth  District,  Ad- 
vertising Federation  of  America, 
will  extend  the  district's  welcome. 

AFA's  Fifth  District  is  co-spon- 
sor of  the  conference  with  Ohio 
State  U.  Also  scheduled  are  a 
luncheon  meeting  at  which  Fred 
Lazarus  Jr.  of  Cincinnati  will 
speak,  and  meetings  on  trends  in 
retail  advertising  and  sales  pro- 
motion, national  advertising  and 
advertising  agency  management. 


allied  arts 


n 


RAY  BERQUIST  named  program 
director  Progressive  Broadcast- 
ing System,  Hollywood,  new  day- 
time live  network.  Production  depart- 
ment temporarily  headquartered  at 
6233  Hollywood  Blvd.  until  perman- 
ent studios  available  next  month. 

JOHN  EDWARD  HELD,  assistant  edi- 
tor Buy-Way,  Crosley  Broadcasting 
Corp.  trade  paper,  named  editor. 

MONROE  MENDELSOHN  to  statis- 
tician in  charge  of  statistics  of  sam- 
pling for  Gould,  Brown  &  Sumney  Inc., 
Chicago  marketing  consultant. 

CHARLES  KORVm,  GERARD  PICK 
and  GUY  de  VRY  open  office  for  pro- 
duction of  original  TV  scripts  at  66 
E.  12th  St.,  N.  Y.  3. 

ROBERT  J.  McANDREWS,  manag- 
ing director  Southern  Calif.  Broad- 
casters Assn.,  Oct.  12  will  speak  to 
Public  Relations  Group  of  L.  A. 
Chamber  of  Commerce  on  role  of 
broadcasting  in  their  business. 

Mrs.  DOROTHEA  SEALS  to  Radio 
Features,  Chicago,  as  merchandising 
manager  from  Mai  c  o  1  m- H  o  war  d 
Agency,  same  city,  where  she  was  an 
account  executive  and  also  handled 
some  video  production.  MICKIE  HAR- 
RENGTON,  radio  copywriter  for 
Schwimmer  &  Scott,  Chicago  to  pub- 
licity for  Radio  Features. 

CLAUDE  McCUE,  executive  secretary 
Hollywood  office,  AFRA,  named  West 
Coast  executive  liaison  supervisor  for 
Television  Authority.  Will  act  as 
coordinator  for  various  guilds  com- 
prising TVA.  New  union  has  opened 
offices  in  Guaranty  Bldg.,  6331  Holly- 
wood Blvd.  Phone  is  Hudson  2-3211. 
PETER  PROUSE  recently  appointed 
West  Coast  executive  representing 
TVA. 

SYD  CASSYD,  president  Academy  of 
Television  Arts  &  Sciences,  on  month's 
trip  visiting  TV  stations  around  coun- 
try to  study  general  TV  conditions. 
Stops  will  include  N.  Y.,  Kansas  City, 
St.  Louis,  Detroit,  Chicago,  Phila., 
Washington,  Wilmington,  Rochester. 

GENERAL  ARTISTS  Corp.,  Chicago, 
opens  separate  TV  department  for 
booking  talent  and  packaging.  HOW- 
ARD CHRISTENSEN,  band  depart- 
ment, named  director  video  opera- 
tion. 


d-G.ai-ninant  o  e  e 

0 

ROBERT  W.  FELBER  named  sales 
service  manager  Stewart-Warner  Elec- 
tric, radio-TV  division  Stewart-War- 
ner Corp.,  Chicago.  Started  with  firm 
in  1945  as  engineering  draftsman,  and 
later  became  field  engineer  and  as- 
sistant service  manager. 

R.  A.  JUUSOLA,  supervisor  industrial 
engineering  Sylvania  Electric  Prod- 
ucts Inc.,  appointed  plant  manager 
for  meld,  wire  and  small  parts  oper- 
ations for  Parts  Division. 

ROBERT  G.  KILGORE,  general  man- 
ager Techno  Scientific  Co.,  Yonkers, 
N.  Y.,  to  Reeves  Soundcraft  Corp., 
Long  Island  City,  N.  Y.,  as  manager 
government  operations. 

ROBERT  PAXTON,  manager  manu- 
facturing policy  General  Electric  Co., 
elected  vice  president.  Succeeded  as 
manager  apparatus  department's  trans- 


former and  allied  products  division  by 
JAMES  M.  CRAWFORD,  manager 
large  motor  and  generator  divisions. 

T&T  RADIO  MEASUREMENTS  Co., 

radio  engineering  consultants,  moves 
to  2559  Atlantic  Ave.,  Long  Beach  6, 
Calif.     Phone:  Long  Beach  4-2015. 

ASTRON  Corp.,  East  Newark,  N.  J., 
issues  new  capacitor  catalogue  AC-2, 
carrying  information  on  dry  electro- 
lytics,  metalite  and  listings  of  stand- 
ard rf  filters  of  heavy  duty  applica- 
tions. 

CROWLEY  &  Co.,  West  Orange,  N.  J., 
producing  magnetic  ceramic  cores 
which,  firm  claims,  will  lower  produc- 
tion costs  of  TV  receivers. 


"Tecknlcai  •  •  • 


DICK  SCHOOR,  KSON  San  Diego,  and 
STEVE  HORVATH,  KVLF  Alpine, 
Tex.,  to  KXO  El  Centro,  Calif.,  as 
engineer-announcers.  CHARLES 
GRIM  named  chief  engineer,  replac- 
ing DICK  JACOBSEN,  resigned. 

FRED  TIMM,  chief  engineer  KVER 
Albuquerque,  N.  M.,  to  active  duty 
in  Marine  Corps.  JOE  MARQUEZ 
succeeds  him. 

CHARLES  HALL,  engineer  WTMA 
Charleston,  S.  C,  father  of  boy,  Jerry 
Randolph. 

ROBERT  E.  BROOKING,  KFMV  (FM) 
Hollywood  engineer,  father  of  girl, 
Rita,  Sept.  10. 


Canada  Daylight  Time 

TO  SAVE  electric  power,  Toronto, 
and  probably  Hamilton,  the  two 
largest  cities  in  Ontario  which  con- 
sume 25  9f  of  the  electric  power 
used  by  the  entire  province  of  On- 
tario, will  continue  daylight  saving 
time  to  Nov.  26.  The  Toronto  city 
council  voted  to  continue  daylight 
saving  on  the  plea  of  Ontario  hydro 
commissioner,  Robert  Saunders, 
who  stated  that  electric  power  con- 
sumption is  far  in  excess  of  expec- 
tations, despite  new  hydroelectric 
developments  which  have  come  into 
being  this  year.  Toronto  is  origi- 
nation point  of  most  network  shows 
in  Canada. 


PEOPLE'S  BUY 

24  Daily  WW  DC  Newscasts 

PEOPLE'S  Drug  Stores,  Wash- 
ington, D.  C,  Maryland,  Virginia 
and  Ohio  drug  chain,  has  con- 
tracted with  WWDC,  Washington 
independent,  for  sponsorship  of  24 
news  broadcasts  a  day,  Monday 
through  Saturday,  and  five  on 
Sunday  [Closed  Circuit,  Aug.  28]. 

Announcement  of  the  contract, 
called  the  largest  in  Washington 
radio  history  for  the  sponsorship 
of  news  broa(Jca3ts,  was  made 
jointly  by  C.  R.  Sanders,  advertis- 
ing director  of  the  70-store  chain; 
Ben  Strouse,  vice  president  and 
general  manager  of  WWDC,  and 
Wiliam  D.  Murdock,  head  of  the 
William  Murdock  Advertising 
Agency. 

The  newscasts  will  be  aired  every 
hour  on  the  half-hour  around  the 
clock.  WWDC  broadcasts  24  hours 
a  day.  Twenty-three  of  the  24  daily 
newscasts  will  be  five  minutes  in 
length  with  the  other  a  15-minute 
news  round-up  at  7:30  a.m.  Sunday 
newscasts  will  be  five  minutes  each, 

PICTURE  WINDOW 

KALG  View  a  Feature 

THREE-by-eight-foot  picture  win- 
dow that  faces  the  street  and  al- 
lows drive-in  parking  to  watch 
programs  in  operation,  is  a  fea- 
ture of  studios  of  KALG  Alamo- 
gordo,  N.  M.,  which  recently  went 
on  the  air. 

A  loudspeaker  outside  the  win- 
dow allows  the  program  to  be 
heard.  Control  room  and  trans- 
mitter are  opposite  the  studio  win- 
dow and  drive-in  listeners  can  also 
see  the  equipment  and  control 
board  operator  or  disc  jockey  con- 
ducting his  show. 

Manager  and  engineers  of  the 
station  are  the  owners,  Norman 
Lassetter  and  Louis  M.  Neale  Jr. 
Other  staff  members  include  Floyd 
Grady,  commercial  manager;  Rob- 
ert Hoffman,  Robert  Duran  and 
Charles  Savoini,  announcers,  and 
Joan  Holcomb,  receptionist  and  lo- 
cal news  editor.  An  independent 
outlet,  KALG  is  licensed  for  250  w 
fulltime  on  1230  kc. 


THE  ONLY  STATION 

THAT  ACTUALLY  DELtVERS 


WSRS 

CLEVELAND 

.  .  .  ."The  Family  Station" 
serving  Clevelanders  and 
all  the  local  nationalities 
in  the  3rd  most  densely 
populated  metropolitan 
district  in  the  U.  S.  A.  .  . 
covering  336  sq.  miles. 

....  Ask  Forjoe  for  the 
power-packed  selling 
facts  about  the  effective 
WSRS  domination  and 
local  impact.  Hooper 
rating  up  .  .  .  WSRS  cost 
per  thousand  lowest  in 
town,  thus  the  best  buy  in 

CLEVELAND 

WSRS 


KCW 


CaUERRGE 

L     In  the  Nation's 
^Fastest  Growing 
Market 

PORTLAND 
OREGON 

ON  THE  EFFICIENT  620  FREQUENCY 

AFFILIATED  WITH  NBC 
REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO. 
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GrayblR  reeommends 


Western  Electric 

SPEECH  INPUT  EQUIPMENT 


You  can  get  prompt  delivery  of  Western  Electric  25B  and  22E  Speech  Input  Equip- 
ment at  new  lower  prices. 

The  25B,  broadcasting's  most  popular  speech  input  console,  is  a  complete 
AC-operated  console-type  program  production  unit  for  amplifying,  controlling,  and 
monitoring  programs  originated  by  microphones,  transcriptions,  remote  lines,  or 
equivalent  source.  It  has  two  main  program  channels,  capable  of  simultaneous  opera- 
tion on  separate  programs  without  interference  . . .  permits  feeding  a  network  program 
to  the  AM  transmitter  while  originating  a  studio  program  to  the  FM  transmitter . . . 
or,  controlling  a  TV  audio  audition  or  program  channel. 

The  22E  is  a  portable  unit  that  provides  complete  amplifying  and  control  facilities 
for  remote  programs— and  serves  exceptionally  well  as  permanent  equipment  in 
small  broadcast  studios.  It  is  designed  for  fast  set-up,  is  simple  in  operation,  and  can 
be  handled  easily  by  one  man. 

Your  near-by  Graybar  Broadcast  Equipment  Representative  will  be  glad  to  give 
you  all  the  facts  and  figures  about  this  popular  Graybar-distributed  equipment.  Or, 
if  you  prefer,  send  for  complete  descriptive  bulletins  on  both  the  25B  and  22E. 

Graybar  has  everything  you  need  in  broadcast  equipment . . .  PLUS  everything  for 
wiring,  ventilating,  signaling,  and  lighting  for  your  entire  station  and  grounds! 
Whatever  your  requirements— to  get  the  most  suitable  items  most  quickly,  call  your 
nearest  Graybar  Broadcast  Equipment  Representative.  Graybar  Electric  Company, 
Inc.  Executive  offices:  Graybar  Building,  New  York  17,  New  York.  5063 


When  packed,  the  22E  forms  two  balanced  units.  Each  case  is  divided  into 
two  compartments.  One  holds  the  principal  unit,  the  other  accessories. 


Distributor  of  IVestcm  ElectTic  products 


Graybar  Brings  You  Broadcasting's  Best  ... 

Amplifiers  (1,21) 
Antenna  Equipment  (21) 
Attenuators  (7) 
Cabinets  (14) 
Consoles  (21) 

Loudspeakers  and  Accessories  (1,21,23) 

Microphones,  Stands  and  Accessories  (1,12,13,16,21,23) 

Monitors  (1 1) 

Recorders  and  Accessories  (2,8,18,20) 
Speech  Input  Equipment  (21) 
Test  Equipment  (1,7,1 1,22) 
Towers  (Vertical  Radiators)  (3) 
Tower  Lighting  Equipment  (6,10) 
Transmission  Line  and  Accessories  (5) 
Transmitters,  Broadcast  (21) 
Tubes  (10,15,21) 

Turntables,  Reproducers,  and  Accessories  (8,18,21) 
Wiring  Supplies  and  Devices  (4,9,10,12,17,19,23) 


Manufactured  By  .  .  . 

(1 )  Altec  Lansing 

(2)  Ampex 

(3)  Blaw-Knox 

(4)  Bryant 

(5)  Communication  Products 

(6)  Crouse-Hlnds 

(7)  Doven 

(8)  Fairchild 

(9)  General  Cable 

(10)  General  Electric 

(11)  General  Radio 

(12)  Hubbell 

(13)  Hugh  Lyons 

(14)  Karp  Metal 

(15)  Machlett 

(16)  //.eletron 

(17)  National  Electric  Products 

(18)  Presto 

(19)  Triangle 

(20)  Webster  Electric 

(21)  Western  Electric 

(22)  Weston 

(23)  Whitney  Bloke 


There  are  Graybar  offices  in  over  100  principal  cities.  These 
are  t/ie  Districf  Graybar  Broadcast  Equipment  Representatives  in 
19  Key  Cities. 


ATLANTA 

E.  W.  Stone,  Cypress  1751 
BOSTON 

J.  P.  Lynch,  Kenmore  6-4567 
CHICAGO 

E.  H.  Taylor,  Canal  6-4100 
CINCINNATI 

W.  H.  Hansher,  Main  0600 
CLEVELAND 

W.  S.  Rockwell,  Cherry  1-1360 
DALLAS 

C.  C.  Ross,  Central  6454 


DETROIT 

P.  L.  Gundy,  Temple  1-5500 
HOUSTON 

R.  T.  Asbury,  Atwood  8-4571 
JACKSONVILLE 

W.  C.  Winfree,  Jacksonville  6-7611 

KANSAS  CITY,  MO. 

R.  B.  Uhrig,  Baltimore  1644 

LOS  ANGELES 

R.  B.  Thompson,  Angelus  3-7283 

MINNEAPOLIS 

W.  G.  Pree,  Geneva  1621 


NEW  YORK 

F.  C.  Sweeney,  Wotkins  4-3000 

PHILADELPHIA 

G.  I.  Jones,  Walnut  2-5405 

PITTSBURGH 

R.  F.  Grossett,  Allegheny  1-4100 
RICHMOND 

E.  C.  Toms,  Richmond  7-3491 

SAN  FRANCISCO 

K.  G.  Morrison,  Market  1-5131 

SEATTLE 

D.  I.  Craig,  Mutual  0123 
ST.  LOUIS 

J.  P.  Lenkerd,  Newstead  4700 


p.  Y.I. 

(for  your  information). 


Cities  grow  'out'  not  'up.' .  .  . 
Not  reflected  in  population  figures 
□re  the  hundreds  upon  hundreds  of 
new  dwellings  and  miles  of  long- 
standing factory  and  residential 
areas  unannexed  by  the  City  of 
Terre  Haute,  so  it's  a  city  of  over 
100,000  people,  with  298,700  in 
the  area,  all  potential  listeners  to 
WTHI,  CBS  plus  top-flight  local  pro- 
gramming. 


WTHI 

TERRtHM.lND. 
REP.  B^— BOILING  CO.  . 

HewYork- Chicago -Hollyvoof 


NEW  VOICE 

Jo  Stafford  Starts  Show 

JO  STAFFORD,  featured  vocalist 
of  Club  Fifteen  and  Carnation  Con- 
tented Hour  on  CBS,  will  launch 
a  new  worldwide  Voice  of  America 
radio  program  to  tell  the  world 
about  freedom  and  how  it  works. 
The  show  will  be  prepared  and 
beamed  especially 
for  young  people 
throughout  the 
world  to  counter 
the  untruths 
about  democracy 
being  broadcast 
by  Communist 
I  ■^S^^;-''    Jj  propagandists. 

The  program  will 
be  carried  on  the 
Voice  of  America 
facilities  and  via 
cooperating  stations  in  other  coun- 
tries. 

Format  of  the  Jo  Stafford  show 
will  contain  songs  by  the  vocalist  as 
well  as  feature  comments  on  youth 
activities  in  the  U.  S.  Miss  Stafford 
will  discuss  the  opportunities  and 
privileges  enjoyed  by  youth  in  the 
free  countries  of  the  world  and  will 
describe  the  role  to  which  youth 
has  been  relegated  in  the  countries 
behind  the  Iron  curtain. 

Foy  D.  Kohler,  chief  of  the  Voice 
of  America,  said  of  this  first  regu- 
lar Voice  feature  aimed  specifically 
at  youth  overseas  by  a  Hollywood 
star:  "We  welcome  this  valuable 
contribution  by  Miss  Stafford  .  .  ." 


Miss  Stafford 


A  L  T  O  O  N  A 

FIRST 

You're  on  the  INSIDE 
with  the  OUTSIDE  audi- 
ence on  WVAM.  ONLY 
1000-watt  fulltime  cov- 
erage in  Altoona  and 
Central  Pennsylvania. 


wvamMward 


JOHNSTOWN 

FIRST 


HOOPER  RATINGS 


Time 

WARD 

B 

c 

8-12 

47.6 

25.6 

26.1 

12-6 

37.4 

34.5 

26.6 

6-10:30 

39.4 

33.5 

25.9 

Total 

40.4 

32.1 

26.2 

Jan. -April.  1950 

C.  E.  Hooper,  Inc. 


Represented    by    Weed    &  Company 


GROUP  around  NAB  District  8  director,  George  J.  Higgins,  WISH  Indianapolis, 
included  (I  to  r):  Front  row,  Martin  L.  Leich,  WGBF  Evansville,  Ind.;  Robert 
Lemon,  WTTS-WTTV  (TV)  Bloomington,  Ind.;  Mr.  Higgins;  Sig  Roush,  WBOW 
Terre  Haute;  C.  Bruce  McConnell,  WANE  Fort  Wayne.  Back  row,  Robert  H. 
Swintz,  WSBT  South  Bend;  Robert  Booth  Jr.  and  Joe  Jordan,  WSAL  Logans- 
port,  Ind.;  Pierre  Weis,  Lang-Worth. 

Gillvra  Inc.;  Kennedy,  Bud,  WTHI 
Terre  Haute;  King,  Alvin  M.,  Capitol 
Records;  Kolnig,  L.,  MCA;  Lamb,  Bob, 
WIBC  Indianapolis;  Larr,  Bob,  WTHI 
Terre  Haute;  Lelch,  Martin  L.,  WGBF 
Evansville;  Lemon,  Robert,  WTTS- 
WTTV  Bloomington;  Lindow,  Lester 
W.,  WFDF  Flint,  Mich.;  Long,  Maiiry, 
BROADCASTING. 

McConnell,  C.  Bruce,  WHBU  Ander- 
son. WHOT  South  Bend,  WANE  Fort 
Wayne;  McConnell,  Robert  B.,  WHBU 
Anderson;  McFall,  Don,  WTRC  Elk- 
hart; Meadows,  Dan,  RCA;  Mertz,  Wil- 
liam, MCA;  Miller,  Glenn  L.;  WSAL 
Logansport;  Miller,  Justin,  NAB;  Mills, 
E.  P.  Jr.,  WELL  Battle  Creek,  Mich.; 
Myers,  R.  J.,  WIBC  Indianapolis; 
Ohleyer,  Robert,  WISH  Indianapolis; 
Park,  Dan,  WIRE  Indianapolis;  Parker, 
Kenneth  M.,  SESAC  Inc.;  Payne, 
Albert  W.,  WHDF  Houghton,  Mich.; 
Reilly,  Bill,  RCA  Thesaurus;  Richards, 
Robert  K.,  NAB;  Richardson,  O.  E., 
WASK  Lafayette;  Rippitoe,  WilUam, 
WBOW  Terre  Haute;  Ronsh,  Sig, 
WBOW  Terre  Haute. 

Scanlan,  Marie,  WLOI  La  Porte; 
Schroy,  Audrey,  WKBV  Richmond; 
Scott,  Bob,  WIOU  La  Porte;  Scott, 
Hoyt  H.,  WLOI  La  Porte;  Searfoss. 
Willis,  WSAL  Logansport;  Sharpless, 
Charles,  WJVA  South  Bend;  Shuel, 
Bill  J.,  WIRE  Indianapolis;  Smith,  E. 
Berry,  WIRE  Indianapolis;  Spencer, 
Bill,  WHOT  South  Bend;  Squire,  Burt, 
BMI;  Swintz,  Robert  H.,  WSBT  South 
Bend;  Swisher,  Gerald,  AP. 

Thayer,  Glenn  R.,  WANE  Fort 
Wayne;  Thompson,  Bill,  BROADCAST- 
ING; Thorns,  Edward  G.,  WKJG  Fort 
Wayne;  Tracy,  Edwin  C,  RCA;  Van 
Horn,  Glenn,  WTTS-WTTV  Blooming- 
ton; Vaughn,  BUI,  WFBM  Indianapolis; 
Vernasco,  Ted,  WFML  Washington, 
Ind.;  Weis,  Pierre,  Lang-Worth;  Wilson, 
T.  W.,  Dow,  Lohnes  &  Albertson, 
Washington,  D.  C. 


Albright,  G.  F.,  WKBV  Richmond; 
Autenrieth,  J.  W.,  WKAM  Warsaw; 
Barry,  Madeline  Mrs.,  WBOW,  Terre 
Haute;  Bartlett,  Ray,  WTTS  Blooming- 
ton; Baruch,  Ralph  M.,  SESAC  Inc.; 
Bitner,  Harry  Jr.,  WFBM  Indianapolis; 
Booth,  Robert  M.  Jr.,  WSAL  Logans- 
port; Brugan,  George  L.,  WHDF  Hough- 
ton, Mich.;  Bunnell,  Howard,  WISH 
Indianapolis;  Burton,  Don,  WLBC  Mun- 
cie;  Caley,  Charles  C,  WMBD  Peoria, 
111.;  Chapman,  Reid,  WISH  Indian- 
apolis; Cissna,  Norman  R.,  WTTS 
Bloomington;  Coe,  Dee  O.,  WWCA 
Gary;  Coffeen,  R.  F.,  WLOI  La  Porte; 
Craig,  W.  F.,  WLBC  Muncie;  Crary, 
Art  Jr.,  WTHI  Terre  Haute. 

Doherty,  Richard  P.,  NAB;  Dolberg. 
Glenn,  BMI;  Dupes,  Ralph  F.,  WTTH 
Port  Huron,  Mich.;  Engelbrecht,  J.  A., 
WIKY  Evansville;  Evans.  Shirl  K.  Jr., 
WXLW  Indianapolis;  Fairbanks,  Wm., 
WIBC  Indianapolis;  Fitzgerald,  Jim, 
WWCA  Gary;  Forbes,  Dick,  WTHI 
Terre  Haute;  Frey,  Harry,  WBOW 
Terre  Haute;  FuUington,  M.  W.,  WIRE 
Indianapolis;  Grauel,  Hugh  M.,  World 
Broadcasting  System;  Greenebaum, 
Milton  L..  WSAM  Saginaw,  Mich. 

Hagenah,  Gus,  Standard  Radio,  Chi- 
cago; Harlow,  Roy,  BMI;  Hart,  Lee, 
BAB;  Higgins,  George  J.,  WISH  Indian- 
apolis; Higgins,  Joe,  WTHI  Terre 
Haute;  Holman,  Hal,  Hal  Holman  Co.; 
Holmberg,  C.  R.,  WKAM  Warsaw; 
Householder,  Ronney,  WJVA  South 
Bend;  Jayne,  Dan,  WELL  Battle  Creek, 
Mich;  Jeffery,  John  C,  WIOU  Kokomo; 
Joffeen,  R.  F.,  WLOI  Kokomo;  Jordan, 
(Tiny)  Joe,  WSAL  Logansport;  Julian, 
Bert,  WISH  Indianapolis. 

Keefe,  Howard  M.,  Joseph  H.  Mc- 


WIBW 


TheVDicE/z/Kansas 

//7  TOREK  A 
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CAUGHT  AT  NAB  District  8  session  (I  to  r):  Front  row,  William  F.  Rippetoe 
and  Madeline  K.  Barry,  WBOW  Terre  Haute;  Dan  E.  Jayne,  WELL  Battle 
Creek,  Mich.;  Tom  Wilson,  Dow,  Lohnes  &  Albertson,  Washington.  Back 
row,  Joe  Higgins,  WTHI  Terre  Haute;  J.  W.  Autenrieth,  WKAM  Warsaw, 
Ind.;  Milton  L.  Greenebaum,  WSAM  Saginaw,  Mich.;  Dee  O.  Coe,  WWCA 
Gary,  Ind.;  William  Riley,  RCA  Thesaurus. 

*    *    *  *    *  * 


THREE-STATE  cluster  at  NAB  District  8  meeting  (I  to  r):  Front  row,  Kenneth 
W.  Church,  WIBC  Indianapolis;  William  H.  Spencer,  WHOT  South  Bend; 
Robert  K.  Richards,  NAB;  Carl  Jeffrey,  WlOU  Kokomo,  Ind.  Back  row,  Glenn 
R.  Thayer,  WANE  Fort  Wayne;  Robert  McConnell,  WHBU  Anderson,  Ind.; 
Charles  C.  Caley,  WMBD  Peoria,  111.;  Harry  M.  Bitner  Jr.,  WFBM  Indian- 
apolis; Lester  W.  Lindow,  WFDF  Flint,  Mich. 

*    *    *  .  *    «  * 


BAB  SALES  AIDS 


Hart  Gives  Tips 
To  Dist  8 


BROADCASTERS  have  only  themselves  to  blame  if  they  fail  to  take 
advantage  of  the  Broadcast  Advertising  Bureau's  sales  aids,  Lee  Hart, 
assistant  director  of  BAB,  asserted  Sept.  15  at  the  windup  sessions 
of  the  NAB  District  8  convention  in  Indianapolis. 

Miss   Hart  listed   BAB's   func-  *  


tions  in  details  and  exhibited  the 
Bureau's  set  of  selling  tools,  in- 
cluding a  slide  film  presentation 
which  stations  may  obtain  for  local 
showing.  She  maintained  that 
while  stations  must  do  an  aggres- 
sive selling  job  on  their  own,  they 
would  be  aided  materially  by  "tun- 
ing in"  on  BAB's  knowledge  of  the 
basic  facts  about  different  types  of 
business. 

One  of  Miss  Hart's  most  valu- 
able tips,  delegates  agreed,  was  the 
information  that  department  stores 
invariably  promote  the  sale  of  cer- 
tain types  of  merchandise  at  cer- 
tain times  of  the  year  "whether 
stocks  be  up  or  down."  She  sug- 
gested that  commercial  managers 


check  back  over  old  newspaper 
volumes  and  set  up  timetables  of 
department  store  sales,  then  as- 
sign salesmen  to  make  presenta- 
tions to  advertising  managers  well 
in  advance  of  sale  time. 

In  response  to  questions.  Miss 
Hart  assured  delegates  that  every 
BAB  sales  tool  is  available  to  them 
"in  quantity."  Some  of  the  mimeo- 
graphed data  can  be  obtained  free 
of  charge,  while  more  costly 
printed  folders  and  brochures  may 
be  procured  at  cost,  she  said. 

Urges  Support 

Miss  Hart  alerted  station  men 
as  to  specific  industry  campaigns 
of  which  BAB  has  knowledge,  and 


THE  OLD  SEA-HORSE  SAYS: 

No  other  advertising  medium 
offers  -  -  -  "SO  MUCH  FOR  SO 
LITTLE,"  May  we  tell  you  more? 


WVMI 


BILOXI 
MISSISSIPPI 

Serving  the  Entire  Mississippi  Gulf  Coast 


1000  WAHS     •     570  KILOCYCLES 


urged  those  not  affiliated  with 
NAB  and  the  bureau  to  join  so  as 
to  take  advantage  of  the  compre- 
hensive service. 

Final  meeting  of  District  8  dele- 

CORRELLS  ON  TOUR 

WING  Stars  Record  Trip 

FOR  the  first  time  in  11  years,  Dr. 
and  Mrs.  Sidney  Correll  will  be 
away  from  the  microphones  at 
WING  Dayton,  Ohio,  but  during 
their  absence  their  voices  will  still 
be  heard  over  the  ABC  affiliate. 

Featured  on  the  half-hour  Wings 
Over  Dayton  program  during  the 
11  years,  Dr.  and  Mrs.  Correll,  now 
on  a  seven-month  tour  of  Europe, 
North  Africa  and  the  Near  East, 
have  taken  with  them  a  portable 
Minitape  recorder.    They  plan  to 


Dr.   and  Mrs.   Correll  on  liner's 
deck  before  sailing. 

use  45,000  feet  of  tape  on  inter- 
views made  in  the  different  coun- 
tries. The  recordings  will  be  re- 
turned for  use  on  their  program. 

Dr.  and  Mrs.  Correll,  who  are 
traveling  in  the  interest  of  the 
"Youth  for  Christ  Movement," 
plan  to  be  home  in  late  February 
of  1951,  when  they  are  scheduled 
to  resume  their  broadcasts. 


gates  was  addressed  by  Richard  P. 
Doherty,  director  of  NAB's  Em- 
ploye-Employer Relations  Dept. 
At  this  closed  session,  station  man- 
agement got  down  to  fine  points 
with  Mr.  Doherty,  who  answered 
questions  regarding  specific  labor 
problems. 
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XL  STATIONS  MEET 

Gafrher  With  Business  and  Agency  Men 


CONTINUING  a  practice  started 
a  few  years  ago,  the  XL  stations 
of  the  Pacific  Northwest  Sept.  6 
opened  a  series  of  meetings  with 
retailers,  wholesalers,  brokers  and 
and  agency  people  in  the  areas 
served  by  the  stations. 

The  first  meeting  was  held  at 
the  Finlen  Hotel  in  Butte,  Mont., 
where  KXLF  is  located.  Featured 
speaker  was  Elmer  Wheeler,  lec- 
turer and  author  who  has  written 
many  books  on  salesmanship.  Sub- 
sequent meetings  were  conducted 
in  each  of  the  towns  where  XL 
stations  operate. 

"We  don't  try  to  make  any  big 
sales  pitch  on  our  XL  stations  at 
these  gatherings,"  said  E.  B. 
Craney,  operator  of  the  XL  sta- 
tions, "but  the  idea  goes  a  long  way 
toward  building  good  will  and  sales. 
The  meetings  provide  fun  and  in- 
struction and  an  opportunity  to 
break  bread  together,"  he  said. 

Promotion  Material 

Material  provided  for  the  guests 
to  take  home  included  a  booklet 
citing  evidence  of  the  selling  power 
of  the  XL  stations,  with  excerpts 
from  testimonials  of  local  and  na- 
tional sponsors.  A  series  of  sur- 
veys conducted  by  Advertising  Re- 
search Bureau  Inc.,  Seattle,  for 
local  advertisers  also  are  quoted 
in  the  booklet. 

A  buffalo  medallion  made  from 
Montana  copper,  bearing  the  in- 
scription "Montana  Vacation 
Land,"  and  buffalo  stickers  in  mail- 


Attentive  group  at  meeting  '  and 
dutch  lunch  given  by  Pacific  North- 
west Broadcasters,  at  Finlen  Hotel, 

ing  envelope  were  issued  by  The 
Montana  Boosters,  a  group  of  firms 
and  individuals  promoting  the 
state. 

An  illustrated  magazine,  called 
Pacific  Playground,  published  by 
Pacific  Northwest  Broacasters, 
was  also  available  to  the  guests. 
The  book,  given  with  the  compli- 
ments of  the  firms  whose  names 
appeared  therein,  encouraged  the 
recipient  to  mail  it  to  some  friend 
outside  the  Pacific  Northwest,  to 
stimulate  greater  interest  in  "this 
magnificent  vacationland." 

Reprints  from  Market  of  Amer- 
ica, Vol.  14,  1950,  carrying  an 
article  by  H.  S.  Jacobson,  general 
manager  of  KXL  Portland,  Ore., 
were  distributed.  Mr.  Jacobson 
points  out  the  untapped  market 
the  area  offers  alert  advertisers 
selling  a  national  product. 

Other  meetings  were  held  in 
Bozeman,  and  Helena,  Sept.  7; 
Great  Falls,  Sept.  8;  Missoula, 
Sept.  11;  Spokane,  Sept.  12;  Port- 
land, Sept.  13,  and  the  final  meet- 
ing was  held  at  the  New  Wash- 
ington Hotel,  Seattle,  Sept.  14.  The 
XL  stations  include  KXLY  Spo- 
kane, KXLE  Ellensburg,  KXLK 
Great  Falls,  KXLQ  Bozeman, 
KXLJ  Helena,  KXLL  Missoula, 
KXL  and  KXLF. 


MADISON,  WISCONSIN 

A  Metropolitan  City  Zone  of 

1 1 3,201  ^^^^  ™^ 

Dominated  Day  and  Night  by 


WIBA 


NBC 
5000  WATTS 
1310  KC 


40,000  WATTS 
101.5  MC 


and  WIBA-FM 

Represented  by  AVERY-KNODEL,  INC. 


GRID  TROUBLES 

Problems  Aired  at  Meeting 

A  MOVE  to  get  sportscasters  and 
football  game  officials  "on  the  same 
team"  for  broadcasting  purposes 
was  seen  last  week  at  a  meeting  of 
the  New  York  chapter  of  the  East- 
ern Assn.  of  Intercollegiate  Foot- 
ball Officials  attended  by  represent- 
atives of  the  N.  W.  Ayer  &  Son 
advertising  agency. 

The  officials,  mostly  successful 
business  men  for  whom  officiating 
on  Saturdays  is  a  strenuous  side- 
line, heard  Les  Quailey,  who  with 
Robert  A.  Mortensen  represented 
N.  W.  Ayer  &  Son,  describe  seven 
trouble  spots  in  sportscasting.  It 
was  agreed  that  these  points  would 
be  taken  up  with  the  association. 

Pre-game  conferences  between 
sportscasters  and  officials  would  do 
much,  it  was  urged,  to  solve  some 
of  the  difficulties.  Officials  are  at 
the  field  an  hour  before  game  time, 
it  was  pointed  out. 

Objection  was  made  to  sports- 
casters using  "dropped  the  hand- 
kerchief" when  they  mean  "dropped 
the  marker,"  or  "signal  flag."  And 
some  radio  men,  it  was  remarked, 
should  be  told  that  all  officials  are 
not  "referees." 

Mr.  Quailey's  seven  points: 

1.  After  a  kick  for  an  extra  point  or 
field  goal,  may  we  say  right  off 
whether  it's  good  or  bad;  and  an- 
nounce any  infraction  of  rules  later. 


2.  Preparation  of  thumbnail  biogra- 
phies of  game  officials  for  the  sports- 
caster's  use  would  add  to  the  broad- 
cast. 

3.  The  official  should  signal  with 
his  arms  whether  a  ball  inside  the 
two-yard  line  is  three  inches  or  three 
feet  from  the  line. 

4.  When  both  teams  have  penalties 
which  offset  one  another,  a  special 
signal  from  the  official  is  needed. 

5.  The  official  should  signal  both 
choices  after  the  coin  is  tossed:  What 
team  will  receive,  and  what  goal  the 
loser  will  defend. 

6.  Rules  prescribe  1-minute  inter- 
mission between  the  first,  second, 
third  and  fourth  quarters,  yet  some 
officials  cut  the  periods  short.  Sports- 
casters can  be  sure  of  40  seconds 
or  so  for  commercial  announcements 
only  during  these  periods. 

7.  To  permit  commercials  where  pos- 
sible during  time-outs  called  by  a 
team  captain  (always  over  40  sec- 
onds), the  official  should  indicate  who 
called  time  out. 


Washington  Sales 

WHOLESALE  SALES  volume  in 
the  state  of  Washington  reached  a 
total  of  $2,576,417,000  in  1948,  a 
gain  of  2367c  over  1939.  This  fig- 
ure should  be  substituted  for  the 
1948  Wholesale  Sales  Volume  fig- 
ure of  $2,576,417  reported  in  the 
"Market  Indicators  for  Washing- 
ton" table  on  page  222  of  the  1950 
Broadcasting  Marketbook.  In  the 
same  table  the  1946  figure  on  radio 
families  also  should  be  changed  to 
read  630,000. 


TULSA  SURVEY 


Radio  Outpulls 
Newspapers 


RADIO  outpulled  newspapers  in  attracting  traffic  to  retail  stores  and 
and  produced  twice  as  many  unit  sales  with  three  times  the  dollar  volume 
in  sales,  according  to  five  clinical  surveys  conducted  in  Tulsa  by  Amer- 
ican Research  Bureau  Inc.,  Seattle.  ★  


The  surveys  were  made  for 
KFMJ  Tulsa  at  five  Tulsa  stores 
to  measure  effectiveness  of  station 
advertising  as  compared  with  local 
newspaper  advertising.  Tests  were 
made  in  mid-summer  when  radio 
listening  is  at  a  low  point. 

Stores  surveyed  were  dealers  in 
auto  supplies,  flowers,  used  cars 
and  two  department  stores.  Techni- 
que was  similar  to  that  appointed 
by  ARBI  in  previous  studies 
[Broadcasting,  June  5,  26]. 

Commenting  on  the  findings, 
Lawson  Taylor,  KFMJ  manager, 
observed:  "This  brings  to  mind  my 


Traffic  produced 


%  of  TraflSe  purchasing  mdse. . 
%  of  Total  dollar 


In  four  of  the  five  instances  KFMJ 
produced  more  dollar  volume,  and  in 
the  fifth  case  KFMJ  produced  twice 
the  traffic  although  accounting  for  the 
smaller  portion  of  sales. 

Approximately  one  -  fourth  of  t  h  e 
business  produced  by  KFMJ  was  from 
out  of  town  whereas  newspaper  ac- 
counted for  less  than  10%  out  of  town. 

One  advertiser  had  not  used  any 
radio  advertising  for  nearly  10  years. 


long-time  contention  that  we  in 
radio  have  far  undersold  the  me- 
dium. In  that  respect,  it  raises  the 
question  of  whether  we  would  be 
justified  in  raising  our  rates  three 
times  the  present  price.  After  all, 
an  advertiser  buys  advertising  to 
sell  merchandise  now.  This  sur- 
vey shows  we  have  done  that  three 
times  better  than  the  basic  retail 
medium  newspapers  —  basic  by 
habit  and  custom." 

Detailed  results  of  the  five-store 
series  of  surveys  in  Tulsa,  as  re- 
ported by  ARBI  follow : 


NEWS- 

RADIO 

PAPER 

BOTH 

OTHER 

TOTAL 

95 

78 

48 

48 

269 

35.3 

28.9 

17.9 

17.9 

100 

53 

24 

19 

20 

116 

55.7 

30.7 

39.5 

41.6 

43 

42.5 

13.1 

16.2 

28.4 

100 
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DENIES  SDG  PLEA 

To  Oust  RTDG  From  Hearing 

MOVE  BY  Screen  Directors  Guild 
to  dismiss  intervention  of  Radio  & 
Television  Directors  Guild  in  cur- 
rent NLRB  hearings  in  Los 
Angeles  over  jurisdiction  of  TV 
directors  at  KECA-TV  Los  An- 
geles, on  charges  of  "fraud"  and 
"Communist  domination,"  were 
denied  as  irrelevant  at  opening  of 
hearings  last  week  by  Eugene 
Purver,  trial  examiner. 

RTDG  had  filed  unfair  labor 
practice  charges  against  SDG  with 
the  local  NLRB  office,  contending 
that  SDG  was  "employer  dom- 
inated" and  that  the  latter  had 
"raided"  its  membership  at  KECA- 
TV  as  RTDG  was  in  the  process  of 
contract  negotiations. 

In  a  statement  to  NLRB  making 
the  charges,  Dick  Mack,  head  of 
the  national  RTDG,  regretted  that 
the  two  guilds  hadn't  gotten  to- 
gether and  decided  on  the  proper 
jurisdiction  over  TV  directors  prior 
to  SDG's  "sudden  request  to  NLRB 
for  recognition." 

The  page    SDG  affidavit, 

filed  at  opening  of  hearings  last 
Tuesday  by  Mrs.  Mabel  Walker 
Willebrandt,  SDG  counsel,  charged 
that  RTDG  had  no  right  to  in- 
tervene because  the  national  organ- 
ization of  RTDG,  which  she  claims 
dominates  the  local  chapter  of  the 
guild,  was  not  in  bona  fide  com- 
pliance with  NLRB. 

Further  charging  "Communist- 
domination,"  she  cited  three  RTDG 
members  as  allegedly  being  Com- 
munist suspect — William  Sweets, 
national  board  member  and  former 
national  president  of  RTDG,  who 
she  claims  refused  to  sign  a  non- 
Communist  oath;  Ben  Meyers, 
formerly  attorney  for  American 
Committee  for  Protection  of  For- 
eign Born  and  a  member  of  the 
state  advisory  board  of  the  Inter- 
national Labor  Defense,  both 
labeled  "subversive"  by  Tom  Clark, 
then  U.  S.  Attorney  General ;  Betty 
Todd,  former  secretary  of  the  New 
York  section,  RTDG,  said  to  have 
been  identified  before  the  House 
Committee  on  Un-American  Activi- 
ties as  a  one-time  member  of  a 
Communist  cell. 


BOARDING  special  train,  along  with  18  carloads  of  Baltimore  fans,  to  see 
the  Eagles-Browns  game  in  Philadelphia,  are  (I  to  r)  Bill  Dothard,  WFBR 
Baltimore  sales  director;  John  E.  Surrick,  vice  president  and  general  manager, 
and  Nelson  Baker,  sportscaster  for  the  station.  WFBR  reported  its  single- 
handed  promotion  of  the  train  resulted  in  a  sell-out  after  a  few  days. 


INTER  MULTIPLEX 

System  To  Boost  FM's  Stature  Previewed 


PROMISING  new  dollars  for  FM 
station  owners,  Multiplex,  a  sys- 
tem for  multiplying  the  FM  signal 
load  and  permitting  simultaneous 
multiple-channel  broadcasting,  was 
demonstrated  in  New  York  fort- 
night ago  by  the  Multiplex  Devel- 
opment Corp.,  new  firm  headed  by 
William  S.  Halstead. 

Employing  an  "inaudible  sub- 
carrier,"  which  existing  FM  re- 
ceiver sets  will  not  pick  up  without 
an  adapter,  the  new  system  enables ' 
the  FM  station  owner  to  provide 
an  array  of  saleable  services  along 
with  his  usual  transmissions.  It 
also  is  adaptable  for  multiplying 
the  sound  transmissions  of  TV 
stations. 

Using  Multiplex  the  FM  station 
can  carry  simultaneously  a  local 
program,  an  FM  network  program, 
and  a  subscription  program,  or  any 
other  combination  of  three  broad- 
casts. Multiplex  signals  are  re- 
layed from  station  to  station 
easily,  making  possible  the  "de- 
velopment of  a  wide-area  commu- 


nications system  of  a  new  type," 
it  was  reported. 

B.  C.  Lord  of  New  York,  con- 
sulting engineer  for  Multiplex  De- 
velopment Corp.,  said:  "Although 
stereophonic  broadcasting  on  wire 
circuits  has  been  done  before, 
Multiplex  makes  possible  for  the 
first  time  three-dimensional  sound 
broadcasting  from  a  single  sta- 
tion." This  should  improve  partic- 
ularly musicasting,  air  music, 
functional  music,  telemuze,  store- 
casting,  and  transitcasting,  it  was 
said. 

The  technique  permits  reception 
of  sound  from  several  points  as  in 
a  live  play  rather  than  just  one  as 
in  a  normal  broadcast.  The  illu- 
sion of  being  on  the  spot  is  height- 
ened. 

In  the  supplementary  communi- 
cations field.  Multiplex  provides  for 
15-18  teletype  circuits  per  3000- 
cycle  band,  the  same  number  of 
telemetering  or  control  circuits, 
and  SM  inches  per  minute  of  12V2- 
inch  page  width  facsimile  broad- 
casting. 

Also  reportedly  affected  ■will  be 
war-and-peace  emergency  commu- 
nications, and  traffic  control  sys- 
tems in  the  larger  metropolitan 
areas.  Provision  of  detailed 
weather  information  and  other 
specialized  services  both  to  seg- 
ments of  the  general  public  and  to 
planes,  ships,  and  trains  via  FM 
stations  also  is  foreseen. 


Why  buy  2  or  more... 
do  1  big  sales  job 

on    'RADIO  BALTIMORE" 


RADIO  LAW 

Petty  Addresses  Bar  Group 

DEVELOPMENTS  in  radio  law 
and  regulation  in  the  last  year 
were  reviewed  by  Don  Petty,  NAB 
general  counsel,  in  an  address  to 
the  American  Bar  Assn.  section  on 
public  utility  law.  Mr.  Petty  ap- 
peared last  Monday  at  the  meeting 
on  behalf  of  NAB  President  Justin 
Miller,  attending  the  NAB  District 
7  meeting  at  Cincinnati. 

Mr.  Petty  cited  the  recent  Penn- 
sylvania decision  {Felix  vs.  West- 
iughouse)  in  which  a  station  was 
relieved  of  liability  for  defamation 
in  political  broadcasts  because  the 
station  could  not  act  as  censor. 
Westinghouse  Radio  Stations  Inc. 
has  asked  the  FCC  to  modify  its 
rules  to  cover  this  situation,  ap- 
plying in  the  case  of  an  authorized 
spokesman  for  a  candidate. 

Interpretations  of  Sec.  326  of 
the  Communications  Act,  covering 
FCC's  restricted  control  over  pro- 
gramming, were  reviewed  by  Mr. 
Petty.  He  told  the  bar  group  that 
radio  and  television  are  not  public 
utilities,  under  express  provision 
of  the  law.  He  reviewed  pending 
legislation  and  tax  problems. 

Robert  P.  Myers,  NBC  assistant 
general  attorney,  took  part  in  a 
meeting  held  Sept.  16  by  the  ABA 
section  on  patent  and  copyright 
law. 


KSWM 

J  O  P  L  I  N,  MO. 

REACHES  446,600 

PERSONS  WHO  SPENP... 
$285,55QOOO  ANNUALLY 
IN  TOTAL  RETAIL  SALES/ 


Conloct 
EDWARD 
P  E  T  R  Y.  C  O 


WBAl 


The  small  map  above  shows 
|l  airline  miles  to  nearest  met- 
ropolitan centers,  assuring 
unduplicated  CBS  service  to 
the  KSWM  andience. 

Now  in  its  fifth  year  of  service, 
KSWM  is  an  integral  part  of  all 
community   affairs   and  activities. 


C  BS  in 

J  O  P  L  I  N,  MO. 

Nationally  Represented  by 
William  G.  Rambeau  Co. 


Austin  A.  Harrison.  Pres. 
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Respects 

(Continued  f  rom  page  52) 

and  since  joining  Le  Vally  he  has 
become  a  forceful  booster  for  tele- 
vision as  well.  Pin  him  do'wn  as  to 
why  he  is  attracted  to  TV,  and  he'll 
say  "it  has  such  terrific  social  im- 
plications— let  alone  commercial 
appeal." 

A  native  Chicagoan,  James 
George  Cominos  is  the  son  of  a 
tobacco  importer.  He  grew  up  on  the 
city's  near  north  side,  not  far  from 
big  Nicholas  Senn  High  School. 
Dark  and  well  groomed,  he  set 
something  of  a  record  at  "Senn" 
when  he  was  cast  as  a  lead  in  a 
school  dramatic  production  while 
only  a  freshm.an.  By  the  time  he 
was  a  senior,  he  had  been  polished 
to  such  a  lustre  by  the  school's 
drama  coach,  Melita  Skillen,  that 
she  starred  him  in  a  succession  of 
plays  staged  by  her  North  Shore 
little  theatre  group — the  Evanston 
Players. 

Shortly  after  Jim  Cominos  was 
graduated  from  Nicholas  Senn  and 
had  entered  Northwestern  U.,  he 
began  writing,  producing,  and  di- 
recting shows  for  the  Evanston 
Players.  During  this  period,  ho 
won  what  was  later  to  become  a 
highly  prized  theatrical  honor.  One 
of  his  plays  took  a  first  place  in 
Chicago's  Goodman  Theatre  com- 
petition over  the  entry  of  a  theatre 
group  from  Woodstock,  111.,  whose 
impresario  was  Orson  Welles. 

Rather  than  take  the  long  road 
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to  Broadway  or  Hollywood,  how- 
ever, Mr.  Cominos  decided  in  1936 
to  cash  in  on  his  stage  experience 
with  BBDO.  For  a  year  he 
wondered  if  he  would  ever  use  his 
dramatic  talents. 

"I  wrote  copy,  did  research, 
worked  on  new  business,  made  up 
presentations,  pored  over  account- 
ing books,  and  watched  layouts 
being  drawn  for  hours  on  end,"  he 
recalls. 

But  he  now  realizes  that  his 
"intensive  experience,"  advancing 
through  nearly  every  department 
at  BBDO  that  first  year,  prepared 
hirn  for  broader  responsibilities 
later  on.  During  his  second  year 
with  the  agency,  he  was  promoted 
to  radio  and  publicity  director  in 
the  Chicago  office.  Later,  as  Chi- 
cago continued  to  grow  as  a  radio 
origination  center,  Mr.  Cominos 
was  a  natural  selection  to  take 
over  production  and  direction  of 
shows  sponsored  by  such  BBDO 
clients  as  Household  Finance,  U.  S. 
Steel,  duPont  and  Hormel. 

Yet  all  of  his  activities  were 
not  confined  to  Chicago.  He  often 
flew  to  other  cities  to  whip  into 
shape,  on  short  notice,  musicals, 
dramas,  quiz  shows  and  other  live 
programs.  Incidentally,  these 
flights  put  him  in  the  running  for 
honorable  mention  as  an  airline 
passenger.  He  still  averages  aboat 
40,000  flight  miles  annually,  and 
can  tell  of  such  harrowing  experi- 
ences as  the  time  he  walked  away 
from  a  serious  crash. 

During  the  war.  Mr.  Cominos 
rose  to  captain  in  the  Marine  Corps. 
He  returned  to  BBDO  in  1946  as 
an  account  executive  in  New  Yorir, 
but  left  the  agency  a  year  later 
to  join  his  present  employer  in  Chi- 
cago. 

Lines  Up  Experts 

His  first  step  as  radio  and  tele- 
vision director  at  Le  Vally  was  to 
bolster  his  department  with  as  fine 
an  array  of  "specialists"  as  can 
be  found  in  any  Chicago  agency, 
in  fact,  he  believes  his  radio-TV 
staff",  as  now  constituted,  is  "one 
of  the  most  exceptional  in  the 
country." 

Mr.  Cominos  currently  is  most 
active  on  the  account  and  manager- 
ial side  of  the  ledger.  Several  tele- 
vision accounts  command  much  of 
his  attention,  such  as  Household 
Finance  (People's  Platform) ; 
Frank  Fehr  Brewing  Co.,  Louis- 
ville (Fehr's  Guest  Book);  Deep- 
freeze Appliance  Division,  Motor 
Products  Corp.  ( Cooking  Is  Fun) ; 
Hamilton  Automatic  Clothes 
Dryers;  Chicago  Electric  Mfg.; 
John  Meek  Industries,  and  Scott 
Radio  Labs.  He  notes  that  House- 
hold Finance  was  one  of  the  first 
national  advertisers  to  buy  tele- 
vision, as  well  as  Transit  Radio. 

Management-wise,  Mr.  Cominos 
constantly  is  inaugurating  com- 
pany policies  that  make  working  at 
Le  Vally  a  pleasure.  Muzak  has 
been  piped  into  the  company's 
offices,  a  five-gallon  jug  of  coffee 
is  "on  the  house"  each  morning 
(with  sweet  rolls  added  on  Friday), 
and  free  hospitalization  and  in- 
surance  are  provided.  Turnover 


25  YEARS  WITH  WEEI 

Weatherman  Marks  Date 


E.  B.  RIDEOUT,  whose  weather 
talks  have  been  a  feature  of  WEEI 
Boston  since  1925,  last  month  cele- 
brated his  25th  anniversary  as  the 
CBS  affiliate's  staff  meteorologist. 
Highlight  of  the  observance  was 
presentation  of  an  ice  cream  cake 
prepared  by  his  sponsor,  H.  P. 
Hood  Co.  (dairy  products). 

With  time  out  only  during  World 
War  II,  Mr.  Rideout's  weather 
forecasts  now  number  over  17,000 


Mr.  Rideout  (seated)  watches  as 
cake  is  presented  by  Announcer 
Phil  MacDonald  (I)  and  cut  by  Jan 
Gilbert  of  Harold  Cabot  &  Co. 
Looking  on  is  Jack  Pellen,  of  Hood's 
advertising  department. 

and  have  been  continuously  spon- 
sored by  H.  P.  Hood.  He  claims  an 
average  of  85%  accuracy. 

Promoters  of  important  outdoor 
events  have  such  faith  in  Mr.  Ride- 
out's forecasts  that  they  consult 
him  before  setting  the  dates  for 
their  events,  according  to  WEEI. 


among  Le  Vally's  60  employes 
(three  times  the  original  roster)  is 
practically  nil. 

In  1941,  Jim  Cominos  was  mar- 
ried to  Nancy  Watts,  daughter  of 
the  late  John  Watts,  a  top  news 
executive  on  the  Chicago  Tribune 
for  a  quarter  of  a  century.  They 
live  on  the  north  side  of  Chicago 
where  their  interests  largely  re- 
volve about  Mr.  Cominos'  profes- 
sional contacts. 

Mr.  Cominos  was  one  of  the 
founders  of  the  Chicago  Radio 
Management  Club,  and  is  a  member 
of  the  Chicago  Television  Council. 


John  Connery 

JOHN  CONNERY,  74,  theatrical 
and  radio  actor,  died  Sept.  13  in 
Madison,  Wis.,  at  the  home  of  his 
nephew,  Harold  B.  McCarty,  gen- 
eral manager  of  WHA,  U.  of  Wis- 
consin station.  Among  the  radio 
productions  in  which  Mr.  Connery 
participated  were  Great  Plays,  The 
Aldrich  Family,  Lorenzo  Jones, 
Gang  Butters,  Texaco  Star  Theatre, 
American  School  of  the  Air  and 
Five  Star  Final.  Besides  his 
nephew,  he  leaves  a  sister. 


BROADCAST  of  all  Wichita  U.  foot- 
ball games,  home  and  away,  to  be  car- 
ried by  KFH-AM-FM  Wichita. 


WLAN  PETITION 

FCC  Upholds  WORK  Increase 

PETITION  of  WLAN  Lancaster, 
Pa.,  which  partly  on  economic 
grounds  opposed  the  power  increase 
granted  WORK  York,  Pa.,  has  been 
dismissed  by  the  FCC. 

WLAN  had  requested  reconsider- 
ation of  the  Commission  action  in 
granting  without  hearing  the  appli- 
cation of  WORK  to  increase  day- 
time power  to  5  kw  on  1350  kc. 
WORK  continues  to  use  1  kw  at 
night.  WLAN  contended  "the  lis- 
tening public  now  served  by  peti- 
tioner's station  will  be  severely 
injured  through  the  unfair  division 
of  available  revenues  necessary  for 
the  maintenance  and  support  of 
petitioner's  station." 

WORK  is  owned  by  J.  Hale  and 
John  F.  Steinman,  who  also  con- 
trol WEST  Easton  and  WGAL- 
AM-FM-TV  Lancaster,  Pa.,  WDEL 
Wilmington,  Del.,  and  have  sub- 
stantial interests  in  WKBO  Harris- 
burg  and  WRAW  Reading,  Pa. 

WLAN  further  alleged,  accord- 
ing to  FCC,  "that  the  Steinman 
brothers,  through  their  control  of 
the  only  daily  newspapers  in  Lan- 
caster and  their  broadcast  interest 
have  formed  a  combination  to  re- 
strain competition  and  through 
monopoly  will  deprive  petitioner  of 
essential  revenues."  However,  FCC 
concluded  nothing  was  presented 
in  the  WLAN  petition  to  sustain 
such  allegations. 

FCC  noted  York  and  Lancaster 
were  two  different  cities  and  hence 
discounted  WLAN's  claim  that  the 
principle  of  the  Sanders  Bros,  case 
was  applicable.  The  Sanders  case 
provides  FCC  may  consider  eco- 
nomic effect  within  a  single  com- 
munity. FCC  also  said  it  was  not 
necessary  to  consider  the  applica- 
bility of  its  multiple  ownership 
rule  (Sec.  3.35)  to  WORK  and 
WGAL  and  WKBO,  as  also  re- 
quested by  WLAN. 


AIMS  Meet  Set 

FALL  meeting  of  the  Assn.  of  In- 
dependent Metropolitan  Stations 
will  be  held  Oct.  16-18  at  the  Len- 
nox Hotel  in  St.  Louis,  it  was  an- 
nounced last  week  by  William  E. 
Ware,  president,  KSTL  St.  Louis, 
the  host  station. 


CALL  DON  COOKE  FOR 

COMPLETE 
COVERAGE 

WASHINGTON,  D.C. 

WEAM 

MUTUAL 

5000  WATTS 
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ALONGSIDE  WJR  Detroit's  mobile  unit,  used  in  the  two-week  campaign  to 
take  Crusade  for  Freedom  scrolls  to  various  centers  throughout  the  city,  a 
young  Detroiter  ;igns  the  first  scroll  as  Worth  Kramer  (I),  vice  president  and 
general  manager  of  WJR,  and  Victor  G.  Reuther,  UAW-CIO  educational 
director,  look  on.   WJR  carried  the  unit's  itinerary  on  its  newscasts. 


ARMY  COURSE 

Record  Ft.  Ord  Experiences 

SOLDIERS  completing  the  Army's 
rugged  infiltration  course  at  Fort 
Ord,  Calif.,  are  having  their  ex- 
periences recorded  for  overseas 
broadcast  through  efforts  of  the 
"team"  of  Cpl.  Arthur  M.  Suchesk, 
USAF,  Armed  Forces  Radio  Serv- 
ice, and  Cpl.  Roy  Sims  of  Fort 
Ord's  public  information  office. 

Cpl.  Suchesk,  radio  engineer  with 
the  AFRS  shortv^ave  section,  Los 
Angeles,  arrived  at  Fort  Ord  with 
some  30  newsmen,  as  a  guest  engi- 
neer to  work  with  Cpl.  Sims.  The 
pair  combined  their  efforts  to  tape- 
record  interviews  with  the  soldiers. 

A  110-volt  generator — in  Army 
nomenclature  PE-95-G — made  com- 
pletely portable  a  PT-6-P  three- 
channel  amplifier  Magnecorder  set- 
up on  back  of  an  Army  weapons 
carrier.  Tapes  made  during  the 
day  are  edited  for  AFRS  broad- 
east  to  troops  overseas.  In  addi- 
tion, specialized  programs  for  local 
station  use  also  are  taped  on  the 
recorder. 


VO/CF  NidMfS 

Pfeiffer,  N alley  Get  Posts 

FOLLOWING  on  the  heels  of  the 
recent  expansion  bill  approved  by 
the  Senate  for  Voice  of  America, 
comes  announcement  of  two  State 
Dept.  appointments  to  head  divi- 
sions of  the  Voice. 

Timothy  A.  Pfeiffer,  formerly  of 
Robert  College,  Istanbul,  Turkey, 
and  American  U.,  Beirut,  Lebanon, 
has  been  appointed  chief  of  the 
Turkish  unit.  Mr.  Pfeiffer  will 
direct,  write  and  edit  all  Voice  of 
America  programs  for  Turkey, 
scheduled  to  be  30  minutes  daily  of 
news,  features  and  music. 

John  A.  Nalley,  former  director 
of  United  States  Library  Service, 
Djakarta,  Indonesia,  has  been 
named  acting  chief  of  the  Indo- 
nesia unit  of  the  Voice.  The  15 
minutes  daily  of  news  and  music 
which  will  compose  the  Indonesian 
broadcasts  will  be  handled  by  Mr. 
Nalley  as  director,  writer,  and 
editor  for  that  area. 


Oberfelder  Address 

THEODORE  L  OBERFELDER, 
ABC  director  of  advertising,  pro- 
motion and  research,  will  speak  on 
radio  and  television  research  at 
the  ninth  annual  luncheon  given 
by  the  Pulse  Inc.,  audience  research 
organization,  Oct.  25  at  New 
York's  Biltmore  Hotel. 


The  Nation's  Richest  Farm  Market 


local  Retail  Sales,  1949,  18%  above 
the   Nation's  Average — 1950 — higher. 


lUf  TTM  WATE.RTOWN. 
I  I  N  WISCONSIN 


GERMAN  RADIO 

Exhibit  Joined  by  RIAS 

RIAS  Berlin  took  part  in  the 
"German  Radio  Exhibition  1950" 
at  Duesseldorf ,  in  what  is  described 
as  the  first  large-scale  western 
German  radio  exhibition  to  be  held 
since  the  war,  according  to  the 
office  of  the  U.  S.  high  commis- 
sioner in  Western  Germany. 

The  exhibit,  held  Aug.  18-27,  out- 
lined the  history  of  radio  in  gen- 
eral, emphasizing  the  work  and 
achievements  of  German  radio. 
RIAS  displayed  a  stand  including 
a  scale  model  of  a  transmitting 
mast  and  a  map  of  Germany 
showing  the  "targets"  of  the  out- 
let's broadcasts. 


fCC  actions 


m  0 


SEPTEMBER  15  TO  SEPTEMBER  21 


CP-construction  permit  ant.-antenna 

DA-directional  antenna  D-day 

ERP-effective  radiated  power  N-night 

STL-studio-transmitter  link  aur.-aural 

synch,  amp. -synchronous  amplifier  vis.-visual 


cond.-conditional 
LS-local  sunset 
mod.-modification 
trans. -transmitter 
unl. -unlimited  hours 


STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 


September  15  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1290  kc 
WIKC  Bogalusa,  La. — CP  AM  station 
to  change  from  1490  kc  250  w  unl.  to 
1290  kc  1  kw-D  500  w-N  DA-N  AMEND- 
ED to  request  DA-2. 

AM— 1090  kc 
WNOE   New   Orleans,   La.— CP  AM 

station  to  change  from  1060  kc  50  kw-D 
5  kw-N  DA-2  to  1060  kc  50  kw-D  25 
kw-N. 

License  Renewal 
Request  for  license  renewal  AM  sta- 
tion: KSJO  San  Jose,  Calif.;  WALB 
Albany,  Ga.;  WRMN  Elgin,  HI.;  WCBC 
Anderson,  Ind.;  WGIV  Charlotte,  N.  C; 
KAST  Astoria,  Ore.;  WACB  Kittan- 
ning,  Pa.;  WACO  Waco,  Tex. 

Modification  of  License 
WKBI  St.  Mary's,  Pa. — Mod.  license 
AM  station  to  change  name  from  Ken- 
neth E.  Rennekamp  and  Gary  H.  Simp- 
son, partnership  d/b  as  EUk  County 
Bcstg.  Co.  to  same  partners  d/b  as 
Elk-Cameron  Bcstg.  Co. 

Modification  of  CP 
KUMO  Columbia,  Mo. — ^Mod.  CP  new 
AM  station  for  extension  of  completion 
date. 

Mod.  CP  new  FM  station  for  exten- 
sion of  completion  date:  WAFM  Bir- 
mingham, Ala.;  WBIB  New  Haven, 
Conn.;  WGNR-FM  New  RocheUe,  N.  Y.; 
WDSU-FM  New  Orleans;  WMOX-FM 
Meridian,  Miss.;  WARD-FM  Johnstown, 
Pa. 

WCBS-TV  New  York— Mod.  CP  new 
commercial  TV  station  for  extension  of 
completion  date. 

TENDERED  FOR  FILING 
AM— 1290  kc 
KJEF  Jennings,  La. — Mod.  CP  new 
AM  station  to  change  from  1290  kc  500 
w-D  to  1290  kc  500  w  unl.  DA-N. 

September  18  Decisions  .  .  . 

ACTIONS   ON  MOTIONS 
By  Commissioner  E.  M.  Webster 
WCOC  Meridian,  Miss.  —  Dismissed 
petition  to  intervene  in  proceeding  re 
application    of    Harold    L.  Sudbinry, 
KLCN  Blytheville,  Ark. 

Rock  City  Bcstrs.,  Little  Falls,  N.  Y. 
• — Denied    request     that  Commission 


change  place  of  hearing  from  Wash- 
ington, D.  C.  to  Little  Falls  and 
Herkimer,  N.  Y.  in  proceeding  re  ap- 
plication and  that  of  Robert  Harvard 
Dye. 

WLEA  Hornell,  N.  Y.— Granted  leave 
to  amend  application  so  as  to  show 
revised  DA,  to  change  answer  to  Sec- 
tion 2,  Page  4,  Table  2  and  Exhibit  1 
of  anplication  to  show  that  John  S. 
Booth  has  assigned  all  of  his  right, 
title  and  interest  in  WCBA  Coming, 
N.  Y.  to  Wellsboro-Corning  Bcstg.  Adv. 
Inc.,  and  for  removal  of  application,  as 
amended,  from  hearing  docket. 

By  Examiner  J.  D.  Bond 
WELS  Farmers  Bcstg.  Service,  Inc. 

(Formerly,  Commonwealth  Bcstg. 
Corp.)  Kinston,  N.  C. — Granted  con- 
tinuance of  hearing,  now  scheduled  for 
Sept.  19,  in  proceeding  re  auplication 
and  that  of  WFTC  Kinston,  N.  C.;  hear- 
ing continued  to  Nov.  20  at  Washing- 
ton, D.  C. 

By  Examiner  Fanney  N.  Litvin 
KLCN  Blytheville,  Ark. — Granted  in- 
definite continuance  of  hearing  on  ap- 
plication now  scheduled  for  Sept.  22, 
in  Washington,  D.  C;  hearing  con- 
tinued without  date  until  further  order. 

Carl  H.  Meyer,  Streator,  111.— Granted 
leave  to  amend  application  to  increase 
daytime  power  to  500  w,  change  type 
trans  and  location  of  main  studio,  spec- 
ify new  ant.  site  and  make  such  other 
changes  in  his  application  as  are  neces- 
sary to  conform  his  application  to 
changes  suggested  hereby.  Application 
as  amended,  removed  from  hearing 
docket. 

By  Examiner  Leo  Resnick 
WOOK  Silver  Spring,  Md.— Granted 
in  part  petition  for  indefinite  continu- 
ance of  hearing  in  proceeding  re  appli- 
cation. Hearing  now  scheduled  for  Sept. 
18  was  continued  to  Dec.  18  in  Wash- 
ington, D.  C. 

September  18  Applications  .  .  . 

ACCEPTED  FOR  FILING 
AM— 1570  kc 
Pratt  Bcstg.   Co.,   Pratt,    Kan. — CP 
new  AM  station  1230  kc  250  w  unl. 
AMENDED  to  request  1570  kc  250  w  D. 
AM— 930  kc 
KWOC   Poplar   Bluff,   Mo.— CP  AM 
station  to  change  from  1340  kc  250  w 

(Continued  on  page  86) 


RED  WHITE  RED  network,  Vienna, 
Austria,  presenting  reportedly  first 
live  radio  dramas  before  studio  audi- 


WMTR 


NOW  1000  WATTS  morristown, 

N.J. 
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BORKON  SUES 

WHOD,  Halberstam  tor  Libel 

LIBEL  suit  for  $200,000  has  been 
filed  against  WHOD  Homestead, 
Pa.,  and  Leiser  Halberstam,  former 
conductor  of  Jewish  programs  on 
WHOD,  by  Louis  Yale  Borkon, 
Jewish  publisher  and  editor  in  the 
Pittsburgh  area. 

Seeking  compensatory  damages 
of  $100,000  and  punitive  damages 
of  like  amount,  the  suit  was  en- 
tered in  the  Common  Pleas  Court 
of  Allegheny  County.  It  alleged 
that  WHOD  aired  programs  by 
Rabbi  Halberstam  in  late  July  in 
which  "false,"  "defamatory"  and 
"scurrilous"  remarks  were  "di- 
rected unmistakably  at  plaintiff" 
although  Mr.  Borkon  was  not  spe- 
cifically named. 

The  charges  have  been  denied  in 
all  respects  by  Roy  Feree,  general 
manager  of  WHOD,  a  250-w  day- 
time outlet  on  860  kc  licensed  to 
Steel  City  Broadcasting  Corp. 

Mr.  Borkon  from  1923  to  1949 
published  and  edited  the  weekly 
Yiddish  language  paper,  Jewish 
Leader,  in  Pittsburgh  and  now  pub- 
lishes the  monthly  English  lan- 
guage Jewish  Pictorial  Leader 
there.  In  his  suit  he  claimed  he 
had  established  a  "reputation  of 
eminence  as  a  leader  in  Jewish 
affairs  .  .  .  and  in  many  fields  of 
Jewish  endeavor  and  culture"  in 
Pittsburgh  and  elsewhere. 

Mr.  Borkon  told  the  court  that 
friends  had  complained  about  the 
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WHOD  Jewish  program  which  he 
subsequently  monitored  and  found 
objectionable.  Since  WHOD  was 
inviting  comment  on  the  program, 
he  stated  he  wrote  and  "protested 
the  character  and  content  of  such 
broadcasts  as  being  unrepresenta- 
tive of  accepted  Jewish  life  and 
offensive  to  Jewish  taste." 

Because  of  his  letter,  Mr.  Borkon 
charged  he  was  subjected  to  per- 
sonal attack  over  the  air.  Although 
not  mentioned  by  name  on  the 
broadcasts,  Mr.  Borkon  alleged 
that  listeners  were  invited  to  tele- 
phone WHOD  for  identity  of  the 
person  involved.  Mr.  Borkon 
charged  "many  persons  contacted" 
WHOD  and  were  told  it  was  the 
plaintiff. 

Mr.  Feree  told  Broadcasting 
that  for  every  150  to  200  letters 
WHOD  received  complimenting  the 
program,  only  one  complaint  was 
received. 


CHICAGO  BEARS 

Standard  Oil  Sponsors  Games 

TWELVE  regular  season  games  of 
the  Chicago  Bears  professional 
football  team  are  being  sponsored 
by  Standard  Oil  of  Indiana  on  15 
Midwest  stations.  In  addition,  SO 
will  buy  all  regular-season  foot- 
ball games  of  the  universities  of 
Colorado,  Iowa,  Michigan,  Minne- 
sota, Nebraska,  Wichita  and  Wis- 
consin. 

Stations  carrying  Bears  games 
are: 

WIND  Chicago;  WDZ  Decatur,  111.; 
WOKZ  Alton,  111.;  WBIW  Bedford,  Ind.; 
WTTS  Bloomington.  111.;  KBUR  Bur- 
lington, 111.;  WGIL  Galesburg,  111.; 
KXIC  Iowa  City.  Iowa;  WSAL  Logans- 
port,  Ind.;  WBAT  Marion,  Ind.;  WQUA 
Moline,  111.;  WIRL  Peoria,  111.;  WMAY 
Springfield.  111.;  WKID  Urbana.  111.; 
and  KWWL  Waterloo.  Iowa.  Stations 
carrying  the  urtiversity  football  games 
locally  will  be  KOA  Denver,  WHO  Des 
Moines.  WJR  Detroit,  WCCO  Minne- 
apolis, KFAB  Omaha.  KOLT  Scotts- 
bluff.  Neb.;  KFH  Wichita  and  WTMJ 
Milwaukee. 


MGM  ATTRACTIONS 

New  Additions,  Renewals 

MGM  Radio  Attractions  has  an- 
nounced addition  of  10  new  sub- 
scribers and  renewal  of  three  con- 
tracts. 

New  subscribers  are:  KIMA  Yakima, 
Wash.;  WDBJ  Roanoke,  Va.;  WHUM 
Reading,  Pa.;  WRDW  Augusta,  Me.; 
CHAT  Medicine  Hat,  Alta.;  CFAR 
Flin  Flon,  Man.;  CFNB  Fredericton, 
N.  B.;  CFPL  London,  Ont.;  CJRL 
Kenora,  Ont.  Renewals:  WCVS  Spring- 
field, 111.;  KELD  El  Dorado,  Ark.,  and 
KFOR  Lincoln,  Neb. 


Town  Meeting'  Tour 

SIX-WEEK  TOUR  of  U.  S.  Air 
Force  bases  in  the  U.S.  and  Alaska 
by  George  V.  Denny's  America's 
Town  Meeting  of  the  Air  (ABC, 
Tuesday,  9-9:30  p.m.)  has  been  an- 
nounced by  the  Defense  Dept.  in 
Washington.  First  broadcast  was 
Sept.  19  at  Mather  Air  Force  Base, 
Sacramento,  Calif.  In  addition  to 
the  broadcasts,  Mr.  Denny  is  to 
be  available  for  consultation  with 
Air  Force  information  and  educa- 
tion officers  at  the  bases,  it  was 
announced. 


ANNOUNCER  HURT 

Still  Stresses  Safety 


AFTER  stressing  safe  driving  on 
his  early  morning  disc  show  for 
the  past  five  years,  Dick  Afford 
of  KXLR  N.  Little  Reck,  Ark.,  now 
can  tall  of  the  needlessness  of  auto- 
mobile accidents  from  first  hand 
experience. 

Mr.  Alford  received  a  serious 
neck  injury  in  an  automobile  acci- 
dent recently.    Despite  the  injury, 


As   his   daughter   Marian  Carole 
looks   on,   Mr.   Alford  broadcasts 
from  his  living  room. 


he  went  back  on  the  air  five  days 
later  from  the  living  room  of  his 
home. 

He  explains  that  there  are  three 
reasons  for  his  doing  this:  "(1)  To 
keep  from  losing  that  money;  (2) 
you  can  lose  a  radio  audience  darn 
quick  if  you  don't  stay  on  the  air, 
and  (3)  I  want  to  tell  the  people 
just  how  much  you  have  to  go 
thi'ough." 


BETTER  LIViNG 

WNAX  Holds  Third  Contest 

THIRD  annual  farm  improvement 
contest  sponsored  by  WNAX 
Yankton-Sioux  City  is  nearing  its 
finale.  Winner  of  the  1950  Farm- 
stead Improvement  Program — a 
Wilkin  County,  Minn.,  farm  family 
couple — to  represent  that  state 
has  been  announced.  The  winning 
couple  receives  $1,000  in  mer- 
chandise provided  by  the  station. 
Some  30  runners-up  in  the  state 
were  awarded  $50  each. 

Over  the  period  of  three  years, 
WNAX  estimates  it  has  paid  out 
$40,000  in  prizes  as  stimulants  to 
its  campaign  to  improve  the  stand- 
ard of  living  on  farms.  This  year 
alone,  1,690  families,  representing 
243  counties  in  Minnesota,  the 
Dakotas,  Nebraska  and  Iowa,  will 
receive  awards. 

Final  celebration  will  be  held  in 
Sioux  City's  auditorium  Oct.  27 
at  which  time  all  winners  from  the 
five  states  will  receive  their  prizes. 
Overall  awards  of  $2,000  and 
$3,000  will  go  to  farm  families  en- 
tered in  the  last  two  and  three 
years  of  the  contest  who  have  made 
the  most  of  improving  their  living 
conditions.  Network  shows  will 
originate  from  the  auditorium  and 
other  entertainment  will  be  pro- 
vided. Cooperating  with  WNAX 
are  the  state  extension  services  of 
the  five  states  involved. 


MICH.  ASSN. 

Annual  Meeting  Nov.  10-11 

SECOND  annual  meeting  of  the 
Michigan  Assn.  of  Broadcasters, 
numbering  56  stations,  will  be  heJd 
Nov.  10-11  at  the  Hotel  Olds, 
Lansing. 

A  highlight  of  the  session  will 
be  a  statewide  broadcast  of  a  la- 
bour show  the  evening  of  Nov.  11, 
"telling  and  selling  our  great  radio 
industry  here  in  Michigan."  Other 
activities  scheduled  include  a 
luncheon  address,  business  ses- 
sions, banquet  and  attendance  at 
the  Michigan  State-Minnesota  foot- 
ball game  Nov.  11. 

MAB  officers  are  as  follows: 
Stanley  Pratt,  WSOO  Sault  Ste. 
Marie,  president;  Howard  Finch, 
WJIM  Lansing,  vice  president; 
Worth  Kramer  of  WJR  Detroit, 
Milton  L.  Greenebaum  of  WSAM 
Saginaw,  Willis  Dunbar  of  WKZO 
Kalamazoo,  and  Edward  Baughn 
of  WPAG  Ann  Arbor,  all  directors, 
and  J.  P.  Scherer,  WHFB  Benton 
Harbor,  secretary.  Mr.  Scherer 
has  charge  of  reservations. 


CANADA  RATINGS 

'Twenty  Questions'  Tops 

FOUR  AMERICAN  network  pro- 
grams only  are  listed  in  the  August 
national  ratings  for  Canada  re- 
port of  Elliott-Haynes  Ltd., 
Toronto,  released  Aug.  12.  Twenty- 
Questions  led  as  the  most  popular 
evening  program  in  Canada  for 
August,  with  a  rating  of  12.1,  fol- 
lowed by  Pause  That  Refreshes 
11.2,  Contented  Hour  9.1,  and 
Mystery  Theatre  9. 

First  five  daytime  programs  in 
August,  out  of  13  listed,  were  Big 
Sister  12.2,  Ma  Perkins  11.8,  Right 
to  Happiness  10.8,  Pepper  Young's 
Family  10.4,  and  Road  of  Life  9.7. 

French-language  programs  for  August 
were  led  in  evening  time  by  Jouez 
Double  13.4,  La  Route  Enchantee  12.6, 
Cafe  Concert  9.7,  and  Contes  de  Chez- 
Nous  7.8.  Daytime  French-language 
shows  were  led  by  Rue  Principale  19.1, 
Jeunesse  Doree  19,  Tante  Lucie  16.8, 
Maman  Jeanne  16.8,  and  Quart  d'Heure 
de  Detente  16.4. 


WMRY  New  Orleans  to  carry  complete 
schedules  of  Xavier  U.  and  Dillard  U. 
football  games.  Both  are  Negro  insti- 
tutions. 
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Du  Mont . . . 


YeSj  in  all  interconnected  cities  outside  New  York  covered  by  The  Pulse 
Reports^ — Du  Mont  programs  ranked  first  in  audience  most  of  the  time. 


Here  is  real  proof  of  DuMont  net- 
work program  popularity.  Examine 
those  interconnected  cities  outside  New 
York  covered  by  The  Pulse  Reports 
where  there  is  more  than  one  television 
station.  You'll  see  that  on  the  average 
nearly  two-thirds  of  all  DuMont  Net- 
work time  periods  rated  first  in  audi- 
ence. Specifically,  62%  of  all  DuMont 
programming  is  first  in  Pulse  rating! 


Spectacular  as  this  may  seem,  it  is  the 
inevitable  product  of  DuMont  pioneer- 
ing. Remember  DuMont  built  the  first 
television  network.  The  DuMont  60- 
station  network  covers  99%  of  Amer- 
ica's telesets.  And  DuMont  program 
research  gives  you  larger  audiences  at 
lower  production  costs.  Network  or 
local,  programs  or  spots  — you'll  get 
more  out  of  television  with  DuMont. 


60  STATIONS 


THE  NATION'S  WINDOW  ON  THE  WORLD 


Two'" 
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Standing  Room  OreZy— means  the  show's  a  hit!  ' 

And  it's  beautiful,  beautiful  at  the  box  office!  Here  at  KTTV 

we've  hung  out  the  SRO  sign  to  stay.  Our 

program  schedule  is  jampacked  with  talent  from  beginning 

to  end— CBS-TV  stars  like  Godfrey,  Sullivan,  Murray, 

and  sponsors  like  Chesterfields,  Lincoln-Mercury,  and  Budweiser. 

And  the  schedule  is  interlaced  with  local  shows  of 

equally  strong  impact  — like  Los  Angeles'  only  TV  newsreel 

presenting  local  and  international  news  on  the  same  day 

of  occurrence,  prepared  by  a  12-man  full-time 

staff  at  the  Los  Angeles  Times  . . .  including  KTTV's  own  newsreel 

correspondent  in  the  Far  East.  Advertisers  realize 

that  KTTV's  SRO  schedule  means  SRO  sales  for  them. 

If  you  don't  mind  crowds,  you'll  want  a 

place  on  KTTV  yourself.  Ask  us  or  Radio  Sales. 


Los  Angeles  Times  •  CBS  Television 


National  Press  Bldg. 
Washington  4,  D.  C. 
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$7  annually,  25c  weekly 


SET  MAKERS'  DILEMMA 


Sept.  29  kns'Her  Said  Impossible 


MOST  makers  of  TV  receivers  will 
be  physically  unable  to  comply  with 
the  FCC's  request  that  they  agree 
by  Sept.  29  to  start  including 
bracket  standards  in  all  sets  pro- 
duced after  a  date  in  early  No- 
vember. 

That's  the  way  the  color  contro- 
versy stood  at  the  weekend,  judging 
by  views  of  many  large  and  small 
set  manufacturers  who  have  been 
studying  the  Commission's  pro- 
posal to  build  all  sets  so  they  can 
receive  CBS  color  in  monochrome. 

Radio-Television  Mfrs.  Assn.  re- 
fused to  take  any  action  as  an 
association,  as  suggested  in  the 
FCC's  Sept.  1  color  TV  report 
[Broadcasting,  Sept.  4]. 

The  RTMA  board  met  last  week 
in  New  York.  Its  stand  was  taken 
on  recommendation  of  the  RTMA 
TV  Committee,  which  had  opposed 
joint  association  action  on  recom- 
mendation of  counsel  [Telecast- 
ing, Sept.  18]. 

With  FCC's  deadline  only  a  few 
days  off,  many  manufacturers 
threw  up  their  hands  in  despair  as 
they  continued  efforts  to  extract 
from  technical  and  statistical  ex- 
perts at  least  a  few  general  recom- 
mendations on  circuitry  and  eco- 
nomic aspects  of  bracket  receivers. 

At  the  weekend,  unofficial  manu- 
facturer attitude  seemed  to  boil 
down  to  rather  general  willingness 
to  go  along  with  the  FCC  as  far 
as  possible  by  building  limited 
quantities  of  receivers  capable  of 
picking  up  CBS  color  in  black-and- 
white.  The  technical  and  distribu- 
tion problems  are  staggering,  some 
contended,  but  they  are  willing  to 
give  it  a  try. 

Supply  and  Demand  Question 

Regarded  as  highly  important  in 
the  industry  was  the  oft-expressed 
feeling  that  these  bracket  receivers, 
which  may  cost  anywhere  from  $10 
to  $100  additional,  must  face  the 
law  of  supply  and  demand.  If  the 
public  wants  such  sets,  and  will 
buy  them,  the  manufacturers  will 
be  most  happy  to  make  them  as 
fast  as  production  lines  can  oper- 
ate, it  was  indicated. 

The  immediate  problem  of  meet- 
ing FCC's  Sept.  29  deadline  was 
considered  insoluble  by  many  man- 
ufacturers, judging  by  informal 
opinions  voiced  at  the  RTMA  fall 
meeting  last  week.  RTMA  itself, 
however,  notified  the  FCC  that  it 
"has  never  attempted  to,  and  can- 
not require  its  members  to  build, 


or  refrain  from  building,  particular 
sets  or  sets  of  particular  capabili- 
ties." 

RTMA  made  known  its  hands-off 
policy  in  a  letter  to  the  FCC,  signed 
by  RTMA  President  Robert  C. 
Sprague.  The  association  said  the 
decision  of  manufacturers  "must 
be  left  to  the  individual  determina- 
tion of  each  manufacturer." 

Text  of  the  RTMA  letter  follows: 
The  "First  Report  of  Commission 
(Color  Television  Issues),"  after  pro- 
posing the  adoption  of  bracket  trans- 
mission standards  and  a  postpone- 
ment of  an  ultimate  color  decision, 
requested  set  manufacturers  to  sub- 
mit, by  Sept.  29,  1950,  a  statement  as 
to  whether  they  would  at  a  specified 
time  thereafter  (presumed  to  be  about 
Nov.  10,  1950)  build  all  television  sets 
so  as  to  be  capable  of  operating  with- 
in the  brackets.  Certain  language  of 
the  Commission's  report,  particularly 
paragraph  152,  suggests  that  the  Com- 
mission may  have  believed  that  the 
RTMA  should,  as  a  group,  provide 
the  Commission  with  the  answer  as 
to  whether  its  members  would,  or 
would  not,  build  sets  to  reflect  bracket 
transmission  standards. 


The  association  has  never  attempted 
to,  and  cannot,  require  its  members 
to  build,  or  refrain  from  building, 
particular  sets  or  sets  of  particular 
capabilities.  So  far  as  this  association 
is  concerned,  the  decision  whether 
to  build  sets  incorporating  bracket 
standards  must  be  left  to  the  indi- 
vidual determination  of  each  manu- 
facturer. We  are  so  advising  all 
members  of  our  set  manufacturing 
division  by  sending  them  a  copy  of 
this  letter.  Response  to  the  Commis- 
sion by  Sept.  29,  1950,  is  left  to  the 
members  individually. 

At  the  same  time,  the  association 
desires  to  be  as  helpful  to  the  Com- 
mission as  possible  in  providing  in- 
formation. It  reproduced  and  for- 
warded to  its  membership,  promptly 
and  without  comment,  the  entire  text 
of  the  Commission's  report.  It  is 
understood  that  appropriate  panels  of 
the  National  Television  System  Com- 
mittee are  responding  to  the  Com- 
mission's request  that  interested 
parties  submit  comments  on  the 
bracket  transmission  standards  as 
contained  in  its  Notice  of  Proposed 
Rule  Making  by  supplying  certain 
technical  data  and  information  of  the 
type  which  has  customarily  been  fur- 


nished the  Commission  in  the  past. 
If  there  is  anything  further  the  Com- 
mission feels  that  the  association  can 
do  in  cooperating  with  the  Commis- 
sion, we  will  appreciate  being  advised. 

RTMA  officials  refused  to  dis- 
cuss the  association's  viewpoint 
other  than  to  explain  that  it  must 
take  a  hands-off  attitude  in  view 
of  anti-trust  and  other  legal  as- 
pects. Individual  manufacturers, 
however,  spoke  freely  and  often 
violently  about  FCC's  color  threat. 

Compatibility  Urged 
Most  of  them  said  they  weren't 
concerned  about  what  color  system 
the  FCC  adopted  so  long  as  it 
didn't  render  present  receivers  ob- 
solete or  wreck  the  market  for  set 
sales.  They  indicated  they  would 
cheerfully  make  anything  the  pub- 
lic demanded  in  a  TY  set,  whether 
beverage  dispenser,  electric  fan  or 
CBS  polychrome  picture. 

But  there  was   a  vast  silence 
among  most  of  those  asked  if  they 
would  accede  to  the  FCC's  request 
for  a  decision  by  Sept.  29  on  con- 
(Continued  on  page  72) 


NETWORK  ALLOCATIONS    '"^-^  hi, 


ATTEMPTS  to  reach  a  compro- 
mise among  the  four  television  net- 
works in  their  requests  for  time 
allocations  on  AT&'T  network  facil- 
ities were- revived  last  week  with- 
out apparent  success. 

The  schedules  now  under  dis- 
cussion must  go  into  effect  Sept. 
30,  the  date  of  expiration  of  pres- 
ent network  allocations  on  AT&T 
facilities,  but  despite  the  nearing 
deadline  the  gap  between  the  de- 
mands of  CBS  and  NBC  on  one 
hand  and  ABC  and  DuMont  on  the 
other  appeared  to  be  as  wide  as 
ever. 

Representatives  of  the  four  net- 
works met  under  the  aegis  of  the 
AT&T  Wednesday  in  New  York. 
But  they  reportedly  left  the  meet- 
ing no  nearer  an  agreement  on  the 
basic  system  of  allocating  the  val- 
uable time. 

One  procedure  to  which  they  did 
agree  was  to  submit  what  each 
believed  to  be  its  minimum  re- 
quirements. Whether  these  new 
requests  would  provide  a  more  fa- 
vorable atmosphere  in  which  to 
effect  a  compromise  was  not  known, 
but  it  appeared  doubtful  that  any 
of  the  networks  would  stray  that 
far  from  their  original  positions. 

There  is  wide  divergence  between 


the  demands  of  CBS  and  NBC  on 
one  side  and  ABC  and  DuMont  on 
the  other.  CBS  and  NBC,  enjoying 
favorable  affiliation  contracts  in 
many  markets,  have  insisted  that 
the  allocations  be  made  on  the  basis 
of  what  network  programs  the  sta- 
tions wish  to  take.  Since  both  of 
these  networks  are  in  position  to 
provide  affiliates  with  heavy  com- 
mercial schedules,  and  since  many 
of  their  affiliates,  in  turn,  must 
carry  considerable  network  time  in 
order  to  recover  appreciable  reve- 
nue from  the  networks,  the  alloca- 
tion of  AT&T  facilities  on  the  basis 
proposed  by  CBS  and  NBC  would, 
in  the  opinion  of  ABC  and  DuMont, 
deprive  the  other  two  networks  of 
improving  their  commercial  sched- 
ules or  their  affiliation  line-ups. 

Boston  Problem  Typical 

A  good  example  of  the  general 
problem  is  Boston,  where  NBC  has 
a  primary  affiliation  with  WBZ-TV 
and  CBS  has  such  an  agreement 
with  WNAC-TV.  To  realize  max- 
imum revenue  from  their  network 
contracts,  WBZ-TV  must  take  a 
preponderance  of  NBC  commercial 
programming  and  WNAC-TV  a 
heavy  percentage  of  the  commer- 
cial shows  offered  by  CBS.  Since 


Telecasting    •  BROADCASTING 


these  are  the  only  two  stations  in 
Boston,  ABC  and  DuMont  stand 
little  chance  of  including  that  mar- 
ket in  station  line-ups  they  offer 
to  sponsors,  if  AT&T  allocations 
are  made  on  the  basis  proposed  by 
CBS  and  NBC. 

The  basic  contention  of  DuMont 
has  been  that  all  four  networks 
should  be  entitled  to  an  equal 
chance  to  deliver  programs  into  any 
market  and  that  AT&T  should  allo- 
cate its  facilities  among  the  four 
indiscriminately.  DuMont,  it  has 
been  reported,  points  out  that  if 
AT&T  allocations  were  made  on  a 
basis  of  equality  among  the  net- 
works, those  networks  which  did 
not  succeed  in  lining  up  sponsors 
or  stations  acceptances  to  fill  their 
share  of  the  facilities  time  would 
relinquish  the  unused  part. 

This  argument  is  opposed  by 
CBS  and  NBC  on  the  grounds  that 
such  a  situation  would  provide  an 
artificial  and  arbitrary  handicap  to 
the  networks  which  have  got  off  to 
a  head  start  commercially. 

ABC's  argument  has  to  some  ex- 
tent followed  that  of  DuMont,  al- 
though ABC  has  not  sought  a 
blanket  division  of  facilities  on  the 
basis  of  25%  to  each  network 
(Continued  on  page  82) 
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HEESECAKE,  served  by  radio 
and  television,  is  selling 
Hollywood  Bread.  National 
Bakers  Sei-vice,  Chicago,  which 
ovms  the  name  and  formula  for 
Hollywood  Bread,  spots  time  on 
more  than  150  AM  stations  and  on 
17  video  outlets. 

"We  are  increasing  our  spot 
schedules  all  the  time,"  says 
Charles  Byron  McDaniel,  vice  pres- 
ident and  director  of  advertising. 

Although  radio  commercials  have 
been  used  to  plug  the  low-calorie 
wheat  bread  for  10  years,  tele- 
vision was  used  for  the  first  time 
last  November.  Heretofore,  Na- 
tional Bakers  Service  has  relied  on 
radio,  newspapers  and  point-of- 
purchase  displays  locally.  A  few 
trade  and  consumer  national  maga- 
zines are  bought  from  time  to  time 
to  establish  the  name. 

Results  have  been  so  "stai'tling" 
in  the  first  eight  months  of  TV 
sponsorship  that  many  areas  now 
use  more  TV  than  anything  else. 
"In  fact,  a  lot  of  our  bakers  and 
their  salesmen  are  asking  that  we 
cut  out  newspaper  budgets  entirely 
and  divert  that  money  to  televi- 
sion," says  Mr.  McDaniel. 

Firm  Gives  50%  of  Its  Share 
For  Local  Advertising 

National  Bakers  Service  buys  all 
advertising,  using  agencies  when 
the  local  bakery  has  one.  Owner 
of  the  formula  for  Hollywood 
Bread,  National  Bakeis  issues 
franchises  to  leading  bakeries  in 
each  market  for  99  years  without 
charge  and  supplies  the  recipe.  The 
bread  is  baked  and  sold  locally,  and 
the  formula-owner  gets  a  specific 
amount  of  money  for  each  loaf 
baked.     Of  this  sum,  50%  is  re- 


THIS  IS  A  SPONSOR!  Mrs.  Eleanor 
Hansberry  of  Chicago  displays  Holly- 
wood Bread,  a  product  of  National 
Bakers  Service,  Chicago,  of  which  she 
is  pi'esident.  The  low-calorie  bread 
was  developed  14  years  ago  after 
Mrs.  Hansberry  grew  weary  of  her 
women  friends  lamenting  they  were 
overweight. 


turned  to  the  area  for  local  adver- 
tising. About  $1  is  returned  for 
advertising  for  every  $100  worth 
of  bread  sold.  Eighty  franchise- 
holders  are  spotted  throughout 
the  states,  Canada,  Alaska  and 
Hawaii,  and  Mr.  McDaniel  is  nego- 
tiating now  for  distribution  in 
Mexico  and  Cuba. 

The  same  theme  is  used  in  all 
media,  and  suggests  that  women 
identify  themselves  with  Hollywood 
stars  by  trimming  off  pounds.  The 
bread,  a  60%  wholewheat  mixture, 
has  no  animal  fats  and  is  a  special 
compound  of  eight  hydrated  vege- 
table flours  and  seven  milled  wheat 
flours.  The  packaged  slices  are 
ultra-thin.  Advertisements  feature 
Hollywood  stars,  but  do  not  in- 
clude straight  testimonials.  The 
calorie  content  of  the  bread  is 
mentioned,  with  suggestions  that 
women  eat  the  bread  as  a  supple- 
mentary feature  of  a  food  diet 
and  body  exercise. 

The  product  was  developed  14 
years  ago  by  Mrs.  Eleanor  Hans- 
berry of  Chicago,  who  decided  some 
kind  of  bread  should  be  available 
to  women  wanting  to  lose  weight. 
A  housewife,  Mrs.  Hansberry  was 
lunching  one  day  with  a  group  of 
women  friends,  who  lamented  that 
they  couldn't  eat  any  kind  of  bread 
on  their  diets. 

Working  with  chemists  and 
bakers  for  more  than  a  year,  Mrs. 


National  Bakers'  Spots 
Exploit  'Trimness'  To  Women 


Hansberry  hit  upon  the  formula 
for  Hollywood  Bread.  She  estab- 
lished National  Bakers  Service, 
issued  franchises  and  began  an  ad- 
vertising campaign  which  stressed 
the  non-shortening  recipe  and  use 
of  the  bread  as  a  supplement  to  a 
calorie  diet. 

Radio  and  TV  spots  offer  a  book- 
let, "Hollywood  Diet  and  Calorie 
Guide,"  without  charge  to  anyone 
requesting  it.  When  mail  returns 
are  analyzed,  the  parent  office  can 
determine  mathematically  just  how 
strong  each  type  of  advertising  is 
in  each  area.  Recent  requests  for 
the  booklet  were  postmarked  Wash- 
ington, D.  C,  and  came  from  two 
ambassadresses,  the  company  re- 
ports. 

Although  radio  and  television  get 
a  large  proportion  of  the  advertis- 
ing budget  in  each  locality,  no  one 
medium  gets  the  entire  amount. 
Media  are  alternated  until  a 
profitable  advertising  formula  is 
found.  Radio-wise,  minute  spots 
and  station  breaks  are  bought  in 
more  than  150  markets.  Plans  are 
being  made  now  for  a  new  series  of 
six  one-minute  electrical  transcrip- 
tions featuring  indirect  sanctions 
of  the  product  by  six  Hollywood 
stars.  The  radio  campaign,  a  con- 
tinuing one,  frequently  calls  for 
seven  spots  daily  on  one  or  more 
stations  in  each  city. 

TV  Spots  Expanded 
To  17  Markets 

Although  TV  was  used  for  the 
first  time  last  November  in  Min- 
neapolis, the  list  has  expanded  to 
include  17  stations  in  Washington, 
New  Haven,  Johnstown,  Cleveland, 
Philadelphia,  Baltimore,  New  York, 
Lancaster,  Boston,  Providence, 
Wilmington,  Milwaukee,  San  Diego, 
Toledo,  Columbus,  Ames  and  Char- 
lotte. TV  spots  are  being  added 
as  time  becomes  available,  although 
until  now  only  about  four  com- 
mercials have  been  used  in  any 
market  in  one  week. 

National  Bakers  Service  has  com- 
pleted two  one-minute  film  com- 
mercials, featuring  Starlets  Lois 
Collier,  television's  "Miss  Emmy  of 
1950,"  and  Elyse  Knox.  A  third 
is  in  final  stages  of  production. 
Twenty  reprints  of  the  second  series 
are  being  released  now,  and  film 
spots  eventually  will  replace  all 
live  and  slide  commercials. 

The  firm  attributes  numerous 
sales  successes  to  video.  In  Minne- 
apolis, for  example,  sales  of  Holly- 


wood Bread  showed  an  overall 
increase  of  122%  in  the  six  months 
from  Jan.  1  to  July  1  as  contrasted 
with  last  year.  In  1949,  radio  was 
used  almost  exclusively,  with  a  few 
point-of-sale  displays.  This  year, 
radio  was  favored  with  64%  of  the 
Minneapolis  budget,  and  TV  got 
the  rest. 

A  20%  increase  was  reported  in 
Milwaukee  for  the  same  period. 
Last  year  the  vast  majority  of  the 
ad  money  went  to  newspapers.  This 
year  television  was  used  also,  and 
was  so  successful  that  only  tele- 
vision was  bought  in  April,  May 
and  June.  In  Cleveland,  radio  and 
newspapers  were  bought  the  first 
six  months  of  last  year,  television 
and  papers  this  year.  Sales  were 
up  1149c. 

And,  although  Akron,  Ohio  has 
no  television  station,  National 
Bakers  credits  sales  hikes  there  to 
TV.  Last  year  and  this,  most  of 
the  money  went  to  local  papers, 
yet  1950  sales  soared  77%  the  first 
six  months.  Company  advertising 
men  think  the  reason  is  that  Akron 
people  are  watching  television 
transmitted  from  nearby  Cleveland. 

Mr.  McDaniel,  one-time  commer- 
cial artist  who  also  worked  as  ad- 
vertising manager  for  Three  Sis- 
ters chain  stores,  places  TV  adver- 
tising on  every  available  station 
when  the  product  is  introduced  in 
a  market.  Schedules  are  revised 
every  four  weeks  on  the  basis  of 
sales,  and  are  made  up  two  or  three 
weeks  in  advance.  Actual  buying 
is  done  by  Mrs.  McDaniel,  the 
former  Sidonia  von  Kessell,  who 
directs  all  media. 


HOLLYWOOD  stars  Mono  Freeman 
(I)  and  Lizbeth  Scott  chat  on  location 
with  Charles  Byron  McDaniel,  vice 
president  and  director  of  advertising 
for  National  Bakers  Service. 
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NET  PRACTICES 


FCC  Reviewing  DuMont 
'Suggestions' 


INDICATION  that  FCC  is  reviewing  contractural  and  other  relations 
between  television  networks  and  station  licensees — including  their  pos- 
sible effect  of  restricting  programming  and  advertising — was  made  plain 
last  week  in  the  Commission's  reply  to  Allen  B.  DuMont  Labs.'  request 
for  FCC  intervention  in  settling  the     * —  


current  conflict  in  allocating  co- 
axial cable  time  (see  story  page 
69). 

In  FCC's  reply  to  the  DuMont 
letter,  both  made  public  last  week, 
the  Commission  stated  the  DuMont 
"suggestions  concerning  relations 
between  television  networks  and 
station  licensees  are  receiving  con- 
sideration and  you  will  be  advised 
with  regard  to  any  action  the  Com- 
mission may  take  in  the  matter." 

The  DuMont  letter,  dated  Aug. 
29,  claimed  the  "individual  licensee 
can  be  deprived  of  all  liberty  and 
freedom  of  action"  by  the  "con- 
finement of  cable  facilities  to  a 
single  network  with  resultant  de- 
struction of  network  competition." 

It  suggested  "for  consideration 
as  a  practical  solution  an  inter- 
pretation by  the  Commission  to  the 
effect  that  no  licensee  may  agree  to 
present  programs  of  a  single  net- 
work for  more  than  two  hours 
within  the  preferred  period  for  net- 
work broadcast  (8-11  p.m.)  unless 
the  balance  of  its  time  within  those 
periods  has  been  tendered  in  such 
order  as  the  licensee  may  desire 
to  the  remaining  three  national  net- 
works." All  time  outside  the  two 
hours  also  might  be  used  for  local 
broadcasts,  DuMont  said,  encour- 
aging "utilization  of  licensee  facil- 
ities to  meet  the  tremendous  de- 
mand by  local  advertisers  at  full 
card  rates." 

Reasons  Given 
DuMont  criticism  of  current  busi- 
ness practices  was  revealed  in  an 
outline  of  basic  reasons  it  held 
responsible  for  breakdown  of  the 
cable  allocation  negotiations.  These 
reasons,  given  AT&T  by  memoran- 
dum earlier,  were  related  to  FCC 
for  its  review  as  follows: 

1.  The  recognition  by  the  telephone 
company  of  requests  for  cable  time 
allocations  by  others  than  bona  fide 
networks  rendering  national  program 
service. 

2.  The  contention  of  NBC,  supported 
partially  by  Columbia,  that  it  is  cor- 
rect for  a  network  to  utilize  its  estab- 
lished affiliation  agreements  and  other 
economic  relationships  with  licensed 
broadcasters  to  commit  firmly  all  or 
most  of  its  desirable  hours  for  tele- 
vision broadcast  and  then  insist  upon 
allocation  by  the  telephone  .company 
based  upon  contractural  agreements  of 
the  licensed  affiliates. 

3.  Prior  assurances  to  licensees  that 
one  or  another  net  would  have  cable 
allocations  during  the  preferred  periods 
for  broadcasting  and,  therefore,  that 
time  for  other  net  programs  would  be 
unattainable. 

4.  Types  of  network  contracts  which 
call  for  a  large  number  of  periods  of 
"free"  time  from  affiliates  prior  to 
the  commencement  of  payment  by  the 
networks  to  the  affiliates  for  the  use  of 
their  facilities,  thus  compelling  local 
broadcasters  to-  concentrate  on  a  single 
network  if  they  are  to  obtain  any 
compensation.  (This  method  is  not 
applicable  to  DuMont  which  pays  for 
the  first  hour.) 

5.  A  policy  of  pre-agreement  on 
waiver  of  allocated  time  between  net- 
works under  which  one  network  would 
be  preferred  on  a  certain  circuit  leg 
and  the  agreeing  network  would  place 
only  selected  programs  on  that  leg, 
the  process  being  reversed  on  other 
legs. 
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DuMont  further  told  the  Com- 
mission there  are  "many  other  pro- 
gram continuity  relationships,  com- 
bined standard  broadcast  and  tele- 
vision agreements,  and  equally 
forceful  economic  pressures,  the  re- 
sult of  which  would  be  to  preclude 
satisfactory  program  service  except 
by  NBC  and  possibly  by  Columbia." 

The  letter  explained  these  prac- 
tices "are  not  attributable  solely  to 
the  desire  of  particular  networks 
to  secure  a  substantial  monopoly  of 
the  intercity  facilities.  There  may 
exist,  for  many  reasons,  long  stand- 
ing agreements  with  respect  to  the 
use  of  programs  by  several  non- 
related  broadcasters  located  on  the 
same  coaxial  cable." 

"Under  the  thesis  above  stated," 
DuMont  continued,  "such  a  group 
of  broadcasters,  with  or  without 
consultation  with  a  network,  could 
enter  into  agreements  with  regard 
to  the  network  and  programs  pre- 
ferred so  as  to  exclude  other  sta- 
tions on  the  same  cable  and  so  as 
to  preclude  the  use  of  the  facilities 
by  competitive  national  advertising 
desiring  entry  into  the  market 
served." 

Legislation  Necessary 

DuMont  observed  that  "remedy 
by  legislation  granting  the  Com- 
mission complete  jurisdiction  over 
networks,  particularly  with  respect 
to  monopoly,  may  be  necessary  but 
is  impractical  at  the  moment."  The 
letter  stated  it  would  appear  FCC 
has  sufficient  jurisdiction  through 
tariff  regulations  to  break  the  cable 
allocation  deadlock,  which  it  con- 
sidered the  immediate  need. 

DuMont,  however,  concluded  "a 
far  greater  need  exists  for  regula- 
tion of  monopoly  in  networks  in 
the  interest  of  full  development  of 
television,  fair  play  to  the  national 
advertisers  and  the  best  interests 
of  the  viewers  than  was  ever  appli- 
cable to  standard  broadcasts."  Du- 
Mont further  indicated  that  FCC 
"in  clarification  of  its  rules  gov- 
erning affiliation  and  in  recognition 
of  the  extreme  limitations  on  the 
number  of  stations  should  construe 
any  system  of  side  agreements 
which  results  in  the  exclusive  and 
extensive  acceptance  of  the  pro- 
grams of  only  one  network  as  in 
violation  of  the  exclusivity  rules." 


Toni  Signs  Godfrey 

TONI  Co.,  Chicago,  will  sponsor  a 
a  quarter-hour  segment  of  Arthur 
Godfrey  and  His  Friends  on  CBS- 
TV  Wednesday,  8-8:15  p.m.  EST, 
from  Sept.  27.  Agency  is  Foote, 
Cone  &  Belding,  Chicago.  The 
show,  to  be  carried  live  on  27  sta- 
tions and  by  kinescope  on  16,  re- 
places Toni  Twin  Time,  also  on 
CBS-TV. 


REVIEWiNG  plans  for  Showtime,  U.  S.  A.,  new  musical-dramatic  show  to 
be  presented  on  ABC-TV  by  Dodgs  dealers  starting  Oct.  1,  are  (I  to  r): 
Vinton  Freedly,  producer;  L.  L.  Colbert,  pres.  Dodge;  Winston  O'Keefe,  show 
dir.,  Ruthrauff  &  Ryan.  American  National  Theatre  and  Academy  is  supply- 
ing talent  for  the  show. 


DuMONT'S  new  30-inch  dark  screen 
cathode  ray  tube,  largest  now  made 
by  the  firm,  is  shown  by  Dr.  Thomas 
T.  Goldsmith  Jr.  (r),  research  direc- 
tor, Allen  B.  DuMont  Labs,  to  Chuck 
Tranum  on  the  letter's  Manhcsiian 
Spotlight  show  on  WABD  (TV)  New 
York  and  the  DuMont  Network. 


CONCLUSION  of  the  13th  show  in 
the  series  of  260  Capsule  Mysteries 
being  distributed  by  Charles  Michel- 
son  Inc.,  finds  Mr.  Michelson  (cen- 
ter), president  of  transcription  and 
film  firm,  congratulating  John  Ridg- 
ley  (I)  and  Joe  Devlin,  stars  of  the 
television  show. 


PRIOR  to  appearing  on  KGO-TV  San  Francisco  to  outline  plans  for  Northern 
California  civilian  defense,  California  Gov.  Earl  Warren  (center)  inspects 
control  panel  at  ABC's  TV  center  v/ith  David  Crandell  (I),  KGO-TV  pro- 
ducer-dirsctor,  and  Vie  Reed,  KGO-TV  manager  of  news  and  special  events. 

LEAVING  for  Chicago  to  compete  in  national  finals  of  "Miss  Television" 
contest,  Georgia  Reed  ("Miss  Baltimore  TV")  is  wished  bon  voyage  by 
(I  to  r):  Neal  Healy,  sales  manager,  American  Brewery,  sponsor  of  five-week 
eliminations  on  WAAM  (TV);  Jim  Hessenauer,  comptroller,  American  Brew- 
ery; Elmer  Free,  advertising  consultant,  American  Brewery;  Nick  Campo- 
freda,  WAAM  m.c.  and  Harry  Feldstein,  Cuff  &  Feldstein,  American  agency. 


Set  Makers'  Dilemma 

(Continued  from  page  69) 

version  of  all  circuits  to  bracket 
standards  in  early  November.  Some 
set  makers  were  violent  on  vi^hat 
they  felt  were  shotgun  tactics  by 
FCC. 

Others    took    the    FCC  action 
calmly   but  felt  the  Commission 
failed  to  give  due  weight  to  the 
practical  side  of  TV  manufacturing 
j     and  engineering.  Still  others  said 
the  whole  argument  was  academic 
I     in  view  of  the  anticipated  flood  of 
!     military  orders  for  electronic  gear. 
Many  members  of  RTMA  and  its 
board  felt  the  FCC  color  document 
had  misrepresented  the  industry's 
part  in  development  of  the  televi- 
sion art.  The  board  adopted  a  reso- 
lution authorizing  a  special  com- 
mittee "to  investigate  the  feasibil- 
ity   of    having    a  comprehensive 
study  prepared   on  the  technical 
contributions  of  the  industry  in  the 
development  of  television  and  fre- 
quency allocation  plans." 

President  Sprague  named  Dr.  W. 
R.  G.  Baker,  General  Electric  Co. 
j     vice  president,  to  head  the  special 
i     committee.  Dr.  Baker  is  director  of 
the  RTMA  Engineering  Dept.  and 
chairman  of  the  National  Televi- 
sion  Systems    Committee.  Other 
members  of  the  special  committee 
I     are  Dr.  Allen  B.  DuMont,  of  the 
[     Allen  B.  DuMont  Labs,  and  Presi- 
dent Sprague. 

Meanwhile,  FCC  last  week  re- 
plied to  Philco  Corp.'s  request  for 
"immediate  clarification"  of  tech- 


nical details  in  the  Commission's 
bracket  standards  proposal  [Tele- 
casting, Sept.  18].  Philco  ques- 
tioned how  the  switching  mecha- 
nism in  the  bracket  set  should  oper- 
ate and  what  was  to  be  done  about 
the  5%  hum  tolerance  in  present 
TV  sets.  Using  this  tolerance  with 
CBS  standards  might  cause  flicker, 
Philco  indicated.  FCC's  letter  stat- 
ed in  part: 

With  respect  to  interpretation  of 
paragraph  151  of  the  report,  relating 
to  bracket  standards,  the  Commission 
proposed  that  television  receivers 
would  be  capable  of  operating  any- 
where within  the  limits  specified.  In 
order  for  receivers  to  be  changed  in- 
stantaneously from  monocrome  stand- 
ards to  the  proposed  CBS  standards, 
receivers  would  be  provided  with  a 
manual  or  automatic  switch  having 
two  positions.  For  each  position  of 
the  switch,  service  controls,  plug-in 
components,  or  other  methods  should 
be  provided  so  that  the  receiver  can 
be  adjusted  to  operate  anywhere  within 
the  full  range  of  the  specified  brackets. 

With  respect  to  your  questions  con- 
cerning (1)  the  syncronizing  signal  to 
be  employed  for  values  other  than 
present  black-and-white,  and  (2)  the 
use  of  a  color  indexing  or  phasing 
pulse  to  permit  automatic  syncron- 
ization  of  the  color  disc,  as  you  know 
the  bracket  standards  in  the  Com- 
mission's Second  Notice  of  Further 
Proposed  Rule  Making  (FCC  50-1065) 
would  apply  only  to  black-and-white, 
and  the  Commission  has  not  to  date 
proposed  the  adoption  of  standards 
for  color.  Accordingly,  the  precise 
form  of  color  transmission  standards 
has  not  yet  been  announced  by  the 
Commission.  Under  the  alternative  pro- 
cedures set  forth  in  the  First  Report 
of  the  Commission,  shortly  after  Sept. 
29,  1950,  the  Commission  will  either 
adopt  final  standards  for  the  field 
sequential  color  system,  or  it  will  issue 
a  notice  of  further  proposed  rule  mak- 
ing proposing  to  adopt  standards  for 
that  color  system.  In  connection  with 
either  of  these  courses  of  action,  the 
Commission  will  determine  the  precise 
synchronizing  signals  to  be  employed 
with  the  field  sequential  color  system. 
Accordingly,  the  precise  answers  to 
your  questions  will  be  available  shortly 
after  Sept.  29,  1950. 

.  With  respect  to  the  hum  tolerance  of 
5%,  this  matter  has  not  been  fully 
determined.  However,  the  bracket 
standards  proposed  were  primarily  for 
consideration  in  television  receiver 
design  and  it  was  not  intended  to  pro- 
pose other  changes  in  the  transmis- 
sion standards  at  this  time. 

Many  Problems  Covered 

The  RTMA  board  acted  on  a  long 
list  of  industry  problems  at  its 
New  York  meeting,  which  included 
sessions  of  RTMA  committees,  divi- 
sions and  other  groups.  The  autumn 
industry  conference  was  held  Mon- 
day through  Wednesday  at  the 
Roosevelt  Hotel. 

On  recommendation  of  the  RTMA 
Set  Division  executive  committee, 
the  board  ordered  the  secretary  to 
distribute  among  all  association 
members  copies  of  a  proposed  code 
of  advertising  and  selling  ethics 
for  television  receivers.  Members 
will  be  asked  to  comment  on  the 
proposed  ethics. 

Drafting  of  the  proposed  code 
was  in  charge  of  the  RTMA  Sales 
Managers  Committee,  cooperating 
with  the  Better  Business  Bureau. 
The  RTMA  board  will  act  on  the 
code,  to  be  strictly  voluntary  in  its 
enforcement,  at  the  mid-November 
meeting. 

Funds  to  aid  in  promoting  the 
30th  anniversary  of  broadcasting 
were  appropriated.  The  event  will 
be  celebrated  during  National  Ra- 
dio &  Television  Week  Oct.  29- 
Nov.  4.  High  spot  of  the  celebra- 
tion is  the  nationwide  Voice  of 
Democracy  contest  for  high  school 
students. 

Recommending  appropriation  of 


ALLOCATION  PROBE 

FCC  Delays  General  Hearing 

FURTHER  hearing  in  FCC's  gen- 
eral TV  allocation  proceeding;,  here- 
tofore designated  to  commence  Oct. 
2,  was  postponed  to  Oct.  16  by  the 
Commission  last  week.  Although 
no  formal  request  for  delay  had 
been  filed,  FCC  apparently  post- 
poned the  hearing  because  its  Sept. 
29  deadline  for  indicating  manu- 
facturing plans  in  the  color  TV 
case  is  conflicting  with  partici- 
pants' adequate  preparation  for  the 
allocations  case. 

Meanwhile,  FCC  last  week  ac- 
cepted the  late  appearance  of 
KTUL-AM-FM  Tulsa,  Okla.,  in  the 
specific  allocation  portion  of  the 
TV  proceeding.  KTUL  seeks  re- 
allocation of  TV  Channel  8  from 
Muskogee  to  Tulsa,  Channel  21 
from  Russellville,  Ark.,  to  Musko- 
gee, allocation  of  Channel  35  to 
Russellville,  switch  of  Channel  13 
from  Enid  to  Tulsa  and  allocation 
of  Channel  19  to  Enid.  FCC  also 
granted  WNBW  (TV)  Washington, 
NBC-owned  station,  extension  of 
special  temporary  authority  to  test 
RCA's  color  system  from  Sept.  20 
to  Oct.  13.  [Telecasting,  Sept.  18]. 


the  funds  for  the  annual  industry 
week  was  the  RTMA  Advertising 
Committee,  of  which  Lee  Pettit, 
General  Electric  Co.,  Syracuse,  is 
chairman.  TV  sets  will  be  provided 
by  manufacturers  as  prizes  for 
many  local  Voice  of  Democracy 
contests. 

Accepting  a  report  by  the  Set 
Division,  the  board  authorized 
President  Sprague  to  name  a  spe- 
cial committee  to  confer  with  an 
industry  FM  Broadcasters  Com- 
mittee to  discuss  outlook  for  inclu- 
sion of  FM  circuits  in  TV  sets  as 
well  as  production  of  more  FM 
sets.  Head  of  the  FM  committee 
is  Morris  Novik,  radio  consultant 
for  several  CIO  FM  stations. 

Committee  Members  Named 

President  Sprague  named  H.  C. 
Bonfig,  Zenith  Radio  Corp.  vice 
president,  as  chairman  of  the  spe- 
cial committee.  Others  are  Leonard 
F.  Cramer,  vice  president  of  Allen 
B.  DuMont  Labs,  and  E.  H.  Vogel, 
marketing  manager  of  the  General 
Electric  Co.  electronics  department. 

Center  of  industry  discussion 
during  the  three-day  meeting  was 
the  efl'ect  of  military  requirements 
on  industry  operations.  The  Parts 
Division  executive  committee  and 
section  chairmen  voiced  the  belief 
that  the  parts  industry  generally 
will  be  able  to  meet  both  civilian 
and  military  requirements  for  elec- 
tronic components  during  the  bal- 
ance of  1950.  Presiding  at  the  di- 
vision session  was  Chairman  R.  G. 
Zender,  Lenz  Electric  Mfg.  Co., 
Chicago. 

With  plant  expansions  underway, 
resistor  manufacturers  believed 
that  industry  could  ease  the  pres- 
ent shortage  when  production  is 
increased. 

RTMA    will   publish   a  supple- 


mental study  on  the  effect  of  tele- 
vision on  attendance  at  professional 
baseball  games  during  the  past 
summer.  Conducting  this  study  is 
Jerry  N.  Jordan,  who  directed  the 
basic  report  on  "The  Long-Range 
Effect  of  Television  and  Other  Fac- 
tors on  Sports  Attendance." 

The  association,  on  the  basis  of  a 
membership  poll,  will  continue  its 
opposition  to  municipal  ordinances 
requiring  licensing  of  radio  and 
television  servicemen  as  proposed 
in  New  York  and  other  cities. 

A  second  representative  was 
named  on  the  board  of  the  Radio 
Parts  &  Electronic  Equipment 
Shows  Inc.  He  is  Herbert  W. 
Clough,  Belden  Mfg.  Co.  Already 
on  the  show  board  is  J.  J.  Kahn, 
Standard  Transformer  Corp. 

Standardization  Work 

Plans  were  discussed  for  publi- 
cizing the  fact  that  RTMA  has 
standardized  the  measurement, 
manufacturing  and  rating  units  of 
microphones,  speakers  and  ampli- 
fiers so  component  parts  are  inter- 
changeable. The  plan  will  be  han- 
dled by  the  Commercial  Equipment 
Committee,  headed  by  A.  K.  Ward, 
RCA  Victor  Division.  The  com- 
mittee will  meet  Oct.  6  in  New 
York. 

On  recommendation  of  the  Sales 
Managers  Committee,  under  C.  J. 
Hunt,  Stromberg-Carlson  Co.,  the 
RTMA  Engineering  Dept.  will  at- 
tempt to  standardize  cathode  ray 
tubes. 

Plans  to  aid  set  manufacturers 
by  means  of  market  research 
studies  were  approved  by  a  new 
research  committee  headed  by  W. 
H.  Rinkenbach. 

Meeting  with  Labor  Dept.  offi- 
cials will  be  held  Oct.  19  by  the 
Walsh-Healey  subcommittee  of  the 
RTMA  Industrial  Relations  Com- 
mittee. 


NEWS  INTEREST 

Spurred  by  TV,  Sullivan  Says 

TELEVISION  would  spur  the 
public's  appetite  for  news  details 
and  thus  help  newspaper  circula- 
tion, according  to  Matthew  G. 
Sullivan,  general  circulation  direc- 
tor of  the  Gannett  newspapers. 

Speaking  before  the  New  York 
State  Publishers  Assn.  fall  meet- 
ing at  Lake  Placid,  Sept.  19,  Mr. 
Sullivan  said  newspapers  need  not 
fear  competition  from  radio  and 
television  "so  long  as  publishers 
continue  to  produce  newspapers 
that  serve  their  readers  the  news 
of  the  community." 

He  said  listeners  to  the  radio  and 
TV  viewers  are  hungry  for  de- 
tails of  the  news  and  want  to  read 
about  it  in  the  newspaper. 


CINCINNATI  U.,  Cincinnati,  has  com- 
pleted installation  of  video  equipment 
with  facilities  comparable  to  com- 
mercial stations.  School  has  four- 
year  course  in  television  leading  to 
bachelor  of  fine  ,  arts  degree  in  radio 
education. 
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AFTER  the  premiere  of  Don  McNeill's  TV  Club  on  ABC-TV,  Gloria  Swanson 
and  Mr.  McNeill  (seated),  stars  of  the  debut,  compare  notes  with  James 
Carmine  (standing,  I),  executive  vice  president  of  Phiico  Corp.,  and  Mark 
Woods,  vice  chairman  of  the  board,  ABC.  Phiico  sponsors  the  hour-long 
telecast  Wednesday,  8-9  (CDT). 


TV  Equipment  Corp.  To  Build 

TELEVISION  Equipment  Corp.  an- 
nounced last  week  it  would  build 
Vericolor  industrial  color  TV 
equipment  for  CBS  and  Reming- 
ton Rand. 

The  agreement  between  CBS  and 
Remington  Rand  covering  manu- 
facturing and  marketing  of  the 
closed-circuit  color  TV  was  an- 
nounced several  weeks  ago  [TELE- 
CASTING, Aug.  21].  Television 
Equipment  Corp.'s  participation  in 
production  of  the  units  is  on  a 
subcontract  basis  from  Remington 
Rand  which,  according  to  the  basic 
agreement  with  CBS,  will  assume 
production  and  sales  operations  for 
Vericolor  while  CBS  supplies  de- 
sign and  testing. 

Meanwhile,  it  was  announced 
that  Vericolor  would  be  shown  at 
the  National  Business  Show  in  New 
York's  Grand  Central  Palace  Oct. 
23-28. 


ATLANTA  FETE 


City  Observes  TV  Week 

APPEARANCE  of  Burr  Tillstrom 
and  his  Kuklapolitan  Players  high- 
lighted Atlanta,  Ga.'s,  "Television 
Week"  which  concluded  Sept.  16. 
The  observance  heralded  extension 
of  the  coaxial  cable  to  Atlanta. 

The  Tillstrom  troup  gave  an 
hour-long  Kukla,  Fran  &  Ollie  pro- 
gram on  NBC  affiliate  WSB-TV 
and  also  presented  three  shows  at 
Rich's  Department  Store.  The 
Georgia  capital  is  scheduled  to 
receive  network  "live"  programs 
starting  Sept.  30  upon  completion 
of  final  cable  connections. 


ATS  MEETINGS 

Film  Forum  Opens  Season 

REGULAR  meetings  of  the  Amer- 
ican Television  Society  will  be  re- 
sumed with  a  forum  on  the  topic 
"Is  Film  the  Answer  to  Network 
Television,"  Tuesday,  Sept.  26,  8 
p.m.,  at  the  New  York  Advertising 
Club. 

NBC,  CBS,  ABC,  DuMont,  Tele- 
vision Productions  Inc.,  Jerry  Fair- 
banks Inc.  and  Larry  Gordon 
Studio  will  demonstrate  film  meth- 
ods. During  the  1950-51  season 
the  society  plans  to  hold  both 
evening  forums  and  luncheon  meet- 
ings. 


TV  Studios  Opened 

WITH  new  equipment  costing  ap- 
proximately $100,000,  Columbia 
College,  Chicago,  has  opened  tele- 
vision studios  coincident  with  the 
beginning  of  the  school's  fall  term. 

New  equipment  incorporated  in 
the  studios  includes  cameras,  audio 
and  lighting  facilities.  "Hereto- 
fore," said  President  Norman  Alex- 
androff,  "persons  entering  televi- 
sion have  almost  been  on  their  own. 
But  now  they  will  be  able  to  start 
their  careers  with  a  careful  and 
professional  education." 


ARMY-Navy  football  classic  to  be 
carried  on  theatre  TV,  Fabian 
Theatres,  N.  Y.,  announces. 


Ziv  Sets  TV  Contracts 

ZIV  Television  Programs  Inc.  has 
sold  its  filmed,  syndicated  Yester- 
day's Newsreels  to  Southern  Bis- 
cuit Co.  on  WMAL-TV  Washing- 
ton, WTVR-TV  Richmond  and 
WBTV  (TV)  Charlotte,  N.  C,  and 
Manor  House  Coffee  on  WBKB 
(TV)  Chicago;  Dayton  Power  & 
Light  Co.  on  WHIO-TV  Dayton; 
H.  G.  Hill  Stores  on  WDSU-TV 
New  Orleans,  and  Oil  Institute  on 
WMAR-TV  Baltimore. 


TVA  TACTICS 

Withdraws  Amending  Petitiol 

NEW  TACTICS  were  introduc(| 
by  Television  Authority  in  its  j 
risdictional  struggle  with  tl 
Screen  Actors  Guild  at  a  meetir 
last  week  in  New  York  of  repr 
sentatives  of  the  unions,  network 
and  the  NLRB. 

Moving  to  focus  first  upon  ne 
work  talent,  George  Heller,  TV 
national  executive  secretary,  a 
nounced  withdrawal  from  NLR 
of  TVA's  amending  petition  [Tel 
CASTING,  Aug.  28]  for  certificatic 
as  bargaining  agent  of  talent  en 
ployed  by  film  producers,  and  pro 
ably  withdrawal  for  talent  er 
ployed  by  advertising  agencies  ar 
sponsors. 

Purpose  of  Move 

Purpose  of  the  action  was 
facilitate  early  adjudication  < 
TVA's  claim  to  present  all  T 
talent  on  the  networks,  with  whic 
the  union  is  currently  negotiatir 
in  a  limited  sphere  [Telecastin 
Sept.  18].  In  the  negotiations, 
is  said,  TVA  is  reserving  a  fin; 
veto,  in  whole  or  part,  on  ar 
agreement  reached.  Thus,  if  NLR 
certifies  TVA  as  sole  bargainir 
agency  for  network  talent  befo: 
present  negotiations  conclude,  ta 
ent  on  shows  kinescoped  for  latt 
use  only  will  be  included  in  t' 
contract,  it  is  believed.  Talent  c 
live  shows  and  those  simultaneou, 
ly  kinescoped  are  within  the  scoj 
of  present  discussions,  by  agre 
ment  with  SAG. 

Meanwhile,  TVA  intervenir 
petitions  against  jurisdictional  p 
titions  filed  by  SAG  with  tl 
NLRB  remain  active,  and  TV. 
may  at  any  time  reinstitute  ii 
petitions  relating  to  film  producer 
advertising  agencies  and  sponsor 
Accordingly,  the  withdrawals  I 
TVA  do  not  constitute  any  reli 
quishment  of  claim. 


HAVANA  VISITORS 

Study  N.Y.  TV  Operatior 

A  FLYING  vist  to  New  York  wa 
made  last  week  by  a  team  of  1 
staff  writers,  announcers,  new 
commentators  and  program  dire( 
tors  from  Union  Radio's  new  T 
station  in  Havana,  Cuba.  Purpos 
of  trip  was  to  study  New  York  T' 
operations,  since  the  Havatia  st£ 
tion  is  scheduled  for  opening  Oc 
15. 

RCA  International  Divisioi 
which  supplied  transmitter  an 
studio  equipment,  entertained  th 
visitors  at  a  luncheon  in  the  Savo 
Plaza,  New  York,  Sept.  19. 

Members  of  the  group,  heade 
by  Caspar  Pumarejo,  A  director  o 
Union  Radio,  were:  Rene  Molim 
Mr.  and  Mrs.  Rafael  Ramirez,  Mrs 
Cuqui  Ponce  de  Leon ;  Miss  Maruj 
Garcia,  Carlos  Robreno,  Dr.  Sar 
Rodriquez,  Castor  Vispo,  Franco! 
Bagner,  Esteban  Sainz  Pujol,  Mis 
Maria  Julia  Casanova,  Juan  Go 
zalez  Ramos  and  Oscar  Hernande: 
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As  a  sportswiiter  for  twenty-five  years,  Jimmy 
Pow  ers  learned  how  to  write  to  interest  people. 
His  newspaper  column  "The  Powerhouse"  has  had 
a  readership  rating  of  63%  Men,  13%  Women — 
probably  the  highest  rating  of  any  sportsuTiter. 

As  a  radio  commentator  for  the  last  ten  years, 
Jimmy  Powers  learned  how  to  talk  to  interest 
people.  He's  one  of  the  best  liked,  most  respected 
and  Kstened-to  of  the  sportscasters. 

On  TV,  Powers  was  a  natural ...  an  audience 
grabber  from  the  start,  and  an  action  getter  for 
sponsors.  Powers  sells  for  sponsors  because  he 
knows  how  to  sell  people  . . .  And  he's  only  one 
of  the  scheduled  staples  on  wpex — the  station 
where  TV  is  a  proven  sales  mediimi.  Ask  any 
WPix  man  to  show  you  his  successful  case  histories ! 

wpix  has  the  world's  richest  metropohtan 
market,  with  the  highest  TV  reception — more  than 
1,400,000  sets  among  4,000,000  families  . . .  and  a 
record  of  getting  results.  Whether  you're  getting 
yoiu:  feet  wet  in  TV  for  the  first  time  ...  or  want 
to  try  out  a  network  program  . . .  WPix  is  the  place 
to  learn  how  to  use  TV  properly,  and  profitably! 

WPIX,  the  New  York  News  station  .  .  . 
220  E.  42nd  St.,  New  York  City,  MU  2-1234 
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Starch  Surveys 
Commercial  Likes 

(Report  130) 


SURVEY  by  Daniel  Starch  &  Staff 
Tias  sTiown  that  83%  of  television 
set  owners  like  TV  commercials 
better  than  radio  commercials,  the 
research  company  announced  last 
week. 

Less  than  2%  liked  radio  adver- 
tising better  than  TV.  The  other 
15%  saw  little  preference  between 
TV  and  radio  commercials. 

Most  of  those  objecting  to  TV 
commercials  directed  their  dislike 
toward  local  commercials,  especial- 
ly those  on  participating  programs 
which  were  felt  to  be  too  frequent 
and  too  long,  the  Starch  report 
said. 


KNBH  (TV)  Los  Angeles 
Sets  New  Rates 

NEW  RATES,  representing  an  in- 
crease of  33%,  were  announced  last 
week  by  KNBH  (TV)  Los  Angeles. 

In  Class  A  time  (7-10:30  p.m., 
Mon.-Sun.)  an  hour  becomes 
$1,000.  One-minute  live  or  filmed 
announcements  are  set  at  $165  in 
the  time  period.  Class  B  time 
(5-7  p.m.,  Mon.-Sat.;  10:30-11  p.m., 
Mon.-Sun.;  1-7  p.m.,  Sun.)  becomes 
$750  for  an  hour  and  $125  for  an- 
nouncements. An  hour  in  Class  C 
time  (all  other  times)  becomes 
$500;  announcements,  $85. 

Program  advertisers  will  be 
given  six  months'  protection  at 
present  rates  while  announcement 
advertisers  get  three  months'  pro- 
tection. 


WTMJ-TV  Milwaukee 
Extends  Operating  Hours 

EIGHTY  hours  of  programming 
will  be  telecast  weekly  by  WTMJ- 
TV  Milwaukee,  Wisconsin's  only 
video  station,  by  Oct.  1.  The  sta- 
tion will  carry  49.5  hours  of  shows 
each  week  from  the  four  video  net- 
works and  also  will  extend  its  local 
schedule.  For  the  first  time, 
WTMJ-TV  goes  into  Saturday 
morning  programming,  starting  at 
9  a.m.  instead  of  the  current  3 
p.m.  Sunday  shows  will  go  on  the 
air  two  hours  earlier,  at  noon,  and 
morning  telecasts  on  Sunday  are 
being  planned  for  later  in  the  fall. 
Daily  shows  have  a  45-minute 
earlier  sign-on,  now  at  1  p.m. 


Nielsen  Reports 

On  August  Televiewing 

TOP  August  television  program  in 
number  of  homes  reached  was  Stop 
the  Music,  according  to  national 
ratings  released  last  week  by  A.  C. 
Nielsen  Co.  In  point  of  popularity, 
Nielsen  showed  Toast  of  the  Town 
in  top  position. 

National  Nielsen  Ratings  of  the 
top  television  program  for  August 
are  reported  as  follows: 

AUDIENCE  DELIVERED 

Number  of  TV  Homes  Reached  In 
Program   Cities  Surveyed 

RANK  PROGRAM 

1        Stop  the  Music  (Lorillard) 


HOMES 

RANK 

vww; 

2 

Ford  Star  Revue 

1,722 

3 

Toast  of  the  Town 

1,710 

4 

Lone  Ranger  (Thu.) 

1,499 

5 

Big  Story 

1,446 

6 

Kraft  TV  Theatre 

1,393 

7 

Calvalcade  of  Stars 

1,299 

8 

Original  Amateur  Hour 

1,299 

9 

Stop  the  Music  (Admiral) 

1,191 

10 

Break  the  Bank 

1,136 

PROGRAM  POPULARITY 

Percent  of  TV  Homes  Reached 

In 

Program  Cities  Surveyed 

HOMES 

RANK 

PROGRAM 

(%) 

1 

Toast  of  the  Town 

35.7 

2 

Stop  the  Music  (L^illcrd) 

32.6 

3 

Ford  Star  Revue 

29.7 

4 

Lone  Ranger  (Thu.) 

28.8 

5 

Big  Story 

27.0 

6 

Cavalcade  of  Stars 

25.9 

7 

Original  Amateur  Hour 

25.8 

8 

Stop  the  Music  (Admiral) 

25.5 

9 

Kraft  TV  Theatre 

24.5 

10 

Break  the  Bank 

23.5 

HOMES 
(000) 
1,828 


Guide-Post  Survey 
Pittsburgh  Set  Ownership 

ONE  out  of  every  five  homes  in 
Allegheny  County,  Pa.  (Pitts- 
burgh), now  has  a  television  set, 
according  to  a  survey  released  last 
week  by  Guide-Post  Research. 
While  20%  of  the  families  within 
the  county  were  found  to  have  sets, 
28%  of  those  living  inside  the 
Pittsburgh  city  limits  reportedly 
have  television.  Within  the  county, 
22%  of  the  families  with  income 
of  over  $3,500  a  year  have  a  set, 
compared  to  17%  ownership  among 
families  with  lower  income. 

Radio  ownership  was  found  to  be 
(Continued  on  page  82) 


Weekly  Television  Summary — September  25, 


1950,  Telecasting  Survey 


City 

Albuquerque 

Ames 

Atlanta 

Baltimore 

Binghamton 

Birmingham 

Bloomington 

Boston 

Buffalo 

Charlotte 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas, 

Ft.  Worth 
Davenport 

Quad  Cities 
Dayton 
Detroit 
Erie 

Ft.  Worth- 
Dallas 

Grand  Rapids 

Greensboro 

Houston 

Huntington- 
Charleston 

Indianapolis 

Jacksonville 

Johnstown 

Kalamazoo- 
Battle  Creek 

Kansas  City 

Lancaster  * 

Lansing 

Los  Angeles 


Outlets  On  Air 

KOB-TV 

WOl-TV 

WAGA-TV,  WSB-TV 

WAAM,  WBAl-TV,  WMAR-TV 

WNBF-TV 

WAFM-TV,  WBRC-TV 
WTTV 

WBZ-TV,  WNAC-TV 

WBEN-TV 

WBTV 

WBKB,  WENR-TV,  WGN-TV,  WNBQ 
WCPO-TV,  WKRC-TV,  WLWT 
WEWS,  WNBK,  WXEL 
WBNS-TV,  WLWC,  WTVN 

KRLD-TV,  WFAA-TV,  WBAP-TV 
WOC-TV 

Include  Davenport,  Moline,  Rock  Island, 
WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV 
WICU 

WBAP-TV,  KRLD,  WFAA-TV 

WLAV-TV 

WFMY-TV 

K  PRC-TV 

WSAZ-TV 
WFBM-TV 
WMBR-TV 
WJAC-TV 

WKZO-TV 
WDAF-TV 
WGAL-TV 
WJIM-TV 

KECA-TV,  KFI-TV,  KIAC-TV,  KNBH, 
KTLA,  KTSL,  KTTV 


Number  Sets 
4,550 
14,285 
55,000 
207,729 
20,400 
21,200 
10,600 
489,942 
120,464 
25,511 
568,063 
157,000 
287,498 
86,000 

70,958 
18,373 
East  Moline 

106,000 
306,420 
38,700 

70,958 
47,846 
19,500 
37,903 

20,100 
71,250 
15,000 
30,175 

38,075 
50,542 
58,884 
28,500 
693,369 


City 

Louisville 
Memphis 
Miami 
Milwaukee 
Minn.-St.  Paul 
Nashville 
New  Haven 
New  Orleans 
New  York 

Newark 
Norfolk 

Oklahoma  City 

Omaha 

Philadelphia 

Phoenix 

Pittsburgh 

Portland,  Ore. 

Providence 

Richmond 

Rochester 

Rock  Island 

Quad  Cities 
Salt  Lake  City 
San  Antonio 
San  Diego 
San  Francisco 
Schenectady 

Albany-Troy 
Seattle 
St.  Louis 
Syracuse 
Toledo 
Tulsa 

Utica-Rome 
Washington 
Wilmington 


Outlets  On  Air 

WAVE-TV,  WHAS-TV 

WMCT 

WTVJ 

WTMJ-TV 

KSTP-TV,  WTCN-TV 

WNHC-TV 
WDSU-TV 

WABD,  WCBS-TV,  WJZ-TV,  WNBT 
WOR-TV,  WPIX 

WATV  Inc. 

WTAR-TV 

WKY-TV 

KMTV,  WOW-TV 
WCAU-TV,  WFIL-TV,  WPTZ 
KPHO-TV 
WDTV 


WJAR-TV 
WTVR 
WHAM-TV 
WHBF-TV 

Include  Davenport,  Moline,  Rock  Island, 
KDYL-TV,  KSL-TV 
KEYL,  WOAI-TV 
KFMB-TV 

KGO-TV,  KPIX,  KRON-TV 
WRGB 

KING-TV 
KSD-TV 

WHEN,  WSYR-TV 

WSPD-TV 

KOTV 

WKTV 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG 
WDEL-TV 


Number  Seti 
45.70S 
49,278 
35,50C 
145.557 
121,401 
1,50( 
95,50C 
34,34t 
1,535,00( 

N.  Y.  estimate 
29,365 
42,25' 
33,91; 
565,00( 
16,15C 
133,00( 
97J' 
78,98( 
39,92( 
48,63' 
18,37; 

East  Moline 

25,30( 
26,82< 
56,80( 
74,82( 
99,5r 

37,81 
165,51 
63,3: 
53,001 
40,1  I 
22,1  ;i 
160,5 
42,77 


*  Lancaster  and  contiguous  areas.  Total  Markets  on  Air  62  Stations  on  Air  106  Sets  in  Use  7,640,36 

Editor's  Note:  Source  of  set  estimates  are  based  on  data  available  from  dealers,  distributors,  TV  Circulation  committees,  electric  compani- 
and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.'  Total  sets  in  all  areas  i 
necessarily  approximate. 
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WHIO 


'Dayton's  FIRST  Television  Station' 


a1 


WORLD  of  FASHION" 


Monday  through  Friday  at  1 :30  P.M.,  vivacious  Judy 
King,  former  Hollywood  starlet,  discusses  fashion 
beauty  news,  jewels,  travel  news  and  a  host  of  other 
feminine  subjects  with  an  ever-growing  audience  of  avid 
Miami  Valley  viewers.  They  enjoy  Judy's  interviews  with 
guest  stars  and  celebrities.  If  you  have  clothing,  jewelry, 
cosmetics,  toiletries,  unusual  gifts  or  any  other  product 
of  particular  interest  to  women,  let  Judy  sell  it  for  you. 


rr 


BUD  BALDWIN  SHOW" 


"Bud"  Baldwin,  popular  WHIO  disc  jockey,  now  has  his 
own  television  program  at  3:00  P.M.  Monday  through 
Friday.  "Bud"  is  famous  for  his  salesmanship.  He  makes 
a  big  hit  with  the  ladies!  Let  him  put  your  product  across 
for  you  in  Dayton  and  the  Miami  Valley. 

// 


Id 


'jUpy'or 

>^  Sell  vour 


■3UP 


Sell  your  product  for  you  in 
Dayton  and  the  Miami  Valley 


^^nr  Co. 


CBS.  ABC  DuMon*  Best  Show. 
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7  950  CENSUS 
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'394,025^ 


MEMPHIS 

now 
26th 
city 

in  nation 

•  • .  a  decade  gain  of  over  100,000 


The  1950  preliminary  census  report 
is  in,  and  shows  Memphis  with  a 
population  of  394,025,  a  gain  of 
100,000  since  the  1940  census. 
•  Memphis  takes  its  place  with  the 
— ^reattr  Metropolitan  centers  of  the 
nation,  ranking  above  such  cities 
as  Atlanta,  Louisville  and  Oakland. 

Today,  more  than  ever  before, 
Memphis  is  a  market  of  real  stature. 
And  WMCT,  now  delivering  more 
than  44,000  television  homes,  is 
selling  these  homes  with  outstanding 
network  and  local  programs.  Call 
your  nearest  Branham  office  NOW 
for  availabilities. 


Over  44.finn  sets 
in  xise  now,  ac- 
cordint;  to  latest 
distributor  fii<- 
ures. 


HERE'S  HOW  THEY  RANK 


Itar 

k  city 

1910 
Popul.-illcn 

1950 
Population 

26 

MEMPHIS 

292,942 

394,025 

27 

Oakland,  Cal. 

3112,163 

382,463 

28 

Columbus, 
Ohin 

306,087 

373,821 

29 

Louisville 

319,077 

371,8.59 

311 

I'oi  llarid 

305.394 

371,0119 

31 

Rochester 

324,97.5 

331.292 

32 

Atlanta 

302.288 

326,962 

33 

San  Diego 

203.341 

321,485 

34 

St.  Paul 

287,736 

310.155 

35 

Toledo,  Ohio 

282,349 

3(11.372 

3fi 

jersey  City 

301,173 

300.447 

37 

Birrninghant 

267,.583 

298,747 

38 

Fori  Worth 

177,662 

277,049 

39 

Akron 

244,791 

273,189 

*i 

Providence , 

253,504 

254,1127 

R.  I. 

41 

Omaha 

223,844 

247,397 

42 

Miami 

172,172 

247,262 

43 

Long  Beach 

164,271 

243,921 

Cal. 

44 

Dayton 

210,718 

243,108 

4.'i 

Oklahoma  City 

204,424 

242,450 

46 

Rif  hmond 

193,042 

229,897 

47 

Syracuse,  N,  Y 

205,967 

220,067 

48 

Worcester, 

193,694 

201,875 

Mass. 

49 

Jacksonville 

173,065 

198,880 

Fla. 

50 

Norfolk,  Va. 

144,332 

182,377 

WMCTi^ 


The  above  figures  repre- 
sent the  preliminary  1930 
census  reports  for  each 
listed,  in  comparison  with 
fix  u  res. 


WMC  •  WAACF  •  WMCT 


National  Representatives 

The  Branham  Company 


Owned  and  operated  by  the  Commercial  Appeal 

CHANNEL     4  •  MEMPHIS 

AFFILIATED     WITH  NBC 

Also  af.iliated  with  CBS,  ABC  and  DUMONT 


SMPTE  MEET 


TV  Progress  Discussions 
Set  for  Oct.  16-20 


HIGHLIGHTED  by  discussions  of  the  latest  steps  in  the  progress  of 
television,  the  68th  semi-annual  convention  of  the  Society  of  Motion 
Picture  and  Television  Engineers  will  be  held  Oct.  16-20  at  the  Lake 

Placid  Club,  Lake  Placid,  N.  Y.  *  

The  advances,  including  a  new 
system  for  TV  studios  and  a  better 
arrangement  of  studios  for  new 
applications  of  television  in  in- 
dustry, business,  education  and  re- 
search, will  be  described  by  New- 
land  F.  Smith  of  WOR-TV  New 
York,  where  the  system  was  worked 
out. 

Mr.  Smith's  description  will  be 
contained  in  one  of  four  technical 
papers  scheduled  for  the  opening 
sessions.  Other  papers  will  be 
presented  by  W.  L.  Norvell,  of 
Remington  Rand  Inc.,  who  will  dis- 
cuss uses  of  TV  in  Army,  industrial 
and  educational  fields;  H.  M.  Gurin 
of  NBC  on  "Lighting  Methods  for 
Television  Studios,"  and  Dr.  Peter 
Goldmark  of  CBS,  on  "Color  Tele- 
vision." 


report  of  the  joint  RTMA-SMPTE 
committee  on  television  film  equip- 
ment by  F.  N.  Gillette,  committee 
chairman. 

Tuesday  afternoon,  J.  L.  Sheldon, 
of  the  Corning  Glass  Works,  will 
give  a  paper  on  "Characteristics  of 
All-Glass  Television  Tubes,"  and 
L.  W.  Morrison,  Bell  Telephone 
Labs,  a  paper  on  "Wire  Transmis- 
sion in  Telephone  Areas." 


Tuesday  Session 

The  Tuesday  morning  session 
will  be  devoted  entirely  to  tele- 
vision film.  Jerry  Fairbanks,  Holly- 
wood producer,  will  describe  the 
"Multicam  Process,"  new  technique 
of  motion  picture  filming,  in  a  paper 
entitled  "Motion  Picture  Produc- 
tion for  Television." 

At  the  same  session,  papers  will 
be  presented  on  "Engineering  As- 
pects of  Teletranscriptions,"  by 
Thomas  T.  Goldsmith  Jr.,  of  the 
Allen  B.  DuMont  Labs,  and  "Dy- 
namic Transfer  Characteristics  of 
a  Television  Film  Camera  Chain," 
by  W.  K.  Grimwood  and  T.  G. 
Veal,  of  the  Kodak  Research  Lab- 
oratory.  Also  featured  will  be  the 


ATOSMC  MENACE 

Mitchell  Assoc.  Plans  Film 

FILM  entitled  "What  To  Do  When 
the  Bombs  Come,"  treating  the 
atomic  bomb  menace,  is  being 
planned  by  Mitchell  Film  Assoc. 
Inc.,  New  York,  according  to  Col. 
Curtis  Mitchell,  president  of  the 
documentary  film  producing  firm. 

The  film  will  be  distributed  on  a 
non-profit  basis  to  television  sta- 
tions, theatres,  clubs  and  all  inter- 
ested organizations.  It  will  be  in 
both  35mm  and  16mm  size. 

Col.  Mitchell  said  the  film  will 
present  many  of  the  facts  included 
in  The  Effects  of  the  Atomic  Bomb, 
published  by  the  government,  plus 
a  program  for  community  protec- 
tion and  individual  survival. 

Mitchell  researchers  are  con- 
sulting with  the  Dept.  of  Defense, 
National  Resources  Security  Board, 
mobilization  unit  of  the  Dept.  of 
Commerce,  and  other  government 
agencies.  In  addition.  Col.  Mitchell 
stated,  cooperation  is  being  sought 
from  the  National  Conference  of 
Governors,  directors  of  Civil  De- 
fense in  each  state,  and  originators 
of  the  Cambridge  Plan  in  Massa- 
chusetts. Col.  Mitchell  was  deputy 
director  of  information  for  the 
Dept.  of  Defense  in  1949. 


CENTER  THEATRE 

NBC  Dedication  Sept.  25 

CELEBRATION  of  the  opening  of 
New  York's  Center  Theatre,  Rocke- 
feller Center  Playhouse,  as  NBC- 
TV  studios,  will  take  place  Mon- 
day, Sept.  25  (8:30  p.m.)  over 
NBC-TV  and  radio.  * 

The  Voice  of  Firestone,  oldest 
coast-to-coast  musical  show  on 
NBC,  will  be  the  featured  simul- 
cast, with  baritone  Thomas  L. 
Thomas  as  guest  soloist  and  or- 
chestra directed  by  Howard  Bar- 
low. Acting  Mayor  Vincent  R. 
Impellitteri  will  also  be  among  the 
prominent  guests  taking  part  in 
the  dedication  proceedings.  The 
theatre  seats  3,000. 


GRIDIRON  CLUB 

Promotes  KTTV  Gridcasts 


TO  STIMULATE  filled  bleachers 
at  the  coming  USC  and  UCLA 
football  games  to  be  telecast  by 
KTTV  (TV)  Los  Angeles,  and  to 
assure  the  future  of  sports  on  TV, 
a  non-profit  organization,  the 
Gridiron  Club,  has  been  formed  in 
Los  Angeles  by  Hoffman  Radio 
Corp.  (the  latter  will  sponsor  all 
home  game  telecasts  of  Pacific 
Coast  Conference  schools,  including 
USC  and  UCLA. 

Club's  Theme 

Theme  of  the  group's  member- 
ship drive,  recently  opened,  is 
"Send  a  kid  to  the  Coliseum  and 
keep  college  football  on  television." 
Membership  in  the  club  is  open  to 
any  fan  who  contributes  the  price 
of  a  reserved  seat  ticket  (at  $2.50, 
$3  or  $5)  to  any  of  the  two  college 
teams  or  buys  the  football  tickets 
through  the  facilities  of  the  Grid- 
iron Club  which  has  opened  ticket 
agencies  in  every  major  television 
store  in  Southern  California. 

Tickets  are  to  be  distributed  to 
worthy  youngsters  or  service- 
men. The  Bureau  of  Social  Service 
is  assisting  the  club  in  selecting 
youth  welfare  groups  to  receive 
contributed  tickets. 


ALL  52  members  of  WTVJ  (TV 
Miami  staff  undergoing  training  il. 
camera  operation,  lighting  control 
mike  boom  prpcedure,  etc.,  to  insur- 
adequately  trained  studio  personne: 
in  case  of  draft  for  armed  forces. 
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What's  New  in 
Television  ? 

Take  a  Look  at 
WPTZ! 


<^/7c/  -then 

t:here  were  fr>ur  f 


W'HEN  we  started  to  write  this  piece,  WPTZ 
was  readying  a  Thursday  night  edition  of  its 
popular  "Carol  Calling"  program,  a  half-hour  variety 
show  with  Carol  Reed's  songs  and  talented 
guest  performers. 

Original  plans  called  for  six  one-minute  participa- 
tions, and  we  were  all  set  to  tell  you  about  all  six  of 
them.  But  apparently  our  typewriter  is  wired  for 
sound.  Two  sponsors  already  have  signed  on  the 
dotted  line,  although  the  program  has  yet  to  be 
offered  to  anyone.  Wise  advertisers  know,  however, 
that  WPTZ  only  airs  programs  when  they're  ready. 
And  the  Thursday  night  "Carol  Calling"  is  ready. 
Here  is  a  nicely  paced  variety  program,  featuring 


television's  best  saleswoman,  Carol  Reed.  Scheduled 
from  11:30  to  midnight,  immediately  after  the  highly 
rated  "Mystery  Hour",  "Carol  Calling"  brings  out 
all  the  reasons  why  Miss  Reed  is  known  as  "Phila- 
delphia's First  Lady  of  Television". 

There  still  are  four  openings  in  "Carol  Calling". 
Hitch  your  wagon  to  one  of  these  selling  stars,  if  you 
really  want  results  in  the  Philadelphia  market. 

Give  us  a  call  here  at  WPTZ,  or  see  your  NBC 
Spot  Sales  Representative.  You'll  be  delighted  how 
far  your  dollar  will  go  when  it's  "Carol  Calling". 

PHILCO  TELEVISION  BROADCASTING  CORPORATION 
1800  Architects  Building  •  Philadelphia  3,  Penna. 

Telephone:  LOcusI  4-2244 


WPTZ 


FIRST    IN    TELEVISION    IN  PHILADELPHIA 


NBC 


TV-AFFILIATE 
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FILM  & 
PRODUCTION 
SERVICES 


LUUH 


ALEXANDER  FILM  CO. 

(producers  of  short-length 
films  since  1919) 


S.DDD  TOP-OUALITY  COMMERCIALS 

LnW-CDST  RENTAL  SERVICE 
COMPLETE  PRODUCTION  FACILITIES 
FDR  ANIMATED  AND  LIVE  ACTION 
COMMERCIALS 

WIRE  OR  WRITE 


COLORADO  SPRINGS 


ATLAS  FILM  CORPORATION 

ESTABLISHED  1913 

CREATORS  and  PRODUCERS 
of 

TELEVISION  COMMERCIALS 

iill  SOUTH  BOULEVARD 
Oak  Park,  Illinois 

IHICABQ:  AUSTIN  7-3620 


SARRA,  INC. 


TELEVISIDN  CDMMERCIALS 


MDTIDN  PICTURES 


SOUND  SLIDE  FILMS 


NEW  YORK  -  CHICAGO 
HOLLYWOOD 


TELEFILM,  INC. 

COMPLETE  FILM  PRODUCTION 
FOR 

TV  SPOTS-PROGRAMS 

All  Production  Steps 
In  One  Organization 

6039  HOLLYWOOD  BLVD. 
HOLLYWOOD  28,  CALIF. 

HOLLYWOOD  9-7205 


BRAY  STUDIOS,  INC. 

EXTENSIVE  LIBRARY  OF 
FILMS 

(INCLUDING  CARTOONS) 

Available  for  Television 

SEND  FOR  CATALOG 

729  SEVENTH  AVE..  NEW  YORK,  19 


TELESCRIPTIONS 

ANIAAATED  AND  LIVE  ACTION 
FILAA  SPOTS 

20-SEC0ND  AND   I  MINUTE 

823  VICTOR  BUILDING 
WASHINGTON,  D.  C. 

STERLING  4650 


Save  Time! 
Low  Cost 


Save  Money! 
Higli  Powered 


FILM  COMMERCIALS 

"Finest  in  Film  Sinte  1937" 
LABORATORY 

FAST  72  HR.  SERVICEI 
WALNUT  21S4- 

FILM  ASSOCIATES,  INC. 

440  E.  Schantz  Ave.  Dayton  9,  Ohio 


VIDEO  VARIETIES  CORP. 

TELEVISION   PROGRAM  FILMS 
TELEVISION  CDMMERCIALS 
BUSINESS  MOVIES 
SLIDE  FILMS 
-FROM  SCRIPT  TO 
FINISHED  PRINT 
OWNERS  AND   DPERATDRS  OF 
WEST  COAST  SOUND  STUDIOS 
SIQ  W.  57TH   STREET,   N.  Y.  C. 

WITH  EXPERIENCED  MANPOWER 
AND  COMPLETE  FACILITIES 


41  E.  50TH  ST.,  NEW 

MURRAY  HILL  B-1162 


GRAY— O'REILLY 

COMMERCIAL  SPOTS 
FOR  TELEVISION 

480  LEXINGTON  AVE. 
NEW  YORK 

PLAZA  3-1531 


RKO  PATHE,  INC. 

624  MADISON  AVE. 

NEW  YORK,  N.  Y. 


PLAZA  9-3600 


BROADCASTING -TELECASTING 

FILM  &  PRDDUCTIDN 
DIRECTORY 
IS  PRINTED  THE 
LA5T  ISSUE  DF 
EACH  MONTH 

GUARANTEED  PAID  CIRCULATION 
EXCEEDS  15,000 


film  report 


JERRY  FAIRBANKS  Inc.,  Holly- 
wood, announces  plans  to  go  into 
production  of  color  TV  films.  Plans 
are  for  full  scale  color  filming  first 
of  next  year.  TV  spots  in  color 
available  now  in  16mm  Kodachrome 
or  3.5mm  Ansco  and  Eastman.  .  .  . 
Norman  Vizents,  director-producer, 
George  Pal  Productions,  Holly- 
wood, to  TV  Ads  Inc.,  Los  Angeles, 
as  producer-director  and  art  direc- 
tor. 

Tower  Productions  Inc.,  1416  N. 
La  Brea,  Hollywood,  new  firm  pro- 
ducing TV  films,  plans  to  do  live 
show  and  feature  films  later.  Firm 
president  is  Louis  Brandt,  pioneer 
television  film  and  movie  producer. 
Mr.  Brandt  helped  produce  13  half- 
hour  Fireside  Theatre  films  for 
Procter  &  Gamble.  David  Shore  is 
secretary-treasurer.  Tower  plans 
to  produce  films  of  educational 
value  as  well  as  series  of  26  half- 
hour  shows  of  outdoor  themes. 


Telefilm  Inc.,  Hollywood,  recent- 
ly completed  two  one-minute  and 
two  20-second  TV  spots  for  Coast 
Federal  Savings  &  Loan,  Los  An- 
geles. Agency:  Lee  Ringer  Adv., 
same  city.  .  .  .  Felice  Greene,  for- 
merly with  Fanchon  &  Marco,  New 
York,  to  Trio  Pictures,  Los  An- 
geles, as  production  assistant  to 
Carl  Wester.  .  .  .  Keaneieigh  Pro- 
ductions Inc.,  Larchmont,  N.  Y., 
producing  two  half-hour  16mm 
sound  films,  "Expose"  and  "Our 
Family  Circle."  Former  is  drama 
exposing  vice  and  gambling. 

Bill  Brannan  rejoins  Mike  Sto- 
key  Productions,  Los  Angeles,  as 
director  talent  relations  and  cast- 
ing. Firm  currently  producing  five 
additional  quarter-hour  films  in 
Mike  Battle  series.  .  .  .  David  Ettel- 
son  &  Assoc.,  Chicago  film  firm, 
names  Leonard  H.  Slaton  to  super- 
vise scenario  department  in  line 
with  firm's  expanded  writing,  pro- 
duction and  laboratory  facilities. 
Mr.  Slaton  formerly  was  with 
Sarra  Inc. 

*       H<  ^ 

Super  Kem-Tone  (paints),  Cleve- 
land, to  introduce  itself  via  series 
of  five  one-minute  live  action  TV 
spots,  produced  by  Pathescope  Pro- 
ductions, N.  Y.  Agency,  Fuller, 
Smith  &  Ross,  Cleveland. 

Allen-Moore  Productions  has 
completed  first  seven  of  series  of 
13  10-minute  instructive  films  on 
arts  and  crafts,  titled  How  to  Do — . 
Subjects  are  demonstrated  by  lead- 
ers in  particular  fields,  which  in- 
clude sculpturing,  architecture  and 
making  pottery.  Price  of  each 
short  is  said  to  be  approximately 
$1,000.  Walter  Klinger  handles 
television  sales  and  distribution  of 
films  for  Paul  Kohner  Inc.,  Holly- 
wood. 

TELEFEX  Productions  and  Rear 
Screen  Projection  Service  announce 


new  location  of  oifice,  laboratory 
and  rehearsal  hall  at  5746  Sunset 
Blvd.,  Hollywood  28.  Telephone: 
HI  3537  or  HU  2-7111.  .  .  .  Tressel 
Television  Productions,  Chicago, 
making  puppets  for  new  Sandy 
Strong  feature  on  WENR-TV  Chi- 
cago. 

Woodruff  Assoc.,  New  York,  TV 
production  firm,  has  completed 
four  20-second  spots  for  Harris- 
Boyer  Bakery  and  Galliker  Dairy 
Co.,  Johnstown,  Pa.,  to  be  shown 
over  WJAC-TV  Johnstown.  Firm 
also  to  do  three  30-second  and  one 
20-second  spot  for  Penn-TraflBc 
Dept.  Store,  Johnstown,  and  six 
one-minute  spots  for  Sanitary 
Dairy  Co.,  that  city. 


Candy  Firm  Signs 

MASON,  AU  &  MAGENHEIMER 
(candy)  will  sponsor  Chester  the 
Pup,  children's  cartoon  feature,  on 
ABC-TV  Saturday,  12-12:15  p.m., 
beginning  Oct.  7.  Program,  orig- 
inating from  WENR-TV  Chicago, 
is  produced  by  Stone,  O'Halloran, 
Milwaukee.  Turner,  Leach  &  Co. 
is  the  agency. 
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ENERAL  ELECTRIC  TV  UNITS 


SYNCHRONIZING  GENERATOR  TYPE  PG-2-A-B 

IN  TV  station  equipment,  you  need  dependability— \ki&  kind 
that's  built  right  into  this  entirely  new  G-E  unit.  It  saves  you 
service  time  and  cuts  off-the-air  interruptions  because  it's  faaory- 
aligned  for  keeps,  requires  no  periodic  adjustment. 

Normal  variations  in  tube  aging  and  tube  characteristics  do 
not  affect  its  performance.  Designed  to  prevent  receiver  rolling 
and  loss  of  sync,  it  cannot  miscount,  barring  component  failure. 
Same  unit  can  be  rack  mounted  at  studio  or  packed  in  carrying 
case  for  field  use.  This  new  G-E  sync  generator  will  do  more 
for  you  than  any  other  on  the  market!  See  it  now! 

NO  OTHER  SYNC  GENERATOR  GIVES  YOU  ALL  THIS! 


Characteristic 

G.  E. 

Moifufocturer  A 

Manufacturer  B 

Entirely  automatic  counting  circuits 
(no  adjustments) 

Fixed  composition  and  pulse  widths  of 
sync  signal 

RMA  standards — both  portable  and  studio 

2-in-1  unit  (studio  and  field) 

Weight  of  portable  unit 
Single  unit  for  portable  use 

Yes 

Yes 

Yes 

Yes 

35  lbs. 
Yes 

No 
No 

Yes 

Separate 
units  required 

120  lbs. 

No 

No 
No 

No 

Separate 
units  required 

50  lbs. 

Yei 

y 


SYNC-LOCK  TYPE  TV-30-A 


Dub  In  Local  Commercials  With 
No  Interruption! 

This  new  sync-lock  allows  you  to 
treat  a  remote  signal  as  though  it  were 
being  generated  in  your  own  studio. 
During  network  shows — and  at  your 
own  studio — you  can  insert  local  com- 
mercials by  means  of  montage  super- 
positions, lap,  fade,  or  wipe  dissolve 
...  no  need  for  additional  equipment 
at  the  pick-up  point,  no  need  to  switch 
in  to  the  local  sync  generator  for  each 
commercial. 


And  all  these  advantages/  too: 

^  Will  operate  on  a  noisy  input  signal, 
either  network  or  off-the-air. 

VYou  can  substitute  clean  sync  for 
noisy  sync — quickly,  easily. 

v'You  can  even  insert  new  blanking. 

^Simple  knob  adjustment  re-sets 
front  porch  width. 

clipping  done  automatically  and 
without  adjustment. 


WANT  MORE  DATA? 

The  TV  broadcast  representative  at  your  nearest  G-E  office 
can  tell  you  more.  Meanwhile,  new  fact  bulletins  on  the 
units  shown  here  are  free  on  request.  Write  for  bulletins 
X54-016  and  X54-018.  General  Electric  Company,  Section 
290-25,  Electronics  Park,  Syracuse,  New  York. 


GENERAL 
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Network  Allocations 

(Continued  from  page  69) 

everywhere. 

As  the  networks  prepared  their 
newest  set  of  "minimum  require- 
ments" at  week's  end,  it  became 
known  that  the  FCC,  whose  inter- 
vention DuMont  had  requested, 
advised  DuMont  it  could  not  inter- 
vene at  this  time. 

FCC  last  week  wrote  Allen  B. 
DuMont  Labs.,  owner  of  the  Du- 
Mont TV  Network,  that  its  request 
for  Commisison  intervention  in  the 
cable  allocation  dispute  was  "pre- 
mature." FCC  noted  that  alloca- 
tion of  intercity  video  channels  to 
meet  the  requirements  of  more  than 
one  customer  for  monthly  service 
is  provided  for  in  paragraph  II. A. 4 
of  AT&T's  tariff,  whereby  the  tele- 
phone company  would  "equitably" 
allocate  available  facilities. 

In  view  of  this,  the  Commission 
stated  "it  would  be  premature  and 
inappropriate  to  intervene  in  the 


matter  at  this  time.  In  this  con- 
nection, we  have  noted  the  state- 
ment in  your  letter  [DuMont's] 
that  'there  is  no  reason  at  present 
to  believe  that  the  telephone  com- 
pany desires  other  than  a  fair  and 
practicable  allocation  as  between 
networks  . .  .'." 

It  was  believed  probable,  how- 
ever, that  the  matter  may  eventu- 
ally be  directed  to  the  FCC.  Un- 
less allocations  are  nearer  to  the 
schedule  advocated  by  DuMont  than 
they  seemed  last  week  to  promise, 
it  was  a  good  bet  that  DuMont 
will  insist  on  an  FCC  hearing. 

It  has  been  the  hope  of  AT&T 
that  it  could  avoid  making  a  sum- 
mary schedule  of  allocations. 

Meanwhile,  AT&T  announced 
that  its  extended  network  service 
adding  14  cities  and  19  TV  stations 
to  the  present  28-city  network 
would  be  put  in  operation  Sept.  30, 
the  day  present  allocations  end  and 
the  schedules  for  the  last  quarter 
of  1950 — those  now  in  dispute — 


First  Casualty 

NBC-TV  said  last  week  its 
newsreel  photographer,  Gene 
Jones,  who  is  on-the-scene  at 
the  Korean  war-front  with 
his  twin  brother,  Charles,  was 
recovering  from  a  chest 
wound  received  from  mortar 
fire  during  the  initial  U.  S. 
assault  on  Inchon.  According 
to  Washington  authorities, 
this  was  the  first  casualty 
report  among  newsmen  cover- 
ing the  war  for  radio  and 
television. 


should  begin. 

Cities  which  will  be  joined  to  the 
AT&T  system  on  Sept.  30  are 
Greensboro  and  Charlotte,  N.  C; 
Jacksonville,  Fla.;  Atlanta;  Bir- 
mingham; Indianapolis;  Louisville; 
Rock  Island,  111.;  Davenport  and 
Ames,  Iowa;  Omaha;  Kansas  City, 
Mo.;  Minneapolis  and  St.  Paul. 


SERIES  MONEY 

Chandler  Calls  Meeting 

HOW  to  dispose  of  the  $800,000 
being  paid  by  Gillette  Safety  Razor 
Co.  for  television  rights  to  the 
World  Series  appeared  last  week  to 
be  giving  baseball  executives  plenty 
to  think  about.  Ever  since  Gillette 
bought  the  TV  rights  for  $600,000 
more  than  it  paid  in  1949  there 
have  been  clamors  to  cut  Series 
players  in  on  the  pie.  Radio  rights 
are  an  extra  $175,000. 

But  last  Thursday,  Walter  Mul- 
bry,  secretary  of  baseball,  stated 
Baseball  Commissioner  A.  B.  Chan- 
dler at  Series  time  probably  will 
call  a  meeting  to  discuss  what 
happens  to  the  $800,000.  He  added 
that  "first  consideration  must  be 
given  to  guarantee  the  financial 
security  of  the  players  pension 
plan,  inaugurated  in  1947  and 
guaranteed  by  club  owners  for  a 
five-year  period." 

Harridge  Opposes 

American  League  President 
William  Harridge  late  Thursday 
commented  it  would  be  "unfair  to 
the  players  of  other  clubs  to  take 
money  earmarked  for  the  pension 
fund  and  give  it  to  those  who  play 
in  the  series"  since  the  latter  "are 
being  handsomely  rewarded  from 
their  share  of  the  gate  receipts." 

In  the  past,  money  earned  from 
radio  and  TV  rights  has  gone  into 
the  central  fund  and  for  pension 
use.  Pensions  for  10-year  men  pay 
up  to  $100  a  month  for  10  years. 
Both  players  and  club  owners  con- 
tribute so  much  per  game. 


Telestatus 

(Continued  from  page  76) 

close  to  the  saturation  point,  with 
98  of  the  homes  having  at  least 
one  radio.  In  72 '/f  of  the  homes 
Guide-Post  found  two  or  more  ra- 
dios in  working  condition.  C.  F. 
Ackenheil,  director  of  Guide-Post, 
estimates  there  are  975,000  radios 
in  the  county,  including  125,000 
sets  in  cars. 


Complete  360°  pan  without  ragged  or 
jerky  movement  is  accomplished  with  ef- 
fortless control.  It  is  impossible  to  get 
anything  but  perfectly  smooth  pan  and 
tilt  action  with  the  "BALANCED"  TV  Tripod. 

Quick-release  pan  handle  adjustment  locks 
into  position  desired  by  operator  with  no 
"play"  between  pan  handle  and  tripod 
head.  Tripod  head  mechanism  is  rust- 
proof, completely  enclosed,  never  requires 
adjustments,  cleaning  or  lubrication.  Built- 
in  spirit  level.  Telescoping  extension  pan 
handle. 

Write  for  further  particulars 


I       for  all  TV  Cameras 

D"  TV  TRIPOD 

(Pat.  Pending) 

This  tripod  was  engineered  and  de- 
signed expressly  to  nneet  all  video 
camera  requirements. 
Previous  concepts  of  gyro  and  friction 
type  design  have  been  discarded  to 
achieve  absolute  balance,  effortless 
operation,  super-smooth  tilt  and  pan 
action,  dependability,  ruggedness  and 
efficiency. 

Below : 

3  wheel  poi-table  dolly 
with  balanced  TV  Tri- 
pod mounted. 
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This  new,  improved  and  expanded  Edition  of  CON- 
SUMER MARKETS  gives  quick  access  to  latest 
government  and  other  authoritative  state,  county, 
city  and  rural  market  facts  that  reliably  picture  the 
characteristic  conditions  and  trends  in  every  mar- 
keting area  of  the  U.  S.,  U.  S.  Territories  and  Pos- 
sessions, Canada,  and  the  Philippines. 

Saves  time.  Agency  Research  Director  says:  "One 
great  value  of  CONSUMER  MARKETS  is  the 
breadth  of  information  presented,  which  frequently 
obviates  search  through  numerous  specialized  ref- 
erence books." 

Unbiased.  Advertising  Manager  says:  "It  presents 
the  stark,  factual  information,  rather  than  an  analy- 
sis which  might  have  been  interpreted  to  serve  some 
particular  interest.  So  the  advertising  or  merchan- 
dising man  can  make  his  own  analysis." 

Comprehensive.  Director  of  Media  says:  "I  find 
CONSUMER  MARKETS  very  useful  and  a  time- 
saving  central  source  for  information  used  by  my- 
self and  the  Media  Department  for  studies  of  mar- 
kets to  determine  sales  potential  and  coverage  of 
media." 

Many  Uses.  A  Director  of  Sales  and  Advertising 
uses  it  "as  a  source  for  data  pertaining  to  major 
trading  areas.  Although  this  publication  is  retained 
permanently  in  the  office  of  the  Director,  it  is  used 
constantly  by  almost  every  department  in  Sales  and 
Advertising." 

The  new  CONSUMER  MARKETS  gives  up-to- 
date  Retail  Sales  Estimates  projected  from  the  cur- 
rent (1948)  Census  of  Business.    It  reports  basic 


Consumer  IHartets 


Enlarged  to  888  pages  of  or- 
ganized-for-use  state,  county, 
city,  and  rural  market  figures. 


trend  statistics,  comparing  latest  estimates  with  basic 
1940  Census  figures,  so  that  you  can  see  any  mar- 
ket's growth  at  a  glance. 

And  well  over  300  new  media  Service-Ads,  located 
near  the  individual  markets  served,  offer  much  addi- 
tional useful  market  and  media  information 

Its  complete  market  facts  for  every  basic  marketing, 
sales  planning,  or  advertising  need  make  this  a  book 
of  a  thousand  uses. 

Use  the  new  1950-51  CONSUMER  MARKETS 
the  next  time  you  need  information  about  any 
consumer  market.  You  get  it  as  part  of  your  SRDS 
subscription  or,  if  you  are  not  a  subscriber,  for  $5.00 
a  copy,  sent  on  5-days  free  examination. 

Write  today  for  Full  Explanation  Folder  detailing 
the  information  the  1950-51  CONSUMER  MAR- 
KETS puts  at  your  fingertips. 


NOTE  TO  CONSUMER  MEDIA  EXECUTIVES: 

Check  particularly  the  information  about  your 
market  in  the  new  edition  of  CM.  Compare  it 
with  other  markets.  Here's  grist  for  your  sales 
and  promotion  mills.  You  can  use  any  infor- 
mation listed  with  no  other  obligation  than  a 
proper  credit  line  for  SRDS  CONSUMER 
MARKETS. 


A  Section  of  Standard  Rate  &  Data  Service 
Walter  E.  Botthof,  Publisher 

333  North  Michigan  Avenue,  Chicago  1,  III. 
New  Yorit  •  Los  Angeles 
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RADIO  CENTER 

WKBW  Sets  Oct.  25  Opening 

OFFICIAL  opening  of  WKBW 
Buffalo's  Radio  Center — the  ABC 
outlet's  new  home — has  been  set 
for  Oct.  25,  according  to  Dr.  Clin- 
ton H.  Churchill,  president  and 
general  manager. 

Located  at  1430  Main  St.,  the 
Radio  Center  stands  on  the  same 
site  where  WKBW's  original  trans- 
mitter was  located  25  years  ago. 
The  building,  set  back  200  feet  from 
the  street,  contains  executive  and 
business  offices  and  various  de- 
partments astride  a  corridor  ex- 
tending in  depth  through  the 
building.  Studios  and  control  room 
are  at  the  rear. 

Dr.  Churchill  said  the  schedule, 
which  has  been  reduced  to  21  hours 
a  day  for  modernization  of  the  new 
transmitter  plant  in  nearby  Ham- 
burg, would  be  resumed  on  a  24- 
hour  basis. 


KRIZ  OPENING 


New  LBS  Ariz.  Affiliate 

KRIZ  Phoenix,  Ariz.,  is  scheduled 
to  go  on  the  air  Oct.  2  as  the  third 
Arizona  affiliate  of  the  Liberty 
Broadcasting  System,  augmenting 
LBS  outlets  in  Tucson  and  Clifton- 
Morenci. 

Owner  Howard  M.  Loeb  will 
serve  as  manager,  with  Jack 
Gregory  as  commercial  manager 
and  Larry  Jonas  as  program  di- 
rector. Mr.  Loeb  sold  out  his  hold- 
ings two  years  ago  in  WFDF 
Flint,  Mich.,  which  he  had  operated 
since  1933.  KRIZ  is  assigned  250 
w  fulltime  on  1230  kc. 


Georgia  U.  Games 

SALE  of  the  entire  U.  of  Georgia 
football  schedule  of  nine  games  to 
Motor  Supply  Co.,  wholesale  auto- 
motive distributor  in  Georgia  and 
South  Carolina,  has  been  an- 
nounced by  WSAV  Savannah.  The 
play-by-play  will  be  handled  by 
George  Theringer  and  the  fill-in  by 
Hugh  Batey. 


WMID  Atlantic  City,  N.  J.,  presented 
citation  "in  recognition  of  its  impor- 
tant contribution  to  education,  enter- 
tainment and  inspiration  of  the  com- 
munity," by  American  Legion  Auxil- 
iary. 


Architect's  conception  of  WKBW's 
new  home. 

On  All  Accounts 

(Continued  from  page  12) 

graduation,  and  also  turned  thumbs 
down  on  a  trip  to  Hollywood  with 
a  college  buddy,  Don  Taylor,  who 
was  going  there  for  a  screen  test. 
Even  though  Don  Taylor  is  now  a 
star  (featured  in  "Naked  City," 
"Father  of  the  Bride"),  Scotty 
doesn't  regret  his  move  to  New 
York  and  NBC  as  a  page. 

In  the  next  year  and  a  half  he 
progressed  to  page  supervisor, 
supervisor  of  broadcast  tickets, 
night  secretary  and  announcer. 
Late  in  1943  he  was  hired  at  WCAE 
Pittsburgh  as  an  announcer.  Work- 
ing also  as  a  producer  of  amateur 
theatricals,  a  radio  actor  and  nar- 
rator on  industrial  films,  Scotty 
got  tired  of  a  seven-days-a-week 
routine  and  was  easily  talked  into 
returning  to  New  York  and  NBC 
as  a  salesman  in  the  recording 
division.  In  1946  he  was  trans- 
ferred to  recording  sales  in  Chi- 
cago. 

Scotty  is  married  to  the  former 
Sally  Gallatin,  whom  he  met  in 
1946  in  Chicago,  although  her  home 
also  is  Greensburg,  Pa.  He  married 
her  a  year  later.  Their  son,  John 
Scott  Keck  II,  was  born  June  17. 

Although  enthusiastic  about  tele- 
vision, Scotty  does  not  miss  the 
value  of  radio.  "It  is  still  a  tre- 
mendous buy  and  always  will  be 
a  powerful  sales  medium,"  he  says. 

Scotty's  hobbies  through  the 
years  have  been  simplified.  "Three 
years  ago  my  favorite  pastime  was 
sailing.  Two  years  ago  it  was  fly- 
ing. Now  it's  hiking — the  floor  with 
the  baby." 


IF  YOUR  AM-TV-FM  STATION  NEEDS 

promoHonal  ideas  sold  to  produce  cash 
revenue  of  from  $200  to  $1,000  per  week. 
Wire,  Call  or  Write 

Edgar  L.  Bill  —  Merle  V.  Watson 

Julian  Mantell,  Sales  Manager 


NATIONAL  RADIO  PERSONALITIES 


Peoria,  Illinois 


Phone  6-4607 


We    originated    sponsored    Radio    Personalities    Picture    Albums  in 
1938,  many  new  program  features,  and  have  more  sales  records 
and  years  of  experience  in  selling  for  over  300   Radio  and  Television 
Stations  from  Coast  to  Coast  than  any  similar  organization  In  America. 


NRDGA  WORKSHOP" 'S:Sr" 

THE  INITIAL  Radio  and  Television  Workshop  of  the  National  Reta, 
Dry  Goods  Assn.  will  be  held  Sept.  28-29  in  the  Hotel  Statler,  New  York' 
Exploration  of  the  all-round  value  of  radio  and  TV  in  retail  sales  an* 
the  problems  and  techniques  accompanying  the  use  of  these  media  wil 


form  the  nucleus  of  the  sessions. 

Lew  Hahn,  president  emeritus, 
NRDGA,  will  open  the  first  ses- 
sion at  10  a.m.  with  the  introduc- 
tion. Welcome  will  be  extended  by 
James  M.  Gaines,  vice  president 
and  director  of  Owned-and-Oper- 
ated  Stations,  NBC.  Agenda  for  the 
morning  session: 

Dr.  Ruth  W.  Ayres,  managing  di- 
rector, National  Consumer  Retailer 
Council  Inc.,  N.Y.,  will  speak  on  "The 
Consumer  Looks  at  Radio  and  TV"; 
Howard  P.  Abrahams,  manager,  sales 
promotion  division  and  visual  mer- 
chandising group,  NRDGA,  will  ex- 
plain "How  Retailers  Are  Using  Radio 
and  TV";  Walt  Dennis,  radio  and  TV 
director,  Allied  Stores  Corp.,  N.  Y., 
analyzes  "How  Radio  Is  Used  As  a 
Selling  Medium";  E.  Geoffrey  Circuit 
will  make  "A  Step  by  Step  Analysis  of 
a  Retail  Radio  Organization  and  Plan" 
and  "Radio  Copy  Techniques"  are  to 
be  explained  by  Shirley  Silvers,  radio 
copywriter.  Chairman  for  the  ses- 
sion is  Robert  J.  Powderly,  chairman, 
sales  promotion  div.  and  sales  promo- 
tion manager,  Kresge,  Newark. 

Second  Session 

The  second  session,  Thursday 
afternoon,  headed  by  Sam  Cuff, 
president,  Retailers'  Television 
Film  Service  Inc.  and  TV  consult- 
ant, Allied  Stores  Corp.,  New  York, 
will  feature  the  following  topics 
and  speakers: 

Arthur  E.  Duram,  TV  market  re- 
search counsel,  CBS,  on  "Reasons  or 
Advantages  of  TV  as  a  Selling  Adver- 
tising Medium";  Charles  L.  Kelly, 
director  of  programs,  WMAL-TV 
Washington,  on  "What  the  Local  Ad- 
vertiser Means  to  TV  and  Vice- 
Versa";  "Time  Classifications,"  by 
Frank  Silvernail,  BBDO,  New  York; 
"TV  Selling,"  by  Mr.  Cuff.  Summary 
and  additional  subjects  relating  city 
size  to  TV  and  radio  sales  problems 
will  be  covered  by  Ivor  Kenway,  vice 
president,  ABC  New  York,  and  Eugene 
Thomas,  manager  of  TV  operations. 
WOR-TV  New  York. 

Friday,  Sept.  29,  10  a.m.,  the 
third  session  will  open  with  an 
explanation  of  "Television  Pro- 
gramming" by  George  T.  Shupert, 
vice  president  and  director,  com- 
mercial operations.  Paramount 
Television  Productions  Inc.,  New 
York,  to  be  followed  by  C.  E. 
Hooper  whose  topic  will  be  "Pro- 
grams" and  audience  analysis. 
"Color  Television"  will  be  ex- 
plored by  Col.  William  L.  Norvell, 
Remington  Rand  Inc.,  and  Fred 
Rickey,  CBS  New  York.  David 
Arons,  publicity  director,  and  Jack 
Creamer,  "Handy  Man,"  Gimbel 
Bros.,  Philadelphia,  will  illustrate 
"The  Presentation  of  Merchandise 
on  Live  Television  Programs." 
"Props  and  Theatrics,"  by  Tom  Lee 
and  Frank  Sauter,  will  close  the 
session,  chairman  for  which  is 
Arthur  See,  sales  promotion  man- 
ager, Saks  34th  St.,  New  York. 

Final  meeting  of  the  group  will 
take  place  Friday,  Sept.  29,  2  p.m. 
"The  Future  of  the  Retailer  in  Tele- 


vision," by  Will  Baltin,  secretary 
treasurer.  Television  Broadcaster 
Assn.,  New  York;  "Case  Histories' 
and  "Putting  a  TV  Show  Together' 
will  form  the  closing  session. 

Directing  the  plans  for  the 
NRDGA  workshop  are  Willard  H 
Campbell,  vice  president,  Schune- 
man's,  St.  Paul;  W.  Arthur  Gray 
visual  merchandise  director,  Lans- 
burgh  &  Co.,  Washington;  Harolc 
Melnicove,  director  merchandise 
presentation.  The  Hecht  Co.,  Wash- 
ington, and  Messrs.  Cuff,  Dennis 
Abrahams  and  Powderly. 


SAFETY  CAMPAIGN 

WSDR  Cites  Succes! 


RESULTS  of  safety  campaign- 
staged  by  radio  stations  usualh 
are  more  or  less  intangible  bu* 
WSDR  Sterling,  111.,  has  figures  t 
prove  the  success  of  the  safet: 
drive  it  sponsored  over  the  Laboi 
Day  weekend. 

Cooperating  with  Illinois  Stat< 
Police,   WSDR   directed  its  cam 
paign  at  four  counties — Whiteside 
Ogle,  Lee  and  Cai-roll — where  9i 
accidents  occurred  last  year.  The 
drive  consisted  of  making  a  game 
of  safety.   Motorists  were  asked  tc|^ 
join  the  home  team  by  reducing! 
speed  and  increasing  caution.  ThfV 
score  was  broadcast  every.  threeJl 
hours  by  WSDR. 

Results:  An  85%  reduction  i: 
traffic  accidents  over  the  holiday 
as  compared  with  last  year's  fig 
ures;  reduction  of  injuries  from  5.? 
to  14;  $6,400  in  property  damage, 
as  compared  with  $60,000  in  1949; 
not  one  accident  in  Carroll  County 
during  the  period,  and  a  marked 
decrease  in  speed  throughout  the 
three-day  period.  WSDR,  reporting 
drivers  liked  the  idea,  said  it  will 
be  used  on  all  double  holidays  in 
the  future. 


^^^^^ 


JOS.  WEED  &  CO., 
350  Madison  Ave.,  Nev/  York, 
Know  About  the 

5000  WATT  TRANSMITTER 
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NOVA  SCOTIA 


The  Maritimes 
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AM  HUDDLE  •    •  d 

WHBC  Canton,  WFAH  Alliance, 
WHHH  Warren,  WMAN  Mansfield 
and  WSPD  Toledo,  Ohio,  cooperat- 
ing on  huddle  involving  coaches  of 
Ohio  Scholastic  Athletic  Confer- 
ence. Show  switches  from  one  city 
to  another  weekly  with  local  coaches 
being  asked  about  previous  and  up- 
coming games  by  sportscasters 
from  various  stations.  Cooperative 
sponsorship  in  different  cities 
planned. 

MARYLAND  ELECTION  •  ® 
WBAL-AM-TV  Baltimore,  Gun- 
ther  Brewing  Co.,  same  city,  spon- 
sored election  returns  Sept.  18  on 
pooled  facilities  of  stations.  Head- 
quartered  in  stations'  "Air 
Theatre,"  with  staffers  in  five 
political  headquarters  in  hotels, 
police  department  and  newsroom 
of  Baltimore  News  Post.  Extensive 
coverage  throughout  evening  was 
given.  Operation  supervised  by 
Victor  F.  Campbell,  TV  program 
manager,  and  William  Rock,  AM 
production  manager.  Independent 
AM  and  TV  coverage  were  given, 
besides  simulcasts. 

WOV  BROCHURE        •    •  • 

WOV  New  York  sends  trade  six- 
page  olive  drab  brochure  titled,  "A 
New  Approach  to  the  Buying  of 
Radio  Time."  Cover  features  white- 
on-black  drawings  of  disc,  cowboy 
hat  and  shamrock.  Inside  tells  of 
WOV  "Daily  Triple,"  with  disc 
matching  1280  Chtb,  cowboy  hat, 
Prairie  Stars,  and  shamrock,  A 
Ramble  in  Erin. 

'gI  DEPARTURE  •    •  • 

WICC  Bridgeport,  Conn.,  Sept.  20. 
Special  events  crew  picked  up 
going-away  ceremonies  of  city's 
first  inductees  to  armed  forces. 
Interviews  with  civil  officials  and 
draftees  from  their  districts  were 
carried.  Broadcast  was  tape  re- 
corded and  played  back  twice  on 
day  event  took  place. 

FASHION  FEATURE  •  •  • 
WPTZ  (TV)  Philadelphia,  Pick 
Your  Ideal,  Thurs.,  1:15-1:30  p.m., 
Ideal  Mfg.  Co.,  Hammonton,  N.  J. 
Manufacturer's  garments  are  mod- 
eled by  professionals  and  described 
by  Ernie  Kovacs,  m.c,  and  Andy 
Anderson,  fashion  commentator. 
Dresses    of    other  manufacturers 


Proorams  promotion 


premiums 


also  are  shown.  No  trade  identifi- 
cation of  any  clothes  is  given,  but 
phone  call  to  listener's  home  gives 
her  opportunity  to  pick  Ideal  gar- 
ment as  two  models  stand  before 
cameras.  If  viewer  picks  Ideal,  she 
is  awarded  dress  in  size  and  color 
of  her  choosing.  If  she  fails,  con- 
solation prize  is  awarded.  After 
call,  details  of  Ideal  dress  are 
shown. 

PRINTED  VERSION     •    •  ® 

KIRO  Seattle  staff  of  Housewives 
Inc.  are  supplying  column  weekly 
to  five  local  newspapers.  Column  is 
printed  version  of  show  featuring 
Judith  Lane.  Future  outlets  for 
column  planned. 

FIRE  COVERAGE  •  •  3 
WAGA-TV  Atlanta,  Ga.  Fire  in 
Masonic  Temple  Bldg.  covered  by 
station  with  Staff  Photographer 
Norman  Gray  shooting  from 
ground,  and  Agency  Director  Bob 
Johns  covering  blaze  in  seven  story 
building  from  atop  neighboring 
structure.  Fire  started  at  1:30  p.m., 
and  first  pictures  were  telecast  at 
5:30  p.m.  Re-edited  versions  were 
presented  at  6:45,  8  and  10:30  p.m. 

EDUCATION'S  VOICE  •  •  • 
WNOE  New  Orleans,  La.,  L.  S.,  U. 
Speaks,  Sun.,  1  p.m.  Half-hour 
show  keynotes  speaker  from  state 
university  discussing  higher  educa- 
tion's relation  to  topic  of  current 
interest,  plus  music  by  faculty  and 
students  and  interviews  with  vis- 
itors. Program  aired  weekday 
mornings  at  6:30,  utilizes  theme, 
"Adjusting  Louisiana  Agriculture 
to  the  '50's."  Daily  afternoon  fea- 
ture carried  to  elementary  class- 
rooms in  state  from  "School  of  the 
Air."  All  programs  originate  live 
at  WLSU  (FM),  school's  outlet, 
and  are  relayed  to  WNOE. 

SPECIAL  SERVICE      •    •  ® 

WPIX  (TV)  New  York  instituting 
special  "telephone  order  service" 
for  its  mail-order  advertisers.  Mur- 
ray-Hill  7-1100  will  be  used  by 


HOWARD  J.  McCOLLISTER 
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PAUL  W.  McCOLLISTER,  GENERAL  MANAGER 
Regional  Representative 
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Shows  with  a  Hollywood  Heritage  it  Member  N-A-B- 


buyers  to  place  immediate  C.O.D. 
orders  for  products  and  sei'vices 
advertised  on  WPIX.  Oct.  1  is  dead- 
line for  all  accounts  wishing  to 
move  mail-order  arrangements  to 
station's  new  exchange,  station  an- 
nounces. 

QUAD-NEWS  •    •  • 

WTOP-TV  Washington,  Mon.-Fri., 
6:30-7  p.m.,  Top  of  the  News. 
Roundup  of  top  news  with  special- 
ists in  each  field  discussing  current 
developments  in :  world  news,  aided 
by  charts  and  maps;  five  minutes 
of  film  news;  sports  scores  and  re- 
views, and  "People  in  the  Washijig- 
ton  Post"  segment.  Latter  section 
is  devoted  to  interviews,  by  News- 
man Joe  Wershba,  of  someone  writ- 
ten up  in  paper  that  day,  or  inter- 
view with  reporter  covering  impor- 
tant developments. 

ROUNDUP  SHOW        •    •  # 

KNX  HOLLYWOOD,  Ralph  Story 
Show,  Mon.-Sat.,  5:25-7:30  a.m., 
PDT.  Combination  of  music,  en- 
tertainment, news  and  weather  re- 
ports with  Ralph  Story  as  star. 
Will  feature  daily  direct  broadcast 
from  CBS  correspondents  in 
Korea;  daily  marketing  reports  by 
Bob  Wilson,  KNX  farm  director; 
additional  news  and  weather  re- 
p  rts  every  30  minutes.  Mr.  Story 
writes  program;  Robert  Hafter 
supervises. 

BOOKLETS  •    •  ® 

WKY-TV  Oklahoma  City  in  co- 
operation with  Oklahoma  Gas  & 
Electric  Co.  carried  30-second 
spots  inviting  listeners  to  write  for 
booklet  on  how  to  light  their  homes 
for  television.  Station  reports  it 
received  over  2,000  requests,  some 
from  as  far  as  St.  Joseph,  Mo.,  325 
miles  away. 

KDYL-TV  FEATURES        #  Q 

KDYL-TV  Salt  Lake  City,  Pent- 
house Studio,  weekdays,  3-4  p.m. 
Alice  Woolf,  operator  of  school  of 
creative  art,  shows  housewives  how 
to  utilize  household  materials  to 
make  ceramics,  clay  figures,  table 
decorations,  etc.  Evening  feature  of 
station  is  Your  Video  Reporter, 
Thurs.,  8:30.  Visiting  guest  inter- 
viewed by  Emerson  Smith,  program 
director.  Dr.  Rex  Skidmore,  profes- 
sor of  sociology  at  U.  of  Utah,  and 
Anthon  Cannon,  associate  profes- 
sor. Mr.  Smith  introduces  current 
topic  for  preliminary  discussion, 
after  which  family  and  marital 
problems  are  talked  over. 

BACK  TO  WORK  •  •  9 
WRGB(TV)  Schenectady,  N.  Y., 
sending  public  post  cards  announc- 
ing return  from  vacation  of  The 
Alan  Young  Show,  sponsored  by 
Esso  Standard  Oil  Co.  Card  gives 
time  program  will  be  heard,  and 
urges  listeners  to  give  star  welcome. 


WHILE  awaiting  his  plane  at  Jack- 
son Airport,  Jackson  Hole,  Wyo.,  C. 
B.  (Brownie)  Akers,  vice  president  of 
KRMG  Tulsa,  Okla.,  keeps  informed 
on  doings  in  his  field  with  a  copy  of 
Broadcasting-Telecasting. 


Strictly  Business 

(Continued  from  page  H) 

when  he  joined  the  Edward  Petry 
Co.  as  salesman.  He  remained  with 
the  organization  until  early  this 
year  when  he  was  offered  and 
accepted  his  present  position  with 
the  Taylor  Co.  as  vice  president. 

Mr.  Venard  is  married  to  the 
former  Myrtle  Hazzard  and  the 
couple  live  in  the  Bronxville  sec- 
tion of  New  York. 

He  claims  no  off-hour  hobbies, 
but  his  intimates  insist  that  he 
still  spends  his  leisure  figuring  out 
new  ways  of  helping  old  friends. 


CKFH  is  call  letter  of  new  250  w  sta- 
tion on  1400  kc  being  built  at  Toronto 
by  Sportscaster  Foster  Hewitt.  Con- 
tract for  erection  of  towers  given  Ajax 
Engineers  Ltd.,  Toronto. 


Nancy  Goode 
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The  Happy  Kitchen,  one  of  the 
Midwest's  oldest  and  best  liked 
women's  programs,  is  conducted 
by  Nancy  Goode. 

This  9:15 
a.  m.  week-day 
feature  has 
been  on  the  air 
for  almost  15 
years.  The  pro- 
gram is  deftly 
handled  by 
Nancy  Goode, 
homemaker, 
mother  and 

active  clubwoman.  Her  recipes, 
food  and  household  hints  are  of 
great  interest  to  KMBC-KFRM 
listeners.  Nancy  also  conducts  a 
weekly  demonstration  before  an 
audience. 

Fleischmann's  Yeast  and  K.  C. 
Power  &  Light  are  current  spon- 
sors, but  additional  participations 
are  now  available! 

Promotion  and  merchandising 

Laids  are  also  a  part  of  the  partici- 
pation. Contact  us,  or  any  Free  & 
Peters  "Colonel"  for  details!  ^ 


KMBC 

of  Kansas  City 

KFRM 

for  Rural  Kansas 
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FCC  Actions 

(Continued  from  page  85) 
Applications  Cont. : 

unl.  to  930  kc  1  kw  unl.  DA-N. 
AMENDED  to  change  name  from  Radio 
Station  KWOC  to  Poplar  Blufl  Bcstg. 
Co.,  and  request  930  kc  1  kw-D  500  w- 
N  DA-2. 

AM— 1140  kc 
KSOO  Sioux  Falls,  S.  D.— CP  AM  sta- 
tion to  change  from  1140  kc  5  kw  L  to 
1140  kc  10  kw  unl.  DA-N  AMENDED 
to  request  10  kw-D  5  kw-N  DA. 

AM— 1380  kc 
Atascosa  Bcstg.  Co.,  Pleasanton,  Tex. 

—CP  AM  station  990  kc  1  kw  D 
AMENDED  to  request  1380  kc  1  kw  D. 

AM— 1600  kc 
Prairie  Bcstg.  Co.,  Beaver  Dam,  Wis. 

—CP  AM  station  740  kc  250  w  D 
AMENDED  to  request  1600  kc  1  kw  D. 

License  for  CP 
WBIP  Booneville.  Miss. — License  to 
cover  CP  AM  station. 

License  Renewal 

Request  for  license  renewal  AM  sta- 
tion: KXOA  Sacramento,  Calif.;  KCLO 
Leavenworth,  Kan.;  WAFB  Baton 
Rouge,  La.;  WHOM  Jersey  City,  N.  J.; 
WNJR  Newark.  N.  J.;  WBNX  New 
York;  WBNS  Columbus,  Ohio;  KMUS 
Muskogee.  Okla.;  WCOJ  Coatesville, 
Pa.;  KQV  Pittsburgh;  KFYN  Bonham, 
Tex.;  KGLU  Safford,  Ariz.;  KJCK  Junc- 
tion Citv;  KSUM  Fairmont,  Minn.; 
WJJL  Niagara  Falls,  N.  Y.;  WFBL 
Syracuse.  N.  Y.;  KASH  Eugene.  Ore.; 
KTSM  El  Paso.  Tex.;  KMAE  McKinney, 
Tex.;  WWSR  St.  Albans,  N.  Y. 

AM— 690  kc 
KUSD  Vermillion,  S.  D.— CP  AM  sta- 
tion to  change  from  920  kc  500  w  ST  to 
690  kc  1  kw  D  DA, 

Modification  of  CP 

KJEF  Jennings,  La.— Mod,  CP  AM 
station  to  change  from  1290  kc  500  w 
D  to  1290  kc  500  w  unl.  DA-N. 

WARA  Attleboro,  Mass.— Mod.  CP 
AM  station  to  change  name  of  permittee 
from  Jackson  Assoc.  Inc.  to  Attleboro 
Radio  Assn.  Inc. 

WGAF  Valdosta,  Ga.— Mod.  CP  new 
FM  station  for  extension  of  completion 
date. 

WIBA-FM  Madison,  Wis.— Mod.  CP 
new  FM  station  for  extension  of  com- 
pletion date. 

WJZ-TV  New  York— Mod.  CP  new 
commercial  TV  station  to  change  ERP 
from  3.8  kw  vis.,  1.8  kw  aur.  to  3.5  kw 
vis.,  1.75  kw,  ant.  to  1,401  ft. 

Modification  of  License 
WHVA    Poughkeepsie,    N.    Y.— Mod. 
license    FM   station    to    change  ERP 
from  2.3  kw  to  3.25  kw,  ant.  to  1,200 
ft. 

FM— 88.9  mc 
WERS    Boston,    Mass. — CP  noncom- 
mercial   educational    FM    station  to 
change  from  88.1  mc  to  88.9  mc  and 
ERP  from  10  w  to  250  w. 

APPLICATIONS  RETURNED 
License  Renewal 
WSPC    Anniston,    Ala.— RETURNED 
request  for  license  renewal  AM  station. 

KSTT  Davenport,  la.— RETURNED 
Sept.  12  license  for  CP  to  change  f re- 


Used  By  More  Rodio  Stotions  Than  All 
Other  Professional  Tape  Recorders 


NEW  PT63-A 

Unit  Construction  permits  portable  or  rack 
mount  operation.  3  separate  heods  to 
monitor  from  the  tape  I  Prevents  record 
ing  errors  I  New  3  head  unit  ilso  avail- 
able to  convert  present  PT6  Mognecorder. 


quency,  increase  power  etc. 

September  19  Decisions  .  .  . 

BY   THE  SECRETARY 

WRHC  Jacksonville,  Fla.— Granted  li- 
cense new  AM  station  and  specify 
studio  location;  1400  kc  250  w,  unl. 

WGTA  Summerville,  Ga.— Granted 
license  new  AM  station;  950  kc  1  kw  D. 

WSGW  Saginaw,  Mich.— Granted  li- 
cense for  new  AM  station;  790  kc  1  kw 
unl.  DA-2. 

WHHM  Memphis,  Tenn. — Granted  li- 
cense install  alternate  main  trans,  at 
present  location  of  main  trans,  on 
1340  kc  250  w  unl. 

WGET  Gettysburg,  Pa.— Granted  li- 
cense new  AM  station;  1450  kc  250  w, 
unl. 

WGAD  Gadsden,  Ala.— Granted  li- 
cense change  power,  trans,  location, 
DA-N,  install  new  trans.  1350  kc  1  kw 
5  kw-LS,  DA-N,  unl. 

KFGQ  Boone,  la. — Granted  license 
install  FM  ant.  on  AM  tower. 

WJPB  Fairmont,  W.  Va.— Granted  li- 
cense for  new  FM  station-  Chan.  222 
(92.3  mc)  4,8  kw  240  ft. 

KVOF-FM  El  Paso,  Tex.— Granted  li- 
cense for  new  noncommercial  educa- 
tional FM  station.  Chan.  203  (88.5  mc) 
10  w. 

WOKY  Milwaukee,  Wis.— Granted 
mod.  license  to  change  corporate  name 
to  Bartell  Bcstrs.  Inc. 

WHIM  Providence,  R.  I. — Granted 
mod.  license  to  change  main  studio 
location. 

WKBI  St.  Mary's  Pa.— Granted  mod. 
license  to  change  name  of  licensee  to 
Kenneth  E.  Rennekamp  and  Cary  H. 
Simpson  d/b  as  The  Elk-Cameron 
Bcstg.  Co. 

KRBM  Bcstrs.  Bozeman,  Mont.  — 
Granted  CP  and  license  for  new  remote 
pickup  KA-7619. 

KVOC  Bcstg.  Co.,  Casper,  Wye— 
Granted  CP  and  license  for  new  remote 
pickup  KA-7620. 

Wilson,  N.  C— Granted  CP  and  li- 
cense for  new  remote  pickup  KA-3892. 

WKNE  Keene,  N.  H.— Granted  CP  to 
install  new  trans. 

WHLI  Hempstead,  N.  Y.— Granted 
CP  to  install  new  trans,  as  aux.  trans, 
at  present  location  of  main  trans,  to 
be  operated  on  1100  kc  250  w  for  aux. 
purposes  only. 

WGNC  Gastonia,  N.  C— Granted  CP 
to  install  new  trans. 

WTMV  East  St.  Louis,  111.— Granted 
CP  to  install  new  trans. 

WSOY  Decatur,  111.— Granted  CP  to 
install  new  trans. 

WKRO  Cairo,  111.— Granted  CP  to 
install  new  trans. 

WABI  Bangor,  Me.— Granted  CP  to 
make  changes  in  automatic  frequency 
control  equipment. 

Tri  Cities  Bcstg.  Co.,  Baytown,  Tex. 
— Granted  CP  for  new  remote  pickup 
KKE-208,  KA-7618. 

San  Juan  Bcstg.  Co.,  Durango,  Col. 
— Granted  CP  and  license  new  remote 
pickup  KA-7316. 

South  Central  Ky.  Bcstg.  Co.  Inc., 
Campbellsville,  Ky. — Granted  CP  for 
new  remote  pickup  KA-7616. 

Queen  City  Bcstg.  Co.  Inc.,  Seattle, 
Wash. — Granted  CPs  for  new  remote 
pickups  KA-7613-4-5. 

Hilliard  Co.,  Scottsbluff,  Neb.— 
Granted  CP  new  remote  pickup  KAE- 
730. 

WSM  Inc.,  Mobile,  Area  Nashville, 
Tenn. — Granted  CP  new  experimental 
TV  relay  KA-7611. 

KUMO  Boone  County  Bcstg.  Co., 
Columbia,  Mo. — Granted  mod.  CP  to 
change  type  trans,  conditions  for  ext. 
completion  date  to  1-15-51. 

WSM-TV  Nashville,  Tenn.— Granted 
mod.  CP  to  make  ant.  trans.,  and  other 
equipment  changes. 

WIEL  Elizabethtown,  Ky.— Granted 
mod.  CP  to  make  changes  in  ant.  and 
ground  systems:  conditions. 

The  Uncompaghre  Bcstg.  Co.,  Mont- 
rose, Col. — Granted  CP  and  license 
for  new  remote  pickups  KA-7454,  KA- 
6890. 

Cascade  Bcstg.  Co.  Inc.,  Yakima, 
Wash. — Granted  CPs  and  licenses  new 
remote  pickups  KOB-585,  KA-7599. 

WOKY  Nr.  Greendale,  Greenfield, 
Twp.,  Wis. — Granted  mod.  CP  to  change 
main  studio  location. 

KVIM  New  Iberia,  La. — Granted  mod. 
CP  for  approval  of  ant.,  trans,  and 
studio  locations. 

WRIB  Providence,  R.  I. — Granted 
mod.  CP  to  change  type  trans. 

KSEY    Seymour,    Tex.— Granted  CP 
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NEW,  seven-ounce  American  D-33, 
full  vision  dynamic  microphone  is 
used  by  Yvonne  De  Carlo,  Universal- 
International  star.  Produced  by 
American  Microphone  Co.,  Pasadena, 
Calif.,  the  microphone  has  a  one-inch 
diameter  head  providing  full  vision 
for  artist  and  audience. 


for  approval  of  ant.,  trans,  and  studio 
locations. 

WARM  Scranton,  Pa. — Granted  mod, 
CP  for  extension  of  completion  date 
to  3-27-51, 

The  Scioto  Bcstg.  Co.,  Portsmouth, 
Ohio — Granted  license  remote  pickup 
KA-5239. 

Isle  of  Dreams  Bcstg.  Corp.,  Miami, 
Fla. — Granted  license  new  remote  pick- 
up KA-2029. 

KRLD    Radio    Corp.,   Dallas,    Tex. — 

Granted  license  new  remote  pickup 
KKD-697. 

Paul  A.  Brandt,  Mt.  Pleasant,  Mich. 

— Granted  license  change  existing  re- 
mote pickup  KA-7159  26.43  mc;  40  w;  F3 
emission. 

"Show-Me"  Bcstg.  Co.,  RoUa,  Mo. — 
Granted  license  for  new  remote  pick- 
up KA-7475. 

Lee-Smith  Bcstg.  Co.,  Faribault, 
Minn. — Granted  license  new  remote 
pickup  KA-7160. 

Wm.  Penn  Bcstg.  Co.,  Philadelphia — 
Granted  license  new  remote  pickup 
KA-2655-6. 

Jose  Ramon  Quinones,  San  Juan, 
P.  R. — Granted  license  for  new  remote 
pickup  KA-7227. 

KMMJ  Inc.,  Grand  Island,  Neb.— 
Granted  license  change  existing  remote 
pickup  KA-771  (153.35  mc;  50  w  A3 
Emission) . 

Carleton  W.  Morris,  Area,  Bisbee, 
Ariz.  —  Granted  license  new  remote 
pickup  K A -6984. 

Hilliard  Co.,  Scottsbluff,  Neb.— 
Granted  license  new  remote  pickup 
KA-7162. 

Turlock  Bcstg.  Corp.,  Turlock,  Calif. 

— Granted  license  new  remote  pickup 
K  A -3891. 

Lycoming  Bcstg.  Co.,  Williamsport, 
Pa.— Granted  license  new  STL  KQA-90. 

Radio  Service  Corp.  of  Utah,  Salt 
Lake  City,  Utah — Granted  mod.  li- 
cense KA-5553  to  change  frequencies 
to  26.19,  26,29,  26.39  mcs,  to  be  used 
with  Station  KSL-FM  in  addition  to 
KSL. 

The  Birmingham  News  Co.,  Birming- 
ham, Ala. — Granted  mod.  license  KA- 
3030  to  change  frequencies  to  26,25, 
26,35  mc. 

KRLD   Radio   Corp.,   Dallas,   Tex. — 

Granted  mod.  license  KA-5509-10-11  to 
change  frequencies  to  166.25  mc,  and  to 
be  used  with  KRLD  AM-FM-TV;  to 
change  frequencies  to  26.45  mc  and  to 
be  used  with  KRLD-AM-FM-TV. 

All  Oklahoma  Bcstg.  Co.,  Tulsa,  Okla. 
— Granted    CPs   new   remote  pickups 


KA-7603,  KKA-201-2. 

Queen  City  Bcstg.  Co.  Inc.,  Seattli 
Wash. — Granted  CP  to  make  change 
in  existing  remote  pickup  KA-4979  1 
change  power  from.  50  to  40  w  emh 
sion  from  A3  to  F3  and  equipment  t 
WE  BC-604  mod.  40w. 

KOBK  Owatonna,  Minn.  —  Grantee 
mod.  CP  for  approval  of  ant.  and  trans 
location,  and  specify  studio  location  anc 
change  type  of  trans,  condition. 

KYUM  Yuma,  Ariz. — Granted  mod' 
CP  for  extension  of  completion  date  tf 
3-15-51. 

WOAK  Oak  Park,  111.- Granted  mod 
CP  for  extension  of  completion  date  tc 
10-1-50. 

WKNK  Muskegon,  Mich. — Grantee 
license  increase  daytime  power  anc 
install  new  trans.;  1600  kc,  5  kw-I 
1  kw-N  DA-N,  unl. 

KGVO  Missoula,  Mont.— Granted  li 
cense  increase  in  nighttime  power 
install  new  trans.,  DA-DN  and  change 
trans,  and  studio  location. 

WGES  Chicago  —  Granted  license 
change  DA  pattern. 

KRGV  Weslaco — Granted  license  in- 
crease power,  install  new  trans,  and  DA 
for  night  use,  mount  FM  ant.  on  top 
north  tower;  change  trans,  and  studic 
locations. 

WKOP  Binghamton,  N.  Y.— Grantee 
license  change  frequency,  power,  hours 
of  operation  and  install  DA-N  1360  kc 
1  kw  D  500  w-N. 

WIVY  Inc.,  Jacksonville,  Fla. — Grant- 
ed CP  for  new  remote  pickup  KA-7617 

WPMP  Pascagoula,  Miss.— Granted 
mod,  CP  for  extension  of  completion 
date  to  2-7-51. 

Following  granted  mod.  CPs  for  ex- 
tension of  completion  dates  as  shown 
WFMZ  Allentown,  Pa.  to  2-22-51 
WNAC-FM  Boston,  Mass,  to  1-1-51 
WRGA-FM  Rome,  Ga.  to  12-15-50 
WRVC  Norfolk,  Va,  to  3-15-51, 

WAVE-TV  Louisville,  Ky.— Granted 
mod,  CP  for  extension  of  completion 
date  to  April  12,  1951;  granted  in  part 
application  to  make  ant,  changes;  de- 
creased to  7  kw  visual,  3,5  aural; 
antenna  510  ft. 

ACTION  ON  MOTIONS 
By  Hearing  Examiner  H.  B.  Hutchison 
Gulf  Beaches  Bcstg.  Co:  Inc.,  St. 
Petersburg  Beach,  Fla. — Granted  peti- 
tion for  indefinite  continuance  of  hear- 
ing now  scheduled  for  Sept.  18  at 
Washington,  D.  C.  on  its  application. 

By  Hearing  Examiner  Leo  Resnick 

KRMG  Tulsa,  Okla.— Ordered  that 
transcript  of  record  of  hearing  in  pro- 

( Continued  on  page  91 ) 


Wanted — a  Torch 

GLENN  SNYDER,  general 
manager  of  WLS  Chicago, 
thought  he  had  seen  every- 
thing. Now  he  knows  it. 
Last  week  he  received  the 
following  letter. 

"Dear  Sir: 

I  am  writing  you  in  regard 
to  an  appointment  on  your 
National  Barn  Dance.  I  play 
any  song  I  know  on  an  acete- 
lyne  cutting  torch.  Would 
there  be  any  chance  of  get- 
ting on  and  would  there  be 
any  pay  for  same?  If  I 
could  pick  up  a  few  extra 
bucks  they  would  come  in 
awful  nice  right  now. 

(  name  deleted) 
P.  S.  I  don't  have  any  torch. 
Got  one  I  can  borrow?" 


SERVICE  DIRECTORY 


Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121    Varmenl   Ava.,   Wash.  5,   D.  C. 
STarnng  3626 


COMMERCIAL  RADIO 
Monitoring  Company 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  On  Duty  All  Night  Every  Night 

PHONE  JACKSOA  5302 
P.  O.  Box  7037       Kansas  City,  Me. 
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CONSULTING  RADIO  ENGINEERS 


JANSKY  &  BAILEY 

Exceutrv*  Offices 

NaHonoi  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Mnnirr  AFCCE* 


McNARY  &  WRATHALL 

RADIO  ENGINEERS 

906  Natl.  Press  Bidg.    U07  Pacific  Ave. 
Washington  4,  D.C.       Santa  Cruz,  Cal. 
Member  AFCCE* 


A  US-year  background 
— Establiehed  19S6 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 
Laboratories  Great  Notch,  N.  J. 


GEORGE  C.  DAVIS 

501-514  Munsey  BIdg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 


Commercial  Radio 

Equip. 

Co. 

Everett  L.  Dillard, 

Gen.  Mgr. 

INTERNATIONAL  BLDG. 

Dl. 

1319 

WASHINGTON, 

D.  C. 

PORTEIt  BLDG. 

LO. 

8821 

KANSAS  CITY, 

MO. 

A.  D.  RING  &  CO. 

26  Years'  Experience  in  RaJie 

Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 


There  is  no  substitute  for  experience 

GLENN  D.  GILLEH 

AND  ASSOCIATES 
982  NATL  PRESS  BLDG.      NA.  3373 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GAUTNEY  &  RAY 

CONSULTING  RADIO  ENGINEERS 
1052  Warner  BIdg. 
Washington  4,  D.  C. 
National  7757 


JOHN   J.  KEEL 

Warner  BIdg.,  Wash.,  D.  C. 
National  6513 


Craven,  Lohnes  &  Culver 

MUNSEY  BUILDING   DISTRICT  8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 


Mcintosh  &  Inglis 

710  14th  St.,  N.W.— Metropolitan  4477 
WASHINGTON,  D.  C. 

Member  AFCCE* 


RUSSELL   P.  MAY 

1422  F  St.,  N.  W.  Kellogg  BIdg. 
Washington,  D.  C.        REpublic  3984 

Member  AFCCE* 


Dixie  B.  McKey  &  Assoc. 

1820  Jefferson  Place.  N.  W. 
Washington  6,  D.  C. 
REpublic  7236 


WELDON  &  CARR 

WASHINGTON,  D.  C. 

1605  Connecticut  Ave. 
Dallas,  Texas  Seattle,  Wash. 

1728  Wood  St.  4742  W.  Ruffner 

Member  AFCCE* 


E.   C.  PAGE 

CONSULTING  RADIO 
ENGINEERS 
BOND  BLDG.         EXECUTIVE  5670 
WASHINGTON  5,  D.  C. 

Member  AFCCE* 


CHAMBERS  &  GARRISON 

1519  Connecticut  Avenue 
WASHINGTON  6,  D.  C. 
MICHIGAN  2261 

Member  AFCCE* 


KEAR  &  KENNEDY 

1703  K  ST.,  N.  W.     STERLING  7932 
WASHINGTON,  D.  C. 

Member  AFCCE* 


A.  EARL  CULLUM,  JR. 

CONSULTING   RADIO  ENGINEERS 

HIGHLAND   PARK  VILLAGE 
DALLAS  5,  TEXAS 
JUSTIN  6108 


WILLIAM  L.  FOSS,  Inc. 

Formerly  Colton  &  Foss,  Inc. 
927  15th  St.,  N.  W.     REpublic  3883 

WASHINGTON,  D  C, 


JOHN  CREUTZ 

319  BOND  BLDG.      REPUBLIC  2151 
WASHINGTON,  D.  C. 

Member  AFCCE* 


GUY  C.  HUTCHESON 

1100  W.  ABRAM  ST.         AR  4-8721 
ARLINGTON,  TEXAS 


CONSULTING  RADIO  ENGINEER 
4125  Monroe  Street 
TOLEDO  13,  OHIO 
Telephone — Kingswood  7631 


SILLIMAN  &  BARCLAY 

1011  New  Hampshire  Ave.  RE.  6646 
Washington,  D.  C. 
2915  Red  River  2-5055 
Austin,  Texas 


LYNNE  C.  SMEBY 

"Registered  Professional  Engineer" 
820  13th  St.,  N.  W.  EX.  8073 

Washington  5,  D.  C. 


GEORGE  P.  ADAIR 

Radio  Engineering  Consultant 
EXecarive  5851  1833  M  STREET,  N.  W. 
EXeevtive  1230  WASHINGTON  6,  D.  C. 


WALTER  F.  KEAN 

AM-TV   BROADCAST  ALLOCATION, 
FCC   &   FIELD  ENGINEERING 

1    Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A    Chicago  suburb) 


ADLER  ENGINEERING  CO. 

TELEVISION  AND  BROADCAST  FACILITIES 
DESIGN  AND  CONSTRUCTION 

IS  Grand  St.,  New  Rochelle,  N.  Y. 
New  Rochelle  6-1620 
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Help  Wanted 


Managerial 


Station  manager,  with  sales  back- 
ground for  network  station  in  Oliio. 
Single  station  in  manufacturing  city 
of  65,000;  also  serves  large  rural  area. 
Give  in  first  letter  actual  station  man- 
agement and  sales  experience;  personal 
and  family  statistics;  reason  for  leaving 
last  two  positions;  references:  photo; 
income  desired.  Station  operating  at  a 
profit,  but  good  management  will  pro- 
duce better  results  for  clients  and 
greater  profit  for  station  and  the  man- 
ager. Box  395G,  BROADCASTING. 

General  manager  for  250  watt  inde- 
pendent midwest  station  city  of  14,000. 
Excellent  opportunity.  Replies  will  be 
kept  confidential.  Box  414G,  BROAD- 
CASTING. 

Experienced  manager  for  local  (250 
watt)  fulltime  station  in  progressive 
east  coast  community  of  15,000.  Op- 
portunity to  buy  up  to  fourth  interest; 
requires'5-7  thousand.  Will  stand  closest 
investigation.  Give  full  details  in  con- 
fidence.   Box  444G,  BROADCASTING. 

Sales  manager  wanted,  5000  watt, 
southern  independent,  experienced,  live 
wire,  hustler  under  35  who  can  build 
strong  sales  organization,  unusual  op- 
portunity, confidential,  write  fully,  send 
photo.     Box  467G.  BROADCASTING. 

Topflight  manager.  Profitable,  progres- 
sive 250  watt  network  affiliate.  Medium, 
eastern,  college  city.  Ability  to  promote 
good  programming,  build  strong  ag- 
gressive staff,  increase  local,  national 
sales.  Only  managers  with  proven 
ability,  record  considered.  References 
required.  Photo.  State  salary.  Box  468G, 
BROADCASTING. 

Commercial  -  manager  -  salesman,  1000 
watt  network  station  southwest.  Sub- 
stantial guarantee  plus  percentage  over- 
ride. Full  background  and  references 
first  letter.  Box  471G,  BROADCASTING. 


Salesman 


Wanted,  experienced  time  salesman 
who  can  sell  in  competitive  market  for 
ABC  250  watter,  northeast  Texas.  Salary 
plus  incentive  arrangement.  Please  send 
details  of  experience,  business  and 
character  references  and  photo.  Box 
776F,  BROADCASTING.  

Texas  ABC  station  desires  aggressive, 
experienced  salesman.  Permanent. 
Equitable  compensation.  Box  476G, 
BROADCASTING.  

Help  wanted:  Hard  hitting  salesman  for 
the  rich  Syracuse  market."  Top  draw 
and  commissions  and  incentive  plan. 
5000  watt  station.  Send  experience  and 
photograph.  Immediate  vacancy.  Box 
480G.  BROADCASTING.  

Wanted:  Experienced  time  salesman  for 
an  eastern  non-competitive  market. 
Salary  plus  incentive  arrangement. 
Please   furnish   details   of  experience. 

Box  511G,  BROADCASTING.  

24-hour-a-day,  independent  station,  in 
market  of  600,000,  with  second  highest 
Hooper  rating  in  area,  desires  experi- 
enced, conscientious,  hard  working, 
radio  time  salesman.  Will  pay  good 
drawing  account  against  15%  commis- 
sion. Car  necessary.  Rush  complete 
resume  and  late  snapshot,  if  available, 
to   Box   513G.  BROADCASTING. 

Annoimcers 

Network  affiliate  Rocky  Mountain  area 
has  opening  for  armouncer-copywriter. 
Send  transcription  and  full  details  with 
first  letter.  Box  909F.  BROADCAST- 
ING.  

Announcer,  experience  necessary.  Send 
disc,  photo,  draft  status,  iiall  informa- 
tion first  letter.  Box  403G,  BROAD- 
CASTING^  

Program  director,  sports  announcer 
for  New  England  station.  Must  have 
good  background  in  programming  and 
sports.  Send  salary  requirements  and 
complete  details  in  first  letter  to  Box 
463G,  BROADCASTING. 


Help  Wanted  (Cont'd) 

Wanted  by  California  station,  combina- 
tion men  with  ticket  who  can  announce 
and  write  copy.  Also  girl  Friday.  West 
coast  applicants  only.  Box  472G, 
BROADCASTING.  

Here's  your  chance!  Morning  man 
wanted  at  progressive  independent  sta- 
tion, middle  Atlantic  states,  disc  show 
and  commentary.  Live  wire.  Write 
Box  487G.  BROADCASTING.  

Experienced  announcer-engineer  with 
emphasis  on  announcing,  no  accents. 
Air  mail  audition,  complete  information, 
outstanding  southern  ABC  LBS  affiliate. 
Box  494G,  BROADCASTING.  

Wanted:  Combination  announcer-first 
class  license  man,  $75.00  for  forty  hours. 
Announcing  must  be  good.  Southeast- 
ern network  station.  Box  501G,  BROAD- 
CASTING^  

5000  watt,  Wisconsin  NBC  station  wants 
an  early  bird.  An  announcer  who  is 
experienced  in  appealing  to  a  rural 
audience.  Must  be  sincere,  friendly 
and  not  a  comedian.  A  good  job  for 
the  "right  man."  Send  application,  ref- 
erences and  audition  disc  to  Box  502G, 
BROADCASTIi^JG.  

Combination  announcer-engineer  with 
f^rst  phone  ticket.  Accent  on  announc- 
ing. Send  disc,  picture.  Good  chance 
for  advancement.  KAVR.  Havre,  Mon- 
tana. 

Need  combination  engineer-announcer. 
Emphasis  placed  on  announcer.  Also 
some  sports.  Must  have  experience. 
Contact  C.  R.  Horne,  KXRJ,  Russell- 
ville.  Arkansas. 

Immediate  opening  announcer-engi- 
neer, emphasis  on  announcing.  Some 
experience  preferred.  Send  disc,  back- 
ground, draft  status,  salary  require- 
ments.   WDEC.  Americus.  Georgia. 

Staff  announcer,  board  operation  es- 
sential. Full  information,  first  letter, 
send  disc.    WGEM,  Quincy,  Illinois. 

Help  wanted:  Experienced  announcer 
for  250  watt  NBC  affiliate,  WGRM, 
Greenwood,  Mississippi. 

Announcer-engineer.  1st  class  ticket. 
Network  affiliate,  ideal  working  condi- 
tions and  advancement  opportunity. 
Must  be  good  announcer.  Air  mail  disc, 
salary  requirements,  full  details. 
WHIT,  New  Bern,  N.  C. 

Announcer,  disc  jockey  with  experi- 
ence in  record  shows  slanted  to  the 
listening  housewife.  Must  have  good 
voice;  knowledge  of  records  and  prob- 
lems of  this  "typed  show"  and  have  a 
willingness  for  work.  Not  less  than 
three  years  experience  in  radio  pre- 
ferred. Send  disc,  photo  and  written 
details  as  well  as  salary  expectations, 
WHTN,  Huntington,  West  Virginia. 

We  are  looking  for  top  sportsman.  The 
man  we  pick  must  be  able  to  satisfy 
Indiana  basketball  fans,  must  be  able 
to  do  excellent  football  broadcast.  We'll 
pay  well  for  right  man.  Opening  avail- 
able immediately.  Do  staff  work  also. 
If  vou're  good  DJ  also,  so  much  the 
better.  Contact  J.  C.  Jeffery,  WIOU, 
CBS  affiliate,  Kokomo,  Indiana,  Tele- 
phone  6194.  

Experienced  announcer  with  sales  ap- 
peal southern  audience  capable  con- 
tributing ideas,  good  production  to  pre- 
sent AM  and  future  TV.  $60  base 
plus  talent.  Supply  full  details,  no 
disc,  to  J.  B.  Fuqua,  WJBF,  Augusta, 
Ga^  

Announcer-operator  wanted.  State  de- 
tails, salary  requirements  etc.  first 
letter.  Personal  interview  necessary. 
WKTY,  La  Crosse,  Wisconsin. 

Combination  announcer-operator.  First 
class  phone  license  required.  Emphasis 
on  announcing.  Send  audition  disc, 
photograph,  personal  references,  salary 
requirements  first  letter.  J.  Gordon 
Keyworth,  Manager,  WMNB,  North 
Adams,  Mass.  

Technical 

Immediate  opening  with  1000  watt  in- 
dependent for  combination  man  with 
first  class  ticket.  Must  be  able  to  an- 
nounce.   Box  340G,  BROADCASTING. 


Help  Wanted  (Cont'd) 

Wanted:  Operator  with  a  first  class 
ticket  for  WFNC,  Fayetteville,  North 
Carolina.    Please  wire  or  call. 

Production-Programming,  others 

Wanted  immediately,  experienced  girl 
to  produce,  write,  air  and  sell  woman's 
program.  Give  qualifications  and  sal- 
ary expected.  Box  310G,  BROADCAST- 
ING. 

Program  director  for  only  network  sta- 
tion in  small  northeastern  market.  Must 
have  at  least  two  years  announcing  ex- 
perience with  complete  knowledge  of 
program  director's  responsibilities.  Op- 
portunity for  young  family  man  to  be 
important  asset  to  station.  Write,  stat- 
ing salary  expected,  giving  references 
and  complete  background.  Box  462G, 
BROADCASTING. 

Sports  director  midwest,  play-by-play 
pro  basketball,  football.  Box  474G, 
BROADCASTING. 

Wanted  program  director  capable  of 
doing  some  announcing.  No  play-by- 
play, sports  and  little  news.  $b0  to 
start.  $75  after  one  month,  if  suitable. 
Do  not  call,  or  send  disc.  Write  or 
wire  Wm.  Kemp,  KVER,  Box  1388, 
Albuquerque,  New  Mexico. 

Woman  continuity  director.  Some  air 
work.  Rush  photo,  disc  and  copy  sam- 
ples. Larry  Filkins,  KSCB,  Liberal, 
Kansas. 

Commercial  copywriter,  male  or  female. 
College  training  in  advertising  and  Eng- 
lish, or  equivalent.  Good  typist.  Send 
copy  samples,  photograph,  personal  ref- 
erences, salary  requirements  first  let- 
ter. J.  Goraon  Keyworth,  Manager, 
WMNB,  North  Adams,  Mass. 

Wanted,  male  or  female  stenographer. 
Secretary  lo  owner  group  of  Mutual 
affiliates.  Starting  salary  $50  or  more 
weekly,  depending  on  ability  and  ex- 
perience. Write  or  wire  Wm.  T.  Kemp, 
KVER,  Box  1388,  Albuquerque,  New 
Mexico. 

Television 


Technical 

Engineer  for  TV-AM  inter-city  relay. 
Must  have  good  recommendation.  Give 
full  particulars  first  letter.  WSAZ-TV, 
Huntington.  West  Virginia. 

Situations  Wanted 


Situations  Wanted  (Cont'd) 


Managerial 


Manager-commercial  manager,  13  years 
radio  and  newspaper  management  and 
sales.  Solid  radio  man  completely  ex- 
perienced in  business  management,  em- 
ployee relations  and  public  relations. 
Strong  on  sales  and  programming.  Good 
record,  excellent  references.  Family 
man,  two  children.  Draft  exempt.  Box 
37G,  BROADCASTING. 

Manager  (with  investment);  Thor- 
oughly experienced  manager,  definitely 
sales  minded,  seeks  permanency  with 
investment  up  to  $20,000.00  in  estab- 
lished, reputable  station.  Not  attempt- 
ing to  buy  a  job  but  interested  in 
nominal  salary  and  profit-sharing 
where  experience,  ability  and  hard 
work  will  pay  off.  Ten  years  radio 
management,  ten  years  newspaper  be- 
fore that.  Good  references.  Box  980F, 
BROADCASTING. 

Managing  director,  long  experience, 
available  for  revitalizing  station  opera- 
tions not  now  profitable.  Knows  every 
phase  of  station  management  from  A 
to  Z.  Good  judge  of  personnel.  Will 
accept  remuneration  on  percentage  of 
increased  profits,  a  straight  fee,  or  a 
combination  of  both.  Only  interested  in 
1  kw,  or  more,  fulltime.  Box  132G, 
BROADCASTING. 

FM  losing  money?  Manager-consultant 
team  has  put  four  FMs  into  black.  Two 
by  straight  selling.  Two  by  combina- 
tions of  transit  radio,  background  music 
and  storecast.  No  ivory  tower  but  basic 
sales  and  promotional  results.  If  you 
want  the  unbiased,  inside  operating 
facts  on  all  AM  specialized  services  be- 
fore you  invest,  our  experience  with  all 
three  can  be  related  to  your  market 
to  determine  if  transit  radio,  storecast 
and/or  background  music  are  for  you. 
If  another  plan  shows  promise  or  your 
FM  is  hopeless,  we  show  you  why.  If 
already  engaged  in  some  form  of  FM 
specialized  service,  you  can  probably 
use  our  sales  "know-how".  Does  your 
FM  or.  possibly,  AM  need  us?  Box 
305G,  BROADCASTING. 


Former  commercial  manager  of  50  kw' 
station  going  back  into  radio.  Out  of  \ 
radio  for  two  years  to  be  executive  in' 
large  manufacturing  concern.  Experi- 
ence includes  four  years  display  adver- 
tising with  large  daily  and  three  years 
in  farm  magazine  as  advertising  man- 
ager. Solid  citizen  v/ith  small  famih 
and  top  level  references.  Can  change  ; 
October  1.  Box  354G,  BROADCAST- 
ING. 


Tried  and  tested  trio.  Successful  man- 
agement, sales,  programming,  an- 
nouncing. Available  usual  notice.  Man- 
ager-commercial manager,  program 
director-announcer  and  staff  announcer 
Latter  two  excellent  play-by-pla- 
sports,  news,  DJ  and  general  staff 
Manager  handle  complete  sales.  Pres- 
ently operating  fulltime  net  in  smal 
market.  Good  reason  for  desiring 
change.  All  draft  exempt.  Prefer  sta- 
tion with  opening  for  all  three.  Bo; 
399G,  BROADCASTING. 

Reduce  overhead  with  manager  to  fil 
multiple  jobs;  business  and  promotior 
manager,  sportscaster  with  Mutual  affil- 
iate, three  station  market  of  60,000 
Desire  like  position  similar  market  oi 
station  management  smaller  market 
Consider  option  purchase  all  or  part 
Ten  years  experience  radio,  newspape. 
management,  ownership.  Prefer  west 
Outstanding  references.  Box  419G 
BROADCASTING. 


Want  to  settle  in  central  Florida.  Havt 
sixteen  years  radio  experience:  opera- 
tions, special  events,  announcing 
programming,  production,  musical  di-i 
rection  and  public  relations.  Ten  con-' 
current  years  working  in  production 
of  motion  pictures,  co-ordinating,  writ- 
ing, narrating.  Last  four  years  devotee 
to  preparing  and  carrying  out  radic  | 
campaigns  for  advertisers  on  both  AM 
and  TV.  Family  man,  aged  42,  veteran 
Box  421G.  BROADCASTING. 

Young  manager  1  kw  southern  statior 
desires  position  as  assistant  manager  oi 
program    director    in    larger  market 
Married,  veteran,  college  graduate,  ex-^ 
cellent   references.    Prefer   N.    C.  oiif 
southeast.  Box  464G,  BROADCASTINGf 

Commercial  manager-salesman.  Wants 
to  locate  in  Florida.  Plenty  of  expe-] 
rience  in  agency  and  radio..  Write 
Box   490G.  BROADCASTING. 

Manager,  program  director,  salesman-j 
ager.  Highest  industry  references  and 
requisites.  Can  cover  all  phases  sta-j 
tion  operations  and  produce  going  conJ 
cern.  College  degrees;  average  age,  30 J 
Can  assume  control  of  new  CP  or  turrl 
loosing  station  into  profitable  operation! 
Sound,  long  range  policy.  Large  ancT 
small  market  experience.  Expert  lov 
cost  operation.  Desire  to  relinquish 
control  of  present  station.  No  fiy-by-j 
night  investors  need  apply.  We  are 
reliable,  sound  radio  businessmen! 
Box   497G.  BROADCASTING. 


Salesmen 


Time  salesman:  Just  a  plain  salesman.] 
No  flare,  straight  from  shoulder  opera-, 
tion.  Must  have  interview.  Central] 
states  only.  Box  478G,  BROADCAST^ 
ING. 

Experienced  salesman.    38,  with  eightl 
years  radio  background.  'Wants  changej 
Reliable,    conscientious    worker  wit!" 
good  references.    Salary  and  commis^ 
sion.     Box  482G.  BROADCASTING. 


Announcers 


Major  league  baseball  announcer.  AH 
sports.    Staff.    College  graduate.  Mar 
ried.    Box  910F,  BROADCASTING. 


Almost  20  years  experience  announcer, 
newscaster,  special  events  man,  copy- 
writer, producer.  Draft  exempt.  Have; 
worked  on  all  types  stations,  250  watts 
to  50  kw.  Congenial,  capable,  edu- 
cated. Neat  appearance,  rich  resonant 
voice,  best  references.  Available  now. 
Box  300G,  BROADCASTING. 


Announcer,  former  staff  5,000  watt  NBC 

affiliate.  Produced,  sang,  emceed  am 
ateur  shows  in  Chicago  nite  clubs.  Twd 
years  college.  Graduate  oldest  broad 
casting  school  in  country.  CBS  in- 
structors taught  all  phases  of  broad 
casting.  Consider  all  offers  on  thi  = 
earth.     Box    356G,  BROADCASTING 


Mature    veteran,    2    years  college, 
years  drama  and  radio  school  (televi- 
sion). Singer,  fair  typist,  broad  back 
ground.  Desires  position  as  announcei 
Disc  on  request.  Box  400G,  BROAD- 
CASTING. 


I  guarantee  nothing.  My  voice  speaks 
My  copy  delivers.  Two  years  experi- 
ence.   Box  418G,  BROADCASTING. 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


Situations  Wanted  (Cont'd) 


For  Saje 


Announcer,  some  experience,  wishes  to 
relocate,  willing  to  travel,  disc  avail- 
able.  Box  461G,  BROADCASTING. 
Announcer,  DJ:  experienced,  excel- 
lent staff  and  music  man.  Available 
immediately.  Box  465G,  BROADCAST- 
JNG.  

Announcer,  draft  deferred,  recent  B.  A. 
speech  major,  non-commercial  experi- 
ence. Control  board,  union  pianist- 
organist,  member  RWG.  Mature,  versa- 
tile, dependable.  Disc  and  photo, 
travel  anj-^vhere.  Box  466G,  BROAD- 
CASTING^  

Experienced  sports  play-by-play,  plus 
local  news  coverage  means  top  Hoopers, 
iewspaper  trained,  two  journalism 
pegrees.  family  man,  31.  veteran,  prefer 
east,  first  class  references.  Box  469G, 

BROADCASTING.  

Graduate  of  school  of  radio  technique 
wants  first  job.  trained  in  all  phases  of 
•  broadcasting,  including  operation  of 
console,  travel  anj^'here.  Box  483G, 
BROADCASTING.  

A.tiention    Illinois    stations.  Married 
T     3  children,  forced  by  wife's  need 
.  jperation  moving  to  Illinois  desires 
-c-.-bo  job.          months  southern  affil- 
, late.     Sports,  news,  disc  shows,  first 
phone.    CREI    and    NAOB,  energetic 
honest,  reliable.     Box  485G,  BROAD- 
CASTING^  

Announcer-engineer.  Two  years,  plus. 
E^xperienced  newscaster,  commercial 
announcer.  All  t^-pes  record  shows  and 
remotes.  Willing,  conscientious  staff 
announcer.  Single.  30.  with  net  affiliate 
presentlv.  Answer  all.  Box  489G. 
BROADCASTING.  

Staff  announcer:  Thirty  four  years  old 
seeks  permanent  employment.  High 
school  graduate,  business  school,  Pur- 
due University  one  year.  Married, 
father  of  four  children,  twelve,  nine, 
six  and  three  respectively.  Active  in 
civic  organizations.  Mernber  of  First 
Baptist  Church.  Experience  includes, 
one  and  one  half  years  two  hundred 
and  fiftj-  watt  independent,  six  and  one 
half  years  five  thousand  watt  NBC 
affihate.  Commercial  traffic,  board  and 
control  room  operation  and  music  di- 
rector. Will  consider  all  offers  with 
'  opportunity  for  advancement.  Would 
consider  program  director  in  independ- 
ent station.  Box  491G,  BROADCAST- 
ING.  

News  editor-announcer.  Young  but 
experienced.  Strong  on  sports.  Draft 
year  away.  WiU  start  at  S45.  Pres- 
ently employed.  Will  travel.  Don't 
write  unless  reallv  interested.  Box 
493G.  BROADCASTING.  

Announcer  with  experience  and  top 
references.  Present  manager  knows  of 
desires  to  improve  my  earnings  and 
position.  He'll  tell  you.  when  con- 
tacted, that  mj'  announcing  has  done 
"a   real   selling   job"   for   him.  Box 

495G.  BROADCASTING.  

Staff  announcer,  newl\-\ved.  draft  ex- 
empt vet.  Age  31,  6-foot-2,  172  lbs., 
neat,  good  mixer.  College  education 
plus  NBC  Radio  Institute.  Can  handle 
farm  programs.  Box  498G.  BROAD- 
CASTING^  

Mature,    versatile    ideas    and  voice. 

Strong  as  air  salesman  and  newscaster. 

Presently  employed  as  program  direc- 
j  tor-announcer  but  wish  larger  market 
.  area.  S75  minimum.  Box  500G. 
^  BROADCASTING.  

Combination  announcer-operator,  com- 
petent, reliable.  FamiUar  all  phases 
control  board  operation.  Settle  small 
communitv.  Details,  disc  available,  air 
mail.     Box  sOoG.  BROADCASTING. 

Combination  man,  1st  phone  license. 
Vet,  sober,  single,  23,  light  experience, 
looking  for  future  in  radio,  willing  -co 
settle  in  small  community,  please  state 
starting  salary,  details  available  air 
mail.     Box  0O6G.  BROADCASTING. 

Announcer,  writer,  board.  Heavy  ex- 
perience radio  and  television.  Disc 
available.  Box  507G.  BROADCASTING. 

Experienced  announcer,  writer,  board. 
All  phases  radio.  Disc  will  prove. 
Box  508G.  BROADCASTING.  

I  Young,  college,  experienced,  all-round 
announcer,  strong  sports,  board.  Disc 
available.  Box  509G.  BROADCASTING. 

Announcer,  draft  exempt,  family  man, 
experience  plus  training.  Strong  news, 
commercials,  DJ,  west,  northwest  or 
southwest,  but  consider  anything.  Box 
512G.  BROADCASTING.  

Chief  announcer,  presently  employed 
large  northwest  ABC  affiliate,  desires 
change.  'Veteran,  married.  Experi- 
enced all  phases.  Six  vears  experience. 
Box  516G.  BROADCASTING.  

Two  man  team.  Both  strong  announc- 
ing, writing,  board.  All  phases  radio. 
TV  agencv  experience.  Show  credits. 
Box   508G,  BROADCASTING. 


Announcer,  ten  year  man,  experience 
at  two  50  kw  kilowatt  stations,  also 
year  and  a  half  television,  desires  good 
staff  job  or  news  or  sports  director 
position.    Available  October  15th.  Box 

0I8G.  BROADCASTING.  

Announcer,  DJ,  commercials,  news, 
special  events.  Work  console.  Travel. 
Draft  exempt.    P.  O.  Box  :^87,  May- 

wood.  Illinois.  

Experienced  topflight  staff  announcer 
with  network  delivery  desires  to  locate 
with  established  station.  Proven  air 
salesman.  Distinctive,  mature  voice. 
Versatile  all  phases  programming.  Ex- 
cellent recommendations.  Mark  An- 
drews,    3148    Wilson    Ave.,  Chicago. 

Phone  Irving  8-1681.  

Announcer,  excellent  voice,  five  years 
experience.  Heavy  on  news  and  com- 
mercials. Good  background.  Will 
travel  anywhere  for  good  opportunity. 
Single,  draft  exempt.  Write  or  wire 
Carmine  Anthony,  736  Evergreen  Ave- 
nue,  Chicago  10,  Illinois.  

Announcer,  commercials,  news,  DJ, 
interviews.  Write  continuity.  Friendly 
style.  Veteran.  Thoroughly  trained. 
Photo,  disc  on  request,  John  Boden. 
3033  S.  Troy.  Chicago  23.  

Announcer,  experienced,  AM-FM,  com- 
mercials, news,  music.  Draft  exempt, 
available  immediatelv.  Frank  Folev, 
555  West  186  Street,  New  York  33,  N.  Y. 

Broadcast  operator.  Available  for  im- 
mediate service.  Very  interested  in 
ham  radio.  Upson  Howard,  Black ville, 
S.  C.  

Eddie  Lambert  stops  Ekidie  Cantor  show 
on  NBC.  Listen  to  it  yourself.  Audi- 
ence reaction  overwhelming  every- 
where. This  singing  disc  jockey  de- 
mands audience  and  sponsor  attention. 
Has  2^2  years  of  successful  Hoopers. 
Eddie  Lambert  is  fresh,  youtliful,  pleas- 
ant and  is  definitely  radio  and  TV  ma- 
terial. Your  station  needs  a  show 
stopper.  Act  today.  Metropolitan  out- 
lets offering  good  deal  write  for  audi- 
tion discs.  Eddie  Lambert,  1029  49th 
St..  Brooklyn.  N.  Y.  

Announcer,  specialize  in  news,  music, 
general  announcing.  Deferred  veteran. 
Send  for  disc.  data,  photo  or  personal 
audition.  Ray  Maurine,  30  W.  Chicago 
Ave..  Chicago. 

Announcer,  television  and  radio  pro- 
duction. Young  vet.  Good  selling  de- 
liverj'.  One  year  staff  announcing 
Mutual  affihate.  Three  years  theatre, 
radio,  television  with  Pasadena  Play- 
hoiase.  Director-writer  two  local  radio 
shows.  Assistant  to  director,  Holly- 
wood television  station.  Excellent  back- 
ground and  references.  Prefer  position 
with  station  either  now  or  contemplat- 
ing television.  Location  no  problem. 
Write:  Harry  W.  Meuschke,  435  South 
El  Molino.  Pasadena,  California. 

Trained  announcers,  writers,  operate 
Gates  and  RCA  boards.  Start  forty  and 
forty  five  week.  Pathfinder  School 
of  Radio,  1222  Oak,  Kansas  City,  Mis- 
souri. 

Experienced  announcer/engineer,  17 
months  (1st  class  license)  Age  28,  will 
work  New  England  area  only.  Bob 
Peters.  8  Upland  Road,  Brookline,  Mass. 
Bea  2-1855. 

Young,  aggressive,  all-round  announcer, 
control  board  operator.  Emphasis 
sports,  play-by-play,  all  types.  Some 
experience,  good  personality,  alert. 
Will  send  full  particulars  and  disc. 
Wire  collect.  Michael  H.  Wasnak,  1724 
Parkview  Ave.,  Bronx,  N.  Y. 

Sports-staff-announcer,  3  years  play- 
by-play  experience,  football,  basket- 
ball, 2  years  commercial  announcing, 
college  graduate.  Contact  Mike  Wj-nn, 
370  Columbus  Avenue,  New  York  24, 
N.  Y.    Phone  TR  7-2617.  

Technical 


Immediately  available  leading  school 
grad.  1st  class  phone  familiar  with  turn- 
tables and  audio  consoles.  Vet,  single, 
sober.  aU  offers  considered.  Box  199G, 
BROADCASTING.  

Chief  engineer  looking  for  permanency 
with  an  established  station.  Have  all 
that  it  takes  to  operate,  maintain,  de- 
sign and  construct  any  size  AM,  FM 
or  TV  operation.  Top  references. 
Box  274G.  BROADCASTING.  

Chief  engineer,  twenty  years  broad 
technical  experience  including  con- 
struction of  two  stations.  Presently 
chief  engineer  of  one  kw.  Family.  Box 
381G.  BROADCASTING.  

Straight  engineer.  First  class  phone, 
school  grad.,  vet.  willing  to  travel. 
Box  432G,  BROADCASTING.  

Engineer,  32  months  transmitter,  re- 
motes, tape  recordings.  Army  radar 
experience.  Graduate  RCA  Institute, 
N.  Y.  C.  Presentlv  employed.  Box  473G, 
BROADCASTING. 


Chief  engineer,  veteran,  married,  ex- 
perienced all  phases  broadcasting,  con- 
struction. Permanent  position,  stable 
station,  available  immediately,  best  re- 
ferences. Write  Box  434G,  BROAD- 
CASTING^  

Engineer,  licensed,  with  high  power 
AM-FM  studio  and  transmitter  experi- 
ence desires  position  in  northeast  or 
eastern  Ohio.  Willing  to  do  combina- 
tion work  in  order  to  return  to  beau- 
tiful Ohio.  Sixty  dollar  minimum.  Age 
twenty  six.  Veteran  with  family.  In 
Nayy  electronics  for  six  years.  Tv.'o 
years  of  civilian  radio  engineering 
schooling.      Have    car.      Box  481G. 

BROADCASTING.  

Engineer,  3  years  experience.  Active 
ham  20  years.  No  combo.  Want  perma- 
nent position.  Available  immediately. 
Have  car.  Box  484G.  BROADCASTING. 

Capable,  experienced  chief  engineer 
looking  for  permanent  position  at  well 
established  station.  Family  man.  35 
years,  good  worker  and  character.  Will 
consider  straight  engineering  with  suit- 
able station.    Available  at  once.  Box 

488G.  BROADCASTING.  

Available  immediately.  Experienced 
engineer  with  first  phone.  Single,  age 
26.  Prefer  midwest  or  west.  Have  car. 
Eugene  Brown,  Alden,  Iowa. 

Engineer,  major  network  experience, 
immediately  available,  can  handle  top 
shows,  remotes.  Know  transmitters  and 
good  at  construction.  Write  or  wire 
c  o  Mrs.  J.  M.  Chapman,  901  Argyle 
St.,  Apt.  F-3.  Chicago  40,  Illinois, 

Engineer,  experienced,  wants  tempor- 
ary basis  job.  at  least  30  days  and  no 
longer  than  90.  Salary  $35  per  7  day 
week,  50  hrs.  Available  only  in  Texas. 
Walter  Hoffman.  P.  O.  Box  11,  Fred- 
ericksburg, Texas. 

Engineer-announcer.  Vet,  first  class 
ticket,  schooled  in  announcing.  Ability, 
willingness  to  learn.  Disc,  photo. 
Travel  anywhere.  John  Norton,  1431 
W.  Jackson  Blvd..  Chicago. 

First  phone  Ucense,  experienced,  want 
permanent  job  with  future.  Jim  Tur- 
ner,  6609  Avenue  T.  Brooklyn,  N.  Y. 

Production — Programming,  Others 

Two  heads  are  better  than  one!  Male 
writing  team  presently  employed  mid- 
west. Numerous  network  credits  AM 
and  TV,  mystery,  drama,  juvenile, 
comedy.  Available  for  part  or  fulltime 
team  assigrunents.  Creative,  imagina- 
tive, adaptable.  Box  401G,  BROAD- 
CASTING^  

Program  director,  three  years  experi- 
ence network  and  independent  stations. 
Excellent  voice,  best  references  and 
excellent  qualifications.  Veteran.  Box 
402G.  BROADCASTING.  

Highly  successful  as  personality,  DJ. 
copywriter  in  small  market:  let's  both 
make  money  in  larger  market.  South- 
east preferred.  Box  470G,  BROADCAST- 
ING^  

Continuity  writer.  Capable  of  intel- 
hgent.  crisp  commercial  copy,  desires 
position  with  small  progressive  organi- 
zation. Young,  conscientious,  depend- 
able. Preferablv  no  announcing.  Box 
479G.  BROADCASTING.  

Y'oung  woman  with  future  desires  job 
with  future.  Past  includes  college  de- 
gree, one  year  newspaper  reporting, 
three  years  radio  commercial  and  news 
writing,  servicing  accounts,  traffic  and 
woman's  show.  Presentlj'  employed. 
Future  open  for  suggestion.  Box  496G, 
BROADCASTING.  

Program  director,  presently  employed. 
Ten  years  of  experience  in  all  phases 
of  station  operation.  Midwest  preferred. 
Complete  bac.kground  and  references 
on  request.  Box  499G,  BROADCAST- 
ING^  

Program  director,  sportscaster.  expe- 
rienced in  all  phases  of  station  opera- 
tion, sales  and  promotion.  Available, 
no  draft  status.  Box  517G,  BROAD- 
CASTING. 


Television 


Salesman 


Time  salesman:  Top  man.  Wish  to 
advance.  That's  all  brother!  Box 
477G.  BROADCASTING  •  TELE- 
CASTING. 


Technical 


Vet,  first  phone.  AM  studio  and  trans- 
mitter broadcast  experience,  intensive 
training  on  studio  and  field  television 
equipment  in  courses  at  television  sta- 
tion WPIX  and  Television  Workshop. 
Can  set  up  pictures  on  video  control 
unit,  operate  camera,  switcher,  mike 
boom.  Will  relocate.  Box  424G 
BROADCASTING   •  TELECASTING. 


Stations 


525,000  buys  35%  or  majority  stock- 
holding in  a  fulltime  high  power  AM 
plus  FM  independent  station.  Currently 
in  black  on  expanding  gross.  Give 
financial  qualifications  in  first  letter. 
Possibility  for  active  or  inactive  in- 
vestment. Box  387G,  BROADCASTING. 


St.  Louis  area,  20^c  interest  In  'WTBV, 
Belleville,  Illinois.  Profitable  operation, 
rich  trade  area,  real  bargain,  S3, 000. 
Box  486G,  BROADCASTING. 


FuUtime  local  MBS  single  station  mar- 
ket, no  TV  threat,  west  central  Texas, 
always  in  black.  Box  492G,  BROAD- 
CASTING. 


1000  watt  AM  daytimer  and  14  kilo- 
watt FM  fulltime.  Controlling  interest 
for  sale.  Located  in  Virginia.  Identify 
yourself  fully  in  confidence  and  state 
information  wanted.  Box  503G, 
BROADCASTING. 


Equipment,  etc. 


For  sale:  5  kw  composite  AM  transmit- 
ter, Doherty  circuit,  originally  Western 
Electric  linear,  operating,  available 
January  1.  Two  343A,  two  212E,  fotu: 
321A  tubes  new.  Best  offer.  Box  297G, 
BROADCASTING. 


Rek-O-Kut  transcription  cutting  table, 
16  inch,  largest  size,  complete,  like 
new,  $800,00  value  for  only  $600.00.  Box 
315G.  BROADCASTING. 


For  Sale,  Gates  250-C  transmitter; 
type  300,  Winchargtower,  280  feet, 
guyed;  Gates  limiter;  one  set  3-a 
lighting.  Write  Manager,  KSTT,  Daven- 
port. Iowa. 


Make  offer  FM  WE  506B-2  complete, 
spares.  10  kw  transmitter.  New.  never 
uncrated.  H.  Edwin  Kennedy.  WILM 
Wilmington,  Delaware. 


Complete  Gates  250  D  "Customaire" 
xmeter  with  modulation  monitor,  fre- 
quency monitor  and  limiter  amplifier, 
all  Gates.  Wincharger  type  101,  150  foot 
guyed  tower  equipped  with  A3  light- 
ing. Equipment  two  vears  old.  Contact 
Webster  Taylor,  WMIK,  Middlesboro, 
Kentucky. 


Wincharger  tower,  type  300,350  feet 
high.  Complete  with  A-3  lighting. 
Three  years  old.  Excellent  condition, 
reasonably  priced.  P.  O.  Box  739,  Wins- 
ton-Salem, North  Carolina. 


Have  several  used  guyed  Wincharger 
towers  will  sell  erected.  Tower  Con- 
struction Co..  107  Fourth  St.,  Sioux 
City,  Iowa.  Phone  5-6761. 


Wanted  to  Buy 


Equipment,  etc. 


Wanted:  Complete  equipment  for  250 
watt  AM  broadcast.  List  equipment 
and  quotations  in  first  letter.  Box 
272G.  BROADCASTING. 


Wanted :  250  w  AM  transmitter,  cash  or 
exchange  250  w  FM  RCA  transmitter 
and  monitor:  above  also  for  sale.  Box 
441G,  BROADCASTING. 


New  or  used  in  good  condition:  RCA 
or  WE  10  kw  transmitter.  Advise  t>-pe, 
price  and  years  used.  Box  460G, 
BROADCASTING. 


Complete  equipment  for  250  watt  A.M 
and  250  watt  FM  installation.  Must  be 
in  excellent  condition,  priced  right  and 
presently  located  in  North  Carohna  or 
Virginia.  Tell  all  first  letter.  Box 
504G.  BROADCASTING. 


Miscellaneous 


Note:  New  or  replacement  broadcast 
crystals  for  Western  Electric.  RCA, 
Bliley  and  other  holders:  fastest  serv- 
ice. Also  monitor  and  frequencv  mea- 
suring service.  Edison  Electronic  Co., 
Temple.  Texas,  phone  3901. 


Help  Wanted 


1  

Sports  Director.  Must  be  ex- 
cellent play-by-play  man  for 
football,  basketball.  \.  E, 
network  station,  major  mar- 
ket. Opening  available  im- 
mediatelv. 

Box  519G.  BROADCASTING 


Situations  Wanted 


Technical 


TECHNICAL  DIRECTOR 
CHIEF  ENGINEER  OR  ASSISTANT 

Proven  ability;  20  years  experience  in  ra- 
dio, television,  FM,  high  frequency,  high 
power.  Strong  on  installation  and  main- 
tenance of  television  equipment.  Degree 
and  advanced  work.  Former  Western  Elec- 
tric engineer.  Networks;  color  television? 
U.  S.  or  South  America. 

BOX  449G,  BROADCASTING 


Production-Programming,  others 


A   WRITER  SEEKS 


AM  or  TV  statf  connection  or  assignments.  Will 
trade  years  of  successful  background  in  comedy, 
drama,  mystery  and  variety  for  a  liveable  income 
in  any  city.  Samples,  of  course,  plus  plenty  of 
solid   boosters.     Box  5I5G,  BROADCASTING. 


Wanted  to  Buy 


Equipment 


Wanted: 

Used  one  kilowatt  transmitter 

and  205  foot  tower. 

Box  475G, 
BROADCASTING 


Miscellaneous 


NEED  SPACE? 

Compact  production  facilities  for  rent 
including  small  studio  20'  x  40',  lights, 
camera  equipment,  complete  editing 
facilities.  Western  Electric  magnetic 
film  recorder,  location  vehicles,  etc. 
Inquiries  invited. 

BOX  510G,  BROADCASTING 


CANADA  LISTENING 

Freeman  Makes  New  Study 

A  NEW  STUDY  on  audience  lis- 
tening is  being  developed  by  Pat 
Freeman,  sales  director  of  Cana- 
dian Asgn.  of  Broadcasters,  To- 
ronto, which  is  to  be  previewed  at 
the  forthcoming  convention  Of 
Western  Assn.  of  Broadcasters,  at 
Calgary,  Sept.  28-30. 

Mr.  Freeman  has  taken  a  sample 
area  in  western  Canada  and  shown 


WEST  COAST  broadcasters  at  NAB  District  16  meeting  in  Hollywood  [Broad- 
casting, Aug.  28]  discuss  integration  of  national  and  regional  functions  with 
NAB  President  Justin  Miller  (r).  Confering  with  Judge  Miller  are  (I  to  r)  A.  E. 
Joscelyn,  president.  Southern  California  Broadcasters  Assn.  and  director  of 
operations,  CBS  Hollywood;  Donn  B.  Tatum,  president,  California  State  Broad- 
casters Assn.  and  vice  president,  general  counsel,  Don  Lee-Mutual  Broadcast- 
ing System;  Calvin  J.  Smith,  NAB  District  16  director  and  general  manager, 

KFAC  Los  Angeles. 


WATG  ON  AIR 


GOES  COMMERCIAL 


FM  Station  Adds  AM  Outlet     Bahaman  Radio  Policy  Change 


WATG  Ashland,  Ohio,  which  has 
been  operating  on  the  FM  band, 
expanded  its  listening  audience 
last  Monday  (Sept.  18)  when  it 
commenced  fulltime  AM  broad- 
casting operations.  The  outlet  was 
formally  dedicated  Monday  eve- 
ning when  Louis  Bromfield,  author 
and  conservationist,  threw  the 
transmitter  switch. 

WATG  operates  with  250  w  full- 
time  on  1340  kc.  Its  sister  station, 
WATG-FM,  broadcasts  on  Ch.  267 
(B),  101.3  mc,  with  10.2  kw.  The 
outlets  are  owned  and  operated 
by  Robert  M.  Beer  and  Edgar 
Koehl,  co-publishers  of  The  Ash- 
land Times-Gazette. 

how  all  stations  in  the  area  have 
larger  "circulation"  than  any 
Canadian  weekly  or  monthly  maga- 
zine in  the  area,  using  Bureau  of 
Broadcast  Measurement  and  ABC 
figures.  Mr.  Freeman  expects 
Canadian  stations  may  under- 
write the  system  for  presentation  to 
advertisers  and  agency  executives. 


TO  IMPROVE  its  programming, 
Bahaman  radio  has  gone  commer- 
cial. 

Kenneth  R.  Ingraham,  director 
general  of  telecommunications,  told 
Broadcasting  that  the  government 
owned  ZNS  Nassau — only  broad- 
casting station  in  the  Bahamas — 
has  abandoned  its  policy  of  non- 
commercialism  because  otherwise 
it  was  financially  impossible  to 
present  highest  quality  programs. 

The  station,  on  1540  kc  with  5 
kw,  has  been  on  the  air  since  1937 
and  broadcasts  15  hours  a  day.  Mr. 
Ingraham,  who  is  representing  the 
Bahamas  in  the  NARBA  confer- 
ence now  in  progress  in  Washing- 
ton (see  story  this  issue),  said 
the  change  was  made  Aug.  1  short- 
ly before  he  left  Nassau  and  that 
ZNS  at  that  time  had  about  35 
sponsors  buying  spot  announce- 
ments and  programs.  Though  he 
thought  it  too  early  to  appraise 
results,  he  said  the  change  is 
permanent,  not  a  try-out. 


Rocky  Mountain 

$75,000.00 

Fulltime  profitable  network 
station  —  only  facility  in  a 
growing  city  with  retail  sales 
in  excess  of  S20,000,000.00. 
Beautifully  equipped  and  val- 
uable land  and  building  in- 
cluded. 


Southeast 

$47,500.00 

Owner  going  into  service — 
will  sacrifice  fulltime  local 
covering  more  than  250,000 
population  for  approximate 
investment.  Excellent  oppor- 
tunity for  one  or  two  good 
operators. 


CONTACT  THE  NEAREST  OFFICE  OF  THE  EXCLUSIVE  REPRESENTATIVES 

BLACKBURN -HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 


WASHINGTON,  D.  C. 
James  W.  Blackburn 
Washington  Bldg. 
Sterling  4341-2 


CHICAGO 
Harold  R.  Murphy 
360  N.  Mich.  Ave. 
Randolph  6-4550 


SAN  FRANCISCO 
Ray  V.  Hamilton 
235  Montgomery  St. 
Exbrook  2-5672 


SRT-Radio 

AMERICA'S  OLDEST  BROADCASTING  SCHOOL 
fnfensiVe  full  or  part  time 

COURSES 

ANNOUNCING  •  ACTING 
SCRIPT  WRITING  •  ADVERTISING 

Outstar»ding  faculty  of 
Network  Professionals 

Co-Educational  •  Day  or  Eyening 
Small  Classes 
Approved  for  Veterans 

Write  for  Prospectus 

School  of  Radio  Technique 

RKO  Bldg.,  Radio  Clly,  N«w  York  20,  N.  Y. 
228  South  Wobosh  Avo.,  Chicago  4,  llliMis 


'SILLY  WILLIE' 

WFIL  Safety  Drive  Begins 

DRIVE  to  surpass  last  year', 
award-winning  "Silly  Willie"  traf-l 
fic  safety  campaign  that  cost  ar  i 
estimated  $250,000  was  begun  lastl 
week  by  WFIL-AM-TV,  Philadel  l 
phia  Inquirer  stations.  The  cam- 1 
paign,  using  radio,  television  and! 
every  other  advertising  mediun-/ 
available,  will  conclude  Nov.  15.  1 

Daily  "Don't  Be  a  Silly  Willie' I 
messages  will  be  utilized  over  the' 
stations.  The  character,  originated 
by  the  stations,  symbolizes  the  fool- 
ish motorist  or  pedestrian  who  b, 
his   reckless   actions  causes  acci 
dents.     Spot  announcements  wil 
equal  or  exceed  WFIL's  record  850 
on  radio,  250  on  TV  last  year,  the 
stations   said.    Documentary  pro-^ 
grams  will  be  broadcast  and  tele-' 
cast.    Other  promotion  will  toucl 
upon   every   advertising  facet  ir 
the   Quaker   City — billboards,  cai 
cards,  newspapers,  magazines,  etc 
"Live"  character  in  the  person  o; 
"Silly  Willie"  will  make  appear- 
ances   at    school    assemblies  an* 
various  events  in  the  city. 

Campaign,  developed  under  th< 
direction  of  Roger  W.  Clipp,  sta- 
tion's general  manager,  won  WFIL 
the    Alfred    P.    Sloan  Highwa 
Safety  Radio  Award  last  year  an 
numerous    other    citations.  Th 
Philadelphia    Highway  Traffi 
Board   last   winter   honored  Mr 
Clipp  as  "Traffic  Safety  Man  of  the 
Year." 


Need  Trained  Personnel? 

BROADCASTERS! 

Want  a  Refresher  Course? 

BEGINNERS! 

Want  to  be  a  broadcaster? 

THE  NATfONAL  ACADEMY 
OF  BROADCASTING,  INC. 

3338  16th  Street,  N.  W. 
Washington  10,  D.  C. 

NEW  TERM  OPENS  OCT.  2 


NATIONAL  ACADEMY  OF 
BROADCASTING.  Dept.  Ill 
3338— 16th  St.,  N.W. 
Washington  10,  D.  C. 

Please  send  information  concerning 
n  Correspondence    □  Residence  Counet. 


Name. 


Address. 
City.... 


.State. 
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'SAM  SPADE'  OFF 

'Channels'  Influence  Denied 

MORE  THAN  6,000  letters  urging 
continuance  of  Adventures  of  Sam 
Spade,  cancelled  by  Wildroot  Co. 
following  the  Sept.  17  broadcast, 
were  received  in  two  days  last  week 
by  XBC  Hollywood.  Howard  Duff, 
program  star,  and  Lurene  Tuttle, 
supporting  lead,  made  mail  re- 
juests  at  the  sign-off,  with  Dick 
Joy,  announcer,  giving  the  final 
plea. 

Denial  has  been  made  by  Wild- 
root  and  BBDO,  agency  serving 
the  account,  that  the  listing  of 
Howard  Duff  in  Red  Channels  had 
any  influence  in  the  program  can- 
cellation. 

It  was  pointed  out  Wildroot 
jvanted  a  lower  budgeted  show  and 
planned  to  spend  money  saved  in 
:tadio  for  TV.  Taking  the  Sunday, 
5:30-6  p.m.  (EST)  slot  on  NBC, 
|he  firm  Sept.  23  replaced  Sayn 
^pade  with  Charlie  Wild,  Private 
Eye  from  New^  York,  and  relin- 
quished the  Sunday  8  p.m.  time. 

Packager,  Agency  Confer 

Discussion  had  taken  place  be- 
;ween  BBDO  and  Regis  Radio 
]orp.,  program  packager,  regard- 
ng  plans  to  carry  the  program  on 
)oth  media,  but  no  deal  could  be 
vorked  out,  according  to  William 
Spier,  Hollywood  producer-director, 
vho  also  owns  a  piece  of  the  show. 
This  was  confirmed  by  Wayne  Tiss, 
BBDO  vice  president  and  Holly- 
wood manager,  who  pointed  out 
that  Wildroot  also  had  taken  a 
cheaper  network  time  with  a  view 
of  spending  the  money  saved  for 
TV. 

Although  Wildroot  will  continue 
n  radio,  there  will  be  greater  con- 
;entration  on  television,  he  said. 
3e  pointed  out  new  radio  program 
s  budgetted  much  lower  than  Sam 
ipade.  Latter  show  is  around  $7,500 
)er  week  for  talent  alone,  it  was 
>aid. 


CFH-AM  FM  Wichita,  Kans.,  plan- 
ling  Nov.  "election  party,"  to  which 
:andidates  and  interested  parties  are 
nvited.  Stage  show  and  refreshments 
provided  during  airing  of  returns. 


WAAB  KGKB  SALES 

Applications  Filed  at  FCC 

SALE  of  WAAB  Worcester,  Mass., 
to  Bruff  W.  Olin  Jr.,  former  owner 
of  WQUA  Moline,  111.,  w^as  re- 
ported in  transfer  papers  filed  last 
week  at  FCC.  Total  consideration 
is  $100,000. 

Sale  of  KGKB-AM-FM  Tyler, 
Tex.,  for  $100,000  to  Lucille  Ross 
Buford,  49%  owner  of  KHGB  Ok- 
mulgee, Okla.,  also  was  revealed 
in  an  application  filed  with  the 
Commission. 

A  Yankee  Network  station  under 
lease  to  Radio  Enterprises  Inc.  for 
the  past  year,  WAAB  would  be 
transferred  to  Olin  Corp.,  owned 
and  headed  by  Mr.  Olin  and  his 
wife,  Elizabeth.  WAAB  is  assigned 
5  kw  fulltime  on  1440  kc,  direction- 
al. Olin  Corp.  pays  Yankee  $85,000 
for  the  property  while  the  remain- 


ABC  MEETING 

Held  Last  Week 

(See  picture  page  20) 
FIRST  of  four  annual  meetings  of 
the  ABC  Stations  Advisory  Com- 
mittee was  held  last  week  at  the 
Thousand  Islands  Club,  Alexandria 
Bay,  N.  Y.,  with  network  officials 
and  elected  representatives  of  ABC 
affiliates  in  each  of  eight  districts 
in  attendance. 

The  meetings  are  part  of  a  sys- 
tem which  permits  mutual  dis- 
cussion and  adjustment  of  problems 
within  the  network.  Between  meet- 
ings of  the  advisory  committee,  its 
members  call  regional  meetings  for 
the  same  purpose. 


JINGLE  ISSUE 

Set  for  AFRA-Network  Talks 

AFRA-NETWORKS  negotiations 
beginning  Oct.  4  will  include  the 
question  of  whether  transcribed 
jingles  used  before  commercial  an- 
nouncements are  in  fact  open-end 
transcriptions,  entitling  perform- 
ers to  full  transcriptions  rates 
rather  than  payment  on  the  basis 
of  cutting  time.  Broadcasting  has 
learned. 

Allegations  by  AFRA  to  this 
effect  are  believed  to  have  been 
made  in  its  demand  for  arbitration 
with  Associated  Program  Service 
in  New  York. 


ing  $15,000  is  paid  to  Radio  Enter- 
prises. The  latter  company  a  year 
ago  received  FCC  consent  to  lease 
WAAB  and  WMTW  Portland,  Me., 
from  Yankee  at  840,000  annually 
[B90ADCASTING,  Oct.  10,  1949]. 
Radio  Enterprises  is  headed  by 
John  A.  Baybutt  and  owned  by  his 
mother,  Mrs.  Josephine  L.  Baybutt, 
owner  of  Ernest  Jacoby  &  Co.,  Bos- 
ton commodity  brokerage  firm. 

Mrs.  Buford  acquires  KGKB 
from  James  G.  Ulmer  and  James 
G.  Ulmer  Jr.  who  \vish  to  devote 
more  time  to  their  business  inter- 
ests in  Fort  Worth.  KGKB  is 
assigned  250  w  fulltime  on  1490  kc. 


FCC  Actions 

(Continued  from  page  86) 

ceeding  re  application  of  KRMG  be 
corrected  to  read  as  follows  at  lines 
17  and  18  of  Pags  67 :  *  *  *"was  changed 
from  east  of  Tulsa  to  the  west  of  Tulsa 
in  order  to  obtain  better  blanketing 
condition?" 

September  19  Applications  .  . 

ACCEPTED  FOR  FILING 
AM— 740 

Dia  Bcstg.  Co.,  Long  Beach,  Calif.— 
CP  new  AM  station  740  kc  1  kw  D 
AMENDED  to  request  740  kc  10  kw  D 
DA  and  change  studio  location  from 
Long  Beach  to  Santa  Catalina  Island. 

AM— 1420  kc 
KDSJ  Deadwood,  S.  D.— CP  AM  sta- 
tion to  change  from  1450  kc  250  w  unl. 
to  580  kc  1  kw-D  500  w-N  AMENDED  to 
request  1420  kc. 

License  for  CP 
KULE   Ephrata,   Wash.— License  for 
CP  new  AM  station  (resubmitted). 

License  Renewal 
Request  for  license  renewal  AM  sta- 
tion: WTSP  St.  Petersburg,  Fla.; 
WRBL  Columbus,  Ga.:  WROY  Carmi, 
111.;  WIRE  Indianapolis;  WIMS  Michi- 
gan City,  Ind.;  WJCD  Seymour,  Ind.; 
KJAY  Topeka,  Kan.;  WTTH  Port  Hur- 
on, Mich.;  WHHH  Warren,  Ohio;  WCSC 
Charleston,  S.  C;  WBCU  Union,  S.  C; 
KSTB  Breckenridge,  Tex.;  WSYB 
Rutland,  Vt.;  WHIS  Bluefield,  W.  Va.; 
WKBH  La  Crosse. 

FM— 101.1  me 
WBON  Bowling  Green,  Ky.— CP  FM 
station  to  change  ERP  to  8.6  kw,  de- 
crease ant.  to  186  ft. 

TENDERED  FOR  FILING 
AM— 1590  kc 
WTVB  Coldwater,  Mich.— CP  AM  sta- 
tion to  change  from  1590  kc  1  kw  D  to 
1590  kc  1  kw-D  500  w-N  DA-N. 

APPLICATIONS  DISMISSED 
SSA— 1550  kc 
KENT  Shreveport,  La.— DISMISSED 
Sept.  13  application  for  SSA  on  1550  kc 
1  kw  unl.  DA-N  for  period  of  time 
until  KENT-KEML  Nuevo  Laredo  situa- 
tion is  cleared. 

AM— 1090  kc 
San  Benito  Bcstg.  Co.,  San  Benito, 
Tex.— DISMISSED  Sept.  13  application 
for  AM  station  1090  kc  250  w  D. 

September  20  Decisions  .  .  . 

BY  COMMISSION  EN  BANC 
Modiflcation  of  CP 
KRON-FM    San    Francisco,  Calif.— 

Granted  mod.  CP  (Class  B,  Chan.  243) 
to  change  ERP  to  44  kw  and  ant.  to 
1,200  ft. 

CP  to  Replace  CP 

P.  C.  Wilson,  Canton,  Ohio — Granted 
application  for  CP  Class  B  FM  sta- 
tion to  replace  expired  CP  for  WAND- 
FM,  with  new  CP  to  bear  expiration 
date  of  6  mos.  from  date  of  grant. 

WOPI  Bristol,  Tenn.— Granted  appli- 
cation CP  to  replace  expired  CP  which 
authorized  changes  in  constructed  sta- 
tion; new  expiration  date  30  days 
from  grant. 

Following  granted  changes  in  au- 
thorized facilities  as  shown: 

KXEL-FM  Waterloo,  Iowa— Change 
ERP  from  540  kw  to  17.5  kw  and  ant. 
from  875  ft.  to  60  ft. 

WMAZ-FM  Macon,  Ga.— Change  ERP 
from  32  kw  to  3  kw  and  ant.  from  440 
ft.  to  170  ft. 

WJBC-FM  Bloomington.  111.— Change 
ERP  from  31  kw  to  15.5  kw. 


KTRB-FM  .Modesto,  Calif.— Change 
ERP  from  46  kw  to  4.7  kw. 

WLET-FM  Toccoa,  Ga.— Change  ERP 
from  10  kw  to  7.3  kw  and  ant.  from 
910  ft.  to  190  ft. 

WGNR-FM  New  Rochelle,  N.  Y.  — 
Change  TPO  from  535  w  to  560  w  and 
ant.  from  180  ft.  to  190  ft.;  cond. 

WCBS-FM  New  York,  N.  Y.— Change 
TPO  from  2.5  kw  to  3  kw  and  ant.  from 
790  ft.  to  870  ft. 

Rules  Amendment 

Commission  amended  Sec.  3.213,  3.513. 
3.613  and  4.13  of  broadcast  rules  and 
regulations  to  provide  that  "applica- 
tions for  CPs  or  mod.  thereof  involving 
installation  of  new  trans,  apparatus 
should  be  filed  at  least  60  days  prior 
to  contemplated  installation  .i"  This 
makes  these  sections  conform  to  Com- 
mission action  of  May  31,  1950,  which 
eliminated  from  Sec.  1.313  of  rules 
former  provision  covering  removal  of 
existing  apparatus. 

SSA  GRANTED 

KFAR  Fairbanks,  Alaska — Granted 
extension  SSA  to  Sept.  1,  1951.  660  kc 
10  kw,  unl. 

Commencement  Extended 

KCHN  Chanute,  Kan.— Extended 
construction  commencement  date  to 
Oct.  19.  advised  KCHN  this  does  not 
constitute  grant  of  additional  exten- 
sion of  time  to  complete  station  (CP 
expires  Feb.  19,  1951).  Further  advised 
unless  additional  facts  showing  dili- 
gence in  processing  with  construction, 
or  more  specific  and  detailed  showing 
of  reasons  for  failure  to  commence 
construction,  are  submitted  to  Com- 
mission on  or  before  Feb.  1,  1951,  appli- 
cation for  extension  of  completion  date 
will  be  denied,  subject  to  such  action 
being  set  aside  if  hearing  requested. 

Order  Set  Aside 

WPRT  Prestonburg,  Ky. — Set  aside 
Commission  order  of  Aug.  23,  denying 
application  for  extension  of  CP  as 
modified  which  authorized  WPRT; 
designated  application  for  hearing  at 
Washington  Dec.  14. 

Authority  Extended 

KSFT  Trinidad,  Col. — Extended  au- 
thority to  remain  silent  for  45  days 
from  Sept.  23  pending  action  on  appli- 

(Continued  on  page  92) 
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Another  BMI  "PJ"  f  '-"  Hit-Published  by  Dreyer 

CAN'T  SEEM  TO  LAUGH  ANY  MORE 

On  Records:  Johnny  Parker— Cap.  1162;  Syl- 
via Froos-Jubilee  4006;  Richard  Hayes  & 
Harmonicats— Mer.  5492. 

On  Transcription:  Bob  Eberly-World ;  Chuck 


BROADCAST  MUSIC  INC.  58^'"" ''is'^jyV 
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Docket  Actions  *  .  . 

DECISION  AND  ORDER 
Madison,  Ind.  —  Commission  an- 
nounced decision  and  order  adopting  as 
final  its  initial  decision  of  Aug.  11  to 
grant  application  of  Pioneer  FM  Co., 
new  Class  A  station  on  Chan.  244  (96.7 
mc),  ERP  320  w,  220  ft.  antenna.  Pio- 
neer  is  co-partnership  of  Charles  N. 
Cutler,  WSKR-FM  ShelbyviUe,  Ind., 
engineer;  Glenroie  L.  Danner,  chief 
electrician  at  Ordance  Dept.'s  Jefferson 
Proving  Grounds  and  William  M.  Po- 
land, director  of  music  Hanover  (Ind.) 
College.    Decision  Sept.  19. 

ORAL  ARGUMENT 
Marlin,  Tex. — Granted  request  of  FCC 
Acting  General  Counsel  for  allowance 
of  30  minutes  for  presentation  of  oral 
argument  on  application  of  Falls  County 
Public  Service,  Marlin,  now  scheduled 
for  Sept.  22  and  granted  same  time  to 
each  party  to  proceeding.  Order  Sept. 
19. 

WBUD  Morrisville;  WTNJ  Trenton, 
N.  J. — Ordered  that  oral  argument  in 
proceeding  re  application  of  WBUD 
Morrisville  and  WTNJ  Trenton  now 
scheduled  for  Sept.  15  be  cancelled. 
Order  Sept.  19. 

Non-Docket  Actions  .  .  . 

AM  GRANTS 

Richmond,  Va.  —  United  Bcstg.  Co. 
Inc.,  granted  new  station  on  990  kc,  1 
kw  day.  Estimated  construction  cost 
$23,405.  Applicant  is  licensee  WOOK- 
AM-FM  Silver  Spring,  Md.  and  WSID 
Essex,  Md.    Granted  Sept.  20. 

North  Bend,  Ore. — Bay  Bcstg.  Co., 
granted  new  station  on  1340  kc,  250  w 
nnl.  Estimated  construction  cost:  $11,- 
850.  Principals  include:  Josephine  E. 
Edwards,    owner    Edwards  hardware 

FCC  Actions 

(Continued  from  page  91) 
Decisions  Cont.: 

cation  for  consent  to  assignment  of  li- 
cense to  James  E.  Blair,  and  cond.  to 
continued  lighting  of  ant.  system. 

Petition  Denied 
KARM  Fresno,  Calif. — Denied  peti- 
tion KARM,  requesting  reconsideration 
of  Commission  grant  on  Aug.  31,  1949, 
without  hearing,  of  application  of 
KCHJ  for  new  station  1010  kc  1  kw  D 
mod.  grant  to  make  KCHJ  subject  to 
any  interference  that  may  result  in 
event  of  grant  to  KARM  to  change 
facilities. 

South  Saint  Paul  Bcstg.  Co.,  South 
Saint  Paul,  Minn. — Denied  request  for 
reconsideration  and  grant  without 
hearing  of  application  for  new  station 
1590  kc,  1  kw  D:  scheduled  hearing  for 
Nov.  7.  at  Washington,  D.  C. 

Extension  Granted 
WPAB  Ponce,  P.  R.— Granted  exten- 
sion of  authority  for  30  days,  to  operate 
with  reduced  power  of  about  4  kw 
(normal  5  kw)  pending  replacement 
main  power  trans. 

Petition  Granted 
Kenyon  Brown  and  George  E.  Cam- 
eron Jr.,  Tulsa,  Okla. — Granted  petition 
of  Brown  to  extent  that  oral  argu- 
ment now  scheduled  for  Sept.  22,  be 
continued  without  date;  deferred  re- 
quest for  reopening  of  record,  pend- 
ing replies  to  such  motion  and  further 
review  by  Commission. 

Licenses  Extended 

Commission  continued  license  term 
for  all  licensed  international  broad- 
cast stations  until  earlier  of  following 
dates:  (1)  March  31,  1951.  or  (2)  first 
day  on  which  their  operations  are  not 
controlled,  by  agreement  or  otherwise, 
by  Department  of  State  or  other  gov- 
ernmental agency  supervising  operation 
of  international  broadcasting. 

Commission  also  authorized  World 
Wide  Bcstg.  Corp.  to  continue  inde- 
pendent operation  of  WRUL-1,  WRUL-4 
and  WRUL-5,  Scituate,  Mass.,  as  pre- 
viously authorized,  and  granted  exten- 
sion of  STA  to  WRUL-4,  until 
Oct.  31  to  operate  at  power  up  to  80 
kw  during  periods  of  day  when  that 
station  is  operating  under  Department 
of  State  direction  for  government  use. 

Extension  Granted 
WNBW  Washington,  D.  C— Granted 
extension  of  outstanding  SSA  to  oper- 
ate TV  station  WNBW  to  test  RCA  color 
system  from  Sept.  20  to  Oct.  13,  1950. 

Petition  Granted 
KTUL-AM-FM  Tulsa,  Ok?i.— On  peti- 
tion accepted  late  appearance  in  pend- 
ing TV  allocation  proceedings.  Peti- 
tioner seeks  allocation  of  TV  Chan.  8 
from  Muskogee  to  Tulsa;  Chan.  21  from 
RussellviUe,  Ark.,  to  Muskogee;  Chan. 
35  be  allocated  to  RussellviUe;  Chan. 
13  from  Enid  to  Tulsa;  and  Chan.  19 
be  allocated  Enid. 
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fCC  roundup 

New  Grants,  Transfers,  Changes,  Applicatiom 


Sox  J?C9tS  SUMMARY  TO  SEPTEMBER  21 

Summary  of  Authorizations,  Stations  On  the  Air,  Applications 

AppU- 

Total  Cond'l     cations  In 

Class  On  Air     Licensed     CPs       Grants   Pending  Hearing 

AM  stations    2,178  2,150  174  275  262 

FM  stations    686  510  213  1*  17  12 

TV  stations    106  51  58  356  182 

*  On  the  air. 

CALL  ASSIGNMENTS:  KGPH  Flagstaff  Ariz.  (Flagstaff  Bcstg.  Co.,  1450  kc,  250  w 
unlimited);  KJEF  Jennings,  La.  (Jennings  Bcstg.  Co.  Inc.,  1290  kc,  500  w  day); 
KRXG  Rexburg,  Ma.  (Snake  River  Radio  &  Television  Co.  Inc.,  1230  kc,  250  w 
unlimited);  WBOK  New  Orleans,  La.  (Jules  J.  PagUn,  800  kc,  1  kw  day);  WTIK 
Durham,  N.  C.  changed  from  WDUK  (Durham  Bcstg.  Enterprises  Inc.);  WTKM 
Hartford,  Wis.,  (Kettle-Moraine  Bcstg.  Co.,  1540  kc,  500  w  day). 

*  *  * 


store,  president  100%;  Donald  B.  Car- 
michael,  secretary-treasurer  and  John 
W.  Kendall,  majority  stockholder 
KWWB  Walla  Walla,  vice  president. 
Granted  Sept.  20. 

Ukiah,  Calif. — Mendocino  Bcstg.  Co., 
granted  new  station  1340  kc,  250  w  unl. 
Estimated  construction  cost:  520,897.75. 
Co-partnership  includes  Lloyd  Bitten- 
bender,  lumber  dealer;  F.  Walter  San- 
delin,  hotel  owner;  Edgar  W.  Dutton, 
farmer;  Guido  Benassini,  summer 
resort  operator  and  T.  R.  Amarante, 
one-third  owner  and  manager  KDAC 
Fort  Bragg,  Calif.  Granted  Sept.  20. 

Beckley,  W.  Va. — Beckley  Newspapers 
Inc.,  granted  new  station  on  730  kc  250 
w  unl.  Estimated  construction  cost 
$7,542.  Beckley  Newspapers  Inc.  is 
licensee  WCFC  FM  outlet  that  city. 
Charles  Hodel  is  president  of  corpora- 
tion. Grant  subject  to  conditions. 
Granted  Sept.  20. 

WORA  Mayaguez,  P.  R. — Granted 
switch  in  facilities  from  1150  kc  1  kw 
unlimited  to  1150  kc,  5  kw  unlimited 
directional  day  and  night.  Granted 
Sept.  20. 

WHLL  Wheeling,  W.  Va.— Granted 
switch  in  facilities  from  1600  kc  1  kw 
day  directional  to  1600  kc  5  kw  day  non- 
directional.  Granted  Sept.  20. 

WOKO  Albany,  N.  Y. — Granted  modi- 
fication of  CP  to  change  from  1460  kc 
5  kw  fuUtime  directional  night  to  1460 
kc  5  kw  day.  Granted  Sept.  20. 

FM  GRANTS 

Lenoir  City,  Tenn. — Arthur  Wilker- 
son  Lumber  Co.,  granted  Class  B  FM 
station  on  Chan.  262  (100.3  mc)  ERP 
8.8  kw,  ant.  890  ft.  Estimated  construc- 
tion cost  $6,000.  Arthur  Wilkerson, 
applicant  is  permittee  WLIL  Lenoir 
City.  Granted  Sept.  20. 

Carmi,  111.— Carmi  Bcstg.  Co.,  granted 
new  FM  station  Class  B,  Chan.  247 
(97.3  mc),  ERP  11  kw,  ant.  210  ft. 
Estimated  construction  cost  $7,722.50. 
Carmi  Bcstg.  is  licensee  WROY  AM 
outlet  Carmi.  Granted  Sept.  20. 

CHANGES  IN  ALLOCATION  PLAN 

Commission  reallocated  Chan.  262 
from  Knoxville,  Tenn.  to  Lenoir  City 
and  Chan.  247  was  allocated  to  Carmi. 
See  grants  above. 

TRANSFER  GRANTS 

WETO  Gadsden,  Ala. — Granted  as- 
signment of  license  from  Gary  Lee 
Graham  tr/as  Gadsden  Radio  Co., 
permittee,  to  Cary  Lee  Graham  and 
Edwin  Estes  d/b  as  Gadsden  Radio  Co. 
Mr.  Estes  formerly  general  manager 
WGWD  Gadsden  buys  50%  Interest  for 
$5,465.  WETO  is  assigned  1  kw  fuUtime 
on  930  kc.  Granted  Sept.  20. 

KTFY  Brownfield,  Tex. — Granted  as- 
signment of  license  from  Sterling  Jake 
Parrish,  Mike  Allen  Barrett  and  Esther 
Constance  Parmelee  d/b  as  Terry 
County  Bcstg.  Co.,  licensee,  to  Mike 
Allen  Barrett  individual  for  $8,670. 
Other  partners  are  too  far  removed 
from  station  to  give  proper  attention 
to  its  operation.  KTFY  is  assigned  1050 
kc  250  w  day.  Granted  Sept.  20. 

WVOT  Wilson,  N.  C. — Granted  acqui- 
sition of  control  in  Wilson  Radio  Co. 
Inc.,  licensee,  by  H.  W.  Anderson, 
through  purchase  of  152  sh.  or  15.2% 
of  stock  from  C.  E.  Leeper  for  $7,500. 
Mr.  Anderson  prior  to  transfer  held 
45.6%  of  stock.  WVOT  is  assigned  1420 
kc  1  kw  day.  Granted  Sept.  20. 

WSNS  (FM)  Sanford,  N.  C— Granted 
assignment  of  CP  from  Thomas  B. 
Buchanan  and  Thomas  E.  Barker  d/b 
as  Sanford  Bcstg.  Co.  Mr.  Buchanan 
sells  his  50%  Interest  for  $4,472.  WSNS 
is  assigned  Chan.  288  (105.5  mc). 
Granted  Sept.  20. 


WGSV  Guntersville,  Ala.— Granted 
assignment  of  license  from  H.  E.  Moore 
tr/as  Guntersville  Bcstg.  Co.,  licensee, 
to  new  corporation.  Mr.  Moore  sells  % 
of  his  Interest  for  $12,000.  WGVS  Is 
assigned  1  kw  day  on  1270  kc.  Granted 
Sept.  20 

Deletions  .  .  . 

ONE  AM  authorization  reported  deleted 
by  FCC  last  week.  Total  deletions  to 
date  since  Jan.  1:  AM  32;  FM  91;  TV  3. 
KCRO  Englewood,  Col.— CP  Sept.  13. 

New  Applications  .  .  . 

AM  APPLICATIONS 
Granite  City,  m.— Cecil  W.  Roberts, 
1600  kc,  1  kw  day.  Estimated  construc- 
tion cost  $11,425.  Mr.  Roberts  is  owner 
of  KREI-AM-FM  Farmington,  Mo., 
KNEM  Nevada,  Mo.,  KCHI  ChilUcothe, 
Mo.  Filed  Sept.  15. 

Mobile,  Ala.— Azalea  Bcstg.  Co.,  1340 
kc,  250  w  unlimited.  Estimated  cost  of 
construction  $17,600.  Principals  in  Aza- 
lea Include:  Charles  W.  Holt,  Va  owner 
WHSY  Hattlesburg,  Miss.;  Clarence  M. 
Dossett,  95%  owner  retail  grocery; 
Vernon  J.  Cheek,  chief  engineer  and 
owner  WHSY;  Bernard  Reed  Green,  di- 
rector of  athletics  and  football  coach 
Miss.  Southern  College.  Filed  Sept.  19. 

Elkin,  N.  C— Yadkin  VaUey  Bcstg. 
Co.,  1540  kc,  250  w  day.  Estimated  con- 
struction cost  $6,440.  Applicant  Is  licen- 
see WIFM  Elkln,  FM  outlet  there.  Filed 
Sept.  20. 

TV  APPLICATION 

Pittsburg,  Kan. — Pittsburg  Bcstg.  Co. 
Inc.,  new  commercial  TV  station  on 
Chan.  7  (174-180  mc),  ERP  28.8  kw  vis., 
14.4  kw  aur.,  ant.  500  ft.  above  average 
terrain.  Estimated  construction  cost 
$248,215,  estimated  revenue  first  year 
$60,000.  Applicant  Is  licensee  AM  outlet 
KOAM  Pittsburg.  Filed  Sept.  21. 

TRANSFER  REQUESTS 

WAAB  Worcester,  Mass. — Assignment 
of  license  from  Radio  Enterprises,  li- 
censee to  Olin  Corporation  in  which 
Bruff  W.  Olin  Jr.,  is  sole  stockholder. 
Mr.  OUn  pays  Radio  Enterprises  $15,000 
and  Yankee  Network  leaser  of  WAAB 
$85,000  for  station.  Mr.  Olin  was  pre- 
viously owner  WQUA  Mollne,  m.  Mrs. 
Elizabeth  L.  Olin,  wife  of  applicant.  Is 
a  director  of  the  corporation.  WAAB  Is 
assigned  5  kw  fulltime,  directional,  on 
1440  kc.  FUed  Sept.  20. 

WEAT  Lake  Worth,  Fla. — Assignment 
of  license  from  Warren  H.  Brewster, 
licensee,  to  James  Robert  Meachem  for 
a  consideration  of  $63,000.  Mr.  Meachem 
was  owner  WELM  Elmira,  N.  Y.  from 
1947  to  1949.  Mr.  Brewster  wishes  to  sell 
as  press  of  other  business  interests  ab- 
sorbs a  great  deal  of  his  time.  WEAT 
is  assigned  1490  kc,  250  w  fulltime. 
Filed  Sept.  15. 

WCAZ  Carthage,  HI.  —  Transfer  of 
control  in  Superior  Bcstg.  Service  Inc., 
from  Robert  E.  Compton  (deceased)  to 
Chicago  Title  &  Trust  Co.,  as  executors 
of  his  will.  Although  stock  certificates 
not  located  it  is  assumed  Mr.  Compton 
held  all  stock.  WCAZ  is  assigned  1  kw 
day  on  990  kc.  Filed  Sept.  20. 

KGBK-AM-FM  Tyler,  Tex. — Assign- 
ment of  license  from  James  G.  Ulmer 
and  James  G.  Ulmer  Jr.,  d/b  as  East 
Texas  Bcstg.  Co.,  licensee,  to  Lucille 
Ross  Buford  for  a  consideration  of 
$100,000.  The  Uhners  desire  to  devote 
more  time  to  their  business  interests  in 
Fort  Worth.  Mrs.  Buford  is  49%  owner 
KHBG  Okmulgee,  Okla.  KGBK  is  as- 
signed 250  w  fuUtime  on  1490  kc.  Filed 
Sept.  19. 


CBS  MEETING 

Executives  Map  Season  Plan 

REPRESENTATIVES    of  CB 
owned  stations  and  stations  repre 
sented  by  CBS  Radio  Sales  held 
four-day  annual  meeting  last  wee 
in  New  York's  Ritz  Carlton  Hote 

Top  executives  of  the  networ 
addressed  the  station  executives  o 
all  aspects  of  CBS  plans  for  th 
new  radio  and  television  season, 
demonstration  of  CBS  color  tele 
sion — a  matter  of  considerable 
terest  since  the  FCC's  recent  colo 
report — was  given  for  the  static 
executives  on  Tuesday. 

Some  two  dozen  representative 
of  CBS-owned  and  CBS  Radi 
Sales  represented  stations  were  o 
hand. 

Network  executives,  led  by  Fran 
Stanton,  CBS  president,  addresse 
the  meetings  on  Monday,  Tuesday 
and  Wednesday,  and  the  rest  of  th^ 
meeting  was  devoted  principally  t 
talks  by  CBS  Radio  Sales  execu 
tives  and  discussions  of  ways  of  im 
proving  spot  sales, 
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NAB  District  Meetings 

Sept.  25-26:  Dist.  11,  St.  Paul  Hotel 
St.  PaiU. 

Sept.  28-29:  Dist.  10,  Chase  Hotel.  St 
Louis. 

Oct.  2-3:  Dist.  12.  Tulsa  Hotel,  Tulsa.i 
Oct.  6-7:  Dist.  3,  Bedford  Springs  Hotel 

Bedford,  Pa. 
Oct.    9-10:    Dist.    1,    Somerset  Hotel.' 

Boston. 

Oct.  12-13:  Dist.  2,  Ten  Eyck  Hotel, 
Albany,  N.  Y. 

Oct.  26-27:  Dist.  6,  Roosevelt  Hotel 
New  Orleans. 

Nov.  2-3:  Dist.  4.  Williamsburg  Inn  and 
Lodge,  Williamsburg,  Va. 

Nov.  9-10:  Dist.  5;  Ansley  Hotel,  At- 
lanta. 


Sept.  28-29:  National  Retail  Dry  Goods 
Assn.  Radio -TV  Workshop,  Hotel 
Statler.  New  York. 

Sept.  28-29:  New  Jersey  Broadcasters 
Assn. -Rutgers  U.  Radio  Institute,  As- 
bury  Park,  N.  J. 

Sept.  28-30:  Western  Assn.  of  Broad- 
casters annual  meeting,  Palliser  Hotel, 
Calgary. 

Sept.  30-Oct.  7:  Canadian  Radio  Week. 

Sept.  30-Oct.  8:  National  Television  and 
Electrical  Living  Show,  Chicago  Coli- 
seum. 

Oct.  4:  AAA  A  board  of  directors  meet- 
ing, Chicago. 

Oct.  5-6:  AAAA  Central  Council  meet-  > 
ing.  Hotel  Drake,  Chicago. 

Oct.  5:  Second  International  Advertls-  , 
ing   Convention,   Hotel  Plaza,  New 
York. 

Oct.  6-7:  Ohio  State  U.  Advertising  and 
Sales  Promotion  Conference,  Colum- 
bus. 

Oct.  8-11:  AAAA  Pacific  Council  meet- 
ing. Hotel  del  Coronado,  Coronado. 
Calif. 

Oct.  9-March  19:  Advertising  &  Selling 

Course,    Advertising    Club    of  New 

York,  New  York. 
Oct.  16-18:  Assn.  of  Independent  Metro- 

pohtan  Stations,  Lennox  Hotel,  St 

Louis. 

Oct.  16-20:  Society  of  Motion  Picture 
and  Television  Engineers  annual  con- 
vention, Lake  Placid  Club,  Lake 
Placid,  N.  Y. 

Oct.  18-21 :  NBC  Annual  Affiliates'  Meet- 
ing, Greenbrier  Hotel,  White  Sulphur 
Springs,  W.  Va. 

Oct.  22-24:  10th  District  convention. 
Advertising  Federation  of  America. 
Amarillo,  Tex. 
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PRIORITY  JOB 

Three  NPA  Executives  Named 

J  EVOLUTION  of  the  government's 
I  new  priority  and  price-control  ma- 
chinery moved  forward  slowly  last 
.veek.  Appointment  of  several  key 
executives  in  the  priority  agency — 
National    Production    Authority — 
Iwas  announced,  but  the  authorized 
■Economic  Stabilization  Agency  will 
:  not  be  appointed  until  President 
'j  Truman  has  selected  its  adminis- 
itrator. 

I  H.  B.  McCoy,  director  of  the  Of- 
Ifice  of  Industry  &  Commerce,  Dept. 
J  of  Commerce,  last  week  was  named 
by  NPA  Administrator  William  H. 
Harrison  as  assistant  administrator 
for  industry  operations.  Under  him 
will  come  NPA  limitation,  conser- 

Iation  and  allocations  orders. 
Mr.  McCoy's  sphere  will  include 
cheduling  of  production  and  deliv- 

Bry  of  critical  components  and  end 
roducts  when  this  is  deemed  neces- 
ary;  direction  of  facilities  use;  ex- 
pedition of  production;  advising  of 
procurement  agencies  on  placement 
:  of  defense  orders  to  avoid  industry 
dislocation  and  obtain  maximum 
use  of  production  facilities. 

W.  Howard  Chase,  on  leave  as 
General  Foods  Corp.  public  rela- 
tions director,  was  named  as  a  con- 
sultant to  NPA.  His  specific  duties 
were  not  listed  but  it  is  believed 
he  will  serve  as  consultant  for  the 
XPA  administrator  and  to  Secre- 
tary of  Commerce  Charles  Sawyer, 
under  whom  NPA  falls. 

H.  George  Wilde,  of  Lenox, 
Mass.,  was  named  to  be  an  assist- 
ant to  the  NPA  administrator.  He 
is  a  New  England  businessman  and 
farmer  and  is  president  of  Lee  Na- 
tional Bank,  Lee,  Mass. 


j      Campaign  Tips 

(Continued  from  page  22) 

n 

{'  [our]    radio   and   television  time 
i  purchases  on  a  national  scale,"  the 
booklet  explains. 

The  GOP  also  is  telling  its  can- 
didates that  radio  "is  one  of  the 
most  effective  campaign  tools  be- 
cause  it   reaches   a  concentrated 
audience."  Radio,  the  Republican 
pamphlet  notes,  can  tell  the  candi- 
date's story  to  the  home  folks.  It 
advises  them  to  buy  time  early.  It 
!  also   touches  upon  the  following 
jf  topics:  Types  of  programs  (stresses 
spot    campaigns);  classification 
of  time   and  rates;   "spot  pack- 
ages"; what  to  say  (be  simple  and. 
''  direct  in  speech) . 
,     Television  is  a  new  medium  with 
'  an  extremely  great  impact,  Repub- 
licans are  being  told.    The  booklet 
lists  107  urban  areas  with  TV  sta- 
tions, tells  how  to  buy  TV  time  and 
gives  comparative  costs  of  radio 
and  television. 
!|     Both  committee   spokesmen  re- 
'  port  that  an  overall  expenditure  in 
radio  and  TV  could  not  be  esti- 
j  mated  this  fall  because   of  con- 
I  centrated  local  campaigns  in  which 
'  the  individual  candidate  bears  the 
,  greatest  cost. 


'RED  CHANNELS' 

Cited  by  Sen.  Mundt 

ECHO  of  the  dispute  which  rages 
over  the  anti-Communist  booklet, 
Red  Channels,  sounded  on  a  bitter 
note  on  Capitol  Hill  last  week.  Sen. 
Karl  E.  Mundt  (R-S.  D.)  called  it 
a  part  of  a  "nationwide  crusade 
against  the  financing  and  subsidiz- 
ing of  Communist  dupes  and  agents 
by  American  industrial  corpora- 
tions, business  interests  and  adver- 
tising agencies." 

Sen.  Mundt,  a  consistent  and  out- 
spoken opponent  of  Communism  in 
the  U.  S.,  said  that  those  who  wish 
to  "fight  back"  against  forces  en- 
dangering "these  priceless  Amer- 
ican heritages"  now  have  a  way  to 
make  themselves  effective. 

Such  a  means,  the  Senator  said, 
would  be  to  refuse  to  listen  to  "this 
red-tainted  material."  According 
to  Sen.  Mundt: 

"Just  as  soon  as  good  Americans 
.  .  .  cease  being  all-American  suck- 
ers ...  by  spending  their  money  to 
support  the  advertisers,  the  enter- 
tainers, the  columnists,  the  com- 
mentators .  .  .  coyly  trying  to 
undermine  free  enterprise,  private 
initiative,  and  individual  free- 
dom. .  .  ,"  the  situation  will  be 
corrected. 

To  back  up  his  comment,  Sen. 
Mundt  introduced  in  the  Congres- 
sional Record  on  Sept.  19  an  arti- 
cle dealing  with  Red  Channels 
which  appeared  in  the  Sept.  14  is- 
sue of  the  Christian  Science  Moni- 
tor. 

The  article  said  the  booklet  was 
a  current  best  seller  in  "the  radio 
offices  of  mid-Manhattan  and  the 
advertising  agencies  of  Madison 
Ave."  It  recalled  the  ban  on  Jean 
Muir  by  General  Foods  and  NBC 
following  protests  by  persons  who 
complained  that  her  name  was  list- 
ed in  the  booklet.  "So  are  the 
names  of  150  other  actors,  writers, 
musicians,  producers,  and  persons 
connected  with  show  business,"  the 
Monitor  noted. 


IRE  Sessions 

(Continued  from  page  30) 

development  of  high  frequency 
techniques  used  in  today's  advanced 
apparatus;  provision  of  a  new  con- 
cept in  amplifiers  and  oscillators 
resulting  from  the  invention  of  the 
klysotron  by  the  Varian  brothers, 
Stanford;  first  all-electronic  tele- 
vision system  developed  in  San 
Francisco  by  Philo  Farnsworth;  in- 
vention of  the  cyclotron  by  Dr. 
Lawrence  at  Berkeley,  which  un- 
locked the  door  to  the  atom  bomb. 

"The  West,"  he  declared,  "can 
now  absorb  technical  graduates  in 
ever-increasing  numbers  and  is  able 
to  attract  ard  stimulate  mature 
and  experienced  engineers  from 
eastern  areas."  The  West  Coast, 
he  pointed  out,  has  matured  to  a 
point  of  having  a  large  number  of 
people  in  research  and  engineering 
which  will  inevitably  result  in  pros- 
perous effective  electronic  indus- 
tries in  this  area. 


'KINTNER  DAY' 

Stroudsburg  To  Hold  Fete 

A  SPECIAL  broadcast  over  ABC 
will  highlight  "Robert  E.  Kintner 
Day"  when  the  citizens  of  Strouds- 
burg, Pa.,  Oct.  17,  honor  their  na- 
tive son,  ABC  President  Robert 
Kintner,  for  his  achievements  as  a 
radio  executive. 

Gov.  James  H.  Duflf  will  head  the 
welcoming  home  group  with  the 
presentation  of  a  plaque  acclaim- 
ing Mr.  Kintner  as  a  "Pennsylva- 
nia Ambassador." 

The  activities  of  the  day  will  in- 
clude a  motorcycle  escort  for  Mr. 
Kintner  upon  his  arrival,  a  formal 
greeting  by  the  Stroudsburg  mayor 
and  city  officials,  and  a  luncheon 
given  in  his  honor  by  the  Pocono 
Mt.  Chamber  of  Commerce. 

Following  an  address  by  Mr. 
Kintner  to  the  students  of  his  alma 
mater,  Stroudsburg  High  School,  a 
dinner  from  which  the  ABC  broad- 
cast is  to  originate  will  take  place. 
Walter  Kiernan  as  master  of  cere- 
monies will  introduce  such  artists 
as  Paul  Whiteman,  and  an  ABC 
concert  orchestra,  Earl  Wilde,  Jim- 
my Blaine,  and  Marian  Morgan.  A 
reception  by  the  leading  citizens  of 
the  Pocono  Mt.  region  will  end  the 
day's  honors  for  Mr.  Kintner. 


Red  Problems 

(Continued  from  page  27) 

admire  plain  courage,  and  the  makers 
of  Jello  might  profit  from  publicity 
identifying  their  product  with  the 
principle  which  is  America's  back- 
bone. 

Miss  Jean  Muir  has  no  constitu- 
tional right  to  appear  in  The  Aldrich 
Family,  and  her  opponents  have  the 
right  to  protest  her  appearance.  You 
have  paid  her  the  amount  agreed  on 
for  her  scheduled  appearances.  But, 
just  as  we  oppose  censorship  by 
public  authority,  we  deplore  sup- 
pression by  private  pressure.  And 
we  are  shocked  at  your  llth-hour 
yielding  to  such  pressure,  without 
according  Miss  Muir  the  elementary 
right  of  a  full  hearing. 

The  Aldrich  Family  is  a  non- 
controversial  program.  Miss  Muir 
is  a  well-known  actress.  To  cancel 
her  contract  so  apparently  on  the 
basis  of  alleged  connections  listed  in 
a  private  publication,  seems  to  us  not 
only  to  threaten  the  fundamental 
American  traditions  of  free  speech 
and  association,  but  to  threaten  them 
in  the  worst  possible  way — by  violat- 
ing the  spirit  of  due  process  and  fair 
trial.  We  are  sure  that  Communist 
propagandists  the  world  over  are 
already  using  this  as  further  proof 
of  their  claim  that  the  freedom  of 
American  radio  is  a  sham.  As  a 
result,  we  who  cherish  democracy 
and  abhor  communism  shall  have 
still  more  harm  to  undo. 

We  hope  you  will  immediately  re- 
consider, and  reverse  your  decision. 
Members  of  our  board  of  directors, 
several  of  whom  have  long  experience 
in  the  fields  of  entertainment,  com- 
munication and  public  relations,  are 
available  for  prompt  consultation,  if 
you  should  desire  it.  In  addition,  we 
are  continuing  and  intensifying  our 
comprehensive  inquiry  into  the  whole 
question  of  possible  black-listing  in 
the  radio  industry. 


KSTP  PERMITS 

Rep.  Wier  Urges  Revocation 

APPARENTLY  stemming  from 
the  stations'  labor  dispute,  a  joint 
resolution  to  "direct"  FCC  to  re- 
voke the  licenses  of  KSTP  and 
KSTP-TV  St.  Paul  -  Minneapolis 
was  introduced  in  the  House  last 
week  by  Minnesota's  Rep.  Roy  W- 
Wier  (Farmer-Labor-Democrat). 

The  KSTP  stations  have  been  in- 
volved in  a  dispute  with  IBEW 
since  union  members  walked  out 
last  April.  Rep.  Wier  has  been  ac- 
tive in  Minneapolis  trade  union 
affairs  since  1920,  and  also  has 
served  in  the  State  Legislature 
(1933-39)  and  has  been  a  member 
of  the  Minneapolis  Board  of  Edu- 
cation since  1939. 

Approval  Required 

His  resolution  (HJ-Res.  543), 
which  requires  approval  by  both 
House  and  Senate  as  well  as  the 
Presidential  signature  to  become 
effective,  also  would  direct  FCC 
to  grant  licenses — presumably  de- 
spite the  present  TV  freeze — to 
"other  radio  and  television  stations 
in  or  near  Minneapolis  and  St.  Paul 
which  will  serve,  in  the  public  con- 
venience, interest  and  necessity,  the 
area  now  being  served  by  Stations 
KSTP  and  KSTP-TV." 

Stanley  E.  Hubbard,  president 
and  general  manager  of  the  sta- 
tions, declined  to  comment  on  the 
resolution — first  of  its  kind  in  re- 
cent communications  history. 

Rep.  Wier  made  no  specific 
charges  against  the  stations  and 
acknowledged  that  the  House's 
plans  for  an  early  recess  made  it 
improbable  that  hearings  could  be 
held  in  the  immediate  future.  The 
resolution  was  referred  to  the 
House  Interstate  and  Foreign  Com- 
merce Committee,  which  reportedly 
queried  FCC  and  was  told  the  Com- 
mission has  no  information  to  in- 
dicate the  stations  are  not  operat- 
ing in  the  public  interest. 


NEW  RCA  PLANT 

To  Make  Miniature  Tubes 

RCA  announced  last  week  that  it 
will  set  up  a  new  plant  in  Cincin- 
nati for  the  manufacture  of  minia- 
ture-type electron  receiving  tubes 
which  will  be  in  full  production  by 
the  fall  of  1951. 

Walter  A.  Buck,  vice  president, 
and  general  manager  of  RCA  Vic- 
tor Div.,  also  said  that  the  Cincin- 
nati plan,  with  180,000-sq.  ft.  of 
building  space  on  17  acres,  will  be 
the  third  RCA  factory  devoted  to 
the  manufacture  of  receiving  tubes. 

The  miniature  tube,  originally 
designed  for  pocket-sized  radio 
sets,  are  now  in  general  use  in  the 
radio-television  industry  and  have 
been  proven  valuable  in  other  in- 
dustrial and  communications  equip- 
ment, according  to  Mr.  Buck. 
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BAB  EXPANSfON  PROJECT 
ENDORSED  BY  DISTRICT  9 

NAB  District  9  delegates  endorsed  plan  to 
expand  Broadcast  Advertising  Bureau  at  Fri- 
day session  winding  up  two-day  meeting  at 
Three  Lakes,  Wis.  (early  story  page  22). 
Other  resolutions  lauded  roles  of  NAB  staff 
members  in  meeting,  including  Richard  P. 
Doherty,  employe-employer  relations  director; 
Ralph  W.  Hardy,  government  relations  di- 
rector; Charles  A.  Batson,  TV  director;  Lee 
Hart,  BAB  assistant  director. 

Robert  K.  Richards,  NAB  public  affairs  di- 
rector, thanked  for  film  presentation  of  NAB 
functions  and  campaign  to  bring  in  new  mem- 
bers. Hai-old  Safford,  president,  Illinois 
Broadcasters  Assn.,  said  film  would  be  shown 
at  November  meeting  of  his  association. 
District  thanked  Ben  A.  Laird  and  Robert 
C.  Nelson,  WDUZ  Green  Bay,  for  meeting 
arrangements,  and  lauded  work  of  Charles 
C.  Caley,  WMBD  Peoria,  111.,  for  board  service 
and  explanation  of  BAB  project. 

Mr.  Caley  urged  number  of  NAB  districts  be 
cut  to  12  and  boai'd  to  22  members,  claiming 
would  save  one  month  of  travel  per  year  for 
NAB  staff  members  covering  conventions  and 
$12,000  for  association.  Suggested  Illinois, 
Iowa,  Missouri  be  made  into  one  district  and 
Wisconsin,  Minnesota  and  Upper  Michigan 
into  another  in  regrouping. 

Members  of  Resolutions  Committee  were 
Robert  J.  Burow,  WDAN  Danville,  111.;  Merrill 
Lindsay,  WSOY  Decatur,  111.,  and  Howard 
Dahl,  WKBH  La  Crosse,  Wis. 

Lower  BAB  rates-  for  NAB  members  sug- 
gested by  Mr.  Dahl  who  felt  BAB  Committee 
proposal  should  be  extended  beyond  one  year 
period  now  under  consideration. 

VANSANT,  DUGDALE  PLACING 
TIME  FOR  SECOND  ARMY 

HALF  of  Second  Army  advertising  contract, 
placed  recently  with  VanSant,  Dugdale  &  Co., 
Baltimore,  to  go  into  radio  time.  Details  of 
campaign  to  be  acted  on  by  military  within 
few  days.  Copy  will  concentrate  on  Army  and 
Air  Force  recruiting  in  Maryland,  Pennsyl- 
vania, Delaware,  District  of  Columbia,  Vir- 
ginia, West  Virginia,  Ohio  and  Kentucky. 
Budget  for  next  "official"  year  estimated  at 
just  short  of  $100,000.  Dan  J.  Loden  is  agency 
account  executive  and  Robert  V.  Walsh  is  radio 
director. 

Gibbs  &  Co.,  Baltimore  food  firm,  which 
recently  placed  account  with  VanSant,  Dug- 
dale, will  start  within  month  radio  and  TV 
in  Baltimore  and  radio  in  Washington.  News- 
papers also  to  be  used  in  Baltimore  but  in 
Washington  it  will  be  entirely  radio  first  few 
months. 

CUBAN  TV  CONTRACT 

INS-INP-TELENEWS  has  signed  with  Union 
Radio  TV  of  Havana,  first  Cuban  TV  outlet, 
effective  Oct.  15,  to  provide  Global  News  Re- 
port, INP  weekly  spot  news  and  feature  photo 
package,  and  three  Tel»news  sei-vices — Daily 
Newsreel,  Review  of  Week,  and  This  Week  in 
Sports.  Contract  is  for  one  year,  beginning 
when  station  goes  on  air.  INS  news  report 
will  also  be  sent  to  14  broadcasting  stations  in 
Union  Radio  Network,  Cuba. 


AIMS  TO  MEET  IN  ST.  LOUIS 

PROGRAM  and  sales  ideas,  operating  costs 
and  joint  promotion  efforts  to  highlight  fall 
meeting  of  Assn.  of  Independent  Metropolitan 
Stations  Oct.  16-18  at  Hotel  Lennox,  St.  Louis, 
according  to  William  E.  Ware,  vice  president, 
KSTL  St.  Louis,  host  station.  Newly  admitted 
to  membership  are  WMGI  Richmond,  Va.; 
WWEZ  New  Orleans  and  KLMS  Lincoln,  Neb. 

THREE  TO  GET 'RANGERS' 

COMBINATION  of  Blair-TV,  Katz  and  Free 
&  Peters  expected  to  get  exclusive  representa- 
tion this  week  on  new  video  film  package,  Texas 
Rangers,  produced  by  Jack  Chertok,  who  also 
produced  The  Lone  Ranger,  on  West  Coast. 
This  brings  trio's  total  to  three,  including 
Sherlock  Holmes  feature  and  Shadoiv  of  the 
Mind. 

WBKB  EXPANDS  SCHEDULE 

WBKB  (TV)  Chicago,  Balaban  &  Katz  station, 
expands  operating  schedule  from  85  to  112 
hours  weekly  from  Oct.  1,  starting  at  10  a.m. 
and  continuing  through  2  a.m.  Feature  films 
will  be  progi'ammed  after  midnight. 


Closed  Circuit 

(Continued  from  page  Jf) 
10  and  15-mimite  news  shows  in  middle  ha] 
of  Texas  starting  Sept.  25  on  about  12  ste 
tions.     J.  Walter  Thompson,  New  York,  i 
agency. 

ARTHUR  MURRAY  Dance  Studios,  Nca 
York,  will  nam.e  Dorland  Inc.,  New  York,  t 
handle  its  $1  million  advertising  budget,  m 
eluding  hour-long  television  show,  Sundaj 
9-10  p.m.  on  DuMont  network,  starting  Oct.  If 

AUGUST  NETWORK  SALES 
EXCEED  FIGURE  IN  1949 

GROSS  radio  time  charges  for  four  network - 
in  August  surpassed  same  month  year  agi 
but  eight-month  total  was  slightly  below  same 
period  in  1949,  according  to  Publishers  Infor- 
mation Bureau  figures. 

Gross  network  TV  time  charges  for  Augus': 
were  triple  those  of  year  ago  and  first  eight 
months  also  were  triple  those  for  similar  1949 
period,  though  1950  data  do  not  include  Du- 
Mont sales. 


NETWORK  RADIO 


ABC 
CBS 
MBS 
NBC 
TOTAL 


Aug.  1950  Aug.  1949 
$2,264,563  $2,544,096 


4,629,623 
1,093,024 
4,566,293 
12,553,503 


3,973,058 
1,119,364 
4,523,117 
12,159,635 


8  Mo.  1950 
$24,054,708 
45,217,118 
10,643,868 
41,931,767 
121,847,461 


NETWORK  TELEVISION 


Aug.  1950 
ABC  $257,111 
CBS  349.554 
DUMONT 
NBC  1,248,696 
TOTAL  1,855,361 


Aug.  1949 
115,002 
164,471 
66,154 
284.160 
629,787 


8  Mo.  1950 
2,394,592 
5,276,291 

9,691,175 
17,357,058 


8  Mo.  194H 
$28,797,408 
41,304,312 
12,531,953 
*2,396,507 
125,030,180 


8  Mo.  1946 
585,315 
1,337,780 
552,641 
3,030,556 
5.506,292 


Cuban  Demands  Upped  in  NARBA  Proposal 


CUBA  REVEALED  her  proposals  for  Cuban 
NARBA  assignments  Friday — essentially  fol- 
lowing pattern  of  offer  which  U.  S.  rejected 
at  Havana  last  March,  but  expanded  to  en- 
compass operations  on  six  instead  of  three 
U.  S.  1-A  clear  channels  (early  story  page  26). 

In  addition  to  operations  on  640  kc  (KFI 
Los  Angeles),  670  kc  (WMAQ  Chicago)  and 
830  kc  (WCCO  Minneapolis),  which  were  in- 
cluded in  Havana  proposal,  new  list  asked  for 
definite  Cuban  assignments  on  three  other 
U.  S.  1-A's  which,  in  Havana  offer,  were  among 
channels  on  which  she  asked  "reservations"  in 
event  they  are  duplicated  either  in  this  country 
or  other  nations.  These  three:  660  kc  (WNBC 
New  York),  which  Cuba  proposes  to  use  at 
Havana  with  5  kw  DA;  770  kc  (WJZ  New 
York),  Havana  with  10  kw  DA;  and  780  kc 
(WBBM  Chicago),  10  kw,  location  unspecified. 
Cuba  currently  has  stations  operating  on  all 
three  frequencies. 

New  list  retains  proposals  included  in  Cuba's 
Havana  offer — generally  known  as  "the  March 
22  list" — by  which  Cuba  would  "reserve"  right 
to  operate  on  11  other  U.  S.  1-A  channels  in 
event  they  are  broken  down  either  by  assign- 
ment of  additional  stations  in  U.  S.  or  by 
duplication  in  other  countries.  These  11:  650, 
700,  720,  750,  760,  880,  890,  1020,  1100,  1180 
and  1210  kc. 

Except  for  1120  kc,  on  which  she  seeks  250 
w  daytimer  at  Havana,  her  list  of  U.  S.  1-A's 
which  she  would  commit  herself  not  to  use  re- 
mains unchanged:  820  kc  (WFAA-WBAP 
Dallas-Ft.  Worth);  840  kc  (WHAS  Louis- 
ville); 870  kc  (WWL  New  Orleans);  1040  kc 
(WHO  Des  Moines),  and  1200  kc  (WOAI  San 
Antonio ) . 

New  proposals  with  respect  to  1-B  channels 
viere  described  as  substantially  same  as  those 
contained  in  March  22  list.  One  departure  is 
proposed  assignment  of  250  w  fulltime  station 
at  Oriente  on  1110  kc  (WBT  Charlotte  and 


KFAB  Omaha  are  U.  S.  dominants>.  On  1080 
kc,  interference  limits  would  be  higher  than 
normal. 

New  proposal  also  seeks  higher  protection 
than  previously  contemplated  for  Cuban  sta- 
tions on  some  14  channels:  550,  570,  590,  630. 
640,  660,  690,  730,  740,  770,  780,  860,  920  and 
980  kc.  It  also  reiterates  plan  whereby  U.  S. 
would  make  no  future  assignments  in  Florida 
and  southern  Georgia,  Alabama,  Mississippi 
and  Louisiana  on  specific  channels,  but  fre- 
quencies involved  are  changed  to  570,  590,  630, 
730,  740,  920  and  980  kc,  omitting  three  chan- 
nels included  in  March  22  proposal:  550,  690 
and  860  kc.  However,  on  latter  three  Cuba 
asked  that  there  be  no  increase  in  interference. 

Cuba's  revised  list  was  contained  in  "reply" 
to  U.  S.  proposal  that  last  "offer"  made  by 
U.  S.  in  Havana  conferences  be  used  as  start- 
ing point  for  cm-rent  negotiations.  Cuban 
delegation  said  it  "welcomed"  this  suggestion, 
pointing  out  it  had  accepted  U.  S.  Havana  offer 
"in  principle,"  subject  to  certain  conditions 
which  still  apply:  (1)  that  discussions  be  re- 
opened concerning  shared  use  of  four  U.  S. 
clears;  (2)  that  "protection  offered  generally 
should  result  satisfactorily  to  Cuba  in  a  spe- 
cific manner,"  and  (3)  that  formulas  be  pro- 
vided to  meet  other  nations'  objections  to 
Cuban  assignments.  One  of  conditions  specified 
at  Havana  has  been  omitted:  That  is,  that  pro- 
vision be  made  for  separation  of  stations  lo- 
cated within  same  province  of  Cuba. 

New  Cuban  list,  submitted  by  Dr.  Jose 
Ramon  Gutierrez,  head  of  delegation,  made 
clear  that,  like  U.  S.  proposal,  it  is  "subject 
to  modifications  which  Cuba  may  introduce 
in  it,  although  Cuba  believes  that  in  the  form 
set  forth  it  indicates  the  most  adequate  solu- 
tions for  the  many  needs  of  Cuban  radio  broad- 
casting, in  a  form  which  may  be  presumed  to 
be  the  most  acceptable  for  the  other  coun- 
tries. .  .  ." 
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BROADCASTING    •  Telecasting 


THE  WHOLE  IHDUSTRY 
IS  TALKIH6  ABOUT... 

.  .  .  WLW-Television's  daytime  programs.  And  no 
wonder.  Think  of  a  noontime  TV  program  making 
a  rating  of  19.5,  with  93.7%  share  of  audience  (a 
July  rating  of  15.2  with  75%  share  of  audience)! 
That's  the  three-station  achievement  of  "Fifty  Club" 
...  a  performance  rivalling  many  nighttime  shows. 
(Check  Videodex,  Pulse,  Hooper.) 

Only  one  show?  No,  there  are  many  others  with 
comparable  ratings.  For  further  information,  call  the 
nearest  WLW  Sales  Office  for  facts  about  the  new 
daytime  programming  that  starts  at  7:30  AM  on 

WLW-TELEVISION 

.  .  .  with  more  viewers  than  any  other  station  in  Cincinnati, 
Dayton  and  Columbus— 2nd  largest  TV  market  in  the  Midwest. 


WLW-T  WLW-D  WLW-C 

CINCINNATI  DAYTON  COLUMBUS 


Representing  radio 
stations  WCBS, 
WBBM,  KNX.  WCAU, 
WCCO,  WEEK  KMOX. 
KCBS,  WBT,  WRVA, 
WTOP,  KSL,  WAPI 

and  the  Columbia 
Pacific  Network ; 
television  stations 

WCBS-TV,  WCAU-TV, 
KTTV,  WTOP-TV, 
WBTV,  KSL-TV, 


Loaded  with  talent! 

That's  your  Radio  Sales  Account  Executive.  He  can 
show  you  how  to  balance  your  budget  (and  then  some) 
in  13  of  your  most  important  markets.  Because  he  can 
oflfer  you  the  talents  of  a  friendly  local  personality 
who  talks  the  local  language ..  .who  knows  how  to  sell 
your  product  in  his  local  area.  What's  more,  thanks  to 
Radio  Sales  research— the  most  resourceful  in  its  field— 
you  can  be  sure  your  commercials  are  aired  when 
and  where  you're  sure  to  get  the  biggest  audiences  and 

les/Yo  make  profits  ride  high  in  13  major  markets  — 
New  York,  ChicagoTtns^Aegeles^Philadelphia, 
Minneapolis,  Boston,  St.  Louis,  San  Francisco, 
Richmond,  Washington,  Salt  Lake  City,  Birmingham- 
call  on  the  talents  of... 


Radio  Sales 

Radio  and  Television  Stations  Representative ...  CBS 


